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Abstract

The objectives of the study were to 1)Determine the customers’ repurchase
decision — making in artificial grass soccer field, 2)Determine the service marketing mix
factors that important for customers’ repurchase decision — making in artificial grass
soccer field, 3)Determine the service marketing mix factors that influencing the
customers’ repurchase decision — making in artificial grass soccer. The data was collected
by questionnaires from the people who ever used the artificial grass soccer field service.
Data collection based on 400 people. In Hatyai, Songkhal province, there are four
artificial grass soccer fields. A quota sampling technique was used in this study then the
sample size in each field was 100 people. Analytical statistics used were descriptive
Statistics and stepwise multiple regression analysis. The results were as follows: (1)The
repurchase decision — making in artificial grass soccer field were in the high level (X =
4.65), (2)The service marketing mix factors that important for repurchase decision -
making in artificial grass soccer field which can be arranged from high to low as follows
1)Personal (X = 4.79), 2)Place (X = 4.70), 3)Product and Physical Evidence (X = 4.69),
4)Price (X = 4.65), 5)Promotion (X = 4.62), and 6)Process (X = 4.59) and (3)The service
marketing mix factors namely process, promotion, physical and price could predict the
repurchase decision — making in artificial grass soccer field at a significance level of .001
with R = 64 %, but product, place, personal couldn’t predict the repurchase decision —
making in artificial grass soccer field. Finally, recommendations and future research are
suggested.
Keyword: The Service Marketing Mix Factors, The Repurchase Decision — Making,

Artificial Grass Soccer Field
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