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Abstract

The objective of this research was to study the effects of CSR as a mediating factor of
brand loyalty in Ceramic industry at Lampang province which has been in operation over
50 years. The sample was 285 consumers from 11 ceramic factories with CSR activities. The
Structural Equation Modeling analyzed through PLS-Graph revealed that CSR exhibited
good mediating role on linking from the corporate reputation to product attitude and brand
loyalty, but not quite good linking toward the consumer satisfaction. CSR itself left rather
high effects toward the endogenous variables except customer satisfaction in service quality.

The overall findings revealed that consumers had good attitude toward the ceramic
products but rather low on loyalty and at the medium level on perception of the corporate
reputation and perception of corporate social responsibility and also the customer
satisfaction in service quality.
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