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A CASUAL RELATIONSHIP MODEL OF SERVICE MARKETING MIX AFFECTING THE
CORPORATE SOCIAL RESPONSIBILITY AND BRAND EQUITY ON CONSUMER-BASED
WITHIN THE RETAIL BUSINESS: HYPERMARKET IN THAILAND
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ABSTRACT

The purposes of this research were 1) to study the corporate social
responsibility and brand equity on the consumer-based 2) to study the factors of
service marketing mix affecting the decision-making on consumer-based and 3) to
present a casual relationship model of service marketing mix affecting the corporate
social responsibility and brand equity on consumer-based within the retail business:
Hypermarket in Thailand. This research was the survey research and development. The
data were collected by using questionnaires. The statistical analysis used was
frequencies distribution, percentages, mean and standard deviation. Referable statistics
for hypothesis test and statistical search were calculated for Structural Equation Model
(SEM).

The results showed that the samples considered the retail business:
Hypermarket, in Thailand, had corporate social responsibility at high level; comprising
philanthropy, economical, legal and ethical sectors respectively. For brand equity, the
samples mostly had brand awareness because of its recognition for Tesco Lotus and
Big C. They recalled Tesco Lotus brand, firstly. The brand image of both Tesco Lotus
and Big C was strength, favorability and outstanding at high level. Service marketing
mix affecting a consumer's decision on service using the retail business: Hypermarket
in Thailand was considered an important at high level. A casual relationship model of
service marketing mix affecting the corporate social responsibility and brand equity on
consumer-based within the retail business: Hypermarket in Thailand, at a statistical
significance of the 0.05, indicated that 1) the service marketing mix had direct effect
on corporate social responsibility as well as direct and indirect effect on brand equity
via corporate social responsibility. 2) the corporate social responsibility had direct
effect on brand equity and 3) the brand of retail business had not direct effect on
service marketing mix, corporate social responsibility and brand equity. For a
developed causal relationship model, it was created consistently with empirical data
and had an ability to predict at good level, acceptably. As a consequence of the
correlation was 85% and 41% respectively, which the acceptance of correlation was

more over than 40%.
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Chi-square= 137.51, df= 93, GFl= 0.95, RMR= 0.047, RMSEA= 0.049, *P-value<0.05
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WHa CSR= muiulinsaunadenu (Corporate Social Responsibility), fuUsia BE=AguA
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uana i wansiengisUiuuanuduiudidanng 1 ansadeulvedlugUaunis
Taseata Tgwsdl
SMM = 0.17 BRB; R? = 0.03
CSR = 0.05BRB + 0.92 SMM; R? = 0.85
BE = 0.03 BRB + 0.36 SMM + 0.52 CSR; R? = 0.41
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Useineilng AldauTuiiauaenndestudeyadaszdng feanunaunduvedunaly
A wuh dndrusadalaauni/Aduwiinnududase (7df) Seviitu 1.48 3
tounin 3 Welimsiansanadaiinguiidmualifisdumnnimiowindu 0.90 wuin fudl
NNAlekA GFI=0.95, AGFI=0.91,CFI=0.99 H1wuneuet Al PGFI=0.55 H1uNeiuINNImIe
Wiy 0.50 runaut duseiififvunlifiszdutiosndn 0.05 wui1 Advll RMR=0.047 waz
RMSEA=0.049 snuinausifiinmualfiguidenfu Sﬂﬁgﬂul,wia 99AUTEN OUVRIFUL UL
amanfissmsadasanatimiindads (Factor Loading) fAdiaus 0.40 Fuly (Firdfurysnl) uae
ffedAgyn1eaii (Esteghamati etal, 2010) mmmiamLauaimwwwmuwuama
wingaulusiuuUsenda (Parsimonious Model) Fanmdi 2
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AULlIzaNNIINITIRAIALTNNT
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1. W@msAni (Product) (0.80)

2. NNIRUUATIA (Price) (0.75) 1. 1AsugNa (Economical) (0.91)

*
3. 4a9n19n1samanung (Place) (0.82) 0.92

2. nuAne (Legal) (0.92)

4. madadINn1Inann (Promotion) (0.85) 3. a3asssn (Ethical) (0.89)

5. wilnaug1iLdnns (People) (0.79)

. NYuea73) (Philanthropy) (0.85)
6. aNMULNINNIENW (Physical) (0.76)

. NITUAUNMTIILINAT (Process) (0.79

0.36*\‘

AnuAnsAuA lagldiEnnsgsiafnan

Mamszniing lums@uAn (Brand Awareness)

1. n13anan1# (Recognition) (0.80)
2. n99=anlé (Recall) (0.70)
A WANnIRI1AUAT (Brand Image)
3. AuLdaunga (Strength) (0.86)
4. mm%wﬂau (Favorability) (0.84)

AnulanLAL (Uniqueness) (0.87)

M 2 sdsvuanudus g wnvesladediuyssauniinisnainuinisiiinadeniny
SuRaveusedinuLazanAnsduilulaglduinisgsianuan lawesunsing lu
Usemelng Nlasunsiaudusgamangay
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Adefivsuinuddgluseazdunvesnsideeiusena Tgeradd

Usgifiuil 1 danvszaumsmsnaiauinstimnudisiusmansseainuiuiiaveuse
deau 59089 FANUFURUTNIINTILAE N DUABANAINTIAUATLABHIUAIUTUR AT U
Femu Tiszduilodifmeadn 0.05 du fanuduiusnsuinuagnduussansidums (Path
Coefficient=0.92; DE=0.921L620.83; TE=0.83 (DE=0.36, IE=0.47)) %aaam%’uamagmﬁ H1
way H2 Wil lunisindulalduinisgsiaduaniy dmmndrdléuinislimnuddysodiy
Uszaunnan1snainuinisuinfaziivingsnasuandainaninusuiingeunednuuingis
wpiiduduil desnmsiiduszneunisviessdnsgshaldlviarudduazen fadsnisuan
Auuazunisidgunm fnaasnds saufs nislideyavesduduazuinmsiduniy
Twiofuslna Awinen wanll (duszaimienisnaiauime) duudusifunisuansoonis
nsfunsosfuilnafiosdnsgsiafisufoideduilaa suiludsisdlfifuianuiiasosss
LazSuRnvousedinudIuTIYeIgTAY BeapandaiuuuIAnaufURnYeURedIANAe N3
FuflunsilesdnisgsiafsiivsufiRifedsnulnediuy ldadrsanudemeliiinduun
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HipunazAaundon TemdediauuarUszrrulifinunmiindidtu Gadus salnaa,
2556) waiAndeindinerasilanazinanngietsiumanguane (Griffin, 1996 uas
Mondy, 1998) SNTEenAZDINUNAIIUITHUDS Na, Mershall & Keller (1999) &ufunns
fimuneuAakaia (Traditional Framework) 104 Keller (1993) Tnglduuusiass “Brand
Power Model” Lﬁai%slumia%mstia%fNﬂmmm3'1?11451’11%5@%14mumw%mﬁmmidw
Usgaumansnannsing q anansaiazujialdegnals Tagldisiamedeu femsiaau
nszniindfinlunsaudnagnssonsu Tuieliisianienss dronisinaudfionelanaiu
fnRreduduaznagounuidnsemsianaindud 3 Ussinnlunmald danuidedudud
iwelaviamanguiuazuion
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TulagldusnisgsinAvanlaesuniiin lulssmelve (H2) lneauainsrdualulaves
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f¥dnuareeniuiuegrsuniviane dadu gsfamudnlawesindiin neldmsdudinald
Tadiauazing dsaonadosnuuuifn Keller (1998) find1291 yuuesvosfuilaady o19f
wapasnaInseuiulunA M EUATLAnAaY Judaalindndeing q 1udiden
uarfinstenefiunndneiu wiedndevils auamsdudansaialdannisisimnaid
wilonitveansidudidulunain (Brand Leveraging) ?jﬁmﬁuﬁﬂﬁﬁﬁimié’ﬂL"f]uasj'ma
fnasdeassnndennmduiludnuiidniuagldfunsdnasiuifitlunimndudn
Tuhwiduduauaiviifunamaninsmaudldfunsseuiuandemuanisindiming
(Farquhar, 1990)
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peAnsludosmsnesumiansisdndas (Brand positioning) Teelulavesgnandususy
usn (@adulnesian, 2552)

Useidiuil 4 anduivosgsieliiianuduiusmanssdedulssaunismainuinig
Anufuiintoudediny wagauAns1Audiseduiioddamieada 0.05 Feufiasis 3
auufgiu (Ha-H6) unandliiiiudt lidenauduesgsieduanlawesindifin azsidumals
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gilosiiunes, 2556) aduuil msdudugsiavesisznaunts asdinisBashulud

[ v

doyeyn Yorndinuaziiasusssuniegsna mensydlianuddguazldlasuiinveusediay

T o

Yuyukarviodu BAtug vilnea, 2553 uarsAtiug vilnaa, 2556) sanisaurii sl

9
[ ] a

daausince uenmiloan nisulansgsianfaudndusenisiionnisuilnavesauly

[ 1% [y

ANAUNIYNULDY

Jorauauuz

n93981 Dauouuruumidlunnaduaienueainsaud-lieglulaglduinig
dniugsiadnuanfirosisd 1) nqusegnaglivininiuingshafuanlalvianudidy
seduUszanniansnatauInsidnadensiadulalduinisluseduunian loua du
WAn S eavatnuanessBveliidente dudiisimieldiunmssusesnnsgu
AW SuInsfulseiunuamaud fuinsfuldeu-Audud nsdlaudrge/dmi
Faiu grRaTemandnduulouensmiufiaunmaud “linels Sufiduiu’ vie “Usedy
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psdumavan suniinaugliuinsifertundnaulinisdousuia Tiaugiemae
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