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Consumers’ Attitude Towards UFC Co.’s Activities Showing Social Responsibility and

Environmental-caring : The Case of Consumers in Bangkok Metropolitan Area.
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Abstract

This Independent Study titled “ Consumers’ attitude towards UFC Company’s activities
showing social responsibility and environmental-caring” had the following objectives:- 1) to
study personal factors of consumers in Bangkok who consumed UFC’s products 2)to study the
attitude of the consumers towards UFC’s acti\:'ities showing commitment to social responsibility
and environmental-friendliness 3) to compare their attitude towards these activities based upon
personal factors.

The study was conducted between January-March , 2014. Population under study included
200 consumers . Questionnaire was used to collect the data . Statistics used in the analysis included
frequency , percentage, arithmetic mean , standard deviation , t-test , F-test or one-way analysis of
variance and Scheffe’s multiple comparison test. Level of significance used was 0.05.

Outcome of the study revealed that the majority of respondents were female , 41-45 years
of age , bachelor degree graduates , married with average monthly income between 20,001-
30,000 baht. Study of consumers’ attitude showed that the scores on responsibility to consumers ,
community and social development , environmental friendliness , innovation on activities
showing social responsibility were high on a given rating scale. The research also showed that
consumers with different sexes , marital status , levels of monthly income did not differ in their
attitude on UFC’s activities showing commitment to social responsibility and environmental-
friendliness. On the other hand , consumers with different ages and levels of education did differ

in their attitude on these activities at 0.05 level of significance.



