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Abstract

Purpose - Previous studies about corporate image generally explore how corporate image affects a company’s
effectiveness from the consumer view. However this study attempts to explore the impacts of corporate image (reliability,
friendly, corporate social responsibility, and innovation) on employees' altruistic behaviors in the franchise industry
context. This study also examine whether organizational trust and affective commitment play a mediating role in the
relationship between corporate image and employees' altruistic behaviors. The authors developed several hypotheses to
achieve these purposes.

Research design, data, and methodology - The data were collected from employees in food-service franchise companies
located in Seoul, Korea. Among a total of 363 questionnaires distributed, 294(response rate of 81%) questionnaires were
returned. After excluding 18 invalid respondent questionnaires, 276 valid questionnaires(response rate of 76%) were
coded and analyzed using frequency, confirmatory factor analysis, correlations analysis, and structural equation modeling
with SPSS 21 and SmartPLS 3.0.

Result - The findings of the study are as follows: First, friendly, CSR, and innovation had positive effects on
organizational trust, but reliability did not have a significant effect on organizational trust. Second, reliability and friendly
of corporate image had positive effects on affective commitment, but CSR and innovation did have a significant effect
on affective commitment. Third, organizational trust and affective commitment had positive effects on employees’ altruistic
behaviors.

Conclusions - The aim of this study is to investigate the franchise corporate image as a significant influencing factor of
employees’ altruistic behaviors. The data were collected from only employees from franchising companies. The findings
might vary from position to position. Future studies need to collect and compare data from managers. Future studies
need to consider other variables that affect employees’ altruistic behaviors. For example, leadership and market
orientation might influence employees’ attitude and behaviors. Also, future research should include other variables and it
may have limitations in sample representative because of sampling franchise corporate in Seoul. Future studies will
include franchise corporate all over the country. Future studies can also consider other variables (e.g., job performance
and turnover intentions) to measure employee performance at the level of individuals and identify the impact of
employee performance on business performance at the level of corporate.
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Berry, 1968). Aaker(1996)= O|0|X| & nZ# ZF=F OE=E
HHOlE 52 ZSe 2 & O[SH2AXIZE Off CHdof
‘dAar 7440l 2 O 250 Z= 3 2ot g2 HE
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Hol2t= 7|y, 5 DECiNIIe] USH Y HoRRE Wy
Sl= =HAo|2ta SFQICH (Morgan & Hunt; 1994, Hwang et
al, 2011). dzl= =29 2XE d F[5t=E Fot= A4
02N o2 oo, ZN0| X NS MR[SHX| Yol X
O ZHO| A4S Z{oZ2 7HFE|7| & ST (Nachmias, 1985).

Mayer et al.(1995)2 Alg| 2t X}AIO] ALCiEtE 2t =511
el = gioets, AHoA 583 dESS S 20| F
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Fischbacher, 2003; Fehr & Schmidt, 1999; Sober &
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<Figure 1> Proposed Model
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Z=1 = Xof| cist 294 ZIHA|IZICtD SACHMorgan &
Hunt, 1994). QA maikjo|= 7|YHOoM ZSHLIo| & ElAl
2z HREUFL X AFZYo g2 DI’EEFL StUCHLee,
Kim, Lee, & Li, 2012). %! L}jo| ZAZUANM 5 & 719
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Cowles, 1990; Garbarino & Johnson, 1990). MAN
ARl DAt CHH OHE FEE FHFoH7| I8l 47H
(AIIen & Meyer, 1990), 2|1 OlEM MES2 CHE =
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3.3 HEMA S A
ARIMES ASSH| Bt SR ZMKIO|= F|ALOIM
o5t Ue HRUEZ2 HHe2 HdF AP HAEfe
o, & 27657} 3|=&|0f 240 =25|RACH
=Z=| X} 2= SPSS 21.01f SmartPLS 3.0 SAI|7|X|

Z2IYS 0[85t0] 40| MAEICE FAHYRIS| 2
U5 S48 TS| 9o UERs, SPemol daing
ElEE SH2 9lef WM QoM o 4BE 24, A
ifl Hacs HAE Sl AREHEAOl AN

<Table 1> Respondent’s Profiles(n = 276)

ltem Frequency(n) %
Male 217 78.6
Gender Female 50 18.1
Missing 9 3.3
Below 25 9 3.3
26-30 95 344
31-35 84 304
Age 36-40 54 19.6
41-45 15 54
Over 46 6 2.2
Missing 13 4.7
High school 39 14.1
Education Two-year college 86 31.2
Level Completed university 142 51.4
Missing 9 3.3
Staff 73 26.4
Deputy 47 17.0
Director 65 23.6
Position Department manager 66 23.9
(Deputy) Head of 20 79
department
Missing 5 1.8
Under 1 75 27.2
1-under 62 225
Duration of 2-under 3 38 13.8
work (year) 3-under 5 13 4.7
Over 5 56 20.3
Missing 32 11.6
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<Table 2> Measurement model

37

K7L 18.1%(50%), 26-30A|(34.4%)2 31-50A|(30.4%)2| 7=
O= LIEtECH a2 4EX 0| HHM Q| 51.4%= 7t &
HACH, MR EEY 1 E0| 22 31.2%, 14.1%E XX
Ch Z%l= HARRRE SMENA A2A 2 Z&0 A2,
TEdsE 23 0j2H0] 49.7%(137H) 2 o= AF MH|A
AOIA EHE ZANMO|T, 20.3%(56F) SEAIZE 54 0[4,
18.5% SHAI7t 2~5\4 D|THQl ZHo=2 LIEGICE

od

item : :;?:;s C"XI‘;’::"S moA | CR | AVE
Franchise Corporate Image(Reliability) 918 919 .948 .859
When. you thin‘k about prodgcts made in your company, you generally 926
perceive their image as Reliable
My company has good products/services .940
When_ you tr_lin_k about products mgde in your company, you generally 914
perceive their image as peace loving
Franchise Corporate Image(Friendly) .927 .928 .965 .932
Based on your feelings, your company is friendly toward us .966
Based on your feelings, your company is likable .965
Franchise Corporate Image(CSR) .855 .858 .932 .873
My company involves social participation a lot, not only wants to make 930
money.
My company is a go_od company to work for including employer- 939
employee(labor) relation
Franchise Corporate Image(Innovation) .856 .856 .933 .874
My company is dynamic .935
My company is innovative .934
Organizational Trust 914 915 .940 .796
My company always tries to meet my expectations 913
My company tries to practice good management .900
My company try to understand the employees’ point of view .876
| trust my company(organization) .878
Affective Commitment .934 .934 .953 .836
| feel like ‘part of the family’ at my company .896
| feel ‘emotionally attached’ to my company .927
My company has a great deal of personal meaning for me .921
| feel a strong sense of belonging to my company 911
Altruistic Behavior .938 .938 .953 .801
| give my time to help employees with work-related problems .900
| suppport employees who have problems at work .900
| take time out of my day to help train new employees .893
| talk to other employees before taking actions that might affect them .899
| share my knowledge and expertise with other employees 885
4. ABEM 42 PRl EEY U M)y AS
41. BEO| UHtN EXM Efaékgg% TIE E:FLF_I"?'|9| EI‘%'X};?—,_J’E,‘% SmartPLS
3.02 0|83dt0] EMI|QACHHair, Hult, Ringle, & Sarstedt,
2 o7lo] ME SCIR| 276T0| UAbEE EAMS <Table 2016; Pafk, Kim, Jeon, & Lee, 2016). D,_-I'I-l, A,_I'§|¢.;' 240
150} ZCh HA, MY UK} 78.6%= 7} K mofon, of Cronbach’s a2} ®LCHR| AlZ2|=(Composite Reliability: CR)

£ 0|8%}0] 2ME|QICt <Table 2>0fAQt 20|, A2[Y, 2
M, CSR, &Y, =ZMZ|, IMH 2¢, J2|n =27
‘S| OlEtY WS A |0 CHSH Cronbach’s o= .855
-938, CR Zt2 .932-95322 QI E|0{X|= 7|=0l 702
HEe 92 LIERGCY.

CHSo 2, EtEYe 4 HEEYD
Of AT EIRALCE <Table 2>0|A{et 2

=

2EIY gz FE5t
Zt 2000 §ME 2

[=3 PR

r
ol
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RIETYZL2 .70 O|40|H, AVEZLO| .50 O] = LIEfL}; 2¢
AFCIRIES = HELHEZ2 YBEI/UCE  TEELE2
Fornell-Larcker 7|&=9 2 IHHEIEIM S HASSt A}, <Table
3>0 Mt 20|, AVE gfo| Ml & af0| A A= U=
Ct ZieH, W2 0| 8 AFERIE Ztel AaatA el Xt &
40| AVE ZtECH 22 Zo= LIEHLt 2F AFRERR|E Zto
THHEIEHE 2 LT EQICE =2l AEA s Zio| o] AY-tHE
M EM H 882 LIEHHE HTMT(the heterotrait-monotrait)
o A1, 593-.965(p<.01)2 LtEfLt THEEMEEO]
HO 2 LIEFGCE

3oy
rir mjo

43. AR Eo| It

2 oo A1ns HIIE Qs SmartPLS 3.00| AFRE]
ULt PLSE= Lol M %[atst= RMHBOEN
EMEHHO| XIHT EE ARLXE X[AZSH7| QoA
To| Moot 2M  2HH(Chin, 1998; Vinzi, Trinchera, &
Amato, 2010; Park et al., 2016)2 2 C} 21t Z0| "It}
CHChin, 1998; Hair, Ringle, & Sarstedt, 2013; Hulland,
1999; Tenenhaus, Vinzi, Chatelin, & Lauro, 2005; Park et
al., 2016). HX, M} of ZHTIT I} <Table 4>2F Z0|
HItE[ACE AW, CHssMHES 7 EHot7| 2[5t0] & AHEE
R 9l(variance inflation factor: VIF)O| 52 Ct Z0tOF sl=0,
B o0|ME 2.122-2.9072 LIE(L} CEEZMM 2X7F 9
= o= LIERCE =W, Wdvsol dBHZ LEE=
A8A =2 ReOf| QoM of FE eIt EEE| =, & 3T
M= = EAIZ|Z} 0.655, MAE =¢l0| 0.631, 2|1 0]
EtX WZ0| 0.5452 Falk and Miller(1992)7} H|A|gt .100
(10%)=ECt A LIEFGCE Chin(1998)2 MEHE 37|9| 7|
T2 67(8), 33(3), 19(PE HMAISH7|= SHUCE A,
0| 5 542 LIEIL = AR WXEtEdo 5 5
d(construct cross-validated redundancy; Q3 Zf2 0 = &
St X|=2 AMEE|=H], O] 2t0] OELCH 3™ of ZXTH =7t
Ue Aoz HEHEICEL 2 AFME BAE S0 490,
O|Et™ d=0| 408, 2|10 = RIAZ|7} 4852 LIEILL 0| =
HMotEo| 7|28 = A|ZICL =3t SRMR(standardized root
mean residual)0| 0.0452 7|&X|Ql 1 &= .08ELCH X2 7
o= LIEfLL 2o o HHO| £E2 A= LIEtRLCE

5. 7Ha 2
51. A7t HE

ZeHxfo|= 7| Q2| O[o|X| 47HK|(MElY, SBA, CSR &
190 Z XjAl2], AR 29 J2|2 X 2PHAS| OfE
L PE S £AS ZIts <Table 4>9
[T} H12 ZaKto|= 7|o| ofo|x|7t A= Alz(o| o]
@stg 27| 9Iek Zo|ck

[Le

N o2 1>
Ol
2
a
>

rir m

(B=467, t-value=7.372, p<.0l)1t HAM(B=.216, t-value=
2970, p<.01)2 = 2MEZ0] F(+)2| |FolF &S OX|=
Aoz LJEtL}, H1-2, H1-3, 2|1 H1-4= X|X|E|QACt

Organizational
Trust

Reliabilty  f----"""-->

Altruistic
Behavior

Affective
Commitment

* p<0.01, * p<0.05

<Figure 2> The estimated structural model

<Table 3> Fomell-Larcker Criterion

Item 1 2 3 4 5 6 7
Affective
Commitment 914
Altruistic
Behavior 702 | 895
CSR .694 | 593 | .935

Friendly 711 | .623 | .683 | .965
Innovation .674 | 621 | .754 | .725 | .935

Orga?r'j:t“"”a' 705 | 658 | 772 | 671 | .720 | .892

Reliability .678 | .624 | 684 | .740 | .734 | .642 | 927
* Bold numbers indicate the square root of AVE

JejLt AlZ|A(B=.042, t-value=636, p>.05)2 = &l AlZ|
ol g (+)2l R FeS OX|X| b= H2E LIEIL} H1-1
2 X|X|=|X| @ RACE H2E= ZRXIO|= 7|l O|O|X|7h 7
MEZYO| OX|= &S 24517 st AHez, 24 2
b, AlZ2|M(B=.170, t-value=2.489, p<.05)1} LB A(p=.266,
t-value=3.092, p<.01)0| FAMZE S0 O|X|= &2 E(+)
o ROl G OX|l= ALZE LIEILE, H2-11t H2-2= X
X|E|Q{ct. d2{L} CSR(B=.159, t-value=1.957, P>.05)1} &
MAM(B=.049, t-value=.607, p>.05)2 MAMH =0 H (+)9
FoX Fgeg OXX| 9= ASZ LiEfLt H2-30t H2-4=
XIK||X| @ ACE H32 = ZMZ[7L HME Z0| O0jX|l=
IS BA| 2t Aoz, &M A, RELIZ|(B=.260,
t-value=3.488, p<.01)2 HME S0 T+ Kol I
2 0/Xls Ae2 LIEPRCE M2t H32 X|X|Z|RUCE He=
R HME 20| 0Kl E¢E 24617 fist A
o=z, M Znl, EEAIZ|(P=.327, tvalue=4.815, p<.01)7}
OlEtd H=0| O/Xl= S F(+)2 RoA dgs OX|=
AOZ LIEILL, H4= X|X|ZRACE H5= FHAMZE S0 O|E}
A AS0| O|X|l= g&2 24517 st A2, 24 Aut,
SMH ZY(B=472, t-value=6.551, p<.01)0| O|EtH HZO0
OXl= g2 d (M2 R g2 0jXl= A2Z LIE}
Lt, H5= X|X|[QACt
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<Table 4> Standardized structural estimates

39

Paths Estimate t-value p-value f Results
H1-1 reliability -> organizational trust .042 .636 525 .002 Rejected
H1-2 friendly -> organizational trust .165 2.398 .017 .027 Accepted
H1-3 csr -> organizational trust 467 7.372 .000 .239 Accepted
H1-4 innovation -> organizational trust 216 2.970 .003 .045 Accepted
H2-1 reliability -> affective commitment 170 2.489 .013 .027 Accepted
H2-2 friendly -> affective commitment .266 3.092 .002 .070 Accepted
H2-3 csr -> affective commitment 159 1.957 .050 .021 Rejected
H2-4 innovation -> affective commitment .049 .607 .544 .002 Rejected
H3 organizational trust -> affective commitment .260 3.488 .000 .063 Accepted
H4 organizational trust -> altruistic behavior 327 4.815 .000 116 Accepted
H5 affective commitment -> altruistic behavior 472 6.551 .000 247 Accepted

R? Q

organizational trust .655 485

affective commitment .631 490

altruistic behavior .545 408

£ ;.02 (small), .15 (medium), .35 (large)

52. &1} 37| (P) BA

zt37|(effect size, f) 42 THHPS et =&
50| NI ZIHE LIEHND(Chin, 1998), .02(2), .15
(&), .35(th)2| Ml 7|=2=2 2R EICHCohen, 1988). <Table
4>0f| Mot 20|, SEH01 H2|H(002), 224(.027)0] F
S0l = AUR(0 DX Sits 0 @ X2 A= LtE}
oL}, SAIM(.045)2 F7t 0|32, CSR(.239)2 £7t 0]
o2 LEHLE 2|0 FMA =20 ojXe dzld
(.027), 2324(.070), CSR(.021)2 <kstH =uHE OJX|L,
Hig(002)2 2nt37|7t Aol gl= Ae= LtEtETt o
H, =AUt YMY 20t OBt 430 OjX|l= =1t3
7= 242}.0631F 11622 LIEILL F7F o[5to|nf, MK =
20| O|EPY W30 DX|s =at37((247)E S+ 0[¢2

A2 Y+ Utk

_I

= Qg7 ZEXO|= 7|HO[O|X[7} ZEAZ|QF FMA

of 72 SRl OlErY |Sof| of et &S O|X|
23Ho=2 HISIRACL o2et A+ 24 ZIE
2 ZXo|= Z|YolojX|z Qlgt YR 4lz|et
S7t= OlEHY ds= =HTAI7|1 1 Zo|ojx|of &
g2 FO 7t Y=o 7t WHO| JIE SHAHEMN =
WAO|= Z|HO[OfX|0f CHSt SRdS AAAIZ|, MKt
O|= 7|0fl Cich 2HXO|1 Crefeh weks HAISHo] =&
XPo|= =Reb 7MYHII| ddg = A WS HAIBIL
At SFRACE

= AT O] BN AAME2 ZXo[= (Yol SY e

o
A\
— o
i |
>

1o |0

moksiein, ojafst Rolo| ZuEoz Eo| OfEry
Soz Mo| € 4 Y& XIE DOriGich 7|E ARoIME
7|@0|n[x|e} AHX}F BHE 2 Ljsx|glo] o] Kol =0 Cf
s ENWAS mOBGCY, B AR 7|o|0|x|7} g
DY Charol EiiSo| OfEtY HEdle] BAS AS &

MoIATts oM Ol 25 AIMEE FAIZ = UL
7|o[ofx|of Ciet SeEo| ot dSEHS EM=Z
FH AAFEE MAISHE CF S1F 2L

2 = HA2of
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SAHLz Folgt ¥ ()2 ks OX= it
O|Zi2 ZAMXO|= 7|2 et M22 HEat AMHA
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2|2 Z0 9SOl BAS QABO=N THo| Chgt Az
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ESIACE. d2iLt ot g0t 22 SHAIES ZHR| D USRI,
ATLYOl M SX|Y ZAX0|= 7|0 2Fots SAH
UAe SUAS2D oPEE[0f AN H= ZK0|= 7| o
SABt = SYUASHA HESH|ol= thEdel A7t
ACL =W, ZAX0|= ZHRS| HIFALo| el = 24
EI, M 29 de2|2 OfEtH ds ZHof| Xtol7t US

|:|. |:||.x||:|ko§5_! O1:I.L'— J_LEHX|.0|7< 7|010| _'?_’A|- =4
2 iz 7|Yo|njX|7t S OEHY dS0f tist &
ZAE AT SIYeLt e £ AFM= HEREFRH A=
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