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MODEL OF CORPORATE SOCIAL RESPONSIBILITY OF THAI BEVERAGE PLC,
LTD.(THAILAND). THESIS ADVISOR : TANINRAT RATTANAPONGPINYO,Ph.D.. 133 pp.

The objective of this research were to study meaning, model, communication
strategy of Thai Beverage PLC, LTD. (Thailand)’'s Corporate Social Responsibility (CSR)
project and the consumers perception of Thai Beverage PLC, LTD.(Thailand). This research
was qualitative research methods: Documentary study and In-depth interviews were applied
to analyze in a group of Thai Beverage and beer’s consumers, The data was analyzed with
descriptive analysis method. The research found that. (1) Meaning: Thaibev had CSR policy
was focus on creating something good for society and the environment by cultivate in the
organization and outside the organization to protect the environment. (2) model of social
responsibility: there had form of donations to charity and CSR-after-process, was responsible
out of process of the company and strategic CSR that was proactive CSR. (3) Communication
strategies in social responsibility: There are two types of Communication strategies used in
CSR of Thai Beverage Company Limited (PCL). First, the Internal communication was
top-down communication strategies from senior executives to middle management and then
to practitioners. All levels of the personnel had the opportunity to participate in CSR activities
of the company. Another was external communications strategy which was Integrated
Marketing Communication (IMC), and TV advertising, outdoor media, printed media, event,
event sponsorships and online publications. (4) The additional results found that the
consumers realized on the CSR that aimed to create a good image for the company. Most
activities were in the forms of a goods’ or merchandise’s donation company in order to help
community or society. The CSR project that consumers could recognize and memorize
mostly is ThaiBev... Against the cold. The consumers perceived the project of blankets
distribution to the poor people in every winter of the year by TV advertising.

Program of Entrepreneurship Graduate School, Silpakorn University
Student's signature .......coooiiiiiiiiiiiiiiiiiiia Academic Year 2011
Thesis AdVISOr'S SIgNAtUre .........cccuveeeeeeriieeeriieeenes





