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CSR AARA o] TR 2AMF L uj3)E Fk:
7R DA Q| i ETet =YY A G =Hdas

71948l 9ol Fuj=EA 719 ARSI AU (Corporate Social Responsibility; CSR)S] Z873¢]
SHHL oH, o] 2F o] cSrRe AE2] WA LEstEe A=t ALHL e
Ao, SR Al gk &77F AAI vk A R IAHEL 22 ol #4223
29 g glou, old #g A wnIg AAolH, Bt 72 B A&l A
& FESith A, & d7e AuEle AAE B3 sk I8AHES R IR 27,
£ CR AIBA =4, SAxD wet 22MEert DeA=AE Flstaat dom, of
Aol 7L e] miERet =94 AAGe =dads |

ATE ZPston 1 A, =2 R IAFAG 2A9NA 7 w2, BA
2H00M F3he], ¥ R IAY A TP e 2AMEEE HYod, £ CR
AYE 203 FAxRA Aols SAXHLE frolshA ¥t PROCESS macroE ©]8-5H4
THLEAE S iR S 24T 1L A, T dAA Y] i EdE AR foldt
o oo s =94 AAAYY zdadet 2dE WiEHE I A & R I
4 243 e 2319 tixoA ARG Ae] BAE 2t & A7 2d= R
A L

rr
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=2l R 235t 8 MR EH

AFZ Qe ZEF A AEH9
71974 G oNA B Yoyt ddiars]elA = 7Y
o] o] FHUA g ALVl T
Ae A3l 7194F Al A, AR, ATz
£ agstte FAYel YeEa glom(ol
WA, 99, 2021) 7199 AFA A YCSR,
Corporate Social Responsibility)2] F8/30] )
H ATt olol whe}, 22 CSRe Tl A
o 7loskeE AS doja =& oW A,
z2 TR 5o Foozn gy ok
Jey, 23Fo] CSRe AlFdte o=d wet
CSRE 3|90z uiglEs CSR 3 F9
(Skarmeas & Leonidou, 2013)7} YUERO™, =
Zl9] o]FAQl HE7F #AVF Ha Aok ¥
&2 A 2023\d 949, 224 9F BA=Q
Lo 7|(Nike)= ESG 749 Y322 100% A
Zgo] 7hse A Ads Azt
FE3te] 5g wgton} Fojo] FhrT|ole}
B =545 A7 AE ZAV A2 2
SEUA dAEHA g2 HER WSS 4F b
ATkl F 9, 2023).

CSRE 7199 S44 AAA ol

A gleH, JiRle Aled EdE F= v
A FEREH A, BA, A R
Hate ANA FEAY odd #A
ZFAIA A TH(Jones et al., 2017). 4 E]

AN A= AHIAR(Afzali & Kim, 2021; Luo &
Bhattacharya, 2006; Martinez & Del Bosque,
2013), 2 (Choi et al., 2020; Farooq et al.,
2017), A 2K Zhang et al., 2023) 52 T3k
e dAFtidel EAsk=H, 1% A

SBED

5
ol& 95ty B FAet k¥s ]eola gl
thol Al A, 2024; A, YA, 2021). 1
U, FAAEL A NA FAHOE ATt
= ARE opyz, A& o ¥,

sk, ol2d A A FE(Collins &
Stevens, 2002)3} TRAEL] A HEA A7}
a5ke FT(Hinojosa et al., 2015) & o|E
2 A7 e FdFS P SR 23
A S BT + de T4

T2 AF" v O H(Collins & Stevens,
2002) 229 mjHS Fo AAAEY] AU
5E 7M7IE A= T stuE ARRE A 9l
THGlavas, 2016). , T4 2 A8 ol A
CSRE TFE =2 CRE "¢ 3AHA 2
He EYdore weE Agstn Qo
(Choi et al., 2021; Duarte et al., 2014; Turban &
Greening, 1997). 184 EE AFEo] CSRE &
ZoENE HbolSol& oyt
CSRE AABHE 229 =E ofgA A
st=Ao wel csrell tiE] oo R wHiE)
H7]% SFTkSkarmeas & Leonidou, 2013). &7
A gRe} RAH GRI} FHASANA wA

o t#
ot

A7) Ae

© FEYe vlusile W, FA43 FH
FFEo] At A LHITHdo0 e

al., 1998; Kanar et al., 2010), CSR A Alo] 9
AW ASEE ARe fEd AR
A =5 A o loenz A& B
oA FAZAelg & 4 v wEhA, CSR
ZA-A(CSR  authenticity)ZF ©]& TFE A9

2o4o] v B4 . o3 EF
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rx=
In
rlo
Tk
0R
Ho
~
(@)
wn
pe)

weh, #AF A7 JPHT YA THF 7] 4
5, 2020; Afzali & Kim, 2021), ©]&]3 ATE
< AHAEY Bl sl HFE o,
o5 T2 9 Agutoa HAFHOoE B
ATE AY %}WAgnihotri & Bhattacharya,
2022). WA B AFME AU LE F
CSR AAgAo] oAt= A8 AFsto, +
Z72Lg0] olo] wep 2o sl oj" HIME
sl ARz s o=
BA8h7] 98l csrR FIAHE 2FE CSR

o

CSRS AgHetol A nighd APAo w
2 CSRE 7HX Y X A(value congruence)% ]
NZ AL G52 oA H(Choi et al,, 2021),
Z 2 o] H]X](corporate image) S =2 Z2 )
S(organizational attractiveness) = 0]0] A Duarte
et al, 2014). L2} CSRO] & SAHA O ZHE
HIHAE AL opdd], csre ool tisf o
e A7t olg 3ojHog HigtEe A
7 md 2ARY, oldd BHe A ol
(Attribution Theory; Kelley & Michela, 1980)&
53 AWT & e, AL B |

ol dalAd ddS oy sta oI

Aole FAclolgta dt} Yd<geoloh ulEH
(20122 AHIAEC] A4S F & CSRY

F71H8E ©|71A8 F7](egoistic-driven  motives),

=
7YX FT B 7(values-driven motives), A= &

TEYO| FAAe] == OjXl= Y 7IX| XYl o7h=z et =8N FHdel =8amt

7](strategic-driven  motives), ©|SNBAR  F7]
(stakeholder-driven motives)®] 47}X|Z EF{F3}o
Z2HAFEC] SR oftel FARIsk=Ttel whet
A 4B oA G AT AT
2, AT B Al 3HY 9%
Wy Bl A e vAs

3 fus

X

Aoz Yelyth T3 Skarmeas®} Leonidou
o13)°]l m=H, o714 F7]el ols|AA A
T7]+= CSR 3] 9)F2(CSR Skepticism)oﬂ A=
2l i, 7TREFTF e A
YEFE FH, R JIF= & A4t
(retailer equity), BAA AR 3 IE

Ops.]

of p
ock

[0
N

& X (resilience to negative information),
(word-of-mouth)ll F-21Q1 F&F& mAlch wet
A CSRE FEk] SRR EAE 47
Me @8l R B9 Qollx ol =T
e W2 & R IS A 1)

of Itt= Fo] AAHA.
olggt zFo webr, HZel= CsRr 3
AE dFe AFE =3 T4t 3
Afzali®F Kim202D)°ll &J3tH, A2E CSR
CSR IS w/lZ 3t 7193 7Kcorporate
evaluation), A& ﬂ’b}(product association), -7l
9]L:_(purchase intention)®l] HZQ FdS w|H
o =3 FH7)4 Seo20)0l ofstE dA AF
gk RO B7IE T 7T 5719k Gk
4 8JNAEA, AL, Y, AEA)
CSR FAA ] AAR &S, ©o171F F71
FS F31, CSR ABAS 710 E

=

@)
ol

o

rlo

A r;sjl-/\é

>

I

bUorlf ro to

T
2
<O,
o

= of
oot

il
N
=

o
2
r 4 =&
N
Y
jn
o
PN
)
2,
=
o)
=
AL
rlr
o
__)&‘
)

NI
)
=

o
N
-

¥ S(organizational attractiveness)
Foan ZAMYEE Age] =
Arg ooz Qe AE

ThRynes et al, 1991). ol TAAE

A
o it T

O
il o

bt X Ht oo

o
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o AREE HHAoE st Fad
89l F U=, AEE é(job characteristic), <=

2] é.‘—/‘é(organizationa attributes) ¥} XY 2] T 9]
st 9T IFTHGomes & Neves,
2011). CSR Aol A H = mA= 9
ol tsiA= d7E vk flo, csrol =
HujE =S FHo= °ﬂz’5‘}7] W2 ll(Duarte
et al, 2014), CSR MAFo] &L o v

7} £ Holdn 2T - 9ok
FpXI 0] ofzfzEat

GR AT 2AME R WA A
2] A(value congruence) &= AYE 4 Qe
AAYAAL AN 2Aol Mz T
7HAA e AES P gHk(Kristof-Brown et
al, 2005). 5, 7HLAR S AATdT= AL
Aale] sk 2He] Fhxe] FARS Azt
e olzhn AT S A Asa ol &
(attraction-selection-attrition; Schneider et al.,
of mEE, ATES A xR 2o

[‘

i

s “r7a, 22 w3 183 ASES
AetA "ok oju, XIS AgEol
AT ZZo] H|=dA] ofdAE FAE=
710l HER, A /X IALS =H =
2] 2 AREfinst WigS =7A It
(Kristof, 1996). APAFo| m=EW, =22 79
M LGA P& o]F FAAESY AW =9

A5 "=l FHH =
& Judge, 1996) CSRE 7}xY
Y 5o AAHQ H3Fe FUTKChoi et al,
2021). ©]# T o] 22 WA,

LAl AES 223 A A fA)
3

CSR A Z4 /H Nl

Stk AZSEL, old® Aol W ¥
o zAMYER w7 B Rolgn F28

& gk

EEY Mg =Eamt

T ol @ csr AT T LA
WA B YA deA Be + 3
o} o FF YA o] E(Deontic justice theory; Folger,
20000 WHEH, ARES A7) ALlERE ohy
2} EfRlo] tiido] He dwol HAE A

& 71%eln, o] @5l Sa st o
& el ey BdsA Bee
G G, on ARl SAEE A5

TAAES CRE Hiide] AAle] ofun, H
yolzb 2#dk ARdol FAAA ARF
7t HA gFols BTt ol EHY3F o]
A grka ddste] wkgebAl "o ol g
HRgolls AdAZE EASET, ol At
o b =94 7|Ed 7AEe 7HA7] Wi
oltt. o] W= 7ol A
(moral identity)?_h:ﬂ E54 d =93
Edinst B Y ANEoR =
97 QAsh WEol YT Eohaqino

Reed, 2002). =% A4 Ab
ARG 57, o1A 3
THd 7S 7HT ald 9w s
(Jennings et al., 2015). U:F'Q'H =95 AHA Aol
ES AR 7YY

s
L1=ES

TUA AP

3k

o FUIO
=

0 rlo

]

BE, gl

i i
oo o o f

o) Slgrol L H=d Al AFolzta 13
of =94 FAgol ke Agnd ool o

A% AT EEE 29 & U7 o e
[e]

=7
N
A o B ABATAAE U1 %
2 w7k ek Rapp B
59 CsR 43} AQEE HH BA
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TEYO| FAAe] == OjXl= Y 7IX| XYl o7h=z et =8N FHdel =8amt

Moral Identity

Value Congruence

CSR information

Organizational

(high authenticity,
low authenticity, control)

a3
g 23 gloen, =83 Aol w2 o
WA= AeEAT. webs R EA, 7HA

zAuE=e] A =88 HA

o wet o)} 9l& Zloleta o Hck

og FHIINL W, B A7e) e o
Z

7Hd 2. CSR A 2 E e #A=
7R LA G0l Mg Aot

7 30 =84 AAEL osR -G 7t
AGAHe] #AE 4G otk FAHL
2= =94 AAGel & o WAV A3E

Aol

7P 4. =93 AAELE R IS =
AH= Atole] ZHAIUA e A ERE =
A Zolnt. FAH R, =Yz HA4do] =
< o WAES} FHE Aot

Attractiveness

A EA

2 AT Z7HA 2 AAl(between-subjects
=

design) To ZYwell

#d AR7} 239 cEO UERIF FoiAH,
SAxEANAE TY WL 71gaARe] F
o]Xt} CSR ##H AR Qo] Ao PFE
= & de MFES SAE] 98 7194
Ae 71d 7E, 9AL 59, AAEA 5&
Tggon nF FAsA 2ZsAT Ay
goE ¢ AT WAEL 2AFAs =
H4e AR olF w& R WA =47
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o CR AA =1L ek WAA AU
b FAE AFHeH, FF Avges
Choi et al.2021)8] AFE Fagom, AT
SHA G FAs ARRSEATE F7F AlukE
L= H2Y2: A 7|4 EoR ol F
3 FHAELS A WA AU 0lA Foi3
CSR AR7} WA ] %%Xlﬁ gatA =
ot F7F Ayl e giEiAE 20 Al
FEAT FAH] AU e %Oﬂ AA
= ATt

EE v ot Aesa 2484 A&

$9T A mm 9, 29,

A Auelee] zako] 2 o]oiz:
A7) 8 e aE 7199 A
4 e tela rha AT e
7H YAE dxw ¢9

SD = 12187} BAATWM = 411, SD =
1449HT EAACE FostA & ZHo=z
UERSTHA149.661) = -5.144, p < .001). ©|&
53 A AR AUl AeFor 2AE
Res AT

7h Al 2.9 ZAo] Z o] R HEAE

3171 $18] Alhouti 5 (2016)2] &S W
ksl H7)14 5 (2020)/] CSR AR HA=E
ARRSERAL, SH FAE HEE SESTh
CSR A HEe& o] 3Ake] CSREF

o nlo

o

o

O_lﬂ

bt

7199 A A S SEolaa Azt
o ol EFHE, Aveleste]l @4
o8 FAFE AAPE FASATE sH g
E HEE gasigon, & AT
A E(Cronbach’s @)= .923°] AT

EYRR AAL NHE 2Z3-H B
o 3% AAE 4T A ES R 7
Az AU S we fure] Ho =
3.77, SD = 7137} S CSR A 2319
AW = 171, D = 579)

o ot

N

(
otk

o

WTH185) = 21.559, p < .001). °|& F3) F
7} /\MFJSU} JEH o2 22HIS
St
ATLCH &S

B A3E 2023 2870 AL 44 4
Al ﬂ%iﬂ Nelggol A A" FoE
Zale A 3008 UdoE sHon,
A8 E L84l HAE XA Ao]ESl HEY A

(Www.qualtrics.com)T—z E3lo] 3sHT o
F Uy Byold 490l e 4%, o9

AlZbol AluE] 27t 170”1 B9 24, AlvEle

ZF Adzzd ddH XL7}XPéf =& SR
ARz 96H34.7%), S CSR AAA
z70 91%(32.9%), Exﬂzﬂoﬂ 90fﬂ<3z.5%>°l
Atk AT A= By A8 7 214
(8D 2.067A), B+t shd2 2.272”&(51) 1.24)°]
Atk APzAE PE d%, shde B
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gk I EXge o= atet =HY Mgl =2=at

24 Sk shd
M SD M D M SD
& 184 =4 1.76 429 21.05 2.111 2.29 1.297
w$e A =4 1.79 409 20.88 1.999 2.24 1.277
SA=A 1.62 488 20.88 2.105 2.27 1.149
A dd =1, 94 =2
EEUAE F 12 ANSen, AgaaE oIt
JAT-5AISHE Bl A7t gleAE &lst
7] 935t 7]—0111]%7153X<§(Chi-squared test) ¥} & ZAYE =

HBEAHE Y (one-way ANOVA)S A5} o0,
yRAE APEAE o7t vrstort

zlol7b Sle ASE YElGThAH: R2, 273)
= 248, ns, SM3: K2, 274) = .038, ns).

A

S

7MY

AR} A7MAEY] AN LAAEE A6
A FI2 20170 MAFEFZEEE Cabledt
Judge (1996)°] AEE ARSI 31T A%
T U sEEe Sk s we X
ok, ue] TX#Ee AREERESY 7 #G
AxETh, B|AE FAEHE FHE e v}

A#& drdsta Qo FAE FASRE 7t

2 TAH0 o, AuEeste] o

¢

(o]
A AYTE FANT BRE
PAE AEs Sgsgon, FHo
= YA Fohe A oEa

ATo el WA X E(Cronbach’s @)= .885

g o
o 1
R N O

FNAEL] AAb HE] wrle 2AEE
g 3A3) 84 2Ed Qo230 ML
Highhouse & (2003)9] HEE Ag3IAT) 3
9 HAEE o] AL YelAl & ge ol
I AR, FYF MR} opd

pal Ris

o] /bl-,

o] At Aol §l& otk (HEFy, ol
s WiEHZd AAeth 5 10edeE
TAE loH, Aveleste] dddE
& BAE AR SIS TS
54 P7E HET SEegon, R 2§
< Yatete] FHol w&4E 2AWYHE}
=t S @tk B AFelAe WA
T

i

(Moral identity item; Aquino & Reed, 2002)
Hotol AgIAUTt AF HEs U
el Apgol Hrhw £ oltkh, 1t
el Aol 718 dde wat: 5
ggon Asol Ut WAs

=
AE HE2 ggsgon, 9r B 9

q rlr "

A O

2 53
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gt FHo] w&FE =9A AAY] =
T AL gt & dATelAel WA FA

B A= SPSS 26.0% Mplus 7.4,
PROCESS Macro 4.2(Hayes, 2022)5 A}-83}<]
Tt 2e AaE Age g 248 A9
=

AR, SAETY AFPES AFs] sl

A Zt A= Uik Cronbach's a AFE 4H=E

Ansigon, RS B 74 A )
Aolg FUSAT A, csr AAHT =
Hugse] ANAe AHAH e AR
o, =uH gAge 2Aaste 248 )
E9E g7l 98] PROCESS macro model
49} model 75 ARSI T

RO, vl Bt mlo]xw M
S5 HAste SEEX] AHAES EIs = =94 AAEe JlssA A 4 A
ok AR, BAZXR 7 HEE 5] oldel, ' o] AudA EAE AR AAE =
HEEo] At AAS Fxo| Al 22 AT AHEH AAE AV EH,
ZAFAEAE s f8] &4 R JHRYAAEH 2AMYE 2ol For]g B
}(Confirmatory Factor Analysis, CFA)= A AJS} 2 AB/BAZE YRS THe = 678, p < .001).
Ak WA, csr Rl we 2Rt ol LAY 2AvR RS} A2 U
A =AE BAE] Q] dURARNS Al AR S WEdt
2 7584 % M4UEME
1 2 3 4 5 6
1. 44 1
2. 1ol -184" 1
3.9 067 7797 1
4. 7HEX QA3 -076 -021 -.035 1
5. ZAWEE 015 -.049 -018 678" 1
6. =93 A4 -.043 -.021 -019 076 .009 1
Bt 1.73 21.00 2.27 3.18 3.00 3.96
A 45 2.07 1.24 90 77 61
#p < 01 #p < 001
Al g8 =1, 94 =
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S22 / SR D0l PAITRe] FANRIC0) DXl F8: KKl ofRTer EEN YHMe| ZYaT

Mplus 745 AH&3te] &l Q&4
B0,

28 A== ¥, CFl(Comparative Fit Indice),
TLI(Tucker-Lewis Index), RMSEA(Root Mean Squre
Error of Approximation), SRMR(Standardized Root
Mean square Residua)E 7]HFO.Z FAHsiT)
CFI3} TLI #to] 90 o4 w Ag=rt ¢=
g Z1O0 =, RMSEA #t°] .08 olatd wf ¥&
& ZAoE, 05 oIt W A=t £ Ao
Z, SRMRO] .08 oJstd W HFEIF T2 A
02 73l tHBrowne & Cudeck, 1992; Hu
& Bentler, 1999).

RE Ede] e edle

F{

zE SA3ta 7
A3 el 2y 4 w3o] Zhze) a9l
S =A%ty A 489 RYTIXGXA,
2AMEE, =92 A4, 22HEACR A
BANe dAste 1A alwA S At
Atk gded Ry 22 ¥ HJPEE
BHOW(x(170) = 1209.420, p < .001, CFI =

709, TLI = 675, RMSEA = .149, SRMR =
103), 48%) 2¥2 453 AFJTE B
(¥(164) = 379.469, p < .001, CFI = 940, TLI
930, RMSEA = .069, SRMR = .054). W&}
A, B ATFA AHRE SHETF] BEET}
AFH A

CSR 21 gdof ME =Aojg:

CSR Al weh =HH =7} SR =

AE &lstr] flske] spss 26.0& AHgEhe]
LB S AASE. T A, FoiR

uzt zAWEErt deiAe
AoZ YeEPGO™(R2, 274 = 50758, p <
001, 7HE 1] AAFHAJT FAHCE ek
b ApolE BAEEY] 918) Scheffe ARHES A
&3t AAFEA S Adska, W& csr 7
AR 2w = 243, SD = 676 FAZRA
(M = 325, SD = 69Kt} BAHOE F9
A W 2AMEEE BHhp < .001). T
g4, 7 112 AAEHJT =S CSR A
4 ZAWM = 331, SD = 62)F FARAE

CSR 2 g8t =XoiHE 7t 2HAIOIM 7t

CSR ARG Z=AMHEE ke AA A
ZHA DA wifERE FAEr] 95k
PROCESS macro 4.29] model 45 E-83l &
& 713549 ThHayes, 2022). A A TE A
ol ztol7h Yo g AHELS EAsY o
H, Shdo] N=A 8 MeFEn], HY et
FEFE = 7 dve AFAFEA, F
o} 2019; %3], 2022)& <3t shd&
7h2 FAsAY. csR 2184
(dummy coding) FHAoh grl=
TE AR x3str] 93l 02

H HulHA(dummy variable)S A

ol

o=
o

ol
-
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ofmsiy, TR BT
T A EE old, 7]1#0]

in

rlr

E >
l-«O

o

()

lo ¢

By 2
(Bonferroni  correction) < AABFH o,

5 0252 AA A THEmerson, 2020).

1 A% BE 209 vladA 7 YA
°F Jle AEE SAHSE FYsAthE
AzA U =2 SR AAHAZ 24: b= 369, p
< .001; FAEE o @ csR WAL =24
b = -967, p < .001; = CSR IAZAH =4
o 2o csR AAA 274 b = -1336, p <

001). B3 JFAYAAHL 2AnE R 9

& FFE WHKL = 530, p < .001).

Z79 HudA ZAME=Z 7= JFH A
ZEe EXzA O @S SR AN 2AqA
T FYEAthEAEA o W CSR xvgxg
Z1: b = -334, p < 001; BAZXA O =

CSR XA 27 b = -156, ns, T2 CSR XJ
B8 24 o ¥ cR I 24 b =

177, n9. FA WSS A%, T DAY,
b = -064, ns, F: b = -031, n9H ZAUH
S b = 153, ns S b = -002, nsoll
frolgh IS mAA R

.196, bootstrap 95% CI
[.093, 306} BAIZA o W& CSR MAAE =
. b = -512, bootstrap 95% CI {-.688, -.363};
2 SR A =20 o 2 csr A4
Z7:. b = -707, bootstrap 95% CI [-.897,
-530). wEhA, 74 25 AAEHAT

=8N gHdgel =3zt

npREo 2 =9 A Aol cSR AAAX
QA ) BAE 2AeT, A
WAERE 2HGEAE Edsr] A6
PROCESS macro 4.22] model 75 &8sl &
A& Y83 ThHayes, 2022). A H 2
=AY v/]frz 7L olx¥ % 7

E 3. Oi7ignte] SEAEDME M2|F7t
A= b SE LLCI ULCI
Contrast 1 — Value Congruence — Organizational Attractiveness 196 054 093 306
Contrast 2 — Value Congruence — Organizational Attractiveness -512 .083 -.688 -.363
Contrast 3 — Value Congruence — Organizational Attractiveness -707 094 -.897 -530
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0;

HF2 - &Y/ CSR TWEGo| FAAe] ZHMHEO DX = Fek 7HX2Xge| miviznter =5 YHgel =E=m

Value Congruence

Moral Identity

CSR information contrast 1
(control VS high authenticity)

Organizational
Attractiveness

CSR information contrast 2
(control VS low authenticity)

CSR information contrast 3
(high authenticity VS low -
authenticity)

* p < 01, % p < 001

373, p < .001; SAZA o *& csR IAA  wRA] i)

Z1: b = -962, p < .001; E& CSR IAA T3 =93 AAde 2Hade FAx

221 o B2 SR AR 27 b= -1335, p A W @2 CSR I 2o FAHS
< .001). T 7HAEAAPLE 2AME R 2 FOHA] Bk Okh = 087, ny, TAZR
o)t S HHTHL = 530, p < 001). A © =L CSR IAHA b = 438, p = .008)
Wole] A% JMXAANAAAE: b = -082, s,  F =S CR I 24 o ¥ R IA
ShA: p = 024, n)F ZAMEZAE: p = A UGB = -526, p = 002°A4= FAZHS
153, ns; S b = 2002, n9oll FF FEAFS 2 FYIATH
H 4 =FzOO oM HE
b SE t
-1 SD 107 141 761
CSR information contrast 1 .
Mean 373 .101 3.697
(control vs. high authenticity)
+1 SD 639 143 4.460™
-1 SD -1.016 142 7.143™
CSR information contrast 3 .
Mean -1.335 .100 -13.365
(high authenticity vs. low authenticity)
+1 SD -1.654 141 -11.776™

¥p < 01 *p < 001
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=3 A4 74 S(simple slope teSt)*‘ 53] & 49
AXNY BAZA o &2 R AHA =4
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Z7 o ¥ csR WAA _%dow, o o
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< 001), .L_‘:_i_g T_‘_E—]X4 7(‘];(‘]] S(+1 SD: b =
1654, p < .001) BT 7XLXGelA frodt
2po)E HYgow EgZH AAAo] ESTE

LA Aot A viehgeh mebA),
714 30] QR A7 e,

=87 A4l R ARAH 2HE

(bootstrap) = A8k 959 A FFE A5}
Ak ® soM B AR, A=A O =&
CSR IAY 2ol 7R LA A o] w7 &zt
g =93 28T = 232,
bootstrap 95% CI [.076, 413}). °]¢ =94 A
Aol w2t Wi EHIE oBA GEA=AE
Feolstgd e, ¥ =92 AAA1 SD: b =
.057, bootstrap 95% CI [-.076, .151HNA=
NEA7L FoJetA] Fokoy, Bt FF9 &
92 A Ad(mean: b = .198, bootstrap 95% CI
[098, 303D =2 =Y FA4+1 SD: b
= 339, bootstrap 95% CI [.184, .508)°A] wl
NER7E fFojder =94 AHAAAol &
o wijEIrt ST CSR

84 24 o @& csR IAAY 2dA

7EN LA Qo] wiAEE

Ao

T3 =o

-1, T

=94 gAYl =

Ae}Hthp = -.278, bootstrap 95% CI {-.481,
-096D. ol =9 AHAAG wel wjs)adt
7} ogA e =S FEigs, e

T94 AHAA(-1 SD: b = -.538, bootstrap 95%

Cl [-.698, -389D), B+ F=9 T8z AHAA

= Ao ZHAYAAF miNERE -3 (mean: b = -707, bootstrap 95% CI [-.889,
=AE gdstr] A8k 50008 FEZESH  -533), £ EYA FAG(+1 SD: b = -876,
B 5 ZEE imoet =EE o7im el HalHd A4S

A= b SE LLCI ULCI

232 .087 .076 413

Contrast 1 — Value Congruence -1 SD 057 .065 -.076 151

— Organizational Attractiveness Mean 198 053 .098 303

+1 SD .339 .083 184 .508

-.278 .099 -481 -.096

Contrast 3 — Value Congruence 1 SD -.538 .079 -.698 -.389

— Organizational Attractiveness Mean -707 091 -.889 -533

+1 SD -.876 133 -1.149 -.629
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The Effect of CSR Authenticity on Organizational
Attractiveness for Job seekers: Value Congruence as

a Mediator and Moral Identity as a Moderator

Dooeun Shin Young Woo Sohn

Yonsei University

Due to the expanding roles of corporations, the significance of Corporate Social Responsibility (CSR) has
escalated, fostering continued efforts for organizations to integrate CSR into the context of recruitment.
Additionally, demand for CSR authenticity is increasing. Damaged CSR authenticity can give rise to
negative consequences, but research on the CSR authenticity is lacking, particularly within the realms of
job search and recruitment. Consequently, this study aimed to investigate whether organizational
attractiveness varies with CSR authenticity (high CSR authenticity, low CSR authenticity, and control
conditions) through a scenario design. Additionally, the study examined the mediating effects of value
congruence, as well as the moderating effect of moral identity in this relationship. Conducted among 300
undergraduate students, the results indicated that the organizational attractiveness was highest in the high
CSR authenticity condition, followed by the control condition, and the lowest in the low CSR authenticity
condition. However, the difference between the high CSR authenticity condition and the control
condition was not statistically significant. PROCESS macro was employed to analyze the mediating model
of value congruence. The results revealed that the mediating effect of value congruence was significant
across all conditions. In sequence, examining the moderating effect and the moderated mediating effect
of moral identity, it was found that these effects were significant in the high CSR authenticity condition
in comparison to the other conditions. The findings of this study suggest the importance of considering
CSR authenticity in the context of job search and recruitment and also, provides an insight into the

mechanism through which CSR authenticity influences organizational attractiveness.

Key words : CSR authenticity, value congruence, moral identity, organizational attractiveness, scenario design
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