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<Abstract>

The goal of this study was to determine the effect of social responsibility characteristics and consumer attitude on consumer
purchasing intention. And we used survey result data from 400 adults (200 males and 200 females) aged between 20 and 50
years for our research sample. Also, this study aims to look at the purchasing intention based on Fishbein’s attitude model,
in order to predict consumer purchasing behaviors on the products made by corporations that have good social responsibility.
By using consumer consciousness of social responsibility and Consumer assessment on corporations’ social responsibility, this
study also intends to examine the ultimate effects on the intention. The following is a summary of the main results and
suggestions.

First, less than 30 percent of all consumers have experienced education on social responsibility, which is significantly low.
Consumers’ education experience had no effects on consumer purchasing intention. Consumers’ education experience on social
responsibility is surely related to purchasing intention, but gives no meaningful relations from the actual proof analysis, which
is because of the problems of current consumer education programs. Government and official institutions, corporations, con-
sumer groups should provide more educational opportunities than broadcast media, internet, school, and printed media.
Second, according to the analysis result on Consumer consciousness of social responsibility, the assessment scores on social
contribution and environmental protection are relatively lower than on consumer protection and energy-resource saving. They
tend to focus more on social responsibility related to individual interest rather than broader social responsibility as a member
of society. Third, consumers have a positive attitude about corporation and its products made by corporations that have good
social responsibility. Fourth, the most contributing factor on consumer purchasing intention is corporate consumer attitude.
The next is product consumer attitude, Consumer consciousness of social responsibility, and Consumer assessment on corpo-

rations’ social responsibility.
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Table 1. Reliability of the scale

Variable Contents Cronbach’s a Reference
Gender, Age, Position,
Education, Marriage, Job,
Socio-demographic characteristics(9) Monthly family income, -
Consumers’ education experience,
Consumers’ education channel
Environmental protection(5)
Consumer consciousness Energy-resource saving(8) 0,898 J. Kong(2012)
Social of social responsibility(20) Social contribution(4) ’ H. Kim and S. Kim(2014)
responsﬂ.)lh.ty Consumer protection(3)
characteristics
(7) Consumer assessment on Social contribution(7) .
S . . H. Kim et al.(2005)
corporations’ social Environmental protection(4) 0.898
ibilitv(1 J. Park et al.(2010)
responsibility(17) Consumer protection(6)
Corporate consumer attitude(4) 0.820 M. Fishbein &
Consumer attitude(7) .
Product consumer attitude(3) 0.779 L. Ajzen(1975)
Consumer purchasing intention(4) 0.841 L. C. Winters(1986)
Total 57 Items
3. FAMHY V. A2
2 AT A5 B4S 93 FAAE= SPSS Statistics
- AL A ol x EX] =
20 progam& AHgIGT: WA 2AgAe Ame 1 AEA Y A 54 e
Ty 542 *éﬁillﬂJ_] fsted N, WEE, %T_E% & 1) Agld Q) o4 52
OFRSITE AHIALY] AME|H Y o2, J|Hge AEF A 2] AREA Aol o)A z:e AWE At
23 5 3
o ol g &nA Hrt, LHAEE, LHA R <Table 3>3} 2Tk Zn|Abe] ALE]H Q) o]a] 2o

FEs Yotry] st Wi, EFHUAE ARSI =
EA mE &LHIAEESY Aol 1

2L ARSI A %“%‘ o4 %*éﬂr 2R A 2o wE
A5k, t-test, YHEA
TAZA Aol & Lotrr] ]
. Ao 2 &M o
*S’Jr dd FFEES ety 98t

AH] =z}

FEA
24

= AAstd e F

3]] DMR@Z%& /\

o FFE mA=

o EHALHE 4

FAF G~

ECIPAamA S

al @
-z

WAog AHHY Wi 3902FoR LHAe] AR
RGN FE AR et 519
dog ARy oA -Addek3.97)0] 7 woH
HIAH5(3.92), AEEE(391), FHRTE(386)9 wo=
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(AHEEd, 3FET R Ao AIRlA olol7 #yH
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]—“——l =2

)
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Table 2. Socio-demographic characteristics of the sample

N(%)=400(100.0)

Variable Group N(%)
Male 200(50.0)
Gender
Female 200(50.0)
20s 100(25.0)
30s 100(25.0)
Age 40s 100(25.0)
50s 100(25.0)
M(SD) 39.41(11.08)
Seoul 139(34.7)
Position Metropolitan city 113(28.3)
Province 148(37.0)
<15 years 160(40.0)
Education >16 years 240(60.0)
M(SD) 14.93(1.98)
Married 250(62.5)
Marriage
Single 150(37.5)
Specialized job/Technical worker 52(13.0)
Management/Office workers 182(45.5)
Job Self-employee/Sales-Service 55(13.8)
Housewife 61(15.2)
Student/Others 50(12.5)
<300 145(36.2)
Monthly family income 301~500 143(35.8)
(10,000 won) >501 112(28.0)
M(SD) 436.73(241.82)
Yes 112(28.0)
Consumers’ education experience
No 288(72.0)
Yes 25(6.3)
School
No 375(93.7)
Yes 15(3.8)
Government and official institutes
No 385(%6.2)
Yes 11(2.8)
Consumer groups
No 389(97.2)
Yes 57(14.3)
Consumers’ education channel” Broadcast media
No 343(85.7)
Yes 13(3.3)
Corporations
No 387(96.7)
Yes 23(5.8)
Printed media
No 377(94.2)
Yes 29(7.3)
Internet
No 371(92.7)

1) Result of multiple response
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Table 3. Consumer consciousness of social responsibility

Ttem MY(SD)
Environmental protection 3.86(0.57)
Energy-resource saving 3.97(0.56)
Social contribution 3.91(0.63)
Consumer protection 3.92(0.61)
Total 3.92(0.53)
1) Full mark is 5.
Table 4. Consumer assessment on corporations” social responsibility
Ttem MY(SD)
Social contribution 3.56(0.56)
Environmental protection 3.38(0.65)
Consumer protection 3.49(0.59)
Total 3.49(0.54)
1) Full mark is 5.
Table 5. Consumer attitude
Item 1)(S )
Corporate consumer attitude 84(0.61)
Product consumer attitude 3. 83(0 67)
Total .84(0.60)

1) Full mark is 5.

1) AHAEHE 5
AS)Z S & Fdshe 7|l td AHIAEE 4
%“]i AfE <Table 5>¢3 2t} AvAEHE 4
oz AMEH HF 38440 F AR AT}
T2 Aog Yehylth s 99gedA s 7]
22 B 2(3.84) 9 AFol dE &HA HE
T @99 2 Aol7} HolA Fdt). ol A
1 1 2 ABA AYS & FYste 7ol
w3 530S & 4 S

R
kl MIO to

2
2
=
rok

2) A3 FQ) dd B4 ©E LHAEE Aol
SA0 W& LA ApolE A
Hopow A= <Table 6>3 Zth ZAZ A E,
71l vk &Rl B, AFel Uik 2Rl BEele &
AHEZ(p<.001), MR- ALK p<.001), AH3]EH(p<.001),
ZHIZRE(p<.001), AAA ZBRRe] ARE A A o)
(p<.001)04 BF Folgk 2polE BTk 2 W

T W ZolE AvEw SRS, uA-AddY,
SHIARS, JAAZ Lnke) ARSE FQ) ool glojA]
= AFHSANE FAlA 2 Aol F¢ AdRg &
AR = =3 F9) el el HERT LnAE =
7b w2 AL #o] Thest AFFEA oM A

ol ekt skl ek Zbell AolE HYIL s]l Hdtr
o] 2RAEET} 2 AR Ui

719l g anlAk B, AFA oig aHAk gy, A
A 2HAE A= AR ER(p<.001), 73 EE(p<.001),
AHIAR S (p<.001), HAF Z1de] ARl 9 3o
et &Rl B7Hp<001)olM EF o3k Aols B3
D}. e HagEe mE Aols AEd ARE
d, BHRT, LHARS, AAH 7199 AEA A F
goll it &AL Bre] AAFASARNN = A, 8t
Al R Zhel AolE Bylor, ARl Feo] TRl HER
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Table 6. The differences of consumer attitude with social responsibility characteristics

Consumer attitude

Corporate consumer Product consumer

Variable Group” attitude attitude Total
M D’ M D’ M D?
High 431 a 4.26 a 4.29 a
FEnvironmental Middle 3.88 b 3.89 b 3.89 b
protection Low 331 c 3.26 c 3.29
F 52.94™ 4395™ 55.60"
High 423 a 416 a 4.20 a
Energy-resource Middle 3.94 b 397 b 3.95 b
saving Low 3.17 c 3.09 C 3.14 c
F 85.58" 78917 9%5.91™
High 411 a 4.06 a 4.09 a
Consumer consciousness Social contribution Middle 3.96 a 3.96 a 3.96 a
of social responsibility Low 3.27 b 3.23 b 3.25 b
F 5850 50.18" 63.26"
High 421 a 412 a 417 a
) Middle 3.87 b 3.89 b 3.88 b
Consumer protection Low 3.29 c 325 c 327
F 4618 34.64” 4593"
High 4.25 a 4.20 a 4.23 a
Middle 391 b 3.94 b 3.92 b
Total Low 3.19 c 3.10 C 3.15 c
F 79.85" 7586 90.40™
High 4.35 a 4.33 a 4.34 a
) o Middle 3.83 b 3.82 b 3.83 b
Social contribution Low 306 c 3.08 . 307 .
F 72.65" 51.40™ 71.83"
High 4.46 a 4.40 a 443 a
FEnvironmental Middle 3.83 b 3.83 b 3.83 b
protection Low 3.32 c 331 c 3.31 c
Consumer assessment F 3223 247" 31.09™
on corporations’ social High 449 a 450 a 450 a
responsibility -
) Middle 3.83 b 3.83 b 3.83 b
Consumer protection Low 3.15 c 3.10 C 3.13 c
F 74.68” 6454 81.03™
High 444 a 443 a 444 a
Middle 3.86 b 3.85 b 3.86 b
Total Low 305 c 3.06 c 3.06 c
F 82.69" 60.89" 83.65"

1) High: value>M+SD, Middle: M-SD~M+SD, Low: value<M-SD
2) Duncan’s Multiple Range Test, a > b > ¢
o p <001

3. &Rl o = A4 A4 A 2 714 AlFel e o=

brtorr
g of
)
—L d
o
3L
o

1) &vlA o= F

AL8A e & FAsks 719 AFl AE a6 2) AT E
TR FES AR A} LHATHE FELS 3 (1) AsA we) B
T 3.82(0.3)HoE Wad F2 £EQ] A0 UEyi A8 Bo) el
5 2HAES A AYS 2 FPshe 71l tisiA

Aol
o S0l HE 2uATE 2ol
4ol WE ASH 4Ye F 59
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Table 7. The differences of consumer purchasing intention with social responsibility characteristics

Consumer purchasing intention

Variable Groupl) M o
High 4.28 a
. . Middle 3.90 b
Environmental protection Low 316 .
F 7253"
High 422 a
Energy-resource saving Middle 392 b
Low 3.14
F 8232
High 413 a
Consumer consciousness of . . Middle 3.93
. s Social contribution
social responsibility Low 3.23
F 60.78"
High 417 a
Consumer protection Middle 587 b
Low 3.22
F 47.10”
High 426 a
Total Middle 3.89 b
Low 3.14
F 82.69”
High 437 a
. o Middle 3.79 b
Social contribution Tow 314 .
F 59.91"
High 4.51 a
. . Middle 3.79 b
Environmental protection Low 340 .
Consumer assessment on F 29.90™
corporations’ social responsibility High 449 a
Consumer protection Middle 380 b
Low 3.20 c
F 62.82"
High 448 a
Total Middle 3.82 b
Low 3.10 o
F 71.82"

1) High: value>M+SD, Middle: M-SD~M+SD, Low: value<M-SD
2) Duncan’s Multiple Range Test, a > b > ¢
% p <.001

ke 7199 AlFol i 2HATE T Ajo]E AR
okom ZA3HE= <Table 7>3 2t} LHATW| =0 3

7B 3 (p<.001), oAUIA-AFLHKp<.001), AH]FF (p<.001),
/\u]z}gi(p< 001), ZAAZH vzt AEE AY 9]

(p<001)°llA =F o3k Apol& RHYATh 7+ ®go] M
JEo| WE 2Jo|E AHRY AARST U] AUk

ARSI E, NIRRT, AAA 48Rk ARSI A A9 9]*4
o oiMe AEHSAR Al He el {7 AolE
BooH, A Aol 7ME w1 F, RS wo® F
mj & =7} Uebgth AR o o= ARS]EE (p<.001),

FAHT(p<.001), AHIAR T (p<.001), AAH 7199 A
S A o] Wik Anxk F7Hp<o01)olM 25 A
g AolE B 7 W] HuTEel mE Aols
AMRE A EH, SRS, AHARSE, AAF 7199
AB A A o] o anA Wrte] AR F A
A A9l Adol T HaEng w1 9 HAdo] sl
HAAEG w& s flo] 7hestn anlxe] 719fe] A
37 A sl I 2vlA Frpt B, T, skl eo
2 2HATH =7 A e
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Table 8. The differences of consumer purchasing intention with consumer attitude

Consumer purchasing intention

Variabl Group”
ariable Toup M ]
High 458 a
G " Hitud Middle 3.83
orporate consumer attitude
P Low 293
F 192.18™
High 459 a
. Middle 3.87 b
Product consumer attitude
Low 3.08
F 21456
High 4.62 a
. Middle 3.88 b
Consumer attitude
Low 294 c
F 227.33"

1) High: value>M+SD, Middle: M-SD~M+SD, Low: value<M-SD
2) Duncan’s Multiple Range Test, a > b > ¢
% p <.001

Table 9. The influences of variables on the consumer purchasing intention

Consumer purchasing intention  Multicollinearity

ol
Variable' B(B) Tolerance ~ VIF
Gender Male 0.00(0.00) 0.75 1.33
Age 0.00(0.01) 0.53 1.88
Position Seoul -0.01(-0.01) 0.75 1.33
Metropolitan city 0.06(0.04) 0.76 1.32
Education 0.00(-0.01) 0.78 1.28
Socio-demographic Marriage Married -0.01(-0.00) 0.54 1.85
characteristics Specialized job/Technical worker 0.08(0.04) 0.48 2.07
Job Management/Office workers 0.07(0.06) 0.34 2.97
Self-employee/Sales-Service 0.12(0.06) 0.50 1.99
Student/Others 0.05(0.03) 0.38 2.61
Monthly family income 0.00(0.04) 0.82 122
Consumers’ education No 0.03(0.02) 0.94 1.06
Consumer consciousness of social responsibility 0.18(0.15)™ 0.58 1.72
Consumer assessment on corporations” social responsibility 0.09(0.08)’ 0.50 2.00
Consumer attitude Corporate consumer attitude O.41(O.39):i 0.28 3.54
Product consumer attitude 0.33(0.35) 0.34 2.95

Constant -0.14

F 78.66"

R’ 0.77

Adjusted R 0.76

1) Dummy variables: Gender(Female), Position(Province), Marriage(Single), Job(Housewife), Consumers” education(Yes)
*p<.05, **p<.001

2) ZHAE R wE AHAF o & Afo] 7 o] el & zpolE AHEW g gt

ZH AR ] WE AR A AQlS F Fske 7199 2HAF B, Aol ti3 AR, HAA AnE s
Al et LHAFE o Zfolg AWEgton A= of AEAZTAT 53k Al AT bl o3 ApolE
<Table 8>3} Zt}. LH|IAFEl e EolE 7ol it 4H] naom, 7190 tigk LHIAEE, AlFel tigh 4Rk
2k B2 (p<.001), AF ik AHAF B2 (p<.001), A T AAA AuAHE 2% Aol o] Fulews} 7}
2 AHAEEp<001)olA BF fFoF AolE Hoh A w1 gee F T £og Uehgth
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<Table 9>°X= AH3Z Ade & Fdst= 714Y
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HErt SBALTE, anlAte] AEA Y o3 7Y
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34 AYE & FPste 7199 AF] FHEE ot
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A Fishbein EIERIEE XAst= Ao|t; =3
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