[ I Y 14
o

J29u119n150a10 N1 dNSWan oA UAS LA F1 VD INANA U

L3325 INURIHEUN NS INE Y TULUAN FANWAIUAT
MARKETING FACTORS INFLUENCING REPURCHASE INTENTION OF
FIBER MANOW POSH BRAND DIETARY SUPPLEMENTS PRODUCT
IN BANGKOK

ANV LERUDIYN" waz FINUS 29ABUNTY
Lakkana Sermcharoenkit! and Siriphan Wongintavung?
ZAnEUINISEING WInendevenisaning
2School of Business, University of the Thai Chamber of Commerce, Thailand
Corresponding Author’s Email: siriphan_won@utcc.ac.th
FufiFuunaa : 29 unsAy 2026; Jundlvuna 9 AunTUS 2569; TuneuFuunena : 11 nuAS 2569

Received 29 January 2026; Revised 9 February 2026; Accepted 11 February 2026

UNANED

mﬁﬁ"}’amwmmﬂizamLWaﬁﬂmszé’ummﬁmLﬁummﬁuﬁﬂmaﬁﬁami

9

FuinaaudfvoINdndue A mdnualnsNanwe LaznguyAnasIede Nilsendny

[ =1 ) Y a [~ a o a a = £
adlagedvagustaaluwansunnumuas laaidumidelalsnaaslduuuasuaiy
[~4 dl' = < ¥ 1 o ] o d! [~ Y oa cl'd
Jueseaiislunsiiurivnudeyaannnqudisgnediuiu 400 au Jadubuilnaid
91458134 25-60 U 01Auag luunnJunnumuas wazingusinaRananaasoms
Iwasuzuny asmey TayailladATeagadAgdanssan Lagn1T3As1enRng

anneuladuNAL

Gitation
"ghvan WIS EYA uay A3WLE 2edduna. (2569). Yademaniseaaiiilavswasennudtlated vesudnsiost
wuownshilueuzumaswerlulwnnsunnumuns. MsansanaansnIsiwuday, 4(2), 937-961.
Lakkana Sermcharoenkit and Siriphan Wongintavung. (2026). Marketing Factors Influencing Repurchase
Intention Of Fiber Manow Posh Brand Dietary Supplements Product In Bangkok.
Journal of Interdisciplinary Social Development, 4(2), 937-961,;

DOI: https://doi.org/10.
Website: https://so12.tci-thaijo.org/index.php/JISDIADP,



https://doi.org/10
https://so12.tci-thaijo.org/index.php/JISDIADP/

938 | Journal of Interdisciplinary Social Development (JISDIADP) Vol.4 No.2 (March - April 2026).&5

14 wa

NanN15398 wud Juslaaiemnudniiusedadunissuiauaudfvewdnsioe

Y 9

[y [ L4 [y

wazladunmanualnsndndusegluseiuiin Jadenamdnvalnsmdndueiiazdade

a LY 13 (%

N155u3AuanURvendndugldnsnareaiundlategivesiuilnaeg1elityd Ay

o

i a

Turuznladunquunnasedslinudnsnasioninusiladeds Mnnanisdnwiaguled

]

anunslagetvesusinatuegiunsiuinmanualvewmsnandaeiiar anaudRves

¢ & o v

Nan NN UudAey

o

a £ 3 ¥ L%

AdARY: nanSueETIe M INueS, ANNATlaen, n135usRnaNTRvamEnsin,

e

ANAN BN TINENTUY, NFUYARRENIDY

Abstract

This study aimed to examine consumers’ levels of perception toward
product attribute perception, brand image, and reference groups influencing
repurchase intention among consumers in Bangkok Metropolitan Area. The
research employed a quantitative approach using a questionnaire as the data
collection instrument. The sample consisted of 400 consumers aged between
25 and 60 years, residing in Bangkok Metropolitan Area, who were familiar with
and had previously consumed Posh lime fiber dietary supplement. The
collected data were analyzed using descriptive statistics and multiple linear
regression analysis.

The results indicated that consumers perceived both product attribute
perception and brand image at a high level. Furthermore, brand image and
product attribute perception were found to have a statistically significant
influence on consumers’ repurchase intention, whereas reference groups
showed no significant influence. Based on the findings, it can be concluded that
consumers’ repurchase intention is primarily driven by brand image perception
and product attribute perception.

Keywords: Fiber dietary supplement product, Repurchase intention, Perceived

product attributes, Brand image, Reference groups
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