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LGRBEIa® This study examined the effects of corporate social responsibilities on
company —consumer identification, Loyalty, purchase intention and trust. Questionnaires were
distributed to 300 members of corporations. Of the returned questionnaires, 233
questionnaires were used for empirical study. Analysis of linear structural equation was used
to test the model and the hypotheses. The overall adequacy was found to be allowable.
Several important findings emerged from this research. First, corporate social responsibilities
was related with company—consumer identification. Second, company—consumer identification
had positive influences on purchase intention and trust. Third, trust was related with purchase
intention. This study provides guidelines to help managers better understanding how to
increase company—consumer identification, purchase intention and consumer’s trust and make
better decisions about procedures, outcomes and interactions for their consumers.
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<Table 1> Confirmatory Factor Analysis

variables lgicdti?lrg t CR AVE
1 0.59 9.21
Corporate
Social 2 0.75 12.62 0.756 0.702
Responsibility
3 0.79 13.47
1 0.91 17.39
Organization | 0.89 16.72 0.896 0.743
Trust
3 0.78 13.76
1 0.87 15.96
Loyalty 2 0.84 14.98 0.864 0.680
3 0.76 13.09
1 0.80 14.07
Purchase . .
. 2 0.85 15.39 0.869 0.689
Intention
3 0.84 15.28
Goodness of Fit Statistics
1'2 d.f. D GFI NFI CFI IF1 RMR
91.51 48 0.00 0.94 0.98 0.99 0.99 0.04
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<Table 2> Confirmatory Factor Analysis

7S AT AR, £33 Te0 S

RICASS ﬂ?ﬂl wA187] 91ste] LISRELS

o ™ O P
T o] BAA BA L= oubA o & [ISREL,
AMOS, PLSS-¢] QltH45]. PLS= 728 Ao #ghg

o
28R 1.3_639] A <Table 3>3} o]
z? =91.51, d.f.=48, p=0.00, CFI=0.97, NFI=0.95,
RMR=0.045 LpEhgi}, o= S84 23410 Qur
Q1 A WP EEd s & o dybE o vt
i, A2 T geAdA AFEE i’&%#ﬂfﬂ
M5 F a1 9l A CF, IF19] 49- 89 gEol 0
S WrPlEoR st Joi47].
AvkA oz wdle] 23eE g7Hehg= NFI(Normed
Fit  Index)), CFI(Comparative Fit Index),
GFI(Goodness—of—Fit—Index)&= 0.9¢)/do|H vl=2ls}al,
p#tZ 0.05ETEW nlgZlEith. RMR(Root Mean
square Residual)< 0.050]3}o]H Hew=r} =r[48].
GFI gto] 7150 27t mjdsr)= sl9l oy, dukd o s
q__a_ u] o }.% Sk g)\o-] x%zﬂz%_i Ucﬂ_4 x%z]sjl-_t,:_t
wolEd ¢ Qe AoR ddErH48].
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ol ﬁ*lﬂ“ AVES] Al Fhol the 7371 7hepdsd
I 3Rt 2710 oRie F3ITH39,41]. 443 AVE
o] Alu2ak 5 7P A gk 0.827 M &

0.822 A3]8laL 9loi[4243], THHEFIAE= A7) §l=
Ao LR

- Organization Purchase
Variables CSR gTrust Loyalty Intention 71de] A=Aat= <Table 4>9F 7t}
CSR 0.83
Ofgfz{ﬁlatﬁon 0.72 0.86 <Table 3> Goodness of Fit Statistics
Tus
Loyalty 0.80 0.55 0.82 1-2 d.f. p GFI NFI CFI IFI RMR
Purchase _ 91.51 48 0.00 0.89 0.95 0.97 0.97 0.04
Intention 0.82 0.59 0.68 0.83
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[Fig. 2] A Path Diagram
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<Table 4> Summary of Hypotheses Testing
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