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The purposes of this study were (1) to analyze the causal relationship between
demographic characteristics of people in Silom area that affected charitable marketing,
and (2) to develop model for charitable marketing activities.

This samples were 1,250 people found on Silom road. The data was collected by
a questionnaire and analyzed by SPSS and AMOS computer applications to find causal
relationships.

The findings revealed that the sample’ demographics (age, religious values they
had, information they received through media, and charitable patterns) had a causal
relationship with charitable marketing at a significance level, p = .05. Furthermore, the

developed model for charitable marketing activities correlated with empirical data at 60%.

Keywords : Cause related Marketing Activity, Cause related, Charity model
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