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Abstract

This study had 3 objectives; 1). To study the degree of media perception on corporate social
responsibility of department store 2).To study the relationship between media perception on corporate social
responsibility and customer satisfaction 3). To study the mediating role of customer satisfaction between media
perception on corporate social responsibility and behavioral intention. This study collected the data from 200
participants at a buffalo racing festival in Chonburi province. Purposive sampling was employed. Exploratory and

confirmatory factor analysis were tested. Structural equation modeling was employed to test the hypotheses.
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It was found that most of respondents were female and 31-40 years old. They hold a Bachelor degree and

earn 20,001-30,000 baht per month. The degree of media perception on corporate social responsibility of cultural

project in Thailand and customer satisfaction was at a high level. In addition, the degree of behavioral intention was

at a very high level. Moreover, it was found that media perception on corporate social responsibility have a positive

relationship with customer satisfaction. In addition, Point of event media has an indirect effect with behavioral

intention through customer satisfaction.

Keywords: Media Perception, Behavioral Intention, Corporate Social Responsibility
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Ja88T 64.64-77.03 AIRUAITANIRU AN LN AN
fruald Jsiunassudalunisiianevesdlsznay
B9fuew (CFA.)

Tunsiesziosdusznaudefudu (CFA.) in
Atz I38WIIIN9INAT Factor Loading>0.5 (Hair et al.,
2010) SipdAYNIEAGT .05 (Bagozzi and Yi, 1988)
LazATRAINRDaARDIRBIN RN T TnualT 1T
CFI>.90, GFI>.90, TLI>.92, RMSEA<.10 (Joreskog and
1993; Browne Cudek, 1993)

a & & A A o o & o
AnTzReIAYIzNaULTIg BT BRI ILYIUHNING 3 @1

Sorbom, and WANIT
WUI1AN Factor Loading ﬁmagsw'iw 0.53-0.94 waze
srfianusaaasasdinnmaiamnwaly i URERITRD
fo Janasit XZ = 436, df = 2, p<.00, CFI=.95GFI=.93,
TLI=.94, RMR=.04, RMSEA=.08 lagud31uaziduaaiuaad
Tua19f 1

LY . Average
o . A AN Cronbach’s Composite
Ay A185U1Y . Variance
adailsznau Alpha Reliability
Extracted
o w1 4 !
mssugmaﬁa‘lu‘[ﬂsams CSR-Faniazn
CSR1 MIWEUUEBUTNANNWITANINT LT .88 .70 .96 .55
Insviest
CSR2 myhuaiusywhaunareduiaaiiia 63
CSR5 MITWAUUARUIUTIIALAZYRINITZAN NN
A \ o ¢ .66
ROUIATU 15U InTrieel
CSR6 nMITwEiUARLIUTI ALz IITiTzANMIRe
a « .65
Aulaasiiie
n1ssuinadalulasinis CSR-Fatan1zgn
CSR4 msiamﬁum&uﬁwﬁumaﬁamwwzﬁﬁ] i 1he's .90 .82 .90 .82
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o . A ATRINBN Cronbach’s Composite
II815 bETTRY] . Variance
adAdsznay Alpha Reliability
Extracted
CSR8 mss”maﬁfuwwﬁmwi’aLm:"uaaﬁszﬁnma?a .78
wnzha 1w el fianeluem
ms%’ui@ia%‘lufasams CSR-ﬁbyﬂﬁa
CSR3 msi’maﬁfua@uﬁw_ﬁﬁmaﬁfaqﬂﬂa T gARikes .85 .74 75 .62
Lﬁaw%aﬂuﬁ‘ﬂ
CSR7? msimaﬁumqswﬁmwi’aLm:“umﬁsxﬁnma%‘a 53
UAAN LT Qn@RTta WinAu3an
ﬂ']'m‘ﬁdwa‘lammgnﬁ’ﬁ (Customer Satisfaction)
SAT1 AR EINaTEITNAY .79 .90 .97 .61
SAT2  anuwNzaNzaITddalumslsznie santay .94
SIgpseTy
SAT3 ANMNANEENTRITITAluMTUTENIA amia .93
POIRIRS
SAT4 anafanalalunwnuvasmyhnaiuauunu .69
Ysswdiianne
anaaslalunisring@anssu (Behavioral Intention)
Bl dudainarnavanlFusIfiveETIWEu A g 53 .75 .96 .59
WA
BI2 sudaiasimsnauaznaululdusnisd 71
FUFTINEUAN A
BI3 sudafenudnlyldundaneznsululgusms 78
AvaETInGR A
Bl4 sufainznsuanlFusmInvheasTWaum A ot .68
ke

®aLKA: d1 Factor loading MNNANTIATER eI UTzna UL s i udn

a & = )
5.1.3.4aN13ILATTAANNU L TOD B UAS
ANNLNBINTI
a & sood oA
5.1.3.1 HaN1IIATIEAANNU LT B

(Reliability Analysis)

v v
A AaA,

@1 Cronbach’s Alpha 28341% 338Tud Aoy
%979 0.70-0.90 wananhluinuisoguil g3lauszidn
' A A ' .
ANNUBILTBDN DYDY Construct 31NA1 Composite
Reliability (CR) ¢a381nn41 0.7 (Hair et al., 2010) laaein
ae & & ' ' ' o o @
CR 2839398 FultdA1043:nI14 0.75-0.97 Favinl4
mmsnagﬂ"lﬁ’h A170aIAInUTHHILGREAIN TN aRaL
ac & Xa oA A
Iud’]%’sﬁ]EJ“D%%SJF]’J’]&I%’]L‘HE]E]E]E;N
5.1.3.2 Validity Analysis
HRIINNITILATIERBIAUSENoULEI&T33 et

AN INARAUAINNLALINTIANATIAILNITTLATITA
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pdadsznauifedudu nan1sitaTzRasAdsznautds
fudu ladududrtavesarndsuesudaazaaindalda
ULAEIAUNATEINNIILATIER 04AUTzNa UIEIEID A
éi'm”ﬂ‘*qﬂ@Taﬁwams‘mﬂaamﬂﬁﬁfﬂéﬂﬂ”tymmﬁﬁﬁ .05
Tusuisosuilldvinnsiianesianufssnss
(Validity Vﬂmﬂmﬁmmuﬁamﬁau (Convergent Validity)
wazAINLAEIaTIFedunn (Discriminant Validity)
Tugruvasanufssasadoniontin Rarsmn
21N61 CR  6¢94811N31 0.7 Waz@ Average Variance
Extract (AVE) @a9u1NN41 0.5 (Fornell and Larcker, 1981)
WNAN1TIT8WLIA1 CR mawﬂu’?fﬂ%uifﬁﬁmgsw’iw
0.75-0.97 UAze AVE 8321119 0.55-0.82 Sougasld
Lﬁuﬁammaaﬂﬂfpi"aamﬂuﬁa%iiu‘im“mgamam”afmaa
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§runniiu WaNsm1anan AVE  lagaaudsudsidanna
WineasatFedunntiu d1veas3nfigesuas AVE axdas
nnIenaul Iz AnTanaunnivosanlsudsudazan
HANNIILATIEHNLN A120931NTN80IT09 AVE 28969
LLﬂiﬁlﬂL“Hylu\‘]’]%”i’ﬂyﬂﬁﬂ"]a%J'ix'ﬂ’i’]\‘] 0.74-0.91  Waen
é’uﬂs:ﬁﬂ%%ﬂﬁ'uw"’ufmamﬁLLiJiLLuJaﬁ@i’lagjiwiw 0.05-
0.27

Jirapa Phungbangkruay and Angkana Ankananujaree

INNHANITTLATIZRAINNUILTGad D wazAlIY
NI TIL T T o uUaTANLADIATILEIs U UNAIN Lo
naNNId I nUnIY tauaadlWiininarTavesaudsun
NINNAA LT I wITusuidalinud1Gedouazdnanu
A o v & A
NBINTIF aanzaaliidiuluarsien 2

A | a a5 v o ¢ o P Ao
A19197 2 uEadAFNUTEANTanFUNUTVa 9w TUH AT LE LU Ui

o 2 o w1 A o v A = Aa Aa
MIsuiAe  mIsuidede nssudede edaiewela  wadnssand
. v
Honazn OS] AR 2BIANA AN 1D
o W q
MITUIADFANIATH 74
o w1 A
MITVIADFAANIZIA 27 91
mssuinadayaaa 20 23 .79
= v
anuianalovasgnan .05 27 10 78
A Aa <&
waAnsINNAANAIle .07 .05 18 27 77

RANBAG: 1). Kamyliazianaunuinnaudsiibdayniaiian .05; 2). infisesves AVE waasliluuuwinzuos

5.1.4.HAN1INATAVANNAFIU

msﬁnmﬁaams%’uj“uaagﬂﬁma?{'aluimams
sudaraudadiaNvedatnnsluaulszinmionaiy
a”am”@mq?tfu IdasauuAgIuiinuaunuinIIaTs
imdnmﬁ'ﬂfmaa@jnﬁ”ﬁfﬂ'a?}aa:ﬁwaimﬁamn@iammﬁa
wa'lwaa@lnﬁmazmwﬁawa‘lwaagnﬂ”wfm:dwa@ia
awaslalunsiwginssa

HANITATIERNLIY lueanisiuiaesgneide

fFadlanumunzanluszaud (Good fit) lasWarsmiann

A1519% 3 wamiﬂ@aauawﬁg’m

#1 RMSEA=.06 (Browne and Cudeck, 1993; MacCallum
et al, 1996) UATANATRAAINNFOAAFDINIWLN AHT
Mrua ludrunavesnisnagauanudgiuwudn Jidss
LQW’]:?QLQW’]:Q@] wu drelafia tiuidnadonanuis
walazasgne (t=10.06, sig.=.01) uazanuRiwalafiug
danuaslalunisriwg@nssy (t=8.43, sig.=.03) agnadl

RoFIAYNIIEHAN .05 IuaziBuaaiuaasluassn 3

Independent Variable -> Dependent Variable

I} t-value Sig. Result

H1a: Mass Media Perception%Customer Satisfaction
H1b: Point of Event Perception%Customer Satisfaction
H1c: Person Media Perception%Customer Satisfaction

H2: Customer Satisfaction=>Behavioral Intention

.03 .39 .70 H1a: Rejected
27 10.06 .01 H1b: Supported
.00 .05 .98 H1c: Rejected
27 8.43 .03 H2: Supported

(Explained variance in Customer Satisfaction = 43 %)

(Explained variance in Behavioral Intention =47 %)

Xz =177.675, df =96, p<.00, CFI=.93, GFI=.90, TLI=.91, RMR=.04, RMSEA=.06
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csr2

csrb

csrb

csr4

.78 |Point of event

csré

Customer
Satisfaction

Standardized Coefficient AL .27 LazANRIWalatIuaas
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Wnluawn 2

bi1

bi2

Behavioral
Intention

bi3

bi4

sat1

csr3

sat2

boob

sat3 sat4

53 Person Media

csr7

2999 999
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E‘.IJ‘VI 2 Structural Model Result
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