226121

ngatiy n315n1: wansznuveslsznduduazunnfenssumsiIan NNy
= 1w 4 1w a a
AaveUADdIANYBIBIAnNIAYIAUARYDIRUS Inn. (IMPACT OF PRODUCT

CATEGORY AND CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES ON

.4

CONSUMERS’ ATTITUDES) . il3nuinnilwusvdn: ner. qiann 1exinziius,

165 M1

aw 31’ Jd aw A ~ A w S A =
myneaTetillumsNudmanowuy 2x2 ulaneGea Taelidngilssasniofny

wansenuvelsznndud @udnildinade ldudwududin il fade 1duds) iaz
a v A 1w 4 a ¥ A
sUUUAINTTUMTUAAIN NS UARYOURDTIANYDIBIANT (RINTTUMIUARIANUT AR

youdedIaN NI UM IduaSUNMIVIERUAINTIUMTHAANANNS URATO URo FanuMTl U

o ¥ Y o Y a1 a g o o o Y a
aantiv) de (1) firuande lawan (2) Nruadaensdum (3) firuafnoIANTYDIRLT Ina

v
A Y o

¥
nalifIse ldihmsnasestunguindnessaulSyaeT mamouazimands o1gszning

a

v v
18-22 3 $1uIUNIFU 134 AU

Hams3senu N Usztanduiiinanaesuawisadawansznuaeviruadae Taman
LY = 'd a = Ay 1o = -
uagsirunnnoernvesdus Innld Taedudhn lishldinadeTauduzadramansznuludia
A 1 a ¥.doe Y a g Yy 9 vl o Y ' Qsldy
nefianNFumith Idinade Tduds uanhilafemedruanuuandisvesszandudil
nau Tuannsodwa lldairnddeasifufwesiuiTnald Mugtuuufnssumsuans
¥ 3/
anuivAnvedadiauiuanmaiuiy vinmsn linuhinanssnudeirunfuead

= 9 qszl qy d' ::i o/ v [ a 2
v Inaludulagedu vaiinsinvineduransznuswduvesdssanfuduaz )

1

¥ ¥
HUVAINTTUMSUAAIANNSTURAT UADTIANLY WU Tade9ie 2 Muansodananseny

o _ o s

Tfdudeviruadde Tawavesdus Ina Idedelifsddgmieada odrelsAnmildoswuds

1]

k4 o

4
1Y 3 1 (R =y ) a 4 a
nanilndy luamunsadinanssnudedirunddenFui uaziiruadrensnnsvesduiTan

a
i



226121

## 5084656028: MAJOR ADVERTISING
KEYWORDS: CORPORATE SOCIAL RESPONSIBILITY (CSR)/ PRODUCT
CATEGORY /CSR ACTIVITY / ATTITUDE

KRITTANAI KRAMRAKSA : IMPACT OF PRODUCT CATEGORY AND
CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES ON CONSUMERS’
ATTITUDES. THESIS ADVISOR : ASST. PROF. SUWATTANA VONGGAPAN

3

165 pp.

The purpose of this study was to examine main and interaction effects of product
category (controversial product and non-controversial product) and corporate social
responsibility (CSR) activities (promotional CSR activity and institutional CSR activity) on
(1) consumers’ attitude towards advertisement (2) consumers” attitude towards brand and (3)
consumers’ attitude towards corporate. The 2x2 factorial experimental research was
conducted to collect data from 134 male and female undergraduate students, aged between 18-

22 years old, residing in Bangkok.

The findings showed that product category significantly had an effect on consumers’
attitude towards advertisement and consumers’ attitude towards corporate, with more positive
effects found in non-controversial products than controversial product, However, there was no
impact on consumers’ attitude towards brand. Meanwhile, CSR activities has no impact on
consumers’ attitude at all. In addition, there was an interaction effect between product
category and corporate social responsibility activities on consumers’ attitude towards
advertisement, but not on consumers’ attitude towards brand and consumers’ attitude towards

corporate.





