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Abstract

This research aimed to investigate the factors influencing the revisit intention of
MR.D.l.Y. customers in the Bangkok Metropolitan Region. The study had three main
objectives: 1) to study the influence of demographic factors on revisit intention; 2) to study
the influence of marketing mix (7Ps) factors on revisit intention; and 3) to study the
consumer behavior of MR.D.L.Y. customers. The study was conducted using a quantitative
research methodology, with a questionnaire as the primary tool for data collection. A sample
of 400 consumers who had previously used MR.D.L.Y. services in the specified region was
selected via convenience sampling. The statistical methods used for data analysis included

frequency, percentage, mean, standard deviation, and multiple regression analysis.

The research findings revealed that the majority of the respondents were female
(58.5%), aged between 20-30 years (35.0%), single (61.8%), held a bachelor's degree

(60.0%), worked as private company employees (52.8%), and had a monthly income of



THB 20,001-30,000 (23.5%). Among demographic factors, only age was found to have a
statistically significant influence on revisit intention, while gender, marital status, education

level, income, and occupation had no significant influence.

Regarding the marketing mix (7Ps) factors, consumers rated their overall importance
at a high to very high level (mean 4.19—4.35). The Product factor received the highest score
(mean 4.35). Hypothesis testing showed that only the Product factor had a statistically
significant positive influence on the intention to revisit, whereas the other six factors (Price,

Place, Promotion, People, Process, and Physical Evidence) had no significant influence.

In terms of consumer behavior, customers expressed the highest level of intention
to revisit. The main reasons for choosing the service were product variety (34.63%) and
value for money (28.90%). The findings suggest that MR.D.I.Y. should emphasize its

product strengths to maintain a sustainable competitive advantage.

Keywords: Marketing mix, Consumer behavior, Revisit intention, MR.D.L.Y.
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