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BRAND LOVE, SATISFACTION, AND BRAND TRUST :
A CASE OF THANACHART BANK KALASIN PROVINCE

neANa YsNINgHus
91U AITed °

UNANED

mMsfnwdasy Bos musnlussdud anufaele wazanudesiulunsdui nsdinwsumssunadomia
nudug Anwanuduiusvesanusnlunsdud mngnindanusnlunsdui wwdunaliinanufianela uasiinau
\Westustensnaudn TaeidunsidoidsUsina msdsanmeaunasenuuasunu innsiudeyaanngusesneildluns
lundsdl de filaedovieliuinmesurinniudug fevdvegludamianidug S1ua 400 au adRihiunlFinseideya
1A adfidanssaun Usznoulude nsuanuasninud (Frequency) wavAndesay (Percentage) wazatmgoyuu laud
mylavilunagunisiasiaing (Structural Equation Modeling: SEM) e TITenuianuslussaudsvsnais
nansazsseseruideiulunsaudiuanuiioels Tnslunearudnlunsdud aansaesuiseuduiusiu
arufianelalaSesas 59 wareSursanudesiulunsdudlidesay 74 mudsy Feonadunauangnindaugnity
fuasdudswenssuraluegann Juiligndnfinufianelalunsidud sudaduanudeilussdudludaun
sAnsgsRasLIAIdduATfuNIRudUY ausadwadElunuunagnsiiioaismuinlunsdudueniean
AsasAnuLana1sluiunsauA g seg1aien

1Y

MaA AUSTIUASIAUAT ANuTianela Anueluluns1duan

3

Abstract

The study aims to investigate the interrelationship among brand love, satisfaction and brand trust of
the customers of Thanachart bank in Kalasin province. The survey questionnaires were used as a tool to collect
the data from 400 customers. The data was analyzed through Structural Equation Modeling (SEM). The study
reveals that brand love has the direct and indirect influence on brand trust through satisfaction. The results
supported all hypotheses of the study. The model explaning 59% of variance in satisfaction and 74% of variance

in brand trust.

Keywords: Brand Love, Satisfaction, Brand Trust
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*P <.05, P < .01, ***P < .001
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