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Guideline for Developing Marketing Capabilities of Petrol Stations by Building Brand Loyalty:

the case of Bangchak Petrol Stations in Hat Yai District, Songkhla Province
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Abstract

In this study, the researcher studies (1) factors influencing the customers satisfaction of
Bangchak petrol station, viz., service quality of Bangchak petrol station (2) factors influencing the
customers brand equity of Bangchak petrol station, viz., service quality of Bangchak petrol station (3)
factors influencing the customers trust of Bangchak petrol station, viz., brand equity and satisfaction of
Bangchak petrol station (4) factors influencing the customers brand loyalty of Bangchak petrol station,
viz., satisfaction and trust of Bangchak petrol station (5) a causal relationship model of the influences
of service quality, brand equity towards satisfaction, trust and brand loyalty to Bangchak petrol
station in Hat Yai District, Songkhla and empiral data. Researcher use quantitative empirical research
investigation and employed a questionnaire as an instrument of research for collecting germane data.
Using the quota sampling method, the researcher collected data from 300 customers of Bangchak
petrol station in Hat Yai District, Songkhla. Using techniques of descriptive statistics, the researcher
analyzed the data collected in terms of frequency distribution, percentage, mean, and standard
deviation. In addition, the researcher employed the structural equation modeling (SEM) method in the
further analysis of the data collected.

The research results found that (1) service quality positively influenced customers satisfaction
of Bangchak petrol station. (2) service quality positively influenced customers brand equity of Bangchak
petrol station. (3) brand equity positively influenced customers trust of Bangchak petrol station. (4)
satisfaction positively influenced customers trust of Bangchak petrol station. (5) satisfaction positively
influenced customers brand loyalty of Bangchak petrol station. (6) trust positively influenced customers

brand loyalty of Bangchak petrol station.

Keywords: Service Quality, Brand Equity, Satisfaction, Trust, Brand Loyalty
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0.70 4 uly (Hair, Black, Babin & Anderson, 2014) La¢A 191U19914UNS189 8 (corrected item-total
correlation) l3isn31 0.30 (Field, 2009)

A15197 1 TlAsIzvieauTies (reliability) vesnnsia (n = 300)
AT Sruauiadte T $unasuun | Arduuszand
51899 waann
ARATINNNS svVQ1 647
T9usng 3 SVQ2 658 807
(SVQ) SvQ3 .643
ARIANYBIAT BEQ1 623
dum 3 BEQ2 649 796
(BEQ) BEQ3 .656
ANNAanela SAT1 655
(SAT) 3 SAT2 .643 .801
SAT3 .640
Aulingla TRU1 637
(TRU) 4 TRU2 .560 .798
TRU3 626
TRU4 616
ANUANALUATY BLY1 610
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(BLY) BLY3 681
BLY4 .680
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fsoanniiumsiduuiean Tuwssnemalng Jminawal Usznoumieidunemnudunusnusnsna
vesiladedsUszneausae auamlunisliuinig (SVQ) AuAweInsdudi (BEQ) anuiiswela (SAT) Ay
114la (TRU) anusdndlunswdingdaua (BLY) Aauansmunin
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¢ =

M58153IM81N1599n15USvAY U
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’ 2
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=

10AS
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[LVS
1VS
€LVS

~

0.621
4
% Loyalty 0.75>

“ \Q\P‘K
S
QO.D
BLY4

0.289

BEQ3
TRU4

2
X
x? =187.421,df = 113 i 1.659,p — value = 0.00 ,RMSEA = 0.047,

GFI = 0.931,AGFI = 0.906

A 2 anluwaaunislassassdmiunsiwsiluwadaguaatdadefiiiesdes

4. @3Uunan1sIY
4.1 dNYULVRINGUA1DE
ngueguiineuluUasuamIILIL 300 au wudn dawlngidunave fovas 61.3 dalngjieny
s¥%119 33-50 U Antdusesay 39.0 drulnnfiselasening 20,001-30,000 uwm Antdusesay 30.8 sy
anaalunsldusns wui dalngffirnualunisldusnisededesdunmiazads Sovas 543 dwduusziam
prummusd ALY nui WusumrusUssansaits Sosar 39.7 wenainismuinsiuauduiiiy
ﬁwﬁuﬁaﬂ%qdauiwigagiswdwa 300-500 v Anidudesay 37.7 Audszianinduilia wuii dulug i
dudsziam fiwa Sesar 25.3 dalvglondrsyduluduan Sesas 73.3 seaandmsiasin Andudesas
233 srumgpaiiulduins numspaiiiauleinlndundsgsia/iineds Anduiesas 34.7 sesasnsiule
Tugunmwestindu Sosay 153 mliuimsiinnds Jesa 14.3 vhua vesanfvinmsazmnlanisu Sovas
9.7 wiinendfuimsssenden Sovay 9.0 dmsuusmsildluaaniiuimsidu wuin dndlveenldusnnsd
Sugvminge/ A andudosar 40.7 sesaund s Andudesay 16.3 wardrunun $1uau 38 AU
Sovay 127
4.2 NM13a3UNanNINQUIEEIANTTIY
5’mqﬂisadﬁﬁ 1 nan1siaseilunaaunislasadiamudn aunmnisliusnisisvsnanisuinse
arwiianelavesdlivinvesdlduinisanduinisihiuuannluwnsinomalng Sminasan Tasden

o a

duUszanSidunmawinGu 0.691
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Foquszasdi 2 nansiaszsilunaaunislaseadns wuin qaamasliuinisvesliuinist
SyBwansuInFonmAmIAudveslivinisanfuimatduuannluensunevlug) Sminasan
Tnefiaduuszavsidunayiniu 0.814

JnqUstasdil 3 wamsilaszilunaaunislaseaine wuin quaAvenAuAianEnanisuInde
aulindle TnedAnduussandidumarindu 0.289 uazarwiianelafdnsnanisuanderalindaves
flduinsanduimatsuuanluessinemalvg Swinawan Inedidduussansidumavintu 0.624

Inquszasddl 4 namFemeilunaaunislasads nuheufmelafdvinanisuindeainuding
Tupsuandust Inedadudseansidumarintu 0367 waganalinda Fvdnamsuindeasindnilusm
WAt vesfliuinmsaniuinisthiuusnnluansinomalvg Sorfaasman Inedardudssaniidums
Wiy 0.505

Faquszasdil 5 nanisisgsilunaaunisiassasne nuin ueaiauaonndosiuteyaids
Uszdndoglunasin nedliadnla-aunis (x?) dawiiu 187.421 esedasy (df) dawvindu 113 dnle-
aums (x2/df) fiawviiu 1.659 deanuasidu (p value) fawviiu 0.00 AruaenndesaIneeil
Tnszfuaunaundu (GF) Sawiniu 0.931 Arfuilinszduanunaunduiiufuud (AGF) fiduvifu 0.906
wazAdiamnuaaaadeulunTUsEmAN TEWeS (RMSEA) fiduinfu 0.047

HaN15ILATIEEUNIBNEnanuluwaauni1slasaaiududunasusu (modified model) wans
svsnavestladeiidenadenufianela arulinida werarmsndlussaudwoslduinsaniiusninii
van o.elng 9.8wa Semnmsfiarsandduussavdidumaesiuusdanals nansinseidung
P wduiug wudhdusansidumssenineiauusaanimnsliuins (SVQ) denmrnsAudi (BEQ) fian
wniian TnediAnduuszansidunavindy 0.814 sesasnAesening aanmnisliuinig (SVQ) denrwis
wola (SAT) feduuszAvidumanindu 0691 Avduuszdnsidumszninanuindlunsduds (BLY) fu
Aul37190 (TRU) Wi 0.505 wazsesaunma anuiienela (SAT) wiiu 0.367

5. nseAUsnena

aunmnsliuimsidninameuindenufimelavesflduinisaniduinisihifuusainesgiad
Hoddymsadnfisesiu 0.01 TnefidduuseAnsidunmaniiiu 0.691 aenndesfuluifnuasnguives Lewis
and Bloom (1983) nafenmunmnsliuinainannisigliuinisannsaaiiauazdameuuinislii
FenfuvdosnnniaunmiigFuemenisl axdmarhlnfnanufmelalunisléuimamnndusilude

AunmmsliUIsiBvEnamaindenuvesm s Audeslduinisaniiusnsinduuisan
ogilfeddynsaddfiszdu 0.01 TnefidduussAvdidumanintu 0.814 aenrdesfuunAnuasnguives
Parasuraman, Zeithaml & Berry (1990) nanife LﬁaQU'%Imiﬁﬁ"Uma‘u’%miﬁﬁ%dﬂwaiﬁ;liu%lm%’uiﬁﬂmw
Fuén wardinzandlunsidudn shlvnsaudosgshafinuannmefifuilanaznduslduinisdidnluas
dnld

AuAveInsAudinsnansuandennulindalumsliuinisaniduinniduunsnnegad
Hoddynieaddnisedu 0.01 Tnedadulseandiduniaintu 0.289 aenndesiuuuiAnuasnquives

o

Schiffman & Kanuk (2007) nanfie AuAideglunsidudnludnvuziuanida aua1nsul aunmnsus
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A weielunsdum iliisaulings freshviduslaalilivaeulalulindndusivestvionsidud
auiy
Anuianeladdnsnanisuinseanulindavesdldusnsanitivinisunduueanegralitedfiy

9@l AN sEav0.01 InedlA1duUseansidunianifu 0.624 aonrassiululIAnkasNguves Kotler etal.
(1993) fiaguin anuftanelavesgnAanduainuidnmauinvesyaraiilunauiainnisusslinuieuiisui

'
a

Asiyanaldiulusziuiiaonndesiudsiiyanantaely avdmaliuilaafaaulindaiundunuluge

anufianelafidvinamauinderuinflunsmdnsusivesglivinsaniuininiiiunisminegis
fitfdndymsadnfisesiu 0.01 Tnedieduuseansidumainiu 0.367 denndastuninAnuasnguives Aaker
(1991) uaw Kotler etal. (1993) ihanuiianelavesfslnadudsiilsiuvdmnnsldauduazuinig dwa
Wuslnafnsiruafnf danudesiu waziinanudndlunswansusiludige

avbindladiavsnamsuansonnuinilunsndsdusivoliuinsaniduinsiuiuuian ag
fitfdndymsainfisestu 0.01 Tnefeduussaviidumarintu 0.505 aenrdestuuifnuasnguives Berry
& Parazuraman (1991), Morgan & Hunt (1994), Crotts & Turner (1999) na1fe aAuliinala (Trust) Wu
FiYanaduiusnmitgnénfireasdnsgania sazdenariliguslaminauinilunsnduduasfienudusiug
Tuszaronsemsesdns uaziilessdnsnandudvidouinising q senulmi {uslanazifoindudviouins
fuqdinunmfatuiineius

Tuussniudsduitsans 1dun qauaimvesnslivinsuazamaivesmsdudiiu auniwnis
THusnsdidnsnasrennuasindnfuiniian fafuuandituinguilaedanuaavtaanmsldsuns
Tu3nsiin msilianuddnsenmunimmsliuinig szillenmauszaumnudiialunmsaiunnusndsons
nansduainnninsyihliguslaasuitnaevemsdud Jsaguldinduilaadiudmnudidgyresnunin
N3AUENT WINNIIANAIVBINTIAUAT

6. VDLAUDLUTNITIVY
6.1 VBLEUBLULIINIUIYY

v

MnHa eI §ideauenurligianiivinminiy Usuldamnmnisliuing auevesmaudn
anufisnela wararulinida Weunsiauwanudnivensmansusivesgniiunntudedl

1. msvsuUgsnaanmsliuing 1wy susuvinuznsliuinisuazanud e sgnniiiosnsesiu
53R adavimuaRdunmsuing enii nsyauerliindesedsanin maBensadireseniiiadie
Suusmaiuiigy MsUeUANYNAIMENATUUTNS MsUSuUTINazeInYesan Ll nsliuinnsd
530157 Mg wasdinisussmiinauuinisihauierfulymiiedutugnémnduam ieanao
Aanannrdeunnsedluewng 1 rdmalignAninanuiianelaluseAuasgasioly

o

2. MavuugsnmAImsAudn fielugusssuwaruussay lihandussaunsaifignénldduda
AnAM193ala nanduandedn wu Fedliauasiiane (consistence) AansiamAma MU
wandasilyel q 19909910 TEeianaunmasTiuInsesseiles amuuuUssaniudiliiay
meuegsoiiles luvuzfetufdesdinisdemsnmsnanegisieiiesludagnanngsntmung el
Aueiiassanadud viliandrddnduastunsaud wasdndsanduimahiunsndudduusn
sdmalignaninanulindalusyivgeansely
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3. msUuupInnuianele Wy nsruumsliuimsiisng fmsdunanlunsliinisgnausias
318 M3dnddunssed sufenstemdedliuinis thsaihdesindiediing dunaussamvessasudindu
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nluseivgegasioly

a. msuuussaulinge wu Sydnvainmsnsaaeunmuaimiigu aruaenseluesni wih
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6.2 Forausuuzlunainideadedely

msfnfiieadesiuarudnilunswdniug ssfimmnhadlanndaunnldinisinuluddn
\AeafuiAidaiauad (Attitudinal Equity) Faina1nauddnvesszaunisaivesuslnaiiidouinismie
Uszlangsiasig 4 Alsiudnisegmeluaniiuins
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