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Abstract :

Journal of the Korean Applied Science and Technology

This study conducted a comparative study using Korean and Chinese consumer data to

confirm the impact of K—beauty brand's CSR motivation on CSR authenticity and brand trust, and the
effect of CSR authenticity and brand trust on brand support. Of the collected data, 392 copies were

used for verification and analyzed using a two—step approach and maximum likelihood measure. As a
result of the study, it was found that value—driven, stakeholder—driven, and strategic motivations,
excluding egoistic motivations, had a positive effect on CSR authenticity and brand trust. In addition,
CSR authenticity had a positive effect on brand trust, which was found to support the brand. As a
result of comparing Korean and Chinese consumers, it was found that CSR motives in both countries

affect authenticity and brand trust, but Chinese consumers showed higher results in more areas than
Korean consumers. These results show that K—beauty brands in order to expand the Chinese market,
it has implications that it is necessary to understand Chinese consumers and strengthen the CSR

motivation strategy they pursue.

Keywords : K—-Beauty Brand, Value—driven motives, Stakeholder—driven motives, Strategic motives,
Egoistic motives, CSR Authenticity, Brand Trust
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2.2.2. ZAAT AR

2 Ao Me K-FEBEHES CSR 5717}
CSR AAA:} Haft Ao 2L <gka} CSR
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T ZRletas otk AR Aol K-RE B
HEE AAstL ofd BRHEZL Skl Qle AR
A ANLFES AA ook ol Folf AHRA
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AstA gt é%ﬂ% AQIgt 39285 HAq
o]-g5tqtt.  3925Fell= o2K(70.02%)7F  HAF
(29.8%)ETt W, 10t] 1.5%, 20t) 81.4%,
30t ol 17.1%= Wetetth. B3 2= 45.9%,
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Table 1. General characteristics of the sample

3.1. £32Y 83

M & 7412%[4310
2 Aol Aot

g

Hoge

(d.f=168), GFI=
CFI= .89, AGFI=

23710

2

ANE B
.89, NFI=
.84, RMR=

98, NNFI= 98,
038 2 \2RHE
7S A9t U] A=t wE

Division Frequency ratio(%) Division Frequency ratio(%)
(persons) (persons)
Male 117 29.8 10’s 6 1.5
Gender ’
Female 275 70.2 A 20°s 319 81.4
e
) . Korean 180 45.9 & 30’s 39 10.0
Nationality -
Chinese 212 54.1 Over 40 28 7.0
Table 2. Measurement model
standar .
Item/Scale dized AVE CR. Cronbach Item/Scale Standafdlzed AVE CR. Cronbach
. Alpha loading Alpha
loading
* Value—driven motive 707 .878  .872 + CSR authenticity 740 919 918
Value—driven motive 1 .80 CSR authenticity 1 .85
Value-driven motive 2 .84 CSR authenticity 2 .84
Value—driven motive 3 .88 CSR authenticity 3 91
* Stakeholder—driven motive .668 .858  .855 CSR authenticity 4 .84
Stakeholder—driven motive 1| .85 * Brand trust 741 851 .852
Stakeholder—driven motive 2| .79 Brand trust 1 .82
Stakeholder—driven motive 3| .81 Brand trust 2 .90
'State?glc mQtlve .657 846 847 + Brand supporting 708 879 873
Strategic motive 1 .82 behavior
Strategic motive 2 15 Brand supporting 78
Strategic motive 3 .84 behavior 1 '
+ Egoistic motive 663 .855  .852 Brand supporting 89
Egoistic motive 1 .82 behavior 2 ’
Egoistic motive 2 1 Brand supporting 85
Egoistic motive 3 .85 behavior 3 ’

x2with 168 d.f. = 502.08(p<0.01); GFI= .89; NFI= .98; NNFI= .98; CFI=

.89;  AGFI= .84; RMR= .038
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Table 3. Correlation analysis
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Construct 1 2 3 4 5 6 7
1. Value—driven motive 1
2. Stakeholder—driven motive 567 1
3. Stategic motive .586 763 1
4. Egoistic motive 485 .593 .647 1
5. CSR authenticity 501 .596 .560 434 1
6. Brand trust .580 531 534 .358 .506 1
7. Brand supporting behavior 570 493 474 317 .581 135 1
Table 4. Hypothesis test

Route Pgth standard t—value
coefficient error

1-1 Value—driven motive — CSR authenticity .20 .050 3.95
1-2 Stakeholder—driven motive — CSR authenticity 34 .063 5.44
1-3 Stategic motive — CSR authenticity 17 .067 2.50
1-4 Egoistic motive — CSR authenticity .029 .052 .56
2-1 Value—driven motive — Brand trust .35 .050 6.98
2-2 Stakeholder—driven motive — Brand trust 14 .064 2.23
2-3 Stategic motive — Brand trust .18 .066 2.67
2-4 Egoistic motive — Brand trust -.089 051 -1.73
3-1 CSR authenticity — Brand trust 19 .049 3.83
3-2 CSR authenticity — Brand supporting behavior .28 .037 7.59
3-3 Brand trust — Brand supporting behavior .59 .037 16.01

z* with 4 d.f. = 15.48(p<0.01); GFI= .99 ;

NFI = .99; NNFI= .98; CFI = 1.00;

AGFI= .92; RMR = .017

28 55 HAFal glo] SHRYPL AY
AoR g £ Qty, I8y BE JEE
AVE(.50)¢} C.RO.70)¢]  7]=(Fornell and
Larcker, 1981)& =i}stal, AgA Alggh
(Corr” W9 100489~ .582169)% AVE(EAF
Z27k M9 657~ 741) olslR AFEIE ¥
HEelGEE SRIsieint. wheba] @Aqto] ARgRE
FEEL o2y AFol Rt gle Aoz
st 7HdASe o &Sttt olERE HIT
| AHERE A E4Z3= (Table 3)of A
A5ttt

—_—

Ol

0|

2

3.2, 0|EX =¥ HB

3.2.1. 97Hd ASA3
2 dFes ol2nyg HFE Y8l ez &A
WS o]8519 1, A= (Table 4>o] AAISHA
. A= AF A, «?=15.48(df=4, p<0D),
GFI= .99, NFI= .99, NNFI= .98, AGFI= .92,
RMR= 01702 UtEE 7|Zo| 3t Aoz
e B AFollA ARG o] 2mge Hgeict
w4 Qi

Vd AS A, IRAFEINHZAS= .20,
t7= 3.95), olSBAAAGF F7(H2AG= .34,
tHh= 5.44), Y FUIH2AS= 17, 3=
2500 CSR HAA| IAH dFe FE= Ao

2 Ueht ot e 27 U B8 A

i
o
=
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7129 F7I(FRAS= 029, k= 560 A
ol foh dFe FA4 = AR deth
CSR 717F He= Al=e] F= gl glo],
THAFE7N B 2AS= 35, t§h= 6.98), ol
ARAG F7(BR2AS= 14, 7h= 223t 35
A e F= Aoz ye M-S AP,
A §II(ARAS= 18, 3= 2.67) EF B
AE A=l 3484 dFe FE AoE Yehd
o 23 A9 F71(EEAS= -.089, t
g= -173)9] 49, BAE AlFe] ot I
& FA ¥ AR U

ot HiAE, CSR 7178442 Bie A=(F
A= 19, @h= 3.83)° 3HA IFE F,

CSR ARYARAG= 28, 7= 7.59)
A FZAG= 59, tgl= 16.0DE BHE 7]
of 3H 9FL FE 0= peheh

-1
|z
)
[

3.2.2. AZAS A5A3

2 AP A CSR F717F CSR XA Ad 7t
A=A FE= I, CSR JAAAo] Bl
o FE= I, CSR AAHAY Baic A7t
BT 7)o F= o] A (G vs Tl
et {Olet zfol7t Q& Aoz HSkTh ZpolH
== Qe 2EaT AtA[44]E o] 85t3oH,
2tolds A4t (Figure 2)¢F Zow, Avt=

R

Table 5. Differences in path coefficients

K-3#) BAEO) CSREZI7H CSR W34S BaE A2 vjs g% -85 A% wag 3402 9

(Table 5)°f AAStAT.

b= P1— P
Y n,—1 SEL n,—1 o5 1.1
n]+nQ—2>< ! n]+n2—2>< Ny ony
AZVA p, iR HAZAS
n, - (HA BRI
sg; 1 AR ARASY] mEA}
tljg] 1]'—?1‘E n,t nL*Z

Fig. 2. Path coefficient comparison formula.

AZ A, 7HAAF 57171 CSR AA Aol =
E %2 IHAHAHZASF= 647 FHA
HZH Az AS= - 1002t A5 o & A2
2 Yehgth ol Biaf| olsfaAIAL A|FE 7] ({
SAH|RE ARASG= 035, FRAHRE AZA
= 53)9t MY FI|(FHaH|AE HRA L=
26 , F=AMRE A2AS= 51)7F CSR HAA4
of F& IF2 TN d=HAHR Hot
2 Ao yepyt)

HAAF F717F BARHE A= F=
FZAHZHARA = 38)7F FAHAH(A
= 06D Hls] & Aoz e, A
Bl oA FHAREATE 29 FFH

Korean Chinese
Route Paﬂ} standard Pa'tk'l standard —value
coefficient error coefficient error

1-1 Value—driven motive - CSR authenticity .64 .062 -.10 0.075 16.25
1-2 Stakeholder—driven motive — CSR authenticity .035 .072 53 .071 -9.61
1-3 Stategic motive - CSR authenticity .26 .071 51 .079 -4.85
1-4 Egoistic motive - CSR authenticity -.069 .057 -.10 .061 15
2-1 Value—driven motive — Brand trust .061 .097 .38 .093 -4.61
2-2 Stakeholder—driven motive — Brand trust -.0044 .089 .026 .10 -.47
2-3 Stategic motive — Brand trust .14 .091 -.13 11 4.04
2-4 Egoistic motive — Brand trust .039 .071 -.034 .076 1.42
3-1 CSR authenticity — Brand trust .53 .091 49 .092 .61
3-2 CSR authenticity — Brand supporting behavior A1 .069 24 .061 -2.66
3-3 Brand trust — Brand supporting behavior .65 .069 .60 .061 1.02

Korean: z’with 4 d.f. = 10.25(p<0.01); GFI= .99 : NFI = .99; NNFI= .97: CFI = 1.00: AGFI= .90: RMR = .027
Chinese: a’with 4 d.f. = 19.61(p<0.01); GFI= .97 : NFI = .99: NNFI= .95; CFI = .99; AGFI= .81: RMR = 019
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