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Abstract

Purpose: Previous studies show that perceived CSR motives have a significant impact on company evaluations. However, consumer responses to CSR
motives vary depending on CSR motives. From this perspective, this study investigates the impact of CSR motives on consumers’ responses in the
context of food and beverage franchise companies using a scenario. Research design, data, and methodology: For achieving the purposes of the
study, an example of a domestic food and beverage franchise company actively carrying out CSR activities was presented. Data was collected from
304 respondents aged 20 or older who were aware of CSR activities. The respondents answered the questionnaire after reading the scenario. The data
was analyzed with SPSS 28.0 and SmartPLS 4.0 program. Result: Values-driven motive and strategic motive influence authenticity, while stakeholder-
driven motive and egoistic motive did not influence authenticity. VValues-driven motive influences on attitude, while stakeholder-driven motive, strategic
motive and egoistic motive didn’t. Lastly, authenticity influences attitude. Conclusions: Companies need to be aware that consumers may infer different
motives for their CSR activities, and pay close attention to consumers' perceived motives from the planning stage of CSR activities. In particular,
companies should focus on the values-driven motive and the strategic motive when planning CSR activities.
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A
St =g Z=E8H= ESG  (Environmental, Social and
Governance) 48 GA| x|Z 7|g 299l ez
2| #a UCE CfEt ofH =2|= CHE-E CSR 0|22
DEIZ Sl Y2 (Kimetal, 2016), CSR2 O] 40| =
719 X|H7tsd  (Corporate  Sustainability), 7|
A|RICJA] (Corporate Citizenship), 7|2 22! (Corporate
Responsibility), 7|2 &2| (Business Ethics), 7|2 At
(Corporate Philanthropy) S1t #2 Lt JE22
AL AL} (Fallah Shayan et al, 2022).

CSR Of CHet sh2X A7t 243t & 1950 ALK
Ol CSR O CHgt oot JHEO| CHASHA
HAIZ| X2 2010 HOY| I M EZZH [T (International
Organization for Standardization)7} At2|% = 10j kst
X|HQl 1SO 26000 & HFSHHM IHAr[2| 2elE
O|20{ WLt ISO 26000 2 Afs|E A (Social
Responsibility) & Z=22| 2[At 2F A 2-F0| At20f
O|X|l= ol s =20| X|= M= o[t
ULt (SO, 2010). £Z0| BHEO] W= CHYer Fot
(mpacts)2 FA[SHALE QTSHX| Qi H=ZFQ
#2|5h= 20| CSR #52| ZHO|C} (Lee, 2021).

Ml A0l o5tH, AH[AH= CSR EsE
FAlS= 7|0 ol 2, SEE, MEE 2Tt
0i|: Bhattacharya & Sen, 2004; Madrigal & Boush, 2008).
EESH CSR &2 AH[ARe| XMEO| Ciet Efe S FH0Oj
oo SFHL d¥E 0Kz Az ATEUCt
(Ol: Brown & Dacin, 1997). ZHX}O|=0f LTt G719
42, Han and Park (2018)2 CSR 2 Z&X}o|=
718712 &dal @O of @Az NMO| MH|AZE,
o, dejd =0 e 0jXIctn ShSc
J2|3 Hur et al. (20192 Z2HXIO|= 7|io| HHA
S HIOfZF=o|N MQJo| JtWHO| AXA, Ale|H DHF,
Jg|n FYE0 ggS 0o[Xctd SiQict d2qut
CSR &=0| g IEHel e THEO0UX|=

YECL CR BEO| 79 Al F3E U

ST
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olzt= H|ts = =B, CSR 230 Cigt
[e]

3|o|20| MZA 4= QIC} (Beckman et al, 2009). CSR
250 TEY Zo=zE Q| EFA U2
od}
T =

YAoICH= AME S YA £, AH[XH= CSR &30
Ofsl sle|doz Hstm, CSR &5 s7/0| CHsl
o|AEt 2~ QUL (Dang et al, 2020; Li et al, 2022; Xie &
Wang, 2022). I2tM 7[0| CSR =2 7|25t
HSt= Zd0toz (SR 30| [t 23| ot
oM, CSR &a AtHof Cigt Az2|eb TEH
| 25 ZIRUCH (Alhouti et al, 2016).
53] CSR &3 O|Ho| U= CSR 37(0f Chet
AH[ZO| QA2 CSR ZEat 7ol CHst FItof
Ct. Min et al. (2023)2] &-7L0f
o CSR &s&0| o|ds
2 QAE[7] W0

O|XICE L et al.
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7= 71Y Eotof 3EHY dets
CSR &7|= H8He F&2 0D|ECh Koo et al
(20152 ATOM= 7[Y¥O| Etel XY S7|=
CSR = =dY Mo =7HA 7|g EH=E
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LtEHACE D 2 08HRACH (O: Park et al, 2012; Wagner et
al, 2009; Yoon et al, 2006). #tH, 7|J0] O] =7 &
X2 Xg™ 7|0 HIRE CSR 232 StHEtE
g0l giALL 3FHL e FUACH=E 77t
B g3 QUCH (O]: Becker-Olsen et al, 2006; Foreh &
Grier, 2003). £3| Ellen et al. (2006)2] &70] MEH
AH|Xb= EFRl X[2E0[7|8t 3 CSR s CH= Efel
g™ s712F A7 XEH S717F =22E CSR
SE0| O XXl TWILE LIERACH

AZE ZUXO|= T|Ye| ZR0ME DRVHX|=Z
2ot X|Zt0] ZH|XF BRSO ZR%t
e UAS0 = AZ=E ZBXI0|= 7[R9
&2 St= CSR &7 g7ts Ao
DX RUACE EHZ ESG FEof  Cfst

OfgatAXtel Eat 277 AMXIEM HZ=
Zaxol=  7[Y gt or¥et SR st

=
CR #Ahels ZYHe=z BX|1 91% H2o|Lt.
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= g70ME CSR 25 S700l s F O
THHO| MEHQl A& 8P CSR S7|2F TEY
X B ZRe| =0 Chet AES <I5H0] Ellen et al.
0062 4 ZHX| 2 ZHEE Zgtez A4S

Tttt O 3¢ Ul 7HX| S710f Chiet gts2 A
=OfLt &5 B0 M2t M2 CR2A LtEHRCE

et =L Mg2 ZA0|= 7[Yel CSR 2t
FESHG] Wl 7FR| S717F oftHet AH[AF B

LH=7(| 251, Ltot7t CSR &t opAE 2
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2. Literature Review

2.1. CSR Motives

CR BE S7l0f B Ane
AHIRlO| HH22 MEslzs Moz AINEQIC
A

(Godfrey, 2005). ZH[At= 7|®0| £=HSH= CSR
i

g3 s Az @ORSO|X| §a, 1 O|Be
71§ mefs P7I 2 *EP-I gs AT
HLISHH 2H[AHE 7|0 FAS St=X 2Ot

SteX|of o g THK|7] ME
Malone. 1995).

7HeI0| H=Z2 O FSALE THEH [ CHE ALEHS|
s s718 134 740l AL IHYSH= el
O| 2(Heider, 1958)2 CSR &a1t AH[X} HtZ AtO[Q]
Azrdol Cist O|2X HidE Mook el
O|20flA HQ! (Attribution)2 AFRHSO0| £ AHAO|Lt
HEo| oS Aldste= QIX| nPYo=Z O|siEICt
(Kelly, 1973). O] 2P0l 74l RHilo| 4
THeRstn o Z517] Qs CHE AR ds Fo| Us
7|18 716t dfAdst{ i A|=SHCkHeider, 1958).
2k Hele| ZAuk= Ciaof Cigt 247, Efe SO
Fet2 O|X[A =,

CSR &30l CHgt AH|XRS| EHEE 7[R9] CSR
S0 CHet QIAMEl S7| (Perceived Motives)Ofl 2|5
C} (Mantovani et al, 2017). 7|&2| Q&
250l 214 (Greenwashing)Ofl CHSH
(Skepticism)0| F7F2tof| 2t 7| 2| CSR &0
EHGP iH|Xf9l oIAl2 TR0l CHSt EHEO
ZICt (Loussaief et al., 2014).

7| (Perceived CSR Motive)2t 2+t
CSR &5 &7|18 AH7| X|&H (Self-oriented)
EtQl X|EHH (Other-oriented) 7|2 T2t
T2} Aguilera et al. (2007)2] ¥IFE 7|EtoZ

TN, AN 28N S72 FE% 3 29
T Qelt, ool Ades 7H 3 S

A

(Values-driven ~ Motive), O[SHEAX JH 57|

O|Ct (Gilbert &
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(Stakeholder-driven Motive), 2 7| (Strategic
Motive), 07| &7| (Egoistic Motive)Z2 253t 4 29I
A2 TIME| ALt (Ellen et al, 2006; Park et al, 2012).

2.1.1. Value-driven Motive

7tX| 34 &7|= O[EtF2leb AHH|0f CHH Q1410
7|8t5t S 7|O|Ct (Ellen et al, 2006). 7| 10| 22X =
S0 d2ist7| 20f CSR a2 A&st= Zo|ct
ot ARl I3 MQ X[E7Hseh ZTEO| Chgt
7|0l oDt 3HE FHOE (SR 52
FHSt= ot B0l QULCE

710 THK| I S7|E 7HX|2 CSR EsES
FRHSICED X[ Z45HH  AH[X| FFHQ HEES
7|CHgt 4= QUCH (Grahn et al, 1987). 7| ¥2| CSR 50|
7 3 7|2 A E O, AH[A= d2{s WS0|
Y0 A XHIZR ozOofM HIRE Zo=2
7Sk, 71el galdol o =Ctn Be AEo|
QUCH (Ellen et al, 2006). [HELM 7HX] S 7|2 7T
719 710l Tt S7|E 7HX|D ARl =X2
X&Hez FHY Zol2ts AHXe| RUSE

HiEe=z AH[Xte| MEZE HES AOILE (Su et al,

2020).

2.1.2. Stakeholder-driven Motive

OfsiEtAR S &7l= OlsiZtARe] ERet

2H|M HZE[= S7|0|Ct (Ellen et al, 2006). 7| 2t
OISHHAE Z1n UAe FF 1A FE EXX,
Sadt & CHgh O[siatAXIel 7|tHet 70
233517 {sf CSR Es=2 F™St= ZAut 20|
ACE Ol 7|¢g =0 Fe2 Faes CHst
OlsatAIXte| <ol7ig &Y T 7|y 2o
HrFSHOF BtCt= O|SHEtAIAE O|2 (Freeman, 1988)0|
SRS QUot

OlSiEtAIRt B4 &7l CR 3= EH
QIASI=LEO M2t I™E e 2PN H32
SAOf 2+S0f H 5= QUCH

Vlachos et al. (2010)2 O[s{2AIRt SH &7|7 &

(
ojsatAXIel HXHA =M #SS U=

Wk

SISCE Min et al (2023)°] AHTOIAME

2HAZE 7|92l CSR EFS Olsi2tAIAt Y 5712

mjofst

oA g

o
=]
SHYHoz oIy

o 71Hofl oot A2l E =t o

HICHZ O3 2ARL S S7|= 718l CR &&=
o

[
st=o2  QlAIBIo]  AH|XF  UZRHO||A
g

AEl & QUCE (Vlachos et al, 2009).
O|Ad2 CSR 30| O[sfEAXIZSl <=0 2zt
HIXtZEOo|n =3&el 2302t QIAME|H

= =
L

FEHe 2utvt LHEHE == 7] IZO[CH (Ellen et

al., 2006).

2.1.3. Strategic Motive
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= Z9=Z LIEICE Ol AH|XPZF CSR

71gel ™A ofF W YHHMOl H|=L|A
deE B0 Q7| f20|Ch

Zasuwa (2019)= TEE 7|7t U= CSR
X2 KMl Aoz ZtFEE0] FFEQ

O O L=
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al. (2012)2] 70l 2|5HH, CSR &&2| &7|7 At
(o]
°

o Mapy Koz olMgls B0

MAOI HEEO0| LIEHE = QUCE Viachos et
al. 20102 7+ & AFo| AL AN E M F7|=
ZE Mo 2 OX|X| gt A2 LIEHGCE

2.1.4. Egoistic Motive

o
|

S7|& 7|1¥0| HIg2[HoZ CHo|t HES

S7|0|Ct (Ellen et al, 2006). Z|¥O|
2 0|83 Ao =22 7] {sh CSR
FAHSt= Aut 20| QUL AH|XRO| 2l E

—
Mz 48 dHsS fIst 5718 2lofetct

4 o

1o o
Ot

Ar rr 1A

mo oF

o e
M ofn

o
X

=
o

A
CR HES £FHoz QAlgn glon, t|xeR
710l £201 @ 4&E YUK, BIHORE CSR
@S0 ZFNO Cfe oMe [ Eof
Aoz 7|0 fet BPHel HES fus 4

UL} (Dean, 2002; Ellen et al, 2006).
2.2. Authenticity

7|9l Ar|A Ml (CSR) &&2 Eix, O[OjX|,
TOi o=, BAE VX, SEE & 2H[AQ| BRSO
iz S8Hel g2 OIXXT, 7I%el A
FTE flot Ao2ts HIEH AlZ4E #I|E 51,
Hz= oyt 2[eBS FESH|= THt (Beckman
et al, 2009). O|2{zt HF2-2 CSR &&2| ZIEH Ao
7|Qlett= A ATt
Wagner et al, 2009).

T8 (Authenticity)2 Hst ZOFOfA  =2|7t
AIRE[Of, H2ls), AfRlel, ddst 5 AtRl fet
ZOFO|A FESHA A7E K& E[RAen, TEd
ZHEol gt Holle StAOMCH =% XHO|7F RUCE

=Ml FMyoR g 4 9lod,

o o [ =
St Aol CHoto T2 HE ISt B0

0

RE WSO E X|ZE|= ZOICt (Price et al, 1995).

of EME TEHA JHX| =22 Jahdar pEst

JNde 2 H7|E B} (Berverland, 2005). YEX o2
S

CSR 31t sk 2178 dol2t 7|l CSR &&O0|

At F=1 SXOM HIRE Tt ofLlEl ARlE
25t TIAOA 2Lt HMRCIX|Of CHS HES29
QIAIO|Ct (An et al, 2017).

Alhouti et al. (201602 CSR &&0f CHaH X[ZtE
E8e HMotd Fy, 2T (mpac) HOE2A
(Reparation)0| 2lof F= i1, AH|X} WSO
Fe2 O)2ic ABSIRALE. Choi et al. (2020)2

= 2
g g8, ANEd S Hl 7HKl CSR

Xl_/ﬁkl PSSkl o

= O 1H O o 1

%80 CsR TEE0 38Hez Fehs DiEictn
ACE

2.3. Attitude

Ei= (Attitude)Zt OflHoh CH&O| CHot ubXQl
MMOIC} (Bettman, 1979). Aaker (1997)= EN=S O
S8 0| CHSto] d-olLt stEes 7|He =
S5l Zo|M =2 H|zOo|Xo= LBtz YRE
gh3ol2te  Holstict  matM  7|g¥ah s
AH[XROl FEFHQl BN [ALO CHEH AH|XIS|
X|&Holn Lol g8 =2 HItE FolE =+
ULt

Brown and Dacin (1997)2 CSR &&0| AH|XIS9]
o o=, 7[Y Ef=Of ARl FEES Ojictn
SIRACE. Smith and Stodghill (1994)2| A0 =M,
CSR #E2 2 QI8 AH|XH= 7ol 3EEQ EHeE
Ho|m, olzfst IFALR Z|Y¥o| Ot Ei=s
Auntdeoz Sof olzof IFHRl FEeeS O/K|=
WO 2 LIEMGCL Beckman et al. (2009)2t Choi et al.
202002 7|EE =%t O[sHaAXP CSR &30l
Oish 28dE =2 W 2ot 290Xl 7|1g =S

LFEPHCED ST

A
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3. Research Methods and Materials

3.1. Research Model

= 7= MSE ZBROI= 7|Yel SR
-|

0=
— = O
d W EZO 0Kl s
o

=70 thet X|Zo| T gd 2
HIE7| 2o M AFE 7|HI2E Figure 11 &
APDHES MY
Values-c_!riven H1-1
Motive
H2-1 » Authenticity
H1-2
Stakeholder-driven
Motive
H2-2
H3
H1-3

Strategic

Motive H2—‘3

H1-4 * Attitude
H2-4

Egoistic
Motive

Figure 1: Proposed Model

3.2. Hypotheses

3.2.1. Relationship between CSR Motives and
Authenticity

YR O MBI 270 g SN 47 E&
71940 A Olg FTE I HH ¥ZHo| CR
52 ZHN0| ZojE WIUZ QlAlzlof HHHQI
SIF LIEILES BB, AjZI9t THYSS Ti4oE
Bafsts 243t S71014 BIRE 2E0= QAo
Z20l= CsR A0l A BItElof i 7letof
Chet Ef=0l IWEOE Fgohs HO2 Lietdc

(An et al,, 2019).

CHaF O[s{2tAXR S S7[2F TEH F7(0f 2ot
¥ Qo] Zute Y|EX] 87| Mo At
sfAfof Folgh Hert Ct olE W, An (20202

2N 37|, Ol 2tAIRt B 371, 7HK &4 5717t

Tgdat =5 pzlof 3¥He Fe2 DjC=
AE HEILL Lee and Jeong (2023)= 7HK| B &7,
OofsiztAXt S &7|, ©HH &7 ZF CSR
T4 BME Az SF¥H FFE AL,
0|71% &7|= CSR Z1gat BME Mzlof ROl
IS FX| YesChs AS LHESRACH

[hapA

N
nx =
mjo oln
d
o
MU

nx
oA
rot
n

H1-1: 7HX] B4 &7|= Z2I-EY0 E )2 g2
o0& Zio|ct,
H1-2: O|s{2tA Xt

%EI - O O o
@srg 0/ Zolck
H1-3 M2 S71& TNl H (1ol 9¥s 0/
2olct
H1-4 07|18 5715 ZFAMH £ ()2 Fe 0%

Z0|ct.

3.2.2. Relationship between CSR Motives and
Attitude

Lim and Park (2012)0f 2|st™ EFRI X|eF™ CSR

7 719 Eoo 382 s, A XEH

S|
CSR &7|= F8Hel ks D|MCL Koo et al
(20152 AFOIM= Z|0| EtRl XX F7|=
CSR = &g mo2t 385 7| Bi=E& ERAC
O o= B2 AFOIM CSR 3717} EfQl XX
Yl F0| LIEHGTE (Of: Park et al, 2012
Wagner et al, 2009; Yoon et al, 2006).

CIRE APl RIEE 57190 MEH S7lef
BENME 4K SN §2S AEH
= EXSict ol E =, Ellen et al. (2006)2 7|
M WEO 7|8 CSR &2 AH|XEA

> Min et al. (2023)9]
2H[AE HEY 37|18 s8Nz
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20 en, Mo st MERE PHls A2=
LEFRLCY.

metd = goMe dd d7E  Ef=2
CSR =712t Ei= Zre| EtAIoM Ci31t 2

tds 28t

ro
re
-

H2-1: 7tX| 34 &7|= El=0f E (+)9 g2 0=
Zi0|ct
H2-22 O[si2tAX S S7|l= EEH F (+)2

gk= 012 Aoct

H2-3: &N S7|= E=0f § ()2 g oE
Z0lLCt,

H2-4: 07|14 &7|= E=0f & ()2 F&= OE
Z0|Et,

3.2.3. Relationship between Authenticity and Attitude

OI*HW#IXM CSR &2 B7Ke i CSR ZIEEo|

83H (Beckman et al, 2009), 1Z40| CSR

Hds XI 2ig o, 7o chet 3EA Q1AL

EE ZH=Ctn SIQUCH (Kim et al, 2018). Godfrey

(20052 A ot ZIFEEO| e &S0l X|
SHoIM O JFHez Hie Chs

EO|ECL 2Lt CSR 30| AHXEAE

= O
A0l ZOlE U2 B2 YTE CR BEOZ
(o]

oIMEl= dR0=  REHQ #-30| LIERHTE
(Beckman et al, 2009; Wagner et al, 2009).

ety £ HToNE MY 972 Ef=
D4 ElE kel AN CiEar g2 AT
7Has Agsttt

H3: TEg2 E=0 8 (+)2 Sk O[E AO|Ct

3.3. Measures

2 oI0lM AFBE 22 Lk
04 x| ch 5 of

=2
deeTolN Efgdol YSE Bue ¥asi 2
r

)
3
(Oa]
Jal
i
Jal

Mo
ATLHEO A +=EHERY

CSR &7| & 7tX| 34 7| XHH|2t O[EFFL|0f
Chot QlAlof Z|dtst 57|, O[siEtARt B4 &7|=
O[siztAIRte] 3t HROM HIRE:= J7IE
MEN S7|= AtY HEko| o|fRE #akle &7I&,
0|7|8 &7 7|0l HIg2[X2l O|FZ CHo|FHES
0|838l= 7|2 Ho|%|H, Ellen et al. (2006)2 Min et
al. 2023)2] ATOIM ALBE YES 2 AT A0
XA =7g5t0d, 7HK| B4 S71 37, OsiEtAXt S
&7| 3 7H, ™M™ &7] 2 7, of7|1™ &7 3 7

=goz ZFE|/ULY.

EHE2 CSR &&0| TIMOoM et MHel2t=
QAo 2 HO|E|H, Morhart et al. (2015)2} Manthiou et
a. (20192 AFEYES S0 5 Jf EYL=E
=R | It

Ef== S|AHO] CHBE AH|XFQ| X|HA 0|1
H7l2 Holz|M, Lee et al. (0212 GTETS
AI-I-‘-}Q:I 67H OI-OE *I—IE|O-I|:|.

3.4. Sampling and Data Collection

= 979 e ABS s M AFE HEeE
HEXE Adsta, HEZME B XEE
FTSIRACE HEE2 CSR &9 7o) CHsto] Ln
U 20 M| 0|42l Ukt AHIXES AR SHALE
HEE2 I AZE ZHXO|= 7| & CR 52
TS5t A= OOOOAS| CSR && AtE| (See
Appendixes 5 MAISHH A ot = SHEHIBHA

SHRACL.
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Xfﬁ#"'% 2IMX| HE27|20 2l=[stof 2023 A
108 6L2H 108 9UNK| 222 HEZAIZ HA|
Z|AoH, 615 £E H{ZSID, 307 £E 2|,
O] & SHO| E44st 3 87} HMHE|1, 5 304 £t
20| 0| 8E|ALE

4. Analysis

4.1. Demographic Profile of the Respondents

L
Rl
10
ne
rc

bl
Ajm

X

d
0

2 Appendixes 1 1 ZCt
X (500%)°F  OIAF  (50.0%)E
30 CH (355%)7F 7HY HUASH,
40 Cf (286%), 50 CH (148%)2 =2=
LIEFRICE & & ~ 5 MEH QA O)8 R7.0%) 2=
b Btom, 2oz 5 ~ 7 M@ @ Ojgt
(25.7%) 22 LIEIRICE S ietn EY (62.2%)0]
7t Bl C2eE TEMUE EY (141%22
LIEFSCE X2 2AME 490%)0| 7H& &

FE (118%), A2l HEE  (115%)2 EQE
LHEFGCE.

10
0x
M
ro
o

ofn kil
oo me rir olo

|0
tu

fim|
ey
=
e
o
rlo

=

Jn
rlo
w

FOtO
AN —

X9
S

4.2. Measurement Model

58 o USEHEE A HEEITEE ASO
250 SmartPLS 40 S O0|8% =21H 221240
ZF

AHAE|ALCt (Hair Jr et al, 2021; Yang et al, 2021). 4
Mol QOIMI|ZE (Factor loading)dt ZHEAZ|=
(Cronbach’s o), SEAE|Z  (Composite reliability),
HaEAMFEE (Average Variance Extracted)2| 742
Appendixes 2 2 ZCt,

HUBEIYE 452 ®Igt BER QQEXd=
0.705~0.888 2 LIE}S M, B0 2[5 LIEILY=
Cronbach’s a & 0.718~0.861 S 2 LtEHGCE CR. 4f2

0.845~0904 O 2 LIEttol, £=HEIGME S HSl=

7t (AVE2 0522~0780 22 LIELL}
aolof st Btk R AMEEE
(Hair Jr et al,, 2021).

= M2 2 R

o A
¢ -
lo 4
iy
£

oY re ok

N oox morr re oo 44 ru
ngE /0
m 39 o
on 11
|.|-|

x
e HES oojoln, O MMERTL Mz
SYHololM Yot BXH+E T2 3 wyoR
SHoIE B9 UE 2 gl NBEATL Ao
gL &

b

totof &h= 2|O[BHEt (Shin, 2018).
IRHEIY T E HIMSt= 7|1E2Z Fomell-Larcker
Criterion, WXFSXHX| (Cross Loadings Analysis) 3
HTMT (Heterotrait-monotrait Ratio)S &350 H7te
2= AL} (Hair Jr et al, 2017). Appendixes 3 1 Z0| &
AFOoM= 7t et 7|FQl HTMT E X &%t At
SE X7t 90 O|Pto 2 EHEIT T = StEE|RACE

M

H

4.3. Assessment of Structural Model

TxEY Hote 4 JHEel & Aol RZ, 37|
A FOFE T|HeRE SO, AT ZHES BIISH
QI5+0] SmartPLS 40 2 O| &3t (Cho & Lee, 2023;
Hair Jr et al, 2021; Lin & Han, 2021).

AW, CHs3Mdde TITHH| f5t 24AHdE el
(Variance Inflation Factor)0| 5 ELC} Z0}Of SH=L0|, &
ATOM = 1262-1.953 2 LIEIL} CFEESME 287t

=

ol ZHe=zE  mCHEICH  [MElN  SSHEmEo|
(Common  Method Bias)E &7} Q= Zo=z
LEEFGECE.

=M, TRZIEZ | RiiMe HEXlE
LjiH==0f ZF A= RHE L2{3HOF St (Al et al,
2018; Miller et al, 2018), & #A0| M2} R? 22
242t 22 (2, B (5, 2 (8) ULz rite| AT|E
LIEFATE Ly =4S LEW= AL
WAEEY B354 (Construct  Cross-Validated
Redundancy: Q22| 2% #+2 0 EC} 7{0f $HCh CREt
SHAHS (Chin, 2009; F. Hair Jr et al, 2014)2 2fet &1t

I
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2|
=E9 US EUCL @ w2 TEE 453), HE
(4040l M 25 ZBUCE ST SRMR (Standardized Root
Mean Square Residual)2 060 22 #HE A 2f2l 08
O/2tS2 (Hu & Bentler, 1999), 318 7ts%t 2H
Mot E LIEHHDE

4.4. Hypotheses Testing

CSR & &7|7t TIYgnt Ef=0f O/Xl& 72X
HAZE 245t Aut= Appendixes 4 2F 2Lt

MX, H1-1~H1-4 £ CSR &35 57| PH| T 57|,
OlsiAXt B4 &7, M F7|, o7|& S7))7t
EMo| Ol S¢2 SM6t7| flst Ao|ch 24
Za 7HX) B &7 (

B = .602, t-value = 12287, p <
0.001), OISH&tAIX S &7| B =.107, t-value = 1.755,
ns), M2 S7| (B = .117, t-value = 2.260, p < 0.05),
07| E7| B = -072, t-value = 1324, ns)Z LIE}LY,
H1-1, H1-3 & 8 (+)2 g&& 0|X|= A2Z X|X|7}
Z|QAOLE, H1-2 2 H1-4 = X|X|7F Z|X| §URUACH
CHEO 2 H2-1~H2-4 & CSR &5 57| (7HK B4
&7|, O[sh&AX B &7, THH 7|, 07|14
&7)7F Bi=0f OX|= Feg 24517 gt Zo|ct.
24 ZaL 7t B4 &7 B = 548, t-value = 11.298,
p < 0001), OISHEAX S 7| B = 104, t-value =
1374, ns), TEA S7| (B = .105, t-value = 1672, ns),
0|7|8 &7| (B =.029, t-value = 458, ns)2 LIEF} H2-
12 8 (+)2 g2 0|k HoZ X|X|7} £[oLY,
H2-2, H2-3, J2|10 H2-4 = X|X|7} T K| LUACE
EE0| EBi=0| OXl= F&E &0 2 H3 2
/ol H (+)2 IS OXl= A2=Z LIEHLE

= 537, t-value = 10033, p < 0.001), H3 = X|X| Z|QICt.

<

5. Discussion and Implications
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5.1. Theoretical Implications

X
X
=
i

N

|gte= of2fet #0| O|2H

AW, AlgE ZUXto|= ZOofF i A0
Hetdez LCHRO 2 (R &5 7|0 M2
2H|Xte| BHS0]| Ciet ¢S 2l 0|2 (Attribution
theory)2 7[Bte=z A|=3t ¢l O[22 X|X|&E
2olstRLt. §3] of IEUAM CSR & =ZE_<Q
N&7led g2 A HUE gt I (Impacts)
#e(2ts 2FElM HEHEQLCH

=M, AlZE ZAUX0|= J7|Yo| X|ZE CSR &
7| RECE JHK| 54 &7| (Values-driven Motive),
O[S 2tAXt &A S7| (Stakeholder-driven Motive),

Me2HA 7| (Strategic Motive), 07| &7| (Egoistic
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Motive) & Ul 7HX| 2012 =QIStRULCE O|= Ellenetal. ACts S L1, CSR 32| 7|2 CHA 0| MEH
006)2| 4l ZtX| Q0 ES AlZE ZMAO|= AH[XRCl S7| QA0 Mgt #dE 7HE EHRIt
7190 SYSHA MEY = U2, AH[X}= CSR AL 7|¥2 CSR 52 A= W 7k 5o 7|2
250 7|8 O|HACE OsfstX| @t HC} M S7101 SFE FO{0F ook 5F
M&22t5t AHEcz2 QX5 UAZS  =elst MAATONAM  AH|XLO| HEZO| U2FO|X| QUUAH
Z0|LC}, M S7171 7 Edo| 3788 el geks OXIcH=
AR, 71K S s702F MEHE F7|9| FEE0| ANE FIOioF & Ao|Ch 7KK B S7| X|AS
ASEIRACE ASE ZUXI0|= 7|9l CSR &30 Hastz| s Al=l® 7HX|QF =& CSR &0
7K sd s7001 ot #se=2 QX|ESE 2o x|l Az S ST, 2k
W 8Ee8 o BO| X|Zf5tH, 7o cigt S8HQl AAtel 5871 =28 F4do 7|0stn  I2dt=
B2t FdEnth Ol 71X 34 &717F 3d&¢e Weko 2 CSR2 7|=otn HAste TEA CSR =T
2H|R #8E 0[&E0] HiCh= Cho| Ml G719 LS HRsh 0|0},
A1} (Grahn et al, 1987; Ellen et al, 2006)S X|X|StCL, =R, AH[XH7F CSR &30 CHel 217882 =™
2oz TEN S7(7F AH7| X|2He 2 ZHRE| ALY, 7|0l chet 38X Ql =2 O[0{ZICH= Z0| =l
A =S8 2EES RIS Az QAE0 BEH T|QUCt 2t CSRESE 7125t Hdsh= 7|2
B3 2 THE0] WMLt (Park et al, 2012; Zasuwa, 2019)= AH|XEe| T™YM X|ZHS Irfsishe #ote Ohsh=
Mel et gl 2 AF0M TEH S7|= B0 O &MoF & Zo|Ct m2tA 7[¥2 PR O|Lt OJC|Of
gek2 OJX[X] AAXTH ZF G0l 3EE e Feko| Am| ol 22 B0F7| Al9| tHEA CSR #sECH=
ASS =HQSIRALCE M= 7= a4 == % ArR|E =X Z7HXE HESHA MAISHD, YatE
AL 242 MY MEQ| OlfRE Fakle 72 Bl=2 FZESHH CSR 32 ANst= 20| 3
CSR &2 MEH ttoz &&= Za 0| Zolct 7|¥E2 CSR a2 S AHXoA 2
UL FEH F7|2] 3EH &2 Ellen etal. (2006), WEEe 2oz MEHSt= 28 ot nRISHOk
Min et al. (2023) 2| U ALt WS ZO| St g Zdo|ct
71ge  HEH  MEN 7|E SR s
AH|XIEO|H 2HFozE £8= & QL= 72 5.3. Limitations and Future Research Directions
SOl RE ol 2 9Tt 482 TUKO|X J|RolM U
5.2. Practical Implications CSR 30| AH|Xfel 3EA Eixel Z2 dutz
OlI0X[7] fshiMe= 7HX B 71, THH 37|,
A4 M ZNE Vldtez EEtt HRHA e Xz 80| st HEdg2 ABUC=
AAHE2 CH21F 2Lk HolM Oo|2& 2997t Uen, CiYst 37| FE
W, AH[XH= CSR #&2| &7|8  ChedhA Jtsde 1Esty dEEe=z CSR e 7|E
07|18 &7 32 OlEty &7| & O|2HEL=E g Hewicts FolM AFH olo7h Ut
Ol8i5HX| Qi ErCt NE2SHY FHEZ QIX[S JHO|E 275t OH2d 22 A &= o
| H
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AW, CSR & S7[0f et Bt32 ErCt HASHA
H4HE = UACF TFEED EfE Q0] CHE B,
Mz, DA THE FE 088 A0 Eed
Zo|ct.

=M, 2 d70M= CR a2 = AR
ZEXto|= 7[Rl wHHH Edur AH[X(el 7{elH
SdE A8oHX| Y EAE TASHCL Alg=
ZAXO|= 7|l &, %29l ESG BIh ZAutet
22 7|9 54, CSR 30| st ofsi=et &2
AH[RO| JHel B4 S0 M2t CSR &s 7|7t
CiEA XZ4E = U=k &2 25 9+1E
FAZoEN AZE 7|l CSR 0| it
AH|ZO| SEHQl HILE Szt &= U= HEH
A2E Hag 2t A= Ao|ct
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Appendixes 1: Demographic profiles (n = 304)

Category Frequency %
Gender Male 152 50.0
Female 152 50.0
20 ~29 33 10.9
30 ~39 108 35.5
Age 40 ~ 49 87 28.6
50 ~59 45 14.8
60> 31 10.2
<30 51 16.8
Vear 30 ~<50 82 27.0
Income (f/?iql?on won) 50~ <70 78 25.7
70 ~ <100 58 19.1
100> 35 11.5
Below High School 40 13.2
Educational level Junior College 43 14.1
Undergraduate 189 62.2
Graduate 32 10.5
Student 19 6.3
Office worker 149 49.0
Profession 35 11.5
Occupation Sales/ Servic.e Jobs 18 5.9
Housewife 36 11.8
Public official 13 43
Freelancer 16 53
Other/Unemployed 18 5.9
Appendixes 2: Measurement model
Constructs and items f:ct?:rdﬁf :cllfﬁgs o CR AVE
Values-driven Motive .842 .904 759
This company carries out CSR activities because it believes it is morally right. 877
This company carries out CSR activities because of its long-term interest in the community. .854
This company carries out CSR activities to contribute to the community .883
Stakeholder-driven Motive .770 .867 .685
This company carries out CSR activities because of customer expectations. .837
This company carries out CSR activities because of the expectations of society. .844
This company carries out CSR activities because of shareholder expectations. .802
Strategic Motive 718 .876 .780
This company carries out CSR activities to secure customers. .879
This company carries out CSR activities to retain customers. .888
Egoistic Motive 729 .845 .646
This company conducts CSR activities to benefit its business using a great cause. .844
This company carries out CSR activities to obtain tax reduction benefits. 776
This company carries out CSR activities to attract public attention. 790
Authenticity 817 .868 522
This company’s CSR activities do not disappoint my expectations. 715
This company’s CSR activities are trustworthy. 749
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This company's CSR activities have a set of moral principles. 749
This company’s CSR activities add meaning to people’s lives. 738
This company’s CSR activities reflect important values that people care about. 705
Attitude .861 .896 .590
After learning about this company’s CSR activities, I started liking this company. 733
The overall evaluation of this company's CSR activities is favorable. 751
This company’s CSR activities are excellent. 756
This company’s CSR activities are attractive. .803
This company’s CSR activities are appealing. 787
This company’s CSR activities are interesting. 776
a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted
Appendixes 3: Heterotrait-monotrait ratio (HTMT)
1 2 3 4 5 6
1. Values-driven Motive -
2. Stakeholder-driven Motive 537
3. Strategic Motive .395 730
4. Egoistic Motive 200 .665 779
5. Authenticity .809 497 418 185
6. Attitude .740 .508 440 281 .869 -
Appendixes 4: Structural estimates (PLS)
Paths Estimate t-value p-value Results
HI-1 Values-driven Motive — Authenticity .602 12.287 .000 Supported
H1-2 Stakeholder-driven Motive — Authenticity .107 1.755 .079 Non-supported
H1-3 Strategic Motive — Authenticity 117 2.260 .024 Supported
H1-4 Egoistic Motive — Authenticity -.072 1.324 .185 Non-supported
H2-1 Values-driven Motive — Attitude .548 11.298 .000 Supported
H2-2 Stakeholder-driven Motive — Attitude .104 1.374 .169 Non-supported
H2-3 Strategic Motive — Attitude .105 1.672 .095 Non-supported
H2-4 Egoistic Motive — Attitude .029 458 .647 Non-supported
H3 Authenticity — Attitude .537 10.033 .000 Supported
R? Q2
Authenticity 475 453
Attitude .583 404
Appendixes 5: Scenario of Company A's CSR activities
CSR 25 At
AME 1 S0 SFASHQ J|PoR FYS Worch I HX2 FHoIM F0| BHIS EUWD, BH Al ALBSHE bYW mF
oo My ATE MEUCH AME LRl E AFES FESte 5 ZtAEE F0/7] R B2 €S 7|SAUCL A T
4 HAIXIE dE3t7] 28 2lRME HES FEE MHIsts OMEE 2022 43 5FH AUCH AM= 2HEE, DARAEE M=l
EQ3, M-S At BA 2011HRH 22 Z o= WE Amels BX ACE M ZEE OA= 240A= H
I dol 225 MSote AS MH|29l EEL=Z 5t ULt O|F 2of €28 & Qe MEMAMe A 2zxz O F HE M
B2 HIRSH, 0O Ao 2EE WSS |XAA & = ARE 0| FXE M & YHI EX=0f A0 EHF HESI 9
YHOoR 01 HS MISHD A8 & U=S AME ChiD YUtk
Company A has established itself as an environmentally conscious business. And, Company A pioneered the adoption of paper straws in domestic cafes and
transitioned from plastic packaging to eco-friendly materials. Various initiatives, such as promoting reusable cups, were implemented to minimize plastic
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usage. Since April 2022, Company A has been hosting events offering free reusable cups, aiming to convey a message of eco-friendliness. The goal is to
promote sustainability values and advocate for the widespread use of reusable cups. Since 2011, Company A has collaborated with the Ministry of]
Environment, Green Start National Network, and Resource Circulation Society Solidarity for the 'Stores without Disposable Cups' campaign. The service,
standard involves serving beverages in mugs for in-store consumption. In establishments without disposable cups, efforts are made to enhance convenience
and hygiene by introducing the industry's first dedicated mug shelf and a mug warmer with a specialized heating element to keep mugs warm.






