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BETWEEN CORPORATE CORE BUSINESS AND CSR ACTIVITIES TOWARDS
CORPORATE IMAGE. ADVISOR: ASST. PROF. NAPAWAN TANTIVEJAKUL,
Ph.D., 203 pp.

The purpose of this study was to exam the effects of two factors of corporate
social responsibility activities towards corporate image by using the experimental
research method in 2X2 factorial design technique. In addition, two factors used in this
study were: (1) product involvement factor (high product involvement and low product
involvement) and (2) congruency between corporate core business and CSR activities
factor (congruence and incongruence). The data was collected in February 2012.
Furthermore, the participants for this experimental research were 166 faculty of law’s
students from Chulalongkorn University.

The research results indicated that each factor used in this study; product
involvement factor and congruency between corporate core business and CSR
activities factor had main effects towards corporate image where as both of them had

no interaction effects towards corporate image significantly.

Field of Study : Communication Arts Student’s Signature

Academic Year : 2011 Advisor’s Signature
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FRAIANIRIBIANT (Corporate social initiatives: A strategy perspective)

AATLLARBUNANTTNNITUAAIAN e ¢ o o
- . o . NARNETTALRIANSG
SURPTAUARRIANTRIRIANSG . - .
N N ®  AMAINTIRUA
* anwuzgARUnTsNIneVall . .
., ®  ANUAILBIANAT
UBIBIANS ‘ o

e o ®  FIULLNNG
- BIANTALTN, LAaNANEM

LRWIEAATRIARAUSELAN MIINUNUNAYNENNS manaA
9/ @ a e o o
NANAAIMNTTHIIU 9 LARIANNSURATAL ®  ANWANKUAIANG
ARAIANURIDIANG

®  ANBUSIANIZAIUDIRIANS

_ mmﬁ]ué’ﬁﬂuqiﬁq ®  FETAUAINNLNEAINUY

AMNINTRIRUATIRIANS * iszimansnny

LNEINY iR AN

HARTYE AILUAUINIG

= o I3
tnaanupalsziau

NNSARIAURIAIANG HRANEITALRININADN

NNFIAN Taen3ng

®  ANHUTENAIUIBIRIANST
nMsdadns

- AdaN ANNLTa ®  FIRANIWUDY

dszaunisol AuRanala fAN

] a ¥ ¥ a
ARATIAUAIDIELSLNA * AuMwIInURl

S 9 v o
*  FwwpRanMEuantALNIIG AulugIA

- 4
- nHTELUAU nHLnUnNUa ° ‘lJ‘V]'LI"WI“ﬁWﬁVI’N

dapn uazulaunadnssue ﬁﬂﬂu‘ﬂﬂﬂﬂﬂﬁ‘ﬂ‘i

BIN4 9]

WA ALLIA9NNATN: Bhattacharya, C. B., Smith, N. C., and Vogel, D. (2004). Integrating social

responsibility and marketing Strateqy: An Introduction. California Management Review, 47(1), P.7.

AINUEUNINNTDLLUIAR YNNBILTINAENG: M ENALAANITINTLARIANY
fURpTaLARAIANTRIRYANT (Corporate social initiatives: A strategy perspective) 414611 az
wuindawepiterads 4 Fu faansnseuansznuuasusnsuliiesdnadiuisnanudidny
129NNTUAANANNILRATELADEIAN meﬁum?ﬁ'uéﬁLﬁuﬁ@ﬂﬁmﬁ@ﬁmﬂugﬂLLuurﬁiNj
andu Tnaarvgvtadadasanans Wud (1) dnenzqraiunssulagiiallaasesdng
(Industrial characteristics) L1 89ANTALIN LONANEHAIANIZAIVBNAUATELANNEH
Qm@ﬁﬁﬂi’j‘&lﬁfuﬂ (2) ANHOUSLBNIZAIUBIBIANT (Firm  characteristics) Vil FINWULENIG
N1TAANA @mmwmmau%ﬁﬁmﬁmmam{u (3) ANHUYNAI28I89ANT (Consumer

characteristics) K1 ANTEIN AMNEE Uszaunisnd mmﬁqwﬂfm@mﬁugﬁwmﬁ’gﬁiﬂm LAy



24

(4) Aapdanniauanlananing (Macro-environment) 111 ﬂgmﬁﬂu ﬂgmmeﬁmmzﬁ”\aﬁm Ay
wletngansisniesinge) neawniizeladefingann annsndaanasudnauliifannnguN
¥

ﬂ@ﬂqwﬁfmmzﬁmmﬁmv‘i_lammurfiﬂ S 9ANTRIRIANT (Corporate social initiatives strategy) 2l

TnefesAdsznauvizailadadAtynesAnafiasAnilens Aa (1) ssAUAMNINEINY (Level  of

involvement) (2) Usxinnaeamanuiienis (Type of involvement) 11 AN WLRaL SR
o . dll . . dl 6 A o

NNAIAN (Issue  mix) WAz (3) N19@841T (Communication) @adALsnaLvisatlafuadng

TNUNUNAYNENITHAPNAINT LN ATELAAIANTBIBIANT (Corporate  social  initiatives
' al’j ' Y a o £ o A o & o 'S .

strategy) W8l a0 daNa N ANARNS IH W 2 2AuAe (1) HaaNFszALReANg (Firm level

outcomes) K1 RIHARBAMAIIBIATIAUAT (Brand  equity) FEANAIIBIZNAT (Customer

equity) FRAIULLNNINNNTAANA (Market share) LazFfaNIWANENIAYANT (Corporate image)

'
v a %

(2) HaaNSszALRIwInAaNineNd1e (Macro environment outcomes) K1 AINARDATARNTNUD
f9A (Social welfare) [ﬁi@@mmwﬁmmﬂuiuﬁmm (Quality of life) LaZAALNLNNUTINANG
f9AN19999AN3 (Role of corporate in society) Aaginaiy AMnanvpvizeriadtif AN EnL
v . 1 1A dl o ==X 1 a 1%
anAn (Customer characteristics) i ANLEIN ANLITR Uszaunngnd AnNNane lapang@uAn
Y a = o v = v v . |
2199515 1nA waz arwpviseadesuduanaenneuentngning (Macro-environment) 111
nsuiley NONauTiredann wazuleLNea1a19neEsne 151 asnsndenauazanAuliiesdns
FEunuRunagnNaaiugUuuuAanssunIsuansmn iR aTaLsedsan niwansh Ll
k%

o a as dll o I v ¥ al ! dld o dl %
NITANLUUINU LL@Z')ﬁﬂ']ﬁ‘@ﬂ@’]ﬁ‘ﬂUﬂQNQN@QMI@@’JNL@HM?@@JT]ﬂ’Wlll’j‘Zﬁllﬂ')ﬁLlLﬂEI'JWL!

194 WAL (Bhattacharya et al., 2004)

Mt liAAR NN laDINAN TN LUR9N 1 wERIANN LR ATa LA RIANTDIDIANT
1NT1 Bhattacharya WA Sen (2004) aslfeaduneieasmlsenavsvisetlasainelifiianig
WA N FURRTe LR adIANTaIReAnT uaznalssTamingising 03dns waztlsziauiloym
! o VYo o a a o 1 d” v a 1 d”
iramandsaNazlfiuainnisaiiufianssuaenanail Tnalfunun nnseuuwaAnsialils

Tunnsesune (8 WHUANNT 2.3)



25

WHUNTAT 2.3 WARIHNNBINITUARI AN TURATD LS BAIANTRI84ANT

(A contingent view of CSR)
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good: when why and how consumer corporate social initiatives. California Management

Review, 47(1), P.11.
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(Normative) wazluudnasgsnia (Business) AU (Bhattacharya and Sen, 2004)
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3. NSUAAIANNNSURATALARRIANYDIDIANSLITINALNE (Strategic  CSR)
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3. FAHENTLALLNLINUAENINANENAIANS (Enhanced corporate image and clout)
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2. WUIRALNINUANNADAAARDI LUNITLAAIANNSLURATALADRIANTDIDIANS

(Congruence in Corporate Social Responsibility)
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A3 9NFALLIAINAN: Robertson, T.S., Zielinski, J. and Ward, S. (1984). Consumer behavior.
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(A continuum of buying decision behavior)
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Journal of Advertising Research, 20(5), p. 31.
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BELAN AR LU AINN9A: Assael, H. (2004). Consumer behavior: A Strategic approach.

New York: Houghton Mifflin. p. 98.
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