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RESEARCH ARTICLE

A Structural Equation Modeling of Brand Love to
Brand Loyalty and Word-of-Mouth of Thailand Post

Service Users
Chanchai Pommi*

Abstracts

The objective of this research is to study the influence of
brand love on brand loyalty and word-of-mouth of Thailand Post
service users. Questionnaires were used to collect data from the
infinite population in upper Northern provinces. A random sampling
technique was used in this research. 395 collected questionnaires
were returned and completed. The data was analyzed by structural
equation modeling. The results indicated that brand love had a
direct influence on brand loyalty and word-of-mouth, it also had an
indirect influence on word-of-mouth with that has brand loyalty as
a mediator. In terms of academic implications, this research
reflected a prominent role of brand love in consumer behavioral
expressions on the brand re-patronage, increasing the amount of
time to use the service and giving advice to other people. Future
research may be conducted on the influence of antecedents that
drive brand love in the Thailand Post to investigate the causes of

users thinking and feeling love over the brand. Additionally, with

! Lecturer, Department of Marketing, School of Business and Communication Arts,

University of Phayao, E-mail: Chanchai5363@gmail.com
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regard to practical implications, entrepreneurs can develop
marketing strategies to motivate consumers’ love for the brand and

to retain the consumers in the long term.

Keywords: Thailand Post, Brand Love, Brand Loyalty, Word-of-
Mouth
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1. Ausnlunsidudn (Brand Love)

wnAnieatuensuaiamiEnvesiuslaafifronsnaudduills
wiudausyanylunainuaneyuued 1y ANeugy (Warmth) A3NEYN
(Fun) AuRuafule (Excitement) iﬁﬂ‘daa@ffﬂ (Security) (Keller,
2013) AuU5sTUl (Impression) wazAIMgNTHL (Commitment) §9
dnilvguansdaguuvuensuaivazeuidnvesfuilnadisidensidusilu
Bauan Jagtutindvinismianisnaaldinisiauiuunfnifeafy
ArwsnluasAudn (Brand Love) Bsoguuiugruvoamnuiieuduius
wijqﬂﬂa (Theory of Interpersonal Relationship) InganwazUos
ANuENRUSsEninayanaduuntaty 3 I8 lawn adnuaivauy (Liking)
AHLEUM (Yearning) LLazmﬂmﬂﬂﬂJu (Commitment) (Batra, Ahuvia, &
Bagozzi, 2012; Sallam, 2014) 17915\‘1‘5 Carroll and Ahuvia (2006) La i1y
Adraudnlunsduaidnfe seauvesaulsenivla anuyniy
Feonsualifuilaafianelonasussounseniidrusiufuionssuves
n578uA1 (Niyomsart & Khamwon, 2016) anusnlunsiaunnduanuae
voariruad AuAauazUszaunisalisuinvesynnaiifisonsidud
(Karjaluoto, Munnukka, & Kiuru, 2016) Fausazauasividuaid anudn
uazUszaunsainensduduansiisfuly dnvuzvosauinluns
duarazusingludnuuzvesadiuidniaunn (Affection) A31u3an
Woulgaduwus (Connection) wazAauUseviula (Passion) (Thomson,
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Maclnnis, & Park, 2005) @9d@onnaseiuIuIsoves Albert, Merunka,
and Valette-Florence (2008) #ildoSunsveneveuinvaausnluns
duAszneumemnuidnusesiula (Passion) iy (Attachment)
nsUsziiulul@suan (Positive Evaluation) kaze1suallunisnovauss
1@9UN (Positive Emotions in Response) vt nmsmanaanInsadann
dnwaizyeaniinlunsdudnlinnersuaigaaaiiguilaniironsidud
H1UNSUERIBBNTINYANSIU (Behavior) AuAR (Think) WAEAIIUTEAN
(Feel) fifisionsn@udn (Han, Yu, Chua, Lee, & Kim, 2019) 3slusniisei
datudnwianuinluasdualuliivesauidniaum audseiivla
wagenwAsiidenlssveslivinmsniisonsaudvedlusuddine esae
\Judefiannsavsvenldiiorsuaivesauiiausnlunsidudi

2. ANUANARDASIAUAT (Brand Loyalty)

anuAnddunisuanseendanginssuidsuanvesguilaaiil
seglrunsvsonandamifiannsaaiiesnufisnels Yszaunisaiuay
ANALALUSLAA (Dick & Basu, 1994; Hayeemad & Polyorat, 2013) Ex
mmﬁnﬁmaq@'ﬁiﬂﬂmmmLﬁ@%uié‘iué’ﬂwmwmmmﬁﬂﬁaiamw%uﬁw
(Brand Loyalty) A23AnA#9N15U3A1T (Service Loyalty) hagAa1using
Aoe9Ans (Corporate Loyalty) %a’lumu%’aﬁ%a@aLﬁuﬁﬂmmmﬁﬂﬁm
asaumveslusualdineg Tnetunivinslaliaununeussauinfse
As1AuA mneds Vimuadnavesiuilaaifidensndudiniouinis
qudeliinausstudilaiiasnduande/1duinise videguiusing
dudnfidureulusuian (Siritho & Chanpanya, 2012) AUANFREAT
duAanursauuslaidu 2 sYuuu laun anudnfdensiduailuigs
WHANT3Y (Behavioral Brand Loyalty) kazAa1uinfnensndualuids
NeuAR (Attitudinal Brand Loyalty) (Dick & Basu, 1994; lvanauskiene
& Auruskeviciene, 2009) AufnArenTIAdUAtUTINgAnTTY Wuaw
fndfiguilnauanseansitumewginssufianunsadanauazuseifiule

o ' | Eo a a & o wal & v
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(Sitthichai & Khunon, 2015) wazauinasensdualudsiruad 1u
anufnanegnsluanudauazanuidnindussnunduinuadly
Beuanvesfuilnafilfsonsdud Ssendensinuasysefiunaliogig
Faau Anuinfsensidumludauine1vegludnuneuesnnnunniunig
ANuidnuazaduiantsquarluns1dudn (Hayeemad & Polyorat,
2013) Haiiilnuidelusfedidunudvinavestiofofeangidsoan
fndrens1duivefusing 1y nmdnualns1dudi (Kim & Lee, 2020)
Ausnlunsduan (Bicakciogly, ipek, & Bayraktaroglu, 2016; Carroll
& Ahuvia, 2006) LLazmmuﬁL%aﬁasuamﬁ?mﬁﬂ (Soedarto, Kurniawan,
& Sunarsono, 2019) tWu@u ?jqﬁﬁm%qmmaé’ménﬁ@m%wamwsq
wagn1edeNienUinAten s duAveEUTLAA

fuidevesiniginisiavinnis@nwdvinavesnausnluns
duAsiaANuANARENIIdUAT Fee10Y Y 91W3T8Vee Carroll and Ahuvia
(2006) Phang and Goh (2019) Kim and Lee (2020) wag Pontinha and
do Vale (2020) ilusu Fswuin awnlussdudiduiudsideaing
Usgniswilsiifianinadeninudnidensidudvesfuilan fufy
FeanunsanmuaauufigIule il
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A1AUA

3. nMsuanfauuuUInaayn (Word-of-Mouth)

mnguslnanIegldusnisiinainuidndseivlavsevasivaly
nslusmsvesasdudile wadinssunisuanieendnguuuuniadons
vanaskuulInsauIn (Word-of-Mouth: WOM) n15usnsswuulInge
Uniduszfuiiguilanendesnsndudilsiungdu (Caroll & Ahuvia,
2006) Fadaunagnsnsdoasnanisnanndifiuszansaim (Niyomsart
& Khamwon, 2016; Sajjanit, 2020) waa1u1saasianguana1sielng
Iifugsiia Sallam (2014) ladeuanunsngvesnisuenssiuulinee
Unndvnedis msdeanssgnitayanasgeties 2 au Tagunaainey
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agmawamut,mymaﬁlu (Ismail & Spinell, 2012) nM1suBnABLUUUIN
sounnlugunuunsdeansifidnvarlidumensiifuslnaazdeansis
N5 @UsTOUL waTAMANYMEYDINAAIMI/UINT (Yasin &
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nsuugthyanalivdsulultnsdumdu msdesSeuserliuing vie
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ansafiatulévsluguuuueenlal (Offine WOM) uazdidnnseiing
(Electronic WOM: eWOM) (Karjaluoto et al., 2016) il JULUUUDINTT
vanseuuundetIntuagfuauasouasanyurdLyAnaTaE
domsfagldguuunlnlunsiemnuludyanadu
wanaNANUINluRTIEUAEENSNAdeA U NAdDR I FUM
ué Uszidiunnuinlunsduidslasunsinuluifvesdvinaiile
nsuenfeluulInAeyIn WU 11398309 Albert and Merunka (2015)
Ismail and Spinelil (2012) Karjaluoto et al. (2016) Wallace, Buil, and
Chernatony (2014) uaz Yasin and Shahim (2013) \Jugiu Swanisinw
wui Aasnlunsdudduiudsdeanivniduaiensuenseuuutin
sothnitslunienswagnedon fau Seanusadmunasuigls fail
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ANuAnAensIduAuaznIsuenssuuulIndeUInlasuBvENa
nUadam19n1IMaIndu 9 WU ANAIMAITUTANG AuAIRTIAUA
amdnsalinsAud waganuudedie Wudu Fedfinnsanudasdans
11 Duilfedgusznounisadrstuuniiiensvaussauieanisves
fuilan WieliAnnisuanang@inssudiesdnsusaun yrail flauise
Suunisiifnuiadeludensuaitazanuidnvesuilanlufiinny
$nlunsdudn dregratu 91uIdeves Bairada et al. (2018) Carroll
and Ahuvia (2006) waz Fetscherin (2014) Judiu nan1sfnwanuin
Anusnlunsduindudnuasdaiauad Anufde e1sualuasaudn
AnasrionuinArensduduaznisuendenuundeun lneddvdna
dsluynamsauazynedon fadu Ssaansafmuaaunfgld fd

auuAgiuil 3 AnufnAdensduiisninadenisuendenuy
Unsieun

auAgiuil 4 anuinlupsdudidninadenisuendenuuuin
raUn nedmnusininensduddufudsdesinu

ASDULUIAANITIVY
ANUSNIUASIEUAN
(Brand Love)
Hi H>
ANUANAREATIEUAT Hs, Ha A1suanfaluuUInfaUIN
(Brand Loyalty) (Word-of-Mouth)
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Ifuupirivunavesnguiimngaulumuideifaududou ngusois
A259¢id1u2uLINNY 200 ail Hair, Black, Babin, and Anderson
(2010) Loz Guu'msuaﬂﬂﬁjmﬁaasm%y’uﬁwém%’uﬁmﬂiLLmﬁﬁf&’mau
Houn11m3oLinau 7 MuUs Ao 300 AI9E19 aﬂuiﬁaﬂ%ﬁ@‘ié’aﬁﬂmﬂﬁu
FIWTMTaYaNNGUAIBE F117U 400 Megre Ingldisn1sdusiiedn
wuua1daAL19z Y (Probability Sampling) Aaen1sdungusiedng
9813918 (Simple Random Sampling) wuuasuawlasunIsnaUNSULAS
aunsatandiesizideyald 91w 395 ga Andusesay 98.75 lag
Anounvvasuaudungiluwendgs d1uiu 252 au Andusesar
63.80 HsgAun1sAnwIUsyIns 31w 175 au andudesay 44.30
waziisneldnaudaiion 10,001 — 15,000 UMY §1u2U 134 Ay Antdu
Sovaz 33.92

LUUADUDINWRILNT YIS NUNILENa Sl Se T Rendes
ansouvseanidu 4 dau Uszneusie dawudl 1 Teyavhluvesinou
wuuaaUay Usenaudag e sedun1siinen wazseldindedeiiou
Fududesiaruvatela (Checklist) daudi 2 Arrusnluasidud
Usznaudemaiusiuin 4 9o Jsinulatainiuideves Carroll and
Ahuvia (2006) waz Niyomsart and Khamwon (2016) @it 3 anusindisie
A3IAUA Usznaudemaiusiuiu 4 9o Feiaudasunainanuideves
Carroll and Ahuvia (2006) wag Niyomsart and Khamwon (2016) wag
d1uf 4 nsvensdeuuulindayln Usenaudiefiaiudiuiu 3 9o
Fasauuau1a1nuifeves Carroll and Ahuvia (2006) Gremler and
Gwinner (2000) wae Ismail and Spinelli (2012) Fefailudud 2 1 4
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Tdunsinuuudfsn (Likert’s Scale) 7 szau fis 1 wanedle luuiudag
08989 uar 7 e wiudeed1eB sauaduau 11 4o edesileves
suitedlddunszuruniamaasy (1) Auesadaient (Content
Validity) Aae35n1madeuaiuaennfesvademniuivinguszas
NUITY MNANTIAUIANIIAIUNTAAIALALUTITTINAT I 3 YU
910 3 WANe1ds wansnegeuYndefaufiAH NI IUT
0.5 yin¥d (Pasunon, 2015) (2) ANURsHTAmileY (Convergent Validity)
nageuMeAIAULUSUTILTIaRAldLade (Average Variance Extracted:
AVE) fiAn9g581314 0.616 - 0.835 §3A25iA131NT1 0.5 (Hair et al,
2010) (3) anadesusiuvesiaudsurls (Construct Reliability: CR) ip
9g531919 0.857 - 0.938 H3A2381A11ANT1 0.7 (Hair et al, 2010)
(4) Arpadesy (Retiability)IﬂEJﬂ‘\]’Iiiu']ﬁ]’lﬂﬁ’lﬁ'wﬂ‘izawéLL@aW’l
¥939AT8UUNA (Cronbach’s Alpha Coefficient) wudn df18g5enina
0.872 - 0.936 F9A15EAININATT 0.7 (Hair et al, 2010) wanslsiifiuin
Foyafithuninzidanuundedeld uag (5) nsnadeuaunse
\Wed1uun (Discriminant Validity) #2838 Heterotrait-Monotrait Ratio of
Correlations (HTMT) v@3sfauusurs Feilrnogszning 0.560 - 0.866 B
ARINaaliASLAL 0.9 (Henseler, Ringle, & Sarstedt, 2015) 18zt
LANIFIRNTISA 1 UazAITaTl 2

nsinszsidoya §3duldea1Tosay (Percentage) 1iloauny
ANYULAINTINVBINFUAIBYI UATNAFBUANNAFIUUITLMIENNT
Ainszsilunaaunislaseaing dsazldguuuumsiinssiesduszney
FeBludu (Confirmatory Factor Analysis) WieBusupinuaenndetves
lueani13in (Measurement Model) fudayalfislsednyd lagiiaisun
nnadiinnuaenndes full A yZdf asfientesniimIewindu 5
(Loo & Thorpe, 2000) A1 GFI A258AI11ANI1 0.9 A1 AGFI A258A1
11NN 0.9 A1 PGFI AsiiAnannndi 0.50 A1 SRMR AasiiAdeenin 0.05
A1 NFI A758A111NN71 0.9 A1 CFl msiaunnnan 0.9 (Hair et al., 2010)
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wagA1 RMSEA msiiAtlaaninvsewindu 0.08 (Suksawang, 2014) uag
n1siezmdunissieizaudululiasgn (Maximum Likelihood)
(Soonsan & Sukahbot, 2020)

A15197 1
A dntave A1 ULUSUS T anRlARas AIUTeUUT YDA INUT
Uel azmIaNUsEaEUeaN1Y9ATIUYIA

Sl oﬁﬁa Factor AVE R Cronbach’s
A4 Loading Alpha
BL1 0.546  0.616 0.857 0.872
AUSNTUAT BL2  0.585
dumn (BL) BL3  0.953
BL4 0.958
LY1 0.810  0.707 0.906 0.907
ANUANARDAT LY2 0.842
durn (LY) LY3  0.846
LY4 0.865
mMsuen@eluu WOM1  0.908  0.835 0.938 0.936
Unsalin WOM2  0.945
(WOM) WOM3  0.884
AN59T 2
AN TIUGITUUA (Discriminant Validity)
FILU TR BL LY WOM
LY 0.560 -
WOM 0.625 0.866 -
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NaNI1IANWI

1. m‘ﬁLﬂiqsﬁﬁagammﬁﬁtﬁmﬁu

fATesinnsnsnanudeyanisadfidosfureadiudsilily
MUY ensuaaauAIiaUnd (Outlier) Ine35 Mahalanobis D” waz
Jan1sdnuuuasuntudiliniuinmel (pvalue < 0.05) 99191NN1S
Angideya wdeuvuasuauiianansoldlumsinnegideua S1uu
395 %n nApuAIANAL (Skewness) BadayaiiAusiusnlatidnvasd
e Frmnutiduay uaznaaouiAalel (Kurtosis) SediAnegseming
-0.032 9 -0.529 Fsoglutsiivensuldd + 3.29 (Kline, 2005)

2. AN5AATITHAMUTDAARD9VRLULAAFNNTSASIAS 19U
A3 ATIZILEUNS

HANITIATIERANNEDAAA DIV LULARENNITIATIASI9TENIN
ANUSAlUATIEUAT ANuUAnAserTIdUALarnISUDAsBLUUUINABUIN
fianuaennneiiuteyaldaUsedny Tnefarsananaisedivedlunaiiil
nsUFULE (Modification Index: MI) feil i1 %/df Wiy 3.580 A1 GFI
WinAU 0.946 AGFI WinAu 0.904 @1 PGFI 0.531 A1 SRMR i1AU 0.05
A" NFI Wi 0.964 f1 CFI iy 0.978 wazdn RMSEA winffu 0.080
VNAFYHRUNUTININTFIY

N193LATILALEUNTS (Path Analysis) 8nSnavesaanusnly
ANAUAIREAINANARDATIAUATLATNISUBNRBLUUUINABUIN
HANISANEINUIN AUSNIUATIAUAIBNENANIRSITIVINADAIIUANR
HonsAud TAvduUszAninina (B) wirfu 0.17 (p-value < 0.05)
ANuSnlunsEUATBNSNan1emsadsuInaenisuenaakuulInaaUIn
fienduUszansaviwa (B) Wiy 0.62 (p-value < 0.05) mnufndsons
aumilsvsnannsaudsuandenisusnsenuutnaelin Sleduusyans
dwidwa (B) Wiy 0.79 (p-value < 0.05) wazanusnlunsduaiiondna
N19DBUADAITUDNADULUUUINABUINHIUAINANARDATIAUAT AN
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Tuwasunslassadnsvasnusnlunsidudidenuininensidudn

uazmsuandauuuUndetnvasdliuinslusedidine
ey wand

duuszansdndna (B) Wi 0.13 (p-value < 0.05) Fvausauanslaes

ANA 2 bAEANSI9N 3

ANuSnlunsIAUAN

(Brand Love)

0.17%* 0.67**
ANUANARDATIEUAT 0.79* AsuensawuuUINFaUIn
Ll
(0.13*%) (Word-of-Mouth)

(Brand Loyalty)

YIENYE): ** p-value < 0.05

I 2 HANIFIATIETLEUNG

A15797 3
MITUATIEHAEUNIS (Path Analysis)
. AwUsDasy
FALUIAU - - )
anana (Independent Variable)
(Dependent - o~
. (Effect) AIUTN AIUNNARND
Variable) o W o v
Tumsrduan AFIAUAN
ANMUANAAD DE 0.17 -
AIAUAT IE - -
TE 0.17 -
A1sUBNEBLUUUIA DE 0.62 0.79
fauln IE 0.13 -
TE 0.75 0.79
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aIURANITNATOUANIAT 1Y
AUNRFIUNUIY NANNAFDU
ANUSHIUATIAUAT —» AUANARDATIEUAN goUSU
ANNSAlURTIEUAT —» AsusnaaluuUINaBUIN YUY
ANUANARBATIAUAT —» NISUBNABLUUUINABUIN YOUTU
ANUSIIUATIAUAT — AUANARDASIEUAN gou5U

—» A15UBNEIaLUUUINABUIN

aAUTENANTANEN

Han1TITelunaaunisiassaiavesnnusnlunsidusseniny
fnfrensduiuaznisuendewuuiindeuinvesyliusnislusuildlne
anunsnofuTenald fil

auufgui 1 audnluasdufddnsnanisnssteruindse
psraufvoaglivinislusudsine sl anusnlussmaududuanuddn
voagfldunisiiinensndudvesluswdldlng Fedsmalviglduinngin
fimuafviongAnssufivavenisanudnidens1dud dreg1atu n1s
ndunlduinsdn madufaduayuesidud sadnsduarndluns
THusnslundsdoly 1usu aenrdestuamiddores kim and Lee (2020)
Phang and Goh (2019) wag Pontinha and do Vale (2020) fidnwmuin
munlunsduiidvinadennuinisonsiaud nannde eyana
fesualuazanuidnluduindenisliuinisvesnsdudazdaali
E;j‘U%IﬂﬂLﬁﬂﬂﬂiLLam@aﬂL%ﬂwqaﬂiiuLLazﬁﬂUﬂaﬁiaﬂﬁU%miﬂfu 91908
Tudnwazvosnianduanlduinisd anugnitu wishivfudoululd
n51AuABY el fFnnnsudediierdestunisdniuianssunis
nsnankarnIduAveslusvildingarsdessssnyasiaiuaiali
AAudnadnmnusnlunsdud dadudsiozlianmnsoasiaglel e
o1suaimuAnfigliuinsiilifunsaudidudeideddauneism
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warauidefiofifliuinisasdosaduarimuitumn Ssagdwmaliiin
AUANFARenTAUAlUTEEEE1

aunAguil 2 anuinlunsduddsvinanismssianisuanse
wuundeUnvesglduinislusudsing el nanisideuansdniinn
vdnavesnuinlunsduiifidenisuendenuuuindeuininninid
semuAnfdensndudvosmadudlusedding onadounainnis
domslusyanadutugonodunnuidngn Snveunierudseiiula
vosyAnaTitinensAufuiTuanangAnssunisnanaiienusiuniyana
suliiAnauaulaviediundudiunisvosnislduinisluournan
#0nAABINUNUIILUDI Albert and Merunka (2015) Carroll and Ahuvia
(2006) Ismail and Spinelli (2012) way Karjaluoto et al. (2016) fidnw
WU Ausnlunsdusiidnsnanianserenisuendesuulinseyin
sl losnanidedlduimainanusn anunadvalussauddne
uananginssuluidedany Ae nsnaneiuyanaduluiBeuin ensydu
Tt vemsueniavszaunisalfinuedld Sundaannlduinsidiols
Jaundesniu n1suendouuulindetrnidunagnsnisdearsnig
ﬂ1imamﬁLﬁm%uawa%mslé’éwﬁﬂﬁuaq;ﬁﬁi’fu%ﬂﬁi ety HIANITN9NIIAAIN
vaaluswildlnemsdesiinisnszduuazadialigliuinisiinaiusnly
asnduAualdusnsesilunssuendesunugsitlunsuuzdivense
fuynnady

aunAgiuil 3 AnufnArensduiisninaniamssdenisuen
souuutndeunvesldusnslsudldlng nisdeansiievensioynna
duldiudviwaananuinfdensidud osfenisiiyanaaznan
wugih videltinyanalnddaldondesiimnutiulaiuinmsiuiiszdy
Y0INTUINI TNz aNLaranadosiuausnIsvesllduinisty
A0AARDINUIIUITBUDY Bicakcioslu et al. (2016) wag Fetscherin (2014)
ffnw Uil puAnfdensaudidvEnasonisuendenuulinsdatin
esshenginssuveslivinisfiinanuidnsndvioidudiuniaves
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ns1duideuilomariariiovennuidnlussyaeraduludeuan fay
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mnufnriuAanssumssaan WelsfusnsiAawgiinssunisdeans
uiyarafiilonazfugldusnmsndnluouen

auigiud 4 anudnlunsAuiiddninaniedoudenisuende
wuutnsednn Tnefianudnddensidudnduduwlsdminuvelduinig
TUsudldlng msfiyaraazdeasifleuanseaniennuiisnelafidnens,
dufveslusvdldlngludwyanadusuidesnanaueainanuin Ay
Usgiiulalunsuinisvesnauddu nginssunisuendeuuuiinse
Unnvesgliuimsenaldsudvinannanusniinuiionsndudug 13
Usrsaunazuuzthvendeyaraduliidundudiumisvesnisuinisves
Tuswaldlne aennaniiunuIdevss Bicakcoslu et al. (2016) wag Roy
et al. (2016) WU ArwisnlunsidudddvEnanisdeusenisuen
sawuulinaeUn lnelinudnfsensnduddudiudsdwinu 819
iesnananuidninlunsdudvesiliuinmsezdisensdunginssy
Ausrsaumdanislduinng Ae nsdeansguanaiiauiiensliiaed
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nanseataniefiisidosdndudosduaiuuazairennusndls
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¥ a a
1. dolauauuziBang e
NuITeilllselovuludamgud (Theoretical Contributions)
nanfe Wunuideiuslidutmnudfyddninavesesdusznou
AuensualkarAuIANTeltUINTIdA NS nden AU velU sudld
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TudsURtRNS (Practical Contributions) s1uideuansliifiu
unumdRreanuiniiglivinsidensidudveslusuddlne Seas
Preduasuliinanudnfinensduiwaznisidufunuvesgsiatae
doansuendeyanaduliinniwaulonas fuunliilusuandazanld
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Fe9199zdilianunsasdurgunuimvesanuinlunsdudiideninu
fnfdensnduduaznisuanwuuiinaslinveslusudidingluninsau
vosiaUseneld Tasanusnlunsaud amnufnidensiduduaznis
vensauuuUndeUInenldsudvinasindateduiuegfuuiunaes
gsnaaviUmuneveegsia uiailumsidenswieluenarsnuiluuiun

156



Songklanakarin Journal A Structural Equation Modeling of Brand Love to Brand Loyalty
of Management Sciences and Word-of-Mouth of Thailand Post Service Users
Vol.39 No.1 January - June 2022 Chanchai Pommi

ANAUAYBITIRANTTUITANT MIWNLTH $ruemns viFegsiaanensTud
aenndesfunisindudinvesguilanluiiegdu Tnefinnsuniadedu
Usgnaunisdnwidrudulmeaaunislaseadisvesauided wu
Uszaunsalngdua anulinsdalunsdud wasnndnwalnsiduen
Dusiu

LONE1581984

Albert, N., & Merunka, D. (2015). Role of brand love in consumer
brand relationships. In M. Fetscherin & T. Heilmann (Eds).,
Consumer brand relationships (pp. 15-30). London:
Palgrave Macmillan.

Albert, N., Merunka, D., & Valette-Florence, P. (2008). When
Consumers Love their Brands: Exploring the Concept and
its Dimensions. Journal of Business Research, 61(10),
1062-1075.

Amatyakul, S., & Polyorat, K. (2016). Brand Personality. Fxecutive
Journal, 36(2), 89-101.

Bairrada, C. M., Coelho, A, & Lizanets, V. (2018). The Impact of
Brand Personality on Consumer Behavior: The Role of
Brand Love. Journal of Fashion Marketing and
Management, 23(1), 30-47.

Bangkokpost. (2020). 2020 Online Trade Set to Hit B220bn.
Retrieved November 13, 2020, from
https://www.bangkokpost.com/business/1921656/2020-
online-trade-set-to-hit-b220bn

Batra, R., Ahuvia, A. C., & Bagozzi, R. P. (2012). Brand Love. Journal
of Marketing, 76(2), 1-16.

157



3HTINYINTIANT Tuwnadunislassadrevesanuinlunsduddennuinfnensidudn

I I
UMINYIQLEVAUATUNS uazmsuandauuuUndetnvasdliuinslusedidine
U7 39 aUuil 1 unsiAs - dquigu 2565 eyl wawdl

Bicakcioglu, N., Ipek, I., & Bayraktaroglu, G. (2016). Antecedents and
Outcomes of Brand Love: The Mediating Role of Brand
Loyalty. Journal of Marketing Communications, 24(8),
863-877.

Carroll, B. A., & Ahuvia, A. C. (2006). Some Antecedent and
Outcomes of Brand Love. Marketing Letters, 17(2), 79-89.

Dick, A., & Basu, K. (1994). Customer Loyalty: Toward an Integrated
Conceptual Framework. Journal of the Academy of
Marketing Science, 22(2), 99-113.

Fetscherin, M. (2014). What Type of Relationship Do We Have With
Loved Brands?. Journal of Consumer Marketing, 31(6/7),
430-440.

Gremler, D. D., & Gwinner, K. P. (2000). Customer-Employee
Rapport in Service Relationships. Journal of Service
Research, 3(1), 82-104.

Hair, J. F. Jr,, Black, W. C., Babin, B. J., & Anderson, R. E. (2010).
Multivariate Data Analysis: A Global Perspective (7™ Ed.).
New Jersey: Prentice Hall.

Han, H., Yu, J., Chua, B-L., Lee, S., & Kim, W. (2019). Impact of Core-
Product and Service-Encounter Quality, Attitude, Image,
Trust and Love on Repurchase: Full-Service vs Low-Cost
Carriers in South Korea. International Journal of
Contemporary Hospitality Management, 31(4), 1588-1608.

Hayeemad, M., & Polyorat, K. (2013). Brand Loyalty: The Attitudinal
and Behavioral Dimensions. Journal of Business, Economics

and Communications, 8(1), 67-73.

158



Songklanakarin Journal A Structural Equation Modeling of Brand Love to Brand Loyalty

of Management Sciences and Word-of-Mouth of Thailand Post Service Users
Vol.39 No.1 January - June 2022 Chanchai Pommi

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A New Criterion for
Assessing Discriminant Validity in Variance-Based Structural
Equation Modeling. Journal of the Academy of Marketing
Science, 43(1), 115-135.

Ismail, A. R., & Spinelli, G. (2012). Effects of Brand Love, Personality
and Image on Word of Mouth: The Case of Fashion Brands
among Young Consumers. Journal of Fashion Marketing
and Management, 16(4), 386-398.

Ivanauskiene, N., & Auruskeviciene, V. (2009). Loyalty Programs
Challenges in Retail Banking Industry. Economics &
Management, 14, 407-412.

Jaenglom, K., & Tantipidok, P. (2020). 2020 EIC Business Analysis
in Parcel Delivery Business: Continuous Growth Trend
in Intense Competition and Price Pressure. Retrieved
August 3, 2020, from
https://www.scbeic.com/th/detail/file/product/6563/fjy80kx
109/EIC_Industry-review parcel 20200120.pdf

Karjaluoto, H., Munnukka, J., & Kiuru, K. (2016). Brand Love and
Positive Word of Mouth: The Moderating Effects of
Experience and Price. Journal of Product & Brand
Management, 25(6), 527-537.

Keller, K. L. (2013). Strategic Brand Management: Building,
Measuring, and Managing Brand Equity (4" Ed.).

New Jersey: Pearson Education Inc.

Ketudat, T., Kimpakorn, N., & Chulikavit, K. (2020). Impact of
Corporate Image and Brand Image on Quality of Consumer-
Brand Relationship in the Banking Sector. Journal of Mass

Communication, 8(1), 1-33.

159



MSEATINYINNTIANTS
UAAINYIRBAVATUATUNS

Tuwnadunislassadrevesanuinlunsduddennuinfnensidudn
uazmsuandauuuUndetnvasdliuinslusedidine

U7 39 aUuil 1 unsiAs - dquigu 2565 eyl wawdl

Kim, S-H., & Lee, S. A. (2020). The Role of Marketing
Communication Mix on Korean Customers' Coffee Shop
Brand Evaluations. Journal of Hospitality and Tourism
Insights, 3(3), 291-309.

Kline, R. B. (2005). Principles and Practice of Structural Equation
Modeling (2™ Ed.). New York: Guilford Press.

Loo, R., & Thorpe, K. (2000). Confirmatory Factor Analyses of the
Full and Short Versions of the Marlowe-Crowne Social
Desirability Scale. Journal of Social Psychology, 140(5),
628-635.

Mahittivanicha, N. (2019). E-Commerce Statistics 2019 by PriceZa.
Retrieved August 2, 2020, from
https://www.twfdigital.com/blog/2019/11/thailand-e-
commerce-stats-2019-by-priceza/

Niyomsart, S., & Khamwon, A. (2016). Brand Love, Brand Loyalty,
and Word of Mouth: A Case of Airasia. Conference of the
International Journal of Arts & Sciences. 9(1), 263-268.

Pasunon, P. (2015). Validity of Questionnaire for Social Science
Research. Journal of Social Science Srinakharinwirot
University, 18(18), 375-396.

Phang, I. G., & Goh, Y. S. (2019). Offline Brand Qutcomes of
Instagram: Do Cognitive Network and Self-Congruity
Matter?. Asian Journal of Business and Accounting, 12(2),
287-314.

Pontinha, V. M., & do Vale, R. C. (2020). Brand Love Measurement
Scale Development: An Inter-Cultural Analysis. Journal of
Product & Brand Management, 29(4), 471-489.

160



Songklanakarin Journal A Structural Equation Modeling of Brand Love to Brand Loyalty
of Management Sciences and Word-of-Mouth of Thailand Post Service Users
Vol.39 No.1 January - June 2022 Chanchai Pommi

Richins, M. L. (1983). Negative Word-of-Mouth by Dis-satisfied
Consumers: A Pilot Study. Journal of Marketing, 47(1),
68-78.

Roy, P., Khandeparkar, K., & Motiani, M. (2016). A Lovable
Personality: The Effect of Brand Personality on Brand
Love. Journal of Brand Management, 23(5), 97-113.

Sajjanit, C. (2020). Influence of Reference Groups and Positive
eWOM on Consumer Responses to Green Products.
Chulalongkorn Business Review, 42(3), 68-92.

Sallam, M. A. (2014). The Effects of Brand Image and Brand
Identification on Brand Love and Purchase Decision
Making: The Role of WOM. International Business
Research, 7(10), 187-193.

Siritho, S., & Chanpanya, P. (2012). The Measurement and
Prediction of Brand Loyalty on Mobile Phone Service
Providers: The Comparison Case of AlS, DTAC and
TRUEMOVE. MUT Journal of Business Administration,

9(2), 1-19.

Sitthichai, S., & Khunon, S. (2015). Measuring Customer Loyalty
for Hotel Industry. Executive Journal, 35(1), 64-74.

Soedarto, T., Kurniawan, G. S. A., & Sunarsono, R. J. (2019). The
Parceling of Loyalty: Brand Quality, Brand Affect, and Brand
Trust Effect on Attitudinal Loyalty and Behavioral Loyalty.
Academy of Strategic Management Journal, 18(1), 1-15.

Soonsan, N., & Sukahbot, S. (2020). Causal Relationships between
Destination Image, Place Attachment, Overall Satisfaction,
and Behavioral Intention of Western Tourists in Phuket.
Chulalongkorn Business Review, 42(163), 68-83.

161



3HTINYINTIANT Tuwnadunislassadrevesanuinlunsduddennuinfnensidudn

I I
UMINYIQLEVAUATUNS uazmsuandauuuUndetnvasdliuinslusedidine
U7 39 aUuil 1 unsiAs - dquigu 2565 eyl wawdl

Suksawang, P. (2014). The Basics of Structural Equation Modeling.
Princess Naradhiwas University Journal, 6(2), 136-145.

Thomson, M., Maclnnis, D. J., & Park, C. W. (2005). The Ties that
Bind: Measuring the Strength of Consumers’ Emotional
Attachments to Brands. Journal of Consumer Psychology,
15(1), 77-91.

Wallace, E., Buil, L., & Chernatony, L. de. (2014). Consumer
Engagement with Self-Expressive Brands: Brand Love and
WOM Outcomes. Journal of Product & Brand Management,
23(1), 33-42.

Yasin, M., & Shamin, A. (2013). Brand Love: Mediating Role in
Purchase Intentions and Word-of Mouth. /OSR Journal of
Business and Management, 7(2), 101-109.

Yohn, D. L. (2020). The Pandemic Is Rewriting the Rules of Retail.
Retrieved November 11, 2020, from https://hbr.org/2020
/07/the-pandemic-is-rewriting-the-rules-of-retail

162



