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Abstract

The objective of this research was to investigate the factors affecting the decision to
repurchase a brand of Thai chili paste products through the channels of large wholesalers of
consumers in Pathum Thani province. A random sample of 150 consumers who purchased
Thai chili paste products from department stores in Pathum Thani province was drawn. The
research instrument was a questionnaire. The statistics used for data analysis consisted of
frequency, percentage, mean, and standard deviation. The hypothesis was tested using
independent samples t-test, one-way analysis ANOVA and multiple regression analysis.

The results of the study revealed that 1) different personal factors such as age,
occupation, and average monthly income influence consumers' decision to repeatedly
purchase Thai chili paste products, 2) brand equity factors. In terms of brand loyalty influences
consumers' decision to repurchase Thai chili paste products, and 3) marketing mix. Product
and marketing promotion influence consumers' decision to repurchase Thai chili paste

products. statistically significant at the .05 level.

Keywords: Brand Equity, Marketing Mix, Decision to Repurchase
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