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The objectives of this research are (1) to study the strategies for brand building of Pepsi and
Coke in Thailand, (2) to study consumer's perceptions in brand building of Pepsi and Coke in Thailand

and (3) to study consumer’s attitudes in brand building of Pepsi and Coke in Thailand

This research can be divided into 2 parts. Part 1 is a qualitative research. The data in use from
collected documents articles, and relevant researches. The secondary data is from documents. Part 2 is a
survey research collecting from questionnaire by 400 male and female who live in Bangkok area and
know both Pepsi and Coke. Therefore, statistics used in this research are frequency, percentage, mean

scores, standard deviation and T-Test. SPSS program is employed for data processing.

The results of this study are :
Part 1 The results are the 3 strategies for brand building of Pepsi and Coke in Thailand
commonly used (1) Brand image strategy (2) Brand experience strategy and (3) Brand loyalty strategy.
This go along with activity building by Special events with other public relations media which is
Mass media, Publications, Personal Media, Merchandises, Electronic Media, Activity Center and Digital
Media

Part 2 The result are

(1) The maijority of respondents have good perceptions, specially with Pepsi more than Coke

(2) The majority of respondents have good attitudes, especially with Pepsi more than Coke





