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ABSTRACT

This study analyzes the effect that environmentally friendly consumer behavior has on the sup-
port for companies committed to corporate social responsibility (CSR). Environmentally friendly
behavior can be categorized into both active and conscious behavior. Consumers who have active
behavior purchase eco-friendly products even if they have to bear higher degrees of inconvenience.
Environmentally conscious behavior leadsto conscious recycling habits, like reusing goods. The
perceived social pressure to have environmental concerns plays a moderating role between envi-
ronmentally friendly behavior and support for companies committed to CSR. An online survey
conducted for people in their 20s-50s produced 385 data samples. These were analyzed by way
of confirmatory factor analysis, hierarchical multiple regression, and two-way ANOVA. The results
found that the difference in the level of environmentally friendly behavior among consumers ulti-
mately led to the difference in support for socially responsible companies. Accordingly, higher lev-
els of such behavior had a greater effect on consumers to purchase products made by these
companies. In addition, perceived normative social pressure moderated the effect of environ-
mentally friendly behavior on the support for socially responsible companies.
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1. ME 37 PFol= P5& dodle HE F2 7}
Ao wet 31873 Y5 FES RS AeH,
7199 Ak81A AY(CSR) oAl /1Y APl Leonidou, Leonidou, & Kvasova(2010)& 4H]7}
o] ALB/MAE 247 Agy Aok 7149 ] %1347 3% (pro-environment behavior) & 7§
APE A A G AvRES] 7Fe &2F &M o] %4 7kx] FAA] WFH S H = (inward
SR Yol 7ulal=d], H 2 S0 AHREL A environmental attitude) 2 F¥EE 19 AE
A, &84 FAS FHEL HAFHOE A A sy FABRES 9 AEF, FHEA 7HH
Aol gr= AHE oA A =L Ut ZA Al 9184 37 H & (outward environmental
olg{gt AmMAte] W3l B 2= 7199 ARSH attitude) 2 FoE& A52Q 134 P55 A
Q) S5 1WA AZH 7Yl & At PEHATE &, &MY 218 dES UE FE
34 A9 GFs AAS Y AFUAIAdGHE & o ¢ F Jom, od PF> 1Y HES
HAHE2 olgist 71Y AlFol tigk TR 0]of] TFelst wFoly 4k d wigolgle F /A o
1% AR WA 1Y) tie s 5 2 SHoE FJIE F JdeS gujdth & A7
°F AFAHOE LI ZH 7P ThA] 2% AME AuAe HANES Pt FEelA
73 AMEH A &F STHATIE e Bl AbE A AQl SEs St ZIdd dEAA
=0]7] 3HChung & Lee, 2015). olAH An=t (support) ol QlojAl Am|R7F A4 AHst e
o] AME A, A A oHo] wrdH PF 7Ye X187 g5 FFol ow gt wal A3 A A
ALSH Al FFOE HolHOoEM Y FEs A& Hrtete WXL I FFHe] dEA v
AA AL A SHE ALA ALS] AR AHEsHA Ebd Aoty Azeta ol JFAAE Tt
) stz gk
ALElE A PEe FEAY ds Eold A S, Anjabe] g XS yHS HSFRl
E7Fse ALE] B A4S FASTE uldA 3 A4 PFs K37 & 18A, 9=
7 d5S XTI Uk AEA FHAA 2 (Eco) AlF gk ole] Syt ofuje} of
74 ds> FEl Aol ntgF sty AR EHE 9 2 o2pae, oA FEREAS A E T
SolATE AnAt A1 YA E HAFY E 287 Aol digh ®Ae Az A ES
Hely Blgo] ¥ =g 5o F & itk I dEHoE FAS ok ¥RE ofygh AHe]
Holz EFs8ta &HA7E 2187 Fo] 3hefst 34 A Aoy ANIEA Y] AFFTE &
= A Qe o] kA FEA THAE FTA uH3] o] Fo] A WA (Moon, 2013), AHIAFES 4]
S wE Zojgty & F gled, o Aga+ ol Ars]A ¥ (social norm)oZ &I
A AT ZhE B At #4lo] =5 AUtk ALE A Ao AS L7y, SutE WEFCE
FE A g5 A7t =5l FEIHY Aok 53t sk vhget A S AR A
(Choi & Choi, 2014: Kim, Lee, & Moo, 2012). 28] 7hx]e] wE dad d5S Ptz gl
2o AellMe= A YA 0] & (cognitive con- Ao FFaieor g & ok APAfLEol
sistency theory)ol A3t 7] 7hA <} A AMe 2RA7E S73EAl el tiE] Zhes A 2ol 313
A Fol dojds Adsted, MAA FE9 7 AEE fFEshes 78 2AdYS AWy Sle
A& 7P A9 Aol 38d FFEA gl (Cheah & Phau, 2011), 71913 #5S FE3}
Uss B Slvh dF AFolAE AHAe] = Slo] AHRIA FFe] A Aol FAERE o]



% ASA 9 29 td FeAel $agel
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& Az Aed Fyol B 2 g3de 2
the AFAste] vFe} # ul(Kim et al, 2012)
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Park, 2015) A&7t53F 348 §A817 Y3t 3
73 XgA YFoE E F 4
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3ol FEH7IE @k Fuller(1999)+ 13-4
AF FujedFel mak Ana f3s FENE
g, 344 7HAE FA8 234 37 wstE
Frat7] S8 28 AFS sty vEE A
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Stern & Dietz,
1994) o]9} 722 wWeolgl & 4 9t} Leonidou
[e)
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2. 719 Ateld edap AH[AF XX

AdH o] Davis(1960)= 7192l AFs14 A (CSR)
< 719e] 7HAE A A Hgse Al
2, AAA olgg doMe ofER IYsA=
7199 oJAAA o1& Folet A et tH Chung
& Lee, 2015). Carroll(1979)2 7192 ZAA A, ¥
54, &84, A4 HAdg Aok st F%
SHth 719 712A FFola; AbS] 9] A FA

=
Askek A 2o A2 Ao)E Ea Yool

24 )

s A= sloF dte AAH AdS FF ok
e EEOIL, AALGFE FAF Slof A3 9
WA QPAEE EEor ot WEA Ade 7t
A oF g}, ek ofyel, ZH2 ALS T Lo EA
ALl A AAAES QFHolA &= 2hkE P53
G55 ot &84 AdFH AGAE 9 BHS 9
a yske A A THA ok doh A2 7]

A EAE 7190l 2iR fAde
o olsj AA At ASle] 2 JHE FHAA

o] Z4z% 3 AtHHeo, Shin, & Chung, 2008).
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ABH A AN G Ao e AR AB A

Siohal &Fdek 53] A glo] ALTEsA &

T2 2HApe) ol AR FRY oflE} A
gFolME F25HA vebvkeel, Ha-Brookshire &
Hodges(2009)) 8] Aol AE ALE 2 2 AH| g
Ty Fe 2HAL FRAEFS BEFANAY

=
ARE e 59 oF AU 4P ¥

L

rlo
T b

187 A5s L B oy, 2MAES
287 AL A 7199 EFel dsf At
olE 719 AEE AP I HrrE Hol"
T Ak AEAH AEH S oldste 7Y
o AFS FulE T Wut oh wEAH 79
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A= ABAAEF P AF 52 4
A

A4 AFL s v& A 19 AE T
& AFsts A54 PF& HILZA ALS
2 g 719l e A A (support) 2 o] S

B feEA Aol A% s B A4
of 2252 AFH A kge] H: /9
2ol &5 AA2Me 2le] A s T
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% AR el AAH o
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AGAL FRY Zog FEHT ugy B oA
TFoll A= vzt 2187 F 3 AEE Y 7]
A A A 2e]

o A7 hg AR el ) 15 Jge s M
steel FEHo] itk aHArt BRFS P4
dete 187 AFS Tojss 434 287 9
E3 $4942 /AT 94K oR AT, AA
£ 5¢ ddste 874 944 g5 197 3
FAMNE 1 5 FFo] Zol7t Un, o5 A%
3ol AAR ASA Ao HAPS AAF
o2 1 719¢ ARAES Pzt ouwst
ddE= 8 & #7304

= iéiﬂr% gl
A ATFEY S O}EH <} 7]":]r<F1g D.

Environmentally Friendly

Perceived Social
Pressure

Weh 1 A% £ PRI 5 oAb, Aumoﬂ
o) $AS YR WY VL AWAE 4T
A 087 AEH 2uR] BAAN0] we} o4
49 PEe AW PR Adssan o

of M}t B AFfeAe AAATE(Choi & Choi,
2014: Choi & Yoo, 2015: Kang et al., 2015:
Kim & Park, 2015: Yoon et al. 2016) 7&3_0}04

AR #7004 d@ AFE Fde 243
7 S8l AEA FHow Aeds sua R
Aol @ FEE N FsE A7E] 99 0L

Hor Ao, AAA+E(Cho, 2001:
Lee, 2016: Moon, 2013) #Zz3te] =] AITEA]
2 SATA, AR ARA, AA e 75w sl
19948 % 87 B e AzE
Fgow FA U

ALEA ARl thele diA 71l g 4]
o] AA P s Q57 Sst] AYATE
(Chung & Lee, 2015: Kim & Lee, 2014: Lee
& Kwak, 2015: Park, 2011) FZ3stdch 71499
A8 AQle] WIS AFE A WA 71gle) A}
57 AR g8 9 AR 19D B

gatlon, 2Rk Z)del ek AAE A

o i

Moo

bl
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Behavior
Active / Conscious

) 4

CSR Support

{Fig. 1> Conceptual Framework
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AL metslr] 8 Aoz HfMain Aol e
20~50d) EY 4wk AnAE Ui R ekl A
TXRAME AAlslAT A5 #1S SAs 20161
E7E 129704 A2 gAA 7139 22l @
23 T 2AENSH, 2l HEe FAA
TEA ZA FA Zxe mEken o Ryde
2 9y T4 vER HolHE st 22l
AEEA S8 4008 T 24d S'AE Al
g HF 3857 FHAS T4 AT

20th 28.8%, 3000 31.9%, 40t 28.8%, 50th
104% 2 Fx3Ah 492 AHFA 49.1%, Ax
71€d 14.8%, X812 A2 68%, A& 39%
S s ZAolo] 746%E Ao, A
88%. AAFTH 86%, F2 % 7|} 81%= et
ok =3 e e w Y 701%. e Al
Sto] ol 93%E SHEHAS] 794%7F tEEA 9
ygo g vegton, SHAe 9 M &
52 400~6005+0] 296%% 7V =A EEs)
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RMSEA=05422 uYeh} Aoz wEie]g
FEolA F4RY FHETE ASE 9
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S4EFe xFEstd SHAFES 573~.906

FolA EF frefs dYERS
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{Table 1> Confirmatory Factor Analysis

Std. | Cronbach’s a
Factor items loading AVE
(\) CR
I buy environmentally friendly products even if it is uncomfortable. 873%
. I buy environmentally friendly products at a cost. 809
Active ) . . . .866
. buy environmentally friendly products even if the performance is 728
Environmentally - . 620
Friendly Behavior ot relatively good. 879
v I buy environmentally friendly products even if design is not 727 :
attractive.
. I change the bad habit of harming the environment. 27
Conscious . 786
) I try to save energy for the global environment. 711 )
Environmentally- 539
Friend] Behaviorl try to purchase recyclable or recycled products. 670 869
v I put an effort to recycle after using things. 573 ’
NGOs and environmental organizations encourage individuals and 872 824
Perceived Social households to participate in climate change-related efforts. '703
Pressure NGOs and environmental organizations demand actions by government| .805 ’ 869
and industries regarding climate change. :
I try to buy fashion products from companies that fulfill social 906
responsibilities. 895
I try to buy fashion products from social responsible or ethical 892 o N
CSR Support ) 660
companies. 602 874
I do not buy fashion products from companies related to child labor, ’
forced labor, poor working condition, unfair trade, etc.

a: All A were statistically significant at £<0.001.

¥=150.796 (df=71, p{.001)

{Table 2> AVE and Saquared Correlation Matrix of Latent Constructs

. Normed *=2.124, GF1= 945, AGFI= 919, CFI1= 966, RMR =028, RMSEA = 054

Acti
¢ lv.e Conscious Behavior Social Pressure CSR Support
Behavior
Active Behavior 620%
Conscious Behavior .350° 539
Social Pressure 055 074 703
CSR Support 327 280 046 660
4. Values at diagonal represent AVE of constructs
b: Values beneath AVE represent the squared correlation between constructs
018) =& 77 AU, AFel ol ol AFAA 37 5, 92
ATEALS AZI] A AFAA @R A ABP AFS ZF 49 4H 9FL v)A
A 944 AW A AFH AY A4 b ACE ysyth FAY, MFAY dges
ol e AR FaF 24 A}, A3 A A Eaty A540 184 d5s FFeke oM
719 AA F, A3A A 55 st HANY 28] 73, AR A A Z)del digk XA 7 o



AEA Q) NG AR

] (8=.361, p<.001). A G A JaHog X
R DI TR

= 9 Eord —%(,6’— 268, pX.001) skt

ATEA 25 AZFE7 Y8 AEE dge 2
AN FH A A 7Y AR 2EEH
£ ZAT A, FAe e AR A S
ZAUFE A13)F Y 7)Y AA Bl FoF
FRIA7F YA gob HFA FgFEL A
u aniate] 7187 o] A= el folg
Z2AEHE /HAE Ao JYeEyd. 1 F23E
sMs e, A4 08P F ASH gEol
ESTE AEE A 719 AR mAE 9
o] AX & wHA(B=153, X01), <44 3343
PF> AHEE gEe] =25E 289 A A A
A 71 AA vAE FFHL LA = Aow
YELYTH B=-132, X.05). A&F o)Ad <))
Folete 28 AT AR hEol TAHA LS
2 gt ASFFQ AEAY PFoR olold
T AT Wk, Anizte] AgA oA oA H o R

87 Y5 Holes MR A= A34 &
gol A3 A Mg 7Y AR 9ol I FFEE
SR A3 e & Yot

{Table 3> Hierarchical Multiple Regression

ZHEHRE FAHLE A S8, AFH
3187 3 F(median=3.000), 44 37 P&
(median=3.600), Ar31% S+ (median=3.000) ¢}
THFE VIELR T-"r]-’r: oY T FHF
muk AHgo R 7k Wy 23E TR,
A8 A AY7YG AANE f%@-’?i 7tz o]

AABEAT AFSA A 7] JA A v
87 AF(F=22119, p=.000), ¢
A5 (F=18159, p=.000)°l /‘]'-‘qu
348 945 (Fig. 9 (Fig. &
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CSR Support

Model 1 Model2 Model3
Stepl. Main effect of independent
Active behavior 380 374 361%**
Conscious behavior 278 2687 268%H*
Step2. Main effect of moderator
social pressure 058 .060
Step3. Moderating effect
Active*Social pressure 153%**
Conscious®Social pressure -.132%
R? 322 326 .340
R? Change .003 014
F 90.876%** 61.319%%* 39.018%**
F Change 1.816 4.079*

*p< 05, *#pX01, X001
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CSR Support

Perceived
Social
Pressure

3407
- Low

— High
3.20

3,004

2807

2 B0

2407

T
Low High
Active Behavior

{Fig. 2> Interaction Effect of Active Environmentally-
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