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Abstract 

 

Nowadays Corporate Social Responsibility (CSR) has become an important standard practice among 

large companies and trend of corporate social responsibility spending was continued to increase. The 

purpose of this research is to examine how consumers responses to CSR campaigns of Automobile 

Manufacturers in Thailand. Researchers conducted a survey research of 406 samples through valid and 

reliable questionnaires. Data were analyzed by using multiple regression analysis technique. Finding 

indicated that consumer respond to CSR campaigns of car manufacturers in Thailand including environment 

conservation campaign, road safety campaign, and philanthropy campaign. On the other hand, CSR 

campaign regarding social welfare had no impact on any consumer responses.  
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 50  Bowen (1953)  

Social Responsibilities of the Businessman  

 (Manne &Wallich, 1972 cited in Carroll, 1999) 
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Sheldon and Park (2010)  Corporate Social 
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Yoonprathom et al. (2014) 
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2.3  

 

 Kotler (1997) 

 3  G. Belch  M. Belch (2012) 

3 

(Cognitive response)  (Affective response)  

(Behavioral response) 

  3  

 

1) (Cognitive response)  

 (Reasoning)  (Judgement)  

(Knowledge)  (Duncan, 2002) 

 (Active response) (Wells, Burnett, & Moriarty, 1989) 

 (Beliefs)  (Knowledge)  

(Experience)  (Hawkins, Best, 

& Coney, 2004) .  (Counterargument) 

(Source derogation) 

. 

 (Support argument) 

 

 

2)  (Affective response) 

 2  (Central route)  (Peripheral 

route) 
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 (Emotion)  (Feeling) 

  

 (Hawkins, Best, & Coney, 2004) 

 

 (Motivation)  

(Personality)  (Reference group)  (Physical condition)  

 

3)  (Behavior response) 

  

 

 (G. Belch & M. Belch, 2012) 
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AIDA Model 

(Personnel selling process) 

 (Attention) 

 (Interest)  (Desire) 

 (Action)       

(Belch & Belch, 2012; Lamb et al., 2009)  

 

Hierarchy-of-effect Model 

 Robert Lavideg  Gary Steiner 

 (Awareness) 

 (Knowledge) 

 (Liking) 

 (Preference)  (Conviction)  

 (Purchase)  (Belch & Belch, 2012; Schultz et al., 

2009)  
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Innovation-Adoption Model 

 (Diffusion of Innovation) 

(Awareness) 

 (Interest)  (Evaluation) 

(Trial) 

 (Adoption) 

 (G. Belch & M. Belch, 2012) 

 

 

 

(Preference) 

 

 (Knowledge) 

 

 (Awareness) 

 

 (Media) 

 (Conviction) 

 

   

(Purchase Behavior) 

 

 
(Consumer Response) 

 

   Hierarchy of Effects Model 
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Communication Model 

 (Exposure) (Reception) 

 (Cognitive)  

(Attitude) 

 (Intention)  (Behavior)  

(Kotler, 1997) 
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Rahim et al. ) 
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Kim and Bae (2016) 
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Eshra and Beshir (2017) 
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   :  Carroll, A.B. (1991). the pyramid of corporate social responsibility: toward the moral  

management of organizational stakeholders, Business Horizons, 34 (4), 39–47. 

          : Schultz, D. E., Barnes, B. E., Schultz, H. F., and Azzaro, M. (2009). Building Customer-Brand  

Relationships, New York: M.E. Sharpe.
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Hair, Anderson, 
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(Hair et al, 2014)
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(Non-probability sampling)

 (Convenience sampling)

 

  

 

 

1.4.1  (Validity)

 (Subject matter specialists)  3  (Content 

Validity) 

 (IC or IOC: index of item – objective congruence) 

 , 2543)  

 +1     

 0  

 -1  

 

 IOC  

 

 

 

   IOC  IC  

  R   

  N   
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 IOC  0.

 IOC  0.  

, 2546) 

0 

 

 

1.4.2  (Reliability) 

30 

(Cronbachs’ alpha coefficient) (Cronbach, 1990)  
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3.5.1  (Descriptive Statistic) 
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s2
Total =  
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  x =  

 

  x    

  x    

  x    

  n    

 

3.5.1.2  (Standard deviation: SD)  

 

  (Standard  Deviation)  

  S.D.   S 

          

 S.D.   = (X -  X)2 

           n – 1 

   

 S.D. = n X2  -  ( X)2 

     n(n – 1)      

     S.D.      

           X      

 n     

     

 

3.5.1.3  (Percentage) 

 (Percentage)   100 

 100  % 
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    =   × 100 

 

 ( Inference statistics) (Multiple 

RegressionAnalysis)  , 

, , )  (

, , 

 

 

  

Normal P-P Plot of Regression Standardized Residual 

 

  

(Autocorrelation)  Durbin-Watson -

  

  VIF (Variance 

inflation factor)   

      (MultipleRegression Analysis) ( , ) 

  n>30p 

 p  

 

   Prob (event)  =  

 

   Prob (event)  = ( ) 

 

       

  X    

  E    (natural logarithms)  

 

 Prob (event)  =  
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Prob (no event)  =  1  - Prob (event) 
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 (Inference statistics)Multiple Regression 

 

  

 

 

 

 

 

 

X   (Mean)  

S.D    (Standard deviation) 

  p   

  t   

  Sig.   

 

 

  

  

   -  

  -    -  

    

  ) 

 
 



 

30 

 
  

   )       

   

 

 

218 

188 

53.7 

46.3 

 406 100.0 

   

-  

-  

 -  

 

120 

160 

90 

36 

29.6 

39.4 

       22.2 

8.9 

 406 100.0 

   

 

 

 

86 

138 

182 

21.2 

34.0 

44.8 

                                                                                                                   06                            100.0 

 

 
 

   

  S.D.        

.  3.49 .89     1 

 3.22 1.37  4 

.  

.  

3.39 

3.24 

.88 

1.04 

 

 

2 

3 

     3.34 1.04             
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( = )   ( =  ) 

 ( =  ) 

  ( = )  
 

  

  S.D.        

.  2.97 1.20  3 

.  2.98 1.11  2 

.  3.35 1.22  1 

     3.10 1.18             

 

 

 ( = ) 

 ( = )   

( =  )   ( = )  

 

 Multiple Regression 
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, ) 

 

 

 

 Durbin-Watson -

 VIF 

(Variance inflation factor)   

 Stepwise 
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) 

 (Adjusted R Square)   

.4 .5 

 

.4  Model Summary  (

, 

)  

 

Model R R Square Adjusted R Square 

1 .795a .632 .632 

2 .841b .707 .705 

3 .853c .728 .726 

a. Predictors: (Constant), EnvironmentConservation 

b. Predictors: (Constant), EnvironmentConservation, Philantrophy 

c. Predictors: (Constant), EnvironmentConservation, Philantrophy, RoadSafety 

d. Dependent Variable: BrandAwareness 
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.5  Coefficients  (

, 

)  

 

Model 

Unstandardized Coefficients Standardized Coefficients 

Sig. B Std. Error Beta 

1 (Constant) -.777 .147  .000 

 1.073 .041 .795 .000 

2 (Constant) -.908 .132  .000 

 .687 .053 .510 .000 

 .455 .045 .395 .000 

3 (Constant) -.624 .137  .000 

 .533 .058 .395 .000 

 .293 .052 .254 .000 

 .242 .043 .278 .000 

a. Dependent Variable:     

 

 Coefficients 

 

, ) 

 (Adjusted R Square)   

 

 

= -0.624 + 0.533 ( ) + 0.293 

( ) + 0.242 ( ) 
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:  

, ) 

 

 

 

 Durbin-Watson 

 Tolerance  VIF (Variance inflation 

factor)   

  

) 

 (Adjusted R Square)   

  

 

 

  Model Summary  (

, 

)  

 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .737a .544 .543 .75222  

2 .782b .611 .609 .69575  

3 .788c .621 .618 .68749 1.349 

a. Predictors: (Constant), EnvironmentConservation  

b. Predictors: (Constant), EnvironmentConservation, RoadSafety 

c. Predictors: (Constant), EnvironmentConservation, RoadSafety, Philantrophy 

d. Dependent Variable: PurchaseIntention   

 



 

35 

  Coefficients  (

, 

)  

 

 Coefficients  

 (

, ) 

 (Adjusted R Square)   

 
 

= -0.057 +0.466 ( ) + 0.246 

( ) + 0.188 ( ) 
 

 
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.244 .151  -1.615 .107   

 .921 .042 .737 21.948 .000 1.000 1.000 

2 (Constant) .082 .145  .563 .574   

 .521 .062 .417 8.424 .000 .394 2.536 

 .333 .040 .412 8.321 .000 .394 2.536 

3 (Constant) -.057 .150  -.379 .705   

 .466 .063 .373 7.358 .000 .367 2.726 

 .246 .047 .305 5.188 .000 .273 3.664 

 .188 .057 .175 3.278 .001 .329 3.038 

Dependent Variable:  
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:  (

, ) 

 

 

 

 

 Durbin-Watson -

 

Tolerance  VIF (Variance inflation factor)   

  

) 

 (Adjusted R Square) 

  

 

 

  Model Summary  (

, 

)  

 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .782a .612 .611 .76283  

2 .811b .658 .657 .71634  

3 .815c .665 .662 .71028 1.934 

a. Predictors: (Constant), RoadSafety   

b. Predictors: (Constant), RoadSafety, EnvironmentConservation 

c. Predictors: (Constant), RoadSafety, EnvironmentConservation, Philantrophy 

d. Dependent Variable: CompanyImage   
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  Coefficients   (

, 

)  

 

 Coefficients 

 (

, ) 

 (Adjusted R Square)   

 

 

= 0.108 +0.424 (

)+0.380 ( )+0.166 ( ) 

 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 1.116 .096  11.561 .000   

RoadSafety .694 .028 .782 25.225 .000 1.000 1.000 

2 (Constant) .231 .150  1.544 .123   

 .456 .041 .514 11.088 .000 .394 2.536 

 .473 .064 .344 7.426 .000 .394 2.536 

3 (Constant) .108 .155  .700 .485   

 .380 .049 .428 7.743 .000 .273 3.664 

 .424 .065 .309 6.481 .000 .367 2.726 

 .166 .059 .142 2.812 .005 .329 3.038 

a. Dependent Variable:        
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(Non- probability sampling)  (Convenience sampling)
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)  (

)  CSR 

  Rahim    CSR  

  Eshra and Beshir (2017)  CSR 

  

   CSR 

 

 Kim and Bae (2016)  CSR 

  Kumar et al. (2018)  CSR 

 CSR 

 CSR  

  CSR  

 CSR 

 

 ( ) 

 ( ) 

 

 

 

 

 )  CSR 

 

 2) CSR 

 CSR 
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 (Reliability)  

 
 

Case Processing Summary 

  N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.981 23 
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Statistics 

     

N Valid 406 406 406 

Missing 0 0 0 

 

 

Frequency Table 

 

 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  218 53.7 53.7 53.7 

 188 46.3 46.3 100.0 

Total 406 100.0 100.0  

 

 

 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 25-30  120 29.6 29.6 29.6 

31-40  160 39.4 39.4 69.0 

41-50  90 22.2 22.2 91.1 

 50  36 8.9 8.9 100.0 

Total 406 100.0 100.0  
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid  86 21.2 21.2 21.2 

 138 34.0 34.0 55.2 

 182 44.8 44.8 100.0 

Total 406 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

49 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

BrandAwareness 406 1.00 5.00 2.9704 1.20092 

PurchaseIntention 406 1.00 5.00 2.9745 1.11242 

CompanyImage 406 1.00 5.00 3.3547 1.22260 

Valid N (listwise) 406     

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

EnvironmentConservation 406 1.25 5.00 3.4938 .89043 

RoadSafety 406 1.00 5.00 3.2266 1.37789 

SocialWelfare 406 1.50 5.00 3.3929 .88082 

Philantrophy 406 1.33 8.67 3.2447 1.04064 

Valid N (listwise) 406     
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 ( ,

, 

)  
 

 

Model Summaryd 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .795a .632 .632 .72892  

2 .841b .707 .705 .65216  

3 .853c .728 .726 .62909 1.649 

a. Predictors: (Constant), EnvironmentConservation  

b. Predictors: (Constant), EnvironmentConservation, Philantrophy 

c. Predictors: (Constant), EnvironmentConservation, Philantrophy, RoadSafety 

d. Dependent Variable: BrandAwareness   
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ANOVAd 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 369.436 1 369.436 695.314 .000a 

Residual 214.654 404 .531   

Total 584.090 405    

2 Regression 412.689 2 206.345 485.161 .000b 

Residual 171.401 403 .425   

Total 584.090 405    

3 Regression 424.996 3 141.665 357.961 .000c 

Residual 159.094 402 .396   

Total 584.090 405    

a. Predictors: (Constant), EnvironmentConservation   

b. Predictors: (Constant), EnvironmentConservation, Philantrophy  

c. Predictors: (Constant), EnvironmentConservation, Philantrophy, RoadSafety 

d. Dependent Variable: BrandAwareness    
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.777 .147  -5.299 .000   

EnvironmentCo

nservation 
1.073 .041 .795 26.369 .000 1.000 1.000 

2 (Constant) -.908 .132  -6.887 .000   

EnvironmentCo

nservation 
.687 .053 .510 13.020 .000 .476 2.103 

Philantrophy .455 .045 .395 10.085 .000 .476 2.103 

3 (Constant) -.624 .137  -4.553 .000   

EnvironmentCo

nservation 
.533 .058 .395 9.188 .000 .367 2.726 

Philantrophy .293 .052 .254 5.604 .000 .329 3.038 

RoadSafety .242 .043 .278 5.576 .000 .273 3.664 
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, 

)  

 

Model Summaryd 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .737a .544 .543 .75222  

2 .782b .611 .609 .69575  

3 .788c .621 .618 .68749 1.349 

a. Predictors: (Constant), EnvironmentConservation  

b. Predictors: (Constant), EnvironmentConservation, RoadSafety 

c. Predictors: (Constant), EnvironmentConservation, RoadSafety, Philantrophy 

d. Dependent Variable: PurchaseIntention   

 

ANOVAd 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 272.583 1 272.583 481.734 .000a 

Residual 228.598 404 .566   

Total 501.181 405    

2 Regression 306.101 2 153.051 316.175 .000b 

Residual 195.080 403 .484   

Total 501.181 405    

3 Regression 311.178 3 103.726 219.459 .000c 

Residual 190.003 402 .473   

Total 501.181 405    

a. Predictors: (Constant), EnvironmentConservation   

b. Predictors: (Constant), EnvironmentConservation, RoadSafety  

c. Predictors: (Constant), EnvironmentConservation, RoadSafety, Philantrophy 

d. Dependent Variable: PurchaseIntention    
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.244 .151  -1.615 .107   

EnvironmentCo

nservation 
.921 .042 .737 21.948 .000 1.000 1.000 

2 (Constant) .082 .145  .563 .574   

EnvironmentCo

nservation 
.521 .062 .417 8.424 .000 .394 2.536 

RoadSafety .333 .040 .412 8.321 .000 .394 2.536 

3 (Constant) -.057 .150  -.379 .705   

EnvironmentCo

nservation 
.466 .063 .373 7.358 .000 .367 2.726 

RoadSafety .246 .047 .305 5.188 .000 .273 3.664 

Philantrophy .188 .057 .175 3.278 .001 .329 3.038 

a. Dependent Variable: 

PurchaseIntention 
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, 

)  
 

Model Summaryd 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .782a .612 .611 .76283  

2 .811b .658 .657 .71634  

3 .815c .665 .662 .71028 1.934 

a. Predictors: (Constant), RoadSafety   

b. Predictors: (Constant), RoadSafety, EnvironmentConservation 

c. Predictors: (Constant), RoadSafety, EnvironmentConservation, Philantrophy 

d. Dependent Variable: CompanyImage   

 

ANOVAd 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 370.281 1 370.281 636.324 .000a 

Residual 235.090 404 .582   

Total 605.371 405    

2 Regression 398.575 2 199.287 388.367 .000b 

Residual 206.796 403 .513   

Total 605.371 405    

3 Regression 402.565 3 134.188 265.987 .000c 

Residual 202.806 402 .504   

Total 605.371 405    

a. Predictors: (Constant), RoadSafety    

b. Predictors: (Constant), RoadSafety, EnvironmentConservation  

c. Predictors: (Constant), RoadSafety, EnvironmentConservation, Philantrophy 

d. Dependent Variable: CompanyImage    
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.116 .096  11.561 .000   

RoadSafety .694 .028 .782 25.225 .000 1.000 1.000 

2 (Constant) .231 .150  1.544 .123   

RoadSafety .456 .041 .514 11.088 .000 .394 2.536 

EnvironmentCon

servation 
.473 .064 .344 7.426 .000 .394 2.536 

3 (Constant) .108 .155  .700 .485   

RoadSafety .380 .049 .428 7.743 .000 .273 3.664 

EnvironmentCon

servation 
.424 .065 .309 6.481 .000 .367 2.726 

Philantrophy .166 .059 .142 2.812 .005 .329 3.038 

a. Dependent Variable: 

CompanyImage 
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