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997 vlAY (cause-related marketing)& 7199 A8lE A &5 T FUEA A Dol FY 7|Fd 4|
A g Frste A"t olF Bl 719 384 oA E Eoln AHAE VY S0l HslEE A=
& At HE 24 HESA AHae ARAIA 719 s 94 ¢E + i A 2%

o} 0}%

o7} Jbsethe Aol B wRd AR AdR 220w g He B AT 715
P A AThde] el Al A Fg ALES A4 A F4

el A2 ol g4} 3239 ez @ ATATE Jldel FeAA HAE WAL

AR} A19)

AT, ARSI A9 S BolSale 1 A9 KRS A1 F YLL WD, P oLrTke ol
% AME 5 UG oA AT BAE 1, 292 AL 3 RIE R e A A
@ % I ol LaRIAAN 2uIAE0] Fjole S Beldtelt Rag Holhe A o2 g AA s
olt}. Ed AR JIeE D Felwe] BAGAN AL AuAHIde] e 2REH] ZATE oeowv}

FAlo: FAAA wAY, AR, XA A, WA 2HEd

.M E B ARINE & & %ol 7I9le) Frdd
A5 719 ouA B AR AF Bl e

71999] AkslA A2 (Corporate Social Responsibility, &
CSR)o|& AFEE Hl2Y 2 &5 719 2o | wjZEo] AddiH] 9.
T Bl AT EAY BAE AT AE 1749 5,6007-99] At
olm gt} (Kotler & Lee, 2008). 7191 <A Alg] 6109 7,2005H ZA}ol A 45504 4,0005H¢ e
TEAY] TR vz, A S thetAl  AAR SodtHAHAE, 2014. 2. 2).
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789l (corporate social marketing), 2% 7]15-<
e & Hol= ARl F# S (corporate philanthropy),
AhEo] AGALE] Ao Festi FAbshHE A1
AFg] 2Hd8AH community volunteering), 5% &
<] ol B3] ARSI A S Sl
7158k 394 A (causerelated marketing)
5ol k. o] FollA FAAA AR A5, AE
Al uiAE Ao sholA|wt 2 &4 Wt
o] & iz Qlal v FE it
AA niAR M = L] RRe] Fol oAt} 7] 5
Aoz A3 ooz, 1 oA 71
Rl oA & A& F Utk 24 HESA
JH] ~(social network service, ©]38F SNS)& 4
17ke] A3 221 Zhed o} 7149] A olm|A] A
ke F 7R B4 Fep] el wie EE
, SNS& 4H|A}E0]
on, 7199 ﬁﬂow
o nHAE &
1‘34 iy
Al (Syncapse, 2013)& Pﬂ‘%‘ SRl
oA so]2FA 7|9 HAE Ho]x]o 7FYH AL
g el 7RA7F o $174 F=2ka Bkt o=
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=
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20109¢] A<} vl wels wf 28% S7ket ] ot}
71E < EL%"%] nARS deFAoln &
Aoz Fgatr] 91 Hietd] FE8tH(Barone,

Miyazaki, & Taylor, 2000; Pracejus & Olsen,
2004: Ross III, Stutts, & Patterson, 2011).
< SNS Wefo A FoAA niAE A gk A
(Jeong, Paek, & Lee, 2013)7} o] FojA|7 = §)

< M
o}, YRR dT1EL AxAl niAE Ad A
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e

sof Agsloigitt & 4
1 uA g o] 136}04 =

FEo] SNS A< Bl
N3 e JFS %
of| A1 ZAAH SNS o] &o] 7
g B Folx|o] 7pelet ] 7iR= n}fﬂ%
7R7F AR F7keta gl7] wiEeloh, whehA o
59 WEEo] SNS HHllE do|x] 71gomel 3

ooka

Al

d=

5!
Al

Ao mol mX= S Lot drh. AA, nH
B ARl A& (durability) 2F A3 (fit) ol
2H|zL P B vA = ke Ay B otk &4,
71999 Akl A A (CSR) #ofellA wHso] g
22 AQdE iz el e 2 A gste] 2H7ke] <

2k

ol Mg A& FekeAdl ol B4 Huz
k. AR AR e A& T A o] AH|A} 8

&l vAl= Gl Al rishEatet Ade) =
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SASAA 4992 + A9,

ERCEREEEDE SOR PR
P} 24, 7199 B ool AR FHAL 9
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S oFIEe] Hetdnt X&do| 2= wo|x] il W

=

kS ZH(Barnes, 1992: Sen & Bhattacharya,
2001; Webb & Mohr, 1998). sA9t &JAA

1w
shlge 2uAEe AddoR Feddte 448
Relehs ol 7leh Al A9 Bk s

< 7L o E EW, FIAA vA” A &H)zp
of Fod= AFA Fuje 2L Y5 A4E £=
lth(Seitanidi & Ryan, 2007). 71& A7) u}
2H FAA Y AR E 13 AFRTE
Age] AFdA © AU AEH7E oA
A olFut U, 2007). AAEE AHE

rir

(2001)& 7154 AFL T vAR ] AF2
ol B A EAA W, A AE2
ol w2 A5 o madHolta AAe
AF TR #Aol 2dA rHIE E3tl 7|
A dFE AR Bl oAt w9
2 FIAA vARS SNS wetelN 1 d o
T AR BA sttt

Z SNS9 o] &o] F7ketiA 7195E SNS]
A FAQA rHR S Fo AR R AlE] B
S/ 7IdE e ot HE SHU ofn|A]
ARE &) o] gsp7E . o5 EW, FHo|AH
el 719 Bl=e] sojA & wheo] avatse] B
Ao def Asaizn F2 ovAE M 4 3l

T5 ot 39 ‘3}71]‘5‘ A (syncapse, 2013)&
gloj2olx 574 HAE Fojx]e] Wl Atgto] W
o ohd Abgte] 1oH 1de] $116 F=5 o o
2Hlete, o] 85%7) Y BA=E ERldgA
Adthe 2AMETE TSI 42402 SNS
o Bl solxe aB|AEe Hile SRy &
A ASHer SN £ 7] Wi 7199
371491 v BN FeAs 7RI
SNSIA el siAE e LHAES Hil

oAz fletAY thE Abel =

X

[

2

g,

o] %

AASIT Ha4H M1z 20154 2¥

Molzol ojxl= g8

28|& 7ol xdo| opvlE =HEe

FAE& M sk=d frelet 84 % 7H
2007; Jeong et al., 201
oA “FolaHES
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(Ellison,
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8 | ”}?’ﬂ o fEld 54=
. AA SNSIA &H|AHE0] BI=
He P 2 577 A3 FHolge AT
= 9 (Verma & Sharma, 2012). 1%7]
*o“)ﬂ’ﬂ HAHE Fo|A& aHAES
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I2|(impression management)

BZTHGoffman, 1959)2 tiel #AAdA 7l
of QTS A7 B UM A7 ]0} &%
o Bljo] Arsigitt. et #dd AFe
AkslAleleto 2R E] A2 o] (Goffman, 1959: Leary
& Kowalski, 1990), #Zell= SNS ATelA &
ute] o] &%) 3 9ItH(Boyd, 2004; Dwyer, 2007;
Jeong et al., 2013).

SNS o] 25L& ANEF wHatL M2 AFHE
I} #AE Hom ARSI AL (social capital) = T3
& 4 gith(Ellison, Steinfield, & Lampe, 2007).
AF#AE] o] 2ol W2 Ho|AEH Fe AH UE
93 e d59 FUE 7T 5 da, o8
< A7IARA AL AEAA FE A
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o

A wpA” o] B #HHH USTE, LHAE
o] ZALY] AT AL Yok T DEel el
SRR Q= s T (Hoeffler &
Keller, 2002: Pracejus & Olsen, 2004 Till
& Nowak, 2000). ek Hgtgo] Qb AH) 2}
7199 AbsA ALlEEY ert A2 F
71(ell. 7R sk, AFA 7 jEd Aolgt
3 Az wlo] BAA R A4E 4 th(Du,
Bhattacharya, & Sen, 2010). T &, 714
o FAA AR Fo A e =S AP

=Ny}

T

I:

’6‘

2 7199 Akl A A SEel tigt Adgod ol A%
2 JgZ nFitE Bt}

A& L SAE FAAA 5 dEsheA o
& AdsHl siFe T8 7lse] 2 & Ut
(L'Etang, 1994). &4 7Ido] drh} z&2 02
AbE] A AQlEse s gteAY ofFe HA F
oA nHAHE Y BHE A E drhe Aotk

(&7t & &A%, 2007; Dwyer, Paul, & Sejo,
1987). A&4& 7190 FAAA Fel &
it dAlsg=AE Ueille 583 24 F9
shuto] ™ (Miller, 2002: Van den Brink et al.,
2006), 1491 dAlE anAE A % 71
¥ GF Atole] #AE A8 A=
o 13}(Varadara]an & Menon, 1988).
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2.4 3%A oiFEof| gt 28R} el

A<= 2007 Becker-Olsen, Cudmore, & Hill,
2006; Campbell & Kirmani, 2000; Forehand
& Grier, 2003; Klein & Dawar, 2004; Sen,

Bhattacharya, & Korschun 2006). ©] o=
Z27 FALho] 7149 Ak A AATES oD
%

AoteAld weh 22 Advtd 23E 2
]E]' ?‘J‘ )\}\N\E} O]T@ ‘\CE)." q?‘ 2011).
g4 S (Ellen et al., 2006)-2 7] =
}\513_21 SR 7199 A A A DEel tigk AnAt
of AQS T& AFACRE Ugth o|&& LHA
o AL ERIFAH A7 FA o2 et Bl
AL o] 7FXA 8 (value driven) #12F A
A (strategic) AJNSE FEaHH, A7) FA S ©]
3| A A} (stakeholder driven) <12 A7) 2914
egmstic) Ao R FEskGiTh 7HXAEA A
o ZoAHoly AlFdYA FxEo 7 QX HE F7]
2 2HAE BRI GA o R AQldte A 7Y

Fl

o

18 ofy 1o 1o

—~ ol

l‘l

o AFH AABE E7|7} 7192l F4H T@
otk 2238 on3g(uAS & TFEL, 2012).
ASA Fole 7)eje] Z2A BA o]§ 27
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[
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A= Fo|x] 7t & FHE

of olxl= ¥&:

28|& 7ol xdo| opvlE =HEe

B AH|AEL o] FHAH R Wolsd
tH(Whetten & Mackey, 2002). °l3l&A
Qe aHAEo] 7]999] ol #HAE 72 9l
A, F, 719U, W9, A
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o WA s FF AvErt Bt opyet 7y
o] 2154 A et nHHUY A7 EH

A AT} 7EX A FRlo] o] & AGA i st=
A AuE T, o] A A Ado] ofwd 24 FI}
Z 7R EA A EE 3 g

285



. 97t 74d

S

T

(SNS,

1 431 7H g
"Jr(Whlttaker Bellotti, &
1:3, om}zqo E}u],] /\}&
A Fol F83t EHolt}
g

%
Gwizdka, 2006). ¥
< ZEAA, An, o
(Papacharissi & Rubin, 2000). 7]1& ¥
of thet o] &3 FF AFlA ARRA AZ,
A, ABA Fab, 28 M ES A S8 EY], AH
HHlo|E T AR 579 | o] &9 F2
=717} "ok ARES Wtk (Joinson, 2008). ©]
FoAA FAAA AR o] el BAo] Y
" &FL o8] Pl ERIA =E5 = SNS
SRAN & Felg Ho| AR o] 8AE
| A wAE Fae FofatA =9 e A
A& FAdtte AR 7] 5] BF Q13 ¢
Ck=g E}O]OETH ApAle] olmA & o

2N & Beleks 71divt 4
i o FoJst=s felste Aot
Lacetera & Macis, 2008). StAI%F 22 gHl 9

oA wA” o] ERIA o] ¢t = ol
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the del2% AN ANAEY Bl B2
Aol aElma FoIdA vplE Aelo] fukEs
g BAE selx] @ o)A 115 A5
o #9275 Aolth

7Hd 1-1:0 oW ET Hlo]2RdM el FA

ﬂ}aﬂﬂ ﬂjfj} 719 BAE #HolA] 7}

7V 1-2:

2002 Till
2004). 7‘1}0

o e 24 A3

}L

, 2000; Pracejus & Olsen,
#(2001)9] AN E

|7 E] A5 AES #EA

o] & AxlolE Al deke Aol AE3 ¥4
e AT AA RS Adste AR
ZI9E sk e st T 392l Ao vkt
A B Ao e 71 AT A3 Ak 7
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o AT ARl =ETFE 7Y
B = so]x] 7I5]owrt #E Aol
7Md 2-2: 7199 FANA miAY o] A
o A ARl =5E V1Y
v = go|x] FHYwr} & Aol

3.1.3 A
A &AL 7190l QA wHAE el e 4l
geAs HoFgh(Miller, 2002). 54 7140
duht A &Aooz AR A g Fold gt
A9 o= A A A &Fe] FIE AAshe
83 89107 el gt 93 w(Till &

Nowak, 2000)& ZdA ntAY Y &= 7|3t
o] ZojHd wet Frhetka Hokrh Tk
o ZAA vHAE S 719 olml Ao tig AH] Ak
01218 =Y & 9ltyal BttH(Varadarajan &

Menon, 1988). vol7b A&A Q] of o whe} 4

A5 BAE $YE 9A g A%E 0Y

xl7]

[¢]

H]
=8

A el 7]990] Qal Bk AEA 02 AL A
AAedes o2y Bl FAHE A A1y
th= Zolth(Van den Brink et al., 2006). o]
wtel FAA npAE o] AEH R o] R[S R
719 BEAE ol dig 7iio =y FH =0}
& Aol 7H S AR s

7hd 3-1: ZH[RREC] 7199 T 9A WA &
Fo] AEAH o7 o] Fojinta Q4T
T5 719 BEAE HolA] 7)o =Tt
e Aot

7He 3-20 ZHRHE0] 7199 T A wHE &
T AEAH o7 o] Fojirta 14 E
FE 719 BAE Folx] FHxrt

HASAT H4a4A ®M12 20154 28

FHo ol ojxlE Y&

28|& 7ol xdo| opvlE =HEe

2

2 ol

3.2 2H[XH 2

]
7195 ddA o2 vgkiA dth(Du et al., 2010:
Hoeffler & Keller, 2002). wehA =2 A3dE
2R A nHAR ] dig 7HXA A A
Qo] 3AA A2 T W E A o] Yol &
HZHE9] oA 57| 52 FININAY Fd9A
npA R sl gt o] A sk AR A A
Qo] B & &3} At

M 41 3R PPIRBES 19 A Ak
el Aol od A 7}
A7 Ao old Rtk
M 4-2: BAAA AR BE 19 A4 A
el Aol rom LA A
718914 A0 ol Rtk
7ol egse Bl 2AAA HARNLES o
grhe e anAse) 84 4850 13
He D e g AL ovishe A%
4 9% $LAAG. W )0 DAoL @
W gl sAREEY B4S uATw
2HAEE o] 5ol vl 1AL AT 5
glom 71gie] B4 olojwre e Aoz AN
o] A718914 79| g Aol
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7Hd 5-1: A riAR e AEAol o &
H 2159 7FXA8A FQle] mold

740]1;}
M 52t o)A npEle] A&Ao] Gom &
S AZ)EA ALle] ol

Aol
3.3 2H|A} Fole| oihEDtet xde| =HMEN

71E AFEdM T 7199 AkEA A9E
& 2HRe] 7 9wk oA oheFet v

go] HAstE AL HAcH(Ellen et al., 2006:
Handelman & Arnold, 1999; Osterhus, 1997).
dE 9, 7199 AElY AdedE ZEIA
A o] FE=E w7 etEA] (Osterhus,
1997), 71999 Abs] A Ale-gol Fri2A1A o o
gk oH|Ake] ol AHARe 71 A A tig F
—rﬂH7HEJJr S % A5 HHandelman & Arnold,
Ellen et al., 2006)2 &%
A ‘3}71]‘5]91 @%“é A&7 welo] Fufel o]
JFs ?’C Al A AmlRre] FQlo] 7 &7}

e W

,_A
©
©
©
=
O Ll'
m%
.4.4
o[n
~

719 &¢] %OM Zo| AL4He oF2% (duty-
aligned) #89l 9JstA ERRIE H71 A 7199
ApE A AelgEe 2 o7z A HTHEllen

TH=E 0w

et al., 2006: Swanson, 1995). i‘ﬂz}%ol +9

QA RS 300 ABLY BEOR F
Zathd 2R A0l 9148 712 Aol 1 O]% =R A=
Holx] 7} 94 o 74 Gme] FHAN F=
2 Aol W Aldel A AgdEe] g ~

&2e °l°1”*° A& FFoleha 2HAEAA 2
A, 7)ol o olnlA s AF e Fohl

To ¥44 Jg-2 v 4 dtH(Becker-Olsen et

288

., 2006).

w 25} 714 3614 Bl vkl % A
WOl (AFA/A%4)0] ARl EY FA R
@ mA Releke A& AMgasint /M 4sth 7}

1od

A nHAE Y] F 7EA] Wl bt
A vHA” S AGA QA=A
Au gkt ek 7 1A E ARAEC] Fod
A A" ke Add wet b 2345 7Hd
T g Aolgta Ytk oy MMES THH
o7 HAFs] el wiE 2HEE I (Mediated
Moderation) & ARH&dte] w7 &3} A FHE
SAl Am B 1 3 (Muller, Judd, & Yzerbyt,
2005). QA nHARY F 7HA] METE aEjat
AelE R Iy FH o me| ofPA F
& FEAE AU EE B, o2k ofu| Y
o zkol7F AEAE AFe Bt g

ATEA: FAAA wA”S F 7] BE(HE
/A&23) 7 vl AL WA= 7t
dojms} FHo o] JeFSs vA =
oA Aol w2 zpo](2HEI}) 7}
EA 8=

V. o7t ditd
4.1 A MA o =i}
4.1.1 384

F D412 AR QAS Fol Lok AGURY
20139 11€ 1197E 11€ 128714 o]E3t 4
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=
bo 1302

=

=

% olgAe 4w ke 44.4%7 2002,
€]

wel o
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E1
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A Toket drpt o ]'5}~1H oFE s,
71E Aol AAE F- AHSFATH(Keller &
Aaker, 1992; Van den Brink et al., 2006).
AgA o] gt F3ke WAl Az #Ho] gt}
A ARl A4 s o ld ANEES Eldet
o, Al AR Fo] g7 wiie] AAsict el
2 A 7 ez HJEUtH(Cronbach's alpha
.87, M=3.37, SD=.87). A&AL 3< 7]@
TA9A rHAE S et e giERt s
o5 St 71E AT ST ‘&%%
& 7P GA ARSI T (ED & 2AIF, 2007:
Van den Brink et al., 2006). A&
AdFs Ao FYgitt, WAz
5ol A& 7)3to] A7) Holt}
& o2 Bltt's Al 714 S
39 tHCronbach’'s alpha=.92, M=3.29, SD
95). 2t F9& 5 A=E ARkt

“BN A
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A

[

—

=z
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“Al

FU

<

7

_T’__O]
o 71w

4.2.2 FAA wHAE A

TAA nHAE AL
(Ellen et al., 2006)°]
AgE 7ol =3 HER3
A AdL 719 /‘}-‘4
o] aHjatEo] ofEA <l
717] Wzl /\}ﬂ
| A8l A F 4
A", AbE FAS sl 2
THCronbach's alpha=.76, M=3.45, SD=.59).
AZ1EA A AAEL AT ]S 8l
e FiY 4 5719 299 252 A9, &
b FFEY VUE FFAII] S8 S 38
o2 FAHAH (Cronbach’s alpha=.71, M=

2437] 93l A
F7190e] Ak

l

[e]
e =

N
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3.19, SD=.66). Z} ¥32 5d FLEE A5l
=73k

4.2.3 BA o)z 714 o= 9 FH o=

Ho|aFdA Bl = FHo|z| 7 E(d. Ue
~of 7k & 9fgko] it} <} 12‘24915(04] = ~
< AFENA F4T o] dth= 2+t 4719
Tz A BAE 53 31 ALgst] &
A8t Bearden, Lichtenstein, & Teel, 1984;

= golx] 7}h
94(M=3.04, SD=.94),
(M=3.21, SD=.78)°]qlt}.

Jeong et al., 2013). SNSo|A] H#
Pz AlFee=
ozo] AP EE 93

#4

B4 4@ 24 424
Ao 7k EAFTHE=92.46,
Pkl MAE AEAE
of AAlE sFAEel Bla)
el AABET o A
% ‘jl’(Mhlgh fit — 3 76 VS, Mlow fit =
A&l tigh 24 ASME A F

=
= Fofm g Aozt EAPHE=102.77, p
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ol el

olzof ojxl= &8

28|& 7ol xdo| opvlE =HEe

HdE He wWEn =Arh(F(1,323)=19.13,
p €.001, Misceook=3.25 vs. Memai= 2.84, n’
=.06). FHAE FA] Fo|xka} o ezt
fref @ Atol7h EAACHF(1,323) =4.58, p (.05,
Miacebook=3.30 vs. Meman= 3.11, n*=.01). 2
BHOR wolafoNe] FoldA vHAE Fart

WA g viAE Fuuc sisiolw
Aolehs 7Ha1-13% 7 1-27}

A - Hdmst FHEN BF F
o zo] S HYY 7Y A3o] =L
o M4 e o E9keH(F(1,323) =

01 Mg hlgh =3.19 vs. Mgt 1om=
TR 9A Aol wE&
ol &3 74§ 7}01/],]_7} Eﬂ =JTHE(1,323) =
17.54, p €.001, Ms; nigh=3.39 vs. Mgt 10w =
3.03, n?=.05). wed 74 2-13 74 2-27)
AA =AY, v A& A 7Fd =g
FHARAA frofgh Ato]E Holz] grolx] 7HA
3-17} 7Md 3-2% 7179
A 23 7]z FHEAA AEH AT
A 7F AR qap 2480w

= Folafox] FodA AR S HI& A5 of F(1,323)
= 1 o H T )
3.70 3.70
3.50 3.50
// /

330 / 330
3.10 / 3.10

S — et —XE4()

290 - Heg(H) 290 HoHH(H)
270 2.70
250 250

ojo Ho|Ag ojHY oA
Ttz FHOE
(O 1) 7tdel=et FHozol thEt AHdn) AEtMol MEAkE 21}
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=5.11, p (.05, FHY=: F(1,323)= 3.89, p  FJAA vHAR S 7IAAFA Aoz Fegl
(.05). 7F4o =9 FH o ZoA BF go| a5 (Maurability high=3.51 vS. Maurability tow=23.38). ¥k
de A4 B4 BRE RIRE Ao vegrh. W ATIEAA AL §oI@ Aolg RolA 4T
(F(1,323)=.001, p» .1, n.s.). 284202 ¥
5.2.2 ZAA wHAR A gk &B)Ak 72 A WA A& o] oW ARAHEY 7HXA|
A FA%lo] Fobd Aolgte 7Hd 5-18 AR H A
3 A e ARG AL Kl A4 0, B R A54o] wor suAEe]
o]z BYTh(F(1,323)=13.96, p (.001, n*=  AI&HA Ae] Eold Relgke 7 5-2% 7]
04). AdAe] &2 A A Aol ¢ ZAEAY, ojud Ho| A5 A Afo] HA] 4uH]
Shol] Hg] FoAA wAES ZHAAFAR] AR A} ARl Fo FFS FA FUrh. v o R
HEATH (Mt nign=3.57 vs. Mm ow=3.33). R AT ARG M 7RG Al gk a3 A9
AgAel W 271294 AN FAF Aol 2 B A9 A5AE FIF Uegth(F(1,323) =5.19,
oA SITH(F(1,323)=.08, p >.1, n.s.). ek pl05).
A ol aARRES 719 a4l Asize) A
gol woW AHREY] ZRA|A|EA FAQlo] Fold 5.2.3 Wi7le 2d &7 (Mediated Moderation)
Aolgte 7Hd 4-1& AR =P, FAAA wiA
S8E 719 B A ARAe] o dHl JzAPE Wl dlas Fe 2dnse
A2 AIEHA Aol Eobd Aolghe 7 Asotedl FEAsY. pEse 24E S99
4-2= 71730t F7F FEUE e e A welde v,
A& 7HAA A AL o &S nH A8 SHPUTY FEUSL BA ey
THF(1,323)=4.01, p (.05, n*=.01). A& W T AT 2dd 23& stz 7|2
o] & HHY A5 A&l 2 e HE B2 AFEL wWoEe} AT} o]EHoR
(£ 1) 242N 20t
F-value
7Hlel = FHo= 7HAFAA A7 &4 A
A 19.13*** 4.59* .10 .56
2 3Hg 10.86** 17.54** 13.96"** .08
&4 2.79 2.43 4.01% .001
A=A A 5.11% 3.89* 5.19% 12
A=A &73 .58 .07 .08 .86
232 479 .02 .19 1.90 2.10
A A A &g .001 .92 .55 21
*p(.05, **p (.01, *p<.001
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Ful2g Ao AFE & AeA tad myl
) gH(Baron & Kenny, 1986: James & Brett,
1984; Wegner & Fabrigar, 2000). #i7/fd =
MEdtel 2AE vy E el oiek ook #4442
dlo] AAE o] F(Muller, Judd, & Yzerbyt, 2005),
Ao AFAYe Bt @Low A7k g

ol

Asdomn rdo ARHS gole Wder A
¥ . o] AFelld e A 71ed vhek 2o
7189 FdA A" ATellM A HFE &
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skl & T J
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4
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o>~
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14 fsm 7}2] ;q s]:x4 :HOJ, 7}%1
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A 4-25k 71 52014 71251907 Aol #A
g wde] XA et $4

o] $AL 99 47e] WeE 3

centering)3te] AF238ll . Ao gt Wise 4

(% 2) i =

e Ho|x| 7Y FF

olzof ojxl= &8

oo AlgE W2l 7|

28|} el 2ol oivlE =&

gttt (Muller,
418k g W]

W= e (-1, 1o’
Judd, & Yzerbyt, 2005). flé
=T AE (E-2)7 2t}
7ol ol digh vizljE A8 FAolAM, A
gol 7tz mAe gaFol FolstAl YEbse
o, Ho|a& Adelx FAAA A" wAAE
A v 2 dFHe] o A AHEE @+ 3
AFHAFA: b = 51, p<.001 / AFA=HE
= .18, p<.001). 7HXA A AL A4 o] 7}
e “W‘:— G FEA R wfet, Ad
Aol 7HAA1EA Alel| A=
P F ?—froﬂfﬂ ZAsh= Ao YetHb =
(1), Axkroz Aol 7k o= 1|
A& &3 HolAE 69, oW 330t} 24
Hpo] e AP T HolAg 49, ofvld 19
fom, F A= Fo|aE Afdo] 20, ofw
d afdo] (1501t
FHALY ArE Il Ee Ak B3 U
Bttt 4ol YT nA= G| f<3]
A Yepg o, so] 25 2
S AP 1 gl ﬂiiﬂr(x—i 4 b= .44,
p.001 / AFE=AqE: b = .16, p < .001). 7}

AAEFH AL AP o] FA=e] A= G

i

=874 (N=323)

o Aok B #EA2
e -2.29 1.71 .00 .90
N -2.37 1.63 .00 .83
FH= -2.21 1.79 .00 .80
7Hiel = -2.04 1.96 .00 90
7HAFH T -1.70 1.55 .00 .59
A7) &2 71 -2.19 1.81 .00 .65
A (-1 oY, 11 so]~H) -1.00 1.00 -.01 1.00
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(£ 3) piE === Z42 #et 27124

317141 3171412 3171413
(1el5) CHAAA A9) (hl=)
b t b t b t
A4 b1 10.02*** .34 9.60*** .34 6.13***
A 21 4.94*** -.01 -.32 21 5.36***
A ad .18 3.49** .06 1.65% 15 2.78™
AAGA 52 679
7R A 7 120 -.01 -12
59494 87145 817146
(349%) CHIARA A (3H91%)
b t b t b t
A9 A4 9.21%* .34 9.60*** .26 5.14**
A .09 2.36" -.01 -.32 .10 2.72%
A =Ad .16 3.43** .06 1.65% 14 2.83**
7HIA A .55 7.86**
7HA A 7 120 -.03 -.39
TpC1 Fp .05 " p (.01, p<(.001; b = HIEZS A
g ppAoz wARon, Add BF B 4 ol B, FUAA AN 199l SR
WYl FIAGA A9 TN S 2ARG 3 oY gl ARYE ANAFE AAL o)
(b= 06 p¢.1). AWHCE AFYo] FAAE 2 Y Est FA =] FFE VA= Ao 1}
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e 5o
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0x
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The Effect of Fit and Durability in Cause-related Marketing

on Consumer Intention:
Mediated Moderation Effect of Attribution and Channel

Kijun Kim* - Haeyeop Song** - Jaemin Jung™**

Abstract

Corporate social responsibility (CSR) is defined broadly as a commitment to improve societal
well-being through discretionary business practices and contributions of corporate resources
(Kotler & Lee, 2008). There are many kind of CSR activities such as corporate social marketing,
corporate philanthropy, community volunteering, and cause-related marketing. Among these
activities, cause-related marketing (CRM) has received particular corporate interest since it
might have positive effects on consumer behavior. The firm promises its consumers to donate
company resources to a worthy cause for each sold product or services, and consumers engage
in revenue-providing exchanges that satisfy organizational and individual objectives.

CRM is getting more attention due to increasing importance of social network service (SNS)
channel. SNS is an effective marketing tool because it corresponds with two objectives. First, it
can contribute the improvement of corporate image by giving a positive impression to consumers.
Second, consumers engage in CRM of their own accord, and, with this, they might become to
have brand relationship. For example, Facebook page is one example used to CRM. Thus, this study
examines factors affecting intention to be a fan or recommend the brand page to their friends.

The three factors are investigated. Perceived fit refers to congruence between firm's core
capacity and CRM activities. Perceived durability refers how long has the firm been committed

cause-related activities. Channel effect is also examined between SNS and email channel. We
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examines the effect of perceived fit, perceived durability, and SNS channel in cause-related
marketing on consumer intention.

Findings from an on-line survey with 323 samples show that intention to be a fan or recommend
the brand page is higher when the perceived fit between the company’s core business and the
cause in marketing is suitable. Different from previous studies, however, the durability of
cause-related marketing of the firm does not related to the behavioral intention of consumers.
Regarding the channel effect, consumers are more likely to become a fan or recommend the
brand page when they receives marketing message in Facebook. It supports the impression
management theory that people attempt to maintain their reputation through SNS. This study also
confirms the mediation effect of consumer attribution toward the company's cause. Furthermore,
this effect was moderated by the channel revealing Facebook increases the behavioral intention

to be a fan and recommend the brand page.

Key words: cause-related marketing, channel effect, consumer attribution, moderated

mediation, Facebook
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