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Abstract

This mixed-methods study aimed to explore the causal factors influencing Coca-Cola
brand loyalty in Thailand and strategies for building it. A quantitative approach was employed,
involving a questionnaire survey of 312 Coca-Cola consumers selected via quota sampling, with
the data analyzed using descriptive statistics and Structural Equation Modeling (SEM). Additionally,
a qualitative approach was based on content analysis of in-depth interviews with five purposively
selected Coca-Cola executives. 1) The results revealed that Brand Image, Trust, and Satisfaction
directly and significantly influenced Brand Loyalty < .05, and Trust also indirectly influenced Brand
Loyalty through the mediation of Satisfaction < .05, while the influence of Brand Image on
Loyalty, either directly through Satisfaction or on Satisfaction alone, was not statistically significant
.05; furthermore. 2) Brand loyalty development emphasizes maintaining international quality
standards, transparent and sincere communication, distinctive packaging, social and environmental
responsibility, attentiveness to customer feedback, and caring after-sales service. These factors
foster trust, enhance satisfaction, and lead to long-term brand loyalty.

Keywords: brand image; trust; satisfaction; brand loyalty
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