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Abstract

From the perspective of sustainable development, this study analyzes the impact of the dimen-
sions of corporate social responsibility (CSR) perceived by consumers (i.e., economic, social, and
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environmental dimensions) on the dimensions of perceived value (i.e., utilitarian, emotional, and
social value). In this study, a questionnaire survey was conducted with a sample of 217 consumers
who had purchased products of the Erke brand. The results show that the utilitarian value is deter-
mined by the economic and social dimensions of corporate social responsibility. The emotional
value can be enhanced through all three dimensions of corporate social responsibility, with the so-
cial dimension having the greatest influence. Finally, companies can only influence the social value
through the social dimension of corporate social responsibility, as it is not affected by the environ-
mental and economic dimensions.
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Figure 1. Diagram of the theoretical model
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Table 1. Descriptive statistics of the population (n = 217)
F 1. AOfkgeit(n = 217)

AN# HE
5 124 57.10%
51
8 93 42.90%
20 8 KLLF 15 6.9%
21~25 % 151 69.6%
SRS
26~30 % 45 20.7%
30 % Ul L 6 2.8%
2000 Ju X PR 32 14.7%
2001~4000 7T 120 55.3%
ELAON B
4001~6000 7T 35 16.1%
6000 7o & L E 30 13.8%
3RIELLTR 45 20.7%
o 3~10 & 133 61.3%
T 3 VR B .
11~20 &% 37 17.1%
20 % B L 2 0.09%

4.2. {SEESTHR

HI7C 2 (S RORE, AT Cronbach’s o R4 KT 0.7, 1 B 2 AZ B0 ML A AL FEAR B, HLAZ
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Table 2. Reliability analysis
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R I Greriol bREIE BIMEGM EEE Alpha  CTOTPCS @ R

soc_CSR1 15.41 2.437 0.422 0.737
soc_CSR2 15.22 2.645 0.468 0.766

CSR #:£4i  soc_CSR3 15.92 2.045 0.484 0.771 0.754
soc_CSR4 14.94 2.701 0.547 0.748
soc_CSR5 15.24 2.553 0.507 0.713
env_CSR1 13.73 4,558 0.725 0.784
env_CSR2 13.65 4.656 0.720 0.786

CSR #4554k env_CSR3 14.41 4.836 0.403 0.889 0.839
env_CSR4 13.64 4.696 0.717 0.788
env_CSR5 13.61 4582 0.742 0.780
eco_CSR1 15.79 2.471 0.436 0.751
eco_CSR2 15.09 2.779 0.580 0.687

CSR & 4%  eco_CSR3 15.31 2.512 0.496 0.716 0.749
eco_CSR4 15.00 2.764 0.576 0.688
eco_CSR5 15.10 2.869 0.588 0.690

DOI: 10.12677/ecl.2025.142650 1281 N e


https://doi.org/10.12677/ecl.2025.142650

FREH

Szl 8.07 0.541 0.550 0.738

SERME SE2 7.93 0.800 0.506 0.714 0.735
523 7.92 0.854 0.471 0.734
1H1 11.26 2.405 0.557 0.725
1% 2 10.96 2.568 0.553 0.724

GE UKL " 0.751
1% 3 11.09 2.195 0.659 0.715
1% 4 10.52 2.825 0.422 0.755
1 10.98 2.861 0.710 0.765

. # 2 11.00 2.657 0.771 0.734

e E . 0.832
#*3 11.32 3.192 0.527 0.845
# 4 10.81 3.052 0.642 0.795
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Table 3. KMO and Bartlett’s test
5% 3. KMO #0 Bartlett #£3&

KMO Fll L5 5 K 4
KMO HUFfd DI 1k 4 0.882
AT 2966.511
ELRF AR BR T LA 56 H 325
oM 0.000

4.4, BAEMETF S

Table 4. Confirmatory factor analysis

4. WIEMREF

e i Convergent validity Reliability
Factor loading Cronbach’s a AVE CR
soc-CSR1 0.73
soc-CSR2 0.79
CSR #4445 soc-CSR3 0.787 0.754 0.563 0.865
soc-CSR4 0.701
soc-CSR5 0.739
env-CSR1 0.855
env-CSR2 0.813
CSR M 8i4E[% env-CSR3 0.621 0.839 0.615 0.887

env-CSR4 0.848
env-CSR5 0.76
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ik
eco-CSR1 0.711
eco-CSR2 0.717
CSR 245 eco-CSR3 0.762 0.749 0.537 0.853
eco-CSR4 0.721
eco-CSR5 0.753
1 0.729
SLHMME 52 0.753 0.735 0.529 0.771
%3 0.699
%1 0.615
1% 2 0.819
T EANME 0.751 0.57 0.84
1% 3 0.762
%4 0.806
1 0.7
2 0.777
oA X 0.832 0.614 0.864
3 0.836
4 0.815
Goodness-of-fit indexes
x2/df CFI IFI RMSEA
2.238 0.904 0.912 0.078
Table 5. Discriminant validity
#z5 XOHE
CSR#-&4Ef  CSRIMIE4ERE  CSR&WF4EE  stAiME el #Haid
CSR tH &4 fE 0.563
CSR 54t 0.173"™ 0.615
CSR &4 0.146™ 0.157 0.537
SEHANME 0.131™ 0.127 0.172" 0.529
(e AR 0.134™ 0.133 0.161" 0.201™ 0.57
el 0.197™ 0.22 0.178™ 0.188™ 0.276™ 0.614
AVE ) 0.750 0.784 0.733 0.727 0.755 0.784

FE: N=217, FR: “#5p<001, “"£75% p<0.001.

TEXS G5 R T RS BGHATAG TR AT, S AT IR R 720 br . 36 4 IOBRE N EGIF BT FH B R M R & M
fEREHRAE T Sy, ATRLA 1, W& T H(CFI = 0.904, IFI = 0.912, RMSEA = 0.078) [\ &1t & e Art5 i it
THARIIG A . e4h, Cronbach’s o REUHE T 0.70 B, CR {EA AVE {H B3t T 0.70 1
0.50 ISP . IXEEFRAR NP — B SRAE 7RSS . N T IEA R U SO R VAL T RIS R FR
B, BRAUE T BT WA S bR v Ak DR 7 e e B Y, JF BB rsaE TR T 0.70. e, A
1 X 3 AT B T BHIE. 15k 5 Bl TR, BANEF RIS 2 KT H S H AR AN A R AL
IF 7
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Table 6. Hypothesis testing results
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Figure 2. Hypothesis testing results
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