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Abstract

The purposes of this research were to 1) study the effect of brand image 2) study the
effect of marketing mix, and 3) study the effect of packaging on the decision to consume
processed products containing cocoa beans. The sample used in the study was convenient
sampling with 400 population in the Bangkok metropolitan area. The instrument used in the
research was questionnaire (Google Form) as well as the descriptive statistics used was
percentage, mean, and standard deviation. The inferential statistics was the multiple
regression analysis. The result of the study revealed that 1) Brand Image was impact 26.9 in
term of Attributes, benefits, values, and user personality affecting the decision to consume
processed products containing cocoa beans. 2) Marketing Mix was impact 36.0 in term of
consumer accessibility (Everywhere), value exchange (Exchange), and relationship building
(Evangelism) affecting the decision to consume processed products containing cocoa beans.
and 3) Packaging was impact 41.9 in term of aspects such as structural design, graphic design,
and overall aesthetic design affecting the decision to consume processed products containing

cocoa beans with the statistically significant level of 0.05
Keywords: Consumer Decision-Making, Packaging, Brand Image and Marketing Mix
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