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Abstract

The objectives of this study were: (1) to examine consumer expectations regarding
sustainability communication to foster support for Thailand’s top corporate brands;
(2) to compare these expectations across different generations of Thai consumers; and
(3) to design sustainability communication strategies for Thailand’s top corporate brands based
on consumer expectations. A mixed-methods approach was employed. Qualitative data were
collected through focus group discussions with 16 consumers. Quantitative data were obtained
via an online survey of 702 consumers aged 18-70 years. A further qualitative phase involved
focus group discussions with 9 experts, including academics, corporate communication
professionals or brand communicators, and mass media representatives.

The research results indicated that: (1) consumers expected sustainability
communications to emphasize giving and sharing, fostering voluntary participation, providing
clear benefits, and delivering creative campaigns that are engaging—whether entertaining or
dramatic—while being experience-driven, sincere, and simple; (2) generational differences
were observed in expectations regarding the communicator, message, channels, and brand
support, except between Generations Z and Y, whose expectations did not differ significantly
at the .05 level; and (3) a sustainability communications model aligned with consumer
expectations for Thailand’s top corporate brands was identified, consisting of five key
components: (3.1) communicators who are sincere and demonstrate a sustainability stance
rooted in the brand’s DNA; (3.2) messages that avoid technical jargon, present information
in accessible ways, and link sustainability issues to consumers’ real-life benefits; (3.3)
communications channels that employ media and opinion leaders relevant to each generation,
while avoiding oneway communications; (3.4) audiences positioned as active participants with
roles and value in joint creating sustainability; and (3.5) brand support expressed through two

dimensions—emotional and behavioral supports.

Keywords: Sustainability Communications, Consumer, Expectations for Sustainability

Communications, Brand Advocacy, Thailand’s Top Corporate Brands
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Table 1 Top Five Consumer Expectations of Sustainability Communication by Dimension

Sender Dimension M SD Interpretation
Overall 4.20 0.62 High
1. Consistency with the brand’s values and identity (DNA)  4.32 0.87 Highest
2. Contribution to raising environmental awareness in
4.31 0.77 Highest
society
3. Promotion of sustainability in society (e.g., improving
4.30 0.75 Highest
quality of life)
4. Advocacy for national policy change a.27 0.79 Highest
5. Role modelling for other organizations 4.23 0.77 Highest
Message Dimension M SD  Interpretation
Overall 4.21 0.61 Highest
1. Delivery of benefits and value to consumers 4.32 0.74 Highest
2. Use of sustainability-linked marketing (e.g., eco-friendly
4.21 0.80 Highest
promotions)
3. Continuity of information 4.27 0.82 Highest
4. Building of participation (e.g., volunteer activities,
4.27 0.79 Highest
community relations)
5. Clear stance on solving social issues (e.g., education,
4.25 0.80 Highest
jobs, support for vulnerable groups)
Channel Dimension M SD  Interpretation
Overall 4.14 0.83 High
1. Advertising through social media 4.29 0.79 Highest
2. Provision of opportunities for customer feedback on
4.23 0.80 Highest
social media
3. Availability of consumer reviews 4.23 0.80 Highest
4. Opportunities for consumers to share experiences 4.22 0.80 Highest
5. Provision of clear answers and information on social
4.21 0.81 Highest

media
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Table 2 Comparison of Average Scores of Sustainability Communication Expectations by

Generation (Results Showed Statistically Significant Differences; Post-Hoc Method Used)

95% Confidence Interval

() Gen (J) Gen  Mean Difference (I-J) Sig.
Lower Bound Upper Bound
Gen'Y -0.00710 0.903 -0.1220 0.1078
Gen X 25194 0.000 0.1247 0.3792
Gen Z
Baby .
47612 0.000 0.3624 0.5899
Boomer
Gen Z 0.00710 0.903 -0.1078 0.1220
Gen X 25904 0.000 0.1362 0.3819
GenY
Baby .
48323 0.000 0.3744 0.5921
Boomer
Gen Z -25194° 0.000 -0.3792 -0.1247
Gen'Y -.25904° 0.000 -0.3819 -0.1362
Gen X
Baby .
22419 0.000 0.1024 0.3460
Boomer
Gen Z -47612" 0.000 -0.5899 -0.3624
Baby Boomer Gen Y -.48323 0.000 -0.5921 -0.3744
Gen X -22419 0.000 -0.3460 -0.1024

N5 2 wamsEnwIeuliieuseg
wuin 1) g7 1 Gen Z fmnumanisuansieann
Gen X egnilsziutudfynadnfiszdu .00
(Sig < .01) Tuianadsuan lne Gen Z finade
g9n11 2) 471 2 Gen Z fAuAAnTauAne199N
Baby Boomer aeailsesutiuddamneadffisesu
.00 (Sig < .01) TuAirmmaeauin 1y Gen Z &A1

\288g9NI1 3) A1 3 Gen Y dAuAIATIUANGNS

v v o W a LY

N Gen X 98190¥AUNBEAYNISADRTTZAU

.00 (Sig < .01) Tudirma@suan 1ag Gen Y &lpn
\RABgendn 4) 41 4 Gen Y fiAnueaniaunnsing
971 Baby Boomer ag1aflsefiuildndaynisadng
5¥AU .00 (Sig < .01) Tuiianafisuan lng Gen Y
fiAnadugenin 5) g1 5 Gen X fimuAian’s
WANENAIA Baby Boomer agsilszautivdnAgy

[y

MeanANsEau .00 (Sig < .01) TuiAmadsuln
lpg Gen X dAadegendn il Gen Z ua Gen Y
fanuaenismnauliusnsineiu Nsedutiedfy

7179880/ 0.05
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3. PaNUUUNSTARANsIAEIRUAINSEY
\ioasreannsatiuayunsdudiasdnsduriily
Uszimalngauauaianisvasguslae 1935
WyAIFAUNUINGYN (Focus Group) UNIVINTT
tinfudn Fomawu Safudnudeyaanduney

i a ¢

1 ey 3LﬂiwwﬂszLﬁuﬁmammmiawm

=)

a (3

naunu flesAusznevddny 5 fu Kail

3.1 fdsans (Senden) lumisdeans
Rerfuaudsduliliunumvesesdnslunisls
foyausfefunuvoanusunl Anuidla uay
mnutdede Aguilaelifansulunisdaduls
Tavaduayuosdnstuvdelyl fuslaaluilagiu
aanialiesdnsignduiuanudedudidaiau
(Brand Positioning) Wanioannesini (DNA)
Fwa3wuldisuesding (Purpose) doansde
WuIRANEn (Concept) Tidladnaidenlaafy
Fanase wioudmuninguszasd (Objective) 7
noulandmnuidnuasngfingsu asrusenauau
nagns (Strategy) wazevsls (Tactics) o
panuwuvaglangudmangusagiaiuasty
afnsiidiusiuduiuslaa (Involvement
Campaign) hefigafimsiananmdisailusda
wazdeasnadnindugiuilanedsatinaue
(Measurement & Evaluation) f4f39E19UN
aununguvestindyInIsiiy

« .msAemsiAeITumIE BT
Ussdnsnmdaasusiuainaaeiile faiasiliog
lussdvulsvreuazdugaunilaves Brand DNA
doalusiseanimends vaneluesinslugnieuen
9ANg...”

3.2 @3 (Message) Ao aAUsznaUd ALY
Tunsidenlesszninauanuisualuesesdnsiy
AUl AuFAn wazngAnssuveduilam
faru Founuwsy (Campaign Name) Fasadna
M998 EenUssiiunisdeans (Topic) ilndsh
fuslnAlaglinsousnuAannden dsnu 555unAua

figuslanaulanazlomnundnvesars (Key
Message) ldlunisdeansdosdaaudiladny
faogsunaunuinguuesinindnian

“.. Usgrwulus19daningiuauan
Inginssuiiasyioummeiduagudn UssuTusiy
agjiindeansaaslalonisieunaiumneliieg
Inasia as9m159097...”

3.3 gownamsdeans (Channel fuslan
aranTilviosdnsidenldvesnianisdearsi
yanvaneaoandestUNgAnuNsIandeves
uaziiuaisduny eflosdnstietudiefiud
Wslunveuszanduius (Paid Media) utoma
asensiuiidosiu dudeildzumanaiae
aAnshifesdedeiu (Earned Media) fiunum
Tumsasmningede iunswaisannyana
fianu ieil Aefifuslneyniaesdngios (Shared
Media) Liureannsiia¥rsnisidmsaunagnis
vensie Tnslawizsudomitaddlaegld (User-
Generated Content: UGC) uagdofiosdnsidu
W1wee (Owned Media) THduaugnanslunisui
iaustoyaiidoiies WWidla waznsrvaeuls
MMINANNAUNIS AN THILTRIVNEY 9 BENd
wangay uananiguilaagdlianuddnyiu
sUuuumMsdaue (Format) fmunzauiy
NOANTIUVRIUIINALAAENGY AefI8E19UN
aunuINguvesdeIavUi

“. HUsloanlneusas Gen dngAnssu
n1519989n1550a7 57 UANE 19 YD 19T ALY
Fufuosnsiinesnisioarsiigaiuaaiudady
o/ 19dUsgdnsnm Indudoudonveanialn
mnzaNTuLsay Gen uazlidoasmagen..”

3.4 {3uans (Receiver) guslaadiang
AN aiaunuImveInuleslugIueildIus
wnngsvans guilaaliladesnisifiesans
Aeatuanudadu uidesnisansiiiundy

'
o w = v s

Aud1Any Feansuuuluduius (Two-way)
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ponuuvAInssuiuseglafidmarirodsauuas
fuilaa Woslosnsdeanslidiuinysediu
Lilgwedmunedaulouig deiaegrsunaunud
nauvestinduINIsia
“.Huilanlnegntaguululs
Aoan153URgIae 1AL UuaFeenIsdunyIY
Tumssamasumsaeuuad..”

3.5 nisaduayunsndua (Brand
Advocacy) FeaEuanmsatiuayumanman
(Emotional) udunouddnlunisadieniny
dusseminsesdnsiuguslehluganudesiy
muilinda uazanaynitunmsAeamsiiaiy
auiBusgnaaidlauazsiolilos fuslnavwiaun
TUangfnssunsatuanuns1dua (Behavioral)
Tusuuuuilanansaianald wu nmsildusam ns
Fo1 warn1suensie fuilnAazAsuainguams
Hufatiuayussduiideiilessdnsitialenals
Tawsmuuulidedu Janlanadnsainnsnsein
YBIAULDY FaFIDEIUNALIUINGLYaIHeNATY
i

“..Juslnmgalnidesnisidaiusau
Aunysuskiulasins Aanssy nisdearside
uilinlduansnamdaniu sxibiinnai
$Fn59u warmsauayueewiailed...”

BAUSIYNA

nan15338dliiuinnsearsiieatu
Audsiuiiivszaniam dadldnseuuuadn
Y5 3Ulieg SMCR wazaeasnenisatiuayu
#913UAN (Brand Advocacy) iluiBermuiAnuas
woAnssa Feflanuaenndesiunuideanauay
ngufiswatonasaty fai

Tufifguridaans (Sender) Mntoiauouue
goeindvinis ludseifiunisdeansiieadu
Audaduiifiuseansamdeasuduainainy
v34la Jeosileoglusziuuloviouaziiuadiumil

483 Brand DNA uazdeansidenleaiuiddinves
fuilna TsaenndesiunuiAnnsainsnmingm
(Creating Shared Value) 984 Porter Wag Kramer
(2011) Aszyin psdnsmTaTIeRmATINAUTIAN
TilguAuanamiilsifiosineiion snenisaedns
sewunAnndnfidladne psafuusunuasideules
AUAINDTe dameusuiutelausves Fog et al.
(2005) Fuinsdusaisldnisiansende
WeulosonsuaiuazanuAriuguslan
Tufifduans (Message) downavulass
dodunain guslaalnelailfdosnsansiduluse
Anmaliansenseuldiauleoungegne SDGs w3
ESG wigosnsansiinanuudalieglusuvy

4 1 U

fidladenazlndd azviouinduilanleiosls
fuilnadaeeyls uardsiindodenundils B
d0AAdoINULIAAN1STUIN5HUSEANSHAYDS
Fuslnaves Ellen et al. (1991) fiszyd fuslan
9¥ROUALDIRENITABa1s Corporate Social
Responsibility (CSR) mnwn3dniinisnsevinves
puiinansznudenanads uenaini asiiuslag
manTrihnssateunuyfinsedunsiidius
Faagviounudrdguosnisaiiagadainien
neorsuaflunisandiazneuaussioas 4
#0AAABIAULWIARA Anchoring Effect Tversky
Lag Kahneman (1974) fla3uedn mslinen
nazdunfounmirteliuilaasudanslasngs
mauauaamamsmﬁuammﬁwLﬁaLﬁquaﬂsim
AunlapgeliusEaAVEAm
Tufiffutesmienisdeans (Channel)
domavunazinindnlddlidui fuslaaly
uiazlaluelsTy Svamisnisiuansiuandnaiy
FedonndeafuLuIAn Intecrated Marketing
Communication kaglaiaa PESO (Paid, Earned,
Shared, Owned Media) Tngnsld#efinaunau
agdelidnddldnsuiiadanisiuiiiu Paid
Media a¥19mnuifesiu1u Eamed Media @319
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ANUFNRUSHIY Shared Media wavnslviteya
FeBnuazdeasroiiewiu Owned Media 4
mqﬁ’mm’mwﬁ Smith wag Taylor (2020) w@uB
PihnsFeansifiewdsunginssulussiiudsdu
FO9EINITINUAUYBDINBE1ITOUATY
RAUETUAS (Receiver) IINNATIENUT

v

Austnalngludagiulidesnsuiisaduans
usigeamsidugilaiusin fleadnssuils dnlauay
Dadiuitlidunumlunissuddsuuastan
nan153dednansliiiuiinisuuingugsuans
Inglivdniaueisduazilideaislinsenga
Hvaneanniu SeaenadesiunuiAnues Kotler
uay Keller (2016) ﬁaﬁuﬁﬁmsaﬁuagumﬁuﬁﬁ
(Brand Advocacy) tdwmmsiddimifiutimneg
geanvaen1sdeansiisafuaudaiufionisaiig
msatiuayunsaumiusznousie 2 93 Ae
atuauIANsEnLaT g ANTIY denndes
funadsenuin msasrsanuidosiu mnulinda
wihlugnofnssudeatuayu wu n1sdosn ms
\WhsmAanssuuaznsuende dansafuluinag
Customer Based Brand Equity U89 Keller (2001)
fiszyin mwiEnidanniseidlesanunsaden
AuslnrananAadudaivanulaeadasle
uenndl ssesvasuslnalnedidnuns
AETIUANAN9IINNTOUNIARANAVIaNEUsENS
Ussiduusnitagvioudaiaude armdaduluriaus
vosffuilanlnegnidenlesogiautuuiuiy
AflounieTansssy 1o wAnEes “nsln’
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danAaeIiuNaITEVRY Srisai (2012) Wuin
Jausssulne 8 Usznnsfidnansznusieny
Usgduiusvedlng laud 1) anuduius
wutlve 9 yaaa 1ila Wulins wavezauedis
2) mMswiugusudungn 3) Anuayn adad waz
Muusediassd 6) lassadsesdnauuuituiiney

5) msgadulunmsanaun 6) nsiaswluaaidy
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AFUNR
AseRNLUUNSARasAEafuAudEy
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