=l
unn 5

#gluazanilsena

(Cause-related marketing-CRM)

9

(Varadarajan & Menon, 1988)

(Qui et al., 2003; Ellen et al., 2000; File &Prince, 1998)

(Experimental research method)

(Factorial design) 2X2x2 3
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(Quality)
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(Brand



Subrahmanyan (2004)

Subrahmanyan

strahilevitz — Myers (1998)

Strahilevitz
Myers (Guil)

(2549)
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(Inertia)
(Assael, 2004) Lascu (1991)

Betra  Ahtola (1990)
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Pham (1968)

(Aaker, 1996; Fombrun, 1996) Dacin - Brown
(2002)

(Aaker, 1996;
Keller, 2003)



(
) Ellen
(Peripheral processing)
(2004)
(Selective attention)
(Overwhelming)

(Schiffman & Kanuk, 2004)

Ellen (2000)

Assael (2004)

Solomon

(Selective exposure)

(Perceptual blocking)
B |
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Mohr
Webb (2005)
(Trade-off)
Lachowetz (2002)
(Assael, 2004)
Keller (2003)
(Node)
Heider (1946,

as cited in Solomon, 2004) (Balance theory)



Fearn (2005)

(Solomon, 2004)

Page



Keller (2003)

(Secondary source)
Page  Feam (2005)

Campbell (2002)

(Jones, 2005)

(Corporate reputation) (Corporate
identity) (Corporate association) (Gotsi &Wilson, 2001)
(Corporate image) (Dacin & Brown, 2002) Fombrun (1996)



(Aaker, 199)

Lewis (2003)

(Multidimensional)

Fombrun, 1996; Lewis, 2003)
5

(Aaker, 1996;
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Aaker (199)

(Assael, 2004)

(Keller, 2003)

(Assael, 2004)

(Attribution theory)
(Offer)

(Relevant)
(Extrinsic) (Intrinsic)
(Schwartz, 1997)
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(Assael, 2004; Schiffman & Kanuk, 2004)

(Barone et al., 2000; Hoeffler &
Keller, 2002)

(Keller, 2003; Page & Fearn, 2005)
(Elaboration
likelihood Model)
(Peripheral route)
(Petty &Cacioppo, 1983)

2 Linville  Fischer (1991)

2 2
Linville  Fischer

Linville  Fischer (1991)
(Use-hased complementarity)
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strahilevitz ~ Myers (1998)

(Affect-ased complementarity)

(One price)

(Social judgment theory)

(High latitude of acceptance) (Low latitude of rejection)

y
(Assael, 2004)

(Strahilevitz & Myers, 1998)

(Decision heuristic)
(Solomon, 2004)
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Bhattacharya ~ Sen (2004)
(Early stages of hierarchy of effects)

Barone, Miyazaki  Taylor (2000)

(Compensatory process)

Hoeffler ~ Keller (2002)

(Bhattacharya &Sen, 2004; Lachowetz et al., 2002;
Mohr, Webh, &Harris, 2001)

( idimensionalist view of attitude) ~ Lutz (1991)

(Affective component) 1’
(Cognitive component) (Conative component)
(Beliefs)

(Consequence)
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(Brand association) (Corporate association)

(Aaker, 1991; Anantachart, 1999; Keller, 2003)

)
Aaker (1996)  Keller (2003)

(Strength) (Favorability)
(Uniqueness)

Tl Nowak (2000)

(Associative leaning) (Blocking)
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(Node)

(Brown & Dacin, 1997; Hoeffler & Keller, 2002)

Nestlé
() Nestlé
1 (H
: " 2549)
1
1
Namthip
Nestlé 2
Bhattacharya ~ Sen
(2004)
( )
Bhattacharya ~ Sen
2

(Stimulus discrimination)
(Stimulus generalization) (Assael, 2004)
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(Lavack & Kropp, 2003)
! ( ) Lines
(2004)

(Lavack & Kropp, 2003)

(Well-gstablished)

(Less-established)

Lavack  Kropp (2003)
(Internal value)

(Self-fulfillment) (Self-
respect) (Warm relations with others)

(Developing
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country)
Maslow
(1970, as cited in Solomon, 2004) (Maslow’s hierarchy of needs)
2
Maslow 5
(Physiological) (Safety)
(Belongingness) (Ego needs)
(Self-actualization) ( 5.1)
51
Maslow

NSANANTAR

/ nseNgay \
o+ (T
/ nsflungesiusindsns \

/ AN aRAABILATAINNUAY

/ ATINARINTAUFIY

: Adapted from Solomon, M R. (2004). Consumer Behavior: Buying, having, and
being (6th ed.). Upper Saddle River, NJ: Prentice Hall, p.122.

(Lewis, 2003)
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De man
(2005)

Hobbes ( .d. , 2519)

(Deindividuation)
Solomon (2004)

(2521)



1

(Barone et al., 2000; Webb & Mohr, 1998)

File  Prince (1998)
(Promotional tool)

(Polonsky &Speed, 2000; strahilevitz & Myers, 1998; Webb & Mohr, 1988)

Strahilevitz ~ Myers (1993)
Webb  Mohr (1988)



Cone/Roper (2000, as cited in Cui et al., 2003)

)
(Personal
relevance)

Dean (2003)

Dean

(Change-of-

meaning process) Friestad ~ Wright (1994)

(Commercially motivated)
(Change-of-meaning principle) (Persuasive
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message) (Selling message)

Page  Feam (2005)

Ellen, Mohr ~ Wehb
(2000)

(Consumer fairness)
(Page &Fearn, 2005) 2

( )

Webb  Mohr (1998)
(Balancers)
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Andreasen (1995) (Contemplator)

(Internal validity)
(External validity)



(Donation situation)
(Magnitude of donation)

(Corporate
social marketing) (Community volunteering)
(Socially responsible business practice)

(Issue focused CRM program)
(Multi-phase CRM program) (Business activity CRM
program) (Target focused program)
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(Hedonic product)

(Utilitarian product)
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