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(Greenpeace International)
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(United Nations Millennium Development Goals for 2015)

(Reduce Child Mortality) 5)
Maternal Health) 6)
HIVIAIDS, Malaria and other Diseases) 7)
Environmental stability) 8)
Global Partnership for Development)
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(Eradicate Extreme Poverty and Hunger) 2)
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3
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(Individual Donor) 2
(One-off Donor)
(Phase Donor) : 1
3
(Database)
(Direct Mail)
(Printed Media) (Brochure),
(Leaflet), (Catalog), ,

(One-off Donor)

(Special Thanks)
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5
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241 51.3
4.2
20-30
31-40 144 30.6
51-60 57 17.2
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4.4) 255 54.3

155 33.0
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229 48.7
4.2
188 48.7
241 51.3
470 100.0
188 40.0
41-50 81
12.2 ( 4.3)



202

30 6.4,
25 5 5.3
1.1
4.3

0 (]
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31-40 144 30.6
41-50 81 17.2
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470 100.0

4.4 I\
5 11
25 5.3
30 6.4
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155 33.0
470 100.0
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1 125
26.7) 87 | 18.6)
5 12.4)
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96
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(
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26.7
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203

10,000-
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100.0
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86 | 32.2 )
(WHO) 40 17.8) ,
() 13.8,7.1, 49
25
4 18.2)
(. ,
(To be Number One), , ,
( ) 23 | 21.9 )
(WHO) /) 16 15.2)
10
95 ()
7 6.7
39 31.2) , ,
4.7
( ) 86 32.6
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311 1
63 23.1) 48 29.3)
62 21

22.7 16.5
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1

=2
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11
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i
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7

(6.7)
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(9.9)
39
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23

21
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4.9
() *
176 21 203 379
() (704)  (37.5)
17 4 21 38
() (6.8)  (55)
15 12 27 42
() (6.0)  (16.7)
( ) 14 4 12 22
() 51)  (24)
10 2 10 18
() (40)  (2.8)
24 25 49 73
() (9.6)  (34.7)
250 72
() (100.0)  (100.0)
1=, 2=1
19
(World Wildlife Fund: WWF),
21 375 1
)
6.8 5.5

2.8
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4.10
131 45.8
37 26.1
' 59
26 20.6 18.3
, () ()
4 .12 , 6
() 12
10 85 10
14 ,
(World Vision), ,
(Fordec) g ( 12.9)
46 32.4)
(Brand Recognition)
411 (Logo)
() 418 89.3 50 10.7
470
100.0 430 40
915 8.5
469 98.5
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() (1) (17)
37 46 83
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286 142
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(Brand Familiarity)
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(5-pointed Likert Scales)

431

299

144
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36
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320 32 ( 4.12)
411
418 50 468
()
() (81.3) (10.7) (100.0)
470 0 470
( ) (200.0) (0.0) (100.0)
430 40 470
() (91.5) (8.5) (100.0)
462 7 469
() (98.5) (1.5) (100.0)
4.12
M
( ) 3.20 1.27
4.31 0.86
3.21 1.12
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? ? 5 1= h=

(Brand Awareness)
(Brand Recall) ( 2
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1
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4.13)
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4.13

M
0]
02
03l
06!
Awareness) 4
(One-way ANOVA)
4.14
4.52 )
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) (Brand Recognition) (
0 ) (Brand
S )

1-8 (

5.63,5.15 493, 452

M M M
0! A 45
1D 4 3
a LUl 498
03! £et ab

T . L8

4
(Brand

(Pos-hoc Analysis) LSD
( 5.63)

( 5.15) A 4.93
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4.14
M SD F p Post-hoc
Analysis**

1) 4,52 186 £ (31873)=41.81 00  1<2, 1<3,
2) 5.63 112 1<4, 253,
(3) 4.93 1.73 2>4, 3<4
(4) 5.15 1.47

P * flu 1-8

* (Post-hoc Analysis) LSD

(Communications Awareness)

4
4 6

417 | 88.7)

( ) 53 11.3)

414 88.1
56 11.9
306 (
164 | 34.8)
264 206 56.2 43.8

4.15)

65.1)
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417
()
() (88.7)
414
() (88.1)
164
() (34.9)
264
() (56.2)

(Attitude toward the Brand) 4

(One-way ANOVA)
LSD

() 3.75

53

(113)
56
(11.9)
306
(65.1)
206
(438)

(Pos-hoc Analysis)

4.16)
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470
(100.0)
470
(100.0)
470
(100.0)

411
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( 3.95)
N 3.80) 4 3.56-3.64
4.16
()
M SD
()

3.80 097
3.64 0.94
3.60 0.91
411 0.89
3.95 0.93
357 0.91
3.56 093
3.75 0.78

5 1= 5=

417
4.45 7 4.35
3 ,

463,453, 4.44
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3.29
(3.14)
(3.44)

4.19
3.78

(3.61)

4.53
4.44
4.37
4.63
4.39
4.39

4.40
4.45

(

SD
0.61
0.69
0.72
0.58
0.75
0.73

0.78
0.58

4.18)
3.14-3.44

4.01,3.86,

216
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(One-way ANOVA)

3.38
3.26
3.21
3.33
3.14
3.44
3.30
3.29

4.01
3.86
3.76
3.75
3.61
3.78
371
3.78

217

SD

0.97
0.98
0.93
1.01
0.98
1.00
1.00
0.84

SD
0.78
0.82
0.82
0.88
0.89
0.87
0.87
0.71

(Pos-hoc
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Analysis) LSD (
4.45) () :
( 4.20)
4.20
M SD F D Post-hoc
Analysis**

(1) 3.75 0.78 F (3, 1857) =197.66 .00  1<2, >3,
(2) 4.45 0.58 2>3, 2>4,
(3) 3.29 0.84 3<4
(4) 3.78 0.71

L vie 5 I\ 5=

¥ (Post-hoc Analysis) LSD
4,

(Brand Credibility)
(Expertise) 5

(Expert), (Experienced), (Knowledgeable),
(Qualified), (Skilled)
(Trustworthiness) 5
(Dependable), (Honest), (Reliahle), (Sincere),
(Trustworthy) 10
(Expertise) (Trustworthiness)

(Brand Credibility)
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(
3.49)
(Trustworthiness) ( 3.42)
3.64
( 3.38)

421

(Expertise)
3.46
3.44
3.64
3.64
3.62
(Trustworthiness)
3.42
3.38
3.39
3.43
3.47

(Expertise) (

0.86
0.85
0.82
0.82
0.80

0.79
0.76
0.84
0.86
0.79

3.56

3.42

3.49

219

0.68

0.71

0.65
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454,452, 444
(Trustworthiness) 4.26
(4.36)
4.22
(Expertise)

(Trustworthiness)

4.44
4.52
4.46
4,54
4.39

4.36
4.16
4.26
4.25
4.25

0.73
0.68
0.68
0.69
0.70

0.76
0.82
0.78
0.78
0.77

(
(Expertise)

4.47

4.26

437
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0.61

0.69

0.61

3.45)
363



(Trustworthiness) ( 3.25)
3 ( 3.72),
( 3.68), ( 3.65)
3.20 ( 4.23)
4.23
M SD M
(Expertise) 3.63
3.65 0.87
3.68 0.86
3.172 0.85
3.52 0.87
3.57 0.86
(Trustworthiness) 3.25
3.20 0.86
3.29 081
3.23 0.90
3.28 0.89
3.21 0.87
3.45
3.97 (Trustworthiness) 3.73-3.79 (
4.24) (Expertise) 4.10-4.21
( 3.19)

( 4.10)

221

D
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0.78

0.71
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4.24

(Pos-hoc Analysis)

3.49)

(Expertise)

(Trustworthiness)

(

4.25)

(

LSD

3.45)

4.17
421
4.20
4.17
4.10

3.79
3.76
3.78
3.73
3.75
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M
417 071
0.79
0.78
0.77
0.80
0.78
3.76 0.71
0.82
0.77
0.80
0.80
0.79
3.97 0.65
4
(One-way ANOVA)
(
3 .
( 3.97)



4.25
(1)
2)
3)
(4)
5.
Engagement)
3
ANOVA)

(
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M SD F P  Post-hoc
Analysis**
3.49 0.65 F (3, 1862) =204.98 .00  1<2, 1«4,
4.37 0.61 2>3, 2>4,
3.45 0.71 3<4
3.97 0.65
5 1= - 5= 1
(Post-hoc Analysis) LSD
(Brand
4
1 (Intention to Behave)

(Intention to Donate) :

4 (One-way
(Pos-hoc Analysis) LSD

) ( 3.84)

3.99) ( 3.70)
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( 3.84) (
4.26)
4.26
()
M SD
3.99 0.88
3.70 0.90
3.82 0.92
3.84 0.80
5 1= 5 = Q
4.27 '
4.29
( 4.45)
4.26 4.14
4.28
3.21
( 3.23)

3.20



4.27

4.28

4.29

3.68  3.67

4.45
4.26

4.14

4.29

3.23
3.20

3.20

3.21

3.73

SD

0.73
0.83
0.90

0.73

SD
0.93
0.95
0.99

091

(3.83)
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4.29

(Post-hoc Analysis)
4.29)

(

(

(

3.21)

4.30)

LSD

3.83
3.68

3.67

3.73

(One-way ANQOVA)

3.73)

3.84

SD
0.84
0.87
0.90

0.80
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4.30

Sample f-test

100%,

(

(

3.84

4.29

321

3.73

3.82),
3.87)
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SD p Post-hoc
Analysis**
0.80 F (3, 1874) =138.94 .00 1<2, 1>3,
0.73 1>4, 2>3,
0.91 2>4, 3<4
0.80
1= 5=
(Post-hoc Analysis) LSD
% 3
6
d Independent
417
3.53),



(

4.31)

431

4.50

4.40)

4.12

(

3.82
3.53

3.87

4.32

4.35)

53

3.25
3.15

3.62

414

164

t (460) =5.12
t (465) =4.16

f (467) =2.15

5=

56

306

.00

.00

.03



0.44,
0.30

4.33)

4.32

433

3.58
3.64
3.43

412
4.13

3.77

3.14
3.34
3.09

t (463) =4.65

t (464) =3.06

t (467) =5.75
5=

229

.00

.00

.00

.00

.00

.00



4.34
(394
(35 383 )
( 402
434
M M
3.94 3.58
4.02 3.89
3.83 3.59
5 1= «

toward the Brand)
(Brand Engagement)
(Brand Credibility)
Engagement)
Moment Correlation
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( 3.58)
1 1 1
3.59 )
t P
t (466) =5.62 .00
t (467) =2.15 .03
t (468) =3.18 .00
5 =
3,
(Attitude

(Brand Credibility)

(Brand
Pearson Product



4.35

61)

4.35)

45)

60
A7
38

)
4.36

.38)

.00

.00

.00
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4.37)

53)

4.36

4.37

4.38

4.38

61
58
A5

o7
S
91

53
D4
49
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.00
.00

.00

.00
.00

.00

.00
.00

.00



(One-way ANOVA)

4
4.39
M
3.86
4.28
3.20
3.66
41-60

$D
0.86
0.79
0.94
0.85
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Independent Sample f-test

(Pos-hoc Analysis) LSD
( 4.39)
t P
M SD

3.82 0.74  t(467)= 047 .64
4.29 0.68  t(467)=-006 94
321 0.88  t(468)=-0.01 91
3.79 075  t(468)=-1.79 .07

3 20-30 , 31-40



41-60

30 31-40

4.40

(1) 20-30
(2) 31-40

(3)41-60

441

(1) 20-30
(2)31-40

(3)41-60

3.74

3.80

4.01

4.17

4.24

4.50

( 4.40 4.41)

SD F p
0.81 F (2 466) =469 .01
0.78

0.79

5 1= 5=

(Post-hoc Analysis) LSD

SD F p
0.76 F (2 466) =871 .00
0.74

0.66

11
5 1= 5=

(Post-hoc Analysis) LSD
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20-

Post-hoc

Analysis**

1<3, 2<3

Post-hoc
Analysis**

1<3, 2<3



20-30

31-40

41-60

20-30

31-40

41-60

4.42

4.43

4.42

321
3.22

3.20

3.66
3.71

3.84

4.43)

SD F p

0.82 F@467)=020 .98
0.94

1.00

0.77 F@ 467) =202 .13
0.78

0.86
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Post-hoc

Analysis

Post-hoc

Analysis



(

( 444) 4,
4.47
4.44
M
(1) 4.09
(2) 3.87
(3) 3.69
4.45
M
4.39
4.31
4.21

) ( 4.09)

( 387 360
SD F
0.79
0.79
0.79

5 1=

(Post-hoc Analysis)

SD F

0.75
0.70

0.78

4.45,

F (2 466) =599 .00

LSD

F (2 466) = 1.52 .22
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4.46

Post-hoc
Analysis**
1>2, 1>3,

2>3

Post-hoc

Analysis



4.46
M
3.34
3.23
311
4.47
M
3.86
3.65
3.80
(15,000 )
)
4.51)
25,001

15,000
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) F D Post-hoc
Analysis
0.99 F(2,467) =161 .20
0.89
0.90
1= 5=
$D F D Post-hoc
Analysis
0.80 F(2,467) =247 08
0.85
0.70
1= 5=z
(15,001-25,000 ) (25,001
()
( 4.48, 4.50,
( 4.49)



4.48

15,000
15,001 - 25,000
25,001

4.49

(1) 15,000
(2) 15,001 -25,000
(3) 25,001

L

*%

4.50

15,000
15,001 -25,000
25,001

3.79
3.95
3.80

4.17
4.30
4.43

3.26
3.22
3.14

SD F D

083  F(2458)=173 .18
0.74
0.80

SD F p

080 £ (2458 =495 .00
0.68
0.65

) o 5 =

(Post-hoc Analysis) LSD

SD F D

091  F(2459) =064 53
091
091
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Post-hoc
Analysis

Post-hoc
Analysis**
1<3

Post-hoc
Analysis



4.51

15,000 '
15,001 -25,000

25,001
%

3.70
3.76
3.74

SD

0.78
0.82
0.83

F p

F(2,459) =021 8l
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Post-hoc

Analysis
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