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Repurchase Intention: The Effect of Corporate Social Responsibility and the
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Abstract
This study aims to investicate the relationship between corporate social responsibility,
environmentally friendly image, customer attitude, and repurchasing intention of full-service airline
customers. A quantitative research approach was employed, using survey data collected from 408 Thai
travellers. The data were analysed using partial least squares structural equation modeling. The findings
revealed that corporate social responsibility positively influences the environmentally friendly image of
airlines but does not directly impact customer attitude. In contrast, an environmentally friendly image has
a significant positive influence on customer attitude, which, in turn, positively affects repurchase intention.
This study emphasizes the importance of sustainable operations in building customer loyalty and enhancing
competitiveness in the airline industry. The findings suggest that airlines should focus on developing an
environmentally friendly image, as it directly influences customer attitudes and repurchase intentions.
Strategic initiatives such as advertising campaigns and environmental education programs should align with

customer expectations to foster long-term repurchasing.
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(Han et al., 2019; Park, 2019)
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yosesAnsiimuIn1sanmguidiidinleids (Stakeholder Theory) 493 Freeman (1984) fiuniauainesdnsnis
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UNNUNIUITTUNTIN

wwIRAREIfuANSURNYEURBEdIALYBYDIANS (Corporate social responsibility: CSR)

mSuRinveUsodinuvesesdn s lunaAnd Ay iiagviouunumvesesinslugiusnailomeadnm Ados
Filsfamansenuannissdunuderidiulfide (Stakeholders) sislusnuiasygia dsau uazdauinden uusfn
CSR fWaunnisannmauigilalsids (Stakeholder Theory) ¥94 Freeman (1984) Saigueitesdnsasaidusu
Taedilsfanauselovivemnniadiuiiisados laidazidugnd wiinou suvu dhamu viewusinsmagsia
\loarsaunavenmANgiauagaudBunadinulusszend (Freeman et al, 2020) usnainil CSR &
unumdiAgylunsduasnasesssuesdns aiennulingdavesyuilan wavatvayunsidiusanluniswmm,
YurU TsdenAdeaiuLLIMIedesd nsanUszwAlunstuiedou WWhminenswauniigdu (Sustainable
Development Goals: SDGs) Taatanig SDG 11 "LﬁaﬁLLazsqmmﬁﬁyﬁu (Sustainable cities and communities)"
uaz SDG 16 "aanduiiduuds Tsdla uasflenuefisssu (Peace, justice and strong institutions)” fisjaitilveadns
wnvufiunumlumswmundsauegsdidiusin Wsda uazdsdu uasdimudansouuuianves Carroll (1991)
é’amtﬂuﬁugmlumia%ma CSR InetauainnusuinteuvesaddAnInsaunay 4 46 laun weisugna ngvuiy
9385931 wazn1snaa Fauandliiiiuinesdnslimmjaiivamamls uidesduiunumelindnsssniviatazeiy
nsziindedinnlnesn Fuwnadnalisunseenslugadagiulnetiumsaiunuesuiineulandigsia
wavdspunsaunu (Porter & Kramer, 2019)

MATeMInsmaIaLazasuImsdanisisalauaulatunisiinumaves CSR Adwiusionisiuives
Fuilna Tnslamnzsunmdnualesdng (Corporate image) wag siruaRvasgnA (Customer attitude) Feiidvdna
Giawqaﬂiimmi%aﬁz}éﬂ (Repurchase intention) agnsiid Ay (Fatma et al., 2020; lbrahim et al., 2021) penalsh
na CSR Laildihlugngfnssudeuinlaesnlud iesnanundmginssuvesgnédsiueg futladoundoudu

9 19U UTUMMeTasss Auliaela agn135uslanu1veteeAns (Chen & Tung, 2014; Chen et al., 2015;
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Groening et al,, 2018) fatfumsdlaunuimveanisivy Csr FadudsddyBsdugramnssunisuinisiidesiion
nmdnvaluasUszaunsalvesgndndudfey

geamnssunsiu lnewizatenistuuimsfuguuuu nsanfiufanssy CSR lananewdugnsenans
ddglunsasrsenuwansiswasauliiuieunansutedy Tnsmznisdeansnmdnualdudwindon wu
AnumEngmannsUassasuey nslindsaumuiou waznsdaadyiausssumnudsdulusadns (Glavel,

LY 1%

2021; Hwang & Lyu, 2020a) Nan15ANEINAIETUTUTUIT AIIUTURATOUADAIWINADUVDIDIANTUNARDNITTUS
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Manwalleuan JahludinuainauwasiiuanusnivesgnAtlusyezen (Lu et al, 2022; Papadas et al., 2019;
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Zhou et al., 2022) wi111IdEIUNINITATUAUUUNUINTSY CSR slanmanualuasnginssuduilng uangad
Fosiauslszms Wy AN TR ssuTienavilinaves CSR lulaenadastulundazUssma wionnsi
anA1uNINguLes CSR LﬁULﬁEJQﬂaq‘wﬁ‘iw}\‘iﬂ’]‘i@]a’](ﬂﬂ,ﬂﬂﬂ’hﬂ’s’m@?ﬂﬁ]ﬁﬁﬁ%@ﬂ@ﬂﬁﬂi (Becker-Olsen et al., 2006)
yenang mmLLUiUmusummaﬁwésﬁuasﬁmsﬁumiﬁﬁhuﬁamaﬂqﬂﬁﬂLLaﬁ%miﬁami CSR fiesrnsidentd 3
anvdmadenmudeievemusudluszezen (Du et al, 2010) MTlnszdanudonlesszning CSR funadns
\Banginssuvesiuilandadunuimedfyiigsiaaenisiudedinnualosgiseiads ilossnuuunagnsns
doansuavsluuiineulandieiunisnaiauazanudsdulundendu
wwrAfigatunmdnwaifiiduiinsiudawindeau (Environmental-friendly image %30 Green image)
awmdnwaliifuiinstudwinden mneis mssuivesiuslnaressdnsiiuansanuysiusonisdiduny

o199ty wazldlalunansenusedsinasy (Chen, 2010) Tuu%umaqqiﬁamsﬁu Mwanwalagyieunufangsy
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fiannsudesfmideunsvan nsldndsuegaivssans nmsaianisiianululefundsuazetn wazns
duasunisiunises iy Feaenndostuithuunenisvauiidduvetesdnisanusyui Tneaniz SDG 12
“nsuslnAuLaznsNAReg198adu (Responsible consumption and production)” wag SDG 13 “n1ssuilefunis
Wasuulasanimgiienna (Climate action)” Fsilisdnsiinmiuinveudeduindeumugluiunusiung
maesugie Wudsaiuidninnsuazfuimslugsianisuiinistimnuauladnumegisnrevns msdutlads
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nflanudAsenindentduinislugsiv Tnenmdnwalidunssuivesyanariunsduda nsueadiu nsldgu

30331 udoUsvaunsalfvhliiAnuasinvesnande anudn wageuseiuladifdessa uenaindunis
UszidlunndnealvegnAtanunsaUssiduinudfveinssuianvaemanen muasian1uidning1auianves
anAn (Crompton, 1979) Aeazwiuldainauideaes Chen & Tung, 2014 ﬂfiﬁLﬁua'waaﬁﬂsﬁ'q'qLﬁumia%"'m
amdnualidudnstuasnedouannsnasanuldiuToumensudstu wenand brahim et al. (2021) &9
atfuayuitnisdeaseglusslaiierfunisdidunuiiduiasiuauedeundunagnidifylunisaiianig
undeieliiiigsia sunseulIAAMauANaANTIUMNLULUAL (Aizen, 1991) ViruaRvosfuilnatiunumdndylu
nstmuanginssa TngviruainiinainnsiuiiBsuindenusudviessdnsidanuiviinveusedauwandon azte
nsgfunuiAnauazanulineda Sahlugianunfidlunislduineietodn (Han & Hyun, 2018) afuslae
fuiiesAnsliarudndnsiedwindon wanwdinaeimuimuailudseduayuuasdanuduiusmedninedu
awdnwaiogvEndanniu Fnssunssuiindnuandiifuinmdnuaifiduiastuiuedonliifowsidu
iwdnaflenamananaindu mnuadadudsiiosdnsfisjiRuardoansnmdnuaiiuiaseiiingutimede

NansEVUYRInIURAYe URDdInLvesesAnsienndnuai ulinsfudsandeudunudiniusiingg
Iesunsasavasuiiteligsivanunsasuiunslsogiamnzay (Ozkan et al, 2019) Insgsiaansnsdudniuses
nydeUmNLTURnveUsedInvetesAnsTiaztIsaiimadenlsudauiniieliignAinnisiuinmdnvaives
5319 (Garcia-Madariaga & Rodriguez-Rivera, 2017) 1nan 5@ n¥1vae Nguyen-Viet et al. (2020) lao§u1edn
mmdnwalFanadeudunsiuimadenuildunansenuananusuiisveunazansldlasest uuinavegsia 3
fansnasgrsunsensandulavesduslaalulagdu uanantiunuURnveURadIANTEsesANT TV g sRas
Wqnﬁnawﬁmmﬁﬁgmmma"]ﬁyl,ﬁuﬂ’]i%’uimmmwﬁwaﬁﬁLﬂuﬁmﬁuﬁm’mé’amL%W’mﬁw (Aramburu &
Pescador, 2019) ﬁqﬁ?umiﬁﬂmﬂ%ﬂﬁﬁaﬁmumamagm Ao

auufignuil 1 anusulinveuredinuvetasinsdwaiuindenmanvaiiidulinsiudandon

wuRANERUTiAYARYRIRNAT (Customer attitude)
vimuaRvesgnAlunisuszdulnesinvesfpuieiuanudn Jsauianuidniiugiuvesnnuseunay

AuTleuvesgnA (Kim & Kwon, 2018; Najar & Rather, 2021; Rahman et al., 2019) Imaaﬂmﬁwﬁﬁ AFUARLTIUIN

3

sagsnatuuildunirguiuaviseatvayulugsiatuuinnininves e nivinuafideau (Reitsamer et al., 2016)
Inganududouvesiruafagndldlidudiiag wianusadsuwladddnelddvinavesanmuindonuaznis

vidsuuUasly (Lee et al, 2021) nsvhanadnlasiruafvesgndndsdiarudndudmsvgsiameliiulan

ASIAUINISAATY (Ajzen, 1991; Han et al., 2019; Hanafiah & Harmdan, 2020; Lee et al., 2021) N15A5I9@8U
o o o ada a ado a a a @ a v a Y = a o & I a ..

AnudAnyveiruafniidegsiafidndugsianilulinsivduindendainnudndueads (Aji et al,, 2021)

AusuRnreuRediruvetesinsluseiiud Ay fivansimnuduiusseninamginssuguilnauaznis

9An19935A9 (Hanafiah & Hamdan, 2020; Lee et al,, 2021) Inganizag198emnusuingousodinuvesefnslasy
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a =

AnuaulafinunTulagnsendnundu esanmsidenInsuvesdwndsumainarodulymininduludlu
3519UFNNT N15AN®I4 Han et al. (2019) 85U18I109ANTABINTEAIUTINFDONTHALNFIRUVTRYLTUNTURAYEY
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sodaanden TunsUndesduandeuuazanuvndesomsiamsuargsnia Tnegsadicnisdsanuiuinvouste
feAnaNTansEAUALARLEIUINYDIQNAAIE (Han et al,, 2018) CSR atangnsduaunsaaiavinuafigauIn
voslnvarsdsdmanonisindulalduinise vl Chen and Chang (2012) 331 amdnuaiuusudi ity
Aanndouddvinadeinderinunfvesgndn waziilugamusnfuazarmadlalunisteslusserentuiu e
psAnsuAamene s uALfURaveUAsdaLTetesdng gnAduuliifesidusaiieduananginseu
msuslneidufinsiudsinden uaziinAunRiBsuindeasfnsaie (Han et al, 2020) wuuidoidasydne
AtUAYULIARTEVANETY 19U Hartmann et al. (2017) wuth lugaavnssunsvieaisawasnistu fuilnaiisudh
gsfafinmdnuaifiufinsfuaanadenasdiiruaiiat uasiuliunevausseuauynsnaiaidun
feusnnniuususialy wenannil Papadas et al. (2019) fuauein ssdnsiiamulunagnénmdnwaidideay
ansafaganguanAifanuasenindiudanndenliinnnii wazdmalmAnauiniluszoren dmiugina
aenstudadunidugpamnssufigndvmussiunsudesasueu msdemsnmmdnualiufinsiudaundon
Jelaflsudifumaden widunagnsisndudesiifieiaiuaiannuduiustugnilugadifuslnaiinnumsemin
ﬁm?%umé’amqa%u (Glaveli, 2021; Hwang & Lyu, 2020b) yonantiunmdnealifnandwhuihiduiinalams
AnufAniasunissuilugnganssu Faluusunvesedded IdSunsiaueliiduiedesg q Wud e
SuRnvousiedinuvatesdns waznmdnwaiiduiinsivdwndendmasiorimunfgndn nsfnuasisstmun
AUNAFIUAD
auuAgIuil 2 anusuinveusedinuveteshnsdsHaTiINdeviFLARgNAD

anufgiud 3 nmanvaliduliasiuduededmadsuainderirupfignd

wuaRnRefuAuRslalun15es1 (Repurchase intention)

anusdlalunstesn aneds mudalavesiuilaalunisnduanldndnsusivieuimaiuinluounn s
fodusuusddyiasvioumnuinivesgniidnegsia (Heller et al., 2003) uazifusiuusiiosuisniungud
woAnssuALLUULEL Tag Ajizen (1991) afunglviiudn auadunilslutadondniifmuaamundmginssu
mngnénfiviruafidauandessdnsuiegsin mnundeniuuliiiiasdes widouusthliiudBumniy luuiunves

sanefdufinsivdandey anusdlalunisdedidiasipuiianisUssdiuamniessessiunasduindenneiuilan

Fadnfwwilidunevaweddudeuindessiafianiiugsivegedadu (Kwon & Boger, 2021) nMsAnwiaundlalunis
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o =2

Fogr3ulunundniildlunsfinymginssuluemanvesgndn Inedvwavesinuafseninudslalunsdensoldnis

uinsgngsiaiuiinsivdwindeuuansinisussdiuingsiThudauniedauinlaeyans msizanAfinang
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ag198%8u wenantuuslaadedinnuidniaduduindeunsunagdnduladenielduinisgsiaviendnsinei

Hufinstudsnnden Tnefuslaeiidviruadidauindedwadensingonansasiaingsiaimiefsiidunisogis
Fefu FenuAfodszdndduauniuduinnudenlesseninsiruafuazaudsladod Wy Han et al.
(2020) wuh ewAnluBsuanveslnsarsiifdenmdnuaiuaranudBuvesasnisiu daaremudaladed,
ognailfudfey vzt Hanafiah & Hamdan (2020) $31 viruARTdenAdasRUATELAUA IRGDLEI NS
aulindlasasudnduliianginssunnudnilusyezen dufuanusilalunisgesiluuunvesasnisiu
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(Decent work and economic growth)” ag SDG 9 “gaainnssy winnssy wavlaseas1eanugiy (Industry,
innovation and infrastructure)” @aun1sduasugsfafiivlnaiugluiuanusuiinveudednuuasdawingey
pgwviasahludanuddlalunisdediegaiitedfy Auiunisfnwaselilsivunaunfigiu feil

AuNRgIUN 4 vimuaRgnAdwalauIndeauaslalunisyed

/N5

QLT RERE

nsifusunuteyavesnsinuldifudeyanntnveaiisrrnlvedldvinsaensdunuuuinsdy
sUuvy dndunisasiudiienusmniudeyannineadisanguiies1sdaeismuagain (Convenience
sampling) s¥winafiouganey fasunau w.a. 2567 maiudeyaiduneuiidosiiiunisvesygmitosiuim
Toyannmirsnuiiiisites pdansuisidunisfunuaminauiuiidaduresenstu u auudu
unnnagin ausduunusniadedn warausduunumniaissagd Teefite wagitieidedwau 5 auildsy
nsiinduiiotiefununudeya ifemaulunisdanses WWun aadiorguinnit 18 B3ulY aauduinvieudien
Fynidlnefivszaunisainslivinmsaenistuuuduguuuunienauiuinvesfisdyudlneilduinisaonis
SunvudnsUuuuiuneadsll Inelddndiunisduammuifares Hair et al. (2018) Tnglddnaiuvoafauds
dunn $1uau 1 f devuianguiiegad iy 15 au Ssuunanguiiegiededlidennd 180 au wiogdlsfiniuns
Anseiuuuassaunislasiaiunsiivuanguinegistusie 300 AU (Chomeya et al,, 2022; Tabachnick &
Fidell, 2012) fnviaaflenfidufidnsuazlasunuvasunussnueiisiuiu 420 au lnendaannsAnnsesny
auysalnavdeniios 408 ya Faflamedmiunsiiaeideyamuuuifnves (Tabachnick & Fidell, 2012; Hair et

al., 2022) Yeyadiuynnaglitoyauandfnisan 1

A5199 1 SnwarUsEeInsAans

313U (n= 408) Sovaz

LWl

e 282 69.0
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a1y @)

20-25 16 3.9

26-30 198 48.5

31-35 43 10.5

36-40 37 9.1

41-45 93 22.8

g 45 21 5.2
0NN

Tan 292 71.6

AUTd 54 13.2

Bu 9 62 15.2
3AUNITANYIZIER

fnUSaes 45 11.0

Ysyges 188 46.1

ganUSyns 175 42.9

seldndenaifian ()
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97U (n= 408) Sovay
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1NN37 40,000 278 68.1

\n3esilannside
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WATEULUUAATY 5 seiU ieTassiuanuituresineuuuuaeuny Tasiivanun 5 neu ¢l noudl 1 aeunu
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al. (2023) mouil 3 asunuiieatunmdnuaiiiduiinsfudandey TneU5UUTa1191n9W39809 Hwang & Lyu
(2020) seudl 4 apuaALITUTAUARgNAT Tnefnudasnainauidees Han et al. (2020) uaznouil 5 @ouany
Rerfuanusslalunisden Tnsuulgananauidees Hanafiah & Hamdan (2020) Tasnoud 2 Ssmewd 5 &
FeAauuvvaiAsnaina (Likert scale) Fan3odleldiiusuifiu 10C ndidervaiidnandssiuuTyyien
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150w fie1 10C 1fde 0.67-1.00 uenantusslddiiunisaaeuidesfuiuinvieniisasiuau 40 au fa
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nsAATIvidaya

mﬁmi’]sﬁsﬁazﬂaﬁlumuﬁ'&ﬁiﬁwﬂﬁﬂ Partial Least Squares Structural Equation Modeling (PLS-SEM)
selusunsy SmartPLs Faduifnsfivunzaudmiunsiinmgituudasadlassains Inslanzegsd e
Joyalidndudeadinisuanuasuulnd waganunsasesiududsialdvainualeguuuu (Sarstedt et al., 2017)

v

uenandl PLS-SEM aanunsaldlumsneinsairvesiuusiiaulalddnde Tunsuszifiuganinusauuiias
PLS-SEM 1 azi3uann1sfiansanuuusiaesnmsin (Measurement Model) Tnsganndnafifisis « 1y Cronbach's
Alpha, Composite Reliability, Indicator Reliability, Average Variance Extracted (AVE), Convergent Validity wag
Discriminant Validity fidinasifmualy 1¥ud ddwiinesdussnouimsgiu uag A1 Cronbach's alpha ¢o3g4
11 0.70 e Composite reliability (CR) wagA rho_A AI57BIgINI1 0.80 wanaINTuAn Aaverage variance
extracted (AVE) 1511071 0.50 (Carmines & Zeller, 1988; Hair et al., 2010; Hair et al., 2014) ouuusiaes

myindauiidetondt Jngandunsingilunaaunisiassaing (Structural Equation Model) sl

NAN15398

nMsnadaulunanisin

HANISIATIERUUUSIa09NT TR (Measurement model) wandliiuinderauildlunsiwssiinu
Unieie (Reliability) kagA211m59 (Validity) g9 laga1aifa1a 9 1w Cronbach's Alpha, rho_A, Construct
Reliability (CR) waz Average Variance Extracted (AVE) Wansian151991 2 wazn Cross loading waneienseil 3
sﬁy‘Lﬁ’Lﬁuq'wﬁﬂ'WQQﬂdwLﬂmeﬁﬁ'ﬁmum (Hair et al., 2010; Hair et al, 2014: Carmines & Zeller, 1988) 4an9ni
N1359AgaY Common Method Bias (CMB) ¥849n#auwUsiiA11aendn 0.50 @3UN153LATIENAIUATHTIEI1UR
Fuun (Discriminant Validity) #2835 Fornell-Larcker Criterion WARIRIR15197 4 waz Heterotrait-Monotrait
Ratio (HTMT) uanssisnsned 5 Afid1tfosndn 0.90 usazdadedanunsadesiunadiuungs FefuFeagula
JornudanuwnrandunsunsiAszlinaaunsiasaaseraly (Hair et al,, 2010)
a5n9fl 2 MRTIzeRUszna Uy
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mwsuleey L . . eusdlalunng
L vimuaignAn  Wudinsiu vy
fodinl PR Fotn
fawindeu
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HNRUN N MU IETINAiieneuaueInus URATe U A AN
aenstunauldusnsianunslesednday 0.605 0.366 0.824 0.460
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dnsusiu nsldu3nsanensdufidausuRaveusodunda
P . ) 0.331 0.863 0.407 0.439
Wy vilviduddniludunse (1)/ WJudselend (7)
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a1 eluaunan
AN5199 4 NHTIVFDUAIUATUTITUNA NI Fornell-Larcker
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Y

Ujasauufgiud 2 drunmdnualiduiinsivdwndendmaidauinderiauafignd (B = 0.423, t = 5.881%*) 3

=

gausuaNNAgILA 3 uenntuiruafgnAtdmaldeuindeanudslalunis@ed (B = 0.500, t = 10.097%) {s
gouTuANLAgIUN 4
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o w aaa 1Y
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o
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uviruaRgnd (B = 0.216, t = 4.588%%) usegnalsinuriruafignAnlifidnsnanisdensoaundlalunisiod
H1uviruARgNAN (B = 0.066, t = 1.690) uBNANTUANNSURAVOUADFIANVBIBIANTHDNENANIDIUADAINAILA
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AN51991 6 NNFAATIZVDNTNANINTS
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AuUAgINN 1 AnusuiinveuseodinuveteIAnTAmAlUINFRA AN 0.595  0.600  12.519 0.000 gousu
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0,585 (12.519) 0.500 (10.097) »
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