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DO WHAT WE LIKE

So far Corporate Social Responsibility or CSR seems to be talks of the town in which many
organizations worldwide including Thailand have taken it into account and put it into real practice.
Ultimately, CSR is regarded as the commitment that business sectors should carry it out. But there
is an observation that the corporations nowadays are truly responsible to society or they simply
use CSR as a novel strategy of making their image.

“Know the thinker” column for this issue has a special opportunity to exchange a perspective on CSR with Mr. Danai
Chanchaochai, Chief Executive Officer of DC Consultants and Marketing Communication Ltd., a company that provides advices
on communication, marketing, and public relations. Mr. Danai whose life has revolved around these three arenas for several
decades has suggested useful guidelines for the implementation of CSR into the organization with the golden rule that all
organizations should do what they like and what they do must be right, not simply following the mainstream fad.

DC Consultants has embraced CSR as its guideline for running the ethic business for a long time until it becomes the
company’s unique identity. The company has set aside part of its premise for the public to attend the dharma and meditation
courses on every Wednesday. The attendants also have a chance to listen to the dharma. Meanwhile, the administrative
policy of the organization is emphasized on the new breed of professional executives who have clear-cut standpoints of being
Thai and not being easily allured by the mainstream influence and have universal perception by creating works free from any

temptations. Through these practices, the company can enter the stage of continual and sustainable development.
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How to run the business that shows responsibility to
society?

If we look back to our Buddhist way of life, we will see
that Buddhist philosophies have long been integrated into
the organization. Yet, the concept of CSR has just been
adopted by most of the organizations, especially Thai
organizations for three or four years ago. If considering
deeply we will find that the organizations that can make
their brand names well-known and sustainable have
entirely adopted CSR as their guideline. So when the
situation arises or the companies have to experience
crisis or obstacles, the CSR can serve as their protective
armour which is totally different from those organizations
that focus on the financial growth, success, prosperity, or
short-term benefits. They have never returned something
back to society. So when they are hit hard by any crisis
they will collapse abruptly because they have no public

safeguard.

What is the definition of CSR?

The meaning of CSR in my viewpoint is to return the
good things to society with no expectation on commercial
reward. This is the tangible indicator to show that certain
businesses practice the CSR authentically or artificially.
Presently, numerous organizations are somewhat
enthusiastic and vigilant to this concept. Many of them
have initiated CSR to their business. However, the genuine
CSR is truly involved with the real giving. If considering
attentively we will find that the organizations that have
profound understanding towards CSR will choose to do it
with particular target group which is not their direct

clients.

Is CSR the mission of the organization or the business
strategy of the organization?

In fact, it is the first fundamental that helps
strengthen the organization. But presently, its objectives
set by many companies are rather different from the
original mission. Each organization tries to life up CSR as
a flagship or something that must be the most prominent
part of the organization. But in my viewpoint CSR should
be at the base of the organization. Any enterprises
that have long been practiced CSR can survive when
encountering the crisis. They will be supported by silent
power that doesn’'t come directly from the clients. They
will receive attention and compassion from the public
who feel the need to show their power in a bid to protect
the high-quality brand names. They will stand up and
safeguard the organization. If tracing back we will see
that those companies that have served the public for over
centuries entirely adopt CSR. We can make an analysis

that there is a silent force of the public serving as
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inestimably social capital to back up those organizations.
So at this point CSR is superior to any other strategies,
even the marketing ones. But what | am talking about

is the authentic CSR, not the set-up one. Besides, CSR
must be tangible. The public should be able to sense

the sincerity of the company. One more important thing is
that the CSR process must be involved with two keywords,
be they, the engagement and the empowerment, meaning
that the organizations must truly play their part in

the entire process of CSR, not simply giving a cheque
worth of 50,000 baht to any charitable foundation.

That is a superficial CSR and it doesn’t mean that those
organizations have contributed to the society. But these
two keywords are more meaningful to the companies that
have devoted themselves, both physically and mentally,
and their resources with love and faith to contributing

to society. The engagement and the empowerment

emphasize on the participation of the organizations.

Please talk about the relation between the size of
the organization and the implementation of CSR

All organizations are able to integrate CSR into
their business, not relying on the size of the organization
or the number of staffs. Some organizations that have
a few workers can also do CSR perfectly if they can see
through the business game. Take Body Shop as a good
example. Body Shop was originated from a lack of capital
to invest in the production of beautiful packaging. So the
company invited the public to bring recycled bottles to
produce eye-striking containers. Thus, everybody can
participate in the process and meanwhile the company
can be forged ahead. This shows that the implementation
of CSR has nothing to do with the size of the organization.
Most importantly, the company must present its real
identity which is interwoven with love and faith to sacrifice
itself to contribute to society. One book entitled “Winners
never Cheat” written by Jon M. Huntsman, the owner of
a petrochemical business, reflects the author’s belief
that the CSR project or any charitable projects aimed
at supporting society is not an alternative. But it is
a commitment of all organizations since all wealth
they get completely derives from society. Therefore, it is
obligatory for all organizations to return their profit to
society. What | really like most is that all organizations
that contribute good things to society will receive
supportive force from the public. It is regarded as
the power of virtue that keeps the company flourishing.
This book is very interesting. So the size of the company
can't effect the implementation of CSR. Organizations in
all size, and in all types, can equally launch the CSR

policy, not under the condition of financial budget.



Does the implementation of CSR make the high cost?

It is possible that many organizations are in the infant
stage. They need to focus on their survival first. Certainly,
what comes first is the management on their resources,
time, and budget only for the commercial purpose. But
that is a short-term mission. We have to ask ourselves
how long we want our company to survive. It is demanding
for any organizations that want to prolong their business
to start setting up CSR scheme. It is not necessary to start
right away. But at least they should gradually adopt it.
One golden rule of practicing CSR is that we must not
exploit ourselves and others. It is not right for the organi-
zations to invest a huge sum of money to support the CSR
scheme only to find that they can't survive. Therefore,
the organizations that can be successful in launching CSR
are those that can stand on their own feet and depend on
themselves first before lending their helping hands to
save others. Meanwhile, many organizations always claim
that they have no budget to support the CSR campaign.
That is not true. The implementation of CSR needs no
budget. What are desperately needed include human
resources, existing knowledge and expertise. Then the
companies can start with what they really love or like.
After that they will be able to engage themselves in the
CSR crusade.

As the public relations, in your point of view, is CSR
different from general PR aimed at promoting the brand
name?

Public relations that can lead the organization to
the sustainable growth must be real. Although we can't
derive direct commercial benefit back from doing CSR,
what we absolutely get is the solid social capital. CSR can
be used to create a good image of the organization in
terms of the communication management. However, we
need to consider about its appropriateness too. There is
a thin line between what is proper and what is improper.
Some organizations spend a hefty sum of budget on
communication work rather than set aside it for the CSR
project in order to PR that they carry on the CSR scheme.
So the implementation of CSR must be proper and in

balance, too.

Do you have any suggestions for those businesses that
want to launch the CSR plan?

First of all, they must find out what are their identity
and organizational culture. They need to find what they
cordially love. Besides, they have to know what the
executives and staffs like, including their passion, faith,
and belief. If we do in what we love we will have much
more energy to attain our goal. It is not necessary to

create the new dimension of the organization. We simply

need to look for our real identity. It is because what we
have to do in the CSR project is involved with the voluntary
mind. So if we do in what we dislike we can't do it long.
One more thing, if we do in what we like we can overcome
all obstacles. We can do well if we pour our heart to our
work. Currently, people live their life according to other’s
need but they rarely live their life in the way that they
really want to be. This concept can be applied to the
implementation of CSR. We do in what we want to be,
paying no attention to other's comments. We need not to
worry about others” attitude towards us like we are good
or not, love children or love natural environment or not.
Live our life the way we want to live and that will make our
CSR project sustainable. Besides, it will help unlock the
organization’s potentials and our inestimable capability
dormant in ourselves. But if we follow the mainstream we
might not be able to do it well or quit it half way because
what we have to do is not originated from our love, faith,
and the organization’s satisfaction. Therefore, it is
advisable to look at our source of energy and all staffs
must partake in the CSR campaign, starting from CEQ
down to the lowest level. All workers must engage in the
campaign in order to empower the organization. And it is
not necessary that the highest executive of the company

must be the leader of the team.

How the DC Consultants connect the concept of CSR
from the high executives down to the staffs, and then
society?

Frankly speaking, what | have done over years is not
meant to be CSR of the organization. | don't expect anyone
to honor or appreciate myself or my organization. But
I begin with what | really like. | myself also attend the
dharma courses for two months a year. But if asked this is
our CSR I can answer right away that it really is. Besides,
most of our staffs also have voluntary mind. As the
company that provides advices on communication,
marketing, and PR, our policy to run the business is to
provide advices to only the organizations running their
business with high morality. We won't give advice to the
businesses that sell liquors, beers, or all kind of alcohol
beverages. We also turn down the offer of any businesses
that earn the money improperly or dishonestly or any
companies that play their part to create or change the
new trend in society which results in the loss of national
benefit. We won't use our knowledge or our career to
serve them though we might get a high monetary reward.
This is our main policy of working. As for the CSR, we
chose to do in what we really love which involves about

the dharma study and the attending of dharma courses.
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