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ABSTRACT

The objectives of this research entitled, “Perception and attitude of consumer toward
sustainable development activity media were 1) to study perception of consumer toward
sustainable development activity media. 2) to study attitude of consumer toward sustainable
development activity media. 3) to study the correlations between perception and attitude of
consumer toward sustainable development activity media. We use Survey research method in One
shot case study technique together with Multi-stage sampling. The use of consumer samples in
research are consist of 400 consumer who perchased goods and services from Siam Cement
Public Company Limited or SCG and them have perception about sustainable development
activity of Siam Cement Public Company Limited. These samples of working people in Bangkok
metropolitan. The sample ages between 21-55 years old.

Statistic for analysis of the data was 1) Descriptive statistics such as Frequency,
Percentage, Mean, Standard Deviation. 2) Inferential Statistic such as comparing to independent
sample means (T-test), One-way analysis of variance (One-way ANOVA) and use of pearson
correlation coefficient for hypothesis testing.

The results revealed that most of the consumers Have perception about information of
SCG Conserving water for tomorrow and Home recovery project. The average monthly visit

Above-the-line media and visiting Below-the-line media more than 2 months per visit.



Attitude of consumer toward sustainable development activity media of Siam Cement
Public Company Limited; organization, sustainable development activity, sustainable
development activity media and social image, it is found that samples agree with the project.

Hypothesis testing on the correlations between variables in this study, we found that
perception of consumer toward Above-the-line and Below-the-line media in “SCG Conserving
water for tomorrow” and “Home recovery” project are related with the attitude of consumer
toward organization and sustainable development activity having statistical significance to 0.05.
About attitude toward sustainable development activity media and social image of Siam Cement
Public Company Limited, we found that perception of consumer is not related to attitude of
consumer toward sustainable development activity media, having statistical significance to 0.05.

The recommendation to sustainable development activity media, firstly, they would
like to improve the public relations advertisement on the social and enviromental responsibility,
which often created confusion from other companies similar advertisements. Secondly, they
wanted Siam Cement Public Company Limited to more focused on enviromental conservation
bussiness. Third, they want to see success of enviromental conservation project, which is
consistent with advertisement.

Expect benefits of the research are 1) personal and interested parties gain knowledge
about sustainable development activity media of Siam Cement Public Company Limited 2) know
about perception and attitude of consumer on sustainable development activity media. 3) being
the model and pattern for other bussiness sectors and concerned parties to develop sustainable

plan and media effectively.



