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Marketing Management Model that Leads to Repeated Purchasing of

Community Enterprise Pandanus-Salted Eggs
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Abstract

The study of the relationship and the
Marketing Management Model that leads to
repeated purchasing of Community Enterprise
pandanus-salted egg. The case study of
pandanus-salted eggs of housewives of
agriculturists located in Baan Kokphusa in
Lopburi Province.The purpose is to study the
level of satisfaction, the relationship between
Market satisfaction, purchase volume and

repeated purchase and the Marketing Management

Model that leads to repeated purchasing. The
samples for this study are consumers that
purchase pandanus-salted eggs totaling 384
people. The data collection instruments used
were survey questionnaires and quantitative
interviews. Descriptive statistics and inferential
statistics including linear and multiple regression
analysis were pursued.The results show that
the product factor is related to the purchase

volume and repeated purchase with the product
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component and the purchase volume
component for each purchase being able to
explain the repeated purchase by consumers
of pandanus-salted eggs at ¢7.3%. The
researcher is proposing to use the result of
the research for the pandanus-salted egg

Community Enterprise so that they would
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know that they should promote the product’s
market more as it is the factor that will
determine the purchase volume and repeated

purchase.

Keywords: Marketing Management, Purchase
Volume, Repeated Purchase.
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