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ABSTRACT 
The purposes of this research were: a) to compare means of brand trust, attitudinal and 

behavioral brand loyalty among customers having different backgrounds, and between the two oil 
companies having different  marketing support; and b) to develop and validate the causal model 
of behavioral brand loyalty, and to study the effects of marketing support on behavioral brand 
loyalty via the two mediators of brand trust and attitudinal brand loyalty, using a comparison 
between two oil companies: PTT Public Company Limited and Chevron Corporation, Thailand. 
The survey research was employed and a questionnaire used to collect, collecting data from the 
consumers in Bangkok Metropolitan Area, the age of which were not less than 17 years. The 
researcher used two sets of questionnaire to  collect data from the two samples of 400 and      
40 respectively, and also used the structural interview to collect additional data from sample. 
Data analyses consisted of analysis of variance and the analysis of SEM with mediators. The 
research results were as follows: a) From sample 1 the analysis results indicated that the means 
of trust and attitudinal brand loyalty among customers having different background had no 
significant difference, but comparing between customers of the companies with different 
marketing support indicated significant difference with higher average of the PTT Public Company 
Limited than that of Chevron Corporation. On the contrary, sample 2 showed no significant 
difference in means between the two companies. And b) the model validation result indicated 
that the causal model of behavioral loyalty was valid with Chi-square = 6.985, df = 3, p = .072, GFI 
= .872, RMR = 0.108, RMSEA = 0.187. The study of the effects in the mediation models revealed 
that the attitude loyalty had practical and significant effect on behavioral loyalty, while direct and 
indirect effects of trust on behavioral loyalty via attitudinal loyalty would be significant only if the 
sample size was greater than 100.   
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 3  .          
   1 (n = 400)  2 (n = 40) 

  Mean S.D. Ska Kua Mean S.D. Skb Kub 

 . Trust 3.525 0.852 -0.626 0.172 3.810 0.721 -1.730 6.305 
Att. loyalty 3.615 0.894 -0.564 0.088 3.700 0.715 -0.714 0.619 
Beh. loyalty - - - - 3.800 0.679 -0.691 -1.220 
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Mar. Support   Beh. Loyalty  
 (  4)  

2.2  MANOVA  ANOVA  
 

Trust  Att. Loyalty    
.   Mar. Support  
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 MANOVA 

 ANOVA   
MANOVA  

 MANOVA  
3   ) 

 (Trust  Att. Loyalty)   Bartlett’s test 
of sphericity 2 = 580.342; df = 2; p =.000 

 Trust  Att. Loyalty 
 MANOVA  ) 

-  (variance-covariance 
matrix)  (Trust  Att. Loyalty) 

      Box’s M = 
23.731; F = 7.566; df = 3, 114,600,000; p =.000  
)  (varia nce) 

 Trust  Att. Loyalty     
   

Levene’s F = 9.385; df1 = 1, 798;  P = 0.002  

Levene’s  F = 7.603; df1 = 1, 798; P = 0.006  
 variance-covariance matrix  variance 

  Mar. 
Supprort   ) 

 )  (robust) 
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 Mar. Support  

 Trust  Att. Loyalty  
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 .05 (Wilks’ Lambda = 0.968, p = .000) 
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 Att. Loyalty  . 
 .05 (F = 

21.614, p = .000  F = 23.671, p = .000 ) 
  (Mar. Support) 

 Trust  Att. Loyalty 
 .  

 6 

 
 6  MANOVA & ANOVA  Trust, Att.Loyalty  .   

 MANOVA 
      Value Approx. F Hypothesis df Error df p Obs. Power 
Pillai's Trace 0.032 13.199** 2.000 797.000 .000 .998 
Wilks' Lambda 0.968 13.199** 2.000 797.000 .000 .998 
Hotelling's Trace 0.033 13.199** 2.000 797.000 .000 .998 
Roy's Largest Root 0.033 13.199** 2.000 797.000 .000 .998 

 ANOVA 
Sources  DV SS df MS F p Obs. Power 

Mar. Support  Trust 13.368 1 13.368 21.614** .000 .996 
Att. Loyalty 16.598 1 16.598 23.671** .000 .998 

Error  
 
Trust 493.537 798 0.629    
Att. Loyalty 559.569 798 0.701    

Total  Trust 506.905 799  * p < .050, ** p < .010 
 Att. Loyalty 576.167 799 
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 Beh. Loyalty  Trust  Att. 

Loyalty   SEM 
 2 (n = 40)  

 3.1  
 4   
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 0.80 
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 7 
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Loyalty (.256)  Att. Loyalty  Beh. Loyalty 
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 7  
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Att. .227 612** 1.000  
Beh. .444** .375* .802** 1.000 
Mean 0.500 3.790 3.538 3.375 
S.D. 0.506 0.616 0.725 0.970 
* p < .050, ** p < .010 
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 (.458)   Beh. 
Loyalty  

 (.256)   (.202) 
 Trust  

 Mar. Support  Trust 
  Trust  

Mar. Support  Beh. Loyalty  )  Mar. 
Support  Att. Loyalty  Beh.Loyalty 

 Mar. Support   (.458) 
  Beh. Loyalty   

 (.256)  
 (.202)  Att. Loyalty 

  Mar. Support 
 Att. Loyalty   Att. Loyalty 

 Mar. Support  Beh. 
Loyalty  )  Trust  Att. Loyalty  
Beh. Loyalty 

  Trust   Trust  (.631) 
 (.445)  

 Beh. Loyalty 
  Att. Loyalty 

 Trust  Beh. Loyalty  8 
 

 
 8   (R2)  

Paths  Coefficients Standard Error Standardized Coeff. 
Corr. DE IE TE DE IE TE DE IE TE 

Mar. Support  Trust .033 0.040 - 0.040 0.169 - 0.169 .038 - .038 
Mar. Support  Att. Loyalty .227 0.297 0.028 0.325 0.177 0.121 0.214 .218 .021 .239 
Mar. Support  Beh. 
Loyalty 

.444 0.476* 0.374 0.850** 0.185 0.277 0.268 .256 .202 .458 

Trust  Att. Loyalty .612 0.712** - 0.712** 0.170 - 0.170 .546 - .546 
Trust  Beh. Loyalty .375 0.331 0.790** 1.121** 0.178 0.214 0.239 .186 .445 .631 
Att. Loyalty  Beh. Loyalty .802 1.110** - 1.110** 0.141 - 0.141 .814 - .814 
Square multiple correlation (R2) for Trust = .001; for Att. Loyalty = 0.355; for Beh. Loyalty = 0.643 
* p < .050, ** p < .010 
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