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Abstract

Objectives of this research article were to: 1. study consumer
purchasing behavior, 2. analyze consumer satisfaction, and 3. propose
recommendations local retail stores regarding the adjustment of their
marketing strategies. This is a qualitative research study. The sample group
consisted of 20 carbonated soft drink among consumers from Songkhla and
Nakhon Si Thammarat Provinces, selected through purposive sampling. The
research instrument used was and interview guide. Data were analyzed using
content analysis.

Findings were as follows: 1. The most consumers tended to choose
soft drinks from local retail stores in Songkhla and Nakhon Si Thammarat due
to taste and familiarity, often selecting Coca-Cola and Pepsi in original and
sugar-free formulas. 2. Regarding consumer satisfaction with purchasing soft
drinks from local retailers it was revealed that consumers were satisfied with
the products, prices, distribution channels, and sales promotions. 3. The
research suggests that local retailers should increase product variety,
particularly sugar-free soft drinks, and organize ongoing promotions, including
using online channels for marketing communications to reach more
customers.

Keywords: Carbonated Beverages Purchasing Behavior; Consumer Satisfaction;,
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