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Abstract

The purpose of this research was to study effect of marketing communication, brand
awareness and satisfaction toward customer’s loyalty of Government Saving Bank Central Plaza
Lampang branch. The sampling group was 400 customers who took the products from Central
Plaza Lampang branch. It was survey research with research tools of questionnaire. The data
were analyzed by using descriptive statistics of frequency percentage, standard deviations and
structural equation modeling using PLS-Graph.

The research outcome revealed that the majority was female in the ages of 40-49 years old
with Bachelor’s degree.They mostly worked as employees for private companies and average
income per month of between 10,000-20.000 Baht. The most popular product for these
customers was saving account, followed by Premium Saving Certification (PSCs).

The study revealed that the opinion level of satisfaction was highlighted, the secondary was
the marketing communication, brand awareness and customer’s loyalty was the high level. The
structural equation modeling analysis thatthe marketing communication had direct effect
toward brand awareness at highest level and followed by the marketing communication had
direct effect toward satisfaction, satisfaction had direct effect toward customer’s loyalty, brand
awareness had direct effect toward customer’s loyalty and brand awareness had direct effect

toward satisfaction.

Keywords : Marketing Communication; Brand Awareness; Satisfaction and Customer’s Loyalty
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