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Abstract

This research article on the differences among Generation Y
consumers in Corporate Social Responsibility innovation activities
adoption aims to (1) measure the differences among three groups of
Generation Y consumers’ response in Corporate Social Responsibility
(CSR) innovation activities and (2) examine a construct validity
measurement by Confirmatory Factor Analysis (CFA) of measurement
model identifies the fit between Corporate Social Responsibility (CSR)
innovation adoption and the existing empirical literatures and principles.

The quantitative research: a cross sectional survey methodology is

This article is part of Doctor of Philosophy Degree Dissertation titled “Structural
Equation Model of Corporate Social Responsibility Innovation, Corporate Image and
Corporate Reputation towards Corporate Social Responsibility Innovation Adoption
among Generation Y”, 2018.

** Ph.D. in Communication Arts and Innovation Management, a full-time lecturer of
Public Relations Department, and Assistant to the Dean, Albert Laurence School of
Communication Arts, Assumption University of Thailand, Corresponding author,

E-mail: chonnikarnsrt@au.edu



MEsseseaesuasayeenaes 7 45 avun 2 187

applied to conduct a research. Then, 340 sets of questionnaire are
used to collect data from three groups of Generation Y consumers.
The respondents are composed of Twixters: 18 — 22 years old (119 or 35%),
The Early Nesters: 23 - 27 years old (111 or 32.6%) and The in-betweens:
28 - 34 years old (110 or 32.4%).

Results show that even the average score of Twixters is higher
than The Early Nesters and The in-betweens, still there is no significant
difference among three groups of Generation Y consumers in Corporate
Social Responsibility Innovation Adoption. This is probably because
these three groups: Twixters, The Early Nesters and The In-Betweens,
are in the same category of Generation Y who are interested in information
about technology, have positive attitudes toward corporates that produce
innovation, and volunteer in CSR activities.

Besides, the construct validity measurement by Confirmatory
Factor Analysis (CFA) of measurement model identifies the fit between
variable “Corporate Social Responsibility (CSR) Innovation Adoption”
and the existing empirical literatures and principles. The “behavioral intention
to use”, an observed variable, reports the highest factor loading 0.93 of
studied latent variable: Corporate Social Responsibility Innovation Adoption.

Then, if an organization would like to have an achievement in
CSR innovation activities adoption among Generation Y consumers, the
focus should be at behavioral intention to use stage. Organization is
suggested to provide clear information, to receive positive attitude, and
to convince consumers to accept and use innovative products and
services consequently.

Keyword : Innovation Adoption, the Differences among Generation Y

Consumers, Corporate Social Responsibility, Confirmatory Factor Analysis



188  anmansdsasenansuassmseemaes
< 1
Inaaga

uwmm%’&lL‘%'a@mmLmﬂ@'wﬂaaﬂ@'wgg’fu‘%b@LmuaLi%’mw
lumspansuuianssnzasianssadiaaas ﬁ%@gﬁszmﬁtﬁa (1) énw
mwmmﬂ@immﬂﬁu@ﬁiﬂﬂLﬁaLuaLﬁ?s"fimw&ﬂum‘saau%fuuﬁfmﬂﬁmaqﬁamﬁu
Fares uay (2) aTeFeLgmMNTBAsatafuanNeIITlasEEg
leegmsAeneiasdlsznouideduiuinnmatadulimayansuninnsas
sasfiansINdasasianusanadastiudoyadelssindviolal demaide
Fasnauuuinasadien Lﬁu%asgaﬁumﬁuéhaﬂ'wéj’uﬁﬂmaLualﬁ%’mm
Fioa 340 e utlafhuamiinengs Twixters 1) 18 - 22 51 (119 or 35%)
Lmuaﬁ%mwmj'u The Early Nesters 81 23 - 27 I (111 or 32.6%)
LLazLﬁaLuaLs%u’awmjm The in-betweens 18 28 - 34 1 (110 or 32.4%)
el fnwn w3 vhoweg luaansammssnues waslFumma

HamTENUD udezuuueademItaNFUWTanTINTasRanT TN
Fosansluaiua Li%mmﬁaq'm Twixters %gmﬁ'mamaﬁ%mw &nNgyN The Early
Nesters Wagnaa The In-Betweens nh lsilemnuusnsnsaensfivizsenmasia
mLw@;mamemmmﬁmm%d 3 ﬂ@:&l‘i '%’mhLﬁuﬁuﬁmhmjummaﬁ%
et AflyeAndnensieumadundayafentumalulad Hemadidmon
dansdnafiasssewiansan uassulad s lufanmunmatoniadns
worenii e ARRLO M TN RD e TR leseeEe e e
asntlsznau@eiiuduimyiadusmssassuwionssnaasianssndones
ﬁmmaaﬂm”mﬁu%’asgaL%oﬂszﬁﬁﬁm‘%avbiﬁu NAMINTINFILNLT FOAARDI
Flosnensatishunasiirninaasdaneeaiisns o Taemuh fnvmiin
asfLlsrnauTasiiuaue “aadlade” sashulsdanald mssany
wianssnaasianIsnfoses” ag"ﬁ 0.93 %@@@ﬂdﬂé’aumum@’ﬁu ) o
wnasRnIReisszauauaIsa lumshuianssusn i lumssidiufianssy



MaEssesenaesuasayeeaes 07 45 atui 2 189

A ¢ ¢ o A A 9y a o8 X LYo

Fado1s aq@mmst,uumsaaamwa%m@mmmﬂwﬂmqm@uﬂm&ﬂmma
lﬂl 3 t:; & -7l /ﬂl v £ lexd -7 % Y A

I@amiaamﬂasquawmslavl,mw N ET N AUAFTNG LLaﬂuNm’a@mIm

THvansy uaglduinnssnfuduamaiiu < va9aeing luiige

MAAY 1 MILONTUUIGNTIN, mmLmﬂ@hwaomﬁmﬁuﬁmmmmﬁmm,

a ~ 6 a 6 I3 A A o
NANTINTLOFDT, MINATLADIAUTLNDULTIE LI
Introduction

Notably, technology and innovation play a significant role in
terms of business operations and corporate communication. Indeed,
organizations can employ technology and innovation in strategic
planning of corporate communication (Hulsmann & Pfeffermann, 2011),
and into the manufacturing process of products and services and
communicate toconsumersviaremarkable Corporate Social Responsibility
(CSR) innovation activities (McWilliams & Siegel, 2001, as cited in Preuss,
2011), for example, SCG’s Fest, an innovation for food packaging, SCG’s
Idea Care Pack, a paper cup innovation for drinking, SCG’s Eldercare
Solution, a living innovation for the elder and SCG’s Knockdown Portable
Toilets for people.

Similarly, the technological advancements can enhance the
ability of consumers to access, generate and share information more
quickly and conveniently (Hulsmann & Pfeffermann, 2011). A survey entitled
“Thailand Internet User Profile in 2017 by the Ministry of Information and
Communication Technology reports an interesting information about
Generation Y (born between 1981 and 2000) who were born in the era of

an internet and technological advancements that Generation Y have the
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highest average internet usage time of 3.42 hours/day on social media.
The main activities were using social media, searching information,
replying e-mail, watching online TV, listening to online music, and
e-shopping (Ministry of Information and Communication Technology, 2017).

Wangkiat who is a reporter of Bangkok Post, a famous English
news publication in Thailand, explains that Generation Y are becoming
more important as the driver of national development every day, especially
in the economic dimension, because they are becoming the majority
population of Thailand and of the world. It is noteworthy that the
proportion of Generation Y in developing countries is larger than in
developed countries mainly because due to lower fertility rates in the
latter (Bangkok Post: online, 2016). Likewise, Samutachak said that
Generation Y from different parts of the world share certain similar
natures due to globalization that allows them to connect via the cyber
world. As a result, they share similar natures and lifestyles (Thai Health
Organization, 2016).

Furthermore, Generation Y in Thailand are interested in
information about technology, have positive attitudes toward corporates
that produce innovation, and volunteer in CSR activities (Prachachat
Turakij, 2016). In addition, Phomun (2012) found that consumers aged
23-32, who are categorized as Generation Y, have a better attitude toward
CSR activities than other Generations. Tantivejakul (2012) found different
age ranges have different engagement in CSR issues. Sirithorn (2015) said
that Generation Y are more open and adopt innovation better than

Generation X.
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Tapscott (2009) described that 71 percent of Generation Y are
willing to support a company that officially and sincerely apologizes and
takes responsibility for a crisis and 40 percent of them tend to stop using
or buying from the company that does not have social responsibility.
Additionally, Tapscott (2009) pointed out that with technology in place,
people can invent new things more easily. Generation Y want to try new
things. For example, when a new mobile phone model is released, they
want to use it. This also includes innovation at work.

Still, the age range of Generation Y is a quite wide. Then,
Generation Y can be divided into three groups, according to year of birth
and specific characteristic: Twixters (aged 18-22), Early Nesters (aged
23-27) and In-Betweens (aged 28-32) (Mongkolsiri, 2005; Sirithorn, 2016).

In the past decade, there were various research studies, aimed
at examining response of Generation Y consumers in both general
situation and in CSR activities, for example, research findings of Sirithorn
(2016) show that, early and middle teenagers are different from late
teenagers in that they tend to use more complicated applications to
satisfy their various needs while late teenagers tend to use more simple
applications. In addition, it was found that all three groups of Generation
Y also expand their potential and welcome new experiences from using
smart phones. To be specific, early and middle teenagers find new
experiences by using smart phones to enjoy both academic and
entertainment content including websites, games, music, TV series,
TV dramas, and films, whereas late teenagers focus more on news and

serious content.
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Additionally, in CSR dimension, Wu and Wang (2014) from
Taiwan collected data from a total of 624 people including both Generation
X and Generation Y. The findings show that Generation Y (born between
1980 and 2000) responded to CSR activities on community more than
Generation X, especially when it comes to the perception of brand image
as a symbol. To be specific, brand image is key to changing brand attitude
among Generation Y because they tend to pay attention to CSR activities
that correspond to their unique lifestyles, thus making their attitude
towards the brand a positive one. Previously, Boonpresert (2012) found
that the CSR activities that focus on changing human behaviors are the
variable that best predicts organizational engagement of Generation Y
with a prediction efficiency at 26%.

As noticed, even if there are some studies about Generation Y
response in technology and CSR activities, still there is no study that
mainly focuses on examining the different response among three groups
of Generation Y consumers in CSR innovation activities. Then, the
research article entitled “The differences among Generation Y consumers
in Corporate Social Responsibility innovation activities adoption”,
is hereby conducted to fill in this gap.

In fact, this study brings SCG Company to be a case study,
because SCG Company is one of well-known corporate governances in
Thailand that produces innovative products and services, holds many CSR
activities and often receives awards from credible institute like The Stock
Exchange of Thailand (SET), in term of CSR award. Additionally, SCG has
recently received an innovation award from The Stock Exchange of

Thailand, as a result of its business operation and development every year.
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Research Objectives

1. To measure the differences among three groups of Generation Y
consumers’ response in Corporate Social Responsibility (CSR) innovation
activities.

2. To examine a construct validity measurement by Confirmatory
Factor Analysis (CFA) of measurement model identifies the fit between
Corporate Social Responsibility (CSR) innovation adoption and the existing

empirical literatures and principles.
Literature Review

1. Innovation Adoption

Tidd and Bessant (2009) said innovation refers to success in
new idea exploration and is composed of “invention” and “exploitation”
for the purpose of change and development. It includes not only major
advances in technology but also small scale-changes in technological
know-how. There are four dimensions of innovation: product, process,
position, and paradigm.

Tidd and Bessant (2009) further pointed out that “innovation” is
comparable to the “core business process” that requires on-going actions,
starting from searching, selecting, implementing, and capturing value
from the innovation.

In the context of innovation adoption, Rogers (2003) said that
people adopt innovation at different speeds and for different durations.
Some people adopt quickly while it takes some time for others, therefore,

innovation adopters be divided into five categories.
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1. Innovators are people who adopt the innovation before anyone
else. They love novelty and try new things. They understand and know
how to apply complicated knowledge. They can manage the risk of the
failure of innovation that they try.

2. Early Adopters are people who adopt and try the innovation
in order evaluate it before recommending it to other people. These people
are accepted and trusted by society. The general public would follow
and ask suggestions from them before adopting the innovation.

3. Early Majority are people who adopt innovation after some
time, but not so late. They might contact other people in the society in
order to share information. However, they are not influencers because
they spend some time to consider before making a decision to adopt the
innovation. They use social standards to adopt it. In other words, when
most people adopt the innovation, these people will do the same.

4. Late Majority are people who adopt the innovation after a long
time, probably due to their financial limitation or social pressure that
forces them to follow the majority. These people would not adopt the
innovation until most people in society do so. They need assurance that
the new innovation is good and safe enough.

5. Laggards are those who adopt the innovation after a very long
time. It could be said that they almost do not adopt it because they believe
that the old things are safe and easy for their life. They tend to care little
about the outside world and do not accept changes easily.

Rogers (2003) also proposed that the decision process of

innovation adoption consists of five steps. (See Figure 1)
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Figure 1: Innovation-Decision Process

Source: Rogers, E. M. (2003). Diffusion of Innovations: (5th ed.). NY: Free Press.

1. Awareness is the first step where an individual knows about
the existence of the innovation. People will try to find the information and
understand how the innovation works.

2. Persuasion is the step at which individuals like or dislike the
innovation. That is to say, individuals will research information
enthusiastically. They start to get interested in more details of the
innovation, which will lead to deeper knowledge about it.

3. Decision is the step at which individuals adopt or do not adopt
the innovation. They evaluate and weigh the pros and cons of the
innovation, and whether the application of the innovation benefits their
activities and whether the benefits are high enough to fully adopt it.

4. Implementation is the step at which individuals try to use
innovation in their situation and daily life. They will try for themselves whether

it works or not and whether the benefits are high enough to fully adopt it.
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5. Confirmation happens after having made the decision for
a short while. It is the step at which individuals find more information
or additional assurance to make further decisions about the innovation.
In this stage, people around them will play a significant role.

One of the most frequently employed tools for measuring
innovation adoption is the innovation adoption model (TAM) developed
by Davis (1989) based on the theory of reasoned action of Ajzen and
Fishbein. This model has been widely adopted in measuring or predicting
an individual’s behavior regarding innovation adoption (Argwal and
Prasad, 1999).

Davis (1989) proposed the innovation adoption model, or TAM
(Figure 2), explaining that perceived usefulness and perceived ease of
use both have influence on attitude toward use, which subsequently

leads to behavioral intention to use and actual system use.

Perceived
Usefulness
Behavioral Actual

3 Attitude

External

Intention > System

To Use Use

Variables Toward Using
\ Perceived /
Ease of Use

Source: Davis, F. D. (1989). Perceived usefulness, perceived ease of use and user

acceptance of information technology: MIS Quarterly.

Figure 2: Technology Acceptance Model
Source: Davis, F. D. (1989). Perceived usefulness, perceived ease of use

and user acceptance of information technology: MIS Quarterly.
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This model was widely adopted in a large number of studies
investigating innovation adoption in different contexts. Lu, Yu, Lui and
Yao (2003) reviewed 18 studies that were conducted between 1989 and
2001 in which this model was employed to study innovation adoption in
different contexts and found further factors that contributed to innovation
adoption with five of them being found across all 18 studies.

1. Perceived usefulness

2. Perceived ease of use

3. Attitude towards use

4. Behavioral intention to use

5. Actual system use

In addition, another factor that is always taken into consideration
together with individual innovation adoption is “personal innovativeness”
which is a measurement of individuals’ technology-seeking behavior.

Given the result, personal innovativeness was added into the
innovation adoption model (TAM) employed in this study as an indicator
when the framework was drawn with an objective to investigate
acceptance of CSR innovation activities among generation Y. To be
specific, the level of innovation adoption in this study was measured in
six aspects: (1) perceived usefulness, (2) perceived ease of use, (3) attitude
towards use, (4) behavioral intention to use, (5) actual system use, and

(6) personal innovativeness.

2. Generation Y Consumers
It could be said that Generation Y are the children of the baby

boomers and the younger brothers and sisters of Generation X. They are



198 anmansdsasenansuassmsemaes

raised by their parents to try to make up for what they failed to have in
their childhoods (Decharin, 2008; Pisithanusorn, 2007).

Kengkarnchang (2013) said Generation Y were born in the era of
a good economy and technological advancements. Communication was
easy and fast. There were computers, mobile phones, digital cameras,
the internet, and other gadgets that allowed easy access to information.
Thus, the thoughts, feelings, and behavior of Generation Y are unique
and need understanding. They tend to be curious, love challenges,
and are sensitive to uncertainties. Generation Y people do not usually
make long-term plans and do not think about the future. Therefore,
their consumption behavior is abrupt.

For the age range of Generation Y, there are many proposes from
both Thai and foreign scholars. Solomon (2015) said that Generation Y are
those born between 1984 and 2002 while Miller and Washington (2008)
said that Generation Y were born between 1981 and 2000. Thai scholars,
Mongkolsiri (2005) and Decharin (2008) said Generation Y are people who
were born between 1983 and 1997. Sirithorn (2016) said Generation Y in
Thailand were born between 1984 and 1999 while Wangkiat, said
Generation Y are those who were born between 1980 and 1994.

With given information, therefore, Generation Y, for this research,
are those who were born 1984-2000 or aged 18-34 years old, following
proposes of Solomon (2015), Miller and Washington (2008) and criteria of
a survey entitled “Thailand Internet User Profile in 2017” by the Ministry
of Information and Communication Technology. Then, three groups of
Generation Y for this study, can be categorized (Mongkolsiri, 2005:
Sirithorn, 2016) as below:
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1. Twixters include those aged 18-22. They are currently in higher
education. They were born when technology and the internet were fully
developed. They are digital natives and able to use modern technology
fluently and advise other people on how to use it.

2. The Early Nesters are 23-27 years old. They are beginning
their working life. They will look for good opportunities and stability.
These people were born in the early days of technology such as laptops
and smart phones. They are easily adaptable to new things.

3. The in-betweens are those aged 28-34. They currently have a
certain life stability. They could be in lower manager position or be
business owners. Generation Y in this group are similar to Generation X
in certain things. First, they were born when technology was not fully
developed. They are sometimes referred to as the digital immigrants.

They still open to old media such as television and radio.

3. Corporate Social Responsibility Activity and Innovation

Corporate Social Responsibility (CSR) activity has been defined
by many scholars. Kotler and Lee (2005) defined it as companies improving
the quality of life for people and solving environmental problems through
business operations that can make use of the companies’ own resources.
From the marketing point of view, Hidayati (2011) reflected that CSR
activity has the objective of reducing cost. In the short term, CSR does
not result in a concrete effect right away. However, in the longer term,
it will contribute greatly to marketing of the company both directly and
indirectly. For this reason, companies should apply CSR. Implementing
CSR activities will result in effective outcomes, reduce the expenditures,

and reduce the costs of business.
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In recent years, innovation has been discussed by CSR scholars.
Porter and Kramer opined that CSR should be more than just spending
on corporate or charitable donations but also a source of opportunity,
innovation, and competitive advantage. Zwersloot highlighted that
innovation and non-stop development should be part of business
operations and CSR. CSR activities can incorporate innovation by
welcoming creative ideas from external sources such as NGOs and local
communities. This method is referred to as open innovation (Preuss, 2011).

In summary, innovative CSR refers to the discovery of new
methods to handle social and environmental and establish good
relationships with stakeholders (Preuss, 2011). Innovation can be linked
to the 4Ps innovation model developed by Tidd and Bessant (2009), which
consists of product, process, position, and paradigm, as explained below.

CSR project content: this usually deals with environmental
issues, for example, a company may choose to avoid using metals,
solvents, or ingredients that contain toxic substance in the production
process of product or service. CSR processes: the innovation mostly
concerns products that minimize negative social and environmental
impacts. Companies may invent renewable packaging material and
decomposable products. CSR positioning: innovation in CSR can be used
for business positioning, for example, illyCaffe repositioned its business
when a new generation succeeded the former management. The new
management team changed its organizational culture by focusing on
social and environmental issues and developing good relationships with
stakeholders such as coffee bean producers. CSR paradigm: innovation
can be used with business operations for social responsibility. The focus

is on the core business model.
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A good example in Thailand of innovation in CSR is SCG
Company who, during the 2011 Flood, SCG used product innovation in
CSR activities following the 4-strength model: The Disaster Relief Project,
The Flood Protective Equipment Project, The Flood Rehabilitation Project
“House Repairs: Happiness Returns” and The Flood Prevention Project:
(Marketeer, 2011)

Pipat Yodprudtikan, Director of Thaipat Institute, said social
media will play a more important role in CSR activities, whether for sales
promotion, corporate image promotion, or customerrelationsdevelopment.
In addition, social media can be used as pro-active tools for strategic
communication. It can be used in marketing activities aimed at social
issues and changing the behavior of people in the society (Thaipat

Institute, 2015).
Research Methodology

The research article entitled “The differences among Generation Y
consumers in Corporate Social Responsibility innovation activities
adoption” uses a quantitative research: a cross sectional survey
methodology. Then, 340 sets of questionnaire are used to collect data
from three groups of Generation Y consumers, who are 18 to 22
(Twixters), 23 to 27 (The Early Nesters), and 28 to 34 (The in-betweens)
in age, living, studying or working in Bangkok and Vicinity.

Independent variable (X): Groups of Generation Y Consumers

(GENY)
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Generation Y consumers are divided into three groups:

1. 18 to 22 years old (Twixters: GENY1)

2. 23 to 27 years old (The Early Nesters: GENY2)

3. 28 to 34 years old (The in-betweens: GENY3)

Dependent variable (Y): Corporate Social Responsibility Innovation
Adoption (ACCEPT)

The CSR innovation adoption variable is measured in six dimensions:

1. Perceived usefulness (ACCEPT1)

2. Perceived ease of use (ACCEPT2)

3. Attitude toward using (ACCEPT3)

4. Behavioral intention to use (ACCEPT4)

5. Actual system use (ACCEPTb)

6. Personal innovativeness (ACCEPT®6)

Research hypothesizes:

1. Each group of Generation Y consumers shows the different
responses in Corporate Social Responsibility (CSR) innovation activities
adoption.

2. The construct validity measurement by Confirmatory Factor
Analysis (CFA) of measurement model identifies the fit between
Corporate Social Responsibility (CSR) innovation adoption and the
existing empirical literatures and principles.

To test hypothesis No.1, one-way ANOVA or f-test statistic was
applied using SPSS for Window program. Then, hypothesis No. 2 requires
further analysis using AMOS program to examine the construct validity
measurement by Confirmatory Factor Analysis (CFA). The reason for

selecting the CFA analysis because it could explain factor loading value
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of observed variable: Generation Y consumers’ response in CSR innovation
activities adoption, testing the hypothesis with the statistical significance
level set at .05 and the reliability value set at 95%.

To check the congruence of the model, the researcher cited the
congruence index according to the concept by Kraiwan (2013) who

indicated acceptable congruence indices as following table;

(1) Chi-square/df index below 3.00 | (2) GFI index exceeding 0.95
(3) AGFI index exceeding 0.90 (4) CFI index exceeding 0.97
(5) IFT index exceeding 0.95 (6) NFI index exceeding 0.95
(7) RMSEA index below 0.05 (8) RMR index below 0.05

Research Results

1. Demographic data

There are 340 respondents in total; Twixters: 18 - 22 years old
(119 or 35%), The Early Nesters: 23 - 27 years old (111 or 32.6%) and
The in-betweens: 28 — 34 years old (110 or 32.4%).

2. The mean score of Corporate Social Responsibility Innovation
Adoption variable

The Corporate Social Responsibility Innovation Adoption variable
reports an average score of each sub-variables as follows: perceived
usefulness (x = 3.80), perceived ease of use (X = 3.65), attitude toward
using (X = 3.73), behavioral intention (X = 3.49), actual system use
(X = 3.36), and personal innovativeness (X = 3.27). To be specific,

the “perceived usefulness” shows the highest average score 3.80.
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3. The result of One-way ANOVA or f-test for studying the differences
among three groups of Generation Y consumers’ response in Corporate
Social Responsibility Innovation Adoption

The statistic shows that even the average score of GENY1 is higher
than GENY2 and GENYS, still there is no significant difference among
three groups of Generation Y consumers in Corporate Social Responsibility
Innovation Adoption. To be specific, Twixters: 18 - 22 years old, The Early
Nesters: 23 - 27 years old and The in-betweens: 28 - 34 years old have no
different response and adoption in Corporate Social Responsibility

innovation activities of SCG Company, as can be seen in figure 3 below:

Figure 3: A Comparison Table of Three Groups of Generation Y
Consumers’ Response in Corporate Social Responsibility

Innovation Adoption

Sum of Squares | df | Mean Square f Sig

Between Groups 1.886 2 943 1.806| .166
Within Groups 176.029 337 .6b2
TOTAL 177.916 339

*Significant at 0.05 level (Sig. < = 0.05)

4. The construct validity measurement by Confirmatory Factor Analysis
of measurement model

The construct validity measurement by Confirmatory Factor
Analysis (CFA) of measurement model identifies the fit between variable
named “Corporate Social Responsibility (CSR) Innovation Adoption”
and the existing empirical literatures and principles. In fact, more than
three indices of model meet the standard criteria (Kraiwan, 2013).

The details are presented in figure 4 as follows:
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ACCEPT1

ACCEPT2

ACCEPT3

ACCEPT4 - ACCEPT

ACCEPT5

ACCEPT6

*Significant at 0.05 level (Sig. < = 0.05)
Chi-square = 2.436, df = 4, p = 0.656,
Chi-square/df = 0.609, GFI = 0.998, AGFI = 0.987,
CFI = 1.000, IFT = 1.001, NFI = 0.998, RMSEA = 0.000, RMR = 0.005

Figure 4: Factor Loading of Observed Variables of Latent Variable:
“Corporate Social Responsibility (CSR) Innovation Adoption”

The following are eight indices of the model that meet the

standard criteria.
1) Index: Chi-square/df = 0.609 (less than 3.00)
2) Index: GFI = 0.998 (more than 0.95)
3) Index: AGFT = 0.987 (more than 0.90)
4) Index: CFI = 1.000 (more than 0.97)
5) Index: IFI = 1.001 (more than 0.95)

)

(
(
(
(
(
(6) Index: NFI = 0.998 (more than 0.95)
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(7) Index: RMSEA = 0.000 (less than 0.05)

(8) Index: RMR = 0.005 (less than 0.05)

The findings show the factor loading of these observed variables
at significance level 0.05. Indeed, the observed variables of Corporate
Social Responsibility (CSR) Innovation Adoption of SCG Company are
composed of six variables, including perceived usefulness (ACCEPT1),
perceived ease of use (ACCEPT2), attitude toward using (ACCEPTS3),
behavioral intention (ACCEPT4), actual system use (ACCEPT5),
and personal innovativeness (ACCEPTS).

Each observed variable reports its factor loading as follows:
0.62 for perceived usefulness (ACCEPT1), 0.70 for perceived ease of use
(ACCEPT2), 0.76 for attitude toward using (ACCEPT3), 0.93 for
behavioral intention to use (ACCEPT4), 0.84 for actual system use
(ACCEPTDE), and 0.78 for personal innovativeness (ACCEPT6). To be
specific, the observed variable “behavioral intention to use” reports the
highest factor loading 0.93 of studied latent variable: Corporate Social

Responsibility (CSR) Innovation Adoption.

Conclusion, Comments And Suggestions

The result of One-way ANOVA or f-test analysis rejects
hypothesis No.1. It reports no significant difference among three groups
of Generation Y consumers’ adoption in Corporate Social Responsibility
innovation activities of SCG Company. This finding points out that
even Generation Y consumers are categorized into three groups by
some scholars, as a result of age range and characteristic of each group

(Mongkolsiri, 2005: Sirithorn, 2016), still these three groups: Twixters,
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The Early Nesters and The In-Betweens, are in the same category
of Generation Y who are interested in information about technology,
have positive attitudes toward corporates that produce innovation,
and volunteer in CSR activities. (Prachachat Turakij: online, 2016).

In fact, consumers, who are categorized as Generation Y,
have a better attitude toward CSR activities than other Generations
(Phomun, 2012). This is probably a reason that many scholars proposed
similar age range and year of birth of Generation Y and didn't categorize
them into sub-group. (Solomon, 2015; Miller and Washington, 2008;
Mongkolsiri, 2005 and Decharin, 2008). In addition, it can be noticed
from a sampling group of Generation Y (born between 1981 and 2000)
from a survey entitled “Thailand Internet User Profile in 2017” by the
Ministry of Information and Communication Technology that also
haven't categorize Generation Y into sub-group at all.

Furthermore, the finding of no significant difference, is probably
resulting from another variable like “image”, because SCG Company is
one of a well-known organization that has produced many useful innovative
products and services that could improve community well-being and position
itself as an environmental friendly items. This explanation is supported
by a research result of Wu and Wang (2014) who found that Generation Y
(born between 1980 and 2000) responded to CSR activities on community,
especially when it comes to the perception of brand image as a symbol.
To be specific, brand image is key to changing brand attitude among
Generation Y because they tend to pay attention to CSR activities that
correspond to their unique lifestyles, thus making their attitude towards

the brand a positive one.
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Similarly, a research of Boonprasert (2012) also found that the CSR
activities that focus on changing human behaviors, are the variable that
best predicts organizational engagement of Generation Y. Likewise,
Hidayati (2011) pointed out that in the short term, CSR does not result in
a concrete effect right away. However, in the longer term, it will contribute
greatly to marketing of the company both directly and indirectly. This is
similar to what Kotler and Lee (2005) said about benefits of doing CSR
that it can enhance an image of an organization.

With these given supportive principles, it is probably concluded
that the organization that has continuously run CSR activities bringing
technology and innovation in producing products and service that could
serve needs of society and environment, and has often received an award
from external institute like SCG Company, receives a similar response
from all three groups of Generation Y consumers no matter what the age
range is.

Apart from this, the result of construct validity measurement by
Confirmatory Factor Analysis (CFA) of measurement model also reports
the fit between variable named “Corporate Social Responsibility (CSR)
Innovation Adoption” and the existing empirical literatures and principles.
This finding accepts hypothesis No.2.

Regarding observed variables of latent variable Corporate Social
Responsibility Innovation Adoption which is a dependent variable with
the most factor loading, it was found that SCG Company is “behavioral
intention to use’.

This can be explained by the Technology Acceptance Model
(TAM) proposed by Davis (1989) where “behavioral intention to use”



MaEssesenaesuasayeaes 07 45 atui 2 209

is a variable affected by the previous variable in the model, which is
“attitude towards using” then affecting “actual system use” in the end.
The reason that “behavioral intention to use” of Corporate Social
Responsibility (CSR) Innovation Adoption variable of SCG Company has
the most factor loading is probably because of the conative component
in attitudes, which is a tendency for consumers’ behavior to be based on

their previous knowledge, understanding, and emotions.

Perceived
Usefulness

Behavioral Actual
A 3 >
External Attitude fiaieesitiien »  System
Variables Toward Using To Use Use

Perceived /
Ease of Use

Source: Davis, F. D. (1989). Perceived usefulness, perceived ease of use

and user acceptance of information technology: MIS Quarterly.

Figure 5: Technology Acceptance Model
Source: Davis, F. D. (1989). Perceived usefulness, perceived ease of

use and user acceptance of information technology: MIS Quarterly.

This also means decision to purchase, acceptance, or participation.
The nature of the business of SCG Company involves products and
services that consumers are highly related with. Therefore, consumers
need the drive from behavioral intention to use, which is a further step
after attitude towards using, to accept Corporate Social Responsibility

(CSR) Innovation. As the products may be expensive and/or complicated,
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consumers need time to search for information to help them make
a decision to accept such innovation. Therefore, the factor loading of the

observed variable “behavioral intention to use” is the highest.

Limitation And Suggestion For Future Research

This research only examined one group of stakeholders, which is
Generation Y consumers and one company as a case study, which is a
SCG Company. Therefore, the results may only be applied to this specific
group of stakeholders and specific business area of organization. Since,
CSR in corporate communication involves several groups of stakeholders,
both internal like employees and external such as media, government etc.
Therefore, this study can be used as a guideline for further studies to
produce broader and clearer results.

Besides, this research only examined one Generation and one
dependent variable, a Corporate Social Responsibility (CSR) Innovation
Adoption. Therefore, in further studies, researchers may challenge to take
into consideration other latent variables such as corporate image, to see
if whether links with the empirical data or not, utilizing this research as
a guideline, to provide a knowledge body that covers all related latent
variables. Indeed, researcher may study about “behavioral intention to
use” an observed variable, which reports the highest score of factor
loading of latent variable in the study of Corporate Social Responsibility
(CSR) Innovation Adoption, to see an insight of Generation Y consumers

using another research methodology like qualitative research.
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