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A= 7|99l AtE|A &l (Corporate Social Responsibility; CSR)0| A1g4
?-‘Ef'_ 22| AH|XLO| £E2PHO| 5HLQI HAX 2 E510] AH|XHE0| ASAE

o1 T2 oS

(trade-off)0ll =E=AS M, 7|&Q| CSR &S0 Tt LiEtLt= R-XQ1 AH|X} Ef

— T Ol
CE XZASIQLE &, ASME| &5 AHXNES 0| %2 MEC CSR 52
ol= 71¥2l MZ0f Coto] MEtMOo2 HFAMOI B S Agots A2 LERRT 0
2fet A+ Zub= 7119 AHEO| HE Esot! /s oltt e BEA| 52 23K &

2A0f M2t M2 T2 /5H A7| 0|20] EXMots At DFEVIKZ, FXARS] +=
M2l 7Y HAl 22 7|0l &0fok= Of2f CSR &30 thet 717 f CEMo= LIEtd

= ASS AR, 2 A7E 71Y2 CSR &30 ths H Ch A3t FZ20| 2Qst
Of, SAIMOl K= at EH-ELE 7|&71E0| WRE of= 7|Y IEOH Chet & 7|1 =
2ot AFLEXtO] 7 Y0 SQYS AlAfBITt.

[FFHI0: 7192 Afe|M MUST, YSUE, LHIX FE, BYH FE, ASH

X}710|18]

* o] =82 20169ttt W8-He} S A AT e] X Y& ot 3= A (NRF-2016
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% 71952 SHcke A0S A gFsiA AL s AHRE
£ SZA1717] Yol 7189 AF8lA A U(corporate social responsibility;
CSR) %Eoﬂ B2 FAE SkaL QU 8 7| Aol W2 4B AbEo] Z1hof 71
Sh= CSR 52 FAF AlE8HE 1l S715t= F0l& HolH, 7|de2 st
CSRE&<= ==7H Aot (TAEEFI = 2019). ol what 7] o A+= CSR=
AgPst7] ol T AGRA L} it AP FHL 22 WA ste] AR} 5
Z ols TAREHS] {7141 AFUA AT} AHS] SH AR &5 55t
I Aok E3L v 7| dEY A ATAES CSR BAlA U7HS: S5 s
199l CSR E-5°f thgh SHA Q0 a3te} tjEo] o9 mA|= HzFaIE &
HIASO A A=240& &dear Qlrt. B9t ofy} CSR &5°] 7]<dol thgt A
& AFPoE §Zbo] H7| & 5, o3t AFYE E-85to] NER 18-S
9] 7132X A Fst7 & gt} A=, T3 1FY A U HdH 7}}%9*
e EAEZ S A7 = H°} A Ffisto] 57k 22%
Astal oF 35k 5530 o] 11-8-Z B3 CSRE5= A% siu7kal Aot (—71:/1\131
2, 2018). kA 71949 CSR E5-2 @A Aol ofd Iz o s A
o7tal glom, ARF AN TR 2R WA oE 1 FI9S AR Fofj= L
U 71 FE2 © 2T CSR E5 5Alo gt AlE A eF AB|A A
5= &5l /\HW*—J} A &2491 ek st

\l

o Zelglo] 45482 3 et
o 71gL AEAL] Hhstel Wil A |4 SRS Y A&HO
2 479 Aol BSHE v, T2 4SS Y 7199 34 olmAE

3 & ojm
53t AAY S FE5H] Yol CSR 5ol FAE tL ol & gt
7192 AFE]9F 117 9] Sl (needs)E SFA717] o
Eole 497t Ut dlg £0], 3DZAEL} Zo] 7|&FEA Hol ‘”‘EJ&E Els
1%1%% CSR Z5Hot AF9] 71&9 Eﬂﬁoq EAE BS gigitt 3, o
A ZHEQ} Zo] @A AFAIZONA 857 S 4E7]o] Hol&l Q=
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CSR 970 2™ 7]2] CSR 52 A H|AHEA 714 9] A= o
t ﬂiEQ} oju] A A|1Lof EFo] HW, AAHE5Z Bo| 5t 7P AL
TI%A] 2 719ES AET 7] do] tiet Heo] 3Rl dFE nHT:
A A7-E0] QtHDu, Bhattacharya and Sen 2007; Klein and Dawar 2004;
Murray and Vogel 1997). 0|23t 7]& A-ZA 3o W2H 7]42] CSR &50]
A2 v A FA AN G PRIt AZ & 5= Aok sHAIRE 7199
A=2Q1 CSR &5 714at AlEol thet AH|R Biko] 4 34240 9
1A &2 & Utk A= 2 AtollA] gl gt
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II. ol24 w7
1. 7|192] At2|X zH2l(Corporate Social Responsibility; CSR)

7199 A& FACSRL] 7HEA F o= 19509 %=712] Bowen(1953)
= 53 494 o] CSRofl tet & o] H vl & 4= AT . Bowen
< ARR)7E Aot 7HA|9F F3ko] wet SlAte] d# o) A B S5 1Y
St o) 9HA A|ggstaL olof TE YFE 7HA= A 719Y ARl HA
(corporate social responsibility; CSR)°] 2}l & 2|53t
ol HIF o R 1970¥ 2 E0]4] CSRE K} & {2 I o2 HY| A%
=T, 7129 AAA = A0 HA TE] AFR] ARkl A4 71l o
ek O B2 S vt ZolZHal BA|SHA T Carroll, 1979). Carroll(1979)
OJ5lH, CSRE A A 471 TA = AAsHH =1 o]+ o=+ £t
AR, 7199 A2 A (economic responsibilities)o] 3 AFS]2] 7] 0]
BA AA Y G = 71Ho] 7HA= AH Q] Ao =M 43k FEH O AlES
A4kl o] 32 AEsto] Qo et dRE AkEl) HHsh= Zolth
=4, 7199 HA A A A(legal responsibilities)o|T AF2]2] R @ 519] 1Y
9 QoA 71do] 7HX = AAA AFE S43] +PE 875 7S
=gl o] Fgstar FAT A} whet 7|y P2 dfof He A
HAQl H
A 52 A F s Heot= AX=EN 242
okt g, Aol gk obd 18l kem &AL ISl it AHEY HE
oA F7gstar ARet dxje} = g HAS o

7% A (ethical responsibilities) A A ATk
= 5 H

)
o=

<

!

A9 XA A< (philanthropic responsibilities)O]$F ¥4,
= g O] ABNA A&HA(empower)Z 7HA AL ALS]o] &
ok Lo RM 79 AAR e AHA Fefe] 85 % E4T
9] &5 HFE ZHSt= /gt A& =01, AHglo] tigt 7| % (donation), 4

)
o
o J
of |
18 ]
o
ot
9
N
> £



QlE FH9] Eotof&o] gt B2, £9] ASS A%t 1S L Y H 299
E2 5ol olgl AAH Aol FHof sfgeittal & 4t} (Frederick,
1994).

Carroll(1979)% CSR &&= 71l that - AR HJEsde Aol o
£ 23t &5, AEAQA A 5Y SAFQ S5 & HYstal 7|de] FAE
AL |, &84 A= EA oF ] ot 7|49 &4 wdo] 2AA
9l M olo|at &}9itt. 2000 ol Mo]SHAEE CSR E=2 o] a|TA R+

=3} Carroll(1979)9] CSRE] 471A] mlgtu| & R El-S 5ol

20009t ZHHE ALY g0l HlE £ 2 #RIglo] ISt A 4
A7 o Ago] o] Kt EHstA o] oA ghtt. o]of whek =27 Abs] e}
19 2831 A H89zte] BAE Qs &2 <1 CSR E-50llA Hoju ¢
< 23Rt CSRO 71d 9] E 8 /o] A71= Ak(Van Marrewijk, 2003). 2+ 71
E2 FHcHs &4 A9 S50 HEo] 719 BRE | ZFHojA
CSR &&= AlAsIain :Lﬂh 1 o]Fo= CSR &2 A& 7hstdh
(sustainable) &5} o]o] W siF 7|F Y] FAY SHE T oA B2 W st
A tHSen and Bhattacharya, 2001).

Andoz 1919 CREES WA AET 14 B9, AAA A2,
491 9, 228 A, 441 AP ofjz AR HEH We S
Ar2]Q] &4 Ao Mo s FHsk= 59 4 G5l = HIl ALge}
/1919) 971491 BAE FEA S U] SAHY BFolT B - 9
t}. &9 Porter and Kramer (2011)9] (GHHE H]|ZYA 2lH)(Harvard
Business Review)o| 4] 7]|& CSR &5-& X} L Z3l#o

X A2 (Creating Shared Value; CSV)el2h= 7@ A A5t o2t CSV=

7129 CSR &5 Et} ot A WAste] 7192 Y= Z2 1} HEo] AH
99 stz Q1A sto] ALY 9] 7HA & oA A&t =N 7]} A7 9
A /gAY sEaI AL Sz A oAl F24 0] QUtH(Porter and Kramer, 2011).

o|A¥ CSRe| ofn|7} EAAEI 11 F840] HE tFEe & AlFolA
Aol A= CSRoll 3t AP AT Edi= 7149] CSR E-5f Histo] 34
B} RAYAR] SHe aitE HESHIA gt
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1) 7|219] CSR(AFS|X =MQlst=)o| XA 51}

oA AFT = 7]1YF2 CSR 5= ARHA ]l A &+
of 9T thotHA 7149 ol &&= F4E FHdlst=
Aol FAAR] E5o= E 4 vk 71E9 AH Aol hEH, 7]
SR &5 gutd oz AHAZoA F82QI axtet i=E A5k
&85t (Brown and Dacin, 1997), ©]&8t CSR 50| AH|ALS] Fujefe2
Jojth= AFZT7E Tt (Smith and Stodghill, 1994). FF7FA &2 th4=9]
A= CSR &30 et 719 BEAHE o]u|A = &H[AES] Fufdg-so] 310
AlE 7H Y it /IS AR 4= deH, sid 719 S (loyalty) =
ATAD 5 Qo= AL =5 tHMarin, Ruiz and Rubio, 2009; Green and
Peloza, 2011).

2hA CSRe HTF38 082 3dl= 7|gE2 o8 714 AHY] 33 &
7149l F ggo] g 7149 o|u]R] A1} 7|49 I (corporate ab1hty,
CAYE A7l she AFHQl Fxeal & 4 Ut E3L Barone,
Miyazaki and Taylor, (2000)2] @ollA= 7149l CSRO| ol &F++&5 4 A
S AR E EXIA717] SIet HZo| AL 2 AA 7| A= AT Al
oA BAE AR5k, Aod7] At shbe] Al =FEH AHg-St
© 344 SHS AASIATE mEtA AHAES 7199 CR 5= A4,
A0 ASFo M i 7]dol tiet A A2} &2 (advocate)E SHL(Du,
Bhattacharya and Sen 2007), AA]°] 7|40 IA0] Y3t ARk =7of 7]
Stch(Klein and Dawar, 2004; Murray and Vogel, 1997). T3t CSRO] &34
8= 7199 CSR 50| AlE wujet AlEe &4 4 7)ol st A4
o] Qict AT gFujA o] YR Q1sto] CSRof| tist o] utA|
G50 FHTAEN Av[AFe] HiE HiE 9 A& et Bt 3HA

2 Zo|(transfer) B 4 Ath= Aotk &, CSR &0l 7ol gk 2214l
H| 2|7 714 Y AlEt e ol oiA SA- A0 BE 7HAE 5= 3
D}(Eroglu and Harrell, 1986). X3}, Klein and Dawar (2004)%] A--olA+= 71
9] CSR &5l tigt 378 A Q1 o]m|A] F+50] 7| 5= St Y= E HE &
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Ofo| A&z HRFA 0 2 5014 Q] H7IE of= T g a2 YeRd 4= okl 5%
ot} gE&o] CSR 52 7|¥o] 71X 1L Q= FHiHreputation) -2 HWE o]u]
Al(brand image)7t &B|XF=2] SJAAR G0 ZAHAR] FFE A= A

TFZAIT Jth(Hawkins, Best and Coney, 1992).

N

oL

2]
to] 7|9 T = FHishes @3 A Eet BEFA ARelA Adekd 4
FopAY Ao sEddt SAl0] AALAE AFT F Ae =TEH
S-EH L U

et

2) 7142] CSR(AL21H 2MEE)0| BHX gt

WA AT EHE CSRY E59] 384 adt= LA A= o] o
s aThE vk SwolA] tehdeh, 3/2t 7]le] CsrabEo] B4 3
A IS v|A= A TR ofYtHKlein and Dawar, 2004; Sen and
Bhattacharya, 2001; Luo and Bhattacharya, 2006). dl& 94, @ A= AH|
A= CSR €52 A2 0= st= 7|YY A% IAZ 5|8 4948 25
502 Qe Ho] Avihe] FETHIA 2 el G 714 % Ak
3 A& 5FA T} (Smith and Stodghill, 1994; Webb and Mohr, 1998).

Ellen et al. (2006) ol T2H 7|4 9] CSR &50] A|&HHo 2 7k o] 211 )

= AL AB[ARE0] JIAISHL U= Aol 7199] CSRefl Tiet 378491 &
W7t Yehdths 2ARAR1 a7 FASHI 0|9t 2 WEgo g ARRE
< 7199 CSR &5 sl 71 4] 4382 At =7t =&5-F(high-fiy) &
2t olerA (altruistic) 71 Fol2tal A ZF5HA| = A& Yo, o2} Bt =
719 sliF 71942] CSR &5-9] 2t Arrt W= (ow-fit) AHAFES 2
2] o]&HE FATE ok o717 (selfish) 7]14oletal X[ZsHA =
of 7|doll gt AlFe} AEFol FHiojme FAAHQ ZHowE UERHTH
(Becker-Olsen et al., 2006). E3}, Luo and Bhattacharya (2006)2] Aol A= 7]
A2 CSR &-50f gk ABAHe] Biko] J3F2 vl = 84 diF 7199 59
(corporate ability; CA)& B0l £t =dl, 252 340 m=2H g4l o]%]
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H|AE9] 9= (satisfaction)”} 44
9] 0] 8-S ZAAAZ 2= Q= FA A Q] HEA
J5tE et e A (low innovativeness)S 7FA|
71QET s 71 olsigARAEAAl 5%t B
DA(cue) E= Al S (signaling)E Al5-ste] sig 71 Gofl gt
W2 oJofRIThal Siitt. &, o]t 2 W o 2N AB[AE
AE= == 71helu &2 A W9 BA7 AR E58
H]X}Oﬂ Al ASettH s 7192 CR 52 H=4
RS2 95|28 BRI AE 2T 4 Juch
71& CSRoﬂ il —E SRR BNE FA oz APE| o] gt spA|NE
CSR E-5°] &H[AH "?‘_ H-&-2 o]of whE A|E2] "ol FE5] FH2
FFE 1A F S0 =E B3I CSR 59 &80 thgt A= ofF] #
ot wEbA 2 A= ]@4 CSR &50] AH|AFe] &0l A FA 2]
P 1A 5= Utk AR 28-S WET FAF O E ofwgt oA 11
BI7LIAYSH=A] ZAFSHILA} gt AH[AE2 CSR 5= ok 7199 o]
Aok Hreputation) 59l BhES 5T YA, HEA] H
MRS 9ol BALe 74T 4 Fele] £ a7 EE 2
OFZ 7H CSR 52 Stz 7199 AlEol et s 1%84] g2 7|dE
H| 2o ARl =5 AT 4= lvhe AS ASotalA} gt
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(Trade—Offs)

UL BPABOIA Fglo] B AAkEgel FIglom, /1Y B3 AE
e AFuu7 Qo) Aol sk Bk 2u4e g v
Ho2 2 FYS AvuletE L 55, 71 £ HUO| AEE Welsto] A
B9} o122 w712 Gk oljet Aee] £71olH 2uAEL gho] W AEL
Poed Eho] ST, £ FUS A1 3hdl sHZo] AL AF
K593 ol Ak, 47 T, el Gl Hto] ANAFS T
2% 1f 3ol A ok BA| YoM I3k B Aol gt T3 wHL o



7|Y9f At|E 2 2F(CSR)0| ABIX} QAFZHON DIX|= ek 27

Sk Aolt}. wiA|el AHFAl 7]& WI=E Asto] IPTV, AFIETVS HoA %
B4 AP 52U 4l FoE AT 5= A =]l ol B o E o
stfo] 7hHT = H(FE =2 ARRE, dAITo] Hold 3pAF =)} o]
7ttt "R nEH|E A7) 528 72 £49 sidHe= 1Y
sto] A dof gttt o] et ASE = TA0 %= AZ o|EH A
ojg}al gt

&, B3NS v B Y9 BHEA oF &4 (attribute) 11251
At & o, o]et 4Fsh= tHE &4d(another attribute) E£3F 1B %=
Zlolt} (Bettman Luce, and Payne 1998). & &°i, A& F2E33} 714
(Simonson and Tversky 1992), 7}A3} &2 (Bettman, John, and Scott 1986;
Raghubir and Corfman 1999), BE#HE Y3t EZ(aniszewski and Van
Osselaer 2000) 52 22 AolA ABAES ThSet £49 ASHAE B
Fo2 AEAY] =79 VIR BRItk &, ZF £4 7He] AS5HAl 549
Q& u o]& ArEAlEtolgt A o] W& 4= 2t} (Chernev and Carpenter, 2001).

fijre

1) AH|X} =2(Consumer Reasoning)

)

Q172 =8

18

Simon(1955)2] Aol M2 AH|R7F qAEES T of
Aol B2 JEE FASFeto] etk W e o Qi tj4lo]
2] (bounded rationality)< 7FX]al FHX]&= ofd X|Ete W=AY
A S W T Holth T3 2 Ao = tE et ot
AA=2] A5 eF Aejo] vl 4= Qlth(Bettman et al., 1991).

ol & HIF O 2 AH|AE2 7|Yo| AAtet A& et Aeia} H7HE i)
T2 JHE D77} of 2 & B9t op et 712t 442 BT o FUlok=s A
2 E7FsT Aot whetA AH|ARE2 AlEol gt &g AE 7} obd B
AR AR E 7HRA 1 22 F5to] QAR S Wt

AB[A = B JEE VA I AES B7FE S 4| AHRE2 29 %
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Luce and Payne 1998). &, A|A1H 49| 214
ol gk Adeix 442 sk= Aol
AR 229 S AA AFE2] ditEs 125t
G SlEk 1R AvlARe SAbARTAC) Al S40] et st ek
ARG AN WL 2NASS 2 IS 22 R0 BIS

)

TR

ot et
o o]23t 22 TE 7Fs e A4 At St BUHE g e R
E7Fs% ST QHEA S8 Zolgtal &= A o] thFishbein
and Ajzen, 1975; Nisbett and Wilson, 1977; Cooper, 1981). @& &°], 7|40l
SAIRE Al Fo] 93 Al Fol 2l 4B HHSHITHA ofof whet Aol
S 7HA T w2 Aol2hal 7S, 7HA 0] w2 AlEolH 5T AT A=
ZolZtal ARl WoHH L E &5, 0|9} Wit & f-4514] gk AlEo|
2ol AHA7E w0 7HE, AEY 7HA] Al DA () E5 sttt

A, 2524 T4 FE(probabilistic consistency reasoning)®] gt IEH
33} A A (correlation) 7t AT W= E4Z o]-&sto] BT AR E
E shte] 2 pHolgtal & 4 Qtk(Broniarczyk and Alba 1994).
Y2 T EAT $Ado] Spotal, £ 1HY A7 Atk
E7Fst 4 JA| Spoittal 26 Aotk &, AHA
T2 AHEEHo] v, EAAPEE B2 &
A, BT &0 £4471Y AHEA o Tt F
=dZ o g FE3t= Aot SHAE o]#g &
7] thzol tha 27 FEo|gkaL
W8S A=

u A 5o et

2 oft r
naiﬂ,
i

L 4n o
.
e

O

I » =L
i)

L
It
2
o,
ek
4y > 1o

mo e Bo9ox g o
b
=,
N
i
1o
%
ofl.

o
19 3o
it
i)
f
IN
::1,
:?g
oft
__>,ﬂ,(
|

b Lo

o |
&
1o
i
ind)
Ho

N
i)
(o]
»
gh
O
=
g
i)

fr ook [o O omoh ox mln R 24w Ip

)

A gojuirt 223}

Ko,
X
>4
>
ok
S L1IT)
ol
1>
10
K
i
2,
-0,
|
N
[oXa
flo rir
o °F
rruJ >
ox
=
(@]
2,
w
@
=)
(@]
~
o
sl
i1
ot
|o
fu
e



22 3t A0 T S4o0] FHHoA BAEA e 4 94 5
OF #2& 3t Aol BaE 40| FRHo|W IR BAEA &
o %4 A BHH A

=5 A F, 714 el = 519
A i 7199 AlES S48 &2 7199 olvA] A dHHA F=2 Aol
T AR o] g 223t Balo] ka4 UL Aelth

AN 2E B9 7)E ATES RN F2 3 /4 ABY 223
A Aot LA LA T, Chernev and Carpenter (2001)9] A+ W=
WohH Qny FEI HEY QDY SRS MR A B4H S22

(compensatory reasoning)®]2t= A& AEA AASke] G4 DS 7|29 3
A QmA 28 HEH YUY FEH G2 4GS BAE 28
19 AR BAE S5 olot TSI 22 B BT S S0l
tfoto] H7FdsHdevaluation) = F22 YL Aohal FHSHATH mHeEtA] 2
A 4L= Chernev and Carpenter(2001)9] BEAA 223 AA3A1810] A S o
& oAl st o] B 71910] CSRAE Tt AvlA Blo] E}
LR el

2) AN F2(Compensatory Reasoning)

HAFA 2 (Compensatory Reasoning)?] 7IE 24 Ao+ EASH A= 3
L= 2451 & A4Jo] S BHAlE Yo 953t £4S A 2 A(compensation)
52 HAHcompensatory)ZQl F+2& Sl= HZOo 2, EQATI AR E vigs
o7 3}z Brl=3l &40| tfjsto] HrFEs) sk »%EH 2]o|t} (Chernev and
Carpenter, 2001). & &°1, 5% 714 279 + T AFE ARIA}
7 kT YR ), 3 BA o] B Spsgt 0% —”‘—*é(ex. CPUH )&
T)o]l e, g5t thE HEY] I E716S S4(ex. AFAA)SH E

[1 mN'



30 XYL, H29H HM3E

Fotthal 25k Aot o] A2 94ttt BRES] CPU A&

oA SjFHMES] A= G5 Aoleta PrpEslelo] R

oy, 935|8 A5t BHAlE o WA ErS3) AL 40T Zolaky &
01 o

o, 8 e

Chernev (2006)2] 1ol =M, BAA 22 A=h2 o3 22 3714 &
d1o) 4hggo] 5o 9l o) £BIAES wAPE 2

A, o253 ARE v 2 BFE o
Ao g AHAEZ Al Eol ek weE e A ]
o] 5542 7121 400 o) HALE theke A shor Sk Aol Mty
L o, BAMA =22 FAsl= )

EZ"H 1E £49] F=He 71X (missing value)E ERAS o AFE-ETh 4H]
AE2 F2 HE "410}—01] tjsto] £PHgh JHURS 71X 3L Fksk= A o] of

Yt E%]';ﬂ?l' HE Hio® wdsfof di= A7t AtHKivetz and
Simonson, 2000)

AA, A EZE 1T off T E7Fse /40 tie ks 7 E =
2 of AREET g 71X 9] T ThsRt &40 0}‘14_ o2 et thekst A4

(social perception)°l|A] HAJo|t}.

o
= \_ A
7}11 AAY 43 58S 7HAL %1% AL HojEOd, o2 SHoA =
=31 o] QIS A Zrh= M-S FE25k= ot o]FeE 2L &g
1%(na1ve capacity theory)g& EHZ2 & = =4, 7| 2H 02 AFFES 7H]
I = 7ET 582 0| AIFHH 0 F 7R AL Tk AofA] Esit
(Chernev 2000). I o]+ &A1& i8S 7HA| 1L JAAY Hold +&4174

7Hl LEATE2 e SHAAA Y A5 F2 9] 3lof FE3t Hel 3
< Zojetal HA J FE0k= 2ol

oA B HAA 2282 A2 35222 343t
= AFEY] B3 AE StH(Lerner, 1980). ©|
>3

A o] - S0 3 9O
St 334 Te w4l £42 7Yt
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(counterbalancing) 84x9] 2Joto] AHA| Ith= 2
S o= 4o 2 7hdet AbgE(the poor)> &}
nou, vk HAF=(the rich) = F2I5HA] Xetth=
and Jost, 2003). VEZHA &2, AFFE9] ato]| S 1A= 27HA] 84
L3 warmth) ¥t 5% competence) 22 EFolo, AH|AEY AT
(Stereotype)oll Tt A|Z42to] SHO Z AR A = A& & Arh(Yzerbyt,
Provost, and Corneille, 2005; Aaker, Vohs and Mogilner, 2010). &, &H|A=
o] B7he TS 7HAAL e 719(EIFY 7S f59 SHolA H7Ht
A Yehg o, 582 7HA 1 Sl 719(F 9713 o] 9} v =, w5t
SHoA B7P7F RA v Atk A2 37F UEbsith(Aaker, Vohs
and Mogilner, 2010).
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St Hol&5& AlsokaL, o]#3t AIS BE4Q AlAolgt Aot HChernev

and Carpenter, 2001).

k] E-&HQ1 AoA= HelZ A7) A9l B o W2 H-&-Z A&
of o}, ARIFEHE olA] =tz FAAZ 7S gt oA & 714 diH]
A Zpol7t 2] ghot AHAES 7HA] FAMIS LA, olet N 2 ag
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A& 3D =R E 9] 7[o] 7]&ol| thet B 8= BEAA 71T
2202 st FHS FAFeto] CSR 52 skl Jrhal A|Alsk .
npA ko 2 &9l 7|49 A Eo| et e 25E ol S TE

SRR
A70] B2 o] 9A 4g5te] welsioich. FAA BAL theat et o
AHQ AR WS 7% o] g Ex7t 27 7199 A )
NG 30U 7552 T Fold Zolek, ANkl Fdo] T2 7Y
3D ZABS Hlste] 958 Zolek, Al Fo] T2 7|49l 3D X
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2 UET (@ = .90).
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S ulgoR, B AT B3 A3l A Sste] st 454
Aot AR OZ 77 Yol AU 25 Bl ko] (priming) SHA| g
T, GARR AES THEIL 7|& Aol B2 BAVF 87 EE 7|99 CSR &
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Fofl B2 7= olH A d1A} 51 275k ST Qlojof gy
‘Aolli= A= 7]3]8]8-9] AdEloltt, ‘Aol St A AT £29] 4S5 X
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A3, & At B gle 7REE g R B kokeo] oA AmEY T
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X437} Hgo] BQoi} 5 ohE F¥ 2203 2 F A1 Ato] gl Aol &1l
= et

= Aol oA LYt FAHEA(ANOVA)S &3l S<HHG2 A&l gt
B Z(attitude toward product)o] THZF &4 ZAI=EHN AFSAE Zelo|y
(priming)¥el 7S (trade-offs)= LEA] 22 FTH H(control) Al &l Tt

B o] A (MEH O] =] =3.98, SD = 1.11 vs. MBA] =4.49, SD = .89,
p =.031) FAHAQ ALE YEHH(IH DIR). 12y 7o) HHek B
(attitude toward company)°ll UCIA= A5 At SAHGY BHah=
AFO17HA1,75) = .56, p » .05) ATt
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LI I CIEIET Abstract

Effects of Firms’ Resource Allocation on Consumer Evaluations

Jongwon Kim
Sungkyunkwan University, Korea

Sangdo Oh

Yonsei University, Korea

Eunmi Jeon
Sungkyunkwan University, Korea

Hakkyun Kim
Sungkyunkwan University, Korea

Trade-offs, whereby resources allocated to one goal cause opportunity costs
and constrain other goals, can affect consumers' everyday decisions. The
current research suggests that as individuals differs in terms of the perceived
possibility of change and improvement of the self, firms may encounter
different situations as a result of their CSR activities. Specifically, this research
shows that CSR activities can generate an unintended negative outcome when
consumers are sensitive to trade—offs and suspicious of the possibility of both
economic growth and social responsibilities, akin to entity theorists. Generally,
available resources and budgets corporations have are limited, so an
expenditure on a particular field means a loss of investment opportunities in
other fields. Thus, we show that when consumers are primed with the concept
of trade-offs, they evaluate products of the corporation as inferior and less
innovative although they tend to have positive attitudes toward the corporation.

Our findings demonstrate that an unintended negative outcome of CSR
activities may emerge. Although CSR activities have a positive impact on
corporations' reputation, consumers may think that CSR activities mean a loss
of the product quality. Therefore, the current research suggests that
corporations should be cautious and careful in CSR activities especially when
their products are very technology—-intensive or require huge investment.

[Key Words: CSR, trade—off, consumer reasoning, compensatory reasoning,
implicit self-theory]
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