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Abstract

This study investigates the effects of the purpose of fishery firms’ social contributions on consumers’
purchase intention as a mediator or their fishery firms’ brand evaluation. We surveyed 300 consumers in order
to empirically test the suggested relationship. The purpose of fishery firms™ social contributions was divided
into social contribution activities and public interest marketing strategies. Fishery firms’ brand evaluation was
divided into three aspects including brand awareness, brand image, and brand loyalty.

The results showed that the purpose of fishery firms’ social contributions significantly affect
consumers’ purchase intention, brand loyalty as well as brand image except brand awareness. Fishery firms' brand
evaluation significantly affect consumers™ purchase intention. This study suggests that social contribution activities

and public interest marketing strategies are essential for the positive brand evaluation of fishery firms.

Keywords : Social contribution, Brand awareness, Brand image, Brand loyalty, Purchase intention
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Table 1. Operational Definition

Variable Names Operational Definition Item contents Prev1gus
Studies
Economic and social development
Social Sdoc1al (c:iontrllbun}(l)n? in | Social activity
.. .. _|order to develop the loca
Purpose of | Contribution . l; . Quality of life in local areas
Fishery community and society . . ]
Firm's Social Exemplary behaviors for the next generation Winters(1986),
Contributions Public Improvement of the firm's and brand image Yu(20006)
Marketing strategy that - :
Interest . . Advertising a firm to a public benefit purpose
. satisfies public interests
Marketing Increase of sales
Perceived brand Competitiveness
Ease of brand awareness
Brand awareness a's a re.sult of : Kim(2006)
Awareness the firm's social High brand awareness
contribution activities Easy differentiation
Perceived brand image as Value over price
‘ Fishery Brand a result of firm's Good brand image Yu(2006)
Firm's Bx.*and Image social contribution Unique image
Evaluation activities Self expression
Reliability toward its product quality and service
Perceived brand Prid
Brand reliability as a result of nde _ I _ _
Loyalty the firm's social Intention to maintain the relationship between the Yu(2006)
contribution activities product and consumers
Intention to recommend the product
Purchase Intention as a | Continuous purchase after comparison with other brands
. , . ; Jung(2003),
Purchase Intention result of the firm's social | Leading to product purchase Lee(2008)
contribution activities Repurchase intention
Table 2. Demographic Characteristics
Category Frequency Rate (%)
Male 120 49.4%
Gender
Female 123 50.6%
Below 25 years old 47 19.3%
26~30 years old 110 45.3%
Age
31~40 years old 63 25.9%
Above 41 years old 23 9.5%
. Single 157 64.6%
Marriage -
Married 86 35.4%
High school 40 16.5%
) Community college 36 14.8%
Education
Undergraduate 103 42.4%
Graduate school 64 26.3%
Below 1,000,000 Won 40 16.5%
1,000,000~2,000,000 Won 85 35.0%
Monthly Income
2,010,000~3,000,000 Won 73 30.0%
Above 3,010,000 Won 45 18.6%
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293 - Ak
Table 3. Exploratory Factor Analysis
. Factor Cron-bach's
Variables
1 2 3 4 5 6 a
269 078 161 120 299 639
Social 121 133 145 192 188 730 %61
Contribution 120 103 —.022 057 115 781 '
.095 130 081 213 110 .681
Public .810 161 114 147 173 215
Interest .881 095 172 .090 116 073 897
Marketing .855 .099 147 127 101 095
179 103 125 797 229 086
Brand 063 135 .093 765 205 295 ol
Awareness 087 137 043 799 159 109 ’
185 156 061 .801 -.041 132
206 .858 122 130 124 094
Brand 076 .897 049 063 055 088 043
Image 022 .877 148 21 036 153 '
113 .850 076 .099 094 093
144 .093 781 049 062 023
Brand .099 126 .836 119 130 068 ¢73
Loyalty .100 046 .857 039 135 057 '
096 107 .834 .085 063 166
199 191 166 185 747 198
Purchase 321 136 169 222 737 207 921
Intention
224 122 197 228 743 219
2. 201X QOIEA 0.824(>0.8), NFI=0.913(>0.9), CFI=0.975
= vl z 3
s A7) o] AL TR A, A7) o] (>0.9), RMSEA =0.054( < 0.05) 2 e} T} 23]
T O LT 1, T 1=} — 1l . .
_ _ T A4 A3, GFI7F 4ubA 9l H 3124291 0.99]
ERG 7}, Fof o eof thgt Bt =& B st 9
i ) i w27 et YA mE A2 H g Aol
3 N a AR S A dSH =
- _ _ ~ . Qo] = 088t 3 wE o A7} 2o
o) AlpE =47 $A SH LY S S5
o . _ 5T Ue Aeg2A hFET 2 AT @9l sl
Wo] A s, B Belsh ohg, 2R Y ] .
e #FEQQl et B3 wE fojH oz
S AMAN Y ARFMROR ARASE T DT o o
FA3Hoth Bl 4] 2014841 9] 3z Table 4 e e
o o 7 E EAL 2722 Frtshy)
ol 7} g ol tal = =X = B7ts
gy
= = }\]‘.—_ o
oA B0 HAAYE w5 2]5)] AVE(Average Variance Extracted) S Al AFH}FSL
e o o, 71 AT} mE GA W] AVEZEO] 05 0] 4
Al A= 7kl A= x, GFI, AGFI, RMSEA -
o _ _ o= O 2 Vet tf 324 o] 455 3L TH(Table 5).
=29 o] 839t A3 N LEL Edlo] 27
R, S B Ae) HAof o] g5z 2 8915 Abo] 9]
mg o] A= el AT}, p=325257(p=
webg & srobsly] §1ste] A s Abolel
0.000), d.f=229, GF1=0.896(>0.9), AGFI=
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Table 4. Confirmatory Factor Analysis Results

Variables Standardlz@d . Standard Error t-value AVE
Loading
0.761
0.843 0.066 16.662
Social Contribution 0.735
0.897 0.069 18.321
0.920 0.070 17.798
. 0.853
Public Interest 0.900 0.046 21.136 0.767
Marketing
0.873 0.048 20.250
0.793
0.741 0.061 14.993
Brand 0.733
Awareness 0.922 0.055 20.255
0.950 0.056 20.929
0.807
0.848 0.062 17.643
Brand 0.668
Image 0.892 0.059 18.695
0.711 0.065 14.017
0.765
0.850 0.085 13.148
Brand 0.636
Loyalty 0.814 0.078 12.613
0.758 0.085 11.643
0.940
Purchase 0.976 0.027 40.598 0.889
Intention
0.912 0.033 31.535
Fit Statistics x=325.257, d.f=229, p=0.000
GFI1=0.896, AGFI=0.824, NFI=0.913, CFI=0.975, RMSEA =0.054

Table 5. Correlation and Discriminant Validity Analysis

Factorl Factor2 Factor3 Factor4 Factor5 Factor6
Social Contribution 0.857
Public Interest Marketing 578(%) 0.876
Brand Awareness 505(%) .386(%) 0.856
Brand Image .337(%) .326(%) 202(%) 0.817
Brand Loyalty .626(*) 552(%) A465(%) 301(%) 0.798
Purchase Intention .593(%) .534(%) A448(%) 254(%) A499(%) 0.943

*p <0.01 (Significance level)

A A8 AASHT B2 el AVES] 3. eI B
71 7bol o] A SLTT ol 2l 5] o] WAL
fli]_;mﬂ;fuo}i““ &t otﬁt&;—jg HATme o Aetw ot
n O hyd
SEAT AR ROl ITIRAIEE S g anzanan savgel e
Al EAJ7F = Ao R .
DA Ae s v SN, 2471 4 e) HAE g} ol o]
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Fig. 2. Research Hypotheses Testing Results.
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Table 6. Structure of Equation of Analysis of the Research Model

Standar— Testing
Hypotheses Path Names dized F"ath S.E. t-value | p-value Results
Coefticients
1-1 | Social Contribution — Brand Awareness .096 .090 1.042 290 Reject
1-2 | Social Contribution — Brand Image 461 .096 4.796 .001 Accept
Hi 1-3 | Social Contribution — Brand Loyalty 458 .102 4.612 .001 Accept
1-4 | Public Interest Marketing — Brand Awareness 250 211 1.503 102 Reject
1-5 | Public Interest Marketing — Brand Image 423 224 3.327 .001 Accept
1-6 | Public Interest Marketing — Brand Loyalty 615 239 4.836 .001 Accept
2-1 | Brand Awareness — Purchase Intention 236 .073 2212 018 Accept
H2 | 2-2 | Brand Image — Purchase Intention 382 117 5.950 .001 Accept
2-3 | Brand Loyalty — Purchase Intention 296 210 2.292 .023 Accept
0 3-1 | Social Contribution — Purchase Intention 197 .098 2.560 011 Accept
3-2 | Public Interest Marketing — Purchase Intention 420 251 4.677 .001 Accept
Fit Statistics GFI1=0.857, AGFIQSES?EIIF’IS);;?},CI;I_:OQS;, RMSEA =0.074
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