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Abstract

Objectives of this research article were to study the direct and indirect
influences of the following variable groups: 1. Cooperate Social Responsibility,
2. Brand Knowledge 3. The impact of Brand Trust to Brand Loyalty 4. The impact
of Cooperate Social Responsibility to Brand Loyalty. The selected by convenience
sampling technique, collecting data from 399 respondents of Life Insurance, who
use the Life Insurance service. Collecting data by using online questionnaires,
which passed the standard of content validity from 4 experts/specialists and
reliability. Structural Equation Modeling (SEM) by statistics tools were employed
for data analysis.

The research results were summarized as follows: 1. Cooperate Social
Responsibility had positive impact on Brand Knowledge 2. Brand Knowledge had
positive impact on Brand Trust 3. Brand Trust had positive impact on Brand Loyalty
4. Brand Loyalty was influenced by Cooperate Social Responsibility (TE=0.800)
Brand Trust (TE=0.920) and Brand Loyalty (TE=0.920) respectively. The predictive
power of this equation was 84.00 percent with statistically significant level of
0.001.

Keywords: Corporate Social Responsibility; Brand Knowledge; Brand Trust; Brand

Loyalty; Life Insurance
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9581319 -0.7 89 +7.0 nud dmdsmndliamanudiazanulaseglunaeiiin gy
fiolid1 Toyalin ANk uUUNA
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asdufarlduBnsnasuneuiuiaveusediny (TE=0.800) Faganiuaunigiu
71 2 mulinslelunsndudiazldsudninasiuainesdauinsdudi (TE=0.940)
gouuanuAzui 3 musndnsaudagldfudvnaniuananulindalunsdud
(TE=0.920) wazeousvanufgiuil 4 mnusafnsdudiazldudnsnasinainaiy
Sulinvausadaay (TE=0.800) 8aAAINIATIAUAT (TE=0.940) uazad1uliinalaluns
Aufn (TE=0.920) auddu aunnsildrunanisnensaiiesay 84.0 (R2=0.840) Asedu

v o w

YydgAgyn19@na 0.001

= %%
2AUI18NANSIY
HAN13A N¥IAUTURAYBUADFIANTBNSNAN19RTIABRIAAINIATIAUAN
A9AARDINUNITANYIUDY Fatma et al. (2015) nua1 Anulinalalunsidusaziiniy



406 W 13 i 5 Ausrsm - samy 2567 Vol. 18 No. 5 September - October 2024 @{Wj

ndandiguslaalsusziduuigvanionssuauiuiaveuredan uazaenndeiy
N13ANW1Y8Y Soon at al. (2020) Wud1 NINTTUANUTUAAYEURBHIANINAsBA1Y
1¥19lalunsidudn dafinannisi nsdudiadrsiauadialiiuduilanain
msguslaaldfdusniluianssuanuiuinveuiiledeuneliAnaudusiusiduay
g UsENIR AR ke uslaaneliinaulinglalunsdum

HaNIAnwasAAuInTdumiBnsnanimssteanulilalunsdud wdeain
ffuslanfesdmunsaudidunaanmsivisnussiudiniinsussnduiusuay
Aoasereasinanauasitii anulindalunsaudiafndu aesedostunanisfin
84 Lassar et al. (1995) wuin nsidexleadiunurmsdudily 5 Jads leun wasm
amdnwalinsdsan A AmuyNT wazmdede

Han13AN¥IANLITlaluns1 AT BN nan1ensasonuAnAnTIF U
anvhennuAnAnAumgnaienmsilasulindalunsdud uduslanazuusi
UsEnUseiudiafvinuldusmsiiiuaudy q aenadeadiunisAneives Sunil (2020)
wudn danuduiusidauinsgnitennulinedalunsdud wazaudninsidua
nmsfiguslaafisyaunisainisteduduasuilneduduas mstes s dudiusy
deosnduslaaiiviruaidddensaudauinidunnulhndalunsaudiunudai
TiAndumumnfusesuaiifiarudiiusiiddu fianistesn nisuendewaznis
uuzthasaudiilugiynnadu Smginssuiinanndredudeniausiningdudn

NANSANYIANISURATE URBdIANTITBNEnaN1 s BurAANANT AUA KL
94AANNTATIAUAT Fs9INN1IMUMUITTUNTTUNAT LSBT A BTt UL s Ny
nsAnufiananseinansesiunansAnweSaEd Sunanusuinte udedsaudidnina
NMedouRaANUANANTIAUANTIAUANINBIAANUS AT EUAarA L INdlaluns
duen

29ARINFINNTATY

INNINUNIWITTUNITTURAsLITE TR ldn TN sAnwAuduiusves
4 fudsnieuiuennusuRaveusedny asrauInTduA Aulindalunsdum
wagAnuinAnTAud JauulddnanuiuinveusednilagesdnsUseiuinagdusa
IWauAnduanudnfnnaudiy desinisadisesdanuinsdudiainianssy
AnusuinveuAedinudIensUTE I AU LS doansfiiusrAdnsnmudaiuiadu
anallislaluamauneliianginssunstesiauanluanudninsduduse i
T30 Fefodun13as1909An N3 It uazIINNANITUAGEUNUINBONTUNITNAGEUY
AUUAFIUAING 1INV



@%777@’77 2y dvpusagRwTInyd Journal of MICU Social Science Reviey — 2407

YDLAUBLUY

Jorauanuzidauleug

nsAnm e funansEnuresmuuRnTeUsednLfiineruAnfaT AU
NIUUNUIMBIAALT ATduAT wazauliaelalunsidudi Tnefnwiuseiu
anufuiinveusedaen liun DAdenm Laswgia Auandon uaza3esTTIvRIgAMNTIL
Useiudin wudi danuduiusidsuinseninemnuiuiinreusodinuuazoedni1us
as1auAlunsaseanulindalunsdud lnefidvnaresnnusuinseusodnse
ausninsdudwiuaalindaduandudiliieme fwansideasadnuia
fudsdainu 2 Yady Fedszneuse esdanuinsdudwazaulindalunsidud
Au190 1IN NI UUTIADILAZ AN TAT UIUANUA LN USVIANTURATO U Od 1AL
wazAUANARTIAUALAANIT Tns@nwInsauiuiunanssnuALSURn saUADEIAL
sonnusnansdudlaefainulindansdudnduduusdsinu Weiduuuinig
Tun1snsaadeudvsnavesesdlsznouduy q dmsumsanwasse 91U

JorauauuzIgIUfURANIS

1. mahluiaminagndmiud Ay unisimsnuazundesdwindey uaz
ann1slansnenssssuwd 1ddszlovianmalulagnaununisldnszaivd1uiv
Fusznauns uazUsslemiiminnisuasiudenslunsiauosdanuiluzosmny
FuraYaURDFIAY

2. meimundudUsziudinimuzaniuieldvesgndn wagsatiugnAuas
danndeuiiannsadonloamssudnmauiuaznsuinsvesuisnlseudin

3. msimuInagnslunmsaiisesdmminsdudlaedunisliaudifyises
Taduiiazairsmnulindsluasdufliussqimnemagsiaifuilaafaaiuing
ATIAUAUITTAUTIN

Forauauuzdmiunsisendesoly

1. msinsaneUssfiunnusuRaveusedinuded iiftu 4 wansaluan 4
27 Tunsdnuil

2. psfnwiisdunseuuiAnn1siTelusuanduransEnuALSURRTeURE
denurornuinAnsduslaefieadanuinsdudnduiudsdamiu lnednyimdouiu
AUNaNTENUAUTURATRUs odIAunaauinAnsIdualaedaulingdalunsdun
Dushudsaeiy deduwumslunisasaadeudninavesesdusenoudy q



408 1 18 aiii 5 Ausrsm - gamy 2567 Vol. 13 No. 5 September - October 2024 @{Wj

LONEN991984

Berger, I. E. et al. (1999). Consumer persuasion through cause-related advertising.
Advances in Consumer Research, 26(1), 491-497.

Chaudhuri, A. & Holbrook, M. B. (2001). The chain of effects from brand trust and
brand affect to brand performance: the role of brand loyalty. Journal of
Marketing, 65(2), 81-93.

Cronbach, L. J. (1990). Essentials of psychological testing (5th ed.). New York:
Harper Collins.

Du, S. et al. (2007). Reaping relational rewards from corporate social responsibility:
the role of competitive positioning. International Journal of Research in
Marketing, 24(3), 224-241.

Fatma, M. et al. (2015). Building company reputation and brand equity through
CSR: the mediating role of trust. International Journal of BankMarketing,
33(6), 840-856.

June-Hyuk, K. et al. (2020). Antecedent factors that affect restaurant brand trust
and brand loyalty: focusing on US and Korean consumers. Journal of
Product & Brand Management, 30(7), 990-1015.

Lassar, W. et al. (1995). Measuring Customer-Based Brand Equity. Journal of
Consumer Marketing, 12(4), 11-19.

Rajh, E. (2002). Development of a scale for measuring customer-based brand
equity. Ekonomski Preglet, 53(7-8), 77-81.

Schumacker, R. E. & Lomax, R. G. (2004). A beginner's guide to structural equation
modeling (2nd ed.). USA: Lawrence Erlbaum Associates Publishers.

Soon, R. H. et al. (2020). The Effect of CSR Activity on Customer's Behavioral
Intention in Insurance Industry. Journal of Service Research and
Studies, 10(1), 33-53.

Steiger, J. H. (1990). Structuralmodel evaluation andmodification: An interval
estimation approach. Multivariate Behavioral Research, 25(2), 173-180.

Sunil, A. (2020). Brand trust and brand loyalty in mall shoppers. Marketing
Intelligence & Planning, 38(5), 559-572.

AN s,



