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ABSTRACT

This research aimed at: (1) examine the service marketing mix factors influencing the
repeat service usage decisions of female Generation Y consumers in beauty clinics in Bangkok,
(2) investigate the brand image factors affecting repeat service usage, and (3) study the repeat
service usage behavior. The sample consisted of 400 female Generation Y consumers. A
questionnaire was employed as the research instrument, and the data were analyzed using
descriptive statistics including percentage, mean, and standard deviation, as well as inferential
statistics through multiple regression analysis.

The results indicated that (1) respondents rated the service marketing mix factors at
the highest level, particularly product quality and pricing. (2) The brand image of beauty clinics
was also evaluated at the highest level, with the highest mean scores for service quality and
customer relationships, followed by credibility and social responsibility. (3) Repeat service
usage behavior was reported at the highest level, driven mainly by new service innovations,
brand image, and service quality. (4) Inferential analysis indicated that product and physical
evidence significantly influenced repeat service usage decisions. Moreover, brand image
factors—including modernity, service and customer relationship, effective management
systems, and social responsibility—significantly affected repeat service usage decisions of
female Generation Y consumers in Bangkok at the 0.05 significance level.

Keywords: Service Marketing Mix, Brand Image, Repeat Service Usage, Beauty Clinics
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Evidence

R =0.404 R?=0.163 Adjusted R?=0.148 SEgcr = 0.703 F = 10.924 P = 0.000
Durbin Watson = 1.677

a. Dependent Variable: nsdnauladanlduinisen
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