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Abstract

Purpose - As recently social contributions of firms are positioned as key strategic actions, it is demanding to review the
effects of social contributions on overall corporate management. The research aims to effects of social contributions on
social values and word of mouth in firm level and product level. Further roles of consumer identification with firm and
product eco-friendliness are also analyzed.

Research design, data, and methodology — The paper conducted a survey in which two scenarios are used for manipulating
the degree of corporate social contributions. The survey sample consist of 165 undergraduate and graduate students in a
university, located in Seoul. For analyzing data, analysis of variance is applied, in conjunction with analysis of moderating
effects, through version 23 of SPSS statistical package.

Results - In the firm level, social contributions by firms have a positive effect on social values of firms. Consumer
identification showed a moderating role in the effect. Social value of the firm with passive social contribution perceived by
respondents with a high degree of identification was higher than social value of the firm with active social contribution
perceived by respondents with a low degree of identification. Corporate social value has positive effect on word-of-mouth of
firms. In the product level, social contributions by firms has a positive effect on social values of product. Product
eco-friendliness showed a moderating role in the effect. For eco-friendly product, social values are higher in the firm with
active social contributions than in the firm with passive social contributions. However, for non eco-friendly product, the
difference in social values between the two firms does not exist. Product social values has positive effect on intention for
WOM of products. WOM of eco-friendly products with low social value showed no difference with WOM of non eco-friendly
products with high social value.

Conclusions - These results imply that firms should enhance consumer identification with firm in making social contributions
for optimizing corporate social value and enhancing word-of-mouth(WOM). Managerial implications of the results suggest it
would be more effective to improve social value of product by active social contributions for increasing word-of-mouth(WOM)
of product.
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<Figure 1> Research Model
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<Table1> Demographics of Respondents

Demographics Categories ,\T esponde;t)s
Gender male 77 46.66%
female 88 53.33%

20’s 144 87.7%

Age 30's 10 6.06%
40's 8 4.84%

50’s or higher 3 1.81%
Student 142 86.06%

Business 5 3.03%

Occupation Professional 6 3.63%
Soldier 1 0.60%

Else 11 6.66%

contribution important? No 7 4.27%

42. Bi40| M

AS™ ZEX|of kst 7|1Z= 231 Balmer(2010), Kanle(1996)
S LESIY AIRH THKIE FEe 271X =2 YL
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<Table 2> Correlation Analysis

Social P Social
Contribution feznfiteaton Value e
Social - - -
Contribution 1 536 682 664
Identification 1 .596** 647**
Social Value 1 730**
WOM 1

**significant at alpha=0.01 by two-tail t-test

2H|XFS2| LY E4E YOLE7| Q3 Bl=sM S ot A 44. 748 A=
TO| AFBEl= H=E2| ZEEFO oot el AFE2 50, o= Ee
o SR SRAA 242 dAEY. 8 Heds A lSEE T-HHES SEs £ Hao BFS HRSD,
5t7| Qo RQRMS MAIBICL AtR|SoEE| AtR|H 7HA|, = w2 gEclo] HRAS Hlmsle 23t AXO|C CjSEE
ZOolAl 8§l IXMFAO| QlTtatAHIE AH=S7| L8l 3|FHEAMS = L er= = = = : ==
)\|A|—é—||_|:|, :I'Ll_—g—J-I'—l |_J-|'|_7:”E |:|o°|' | TloH 2|:[L||__|E T?:.ng 7|%2| Afﬂl-g—?j%%oil EHO._I' ?:.lq;g 7E;1J1_|_ <Table 4>I|_|>
=TeT Z0| LIEHGCE 7|8 ARSHEE2 A7|R(M=4.12)0] B7|
AHA(M=4.12)EC} =H LIEHGHCHt=11.25, p=.000). & 7|¥| A}
A m]| CIA H M = =3 AR , - =
43 dElE X B £4 sizsigsel Xols AlutEle MFOA oEd tz Sof
Ag & = Ark
ME|= 2 AL ZYONYO| El= WS Latd AA =
<Table 3> Factor Analysis and Reliability
Constructs Items Factor 1 Factor 2 Factor 3 Cronbach’s Alpha
Identification1 .805
o Identification2 .866
Identification 917
Identification3 ,742
Identification4 .863
Social Value Social Value1 .806 881
(corporate) Social Value2 .834 '
WOM1 .760
WOM (corporate) 915
WOM2 .845
Eigenvalue 5.291 1.285 1.093
Variance(%) 58.786 14.281 12.586
Cumulative(%) 58.786 73.067 85.653
KMO=.894, Bartlett's x2=951.484, df=36, p-value=.000
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<Table 4> Differences in Perceived Social Contributions by Firms

Variable M SD T P
Firm A 4.1188 .81593

11.248 .000
Firm B 2.8416 .98725

) 712l AtelSeigEsat Al 7HK| H|

<Table 5> Differences in Social Values of Firms by Identifications

Variable M SD T P
Firm A -ldentification(High) | 3.7584 | .46839
4.532 | .000
Firm B -ldentification(High) | 3.3904 | .49134
Firm A -ldentification(Low) | 2.5179 | .53386
15.690 | .000
Firm B -ldentification(Low) | 2.0643 | .46584

7|e] Ate|SdEEe KO7F 7| AtelH ZHK|Of| F=
Aeto| Felet KO|E EM57| 2o LISE= tHES Al
Z1} <Table 5>t ZO| LIEFRCE 7|Yo| MolsHEE2 7|
Yol AM[H ZHK[O] DX geo| B0| FOlotALH<7tE
1>). SLA7t E2(High T EOIM AlR|SeES0| AfelH 7t
X[of Ojxl= Fof Yeo| FoIoIACHt=4.53, p=.000). Lot &
LAIZE R2(Low)TEH 25 A|SHESO0| Al=|H ZHX|of O
K= 8ol FYO0| 72lotAULHt=15.69, p=.000). D=L SLA|
7t 22 U AlRlSuES0|l =552l 7IYB)o st A
2|H ZHKS] 2140] SUAl &2 FEe| M2SHESO| H=
ool ZIfA)of e At=lX ZHX|e QIAMELE A LtERGCE
(M=3.39 vs. 2.52; t=13.13, p=.000). 3|2 0f|A|=(<Table
6>) At2|SUZSO| AlRlH ZHX|0 DXl S0l AZ|Hat
B7|Y 2% SEAlel =Rzt 2QIE|UCK<IHE 1-1>).

<Table 6> Effects of Social Contribution on Social Value: Moderating Effect of Identification

Dependent . Change in Adjusted Change in g
Variable Stages Independent Variables Beta R-Squares R-Squares F-value p-value
1 Social Contribution .555 .286 .280 53.622 .000
2 Social Contribution .356 140 27 39499 .000
Social Value Identification A73 .000
(Firm A) Social Contribution 753 .000
3 Identification 1.083 023 437 5544 .000
Social Cc_)r_ltnb_utlon X 150 020
Identification
1 Social Contribution .622 403 .397 70.901 .000
Social Contribution .399 .000
2 135 529 60.527
Identificati 515 .000
Social Value entiication
(Firm B) Social Contribution 421 .046
3 Identification .538 000 504 39.973 .018
Social Cc_)r_ltrlb_utlon X -.008 909
Identification

@ 71l At=lH ZHX|et 7|Y #Eolke H

7199l A=l ZEXIZL 719 Ol OjXlE Felolet xt
07} AR, tHSHE tHTS HAlRH 217t <Table 7>0ICt.
7199 AlRlH ZHX|7F 7| o= OiXlE Fe2 ol &
g2 ROSILE SLAl F2(High)-EHOIA At=lX ZEX|7}
THO=O DX ‘8o FYO| FISIRALKt=67.50, p=.000)
(<7t 2>). ot SYA| H2(Low)HEME AlelSdE S0
AMelH ZEXo biXl= g2l BY0| RoISHACKE=38.21,
p=.000). J2H SLAZE =2 HEQ| ALY ZHX7F &2 7|
@) chet FHE2E7t SEAl H2 HEel MEH T2t
=2 ZIA0 CHet FHQI=E0E A LEHICHM=3.36 vs.

2.96; t=6.36, p=.000).

<Table 7> Differences in WOM of Firms by Identifications

Variable M SD T P
Firm A -ldentification(High) | 4.0226 | .39535
67.499 | .000
Firm B -ldentification(High) | 3.3553 | .40972
Firm A -ldentification(Low) | 2.9615 | .56598
38.212 | .000
Firm B -ldentification(Low) | 2.1987 | .43788
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(3) 7|¥el AMzlaAgs FHeIE HlW

Al2|3Hgs0| 7|ge| M|z 0f OjX|l= F&o| Folo/st
Xo|7t A=K, SHEZ tAES HASIRC<Table 8>. AlZ|
SHESO| HIHQl 7|YA)o Cigt #Hol=Tt Ats|Esig
S0 A3H0l 7|gB)ol| Cigt A= HCt Fol5tAH 2 A
OF LIEHGCHM=3.67 vs. 2.91; p=.000).

<Table 8> Differences in WOM of Firms by Social Contributions

Variable M SD T P
Firm A -WOM(corporate) | 4.1188 .82208
Firm B -WOM(corporate) | 2.8416 | .89815

8.991 | .000

D) 71¥ Ar=lSHESa ME ARIH 7H] HlnEy

7lgie] AfEIBHEE0| MEQ AR Jixo| Sol0fs &
0| Y|, (IS BE (HHS AABIUCH<Table 9>). 7|2]
Al ez s0| ME AtelH JHx|of folnjst Mo ¥tg
ZD QICH<7HY 35). MBAHEOME AllZeEs0| B3
Mol 7|1 RIZC| At JHX|7} AllEeiEE0| A3H
o 7|YB)2 ME HCt Qo8 EUCHM=3.36 vs. 3.14;
p=000). HHOIO| HIZISH HEOIME ASlSHEE0| HIH
o 7|%A)0| B ARIE JH7t ARSIESEE0| 23l
7|%(B) RBI QOIS K07 SUACKM=2.50 vs. 2.49; p>.05)
(<7H 3-1>).

<Table 9> Differences in Social Values of Product by Product
Eco-friendliness

Variable M SD T P

Social Value(Firm A /
Eco-friendly Product)

3.3616 | .71036

Social Value(Firm B / 4.272 | .000
ocial Value(Firm
Eco-friendly Product) 3.1475 | 75829
Social Value(Firm A /
Non Eco-friendly Product) 24990 | .95610
137 | .891

Social Value(Firm B /

Non Eco-friendly Product) 24909 | 90808

2 MZF At=ld 72t ME 72l Bl

HME AM2IH 7HX|et ME FHel=0 OjXls SoM 7o
gt Xfof7h A=A =olstr| 23 tEr= tHEs H8S

2A[SIZCH<Table 10>). HSANZOHAM HF FHA=E= A
oY ZHK7t =2 MFO| A=Y 7HX7F ®R2 MELL {2
SHA A LIEFSICHM=3.19 vs. 2.92; p=.000). H|XI2tAXE
HME MF FHoA=E A=Y 77t &2 MES0| Al=lH
K7 ®2 MEBEC RS A LEHHCHM=2.88 vs.
2.66; p=.001). &M AM=[H ZHX|7F Z2 TSEHZO| st
THEE AFSIH ZHA7} &2 HIEISHEHEO| et #He:
o= |felst XtO|7t URCHM=2.92 vs. 2.88; t=0.42, p>.05).

<Table 10> Differences in WOM of Product by Product
Eco-friendliness

Variable M SD T P

WOM(high social

value/eco-friendly) 3.1879 | 85424

o - 4.025 | .000
WOM(low social 29212 | 81889
value/eco-friendly)
WOM(high so;ial value/ 28818 | 93524
non eco-friendly)
3.272 | .001

WOM(low social value/

: 26606 | .86424
non eco-friendly)

5. EE 8l Z2E
51. ¢i7o| Qof

Atglel SSH| HAel o]elg Fotn Jof mE OHE
OIAFEF0| St M7t EACE O|FR AN 7HK= EY
o| Qo otF7h £ ol, Aplsdls SOt 7|gel H©
SR 7|l ARlH THKIE dYAlZl= S2% Y-O| &
o QU ok 7|el gr|1Hel 3Edar H XHdE oM
& 7|ged MelH MY St Olf= At2| F UL,

= AF0ME Ol2fet MEFHRl o0|E THK|E Azl
0| MEF & 7ol M=|H ZHK[of O|X|= Fets 2451,
Ol2{sh FHOA HIRIS| SLAIZH OfH Y-S St=X HE
SHRICE. ot 71¥el MelH ZHX|7F 7|f FHECQI=0| OjX|=
defs EMOLL OS2z 7Y ARSHES0| 7|2AHR
# OfL2h MZAHCl =g &S| sl ME2 AR
X0 OjX|= SgE ATotL + Ha Ao|of ME et
g0 =2 ks 7HK|=X| ASSHALE

HAN YA 2MENE F25HE, 7|l Al=lSw
&2 X0|7F 7|Ye| Ar=|H ZHX|0f DX|= FEol| F2ojet
Xto|7t QUL HIREZE 7|”Q| Ale|SHESO| CHE EiE=A
=2 A|(Identification) ME7} Ale|3SEE0| 7|9 AIZA 7t
X[of ojxl= S| =B=NE Ho|n UCh. SLAIZL =2
(High) Tt S2AZF Z2(Low)TTH 2F A2 SHAES0| At
g|H JHX|of OjX|= go S0 FOlSIRAL). DM SHA7}
=2 UHo| AlRSHES0| 2552 7|Y(B)ol| thet AlelH
7HX|e] 2IA0] SYAl W2 TEO MlSHES0| H=EC
Z|GA)0l CHSE AfR[H ZHX|Q] QIMEL; = LIEHHCE 7|
of M2IH ZHX|7t 719 FE2I=0| O|X= g2 go| Yt
o2 {OISIRILY.

222 MEAAENM EA4Z20E F2lotH, 7[Y2] Atz
SUEEO| MF2 M2lH 7o Fojojst go| dgs F1
ULk olet  FYo=  MEZol EEEY(product  eco-
friendliness)0| ZXEEME HO|LI QJULCL XAXEZEH M= At
oSS0l HIH2l 7IAA)2| MEFQ| ALRlH ZHK|7t Atg
SUES0| 25X 7|YB)e MF =Eh FOloHAH =UACL
2HEHO| B|E2HE HZ0AM = Al=lSeigsol =521 7|™(A)
o MEFSl MY ZHK|7t AtelESuiEsE0l =582l 7|/(B)
HME2l At2lH ZEXI2b Folgh Xto|7h SRAC. =3t HMEF Al=l
o 7tHKe ME FEe=0 ‘gl 7oln| e ojX|n Ak
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of2{gt def2 TIFMFnt BT EHZF 2F0M|A LIEFGTY.
HetBRZEe A=y ZHX|7F "2 MIZ0| Ciet FHe=et H]
HetBrRZel ARl 7kK7F =2 ME0| gt #He=0=
woleh Xto|7t ALt

5.2. AIAFY X e

1Y ArRlSeESo| et 7R AR 712 A
oSS0 =Hut FAE QOB AH|XPE Q1A SH=
7|”el MY ZHXIE SHAIZ|7] fiEIME 7|Y AlelsHE
SO AH|XtO] SYAlQE LHGHA HZAE[0OF Btit= AS Al
ABICH(<ZtE 1>, <7td 1-1>). Kot aH[X(e| 7|0)| ot =
FHQ FHOEE Zohet SAAZ|7| fiEIME AtelSeiE
Of &H|XPZE Q3= 7|22| AfelH ZHKZh Midkl= ek
2 HIH=[0{0F SHEK(<ZHE 2>).

7|gel ArelsdEE0| ME2l AlRlH ZHXof Felolgt F
o ds F=H, ME2l Hetddol =2=ntE Ho|1 U0t
(<7t2 3>, <7td 3-1>). At=|SES0| MZF2| AtelH 7HA|
2 27| foiMe TBHFO| 2tH0EHE HE AlAL

e

[0 oo
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