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Marketing Mix Factors affecting Student Customers' Repurchases
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Abstract

The purpose of this research was to study marketing mix factors, including
product, price, place, promotion, people, process, and physical evidence, affecting student
customers repurchases intention of Uniglo brand in Bangkok by utilizing the quantitative
survey research approach using close-ended questionnaire as the tool to collect data.

The samples of a study were Uniglo student customers in Bangkok areas. 400
respondents were being selected by using purposive sampling. The data was analyzed
and evaluated by descriptive statistics including percentage, mean, standard deviation
and inferential statistics. Multiple regression was used to test the hypotheses.

The results shown that demographic characteristics of the samples were mostly
female, aged 18 — 22, students with Bachelors’ degree, earned an average monthly
salary of 10,001 - 15,000 baht.

Regarding the hypothesis testing, the marketing mix factors influenced the
repurchases intention of Uniglo student customers with statistical significance at .05. The
results of research showed that Uniglo brand has been focused on branding
communication to customers through using marketing mix factors. It made customers can
easily recognize, reach to the brand, and avoiding the customers’ dissatisfactions in order
to build positive relationships with the customers in order to result in repurchase intention.

The result of this study showed that the marketing mix factors affecting
consumer’s’ repurchases intention of Uniglo. Furthermore, it showed that the consumer
trends towards the clothing and apparel business. The entrepreneurs can be developing
the marketing strategies to make the difference and creating a competitive advantage in
their business. In addition, they can reach to the needs of target customers to expand the

business which more efficiency.
Keywords: marketing mix, repurchase intention, Uniglo, Student
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