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ABSTRACT

The world is currently experiencing insecurity and uncertainty owing to various global
issues, such as the effects of climate change and the ongoing COVID-19 pandemic. Such a
social climate has sped up the need for all sectors to take their social responsibilities more
seriously, either as a matter of policy or on their own initiative, in an attempt to mitigate the
effects of these issues. Contrary to most previous studies, this study explores whether
consumers are aware of various types of social responsibility activities carried out by firms,
including legal, ethical, philanthropic, and economic activities. Furthermore, whether this
awareness is translated into consumers’ trust, emotions, and loyalty towards firms will be
investigated. Findings of this study reveal firms’ legal, ethical, and philanthropic CSR
activities induce a higher degree of perceived ethicality among consumers than economic
CSR activities, while consumers’ perceived ethicality has a positive effect on brand trust,

emotion, and loyalty.

Keywords: Corporate Social Responsibility, Consumer Perceived Ethicality, Brand Trust,
Brand Affect, Brand Loyalty
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¥t & & T (Corporate Social Responsibility, CSR ) HYHE-&H 1950 FALFH1EHE
BRI s < % (Bowen, 1953 ) FTHEAC L&A T (88 - #EEHEME BT
FATE) - HATtH R IER BRESEBIZE - DU 32 AVEERE & kM 2 fE R 1M Il
FIAR LR BRTEE - I G RENE T & ABORME S H St FEH e 5 g
B - LEBETSE LR EMNE S - 62 fett & R AV E R A F4E - BRpER
g~ BEKERRE R TEREENMBER S EEEEE G A - JHH
g ~ MEBEARES  EEHAEMNFRMEGA » S5 RE KOS ETT RHTIE
( Jamali, 2008 ; O’Riordan & Fairbrass, 2008 ; Yang & Rivers, 2009 ; O’Riordan &
Fairbrass, 2014 ) < JH&E & L ek TEOFZFRGAZ —  SEZRENLEFT -
HAAREZAFTER ARSI RN G T (B ENNE - REEZEEHEEY
121t & & (YO E (Creyer, 1997 5 Arli & Lasmono, 2010 ; He & Lai, 2014 ) » L/
TEHE NI - RERPHET S E(E)ESE) (Ferrell, Harrison, Ferrell, & Hair, 2019 ) -

HH A 7k 48 = Sk L 4 2 T R Y LEE  ( Gonzalez, Korchia, Menuet, & Urbain,
2009 ; Gillani & Kutaula, 2018 ) » JHE 3 B F AV e A A FHEIREE M E 588 - 2208 & E
P RCGEIE > A1 ERVEERSAHBEIIRENELY - HERESAREZ 2N
TrERENGIES - HEEHETELNEE LU ENEEELSEER > EEEER
EFETERE T RECE HIbA 7T HE B RURIETE ,( Consumer Perceived Ethicality,
CPE) W&V » Byl E S B MR EESE N EEN B HE (Brunk &
Bluemelhuber, 2010 ) -

EMFREEFRENTERE  AEEBEAEANGELCTSEERNSHE g5
1S SR AR (B BY L RS A B P R R » WIS T e BB T EERERTT &8
BEEVIAR > gEBMERAERREENI S (He & Lai, 2014 ) - RSB FHE NGB
(BT AEEHANGETESTEEEE > A NENBEETSERZIEE (Schramm-
Klein, Zentes, Steinmann, Swoboda, & Morschett, 2016 ) » >R ERES M E Z T EHD
ELFEEEHRANS  EEETAAETINPRESR > EBEGFEFEE - EA
H] Py 4 2 B S B A RH E R BT S TRV - MRS BEHE
EWREE TR AETFEEMRAEAETTEEE - HERFNLE (Maignan &
Ferrell, 2001 ) -
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RMHBEHHABEMT AN EEL G E(L 2 MGFEHEEZE ( Oberseder,
Schlegelmilch, Murphy, & Gruber, 2014 ) » JHEE R —E T BEEEMAIE T - 5280
FEETHEENAECSTEEE > BN EEHERZ R MFENRA 2 DU - H
A E g B TR P R - B AR BN E E W MBI 0 B
R TR T BT ME - B T RES i (B EE BOH B W I R R T N [E 1 |
HY A o B AR BN AT AR AV R ARBFFEARIE Carroll (1991) 73N EHLEE
EEENAIRE (HHE © 80K - A - B - B2 ) € IBEEHAEAETERT
TEENAY RIS o JRBI DA =M BT BT - SRR E TS A B S BAIFE R
DAso8 B pi SRk R E A D 8E SIS B A RS A E AR E L g B A
s A & (Chung, Yu, Choi, & Shin, 2015 ) - Fy[a[fE FACHTFE IR - ABH 58 5 B 3
ST EMERENA R B E A EENTE | DTN E B RAEEE
W EEEE (Brand Loyalty ) HYs2 28 5 BLERZR G5 (T ( Brand Trust) #15m k% &L ( Brand
Affect) JZHBAEIHEH BUAIE M S EHE 2 MIFEEE R 8UR -

Bl - ORERET B R R R

— - EMEGEEEHEERHE

hETFEEEUEG FEEANTgaTN RN EFASENFERGA  BFEH
B BT EMtlE - LIER - R - WA SRR EER R IMIER G A A
T OANEE R B T ER MM T ER A ARz ( Clarkson, 2016 ; Freeman, 2010 ; Tong,
Wang, & Xia, 2020 ) » 45 1B ZEREA RUHCTFIE B N BB > B S0F RG22
TR % - Bl $e e H A S & IEEIRE ST - DLRFEFA A EEEF /I (Beji, Yousfi, Loukil,
& Omri, 2021 ; Hillman & Keim, 2001 ; Tantalo & Priem, 2016 ) - ¥R BLZEDEEEIE
EMFRTERRE > R T EEREES EFD) 4b - hgE =5 H A T ZAFRE
ANBIFE LS » ST HERE AV R & -

FE L SEGFEEREAE -AVERAKER (Xia, Olanipekun, Chen, Xie, &
Liu, 2018) W AEEEE 7 X mE - MIFMEGEANEHE  kEMEZEMSNES -
Mk AR AT E > &SR EEF e R TR REEANTM GE
HEPENREEE - AFNGHEENEE TG RERSEENAFNEES > 41 N
MEEREHMES  HEERERGE M LAIEAYF]ER A AN NEUT - HERMHE
BUMT B A —EH B G  BEHMEBNEEEETEEHG A A5 EER 5
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HEEHNEETLSEMENRIE  EEEZHIZE] T hEQSH A HEENFE
i B AHRE IO ST s REAE B R ~ TR - BIEAR - EmEEU R EZEEENBEE
A SEFAEEST (Creyer, 1997 5 Janssen & Vanhamme, 2015 ; Arli & Lasmono, 2010 ;
Kim, 2019) - FE EFEE AR Z A E F =& - PR i T s s & =S
A S T R FEATEA SRR - AT CRTI R BN & B & E R S B by
EEEAPE T FEAEENI A (Ferrell etal,, 2019) < BrILZ4b » BEA—E2IE %
RIS ERRE T IEZREEE A EL G EENERE - VB ENBET hABENIE
m &2 ( Schramm-Klein, Zentes, Steinmann, Swoboda, & Morschett, 2016 ) ; ‘R » £
EGE T EEIIHITER Y > FEENEZ A EE R E LR AR E S ETE
EEHNHEENEERBRE AR EOREFLEEZES T2 20t E (Janssen &
Vanhamme, 2015 ) > /2 % B R A M EHRE AR BN ETEEEES 26
FEREENE N EEHNAENRE ? NEREAN  HEBHNEENEE > g4
I Z B A EA R SE G B EEABAY R ZIE ?

TEARMFTE G0 LAy ERE ~ Al > FeM[OlgE T Carroll (1991) HIWFSE » 3%BH5E
R EHEAEESNEEEEACERME  AEEE - BEESEREEE(ENE
Bl HPBEBEWREHEEATEMEREZERINEL - FRFAELNHAEE
A HEE N EXRF L - SARAEERE BN AR ZE Y - EWHAELEEE
EEELE R A R SR B A R BT R E E L (Jamali, 2008) » A5 —{EZMEART
HIRESETT By > S— (B2 SN ERER IR F i - Bt G P B IR RS Bh e T
Ry ABARE N EAERF CAVELE N - Carroll (2021) #E—P{EETERYEIRL > 2HPE
G ERE D g EREART AT G TR EEHBER - £ 2EB0AFRAIIRE - #5
DAz R AN (Bl B TEUHEE ) LW - 3 H a8 aENIAET -
REEFHEESER T et gEIM T UEBRAENEEE > AFEFEEST
BUEREEE—FFE > HgHNAFEEEREE T HNETYILEAREEETAER SN
Y - MBS ETECEMMTOTTIHEN BB 2 MM #4178 ( Thomassen,
Leliveld, Ahaus, & Van de Walle, 2020 ) -

= eRMEFREENBRERAER

PTEPH T E WA RS A S B B 81T By > Brunk (2012) £2H, T HE & B E 1E
IS > WERFHEEHNEREZE - i Ems RS ErE LAY - st
& B TR T A B A HH S £ R - B A - BT - B HYEIT
Rt e A EAYE B R HIBERTT B DU REMT IR R B R 45 R 5 - AT EiRt
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NTHE R EL Carroll (1991) Ffg th Ay MU 3¢ 1t &/ EAIRE S E & ( Coincide ) - ' 74
SPOER ) WIE DA TESFEENE ) HIE TERE T EFNRTE ) HIER T2
Z 0 m T et EEENE BB ERAET Ry ) DU T R IR B S AR
AIEHIERT AR RE G HELRE -

SHE L RV B R B ES 9 35 70 ( Singh, Iglesias, & Batista-Foguet, 2012 ; Fatma &
Rahman, 2017 ; Markovic, Iglesias, Singh, & Sierra, 2018 ) » 1P 2EAY kK & E B 18 = 4 &
FHHE B AIETE (Bezengon & Etemad-Sajadi, 2015 ) » 40+ /k SRR AT /E H
RIS EEL  BEKEEENRE  SNIUSEZ S A SEEEHHY R SR
o JRENEOHEE RRIEE - OB o B eSSt g A EEE - A
B H B EN AL N EFEEA R ARAE gl e 0 H HER
HEERER HEERNEE  gEANARIVHEERAERE - (H2R M ARE
P~ b~ BEREERNER > HREEFELVEERZEELGHRISNER -

FE o BRI R EE]E (FIA0 B BAEEANWEE  MAEEX
1SS B B A 2 2 B R R S A A 35 B (R AN YA 2 > PRI RE & 7 AR 1R A A R 2 = TR K
B e [FIRF o MRR AT 58 e M G o B A N Y A T IR P B M b ) F g

(Kohlberg & Hersh, 1977) » E (RS HY 28 (EEE AP B LUB KA 2 Ry (8 A i 18 3% Jeg 5%
B SORRIREHY Rt & BT & P B R E FERR AR A - BE4h > 1 5 FRaR Al (self-
regulation) HYBES S 2 > [HEREA FSUEERBEIE SRR EZT - SR AHZ T
JE TR S BLER RV RS2 - &% H G A N [ERE R Y S e B A - I I R & i i e 2
BRHYSNETT By (Chu & Vu,2022) - FIERHY - JEHE ~ B - DIRESRBRAEMERE
% B E R A 3% A [RI PR B Y HERR - I W DAsER - DM B E A IR A 1 SR
GEEEH RV EREEEREZR > MG SIS 3 R R e T A
& > ATRERURE S M B H A B ETEAEE - IS EH RAEEHREE G REFET
GEEMEMAARE - RELL R - A 7eREs

HI : R RIS 1 G BB ) s 2 i A T IR ey AT 4 -

Hla : DUA&EBIRSHY (3 @ 2 (EI58) 5 00 SR - be DUGE A S 09 (o 3L B B35
BB LA F AR N I AT -

HIb @ DUEAIAS (b 3k B 2 (E R B A S Hh DU B A ARAY (b 30t B 2 (005
B R AR - TR B -

Hlc : LLRE3S7IAE 9 360k @ 2 (3G BY B LA S » B DU B RIRS Y (b 3 1 @ T (55
B R EARNE » FAESIR R 1 R AT -

o
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=~ HEFRAERELEEE - mEEE - M EHE

RN EBE B R (Information Processing Theory, IPT ) » B EFULBFETEE
EEEENE FIRB MM 2 A2 M E A RSB B BFEEE - HEE T H IS ET
[B]fE ( Maclnnis & Jaworski, 1989 ; Tong, Wang, & Xia, 2020 ) - JREIE /G &M
BN EE B 5| 2 H S SRV IE 1% EL( Singh, Iglesias, & Batista-Foguet, 2012 )>
PR E A EEN A - WA REULEIRTEHE B E A SRR EERE - A&
=R nnHﬁE’\J%{H%FE SRR RE DL SRR R (Mishra & Suar, 2010 ) - 3Ef ¥
mhRE AL E o —(EHt FR e BN MR o BT RE R A TR A AIE - BNE
IS FEAVEE ot g@ga%z ( Singh et al., 2012 ) » 5[ FEHE & H LR E LG E - £

EMEESHEREET » Il AYE R ] PARE I1{Z/E ( Chaudhuri & Holbrook, 2001 ; Singh et al.,
2012) > s e Y [E Sk > AR B SKE (Sung & Kim, 2010 ) « ¥ & E B TEHY
E A e 5 B LR B3k 8 (Tsalikis & Fritzsche, 2013 ; Diallo & Lambey-
Checchin, 2017 ) » 1fi 52 B8 S YN R 2 — 2 H B EH R A i 7 {5 € - Homburg,
Stierl, and Bornemann (2013) JRf5H, » — HOME B HH PSRN S Mg HAY gt g
BTV A T B K R BN E E N A EERN RS PR
HEEHPGENEEREERER > &rABLHENIEK  BBE 2 » EHEER
ZEIAEETIAEL SR EEER  OHEEG TENEATENEATEEENEE
&Eﬁ EMEE AT EEAEE  WEAMEOIE - i HEHE BN E SRR E s

AT A SRS EE g S - REEAVT G

H2 : & H A EERE IR EMEEE -
DOHE B RAVE SR EIE R 8 RS R -
H4 M8 BRI E AR I A R B S S

M mEREE - ;EEERZT AR

BOHEEEEMPRE - RORMAIEE MBS 2 S I A& MM BAR Y

( Delgado-Ballester & Munuera-Aleman, 2001 ) » [fj H 3% W75 th f13F 2 H At i 32 55 8 &

17 i LSk P Y Ll 2 — 2 2k E Y R ¥ R P Y (3 £ ( Ndubisi, 2007 5 Paulssen, Roulet,

& Wilke, 2014 ; Diallo & Lambey-Checchin, 2017 ) - ¥R ELEER > HEEITAE
JRE 0] Fi 3% o R 22 T [m i A #E 7% ( Chaudhuri & Holbrook, 2001 ) ©

THE BN A R S AP S R Y R RS o MRS R e E TS R
RS 2 [EHY E 45 B8 % ( Gundlach, Achrol, & Mentzer, 1995 ; Chaudhuri & Holbrook,
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2001 ) & AT 5% Snh A TE (50175 B > & RS 45 7 ook 075 JBL_E HY K EE © HE4h > Dick and
Basu (1994) f5ii /" IE[EIHY F*J’E“t%km:%%éﬁ,ﬁuﬁé&? JEPIAY &S st /£ Chaudhuri
and Holbrook (2001 ) AYRFFE&5 5 T H2 ) - Snh9 % BN IE Ay 3 82 AT IRy O SRR T FE
(Singh et al., 2012) - 1‘55‘)’57?“*{*{{@ > NMAER SRR E A T IR Eiﬁﬁwﬁ’]é
B - OH R E SRR B Bt AN HERE DU R FE ST - 0 B AR E A S TR HIRE (& -

Bt - RIZ(E 952 5 ( Signaling Theory ) » JHEE L&A HRAVEL T » =k
AERVERSRAF R R SRAY-% & (Boulding & Kirmani, 1993 ) » [ & M & & A2 A =AY E
EUEENR - g EG AETEREEGE - FTUEBHASNEEEFREMESHA
HWEHE - BAMECGEEMNTRE PRY > REEEGTEEEG MR
% (instrumental benefit) - 3ifi B[R TEE BY » — ELEBEAYIRLAZ 38 AR 11 W 4 Bfl {5 2 ]
A BRI E SR B RV 5 540 - JHBE A B L AV IS RS - ISR g R E
MY %s (expressive benefit ) #E 1T JfH & 72 17 £ AV BE % ( Homburg, Stierl, & Bornemann,
2013 ; Iglesias, Markovic, Bagherzadeh, & Singh, 2020 ) - JJ:[;ZIKE}-T;LWDZ%DDHEFE

R IR D B 3 RN 2 B v P B Z R AR & TP CR - IR E AR DU RGER
HS @ g RS (LI RS2 8 R ST -

H6 AR5 ELIE [ 52 2 SR D

H7 SRS EAE M E & R B R oSS Z R A /R -

H8 * S 15 EAE N B & BB I8 R RSk [ 2 [E B A s -

\

E
nﬂt
_H..

RGeS EE - DI BUWEER > WHEHFEEEREENES T R=T ) h%
R G B EEE - ZRIRBEZ A EIRETEHE - BREASMKIE Maignan
(2001) BH5E T By f 2t & FAL TR B ORI P N 2 %E@J/L\%H@EEE%’
T RREOR (RO A) ~ JEEE (R B) ~ B (ARA C) ~ 28 (H&ZIK D) ZMEE
TG ERET— Ex%%ﬁ’éi@iﬁ#*@fﬁ%ﬁEE&”QBE’JJ};%E@? Ry T ENE
BEBME  MEFEHERAESMMEREN S A8, & (Cho, Lee, & Lee, 2017
Lee & Lee, 2018 ) - DI 0 an i THEHVE R 3248 - 2B B SR FEE HE S RAE
T8~ RS E -~ ShR 1S B i S R FTE - AT T 2 BEEm 2R A NE (& 1) At

7N e
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— BHEER

AU FERE R St G B B rT et I B3 rT e R (R HATE R & &
B FETT Ry o MARIE Carroll (1991) fEHHY CSR MUFHAIRE — &L7% ~ JAHE ~
18~ ZE1F BANIFEHY CSR BUREITHH - AWTFEEE K Maignan (2001) & L% &
WP I RZ T T T S 1L & R AR T R AVEIAIE R AV R G BRGNS - SR H
IR 1 -

HEHERABEEER MHEEE TR EEL TSR E N Z i
R EE LAVEA (Brunk, 2010) » $£F Brunk (2012) HVREIH - EIHANFAR 2 - &
NEDFTHERABREEHE (1 TRIFEAEE > S BrIEEFEE) -

en RS (T By B B B TE T R A AT Y 1 & EAE VR B 1% B 5% n R (S (E AR
f& (Singh et al., 2012) » ABF225% B Chaudhuri and Holbrook (2001) WF2¢ dfy &35
HAFEAWAH LM EEZ ER > WERHAZWR ZEHEE 4 3 > EEARYIRE3 -
MENBEFEUZERERABREHE (1 FRIEFEAEE S BRIFERE) -

o WG B R B B TE T R FE AT Y 1+ g AR VR B2 BN % o fE Y 2 412
f& (Chaudhuri & Holbrook, 2001 ) » AtHZEE¢ A Carroll and Ahuvia (2006) @Y 10 {&
RAIE - R sz e P VIR S AR A AV B R SR e T » 3k 10 /& >
AIEANBIINFE 4 MENEUERREROAEREHE (1 BRIFEREE 5 TR
FEEEE) -

i S Ry B B T T AR FE T Y £ FE L AR B 1% B 8% o A Y Tk
£ (Oliver, 1999) - HiJit Yoo and Donthu (2001) 1 HYREIART & AR S 3 fii i 5
[§ 7 SRR ERAZ MR EEEIL 5 8 > EEABRYIRE 5 - fEABINA
TRffERABNEHE (1 FRIEEAER > SETRIEEERE) -

AHPFEZ CSR RIRREHEGTHYNE - BRGNS i — BT 8% —Fros -
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. Maximize profits.

. Control their production costs strictly.

. Plan for their long term success.

. Always improve economic performance.

. Ensure that their employees act within the standards defined by the law.
. Refrain from putting aside their contractual obligations.

. Refrain from bending the law even this helps improve performance.
Always submit to the principles defined by the regulatory system.

=

. Permit ethical concerns to negatively affect economic performance.

. Ensure that the respect of ethical principles has priority over economic performance.
. Be committed to well-defined ethical principles.

. Avoid compromising ethical standards in order to achieve corporate goals.

g B

1
2
3
4
1
2
3
4.
1
2
3
4
1
2
3
4

. Help solve social problems.
. Participate in the management of public affairs.
. Allocate some of their resource to philanthropic activities.

. Play a role in our society that goes beyond the mere generation of profits.

Bk FE ¢ Maignan (2001 )
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. This brand respects moral norms.

. This brand always adheres to the law.

. This brand is a socially responsible company / product / brand.
. This brand avoids damaging behavior at all cost.

. This brand is a good company.

o OB WN

. This brand will make a decision only after careful consideration of the potential positive or
negative consequences for all those involved.
Bk AE © Brunk, K. H. (2012)

%3 G EEREH

1. | trust this brand.
2. | rely on this brand.
3. This is an honest brand.
4. This brand is safe.
BERIAJE - Chaudhuri and Holbrook (2001 )

F 4 miEREREIH

This is a wonderful brand.

This brand makes me feel good.

This brand is totally awesome.

I have neutral feelings about this brand. (-)

This brand makes me very happy.

I love this brand!

I have no particular feelings about this brand. (-)
This brand is a pure delight.

S Il B Bl =

I am passionate about this brand.
10. I’m very attached to this brand.
ERAJE © Carroll and Ahuvia (2006)
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1. In the future, I will be loyal to this brand.

2. | will buy this brand again.
3. This brand will be my first choice in the future.
4. | will not buy other brands if this brand is unavailable at the store.
5. I will recommend this brand to others.
BRI JE ¢ Yoo and Donthu (2001 )

= PRERERS

AHFELL G BN E & HERET EA MR E - AR RSP AW E3%
TG > [FIR SO B RE S FIHE Hh — 1@ CSR AUREAY G (&% - JAE - B
RE ) Ry T RESAE SR KA FE - AEREHE TFEERAZ % > MERReEE
EREEE LR AREL LINE (18 > S ENE RS ILE RS E R LS
ANttt EE > DR DITAVERA G ZH -G E N A RZE - AR ERBEHE R
2021 3 H 20 H %= 2021 £ 4 H 28 H > E[EYy 559 (06 > MRENHEEZ%& > A
BUE G Ry 534 073 > G HIAREINCR By 95.5% - DURE{E 5 A HUS-HY [ 46 By Bl R SOK
TEEE R 135 0 (45 25.3% ) ~ JABEEHE Ry 138 {1 ({4 25.8%) ~ (BB R 126 13 (fh
23.6% ) ~ ZEEIEE R 1350 (45 25.3%) -

RBMGELSHEERERNVEENE &M - £ - ZEEE - TIEKE -
Bk E2KE MR TESE WA 207 A 0 45T 38.8% » 20t £y 327 N0 (T 61.2%;
TEEBREERETTH > DL 21-30 B2 A AN B R 28> 15 40.1% » HIUE 31-40 pE K
41-50 5% > 73 hE T 28.5% K 18.2% » fxf&/E 18-20 5k ke 51 5k LA b > 3 Alh T 7.3% K
6.0% : FEHERE LK - RE RS ERT > 555 E 58.6% K 36.3% ° &
B SRR E R LT RMET 4.9%K 0.2% 5 TAEKEE DL FFEDL FEES » (5T 33.5%
ERBE—FEETFE  AHT 23.2%  HREZE—FLUANBEETFELSE » 77hMb T 15.2%5
14.8% » iz AFEE T 0 {5 13.3% -

=~ EEEREDI T

R b & SHGEE S R EEME 0.7 (Rd4EERAEER 0916 » FiGE
£5 0.936 > THREIF IR Fy 0.951 > kg kS £y 0.930) ; i H & &Y Cronbach’s a €
TRE AR ERE 0.7 (H o HEEEAEE F 0.890 - FfEEE R 0.909 » g1 By
0.939 > SHRREERE B 0.899) - RILAWZE 2 RN EHEE — 2 HEB e -
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BeAh > BB EAER © mREE - R E R R ESE Z AVE AR 0.5
LR FUWHERE » 5550 - DLE A AR (A B fe b B R AVIE BIE - fbass iR
W 6 Fiw - H 4R B &SR AVE ZSE 7R IR AR BV E R HHBR (A8 T4
FRAETE ~ s EE  anhR S R SRS S HY AVE Z 3P J5 IR B R HA i e ey
MHEERE > B RARBREFE -

- eEMEREHCEEREERANER I BERTEREI

Kiftze st Hl RAEREBHAET ST EEHEERAEEA EaEECE
Fotgoll e E 4 G BAE YRR BN & & AT E EAV R - (ER ¥R 17 ANOVA J7f
ERBHARCEGGEEAEEHERRNMEEAFHEEZR (NF 7 FR) o MR
& Scheffé’s method I FERLIH R (F3R 8) AR MET B EEIHEZE
HIEE AR 5E( Mean=3.28 Standard Deviation = 0.55 ) &8 2 A A 8K 7% 7 4 1925 52( Mean
=2.77 > Standard Deviation=0.64 ) ( *F-3g7= 5 = 0.48 » p-value=0.000 ) ; & =R BEAY 1>
EEEESENEHE S EREEN R (Mean=3.37 > Standard Deviation=0.45 ) JR
BEE RN 88 7% e A R (725 =0.61 0 p-value=0.000 ) ; [ 28 =R REAY 1 2E (T &
EAEEE B E RUAE AR (Mean=3.31 » Standard Deviation =0.42 ) #18% K
TR &R EE AR HRUR (PP 725 = 0.54 0 p-value=0.000) - F3& - JAEBELETERIRRHY (3
HEEEEHEHEE M EENSRANIAEREEZRE (FEEE=-0.12 > p-value=
0.439) ; [EIERY » ARBIZESAEBI A ET S EEEEHHE & BAEENIENZ
HEEZAZR (FHH%E5=-0.06 > p-value=0.885) ~ JE{EBZEZ A EM G HLE
Bh¥HE B B EENRERIN G A #EEZR (I EE =0.06 > p-value=0.868 ) » i fiz
st Hla piE07 > JRBIDUA R M) 2 £ S+ & ARG B A 1209 it g b DAKS 2% [ [ £ 2 4k
GREEE) f LAY S RE SRS N B BUAE TR ¢ iRER H1b Rplar » B DLEE
)£ SR A AR LU E R 2 AT S T(ESE) AT ERE
B3 M B BB S 2 EER AR HAMERER Hle » DS H A 2 ARG HTE/EE)
R XY SRR > LB TEE A 2 E S EEEE) A T mE E RE R B K B
ZARER IR AL -
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x 6 UL RIER
CPE BT BA BL
CPE 0.832
BT 0.758 0.889
BA 0.685 0.750 0.878
BL 0.673 0.752 0.809 0.876

it * CPE R HEERAIETE » BT RS » BA BmffEE  BL R ok -

A

HAERRRBLH & A1 (8 2 ANOVA I g =

=
SS df MS F p-value
Between Groups 31.22 3 10.41 37.5 0.000
Within Groups 147.10 530 0.278
Total 178.32 533
8  Scheffe 1% fpfudhi H
RIS HE B RAIEE 95%1= 8 &
(DEIRE  (DHAIE P ERA)) FERE p-value TR IR
A -0.48* 0.07 0.000 -0.6896  -0.2755
Ay EE -0.61% 0.08 0.000 -0.8182  -0.3943
= -0.54* 0.07 0.000 -0.7502  -0.3337
& 0.48* 0.07 0.000 0.2755 0.6896
e EE -0.12 0.08 0.439 -0.3345 0.0871
= -0.06 0.07 0.885 -0.2665 0.1477
& 0.61% 0.08 0.000 0.3943 0.8182
EE A 0.12 0.08 0.439 -0.0871 0.3345
= 0.06 0.08 0.868 -0.1476 0.2762
& 0.54* 0.07 0.000 0.3337 0.7502
= A 0.06 0.07 0.885 -0.1477 0.2665
EE -0.06 0.08 0.868 -0.2762 0.1476

P E A RAE 0.05 B
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0.280
(5.651%%%)

0.758
(37.360%*%)

Brand Trust
R%=1(.574

Consumer
Perceived
Ethicality

Brand Loyalty
R?>=0.707

0.095
(2.578%%)

0.534
(11.955%%)

0.685
(26.416%*)

Brand Affect
R%=0.469

2 &R RE AU T AR 2 (R ]

h - EmEERE

AW 5T AT B e E G A5 2R o S FR - AH R A AR AR R O S #U{E ( goodness-of-fit indices )
(*/ df=824.83/184=4.48 » RMSEA=0.089 > NFI=0.98 - CFI=0.98 » GFI=0.85) %&
SRR TF AR A E A EEE (Bentler, 1990 ; Browne & Cudeck, 1993 ; Marsh, Balla, &
Hau, 1996) ; [t nHEamE A B ERE E R 2 MV SRR M E - 33 > Kifsest
HOEEBERAEE - MEEE - SRR TSR E T AR TR U R S A 0 DA
Epsg e H2 & F RFIE 2 s - K EEdR ) ~ (Rek H3 OF&EERFIE
AR s o HL RS BRGR ) ~ RER H4 (& & BUAE AR s » H 5 S E
R ) ~ AR HS & # 8 (S (LR ¥ iRy S5 E #os ) BiRER Ho & #
3 o R 17 RN A 3 o R R A )

2 Rotsti et it e BUEl - o iTEER AL -

FRARIE 2 By A&l SR AR M B RS T B S (S (E Z Bl {& o > p-value £y 0.000 -
/N 0.05 > PRI H2 BIL 3 AR JH B 38 IR 8 T B AL R R Z B (& 1 > p-value /N 0.05
DAL H3 BRIL 5 FE0H 8 # EU R A 18 B i G Z B (R > p-value /]NJY 0.05 - [Nt H4
RCIL 3 AE OB 7 3 i R A 5 B i DS 2 B (R 1 > p-value /N2 0.05 > [RIEE HS BRAT
FE OB & B SR 15 B A R G S Z BR (& o > p-value /]NFY 0.05 - (RIS H6 BRI ¢ 5F4H
NEWFE 9 Fior -
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R 9 GEEE A ABUER R R E YR

Original Sample S:ilggﬁ T Statistics p-value  hypothesis
Sample (O) Mean (M) (STDEV) (|JO/STDEV))
CPE—BT 0.758 0.758 0.020 37.360""" 0.000 H2 (17
CPE—BA 0.685 0.685 0.026 26.416™" 0.000 H3 BT
CPE—BL 0.095 0.095 0.037 2.578" 0.009 H4 517
BT—BL 0.280 0.281 0.050 5.651°" 0.000 HS5 1z
BA—BL 0.534 0.533 0.045 11.955™ 0.000 H6 BT

0 'p<0.05 0 p<0.01 0 Tp<0.001

N~ AR EE ~ W R TR RE

A BT B SRR (£ B an RS R T/ SR AR E - TR & R IR > MpR(E
B AR B B O B R B R B dn R S E Z I B A R 2 & (p-value <
0.001) - MAEEFERCRARE T » HFYHE & B B (8 3 a3 78Sk B R
2> NI AR RS (B SR B DR B 3 RN R 8 18 B o P 6 S 2 PR B AR B 70 T /3
REVPE > 5FFR 10 Bk -

t - AREH

gL EER SR TG > TG R MR A ERAERAREE
S Hor o GREAIRE  EMANRE - RESHEAMEL T EEINE R RABREEIY
RYBE RPN EBELNBER - MARBEENZES - MEEHE SR METE
RGN BN E & A BIEAVSUER AN AR 2 5 > i Hla B H1b g7 - JREILUEARE
TH [7) 2 A 5 1 8 B (R0 Bh B 0 o iR & b DUAE R Ih [ 1B S 1 & AR VE B B E Y S
B RE S RSN B NI AR DUB TR [ SR A E RIS B R E AV R EE DUA R [
ZFE T EIEEN R EAV IR ERE RO B H R AT  BLAh o JHE B RAE
anfRE A~ ARSI - SRR SE I E A > (NIt H2 ~ H3 ~ HA P9ERIT ¢ AN
B E B AR (S (R 1 A R S L R G S B 2 2 A HS B H6 $RkaT - #E—2F
B} o3 7 A 55 B i A 2 B i R B A M B o IR B (R B i P o [ 2 T B
FARERFE (p-value<0.001) » 375 H7 B H8 HYHES -
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10 R EEE RN R TR SR

Original Sample S?E:Zgi T Statistics p-value  hypothesis
Sample (O) Mean (M) (STDEV) (JO/STDEV))

HIFEBR
CPE—-BT 0.758 0.758 0.020 37.360"" 0.000 H2 1T
CPE—BA 0.685 0.685 0.026 26.416"" 0.000 H3 pkar
CPE—BL 0.095 0.095 0.037 2.578" 0.009 H4 g ar

EEESIES
CPE—-BT—BL 0.212 0.213 0.039 5.497 0.000 H7 p&ir
CPE—-BA—BL 0.366 0.366 0.035 10.583"* 0.000 H8 fkir

= p<0.05 > Tp<0.01 0 Tp<0.001
B GniER

ARHPFE ARSI G EAE Ay L8 BT T RIE AR BRI AR g BT
RIRRRESEHEH M RAIETE - HROTENE B R BB EEL G EEE
& H A E(E ~ RS RO S YR8 o AR SEAE RS - (£l
GREMEENE S RN B ENLET A - BREAEEMERZMREERE
EEIRE > HILLAUR AR R G BRI PHRE S > BURGREAEE B
Rk EE LG EESEERES RSB BRI RHUERE © AR - EENES
MIRE 2 et RGBT AL LR HIEE R - Al A E AR > BN EE
PRE=EARRN A G TG 2 A HEE - EERA SRR T
BRI B — e m gAY ARRE © AEOR R AT (SR AL B S B R B A A (A A A 2
HISERY - Ry BTSRRI 58PS Er A UL A A (FC X2k — EH(E A EREHY ) > B
NGBS R A3 IS e R 2 E B F = &g (Murphy & Gilligan, 1980 ) » [RIEIH#E
BHRZHEM =TT FEENRNPEEE AR MR AETETEEHZ
B AT e

=

DGR - HEE BB EEERZ B RENEEL R EIEHE -
BN OHE g EREENEE BrEHEEHREMETERENRERY
A RHE R - & 1E [m 52 B T8 SR 0 S 8 S > M08 18 B SR (5 R R Ay 17
BN T 7 A i PGB~ AL Ry DR B 2 O B 3R i = A FE YRR R B SO 6y - Tk
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FEH B R E A RIFEBAE EBHE BRI MEEEEREERETLEAE
RIFHEEVE A BB AN EEEREAENEECGEEEER - G5 AR
B - EEBE > RATNK > BEFFHEEHNLE -

o HAE A B o R 1 IR B R 1 RN T 88 _E A AT ECEVEE ER ER » iR EHE B X
[E R ELG T EEHER - FHLAESGERFER - &2 3BT S
€ o AUt R T E Lt ReETET(EEHEENREZESER (Kim, 2017 5
Castro-Gonzalez, Bande, Fernandez-Ferrin, & Kimura, 2019 ) - ‘& )8 & & B S ho E AF i 4
% > EPNE A S R e R A E BB AE A o RIS B
THEEEREAES 2B ER - RSB B S TN E S
Mrés iR > o DAOR H iR W98 2 25 (K5 -

— ~ EEERH
(M) Bt g R Lag 2 RIEE

AWFREERBUR  HBEERE GH B EFEETEET G TSI A FIHT ah R
EEEA R B T RSN AR g B EEERVEREN A E
(ERHAHFBIE R TREEMENENR - e ELEARERTT A EEE
M B AR - AtseaE R o] DR AEEFH B RS THTaETCETEA A TES
FEM S IR B G5 B FT Bl 2 g s A |l Ry AL TR B S M 5 (b T
I RIS FHESS - gL ERRIFRAGER - At Ak r e s i S Bt g5
EHVEBGTTE - bl > BHEE SR EER > REANE THEHEEFHENL > #
HEHEECEEEMA T (BREEA - f#EE - Z2%) EEUEN —RhRIAR
B (R A pn B 2SS B - WL IRA B A Bhie s B an Ay (F (R L - IeTH R 3R0E
FHRMEE -

(D) ERE A ET G R EIEE 2 A RUEE

ENHEAYSE- €21 NIEIE S 7SR NI Fan = =Na A Nise i =0} 2 e biive el
B K GV AR B4 - ARSI (HERZNEHEEWE » FEDUIEEDN
L 0 R 3 SRS Y AR B AL BEAVEE » AWTTEAY o AT EIMER IS ) T SRR IR SR g
HAEEEE > BAGM HARETTA - IREVE CEEITAR - BEREENRZ AFEM
GEEEH > FHEAOFMRZ RET G R EEHRNEENZERI - NIbdEE
SR G LR B A A RN > S PAS BT iE AR (T F RS -t
0 DSEIEAEEEEGHESE) > DRIEE RS RTRREEE > BENTAZEDR
EILG - WHRBGRLHE & B F A5 C#ESS (Kaplan, 2020) © fE5h > £ 3EFR T
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B B hFETGEEAVERRE - HEZZ R ERE R EZTSHEREREE S th
4> JLECHI A R AR SRt EOR (L s 5 JFORE ~ Bt ~ BE - INL ~ BURGERAR o BR
TRFERIAS MEME R ERESE - URTEEMIARNE BB - B EE
IR SR EEEE R E AR > NI A B b (S (L8 IR A 15 B A -

(=) MEsR AR E 1 G S B BN & 4 R I Y B

W% ARG REUR - EHEERHBCEMMNAETSREEE 2% >
PHEREEE - MR E R RS A EE Eaf s SRR T haEIHE
FEGEN BN E M ER: - A5 2 0 HBEEFW A — & AE R EM T IR ET
FEEEE - RS ZRBIMBEA S RS KR TR - NMEEgENE
EEAERE > EEFRNEZEESKEZREL - RNILAEEE R ITEEE
AR R - RN E R T A EMBSEAETEEEESAE > &M
FOHEE R B A NI SUE B EE A Tl [F SR - =40 At th g s g
JEEHRR A BEAETLTRERAIENAT - IRE AN BREEFEEEH BEEDN
RFE > BREMEFTUEEREEENE —GAR  ESKB S EE T AENEE
R BUEEE S - I - B2 B & 6 B b B TRV B S JISRECR » #EIMF RbE
HEEENESG - FHHEE - 5 ARBELHRFSABNER - BER T ESHE
HFHHIE M E ESS - i b B THESAEEE - 1 EHE TIF LAY (Korschun,
Bhattacharya, & Swain, 2014 ) -

= MPRIRMSRR A R

AR ER B EREGDHBEEH N RS SRR EEH ZBENEE
HRAEBANEE R EEE - HEPAHERELETREMBRAIANEIRA R
Maignan (2001) Frfg iV ER » ZERVEHEIIFRBR E i EFEREL - NI
Feah RAVHERR B R E B SRV E L > BGETEB B AR ER - [ B
RARHIRGE 0] DL A B &t S 8y 8 B 2 T PRt 58 - DUBA R AR 2
GA R HEBNER - BRI SE AR BB 8 ELE A R TSR -
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