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Abstract - The study mainly investigates the 
relationships among brand trust, customer satisfaction, 
brand loyalty, and word-of-mouth. Nowadays, the 
automotive industry is facing the competitive environment. 
Whether the industry can enhance brand trust, increase 
customer satisfaction, and then improve brand loyalty and 
word-of-mouth, which is the key issue of this study. Toyota 
was selected as the object of this study. 375 questionnaires 
were provided and 258 valid replies were received. This 
study uses the structural equation model to empirically 
explore the relationships among brand trust, customer 
satisfaction, brand loyalty, and word-of-mouth. The results 
indicate the best model is causal chain, that is, brand trust 
must affect brand loyalty through customer satisfaction 
initially, and then impact word-of-mouth through brand 
loyalty. 
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I. INTRODUCTION 

Brand management has very important influence on 
the success of enterprises today, and the automotive 
industry is no exception. Customer satisfaction is also an 
important indicator of business management in recent 
years. In today's competitive environment, for the auto 
industry, how to build and maintain customer loyalty, and 
increase customer retention, has become important for 
marketing strategies. Therefore, how to improve product 
and service quality, increase customer satisfaction, and 
further get customer identity (that is, loyal customers), 
build good brand image and reputation, is the key issue of 
this study. 

In the over-supply automotive market, this study 
intends to adopt Toyota as the sampling object, trying to 
understand the relationships among brand trust, customer 
satisfaction, brand loyalty, and word-of-mouth. The 
important contribution of this study includes: (1) clarifies 
the relationships among brand trust, customer satisfaction, 
brand loyalty, and word-of-mouth, and the fully mediated 
roles of customer satisfaction and brand loyalty; (2) 
clearly shows what factors will affect word-of-mouth, and 
provides direction for marketing strategies. 
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II. LITERATURE REVIEW AND HYPOTHESES 

A. Brand Trost and Word-ol-Mouth 

Besides customers and enterprises' commitment to 
each other, customer trust will affect the spontaneous 
behavior of customers [1]. If companies build mutual trust 
and customer relationships, companies can increase 
customer commitment, and will get better word-of-mouth 
[2]. Thus, this study establishes the following hypothesis: 
Hi: Brand trust has a significant positive impact on word
of-mouth. 

B. Customer Satisfaction and Word-ol-Mouth 

Reference [3] pointed out that the high level of 
customer satisfaction will result in favorable word-of
mouth, leading to an increasing market share. Reference 
[4, 5, 6] also thought that customer satisfaction would 
affect word-of-mouth. Thus, this study makes the 
following hypothesis: 
H2: Customer satisfaction has a significant positive 
impact on word of mouth. 

C. Brand Trost and Customer Satisfaction 

When customers have confidence in a particular 
brand, this brand will leave a good impression in the 
minds of customers. Customers will believe this brand is a 
trusted brand and have better satisfaction [7]. Reference 
[8] thought that when customers like a specific brand, the 
brand will generate further satisfaction, and customers 
will buy again. In the basic model of customer loyalty, [9] 
pointed out that trust has a positive impact on satisfaction. 
Therefore, this study proposes the following hypothesis: 
H3: Brand trust has a significant positive impact on 
customer satisfaction. 

D. Brand Trost and Brand Loyalty 

Reference [10] described the concept of brand trust 
and brand feeling, and found brand trust has a significant 
positive effect on behavioral loyalty and attitudinal 
loyalty. When customers have confidence in the brand, it 
will increase product preferences, future purchases, and 
then bring brand loyalty [11]. Therefore, this study 
proposes the following hypothesis: 
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H4: Brand trust has a significant positive effect on brand 
loyalty. 

E. Customer Satisfaction and Brand Loyalty 

Reference [12] found that satisfied customers will 
naturally increase loyalty. That is, customer satisfaction 
will positively affect customer loyalty. Reference [13] 
believed that customer satisfaction will positively affect 
customer loyalty, repurchase, and result in customers' 
recommending to others. When customer satisfaction is 
higher, customers will have lower brand switching 
behavior, that is, customers will continue to buy the 
original product or service of the brand [14]. Reference [6] 
also confirmed that customer satisfaction has a positive 
effect on brand loyalty. Therefore, this study proposes the 
following hypothesis: 
H5: Customer satisfaction has a significant positive effect 
on brand loyalty. 

F. Brand Loyalty and Word-of Mouth 

Loyal customers will appear positive word-of-mouth 
[15]. Reference [16] also proposed that loyal customers 
will provide open recommendation and word-of-mouth to 
other customers. Therefore, this study proposes the 
following hypothesis: 
H6: Brand loyalty has a significant positive impact on 
word-of-mouth. 

Integrating literature review, this study draws the 
research map as shown in Fig. l .  From Fig. 1, it is clear to 
see not only the relationships among brand trust, customer 
satisfaction, brand loyalty, and word-of-mouth, but also 
other extending variables, such as customer perceived 
value, brand awareness, and purchase intention. Having 
these in mind, this study develops the research framework 
and hypotheses, and then verifies them. 

Fig. 1. Research map 
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Fig. 2. Research framework 

III. METHODOLOGY 

A. Research Framework 

The purposes of this study are to investigate the 
relationships among brand trust, customer satisfaction, 
brand loyalty, and word-of-mouth. Based on literature, 
this study builds up the research framework as shown in 
Fig. 2. 

B. Measures 

This study used [17] scale revised from [18, 19] as a 
measured criteria of brand trust, and took [18] as the 
operational defmition. 

Besides, this study used [20] scale as a measured 
criteria of customer satisfaction, and took [21] as an 
operational defmition. 

This study used [22] scale as a measured criteria of 
brand loyalty, and took [23] as the operational definition. 

Regarding word-of-mouth, this study used [24] scale 
revised from [25, 26, 27] as a measured criteria, and took 
[28,27] as the operational definition. 

All items were measured on 5-point Likert-type 
scales, with anchors of 1 =strongly disagree and 
5=strongly agree. 

C. Sampling 

In this study, Toyota was selected as the object. Thus, 
this study takes Toyota drivers for the study sample. 
Finally, 375 questionnaires were provided and 258 valid 
replies were received. 
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IV. RESULTS 

This study modifies the initial model because of 

incomplete model fits based on modification indices (MJ) 
values. Lower item standard solution value means lower 
explanation of variables, and over MJ means mixed 
identification of items. Finally, this study deletes one item 

of customer satisfaction, and 4 items of brand loyalty in 
order to achieve good model fits. 

Thus, the measurement model of this study has good 
model fits, such as GFI, NNFI > 0.9 [29], and CFI > 0.95 

[30]; SRMR < 0.08, between 0.017 and 0.036 [29]. 
RMSEA is between 0.063 and 0.080 [31, 32]. Normed 
Chi-Square is between 2.01 and 2.65 [33]. 

The reliabilities (Cronbach's a) for all measures are 
above the recommended limits 0.7 (0.704""(). 891), which 

indicate high reliabilities [34]. 

All of the measurement I-values are between 5.27 
and 17.49 (all larger than l.96), which show good 
convergent validity in brand trust, customer satisfaction, 
brand loyalty, and word-of-mouth. 

In this study, the discriminant validity shows good fit 

indices. All /).X2 are larger than 3.84, which are between 

4.68 and 1l. 88. This shows a good discriminant validity 
of the measurement model [33]. 

In this study, the theoretical model is as shown in Fig. 

3. In the relationships among brand trust, customer 
satisfaction, brand loyalty, and word-of-mouth, I-values 
are all significant. Fig. 3 presents the overall model fits 

and the results of path analysis which indicate an adequate 
fit: X2=278.44, p=O.OOOOO, and RMSEA=0.095. The 

significant standard solution of each path is -0.15, 0.46, 
0.90, -0.05, 0.79, and 0.42 respectively. 
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Fig. 3. Theoretical model 

V. DISCUSSION 

In this study, through empirical analysis of the data, 
it makes the relationships among brand trust, customer 
satisfaction, brand loyalty, and word-of-mouth more clear 
and explicit. 

The analysis results of data show that brand trust has 
a positive impact on customer satisfaction. It is the same 
as the empirical study of [35, 36]. In view of this, building 
customer trust in the brand is very important. Companies 
can convince customers that the promise of its value of 
the brand can be achieved (trust in the product itself). On 
the other hand, companies can enhance customers' 
emotional security for the brand (trust in the service of the 
brand). When customers' needs are being met, it will 
further enhance customer satisfaction. 

The result from this study fruds that customer 
satisfaction has a positive impact on brand loyalty. This 
result is the same as some scholars [6, 35, 37]. Therefore, 
this study suggests that firms can improve satisfaction of 
service to increase customer loyalty. Also, companies can 
engage in public or outdoor activities to improve 
customer satisfaction with the overall image of the 
company, and then improve customer loyalty. 

The analysis results of data show that brand loyalty 
has a positive impact on word-of-mouth. That is to say 
when brand loyalty is higher, the more willing to form a 
positive word-of-mouth spread. It is the same as the 
empirical study of [38, 16]. Therefore, this study suggests 
that manufacturers can enhance brand loyalty through 
product satisfaction of customers. Customers may be 
willing to recommend to other people, and then the word
of-mouth effect will bring more purchasing power. 
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VI. CONCLUSION 

In summary, this study finds that the relationships 
among brand trust, customer satisfaction, brand loyalty, 

and word-of-mouth are gradually progressive, so-called 

causal chain. The results indicate the best model is causal 
chain, that is, brand trust must affect brand loyalty 
through customer satisfaction initially, and then impact 
word-of-mouth through brand loyalty. 

There are some limitations of this study. First, this 
study collects data at the same time, so it can't do cross
time comparison. Future research can explore the cross
time survey. Second, this study only drives Toyota 

owners for the analysis. Future research can further 
investigate the relationships for different brands or other 
products. Finally, because limited by sampling, this study 

can't sampling according to the proportion of the sample. 
Thus, the representativeness of the sample may lead to 
biased results. It is therefore recommended for future 
studies using stratified sampling approach to increase the 

representativeness of the sample. 
Future research may address a number of brands, 

through mediation and competing models to compare, and 
enhance the universal application of research results. 

ACKNOWLEDGMENT 

The authors appreciate comments and suggestions 
from the referees. 



Proceedings of the 2010 IEEE IEEM 

REFERENCES 

[1] L. A. Bettencourt, "Customer voluntary performance: 
Customers as partners in service delivery," Journal of 

Retailing, vol. 73, no. 3, pp. 383-406, 1997. 
[2] R. Lacey and R. M. Morgan, "Customer advocacy and the 

impact of B2B loyalty programs," Journal of Business and 

Industrial Marketing, vol. 24, no. 1, pp. 3-13,2009. 
[3] C. Fomell, "A National Customer Satisfaction barometer: 

The Swedish Experience," Journal of Marketing, pp. 6-21, 
1992. 

[4] E. Andreas and H. Sabrina, "Exploring the impact of 
relationship transparency on business relationships: A 
cross-sectional study among purchasing managers in 
Germany," Industrial Marketing Management, vol. 32, pp. 
101-108,2003. 

[5] 1. Sweeney and J. Swait, "The effects of brand credibility 
on customer loyalty," Journal of Retailing and Consumer 

Services, vol. 15, pp. 179-193,2008. 
[6] K. H. Kim, K. S. Kim, D. Y. Kim, J. H. Kim, and S. H. 

Kang, "Brand equity in hospital marketing," Journal of 

Business Research, vol. 61, pp. 75-82, 2008. 
[7] P. M. Doney and 1. P. Cannon, "An Examination of the 

Nature of Trust in Buyer-Seller Relationships," Journal of 
Marketing, vol. 61, pp. 35-51, 1997. 

[8] R. M. Morgan and S. D. Hunt, "The Commitment-Trust 
Theory of Relationship Marketing," Journal of Marketing, 

vol. 58, pp. 20-38, 1994. 
[9] 1. S. Chiou, C. Droge, and S. Hanvanich, "Does customer 

knowledge affect how loyalty is formed?" Journal of 

Service Research, vol. 5, no. 2, pp. 113-124,2002. 
[10] A. Chaudhuri and M. B. Holbrook, "The Chain of Effects 

from Brand Trust and Brand Affect to Brand Performance: 
The Role of Brand Loyalty," Journal of Marketing, vol. 65, 
no. 2, pp. 81-93,2001. 

[11] C. AIjun and B. H. Morris, "The chain of effects from 
brand trust and brand affect to brand performance: The role 
of brand loyalty," Journal of Marketing, vol. 65, no. 2, pp. 
81-93,2001. 

[12] T. O. James and W. E. Sasser, "Why Satisfied Customer 
Defect," Harvard Business Review, vol. 73, no. 6, pp. 
88-99, 1995. 

[13] A. Pros and D. R. Brandt, "Understanding Your 
Customers," Marketing Tools, pp. 10-14, 1995. 

[14] M. Shukla, Understanding Organisations: Organisational 
Theory. New Delhi, India: Prentice-Hall, 2004. 

[15] V. A. Zeitharnl, L. L. Berry, and A. Parasuraman, "The 
Behavioral Consequences of Service Quality," Journal of 
Marketing, vol. 60, no. 2, pp. 31-46,1996. 

[16] V. C. Luis, F. Carlos, and G. Miguel, "The role of 
satisfaction and website usability in developing customer 
loyalty and positive word-of-mouth in the e-banking 
services," The International Journal of Bank Marketing, vol. 
26,no.6,pp.399-417,2008. 

[17] Delgado-Ballester and J. L. Munuera-Aleman, "Does brand 
trust matter to brand equity?" Journal of Product and 

Brand Management, vol. 14, no. 3, pp. 187-196,2005. 
[18] E. Delgado, 1. L. Munuera, and M. J. Yague, "Development 

and validation of a brand trust scale," International Journal 

of Market Research, vol. 45, no. 1, pp. 35-54,2003. 
[19] E. Delgado, "Applicability of a brand trust scale across 

product categories: a multigroup invariance analysis," 
European Journal of Marketing, vol. 38, no. 5/6, pp. 
573-596,2004. 

1323 

[20] R. L. Oliver, Satisfaction: A Behavioral Perspective on the 
Consumer. New York: McGraw-Hill Book Company, 1997. 

[21] R. L. Oliver, "A Cognitive Model of the Antecedents and 
Consequences of Satisfaction Decisions," Journal of 

Marketing Research, vol. 17, no. 4, pp. 460-469,1980. 
[22] P. Quester and A. L. Lim, "Product InvolvementlBrand 

Loyalty: Is There A Link?" Journal of Product and Brand 

Management, vol. 12, no. 1, pp. 22-38, 2003. 
[23] R. L. Oliver, "Whence Consumer Loyalty," Journal of 

Marketing, vol. 63, no. 4, pp. 33-44,1999. 
[24] J. S. Podoshen, "The African American consumer revisited: 

brand loyalty, word-of-mouth and the effects of the black 
experience," Journal of Consumer Marketing, vol. 25, no. 4, 
pp. 211-222, 2008. 

[25] J. Klein, R. Ettenson, and M. Morris, "The animosity model 
of foreign product purchase: an empirical test in the 
People's Republic of China," Journal of Marketing, vol. 62, 
no. l,pp.89-100, 1998. 

[26] A. Shoham, M. Davidow, J. Klein, and A. Ruvio, 
"Animosity on the home front: the Intifada in Israel and its 
home impact on consumer behavior," Journal of 

International Marketing, vol. 14, no. 3, pp. 92-114,2006. 
[27] J. Podoshen, "Word of mouth, brand loyalty, acculturation 

and the American Jewish consumer," Journal of Consumer 

Marketing, vol.23,no.5,pp.266-282,2006. 
[28] D. Ogden, J. Ogden, and H. Schau, "Exploring the impact 

of culture and acculturation on consumer purchase decision: 
towards a microcultural perspective," Academy of 

Marketing Science Review, vol. 2004, no. 3, pp. 1-22,2004. 
[29] L. Hu and P. M. Bentler, "Cutoff criteria for fit indexes in 

covariance," Structural Equation Modeling, vol. 6, no. 1, pp. 
1-55, 1999. 

[30] P. M. Bentler, EQS structural equations program manual. 
Encino, CA: Multivariate Software, 1995. 

[31] M. W. Brown and R. Cudeck, Alternatives ways of 
assessing model fit. New York: McGraw-Hill, 1993. 

[32] R. P. McDonald and M. R. Ho, "Principles and practice in 
reporting structural equation analyses," Psychological 

Methods, vol. 7, no. 1, pp. 64-82,2002. 
[33] 1. C. Anderson and D. W. Gerbing, "Structural equation 

modeling in practice: A review and recommended two-step 
approach," Psychological Bulletin, vol. 103, no. 3, pp. 
411-423,1988. 

[34] 1. C. Nunnally, Psychometric theory, (2nd ed.). New York, 
NY : McGraw-Hall, Inc., 1978. 

[35] J. Gummerus, V. Liljander, M. Pura, and A. V. Riel, 
"Customer loyalty to content-based Web sites: the case of 
an online health-care service," Journal of Services 

Marketing, vol. 18, no. 3, pp. 175-186,2004. 
[36] H. H. Lin and Y. S. Wang, "An examination of the 

determinants of customer loyalty in mobile commerce 
contexts," Information and Management, vol. 43, pp. 
271-282,2006. 

[37] M. Punniyamoorthy and M. M. R. Prasanna, "An empirical 
model for brand loyalty measurement," Journal of 
Targeting, Measurement and Analysis for Marketing, vol. 
15,no.4,pp.222-233,2007. 

[38] S. Gounaris and V. Stathakopoulos, "Antecedents and 
consequences of brand loyalty: An empirical study," 
Journal of Brand Management, vol. 11, no. 4, pp. 283-306, 
2004. 


