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ABSTRACT

The objectives of this research were: 1) compare the differences in marketing strategies of beauty salons that
influence customers repurchase decisions in Pathum Thani province, categorized by personal factors, and 2) examine
the level of influence of beauty salon marketing strategies on customers repurchase decisions in Pathum Thani province.
The sample group for this study consists of 400 customers who use beauty salon services in Pathum Thani, selected
through convenience sampling. The research instrument used for data collection was a questionnaire, which underwent
content validity and reliability testing before application in the study. Inferential statistics were employed for data
analysis, including t-test to compare differences between sample groups, one-way ANOVA to analyze variations among
different personal factors, and multiple regression analysis to examine the relationships and influences of independent
variables on customers repurchase intentions in beauty salons.

The research findings revealed that: 1) differences in beauty salon marketing strategies that influence customers
repurchase decisions in Pathum Thani province, when categorized by personal factors, indicate that gender, age,
educational level, occupation, income, and marital status significantly affect repurchase decisions. These factors also
contribute to differences in customer satisfaction, repurchase intention, and word-of-mouth behavior p < .05., and 2)
Regarding beauty salon marketing strategy factors, hair care services B =022 p < .05), expertise B =0.19, p < .05),
customer relationships B =o0.16, p < .05), and sales promaotion 6B =014, p < .05) significantly influence repurchase
decisions in Pathum Thani province. This study highlights that certain marketing strategy factors significantly impact
customers repurchase decisions at beauty salons, particularly hair care services, expertise, customer relationships, and
sales promotions. These findings can serve as a guideline for developing and refining beauty salon marketing strategies

to better meet customer needs, enhance customer retention, and encourage long-term service repurchase.
Keywords : Marketing Strategies ; Repurchase Decisions ; Beauty Salon
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