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Figure 1 Research Model Theorizing How Company-cause Fit Influences Consumers’ Attitudes via Their Attributions and
How the Mediation Process is Moderated by CSR Reputation
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Table 2 Correlation Coefficients Across Mediating (i.e., consumers’ four attribution) and Dependent Latent Variables
(i.e., Attitudes Towards the Advertisement and the Endorsed Company).

1. 2. 3. 4. 5. 6.
1. Values-driven attribution 1.00
2. Strategic attribution 4% 1.00
3. Stakeholder-driven attribution 26%** 58*** 1.00
4. Egoistic attribution 12* B1F** B7*** 1.00
5. Attitude towards the advertisement B7*** 15%* 23x** .04 1.00
6. Attitude towards the company J2x** .03 A6** .01 B2*** 1.00

Note. Correlation coefficients between six latent variables were calculated using Mplus version 7.2 (Muthén & Muthén, 2015). Model-fit
indices confirmed that the assumed factor structure fits the data well, according to Kline’s suggestion (Kline, 2016, p. 269). Specifically,
model-fit indices were x2(198)=418.93, p < .001; AMSEA =.05, 90% C/=1[.04, .06], CF = .97; SRMR=.07.

*p < 05, **p < .01, ***p < .001.

OH7HEH 1} -’-‘—’-‘-ﬁ 2lo| o EIZE
Q1 ] 7HA] 9] A=A} A1 WA St
=t 71 =Ee A B
Sl A EAT 6719
ARl 237 S4 =0 WA tiet 2%
2 QIAF B4 A} At 29 4 B EE &
= 2Y Ak Aol 2
?l(Kline, 2016, p. 269)°] Aelgt g H3t=
Aog Yehth x %(198) =
418.93, p <.001; RMSEA = .05, 90% CI =
(.04, .06], CFI = .97; SRMR = .07). T3 7AW
lt 4 o] WAE dehlle= A AAA]
(factor loading, A )] Bt 770130 9
= .55~.930% UEPth A os ujr#el
o

21 Al 910l Ale] A, 7h) Aaka] 721

nﬁﬁ
N
50,
F S|
=
*F
i

.

& B3N

219] h3l 27 RS 0] oA} H|H| 0] Wk 7
~ 87, AekE 710l Aje) ] 24 ghEso) 4

71~ .84, olalEAR} A3 Fie1e] o] 717 éxg
FEE0) A9 55~ 80, A7 B ARlo| 453}

Ul S48 A5 A9 .02~ 72019t 5
19] 79 Fare e £sk= Al F4 FEE <l
A} A 2] M= 85~ .93, 7| Fef =l &3h= Y|
=4 FEE9| A4 .82~ 80= YEuith &, &
A AR} B4 Ark= vz QL Aaple] A
d Bfg ol ' EA7E gl & Hol a1 girt s

154 QIAF EA AuE Bl AL 670 7

2
(e
e
N
el
o
1o
-
o
)

A= (Table 2) @F 2},



o
N
(i)
I
oH
rfz

nu

ZEIZAZ(manipulation check)
B o] AL 39| oA o] ek
]

K
N
oX
i
N
e
iy
lo
0
w
=
&L
rE
>
&,
53
<
[
OV
\O
&

3
= Eﬂiéé} q Eﬂ A} A 22; A
Adert =2 24 52 EART
4 A|FE U AT A1 FAL =) of) viA|
SHA HHM = 4.07)0] A=} 2 22(
?‘{PO%E =2 gh| o o] ‘AlE AT U]
a1 =) of) iR SR Bk (M = 3,59) Hok
om, T 310] A FAR = Fonfgt Aol S B
th4{441)=06.83, p < .001, Cohen’s d = .65).
& Ae] 2RI CSR BT HH R

l"_.
s

m&g

;9. 0 ol

'_‘ =
Q1 79— Fo) At mE Agel Anast
= A0 BRI 4= 2dlck,

Al oAIE0IM 71 -3 Mt AHl, oA SEH A

HIXt E{=2 0|0 X|=7}?

2! Q1 BtMoj| O|X|[=
ofl Hst CSR HEte| =X S}

— 3] Ao wet 7199 Al FA
| Qlofl theh AnlRie] o1 Hh4lo] o] @A Tt
A, o] IA7F 71g 2] CSR B upg} oA
A=A A ESITE o]=(Hayes, 2013)9]
PROCESS "jag2E o]g3) 7]9— <] Ae,
CSR B3, T12]aL o] & Alo]] Ao a8 aurt
AETIA|E BI2ESE A¥k= (Table 3) ofl A=
o Qlom, A% 2 v 7HA] &H|RF Q1 HHA]
o] Gyt gkt ol & 122 b Ayk= (Figure
2) of| A=l e} Sl

AR, 712 A7 Q1 A FolA= 719 - 59

Ao} CSR B 2] o828 avs

?_]_ L_
}<%ﬁ~§%&%%ﬁw ,p=0®ﬂl
- T APE ol —?:Oé?%; HEz) oF
= ASE YERYTHA = .01, p = .85). AE =H
o W2 71x) x] FA #219] FE-L (Figure 2)
A= A 2Rl = Sl =, 2HAES T4
2l CSR %‘%g F27IHYE A 3 S
S k= B717 7190] Eefte e & Akl F
7HA19F Fesl7] wizoletal oe= o] ¢

el
A, A 7 Aol FAH R §9

ulgt 719 - &2 H3wet CSR T 42522 A5
28 a7 Yelttibh = 24, p = .05). AR
F aute] 39, 71 3] Agwe] F Ak W
AEA g Wb = .06, p =.50), BAXCR



Journal of Public Relations, Vol.20, No.3, Aug, 2016

17

Table 3 Results Testing the Effect of a Company-cause Fit on Consumers’ Attribution and How the Effect is Moderated

by CSR Reputation

Sources

Consumers’ four attributions

Values-driven Strategic Stal((fholder- Egoistic
riven
3.84*** 3.74%** 3.20%** 3.55%**
Intercept (.06) (.06) (.06) (.06)
Main effects

Company-cause fit —.01 .06 .06 .03
(High=1;Low=0) (.08) (.09) (.09) (.08)

CSR reputation A7* —.26** -1 —.24**
(Positive =1;Neutral =0) (.08) (.09) (.09) (.08)

Interaction effect

Company-cause fit .07 24* 24" A7
x CSR reputation (.11) (.12) (.13) 11)
R? .03 .04 .03 .03

Note. Unstandardized OLS regression coefficients entered with standard errors in parentheses. Results are obtained by using Andrew

Hayes’ (2013) PROCESS macro.
*p < 05, **p < .01, ***p < .001.
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Figure 2 Patterns of Means for Consumers’ Four Attributions as a Function of CSR Reputation and Company-cause Fit
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(Table 4) = AF3] 53 FH 1ol gt Y] 71A]

Table 4 Results Testing the Effects of Consumers’ Attributions on Attitudes Towards the Advertisement and the

Endorsed Company

Attitude towards -
Advertisement Company
Intercept 84T 91
P (.23) (21)
. .07 38***
CSR reputation (07) (07)
Independent Company-cause fit —-.01 A7*
variables pany (.07) (.07)
CSR reputation x company-cause fit - -23
x .
P pany (10) (10)
* k% * % %
Values-driven attribution &‘6095) £‘7004)
Strategic attribution A4 —03
Mediating (.06) (.05)
variables keholder-dri Ut 13** 05
Stakeholder-driven attribution (05) (05)
Egoistic attribution -2 —06
9 (07) (.06)
R? A1FEE Agr*

Note. Unstandardized OLS regression coefficients entered with standard errors in parentheses. Results are obtained by using Andrew

Hayes’ (2013) PROCESS macro.
*p < 05, **p < .01, ***p< 001.
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Table 5 Results of Moderated Mediation Test
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Positive CSR Neutral CSR Moderated
reputation reputation mediation test
condition condition

Dependent variable =
Attitude towards the Direct effect of company-cause fit —12 —o o
. pany (~.26, .03) (—.15,.13) (~.31,.09)
advertisement
.04 —.01 05
via values-driven attribution (—.08, .16) (=.12,.09) (- 1.1 20)
z=.60 z=.60 o
04* 01 03+
via strategic attribution (.01, .10) (=.01,.04) (062 10)
Indirect effect of 7=2.05" =4 o
company-cause fit 04* 01
. *
via stakeholder-driven attribution (.01, .09) (—.01, .04) (0633 09)
z=2.01 z=—.45 DR
—.04x -.01 _ oa*
via egoistic attribution (-.10, —.01) (=.05,.02) (- 11' —~.002)
z=1.78+ z=-.20 T
Dependent variable = — 06 17% — J3%
Attitude towards the Direct effect of company-cause fit (— 20 07) (_0'4’ 30) (- 42 —.04)
company
.04 —.01 .05
via values-driven attribution (—.09, .15) (—.12,.09) (—=.11,.21)
z=-.20 z=-.20
-.01 —.001 o
via strategic attribution (—.04, .02) (—.02,.01) (- Oé 02)
Indirect effect of 7=.66 7=-38 o
company-cause fit 02 01
via stakeholder-driven attribution (=.003,.07) (=.01,.03) (- 0(?22 07)
z=71 z=.67 R
-.01 -.002 o
via egoistic attribution (=.05,.01) (—.03,.01) (- oé o1)
7= .46 z=—43 R

Note. Entries are both direct and indirect effects of company-cause fit (i.e., independent variable) on attitude towards the advertisement
and the company through consumers’ four attributions and their bootstrapped bias-corrected 95% confidence interval in parentheses,
based on 5,000 re-sampling. The 2 statistic indicates Sobel’s (Sobel, 1982) test statistics. The last column tests whether the direct/indirect
effect obtained under positive CSR reputation condition is significantly different from calculated that under neutral CSR reputation
condition. Results are obtained by using Andrew Hayes' (2013) PROCESS macro.

p < .05 if bias-corrected 95% confidence interval does not contain zero.
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How and under what condition does the
company-cause fit improve customers’ attitudes?
Focusing on the mediation effect of customers’ attributional style
and the moderation effect of a company’s CSR reputation
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This study examines how the effect of company—cause fit (i.e., the congruence between
a company’s core business and a cause pursued in its cause—related advertisement) on
customers’ attitudes towards the advertisement and the company is mediated through
customers’ attributions, and whether a CSR (corporate social responsibility) reputation
influences the mediation effect. To achieve the research purposes, 30—seconds TV
advertisement was prepared for experimental stimulus and measured how respondents
differently report their assumed attributions and attitudes towards the advertisement and
the company which they were exposed to. Results show that the direct and indirect effects
of the company—cause fit on customers’ attitude were moderated by a company’s CSR
reputation. Specifically, while the company—cause fit promotes customers’ advertisement
attitude via their attributions under the positive CSR reputation, such mediation effect is
not detected under the neutral CSR reputation. Also the direct effect of company—cause
fit on customers’ company attitude is observed under the neutral CSR reputation, but not
under the positive CSR reputation. This study’s implications are two—fold. Theoretically,
our results provides PR researchers the reasons why the company —cause fit’s influences
on customers’ attitudes varies across studies by focusing on both mediation and moderation
process. Practically, this study gives PR practitioners general guidelines how they plan
optimal fit of the cause—related advertisement and how the advertisement should be
packaged and delivered to their targeted customers.

KEYW O RD S cause—related marketing, company—cause fit, customers’ attributions,
CSR reputation

* Corresponding Author: Young Min Baek, 50 Yonsei-ro, Seodaemun—gu, Seoul, Korea, 03722,
ymbaek@yonsei.ac.kr, +82-2-2123-2983.



	요약
	서론
	기업－공익 적합도와 효과적 공익 연계 마케팅
	공익 연계 광고에 대한 소비자의 네 가지 귀인 방식
	기업 평판의 하위 차원으로서의 CSR 평판과 소비자들의 기업 활동 인식 및 기업 평가

	연구 방법
	연구 표본 및 실험 절차
	측정 변인

	연구 결과
	매개변인과 종속변인의 구성 타당도

	논의
	연구 결과의 요약과 이론적·실무적 함의
	연구의 제한점

	결론
	References
	Abstract

