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A8 2003: 274, F2oF 2003 Sen and
Bhattacharya 2001).

2.2 3ciA oAHE

1980 olF B2 7IddAe 71E 9w
A AR FREFAN Hojuh 7193 A3l
el =Rep7] A% 7idel AHH AA
e ARY AgeFE AFs] Ao, of
A4 FHdN AT Agel FIIA -HI"

Zstodl 36H H2E 20074 4Y



BAMAl FHo| oA olge Hrlol ojxle 2%

(Cause-Related Marketing)olth. 53] Al3A A Zr FAEE 259 K4 daly A8
Aol 2L 7P FADAY A T WAl Rovua vk F dFoez Jge YL
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et Azt Advde 32 9t
E Aoz Jehyt (A, 438 2001).
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oAEd disiM 2YE& FHste =HAE (cause
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£ AAgAd 71%), 33715 el (estimable
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ogF3 Ut
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1994).
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oA Aol zka gle AdA A cjEstng Hat
g AZF(biases)s ZA Fdn Fh(Meyers-
Levy and Malaviya 1999). &, AFHELS A}4lo]
71E 23 e A4S vRo R A5ES Bk
7] & AFE deid Ad2 BAE ¢ fn
olof wel g fIaA Hr1E sheAdel Adn
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& A7) YEYE 008 ~& Aotk "gn ke
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ojmjol] AlFEdAE Aol Y
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ge] Hfolgt z4lo]
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F(confirmation
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and Ha 1987). &, AFEEL oWd il izl
A H71e o “ojuj @ Zlojrt'e e ApdsMES A
Aata 123 2ale) BzhE A staAt bedt AL
A7V Rt HEE AA Fore Ao] 9
ge Aojtt, 1z ol Fele] HFL ojugt
Aol v Al=gol el 2 4A ZtAY tiidol
fuizsd Af 9% FZFHEYT I (Russo,
Meloy. and Medvec 1998). wetd AlgEL
H3 543 PEojgt TXNYPE A4lo] FPHoR
AZske Abgo] ste dF dalde FRRR
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(Klayman and Ha 1987).
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TAFY ATES AdGAd JEdTE 4
2 oo FYAA KL wff ofujR3 g o)
2 AYx feBz 719 ofu|Ad met FHAHU
Wt 2 x on =3 B #Hipt 8
2

olof wet Auae FHAQ AgdelA AN
247 999 TAAN K80 g w2
49 oz Frishe o] $AA 75
A AN 247 gee) gAAA §29 o
A vtk 2R Yoz Wi Rold. o8
wigoR 7S AR thes g,

o

7H 110 334 oA g AW 71ge FY9A
ool g Brhs 24E Py
FAAA fAo] 3H7ts BH, 2H7)

T FHEG U5 AL Rl

557



HZ#l - olget -

M 1-2: #AA onlA g AW 7o) 3AA
olAlEle] that Hyls 28R gelel
:n_o]xﬂ/\] oz‘ﬂo] 2}_7&57}‘; fﬂEH ._‘3_;8]7]_

5 gYud g8 2449 Ao,

=
L
0ok
p—y

4.1 dYATIAL W LA

A8 1de SHEgud A9 #d AH e
F7ehe A 178%e] it A8AAe
20719 olnlA]: AR o]vjA] vs. A ojnjA])
x 3(FIAARY: AR g vs. 715 )
vs. &7V )Y At A8AA (between
subject design)7} AHSEHATH F4A Jejo AF
A7E ANE Fde A4S £ dEE Ve
AR AAEHNeH, F371s Fbe AEA7}
ANE ko] A oo 5% r¥ste Ao
ANEHRH, ZH7bs el &R
A 2 AFENAY 1%E 7% Aoz A
A=A

et BE s APAA o) F 671
9 AdF skt %J%P.i 729 £ (randomly)
FEHACH, 7+ A9 HPAEL T AA

o we 191"‘7‘“ uiA R Hrte #ddE A

1

ARE A A, & dFdxe A80M A
3 AR 8l 3w APdEARE

558

uEY

o
A ge AFog AYst
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=492

4.5 24 2

4.5.1 2337

Ad 1A= 4 WS A 2FHAE
A& &A3817] Hsl 2247 (manipulation check)
< AAlEGT. 719 omAel dig =33 A A
B, A ouA(M=5.08)% H3H oln|x
(M=2.12)Ze a7k Fof3tsicht(156) =
38.44, p< .01). =3 g9 AAFH tig
244 A%, 289 HrjrsA AT et F
2R P (M=2.06), F37}s Fe(M=3.74),
247V e (M=5.35)2 FEHAeH & %8
off SlojA} Fejat Atel7t SIITHE(2, 155)= 169.96,
p< .01).

FAReR 44 ™9 F7ks FE(F(L,
105)=78.71, p< .01), 347V Fejo 54715 &
B} (F(1, 103)=90. 00 p<.01), 3%7Fs Beje 348
A gej9) ol FBHTHR(1, 102)=367.06, p<
01). gzpM 2 ?“i:rb] Az e 4380qitn
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\:1:5]. z7],z4 oz _r;gy].
A7bs gH9 /)3FdE o
Tl AMEE 7199 HEY AFPA LY F9o]
dutdoz zFHA9 2 %AXNE AEIAU
A2, 7t %o g JEAEY YL g5
Zo &, AFAY 9L AFHEY 10%
(43), 20%(84), 30%(26). 40%(5)& JEeh}o
o (¥=85.19, p< .01). 10%¢ 20%9 stol:
o) atdnh(¥=13.24, p< .01).

EECREECEE
ERUIEE

4.5.2 34GA A" A B}

g 12 71 olmlAg 3o AAFHo] 4|
A9 2dA A" A Hrhd nAe 9%
of #3 ATolt. o] A 4P ledME FYd
A oARA dig Gk daiA EAstAT

A, 719 oulA9 g Fade fofdt
ATHF(1, 152)=81.91, p< .01). z8jy} T4
Al fEe Fade fodaA] SdtHF(2, 152)=
55, p> .05). 710 olmlAl x FAA FH %
4L Zde FYSATHEF2, 152)=12.56,
p< .01). oldf wet B3AE ARE FAHR
AW B o2 2o

=, 375”* olP|AlE A 7149 FYAA F¥
9 Ay FtATHF(2, 78)=7.09, p< .01).
TAHR *’F*o“ﬂ» R FAAA FEE o] 8T
TAGA AR E 47 FHe FAAA #F
= o8 FAA A" v b A

2 F7HAH(F(1, 53)=10.09, p< .01).
F47 onxg Ad 7]3’3«\ gl SlolM =
FTYAA F8Y Ade FIYAATHF(2, T4)=

6.18, p< .01). &, -ron-i Fe 2 AAHE T
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QA AP FEbs ez ANE 2Y9A
spAR vE) o FFAoR HIHATE(,
50)=8.18, p< .01). °l& 3oz yehyd
(18 DI 2,

3EH olo|x| FHX ololx|

(38 1) SUHA of3gofl it ot

<
|2
nok
no

A8 19 23 734 onjAE Ad 7199 F
JAA wA R ol 31101*1 7P8 vk g FAAA &
B2 U9 WEE 7 FAHLE HAE 4 g
387V FHolA. whd 3AF oA
Xl‘d 7198l S QA viAR A lolA 7W ah2)
FTAAA 782 T4 8-S 75 AuRs
8}711 HolFe #4474 b2 vehdt

A A8 1 23R8 AHEE, 717 g
Azl 3lold AR AZIE & AT A A
AE 71Fadd delA ggAEe o A48

d

r

SL

RAA? ohfd Acta A28 AAA? F, AN
715gdd A A@ase 4o FJAA
Bl i@ Btel 4%E 2 5 &S AT 5 3
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L AL FAS VN Fete AR dusta o o
A ol ZHdA viete W, 43 1 AFAE
L AFNE 1% 715 diM A2 FHS 71§
e Aoz st FAAA A" A
B7HeE o] sict

a2 dHoE, fevel 71dY AlgA
FYEES 4 i RIS AX vEdg
4 0.37%3% vtz (A= AL A
2001). o3 g SHelA uigp2oh AE 19 9¥
AEL 1%9 715Fsdd ey B2 g9 7%
e Ao AT T & Aot} ofd mi}
AEHEY 1% 9njdle 71Fa9& A A7
e J8ASH AA Agste J8AEo] £
o S1& A o] gltt.

old met & AFdMe TUHA B §
8 71¥H e 399 B A3e 7EG A2
ol gt Yayo| Ari=UT. &
Ade 7|59 Bu A Ld ug z2dd
+2 458 7 A

Dahl and Lavack(1995)9 d+& AHEY,
7199 71FFdo] B2 FAAA npAE A vF 7

Fado] A FAAA iR taA 2ulatE
2 FRHLR Yrlksle A2 YENY & 717
FY0] B2 FAA rHA A A 2HAE 7]

ge} =g $53 A7t 7de) B o}
Aol ey AFA0] Y YL A wAR”
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A7) s e AL 7Rade 54 7|
A9 ol&E Flgstua sk AW B
¥ EE A olque 4 3ol g AT
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73% 384 oA Ad 71YL 7E

o TRAA 719 oluiA g B2 JIRFATY A
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k. %, $37 olulAg AY 719

ojgjat 2AUAA niA

_?.
AW B, S 3 A

Bte Vs EH % 7}
tdS £34Y Aot}

337 oA A A9A A 5
Aoz FYdA sHEE e AL,
44 Fug 3YAN K29 U
Wt 24745 9Y, 34715 Fue
o H % FHAY Aolg,

561



LES - 088 - uE

5.1 AR % AFHEA

Ag 2d& sHtue 29 #d #EE 54
st 54 36390l st dddAE 207
A o] 83 oA vs, FAA ojmA)x 2
7
WS

A,
122, B vs. B9) x 3(FYAAFE 4
g

A vs. #4715 B9 vs. 37 H)Y
A7t g4 4 (between subject design)7} AHE-
gt ek A8 29 JdE AgdA o
% 127H Holnt.

:“’“4 TES Q*‘X}JOE AAE 7]
g JPAER 9T
‘\EE_E Z18gds BA
Z]Z]r‘?} e AA XV—W} Jdoz FEsHT
(median split test).

Y AXFH L AF 194 AHEE AR FY
A AHEEAT &, F3F Fdde $99 ¢
2E IR, F7bs Bdde 749 5%E 7%
237k Feole AFNEY 1%E 7Fse A
o AAEA

a2in AE 204 AMSE AEAEL A48 19
AHAENA Aszrt 5 AED WAL A
L5900 53 48 19 A@AFe] g@gAsel
A YoM AFeA] g2 frobd Fatgke S
A g@zse] A3 A omAE Ad 7Y
Z49A vHEA dade b dFHes #
7hi, B4R onx & Ad 7199 F4EA =t
AL delde He FEHoz Hristd H3
19] 2371 439§ dve Al AVE #
At

o]
B

M

A% A} 250l
e AR A dge 1@4_ + ot
4 47 (
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Stk tgo] A7 19 AHE HH, B 0|5
£ AW 71gel el oA g e 2
Ao BARUTE SUo)A ojela tebd 4
B9 AHFFsAe] ol AL d2d 4 Ao,
ol stet 4 2004 ABASAA YoiA 2
4% AFY 2YAS o\ gal AgaAn. AY
AAe A9 19 29 S9E90 5 H4Ye
AFAe) F8 oo oF 200l o] 2H WYt
499 AYAE NYASANA A2 B F
S el sk S8 4 A
Z99e £9 ¥ 48L ALY, 9
AN A 0.8 fm 24 g 319 o

g3 #Hd F8 2o taN Hrlsge
o ar *"“ Ag 22EE DA
Sttt

5.2 il =2 9l &4

AY 29 F8 WFE 719 oA 2 JREY
a2lm 2ole] A gHolth. olo) wal Ad 20|
Me 719 o|RAE FAHA ojuix| 9 BAA o]v]
AR, 7|F8dS B2 7% AL 7§ 18a

39 ANGIE 244 39, 23745 3,
247k ¥uz RadT o8 A 49 20
At A4 olelAs goe AN 49 13

YT EHIEE o] &3t FHzG o, J)ET
dof deiMe ANE AEFA] oy HA'z
289t 140 JtesE AL FA THd
IV ESGE Te FA),
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5.3 24 ZAn}
5.3.1 2834

AE 1o e 4 bS] AAsA = %e
AE W] J8l A4 (manipulation
check)= AAIETE 71 olujR|o] thet 224
2 AR, 3AF ouAM=4.97)9% 2HH on]
A(M=2.45)Ztell e zpol7t FFATH(t(330) =
23.28, p< .01 184 7HESE 534, 134
WhErE 2RA). B 1RFde 2E(M=
4.14)% F(M=3.65) e & Aoj7} 9l
ATHE(330)=7.68, p< .01 1Hdd 7IeFE
AL 7Y, TR WEsE Be 29

1313’- %‘lH AR g 223874 23

F4H

497) T7é7}~ el (M=4.11), =37}
M=3.54)2 FEIA4eH zt F&Ho AN &
g aol7h AATHF(2, 329)=23.93, p< .01;
1 Vg g8a 2d, 74 7esE
Auizset Fd). FHACZ F4A geo 33
7bs BE(F(1, 217)=16.88, p< .01), A7t
% BH9 Z37ks Fe(F(1, 222)=7.40, p<
01), 347t et 243 g9 Aole #9
SFATHE (1, 219)=48.94, p< .01).

5.3.2 F4A viAE ) gt Hot

A 2% 719 olmA g Folg AARE] 4w
A9 FAA A - g Hrte] vjAEe 4
of Sloiq 71Rgde 2HEAE AHEr) 94
APt EAAT, FEH QoM 714 oln)
e 7935 H4.26 vs. 3.35, F(1, 317)=

AYUsHL M3sA M2E 20074 49

Al oiAgel Folol oldi= 4Y

34.88, p< .01). = 71739 94 flatict
(4.46 vs. 3.15, F(1, 317)=72.98, p< .01).
U BYAA {Ee FaAAE Kol gt
(3.66 vs. 3.81 vs. 3.91, F(2, 318)= .26, p> .05).

29 328 B 71R8d x oA (F(1,
317)= .31, p> .05), 71%¥59d x YA P&
frofebAl 43kem(F(2, 317)= 91, p> .05), o|=|A|
x FAAA e Fa FARgeHF(2, 317)
=11.01, p< .01). &, 29 4344 Ide= 4
g 13 FYsiA dend

719 oAl x 7172 x FYAA {F 39
B54d ade FostA JeRdTHR2, 317) =
3.12, p< 05). W, IAGAY] AFY 0|44
(F(1, 317)= .60, p> .05) ¥ FA=(F(1, 317)
= .73. p> .05), 23 A (F(1, 317)= .09,
p> .05)q g FEHEA(ANCOVA) AA 1A
FHAA AR A g Botol fela dgo) g
T AL BhiEn. old met AF 244 & 34
F3AE ARE FHAAHLE A B

H 1o 1 O
71'1‘1:!—3 1Ijz‘s“r:

A%, 719 omAY FEHE
T3 tH4.88 vs. 4.06, F(1, 157)=14.61,
p< 01). EF 719 oniAg FYAA FE7ke
29 A3AE BH 94 fYstATHE(L, 157)=
3.07, p< .05). 23 FYAN FE9 FaE
To8tA] &dtH4.18 vs. 4.54 vs. 4.65, F(2,
157)=1.55, p> .05).

29 348 ARE FAHoR AHEw 24
A oA E Ad 71l A FAAA 34
ggt "rte §3 Aozt QAHEFRQ, 1) =
.83, p> .05). 2y ¥34 °]UWE A9 714
9 A+, 399 AANFEY Frle §94F 2ozt
AATHEF (2, 80)=4.19, p< .05). ?xﬂﬂogz,s
A B AN 8% 3 dHe B
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AL FE e KT Aolztk YATHF(L
57)=17.87, p< .01). o1& 1oz Jehid (1
d 2)s 2o}

493 4.47 5.1
5 {’ 46
‘ 4.22
4t L L]
348 O88ks
WENs
a L i =i
2% ojolx| 2% o|o|x|

(18 2) 7|183%0| ¥e Zee 2
ol ool chEt Hot

Z1Rgde] HE AL, 71y ouxe FadE
FlBIHTH3.65 vs. 2.67, F(1, 163)=20.50, p< .01).

g 719 oA FAAA £33t 249 AzE
£ &7} 9A] R ehF(1, 163)=10.62, p< .01).
aehd FAAA 78 FEHE oA g
(3.17 vs. 3.12 vs. 3.17, F(2, 163)= .01, p> .05).

29 A3FE AnE FAHoz Add, 33
A olujAg Ad 7igel oI FYAA] 3ol
g Hrke g kel 7t IATHR(2, 80) = 4.72,
p< .05). &, 344 gy +9Ml*l 3% 34

7V BHe FIAA 78 e f3 Aot
UARTHF(1, 52)=4.31, p< .05).
7
5 } 4.36
3 l‘ 3‘453” 2343'6 Wy
i “ D3%7ts
o Lt [ Waxshs
2% ojo|x| 233 olo|x|
(28 3) 7|153Y0| He A9 39

oA ofgoll chEt ®ot
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FAA olulA g Ad 719 AE, FAAA

e 292 Aot AARHFC, 74)-6.09, o

01). &, 344 ¥ B4 793 291
5 499 2N 48 ToE Rl Aot 3
ATHF(1, 57)=6.91, p< 05). o]a agos

YERE (1Y 3)3

V.8 &

6.1 70t

2 dTe 2dle 49og FAEUY. 4 19
Ae 719 omlAl g 29 ANGFel FAdA
sHAR el that Bt vlX = Gl diaA Ao
god, AY 20Me 719 olmAl 2 FAg AA
30| TAAA rHAIEA g Bt mAe A
o oM Z1Rgde] A a el tefA A Bk
o 22l3 ol did d7A ke g 2o

AR, A oA & Ad 719 FAdA 6}

ARl thet Brte £44 of l AE Ad 7149
TALAA vHAR A wE HS FHA 2 Bty

B2 TAGA A" dEiA
1A AR A vla) o & 33

AR, ZAH oHAE Ad 7199 FAAA v}
ARl tia Brke 344 Fde] FYAA K30
47k 9. 347k FH9 FIAA FEET
HE S0 28y F34 onAg Ad
7199 T AA utA” A e Hrks 44 g
o SAAN FEo] 47k FH. 3F7Hs de
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FTAAA FHED % R Ao
A, 7|5gde] B2 AL, 234 ovAE A
d 718 FYEA AA"A A Hrte 243
e, 4715 FH, 337t FHe FAAA &
Hzhe| Zoj7t gle AR Yyt &, 333 of
UW—E‘ Ad 71940] & 1FFd9 FAEA A
& AAste 45 aHAe —!9";74] oA "o of
5‘ Bt el e AAFH &
%1 2% FHHoE Hls }% Aoz Jepgdr},
ojd tiaiA & AFdAM e FY E]
333 Hrbel gt AH T celhng effect
TR YT ALZ &g
a2 FAA ojuE Ad 71ge] FUAA vt
Aol A Wrhe 344 Fele FYAA F3ol
F471s gH, 337t 99 FAAA R
& FAR0UT. &, 734 oju]A & Ad 7Y
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o 7}
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CEESCEEE FEEEE Ve e
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qoe FYAN §30) 237k FH, 297ts
qole) 3N /38T S FHAYT 28]
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mAE He S SAHY Aojge & A9

AYEIHT m3eH M2E 20074 48

A apgel gotol ojxls 4%

7Mdste e FHE Ve
e #4H ouAE Ad 7isde]
AL FAQA AR S AAete 482 W§
Aoz Jshe AU, ol F&elA 191 =3
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JEAEL 7IYAEE b5 €5 A As
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Ao HHYE Ao uddn

oo &

] =] :.Lo]]o]

6.2 970l Y U BEHTYY

AFA#E EUR, & A7 o]&F AAMA
(theoretical implication) & ™ st th&3} 2},
AR, FAGA wHAEL 719X o ddEA
4851 e AR AFddx EFeta o]
e AAARQ e dFe o vEFaan. o

A 47 Bl £ A7e ZIgeA e
A 2841 gl 3994 AR S ger 39
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Effects of Cause Frame on Consumers’ Evaluation to
Cause-Related Marketing

June-Hee Na* - Yong Hak Lee™ - Jong-Yeop Park***

Abstract

Contemporary consumers tend to have negative opinion more and more about the company
that would only focus on their own profit but neglect social issues like poverty or pollution.
In this respect, Corporate Social Responsibility(CSR) has very important meaning. On the
one hand, CSR has merits of image improving and profit gaining, on the other hand, CSR
has also many shortcomings.

First, CSR cost may become a heavy financial burden. Specifically, comtemporary CSR
tends to be implemented by the company’s unilateral backup, and then this may impose a
heavy burden on the company

Second, effects of CSR bear not a short-term but a long-term character.

Because of these shortcomings, the unilateral CSR has gone into alteration of their type
since 1980’s. Instead of unilaterality, a new type of CSR began to be oriented for mutual
profits among company, consumer, and society. That is, Cause-Related Marketing(CRM) has
become to be spotlighted as a new type of CSR.

CRM 1is the advanced type of CSR. It distinguishes CRM from CSR that partnership
between company and consumer based on cause, and that mutual profit pursuing through
this partnership. So, many contemporary companies prefer CRM activities that not only give
them to attain positive corporate image and their sales but also to reduce financial cost.

However, academic researches about CRM are still lack. Although it is very important for

company's strategic decision making how to implement CRM concretely, these issues are not
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answered in the prior research domain. Specifically, this tendency is salient to framing
effect of cause on CRM. Cause frame is very various in practice domain.

For example, Samsung Electronic Companys "Small Sharing Big Love Campaign’
-whenever consumers purchase the Samsungs product, automatically they contribute 1%
point of the product's price for the social welfare facility they appoint. And the movie
"Fahrenheit 911" that has awarded the Golden Palm Prize in 57th Canners Film Festival in
2004, contributed 60% of their all profit for the charitable organizations. Also, the concert
“Voices For Children” promised to contribute their some profit for children who have a heart
disease.

By the way, which cause frame is best effective? Present research suggested that the
effects of cause frame on consumers evaluation to CRM. This research consists of two
Experiments. The results are followed.

First, consumers evaluated positive imaged company more positively in condition of the
abstract format rather than of the estimable or the calculable format. However, they
evaluated the negaive imaged company more negatively in condition of the abstract format
rather than of the estimable or the calculable format.

Second, if the amount of donation that the positive imaged company contributed was
perceived as a considerable sum of money by consumers. the cause frame(e.g., abstract,
estimable, or calculable format) had not a different effect on consumers™ evaluation to CRM.
That is, the considerable donation of the positive imaged company resulted on positive
evaluation to CRM regardless of the cause frame. For this result, this research conjectures
the possibility of the ceiling effect in domain of positive evaluation to CRM.

However, if the amount of donation that the negative imaged company contributed was
perceived as a considerable sum of money by consumers, consumers evaluated the CRM
more negatively in condition of the abstract format rather than the estimable or the
calculable format. For this result, this research conjectures the possibility that the negative
imaged companys considerable donation through unambiguous type(e.g., estimable or
calculable format) may mitigate the company's negative image.

Third, if the amount of donation that the positive imaged company contributed was
perceived as a slight money by consumer, consumers evaluated the CRM more positively in
condition of the abstract format rather than the estimable or the calculable format.
However, under the same condition except of the negative imaged company, consumers
evaluated the CRM more negatively in condition of the abstract format rather than the

570 AYEAT M362 M2z 20074 4



TAHA Yol ZoiA oiaigel Eotol ajxl= ¥

estimable or the calculable format.

This result is in the opposite direction of our hypothesis that if the amount of donation
that the negative imaged company contributed was perceived as a slight money by
consumers, consumers evaluated the CRM more positively in condition of the abstract
format rather than the estimable or the calculable format. For this counterargumental
result, this research conjectures that the negative imaged company's slight donation may be
considered as more negatively., and if so, this companys ambiguous cause frame may

stimulate consumers doubt about the possibility of insincere CRM.

Key words: cause-related marketing, corporate scial responsibility, cause frame(abstract
vs. estimable vs calculable}, amount of donation
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