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Abstract

This study aimed to (1) analyze the marketing environment, (2) identify marketing components, (3)
define and conceptualize those components, and (4) develop marketing guidelines for cocoa-based food and
beverage products in Thailand. A mixed-methods approach was employed, incorporating document synthesis,
semi-structured interviews, exploratory factor analysis, brainstorming, and an online survey of 403 consumers
covering 35 initial components. The results indicated that the majority of respondents were female, aged 20 - 30,
holding a bachelor's degree, employed in state enterprises, and earning over 60,000 baht per month. Through
exploratory factor analysis, the 35 components were reduced to three factors: Fantastic (F), representing product
distinctiveness; Branding (B), representing brand identity; and Competitiveness (C), representing market strength.
Together, these three factors explained 58.89% of the variance in marketing for cocoa-based food and beverage
products. The proposed FBC Model provides a practical marketing framework to enhance product distinctiveness,
strengthen brand identity, and foster sustainable competitiveness, offering cocoa entrepreneurs a strategic
guideline for developing effective and sustainable marketing approaches.

Keywords: Marketing Strategies, Branding, Competitiveness, Cocoa Food Beverage Products
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