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Abstract

This research aimed to 1 examine the consumption behavior of Punthai Coffee consumers
and 2 investigate the service marketing mix factors (7Ps and other factors influencing repeat
purchase decisions in the Punthai Coffee business at PT service stations in Bangkok and
metropolitan areas. The study employed a quantitative research approach. The sample consisted
of 400 consumers who had purchased Punthai Coffee. Data were collected using a questionnaire.
The statistical analyses included percentage, mean, standard deviation, and multiple regression

analysis.

The results indicated that most consumers preferred to purchase Punthai Coffee during
the morning period (6:00-10:00 a.m.. The main factors influencing consumers’ decisions to make a
purchase were promotional offers or discounts, convenience of location within PT service stations,
and product taste, respectively. Regarding the service marketing mix factors (7Ps, the findings
revealed that product, price, and promotion had a statistically significant influence on repeat
purchase decisions at the 0.05 level. In contrast, process and physical evidence did not have a

statistically significant effect on repeat purchase decision

Keyword : Repeat Purchase Decision, Service Marketing Mix (7Ps, Consumer Behavior
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