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Abstract : Structural Equation Modeling (SEM) was used to test a hypothesized model explaining Malaysian hypermarket
customers’ perceptions of brand trust (BT), customer perceived value (CPV) and perceived service quality (PSQ) on building
their brand loyalty (CBL) and generating positive word-of-mouth communication (WOM). Self-administered questionnaires
were used to collect data from 374 Malaysian hypermarket customers from Mydin, Tesco, Aeon Big and Giant in Kuala Lumpur,
a metropolitan city of Malaysia. The data strongly supported the model exhibiting that BT, CPV and PSQ are prerequisite
factors in building customer brand loyalty, while PSQ has the strongest effect on prediction of customer brand loyalty
compared to other factors. Besides, the present study suggests the effect of the aforementioned factors via customer brand
loyalty strongly contributes to generate positive word of mouth communication.
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