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ABSTRACT

The purposes of this research were (1) to study level of students’ social responsibility,
perceived corporate social responsibility and Chiang Mai university’s image. (2) to study the
relationships among students’ social responsibility, perceived corporate social responsibility and
Chiang Mai university’s image. (3) to study predictive power of students’ social responsibility
and perceived corporate responsibility on Chiang Mai university’s image.

The research was done through a sample research group of 400 undergraduate students
from all faculty of Chiang Mai University. Research instruments in the form of questionnaires
were used, and they were: (1) a demographic questionnaire (2) students’ social responsibility
questionnaire (3) perceived corporate social responsibility questionnaire and (4) Chiang Mai
university’s image questionnaire. Data Analysis and hypothesis testing were performed by
descriptive statistics including percentage, mean, standard division, pearson’s product moment
correlation coefficient and multiple regression analysis, the research finds out the followings:

1. Students’ social responsibility were positively rerated to perceived corporate social
responsibility at the 0.01 level of significance (r = 0.360). Students’ social responsibility were

positively related to Chiang Mai university’s image at the 0.01 level of significance (r = 0.240),



and perceived corporate social responsibility was positively related to Chiang Mai university’s
image at the 0.01 level of significance (r=0.480).

2. When considering students’ social responsibility and perceived corporate social
responsibility as co-predictors, it was found that students’ social responsibility (B = 0.091; t
=1.473) had no predictive power on Chiang Mai university’s image, while the perceived corporate
social responsibility (B = 0.474; t =9.620) had significantly predictive power on Chiang Mai
university’s Image at the 0.01 level of significance. The predictive variable was accounted for
23.4 %. When considering the dimension of perceived corporate social responsibility, it was
found that good business administration (B = 0.204, t = 3.751) was the only dimension
significantly predicting Chiang Mai university’s image at the 0.01 level of significance. The

predictive variable was accounted for 27.0 %.



