anuiiswalavasgnéniifinedruens ileane Swmdafiwalan
THE STUDY OF CUSTOMER SATISFACTION ON

KAl WOY WAI RESTAURANT IN PHITSANULOK

Usimsaduns wWsunwy

UNANELD

) A v s

ngUszasAiiiafinwanuduiusseninstadedudssaunianisnain(7 Ps)iu

(%
[

NUITYATINY

nsnilatiedvesgnéuasAnarumelavesgniifavinadauindenudslatesveswems
lalagang Faniafivalan Tdnsgudtegrsiuumuniiuazain (Convenience Sampling) Lagnau
wuuABUD LA 297 au wadasflefildlun1siterduluuasuniy (Questionnaire) adRfldlunns
Anseidoya oA nsnAnade Yevay uavdrueauuinasgiu waznsannesnyaas (Multiple

Linear Regression) Aaiu Han15338nudn AuianalavesgnAiniu Product (FuA1uazu3nig)

(B =0.139, p < 0.048 ) ¢y Price (57a7) (B = 0.303, p < 0.033 ) #1u Place (@a1uAidasnie)

a a

(B = 0.057, p < 0.000 ) 61 People (uAans) (B = 0.206, p < 0.000 ) favsnadsuinsonusilade

o w

§198931U8 W15 Il Jwminivelan sgedidedAynieads deauiianelavedgndtsiu Price

%
a Y

(181) axfiBvEwasemusidladosuniigauarsesasn Ae d1u People (yaans) sisil f1u Product
Bud1uazu3nis) , #1u Price (5101) , #1u Place @a1ufidnsiwuie) , #1u Promotion (TuUsludu)
A1 People (UAAINS) , 91U Process (N5¥UIUNMSIAUSNNS) waEAU Physical Evidence (aeAusznau
negluim) ansaeiuisanuiuuls vesruiianelavesgnanlasesas 31.60 (adjusted R2 = 0.316)
NnamsAgu sefummitawslavesgnalusy Promotion (WUslud) fislresruemslaliens Fande
fiwailan Tnswaidavandeainuiiladion nuneaiudn arudfianelave sgnérludiu Promotion

(WUstut) ldladidnsnagauintumsilvignanduinged

ANFIALY : dIUUITAUNNNITAATR, AUAILIZ DT



ABSTRACT

The purpose of this research was to study the relationship between marketing mix factors
(7Ps) and Repeat repurchase intent of customers and a study of customer satisfaction that
positively influences repeat repurchase intent of Kai Woy Wai Restaurant, Phitsanulok. Using
convenience sampling, a total of 297 people were sampled. The research tool was a
questionnaire. (Questionnaire) Statistics used in data analysis were the mean, percentage and

standard deviation and multiple linear regression. Customer satisfaction in Product (goods and

services) (B = 0.139, p < 0.048 ) Price (B

0.303, p < 0.033 ), Place (distribution location)

(B = 0.057, p < 0.000 ) People (personnel) (B = 0.206, p < 0.000 ), There was a positive influence
on repeat purchase intentions of Kai Woy Wai Restaurant, Phitsanulok Province. statistically
significant In which customer satisfaction in terms of Price (price) will have the most influence on
repeat purchase intentions, followed by People (personnel), Product (goods and services), Price
(price), Place distribution), Promotion (promotion), People (personnel), Process (service process)
and Physical Evidence (elements inside the shop) can explain the variation of customer
satisfaction at 31.60 percent (adjusted R2 = 0.316) from the hypothesis of the level of customer
satisfaction in the promotion (promotion) towards the Kai Woy Wai restaurant. Phitsanulok It has

a positive influence on repeat purchase intent, meaning that customer satisfaction in terms of

promotion does not have a positive influence on repeat purchase intentions.

Keywords : Marketing mix (7P's) , Repurchase Intention
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