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Factors Affecting Repurchase Intention

A Case Study : Moo Tod Loke Phra Intr, Nakhon Si Thammarat
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ABSTRACT

The objective of this research is to examine the marketing mix factors influencing
repurchase intention and to explore the relationship between demographic factors and
repurchase intention at Moo Tod Luk Phra In Restaurant in Nakhon Si Thammarat. The
study employed a convenience sampling method, with data collected from a total of 400
respondents using a questionnaire as the primary research instrument. The collected
data included demographic factors and marketing mix factors. The statistical methods
used for data analysis included percentage, mean, and standard deviation. Hypothesis
testing was conducted using the T-test, one-way ANOVA, and multiple regression
analysis. The findings revealed that the majority of customers at Moo Tod Luk Phra In
Restaurant in Nakhon Si Thammarat were female, aged between 21 and 30 years,
primarily self-employed, with an average monthly income ranging from 10,001 to 15,000
baht. Gender, age, and income level were found to have no significant effect on
repurchase intention; however, occupation was identified as a factor influencing
repurchase intention. Regarding the marketing mix factors, product, place, and people
did not have a significant effect on repurchase intention. In contrast, price, promotion,
process, and physical environment were found to have a significant influence on the
repurchase intention of customers at Moo Tod Luk Phra In Restaurant in Nakhon Si

Thammarat.

Keywords: Repurchase intention, Marketing mix
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