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The Service Marketing Mix Factors Affecting the Intention of Customers to

Reuse the Services of Otteri Wash & Dry stores in Songkhla Province.

Chonlada Noonkong' Peerapat Pukkeeree?

Abstract

This study aimed to investigate the service marketing mix factors that affect the intention
of customers to reuse the services of Otteri Wash & Dry stores in Songkhla Province. Employing
a quantitative approach, the research utilized purposive sampling, surveying 400 individuals who
had previously availed services at Otteri Wash & Dry in Songkhla. While the data was collected
through an online questionnaire, data analysis employed statistical analysis measuring frequency,
percentage, mean, and standard deviation. Furthermore, Simple Linear Regression was

employed in the inferential statistics analysis.

The findings revealed that elements of the service marketing mix, namely Price,
Promotion, Processes, and Physical Evidence, exerted a significant influence on customers'
inclination to revisit Otteri Wash & Dry stores in Songkhla Province, reaching statistical
significance at 0.05. Conversely, the study revealed no significant impact from three service
marketing mix factors Product, Place, and People on customers' intention to reuse services in

the Songkhla area.
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