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Abstract

The purpose of this study is to examine the marketing mix factors and brand equity
that influence the decision to repurchase Three Lady Cooks canned fish products among
make-to-order restaurant operators in Pathum Thani province. The sample consisted of 280
make-to-order restaurant operators who were selected through convenience sampling by
conducting surveys in different districts with participants who were willing to respond to
questionnaires. The research instrument was a structured questionnaire and the data was
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM).

The results showed that the marketing mix factors significantly influence the decision
to repurchase Three Lady Cooks canned fish at the statistical significance level of 0.000 with
a path coefficient of .437. Similarly, brand equity has a significant influence on the decision to
repurchase these products at the statistical significance level of .000 with a path coefficient of
.406. Together, these two factors account for 64.4% of the variance in the decision to
repurchase. The results show how important it is for companies to focus on developing
strategies related to the marketing mix, such as appropriate pricing and customer-oriented
promotional activities. In addition, strengthening brand equity can enhance customer trust and

loyalty, thereby increasing the repurchase intention of the target customer group.

Keywords: Marketing Mix Factors, Brand Equity, Repurchase Decision
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