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ABSTRACT

Purpose: This study investigates the role of authenticity in the effect of CSV activities of sports firms on
corporate trust based on the attribution theory. Although many studies have been conducted on CSV, studies
on the sports firms’ CSV activities and their authenticity are insufficient.

Methods: This study surveyed consumers who have experienced CSV activities of sports firms. The data
were analyzed using structural equation model and hierarchical regression analysis.

Results: The results showed that sports firms’ CSV activities significantly affected corporate trust and au-
thenticity played an important role in regulating the impact of CSV activities on corporate trust. The more
authenticity was recognized by customers, the higher the performance of sports firms' CSV activities.
Conclusion: These results imply that it is important to establish authentic CSV strategy, as performance of
CSV activities is mainly determined by authenticity.
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LA 2

22 7)199] A3 A A (corporate social responsibility, CSR)d| tsh #A 7} Zoi7} AX = o] Bolo A%
soluar gltk BA 719 T o] & FE A AR A, S A LAl ek Akl HAnke] 22t} $hA| o
AR AAE sk CSR 52 719 A4 T83 84= Auizlstal glon o= Ax= A=
T H2FH(Moratis, 2016). 53] 713w s}te} 22 ALS] 0]” of W73k ZAt(Generation 7) 5 &< AH|A}
o] T8 uAR 2F = V| o mME FGH ol o] 719 el s BAA 7hR| g =] A4
7HE sAlel ol AAY S g5sta £A% F e o%‘f"]‘:‘r(Healy and Poole, 2022). ol o B2 =¥
= 7|¢lo] AT o7 CSR 5o Yrla ok

317 %

71949] CSR &5 7ISdo] Abs] A, 344, AAA, &84 A s, ol AAAERe] 255 23]
At w2 o o]a|d 4= 9Ith(Hahn, 2012). )23t &5 7| AlWIoR A9 oju|z] &3} ALg]ele] Sl 7|
Aol Ego] wH, 713 A& AREste] AAA, WA o5 do] felAe]al ARl WA o2 ALs| e} 17 E
TAE 75387 Sl Adehs et ds o2 AA)Eth(Gaither et al., 2018). o= AW &5, &9 FaL, A9

g, HE42 CSR &5 7190] "ol 5]l 7219 A& Ab3lol Shlshes A o2 Xgwo] Fabo] Jid K
= AHE A Blgoz 914 F o] ghth(Visser and Kymal, 2015). Wb 7]do] A Aoz o2& AL u, A3
2 Zol5 el 1A, ofike] 5}74]E Aah A FEe BAE = ALRA 7HR 9] PR

gtk olg gk A3 A Al G AR =58k A8 58S Zlo] vtz 719
712 AZ(creating shared value, CSV) 73 o]t}

CSV &5 7|99 CSR 59| X uF Fef = AL 719} vio] 344 74|, A4 7HAE FAlel F7-aF
+ @FolthPorter and Kramer, 2011). CSV &FoA = 7199 9 Ides oA BAZ 7hx] e A3l 4]
77} sAlell FEE 7] el 2 Rl el Algto] gl HollA mig- miE Aotk HE A Q1 CSR 5] ©]
5 Abs]A Al 918 S5 ote Ao® 7199 AR va feld Aolebd, CSV 22 719
HesS Sall o] FoA7] wite] A I FAE HHA] gl H
ole]gt CSVe] A wjitol] 23X = 4 wofol A CSV & gk ¥4l3} FHof7} Sojutar 9l
oftjthais Kelie} 3 "deA 841 Kelo X offups 8 ¥ o o4 gl
CSV #& &5 PALE ZHska th(Wy, 2019). olgjet =858 B3 ~3X= 7Y

o @S ATES) A% S5 250 B AEH By ATE o Folia An|RE

of, M
o

A 584 BA= ofH|A]
BEHE AolE 7 AT EAlel e a3t S 2l oig A4 =i WS 5 3= S(application)
A Eol AuE A FE TS olFoll7] e Ak oA CSV e A= 4] Autel A vheFatA A7)
san o

I 71%’391 Csv %‘*%9] s Al ol AA 22 5 vk A0l HA A 2 A B9l
o

o
-

=0 AL HE = }.‘: 93l 7|hko g 7Zas 2= 9}
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A, 222 71949 CSV 52 ke mAo] Qske A4 2 B we 5 Ak

CSV @5 that At TSIl Bueh o FolAm glovt F2 Av /|9 s st glon 2%
27190 e AWE Q7 mF ARl g, 2¥ /190 e $u% QTR F2 CSR 253
Bes A7k O Reln, 53] CSV 5 AE 2AsH: AGHe GUL 0B A5 A9 gl Aol
ool ¥ QA= ~E2 7198) CSV BE3} 719 BANA 144 4Ee nBgozA 7|ge] ALsIH 7)o
g Stheta AShsH AL FUsHed] B8 Fag g

2.1 CSV &5 7|94

AR 7F ' s A ofsl i AIAF Aol of Tigk AFS A ATz FAd ol wt
of thgk ¥hilo] % ARAL Sl o] g Aba] A Wistel] uhe} ALS| A AQ)E o] st = 71 =

Q) CSR Fefell A Bep a9l CSV Frl= 31 3tekal $itk(Gaither et al., 2018). &4 CSR &5 1 9f
a3 Holl A gAZE AL wiitell 71 el Al RS 2gato] FAlA 7hA| e AL A&
2} sk CSV &Fo] AjgAl F58A HAHWojcik, 2016). AWHA 2 o] &5 P& T3l &
EQE Aps]Eds sh= CSRell Hlsl, CSVe -9 7|Ho] 78 985S sk 7kl Ad=HA BAA 7hx] <}
AL A M E SAl A& 5 7] whitoltHPorter and Kramer, 2011).

CSV &5 7199 s oA ALEA THAE AA 0 R AEalu7] wiitel 7] 7]]lel gk
A7 PAo] 2 93-S v = Ah(Visser and Kymal, 2015). A& o# Algholu} AbEof thak A 24, ok
ol APAA|, 7A2 old Aolglal W Vo w A5 T WA HEHHGhosh and
Fedorowicz, 2008). ¢! o] Aol whet AR 5E AAg whg-& 7|dstAl e ol g W
A R 24 A F8T ZItHkim and Seo, 2021). A1¥|= A3 224 B 7|94 99 <1k A6
ol 22 4F, AR A Ao 19], 710 3+ BAol A o] A=, AHAp B8] 71 QA E 5 vt =
A 719 AL Az A el dS u XA ®tUohnson and Grayson, 2005; Kim et al., 2024; Qiang and

A3 Aol thgh Al=7HS 719 3 Anlat 1ke] 71221 oA FA]oll B2 ole}
© A4 g F&Eok sk Fatolgkal sHthBae, 2019; Inoue and Kent, 2014).

714l digh AMF =T} =}
2o gis] o 73 el oA 27 ®ciClementino and Perkins, 2021). E&, &H2HE2 7|9AFE 7]¢)e
AF8) A Q] o d)e]l gt o4 Wrlskal HAskelr] 913 mah R ARl gtk Wk, 7Sl tigk AlEE 7R
2HAE 7S 2E T e FEUR A HaL, AMES Sl 440 2 4 9IvHKim, Baloglu, and
Henthorne, 2021). wehA 217} SHA 9] 719418 A2 7199 AAY R da2Q1 ARgtoletar shalt},
53] 2g 719& Anletalat sl G2 A Agko] ek A2 ARAkgo]l F8 Al Ax X VYO EA = e
21F] FAel g% 5 7Y 87t vk(Wu, 2019).

CSV &5 7Io] aZste] L5431 $AE dAdstal FAAA W 5 gl Biol7] wjitel] AnjatE9] 7]
A0l 98k 1A 4= tHKim et al., 2017; Jang et al., 2021). 719¢] CSV %52 3}3] <l
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L5, 7199 CSV &8 Anjatol Al 719 AHA] ofm| Aol tgh
5o £ %O‘-"— A 0}01 alz %é I THAn et al., 2020; Perez and Bosque, 2013). CSV &&%&
AAEANAE 719l gk A=3hs ol 810 % 2488 4= 9lom o high w3t SA% 55 ¥4 LHXH
A AN57) el 71ds dnk n AR FE A ATt 8 A2 Aol s ARl T AFET1 7t
AR A AHA FEFE wRITE HodA T 71gAlEE Y] 7galElR d4E  ArkCho,
2023; Lee and Park, 2022). {7k ofue} 71419 CSV &5 714 FHe oladtA|zte} 1Al 7] eatke] A= )
Pl 71e938te] 71§ 7HAE Eol=HE 7148 S dth(Hardiningsih et al., 2020). o]4e] =S ZHH ofgje} &

= 7HS =i

7b 1. CSV @5l Aagel frold e

mlo
=
i
Y,
o
K

1-1 AR H7EA7F 719441 el A(+) 9] gk mE Aot
1-2 & A7HA7} 71940 = el A(+)e] d&e mE Aolvt
1-3 A7} 71944 = el A(+)e] F&e mE Aolvt

2.2 CSV &5 134

At Al Hofol| A Wol thFoix]= /d el A A (authenticity)S 18] 2~ Asholl A Fajgl @z 1 24l 1
Y Z(To thine own self to be true)'#= n|E 31t} Snyder(1979)= A o) Qztd Al o] ApolE 4=
71 2ol A ARE FFS HolFs= Ao wslE A Afo} AA S Seshttal 319 2™, Harter(1999)2] <ol A

A

= A R Fe 5719 e WA At A4 BE A PR s £e, A48 A9
]

HAE B3l Qi) Ak F3 52 5] Aol tiste] AU 1Asta 1 AP AA el whg B BErt
gt 42 9128 At thKelly, 1972). A ¢lo]2(Attribution Theory)o]gt 7] €] A3 gwo] AH] 8%
v X = Fae o A A gt gt o] B4 AR H&d 4 9o, 5], =2 Al dis) 1

A Aol F2 S Asls o]Eo]tiFiske and Taylor, 1991).
Alo]EL g4 ool whE CSV &59] 4aE wedst=d 9n = o224 BEgiE AlFs & F AUrh
H|2F7E 7194€] CSV 55 78 s7I00A Al4E 92 AAT A5 2uAk= 7]l dial] 2o 57842l 2l
& 4 tHGreenbaum, 2000). 8H4, CSVEES 759 olf Uit 87 5 X A= ofs A2k
gz A3t AL Y 719S 9aA Ve AxE S5 gltkLafferty and Goldsmith, 2005). 2, 4H]
52 CSV &5 7ol tigk 7121 Aol wet s 71l ol 384 olw A& Fdat7] e shat 7ol what
M F-47 oA 5 2+ 7] % 8} A o]tk(Nan and Kwang, 2007). Whd CSV 259 a7} At 2 vyeht
2l QAR Zlo] w9 Fasirha sl
7]%*" T8 AT T3l AR THAS AAA THAE FAlOl ZFEsH] wikel] dsF <l
g5 0] w714 SHA IBAEE AR 7E B} 42 5 ok g
03%]’%01]"1 WA ofr=g} oA 97t v2r]e A4 7] wito]tiEkman, 1992). L% E-afal
Aol A3l F A Fol WA oo} o4 P97t A et=rtE B 71golnAE st A 2T 5 9l
™, 484 CSR &&= 84 tig 711 237 b= vebd 7Fs A e AthLee et al., 2023). 12]aL
218k AN a = CSV Z5& of= 7190 ek 2HAE9] B, 24 B ol 43S A Alolg 88 5 2
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7Hd 2. A2 CSV Ego] 7IdAlF el piAE 9 24 F Alolth
2-1 A2 AR A7FA 7 719l ell mAs s 24T Aolgt
2-2 AL AAAZEA7E 71980l Al e 24T Aonh
2-3 A2 AAAA 7Y 7194 = el mA= gEFE 24 Ao,

a7ey 2 9

2 AFE oA dAE 7S v e g Ax =799 CSV o] 71QAF e vX = G 1 A F

o1t} gk}, o] & 94 Figure 1.3} Zo] AFRFS AAsI) CSV &5S A= F

L TANMIAEL APAFES vl o= A A 71R](social value, SV), 744 7} (environmental value, ENV),
A A 7}X(economic value, EV)Z A A3 tHAn and Han, 2016; Yoon, 2019; Visser and Kymal, 2015).

csv ———|

ENV Corporate Trust

Authenticity

Figure 1. Research Model

AT BAe wpe} A7 o vt Fid] HEE F RS folo] A, SH o)A, nlo] e o
S T8 AESte] A w8 Al Aitdls glAELikert) 53 227k AREE AT CSV &5 o
= 352 An and Han(2016), Yoon(2019) ¥ Visser and Kymal(2015) 59| A5 nlgo g2 FAsI o,
Aol gk &=L Kim et al.(2017), Bae(2019), Nikbin, D et al.(2016) 2] dollx AL&H A&S nlet

o)
i=}
o7 AR "X ek AE FELS Joo et al.(2019), Price et al.(1995) 59 Aol A AbRH XA} &
& nges stk Ao FAREE Table 1.9 AX =] Stk
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Table 1. Survey Configuration

Classification Measurement

Interest in protecting consumers' rights

Prioritizing transactions with local companies

Social Value Contributing to community problem solving

Contributing to community development

Bringing social goals to strategic level

Producing eco-friendly products

Discontinuation of products that cause environmental pollution

Environmental

CSV Activities Value Additionally investing to protect the environment

Conducting campaigns or public relations activities on environmental
management

Offering products at a reasonable price

Contributing to industrial development

Economic Value | Contributing to the revitalization of the local economy

Increasing corporate competitiveness through efficient management

Contributing to increasing employment

Degree to which promises are carried out

Corporate Trust Degree of responsibility

Degree of expertise and knowledge

Sincerity to contribute to society

Authenticity Truly considerate of consumers during CSV activities

Spontaneity of CSV activities

Gender, age, educational background, occupation, monthly income,

Demographic Properties . o
grap P Donation Activities

3.2 AR4Y U B

AEZANE 2X 27199 CSV 55 4T 2HAE 1o o]Fofith, 23 27|98 2300 Add A
Folu AHI2E AFste] 798 FEshe 719S skt ol 719e thdd FEjE EXlsh 1 W=
ul$- Btk Ax>x G AlE B v, Axx A ¢, Axx oME 9 g 99, Ax = vjr]e] g g
A¥ =AY 2 B, A¥= 33 5 gk W 243 AR g8 Y3 Sake Axx 7199 B9 T
7EA] 2 7R gol digh Anjzte] 1Ao] et = 917 wfitel] # Aol AT ~Xx S50 Ax 2 fE TH
FALE o= = 7199 CSV S5 uldo® waste] A5 T3kt d=ollA 202249 119HE 2023
3Y7HA] F 5128 o o] Fojxlon o] F gwle] Aol o= 1655 AlQle F 49657} T A
Ag i AFEEith o]2A =Y AEE nalgro 2 SPSS statistics 23.0, AMOS 23.0% o]-&3ke] 245 58313
o A dAbe] JIFEAA 54 BAE fldl WIEEA (frequency analysis)& AAIBIAL, S ET9] A8 B
B ASS Hal S04 99184 S At 4 54 s 1] AAAHEE ER187] 9l8te] Pearson &
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A48 Bg3te] JUIAT S on, 227199 CSV F5 /19429 $AF FAs] 93 T2
& stel ARENS AN SATOR FAH FARS S CSV FED /129 DA

4.1 Q7R JAT7sAH 54

tdgAe] 178714 542 Table 2.9 AX= o] §ivt A & 4967 & EAo] 293%(59.1%) 0.2 £ H&
= UEbkaL, ofAdo] 2038(40.9)% YEbtth A2 30t 1249(25.0%)% 7 2 W& = vebtar, 509 111
18(22.4%), 404 1057(21.2%), 20t 867(17.3%), 60t o] 707 (14.1%)°] =o.= Websth. 3t tiEo] 221
B(44.6%) 0.7 71 52 HlEE e, ik o] 12578(25.2%), 1LE 80%(16.1%), AEti< 7078(14.1%)9]
To 2 et A2 Sk 2157 (43.3%) 82 7HE s Bl E = YebstaL, A 11078(22.2%), A9 1097
(22.0%), S48 39%8(7.9%), T 2374(4.6%)9] == UElsTh 02 4019 o4 1407(28.2%) .= 7Hd &2
HE = YEREaL, 201RH~300Rh 1387(27.8%), 3019-1~4009+ 129%8(26.0%), 1017HI~200%H) 547
(10.9%), 1007+ o]s} 3578(7.1%)¢] o= Yepgtt viAe 7R3 ‘134 v 155%(31.3%)7F 7V =
= &R e, s 2984 gvF 14778(29.6%), ‘EEoltF 84%8(16.9%), ‘1T 757 (15.1%), ‘v 1%
o 35%(7.1%) o= HEhY SHARY] Itk o)ido] 7] F-aEel] AHSHoA] g2 Ao E YRt

i

Table 2. Demographic characteristics of the sample

Classification Frequency %

Male 293 59.1
Gender
Female 203 40.9
Below 20 86 17.3
21~30 124 25.0
Age 31~40 105 21.2
51~60 111 22.4
Over 60 70 14.1
High School Graduate 80 16.1
. College Graduate 70 14.1
Academic Background - -

University Graduate 221 44.6
Graduate School Graduate 125 25.2

Student 39 7.9
Employee 215 43.3
. Self-Employment 109 22.0

Occupation :

Housewife 23 4.6
Specialized Job 110 22.2

Others 0 0
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Classification Frequency %
Below 1,000,000 KRW 35 7.1
1,000,001~2,000,000 KRW 54 10.9
Monthly Income 2,000,001~3,000,000 KRW 138 27.8
3,000,001~4,000,000 KRW 129 26.0
Over 4,000,001 KRW 140 28.2
It's not like that at all 147 29.6
[ don't think so 155 31.3
Donation Activities A regular 84 16.9
That’s right 75 15.1
Be very much so 35 7.1
Total 496 100.0
1.2 2R=T] AR 2 HIA A3
Table 3. Result of confirmatory factor analysis
Variables Items Fascti) r;daLz(jaifiier?gs Crogl::ch AVE CR
SVH .846
Social Val SV4 870
OCI‘Z‘SV)a ue SV3 890 826 796 | 919
SV2 812
SV1 746
ENV9 932
Environmental Value ENV8 .946
(ENV) ENV7 932 .837 841 955
ENV6 .855
EV14 715
. EV13 .880
ECO“OH;\‘;) Value EV12 899 816 702 | 921
EV11 .832
EV10 .852
CT15 794
Corporate Trust CT16 846 808 776 | 893
(CT)
CT17 871
N Al8 822
A”th(eg)““ty Al9 865 904 760 | 853
A20 745
Model fit x?=759.1, df=309, p=.000, GFI=.927, NFI=.911, CFI=.929, TLI=.942,

RMR=.041, RMSEA=.063, Normed X?=2.381
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Table 3.914 AAJeh= vke} o] A0 A4 9 848 H5S 918 94 29134 s A8l 4
I RE =483 33} Q1882 (Standardized factor loadings)o] 0.7 o)A, /WA E(CR) 0.8 o] A4S
b= sl o' Yeh JFEREA (Convergent validity)©] SREATH SAHFE] WA o] SGHEJ=AE
El % A& A3 Az} 2E W40 g.2u8F 43K(Cronbach's a) A5 #kol 0.8 o]0 2 e}
U 71EE SFA7IE Alow EHA A 2Ye AReE £4% 23 GFI=927, NFI=911, CFI=.929,
. RMR= SEA=.063 So.2 UER} AT 7128 22475 e Ao e,
7t 54 E‘i—’FE—é 7J9] FHREE FRlsty] 9late] Table 4.0914 K= uké} o] Pearson BHAITE %‘%ﬂ
= A Aw} FA59) ghol 393~.718744 W lell 9lom 2glte] $AL &
B)9 FABAE Bl A9 THel AAE L17Fe] BATE UA O}L Ao ® ety mEbA A7 o 141
S AAAQ waEgo] AAFHE %‘ﬂﬁ}%ﬂﬁ}. w3k 7} W4=o] AVE o] AataA o) Alu gt 24 veh s

O
~
—
&
2

Table 4. Results of Correlation Analysis

AVE SV ENV EV CT A

SV 796 1
ENV 841 574 1

EV 702 547 A86™ 1

CT 776 393" 494 541" 1

A 760 590" 718" 508" 583" 1

“p<0.01
4.3 7HA3=

4.3.1 CSV &3 71441]9] A

O B A L o S Bl e R o7 s B e M e S B e B i e B R B o S o b A B o B o B
Rels At A REAS ST EA A= Table 5.0 AAE o] ok BE=EA A3 AL A 71X (4 =7
47=.347, t=3.304, p=.001), 3744 7FA(HZAF=.137, t=2.454, p=.014), FAH 7} (7% 2 A7=.344, t=5.692,
p=00D= &5 7]gAlEel] AR o3 G A= Aoz Yeht CSV 252 714 F el o3 9%
mAE Ades ygestth webd FdmEA Ad A WA 7P B A Sl

o

Table 5. Results of Path Analysis

H Path Standg rdized S.E t D Results
Estimate
H1-1 SV = CT 347 105 3.304 .001* Supported
H1-2 ENV = CT 137 .056 2.454 014" Supported
H1-3 EV = CT 344 .090 5.692 001" Supported

“p<0.05
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S SR DA ele] 2E27151e] CSV o] Z19A1Fe] n A Qo] Qo WRAe) ZAEAE ¥
Hateleh. Z1geln st AgAel SRS AE A4 sl SAH B g

Mo A Hebd & = teais
(multicollinearity) &A1& WXstaa}t sFQlct, 2H a3 B4 CSV 58 FA35te sH8Qld Aksl 4 714, §
BA 7HA, BAA 7HA7E 7199405 6l m A= gkl Slof X178 2da s w8 fEl % 338 AAlskltt
B 1oA Ztzte] SENaE FY 5 3FEA S AAslaL, BE 2404 IS 2ENsR T o
2 304 Sy i) Aoagaks Frrsklt
GAIRE EA A3z Table 6.0 AX ] vk

Table 6. Results of Moderating Effect Analysis

Model | Variables B SE B t p TL R? | Modified R? F
Const. 1.961 .136 14.454 .000™
1 577 | .363 .359 93.262
SV .006 .040 .007 .155 077
Const. 1.769 131 13.455 .000™
2 SV -.063 .039 -.075 -1.617 .106 544 | 426 422 91.228
SV A 332 .045 387 7.391 .000™
Const. 1.734 653 2.654 .000™
SV -.302 177 -.361 -1.701 .090
3 " .025 | .450 442 56.992
A .389 176 454 2.218 027
SV+A .190 .063 1.680 3.002 .003™
Const. 1.477 .265 5.583 .000™
1 — .628 | .246 .235 22.849
ENV .246 037 .299 6.584 .000™
Const. .905 245 3.697 .000™
2 ENV 077 042 .094 1.824 .069 444 1 415 404 37.139
ENV A 332 .045 .387 7.391 .000™
Const. 1.624 715 2.272 .000™
ENV -.405 202 -.492 -2.004 .046"
3 - 019 | 422 402 21.452
A .389 176 454 2.218 027"
ENV=A .133 .055 1.084 2.436 .015"
Const. 1.286 154 8.364 .000™
1 | 657 | 599 | 593 |104.347
EV 377 .043 .392 8.820 .000
Const. 1.131 158 7.178 .000™
2 EV 327 041 .340 7.956 .000™ .639 | .618 611 84.561
EV A .332 .045 387 7.391 .000™
Const. 1.756 461 5.641 .000™
EV .983 180 1.022 5.475 .000™
3 - .032 | .621 .608 48.194
A .389 176 454 2.218 027"
EVxA .203 051 1.480 3.971 .000™

"p<0.05. "p<0.01
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A AL8 A 4R 9 71 9aF 9] A AAA e A Es) BRE YL BE 28 593 g7} o
Z lO*OU% T R el R e B e =
t=3.002, p=.003). =&, =& 194 3.2 7
A3E vebllch 344 7EA 9] A9l 2E 194 3

fr
N
3
=
RO
i

o of

% 4“«] Zﬂﬂﬂ}ﬂ Figure 2.9 AA|%E] o]
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