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...‡æ◊ËÕ§«“¡‡¢â“„®„πÀ≈—°°“√·≈–·π«∑“ßªØ‘∫—µ‘¢Õß CSR

Õ¬à“ß·∑â®√‘ß ∫√‘…—∑ ·ª≈π §√’‡Õ™—Ëπ å ®”°—¥ ‰¥â®—¥ —¡¡π“„π

À—«¢âÕ ç§«“¡®”‡ªìπ∑’Ë∏ÿ√°‘®µâÕß√—∫º‘¥™Õ∫µàÕ —ß§¡é ‚¥¬

‰¥â√—∫‡°’¬√µ‘®“° º». ¥√. ÿ∑∏‘»—°¥‘Ï ‰°√ √ ÿ∏“ ‘π’ Õ“®“√¬å

¿“§«‘™“°“√µ≈“¥ §≥–æ“≥‘™¬»“ µ√å·≈–°“√∫—≠™’

¡À“«‘∑¬“≈—¬∏√√¡»“ µ√å ‡ªìπ«‘∑¬“°√∫√√¬“¬À≈—°°“√

¢Õß CSR ·≈–·π«∑“ß„π°“√ªØ‘∫—µ‘∑’Ë‡À¡“– ¡ ‡æ◊ËÕπ”

‰ª Ÿà°“√æ—≤π“µàÕ‰ª„πÕπ“§µ ¥√. ÿ∑∏‘»—°¥‘Ï‰¥â¬°µ—«Õ¬à“ß∂÷ß

§«“¡®”‡ªìπ∑’ËÀ≈“¬Õß§å°√∏ÿ√°‘®µâÕß· ¥ß§«“¡√—∫º‘¥™Õ∫

µàÕ —ß§¡·≈– ‘Ëß·«¥≈âÕ¡ ª√–‡¥Áπ·√° §◊Õ °“√‡√’¬°√âÕß®“°

ºŸâ¡’ à«π‰¥â à«π‡ ’¬¢ÕßÕß§å°√ ∑’ËµâÕß°“√‡ÀÁπ§«“¡‚ª√àß„ 

„π°“√¥”‡π‘πß“π ‡™àπ ∫√‘…—∑¡’π‚¬∫“¬„π°“√®—¥°“√Õ¬à“ß‰√

°—∫¢Õß‡ ’¬∑’Ë‰¥â®“°°√–∫«π°“√º≈‘µ ¡’°“√„™â∑√—æ¬“°√

∑’Ë§ÿâ¡§à“À√◊Õ‰¡à ª√–‡¥Áπ∑’Ë 2 ·√ß°¥¥—π®“°ºŸâ∂◊ÕÀÿâπ

·≈–π—°≈ß∑ÿπ ∑’Ë¡’§«“¡ π„®„ππ‚¬∫“¬¥â“π —ß§¡·≈–

 ‘Ëß·«¥≈âÕ¡ ‡æ◊ËÕ‡ªìπ·π«∑“ß„π°“√µ—¥ ‘π„®∑’Ë®–‡≈◊Õ°≈ß∑ÿπ

À√◊Õ‡√’¬°«à“ SRI (Social Responsibility Investment)

ª√–‡¥Áπ∑’Ë 3 §«“¡ —¡æ—π∏å¢Õß§Ÿà§â“ ∂◊Õ‡ªìπªí®®—¬ ”§—≠

„π°“√¥”‡π‘π∏ÿ√°‘®¢Õßª√–‡∑»°”≈—ßæ—≤π“ ´÷Ëß à«π¡“°‡ªìπ

∫√‘…—∑∑’ËÕ¬Ÿà„π Supply Chain ¢Õß∫√‘…—∑„À≠à ¥—ßπ—Èπ ®÷ßµâÕß

¡’°“√®—¥°“√Õ¬à“ß¥’„π¥â“π¢Õß°√–∫«π°“√®—¥´◊ÈÕ®—¥®â“ß

°“√„™â·√ßß“π∑’Ë∂Ÿ°°ÆÀ¡“¬ ·≈–°“√¥Ÿ·≈§«“¡ª≈Õ¥¿—¬

¢Õßæπ—°ß“π ´÷Ëß∑”„Àâ¡’‚Õ°“ „π°“√¢¬“¬∏ÿ√°‘®‰¥â¡“°¢÷Èπ

ª√–‡¥Áπ∑’Ë 4 §«“¡ π„®¢Õß≈Ÿ°§â“ „π°“√· ¥ß

§«“¡√—∫º‘¥™Õ∫¢ÕßÕß§å°√ ‡™àπ °“√„Àâ¢âÕ¡Ÿ≈√“¬≈–‡Õ’¬¥

¢Õß ‘π§â“∑’Ë∂Ÿ°µâÕß °“√¥Ÿ·≈æπ—°ß“π  —ß§¡ ·≈– ‘Ëß·«¥≈âÕ¡

πÕ°®“°π’È¬—ß¡’Õ’°À≈“¬ª√–‡¥Áπ∑’Ëπà“ π„® §◊Õ ∫∑∫“∑¢Õß

¿“§√—∞„π°“√™à«¬‡À≈◊Õ·≈–·°âªí≠À“ —ß§¡ °“√‡√’¬°√âÕß®“°

ºŸâ¡’ à«π‰¥â à«π‡ ’¬ °“√·¢àß¢—π„πµ≈“¥·√ßß“π ·≈–¡“µ√∞“π

∑’Ë‡°’Ë¬«¢âÕß°—∫§«“¡√—∫º‘¥™Õ∫∑“ß —ß§¡ (ISO 26000 Social

Responsibility) ∑’Ë§“¥«à“®–„™â„πªï §.». 2009 ‡ªìπµâπ

...®“°ªí®®—¬∑’Ë°≈à“«¡“∑”„Àâ‡°‘¥§«“¡µ◊Ëπµ—«¢ÕßÕß§å°√∑—Èß¿“§

√—∞·≈–‡Õ°™π∑—Ë«‚≈°„π°“√· ¥ß§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡

·≈– ‘Ëß·«¥≈âÕ¡¡“°¢÷Èπ ¥√. ÿ∑∏‘»—°¥‘Ï‰¥â°≈à“«‡æ‘Ë¡‡µ‘¡«à“

ç°“√∑” CSR Õ¬à“ß∂Ÿ°µâÕßπ—Èπ µâÕß‡ªìπ ‘Ëß∑’Ë “¡“√∂‡¢â“¡“

ª√—∫‰¥â®√‘ßÊ ∑—Èß„π¥â“π¢Õß ‘Ëß·«¥≈âÕ¡·≈– —ß§¡ „π¢≥–

‡¥’¬«°—π°Á„Àâ§«“¡ ”§—≠°—∫ºŸâ¡’ à«π‰¥â à«π‡ ’¬„Àâ‡¢â“¡“¡’ à«π

√à«¡ ‚¥¬∑—ÈßÀ¡¥µâÕß‡ªìπ°“√°√–∑”¥â«¬§«“¡ ¡—§√„® CSR

‰¡à„™à°ÆÀ¡“¬ ·µà CSR §◊Õ°“√∑”‡Àπ◊Õ°ÆÀ¡“¬ °“√∑’Ë®–

∫Õ°«à“¡’§«“¡√—∫º‘¥™Õ∫‰¡à„™à·§à°“√∑”µ“¡°ÆÀ¡“¬

·µà§◊Õ°“√∑”‡Àπ◊Õ°«à“∑’Ë°ÆÀ¡“¬∫—ß§—∫é

Corporate Social Responsibility (CSR) À√◊Õ·π«§‘¥„π°“√º ¡º “π°√–∫«π°“√¥”‡π‘π∏ÿ√°‘®§«∫§Ÿà

‰ª°—∫°“√· ¥ß§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡·≈– ‘Ëß·«¥≈âÕ¡ „π¢≥–‡¥’¬«°—π°Á„Àâ§«“¡ ”§—≠°—∫ºŸâ¡’ à«π‰¥â à«π‡ ’¬∑“ß

∏ÿ√°‘® The World Business Council for Sustainable Development (WBCSD) ‰¥â„Àâ§”®”°—¥

§«“¡¢Õß CSR «à“§◊Õ ç§«“¡¡ÿàß¡—ËπÕ¬à“ßµàÕ‡π◊ËÕß¢ÕßÕß§å°√ µàÕ°“√ªØ‘∫—µ‘µ“¡æ—π∏ —≠≠“„π°“√¥”‡π‘π∏ÿ√°‘®

Õ¬à“ß¡’®√‘¬∏√√¡‡æ◊ËÕ √â“ß§«“¡‡®√‘≠°â“«Àπâ“µàÕ°“√æ—≤π“‡»√…∞°‘® æ√âÕ¡‰ª°—∫°“√æ—≤π“§ÿ≥¿“æ™’«‘µ¢Õß

æπ—°ß“π·≈–§√Õ∫§√—« µ≈Õ¥®π™ÿ¡™π·≈– —ß§¡é ∂◊Õ‰¥â«à“ CSR ‡ªìπª√–‡¥Áπ ”§—≠∑’ËÀ≈“¬Ê Õß§å°√∏ÿ√°‘®„Àâ

§«“¡ π„® ‡æ◊ËÕª√–‚¬™πå„π°“√ √â“ß¿“æ≈—°…≥å∑’Ë¥’ ·≈– àß‡ √‘¡„Àâ‡°‘¥°“√æ—≤π“Õ¬à“ß¬—Ëß¬◊π √«¡‰ª∂÷ß‡ªìπ°“√ √â“ß

 —ß§¡„Àâ‡¢â¡·¢Áß‰¥âÕ’°∑“ßÀπ÷Ëß

CSR...
·π«∑“ß¥”‡π‘π∏ÿ√°‘®Õ¬à“ß¬—Ëß¬◊π
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...¥√. ÿ∑∏‘»—°¥‘Ï‰¥âÕ∏‘∫“¬∂÷ß°“√‡≈◊Õ°ª√–‡¥Áπ„π°“√°”Àπ¥

‡ªÑ“À¡“¬¢Õß°“√¥”‡π‘πß“π‡æ◊ËÕ —ß§¡„Àâ‡À¡“– ¡°—∫§«“¡√Ÿâ

·≈–§«“¡‡™’Ë¬«™“≠¢Õß∫ÿ§≈“°√„πÕß§å°√ Õ“®À¬‘∫¬°ªí≠À“

∑’Ë‡°‘¥¢÷Èπ„π¢≥–π—Èπ À√◊Õª√–‡¥Áπ∑’Ë§π°”≈—ß„Àâ§«“¡ π„®

‡™àπ ªí≠À“‚≈°√âÕπ ªí≠À“§«“¡¬“°®π ªí≠À“ª√–™“°√

‡æ‘Ë¡¢÷Èπ ·≈–ªí≠À“∑“ß°“√»÷°…“ ‡ªìπµâπ  ‘Ëß∑’ËµâÕßæ‘®“√≥“

µàÕ‰ª §◊Õ °“√À“·π«∑“ß„π°“√∫√√‡∑“À√◊Õ·°â‰¢ªí≠À“

π—ÈπÊ ´÷Ëß°≈¬ÿ∑∏å„π°“√∑” CSR µ“¡·π«∑“ß¢Õß Kotler

and Lee ºŸâ‡™’Ë¬«™“≠∑“ß¥â“π°“√µ≈“¥ ‰¥â®—¥‰«â 6 √Ÿª·∫∫

§◊Õ 1.  àß‡ √‘¡ª√–‡¥Áπ„Àâ√—∫√Ÿâ„π«ß°«â“ß §◊Õ °“√∑’Ë∫√‘…—∑

„™â»—°¬¿“æ¢Õßµ—«‡Õß„π°“√ π—∫ πÿπª√–‡¥Áπ∑’Ëπà“ π„®

µàÕ —ß§¡ ‡™àπ ∫√‘…—∑‰π°’È ∑’Ë¡’°“√ àß‡ √‘¡∑“ß¥â“π¢Õß°’Ã“

‚¥¬‡¢â“‰ª™à«¬‡À≈◊Õ¡Ÿ≈π‘∏‘·≈π´å Õ“√å¡ µÕß „π°“√‡º¬·æ√à

¢à“« “√‡°’Ë¬«°—∫‚√§¡–‡√Áß 2. ‡™◊ËÕ¡‚¬ßª√–‡¥Áπ°—∫°“√∑”

°“√µ≈“¥ §◊Õ °“√π”√“¬‰¥â à«πÀπ÷Ëß¢Õß∫√‘…—∑‡¢â“™à«¬‡À≈◊Õ

‚§√ß°“√∑“ß —ß§¡ ‡™àπ π”√“¬‰¥â à«πÀπ÷Ëß ¡∑∫∑ÿπ¡Ÿ≈π‘∏‘

À√◊Õ™à«¬‡À≈◊ÕºŸâª√– ∫¿—¬ 3. „™â°“√µ≈“¥ª√—∫‡ª≈’Ë¬π

æƒµ‘°√√¡¢Õß§π„π —ß§¡ §◊Õ °√–∫«π°“√∑’Ë„™â°“√ ◊ËÕ “√

∑“ß°“√µ≈“¥ ‡æ◊ËÕª√—∫‡ª≈’Ë¬πæƒµ‘°√√¡¢Õß§π„ÀâÀ—π¡“∑”

 ‘Ëß¥’Ê ∑—ÈßµàÕµ—«‡Õß·≈– —ß§¡ ‡™àπ °“√√≥√ß§å„Àâ§π∑’Ë¢—∫

¡Õ‡µÕ√å‰´§å‡ªî¥‰ø„ àÀ¡«° 4. °“√„Àâ„π√Ÿª·∫∫µà“ßÊ

´÷Ëß‡ªìπ«‘∏’∑’Ëßà“¬·≈– –¥«°∑’Ë ÿ¥ ‡™àπ °“√∫√‘®“§ ‘Ëß¢Õß

À√◊Õ°“√¡Õ∫∑ÿπ°“√»÷°…“„Àâ·°àºŸâ¥âÕ¬‚Õ°“  5. Õ“ “ ¡—§√

∑”ß“π™à«¬‡À≈◊Õ™ÿ¡™π ‡™àπ °“√„Àâæπ—°ß“π‡¢â“‰ª

 ÕπÀπ—ß ◊Õ‡¥Á°Ê À√◊Õ°“√™à«¬Ωñ°Õ∫√¡„Àâ§«“¡√Ÿâ‡√◊ËÕß

§«“¡ª≈Õ¥¿—¬„π™ÿ¡™π ‡ªìπ°“√ √â“ß§«“¡ —¡æ—π∏åÕ—π¥’

√–À«à“ß™ÿ¡™π·≈–Õß§å°√‰¥â‡ªìπÕ¬à“ß¥’ 6. °“√¥”‡π‘π∏ÿ√°‘®

¥â«¬§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡ ∂◊Õ‡ªìπ√Ÿª·∫∫∑’Ë ”§—≠∑’Ë ÿ¥

·≈–‡°’Ë¬«¢âÕß°—∫∏ÿ√°‘®‚¥¬µ√ß ‡ªìπ°“√π”ª√–‡¥Áπ∑“ß —ß§¡

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

´÷ËßÕß§å°√„À≠àÊ À≈“¬Õß§å°√ ‰¥â‡≈◊Õ°„™â·π«∑“ßπ’È„π°“√∑”

CSR ‡æ◊ËÕ· ¥ß§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡ ·≈–‡ªìπ°“√ √â“ß

¿“æ≈—°…≥å∑’Ë¥’„Àâ·°àÕß§å°√‰¥â‡ªìπÕ¬à“ß¥’

...¥√. ÿ∑∏‘»—°¥‘Ï„Àâ¢âÕ§‘¥‡æ‘Ë¡‡µ‘¡«à“ çª√–‚¬™πå∑’ËÀ≈“¬

Õß§å°√∏ÿ√°‘®®–‰¥â√—∫®“°°“√∑” CSR °Á§◊Õ °“√‡æ‘Ë¡¬Õ¥¢“¬

‡æ‘Ë¡§«“¡·¢Áß·°√àß¢Õßµ√“ ‘π§â“ ‡æ‘Ë¡§«“¡ π„®„Àâ·°à

π—°≈ß∑ÿπ·≈–ºŸâ∂◊ÕÀÿâπ πÕ°®“°π’È¬—ß √â“ß§«“¡ºŸ°æ—π°—∫

≈Ÿ°§â“ (Brand Royalty) ·≈–‡ √‘¡ √â“ß¿“æ≈—°…≥å∑’Ë¥’„Àâ·°à

Õß§å°√ (Brand Image) ªí®®—¬¢Õß§«“¡ ”‡√Á®„π°“√∑” CSR

¡“®“°§«“¡¡ÿàß¡—Ëπ¢ÕßºŸâπ”Õß§å°√ ‡æ√“–À“°ºŸâπ”‰¡à‰¥â„Àâ

§«“¡ ”§—≠°—∫µ√ßπ’ÈÕ¬à“ß®√‘ß®—ß °“√ª√—∫‡ª≈’Ë¬πÕß§å°√°Á‡ªìπ

‰ª‰¥â¬“° ·µà∂â“‡√◊ËÕß —ß§¡·≈– ‘Ëß·«¥≈âÕ¡Õ¬Ÿà„π‡≈◊Õ¥¢ÕßºŸâπ”

Õß§å°√ °Á®–∑”„Àâ‡√◊ËÕßπ’È‡ªìπ‡√◊ËÕß∑’Ë®—∫µâÕß‰¥âÕ¬à“ß®√‘ß®—ßé

...π—∫µ—Èß·µà¿“«–«‘°ƒµ‡»√…∞°‘®·≈–°“√µ√–Àπ—°∂÷ßªí≠À“

 ‘Ëß·«¥≈âÕ¡ ∑”„ÀâÀ≈“¬Õß§å°√‡√‘Ë¡µ◊Ëπµ—«°—∫∑‘»∑“ß„À¡à„π

°“√æ—≤π“∏ÿ√°‘®„Àâ¡’§«“¡·¢Áß·°√àß·≈–¬—Ëß¬◊π (Sustainable

Development) ∑’Ë¡‘„™à·§à‡æ’¬ß°“√æ—≤π“„Àâ‡ªìπÕß§å°√

∑’Ë‡°àß‡∑à“π—Èπ À“°¬—ßµâÕß¥”‡π‘π∏ÿ√°‘®„Àâ¡’§«“¡¥’Õ¬Ÿà„πµ—«

´÷ËßπÕ°®“°º≈ª√–‚¬™πå∑“ß∏ÿ√°‘®∑’Ë‰¥â√—∫·≈â« ¬—ßµâÕß„ à„®

„πº≈ª√–‚¬™πå¢Õß à«π√«¡¥â«¬ ‡æ◊ËÕ √â“ß§«“¡‡∑à“‡∑’¬¡°—π

„π —ß§¡ ·≈–„Àâ‡°‘¥§«“¡ ¡¥ÿ≈√–À«à“ß¡πÿ…¬å°—∫∏√√¡™“µ‘

‡æ’¬ß‡∑à“π’È∏ÿ√°‘®·≈– —ß§¡°Áæ÷Ëßæ“Õ“»—¬°—π‰¥âÕ¬à“ß‡ªìπ ÿ¢

CSR...
the Guidance to Sustainable Business
Corporate Social Responsibility is the concept that integrates the operation of business
with the social and environmental responsibility. Meanwhile, it also gives priority to those
stakeholders. The World Business Council for Sustainable Development (WBCSD) defines
the meaning of CSR as “the consistent determination of organization to follow the business
commitment with morality in order to develop the economy and improve the quality of life
of staffs, their family, community and society”. CSR is deemed as the main point widely
acceptable by many organizations since it is instrumental in creating a brand image,
promoting sustainable development, and strengthening society.
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...For better understanding about the principles and
guidelines of CSR, Plan Creations Co., Ltd., then organized
the seminar on “The Necessity of Corporate Social
Responsibility” with Assist. Prof. Dr. Suthisakdi
Kraisornsuthasinee, a lecturer of Department of Marketing,
Thammasat University’s Faculty of Commerce and Accoun-
tancy as the guest speaker offering more viewpoints about
the principle of CSR and suitable practicability that can
lead to future development. Dr. Suthisakdi cited several
examples to show that why many organizations must be
responsible for society and environment. The first reason
is related with the demands from those stakeholders who
want to see the transparency of the business. For example,
they  want to know how the organization manages with
the wastes released from manufacturing process. Or does
the organization use the natural resources worthily?
The second reason involves the pressure from shareholders
and investors who are interested in the social and environ-
mental policy which serves as the major criteria for their
Social Responsibility Investment (SRI). The third point
concerns about the relationships between the partners
considered the vital factor in operating business in many
developing countries and most of businesses are under
the Supply Chain of the big companies. So it is necessary
to establish the systematic management of purchasing
and hiring procedures, legal labor, and staffs’ safety which
can lead to the expansion of business. The fourth issue is
relevant to customers’ interest in the organizations’s
CSR such as the distribution of accurate details of their
commodities, the supervision of their staffs, society, and
environment. Besides, there are still more interesting issues
such as the role of government sector in helping and solving
the social problems, the requests from those stakeholders,
the competition in labour market, and the standard
concerning about social responsibility (ISO 26000 Social
Responsibility) expected to be effective by 2009.

...The above-mentioned factors have stimulated a myriad
of private and government sectors to be more alert to
the environmental and social responsibilities. Dr. Suthisakdi
added that “The proper implementation of CSR must be
truly applicable both in the social and environmental parts.
Meanwhile, it also gives priority to those stakeholders
so they can participate in the operation of business.
All processes must be done voluntarily. CSR is not the law.
But it is done beyond the law. To be responsible is not
merely abiding by the law but it must be done beyond
the legal enforcements.”

...Dr. Suthisakdi explained further about the selection of
issues in order to determine the mission of social operation
suitable to knowledge and expertise of the personnel in
the organization. Problems existing at that time or other hot
issues like Global Warming, poverty, increased population,
and educational problems can be taken more seriously.
The next consideration is to find the solution or guidance

to relieve or settle the pending problems. Strategies in
doing CSR according to the principles of Kotler and Lee,
the marketing specialists, can be categorized into six
patterns. The first one is to widely publicize the issue.
It involves the process of enhancing the efficiency of organi-
zation to promote the interesting issues among the public.
For example, Nike has once supported sport activity by
lending a helping hand to Lance Armstrong Foundation
through the dissemination of cancer news. The second
one is the connection of the issues with the marketing
scheme. This means that parts of proceeds will go towards
the foundation’s fund or support those disaster victims.
The third one is to apply the marketing strategy to change
people’s behaviors. This process involves the making use
of marketing communication to modify or change people’s
behaviors so they can do the good things for themselves and
society such as the campaign among those motor-cyclists
to wear the helmet and open the lights. The fourth one is
related with various types of giving which is the easiest and
most convenient method such as donating things or granting
scholarships to those underprivileged students. The fifth one
is to produce volunteers to help the communities such as
encouraging staffs to teach children or provide knowledge
on community’s safety. Through these activities, good
relationships between community and organizations can
be well established. The sixth one is to operate the business
with social responsibility which is regarded as the most
important step directly related with the business. It involves
the integration of social and environmental issues with the
organization which can be later used to improve and modify
the operation of business. Many big companies have adopted
this guideline to do their CSR in order to show their social
responsibility and create brand image to the organization.

...Dr. Suthisakdi added that “The benefits that many
organizations will receive from doing CSR include
the increased sale and strengthened brand name.
Besides, it also attracts investors and shareholders.
More importantly, it also establishes brand royalty and
brand image. The main factor leading to successful
CSR comes from the leaders’ determination. If they pay
no attention to CSR it is rather difficult to reconstruct
the entire structure of organization. But if the social
and environmental issues are in their blood, CSR will be
more tangible.”

...Since the economic crunch and the trend of environmental
awareness, many organizations are more alert to the new
direction aimed at the sustainable development. To be
the excellent organization is no longer enough. The company
must have intrinsic goodness. Apart from benefits gleaned
from the business, the organization must do care for
the public interests in order to maintain social equality
and preserve the balance between human and nature.
With these concerns, business sectors and society can
enjoy the happy symbiosis together.
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