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Abstract

This paper mainly focuses on measure and compare the
impact of business-related and non-business-related corporate social
responsibility (CSR) on consumers’ perception. The results can be
applied on CSR activities decision making to gain the advantage from
choices of CSR activities regarding to brand or corporate shareholder
value. The sample size is 416 residents living in Bangkok metropolitan
area. We implement the convenience sampling methodology. The
results show that overall impact from business-related CSR activities
are high (mean=3.42) in contrast with non-business-related CSR

activities which impact is moderate (mean=3.17).
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