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Abstract

Corporate Social Responsibility means that a business takes into consideration the
benefits of all societal aspects: people, community and environment under the principles of
ethics and good management in business operations. Moreover, social responsibility has
been adopted as an important compulsory policy in every industry especially the low-cost
airlines in Thailand. At present, it is vital to make a PR to the passengers and stakeholders
about the corporate social responsibility. This is a marketing tool that would make low
cost airlines in Thailand sustainable and successful. Besides, it is an important factor in

promoting the passenger loyalty to low-cost carriers.

Therefore, low-cost airlines in Thailand should focus on corporate social
responsibility (CSR) in the area of support and assistance to society on a regular basis or
processing social responsibility in three aspects: economy, society and environment. It is
the social responsibility of a business in the process by which the business organization
integrates social responsibility into the overall corporate policy, participating in both
community development and environmental preservation to create a more positive attitude
towards low-cost airlines. If a business is able to do so, the service recipients will be aware
of its social responsibility. This will help foster loyalty, increase competitiveness, reduce
the cost of acquiring new service recipients, generate stable income, and create sustainability

for the business in the long term.

Keywords: Perception of Social Responsibility, Customer Loyalty, Low-cost Airlines.
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wazaaMwMIIMInlasuluudagineniiu 3uuimsnlasulszaumsalinddineziinanu
~ A Bad X% 4 Zad : - . -
fawely Hanuasliiazsos danuadlanzuende uasianueadenags naenauilond
MBOUITMINNTY 135U 09NTNIAY hviinaszith 91IuaziAIesay Aasaaududn
35an BaSmMsvueiiuvessemDumIInagnsmsusmMsneaiu Yuegiuntaglasas
nazmilisgamumsuimsdudidy vennntudmuin msafuanuduiusiugad
Nnasoanuianelanazanulindadeaemsiu sanuienelonazanulingds uag
anugnueziiiuesdszneulumsedineanuinfvesdiuuims nagzldiduenumalums
mansnduainnmsne Iaremstuiuanuduiusiugndr ieminanuianels
anulingda wasinmgugndnidanuanalilussezenn dwmdugaavnssumsiiv 15y
safudans dawanusmsiaiueng o Wudu
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ANNSVHAFIUADEIANALANNANATDINIUUTMINEMITUAUNUM

ANNSURAsIURB&IAN (Corporate Social Responsibility: CSR) iluwiiouuleiney

!
I v

mathduddaiinngammnssaded Tasimmeegndelugaamassunsiuiuiuiniy
gaamnssildsuuRnasunnmmsasuiivedann uleeanusuiasevdedianly
g mnssumstu Sefimseenuuuidlilunszioums dudmanaunugnsaans (Strategic
Planning Processes) TﬂfJﬁmu@iﬁtﬂu’c’huﬂﬁﬂuiﬁﬂﬁﬂﬁ (Vision) WusAY (Mission) Gcéﬂ LEAN
Tfuiuleneanuiuiavevdedian lanudaglumsmruaiisneesdns uilade
maé’i’aﬂuﬁ’qiﬁamﬁﬁu (Airline Industry) slﬁmméwé’zyath?]q wmedldfufioauamaiiiie
dnniigandfey uaaensauiuauegiithrmnglumsanansznBansdedan
wazihildmtrlumssuinmanuaiitvesgsfa saennnashlimsuimwinuaivesesdns
fruudr Sademalifuslnaifaamuseiulududnazisns iedszaumsailunssud
Amdnpalnd aunsaainanudeiliiufislng fuddaminliiiaenufnddenn

a Y A

gumanaieg (Geraldine & David, 2013)

4

mituiedeunagnianusuiaseudedeauiusuiudenhlifuslnaiiansius
Fonnnagniiamnsaneuduessanudeimvesdian Iassiunmaguslnamanta wzida
mssuideanusuinvevdedianuazidugeanslumsiiesdnsazaeaunsnszaumsail
Tumssudveudazyaaald msiviuloineanuiuiaseudedianvesanomsbu Wiilade
Frahlldanuindvesdfunsmamensiu (Gonzdlez & Ferndndez, 2020, p. 1294-1306)
wennntuaemsiudaannsaldulemeanusuiasendedianiiunagnslunsad
anundvesdiuusmslasndas (Hoang, 2020) Uszneuiuluanmilegiuiigsivanemsii
dunueiimsugeduiugs shldinmsaaauasinlamanmnsmaiunndudansdann
guiaiiteifinsnudfuuinsiienaudng mnedfusmsfianudng waifvayusonn
fudanemsbudumuaiilesensdadasilmi q odiane semssnmanudndlussezenii
Feadanamlsliuauism

wennnmsfianuidnddeninsildsuezdanadeanufnfvesdFuniniuds
Uszaumsallumahanssuedansnfumemstui tiilifodaduanuindldiguiu
Felugsheanemstushmusussjuiumsutedudunafumdn fmuhmsadiussmaaa
anunelolufonssue 9 vesesnamsbu d nalviiAnanusslatem (siws fuiew, 2565: 35)
uihueadiszneunilswesanuindvesdunsmsmemstudunusilugsemalne (nsougns
Aseanwn avulasan, suns &3qAUD, uag gnoiul wIrNgIsInl, 2560:142)
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undsil

!
A 9 A

nnfisuldinaueindisduaglldhauduraseudodianvesgsna Ao maaiiu

Y
a

gimlaemilidanalszlomiveanaludanliinziuan gusunazdunadon meld

NANDIHFITNUAZATUIMINA M IaTiufams daluaitiuanuiuAaseudedaan 15

]
A o o

wdeuuleemanedundidglugngaamnssudesi lagmmzaramsdudugualy

o/ 1 4 v

Mizmdlng fldanuddagdonsadunmsiuidenagnianuduiaseudediandofsunims

o

o

gj v ) v A [ 4’ 2 d' o v a ¥ C"
Humgidmldidedurzihuaissiiomimsaaanazgmldasmstudunualulszimalneg
Uszauanuduzaedndsdu uaziuihisadgndudsuanuindvesdiuuimsamemsbu
AUNUMN

SwiupluvesannsuAaseudediauvesaemabudunusiiu. asgaliumsls
FnomwiazganuiBemauesptadumiazaeuauesilymaauldediiugssn a5
anauaAndInguis nazeliAananssnumaindediamnniiga ieaiuanuldnSeu
mamaudsiuligsuihgsfaanensdudugusaziumsudedudnnaiiundn udas
Agsuusnsimelalufvnssuiierfuansufaseudediauiihilfendinasomandun
$13masdae

Fatuanemstudunuiludszmalng aslianuddyfuanusuiaseudeda
(CSR) TughumsaivayuuasmIgisras faandueig o pthamniane ¥ie Anusufinsey
fodaanlunszuIums (CSR in Process) ﬁﬂiamqu 3 g Ao MuAsHgAY deaN uay
danaden Tasifluanuiuiaseudediauvesgsfalunszuumsiiesdnigsinisenles
anusufinseudedianmnarmiuilsmessdnslasrn vamsiiduulumsiangu,
uazmsquasnmdanaden telfignéuAaiiauainddecsmstuduusmanadetu wiiite
Tfiaamannagnsnmsiuianuiuiasevdedeanlilslumsainanudnfvesdsuuinig
aematudunueh fideuSwerhiauenuhassanuduiusseninanusufiaseusdedian
fuanufndvesgnérdanmdl 1
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Reputation f Trust

Perception to CSR CSR in Process

> SOCIAL

STRAKEHOLDER

M 1 anuduiusssninenusuiaseudedian AuANNANAYBIgNA

namwdl 1 eseldN nsnnumsvesnagnsanusuRaseudedamlszneudie
nagnimeluesdng naznagnimsadumsiuinedanmenen sumnagnimsldmstoas
manana Fazdwensiuiuazanuiufiavevdediaudelldmamadiu sandediidld
duide Tdud f5nsms winnuuasgusms smdadaeru deidadlumwdnsaiifdessdns
nazaeanaseivlaludntededd vazmsauanmlindadedsusmslumsduiinn
vogstin SuRammBeifivs s madell auRadiuanugniy uazanudnddedlfisms
amemsbudumueluyszmalng

wenIniu aemstudunumasaiamndnsaivesaemsuliasetulasly
anuddyumsinsliseanalindevesgadriifideasmsby madufiunudiendn
aasssnasessnlisalanasamedevldnuiinmsianuuazmsudigmeesnsuims
a8 WAy lngimmzmslianudayivanuiisnelivesgnarlagiuaamsininnsinees
qammMnims annaganuazmsididldhelumssusi s nuninnudesd
Wisamerumslisnsldedunaimuanudesmsvesgnd marldiguilduusas
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donamsuireanusufiasendedianvesaemadudunue Fwsdiodudiuliiin
anmfnd Windnenmlumsutedy aaduplumsmginsmnell deliiAniams
1eld adwamiiuliudgsnaluszesen Snadsdanamadenlumsaifuayuiassginag
mavieufierlugimasa q smdsgaamnssuderiieswenlszmeadnde
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