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Marketing Promotion Affecting A Decision-Making Process of Purchasing

Coca-Cola Product of Consumers in Hat Yai District, Songkhla Province
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ABSTRACT

To study personal factors such as gender, age, education level, income, and
occupation that influence the consumer decision-making process for purchasing Coca-
Cola products among consumers in Hat Yai District, Songkhla Province. To investigate
marketing strategies that impact the decision-making process in purchasing Coca-Cola
products among consumers in Hat Yai District, Songkhla Province. The sample group
includes 400 consumers of Coca-Cola products in Hat Yai District, Songkhla Province.
The statistical methods used consist of frequency distribution, percentages, means,
standard deviations, as well as tests for variance analysis, F-test values analysis through

variance analysis, and multiple regression analysis to assess differences in the data.

The research revealed significant differences in the consumer decision-making
process for purchasing Coca-Cola products among the sample group based on gender,
age, education level, average monthly income, and occupation. These differences were
statistically significant at the .05 level. Additionally, it was found that marketing promotion
through salespersons, public relations activities, advertising, and direct marketing
significantly influences the consumer decision-making process for purchasing Coca-Cola
products among consumers in Hat Yai District, Songkhla Province, explaining an influence

level of 45.6 percent.

Keywords : Marketing promotion, Purchase decision-making process, Coca-Cola

products.
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