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% Share
(NBO) -
Off-trade
Volume,
2020

Company Shares of Snacks

911115319 (Snacks)

1. Frito-Lay Thailand Co Ltd 11.3

2. Mondelez International 7.7
(Thailand) Co Ltd

3. Unilever Thai Holdings Ltd 6.1

4. URC (Thailand) Co Ltd 5.2

5. Nestlé (Thai) Ltd 4.3

vdnaw (Carbonates)

1. Coca-Cola (Thailand) Ltd 58.7

2. Pepsi-Cola (Thai) Trading Co Ltd 23.5

3. Serm Suk PCL 9.0

4. Aje Thai Co. Ltd. 7.5

5. Boon Rawd Brewery Co Ltd 0.4

\A3VANYTWEONAN (Sweetened RTD Tea)

1. Qishi Group PCL 56.8

2. Ichitan Group PCL 28.4

3. TC Pharmaceutical Industry Co Ltd 4.2

4. Suntory PepsiCo Beverage 3.8
(Thailand) Co Ltd

5. Uni-President (Thailand) Co Ltd 1.4

% Share
(NBO) - Market
Brand Shares
Off-trade Shares,
O BITEE Volume, 2020
2020

1. Lay’s 9.4 20.6
2. Halls 3.4 6.6
3. Taro 3.0 5.0
4. Tao Kae Noi 2.5 4.6
5. Jack ‘n’ Jill 24 3.4
1. Coca-Cola 35.1 34.3
2. Pepsi 19.98 19.9
3. Fanta 8.5 17.1
4. Est 5.2 8.5
5. Big 5.1 7.5
1. Oishi 48.5 47.5
2. Ichitan 20.2 20.7
3. Yen Yen 8.2 9.5
4. Jub Jai 5.7 54
5. Puriku 4.2 4.1
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Abstract

Food marketing has impact on consumers especially children and teenagers. The objective of this
study was to explore pattern and content of food and beverage marketing in Thailand. Document review
were conducted. Searches were performed through Euromonitor International Database, PubMed, Thai
Journals Online Databases, websites of marketing magazines, and websites and annual report of food
and beverage companies in Thailand, available from January 2017 to September 2021. Sampling was
used to select food and beverage companies which had the highest trade volume and market share
for review. Marketing mix and integrated marketing communication (IMC) were criteria to analyze
the data from document review. Results of this study found that food and beverage marketing had
a pattern of improving the taste of the products in accordance with the preferences of consumers, using
celebrities and brand characters as presenters in both advertising and packaging, as well as using sale
promotions with discounts, redemptions, giveaways, and sweepstakes which had high value of
prizes. The contents consisted of taste, fun, family and friend relationships, the quality of raw materials,
and the nutrient value in the products. Therefore, relevant organizations should have interventions for

control on pattern and content of food and beverage marketing in Thailand.
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