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Abstract. The main objective of this study is to examine the relationships between six antecedents and
corporate image of direct selling companies in Thailand. One hundred questionnaires were collected and
analyzed using regression analysis. The results show that trust and attitude have significant positive
relationships on corporate image. However, brand architecture, corporate social responsibility (CSR),
perceived value, and internet marketing have no significant relationship with corporate image.)
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1. Introduction
The direct selling industry in Thailand is linked with economic crimes, a dark danger that comes with an
economy in recession, it can corrupt the nation's economy and affect the image of direct selling businesses. It comes
in the form of pyramid schemes and internet frauds. From 2006 to 2008, the Department of Special Investigation
(DSI) has reported 6,000 victims of these crimes, valued at more than 48.39 million ($US). Although most of the
victims do not report these crimes, there could be more than a hundred thousand people affected by these,
representing financial losses of more than 1.61 billion ($US). The direct selling industry scams seems to focus on
creating revenue for their network over income distribution and raise capital in a fraudulent manner.
Moreover, direct selling representatives sell in an aggressive manner to reach consumers at their
premises. These representatives often have no office or place of residence for their fraudulent activities;
which makes it very difficult for the government to supervise. Integrating the internet to carry out their
schemes, these fraudsters now have access to a worldwide consumer base. They have the potential to destroy
the image of direct selling companies even more [1]. This image is getting worse, negative or declining
[2][3], because of these frauds as well as pyramid multi-level marketing (MLM) scams.
Direct selling is a non-store retailing business and many consumers have doubt regarding this practice and a
negative attitude towards it. The effect of this negative attitude can affect the long term prospect of this industry and
damage the corporations. Negative attitude is generated by pyramid schemes and internet MLM frauds from direct
selling companies. The real cause however, has not been measured by empirical studies. A survey of consumers’
perceptions towards direct sales and its effect regarding the purchasing decision showed that consumers have a
negative attitude towards network marketing and the positive attitude is very low towards direct selling.
Kustin and Jones [4] suggest that "Many consumers do not understand the system of direct selling that often
has negative perceptions of direct selling organizations and network marketing in particular”. Furthermore,
Raymond and Tanner [5] pointed that “There are many cases where customer had developed such negative
perceptions as a direct consequence of the frustration experienced when direct selling representatives supplying
them with their products quit”. The literatures confirmed that these customers’ attitudes can have violent effects
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on corporate image [6][7]. There is a vacuum of studies investigating brand architecture [8], CSR [9][10],
perceived value [14], internet marketing [13], trust [11][12], and attitude [24] in direct selling setting. Moreover,
inconsistent results are also observed between the relationship of predictors and corporate image in other settings.

2. Problem Statement
2.1. The damage to corporate image
The cause of the damage to corporate image on direct selling companies by pyramid schemes and
internet frauds has not been investigated analytically [2][3][15]. However, there is a diversity of predictors of
corporate image in other settings which shows inconsistent results [8][9][10][11][12][13][14][16][17][18]
[19] [20][21][22][23][24].

2.2. The negative attitude in direct selling
The real extent of negative attitude generated by pyramid schemes, internet and MLM frauds on direct
selling companies is not factually proven [4][5]. There are also inconsistent results when showing the
correlation between the different predictors of attitude [10][24][25][26][27]. Attitude towards direct selling
corporate image is an individual’s overall influent reaction the usage of direct selling activities.

3. Research Question and Research Objective
The research questions that were asked in this study include the followings: “What is the direct
relationship between antecedents (Attitude, Brand architecture, CSR, Internet marketing, Trust, Perceived
value) and corporate image?”
The main objective is to determine the major predictors that affect corporate image of direct selling
companies in Thailand. The aim is to investigate the causal relationship between the different factors using
regression analysis method. The specific objectives of the study are: “To examine the direct effect of antecedents
(Attitude, Brand architecture, CSR, Internet marketing, Trust, Perceived Value) on corporate image”

4. Research Justifications
This study has determined the justifications of research such as:

4.1. Diverse predictors
Previous empirical studies have shown a diversity of predictors of corporate image in other settings which
have produced inconsistent results. Inspired by the literatures, this study investigates approaches from a
realistic perspective by selecting five antecedents; brand architecture [8][17][19][21], CSR[9][10][20],
perceived value [14][18] [22], internet marketing [13][24], trust [11][12][16][23]. Other inconsistent linkages
can be noticed between perceived value and corporate image, which mostly support positive and significant
relationship [14][18] but not in the study by Andreassen and Lindestad [22]. Similarly, past studies examined
supportable trust as a significant positive relationship toward corporate image [12][16][23] but not in the study
by Siva and Alwi [11]. This linkages warrant further investigations due to these inconsistencies.

4.2. Negative attitude and inconsistent result
The widespread importance of attitude for direct selling company’s corporate image has gained more
attention in recent years due to pyramid schemes and internet MLM frauds involving direct selling
companies which have propagated a negative attitude toward direct selling companies. Based on previous
empirical studies, we can conclude that there is a vacuum of studies investigating attitude in direct selling
settings.
Moreover, previous studies in other settings have shown inconsistent results on direct predictors of
attitude and not corporate image. They mostly support positive and significant relationships between attitude
and predictors like trust[27], social marketing [10], corporate communication [24], and brand image [26] but
not in the study by Hassan et. al.[25]. In response to this issue, this study includes attitude as a predictor to be
examined in the context of direct selling settings in Thailand.

5. Research Contributions
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The contributions of the study are as follow:
• The highlighted direct impacts of antecedents on corporate image will increase the empirical literature
in direct selling and related disciplines.
• A comprehensive corporate image model for direct selling will be developed.
• The results of measurement contribution are expected to provide guidelines and a new validation of
the existing instruments used to measure variables in this study.

6. Literature Review
The core component of corporate image is focused on the perceptions of the stakeholders (e.g. customer,
shareholder, employee, community, and the media). Nguyen and Leblance [14] defined that corporate image is
the result of a combination with the customers compare features and contrast various attributes of organizations.
The complexity of the structure of a corporate image is cause trouble for generating and management. Direct
selling definition as the marketing and selling of products directly to consumers away from a fixed retail
location. The direct selling includes sales made through the party plan, one-on-one demonstrations, and other
personal contact arrangements as well as internet sales [5].

6.1. Brand Architecture
The impact of brand architecture on corporate image has not been established comprehensively in prior
academic researches. Additionally, new predictor factors have not been extensively researched for brand
architecture. Laforet and Saunders [30] revealed that there are “Three general formats of brand architecture:
the unique corporate, product and combined structures that based on the results of organizations and
companies which drive the value of global brands. The combination format of brand architecture, product
brand, and corporate brand will be considered”. The studies examining the relationship between brand
architecture and corporate image have found significant and positive interconnection [8][17][19][21].
Including, Brunsφ and Grunert [19] who conceptualized and analytically researched the role of brand
architecture through perceived store (corporate) image, satisfaction and loyalty.

6.2. Corporate Social Responsibility (CSR)
CSR refers to the organization's activities and commitments relating to the recognition of its need to respond
to society or collaborate jointly with a stakeholder in its activities [31]. The CSR is a commitment function of
moral, ethical and social responsibilities which is established between an organization and its stakeholders [32].
Many researchers have found a positive relationship between societal marketing communication and corporate
social responsibility with regards to corporate image but none has investigated this relationship in direct selling.
Corporate social responsibility is also a marketing tool that businesses have used to establish their corporate image
with a widespread and very popular result; the direct selling industry has been keen on using this tool too.
Researchers conducted studies to demonstrate the links between CSR and corporate image and the findings
mostly supported the fact that the connections are positive and significant [9][10][20].

6.3. Perceived Value
Based on the results of literatures, perceived value is thought to have a positive impact on corporate image.
Perceived value is a key factor to determine corporate image, it was shown that it has a positive and direct
influence on corporate image [14][18]. Buyers are faced with a more diverse choice in terms of products with
similar design and characteristics for a similar price range regarding all types of products. It is clear that when
there is no significant difference in price, quality, design or features; the purchase decision will focus more on
positive image [33]. Consumers will purchase a product which in their eyes has a more positive corporate image
[24]. Customers’ perceived value has a subjective nature to it, because of the nature of the decision evaluation.
Porter and Claycomb [8] emphasized that “The perceived value appoints to corporate image and is projected
onto the retail store’s image that supports the corporation or brand, and thus a consumer’s narrative will
incorporate in his choice in the image of the retail store or the corporate image”. Thus, perceived value has been
a significant positive predictor of corporate image [14][18] while non- significant in a study [22].

6.4. Internet Marketing
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Organizations are embracing internet marketing in order to respond to customer trends and thrive in a rapidlychanging environment. The adoption of internet marketing has been widely analyzed in various studies, and which
has triggered a more forceful manner in business management . Bhurahongse [34] found that the advantages of the
electronic commerce technology would assist the operations on a multi-level scale. Marketing companies are able to
expand their businesses in order to challenge their competitors and expand their activity to international markets in
the future. The internet was created to improve the efficiency and integrate the development of marketing activities;
preparing all organizations, including direct selling companies, for opportunities that otherwise would may be
unavailable to them[35].But there has been a lack of factual studies conducted to study the connections between
internet marketing and corporate image related to direct selling. Chatttananon et. al. [24] and Yeo and Youssef [13]
have conducted researches on internet communication and corporate image, which stressed that internet marketing
had a positive and significant influence on corporate image.

6.5. Trust
The importance of initiating, building and maintaining trust between buyers and sellers as a key facilitator for
successful direct selling is increasingly being recognized by academics as well as practitioners[9][27]. The
reliability of the product and of the corporation will generate trust in the consumers’ minds and facilitate the
purchase. Therefore, direct selling companies seek to build trust, reliability and create better awareness about their
company's brand and image. Recently, it appears that the gloves are off in the direct selling industry, exhibited
by a rise in the use of new technological supports and more violent approaches in confronting the
competition to assert the rights on new channels for doing business. Consequently, researchers have
examined predictors that are related to the customer’s purchasing decision process in direct selling.
Trust and corporate image are highly related. From the various literatures, personal selling can succeed if
it is focused on customers, by obtaining the customer’s trust and faith [22]. Moreover, empirical studies
support the fact that customers will purchase from a salesperson or a company in which they trust and a
salesperson’s ethical behavior is related positively to a customer’s trust, which significantly influences the
corporate image. Flavián et. al. [12], Lin and Lu [23] and Hoq et. al.[16] showed that trust has a significant
and positive influence on corporate image.

6.6. Attitude
The attitude of a customer toward an organization is intimately connected to corporate image which is the
overall result of an interaction between people and an organization on levels like feelings, ideas, impressions
and beliefs. Consequently, the customer attitude toward image becomes a key variable that can significantly
affect an organization, influence decisions on investment and recruitment, and affect consumers’ behaviour
[28]. Chattananun et. al. [24] showed positive consumer attitude toward corporate image.

7. Research Methodology
The study uses a quantitative research methodology through empirical research, designed to collect primary data
for the purpose of answering the research questions and achieve the research objectives. It is conducted by collecting
data from the structured questionnaire. Then the data is analyzed with a structural equation modelling approach.
The basis of the research framework discusses the reliability statistics and regression analysis between the
predictor variables (brand architecture, perceived value, CSR, internet marketing, trust, and attitude) that are
considered important to corporate image. Their selection is based on several factors. First, most findings in past
studies investigating this linkage have shown equivocal or ambiguous results. Second, these variables seem to
have generated a lot of recent empirical research interests in different areas, since the variables have great
potential to be good predictors of corporate image. Due to these reasons, the research framework model
contributes to bring new knowledge especially in understanding the forthcoming results.

7.1. The hypotheses of the study
The research questions used in the research questionnaire will try to support all these hypotheses which
are as follow: H1-H6 Predictors (Brand architecture, CSR, Internet marketing, Trust, Perceived value, and
Attitude) have positive relationship with corporate image.
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7.2. Questionnaire design
A questionnaire is a pre-formulated written set of questions used for data collection which is required to
measure variables [36]. In this research, the initial questionnaire consists of two parts: Part 1, General data,
contains 7 items inquiring about gender, age, marital status, education, occupation, income, and acquaintance with
direct selling. Part 2, Latent variables, contains 49 items, interval scales measuring 5-items brand architecture
modified from Pina et. al. [21] (Adopt 3 items), Porter and Claycomb [8] (Adopt 2 items), 7-items corporate
social responsibility developed from Chang [9] (Adopt 2 items), Lai et. al. [20] (Adopt 5 items), 9-items perceived
value revised from Vahie and Paswan [18] (Adopt 5 items), Luo and Bhattacharya [32] (Adopt 4 items), 6-items
internet marketing modified from Palmer and McCole [35](Adopt 4 items), Bhurahongse [34] (Adopt 2 items), 7items trust developed from Flavián et. al. [12] (Adopt 5 items), Hog et. al. [16] (Adopt 2 items), 7-items attitude
revised from Wu and Lo [26] (Adopt 5 items), Chattananon et. al. [24] (Adopt 2 items), and 8-items corporate
image modified from Pina et. al. [21] (Adopt 4 items), Yeo and Youssef [13] (4 items). These items use a seven
point rating Likert scale (from 1 = strongly disagree to 7 = strongly agree). For any questionnaire used in a
survey, it is important to pretest the instruments to ensure that the questions are understood by the respondents
and that there is no problem with the content, wording or measurement [36]. The initial questionnaire was
given to 8 direct selling managers and 8 marketing lecturers to ensure that the concepts used are clear and
relevant to direct selling, and therefore face- validate the aforesaid questionnaire.

8. Results
The study is conducted with a sample size of 100, consisting of direct selling’s representatives from five
(5) direct selling companies each located in Thailand. The data were analyzed using SPSS to obtain reliable
results and regression was used to test the hypotheses.
The study adopted Cronbach’s α value as a tool for reliability examination, the result shows reliability
index of each variable are higher than 0.7 which indicates acceptable reliability (Table I). The hypotheses
generated are tested using the regression analysis and the results are presented in Table II. The results
indicate that antecedents (IV) could interpret 75.9 percent of variance towards corporate image (F = 53.097,
p = 0.000 < 0.001). It was shown that H1-H4 were not supported, which represents that brand architecture (β
= 0.121, t = 1.920, and p = 0.058 > 0.05), CSR (β = 0.092, t = 1.076, and p = 0.285 > 0.1), perceived value (β
= 0.151, t = 1.646, and p = 0.103 > 0.1), and internet marketing (β = -0.061, t = -1.112, and p = 0.269 > 0.1)
are not significantly related to corporate image. Fortunately, H5 and H6 were supported which mean that
trust (β = 0.274, t = 3.261, and p = 0.002 < 0.01) and attitude (β = 0.410, t = 4.781, and p = 0.000 > 0.001)
have significant positive relationship with corporate image.
Table I Reliability Statistics

Table II Regression Analysis

Number
of items

Cronbach’s
alpha

Corporate Image

8

.911

5.57

.91

Brand Architecture

5

.845

5.92

.79

CSR

7

.941

5.75

1.03

Perceived Value

9

.940

5.76

.99

Internet Marketing

6

.946

5.11

1.34

Trust

7

.934

5.56

.91

Attitude

7

.936

5.8

.86

Variable

Mean

Dependent
Variable

SD

Corporate
Image

Independent
Variable

β

t

p

VIF

(H1)Brand
Architecture

0.121

1.920

.058

1.630

(H2)CSR

0.092

1.076

.285

3.009

(H3)Perceived
Value
(H4)Internet
Marketing

0.151

1.646

.103

3.456

-0.061

-1.112

.269

1.253

(H5)Trust

0.274

3.261

.002*

2.908

(H6)Attitude

0.410

4.781

.000**

3.022

Notes: *p<0.01; **p<0.001; R2=0.774; Adjusted R2=0.759; F=53.097; p=0.000**; n=100

9. Conclusion
This study has established two direct significant relationships on corporate image: trust and attitude.
Similar past studies support these findings such as trust to corporate image [12][16][23] and attitude to
corporate image [24][29]. This finding shows the good corporate image of direct selling company will has to
start early to build trust and get into a positive attitude towards direct selling.
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