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A Az o] 24 AlrhE Aol

OIEH HiZ

A A 5 ( marketer failure marketer
transgression) g 3t} ol ‘nA-7|Y 7 #A
of #HE e gnt =2 A et HotE
GEA - HAH R Shfiste 3 Bolgs 9
njabe o]zlo] ele] Ho] AFHoEE 1ol
AF, Az, 78], B Algakd da) Bt
FEH'= qu]5]"/}(Aaker Fournier and Brasel,

2004). WA BH B AN G goldE Az
) A%/ AR oz $74as] b
A =Y 4 9ot A ATdNE A2 AF E
£ AAAE FPHOE FaE Sol2w A
2y

A9 BRYFE AR LA 5 BUED 2
2o] Hohe tigAEOR, T W, S,

By =o D]

=

M| 2E o] &otA] Re

9%, FHd ¥4 702 A A% Fol, T
4 2RYEe 9] 94 03 ¥
q

& 8TstAY,
7o
o=

A e EE 33718 5 A39 7w &3
o]u] HHEHEJCH Mq% @o]n},

A $AHA el

AASIT H43H M2z 20144 4¥

N A0 X2 J|Hel AtslH %

A2l do| npEfdol=Tol Zotof ojRlE S

4, 37k A %
, TE AE/ A 2o g
BAA S st vk & & %D}

71& AT 1214 A g 23 FEY

—

B3y BAE 20 AEge) T2 PFHo] 9
. B3 Ao F2d 238 dinm =4 2t
WA Aol whdtel BPuEe] Rashe

(Chebat and Slusarczyk, 2005; Schoefer and
Ennew, 2005), 3] Ewx73o] 48 37
A&l gtth(Casado-Diaz et al., 2007: Casado-
Diaz and Nicolau-Gonzalbez, 2009). ti7i<]

ATE TGl BEUE Fa ude] AgEf
£ B3Asitta Aad u 24 o] ofr|F of
%:llu _f_o]l/} zsgiu]-_o_oﬂ ﬁx%z% J3FS n ] il
AL dAHdog HodFa 9th(del Rio-Lanza,

Vazquez-Casielles, and Diaz-Martin, 2009:
Schoefer, 2008: Schoefer and Ennew, 2005).

29, 05D A0l 94 AFE AAY T
Y54 g EE Bglo AL o 9YFE Kol

2 2B A), AR SAAE £ g g2
o 719 WF e 95 AHAQ EdYEe
oA ¥712 AN sl= o] Wk (Bagozzi, 1975).
Apilo] gl & Hokgd® A AAE 96t 1
Aol ok A BP0l E tE EUE
I YA ~EG 29 Helo] Hrpe AL YeRi

wm o
10
¢
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o]2]g W&ol A Stephens and Gwinner(1998)

£ 39S 249 S 48 Ao 98 o
A% E9 9o YA SHe] FaHS AU
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2.2 784

2T} CHM 2

Schoefer and Diamantopoulos(2008a)= A
Hl 23] 5o fdE 4o 933 FaAd g
Wilol nxE 3 oy A& fd A7 753
S o] ol g7] wjZo|gta Aetsto]
THE Y f3E dAs] A6,

b

4 LT 17

(

. -
2

= ]
o Ao Hdate] AT
7} g=A o g2 wor (Bougie,
Pieters, and Zeelenberg, 2003), 1 ¢ &<tz
Q' 5ol & ATE UK Chebat and Slusarczyk,

2005). 18, Plutchik(1980)<] -l uhz},
o] B 2 AR HER FE
of 1 B A T ~HEY <o
ZAete e 744 AR 32 5 U
Westbrook and Oliver(1991)ol w2}, =33
=e}¢°], Smith and Lazarus(1993)¢l we} ‘&
Z°], Yi and Baumgartner(2004)°l wh2} Az}
23)7F, A ATFE 3HARY S N3 Laros
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Weol| A] o]af e 4= SIth(Chebat and Slusarczyk,
2005 Schoefer and Diamantopoulos, 2007:
Varela-Neira, Vazquez-Casielles, and Iglesias-
Argiielles, 2008).

B pAS 2

[‘

PHIEAS 9 S E

gddon $94 A4l U, $44 4ge
%o nAHES P5e $4A 9P vAn
AL AT HE ATED HBAY HER
WEAITE A FAgt 2 P e A
A W 1ot F4Qe B agle B
AZ AN E 71 ZA7} HH, AL oA LS
o} A4 olghel e 954 B S AR Bt

2.3 7|g&elet X[ZHE CSR

71942l (business ethics)' & Ad&elgte &
OlZE AMEHET VI EEE 7] AR AR
A &1 a8 T Adta 43 A o

gEsh AEe g3 gl A3

Al oA,
2 S W) F= vlEoly ol A9 A5
EE Eiﬁﬂ* e 77 % % ® 243

2010). w}aw, 71‘%?4% l A 240 7&??—‘1, A=
5o AL He =94 EF(moral standards)
of 242 7, =94 i3 =83 7pA|d g
A ofet o A9 AE 24, HF, 7=
A, &% 2 7190 FFote B Al x“lo}
(Stead, Worrell, and Stead,
1990; Velasquez and Velazquez, 2002).

a9, AIYrEA AN Fef el Pt ¢

o)

£ A E33

UE 71 FAL7? 719 a8 = ALY SAl
e ALR B A Adth A=A sl
AASIT H43H M2z 20144 4¥

N A0 X2 Tlde el A

do| oA e dufgTel Zofof njxls I

o AY A WA B A B Ws &
o gl 719749 AAdAE ARG AjFoln
HAAQ] o] E4)38t7] oJHth(Donaldson and
Dunfee, 1994; Stead et al., 1990). Touche

Ross Survey(1988)cl4 &5zke] 2/37}F 7144
glo Fagk A3 ele Az AAAH el &
gk Xg8e I AA oA AHRE ook
ste 7I9dAE =94 2ol WAE SAEA o
Folo] A7, ofd A& + e 9 By
B9e =84 7R E zte qtiolwA, FRA AL
3 A 2k2 (Donaldson and Dunfee, 1994)¢] &4
o] &8 AAA zde] AL A A gt olojof &
Rolth. olygt fFEolopRR g 7]ge] THRt
YA ¥ &R} 7H7H 71049] 213 Fyet

719 A
A 2 O1:](CSR corporate social respon31b1hty)
#S 7Ht Carroll(1991)2 CSRE
Aol ALE7F 719l thell 74l = A
QAFHA 7digta st

Al A A AdS gst
=
(Valentine and Fleischman, 2008). &, #|zt&
o8

CSRE &HAA 7199 &84% A9 &
740§ 0173]21:}
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2l CSRe| EdlE F4st, A& 7149 CSR
o 3t 214 E3) 7ol feAS detet 4= 9)

2.4 XZ+El CSRe| £H 1t AH|AIHS

e

‘AL8A wiAE 1 (Kotler, 1991)0] EHAbs™
A RS 7190 A" S Al CSRFEAE &
sta gieh. add, CSR=EE 39 vy &a3E
FEotert? 394 ATE AN AFdAM =,
2] Bmet gF Ztelle Zbsol S17] wEel
Qe FelefA et Fagt FejgEs Hole 77
7} B Ben, CSREFY OP Tl ES
A% sl ARl E4 %tia @H(Boulstridge and
Carrigan, 2000: Carrigan and Attalla, 2001).
AgA aHE FAste ATES AR WA (4

L
T

o S n
A& o

Ad - TER - 7FRE, 2012 Pirsch, Gupta, and
Grau, 2007)°]y o2 miAR S AETY] H3H4

(Becker-Olsen, Cudmore, and Hill, 2006) &
< A3t Mohr, Webb, and Harris(2001)<
CSRe TWVIEoR ARste &HlAks 79 §ix
%, CSRel diel o & < #io

E./\}J’]‘ aa O]'t —/1:‘14 E-O] ]
@3 9] o golehe $4¢ BT
1 7199 =9l tigh ‘Holx| &

18 o]

Ao
[e] =
T T TR

[e= 1NN
3

=
A °
= AL

(‘perceived CSR’, Stanaland, Lwin, and
Murphy, 2011)< AA & gt} of7]4 FL3 A
&, AZtE CSRE uA-719 7+ ARAQL o8 &
o 99 Pol i o] B AYH #go] 8
FHE Adelekt Holth 1G9 AFel & A

o 279l U olx e o wydeln B

o nH

o
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PF 7& &
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A e 2 7E A7 o]
o2 X7et7| i} Aale o
at= Al i 2] #5017 W
ARl AbA oJdd] efF
A FANA| o2 E
& A @t o] wEel CSRAEE
B3 SAet=re] wht CSR¥Y 4H| A
te] FAE s geld &7t A,

CSRe] AlFuel®, FHo%, AF 2 7Yl o
g7t AE, aMFEE, FTPHAEYAL 719
o et LA Tl 28AA LS vHT= A
TFE(o]gtE - ¥Ed, 2009; Creyer and Ross,
1996; Brown and Dacin, 1997; Mohr and
Webb, 2005: Sen and Bhattacharya, 2001)9l
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o gt ss 2Fshe d ol g R AL T FAA g 2 S HHHoln xBAHQ
= AES AABHE ol 7199 &84 A7 BEAA 719 tig 9AA Heiy 2 "
oA AN olgHAGt FAAQ HAE 22 X O o] Wy} ofgA iy AAA S, AFA
e 29N HEHJZ] e Aolth. 59], tf AR EHIeHA A e FAH A 2
529 CSR d7E0] dFehd 40 235 & Aol o9/ dAs=AE JHEg 7zl <
TIAA A (cause-related marketing)e] & AF HrP|AY AZAsle] AHEua gk WA,
oA ZgH Ae] olfrolth(Barone, Miyazaki, and ~ PHIEA I} Am2 543 S AomA] u79
Taylor, 2000; Berger and Kanetkar, 1995; 71l gt QA A Hrlgg o] o9 o XA o]
Creyer, 1997; Varadarajan and Menon, 1988; 1 AAAoH vFHoz HIEAS XY
A5

Vlachos et al., 2009). CSRelghe Md< F9std HEZ Zolth

mrebA B A= CSRY A9 2 349 ot o F3olv A4 AR B B o wet
SRAE S AR /A 9 3 AAL ol F Aol7h A A, AR LHAES A9
Al sl dst7] g, AReld Ao ¥4 CSR - AES Bl ARl ¥ ofe T ALS] Anke] ¥
845 A WY, =94 2] ZdeEde dd gl F 9 vEiRl A4 Aot i
npAEA e B 54 249 FEstad @ Pt E Wglete Ao® Bt mEkA (Study
k. CSRY SAFZA A7l MFE A9sit] LA mAEA et B3 Zgsh] o1 o

A

= A QUA), &4 (3A) CSRE olF] AL ol 249 AIgle] ol g, ApulelE, A
49l BAE ol 49 £F0E AHAL AN EE AW CSRe| o9 WA B4
A9 £ sfshol Bbt b5 GUBelnE Aotk dURebd, A2 CSRel BA WEE
99 AR AAGS ZAHE e BEFel @ o WAL Fgo] ANBT AP olFel HE B
oA, #2049 WG 2ol e8d el 43 AA Aoleh
B BRT 4 9k FRo2A /19 AFA olol (Study 2094 PHIEIAS A8 A
AP e 2P Ao| AF/MU2ANG BN Fe 84 23 2 FAYERGAN Ak 53
A4 Aol 34, WA A0z o4YA Fojal A el 0% /gl e HE L B5| ofd
H93 A4HEAE BdRolo] § ARE S AT HFAHE 4AA BAGTA @ ARTE
$4A 9ol 9ol @ B ATEE B
Hye) AzE FPHIA fIHE F9H B
I, 91T0| MAH U F=O| 7A A4 9] Aol F2 2UE DR3 YA, 2
A7E AN AT BHBERAY T AIS B
dof 2t SR WAk 154 Ao 45T
3.1 eipel A o A2 Gk A AE, Al e] As) Al
e gigolol @ Bhad 244 Ao
o13e BHTAS vion Aol BARLNE  webd AsE Feo s oln] A 2ol
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2002) 7199l A31A Aldo] sk Fag B
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afich. 7 /‘W b HFE Abold EAY F Ue
ol E Y] A2 AT HAE de Ao BE
A, F A BF GARSR HAYE 274"
7]?34 A8 A AU (A€ CSR) el 3

HAE s&sit. A+2de (Figure 1)3 2
o AR ] A 4 FAEANEE ol
Ao wet 271859t & S0, AHEFAF ©]
Aol uAAF = ‘Customer Trust b2, ©]F<

IAAEE ‘Customer Trust a& %73

¢

Z:%J%] (Structural Equation Modeling, SEM)
= sto] BA45H7] 918 SR «] B} &

@
Asatsitt. AN tell SHeE T X]
A

A A
EE A3 2HRdS U T Amos 21.0%
o] &3lo] FolA QQlEAM(Confirmatory Factor

HA 2 A2 Jlgiel A e

Ho| opfE{duf=Tel Zotof ojRls S

Analysis, CFA)S A8ttt

FHERAS FA87] Fal g\ A A
et e 94, Cronbach-aAl4, 281

218 & (composite reliability)

H
u
% HFFEEA
A

(Average Variance Extracted, AVE)9 & 4
39, ey A5 s A 7R 7]

sojo} ek

2
aﬁ] ,EHZW ofefol = AT,

< ARSI 1A o2 o|BHSE 79 A
#HaAA ]r‘z‘: °4—r‘_ QAT AEFIHS, O+28E)

71E, hEoR

A
Aol oA E ‘1'; xﬂ%'& Eﬁé—é—

24 Ae 38R

%3 (squared correlations)S A A &t}
(Table 2)°] HTHA) Algkst 2ol gk f, &
FAF = agn AVE7L° A A& ek. Cronbach-

Before the experience of failure

Customer
Trust_b

WOM
Intention_b

Perceived
CSR_b

After the experience of Recovery

Customer
Trust_a

Perceived WOM
CSR_a Intention_a

(Note: == describes hypothesis about stronger impact of the path than ——)

(Figure 1) The Research Model of Study 1
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(Table 1) Scale Statistics

variables | "0 | et s | BPLE | iention 5| SR 8 | Trast | FPL7 | intention o
P(érégjzbed .956 264 373 458 132 .007 013 032
C;fggﬁzr (:(5)}1;1) 939 | 561 561 011 057 | 048 | 059
RPLb (:8}15) (:ggg) 925 679 048 | 044 | 135 112
intention 5| (030 | (oz9) | (ozp | % | 026 | oz | os6 | i
Coshe | (o | Cosw | (o5 | Cosey | 956 | 476 | asa | 29
e | Cosor | Comn | Cosw | Cosr | cosp | 968 | 66 | 648
RPLa | Coso | (o5 | (ond | Coa® | Cos | oz | %2 | 848
WOM 180 | 243 | 3% 338 72T | 805 | o2l | o
Intention_a | (.059) (.057) (.055) (.054) (.030) (.023) (.012)

Notes: Intercorrelations are presented in the lower triangle of the matrix. Standard errors appear in the
parenthesis. The content reliability (Cronbach-a) of each scale is on the diagonal. Squared correlations are
given in the upper triangle of the matrix.

aAFe 25 90013 s Yebdka, gok(\) AT U= ARGE F 271 =
#E p=.001 FFdlA st 2t Hde & 864.468(p=.00)Z fre]stt, CF1=.943, NNFI

5 Mg 600178, AVEE 50 =.932, SRMR=.029, RMSEA=.0862% ©&
OJFRAAE X EE AT W BT o] Vg FHE AGUL G5ste] S RYPo] HFPEI) o
cHFoRN SHRY FHEIA ol FREIYG FHEAEN WEHTEE GHE 2oE At
(Bagozzi and Yi, 1988). o|&¥sE 7 Add (¥ E 2007; Joreskog and Sérbom, 1989).
AE BATE AT AHFHS, 0£23E)°
1.00] 237 gggkon, o] R 2t 7 49

w\ s

1
FE TR AR YR A

PR A

Ll

e
_|>~l

=

)
=

Al

w4 4 3
s 7t BF frodt )(2%)\*4 ztol 7} AR, Z CFAE %3 21843 Bl S Rt Joz o
TFAMEe AVEZke] 1 2913 #Hd RE 34 o SAHRYE At (Figure 1)9] 2974
MAE 2] AHASAE Aoz SHEY AR (SEM) S £4319H. "?’"ﬁléﬁr AZrg o
O|Z2HFE 7hf WG o] FHEATH Anderson  x2(285) o] 958.037(p=.00)= o84 Ve
and Gerbing, 1988; Fornell and Larcker, 1981). %oy tE —‘?—?}EX]T\_ I=.936, NNFI=
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(Table 2) Summary of Measurement Results

Variables Measurement | 3o (9p) | Lambda(V)*| fvalues | COMPOSIe | Ay
Items Reliability
v.1 5.92(2.024) 914 20.508
) v_2 5.83(2.081) 1928 21.064
Perceived CSR_5 .958 .850
v_3 5.87(2.005) 1960 22.365
v 4 5.34(2.218) .884 19.558
v_5 7.17(1.753) 786 16.066
v_6 6.92(1.834) 1900 19.908
Customer Trust_b 1939 7195
v_7 6.89(1.906) 1937 21.348
v_8 6.98(1.887) 1935 21.249
v 9 6.67(2.095) 931 20.829
RPI b .924 .859
v_10 6.71(2.042) 923 20.527
v 11 6.41(2.091) 919 20.619
WOM Intention_b v_12 6.18(2.307) 1907 20.166 .946 .852
v_13 6.08(2.312) 1942 21.536
v_ 14 4.11(2.337) .889 19.544
) v_15 3.92(2.362) 1929 21.074
Perceived CSR_a .956 .846
v_16 3.93(2.407) .958 22311
v 17 3.54(2.337) 903 20.076
v_18 4.12(2.340) 1935 21.385
v_19 3.99(2.311) 965 22.645
Customer Trust_a .969 .886
v_20 4.06(2.523) 1950 22.020
v 21 4.21(2.557) 915 20.563
v_22 3.79(2.664) 1948 21.832
RPI_a .952 .908
v 23 3.87(2.644) 958 22252
v 24 3.38(2.432) 1948 21.876
WOM Intention_a v_25 3.44(2.388) 1922 20.812 .957 .880
v_26 3.24(2.341) 944 21.735

Notes: * are standardized parameter estimates.

.927, SRMR=.068, RMSEA=.089% #HE3 2 Al A FFol AT A o] %9 MFE
P o

I AR FEste] Al AFEG HolEH/E 2 o dFE VA ol £¥T Ay /MR EAI
sk Zor Adsit(ygE, 2007). A 2 v e Addste], Ao A2
A AR BEAF FES BF fsitHp=.001). & FANFE EF dIRIS EAs Eoirh
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Asje] Azt e “BAF Luht AZA |, Fu
AQA, EAE ke QA 3] gRoz
2793l FUSAT FART Bde wole
U dsle Az o| WedE ol Jee
|2 A] okar, T2 WEE TF ARA S E E
2 ks vxA Egen, F 2y 7t zfelrt
AP (74)=202.563(p=.00)0.2, ALRFo| 1

= H
LRy EEE UL e E R
39 A728 S A9add.

504

A7Rg BAATE (Figure 2o A%
A2t 2

CSRel AB74Y A% F9 9%

1 7k 1-1, 1-2, 1-39) AA3 A 7

A7 SABALS B RET AGEA

T3 BAA Apo|7} Ao M 1-1L g
Ack. 7Hd 1-2, 1-32 A28 CSRe| A &7 H|
WAME zpel7t §le AR veht T 7He 7]
7Y R},

a2y A gatell A 2kelzh ek 4 9le
o2 ANAE ojdy EFAF o|F9 Azd
CSRe] A#pAsel g, AFeez, 7719
T MAE FEAE APEHR} HHEHZ T
ato] AW HIT} (Table 3)9 F7HEA Axs 1
W, AR oldut 57AE o] A4E CSR
o AP =(.609 vs. .706), FHRE(.675
vs. .730)°l tigt &I} o] Eoid A gl
T ek, aAEd dsiA s APER | AR
ovf(.510 vs. .690), AT =(.304 vs. .426)
ob AL E(.280 vs. .398) thalHE 42 7H
g7t ¢ 7Kt A7 CSRY wAzlElel o
3 AR gt /4o A nANEES vz

Customer
Trust_b

510 N
sese 305 > 548

(6.254)° (10491

WOM
Intention_b

Perceived

After the experience of recovery

Customer
Trust_a

Perceived
CSR_a

(Note: = describes stronger impactthan ——)

(Figure 2) The Results of Study 1
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(Table 3) Effects Break-down of Perceived CSR

Standardized Standardized Standardized

total effect direct effect indirect effect
on Customer Trust_b 510 510 -
Effect of on RPL b .609 .305 .304
Perceived CSR_b on WOM Intention_b 675 .395 .280
on Customer Trust_a .690 .690 -
Effect of on RPI a .706 .280 426
Perceived CSR_a on WOM Intention_a 730 .332 .398

Ao 8 AR qd HHEARE o =HPTAHP T A A7) fdHe #A4
7] wgolct.? e Aus tEd. A, sHE A R
FAA e A3 djhd tell oA olslst
L Aol &1 A BA. A= AAH || &2

—~

cognitive appraisal theory)¥ 2#<S 723
A o] Z(Affect Control Theory, ACT)<
T #Ao] ok, AA[F 7o) Bl wEH, ALy
Eask EM%@E ZHNA = B e

V. Study 2: F8H 2H0| X|Z=

(@]
(7))
X0
ic|

|
I
=2
=]
m
0L
il

N

2
5.1 S5 2ol oigt 2 o1ol Azt 3go] ol BAY 949, BAY 5 FEHE
A% »37}—3— AN F U4 B P 304 A

o

(Study 1)=& B3 ] Asje 555 Aded  Ef 2 Folth &, 2 AAA 37t Aol
o]% A Ztel CSRo| AR} $93 HERE He (Bagozzi,. Gopinath, and Nyer, 1999). ®¥hd
27] o AR EFGAA 15 T A Heise(1987)9] 74 BAo] & WEH Q17 XP
Ztd CSR= @5 & dge] Bods A =AU Al ol $4R Fgoly Ao RE od Q1
o} (Study 2)= AHEF AE o|F ¢ FLazl (impressions) & WA A =H, 2 QA
Azt CSRY #Ee AguFEA Ao GAleh o8 7 (sentiments)o] FEE =, o|FA

3) (Study 112 A24¥ CSRe] 2AAE, Aoz, FA =z vlx= 39 Ato] Z A=AF 2718 A A B o] A

A b vagoy, s F AR 2t T 355 Has vlaste A o139 s gSsisin. F AR 2 35 gl Aol
E Ao R s, dE 01 ZAA gREnt &eld Z—.%-% £33 7IAIA'E B FE(AZE CSR) dial
Aar 29 A, £ @& 1}017} ~(+8)9 fiﬂ 2ol o] =X B ol F A & I o= 719 &ede =4
A7ysHA 9 A}alo] AA BB F 44/:‘ A=, F AF 7 ﬁéﬁﬁk—% (Table 2)°lA BXo] A, F 77} 5.34, 3542 li?ﬂ
ﬁoi el Aol g Hof *‘JHE?L A% o3 BE 6(1'%0“ W3t 7h7t feleil Aekd ﬁii“* L}E}»h:} m}ﬂi Hedz 7

Highs Blueke Agteze WME o] AL of9A WHEA] Fg] @A F g7] WEd, FEFHRYCR A=A
’“—4 AR 7 A7) vlaske WS AHeke Aol ERAYE € itk

021 L
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A ‘HH ?Oﬂ ek w8 5 FEA AAl 71
= A AquE HES AFE A9
3 “U} lﬂi‘% *@71%4 A9 (social functional
o theory, Frijda and Mesquita, 1994; Keltner
& olv =71 "77”01 2t and Haidt, 1999)< Ftxstd, Asj&E #d 7
o Az vkze] AAE A 2 Aol webd, A Aol RS YA FEF =YF oAt
APAlo A T FHA o] Aoz 4 & AR ofF Ao d4d 4 Utk Horberg,
Agt Favt dot 234 e Aeldeg® F Oveis, and Keltner(2011)& #4& Q17| 1
J 4 AP EY o e A4E™ (Brosschot and ¢ ARA A (social living)oll o] & oz

Thayer, 2003), #4840 a T} (negativity bias 8% A 7|8 & AU E FE It 84
effect) 2 3 o] F 7 & Ho|FIr} wrh(eHdol 2 o] Fo7l Zhekel whgEolgta F o}, weha
2012: Ahluwalia, Unnava, and Burnkrant, 5% 7% 2o tdl-&¥= 533 A3 - =94 4
2001). webA, A aHe] 244 e aAE do] Y1, 54 =94 ddy dHEn, Ao

Be A5 A e FTWANE 244 g BIMAL AN AL G214 Bu feld

Z ojojA | otd S 714 7he/del =rt. GAER & stes F7]Fol= =, Rajeev and
Bhattacharyya(2007)& &84 <JARE% 217 o

7V 2-10 AEA DAl w7 R34 FAA ol mAe dF &4 R F
< BT @AM 74 R 7 i ade] S &84 §71R9Y S 5

WS 278 Aol AgAA o vepdtian Holth wheba, Ao

57 4 AR dste e BAA e

NERde 87945 B P44 9ol B /199 &el4el U oug Bhe 29342 A
A
4

TS| frof gt BAA G Rtk AL o7 o2}, dutg o oztdAE AlEA Y
ARES WEx Jth(Andreassen, 2000: del & o7]a Fd 2 712 P9 E & Aol
Rio-Lanza et al., 2009; Smith and Bolton, AL T AAE st st A7t k. o]
2002). £ d7E ¥ SAGAE Aoll=sd E F#H P AT (intuitive prosecutor) A2t
3 EHEaHer Fietn jlenr Iy F2t 3 g E A7k gad Hoo] AR
oA gk FA A o] ButEo] Bl o 2R, 53] Fxgd e ogld Hels v A5
& A AR dde = Aoz 4eA Ath(Goldberg, Lerner, and

Tetlock, 1999: Tetlock et al., 2007) Weiner

b 220 BHAT WA =2 $RA A4 (1980)% Qo] P JeimelA 4 Age]
e wanzd 2440 JFS v Yes A4dE =94 PE fEIDL T4

Ao, uh glot
5¢ 944 AdoRyE fohd $44 4ge
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A Al (counter factual thinking)',
71l A F AU T2 digke] gk
< e o] A tA] FAA S e T
FAA YA T S A AU FH
SAE BT A4 o HHA Al S UE
e, H#Ad Atune gue] s =Y
(moral principles) & 7|28 H7IEEE o]
H(McColl-Kennedy and Sparks, 2003). Smith
and Bolton(2002) Al AH|~Asjad 744
el a3 v Bk dig Hrpbdst ¢
A= oS AAZ el HustA MR QA4 HH
Aelagoleta Fstitt. fﬂ, Ao 9 &5
Al dA A A A
kel EnjA7E =of
7192 ArtetEs B
A BRA 74 o] A uk
}& v]Z s Dunn and Schweitzer(2005) 2]
TAHE A&, AujaT #d 24 14

>
o=
o xo N

2

) 2]

=

Z_'

;, ruo m[n

Ui

2]

==
=4

A

1L
L

o]
L
-‘;—74

Ry
A

2tof

< 7199 SRt ozt nAE o= YA
B vH Ao o iEr)
7Hd 2-3: A SN =71 BEA
< A7k CSRel 784 9= v
Aol
7Hd 2-41 APEA @A = A e
AR e F84 9= vE Aold
7 2-50 =BT DA =1 24 2
< #1749 CSRell #4493 A
Aol
7Hd 2-6: ERAYT DAY = FAA A2
Ao P4 G vE Aold

(Figure 3)°] 9728S AAs9Y. (Study 1)

5! Choi and La(2013)l4] o]v] A3 HeIA A=
of eie HHaaA JHaAA S S e, A

2ot 225 Jepioh(EP0E - 14418 /7

Negative
Emotion
_phase 2

Negative
Emoticn

_phase 1

Recovery
Satisfaction

Customer
Trust

WOM
Intention

Perceived
CSR

(Figure 3) Research Model of Study 2
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SR, AZtd

T MA]

p

CSR — 24412 /A vl o] = /=
— AT =/ %) .

. SR RE A
AA el [Study 1)2
A At
AXNZ gtk SHRY 9] Hnkd BT A R3
29 ARG A3, P2(271)=864.468(p=.00)=
elatdou, CFI=.943, NNFI=.932, SRMR

=.029, RMSEA=.08622 11 %9 3= A

ﬁ
([0 o

&

=

ot

(el AtelH

|

HAYo| oiFAEHIET 2| Zutol| ojxl= I

Fs3slo], (Table 4), (Table 5)9 AAE
to] el el B R

=

5.4 718 AHH

(Figure 3)9] Ad+=23d<
of xR (SEM)o2

3 AERFe] B 25 F (2(217)=622.206
(p=.00)2 freldtgont, 1 W AF8e 27

T AAFlA CFI=.956, NNFI1=.949, SRMR=
.079, RMSEA=.079% %3aHA Yery Aetd
ATEZF dolert & Fiele 2oR el
ol E, 2007).

02 Aol 7bed g wiAlsky] fsl, AFEY

=

(Table 4) Scale Statistics of Study 2

. Negatllve Negat.lve Recovery Perceived | Customer WOM
Variables Emotion Emotion . . RPI .
Satisfaction CSR Trust Intention
_phasel _phase?2
Negative 913 623 134 106 154 132 153
Emotion_phasel
Negative 7189
Emotion phase2 (026) .943 .208 181 .199 149 177
Recovery -.366 -.456
Satisfaction (.053) (.048) 962 356 643 345 389
Perceived -.326 -.425 597
CSR (055) | (050) | (039) 956 AT 494 521
Customer -.392 -.446 .802 .689
Trust (052) | (049 | (o023 | (osp | 968 651 643
-.363 -.386 587 703 .807
RP1 (054) | (052 | (o4 | (03 | (o023 | 992 850
WOM -.391 -.421 .624 126 .802 1922 956
Intention (.052) (.050) (.038) (.030) (.023) (.012) )

Notes: Intercorrelations are presented in the lower triangle of the matrix. Standard errors appear in the parenthesis.
The content reliability (Cronbach-a) of each scale is on the diagonal. Squared correlations are given in the

upper triangle of the matrix.
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A A5 A2 99 hsd te BE
¢ gRg e oz BAsgn 271
o ggAle $3H 14—

- BRUE

Aol BAA - AT A FA
A 7 - R BEgyEaye vy

AT, ERAERge ¥AA 2
A, $9UE AT,
oz ARAzEel 9 (Study 2)

A2

hyl

1o m)" 2
-z & oo ax

_‘N

iu}i

- ox

o,

2tof

ol K o

3

EIuE —'[L?ﬁ
ol 4

@ Az 9ol felsl depd R gw%NA

o,
2
N

A FAE vt Az Adxt

A ol ARAH o FAYPES 2
HreoH(B=-.115, =-1.782, ©=4%,
5). 28y, UigtRd e REEE (212)
=617.382(p=.00), CFI=.956, NNFI=.948,
SRMR=.083, RMSEA=.0802.2 AF2gHr}
T Az dotege] ARy u A4Es
A ThFe] 77 YEAE HES O 21t
FAY $4E 7HE & Q7] Wil Aol A

“lel S (A
N
L

(Table b) Measurement Results of Study 2

Variables Measurement Lambda(M)* t-values COH.lpO.S}te AVE
Items Reliability
, _ v 1 819 16.947
Negaf;‘fasg"“on V2 950 21.509 914 780
v_3 .876 18.805
) . v 4 .906 20.081
Negagvhea:erg"mn V.5 959 22,196 943 847
v_6 .895 19.662
v 7 941 21.625
. . v 8 .894 19.750
Recovery satisfaction v 9 963 22 567 .929 .868
v_10 922 20.846
v 11 .889 19.524
) v 12 927 20.996
Perceived CSR w13 960 22 294 957 847
v_14 903 20.045
v_15 .940 21.590
v_16 .968 22.823
Customer trust w17 e 21 507 1969 .885
v_18 910 20.380
v_19 952 21.953
RP1 v_20 954 22.060 952 908
v 21 950 21.968
WOM intention v_22 .920 20.715 .956 .879
v_23 .943 21.677

Notes: * are standardized parameter estimates.
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How Do Complainant’s Negative Emotions and
Perceived Corporate Social Responsibility Influence
on the Outcomes of Marketer Failure and Recovery

Suna La*

Abstract

The research consists of two studies. (Study 1] is to investigate whether customers think more
about corporate social responsibility (CSR) after the event of marketer failure and recovery
than usual. Structural Equation Modeling (SEM) was used for the analysis. The results show
that customers become more sensitive about CSR after the experience of marketer failure and
recovery. This means that customers think the firm’s business ethicality and its way of making
relationships with society more important after the failure event than before they didn’t go
through the marketer failure yet. Complainants” cognitive information processing turns more
critical, more systematic, and more extensive after the failure and recovery experience. Perceived
CSR has more direct impact on customer trust and more indirect impact on RPI and WOM
intention via customer trust after the event.

(Study 2] was focused on the antecedents and their underlying mechanism that promotes the
sensitivity and impacts of perceived CSR after the marketer failure and recovery. Based on
moral intuition theory, the negative emotions caused on the phase 1 by the failure itself and
aroused during phase 2 when customer complaining is initiated and then the firm’s recovery
activities are conducted were hypothesized to increase negative perception of CSR and decrease
customer trust. Structural Equation Modeling also used to test the hypotheses of [Study 2].
The results show that the negative emotions on phase 1 have negative direct effect on customer
trust but no impact on perceived CSR. To the contrary, the negative emotions on phase 2

promote negative CSR perception but no direct effect on customer trust. The negative emotions
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on 1st phase amplify the negative emotions on 2nd phase. Negative emotions on 2nd phase
have an indirect effect on customer trust via perceived CSR.

The results from Study 1 & 2 imply that the customer experience of marketer failure and
recovery changes his/her evaluation tendency on the firm more sensitively and more critically,
leading to a cross-over of the perception boundaries from me-firm" domain to ‘society-firm’
domain. Customers become morally strict when they make decisions on future behavior regarding
the firm that committed a failure. Interestingly, the negative emotions caused by the failure
itself don’t deteriorate CSR perception but the negative emotions provoked during complaining
and recovery stage have the fatal effect on CSR perception. Another shot of dissatisfaction
during the recovery will amplify complainant’s negative emotions and finally end up with the
customers” doubt about the fundamentals such as business ethicality of the firm. Firms should
devote themselves to protect and purify the complainant’s emotions especially during the
recovery stage. Further theoretical and managerial implications are discussed. Limitations and

suggestions for future research are also presented.
Key words: consumer complaining behavior, marketer failure, negative emotions, business

ethics, perceived CSR, moral intuition, moral reasoning, recovery satisfaction,

customer trust, repurchase intention (RPI), word-of-mouth (WOM) intention
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