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Abstract

The social responsibility of fashion companies has become a crucial factor considering company image and
awareness. Businesses have thus increased their CSR activities. However, few studies have shown clear and
consistent results regarding the effectiveness of CSR activities. Therefore, this study focuses on the evaluation of
the direct effect of CSR on trust and corporate reputation including its moderation by consumer's perceived fit and
motivation. A total of 284 completed questionnaires were obtained from adult consumers in the fashion market with
promotional leaflets for CSR activities as stimuli. The results were as follows. First, the dimensions for CSR
activities were categorized as follows: Social welfare responsibility, environment protection, economic responsibility,
social regulation compliance, customer protection, and culture and arts support. Further social regulation compliance,
and economic and social welfare responsibilities positively affected corporate trust and reputation. Second, the main
effect of perceived CSR activities and fit on corporate trust and reputation was significant, and the interaction effects
of the social welfare, environment protection, and culture and arts support of CSR activities and fit were significant.
Finally, the interaction effect of perceived CSR activities and motivation on corporate trust and reputation was not
significant, but the main effect was significant. Implications of how to manage and enhance the effectiveness of
CSR activities are offered.

Keywords: corporate social responsibility activity(A13]%5 2 &) B-F), perceived fit(¥ §/-5), perceived motivation
(R12E &7)), fashion company(FH417] %), sustainable management( <754 %)
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3. Effect of perceived fit on performance

Aol T A 7be] A 2kE AA T2 (perceived
link)Z 9Jmale AC R, CSR EEol that 2 A
= 7198 dE, BAE omR|, MY T4 1

719 el AYat= CSR &5 7He] A& A (association)



—
—
[\

y Lo

u] St (Hoeffler & Keller, 2002). A4S 5+
W g A AFolA] Bol AE AEe
, 22717} ©]&(schema theory)oﬂ wE JS
A 2B A7 el &2 EW Aol f4A Yo
W, st I AXA FaL Teek Q1A
HHE AXH, I A= 719 &l 72 E 7]

27)ntet FAR O] AAle] w2 o 7 7S o
sl Hck o) W =2 AP M2 o
ok 21, A, 71, 2 B AH 5ol BT dFS

FPN-LLAHUHUNIO

{0

u] 21 tH(Tauber, 1988).

TAHCE AR 71de] CSR EF R A
7o) #AAE Fetst AFES AuH M, Brown and
Dacin(1997)0ll &JatH AuH[Ab= 719 9] 213 A 24
ZF 3 719 HAK(association) S £ 719 2 AlA|
< H7ket7] Wl 7199 5493 43¢ CSR
E5E s of ghhal 31T Hoeffler and Keller
(2002)= 714l AALY] B E 543 #HE CSR
g5 &5 242 A os O BIEE U
A1 g8l sk Tk Simmons and Becker-Olsen(2006)
< 719 ¥ 50l 7199 A (mission), A&, Al
4,718, £4 9 BAE 443 dAEFE A

w7 QAN &

r
>
N
N
~

S
et al.(2006) =g CSR EF0] 713 FHAdo] =&
o, ekl A B o FAAA GFE v
Z1thaL &3tk Becker-Olsen et al.(2006)< CSR &
Zo| Z7)9} AEglo] 7149 CSR BEo zqgg_
ZAn|zFe] Aol BA A o] o gkS
19 olm A ¢k 28k CSR
23tk Choi(2012)E 3 417)

Felo] e A} B
o] CSR &F9] a3

¢

l’
E

i ol o
ox of o

of

o

§*)

R

N

oi\ Rl dle
ko

o:i

ox
bt
)
3
1o

k

[«

U

Y0 m&?L
rui o (T ot 2 mo oft B N

& 8 82 o o 3T o
[ 12 ot
o = = o [0
Hx
&H B om
b =
Z B
B
A ~
o w2
19
% N
=
ok,
oy
uz
o °
Hi
b

i)
o,
o

o ™l

o

=

o}

19
%]
=

FHU ot
offl
o
iy
mo(‘
_I.z
N 2
=
o

)
9‘2’

2
o)
o
%
5
8
g
)
(=}
@

[o
i
e
L
®)
w2
=

T A SFel wet b
I Qv stk %141 Kim and Kim(2001)2 7]

©] CSR 53 AEEX(ALH 54 vs ,4]4;4 =
A) 7ke] FEA o) AU A HHE A Ee 2

47199 RS7HsHGS A CSR BEO] Bt By2stein

A
o|AH DTSl W], A

nd
ox,
o
a
w2
=

SFAHE Hrrste Fo dolgle AL #
Hateh I8k 71ge] 8t Sl EE CSR &
ol #al AvAe 9 HIAAE AU UG
I AR g Aotk F, A7t A Aol
o}t 7I<§°ﬂ 3 JE OgE Ao g g&Hn u
ZgAl 2 AFME HAd7199 CSR &5 99
T3 H 7t G Aol wEt Ao 3
7t ot fa GFE WA X ARFoR vetsiy
2+ stk

4. Effect of perceived motivation on performance
CSR @Ee] A3} Hrhd] &= the 94 AdeR

71Z & 4 Utk CSR &Eo) th3k 4|9 F7)
2] 7190l ¢ CSR &g Fdst=A ] &t
O 7, AR 7I9E Hrkekedl 8% 9
FoHCho, 2013). CSR Aol A F7] Q124]e] &4l
q]/\}o] = uﬂﬁ_o_ CSR §LE g xéy_ﬂ %1—_37_’

B FoA 394 WE&s g2 A7) Wi 71E
719 AFUA 1A W-&-3} ApE A olgt= Aol
3] A&mE|AREo] 7
9} CSR #¥ @lﬂf 2 o old ZEAE
21& vhepd ozt 7Hy
TAH A 22 Forehand and Grier(2003)= 71 <]
AEFAEF] 718 AR FoIE 4
(public-serving motive)%} 714 AF1e] o] 9]
5 7](firm-serving motive) 2 Y] 714 -73
& A, LHAES 7199 AT
4TI ]3} 57]7P -‘?‘*043‘21‘41 AAPE o

o ox Jm lo o[o[: lo o Y 9 off

N

M o o
o

94 CSR %"Eg —”E 3} ](genumely)
2 =2 o145 ¥t o}
Yzl 719 olsh 17411%91 AF a4 2 F2e 34
A . ¥HA, Becker-Olsen et al. (2006)
< CSR &F¢] F719 4ale] 7194 CSR &

<] 7+ 719 =93 9T U]
¥k I8y 2= HE 57171 7)Y
A GFL A kA uk "ok AH| )

<] 5 A U, e 4t
7b ¥ CSR EFE 7199 oS 913 F71%



Vol. 23, No. 4

™
ox
oX,
2

oJilE FA H B3A &
A Attt HA7EES o
A3 Jeon(2011) = 7|4 o] o}

2 A AU AYeA e
TE gAsA =™ ig1hel o
o2 PA4d F 7] W), CSR
2l © HGol A Bk
stk 8ttt Choi(2012)& =i

A

N

)

uj

C

N

oftt ;‘3
o o
fd

Is]
i
o
o

jus)
o2 & %ﬂ )
2 N
M —
o
<
- 1"3: o o H1
X
=2
X
0,
i
>,
N

tjo I

= 1o
o
|o

rlo i,
<l
o
w2
=
it U
oftt A
w
=
gk
offl
offl
N
o
N
=2
rg
:IOL_“
re

of thet amlae] 3 57

H
2~
rO
z
i
[l
pu’
bt °

(e o oo o P
© o
oo

X2orfr ook N off

&, ol
~
1o
oly
ko
oX,
o
—N
o3
o
38
Auj

kol
§ - e}

=
re i §

s

A
[\
[
S
rlo
o
2
N
x

frl
N
rO
1>
o

s rlr
E
o
|o
fetl
o
P o
2
2

(B3

1%}
=

ru‘

- oy ol

mr ox &
o

O )
__\TL‘

o,
Ay

4
o = rr ol
N

O;

AN

19 -
AN o dlo x> o

37} o)1) WRole}a ulHaielch
o= 719 CSR 2 9

A = Ee|
P EHo g ARUAelA A et

&

o
o

A

|
B
)

re
—)
9
w2
=
]
offt
offt
N
ro,
1>
2
=
o
=
)
Y

2 g & H te o
rg M
_2“ 2

IRCTN
e
o

i

1o

N

1o

i

N oox O
o 2 o X
oo gy
2 o O o2
B to = o
O
it S=
0{;’ r oftt rr
- i)
g N
_E‘ 2 off
rr O-it? o2
R
re
Lo e
iy '}
o o H
fru )
h=) ol

1L
ol
Kl
X
o

o
&£

I1l. Methods

1. Research questions and model
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4. Data collection and analysis
2 ATFE A% AEE 20139 129 169FH 30

A7AA, FFAG AFSIL Y= 200 o1 A

ol ol 73 A4dol gAY, A Rl A7EA
ek ok SHI SHe] B AEAE Al
98 F 2845 w40l o] &3tk AREAS 9
&} SPSS 20.0 FAI FH7IAE AHEEI L, WERA,
TETHAD, 8924, 37124 3 two-way ANOVA
& AAEAT

12078(42.2%), o174 °] 1648(57.8%)°1 AL, 20th 95
3(33.5%), 30t] 8874(31.0%), 40t] 757(26.4%), 50
o o4 26%(9.2%) 2. & vebitt. 8t

o] 482%m=1372 7M ¥ EEE dEher,
LB o 2 teh A S 24.3%(n=69), 153 S
°J8} 17.6%(n=50), thst 4 1 9.9%(n=28) 2
2 yehdth A4S SYn=73, 25.7%)°] 7V %
gkow, T thx o2 UWRAHT-H(n=64, 22.5%),
712 (043, 15.1%), FHAH2=2(0=39, 13.7%),
734 - B2 (n=24, 8.5%), T (=19, 6.7%), 71Et
(=22, 7.7%) T«S2 YERT

=

IV. Results and Discussion

1. Effect of perceived CSR activities on corporate
trust and reputation

1) Factor analysis of the perceived CSR activities
47199 2718 CSR 5ol 7199 AT 2
Aol mAE GBS vietetr] S8 WA A4E

CSR €59 a4

O.
O,
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& ARHSAT T A (Table 134 2] T57 290 12 7199 ASRAS AT AL A9, A
L0o13e] 67 £9l°] EEHh 2 2919 A7 A WAL AL A1 R kY 5o Ugo] £
TE 8001402 SotHom, o] LeFel AW HY) i AHEAVF O Py 2
& % Wae 77.53%01 3, 22k 7199 BARE 2 AN HES % Y

(Table 1) Factor analysis result on perceived CSR activities

% of
Ttems Factor |Eigen-|variance(% of| Cron-
loading | value | cumulative |bach's a
variance)
Factor 1: Social welfare responsibility
This fashion company
- is acting as an enterprising citizen exceeding its goal of profit making. .86 1761
+ is returning part of its profit to society for social evolution. .84 | 828 ’ 91
. . . . . (37.61)
- is donating financial and/or non-financial resources for society. .82
- is making an effort for the development of local community. .80
- is active in supporting establishment and supporting of local public facilities. | .77
Factor 2: Environment protection
This fashion company
- appears not to be involved in activities causing environmental pollution. .87 e 15.57 03
- appears to be active in environment restoration projects. .87 ' (58.19) ’
- appears to provide environment-friendly products and services. .86
- appears to make an effort to protect environment and preserve resources. 78
Factor 3: Economic responsibility
This fashion company
- appears to maintain a fair relationship with cooperative companies and .
business partners. ' 7.34
. L 1.62 .82
- appears to emphasize on creating jobs. 79 (60.53)
- appears to emphasize on employees' welfare and pay satisfaction. '7 4
- appears to contribute to the national economic growth through creating higher | 65
profits. '
Factor 4: Social regulation compliance
This fashion company 6.15
- appears to respect righteous social values and follow ethical regulations. 89 | 135 ) .89
. . . (66.67)
- appears to faithfully keep laws and regulations related to fair trade. .89
- appears to manage the company in a transparent and healthy way. .58
Factor 5: Customer protection
This fashion company
- does not appear to leak or misuse personal information of the customers | .84 198 5.82 "
without prior agreement. ’ (72.49) ’
- appears to respond immediately to customer complaints or requests. .83
- appears to try its utmost to serve the customer within the legal limits .76
Factor 6: Culture & arts support
This fashion company
- appears to fully support culture-arts and sports events. 77 L11 5.03 20
- appears to return part of company profits for the development in the field of | .75 ' (77.53) ’
culture-arts and sports.
- appears to organize or support various cultural programs. 71
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2) Effect of perceived CSR activities on cor-
porate trust and reputation
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(Table 2) Effect of perceived CSR activities on corporate trust and reputation

. Dependent
Independent variables variables B t F R

Social welfare responsibility 223 3.177%*
Environment protection -.062 -.891
Economic responsibility 270 4,131 %+* v

- - - Trust 20.094 356
Social regulation compliance 319 4.547**
Customer protection .025 .396
Culture & arts support .003 .045
Social welfare responsibility 214 3.197**
Environment protection .092 1.384
Economic responsibility . 305 4.899%%* .

- - - Reputation 26.808 415
Social regulation compliance 272 4.080%**
Customer protection .047 7192
Culture & arts support -.041 -.609

w4k

p<01,

Fhok

<001

Yoon and Cho(2007)2] S1+ZA3E 3 3sH, CSR
5 % %. 73;@]];@ iﬂo]ﬁ—Eo] {5“‘:]0— 7]@

i A B = S =) [e]
FE A, 1 oo g A4 AdSy, S84
AYBF £02 /1Y Ble] JFS vk ¥

2. Effect of interactions between perceived CSR
activity and fit on corporate trust and reputation
2|78 CSR 257 Aol 4585 719

A E B Ao mX= S Fetatr] f1E CSR
&5 7 AdI AR S HHRE Ve E, 7
7+ WA F Ao Z o] two-way ANOVAES
AN S A3} (Table 3)3 7o) Yebstch

WA, A7E CSR &5 7 671 23 A4
ko] FEAgo] 719 AR nAE TS T

(e}

,
ot
o>
o

o} , AF8 B-A) F5(F=32.540, p<.001), 34K
FEE(F=10.099, p<.01), AA A A 2E(F=3.807,
p<.05), AP A Al FFEE(F=62.157, p<.001), 2L
A B 5 B2 (F=7.262, p<.01), T3l & A YBE(F=
6.246, p<.05)¢] F &A= BT Fo8 202 e
ok g A4E A F AT A ER g
F(F=13.545, p<.001), 37415 T5(F=26.862, p<.001),
AAA AAGEF=34.119, p<.001), A3 FA =
FE(F=24.080, p<.001), 77} H & 3=(F=19.999,

p<.001), 3loll% A QEE(F=25.894, p<.001)%] 4]
B o) Ao Vet 12 947199 CSR
50 67} A7 AV 7 HEAE BAE

AFE) B A BE(F-4.446, p<05) N AT Fol8 Ao

p<.001), AR T IE(F=36.200, p<.001), AAZ
A A BE(F=16.674, p<.001), A3 FA4 =585
(F=50.881, p<.001), 1172} B 3 S2(F=5.745, p<.05),
F3ld & AYBE(F=17.698, p<.001)2] F &I}=
BT frolail vebsth Aol F B A A
EX)8E(F=41.313, p<.001), 373 .5 S5 (F=51.144,
p<.001), A A 2 &F(F=65.097, p<.001), A}3]
A A 255 (F=59.519, p<.001), L5 35
(F=49.973, p<.001), 3t & 2| D E5(F=47.481, p<
00Dl A B fo)8k Aoz vehdth 18y CSR
859 o/l AL Ay e AeAE ade &
RS G5 (F=4.399, p<.05) 3ldlE A LLF(F=
5.950, p<.05)¢] AFFAATE feJgt Ao R vloty]
At

- 653 -



118

W371999] RS7Hs 7

Ag A

CSR 5] 37} By2stein

(Table 3) Effect of interactions between perceived CSR activity and fit on corporate trust and reputation

Effect . Dependent variables F-value
Independent variables Trust Reputation
Main Social welfare responsibility 32.540™" 23.506""
Fit 135457 41313
Interaction Social welfare responsibility * fit 4.446' 1.095
Main Environment protection 10.099™ 36.200""
Fit 26.862"" 561447
Interaction Environment protection * fit .065 4399"
Main Economic responsibility 3.807" 16.674™
Fit 34.119™ 65.097"
Interaction Economic responsibility * fit 170 2.086
Main Social regulation compliance 62.157"" 50.881""
Fit 24.080"" 59519
Interaction Social regulation compliance * fit 1.871 1.412
Main Customer protection 7262 5.745"
Fit 19.999™ 49.973™
Interaction Customer protection * fit .650 470
Main Culture & arts support 6.246" 17.698™
Fit 25804 47.481™
Interaction Culture & arts support * fit 489 5.950*
p<05, “p<01, “p<.001
A% % A v TAHA EdE (Fig 2) & O% I AA/9L A 202 d4H
o 2tk WA ABEBABES AR FEAE teoR, #RNsHE, Polde AUPEI
of Mo WA= T (Fig 29 @ ANE  AFA o) A5G| /1Y BA mAE A
Aol 2BATE A7 Ge] AR EASE TS Aol &7 (Fig. 2)9 (b), ()9 2tk #3EHs g
A A2 A5, AP0l =2 AHM=3.89)0] S T FEE =A A4 A, A0l =L AT
JAHM=33)ET 719 B o A= 202 (M=4.04)F %2 JHM=3.69)7 714 54 2149
e, wR, A EoR ASEARE $HS Roli T e gtor), $HUIRE 59
SA AR A, Aol 12 JYM=3.19)% = YA AL A ARAdol =2 ARM=3.78)%
S JYM=3.02)7F A Ee] tigk zfol= AL S AT M=3.19)7F 719 Al sk 21241 9] Ato]
gle Ao yeytth oldst A= A7t CSR 7F Bl & Zi 2 Uity Ao 2 F35t
gFol 719 Al TS MASE Sl A = ALdEFH A 1o 43E 2AE A
o] AN TS stk AL vt F, HA B, Fols Ad8F FAS 24 A4S A,
71%1¢] CSR ol ok 2mjke] A E = 1 7)Y Aol w2 ATHM=4.00)% 2 FHTHM=3.69)
o] 85l 7t CSR &30l what thd 2pol7} 9le ZE A 719 B Aol digk Afol= AA vEhd
B, 53] AR RAGEAHH 7ol olH T EF A gskoyt, Fstdle AP TS WA Az
< ASHoR Fsjof &M, ol FFS A o A, Addol =2 ATh(M=3.88)3 2+
7190l Fat7)el Aatrt AN ELEE AHR (M=3.25)7F 719 A Aol tigk xpo]7} vl w3
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(Fig. 2) Interaction effect of CSR activities and fit
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3. Effect of interactions between perceived
CSR activity and motivation on corporate trust
and reputation

A7bg CSR B3} 5719 #4540 FEHgat
of 719 A
slal 671 2

A=t 1:1 u:!/\-loﬂ ]
¢ CSR &% ¥

o2 74zt WA T HAEOZ YT two-way
ANOVAE 4 A3 A3} (Table 4) 9} 7o) Yebstth
HA], AZtE CSR &59 7+ o7 AL 5717
o] Az go] NY Az e TS oot
g A3}, A3 B R BE(F=62.169, p<.001), 84 RS
B5(F=18.829, p<.001), AAH 2 Y2F(F=6.333,
p<.05), A3 A A F5E-E(F=64.925, p<.001), 2
2 WS BE(F=22.532, p<.001), E3la& A Y925
(F=16.076, p<.001)2] F &3 BF {3 zo=
Uebsth 719 F a3= AEA A E58F
o] QS A Q)31 AFSEAEE(F=11.050, p<.001),
B T BE(F=11.689, p<.001), BAZ HJTE
(F=13.411, p<.001), 22 B3 &5(F=15.276, p<.001),
3l e AQDLE(F=11.612, p<00D)NA F23 A
o2 Jehdth Iy CSR E59] 671 A9 F7)
7].0] 71— )\L_Q_XL_Q_EJ,]_‘— D_‘]:_ e} o] ol_x] L%% 3—19_
2 mobE ek
202, AZ4H CSR 59 671 AL
7k s Age] 719 Ué*éfﬂl ] 2] & 3%%
A}, A ER]25(F=60.299, p<.001), 3
L(F=54.472, p<.001), A= ﬁfﬁ%l%(F 20.621,
p<.001), AF3]A A FEFEE(F=55.188, p<.001),
TAR T IE(F=26.802, p<.001), F3ld& ANAS=E
(F=32.391, p<.001)9] &+ &3 BF {5 Bo=
et A7 F719] F E3 T3 AR A

N

;:;
folr 12 oft
e Sk

FFEFE A9, AL EREE(F=7.966, p<.01),
FAR T GE(F=7.702, p<.01), ZAH AJLE(F=

9.877, p<.01), LA K T EE(F=11.161, p<.001), &
sl & A ASE(F=7.782, p<O)olA & Ao
2 Jeikth 28y AE 59 vizlkA 2 CSR &
9 o7l A A7 F717ke] 2 e Ag 2
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(Table 4) Effect of interactions between perceived CSR activities and motivation on corporate trust and reputation

i F-value
Eifect Independent variables Dependent varibles Trust Reputation
Main Social welfare responsibility 62.169™" 60.299™"
Motivation 11.050™" 7.966"
Interaction Social welfare responsibility * motivation 530 342
Main Environment protection 18.829™" 54472
Motivation 11.689™" 7.702"
Interaction Environment protection * motivation 1.338 361
Main Economic responsibility 6.333" 20.621""
Motivation 134117 9.877"
Interaction Economic responsibility * motivation 200 1.555
Main Social regulation compliance 64.925"" 55.188"
Motivation 2.280 1.329
Interaction Social regulation compliance * motivation 1.645 .002
Main Customer protection 22,532 26.802""
Motivation 15276 11.161™"
Interaction Customer protection * motivation A95 730
Main Culture & arts support 16.076™" 32.391™
Motivation 11.612™ 7.782"
Interaction Culture & arts support * motivation 036 .035
p<05, “p<01, “p<.001
=BT fo5 @S A0 desHr ol 9% A7d A% £94 $7)E B HE 2
A AZ4E CSR BES §719) 74 44 5 CSR 859 AFo] AHA A )2 v, o
PHoE /1Y A% ¥ B0l 9L AN, 5 ey /1 BAC s #Aiol slvky ¥l
719 24 QYL YrkE AL PBh F M) Choi2012)9] ATATSE A gE T
ol o d F7|& CSR E5& 3h=A kel sj437]
Yol CSR E52 AHFH o2 Fsitty A28 7 V. Conclusion
F AHIAEE T 7S AFEL, e V9o R
B7pgiehE Zolth 2ev & g = siA7Y AT &R A 7194 CSR
o] ojw 3k CSR &FolE=A 14 CSR &52 &F g5l JaFE PIAE CSR 95 vhotet,
Al AbRAS S8l sty AGEFE 7)Y CSR &F F9l v Azd 4= 57171 7]
< SAACE YRt JAoRR FMHTh A Aok gA F5o ow gk S vIAEA
o) AvlAHECl CSR BF 5718 oW Ao TAHOE AEs BOEA WA A%k
2 Q43R 7o) /199 54 A CSR B AL 919 CSR BE BAH AL WAL 3
£2 s Zlo] AFA0| B Bechker-Olson  Pald] ££8 FaA Stk & Aol A
et al.(2006)9] ATAIE St £ CSR & wWE AAEE g 2o
T FE 94 T 994 R FEdte A, Q7199 A7t CSR &5 A2 A
BAE g ¥ 7199 CSR &5 9] A vA& JEASE, FARSLF, A ALLF, A
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