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Abstract

This research explored marketing factors influencing the repurchase intention of
aesthetic clinic (non-invasive procedure) customers in Bangkok. This research was
quantitative, and the population consisted of 400 customers who purchased services
from aesthetic clinics (non-invasive procedures) more than two times per year
and returned for the service continuously. The sampling technique was non-probability,
and the convenience sampling technique was adopted. A questionnaire was conducted
as a research tool. The statistics employed in data analysis were a descriptive analysis,
Pearson’s product-moment correlation coefficient, and stepwise multiple regression
analysis.

Results found that the overall mean towards marketing factors was high.
One factor was rated as the highest, while the remaining factors were rated at a high
level as follows: 1) People, 2) Product, 3) Efficiency and Quality, 4) Price, 5) Physical
Evidence, 6) Promotion, 7) Process, and 8) Place. Furthermore, the overall average
mean toward repurchase intention factors was high. Regarding the predictive equation,
the results were as follows: 1) Marketing factors regarding physical evidence, efficiency,
quality, promotion, and people influenced repurchase intention in terms of satisfaction.
The correlation coefficient was at 0.495, with statistical significance at 0.05 level.
2) Marketing factors regarding efficiency and quality, price, and people influenced
repurchase intention in terms of trust. The correlation coefficient was at 0.599
with a statistical significance at 0.05. 3) Marketing factors regarding promotion and
people influenced repurchase intention regarding loyalty. The correlation coefficient

was at 0.507, with statistical significance at 0.05 level.
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Independent Variables Dependent Variables
Marketing Mix Factors (8Ps)
1. Product (Pod) Repurchase Intention
2. Price (Pr) 1. Satisfaction (Sat)
3. Place (PV) 2. Trust (Tru)
4. Promotion (Pom) |:> 3. Loyalty (Lo)
5. People (Peo) Source: Hellier, Geursen, Carr and
6. Process (Pro) Richard, 2003
7. Physical Evidence (Phy)

8) Efficiency and Quality (EQ)
Source: Lovelock and Wirtz (2007)

Figure 1 Conceptual Framework
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Ussinnlddaenssy wangannuviuas Jnsieilaelddudse
Correlation) wandlilu Table 1
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Table 1 Correlation Analysis between Variables

Variables Pod Pr Pl Pom Peo Phy Poc EQ VIFs
Pod - 2.26

Pr 0.52%* - 1.49

Pl 0.57** | 0.38** - 1.20
Pom 0.57** | 0.41** | 0.61** - 1.92
Peo 0.42** | 0.38** | 0.18** | 0.24** - 1.62
Phy 0.55** | 0.34** | 0.54** | 0.48** | 0.37** - 1.94
Poc 0.43** | 0.27** | 0.35** | 0.40** | 0.25** | 0.51** - 1.45
EQ 0.45** | 0.33** | 0.27** | 0.24** | 0.55** | 0.40** | 0.28** - 1.61

**p<0.01 Product (Pod), Price (Pr), Place (Pl), Promotion (Pom), People (Peo), Process (Pro), Physical Evidence (Phy), Efficiency
and Quality (EQ)

97N Table 1 HALAAINANITILATIZVAUFUWUS 531197 97891901508A
VBINTUUINITIVAIEATAMNNUTEANlU Aaenssy wangunnuniuas insieilaely
fuusyAvsavdusius (Coefficient of Correlation) wui1 efiansananuduiusseninefuds
wensaifeiu Tanudniusnsuaneglussfuroudnaifsse fugaladuuss ansanduius
og/3¥WI9 024 9 0.57 Feonanaliifntym1 Multicollinearity Feviu §3d8Tmaany
Multicollinearity Taglgen VIFs Us1ngi1an VIFs vasdaudsdase (anuianela anuliingda
AuResnAnR) dendaus 1.20 - 2.26 ethefidoddymneainfissav 0.01 deleniesndn 10
wandInUsdaseiinnuduusiuwaluiddedAynieada (Black, 2006)

naniegidafomamanaeiiiavinadearudilalunislivinsswessuuins
nransaNNuYsTnlidasnssy lueansannamiuas legldnisieseiannsenvan
(Multiple Regression Analysis) lasld35Tias1gWannns msmaaﬂwn@jmwwﬂyumu
(Enter Regression Analysis) Lﬁa@dwﬁawmmﬁmﬁﬁ%w%mGviafmmzﬂﬁﬂumﬂ%ucimi%wm
JFuvinsnsmanianuauussavlidasnssy udniwuusduluadsaunisnensal
eazden Aauandly Table 2 Table 3 waz Table 4
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Table 2 Regression Coefficient of Marketing Mix Factors of Aesthetic Clinic (Non-

invasive Procedure) in Bangkok Towards Repurchase Intention in term of Satisfaction

Unstandardized Standardized
Independent . .
Variables Coefficients Coefficients t P
B Std. Error B
(Constant) 1.607 0.282 5.699 | 0.000
Pod -
-0.096 0.064 -0.099 1.504 | 0.133
Pr 0.080 0.052 0.083 1.557 | 0.120
Pl 0.052 0.048 0.067 1.077 | 0.282
Pom 0.026
0.125 0.056 0.136 2.232 *
Peo 0.039
0.140 0.068 0.116 2.072 *
Phy 0.000
0.217 0.055 0.238 3.902 *
Poc 0.002 0.033 0.003 0.057 | 0.955
EQ 0.010
0.125 0.048 0.144 2.584 *
R=0495 R*=0245 F=15865 P-value = 0.000

* Significant at 0.05 level Product (Pod), Price (Pr), Place (Pl), Promotion (Pom), People (Peo), Process (Pro), Physical Evidence
(Phy), Efficiency and Quality (EQ)

310 Table 2 Wu11 YaFuA1un1InaIn AUNIEAIN fuUsEaNSaInwarAuAN
Fruduasunisaain uazduyaains Tonswasenusdlalumsliuinsadunufoels
YOITUUINTITAERANNUsEIvlifaenssy Tuwsangavmaviuns tnelamdudsedns
anduiuswygas Jedlnnudiiuslumauin (R) wiidu 0.495 Faneanadt Sdademanns
panafisdu Avduusdslalunslduinsdiduanufinelassdindude wasdlofinnsan
AnduszAvisanduius (R) ity 0.245 et Jadevsnismanaiidviwasonudila
Tunslduinissrdunnufianela¥osay 24.50

annsndeuaumanensaflusuuuuasuuAuld fod

Sat = 1.607 + 0.125 (Pom) + 0.140 (Peo) + 0.217 (Phy) + 0.125 (EQ)

wazdouaunsnensailusUuuuazuuusnasguld feil

Sat = 0.136 (Pom) + 0.116 (Peo) + 0.238 (Phy) + 0.144 (EQ)
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Table 3 Regression Coefficient of Marketing Mix Factors of Aesthetic Clinic (Non-

invasive Procedure) in Bangkok Towards Repurchase Intention in term of Trust

Unstandardized Standardized
Independent . .
Variables Coefficients Coefficients t p
B Std. Error B
(Constant) 0.645 0.294 2.197 | 0.029
Pod 0.130 0.067 0.119 1.953 | 0.052
Pr 0.000
0.235 0.054 0.217 4.382 *
Pl -
-0.049 0.050 -0.056 0.977 | 0.329
Pom 0.009 0.058 0.008 0.150 | 0.881
Peo 0.012
0.178 0.071 0.131 2.528 *
Phy 0.010 0.058 0.010 0.172 | 0.863
Poc 0.047 0.035 0.067 1.374 | 0.170
EQ 0.000
0.288 0.050 0.294 5.711 *
R=0599 R*=0.358 F=27.292 P-value = 0.000

* Significant at 0.05 level Product (Pod), Price (Pr), Place (Pl), Promotion (Pom), People (Peo), Process (Pro), Physical Evidence
(Phy), Efficiency and Quality (EQ)

310 Table 3 wud1 Jaden1enisnatan1ulsednsainnazA N A1usIAN
wagfuyeansiisvsnaronuidlalunislivinisdiduanulindavesiuuinmsnvmant
AMuuUsEantidasnssululvansannuviuas lneliindudsednsandunusnao
Fafianudusiuslunisin R) ity 0599 Femueannuda drifademenisnanad iy
Adantssslalunslduinissduanulindatsiuiuse uasdofinnsanadulszans
anduiug (R wiiy 0.358 munenudn Jafemsnisaaaidnswademudslalunisld
Uimstnsuenulindadosay 35.80

annsndeuaunsnensallusUuuuazuuuAuly fod

Tru = 0.645 + 0.235 (Pr) + 0.178 (Peo) + 0.288 (EQ)

wazdouaunsnensailusUuuuazuuusnasgld fedl

Tru = 0.217 (Pr) + 0.131 (Peo) + 0.294 (EQ)
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Table 4 Regression Coefficient of Marketing Mix Factors of Aesthetic Clinic (Non-

invasive Procedure) in Bangkok Towards Repurchase Intention in term of Loyalty

Unstandardized Standardized
Independent . .
Variables Coefficients Coefficients t p
B Std. Error B
(Constant) 0.862 0.339 2.544 | 0.011
Pod 0.132 0.077 0.112 1.712 | 0.088
Pr -
-0.016 0.062 -0.014 0.264 | 0.792
Pl -
-0.089 0.058 -0.095 1.544 | 0.123
Pom 0.000
0.313 0.067 0.281 4.653 *
Peo 0.003
0.242 0.081 0.165 2973 *
Phy 0.047 0.067 0.043 0.706 | 0.480
Poc 0.073 0.040 0.097 1.842 | 0.066
EQ 0.091 0.058 0.086 1.561 | 0.119
R=0.507 R’=0.257 F=16.872 P-value = 0.000

* Significant at 0.05 level Product (Pod), Price (Pr), Place (Pl), Promotion (Pom), People (Peo), Process (Pro), Physical Evidence
(Phy), Efficiency and Quality (EQ)

310 Table 4 wud1 JadenanisaainnudasunisnalalazaIuyaAaIng 18nsna
somnusslalunsliuimstiduanuasindnfsonmaudmesfuuinisnvmandauay
Usstniliifaenssy Tulwansammamuns Tnefiendudssansavduiusnmngn Jeilnnudusiug
Tunsuan (R) whitu 0.507 avmneeart drflademsmsnainidivtu afudsidlalunisld
U3nsgrduaERsinsnfdensdudanduiuie uasilofinsanAduussavi anduius
(R?) Wiy 0257 mneanudn Yadenaniseaindsviwadeninudslalunislduinisen
AUANNISNANAsiERTEUASEERY 25.70

ansnsndeuaunnensallusUuuuazuuuAuly fod

Lo = 0.862 + 0.313 (Pom) + 0.242 (Peo)

wazdeuaunsnensallusUuuunzuuuanasguld fedl

Lo = 0.281 (Pom) + 0.165 (Peo)
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