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Abstract

The purpose of this research is to study the causal relationship model of integrated
marketing communications and customer expectations influence consumers repurchase intentions
on applications through service satisfaction. This research is quantitative research. The sample
includes 385 sets of people who have purchased products online through the application. Statistics
used in the research were descriptive statistics. Data were analyzed using frequency distribution,
percentage, mean, and standard deviation and inferential statistics. Data were analyzed for
hypothesis testing by structural equation modeling.

The results of the analysis found the most of the respondents were female and were in
the Gen Y group, aged 23 - 39 years. Most have a bachelor's degree and careers in government
service/state enterprises, a monthly income of 30,001 baht or more, single status, and live in
Bangkok. The frequency of purchases through the application is approximately 2 - 3 times per
month. The amount of purchases through the application is 501 - 1,000 baht per time. The type
of product purchased is women's fashion. The application used to purchase products is Shopee,
mostly for payment on delivery. Results of the analysis of the causal relationship model of
integrated marketing communications, customer expectations and satisfaction influencing customers
repurchase intentions on the application. The results show that all hypotheses are accepted. It
explains that application-based integrated marketing communications influence customer satisfaction,

expectations, and repeat purchase intentions.

Keywords : Integrated marketing communications, Customer expectations, Satisfaction in the

Using Service, Repurchase Intention
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