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CSR Expectation from Fashion Firms and its Impact on Brand Equity
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Abstract : This study explores the ideal corporate social responsibility(CSR) that fashion consumers expect from a fash-
ion firm in the identification of dimensions and levels of consumer expectations as well as examines the impact of CSR
expectations on customer-base brand equity. The data of 315 adults were collected through a nationwide online survey.
In order to analyze the data, this study employed Confirmatory factor analysis (CFA), paired t-test, structural equation
modeling(SEM), and descriptive analysis. This study first identified seven fashion CSR expectations (environmental, eth-
ical, social, internal management, philanthropic, economic, and legal expectations). Internal management and envi-
ronmental activities were highly expected from fashion firms; however, economic activity was low in expectations. Five
models separately tested the relationship between CSR expectations and brand equity (trustworthiness, attachment, per-
formance, social image, and value). Economic, environmental, internal management, social and ethical CSR expectations
influenced customer-based brand equity; however, philanthropic and legal expectations did not influence any dimension
of customer-based brand equity. This study provides a framework of ideal CSR from a consumer perspective and suggests
that fashion marketers should focus on economic, environmental, internal management, social and ethical CSR activities
to meet the expect Haitians of fashion consumers and build stronger brand equity.
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Table 1. CFA results of the ideal fashion CSR activities (N=300)
Constructs Measurement Items SFL* SE  tvalue  Construct reliablity”  AVES
Take profitability as the only measure of effectiveness .569 - -
Economic Improve economic performance 942 179 9.55 .808 594
Be bound to achieve maximum profitability 756 158 9.92
Use Eco-friendly materials 772 - -
Provide the educational program related to environment 865  .071 16.76
Environmental Participate in the activities of environmental protection 865 .070 16.75 923 .705
Financially support for environment protection 891 .065 17.36
Encourage and conduct recycling of products 799 071 15.18
Develop and offer innovative products and serves of good quality .699 - -
Internal Guarantee the quality of life and welfare of employees and their family .838  .095 13.31 84l 575
management  Secure consumers’ rights 870 .093 13.65
Protect the human rights of employees in subcontract factories 593 108 9.71
Perform voluntary service 780 - -
Financially support the charity organizations 845 .068 14.96
Philanthropy 824 544
Give aid to the 3rd world 725 072 12.83
Support the sports sector(eg. sponsorship, building sports facilities etc) .573  .068 991
Always conduct business in line with legal principles 882 - -
Legal Always submit to the newest legal principles as soon as possible .842  .050 17.02 .694 647
Be only allowed to do what is explicitly permitted by law 675 .066 12.99
Have a clear politics for solving urgent social and societal problems .646 - -
Play a crucial role in projects aimed at improving quality of life .734  .096 10.98
Social Actively seek to reduce unemployment 814 124 11.87 .856 545
Participate in the management of public affairs 735 113 10.99
Take responsibilities for the society where the company belongs to .751 110 11.18
Conduct ethical business despite being less economically efficient .745 - -
Consider people, society, and nature in decision-making 787 082 14.01
Ethical Define ethical standards and be faithful to them at all the time 857 .069 15.35 298 638
g:)s‘;t r;leet all ethical business principles and then think of profit 812 075 14.50
Observe the ethical norm required in the society 790 .068 14.07
*Standardized factor loading, the first item for each construct was set to 1.
®Construct reliability=[=(std. loading)’] / [E(std. loading)’] + £i |
“Extracted variance=[Z(std. loadingz)] / [(Zstd. loadingz)] + XEi ]
= 540lako 7 FAINEZRe] Y FdHAdo) g::_CL Aoz et Table 2. Correlation and ¢ of constructs
ot FaEaEA et A9AR(e)e) e viasle] Construct 12 3 4 5 6 7
Bt S HE315 2 (Table 2) +8 73 ;-g A 1. Economic 0.59 0.07 0.00 0.02 0.02 0.00 0.01
(' =760.863, df=356, p=000, 7 /df2.137, RMR=.061, CFI 2. Environmental 0.27 0.70 0.32 037 0.18 031 026
=927, RMSEA =060y YEthfo] 99| A3 71X 2212 4H] 3. Internal management  0.03 0.57 0.57 0.36 0.34 0.36 031
ZF=o] 7|tske o] CSRAEH ] x1d¢)o] ghel=|inh. 4. Philanthropy 0.14 0.61 0.60 0.54 032 044 039
5. Legal 0.13 042 0.58 0.57 0.65 038 0.36
42. IM7|o| O|&X CSRAQE 2H|Xt 7|th+E 6. Social 0.00 056 0.60 0.67 0.61 0.54 0.60
HA719e] CSRES 7He] &ML 7|the] AlelE gfetat 7. Ethical 0.08 0.51 0.56 0.63 0.60 0.23 0.64
7] &l 7 SS9 FHagkol] thel 2 thSEE ttestS E3l The diagonal numbers represent the AVE where the lower diagonal area

vl gk A2k

Table 3), E-22]% ool that 7]l (M=5.73,

represents

SD=08y} 7P %o, thE o R 734 (M=5.40, SD=1.04),

o

represents the correlation between each constructs, and the upper area



78 sl EI9I518I%] A5 AE 20135

Table 3. Mean comparisons for the CSR initiatives

CSR initiatives Means Std. Deviation  t-value

Environmental 5.40 1.04 -13.153%**
Internal 573 08 -10.350%
management

Economic  ponihropic  5.16 90 -12.008%**

4.17(1.06)
Legal 5.12 98 -12.448%%*
Social 5.18 81 -13.377%%
Ethical 527 88 -13.719%*x*
Internal 5.73 08 46.336%**
management

Environmental Philanthropic  5.16 90 4.39] %%

540(1.04)  Legal 5.12 98 4290k
Social 5.18 81 3.982%%*
Ethical 527 88 2.143%*
Philanthropic ~ 5.16 90 11.483%%x

Internal -y o0y 5.12 98 117315+

management . -

5.73(.08) Social 5.18 .81 11.920
Ethical 527 88 9,339
Legal 5.12 98 661

Philanthropic .

5.16(90) Social 5.18 81 -542
Ethical 527 88 -2.435%

Legal Social 5.18 81 -1.220

5.12(.98) Ethical 527 .88 -3.004%*

Social
1 = *

5.18(8.12) Ethical 5.27 .88 2.475

£p<.05, **p<01, ***p<001

S8 (M=527, SD=88) ¥H°] =22 YEPth L o A}
3](M=5.18, SD=81), A4 Z(M=5.16, SD=90), HZ(M=5.12,
SD=98) ¥ =oAL, o] Al el gt 7t Tholl= Folgt
o]zt Yl Aom Jehton AAH Jdo) ik 7))
(M=4.17, SD=1.06)7} 7F% w2 Z1o = gt

CSRe| 7} Fe] tigh 7tg<e] zfole Agtuit) ofztke]
zto]7b 91EH], Podnar and Golob(2007)8] dTolxe W3,
e AR d9e] o2 Azt ke, AAA el o
gk 717t 78 WA dEelgtl 23y Maignan(2001)2] 917+
MMe ZAAA Gdel st 71di7t wi¢- =%em o2t Ajo]
= olElTARES] AA, #3174 o] thEr| witolEia
HhKampf, 2007). 53], 347192 CSRel it 2H]=}
o] 77t F-A=d FdHlM 7P #=A4 vERd 212 NIKE
bercrombie & Fitch 5¢] %2 3] (sweatshop)t}t °}&
o] Al B F Aol =T A ] B4
AR A A9 Ad Bx]o) tigt EAlE0]
2ol vl AR @ol dAsy] gEeR F58
oh. e olejgh gl ZtigEe] xjolrt Akgel 54
710gk ARJAE =37 Ssixe el ARdee] vlad7rE A

ol
b= f&rl

o

\

o
N

s

FElojof & Zlojr},

4.3, AH|X}o| CSRY|LH7} EEBHE X{AF IO O|X|= W&k
4712l CSRESol tis] ARR7E 7L = 71oi7h
ZH|Rke] HAl= Hrlo] njxe JegS 937 S8 94, &
Al ERIE CSR7IUIY] U 7HA] 99 wget B
A 7 HEE FALel 3
By ASa PR

AF 74 CSRZIY WMot BAls zpte] 7k xjglog A
ol 7 FRREo R Fejsie 247t QIAAIE S
stk

A 7] R SAHEY B HEE S8 47 &
A8 AT 2 3] QRIFSHFe 540A
IR BRE F&o] thgahs 810l F-2I5kA (t-value > 1.96)
AAERenz FFEfddol FRHAT Eot NEAZEE
66 ©17F .92 o3} o3 BAFEATE 54 o folEE AN
g 7k YWHLdHAo] = Ao Yehith AE 7+ o
TFEAFZATE AYAF@IRT 2 2o Ueh} 747
7] WEHENAIS RIS 7 SR E] RIAUE
= 4*=791.989-919.036(p=000; x*/df=1.882~1.972), RMR=058
~069, CFI=928~938, RMSEA =053~0562%2 thil 7l 2§
BF 78 7Fss ol dh

432 TXREPE T 9 A
CSRZItl7} A7|dE Bl = zpite)] miX= JFE FRIs)
A3l Tl 7EA] B3l ois] 2zt AR 24
A1 Az, ANE Ao FREYPe 2F 45d 2yt
£ BT o AEAdE v Zrh(Table 4). 4, &
Rl HAl= ko] el AxE AvEd, By &
zZe] BAE 217l RIXE CSRZIUIS] FaFES 1o
Feu, 8742 (Hla: =172, p<.05), W52 2 (H3a: S=.166,
p<.05), 22 (HTa: f=318, p<01) FFo| W3t 7|7} Zn)
2] B 2E7beAdel frolgh 43 vAe ZoE =4
stk ojeh o] 2ElE fEH o FGe Y5 St vt
A aadom £3E F 9o, CSR A7be] =2 AHRE
2 71gell gk 73k 2EE 2 2 7Fsdel S-S (Lin et
al, 2011) & 4 ith

HA= ofZo] tig CSR7IH|e] FFHE S
M A, 1A 710E AL ol 7] "R S, A
(Hlb: p=.114, p<.05), 734 H2b: =228, p<01), Y&z
2 (H3b: f=.198, p<.05), AFE]Z(H6b: B=236, p<.05), &4
(H7b: =223, p<05)71t)7} &H|=}e] HIH= ofzfe Fogh
FEFE FUCE BAHE o2k aH|xle} BT 7he] QIx|H,
733 it 2nAF nRedl AthE oz FEishA 4l

Zop Mo N

ﬂF

22
2

A

)



Table 4. The results of the structural model testing

7|0 tjgF CSRIJAIS} Bl 2Re) mlzf= FFF 79

Model Fit indices Paths Estimate CR.
Hla: Economic — Trustworthiness Not supported -

;(2:816,704 H2a: Environmental — Trustworthiness 172% 2.131

Trustworthiness (dr= ?35’ p=000) H3a: Internal management — Trustworthiness .166* 1.977
Model )Iilij[ljljzl ggg H4a: Philanthropy — Trustworthiness Not supported -
(model 1) CFI:.§37 H5a: Legal — Trustworthiness Not supported -
RMSEA =.053 Hé6a: Social — Trustworthiness Not supported -

H7a: Ethical — Trustworthiness 318** 3.062

H1b: Economic —> Attachment .144* 2.341

;(2:823,610 H2b: Environmental — Attachment 228%* 2.822

Attachment (dr= ‘2‘35f p=000) H3b: Internal management — Attachment .198* 2.375
Model }Iilélljlj:] gzé H4b: Philanthropy — Attachment Not supported -
(model 2) CFI:.§38 H5b: Legal — Attachment Not supported -

RMSEA=053 H6b: Social = Attachment 236* 2.056

H7b: Ethical — Attachment 223* 2.186

Hlc: Economic — Performance 193** 2.839
;(2:919,036 H2c: Environmental — Performance Not supported -
Performance (dr= ‘2‘66? p=000) H3c: Internal management — Performance Not supported -
Model ﬁlij/;:] 3;5 H4c: Philanthropy — Performance Not supported -
(model 3) CFI:.§28 H5c: Legal — Performance Not supported -

RMSEA=.056 Héc: Social = Performance 310% 2.469
H7c: Ethical = Performance Not supported -

H1d: Economy — Social image 128* 2.096

;(2:892,788 H2d: Environmental — Social image 232%% 2.888
Social image C ‘2‘66? p=000) H3d: Internal management — Social image Not supported -
Model }Iiﬁ/;i(?;g H4d: Philanthropy — Social image Not supported -
(model 4) CFI:.§34 H5d: Legal — Social image Not supported -
RMSEA=.054 H6d: Social = Social image Not supported -

H7d: Ethical = Social image 299%* 2917

Hle: Economy — Value 182% 2.185

£=798.207 H2e: Environmental — Value 257* 2.356

Valte Model C ‘;/(4)1/6;1]);60600) H3e: Internal management — Value .300%* 2.644
(model 5) }IiMRZ.'O 60 H4e: Philanthropy — Value Not supported -
CFI=.932 HSe: Legal — Value Not supported -
RMSEA=.055 H6e: Social = Value Not supported -

H7e: Ethical — Value 353* 2.543

*p<.05, **p<01

£ A= Axgol
44 2
Aalshe Y

Y3 HIA= e

3} CSRZ|tje] SAE

77 (Lassar et al.,

e
I AE TS 2

W@ (Park et al., 2010) s
1995)0] B2 o] = o]
| CSREFo] 7|0l thet An|xle] FA4Z

Al

A& Hle: f=193, p<01)7Iths} Eﬂ@(mcz /3=.310, p<.05)

7|07} mjAke] Hals s

Aol frold FBL IR 2

o2 yeRdtt o= CSRZIH7F &2 749 CSR Azt 2
o] A | FsiAl veRdthe JdAT A (Swaen &
Chumpitaz, 2008)7} A|Ael=th. Hgk o] Ast 7ro] 4
CSREAL 71H2] 8= AHA0 #Ho] AUS o, 7]
Yol AFH AFEAA CSRIYY) 24 2= v 7199 58
of tigk &HR} XS F7HAIZITE Sen and Bhattacharya
(2001)2] AFAFe} A3} B3], AAH AT} A4

AFY 3 FAE 7toz AFHE 4 9o, Wl 7Y

XN e o

o

¢
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o] 214 71T A2e AFAG ol AFIE HedHo]
AEe) Fho} Heo BRI 4 e Aol AAA, &
S|

214 CSROﬂ st = % ol so|Ho
[e]

*}ﬁl@ ojm|=of| gt CSR7IEH«I f‘é‘é?:% *éf’éfﬂ{— 234

ME A HId: p=128, p<05), I
p<01), F2HHTd: f=229, p<01)71EH7} *}ﬁH olm|A|e
olgt JakS Fuh Inkzoz T HAlE ouxe B
A=t AEE sk, 3o 553 AT ddEEd
(Keller, 1993), ¥ A& Lassar et al(1995)2} Zro] Hi=
o] x| 9] *}il@ 2o ® FAstaL Stk AR olw|R]= Il
Qlo] &3k AT g dUEe] 58 Bz i) of
@7 pztah=ibol] tdk Xzto g o] Axp= AAF, 3,
#8% CSRe| AHRP7F &3 ok Yol Als]8os 5907
ol AR A HAME on]] JEFE F= Fag 8%l
e gt

Ha= 71x)9} CSR7IHNS] #AIE Ashs By 50ME 4
A A Hle: f=182, p<.05), TAFH(H2e: p=257, p<.05), U
2213 (H3e: £=300, p<01), &2&(HTe: =353, p<.05)
717t 7Hxjel fejdk A F= AR ERIFT. B A
TFolA 7HXE HeT) FEE HAE g8 3k 2H|Re] X
zto g Ho|E| = E (Lassar et al., 1995), ©] Az AH|A
AellM BAA, 844, s, 4214 CSRZIU7t &8
& Bal= 58 gk Azto] oS ofujgitt. £, 7]%i¢]
ﬁzﬂ?ﬁ A%;v/]_oﬂ ix%% tﬂ—i 7‘4;(—]])(-1 CSR;q_ 7]%}9,] %‘ﬁ%, —g;]_
AYPA T2l EX9} Ao =4S ¥ E-AEd CSRS A
W—*] gﬂﬂ A%‘:_oﬂ oﬂb‘k__ = o]—7 o]_‘: /\H]z]—7} 7]__14
F8(Vazquez et al., 2002)°.2 A7 4 )& Folu}, Tt
tre] AHRFE] S-S QIS e $EAISE A
3474 CSR# &814 A3} 71ES A&3le 71928
24 CSRY| it 7= AnRixke] AEld, ARE4
§ §-8(Vazquez et al, 2002)7}
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A, W, £294 SRV Fa3 9Feoly)
w, 2004} A2k 24919) BA= Y, AElE olmlA], 71K

ZAA A CSR7Z|tqte] ZEZFH o7 ke F= 7107 e
stk o] A ANHoRE /g HAE Ao e
am)ape] CSRZITS] BFHS sIstgon], mAHozE o
&R CSREAN ik Anx} Z7|ei7t of9A] Z7te] Hale A}
2 2o] G F= AT BelFOH A BAE 4
) FHH PHLS A% vl CSRAY Be)e) oS
AzA oz X AZT Yt}

oo CSRAT Bl A%E A, Z4AH CSR
Pofe BAE NS AL HAS o, A5, A8l

ol

rlr o

>

olm|z], 7ol PeES FJaL, $EH CSR7IUl= HH= A
Tg AL Yz Blls zpite] Aol felet 9 =
ZAoz Yt W4 CSR7Ide BAl= A7lsA,
Hals oz, 7kxo), AlS]A CSRE HAE o2k} Aol 3
FE FoH, &9 CSR/UE BAE 45g AQls v

24
rtﬁ
L 1o
f
>
2

2] BAE 2Pkl 2pglel] G T30 o)9ks A
A WA CSR 7|He AH|RLe] BAle 2k x|zt ol I8k

T A ks 20F Yeith 7oA SnEe 21e o
o] A3} 4204 e gE CSR Jod Z2H)=} 7)ol
A 7P S ZIdEIE BAIA CSRZTH 7T B34, Wi
4, vrﬂﬂ CSR#} 37 7P¢ Be BA= 2ke] Q4o Jaf

7&4015}. ol B AFolM CSRH7} FHOR o] g
Hal= Apite] A, AR Aol ] 7199 AR
k= 71 (Popoli, 2011)017] el 719¢] AA4 A=
FAg CSR7IUY] FFS we 2107 SiXF 4= 9lrk. o]
Ihe HIE an|AkEe] A4 CSRell thet Z|th7t iAo
the Qour} Urigks BAs Akl gigh Frle] 2HS
F3L JE 719olzbd AR CSRell thgk AH|Rte] Z]ee]
T2 a7t dSS ARk

m to rE ) MIO

CSRE 7|Wre 2 3t 73k Hallze O S48 AHRE
TS0} ¥ #ul o2} (Pérez, 2009), HA= FPA, AP,
ga B AA7EA %Q Z AtHGodfrey & Hatch,
2007). o|AE 83t CSREFS aHZ o R 3517 el
= 7198E9 Fa olsj@AAR] ARApE FAE Zlsta
Azfsle 7HE Beteke Aol wig- Fasltt.

E A7E A7) ol CSRES el An|xl B4
oA HsIdct. 53], Anxke] CSR7Ithe &g vz it
ofg} AnzprF HAl=ol o3 A e 4ol Bl
oF #EE FAF 7ExQ] 2 7NE Bl = 2Pk(Lassar et al.
1995)}e] IAE sl s, v 22 AxE o
At

AR, AAA, B84, WA, A4, 54, A4,
A 2oz TAE FA71ge] o)d CSRES HdS
QlEt o, ol 719 AFEC] A BRHEL ¢ AlEs)
H 7R LurkEe] HA7192] CSRYY OJI bl
T FAXHLE & 7 Ak e 4719 CSREZIHS

ALeAY 3T o dd=t 540 wt £ o AEskE
ARt 5Pl 2He gFoiol s, LHxele] Ug
g ARUA IS HaiM= Fodel gk FAHA
Adrdo] $MA] Hofof gt

A4, HA7199 CSREH FollA ARAEe] YiF-e] 4]
godel disk Z1di7t 7Pg =%koH, 1 theo 2 3 &2
A gqo] oI, AAA Fdel gtk 7lvi7t 7Y 2Tt

HIE CSREGE 7|t 9] zlel7t ERIE o, 7P v

JE’, Ho

l’



I FlA FhLel sk A9 F2e] 22 ) |
A3} 31373 Y5O AN, SR st ARE XY, A
A g&AET f2)F AYe Ad 5o s 4

Pk £ ode 3AH, 497 F9dd dis 7dl o] o
EohE AL 7199 CSREFo| HlgEd, 393 B 2s)
739 ) o a44Y ¢ ASS A8l @k Klein and
Dawar(2004)°l W= AH|[R7F CSRES] o =& 7dE
VA4S CSRe|] BAHE Hrie] miX= &3} o Fsisic)
uebA] #4719 CSREEO wE iyt 4% 2 9F
gatel] 272a7e] A s AnE|REe] CSR7IHe] tis] &
H s detd davt ok ol s FAAH|REo
CSR¥} #Ase] ojd HAE 7HAIL A=A, o8A ARG
DEA Toll gk FH3 AP AR} Bajoll B 23S g ok
g Ao}, gjufd, Anixke] Ztie Aoy 719, %%, $
7AAR1 81, AA® Foll o3l FFE 7] WEotkOliver &
Winer, 1987). tE3F ZH]=}e] CSR7|E CSR 74791, thEm)A|
£ 53 wAR), B3k Aol g =24 B e
22 (Becker-Olsen et al., 2011), AFH 2Yof|lA] CSRE-Fl
A3t ARE ARROA gHFoR AYseE =Hjjof &
o]t}

REe 2 CSR7IHie} BE xike] AAE AuiE A}
of W2, 24, 3, WA, A4 7grE Bas
ARkl 7P 2 AFS TR, oloks WHIE APAH, HA
ZIE o AFE FA Bk BAE 2R AAIA, AR
2 Alzdo|x 9] 7199] A& REIsH| wliol| (Popoli, 2011)
ole} TS CSR7IHe] YT w2 Ao= 3ME & it}
53], 719859 8 olallBARR F5, vl 9382l &
I AFAR AT A= AAA, W2 CSREES 71
o] AAA Azt Bl Y, IARAY 7eE 5o E
A7F A2 Fag ABA olfpR F& W] wjie]] o] g
ek AEREe] Eo 7|t BRE 2t Js = A3
£ ol&o YAt & & Q) 53], B 2Rke] 94 F
oA o2k} 7Ex)7F CSRZIHS] e 7P Wol W= Zo
2 Yelgked], ol CSR 718ke] Zx|Ayge] 7o) et &
oA BiEe} et A ofFtolEls HelA BEAHE 24y
4J& HFE=Th= Lichtenstein et al.(2004)2] 33} UX|F]
Fpoltt, Fufje] 7]t nixs] S, Als|ehAo] ojgh
A 53 7o AAF CSREFO P Be vES
= = #4719e] CSREF AEl(Ahn & Ryou, 2011)9}
Hall & wf, o]gst Ayl =l A7) HAAENA
23 AARE Attt v 71¢o] CSRE5E B3 Hill=
ARRE SRNANZNE D3 AE CSRETRE BAIE, 3
77, WEA2 A, 4212 CSREFo| el 2H|=e] 7=
ol o @Rk & Aoltt.
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