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Causal Factors Affecting Brand Loyalty of House Brand
in the Triangle Andaman Provinces
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Abstract

This research aimed to study study the causal relationship that results in loyalty
to the house brand in Triangle Andaman provinces. This research is quantitative
analysis. The sample data collected 220 people from consumers who bought the house
brand in Andaman Triangle: Phuket, Phang Nga and Krabi province in modern-trade.
The instrument used to collect data was a questionnaire. Data were analyzed using
frequency, percentage, mean, standard deviation, confirmation factor analysis and a
multivariate statistical analysis technique or structural equations modeling.

The research results showed that brand loyalty was found to be positive
influenced directly from brand awareness, brand image and brand trust variables. It also
influenced indirectly from brand awareness and brand image through brand trust. In
terms of brand trust, was found to be positive influenced directly from brand awareness
and brand image. It also influenced indirectly from brand awareness through brand
image. And brand trust was found to be positive influenced directly from brand
awareness. In addition to brand awareness was found to be not affect to brand trust, and
brand image also was not affect brand royalty.

Keywords : Structural Equation Modeling, House brand, Brand loyalty,
Andaman triangle provinces
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