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Abstract

Purpose - Recently, although corporate social responsibility
activities have been increasing in size, they do not have to ach-
ieve qualitative improvements and can be passive and cost
consuming. Therefore, companies should make quantitative as
well as qualitative improvements in their efforts in corporate so-
cial responsibility activities.

In this study, the classification of social responsibility activities
in a variety of studies was analyzed through a more specific
path than in previous studies. Corporate behavior image, social
behavior image, and corporate contributions image were ana-
lyzed through a more detailed analysis of performance.

This study suggests that more detailed and concentrated so-
cial responsibility activities be pursued by forming companies.

Research design, data, and methodology - The purpose of
study is to gauge the corporate need for a more intensive, spe-
cific area of CSR activities. For this purpose, the sample of
consumers that were targeted for CSR activities, recognized as
261 persons, have been investigated. Through a theoretical dis-
cussion on previous research, nine hypotheses were established
on corporate image, the influence of corporate performance on
CSR, and the CSV regulation effect. In order to test the hy-
pothesis, a survey was conducted on 261 male and female con-
sumers who were targeted for CSR, being persons in their 20s
to 40s. PASW Statistics 18.0 and AMOS 18.0 were used for
statistical analysis.

Results - Corporate behavior image was formed through le-
gal responsibility activities and economic responsibility activities.
In addition to economic responsibilities, ethical responsibilities
and environmental responsibilities were confirmed to have influ-
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ence on social behavior image. Corporate social responsibility
and philanthropic responsibility were confirmed to have influence
on economic contribution image. Corporate image has positive
effects on brand attitude, corporate reputation, and corporate
competition.

In addition, when CSV awareness is high, consumers per-
ceive corporate image only through economic responsibility.
However, when CSV awareness is low, economic responsibility
as well as legal responsibility through charitable activities form
the corporate image that influences the brand attitude and cor-
porate reputation, as well as corporate competitiveness. It would
appear that the area of corporate social responsibility needs
more intensive management for corporate image and corporate
competitive advantage.

Conclusion - First, the findings of this study show that each
CSR activity has a different effect on corporate image and thus,
the corporate image influences corporate performance in distinct
ways, depending on the CSR activity. This implies that reactive
strategies should be tailored to the required image. Second,
there is a difference in CSV awareness between groups. When
the CSV awareness is low, we can confirm that legal responsi-
bility activities have an especially significant effect on corporate
image, implying that corporations should pursue their economic
objectives within legal regulations and need to invest significant
time and effort for this.

This study has limited generalization potential because the re-
sult of the model fit has insufficient reference value. In future
research, we need to approach various dimensions of corporate
performance.
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7| AEESHO] FHANTID U 21M7] SHCHALZ[OA, 7|2
o ol =9 &&=t FFO| J/HXHE, =aAF HM30l2ts 9
SHEDE OfL|2t AZ| AJRICIAlS HIEO = QIZITHA| 0|2 M
0| A QAUCE O3t W2o|M %2 7|9l Atz|X =
(Corporate Social Responsibility, 0|5} CSR)&&50| AHZHE|0| 2
1 QlCh

CSRZ 7|gof| Ciot =4 =9t Ef=E E&tAl7|1 JZ4ez Q
i 7| O|0IXIE MBS, SFH2EE HEBO| Ot FOie|=
£ H3sto, 7|el MFdnt X Xpik THKE BAIT e AR
LIEFLEL QUCHSuh & jin, 2008). AH|AHSE HA| 7|Qe| CSR &
S0 ofgt dE SLAstn e, A 7|YEetel ddS
28 CSR &=58 £R3%t 1e8{eolez #1 QCKDima Jamali &
Ramez Mirshak, 2007)

O|M3 CSR 32 7|%el X&7tsdE =9 s 7|ge
E sS4 7|geaeT B J|EEe| ez 220 7|
ol Atz|3el &E9| Ikt g st ULt O|E HHEsHRO|
7199 AtzlaH XER RES| SEStn U=0, 2006400 1
X 8048Y% £=ZFO0|H Z40| 20114H0|l= 3= 1241402 2
o &t g, AFel gado= mje{ctel Met: O|fX|D U
Ch. EESH OfEH 20009 O|LHS| 7| 400EZ22 ZTARSH AMR|E#
2E 0 ogk o ZAO|ME 2007 £0{(51%)0fAf 2013H
(67.2%) =2 SEHstn Q0 CSR &EZ9| 27t FOiL| UCH
(Giving Korea, 2013).

ol2fst 7|9 Algla3igs A 7|83 & CSR &5 w29
S0l = S50, AH[XF B AtR|e| HE2 CHNE 2-ERl A
o=z HINL|1 /Ue=0|(Lee, 2002), CSR &F0| 7ol AL
of ZHHEl £-A o|0|X|of CHgt HESE O|8E=C= Aoz,
22| o=7t CHEOA MHE MHEX| X5t Jes AR &
Ole| QUCKSuh et al, 2006). [M2tA 7|PS2 Atz|E 2o
O3 QIX|o] EHO|Lt ME XA 2ot 2™EH AL, #HF
g2 Sl oisolA ML I =HE Z7510{of oict O
22t XH2I0A CSR &&2o| 7HEE X|YAlz|et AHASIY AXH,
A2l & 7tX|e| B CHSHY Atz|| ZHSHA0 Z[02H= 24
Ho| 3R] 71K|&Z=(Creating Shared Values, 0|5} CSV)E2 S| &
1 QUCKPorter & Kramer, 2006). CSR ES0M ZA|L|0 KE
A Mo 2 7 YoM AHIXIE FIkle WEoAM YA
HRAOM AH[XFENE 7| 0| SESHY SHE JHXIE BHE07te
LRSHM Ol FZ0| AEEcE 86t RUCL CSVR| SEHR2E
719E2 A2ld MY gEwot otLzl nMo|AH ZEut LS
Heretn SAI0] 7|ge| o] =D =4 = Us MER AE
g+0|3t Z4O|CHKiIm et al., 2012).

H, 71 o|Ojx| 2E gFoME HTXEE XIO|7F LIEHLE
X2t eS| MER X FHE @ = s EeE FEE0X]
1 o, 7|F AF0MNE SHE AFEoAel 22 ELOt Al
SX2I0te HAE MASHK| ZolChte oHAE #1n QUCE Mty
CSRe| zizto| Qolof CHsj AH|X7 QIX|St= 7|o|0X|e +
‘dofel HAE S, CSR &2 21t0f 2Ot FHA|E 0|10 A|
=otE 2 SAlo] ZRsiot E A2 7|Ye AR Melss
O CHs{ Atz|&Ql 2+ =FO0| ZOtEo| e} &2l SIt0|=
=STOI, 25|28 AH|FO|D AFXOoZ O|FO{X| 1 RUCE. [H2tA
7192 AtR|® Ml gss Sl 7|0l =Stk St 2EM
HE =2 = AEE FHQ WM EE VN JHM7IoF SO

olof 2 ¢ToiME Cidet AE Sof MA|Z/ U= CSR

ot 2

2

7|& Carroll(1979, 1991)0| H|A|SH ALZ|H AHQ
5 Qo X2 MEHeRZ B2 Olf7t &1 &
= g 7|EL| CSR &350| 7|Y¥o|0jx| g0 378
o gg= OiXl= A0M Liot7k CSR &s0[ 7|® O[ojx| &
9, & HluY 7|¥el 7|2 B9l €& SA0M FEE = U=
7|ge] ASO[0|X|, Ate|H OfgfatA &7 So &0l dHFEl=
MelH dS O|OfX|, XIFALR], 22t SAt S5 Sl XY At2(0f
0oz s 7IYel S O|nX|E Sl 2= B
X Y 7Y B8 52 gt OjX= 2o N B2E
ZAOIULE O|F Soff 7|0l aH[HO|L ofHoz A3H0l
CSR E&0|M Liot7t 7| 0] g5t Fotuxt st 7|0
Ojx|of chet 2ot SHHez TSdorgt HHel CSR 2= &
S MAISH 2ot =t O E HEFE MAISHLA} SiCt.

rir 4o

Y

2 Mo
2.1. CSRO| 0|2~ &t

21.1. CSRe| 714 & H#MQ09l

Carroll(1979)2 7|2 Atz|& MAUS HIISHY| sl M~ M

HE Mol R2|A MY, XME MR S 4RECE LiFL,
| CHAlCl BRI Mol et glojs TIEeh 2lOjo| AM|EHA|
AAE Mo +=HE|oE = PSS FASIFCE Shin(1994)
CSRZ 7|Y &L= QI6t0] 2= At=ld, ZXE 2
SHEREM O[SHEARIRL AtZ|e| RFLE 7|LHE BSFAA F
Ol0F 3= 7|¥Aelel #HAE HA'R T}, Porter and
Kramer(2006)2 CSRZ MZfst A|QIo| o|f 0l ZEX o|F(Moral
Obligation), 7|®¥2e| O|O|X|, E2HE ItQ|, 7IX|E 22|l= ggs
St= FM(Reputation), HME SFAIZ|7] s XS HH|SHK|
0 X3t #HE O|F= X|54(Sustainability), AIRHS & ==
QE AtAHE Hojgh= HAX}2AH(License to Operation)2 2 9|
o

—_

mju rjo r© ©t po
Ho ~
M

|
A
FRACE O|ME CSRE Atz| FEtE s ARl Hzt ubgoM
8% 7|9 WESLARM X|EHE0|1 SO ZArro 2
£X QzdHoz 1 d&eS chekstn QICHMcWiliams & Siegel,
2001; Hamann, 2003). 3t 7|¢¥2 thed| O|@F1o| A8, =
ZHFol, HEQl MAZ HOM ATt -t R E
K| CHMcGuire, 1963; Carroll, 1979; McWiliams & Siegel,
2001). [M}2tA CSR2 Ho|2E= SUEE, &gz, 7|8 U Lt
25 52 AAWstn, FQEE O|YFTE 2t FHE M, 22|
4GS ot HA M B B2 MY 02|10 AMRSHE fIt
AME Mols mE mBle JjHoz 2 4 QCHCha, 2013
Kim et al., 2014).

O|Mo| APES MEH, CSR2 7|9l 7|2X0l AHMZH 0]
o2 Y5Ot S AME MU HEM A B 2ol
AN MEE dFStAX o= HEN MU 2HE, R2[E2Y &
A7t MES SR st 82 EFStLAt st g2IA
Mol AAE & wKO|L} 23t S X[ASHH LI 7| YAIR
SEBM Ao HBE MIEoER FShs MAUQl XME MY
So| Kjez &St QCt O|= Carroll(1991)7F XM|A|SH CSR
2E kg 7t EEHAMOZ 0|8dtu, EOt sty XEstn

oleg o & QIr}
MOo=2 2 T M .
& xH Ol

Matd 2 GToME HRA MY, HEmol eam M,
AME meloz EEIQON, FIMX S Z Dahlsrud(2008), Park
and Park(2013)2| G1TL0A] FIASH 24, 7|Swsl 2R|9 B
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F2 0l#0l TP Y02 FINo2 MWL IR SHeiCt
2.2. CSVe| O|2X &t

2.2.1. CSVQ| 7§

SRKEECSV)= 7|t FER, 71el FF, A 18|
0 AHXE EESHE O[SiAXIE0| SRIMKE HESID, 1
ZHXI7F BHA ZEK|QF Af2lE JHKE 22| HiEkle 28 dEol
o AR|EQl #3312 Q5 ZEA AZKinclusive growth)O|H AjZ
2 7HXXHEE Sot 71t A7t A0 HESHs A2 20|
SICHIm et al., 2012).

Porter and Kramer(2011)2 CSVO| X2 Alg|o] @FE E0
F0 ZNSHALRS MAISI0] ZBHE, AR|H JHK|E SAO &
st ZAol2t SHUCE 2| 7|Y¥2 ARlE o|ut 7Y dat
Atole] BAE MEESI0 IRIIKE HEZ = A= 7IYQ
SH0| ThEst =9 F40t ot S|/IHK| HAE HEF{O{OF BHCH
1 HMtStRICE Ol= CSREEOIM SAIZ|0f 2HE LA (o
M AH|XFEDE 7|Q0] SESI 2HIE ZHA|E THE07te Atre
Ol MZ0| AREIS ZsiCt Kim et al.(2012)= CSVe| SHS
2 7|YS2 CsRztE®t ofLzt nojAH ZEut 3S T
FHM 7|l 0] ESH =2TH 4= Q= CSV ZY MER A
CHE 2rolst Zd0|2t SRALCE

2.2.2. CSRu} CSV9o| H|

CSR &&2 7|0l os d&ot=H AN RE Tt Y
oz =2 YOS AlRSY, 7|8, SAES 52 ot 7|¥2

b

7HK|2 LEROIF = L720|2HH, CSVE OfEA| 7|1t A7t &
H Win-windt=Lto| ZX| H|7|0fA ELatct w2t ‘oA 7|
O] =22 &&E AAIPIt F5HH, O IO LSt ALz
A okt Ats|A JHK|E BHE0] WXt sh= ZO|Ch EBH CSR
IF CSVO| X}o|H2 CSR2 Mot 29| &lBICH= 7HK|Qt CSVO)
AN 9 AN mHaAZ $£Aloict= o UCH CSR2 7|YPA|TIE
Mg 7|x2 o] olg3mi=tel AZ|oA BojLt = HHH, CSV
= Ol30i=tol Sexlof Atzld dutet ot2 7[el s
MM 2 ot FXHH| dolg MHE st U= ZHOo|CH

m2kAM CSRE 7|EL| 7HX| AlE Y| LHO|AMLl =HTt0| 7ts
SHX|T, CSVE =MAHZ 2ot 7|t 7HXAFES| &40
SHE|0j0F MAl7tSTH AHEFo|XMQl Agaralojgtn g 4= ULt
(Kim et al., 2012). X}o|™ = QHEO| Q0| HH23= CSRit
= CIEA CSVE 7182 Atzl-dAA 282 S7H7l= HOoIM
71ge A 22 Qs 7lzlof =2 S QIoh d2(n
CsvZ RleiM= 7|19 292l Mers XE=Xs|of st2= 7Y T
o] =X} of|Ato] EQlx|0{of SHCH(Porter & Kramer, 2011).

QOFSHAIH CsVOo| HIEE Alela3ell2 2s|d = 248 3
50| ofLjgt X|HXNoz2 FHs= ZFESO|ch =3t 20
Alo| X|E=0| ofl ARSI JHX|Qt 7|l THKIE SAl0| EE
= FXto|H, 7|0| HETH +=Ao| LEE A0 =S Y

Moz Hrpets BHEESO| Oftl 7|80 Allol Bag metst

Nl
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M350z JHE B Zolct
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2.3. 7| O|0|X|(Corporate Image)
231, 7| o|O|X|Q] 7 E & FMdQol

7|golOjX|gt ‘aHRZE 7| FEEY MEL Zut OF50 gy

Cle 71ge Moz EFI|Y0 Cisto] AdEls SHEL ¢
a'ol2tn g == RUACHKotler, 2000). O 7|Ro| Tt HE
% MH[AF, HHE S0 CHshAM AH|XHSO| #A Ee 4dat
Eiz=of w2t ZAFECE ol2fgt Z[o|0jXx|e| FHacld AFRE
SIAEE CHRfoh ZEOIM HAIEIY 21 U2, A ol =
Tt CHYEez Qs s S25el fas2 7| OnX|E
Yt QUCHPark & Park, 2012). Winters(1986)= 7|&0|0|X|
7RIS Fo EXI MHA HII HY 7tH 4E U 1EX

o] MEFdL 52 7| o|0fx|, B0 Chet 2Hu 5
ojojof Cist #Hat S8 MaE H7et SOl thiet 2y S2
M2l ds Oofx]|, 2ekofs SOl st X[J, 2d, Us, A3

SX|0f cHst X
FSIRALE

TLHETRE Lee(2011)2 2AI7|YE CHMCE 10 7|0|0[X|
2012 EHE, IHIE, Ap|3H, gy 52| Qo2 F-s}
A1, Hwang(2011)2 &SAE CHAECZE 7|O0|0|X| HFSHH
HeQlg 7|9 ZYHaoln 4EF™Eaclcz FLESIRICL Of
M 7|golojX] £Haele SRtEE Ao|7h UX|E MEst E
= e MMEeE & 5 o, 7|t o[ojX| R HEHE Of
OX &2 Ho& oA HAZD JASS =elg = ot
(Park, 2009).

2 GT0ME 7|”0|0[X] TFEXAS Winters(1986)7f 7H'&st
7|golOjX] F4R210] CSR &5 & ML= 7|Yo|0X|E
EYot=H 593 20 HEEE Zafstn QUCta HESHY 0|E
EOZ 310 ALESIRICL 0| 7MEcE HTHEH F2 MH[A
o| ME, MYItAe MH, ngH|Fel Mt S22 7|Yo|0|X|E
Yt 7|5 0|0|X|(corporate  behavior image), 2HAE SO
CHot 2, S50|of Cfst A, MEMFZe HE 52 AtzlA
4= 0|0|X|(social behavior image) 12|11 2%}, O, 24, s,
X Z23H0| 7|Rst= A= 7|Y¥3210|0|X|(corporate con-
tribution image)=2 &5}

(o]
#Ha

g

=

€2 =22 X3 9| 7|8 ojnjx|z &

3. aPwHE

3.1 94

ook

= GTF0AM= CSRe| Zutof sl 7| o|o[X|t Y15 B
Ch ME3tHe2 MEHECZ J|E 7ol dAES Estaxt
<Figure 1>1f 22 2¥S MA[SIRACE

Ol ¢lolf eldH=E Carroll(1979)7h MAleh BXMN M,
o HY, g2l MY AMH MY 23 29 o X2 A
oz Q2 Y o7t A U= EH HMABSS FI5H0]
Tk AL

7|0|0/X| 74 X2 Winters(1986)2| GIF1E ELC{Z 7|l
& O[O|X], Afzlds O[O|X|, 7|¥&d O[0|X| & 3742 FH8*t+d
o2 J|gduteto| AAS EASINAL oflLy. de|1 =8 7Y
gae] 78 A2 EHMERE 7|HE Y, 7|PE3YHez Y
SFRACE EPH CSRO| CHEE Of2{gh =if7F CSVeOl QMo FEo
tep of S= O|X|=7tof chell =EH+2 HgoUt.
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<Figure 1> Research Model

3.2 7tEAMH™

3.2.1. CSR1} 7|&o|0|X|

7|9 o|0|X|& Ctdst Z2E Soff 7|nt HHE HEE Fit
St oFEOIM "EEICE F, 7|9l 3FQ| X7t Atel B 72l
HOEA, VN FdY 59 ABEE0 osf HMET|E= SHH
(Baskin & Aronoff, 1988), 35&& & LI AHRLIAOMS &
SEN E2 ATICE TS QMAIZ|HM HHEE7|E BiCH
(Barich & Kolter, 1991). M&fX 0l CSR oz &zl Gl 7|210|
OXIE g&AI7|2, 7|9 F+d@nt AHXES| 7|80 oigt Bd
AE ZFIA|F{0f stCHLantos, 2001). O|2{3t 7|¥O|0|X|= 7|&9|
AtZ|A *ol st=o| A2 HME|=0 Waddockdl Graves(1997)
2 7|9 =4 &350 mE HTYX0|D HAEQ HE{o| FXtof
Hls 7|2l Atzl& A =A™ Mo ME 7Y o|0jX| M =&
7t 2 A& ZAME[IRUCE O|X 3 CSR &s2 7|gle| o|d|X|
M0l AN FR3H 202 F SILITF I, AlRl3Tl SHEES
oF Z2 ARl o] AH|XHES| HMElE AT 7Y = 2
HA gtE dXMsHA EICHLee et al., 2000).

3211 CSRI} 7|¢s=o0|O|X|
J|QWSOl0[RE B BUD AHIA TB, HYIH M,
DEM| MBMA S0 OB 01jXIS WAk AS olojsict
(Winters, 1986). 7|22 CSR EHE0]| i3t =22 AH|XIEE 3}
oiF siZ 7|20l thel OIO[XIE HMAIZID, 7Y FYHS

A|ZICH(Forehand & Grier, 2003).

Seong and Seo(2010)2 AIR|E M =z F Mibd SO, 7|
29| 2, DAMH|A, ZFEE|, S T, AH|XG
Hogs, 7|ge dNd & dNE FHol ol 7|olg|
Xlof 7t e dgE FCho SHQICH o[etgo O|O|X[Lt EX
EE dYste 508 7HR4AE CSR 52 £ U U=0,
Ol&e| A ZLIE ECHE L322l 7HdE2 MdsIGICt

ZHE1 AfR|A Mol=tE2 7|YASO|0[X|of F(+)e F¥E 0|
& Zo|C}

3212, CSRI} AlE|34=0|0]X|

A2l A=0[0[X|2h SHAH| Cigt 2, 350(oj| CHet

o, Sdet Mads 30 gt &4 52| A=Y O|njX|E

— 0 —

oo i

SHCHWinters, 1986). 1322 7|l HAE A

EXA A X GAR|e] 282 7[YOI0XE A
QIC}. Barich and Kolter(1991)= 7|¥0|0|X|= Ctst Of
SHEAXED HRUAOCINMBCEN 7[E 'E2 AIW2E Q14
AZ|HM Y@MEICH SIS 2|10 Brown and Wahlers(1998)=
HotAH, MEf ofAX WSS Sl AH|X} HEHO| EXSHY, 1=
o AZWHS =HZo| 4, XA 8 &7 S0 g2 T=Ct
HUC} Yoon and Seo(2003)°| AHOA 7|09t AtS|A *Ql
2350| 7|Yo|OjX|t HHE Ef=0| O/X]= F=2 Hluwst AL,
CSR&=0| Cigt elAlo] Z|o|ojx[of JEX Faks O|FICt &t
RULEL O|4ol AFANE EMHE CH32| 7HEE HESIRCL

eI ]

Th2: MBIH MoEEe ABSlnIK H+)ol ¥FE 0

o= o o

& ZAolck.

3.2.1.3. CSR1t 7|¥a<10|0]K|

HARO 719 GEE ARMSO| O ®e Hgoz HZ2 B
4 QE= o 60220 8o XiALe| o|z7|7|Ae HofE
Al Azl 290 7Y ojojx| FSH| MEE AlE

o 7|¥el =3} O, 2, U] S AHH 230| 7|Yy=Ht

(e}
olg A=Y 4= QCKGarriga & Domenec, 2004). £ AH10{A
HSHHO|O|X|2 220l S0l tigt X2, EH-Atel ns0] Cf
X &2 =2H X|¥S 0[St Winters, 1986). 0|4te| ¢
IHE EfZE 39| 7HdE MYSIRICE

4o N Ay pg OF A ot
o

my

7hE3: Ay Mes2 7|YS0I0IX[of F(+)2 des 0|

o= o

& ZAolck

3.2.2. 7|¥o|O|X|2} 7| dat

3221 7|o|O|X|Q} EHE Ej=

BE B2t EF EHWCO| CHel AH[XFSO| LZ|l= TEHY
Ol W7t M(Wilkie, 1994), 7| O|0|X|= 7|€ol HZE Y AMH|A
£ oS0l A HW ges stk &, dalg = Ues 7™l
HE % MHAE ot g = UA Z|H(Ha, 1999), 7|
O|O|X|7t E2+F AH|X E{E2M HME EjE7 ZOHRICHLee,
2011).
74d4: 7|Q0|0|X|= BE™ER =0 F(+)2 FgS O/ ZAOo|LC.
3.22.2. 7|o|0|X|e} 7|¢HAM
2 AT 7|0l ATz ZA o 7|0 Th3t ofsiEA
O MutXO|l WIP 2t ™MOl8SCHGotsi & Wilson, 2001). O]
ot 7|0l X|L|1 = 7|¥ol0jX|= 10| & o A HIg

A= HOHE HSHH(Garbett, 1988), 7|ZF-H0| == 7Y
|M otz SO 2 El= ASat 3Xs S AP
oF didE =0|0H(Gregory, 1991), 7|0 SN Aes
O|XICHPorter & Van der Linde, 1995). Miles and Covin(2000)=
FortuneQ| 7|PHILX|=E ARSI 7|Qo|OjX|Qt 7|HHH0| &4
HA 7tK| SOt BHNEES AS5IRSlH, Han and Ryu(2003)9]
ATFOME 7o A2lX MA=E0| 7| HEHE =0[1 7|Y

of ot M2(of F(+)2 Fek= DLt St

N

>
[¢]
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7hds: 7|gol0jX|= Z|F¥ g0l F(+)2 Y= ojE oIt

3223, 7|¥0|0|X|Q} 7| ¥

7| YBYEH2 YLbgdEnt OfL2 7hADt HIZHAHe EE
2SN BYAL MSok= ME A AMH|AELD 240 %
MH|AE CIAfQIotD s, AlFst & = QU= 58S
(Barney, 1991). 7|2&dHo| Chgt Z|o[OjX|e] &A=
F= 20 F oLz 7|YoI0XE 5 & A=H 7|Yo[0|X|
dE M, MeoM EFSEE 7|Ye FERE2 HE MRS
o, Hgesl S2S =014 L85 =of 7[Y ol0|X|=
2 =O0tX|1 M7|EHCZE 7|9l 0|92 F7tA|ZICKPark, 2001).

mH mjo

0ok o 2 %8 K

2

08 no
- Q0+ OF

- .

N

A

7t6: 7|¥o|0[X|= 7| Ao Z(+)2| &= ol Ao|ct

3224 EHE Bzt 7|¥HAM

BHE Bz DA0HERO|AM AZSHH, DAMEZ2 HE A A
HlAo| deo=2H Lt2LC Blzs 7Y, MH[A, EEQ| CHot
nzio| dekzg oln|gtti(Park, 2008). OHAIEOAM EME QIX|=
7 7|2&el JjEo|n, RojA™E S WeEled 1Y 2% 24
% StLfolct. HIE QIX|Z elsf XZat = A2|1 o3t
DO|H Z7H0| 20l st AME|Z O|0X|H Z= 7o CHat Al
2|2 TO|Z|A =ICHLassar et al, 1995; Asker, 2004). 2t =
oM e BEHEEI=T 7| do]| S22 0/ Z4eE B ¢

= — =

=St 20| 7tdS 2EoHAL

—_

7tE7: EMEEHEE 7[2EE0 F(+)el IS 0E Aol

3225 7|gAMnt 7| QA
J|UBHS 70l S U |QUS MYHFE DU WY
ElofXl HTHQI Ho2 HOIS Uf J|Yo| IS Hwy FL
SRRSO AP BHE KES 8Ol sHuE &
SIck(Aaker, 2004). 7|@TES W P9Io OFHT AHEYE 7|
B0 ol0f CHE 7|QDto| XPES} El= ZHOR Egoln, Ofs)

tCH(Barney, 1991; Fombrun,

tedE 2oLt

BAXSOA  OHEAZAE 2
1996). 0|2 AT ZANE =Ci

o2k
0x
ot

Hu
o
ojo
10

Thds: 7B 7Y

g 101 F(+)el ks 0/E Aok

8484
3.3.2. Csve| =&zt

CSR &£&0| 7|Q0| AH|XIES HYCE Yoz Aldst=
O|2tH, CSVE 7|®ut AH|XL SHBH0 JHXIE BH=E0f 7t
Y0| QIAHOIX|HETL =2 IHE2 ME L AMH[A JHo

2ot AgZ Sh=0|(Hoyer et al, 2010), =2 Q1A O|X|HET}

Ho| At IHKE SEL=E ‘YAtst=0| 7|0fstA| ElCHBrakus

et al., 2009). O|z{st ZHO| & HIYE Z{0| nZAEoet AHS

£3 CSVO|CKPrahalad & Ramaswamy, 2004). 2 A3l= 0|

THE 0] CSV &&0|| Cfst =2 QIA40| CSR &=0| =E=m

IIE & Ao|0 o|de| AFZIE EME Ct32l 7HEdE &St
SiCt.

!

utot
oln

E1 o rir

7H49: CSROj| Cislf CSVE 2ERIE 22 ZAO|CL

34. wisol TR Ho| U FYLY

u)

AEE Folo HLYL <Table 151t 2k

41, 7)x EAE 24

= g7e AFUtdE AEoP| fldl 22X ZALES 0|&
SIICE %= HlO[E{o| CHSL0] PASW Statistics182 0]23}0]

=4, gLz 8 AVE, THEEEY, UTEEY =24 2 7=
Al 24S M= AMOS18.08 &83H0] o= 7h QluptA|
of CHot 7HEHS S ZAISIACE ALY 7|22 2013 AteH
MAX|=(SRI) HItCHY 7P 2 SIYUSH, ZAZ|ZH2 20144
052 25YURE| of 2F7t O|ROACt +FE dEX= & 3058
7t e, d=FE S22 A0 27t d&2X|E A
oot 261271 XZZM0| ALEIQUCE. +=H & CIo[Eel IESA
oY Eds HHEH, HAUh 1743(66.7%), OXt7t 87(33.3%)
Fol, HHFFZ0|A|= 30CHRE 20CH7t 2t2h 122%H(46.7%)1t 74
Y(284%) 2 TN 75.1%2 7t W2 A= ZAE|RACL SEA
o HYTRUME SIAHRO| X 261 T 144F(55.2%)2 Z=A}
A, oleoE otdur MEXO0| 2zt 61F(23.4%), 21F
(8.0%)C. 2 LIEIGIOH, WAIRb XHHYPE ZH2t 11FH(4.2%), 7Y
(2.7%)2 ZAtE| ULt

4.2. 730 EtEd

421, MZ|E gl Ejetz 2XM

S8=79| BEE 245 fd RAUAZNS HALKICE 29
S| WHOSL QoINS AASIBIN YHO| AU A3t
gt = Qe WHo=R FYFEE M (principal components analysis)=
MERD, LM Varimax HAS ARSYCE Olof WHE Znt
= 39| <&#1>1t ZCh

BIR], SYHA0) CfS Q0124 HIp KMOL 09569 &2 4
X7 HERGen, JHE  Bol ZFR =EX MYQQlo|
0.554~0.736, ZXX *Q Q0l2 0.605~0.785, 22|X M=tz
0.567~0.716, HX #MQlst=2 (0.562~0.705, AtMZE *HQlstz=o
0.574~0.733Z}22 LIEIL} B Z2tZto] QOO 2 EIEtMO| Q=
T ALY
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<Table 1> Operational Definition
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Variables Factors Operational Definition No. of items Source
Eco corporate competitiveness, products quality, Effective Operation and
economic management, consumer perception about the extent of the
i t ti bout th tent of th 7
responsibility) maximizing of profits.
consumers perception about the extent of the effort fair trade
(Ifgl tion about the extent of the effort fair trad 5
responiibility) compliance with applicable laws and legal responsibility. Mi?g;’;lr(]gggg)
Eth . . . . Dahlsrud(2008),
csR (ethical consumers perception abotrﬁaiZOretTn :rf]tsomal order, ethics, ethical 6 Kim(2005), Choi and
responsibility) 9 ) Park(2011), Park and
Phi Lee(2012)
philanthropic consumers perception about efforts of active enterprise citizen
hilanthropi ti bout efforts of acti terpri iti 6
responsibility)
(envirErr:vmentaI consumers perception about efforts of environment-friendly 7
responsibility) production, waste management and management, recycling.
creating marketing image of the overall business which provide a
CBI ting keting image of th Il busi hich provid
(corporate . - . . 5
behavior image) good service, reasonable pricing, Production of high-end products.
. SBI . creating social practices Image which is attention in protecting the Winters(1986),
corporate (social behavior : . 4 Seong and
image image) environment, the public interest, payment of taxes. Se0(2010), Kim and
CClI Kim(2013)
(corporate creating material support image which is the investment of cultural, 4
contribution art, health, education and social welfare program.
image)
BA(bland Wilkie(1994),
attitude) overall assessment of consumers about specific brand. 4 Lee(2011), Hussain et
t al.(2014)
p(:e?‘frgl?ngr?c CR(corporate Gotsi and
e reputation) overall assessment of consumers about a company for a long time. 6 Wilson(2001), Han
P! and Ryu(2003)
CC(corporate the ability to provide better products, services design, production 4 Barney(1991),
competitive) market than competition. Park(2001)
Porter and
Csv Csv business and social growth at the same time in creating value. 6 Kramer(2011), Yoon
and Lee(2014)
<Table 2> The result of the reliability Analysis(independent variable) eth1 675
o eth2 716
actor .
NO. ltem ; cronbach's a Variables eth3 615
loading 3 othd 5657 0.918 ER
env1 736 eth5 621
e”\’g ?gf eth6 609
env. .
EVR Ieg1 .702
1 envg 33; 0.936 |egz 705
env .
leg3 .686 LR
4 0.913
enve 716 |eg4 587
env7 .554 |895 592
eco1 752 |e96 562
eco§ -sgg phit 598
eco. . ;
phi2 .661
eco5 785 5 phid 708 0.940 PR
KMO=0.956(sig.=0.000)
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FE=E Q010 CHsiM= 2HEHQI Cronbachs a A= o|gst <Table 5> Average Variance Extracted & Construct Reliability
ZME ZH 201 RE M2l 7|FEQ 0.7 O|MIUCE ZF = e
2 MEME THRE Ze= pr—H:f_ AHEBIA Of7H =0 CHSH Factors ltems el EV AVE C.R.
AN golgN gl ’.“_LE.IE 24 ZME %|E 9=3t @Qlo ocoT 0.703 0.589
e ec05 0.802 0.597 ' :
<Table 3> The result of the reliability analysis(parameter) ecob 0.753 0.691
leg2 0.863 0.386
NO. Item Izgg}f cronbach o Variables Leg leg3 0.837 0444 | 0664 | 0785
2 = 89 leg5 0.739 0.795
_ ' eth1 0.851 0.436
! Scfi ';1?3 0.832 CBl eth2 0.818 0518
SC!Z e Eth ethd 0.85 0.461 0.744 | 0.896
ca ' eth5 0.919 0.273
2 cci3 827 0.936 SBI oo 0872 046
cci 822 phi2 0.912 0.231
cbi3 886
3 it 38 0.823 ccl Phi phi3 0.87 0.386 0.772 | 0.868
: _ phi6 0.852 0.437
env2 0.79 0.553
422 THUKIY SHOIX QOlEA] Evn env3 0.821 0.529 0.688 | 0.879
envd 0.836 0.481
Ci2ol M ZABTHAHOIME 2 2018 THAXRIYE SolgME envé 0.816 0.483
2SHSHOIC. .
TSR chl chi3 0.89 0.268 0711 | 0761
cbid 0.794 0.623
<Table 4> The result of the confirmatory factor analysis sci2 0.77 0.519
SBI sci3 0.821 0.456 0.616 | 0.772
Variables | First | Last| GFI | AGFI | RMR | NFI X2 p sci4 0.763 0.664
Eco 7 | 4 |0.975|0.877 |0.040 | 0.973 |13.134| 0.001 cl cci3 0.838 0.403 0748 | 0814
Leg 6 | 3 (1000 - |0.000|1.000| - - cci4 0.891 0.279
Eth 6 | 4 |0.949]0.8480.044 |0.969 |34.799| 0.000 baf 0.901 0.245
Phi 6 | 3 |1000| - |[0.000[1.000] - - BA E:i 8';322 g'ggi 0.688 | 0.835
Evn 7 | 5 |0.951|0.852|0.045|0.964 |32.348 | 0.000 - 0819 04713
CBI 2 |2 |NA| - - - - - CR br3 0.851 0.337 0.715 | 0.856
SBI 3 3 |[1.000 - 0.000 | 1.000 - - bré 0.866 0.333
ccl 3|2 | NA| - - - - - bc2 0.853 0.391
BA 6 3 [1.000 - 0.000 | 1.000 - - CcC bc3 0.897 0.275 0.738 | 0.857
CR 6 | 3 [1.000] - |0.000[1.000| - - bcd 0.826 0.443
cc 4 | 3 [1000] - |0.000|1.000| - -
csv | 6 | 5 |0977|0.930|0.035|0.982 |16.416 | 0.006 _
423. HFEIY Y THHEIEY
FSEfCIEQf MEEICID = Z=XK|7Io| HIIEZ S 7jES
o HSH o 2o _ T oM [=] o =0 o=
2 70N SEE7L 47 oldE EEStn U= 29210 =B, AAE AO| X|ES 7HO| LYRALRIO| A|ASH ML
CroltLo 51 51O F OlE M2 AlAlALCH =3 ) = o y = =2 = 11— o= =TT HoT
CHSH EHXpRiof CHet =HelA 59-._|1——|§ MAISHRICE £3], = = O|AtO|BtE EIZEISHE I} EXSICID 2 £ QUCk CF2 jue
QIF QORIZME Fdlst ALt x° 2t X Folx(p-value)?| 7|Z, EXSIEE JpME Yo X|ES0)| LHXSHS Q0IZHo| Abmo| &=
Eag I—-llcé}‘E I|—,—01|)\-|t 7||_ |EEI- aAFO| Ll'El'I'l'E %‘_?_1 —_I']'Ao-l?g‘% xl O_‘_7-|| [_l.El.l_H:l. .LLI-I:NE'.EI‘E(d|Scr|m|nant Va||d|ty)7|- =X H'é;l-[l—
% SMC(Squared Multiple Correlation: 0|5} SMC)7| %2 2= (E 7 2 2 9ICHBae, 2006).
& 05 0[¢t 2h), & FFAVL HuH &7 L2 &3S HAX 2 OoME NEEITHY ASS ol Zalwa oj7fss gl
2% Mol 2do| HHdS Swctaft oidtt Oldel BEl mamaof ofstor olupser o A sy Selx R0l
S S0 £4& HAXAD AON 2FNZME dAlS 242 o) g Azlsel SAXE 18 B4 2SS, Ut
Satsanc e oot 20 T2 HEA Bel A Moz 2o £Z 0| 050140 Lieof st fd Alzles o
2= 7IFS UESE A22 HEHD o2 07 O4 0| LiQIOf BICHKim, 2007). 2AZDiot

<Table 5>t Z0|, ZE FHHH0N 2t 7|FZS =it QLof
=ME22 et QOlof CHsh EHj:l-_c‘,'g A Ao=E HCHSIRICE
(Hair et al., 1998). HEEIFH2 2421}, 15 = 2020] &
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Z} RS2 Y= 7HE0| 7|4Eof THEEEEE 2o A <Table 7> The result of model fit
o2 BERIYCE CHSOR RARSZZNAVE)O| BE AHjA 7Y
20l 7t MRXSK|ELH HOF BICFomell & Lacker 1981). Suitable index reference research
<Table 5>01 2t @olo| BAEEZto| MZ2 PCH2M ot ) vole mods
7t Qolmfo] 4R 2 HmSB, 7|WS0[0|XIet | X ) p20.05 1508.43(0.000)
S Toslns BE BAXSYAVEQ HI2 o 2 A Xl >30 2703
2 2IF 2 YTt J|YBZO|0|X|2t 7|AM QOIS TjIHH GFI 20.8-0.9 0.750
;.‘-9; ﬁﬁ;%—’r—fxé j?}l_—?fo__illﬁ ;fgfiﬂfﬂi,l 017%3%212'} RMR <0.05-0.08 0.075
O| ofL}9] e~ Sto}s}
—ﬁ‘—lgﬂf Er%‘:ié 5’|°9f% soz fﬂ':._%?ilir. =T M Te= RMSEA £0.05-0.08 0.081
AGFI >0.8~0.9 0.702
NNFI (TLI) >0.9 0.877
43 7|-AE-|?:-'I§ CFI >0.9 0.891
TREPHAl QEO|AS 7|X ST K|2GFl: Goodness of IF! 209 0.892
Fiol =% Mot X|4:(AGFI: Adjusted GFI), H|@ X3tz X|4 PNF! 206 0.743
(CFl: Comparative Fit Index)2} & HTtE X|2=(NFI : Normed PGFI 20.5-0.6 0.629
Fit Index), H|EZ ZgtE X|4=(NNFIl: Non-Normed Fit Index), €
A7t MAXO|(RMSEA: Root Mean Square of  Error
Approximation), A7t T THXHRMR: Root Mean Square
Residual)E H|1m3}SILCt.
<Table 6> The result of the correlation matrix and discriminant validity analysis
Variables ECO LEG ETH PHI EVN CBI SBI CCl BA CR CC
ECO 0.901
LEG 0.632 0.886
ETH 0.533 0.818 0.947
PHI 0.639 0.770 0.797 0.932
EVN 0.536 0.777 0.791 0.861 0.938
CBI 0.843 0.747 0.598 0.612 0.563 0.872
SBI 0.670 0.793 0.817 0.850 0.865 0.706 0.878
CClI 0.723 0.632 0.620 0.802 0.664 0.631 0..799 0.902
BA 0.803 0.715 0.643 0.705 0.607 0.906 0.802 0.765 0.914
CR 0.809 0.629 0.534 0.612 0542 0.873 0.714 0.663 0.904 0.925
CcC 0.736 0.675 0.629 0.579 0.517 0.925 0.697 0.657 0.886 0.867 0.927
2ol Mol J|E 3 7HEdT Zat 7|EE <Table 7>t &
Ct. 2MZnt GFI=0.750, AGFI=0.705 7|Z0 CiA 2 0J%| <Table 8> The result of Hypothesis
£ US IRl o=@ UEtdTh SEYL Mulaik 5(1989) =
Etezadi-Amoli2} Farhoomand(1996)%| -T',;FE,j_hE—_rLOﬂME GFl= 0.8 e Npaiess pE o~
0|4, RMRO| 0050 7790l @go] HYEE oIFstn QUck B | 2% | CR | resut
2 BHo| MBEs 2t BAfET SHES0| A AF Xt
Egl_ O‘Ii EEE JS,:." _?_@3}1 9}'\% Z'JEE _7'<_7é-’|-6|_9a|:|_. H1-1 ECO — CBI 0.664 0.075 8.679 Adopted
H1-2 LEG — CBI 0.38 0.115 3.401 Adopted
H1 [H1-3] ETH — CBI 0.101 | 0.082 1.028 Rejected
H1-4 PHI — CBI -0.135 | 0.114 | -1.103 Rejected
H1-5 EVN — CBI -0.077 | 0.116 | -0.683 Rejected
H2-1 ECO — SBI 0.231 | 0.054 3.598 Adopted
H2 H2-2 LEG — SBI 0.043 | 0.089 0.427 Rejected




Don-gon Lee, Myung-jin Lee / Journal of Distribution Science 12-9 (2014) 101-112 109

H2-3 ETH — SBI 0213 | 0.066 | 2.306 Adopted <Table 9> The result of the comparison variance analysis
H2-4  PHI — SBI 0.194 | 0.09 | 1.728 | Rejected Variables Group
Independen Parameter / Csv csV | CR
H2-5 EVN — SBI 0.364 | 0.095 | 3.398 | Adopted t dependency High ow
H3-1 ECO — CCl 0.402 | 0.071 | 5357 | Adopted ECO 0.505** 0.689* 2.015
H3-2 LEG — CCl | -0091 | 0116 | -0.791 | Rejected | LEG | LYLS L 2239
ETH CBI 0.181 0.146 0.089
H3 H3-3 ETH — CCl | -0.026 | 0.085 | -0.251 | Rejected PHI 0.182 -0.264 -1.923
EVN -0.076 -0.187 -0.739
H3-4 PHI — CCl 0.673 | 0.123 | 4.981 Ad.opted =co 0214 0147 0248
H3-5f EVN — CCl | -0.042 | 0.121 | -0.345 | Rejected T LEGc | 0101 0.322" 5094
H4-11  CBI — BA 0.645 | 0.064 | 10.226 | Adopted ETH SBI 0.146 0.183 0.394
H4 H4-2  SBI — BA 0.145 | 0.081 | 2127 | Adopted | PHL | 0.27 0.219 -0.229
EVN 0.468 0.19 -0.662
H4-3]  CCl — BA 0.25 | 0.069 | 3.787 | Adopted ECO 0376" 0293" 989
H5-1 CBI — CR 0.278 | 0.128 1.973 Adopted LEG 0.172 -0.202* -1.658
H5 H5-2  SBI — CR -0.025 | 0078 | -0.34 | Rejected ETH ccCl -0.142 -0.073 0.432
H5-3 CCl — CR -0.005 | 0.077 | -0.056 | Rejected | PHL | 0.705™ 0.726™ -2.028
He-1 CBI — CC 0.625 | 0.113 | 5628 | Adopted EVN 0.275° 0.077 1975
- - : : : opte CBI 0.717" | 0.739** -2.033
H6 H6-2 SBl — CC 0.02 | 0.079 | 0.306 Rejected SBI BA 0.148 0.092 -0.655
He-3] CCl — cC 0.046 | 0.069 | 0.685 | Rejected ccl 0.081 0.319* 1.999
H7 BA — CR 068 | 0166 | 3.649 | Adopted | CBl | 0.532" -0.217 -2.037
SBI CR -0.007 -0.106 -0.557
H8 CR — CC 0.284 | 0121 | 262 | Adopted o | 0.056 0214 ~0.890
CBI 0.923** 0.643* -1.982
SBI cc -0.028 0.035 0.477
e m - e —mem - - P - CCl -0.062 0.095 1.149
! CSR \ ¢ Corporate 1 ! Performance | BA CR 0.200 0.856* 2.029
Image I I cC cC 0.091 0.208 0.618
1

corporate
behavior image

social behavior
image

' '
573w
corporate

contribution

~

(*p<.05, **p>.01)

<Figure 2> Research Result
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Hel etolM BMA AtES dF St Ao st S281t 0] Z0F
of B2 AlZtnt =30] FX}L0f0F = HOIELt

5. GIRAD £2 U ANE

= AFoME 7|Yel Melgs QQlo| MEstE 7| O|ofX|
o +34R02lE oi7isto] 7|gel B0 oot B, 7|¥Fd, 7
2ol 249 5 7[gel F2 CSR dutof DXz Sds 24t
1, LIop7h =2 CSRO| 2HE JiEez MAED U= CSVO
Chet H|XfO| Q1A0] 7[@e| CSROf| Oftet =ERME 0|1
USRS M 7|o| Al Megss ot 7|8l 3¥H
St Aot 0| ot 28X HEH Yeks MASIAL SHRACE

F2 =4 Zi, 7|gSo|0X|ol= BHA MY HH MY
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7| B8, 719 BEE R0 dYs 0K AU, Alelds
O[0|X|, 7|¥S¢l0[0jX|= HHME Ef=S Sof 7|2 Bdat 7|
B0 S O[X|= A= LIEHRCY.

CSv QAo mE Xol2MoM = 7[Z¥Se olo|Xl= 7|
thet SR7MK &2 40| &2 28X HEoM=E XA MY
230 F(+)2f &= O[X|= A= LIERRT) HIEH, CSV QIX|
7t M2 YoM = MY MY, 84 US| Y+l dgs
OXl= A2 LIEtRLE E3F MlEH O[0X|oM= SR7HA
HE0| {2 MM Y Moo F(+)2f dgs OXl=
Aoz LIEtRLE 7|9 S O[0[X|0M= SRIKEE0| 52
T &2 MT RR0AM ZHAN Mlesa MY HARSO|
el = niX AL, 2 HEHM= Y YUES
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olgel ZutE 32, By 7ol 7|2 3¢ &5 Y

N FaE 5 s 7| dSo|nX|os 7|gel BN MY
HY MYyzss Sof E45 AUSH, AlRlH Ol
7 52 =0 iY== MY S o|0|X|= 7ol B
HASS 0|0 B2|H MABSL 22 A=Y 20| &
85 MYESO0| O|0|X| ¥y ooz AEstL U/UCL
A9GAt=l, 23t A S8 Sl Ao Z|qgezM dgEl= 7|
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