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ABSTRACT

Cause-related marketing is one form of performing a societal marketing activity,
considered part of corporate social responsibility. 1t is believed that linking societal marketing
activities with products will enhance product image and stimulate consumer purchase
intentions. Branding will also have an effect on purchase intentions. Using brand names that
imply foreign origin of the products may help stimulate consumer needs more than using brand
names that imply Thai origin of the products. However, the resuits of past studies were not
conclusive. Hence, this research is aimed at investigating the influence of cause-related
marketing associated with donating part of product sales to help poor students (i.e., a help fund
program) as well as examining the influence of branding by comparing foreign brands with Thai
brands. Moreover, the study also focused on both high and low involvement products.

Causal research using experimehtation was employed in this study with third and fourth
year students of Bangkok University. The emphasis of the study was on the effects of cause-
related marketing and branding on purchase intentions. The type of cause-related marketing
sdlected was “donating part of product sales to help poor students” (i.e., a help fund program).
Branding was confined to the use of foreign brand names versus Thai brand names. Digital
camera was chosen to represent a high involvement product category and the hypothetical
brand names were Nikei and ThaiVew. Toothbrush was selected to represent a low
involvement product category and the hypothetical brand names were EnglishBrush and
ThaiCare. Students in the sample were randomly assigned to all four experimental groups,
consisting of group with foreign brand and no cause-related marketing activity, group with
foreign brand and cause-related marketing activity, group with Thai brand and no cause-related
marketing activity, and group with Thai brand and cause-related marketing activity. Sample
units in each group were required to answer questions regarding purchase scenarios of both
types of products, i.e., high versus low involvement products. A two way completely
randomized factorial design was employed to test hypotheses concerning the main effects of
variables associated with cause-related marketing and branding as well as the interaction
effects of the two variables.

The results of hypothesis testing indicate that no matter the product was a high
involvement product or a low involvement product, performing cause-related marketing activities
and using foreign brand names had significant and positive effects on consumer purchase
‘intentions. It was found that cause-related marketing had a much stronger effect than branding.

In addition, the interaction effects suggested that when cause-related marketing activities were

ii




performed, the level of consumer purchase intentions on Thai brands would greatly increase
and was at the same level as foreign brands. Thus, business organizations should give more
weight and pay more attention to cause-related marketing activities and utilize cause-related
marketing activities as a competitive strategy.

The academic contribution of this research was the influence of cause-related marketing
activities on product image and consumer purchase Intentions. This is to confirm the significant
effects of corporate social responsibility activities. Nevertheless, the limitations of this research
were on employing students as sample units and using only one form of societal marketing
activities. Even though using students as sample units would enhance internal validity, the
degree of external validity would not be that high. In addition, this study was confined to
donating part of product sales to help poor students (i.e., a help fund program). Future
research might therefore focus on doing survey research to investigate consumer aftitudes and
opinions of cause-related marketing activities as well as to examine the similarities and

differences of several forms of societal marketing activities.
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Lmé\‘lﬁm : Marketing Management by P. Kotler & K. L. Keller, 2008, ‘l2th edition. Upper Saddle

River, NJ: Pearson Education.
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(Innovatlon ‘
anuldla AAaTENIN AMUNTZAIUN ATLaua
{Attention) {Awareness) {Awareness) (Presentation)
m’m&sznﬁh
ANy (Attention)
{Knowledge}
aitla
¥ (Compr?hension)
AR AT ar¥ula l
(Interest) (Liking) (Interest) MsUaNTy
{Yielding)
AN TUTAY
AU TIToM (Preference) mydssiin
(Desire) (Evaluation) MRAVINFIIGIN
mmL"ﬁaﬁ"u (Retention)
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L msnaaadld
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{Action) {Purchase) f (Behavior)
mspeusuimIde
{Adoption)
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KW&IANN : Advertising and Promotion: An Integrated Marketing Communications Perspective

by G. E. Belch & M. A. Belch, 2004, Gth edition. Boston, MA: McGraw-Hill.
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LLmiﬁﬁaJ'l - Understanding Aftitude and Predicting Social Behavior by I. Ajzen & M. Fishbein,
1980, Englewood Cliffs, NJ: Prentice-Hall Inc.
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