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Abstract

This research aimed to study the decision-making path analysis and factors influence the
users’ repurchase of Thai massage. The research conducted a study to sathered data from 2,500
users who have an experience more than 1 years and 2,500 users who have an experience less
than 1 year from 5 provinces in the tourism area that consisted of Bangkok, Chon Buri, Phuket,
Chiang Mai, and Udon Thani, by studied the experiences of customers using Thai massage and
repurchase trends.

In this regard, researchers analyzed the influence of the customer experience variables in
each dimension on repurchase trends by multiple regression analysis. The result indicated that
customer experience influenced repurchase trends. The most influential factor was the product
or service experience, followed by the peace-of-mind, outcome focus, and moment-of-truth. The
analysis of the decision-making Path indicated that the first factor was the 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 to use the service again
Keywords : Decision Making, Experience Marketing, Repurchases, Thai Massage
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