£ 1A

v v v a o a ° A ~ 1A A
FUVONIIAUANUVUDAIS ‘Vlﬁuﬂﬁsllﬂﬂﬂﬁg"]ﬂ‘]fublu@nﬂ@mENL"]fEJ\ﬂ‘WlIVIlI@E]ﬂi]ﬂﬁill

{ v A ' [ J a
ﬁllﬁﬂﬂaﬂﬂ’ﬂuiﬂWﬂ%ﬂﬂ@ﬂﬁﬁﬂuﬂl@ﬂ@ﬂﬂﬂiﬁiﬂ%

Y A a J
e unanmila ¥awag
Sayan VIHIIFINIWMIL NN
da 4 a o J A
91915891501 919138 A3 NYYAnNHl NyYna
QU T
UNAAEID

v Y a 4 @ a o A a A1 a
NITAUAINLVUDFISLI DN “I/Iﬂuﬂmlﬂﬂﬂi31“]51‘5‘14GlummﬂluﬂﬂL%ﬂﬂiﬂuﬂuﬂﬂﬂ%ﬂﬁin

a

A =2 v A J @ J A o S A = Y a
NUTAIIAITNTUHNAFDUADTIANUVDIDIANTHIND X @Q‘ﬂigﬁ'ﬂﬂLWﬂﬁﬂHTﬂﬂuﬂ@ﬂlﬂﬂﬂigﬁmﬁﬁu

o 1A 1 Aa { v Aa 1 [ J a 1 o ]
TudwneloudsalniniinenanssuRHaaInInNS URAYOUADFIANYOIDIANTFIND NGUAIDE

v
= 1

X = ZJJ gd o d‘ 1Y (] o A [ = 1
AlFlumsanyInsatine naulse s vuIIUIN 400 519 V]@Wﬂﬂﬁ]giﬂﬂ%ﬂﬂluﬂﬂ N IAFae Ini

q

v A 9/12; ]

@ a { [ T o J
o ﬂmaaﬂmwww‘wﬁ’ ﬂﬁ%ﬂlﬂﬂﬁu‘ﬂﬁ’uuﬂ‘ﬂﬂiﬁuﬁllﬁﬂ\‘lﬁﬂﬂﬁTMi‘UWﬂ%ﬂﬂﬁﬂﬁﬂﬂwmﬂﬂﬂﬂﬂﬂi

U

Y

a 9 I A A I 9 a d Y 9 aa a
13N9 Tﬂﬂclﬂﬂ,muﬁeummﬂumi@maium‘imm’miammyja 'Jlﬂi1$ﬁ"llﬂuﬂa@ﬂﬂﬁﬂﬁﬁﬁWiimu'l

(Descriptive Statistics) 7B AIANUD F08a LATAUNDY
Y v

HANISANEINUI FAOULULABUNINNIHUAZINNINTTUNUTAIDINNNSURATO U
1 [ 4 a 1 [~1 a A 1 == 9 ~ v =
ADTIANVDI0IANTFIND (CSR) aau Inaidlumemajs 019521119 26-35 7 Hse lAmasasinon

= @ @ [ o =< ~ Yo 9

10,001 - 20,000 UM DIFWFUTIFMI/NUNUYDITT szaumsAneIfaaas Iasunsudoya
{ v A ~ v a 1 o 4 a v J {
MeINUAINTTUNLAAIDIANUTVAASDUADTIANUDIDIANTFININ INTHAU WInNiga uaz

{ ' o a ~ v A 1T o < o A o 1
gnaNAeTINATUAYURINTIURNAAIDIANUS URAYO UADdIANING 12T U IANTNIURY

NAUARYIRAD LUV UDINABF D URINT THALAAIDINNNTUAATOUADTIAY
Y 9 9 = ! 9 =) 9 9 <
AuANIANWI 1Y wansAnINY gaeuuuudsuaiuiadugawdlalulszau

; - ! . { 1y
gUuUVN 4 M5UTNANONITNAA (Corporate Philanthropy) ¥ 1NAFA LARABUNDUTOUD N

¥ ) < ~ ! A . .

anuinnulalulszidugduuun 5 msereyiemaeyuyy (Community Volunteering) Lo g
JUnuuN 6 M31szneugInevd 1T uAAroUABFIAY (Socially Responsible Business Practices)
Yy A A o o Y ) Vo9 ' '
Uegiga naziodnszaunuinuw lanudn gaevuvudsuaivaiuIvg luninsiy

= Y 9 [ a a = v A 1 o v 9
Mﬂ??ﬂgﬂ'J"IllHJTiﬁlﬁﬂgﬂll‘ﬂ‘ﬂﬂﬁ]ﬂiiﬂcﬂuﬁﬂﬂﬂQﬂ??ﬂiﬂﬂﬂ%@ﬂ@l@ﬁ\‘lﬂﬂ (CSR) luszautiow



@ a Y YR = 1 9 =) [ Y= 1
NAUAR TUATUANNIAN HAMIANEINDN HepunuUdounlszauaNUIanaag
a v A 1 [ 4 a 3’; [ o v
AINTTUNAAIDIANNTVHATOUADTIANVDIBIANTFIND N9 6 JUuu TuszavAun Foadia
1 A 9 o dy A a } v oA 1 [ .
vinaunaenn llvides asil jUuunf 6 msiszneugsntedeurareuaodIn (Socially
Responsible Business Practices) gﬂu‘uuﬁ 5 N30 BIYH é‘m;u %4 (Community Volunteering)
~ U a o Y a3 o . A
gduvun 1 msauasumsiuiUszmudayniniadany (Cause Promotion) tazgluvui 4
o 4 . o 4 4
MIVINANDNITNAA (Corporate Philanthropy) IN1NUAD gﬂgmim 3 mmmmwm;mﬁ'"lmﬂaulm
#3AU (Corporate Social Marketing) nagy Yunun 2 MIna1nvens NAQ (Cause-Related Marketing)
@ a 9 Y a = 1 9 = Y
nauaa lua 1w THyNgAnI sy #an1sANEINYI AaeuuuuaounInluu Tiy
9
wganssumMsiauswlumsaivayunanssund 6 Juny luszauaivayuun Foeday
U = Y v dy A a A .
vInAuRasuIn lvides aeil jUuuun 4 nsuFaaeon13nsa (Corporate Philanthropy)
~ 1 a v Y < [ ), ~
sduuun 1 mMsauasunsTuglszPuilyniniadean (Cause Promotion) Haz3jduuuin 5
[ . ¥ 1w ! 4 ' 14
M39191%201HADYNFY (Community Volunteering) 11104 JUuuUA 3 n1saataioyun 1y
Yy 199A N (Corporate Social Marketing) JUUVUN 2 N15AA1ADINIINAA (Cause-Related
Marketing) taz3duuui 6 n151senoUFIN108NTURATOUADAIAN (Socially Responsible

Business Practices)



Independent Study Title Attitude of People in Mueang Chiang Mai District Towards

Corporate Social Responsibility Activities

Author Miss Pawilai Chalamat

Degree Master of Business Administration

Advisor Lecturer Dr. Pichayalak Pichayakul
ABSTRACT

The objective of this independent study is to study the attitudes of people in Mueang
Chiang Mai district towards corporate social responsibility activities. The sample group subject in
this study is the resident in Mueang, Chiang Mai and were collected 400 samples in Selective
sampling method by using questionnaire. The statistic values for analyze is descriptive statistic
which are frequency, percentage, and mean value.

The study found that all of the populations knows corporate social responsibility activities,
Most of them are female in the age during 26 - 35 years old, have income ranged between is 10,001
— 20,000 baht per month, are employed as government officials/ civil servants and graduated
bachelor degree or equivalent. Most of them acknowledge information about corporate social
responsibility activities on television and used to participate the corporate social responsibility
activities with their workplace.

Attitude of people in Mueang Chiang Mai district towards corporate social responsibility
activities in aspect of cognition is found that the respondents have the most right understanding
about Type 4 Corporate Philanthropy and lack of understanding about Type 5 Community
Volunteering and Type 6 Socially Responsible Business Practices. Most of respondents have low

cognition about corporate social responsibility activities.

Attitude in aspect of feeling: the respondents have feeling toward the corporate social
responsibility activities, totally, in 6 types of activities, and in very good (4) level. The average
sorted by descending from greatest to least as follows: Type 6 Socially Responsible Business
Practices, Type 5 Community Volunteering, Type 1 Cause Promotion, Type 4 Corporate Philanthropy

equal with Type 3 Corporate Social Marketing, and Type 2 Cause-Related Marketing.



Attitude in aspect of behavior (Conative Component): the respondents have behavior
tended toward the corporate social responsibility activities, totally, in 6 types of activities, and in
mostly support (4) level. The average sorted by descending from greatest to least as follows: Type 4
Corporate Philanthropy, Type 1 Cause Promotion, Type 5 Community Volunteering equal with
Type 3 Corporate Social Marketing, Type 2 Cause - Related Marketing and Type 6 Socially Responsible

Business Practices.



