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Abstract
The objectives of this research were 1) to
develop a structural equation model of

communication factors influencing donation to non-
profit organization 2) to examine the goodness of fit
the structural model of communication factors
influencing donation to non-profit organization with
the empirical data. This research was a quantitative
research employing the survey method. Data were
gathered by questionnaire and the research sample
consisted of 315 donators of 3 organizations which
are 1) UNICEF Thailand 2) Ramathibodi Foundation
3) The Thai Red Cross Society. Data were analyzed
with the structural equation modeling (SEM). The
results revealed that the structural model of
communication factors influencing donation to non-
profit oreanization developed in this research fitted
with the empirical data at the statistical significance
level of 0.01, 0.05, and 0.001. Also, the results of
path analysis of variables in this model revealed
that communication factor had direct effect on trust
with a path coefficient of 0.24. Social marketing had
direct effect on trust with a path coefficient of 0.23.
Corporate image had direct effect on trust, donation
motivation and had direct effect on donation
behavior with path coefficients of 0.40, 0.18 and
0.38 respectively. Finally, trust had direct effect on
donation motivation and had direct effect on
donation behavior with path coefficients of 0.42 and

0.26.

Keywords: Communication Factor, Donation, Non-
Profit Organization, Structural Equation

Modeling
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