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Abstract This study attempted to examine the effect of the perceived value (functional, social, and
economic value) of corporate social responsibility (CSR) activities on consumer purchasing behavior
(purchase intention, word-of-mouth intention) through a sense of social connectedness. In addition, the
study sought to examine the effect of a future-oriented view of time on the sense of social
connectedness. A total of 297 general consumers nationwide who were aware of CSR activities of a
company and had experience using the company's products were the subjects of this study. As a result
of verifying the research hypothesis using the partial least squares structural equation model (PLS-SEM),
it was observed that first, functional, social, and economic values have a positive effect on the sense
of social connectedness. Second, the consumer's future-oriented view of time has a positive effect on
their sense of social connectedness. Third, a social connection has a positive effect on purchase and
word-of-mouth intentions. Through this study, it is evident that corporate chief executive officers
(CEOs) and stakeholders should use CSR activities as a tool to communicate with consumers and
establish marketing strategies that can lead to purchasing behavior by increasing intimacy with their

companies.
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Table 1. Measurement

item of variables

Researcher Variable measurement Item
- The corporate services and
;wéeﬁy'sg)‘utca” products are excellent.
'(20'01) T Functional | The corporate services and
Sun-hee I,(an Value products are reasonably priced.
ot al 8 - The corporate services and
. products are excellent for the
(2016)[10,31] price.
- If you use the corporate services
Sweeney, J. C and products, you will impress
& G. N. Soutar. others. .
2001) Social |- If T use the corporate services and
Sun-hee I%an Valile products, my impression will
ot al 8 improve.
2016)110,31] - If you use the corporate services
’ and products, you will be socially
recognized.
. - The corporate has continuous
EL;? ;—I:ne _IE;I:” production and sales activities.
Lee (2%17> Economic |- The corporate takes significant
Dafﬁle a J, Value economic risks.
(2013)[},1’32'] - The enterprise is responsible for
’ the realization of economic value.
- I complete my duties on time for
Zimbardo., & | Future those in authority and for my
Boyd (1999), | Oriented | friends.
Jin-guk Tak et| Time |- I set goals and think of specific
al. (2020)[4,33] |Perspective| ways to achieve something.

- [ make a list of things to do.

- | feel close to corporate that carry
out socially responsible activities.

- 1 feel that a corporate that
performs socially responsible

Sun-soo Choi Social activities is included in society.
et al. (201D)(18] Connected |- I feel that corporate that carry out
’ ness socially responsible activities

participate in society.

- 1 feel a friendly bond with
corporate that carry out socially
responsible activities.

- I will purchase products from
corporate that fulfill social

Ji-soo Kim., & . responsibility activities.
Hyeong-rok iizi?sz - 1 will choose products from
Lim. (2019)[34] corporate that fulfill social
responsibility activities before
other brands.
- I will recommend services and
Kang., & products of corporate that fulfill
Hustvedt Word of social responsibility activities to
(2014), Mouth the people around them.
Sun-hee Kang Intention |- I will tell people around me to use
et al. ! the services and products of
(2016)[27,31] corporate that fulfill social
responsibility activities.
A ol =
3.3 Aizf ¥ 2MUH
£ A7s A FE2A 22 l Oﬂ 1104 st £33

, CSR%L%% AZ¥stal 71 7199 AlE 9 AH|IAE o]
01‘— XJ]—;L,] /\H]Z}—— q]x}_g /\—1_\?_,& /\1/\]{5].
AEZAR= 20204 109 9€~2020 10€¥ 26Y
7HA] Z=19] At AvjRofA L2 HEAE B9 A
7144 22l AiS HAlst], BG4, =t HolEE
AJgt 29785 EAHolE R ARSIt XS HlolE
= Smart PLS 3.0& °l&3to] A7EY 3 A77HdS
A5

3.4 BEE X529 EM
2 ool AlgE 2077) EEO] R Aue
Table 29} Ztt.

Table 2. Demographics of Respondents

Category Ttem N((%)
Gender Male 164(55.2)
Female 133(44.8)

20~29yrs 16(5.4)

30~39yrs 44(14.8)

Age 40~49yrs 96(32.3)
50~59yrs 99(33.3)

60~G9yrs 42(14.1)

High School 31(10.4)

College 23(7.7)
Educational University 116(39.1)
Background Graduate School(Master) 76(25.6)
Graduate School(doctor) 50(16.8)

Etc 1(0.3)

Seoul 35(11.8)

Gyeong-gi / Incheon 32(10.8)
Region Chungcheong/ Sejong/ Daejeon | 155(52.2)
Jeonlado/ Gwangju 30(10.1)

Gyeongsangdo/ Pusan/ Ulsan 27(9.1)

Gangwondo 18(6.1)

less than 100 million won 18(6.1)

100~199 million won 28(9.4)

Monthly 200-299 million won 68(22.9)
Income 300-399 million won 6421.5)
400-499 million won 42(14.1)

over 500 million won 77(25.9)
Type Of Yuhan Kimberly 185(62.3)
Product Maeil Dairy 112(37.7)

FHEO| EX o2 TA(55.2%), I4(44.8%) =2 H/32]
SdHl o] &9k1, AFL 200(5.4%), 30tH(14.8%),
40m(32.3%), 50tH(33.3%), 60H(14.1%)= 40~50TH
Hl&o] 7P &4tk sHe tistwE(39.1%) HlEo]
7P =9k, A9 34, AIE, dH(G52.2%)9] A H
£0] 7P &St} E9dL 5009 014H(25.9%)°12
I SES Hlgo] TMY B3, ARSH= AeE
(62.3%)Et SE3t Bl &o] o =Skt
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3.5 MR 2 EfEN 2AM Table 33} o] SHFEE] A= A4 AAA
B o7l 29ude A=517] 98] Smart PLS 3.0 7HX](.682)5 A|€]3t Chronbach's adfo] .826~.9412
o olgslo] AFAT EFFHS Basiely, 7 Az T 0.7°1CR vERt AFYS gusket R
Table 33} 7t} Ao BEAHN, 89 AAgE FAA 7HA3(.671)
olZ o8] 7 Wizo] golHAE Baamy mgn = ARl EE 0.7010R SRl=f 7 S99 W
A2 Cronbach's aghe BAs19T) S0l s WA Fedo] FREQIE BE AHS|HEt|

A Chronbach's egte] 0.60140]H &A|7} gicty
4 SJoH35]. wEbA AAA 74A= Chronbach's et
(.682)7+ 218 AZH( 6719 AAA] 0.77 77k 5

Table 3. Factor Analysis and Reliability Analysis

Variable | Items 1523?1; CR. AVE Croniach's o7 BAsl=g & BV} 9L Aoz Er} ESH B
VI | 863 SAE = (Composite Reliability) 52 .823~.971%
Furctional |"pvy | 020 | o2 | 797 | 872 RIS, HAFEAFZEEHAVES .610~.944% 2]]
FV3 | 8% Ho] E3H1F = (Composite Reliability) YAI5=A] 0.7
SVI | 933 ol dat PHEAFEGHAVE) YALA] 0.5 = 4
Social Val sV2 | 944 956 878 1930 - = .
R = 334 % 7 % eG4 (Convergent Validity)o] SHEEIQITh, shEEr
EV1 '788 Z/J(Discriminant Validity)e] #4423 AVES] AlF
oo [pr g | e | ot | e 2 B2 AR 0 A 350 39
EVG | .871 7] T SR EY wEegAe] £4E
FT3 | .856 = Table 494 2t}
Future
Oriented Time| FT4 -898 1900 750 .833
Perspective FT5 843
sc2 | 857 4, Ao EM 3 Am
Social | SC3 | 872 b g0 | gy 873
Connectednes| §c5 861 ' ’ ' 4.1 7@@%%1} E_:I _E_A_"I
Sc6 | 812
— o B 7o) 72EE F2RA Aok Fig 29} 2,
urchase -
Intention | prz | oz | 2 | 2 | 8% AF31A A7 49.3%, THIE 58.5%, T-H9E 48.1%
Word of | WII | .972 9] A9glS yetliEy Y, A3k (power) 10%S &
Mouth 971 .944 941 = iﬂéﬁ/ﬂ ;g';gﬂ_éc‘,l ;}q\_% i—.‘f?lﬁ}‘}i‘:}.
Intention Wi12 971

Table 5. Result of Testing Hypotheses

Table 4. Discriminant feasibility analysis Hypotheses Cc?eerflil T P Result
Variabl 1 2 4 6 i —
artables 3 > 7 1| Functional Value 292 | 3.648 |0.000%*|Accepted
Social Connectedness
1 0.893 Social Value —
2 0.743 | 0.937 H2 Social Connectedness .222 | 2.785 | 0.003™* |Accepted
3 [0.723] 0707 | 0.781 3| Economic Value — 163 | 2.014 | 0.022* |Accepted
Social Connectedness
4 0.399| 0.439 | 0.441 | 0.866 Future Oriented Time
5 0.638 | 0.623 | 0.601 | 0.444 | 0.851 H4| Perspective — 158 | 2.521 | 0.006™* |Accepted
6 |o0627]0.734 [ 0573 | 0.436 | 0.751 | 0.923 iocfai Eome“ej“ess
oclal onnectedness —
7 0.584 | 0.625 | 0.560 | 0.407 | 0.687 | 0.750 | 0.972 A1 pirchase Intention, .741 | 26.190 | 0.000*** |Accepted
Note. 1. Functional Value, 2. Social Value, 3. Economic Value, 4. Social Connectedness — ot
Future Oriented Time Perspective, 5. Social Connectedness, 6. H6 Word of Mouth Intention /679 | 14.058 0.000™" |Accepted

Purchase Intention, 7. Word of Mouth Intention.
*Bold text indicates the square root of the mean variance
extraction value (AVE).

*0¢0.05, *p<0.01, **p<0.001
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*p¢0.05,*p<0.01,***p<0.001

Fig. 2. Result of Structural Equation Model Analysis

1~6 7HA] 6719] 7Hdo| AF = 95%2 25t Gl
Aoz nE Y=L, 7HES HSS] A A=
B4 A3 Table 59 Zth

7163 7H e AA AEZNARASR= 1292, 1=3.648,
p<0.001)° B(H9 ¥ v|A Aolgk= 7M1 9 A
SA, BAZHCE o3t JFo] = Ao RIS
om, AR TR AEE AATHARAS= 222,
t=2.785, p<0.01)°ll ()9 F&F= v Aolzh= 7Hd
2'9] AZAI, BAHCE Folgt dIo] = A= I}
A=t T3 FAF 7= ARE ABT(HEAS=
.163, t=2.014, p<0.05)°ll B(+H)<] FF= v Aolek=
713’9l AFAT, BAFoRE {3t JFo] Q= Ao
2 BRIFQITE AHRFE2] CSREE tigt A2 714
7} A A A 39490 YIS vXE AoE el
T 5 A &, AR AFY G EE 71
of thafl A AATRT, AES AUIAE Bl ARFER
HE 22 S WA I4E, 7199 olsiART ofY
2 LE VIS0 AAREE LT} oS E 7|9
o] AEL Auag AssHA =i, E3F 7[4Tke] |
2, Fdzto] WA¥oh= AR oA T 4= Qlrk. vl
A AR AEA AAH(EEAS= (158, t=2.521,
p<0.0D)°ll B(+H)<] 3k vA Folzh= VM4 9] AT
A3k, BAFCZE Folgt o] e AoE FRIFICY.
u]RAFH A7) EE4E Bt 2o ol o
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Table 6. Results of moderating effect

Coeffi

) Result
cient

Hypotheses

Functional Value —
Social Connectedness —
Purchase Intention,

.216 | 3.677 |0.000*** | Accepted

Functional Value —
Social Connectedness —
Word of Mouth Intention
Social Value —

Social Connectedness —
Purchase Intention,
Social Value —

Social Connectedness —
Word of Mouth Intention
Economic Value —
Social Connectedness —
Purchase Intention,
Economic Value —
Social Connectedness —
Word of Mouth Intention
Future Oriented Time
Perspective —

Social Connectedness —
Purchase Intention,

198 | 3.459 |0.000*** | Accepted

165 |2.693 | 0.004** | Accepted

2.678 | 0.004** | Accepted

121 |2.011 | 0.022* |Accepted

111 2.045 | 0.021* |Accepted

117 | 2.503 | 0.006™* | Accepted

Future Oriented Time
Perspective —

Social Connectedness —
Word of Mouth Intention

*p<0.05, **p<0.01, ***p<0.001

107 |2.427 | 0.008™* | Accepted
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