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Abstract Establishing a financial independence is essential for sustainable growth of social enterprises.
In this vein, this study investigated the key factors that affect customer loyalty about the products or
services provided by social enterprises. Commitment and trust in social enterprises were considered as
main factors affecting customer loyalty. We also examined the effects of functional, hedonic and social
value about the products or services of social enterprises on purchasing decision-making processes.
The research model analysis was conducted on 204 consumers using social enterprises in Dong-gu,
Daegu. The analysis of research model has shown that commitment and trust had a significant impact
on customer loyalty about the product or service of those enterprises. Functional value did not have
a significant effect on commitment, while it had a significant effect on trust. Hedonic value had a
significant impact on both commitment and trust. Social value had a significant effect on commitment,
but not on trust. Value congruence had a significant effect on both commitment and trust. Based on
the our findings, it is expected that it would help establish operational and marketing strategies to
improve competitiveness in products and services of social enterprises.
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Fig. 1. Research Model
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Table 1. Profile of Respondents

Item Fre. Per.(%)
Female 154 75.5
Gender
Male 50 245
Less than 30 35 17.1
31-40 46 22.5
Age
41-50 54 26.4
More than 50 69 33.8
Lee than 1 mil. 14 6.9
1 mil. =1.99mil. 25 12.3
2 mil. -2.99mil. 54 26.5
Average
Income per 3 mil. -3.99mil. 36 17.6
Month 4 mil. ~4.99mil. 28 13.7
5 mil. -5.99mil. 24 1.8
More than 6 mil. 23 1.3
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Table 2. List of Model Constructs and Reliability Test

Cronba
Mea Stan. Fac. \
Construct Item ch's
n Dev. Load.
Alpha

LOY1 5.56 1.302 .886
Loyalty LOY2 5.46 1.225 .881 913
LOY3 5.77 1.127 .900
LOY4 5.80 1.120 .902
CoOM1 5.40 1.193 .893
Com2 513 1.307 .895 .884
COM3 512 1.339 917
TRU1 5.73 1.184 .949
Trust TRU2 5.83 1.024 .947 .942
TRU3 5.78 1.075 .950
utvi 5.75 1.127 .900
Utilitarian UTV2 | 567 | 1090 | 928

value UTV3 | 565 | 1.115 | .900
utva 5.86 1.014 .908
HEV1 5.50 1.185 933
Hedonic value HEV2 5.569 1.086 .94 .907
HEV3 5.42 1.186 .884
SOV1 550 | 1.205 .945
Social value SOV2 5.44 1.7 928 .902
SOV3 5.82 1.178 .870
VAC1 5.68 1.162 937
VAC2 5.50 1.147 .89%4 910
VAC3 5.71 1.064 934

Commitment

.929

Value
congruence

Albst AT M HAES
Stgirh AA, AR 71l gt &
710l tist SH=E F/sk=tl &
5I99tt. Table 30 Yepdl Azt Zo], A}sﬂx
gt F4%o] et 23 Ed/d2 158.148(p<0.001) 2. &
EAHoR ROt At AT P2 ALE)E 7Y
o tigt AT Bkl 60.8%2 Attt E3F AT
ZgolA 81E 7t v 44 EAE sk Y8l

A VIF Zh2 Avmglt, $4 A7 2% 5 ofste] ko
2 Ueh} g4 Beet 2A teR) ol

Table 3. Effects of Antecedents on Customer Loyalty

Path .
Cause Coeff. t-value | p-value VIF Adj. R2
Commitment 424 7.772 .000 1.542 608
Trust 452 8275 .000 1.542 '

c}igg Table 491 AF8]4 7)ol tigt B0 A
3 QAL IS AuEedh ASlE 7o) gt &
o] T8 TE B F=48.707 (p<0.001)2= EAH
oz {5tk AkglE 71 Higt 2ol /3%
I} Qo= 3814 7kxQ} ARlE 71A]7F gt

UL SRR, Zld Js A A gl
AFL TAA stk DY AAEE AL 79
de 29 el 48.5%E Awsialtt

Table 4 Effects of Antecedents on Commitment

Cause CT;E t-value | p-value | VIF | Adj R2
Utiiterian | _ 003 | _03s | 972 | 3250
value
Hedonic value| .450 4925 .000 3.289 185
Social value | 290 | 3393 | 001 2876 |
Value 019 | 212 832 2,990
congruence
1202 Table 590 7153 7HA], §-813 74|, A

3A 7], 711 dx]Ado] AEA 71 TSt Al 1)
A= IS AFHETE AE 7Y digt AFEE 75
A 7, 2314 71, 74 AN e v vl A1)
A 7Hjolk= FofRt Y= mIRIA T ARRlA 7]l
gt Aol ¥Rt B Bhd/de F=90.329 (p<0.01)°],

r

AR 714l gt A1F] B4R 90.329%F A5ttt
Table 5. Effects of Antecedents on Trust
Cause CF?et:‘ t-value | p-value VIF Adj. R2

Utilitarian value| 329 | 4.325 .000 3.250
Hedonic value| .151 1.973 .050 3.289
Social value | .136 | 1.891 .060 2.876 638

Value
congruence

272 3.715 .000 2.992
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