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TR (R 4) F=2), 3w Bt
AESio] B0l ZEIAT, B} BS
b A A2 U A1) e
ol e lolatey,

Mo o

s
A
=

4o

9

tlI1(Bandura 1997,
HE 4> Hx), 47339 ¥

Fars sl w0 BEAAE, B4
242 4419 7|57k 4B A o] 2w 9)
L ggree A 4 qlrk A4S %ol B
o Rog M

20 A
o AgE WFo

& d7elMe
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EAS A, d9d, s, €99 T AasE 7150k 4 57R YEPg o, HE W0 Wit
ZA o2 A3t & 20439 HER|7} X grol 7 Ao FY 4HE Y = et
F BA AREG O, (D EH At ol S$YXIEC] Mo o FHIE £A
Al QI ASHA 225 A gttt o] AZHgd 3} ofof tigt =Y ek, 1l 7|
i el s vlma YA A4 Holn
2) ZI&8Al % g A% A gt
AT AL 93 2 Wil et =g
2 Aol AHEE F2 MaeEe] 7S AA sRelgt Ax), o] Ajghe (16~.83 H Y,
oF A AR Adbe (& Dol ANs 2 HEe] Ak 23~1,02 W$lo] HEsh= A
Wm0 H-S obsHlat 9F 914 538, A9 o2 yeyith o]#fdh §h2 West, Finch, &
A& 4.7, WQAGHR 4,72, 715 B57 4.88, Curran(1995)°] AAIgE A4 Tt 7] 9
(H 1) QS 24
7= 3= HIz HES
o =] 88 431
O4x} 116 56.9
20MI29M 61 299
30MI~3Al 40 196
HH A0MI49M| 39 19.1
50MI-59A| 52 255
BOM| OA 12 59
nsstn &Y olet 56 275
. TR0 THelEY 51 25.0
o CHEHm(AEH) THsEY 76 373
CHekR xish/Ed 21 103
2002t 2 o3t 64 314
2002F ¥ Of&~4002t @ o2t 62 304
_ 4008F ¥ OfA~6002H & O3t 37 181
SR IAS
600TH & 0}A~8002t & ojgt 22 108
800ZHR OfA} ~1,0002t & o2t 11 54
1,0002F & O} 8 39
S| 204 100
H2) 7IESA ¥ Hrd ad
H M SD Z|AZ Z|cHzt o= He
OfSHIE 25R 1A 5338 1.37 1 7 -083 -023
Tt 471 1.54 1 7 -032 —-1.02
THO 472 1.32 1 7 -0.16 -074
R ss 488 153 1 7 029 -1.01
7|29 457 159 1 7 -0.24 -097
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3) AlZIE Y EfyEol Y

(1) 2= 4%

Kol At bt AR o R ofgu
2 91 Q14o) w242 AAAS, AT,
1% EEI 0 71RelEst @l Rslee A
o wgon, AT /1% A5, 759
% 09 AL M R 2202 e
gt olefe ATHe B Aol Age W
b BAZY e o 7R Aol W
gt ol24] 7 AntA o ® dhe WeklS

AJAFRHE
tUsaAd 5E dESH] S8 e =9
HEE Al FYT 53 ARAS AR
A3}t A A4 (condition index)= Hl 17,96
OS2 7|22 30& stalakglaL, £7 AhofA
wAHlEo] st HFEE P EelE
A &k, ofof w2 dAtof E3EH =YW
Aoz g

(3) 2oIx 291 £4(CFA)
B ApeliE 2Ry Bgge 7
7] 913 AMOS 23,0 283 3ol 29l

[9)

-

S|

> fr ofN

S|
(confirmatory factor analysis, CFA)S AA
stlet, BAlelE olENE 97 24, 8
&, A, 713 BET 71RelEe] £ 57
Z

At EREon, 7 TAAES 4

[«

o OISEIT PrEiow iy THoim T &5 JlRolE
OISHIE SIER w
SRS 645 1
7HO e 646 758 1
712 52t 665" 811™ 681" 1
/=0l 546" 828" 726™ 806" 1

*X.05, ¥ 01, **xX 001
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A A, B ST 233 213 AL 941, JHRISFR (873, 71 Be 951,
A 68504 9470] WA e, Qe s|Nels 9p4m B JEAIR] T0S ASIRl
2 A EHE 7]E&A 2 502 435ttt o= YFBA =7 (Average Variance Extracted,
2 mefo] g WAMAS AU Wedekn  AVE) ®A) 22t 718, 843, 694, 828, 8500,
e-< elojgic o] ofEuE 7 A4 B 2 e} BE T 50 ofite] 7128
L 83TIA 9169 £ QAMAAE B FE|AC) ol 2HEFE0| 7 @A)
of, @ FANELZA Y SREF =T} SE Ak Ss] Akl e onlsh, 2 o
(E 4 2RI 01 24
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i S3=Y A CR AVE .
AC1. OI30| 7 [2%R1 2t ANE SE25| MESEX| ok= f=0| a2t =70 .837
AC2. Ol= - OIS S B 1Y MbIA 20| 0FS0iP 2 ff2iol2f A2 felct, 864
AC3, OIz9] A E P Pleith= 397t U= £0| o aRfeictn =70 848
Z ACA OISEEE 712 1S 7|3Pt SiEE= AlZict SAlRf Azfeict, 921
hACH wIZ ofse Si - WIiolM okl Hlms APIS BESS HESII Lt 90 964 718 970
Al ACE. 0152 Df2i M 71sA0| BiZoR Qs IA| Mistelcl=s Ho| Alzfsickn =0t 894
AC7. B2 OIZ0] Elot =71 - 2P kA0l MESk= EXIE Ol 26| QAR 915
AC8, 0152 Ualitizlo| QFMSIX| 5t 2HH0IM 01RO = 297t Urh= &o| f2{=Ck 916
ACO, ‘digtetzo| BIEt2 0lz9| izt ol AZitt Fefs nRIck dzfeict 887
M ARL OISERE 2XIE O S0 He A2 Lie| RIS Jlulsl= Lot Azfeict, 888
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F7t nSoll SEek=T? SYE HEHARHES St ofsHIE J|RoE ok
To] o] SHUEFEE TR 9SS E A7)0 Usihs oA v Hgwrt
wojzr}, thi BpH o2 HILE|QLS TRsAS Attt
TAME 7 wEegAe dFs] Sis olo] ¥ ol A= Tl AgE A ;of oE
Fornell¥} Larcker(1981)9] 71%& 243 2 5t7] ke o] 23] =0)o] ZAste] A H A
3, 7t AAS0] AVE AlFT s wget TRyl F2A g FHoR Y A=
oh2 W 7F AR 27 Uebde ol A=) WPAT A H folA, 2ea FEA
BB AT A 8 TANEEC] ol =95 7|9 P as 45 A9E SR
Hog A3 FHEl= MU ofujstn, o wefatel A7 S ARSI}, oleE 84
EgEs} SEESS Koz} A FRYFARYS TR AP
AubA el B4 W 34 Pegol Fsict
4, A=Y AF
5. O7HR A 7%
ATmFol APEs AFT A, TGS
FAROR fofslA] e om(r* = 802,816, oFEHIT 919 ¢14], AL, AT, 7]
df= 225, p {.001), 7tolAlF ] ZH-E b A, 715w ghe] A S HAe
& (CMIN/DR)2- 3,568 AukH o2 AA == 2wyt 7t ARl gt TAF 24
EAF 7R (<5) S FF3E AoR Uey Avhs (19 o)l AASHT B4 Al ok
o}, FEAFAF ORI 905)= WA 7|29 HIE F Q42 Ao FAHOR F9)
90& ABlste] Hlawd Fud pES HYO & A+ JFE nXe A7 Yepdthy
L} TLI(.893)% 7% o 243 702 1 =695, p (.00D). YL AL 52
Epsith wh, RMSEA= 1122 UEht doA et A P vAE Aoz Felgglon
gd= 7)E w B $F(10 o3hE tha 23 (¢ =.938, p (.001), PR 7|8 G7t
s ZloR gl of BAZ R AR H(+)2] PFS n|XE A
o]} 72 73% 2 AT o] o] | o etttk = 872, p (.001). E3t 7]%
Wl ARE et v Behdl 125 A5 7150w Folet H(+)9] FFE vl
AU Qom], RMSEAS} »* A&7} AFf- 2t A Ao BNEUTHY = ¢.001)
(& 5) gZol By Mel: X
/s CH RVISEA x° af aviNDF 0
893 905 112 802.816 225 3568 (.001
MeIE 7L O = 90, RUSEA < 10, ONVDF < 5
X R x2S B2 U0 BIZSIof p (001 SE0IM R
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FEYPAEG S 7|vte e A5 &4 M+, 715 asd=s «AH ez BFske
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AR FAA oS Heh dEsH Al AR sk, yolrt 7|57 A
A7 flal FEAEHE WS 2859 2 aE Y 5 Qv 7% 2 =9 F
oh AR SR 20,0008 A AASH FTHOR 7RO ojofX= U9 4FH
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ThIS study aims to examine the process through which the perception of child poverty

risk leads to donation intention, based on the Norm Activation Model in which
risk perception sequentially influences responsibility attribution and personal norms, ultimately
shaping behavioral intention; specifically, the model is applied to the context of donations
for children in poverty and extended by incorporating donation efficacy as an additional
mediating variable, thereby proposing and empirically testing a serial multiple mediation model
in which responsibility attribution, personal norms, and donation efficacy operate sequentially.
Data were collected through a survey (N = 204), and the mediating effects were analyzed
using structural equation modeling. The results showed that the perception of child poverty
risk significantly predicted donation intention through a sequential pathway involving
responsibility attribution, personal norms, and donation efficacy, indicating that risk perception
activates responsibility attribution, which fosters personal norms, and these norms in turn
lead to an increased perception that one's donation can make a meaningful difference (donation
efficacy), ultimately strengthening donation intention. This finding suggests that, as proposed
by the Norm Activation Model, risk perception does not directly lead to behavior but enhances
donation intention when mediating variables are activated in a stepwise manner, and in particular
demonstrates that efficacy perception functions as a critical antecedent of donation intention.
This study confirms that the Norm Activation Model is applicable in the context of charitable
giving and contributes theoretically by extending the model through the identification of
the sequential mediating roles of responsibility attribution, personal norms, and donation
efficacy, while also offering practical implications for donation campaign communication by
highlighting the importance of not only fostering normative awareness but also enhancing
efficacy perception through strategic messaging.

Keywords: Child poverty, Donation intention, Norm Activation Model, Attribution of
responsibility, Personal norms, Donation efficacy
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