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∑à“¡°≈“ß°√–· °“√‡§≈◊ËÕπµ—«¢Õß CSR ®“°¿“§∏ÿ√°‘® ∑’Ë‰¡à«à“®–‡ªìπ‰ª‚¥¬ ”π÷°§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡Õ¬à“ß·∑â®√‘ß À√◊Õ‡ªìπ
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¢â“¡°—∫¿“§ºŸâ∫√‘‚¿§ ∑’Ë¥Ÿ‡À¡◊Õπ‡√◊ËÕß¥—ß°≈à“«®–¡’º≈µàÕ°“√µ—¥ ‘π„®´◊ÈÕπâÕ¬π—° ‡¡◊ËÕ‡∑’¬∫°—∫ªí®®—¬∑“ß¥â“π√“§“À√◊Õ§ÿ≥¿“æ ‘π§â“
‡Àµÿ„¥®÷ß‡ªìπ‡™àππ—Èπ?

ç√Ÿâ®—°π—°§‘¥é ©∫—∫π’È ¡’‚Õ°“ æŸ¥§ÿ¬°—∫§ÿ≥∑—»π’¬å ·πàπÕÿ¥√ À—«Àπâ“°Õß∫√√≥“∏‘°“√«“√ “√©≈“¥´◊ÈÕ Àπ÷Ëß„π·°ππ”§π ”§—≠¢Õß
¡Ÿ≈π‘∏‘‡æ◊ËÕºŸâ∫√‘‚¿§ ¡“√à«¡· ¥ß∑—»π–¢ÕßºŸâ∫√‘‚¿§∑’Ë¡’µàÕ CSR „π«—ππ’È«à“ ·∑â®√‘ß·≈â«∑”‰¡ºŸâ∫√‘‚¿§∫â“π‡√“®÷ß¡Õß¢â“¡§«“¡ ”§—≠
¢Õß CSR ®π‰¡à‡ÀÁπ§«“¡®”‡ªìπ∑’ËµâÕß àß‡ √‘¡À√◊Õ π—∫ πÿπ ‘π§â“¢Õß∫√‘…—∑∑’Ë¡ÿàß¡—Ëπ„π°“√√—∫º‘¥™Õ∫µàÕ —ß§¡ √«¡∂÷ßªí≠À“À≈—°Ê
∑’ËºŸâ∫√‘‚¿§‰¥â√—∫®“°∏ÿ√°‘®∑’Ë∫°æ√àÕßµàÕ —ß§¡ À√◊Õ§«“¡§“¥À«—ßµàÕºŸâ∫√‘‚¿§∑’Ë¡’µàÕÕß§å°√∏ÿ√°‘®
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ë ‡æ◊ËÕ‡ªìπ°“√∑”§«“¡√Ÿâ®—° Õ¬“°∑√“∫∂÷ß
«—µ∂ÿª√– ß§åÀ√◊Õ∑’Ë¡“¢Õß°“√®—¥∑”
«“√ “√©≈“¥´◊ÈÕ

©≈“¥ ◊́ÈÕ‡ªìπ«“√ “√∑’Ë®—¥∑”¢÷Èπ‚¥¬
¡Ÿ≈π‘∏‘‡æ◊ËÕºŸâ∫√‘‚¿§ ‡æ◊ËÕ„Àâ¢âÕ¡Ÿ≈§«“¡√Ÿâµà“ßÊ
∑’Ë®–™à«¬„ÀâºŸâ∫√‘‚¿§‰¥â√Ÿâ‡∑à“∑—πµàÕ ∂“π°“√≥å
ªí≠À“„π —ß§¡∫√‘‚¿§π‘¬¡ ‡æ√“–‡√“¡Õß
«à“‚¶…≥“ªí®®ÿ∫—π¡—°®–∫Õ°‡©æ“–®ÿ¥¥’¢Õß
 ‘π§â“ À√◊Õ∫Õ°§«“¡®√‘ß·§à§√÷Ëß‡¥’¬« Õ–‰√
∑’Ë‡ªìπ¢âÕ¥âÕ¬¢Õß ‘π§â“®–‰¡à¡’°“√°≈à“«∂÷ß
‡√“®÷ß§‘¥∑”Àπ—ß ◊ÕÕ’°§√÷ËßÀπ÷Ëß∑’Ë∫√‘…—∑ºŸâº≈‘µ
‰¡à‡ªî¥‡º¬¢÷Èπ¡“ ‡√◊ËÕß‡¥àπ¢Õß‡√“®–‡ªìπ
ª√–‡¥Áπ∑’Ë —ß§¡„Àâ§«“¡ π„®À√◊Õ‡ªìπ‡√◊ËÕß
√“«∑’Ë‰¥â√—∫°“√√âÕß∑ÿ°¢åºà“π¡Ÿ≈π‘∏‘œ √«¡∂÷ß
°“√π”º≈°“√∑¥ Õ∫„π ‘π§â“·µà≈–™π‘¥
¡“π”‡ πÕ ÷́Ëßº≈°“√∑¥ Õ∫π—Èπ‡√“°Á‰¥â¡“
®“°°“√ ¡—§√‡ªìπ ¡“™‘°¢ÕßÕß§å°√∑¥ Õ∫
 ‘π§â“ “°≈ À√◊Õ International  Consumer

Research & Testing Ltd. (ICRT) ´÷Ëßªí®®ÿ∫—π

¡’ ¡“™‘° 41 Õß§å°√®“° 37 ª√–‡∑»∑—Ë«‚≈°
Õ“∑‘ π‘µ¬ “√ Consumer Report ¢Õß
 À√—∞Õ‡¡√‘°“ π‘µ¬ “√ Which ¢ÕßÕ—ß°ƒ…
π‘µ¬ “√ Choice ¢ÕßÕÕ ‡µ√‡≈’¬ ‡ªìπµâπ

ë ªí≠À“À≈—°¢ÕßºŸâ∫√‘‚¿§∑’Ë‰¥â√—∫®“°∏ÿ√°‘®
∑’Ë‰¡à¡’§«“¡√—∫º‘¥™Õ∫µàÕ —ß§¡

°“√∑’ËºŸâ∫√‘‚¿§∂Ÿ°‡Õ“‡ª√’¬∫„π‡√◊ËÕß¢Õß
¢âÕ¡Ÿ≈ ∂Ÿ°À≈Õ°¥â«¬¢âÕ¡Ÿ≈∑’Ë „Àâ ‰¡àÀ¡¥
®“°¿“§ºŸâº≈‘µ §◊Õ ∑”„Àâ°“√µ—¥ ‘π„®‡ªìπ‰ª
„π§«“¡√Ÿâ ÷°«à“µâÕß„™âµâÕß´◊ÈÕ ®π‡°‘¥°“√
∫√‘‚¿§‡°‘π§«“¡®”‡ªìπ ‡™àπ  ¡—¬°àÕπ
 ∫Ÿà°âÕπ‡¥’¬« “¡“√∂„™â°—π∑—Èß∫â“π „™â‰¥âµ—Èß·µà
»’√…–®√¥‡∑â“ ·µà¡“«—ππ’ÈµâÕß¡’ ∫Ÿà‡©æ“–
Àπâ“ ‡©æ“–®ÿ¥ À√◊Õ«à“µâÕß·¬°°—π ¡’¢Õß
§ÿ≥æàÕ §ÿ≥·¡à §ÿ≥≈Ÿ° µà“ß°—π ´÷Ëß ‘Ëß‡À≈à“π’È
§◊Õ°“√™’Èπ”∑”„Àâ∫√‘‚¿§‡°‘π§«“¡®”‡ªìπÕ¬Ÿà
µ≈Õ¥‡«≈“ ·≈â«ºŸâ∫√‘‚¿§¢Õß‡√“°Á¢“¥°“√
µ—¥ ‘π„®∑’Ë·¡àπ¬” ‡π◊ËÕß®“°¢“¥§«“¡√Ÿâ∑’Ë

™—¥‡®π ºŸâ∫√‘‚¿§∫“ß§π´◊ÈÕ¬“ √–º¡®“°
µ≈“¥π—¥„π√“§“∑’Ë∂Ÿ°¡“°Ê π—Ëπ°Á‡ªìπ‡æ√“–
‡¢“‰¡à√Ÿâ«à“ ¬“ √–º¡‡À≈à“π—ÈπºŸâº≈‘µ‡°Á∫¢«¥
¡“®“°∂—ß¢¬– ·≈â«π”‰ª≈â“ß„Àâ –Õ“¥°àÕπ
„Àâ‚√ßß“π°√Õ°  à«πº ¡¡’Õ–‰√∫â“ß‡√“°Á‰¡à√Ÿâ
Õ¬à“ß‰√°Áµ“¡ ‡√“‰¡à‰¥â√≥√ß§å«à“®–µâÕß„™â
¢Õß·æßÀ√◊Õ¢Õß∂Ÿ°‰¡à¥’ ‡æ’¬ß·µà«à“„Àâ„™â
¢Õß∑’Ë¡’¡“µ√∞“π √“§“‡À¡“– ¡°—∫§ÿ≥¿“æ

ë „π∞“π– ◊ËÕ‡æ◊ËÕ°“√§ÿâ¡§√ÕßºŸâ∫√‘‚¿§
¡’·π«§‘¥‡√◊ËÕß CSR Õ¬à“ß‰√

CSR ‡ªìπ‡√◊ËÕß¢Õß∑ÿ°§π ‰¡à„™à‡√◊ËÕß
¢Õß§π„¥§πÀπ÷Ëß ∂“¡«à“ CSR ¥’‰À¡ ¬àÕ¡
¥’·πàπÕπ ‡æ√“–¡—π¥’°—∫ —ß§¡ ·≈â«„π‡™‘ß
¢Õß∏ÿ√°‘® ∂â“‡¢“∑”‰¥â°Á‡∑à“°—∫‡¢“µÕ∫·∑π
°≈—∫§◊π„Àâ —ß§¡ ÷́Ë ßÀ≈“¬∫√‘…—∑°Á∑”Õ¬Ÿà
¢≥–∑’Ë∫“ß∫√‘…—∑°ÁÀ¬‘∫©«¬∫“ß‡√◊ËÕß‰ª„™â
‡ªìπª√–™“ —¡æ—π∏å ·µà∑”Õ¬à“ß‰√®–∑”„Àâ
ºŸâ∫√‘‚¿§‡¢“¡’®ÿ¥∑’Ë “¡“√∂µ√«® Õ∫‰¥â ®ÿ¥π’È

‡¡◊ËÕºŸâ∫√‘‚¿§
‰¡à¡—Ëπ„®∫√‘…—∑‰∑¬°—∫ CSR
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µâÕß¡’°“√‡ªî¥‡º¬¢âÕ¡Ÿ≈¡“°Ê ‡æ◊Ë Õ „Àâ
ºŸâ∫√‘‚¿§„™â„π°“√ª√–°Õ∫°“√µ—¥ ‘π„® ◊́ÈÕ
 à«πµ—«§‘¥«à“µ√ßπ’È‡ªìπ‡√◊ËÕß ”§—≠ Õ¬à“ß∑’Ë
µà“ßª√–‡∑»‡¢“∑”°—π ‡™àπ °“√∫Õ¬§Õµ
 ‘π§â“∫“ßª√–‡¿∑∑’Ë‰ª°√–∑∫°√–‡∑◊Õπ°—∫
 —ß§¡À√◊Õ ‘Ëß·«¥≈âÕ¡ π—Ëπ‡æ√“–‡¢“¡’¢âÕ¡Ÿ≈
∑’Ë¡“°æÕ ¢≥–∑’Ë∫â“π‡√“ à«π„À≠àºŸâ∫√‘‚¿§
¬—ß‰¡à “¡“√∂¡—Ëπ„®À√◊Õ‡™◊ËÕ¡—Ëπ‰¥â«à“ ‘Ëß∑’Ë
∫√‘…—∑µà“ßÊ °√–∑”π—Èπ§◊Õ CSR ∑’Ë·∑â®√‘ß
„π°“√∫√‘‚¿§®÷ß¬—ß¡Õß‡√◊ËÕß√“§“‡ªìπÀ≈—°
À√◊Õ∂â“«—πÀπ÷Ë ß ‡√“‡°‘¥¡’ CSR °—π·≈â«
·µàºŸâ∫√‘ ‚¿§°Á¬—ß§ß‰ª¥Ÿ·µà¢Õß∂Ÿ°°—πÕ¬Ÿà
„π∞“π–ºŸâº≈‘µ §ÿ≥°ÁµâÕß∑”„ÀâºŸâ∫√‘‚¿§‡¢“
‡¢â“„® ÷́Ëß¥‘©—π§‘¥«à“¡’°≈ÿà¡§π∑’Ë‡¢“¬‘π¥’®à“¬
·æß‡æ‘Ë¡¢÷Èπ ∂â“‡¢“√Ÿâ·≈–¡—Ëπ„®‰¥â

ë Õ¬à“ßπ—Èπ‰¡àµâÕßæŸ¥∂÷ß«à“ ºŸâ∫√‘‚¿§
®–¬‘π¥’‰À¡∂â“®–®à“¬‡ß‘π‡æ‘Ë¡¢÷Èπ
‡æ◊ËÕ´◊ÈÕ ‘π§â“®“°∫√‘…—∑∑’Ë¡’ CSR

¡—π¢“¥·√ß®Ÿ ß„®·≈–°“√ª√–™“-
 —¡æ—π∏å„Àâ‡¢â“∂÷ß«à“ °“√∑’Ë§ÿ≥´◊ÈÕ¢Õßπ—Èπ
¡—π¡’Õ–‰√∑’Ë∑”„Àâ§ÿ≥µ√«® Õ∫‰¥â ¡—Ëπ„®‰¥â
‰¡à¡’Õ–‰√∑’Ë∑”„ÀâºŸâ∫√‘‚¿§‡™◊ËÕ∂◊Õ‰¥â«à“∫√‘…—∑
‡À≈à“π—Èπ¡’ CSR ®√‘ßÊ ¬°µ—«Õ¬à“ß‡™àπ
§ÿ≥®– ◊́ÈÕ‡ ◊ÈÕµ—«Àπ÷Ëß „π·ßà§ÿ≥¿“æ‡∑à“°—π
·µà®–®à“¬·æß‡æ◊ËÕ∫√‘…—∑∑’Ë¡’ CSR ¡—π°Á¬—ß
‰¡à¡’‡§√◊ËÕß¡◊ÕÕ–‰√∑’Ë„Àâ‡¢“µ√«® Õ∫‰¥â

ë ºŸâ∫√‘‚¿§„πªí®®ÿ∫—π¡’§«“¡‡¢â“„® ·≈–„Àâ
§«“¡ ”§—≠‡√◊ËÕß CSR ¡“°πâÕ¬‡æ’¬ß„¥

·π«‚πâ¡Õ“®®–·∫àßÕÕ°‡ªìπ 2 ∑“ß §◊Õ
¿“§∏ÿ√°‘® Õ“®®–À¬‘∫¬°ª√–‡¥Áππ’È¡“‡ªìπ
®ÿ¥¢“¬ ·µà§‘¥«à“§ß¡’πâÕ¬∑’Ë∑” CSR ®√‘ßÊ
 à«π„À≠àπà“®–∑”‡ªìπ PR ¡“°°«à“ §◊Õ‡ªìπ
®ÿ¥¢“¬„À¡à „Àâ°—∫∫√‘…—∑ ·µà„π à«π¢Õß
ºŸâ∫√‘‚¿§ ¥‘©—π‰¡à‡™◊ËÕ«à“Õ–‰√∑’Ë¡“®“°Ωíòß
ºŸâº≈‘µ ‚¥¬∑’ËºŸâ∫√‘‚¿§‰¡à‰¥â‡√’¬°√âÕßÀ√◊Õ‰¡à‰¥â
‡¢â“‰ª¡’ à«π√à«¡¡◊Õ¥â«¬ ¡—π®–‡¢â¡·¢Áß·≈–
¬—Ëß¬◊π ∑’Ë ”§—≠°√–∫«π°“√‡¢â“‰ªµ√«® Õ∫
ºŸâº≈‘µ ”À√—∫§π∑’Ë π„®‡√◊ËÕßπ’È®√‘ßÊ °Á¬—ßπ÷°
‰¡àÕÕ°«à“®–‰ªµ√«® Õ∫µ√ß‰Àπ §◊Õ°≈‰°
¡—π‰¡à‡Õ◊ÈÕ„Àâ‡¢â“‰ªµ√«® Õ∫‰¥â



ë „π∞“π– ◊ËÕºŸâ„°≈â™‘¥°—∫ºŸâ∫√‘‚¿§ §‘¥Õ¬à“ß‰√
°—∫∑’Ë¡’°“√°≈à“«°—π«à“ §π‰∑¬∑ÿ°«—ππ’È
‡ªìπ∫√‘‚¿§π‘¬¡

‰¡à‡©æ“– —ß§¡‰∑¬À√Õ° ∑’Ë‰Àπ°Á
∫√‘‚¿§π‘¬¡∑—Èßπ—Èπ ‡æ’¬ß·µà«à“‡√“®–∑”
Õ¬à“ß‰√„Àâ§πÕ¬Ÿà°—∫°“√∫√‘‚¿§π‘¬¡‰¥â‚¥¬
√Ÿâ‡∑à“∑—π ‚¥¬∑—»π§µ‘ à«πµ—«¥‘©—π§‘¥«à“∑ÿ°
§π¡’ ‘∑∏‘Ï ‡≈◊Õ° §ÿ≥Õ“®®–‡≈◊Õ°∫√‘‚¿§
π‘¬¡°Á‰¥â ·µà§ÿ≥§«√®–‡≈◊Õ°‚¥¬æ◊Èπ∞“π∑’Ë
¡’§«“¡√Ÿâ‡æ’¬ßæÕ∑’Ë®–µ—¥ ‘π„®  ¡¡ÿµ‘§ÿ≥
Õ¬“°®–°‘ππÈ”Õ—¥≈¡ ¢π¡¢∫‡§’È¬« §ÿ≥°Á
°‘π‰¥â‡æ√“–∑ÿ°§π¡’ ‘∑∏‘Ï‡≈◊Õ° ·µà§ÿ≥§«√
®–°‘π·≈â«§ÿ≥√Ÿâ«à“∑’Ë§ÿ≥°‘πÕ¬Ÿàπ—Èπ§◊ÕÕ–‰√ „Àâ
ª√–‚¬™πå¡“°πâÕ¬°—∫§ÿ≥·§à‰Àπ ·µà‰¡à„™à
§ÿ≥°‘π‡æ√“–§ÿ≥∂Ÿ°∑”„Àâ‡™◊ËÕÕ¬à“ßÀπ÷Ëß
À√◊Õ§ÿ≥∫√‘‚¿§¢ÕßÕ¬à“ßÀπ÷Ëß ‡æ√“–§ÿ≥
∂Ÿ°∑”„Àâ‡™◊ËÕ«à“¡—π‡ªìπÕ¬à“ßπ—Èπ ·µà∂â“§ÿ≥√Ÿâ
‡∑à“∑—π¡—π·≈â«§ÿ≥‡≈◊Õ°∑’Ë®–∫√‘‚¿§¡—π π—Ëπ
°Á‡ªìπ ‘∑∏‘Ï¢Õß§ÿ≥ À√◊ÕÕ¬à“ß‡™àπ°“√¢“¬
 ‘π§â“∫“ßÕ¬à“ß∑’Ë¡’°“√·∂¡‡¬Õ–Ê §ÿ≥√Ÿâ
À√◊Õ‡ª≈à“«à“°“√·∂¡π—Èπ¡—π‰¡à„™à«à“‡ªìπ
°“√·∂¡®√‘ßÊ ·µà‡ªìπ°“√°√–µÿâπ„Àâ§ÿ≥
´◊ÈÕ¢Õß¡“°¢÷Èπ ·≈â«∂â“§ÿ≥‰¡à‰¥â„™â¡—π°Á§◊Õ
¢¬–∑’ËÕ¬Ÿà„π∫â“π§ÿ≥ ‡æ√“–©–π—Èπ„π°“√®–
‡≈◊Õ°´◊ÈÕÕ–‰√ ®–µâÕß§‘¥„Àấ —∫´âÕπ¢÷Èπ 2 ™—Èπ

ë ·π«∑“ß°“√ √â“ß°√–∫«π°“√§ÿâ¡§√Õß
ºŸâ∫√‘‚¿§„Àâ¡’§«“¡‡¢â¡·¢Áß

µâÕß„™â°√–∫«π°“√∑’Ë‡√’¬°«à“°“√„Àâ
§«“¡√Ÿâ ‡æ√“–∑“ßΩíòßºŸâº≈‘µ‡¢“°ÁµâÕß∑”°”‰√
æ¬“¬“¡°≈àÕ¡ºŸâ∫√‘‚¿§„Àâ¡’§«“¡‡™◊ËÕ∫“ß
Õ¬à“ß‡æ◊ËÕ„Àâ‰ª Õ¥§≈âÕß°—∫°“√¢“¬ ‘π§â“
¢Õß‡¢“ ‡æ√“–©–π—Èπ¡—π°Á®–ÕÕ°¡“„π
≈—°…≥–∑’ËºŸâ∫√‘‚¿§π—Èπ¢“¥§«“¡¡—Ëπ„®„π
µπ‡Õß ·≈–µâÕß¬÷¥À√◊Õæ÷Ëßæ“°—∫«—µ∂ÿ∫“ß
Õ¬à“ß ´÷Ëß≈â«π·≈â«·µà‡ªìπ¢Õß∑’Ë “¡“√∂
µÕ∫ πÕß°‘‡≈ ¢Õß¡πÿ…¬å‰¥âµ√ß‰ªµ√ß¡“
‡™àπ ∂â“§ÿ≥Õ¬“°„Àâ§π‡¢“¬Õ¡√—∫π—∫∂◊Õ§ÿ≥
§ÿ≥°ÁµâÕß„™â ‘π§â“·∫√π¥å∫“ßÕ¬à“ß À√◊Õ
∂â“§ÿ≥Õ¬“°®–‰¥â√—∫°“√¬Õ¡√—∫®“° —ß§¡
§ÿ≥°ÁµâÕß„™â ‘π§â“·∫√π¥åπ’È π’Ë§◊Õ≈—°…≥–
∫“ßÕ¬à“ß¢Õß°“√‚¶…≥“ª√–™“ —¡æ—π∏å
¢Õß¿“§∏ÿ√°‘® ÷́Ëß¥‘©—π§‘¥«à“¡—π§àÕπ¢â“ß
≈àÕ·À≈¡°—∫§π∫“ß°≈ÿà¡∑’Ë‡¢“√Ÿâ ÷°«à“¡—π
‰¡à¡’∑“ß‡≈◊Õ°Õ◊Ëπ ¥â«¬‡Àµÿπ’È„π°“√®–‡≈◊Õ°
„™â ‘π§â“Õ–‰√ §ÿ≥®–µâÕß¡—Ëπ„®„πµ—«‡Õß
„Àâ¡“° ´÷Ë ß¥‘©—π§‘¥«à“°“√∑’Ë®–∑”„Àâ§π
¡—Ëπ„®„πµ—«‡Õß¡“°¢÷Èπ‰¥âπ—Èπ§◊Õ°“√„Àâ§«“¡√Ÿâ

• To introduce your journal to the
readers, could you please talk about
the objectives of making Smart
Buyer Magazine?

Smart Buyer is a journal produced

by the Foundation for Consumers in an

effort to provide information and knowl-

edge to consumers so they can keep

themselves abreast of the current situa-

tions of consumerism society. Currently,

advertisings always present only the good

points of certain products or tell only a half

truth. They will not talk about any defect

of the products. So we have an idea to

make a journal to tell the other half of the

truth. Our highlight stories include hot

issues in society, any complaints filed to

the foundation, and a result of product

testing which derives from the Interna-

tional Consumer Research & Testing Ltd.

(ICRT) that now has 41 organizations

from 37 countries  worldwide as its

members like Consumer Report of USA,

Which Magazine of England, Choice

Magazine of Australia, etc.

ë °“√º≈—°¥—π„ÀâºŸâª√–°Õ∫°“√‰¥â„Àâ
§«“¡ ”§—≠°—∫ CSR

∂â“‡ªìπ√–¥—∫ªí®‡®° ¥‘©—π§‘¥«à“§ÿ≥
§«√µ—Èß§”∂“¡°—∫∫√‘…—∑ Õ“®®–≈Õß ‚∑√.
‰ª Õ∫∂“¡µ“¡∫√‘…—∑°Á‰¥â«à“ ¡’°“√∑”
‡√◊ËÕß CSR ‰À¡ ¥Ÿ·≈æπ—°ß“πÕ¬à“ß‰√
À√◊Õ‰¡àµâÕß‡Õ“∂÷ß¢—Èπ¥Ÿ·≈æπ—°ß“π ·√ßß“π
À√◊Õ —ß§¡ ∂“¡„π‡™‘ß∑’Ë‡¢“√—∫º‘¥™Õ∫
µàÕº≈‘µ¿—≥±å¢Õß‡¢“°Á‰¥â ‡æ√“–À≈“¬Ê
∫√‘…—∑‡¢“°Á¡’»Ÿπ¬åºŸâ∫√‘‚¿§ ≈Õß ‚∑√. ‰ª
∂“¡¥Ÿ  Õ∫∂“¡¥Ÿ«à“ ‘π§â“‡ªìπÕ¬à“ß‰√
·µàµâÕß∂“¡„π‡™‘ß≈÷°π– ‰¡à„™à „π‡™‘ß
ª√–™“ —¡æ—π∏å ´÷Ëß‡√“°Á “¡“√∂«—¥‰¥âßà“¬Ê
‡≈¬®“°°“√µÕ∫§”∂“¡¢Õß‡¢“ ∂â“∑”
∫àÕ¬Ê °Á°√–µÿâπ„Àâ∫√‘…—∑‡¢“∑”µ√ßπ’È‰¥â
‡æ√“–∫“ß∑’°“√∑’ËÀ≈“¬Ê ∫√‘…—∑‡¢“
‰¡à¡Õßµ√ß®ÿ¥π’È °ÁÕ“®‡æ√“–√Ÿâ ÷°«à“
ºŸâ∫√‘‚¿§‰¡àµÕ∫ πÕß ·µà∂â“ºŸâ∫√‘‚¿§
µÕ∫ πÕß∫â“ß ∑”„Àâ‡¢“√Ÿâ ÷°«à“ºŸâ∫√‘‚¿§
π—Èπµ◊Ëπµ—« ·µà∂â“„π‡™‘ß¢ÕßÕß§å°√ §ÿ≥
°ÁµâÕßµ√«® Õ∫„π‡™‘ß∑’Ë„À≠à¢÷Èπ Õ¬à“ß
∑’Ë ©≈“¥´◊ÈÕ ‡§¬∑” µÕππ’È°Áæ¬“¬“¡
ÕÕ°·∫∫ ”√«®Õ¬Ÿà„πÀ≈“¬Ê º≈‘µ¿—≥±å

Amidst the movement of CSR to different parts of society, many business
sectors have adopted it as part of their core policy, whether it comes from their
good conscience or they intend to use it as a tool for their marketing communi-
cation purpose. CSR then becomes an integral part of some companies. On the
contrary, a consumer sector seems to be indifferent to CSR when they make
decision to buy any product. To them, a quality and price of a product are their
primary concern. Why?

“Know the Thinker” had a chance to talk with TASSANEE NAEN-UDORN,
chief of an editorial department of Smart Buyer Magazine and one of the core
members of the Foundation for Consumers. The topics of discussion include the
importance of CSR to consumers, why Thai consumers pay no attention to CSR
and see no importance to support any responsible business, and main problems
consumers have to encounter due to irresponsible businesses, and consumers’
expectation towards a business sector.
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When consumer have
little confidence in Thai
companies and CSR



a real CSR or a superficial one. Besides,

consumers do care only for a price of

product. If CSR is widely acceptable but

consumers still buy only cheap products,

it is a duty of manufacturers to make con-

sumers understand about the environmen-

tally friendly products. I do believe that

a group of people is willing to pay higher if

they know more about such products and

have confidence in a responsible company.

• So it is not necessary to say that
consumers are willing to pay higher
for green products produced by
responsible manufacturers?

It has no motivation and good PR to

make consumers confident that the

products they buy are manufactured by re-

sponsible companies. If you want to buy

a shirt, are you going to pay higher for a shirt

produced by responsible business though

it has the same quality like other shirts

produced by a company with no CSR?

• Do Thai consumers understand about
CSR and pay more attention to it?

The trend can be divided into two

directions. A business sector might pick up

this issue as its selling point. I think there

are only few companies that truly adopt

a concept of CSR. Most of them use it for

the sake of PR. As for a consumer sector,

I don’t believe that CSR that comes only

from manufacturers will last long as long as

consumers play no role to participate in the

process. Most importantly, we don’t know

how and where to verify whether a business

is doing an authentic CSR. There is no

mechanism that can facilitate us to do so.

• As a media that is close to
consumers, what do you think when
people say that Thai people are
consumerism?

Not only Thai people. It happens

everywhere. What we have to do is to make

people live with it by being aware of its. Per-

sonally, everybody has the rights to choose.

You might choose to be a consumerism but

you need to have sufficient information to

help you make the right decision. If you want

to drink soft drink or eat snacks, you can

since you have the rights. But when you eat

you should realize of what you are eating.

Are they healthy? It is not right to consume

any product because you are convinced that

it is useful and necessary. If you have more

information on certain products and you

still want to use or eat them, it’s up to you.

For example, if you want to buy certain

products that have many gifts, are you sure

that they are the authentic gifts the manu-

factures are going to give you? In fact, it is

a marketing strategy that stimulates you to

buy more. And if you don’t use them, they

will end up as the trash in your house. So

when you want to buy things you should

think twice, in a more complicated way.

• How to strengthen and protect
consumers?

We need to educate people that most

manufacturers want to make maximum

profit and they try to convince consumers

to buy their products. So it will turn out that

most of consumers lack of confidence in

themselves and need to adhere to material-

istic goods that can truly satisfy their

desires. For example, if you want people to

respect you, you have to use brand-name

products. Or if you want to be accepted by

society, you have to use particular brand-

name. This is an example of advertising

scheme of a business sector which is

rather dangerous to a certain group of

consumers who have no other choices.

So if you want to choose any product, you

need to be more confident in yourself. And

the only way to make people confident and

see value in themselves is to educate them.

• How can we push manufacturers to
pay more attention to CSR?

At individual level, you should directly

ask a certain company whether it has imple-

mented a concept of CSR. How it takes care

of its staffs? How it is responsible for its prod-

ucts? Many companies have their calling

center so we can check for more informa-

tion. But our questions must be in a deeper

dimension, not in a PR dimension. Their

answers will make us know how they oper-

ate their business. If we keep checking with

them, the companies might review their

operation and realize of the importance of

CSR. In some companies, they pay no

attention to CSR because they see no

response from consumers to CSR. But if

they feel that consumers nowadays are more

alert about CSR, they will be too. As for the

organizational level, you need to monitor it

in a wide scope as we once did. Now we try

to make several kinds of questionnaires to

make a survey on different products.

• What are the main problems
consumers have to encounter due to
irresponsible businesses?

Consumers are exploited in terms of

information. They are deceived by all new

information provided by a manufacturing

sector. As a result, consumers feel that it

is necessary to buy products, leading to

over consumption. For example, in those

days, a bar of soap can be used by all

members of the family and it can be used to

clean all parts of the body. But nowadays,

we have different kinds of soap used for

different parts of the body. Or we must

have soap produced only for a father, mother,

and children. This reflects our unnecessary

consumption. Besides, consumers can’t

make decision more precisely when it

comes to their own consumption because

they lack of clear knowledge. For example,

consumers want to buy cheap shampoo

from a market because they don’t know

that bottles of shampoo used by manufac-

turers are collected from garbage piles.

They are cleaned before being sent to

a factory. We don’t know whether the

product is contaminated. However, we

don’t encourage consumers to buy cheap

or expensive commodities. But they

should use any product that meets the

manufacturing standards and its price

must be reasonable if judging from its

quality.

• As a media whose job is to protect
consumers, what do you think about
CSR?

CSR belongs to all, not any single

person. Is CSR useful? Yes, it is. It is useful

to society. As for a business sector, if it can

operate its business with CSR, it means

that it can contribute to society. Now many

companies have already implemented CSR

as their business policy. Meanwhile, some

companies use CSR for its PR purpose.

Consumers must be able to keep monitor-

ing these insincere companies. We have to

distribute more information so consumers

can use to make the right decision on their

own consumption. Personally, I think CSR

is very important. In other countries, people

boycott some products posing a great

threat to society or environment. They

can do that because they have enough

information. In Thailand, our consumers

have no confidence in a business sector

and its CSR. They are not sure whether it is
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