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Abstract

Recently, some fashion retailers have initiated sustainable actions in the form of corporate social responsibility
(CSR) activities to address consumers’ social concerns. This study intends to combine the concept of CSR
motivation attributions with brand extension literature in order to examine how consumers’ trust of a parent brand
affects their CSR motivation attributions and ultimately their attitudes towards parent-brand CSR activities and
sustainable extension lines. A self-administered online survey was conducted using scenarios describing a fast
fashion retailer introducing a sustainable line. Data from 303 female U.S. consumers, aged between 18 and 34 years,
were used for the statistical analysis. Data analyses were conducted using SPSS 21.0 for descriptive analysis,
exploratory factor analysis, and regression analysis. The results revealed that all hypotheses were supported. The
findings show that consumers’ trust of a parent brand has an indirect impact on positive attitudes towards the parent
brand’s CSR activities as well as the sustainable extension product line, mediating positive evaluations of the
brand’s social CSR motivations. In addition, this study suggests consumers’ prior trust of the parent brand is a
variable that affects consumers’ evaluation of CSR motivation sincerity. Marketing suggestions and thoughts based

on the findings of this study were provided.

Keywords: eco-friendly line extension(2F4 21315 212135}, CSR motivation attributions(CSR & 7]7]2)), brand
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I. Introduction
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Al ’*]’ﬁl +d %"% %% 3“ Z]é|\—7}b(sustainable)

ar f‘)‘ J_
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A B3] F28H thFolA Yth(Becker-Olsen, Cudmore,
& Hill, 2006; Graafland & Ven, 2006). CSR %714
Slofl A3 *36304:;'-01] oletH, HA =] CSR 571
AJE CSR &5 FIPETE BAE A8 54
of 93] 22 F Usol ¥ H thBecker-Olsen et
al,, 2006). ©]9F o], HA= E4e] gJsko] 2%
A% B3, CSR &5 3 T &HAke] CSR

S7171R19] ApolE ATE A7t UF S ¥(Yoon,
Giirhan-Canli, & Schwarz, 2006), 71¢ &2 Bl &
9] oji EAJo] AHAE] CSR F71Hd FaF
v XA =E=Ae dsixe A7t o 25
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AuE oz YA
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Il. Literature Review

1. Image inconsistency of the fast fashion
brands’ eco-friendly line extension
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Z3etth(Lee et al., 2002; Lee et al., 2007). 2242}
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& Attalla, 2001; Joergens, 2006).
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3 AAFE 29 RS Fastaat she el
THAaker & Keller, 1990). wehx, 5291 B
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Al aqlelgta & 4 gtk FAM X2 A
FHE S99 AR 0w A AAd ) 2
HAIESE &4 2o FAMI SR TR AF
o] $ttk(Boush & Loken, 1991; Park et al., 1991).
dE S0, BAEY A 73 T EAE B1
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2. The role of brand trust
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i
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g 7 dth(Lewis & Weigert, 1985; Mayer, Davis, &
Schoorman, 1995). Sohn and Lee(2010) X+ AH] 2}
JrtAA Y] BEAY S FAFE BAE AIFE A
FAE A F2HE ’\] SAAF =P SHAA
FHFs A

H AL A3
M7 FAASF

5 A 3l -
A AH|Ae] BAETF T2 Xﬂ%ﬁq 75-?‘
2 Z & BlFARPEAE 37 Aol
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HAE A= BAE eee] 771 (Keller, 2003)
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212, Z9|(benevolence)oll thet A1=], &4 A(integrity)
o ek AE FEEE THE T YF TFS A
231 Al HEE S48} A} 51 THBhattacherjee,
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A HAAFE FEoHA Kete HEA Y ol
A A Y 7HA ] BAHES S5 F de
Rolghz AEdfA Haso] S diek 2187t
A7 A Feplel g A Bz A=
FFe] T2 AdS A5 F sk
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E2 AAF SAE S8 REAE] FHH B
WE 2pito] Hold = JEF sk Agolghe A
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2o A ool mAE gFe dYEe AL 9
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SAAA AES Ao BN FHA R
ok opue}, RHMES pX|= HEW & I(feedback

effect) & AU 2 Z(Balachander & Ghose, 2003; Keller,
2003; Sullivan, 1990), A XA F A5 B3l 21
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Hypothesis 1-1: FH:=0) tigh &4 e &
BT CSR &3l oist ecel JaFs v Zolt
Hypothesis 1-2: FHHA =) et 214 A= X
44 el tigh ejol g3s nA Aotk
Hypothesis 1-3: FHAE FHo| 3t AF= T H
A CSR &5l tigh ezl Faks mA Aoltk
Hypothesis 1-4: FEHA= FHof tft == %1
A el gk Bel Jas 7 Aol

3. The role of CSR attributions
7 Ql(attribution)> AFS]| A 2] 8ol A AbgrEo] A
& Aot AEe] Ade T UAS FEFE
e Behs A0, AAL o YA A4 5=t
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o] Wakdel| ulg} CSR &5l s HEs £& 3
F71del gk AvrARl Bt AlF] e B
Tt g2kl 4 dthe Aol ti(Barone, Miyazaki, &

Taylor, 2000; Becker-Olsen et al., 2006; Yoon et al.,
2006).
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Z|(self-interested) 5712} W &4 (intrinsic) -2 ©]E}
2 Ql(selfless) F712 &3 AT 5°] UTHBecker-
Olsen et al., 2006; Graafland & Ven, 2006). CSR &
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2006; Park & Gu, 2012).
&gt vpe} o] W2 AAdTEo] 7192 CSR

Fol ek anA s719de 2A F 7 73
o8 FEIL e, /19 F2 A=} 199
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718 =545 A Hol T84 HE
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Hypothesis 2-1: A3]% CSR F7]17H %1
Zo tigk &84 AF7F ZHHE CSR EF
o HEo mAE JEFE miHE Aotk

Hypothesis 2-2: A}3]# CSR F7]#%1 ZE
To gk &EF A= 1844 el
o Bz HX = JEFE wHE Aol

Hypothesis 2-3: AF3] 4 CSR &7]ANS ZHEH
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AEA 50 sae 228 AT wu
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2. Data collection and analysis
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Trust in competency :
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I attitudes

| Consumer Attitudes |
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| Parent brand |
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(Fig. 1) Research model
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e e 2 o] AR A S FHEt £
B 2+3} 9 tH(Churchill & Tacobucci, 2002). & A=
us W 257 thEA ol AF38EAL 9l 19~35419] o
/3 Amzt At 67l FRF EFR] S AES| A B
I H&M= &’ o) ufstal Eefd 4ol
SHAE R esigich ol gk 2 A

b2 7L 20~300) oA Am A S A E )
A B =] ¥ AAH|zlo]H(Morgan & Birtwistle,
2009), ‘A AR12Le} vl st A ARI2 L 3R] s}
2 Aol B} olFo|gl= A (Mainieri, Barnett,
Valdero, Unipan, & Oskamp, 1997; Noddings, 2003)
yEste] JAYPHAT w5 W AU XA A
Aol o F]ste] Y719 ool 7ukek F2}e]
5ot A8 E 38 tHDillman, 2000).
SIHEGHE Eol7] Sla) AA A 2=Es
HAEE FEoe] AFES ALHon, 22
Edjd BAE2] HEMO] AlFeel s

JFRAES FABTHE AveleE Al

of SHetES stk AEad &
ik

g o
l‘

o

]

= e 0

+ %

FAA O S 7P R FoldME 3oA<l v
52 de F522 4EA th(Fulton & Lee, 2010;

Hustvedt & Dickson, 2009). T3k thix &<l s 2E
A BT oz FZH SPA HH =9l HEMS 3
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IV. Results and Discussion

1. Factor analysis of fast fashion brand trust

B AFANA ALET SHETE] BHYEE S5
A, WEESA BHES gk &nR} A 59
RS AR RIA S 9IRS AAlE)
th 2214 gAlst 715l vt Varimax 3]0l
gk AR B4 &-8-3F 23K (Hair, Black, Babin,
Anderson, 2009), & 167]12] £3}o] 57112] 2910
2R 22Hgou(Table 1), A% 5 7 2
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(Table 1) Results of

factor analysis

Eigenvalue
: . Factor | variance % [Cronbach’s
Dimensions Items . .
loading | (Cumulative a
variance %)
H&M is sincerely concerned about the problems of others. .87
In general, H&M keeps its promises. .86
- 7.84
Trust in ethics X;ﬁt 3;&;2011“: ?ﬁf";‘:;‘;“o"gh to try to be helpful, rather | oo | g7 95
J J : (48.97)
H&M is honest. .85
H&M is sincere and genuine. .83
My opinion of H&M ’s efforts to consider environmental issues is:
Parent brand CSR | bad good % | o8
attitudes unfavorable favorable 89 (68:81) ’
negative positive .89
If this new line from H&M was available, it is that
1 would buy apparel from it.
Extension i 1.35
ten.?lon 1ne impossible possible 92 841 97
attitudes -
improbable probable .90 (77.22)
unlikely likely .89
H&M is capable and proficient at providing apparel. .88 L18
Trust in competency| H&M is competent and effective in providing apparel. .87 738 93
H&M is knowledgeable about apparel. .83 (84.61)
H&M works to produce environmentally friendly apparel be-
. ) cause it is feels companies must work together with consumers | .79 62
Socially rr.lotl\.lated on environmental issues. 3.89 4
CSR attributions - -
H&M works to produce environmentally friendly apparel be- 7 (88.49)

cause it is genuinely concerned about being socially responsible.

* Measurement based on a seven-point Likert-type scale ranging from “strongly disagree” (1) to “strongly agree (7).

2} AHR7F A Zbee BRE AEE 594 4lE HH= A7} RHAZ CSR HHE=S Al
T &84 ANF, 83 AEF AF T 5 o r X JFAAE B3 ARN S F6 A
g A=) F 7k APoR FAE F dvke A HE A3, BA ] et F24 A9 BAE F
FATES AA = 2 I o] thMayer et al., 1995; Hol| th3k 418 ¥ ZHAHT CSR B9} A
McKnight et al., 2002; White, 2005). F=3t, 3| X~ E 5| ol Blxo 93 S = A0 E e, 7}
A BRE gk Ana 22 E A HAEHA A 1-1~1-45 BF AAEHATKTable 2). ©]9F 22
BHHSe] FEF W] 2= FH gt Alg] AFe 7199 AEAE Al e AnRte]
2 FEHA AAEE FAT 5 Uik SAARA WSS o] FAWT] AsiAME sl BHE
2 714l digk AlZ]7t vpeo] Fojof sttt

2. Effect of brand trust on parent brand CSR P AT AFE(Du et al., 2007; Sen & Bhattacharya

attitudes and extension line attitudes 2001)& A A et Bolth
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3. Mediating effect of social attributions

B =7} CSR HIEF gkl H x|
A= Gl do] A+3E1F CSR F717%1¢] mAE
IE AZS3H7] $130 Baron and Kenny(1986)7} =l 2t
o S o] g3t I FAEAS AAlstalct Hivid
FE TEUF TS A WFEA, SHHS
o FEAF WA NPt FEHTFY HAAE =
Yol oJa] AF AP EA XstA, A8 A9
A e A& A9 7Hedl st R7AARL 9
S 3= W40t Chu & Hwang, 2008). Baron and

Kenny(1986)7F A Qtst wi7RsA < A g ol A wlj 7
2HE AdFs] SsiME taol Al dAE AA
A Ak AA, SEHSE sl folg 3

1
MAE ERUSdS AU B4, 5P

e

L FEusel £ 9P ML SYUsdL
AZ AT AR, SYASS} L Bl
MAE Qg2 e wANEY FANRLL
AN s EPUSTE EE5uS ML Qo)
AR RS A% AaEAY fakA 9

Al vebdbol itk miA e Al WA ©A o] Azl w)
2} Baron and Kenny(1986)= "7/l &9 §8& F
T Z FEsnh wyiAsER 18] SHESTE

E
i

o WA= F&FHe] FolotA ¥A He
Z vl 7l (perfect mediation) T2 5F4

T2 FEHTl e Gl fFelshATt vf
FYOE Qlste] o) FEo] sk He A
=7 7l (partial mediation) EZZ 33T
Tl A w7 &3} 244 ZH(Table 2, Table 3),
of thgh &4 M= Akl % CSR 5717
nxE 2o yegon =

(E ool
1 rE rﬁ

do X dt e

re rir
ﬁ“ re o

odk
m[o

% i{&élﬂi
o M
ne e
%)
& 32 oo
oHT—@lEOR
N
< H
- O

m
e
it ofN
o to
[T
co, ML

L o1x
::,mlo
|
1{5:(”2
=
(nor
2 iy

M

pn= s D | A
Ho Jo
) lo
™ o
(>
)
fr

m
~r

a1 Q2o Hals ¢
A AH8)# CSR F719<10
o= AL on|ditt 2 2
=9} el EHE 7L«l A 3k ALS4 CSR
1]
o 9%

2z =
e
faie
2

=

ot

Ho

o ol FelskAl ?%‘ikt}.

o
REHE T st 212 AFSA CSR 571

(Table 2) Mediating role of social attributions on the relationship between trust in ethics and parent brand CSR attitudes

Procedure | Hypotheses Dependent Independent B t Adjusted R F
Step 1 H2-1 Social attributions |  Trust in ethics 498 4782 245 99.17°
Hi-1 Parent brand .
Step 2 .1 SR aftitudes Trust in ethics 266 4782 068 22.87
P Trust in ethics -.022 — 405 o
Step3 | H2I arent brand = 1 320 71.88
CSR attitudes | Social attributions 581 10.602
<00l

(Table 3) Mediating role of social attributions on the relationship between trust in ethics and extension line attitudes

Procedure | Hypotheses Dependent Independent B t Adjusted R F
Step 1 H2-2 Social attributions | Trust in ethics 498 4782 245 99.17°
Hi1-2 Extension line . . - .

Step 2 Do atitudes Trust in ethics 258 4.637 064 21.50
E ion li Trust in ethics .051 .863 o

Sep3 | H22 Ktension fine - {191 36.65

attitudes Social attributions 415 6.958
00l
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Al FoJgh TS A= AR UEEoH,
F&H4e THAT CSR Bl PXes 93
ek Folstnk v, FIARAS AN 2
3K(Table 4), ZEHHME CSR BT & &3l ZHAH
T 590 gk 2] Ay 2154 CSR F7

7t BQEO R s) 142%00M 22%E ZAdke] Al
3|4 CSR 57191219 W& EATS &
URTE mebA, 7Hd 2-2= AAHATE oAl L,
T8 o)A EEAZ CSR BjE] tidk CSR 717
19 AgEE 322%A=, B3 204 B
gol| gt A7t Yol wg Shs A
22%0l Ixem, FEAEF P& o

A = EHaHE CSR Bj=9] mA=

::4

71%’1%194 3 (B=497; =9.669"")3} H|wasle] A
gHo g A Jepsith oJojA, REHAE S
st 2127k AFS1E CSR 571A1S
gEkelel et kel nAe= dFS
(Table 5), el Bl o) n|x

gk AEle] AEE wisfEdle] T o
10.4%°0 4 1.9%=E Z4aki o, el s
14 Q3 (B=369; =6.545"") 3 A13] %] C
27191919 FFH(B=.171; =3.034" )} AhE
2 A JERstth

d

[o o

V. Conclusion

o] JAETHH AT CSR T3

2 AFekl ol thal 2njAl B9k AL F CSR
7119 i g3S A B IR 3o, o]
€ B3 sfHBEMES BEHE LSS Tt o
ZEFH BEAHEC] JFAQl CSR Al FaFE
HXE 8AES g8zl skt B 535 A
EfA B o] Ag, vFAEge] E4S AU
Ae BARSA AFE G A At A
ESfd BAE 2o FA4E ASHAV 4FAL
AN AFE] G A 28 RBdEe

(Table 4) Mediating role of social attributions on the relationship between trust in ability and parent brand CSR attitudes

Procedure | Hypotheses Dependent Independent B t Adjusted R F
Step 1 H2-3 Social attributions | Trust in ability 423 8.091™ 176 65.46™
HI-3 Parent brand . - . -
Step 2 3 CSR attitudes Trust in ability .381 7.138 142 50.96
H2-3 Parent brand . _ . -
Model 1 CSR attitudes Social attributions .570 12.000 322 144.01
Step 3 73 parent brand | Trust in ability | 172 335" w -
Model 2 | CSR attitudes | Social attributions | 497 9.669™" ' '
Tp<01, " p<.001

(Table 5) Mediating role of social attributions on the relationship between trust in ability and extension line attitudes

Procedure | Hypotheses Dependent Independent B t Adjusted R F
Step 1 H2-4 Social attributions | Trust in ability 423 8.091™ 176 6546
H1-4 - .
Step 2 D4 Extension line attitudes | Trust in ability 327 5.997 104 35.97
H2-4 L . . _ - .
Extension line attitudes | Social attributions 441 8.522 192 72.62
Model 1
Step 3 T o - Trust in ability | 171 3.034”
Extension line attitudes - — o 213 41.90
Model 2 Social attributions 369 6.545
"p<.01, "p<.001
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