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THE INFLUENCE OF CORPORATE SOCIAL RESPONSIBILITY AND STORE LOYALTY TO
PURCHASE INTENTION OF FURNITURE OF CONSUMERS IN BANGKOK

Kewalee Watphuangkeawl* Saranyapong Thiangtam2

Abstract

The purposes of this research was to study factors influencing purchase
intention of furniture of consumers in Bangkok, including corporate social responsibility
both after-process (CSR-after-Process), and in-process, (CSR-in-Process), and store loyalty
of customers. The study applied quantitative approach, survey method, and used
structured questionnaire as the tool in collecting data. Research population was
consumers who had purchased furniture from stores in Bangkok, and the samples of 400
people were selected by convenience sampling. The hypothesis testing by analyzing of
multiple regression with .05 significant level was utilized. The results indicated that CSR-
after-Process, and store loyalty of customers positively influence on purchase intention

of furniture of consumers.
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