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... Throughout the passage of time Thai
business sector is obviously becoming more
aware of the importance of Corporate Social
Responsibility or CSR. This phenomenon
esnd . is regarded as the new dimension of
movement stemming from collaboration of I
I' ’rhe Next “C" various sections including media, private
In th e MObI I |ty and governlmer.]t sgctors, NGO, investment
and education institutes.
of CSR

...The first implementation of CSR in the business sector
involving the establishment of “supply” in the market mechanism
is the right thing since the business sector needs time to adjust

and prepare itself to serve the consumers and society alike.
Yet, that is not enough. The next stratagem to make the market
mechanism responsible for society movable uninterruptedly is
to establish “demand”.

...While the business maintains a sustainable to society, society
St Rlpsileh ol EBlustit s likewise must bring sustainability to the business too. It is obligatory
UiEtlyzEa Bt e el for society to keep the “good” business alive and superior to those
Commerce and Accountancy . ) .

irresponsible competitors.

...Following the CSR driving force in the corporation is the advent
‘l ' 4/ of a novel “C”, symbolizing “Consumer” Social Responsibility.
| ‘ ‘ ...The main principle is that the number of consumers is
’ numerous since all people from all walks of life are unavoidably

the consumers. Therefore, the consumers’ needs reflect and
determine directions of marketing and society. What challenges is
how to make the consumers become good citizens by “choosing”,
“complying”, or “willing” to live a conscious and mindful life
Supply " under the guidance of social responsibility like being active in

energy-saving scheme or garbage-decrease campaign, etc.
But that is not all.

/
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Purchasing is power

...The most powerful thing of consumers that can determine
directions of business and society is the purchasing power.
So, conscious and mindful buyer are consumers with
positive power we might overlook. The mighty purchasing
collaboration can make the good business thriving and
brisk. In addition, it also attracts new companies to adopt
CSR as part of their organization’s policy. Hence, commodi-
ties produced from those manufacturers who embrace CSR
will certainly be ever-increasing and their prices will be
affordable. When that happens the growth of CSR will be
genuinely sustainable.

...Therefore, it is advisable for all consumers to be aware of
their intrinsic power and use it fairly by buying and using
commodities produced by those manufacturers who are
determined to take social and environmental responsibility
more seriously. On the contrary, consumers can use their
power to deny or boycott products of those manufacturers
who violates the law, lacks of social responsibility, and have
no commercial morality.

"

The expensive lesson happens when

several companies simply care for

an image-making process when it

comes to the concept of CSR and

this truly disappoints the consumers.

What seems to be a good start

becomes bootless. Unfortunately,

the loss of trust in the business

sectors has become the national

economic problem up until now.

But it is not that easy

...The real consumption power that plays a dynamic role in
controlling the business sector to be socially responsible is
not limited only at intangible “conception” but it is involved
a “purchase”. A big challenge is that only a handful of
consumers who once said in several researches that they
would support those businesses with CSR keeps their
words. These consumers are willing to buy the products
friendly to environment and society although they know that

they have lower quality or they have to pay more for the
commaodities sold at the higher price. This group of consum-
ers is too complicated to be identified specifically with
general demographical factors like gender, age, earnings,

or even education.

...But most of the consumers who also endorse and call

for the business to be socially responsible always make
decision to buy the products by judging from their quality
and price. But only when quality and price are not the
judging criteria consumers then resort to the final factor like
CSR. This phenomenon happens not merely in Thailand but
prevails in many countries around the globe.

...The research conducted by Devinney, Auger, Eckhardt
and Birtchnell and published in the Stanford Social
Innovation Review reveals that there are many reasons that
make CSR become the last choice following quality and
price. For example, German and Swedish people view that
it is the government’s duty to supervise those immoral and
irresponsible companies. Chinese, Indian, and Turkish
citizens agree to overlook ethical standard sometimes for
their own survival. Meanwhile, Australian and American
population realize that it is unreasonable to pay for

the higher price of CSR goods.

...However, the undeniable point is that “bad reputation”
or negative image stemmed from severe irresponsibility
including great calamity, casualty, or violent impact on
ecological system can absolutely and obviously take its toll
on the decreased total sale of the large companies like
multinational companies.

...Besides, another research done by Yankelovich company
in USA shows that consumers’ attitude towards business
sector has been changed. The expensive lesson happens
when several companies simply care for an image-making
process when it comes to the concept of CSR and this truly
disappoints the consumers. What seems to be a good start
becomes bootless. Unfortunately, the loss of trust in the
business sectors has become the national economic
problem up until now.

...Conclusively, most of the consumers would like to see

the businesses be more socially responsible but they will
buy certain products only when it doesn’t effect quality and
price. Additionally, any companies claming that they are
socially responsible must have reliable evidences supporting
their words.

The adjustment of business sector
...Economic, social, and environmental sustainability, all

need CSR. Meanwhile, the sustainability of CSR relies on
consumers’ purchasing power. The crucial approach to



introduce the concept of Consumer Social Responsibility is
to show the consumers how to connect the public benefits
with the personal ones when it comes to purchase and
consumption. And all these things must base on the
verifiable truth.

From the public benefits...

...To connect the social issue with the products, the
important method is to consider how much that raised
social issue is related with the characteristics of products

in the viewpoint of consumers. For example, The Body Shop
receives a huge success since consumers agree with the
idea that beauty derived from nourishing and cosmetic
products needs not to trade with the suffering and lives of
those laboratory animals. Meanwhile, the Product Red
Campaign in USA that raises fund by selling their products
and then donating proceeds to support those HIV patients
in Africa turns abortive since consumers see that the high-
class products like Giorgio Armani and American Express
have nothing to do with the AIDS problem. Although
consumers need not to pay higher for the products this
campaign is futile. Product Red Campaign is another visible
proof showing that the launch of CSR scheme must be
related with the core products of the company.

...to the personal benefits

...Social responsibility must pose no threat to quality and
price of products. If it does, it must be compensated with
something else in order to maintain or add personal benefits
deserving for consumers and worth for their sacrifice and
responsibility for the sake of public advantages. Therefore,
to make consumers merely know or understand about the
usefulness of making CSR for the public is not sufficient.
More importantly, it is vital to show them of the personal
benefits they will receive from the companies that integrate
CSR into their businesses, especially the quality of products
like energy-saving bulbs and Gasohol that help protecting
the environment and reducing consumers’ monthly
expenses.

...Energy-saving bulbs and Gasohol are another exemplars
showing that the linkage between public and personal
benefits can be done fruitfully through the development of
novel innovations and the modification throughout Business
Value Chain like manufacturing process, product designing,
and selection of raw materials.

...The development of innovations in the business sector
can be done perfectly if fully supported by the government
sector though various measures that help save manufactur-
ing cost so the price will be more affordable if compared to
that of the irresponsible competitors. Besides, the govern-
ment can lend its helping hand by launching a campaign

among the consumers. Meanwhile, media and education
institute are able to play a vital role in disseminating
information and understandings to raise awareness among
the public and persuade consumers to take the CSR as part
of their decision-making procedure when they are going to
buy any products.

If it is real good...it must be transparent
and verifiable

...When consumers start to understand the connection
between public and personal benefits and are ready to buy
or support the CSR products the crucial thing is that the
CSR company must not let them down, especially those
consumers who have a strong public mind and are willing to
pay higher for the CSR products. The business section must
be careful most to maintain the consumers’ trust towards
the “good” company. It must not be simply a “good-looking”
company but it must be a “real good” enterprise. What'’s
more, it must allow consumers and stakeholders to access
to the company'’s diverse information relevant to the CSR
including policy, objectives, operational scheme, and
operational performance.

Summary

...The establishment of Socially Responsible “Demand”
through the Consumer Social Responsibility is the new
mission of CSR alliances that must be done in parallel with
the establishment of Socially Responsible “Supply” through
“Corporate” Social Responsibility in which we are joining
forces to support and encourage several organizations in
the business sector to learn more about CSR and start
implementing it as an integral part of the organization.

So consumers are the vital cogwheel that can keep

the economic and market mechanism balanced and
moveable in a more sustainable and stable way.

...Such a great social movement inevitably requires
collaborations from various parts including media,

NGO, and education institutes to distribute information
and knowledge. Besides, the government sector can
promote the development of technology and modern
innovations. And the most important ingredient is

the business sector that is well-equipped with high
efficiency, capital, and expertise in stimulating the market.

...“Those who do goods deserve good results” will be more
meaningful and the CSR will be more tangible if the CSR
alliances pour their heart together to encourage consumers
to take part in the Consumer Social Responsibility Campaign
by buying and consuming with more mindfulness and
consciousness. Soon we will see the unbeatable power of
consumers who can play their dynamic role in directing

the future of Thai society and the sustainability of CSR.
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