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Abstract

Purpose - The purpose of this study is to provide managerial implications for retail brand managers. Specifically, current
study divide donation type into direct donation(e.g., corporate philanthropy) and indirect donation(cause-related marketing) and
investigate the donation type on the purchase intention. Also, this research intends to provide the mechanism between the
donation type on the purchase intention by showing the mediating role of the consumers' perceived warmth. Moreover, the
moderating role of the brand type(non-luxury vs. luxury brand) between the donation type, the warmth perception, and the
purchase intention will be examined.

Research design, data, and methodology - A total of 174 undergraduate students from a university in Korea were recruited
and were randomly assigned to the conditions of a 2(donation type: indirect vs. direct) X 2 (brand type: non-luxury vs.
luxury) between-subjects design. The hypotheses were tested using SPSS 21.0. Two-way ANOVA and multiple regression
analysis were performed.

Results - Empirical results showed that the consumers' perceived warmth was higher in the direct donation condition than
the indirect donation condition and moreover this influence of the donation type on the perceived warmth was moderated by
the brand type. Specifically, the influence of donation type on the perceived warmth was significant only for luxury brand.
And there is an interaction effect of donation type and brand type on the purchase intention. More specifically, the purchase
intention for luxury brand was higher in the direct donation condition than the indirect donation condition whereas the
purchase intention for non-luxury brand was higher in the indirect donation condition than in the direct donation condition.
Conclusions - This research contributed to the CSR literature of retail brand management by showing that the influence of
the donation type and the brand type on the purchase intention. Moreover, this study enriched CSR literature by introducing
Stereotype Content Model and showing the mediating role of the consumers' perceived warmth. Managerially, these results
suggested retail brand managers of non-luxury brand and luxury brand how to select an appropriate type of donation and
conduct CSR strategies.
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Olt0| JUFLINY, “TLHE BEMET} ofl BYE|E 4 Bhot O
70 ACPof s 78 Mz HFEJYCK = TS AR @
Ch 7 = 0§ d2{5ICE a = .67).
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OlfiZiEME HAISIACE oldtz 7[R Fant 8
J|2edn BUEQHo| HSABBIE QolstAoL), =7

ERYE FiE= FOIBHK| RUCKHZZ, Mzigr£=4.80, My
21==5.20, F(1, 170)=2.94, p<.05; F(1, 170)=2.99, p<.05; Moy
= 513, Mapz=4.83; F(1, 170)<1). 5, 3ol¢i7 Opge S
o 27|REH AFIIRE S 0 2o Cf nEwe
= X[ZsIRel, 7|2qH0| 2M=0| st mpsEgt X|2Hof
OXl= g2 EHERFYHO ol ZHE|QUCt 7|2 &
HERHO| M2HERINE FHEHSE 2AM517| 510, Lt
BaiE Gl SHMZ|eaE Z2kZH0|| CHSt follow-up contrast testS
AAlgt A, <Figure 2>0f|A Ei= HEQF 20|, HMI|EHEQ]
O |HEDt AHY|RE & 0 BUC oyt mEse
= K| 2K 2 (Mziz712=4.61, Mxz»2=5.27, F(1, 170)=6.75,
p <.05), ASACO| FQ IR0 M2 LY X240

XH0|7} QURICHMarr12=5.13, Mrzr1==5.13, F(1, 170)<1). [}
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<Figure 2> The Effect of Donation Type and Brand Type on
Warmth
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Cist EMERHEO| ZERIN<IHY 2-1>1t <Itd 2-2>)E A
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o= ZLUE 510 O|RZEMEM S HAISIRLE 7|87
it BHERYHEO| FEH= FOISHK| ROHMzimyw=4.24, Mx
m712=4,29, F(1, 170)<1) <7t 2-1>2 7|ZE|QUCtL 2L} 7|
2oun BACQso] NexgaIE ROBIAICHF(1, 170)
=569, p < .05). 7|2 QHI BAHCHO| AsRgHIE T
HEOR EMel7| QIo0f, YttuME U MaluHs 242t
Off CHEt follow-up contrast testE MA|SH Zf, <Figure 3>0f|
M E HQt 20|, EM2|EMES AL YRR XET|
2E & I FOHQ=Tt =/} (Merwre=4.02, Mxzye=4.44,
F(1, 170)=2.76, p<.05), YEtEZHEO| AL AHI|E LD}t 7HY
7828 g M FOHQ=Tt =UCHMzimr12=4,63, Mzjmyiu=4.14,
F(1, 170)=2.94, p<.05). [M2tA] <7td 2-2>= X|X|Z|RUCE

0

il

480
483
444
4.40 B Non-Luxury
W Luxury
414
402
4.00
Indirect Direct

<Figure 3> The Effect of Donation Type and Brand Type on
Purchase Intention
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2
ot

| CHSF EHEZF OWZHSH=E, O|2{3t Oj7izatE EHERHO|
g Ao 0|4l <7td 3>2 ABSH7| fIsto] iy
™ gt 2M(mediated moderation analysis)S A A|SHR
(Muller, Judd, & Yzerbyt, 2005). O§7j=l =& Zut7t =X
7| siM= Ul 7KK 7|E2 SF6oF st=0l, } WK 7|F
ol ZEIBE(V|ERY) ZEHNEUERY)S HZEE(Y|
ERExEHERY)0| T, ‘FOQ| =0 O/X|= =it
<td 2-2>0|M ABEIRUCE F HEWY 7|EQ SEHF =F
Ho| MZAE0| DfZfRH(SEEhof O/X|l= Jiks <Itd
1-2>00|M ABEIQACE M B 7|F0 SRt ZEH
A2 ZEHs Of7f 0| M2 A (HUMEFHXIS
gho| SHH=0| O[X|= FF2 SHAS W, Of7iH=t T
L0 OjX|= F0| |FolohX| ABsH7| st 2|24
HAISIQICE 7|2 YY) Y -1 = ZHE7|2, 1 = &F
HHERY((CHH 2Y 1 = 2k 1 = HM2|), o] =29
(712 RxEHERY), e, EHERH Mg
HBHZ(EHERFYMER)E o|FHsE St 0oz
of Chs =|HE2ME HAISHR=M, CHEadde WXsh7| 9
5to] M2 Sazimean-centering)sto] AL SHICHAiken
& West, 1991). <Table 1>0|A] E= HQ} Z0| O
AMOZ {o|511(F(5,168)=18.41, p<.001) &2
SRV EREEMERH T} ‘HME D)
R[S M, o7 H=7 S50 O|X|= 2 A
9|51 CHP=.567, t=8.845, p<.001).

OX[2 7|&2 078 M2l ZAZIZ I
Hot REM40| 42 A0 ZTLH=0| O/X|l= =Y
ASH=X| OfF0|Ch OffH=E 2| HZFHO0| ZEA|7|7]
2ot ZEH,0| MATEZO0| FOHQIZ0| O/X|= =t
AEHEY| 25t 7|2RY (@l 2 1 = 2R, 1 = &
7|8, BERHERY((CHH 2Y 1 = 2k 1 = HM2|), o] 29
HBHE(|EREEHERIH)S O|FHTE St FOio|=0f
ol 2| HEA S HAISIRACK<Table 2>). SEMHSQ ZH-HS
O] AXt20| FOie|=0f| O/X|= Z1at= <Table 1>1} <Table
2>0|A 2= HiQ} ZH0| PB=.185, t=2.385, p<.050{A [=.106,
t=1.643, p<.052 ZtAS}QUICE LS Sobel test Zup O|2{sh
44 BlitE SAELE |FO[6tRUCHz=1.70, p<.05). [EZtA 7|
S5d0| FOie|=0f O|X|l= FgS ol Chet Ef=t Of
JWSt=0l, ol2{3t D= E BEHERYO| REICH= <7+
3>2 X|X|E|AUCk
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<Table 1> Regression Analysis for Purchase Intention
(Donation Type, Brand Type, and Warmth)
Unstandardized
Coefficients Standardized t
g | Std. | Coeficients(p) P
Error
(Constant) 4.265 | .079 53.708 | .000
Donation Type | -.106 | .079 -.085 -1.334 | .184
Brand Type -.019 | .079 -.016 -.245 | .807
Donation Type x| 135 | o79 106 1643 | .102
Brand Type
Warmth .561 .063 .567 8.845 | .000
Donation Type x| _ 38 | 063 -.038 -596 | .552
Warmth

Note: R? = .35 (Adjusted R? = .33), F(5,168) = 18.41, p < .001

<Table 2> Regression Analysis for Purchase Intention
(Donation Type and Brand Type)
Unstandardized ]
Coefficients go':'f‘é’;g;?g) t p
B [Std. Error|
(Constant) 4.307 | .095 45.372 | .000
Donation Type | -.017 .095 -.014 -.183 | .855
Brand Type -.077 .095 -.063 -.811 | 418
Donation Type x| 56 | 95 185 2.385 | .018
Brand Type

Note: R2 = .13 (Adjusted R? = .11), F(3,104) = 5.34, p < .01
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BHHERYO oo =HE|IUCL F, HMZ|EMES AR
7|RECH AFI|IRE & U AH[Xb= EMEQ| CHE mhEE
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SEE DMIS US| Bt BMoEM HilX|= 2FQ
oy 2oz M 4~ QICKStrahilevitz & Myers, 1998).
2 d3= o2l 242 92X 7|08 ot Qo 7[E
CSR {3do| oo CHst At URASLL F= CSR KIS
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dgg MTEUCEMN J|REFYO0| FOje|=o O|Xl= FEe
HAHLES S3CHe "OIM SRS 2 7|0fstQICt. mseett
FSYE 7IFELE J|YS FEIMte CHYst ATE0| MEA
E2tz|n Qleh, 2 ATFoA gl gt X2l /==
Ol2{3t A7 =9 HRIE Hole o L% A= J|CHEIC
OX|2o =, HME|EMES| CSR gFut #Hash A7t Of
2 2= Jt20 Z¥M2|=EHES| CSR &0 Cist AFE

0z
2
mjo

0

rlr ¥R 0% Y rjr mt re > 4o
ook mjo A

rir mjo mjo




Sungsook Ahn, Yong-Cheol Kim, Moon-Seop Kim / Journal of Distribution Science 16-4 (2018) 49-56 55

Ch= FoilM 2le7t UL HMZ[EHES| CSR &5
FI2IE 220Me AH[RRe| FOHo|=ot SIAISHK]| &
At 24 £=Fo| ITRACE By 2 dFEs 7|8
2 JFES, 7o CHet msegt elAlol2t=
AH|XEQl X|ZE 72 HFSH0 FOojelz2ts AH|Xf
dE HH TS0 24 BHF0| 0jX|= ges et =3
Cof 8MEZ|2HMES HLE Hlwsto AR =N HAMZE
HEQL UHEMES| V|82 ZF0| AH[X} WSO O|X|= oA
LES HHIRACH=G| 2[o]7f UL,

2 O7= F87(80 HX7|Yel Edie 22|Xo|A CHS
22 ARN AAEE Ze0f YUtEES| F2 J|123Y
TOHe|=0f O|X|l= Fgoj| AU0IA SRt X|2te| 7= 1}
o7 20| EHE F2|X}t= MEEE X|ZELCE 0o =E
FAI7| = Joto X=FE S¥s0fof it F, AFI|RECE
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7123%o| Fojel=of O/Xl= T UM M X[2f
o Of7i=ntot EXHSH7| W20 FOQ=E HFHo=R Ty
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FoielE: =7| 20 7HE7|RECE AY7|RE MES =
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off oltAE THRE AH|XHSO| BHop SUAA Ot Elof Eof
Sldi= o|=7F HtX|2H(Barone et al., 2007), XE7|E HAl
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HSHR| A E|n 7|EQ| HMEEMET FHot CSR EF2|
Y OE side = AS AO|Ch E3|, FE7(81 H=E7|Y
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AZE 0|2l Qs CSR EEE oiChe AME AH[XIOA &
7t5d0] £7| ME0| AH|[XH= ZHYE7|R St BHHMEQ| 7|2
=7|& o|AMEtn(Webb & Mohr, 1998; Mohr, Webb, & Harris,
2001), 7HH7|2 o= EYEO| CHot FONQ|=7t ZHI|E St
= 71Y 32 EMCO| Cfgh Fojo=ELt 22 Zi(Barone,
Norman, & Miyazaki, 2007)0|2}= 7tE& =&SIQCt. 2L}
ofl&at E2| 7R/ g F0iel=o| Xto|7F LIEFLEX] 8
2 A 7|8 S7[0| AH[Xte| o|MOo| J|RRYol| w2t Xto
7t Q7| WEL2 {FE = ALt ol2e |F9| TQE
2 A0 EH3|X| ZUCL &= AT0ME= AH|XQ| 2|+ 0|
HURICIK| HBSHALL 7|2R/0| O =0 FeS OIX|AHLt
OIX|X] 47| et 2AE e 2RIt AUCh
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SIACHE FOIM 227t ALt FHHY 7|8 'S Yot
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H HEE REot| /B FHEC =4, OE 2 VIR A2
o X|& 7|2k 7|% 2O0fet BHMEQO| Mol tfst 2 A

Tt 2E

2 dFoM= H2 =AM Al THM Olo|’E HNAISIRSLE
gz AFOME NMEQ HFE CHYesiy Ag 2art
Ch ®MEC| |0 W2t HAM2| NS LE XEO| 2= 43
‘go| CHE == Q1 O|2 oI%t Zu7t Mojg = QU7| MEO|
Ct. O& &0, Janssen et al.(2013)2 =7t (ephemerality)S
J1ELR NES olFet FY2E F&510f CSR &= =it
7t Mojgg nEsIel gx A= O|E H|RSHY CHast
7|EE M8 METES g et UCk
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