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Abstract

Purpose: This study empirically studied the effects of the perceived value of education and training on SME cooperative on job
performance. Research design, data and methodology: From November 7 to 9, 2022, a survey was conducted targeting members
and executives of SME cooperatives in their 20s and 60s across the country, and a total of 217 people were used for the final
analysis. Verification of the research model was performed using SPSS & AMOS. Frequency analysis was conducted to examine

the sample characteristics. Results: First, perceived value (functional value, service performance value, emotional value,

convenience value) did not have a significant effect on organizational commitment. Second, perceived value (functional value,
service performance value, emotional value, convenience value) were found to have a significant positive (+) effect on job
satisfaction. Third, job satisfaction was found to have a significant positive (+) effect on organizational commitment. Fourth,
organizational commitment was found to have a significant positive (+) effect on job performance. Fifth, job satisfaction was
found to have a significant positive (+) effect on job performance. Conclusions: These results suggest that the perceived value of
SME cooperative education and training can affect organizational commitment and job performance through job satisfaction, so
it is necessary to strengthen online education and training to meet the emotional response of training subjects along.
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2. Theoretical Background

2.1. Perceived Value
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3.2. Hypotheses Setting
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Category
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=]
=
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won
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Less than 5 million
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Offline + Online
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Dependent
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Table 1: Socio-demographic Characteristics
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3.4. Data Collection and Analysis Method
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4.1. Socio-demographic Characteristics

4. Empirical Analysis Results
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AGFI=0.863, NFI=0.932, CFI=0.9772 LtE}RICE =X Eisk=h, FENEE ot A=A (CCR;
CMIN/DFgf2 AR 40| [ME x20| HatE HojF=0 composite construct reliability) X Ho2A3E(AVE; average
3ECH RO MHEAQI ST E OHESIH, 1 Q MTHE K| variance extracted)étS 4HESI0] SHQISHIILE Table 20iA A
+=E& TEHHQ £F ANE0| J|EES 8 = U= A 2[AH$=(CCR)= 7t& R 70| 0.829, o 2AMFE(AVEUL
o2 LiEtLL st 20150 0|3t0 =EE& O|2X ZH9| 71 "2 20| 0618, Ol MHATON A= 7|F(CCR
MEA Ol Mot = ¥SSICtD 2 4 QU 0.60|4, AVE 050|ehétE BFSt= Z0|CHBagozzi & i,
ot 2 Ao 5F HES0| EE0| ofsh tHEdE # 1988).
Table 2: Reliability Test and Confirmatory Factor Analysis Results
; Std. t-value Cronba
Variables Iltems loading SE. CR) AVE CCR ch's a
Affect life 0.871 - -
F“\’)g}h"e"a‘ Affect work and life 0.906 | 0.066 | 16.605* | 0.698 | 0.873 | 0.866
Affect work 0.718 0.068 12.142*
Provide service that meets expectations 0.892 - -
Service — - :
Performance Provide innovative services 0.840 0.062 16.316* 0.754 | 0.902 0.901
Value - : - -
Provide high-quality service 0.873 0.058 17.455*%
The pleasure of receiving training 0.931 - -
Er?/(;tlil?gal Education experience is the vitality of life 0.856 0.052 | 18.168* | 0.758 | 0.904 | 0.899
Have fun in collecting information 0.821 0.052 16.733*
Smooth service processing such as Q&A 0.772 - R
Con&zlrlljignce The training process is easy 0.861 0.089 | 12.457* | 0.665 | 0.856 | 0.854
Education registration is easy 0.811 0.085 11.907*
It means a lot to me personally 0.797 - -
Organizational .
Commitment Worth working hard 0.909 0.068 | 15.355* | 0.746 | 0.898 | 0.828
It is a great pleasure to work in a cooperative 0.882 0.065 14.829*
| take pride in my job (work) 0.813 - -
Job . - .
Satisfaction Have fun working through training 0.799 0.072 12.693 0.618 | 0.829 0.894
I am satisfied with my current job (job) 0.744 0.073 11.609*
Combination competitiveness increased 0.869 - -
Job . .
Performance Achievement of performance goals also improved 0.925 0.054 19.099* | 0.777 | 0.912 0.911
Improving the cooperative's internal and external image 0.776 0.068 16.419*

Notes 1: x*=246.657, df=168, CMIN/DF=1.468, RMR=0.039, RMSEA=0.047, GFI=0.900, AGFI=0.863, NFI=0.932, CFI=0.977

Notes 2: *p<0.001
Notes 3: AVE: Average Variance Extracted
Notes 4: CCR: Composite Construct Reliability
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(squared value of corelation coefficient)E2 HOEMEE
(AVE)ZLELCH Mutxoz G2 Zoz =olElct a2l Ity

Table 3: Discriminant Validity by Correlation Analysis

ol M MAlgh Biet

7
=

3Q TH
ful

Aol £=27t F(+)el 2
i |

Constructs 1 2 3 4 5 6 7
1. Functional Value 0.698
. 0.648*
2. Service Performance Value (0.420) 0.754
* %
3. Emotional Value (%?1?4) (%374%) 0.758
. 0.458* 0.575* 0.629*
4. Convenience Value (0.210) (0.331) (0.396) 0.665
.548* .515* .522* .364*
5. Organizational Commitment (%_530%) (%_52655) (%.5272) (%i%z) 0.746
. . 0.612* 0.572* 0.651* 0.512* 0.844*
6. Job Satisfaction (0.375) (0.327) (0.424) (0.262) (0.712) 0.618
b Perf 0.619* 0.747* 0.683* 0.562* 0.696* 0.701* 0.777
7. Job Performance (0.383) (0.558) (0.466) (0.316) (0.484) (0.491) :
Mean 3.1582 2.8433 2.8833 3.0707 2.8694 3.0707 2.8510
Std. Deviation 0.782 0.838 0.961 0.757 0.927 0.807 0.860
Notes 1: The diagonal value is AVE.
Notes 2: *p<0.001
Notes 3: Parentheses( ): Squared value of correlation coefficient
4.3. Analysis Results of Structural Equation Model
2 ool ot PRYHARS AZ 2AS S0, = HmsE HerHel =Y AWS0| 7|F0 £88 & Y= &
E& A= Table 49t ZCh ZEO HIE X|& ZQl Ae2 UEtER, A7 2P0 Cfst otk J|&ES
X2=213.861,  df=165, CMIN/DF=1.296,  RMR=0.040, UM oz FF5D Yes ALE =ZQISULt M2ty 2 o
RMSEA=0.037, GFI=0.916. AGFI=0.882. IFI=0.986, TLI=0.982, 7o AaRY Moz FAVEE 7 QuAIE HYet=
NFI=0.941, CFI=0.9862 LtEIRICH 2 Aol ZEE XMtz o A0 H2 A2 THEHEICE

TRE FZYZNES Ut 7|ELR d= A KBS

Table 4: Hypothesis Test Results Using Path Analysis

Hypothesis Path Std. Estimate S.E. t-value (C.R) |Testing Results
H1-1 Functional Value — Organizational Commitment 0.128 0.112 1.142 Reject
H1-2 Service Performance Value — Organizational Commitment 0.089 0.094 0.954 Reject
H1-3 Emotional Value — Organizational Commitment -0.029 0.079 -0.361 Reject
H1-4 Convenience Value — Organizational Commitment -0.116 0.093 -1.250 Reject
H2-1 Functional Value — Job Satisfaction 0.157 0.073 2.142* Accept
H2-2 Service Performance Value — Job Satisfaction 0.272 0.063 4.336%** Accept
H2-3 Emotional Value — Job Satisfaction 0.170 0.053 3.227%x* Accept
H2-4 Convenience Value — Job Satisfaction 0.135 0.061 2.208* Accept

H3 Job Satisfaction — Organizational Commitment 0.967 0.129 7.485%** Accept
H4 Organizational Commitment — Job Performance 0.363 0.096 3.784%* Accept
H5 Job Satisfaction — Job Performance 0.995 0.161 6.181%** Accept

Model Fit: x>=213.861, df=165, CMIN/DF=1.296, RMR=0.040, RMSEA=0.037, GFI=0.916, AGFI=0.882, IFI=0.986, TLI=0.982, NFI=0.941, CFI=0.986
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