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Abstract In order to understand the issues related to corporate social responsibility (CSR) of

small and medium enterprises (SMEs), we need to consider SMEs’ unique characteristics, such as
their size and business environment, which are different from large companies’ ones. This paper
examined the influence of consumers expectancy disconfirmation about SMEs’ CSR on their

disconfirmation into four subcategories including economic, legal, ethical, and charitable

responsibility. According to the study results, the economic and charitable disconfirmation factors
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A Study on Influence of Consumers’ Expectancy Disconfirmation about Small and Medium Enterprises’ CSR

on Corporate Image and Purchase Intention

had a significant impact on corporate image and purchase intention via the corporate image,

whereas the legal and ethical disconfirmation factors had no significant impact on corporate image

and purchase intention.
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A Study on Influence of Consumers’ Expectancy Disconfirmation about Small and Medium Enterprises’ CSR

on Corporate Image and Purchase Intention
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Table 1 General Characteristics (N=202)

e . Frequency Proportion e . Frequency | Proportion
Classification (n=202) %) Classification (n=202) ©)
cond male 108 3% 20~29 vears 124 61%
ender
femal 94 47%
cmae ° 30~39 years 43 249%
tudent 82 41% Age
studen ’ 40~49 years 15 7%
office worker 86 43% 20 years and 15 7%
over
high school o
Occupation emspell(f)yed 3 1% graduate 8 4%
Education | . L o
professional 1 504 lovel in university 79 39%
university
etc 20 10% graduate 115 51%
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Table 2 Results of Factor and Reliability Analyses on Independent Variables

h/
Item Communality| Factor 1 Factor 2 Factor 3 Factor 4 Cronb(flc S
_ Charitable 729 832 179 o11 065
Disconfirmation3
_ Charitable 79 786 244 330 063
Disconfirmation? 0.862
_ Charitable 747 752 255 292 176
Disconfirmation4
_ Charitable 614 733 217 171 025
Disconfirmationl
Ethical
Disconfirmation3 636 178 7155 159 .090
. Ethical 683 265 740 260 058
Disconfirmation?
Ethical 077
Disconfirmationd 620 297 698 -132 162
Ethical
Disconfirmation] 611 141 654 402 .046
Legal
Disconfirmation] 649 141 145 767 139
. Legal 622 187 092 743 165 0.752
Disconfirmation?
Legal
Disconfirmation3 646 200 178 739 169
_ Economic 641 087 .089 .049 789
Disconfirmation3
. Economic 659 209 006 159 768 0.705
Disconfirmation?2
. Economic 662 -.091 185 266 741
Disconfirmationl
Eigenvalue 5.267 1.729 1.176 1.142
Variance Rate(%) 37.620 12.352 8.401 8155
Cumulative
Variance Rate(%) 37.620 49971 53.372 66.527
Table 3 Results of Factor and Reliability Analyses on Parameters
Item Communality Factor 1 Cronbach’s a
Corporate Image? 859 927
Corporate Imagel 767 876 0.860
Corporate Image3 723 850
Eigenvalue 2.349
Variance Rate(%) 78.286

Cumulative Variance

Rate(%) 8286
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Table 4 Results of Factor and Reliability Analyses on Dependent Variables

Item Communality Factor 1 Cronbach’s a
Purchase Intentionl 344 919
Purchase Intention3 829 911 0.888
Purchase Intention2 183 885
Eigenvalue 2.456
Variance Rate(%) 81.876
Cumlﬂle‘_l{t;i;tf:(;i)aﬁance 31.876
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Table 5 Correlations between Constructive Concepts

M Standard Economic Legal Ethical Charitable Corporate Purchase
€A | Deviation | Disconfirmation | Disconfirmation | Disconfirmation | Disconfirmation Image Intention
Feonomic. 1 (3051 | 104854 | 1.000
Disconfirmation | ** : :
Legal .
IDemtimsE e 1.1106 | 1.15680 0.391 5 1.000
Ethical .
Charitable )
Disconfirmation 1.5705 | 1.30904 0.262: 0.4645 0.569%3* 1.000
Corporate Image| 5.1205 | 0.84006 0.218+* 0.078 0.135 0.232% 1.000
Purchase =1 4941 | 083396 | 0.2220% 0.101 0181 0190+ | 059 | 1.000
ntion
" p< 001
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Table 6 Relevance of Research Model

Criteria for Comparison Required Levels Analysis Results

P p=>0.05-0.10 0.299
X <20 1.222

Absolute
Fit Index GFI >0.9 0.992
RMR <0.05-0.08 0.033
RMSEA <0.05-0.08 0.033
AGFI >0.8—0.9 0.958
NFI >0.9 0.983

Incremental

Fit Index CFI ~09 0.997
IFI >0.9 0.997
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Table 7 Summary of Hypothesis Verification Results

Path of Hypothesis Direction
Hypothesis of C OeP;%tg ent t P Result
From To Hypothesis
1  Fconomic - _y | Corporate + 0.201 2.715 0.007 | Accepted
Disconfirmation Image
2 | Lesal ]} Corporate + -0.105 -1.284 0.199 Rejected
Disconfirmation Image
3 _ Bthical ., | Corporate + ~0.008 ~0.099 0921 | Rejected
Disconfirmation Image
4 Charitable | | Corporate N 0.233 2723 | 0006 | Accepted
Disconfirmation Image
5 Corporate | | Purchase + 0.595 10.482 0.000 | Accepted
Image Intention
Table 8 Direct Effect, Indirect Effect, and Total Effect in Path Model
Path of Hypothesis :
Total effect | Direct effect |Indirect effect Igliretis @iize)
From To (p)
Feonomic |+ Corporate 0.201 0.201
Disconfirmation Image
_ demal o Corporate 0105 -0.105
Disconfirmation Image
' Ethlcal ' N Corporate 0.008 0,008
Disconfirmation Image
. Char?table. N Corporate 0233 0233
Disconfirmation Image
Corporate N Purchgse 05%5 05%
Image Intention
Feonomic |-} Purchase 0.119 : 0.119 0.010(=<0.05)
Disconfirmation Intention
Legal Purchase B . 7
Disconfirmation > Intention 0.062 0.062 0187
Ethical Purchase
Disconfirmation > Intention 0.005 0.005 0856
Charitable |-} Purchase 0.138 - 0.138 0.020(<0.05)
Disconfirmation Intention
5.8 & 9D AE TR oug JFE FAE A
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