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Abstract

The purpose of this study is to examine the influence, brand image, marketing mix (4 C), word-
of-mouth communication and consumer satisfaction affects repurchase intention food via ShopeeFood
platform working-age people in Bangkok Metropolitan Region, factors include demographic factors,
brand image, marketing mix (4 C), word-of-mouth communication and consumer satisfaction. The
400 sample were drawn from working-age people in Bangkok Metropolitan Region. Data were analyzed
by using the frequency, percentage, mean, and standard deviation and collected data from
questionnaires with T-Test, F-Test (One way ANOVA), and Multiple Regression Analysis.

The study indicated that the most working-age people in Bangkok Metropolitan Region of the

respondents were female, aged under 30 years, received vocational certificate or high school education

level and received monthly income less than 10,000 bath. Brand image were at highest level (X = 4.23).

Marketing mix (4 C) were at highest level (X = 4.25). When each aspect, it was found that the aspect

has the highest mean was convenience (X = 4.31). Word-of-mouth communication was at high level

()? = 4.14). Consumer satisfaction were at highest level (X = 4.22). The repurchase intention food via
ShopeeFood platform working-age people in Bangkok Metropolitan Region was rated at a high level
X =4.13),

The results of hypothesis test show that (1) the working-age people in Bangkok Metropolitan
Region with different age, education and income had different overall the repurchase intention
food via ShopeeFood platform at statistical significance of 0.05 levels. (2) Marketing mix (4 C);
consumer, communication, cost, in addition, brand image, word-of-mouth communication and consumer
satisfaction had effect repurchase intention food via ShopeeFood platform working-age people in
Bangkok Metropolitan Region at statistical significance of 0.05 levels.
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