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Abstract  

The primary purpose is to investigate whether CSR has an impact on consumer trust 
and whether consumer trust has an impact on purchase intention. The above 
relationships were analyzed through Multiple Linear Regressions.  The CSR variables 
are based on informal interviews with representatives of the three key players 
(developers, customers, and sales representatives) in the condominium development 
industry in Bangkok Thailand. As a result, CSR in the context of condominium 
development comprises of environmental sustainability, local community 
involvement, and green building design. Consumer trust is composed of disposition-
based trust, cognition-based trust, and affect-based trust. 

The quantitative data was collected from 600 Thai potential buyers of a 
condominium for their own living and interested in purchasing an environmentally 
friendly condominium. The implication of this study is that condominium developers 
should be concerned with environmental issues and motivated to build green 
buildings. This study found that CSR has a strong positive relationship with 
consumer trust and consumer trust has a strong positive relationship to purchase 
intention. As a result of this study, developers should be encouraged to design green 
buildings that include traditional Thai natural ventilation and offer the green 
building concept to the condominium market. Thus, the green building design should 
be part of the planning process for construction. The green building projects will not 
only lead to energy savings for individual households but also lead to an increase of 
the consumer’s affective and cognition based trust of the developer. Thus, the 
condominium developer which focuses on green building designs may have a 
competitive advantage in the condominium market. This research should be of 
particular interest to developers who are concerned with flooding in Bangkok and 
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want to accept responsibility for the environmental impact of their buildings. 
However, this study is limited to the Bangkok area only.  

Keywords: Corporate Social Responsibility (CSR), Consumer Trust, Purchase 
Intention, Condominium Development, Bangkok (Thailand) 

1. INTRODUCTION 

Corporations, especially condominium developers, need to be responsible for 

their environmental impacts. In Bangkok, real estate developers have drastically 

expanded urbanization causing environmental pollution and degradation as well as 

constructing buildings that are not environmentally sustainable by using energy intensive 

systems and appliances. Consequently, urbanization has caused damage to the area 

hydrological and atmospheric systems. These consequences are felt throughout the 

Bangkok metropolitan area. This study describes how Thai condominium developers can 

be more responsible for their environmental impacts through their Corporate Social 

Responsibility (CSR) programs that increase consumer trust and encourage customer 

demand.  

 Nowadays, climate change, carbon emissions and environmental degradation 

concerns are not only common in news articles but on the top of both government and 

business agendas. Currently, many businesses design environmental protection into their 

business practices having realized that the objective of a business is not only to maximize 

profit but also to be responsible for the impact of its activities on the local community.  

There are numerous business activities that harm the environment in many ways, 

affecting different natural systems, and having disastrous impact both globally and 

locally. Although all businesses, especially manufacturing, have deleterious impact on the 

environment, this study is limited to condominium developers.   

Every condominium built in Bangkok in some way harms the environment and 

that harm needs to be minimized if Bangkok is to be sustainable. The sources of harm are 

inherent in the design, construction, and consumption of the condominium. Buildings are 

built with construction materials, heating and air conditioning systems, and installed 

appliances without concern for renewable resources or carbon emissions. Consequently, 

inefficient heating and air conditioning systems utilize excess energy that is non-

renewable and pump greenhouse gas emissions into the atmosphere causing an increase 

in the global temperature. The annual report of L.P.N. Development Public Company 

Limited (L.P.N, 2010), mentioned that real estate development, especially the mega real 

estate projects, has a direct impact on the environment and society. So it is arguable that 
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environmental impact should be a concern to project developers through their CSR 

programs.   

Therefore, this study is designed to investigate whether CSR programs that 

contain environmental responsibilities, in the context of condominium development, 

have an effect on consumer trust and purchase intention.   

2. LITERATURE REVIEW 

2.1 CSR in Housing and Condominium development 

In deciding to buy a condominium, price is certainly an important factor that 

concerns the buyer. However, another important factor for many buyers is environmental 

responsibility which contributes to the buyers' identity (Sharon Yam & McGreal, 2010). As 

a result, some condominium developers view social responsibility as a part of their 

business strategy as a value-added element of their real estate projects in order to obtain 

a competitive advantage in the market. 

Sharon Yam & McGreal (2010) provided an example of CSR practice in real estate 

development in the United Kingdom (UK) where developers tend to be concerned with 

environmentally sustainable policies when constructing buildings, such as controlling 

energy usage and community impacts. In housing development, as Sharon Yam & 

McGreal (2010) pointed out, “quality and desirability of the physical environment in 

housing development are important factors in the market”. The physical environmental 

factors include: essential community facilities, proximity to freeways, sanitary services, 

mixing of residential, business, and industrial uses, and crowding of the land by buildings.  

There are other factors associated with house and condominium purchase 

decision making, such as facilities which motivate buyers to intend to purchase. According 

to Sharon Yam et al. (2008), house developers have to provide, green parks, and 

landscaping in order to attract more house buyers. In addition, the study of Sharon Yam 

et al. (2008) also mentioned six CSR elements in real estate industry related to conducting 

sustainable development: environmental sustainability, social amenities, safety of houses 

and surroundings, quality of the environment, sound infrastructure, and quality product.  

Although real estate developers are primarily concerned with the value-added and 

competitive advantage of CSR practices in their housing and condominium projects, the 

developers should emphasize environmental sustainability, energy saving practices, and 

concern for negative community impacts. These CSR elements reflect ethical actions by 

the developers that support the well-being of their customers; providing the market and 

customers with high performance quality houses (Sharon Yam & McGreal, 2010). 
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2.2 CSR in terms of Local Community 

According to the definition of Carroll (1979), social responsibility is one of four 

main dimension of CSR. In real estate industry, CSR activities are often implemented in 

terms of the local community. Thus, many real estate key players such as developers and 

constructors aim to conduct CSR for the purpose of returning benefits back to society. 

The study of Jones et al. (2006) indicated the many corporate social responsibility 

practices in the United Kingdom (UK) construction industry by a number of construction 

companies focus on a commitment to be responsible for the community in which they 

operate. For example, the UK construction company, Crest Nicholson, emphasized their 

commitment to be responsible for local community by developing a community strategy 

of “listening to the communities we build”. Another example is the UK construction 

company Taylor Woodrow, one of the largest British house-building and general 

construction companies, states that one of its CSR activities is its responsibility towards 

the local community, trying to minimize the negative impacts of its projects on nearby 

communities.   

Similarly, many property investment companies also have CSR programs that 

include responsibility for the built environment in local communities. For example, 

Colliers, the world’s third largest commercial real estate organization, stated “being a 

good corporate citizen is about making a positive contribution to the communities in and 

around which we work.” The company reported its community strategy of “Colliers Green 

Focus” as helping children to understand the concept of environmental and sustainable 

development. Moreover, Colliers is committed to focus on education, leadership, and the 

built environment in its CSR community activities (Jones et al.  2009).  

Finally, CSR initiatives directed towards the local communities by the real estate 

industry also include the traditional charitable donation as a way of returning benefits 

back to the communities around the companies’ operations.  

2.3 Consumer Trust 

Trust is one critical factor in sustainable development, encouraging long-term 

relationships between business partners (Zur et al. 2012). As trust is regarded as an 

important component in business, however, there is confusion surrounding the definition 

and as well as the concept of trust among many authors who have different perspectives 

on the definition and concept of trust (Swean & Chumpitaz, 2008).  

According to Delgado-Ballester (2004), trust is a customers' expectation that a 

brand is reliable. Trust is also defined as a set of beliefs, a desire, and accumulated 
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assumption directed towards a brand (Swean & Chumpitaz, 2008). Trust is derived from 

the characteristics, motives, and intentions of the exchange partners and the 

assumptions, evaluation, and prediction by the consumers as to the promised outcomes 

of the company (Doney & Cannon, 1997). 

Swean & Chumpitaz (2008) stated that there are three main perspectives of trust 

which includes perceived credibility (ability of partner to fulfill and satisfy customer 

satisfaction), perceived integrity (ability of partner in terms of keeping promises and 

honestly), and perceived benevolence (ability of partner to prioritize interest of 

consumers).  

2.3.1 Affect-Based Trust 

Affect Based Trust is defined as the emotional based trust of one individual 

combined with others (McAllister, 1995). According to the study of Chun Ha, Yang-Kyu, & 

Cho (2011) affective trust includes the characteristics of openness, benevolence, liking, 

honesty, understanding, and respect. Affect based trust is a degree of confidence of one 

individual in a partner on the basis of a feeling or an emotional factor, a concern and 

caring displayed by the partner (McAllister, 1995). Therefore, affective trust is usually 

based on a long-term trust between two parties. In other words, it is trust based on a long 

term emotional reaction to another person. 

McAllister (1995) mentioned that affect-based trust as an emotional bond 

between individuals that “people make emotional investments in trust relationships, 

express genuine care and concern for the welfare of partners, believe in the instinct 

virtue of such relationships, and believe that sentiments are reciprocated”.  

2.3.2 Cognition-Based Trust 

Cognition-Based Trust is defined as “an objective, rational, methodical evaluation 

by a trustor concerning a target as being trustworthy” (Olugbenga, 2006). The concept of 

cognition-based trust was conceptualized by several authors McAllister (1995), Erdem & 

Ozen (2003), and Johnson & Grayson (2005) as a rational based willingness or degree of 

confidence of one individual used in trusting the other party’s reliability and competence.   

Based on the study of McAllister (1995), cognition-based trust is an essential 

evidence of trustworthiness that individuals use to consider in which respect and under 

what circumstances another person should be trusted, based on ‘good reasons’.  

Mayer et al. (1995) stated that previous researchers explored different 

characteristics of a trustee that leads to cognitive trust, including availability, 

competence, consistency, discreetness, fairness, integrity, locality, openness, promise 
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fulfillment, receptivity, trustworthy intentions, ability, motives, benevolence, honestly, 

judgment, and group goal.  However, benevolence, ability, and integrity are the three 

most commonly mentioned characteristics that trustors use when cognitively evaluating 

the trustee. 

McKnight et al. (1998) mentioned that a person’s trustworthiness includes 

benevolence, honestly, and competence as the core cognitive beliefs that one individual 

uses to evaluate another person’s trustworthiness. Similarly, Colquilt et al. (2007) argued 

that the factors of trustworthiness (ability, benevolence, and integrity) and propensity to 

trust are significant to the relationship of trust and lead to positive behavioral outcomes 

such as risk taking.  Mayer et al. (1995) suggested that a trustor is likely not to trust in 

future interactions, if the trustee lacks ability, benevolence, or integrity.  

Regarding the three characteristics of a trustworthiness (benevolence, ability, and 

integrity), Mayer et al. (1995) defined benevolence as “the extent to which the trustee is 

believed to want to do good to trustor”. Furthermore, the author stated that 

“benevolence identifies the trustee’s positive orientation toward the trustor’s 

perception”, that is, the trustee is considered to have high benevolence if the trustor 

perceives high trustworthiness of trustee’s motivation (Mayer et al., 1995). Mishra (1992) 

suggested benevolence is one party’s willingness to take a fair advantage when 

interacting with others and the self-interests of both parties are well balanced. Moreover, 

Kumar et al. (1995) defined benevolence as a customers’ belief in the trustee’s motivation 

to act beneficially towards the customer’s welfare.  

Ability or competency is defined as “a group of a skills, competencies, and 

characteristics that allow a party to have influence within some domain.” The trustee may 

be considered as having high competency in some area but not be in other areas (Mayer 

et al, 1995). Deakin & Wikinson (1998) suggested that competency is when “the trustee 

should be able to complete his duties willingly: trust is the belief or understanding on the 

part of one individual in the reliability or capacity of another”.  

According to Mayer et al. (1995), integrity is defined as “ the trustor’s perception 

that trustee adheres to a set of principles that the trustee finds acceptable” . Cazier 

(2007) stated that that trust will be decreased if the trustee’s values are to lie and cheat 

every time that s/he has a chance. In terms of consumers, integrity is very important 

because consumers want to know whether the organization will keep their promises 

(Cazier, 2007).   
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2.3.3 Disposition-Based Trust 

Dispositional-Based Trust refers to the inclination of one person to trust another, 

it is the propensity to trust or dispositional tendency to trust others, it represents an 

individual’s stable personality trait (Rotter, 1980). Based on the study by Rotter (1980), an 

individual’s general orientation relating to trust is very important in new situations and in 

situations of ambiguity when the individual is unable to predict the behavior of others. 

Gill et al. (2005) supported the idea that propensity to trust is very significant when there 

is ambiguous information about the trustee’s intention.  

2.3.4 Definition and Concept of Consumer’s Purchase Intention (PI) 

Consumer’s purchase intention or buying intention is based on a potential buying 

decision of a consumer who has a belief and an attitude about one particular product. 

Several surveys indicate consumer purchase intention can be divided into a five-point 

scale as “definitely will buy”, “probably will buy”, “might/might not buy”, “probably will 

not buy”, “definitely will not buy” (Whitlark et al. 1993). Thus, each category of purchase 

intention scale indicates a different level of buying probability that a customer intends to 

buy one particular product.  

According to Espejel et al. (2008) buying intention is a prediction of consumer 

attitude or behavior towards a future purchase decision. In other words, buying or 

purchase intention is a pattern of consumers’ attitudes or beliefs, regarding their future 

purchases. Espejel et al.  (2008) stated that the basic attitude model for a consumer 

towards a product has three main elements: 

1. Cognitive element refers to consumer’s beliefs and knowledge towards particular 
product or service (Fishbein & Ajzen, 1975). 

2. Affective element reflects to a consequence of consumer’s feelings or emotions 
towards particular product or service (Espejel et al., 2008). 

3. Behavioral element means the consumer’s purchase intention in terms of 
expression. (Eagly & Chaiken, 1993). 

Espejel et al. (2008) cited Fishbein’s behavioral intention model when explaining 

that the elements of consumer attitudes as factors that determine behavioral intention in 

terms of purchasing and usage of a brand. Thus, the consumer’s attitudes toward a 

product reflect the beliefs of consumers and impact the consumer’s purchase intention.   

In summarizing, consumer purchase intention is a concept that considers the 

attitudes or beliefs a potential purchaser has towards a particular product or service in 
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determining the probability that the potential purchaser will actually make the purchase 

in the future.   

2.4 Relationship and Impact between Trust and CSR 

According to Swean & Chumpitaz (2008), CSR is regarded as a signal of 

trustworthiness that clarifies the effort of a company in terms of enhancing the well-

being of customers. CSR actions have potentially positive influence on customer’s trust.  

Regarding a theory proposed by Spence (1974), customer purchase intention can 

be weighted by a company’s CSR activities as it reduces the inherent uncertainty in any 

transaction. Morgan and Hunt (1994) claimed that the affect of customers’ trust is 

derived from existing values that customers and the company share with each other. 

Thus, customers’ trust can be defined as joint beliefs, regarding whether certain kinds of 

behaviors, goals and policies are significant, appropriate or good.  

A company can gain benefits from CSR activities through customer loyalty, 

customer trust, positive brand attitude, increased profits, and by preventing negative 

publicity. In addition, there is much research supporting the idea that CSR activities 

increase re-purchase intention, customer loyalty and trust (Yoon et al., 2006).  

2.5 Relationship and Impact of Purchase Intention and CSR  

As purchase or buying intention reflects a consumers’ attitude towards a 

particular product or service, several researchers mentioned a positive relationship 

between purchase intention and corporate social responsibility (CSR).  Thus, the positive 

attitudes of consumers towards the company’s reputation, image, and product evaluation 

can be influenced by CSR activities (Dacin & Brown, 1997). 

According to Lee (2010), the relationship between purchase intention and CSR 

activities requires asking the question of whether consumers who purchase products 

from a company that demonstrate concern for the environment are sincerely concerned 

with the environment themselves. Yoon et al. (2006) answered this question in a study 

that found that many consumers tend to buy product from a company concerned with 

the environment because the product can reflect positively on their self-image. In other 

words, consumers are willing to buy a particular product or brand based on their own 

self-image.  

Moreover, the study of Mohr & Webb (2005) noted that the relationship between 

purchase intention and CSR, in that CSR practices have a positive relationship to 

consumer purchase intention, and a firm’s environmental concern has a stronger positive 

impact on a purchase intention than price.  
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Sen et al. (2006) mentioned a positive impact of CSR on stakeholder groups such 

as customers, distributors, and other stockholders, thus supporting a positive relationship 

between CSR practices and purchase intention. In addition, there are many academic 

researchers supporting the positive impact of CSR practices on purchase intention and 

that CSR activities do affect the cognitive, affective, and behavioral outcomes of 

consumers. The outcomes are related to consumer beliefs, attitudes, identification, 

customer patronage and loyalty (Sen et al., 2006). In addition, the study of Lin et al. 

(2011) supports the positive relationship of CSR and purchase intention in that CSR 

activities influence the evaluation of product or service and ultimately the purchase 

intention. 

2.6 Relationship and Impact of Purchase Intention and Trust 

According to one definition, trust is defined as a set of beliefs or customer 

expectation of a particular product or service. Many researchers found a positive 

relationship among trust and purchase intention in that trust can reduce uncertainty and 

positively influence buying behavior (Kenning, 2008). As an example, Roman (2003) found 

a positive relationship of trust and correct ethical behavior of bank employees; that trust 

affected positive customer satisfaction and customer loyalty. Sirdeshmikh et al. (2002) 

also found that trust can positively affect customer loyalty.  

Trust reflects to customers’ affective identification. Based on the previous 

literature, the identification of consumers can be classified into cognitive, affective, and 

evaluative components (Herrbach, 2006). Ellemers et al. (1999) mentioned that the 

original root of affective identification is based on a relationship between the parties that 

influences the purchase intention.  

In conclusion, trust has a positive impact on purchase intention as it is an affective 

identification by the customer with the organization. Loyalty and customer satisfaction 

emerge when the customers trust and rely on one particular product or service. Thus the 

higher degree of trust reflects to the higher degree of consumer’s buying intention (Gefen 

& Straub, 2004). 

3. MODEL DEVELOPMENT AND HYPOTHESES 

This research developed its conceptual framework from the literature review of 

prior research and includes the framework used in three other studies. The objective of 

this research is to understand the impact of Corporate Social Responsibility (CSR) on 

Consumer Trust and Purchase Intention, as a case study of condominium development in 

Bangkok area. In this research, the independent variable is CSR, intervening variable is 
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Consumer Trust, and the dependent variable is Purchase Intention. In the first study by Ali 

(2011), a model was proposed that focuses on how organizations might use CSR to 

develop a competitive advantage by building their corporate reputation and enhancing 

consumer purchase intention which is relevant to the main variables of CSR and purchase 

intention of this study. In a second study by Adiwijaya & Fauzan (2012), a model suggest 

that cause-related marketing influences consumer loyalty, showing a positive relationship 

between CSR perception and consumer trust. Thus, this study by Adiwijaya & Fauzan 

(2012) is relevant to the relationship between CSR and consumer trust in the present 

study. Lastly, the third study by Davis et al., (2011) aimed to measure factors related to 

trust and its relationship to consumers' willingness to buy the advertised brand. The 

result of the study found that there is strong relationship between consumer trust and 

willingness to buy which is related to the relationship between consumer trust and 

purchase intention of this study.  

Hypothesis 1: There is a relationship between CSR and Consumer Trust 

Hypothesis 1a1: There is a relationship between Environmental Sustainability and  
    Disposition Based trust   

Hypothesis1a2: There is a relationship between Environmental Sustainability and   
               Affect-Based Trust. 

Hypothesis 1a3: There is a relationship between Environmental Sustainability and  
    Cognition-Based Trust 

Hypothesis 1b1: There is a relationship between Local Community and                  
                 Disposition-Based Trust   

Hypothesis 1b2: There is a relationship between Local Community and                                                  
Affect-Based Trust 

Hypothesis 1b3: There is no relationship between Local Community and Cognition-
Based   Trust 

Hypothesis 1c1: There is a relationship between Green Building Concept and   
                Disposition-Based Trust   

Hypothesis 1c2: There is a relationship between Green Building Concept and Affect 
-Based Trust 

Hypothesis 1c3: There is a relationship between Green Building Concept and   
                Cognition-Based Trust 

Hypothesis 2: There is a relationship between Consumer Trust and Purchase Intention 
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Hypothesis 2a: There is a relationship between Disposition-Based Trust and 
Purchase Intention 

Hypothesis 2b: There is a relationship between Affect-Based Trust and Purchase 
Intention 

Hypothesis 2c: There is no relationship between Cognition-Based Trust and    

              Purchase Intention 

Figure 1: Conceptual Framework 

 

 

 
 
 
 
 
 
 
 

 
 

4. STATISTIC MEASUREMENT 

In this research, a questionnaire was adopted in order to collect information on 

the influence of corporate social responsibility on consumer trust and purchase intention 

in the context of housing and condominium development. Thus, the questionnaire of this 

research consists of three main parts, CSR, Consumer Trust, and Purchase Intention. All 

questions in the questionnaire are measured by five-point Likert-Scale. The questionnaire 

is divided into three steps.    

The first step provides a few screening questions: all the respondents are required 

to be at least 20 years old and need to have an intention to buy a house or condominium 

in the future. In this first step, the respondents are also asked about the factors that 

affect their intention to purchase an environmentally friendly house or condominium.  

The second step measures respondents’ perspectives by using a scale from 

strongly disagree to strongly agree. The questions contained in this step were adopted 

from the exploratory interview and the studies by McAllister (1995), Cummings & 
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Bromiley (1996), Swaen & Chumpitaz (2008), Min-Young, et al.  (2008), Surakarnkha 

(2009), Tian, et al.  (2011), and Lin, et al.  (2011).  

The last step consists of five questions of general information on the respondents, 

including gender, age, marital status, occupation, education level, and monthly income.  

5. HYPOTHESES TESTING 

Tests of model fit and hypothesis testing 

The tests of model fit and hypothesis testing used the generalized least square 

(GLS) (Fig. 1), which is indicates a significant differences between the data and the theory 

being tested. Thus, overall, the mixed indices suggest moderate support for the 

theoretical model. Most of the standardized residuals are less than 1 or 2 in absolute 

value, though two values are slightly greater than 2, which is still lower than a borderline 

value (2.5) for testing model specification error. The covariance that shows how much 

trust as endogenous variable is explained by corporate social responsibility (CSR) as 

exogenous variables. In this case, it is for 0.90.   
 

Figure 1 Conceptual Framework 

 

 

 

 
 
 
 
 
 
 
 
 

 
 

 
Notes: Goodness of fit statistics: chi-square = 41.412, df=6, CMIN/DF =6.9, p-value = 0.000, CFI=0.986, 
RMSEA=0.09,  Hoelter=244 (0.01  

 

Table 1 – Hypothesis testing - R-Squared Multiple Correlations:  

 

   
Estimate 

Mean_CBT 
  

.497 

Mean_ABT 
  

.894 

Mean_DBT 
  

.773 

Mean_GB 
  

.794 

Mean_LC 
  

.549 

Mean_ES 
  

.577 
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Hypothesis testing Table 1 presents the results of hypothesis testing on the basis 

of (Multiple Linear Regressions (MLR). For the testing of R-Squared Multiple Correlations 

that identified mean of trust (Cognition-Based Trust = 0.497, Affect-Based Trust = 0.894, 

Disposition-Based Trust = 0.773) and CSR (Green Building Concept= 0.794, Local 

Community = 0.549, Environmental Sustainability = 0.577). However, the overall path 

analysis presents the significant level among all three major variables.   
 

Direct Effect: 

Table 2 - Direct, indirect, and total effects of variables 

 

Variables direct indirect Factor 
loading 

CBT trust .821 0.000 0.705 

ABTTrust 1.052 0.000 0.946 

DBT  Trust 1.000 0.000 0.879 

GB  CSR 1.158 0.000 0.891 

LC  CSR 1.001 0.000 0.741 

ES  CSR 1.000 0.000 0.759 

 
Table 2 presents the direct effect of Trust and dimensions of trust (Cognition-Based 

Trust, Affect-Based Trust, and Disposition-Based Trust), as well as, the direct effect of CSR 
and Green Building Concept, Local Community, and Environmental Sustainability in MLR. 

Total effects of Trust on Cognition-Based Trust were 0.705. Total effects of Trust 

on Affect Based-Trust were 0.946. Moreover, the total effects of trust of Disposition-

Based Trust were 0.879. Finally, the total effects of CSR on Green Building Concept, Local 

Community, and Environmental Sustainability were 0.891, 0.741, and 0.759 respectively.  

6. IMPLICATIONS AND CONCLUSIONS 

This research was intended to identify the concept of CSR in condominium 

development in order to measure the relationship between CSR, consumer trust, and 

purchase intention.  The results of this research showed the perspective of consumers 

based on their emotional, rational, and individual judgments towards their willingness to 

purchase a condominium in the context of the concept CSR (Environmental Sustainability, 

Local Community, and Green Building Concept). Based on the data analysis of this 

research, there is a positive relationship between CSR in condominium development in 

Bangkok area, consumer trust, and willingness to purchase by consumers. Thus, the 
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research can concluded that CSR activities contained in condominium projects result in 

consumer trust and a positive intention to purchase a condominium. 

Therefore, the results of this research supported the explanations by Swaen & 

Chumpitaz (2008) and Kenning (2008), that found that CSR can play a significant role in 

building a long-term relationship with consumers. Thus, CSR activities encourage people 

to trust a company to fulfill the terms of the exchange; perform as expected (perceived 

credibility) and be honest and forthright (perceived integrity) (Swaen & Chumpitaz ,2008).  

In addition, this research supports the results found in Kenning (2008) that general and 

specific trust has positive affects on buying behavior.  

The implication of this study is that condominium developers should include 

environmental issues in their corporate responsibilities and be motivated to build green 

buildings. Thus, condominium developers should focus on a design that is 

environmentally friendly. Specifically, the design of natural ventilation within a 

condominium should be encouraged and offered to the market. The Green Building 

design should include planning, construction, and the consumption of the condominium. 

The Green Building concept should result in energy savings for each household so that 

consumers may save on future utility expenditures. An expected savings on air-

conditioning facilitates awareness of consumer benefits of corporate responsibility as well 

as a demand for Greed Buildings.  
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