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Abstract This study examined that how the corporate social responsibilities of a social enterprise affect their image
and product attitude. In particular, separating into a real self-image and social self-image, the moderate effects of the
accordance of self-image were tested. The results showed that each corporate social responsibility of a social
enterprise affects their image except for social image. In addition, an accordance of the real self-image moderates the
effect of the corporate activity image and social contribution activity image on the product attitude.

Key Words : Accordance of self-image, corporate image, corporate social responsibility. social enterprise
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Al vYeERstth 18y RMSEA7E 7191 00520 313, [Table 2] Discriminant Validity of Exogenous Variable
FholAlw SAIFY o &E w3 FoeF 0058 2 50 P A NG
& g0l Ust geEAEst 24Rge] Age AT Lo o o
o] 712459, WAE el QlolAE AR W) e o
AR AL AVE g et e M osp)
A7} 9l Aoz vehdh e AuEel A4 cHA 01 0t Lm0
(0.555) (0.632)
7 ElgAS st BE 218 ST E 54
ou}, Zgwe] Aztek EA} otk Beels of
Ceme e M [Table 3] Factor Analysis of Endogenous Variable
bz A7k,
ys H&o] Al_E QM A2 =2 average G
wet] ARGl ALgE ek AT 54 variables factor loading ~ CR. variance Lmnb;th ap
wge] NN S AEs] B A ZHws extracted ™
corpl 0.84
AT A AT AL mkEAlF= Ao o com
ol=A= AFA B S WEATE Alew Bl corp2 0830 18085 0733 0.891
Teu AREA 719e] AYdEEe] digk 89le] Hx o corp3 0.834 19.736
waldy Ay a Hyoly H o A= gol sociall 0.841
st At BrEA FEEAL, 2 AelA v social2 085 19242 0751 0900
=AY AE AR ko] A AAH A9, & social3 0.907 21474
A.HAAe]l AR Aol ALEA 7)o HelFgE o csrl 0.904
oone TS A A2 719 A3 csi2 0936 28278 0838 0938
2 g8t cst3 0906 25,965
attl 0.8%4
att2 0951 28216 0.856 0.964
[Table 1] Factor Analysis of Exogenous Variable att3 0929 26.7%2
average X GFI AGFI RMESA RMR
. . ; cronbach-
variables factor loading CR. variance aloha 211.964
extracted P p<0.000 0.907 0819 00985 0.0359
ecol 0.798 - (df=48)
eco2 0.649 12.319
eco3 0.753 14.822
ecod 0.800 16.065 0602 0915 [Table 4] Discriminant Validity of Endogenous Variable
ecod 0.847 17.333
ecob 0.7% 15908 CORP SOC CSR ATT AVE
eco? 0.779 15519 CORP 1 0733
legall 0.848 - ’
legal2 0.808 18403 o 0.720 1 _
legal3 0.8% 2133 S0C 0s1) 071
legald 0.882 21.461 - 0644 0932 1 ’
legalb 085 20275 ‘ CR - o415 0869 0838
legal6 0.829 19.238 0732 0965
8 o gl ol 1ot ATT 0685  06% 0616 1 0556
ot o : 0469 (0403)  (0.3719) :
moral2 0.886 21.680
moral3 0.877 21.230
moralb 0.799 18.068 P
morald 08% 19421 433 7+Ez8 Zut
moral6 0864 21138 (1) 2ale] Aste 714
charityl 0.868 - _ - - - -
charity3 0.826 19421 3} 7ol A== Yehl= GFI(Goodness Fitness
charity4 0.777 17.459 -
‘ = 09122 7]=% 0. Zol AAlE ATEY
2 GFI AGFI RMESA RMR Index) 091? IE8 095 ol A7 %1? °
N o Aol 43d Aoz Bk APEAZ ¢ ot
(df=226) 0903 0842 00991 00412 o golgtgo] p<on o7 AFael wile] Asiri=
p<0.000 — -
A7) 7|2 QAN X gk ®8e] ZA7]el vl s}
) ol Byl ARES PEshzv] Ao g

7085



FArsly|&eksl B A5 A125, 2014

HAE Feth dEAne] FE4 dEH Yo o5 BF A JEFE MAE AoE eIt A4
FAE FEA PP ¢ 22 YehllE RMSEAE 71% o2 Amrd 79e589 A48y, ALs a3 39
ol 0.06Kt 2 A4S vk sitia g B & 25 AE 2 A6z g)E Blxe] FAA 988 5
T9 RMSEA #2 tha =2 00590145 0.1 43E & RoZ Bk & £2 F49 AFANY A48 7t
T A RoBRR OAE A7 oE AoR ddHEry A L Au[a AT AlEel did B ¥ 54
A A% ot A oR Hola AR Aad, SR
(2 7¥d 1 34 Sof tigk =2 22 A8 EF G4 e P4 &
7hA1 7129 A TR A BEE o] gste]  AA 9EE SATHTable 5
BEATE FATOEN AR AASATE T
2 B2 Lisrel Z213S o] 33tk 4 A4 7] (4 7¥d 3 A4
Hel Aol 7|delw Ao wA|= FEs A 4 7Hd 3& ARSI HEiA TR 2y 2t
I AAA AQNEF, &E-HEY AASE, A AY B B4E &8k AAF Aotoln|R] G4l
G5 BT 9SS 9 oAl 2484 d%s m 7oA AFH R A= 3 2dste A
e Aoz yepdth 18 AEA 7ol dAds T 8ol ARAGT Uttt 7HAE o ALk
o] AL3|A Yo MA = G FHYA-HEA AL 2P| AFEe F QRIAtolo HEAFIF MR Tt
T AAH A eEato] ALS A 9 om| o] 4 A edvha 7 E ) AbE Ry AFPEE AR Ao
FEFE A= AoE YEITE A4 Ad&E2 AF 0 7R A Flojth Bt FAF o R AR FUsithal 7t
314 g9l gk N1gelm A fojg JES XA Aohe A Ao EAlslE A9l AR AHR
Eals Ao el Eo2 AA4 A, f8-HE AGvE dEoa 7Hshs ASE Ao e] A= 4
A AQL APAA AL BF ALE T P9 olnAle]  fo]BE A oko] Gl A Y AP P
SAAY AFE A E AR el BAA SR fF oluf 3E APLTt SAH SR Fog FEolH AA
ofatgitt whaba] 7 1ol i AARAAE AR A Zololn A= V|YGeln A7} AlFE e MAE dEF
A A = A} [Table 5. < 2ddta B 4 9
olef gt W& Fato] AAA pololn| x| o] 24 g 3}
(3) 7t4 2 AA £ A A3 AAA Aofoln]A] UXH-2 7|5
74 20 g HAAT 7199 oM A= AFEH = 9k AT AN TR 7L AFH E WA=
[Table 5] The Result of Path Analysis
Independent Dependent Unstandardized SE Standardized t-value Sig. %;Zl:tt/
Economic e 0.365 0.099 0.389 3.703 0.000s3x accept
. Corporate |
Ethics & Legal — Activity 0.193 0.108 0.231 1.784 0.038% accept
Charity - 0.322 0.091 0.399 3.529 0.000s3x accept
Economic d . 0.106 0.088 0.113 1.197 0.116 rejected
Ethics & Legal - Ii‘ifftly 0.171 0,099 0.204 1721 0043+ accept
Charity - 0.600 0.088 0.745 6.840 0.000s3x accept
Economic — Soci 0.193 0.087 0.206 2.210 0.014x accept
Ethics & Legal - | Doclety 0.190 0.098 0227 194 0026+ accept
Contribution
Charity — 0.536 0.085 0.664 6.336 0.000s3x accept
Corporate Activity e 0.498 0.064 0.498 9.204 0.000s3x accept
Social Activity - g&f&i 0.200 0.052 0.200 3850 0.000% accept
Society Contribution — 0.209 0.050 0.209 4.149 0.000%x accept
X GFI AGFI NFI CFI RMSEA
2937.04 .
(df=650, p < .000) 0.912 0.883 0.971 0.981 0.059
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of Real Self-image

Accordance of Real

Constrained Unconstrained

Independent Dependent Self-image Model Model % afg‘:i/
High Low X X '
Corporate N - . ; . 414
Activity 057 0.37 5037.32 5033.18 (p=0.042) accept
Social Product [ - 214 -
Activity Attitude 0.31 0.10 5037.32 5035.18 (0-0144) rejected
Society . _ 5.79 .
Contribution 029 0.13 5037.32 5031.53 (©-0016) accept
[Table 7] Comparison of Corporate Image Depending on Accordance of Social Self-image
Accordance of Social Self-image ~ Constrained  Unconstrained 5 accept/
Independent Dependent Model Model AX™ R
. 2 2 reject
High Low X X
Corporate - 1.310 .
Activity 057 0.44 4579.31 4578.00 (-0252) rejected
Social Product . - 1.010 .
Activity Attitude 0.31 0.16 4579.31 4578.30 (9=0315) rejected
Society = . 3150 .
Contribution 029 0.17 457931 4576.16 (-0076) rejected
[Table 8] Comparison on accordance of self-image
. o e ’ Std. Sig.
Attitude accordance of self-image Mean N Deviation t - tailed)
. accordance of real self-image 1.220 157 0.931 11.629 0.000
Attitude_Low
accordance of social self-image 0.805 157 0.847
accordance of real self-image 0.907 168 0627 11.446 0.000
Attitude_High
accordance of social self-image 0.593 168 0576
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