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79| MSIX MQl(CSR)E Sl
XYtA0| HEHE EfEo| OjX|:
Qgeoll L9t MDA HAE AR
X O

A HIRE= Aol ZHE] ZEXRERE Ot MelH JiR|ole SRS Al 71-0] At
—L SX MRS ColVIS 76l Utk Aoz Ol Alzld 2917(0f Hssl 7(kIg2

CIIBH ALS|IR! 22l SH=(Corporate Social Responsibiity: CSREES MAMO2 TR{7iD Q)
Ct ok23f SAIM= CSRESO| Sajol Bgh Crst 27t Tistzof it 1 S0M= CSR

S Bl RIZEXIS] 2Aof 2eh H1E0] Ch TRbZQU=H 0f2feh S+l TiTtert
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BHE OUXBE 20N 2 o, tEE0| 7|YFS0] il HHES 2Rfsi Us 482

THBICIH V|HEMES HE6I HHE= 0| CSRES2| RIS & O ZEX o= Ofdlot
=0 =20] 2 A2z 20} £ot EHE 7 TigRIE nafel BHE 289 40| &7t
Si1 U= B2 1Y W, Tl HHES BRE 7Y0] CSREs T2 43 mol=
BHie 7F IE&0E 1sliof ettt TEED) matd 2 S7= BHE ASTx0| IE B
dE 281 CoREZ| Makd =HE 1efsiRen| CSREs Myl diids BIget 27t
RMZF ROl SuE AHEUCE
S5t 2ok Jm JHEEME S CoRMEint 7|¥EME S CSRE=O| 19| X
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o= 1049—] /\]-Q;H 2ol (Corporate Social
Responsibility: CSR)&52 B3 Qit}. o]y
gF ARR]A 29171 £l A CSREgoll diet o1+
o] 25| 3| qlon] CSREFS X el
oA 7|tjEl= Mk A $HEoR OF
. AFAES 53] 7oy Eﬂ%zsz} CSR
7He] A3 of Fof| whE AR} H
oAb st iei &2, 7419, HPoH 2014;
o[g4, ©]F¢ 2014; Foreh and Grier
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2003; Meyers—Levy and Sternthal 1993; Sen
and Bhattacharya 2001), Ao 2, 7|94 @
HiE ojm|x|e} CSREHs A3l Rt A=
CSRE-& A offtol| W F715Eagf &
3F A1 (A= 2013; Becker—Olsen, Cudmore,
and Hill 2006; Meyers—Levy and Sternthal
1993), CSRZ53} A& AR.o] 2|zk 2] 4ol wh
£ I vEHTLE Ffjojmef BRt dH(Sen
and Bhattacharya 2001), 7|49 && AgA
I} CSREE ATHA]o] An|R}Y 84 Hl-83}
CSREE H7ho] WXt gl Tk ATy
2l 9] 2014; Forehand and Grier 2003; Menon
and Kahn 2003), CSREH5-9] 57| 9141} 7}
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of dhak ulAle] Fiolakgel] B ATHELE %
A= 2007; Ellen, Scholder, Webb, and Mohr
2008) 5O2 o] B 4= Qi

Csrarse] Ag Al v A7 o
o ol A A= AR, T ;LE
ol ASAE 42 ok s, 712 <
A3k wmn AFo] £ess 710*014
HHEo] oigh anjate] Bjeyt Fufjol=rt &
Ao FdHrh=(&2 9 2014; IR 9
2014; Meyers—Levy and Sternthal 1993;
Becker—Olsen, et al, 2006; O'Connor and
Meister 2008; Koschate—Fischer, Stefan,
and Hoyer 2012) A¥}7} thgo|u), ZgHdo] o
& 7%0] CSREE AP} 7 UEhd Auke
AAgE A== tH(Ellen, Mohr, and Webb
2000; Menon and Kahn 2003). ©]<} Zo] CSR
S A3y mael Tt AT ATFS0| thas 4
HFHHI HAERs 22 AHREE] 2|2) 2o 7} vt

2 efollte, 2L rkske thd HiE

o AlST] AKE LA g2 A=
2A9lo] le

S AT 71900 3 o] s
5 709) A91E wole A0, T4 Aol
AR (3] AREAEL S1310] &
itk CSREFEI HAE 7ho] Mg B
[§1oll wet 1 o] e 4 Ak dlE S,
P&GE= “Thank You, Mom™ 74H|¢]-& 239 7]
Zboll RgYstar 9lom, 20105 e 2Ake] A
HIMEE(Pampers, Tide, Pantene)?] 49|
Ui Ama xaagl 7)yepn sl o3
(=S Fc«l CSRE-5o] 23| OIOW

H, 7/EHE A=) Pampers?] 7
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9Ich P&Go] AlIE B3 7elnmse}
PEHEe) CSREFO| FEAOR B A
HOR o]2ojA|3 91gE & 4= 9k wreb B

W= AlZFZ(brand hierarchy) BEoA &
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&3 31919) Apgngse

HH=Z Aot
=L ASTzo| H x| 9le] wet EA
i o] thErk(QFEE, I HAE 2000
Keller 2003), 4~H|X}7} OQ_AOP% ey 4 9l
H9ol = Ho|7h QTHA
U 2010). e B
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= A o] aZF 83K (spillover effect)”}
ApHA o 2 S E 9] 2011 3=
Ad, 4 2013; oY, DS, SHE

2010; Lei, Dawar, and Lemmink 2008; Park,
Milberg, and Lawson 1991), ¢o|& vjgto g2 H
E ASTE 4] BHE X915 185ty 7]
AEH=) JfHEHE = oj= HI=9}o] CSR
35 A5He Tele AQlks CsREE] AT
g s Fasich
AT ojie] B4 lAlS wigo R thy
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e At A AAISkaLA) gk, WA, 7]
HEHE T4 CSRHUZH(|YEAEE FHOo=
355 CSRE52 A= HeEhat /fHElE
4 CSRAZ(EEHET =34 Q] CSRE-5
= A= A=h | avE A5t StHAd
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2. o2 Hj7

1) 7|4el AR *Hol(Corporate Social

Responsibility) &5

CSREVE-E 7]4lo] Thofo & Fast w2
2RO R QIAEI QAT ofo] gt el
5] st 254 Adolsh A 9 A
ofo Al CSREFZ Hieh= W= T
WA CSREEO| AefA ants AFskaat OPL
Ao A= CSREE-Z 710] Abglofl thsf 7H4]
= Ao o7loll= AAA, WA, &4 A
of aZ3FeThaL B Qlrk, A ARA] AlZtoA]
+ CSREE= AR8] AdAof| gt A YJoletr| Eet
< 7199 olstAASl Tt Mo Hr|w
SHZ}(Carroll 1991), 1 QJof= CSREFS o
Bk A7glo] 7o) 5 gelale
Yol= FE o2 WY 5kal, oA AGSh
HEL E9st Bt {2 7y o 24 CSRE-
goJsh7 | (v, A 2013). OW
W8S ot CSREE> 45 2307t
ARt olsfetAARE ARl Aol thgt 7192
B 2 Sz HE &l gos oladt
= 9ltk, Yo7t CsSReHE-E 914 2Hel jof|A]
e 2 Hoof o)== thefRlk W99 71%‘ L2y
S 7o) ARl wiAlE FFY HE SHS
4> 9Jth(Sheikh and Beise—Zee

r°1‘

tu
oz _{>,

S g Ao 2R 24} thafe] 93971 7]
91] CSREE] e el E7AT 109 F
9o] 71919] FAYT FFol it Wl
& Sk SEiTh EE $9A 9197}
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CSREF2 HA= HlER s e oFF
o] ¢Jttal Tt Cone Communication 2013).
CSREF] RS AF37] Slof cht AT
So] APt A4t 535S A EH A7)
wol Yot ATING, ALk, 948, ot
2005; ¥4, 7%, ogkE 2010; Singhapakdi,
Vitell, Rallapalli, and Kraft 1996, Turker
2009), CSRE2| A4 A1k 4ol it o
“H(Barnea and Rubin 2010; Carringer 1994;
Goldreyer and Diltz 1999), n}A|E] Hool A F
o} 5 CSREET} 2u]7} 13| T2 Abw
HE AHFe-E, olaAl, g2FA 2009; Berens,
Riel, and Bruggen 2005, Brown and Darcin
1997; Sen and Bhattacharya 2001) & U}¢]
E 2= 9t}

3 o] CSRTTL HFH O FEH: )
Q50] oluhulA ulg-S dulakx] o3 H el
R3E AT 5 Gl Wt malo] o o,
olof whe} s CSREE= BA7] Kk

I B W 5 /)20 v el
A HE FAR deel a7t Aslolgt
o}, ¥A] 7 ol At A% S4j Fu v
9] A% (Baker and Churchill 1977; Till and
Busler 2000), 3L (W74)S210] 293 (%,
ZZ 2007; Maclnnis and Park 1991; Hoyer,
Srivastava, and Jacoby 1984), AH|x} EAJ()
A) 9] A5HA(Sirgy 1982; Thomson, Maclnnis,



and Park 2005; Muehling, Sprott, and Sultan
2014) 0] 31 Falol vlA= S AET
37} v 2, g, HAEshgel Fjol
R AFES s o] 2o] 2AGl] wuAls
oF sprmals ghel Aol FESIkk
3, oA, 39F] 2012; Aaker and Keller
1990; Smith and Park 1992; Lane 2000). 2=l
=okaro] AL T2 GAMY Fo R A
Sl BE0AY A SgolE APHL 3
85HA eI, AlEe] 7154 SHolA 9]
A5t (Rao and Ruekert 1994; Thompson and
Strutton 2012), EEHE2] o]u]z] ZHoj|x2] A
A (F8=E, 192t 2010; Simonin and Ruth
1998: Bhat and Reddy 2001)2] &ibol| B3t ol
F5o] T4 A= A,

CSRE-5 7|9 Tz BRlE 7ho] A3 &
g CSR&E Aute] a3k 'kﬁod % kol
oA 2009; o159, &3¢,
Drumwright 1996; Becker—Olsen and Hill
2006). dubHoz AHRP7E 7|%do] AEsh=
AR AU AIA HIAA ol
S Ve Ao 7|Hsh ] ook L
A AR FE APE B 5 e 8T
Gz S B8 4 QUtK(Simon and
Becker—Olsen 2006). 32 4H|Z}7} 214
SHe QAR =22 ) ASHEA 9] 2014),
TP weh WS oA SRR oz}
AR, W 9 BV 2 EEE 2
Hel(dslg, o1FE 2010).

CSR Aol Al 23hd-S thafet wdellAl 49
wo] ek, WA, 7199] AF CSRES Zofet
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40| ERHE E{E=0]| OJX[= Feoll 2ot MuE

2010; SHAE 9] 2014; -&7ZF €] 2014; Barone,
Norman, and Miyazaki 2007; Drumwright 1996,
Foreh and Grier 2003). 3 £](2014)= 7]
Qo] w14 Aol CsREE ] Hehag 2telsd

—TH o=

. AL A gl ke i)

kot
o
k)
olN
<t
re
-
H

Y= Aeh(E=A 4= 2013;
Becker—Olsen, et al, 2006). Becker—Olsen,
et al.(2006) 9] = SEAENA 87] 7147}
(Disney, Home Depot, Dell 5) 67|¢] A= t}
£ CSREZF2(84E%, 7MEe, oA 3)
XIS A2 YAIES g T, 2o ue}
A HgO) g RS, T, 43
&= 2%} B4 CSREE 7o) AT
SItHKim and Jia 2005; Sen and Bhattacharya
2001; Lee, Park, Rapert, and Newman 2012).
Lee et al (2012)= AR|A}9| o] AE}A T}
CSREHE 7o) ZgHo] CSRES] T 4014
of Q1] ulA: 2HH JaFe A,
o] ML vleha s FAoj= o]z} 9l
Aqk tee] A7} AT ol CSR AT
oM Mol FRT Wel F AL WA
o 3 Qe Hghel S AEEeEe) o

%, B 993 CSREE e ATHOE 3]

fio —111 <
2

&

g 3ol 3 13
= Qlef. HbHo] 71 W HRliE AlStso] &t
thre] JHHEHE HRE v ) e
A 471 wieel, 7IHEHE 4 CSRAERE
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3) AHIx} HiS

CSREH50| T3t AH|2} vhe 2
CSRZHzo] 2H|RLE slolg 7|0} Hel=oj

e 9 He A= FHA g vzl
(Becker—Olsen et al, 2006; Koschate—Fischer,
et al, 2012; Meyers—Levy and Sternthal
1993). o Qlsh AT ofjz} 91x] 4
UMt Tolxel 44 BT, olFet
2010; Castaldo, Perrini, Misani, and Tencati
2009; Murray and Vogel 1997, Pivato, Misani,
and Tencati 2008)2] A4S S E =2
o] 384 HE=E olZoldltt. Sen and
Bhattacharya(2001)¢f w2 =2 AL o
44 719 7Rk Al il Q=2 ofojA]= A
O 2 YEpTh

SHAIRE AR HEEA] Aol 2 790
T 3841 B7HE Sk A ofyt), ARk
&2 ool FAE o = 7IHet EUA|sh=

Z=o] & ) 57171 = H(Newtson 1974),

AA 429 EYUX|(moderate incongruity)l|
E2ES o Hus} o] Frtstal 3Y A

253} Avite] 5014 5] 7ke) B} U}
Holg} 9al dE0] rtHMandler 1982;
Meyers—Levy, Louie, and Curren 1994),
ek BUAZ QUG AL An] o] ooz
A} 529 Z712 T 2] /sl v
ob 2147k T g Btk g 9)
t} d'Astous and Bitz (1995)2} Du, Bhattacharya,
and Sen (2007)%= 7193} CSREE 7+ 2514
o] W ujf &Mk s 714 F71°0 i 4
ez zlo] AZsHA =o] B0l S
Holtkal vk}, E3E Ellen, et al (2000)3}
Menon and Kahn(2003)-& 7|do| Agkdo] o
< CSRE&= & 4%, 2HAES 3ld 7190l
ApApe] o] o) 913t EE& sk Alo] oflet =
© o8 Hdsy] e 4

=
4] W2 ) CSREFY Eapr} i 4

(2006)= EAE AT AE olsfistE= =go]
a3 WAL kit 2 Ats EAE
AFAIT} =9 7] AEo] EEARE
oA HHE AFTEE fshA] 23E o
A HIRE ACR skl AZTtx A HE
o) 915 arsto] Aty aYE A EIA}
gitt,



4) HEHE AHZ3ZX(Brand Hierarchy)

HYE AFTER 7I900] 45K thpe] B
WS 719] A9)E ol A0 7|9 9

uporgh & QIEHFYS 9] 2009). Farquhar,
Han, Herr, and Ijiri(1992)0] w2 HHE A
=125 71Y9B W= (corporate brand), HEz]
B & (family brand), 7JHEM=(individual
brand), B =~A]o{(brand modifier) 2] 4] 7}
A Pl r HYEHHAEE 9 2010), A A
EHER} S HAES] o R UEY| R 5}
™ (Keller 2000; Muzellec and Lambkin 2006),
UvrH o 7|QEMEE AJeBlE, JEE
EE siflEiER Jhassit), o]o 2 JiE A
o= ofg] 7|YEHES o] Tie 7T HHE
7} EAshs ERE Algrzolle AEsHA] otk
A& ok v ARIet sk ] A
oAl ofsfigith, JHEHERN 7| AR TEH

L 79, 319 £ B
S pgudss gojald,

BT AF TR AelA BYE0] X)9je] nre}
iRt Aol Wil Aot UrHARE 9
2011). AF91o] $IH|5H= 7M=L S9je] 1
AEES B o] L TS s, Arha

o2 gl A HOE VIR tH(Keller 2003), E
AS E -
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Ko 4] YA ABlE o FRuE Jhxer
BAE BE B AN AelA] 7)%do] F
Sh ujof Fhelo] Gl BES AAlsks Aotk
o] HZH7|ARAE F4 CSRAHL 9bA] A
o o] MFREEAE 4 cSRA o vl
3 =QJsl Hlgo] AL o] UAT, 2ol
EEG NS 7R Qs ApEuEele] e
AFAL 7Hs] ot

HRE A TS Tefsle] . o] B
A0k b, Ao e A4S A7 2 4 9]
U EREeke] AR, g Sof cavrh
53] A8t A9 BEE SHe Aol D), ¢
£ FHOR AT ol B2 BT BES 3
= A9mel iRelth Zzte] RS mt
2 S sliche, 3ol T Aulx) whgol
dat A% A7 ANES EoE 59 9 A
g gslehs cavel Al delol gk
CSRAFOR, 2]Ahe] Cavel| et e 9l

2ol JaFg v Aoz deEtha).
79-0] EIH= CGVE CIgke] T SollA] vl
hE 4= Q) ofY T BT EEE 59 9%
)9l 2ol ula] cavete] Zghio] whrk. 2]
A= GVl op BB B35 FEFoleks 2|
S Aol 1ol 4 44 wEe 5 g
o}, T2 2ElAis A Se] B nd
)9S uf) Hust 4Fo] Zrlskct Hus) 2
o] Z7lshH FAA Al ﬂ**ﬁ}ﬂi(Berlyne
1971; Tesser 1978), CGV2] CSREFo| ti3jA
o= s4e 8 7psAlo] WrobHthEllen, et
al, 2000; Menon and Kahn 2003), ZgHdo| &
7] WjEo] AHRR= CGV7} obdl BB HE SHE
= AAISk=E F710 sl it zlo] AZs A

N
S
=2
01—1
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FItH(Du, Bhattacharya, and Sen 2007), ZL I}
Ao A 2HZFE-L CGV7} T3] 0] 8=1E ¢
SA7E ofye} kAl ARSI ZRA]of A=
JAl3 BRis] Sla) weagickn Azt
A OLE_ CSRﬁEO]E}h o]&]o| AR5} CGV
o] e CSREES AR A9 olw
S wAgE 2 gtk At cozy
SR Ee) A} GVl AgEo] B
Aeh= Z7HA Q) Bk 71HE 4= Qi) 71gH

W] a4, FFH BRle B Al
1}

Aol v 1) s} 520) ZH2 ddste] 4
M7} o CSREES
o] WrolAITh QAR WEtol| ] An|xls AT

v 17 1 1™
o e CSREEE 448t WA ol BE

3 4= ek, TEA] ARHo] W Aol Hal
E AZFRE Hestd AP ol w2
CSREg muke] xjo|7} A5 ke 7HsAd&
53t 4= k. olof Thet 2 THIE =E5)

TR 1 EEHY 40| 2RARI0| HHHERIS 4 CSRTE:
(SEI0| 52 TRHTH 7[RISRHE 4 CORTE:

(Rfehdo| H2 Tino| JHE=THEo] Thgt AH|X}

—1HO

O Ei=0] DIXk= FEh2 X0t gig Aol



2) 7I1¥EME FA CSRMZo| mzHat

(Spillover Effect)

HallE ASHE QoA BHE X]Qjof w2t
gro] glom(d:7]gEMES] B 7]
4T Axdo] 7] wioll

ol Higro & g HEFA |7} Fastrh(414
Tt 2011), 7]dollA] BIHE ASFE2E st
& a8k}, AR FEolu A

b Belso) 47 Haa) o)

ik oly

1990). ol= &HAP} 7Rl Bl tigt #]4
o] 7%} AAE|o] ot 2= AFE ] e
AE Agske AEHENT o] E(Associative
network theory)2 HFEO 2 St} AH|R|l= t}
It FE5E vt (node) o 12| (link) 2 -4
B y=ga Feje Ageli ook Aulie] 7]
0] 78 Ao} e AAEL ste] up
2 A, ejo] ofaA] AR T gl up
So| Axjo] AR YEAS FAICHR
o, 9% 1998; Wyer and Srull 1989). Hjt]
gou= e JEESLS AEE Sl AAH
7] ol shtel vtz HekE s
AAH T2 vihEx 2/dsEch(Berger and
Schwartz 2011; Collins and Loftus 1975; Lee
and Labroo 2004; Mandel and Johnson 2002).
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S AES Y o 3= 2ol 24 et o
S HEYAE 7o B 7 v avhe
olFde] wlsl Xk A, AA WA A=
£](2013)= 54 Eli=o| Higt HET| el S
g HiH=of| g Anjrpe] ihgof] FF= & #

Tk oopzl 7|dEHE 9 ohE JfHEHE

o

-
Aol M E BAe 7} H/7kd s Ea) g

of FIF= F= A= YEhth
7I9EHES] oFt A UEHA & nit=s
ALo] o] A2 B/sl= THHEHE 7o) wgo
2 o]ojR]|al 1 wieke- AEFoltHCollins and
Loftus 1975). Erdem and Sun(2002)2] ¢35
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7Hd 2 1 NEEHE S CORTEEe0] =2 ol H]
off 7I1UBTHE S CORTEAZE0| 22 T=H)0|
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oF Zdoict,
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d d that tes fulfill thei ial ibility b,
Consumers eman at corporates fulfill their social responsibility by

exerting influence over not only economical values but also
social values in markets. Given such a social mood, most corporates are actively engaging
in Corporate Social Responsibility(CSR) activities, and marketing scholars continue to
study the effects of such CSR activities. Numerous such studies examined the relationship
between CSR activity and brand equity. Moreover, virtually, a majority of these studies
focused on consumer responses to CSR activity from an individual brand perspective. In a
situation in which brand management must consider the spillover effects of brands, firms
holding various brands should consider these spillover effects when they establish
CSR activity strategies. Therefore, we examine the effects of CSR activity using a
comprehensive approach that considers the hierarchy of brands. Additionally, we develop
a new perspective on fit that has been used as a major influence on the effects of CSR
activity. We argue that the mixed results of the impact of fit regarding the effect of CSR
activities is attributed to the influence of connections among brands based on the
hierarchy of brands. We then examine the effect of two types of CSR activity strategies
that reflect the relativity of fit.

The results reveal that there was no difference in impact of the two strategies based
on unique roles and traits of corporate brand and effects of low fit. Also, we found that
the corporate brand focused strategy creates a greater change in consumers’ attitudes
than does an individual brand focused strategy in the case of a particular brand. This
finding is meaningful because it indicates that a hierarchy of brands may relatively reduce
the impact of the role of fit, unlike general arguments from previous related research.
Second, the spillover effects from the CSR activities of individual sub-brands belonging to
the same corporate brand were confirmed. Therefore, we clearly verified the role of the
hierarchy of brands. Although both strategies cause changes in consumer attitude toward
brands engaged in CSR activity, overall, a corporate brand focused strategy turned out to
be more effective than an individual brand focused strategy because of the spillover




effects of brands. Third, this study verified the effect of a corporate brand focused
strategy through a moderating effect analysis of the degree of association between
individual brands and corporate brand. Given these results, we identified a moderating
role in the degree of association and the changes in consumer attitudes toward both
main brands engaged in CSR activities and other different individual brands, which were
caused by the spillover effects of brands. Finally, this study addresses implications and
limitations.
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