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Abstract

The purpose of this research aimed to analyze the decision-making path for users
repurchase of Thai massage. This is quantitative research. Data were collected from
a sample group of 2,500 Thai massage users from 5 provinces in tourism areas and
having Thai massage shop operators, Bangkok, Chonburi, Phuket, Chiang Mai and
Udon Thani. Data were analyzed by multiple regression analysis.

The results indicated that that customer experience influenced repurchase
trends. The most influential factor was the experience of the product or service,
followed by the peace-of-mind, outcome focus, and moment-of-truth. The results of
the decision-making path analysis revealed that the first factor is Product or service
experience. The next issue was the outcome focus and moment-of-truth. Which
requires a high level of experience to be able return to use the service again. That
was to support the service planning and recommend how to design the Thai massage
service from customer experience. It is a mechanism to create a marketing strategy
that leads to continuous repurchases and creates an income opportunity for Thai

massage parlors and maintains the value of Thai massage forever.

Keywords: Path Analysis; Decision-Making; Repurchase; Users; Thai Massage.
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