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Abstract

The purpose of quantitative research is to examine the influences of a servicescape and a service quality on repurchase
intentions toward Chulalongkorn university book center. The samples are service users who have experiences of Chulalongkorn
university book center. Non-probability sampling, particularly an accidental sampling technique, is conducted to recruit University
of Phayao branch for the study. In total, 160 completed questionnaires are collected. Data is analyzed by percentage, average,
correlation coefficient and multiple regression analysis in order to test the research hypotheses. The results reveal that the effect
of a servicescape on repurchase intentions is not significant, whilst a service quality on repurchase intentions is significant at 0.05
statistically significant level. The factors in the model cooperatively explain the variance of repurchase intentions at 49%.
Therefore, the finding indicates that a service quality is the most critical influence in consumption of service users that influences

repurchase intentions of Chulalongkorn university book center.
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N'w,ﬁﬁmimLta:ﬂﬁﬁnﬁmmmaa@ﬁu?mﬂﬂﬂ'@gnﬁﬂ
1 nane Lﬁialﬁgnﬁmﬁ@mmﬁawalagaqﬂ nsusnsd
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pﬂ*’fu?mijﬁﬂdﬂéﬁ”ﬂmsu?msﬁﬁaﬁu uaz 3) e
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WEIEUAlRLS T FRNT0FeF1INNIATILaT ISR
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witsFaawiy lilddinisdafivdayadruinesgidnly
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population) #33tldfuiniawiavaindudiatnalanling
ﬁwuammuwwmadng:uﬁaaﬂwqmaa Cohen (1988, p. 414)
droldsunsy G* power LU U Linear Regression Fixed
model, R? deviation from zero ﬁi:ﬁ"}.lﬂ’s’m L"fjia 1J°'Iu 95%
YUNABNDINA (Effect size) 1¥NNU 0.15 81w19n13H w18
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usnTuaznInaia laslddduinnusaanaaitadda
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