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ABSTRACT 

In the dynamic and highly competitive global beverage market, effective brand 

management plays a pivotal role in maintaining customer loyalty and achieving sustained 

business growth. This study explored the brand management strategies employed by Coca-

Cola in the digital era and their impact on customer satisfaction. As digital platforms 

increasingly shape consumer interactions, brands like Coca-Cola have adapted their 

strategies to remain relevant and engaging in an ever-evolving marketplace. The objectives 

of this study were threefold: to identify the brand management strategies crucial to Coca-

Cola's digital presence, to examine the levels of customer satisfaction associated with these 

strategies, and to explore consumer behavior patterns in response to Coca-Cola’s digital 

marketing efforts. Using a combination of literature review and qualitative analysis, this 

research provides insights into how digital branding tactics such as social media 

engagement, personalized content, influencer marketing, and digital loyalty programs 

enhance consumer perception and satisfaction. The findings contribute to a better 

understanding of effective digital brand management practices and their implications for 

customer-centric marketing in the beverage industry. 
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Chapter 1 Introduction 

1.1 Research Background 

The lifestyles of consumers depend upon digital technology in this era; therefore, 

the needs, wants and requirements, including the thinking styles of the people, are changing 

day by day according to the emerging technology. For this reason, business organizations 

also need to catch up with the new lifestyles and technology. Also, in the markets, 

competition is becoming more intense to grab the attention of the customers, which gives 

them opportunities to stand out in the market. This is how the strategies of branding play 

an essential part in this era (Hoang Tien et al., 2019). 

Since the digital era is making the world closer and smaller, the flow of information 

is harder to stop and one of the forms of information is trends. People nowadays are 

passionate about catching up with trends and it has become one of the key focuses of 

branding techniques. For example, due to the Covid-19 pandemic, on average, 17% of 

business sales fell in the second quarter of 2020 (Fairlie & Fossen, 2021). However, Coca-

Cola managed to grow its revenue by 42% (USD$ 10.1 billion) in the second quarter of 

2021 with innovation, effectiveness, and efficiency by focusing on its Coca-Cola zero 

sugar product line, as the world's population leaned towards healthier diets. It also 

eliminated "zombie brands" which in turn provided trends and increased the demands of 

the brand (CIM, 2020). Not only the products are the main parts of the success of the 

business, but also the brand strategies with the relevant factors such as trends, and 

innovations that would grab the customers' awareness are key (Pisano, 2015). 

Managing a brand with strategies provides excellent support in the organization for 

improvements in brand acknowledgment, profits, achieving long-term goals, and customer 

satisfaction. However, this achievement can only happen when the organization notices the 

customer behaviors in this fast digital world (Dwivedi et al., 2021). Today's competitive 

advantage creates more competitors on a daily basis, so it is even harder to notice whether 

the customers prefer the brand and satisfy needs and wants from the required brand. As 

Coca-Cola is a famous multinational brand; the researcher will ascertain how much 

satisfaction customers have experienced under brand management strategies in the future. 

During these years, the global brand like Coca Cola realized that the brand 

management strategies had a great influence on the consumer behaviors of the digital era 

while adopting the different marketing techniques for attaining the brand awareness and 

customer satisfaction. Accordingly, Coca-Cola has to create a competitive advantage using 

effective and efficient branding strategies in line with modern digital marketing techniques 

to maintain its current market position and customer satisfaction. Coca Cola also faces 
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many challenges in today’s marketplace because of market driven changes, regulatory 

changes and socio-economic changes due to the rapid involvement of digital technologies 

in this digital era. Brand management strategies of Coca Cola make itself stand out among 

competitors because engagement with consumers through the proper digital marketing 

strategies help maintain the current consumers and attract new potential consumers. 

Furthermore, there is little research about the impact of brand management strategies of 

Coca Cola on consumer behavior in the digital era. In this context, this study focuses on 

the brand management strategies of Coca-cola for customer satisfaction. 

1.2 Research Problem 

Nowadays, there are rapidly expanding markets in the business sector that are being 

sold in competitive ways which leads to intense competition in the market (Anbumani et 

al., 2017) . Due to the intense market competition and changing consumer behavior, well-

developed management of the brand is essential to get customer satisfaction (Kaur et al., 

2019). An organization may thrive in a crowded market if it understands the demands, 

preferences and likes of its customers. Moreover, to survive the organization needs to 

identify the brand management strategies for customer satisfaction. These days, new types 

of beverages are emerging and trending day by day (EHL Insights, 2022). Furthermore, 

consumers nowadays are more aware of health since those kinds of knowledge are easily 

accessed by the internet (Jacobs et al., 2017).  

1.3 Objectives of the Study 

● To identify the brand management strategies crucial for Coca-cola

● To examine customer satisfaction levels for Coca-cola

● To explore consumer behavior in response to Coca-Cola’s digital marketing and

brand engagement strategies

1.4 Scope of the Study 

This study focused on analyzing the brand management strategies adopted by Coca-

Cola in the digital era and their influence on customer satisfaction and consumer behavior. 

The research was limited to Coca-Cola’s branding efforts primarily in digital platforms, 

including but not limited to social media marketing, online advertising, content marketing, 

influencer collaborations, and digital customer engagement programs. 

The geographical focus of the study was global, with specific attention to markets 

where Coca-Cola has a strong digital presence. The research emphasized recent brand 
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management practices implemented in the last five years to ensure relevance to current 

digital trends. 

The study targets Coca-Cola consumers, particularly those actively engaging with 

the brand through digital channels, to gain insights into their perceptions, satisfaction 

levels, and behavioral responses. While the primary focus is on Coca-Cola, comparative 

references may be made to other beverage brands for contextual understanding. 

The study concentrates on the strategic role of digital brand management in 

enhancing customer satisfaction and shaping consumer behavior. The intent is to provide 

meaningful insights into how digital engagement contributes to brand value from the 

consumer’s perspective. 

1.5 Research Significance 

The value of this research lies in its potential to offer meaningful insights into how 

global brands like Coca-Cola utilize digital brand management strategies to enhance 

customer satisfaction and engagement. In today’s competitive and digitally driven 

marketplace, such insights are particularly useful for businesses aiming to strengthen their 

brand presence and customer relationships through online platforms. 

By focusing on Coca-Cola’s strategic use of digital tools such as social media 

marketing, personalized content, and digital loyalty programs, the study helps identify 

which branding techniques are most effective in influencing consumer perceptions and 

fostering long-term loyalty. These findings can serve as valuable guidance for marketing 

professionals and brand managers seeking to improve their digital strategies. 

As digital platforms continue to evolve and consumer behavior becomes 

increasingly shaped by online interactions, this research contributes to the broader 

understanding of how digital brand management impacts customer satisfaction. It also 

provides a framework that other companies, especially those in the FMCG sector, can adapt 

to remain competitive in the digital era. 
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Chapter 2 Literature Review 

2.1 Theoretical Foundation 

2.1.1 Keller’s Customer-Based Brand Equity (CBBE) Model 

Keller’s Customer-Based Brand Equity (CBBE) Model offers a structured and 

consumer-focused approach to evaluating how brands build equity by shaping consumer 

perceptions and experiences (Keller, 2001). The model is presented as a pyramid with four 

ascending levels: brand identity, brand meaning, brand response, and brand resonance. 

Each level reflects a different stage in the consumer’s relationship with the brand, starting 

from basic awareness and moving toward emotional connection and loyalty (Keller, 2003). 

In the context of Coca-Cola, the first level, brand identity, is established through 

widespread digital visibility. Coca-Cola maintains a strong presence across social media 

platforms, digital advertisements, and online campaigns, which helps reinforce brand 

salience and ensures that consumers can easily recognize the brand in a crowded 

marketplace. 

The second level, brand meaning, is created through consistent messaging and the 

emotional appeal of Coca-Cola’s digital content. Through campaigns like “Share a Coke” 

and holiday-themed promotions, the brand communicates a sense of joy, friendship, and 

togetherness. These narratives are distributed across multiple digital channels, helping 

consumers form favorable brand associations and perceptions about quality and user 

experience. 

The third level, brand response, reflects how consumers judge and feel about the 

brand. Coca-Cola uses interactive content, influencer marketing, and personalized digital 

engagement (e.g., AI-powered chatbots, loyalty apps) to encourage positive consumer 

judgments and emotional connections. These digital experiences not only enhance 

customer satisfaction but also build trust and admiration. 

At the top of the pyramid, brand resonance is achieved when customers develop a 

strong bond with the brand, marked by loyalty, attachment, and advocacy. Coca-Cola 

fosters this through customer engagement programs, user-generated content, and 

responsive digital service, which invite consumers to participate in the brand narrative. 

These efforts result in long-term customer retention and high levels of satisfaction, which 

are essential in today’s digital economy. 

By applying the CBBE model, this study seeks to analyze how Coca-Cola’s brand 

management strategies in the digital era support each stage of brand equity development 

and how these stages collectively influence customer satisfaction and behavior. 
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Figure 2.1 Keller’s Customer-Based Brand Equity (CBBE) Model 

2.1.2 Brand Management Strategies 

Branding is essential which is vital to make a memorable impression on customers 

and help companies distinguish themselves from competitors. The branding is a perpetual 

process of identifying, creating, and managing the assets and also creating the experience. 

Unlike products or services; the brand lasts for a lifetime. In most cases, customers not 

only purchase goods or services but also buy the image that the brand creates that later 

results in the satisfaction of an excellent consumer experience. So, the lasting success of 

companies and organizations comes from effective brand management. Brand management 

is considered as a marketing strategy that contains various methods to upgrade the value of 

a specific brand or product. Building substantial management strategies help to build closer 

relationships with customers, which has become a loyal customer base, and brings out 

brand awareness, brand reputation, broader value, and customer satisfaction. From this 

consequence, the product will be perceived more positively and make a high income for a 

company (Politis, 2012). From the very beginning, many brand strategies are emerging era 

by era. A few include brand equity, types of branding, and brand portfolio. In terms of 

definitions, brand equity is the advantage of a product that gets from the brand like the 

consumers' trust and value that product since it is a product of the brand; they believe 

(Mohammad, 2018).  

Furthermore, there are five types of the branding that are popular among business 

organizations ,and they are corporate branding which is branding under the image and 

characteristics of the organization: family branding means having more than one product 

under a brand name; sub-branding is adding new products that are upgraded from the 

original product of one brand, e.g., a new flavor; co-branding is collaborating with other 

brands while endorser branding is using a reliable image of external partners to make the 

brand famous (Junior, 2018). Since there are tons of branding strategies, a specific brand 
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needs its brand portfolio to identify the most suitable strategy (Morgan & Rego, 2009). The 

brand portfolio includes the pros and cons of the strategy upon the brand, trending, 

competitors, new products with a suitable type of branding, uniqueness, brands' symbols, 

marketing, and brand extensions.   

2.1.3 Consumer Behavior 

Lautiainen (2015) mentioned that consumer behavior is an act and settlement of 

people who purchase products and services. Organizations, companies, and brands are 

constantly aware of consumer behavior since it influences them. There are five factors that 

brands need to consider and these are psychology, learning, attitudes, family, and reference 

groups. Business organizations need to understand consumer behavior and related factors, 

since it's essential to find the path of success for current and new products. And, it is seen 

that companies have higher chances of failure in companies when organizations do not 

acknowledge the reactions of a consumer (Khadka & Maharjan, 2017). Due to the changing 

of trends, lifestyles, technology, and fashions, this has become a chance for consumer 

behavior (Rajan et al., 2021). Based on those changes, a marketer must understand the 

marketing efforts to be aligned to follow up and make the brand constantly aware in the 

digital age; if not, the brand will face failure and decline with no revenue in the digital era.  

Another aspect of consumer behavior which is also as essential as those factors 

mentioned above is the consumer decision journey. The consumer decision journey is the 

composition of buying steps that takes place when the consumers make a purchase. These 

steps happen one after another and are composed of five steps: being aware of needs, 

searching for data, alternative evaluations, making a purchase, and post-purchase decision 

(Oly, 2017). All these stages are dependent upon the factors mentioned above. And 

additionally, other factors such as trends and emerging technologies are also taken into 

consideration since these factors also impact customer touch points which are included in 

the consumer journey (Cummins et al., 2014). 

2.1.4 Customer Satisfaction 

Customer satisfaction is achieved when a product or service meets their 

requirements and wants without difficulty, causing them to become loyal to the company 

(Zouari & Abdelhedi, 2021). Customer satisfaction measures how pleased clients are with 

the business, goods or services, and the support provided before and after sales (Mai & 

Cuong, 2021). The level of client satisfaction and revenue generation are directly 

correlated. In most firms, the board of directors reflects on customer satisfaction surveys 

to examine the good and negative feelings that customers have about the brand. It is said 

that customer satisfaction performs as a guiding principle for marketing (Awan & Rehman, 

2014). Furthermore, customer happiness critically allows marketers to identify dissatisfied 
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consumers, locate pleased customers, and forecast and work proactively to acquire new 

leads or enhance client retention (Ghavami & Olyaei, 2006). In this digital world, social 

media platforms are constant, and reviews, good or bad, can spread in a short amount of 

time. In such a world, managing a brand and deciding to use the right strategy are 

challenging since the company has to observe consumer behavior first and apply the correct 

strategies to make customers happy. Garnering customer satisfaction is almost always the 

most challenging thing for the company (Jeon & Choi, 2012). 

2.2 Conceptual Framework 

 

Figure 2.2 Conceptual Framework 

2.3 Hypotheses 

Based on the research framework the following hypotheses are proposed. 

 

H1: Brand Management Strategies have a positive effect on Consumer Behavior. 

Effective brand management strategies (such as consistent messaging, brand identity, and 

emotional connection) positively influence how consumers perceive and interact with the 

brand. 

 

H2: Consumer Behavior has a positive effect on Customer Satisfaction. 

Positive consumer behavior (such as loyalty, trust, and purchase intentions) leads to higher 

levels of customer satisfaction. 
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Ultimately, these behaviors lead to varying levels of customer satisfaction, which 

reflects how effectively Coca-Cola's digital branding efforts meet or exceed customer 

expectations.  
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Chapter 3. Research Methodology 

3.1 Research Design 

This study adopted a quantitative research approach to investigate the relationship 

between Coca-Cola’s brand management strategies in the digital era and customer 

satisfaction. The purpose of employing a quantitative design is to collect measurable and 

statistically analyzable data that can objectively assess consumer perceptions, behaviors, 

and satisfaction levels. 

The research was conducted using a structured questionnaire as the primary data 

collection tool. The questionnaire consisted of closed-ended questions using a 5-point 

Likert scale, designed to evaluate three core areas: awareness and perception of Coca-

Cola’s digital brand strategies, consumer behavior in response to digital marketing efforts, 

and levels of satisfaction with the brand’s digital interactions. 

The target population for this study included individuals who are familiar with 

Coca-Cola and engage with the brand through digital platforms such as social media, 

mobile apps, or online advertisements. A sample of 30 participants was selected using 

convenience sampling, allowing the researcher to efficiently collect data within a limited 

timeframe and available resources. 

Data collected from the participants were analyzed using descriptive statistical 

techniques, including mean scores and frequency distributions, to interpret trends and 

patterns. The results provide insight into how Coca-Cola’s digital branding influences 

consumer behavior and satisfaction, thereby addressing the research objectives. This 

design ensures that the study maintains objectivity, reliability, and clarity in examining the 

effectiveness of Coca-Cola’s brand management strategies within the context of the digital 

era. 

3.2 Population and Sample 

3.2.1 Population 

The population for this study comprised consumers who are familiar with the Coca-

Cola brand and engage with it through digital platforms, such as social media, mobile 

applications, and online advertising. These individuals are likely to have been exposed to 

Coca-Cola’s digital brand management strategies and are therefore in a position to evaluate 

their experiences with the brand in the digital environment. This population is directly 

linked to the study’s investigation of customer satisfaction because these individuals have 

firsthand experience with Coca-Cola’s digital marketing efforts. Their feedback provides 

valuable insights into how digital brand strategies such as personalized content, social 
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media engagement, and online campaigns affect their perception of the brand, buying 

behavior, and ultimately, their level of satisfaction. 

3.2.2 Sample Size   

This research study employed a quantitative approach and utilized a sample size of 

30 participants. These participants were selected to provide insights into Coca-Cola’s brand 

management strategies within the context of the digital era. The sample was considered 

sufficient for a small-scale exploratory study aiming to assess key variables, including 

brand management strategies, consumer behavior, and customer satisfaction. Each 

participant completed a structured questionnaire based on a five-point Likert scale. The 

responses gathered from this sample allowed for the application of basic statistical analyses 

including descriptive statistics, correlation analysis, regression analysis, Anova test, 

thereby contributing valuable data to understand how Coca-Cola’s digital branding efforts 

impact consumer perceptions and satisfaction. 

3.3 Research Instrument  

The primary research instrument employed in this study was a structured 

questionnaire developed to collect quantitative data from participants. The questionnaire 

consisted of three key sections aligned with the study's objectives: brand management 

strategies, consumer behavior, and customer satisfaction. Each section included five items 

measured on a five-point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly 

Agree), to assess respondents’ levels of agreement with each statement. The items were 

adapted from existing literature and tailored to reflect the context of Coca-Cola’s digital 

branding practices. To ensure content validity, the questionnaire was reviewed by academic 

experts in marketing and brand management, who evaluated the relevance and clarity of 

each item. Furthermore, a pilot test was conducted with a small group of respondents (not 

included in the final analysis) to identify potential issues with question wording or 

structure. The reliability of the instrument was assessed using Cronbach’s Alpha, a 

statistical measure of internal consistency. A Cronbach’s Alpha coefficient of 0.70 or 

higher was considered acceptable, indicating that the items within each section reliably 

measured their respective constructs. This combination of expert review and statistical 

testing ensured that the research instrument was both valid and reliable for use in the main 

study. 
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3.4 Questionnaire Development 

The questionnaire for this research was developed to measure three key constructs: 

brand management strategies, consumer behavior, and customer satisfaction, specifically 

in the context of Coca-Cola’s digital branding. A total of 15 items were included in the 

instrument, with five questions dedicated to each variable. All items were measured using 

a five-point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly Agree), to 

capture the degree of participants’ agreement with each statement. 

The development process began with an extensive review of existing academic 

literature and prior studies related to brand equity, digital marketing, and customer 

satisfaction. Items were then adapted and phrased to fit the context of Coca-Cola and its 

digital brand presence. The first section of the questionnaire focused on Brand 

Management Strategies, assessing elements including consistency of brand image, 

innovation, and engagement through digital platforms. The second section examined 

Consumer Behavior, including participants' interactions with Coca-Cola's digital content 

and the influence of online engagement on their purchase decisions. The third section 

targeted Customer Satisfaction, exploring emotional connection, brand loyalty, and 

perceived value through digital engagement. 

To ensure content validity, the initial questionnaire draft was reviewed by experts 

in marketing and consumer research. Feedback was used to refine the language and 

relevance of the items. Additionally, a pilot test was conducted with a small group of 

participants to assess clarity, structure, and time taken to complete the survey. Based on 

the pilot results, minor revisions were made to enhance the instrument’s clarity and 

reliability. 

This structured approach to questionnaire development ensured that each item was 

closely aligned with the study’s objectives and capable of generating valid and reliable data 

for statistical analysis. 

Table 3.1  Items for Brand Management Strategies 

Variable Item 5 4 3 2 1 

Brand Management 

Strategies 

Q1. Coca-Cola’s social media presence 

makes the brand more appealing to me. 

     

Q2. I often see Coca-Cola’s digital 

promotions or online advertisements. 
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Q3. Coca-Cola’s digital content (videos, 

images, slogans) reflects a consistent brand 

image. 

     

Q4.  I feel that Coca-Cola effectively uses 

digital channels to engage with customers.  

     

Q5.  I believe Coca-Cola’s digital branding 

strategies are innovative and relevant to 

today’s trends. 

     

Table 3.2  Items for Consumer Behavior 

Variable Item 5 4 3 2 1 

Consumer Behavior Q6. I often interact with Coca-Cola’s posts or 

content on social media. 

     

Q7. Seeing Coca-Cola’s digital content has 

influenced my decision to purchase their 

products. 

     

Q8. I prefer brands that actively engage with 

consumers online. 

     

Q9. Coca-Cola’s digital presence makes me 

more likely to recommend it to others. 

     

Q10. I feel emotionally connected to Coca-

Cola due to its online campaigns or stories. 

     

Table 3.3  Items for Customer Satisfaction 

Variable Item 5 4 3 2 1 

Customer 

Satisfaction 

Q11. I am satisfied with my overall 

experience with Coca-Cola products. 

     

Q12. Coca-Cola meets my expectations in 

both quality and brand communication. 

     

Q13. I feel valued as a customer when 

interacting with Coca-Cola online. 

     



 

13 

Q14. I am likely to continue purchasing 

Coca-Cola because of its digital engagement. 

     

Q15. Coca-Cola’s digital campaigns enhance 

my satisfaction with the brand. 

     

3.5 Data Collection 

Data for this study were collected using a structured online questionnaire aimed at 

assessing participants’ perceptions of Coca-Cola’s brand management strategies, consumer 

behavior, and customer satisfaction in the digital era. The questionnaire was distributed via 

digital platforms such as Google Forms, enabling convenient and anonymous participation. 

The data collection process took place over a two-week period. A total of 30 valid 

responses were gathered and used for analysis. 

The questionnaire consisted of 15 close-ended items, categorized into three sections 

Brand Management Strategies (Q1–Q5), Consumer Behavior (Q6–Q10), and Customer 

Satisfaction (Q11–Q15) and was measured using a five-point Likert scale (1 = Strongly 

Disagree to 5 = Strongly Agree). Participants were selected through convenience sampling, 

specifically targeting individuals who had experience with Coca-Cola’s digital content and 

brand presence. 

Before distributing the final version of the questionnaire, a pilot test was conducted 

with 5 participants to evaluate the clarity, relevance, and structure of the survey items. 

Feedback from the pilot test was used to make minor revisions, ensuring improved 

readability and content validity. 

Ethical considerations were strictly followed throughout the data collection 

process. Participants were informed about the purpose of the study, and their participation 

was entirely voluntary. No personal identifiers were collected, and all responses were 

treated with full confidentiality. The final dataset was prepared using Microsoft Excel and 

imported into SPSS for statistical analysis, including descriptive statistics, reliability 

testing, and correlation analysis. 
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3.6 Reliability & Validity 

3.6.1 Reliability Analysis 

To ensure the accuracy and consistency of the survey instrument, a reliability 

analysis was conducted using Cronbach’s Alpha coefficient for each of the three main 

constructs measured in the study: Brand Management Strategies, Consumer Behavior, and 

Customer Satisfaction. Reliability refers to the extent to which a set of items consistently 

measures a single latent construct. The Cronbach’s Alpha values obtained for each section 

of the questionnaire were well above the acceptable threshold of 0.70, which is widely 

recognized in social science research as an indicator of internal consistency. Specifically, 

the Brand Management Strategies scale achieved a Cronbach’s Alpha of 0.850, Consumer 

Behavior recorded a value of 0.849, and Customer Satisfaction attained the highest score 

of 0.890. These results suggest that each group of items within the questionnaire was highly 

correlated and measured the intended concepts reliably. 

Furthermore, the overall reliability for the entire instrument, which included all 15 

items, was calculated to be 0.875. This overall score demonstrates a high level of 

consistency across the entire survey and confirms the suitability of the instrument for 

capturing meaningful data. High internal consistency strengthens the credibility of the data 

and ensures that the findings derived from the analysis can be considered robust and 

trustworthy. By confirming the reliability of the instrument, the study ensures that any 

observed relationships between brand management strategies, consumer behavior, and 

customer satisfaction are not the result of measurement error, but rather reflect actual 

patterns in the respondents’ perceptions and experiences. Therefore, the reliability analysis 

not only validates the use of the questionnaire in this study but also supports the validity 

of the conclusions drawn from the data. 

Table 3.4: Reliability Analysis 

Variable No of Questions Cronbach

’s Alpha 

Conclusion 

Brand Management 

Strategies 

5 0.850 High Reliability 

Consumer Behavior 5 0.849 High Reliability 

Customer Satisfaction 5 0.890 High Reliability 

Overall 15 0.875 High Reliability 
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3.6.2 Validity Analysis 

To ensure the accuracy and relevance of the measurement instrument used in this 

study, a validity analysis was conducted to evaluate the extent to which the survey items 

measured the intended constructs: Brand Management Strategies, Consumer Behavior, and 

Customer Satisfaction. The focus was on establishing construct validity, which examines 

whether the items are theoretically and empirically aligned with the conceptual framework 

of the study. 

To assess construct validity, two statistical tests were performed: the Kaiser-Meyer-

Olkin (KMO) Measure of Sampling Adequacy and Bartlett’s Test of Sphericity. The results 

revealed a KMO value of 0.875, which exceeds the recommended threshold of 0.80, 

indicating that the sample data are well-suited for factor analysis and that the correlations 

between variables are sufficiently compact. According to Kaiser’s scale, this value is 

considered ‘meritorious’, further supporting the adequacy of the data. 

Additionally, Bartlett’s Test of Sphericity was statistically significant (p < 0.001), 

confirming that the correlation matrix is not an identity matrix and that the variables share 

enough common variance to proceed with factor analysis. 

These outcomes validate the structural integrity of the survey and confirm that the 

items grouped under each of the three main constructs are coherent and conceptually 

aligned. Therefore, the questionnaire used in this study is deemed a valid and appropriate 

instrument for assessing Coca-Cola’s brand management strategies, their influence on 

consumer behavior, and their impact on customer satisfaction in the digital era. 

3.7 Data Analysis 

To achieve the research objectives and examine the relationships among the key 

variables of Brand Management Strategies, Consumer Behavior, and Customer 

Satisfaction, a quantitative approach was employed, and the data were analyzed using 

Statistical Package for the Social Sciences (SPSS). The dataset comprised responses from 

30 participants who completed a structured questionnaire using a 5-point Likert scale. Each 

variable was measured using five items, with a total of 15 items in the survey. 

The analysis began with descriptive statistics to summarize the demographic profile 

of the participants and provide mean and standard deviation values for each item. This 

helped identify general trends in perceptions of Coca-Cola’s digital brand strategies and 

customer attitudes. 

And, a validity analysis was performed to assess the construct validity of the 

measurement tool. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and 

Bartlett’s Test of Sphericity were conducted to confirm the appropriateness of factor 

analysis. The KMO value was above 0.80, and Bartlett’s test was significant (p < 0.001), 



 

16 

further supporting the validity of the instrument. For inferential analysis, correlation 

analysis was used to explore the relationships between the three main variables.  

To further test the influence of Brand Management Strategies and Consumer 

Behavior on Customer Satisfaction, a multiple linear regression analysis was conducted. 

An ANOVA test was also performed as part of the regression analysis to assess the overall 

fit of the model.  

These statistical procedures provided robust evidence to support the research 

hypotheses and fulfilled the study’s objectives, thereby offering insights into the 

effectiveness of Coca-Cola’s brand management strategies in the digital era. 
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Chapter 4 Findings and Discussion 

This chapter presents the findings from the survey conducted to evaluate the 

effectiveness of Coca-Cola’s brand management strategies in the digital era and their 

influence on consumer behavior and customer satisfaction. The data were collected from 

30 participants using a structured questionnaire composed of 15 items across three main 

constructs: Brand Management Strategies, Consumer Behavior, and Customer 

Satisfaction. Each item was rated on a 5-point Likert scale. 

4.1 Descriptive Statistics of Coca-Cola Variables 

Descriptive statistics were conducted to examine the general trends and distribution 

of responses across all survey items. Each of the 15 questions was measured using a five-

point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The results 

provide insights into participants’ perceptions of Coca-Cola’s brand management 

strategies, consumer behavior, and customer satisfaction in the digital era. 

For the Brand Management Strategies section (Q1- Q5), the mean scores ranged 

from 3.60 to 3.70, indicating that respondents generally agreed that Coca-Cola has strong 

and appealing digital brand practices. Specifically, Q2 and Q5 recorded the highest means 

(3.70), reflecting positive views on the brand’s digital consistency and effectiveness, while 

Q1 and Q4 (mean = 3.60) also showed favorable opinions. 

In the Consumer Behavior section (Q6 - Q10), the mean values ranged from 3.37 

to 3.70. Q6, which measured the frequency of interaction with Coca-Cola’s social media 

content, had the lowest mean score of 3.37, suggesting lower engagement compared to 

other behavior-related items. However, other items such as Q9 and Q10 recorded higher 

means (3.70), indicating that Coca-Cola’s digital presence still influences purchasing 

behavior and peer recommendations positively. 

For Customer Satisfaction (Q11- Q15), the responses showed relatively high mean 

scores ranging from 3.70 to 3.90. Items Q11 and Q12, which measured emotional 

connection and satisfaction with Coca-Cola’s products, recorded the highest mean values 

(3.90), suggesting strong customer satisfaction. Additionally, the standard deviations for 

this group were generally lower (e.g., 0.923), indicating more consistent responses among 

participants. 

Overall, the descriptive analysis shows that participants tend to agree with positive 

statements about Coca-Cola’s brand in the digital era, with customer satisfaction scoring 

slightly higher than the other constructs. These results support the assumption that Coca-

Cola’s digital branding strategies contribute positively to consumer behavior and customer 

satisfaction. 
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Table 4.1 : Descriptive Statistics of Survey Responses  

Question Minimum Maximum Mean Std. Deviation 

Q1 2 5 3.60 1.037 

Q2 2 5 3.70 1.088 

Q3 2 5 3.67 1.061 

Q4 2 5 3.60 1.003 

Q5 2 5 3.70 0.988 

Q6 2 5 3.37 1.098 

Q7 2 5 3.60 1.037 

Q8 2 5 3.67 0.994 

Q9 2 5 3.70 0.988 

Q10 2 5 3.70 1.055 

Q11 2 5 3.90 0.923 

Q12 2 5 3.90 0.923 

Q13 2 5 3.73 0.980 

Q14 2 5 3.73 0.980 

Q15 2 5 3.70 0.988 

 

4.2 Correlation Analysis of Coca-Cola Survey Data 

The study also employed Pearson correlation analysis to examine the relationships 

among the three main variables: Brand Management Strategies, Consumer Behavior, and 

Customer Satisfaction in the digital context. The findings revealed a series of positive and 

statistically significant correlations. 

A strong positive correlation was found between Brand Management Strategies and 

Customer Satisfaction (r = 0.773, p < 0.01), suggesting that effective branding practices 

directly contribute to higher levels of customer satisfaction. Similarly, a moderate positive 

correlation was observed between Consumer Behavior and Customer Satisfaction (r = 
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0.523, p < 0.01), indicating that consumer engagement and favorable behavioral responses 

play an important role in shaping satisfaction outcomes. Furthermore, a significant positive 

correlation was identified between Brand Management Strategies and Consumer Behavior 

(r = 0.685, p < 0.01), highlighting the strong influence of Coca-Cola’s branding practices 

on consumer attitudes and actions in the digital space. 

Overall, the correlation results demonstrate that all three variables are positively 

and significantly related at the 1% significance level (p < 0.01). These findings provide 

experimental evidence that customer satisfaction is strongly influenced by both consumer 

behavior and brand management efforts. 

Table 4.2 : Correlation Analysis of Variables 

Group Brand 

Management 

Consumer 

Behavior 

Customer 

Satisfaction 

Brand Management 1 0.4601 0.5612 

Consumer Behavior 0.4601 1 0.5145 

Customer 

Satisfaction 

0.5612 0.5145 1 

 

4.2.1 Correlation Analysis of Dimensions of Brand Management 

Strategies  

The correlation results for Brand Management Strategies reveal several statistically 

significant relationships among the five survey items. Notably, Q3 and Q5 demonstrated a 

very strong positive correlation (r = 0.691, p < 0.01), indicating that respondents who 

perceive Coca-Cola’s branding as innovative and relevant also believe it effectively 

increases consumer engagement. Likewise, a strong correlation was found between Q2 and 

Q3 (r = 0.627, p < 0.01), suggesting that brand consistency across digital content is closely 

associated with perceptions of innovation in Coca-Cola’s brand strategy. Moderate 

correlations were also evident between Q2 and Q4 (r = 0.581, p < 0.01) and Q4 and Q5 (r 

= 0.536, p < 0.01), reinforcing the interconnection between message consistency, 

innovation, and engagement in branding. While Q1 and Q2 (r = 0.501, p < 0.01) and Q1 

and Q5 (r = 0.451, p < 0.05) presented moderate and significant correlations, the 

relationship between Q1 and Q4 (r = 0.338, p > 0.05) was weaker and not statistically 

significant. Overall, these findings confirm a cohesive internal structure within the Brand 
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Management Strategies construct, indicating that Coca-Cola’s digital branding efforts 

when appealing, consistent, and innovative work together to strengthen brand presence and 

consumer engagement. 

Table 4.3 : Correlation Analysis of Dimensions of Brand 

Management Strategies  

 Q1 Q2 Q3 Q4 Q5 

Q1 1 .501** .407* .338 .451* 

Q2 .501** 1 .627** .581** .587** 

Q3 .407* .627** 1 .583** .691** 

Q4 .338 .581** .583** 1 .536** 

Q5 .451* .587** .691** .536** 1 

4.2.2 Correlation Analysis of Dimensions of Consumer Behavior  

The correlation results for Consumer Behavior show multiple statistically 

significant relationships among items. Notably, Q8 and Q9 yielded a very strong positive 

correlation (r = 0.808, p < 0.01), indicating that participants who frequently engage with 

Coca-Cola content also feel influenced in their purchasing decisions. Similarly, Q8 and 

Q10 showed a strong correlation (r = 0.756, p < 0.01), supporting the idea that consistent 

digital interaction enhances brand loyalty. Moderate to strong correlations were also 

observed between Q7 and Q8 (r = 0.635), and Q7 and Q9 (r = 0.720), both statistically 

significant at the 0.01 level. These findings suggest a cohesive relationship among items in 

the Consumer Behavior construct, confirming that Coca-Cola’s digital marketing strategies 

positively influence how consumers interact with and perceive the brand. 

Table 4.4 : Correlation Analysis of Dimensions of Consumer 

Behavior 

 Q6 Q7 Q8 Q9 Q10 
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Q6 1 .073 .526** .391* .217 

Q7 .073 1 .635** .720** .674** 

Q8 .526** .635** 1 .808** .756** 

Q9 .391* .720** .808** 1 .605** 

Q10 .217 .674** .756** .605** 1 

4.2.3 Correlation Analysis of Dimensions of Customer 

Satisfaction 

The correlation matrix for Customer Satisfaction reveals robust positive 

associations among the items, indicating strong construct coherence. The strongest 

correlation was between Q14 and Q15 (r = 0.840, p < 0.01), suggesting that Coca-Cola’s 

digital campaigns significantly enhance overall customer satisfaction. Additionally, Q11 

and Q15 displayed a high correlation (r = 0.836, p < 0.01), reinforcing the emotional impact 

of digital branding. Substantial correlations were also observed between Q11 and Q14 (r = 

0.732), Q12 and Q15 (r = 0.647), and Q12 and Q13 (r = 0.541), all of which were 

statistically significant. These results confirm that the items used to measure customer 

satisfaction are valid and internally consistent, reinforcing the effectiveness of Coca-Cola’s 

digital engagement in generating positive emotional responses and brand loyalty. 

The correlation results for Brand Management Strategies, Consumer Behavior and 

Customer Satisfaction indicate strong inter-item relationships, supporting the construct 

validity of the questionnaire. These findings validate that the survey items effectively 

capture consumer responses related to Coca-Cola’s brand management strategies in the 

digital era. 

Table 4.5 : Correlation Analysis of Dimensions of Customer 

Satisfaction  

 Q11 Q12 Q13 Q14 Q15 

Q11 1 .717** .389* .732** .836** 
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Q12 .717** 1 .541** .541** .647** 

Q13 .389* .541** 1 .426* .520** 

Q14 .732** .541** .426* 1 .840** 

Q15 .836** .647** .520** .840** 1 

4.3 Regression Analysis of Coca-Cola Survey Data 

The regression model summary reveals that the combination of Consumer Behavior 

and Brand Management Strategies significantly predicts Customer Satisfaction with Coca-

Cola in the digital era. The model yielded a correlation coefficient (R) of 0.880, indicating 

a very strong positive relationship between the independent variables and the dependent 

variable. The R² value of 0.775 suggests that approximately 77.5% of the variance in 

customer satisfaction can be explained by consumer behavior and brand management 

strategies. This indicates a high level of explanatory power for the model. 

The Adjusted R² value of 0.758 further supports the robustness of the model by 

accounting for the number of predictors used, indicating that 75.8% of the variance in 

customer satisfaction remains consistent even when adjusted for model complexity. 

The F-statistic is 46.427 with a significance level (p-value) of 0.000, which is well 

below the conventional threshold of 0.05. This confirms that the overall regression model 

is statistically significant, meaning the relationship between the predictors (Consumer 

Behavior and Brand Management) and the outcome (Customer Satisfaction) is not due to 

chance. 

These findings suggest that Coca-Cola’s success in satisfying customers is strongly 

influenced by how effectively it manages its brand in the digital space and responds to 

consumer behavior. Therefore, it is crucial for Coca-Cola to continue optimizing its brand 

strategy and engagement tactics to strengthen customer loyalty and satisfaction in today’s 

competitive digital marketplace. 

Table 4.6 : Model Summary of Coca-Cola Survey Data 

Model R 
R 

Square 

Adjusted 

R 

Square 

Std. 

Error of 

Estimate 

R 

Square 

Change 

F 

Change 
df1 df2 

Sig.F 

Change 

1 0.880 0.775 0.758 0.3931 0.775 46.427 2 27 0.000 
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4.4 ANOVA Test of Coca-Cola Survey Data 

The ANOVA (Analysis of Variance) table provides statistical evidence regarding 

the overall significance of the regression model used to predict Customer Satisfaction from 

the two independent variables Consumer Behavior and Brand Management Strategies. 

Table 4.6 shows a regression sum of squares of 14.347, with 2 degrees of freedom 

(df) for the predictors. This is contrasted with a residual sum of squares of 4.172, based on 

27 degrees of freedom, resulting in a total sum of squares of 18.519 across all 30 cases. 

The Mean Square for the regression is 7.173, while the Mean Square for the residual 

(error) is 0.155. The resulting F-statistic is 46.427, and the associated p-value is 0.000 (Sig. 

< 0.001). This p-value is highly significant and well below the standard alpha level of 0.05. 

These findings confirm that the regression model is statistically significant, 

meaning that at least one of the predictors, Consumer Behavior or Brand Management 

Strategies, makes a meaningful contribution to explaining customer satisfaction with Coca-

Cola in the digital era. In essence, the model as a whole reliably differentiates between the 

predicted and observed values of customer satisfaction. 

Table 4.7: ANOVA Test of Coca-Cola Survey Data 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

Regression 14.347 2 7.173 46.427 0.000 

Residual 4.172 27 0.155 - - 

Total 18.519 29 - - - 

4.5 Coefficients of Model Analysis of Coca-Cola Survey Data 

The regression coefficients provide insight into how Coca-Cola’s brand 

management strategies and consumer behavior influence customer satisfaction. The 

unstandardized coefficient (B) for Brand Management Strategies is 0.586, suggesting that 

a one-unit increase in effective brand management practices leads to an approximate 0.586-

unit increase in customer satisfaction, holding all else constant. This relationship is 

statistically significant, with a p-value of 0.000, indicating strong evidence that Coca-

Cola’s branding efforts directly and positively impact how satisfied customers feel. 

Similarly, the unstandardized coefficient for Consumer Behavior is 0.334, and this 

relationship is also statistically significant with a p-value of 0.016. This implies that 
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customers’ interaction with and perception of the brand significantly affects their 

satisfaction, albeit to a lesser extent than brand management strategies. 

In terms of standardized coefficients (Beta), Brand Management registers a higher 

value (β = 0.601) compared to Consumer Behavior (β = 0.341), emphasizing that among 

the two predictors, brand management has a more substantial influence on customer 

satisfaction.  

Overall, the findings confirm that Coca-Cola’s efforts in managing its brand 

identity particularly in the digital space play a key role in driving customer satisfaction. 

Consumer behavior also contributes meaningfully, highlighting the importance of 

understanding and engaging with customers' preferences and digital interactions. 

 

Table 4.8 : Coefficients of Model Analysis of Coca-Cola Survey 

Data 

Predictor 

Variable 

Unstandardized 

Coefficients (B) 

Std. 

Error 

Standardized 

Coefficients 

(Beta) 

t-Value Sig. 

Brand 

Management 
0.586 0.129 0.601 4.533 0.000 

Consumer 

Behavior 
0.334 0.129 0.341 2.575 0.016 

4.6 Collinearity Diagnostics Analysis of Coca-Cola Survey Data 

To assess the potential issue of multicollinearity among the independent variables 

Brand Management Strategies and Consumer Behavior a collinearity diagnostics test was 

conducted. The results indicate that the Condition Index values for the three dimensions 

are 1.000, 10.415, and 15.153, respectively. According to standard statistical guidelines, a 

condition index below 30 generally implies that multicollinearity is not a serious concern 

(Belsley, Kuh, & Welsch, 1980). Since all values fall below this threshold, the model does 

not exhibit problematic multicollinearity. 

Furthermore, the Variance Proportions for both Brand Management and Consumer 

Behavior are relatively high in the third dimension, at 87% and 85%, respectively. While 

values above 50% in the same dimension can sometimes indicate multicollinearity, this is 

only considered problematic if the corresponding condition index is also high, which is not 

the case here. The eigenvalue for the first dimension is 2.960, capturing most of the 
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variance in the predictors, whereas dimensions two and three have low eigenvalues (0.027 

and 0.013), which is typical and acceptable in small regression models. 

In summary, although the third dimension carries a large portion of variance for 

both predictors, the relatively low condition index values confirm that multicollinearity is 

within acceptable limits. Therefore, it can be concluded that both Brand Management 

Strategies and Consumer Behavior can be reliably used as predictors of Customer 

Satisfaction in the regression model. 

 

Table 4.9 : Collinearity Diagnostics Analysis of Coca-Cola Survey 

Data 

Model 

Dimension 
Eigenvalue 

Condition 

Index 

Variance 

Proportions 

(Constant) 

Brand 

Managemen

t 

Consumer 

Behavior 

1 2.960 1.000 0.00 0.00 0.00 

2 0.027 10.415 0.99 0.12 0.15 

3 0.013 15.153 0.00 0.87 0.85 
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Chapter 5 Conclusion and Recommendation 

5.1 Conclusion 

The research titled “The Brand Management Strategies of Coca-Cola in the Digital 

Era for Customer Satisfaction” aimed to identify the key brand management strategies used 

by Coca-Cola, evaluate their effectiveness in influencing consumer behavior, and assess 

their impact on customer satisfaction. The study was conducted using a quantitative 

method, involving 30 participants who responded to a structured questionnaire consisting 

of 15 items across three main constructs: Brand Management Strategies, Consumer 

Behavior, and Customer Satisfaction. 

The analysis of the data provided several meaningful insights. Descriptive statistics 

indicated that most respondents rated Coca-Cola’s digital brand initiatives positively, 

especially in terms of content consistency, online engagement, and emotional connection 

through storytelling. Items related to customer satisfaction, particularly emotional 

connection and digital campaign impact, received the highest mean scores. This suggests 

that Coca-Cola’s digital branding is not only consistent but emotionally resonant. 

The reliability analysis demonstrated high internal consistency for all three 

variables, with Cronbach’s Alpha values above 0.84. This confirms that the survey 

instrument was statistically sound. The KMO measure and Bartlett’s Test of Sphericity 

further validated the data's suitability for factor analysis, reinforcing the construct validity 

of the questionnaire. 

Validity was also supported through Pearson correlation analysis, showing 

significant inter-item relationships within each construct. Correlation analysis revealed 

strong positive relationships between Coca-Cola’s brand management strategies and both 

consumer behavior and customer satisfaction. In particular, the digital efforts of the brand 

such as active social media presence, interactive content, and brand storytelling had a 

significant influence on how consumers engage with the brand and their likelihood of 

repeat purchases and brand advocacy. 

Overall, the findings affirm that Coca-Cola’s digital brand strategies are 

successfully aligned with current consumer expectations. The brand’s ability to 

communicate consistently across digital platforms, create meaningful customer 

experiences, and foster emotional connection contributes significantly to consumer 

satisfaction and loyalty. These insights are particularly valuable for marketers aiming to 

build or strengthen their brands in the digital age. 

This research contributes to academic understanding by highlighting the 

importance of integrating digital brand management strategies with consumer engagement 

and satisfaction metrics. It also provides practical implications for businesses especially in 



27 

the FMCG sector seeking to adopt effective digital marketing approaches that resonate with 

today’s consumers. As digital media continues to evolve, future research could expand on 

these findings by exploring longitudinal changes in consumer-brand relationships or by 

comparing Coca-Cola’s strategies with those of its competitors. 

5.2 Recommendations for Coca-Cola 

5.2.1 Brand Management Strategies 

Based on the findings of this study, several recommendations are proposed to 

enhance Coca-Cola’s brand management strategies in the digital era. First, while Coca-

Cola demonstrates a strong digital presence, there is room to improve two-way interaction 

with consumers. Enhancing customer engagement through interactive content, such as 

polls, contests, and user-generated campaigns, could significantly increase online 

participation and brand connection (Keller, 2013). Digital branding should not only be 

informative but also foster dialogue that makes customers feel heard and valued. 

Secondly, Coca-Cola should personalize its brand messaging by leveraging 

consumer data to deliver tailored experiences. Personalized digital marketing, such as 

behavior-based advertisements and customized offers, has been shown to increase 

customer satisfaction and loyalty (Kotler & Keller, 2016). By adopting more data-driven 

personalization strategies, Coca-Cola can strengthen its relevance and deepen emotional 

connections with its diverse customer base. 

Third, the study confirms that emotional storytelling plays a significant role in 

building customer satisfaction. Coca-Cola is encouraged to continue investing in 

emotionally resonant digital campaigns that reflect shared values and human stories. 

Emotional branding has the power to create memorable brand experiences and long-term 

loyalty (Thomson  et al., 2005). Aligning stories with consumer identities and cultural 

relevance can further enhance brand authenticity. 

Moreover, Coca-Cola should actively encourage consumer participation in its 

digital campaigns. This can be achieved by integrating reward-based interactions, 

gamification elements, and viral challenges on platforms like TikTok and Instagram. 

Research shows that customer co-creation and participation in brand activities increase 

perceived value and brand advocacy (Prahalad & Ramaswamy, 2004). 

Additionally, brand consistency across digital platforms must be maintained. A 

unified brand image through coherent messaging, visual design, and tone builds brand trust 

and recognition (Aaker, 1996). Coca-Cola should ensure that all digital touchpoints align 

with its core brand identity to reinforce strong consumer perceptions. 

Finally, Coca-Cola should expand its presence on emerging digital platforms and 

technologies, such as augmented reality (AR), QR-code interactions, and immersive brand 
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experiences in virtual environments. Embracing innovation allows the brand to stay 

relevant and appealing, especially to younger, tech-savvy audiences (Kapferer, 2012). 

Collectively, these recommendations aim to support Coca-Cola in refining its 

digital brand strategies to meet evolving consumer expectations, build stronger emotional 

bonds, and enhance customer satisfaction in today’s highly dynamic digital landscape. 

5.2.2 Consumer Behavior 

Based on the findings of this study, Coca-Cola is encouraged to adopt several 

strategic measures to further influence and align with evolving patterns in consumer 

behavior, particularly in the context of digital engagement. The data revealed that while 

consumers generally respond positively to Coca-Cola’s digital efforts, levels of direct 

interaction and behavioral response such as sharing content or making purchase decisions 

influenced by online campaigns could be enhanced. 

Firstly, Coca-Cola should invest in creating more interactive and experiential 

digital content. According to Solomon (2020), interactive engagement increases brand 

involvement and encourages consumer participation. Features such as polls, live streams, 

augmented reality (AR) filters, and gamified content on platforms like Instagram, TikTok, 

and YouTube can stimulate user behavior and foster a deeper brand-consumer relationship. 

Secondly, Coca-Cola should implement data-driven personalization in digital 

marketing to align with consumer expectations. Studies show that tailored content based 

on browsing behavior, preferences, or past interactions significantly improves consumer 

response rates and purchase intent (Lemon & Verhoef, 2016). Coca-Cola can use 

behavioral analytics and AI tools to deliver personalized promotions, dynamic product 

suggestions, and localized messages that make the brand more relevant to individual 

consumers. 

Third, building emotional resonance through storytelling continues to be a key 

factor influencing behavior. As the findings indicated, emotionally engaging content leads 

to stronger consumer attachment and loyalty. Coca-Cola should continue to produce 

campaigns that tap into shared values, cultural pride, or social causes, which create 

meaningful emotional connections and influence behavioral loyalty (Thomson, MacInnis, 

& Park, 2005). 

Furthermore, Coca-Cola should encourage user-generated content (UGC) and 

online word-of-mouth. Empowering consumers to share their experiences and stories 

involving the brand increases trust and authenticity in the eyes of potential customers 

(Berger, 2014). Campaigns that feature customer photos, testimonials, or hashtags can 

create a sense of community and influence peer behavior positively. 

Lastly, Coca-Cola should improve real-time digital responsiveness. Behavioral 

studies show that timely responses to comments, queries, and reviews influence consumer 
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perceptions and increase likelihood of repeat engagement (Kotler & Keller, 2016). 

Investing in digital customer service teams and chatbot tools can help Coca-Cola remain 

responsive, approachable, and behaviorally appealing to online users. 

By implementing these recommendations, Coca-Cola can effectively leverage 

consumer behavior insights to deepen engagement, drive purchase decisions, and 

strengthen loyalty in the digital era. 

5.2.3 Customer Satisfaction 

To further enhance customer satisfaction in the digital era, Coca-Cola should adopt 

strategies that deepen emotional engagement, improve digital responsiveness, and 

consistently exceed consumer expectations. The results of this study indicate that while 

Coca-Cola enjoys high levels of satisfaction among customers, particularly in terms of 

emotional connection and digital branding, there remain key opportunities to reinforce and 

sustain this satisfaction long-term. 

First, Coca-Cola should continue to strengthen its emotional branding strategy, as 

emotional satisfaction is a powerful driver of loyalty and repeat purchasing behavior 

(Thomson  et al., 2005). Campaigns that celebrate diversity, shared cultural values, or 

inspire positive change can further cultivate a sense of community and emotional affinity. 

Incorporating real customer stories into branded digital content can also enhance feelings 

of personal relevance and trust. 

Second, Coca-Cola must ensure a consistently high-quality brand experience across 

all digital touchpoints. Research suggests that consistency in brand messaging and service 

across channels such as websites, mobile apps, and social platforms positively influences 

customer satisfaction (Kotler & Keller, 2016). Coca-Cola should regularly audit its digital 

presence to maintain cohesive messaging and visual identity while optimizing functionality 

and user experience. 

Third, investing in real-time responsiveness on digital platforms is crucial. Quick 

and personalized replies to customer feedback, queries, or complaints can significantly 

improve satisfaction levels (Lemon & Verhoef, 2016). Coca-Cola can implement AI-

powered chatbots for instant interaction and use social media listening tools to identify 

emerging customer concerns in real time. 

Fourth, Coca-Cola should enhance its post-purchase engagement strategy, such as 

follow-up messages, satisfaction surveys, or thank-you campaigns. These interactions 

show appreciation and create a positive reinforcement loop that increases satisfaction and 

encourages long-term loyalty (Oliver, 2010). Reward programs or digital loyalty platforms 

could further incentivize satisfaction-driven behavior such as referrals or social sharing. 

Finally, Coca-Cola should regularly collect and analyze customer feedback to 

monitor satisfaction trends and detect dissatisfaction early. This proactive approach 
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enables timely adjustments in digital campaigns or product offerings, ensuring that 

customer needs are continuously met (Parasuraman  et al., 1988). 

By integrating these strategies, Coca-Cola can elevate its customer satisfaction 

outcomes, build lasting relationships, and reinforce its brand leadership in the competitive 

digital landscape. 

5.3 Managerial Implication 

The findings from this study provide several important managerial implications for 

Coca-Cola and similar brands operating in highly competitive and digitally driven markets. 

First, the research confirms that digital brand management strategies significantly 

influence both consumer behavior and customer satisfaction. This suggests that brand 

managers should continue to prioritize and allocate resources toward digital branding 

efforts that are not only consistent and visually compelling but also emotionally engaging. 

The ability of Coca-Cola’s digital campaigns to foster emotional connections strongly 

correlates with increased satisfaction and brand loyalty, highlighting the need for managers 

to integrate emotional storytelling as a central part of brand communication strategy. 

Second, the positive relationship between brand engagement and consumer 

behavior indicates that managers must design digital experiences that are not just 

promotional, but interactive and participatory. Coca-Cola’s brand managers should focus 

on developing content that encourages consumer involvement such as social media 

challenges, user-generated content (UGC), and gamified campaigns to increase digital 

interaction and drive behavioral responses such as brand recommendations and repeat 

purchases. 

Third, the study emphasizes the importance of customer feedback and 

responsiveness in digital environments. Managers must ensure that digital channels are not 

only used for outbound messaging but also for receiving and responding to customer 

concerns, preferences, and suggestions. Real-time responsiveness and personalized digital 

interaction have been shown to enhance perceived brand value and improve satisfaction 

outcomes, which implies that Coca-Cola’s managers should invest in customer service 

technologies and social listening tools. 

Furthermore, the high internal consistency and validity of the constructs measured 

in this study provide managers with a reliable framework for monitoring brand 

performance in digital settings. Managers can use similar survey-based instruments to 

evaluate how well current digital branding initiatives are aligned with consumer 

expectations, and to make data-driven decisions that improve campaign effectiveness. 

Lastly, as consumer behavior and expectations evolve rapidly in the digital era, 

Coca-Cola’s marketing managers must adopt an agile and customer-centric brand 
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management approach. This includes ongoing research, testing new platforms (e.g., 

TikTok, AR/VR), and refining messaging to maintain relevance across different market 

segments. Aligning strategic brand goals with consumer behavior insights can enhance 

competitive advantage and long-term brand equity. 

5.4 Academic Contribution 

This research contributes meaningfully to the academic discourse on digital 

branding, consumer behavior, and customer satisfaction, particularly within the context of 

global fast-moving consumer goods (FMCG) brands like Coca-Cola. By focusing on Coca-

Cola’s brand management strategies in the digital era, this study expands current 

understanding of how strategic digital communication influences emotional connection, 

behavioral response, and satisfaction levels among modern consumers. 

One of the key academic contributions of this research is its integration of Keller’s 

Customer-Based Brand Equity (CBBE) Model with contemporary digital marketing 

practices. While the Customer-Based Brand Equity CBBE model is widely used to evaluate 

brand equity from the consumer's perspective, this study applies the model within a modern 

digital context highlighting how digital touchpoints, such as social media, content 

consistency, and emotional storytelling, influence brand resonance and consumer loyalty. 

This provides a framework for future researchers interested in adapting traditional brand 

theory to digital ecosystems. 

Additionally, the study provides empirical evidence through quantitative analysis 

of survey data, offering measurable insights into how digital brand strategies affect 

consumer behavior and satisfaction. The use of Cronbach’s alpha for reliability, Pearson 

correlation for construct validity, and descriptive statistics enhances the methodological 

rigor of branding research in the digital age. The findings suggest that emotional branding, 

digital engagement, and interactive content are not only effective branding tools but also 

critical factors in enhancing satisfaction adding to the body of knowledge on consumer-

brand relationships. 

Furthermore, this research highlights the importance of consumer participation in 

brand storytelling, an emerging area of interest in digital marketing literature. By showing 

that interaction with Coca-Cola’s digital content contributes to increased purchase 

intention and brand recommendation, this study bridges the gap between branding theory 

and consumer psychology. 

As a summary, this study provides a theoretical and methodological foundation for 

future research exploring the dynamic relationship between brand strategies, digital 

transformation, and consumer experience. It explores how brand equity frameworks like 



 

32 

Customer-Based Brand Equity can evolve to include digital-era components such as 

personalization, real-time engagement, and co-created content. 

5.5 Further Research 

While this study provides meaningful insights into the relationship between Coca-

Cola’s digital brand strategies and customer satisfaction, several opportunities for further 

research remain. First, the current research focused on a relatively small sample size of 30 

respondents using a quantitative approach. Future studies could adopt a mixed-methods 

design, combining surveys with in-depth interviews or focus groups, to gain richer, more 

nuanced insights into consumer perceptions (Creswell & Plano Clark, 2018). This would 

help uncover underlying motivations behind behavioral patterns that are not easily captured 

through quantitative measures. 

Second, this study was limited to Coca-Cola as a single case brand. Future research 

could conduct comparative studies involving other global or regional FMCG brands, such 

as Pepsi or Red Bull, to explore whether similar digital strategies yield comparable levels 

of satisfaction and loyalty. This would contribute to the generalizability of digital branding 

theories across diverse brand contexts (Kotler & Keller, 2016). 

Third, the study examined digital branding from the consumer’s perspective. Future 

research could investigate the internal brand management practices of companies like 

Coca-Cola such as how marketing teams strategize, measure, and adapt their digital 

campaigns over time. This would offer a more holistic view of brand performance in the 

digital age and how it aligns with organizational strategy (Kapferer, 2012). 

Additionally, the longitudinal impact of digital campaigns on consumer behavior 

and satisfaction could be explored. Since consumer preferences and technologies evolve 

rapidly, tracking changes over time would help identify how consistent brand engagement 

affects brand loyalty and satisfaction in the long run (Lemon & Verhoef, 2016). Such 

studies would be valuable in developing adaptive digital branding frameworks that evolve 

with consumer expectations. 

Lastly, researchers could integrate psychographic and demographic segmentation 

to assess how age, culture, or digital literacy influence consumer responses to digital 

branding. This could lead to more personalized and effective brand management strategies, 

especially for brands aiming to target Gen Z or digital-native consumers (Solomon, 2020). 

In sum, expanding future research in these directions would not only validate the 

current findings but also enrich academic understanding of brand management strategies 

in an increasingly digital and customer-centric environment. 
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Appendix (A) Survey Questionnaires 

 

Variable Question 5 4 3 2 1 

Brand Management 

Strategies 

1. Coca-Cola’s social media 

presence makes the brand more 

appealing to me. 

     

2. I often see Coca-Cola’s digital 

promotions or online 

advertisements. 

     

3. Coca-Cola’s digital content 

(videos, images, slogans) 

reflects a consistent brand 

image. 

     

4. I feel that Coca-Cola effectively 

uses digital channels to engage 

with customers. 

     

5. I believe Coca-Cola’s digital 

branding strategies are 

innovative and relevant to 

today’s trends. 

     

Consumer Behavior 6. I often interact with Coca-Cola’s 

posts or content on social media. 

     

7. Seeing Coca-Cola’s digital 

content has influenced my 

decision to purchase their 

products. 

     

8. I prefer brands that actively 

engage with consumers online. 

     

9. Coca-Cola’s digital presence 

makes me more likely to 

recommend it to others. 

     

10. I feel emotionally connected to 

Coca-Cola due to its online 

campaigns or stories. 

     

Customer 

Satisfaction 

11. I am satisfied with my overall 

experience with Coca-Cola 

products. 

     

12. Coca-Cola meets my 

expectations in both quality and 

brand communication. 
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13. I feel valued as a customer when 

interacting with Coca-Cola 

online. 

     

14. I am likely to continue 

purchasing Coca-Cola because 

of its digital engagement. 

     

15. Coca-Cola’s digital campaigns 

enhance my satisfaction with the 

brand. 
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Appendix (B) Regression 
Analysis Data of COCA-COLA 

 

Descriptive Statistics 

 
Correlation Analysis  
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Reliability Analysis  



 

43 
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Regression Analysis (Multiple Linear Regression) 
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