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# # 5484690628: MAJOR COMMUNICATION ARTS
KEYWORDS: CSR ACTIVITIES / AWARENESS / CORPORATE IMAGE / BRAND / INTENTON TO BUY

LALINTHIP PHATTANASARN: RELATIONSHIP BETWEEN CORPORATE SOCIAL
RESPONSIBILITY ACTIVITIES OF BUSINESS ORGANIZATIONS AND CONSUMERS’
PERCEPTION AND BEHAVIOR. ADVISOR: ASST.PROF. PHNOM KLEECHAYA, Ph.D., 122 pp.

The objectives of this study are (1) to explore customers’ perception of the corporate social
responsibility activities, corporate and brand awareness, corporate image and intention to buy, (2) to explain
the correlation between the customers’ perception of the corporate social responsibility activities and the
corporate awareness and image, (3) to explain the correlation between the corporate social responsibility
activities and brand awareness and intention to buy. This study employs quantitative methods. The 400
samples are Bangkok residents whose age 18 years old or above.

The results of the study indicate that: (1), the sample perceived the corporate social responsibility
activities as moderate level but particularly high in “Rakbankerd Project”, “Million trees for King Project” and
“SCG Conserving water for tomorrow Project”. (2)the sample have moderate level on the corporate
awareness and image (3) the corporate social responsibility activities awareness are moderately and highly
with brand awareness and intention to buy.

(4) Hypothesis testing reviews that:

4.1) the perception level of corporate social responsibility activities has correlates with corporate
awareness statistically significant at the .01 level.

4.2) the perception level of corporate social responsibility activities has correlates with corporate
image statistically significant at the .01 level.

4.3) the perception level of corporate social responsibility activities has correlates with brand
awareness statistically significant at the .01 level.

4.4) the perception level of corporate social responsibility activities awareness has correlates with

their intention to buy for the organizations’ products statistically significant at the .01 level.

Field of Study ... Gommunication Arts i, Student's Signature............c.cccccv.v....

AcademiC Year ... Advisor’s Signature...........ccoceevveennn
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INPUT OUTCOMES: Internal OUTCOMES: External
CSR Activity Company Company
Type > Awareness > Purchase
Community Support Attributions Price Premium
Diversity Attitude Loyalty
Employee Support Attachment WOM
Environment Resilience

Non-US Operations

Product

Consumer
Consumer
Investment Behavior
Well-being
Money/Goods > q Modification
Time
Personnel
Issue/Cause Issue/Cause
Expertise >
P N Awareness L—» Support:
] i A
! Attitude ! Time, Money, WOM
| ‘
1 1
1 1
Consumer
Consumer
CSR Support

Segment Characteristics

Overall Attitudes
Company

Compan
pany Marketing Strategy

Marketing Strategy C it
ompetitors

Industr
Y CSR Activity

Reputation )
Marketing Strategy

Size/Demographics

CSR

Distinctiveness
Coherence
Reputation (Cause)

Fit

P Bhattacharya, C.B., & Sen, S. (2004). Doing Better at Doing Good: When Why and How Consumers Respond

to CSR. California Management Review, 47(1), p. 12
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CSI Driver

®  |ndustry Characteristic
- Competition, Product
Differentiation
®  Firm Characteristic
- Leadership, Product
Quality, Market
Position
®  Consumer Characteristic
- Value, Beliefs,
Experience,
Brand Preference
®  Macro-environment
- Regulations, Public

Policy, Activism

CSI Strategy
® |evelof
Involvement
Type of
Involvement
(e.g., Issue
Mix)
Communica

tion
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Firm Level Outcomes
® Brand Equity
®  Customer

Equity
®  Market
Share

Macro Outcomes

®  Social
Welfare

®  Quality of
Life

® Role of
Corporatio
nsin

Society

N Bhattachaya, C. B., Smith, N. C, & Vogel, D. (2004). Integrating social responsibility and

marketing strategy. California Management Review, 47(1), p.7. (ﬁﬂdaﬂumﬂﬁ'w?m Tadnd, 2549)
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a o a o v [~ . . [ dll =
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AUN 4 NAATURTIAUAN: NIITUIATIAUAN AT mmmﬂwmmauﬂm

4771 5 NINAFBLANNAF Y
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AI9199 4.1 WARIRIUIULALSDEALUDINGNFIDENTALINULUNAHNLNA

LA 1MUY Fa8az
Tl 150 37.50
WS 250 62.50
EREN 400 100.00

ANA9N 4.1 WUdINguARLITUWANS Nnndwetng TaeWARTNEAI WY

250 AL ARLTlEasay 62.50 INATIENAIUT50 AL AnlWEaaay 37.50



AI9199 4.2 LAAIRIUIULALSDEATUDINGNAIDENTALF U UNATNTIIRE

anel ATUIU Fasay

laeindn 201 11 2.75
20-29 1 177 44.25
30-39 1 165 41.25
40-49 1 30 7.50
50-59 1 14 3.50
lals 3 0.75

394 400 100.00
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AINANIN 4.2 WuINgusaet1enNeny lutdas 20-29 1 uay 30-39 T afluszdtinin
NQAUAZIBNAINT 31U 177 AU UAY 165 A tasAnilufanay 44.25 uay 41.25 AMNATAL

uaz ngNAetinenNengiinandd 20 1l #auauiiesngn a1uau 11 au Aalubenas 2.75

A15199 4.3 LAAIRIUIULALS DR URINGNAIDENIALIUUNANDITN

AT ITUIU S5RaA

| o K
1NN ANT 71 17.75
AN/ INIARIUAA 19 4.75
gn%’wmnﬁu/wﬁ’nmuu‘%ﬁ'ﬂ 237 59.25
41311n19/5578unA 52 13.00
Gy 21 5.25

FI Y 400 100.00

AINA9N 4.3 NI TNUDINGNAIDLNNFDUULLABLINN BVTNGNE

LANTUWTANENINULEEN HAUUNINNZA A

9

237 AU AnuTeEaT 59.25 LaTNgNFRaEns



dl v dl A = % A a ] o o a [T
NABULLUADUDTNUBLUNE A AD @WTW@W%WHM?@@?HW@QHWQ AU 19 AL AALTUTatAY
4.75

M1597 4.4 UAAIAIUIULASSREATIRINANAIRt SRt uenm Nl AsaLRaY

aela AU Fasaz

laaindn 10,000 U 50 12.50
10,000-20,000 un 106 26.50
20,001-30,000 1% 92 23.00
30,001 -40,000 1 58 14.50
40,001-50,000 1 28 7.00
1NN31 50,000 LN 60 15.00
Talsey 6 1.50

ER LY 400 100.00

ANA9N 4.4 Wudrduselfsethaunesngusaatinat uMag 10,000-20,000
Tl mnﬁz@m 11U 106 AU ArLTlWaaay 26.50 savadndwda 20,001-30,000 LN
UL 92 AL ATluBesay 23.00 wazausuan tEwA 2elFu1nngn 50,000L1N a9
60 AL AnLluSanaz 15

AI5199 4.5 LARIRIUIULALSDEATUDINGNFIDENIALI U UNANTTAUNITANEN

FTAUNITANKAN U FasRz
UsenuAne 2 0.50
WBLNANADUAY 3 0.75
WaauAneAauLlane 34 8.50
BNTANEN 7 1.75
Sunneng 233 58.25
a9nan1Beyeynsis 121 30.25

EREY 400 100.00




73

=

' ‘e oA @ o o
AINANTIN 4.5 WU ﬂZ‘!NWQ@EI’N‘VW]@‘LILL‘]_I‘]_IZQ@‘LIE]’]NLﬂuﬂﬂ%@ﬂiuix@u@ﬂgﬁy’mﬁ‘

NNNgA A1uau 233 A Anlufenay 58.25 savasin ungusaetwnaugandliynn

lﬂl o

m7 Anuau 121 AU Andluenas 30.25 WATALNTANHNIEALLT NN TR TNdn [7WAU 2 AL

q

AnLTlgasay 0.50

AN5199 4.6 ANUIULAFRLURZUDINGNAIDENTALAUUNATHADIUNIN

A0UMNW U LERE
Tan 317 79.25
ANTA I 19.25
ue/uenniueg) 6 1.50
R EY 400 100.00

AINANIN 4.6 NgNAaLasaLwLLdaLnNTuEIRan uNnTan AuIn 317 Aw

Anlluasas 79.25 LAZADIUATNANIATAIAINT AU 77 AU ARLTWEREAY 19.25
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FuRnTaUARRIAN
STALNITTUS
1iagl 1y Tl wila
fanssu 4 Uae Tdraeiiu X SD
ngn nad \atl NR
L (feemz) | (feemz) |
(TR8AY) (7988%) (TR88Y)
U3EN Uan. a7m ()
1.1n29n1918 1040 75 192 95 26 12 3.73 | 094 | g
DEND (18.75) | (48.00) | (23.75) (6.50) (3.00)
2.lasennsinedt 23 116 17 79 65 288 | 1.16 | 1w
A59AU 84 ANLA D NAN
WaLEN (5.75) | (29.00) | (29.25) | (19.75) | (16.25)
3.Tazanswanlali 26 85 117 102 70 274 | 147 | thu
waies eqai naN
?ﬁléx‘iféju (6.50) (21.25) (29.25) (25.50) (17.50)
L e uimuia mﬂwﬁm‘fu AR (I11TU)
4 Tpsen9dnTinn 161 139 72 16 12 405 | 101| g
tuin (40.25) | (34.75) | (18.00) (4.00) (3.00)
5. Tagannsvinamn 22 54 104 123 97 245| 1.16| m
Ju (5.50) (13.50) (26.00) (30.75) (24.25)
6.1asans #1677 6 20 61 138 175 1.86 0.95 ﬁl’l
nsuiiaya
NITNWAT (1.50) (5.00) (15.25) (34.50) (43.75)
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A3 4.7 WAASIREAT ALRRs (X) muvﬁmmummgm (SD) 2@4n195L3AAN AT LHATA LSS

A9AN (si9)
STAUNITTUS
R iGN . thu | lddes | laidiy ~ uia
nanssu y 1iasl } X SD
ngn . AN 1AL LAt NA
N (sae18%) | N N
(€RHRM) (3pEaY) | (70ERY) | (70ERY)
s uudng anin (W)
7.lnsannsie4dA 77 135 109 57 22 347 | 112 49
S e
AUNAR (19.25) | (33.75) | (27.25) | (14.25) | (5.50)
8.1n394n13SCG 13 43 80 129 135 218 | 141| #n
Sharing the
dream (325) | (10.75) | (20.00) | (32.25) | (33.75)
9.1n34N13SCG 21 44 73 110 152 218 | 120 @
Badminton
Academy (525) | (11.00) | (18.25) | (27.50) | (38.00)
U
594 | 284 | 068 | nang

AINANTN 4.7 WUdINeFUsRAanssuANT LT UsadIANtasngustet19inesan
! o ISP dl
agluszatunans AAiede 2.84
dl a a ! dl Vo v Y [ ¥ ! ¥
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NANDNENAURILEEN Unn. A1ie (unTw) Tasan13d1fininiinuinie 1a9ii3sm e wan
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a o

i ﬂﬂwﬁm‘fu AR (W) TAsaNI91eaTA NN WeawIAR 189 1T 1uduus e
ANNA (NUE)

Thsansilgsunisiisszsium 1iun Tasan1s SCG Badminton Academy uwaz
TA99n13SCG Sharing the dream 283 131M udwus e a11n () tassnng *1677
NapudiayanIaNEAs LAy TATINIIMNAYNTU 209131 nifia uinifa ﬂ@ugﬁmfﬁu A1

(NUNT)
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A9U7 3 NARIUBIANS: NMTEANDIANTUATNINANHIURIANS
annsianziuazulanadayanasiuasAns lHun nsddnesdnsuaznnaneniasdng Ingd

NANNTHANLAdsIsa 1

M19199 4.8 LARISREAT ALARE ( X) druilenuuanggu (SD) m'aqms;%'«%'nmﬁns

- gnfias Tdgnéias
nanssa . 3
(798A%) (79819%)
1. U39 Unn. annie (W)
1.1 135 dan. A1rip () dgnandrdinaulng1i 227 173
o K v L 1
asvmrinenaslansen tneliilssaauion (56.75) (43.25)
Aanssulgnéiuliiaaulallulasenig 1 dunén
naNEINg”

1.2 138 e, Ah (Wn1) aaidsumnugd 226 174
o A g Yy a o 9 P P
fatuliaulne faefanssu nanlalinaieaiiie (56.50) (43.50)

o
qNEE”
1.3 U5Em Unn. a1 A (NUN114) Tan1nig 223 177
o a a = | a e; o
ez IATa AT gNAana s vl IR Y (55.75) (44.25)
g4pnuafiuuuL NglalaTanng “Fnn @519mu
84 AIUA ADNBLNEN"

2. i3 nina udada Aanytiadu a1m (WuTw)

2.1 13t i udada pexyilladi Aa9in (Hun1w) 265 135
audinandniinduiageusetinuiaiaseuriiug (66.25) (33.75)
Im39n7 “dTindniinwia”

2.2 131 Iniia udaida aanyiliadi A7n (Nun1w) 179 221
atuaUUAANIINRBIEINAS 1A AN Foafansy (44.75) (55.25)
waznagminainuaie Tulasanis “sinamniu

= ”
ANAUNA

2.3 13t s uwdaida paxy At a9in (Nun1w) 110 290
TiBnsduiAsduiioyansinemsive (27.50) (72.50)
NEAINT INeNIuNL 1677 neasudiesys
NN9NEAT




- gnéias Tdgnéias
nNanssu
(308a2) (500z)

3. 131 Qu%mum“lmﬁﬁﬁm (W)

3.1 131N gu%mumwl,mfihﬁm (N1TY) dLaYUnIg 223 177
wihduLu AUz ALenaTY Tulasang “SCG (55.75) (44.25)
Badminton Academy”

3.2 131 Yudmudlnaandn (wunawaisiiagzan 313 87
1 Wiansziasiv nelElasinns “eadasnmin (78.25) (21.75)
ilaernAR”

3.3 131N gu%mumwl,mfihﬁm (NVWNT) WAL 175 225
yumsAneetieseiiios Wienamiluenide (43.75) (56.25)

{1ulATINg “SCG Sharing the dream”

n1s§anasAnsiaesan X=4.86 SD =272 adluszauiunans
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s a (=3
sTAUANNARALIY (Fauas)

AINANHOL Windor [ Wiudoe | e T | Tadiiin . wila
atinedia finel Fogl . NA
atinedia
1. Lﬂumﬁmﬁ‘lﬁmmﬁumu 87 175 101 22 15 [374 098 | @
gudduAanssufiodany 2175) | 43.75) | (25.25) | (5.50) | (3.75)
2. Lﬂumﬁm%ﬁmwma 95 157 101 32 15 | 3.71 | 1.03 A
whindnuRawanden (23.75) | (39.25) | (25.25) | (8.00) | (3.75)
3. Hszuunamnafiumn 71 180 108 26 15 | 3.67 | 0.97 A
fullnteusiedanniia (17.75) | (45.00) | (27.00) | (6.50) | (3.75)
4. fulaynanisnieusinu 71 172 118 25 14 | 36509 | @
ANLRaTeLAed AN (17.75) | @3.00) | (29.50) | (6.25) | (3.50)
dRLaL
5. {lupadnsfianfiulasanis 65 151 127 41 16 3.52 | 1.01 A
frelinansulasulasite | (1625) | 3775 | 31.75) | (10.28) | (4.00)
sz laaidenu
6. unadnsfiliinig 68 135 143 39 15 351 | 1.01 A
auayuniinauiy (17.00) | (33.75) | (35.75) | (9.75) | (3.75)
ana1asAsdnmu
AangTuNNdIAN
7. {lupadnafisiuloung 46 165 140 25 24 | 346 [098 | @
anAAdeiuANNABINITIes | (11.50) | (41.25) | (35.00) | (6.25) | (6.00)
Apu
8. {lueadnsfiaanaGdurse 47 123 157 51 22 331 [1.02 ] thu
admﬂdlﬁLLﬁﬂﬂﬁﬂifﬂjuj (11.75) (30.75) (39.25) (12.75) (5.50) NAaN
0. fhuasdnsilinsaiuamyu 30 120 177 52 21 322|095 | thu
AanguAIUNNIANEN (7.50) (30.00) | (44.25) | (13.00) | (5.25) nag
10, flueadnsiliinng 35 106 189 51 19 322 1094 | 1w
aduayusuNsRuwAAn | (8.75) | (26.50) | (47.25) | (12.75) | (4.75) GaN
AT LEINITU
791 | 3.50 | 0.74 A
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AINAIIN 4.9 WudIN1eFUINaniadAnsIaLINeLTEN Unn.anfin (WuTw)
| o A a o A a P | o -
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a % =2 [~ & a; ¥ o 1% o (3
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BE9EN fiogl kld wa
GHUNEN
1. fuesdnsnldinneaivayu | 58 173 133 26 10 361|090 | #

A a A o
AIUAITUNANTIULHAGIAN (14.50) | (43.25) | (33.25) | (6.50) | (2.50)

)

2. WluasAnsnandiuinganig 56 141 152 37 14 3.47 | 0.96

ArelAanslasuutlasite
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sz laaidenu
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fullareustedensiia 9.50) | (38.50) | (42.75) | (7.00) | (2.25)
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Windor | Windoe | we | el | lduiu
o s : 5 3 _ wila
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LNGHY
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ALLALUNANITHANY ©6.75) | (26.75) | (47.00) | (15.00) | (4.50) nans
AN3ANEHA
du
LN 3.35 0.67 naNg

AINA9N 4.10 WUINTFUEININANEIBIANTTBILTEN iTia udAEa Aawy

WAt anim (11w agluszauliunang HANQALWINAL 3.35 aNATLULAN 5 Li8

a = P o & o ; o ANy @ s Aoy
NWANTTUNNZLAEANLITHNTNAN B DUBAIANTLINUR @EQ!SLU?ZQUQ 1@LLﬂ1) Lﬂu@\ﬁﬁﬂ?‘miﬂﬂq?

atuayududsnfanssediny 2) Wuasdnsantiulasenisinalifanisasuulas

o

dll o o = a ¥ v a 1 o ¢=4Id =
Watlselaaidsmn 3) HILUUNITUTUNTANUAINNTUNATAUARAIANNA LAY 4) Qulaunenng

NIUATUANNSURATALAAFIANT

o

ALY



81
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2. fulaynanimnenudiu 105 170 103 15 ;388|090 | A
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fudsufanssiiedans
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(W) Inanawsanet sz AuR HANRAEWINmL 3.74 AINAZUUWLEN 5
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