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Abstract

The main objectives of this research on the ‘Analysis on Corporate Social Responsibility
(CSR) Activities of Alcoholic Beverage Manufacturers’ are (1) to analyze the aims, target period
and planned operations concerning the corporate social responsibility (CSR) activities by
alcoholic beverage manufacturers; and (2) to analyze the forms and sustainability of CSR

activities by alcoholic beverage manufacturers.

This research work is a qualitative one. The researcher decides to use the purposive
sampling discipline by choosing the two alcoholic beverage enterprises that had the most market
shares in year 2011 to be studied. These two enterprises are Singha Corporation Limited and Thai
Beverage (Public) Company Limited. The CSR activities of these two enterprises can be clearly
learnt from their official corporate websites. Such activities are analyzed with the content analysis

technique.



To study the case of Singha Corporation, the researcher uses a semi-structured interview
script to carry out in-depth interviews with Singha Corporation staff who involve with CSR
activities. As for the Thai Beverage case, the researcher uses the documentary research technique
in order to study on its CSR activities. Then, the quantitative content analysis is carried out in
order to distribute and summarize the overall CSR activities. After obtaining all the desired
information and data, the researcher analyzes them with the principle and theory based-

descriptive analysis method.

The first part of the results from this study reveals the following facts:

1. The aim that the two studied enterprises most adhere to is to carry out the education-related
CSR activities, which can be divided into 2 main types, namely, to give work experience-based
knowledge, and to give financial aids and donations for the arrangements of educational
activities such as to restore schools that have been damaged by a flood.

2. Singha Corporation puts its greatest emphasis on CSR activities with long target periods,
which have to be carried out for at least 5 consecutive years. Meanwhile, Thai Beverage is
concerned with activities with both long and short target periods. It is also found that, no matter
how long its target period is, a CSR activity by Thai Beverage emphasizes on the provision of
financial supports or donation of some stuffs.

3. Singha Corporation and Thai Beverage carry out voluntary actions more than forced ones.
This means they voluntarily carry out their CSR campaigns without receiving any pressure
from the society.

4. Singha Corporation most focuses on education and sports because it has 5 campaigns that
are related to either of the two matters. Meanwhile, Thai Beverage most focuses on education
and assistance for victims of disasters because it has 7 CSR campaigns concerning either of
these matters. The matters that the two enterprises scarcely pay attentions to are economic,
political, technological and occupational issues.

The second part of the results from this study reveals the following facts:



5. Alcoholic beverage enterprises focus on the CSR activities in the form of donation more
than any other form. These enterprises donate money and its products such as drinking water. It
is also found that in most cases, these donations are in the form of the arrangement of a
charitable activity and the sponsorship for different events. The researcher also discovers that
the CSR activity that Singha Corporation has not clearly carried out is cause relate marketing.
At the same time, Thai Beverage has not clearly shown that it carries out the social responsible
business practice.

6. The CSR activities by the two studied alcoholic beverage enterprises cannot cover the 7
principles of participatory communication for community development because their activities
do not adhere to the democratic process principle. It is also discovered that there are 3 CSR
activities by Singha Corporation that cover as many as six out of the7 principles of participatory
communication for community development while there is only one activity by Thai Beverage

that cover six out of the 7 principles.



