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Abstract The purpose of this study was to examine the effects of users’ organization-public relationship of the
donation activities of corporate via social network service on corporate image and reputation focused on social
network service users. The subjects were 228 SNS users selected. The data were analyzed by the correlation
analysis, reliability analysis and structural equation modeling analysis using SPSS 21 and AMOS 21 program.
The results were as follow. First, Organization-public relationships influenced positively on corporate image.
Second, Organization-public relationships influenced positively on corporate reputation. Third, Corporate image
influenced positively on corporate reputation. These results will contribute to develop a marketing strategy via
social network service of corporate.
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<Table 1> Exploratory factor analysis
(Organization—public relationships)

flow/fellow | communit
ship spirit ' trust
flow/fellowshipl 869 098 143
flow/fellowship2 44 217 040
flow/fellowshipd 325 336 190
flow/fellowship4 187 286 .268
community spirit3 118 872 035
community spirit2 327 172 246
community spiritl 334 763 170
trust2 018 289 849
trust3 3% 004 769
eigenvalue 4718 1.232 1.043
variance 52.417% 13.691% 11.590%
cumulative 52.417% 66.108% 71698%
Cronbach’s a 07 826 618
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<Table 2> Confirmatory factor analysis
(Organization—public relationships)

B SE. t
Q4<—flow/fellowship 87 - -
Q5—flow/fellowship 91 05 19.43%xx
Q2 flow/fellowship 30 06 153455
Ql<—flow/fellowship a7 07 14,095
Qle<—community spirit 81 - -
Q2<—community spirit 35 08 12075
Q3<—community spirit 69 .08 10.4955
Q3trust 76 _ _
Q2<trust 58 13 5,025

wxk p< 001

<Table 3> Correlation analysis
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