Journal of Digital Convergence ISSN 1738-1916
Vol. 17. No. 1, pp. 159-168, 2019 https://doi.org/10.14400/JDC.2019.17.1.159

AV A BE FAIS PIED G ANH AT
mje CRHL AZA

B gshn JaFusst ws

CSR Ad Strategy Based on Corporate Social Responsibility Theme,
Model and Message Appeal

Seung-Yeob Yu
Dept. of Advertising and Public Relations, Namseoul University, Professor

[

ooy

rir

u AVB1H BB BnE BEHOR 3
Aeke AN Sk A
AR 89lo] FaF Aoz 34
W gol B% Fastarh B,
A Alo] waAQl Wk, AE7H 5ol 7R
EHolth A, 74H WAAE FEstol CSRYE A
Wi, 407 AAE S8ste] CSRYNE AL o Fu
b Aol 2ot ¥ Qe A4 A%

e RS Agshs Zlo] W$ Fasiths Ay

x4

Hro b oo ho

o fo 7 1% i
1o

PO Ty

o o g o

rol

o

X
)

w0

@,
oL, -
ol

3]
=
J

>

S

ol
-

H—g*}ﬂ

N
)
)
i

S

o
=

(3

[e)

[e]

FAlo] 1 ALEH AE, RO, RO, CORAL, FuAR

Abstract The purpose of this study is to propose a strategy for creating an advertisement for Corporate Social
Responsibility(CSR) based on the strategy of selecting an advertisement model in order to efficiently execute the
advertisement of CSR. Data were analyzed by regression analysis. The results of this study are as follows: First,
it is found that the value-relevance factors of the model are important regardless of the theme of CSR. In the
economic field, the reliability of the model is important. But, the attractiveness of the model was more important
in the environmental field. Second, it is effective to select a model with high value-relevance when selecting CSR
advertising model. But, in the case of an expert, it is effective to select not only value addition, but also attractive
and reliable models. Third, when producing CSR ads using emotional messages, it is important to consider the value
and reliability of the advertising model. But, it is important to select the model considering the importance of the
value and attractiveness of the advertisement model when producing the CSR advertisement using the informational
message. It was found that it is very important to select a model that has a high relevance to the image of the social
responsibility subject and the advertisement model when producing the social responsibility advertisement.
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Table 1. Effect of model attributes on advertising
attitude according to economic theme of

CSR

Model Attributes B SD B t

Value relevance 294 064 .368 4624

Attractiveness 114 078 120 1.465

Expertness 011 068 013 .166

Reliability 200 079 217 2,524

F=2.223, p<.001, RP=341 0<.06, “p<.001
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Table 2. Effect of Model Attributes on Perceived
Authenticity in economic theme of CSR

Model Attributes B SD B t
Value relevance .186 075 218 2483
Attractiveness .081 092 .080 883
Expertness -058 080 -064 -729
Reliability 283 093 .287 3.038"

F=10.685, p<.001, R*=.199 p<.05, “p<.001
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Table 3. Effect of model attributes on advertising

attitudes  according to environmental
theme of CSR
Model Attributes B SD B t
Value relevance 272 .079 29 3444"
Attractiveness 164 .088 181 247
Expertness 047 .083 049 562
Reliability 138 A 138 1.460
F=17.862, p<.001, R*=284 <05, “p<.01
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Table 4. Impact of model attributes on perceived
message authenticity based on CSR of
environmental theme

Model Attributes B SD B t
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advertisement message
Model Attributes

Value relevance
Attractiveness

Table 6. Effects of model attributes of entertainer

Table 63} 72t}

1.998"
2219
-107

3.346"

'p<.05, "p<01

e

A73
170
-009
315

085
073
090

102

T A7A Al

<
170
167
-010
340

18.348, p<001, R*=290

?‘st

B
=

164 OAgg

Value relevance

Attractiveness
Expertness
Reliability

F

. TEELEREE KA E s TARZTTH
o a| T MO E T = ™0 = = 3 .S N R I Y = Q= BT
wmm o BT R o h o e - S 2 - 38858 R

T ) F @ R o W H b= e oz R E
ﬁWﬂﬂnlEoﬂomnun = ﬂow% & a HLWQEﬂﬂ
- - 5 o — T N — =
mﬂu m.‘_wulw/]ﬁo HMRW o I oW T g BNRw m.‘_wulww_ M#%c
i 2T Rrw 8P I = |8R=8 P K
7o X mo = 2] | | | o EAS
M o ik S I o o B g oo = =
To X — Jl =
o A e B 2 XAk T
= ~ = T k i) —
5o e o S o Ty Z | s |z8sy R R
ey ) = : ' X
Wy = E === s 7o — o oo L N
TR L 4R . A O e e
B~ H o = T S mo O Ho
o woN- oS - o B o7 g2 lif] = o NRR® W N o B°
, et T oo Yo o Bl it k=] 0 NI =H = Gl

g T LPMH gL TOOoex - TRle oy AT

i %%ﬂg%m]MW Mo W E - B N B WM ogE o

s ﬂﬂl}lmﬂwﬂ] o o Ll;ooowa] 2 fasd ﬂﬂl}lﬂl]ﬂﬁ R

— . " o S — Zomo 0 —

= BT Pow B E DT @ S £ 8 I T
. | ¥ WO o koo MYy =5 | 2 lgg, |% TH o _ 3w H
8o 2 Mo Mo o B oW 2 B o T =~ . < 858 sg Moo oo 5 © X
c =9 ~ ,Nr 0 T o N ko) r,wnm% ~ C.W —
582 T X@eHM T MR o BPE o | Bl3§583 T ¥ momox <
8357 mﬂ%%%mﬂLAﬂ% < @ﬂ% 3 =EE 210 %%HTEW%

oK BO oM o T wo TR o K O X
%ﬂﬂmﬁ K Y 5 MWﬂﬂ%H il %%

1 = = Ire S =) =
I o e I S g N2y S N oD
CEEON 5 = £ - 18888 ¥ FER SRR o X 7o
pwET LM T E g SR ﬂw.&omzfﬁ o
oS B o o H g B Bo 1o < = o
[N é,w,mlur, o ﬂm% 3 . CERE %% T o™
wET e ww Hwm - = |B828 HHEEw R T Ao
= N ® = T = Lo 7o o W R T —_— Mo o
m ~ = N/

Gl R S R = T2 F e g g

FEEwa g4 T 2% | g |28E8 w7 o T EE & T

ETBp® HEH Ty =3 B p T AT T X
—~ —

Taeped © 1 L3 B e RET LT el

JETE% wE 3% D |eoEEza. [ ETERET Z.EE

L == = =3 —

100 N = o s 9D o «© T 2o — ,n_AIL ro v ™ RN
o] wo oﬁ]% o £ | O o wm o WI B R T e M x O
K J_rl Ko = ]ﬂodﬂ B o= s ‘_Ir\_ﬂ,mLMt —~ — B To

B o %0 Wﬂc o o =y o ) B =] i ™ © m_w N o o Mﬁ o
rrmme BT oM St 218, |8 ZEmodiox® w3 OK
X oF w1 X Mo og I 4r Mg E2¢, |84 %ﬂ o0 e B 1) TN !
Tl x oy H oL s s T |tggzy Mo r o ¥x
FUEN BN T 2 g 2888 TR A T E o T
PEX TR o~ <+ FHF 2 Z|zz58lL TR N xne F FeE
PHT P ST TR R A e £




AF51% 39

A s FAS Fand gl wAA] Agngao] uh2 CSRFAL AR

165

Fohs ZEd} AuelselAl mEAe
s A

4.2.4 AF7} 2do]
ZVol| W X|= &

AE7} wdS gt
| A] ]
Table 83} 2t}

T} g 2~
2 A &4
o]
=

AR Azl mAlE 9T

Table 8. Effects of Model

3, AlFAd o]

doh= o] vl Fasit

Rdixdo] wA]#] ZAAGA]

Attributes on Perceived

Authenticity of CSR  Advertisement
Messages
Model Attributes B SD B t
Value relevance 192 075 211 2547
Attractiveness 156 or7 159 2031
Expertness =172 081 -.161 2125
Reliability A7 092 A42 5114
F=28.164, p<.001, =393 'p<.05, "p<01
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Table 9. Effect of ad model attributes on ad attitude
in case of emotional message
Model Attributes B SD B t
Value relevance 234 066 295 3574
Attractiveness 050 070 .057 718
Expertness -.018 074 -021 -.245
Reliability 222 085 227 2615"

F=11.735, p<.001, RE=211

“p<01,

“p<.001
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Table 10. Effect of advertising model attributes on
perceived authenticity of ad message in
emotional message

Model Attributes B SD B t
Value relevance 202 072 233 2805
Attractiveness 027 or7 028 350
Expertness -.161 079 -173 -2.027
Reliability 397 093 371 4.253"
F=11.075, p<001, R*=.201 “p<.01, “p<.001
A3H MAAE &8skl CSR #aLE AZE wf of
W FRee AAshs Ro] ZAHAN o hiF 7H
& A% A% Fnwde) ARG AL
TADE FAl9 93 Fuwde] AR N2
aQlo] B AR XA Azl frojn| gk Aake WA
© Ao Z Ygyth oleldt A= A mAAE &
83jo] CSRERE AR o Fuwee] 712 Rgdw
AP E T8 st RAS A Aol T4

4.3.3 ARA WA R0l w2 TeldAo] FaH =
o mxle= J&
Xﬂdﬁ | A] 1e %}%é& CSR# 1] 7%

AnR=l) dl &

Z—iﬂr—c Table 11PJr 2.



%

T A7A Al

el

[e]
e

166 ©Ad

X

29} 7}

iy

O

] 3%

>

NI

A

Wy
=

o CSR*#

Table 11. Effect of ad model attributes on advertising

o,

ke
pa

42kg A

s
<l

A%
A2

A

5265
3567
800
753
'p<.05, "p<.01

Al uf of

3

ke

=

408
261
063
065

1

SD
.070
072
072
.083
to] CSR

S

B
25
088
Ao % et o

063

416

369
=+

=

attitudes in informative messages

31.286, p<001, F?

Model Attributes
AR A%

Value relevance

Attractiveness
Expertness
Reliability

F

il

A3t

+od

o

Fhe15].

A e

AA}

ShAl a7

o, 7433843} o

b e AAIE .
v %

ke
pi

A7t F 8

A}
2}

A
) LA

1] 7}
)
=

SRR

1

=

343"
3.116"

-.134
1.587

'p<.05, "p<.01

fo] g

o

289
248
-on
149

A e

0

Q
i

084
086
087

SD
100

Table 129} 2t}

B
288
267

-012

158

19.646, p<.001, R*=.309

ato] CSR¥

S

48

=
authenticity of advertisement message

4.3.4 ARA wAX]o] M2 Rdldo] HAIX] Z
in informative message

Model Attributes

Value relevance

Attractiveness
Expertness
Reliability

Table 12. Effect of ad model attributes on perceived
F

B HAA

3} )

jzel

ol

i

1

1] 7}

1=

A2 CSR%

to] CSR

S

=+

=

A w27

el
3
Ho

o
ke]
I+

ﬁo
5

73 A ek

_o,]
A7} F

the A& AAbET o

afok

3

A e

o

A}
2}

A2 333 A|

=
T

=
O

EEE

s

1.



CSR¥aL AzHdEr 167

e e e e U=

wwd g

A}

23] 25

A3

=
=

A

s

tol CSR 2

S

&g

=

o, Ana AL

AlAE B A7 o o

LR w8 7

YFE vHTh wepA o

3]
<

A=

29} 7}
A

iy
=t

™

|

)

NI

A

SIA=y

e CSR3

g 2%gs
CERL

A1)

45}

HAl e eto] RS

=873

[e]
He

=

?jl

H
5

]

X

w

157Eg 2919 2

X

Leble 29 7}

[e]
He

Sl

ENECIRNE

S

A Al

A3 CSR %3 ALAEe] A

}

3]
<

w3t metA ol

S ER

(=Rl
=4

e
M

I

e webd CSR %3

297} Qnk

= AN

EERD

ERERERE

*

S

=
=]

He

k)
w3}

il
= A

44,
(e}
e

J,
B

1
d)
=4

=]
T
=

e
Mo

o B

-
O

A, A3

ma

bdche, 2 el of

S

12 A4

\:Hij:]o

-

H, 18l0] ohyl t}e)

S

4r

2k 4]

wr

ra
ol

q

}

FHAR17F? ol o

REFERENCES

[11 E. S. Choi. (2008). Corporate Social Responsibility in

o

The Korean Journal

Corporate  Advertising,

Els

vIFE. o2

o
=

Advertising and Public Relations, 10(4), 76-107.
[2] S.B. Hong, K. S. Kang, J. S. Lee & B. Y. Huh. (2012).

23 o)
el

A

A e

The effects on corporate image, brand image and

social

Service companies’

intention  of

purchase

o Tourism

International  Journal

responsibility,



168 HA94§

AT A17A AllE

[10]

[11]

[12]

[13]

[14]

Management and Sciences, 25(3), 453-473.
A. B. Carroll. (1991). The Pyramid of
responsibility: Toward the moral management of

social

organizational stakeholders, Business Horizons, 3,
39-48.

Philip Kotler. (2005). Corporate Social Responsibility.
Doing the most good for your company and your cause
K Philip, N Lee-New Jersey: Jhon wiley inc.

S. G. Kim & C. G. Jang. (2015). A Study on the CSR TV
Advertising Representation of Companies - Focusing on
Korea 6 Companies CSR TV ADs of 2009-2013. Journal
of Korea Design Knowledge, 33, 265-273.

C. P. Puto & W. D. Wells. (1984). Informational and
transformational advertising: The differential effects of
time. Advances in Consumer, 11, 638-643

R. Ohanian. (191). The celebrity
spokeperson’s perceived image on consumer’s intention

impact of

to purchase. Journal of Advertising Research, 31(1),
46-H.

R. Dholakia & B. Sternthal. (1997). Highly credible
sources: Persuasive facilitators or persuasive liabilities?.
Journal of Consumer research, 3, 223-232.

S. Chu & S. Kamal. (2008). The effect of perceived
blogger credibility and argument quality on message
elaboration and brand attitudes: An exploratory study.
Journal of Interactive Advertising, 8(2), 26-31.

N. M. Kim & S. Y. Yu (2017). Corporate Social
Responsibility Advertising Effect of CSR contents and
Model Attributes and Message Appeal Types. Korean
Journal of Consumer and Advertising Psychology,
18(2), 267-291.

K. S. Lee. (2012). Brand Familiarity, Personality, and
Preference influenced by Attributes of Model in Print Ad
of Magazine. Journal of the Korean Graphic Arts
Communication Society, 30(2), 69-78.

R. A. Peterson, W. R. Wilson & S. P. Brown. (1992).
Effects of advertised customer satisfaction claims on
consumer attitudes and purchase intention. Journal of
Advertising Research, 322), 34-40.

L. L. Price, E. J. Amould & P. Tierney. (19%). Going to
extremes: Managing service encounters and assessing
provider performance, The Journal of Marketing, 59(2),
83-97.

S. H Kim. (2009). Is salespersons service faked or
authentic?: The effects of authenticity perceived by
customers about salespersons’ emotional labor on
service quality evaluation, Korea Marketing Review,
24(3), 1-33.

[15] Y. S. Choi & D. Y. Youm. (2018). A Study on the Effect
of Corporate Social Responsibility AD : Focusing on the
AD Type, Corporate Reputation, Brand-Cause Fit,
Journal of Practical Research in Advertising and Public
Relations, 11(2), 149-179.

% 9(Yu, Seung Yeob) [F213]9
-19873 2¢ - S AElE
3} (&8}

19914 29 FustaL (ot

A
<1996 24€ © FSiEtal (Fay
/ 2 shapap

<1997 39 ~ AA FA Ul Fag skt age

L0 19 ~ @A) ADEERnE) ol L AP

R R s
- 20091 92 ~ 2010 8 @ HAJHEtal Al S
A RS

LU 19 ~ @A ADZPE SRS ATAY g

o]/\}
<2011 19 ~ 20124 129 © ShAeH|2pg 4l 2] 83
3%

LRk BaAe, vl §U

- E-Mail : ysyeob@hanmail.net



