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between the 7Ps Marketing Mix and the Intention to Repurchase Beauty Enhancement Services
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Abstract
This research aimed to (1) examine the influence of the 7Ps marketing mix on repeat intentions
for beauty enhancement services, (2) investigate the moderating effect of gender on the relationship

between the 7Ps marketing mix and repeat intentions, and (3) study and compare gender differences
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affecting repeat intentions for beauty enhancement services. This quantitative study employed random
sampling, targeting Thai individuals aged 18 and above who had previously used beauty enhancement
services and resided in Thailand during the survey period. The sample included 600 participants,
divided equally into females, males, and non-binary individuals (200 from each group). Data were
collected through questionnaires. Statistical analyses included frequency, percentage, mean, standard
deviation, inferential statistics, Pearson correlation analysis, multiple regression analysis, and one-way
ANOVA.

The findings indicated a normal distribution among the sample, with no multicollinearity
detected among the independent variables. The correlation coefficients between the 7Ps marketing
mix factors and repeat intentions ranged from 0.426 to 0.739. Multiple regression analysis (Enter
method) showed that the 7Ps marketing mix positively and significantly influenced repeat intentions,
explaining 28.90% of the variance (R?). When gender was included as a moderating variable, the
predictive power increased to 29.80% (R2). Additionally, gender differences significantly affected repeat
intentions. These findings provide valuable insights for beauty enhancement service providers to better
understand the needs of diverse customer groups and develop appropriate strategies. This study was
approved by the Human Research Ethics Committee of Dhurakij Pundit University, with approval
certificate number COA011/67.
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liansafiudnuldivdeutudud liannsadmusuiasgiui daiuldvinliinsdudn 3pPs (People,
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AU ﬂ'maéa SD Min Max Skewness Kurtosis VIF Tolerance
NaRAt9/U3n13 (Product) 4.48 0.49 2.00 5.00 -1.080 1.813 2.350 0.426
5181 (Price) 4.41 0.53 2.00 5.00 -0.911 1.203 2.843 0.352
2099199 MU1e (Place) 4.48 0.50 2.00 5.00 -1.029 1.876 2.731 0.366
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N52UIUNTT (Process) 4.45 0.52 2.25 5.00 -0.912 0.765 2976 0.336
yAaNs (People) 4.46 0.49 2.25 5.00 -0.953 1.196 2.598 0.385
Fadnauenienm (Physical 4.49 0.49 2.50 5.00 -1.008 1.120 2.604 0.384
mudslaldu3nisen (Repurchase) 4.22 0.62 180 500 1.042 1528
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nquiaegafildlunisfnuadsiifinsuaniasuni (Normal Distribution) wagiiefinnsmnaindn Variance
Inflation Factor (VIF) uazfn Tolerance wuinduusynsogluinasineonsuld de VIF Afldfiunniign fo
2.976 Ay 4.000 winLAundfiuansiniaudsBasedanudusius fuiea (Miles & Shevlin, 2001) uag
Tolerance laltfountn 0.2 (Pedhazur, 1997) Ssenfitienitan fe 0.336 Fedufuusdaseiivhnmsdnuluadsd
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A519% 3 ArduUszavsanduiusvesnsnlalunisiinen (n = 600 Aw) NszAutodIRgyEdA 0.01

Fruls Repurchase Product Price Place Promotion Process People Physical
Repurchase 450 429 429 436 430 392 426
Product 692 657 598 607 579 632
Price 719 677 658 626 614
Place 655 690 633 614
Promotion 739 660 644
Process 677 669
People 713
Physical

o o ¢

AN5197 3 LEASHANISVRINTIATIERANFUUS AnTandunusvastadvdiutseaunisnain 7Ps fu

o ¢ 1 '

AnuadlalduInIsEtuANNNNYY nuIAduUsEAvTandutusveaiiulsusiavaegTEnINg 0.426 - 0.739 &

AduUsyanseglutieiivausuld deinndn 0.8 Feluifinnsiidauysdaselinnuduiusiues (Hair, Black,
Babin & Anderson, 2010) fstudnihmsinseianneenyan (Multiple Regression) sialy
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4.3 @ 3 MIaEUBHANITIATIERanneENANTENI WU sBasYAufuU TN

A19°99 4 HANTIATILVNANBENYAMLUU Enter Multiple Regression vasdadediulszaunisnain 7Ps
warAnuadlaliusnsEsununugiModel 1) WssuiisudefimadududsiiuModel 2)(n = 600 Aw)

Model 1 Model 2
Auds b SEp 3 t Sig. b SEy, 3 t Sig.
Constant 0.610 0.239 2.555 0.011" 0.505 0.548 0.921 0.357
Product 0.213 0.068 0.167 3.147 0.002" 0.306 0.185 0.240 1.653 0.099
Price 0.078 0.068 0.068 1.154 0.249 -0.049 0.180 -0.042 -0.270 0.787
Place 0.081 0.072 0.065 1.124 0.261 0.238 0.190 0.190 1.255 0.210
Promotion 0.146 0.068 0.124 2.149 0.032 0.439 0.179 0.375 2.453 0.014"
Process 0.066 0.071 0.055 0.926 0.355 0318 0.196 -0.269 -1.626 0.105
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R=0.524 R’= 0275 Adjusted R?= 0.248 F=10.396 SE, = 0.6965
fauds b SE, 3 t Sig.
N Constant 69 33 2.10 0.04"
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