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Table 1. The concepts of public interest from various perspectives’

perspectives

1) unitary theory : A perspective that recognizes the absolute and normative value system as
crucial. Plato’s ‘common good’, Aristotle’s moral ‘goof’.

unitary theory,
common theory,
majority theory

2) common theory : It implies a common socially shared benefit embedded in various individual
interests. Rousseau’s ‘general will’ is a common theory, and ‘will of all" is a number of theories.

3) majority theory : It means a simple set of individual profits, maximizing public interest by
majority vote, It is the total sum of individual profits. It is the opinion of utilitarians.

1) A priori dimension: It is called normative and assumes that there is general and objective profit.
Plato, Aristotle insists.

priori VS. Empirical
dimension

2) A empirical dimension: It is a strongly oriented to each individual’s interests. Seeking to meet
the real interests of all members, there is a difficulty in embodying the concept of the public
interest that raises empathy with all profits.

1) Perspective of Maximizing Total Utility : Bentham’s utilitarianism.

2) Realization of values that are desirable or correctly inferred throughout society : The “common
good” that society is aiming at is public interest, There is a concept of public interest based on
natural legal logic. Plato, Aristotle insists.

Ontology VS. Process
theory

3) Contrasted with a particular interest. Common interests that are universally shared among
members of society : The interests of the community mean the public interest. Rousseau’s
general will.

1) It focuses on the process or process in which the public interest is formed rather than the actual
existence. Through the process of interest group disputes, the outcome of procedures and
compromises is public interest.

1) Normative theory : The most stringent ethical standards, The ultimate ethical goal of the
political community.

Four Perspectives on

2) absolutism : The public good is an “ambiguous”, “abstract” concept. It can not be
distinguished from other ethical concepts. It also can not be defined or measured.

Public Interest
(Cochran, 1974)

3) Process theory : Associated with political decision-making. Process theory is linked to
individualism, liberalism, utilitarianism(Defend the sum of the interests of the individual, and
at this time protect individual rights). Support democracy, such as supporting public opinion.

4) Consensus theory : The public interest is an abstract concept, springing from the process of
making the common good.

1) ZZ1-8§(Kim, 2003) 9] -F-21/d T 7idoll gk =9] Y o]F=(Lee, 2004), o] ARE ¢ H(Lee & Ahn, 2011), Cochran(1974)

o] kel 1=0)2 ulEkO R (Table 1) T4I8H2Ick
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or harmful movements or ideas)+ -&-35.%] 0 A]
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e, wole wodol Al ke
7HAE Ade i AdE= A0 R HOtHDewey,
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F=TAE 3
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Table 2. Research procedure
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step# content
Step 1.
Determine the factors that Literature Review
constitute
Delphi analysis(2 times) Identification of constituent factors, determination of
Stelplz. (The expert group consists of 15 | preliminary question, etc.
Content Validity of Expert panelists) Check content validity
Group
Review of 2 Experts face validity
Step 3. Reviewing the clarity of the item | Review questionnaire
Pilot test (30 people) (15 people in general group, 15 students in graduate school)
Step 4.

imi Onli 315 |
Preliminary study nline survey (315 people)

Exploratory factor analysis, final scale item selection

Step 5. . ' . .
Online survey (800 people Confirmatory factor analysis, model validity test
Main study I urvey ( people) ! y yoIs. vanaiy
Step 6. Validity test in relation to the ) . )
. p. . y . Analysis of correlation between variables
Criteria validity test reference variable
Step 7. Analysis of differences in . . )
. psychometric equivalence analysis
Validity test heterogeneous groups

A5 g8kl 221l
ek

2 5+ AApA= A&(Churchill, 1979)3
Zlig] A (Devellis, 2003, 2012)2] 4% A,
B AAE AZE dolsz 93 HA A%
(Churchill, 1979) 5 A% 7 112]& =313
o of2fgt IS Heket Ak i TAIE X
sto] B3 A4S AsgsttiDevellis, 2003,
2012), o] 9 E2Al= F 11158 0] ZHofstsl
=, 3t S 2AF SAL] s d = skl
Q] sro] B0} S RSto] A% 3}‘2‘13}.

ENE AL EERE

3

=l

AL wrAl e 2017 BAA LS} wrEst z)
AE102 € ol 719 R 31) 7190 2 A

oy
N
)
ol
19
2~
m {
(e}
filo
e s2
o
o

i
o
d T

N

N
e ok
mIOE
§ 3
mn
=

o o

w o

Mo o

M1 a

ool mj—{"

2 B
E)i
®
=l

[t
s
Ol
4
o,

re,
b
i) i)
HF
s
&
m\

SEoHA skt
TH(Table 2) Fi1).

a
o

R |
i, _L] H-l
o
re E 'U
w1

e
2 b
ol
o N
.0

Sl
r-lﬁ o
ok ETS
o
LI {1
rlci _OEL
g ®
o} o
= %

ol
>

ol E%(KERIS) St=sh A H(KISS),

AZgsh AT AFeA 55 o83 2 A
9 o]£4 =95 Tl =& A= o], ‘AFTY
Ao, ‘Ar2] A 71A] | A 9] B-8(Th=e] o] 2]y
T 54 7 sl 221& S5k AAF AR

mi



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

Journal of Public Relations, Vol.23, No.2, Apr, 2019 49

AT TS sk E3F o] 24 =95 Fol ol HES AlFIAL
A R S FEl TRt sHAollA 9] 3¢ 35 9ok AHA Tligel7] e shm ARl AR
3 7ol A E A Gl A9l 7199 CSR &, O] A 27191 27 vk, ARIe] 554 A
AR (citizenship) < Td8k= 8F9] 8211 S5 wlojof T & 4= gl BRIRE FAR =R A
He fdoR HEE & 4 oAtk CSR &4 A A & Sk £ T AE TN, R
T3 gRIgh A} CSRY] 19 82191 “HAIA g, Fel, A A A 59 S 23
A o] 274 TR to] o] o] HAF S x2FsE SIQich
L QIslom ALe] A QY o) £ o7 559 olo] @AY 7191 2] CSRol| gt =7d £, CSR
A A, A A 54 Sx00] 5 Eder Hd b 8Qle® 2EEAL 9= ‘CSR AR,
=L QIQITE R AR Mol o Y = AlE]CsV, ‘AR A43Y, ‘CSR A 5
O 2 ARS|A oft ufje]| ‘FEo] o] o] FAolgh= o] 24 S A A=A A dsksich
ZHdol asiet. WA el sfQle] 7]=H] CSRo| 7|49] ol -5 dolil= 3% B= 7
A 9 Qb o] gk a7t 9lo] CSR 578 % z19] FgolehH, CSVE AR A 270& 7417
& A ' 2450 CSR 54 £ e= A 71949 o] & s sk, A A S st
£ 1SO260005), NSF CSR ¢ld|20)  CSRA|4> A7l 7199 A9 52 YulshH(Poter &
(Schwartz & Carroll, 2003)7) 5= 834t} Kramer, 2006) CSVE Z3l 719AIA 5ol gl

5) 10260002 =4 #735}7]| 7 International Organization for Standardization: ISO) 7} H= A}S) 2 2 Qo] 3t A HEFEA] 4>
el 70707 He =7k tiekeert AR sk A4 7|2 02 28551 )ITh(Bae, 2015). 150260002 71 92| 73 g 250 AH2]
o} o] &9 = glom, 7199 A F Eso] Allof| FakE =L 71 ERF AL R FEkE vk eHlell 0454741017]
o]l 71 43k AFE] o) 2|4 7 e el B 2L A Y B AljISHES TSl ATk 15026000 9] 7| 7]+ 21212
A (Accountability), S8 4d(Transparency), 222 3§%(Ethical behavior), ©]3jaA Ao} o]2] EZ(Respect for stakeholder
interests), AF8] HHF £3(Respect for the rule of law), =4 35 7 F>(Respect for international norms of behavior), Q1 &
Z(Respect for human rights) 5-°]tHISO EH|o|R] Z=x).

6) NSF2] CSR I8l AL 7] 15026000 S-0] $Hat Alsta} kx| ¢k BEo] 9lrhie Hlgo] 9lo] o] . J'z Xl & 7199 Ak
A Mole A Mol 22 Mol o = JLHle] Wrlsk THBae, 2015). A=A Mool 7]¢ © 593} AT

PEOR 7|3 AL S BT S U S9S S ek

)
S~

By

oo for

7) 7N (Carroll, 1991) 2] CSR-2 AA|A 2 A (Economic responsibility), HE2 212 (Legal responsibility), =22 21 (Ethical
responsibility), 41 %] 28] (Philanthropic responsibility) & & LA E]o] QIt). ZAA| & 22 7| o] ALE] AA|EFo] A=A A
B9} Ku]0] A4k HTE Bo) o] 88 BT ORI S-S EalTh MEA 2ol 715lo] 24 TS 2] glo] A7)
ATBHE WA 27 RS Faslof Tk Alolch £:2)4 Al o s AR shok, 7]%lolA) A8 TAUO A 8T
S 85 5 oI A S 71l 5110 g 1ot bl a4 el A
R 731 90, 260 A BT, ek el ® Me, 45 A1 BT 0.2 CSR ol efu]= g o] =1 gt
U] g =




[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

50 =25 27(Public Relations)dl] A S| Z2UM JHiEs} 2 M= JHE H72

Table 3. The sets of collected scales similar to public interest

Construct Collected scales

Common interest Economic responsibility(Caroll, 1979), Legal responsibility(Caroll, 1979), Respect for the interests of
(mutual benefit) stakeholders(ISO26000), Respect for Social Code(ISO26000), Economic performance(NSF CSR Index)

Transparency(ISO26000), Authenticity(Price, Arnould & Deibler, 1995), Social connection(Summers,

@ icati . L
ommunication Gorin, Beretvas & Svinicki, 2005), Transparency(Formbrun, 1997; 2015)

Accountability(ISO26000), Ethical behavior(ISO26000), Ethical responsibility(Caroll, 1979),
Compliance with International Code(ISO26000), Respect for human rights(ISO26000), Sustainability
(KSI'2015), Social Responsibility(Cho, 2006; Yoon & Lee, 2014), CSV(Porter & Kramer, 2011), Social
responsibility(Formbrun, 1997; Fombrun, Ponzi, & Newburry, 2015)

Social value

Philanthropic(Caroll, 1979), CSR evaluation(Maignan & Ferrell, 2001), Voluntary entrepreneurial
activity(NSF CSR index), CSR Trust(Doney & Cannon, 1997), CSR Performance(Kim & Kim, 2010),
Social Contribution(van Herpen et al., 2003), Environmental protection(van Herpen et al., 2003),

Maximize overall utility
(The interests of many

people) Supporting local cultural activities(Sen et al., 2001), consumer protection(van Herpen et al., 2003)
S B SR T 4 AU Al T 213t AFefsto] WHE R = 73S AFAlsk=
= 27 £EolA 71l tigh 4njRte] Q1o g T W8 HEE HAT F3S skl
7190l ok&-& A Aolehs WS, 7o) AHgh
HFof| 7}l 7|9 eth= 1A, 352 7
TebA] b Aoleh= W, 359 oS vkt 7 ZAn}
= U8 59 3= 4813ItHON, 2010), %
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(Kim, 2009; Price, Arnould, & Deibler, 1995). 7o 2 #Wtslo] CVR X574 U A 9=
‘ALSH AEF =74 —FFEMH 719ke] A, 71 Fs] AAsHT, 13 dito] A= & 159
oAl =7l= 2124, 7190 Akslofl &3kch= <l o] st om, CVR A4= 0.49 H|¥HLawshe,
2], 7190l Arlel 2 6}3 k= Q14 71942 1975) 9] 3ol thsiAl= 4 9 A 52 4]
a7 59 24 £ 483K Lee, Darper, 7F 28y = ]l

& Lee, 2001; Suh & Jin, 2008; Summers, 12} dato] Al Aa} 414 Q¢lof| tiste] 474
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Construct evaluate_d as CVR treatment
appropriate
mutual benefit 14 people 0.87 conservation
communication 14 people 0.87 conservation
. ) Supplementar
social value 11 people 0.47 adjustment e y
examples, etc.
Maximize overall utilit
. Y 12 people 0.60 conservation
(The interests of many people)
Table 5. The second results of delphi survey
Number of questions Examples

conservation 31 questions

‘We value the interests of the relevant public (consumers, local residents,
shareholders, media, etc.).’

adjustment 13 questions

‘This organization also takes into account the interests of the general
public like me.’

deletion 7 questions

‘It does not protect the interests of a particular group.’
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Table 6. The results for exploratory factor analysis

item 1 2 3 4
mutual benefit 1 This organization allso takes into account the interests 0351 0199 | —0.032 0192
of the general public.
This organization tries to co-exist with the relevant
mutual benefit 2 public (consumers, local residents, shareholders, 0.489 0.076 | —0.007 0.142
media, etc.).
mutual benefit 4 This Qrganlzatlon fulfills its social responsibilities to the 0682 0,004 | —0.030 0135
public concerned.
mutual benefit 5 This orgamzalhorl\ utilizes thelresources and capabilities 0532 0.074 0.084 0011
of the organization to co-exist.
mutual benefit 6 This organization constantly strives to benefit the public. 0.616 | —0.038 | —0.003 0.201
mutual benefit 7 ThIS organlzatlgrj vcomplles with the law for fair trade 0489 | —0071 | —0.040 0426
in business activities.
accordance with-socialexpectationsand-ethicatnorms:
communication 1 The organization discloses information about consumers 0253 0115 | —0.147 0472
right to know.
communication 2 | This organization does not conceal the truth. 0.218 | —0.081 | —0.076 0.675
communication 3 This organlzatlon communicates openly with the 0263 0.065 0,046 0387
relevant public.
communication 4 The . organization discloses the board’s decision- 0121 0.185 0.067 0.360
making process.
communication 5 This organgnon actively communicates with the 0.190 0.112 0.039 0.385
relevant public.
o } . ) ‘
society:
fatsely-
communication 9 Th|s organization mamAtamsatransparent relationship 0086 | —0.019 0.046 0684
with the relevant public.
communication 10 | ¢ Organization maintains transparency in the| _q o7q | o070 | 0103 | 0731
disclosure of information about related activities.
communication 11 This organization protects the opinions and rights of 0129 0.070 0197 0.402

minorities.
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item 1 2 3 4
communication 12 | IS Organization is not involved in manipulating|  n9, | _g007 | 0153 | 0525
public opinion against the public interest.
o . cociety-
social value 1 iTr]hdlisvci)drgglr;lzatlon does not infringe on the freedom of 0055 | —0.078 0.547 0347
social value 2 ;Pr\iljag}r/ganlzatlon does not infringe on an individual’s —0.069 0.060 0594 0.289
social value 3 Th|§ org.amzatlon does not infringe the personal rights —0173 0.089 0578 0.299
of individuals.
. This organization cares for the socially underprivileged _
social value 4 children, the disabled, the elderly. 0.292 0.004 0.416 0.047
. . . . ‘ i distribut ‘
profits:
social value 6 This organization respects human rights. 0.142 0.118 0.379 0.236
social value 7 ThIS organl;atlon does not disclose public information 0095 0.108 0.486 0.321
without prior consent.
social value 8 This organization supports social security schemes. 0.244 0.124 0.464 | —0.070
sociat-vatue-9 9 Y 0:012 0322 0:396 0:049
emptoyment:
sociat-vatue—++ ‘ ganizat 9 0:288 0:02+ 0:636 | —0-1+10
The |ntpe£;t|seo1f many | this organization fulfills its environmental responsibilities. 0.130 0.714 | —0.102 0.034
The |ntpe£;t|seozf Many | rhis organization does not pollute the environment.| —0.056 0.615 0.039 0.202
The interests of many | This organization produces products and services that 0,070 0768 | —0.067 0.100
people 3 considers the environment. ’ ' ' '
The interests of man The organization takes the lead in technology
cople 4 y development for environmental protection and 0.185 0.719 0.006 | —0.123
peop resource conservation.
The interests of many | This organization protects the physical health of an|
people 5 individual. 0.056 0-615 0.039 0.202
The interests of many | This organization seeks to protect the safety of 0024 0683 | —0.005 0120
people 6 individuals from dangerous substances. ’ ' ' '
The interests of many | This organization strives to maintain public well-being 0110 0.721 0114 | —0.108

people 7

and peace.
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item 1 2 3 4
The interests of many Thls organization strives to protect and manage the ~0.010 0.723 0.187 | —0.075
people 8 disasters.
. ‘ it of thi . e of
peopte 9 sociat-community:
. . . ation fulfills . e
peopte10 commtnity:
. ‘ . ation fulills ) o
peopte—t++ internationat-community:
. ‘ . o ation fulfills . e
peopte+2 next-generation:
. ‘ . L } . ‘ ‘
peopte13 society-ot-the-quatity of ife:
peopte—t4
. . L
peopte-t5 practices-and-strives-to-improve-these-practices:
The interests of many Thl? organization strives to improve the working ~0.029 0.465 0152 0230
people 16 environment.
Initial eigenvalues 21.543 2.049 1.464 1.461
Extraction sums of squared loadings (%) 44.882 4.268 3.050 3.044
Rotation Sums of squared loading (%) 44.882 49.150 52.200 | 55.244
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Table 7. Confirmed factors and questionnaire items
item

mutual benefit 1

This organization also takes into account the interests of the
general public.

‘mutual benefit 1’

mutual benefit 2

This organization tries to co-exist with the relevant public
(consumers, local residents, shareholders, media, etc.).

‘mutual benefit 2’

mutual benefit 4

This organization fulfills its social responsibilities to the public
concerned.

‘mutual benefit 3

mutual benefit 5

This organization utilizes the resources and capabilities of the
organization to co-exist.

‘mutual benefit 4’

mutual benefit 6

This organization constantly strives to benefit the public.

‘mutual benefit 5

mutual benefit 7

This organization complies with the law for fair trade in business
activities.

‘mutual benefit 6’

communication 1

The organization discloses information about consumers’ right
to know.

‘open communication 1’

communication 2

This organization does not conceal the truth.

‘open communication 2’

communication 3

This organization communicates openly with the relevant
public.

‘open communication 3’

communication 4

The organization discloses the board’s decision-making
process.

‘open communication 4’

communication 5

This organization actively communicates with the relevant
public.

‘open communication 5’

communication 9

This organization maintains a transparent relationship with the
relevant public.

‘open communication 6’

communication 10

The organization maintains transparency in the disclosure of
information about related activities.

‘open communication 7’

communication 11

This organization protects the opinions and rights of minorities.

‘open communication 8’

communication 12

This organization is not involved in manipulating public opinion
against the public interest.

‘open communication 9’

social value 1

This organization does not infringe on the freedom of individuals.

‘social justice 1’

social value 2

This organization does not infringe on an individual’s privacy.

‘social justice 2’

social value 3

This organization does not infringe the personal rights of
individuals.

‘social justice 3’

social value 4

This organization cares for the socially underprivileged children,
the disabled, the elderly.

‘social justice 4

social value 6

This organization respects human rights.

‘social justice 5

social value 7

This organization does not disclose public information without
prior consent.

‘social justice 6
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item
social value 8 This organization supports social security schemes. ‘social justice 7'
The interests of man . L _ . I T
people 1 Y | rhis organization fulfills its environmental responsibilities. ‘community interest 1’
The interests of man . o . -
Y | This organization does not pollute the environment. ‘community interest 2

people 2

The interests of many
people 3

This organization produces products and services that considers

. ‘community inter !
the environment. community interest 3

The interests of many
people 4

The organization takes the lead in technology development for

. : . ‘community interest 4’
environmental protection and resource conservation.

The interests of many
people 5

This organization protects the physical health of an individual. ‘community interest 5’

The interests of many
people 6

This organization seeks to protect the safety of individuals from

‘community interest 6
dangerous substances.

The interests of many

This organization strives to maintain public well-being and L
g P 9 ‘community interest 7’

people 7 peace.
The mt;;ce,jfe(g many | this organization strives to protect and manage the disasters. ‘community interest 8’
The |n;2:)e;|tes ?; many | s organization strives to improve the working environment. ‘community interest 9’
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Table 8. Confirmatory factor analysis

Statistic
Unstandardized| standardized CR CR AVE
estimates estimates SE
mutual benefit 1 factor 1 1.000 0.672 0.000 -
mutual benefit 2 factor 1 0.908 0.651 0.054 16.765
mutual benefit 3 factor 1 1.065 0.717 0.059 17.936
mutual benefit 4 factor 1 1.088 0713 0.061 1730 | O 01
mutual benefit 5 factor 1 1.216 0.756 0.065 18.822
mutual benefit 6 factor 1 1.161 0.737 0.064 18.249
open communication 1 factor 2 1.000 0.692 0.000 -
open communication 2 factor 2 1.122 0.739 0.057 19.614
open communication 3 factor 2 1.055 0.748 0.054 19.707
open communication 4 factor 2 0.858 0.615 0.052 16.463
open communication 5 factor 2 0.994 0.723 0.052 19.128 0.9959 | 0.9649
open communication 6 factor 2 1.042 0.749 0.053 19.742
open communication 7 factor 2 1.069 0.765 0.053 20.150
open communication 8 factor 2 1.096 0.695 0.060 18.411
open communication 9 factor 2 1.067 0.712 0.057 18.784
social justice 1 factor 3 1.000 0.763 0.000 -
social justice 2 factor 3 1.001 0.761 0.044 22.834
social justice 3 factor 3 0.882 0.708 0.043 20.397
social justice 4 factor 3 0.857 0.656 0.047 18.325 0.9948 | 0.0650
social justice 5 factor 3 0.971 0.750 0.046 21.221
social justice 6 factor 3 0.830 0.682 0.043 19.296
social justice 7 factor 3 0.813 0.645 0.045 17.881
community interest 1 factor 4 1.000 0.727 0.000 -
community interest 2 factor 4 1.008 0.691 0.052 19.433
community interest 3 factor 4 1.067 0.742 0.052 20.716
community interest 4 factor 4 1.069 0.732 0.052 20.424
community interest 5 factor 4 1.081 0.772 0.050 21.413 0.9962 | 0.9672
community interest 6 factor 4 1.027 0.758 0.049 21.008
community interest 7 factor 4 0.939 0.724 0.047 19.976
community interest 8 factor 4 0.963 0.735 0.047 20.380
community interest 9 factor 4 0.945 0.693 0.049 19.222
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Table 9. Discriminant vaildity of confirmatory factor analysis

59

factor 1 factor 2 factor 3 factor 4
mutual benefit 0.9613 0.544 0.508 0.490
open communication .738** 0.9649 0.580 0.559
social justice 713%* 762** 0.9650 0.550
community interest .700** .748** 742%* 0.9672

**p<0.01

diagonal bottom : correlation coefficient between factors, diagonal top : square of correlation coefficient

The values presented on the diagonal are the AVE values.
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Table 10. Predictive validity(Correlation between ‘public interest’ and ‘organizational-public relations’)

1 2 3 4 5 6 7 8
mutual benefit 1
open communication .738** 1
social justice 713%* 762** 1
community interest .700** 748** T42** 1
commitment .676** .623** .653** .668** 1
satisfaction .622%* .599** .624** .640** .815%* 1
mutual control .605** .689** .605** .684** TJ13%* .682** 1
trust 674** 663** 697** .688** .755** TA4T7** 707** 1

**p< 01
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Table 11. Concurrent validity(Correlation between ‘public interest’ and ‘CSR’)

1 2 3 4 5
mutual benefit 1
open communication .738** 1
social justice 713%* 762*% 1
community interest .700** .748** 742> 1
CSR .632%* .582** .637** .664** 1
**p< 01

A9k 714 ] Ak 2] ol thgh 14]o]u)
7hE AR Ao E Scke B HIIE T
3l 13 B E =8 4= b A0 R Tt
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Figure 1. Higher-order factor analysis
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Table 12. The analysis of high-order factor model
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X2 dar TLI CFI RMSEA SRMR BIC AIC
model 1 1700.730 428 0.905 0.912 0.061 0.038 43300.945 | 42837.169
model 2
. 1702.062 430 0.905 0.912 0.061 0.038 43288.907 | 42834.500
(high-order)
Table 13. Chi square test for model selection
model 2 model 1 Model 2 - Model 1
X2 1702.062 1700.730 1.332
af 430 428 2

Explanation

As a result of the chi square test, p= .51, the null hypothesis can not be rejected.

In this case, the null hypothesis is that ‘there is no difference between the two models’.
There is no difference between the two models.

in this case, through ‘parsimony of model’

the simple model, <model 2> can be selected.

In other words, a chi-square test can select a higher-order factor model <model 2>.

* CFI, RMSEA, SRMR 5 & 9] Z3}te 4=
AREE 7] A= (R 1), (2 2) & A9E 4
glom((Table 12) 1) o]5-L W2 A~
B2t ARE AEEk(3E 13) D). 71o]
Al A7 Aak, (23 2) 7F ApEe] o Fgdt 2
Fo & vehteh, E391AA mo] opd -8
}-t— A3 2421 BIC A4 =3 (2 2) 7}

1) Eeh o 2o ms (W) 7t Ao ¢
‘6]'0}1:]——’ £ 5= Atk((Table 12) Zan), 7
PR 34 A== =29 4719] 39| aglo] PR
Fopgolehs A9l Nd dgehs ua a0l &
U & QU9deth 2 Aol A et Hmis
471] Bkl 2.910] 4919] NES sk YAk

ro
ofs

E/\

L=A| 4) 2f Zah

e 7k ) /El,a -%XgZi 35"J(psychometric

=744 5
equivalence) AARE R3gst=d], ol= 7idE &
L7} oA Eae Aol LA ARE 4= 3
A 215k ZoTti(Kim, 2016). &1 3
o] foll= Ao a9l F27t LLAE &9l
Sk, I thgo ' 89l Falo] US4l
st ZFA o2 A Hao] YA o RS 2

st 2ol

AlE|EA 2 5548 ‘Fe 5YX(configural
invariance)12)’ 02 Hw=0] @ QI -0 tigh 52
A ojHE oz o7 slolsit) o]T Hro] go]
ﬁlﬁfo}fﬂ)«l T oS BlShe 5

¢ SUA(metric invariance)13'#} AH 52

i

o
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Table 14. Fit of model according to gender group

model X2 ar p RMSEA CFI TLI
configural(male) 2288.475 856 0.0000 0.065 0.901 0.893

metric 2319.917 883 0.0000 0.064 0.901 0.896

scalar 2361.195 914 0.0000 0.063 0.900 0.898

Table 15. x 2 Difference test (configural VS. Metric)

Null hypothesis

Alternative hypothesis

simple model / metric invariance

complex model / configural invariance

2319.917

2288.475

af

883

856

Table 16. x 2 Difference test (Metric VS. Scalar)

Null hypothesis

Alternative hypothesis

simple model / scalar invariance

complex model / metric invariance

X2 2361.195 2319.917
ar 914 883
Table 17. Psychometric Equivalence: Gender group
model Ax2 Adf P ARMSEA ACFI interpretation
configural VS. metric 31.442 27 0.25 —0.001 0 equivalency
metric VS. scalar 41.278 31 0.10 —0.001 —0.001 equivalency
12) ¥l 5 YU (configural invariance)- ¢k Z7Ho] 291 F-Z(factor structure) 7} -2 5 Elsh= A o2, ot 7] 2.219]
AN47h AL, 21 81k 5 WS 7he) T} ek 212 julick wiek o] mae] Agiwst £ ki, 54 YA A4
IS Z3Pe 4= YIekKim, 2016). Siushd Fej| 59/ 2P 9] A= $4] dvhs 242 2 Jd W) 2350 =% A/t=rt

£7) Shrhe RS SjulsbALt 2t Wek el f0l A7k MR chErkt 28 ojojs] uRolchMead & Kroustalis, 2006:

Meade., Johnson, & Braddy, 2008)

13) 27 T9) U4 28 metric invariance) & Fe) S Aol 4] ek 7 21 Zo] M ek Ak constraind & H5A
S ASHS: EIEHS Splts FASKS 847 SO 012 oo AR S92 B2 AL K

o} 22, Aok sstolt o] AFHE} pro] Lhika|] GRerh 27 18] Bl4o] ZAIsHE AoltHKim, 2016).
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AHE ERIet= e YH(EH) 5L (scalar ({Table 15) &),
invariance)14)’& A= HAGHKBollen, 1989), 24 A FUAo| FEERenZ R T
ofuf, 7} wHlo] Flo|AlF AT 5= Fal BH A U HHS AP 4= 9lom sl Al
ng Zof g mds wdsto] Aeidt 4= ik A7 Axt, Z17Fo] A3 kel thste] A 54
2 Aol 7kt PR 524 ol tste] o] o] gt ¥l A& ERISIATH(Table 16) 1), &
A oA FUsHA AME- 7HEeAIE dokE A= oA AQ] B0 Htholl A= P, 991 F
A A Aol A QIGREAISH] Ae Hem W Sk, HH 5o U AR T At
o] Egxl= A Ao & HAS APt 4= AR 15
A Ao s JLEsto] 217k mdlgstal, 3
B 5UdS BRIt ATt x* = 22884758 1Y
o] Az el Fsirt= 7S 7128 IAIRt CFI A=
0.901, RMSEA 0,065, SRMR 0,045°.2 Z3He
A7t mgol] Hghsh= A& ERIFch ¥ 15 PR 22| H& dAo] opd Ak] ZAof o]¢]o]
OF WpE 717F A WO A ApF 5 HE WP R 85 2S B3R SI%t) 17
3 Pl TLgol FEE S o = AUk U PR 220] 355 sk, 49 e A
Fef sUo] gHEglon®E thE TRl & N4 9] 75524 =05 F&E 1 ATo| FHE]
d 99 YA e Y 5 Ak, o] v|ze] o] Elof i, whha] 2 A-tellAl=
2016). ZrolAlRG A4 At dd ol st PRO| 35| A% o]9], 3359 0] 55 |
Z17e] Hcto| A ARG HEof tiste] @9l Fot S =OJ3ho R PRO| FE ALSl o) gk AL A
gol s, 24 o¢] Tl FEE Tt A4 & PRE| &g gl 141 AEA 3= A

14) AHFYA H A (scalar invariance)-2 S5 A A] o] TEH AFefol| A ok 7+ AH7 o] I Zth= Al2K constraint) 2

SfabA| ek o]t ZTSREUA ] 2 AT BRI 2 Thol Al Bl AE S AAIRItkKim, 2016). %, A2k HYgol=
w59] 2gher} v A ghomw, Aope ek mee Ae, dHF Aol ShEka 2 5 glck

15) 24 ©9] 5UA 2L Z2re] Aol 22) Rajglo] B Pk AloKconstraind & 71 o] KRFITE. Aok Tatrhs
22 FAoHe B4} FolEi o] 1 uteh) AH st 5715H B o] AREL UmAlA) Sk oju), Aok Zhe meQl =
%) 99] 54 male] A3hErh o] LA ) SR=The, % FlolA1 A4 glo] o] 715 sh=rhel 2 B9] o] =
Asks Aolck Agame] F7te] ulste] mRo] AtEr LhibA=A] tet Beke 7 A4S B3] THTHKim, 2016).

(Table 15> 8 53l 9fe) 504 wajah 24 wh9] 5U4 maol wlmol i 457427 S7Hsgelw 279 Aol7h 2 &
ofLbA g0 R 274 B9l FUNO] HUT AL AT 4 om, 22 BA A A3k p= 2507, GHES 714 4 gl

O
ol 7147 ) 23] Hol7h e oloh, el ol o et 2 SN ] et 2ol A
o 2 =gl S 99 54 maolth 54 vl BUA o] ks Ao Tt 4 ik
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L

= R S

< H3E St oo PR ¥l 7HESE 1@l of ARE|A ZEA] | ‘upg gellA o] Fof 0= A
A4 Ag Bet 23 12 Feaigle rt, o]F PR Feld =g 7hdetarat PR 3¢
o, ol& Fall 34 NS A 29l =& A VY =olE o|BEH o g e A8
3L, PR A7 o2 jdS sl g s HaL olel-fAke o) 24 £ =staith
A=} oluj GAF HE=FE CSR, CSV, AlF] AAA, 2o,

& - N A HES Bl Feldol o AB1A AAZE, £/ Fol E8E it o] el
st 7HEA olg Aelet At 7i1e] o]efef g 15919 PR A7 tid-0. 2 stof dufo] A}
th=o] o]e] G- w84 A A, Akl A9 £ AABe] Y B s SRl wigkon] AR &
T FEY olof, ABlA ofxpe] Ho QIO A gk AR o] % Sl HIAEE SO AEAlE
BHA 718 B 5 ARSI TR tigt A, 5 ASIGITE o] 2eERjle R JAJste] ofjH] AL
2abukd) Aol Fof ‘wpgakel Folg Ad 5 Hagste] 315702 ARE Akt o] =
o] A== AS o 4= ATk Tl Jidel AL AT Hio 2 B 2atel S8k 2|F Felel
gk oheFel Iol A9 of ] SAES] =] ®B3H . 3UH B AT 4= %loH, 800l thEk =
st AeEjs)] 2ot ol8 Bl A Ee 2 BE AT 2 a9 B EkIF a9 B
A QL2 - T o)F - T ol F/ARA - 1H A A 99l BA S FAA B4 5o A
/AR R - P2/ HE - AYE - PR £ 53l Aol et el =8 AR A= 1A
Fol2 5o T o7 FRES|A AYE 4= it AE Aelehd okt 2t

Jdd), o= g 7] It 2= Fol JidS AR, FshA =98 Tl o|BH o= 54
LI el 4= glom o gt 7R S wE 7] 7} 3F9] f2lo] PR Fel4g 7ide] skl aglos
Hob= gold S B 488 o) o4 7 A= B 23S B o|2H o R =olH
o] F=%cKCochran, 1974). AAA Wit 470 319 &20] thal], PREA}F E ARALR LA
I S o s RS 3o Aol 1 F A AE7E Feto] duto] FA-E 23] zlgisto], AE
S S o I NS BF 851 7HE9] oS 4=Hsto] 471 81, F 4871 £l
tl(Lee & Ahn, 2011) o= A58 HHO R tf ofjp] £5h0 8 mE&E|Qlr} o] T2 AxE 8 A
o] o] FAYA7|A] oA E JHQl W FThe] W 3o NS Bl =5 Tl 4 adl
olojo] ZIIEEE o0 FAlof RIS A4 2 AR Ego] 243135 Atolof lo] F2l4 7N
I QJtKPresthus, 1975). & A+ oA & Hol| A& E ERIT 4= At o] ofn] =
TS Bl A Hs) I AAE SHIE AL 2 2AS BAE A4S Bl PR 3l HE
I S-S AHES o) BF 8ol o] BidE=E Ut 471 83, F 3171 w30l

ol2xog ol /d HA 58 FF ©l FE Hr FPOoR wEEon HFHoR I
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5, 2 AT oA AR AR T FHS evlrlo] Akl A SR £eld
oVg fae] /1A AAE FRSk, ol PR 9 ol obd S glnk B A7 Ba B T
o F=sto] PR W W5e] HEE AT 89l % G ARUARITO) F, A, A
Ol PR AT R ARUAIH AN ZA TG I, o 23 34 S| AT £Yo| T30l
o] 7Ksstck. PRE] AT AtelA BIH 7B ghtl, PR AR HOIA ol A 74
of Ut =0l5o] A&HGARE oY el = AFo) Ate] ol Eel] ulw g 4 9)
sgroR Foly Aol AR FYEA Qote b FEOR B4 ik w3 22| Yrolrlo] 7

.‘i
M AFA dts 28 AToiM = 284 —/F gl oA AR o ZetolHA] 5o ZAOf 2le]

S U gl gol Tl BAl] teiaE ol
S 4 A 2 FUE PR B A5I 2 ST, i) olerg duse g
HEE 218 4 9lom o] Mk FFIIPR BO] A 7S 45 4 G 019 A5 74
4 tmoloh g o] 4= 9let, Hol7lel Fruelo] 2ol tixe ge) 54

A, 2 A A Y A e Ae] o= 2 Hwrh 48 4= ole,
ok e WAk AAEIT VIEe) HE A PR Bl o] 9 AU HEL A% T
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A S £ AN EASISITY BaT PR Bl A} A7k o1t st
o HobA A vito® of@Aom Fo| o, Fold el 24 1k W v, 4%
A AGE AR ol MEAES R T A B ek W A A o)%e) AR A7t
3l Gulo] £ALZ UAsle], EEIIES AW S5 AT AR ol gl 2 AT PR
of iz eot A9 S AASHATE ol /B AA =, B Aol Qlof Tk Mk} phist ool
B AU U2 B AEWI 25 AR A2 0 ol8a1 R, PR RISl A1)
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R 2 A0 b AR QS HRE Ol o] HE TR UshE of S ¢l 9] F) =



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

oflofo} 5}7ick
2410] AleY, 22 7k ARUA ] FaAo]
e PRE(EZTAEH Y JTL B | A

3n

o1 o S| h o 1
E5 &9l PREY| tigk AFE] A 7R Hot 2als]
sh= 2RRo] ofd 4= gitt BERt]Q|(Bourdieu,

1989)+= =4 Qul= E4j9] S Sk
AR Z83hta BQTHKim, 2007). PRE|
Zpxle] 24 olulE ZH=th= 22 AL Qlof|A] &}
A19] 7S SRtz ZlolH, o)A Af4lo] 7}
A 3L Q= AP B A SHH B Floft}, o] 2pEo] 7]

Hro] o] A des da = A Hedl o=t A

Journal of Public Relations, Vol.23, No.2, Apr, 2019 69

PAL 7o B o ApslelA] bl ojulE
S5t ek,

PoNA 229 o]elS 93t BES FHH R
7] wito]7| = SHA|TE, S ApA|of| A A of
3l A F7PA] Zglom o] 24 oJulE Al
2 HEATA TS el oA PRY] E4)
ouE ARH R AYSIA7]= 2A¢lo] Hast
t}. ‘Public Relations & o] |2 ‘35 A
2 Fo] WHstaLa} sk =07} o HEE ISl
(Shin et al,, 2017). PR 324 7da} 2= 7t
A7t PR T WA =] YT} TlEo] PRO|

B
>
1)
X
)
r o)
T
s
o
:oé
ﬁ
(o]
©
filo
k]

WA 7N AR TS 4R,
1



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

70 =25 27|(Public Relations)oll Q{AMS| B2l JHEst 2

References

Applbaum, A. (1999). Ethics for adversaries: The morality of
roles in public and professional life. Princeton, NJ:

Princeton University Press.

Bae, J. (2015). Corporate Social Responsibility. Understanding

CSR. Seoul: Communicationbooks.

Bae, J,, & Cho, S. (2011). Trends in Corporate Social
Responsibility (CSR) research: Content analysis
of major Korean journals from 1997 to 2010. The
Korean Journal of Advertising, 22(6), 127-159.

Barone, M. J., Miyazaki, A. D., & Taylor, K. A. (2000). The
influence of cause-related marketing on
consumer choice: does one good turn deserve
another?. Journal of the academy of marketing Science,
28(2), 248-2062.

Bernays, E. (1936, September). Freedom of propaganda.
Viital Speeches of the Day, 744-T746.

Bernays, E. (2005). This business of propaganda. The

Independent, 121(4083), 198-199. (Originally
published in 1928)

Bollen, K. A. (1989). A new incremental fit index for
general structural equation models. Sociological
Methods & Research, 17(3), 303-316.

Boomsma, A. (2000). Reporting analyses of covariance
structures. Structural equation modeling, 7(3),
461-483.

Bourdieu, P. (1989). Social space and symbolic power.
Sociological Theory, 7(1), 14-25.
Bowen, H. R., & Johnson, F. E. (1953). Social responsibility of

the businessman. Harper.

Bozeman, B. (2007). Public values and public interest:
Counterbalancing economic individualism. Washington,

DC:Georgetown University Press.

Calhoun, L. (1998). A critique of group loyalty. The
Independent Review, 3(1), 5-19.

Carmines, E. G., & Zeller, R. A. (1979). Reliability and

= R S

validity assessment (Vol. 17). Sage publications.

Cassinelli, C. W. (1962). The public interest in political
ethics. In C. J. Friedrich (Ed.), The public interest
(pp. 44-53).New York, NY: Atherton Press.

Carroll, A. B. (1979). A three-dimensional conceptual
model of corporate performance. Academy of
Management Review, 4(4), 497-505.

Carroll, A. B. (1991). The pyramid of corporate social
responsibility: Toward the moral management of
organizational stakeholders. Business Horigons,
34(4), 39-49.

Clark, L. A., & Watson, D. (1995). Constructing validity:
Basic issues in objective scale development.
Psychological Assessment, 7(3), 309.

Cochran, C. E. (1974). Political science and the public
interest. The Journal of Politics, 36(2), 327-355.

Cocking, D., & Kennett, J. (2003). Friendship and role
morality. In K. Chong, T. Sor-hoon, & C. L. Ten
(Eds.), The moral circle and the self: Chinese and
Western approaches (pp. 61-73). Chicago, IL: Open

Court.

Chei, M., & Lee, J. (2017). Analysis of structural
relationship among instructional quality,
academic emotions, perceived achievement and
learning satisfaction in offline and online

university lectutes. Journal of Korean Association for

Educational Information and Media, 23(3), 523-548.
Cho, C. (2015). Statistical analysis of SPSS | AMOS

utilization structural equation model. Seoul: Cheoram.

Cho, H. (2006). Focusing on charity-based versus
function-based cause activities = how consumer
perceptions of differential corporate cause
activities affect their cognitive responses to brand
advertising. Journal of Public Relations, 10(1), 5-39.

Choi, H. (2009). An alternative approach to PR as secking
an ideal and social practice. The Korean Journal of
Adyertising and Public Relations, 11(2), 71-99.

Choli, J., & Jo, S. (2017). A study on government-public

relationship dimensions in Korea. Journal of Public



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

Relations Research, 21(1), 54-96.

Choi, S. (1999). The celebration. Administrative Law
Research, 5, 358-359.

Choi, S. (2002) Public interest theory. Seoul: Seoul National

University Press. (Korean)
Choi, Y. (1992). PR theory. Seoul: Nanam.

Choti, Y. (1997). A study on broadeasting public interest:
Broadeasting public interest and deliberation system.

Seoul: Communicationbooks.

Chot, Y. (2000). Structural equation model. Seoul:

muycog-gycongycongsa.

Churchill Jr, G. A. (1979). A paradigm for developing
better measures of marketing constructs. Journal of
Marketing Research, 16(1), 64-73.

Cronbach, L. J., & Mechl, P. E. (1955). Construct validity
in psychological tests. Psychological Bulletin, 52(4),
281-302.

Cutlip, S., Center, A., & Broom, G. (2000). Effective public
relations (8th ed). New Jersey: Prenice Hall.

Deephouse, D. L. (2000). Media reputation as a strategic
resource: An integration of mass communication
and resource based theoties. Journal of Management,
26,1091-1112.

DeVellis, R. F. (2003/2012). Scale development: Theory and
applications. Applied social research methods series.
Bickman, L. and DJ Rog.

Dewey, J. (1927). The public and its problems. New York, NY:
Holt.

Douglas, B. (1980). The common good and the public
interest. Political Theory, 8, 103-117.

Downs, A. (1962). The public interest: Its meaning in a
democtacy. Social Research, 29, 1-36

Ehling, W. P. (1992). Public relations education and
professionalism. In J. E. Grunig, (Ed.), Excellence
in public relations and communications management (pp.
439-464). Hillsdale, NJ: Lawrence Erlbaum

Associates

Journal of Public Relations, Vol.23, No.2, Apr, 2019 71

Floyd, F. J., & Widaman, K. F. (1995). Factor analysis in
the development and refinement of clinical
assessment instruments. Psychological Assessment,
7(3), 286-299.

Fitch, K., & Surma, A. (2006). The challenges of
international education: Developing a public
relations unit for the Asian region. Journal of
University Teaching and Learning Practice, 3(2),
104-113.

Fombrun, C. J. (1997). Three pillars of corporate
citizenship: Ethics, social benefit, profitability.
Corporate global citizenship: Doing business in the
public eye, 27-61.

Fombrun, C. J., Ponzi, L. J., & Newburry, W. (2015).
Stakeholder tracking and analysis: The RepTrak®
system for measuring corporate reputation.
Corporate Reputation Review, 18(1), 3-24.

Fombrun, C. J. (2007). List of lists: A compilation of
international corporate reputation ratings.
Corporate Reputation Review, 10(2), 144-153.

Foucalt, M. (1980). Power/ knowledge. New York, NY:

Pantheon.

Gorsuch, R. L. (1990). Common factor analysis versus
component analysis: Some well and little known
facts. Multivariate Behavioral Research, 25(1), 33-39.

Grunig, J. E. (1983). Basic research provides knowledge
that makes evaluation possible. Public Relations
Quarterly, 28(3), 28-32.

Grunig, J. E., & Huang, Y. H. (2000). From organizational
effectiveness to relationship indicators:
Antecedents of relationships, public relations
strategies, and relationship outcomes. Public
relations as relationship management: A relational
approach to the study and practice of public relations,
23-53.

Grunig, J. E., & Hunt, T. (1984). Managing public relations.
New York, NY: Harcourt Brace Jovanovich
College Publishers.

Grunig, J. E., & White, J. (1992). The effect of worldviews



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

72 =25 27|(Public Relations)oll Q{AMS| B2l JHEst 2

on public relations. In J. E. Grunig (Ed.),
Excellence in public relations and communications
management (pp. 31-64). Hillsdale, NJ: Lawrence

Erlbaum Associates, Publisher.

Habermas, J. (1991). The structural transformation of the public
sphere. Cambridge, MA: The MIT Press

Hair Jr, J. F., Anderson, R. E., Tatham, R. L., & William,
C. (1995). Multivariate data analysis with readings.
New Jersy: Prentice Hall.

Han, E., & Ryu. E. (2003). A study on the corporate social
responsibility influencing of the purchasing
intention. Advertising Research, 60, 155-177.

Harlow, R. F. (1976). Building a public relations definition.
Public Relations Review, 2(4), 34-42.

Heath, R. L. (2001). A rhetorical enactment rationale for
public relations: The good organization

communicating well. Journal of Public Relations
Research, 12(1), 69-91.

Jahansoozi, ]. (2006). Organization-stakeholder
relationships: Exploring trust and transparency.
Journal of Management Development, 25(10), 942-955.

Jeong, H. (2013). The four major dilemmas of CSR in
Korea based on public opinion. CSR Monitor, 1,
8-20.

Kang, Y. (2008). Understanding and Application of
Delphi Technique. Korea Employment Development
Institute for the Disabled, 12, 1-17.

Kang, J. (2009). The re-conceptualization of ‘pubic
interest’ in a convergence age. Journal of
Broadeasting and Telecommunications Research, 69,

9-41.

Kang, J. (2017). Harmony between the pursuits of
personal and public interests in bentham’s
utilitarianism. Journal Of Benzhan Philosophical
Society, 86, 299-326.

Kang, H. (2007). A new model for the distinctivness of
PSB. Journal of Broadeasting and Telecommunications
Research, 7-33.

= R S

Kim, A., Tack, H., & Lee, C. (2010). The development and
validation of a learning flow scale for adults. The
Korean Journal of Educational Psychology, 24(1),
39-59.

Kim, A. (2016). Affective scale development. Korean Education
& Psychology Institute, Unpublished material.

Kim, H. (2002). Legal basis in administration and grounds
for public interest judgment in constitution.
Korean Public Administration Quarterly, 14(3),
557-579.

Kim, H. (2013). Statistical analysis completed by yourself. Seoul:

Academician.

Kim, J. (2003). Philosophical and institutional analysis of
public interest on broadcasting. Broadcasting &

Commaunication, 6-31.

Kim, P. (2008). A concept of media-environment and its
policy implications: Focusing on the policy
discussions concerning the public interest idea.
Korean Jounrnal of Commmunication & Information,
43(3), 152-172.

Kim, S. (2007). Philosophy and ideology of public
broadcasting in the age of digital multimedia.
Korean Journal of Communication & Information,
Academic conference, 49-T7.

Kim, S. (2009). Is salespersons’ service faked or
authentic?: The effects of authenticity perceived
by customers about salespersons’ emotional labor
on service quality evaluation. Journal of Korean
Marketing Association, 24(3), 1-33. (Korean)

Kim, S., & Kim,, J. (2010). The effect of corporate social
responsibility on corporate image: The role of
spillover effect and negativity effect based on
CSR dimensions. Asia Marketing Journal, 11(4),
49-67.

Kim, S., & Kim, Y. (2013) Korean public relations
practitioners’ perceptions of “public relations”
and “corporate social responsibility” an
exploratory study. Journal of Public Relations, 17(1),
5-38.



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

Kim, S. (2016). Fundamentals and extensions of structural
equation modeling: With Mplus examples. Seoul:
Hakjisa.

Kim, S. (2001). A reconsideration of public interest in the

era of digital broadcasting and open market.
Journal of Commmunication Science, 1(2), 70-103.

Kim, Y. (2001). Utilizing reputation for solving the
accountability problem of public relations in
fortune 500 companies. Journal of Public Relations,

5(1), 5-32.

Kim, Y. (2003). Public relations communications integrating
system, rhetorical, and critical theories. Seoul: Ewha

University Press.

Kim. Y. (2005). The convergence of Habermas:
Communicative action theory and public
relations. Korean Journal of Communication &
Information, 89-119.

Kim, Y. (2010). For propaganda or public interest?:
Suggesting a new government advertising system
through problem analyses. Communication Theories,
6(1), 295-336.

Kim, Y., et al. (2018) Digital society and PR ethics. Seoul:

Communicationbooks.

Kline, R. B. (2011). Principles and practice of structural equation
modeling. New York, NY: The Guilford Press.

Koh, K. (2013). Culture, literature : The Gesture of the gift
; A discourse-centered approach to corporate
social responsibility. Cross-Cultural Studies, 30,
31-51.

Kwon, S. (2007). A sociological approach to corporate
social responsibility: Is it possible for corporate
and public interests to be compatible with each
other?. Jonrnal of Social Thonghts and Culture, 15(0),
253-278.

Lattimore, D., Baskin, O., Heiman, S. T., & Toth, E. L.
(2009). Public relations: The profession and the practice.
New York, NY: McGraw-Hill.

Lawshe, C. H.(1975). A quantitative approach to content
validity. Personnel Psychology, 28(4), 563-575.

Journal of Public Relations, Vol.23, No.2, Apr, 2019 73

L’Etang, J. (1997). Public relations and the rhetorical
dilemma: Legitimate ‘perspectives’, persuasion, or
pandering?[Eatlier version of this paper was
presented at the UK Public Relations Educators’
Forum (1996: Plymouth, England)]. Australian
Journal of Communication, 24(2), 33-53.

Lee, C. (2013). A theoretical examination of the concept
of public value in public service broadcasting.
Media & Society, 21(1), 74-135.

Lee, H. (2014). What is Michael Sandel’s justice. Seoul: Wise
Berry.

Lee, H., & Jo, S. (2006) A exploratory study on perspective
of practitioners, instructors, and general public
on social role of public relations. Jounal of Public
Relations, 10(2), 89-124.

Lee, H., & Lim, J. (2011). Structural equation model analysis
and AMOS 18.0 / 19.0. Seoul: Jibhyeonjae.

Lee, J. (2004). Publicness and Public Interest. Seou/
Association for Public Administration Forum, 32-33.

Lee, J. (2011). PR for philosophy of social responsibility
and exploratory research: Mainly in western
philosophy. The Korean Journal of Advertising and
Public Relations, 13(3), 387-416.

Lee, J., & Cha, H. (2008). The effect of
organization-public relationships and public
frame on corporate reputation: Focused on the
issue about the Hyundai Motor Company. Korean
Journal of Journalism & Communication Studies, 52(6),
258-281.

Lee, K., & Ahn, B. (2011). A study on the concept of
public interest in Korea: Focus on the content
analysis of law related to public interest. korean
Policy Sciences Review, 15(2), 1-27.

Lee, S. (2007). The moral economy of shareholders: A
study of socially responsible investment in the
US. Korean Journal of Sociology, 41(5), 197-231.

Lee, S. (2001) The advent of civil society and corporate
response. The Korean Society for Sociology, Other
Publications, 21-38.



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

74 =25 27|(Public Relations)oll Q{AMS| B2l JHEst 2

Lee, S., & Kim, C. (2006). Public interest and competition:
An eonomic analysis of the public interest in the

era of convergence. Journal of Cybercommunication
Academic Society, 17, 77-114.

Lee, S. (2000). Fundamentals of factor analysis. Seoul:

Education Science.

Lee, S. (2002). Public and private views of Korea and the

Orient and modern transformation. A Study of
Political Thought, 6, 45-65.

Lee, R. M., Draper, M., & Lee, S. (2001). Social
connectedness, dysfunctional interpersonal
behaviors, and psychological distress: Testing a
mediator model. Journal of Counseling Psychology,
48(3), 310-318.

Lim, J. (2016). On welfare of utilitarianism of Mill: In the
perspective of welfare of working classes in Mill’s
Principles of political economy. Journal of the New
Korean Philosophical Association, 83, 275-293.

Loo, R.(2002). The Delphi method: A powerful tool for
strategic management. Policing: An International
Journal of Police Strategies & Management, 25(4),
762-769.

Maignan, 1., & Ferrell, O. C. (2001). Corporate citizenship
as a marketing instrument: Concepts, evidence
and research directions. Eurgpean Journal of
Marketing, 35(3/4), 457-484.

Mirquez, A., & Fombrun, C. J. (2005). Measuring

corporate social responsibility. Corporate
Reputation Review, 7(4), 304-308.

McDonald, R. P., & Ho, M. H. R. (2002). Principles and
practice in reporting structural equation analyses.
Psychological Methods, 7(1), 64-82.

Meade, A. W., Johnson, E. C., & Braddy, P. W. (2008).
Power and sensitivity of alternative fit indices in
tests of measurement invariance. Journal of applied
psychology, 93(3), 568-592.

Meade, A. W., & Kroustalis, C. M. (2006). Problems with

item parceling for confirmatory factor analytic

tests of measurement invariance. Organizational

= R S

Research Methods, 9(3), 369-403.

Mill, J. S. (2002). The basic writings of John Stuart Mill: On
liberty, the subjection of women, and utilitarianism. NY':
The Modern Library. (Original work published
1863)

Moon, B., & Rhee, Y. (2011). Two different faces of
organization-public relationships in public
relations: Measurement of the negative relational
characteristics. Korean Journal of Journalism &
Communication Studies, 55(5), 416-447.

Moon, B., & Rhee, Y. (2012). Publics’ communication
behavior as organization-public relationship
outcome in public relations. Korean Journal of
Journalism & Communication Studies, 56(2),
167-197.

Motion, J., & Leitch, S. (1996). A discursive perspective
from New Zealand: Another world view. Public
Relations Review, 22(3), 297-309.

Newsome, D., Scott, A., & Turk, J. V. (1992). This is PR:
The realities of public relations. Belmont, CA:
Wadsworth.

Oh, D. (1991). PR communication theory. Seoul; Nanam.

Oh, M. (2010). The effect of tobacco company’s strategic
CSR activities on the corporate image,
company-public relationship, and attitude. Journal
of Public Relations, 14(1), 217-260.

Paraskevas, A., & Saunders, M. N. K. (2012). Beyond
consensus: An alternative use of Delphi enquity
in hospitality research. International Journal of
Contemporary Hospitality Management, 24(6),
907-924.

Park, T. (1990). Political administration in public interest. Seoul:
Daeyoung.
Park, T. (2007). Everyday public philosophy 1. Korean

Academic Information.
Pfiffner, J. M., & Presthus, R. V. (1953). Public

administration (3rd ed). New York, NY: Ronald
Press Co.



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

Porter, M. E., & Kramer, M. R. (2006). The link between
competitive advantage and corporate social
responsibility. Harvard Business Review, 84(12),
78-92.

Porter, M. E., & Kramer, M. R. (2011). The big idea:
Creating shared value. Harvard Business Review,
89(1), 2-17.

Prethus, Robett. (1975). Public administraion (6th ed). New
York, NY: The Ronald Press Company.

Preacher, K. J., Zhang, G., Kim, C., & Mels, G. (2013).
Choosing the optimal number of factors in
exploratory factor analysis: A model selection
perspective. Multivariate Behavioral Research, 48(1),
28-56.

Price, L. L., Arnould, E. J., & Deibler, S. L. (1995).
Consumers’ emotional responses to service
encounters: the influence of the service provider.
International Jonrnal of Service Industry Management,
6(3), 34-063.

Public Relations Society of America. PRSA Member
Statement of Professional Values. Retrieved from
http:/ /www.prsa.org/ AboutPRSA /Ethics/Cod
cEnglish/

Radtke, R. R. (2007). Role morality in the accounting
profession: How do we compare to physicians
and attorneys?. Journal of Business Ethics, 79,
279-297.

Rawls, J. (2009). A theory of justice: Revised edition. Harvard

university press.

Redford, E. S. (1954). The protection of the public interest
with special reference to administrative
regulation. American Political Science Review, 48(4),

1103-1113.

Rhee, Y. (2007). The formation of social capital and the
role of public relations. Korean Jonrnal of Jonrnalism

& Communication Studies, Academic conference, 53-53.

Sandel, M. J. (2010). Justice: What's the right thing to do?.

Macmillan.

Schubert, G. A. (1960). The public interest: A critique of the

Journal of Public Relations, Vol.23, No.2, Apr, 2019 75

theory of a political concept. Free Press.

Schwartz, M. S., & Carroll, A. B. (2003). Corporate social
responsibility: A three-domain approach. Business
Ethics Quarterly, 13(4), 503-530.

Sen, S., & Bhattacharya, C. B. (2001). Does doing good
always lead to doing better? Consumer reactions
to corporate social responsibility. Journal of
marketing Research, 38(2), 225-243.

Shin, H. (2015). Strategic communication. Seoul:

Communicationbooks.

Shin, H., Moon, B,, Jo, S., Rhee, Y., Kim, Y., & Cha, H.
(2017). Public relations handbook. Seoul:

Commnicationbooks.

Shin, H., Lee, D., & Jo, S. (2011). Po/icy PR. Seoul:

Commnicationbooks.

Shin, H., & Cha, H. (2000). A study on the necessity and
direction of the code of ethics for PR
specialization in Korea. Journal of Public Relations,
4(2), 232-258.

Song, J. (2009). SPSS/AMOS statistical analysis method for
writing a paper. Seoul: 21C.

Sorauf, F. J. (1962). The conceptual muddle. The public

interest.

Stephenson, H. (1971). Principles and practice. NY:
McGraw-Hill book Company.

Stoker, K., & Stoker, M. (2012). The paradox of public
interest: How serving individual superior interests
fulfill public relations’ obligation to the public
interest. Journal of Mass Media Ethics, 27(1), 31-45.

Suh, K., & Jin, Y. (2008). The influence of the CSR type
on corporate reputation, social connectedness,
and purchase intention: An empirical study of
university students. The Korean Journal of
Advertising, 19(4), 149-163.

Summers, J. J., Gorin, J. S., Beretvas, S. N., & Svinicki, M.
D. (2005). Evaluating collaborative learning and
community. The Journal of Experimental Education,
73(3), 165-188.



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

76 ZZ E7|(Public Relations)ofl U0IAQ] ZIA 7HE5t L

Sung, T. (2002). Validity and Reliability (Revised). Seoul:
Hakjisa.

Trujillo, N., & Toth, E. L. (1987). Organizational
perspectives for public relations research and
practice. Management Co jcation Quarterly, 1(2),

199-231.

Truman, D. B. (1951). The governmental process: Public interests
and public opinion. New York, NY: Alfred A
Knopf.

Van Herpen, E., Pennings, J. M., & Meulenberg, M. T.
(2003). Consumers’ evaluations of socially
responsible activities in retailing (No.
1825-2016-147062).

West, S. G., Taylor, A. B., & Wu, W. (2012). Model fit and
model selection in structural equation modeling.
In R. H. Hoyle (Ed.), Handbook of structural equation
modeling (pp. 209-231). New York, NY: The
Guilford Press.

Weaver, K. C., Motion, J., & Roper, J. (2004). From
propaganda to discourse (and back again): Truth,
power, thepublic interest, and public relations. In
J. L’Etang & M. Pieczka (Eds.), Public relations:
Critical debates and contemporary practice (pp. 7-22).
Mahwah, NJ: Lawrence Erlbaum Associates.

Wilcox, D. L., Ault, P. H., Agee, W. K. & Cameron, G. T.
(2000). Public relations: Strategies and tactics (6th ed).
New Yor, NYk: Addison Wesley Longman.

Woo, J. (2012). Concept and nnderstanding of structural equation

M Jher ol

model. Seoul: Hannarae Publishing Company.
Yim, J. (2008). The kantian ethical approach to conceptual

derivation of public interests in the television
industry and policy discourse. Korean Journal of
Journalism & Communication Studies, 52(0),
282-299.

Yoon, K., & Lee, E. (2014). A comparitive study on the
effects of CSR and CSV: The moderating role of
self-efficacy and message involvement. The Korean
Journal of Advertising, 25(2), 53-72.

Yoon, K., & Seo, S. (2003). The influence of corporate
advertising and social responsibility activities on
corporate image and brand attitudes. Adbvertising
Research, 61, 47-72.

Yoon, K., & Jo, J. (2007). The factors that affect
consume’s perceptions of corporate social
responsibility activities. Advertising Research, 75,
163-186.

Yoo, M., & Go, S. (2001). Public interest and social equity
as guiding norms of policy - making, Social Science
Review, 40(1). 139-162.

ISO homepage. https://www.iso.otg/home.html

|z &0 20184 12€ 07
== SAIY 20199 01 22¢
=2 +3Y 20194 028 10¢
ARH =g 201993 038 27¢



[Provider:earticle] Download by IP 125.143.159.181 at Friday, June 14, 2019 11:41 AM

Journal of Public Relations, Vol.23, No.2, Apr, 2019, pp.34~78. " 2 At O} ot
ISSN: 1229-2869- 67 =PRI
DOI: 10.15814/jpr.2019.23.2.34

KOREAN ACADEMIC SOCIETY FOR PUBLIC RELATIONS

Conceptualization and Scale Development
of Public Interest in Public Relations
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Obijectives

Criticism of public relations has mainly focused on organizations implementing public
relations activities in to manage public perception, known as the functionalism perspective of
business management. Based on the reciprocal relationship between the organization and the
public, revealed in the definition of public relations, the purpose of this study is to clarify the
concept of public interest within public relations activities, by discussing the notion that public
relations is responsible for the mutual benefit of the public. Therefore, this study
conceptualized public interest in public relations, developed the scale, and proceeded to
validate it.

Methods

Since the concept of public interest is closely related to social structure and political
ideologies, constituent factors of public interest are derived through a philosophical approach.
Afterwards, this study collected items of similar measure, to the concept of constructive
factors. Then, a Delphi survey was conducted on experts, and content validity was confirmed.
Validity of the scale was verified through procedures, such as exploratory factor analysis,
confirmatory factor analysis, high-order factor analysis, and psychometric equivalence
analysis.

Results

According to theoretical discussion, the concept of public interest is composed of ‘mutual
benefit’, ‘open communication’, ‘social justice’, and ‘community interest’. A total of 31 items
were derived, as final scale items.

Conclusions

The goal of public relations is focused on mutual benefit, based on the relationship between
organizations and the public. While sharing this mutual benefit, this will become a benefit of
the society as a whole, protecting the most basic social values. The social space of public
relations, will be secured through the extended role of public relations.

KEY W O RD S Public interest, Public interest Conceptualization, Scale Development,
‘mutual benefit’, ‘open communication’, ‘social justice’, ‘community interest’

* cheerupyou@naver.com
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