A3 NNIINITARIALINITVDISIRNNAEBIFANFINAADNIITOB1 DI

¥ Aa o =~ Qs [ =~
Eﬂitﬂﬂsl%a’llﬂa LY VINRIANAIFAISITNING

An Analysis of the 7Ps Marketing Mix Influencing Repurchase Behavior of
Consumers at Freshly Brewed Matcha Shops in Mueang District, Nakhon Si

Thammarat Province
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Abstract

This research aims to study (1) the consumption behavior of fresh matcha beverage
consumers in Mueang District, Nakhon Si Thammarat Province, (2) the service marketing
mix (7Ps) of fresh matcha shops, and (3) consumers’ repeat purchase behavior, including
an analysis of the relationship between the service marketing mix and repeat purchase
intention. The study employed a quantitative research design. The sample consisted of 400
fresh matcha consumers selected through survey sampling, and a questionnaire was used
as the data collection instrument. Statistical analyses included frequency, percentage,
mean, standard deviation, one-way analysis of variance (One-way ANOVA), and multiple

linear regression.

The results revealed that most respondents were female, aged 21-30 years,
employed as government officers or state enterprise employees, with an average monthly
income between 20,001-30,000 baht. Regarding consumption behavior, consumers
typically purchased fresh matcha beverages 1-2 times per week, choosing shops based on
preferred taste and primarily purchasing in-store. Concerning the service marketing mix,
consumers placed high importance on all aspects, particularly ingredient quality, value and

appropriate pricing, convenient store location, promotional activities, polite and prompt



service personnel, accuracy in the delivery process, and a clean shop environment with

adequate customer space.

In terms of repeat purchasing, consumers demonstrated high levels of repeat purchase
intention and brand loyalty, were accepting of price adjustments, and consistently trusted the
product’'s quality. The analysis indicated that the service marketing mix had a significant
positive relationship with consumers’ repeat purchase intention. Therefore, business
operators should prioritize maintaining product quality, ensuring service standards, offering
appropriate pricing, providing accessible distribution channels, and implementing effective

promotional strategies to enhance customer satisfaction and foster long-term loyalty.

Keywords: Service Marketing Mix, Repeat Purchase Behavior, Consumer Decision Making,

Matcha Beverage Shop, Customer Loyalty.
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