1 v

NIy UNUNATIRINITNANUIURAT UG o RIANN NG 0HLS LN ATZRIAINTIY

2

a

AL mﬁaaﬁ'uqsﬁﬁ]LLazﬁﬁmﬁwﬁ"LajLﬁmifadﬂugﬁﬁﬁl

N9 ﬁ'um‘iﬂjmqa

=) ‘4 I 1 A > =) =) =Y Q =)
msuwufﬁmumwuwaomiﬁﬂmmwaﬂgmﬂmutymsmsqsnwmummm
UWNAINLIRE mmﬁmmﬁ@mﬁm%ﬁaﬁm%’u@u’%ms
sontwnaluladne-duu

Umsdanen 2560



THE COMPARISON OF CORPORATE SOCIAL RESPONSIBILITY (CSR) ACTIVITY
EFFECT TO CUSTOMER BETWEEN CORPORATE SOCIAL RESPONSIBILITY
ACTIVITY RELATED-BUSINESS AND CORPORATE SOCIAL RESPONSIBILITY

ACTIVITY UNRELATED-BUSINESS

Kangwan Kantaravichayakul

A Term Paper Submitted in Partial Fulfillment of the Requirements
for the Degree of Master of Business Administration Program
in Executive Enterprise Management
Graduate School
Thai-Nichi Institute of Technology
Academic Year 2017



PITDENTRNUT MIUTULN UV AININITNANMNTURATOUG B
@ Aa T v oa ' A A A o o
FIANN N 61 a@uﬂnmxmwmmiw NI RINY

ﬁqiﬁﬁ]LLazﬁﬁ]ﬂﬁ&lﬁVL&i LT aaﬁ'm;‘sﬁﬁl

lag MN% AUNTITENN
CRGTaloke MIAMAMANVNATUELITAT
21938 NUINIRIRWUD HT8MEn138 a3 3@ §u1937Y

vudiainay  andwnalulading-giu  euddliiuamiinusatuiiu

sunibgaImsAnaananganlIyanumindia

................................................................... AU UNAINLNNEY
(FOIFFATINTE A7, NTA qmﬁtywaﬁ)
W LAD. .o, I
AN ITUNIFOURITANUD
................................................... dsemunssums
(;‘J]” NUMIATINTE AT, TTAL ﬁ:qnga"ﬁy)
................................................... N3NNI

[5¢
q

(@3. 39070 NIZUFSTAUT)

(ai a 6
................................................... NI NUINFRITRNUT

(;ﬁmmamﬁmiﬁ A3, @ JULIITY)



9% ﬁ'um%mqa - MIUTHUNSUNAVDINANITTNANNITURATA UG RIANN
@i@;ju‘%lﬂﬂizﬁdﬂaﬁaﬂiswﬁLﬁmiaqﬁugiﬁfﬂua:ﬁ%ﬂﬁuﬁwLﬁmiaaﬁ'vgsﬁ%.

01nIINdinm : fFumaasansd as. @ guiaty, 77 wibh,

g ¢ A K o a

mu%%’yﬁaﬁuﬁﬁﬁ;@ﬂs:aaﬂLwaﬂﬂmsmumamamnﬂﬁmﬁmﬁaé’muﬁ
dl v = a v

A o o A AN AaA a & A a =
Lﬂﬂqmaﬁﬂﬂﬁqiﬂﬁ]uaz‘ﬂhﬂﬂU')‘Uﬂﬁﬂllﬁiﬂ"ﬂﬂ“@]a“ﬂiiﬂﬂ JINNILNLYI LN UNSV DS

U

o

'
a A ot a e A

ﬂamssmwaé'oﬂuﬁLﬁmﬁaanumnaﬂumﬂsmLﬁﬂé’dﬂuﬁ"l,&iLﬁmiadﬁuqiﬁaﬁﬁ@ia

q
v 6 = a

Huslne I@Uﬁqmgmm glwasdnInIasInasNIInRand L iuiaNITUINaFIANNTNAG

q

2

v

Au3lnaunnfige 8nnaialidfidasnisldfianssn CSR aaiamIasznind1ug mn
1090 FuA12844uTIne MmuInlIvuifisuuaziiendinianTIniinanzauuas
sanARINUANBMzIaIFuA WIaTINATasawdaliiiadszlomigengn ndudratenls
NIFW 416 A I@Umﬂﬁﬂﬂ'mjwﬁ'samal,mua:mn (Convenience Sampling) tALA28£4
nnyananardslusanIinwanIuas

HAMIANBINLIN AWTINTaIRTINdYU CSR MNEIT0IRiUTIAY (Related) &
dradowinny 3.42 agluszauann lusnizfinwaiusesfansandu CSR Alainuatas
e a A ai 1 s 1 o dll a a dll
AUTIND (Unrelated) Hid1adoviiny 3.17 agluszduthunans leRansanfianssuiiva
s dl Cll v Qs a dld 1 Y A 1 v Q/ v o v dl v I3 dl
faauninpidaanunsifidderuilne (Related) wudrdunssuinisriliandwadud
[ = a ' ~ A A v [ (% [
390 (Brand  Awareness) HraUALaRngINgR T0989AABMWNNTILIN AT
Wwauloanuaniia (Brand Association) LazeuanuTedaddaand®e (Brand Loyalty)
aUEaU I NFUNNITUIAMNINTIaTEUA (Perceived Quality) dadnitas
Nga saudufInIsuiessanf liineidaanusfanldesuslng (Unrelated) wudn enu
myiuimavhlianiieiduniin (Brand Awareness) JszaudnadugiNga sosaiunda
@Tmmﬁufmsa‘?ﬂaﬂﬁﬂL%awimﬁumﬁﬁa (Brand Association) WAEAIHMNIILIAMMN

a o . . o Ao A o ¢ A o

28IATNRUAN (Perceived Quality) muAIGY luveNauaNuTasaddaasndwa (Brand

A A o A A a a A A o A A %
Loyalty) dieniadoiasnga WalfFouisunwnuTeInaednansTuLiafIauNg 178
NUTINA (Related) uazliinendasriugania (Unrelated) Ndsiagu3lng wuindn Sig. (2-tailed)
A YiNNL .000 T91kaandn 0.05 WEAIIN ANARERANUVUANGIING LAaRINTMIANAN t
wudidn t 1luuan (15.17) usasieazasiansruiadaalugluuuiinerdesiugng
(Related) FhlWEUIInatianssuiamnmwannitfanssuiedauf liifoadasnugsia
(Unrelated)

TN aINLRL RVENATAWNANE oo
AT MIIAMIINANIINATULDINT AeNaTaa1NTENUSNT oo
Un3sAn® 2560
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SOCIAL RESPONSIBILITY (CSR) ACTIVITY EFFECT TO CUSTOMER BETWEEN
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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 (§=3.42) in contrast with non-business-related CSR activities which impact is
moderate (i=3.17). For business-related CSR activities, the highest impacts on
consumers are brand awareness, brand association, and brand loyalty respectively. On
the other hand, the perceived quality aspect has the lowest average score. For non-
business-related CSR activities, the highest average scores are brand awareness,
brand association, and perceived quality respectively. However, consumers rank the
brand loyalty aspect as the lowest.

On statistical aspect, we implement two-tailed t-test. The results show that the
difference between overall impact from business-related CSR activities and non-
business-rated CSR activities is statistically significant. In addition, the t-statistic has
highly positive value which suggest that business-related CSR activities have more

powerful effect compare to non-business-related CSR activities.
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ﬁammmm%'uﬁmiawiaéfaﬂmiams%’uﬁqmmmﬁﬁuﬁﬂuu@iazmﬁ'ﬁuﬁ’] laguyd
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Efmm"l,@mLf,maLmuaaumw"l@mwwumammmwﬂsﬂmgmaqmgmwa
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ANULNBIRTILATIRANE RN URIN AN WY Tagdn 10C vasusastadasdaziiisla
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1. MITUFAMNNVIANEUAT (Perceived Quality)

Reliability Statistics

Cronbach's Alpha N of Items

.926 10

2. myanstadsisanlaanuanie (Brand Association)

Reliability Statistics

Cronbach's Alpha N of Items

913 10
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3. msﬁﬂﬁmwﬁﬁmﬂuﬁﬁ'ﬂ (Brand Awareness)

Reliability Statistics

Cronbach's Alpha N of Items

922 10

4. anuTesadaaadvia (Brand Loyalty)

Reliability Statistics

Cronbach's Alpha N of Items

.904 10
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Yo e S v X e
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. 5 szinnaa 5 5
ayazasnuils . ANBWSVDINIIIA
NIAIIA
F2AUNMIANEN AU 1 = dgndnszaudIuanes
2 = {aNaT
3 = 3ganln
4 = 13gygLen
szauyle QD UAL 1 = ¢1n1 15,000 UM

2 = 15,001-25,000 U
3 = 25,001-35,000 U
4 = 35,001-45,000 UM
5 = 45,001-55,000 U
6 = 55,001-65,000 U
7 =65,001-75,000 U

8 = ;;m’j'] 75,000 1N

2. MIFUAUMIANBANUILRATOUADFIAN (CSR) VAITINIAN

NanIu CSR @iams%'ufﬁaqmmw AUAINIATU 1= ﬁaﬂ‘ﬁq@
YIAIAWAT (Perceived Quality) 2 = %oy
3 = 1unans
4 = 37N
P
5 = 1nfga
AaN33% CSR @an1383191/298 AWATANATI 1= ﬁaﬂﬁqm
Wwanlesnuasdwa (Brand 2 =Yg
Association) 3 = thwnas
4 = 37N
=i
5 = 1NNIgQ
A3an333 CSR danvhlweanina AUATNINTU 1= ﬁaﬂ‘ﬁq@
\Jun3an (Brand Awareness) 2 = %oy
3 = 1una
4 = 37N

]
=}

5= Nﬁﬂﬁq@]
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ﬂmuulﬁu@i@m:ﬁuLLﬁ:;ﬁ%’ﬂﬁaamimwm‘hmuﬁaasha LR AR I UBINZILUUDDIUF AT
EaUANNAAR LBt afanlEIdldun denad duade LLa:mmuLﬁ'mmummgm

1.3 MIIATEHRNAREUANULANA VIS mi%'uqummw%uﬁﬁ
@ananTIu CSR luudazdn Usznauliers Aanssu CSR @iamﬁujﬁaqmmwmaamw
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2099 AW (Related) AUAINTINANNTUAATAURBFIANR i FanuReTasiuan
AUARSDIUAITBIA T AT (Unrelated) 1agazfinmInagauiainzianuwandns
229ndueuds 4 ngu uunauszaunsdng lasdaudiniiuiamdianaudide
Aan330 CSR lnudazeunasnnauiniRelated uaz Unrelated \udayannasiaouas
AT Lﬁaommﬂuﬁayaﬁf@Lilu;&amvlﬁ wazeul sz aumsinen uaaudsilduas
fﬂmwﬂ'mutﬁastﬂzLﬂuﬁayaﬁfmﬂuyadﬂ@T GanunaieneAaaudssildaianasey

Paired Sample T-test
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a3 11 Wisuifsun wnunienanssueu CSR - MNsTa9nUTsna (Related)

uazfanIsuen CSR 1liNyaTadnugIna (Unrelated)

Paired Samples Statistics

Mean Std. Deviation | Std. Error Mean
Pair 1 R_Total 3.4230 .73986 .01627
UR_Total 3.1745 .73013 .01606

a1397 12 WRsuifiouszaumIiuzianssudiu CSR Aneddasinuninag (Related) die

AmdaNFudlududnig

Paired Samples Statistics

Mean Std. Deviation | Std. Error Mean
R_Perceived Quality 3.1563 1.01604 .02228
R_Brand Association 3.6038 .86182 .01896
R_Brand Awareness 3.7250 .88020 .01930
R_Brand Loyalty 3.2000 94097 .02063

a9 13 Wisuiisuszdunsiuifianssudin CSR Nldineadasiugsfia (Unrelated)

danmenanFud luduen 9

Paired Samples Statistics

Mean Std. Deviation | Std. Error Mean
UR_Perceived Quality 2.9563 1.05706 .02318
UR_Brand Association 3.4340 .84344 .01855
UR_Brand Awareness 3.4938 1.03705 .02274
UR_Brand Loyalty 2.8313 93712 .02055
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a9 14 Wisuiisuszdunisiuifianssadin CSR Nldinuadasiugsfia (Unrelated)

daqmenanFudludueng g

Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Sig.
Difference t df
(2-tailed)
Std.
Std. Error
Mean Deviati Lower Upper
Mean
on
Pair 1 R_Total - UR_Total .24843 74439 .01637 21632 .28054 | 15.173 2066 .000
Pair 2 R_Perceived Quality- .20000 | 1.05974 .02324 15443 .24557 8.607 2079 .000
UR_Perceived Quality
Pair 3 R_Brand Association- 16981 .90588 .01993 13074 .20889 8.522 2066 .000
UR_Brand Association
Pair 4 R_Brand Awareness- 23125 .98906 .02169 .18872 .27378 | 10.663 2079 .000
UR_Brand Awareness
Pair 5 R_Brand Loyalty- .36875 .98526 .02160 .32638 41112 | 17.069 2079 .000
UR_Brand Loyalty
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