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Abstract This Study Examines the Relationships Among Participation Motivation for Corporate
Social Responsibility(CSR) Using Social Media, Organization-public Relationship between Companies
Conducting CSR and Participants, and Companies’ Brand Loyalty. Using Questionnaire Data,
Confirmatory Factor Analyses were used to Figure out Participation Motivation Factors Including
Empathy and Interest. The Confirmatory Factor Analyses Also Derived Organization—public Relationship
Factors Including Trust, Commitment, Control Mutuality, and Intimacy Created between Companies
Conducting CSR and Participants. The Proposed Research Model was Tested through Structural
Equation Modeling. The Results Showed that the Empathy Factor Positively Affects all the
Organization—public Relationship Factors, and the Interest Factor Positively Affects trust and
Commitment Factors. The Trust Factor Positively Influences other Organization—public Relationship
Factors Including Commitment, Control Mutuality, and Intimacy. The results also Showed that each
one of the Organization—public Relationship Factors Improves the Companies’ Brand Loyalty.
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Public Relationship and Brand Loyalty
Table 3 Questionnaire Items and References
Factors Operational Definitions Variables Questionnaire Items References
Abit hare CSR. recibients’ empathyl | I feel empathy with the company’s charitable consideration. Davis(67]
. ity to share recipients B , : P ; avis|
Empathy feelings and emotions empathy2 | I feel empathy with the company’s warm heart. De Waall68]
empathy3 | I feel that the company and I can make the world better.
Tnferest The extent to which participants | interestl | T feel interest in the touching story posted on the campaign. Ryan and
feel attracted to CSR campaigns | interest2 | I feel interest in the interestingly designed campaign. Decil40]
trustl The company keeps its promise well. Hon and
Toust .PHHiCiD;HtS’ 'devel of cgnfidence trust2 [ feel T can trust the company in working together. %’r(limtltg (25] .
Tus in and willingness to open ST e PR Vidotto e
oneself to the company trust3 I feel I can trust the company fulfilling its responsibility and liability. al[69]
trust4 I trust the company.
Commit- The extent to which participants | commitl | I put higher value on the relationship with the company than other companies.
i believe that the relationship is ™ot | Emotional fellowship with the company is increased. Hon and
ment | Worthwhile to  maintain  and - Grunig[25]
promote commit3 | I feel related to the company more and more.
Mutually balanced communication | controll | The company quickly responds to the participants's questions and opinion.
Control o 5 A Bl s ' ; e Kim and
relationship between the company | control2 | The company sincerely responds to the participants’s questions and opinion. _
mutuality : : . . Lee[53]
and participants control3 | I believe that the participants's opinion is well reflected.
intimacyl | I feel a sense of closeness with the company.
: Relationship with the companies [~ — T . o _
Intimacy that mvolves emotional closeness intimacy2 | I feel the company is engaged itself in social responsibility. Rau et al,[56]
intimacy3 | I have a good impression of the company.
Positive feelings and dedication | loyaltyl | I am willing to keep good relationship with the company.
Brand | to purchase the companies’ : . . : :
products repeatedly regardless of | lovalty2 | I will consider buying the company’s products first. Oliver[57-58]
loyalty | competitors’ actions or changes . .
in the environment loyalty3 | I will mention the company favorably to others.

=] 5 [e]
qAgdsS

Fagomm 7140l

Table 4 Convergent and Discriminant Validities of Measurement Model

of Aol 7zl ‘24 vHoE Fl A3 A& T
B

I EES R

= AAE g
] o] Al
v 1

g F
1A A el

. Factor Response Composite o
Factors Variables . - o AVE Reliability
Loadings | Mean STD Reliability
empathyl 7194 4.10 768
Empathy empathy?2 935 4.10 897 896 743 .861
empathy3 768 3.86 976
interestl 367 3.61 872
Interest pRp— oD 374 031 912 838 .899
trustl 758 3.66 188
trust2 328 3.72 324
Trust p— 7R 331 205 926 759 .891
trust4 808 3.87 318
commit] 674 3.52 383
Commitment commit2 829 3.43 980 342 .642 815
commit3 345 3.46 977
Control controll 348 3.46 857
) control2 904 3.57 865 919 7192 .893
mutuality control3 824 361 | 872
intimacy1 327 4.01 337
Intimacy intimacy?2 767 4.13 789 396 742 845
intimacy3 318 4.13 778
loyaltyl 811 3.86 812
Brand loyalty loyalty2 735 3.72 1.00 363 678 .824
loyalty3 817 4.10 768
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GFI

915

Trust
81"
711
749

CMIN/DF
1.420
915
210
A7
217

Interest

Table 5 Fit Indices for Measurement Model

D
.000

614
474

07

Empathy

df
1638

Table 6 Correlations for Factors in Measurement model(* Square root of AVE)

238.48
Factors
Enpathy
Interest
Trust
Commitment
Intimacy
Loyalty

Control Mu.
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Fig. 2 Modified Research Model

Table 7 Proposed and Modified Research Models

Pathy Proposed Model Modified Model Hypothesis Testing
aths Cocff. | CR P | Coeff. | CR p for Modified Model
Empathy — Trust 610 7.690 .000 04 6.619 .000 H. 1-a Accepted
Empathy — Commitment 587 7717 .000 212 2.986 .003 H. 1-b Accepted
Empathy — Control Mutuality 492 6.446 .000 186 2.39 016 H. 1-¢ Accepted
Empathy — Intimacy 667 8.460 .000 375 4.870 .000 H. 1-d Accepted
Interest — Trust 115 1.798 072 .140 2.068 039 H. 2-a Accepted
Interest — Commitment 199 2934 .003 142 2.345 019 H. 2-b Accepted
Interest — Control Mutuality 115 1.672 .095 070 1.069 285 H. 2-c Rejected
Interest — Intimacy 040 625 532 004 069 945 H. 2-d Rejected
Trust — Loyalty 393 5.308 .000 347 3.221 001 H. 3 Accepted
Commitment — Loyalty 242 3.357 .000 236 2614 009 H. 4 Accepted
Control Mu. — Loyalty 153 2.383 017 133 1.960 050 H. 5 Accepted
Intimacy — Loyalty 257 3.519 .000 257 3.302 000 H. 6 Accepted
Trust — Commitment - - - 570 7.052 .000 Added to Modified Model
Trust — Control Mutuality - - - 452 5.3% .000 Added to Modified Model
Trust — Intimacy - - - 430 5.3% 000 Added to Modified Model
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