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Abstract

The purposes of this research were to: (1) study the mean differences in repurchase intention of
Japanese Izakaya restaurant consumers in Bangkok categorized by demographic factors, (2) study the mar-
keting mix factors affecting repurchase intention of Japanese Izakaya restaurant consumers in Bangkok, and
(3) study the marketing mix factors on consumer’s perspectives affecting repurchase intention of Japanese
Izakaya restaurant consumers in Bangkok.

This is a quantitative research using a questionnaire to collect the data of 200 consumers who used
the services at Japanese Izakaya restaurants in Bangkok. The descriptive statistics used for analysis were
frequency, percentage, mean and standard deviation (SD). The hypotheses were analyzed by using F-test
(One-way ANOVA) and multiple regression.

The results showed that 1) The Japanese Izakaya restaurants consumers with different occupations
have mean differences in repurchase intention with statistical significance at 0.05. 2) The marketing mix factor
(7Ps) affecting the repurchase intention of Japanese Izakaya restaurant consumers in Bangkok with statistical
significance at 0.05 level is process. 3) The marketing mix factors on consumer’s perspectives (7Cs) affecting
the repurchase intention of Japanese Izakaya restaurant consumers in Bangkok with statistical significance at
0.05 are customer values, caring, cost to customer, convenience and completion. The owners of Japanese
|zakaya restaurants can use the findings of this study to create market segmentation strategies, or to improve
the marketing mix to further develop goods and services according to the consumer needs. They can learn

to develop competitive advantages for the businesses in the future.

Keywords: Marketing Mix, Marketing Mix Factors on Consumer’s Perspectives, Repurchase Intention,

Japanese Restaurant
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f157199 4

HaNTUATILYNTHNITORNRETINY (Multiple regression analysis) YeathiemIuaINYTauN19N10AIR

luyaisieavesgfusing Midmason 1 uailalduinistivesngus o

Yadedwlsvaunemsnanluguses B Std. Error B t Sig.
AENATHRT

(Constant) 1.388 0.244 5.697 <.001*
srunauAnTignilFsy 0.240 0.067 0277 3560 <.001*
fuiunu 0.142 0.061 0.169 2333 0.021*
FUANMLEZAIN -0.137 0.064 -0166 -2.129 0.035*%
o'w’wumsﬁmoiaa‘ams 0.034 0.055 0.050 0.620 0.536
fumsguatalaldvewtinu 0.214 0.073 0.256 2914 0.004*
gunnudnsalunisnevaussany  0.173 0.084 0.198 2.064 0.040%
N

fuAMNEUY 0.027 0.071 0.030 0.380 0.704

R=0.700, Adjust R?=0.472, F=0.34

aad

*hipdAgynisadAniszau 0.05

o 1w a £ v o

PNATNI 3 UAduUsEEVEUR IR UNeL T8

v
=1

Wuaumsviune lansil

Y = 1.388 + 0.240x, +0.142x, + (-0.137)x, +
0.034x, + 0.214x, + 0.173x, +0.027x,

Tagiten Y = puslaliusnisen, X1 = ﬁm@mmﬁ
ANALATY, X, = AUAUYY, X, = AIUANNEEAIN, X, = AU
nsdeans, X, = funisquatenlaldveswiinny, X, = s
ANUENSTLUNMINDUALBIANNADINTS, X, = AUANEUY

waganusnagunaladn A Adjusted R Square 8
ALY 0.491 vuneis Jadediuuszaunianisnainly
uunpwwesfuilan (7Cs) afutsmauysiuvesausilald
Uimstiueaduuussnvdenieslunganwamiueg
IousiugnTosas 49.10 UAgNANITIATIENNITONNBEITINY
(Multiple Regression Analysis) wu11 Uadwaiulseau
VNGRETRR AT R RN TR RT)

(7Cs) NdaNananNUAIbAldUSNIT151U819NS

gUulsziandrinielungunmumiuas wuin quam

i
y\lyw = v v o

anAlasu den P-value wirfiu 0.001 aghaiissiutiaddiny

o

'
aaa

NMeERRANTEAU 0.05 dA1 (B = 0.277) M3guateilaldves

NUNIIU 3R P-value Wiy 0.004 agaliseAulsd1AnNIg

atansEAu 0.05 1A (B = 0.256) fruyu den P-value Wiy

'
aa

0.021 pgsszautydRyNINatanszau 0.05 Ja1 (B =
0.169) AUEzAIN A1 P-value AU 0.035 989ilseay
tudnAynsadffisziu 0.05 fien (B = -0.166) Avud1sa
Tunsmevaussnu@eInis dan P-value Wiy 0.040

oglsEAUTydRYNINanANTzaAU 0.05 Ja1 (B = 0.198)

n1sARsadRES 1AT P-value WiNnuU 0.536 ag19dsEaULly

'
o w aaa

dAgyneatanszau 0.05 HAn (B = 0.050) kazAIUEUE
1A P-value WU 0.704 eg13diszautivd1AYNNETAN
5¥AU 0.05 &A1 (B = 0.030)
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