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Abstract

The purpose of this study is to investigate how customers' brand loyalty to functional
food brands is influenced by brand image, brand trust, and brand quality. This study uses a
Google Forms questionnaire to gather information from a sample group of 400 individuals who
live, work, or study in Bangkok and either routinely buy functional food or do so at least once
a month. The statistical results' frequency distribution, percentage values, average standard
deviation and multiple regression analysis were analyzed.

The results of the study found that 1) Brand image factors include value, user
personality, and benefits have a significant influence on brand loyalty of functional food
customers at the 0.05 level, except for the brand image factor. Features that has no influence
on brand loyalty of functional food customers. 2) Brand trust factors include brand competence,
brand credibility, brand benevolence and brand reputation influence the brand loyalty of
functional food customers at the 0.05 level, and 3) the perceived quality factor significantly

influences the brand loyalty of functional food customers statistically significant at the 0.05 level.

Keywords: Functional food, Brand loyalty, Brand image, Brand trust, Perceived quality
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