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Abstract

This experimental study aimed to investigate the determinants of fashion products donation intentions built
on two consumer attributions: strategic and value-driven motives. While consumers may perceive that the un-
derlying motivations of a firm’s CSR initiatives are to sincerely help society, they may also believe that such
initiatives are strategically motivated and that the firm only engages in CSR to improve its corporate image.
Therefore, this study tested how extrinsic factors (consumer monetary and non-monetary- benefits for partic-
ipating in a donation campaign) and intrinsic factors (i.e., altruistic attitudes) influenced perceived value- and
strategic-driven motives, which in turn promote donation intentions. An analysis of 268 responses revealed
that monetary benefits, such as offering discount coupons, increased consumers’perception of strategic mo-
tives, while non-monetary benefits, such as offering a ring and acertificate, enhanced their perception of val-
ue-driven motives. In addition, consumers who tended to have a positive altruistic attitude were more likely to
perceive value-driven motives, and this orientation also directly increased donation intentions. These findings
also confirmed that only value-driven motives promoted donation intentions. However, consumer benefits did
not directly affect donation intentions. The findings of this study suggest valuable managerial implications as

well as academic contributions.

Key words: Consumer attributions, Strategic motives, Value-driven motives, Consumer benefits, Donation
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e Bl 7| R 2209 LGS Hste] avAt O] 7| REES 2R A B FIR A
dAee Hest Heke PAst ol o8 5 = ojul g Al oo,
H&MZ o] F 47 i 2 T3 (Garment collecting pro- olo] & A= 7|F 2] CSREZof AH|AS 2]
gram)& F 3 2B A7F A = RS v o &2 7HA AIZ171 el sl S E8-5h= Ao antg sl
ow vk Pl AT G FES SHAE, A TSI L ATEAE ST R, 7o) 4]
off ks 2021955 k¢l Sl Aol EQ] Aol Al Al5-oh= sl o] & 5 vladd oY
A=Y (thredUP) 3 B S I RAES Hol) 9 0.2 e, 27 dllo] 2ulxhe) A A B §
AL WS 20T o] AL FA ARAFS 7] AT Ak 57] A 2] o]x = G Lot
7| Rahel oftirks Aeolole S mAE, AEA  nAbstATh B, Aul Aol BRI Aol 7HAIX
5ol EZ3HE HAE WA Flrk(Pau, 2022). 2 7] 2| zhat deka E7] 2] zbof| ] 2= g
t}<=2] CSR(Corporate Social Responsibility) &1 & A=stax} st AA, Av| 2} E B9, Rl X
oA vl alel e Bgot Aekel ke 2ulAE AT IINRA 57 A7, A 7] 2| 7ho] &
714 8] CSR Z52] 5715 oftfofl A<l Al7I=A]of wh dzke] 717 o of n] x| = & HSshaLAt 5k
2t 201 5hgl th(Marin etal., 2016). ©| = # ¢l o] & ok & A0 A= v Rfo A o A= S = O]
(consumer attribution) & 2 |42 4 Ql=H], &u|A Foll w2k &u[Ar 7] o) 71 B3 H < BEe olE
771949 CSR ZF 57| A9 & A o= 53t Al A=A E A Q1 B oA d S5l th=
She AHH| o] WA s ke QAT AFA] GollA sh=4 o] o5 7Hal ek =3 A 74 R of A
571, value-driven motives), CSR &59] 57|15 34 z}zbo] F| el 0 2 ol3) 4H|A7} Azt 7] 9] 7]
A3 3 710l A /WA S 2 kA ko i 79 10 Z2(F7])oll= of ® 2ol 7 A=Al ofl Hf

Aol A olal| T & YrhH A 7], strategic mo-
tives)(Becker-Olsen et al., 2006; Kelley, 1973). 7| & 9]
217 0 2 A}3] 9] o] & 7ok A FFFE S U] 4]
1 9)eHE 2 48X} mithe 7)gl o] CSRESo

502 71 HIHQ FolB T 4 YA W2
ol i3t BE2 Fof 7|%o] ol & FPokel 5712

3A wrdH 2358 9831-E ¥ 4 ¢ th(Garcia-De los
Salmones & Perez, 2018; Su, Lian et al., 2020). Ul]-E]-/\i
714 0] CSR &5 3 sh= ol o] v 2} 5 =
g3t o of- ASotA A2 BT
A7t 8] il 7] 5ol Bt A= FE 71F 9
T E Fol= AR HSEE Yol atlof A5E o 4]
2Ll 7 Q1A 7HA|, 74, 715 57| (Ha-Brookshire &
Hodges, 2009; Kim & Childs, 2021; Oztiirk & Sahin,
2023; Park et al., 2017), 3t of] tht e = & | &7
/g of o St 2] Al (Fenitra et al., 2021; Wu et al., 2023)2]
de Aol thel #2 o 2ol 3 e o= au| el
WA 2elof AEE ol 71 e 2e o)y 2lo]
o o] F2 o2 5t ek A& Bt
| ik 5t A7) FEo| 7R atEo] 7}
l= & Aol A, 719 9] o] 23t F-sof tht &
H|2F50] o2 A| gholZo] 1 F st -7t 5
of| = B35} a1 (Becker-Olsen et al., 2006), 3 A4 7]
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£ 24110] A2 Boli= ol el dekFenimctal,
2021; Pago etal., 2021). o] st T3 A IS 1}t ¢ &
o] 7]dol 7155 3 AHG & X otH o] n| x| & FF
A7 % A3 82U 2 AT B % ek o Yol
7hu| g dAote] FA& Bl U MR E HE
SHRL 28 AAE 2108 4 ol A H 02 E S]of

T2 T A

Sh= Y¥}7} 2 th(Fenitra et al., 2021; Zhang et al., 2019).



AHIXH ol 8 & 2 EFCIXISE Mat0] IHM D120 JIF &Sl tHst AHIXF A JIR OIS0l OIXl= st
J1Q0] aulAe] AIHel 7|0 FolE fESk olajshs AL 0% Fasteh
Ao AL 287 BHOA 715 o w8 Bol= 2l £5] 719 9| CSR 253} Bt A7} o4 o] 2
< ghotst= A o] HQ dlch(Ranganathan & Henley, o] =d|(Min et al., 2023; Zhu et al., 2017), T E & ©

2008). 418 170l el A 0.2 9|72 2213}
Ul 22lo] o vl zke] 713 o7k ot 4
U=, HEA QA A eRlog=7]Yo] 7| & 7
H & 2 Yst= WA Fo] ZatE 1 A alo
2= 2Y[R] ZEx| o] Qith MA A A 29l B
oA, 7142 2B A7} 7] Rof o Al ¥ A ==3
&S 725 WAL B 7] B2 e gk 24 9l th(Ye
etal, 2015). AFEFE0] 7| Y ¢ & 5= 0]
£l 244 E=vedd dde ¥=
= 4 910 0 Z(Johnson & Grimm, 2010), 7|
she aul2ho] d]g e 7] 5 o) = Pafol 3
F2 0] 4 9 thH(Gao & Mattila, 2019) ESE A
L BN 7| R Q=5 Fol= 2 AHEY
of -8 A4 W= A2l OIEW ol 27
Stch(Erceg etal., 2018; Hou et al., 2021). =, EFQl
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2. 2H| X el

9] Adef dish Q1RIskar @12t
o1 7 L th(Kelley, 1973). &k
oA dojtta AHAE ol
T =7 O}Lz} 3} (Heider, 1958), 72l o] &
(attribution theory)& 1 AF7d o] 2 5 91212 o] &l 5}
+=d| I 3 E-& A|-5-5tcH(Martinko & Mackey, 2019).
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FAQlo] -2 chabet ofoll M-8 o] AFE 0] 2,

ol 404 YEL AYele FR o2 OR T
o] 2] 1 @) tH(Schmitt, 2015; Weiner, 2000). 48] X}
ol 24|27} 7] Qo] FArSHE Here] B7]2 ol
b Ao R, aulA7 2|2k B717} 71 o] AR, A

g 2o gt ke 9 i 2, 71 G oll iRt Ef =
Joll &= X th= AP o] th=9] Ao A gtg

Zl v} ¢l th(Foreh & Grier, 2003; Laczniak et al., 2001).
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2 Ellen et al.(2006)2] ALo] w21 791 o] CSR &
ol Tt vl 7l A Bl F AR A7) F

A 0 2 -0l A Th BFol 2 Al & o = 7F| K] 5FA &
7](value-driven motives) 2} A 2FA 5 7](strategic mo-
tives)7} ZgHE 11, 27| 54 F of| = o] o] TA AK(stake-
holder-driven motives) 2} 2} 7] 2] & (egoistic motives)
§717b EFH /A G 5719 CSR BEL A
ule} b3 ghle] HOIA olaali Holx Her
5712 71Q9] o] &378 I3} CSR BEL Hekd
O = o] §st= AL 2 QA5k= Aotk ¥hH, o] s
AL E71= 7190l CSR 55 53l 71 olsi ¥A|
o) ololg 2peE AL AR ek Holol, 4
715912 F7]= CSR BEL 7| QAA S 9l5) o

= 0 =2

B3bcha H7sHe Aol th of 7]o Al = ol A 2 A L,
oS TAA F7] 0k HeFH §7] R Al @

ol 5 el B4 RrHs 39| ool 95 CSR 5L
CL8IELD 2.2 YA ol A 571 514k

21424 ¢l ofsfjHA ol T Y= AFRFES 91T oY
T2 A== g, A 57]= 719 oS
ol AFS] MRkl AAH &3S 7P TS = 9le D
2 DHAER ol IHH LR Pt e gttt
(Ellen et al., 2006).

CSR 253} elah 4u] % 72l EohE BRY
6 2= YA H<(intrinsic attribution)™} <] & 2l
(extrinsic attribution)©] QlTth(Heider, 1944; Story &
Neves, 2015). J & 7] ¢lo] 2t AH|A}S 0] AL & F5H
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2017} FFE S IS R AW E A} 5HG T of =402 st s =2 HrH(Gao & Mattila,
oho] AP Aol 2 H, 7| P <] CSR F-50] 7t 2019).

A AFA A Ao R FrhE of &8 A= o] et B 28| 2o Al A= = all =] fof et Ay
o] A1t AooA vH]|ZEH HAO=E 7|4 =, TE A B2 W, Hirschman and Holbrook(1982)+= =
CSR A#&o] 7|94 9] 34 7]’7\]-40]‘1]’1 won ol Aot v g e = 7HR] §F o' YRS,
7ol B w2 =Y/dS 7K itk *“7*01-—’: Dowling and Uncles(1997)%= A &3} 2 214 4 3
7o) QITHEllen et al, 2006). ik |2l gt 73] ST BT 9 H B0l g 1Y Aoz B
ALl A Sl 71d e ® Frtstal g7 d Z] §+5F 3t Sharma and Verma(2014)= & &} -3 2 T
Aotz Fe= Hol= o] Urh(Becker-Olsen et S *ﬂl?—ﬂél'@ 21]/&] '5]‘ Eﬂ,-rr 3 ]E"J—]’—'?“‘é E

al., 2006; Fryzel, 2015). o]2{3 W=}
Ferguson(2023)2 7] 2 CSR &350l A 7}74] Z]
5712 o ol E&afof 24te] A7}
= SHR T 7EX A A F 7] 9F v
719 matoll oA = tha 2™ o
aeh X8k Thao] 704 &= CSR} 2
A =7]x|zto] Au|} F o HrtE F T}
¢F =t} 11 5 tH(Chen & Yang, 2023; Mantovani et al.,
2017; Su, Gong et al., 2020).

o A] Song and

FH

SN HAAZON FRY e LulzEol
CSR 52| 5712 o]y o2 Basts 9| of
Uk /%2 5719 ek 5o12 S Alo] o2

e QAX|5HA HthGarcia-De los Salmones &
Perez, 2018). 2, o] H gk 2 70| F0 2.8 1 71| 2
X 578 ety 7|6k e 24 LA, s 2
Mok 5712 7N 57mckd 27 w2 4
olch. shA ek %2747 o] CSR bt At 4u|7
2A<10] gt A= 7 57]0] ATHE Ao 2Ol
a0l 9, ofm ek 2902 Qs|A 7t7te] £
EHE LR A He=Alol gk At ARt
Z 0 & o] 2o H th= H ol A(Grozaetal., 2011; Wang
& Lee, 2018), £ Aol A= s A A & 7] 4 Zof A
old @loz Qs &7t thE F7]E B/dshe
A& 8ol 1 7+ 5719 235 H 55kt shelTh

3. &H|X} 3 &Y

7192 A Aol Al hget §lES Alst e mH
Lo & §- =5} 3 (Hardesty & Bearden, 2003; Minnema
etal,,2017), Tt 2 48| 2o A| S EHEE S-St
= Z}:L%]-Di (Jin & Huang, 2014; Sciandra, 2019), 44|
2Lo] 2 =5 73stal(Demoulin & Zidda, 2008;
Kaur et al., 2020; Keh & Lee, 2006), 2H]Z}7} CSR &5
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el A 5 6 oﬂa,ﬂﬂ ez A7) S, A1 A
Hut et g o2 Byttt o] F 7P dutd o g
AF8-E = B8 -2 Hirschman and Holbrook(1982)0]
At S A v ZH A FP =2, o] 29 u}
AW "I} Aol sith= AHH o] th4=o] Ao A A
2% g} @tiJin & Huang, 2014; Palazn-Vidal &
Delgado-Ballester, 2005; Peng et al., 2023).

=4 "] hxH of| = &u| A7} 7| B o3t

A ERAFE, I E 52 Al5-oto] ohS FLuffof| A A
S YA G=ALE, ol=FHERIHOE H
Lok Aol AT Z7H B = 71Y BA
of 2l 9L u]& 4 ¢ th(Buil et al., 2013;

Fong et al., 2021; Gilbert & Jackaria, 2002). ¥FH -3-4
Alzo] Abepel WA o} 71R B4 50 vl 3 e
au|Are] 214 0] 4 7sto] THEGE o] 0|7 & &k
Yol £-go] Hlo] 2 dure uep 4 Hel &

= 7FRIthar & 4= 9 th(Buil et al., 2013; Chandon et
al., 2000; Fam et al., 2019; Fong et al., 2021; Jin &

Huang, 2014; Reid et al., 2015; Sittenthaler & Mohnen,
2020). =3t 7|7 FFo| A= a4 d= Bt v] 54 5
ol dS H = A4 37} th 2 3o (Irving et
al., 2020; Kasraian & Maghsudlu, 2012). Shehu et
al.2016)] Aol A= 7] 7o 72 44 S8
A 5ot A2 25]8 7|1 8E FX5t= v g 2 7|29
oJujXE £4A7|= ASE YEFGI, Yin et al.
(2020)9] 7ol w29l v FAE S| 7| RS 21
shiodl o g BRFHQ 7 0 2 HE ATk ol 9 ARt
7| Chmielewski et al.(2012)2] ¢ = FH 2 3
9e 252 7|% O EE BaAly|E Ao ehy

Aok ol 2 aEe 7] o Eof A AL 0]
Aok shet.
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2HIXH ol & 78 S EFOIRIEE &S0l IHA D101 DS 2= ol (st AHIXFHOI 0 JIS OIS ol DIXl= &t
A S Lot AL 2RSS HEd =r)2 £S Bgst=d AZAQ e S 7FA 2 el S )
o fEdtrh= Abdol B9S2 BF Qltk(Chen et al., 2] 5h= 55 H A TH(Hui, 1988). of & JFo] &
2023; Jin & Huang, 2014; Pongjit & Beise-Zee, 2015). A= 7182 o] o) A7} =oh = A7) thgo] Lo
HlH, v 24 e Ao AL FE, FHA A Al g+ 21 8 @)l th(Veludo-de-Oliveira et al., 2017).
Aot TE o] S Yo FLET f2s Bl s Gorczyca and Hartman(2017)= DU g Ao 7] &2t
A4e Asksttlo] mgol HrhPalazn-Vidal & o ERIXF AT 715 W) Afol o] A AwHE
Delgado-Ballester, 2005). 18] 11 8|24 g gjo] B4 £ 23359 3, Houetal.2021) = 4H| AP & B
22l 7] A= &3k 4= 9l o o(Pongjit & Beise- Al b= Aol 22l 718 5ol n] A= 384 B
Zee, 2015), 719 o] CSRZ-F0f| thgt W& Qo] %5t TS FF ek B3 ERIA R F ol T2 LH| A=
A fddt= d7E quxHﬁ}EP(LélDeZ et al., 2022). 7149 7k A A AHRIE B A Frtol= Ao
%, 71ol v a4 dl & A Aot Av|AHE2 oS UFEREL T BHH 28] 2}8] 7hx] ko] kA 9l %]z}
714 o] ARl S ¥t F B, Aby], &84 o7 59 o] ofl= ZFol7} glths A2 32 L7 2(Choi et al,
2 CSR 53 Pttha ©= Zo|th o4& t] 7o 2016), & Aol A= BFI A JF A oll whet 2-u] 2} A
%ﬂ,ﬂ%‘o]i 1218] 7] 5 3ol & =2 517 915f 5 S HEA FHT Ao Bl
S AT W, 739 o] et 4u] 2 kg0l Mo 7S BeHoro], £ AL RAAE 7] 5
A e A o® AR ETL B AT LA oS 919 71%00] Bt 5ol f3o] e} v
e §-Fofl mhet &R AJAF G ol nR] = Aoldh J A AJCIHRAFA 571, A4 F7)), 715 o =0
Fd & A5otAt ohgleh U] X]= & 9ol 2 A}F gheh T3 4H] 2RO BFQIA|
FdFo] 2R H], 718 o mof v A = FFES &
4. EIQIX| & & ofE 3 7} Z-H|ZF Al Q. Qlo] &H[RL] 7] R & ko
X 9&2 d5sta o3 22 A7 o
ERIAFF 42 2 A =S 5AY 5= Aol A2 Y2 A AIBHA Hh(Fig. 1).
o gt A 21 2 B = 2 7 o] | th(Webb et al., 2000). <1
& ARl A F2oln A Y R ES thE AF ) HL. (2) 54 8|82 A4 57] 2] 22 ol 1L, (b)
BT ALSER, AP AHA o R 8ol PRIt H 54 o e 7R A A 7] A2 w9 A
AMEE B3, THE AFREE] o] ol& 9falf AL AIZH ojth.
=, =3 52 AF83ttH(Ahnetal., 2013; Buragohaln& H2. A8} §8]e 7| B ol 5 =9 ZAo|th
Munda, 2018). o] &1 J 2 &2 F+= oA th& H3. EFQIA|RE A3 () A2 F7] A Zboll 43
Athe] 1S BEdo RN EEEE A & = HA A AT (b) 7HA A A 57 A=
=, =28 TS TaA7] SR F R ol E =Y Aojth
Q] I1(Webb et al., 2000), E}21 o] ¢hgof tigt B S H4. E}QIR|3F A3FL 7] B o= & =9 Zo|rh
(Buragohain & Munda, 2018; Jan, 2016) 7} 21 of| A U 2} H5. (a) A4 57] X722 7| 7 J=of FaFg vl
stel =94 7R 2 #EAEE 7HE e o A A FARE (b) 7R A A 57 A2 7]

(Piliavin & Charng, 1990).
ERIX G 7ol B2 AFFE 7] Y OISR HEo

*“QJX-] o] EHEE 7}-;] 1 il-o:]é. [id 7].‘_—.}\-1 o] l.:.q. -
o ThE AFE B BN EASS 4
2 747k gl W9l Felgomn Balg
A1 L3
—('sol:

ol

=v
o

o]
Sls

o]
AN

U mRolA felt Aoz Y
THBasil & Weber, 2006; Jan, 2016). EFQI A
7135 /\H]X]-‘— Q] H]-Z-l oz A= __] 7]—5(]

Fol 3
}Xl% 7b g2 ol 52 Bl BEt

2,L’£>+ﬂlo[:lm

o

i
Hu mo ox ot = l~

o= 7

=

o|EE ol Aolt}.

1. 914

[= ]
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Fig. 1. Research model.

= Wgsteich 7Hde] 218 w4 B E Q] ‘FOUR
SEASONS’ 7} 7}449] v] g 2] Z21¢Ql ‘Earth Environ-
mental Protection Association’¥} g ¢iste] 7| Fx =2
AES AYsHe Ao A2 ARsta 7%
A elo] = Y| Qe o] F0] 7] %7} o] Egol
2 Zolghs -8 A 7] Roll olstA =lH &b
A7F QA 2 S 27FA (8] AR S 5 5 vs
H] 5= A AISHE T WA A] Z2ko] g (priming) &
IH5 FAISFALA} A8 2| 5 B & T A] A Al SkaL 2 o
Ego] "tk= U823 AAIRE 8 A 1, ghg o] =g-0]
Hobe Y82 HA AAStL £H2 s Usol
AR A Adste] F 47 AdA=2S A Y
off AR&-sF tha ] A} 8| & -3 X Z2to]J)(Fig. 2).

AFI7HA = 4712 & A== F T2 =2 3 7l 9

é

=2 &P UEF oYL A= AA6] 2
F o] & AR ofsfist =4 &Pol 5t7] Qo £~
Y 2ol HA SOt E ottt 2H o2 2 A
o o Wl BRIAF AR, 7HX A A 571, A=k
A 571, 715 e & AA ot opx| gt o 8 S
G2t 54 gHobs At S A 232 Al Aot
o}, E]-C"_]Z]T_Dg:/\c‘,] ko 428k (Park etal., 2017) 0 &

(

)

Og‘l.f ool
2 rlo

AR 7kx Z7], Ag%A Z7|= Zhu et
al.(2017)2] AT A AH25 35S 7+ A A6}
gt} 7] 5 o] & = Bilgin and Kethiida(2022) 2] & Lo
A AL E 9 E 25 B o] ghA| S, Bkl 3
B2 AML Sl A5t} o] B3e m Xk 7H

27 H (a8 124 Sk 14, e 29Tk 74)
2 2459t}

NerE 2250 22RH A 9 =4 E5to] 247}
A U] A3 FFL0 A E Lo 2 o
2AHE AAIBHTH B Bl 2 Aol
Zolz Wodo| EQl 1, vl o] AshAl v} =
®5t7] §]8l shako] o Fo] o] 553910
o 2ato] YAE YT o AL 532 22t
ZAF7]ZH(wjx. com)of|A] 2022 10 114+
9109 2097k & 200%-0] A2 445t W
A, A T= W 28 A o] f-g o] Pt
sl 9] Halsh] 15 9] Fnol A
ol & =S AlSRtehal sFAUR? (A4 A

I

0 (o oZ: Fﬂ
ﬁ 24 o %ol'
Mo rE Ao oln

;

_l
q o
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S
0
0

Ol

==
ol GIE rtestE 5
Aol w2k ebol x| 5 413,
71, 714 ol ol f-oful 3 ol 7t gl A O 2 Let
GrthEA A S Ao R X T AT =61, p=.54,
AR FH E7] =65, p=.52, Ak
p=44, 715 0] & =00, p=1.00; 8] 34 &= ¢k ¥}
AR A3F =49, p=62, 7IX XA F7] =-.57,
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Non-Monetary benefit: Ring & certificate

Fig. 2. Examples of experimental stimuli.

p=57, A2kA 57| =52, p=61, 7|5 | & =-1.25,

p=22). 0|24 22 o 2A7F gleS sk
7} 23}+9] Cronbach's alphagt & 2 &4 &go] A2 =

—
A7HA] Lekel ARo] MY 9w, BT A7 4

Cronbach's alphazt2 5o o] AlF =& &Hl5HY
t} ESE &l& @ 9l 2 X (confirmatory factor analy-
sis)& ol S LB Y AR =, B E skl o,
7Hd A5& flsh AMOS #7| X & &85t F2&

4g 4AssT

~ 663 ~

4z ox fz o o

2 o
g 2
i ofo

i

FoiT. o] 2Abol Aot ohrEA| =

ol 1
]

RS

o= 3 ATEAZ SHe 2o,

F, 282 ARJCHRIA A 571, A=A 570), 71

252685 5 T 5 o= AA- T2 1317, ]
°

13779012131, - 3l & ko]



Vol. 48 No. 4, 2024

A Zeto|n] A7t F QUL FAGES HestE Amos 26.00]| 4 &2el& Q 9l B M (confirmatory factor
off v gk A3t fA]R] eAjofl mhE Zeto|y Rk analysis)& A AIgE 21, EFRIX|FF 4 W40 g7
Ut SR BANAHI WA A=Yk AT ol H 71EA) Hrp e 2ol el A A
R =97, p=a7, WA G 57 1=-95,p=35, 4 = B0l s RaHe BAo| A Aelet 3 2Hl A
g 57| =37p=71, 715 9 & =-28, p=.78; | FA LARME WAHAISHA T T A 2= oA A
Z & R ok BRI X &F A 7 =.82, p=.72, 7}2| X A 23t Cronbach’s alphaZ}t(.66~.81)& 7[R |= Ao 2
571 t=.02,p=99, A 57| =.81,p=42, 7| o & eI, SS9 215750 .600]/(.60~
=50, p=.62). Wt2tA FFEA A= Zeto| Y-S .94), 7l 'g Al 2] = (composite reliability, CR)7} .600]/}
EotA] AL AAIE & Eof whet 245 AAI A, (65~.72)9] G5 7= AL & AT Fd&
H| 248 & A A TGO 2 o] 2+ A ko] AH| AL At3Z(average variance extract, AVE)o]| A= 7| & 4]
A Y 7|7 o o] U)X = & A 5o ATk gt & °1 S500] 0] X2 Eoh= Hart ARG o 4 E
Y2} 5 & ek o] 2 g5k 24 of AR&-5HS T T AT U THE A EY AR5, 7H":‘
SR AT AH 5408, 04 (n=167, 62.3%) A2 = ko] 3§ & FRstgon®, o §
o] vlg-o] §/d 2 ¥]&(n=101, 37.7%) .ot oF7F =3¢t THEHEE A YuisHA] F= AR 43}0}“”’%
I, Hd AFE 32742 I EHQIth stalo] H 94 (Bagozzi et al., 1991; Fornell & Larcker, 1981; Hair et
4 th8n=204, 76.1%)0] SEA7F 71 BT AR al, 2010)(Table 1), E8 2E 417 o] AVE A8
Qe 1803H vigho] /1 e W @S AXSH  alol e 1 AR ABlohe Zlo® e B
1(n=155,57.9%), 180TH o] A} 3609+ O] gto] 1t} Held & SHsigcty & 4 th(Fornell &
&2 2175+ thn= 96, 35.8%). Larcker, 1981)(Table 2).
1v. 1 7Z 3 2.7t A8
1. SME PO Elets Y MEE HS M S-S SAMOS 26.02 B-§-51o] 7 2 HA]
= AABFA T T4 8 AA RS HF A 6™ A
SHLYo] ggke A=EE A5 6l AT HujR2gste] |42 AR L(E 4 6

Table 1. The result of confirmatory factor analysis

Standardized ~ Cronbach's

Factors Items . AVE CR
factor loadings o
People should be willing to help others who are less fortunate. .60
é;:g?lllzt;c Helping troubled people with their problems is very important to me. .61 .66 39 .65
People in need should receive support from others. .66
This company is trying to give back something to the community. .64
Value-driven . - - -
motives This company has a long-term interest in the community. .64 72 A48 72
This company feels morally obligated to help. 18
This company hopes to increase profits by making this contribution. .60
Sr'rtlrjttii%lsc This company will get more customers by making this contribution. 94 .81 .63 .69
This company will keep more customers by making this offer. .81
I will likely donate to this company in the future. 15
.DonaFlon Itis 1mpf>rtant to me to contribute when this company launches 60 69 46 7
intentions  fundraising.
When I think about donating, I prefer this company. .69

Model fit. y*/df=2.60, p<.001, TLI= .90, IFI= 93, CFI= .93, RMSEA= .08, GFI= .93

~ 664 ~
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Table 2. Correlation of variables and square root of AVE

Altruistic Value-driven Strategic Donation
attitude motives motives intentions
Altruistic attitude .62°
Value-driven motives 45%* .69
Strategic motives -.06 - 13% .79
Donation intentions 62%* S5 -.09 .68

*p<.05, **p<.01

# Diagonal values represent square root of AVE of the variables.

0, HIF AT 1), RE wge] HRghe
BEE} O WRksto] B o] ALgSHeh B YA
3w Rp= )(z/df=1.91, p=-17, TLI=.96, IFI=.99,
CFI=.99, RMSEA=.06, GFI=.99 & U El.} & A}
s see zo BREoc M A% At
(Table 3), 37 319 gol A Hekd §7]5 4 A
215 WPRI(S=-21, p<.001), 81 F-41 38 gl A= 7}
AP 5718 B A2 502 Ueh(p-13,
p<.05), Hl(a), H(b) =5 e = giek. vl 4} s o]
7% ol A A GFS 0] A A g Ao o
34 (§=-01,p>.05), H2= 7| 2k | ek ekl A\ 43
o A F7lol folst G wXA AR
—-06,p>.05), /A X 52 §7] A zpell = A o] JgE
Fi o2 vhebdol ntekp=45, p<.001), H3(@)
H3(b)7 A& | Q. E 3 el AT L 7] % o
2 AgAos ot 2o U H(P-46,
p<001), HAZ} e 5] 9] O o], Zew] 2t A2lo] 7] 5 ]
ol 0l GaFe AET Ak, WebH 57 7%
ool L v H A Y TF=-03, p>.05), 7H A
W2 |5to] 7|3 JEE ol 22102 FeIx)

A th(p=.34, p<.001). w2}t A|H5(a) 2} H5(b) 25 A &
=] QA chH(Fig. 3).

cu| 2t sl €3 ehol 2| A ol Heka 57
A g 5715 Fol 715el o S )7 7H
a2 slsts] 99
Bootstrapping ¥y 0 2 248 2345+ th5000 Al
E,95% AF ). o5 HEeHSE F8oto] A

|=]

ol
>
<
o
72}
&
=}
[
fu
[
o
=2
>

719 7HA A FA 719 NE AR 242 A
A 5H THTable 4). 1 A}, 7} A FA F7] = L]
2} &) &l (effect=.09, 95% CI=[.03 to .18]) 1} EFQI X| FA
FH(effect=.16, 95% CI=[.10 to .24]) ZFz}o] 7] 5] Lo

=}

5
O] %)= 2 R ol o2 Sl gleh 3, &
o S o] G B, HHA o o

=
slgo] Fo{3< o ulx}

(o]

e
)
)
A=A

Table 3. Amos results
Independent variable — Dependent variable SE CR g Hypothesis testing
Consumers benefits — Strategic motives 12 -3.48 S 2]k H1(a) accept
Consumers benefits — Value-driven motives 11 2.49 13* H1(b) accept
Consumers benefits — Donation intentions .09 -.30 -.01 H2 reject
Altruistic attitude — Strategic motives .06 -0.99 -.06 H3(a) accept
Altruistic attitude — Value-driven motives .05 8.42 Q5HHE H3(b) accept
Altruistic attitude — Donation intentions .05 9.14 46*** H4 accept
Strategic motives — Donation intentions .05 -.61 -.03 H5(a) accept
Value-driven motives — Donation intentions .05 6.82 34x%* H5(b) accept

*p<.05, ***p< 001
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H2: -.02

Hil(a): -.38%*

Consumer benefits

Altruistic attitude

Strategic motives

Value motives

Donation intention

H4: .o1%%*

The consumer benefits variable was dummy-coded (monetary benefit=0, non-monetary benefit=1).
1Hdf=1.91, p=.17, TLI=.96, IF1=.99, CFI=.99, RMSEA=.06, GFI=.99

* p< 05, FF p< 01, FHp< 001

Fig. 3. Hypotheses testing results.

Table 4. The results of indirect effects

95% Confidence interval

Path Effect SE
Lower Upper
P2: Consgmevrs ber?eﬁts — Strategic motives o1 0 02 06
— Donation intentions
P4: Consyme.rs ber?eﬁts — Value-driven motives 09% 04 03 18
— Donation intentions
Pé6: Altru}stlc. attltu.de — Strategic motives 00 00 00 0
— Donation intentions
P8: Altru}stlc. attltu.de — Value-driven motives 16 03 10 24
— Donation intentions
*p<.05, *¥**p<.001
£ BIO% CIH-02t0 060k BRI FAHTo| 2 HAS Tl AFsck AL AT e 2ok
H5712 5o 1o Eo] GRS T AIE95% A, A7 29191 v 2 Bl Yo whek v
CIH.0010.02])95% AL2| T2k ol A 02 ZAstRR, 7t 7|9o] 7| R85 §718 2 Al 46t 2o
A 5710 AT BAH O GOl g 2 BRIE|Gith vhX| o 7|3 B4 5 Ul ago] &
Ao sk, ozl Aol e 7N FH F718 EA A 25HY
X, FATET} 7 F7 F o] Fof 2l Yo A
V. 45 9 =9 Aok 5712 o B A 25He 202 Ueh A
A+ A= X R 51 tH(Chen et al., 2023; Lopezet al.,
2 A= 2B|AL A Rlo] Eof Ak s A A|E 7] 2022). o] = 718 55 A7Nsk= 719 o] & Al Al
B oo ol A4 RS yle]y] 3t BHow, l2HE S HHe AT ) AuRtE Y7
9114 29191 7] Qo] Al TIHe 2uA = T ol A o2 A3l S AZstE A 7]Q el o] oL g
WA 8019l 2nlAo] AN AR dFAL Y AStuA sHe 5718 JHickn BEE Tbs Aol B
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= 02| A] = A 02 Y5 A CSR WEo| A= 4]
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