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Abstract

To help korean fashion brands establish CSR activities in the chinese market in the future, this study
investigated the influence of korean fashion brands' CSR fit with Chinese Consumers on Consumer
Satisfaction and brand attitude, with the moderating effect of ethnocentrism. An online survey was
conducted with 20-39 year-old consumers in China from April 18 to April 30, 2021. Data analysis was
conducted using SPSS 24.0 and Amos 24.0. The results of this paper are as follows. First, environmental CSR
fit had the greatest impact on consumer satisfaction, followed by financial CSR fit and social contribution
CSR fit. Second, environmental CSR fit and social contribution CSR fit had positive effects on brand attitude,
while financial CSR fit did not have a positive effect on brand attitude. Third, as customer satisfaction has
a favorable effect on brand attitude, it can be inferred that the greater the satisfaction customers feel for a
Korean fashion brand in China, the more positive the attitude they develop toward Korean brands. Fourth,
there was no significant difference between groups that had a high and low degree of ethnocentrism,
confirming that ethnocentrism does not have a moderating effect on consumer satisfaction. On the other
hand, in the relationship between environmental and social contribution CSR fit and brand attitude, there
was a greater impact in the low ethnocentrism group compared with the high ethnocentrism group, which
verifies the moderating effect of ethnocentrism.
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ME
A 5417]7World Trade Organization)ell 713t o1 F3he T4 4 442 @t
glom, A Al uteh FRE] 25 5 S, ABE Y, BBSE AN S0 B
91 4F0) o] robsirt, olel whek F3 s AV A9l Fulak A ZulolA Ark S
19] AR 2 Slolet o5

Hofg=a1 QIok(Shi, 2020). AA F=t AP vl=E ol Al
ATHGlobalData, 2020). ©|*# WA AL Q= F=t A gt 7| 9Jo] 5381l Q=
{8 APole,

AR F=ro]l =S A BRlER = o] HE(E-LAND) 9| A1te (SPAO)Y W]AA(MIXXO), 4+H
E4E] o SIAIFAA(8 seconds) S0) O F=2 Tt gl Al F 7139 Ao B R (Park,
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2015) =1 Aol 2153t o] fHE, AXQIMCM) P 2= gl 1
A ELEHE%— AR BREEoA| AFR] A S A7 fIsh A
*=(Corporate Social Responsibility, CSR)= 2=+
o gégs}ﬂ Ach(lee, J. 1., 2010). CSRE <=t 7|9 &
21 W3he ohuieh A Aaksk Bofelel el 54 A
SO, ARRREAL 5 AR Q) EE H wo] A vHAE &
CheFh wof ShfE|ar ‘}l-cl”ﬂ(Lee, 2011). gt kst
o] 20199 3t &, g =) =8 719 22070 AE3E CSR
H]8-2 9% 90007FI-S {731 9Jc}(National Federation of
Businessmen, 2020).

CSR &2 7192] 54218 o|u] A& A&shaL, axH|A7t 7]
PO A F7E S7HeR AL, 7ol tiet Al=lE &
7H71E T 71900 578 41R1 Rk mIRtHAD, 2015; Kim &
Gu, 2013; Kim & Park, 2019). o]&]gt CSRe]l tjet H7h= +
= CSR A@A(fit)ell olsf o]Fo1xItkBae, 2014; Lee, 2018:
Seo & Yang, 2015). CSR 2{gH4dolgt CSR &g 4n|a} 2}
A1) olololu 7}t of A o] YR=AIS lnjgch(lee
& Shin, 2011). CSR A3Ho] =55 548 Bl e
7} A= (Kim & Park, 2019), w4 HI=Eo0] gf=to] 2
= u) AN SA50)7F AH]AL Rhgoll Faks vIRIEHChoi,
2012). oufl, A1 STl B} &= AlFol thste] H
e 20l d=y AlES o Asshs Ad3e 525k (Yoo, 2017),
S B|ARY] AN S0 = Qs Hl=of vt Efeof B
O1A 1 &S w|ZItHAhn, 2012).

AF7H] s BHES] CSR Ersell gt A= CSR s
O] AbFlEAlolL CSR Aot theh d-50] S XIgs|o] ¢k
224 7|99 A CSR &390 fib= A axnAke] 2
W 241529 ASK(Shimp & Sharma, 1987; Suh & Kwon,
2002; Zarkada—Frazer & Frazer, 2002)l ule} dafxlct, uf
2hA] 2 ol A= CSR A@/do] Axn|Al Bk, HilE Ejjteo]

PO\'

ol e A=A wefsial, S AnAE 7R e A
= ST Aol oluRt ddFAlel ol 2EAE V1A

A Akl gick, ofo] whE B o] Q1 BA the
wh A, Aot F5 AE S sh BHE) st
CSR 215 7¥9] &g )4 it HAE e v]%)
oo Abwluaiah gk, B, CSR ARbol AulA) st
AE el x| gl A% FaFole] 2HANS o
ot} Fle, A, Al wiFo] HAE gwo] n)x)t g
& Ak 514 gk,

of

T ofr &2 2 2

=

it

0.

420 | Vol.59, No.3, August 2021: 419-432

1. 71€<

>
[
I
12
i

L1, 7199 A5)A Hel o] Aot f-3
71999] Al A 2 (Corporate Social Responsibility, CSR)-2-
Bowen (1953)%] 7194719 Ak2l4]
of the Businessman)of|A] 24405 1=0]w]7] AJ&}e}¢] o
Bowen (1953) 1 A &JofA] Al5]4] Q) Q1412 o]¢] Siste}
‘_—_ x{ix%g_] 7]0494 EE:‘E‘_ 1/401/\1‘:_ 74_(1; 7]040]94 ﬁoﬂ §]-£
o} gslo] dlA5+iTh Carroll (1979)2- “7]¢19] A1&)2
1”0101]3: A, WA, A, AR SHlA 7] el tigk A
3]o] 7]e7h el aL shiA, 7o) AklA] A9e] e
o] v 7k S¥er Awsilct, 214|710 Soi4l= CSRell
gk o] A, A, vHAE 5 ok Hol 719e] 7HAARe A
ol 218511 A&7 s d7kA] egelof Rtk o] A7 AL
)tHWerther & Chandler, 2010).

2l (Social Responsibilities

A5 AR CSRO| 732 tefalA 2= ot
T2 0] B Carroll (1991)9] CSR 49HA wjghn|= mt
PS8 o R CSR 73S AAA, HEA, |24, A4
2 QL AckA| & HEstele), F=ek4}t He 54201002 A1 219
&, A A S, A 3 A D, A A 2, &
7 A9 %% T M o Askel o, Liu (2013)+= &

]:]
=to] s} 4 ﬂxwm w% Jo1 719 ot Ffehs
4}, LHM%, % 53} ais 015 AA] own} EMWXP
= AR Kimd Gu (2013)%= CSRS HA| 4 &5
A s, ARl S o ® FEsElnh Lee®t Kim (2015)
A ol»} /\}QXJ xum §L£o§

keis
AE 29 FH-L AA12) FA 710], 719
— O 1

Lo
6
i

T 4, BHAY S TS, BN AY BWEL A
AL, AT A AL, BAHE 52 oujsti, Aeld 2
o BEL AUWE, 7)o@l AR, FUHY 5 AT
-2 T} 2 ATAE CSR TES A4 CSR TE
51707 CSR 25, AE1 53 CSR 3% Al 714 Aglew hie)
117 g}

1.2, = A& = A _.4 CSR ©]3) &3}
Z3o)| 4] CSR &so] UbdEo] & 3L 9Holg} uj=ty}
e Apze) Wrloke cact Fwola @A ojle] CsR
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&3 TIE &= I 2HEQ| CSR HMEHdo] AH|X} BHE & HE E{=0)| O0jX|= S&

& 1978 7R A o] A=A =9)=]7] AR, wid
CSR &-soll whet 7199] =917k wiAR=¢, o] =lell wet 7]
B ou| A&} QIR =T HebAl = A7 wr, TS CSR 2
off thek F=f ARARE9] ¥lo] oAtk & 4 It Kim &
Jo, 2011).

T Aol FARE ke s Ve A54Co® CSR &
UTE = AkRlkskel CSRAHAE 7 st
3k 7)9) AFE] o] W R|4x(Corporate Social Responsibility
Development Index)ol] W= 2017 F= A& A7 o
A ARlERE 7P ol gk 1071 714 7P-rtﬂ 43%0] 3=t 714
0]9JtH(Cho, 2018). H12(Beanpole) 2] HIE7} 4] AHA

B o /A A ] ARl RISEE|R| 9} Ak
CSR &5 W95 it lom, S=ro] tjae4] vlet #]¢Ql
whelEol A HIRtE[ XA ol AitE W S5 4 2019 51E
2021 70A) 3EZE GOl A, 225 5-2] 1070 A9 o= Al =
thsll 3xE & 19 50008t 919H2529] )& Fsk7| = shelct
(Cho, 2018). © F&Et 34 Y AfelEojA CSR B AAS &
‘égﬂ/\}oﬂ ofek Sl s 9fut AHA o]
= okl olem, =09 10%=

., 2005), LG4 Z145-2 2004 5-E]
3 SR 25-& 5 Ho|(GoodBuy) 224
, XPO&*}% X}Odlii Ol‘?ﬂE #8=L Z1R1(Think Green) Z4#[<]
RS 35}l QITH(Cho, 2018).
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2.1, CSR A4
AsHA(fir)o)ek B4 thito] duph) & Balshy =gjzdo =
SousE LERY= Ao s CSR &H50] dekd gils 99
JEsfof sl= Fast 7lgoltiSon & Yoo, 2013). CSR #gh
418 CSR 20| 4am2) AhAle] shalAlel 7h) o] Tl A
2 AoJelthlee & Shin, 2011), CSR A¢H4-e- CSR 25 A3
= U o Fa3t 2474 Aol CSR S 718 Al Wk Al
|2tk ol A =53k vl 7igelck(Bae, 2014). CSR 2193
o] 335 CSRe|| gt Anjrte] B7prt FA & o] ch(Becker—
Olsen et al., 2006; Han et al., 2014; Yoon et al., 2014). %
ol =5 AHAPL B 2 ARLE 5HA| B7] wo] 4xH]
A7} Hrof wEEW 1 Fus} 2pAle] B 870} Hato]
8 o] T WAL 710l Blrks sy Anpt lct
(Bower, 1981). Lee 5(2006)2] o A& AH|2HE2 A4l

>~
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ol we Ahlolli= 05 71EolA] b A0 R LERIT
AB|AEL AHK} A4 CSR 2 710] 2gkAdo] =rhar
Alsk2 ol A 7199 AFE A Q) SRS B pojX o
FelthLee & Shin, 2011). ©14¢] 0415% sl W A
0] CSR A3H/do] 2xH]#ke] CSR 25 QlAellA] a5k |
S 2 4= 9lti(Lee & Shin, 2011).
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2.2, CSR &3 3} 48|72} w59 34
AxHA} WL 42|} 711‘41?@ Xﬂ%—OM Amjzof disf %
2hl Aol s ekt & S 94 RO 2 7
t7F SHEdE W avAkEe] L7l AREal & ¢ v
(Oliver, 1981). GAZIQl 7142 An|} vkl Fast oJgks:
skl 9o (Oliver, 1993), A7t -2
A} ghol] B 3 v ATh: A& & 4+ ck(Phillips &
Baumgartner, 2002), Ahn¥} Park (2017)2] 7|42l A2 2
Qlo] M2} T A1l u X ogagc ot
Alo] ui7l BakE dSehemA 7ol A i
Sl g 5 719] SISO Hlst 24 b
A&kt Gupta & Pirsch (2008)2] d5tof| A=
oA CSRll sl o g4l e2 QAT Al
= o:]q_ A= 3holst 4= 9loic) Est Lee,
o= iHlXM 719 ARl = A ALS]E|
ok slolekat QA ah
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2.3. CSR 3P4t HalE ee] 2

B Him ol Hes] oet anlEe] $EH9
T AR RS ofnshtk(Vernuccio et al., 2012). Aaker
& Keller (1990 2{3H40] A1) o] A va
Al @A) 5Far, dAf W Al elqtof 4] CSR AgHAdo] =2
5 AR SAAR] s Uit AvE el o = Q)
CHChoi, 2012; Kim & Lim, 2016; Seo & Yang, 2015). Choi
(2012)2] 471919 CSR &% #3hd W e =7] QAo <9
o Bl B /o] ¥Rt AAtoll A CSR Z-s- A3 CSR &
ol iRt aof4 5715 % G4 571552 CSR 2 714
of thet A1=E w7l S # 9l B Bies &gk Rl
Seo®} Yang (2015)9] 7]?394 AFS]A] 29
B o]l vAl= ol ¥Rt At A chetine] sHAY Bl et
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A HAOR A AP 2714 ARIBISCSR AR X

WA 4] el whE 47hK9) AR Al HArels dwol A
3o 7hoJs}elal, 719¢] CSR E5-A] 7|191EA T} CSR 25 719
2o E[]—E]— e g o] 2ol LreRt) AgAdo] =l
= 71%1] CSR 25l djaf 37929l s Selat 4= 912,

2.4, 247 BHE3 B o] #A

M)A} pho] HRllE el §-oJ9h Foks A= 2 R
ok YA Avfs Eaf golet 4 QIek(Kim & Kim, 2017; Li

et al., 2019; Moon et al., 2015; Tak, 2021). Lee 5(2019)2]

S HIEGE Avte] AT o] iyt HAE e
of mjA|i= FaF Aol At Bl wiwe] FAHR1 4
o] mali= Aof| el erobgkal, Jtufvkol 74 B, Y
A i, AAA e S Al P A= 2SR
Lee} An (2017)2] 21217 el AEsFo] Anl7px|7) a4 v, B
e Al BiE geof wjAji= 7 03?01]*1 Z13H4
chel nAlY) 250 g2 AnaE] A v
gk B et Fopxivh= /Mv el
(2004)8] 2=0|AF] 7HA), w5, F3
A 2=R|A7F AIE SR Eaitoﬂ nk=sh C1of| tfe) S04 1:415
£ BAdsto] =R ARFEolA o4 S sh AlEat 2k
o)A Ei P 53 B ALulE sHA| Hrhs éﬂ

ma‘:
Ry
0
%2
=
H
ok
]
ojr

2
&
st
ot

H
A FHOR O Yok olafela Bstetn e ol
(Woo et al., 2007). Nam (2012)2] S17Lo|A] zpulZ Z=4120]7}
OfHAF AE] Folme} B lol] frofet ofRES X Row
Uebdtth ARl FaFe] Aako] e AnlAIEL RAES
sk Ao] Aol AAA s B 4 glrka Ql4lsh] o)
ol o}l cigh RAHe) WIS 8 4 olrka Asielct
(Lee, Y. K., 2010). %, A% F450] A9 7h mlas
o] A5t AEL o AEslar FR Bl djs)A W B2k}
At S 54 9= 73] 9IckCheon, 2015). ZHIA 2]
% FaFolh oft Halme] wiEvh djmel 24412 RS 1]
ek €15 slole ARl S4TSR Akl 9l 53l
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Aol ek Q1AL uhgo R FAE 719 e 1
21 Rk AE S50 o] S AT U
Ho]7] uhiel

?E Al ﬂ;zrm oJ=t Hl=o] ujolwo u]
A Ry ogelol ofaEe A5 LElsc, Yoo (2017)°)

L FEAANA] olual gl v 3R Al gt
of 71999] k3] 2] Fgo] efeliEef nlH|t Qe B4}
. 71919] Aks]2] 24Q] Bigo] ufe]iwe] fojulet ake v]
o} A1 A} Pl Eo] Felulat GRS v Al
SISk B AUSFF L O 3719
o] TS 7he] TANA £ 2EANE ek A

% 99

&

= St 9 HIi=9] CSR 23S AnA; Tigo
Q1 gk mA Zejek,
Zak 2% gkt j Al Bl e o] A3 CSR AgHde
aBRp Rkl A (+)2]R] JaFs vl o)t
| F N5 S 9l Hei= o] 3k A CSR ARl S
HAR ko] A (+) 2] Q1 JRkS nld Zlolot
=t 2% gkt ul A 2= o] AKelyel CSR A%
& ZeH|AF gkl A(+)A1Q1 gk vl Zlelch
Z okt w4l Hell= o] CSR 23S HeEls gjo]
?l = vl otk
ot 2% gkt w4 Bai=o] A4 CSR A3
BT gito] A (+)21Q] @32 nl Aot
| Fak A% ot wfj Al Bl e o) $174 2] CSR A gHAS
Hele giteof A (H)AQ1 Fake w Zlojch,
Zat A% 3 aj A A= o) Abs)as] CSR A
& B Hitmof] F(+)AQ1 Faks vl Zlolch
T2 Bl e eof] (+)2Q] 93 v Zloft:
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Economic CSR fit

Environmental CSR fit

Social contribution
CSR fit

Figure 1. Research model.

H4, S 2ovape] A S45e) 4Jake CSR Aghol 4l

A o] v|Ale e 2H 5 3
HY-1, $37 20)2k2] 2pglss 4150] Agke 2414 C
AsIA o] AR} wko|| n] 2= o3k A4S 4= Q)

Zolet,

lo

H4-2, F=1 u|ARe) AWIE S4)50] o2 244 CSR
ARhdol A} gl mlA= ke 28T 4= 9
& ZolH,

H4-3, %

snlpe] s FAe] ke Alsled
Sk

] [e]
CSR AgHo] 4wl wiso] )Xt e 2

B, 35 SISl AilE SRS YL COR AP
'8

CSR
X*O“*Ol 1 ol oA AR 4T 4 2
< Aot}
H5-2, %t 4ulake] A% 45e) 4k $7% CSR
AgHdo] BRlE o] vz ke 24 4= 9l
& |},
H5-3, 3 2n)ake] Aul% 45e] 4gre Ablgsl
CSR Z3tdo] HallE ejto] n|x|= ks 24T
% 9ke Zlolet,
ALY A ME2- Figure 137 A
2. £33
2 A-tollA= 7o) ARRA 2] Sgo) AR, AR} v
www.fer.or.kr
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Ethnocentrism

Customer
satisfaction

/o

Brand attitude

=, HRiE ", AR Sl wRl E9es S S
skt & Aol Aot S S avRbEeH, AR Al
F=ofel T=olE WE & 0 2 Tl ek Alel Sfsl] =
o] A& T=o] Ao ® sl ol dEAle] MY
oA ol Bl 79 55/ A A 7ksAde] Slof ke

o S-S Ikt

CSR AgHAd o] A w== Lafferty (2007), Simonson & Tversky
(1992), Lee (2008), Shin¥} Lee (2011), Choi (2012)2] 1ol
Al ARERE RS Rkarsto] i o1atel Adet AAA CSR, 2H
# CSR, AP3led CSR 7 5o & 1571 Eao= Al++4
slo] 54 2| E HMEg =A51Ac) AR} uko|| gt ko
Kim (2011), Park¥} Lee (2009)2] 917-2 vpefo. 2 37 Hgho.
B2 ARAE skl 53 YAE Hew st e

o oIl 571 9 13 2, A 71 SRl A 919 ol

S} o] AABkrE. A4 CSRolet ol 8 ES B4t A
caj3] A 7101, 190 S S, £ A 58 Eeoll 2
ozt 71910 $o) B A pelshe deidel g
SIp AP ojohe 75kA) ekar AT ANE sk Alo] s
t}. 877 CSRoJek 314 24 AME, AITHE, e o 1%l

o FEHN AN 53 TasHe] F Anlahite) o ol el
O 8 V1oL BAF ARSI AEste] 22 w15k
T, 2:0] 5L QA7) 915 w2fBhis Hlo] ole] sheiet
55 4 glek, A2l CSRE 1S, 7]]lolRe] AlEieie,
FAY 5L 91 AB1H MoK 2 /NUFS T
o ol B, 25, A4S Zpgolt At wls) Ao 9]
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Table 1. Demographic Characteristics of Respondents (V=405)
Variable Frequency Percentage
Gender Male 152 375
Female 253 62.5
Age Early 20s (20-24 years old) 86 21.2
Late 20s (25-29 years old) 113 279
Early 30s (30-34 years old) 156 385
Late 30s (35-39 years old) 50 124
Residence 1-line/new 1-line city 189 46.7
2-line city 99 24.4
3-line city 51 12.6
City below 3 (4/5-line city) 66 16.3
Job Employee 279 68.9
Civil servant/teacher 42 10.4
Self-employed 27 6.7
Undergraduate/graduate students 54 13.3
Housewife 1 0.2
Other job 2 0.5
Income Less than 3000 RMB (about 550,000 won) 52 12.8
3000-5000 RMB (about 900,000 won) 54 133
5000-7000 RMB (about 1.3 million won) 105 259
7000-9000 RMB (about 1.6 million won) 100 24.7
More than 9000 RMB 94 23.3
St shu s Aestal, FHo] o]gfe- sHYEf A nafa]e} A ), x5k glo] = SPSS ver, 24.0 (SPSS Inc,, Chicago,
£ Aol S Sk ANE A0 24 Bk Shimp & 1L, USA)ZF AMOS ver, 24.0 (AMOS Inc., Chicago, 1L, USA)

Sharma (1987)ef 2Jaf A|eksl

centrism Tendency Scale)®]

CETSCALE(Consumer Ethno—
o] 1774 uo“’ﬂ 7|Z8ko] 7] ot
SollA Al dat ehd A4S QUL ¢laL, Guot Kwon (2015),
Yoo (2017)9] d-tof| whef S=7 Axn ] A=0] ARl 4o 4
S Bk Aol AP gl Aow v 571 54
P FEolo] 53 YAE HEE ARgSto] S5t 4xn]
A} o) Wak AE F&S Brown & Dacin (1997), Klein &
Dawar (2004), Mohr & Webb (2005)2] H--= vjglo 2 7juis]
N =3 53 YAE AHwE o] 85t S5t

B A= W AR AEA] 2AF AJE sojump. comS:
B3l 20219 49 18UFE 4 30L7H4] 20t A 30th71A1&
[e)

o MRaAE AASIGC, BlRE AR 600%

ol S dES ARt & 41455 2F A AR AN

4241 Vol.59, No.3, August 2021: 419-432

& olgate] Aot 2 Ate] 2 Aol AR S HAR
AREA Q] £42 Table 13} 7},

A7 Zz}

nx

42 X|2| EfF =L} ME|=
=deHn o] Bl ARe s 158
A (Confirmatory factor analysis)y} 12

ﬂ#—@ﬁ&ﬂﬂﬁo“ﬂ& oul -

7] 98l €14 49l
15} 2I{Cronbach’s o)
71 A3}= Table 22 -

A

X

4 EIEM A3 Xl*t Pl %J 2l 740% L}E}”
tHy*=325.770, p<.001, CFI=.889, GFI:_900, NFI=,855,
TLI=.850, RMSEA=,081), & i+tel] ARgH 2= 574 Hlls
o] Y AlFE= 0.610~0.7490. 8 U} 1A 7Rl Al
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Table 2. Confirmatory Factor Analysis

Fact Fact C t
Factors Item ac.or Average actor Cronbach’s a (?nc.e!) AVE
loading Average reliability
Economic CSR fit The economic CSR activities of Korean fashion brands 0.637 3.47 3.55 0.607 0.614 0.443
in China are closely related to my interests.
The economic CSR activities of Korean fashion brands 0.694 3.62
in China are closely related to my values.
Environmental CSR fit  The environmental CSR activities of Korean fashion 0.730 3.51 371 0.691 0.688 0.429
brands in China are closely related to my interests.
The environmental CSR activities of Korean fashion 0.702 3.67
brands in China are closely related to my values.
| think that the environmental CSR activities of Korean 0.511 3.96
fashion brands in China are very important.
Social Contribution The social contribution CSR activities of Korean 0.728 3.59 3.77 0.648 0.659 0.402
CSR fit fashion brands in China are closely related to my
interests.
The social contribution CSR activities of Korean 0.694 3.71
fashion brands in China are closely related to my
values.
| support the social contribution CSR activities of 0513 399
Korean fashion brands in China.
Customer satisfaction | am satisfied with the services and products provided 0.668 3.74 3.78 0.653 0.667 0.402
by Korean fashion brands in China that conduct CSR
activities.
| would be satisfied if | selected a product from a 0.565 3.80
Korean fashion brand in China that conducts CSR
activities.
|'am generally satisfied with the Korean fashion 0.664 3.81
brands in China that carry out CSR activities.
Brand attitude | am very fond of Korean fashion brands in China that 0.668 393 3.94 0.543 0.610 0.401
conduct CSR activities.
Korean fashion brands in China that carry out sincere 0.5444 3.96
CSR activities give me a positive feeling.
Ethnocentrism | always consider buying a Chinese fashion brand first. 0.778 3.72 3.69 0.746 0.749 0.501
Buying products from Chinese fashion brands is the 0717 3.69
right thing to do.
Purchasing Chinese fashion brands is important. 0.727 3.67
E5 SRS, oHH, AVEZRS 0,.401~0,501 Afo]= LIERLE TANMEE 7o) el % (Discriminant validity) S 2H¢1
7|22 E WESER] 5 Ao R UERdT Fornell & Larcker  3FQ=d], AVEQ] Al 35S ANIE F41529] AH|A} NS

(1981)] A7) Sfsjel AV} 0550} WA Uehkz 9 ) 3 Hels el ol v efekilo] 9l ACR Vet
d AlRE7F 0.6 o vEhdthH olefgh RIS X5 4ol (Table 3). 3HH, 7:‘7<ﬂXq 44, Ae]Ed CSR A3 =t AVE
A A 4 QIekiL S91E), e Cronback's @ A47H0.6 04 o) Al gro] W RO Lpeht haEleige] 2

ol Al =7} byl TEE=d|(Nunnally, 1978), & ¢15to] %] S, wket /\1 3 7}4] CSR Z3Ho] th A4 740
AREE =4 HelE9] Cronbach’'s o Al 0,543 A|Qlshar QI=X] AZEsE Aa), 7Pk 2 BEAAIR|(VIF) = 2,.3960 2 U}
5 0,6 014 AL0E Lelh phel el o Uedeh B o BAIMe] ek 2K oRe A0R B 4 glglon, ¢
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Figure 2. Path model results.

Table 3. Verification of the Discriminant Validity

attirude

1 2 3 4 5 6
Economic CSR fit (1) 0.666
Environmental CSR fit (2) 0.670" 0.655
Social Contribution CSR fit (3) 061" 0699 0.634
Ethnocentrism (4) 0.047 0.094 0.099' 0.707
Customer satisfaction (5) 0518 05517 0540" 0.071 0.634
Brand attitude (6) 0.305" 0.446" 0437 0037 0541" 0619

‘<05, "p<.01, p<.001
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st HRie eiteof] w2 deRs A RT] 9isto] -
A4 W (structural equation modeling) F-412 A5}t
A 159 A= Figue 2 W Table 49} At}

A 7199] CSR A3} AnjA) 9k=0] WA|1E 71d8kle
AT7H 19] AT, 234 CSR 493 (3=.526, p<. 001)#
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o= A4 CSR Z%'Hé(g 401, p<. 00 Al2] 3-8 CSR A3+
AP=.271, p<.05)°]ct, oo w2} 74 1(H1-1, H1-2, H1-
3) Wi A= it

7, CSR AT HAE gwo] PAS /el o
714 29 AEAT}, B4 CSR AT (=488, p<.001)T} A}
3)58] CSR A (B=.396, p<.001)0] HaE Efo] 3-o]u|st
W= WA= WA, AAIA CSR A (B=—.037, p>.05)°] B

UE go] v G BAHOR fejulshy o= Aow
LERLE 177H o Y (H2-2, Ho-3) A e=igic,
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Table 4. Path Analysis of the Research Model
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Hypothetical path Standardization factor Standard error C.R. p
Economic CSR fit — Customer satisfaction 4017 120 2.903 0.004
Environmental CSR fit — Customer satisfaction 526" .080 4.104 <.001
Social contribution CSR fit — Customer satisfaction a7 084 2277 023
Economic CSR fit — Brand attitude -.037 129 -0.287 TJ74
Environmental CSR fit — Brand attitude 488" 102 3.564 <001
Social contribution CSR fit — Brand attitude 396 099 3.244 <.001
Customer satisfaction — Brand attitude 824" 104 8.051 <001
<05, p<.01, p<.001
Table 5. Verification of differences between ethnocentrism groups
Model r df Ay (Adf) p
CSR fit — customer satisfaction
Non-constrained model 1100.118 102 730 3 0.866
Constrained model 1100.847 105
CSR fit — brand attitude
Non-constrained model 1099.324 102 11.173 3 0.01
Constrained model 1110.497 105

Al(multi—group analysis)2
%*n—’ééﬂ el Batkel 3.695
Lo 9 o zplE FA)ZO| Lko.
°© %%7]‘:1 o g SHEE QI
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1o

O
2
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s
i
El
> ML
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o7 UeRdthay’=.516, df=1, p>.05). 7Hd 1-2014 AA|5k
344 CSR Agdt AR} 1h: 7ke] A2 2foli= Ay*=1.041,
df=1, p>.05% Ueht, FAXHCR foJulal] ok Ao &
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Table 6. Moderating effect of ethnocentrism in the relationship between CSR fit and consumer satisfaction

Standardization Standard
Group Hypothetical path coefficient error Ay p-value
Group 1 (Low ethnocentrism) Economic CSR fit — Customer satisfaction 742 132 516 473
Group 2 (High ethnocentrism) 827 132
Group 1 (Low ethnocentrism) Environmental CSR fit — Customer satisfaction .800 077 1.041 .308
Group 2 (High ethnocentrism) 782 13
Group 1 (Low ethnocentrism) Social contribution CSR fit — Customer satisfaction .768 .100 0.009 0926
Group 2 (High ethnocentrism) 756 .087
Table 7. Moderating effect of ethnocentrism in the relationship between CSR fit and brand attitude
Standardization Standard
Group Hypothetical path coefficient error Ay p-value
Group 1 (Low ethnocentrism) Economic CSR fit — Brand attitude 454 189 1.947 163
Group 2 (High ethnocentrism) 522 129
Group 1 (Low ethnocentrism) Environmental CSR fit — Brand attitude 766 .099 5.030 025
Group 2 (High ethnocentrism) 605 125
Group 1 (Low ethnocentrism) Social contribution CSR fit — Brand attitude 740 143 4614 032
Group 2 (High ethnocentrism) 619 .089

opnjgh Zlo g vebgthay’=4.614, df=1, p<.05). H=A42]

A7]0llA & 4= 95%ol #73# CSR A9k 1e]al Abeleel CSR
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