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Abstract

This study aims to investigate the influence of the new marketing
mix factors (4E’s) on repurchase intention through flight and accommodation
booking platforms, with technology acceptance considered as a moderating
variable in the relationship between the marketing mix and consumer
behavior among Millennials. A quantitative research design was adopted,
using a structured questionnaire tested for reliability and content validity.
Data were collected from 400 Millennial consumers in Thailand who had prior
experience using digital travel platforms. Multiple regression analysis and
moderator analysis were applied to test the hypotheses. The results indicated
that all four elements of the new marketing mix-experience, exchange,
everywhere, and evangelism-had a statistically significant effect on

repurchase intention among Millennial consumers. Additionally, higher levels
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of technology acceptance were found to weaken the effects of the everywhere
and evangelism factors on repurchase intention. These findings contribute
to the understanding of how the 4E’s marketing mix influences repurchase
behavior in flight and accommodation booking platforms. Moreover, they can
serve as a guideline for strategic marketing planning to better meet consumer
needs and to strengthen efficiency in the tourism sector, which is a critical
factor for the country’s future development and growth.

Keywords: New Marketing Mix, Intention, Service, Platform, Millennial
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