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Abstract In the business environment, the standard of the exchange value between consumers and
companies was mainly based on product efficiency or price, but recently, this standard has gradually
changed to a socio-ethical relationship. As the scope of consumer trust has now expanded to the belief,
that companies will conduct fair business and be socially responsible from the earlier belief in just the
effectiveness of products, the concept of corporate social responsibility has emerged. Since then,
corporate social responsibility has led to consumer social responsibility. This study tries to recognize
consumer social responsibility as an active concept leading to active actions and contributing to social
change, rather than a passive concept focusing on ethical consumption itself. Furthermore, in the current
study, the motives that affect consumer social responsibility have been identified as instrumental,
relational, and moral motives, and consumer social responsibility comprising consumer, community,
society, and environmental responsibility has been observed to affect the purchase intention and actual
purchase of eco-friendly products by the consumer. The results of the study's empirical test carried out
on 200 questionnaires verified the significant relationship between instrumental/relational/moral
motives, consumer social responsibility, purchase intention, and actual purchase.

Keywords : Consumer Social Responsibility, Instrumental Motives, Relational Motives, Moral Motives,
Purchase Intention, Actual Purchase
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Table 1. Measurement items

Measurement items

[1] CnSR motives

instrumental motives

1. For the safety of my family, we need to require firms to
produce environment-friendly products.

(#2~4) Consumer groups including me...

2. ...for the safety of the social community, companies should

be required to label product origin/ingredients.

..require firms/governments to promote eco-friendly direct

stores that sell organic/fair trade products.

...we should ask the government to redirect the profits

earned by companies to investments to solve social problems,

such as eco-friendly projects.

relational motives
1. My acquaintances must observe social consideration and
sociality.

156

(#2~4) People who are important to me...

2. ...agree on the need for eco-friendly management of a
company.

3. ...demand that environmentally friendly products be supplied

in schools or local communities.

...believe that CnSR is not limited to the public domain of the

state, but also includes the private practices of individuals

and companies.

4.

moral motives

1. I am generally altruistic.

2. 1 am generally follow personal ethical standards.

3. I am interested in the ethical production of corporate.
4. 1 am personally interested in ethical consumption.

[2] CnSR

community responsibility

1. I like buying products which contribute to economic
development.

I would prefer buying from companies that create
employment opportunities for people.

I would not buy products which harm the societal norms,
values, and customs.

2.
3.
4.

I would love if buying any products result in donating a
portion for the welfare of community.

environment responsibility

1. I like to participate in environmental programs.

2. 1 would make conscious efforts to buy products made from
recycled paper.

3. I would prefer buying low-phosphate detergents.

4. 1 would deliberately buy products packed in reusable
material.

society responsibility

1. I'd buy positively endorsed products which improve societal
image.

2. T would love to buy products that cause less harm to society.

3. I would like buying products of companies involved in
spreading education.

4. 1 prefer products of those companies working for disable
people.

consumer responsibility

1. I feel its my moral duty to appreciate products which take
care consumer rights.

2. I would favour products that label products properly.

3. I would love buying products of companies which implement
fair product and price practices.

[3] purchase intention of environment friendly products

1. I would buy social/environment products in order to save
money.

2. 1 will consider to purchase the social/environment products.

3. 1 will definitely consider buying a social/environment
product.

[4] actual purchase of environment friendly products

1. I often buy social/environment products.

2. I often buy products that are labeled as
socially/environmentally safe.

3. I often buy products that use recycled/ recyclable packaging.

5. A&}
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Table 2. Unidimensionality test

standardized

items Blt-value) cronbach @ AVE
instrumentall 0.73(fixed)
instrumental2 0.83(11.50) 0.87 0.64
instrumental3 0.78(10.75)
instrumental4 0.85(11.72)
relationall 0.93(fixed)
relational2 0.90(19.94)
- 0.90 0.71
relational3 0.81(15.90)
relational4 0.72(12.89)
morall 0.52(fixed)
moral2 0.59(9.77)
0.85 0.56
moral3 0.90(17.67)
moral4 0.90(17.65)
communityl 0.82(fixed)
community?2 0.78(12. 1%) 0.88 0.65
community3 0.83(13.05)
community4 0.79(12.23)
environment1 0.83(fixed)
environment2 0.80(14.43)
0.90 0.63
environment3 0.77(10.28)
environment4 0.78(10.50)
societyl 0.88(fixed)
society?2 0.86(15.65) 0.86 0.66
society3 0.89(16.50)
society4 0.57(8.54)
consumerl 0.80(fixed)
consumer2 0.84(11.55) 0.83 0.63
consumer3 0.74(10.45)
purchase intentl 0.80(fixed)
purchase intent2 0.84(13.70) 0.87 0.63
purchase intent3 0.74(13.00)
actual purchasel 0.90(fixed)
actual purchase2 0.91(19.00) 0.90 0.75
actual purchase3 0.79(14.59)

Chi-square=836.34, df=456(200); TLI=0.91, CFI=0.92, IFI=0.92,
RMSEA=0.06

AN SHPES ddadS BASH] A
A2 41} B EAS AAJelth AE8ukE dutE B
o A=/ HAER A BF 0.83% 4d3lsto] 415
L5 FHSI B3 HNEY sEEAE ASSt
7] YAl BR1E QRIEMS AR A HAPAE I
T 0.522 AF8I -3k 8.54 oA o7 Elgio] 3
AUCKTable 2 #=). WEERFJo] {2517 %’JEHH
= BEEASE 29 AVEZF 0.50 oldo] HAY &2
izt 9 o2 9 NE ] AEASAFS] R 74
of gith. AVEZHO] B& 0.50< “J3lota A Al
Hot £2 3¢S HolFug whiehd/do] SR EIT
E 4 UtHTable 3 ZX).

52 71T &4

AMOS 20.0& o]8%t BEA A3 7HYE HER
B2 tlolEo AYFS HolFal Utk x2=449.79;
df=201 (p<0.001); TLI=0.90; CFI=0.92; IFI=0.92;
RMSEA=0.07. =74, A%, =54 7|7} CnSRol
H) 2= Jrell et 7Hd1(8=0.78, p<0.001), 7Hd2(8
=0.25, p<0.001), 7Fd3(8=0.24, p<0.01) F {2
gt 202 FHEITh. B3 CnSRol ez e] vR]=
Il Bt 7M. [olRt Aoz ASEUTHA=0.84,
p<0.001). TFA|Ero 2 CnSR¥}F AA|Tu 7 BA o)
3 M5 GA] /RSt AoE BoFth(B=0.40,
p<0.01). Yo7t #uiert AAafo] w|X]= Jgkel
w5t 7Hd 6 Al §95kIHH=0.45, p<0.01).

H=
[=F'S)

St
st

Table 3. Discriminant Validity and Correlation Estimates

1 2 3 4 5 6 7 8 9 mean S.D.
1. instrumental motives 0.64 3.74 0.63
2. relational motives 0.45" 0.71 3.61 0.74
3. moral motives 0.48" 045" 0.56 3.62 0.71
4. community 064" 034" 0417 065 3.49  0.68
5. environment 044" 046" 035" 0327 063 4.00 0.67
6. society 049" 0257 028" 046 024" 066 319 073
7. consumer 049" 0497 032" 032" 0377 017 | 063 414 067
8. purchase intention 062" 0517 0527 047" 065 037 050" = 063 3.96 0.65
9. actual purchase 064" 0427 0417 049" 0577 041" 044" 061" 075 372 076
% Off-diagonals show the correlations among the constructs: *p < .05, *p < .01, ** { .001
% Diagonals show AVE(Average Variance Extracted).
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