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Tab. 3—1 Operational Definition

Variables

No. of

Operational  Definition ; Source
Factors items
e Company do environmental audit periodically
Environmental e Company observe the environmental regulation Torugsa(2013)
5
CSR ¢ Company invest for employees safety. Aragon—Correa
. 2
(E.CSR) e Company do preserve ISO 14001. (2008)
e Company train employee for environment protection.
¢ | feel generally that the company is trustworthy.
e | trust that the company is competent at what it Keller
is doing (1995)
Trust e | feel that the company is honest with customer. 5
| feel safe with the company product. Fombrun
e Tne company is very responsive to customer (1996)
demand.
¢ The company has good reputation
Corporate ¢ The company is well respected. 5 Petrick
Reputation »  The company is well reputable (2002)
(CR) e | am aware of company brand.
e Company do voluntary action for environment .
Authenticity protection. Pr|ce,l Amould and
. ) ) 3 Deibler(1995)
(AUT) e Company has authenticity for environment protection.

* Company do proactive action for environment law.
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Tab.4—1 Respondents Characteristics

Classification Frequency  Percentage
Male 343 72
Gender
Female 136 28
under 30 95 20
30~39 121 25
Age 40~49 118 24
50~59 104 22
60~ 41 9
High
School 7 16
Education  (gjlege 122 25
Background o
University 224 47
Postgraduate 54 12
Student 84 17
House
keeper 48 10
Job Public
Servant 86 18
Employer 59 12
Employee 202 43
Total 479 100

AEA S AABIATL EFFEEA
3 AdEE A A8l I,
RMR, NFI, IF, CFl, RMSEA =528 Blwakych
1 A7} <Tab4-2>o49} 2] CMIN/df=2.456, RMR
=049, GFI=949, AGFI=929, NFI=971, IFI=975,
TLI=967 CFl=975, RMSEA=055 5o RIFAFE
7b oiRE AR Ao yEehgth olojA FFE

= A= Fs) B FERAVER g Al
BE ZAHFY HA

9] CR%}CQ‘ =3 Ax
71FA 055 73313131

=2 ‘mo 1Y &
E TR ARGS9 25 7l

i

MFEERD AVEGLe] 25

‘E:

Ko

#3078 A3sta YA BE SAHNTEC] A
FTEHAES WEA7|L ok 3 7 AAESE
7] HENA A2 <Tabd-3Pol|Ae} o] &
© 7 AT AVEREY] Alw #rol F AW
TE o] JUAFERT BT A2E & SR
< THElGAo] gEE Ao AGE & 9t

Tab. 4—2 AVE & Construct Reliability
Standardiz—ed

Factors Revg\;/:s?to : Regression t AVE C.R.
< Weightg
CSR7 1.000 727
CSR5 1.103 .849 17.8
ECSR  csre  1.061 723 16.9 609 .79
CSR 4 1.266 .850 18.0
CSR 8 1.037 743 21.9
TRU1  1.000 .839
Tust R 2 g g97 788 200 677 g7
TRU3 103 841 22.0
CR1 1.000 .669
Corporate C R 3  1.591 .878 16.4
Reputation 597 817
(C.R) CR4 1.495 .893 16.6
CR2 00916 612 16.7
AUT 1 1.000 792
Authen= AUT 3 0.881 707 142 g5 7o
ticity
AUT5  0.933 646 13.0
Model  Fit: =196.481, df=80, p=.000, CMIN/df=2.456,

RMR=.049, GFI=949, AGFI=.929, NFI=959, IFI=975 TLI=.967,
CHI=.975, RMSEA=.05

Tab. 4—3 The result of the correlation matrix

and discriminant validity analysis

Variables ECSR. Trust CR AUT
ECSR. 0.781

Trust 0.727 0.823

CR 0.628 0.711 0.773

AUT 0.592 0.654 0.513 0.717

* Number of Diagonal Direction means Root of AVE.
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Tab. 4—4 The result of model fit

Model Fit Reference Research
Index Value Mode
x2(p) p >0.05 93.610(.000)

x2 / df <3.0 1.992
RMR < 0.05-0.08 0.032
GFl > 0.9 0.969
AGFI > 0.8-0.9 0.948

NF 0.90| 4 0.977
IFI 0.90|4 0.988
TLI 0.90| A 0.983
CFI 0.90| 4 0.988
RMSEA < 0.05-0.08 0.046
4.5 M@=z
0.598**

Environmental
GSR

Corporate
Reputation

0257

Fig. 4—1 Result of Hypothesis Testing

24

ATEYY 7 P E4ETE Fig 4D ¥
<Tab. 4-5>¢} 2. AA|, 3742 CSR2 4lel A
D] o3t IS vA 4°lﬂ~ 7PaHIS &
A4a=0.849, t7k= p=0.000 SO 24 AZAGFHo]
AHe] WFolar 91965, p0.05.0.E4 7Fd HIS
A=A =4, Al 719HIHCR DI ]
2 Aolgks 7 H2E HE2A5=05%, t7=6.491,
p=0.000 To= ABASFE AW Wolx
£1.965, p<0.0501E& 7HaH2E AEEh AlA,
S AAFAS] ARSA CREE2 71452l A5
FFs VA Aolgke 7Hd H3S A=EAF0.27, t
= 3.006, p=0.000 52 AZALTE A2 Ik
olm t>1.965, p<0.050]=2 7Hd H3S A== ich
A, AR B4 CSREEH WAHSRL 7]
AR 7re] BANA A7 g EE & Zlolzt
= 7Md H4L (Tab. 4-5>0l49} Zo] Bootstraps

&3 I ad Fo8 AFAH 84 CSRellA
71GHHCRLZ 7= ARAM 2+ 2HEs A
= AWRd PgEF 27]=0506, IFHET o
A AZARG p=0.003 22X 3AHA CSRelA 7]
HHIHCR)OZE 7= AZolA AlF(Trust)7} vzl
g T Ak wEbA AlE7) 8
2l miANE e & Aojghs
A I EH} vz
& sheA, i = AE F U 4
A3 A EH 7HaH30) 737 2kde] CSRel 7]
HBHCRO= AHFAoE FFES v
o= Uehr] wiiel g4 4CSR > 2> 71499
wo] ARolAE A7}t $44 CSR 719HIHCR)
2ol F-2-mi 7 & SHpartial dlauon)—g s g F

o]
PR

1o BT gleS oF
CSR} 71482
Hi= iHE”E]S’iE}

Q
=

Eis
ez
‘_l
A &

A = A



Tab. 4—5 The result of Hypothesis

Hypot
hesis

H1 E.CSR —> Trust 0.849 0.046 15.463 *** support
H2 Trust —> C R 0.598 0.081 6.491 =**x support
H3 E.CSR —> C R 0.257 0.063 3.006 ** support

Hypothesis Path B SE CR p result

support
—>
g ECSA>TUSL - gog 003 ( partial
—> CR -
mediation)

< low, high & 7} Aoz Ui AF2gat A
kR s TR Teyd AN &t o
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The Impact of Environmental CSR on Trust and Corporate
Reputation : The Moderating Effect of Authenticity

JeongHo Bae*

ABSTRACT

So far, there has been a lot of research on CSR, however, not much on the relationship between
environmental CSR and corporate reputation and authenticity, The purpose of this study is to empirically
examine the relation between Environmental CSR, Trust and Corporate Reputation as well as a
moderating role of Authenticity between Environmental CSR and Trust. To achieve the purpose of the
study, the hypothesis was established based on prior research and theoretical background regarding
environmental CSR , trust, corporate reputation, and authenticity. Samples of this study were collected
from 479 general consumers respondents across the country and analyzed based on quantative datas
using the SPSS and AMOS statistical models. We find that First, Environmental CSR is positively related
with both corporate reputation and trust. Secondly, we find that trust play a mediating role in the
relationship between environmental CSR and Corporate Reputation, Thirdly, we also find that
Authenticity does not moderate the enfluence relationship between environmental CSR and trust. The
study will contribute to both CSR research and marketing strategy.

Keywords: Environmental CSR, Trust, Corporate Reputation, Authenticity, Marketing
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