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CSR (Corporate Social Responsibiity) &, 7|2] Alsld el &=L oM X&7sd
IS 7tsol st 225826t 7 1 QUCEL 71™ef A
S8 MAEE2 7|Hel A SH0| ofn, 34| SH0IIM AlSlof SEok= 0ICt
2Esd 7I1gE st HRle] ARV Ot AfEle] Zi0|H, AelH0|n X! XH2I0IAl 7RI
I S0 & Ee4o| U
E35| CSRY| Jhgo| 712Xl E2 254 & A7k= HE(Carrol, 1979)9] SI+12, ZXIN-
SRE A XA MR 5 Ul ZEX| AMUZ 7|Y0] X|LH0F & AtslA Aozt L26tIc,
A= FHEC| 471X CSR FHE 012X EMZ 7ol & FHo|| CHollAl Ttah
HTX;RICE T2 ECE 0[2ARl BRM, 35 HelolM Z340(2k= s &6,
0710l 22H=0] AE O[DIX| Ay S| SAIQl Z2HE 0}0|HIEIE|[B. Brand Identity)2k= M
HollM 7182l 3F FRIA(PL. Public Identity)2ts RRI0E S0 E 4~ QURUCE £ T2 012
o EZ2N ZAEHE HHMo| 1 R4S M= AS(Communicabilty). S44(Convergence),
MIAA(Cosmos), E3k4(Culturality), AZIA(Citizenry), 5CE AI=IC]

7|10| ol & ol 33 SNEE JUSS 7HletK] =0t 7|1Yel SIS0 5
SHlge Jfgxez Mz2 A2 ofct 13, 0] ==20iM A8t 37X &7t 2xll= ChSat
ZCkh:

(GFEM 1) 7|9 38 GAlME Hiet ARz NE=II?

(G2A 2) 7199l 35 HHM2 AtslR Mletso| ot Faks 0IXl=71?

(GTEX 3) 71Y2] 88 MMt 2HE MRl= o 2AE 7IK(D Q=7 38 FRINC

XHof wiet ERHE A2l= O XI0IE Hol=7t ?

|=7F 22 Zaid(Public Branding)0|2H= A2 TH{CIo| 25t B2 of 2
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O] =29 Ci3u 22 2 AAEE 7|1 ot A B2 23 ANt CSRe| #AIE &
SeeEMN Z& FAld ool et 3—.*%51‘&' 7Hte HMABIICH= Zolct 38 ANt
CSREZ 1 JHE0]| U0 SAfet £20] U7 [0l At Mg Jez old=UX e AX2
ABERl oigfHoz 0| ASYCEM T3 70| UTER! V8 MAGIICHE TollAM
SiExoz Z oot Qlot & W2 CSR Ioiof| Falg DXl 38 HAlde dEolHA
2t 7|1ho| RHalEe] SSEA 0 HIFY T|tHel= CSRY RS THE o~ UXE SICE &,
AN U AAEXQ AnE Solo] 20l S NGl YA HIIS Hige= CSRE Tlllsh=
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7HRIctn g 4 Ut
PE T o : 0154 038 19 ZH|01 = CSR(corporate social responsibility, 7|49| AtB|E] 2HQ)) DI, EAI=ME HEIA
o o A 038 19 _ _ _
>é Ab Y 2015 039 23 2 A= MAIR| 2014 SRR AMRAAS!H vkl =28 H2[et Zlolct
»AIRKEREL © 20154 042 08Y AKX sykanna@naver.com)
158 =54 The Korean Journdl of Advertising



1 M2
1) 27 2%

oAl 2 B W A L ok 7]4le]
Hgske 714l ofal 719e] Lize] nee
olu] £74< Hol 49| wtznle} © A o)

=
o} 89 Ao AMdEE 2 Z-A(Jim Collins)
= B

ohE 7|95 e foR B A A,
719 28}, sfarel fuA el AEds =tk
el ol Aofe 711E Wel 14 7K
7149] Algj7) =23}, CSR(Corporate Social
Responsibility) =, 7|92] AE)A el &Eo
oA A&7sd V= 7FsSHAl she HHERS S
719 A ea2A Auidstal Jlok

7149] ARR]A] A}lof] et =0 W At 2
(Bowen, 1953)0] A& 7HF3}3t o] 5
Fo]o](McGuire, 1963), ‘W= (McFarland,
1982), 9Mti<=(Anderson, 1986) 5ol &3] £24
Moz AyE gt B3], csRe| Aol 7184
Q&5 Z5A @ Arl= 7HE(Carroll, 1979)9]
A7, AAA WAL A B 5
7] 22 719jo] Aeoke A1) Hglolet
Faaloich, of Y] 717 CSR A91e 711e] A1)
4 Whe =ofshs B o] Bt =7 9,

71%0) AfS] AelErEe v191e] AR S
BRERTREEREERERESCE
lolct. 1 ATeIAE olal 719je] 34 2w
off thafAl Helarzt gtet, WA, 7199 3%
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A F=vd, 7199 3Edou 55 A
AE NgA o= Q2 212 oYk, Z1e]al
55 AAA(PL Public Identity) 7HE <] Hol&
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BT olo|dlE E|(BI, Brand Identity)gl= 7}
HollA ZRgsl 2 AUS WRlth vl 7
Al 33443 55 FAde] 2ol tsiA =
sk, 7199 &5 EAI ARdoll disl AR
A 3he}, FolEeh & dFolads 7199 35 A
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o] A& MA@ 7Fsrde] L5d Tt
I Qlek 359 Aol A2 EE A o
= YfnlstH, A|AA|¢3KGlocalization) 2] Al
A apgollA F524 TG Aol Hetsta,
1 AR B o RN FEAES At
= AH 9] thrs sl k(d
Zl, 2007; ©]&¥, 2008).
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(2) 55782 7H'g

33739 APAAQl oul= e AR U] o]
St AelE 7R A& o}, o] HEE(public)
& uk o), TRE ARRlA oAl R
of, a2 sl ek %ol itk Fadell o
et =ole A 18] d] ET|2ofA BIStE o
[ee] Weto] w21 57 S4do] wets
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vlo] 7140l SAkAEe] BAE Fote] 35

2) XHId

(1) B2HE ofo[tiE|E]

7|GellA oteldlElEf(Identity) 7} SR3F o]
7|19 7ke] Aol A G Al 7| aLE]

2hA] BRE 2k 55k Aol 7R A
WA A= g3t ofo|dIE Bl E Sk Alo]
CHA8E 7917, 2012),

SHHEQ} T1E(Albert & Whetten, 1985)-2 H
= ofoldlElElS Mds7] 913k 205 AAIsIR
o} AR, 7199 EAS T2 FQ35F EA(central
character)2& A|HoF gt} AH|R|E00A| dfig B
HET} ot ZAS 7HR=A] FAAY] 58S
3l AAAIA & = Qlofof = Alofok. EAk=
k2 7|3 P ER= APEA(distinctiveness) S
AJHof Rith, mRA[Efo & A7to] AU FURS

HolZE 4~ 9= AL (temporary continuity)<
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(2) 35 M4

— ZIMZ MO LILEAHEHE YA

Aol Tt =Rl 2l 94 A4, 53

AZH #sto] wE Q1AL Ao FAlS
Sojgitt, Qizke] AAAL FjEH O ojare}
TEAS B GAE A, Ak 719, 8
o %, AL tjEslo] AL o2 ¢lo]
EA4ER ] Aok E3L dpet A=
| o]oj|= AAET of2fet ofe| £4E0]
3T o]Fo] ol HEe]
Ao Za] ARA]o]

o o ox fr o K
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A (homostasis) S 3

A=K Cote & Levine, 2000),
EABRES} BT} TR B

A3t A 5 ek Zue] 253 Bast 9l

O o714 BB AAA el BE A

Ho| H5oHA Argel= dl gulE E 35 99
(Public Sphere)= 3[jAg 4= §lom F-3 =}

o} qlek. TelH 3T BN 5] A, B
49 3 Wel EAHAEY SIS o

33 THlEo| AtEx S(CSRIt

} =2 oE

LIzl 0jXl= Feol et nE

of 282 gl thsl] WA okE= Zlo] F
= Zloft}, mAIERE A 4 84 5C=
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Z(Communicability), E%(Convergence),
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A7E obd ARSA 845 ARASh= ARS]A 7]
o HEEA Utk Aol FHEdloF gt
(Grunig & Hunt, 1984),
CPA A 33 8 ol
i, 71919] ASIE BRFeIA] B HAY
e
TAO) W S GU RS 128

of

3) 7I940] AR MQI(CSR)

(1) 710l ALEI% $QI(CSR)I 7ty

AFIE] el 719 B Tk S Tl
ol &2 7]k k7 9lek. 7199 MBI B
that LS 1920 TR ARG, 19417]
ol 719452 Gl A 71 A3}
2 Mo AR 7I%lo] e 4 ek B
A ol A]RkE 7]9]9] AJEkA el BAlEE 0| CSR

(a2l 2) FH=(Carral, 1991)Q] ml2lO|E 2

A 49A: XA A

of thet @24 mGoletal & 4> it

= A= CSR2 71%do] ARRloflA e
S SPHA] AW == AR, ARA A
AYeakaQl 55-9] Aol el A2 #]aL 3
AslaAl o= Fso = Aolstarr) gt ot
A 8l CSRS ARSI 2QJat) of et Bt 24
9] Aol &g(Brown & Dacin, 1997)°0]2} A}2]
of thet sfiote S4adlole= thil 584 e
skt s 71999] E9(Petkus & Woodruff,
1992) o= ZAA, WA o5 HolAl A AR
of| Tzt Mele oJu|FHMcGuire, 1963; ©]7 3],
20099114 #21-8)

(2) 7I¥4el AfEIY Mol &z9o] o
719¢] CSR &5 3> 7H§(Carroll 9] CSR
47 mjeh| = 2g1991)o)tt AHE 7|HE0]

7= AR Ade 24 BAA Zﬂ”":?(economic
responsibilities), $14] 2(legal responsibilities),
S22 29l (ethical responsibilities), A% 24
Q(philanthropic responsibilities)2] 45-5-2] 1]
ol o Lol Azte] 71le] A1 B9
s Flekes WS AR 8) D).

(philanthropic responsibilities)

A3 3
A 3GA: £212 2 (ethical responsibilities)

+8 3 71E

=~
T

Al 227 2 A< (legal responsibilities)

9,

A £

A 1A: ZAZ A3 (economic responsibilities)
o]¢] Sz}

XEX[: Carrol, A B(1991). The Pyramid of Corporate Social Responsibiity: Toward the Moral Management of
Organizational Stakeholders, Business horizons, 34(4), 3948,
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(4) B2 THPgat 7Idel AR Aol Bh=ato] |
IEREe] CSRYATHA| CSR 3 5710l 2l
AL A AR, ol o2, olshe
o) 3 olejz4 £ ole] 7 ol2Eo] AN
Ho] RHHET, 2009). 71 5 olsfAA} o2
(stakeholder theory)Z CSRY] Oliﬂ' 2 AA
Siol 7 FEHOR slof ol 22, CSRY §
G SaaelE e g sl

ItHHillman & Keim,

AF7HA] 71995} CSR 7k] 24 koA, <
T F2 AUl ATEATE ARy
71949] CsRe| 719 B AR} B4 Gt A
o] =35 71l tigh AnjAke] Q14 o}
A7) 6L FA% 0 2 YERGTHDrumwright,
1996; Menon & Kahn, 2003; $-2FZA4= 2007;
o]-&u|, 2008),

71999 B8 BAVSE FFA el thekst o]
SAREANA 352 F2Ql 352 o]l &
FTEUE SIS, AN T3 ouAE +
=317] 913t 7199 Ak 2o, o]2gt 7]
A9 FF BALE 7INte R FAtahs ARSlH
7F2|7} CSRat 2 552 wdd = ot o}
ZhA 2 Aol = 719] 35 FAI4dol CSR
F7e| vAs GRS ARzt g}

(5) 33 AT B Az
2 A JIE(Morgan & Hunt, 1994)+= Al=]
) Alst BHRiste] ALz WL FAE 2
g, A2} o el o 2 wgol
2k Aojghb BRlE Az A7) oAz

A sk o) QojA HaAEe| e olEahe

7129 33 FAldo| AMEX S(CSR)nt B=

N=Zojl Olxk= ol et 1

Aoz @Q@ 4> QJtH(Chaudhuri & Holbrook,
149} 7l+=(Doney & Cannon,
1997)2 E%E AFE ‘A3 71Yo] F85=
B30} 74jo] 7)2510] HAEA} Aol 22
° o19}g 7] S AT Aolehs 2gie]
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2 TP U=7R BB FRKe) X20f wiat
SRHE Alzl= OfH %01 2OI=7t ?
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&= *a‘%“ oz gstr] f1st
o] FH AT eaieich w3k AR A=
9] 38 dEZXAKsurvey) A4S A}ELO}od;}
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ol AAA 4R vEom g 220} 43|

71~o}u4 A *F%"

wtele] A4g5I5te, olelet W
52 7f<le] ufet Zolsk ZAfstel, A A
ARA SHERE HRollo] the] Fito] chat
L ol sl AERAL 7 2

3 A=A o]k

N
N
rc
(o]
io
B
Ll
Jod
dal
lo
(m]

x (o]
e

2

HHE AFe= 2582t £ 2(Chaudhuri
& Holbrook, 2001)9] ¢lFoflA ARG E &4
$BS Ej2 7 Raem A, 7
oz @ A 5 gt @ Weol et @
ox)7} ek, @ AR5 1A Aolcke] B
o2 ARSI,

0 7[Holi= 2ol ATt

0] 7|0z S&ol AUt

Al 0| 7|20z Zekdol Ut

0] 7Ioik= R7 1ol T

0] 7|olk= ©H¥eo] Ut

a7
0] 7|&olk= E2ol Ut a47d
(2013)

0] 7|20z 5ol U

[=IsYe)

0] 7Ioik= ZE&0] UCH

0] 7[2oll= SBY=8rdol UTE
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0| 7IHoli= SiXkdo] At

0] 7|20z TS0l AU

0] 7RIS Qs A=t Mzisict
0| 714 o1 7 1f0 2k AZIBICY G
Algiy 29
0] 712 CIUMS ZEZ5I0, AIGIX| SL=Chn AZIBic) (2014)
0] 7S WESIH kS BABIC MBI
0] 7[R FiEAo| ek 2o
24
0] 7S FElskY (2010)
TS 0] 7I2i0| HiZsk= HE= LS Dsic
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B 20
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(2014)
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7199 33 FHEo| AER ZS(CRI BRi= tl=lof 0Xl= Sglol Bt uF

5. 9131 7q} = Uelstth o] HA] Alsjateto A ARE-E= 7]
21 0.6 oVd= TWHA7 = pA=A F4aQ]
1) Zt Bi0I0] ZHQE LRIE Gl EIRtE HZ O] SAEE0] WA S 25 Qv &
ElTh(o]sh4], 2007). A ¥A 83912 A|&7ks
2 A AEA 12 F38AY L AFHdS dor gtk F 47 £Fow FAES
Yot = Aojglon, ATLEA 2= T3 HA om 690~.804 Ato]o] QRIAMYAE 7HI Ao
o] CSR} w3t BAE 7= e = et Afgk(Eigenvalue) 3,754 7]
Aol i}, wheba] SRRl T3 A1d 2] 41 Folelon] A Wk tisl 25,526%5 A5}
gL T QA 29} A9-EAl 3 = Ao& et & WA a2 B R
91t AP 1] g olm FAlof A+ wA 10l BESIALE & 7] wFem FHE el
ojst golgt & 4= Qjtt ZRAAA Q] AL 566~.758 Alo]Q] QOlAAXE 7R Aoz L}
of thel #A A QRN AlEE HF ERTh  afgk(Eigenvalue) 2.4460]|31 o
Sho12] QQlEA] 5o] AMgE Aol A ]| el 17,469%5 AEoh= A o= Ut
[Ql F2A 0 2= AA| $ARS o]-8sto] A EpyiTh Al WA @312 AR o= grgsigit,
HOJ &AS Foieh Soln 7heRt W a9kE T M wo® e [ 700~,820 A}
=% 4= = 9= 4 (principal component o]o] QRIMAAE 7l Aoz YTl R4k
analysis)2 AMESIGTE Q9¢lo] 3jAHI L @ (Eigenvalue)-2 1,901 7| 235}57.0m A HF
A7 HdE FAIs 819 27} £ of thsfl 13.577%F Aok A= UEiTh
A Wj7Hx] A7 ]= A 2E5] 3 (Varimax) B4 BRI QOB A} THAA|A Q] 1L A
= ARESEITHOI8HA] - A&, 2005), FE5 = L7, TAS, AR, SEAd o= v
2212 IFgk(Eigenvalue) 1.0 ol 7|2 W F 14708 SETFeR FAE U= &
B FE5 Ageiglon, AR 0.5 o9 QUek 4= ATt FAA Q1A o] ArANE
2315 9= 2QlRtAE ayskelt) =3t Al Higo = o014 QoI EAE AAlste] HSES
2= HSS flol WA dBS S8 AR Lo} HE S AFsto] A A o] gt
A EHS Yk (Cronbach’s o) A5 2RI6H e ohA] g ¥ Z3gskelTt,
o}, AlEEgt FUgt ES WA o8 S5} ZRIA QRS Jsh] felii= SR
S wf Aok dakE ks Hol=rte gl O] = At Aol tigt FFo] AdYE o]
Maozyu & Atollis 22 82l & 2 of g}, & Atollxfi= A A3t x40t S
O] ZAFEE 1] WA LB S A5tk 28 AP A4E A5sto] 24 2y ARt 71+
HiE e AR|=E HFokes Ao 7HE & A] olifo] H=7tE @Eﬂ‘ﬂ‘:‘r
2] 2o} AekETh Gt 5= 358744 AL gelA] Q. oliA
7} QRIE9] ARHS Uul= 767~ 846 Ato] Aol RFAE 2|4} 7157\1015} A GFI

26735(2015 424152) 167



O} AGFI= 27} 972, (9559] A& Kol 7]

.9805 HoH W 7121 0.9 ol 425t

Z2|2 wEslgich, RMRY}F RMSEA @A) 017, L Zlo® Uiyt BE BYARE 247} 7]
0479) 5222 Holw] o) APE A4vt T 2 2WSk QAT wlEhA T2 A
HAZ B0l B 4 ol FEARE A gelH QR nye Heiths 228 UY
Al NFI 969, RFI 957, IFI 980, TLI 973, CFI 4= Qi
(B 4 SSSRIN RI20| A QI Znt
- 22I(Component)
1 2 3 4
0| 7|oli= AAkMo] QUC 804
bNES 0| 7|oli= 2kkMo] Uk 720
58 | o] 7Igblie Xs7isAo| Qi 690
0| 7|olli= X240 AT 746
0| 7Ioll= 7o) Quct 566
— 0| 7|oli= &@&iMo] uck 641
0| 7|oli= SZH0] QUc 758
0| 7|oli= ==Mo] Uck 677
0| 712 Qlzig &F5Ictn MZI5ict 700
ARKY | 0] 712 CINNS EE610, XHGHK| Sh=Ctn MZIsict 733
0| 7102 BWSoiH QlHs =abictn Azisict 820
0| 7|2 B2lofl els 7I2elct: 750
32l |0l 72 B9 S0l XfEo=z Fodskn Rt 714
0| 7|42 Sk} A= ZHRIO Lt M= SS AlRsH! QUCkn AZiSIct 739
Eigenvalue 3754 2.446 1.901 1.590
AIHHZ%) 25526 17.469 13577 11.359
A %) 25526 42995 56572 67.931
Cronbach’s « 803 767 846 828
(& 5) CSR 82| Eoix| @QIfAlo| Iy Xaie Xl
B} S0 |x|
T & RSN TIER| Q&T—E;ﬁ:?éﬂr
GH 09 oAt 972
Al MBI AGH 09 oAt 9565
(absolute fit incices) RVR 005 Ofst 017
RVISEA 008 o[t 047
NF 09 oy 969
U RA 09 oAt 957
(‘\nczr_fmen;‘\jﬁl inZirer‘,) i 09 oK 980
T 09 oAt 973
CH 09 oAt 980
168 Zuslei7 The Korean Journal of Advertising



G 6)> 3394 A ZlF aQliA
Atolct, WA A&7/ el
2 pREglon EEAAA|= 696~ T57ALO]
o] 7S Bt} C.R.-2 19.449~21 533 Alo] 9]
S Koo 718”1 2,0 oS F3] WHEst
Ach AVEE 51601900 FAAIEEE 965
2 BT 7|EAE ABlele S UERlth &
AR BAY 891 37HA EReE FHE
om FEHYA= 722~ 761401 9] FHe B

© 37} Bapo

th. C.R.& 18.296~20.363 Ato]9] gh& Holm
7IEA9 2.0 oVds S0l TSIl AVES

55801910 THAREL 9662 715 3Hich
A) WAz AR 201 oA 871K apo 74
5404_@4 TGP 785~.829410]] TS
B4t C.R.2 24.407~26,397 Alo]9] 7k R
olu] 71EA2l 2.0 ol FH| wEalgch

7129 33 FAldo| AMEX S(CSR)nt B=

ol

L=l OjXl= Feol 2

0
il
kJ

oz FAE o EEAAA| = 752~ 8124}
0]9] Zk& H Yt} C.R.& 22.883~25,450 Alo]
o] dt= Kotk BahiAEE2 6160= Bl

A w2 "il% E%Zm éﬂE—‘;— 968

95% A= FIHP £ 25 E)o Al A 245004
Z|aL 670 AFo]9] Fhe Kol 7]EX|Ql 1,005}
£ =SS

(& &l ZF #4487 AVE gt A
Aol AA= e ek 4714 4 8.917k9) A

AVE+= 6500|9101 HJAIE| == 9682] 424 A ghe] Al BF ol s dsET W
2 Ul g2 gl @ole s B 2 gk mojo] o] ) ojA] 2ekETte) vy
(H 6) 33Tl AIpe| Sl Q0IEAM At
- = - Composite
£5=st = =| ! T
=3 HZ XMYR| CR AVE Relabilty
0] 7|oli= Aol Tk, 0757 21533
T7Ks4 | 0] 7Iolf= EHkMo| RUCH 0696 19,449 0516 0.965
0| 7|oif= XH=40| RAct 0.701 19612
0] 7|0ll= S&&ol et 0758 18178
2 | ol 7Igolle ZEkeol Uk 0722 20,363 0558 0.966
0| 7|20if= ==M0| RAct 0.761 18296
0| 7|2 QlAS Z=FSICH Hzisict 0829 26,397
AR | 0] 7de Ciee &50IH, Rtk =t HZisict, 0785 24,407 0650 0968
0] 712 BSoIH QIS EAGICHD MZIsiCt 0804 25273
0] 7|2 S2lofl S 7i2elct 0752 22883
0] 7|02 Zol = KMoz Elodsir QT 812 25,
Zap | 7102 B F+oll X fofstn QlCk _ 08 5.450 0616 0965
0] 7@%:%%‘1% 2RAE AueloLt M= S8 ARSI U 0789 24453
CH A4ZI5ICt,
x*=127.109, p=.000, a=48
263520154 424152) 169



(®E 7) BERE Rigle] 7Aeoto] datH

AEAND) SORSE) 95% Al=|7Zt
AR HZERRKSE.
D—2SE. PH2SE.
T lsd — AlkY 317 036 245 339
Y — 3214 398 034 330 466
ARl — 32k 630 020 590 670
32k — 2N 507 030 447 567
s — 2 537 031 A75 599
PR — EAR 486 031 424 548
(H 8) S5l RIRo| z+ MRQ! AVE 2t k| X
A0l AVE A AR N EHEIEY o
Xe7lsA: 516
Ey VS o A
75 — AR AR 650 317 100 0
BTSN 516
AT =AM — 0N
s — 321 Zapd: 616 398 158 0
ARIA: 650
AR — Z214 . 397 0
| & Zal: 616 630
22| 616
32 — iy S 507 257 0
Xs7lsA: 516
s — 2y 537 288 0
Flse i Al 558
Alzly: 650
ARKY — 2N 486 236 0
S e o 558
o]

7 Aoz TAEgon, A U e
7 gl 127)9) 24 6R0 Uehgrh 37
2, A7EA 29] F4ueloR A4 CSR B
5O WA el sl T aQEae
Astgict.

5 WA CSRE) CSRE] 214 B7K= % 37
A gapo FAEIglom 643~ 733 Alo]o] &

et

>

170 =054 The Korean Journdl of Advertising

2 1187 Eigenvalue)-2 2,486
= 7155kl om A ke thsf 16.576%= 2
Ao vepich
2121 CSRE| AHHA B7h= F 4714

oz FAEeH 639~.702 Atolo] 29l
A2 & BTk 115Gk (Eigenvalue)-2 1,7910]
Qlow A HaFof ol 11,939%S AHsh= A
oz ehgrh

speto 2 osre) AA BIKe & 47
oz THEOR 513~ 122 Alole] 291
AAE Bt 197 Eigenvalue)= 1,056
715t en A Wkl tisf) 7.041%5
St Ao= Uit



&

a
=2 5 ZE

E

= AFolA 71 ARl AT F
Aol T E L= 7E A 7oA SR
oh AT CSRIFO] WAIE HhE At
AF7HA] i}, & A9 7127} 5 BllY
(Public Branding)¢|gl= =& sfjz{thof
7%t 9k o] 2 7ol HE o] Basith
< o 2REekei, ofof & A= 7199 3

A Y R SHEYS e 7|4

o‘ﬂ:oe

o

::‘

rir

rd

o ofl o

& Aol ARl A9
TEske 2ol 1 F2o] A ol T F=
131 Q= 7199 ARTE 2qdef gt k=
27190l 7HAAL Qe 5 AVl 8%
olgh= YA o]l A= Aadl
= sHlh. ofof & At Al 7HA]
ATEAIE Akl o5 Ff%‘o}ﬂ fI3te] &€
o] =

5ol vAle 9=

>

Lyl

=
el
=
3
2

7199 38 Al 919 vl X2 4
Aol o1 714 izt qlek. R WA 3
AANE SAY 4 9 HErh ApuEgichs
Aol et glek, A7 BF ARl e
ol A7 HET BN FE FAAe]

TH garelol dhat el ATE AT 4
3

o, o TR AT it ol2d
W3S AR Flolet ek, 7]9lo) AlRasol
AAEC] T AANS Bk A w3

7199 33 FHEo| AER ZS(CRI BRi= tl=lof 0Xl= Sglol Bt uF

N
1o
o
o
ox.
o
)
_1 {
ot
¥
32
o
fr
pa
2
32
2
2

>
)
ro,
1o
(o]
P
>,
ui'
N
N,
o
‘d
et
>
30,
o

o

TR S oo
: s
rir T—l‘ﬁ
UG
flo 1
N N
e, EIF
o o,

o
N
e r
1
oF!
of!
ox
i—l’t
ox
=2

e 32
il
©
=
o
2
N
01-'
F
o
R
£
=
o
o
2
=
)

RS
s
2
o
%
rr
1o
1>
o,
(i
i
::l
Lo

|
o
Fo
ro.
M
L
::l
A

>.
N
.

O
i
B

D o
8
i)
o

;
N
Q
rlo
o
r_>|:
o
i
t
-Q
1o
10
O

I

HL
w
<
o
o
_:3
o
4
rt
Nl
rio
2o
2.
< of
1B
o
i)
et

e
= (E
2
4
2

T84 2-19] 3} CSRO) HA
FRAANY A7k, BAA, Au

2] 2felo] A+ L T

o= Uehgth B3] 447KsAe] 1y 2 9%

71 A0 e, G4t 2

3 71910] el oferg 25 Alo] AL

)

i)
oS
o
O:

o,

;H

(o]
o

H
ﬂ?‘J

1 T

o= HAH HRG ks Aoz Brkeit

o o &%

i

Q
[05]
=
1o
P
i)
)
L
)
Lo
ol
=L
)
i
o
2
rir

2
>,
ot

g
T AR ATEA 2-29] At CSRO| HE
A, T

A Aol AN, TN, A, A4t
Kol B(+)9] FFS vlAE Ao bt
=35, Aol 71 2 GFRL L Aom
Lepton], ol 7]elo] QAE 2554 AL

2623320154 42152) 171



7190l A= CSRO| HEA] Yol et 7Tt
ZFeikar 8 4= glow, Al .
CSRO| HEA] AU vk A
Agad 5 shtd Zlojch
Al HAZ CSRO] S|4 Aolofl= ARl &
2], Ao H(H)el JegHL njx|= Aoz
Hrebeteh A47Hsg2 fejvl
2] Bl 7oz YeRdth o] 3A
o] CSRe| &4 Ao olo] &% AYof=
7P 7Rt S nRitks FHollAl AN
B7HE e Aol st
A, A&7HsAo]

fio

Q
R
=

7H1 71%00] %

3T
¢]

[e)
L [ e S A
ohe 9 hIg 4 ek

—

=t} 3= CSR

Lo

o
pus

L)
L
rfo o
oﬂ\n]. it
N
=
Ir
2,
ol
s
=)

N,
Xu)
rr
=

F rlo
4
e
ol

WL

o 1
pau)

rel J:‘l
Mo
o

13
N
=
e
)
o T
fu
o R
Nk
2 5
%0
o

e
)

-?-«

N T
_|>;

foh

o
B
0{"
;1;
W

5}3 740]1:} u]—;qu o7

Q

SR2] X}
B AR, Feld, BAN, A7kl BE
B()0] FFE 7= Ao Yepdrt, o] %
A&7 ejAlo] 7 71st o3k miR
- A&7RsA o] kAT L]r AL 712 71
o] £eix ofzpoleb Falge 7ol Folo]
i) B2 A AR o2 Flste
Feoteiol tigt EAloltt olof viFo] &
olgt A= 7Yool 2AH A st
ZEea glom, ApR e 2 ol skl s
< o CSRO| ApAl#] Aofol| Hih 7Pt okl
okl g7h e = Qo
oje} Z2 A+-ET=

2o
Cu~ )

‘h:

_g

0

mlo

o,

W 7p) A 7

172 2037 The Korean Journal of Advertising

o} A HAE 23 AAAT CSRe) IAIE A

01)1

o2 3 A Aol Hig g2}l 7]
WS ARt Aol 5% A9 CSR
< Lol Qlof ARt ol lSi7of A
TAE 22 Zoleh A=A A4 A+
o 5=

0 53 0|8 AFFO RN 35 WA
1

Aol 719k AAIBHeTHs Holq sHEdow
2 olopt ol T AR CSR b 42
ujAs BE ARG AESA 2 71900] %
AE0] FBARA ] HlZo] 7|ehel CSR] £
S BUY 4 YL Sk 5, N WA A7
£A)9] A Sojo] BIst BERA A
H71% vheho R CSRS HASHE o] Ylof A



1 ] (2007). _T'_T'_;goL_,] x]J:] E—/oL_,,,L &/ ) 74 11—
122.
1434 (2009). 719 AkEA Fgle] o] 22 WAL
st At )9 FeREIR] 1601), 1-25.
A8, (2012). GSR 5.0: 7)Y Af815] 2o/ S5
=
AL (2012), FHare] F7EEHE A4 (NBI)
3} =7 EEA AL T of TRt AT,
Za dEo| BBl 256), 259-288,
74, A4, B E, olak (2012). =7t FAIEY
Bz QA 23} gk BE At FEeF
o772 1692), 127-163,
74, 4. (2010). 35799 Bl 2pAF A Ak
S QS S AT Frele 214), TT-94.
5l (2005), K}ﬂ’ﬂ"%’%o# 7] F ] FAo)
oF G 5 ) 9 10 T 7)Y § o= A
NS oS WAL =R
. (2007), s5Ago|ld T

o

oy
o

e 257 &,
74, 82-98,
e, Auel, §43] o]ETF. (2005). 7199 AHElA

Aol digt A= A s g A 2002), 67—
87,

2Add, 7. (2014), BIE I 58 $st A
Tt R At FISES I, 1602),
46-86,

=, (2010). F=t9 7109 AkElE

YAF 24 Sjg Hw AL AF : 26z

2. gAY, 142), 27-52,

ui&u|. (2008). 7/ ¢/ AFEHIZHE(CSR)0] 7] ¢io]n]
;(/‘Q,L D#/Ho// u/,—(/L 0:75‘1—' ZOH:Hol-—r 1:Hol- 2] b_!}
AFeRQ) =t

APZAR AL, (2007), #)24317]9]9] 2 7.CSR, CEO
Information, A|620%.,

AT, A4 (2008a). 7199 AHe]Z] HA(CSR)
Fo| 7| AHH, Al3ld AF7 2 Fojele] ]
Ae 9 digtye] AZAT Bz
194), 149-163,

A8, 917, (2012), HAHEOEAE SEAL

71el BE FHIE0| AEA 2S(CoRt B-E AR(0)| DjX[= Skl 2ot

o

SN, (2000). 7919 A2 HgJEHEO] FAppY &
Hu R ZABL)) v el B 7
SrgRohelaL thakl AAeLe) et

AVIEE. (2008), 71909) AF81A BABEe] Aol Hat
A7 farelo) Sl FaA Fa2A A
el 209 BE AN FAOR Fargjols
_74(5), 205221,

7] A, $Ade 9. (@011, *REFEY 40

r 5
o
=
Hor
)
o
o
S
3
CI)
MUy
e
Fo
\‘N
X
&
X
Sk
N
b
~~

VYE, YAE (Q008), FAEYFYEFELG AMOS

BE, olsaf, olE. (2006). PE/LE 7)Y 13
oy Y H gl Bk ZAF Hirk T
T3 EY AR Y78 ATl

optelr] oAl A, AR o, (o1). 33 oo/t

97} oAk
&2 A/33). (2003). 7199 ARl EEE 7198
7k 71olm] Aot BRE e o] mixl= 4
o Bt A FLFA 61IAR), 47-72,
2, A (2007). 7199 ARElE HYEs 14
FFE A= aASl W A FurH2
ofZ5, 163-186,

0|43k, (2014). F-@7}R] 7JH B4 By mHo) Hel
o774 Fo et ot MRl

olFF. (2011). FFH FFH} Hol ozl
A 3%, 9Pl 25 389-421.

o]y oflo]A, LAY . (2006). AFFHEE 7]91
2H-7]92] A} Y H FGHE LA
ARZAL

ol&m|. (2008). 7/, sujA2f AFBJSEEES] HFHY

of H]A} B pjAfE FEre] el 7R 4
B} A 2pT) YA R ek FloE,
ojstoiztrietiL it WAkl

A, ol o84, R (2011), F=e] F7PYA)

A ARl i B AR A 4
& S719] BARA 2 9 A2E Az whe
Hg7NE FHUOR, degrsEe, 154),
433467,

Mo

o

H

qul

-

o

263320154 424152) 173



o[8HA]. (2007), HFAFEAHA 22D, AIEAL.
2B} (2009). Lot HAlolzE BAAF

(e}
527, (2003), 71%1—4 ALE) A Q)] A|=gte] T3t o
T TSR 173), 274-303,
Aaker, D, A, (1996). Measuring brand equity across

products and markets, California Management
Review, 353), 103,

Alessandri, S, W. (2001), Modeling corporate identity: a
concept explication and theoretical explanation,
Corporate Communications. An International
Journal, 64), 173—182,

Anderson, B, (2006), Imagined communities. Reflections
on the origin and spread of nationalism, Verso
Books,

Anderson, J, C., & Narus, J. A, (1990). A model of
distributor firm and manufacturer firm working
partnerships, 7he Journal of Marketing, 42—58,

Arendt, H, (2013), The human condition, University
of Chicago Press, ©|%% ¢1(2002). ¢Izke] =
2, B2,

Baron, D, (2003), Business and its environment,
Upper Saddle River, Prentice Hall,

Bowen, H R., & Johnson, F. E.  (1953). Social
responsibility of the businessman, Harper,

Brown, T. J., & Dacin, P, A, (1997). The company and
the product: corporate associations and
consumer product responses, 7he Journal of

Marketing, 61(1), 68—84,
Carroll, A, B, (1979). A Three—Dimensional Conceptual

Model of Corporate Performance, Academy of
Management Review, 4(4) 497-505,

Chaudhuri, A,, & Holbrook, M, B, (2001). The chain
of effects from brand trust and brand affect
to brand performance: the role of brand
loyalty, Journal of Marketing, 652), 81-93,

Collins, J, (2001), Good to Great, Why Some Companies
Make the Leap and Others Don't, Harpers
Business, New York NY, o]%4 <1(2011), '&&
/148 o] Sioket 7191 Ak

Coté, J. E., & Levine, C. G. (2000), Attitude versus

174 2051947 The Korean Journal of Advertising

Aptitude Is Intelligence or Motivation More
Important for Positive Higher—Educational
Outcomes? Journal of Adolescent Research,
15(1), 58-80,

Donaldson, T., & Preston, L, E, (1995), The stakeholder
theory of the corporation: Concepts, evidence,
and implications, Academy of Management
Review, 2((1), 65-91,

Ellen, P, S,, Webb, D, J., & Mohr, L, A, (2006),
Building corporate associations: consumer
attributions for corporate socially responsible
programs, Journal of the Academy of
Marketing Science, 34(2), 147-157.

Grunig, J, E,, & Hunt, T. (1984). Managing public
relations, New York: Holt, Rinehart and
Winston,

Kotler, P,, & Gertner, D, (2002). Country as brand,
product, and beyond: A place marketing and
brand management perspective, 7The Journal of
Brand Management, 94), 249-261,

Maignan, I, & Ferrell, O, C. (2001), Corporate
citizenship as a marketing instrument—
Concepts, evidence and research directions,
European Journal of Marketing, 353/4),
457-484,

Michael E, Porter, & Mark R. Kramer, (2006).
Strategy & Society. The Link Between
Competitive Advantage and Corporate Social
Responsibility, Harvard Business FReview,
84(12), 89

Mohr, L, A,, Webb, D, J., & Harris, K, E, (2001), Do
consumers expect companies to be socially
responsible? The impact of corporate social
responsibility on buying behavior, Journal of
Consumer Affairs, 351), 45-72.

Morgan, R, M, & Hunt, S, D, (1994). The
commitment—trust theory of relationship
marketing, The Journal of Marketing, 20—38,



The Korean Journal of Advertising, Vol.26. No.3(2015). http: //dx doi.org/10.14377 /KJA2015.4.15.157

pp.167~176 | ISSN 1225-0554

08

© 2015 KAS

CSR(Corporate Social Responsibility) :
Its public identity beyond

eKang So young*
CEO, HPN 18b

CO rpOrate Social Responsibility (CSR) is essential today for the sustainable

management. It is consolidating its position as an essential
component of company operation. Companies’ CSR activity is an act of participating in
the society from the public character aspect instead of focusing merely on companies’
commercial aspect. Today, companies are not owned by individuals. Instead, they belong
to the respective societies. Thus, there is a need to maintain and to grow it both from
the social and public service aspects.

In particular, research conducted by Carroll (1979) was the turning point for the
concept of CSR because it set up the basic frame for CSR. Carroll classified four kinds of
responsibilities — sense of responsibility from the economic, legal, ethical and charity level
— as the social responsibilities that companies must assume.

This study seeks to approach the issue from the companies’ public nature aspect based
on Carroll's four CSR aspects as the theoretical base. From the other theoretical aspect,
the concept of public character was adopted in case of the public philosophy. Here, it is
possible to create combined term, companies’ Public Identity (PI) from the concept of
Brand Identity (BI), which is a composite concept such as brand symbol, image and
association. Moreover, city brand identity's components were used as other theoretical
frame and it is comprised of Communicability, Convergence, Cosmos, Culturality, Citizenry
and 5C.

If companies neglect their public service objectives in addition to profit creation,
companies’ public character or Public Identity (PI) is not new on a conceptual level.
Likewise, the three research questions that this paper utilized are as follows:

<Research question 1> How is the companies’ Public Identity (PI) composed, and with

which level?

<Research question 2> How does companies’ Public Identity (PI) affect CSR activities?

<Research question 3> What is the relationship between companies’ Public Identity (PI)

and brand trust like? What is the difference when it comes to
brand trust depending on Public Identity (PI) aspect?

Since this study is based on the new paradigm called Public Branding, it focused on
the fact that there is a need for these hypotheses to undergo minimum verification
process at the very least. To this, this study developed companies’ Public Identity (PI)
types and measurement questions in order to determine the effect of companies’ Public
Identity (PI) on the CSR.




Until now, research papers that addressed companies’ social responsibility focused
mostly on how it increases consumer trust and preference in the end. Meanwhile, this
paper is focused more on identifying root causes than focusing on the result. This paper
seeks to identify the fundamental and new precedence factors that claim that the
evaluation of the companies’ social responsibility that is gaining attention these days will
be significantly affected by the Public Identity (PI) that those companies have. To this,
this study set up the above mentioned three research questions, and carried out
empirical studies through series of research processes to verify this, and verified the
hypotheses.

This paper holds the following major implications. First, it presented the academic
foundation for the studies on Public Identity (P) by verifying the relationship between
Public Identity (PI) and CSR. Since Public Identity (PI) and CSR share some common
similarities, concept-wise, it was assumed that their relationship would be correlative. This
paper is meaningful on an academic level since it presents the base for the studies that
will be carried out in the near future through empirical research method. Secondly, this
enabled each company to judge the type of CSR that is expected in lieu of their public
character by verifying the Public Identity (P) that affects CSR evaluation. In other words,
it is possible to secure direction when it comes to carrying out CSR based on the
quantitative evaluation of the public identity, verified with result of the first research
question. This research result is considerably meaningful since numerous companies could
not yet set the direction for implementation even when they are interested in CSR.

This paper is significant on an academic level since it analyzed diverse variables by
linking companies’ CSR and Public Identity (PI) from the research method aspect.
Moreover, this study is meaningful from the working level aspect as well since
companies’ working level employees can verify their Public Identity (PI) and plan the

direction for the policies and public institutions.

Keywords : CSR (Corporate social responsibility), Public Identity, City brand identity
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