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ABSTRACT
Keywords: Objectives: The purpose of this study is to discover the structural relationship
Pharmaceutical Company between pharmaceutical companies’ social contribution activities, promotional
OTC Products activities and corporate trust, and intention to purchase OTC products. The results
Social Contribution of the study will provide the data necessary for pharmaceutical companies to
Promotion establish OTC product marketing strategies. Methods: A survey of 272 pharmacies
Trust was conducted for empirical research, and five hypotheses established based on the

results of previous studies were verified using a structural equation model. Results:
There is a significant positive effect between social contribution activities and trust.
The relationship between sales promotion activities and trust did not significantly
affect trust. However, only salesperson activities in the promotion mix affect trust.
Next, among social contribution activities, economic activities had an effect, and
the relationship between sales promotion and purchase intention had a significant
effect on purchase intention. Finally, it was found that trust affects purchase
intention. Conclusion: Pharmaceutical companies must engage in social contribution
activities to increase the company's credibility. That's because the more you trust the
company, the more likely you are to purchase OTC products. Promotional activities
of trusted pharmaceutical companies strengthen pharmacists' purchase intentions.

Purchase Intention
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A ZF AoFSlAbe dRkejerE wmiE gt S
G5 FUANEEY FUETE T3l ool AE= AR
(sell-in) Sobeh, 1 AEL 2% LuloA] Bol(sell-out)
g o A dok

7199 AtSlEALEE BHo|u}; o] X] A|aL A Fe} T
Eol 7/id AFely HEo] tigt 2932l B Pl
T 3R agrt ok olH™ 7|9y A3 EgES
BT Y= 7P & olfs &RAES R 7| R

£ 2 oA E 7L Q= &R 71979 AlEely
BT o A T4 7)== T4 aIKhalo effect)o] 7]
1gk Aolct.

2 A9 542 Aok 7199 ARl s g wufEX
&%, 719 AlE a2 of9 AE A Y= 1He A2
A PAE 8t Uck E3F wotE 22A BAE E
2 Aok 7|4 Al F A dureekE waE gt
SR EEol AleF 7199 AL} AlE A 9= 1]
A= FFEE 451 AATFOZH, utojokE-2 il
skl e AAEY WE SHE g tiH) o= vHA
B AgE Ystet 2ag AF A 2HE AXSe
A gtk

ol2% HyH

1. 719 MSISSHEE

7149 ArlEolzt 7199 Aeld e &5 =,
AEEA sjgel 71de] 71ofsk= ANt 2, 53] 7190l
&3 A Gapg]o] fAHe R HFshe BEoRE, o7
AEE RS T AldlA AdE dolMA 71l BE
st7] %t 25 Fgaaz JAFHT gleus, AR AR
Are] 9 oA 252 BEE A7) fEA AEHeR
Aldsfol st Fad Y Eoz Ausia Yotk
ArejEdolt 713 BEE ol FARE el 873k A
o7 gRE SFA77] A8l sk dEvIRe 22
ARAYN A B BE7F AT, AR &
T 22 BAAA Yo RA, 749 At A G
Arejol| FAfsto] ALSA ZHAE AEshe ALRFEH Al
=20tk Ahn et al.(2011)2 7199 A5 3E S5 gt
SBRE Q1S FHT B3, AuRES 7YY ARlEd
5ol disl 22 o1%len, olF iy Ads F5 7]
A olm|x] Fiz FE3he Ao HfAE TgHY H=
£ 7ML ok A 1A 7]]do] AARGAL 7= AL
VLT 7IdE £ A EAo] REEAL RlojA,
7149] om| A7} AE 3 EEY dddt: e &

AL, ol Y 71hY AT FAHAY S0l vrFE
AR EdEEol HE 2 = Johe 28S A
2n’, Han et al.2021)& A2 3 AEE] Ealola B4
A o] 2ol 3 71l tieh A= v]A|
€ ¥ BAstY, 23le BEAT A 39 A2
ol B2 ARl BT 194 g2 &3l vis) &2
SHEES Bt 239 gE] 7199 AEEdEEel
gk 2vREe] Brke I 7|0l HiRt AukE ojux|E
ddshe vl S8 g s goll, owA|7t
FA F2 7199 Aolle ARlEd gl tiet anjake
7P OS2 9% vlite A7 2HE ANGeR
M, ARl EAEF o Al B82 T3l 7199 A

Q1 olu|z] PAo] 7hsdtte AAE Ak

2. EXIEE

ZZ(promotion) F1l, FufE3], PR, A& 519
QA5 o]gate] AHEA AEFES &Ele vHIE EF
olt}.Y E3], £7 B5-& YA AF A He 8
2E2A dAHo|L mje AFH AR o]Fo|A|H,
An|Rbe] Lufghy go|th® weby £ 7]go] An|
LS L E ZpALY] AlFolu AH|AE ApE o R U
I Hofstr] §jt e o R Ao = ok X YA F
AM= TEZE EAT AlFo|u Au| A9 19 oAE
AL S7IAY, FAFY $7HE FEstaLk), 4 Izt
of gtaf AAsH= thakdt Qe R Secke] Hgtot)”

Sawyer & Peter(1984)= Tfj&2] S5 AH|ZIA A
35+ A= (Incentive) 2] EAJ¢| whel 714 Q18K (price-off)
T2 &=} 712 E7Kvalue-added) T2 =0
2 FESGLY I yg-S vy, WA 714 ket ¢
2 71 A wjE3 S5 AE 7HE A5 st
= Wolng, fujtEo] 7MY =322 & 5 W]
of, FA-Y &2l Y} tjEo] AFS AP gt
o= AgAEQ Y A =4 = Aok 2A 7HE A
FH B EX 52 AHAEY ) o] AHA
FEFE A= i Bl ot & 4= itk 1
T2 7H4 olQlof| b 7 E Frte = W] 71K
A BujE &Fo] Ut} AFoly AB|AE A7t
Tt ARAEAA ARE, BYA B, AE 52 AT
S EXN, A7tEY ¢ 2 7 E AFste HHeR, 714
AFE A&7 GeEvs dHEde R =9 &t
W1, gaido] ¥& 77t AlgE A AHAEY 5g
o] gopz 4= Qlot= @Ol Tk
232 9 A Zo)|A ¢1&Wul(personal selling)= 1M}
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HotsAe] Alelsd H HE &30| 7|Y AE|, OTCHIE Al o=0f O|Xl= Fgt

N ook BN AALY AFoIt AuIAE TofshE
5 MBS WojE B0, wAN Y AESHE ¥
Noz auael ARUALEY Welet & 4 Ylek”
Akaltol A AAToE 913 G AL MR(medical
representatives)ol 2k SH=d), o]t ooy metgAe
sheAQ) FHBE JBS AP Ao, Fget 9l
Lo o 5 R DN A% AL HE
sk Abgolehs oulo]ch” GAAAE IATY FHo|
A BESEE S RESHE A ST FAl 27
of Tet wHsolut Azl GAstel, 37149l Wujet o)
2= AHAL G WAA Dk,

3. 4]

AF= 7190l A&H ez Astr] Aot n3te]
A HollA gHskA FAS) U7kofp sk 842 AMS,
A, AEe 5 thaket Fopo A Ak A= gl
714l tigt A== anAkse] e 71d e A2 Al
|40 &t AFolu Au|AE UEZAHA AFTHE
Zolge A2} Wgo] =g wakct?

Bradach & Eccles(1989)= 711} AZsta = GAA}
7F 718794 P52 A= BEUE FHee flof
F= Fg 9 7Iggtne 3tgch"” Doney & Cannon(1997)
Z 7140l et AE= Al B AHEY FUAL 35
AS Wi YESEE whEo] W oz TP, 7|
I i Tt Al=7F FARY FF BE el ofd
FES A=A AFHer At 23 g F
Aol A gL uAA Hrte AL dAs At
o] Aol AZe AR & 7 27
AHAQ G A= 8oz FES §ho], &Rt
T gl m-- T2 TS sh= 8UolF= Aol
S vF Qlof, Fujte] et FARY AlF= aH|AH
T AAERE A APzdola & 5 gk

4. FOHolE

B ATAE TR Gl LutejopEe] o, oF
A, oAkl g Sl Ba) Shapel el 9, o
OFEL 1Y A% ATl WA FFS vA 4 9]
£ ABolmE 7k e obabie] alAl el o3
FEHT ek & SRl QurelopEe oksolet
L 5 aold et BujRES e long, A
RN fFoleh £F Aol PAfet: AR 12
I} AES A 2E5HE QU DA@RD F 74 A
2 O 549 uA4L 7T Gk QuejerEY B9

N

ol 3k 9 oFmo A AA| AGAEY AES BF FF
T 7t ok A ST o= ARk Sl e X =
2 1 ol AUAEY] URtO|FES SFof A HujE
2 qE® Pojet L ARIolekT Sk AR e] A
S oF Aol BR, T AR 4T HF 4
A 2, @A) Bl BHom AckepmRE o5
A9olmz AYl OEE & 7o) oE9 L ofn)2
% gleh whebA] B QTS A ot o o
ST 7o) Fol2 AHET Aol oA Tufa)
7| 9% Aokalatel QutelobE Folstelt okl
olx2 Helg

Tl o= AF B ABlA A4ES FSHE 40
o) Agon B4 AES s oAe W)
2]& 85 0| Z(Theory of Reasoned Action; TRA)®| 2J3}
W, oW tarol gt A Brhs HES) YL vl
T, gEl AF o)wo] daL uAA Hid, 7o) o=
£ oo U AT B A5 AL o)
e Aoz AZ v A3} BEst AR P92 ool
A B Aol B 4 Stk & Saxke) AW ¢
£7h 44 79 A ARY A4S et 7o)
oz ool 714 ke Aoz, o) W5 g
223 dZWeE HEE B4 ARt AHAE T
dsteie Aulate) ARre BRI A%, Pl o=}
e AR oL HAE FEE EolnT & 4
e

e e ol

AT

1. gy

AlksiAre] Al BE L B FEW 7)Y Aere] 7
229l T, 2T 0|5 W4T} okge] AuejorE
(OTC) el =e] vl JaF BAS Aufnr] 913 o
9 ARy YSTHFe. D).

2. TAMA

AEIZE EEat AR

Bang et al.(2013)2 7|9 <] Ate]Fd&-gol tigt x|zt
7HFF 7= 719 A=el 71delwR] FAl 384
Ql YL A AL SIS Be, LuRrL 27
Stz 7199 A A AdEso] 1 FAE 9 Fujoe
o 383 FFE vAE © AA 9 HA wAYUE
< 27] g8 AlEets H8E 25t olF 1HY] 2 F
HAE golE Lee IS & Son IM(2015)2] AF A3}, 7Y
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Fig. 1. Research Model
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o) AAH AAVE e AXH Ao A JF
g njAE Ao Yepder ojg AuAT Ans vt
Hoz 44 1% Agsgck

41 Acksitel AE R T

A+ G vl Reolth
Alokeiatel Seld ABTARELe 71
AW G 1A Aol
Alksiatel AR B TARELe 7Y
AW G 1A Aol

714 A=l 5784

1-1: Ao &

1-2: Alglef &

mWEEr=0t M2|0] ZHH|
=S5 A= JA O thsll, Seo KH & Lee SB
013y B3, A8 3 5 AF2urxs Ao|39 B2

BFS Z8she R ArdAeld A B4 &
ol dis) d5A £4stded, A 2N 45 &S

ol &gt ntAY ARUA AL A=l FHAL FFS
0z AL d23tgrh?) Kim JY & Min BP(2005)%: 3
W& o {39 #E aAE vwLstget, 7HEE o
£o| 7IXF7tg BEe vg) FAHCE o5t w2
ARG aAE Hon, Ju] 7t&a Aol o= ZH
= 7H43 BFo| £ a7E HAtke A+ 2BE A
Algt wt Qlek?

EF, Al FAAET A9 TAC A
Nyaga & Whopple(2011) A== FAAE | tig FA)
2l B R A A7l owet FAH= 5o WFH FAA

2

I

I gak oplet YR Ao E FHE FF=
ot &9k Lee KM & Kim SH(2016)2 ®3HAH] 9]
FUAFER AAAE e & dujs)so] Al=e J94
of| v|X= FFT Ao, AR, 25T,
SYEiE FAHE I dujg-so] Al F8A FF
S njzon, Age JAAT ] 34 9T nFFY
ZAIE AAISHAT. Kennedy et al.(2001) THujo]
2wl PFo ATl AAAQ] HjHAES oY
o 112} A7} ou] A F7letks AWPVE A|AE)
%3L, Holden H|-3-2]&¢l 35 o= Azl 193 Ql o
o Ae2 SARY g o] gt A=E Asfgtts A
A3P0E YEslh

o|¢} T2 AT AW IAE, thaa Zo| M 28 A
A5kt

7Hd2: Aeks|Ate] s EE-2 AlFY] FAAJA) B

32 1A Aot
A kB AL 7HARFY BESFE 4= FHE
A+ FF= v|d AHojth
Aek3|ALe] 7hA| A3 wEEF-2 A=Y I
A+ FF= v|d AHojth
AeF3|ALe] FPAE BESFTE 4ol FHA
() FF= v Aot

e ol

2
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2-2:
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AlglSE &Sut S0z 2|
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HotsAe] Alelsd H HE &30| 7|Y AE|, OTCHIE Al o=0f O|Xl= Fgt

SHEFo] 7199 ofu| A} o QJof F3S w|Hch
= Jung et al.(2019)9] A7 T3 7|9 A1EF AT
3 7199 ArgFgol AAE H7t AR 2 H¢-
Ho} gt = mjX= gFo] o Atk JE WA
Lee et al.(2008)2] A7*YE B|F3lo], Uut 3+ Y2 A3
THEF FFaUT} Fujoo] 3k Ao ARlFH
252 33l FAE - dig 33 Hes e
= Pyol 3 JFL vINDR AFHA S
AP TS S 13 & RS AFLE Yang JY & Shin
SI(2014)¢] A7 5 719 s T s T QEE
3AAQ FF TAE FAstL Ytk B2 AYPdA+ 2
7} QI ol 7]x3te] & A9 7ML 32 thgat 2ol
M.
7Hd3: AekAtY] ALl F ST d=te] OTCAH =
Fof ool AN FFE 0l Aok
31 AokEAre] S2)d ASBHBES okake] OTC
AE T Qo FAFH/A+) FFE v|F Aot}
32 AR AAH A TAYFL FFAY OTC
AE T Qo FAFA/A+) FFS v|F Aot}

W=EtE0F 2002|=o| ZHHI

Oliver(1985)«= W3} oA BujEX 02 < }
St At 52 LA gt AFEA o|&
HAZE B AT &S 9l Qe A
g AFEA 7L obd wAE BAYE FH VA
Hajir(2023)-2 w|-§4 9] & &-5o] tuf oJ=of I3 3
ol 9L e AL YFV3YL, Jiang N & Lee
KT(2023)= #ujE29) F 744 £33 &, 71484 &
3} 7HA R wEof disiA, AERH, 1L
A7t oo njA]= A AJo|E FET A+ 2
¥, Fi AP AAE o HFAY FHole 7HA s
A BEAY 2HRY A =7t wrhe HE U
shgiet.

39, Cho JI & HA GS(2012) J QAo ddetsat
FAGFo] | oo {3t F(HY FFE nXth=
AP B 18I, Kim et al.(2012)*, Kim et al.(2019)*,
Choi YB & Park JE(2020)’0 S-3} Zro] ol&] ArdoA] 4
HAFH O] Hfo] Tl E= FY HLE o]ojZtt= o7
A+ 23 So] ok

oyt A+t AAES IAR b3 Zo] 7MH 4E A
Ak

7hd4: Ak Ate] BE

|

() FFE vz

7 g

g,

=
o o

u f
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o

=]
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o
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—_
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g5e 7o gme 3R
Rolth

4-1: AekEiAte] AR BEBEL o) o] 3
AR gL w12 Roltk

42: AeFEiAe] AN BEBEL o) o] 3
AR gL w12 Roltk

43: AokEiAte] G BEBFE 7o) gmef 34
#el+) FaE w12 ol

22|19} F0Ho|O] ZHH|

TS} A7 AlE 2 Bl=] tigt o oo
-4 e nAte 28-S E2 ¥ 9= Keh HT
& Xie T(2009)9] A9} A2 uf ojwof A2
S mRthE A Y353 Kim CB & Baek NY(2018)9]
AN Ang FAA FujAt AzAY Bt o
7RI Qe AlEe A AR S BIRE 7 3ol
AoIA ¢ Fadt adlojgts AS & 4 ey ol
AT ATE A2 429 7Hd 5§ AHEAT

7HEs: A|FRIALY] BE BE2 T o= T

() ¥F< v Aol

3. 34
71949] AFB1EE FE0] 2L Park JC et al.(2010)0]
7199 A YASFo| g HEE 7]E AFAE] F
A8 Aol opd et EAJo W0 AESIRAL, AH
AL oA 7199 A HALFES SFT = U= F
TZZ st vk QIok? B Ao
E 4 Bdsty 7149 AEed €52 S8 39 &
T BAY Y FLoE o] SH5HA +2F F

b, OOASkal: BeAET 24T AdS b,
‘COAFBIRME W, 4, €8 B 42150 B=s

2 £ (compliance) T} & Ay, ‘OOR|FBIAHE
AGe Fsp Arboln, BAH AYBFL OOAF
sk 27 AA W) Flefger, (COAsl M 3
Ao) Bug 35te] AMs] 948 =iy, “OOA
FEAE A&HOoE AFY EAS AN S8 =9
b 24 B AN 429 Bge 19 A
8 294 gk, 28 92 234 b, 34 ‘mBolck
47 ofzt agek 5 WS agtbe) 5 PAE Hw
(lkert scale) 2 F45te], 47t B245 2 25 A=
7 Eeg oulsich

o 27 FFL Sawyer & Petere] AT AN H
uhe} o] 7ba A\RFAQ WA BEI 7H) A B
W& PEORE e ZHSIGTE 71 A2 B
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Lho
N
i)
ot

2 ‘OOA 23| A= 7HE S Qlststo] Algd
= o]Jof| 7]ojgtey, ‘OOA|2Fs|A= YATH

TFufEtH F7HH o2 AEE At T 3
E}’ ‘OOAF M ZJAEE HYS| = W
Fl Fele o, ‘OOA|Fs] b= 78T YA
&gt o] 47 Bgo R, E3 71X AFH &3
52 ‘OOAIYS A= =tol| ast AF2ES AlEl
b, ‘OOAFF A oF= g0 ast 7H4] = 3
BE AlFd 2o, ‘OOAFE AR W& At 3
b 37 BFo 2 Fgsat 3 A F -3
A3 ALl G AL SFE2E Cho & Ha(2011)¢]
A AHE g3t ‘OOAFs] AL FAAMEILS Lo}
AL EoF, ‘OOA|F2|ALe] FAA LS e a9
A3 oz g3 Fob, ‘OOA 3L A LS L
oA Zadt HARE AT Frb, “OOAFIALY] F<f
AEE F71H 02 BrEgth o] 47 £ 5 HeE 4
st &gkt

E3} AFE =A317] 28 Doney & Cannon(1997)'?,
McKnight et al.(2002)9] F1Vo) A AFL3E A8 HES
Bokgt 57 B&L 54 Ax 2 &Fst9ch £33 OO
As|ate WE ¢ Ay, OOAF A= Asith,
OOZH“QA}E AAstey, <OOA| 23] ALe] A EL WS

o ATy, ‘OOAIE A= ARl e Add g %
a5 Eoh ol

2 AFolA Fuf =g AT EF2 Engel et al
(1995)9] ATV A g3 B3 Bgsto] ‘OOA 2F3]
Abe] dutelekE-g Jrufsta Aok, <OOA| Al Yhte)]
OFES Ui 7HsAol Aok, ‘OOA| ks AL dutojokz
& Fujg ogko] Uy, ‘OOA|2Fs]ALY] YutejofE
U BAtETG WA 2 Aot o 47/ £ 57 F
=2 2439t

[*]
T

ZH

ot
o
o_,>1. d
filo

m°1' N

Ll

4. ZAHH Y BN =4

2 ATl 4T mya 7MY A5 AT 45
Ae A A= 3007 A= =S R &5
AEZAHon-line survey)E HAISIATE AR RALE 3
HEZ 0l 072 HASHI, 2023 4% 204 HE] 49 24
L7HA] 5P 7 2ARE AT F 30089 =g
ﬂWOE A AAReY, A #3d 21289 8
Y&e Ae2 AFEAH o83t

%ﬂlfﬁ% SPSS 23.05 ARg-ste] Nl=E4, B4 2
ARA, AF= 24, ARBARH S AL, &4
QRN F2AHAL AMOS 23.0& £4 =T o]

2l

S 2

g3t
o7 Bt
1. EEo| BN
£ 458 A 2pO2 WYsol URaAel S

AwEE, AA 2729 7|
AL (=179, 65.8%)0] FA(n=93, 34.2%) R} F
wj Zh7to] @worom, ARWERE 2-30tl(n=106, 39.0%),
4-50t)(n=98, 36.0%), 60TH ©]4Hn=68, 25.0%) &2 & 1}
E}w A QL = AM=158, 58.1%)0] Hyt o]Ake] nZ

< AAEF L, o FRE2E AF(n=147, 54.0%)°] 7}
w7196 28(n=95, 34.9%), HH(n=30, 11.0%) &
o8 ZAFE|QtH(Table 1).

2, M2|=ot EFEE

AR BT AFdE Frsh] A8 HA, A
Al AFEAE SHEFE sto] SUF 2A24E A
stoch B4 AT 28 AT (42=403.279, df=278,
y*/df=1.451, GFI=.900, AGFI=.873, NFI=.888, IFI=.962,
TLI=955, CFI=962, RMSEA=.041)= o5 38}A Ueht} =
R e AR AR Alsti

<Table 2>°f] A|AJE 24 3= 2E
SERAET AF4ol e Rt HeEY 87
AF2 695 oJAro|al, HFEASEEZ(AVE)S 599 o]A)
HEAF=(CR)= 817 o1, AIF= Ala(a)= 794 °1%

sl A

rE Jlx

o 2 HIHASHA UEbgth Z12]al <Table 3>9] 4437
Table 1. Sample characteristics
Frequency Percentage

Total 272 100.0
Gender Male 93 34.2
Female 179 65.8
Age Group 39 and below 106 39.0
40-59 98 36.0
60 and above 68 25.0
Area Capital area 158 58.1
Chungcheong 22 8.1
Gyeongsang 33 121
Jeolla 43 15.8
others 16 5.9
Pharmacy Small 147 54.0
Size Medium 95 349
Large 30 1.0

%
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HfeArel Alelset | HE ES0| 7|Y

==

L=, OTCHIE MY Q=0 OjX|l= F&

7 I
Table 2. Confirmatory factor analysis
Factor [tem B B SE t AVE CR
SCA1 J74 1 - -
Ethical Contribution Activity ggg ?19? :105; 8;3 3?92;’ 692 900 .865
SCA4 767 1.116 .087 12.760™"
ECA1 744 1 - -
Economic Contribution Activity ECA2 761 1.023 .096 10.607""" 708 879 794
ECA3 753 1172 N 10.556™""
POP1 .854 1 - -
. ) . POP2 797 1.014 .069 14,793
Price Oriented Promotion POP3 764 983 070 14.006""" 731 915  .868
POP4 744 .958 .071 13.536""
VAP1 695 1 - -
Value-Added Promotion VAP2 723 1172 17 9.994™" bh99 817 788
VAP3 815 1.360 128 10.617°"
SP1 .735 1 - -
Salesman Promotion :E; égi 11'22? ?1935 113512 632 873 .81
SP4 .685 .956 .093 10.241™"
TR1 737 1 - -
TR2 727 1.034 .095 10.860™"
Trust TR3 610 841 091 9.188"" 579 873 806
TR4 .708 1.082 102 10.599™"
TR5 .617 1.030 AN 9.293™"
PI1 .862 1 - -
Purchase Intention PI2 .825 945 .060 15.868™"" 770 909 932
PI3 774 948 .065 14,561
%% X001
N _
242 Hgsle] BALPHAVE)S B/ 2k B 3, THO| HE
= 99l 7+ AAS AlF7H(.008~.321)S AVE(.599~.731) F-ZHFA A & (structural equation model; SEM)S o] &
wrh AL oz veh} ghdeigao] ShuE g, o] ATEFS BAT AW, AFEEL £=125279,

df=278, x*df=1.451, GFI=.900, AGFI=.873, NFI=.888,
[F1=.962, TLI=.955, CF[=.962, RMSEA=.041 2 ¥3&3%t 4=

' N
Table 3. Correlation analysis
Factor Mean SD B C D E F G
A. Ethical Contribution Activity 3562 716 .047 174 194 254 228 259
B. Economic Contribution Activity 3.260 .618 217 1 .055 163 .008 110 148
C. Price-Oriented Promotion 3487  .661 M7 2347 .091 146 107 252
D. Value-Added Promotion 3.18 776 A4 4047 3027 1 075 16 223
E. Salesman Promotion 3447 636 504 .091 382" 273" 1 148 227
F. Trust 3264 595 4787 331 3277 3417 3857 1 321
G. Purchase Intention 3354 .692 509" 385" B02™ 472 476 B67T 1
*x K01
Above the diagonal is the square of the correlation coefficient(@?).
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Table 4. Results of structural equation modeling analysis

H path s B SE t

H1-1 Ethical Contribution Activity — 328 284 .087 3.246™"

H1-2 Economic Contribution Activity — 267 277 .084 3.283""

H2-1 Price Oriented Promotion — Trust .053 .045 .065 .700

H2-2 Value-Added Promotion — .006 .006 .084 .066

H2-3 Salesman Promotion — 225 223 .090 2.490"

H3-1 Ethical Contribution Activity — .035 .038 .089 427

H3-2 Economic Contribution Activity — 150 193 .087 2.207"

H4-1 Price Oriented Promotion — Purchase Intention 238 .255 .066 3.880™"

H4-2 Value-Added Promotion — 191 217 .085 2.553"

H4-3 Salesman Promotion — 216 .265 .092 2.877"

H5 Trust — Purchase Intention 301 374 .092 4.053™"

*K.05, #%pK.01, *%x K001
g S
TUE Flstg e, 7HdAS A= <Table 4> A|A]  (Governance)E %3h= 'ESG A Y &, A712¢l B ollA
3 vhet gk 2187 9 ASH HYRYD TPFYL B At

3 719 AYE 2ToH AdoR wasel gk 53

WA, AR 3T A= AN &2 33T
E(5=328, p<.001)T} AR TALE(S=.267, p<.001)
719 AFel F93 AHY FFE mA= A= YEhyt
HI-13} HI-2+= AR = e dofEat A9 FA o A

< 7HAFE Bl E3(=.053, p>.05)3 7HAF7HA T
o 71(8=.006, p>.05) Al=|of] {23t FgF u|x|A] &
+ A2 FAEo] H2-13} H2-2& AAEA] girt vt
ol FAAR B ER(B =225, p<.05)2 Al F el H(H2
FFE A= Aoz Yt H2-32 AAEH Y e
2, A 3T A= AN S FEE
(=035, p>.05)°] FHjIEo] WA= FFS 240l
= Aoz vehd H3-12 AR HA] g, ZAA A
55 =150, p<.05) Fuj&j=o] 2T H(+H)2 FFS
o)X Aog et H3-2& A= Yok B2} 7
Mez=e] A= THARFH  HuEH(5=238,
<.001), 7FA 571 B E3(B=.191, p<.05), FUARL &
o Z21(B=216, p<.01) BF FLujolzo] S8t H(+)<] F
FE vA= ALz Yt Hé-1, H4-2, H4-3-2 2R =]
ot mpAgte 2 Age oz F(HY FFE vA=

o7 yeht, H5: AA A

SZ

28

7199 A BAYEL H2 1 Aol AbslE Bl
(Corporate Social Responsibility; CSR)ol| A &-7-71X] &
Z(Creating Shared Value; CSV)S AA, 7|49 v|AF
Z Q491 27 (Environment), A}3](Social), AJHjTt=

AEFA7|&9] W o8 7|dS ':31 b &4
W3} 3w w=A HIlstEA] AL dAE A
(digital transformation)2 ©]Fo] Y= 7;1 E?,Sl— 7149 A&
7Fed= AsHA ste Aeolth 2L wWE 7|deE e |
3h Lol A aHRE, A GALE], 87 5 TRt FHolA A
33 T AEA AYS Tt 71Ye] AR SHE A=
g 4 Qe 53] AEFAV&Y W o txgs}
AL AREA e Hs), anjtel AlRIdA| o Y
37 9 B9 Wt o A Hrt § 7149 o
S} A aohs Badt AR ARtk £3] AoF
BlAbe] et S 2HAEY 7Id= 33 AA SA4S 7t
A3 Qe 9JofES A Bmiskar Qltk= HeollA AEF
E400 sh= 7199 J33 AYS 7IdiskL Y& Aolth

2 A= S0l YA e AIFARY] ARRlEEE
5 BEESH 719AE, OTCAIE FHio =9 F237
£ dAsto, ;q]okzz]/\p} ofw Ex RAe L=
OTCAIE Heg&S AxT & U= "8 A +-9
283 7|24 7\}5?: AlFst=d 1 F2o] ik A%
A4S AR 202 Uehd o BEARE AARS
tha 2ok AR, AlFEALe] &84 AHesd BEdt A
AH AEEE &5 25 71 A= 383U 9 1l
Ae A ¢ 5 Utk B2 A8 A5 23, A S
aRlez BTy 7Y sl Al=d

J3Fo] =oAL EAL 71X 9ttt 7]

JEE EA5E
5% FusEE 4

T 9l AGAT THYE Aolo] QoA
EG A7) AT FAY AbolelAE, 53 nAT B
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HotsAe] Alelsd H HE &30| 7|Y AE|, OTCHIE Al o=0f O|Xl= Fgt

WE 5 1A 7)Q Al E AR Szo] £ 5
2, 7199 AR BHEE Aot Hehy FRgsel
§14]40) R|FEIALY) ALB|FRATE o]0 A2 ATk A
o] MEE £ 4 e shtel W] & 4 9k BA,
BEYFE Ao FL v 9K Bk The o

A BEto] $o3 AL vlAT Yk o|E e o

L AYINT QY FPL AFHA] A%E JAA

el YA BEBEL A7
St Zmet ohet ZlEnAute] BAZ A
2 §Astes JoAge) BE $5S T, 5

5| ofo] A7k YL F2AA ATFNE o o] Y=
Q0] BEVEL AT AAE 2
S ol Fad 449 asdn ¥ 4
otk olo] 7 ACHISE 4% FANASO] UE e
A7) GI% et el YA oo 1] $5 47
(unmet needs) & Totste] WSk 5 oFRAEl] BAS
B 5 Y AW A YL o)A olo T Ao|t.
AR, Ackalre] £24 ABTH BFL OTCAE A}
%) omol ol glot, A ABTAREL 99
3 AL uAE AR Yehdeh ol AoksAle A
T8 250l 719490 TuAelY 84 Y 53t 2
o oFRg At kRSO ARHo AR
Qe 2 7Y Hoe ARdos 17 4 9k BEl F
23jTHs AL AT YA, ARl OTC AES
avpoR 9T Bujsy) Y% BEYFE B of
o A1) ofmo FHAH FFL vA 1 k. o] 2L 2
B 74 el Bl e A4 A Dol
A BE, 22T JAANYLY BAE BEL ol 8T 21
yarh Fasiths A ARRETh AoFslAE 22t
OTCAZS] EEA 43 B3 A7) 5 U4 of7e] 4
2 E40] 7|28 27 YAE A3MoR $4T Yast
oltt. AL 719 gk bl ojmoke] BAE B Al
3 A7 Aol ol R ATOIAE ol FHA I
g A AoR Uehgth AR oEi ool OTCH|
2 Ackalziy Tojstels oXg 5 Aotk
ol ge)d aBol2e] olshd ojw dhire] e A}
B7He B GaFe TN, el 3% oud] Gare
w27 Heka gtk ol ofake] AekslAte] Hha) A1
sh FpAQ) AW et A 1 Aokte] AES A}
Jote A9 4D 7ML oJulstne A& e}
2ol oFao] AeHEIALE AlFah 2PA AW )
£5 A8 93 vRARUAlY B5S Be

"o} ik AAEE AT
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