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The Cause Related Marketing Causal Relationship Model of Creating

Market Value and Purchasing Decisions for Household Cleaning Products
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Abstract

This research aimed to study 1) the consumer’s personal factor in purchasing household
cleaning products, 2) the level of opinion on cause-related marketing, marketing value creation,
and purchasing household cleaning products, and 3) the validation component model on cause-
related marketing influence on marketing value creation and purchasing decisions for household
cleaning products. The research is quantitative. A sample of 600 people from 5 provinces,
including Nakhon Ratchasima, Buriram, Surin, Sisaket, and Ubon Ratchathani, from the AMOS
program used statistics to analyze structural equation modeling. The results were as follows: 1)
Personal factors of consumers: most respondents are female, have single status, have a
bachelor's degree, have a monthly income of 10,001-20,000 baht, and have an occupation not
in government service for 1-3 years. 2) The opinion level found that social issues focus on
product quality and have the intention to purchase directly. In addition, good cause-related
marketing for consumers is related to creating marketing value. Cause-related marketing can
explain the creation of marketing value by 62.00 percent, and 3) the creation of marketing
value has a relationship with purchasing decisions and can explain the creation of 96.20

percent of marketing value. It can be used to determine cause-related marketing strategies
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that are appropriate for household cleaning products by emphasizing quality products to
stimulate purchasing behavior.
Keywords: cause related marketing; marketing value creation; purchasing decisions; household

cleaning products
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Anisdasy L RIE A LTIt
(Independent Variable) (Mediator Variable) (Dependent Variable)
- D N G
NSARIABINISNAR NTNTNAMAT msanAuladanfnimumnin
(Cause-Related Marketing) NNNISARIR ANNNEEIARASISEN
1. ﬂ‘juﬁuﬁmmﬁmwﬁ (Marketing Value Creation) (Deciding to Purchase
Lﬁm%@dﬁuﬁ'mqmg@u 1. @m@i’mwmimﬁ Household Cleaning Products)
(Social Issues Related to the (Emotional Value) 1. mmc?iv’aﬁf@%y@wﬁmﬁm%
Environment) 2. @méqwqqﬁ'\mu (Intention to Purchase
2. mwmﬁ@uizwﬁw H; R (Social Value) HZL Environmental Products)
NART TR BRILINADNTL s @méﬁma‘mm | 2. s ladadandnsiomn
Teynnasas (Similarities (Price Value) WeaRwanaax
Between Environmental 4. @méﬁ‘wwﬂmﬂﬁw (Intention to Repurchase
Products and Social Problems) (Quality Value) Environmental Products)

. . e
k / 3. NTUBNADNIANDUN

(Word of Mouth

kEnvironmentoI Products) /

v

AW 1 NIBLLKIAANISITE

Figure 1 Research Conceptual Framework
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e AUNI5I9Y

M998 ASITLTINN15A9 81934194 (Quantitative Research)
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Uszannsitlsuinen e gialnafiduszaunisauiensendnsiominannnazenniuasaBanlu

v

Aufinanzdusandevsianauans Insdenuoulazanng vieau 8,886,807 Al WA 5 491197 laun

Ao 9 o

WATIIBRNT 91999 2,625,794 AM US5NE 919494 1,573,230 A% @ﬁuw% FIUIU 1,367,842 AU FEAZLNE

9
919494 1,450,333 AN WaT JUATIHEH 91194 1,869,608 AL (Department of Interior Administration, 2023)
AgNFIBE19 (Sampling) il liAdy A ;_ju%Tmﬁﬁﬂ'ﬁmumﬁmLﬁﬂﬂ%wz‘ﬁmﬁmmﬁﬁmwmmm%
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Tﬂf—.lﬂ”l‘iﬂ‘i"lﬂLLUUQ’WN@@NT@HN’]H?%UU Google Form LL@%LL"VﬂLLUUN@UQ’INT@EWﬁ\?ﬁ/Uﬂﬂ"luﬁﬁﬂﬂﬂ’m

Rajapark Journal Vol. 18 No. 57 March - April 2024 % 136



[ —
QIS@ISSTaANING
Rajapark Journal (ISSN: 1805-2243)

1171 18 aiiufl 57 fiwrAn - EIEUR 2567 - TCI ngui 1 uyuemMansuasAIANATERS 1 2564 - 2567

o o o

LASBINDAR

1
= A

wansfleoAdeiilsuniaifiuaausaeeya duinuseuaafiimun i ads RN e s
wUsiAnEn uwueeanuiu 4 gou e 1) {@N”@ﬁ"qfﬁﬂm&;m@uLLuumumN 2) SEAUANNAATINYBINITAATA
ﬁx‘im'ﬁqﬂﬂwﬁmﬁm*ﬁﬁﬁmwmmm?um%m%u 3) zé‘]’umwﬁmﬁum'ﬁﬂgﬁa@mrﬁ%fmwmfmmmwﬁmﬁwﬁ
YanuazenatuAsIEew uaz 4) srauanEAnfiunsinanlatenansainaaranatuasaBen Tag
z«lquﬁ 2,3 U 4 LﬁuLLuuﬂﬂumuﬂ‘ixLﬁuﬁ”CJﬂﬂxLLuu Likert (Likert, 1932) Lmzﬁm‘m‘m@muqfwmmm
Lﬂ%@\‘lﬁmﬁymmwgﬂ@y@wmLﬁ@mew;L%mmfy 6 AN AEARNITMIANATTATNEBAARBITLAIATH
(10C) ﬁéﬂ@ﬁ'ﬁwiw 0.68 &9 1.00 UAZANAIN BTN IATBIULLABLANN (Reliability test) &Tf;ﬂﬂ@éﬂﬁq@éw
30 AW NIIVANBLAEWIEeTaTiAWNTL 0.869 (Silpchary, 2017)

mﬁmsﬁzﬁ{mda

1) ﬂf]‘ﬁm‘mzﬁ"rjymjﬂﬁ"ﬁﬁgﬂLLuum‘mmﬁﬁqmﬁqﬂ@ mﬁﬂgfl\i@méqmqmﬁmmmLm:ﬂfﬁé]’mﬁu?@
FanARTTY AN a1ATHASIEEN ATENITUANUAIATNE ANSDEAT ANRALLATATIA ATEIMTENILY
NI ANANTHIL WAZANAIINIAY

2) ﬂ’l‘ﬁm‘i’]xiﬁmLmﬂﬂmmﬂﬂ‘i\‘iﬂ‘;’m (Structural Equation Modeling Analysis: SEM) Lﬁﬂﬁﬂmﬂ’@ﬁ/ﬂ
NN9ARIABINTIN AR m‘sﬂ%mmhmmm‘mmm wazaanisinanledendndmovinaanareinly
ASIEDY T@ﬂsfum‘zmmuéﬁLLu1_|@?mmﬁﬂ‘;ﬁ\aﬁuuﬁmmmﬁuﬁumwmmﬂgﬂqﬁugﬂﬁﬂﬁﬁﬁwmﬁ
vEe iuannnsn lsadfvileunisnasey Taun 1) A1 Chi-square 2) ANEAAD%4 Chi-square/df 3) Andaildn
AIMNNANNAN Goodness—of—fit Index: GFI 4) ﬂl’l Adjusted Goodness of Fit: AGFI 5) ﬂlfl Root Mean Square of
Error pproximation 6) ﬂl'w Standardized Root Mean Square Residual 7) ﬂI’I Comparative Fit Index: CFI LR

8) ﬂlﬁ Tucker — Lewis Index (TLI) (Diamantopoulos & Siguaw, 2000; Schumacker & Lomax, 2010)

a v

HWAN19379¢

o

nqusrasai 1 Anwndaduaauyanazoguilnatunisdnauledanandunvinanuazonn
MasEau

HANNTATEWLAN @iqusfmmﬁumﬂmﬁq druaw 328 au Anidiusasay 54.67 ﬁmﬂﬁwc}w 18 - 38
11 Saau 236 A Aniusenay 39.33 NNIANEITLAULAYYINT 911 242 AL Anuiusesay 40.33 &
snelpganyAraaeLiion 10,001 - 20,000 1w daau 251 A Anidiusasay 41.83 a1anwliasususIonis
Fruan 248 av Anudusseas 41.33 SuszaumanififigatastunisnAndaeyinanazatnluasaBem
1-3 1 §1maw 263 av Anuuseeay 43.83
fi’mqﬂﬁ:mﬁﬁ 2 AnENTEAUAMHANTINNITRAIABINNAR mﬁﬂ‘;qmméqmqmﬁmmm WALNIT
famulagandnstorminannazetniuasaEen
HAN1TATE WuaNAEARTINN1TRaIABentanaa TnasanagTussiunan (X = 4.33) Uszifiuloma
AWFIAN mﬂffiqm (X = 4.53) m"mﬁmLﬁumm;’]q@méﬁmqmimmm mmeﬂmwmmgﬁuizﬁUMﬂ

(X = 4.34) A ndrdduRMAIMINATAIMNINTga (X = 4.57) uazarnAnfiunisinaulade
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|
P

wanoun Tasnmsaneglusedl xan (X = 4.36) Macudrdyiuaiudslade sinflga (€ = 4.62)
ATNAGTY
InqUszaeail 3 AATIATULLUNITAAIABINNSNATITINARBNIFET1IADIATNNITAAIAUAE
mssnduladenandnmyinaasazennuas Fon

NANMTATENLAN N1TATITADUNITUINUIIDITOHA TABRI1UTIANANLL (Skewness) UAY
AAaailag (Kurtosis) Tneflinoumaonsiunasegtugms -2.00 fv +2.00 wazaalasasangtumas -7.00
9 +7.00 (Snae Namahoot & Laohavichien, 2018) WLAYAgaAANHAAAMNILISENINS ~0.735 B4 -0.053

uazfinnAnnlnesenn19-0.859 v 0.783 uansanvayang lunaniivnizan Aanns1ed 1

A9 NN 1 NTATIIFDLANELNITUINUINVBYAUULLUNG

Table 1: Verifying normal data distribution characteristics

pmsznau Aanafy  aswdoau ﬂ’J’]NL‘J PRSI
(component) (Mean) HINTFIH (Skewness) (Kurtosis)
(Standard
Deviation)
N13AAIABNNTSNAA (Cause-Related Marketing) 4.33 0.5425
Usziimalaymamudann (Social Issues Related to the 453 0.512 -0.273 -0.686
Environment)
AH I BULAZAITHAN TN NN AT B A IR A e 413 0.569 -0.053 -0.859

AUTeyn1R9AN (Similarities Between Environmental Products and

Social Problems)

mﬁﬂ‘;ﬂmmﬁﬁw%m‘mmm (Marketing Value Creation) 4.34 0.7028
@mﬁﬁ‘ﬂ’l\‘imimﬁ (Emotional Value) 4.21 0.6613 -0.460 -0.190
@mﬁﬁm\‘iﬁmm (Social Value 4.24 0.7847 -0.269 -0.664
Qmﬁﬁm\ﬁﬁm (Price Value) 4.32 0.6215 -0.205 -0.644
QmﬁﬁWﬂﬂﬁmﬂﬂW (Quality Value) 4.57 0.7436 -0.302 -0.689
nasmauladeHARTITNARS TR AZDR 4.36 0.6974

Tumsaden (Deciding to Purchase Household Cleaning Products)

mwﬁyﬁ@%@wﬁmﬁmﬁ (Intention to Purchase Products) 4.62 0.6545 -0.554 -0.236
nasadnladatnaniom (Intention to Repurchase Products) 4.10 0.7215 -0.324 -0.399
nasmanladelnanisusnaenandinm (Word of Mouth products)  4.36 0.7163 ~0.735 0.783

Y Lo e o s _ ey C
HANTINT AIMNANNUTIZN19590157 N9 3A9E AR ATsIUe 0.598* f 0.746* fivAu
@Ay n1eadia 0.05 B9laiAn 0.080 Mariudaulsnmnadsiiauwmnzandmsulalunisiinsnm

ULIUAIABIANNTS (ATIAT (Prasittirathasin, 2008) AYA15199 2
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§ o o ! o {6 % a < o o 7
A9 2 ﬂ’]iVIﬂﬁﬂUﬂQ’]N’NNW%‘ﬁiK‘M’J’]\?GI’JLLU‘EﬁTﬁTuﬂ’W‘E’JLﬂ‘i’?:iﬁﬁﬁ’mnlwuﬁ

Table 2: Test of relationship between variables used in correlation analysis

msmmm%amiqﬂa N9 Qméﬁwwm‘mmﬂ nsfnAnlada
Constructs
(CRM) (MVC) (DEC)
CRM 1.000
MVC 0.665 1.000
DEC 0.598 0.746 1.000

2) WaN1TIATIZBIRUsrnaUTadeBedusi Confirmatory Factor Analysis (CFA) Wa@nmsiauLs
fdanala marendusaudsunssadaaiuniey uazdaudsnisdanalndidaynan Tudunonuil
wuseuadisdninuesdullgndneen naafe wosnan 0.60 (Har et dl, 1998) As19gavlads
Vel suaanuaiuUansn s iense §9unisnsaaaeauan Average Variance Extracted: AVE
@g"ﬁmﬁw 0.715 §9 0.903 @9Tus1na1 0.50 waziilaRa1504191MAT Composite Reliability: CR WU a1
finagszna19 0.917 &9 0.963 A1 CR ANINNAT 0.7 WAAIA ﬁumdmﬁmwmmmu (Saibuator &
Snae Namahoot, 2019)

3) LUUSIABIENNNTIATIETTY (SEM) iunnanaseuaananefnann1sUsuaeuuuusans
ﬂymjﬂL%\mcjmvﬂﬁumme‘immﬁimmmmmeﬁ wasennTlSuLLLs asaiisfiarsandeanuniila

VVGEUAT WU LUUS1aIENN13IASIETIHRMNEBRAanITInYa BT NENINTW fIpns1ed 3

{ s o a o ! o a & o
A19197 3 INoTANAERNEU SRR LT UANT I N AN ANB AT AN VIS AR A LU

Table 3 Evaluation index criteria comparing the number of degrees of freedom of the two models.

il ANBESENIN NSNARBULALLUAINNg R N15EaNTUY nsEaNsy
(Index) (Value is Between) {ﬂﬁaﬂuaﬁgqu (Acceptance) (Statistics)
(Testing Theoretical Models with Data)
X2df <3 AanARBITI(consistent) Tifin 3 1.648
(No more than 3)
GFI 0fiv1 ADARADITI (consistent) >0.90 0.974
AGFI 091 ABAARB3TY (consistent) >0.90 0.949
NFI 01 ABAARB3TY (consistent) >0.90 0.982
RFI 01 ABARRBATT (consistent) >0.90 0.971
IFI 01 ABARRBATT (consistent) >0.90 0.993
RMR 0fs1 ABAARBITH (consistent) <0.05 0.009
RMSEA 0fs1 ABAARBITH (consistent) <0.05 0.045
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X°/df = 1.648, df = 23, P = 0.026, GFI = 0.997, RMR = 0.009, RMSEA = 0.045, *P<0.05

{ &% a ¥ ! o ¥ a o/ < o
AT 2 Nﬂﬂ’ﬁ’JLﬂ‘i"lt“lﬂ(?’l')LLUUﬂ"I‘EGIﬂ"Iﬂ'ﬂGﬂ"I‘iQﬂN m‘m‘mmmmmqmimmmLmzm‘smmﬁu?@%@m@mﬂmmmmmﬂzmm
o A
Tuﬂi’]lﬁ'ﬂu
Figure 2 Results of Analysis of the Cause Related Marketing Creating Market Value and Purchasing Decisions for Household

Cleaning Products

I3 Y o a ¥
4) WANITILATICLTINT L‘VWJﬂ’mTuIN Lﬂ@m\lﬂﬂiiﬂ‘s\m‘m\‘imqLLUUﬂ’W‘jW@’merﬂ’]‘iq FANNTTNIN

! o y A o T o A o =
@m@"m’?\‘iﬂq‘j@@’mLL@Zﬂ’W‘NI@‘Iﬁ%T"V‘%@Nﬂ(ﬁ]ﬂm"ﬂ%’]ﬂqqﬂﬂﬁi’ﬂ’m?‘uﬂ‘mL‘iﬂu@ﬂ@”}‘ﬂﬂﬂ 4

H L4 v o = v 1
n1519% 4 Nﬂﬂq‘i’lm‘i"lz‘lﬂL%xiﬂ"lL“MVJﬂ’WEITH TNLﬂﬂﬂNﬂqﬁTﬂﬁx‘lﬂ‘ﬂdGI’JLLUUﬂ"IiGINWC"IENﬂW‘EQﬂﬂﬂ"l‘iﬂﬁ’]\iﬂﬂm"m"ldﬂq‘iﬁm"lﬂ
uaznsdnAulateandndominauazanaluasaFean
Table 4 Results of internal causal analysis Structural equation model of charity-based marketing model, marketing value

creation and household cleaning product purchase decision.

Anlsua FNENA NSARIABINTISNAR msﬂ;'leqméﬁ anssnanlada
(Result variable) (Influence) (CRM) NIATTARIA (DEC)
(MVC)
MVC DE 0.787* - -
IE - - -
TE 0.787* - -
R? 0.620
DEC DE 0.174 0.858* -
IE 0.747* - -
TE 0.921* 0.858* -
R? 0.962
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NN18e: DE AaBninanianss (Direct Effect), IE Ap@nTwanieaeu (Indirect Effect), TE Aa@niwasan (Total Effect)

*FatudANNaT Afl9ziu 0.05

HENIINHNANITIATIENULLTIADIFIULUNITARIABINISN AANIFIFTHADATINATIARIAURE
nadnauladanandanyiianuazeiniuaiaden fannsndenluguaunislaseasn (Stuctural
equation model: SEM) Uaza1HTaUAAISLILLILIAHANUS [ARanInT 3

ANANSTH 1 NFETNAMAMNNETAGTR = 0.787 x (ANTAAIABINIGAAA) ; R = 0.620

annnfl 2 nadnaulatanandominanuazeintunsaien = 0.174 x (NSAIABINIENFAR) +

0.858 x (MNTAINATANNATTARIA) ; R = 0.962

v '
19839 ARATNNNITARIN

(Marketing Value Creation)

0.787* 0.858*

a o e a s <
ﬂ”l‘ic‘lﬂ’]ﬂﬂﬁﬂﬁ‘iqﬂﬂ ﬂ’]‘jmﬂﬁ%?@%@ﬂﬂﬁlﬂm%

(Cause-Related nauazatnvasadan

Marketing) (Deciding to Purchase Household

Cleaning Products)

- J

ANH 3 FUULBVNENANITARIABINIFNAR NITFTNAUAMNNITARIA Aasnanan1sfnaulatonansounyinaanazan

s =1
Tupsnidau

Figure 3 Cause-Related Marketing Influence Model Creating Marketing Value that Affect the Decision to Purchase Household

Cleaning Products

NANNST 1 A1H5aBLNETAN NERTNABAMNNIERATA (MVC) TRFUBVBNANI9RTINIan
nnsnatadantsnaa (CRM) Tagflandndssansiaunnamadu 0.787 Adudndqmnesiia fisziu 0.05
Tagn1smandenisnaa (CRM) THULUTIa098IH150 0B U8 ANHULITFIHI0S N15H319ADANNIN
nanann (MVC) Tasmeiay 62.00 uazannamnafl 2 adunelann nnsimanladanansauninanuazannty
A3aEew (DEC) TAFUAVBNANI9ATILAZNNEBNN19INN1IARIABINIINAa (CRM) Tagfa1duilszand
WL 0.174 wazln3LByEnan1ansInaInnIsEaInAmNnIgaata (MVC) Tnefiadanlsana
iynaniy 0.858 TagnsnanaBenisnem (CRM UazN19a319aniamIantsnann (MVO) Tuuuudiass

o g a o ) o vy
N’]N’]‘iﬂﬂﬁ‘u’]ﬁlﬂ’]"mLL‘L]‘j‘ﬂ‘iflu?lﬂ\‘iﬂ’]‘i(”l@ﬁiﬁ@‘%’ﬂw@@lﬂmsﬂﬂqﬂQ’WNN$ﬂ’WWTHﬂ‘§QL%’ﬂu (DEC) Tm‘mmx 96.20
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