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ABSTRACT

To be successful for Social Business Enterprise, the economic, social and
environmental value must be balancing based on the effectiveness of Strategic Human
Resource Management, and Corporate Governance. From the empirical study, it was found
that the managing dominant features of Doi Kham were the Embeddedness of Corporate
Social Responsibility Culture and King’'s Knowledge Endorsement. This study was conducted
by using 300 sampling units from Thai people with age 17 — 35 years in Bangkok Metropolis.
The theoretical conceptual framework consisted of 2 independent factors: the Embeddedness
of Corporate Social Responsibility Culture (ECR) and the King's Knowledge Endorsement
(KKE); 2 intermediate factors: Corporate Image Perception (CP) and Mutual Gain Perception
(MGP); and Customer Support as the dependent factor. It was found that the average value
of all factors was the high level of awareness. The hypothesis testing found that ECR and
KKE had a positive significant influence on CP and MGP with coefficient values of 0.643,
0.722, 0.589 and 0.289, respectively.
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AnA (Nguyen & Leblanc, 2001)

N5 UFNINANHO TDIAIA NS
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(Omar & etal. Lingelbach, 2009)
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oJele

(47) (i ][] Ca] s ]
: | . 1 é éf“ é‘a
54 48 : 1.22 16 14 :

chi-square=1457.703, df=576, chi-square/df=2.531, P-value=.000,
RMR=.063, GFI=.912, RMSEA=.065, CFI=.945, AGFI=.897

NN 1 uan1sIAziannislargeleald Co variance based

A15199 2 Adilseana mmﬁmmummgm WAZANADIB tiuﬂﬂiwmﬁ@uﬁwﬁgm

ANNANNUS Auisz@nd A1 t Stat d9ilua

ECR=>CP 0.643*** 7.465 AviLAYY
ECR => MGP 0.722*** 8.164 AviLAYY
KKE => CP 0.589*** 7.83 AviLAYY
KKE => MGP 0.289*** 5.68 AviLAYY
CP=>CS 0.767*** 6.938 AvuAyY
MGP => CS 0.016 0.173 ladariuayu

*** 15 < 0.001
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adsnnaa N1FHIANIITMUEITHAIN
TUHATaUMABAYAN (ECR) LAZNITVIAYU
ANNFANARTNTZINEN (KKE) Aanswaideuan
aesdlladAgsa nnsfuinwanenlaas
84AN"3 (CP) uaz ns3ufilselaaiizon (MGP)
TaadiAn 0.643, 0.722, 0.589 uar 0.289
pmdAL dautladeAunans wudn nna5us
A NANH0IIa989ANIS (CP) Havsnaidauan
?{?:ﬁuﬁfﬂa‘?ﬂﬁnﬁ;éam’@ﬁmMmmﬁ@ n1s
atfuaynaasgnén (CS) Tnedadudutlssans
P 0.767

(a7

Vol.15 No.1 (January - June 2020)

R399 3 wudn flade ECR fianana
39858 CS @aeitinutin 0.454 douiladel KKE
fansnasausa CS daaiiudn 0.512
TaailadeAunans MGP figsananadarialyl
CS ﬁmmmmmgamnﬂdﬂﬁ@ﬁ'ﬂﬁunmq
CP izunnu 1.3

ANFTHANNNANNAUUNIZAN AN
N179LATIZUILLL SEM Co Variance Based

NIMARALANNNANNALLRIFALLILAL
doyaidatlszanst ﬂmngéﬁﬁ X’/ df = 2.5331,
RMSEA = 0.063, CFl = 0.945, GFI = 0.912,
AGFI = 0.897, uar RMR = 0.063 ANNLNEUT

AT191991 3 BNEWANINATI N19EEN WATTINIBINGNAT0L1N (At ndulss@nsninesgm)

1laqs ECR KKE cP MGP
CP DE 0.575 0.658 NA NA
MGP IE NA NA NA NA
CS TE 0.575 0.658 NA NA
DE 0.723 0.362 NA NA
IE NA NA NA NA
TE 0.723 0.362 NA NA

DE NA NA 0.770 0.015
IE 0.454 0.513 NA NA

TE 0.454 0.513 0.770 0.015
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