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mGender

mCurrent living city = Monthly household income Unit : %

m North

m Central

m South mA Class
m Northeast mB Class
mWest mC Class
mEast

m Greater Bangkok

29%




mTotal

m16- 24 yrs
m2S-3yrs
W 35-44 yrs

5-6times/ 34times/ 2-3times /
week week W eek month
23.6% 12.9%

28.7% 20.6% 11.0%
23.8% 24.2% 13.3%

5.7% 27.0% 14.9%

1time/
month

2.9%
2.1%
4.1%
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relatives

265'1. 304N 2BIN 22a%

333%  260%  218% 208N

419% 392% 3245  243% 43N




Flavor
Can be easlly purchased
Price
A reliable brand
Various sizes
There are many promations
Get a discount when buying more
Brand Reputation
It's a carbonated dnnk
Packaging Design / bottle handes.
Interesting links
Drink alot of gas
Colorful appetizing
Many people drink
Cthers
As foreign brands

= Not affect the choice at all.

® Influence of drink

:

BREEEEEEEREE R BEE §

= Not affect the choice of drink. = unknown
= Affect the choice of drink,




Jauduuunaliru

Unit: % 2.C 60.C
Mean
Medium - sized plastic bottle 408
Small- sized plastic bottle 4.06
Big sized plastic bottle aa
can 64
Medium - sized glass bottle 3.58

DonotBuyitatall wDonotBuyit ®unknown ®Buyit ®frequently purchased

84.4% TauduLhoaauuLnanan dou 82.7% Boudiuunaian ndoghvlsicnu
yunanawiasuundlnngiduntauunniungudarimuoid 25-34 U
la:3awlnnjond 35-44 U Tagndoulhnybauiwainodvivusoawaiadin
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16-24ys 25-34ys 55-44ys
49.3% 44 6%, 50.0%
; 250% 27 5% 216%
743% 21% __ 716%
426% 39.6%) 43.2%
412% 43.3%) 36.5%
83.8% 82.9%) 79.7%
48.5%) 45.4%) 41.9%
_250% = 229% 24.3%
| 735% 68.3%) 66.2%
44.9% 44.2%) 41.9%,
39.0% 41 3% 40.5%
83.8% 854 82.4%
43.4%) 48.3% 36.5%
35.3% 35.8% 459%
78.7% 84 82.4%

84.4% TauduLhoaauuLnanan dou 82.7% Bouduunalan
Icioghvlsicnuuuanawiasunalhnyibuntauunniungudaroiuong 25-34 U
la:0awWinnjond 35-44 U laandoulhoyGauiwainoduiuuuoawanadin
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epsi CocaCola Fanta Bg Cola Mirinda 7UP Others

Table are percentage breakdown by gender and age

[ P -2 (P | P Aoy v [ | Py e
Pepsi Cola : : est Big Cola 7 UP




1000 960 B8

Mou Schw
Coca Big Sprit Mirin
Cola Pepsi Fanta est cols| e | de 7UP AW ntain eppe

rs
Dew s

mm Total Awareness 960 958 90.2 838 871 853 782 /8 382 62 33 40

e TOM 461 350 84 73 09 02 09 02 00 OO0 0O OO
Spontaneous 0.6 844 584 541 21.8 232 301 89 27 62 33 40

W TOtal AWAreness e TOM Spontaneous
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