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Factors Affecting the Intention to Revisit Cafe in

Mae Chan District, Chiang Rai Province
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Abstract

This independent research aims to study the factors affecting the repeat service
intention of customers at cafés in Mae Chan District, Chiang Rai Province. The sample group
consisted of 400 café customers in Mae Chan District, Chiang Rai Province, with data collected
through online questionnaires using convenience sampling. The statistics used for data analysis.

included descriptive statistics, frequency, percentage, standard deviation, mean, and hypothesis



testing using multiple regression analysis. The findings revealed that the majority of respondents
were female, aged between 26-35 years, single, held a bachelor's degree, worked as employees
in private companies, and had an average monthly income between 20,001-30,000 baht. Among
the marketing mix factors influencing repeat service intention, the physical aspect ([3 =0.227, p
< 0.001) had the strongest effect, followed by marketing promotion (B = 0.182, p < 0.001), price
(B = 0.163, p = 0.001), process (B = 0.142, p = 0.004), and product (B = 0.131, p = 0.004),
respectively. On the other hand, the marketing mix factors of people (B = 0.092, p = 0.096) and
distribution channels (B = 0.036, p = 0.475) did not significantly affect repeat service intention.
The five influential factors collectively accounted for 68.80% of the variance in customers' repeat

service intention.
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