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INFLUENTIAL MARKETING FACTORS TOWARD THE
CONSUMING OF AN INSTANT BEVERAGE: COCOA

MOUNTAIN BRAND
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Abstract

The objectives of this research were to: firstly,
study marketing-mix factors that affected toward the
consuming of an instant beverage, secondly, study
the consuming behaviors of an instant beverage,
thirdly, compare between personal factors and the
consuming behaviors of an instant beverage and
fourthly, study the relationship between marketing-
mix factors and the consuming of an instant beverage.
Questionnaires were used as the tools in the data

collection, 400 samples. The statistics used in the
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analysis were descriptive which included Frequency,
Percentage, Mean toward the consuming of an instant
beverage. The inferential statistics included
independent samples T-test, F-test and LSD with 95
per cent of reliability at the statistically significant of

the 0.05 level.

It was found that the majority of the sample
were male 56.90 per cent, aged between 10-30 36.80
per cent, having education in the high school/diploma
of vocational education 25.10 per cent, married 55.00
percent, whose occupations were general wage
earners 32.20 per cent, with income less than 10,000
baht/month 47.40 percent. Their consumption
behaviors of instant beverage were that they drank it
everyday; one packet/day; the period of drinking was
5-7Tam; they bought the beverage from convenience
stores. As for marketing factors that played a role in

their decision-making in choosing the beverage for
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consumption, brand loyalty was the most important
aspect, followed by the beverage quality which
needed to meet their needs. The following factors
were sales promotion of the product which allowed
consumers to purchase in greater amount each time;
sales promotion should be arranged more regularly.
Consequently, it was suggested that the entrepreneur
had to stress the importance of the product and to
arrange sales promotion more continuously so as to
prevent any loss in market share of the product and
to increase customers’ satisfaction of the product as

well as promoting brand loyalty in the long run.
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