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ABSTRACT

This research aimed 1) to study the service marketing mix, the social and
cultural environment and the customer repeat purchases of beauty clinic services in
Thanyaburi District, Pathum Thani Province, 2) to study the factors that influence
customers to make repeat purchases of beauty clinic services in Thanyaburi District,
Pathum Thani Province. The population in this research was all the beauty clinic service
users in Thanyaburi District, Pathum Thani Province. The number was infinite. The
samples for this research, the size of which was calculated using W.G. Cochran’s
formula, consisted of 385 people. The sampling technigue used for this research was
cluster sampling. The research instrument was a questionnaire with a reliability of
0.85. The statistical analysis included frequency, percentage, mean, standard
deviation and multiple regression analysis.

The results showed that:

1. The significance of the service marketing mix of beauty clinics in
Thanyaburi Dristrict, Pathum Thani Province was at a high level (X = 4.06, S.D. = 0.47).
When considering each individual aspect, the findings showed that personnel was at
the highest level (X = 422, SD. = 0.63) followed by product (X = 4.14, S.D. = 0.58)
marketing promotion (X = 4.09, S.D. = 0.55) distribution (X = 4.04, S.D. = 0.61) price
(X = 4.02, SD. = 0.60) physical appearance (X = 3.98, S.D. = 0.65) and service
procedure (X = 3.91, S.D. = 0.67) respectively. The study of the social and cultural
environment of the customers in Thanyaburi District, Pathum Thani Province was at
a high level (X = 4.03, S.D. = 0.52). When considering each individual aspect, it was
found that unofficial sources was at the highest level (X = 4.26, S.D. = 0.62)
followed by social classes (X = 4.04, S.D. = 0.68), family (X = 4.00, S.D. = 0.82), and
culture and sub-culture (X = 3.81, S.D. = 0.72), respectively. It was found that the
customers’ decision making for repeat purchases of beauty clinic services in
Thanyaburi District, Pathum Thani Province was average at 4.20 (X = 4.20) with a
standard deviation of 0.86 (S.D. = 0.86).



2. The factors affecting the customer repeat purchase of beauty clinic
services in Thanyaburi District, Pathum Thani Provinces accounted for 17.90 of the variation
(R* = 0.179). Those factors were marketing promotion, which affected the decisions
the most (b = 0.354) followed by physical appearance (b = 0.230) and culture and
sub-culture (b = 0.234) at the statistically significant level of 0.05. The research used

the following multiple regression equation:
y = 1.078 + 0.354 (X4) + 0.230 (X6) + 0.234 (X11)
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