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Abstract

The purpose of this study is to investigate the relationship between association of a company’s
CSV activity and association of corporative competence and consumers’ self-brand connection.
The study examine how consumer self-brand connection affect self-identification and corporate
identification as well as how these factors influenced on brand loyalty. The paper attempts to
examine authenticity of CSV activity and product plays a moderating role when association of
CSV and authenticity of product affects self-brand connection.

a total of 700 consumers who have experience with the target company and products. A target
company was selected by investigates. The company is one manufactures as well as
implements CSV activities as a means of ethical management. The results indicated that CSV
association and corporative competence are closely related to the self-brand connection. Such
attitude in turn affected the consumers’ formation of self-and corporate-identification and brand
loyalty. Authenticity of CSV activity and product was proven to play a moderating variables
for brand loyalty and perception of company.
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2011; Malhotra, 1981). o]zJ3t 7]& &3 <
TE v R Bl EAJolAT) O] Ale AH| A
o] Byl zjo} FAAl 9 7|9 FUAlel HA
S| Aol drfal o 4> glom AmxE
o] o HelE gl 7|¢] YA 7Y Heals
TR A A el & Zlew wehE o]

S
ofeet ol 7hae e 4 Uk

| 2 e
T J

i rﬁ N @
d
:
e

[

oN

nd

H3: Hal=xjopArjejsle Hale zjo} 5
AAJoll A(+)2] FaFe v Folct,
H4: HiczloldnfjelAle 7
Al A(+)2] RS ulz Zlolct,
HS: AoHEAD)FTAAE= HAle AT
G F(+)e] &S v|A oo,
HO: APoH7|D) U = Ble AT §
Aol G(+)2] F&kE v Folt,

el 71952 dif-zol] auAkElAl &

ek,

710] QA7 CSR 5T CsV HES o
SF AxH|AR ¢14] Bl HeiEof oigh e, 7]
o1 oful o] B A7E Selck. ulaw R
¢t A= aHARE0] CSV 252 CSR &5
wrh v gRHom Brkshe AcR et
(Brakus, Schmitt and Zarantello, 2009;
Hoyer et al., 2010). o]&3t Ail= 4vAE
o] 7o) A7she CSV L FHHom
H7Ne olfiz CsV B0l 54 79 Ei
EREEELESREET
Sk 22 QIAlOIAH
shoict. 5% 7
L dtforle] =2 S Q1A |o]
ot AR 4= 9l ol frle] AuiREL

=4 HAE 9 AHAE THS B A

==
ul 7k A A]

©
2
L
o

71648 &l7]= shcK(Brakus, Schmitt and
Zarantello, 2009; Hoyer et al., 2010).
HAEZAOR ot] =05 vHiger & v &
HAEE2] IACIARE @442 719 544
Q1 o] Aol FpAQl g Helth 7]
9o CsV ol $EAR AmlA) Qlaolt
el Aol 2] Wilsh ldsle] ol
Aow dZ7isaleh, 719le] whEol b A

o O
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=A UePds 7YY dolur Csvaks
of thgh ¢dol BRieArfolrle] o w2 o

2]
B3 Ftﬂ Y %‘%4 71 AlFel 74l

H7: 719 AES] A940] Hehs 719
eelo] AeOIAHT-Del o Be o

Fig. 1. Suggested Research Model
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3. o] =244 Ao 4 =4

J

oA A olee B
21 EA10] 7]00] Sl Q= A3,

7]
HHO

5’%]4 A 9 A}QPH o A =24
Al e

and Bhattacharya, 2001), CSV 2
2] ol e TelsAl SHe ek of
et 7I9lo] oju] FE3t ojole A sl
WA oRe, gl CSV B0 ofuliz 4
A2 7] 9 ek 2k 7] S B
A7)Aow AR 08-S Ages fdow
Aol 4 gl 2, olatEel AR AR
Hajie] Syefaierol, Z1gielolerse) )
A 7RI ol Sist H=folck(Porter
and Kramer, 2011), 7]&9] aA7tol|A] ARg-E
A FHES 585k & 57 dednew
slo] ZAsItHPorter and Kramer, 2011),
B ool AgE AR S Ee chew) 7
o, el 7] AlE R Al BAE %)
How AMsk ek, “ag /]S A5

52 ﬂlﬂ
rlo
;
4>
ol

n{u

Zl

Tl

Al 9 AHIAE sk gl el

)

¢l Al
oo ISl 18I OB 193-S HE

rlo

N i b

B oA 719 e o
SR, ST, A A 214
T2 AoJglck(Berens, Riel and Bruggen,
2005; Brown and Dacin, 1997). 7]¢%5ge]
e 7122] Aol AREE ST e 4
g meksto] ARgSIQIEE ST Hi S o

S ek g 71k Bl 7]4g 7]

AOIEF, “alF 719 AE Az ol
oty "B 719 8 AP A EE 7
A3 ey, "o 719k AHEAS AT o)
o, el o A1 B eI A
el 91205 A5t e¥

Csvel tiigt 24t 719 ABl eie 2l
Aol Hiat o= 7120 2] oie
ofg upgho R AT CSV 5] o
3 e 7I9e) SV BEo] AAHT %
H ES 3 girke] BAjolt). oleft
BH BAHOR [ SO BA B4}

2 Ak 2= Q)

o) 7 A, Tela Abs PARES Ao
2 sl Ara Holgitk(Becker-Olsen,
2005; Brown and Dacin, 1997; Yoon,
Gurhan-Canli and Schwarz, 2006), 711 Al
Z AL AALS FAR = A=, AT}
A7 fFAEAL Qs A, et Al 7S
A AlFe] 2o Ak, AlE 1H=e] 9
uE ol Qe Aog FHolsitH(Beverland,
Lindgreen and Vink, 2008; Gilmor and
Pine, 2007). 7]&2] Aitol|A] AF8E FJEE
o qipol ] 44 mgkslel 3] B A
sto] & 67 o ko] Hid Al
L.
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BRIE Aojlefo|Al e sulapso] 7] %)
Ao} Aolrido] BAES Rojels Yra %
Ot} (Choi and Park, 2011; Moon, Lee
and Oh, 2015; Swaminathan, Karen and
Zeynep, 2007, . B = zjololo)e)4lL 7]&
O] Atoll A AREE AwmdaS 2 gkl ot
A 7 Heksto] F 7N e S
(Moon, Lee, and Oh, 2015; Swaminathan,
Karen and Zeynep, 2007). 25 gH G248
Kot ol vigE, A, drhols) 1=
A, A1) 2efl Mg, EEA A, of
S8 A, Blsle] ofujxlof AR ahir),

BAE 9 7)) AoksUAls g 719 9
st ol ojulxjete] ax] JEw olg

L HEiE dl 7)o zjo} HolA= 7kt E 3U)

o2 sl Ao tk(Bhattacharya and
Sen, 2004; Mael and Ashforth, 1992), E=H
=9} 7191 oJu]R|ef Ao} oju|z] Ax] AL, 2t

Ooh i)
l
o
1

FRE= 54 719 BERliso
gt aHx=Ee] o7l WS I8al »hes
A o)gtcHChaudhuri and Holbrook, 2001).
HAE FARE sjEe] Aol A A
PEER] FHAE, UG, A5 o, 12
PR Tslel 1 o] 9 44
djol A7t 4 Awom =4 skt
(Oliver, 1997; Dick and Basu, 1994;
Chaudhuri and HolBrook, 2001), & <1510
A s 2R S YAE 57 Heg 5
stk

=
s}

oY 2

R o

olseolute) olx) A, Aol Y HEZARE CSV 3G L i ) 7|
Table 1. Demographic Profile

Classification(n=700) Frequency %
Sex Male 367 0.52
Female 333 0.48
20-29 98 0.14
Ages 30-39 212 0.30
40-49 235 0.34
Over 50 155 0.22
High School 88 0.13
. College 27 0.04
Education College Level 455 065
Graduate Level 130 0.19
Office 241 0.34
Professional 57 0.08
Occupations Sales 121 0.17
Student 156 0.22
Homemaker 110 0.16
None 15 0.02
Below 2000 $ 201 0.29
2000 - 3000 175 0.25
ngm 3000 — 4000 129 0.18
4000 - 5000 98 0.14
Over 5000 $ 97 0.14
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02 319al CSV 2y AT 71 Al
KAA o] ok AR og JrAslglnh 2 A
HollA] SPSS &4

o ol o]4k] B}
A5t Gl Ao mejylet 3040t
oF Gdvhz A Holgick, At 3t

Hxslal QleE Zlog =i

Mo
b 5
30
L
s
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flo
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Lot r% o O
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V. A

olN

24 A%

1. #Q1e] A2 =9t a4

o

Qo] mAof vl 78S 428l Ssto]
A7 1AE olgslo] whalE R]lEA, el
A

-
A QoI AR, YRR, T2

d el ARns dulA4(Cronbach’s
alpha), AFEe] £ AlF%(composite
construct reliability) Z1&]al Ho-EAF 257F
(AVE: Average Variance Extracted)& <3
oz uslo] FrislAri(Bagozzi and Yi,
1988; Fornell and Larker, 1981; Hair et al.,
1998). ¥HHeR S 4 7d o] RHAE
AVE 71} mlacsto] sg7skelnt, 2 dA5t2f o
ole] HHAY} e W50 AERks i

S uEE| B o & 5

o] ghs ACE ekt BatEal 5%

wol mE AN 7he] A AT
]

e} Aok ehgido]

T Aol HatEAE Egro] Al
o] A Ee] Hrf Ark=
HINIE 1] IAE Holgs el
LORCE 2ka1, A= ol FazEo] Sl
Bt =5 Hlojel= hHEl S 2l EQle)

5 HSSIAE x “=1213.2, df=235, x o
o3t p=,000, CFl=,962, GFI=911, AGFI= 897,
NFI=,965, NNFI=,960, SRMR=,085, RMSEA=
0455-0] A3} 2|35 Kol ik, vlaAgh
A|4(CFD=,971, =8 A3A|4=(NFI)=,969, H]|
HEZAFA(NNFD)=9715-2 Hal 7|&2]5
THEA7 = AoR YeRgal, 7 2Ae]e
(GFD=.9112} #2494 5~(AGFD)=,897= ¢t
AR A= 9001 HaLsHA|NE 800]
A 8 vk Zlow Helty AR ARt
A5 O] 5THRMSEA)=.045,2 05914 08A}

ol SRCIL B 4 Glek, AN 1

W e AR B 4 glen, B oo



Table 2. Analysis of Reliability and Validity

Classification ltems Cronbach's alpha CR. AVE
CSV activity 5 0.873 .887 753
Corporate association 5 0.827 .895 727
connection 7 0.842 878 .686
Self-brand 3 0.787 .866 678
Self-corporate 3 0.923 912 753
Loyalty 4 0.876 895 697
Activity Authenticity 3 0.865 .901 702
Product Authenticity 3 0.843 911 692

Note: C.R: Composite Reliability, AVE: Average Variance Extracted

Table 3. Result of Path Analysis

Path Std. error Standardized Coefficient
orparete N Connection 087 308*%(482)/z=7.371
Activity — Connection .088 .203*%(.302)/z=3.693
Connection — Self-brand 94 AB82%(.534)/z=4.137
Connection — Self-Corporate 101 .365**%(.472)/z=5.937
Self-brand - Loyalty .054 A32°*(.527)/z=22.876
Self-corporate Loyalty .043 .312%(.423)/z=21.723

Goodniss of Fit: x?=978.2, df=146 p=.000, CFI=.931, NFI=.913, AGFI=.880, GFI=.921, NNFI=.9380, SRMR=.065,

RMSEA=.047

2. 74 HAF

AAARD Ao} wal Aghte 2|4 x
°=078.2, df=146 p=.000, CFI=931, NFI=
913, AGFI=880, GFI=921, NNFI= 9380,
SRMR=.065, RMSEA= 04724, ¢I7- m&o]
At paggo] BESIL 2Hs U
o 4 9l9iet,

AP B4 A, 719 52 Q4el Aot

=dviefle] 5449l AuE ol A

o 4
il

Iz
S

o= =YgrHp =398, p<.001). 7IYe] 5
7P A (CsV)BEgo] AotHAHE Qlrfjol4]
@Al frefniet AvkE Hol= ZloR yER
CH(B =.203, p{.001), AfofHHE Qlrfofa)e
AotEHE FAAl| FojulRt AiRE Hol=
Ao Uehdt) (8 =482, p(.001), AfolHeh
= Adfjelre Aot 719] Aol fomet
AME Hol= Zlo®  UERITHE =365,
p<.001). Ao} Bt FUA= Bills S5
ol frefuet Ak Kol o= yept)
(8 =.432, p{.001). “12]aL Afo} 7]§ FUA|
Bl FAE Pl FefviRt diks B



214 olguzy2aT HoA A4T 20189 129

Fig. 2. Path Analysis
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Wge) Pl et 2 A BAnE
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nz o) AlEe] Aol 2EAES s A
og EoytGEEs ARAT 84 B
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Dk A ) AlRe] 7ol =4
= Ao® meytiGrEst AR 21784
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A= FAAel YR v o 2] 1144
o] 2HATE sh= o Eejyith(EEsl
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oF 719 SEAlell P v v BEe] 14
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HE Sd=e] 9 v o 2] WA
2AITS sk Ao SelrhaEzstE
ARAG 2444 g =157(#)/.432(2), Ax®
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Table 4. Result of Moderating Effects

H Path Moderating Variables ¥ Modification Supported
H7-1 Corporate -> Connection Ax*=8.272, p(0.05 Yes
H7-2 Connection -> Sef-brand Product Ax*=6.721, p<0.05 Yes

roduc
H7-3  Connection -> Self-corporate Authenticity Ax*=9.623, p(0.05 Yes
H7-4 Self-brand -> Loyalty Ax*<7.703, p<0.05 Yes
H7-5 Self-corporate -> Loyalty Ax*=11.43, p{0.05 Yes
H8-1 Activity -> Connection Ax"=8.563, p{0.05 Yes
H8-2 C tion -> Self-brand 2 Y
e onne‘c ion . : ran CSV Activity AXZ_B,ZL p(0.05 Yes
- onnection -> Self-corporate Authenticity Ax*<7.974, p(0.05 es
H8-4 Self-brand -> Loyalty Ax*=6.871, p(0.05 Yes
H8-5 Self-corporate -> Loyalty Ax*=9.736, p(0.05 Yes
Ag AR B =132(A)/.545(a0), Ax*= S|4 742 7Hke & Kefo] dpAolet o 4
9.736, p=0.000). 7MIHFAI= Qofs ® Ut
A, 7P 73k 82 AA =]l Bl ExjoleirfojAle Hale zjol FUA]
of SAQl Y= vl Alor sefyth
7P 4 HEE Ao} BN 7)Y Bas
V. A& /3% Aol WHsHA AdE o] = Aer
TrorE|Ql}, AHAFES 7]9]9] HalE Al
Uik wHlArEe] V7] el did AR A Aol Agst ABlA AolE w9
Balezjopdrolalof] o] GRS A= A 2 7199 HAEel Aur} 7iQIgle] o]u]
o7 eyl dut AR 7Y s A, gfo| AEld W 7jA)S 2 HHsh= Bl
QlalslaL QIAkEk wl 7|olo] 7l BAIKel 7| = Qb Zow sS4 8 4 gt
&, AxEY, AT, ARy, e AHRHEE 7)9) W BT} 4] Al 2
A=A 719 Q7S alefehe Zlom HQl of 7Ids #F Skl Qletar vk wj Ao
o} of#l A A aa5o] fpdkes 4ER) HRi=gre] Aol yehth Akt S 9
5o 7|Rle) HUSE ueh nat Zo® ol Aelag) sl Aaks welth, Wk opje) Ha
Hatar Aold Aolol ARl AolZ el = AAlEl Aujro] Aolr} QlxEkeR nes
Hylc® dAf 94E 7Hle lem iAo off thet efr=r} S-FA o vt (Malhotra,
4= Uk 1981; Sirgy, 1982; Escalas, 2004). £3], 7|¢]
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gF A} 2AlS 7= ZloR Wl 79
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BEAjolItllA L. HalEAjol Follolw
wish peidel gl Ao Ui, o

AT wA

M=
- = ul—
G e 24s 2uEL 719 W Hals
of molxel wAS PAstuAt sk Hae
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