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The Effect of Marketing Communications towards Purchase Intention of Healthy

Food in Hatyai District, Songkhla Province
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Abstract

The main objective of this research was to study the effect of marketing communications
towards purchase intention of healthy food in Hatyai District, Songkhla Province. The factors
under investigation were advertising, public relations, personal selling, sales promotion, direct
marketing, word of mouth, attitude toward healthy food and subjective norm.

The research revealed that the factors influence on purchase intention of healthy food in
Hatyai District, Songkhla Province exhibited a 0.05 significant difference have all three factor in
order of importance from most to least were as follow: attitude toward healthy food (Beta =
0.43), subjective norm (Beta = 0.20) and personal selling (Beta = 0.16). These factors could
explain the purchase intention of healthy food at 52.50% (R® = 0.525)

The suggestion of this research is that entrepreneur should focus and made seller vital
on suggesting and inform essential information to consumers due to the fact that the seller have

a big influence on persuading consumer to consume more healthy products.

Keywords : Marketing communications, Purchase Intention, healthy food
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