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Relationship between social responsibility activities
perceived by professional baseball fans, club reputation,,
club identification and mother-company image

Ji-Hwan Lee, Won-Yong Ryu
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Abstract The purpose of this study was to empirically examine how the perception of CSR of domestic professional
baseball clubs was related to the reputation of clubs, identification of clubs, and parent company image. For the
research, a survey was conducted by 277 fans of LG Twins, Doosan Bears, SK Wyverns, and KT Wiz in the
metropolitan area. First, the reputation of the club had a positive impact on club reputation. Second, CSR of
professional baseball clubs had a positive impact on club identification. Third, the reputation of the club had a
positive impact on the image of the professional baseball team. Fourth, the identification of clubs had a positive
effect on the image of the professional baseball team’s mother-company.

Key Words : professional baseball club, corporate social responsibility(CSR), club reputation, club identification,
mother-company image
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Table 1. General feature of subject of study

Section N %

Male 134 484

Gender Female 143 516
20 ages 118 426

Ages 30 ages 77 27.8
40 ages 57 20.6

over 50 ages 25 9.0

LG twins 82 29.6

Preference Doosan bears 55 19.8
club SK wyverns 60 21.7
KT wiz 80 289
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Table 2. Confirmatory factor analysis and reliability
Constructs Measuring items £ S.E AVE C.R Cronbach‘a
) Economic responsibility—1 617 426
econor.nl.c. Economic responsibility—2 872 161 659 .850 787
responsibility - —
Economic responsibility-3 787 324
Legal responsibility—1 839 199
|_eg§|” Legal respons!b!lfty—z 830 228 744 P 888
responsibility Legal responsibility-3 813 220
Club Legal responsibility—4 777 268
CSR Ethical Ethical responsibility—1 752 281
e Ethical responsibilty-2 785 253 689 869 819
responsibility - —
Ethical responsibility-3 7% 284
Philanthropic responsibility—1 797 265
Ph”amh,rOP'C thlanthrop!c respons!bflftny .862 187 79 915 876
responsibility Philanthropic responsibility-3 .831 217
Philanthropic responsibility—4 723 292
Club reputation - - - - 876
Club identification - - - - .858
mother-company image - - - - 873

X%=2.979, df=2, p=000, GFI=900, CFI=942, NFI=916, TLI=926

= -
A FRUAARG RS AxEHAc)
I

+ GFI, CFL, NFI, TLI .

ARFAFORZ HE3H WEF UYL Qo]

O

FZNF ARSI

A4, Table 49+ #Zo] GFI=914, CFI=946,
NFI=937, TLI=912% e} A2 o] HAztgol -

At @ 4 domz @A) sEeA RAs.

Aol ol AR AwEo]#]=d]|, Table 29} Table
300 heh B4ZATHE Av R 1Y e AVEZL 60 34 7HIEF
olaL, 7p & Al Alwrghol 5780l 2& ek B A= ARde] AL Fold T AT
dol Q= sl ATk £F SAUFSe W spdo) g AR RS ANk} Table 59 2e A3t
A o] WS gl AT7HeM AHE = a9
Table 3. Correlation analysis
Constructs 1 2 3 4 5 6 7
Economic responsibility 1
Legal responsibility 569" 1
Ethical responsibility 514" 766" 1
Philanthropic responsibility 606" 627" 657" 1
Club reputation 552" 588" 621" 666" 1
Club identification 514" 679" 663" 579" 760" 1
mother-company image 558" 646" 661" 582" 652" 700" 1
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Measurement model

H1
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Table 4. Result of goodness of fit for measurement model

Table 5. Path coefficient of research model
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