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Abstract  This study is to identify that the efforts of business ethics build customer loyalty, and it makes
customers lead to purchase behavior in the viewpoint of grasping convergence effect. The survey has proved
that ethical management influences consumers' purchase behaviors, and consumers' image perception and trust
on corporate play parameter role in that process. This results imply that corporate's ethical management gives
increase in revenue and reputation to corporate. So managers must recognize business goes on when the social
legitimacy is approved by the public, and make efforts to arrange systems and programs to foster ethical
management. In the future study, it is required that an analysis to differentiate target range and level of
implementation of ethical management and research associated with ethical issue of high public interest.

Key Words : ethical management, corporate image, consumer perception, consumer trust, consumer selection,
purchasing behavior, convergence effect
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(Table 1) sample composition

categories N %

male 121 43.2

Sex female 150 | 568

under 200 million Won 28 10.0

under 300 million Won 49 175

hfr?csjr};(:d under 400 million Won 67 239

under 500 million Won 58 20.7

over 500 million Won 78 279

household 33 11.8

salary man 82 29.3

occupation self-employed 41 146

student 108 386

others 16 5.7

20's 123 439

age 30's 38 136

40's 53 189

over 50's 66 23.6

high school diploma 30 10.7

educational college student 120 429

background university degree 112 40.0

master’'s degree 18 6.4

Total 280 100
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(Table 2) Exploratory Factor Analysis and

Reliability Analysis

factors

. . factor |Cron-b
(eigen value, variables .
variance) loading |ach «
social help for lagging region 851
coni:itblution community service 846
e nature  conservation & 0936
activities . 825
(3449, 2156) |resource saving
e social contribution. | L —
ods & . efforts for product quality 780
£oods §§ry1ces efforts for after service 776
responsibility . . 0.910
(3,020, 19.25) efforts for innovation 71
....... oo CONtINUOUS responsibility | 722 |
internal reward to model employee 791
ethics run exclusive dept. 776 0.909
policy set up ethics rules 771 o
3145, 1966)  |check ethical performances | 743 |
customers’ relieve consumer damage 806
rights protect customer’s right 751 088
guarantee provide proper information 719 ’
(3067, 1917)  |run complaints window 69
Barlett's Test of Sphericity=3837.666(p<0.001),
df=120, KMO=0.929 total var.=79.630%
perceived to be excellent 915
perception of |perceived to be sustainable 912
corporate image |expected to create good 907 0.931
(3311, 82.78) |value ’
helpful for national interest 904
Barlett’s Test of Sphericity=895.960(p<0.001),
df=6, KMO=0.860, total var.=82.782%
for th no ask of unfair deal 941
trust for the no tax evasion 939
corporate . . 0.944
(345, 8563) not make unjust profits 920
’ no unfair labor practice 900
Barlett’s Test of Sphericity=1076.362(p<0.001),
df=6, KMO=0.844, total var.=85.629%
, recommend the products and 0919
consumers . 91¢
services
Ei;‘:::;f worth buying a7 | o9
(3245, 81.12) prefer purchasing 901
o select without ad. 864

Barlett’s Test of Sphericity=879.572(p<0.001),
df=6, KMO=0.823, total var.=81.120%
Principal Component Analysis, Varimax.
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(Table 3) Confirmatory Factor Analysis

Factors Variables

Beta B. SE CR. AVE CCR

help for lagging region

social . .
community service

contribution
activities

social contribution

internal reward to model employee
ethics run exclusive dept.
ethical { ] poliey | set wp ethics rules
mgt. efforts for product quality
goods & .
. efforts for after service
services . .
i o efforts for innovation
: responsibility

continuous responsibility

customers’ relieve consumer damage
rights protect customer’s right

nature conservation&resource saving

guarantee provide proper information
perceived to be excellent 0.882 1.000
perception of corporate perceived to be sustainable 0.876 0.999 0.048 20.73 okl 0744 0921
image expected to create good value 0.892 1.023 0.048 2153 sokok ’ ’
helpful for national interest 0.859 1.001 0.05 1991 Hx%
no ask of unfair deal 0916 1.000
trust for the corporate no tax evasion 0.926 0.999 0.038 26.30 ook 07T 0931

not make unjust profits
no unfair labor practice

0038 | 2450 ok
0.855 0.940 0.044 2144 ok

recommend the product&services
worth buying
prefer purchasing

consumers’
purchase behavior

0923 0.968 0038 | 2545 wek | (0,765 0.907
0.830 0.883 0.045 19.83 ok

Model Fitting

2=563.800(df=260, p=.000), Normed—x?=2.168, GFI=0.857, AGFI=0.822, NFI-0.920, NNFI=0.948, IFI=0.955,
CFI=0.955, RMR=0.052, RMSEA=0.065, ##*: p<.001
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(Table 4) Hypothesis Test Result
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