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CSR = oty +a; MH+a, SHB+a, PID + @, SIZE + a5 LEV

( SHB) . +agADOL+a,ROA+Y YEAR+¢ (n
(PID) . ( SIZE) . (LEV) . CSR =B,+B8,MH+B,SHB+3,PID+8,SIZE+B;LEV +
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Tab.1 Variable definition table
CSR
MH /
MI
SHB /
PID /
SIZE
LEV /
ADOL ( - )/
ROA /
YEAR
2 CSR o
38.10 3 Pearson
Spearman o Spearman
o ( MH) Pearson
o ( PID) .
o ( ROA)
0.01% ( CSR)
o (MI) N 5% ;
( MH) .
o ( SHB) ( MI)
0.75 ( CSR) o
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Tab. 2 Descriptive statistics
N

CSR 4 467 38.01 10. 68 20. 42 35.76 70.71

MH 4 467 4. 87% 12.35% 0 0.01% 58.46%

MI 4 467 7.05 1.49 3.94 7.11 8. 89

SHB 4 467 0.75 0.77 0.01 0.49 6.56

PID 4 467 0.37 0. 06 0.09 0.36 0.75

SIZE 4 467 22.93 1.39 18.27 22.80 28.51

LEV 4 467 0.49 0.20 0.01 0.51 1. 84

ADOL 4 467 0.18 0.61 -0. 83 0.11 33.06

ROA 4 467 0. 05 0. 06 -0. 64 0.04 0.67

3
Tab.3 Correlation coefficient matrix
MH MI SHB PID SIZE LEV ADOL ROA

CSR 0.060°"" 0.211°"" 0.056""" 0. 008 0.283°"" 0.038°" -0.032"" 0. 003
MH 0.031° 1. 000 0.139""" 0.320°"" 0. 003 -0.133"""  -0.120""" 0.175°"" 0.172°""
MI 0.153""" 0.143°"° 1. 000 0.074°"" 0.036"" 0.022 -0.101""" -0.033"" 0. 006
SHB 0.061°"" 0.305°"" 0.044°"" 1. 000 -0.033"" -0.094""" -0.079""" 0.166""" 0.125""°
PID 0. 008 0.013 -0.046""" 1. 000 0.078""" -0.020 0.016 -0.021
SIZE 0.324°"° -0.235""° 0.014 -0.085""" 0.002°"" 1. 000 0.499°"" 0.065°"" -0.132""°
LEV 0.059°""  -0.206""" -0.102°""  -0.093""" 0.003 0.501""" 1. 000 0.075°""  -0.458"""
ADOL -0.037"" 0.217""" -0.019 0.158""" 0.030° 0. 006 0. 024 1. 000 0.329°"°
ROA =0.011 0.141°"" 0. 001 0.084""" -0.016 -0.117""° —0.441°"" 0.269°"" 1. 000

*k ok, Kok, * 1%~ 5%~ 10% o

4 OLS o Spearman ( MI)

Pearson ( CSR) 5%

0.5

4 o 2,
VIF 10 (1) (2)
o ( ADOL) (1)
( MH) ( CSR) 5%
( CSR) 1%

(SHB)'
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Tab.4 Regression analysis results o
g B (1) B (2) VIF (ROA) ( CSR)
4.660""" o
MH 1.26
(3.247) . .
0.229"" o
MI 1.22
(2.155) o
0.796""" 0.972"""
SHB 1.13 ( MH)
(3.408) (4. 350)** ( CSR)
6. 674" -6.448
PID 102
(-2.449) (-2.378)
-2.803""" 2.718"*"
SIZE 1.49 (LOW) ;
(20.43) (20.23)
( HIGH) . .
-4.102°"" -3.981"""
LEV 1.81 5 .
(-4.035) (-3.934)
1540 -1.064 ( HIGH) ( MH)
ADOL 1.21
(~2.009) (~1.429) ( CSR)
4.823 5.334 1% ;
ROA 1.46
(1.320) (1.466) (LOW)
29, 69°** -29.45""" i
Constant
(-9.865) (-9.719)
year oyl i
N 3919 3951 3.
R 0.210 0.209
. 2
Adj. R 0. 206 0. 206 ( CSR)
I kR kL xoxL % 1%+ 5%- ( 6) o
10% . ( )
( SIZE) ( MH) (MI)
( CSR) . ( CSR)
( PID) . (LEV)

( CSR) o N :
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Tab.5 Grouped regression results o
A HIGH LOW
MH 5.796"" 3.543 o
(3.839) (1.522) R
SHB 0.958°"" 0.129
(3.574) (0.467) «
PID —6.446" -5.777" Y ’ )
(-1.884) (-1.755)
SIZE 3.397°°° 3.559°°" °
(19.01) (21.59)
LEV -4.394"°"" -7.072*""
(-3.431) (-5.760) 1 .
ADOL -0.558"" -0. 762 J. 2016 30(2) : 85-104.
(-2.293) (-1.085) 2 ALNIACIK U ALNIACIK E GENC N. How corporate social
ROA -6.272" 4.079 responsibility information influences stakeholders”’  intentions
(-1.678) (1.106) J . Corporate Social Responsibility and Environmental
Constant ~34.83"" -45.21°" Management 2011 18(4) : 234-245.
(—8.906) (-12.45) 3
year F il Tl .
N 2232 2235
J. 2012( 6) : 107-111.
R 0.199 0. 290
Adj. R 0. 285 0. 285 ! ' ; o
J. 2006( 5) : 4
ok ok, koK 1% 5%- 1o,

10%

6

Tab. 6 Endogenous test regression results

i iy AL (1) R (2)
MH 6.160" " "
(4.389)
MI 0.192°
(1.693)
Constant -43.41°"" -42.28°""
(-14.75) (-14.38)
year e e
N 3 699 3776
R 0. 240 0.239
Adj. R? 0.237 0.237

5 HILL C W L. JONES T M. Stakeholder—agency theory J .

Journal of Management Studies 1992 29(2): 131-154.

6 . IPO I

2018( 12) : 37-40.

7 . N

J. 2007(7) : 82-95 136.

8 WILMSHURST T D FROST G R. Corporate environmental

reporting: a test of legitimacy theory J . Accounting
Auditing & Accountability Journal 2000 13(1): 10-26.
9 . N
J. 2016( 01) : 71-78 96.
10
M . : 2019.
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Research on the Impact of Management Shareholding and
Marketization on the Quality of Corporate Social
Responsibility Information Disclosure

XIANG Luyang ZHANG Yingwei

( School of Finance and Economics Jimei University Xiamen 361000 China)

Abstract: This paper takes all A—share listed companies that disclose social responsibility reports from 2008 to 2016
as the research object and studies the factors affecting the quality of corporate social responsibility information
disclosure. Through empirical results it is found that the management shareholding ratio and marketization degree
have a positive impact on the quality of corporate social responsibility information disclosure; the degree of
marketization has a regulatory effect on the relationship between the two that is the higher the degree of
marketization the influence of shareholding ratio on the quality of corporate social responsibility information
disclosure is more significant. Combining macro and micro factors to study this issue will not only have theoretical
significance for our country to formulate related economic policies but also help companies optimize the quality of
social responsibility information disclosure from internal key factors.

Key words: management shareholding; degree of marketization; corporate social responsibility; information disclosure
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( 33 )
Discussion on Brand Construction of Assets Appraisal Institution
under New Media Environment

LIN Jintian

( School of Accounting Fujian Jiangxia University Fuzhou 350108 China)

Abstract: The connotation of the assets appraisal institution brand includes the professional technical ability the
business ethics level and the internal management degree. There are many problems in the brand construction of assets
appraisal institutions in China such as misunderstanding lack of consciousness unclear orientation insufficient
investment and poor management. In the new media era the brand construction of assets appraisal institution is facing
unprecedented opportunities and challenges. Assets appraisal institutions shall embrace new media on their own
initiative to carry out the transformation and upgrading of brand building. Through the establishment of the full —time
brand management department the effective choice of the construction platform the push of the content with emotional
resonance the maintenance of the brand heat the development and promotion of high —level and sophisticated
research and the co—creation of brand value with customer participation the advantages of new media in promoting
brand building brand publicity and brand effectiveness are fully mobilized and brought into play.

Key words: asset appraisal institutions; brand construction; new media



