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ABSTRACT

The objectives of the research are 1) to study the consumers’ perception towards
corporate social responsibility (CSR) of the business organizations in Thailand, 2) to study the
consumers’ expectation towards CSR’s style and character of the business organizations in
Thailand and 3) to examine the relationship among the demographics factor with consumers’
perception towards CSR and consumers’ expectation towards CSR’s style and character of the
business organizations in Thailand. A questionnaire survey was carried out to collect the view of
consumers in Bangkok. A total of 414 consumers were selected as our respondents by quota
sampling in accordance with gender and age. The data obtained were analyzed using the statistic
package software. To accomplish the objectives 1) and 2), descriptive statistics were used to
analyze the data. Chi-square test was used to test the relationship in objective 3). The results
showed that more than 80 percent of the respondents agreed with almost all of the statement
developed from Caroll” CSR definition, which included economic, legal, ethical and philanthopic
responsibilities. Environment protection and social recovery were the top two program that the
respondents expected. All of demographics, except gender, were significantly relationship with

both consumers’ perception and consumers’ expectation towards CSR’s style and character.
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