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Abstract

This research aimed to study factors influencing buyers repurchase intentions in the
e-commerce marketplace in Thailand. The samples were 400 post-purchase customers of
OTOP products on the public e-commerce marketplace in Thailand. The instrument used for
data collection was a questionnaire. Data analysis statistics were frequency, percentage, mean,
standard deviation, and multiple regression.

The results revealed that of the marketing mix factors; promotion had the highest level of
opinion (X=3.58), followed by place (X=3.57) product (X=3.52) and price factor (X=3.52). For the
service quality factor, it was found that the fulfillment factor (X=3.57) was the highest, followed by
efficiency (X=3.56), reliability (X=3.55), and privacy (X=3.53). The results of the hypothesis testing
found. - 1) marketing mix consisted of product, place, promotion influencing buyer’s satisfaction,
2) efficiency, reliability, privacy dimensions of service quality influenced buyer’'s satisfaction,
3) buyer’s satisfaction influencing buyer’s repurchase intention. The research findings are useful
for the Thai e- commerce market to design marketing mix strategies and service quality factors
according to consumer needs and create competitive advantages for OTOP products in the future.

Keyword: Repurchase intention, satisfaction, marketing mix, service quality, E-marketplace
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ﬁmﬁuﬁﬂamﬂ/’ﬁuﬁﬁﬂgum ’Luﬁuvl,snﬁgnmhmssiamwﬁaamaﬁuq 3.25 0.56 1hwnang
Nnendud wdvlodamunsaSouiounenldzzain 3.83 0.63 N
nanfudlanadAuiguruideiwivlsdanmesensiuinaimaig 3.49 0.70 N
fianuduennugmninyesdud
NI 3.52 0.49 N
AUBBINIINTIAI MUY (place)
Guladanansaldnuldasea 24 $alus 3.31 0.62 1hunand
Aulsdlianuamsnu dgaenuaulaliliom 3.75 0.72 nn
M e , e A a v My
Aulsddanuannmeeduniidud Jdnw uasnoazidoaiud ldadimanzaw 3.63 0.70 nn
ij’umaums‘ﬁa%uﬁﬂajgiaﬂﬂné’aLL@iL‘%uﬁuw%uqmszmu 3.56 0.69 N
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2NN 3.57 0.51 N
ABMIFILESNNITAAIA (promotion)
Buloduauauaafiianluiuiiaey wismanadigg 3.30 0.57 1hunans
Guladaelusanuuzihdudlaneu/Audgam 3.71 0.70 ann
& o o o o & A % 1% o & ' o o
dAuladfinaudsnmsteniuiufedaue aldgndmusndhiisimmsdeg ammeiuld 358 0.66 4
ﬁu"[fﬂﬁﬁﬂiaam\iLﬁa%fuﬂdmmﬁmﬁumngnﬁw 3.52 0.66 N
g M e e . o a e ad . o o PR
dulsdlindgnnuguassuulianationdestiiuiidegndundyivdymlunisdedudm 3.59 0.69 n
MNTIN 3.58 0.68 N
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Jaduqganinaasnsuinig dsznay
¢e Tadusulszdniain daul%tﬂﬁs*”ﬁu
anudauinagluszduuin & fldntaauminm
3.56 Touiiules L@umunu%mmﬂmamw
fuf1209n11033 fmysanuiefudfidaian
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Wiy 3.80 ﬂ%ﬁ]’ﬂﬁmmsawaén%a fvzdu
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3.57 laofdsziiuen Gulodamadanns
fusnuesmely mansnsEudua: «uSmsle
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L@u‘nm‘na@ SouRaITDazBealue T 2
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ALAINAITLINT Ay @by
] _ _ wilawa
(service quality) NIAIP TN
ihduauilszAnSn1n (efficiency)
A A o o & o ' = ¢ o ' '
wiaslla (Fyanwal sUnw Taaaw) @99 lwivlodidnledie uazazainde
. PR 3.31 0.57 1unans
mMIvenIBaRum
3 o a o da a P o
Aulsdianunafudfidaau uazusasnoazidoaiignedas 3.80 0.66 N
Aulodmansanumadidszeldednmaiiuazgndas 3.57 0.71 N
NN 3.56 0.50 NN
o o o @
hdsamunsinliussauadusa (fulfiliment)
Auladlduimivmgnizuiumidifaiudilddnse 3.29 0.55 Jhunand
Gulodamunsassduduazusnsle andad asuim 3.80 0.65 N
= & PR Py o
Bulodaunsasisudldasiauszuznafianadld 3.61 0.68 N
AN 3.57 0.48 an
fladuawanandadnlnuinas (reliability)
Aulsafiszuuguamsliduusihgndesuasiuady 3.29 0.53 dhunand
, 4 e e A . DA A A 4 e a e
mingwiguaivlody Sszuulwenusiomae Wafeilywiioiuiud
- Y . 3.78 0.66 4N
waruInTag1adulszdn
mmvhL%aﬁamaa;jmnﬁﬁm‘iwmﬁﬁuﬁﬂuﬁﬂmﬁ% 348 0.66 N
= & A 9 X a o
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AN 3.53 0.48 an
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amamuﬂswm fldlasuindy 3.78 aﬂlu
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m‘v@umwmmuaUiuswmuu'lﬂ fdady
W¥innu 3.53 I@muﬂswmumu Sulodaaada
mﬂaummaommﬁ imadansdayaniny
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9
a

ummammnu 3.76 aﬂmmuwmwa@

mmumwwwawalwamﬂm %
Iﬁm&li @ummmmuaylm z@uUaNIN Jen
LQGEIL'Y]']?']'LI 3.54 L&IﬂWﬁ]’]im%ﬂ%i’mTﬂW‘Ll’J’]
ﬂ?%“ﬁ%“ﬁﬂﬂﬂﬂﬂ’]iﬂ‘iﬂ’]iﬂlﬂdL’J‘]_Ivl,‘ﬁ(ﬂ@]ﬂ’]@
g a v Q a Fﬂl 1 Qs
TEVILRUANVBINTIATF JANRARYLNIND 3.69
aﬂmmu*nmwa@ LS ﬂﬁ]'ﬂﬂﬂ]’]&l@]dl’ﬂ’ﬁﬂ“ﬁ’]
mui%mmmummmmuaﬂmmumn L%Ja

Asondusiedanudn vinuesiinnisaa
dudnlanad/Fudrzunu lunuvlsnmm@sﬁa
"umaummaammmavl,ﬂsluamﬂ@l feade
Wiy 3.72 aglmmuwgmqm

HANITNARaUANNAFINTATudIU
Uszauramsaaafiianswadaanuitsnals
madg’%a WU HRAA UM TaImMINIIasnsing
LAZNITRILRINNIINAIA NENTWadaA2Nw
ﬁawahmaa@%a fiszduiinindn 0.05 Jouaz
71.80 (R®> = .718) 91NN1IAI21980L
Multicollinearity I@]EJE],"I? Variance Inflation
Factor (VIF) @smsiienlaitfin 10 fagn ndios
U1 uszien NAvdiys, (2564) Wi
VIF fieh 3.230 - 4.274 Galaiifin 10 ugasd
ANUFNARTTzRIIduUTBase ldrelviAag
iy Multicollinearity Fauaasluansnsfi 3
uazRINITRINI b I uENNITURAIAIY
suuslaasdelui

TMM = .530 + .242 (product) + .175
(place) + .431 (promotion)

M1519N 3 wamﬁmm:ﬁmﬁn\mam%uﬁmmuwmm 0@ IUUTZRINIINTANG AU
AUNAAA M TATUAIUTAININTIATINUNY LRTFIWITITATFILEINNITARNA

Aaa a 1 =< ‘Pt&/
N@Y\ﬁWﬂ@]ﬂﬂ’J’]NWdWﬂl‘ﬂT@dﬁdsﬁa

@anensol S.E. B t sig. VIF
fnasfi 530 .096 5509  .000
Tadpenunaaimn 242 .053 251 4547  .000*  4.274
a8 UTaININITANI NN 175 .046 .201 3.778 .000* 3.996
98 UNIIRILEIUNIINAA 431 .046 451 9.411 .000* 3.230

R?= .718 F = 336.594 P- Value 0.000"

* huddynashianszau 0.05
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MInasauaNuAzIwIITuQ NN
‘ildﬁ

nIuINY (serwce quality) NAIANINAGAAIN
wawalwamma WU31 Jadudiz®niaaw
(efficiency; SQE) TaduauanuideTulu
U3N17 (reliability; SQR) uazdaduaualnu

NudayadIuyana (privacy; SQP) 8nIwa

@

daﬂamﬁawahmaa;ﬁa fiszduiudda 0.05
WUT1 Feuaz 75.80 (R? = .758) A9uaadli
a15197 4 uazmansatendowuauniy
waasanuFuusldasdelui

TSQ = .489 + .237(SQE) + .329(SQR)
+ .293(SQP)

Gl’]i”ld‘fl4Nﬂﬂ’]3’]Lﬂi’] %ﬂﬂiﬂ@ﬂam‘ﬁdtﬁ%uﬂuw%ﬂm ﬂ’ﬂﬁ]ﬂﬂmﬂ’]Wﬂ’]iUiﬂ’]i VaNIWado
mmwawalwawma sznaudae ﬂ%ﬁ]ﬂ@ﬁ%ﬂiva‘ﬂﬁﬂﬂ‘w ﬁﬁ]ﬁ]&l(ﬂ’]%ﬂ’NNL%ﬂNu
Iu‘USﬂTi LLﬂw‘ijﬁ]‘ﬂU@]W%ﬂ’l’]&lﬂﬂ“ﬂﬂ%lﬂﬁ’)%qﬂﬂﬂ

AananIol B S.E. B t sig. VIF
fnnsfi 489 .088 5.548 .000
tadpaulsz&nsnw 237 047 266 5.093 .000* 4.458
fasuduanudaiuluuinns 329 .055 335 5.991 .000* 5.120
ﬂaﬁgﬁqummé’uﬁagamuqﬂm 293 047 317 6.182 .000* 4.297

R®=.758 F = 413.823 P- Value 0.000'
* Sudndyneadanszay 0.05

NINARBUFUNAZIN anuiawala
(satisfaction) NidnTwadaniuasladadn

(repurchase intention) maa;ﬁ%a Tunsls

=3 6 % =
Aulwd Marketplace 289011035 NaMIAN®N
WU anuianala (satisfaction; S) HanTwa

@iammﬁﬂﬁ]%a%wadﬁsﬁa Sauaz 33.20
(R? = 0.332) G9UaALUaN199 5 LAZE131TD
WU W T URNNITURAIA NN N UT LA 63
¢l

TS = .397 + .897(S)

A13199 5 Nﬂﬂ"liﬁLﬂi’]Zﬁﬂ’]iﬂ@maEIL%\‘ILE%I%LLUUW‘]@.ﬂm mmﬁdwalﬁ]ﬁ'ﬁﬂ%wa@iammﬁﬂﬁaﬁﬁﬁ

fanensoi B S.E. B t sig. VIF
faaf .397 125 3.173 .002
anuianale 897 035 789 25.599 .000* 1.000

R?= .322 F = 655.301 P- Value 0.000"

* duiAgnIshianseau 0.05
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