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This study investigated the effects of social responsibility activities on consumer attitudes, product evaluation, corporate support,
and corporate trust through structural equations and path analysis. Corporate social responsibility activities were divided into
five areas: consumer and environmental protection, social contribution, cultural business, and economic responsibility, and the
relative impact on consumer attitudes was considered. The results and strategic implications of this study are as follows. The
same results as in previous studies confirmed that the performance of corporate social responsibility activities induces positive
attitudes and behaviors of consumers. It proved that the performance of corporate social responsibility activities leads consumers
to form a positive attitude, which can eventually be transferred to products and corporate images by a halo effect, leading to
product evaluation, corporate support and trust. In addition, the composition dimension and measurement items of corporate social
responsibility activities were re-verified, and from a consumer point of view, it was confirmed that social responsibility activities
include not only economic activities, but also activities that contribute positively, such as social contribution, support for local
and cultural projects, and actions that do not harm society as a whole, such as protecting consumer rights and protecting the
environment.
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<Figure 1> Research Model
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Dimension operational definition Contents

literature review

leakage and unwarranted use of information
consumer protection activities |Responding to customer complaints and requests for refunds 3
Efforts to ensure the safety of our customers

Prevention of Environmental Pollution
environmental protection activities| Delivering environmentally friendly products and services 3
environment-based production activities

Dedicate part of sales to donation activities

corp qrate . _ o return some of the profits to society Kim{22]
social social contribution activities .. 4 Cone and Roper[9]
responsbility role as a corporate citizen Murray and Vogel[33]
. Conducting active social contribution activities . .
Activity - - — Smith and Stodghill[38]
Operation of social sports facilities
Regional and cultural activities Conducting educational apd achemlc activities, such as 3
scholarship projects, etc
Construction and Support of Local Public Facilities
Economic Responsibility long-term financial management
L sound and secure fund management 3
Activities -
Management of productivity costs
consumer attitude Good, Beneficial, Needed Companies 3 Moore et al.[31]
Brand and Product Evaluation High quality, trust, and favorability 3 Ahn and Lee[1]

corporate support

Cooperation with the response of companies in crisis
corporate support, product and brand favor

Babin and Boles[4]
Sen and Bhattacharya[36]

corporate trust Promise fulfillment, trustworthy enterprise, always honest 3

Ganesan[16], Yeh et al.[40]
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<Table 2> Factor Analysis & Reliability Analysis

Compositional concept Measurement concept Non Stv Stv. t Cronbach’s a
Consumer Protection No leakage use of customer information 1.000 0.873 -
Activit Immediate response to complaints refund requests 0.985 0.882 19.875 0.826
Y Customer safety efforts 0.851 0.800 16.726
the act of polluting the environment 1.000 0.768 -
environmental protection activities |Providing environmentally friendly products and services| 1.048 0.870 15.290 0.782
Environmental Protection Leadership 1.025 0.834 14.854
Donate part of the sales 1000 0.753 -
. o . } . 1.089 0.863 15.533
social contribution activities a return of some of the profits to society 0.838
Performed | e citi 0.989 0.865 15.307
erformed a role as a corporate citizen 1.062 0812 14331
Active social contribution activities Operation of social sports facilities 1.000 0.584 -
Regional and cultural activities Conducting educational academic activities 1.680 0.908 9.355 0.719
£ Support for the Construction of Local Public Facilities 1.445 0.790 9.896
long-term success plan 1.000 0.679 -
Economic Responsibility Activities sound fund management 1.197 0.789 11.192 0.760
Increase productivity and manage production costs 1.179 0.803 11.215
a good company 1.000 0.838 -
consumers’ attitudes toward businesses a beneficial enterprise 0.982 0.828 16.267 0.854
a necessary enterprise 0.876 0.741 13.527
Excellent quality 1.000 0.833 -
Product Evaluation Product favorability 0.954 0.863 17.454 0.822
a sense of product trust 0.949 0.813 15.823
a reliable company 1.000 0.877 -
corporate trust fulfillment of one’s promise 1.081 0.866 20.192 0.775
an honest enterprise 0.809 0.689 12.320
a reliable company 1.000 0.900 -
corporate trust fulfillment of one’s promise 0.871 0.823 19.054 0.878
an honest enterprise 0.981 0911 23.478
Fit index of the measurement mode:
X2=63.721(p=0.000), GFI=0.920, AGFI=0.896, NFI=0.904, CFI=0.964, RMR=0.075
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HYE

Eo]_]_ ME]F- N
AA dlolE o %
cH ]oq\jr. <Table 4> 4 HE

1_
T B

51 3ol
950
AR 7}

= 0. 34(t=6 864) 2 EAH O R fojg

XHE“H Itk 3RS D53} A}

F8A = 0. 238(t=4 407);1 5741

1 *Hlx}ﬂl@ﬂ lel—t— Oéﬁc}oﬂ el
74(t=3.038), 0.133(t=2.518) 2.2

<Table 3> Correlation Matrix between Constituent Concepts

1 2 3 4 5 6 7 8 9
Consumer Protection 1
environmental protection 0.204 1
Social contribution 0.187 0.216 1
Regional&cultural proj. 0.315 0.224 0.320 1
economic responsibility 0.088 0.140 0.175 0.132 1
a consumer attitude 0.522 0.398 0.354 0.387 0.184 1
Product Evaluation 0.237 0.129 0.198 0.206 0.175 0.442 1
corporate support 0.289 0.250 0.262 0.270 0.121 0.323 0.388 1
corporate trust 0.310 0.273 0.281 0.265 0.130 0.377 0.340 0.401 1
Average 4.268 4.544 5.279 5.038 4.505 4.824 4935 4.786 4.949
Standard deviation 1.124 1.025 0.987 1.102 1.278 1.005 1.170 1.203 1.115
<Table 4> Results of Hypothesis1-4 Analysis
Hypothesis path Non Stv Stv. t
H1.1: Consumer Protection — Consumer Attitudes yll 0.340 0.376 6.861"" O
H1.2: Environmental Protection — Consumer Attitudes y12 0.238 0.282 4.406™" O
H1.3: Social Contribution — Consumer Attitudes y13 0.174 0.170 3.038" O
H1.4: Regional and cultural projects — Consumer attitude yl4 0.133 0.145 2528 O
H1.5: Economic Responsibility — Consumer Attitudes y15 0.053 0.065 1.247 X
H2: Consumer attitude — Product evaluation B11 0.515 0.462 7.114™ (@]
H3: Consumer Attitudes — Corporate Support B21 0.387 0.313 4934 O
H4: Consumer Attitudes — Corporate Trust B31 0.418 0.357 5.844"" o)
fitness index: xz = 549.792(p = 0.000); AGFI = 0.879; NFI = 0.950; CFI = 0.972; RMR = 0.071

p<.05, “p<.01, "'p<.001.
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<Table 5> Results of Hypothesis5-6 Analysis

Hypothesis Equivalent Cons. Path |Equivalent Const. x°| Standard model x° Ax? (df) D
¥l = yl2 562.662 549.792 12.870(1) 0.000
yll = yI3 569.518 549.792 19.726(1) 0.000
H5: y11 > y12, y13, y14, y15
¥l = yl4 587.382 549.792 37.590(1) 0.000
yll = yl5 612.205 549.792 62.413(1) 0.000
¥15 = yl4 558.612 549.792 8.820(1) 0.000
yl5 = yl3 564.143 549.792 14.351(1) 0.000
H6: y15 < yl1 yl12, y13, yl4
yl5 = yl2 578.280 549.792 28.488(1) 0.000
y15 = yll 612.205 549.792 62.413(1) 0.000
oujstEg 7d 133 7 14% Ao 18y AA 7 62 A E
A AN 20zt B FAA fofudt GIs 4
Sohe Ao® gl 7Hd 15+ 717 E Sl
7130l gt A} Elme} Eol Afole] Aol digt 5, WA B
TAANE BHH Zﬂﬁﬁﬂﬂ} 2H|7L B i2Afo] o] YRk
ERllE A2AFE 0515(=7.124) 2 SAH o2 fofste] 51 19| QoF 3l A}
7Hd 2= AEE AT Z1gAA ok 719 el gk A=A
T FAAE 0.387(t=4.934)7} 0.418(t=5.884) % EA o= oA A A A dwo] anlAt Bk, AEETL
%AE}UE 74 33} 7 4 s zHFﬂElO*E} Faugo]  7IHAA, 719 AlFel WA= dEFgs FREAA S
3 SPMeo Ages BolFe AAASE 04272 EWAS S ﬁﬂ*o}"it} 719 Absl A AQlgs S
LhER 71?34 Aald AeldEe] AyEe nud x> AHAS FAES, ASEd, 3 A, ﬁxﬂﬂ 9] o]
RIS & F Al 74 59F A 6& 2B AF o] TPl RokR e *Hlx} Bl o mx]= a3
3 SYUFE] A ko] ajolo] #ak Ao o ] nASHE E A Ao} MR %W@—S—
Lee and Ra[23]9] A7ollA] AHEE titRgd s ARy a3t g2y 7EdTok 43 23z 7199 A4
o] FAFE vuwsks FHo 2 At /M 5 14 A& FAS At SAA HEe des T
at7] 9l A= FAX 9 A7 SRIEHTE AHAE T dthe s GRS 719 A A Alese
i3k S| gl glof aHAH G e ARAF A2 AHAR Stow A HEE YA s, 4
FARE yl10] 0342 (EF3=0386)= 7P =31, 3R o7 3 F e ofs) AlFI 7]Goln Aol dolxo] AlF
o] FAAA y12 = 0238(FT8=0242)= 117} w12 H7F} 719AA Y A2 42 F Ad5S YT
kel A7) Aol 0.102E YERStTE oef gk Atol7k BAIA oh mgk 7|99 AR A AQlEEo] A 543
o2 foulgh Ao|AE Felstr] 8l w1 12 AT S AHATENA T Au AN ALE A AdSE
7} FLetthe SIS Thet AR T AZA T & AAEE ool Al Ed, A9 9 FEAY AY
el Aloks }sm Fe AREAT Aol HFS *W%} I 2 FAH 7 E e &5 avAEe BE, 3
Ak AR ] = 562.662(df=315), F 2] ¥ Aol ARE 5 Abs|Aule] HE 74 & PdES ¥
ol AX’=12.870(df=1, p<0.001)& F E&HAtolo] = fowat 31 9188 syt
zfol7h Q= Ao vebsth kA w1134 y12 Alg 7] 2R A B ol gk AFS A A s 7t A
apol= TAA R Foug Ao IRILUT U 9 IS AuEd ARARE, FPRE | A EE,
WO R 113 ¥13, w113 w14, w113} w157 2ho] HEd E3pabg] 5% 2uab B 347 93 nAe Ao
A B SAHOE o3 ApolE Kol 7P 5= AEy 2 yeitoy AAA AYsEe 347 Bl 2o
At} 3 QS FAE EI Aow BAHQIL o] A
7 69 AT 7H 59F TSt P 2 A2 e AdE Eeg 3 2L AAH 852 7|90
YIS(ET3FAA=0.067)9F F WA Z 22 22 yl4(E  FAF sof 3l oz Azksly] wiol Aoz dut
T3 A=0.146)7F Aol ta] A st oH, HAZI  Hr) o] Camoll[8]o] T3 AAZF Ao 9 A13F
AR Frofgk Aol = FRIH ATk yI15} 13, wi5ek Y & ylgn| =9 slghe] X Frhe AFel WS
y12, ¥15, y113F Zpo] w3k EAH o2 FolHo|lomz 7o) 3= Aolgha & 4 gt} B Afs= Alg]d Mgt
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