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ABSTRACT

This research investigates the marketing mix factors and health consciousness
affecting the repurchase intention of ready-to-eat healthy food among consumers in Hat
Yai District, Songkhla Province. The objectives were to investigate: 1) consumer
purchasing behaviors, 2) marketing mix factors, 3) consumers’ health consciousness, 4)
repurchase intention, and 5) the combined effects of marketing mix and health
consciousness on repurchase intention. This quantitative research collected data using
questionnaires from a sample of 400 consumers of ready-to-eat healthy food in Hat Yai
District, Songkhla Province, utilizing a convenience sampling method. The research
instrument demonstrated an Index of Item-Objective Congruence (I0C) of 0.99 and The
overall reliability of the questionnaire was at an acceptable level. Data were collected
using both paper-based and online questionnaires. The data were analyzed using
frequency, percentage, mean, standard deviation, and multiple regression analysis.

The results revealed that the overall levels of marketing mix factors, consumers'
health consciousness, and the repurchase intention of ready-to-eat healthy food
among consumers in Hat Yai District, Songkhla Province, were at a high level.
Hypothesis testing demonstrated that marketing mix factors and health consciousness
significantly affected the repurchase intention of ready-to-eat healthy food at a
statistical significance level of 0.05. The findings indicate that health consciousness
factors (selection behavior, nutritional knowledge and attitude) and marketing mix
factors (place and promotion) play a crucial role in repurchase intention. Therefore,
integrating appropriate marketing strategies alongside the promotion of health
knowledge serves as an essential mechanism for effectively retaining the customer

base and stimulating repurchase behavior.

Keywords : Marketing Mix (4Ps), Health Consciousness, Repurchase Intention,

Healthy Food
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