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‡√‘Ë¡®“°§«“¡‡¢â“„®

®ÿ¥‡√‘Ë¡μâπ¢Õß°“√∫√‘À“√®—¥°“√‚¥¬∑—Ë«‰ªπ—ÈπÕ¬Ÿà∑’Ë

§«“¡‡¢â“„®¢Õß∫ÿ§≈“°√¿“¬„πÕß§å°√∏ÿ√°‘®‡Õß °“√ ◊ËÕ “√

¿“¬„π®÷ß‡ªìπ ‘Ëß ”§—≠ CSR °Á‡™àπ°—π §«“¡‡¢â“„®„πÀ≈—°°“√∑’Ë

∂Ÿ°μâÕß §ÿ≥ª√–‚¬™πå®“°°“√∑” ·≈–§«“¡‡ ’Ë¬ß®“°°“√≈–‡≈¬

„π‡√◊ËÕß CSR π—ÈπμâÕß‰¥â√—∫°“√∂à“¬∑Õ¥‰ª Ÿà∫ÿ§≈“°√∑ÿ°ΩÉ“¬

∑ÿ°√–¥—∫ μ—Èß·μàºŸâ∫√‘À“√√–¥—∫ Ÿß ÿ¥ ‡√◊ËÕ¬‰ª®π∂÷ßæπ—°ß“π

√–¥—∫ªØ‘∫—μ‘ß“π √«¡∑—Èß≈Ÿ°®â“ß∑’Ë∑”ß“πÕ¬ŸàÀπâ“ß“π

∑—Èßπ’È‡æ√“–§«“¡‡¢â“„®π’È‡Õß®–™à«¬„ÀâºŸâ∫√‘À“√ “¡“√∂

„™âÕ”π“®∑’Ë¡’Õ¬Ÿà„π°“√ª√—∫∑‘»∑“ß¢Õßπ‚¬∫“¬Õß§å°√„Àâ

 Õ¥√—∫°—∫À≈—°°“√¢Õß CSR Õ—π®–™à«¬ àß‡ √‘¡°“√æ—≤π“

°≈¬ÿ∑∏å·≈–·ºπß“π¢ÕßΩÉ“¬μà“ßÊ μàÕ‰ª „π¢≥–∑’Ëæπ—°ß“π

·≈–≈Ÿ°®â“ß∑’ËÕ¬ŸàÀπâ“ß“π‡Õßπ—Èπ®–‰¥â‡ÀÁπ«à“ CSR ‰¡à„™à¿“√–

‡æ‘Ë¡‡μ‘¡ ·μà‡ªìπÀπâ“∑’Ë §«“¡√—∫º‘¥™Õ∫ ·≈–ºŸâ∑’Ë‰¥â√—∫

ª√–‚¬™πå„π√–¬–¬“«°Á¡‘„™à„§√Õ◊Ëπ ·μà°Á§◊Õμπ‡Õß §√Õ∫§√—«

∫√‘…—∑ μ≈Õ¥®π —ß§¡√Õ∫¢â“ß „π∑’Ë ÿ¥§«“¡‡¢â“„®π’È°Á®–π”¡“

´÷Ëß§«“¡√à«¡¡◊Õ¥â«¬§«“¡‡μÁ¡„®

°”Àπ¥‚®∑¬å„π°“√∑”ß“π

≈”¥—∫μàÕ¡“§◊Õ°“√‡≈◊Õ°ª√–‡¥ÁπÀ√◊Õ ç‚®∑¬åé „π

°“√∑”ß“π ÷́ËßÕ“®¡“®“° çªí≠À“∑—Ë«‰ªé ∑“ß¥â“π —ß§¡

·≈– ‘Ëß·«¥≈âÕ¡∑’ËÕß§å°√‡ÀÁπ«à“¡’§«“¡ ”§—≠ ‡¡◊ËÕªï

§.». 2006 ∑’Ëºà“π¡“ World Business Council for

Sustainable Development (WBCSD) ¡Õß«à“ª√–‡¥ÁπÀ≈—°Ê

√–¥—∫‚≈°∑’Ëπà“‡ªìπÀà«ß°Á§◊Õªí≠À“∑’Ë‡°’Ë¬«°—∫§«“¡¬“°®π

 ‘Ëß·«¥≈âÕ¡ ‚≈°“¿‘«—μπå ·≈–ª√–™“°√‚≈° ÷́Ëß Õ¥§≈âÕß·≈–

μàÕ‡π◊ËÕß®“°¡ÿ¡¡Õß¢Õß World Economic Forum ‡¡◊ËÕªï

§.». 2005 ∑’Ë§√Õ∫§≈ÿ¡ª√–‡¥Áπ ”§—≠Ê √–¥—∫‚≈° ‰¥â·°à

§«“¡¬“°®π °“√‡ª≈’Ë¬π·ª≈ß¢Õß¿Ÿ¡‘Õ“°“» (‚¥¬‡©æ“–

®“°°“√ª≈àÕ¬°ä“´∑’Ë°àÕ„Àâ‡°‘¥¿“«–‡√◊Õπ°√–®° ‡™àπ

§“√å∫Õπ‰¥ÕÕ°‰´¥å) ‚≈°“¿‘«—μπå °“√»÷°…“ ·≈– ∂“π°“√≥å

μ–«—πÕÕ°°≈“ß

πÕ°®“°π’È¬—ß¡’Õ’°‚®∑¬å ”§—≠Õ’°‡√◊ËÕßÀπ÷Ëß∑’Ë‰¡à§«√

¡Õß¢â“¡ π—Ëπ°Á§◊Õ çª√–‡¥Áπ‡©æ“–é ∑’Ë‡°’Ë¬«¢âÕßÀ√◊Õ ◊∫‡π◊ËÕß

¡“®“°°“√¥”‡π‘π∏ÿ√°‘®¢ÕßÕß§å°√‡Õß ‡™àπ ª√–‡¥Áπ‡√◊ËÕß

§à“·√ß„π°≈ÿà¡Õÿμ “À°√√¡º≈‘μ‡ ◊ÈÕºâ“ ª√–‡¥Áπ¥â“πª√‘¡“≥

°“√„™âæ≈—ßß“π„π°≈ÿà¡Õÿμ “À°√√¡Àπ—° ª√–‡¥Áπ¥â“π

§«“¡¬—Ëß¬◊π¢Õß·À≈àß∑√—æ¬“°√„π°≈ÿà¡Õÿμ “À°√√¡Õ“À“√

‡ªìπμâπ ®–‡ÀÁπ‰¥â«à“ª√–‡¥Áπ‡À≈à“π’È¡’§«“¡À≈“°À≈“¬ Õ’°∑—Èß

¬—ß “¡“√∂‡ª≈’Ë¬π·ª≈ß‰¥â‡¡◊ËÕ‡«≈“‡ª≈’Ë¬π‰ª

·π«∑“ß°“√∑”ß“π

‡¡◊ËÕ‰¥âª√–‡¥Áπ¡“·≈â«ºŸâ∫√‘À“√§«√æ‘®“√≥“μàÕ‰ª«à“

Õß§å°√®–¥”‡π‘π°“√„π°“√ªÑÕß°—π ∫√√‡∑“ À√◊Õ·°â‰¢ªí≠À“

μà“ßÊ Õ¬à“ß‰√∑’Ë®– Õ¥§≈âÕß°—∫»—°¬¿“æ·≈–§«“¡™”π“≠

¢ÕßÕß§å°√‡Õß  ‘ËßÀπ÷Ëß∑’ËμâÕß∑”§«“¡‡¢â“„®§◊Õ CSR π—Èπ‡ªìπ

‡ ¡◊Õπ·π«∑“ß°“√∫√‘À“√®—¥°“√Õ◊ËπÊ „π∑“ß∏ÿ√°‘® ∑’Ë·μà≈–

∫√‘…—∑Õ“®¡’·π«∑“ßªØ‘∫—μ‘∑’Ë·μ°μà“ß°—π·¡â¡“®“°À≈—°°“√

‡¥’¬«°—π ∑—Èßπ’È§«“¡‡À¡“– ¡π—Èπ¢÷ÈπÕ¬Ÿà°—∫°“√ª√–‡¡‘πæ◊Èπ∞“π

¢ÕßÕß§å°√·μà≈–·Ààß

‡∑à“∑’Ëºà“π¡“∏ÿ√°‘®μà“ßæ¬“¬“¡æ—≤π“·π«∑“ßªØ‘∫—μ‘

(Initiatives) „π°“√· ¥ß§«“¡√—∫º‘¥™Õ∫μàÕ —ß§¡ÕÕ°¡“

À≈“°À≈“¬√Ÿª·∫∫ ‚¥¬ Phillip Kotler ·≈– Nancy Lee

‰¥â®—¥°≈ÿà¡·π«∑“ßæ◊Èπ∞“π‡À≈à“π’È‰«â 6 ª√–‡¿∑ ª√–°Õ∫¥â«¬

°“√ àß‡ √‘¡ª√–‡¥Áπ„Àâ√—∫√Ÿâ„π«ß°«â“ß °“√‡™◊ËÕ¡‚¬ßª√–‡¥Áπ

°—∫°“√∑”°“√μ≈“¥ °“√„™â°“√μ≈“¥ª√—∫‡ª≈’Ë¬πæƒμ‘°√√¡

§π„π —ß§¡ °“√„Àâ„π√Ÿª·∫∫μà“ßÊ °“√Õ“ “ ¡—§√∑”ß“π

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
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™à«¬‡À≈◊Õ™ÿ¡™π ·≈–°“√¥”‡π‘π∏ÿ√°‘®¥â«¬§«“¡√—∫º‘¥™Õ∫μàÕ

 —ß§¡ ∑—Èßπ’ÈÕß§å°√ “¡“√∂ª√—∫„™â·π«∑“ßμà“ßÊ ‡À≈à“π’È

√à«¡°—π‰¥âμ“¡§«“¡‡À¡“– ¡

• °“√ àß‡ √‘¡ª√–‡¥Áπ„Àâ√—∫√Ÿâ„π«ß°«â“ß

(Cause Promotions) ·π«∑“ßπ’È‡ªìπ·π«∑“ß∑’Ë∑”‰¥â‰¡à¬“°

‚¥¬Õß§å°√‡≈◊Õ°ª√–‡¥Áπ∑“ß —ß§¡∑’Ëπà“ π„® ·≈â«„™â

§«“¡‡™’Ë¬«™“≠„π°“√ àß‡ √‘¡°“√μ≈“¥‡¢â“‰ª π—∫ πÿπ

¥â«¬°“√™à«¬√≥√ß§å„Àâª√–‡¥Áπ¥—ß°≈à“«‡ªìπ∑’Ë√—∫√Ÿâ„π«ß°«â“ß

¬‘Ëß¢÷Èπ„π —ß§¡ ‡™àπ °“√√≥√ß§åÀ“√“¬‰¥âÀ√◊Õ‡º¬·æ√à§«“¡√Ÿâ

‡°’Ë¬«°—∫ß“π¢Õß¡Ÿ≈π‘∏‘À√◊ÕÕß§å°√æ—≤π“‡Õ°™πμà“ßÊ

• °“√‡™◊ËÕ¡‚¬ßª√–‡¥Áπ°—∫°“√∑”°“√μ≈“¥

(Cause-related Marketing) ·π«∑“ßπ’È‡ªìπ∑’Ë§ÿâπ‡§¬°—π¥’

„πª√–‡∑»‰∑¬ π—Ëπ§◊Õ°“√∑’Ë∫√‘…—∑π” à«πÀπ÷Ëß¢Õß√“¬‰¥â

À√◊Õ°”‰√®“°°“√®”Àπà“¬ ‘π§â“À√◊Õ∫√‘°“√‰ª∫√‘®“§‡æ◊ËÕ

 “∏“√≥°ÿ»≈ ‡™àπ °“√π”‰ª™à«¬‡À≈◊ÕºŸâª√– ∫¿—¬ °“√π”‰ª

 √â“ß‚√ß‡√’¬π

• °“√„™â°“√μ≈“¥ª√—∫‡ª≈’Ë¬πæƒμ‘°√√¡§π„π —ß§¡

(Corporate Social Marketing) ·π«∑“ßπ’È‡ªìπ«‘∏’∑’Ë„™â°—π

Õ¬à“ß·æ√àÀ≈“¬¡“°¢÷Èπ„πªí®®ÿ∫—π ‚¥¬Õß§å°√∏ÿ√°‘®„™â

§«“¡‡™’Ë¬«™“≠∑“ß°“√μ≈“¥‚¥¬‡©æ“–°“√ ◊ËÕ “√

‰ªª√–¬ÿ°μå„™â„π°“√ª√—∫‡ª≈’Ë¬πæƒμ‘°√√¡¢Õß§π„π —ß§¡

‡™àπ °“√√≥√ß§å„ÀâºŸâ¢—∫¢’Ë®—°√¬“π¬πμå‡ªî¥‰øÀπâ“·≈–

 «¡À¡«°°—ππÁÕ° °“√√≥√ß§å„Àâª√–™“™π„™âæ≈—ßß“π

Õ¬à“ßª√–À¬—¥

• °“√„Àâ„π√Ÿª·∫∫μà“ßÊ (Corporate

Philanthropy) ·π«∑“ßπ’È‡ªìπ·π«∑“ß∑’Ëßà“¬∑’Ë ÿ¥·≈–¡’¡“

¬“«π“π„π —ß§¡‰∑¬ π—Ëπ§◊Õ°“√∑’ËÕß§å°√· ¥ß§«“¡‡Õ◊ÈÕÕ“∑√

μàÕ‡æ◊ËÕπ¡πÿ…¬å ¥â«¬°“√π”‡ß‘π  ‘Ëß¢Õß À√◊Õ ‘π§â“ ‰ª√à«¡

∑”∫ÿ≠ „Àâ∑ÿπ°“√»÷°…“ À√◊Õ∫√‘®“§„Àâ°—∫ºŸâ¥âÕ¬‚Õ°“ „π

 —ß§¡ À√◊ÕÀ“°Õß§å°√¡’∑√—æ¬“°√¥â“π°“√‡ß‘π¡“°À√◊Õ

‡§√◊Õ¢à“¬∑“ß∏ÿ√°‘®°«â“ß¢«“ß °ÁÕ“®√–¥¡‡ß‘πμ—Èß‡ªìπ°Õß∑ÿπ

‡æ◊ËÕπ”‰ª™à«¬‡À≈◊ÕºŸâ¥âÕ¬‚Õ°“ μàÕ‰ª Õ¬à“ß‰√°Áμ“¡

¡’·π«‚πâ¡∑’Ë™’È„Àâ‡ÀÁπ«à“Õß§å°√∑’Ë‡ªìπºŸâπ”¥â“π CSR ‰¥âæ¬“¬“¡

æ—≤π“√Ÿª·∫∫„À¡à¢Õß°“√„Àâ ¥â«¬°“√‡ªî¥‚Õ°“ „Àâ çºŸâ√—∫é

‡¢â“¡“¡’ à«π√à«¡¡“°¢÷Èπ μ—Èß·μà‡√‘Ë¡‚§√ß°“√ ‡æ◊ËÕ„Àâ‰¥â√—∫

 ‘Ëß∑’Ëμ√ß°—∫§«“¡μâÕß°“√¡“°¢÷Èπ ·≈–‰¥âª√–‚¬™πå„π

√–¬–¬“«π“π¬‘Ëß¢÷Èπ

• °“√Õ“ “ ¡—§√∑”ß“π™à«¬‡À≈◊Õ™ÿ¡™π

(Community Volunteering) ·π«∑“ßπ’È‡ªìπ«‘∏’Àπ÷Ëß„π

°“√ √â“ß§«“¡ —¡æ—π∏åÕ—π¥’√–À«à“ß∫ÿ§≈“°√„πÕß§å°√°—∫

™ÿ¡™π Õ’°∑—Èß¬—ß∑”„Àâæπ—°ß“π√—∫√Ÿâ‡¢â“„®∂÷ß§«“¡®”‡ªìπ

ªí≠À“§«“¡‡¥◊Õ¥√âÕπ¢Õß™ÿ¡™π‰¥â‡ªìπÕ¬à“ß¥’ ‡æ√“–‡ªî¥

‚Õ°“ „Àâæπ—°ß“π‰¥â‡ªìπμ—«·∑π¢Õß∫√‘…—∑‡¢â“‰ª∑”Àπâ“∑’Ë

¢Õßæ≈‡¡◊Õß¥’„π™ÿ¡™π‰¥âÕ¬à“ß„°≈â™‘¥ ‡™àπ °“√ ÕπÀπ—ß ◊Õ

„Àâ°—∫‡¥Á° À√◊Õ°“√™à«¬Ωñ°Õ∫√¡„Àâ§«“¡√Ÿâ‡√◊ËÕß°“√¥Ÿ·≈√—°…“

 ‘Ëß·«¥≈âÕ¡·≈–§«“¡ª≈Õ¥¿—¬ ∑—Èßπ’ÈÕß§å°√§«√„Àâ

°“√ π—∫ πÿπæπ—°ß“π„π√Ÿª·∫∫μà“ßÊ ‡™àπ °“√æ‘®“√≥“

§«“¡¥’§«“¡™Õ∫ °“√Õ”π«¬§«“¡ –¥«° ‡∫’È¬‡≈’È¬ßæ‘‡»…

‰ª®π∂÷ß°“√π—∫‡«≈“∑”ß“πÕ“ “ ¡—§√‡ªìπ à«πÀπ÷Ëß

¢Õß‡«≈“ß“π

• °“√¥”‡π‘π∏ÿ√°‘®¥â«¬§«“¡√—∫º‘¥™Õ∫μàÕ —ß§¡

(Socially Responsible Business Practices) ·π«∑“ß

 ÿ¥∑â“¬π’È‡ªìπ·π«∑“ß∑’ËμâÕßÕ“»—¬§«“¡¡ÿàß¡—Ëπ∑ÿà¡‡∑Õ¬à“ß

μ√ß‰ªμ√ß¡“®“°Õß§å°√¡“°∑’Ë ÿ¥ ‡π◊ËÕß®“°‡ªìπ·π«∑“ß∑’Ë

‡ πÕ„ÀâÕß§å°√π”ª√–‡¥Áπ¥â“π —ß§¡·≈– ‘Ëß·«¥≈âÕ¡∑’Ë‡≈◊Õ°‰«â

¬âÕπ°≈—∫¡“ª√—∫‡ª≈’Ë¬π°√–∫«π°“√¥”‡π‘π∏ÿ√°‘®∑’Ë‡ªìπÕ¬Ÿà¢Õß

μπ‡Õß ‡™àπ Õß§å°√®–≈¥°“√ª≈àÕ¬°ä“´§“√å∫Õπ‰¥ÕÕ°‰´¥å

Õ¬à“ß‰√ ‡∑à“„¥ ‡æ◊ËÕ∑’Ë®–™à«¬≈¥ª√‘¡“≥°ä“´∑’Ë°àÕ„Àâ‡°‘¥¿“«–

‡√◊Õπ°√–®° ÷́Ëßπ”¡“„Àâ‡°‘¥°“√‡ª≈’Ë¬π·ª≈ß¢Õß ¿“æ

¿Ÿ¡‘Õ“°“»‚≈° ‡ªìπμâπ

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
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CSR  ”§—≠∑’Ë ç·°àπé

‡ªìπ∑’Ëπà“ —ß‡°μ«à“∑ÿ°·π«∑“ß¢â“ßμâππ’È “¡“√∂ √â“ß

ª√–‚¬™πå„Àâ°—∫ à«π√«¡∑—Èß ‘Èπ ‚¥¬∑’ËÕß§å°√ “¡“√∂„™â

º ¡º “π°—π‰¥âμ“¡§«“¡‡À¡“– ¡ À“°·μà·π«∑“ß∑’Ë 1-5

π—Èπ‡ªìπ·π«∑“ß∑’Ë¡ÿàß‡πâπ‡√◊ËÕß¿“¬πÕ° ¬‘Ëß‡¡◊ËÕÕß§å°√

‰¡à “¡“√∂™’È„Àâ —ß§¡‡ÀÁπ«à“‡™◊ËÕ¡‚¬ß°—∫ª√–‡¥Áπ∑’Ë‡ªìπ

º≈°√–∑∫¡“®“°°“√¥”‡π‘π∏ÿ√°‘®¢ÕßμπÕ¬à“ß‰√·≈â«

·π«∑“ß‡À≈à“π’È®÷ß¥Ÿ‰¡àμà“ß°—∫·π«∑“ß∑’Ë„™â°—πÕ¬à“ß·æ√àÀ≈“¬

„π°“√∑”ª√–™“ —¡æ—π∏å∑—Ë«‰ª

·°àπ·∑â¢Õß CSR ®÷ßÕ¬Ÿà∑’Ë§«“¡¡ÿàß¡—Ëπ„π°“√∑”

·π«∑“ß∑’Ë 6 ´÷Ëß‡ªìπ·π«∑“ß∑’ËμâÕß √â“ß§«“¡√—∫º‘¥™Õ∫®“°

¿“¬„πμ—«Õß§å°√‡Õß ¥â«¬‡Àμÿπ’È°“√π”ª√–‡¥Áπ¥â“π —ß§¡

·≈– ‘Ëß·«¥≈âÕ¡‡¢â“¡“ª√—∫‡ª≈’Ë¬π°√–∫«π°“√¥”‡π‘π∏ÿ√°‘®

®÷ß‡ªìπ·π«∑“ß∑’Ë∑â“∑“¬∑’Ë ÿ¥ ·μà°Á‡ªìπ·π«∑“ß∑’Ë· ¥ß

§«“¡√—∫º‘¥™Õ∫Õ¬à“ßμ√ß‰ªμ√ß¡“∑’Ë ÿ¥„π°“√∑” CSR

·≈–§«√∂◊Õ‡ªìπ·°πÀ≈—°‚¥¬¡’·π«∑“ßÕ◊ËπÊ ‡ªìπ à«πª√–°Õ∫

¢Õ‡√’¬π¬È”Õ’°§√—ÈßÀπ÷Ëß«à“ ª√–‡¥Áπ·≈–·π«∑“ß„π

°“√∑” CSR π—Èπ¡’À≈“°À≈“¬ ∂â“‡ªìπ‰ª‰¥â§«√∑”§«∫§Ÿà°—π‰ª

∑—Èß¿“¬„π·≈–¿“¬πÕ° À√◊Õ‡√‘Ë¡®“°¿“¬„π°àÕπ ·μàÀ“°

Õß§å°√„¥¬—ß‰¡àæ√âÕ¡°ÁÕ“®‡√‘Ë¡μâπ®“°·π«∑“ßßà“¬Ê ®“°

¿“¬πÕ°‰ª°àÕπ‰¥â ‡æ√“–∑ÿ°·π«∑“ß≈â«π¡’§ÿ≥ª√–‚¬™πå

∑—Èß ‘Èπ ∑’Ë ”§—≠§◊ÕμâÕß‰¡à≈◊¡«“ß·ºπ„π°“√¥”‡π‘π

·π«∑“ß∑’Ë 6 „Àâ‡ªìπ√Ÿª∏√√¡ ¡’°“√°”Àπ¥‡ªÑ“À¡“¬·≈–

√–¬–‡«≈“∑’Ë™—¥‡®π ∑—Èßπ’È‡æ√“–„π∑’Ë ÿ¥·≈â«§«“¡√—∫º‘¥™Õ∫

Õ¬à“ß·∑â®√‘ß¢Õß∏ÿ√°‘®π—ÈπμâÕß¡“®“°‡π◊ÈÕ„π¢Õß°√–∫«π°“√

∑”∏ÿ√°‘®‡Õß

°“√π”ª√–‡¥Áπ¥â“π —ß§¡
·≈– ‘Ëß·«¥≈âÕ¡‡¢â“¡“

ª√—∫‡ª≈’Ë¬π°√–∫«π°“√¥”‡π‘π
∏ÿ√°‘® ®÷ß‡ªìπ·π«∑“ß∑’Ë∑â“∑“¬
∑’Ë ÿ¥ ·μà°Á‡ªìπ·π«∑“ß∑’Ë· ¥ß
§«“¡√—∫º‘¥™Õ∫Õ¬à“ßμ√ß‰ª

μ√ß¡“∑’Ë ÿ¥„π°“√∑” CSR

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
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ple to Authentic Practice :

Assist. Prof. Dr. Suthisakdi Kraisornsuthasinee
Thammasat University’s Faculty of Commerce and Accountancy

Equity Stemming from Practice

07

The core value of Corporate Social Responsibility

or CSR believed by the world’s leading organiza-

tions that can bring sustainability to business,

society, and environment concurrently doesn’t

rely only on the principles that try to uphold

business equity. But what matters is the “result”

of regular practice catapulted by unwavering

determination and mutual cooperation of

different groups of stakeholders. Consequently,

the organization can earn trustworthiness from

its clients and enjoy its sustainable and happy

growth through its earnest and sincere commit-

ment to the original intention. But the question is

how to achieve such a noble mission.
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Starting from Understanding

A starting point of the general management is

involved with the understanding of all personnel in

the organization so the internal communication among

people is so vital. And this can be applied to CSR too.

The right understanding towards principles, benefits

from real practice, and risks incurred from paying less

attention to CSR, must be communicated to staffs at

all levels, ranging from senior executives, white-collar

staffs, to operational workers.

This understanding will allow the executives to

exercise their authority to modify the company’s policy

and make it compatible with the principles of CSR,

thus helping promote the development of strategies

and working plans of all sectors. Meanwhile, those

white-collar staffs and operational workers  will be able

to realize that CSR is not their additional burden but it

is their duty and responsibility. Besides, those who will

receive the long-term benefits are no one but the staffs

themselves, their family, company, and society as

a whole. Eventually, this understanding will lead to

the wholehearted cooperation.

Determining Scope of Working

Next step is to determine a main point or “scope”

of working which may be based on “general problems”

concerning about social and environmental issues that

the organization realizes of their importance. In 2006

World Business Council for Sustainable Development

(WBCSD) views that major problems at the global

level that are threatening the world include poverty,

environmental pollution, globalization, and world

population which are in line with the World Economic

Forum’s perspectives presented to the world in 2005.

The important issues consist of many global problems

like poverty, climatic change (particularly the greenhouse

effect caused by a release of carbon dioxide),

globalization, education, and middle-east situation.

The other point that is equally important and

should not be ignored is the “particular issue” involving

with the operation of business like wages of the textile

industry group, issue about energy consumption in

the heavy industry, sustainability of natural resources

in the food industry, etc. These issues are diverse and

changeable with time changes.

Working Guidelines

After acknowledging the particular issues,

the executives should consider on how to prevent, reduce,

or solve those problems under the company’s potential

and efficiency. The company should bear in mind that

CSR is like the guidelines adopted in other business

managements which each company has its own different

guidelines although they are based on the same

principles. And the suitability of the guidelines depends

on the basic evaluation of certain organization.

Over the years business sectors have tried hard to

develop many initiatives to show their social responsibil-

ity through many channels. Phillip Kotler and Nancy Lee

have categorized these basic initiatives into six groups

including Cause Promotion, Cause-related Marketing,

Corporate Social Marketing, Corporate Philanthropy,

Community Volunteering, and Socially Responsible

Business Practices. However, each organization can

apply these initiatives and combine them together to suit

their businesses.

• Cause Promotions can be practiced easily.

The organization can choose the interesting social issue

and use its marketing promotion skill to support such

issue and make it recognizable wider in society like

making a campaign on fund raising or publicizing

the information about any foundations or NGOs.

 *

The company should bear in
mind that CSR is like the
guidelines adopted in other
business managements
which each company has its
own different guidelines
although they are based on
the same principles.
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• Cause-related Marketing is well recognized in

Thailand. The organization can allocate part of its

revenue or profit from selling its products or services

and donate it to charitable organizations like making

donation to help the victims of natural disasters or build

a school.

• Corporate Social Marketing is more

acceptable currently. The organization uses its marketing

skill, especially the communication, in a bid to change

some behaviors of people in society like a campaign that

encourages motorcyclists to open the headlight and wear

a helmet or an energy-saving campaign.

• Corporate Philanthropy is the easiest

one to practice and has long been practicing in Thai

society. The company shows its benevolence and

sympathy to other people by donating money, things,

or commodities to make a merit or giving scholarships

to the underprivileged. If the organization has a high

potential to contribute to society or has connections with

many business alliances it might raise fund and set up

the foundation to support the unfortunate people.

However, it is evident that the organizations that have

long adopted CSR as part of their business have tried to

develop the new dimension of giving by allowing the

recipients to participate more so that their needs are

fulfilled and long-term benefit could take place.

• Community Volunteering is one of the

methods to establish a good relationship between

the company’s staffs and the community. Besides, it also

helps them learn more about the necessity, problems,

and troubles of the community since they will act as

a company’s representative and play a role of good citizen

to work closely with the community like teaching

the children or training them on how to take care of their

environment and know more about the community’s

security. The organization should support its staffs

through various means like promoting them when they

do the good things, facilitating them while working in

the community, providing per diem, and also recording

their voluntary working hour as part of their regular

working hour.

• Socially Responsible Business Practices

demands strong and straightforward determination and

commitment of the company since it allows the company

to use its chosen social and environmental issues as

the topics to develop its operational procedures such as

the method to reduce the quantity of carbon dioxide that

causes a greenhouse effect which leads to the global

climatic change, etc.

The “Core” of CSR

It is observable that those above-mentioned

initiatives can bring the benefits to society and each

organization can apply and combine some of them

together to suitably fit its operational style. The first 5

guidelines are emphasized on the external matter. If the

company cannot explain the linkage between these social

initiatives with its operational procedures these activities

will be perceived as general PR widely practiced in many

business sectors.

The core of CSR is then engaged with the sixth

initiatives in which the company has to start from

the internal responsibility. So the change of its business

operation based on the social and environmental issues

is the most challenging guideline and the most straight-

forward responsibility of CSR concept. Hence the Socially

Responsible Business Practices should be the main

initiative implemented and then accompanied by other

initiatives.

Emphatically, the issues and guidelines to

implement CSR in the business sectors are various.

If possible the organization should pay more attention to

both internal and external CSR or start with the internal

responsibility first. Any organization that is not ready for

the internal CSR can begin with the simple, easy

guideline of external CSR since all initiatives are equally

beneficial. Most importantly, the company must not

forget to turn the sixth initiatives into the more practical

and concrete principles by determining its goal and

clear-cut duration of CSR’s implementation.  Eventually,

the real responsibility of the business sector must come

from its intrinsic ethics of running the business.

The change of its business
operation based on the social
and environmental issues
is the most challenging
guideline and the most
straightforward responsibility
of CSR concept.
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