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Abstract

Purpose: Most of all studies regarding corporate social responsibility have been dealing with its direct performance. Many previous studies
provided the evidence that corporate social responsibility activities directly affect firms” competitiveness or corporate reputation. However, there
are no studies regarding the role of social capital between corporate social responsibility and firms’ competitiveness. The present study aims to
examine a mediating role of social capital between corporate social responsibility and corporate reputation. Research design, data and
methodology: The structural equation model integrating corporate social responsibility, social capital, and corporate reputation was proposed with
three hypotheses. Questionnaire including 15 question items for three concepts was designed. Data for testing hypotheses were collected from
students and staff who had experienced the social responsibility activities of Korea Hydro & Nuclear Co. Ltd. SPSS and SmartPLS were used to
analyze data. Results: All three hypotheses were supported at the significance level of 0.01. Corporate social responsibility have a significant
influence on social capital as well as corporate reputation. Social capital plays a mediating role in the relationship between corporate social
responsibility and corporate reputation. Conclusions: The present paper identified a missing link between corporate social responsibility and
corporate reputation by validating an indirect effect of corporate social responsibility on corporate reputation through social capital. The present
study contributes to finding the indirect link between corporate social responsibility and corporate reputation. Implications for academics and
practitioners. The research model can be extended to analyze the relationship between corporate social responsibility and its performance. The
present study sheds light on identification of a new role of social capital. Managers of firms have the opportunity to recognize the fact that
investment recovery of corporate social responsibility results from social capital and corporate reputation in long-term rather than short-term. The
results of this study offers an insight that managers can enhance customer loyalty. The process linking corporate social responsibility to corporate
reputation through social capital implies that firms can realize spiritual marketing delivering authentic storytelling through corporate social
responsibility. The present study has a limitation for generalizing of research results because the sampling came from a case of firm.
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Figure 1: Relationships between corporate activities, business
ecosystems, and corporate competitiveness
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Table 1: Questionnaire items

Variable Code Question item Source
CSR1 I think that KHNP supports proactively college students’ voluntary activities.
I think that KHNP supports proactively various activities being helpful to college
CSR2 R .
students’ learning.
Corporate CSR3 I think that KHNP supports proactively college students’ scholarship.
Social I think that KHNP supports proactively improvement of college education Shin et al. (2_916)’ Vercic and
Responsibility CSR4 environments. Cori¢ (2018)

(CSR)
CSR5 I think that KHNP helps proactively college students’ welfare.
CSR6 I think that KHNP supports proactively college students’ practical learning.
CSR7 I think that KHNP supports proactively college students’ employment.
SOCl1 I think that KHNP contributes to building citizen’s solidarity in local community.
SOC2 I think that KHNP contributes to building citizen’s trust in local community.

Perceived Social SOC3 I think that KHNP contributes to facilitating citizen’s communication in local Dai et al. (2015), Ellison et al.
Capital (SOC) community. (2007), Tang (2016)

SOC4 I think that KHNP contributes to citizen’s open-mindedness in local community.
SOC5 I think that KHNP contributes to building citizen’s cohesion in local community.
REPI T have a good KHNP image. Chun (2005), Park et al.

Corporate - (2014),

Reputation (REP) | REP2 Ievaluate KHNP positively. Ponzi ct al. (2011),
REP3 I think that KHNP is a good company. Ver¢ic and Cori¢ (2018)
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Male 119 61.0 Ol m 4Zldo| UCtn HEM 3 74 B ZFO|AM 09
Gend . "
e Female 76 390 OIAMOICHNunaly & Berstein, 1994, T3k 3 JH B4 DEOjA
Freshman 10 5.1 CR(Composite Reliability)0| 09(7 |7k, 07) O|40| 1, BrHEFEIHAVE
Sophomore 26 13.3 Average Variance Extracted)0| 07(7|F%t 05 O|Mo=Z TFEIEEO|
Student and staff Junior 26 133 QUCHHair et al, 2010). Table 4 Of|A CHZHM ZHO| 242 AVE O] RS2 S
Senior 70 359 LIEILI=E], AVE ©f BE Z{0] SiE Bi% 7to] AREE Xufsp)|
Staff 63 323 20| THHCHEFAO| QU
AXEPYAIDS O OTIINS AMSHs Hls Smart PLIS 30 2 Table 3: Exploratory factor analysis (Varimax rotation)
=2= oo — — - =
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CSR3 .838 253
CSR4 .844 281
CSR5 .808 319
CSR6 794 222
CSR7 739 298
SOC1 .295 .849
SOC2 335 .808
SOC3 792 353 1.619 61.392
SOC4 174 325
SOCS 355 764
REP1 280 .852
REP2 270 .854 1.049 80.935
REP3 344 .846
Table 4: Reliability and validity
CA CR | AVE | CSR | SOC | REP
CSR 0.945 | 0.955 | 0.752 | 0.867
SoC 0.948 | 0.960 | 0.828 | 0.700 | 0.910
REP 0.946 | 0.966 | 0.903 | 0.591 | 0.674 | 0.950

CA: Cronbach’s Alpha, CR: Composite Reliability, AVE: Average Variance
Extracted, CSR: Corporate Social Responsibility, SOC: Perceived Social
Capital, REP: Corporate Reputation

Table 6: Path coefficients and results of hypothesis testing

Table 5 Of LIE}H HEQF Z+0|, Heterotrait-Monotrait Ratio (HTMT)7} 09
O5t2 THEENEH0| = A2 LIEHHTHGarson, 2016).

Table 5: Heterotrait- Monotrait Ratio

CSR SOoC
SOoC 0.738
REP 0.624 0.710
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Figure 3: Measurement model and results of analysis
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