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In the area of crisis management communication, the development of new media and the public's
activeness are receiving considerable attention. In the past, information was delivered in one direction
through a limited number of media channels. However, with the new developments in media, the
public is playing a role as an actor in the crisis communication situation rather than simply receiving
information. Focusing on the developmental process of crisis formation, this research examines how a
corporation’s reputation(high/low) and the contact media type(web portal/Facebook) may affect the
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public’s reactive communication behavior(defensive/offensive/avoidance) to negative product
information of the corporation. Apart from the expected main effect of communication behaviors on
the corporation’s reputation and contact media type for negative product information, a verification
of interaction effects of the two independent variables(corporate reputation/contact media type) on
the dependent variable(reactive communication behavior) was also conducted. For this verification,
four different analyses based on the independent variables(reputation and contact media type) were
implemented through an inter-group factor analysis. The survey was conducted online and utilized
data from 242 samples via the stratified proportional allocation sampling method considering for the
target's gender, age, and location. With the collected data, Multivariate Analysis of
Covariance(MANCOVA) was completed using SPSS 22.0. According to the results, first, the
corporation’s reputation(high/low) had meaningful differences from ‘defensive’ and ‘offensive’
reaction behaviors. When receiving negative product information of a corporation with high
reputation, the public tended to show ‘defensive’ communication behavior in support of the
corporation. On the other hand, when it was about a corporation with low reputation, the public
tended to show ‘offensive’ communication behavior in criticisms of the corporation. These results
confirmed that the public tends to show different reactive communication behaviors to negative
product information based on the corporation’s reputation rather than simply accepting it. Second,
different reactive communication behaviors(defensive/offensive) occurred based on the contact media
type. The comparison of the public's reactive communication behaviors when negative product
information was delivered on a web portal and when on Facebook showed that both ‘defensive’ and
‘offensive’ behaviors were higher on Facebook. That is, the public tended to have more voluntary and
active reactive communication behaviors, either in support or criticisms, through Facebook rather than
the web portal. Last, a meaningful interaction effect was found for one of the reactive communication
behaviors, ‘avoidance,” between the corporation’s reputation and contact media type. Specifically, the
public tended to show ‘avoidance’ behavior when facing negative product information of a
corporation with high reputation through Facebook. However, for a corporation with low reputation,
the public seemed to show high avoidance when facing negative product information from the web
portal. This study has practical significance because it is suggesting positive evidence that could be
applied when establishing an effective strategy for corporate crisis management communication.
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SRS - Zo?qﬁﬂ, 2013). = F2 917] olgr whgelv FES W Zlo] §17] sl %
2] A W2loltt, AR T& F3l 249 o WAs ﬁ??} T ol ok vhE-5 =ikl
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o AR AL Ak 27t vt o e oA T o) A8EA] Gt ol4H |
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7) Q) 5ol Al Fare gkt A% As A R 3 Q) g T
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S ANSALIE, A wAQ) AROR 2] S71E AT MRS YR 2] 5L
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g 9lo], B rrIte]9] R e A18lE BRIt Stephens & Malone, 2009). &
71349 iolr= FrltiolE o83l et et ARUAS Wayst 4= 9lal, o)E niE
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2009)2 Frr|ciol7t Zisultiefe] vjs) AL vjg-o= thekst Art of7Ag HHI 4= 9] 7]
9] 7] AUl M2 71315 FEshe o] E 4 AU 3o Adsiaet, A
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& o] &% ARFUAoI o] Ao 7]lel H =2 Ao} BAS 7RIS s BloE W
okt

olgfgt Fultioli= 4 o] EA3} 1o whE ARUA VA Pl we} thal A3l
B Ed(Ekl, 2018), FRe; AA ALE 11 7IEeR AN 5 UK A - 213
1, 2012). WA BRA 2Hde R b Wig, AHA Tl FEshe SHo] et %741*3
ol 8A} Z& FAYE o] WA FF P IS Vo R mEEe ARlolth A E A - W,
2011). olell Al & Aellal= 7t 2o tiEAQ) miA| R e Alo]Ee} A4 HM =
HEokT} 94 XE Alo|Ex oA ARgAFEe] ARE W 7AslaL o o) FPA o
[ ol AR (AE3], 2014), olgfst 715 o Qs ofe] SRS Aol EE- Alol
Eo] &0 AwAg FEH R ANSHAALG, 2002 o]&Hl - T - vy 2000).
HHA A mt]of 1@ M= AlgEEe] AH A E B, BRlel] FefghozH witioje} -8
Ae] AAE FurEs Folop vjuw Fo] FAHLE &, 22 2elqldolxt 24 1)
tloli= ¥ Alo]Eo] Hls| 7H°‘J34 AAy, o, I, deakge] EAo] 9 sk HER
T Zolth(FA], 2009).

oge] =2l A, EH AloES} A njtjofe] T wiAlE Z17h HRA 219w} 3
A 2ple] daFo] FreRE gl viAlER 1eE 4 gla, o3t miAle] EAEL o
A=) AfuA I ol Fake wE Zlolet o dsl & < ek AAl wnleie] )& A
B} A} A3} 58 FgH oz udalj(o]vg- 2019; olF=%- 9], 2019; A3H, 2019) A+
oAM= FF] AFUAClA dE Al s 7 F sl viAR XE Alo]EdfAE v
Oltﬂ‘ 2 wjtjolo A ol g s B} AdAle] 1 AFE HEslaA) sl ofE

e A EARs the 2t

r-(o

rlo
n

O

o OITEN| 2. OHH| RY(EE ALOIE/mHo|AS)of w2t FEA FHo gt SF2| AAF-AbRd
BiS WS(Loy/52/3M) 2 cf=A HEHEI 1

O

7] AN Al v 7B el wheell e vIE o S TRt A3

= 3
2909} EAER Aow ek, 147 23191(2014) 9] A7l mEr, v §8(

o=
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%/71%’3 ESIE/719 slo]z=5) & gl71alde] F5e] 9171914 B wiAA] 8ol WA= gk

S 2Ashe Zlo® VRl TEa AiAe A99(2013)S Al FE (/719 ESTE)
o we} 2235 AR ol TF<] A 8ol A ks velulast e S A
oA 78, 24 -3F WA T Wl T 9] AR 8ol HEAE &
T2 Ve, Aeet A7 202 7|99 97 A8t Al miAl) 9714, 24T
AP T3 2 FFe] 71 Q) s Akgsle] e vAAE HLsi) Sl vl whet
59 HReo] Qi 4 lths 2E HoldEt)h WA AA 7|9 Qlale] Wil 23 & gl
delet, wheba] ZukARl 719 1ol wiAl fade] nix= Gl gk fiok 2o A A

& 719 Aol T2 whgel] mx= G otr® iAol oAk EakE e

rr

T e Jolehe 2L Fsa ek
53] 2 QA7olx] A4 o) 290 ¥ Aoles) sl B op Ass B 22}
Q) e} B AFUACI S0 Qo] L Ajol} eI, sol e ou] ozl

A a1 Q= SHARI o] 8AkE ’393 Fop7] wheoll I Ale]E} vlas) FrjE 0w o]
33 (anonymity) o] sk}, oAl ARrle] AAE =eulA] el AruAlelAde] #9l
A (accountability) < A7 F244191 SHo] A=t (MM, 2003), Ho|2 =l AT,
AW, ol T 2 ARBIARI 847} T} g0} Qlal, o & ERISH ¢ itk whebA] Ho] Ak
& o8k A, ol8ARES ATrHAeldel tigk Aol EEAS o kAl =2 5 3l
o} ol AUl Bgellx] Blj1e] AAdE SRIgTR= AL AAlel A Al 2 4
S WA e fdolrE (S, 2003), 71900 thet 22 FAA ARk A fel
sk ol vEA vEhd g S AloR Weld:
2 Aol Azl o] AFelME FAA ARt wEEE 719 WA
oA fro] AguAleld vk sl v Aole} el FE EAve EER 7 5

HQlo] LRI MIX|= e Ate s TAslaa) gtk o] =o)E niEo R thaol

;-‘O

o,
T
N
N
rlo
r_t

i)

re
=
b
i
H
g
ol
9
ful

o OITEN 3. 7Iie| HH(L/A)o| FHA HEol| st 52| AHRHAOK HIS dES(Loy/
S2/3u)ol ojxle FE2 oM FH(ZE A|E/HpIAS)0l| w2t CiEA|
= =
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Reputation BS ] e (Defensive)
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Behavior
(Offensive)

Contact
Media Type =g
(Web Portal
/Facebook)

Behavior
(Avoidance)

Figure 1. Research Model

3. o7

1) 947 A
715le] wga) o) o] 0] ARUACIA Hkg Aol x| e Selelan gk 3t
291 A3 AN, $4 WAGY/A) A FBCED Aole/dol ) o] Sguigle]

w2} & 47he] A AAEE AR, wiA] FES S s v AEE S AR
TEE - olvlAd, 2017 olE6 <1, 2019)5 sl el viAl 5 et 7 o] ARk
7P B2 ) viAl, 2 ALl E joluy o} S HISR AGRAg wAATE FSIeHA AL

2 e s 545 71 SNS wiA(AE84 - o]Edk - °F3 2012) F ol% e AA AE =
APlA 7R o8 AlRte] 71 10w vhERd Flo] R (o]Rlg-, 2019 <
2A] 9 ALo|Ee} o)t ANE= S o84l AlAtslal, A s ©7] Fre] g
2, AR oAE FU T

71349 Aol we} 3] AfUAlld WS- sl Aot EAE ARE AT &
AL 8l 2 23e) dhdozis A 7|0e A3 7199 Aol FHeR SHEE A
S Ak, WAS A7l AA ATk S sl

TFARE 2% A 715 Agalslet. A% Ay} Uy Ao 9lo] o AlE
ol Hjsl] FFe] Plo] wie- =, IR AR o R E F s BRYor)7] wjielrh(H
4% - AN, 2011). Ejar Ao R AE P 2nlR Bk F o2 o] 7 ack

m1o
0_|_,
ol
2
o
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eicd)
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rlo
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T A} AIHEAE, 2018)5 sl HEA om A dlA ol (Fgel) o] HHHA
U Uigo® A 78Il

I, di

o o0l BEi S0l FHEOITE LHUCH 2T} S30|
mMoigch §oo S8 WG ARE Ho0 BW S0
ik

Bsnm waske

®o 20 RS M AYE WY VN BEAG 4N
RaR S8 AT v

o Uike 3 Commant £ Share

Web Portal Facebook
Figure 2 Experiments

2 AR A AP AXES 7 IS S8 2 Bld
(www. blgklnds or.kr) oA A% o Alars A AE didel 2 71sds sk
A o] 2 7| oRE A 719S AAEIET, o AR 719 AN 24 BollA
g ole] -5 IRISIITHAHY, 2018: A1, 2019). ole} vlaret o gl wAdo] ke 7]
o= FH 14 2k AFE 7] olE 5 X3, Aldem 1 oo KA ulge] vt 3
Al B 719S AASIITH P, 2019). 019} o] M478gk 7 714e] Ade] Apol7t A B
Aol BHA| e A SR1eH 918) & 4078 thom APARARS AATEInh 7Rl
A7197 B719, 7 71e] BRleE 11]/\]3} WS SHehe Fetol stk ARE T4
ZAE Axg 24, A 719 = 5413 B 7I(M = 2.82)2] WA ol 2,592
frefgk Ao VERTHt = 9.37, p< .001).

Table 1. Results of Pre-manipulation Checks on Corporation’s Reputation

N M SD Mean Difference t p
Corporation A 5.41 1.20
e —— 40 2.59 9.37"** .000
Corporation B 2.82 1.39

"0 (.05, *p (.01. **p (.001.

AEZAR= 2AR] 719 dEeolel J=lal] A el A sl 20199 119
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8UNE] 117HA] 443t 2102 ARt S Ay A §3f 2 Alole
= Hlojaiollr] 5 A Aol S AFER geIlaL, 22 7 FEle] ARES
Aol SstslAl siirk. 12l Aol SEe § 23 FE Al AlA
T Flsl ARk, A2A 71999} A o] fl= 7hEel A3 AR skl
AR A, %, AT A9e g 3
Al Hefaigistl, 8e 26389 Hioly T =443 S5 5 2179 HiolHE ALlsta,
242r49] HolHE 2T 23 S4& fls) ARSIk 4t dlelEe] R s WA
114%8(47.1%), o144 128%(52.9%) 010aL, S 5=k A% A 20tH 60%8(24.8%), 301 57
74(23.6%), 40th 6478(26.4%). 50tH 617 (25.2%) 0= 7} A= 1H53 E3EE HYS
H, 4749 7} A eR 55-66784 vlad] aEA] EEsiivk((Table 2) 35).

VUO
H

Table 2. Sample Sizes

Contact Media Type
N =242
Web Portal Facebook
.| Corporation A(High) n= 57 n= 66 n=123
Reputation -
Corporation B(Low) n= 64 n= 55 n=119
N = 242 n=121 n=121 N =242

Aol SgEe} 2420000 9] Ha 72 A, 719 WS 1] Salel ek &
Fo] WukAel X7k o Aelaim, "A7I%Y/BYIle) AFT Aulse] AL el ST 45

oI, A7I9Y/BAIGE T BAle} Pl S5 e AT eF, AVIY/BIlolRe
Hal 2s] o] $54do] LAY o) 37 olgal S48, 7 el &

oJshe RS T4 An WREE MEAS TSR, BP0 AR 022, A1

=
r&
Iy
Ll
E

(2) 7AuAlelAd vEg- 38
FEAAY ATl whe- 53% AL I 2371(2014) 9 A B sioiv. 24
vHe] ggelle] sl Y717 HAlol W el Jitell wdh Hlv} @79 Al ut
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S o g ¥l %@7]7} ARG F52] 2171 AFAelA SE%%‘QZJ 71 AAe]
A HkS- 5 02 el AR o] 4dy} 714+91(2019) 9] &7 wake 28313t

o= A4 o]k At 719 §-&stalAl sk AyAlelA RES- 35S ek
], o] UAA|= @Auh 22RRPIoIA i 7|9e AXehs FHI=E B, o]
HA(d: 2ok, 37 55 & o}, 'AFH oz A= vk 2ERINA 3 71
AAeR= IS wEAGPH 373 Zloltf S 47) ¥38HCronbach’s a = .93) 0.2 A&}t

TAL G 719S vlFels ek 2] o AL HHEL ARE ks Ugo.
2 o] UAA= ek, 22RPdolA i 71he AX[shs EElxE B, ofof ksl 1

(e dola, HE7t 5)S T lofk, ol YAl AN, 2PN B 719E vl

ek FHIZE B, o) Fofshs FH(d: Fole, T 55 & Aotk T ¥ 5l ¥
(Cronbach’s a = .92)& AASINACY.

FOR 3Ju= vhe 2ERRVeIA aiF 7119} A ve] ool S ol xFs)

2] 34 95 Blolt}, ks 2ElePdelA 71995 T ARl digk ARE eV |= s, oE

A= 95 Blolek et o] Sdeh 7 Al whe 52 3l ¢aL, Fohs AFS K

ofi= Wgo] ©71 F 471 ¥3HCronbach’s a = .91) 02 =73t} opde] gz} o] #

Tl BS- e o], 24, v]oh dE & 137) em e TH ePE AR

£ AT 71 WA BAA ARE Fake A fr8ol 3] AFUAllA HkE- ael v

2= FEe} AEAE 5aE el 918 thEE R (Multivariate Covariance
Analysis: MANCOVA)S AAIICE 2415 918 Abd 719 WS dedk 22 s vk
07 2K a/A) o2 Wrar, 917] A% Al wiA] el weh F52] <12lell Aok itk A
AATF(AVA - A9, 2013 AA - 28], 2014 o]edgt €], 2012; Schultz et al.,

& sl viA FE2 23 EE APlE/Fol2t) o' R T2l uiA] e
& oW a9lom AAaiint. Aacdl wh=r, iAol thdh ARkl Al AR e



3 o] S vk O Lhehdy] Mol H BT - A58 - B4, 2014). THA) A1
2014)9] QTN ALGE 28 1 o] B2 3l 5 B nekslol AHg
Sigih, AR Y Aols/slo| o] Sl Auis B QleF, EH Aol/solsk
ol gli= A= IS, "L Aol/slol o] Q= Aui= FAHSF, R Ao]=/sfo]
Sl gli= Aui= 2ok I 5 47kl Fael oal TR HE(L: A3 334 ek~ 7wl
SRR S4SII B4 SIek Ahse] B Al SPSS 22,0 ZRIe A3

t
rlr
oY
o
o
=

4. A&

714 39 FAA RS Heke vl fol 5] ARHAlN wkg- Alwoel] mix= FEa)
o} d5Ag 29E BAel] S8l thlERsE bR (Multivariate Covariance Analysis:
MANCOVA)S FeJai9itt, thamgaiabidls alsly] Slaiie 941 aise] s34

Asalor gtk o] HAle BE FuellM M=
Ak o] FERI 3] AP HIssElloF gtk lolt). dwka o ko] w2
S A=s7] Y6l Boxe] 3 E 524 A%(Box's test of equality of covariance)o] g
ot A An e 2 FwEe] FYsithal 7P AP 71AEACHM = 66.52, F
et R AR S Ade] vhis FAAIE 7t

& 4213 544& 713 91 Pillai's Trace ¢k AHESH 23+ #4131tHOlson, 1976).
Ax} A0l Qo] - viA] AlE| s S Covariance) 0= EAISIITE Al 212w
5 AT T YT Aot AT = AR vkt AR L
2 A] A =7E = gdte] wiA] A7 sk kel via) s 719S BolgA (L,
237) = 26.93, p ¢ .001, ¥ = .10) &28kA} sh= Ag](F(1, 237) = 29.19, p(

001, Fitn? = 11) & o= =efyrh

(Homogeneity of covariance matrix) A#|1Z A

E

rir
on
o&
o
N
ER
v
)

O
F?l
rII,

1) 71 A0} 0| FEO0| 332 HAFLA0IM S BS(W0l/32Z/3m)ofl 0jxl= H&
(ST2H 1, 2 BN 2np: FE0 24Y)

A 1] BA Az 7194e] Aol waL vkl izt AUl vk E 5 ol
(F(1, 237) = 18.33, p< .001, 40" = .07)<F F4(F(1, 237) = 3.96, p € .001, 5%
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7 = 0209 BAHOR frelnlah 2ol wslr), AL 0 Aol e 71909 44 A
& ek JHM = 3.55, SD = 1.13)& WAdo] vk 7|ge] FA44 Hug ek JHM =

2.92, SD = 1.33)°ll g} el 7|9S S8k el Wol4 Bl o] =A vkt o]
oh= itz gAdo] w2 714de] g ARE A AWM = 3.59, SD = =

)
Ao] 2 71909) T4 AnE A ADM = 3.32. SD = 1L1)nd g 19e §35)
73k Wigkehe 32 AR Ade] e Ao et o= om by A

o] Tl Aol Hks s (o] Bz vl e S I o s Wl

o] Yok S|AAell A AWaks: Sehs ity ghs vy, 719 Aol 35
7ol wkE e T e AR ool B 2 F3 71A= Ae® HERIt o= 9]
Al 7139] AR m7ge] a7l Tk vl s2fstaL, oS dddh= 5ol B 9lel Holohs
2 YR 79SSk FHie golHl AAuAlold wke Aol v A o

Fo 713 A0 S E = ek

olojr] Au| B ATEA| 2] A A, A FEel| wt AFAeId v B T
F(1, 237) = 3.01, p< .001, 50 = .0D)<F FA(F(1, 237) = 11.44, p< .05,
= .05))] EAXCE fremgt Aolg Btk FAHOR HolRolx 71qje] HAA
Xéii A3 Adellr, 2 Alo|ES Fl HHE A7 Aol nis) g 719e Hol(wlolx
= 3.36, SD = 1.33: 28 Al]E: M = 3.13, SD = 1.19)8A4 3 A(Ho| =5
M= 3.64, SD = 1.14: & AlolE: M = 3.27, SD = 1.13)3k= 5] Ayl vhe-
HE 4ol o A eI o= slojaio] 2 de, I W] 5 7IEH e olgAt
o] FolE Fa = sh= viFlo] whzel 559l Whe- 3k T wiAel Wl s 454 o=
Ehh= 202} s e = Qe

: £

41:

Lo,
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Table 3. Results of Analysis Multivariate Covariance

Source Subordination Variable df F n? p
Defensive 1.00 26.93"** 10 .000
Media Reliability Offensive 1.00 29.19%** N .000
Avoidance 1.00 0.98 .00 323
Defensive 1.00 18.33** .07 .000
Corporation’'s Reputation Offensive 1.00 3.96* .02 .048
Avoidance 1.00 0.19 .00 661
Defensive 1.00 3.017% .01 .084
Contact Media Type Offensive 1.00 11.44% .05 .001
Avoidance 1.00 0.32 .00 572
o, i Defensive 1.00 1.77 .01 .184

Corporation's Reputationx )
Contact Media Type Offensive 1.00 0.15 .00 .697
Avoidance 1.00 5.86* .02 .016
Error 237.00

*p (.10, *p .05 *p .01, **p (.001.

2) 7159 73437 vl f3do] 52 Aol Hhs- BEell w4 ARE A3t
(ATTA| 3 & Ak AEARE A 4

oIl A HEwle] 83 main effect) ¥ ofEl F SHW 7he] JEg &
Hinteraction effect) & ARSI} o]= 719 A3 FAA ARIL A E= vjA| o]
359 AFAIA wkg- 5 (Pol/3A/3]9) ol MXE oAk GE e $igt Zlo]

A A3, 719 A2 B AR AR SR v 5l we el Aol wt
S WE T et SAHCE Fofvld 4EAE 2AE Bl 3] ARl v
& Holst FANME Frefn|d deag Zaph 2w gtk ofell el 3

A o® SRIHI. F44 ARE Hoke viAl faol wet 719 /el whe 359 39 3
5.86, p € .05, Fty’ = .02) Ukt ol FAIA L
= A, Aol =& 7199 B4 AHE HlolAE(M = 4.52, SD = 1.15)°14 Rl
S, S 22 GRS XE APRIE(M = 4.24, SD = 1.30)9l14] HEs wEc}t A7
ol 3y eS EA BATh wHA, ¥H A]E(M = 4.52, SD = 1.11D)A 44 ARE

AE welli= Aol ~5(M = 4.10, SD = 1.09)xxrt Wido] vhe 79| §44 HuE
Blvlshz &) B vebds 2R1sIIrH(Table 3) =)
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Reactive Communication Behavior(Avoidance)

46

45

4.4

43

4.2

41
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Reputation(High) Reputation(Low)

e—e Facebook Web Portal

Figure 3. Interaction effects of two independent variables(corporation’s reputation/contact media type)

935} A Fgell wek AlREe] FgA ARl Tk 5] FruAleld
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UERES g1 = il o] Aol A Aq-eAlel tigh Avks vt 2] Jed
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A, ATRA 19] #4 2}, 7199] WAe] vl uleh Fe] ARIA0) 1
S BF 5 WISk BANA Felvle Folrt 9he-2 Ak, W] e 719 B4
HE YRS W), FEE A /19S ST Fele] ol el AFUA W AFS s
7o) 2 ek, Bl whe: 7199] B3ele g 1] T Hllel Eeleta, o)
Agshz o) W9lol Holshe o] A Useith, ¥4 4uS ABS v, 330] of
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5] 88hs Zlo] opueh WAde] Akl whek vEA Azl wke gk ddE
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o] frelebl FUUL WAL 5 NS AFHOR welFr & 5 ek
oA BAe 719 917) ARUAIeIA Fashl stejslolol &
ARz S Z4sk Sefsl7 e 44 sk el A4 719) Bels el
U 57} ol T olgit el S ) el ofa) helahl Ale] WA ARE F3eke
797} wrk. SR olul geld] wale] 719jel 91e] @ 4 9= $44 Huel viet 3%

=]
A
o ZFAI whS- sl G MAE TR 891o® 7 #1d nke 7IjdelME

o]x]u
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o
e

A, ATl 28 Sl miAl 8ol s AUl HkS- Bl 93 TR
the 24 el 22 Aol st slol il 719 Al thieh 744 4R 3lke o v
Ehhe 35 Ayl vhe 35S vlagh Ay, dlojRellA s 7]1gel gk ol ¢}
B4 AFe] BF A Uelith 352 XY AlolEdA Rt} ol aRolA FY 7YS &5
S HFtehs & B APEEoaL A52R1 ARyl whe eSSk i Ak
Kol gigt=d], ol viAllell wiet g5o] wkeat dgo] vEAl vEhd = 9l5E 2Rl

olHfg Avk= do|ate] miAlA 5Ado] w5l Aol Ntdd Ao® ojsfd 4= Slrk
Ho]ai2: A Alo|Eg} He] ZR e, F 7] 5 VAo o8] s Hew
gk viAlo]7] miEel 5] Bk g v wiAll Blsl vl A4 0= vepd 7hs o]
3L, o3t FEde 7199 917] el glo] I AR A7l TR d= I el

& Zofeth. Wb 7|l 9)7] olst AR 0 AN A, BUEY SACIM T
UHXﬂ S35} a0l wE 5] B s& TEHeR ael zfrehs ¢17] v AdEe] Eest

thar & = girk

ol

2 Agsl= Aolt}
28 wolo] glojr= Hdy, 29 a8lm ~E#E(Taylor, Lewin, & Strutton,

201D)¢] A7 FHard = vk ofsel wEH, Frl=d vAAG R, AR 77 o
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1 AAAIES AHREES] $34Q1 W5 ofFold = =], of2fe Al A ol &
&34 AP 5] S 7H F AY & 888 5 e 449 HAA A,
A9l & 58 s & 4 S Aolu)h T thE Agiell wEw 7)) 917] AelA
CSR(Corporate Social Responsibility) &&2 7199] 224 ou|R|& AasHA o= &3
£ z¥a1 gl7] whiEel(Klein & Dawar, 2004: Weber, 2008) CSR &&-2 A= 8l 3%
o] AFUA) AL ol 52 FA FF] A5l -85t shte] Wklo] & 4= Qlrtar #i.

olgfgk 7iru7loldo] AEA 0w A HH, 358 s 7ol thall A o= 5004
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°o]#(impression management theory)ell W2 AR ERIZ] A5 2M8-8 3l #Ml
o] VS @At Aatarat k=, BRj1S] Aol e o] Gl Hlo] e Apale] Qldet
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T, 2014) = A ol F Sgit
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& 71999 74 AR diefr - Alo]Eclrt} slo]xRollA Blvjslele dake] v 7
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i 2Aule] $lh FAHUSE JIa Bie ARE ulsiels ] Ueith: dad
T AT - o), 2012)9] Wtel FA ST 5 ol

2 wjulole] $400] 5 WoRA] 44 virle] o) HFES thyoR FEE
3RS spefstaL, ofol] A et R e AL AfFehe A7 L Aol Solin
Sc}. Sk oleli HAolA o dhde] S AL FEEe] HESKs Aelw, 1 el 3
Sste] HRehn P BFEE WA wpAIslel YR - BR), 2014). FF) F93S
Qe ghe 7195 ol5e] BAvE B 4 gl ol ALE(el: LA Bk, Hxe)
2 2213 5)S ek ik SR 4RRe] A9 B ATl T 350 AR
B S 79 5 el &iha ¥ 5 g, 9 BEA L FRY gl S5}
o] ARG Bl HFAOE Ve ARES tHIOE ke Bvh ootk
2011: Al 2019).
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oA 7|9ES ARl oS HHH S FFECA WS g0l o]ES Wl
2 gh= ARUAIA HEks Faslof st B2 39 FFEC] olget 7199 Al s
710l 2L R 5] F BAS vHY R WS SA] EESHE & Aol ofE
& o= dh= AR A7|Holale 3t AlE sfol] S wofof gt

Afo|A(Zajone, 1968)<] A3 Aol BE o] 2ohA LHRbES 54 A5 v
AR B s $0r) STk 10 VERITE AnRlEo] 54 A5 wAA B
BAow w3ue 9 2 Rlwet vleE) sorh gebd ¢ Slvke Z0®, Aldas ol
cri-Z 8 ¥ mere exposure effect) 2 A8l 2]t o]efe e Z 8y A4 &
THsleeper effect)d] Mol ks njd 4= 9t} SEUH=9} vlo]~(Hovland & Weiss,
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