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中文摘要 

  社會企業（Social Enterprise）成立的主要目的是為解決社會問題，藉由

商業營運達到自給自足，創造社會公益及解決社會問題，並維持社會企業永

續經營。根據台灣內政部 2018 年的統計資料顯示，在台灣核准成立的社會企

業數量持續增加。在資源有限的情況下，社會企業生存更顯不易（符芳萱, 

2019）。《遠見雜誌》第一屆「社企之星」，「里仁」被評選爲 2018 年社企之星

之一，並且在台灣擁有超過 130 間的門店和在 6 個國家擁有成立門店。由此

看來，「里仁」是成功的企業，其經營模式值得學習與探究。因此，本研究以

「里仁事業股份有限公司」為例，研究其如何在競爭激烈的環境中，維持社

會企業之營運。 

在社會企業中，顧客願意認同如何影響價格溢價購買意向，或是顧客認

同透過顧客涉入程度的調節是否會影響價格溢價購買意向，為本研究探討之

課題。在以往的相關研究中，較少探討顧客心理層面對於社會企業品牌形象

認知之影響，進而影響產品溢價購買意向。因此，本研究首先透過深度訪談

確定研究模型之正確性，再藉由量化研究法進行研究模型之驗證。 

根據文獻綜述，顧客的心理層面，包括：利他傾向（利他情感與利他行

為）、利己傾向，會影響社會企業品牌形象認同，進而影響價格溢價購買意向。

本研究透過調節式中介分析發現：利他行為對社企品牌形象認同與價格溢價

購買意向不具影響力。利他情感負向影響、利己傾向正向影響社企品牌形象

認同，進而影響價格溢價購買意向。顧客涉入程度對利他情感以及利己傾向

在社企品牌形象認同對價格溢價購買意向關係中具有調節式中介效果，但有

趣的是，顧客涉入程度對利他行為在社企品牌形象認同與價格溢價購買意向

之關係不具調節效果影響。所以，不同收入的顧客對利他情感與利己傾向的

訴求有所差異，提升顧客涉入程度，是有助於增強社企品牌形象認同與價格

溢價購買意向的關係，當顧客願意且持續購買社會企業產品或服務時，社會

企業才能永續經營。 

關鍵字：社會企業、利他傾向、利己傾向、社企品牌形象認同、價格溢價購

買意向、顧客涉入程度 
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Abstract 

The main purpose of social enterprise is to tackle social problems. By 

creating a self-sustaining business, these social enterprises can conform the 

interests of the community and address social problems, and thus maintain the 

sustainable business models. According to the statistics of the Ministry of the 

Interior Republic of China (Taiwan) in 2018, there was a growing number of 

permitted social enterprises were established in Taiwan. However, these entreprises 

were difficult to survive due to limited resources (Fu, 2019). The present study uses 

Leezen Company Limited as an example to investigate this issue. Leezen was a 

“Social Enterprise Star” in 2018 as elected in the “Global Views Monthly 

Magazine”, which had over 130 physical stores in Taiwan and established branches 

in six countries. Due to the success of Leezen, its business model is worthy to study. 

It is also particularly interesting and worthy to investigate how and why this kind 

of successful social enterprises can substain and grow in the fiercely competitive 

market. 

In practices, customers of social enterprises usually identify with premium 

price of the products and agree that the level of customer involvement would affect 

their purchase intention of price premium. In theory, however, no empirical study 

focuses on examining how and why customers identify with social enterprises’ 

brand images, and hence their purchase intention of price premium. Therefore, this 

study adopts a hybrid research method, combining both qualitative interviews and 

quantitative survey methologies, to explore this issue.  

This study analyzed through moderated mediation analysis and examined 

moderated mediation relationships between altruism, utilitarianism, identification 

of social enterprise brand image, purchase intention of price premium, and 

customer involvement. Our results show that for customers their altruistic emotions 

are negatively correlated with identification of social enterprise brand image, and 

thereby positively correlated with purchase intention of price premium. In addition, 

results reveal that customer involvement positively moderates the effect of 

identification of social enterprise brand image on purchase intention of price 

premium. In comparison, customers’ utilitarianism is positively correlated with 
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identification of social enterprise brand image, and thereby positively correlated 

with purchase intention of price premium. In summary, customers belong to 

different income groups have different demands for altruistic emotions and 

utilitarianism. Increasing the level of customer involvement is helpful to strengthen 

the relationship between identification of social enterprise brand image and 

purchase intention of price premium. When customers are willing to continue to 

purchase the products or services of social enterprises, these social enterprises can 

operate sustainably and succesfully. 

 

Key Words：Social Enterprise, Altruism, Utilitarianism, Identity of Social 

Enterprise Brand Image, Purchase Intention of Price Premium, Involvement 
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