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ABSTRACT

The Effects of NOPs Brand Image on Donation

Intention

by Kim, Foo—-Ren
Advisor: Park, Jong—Chul, Ph. D.
Graduate School of Business Administration,

Chosun University

This study examined the influence of nonprofit brand image and
trust on donation intention. Different from the past studies, in this
study we postulated that the consumers’ trust played an essential
mediating role in the relationship between the four
dimensions(usefulness, efficiency, affect, dynamism) of nonprofit brand
image and donation intention. Also, we suggested four dimensions of
nonprofit brands emerged in the new scale in considering domestic
situation.

The results of data analysis showed that the two
dimensions(affect, dynamism) of brand image positively influenced on
the trust. However, the two dimensions(usefulness, efficiency) of
brand image had a significant impact not on the trust. Finally, the
trust toward a non-profit organization had a significant influence on
donation intention. Thus, this study demonstrated that trust indeed

played a mediating role between nonprofit brand image and the

donation intention.
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Al 14: BRI A7

}A F=2 A4 (philanthropy)Aldel FHIAH vl FEL oA+
sﬂ% Y 7, HanA, 87 2 AANs, B3 9 o& 59 o277
ALE] ofE] Eolol FAHI 9loen, olgd FA= WdYy FTE =
43 e Wzt A B0z B AYAE AL BE ALFEE
Ao A JeEPFI 9thSalamon, 1999). FUo| A% A A]RIA}S]
7 Tt mEl vlge] FES ARl dHe ) g3, us ¥ &
A PNE, HARA D oE, B3} d% Fi, FARE 59 o
G FobdlA AT FFS st JH(HET], 1999). AAZ =
AAA R g &35S ste % HFE HA=E Fols &
(o; idl2¥], SIHlELE, World Wildlife Fund; WWF). Z1g]3 o] H
EES Y 9y BHERG HE ¢ AHES 2 o O of=
Pl BAEE EaS A =7EAT betE e Zo]
ofel, Bal=o ¢ Ha A JT-UFHores HAAY, ¢,
1 Ao AHH BA
Folth(Kylander and Stone, 2012). ©]
z7e] JEEe N84 e §AGT, PHL
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E9, 100 9 AW S Mgy wA duse Fgun 95
29l A9 Fu, 55w UF AAET} BF 43S Feleda 0y
SR AF o Asle o Wa AH Az Agnde o

, AR AQ APk ol WEAORE BAY %7,
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ged Mgy 2He Lk BEe BHEOE wHRAE FETGE

| TEL 71322 A5 (Auten, Sieg, and Clotfelter, 2002), nl5
F<=(Carroll, Mcarthy, and Newman, 2006), 1% (Nichols, 1992), %l
(Chang, 2005), A&/}ej(Brown and Ferris, 2007, Wilhelm, Brown,
Rooney, and Steinberg, 2008) 52| Sl 75 A2 EAdo] wel 7|58 ¢
7boggtd 4 Qda, V1R #A-E® A0 A (Schervish  and
Havens, 1997) 5ol gtz 7|39 o] g & ASS AAs)
stttk a9 olH g 2l HEC] ok, sA44, 3 AHEE A
i FoA Fo AuF a9 2L WHEY] o 7Rl e AA s
g, a2ga FHe ARy 8% 9 dFF7|d X E 7|FF 97t
getd g AFol AAEHo it E ], 1A, A, 2009). 53], 7]
571 #h" dF4sES FE O ARAFAY AYSs 47 AT 57
(Andreoni, 1990), ©]€}% & 7|(Smith et al, 1995), LAl o3t F7]
(Mael and Ashforth, 1992), A}3]2 & 7|(Glazer and Konrad, 1996), A|
W F7|(Harbaugh, 1988), 12]3 AHAAY K25 7|(Arnett et al., 2003)
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AT F ol&4 w7
A 14 HlggaA Ad 2 9

HggdAd g Mde 5 2 719997 Fase Al 39 AH
2 A, NGO(Non-Government Organization), TIZFeHA], FJHT
ThEe &ol2 E&sto] AREStaL Utk o] FollA TP Wol AEH
g0l = NGOolH, 1 thgo g ANGA +o2 ol AMEH 9t
(FFet =<Ivk, 2007). $-Evhetel A NGO W34 Hos tiF&
Salamon(1999)¢] A 2]gk NPO(Non-profit Organization)e] 7| d@2 EA4,
% FAZZ(formal  organizations), WZHF-E(private), H G4
(nonprofit), A}x] A (self-government), APEHA](voluntary), &<}/ (public
benefit)oll 7]% &3 ¢Jt(Salamon, 1999). oA AFFEo] ety
A% NGOz folg nmmez Agaa AW, o AdA Fele
NPOS| SA4¢] 7lzala glom, $evel 4% o4 Hel gge v
oF NPOS| A Aol &olA vigde] vz Gelakn g ol
3 olfE sl $2 ARAAME “BlgE] WzrwA] x]999(2000)" S
Aoz g WRTAGE §olE FANCE Agan Y
(olah MFLTA Zeksol A8, AeHoz WYY AV, 3
gy aAgle g0l ARgol Hu dubHolzta & & Qlth. whehA
gy aAll= NPO2| 7id# SAo 71Zxste] “AJRle] A<l Fofd
o3t x| 7145 7HAAL Qe 2ACEZN FolH vgdE] HAS 9

FAA 22 AT BEAE WNARA 2NN 4T 5 3

o
tHERAF o] #E, 2010).
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FAZEA Y TS FAgtt aYa v FYEA = ARG Aol
AA 9] g, WFF]3

H =0 A4kat, e
grd o 3ol FFFHA
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(Keller, 1993). o]x 5 HWE= o] X|d] thdt /@2 o} SA4& 1
e w vy eAe g Se gIEL LnAEANA TdFE ol
1€ AolFed FEst

aFe 71 olE A ARE gE R AR dTES 7199
19127 7140] dvfjste AlFol theh avAke] v (AF87E 79
&, 4% $)F " dAE A=A wHce v 23S w5 9l
o ool dgrdstel 9shd, TIdelmA(EF2 TIddhe AFe &
dolvt F2o ek &nAke Z7—1‘°ﬂ FFS mAL, ol BAE HE

b Fujelol ddHEe Aoz A u(elvlY, 2003 FHY, 2004;
Belch and Belch, 1987; Brown and Dacin, 1997; Keller and Aaker,
1997) F, &8 A 38 A 714 A olm AL Y 719
Adoz MFgEe ME AF dig Hrtel Zo|(transfer) ¥ At =

O - T
& 533283 st Ao|th(Fisk and Neuberg, 1990; Han, 1989). 18|11
AF Aol RIsAY HI7HE S ARV BT off A¥ARELS 7Y

A

AdS R R olE FEY Aolgte A= EJQ%E}(Brown,
1998; Dick, Chakravarti, and Biehal, 1990). o]&] gt 7} S & s|ET}
A oA gEdAe gekd BAlE o]n|x|7h &H| A} HTtel] HolH o] o]
A Aes FEAE F T
Keller(1993) 5 <% A& 719 @& 71 olvAE &3+
ARESEAY 719 e JAES 71 olmAlR Agoerx gt o'
dAe "ateA, 71 Aoy I olm Al e He a2 5
A ol ek A1 A Aol 7] &of oA EAsta J=THE W

Bl 71FYF) FEFE 7L



el = A4 o] Z(associative network model)d] 7]

o
and Brown, 2002), 71} 74 FAZHQ A|Foly MHIAE
S
2

=

T} AAZ Aaker(1997) HAUE olu|xE HAE A7 AAAZ
719) &9 O Foeg Hosta o, AFY Ae TFY &4, W
g, golZ=2ed T e FHE JUEd 4 duva AAEa Jle
™, Keller(1993)= B M= o|v|XE FAsts SHOE 7|4 &9, 74
d4 9, a2a ZAF S 2 SAS AAEE Ao 2y 1Y
YA thgk BA= oA ade FEF < AFALAE OE oF



A 3d: HFYGA BH= o R X4

nFstuz @k 5
bedl MgY BASe] U FLY P 1 EAE GE AFES 4
Moz =R dAoltt. T A Me BAS oA Y A

= o Y #HY A7t EAse AAolth WA, Bennett and
Gabriel(2003)2 H| G2 B =eo] T oJZQl o|n A7} AH|AEY 7|H3F
o 8A FIFES PAH F ASS AT Utk o]EL HdE] B
= oA 9 Y& 571A A (compassion, dynamism, idealism, focus
on beneficiaries, non-political image)>. 2 AAstH o, ©o|# 3k 5714
Aol 4 vge] Bz ik ofw 4wt oy} FPHQ SHE
A aelste SAIRS BT AFHoE olEd HYHEA Ei:=
of gk =3k oln A e AAsEA] X8kt B3, Venable, Rose,
Bush, and Faye(2005)& Aaker(1991)7} A|AJgH H:M= 7§49 47) =
(integrity, ruggedness, sophistication, nurturance)S HI® OS2 H| Q& H
A= olm Rl thE PgoezE aE  AAISF S, Sargeant et
al.(2008)2> w2l B= JRAF AAl 7 FFsHe] BAE EsAA
Hldg] Ba= Aol x9S 77FA] 2% (benevolence, progression,
conservatism, emotional engagement, tradition, service, voice)S.Z A|A|
skt 2831 Michel and Rieunier(2012)= 470 X} (usefulness,
efficiency, affect, dynamism)3} %34 (typicality)S F7}3s+ 57 =Fo]
AIZE71 59} 3t 7] 5o WA adE L EskTh

Yy "Gy BAE 2ol dig V€ dA7EL BEdE ov
BAE Ao e x BTl (Aaker, 1991; Keller, 1993), B.20
gl YL wEste] aZ HYdE BAEE HEA7|E SAH
ko ™ (Venable et al., 2005 Sargeant et al., 2008), B.sl= o]m]X
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A= A7 gEdE B8l a(Brown, 1998), Sargeant et al.(2008)%}
Venable et al.(2005)2 412 2] x}¢l(ol]; benevolence, integrity)S H] % 2]
BAls olmA] Ao EFA7IA ) o]d 2 dAFolMe HIGY B
de S FAAsteH oA FE A= XdY BA=E g AE
o tg 2AS WiAIA7]aL, V€ AFE HReRE £ HIgy Bd=
of oluAE # XY F e FHLAS 13 1A AheE 11
HatAth(#84, =&Y, 9FY, 954). o= Michel and
Rieunier(2012)7} A|A13F 243} Aol FAISEARE, B Ao A= Michel
and Rieunier(2012)7} A|A1gF BA= A3 A Q2L wiAA AT 1 o]+

o

o|tt. 4 AeE vtE
o2 BHE ofmAe v 7kA Aol Wi /WdHd FolE v 2ol
Weaak o 9A #8482 g Art +HAEE Al Tee &
ot 783 MHAFT EEe FELFLEA FHHE BIHE onA, &
4L gAY +99 52843 FFe Il g BAE o
oA, aEa ¥ vggaArt A FALEANA AA=
Sz B UG (TEdY 1A F)ol i BAE ojnx], 2oz
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32 A7} gr= 31 (Brown, 1998), 714l thah Aol 7|dArlZ e g8k
nE g dve (A 54, 2012)8 skl B Aol
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A 3 BA(A, T AR FufA}p) G A=,
7]?3 =2 EE“ES’Jr HF oA ko] BAE olsiste dH A&He T
I HE sl dui(d, Anderson and Weitz, 1989; Castaldo et
al., 2009; Doney and Cannon, 1997; Elliott and Yannopoulou, 2007;
Ganesan, 1994; Moorman, Deshpandé, and Zaltman, 1993; Morgan and
Hunt, 1994; Pivato et al., 2008; Vlachos et al., 2009; White, 2005). T-%F
b QT Goe APAERIIY Az U@ A EF DAl A
AEd, WA Anderson and Weitz(1989)+= A= E Az Athwto]
BFL T Aolehs Ad(belicn oz Felstgon, 71g) 1+ B
& Moorman et al.(1993)2 21 E “Wr} 9& 5 = il A
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t}(Chaudhuri and Holbrook, 2001; Crosby, Evans, and Cowles, 1990;
Fournier, 1998; Sirdeshmukh, Singh, and Sabol, 2002).
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CHelBES HEE, 2009). old@ e wHs ke ge A
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w3, Winterich and  Barone(2011)&  AH]x}2] Apolaf A
(self-construal) o] Z2R A H5 9} AddFo] TS vA= &5F
=2 s /\1 ol A Ao A4 G S A (charity efficiency; AFA 7]
ol o8l 7]FFo] ofEA ’V‘o]*—’qoﬂ ek Ar)e] 2dadREsE AAst

Oi‘:“i] o5 A i 2 Zpotsi A ko] gk AMIAES
A Eggigeo wat 717 ‘?}é%‘_(donatlon-based promotion) A& 2] A
Hu) & zpol7t et A] Fko, dsolEF AolelA o] =& &
HIZHES AdaEAdo] 5 W 7HE7NEI AFS o Bo] d9s=
Ao 7 UeEth oldg AFde AHY a&A o] ARAY EAF A
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AL G EA Y G oA BEEALZH HGHEA S EFol
27845 #FHEE Adolr] i &4 g BHAE ou|Art &
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Kardes, 2009). Morales(2005)dl ¢]3}®, wj oA AZFAE Sof F713
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Palmatier et al.(2009)2 7|Fo] A AA AL 2P A AAStE BA 0}
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ol AvAuAIY AoME A&EHoZ HE St (Aaker, 1996).
So], HAE AT AEzgn & & Y aker(1996)i: 2lE

TAsk= v.&?‘z} agle=w  HAz JHE AXSAL,
Fournier(1998)= H#Al= #A9 AL ZAAste 2d9 stu=EA AFE
B g e 40}7} BA= Aitoly #Ae AL sid Bz g
anizte] Hrhg Fujolxe FAHA dFS PAE Aew deA 3
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g A3 FAg, 2002, Park and Kim, 2001). dytxog Au|xr}
574 el teted NS FAsHA, ol e T vl g
394 Brhst GEoz A Hold 4 ACHKramer, 1999). o2
o= # A ol(affect transfer)o} frAgH 280 UElLY uﬂl"@rOlE‘r(‘:‘L
A& 2} 233, 2010; Johnson and Graysonb, 2005). &3], thFsk o<t
O EAsE TG HAD A oln AR BeBD F oAb
o i/‘i A=7E AREH 0], 2vAke AFEe 7]l AMiste AFE

FH(McKnight, Choudhury, and Kacmar 2002). fA}gF g}
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