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Abstract

Purpose — This study examined the effect of perceived corporate social responsibility (CSR) on cognitive trust, emotional
trust, and loyalty among using Korean food buffet franchises. The result of this study is expected to provide practical
implication to industry practitioners in expanding their understanding of the CSR effect in the marketing perspective.
Research design, data, and methodology - The data was collected from a panel of online research companies who are
over 20 years old and dined in at Korean style buffet franchise outlets more than five times. A total of 370 samples
were used after eliminating outliers and missing data. the data were analyzed SEM with SPSS and AMOS.

Result — The result of this study showed that: 1) social CSR activities have an effect only on emotional trust; 2)
food-related CSR activities influence both cognitive trust and emotional trust; and 3) both cognitive trust and emotional
trust have a significant impact on customer loyalty in Korean style buffet franchises. However, it is important to note that
this study found no significant causal impact from environmental CSR activities. Furthermore, this study found that
food-related CSR activities have the greater influence on the cognitive trust, and cognitive trust is more influential on the
customer loyalty than the emotional trust.

Conclusions — Based on the findings, this study provides practical implications to industry practitioners. First, that CSR
has a significant impact on customer trust suggests that Korean style buffet franchises should focus on CSR activities to
improve customer trust. Second, that food-related CSR activities have the greater influence on the cognitive trust implies
that industry practitioners should reinforce food-related CSR activities as a marketing tool to enhance emotional trust and
the overall credibility of their franchise. Third, we need to find CSR measures at the social level that can secure
emotional trust so that customer loyalty can be formed. Fourth, Korean food buffet franchise food service companies
should concentrate their efforts on CSR activities at food and social level among the three dimensions suggested by
researchers in order to form customer loyalty. For next study, perceived concept of CSR on individual customer should
be examined.
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1. N2

—

AH|XE 7|19l Ate|™ MQ(Corporate  Social
Responsibility: CSR) ZE52 &2 JtX|2 QIAISICE CSRE
71 XMel A S =O|HA 7|YO| AKE X[ A2
dHet MElE RHE AP FHo| IRIMKEER
O|lE|ojof oict. ot M2 AES=E QIAL[O0F BHo}
(Porter & Kramer, 2011; Drucker, 1984). CSR 252 7|¢
It =22E0 2EHQ PeE 0|X|0(Sen & Bhattachkarya,
2001), 7|9} O[O|X|Z BCHAIZ|D HE U MEA0E 9|
Xol HzkZ =LCHSirakaya-Turk et al., 2014). AH|X=
CSRE HM=Meoz £dst= 7|90 o5ty SE&c= H
715t st 74 d20l= A2l Mo o HSSH=
7189 HED MHAE 0§ CHBarone et al., 2000).
AHXH= 7|Y0| AtR|E MAS H s>t X|2igsE
7|el 2EAQl FHO| o5t Myo| =O0EE EOFE]
CH(Eisingerich et al., 2010).

7|92 CSR &5& 285HH +=Adt7| i Eted
= =¥ 7|ES OrEsta ZAsop oot ofiE H[=LA
Ofe| /40| X|M3lEl CSR E&522 7|0 HEA|7H0F
Ch. s4XQl CSRE FT6t0 nAFSHEE Mo HH
opEOl ANE E5E = US AO|Ch HEHMO|D 2 UstE
el CSRE ZE Y 20ke| 7|0l M&A|ZICH= A2
F27F UCE Al 7|0 HMgtst CSR & R}Y2 7|1E
A(Choi & Parsa, 2007; Lee & NamKung, 2015)& Z&
Stol O§7f He=1te| BAE 245t X; Bict.

AH|RFSS 7|200| ARH MQl ZHEO| Cifs) SoMQl Ef
EE HOQICL 7|Y §4d1F CSR &&9| HMahdo| mzt =t
7t +0[|5t Zd(Becker-Olsen et al., 2006)2 2 1| Lt 2|4
7|90] S40) Xeist CSR BES Hgolol 17 SHEe
o ZAE md= Z0| HOt HAEQl ez ofAZICE

QA 7|Qo| HlgR|MOl oA EHT} BNl SAle
D AL QIYIICL QA IS AE obN¥nt 7, g
M A%, M Q0] ZR3 SAH0ICH AH[XHE QA =
THALO|=O| Atz|® M0 =2 S B, Al mHx}
Olzz ARR|E #Ql ZAHO0| ZHLLe 523 2442 2
MSIRUCHWIczak & Reuter, 2004). EESt ZEHXIO|= 7| R19]
CSR2 =2 LE|E =0|=0H Relst &2 0|X|= A=
LIEFSHCHLee et al., 2010).

2 ol ofg 7| S0 Mt CSRS Susto] 2
of #H=0| ofH FEZ O|X|=X|E =elstd = Ao
O 8 HEXOA 24 7ol NAFHEQl ALt HE
HO AR TAl7|= TEEQ AMEEZ HSoH=
Zof <ozt ot J2hM Al T|Yof Mot CSR gt
nHABHEE AHOIM MEQ| QN Agtg AT} BICL

MEle B HA DEM Ol Fash JjFo|n], &7
ol MIHQl B TS 93l st 2OpolM Tax
Ol @0loZ CIREOUXN LACHKImM et al., 2008). ZH™HX Az
of QXA Algjz2 FEto] st £ A2 JjEzte]

for 1ot HI 3O

4> L

Q
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HIK| FHH R BQIStIA} BHTF.

NASHEo| 2O A2l= 2 =t 4=l o
HIEEAE 2Ol NMBHE TS 2o Bfe dN I
oA YEtEo=z EeX FEEI S ZSHE0 g2
0K SgtazlE ofof sict. dEd Sdte vtE70] A
M, 74 mize 3 Aefr|zh 2 Y Ao dEseE £
it BHH BN SdDE 4EE S0 AMY 29, 3
2|0 FHX 29oz LiECKBansil et al, 2004; Gilliland
& Bello, 2002).

7| d7S0M= CSR &#&0| T ®Qlo| Fak2 O|X|
= AFEHe Zatt QXA HtE =2 HA|ZUE ZHO|
ZFE O|FQUCt. J2fM CSRO| nMEMEo| EjE A 1t
oM Zash el MRlo] 0Kl g3 S QlntyN gt
2 yske A2 2o| U= Yot 2O} Est 7|E AF
OM= =0 71 225 & 7|Zat IHAEZE A7}
FE O[FX|Tt 2 dF0ME 52t CHEX| 2 =LY
ShAl Himj| ZEXI0|= 7|YE YR RARICH CHfst
XY S A0z Q7o =2 HE A|=SHRUCE A A
oA 7|l Ate|H M =Foz NABSMHE Hot HE
of 7lojgt &= e THANQ MEZ A = UAS UAe=R
HolCt

Aol SX2 4 7|go| Xgtst CSR &£52 Al 7HK|
A ARR|E, SAE, o™ KRR AZ5D M| THK|
KH2lol 24l 7|el CSR &&0| QXA Alg|, Z-H AE
o O/Xl= FYHZ oISty ozt QA E HH5H0]
NBBHEE AHSHE=X| HAFEMS Staxt Sh= Ao|Ch
2 O7= 1AWZEE RS o 24 7|9l CSR &
o =gtst OrAE TEF AMEZ AFEXA FMAISHA El=
7|9E StA ElCk

kal
N
=
2

Ja3

2. 0|2 Hj

2.1. Al 7|40| AtS|E Ol

71940] ARBIX Mole 7|i0l0] Aksl Eet JHKof 2
HIZFRE WHoR Y| MM FTeln oNEHS s

o, dsg 2F7t UAcHBowen, 1953). Druckers ZH|X
Ot AtzlX CHI2 HHZS A THE 7|2 20
M2z Mo EXfsCtn SHRACE Alz| L0 XX[SH= &
go| Bzl 7|¥2E|7F Z=E[0 1990E o= dE 22
2Ol HE2 FF2 EA ZI/UCHBowen, 1953; Drucker,
1954; Park, 2008).

QA 7|o| CSRoO| 42|, nAMZHEo| O/X[& Fgnt
oIt HAE mefsty| M 7HY Mgtstn Al
gso| THA Q52 S8 HeISE Jgsiof st 1H

T H = [
KHI0IA 94| J|gio] ABIE Mol BSS AlBY, SAX,
AN Ajeloz ERY J|E Q7S 283}7|2 SHKChoi
& Parsa, 2007).
Aol CSR &EZ2 M 7HK| Aoz dFooh R,
AMEIH RO MY S22 XY Ar|o| SASHE HERO|CY.

r
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W, SMY Aol MY BS2 AHIRE i St

—a
LAY S8 X1I%3F‘— 7*0IEr _‘ M2 0FE
2+of CH
S o= SEULEMN Eﬂ*EE*OI MEI’“ *—|% 25
OlA OtF ZR3ICtD °._"%"2J1Ef- Aw, 2HEA m o| A
=HE2 Mg, ofHxl HZ, F=d XA AHE S0] 2
QASHE 07| 2Bt ML H7|IES 7.:#iM;’I._
=& SICHWIczak & Reuter, 2004). =L{-2| 2|4l m2HX}O|
Z 7|¥E2 AMRlE, SAHE, o Fdd KRR AR5 O}
dot Atz|d M 2EZ MA[GtD UCKHChoi & Parsa,
2007).

22 Mg

Mels AtRldzlst, g, 299 & 200 met o2
A Helx|d ALK *'EIL A e oM F=R T Y
FHo|{ ACHOIA| Z[o| #elez dWEY ZAol2ts YIS
USICHWilson, 1995). AMZ|= w2t ACH7F M2, MZ|Y,
O|EME ERSt Aoz mttr|= gt 7|0, J2|a =2
£ USICHCater & Zabkar, 2009). AMZ|= AH|XIO| 20|
SR Mz|dap Mool &£ JHX| JHE0| LEZE[0f A2
(Ganesan, 1994), 7iQluto| ZtAHOM LOojLt= weti} 2
&l 7|CHZ(Zucker, 1986)0|LC}.

M2le 2, o|4X, AN olojo Mg HE Y=
SHOf H|WH 2bMSHA| AE|E St= Z40|H(Luhmann, 1979),
Atg|ple[e AFOM = EfRlE MEISH| fIsiM e d-EO|
1 QIX|&Ol 7|HIO| WLt SERUCHLewis & Weigert,
1985).

Al 7|€49| CSR &

aril

SO DASHE ZAOM =L O§7Y
Ha=0l AE| 2O *F74I S “E'3P1I 3‘32' 7] fIsi XA 4
Elet 2 ME2 PRSI0 SES AR ST} A2 TS
QIX|HQl MERDF 0|2 HME22N &7 207t &= O
dE d49| QXH AE[eb HTHHIel 2A O S &
7| 207t &= Z¥E LMElE FEECHBarber, 1983).

Z4EE AEls AOietel AN Rl Z2EEs =2 I
swEIDfi SUE HiHFEM LIEHLEA EICHLee, et al.,
2015). HtH OIX|A AMZ|= $2|H0l 0|92 AMrjHtS A
st ZQIO,_IX| A™S= ZO|CHLewis & Weigert, 1985).

Azls Etelo| ojzot WSO MOl IS ofm, #
kM e 457 Qo = AME|™ AEl(Rousseau et al.
1998)O||:f_ ESh EFQIOA Z|CHD A O] = 2|=(Doney et
al., 1998)0|7| & otCf. HHH OI7<|"* B2 gdkl= MEe
2 FIoto thof, oL, T, EME "Rl 7|oiZolct
(Rotter, 1980).

IHSEEE ME K AMH|[20 CHek Oof%, ofgel &7

o e, AFOfSHEALE S /St= HEHO[CHOliver, 1999). =
o XAE MZF S MHAE D[Rio= A FOIE XHH2

|
2 g 5+ A=F Yotz Z(Oliver, 1999)0|0f A 1t

X*OHH SHHQ 7Y JEeE 0|8
, 2002).

E|CKSirdes-hmukh et

Sges thedt ghE FOjET OfL[2F HME Ciet =
°|7“ Bz, 3784 i’él, A o] 23t S Eeddhs
CEXHIM Q! 7HEO0I7| = SHEKYI, 2000). Mot 12 FE O
Bl 7|E 19| &7t 2sH0|H 7Y o[ E'E'EE =
20| 7| ME0f nASEEE Oi? S2% R20|CHRust

& Oliver, 1994)

A= o o=k 77 JHEO| Li=E[0o] RUCK
Fof ol=s Symol mAOR ¥ & 9lo0), Yo
XEMoz 010|:o 7H'—40|Ef(Zhang et al., 2011). 7+
2 AH|2 HI*HE 74°4°P04 gt =4S UEHY, CHE
SHXOA HESY S71207F 2 5+ A=SF oA Elt
(Werther & Ricci, 2004).

o DUSYELE 7|0 FHE ol Y ojAc
4 g e S8 OAIEEIE 2, 7t =20 =
%o| ZXletCH(Reichheld, 1996).

EI—J

3. g+ 24
31. ey

£ STOE oY JI90l AT MYl BEE Aol
xHelo] CSR 25, SAK Aflo] CSR 25, BX A2l
CSR BBOa Fwath Ml ohil Helsl Sl I Al
Mol PS0| X Mzlop AN M| J2|n nABHE

of OlXlE Ee solslnxt chedt 22 ATEdEe A
Mot

Cognitive
Trust

Customer
Loyalty

Emotional
Trust

<Figure 1> Proposed Model

3.2, 7pdol A

= FTF0ME 24 7IYel CSR 2E0| A=lof DXl
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2OtEY| o =2 24 ZMXO|= 7|9
SR &5 M& ST (Choi & Parsa, 2007)E HiEHoZ
o Ao Chotod CHSat 22 9 tEE 2

>
o
o
08

|0

3.21. 24 7|9l CSR &1t dl2|= Zho| A

MEIZE 22 =FELE LIEIHH H37t0| H3 S gheA|
AZFH, X[ZHE gt s2tHdES FFEFA ECHGIl et al,
2006). AlE2|l= et 2AOHAHEL] =T =M(Berry, 1995)
AZ8atol 2HA g aFgolM STt a2 A8ttt 7|Y
O Arz|XM Q0| AH[X} Az|of O[X|l= g0 =2 A
OF LIEtHOH(Mayer et al.,, 1995), MHuittH=~0f S 0|
X 71gel M7t 3838t ME|™ J|HO|CHPark &
Hong, 2009). tEst ZaHXIO|= 7|2i9| CSRO|| CHst S
o X[2t2 = Lz[of |olst F¥E Okl HLE LIE
SCHLee et al., 2010). CSR2 Z=YLIE 7to| MZ| £==0f
T g%E 0|XICHKnight, 2001).

719 AHRZE BEY = Ue H4ED MH|IAE MBS
Oft AMZIE S £ A2, 7|9l HMEHO0| EXHetit=
P30t S AH[XOA KMSSHOF BHCE QA 7|9
CSR Y52 0|2 Y2fo2 M2 +Esjof SHCID HOojFl
Ch. Q14 7|90 AlR|X M) giate 12 Alz|of Rol3t
&2 FCHJung & Yoon, 2014).

71919 AT el BES HHANOoR $3E|0f 2
ME EFSHA| Xt 0| AMaO|Ch CSRE CHYsh #Ee
2 ZFRSIAL 2SR 2 FoFe thd JjEe= Iy
O] M8w[0f Ct CHIDH MY HE LHOM 7|FE2| HI=
LA E40f x|X3}El CSR &2 sdslorat nzZ40| s
HAMEOf CHSHY =olXQl Ei=E Hdstd nAMBHE o
Ao AEXC 7|0 & AR 2Lt

Choi & Parsa (2007) A3 1.2 X8| DX} SiC M
ATOM = Q4 ZAMXO|= APl 1Y Al2[d MAS
ot 4|, d2|n 2ol M 7HX| FR XAz Z/5}
AL 53] AH|XEE2 At2|H ARl MAS =4 ¢
XSke A2 LEFRCE [l AtelR xQl I XM 25
2 sie 7|go| EEe FeS O|FCHCarroll 1979; Kim
& Lee, 2016). D Al AH|XE2 OHFSt HEZHE| MS
S 717 £Q5HA QIAIGIRICHLee & NamKung, 2015). O|4t
of Ml AAFEE HIERE 2 AFM= Cia3t 20| 7t
42 4H5tqct

ot

2 2>

<H1> A2|% xHglo] CSR ZEe AZI=0] H(+)2)
@ Oja zolck.

<1-1> CSR 252 IX/H Hz|=0] HHo| Y&
o] Zolct.

<12> CSR 252 2HH Mzl HHeol Yz
o] Zolct.

<H2> A% K}glo| CSR &5 M| 0| H(+)2|
dgg O™ Holct
<2-1> CSR &&2 QXX ME|=0| FH(+)o Jdets

o] Zolct.
<22> CSR 252 ZHH Mzl HHeol Yge

oj& Zojct.

<H3> $7% A2l CSR TS Azsof| HHol
@S 0j% Zo|ct.

<3-1> CSR 252 QIXIH Az|=0| H(+)o| Fgs
oja Zolct.

<3-2> CSR 252 2MH Mzl=0| H(Heo| Fgs
oja Zolct.

MZ|QF nZ=ME ZtAH(Moorman et al., 1993)= 024
A7t MAIZIRICE A2l 7o ds aHEde 7o)
=93+ 07 Ha-Z LIEHGCHBal et al,, 2004). CSRO| &
F7HKEE HEeR TStHA 711t Atzlo 2 ZBXA
7IX|Qt HEFE HES MM A E[fUen, DMZHE0 F
ak2 O|X|A Z=ICHKramer & Porter, 2011). st nZH=Me
SIHE QA AMEZE|E A0{OF =ICtD SFQLCHReichheld &
Schefter, 2000). 7|0l Cj&t Alzl= AHRPF £ Z20}
SES MHIAS YIS U, 4B 7|¥S F¥HoR
Hotsln AAKSHA| EICKPark & Hong, 2009). CSRO| LY
sl Qa|x §iof BS0| DABSI TANzE|, 12|0 DA
Meo| 27Oz Wake O/XH ECkPark, 2010). 17
O 2 Cioro] DHo| KDISICiEtE HAEY MHIA A3
X7t Dkol A2t AtS|H G|EH 22 ZEHTE 2HA 5
BS MSSHH 042 Hxf MH|A HS HHME FRISHAL

B Z{o=2 LIESICHLee et al., 2008). HAEZOA A
S0t MH|A ZHK7F 245 04 Ear 3FEe YA,
Jd2|n nZio| MEFE0| SE|0X|H, O|H2 MEIE Sl
TS0 RICHLee et al., 2005). CSRO| nZH=ME0f O]X|
= gkt 2Es M3 A(Mohr & Webb, 2005)0 A= 10
e F=2 s 24 7|gel CSR =0 Hetst A
AHEOI O 8 HEF AAMEZ HEXOIA MAISH] i
QIX|E AZ|ot ™™ Alz| Of7f M2 MEE 2MS
AHAIStAA} B

<HA> QIX|F| M2 W ZHH NEl= DASHEo|
Mol ¥gE 0l Hojck
<a-1> QIX|F Mzls DAZYEO| H(+)o Y2
ol Zolct.
<4-2> 2YH Mzls DABYEO| YO Y2
ol Zolct.

3.3. DZIClo| Ho| gl g2 A

2 oRE I X0 ATfohs B RIH 94 m2hxt
o= HES W23 N gcto2 A¥etn, 0|52
fjos PES| EE X5g Ol HREARE 20164
109 26USE| 28U7HK| 3Y SO MAE|YOn, BE +=
% 400527} HIEE|0] 37057} BBEIQACE 204 Ol4ol &

mjn
mjo
H
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2tel 2|MXIZAL T2 2220 22 HAISHRICH

510 ALESIRALCE.

QAl 7| Alz|™ %HQl ==2 Choi and Parsa(2007),
Lee and Namkung(2015)Q] GIT0IAf AFR3H HAZ HIELO
2 1571 22 FESINUCE 24| 7|2 AtelX Q! &t
AZ|zoo| AAE HZ3SH7| 2|8H0, Lewicki and Tomlinson
(2003)0] TS ool £ U et = 1070 YRO2
=XMoIct. n=Mo= Bloemer and Oderkerken-
Schréder(2007), Ruyter et al.(2001)2| AHOf|A AMESH H
£ HEeZ 7 A 250 671 =22 FYSIIUCE

Al= H
4- =¥e) T'__£||

41, mEO| ULt E4
o

2 oi70) BRE SEA 370 UKol SN2 A
27 E|B <Table 1>t 2Tt 4L H4(50.5%)0] 010

HISHY =2 A2z LiEthel, Ad2 20~59M7tK| 1E
TEE O|FACH 40~49M AZCZL 74y RO| XpX[RULCY.
P SOM HYQ(46%)0| =2 HIES 22, XG
2 M2(43%)0| 7+ = LIEFLC. o 22 1 OJLjof
StAl HIH|E 0|83 Yz 5~63|(42%) 0|8 AHOo| 7+
BAoH, AZYYA1%)S F= 0|8st= SHO 7t¥ =

Al LIEFRLCY.

rl

ot

<Table 1> Demographic profile of the respondents

Variable/Descriptive Frequency(N) | Percentage(%)
Male 187 50.5%
Gender
Female 183 49.5%
20-29 84 22.7%
30-39 92 24.9%
Age
40-49 107 28.9%
50-59 87 23.5%
student 49 13.2%
Office Worker 171 46.2%
. Self-employed 36 9.7%
Occupation
Production/Labor 45 12.2%
Housewife 41 11.1%
temporary 28 7.6%
Seoul 159 43.0%
Residence

Incheon/Busa_n/ 78 211%

Daegu/Kwangju/

Variable/Descriptive Frequency(N) | Percentage(%)
Daejeon/Ulsan
Gyeonggi-do 86 23.2%
Gangwon-do 5 1.4%
Chungcheong-do 1" 3.0%
Jeolla-do 9 2.4%
Gyeongsang-do 19 5.1%
etc. 3 0.8%
5~6 155 41.9%
Frequency 7~8 101 27.3%
of Visiting 9~ 10 36 9.7%
11 or above 78 21.1%
Gyejeol-Bapsang o
) 153 41.4%
Jayeon-Byeolgok o
(E.land) 108 29.2%
Preferred Puliochae
Korean (Pu"pchae) 46 12.4%
Style Buffet P
olban 1
(SSG) 37 10.0%
N-Table o
(Nolbu) 26 7.0%
42 EHDY 2M

ML E9| IDHHE(EHY(discriminant validity) ot &SEHEM
(convergent validity)2 ZE5l7| o & A ZEo| =g
E D= AP ChQ|9] =EHIFHEM(measurement model
analysis)2 A A|SIILCE.

2M 7D}, <Table 2>0|AQt Z0|, HTZ X|FE= x=
486.046(df=260, x°/df=1.869, p-value=0.000), CFI=0.955,
NFI=0.910, GFI=0.907, RMSEA=0.0492 &% J1xCy =2
A 0|80 Hglot Ao = LIEHGCE oHH, QQIFXYZF0| 0.6
Ol&o|h, |FolH(t>2.000|2 TSEIFE0| s A= L}
EttCHBagozzi & Yi, 1988). ot L CHRIEQ| ETHAZ|
E(composit construct reliability: CCR)Q} HAEA F= Zf
(average variance extracted: AVE)S HAHSISICE E3HAZ
Eof WHEAMZEZ2 Bagozzi and Yi(1988)2} Bandura
(1986)7} HM|A|SH 7|Z(CCR 0.6 0|4, AVE 0.5 0|Ah0| &=
Do, REd == 40| AaEA el ME2ch =4
LIEILHAVE>r2) THHEIE 0| U= A2 LIEHRICE
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<Table 2> Measurement Model by Confirmatory Factor Analysis
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Standardized

Variables Survey Questionnaires factor loadings CCRb | AVEc
This Korean-style buffet franchise is returning some of its profits to society. 0738
(ex: incurable disease sponsoring) '
This restaurant is contributing to the development of the community. 0.751
(ex: Support for a defective family) '
This restaurant helps a non-profit organization. 0.774
Social (ex. supporting the world's poor children). '
Dimension This restaurant does a charity activity that takes advantage of the characteristics of 0.928 | 0.684
CSR a food service company 0.666
(ex: a start-up support campaign)
This restaurant gives a service for the needy and the underprivileged. 0.750
(ex: food sharing) '
This restaurant does help a social welfare facility. 0.803
(ex: kid's hospital sponsoring) '
This restaurant provides food for consumers' health 0.730
Food This restaurant uses organic food for its customers. 0.753
Dimension This restaurant offers safe food for consumers. 0.758 0.887 | 0.663
CSR This restaurant indicates the use of local produce in the menu -
This restaurant’'s menu indicates whether or not to use eco-certified materials 0.704
This restaurant does resource recycling 0663
(ex: after use cooking oil) '
Environmental | This restaurant does use item for resource reduction 0626
Dimension | (ex: LED Light bulb) ' 0.875 | 0.638
CSR This restaurant does environmental campaigns 0.795
This restaurant does use recycled materials
) ) . 0.749
(ex: Napkins, disposalcup)
There seems to be expertise in food and service. 0.664
" The quality of the food and service provided is likely to be excellent. 0.626
Cognitive Trust - - - 0.890 | 0.730
Food and services are believed to be available 0.793
They invest enough on Development, infrastructure, and people 0.750
Social responsibility, and consideration for the weak. 0.774
It seems to have a business philosophy that should contribute to society. 0.834
En_:_orﬂgp el It seems to keep the promise with the customer 0.723 0.884 | 0.719
they think communication with customers is important. -
| personally think they will do more than | expected. -
This is one of the many Korean-style buffet franchises that | use mostly. 0.756
| will use this place again when | have a chance. 0.809
Customer | will continue to use this place in the future.. 0.823 0926 | 0.715
Loyalty If | had known before, | would have used this place. 0.766 ' '
| would recommend this place around. -
| have talked about the good points here. 0.721

a 2%=486.046(df=260, x*/df=1.869, p-value=0.000, CFI=0.955 NFI=0.910, GFI=0.907, RMSEA=0.049
b Composite construct reliability

¢ Average variance extracted

* Items were deleted during confirmatory factor analysis.
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<Table 3> Construct Intercorrelations, Mean and Standard Deviation

. Environ-|Cognitiv|Emotion(Commit-
sese | [Fead ment |e Trust|al Trust| ment Ll
Social 1
Food | .601** 1
ENVIrON- | gegue | g4 | 1
ment
Cognitive|  yosse | ggqer | 417+ | 1
Trust
Emotional g7ge- | g12+ | 603" | 549" | 1
| Trust
Loyalty | .506** | .608** | .471** | .680** | .621** 1 1
Mean | 3.300 | 3.528 | 3.243 | 3.725 | 3.393 | 3.566 | 3.566
SD 0.609 | 0.629 | 0.604 | 0.598 | 0.666 | 0.641 | 0.641

** p<001, * p<0.05
44. AT 4F

2 970 7} AZS 98 SPSS/AMOS 21.022 &g
gich 2 el o]gE OIXIH Az, ZEN Mz, nAS
dEot 22 A7 HRIEE2 QXH*Z‘JME"*(SEM)OE =4
ot Aut, Mot = x2=488.572, df=263, x/df—1.858, p-value
=0.000, GFI=907, NFI=0.909, CFI=0.956, RMSEA=0.048Z
|—|'E|'|7\)t|:|'- |:|:0|. A—1D=|E1(R)° I=Uk-lo|- 71J—|_|. O|x|7t-| A|§|
0.684(68.4%), Z#™&AN AEZlE 0.701(70.1%), 12|10 %’SE
= 0.696(69.06%)= LIE}GICE 2 A0 o] AP CHe
= oAQ 7HEE EdBoH| it FREEARY &4 Fnt
£ <Table 4>9} Z¢0| LIEFLEA| E|QACE.

0.603

Cognitive 8.056)

0.303
(4.685)

Emotional

<Figure 2> The Result of Structural Equation Model Analysis

<Table 4> Standardized Parameter Estimates

Path Standar_dlzed t-Value |p-Value | Result
coefficients
H1-q| Social CSR —~ 0137 | 1.488 | 0.137 | Reject
Cognitive Trust
Social CSR —
H1-2 Ermotional Trust 0.444 5.162 | 0.000 |Accept
Food CSR — ok
H2-1 Cognitive Trust 0.876 8.276 Accept
Ho-2| Food CSR 0274 | 3617| ** |Accept

Emotional Trust

Ha-q | Environment CSR = | 515 | 5 042 | 0.041 | Reject
Cognitive Trust

Ha-p | EnVironment CSR = | 553 | 5212 | 0,027 | Reject
Emotional Trust

Cognitive Trust —

H4-1 Loyalty 0.603 8.056 | *** |Accept
H4-2 Emo“‘I’_r;?/'aE“St ~ | 0303 |4685| * |Accept
SMC(R?)
Cognitive Trust 0.684(68.4%)
Emotional Trust 0.701(70.1%)
Customer Loyalty 0.696(69.6%)

% 50,001, ** p<0.01, * p<0.05
X’=488.572, df=263, X*/df=1.858, p-value=0.000, GFI=0.907,
NFI=0.909, CFI=0.956, RMSEA=0.048

H12 Arsal"* XH2lo] CSR &t Al2| 7to| HAE ot
H7| 9|5+ Z40|CL A, AFS|H x}2o| CSR Z=0| =07
=5 QIX[® AE7t ZORRIChs H1-19| ZEA U2
0.137, tg{2 1.4882 Ats|X M2 QIX|E Mz|of [olst
@EH(p>0.01)0] LIEILIX|] 3 H1-12 7|Ztz|QACt. HHHO|
A|.§_|X-I |.°_]o| CSR §I-Eo| iofg_/'\_% 7I-I-IX-I A|§|7|. _"r_ol-
RICH= H1-29| ZAZAS 72 0.444, ta;g 51622 A}3|H
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t=8.276, p<0.01)S O|X H1-2&= X|X||QiCt.

H2E= SAIA KH2Io| CSR &t 42| 7to| HAE ot
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