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ABSTRACT

This research aims to study: 1) perception product quality that affect repurchasing decisions
of industrial cleaner products, 2) service quality that affect repurchasing decisions of industrial
cleaner products. The research model was quantitative research and used theory of Perceived
product quality theory of Service quality (SERQUAL) and Customer retention model theory. The
population was 2,785 customers of an industrial cleaning machine vendor in Pathum Thani province.
The samples used in this study consisted of 368 customers which is calculated based on the Taro
Yamane method, who got from convenience sampling method. The research instruments were
gathered by questionnaire, statistics for data analysis used inferential statistics multiple regression
analysis.

The results of the study indicated that 1) perceived product quality factors, which consist
reliability and performance affected the repurchasing decision of the industrial cleaner product
customers, while feature, durability and fit and finish didn’t affect the repurchasing decision of the
industrial cleaner product customers, 2) service quality factors, which consist tangible, empathy and
responsiveness affected the repurchasing decision of the industrial cleaner product customers, while
reliability and assurance didn’t affect the repurchasing decision of the industrial cleaner product
customers at the statistically significant level as of 0.05.

The results from this research can be used to develop and enhance efficiency of perceived
product quality that a positive affect repurchase of the customers and increase sales while service
quality that a positive affect repurchase of the customers, which don’t switch to use services another

entreprenedur.

Keywords: product quality, service quality, repurchasing decisions, industrial cleaner products.
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