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ABSTRACT

For the main purpose of profit-making, enterprises often fail to balance the realization
of social ideals; non-profit organizations must rely on donations to sustain business, and
they have restrictions that cannot meet the need of the current society. Therefore, social
enterprises that have emerged recently may be one of the options to solve this dilemma. On
one hand, it can achieve social mission and ideals, such as caring for the weak, friendly
environment, on the other hand, it has the ability to be self-sufficiency and sustainable; to a
certain extent, it can make up the gap between profit-making and non-profit organizations.
To reach the social mission and ideal, social enterprises must be able to sustain, and
sustainable management comes from consumers' understanding of the concept and value of
social enterprises, attracting consumers to purchase social enterprise products, so that
social enterprises have enough profit to be self-sufficient. As a result, this study aims to
explore the relationship between consumer perceptions of social enterprises, social
corporate image, perceived value, purchase intention, Involvement and demographic
variables. The survey sample was targeted to consumers who had heard of social
enterprises. A total of 484 valid questionnaires were collected and a structural equation
model was used to verify the hypothesis.

The results show that consumers' social enterprise perception will directly affect the
purchase intention. However, the social enterprise image will indirectly affect the purchase
intention through perceived value. Therefore, it is suggested that the government must
strengthen the public enterprise cognition, and social enterprises also need to enhance the
public welfare image, in order to increase the cognition of the consumer and the purchase
intention to buy the products of social enterprises . Further analysis found that age has a
regulating effect on the purchase intention for each variable, while younger consumers are
more effective.
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