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The purposes of the current study were to examine the main and interaction
effects of elements of cause-related marketing (CRM) on corporate reputation and
brand equity in consumer’s mind. By using the 2x2x2 factorial experimental research
design, three CRM elements were manipulated. They were 1) product type (drinking
water and ice-cream) 2) type of support (cash and product) and 3) product price of
product (premium and standard). The study was conducted with 255 Chulalongkorn

University’'s law students during February 2006.

The findings showed that the consumer’s brand equity when doing CRM with
standard price was significantly greater than that when doing CRM with premium price.
But no such effect was found on consumer’s corporate reputation. Meanwhile, product
type and type of support indicated non-significant effects on both corporate reputation
and brand equity. In addition, the results demonstrated that there were no interaction

effects among the three factors on corporate reputation and brand equity.





