CSREIZ=0o/ =227} 7/9 A 7/0// O/X] = st

A8 HACO (fp ZHEIE FHOEZ

Mz 9|, HEIS, T

Seoul National University

Graduate School of Business



2 X}

Introduction
Theoretical Background
Sample and Measurement

Method

Discussion

Conclusion




CSRE=S 7| g2
M& TOIC| AL
(Cone, 2017)

(=MLY, 2013.03.12)




2. Theoretical Background

U™ o|0|X|7} 2™EEOZ S7} (Hur et al. 2014)

Het Ol =7t F2|5HA| 7t (Sen and Battacharya, 2001)

7t%E (Orlitzky et al, 2003)

=
T — Zt (Pava and Krausz, 1996)
o O|Sl| ZHA|XI=2| A|ZHX}o]| 2 7| 7FX| SI=F (Barnea and Rubin, 2010)

« CSRO| Z|H7}X|0f| &o|O|ct 52 (Margolis and Walsh, 2003)




2. Theoretical Background

CSR &9 =552t 7|2d

CSREHE 1}
AH|X}o| QIxX|

2 H|XIC| CSR QUX|7} HAO|E = O|O{E& (McWilliams and Siegel, 2001)

CSR &392| d3%U AH|XIo] QIX|7} EQ (Servaes and Tamayo, 2013)

CSRe| 2 HQ}

71981

O|H|HHO|B . ABREEE Sl CSRESS QX
(Lippmann, 1922; McComb and Shaw, 1972; Brown and Deegan, 1998)

FAHLE S ™A 1.04%2| H|HA £2UE HIHES 2|, 2008)

CSR &332 &7t 7|70l /2fo|ct ME3S| 2|, 2017)




2. Theoretical Background

CSR &390 522t 7|dut

H1. CSR &9 =2} S/&f+5
A& 27 SIte 2 0/Lf

* ST F T/ BT 1.V470=] THE 71 (1382, 438, dir, ZUUb)




2. Theoretical Background

o272l CSR &322 S22t 7| ¥-dut

At=0lM CSRESS of= 7|g0lAl & =&

(Russell and Russell, 2002)

ol 2| 7| &
CSRYj| EH_ CSR &t 7|Ae| Si=8 E4ct Zuf, 3dEQl ti=2| H[E0] slie 7|
MR A|ZH AHoAM & =4l LIEHE (Cho and Hong, 2009)




2. Theoretical Background

o272l CSR &322 S22t 7| ¥-dut

=S PS
O O 71
CE<Es
7| Ef

off 2| 7| 2| csrof| 2tct

CH= H
= 4

-\

12 13

N 4r op
m oA oA




2. Theoretical Background
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3. Sample and Measurement
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3. Sample and Measurement

.32 XES A} AFY] B39} B 49 XIS

Sl HIZSs CiLiol XEEXL HALO|E MH

A Eelol SAXE

7k

s |
o

e
o

g%




3. Sample and Measurement
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3. Sample and Measurement
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4. Method

Hypothesis 1

In(Sales;;) = By HP1PCSR;;_1 + B2 FOR;s +P3PRICE;; + B,PRICE?;,

+LsKML;; + BDPViy + B, TYPE;; + g SPRy;
+B9INT;: + Z?’O=127015 YerY Dy + Z%’z’=1 YtrnMDy,,

i=1,..,19, t=1,..,36

Hypothesis 2

ln(SaleSit) = ﬁo + BlPCSRit—l + ﬁZPCSRit—l X FORit + ﬁgFORl't
+B,PRICE;; + BsPRICE?;; +B¢KML;; + B,DPV; + BgTYPE;;
+L9SPR;t + B1oINTi + Z?'O=127015 Ye:Y Dy + Z%’Z'=1 YerrM Dy,

i=1,..19, t=1,..,36
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5. Discussion

VARIABLES

Model 1

Model 2

PCSR

PCSRXFOR

FOR

PRICE

PRICE

M= 17| Y Ol fS #AIS= HO| B

FOR = 1, 812|7| ¢
FOR = 2, 3L{7| &
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~3.73 1 %%
(0.058)
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(0.021)
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5. Discussion

VARIABLES Model 1

Koyck Model (Koyck, L.M.,1954) T SALES 0 94 ***

S = u+ BiA:r +ASt1 + v, (0.009)
10-4
S = sales PCSR 4 () HE
At = advertising (0.000)
v, = uncorrelated error term ) 165%%%

A\; = retention rate i
B; = current effect of advertising (0.032)

B, /(1 —A\,) = carryover effect X The long term effect
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Method) Hypothesis
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Method) Generalized Least Square

LR B8H LR = —2(In(Lp) - In(Lyp)) ~X2 44




Method) Hypothesis
SUCE 0E 49| 37) BY SO HYEY0| ABX7}7} @
A2EXFH0| ol d 12, o' % 022 510 7[58d =S

O A]) 2016 98 E=24

Boxter(2ZX7}) Cayenne
O 2t 105 99

AEXIF H|E

1 X 105 +10X oo +{0 X 1
105+99 + 71 105+99+ 71 105+99 + 71

= 0.382




Discussion) 7}d &4

Model 1

Model 2

PCSRXFOR
FOR
PRICE
PRICE?

KML

INT

Constant

0.003**=*
(0.000)

-3.69 5%
(0.051)
0.106% %=
(0.024)
~-0.006% %
(0.001)
0.041 %%
(0.009)
-0.026
(0.025)
0.1171%x%x
(0.028)
-0.499=
(0.200)
0.098
(0.110)
8.167 %%
(0.419)

0.003% %=
(0.000)
0.004 % ==
(0.001)
-3.7315xx
(0.058)
0.334 %%«
(0.021)
-0.014 %«
(0.001)
0.165% %=
(0.010)
0.015
(0.029)
0.189* =
(0.035)
-0.514+*
(0.248)
0.060
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