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Abstract

For many years in the past, consumers has always been important power to promote the devel-
opment of corporate social responsibility. Based on the consumer perspective, this dissertation
gives an introduction to the contents and related theories of corporate social responsibility. The
dissertation proposes the conceptual framework based on previous studies to study the relation-
ship between corporate social responsibility and the purchase intention of consumers, through
the questionnaire survey, and then proposes three hypotheses that the responsibility to consum-
ers, environmental protection and social support and contribution have positive effects on con-
sumers’ purchase intention. All the three hypotheses have been proved.
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Table 1. Consumers understanding of corporate social responsibility

%= 1 HBRENGIHESTEZEFEN T RIER

T STmEER HNRANRE  RTHRE FRELRD 223 5 TR

T E 212 3.02 242 3.04 3.38
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720 HT o SRR BRAA A 50 1) R 7 e THEL I S 25 142 0.000, /T 0.01, I 15 B i 2H s B A 1R i iR A
Itk EAME TN . R, BERIEAK T, 8 Varimax K5 Z ek 53R 5
THIEAE, BT AR T 0.63, FR, =ANETMRE 7RO EA RN 74.012%. FNETH
FHEEAR T 0.6, FFERHEME KT 0.6 I FHRAZIER, /NT 0.6 BRI A —Mehrift. ik,
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Table 2. The statistics of the questionnaire recovery

2. EEEW SR

Hb £ R AR B4
F5 T LA 280 259 92.5%
FE 2 4% 220 178 80.9%

Hit 500 437 87.4%

Table 3. Total variance explanation on corporate social responsibility motivation

7 3. WS FTESNITNHERER

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component
Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.664 44.395 44.395 2.664 44.395 44.395 2.309 38.485 38.485
2 1.848 30.795 75.190 1.848 30.795 75.190 2.202 36.705 75.190
3 0.541 9.016 84.206
4 0.410 6.840 91.046
5 0.287 4.781 95.827
6 0.250 4173 100.000

Table 4. Rotated component matrix

4. MR R EF S B AERE

Rotated Component Matrix?

Component

1 2
SRHUBUR A R 5 B SR 0.094 0.801
SR H Al AL A2 THATAT AR IR -0.204 0.869
o SR HIEE L -0.134 0.878
BN R TE RS 0.883 0.009
PRI F TS 0.885 -0.053
NR FIRIER 2 7% R 0.824 -0.176

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization; *Rotation converged in 3 iterations.

HRE T KRN AR, R, o %iﬂlﬁ 0.896, KT 0.8, IXUHIA SR A 24 1

BERERRTIER, HEAREREEL B RR, fEar g,

3) A At 2 SRSV A4S B 7 B

‘/l%%’%%5{9‘i‘ik@ﬁ?‘i%%&%ﬂﬂ%ﬂ?ﬁ, W, s LB RN B RAT RPN T o R K
4: 0.837, 0.816, ¥IKT 0.8, KUHIASTHTRA ML A2 SHESIHL PP BR R TSR, FEARIERE



il A 2 T X B T S 1 R 20 20 A

B, & AT T
4.3. XS

N TREFRARS “AMbAE 2 TR A I B MK R R 7 Z B AR R R, ASCR A Pearson #HC £ 3
Foro

B 5 ATRABEEE,  “XNHREMTHME” 5 “TH BTN 2 8] A O¢ R 5 t B W3
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N HETFEETER” 5 CTHBRFMWLERN” ZMEHBENHLRR: “HIRERYP” 5 “HhHEmL
B Z A AR O R H tE AR IS B E TERER N 0.004, /NT0.01, BIEIAA “FRESMRYT 5“9 2 E T
B ZEEAEERAHE LR,
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b= BT LR 1, “XNERERTUE” « “HLSFETTET o “HMERP hlh
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Az 2 A AR R R R ATIRAE, JFEL AT . A SCRIE D LR T AT 10220 Bk, (A2 E
A AENEAER , E AT R B AR R SRR R R RN E I
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Table 5. Two correlation coefficient and significance test

5 MREXARSEZFMHRN

Correlations

MERERTUE eGSR MR HRE N A

Pearson Correlation 1 0.000 0.000 0.256"
XV B ST Sig. (2-tailed) 1.000 1.000 0.000
N 183 183 183 183
Pearson Correlation 0.000 1 0.000 0.575"
RS Tk Sig. (2-tailed) 1.000 1.000 0.000
N 183 183 183 183
Pearson Correlation 0.000 0.000 1 0.215"
BG4 Sig. (2-tailed) 1.000 1.000 0.004
N 183 183 183 183
Pearson Correlation 0.256" 0.575" 0.215" 1
W T A Sig. (2-tailed) 0.000 0.000 0.004
N 183 183 183 183

“Correlation is significant at the 0.01 level (2-tailed).
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Table 6. Variance analysis of regression problems

%< 6. EANEFRHNHFENITE

ANOVA’
Model Sum of Squares df Mean Square F Sig.
Regression 60.100 1 60.100 89.238 0.000*
1 Residual 121.900 181 0.673
Total 182.000 182
Regression 72.058 2 36.029 58.987 0.000°
2 Residual 109.942 180 0.611
Total 182.000 182
Regression 80.437 3 26.812 47.255 0.000°
3 Residual 101.563 179 0.567
Total 182.000 182
®predictors: (Constant), 14> Fiiik; PPredictors: (Constant), #:4x3# 55THER, W HERIFAE: Predictors: (Constant), & HE
Tk, TR AT, Hf“{,‘ﬁ}}i' dDependent Variable: 7% 14 & A .
Table 7. Regression coefficient and significance test
F 7. @ERBEEEMRIR
Coefficients?
Unstandardized Coefficients Standardized Coefficients
Model t Sig.
B Std. Error Beta
(Constant) —2.366E-16 0.061 0.000 1.000
' IR E SR 0.575 0.061 0.575 9.447  0.000
(Constant) —1.569E-16 0.058 0.000 1.000
2 IR &SI 0.575 0.058 0.575 9.920  0.000
XV B BT 0.256 0.058 0.256 4425  0.000
(Constant) —1.647E-16 0.056 .000 1.000
IR E SR 0.575 0.056 0.575 10.292  0.000
’ XVH B BT 0.256 0.056 0.256 4591  0.000
WA 0.215 0.056 0.215 3.843 0.000
*Dependent Variable: 14 %3 L&A
PV B WS B I RE I A R a2 RN A IR A CRREELRYT T, W] CIRBELRAT X TH 2

B W SRR R MRS B/l o R AR B AR A t ST B B & R, “A SR r S onik” o “xt
HIREWTUE” M IR #/NT 0.01, 10 H Bl 22 PEBER KT 0.05, BT BUH HOUAN . H AR
EPEpys L SN PR  gVAEA L A HEIVE BRSO sa V| A 211D WY R EINE g 8
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Table 8. Corporate social responsibility and consumer purchase intention
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LA SPSS NHdEr bir TR, xR M BRBGEAT T ks, MBS RREZARRRIE 8 Prn: (Y AR
FEAERRE R OG R, N ACRAEAEA R BRI K &)

M 8 AT AE H, Al 2 SR A = AN 7R B I SR A A IR SR L, RS
KAKE, RKRAL SRS TR X 375 NSRBI/ AT e T

THFEM LR = 0575 x L3 R 5TTMR +0.256 x XV 2 #FH M 5TE +0.215 x IR
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o ARMPOOE T R JE AT A 2 DUAE AR R RV Bl 3 T SR A R IR 1) A
m:Aﬂ@ﬁ%%ﬁFﬁﬁﬁéﬁﬁ%%%*%ﬁﬂﬁﬁﬁ%%;

H3: il A 2 fif Hh SO 5 DTk A 200) 7 98 25 0 S 5 m) B A TE [ 520
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T SCHR B SR AN 9 R S A, 43 AT 45

1) AR N AR E A AFEEEE M RE N IR, R THTE. AP,
RXFFS TR AT, CAH A A LRI, P EWE R EBONAERZ OE AN TR .
BifRPy” M “H SRS TR .

2) ANAL TR =M ER, S SCRES TR VE SR BT PR ORGT I VH B I S e A
HIERFZWIER, BEMKRY 0575, 0.256. 0.215.

3) ARSI AR AL 2 DA AR OR B T P R, AN OR B TR R, ka2 ot
BRI A AL 2 BT I K 2w B A IR R R
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