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The Effect of Cause Marketing towards Purchasing Intention
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B Abstract &

As the social value gradually increases, the company’s social responsibilities are granted and there are a growing
number of requirements for a public value to economic value for the company.

The cause marketing which has become widely known, it allows us to realize these values and in dictionary meaning,
enterprises justification combines with marketing strategically, and is also illustrated as ‘Cause Related Marketing.’

For specific action plan, it is a marketing by connecting the selling of the product and donation to work out together
to improve environment, public health, and poverty. This study examines how the cause marketing impact on the
consumer’s purchasing behaviour and purchasing intention and to find out whether there is an interrelationship.

As a result, it turned out that cause marketing effect on purchasing attitudes and also the purchasing behaviour
impact on the purchasing intention. Furthermore, the cause marketing influence on purchasing intention. As the idea
of consumption gradually changes from the product consumption to value-based consumption as the time flows, the
result of this research drew out the meaningful contents.

Keyword : Cause Marketing, Purchasing Attitudes, Purchasing Intention, Value-Based
Consumption
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cause marketing

Functional Value
Economical Value
Social Value
EmotionalValue
SituationalValue
Precious Value

|

Purchasing attitudes

Purchasing Intention

Purchasing behavior

<{Figure 1> Research Model
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(Table

Rlwe]

1> Factor

Variables of Hypothesis

Concept

Factors

Item Description

Functional
Value

The product is well-made

Maintaining consistent quality

Meets standard of permission

Safety

Beneficial to health

Economical
Value

Reasonable price

Worth paying for the price

Suitable price

Good quality product compared
to the price

Social
Value

Favourable impression to others

Increases self-esteem

Similar purchasing groups

Feeling of socially recognized

Indicates self

Ethical
Consumption|
Value
(Cause
Marketing)

Emotional
Value

Feeling of satisfaction

Feeling of happiness

Provides pleasure and delight

Make a favourable impression

Product which meets
individual’s preference

Well-designed product

Situational
Value

Suitable for a gift

Recommendation from friends
affects one’s decision

Media experience affects one’s
decision

A special event offer affects
one’s decision

Precious
Value

Fresh image

Uniqueness

Provides novelty

Many new feature

excites curiosity

Purchasing
attitudes

Purchasing
attitudes

love the product

Have a good feeling toward the
product

The product is satisfactory

Think positively about the
product

Want to know more about the
product

Purchasing
Intention

Purchasing
Intention

Would like to purchase the
product

Would like to continue
purchase the product

Search for to purchase the
product
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(Table 2> Frequency Analysis

Section Frequency | Percentage(%)
Male 203 752
Gender
Female 67 24.8
Purchasing ves 112 415
experience no 153 567
Internet 112 415
Friends 50 185
Recognition Broadcasting 28 104
path Seminar/
through 18 6.7
educations
Others 62 23.0
A Under 20's 15 56
e groups
In 20's 255 94.4
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(Table 3 Credibility/Consistency

25

List Communality Cronzach's KMO X2 p-value

The product is well-made 691
Maintaining consistent quality 744
Fugiﬁ):al Meets standard of permission 766
Safety 086
Beneficial to health 549
Reasonable price 710
Economical | Worth paying for the price 671
Value | Suitable price 744
Good quality product compared to the price 666
Favourable impression to others 599
Increases self-esteem 69%6
Social Value | Similar purchasing groups 710
Feeling of socially recognized 743
Indicates self 167

Feeling of satisfaction 629 ol 904 | 4676354 | .000
Feeling of happiness 145
Emotional | Provides pleasure and delight 730
Value Make a favourable impression 744
Product which meets individual's preference 146
Well-designed product 766
Suitable for a gift 643
Situational | Recommendation from friends affects one’s decision 676
Value Media experience affects one’s decision 713
A special event offer affects one’s decision 645
Fresh image 673
Uniqueness 162
P{]e;llz:s Provides novelty 719
Many new feature 194
excites curiosity 651
love the product 699
Have a good feeling toward the product 51

PUrhasing | The product is satisfactory 686 87 | 829 | 663178 | 000
Think positively about the product 459
Want to know more about the product 692
Would like to purchase the product 827

Purcha.sing Would like to continue purchase the product 341 891 747 | 473383 .000

Intention

Search for to purchase the product 804
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(Table 4y Correlation Analysis between Variables

Variables Purchasing | Purchasing | Precious |Situational | Emotional Social | Economical | Functional
a Intention attitudes Value Value Value Value Value Value
Purchasing 1
Intention
Purchasing -
attitudes 195 1
Precious - -
Value 088 o84 1
Situational - - -
Value 533 577 666 1
Emotional - . - o
Value 658 711 G 623 1
Social . - - - -
Value .369 422 566 533 592 1
Fconomical | 70 469" 4830 | 40" | s 52" 1
Value
Functional 170 475 480" 468 496" 5007 208" 1
Value

Note) ™ correlation coefficient is valid at 0.01 level.
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ARl vigk el i=e] v e 59.9%0]H, 3 2 vyt v 3A4e B8 VIFZE 108 |
A4 ROHE 00002 FOIF A welF AL FAWAY} 010134 AT BF FA4)
Table 5> Analysis of Cause Marketing and Purchasing Attitudes
unstandardiged beta standardi.Z(.ed beta collinearity
coefficirnt coefficirnt t-value p-value
B standard error B tolerance VIF
constant 465 175 2.656 .008
Functional Value 085 067 073 1.258 210 453 2.207
Economical Value 081 056 085 1.443 150 443 2.255
Social Value -.130 .046 -.153 -2.8%4 005 534 1.872
Emotional Value 430 062 424 6.957 000" 412 2425
Situational Value 102 055 104 1.845 066 481 2.078
Precious Value 321 059 332 5425 .000° 409 2.444

R® 599 R? adj 589 F = 65.108 p-value .000

Note) “ p < 0.05.



214

Qrin @ & Qo B AvelE tE TAY
o] 9l Aoz eyt
7 2 et Fropelmel] o b, ol
e ool wel J3g v,
Tl =t el teel] ojul ek JFL A=t
£ AAs] A8l s ARA S sk 3R
o] e SAAHEE ARSI 4

A= <Table 6>9 2t}
<Table 6> A&} o] Fujejzol] tist F-uje]

an)7) (320 )7 el Esh Folel o) vA o

27

7H 3 &l AZE(ZZ=vAE) 9 el =
off gjg 714

B>

Hlﬂi](qéﬂ}?ﬂa 7b ool e of
=7t AAs] AAd g3l
slF o] e AN
. A A3E <Table 7>% 2th
<Table 7>cllX ¢} o] &4 Zn7kA(a=
vpA) Ol tg rejele] AdnE 2 71.4%0]H,
317129 fFolgE 00022 frosh Auts B
Fa gk 7k AAS B {EH anrkR(E

‘ko‘_‘_4

i Mz &
Mo 1 ot o
32 o

24

>~
-
o

ol
-

o] AiEd 633%0lH, 3714 folgE .000 znpAR) e 8l T AREA 7HA, A THA,
o Fo3 A3E woFa gtk /A 4 AAT e Fjze] A(v)e] J&FS v
3 FoleEst FujeEe] 9 vAE Ao & Ao uekow] 75A A, BAE 7,
et B B4 g Ao® vehg HRA AL PGB VA4 g
(Table 6> Analysis of Purchasing intention and Purchasing attitudes
unstaéléieegidéizrﬁ beta Stanéi(;a;gdfliiiefmbeta t-value | p-value collinearity
B standard error B tolerance VIF
constant 145 152 950 343
Purchasing attitudes | .926 043 795 21.438 000" 1.000 1.000
R* 633 R? adj 631 F = 459.579 p-value .000
Note) “ p < 0.05.
(Table 7> Analysis of Cause Marketing and Purchasing intention
unstandardi_zed beta standardi.zgd beta collinearity
coefficirnt coefficirnt t-value p-value
B standard error B tolerance VIF
constant 035 225 156 876
Functional Value 134 087 099 1.548 123 A52 2213
Economical Value 149 072 134 2.063 040 442 2.262
Social Value -.187 058 -.189 -3.194 002 533 1.876
Emotional Value 507 079 430 6.388 000" A34 2.068
Situational Value 152 071 133 2.149 033 434 2.068
Precious Value 222 076 198 2.926 004 409 2.447

R? 714 R? adj 49 F = 45660 p-value .000

Note) “ p < 0.05.
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