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ABSTRACT

This research was extended from Snitnuth Niyomsin, Sinart Narkwachara, Surapat Mangkalee,
and Kannikar Chakesangrat (2016)’3 study - which explored job applicants’ preferences in flexible work
arrangements and organizational characteristics and how each demographic criterion affected the
preferences - by examining the relationships between current conditions, satisfaction, and future
preferences. The aims of the study were to measure (a) the extent to which employees were satisfied with
their work arrangements and organizational characteristics, (b) relationships between satisfaction and
future preferences in work arrangements and organizational characteristics, and (c) pattern of future
preferences (pattern of how participants made decision when applying for work in the future). Two
hundred and eighty five participants employed in the private sector responded in the study. Results showed
participants were significantly more satisfied with high levels of flexibility and organizational
characteristics. Satisfaction with current organizational characteristics (both physical environment and
organizational image) correlated negatively with future preference in work location flexibility and
positively with future preference in organizational image. While each of the criterion in future preferences
negatively correlated, results showed that participants would trade organizational image with flexibility in
work schedule and location, and physical environment with flexibility in work schedule. Practical

implications were discussed.
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INTRODUCTION

Organizations nowadays are competing to attract qualified job applicants. Compensation is one of
the crucial factors that determines an organization’s attractiveness to job applicants and influences the
applicants’ quality (Gupta & Shaw, 2014). Compensation is defined as “the total of all rewards provided to
employees in return for their services” (Mondy, 2008). Based on Zollitsch and Langsner (1970), two types
of compensation are financial and non-fmancial. This study focuses on the non-financial compensation.
Zollitsch and Langsner (1970) divided non-fmancial compensation into two categories: the job
characteristics (e.g. interesting, challenging job, and responsibility) and the job environment (e.g.
competent supervisors and colleagues, social status, and work arrangement flexibility). Another study by
Chapman et. al. (2005) categorized what applicants typically evaluated for their job choices into the job and
organizational characteristics. They included - for instance, pay, benefits, and type of work - as attributes
specific to the job. And other attributes reflective of the organizational characteristics include
organizational image, size, work environment, and location. With an increasingly popular trend of work-
life balance in which employees are expecting to cope with family demands (Masuda, Poelmans, and
Laapierre, 2011), flexible work arrangements was selected for this study. For organizational characteristics,
organizational image and physical work environment were chosen as they could be easily perceived by the
applicants. Given the technological advancement nowadays which enables employees to work anywhere,
anytime and an increasing trend of freelance works among young workers, results from the study could
help organizations utilize their non-fmancial compensation to better attract job applicants and increase

employee satisfaction.

Objective:
The aim of this study was to explore the relationships between employees’ current conditions,
satisfaction, and future preferences among flexible work arrangements (schedule and location) and

organizational characteristics (physical work environment and organizational image).

Scope of the Study:
Using data from Snitnuth Niyomsin et. al. (2016), participants in this study were those employed
in the private sector in Bangkok areas only. State enterprise and government employees were excluded as

they were governed by different regulations that are restrictive in work arrangements.
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LITERATURE REVIEW

Flexible Work Arrangements (FWA)
Lambert, Marler, and Gueutal (2008) defined Flexible Work Arrangements (FWA) as benefits

“employer provided that permit employees some level of control over when and where they work outside
of the standard workday.” There are many forms of FWAs organizations employed to give their employees
the autonomy to control over the physical boundaries of when and where they work (e.g. flex time,
compressed workweek, flex location, and job sharing) in order to help them balance their work and family
demands. From Matos, Galinsky, and Bond (2016)’s survey, from 2012-2016 employers had slightly
increased options for flexible work time and location, and more so from smaller-sized companies. Flexible
Work Arrangements (FWA) has been found to benefit employees’ work outcomes. Much research have
found associations between FWA and employee satisfaction (Aimer & Kaplan, 2002; McNall, Masuda, &
Nicklin, 2010), engagement (Richman et. al., 2008), and turnover intentions (Aimer & Kaplan, 2002;

Richman et. al., 2008; McNall et. al, 2010; Masuda et. al., 2011).

Organizational characteristics

As stated, physical work environment and organizational image were selected for this study as
they can easily be perceived by applicants. Organizational image (along with recruitment message) were
found to be predictors of applicants’ initial decisions to contact organizations (Gatewood, Gowan, &
Lautenschlager, 1993). When an applicant was invited for an interview, physical work environment took
part in the applicant forming a perception about the organization. Therefore, both organizational image and
physical environment played a strong part in applicants’ perception whether they and their potential
employers would be a good fit. Physical environment has also been found to have impacts on various
employees’ attitudes and outcomes e.g. satisfaction (Sadatsafavi, Walewski, & Shepley, 2014), and creative

performance (Dul, Ceylan, & Jaspers, 2011).

Different Preferences for FWA

Overall, it seems that FWAs are generally desirable for employees. But some research found
factors such as individual, culture, and need differences could play a role in lowering the level FWA
desirability. For example, Morganson, Major, Oborn, Verive & Heela. (2009) found social isolation to be a
drawback for teleworking. Shockley and Allen (2010) found that people who preferred to keep their work-

life at work (higher segmentation need) used less FWA. And finally, Masuda et. al. (2011) tested
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relationship between FWA availability and work-to-family conflict (WFC) in three countries. Their
findings showed different cultures (individualism-collectivism) yielded different outcomes. For examples,
managers in Anglo culture with flextime available reported higher work satisfaction and lower WFC; and

managers in Asian countries with telecommuting available reported more strain-based WFC.

Research question 1: Do work arrangement flexibility and organizational characteristics matter in this
market? In other words, to what extent do employees differ in satisfaction among different levels work
arrangements and organizational characteristics?

HI a: Employees who are currently allowed to flexible work schedule will be more satisfied with
their work hour than those who are not.

HIlb: Employees who are currently allowed to flexible work location will be more satisfied with
their work location than those who are not.

Hlc: Employees who currently work in good physical environment will be more satisfied with
their work environment than those who work in poor environment.

Hid: Employees who currently work for well-known organizations will be more satisfied with

their organizational image than those who work for lesser-known organization.

FWA and Organizational Characteristics on Organization Attractiveness

Not only FWA have influences on current employees’ behaviors, but work-life balance also had
great influence on job attractiveness (Schlechter, Thompson, & Bussin, 2015). Another study by
Thompson, Payne, and Taylor (2015) showed the same findings that flex location and, especially, flex time
also had effects on organization attractiveness. For organizational characteristics, Chapman Uggerslev,
Carroll, Piasentin, and Jones (2005) found physical work environment and organizational image were the

strongest predictors of person-organization attraction, and may enhance attraction to the position.

Research question 2: Do current satisfaction and future preferences (when applying for a new job) in work

arrangements and organizational characteristics correlated?

Research question 3: How do participants made future decision (initial job-choice decision)? What are the

patterns of their preferences when making decision?

140



RESEARCH METHODOLOGY

Data Collection and Participants

Based on data from Snitnuth Niyomsin, et. al. (2016), four hundred and ten participants responded
to the questionnaires. Of those, two hundred and eighty five were employed in the private sector. All the
analysis in this study was based on the two hundred and eighty five participants. Data collection was done
during 2016 by using multistage sampling technique. In the first stage, cluster random sampling were
employed by drawing four out of 50 districts in Bangkok, Huamark, Jatujak, Bangna and Klongsamwa
districts were selected and the final stage was done through convenient sampling method. The participants
were 109 males and 176 females, accounted for 38.2 and 61.8 percent accordingly. Two hundred and twenty
eight participants were single and 57 were married, accounted for 80 and 20 percent respectively. Most of
the participants had no children accounted for 83.2 percent. And the age of participants ranged from 20 to

57 years (M= 31.24, 5/) = 6.18).

Measures

Current conditions. Current conditions of flexibility in work arrangements (work schedule and
location) and organizational characteristics (physical environment and organizational image) variables were
all presented in the categorized response format.

Satisfaction. For satisfaction with work schedule, work location, physical work environment, and
organizational image, participants were asked to rate each of the variables on 10-point scale from not
satisfied at all to extremely satisfied.

Future preferences. The data of future preferences were pulled from Snitnuth Niyomsin et. al.
(2016)’s conjoint study. Participants were asked to rate on a 10-point scale on attractiveness of each of the
full-profile hypothetical organizations if they were to apply for a new job. Four attributes included were
flexibility of work schedule and location, physical work environment, and organizational image. Results
yielded individual span-width values, which indicated a participant’ preferences of each attribute (in
percentage) when looking for a new job.

Analyses
ANOVA and F-test were employed to answer research question 1 while correlation analysis was

used to answer research question 2 and 3.
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RESULTS

Research question 1 Do work arrangement flexibility and organizational characteristics matter in this
market? In other words, to what extent do employees differ in satisfaction among different levels work

arrangements and organizational characteristics?

Table 1

One-Way Analysis of Variance of Satisfaction with Work Schedule by Current Work Schedule
Flexibility

df SS MS F )2
Satisfaction  Between Groups 1 269.78 269.78 73.98 .000
with Work  Within Groups 283 1031.95 3.65
Schedule Total 284 1301.73

As shown in Table 1, there was a significant effect of current conditions on satisfaction [F(1, 283)

=73.98, p< 0.001],

Table 2

Mean Comparison among Current Work Schedule

for Mean
std. Std.  Lower Upper
N (%) Mean Deviation Error Bound Bound Minimum Maximum
Satisfaction  Fixed f:jm 6.35  2.07 0.15  6.05  6.65  1.00 10.00
in Work Flex o0 (3500 839 156 0.16 808 87 4.00 10.00
Schedule Total 285 7.07 214 0.13  6.82 732 1.00 10.00

Post hoc comparison in Table 2 showed participants who currently received flexible work
schedule (M = 8.39, SD = 1.56) were more satisfied with their work schedule than those with fixed
schedule (M = 6.35, SD = 2.07). Therefore, hypothesis la was supported. Employees prefer flexible work

schedule over fixed schedule.
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Table 3

One-Way Analvsis of Variance of Satisfaction in Work Location bv Current Work Location Flexibility

df Ss MS F p
Satisfaction = Between Groups 2 241.85 120.92 20.55 .000
with Work ~ Within Groups 282 1695.25 5.88
Location Total 284 1901.10

Results from Table 3 indicated a significant effect of current work location on satisfaction [F(2,

282)=20.55, p<0.001].

Table 4
Mean Comparison among Current Work Location
Std. for Mean
Std. Erro Lower Upper
N (%) Mean Deviation r Bound Bound Minimum Maximum
Satisfaction  Fixed 222(77.89) 5.24 247 0.17 492 557 1.00 10.00
with Work ~ Some Flex 47 (16.49)  7.17 2.28 033 650 7.84 2.00 10.00
Location Flex 16 (5.61) 8.13 2.28 0.57 691 9.34 1.00 10.00
Total 285 5.72 2.59 0.15 542 6.02 1.00 10.00

Post hoc comparison in Table 4 indicted a rising trend of satisfaction when level of work location
flexibility increased. Participants who held jobs with fixed location (they must come to work every day)
were least satisfied (M = 5.24, SD = 2.47). The satisfaction increased for those who had some flexibility
i.e. they can work from home sometimes, (M = 7.17, SD = 2.28). And finally, those with most flexibility
(they can work anywhere, anytime) reported highest satisfaction (M = 8.13, SD = 2.28). Therefore,
hypothesis Ib was supported. Employees preferred flexible work location i.e. the higher level of flexibility,

the higher level of satisfaction.
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Table 7

One-Way Analysis of Variance of Satisfaction with Organizational Image by Current Image

df S MS F p
Se}tfsfaction Between Groups 2 239.18 119.59 36.83 .000
Physical Work Within Groups 282 915.60 3.25
Environment Total 284 1154.79

There was a significant effect of current physical work environment on participants’ satisfaction

[F(2, 282) = 36.83, p < 0.001], as shown in Table 5.

Table 6
Mean Comparison among Current Physical Work Environment
for Mean
Mea Std. Std.  Lower Upper
N (%) n  Deviation  ErrorBound Bound Minimum Maximum
Satisfaction ~ Good 121 7.64 191 0.17 729 798  2.00 10.00
with Average }53 \ 6.25  1.69 0.14 598 653  2.00 10.00
Qork ‘ Poor —11 6.86) 3.64 2.11 0.64 222 5.05 2.00 9.00
Environmen  Tota] 285 6.74 2.02 0.11 6.51 6.98 2.00 10.00

Again, post hoc comparison in Table 6 also showed a significant rising trend of satisfaction with
an increase level of physical work environment. Participants working in poor physical environment
reported an extremely low level of satisfaction (M = 3.64, SD = 2.11), although only few participants
reported working under this condition. With average physical work environment, satisfaction increased
quite significantly (M = 6.25, SD = 1.69). Lastly, participants working in good condition reported highest
satisfaction, more than double of those working in poor condition (M = 7.64, SD = 1.91). As expected,

hypothesis lc was supported.

144



Table 7

One-Way Analysis of Variance of Satisfaction with Organizational Image by Current Image

df s MS F p
Satisfaction  Between Groups | 211.08 211.08 7676 000
Organizational Within Groups 283 778.23 2.75
Image Total 284 989.31

)

As shown in Table 7, a significant effect of current organizational image on participants

satisfaction was found [F(l, 283) = 76.76, p < 0.001],

Table 8
Mean Comparison among Current Organizational Image
Std. for Mean
Std.
Mea Erro Lower Upper
N (%) n  Deviation r  Bound Bound Minimum Maximum
Satisfactio  Well-known 206 8.15 1.59 0.11 793 837 3.00 10.00
with org Lesser-known 7 6.23 1.83 0.21 582 6.64 2.00 10.00
(27.72)
Image Total 285 7.62 1.87 0.11 740 7.84 2.00 10.00

Table 8 showed post hoc comparison, participants working for well-known organizations reported

significantly higher satisfaction (M = 8.15, SD = 1.59) than those employed by lesser-known organizations

(M =6.23, SD = 1.83). Again, as expected, hypothesis Id was supported.

To answer research question 1 whether work arrangement flexibility and organizational characteristics

matter to employees, all hypotheses were supported. The satisfaction levels among current work

arrangement conditions and organizational image were distinguishable. In other words, yes, they do matter.

Research question 2: Do current satisfaction and future preferences (when applying for a new job) in

work arrangements and organizational characteristics correlated?
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Table 9

Correlation between Satisfaction and Future Preferences (N = 285)
Future Preferences

Satisfaction Correlation Flex in Work  Flex in Work ~ Physical Work Organizationa
Schedule Location Environment Image

Sat with Work ffnt on -.025 108 047 075
Schedule Sig. (2-tailed) .674 .069 433 207
Sat with Work Eears?nﬂ -.013 -.001 .063 -.034
Location Sig. (2-tailed) 0.823 0.989 .289 567
Sat with Work Eearsci)n“ -.103 -.170" .095 .160"
Environment i (5 tailed) 081 .004 111 .007
Pearson -.056 -.206" -.024 234"

Sat with Image
Sig. (2-tailed) .350 .000 .685 .000

"Correlation is significant at the 0.01 level (2-tailed)

From table 9, satisfaction with physical work environment had a negative correlation with future
preference in work location flexibility (r = -.170, p = .004) and a positive correlation with organizational
image (r = .106, p < .007), although the correlation values were small. Employees who were not satisfied
with their current physical work environment would weigh their decision more heavily on organizational
image and less on flexibility in work location when looking for new jobs. Similar trend for satisfaction
with organizational image, results showed satisfaction with organizational image negatively correlated
with future preference in work location flexibility (r = -.206, p < .001) and positively correlated with
organizational image (r = .234, p < .001). Employees who currently enjoyed their organizational image
would place importance more on organizational image and less on flexibility in work location when
applying for new jobs. This similar trend perhaps was resulted from a strong association between

satisfaction with current physical environment and organizational image (r = .525, p < .001).
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Research question 3: How do participants made future decision (initial job-choice decision)? What are the

patterns of their preferences when making decision?

Table 10

Correlation among Future Preferences (N = 285)

Future

o Correlation 1 2 3 4
1. Flex in Work Pearson Correlation 1
Schedule Sig. (2-tailed)
2. Flex in Work Pearson Correlation -.156" 1
Location Sig. (2-tailed) .008
3. Physical Work  Pearson Correlation -.380" -.224" 1
Environment Sig. (2-tailed) .000 .000
4. Organizational ~ Pearson Correlation -.484" -.505" -218" 1
Image Sig. (2-tailed) .000 .000 .000

"Correlation is significant at the 0.01 level (2-tailed)

Table 10 showed a pattern of how employees make decisions when looking for new jobs. Results showed

negative correlation among all future preference criteria. This means applicants generally trade each

criterion with others. Importance placed on organizational image yielded highest correlation among others.

It negatively correlated with flexibility in work schedule (r = -.484, p < .001) and location (r = - .505, p <

.001). The more applicants weigh on organizational image, the less would be on flexibility work

arrangements when applying for jobs. Preference in physical work environment also had medium

association with flexibility in work schedule (r = -.380, p < .001) and low association with flexibility in

work location (r = -.224, p < .001). That is, applicants would trade physical work environment (nice office)

with flexibility work arrangements.

DISCUSSION AND PRACTICAL IMPLICATIONS

By measuring satisfaction, results from research question 1 confirmed that work arrangements

flexibility and organizational characteristics matter to current employees in all areas. Employees were more

satisfied with flexible work schedule and location, good physical environment, and enjoy working for well-
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known organizations. For FWA, employers could offer flextime and telecommuting to employees in
appropriate work functions at no costs. From the data, 77.89 percent of employers still dictated that
employees come to workplace every day (Table 4) with only about 35.1 percent offered flextime (Table 2).
Although employee productivity was not measured in this study, review of literature clearly showed effects
of FWA on employees’ attitudes and behaviors (as discussed earlier). On the other hand, enhancing
company physical work environment may rely heavily on capital. Nonetheless, it may be a worthwhile
investment (because, based on findings, there was a significant drop in satisfaction from employees
working in poor physical environment). And again other research also showed that physical environment
played a part in current work outcomes such as creative performance and organizational commitment.
From the cultural perspective, how FWA in Asian culture (high in collectivism) works maybe counter-
intuitive. In Masuda et. al. (2011)’s review, FWA characteristics may not be a good fit for collectivist
society. This is because people in this culture favor close personal ties and that telecommuting could result
in the loss of face time and lower quality of relationship with colleagues. However, results from the
research 1 showed that employees in this market were, regardless of the loss of personal ties, still more
satisfied when FWAs were available. One possible answer might lie in the technological advancement i.e.
the widespread use of the Smartphone. In the more recent study done by Hamsa et. al. (2016), they found
the significant positive correlation between the increased usage of the Smartphone and the willingness to
telecommute among female employees. Although more research are needed to address this issue.

When testing associations between satisfaction and future preferences (research question 2),
current satisfaction with physical work environment and organizational image exhibited the same trend.
Both current satisfaction with physical work environment and organizational image had a negative
correlation with future preference in work location flexibility and a positive correlation with organizational
image. The more employees were satisfied with their current physical work environment and organizational
image, the less they would place importance on flexibility in work location and more on organizational
image when looking for new jobs. In other words, well-known organizations tend to attract applicants who
were satisfied with their organizational image (i.e. those who previously employed by well-known
organizations [refer to results from table 8, participants working for well-known organizations reported
significantly higher satisfaction]). Those applicants, at the same time, wouldn’t mind having to come to
work every day (flexibility in work location was less important to them). Lastly (research question 3), when
looking for new jobs, applicants would trade organizational image with both flexibility in work schedule

and location (high negative correlation between future preference in organizational image and flexibility
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work arrangements). This suggests that lesser-known organization could provide higher level of flexible
work arrangements (flextime and telecommuting) in order to be more attractive to candidates.

In conclusion, findings suggested that organizations should more fully utilize the technology by
providing FWA where they can. Availability of FWA costs little investment. They should also improve
their physical work environment, if their capital allows them, in order to increase their employees’
satisfaction. And last, to attract job applicants, it is more critical that lesser-known organizations take

advantage of FWA as applicants would trade the FWA option with organizational image.
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ABSTRACT

The objective is to study factors that affects in job satisfaction of Generation Y personnel in the
hotel business, and to study the guidelines used to promote job satisfaction of the Generation Y personnel
in the hotel business in an effective manner. This study is a mixed method research consisting of qualitative
research by studying in-depth information from the concepts, theories, texts, research papers and studies by
in-depth interviews to get information empirical from key informant groups, who are responsible for human
resource development of 4-star hotels in Phuket Province, a total of 10 hotels. The quantitative research is
also conducted by using questionnaires of 400 sets. This research used the concept theory for education
factors that cause job satisfaction guidelines for promoting job satisfaction to create job satisfaction
allowing personnel to work at full capacity satisfied in operation. The research found that factors resulting
in satisfaction in the performance of personnel Generation Y in the hotel business is pride of responsibility,
pride in working and being part of the success of the hotel. Participation in the development of the hotel has
become more famous. Satisfied with the work done and wanting to work with the hotel firmly work that is
not boring and always challenging including creating a good atmosphere in the work environment, using
modern technology and innovation affecting the promotion of job satisfaction by using guidelines for
promoting job satisfaction of Generation Y personnel in the hotel business in an effective manner is to
create pride in working and being part of the work participate in hotel development through appropriate

learning processes. For the best benefit of the organization

Keywords ¢ Generation Y, satisfaction, Hotel business
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ABSTRACT

The changing of marketing’s perspective in order to satisfy long-term consumers and social needs is also
the concentration on marketing activities which affect the environments. Therefore, this paper presents the
concepts that green tourism and green marketing mix through research synthesis method. Research finding
contains two points. Firstly, green tourism. Secondly, green marketing mix (I0P’s) comprises Product,
Price, Place, Promotion, Participants, Physical evidence, Process, Packaging, Programming and

Partnership.
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ABSTRACT

This study aimed to improve fresh market, a case study on the Pathum Thani Municipal’s Fresh
Market, Pathum Thani Province. Data was collected using in-depth interview with 4 key informants who
responsible in management and concern directly to the Market. Questionnaire was also applied to 430
customers who visiting the Pathum Thani Municipal’s Fresh Market.

It was found from the in-depth interview that the key informants recognized the important of the
Pathum Thani MunicipaFs Fresh Market development and management towards marketing strategy that
match customer demands and being a Sustainable Green Market. From questionnaire: the respondents’
demands in term of marketing mix are physical appearance (mean= 3.85), price (mean= 3.84), place
(mean=3.78), process (mean= 3.77), people (mean=3.76), products (mean=3.70) and promotion

(mean=3.59)

Keywords & Marketing Mix, Green Market, Sustainable
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ABSTRACT

This research aims to study cultural buying behavior, marketing strategy on cultural products and
sustainable tourism. 4 0 0 questionnaires were distributed to tourists in the Khlong Lat Mayom Floating
Market. Data analysis used both descriptive statistics and inference statistics.

The results of the research showed that (1 ) most tourists were female, aged 2 1-30 years old,
holding a bachelor’s degree, private employee with monthly average salary (10,001-30,000 Baht), and used
to travel more than 2 times with family/relatives/couples. The tourists traveled by using private cars,
spending 1 -3 hours, and buying food/drinks. The person who helped a decision to buy was the seller with

spending 5 0 1 -700 Baht. The respondents knew the information from the advertisement/public relations,

(2) the opinions of marketing strategy on cultural products and sustainable tourism are at a high level, and
(3) the results found that the general information for different tourists has indifferent in a buying decision
of cultural products with statistical significance at the level of 0 .0 5 . Marketing strategy on cultural
products has a relationship with the buying decision of cultural products and the marketing strategy on
cultural products has a relationship with sustainable tourism at a moderate level with statistical significance

at the level of 0.01

Keywords ¢ Marketing Strategy, Cultural Products, Sustainable Tourism
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ABSTRACT

Changing the environment has highly and instantly disrupted the business world since 2000. The
main cause of this effect derived from the new development of telecommunication technology; the
Internet. This turbulent has affected the whole world especially competitive business corporations to
survive and maintain their profitability condition. Many business corporations strongly pushed themselves
to adapt into this changing environment. However, some of longtime successful corporations failed to
adapt this changing environment and pushed them to bankruptcy situation in a short time such as Nokia,
Kodak or Blockbuster. At present, business corporations have turned their focus to the new phenomenon
which is called as the friction-free economy. The friction-free economy helps business corporations to

move assets (money, labor or information) instantly, freely and cheaply.

Keywords & 21" century cor oration, friction-free econom
yw ry corp y
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ABSTRACT

The objectives of this research are to study corporate social responsibility (CSR) disclosure on
official websites of banks in Thailand, in aspects of CSR initiatives and CSR stakeholders. The research
also aims to study the relationship among CSR initiatives, CSR stakeholders and types of banks, focusing
on commercial

Banks and specialized banks. The research used both primary and secondary data collection.
Conceptual Framework of the study was developed from several theories regarding CSR initiatives, CSR
stakeholders and types of banks. The research was quantitative, analyzing CSR disclosure on official
website of 14 banks in Thailand. Indeed, the researchers specifically analyzed the contents of CSR
initiatives in 2018 that released under CSR section on the websites. The study found that “Cause
Promotion” was the most adopted initiative. The study also found that the most CSR initiatives were
associated with “Community”. Besides, the researchers used Chi-Square to test the relationship between
types of banks and CSR initiatives. The output confirms the results of the relationship in that a significant

positive relation exists between types of banks and Corporate Philanthropy (p < 0.05).

Keywords : Corporate Social Responsibility (CSR) CSR Initiatives CSR Stakeholders Bank
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