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Abstract

Purpose - The use of corporate social activities to implement
the concept of corporate social responsibility enhances brand
equity and attitude, and strengthens economic competitiveness.
In areas such as mobile communications, companies take the
responsibility of protecting customers and enhance the quality of
the mobile communication service, helping to make an effort to
obey the regulations of the public trade order and fair trade
agreement, enabling a healthy society through communication
with elderly living alone or youths without parents, and enhanc-
ing marketing strategies.

Research design, data, and methodology - To test the hypoth-
esis, a survey was conducted. The surveyed population includes
people who use the big three mobile communication services.
The survey was conducted from October 4th to October 14th,
2013. A total of 500 survey questionnaires were circulated and
483 were collected; out of these, 32 were excluded due to miss-
ing or incomprehensible information. The data was analyzed with
SPSS 18.0 via frequency analysis, trust analysis, search factor
analysis, relationship analysis, confirmation factor analysis using
AMOS 18.0, and structural equation model analysis.

Results - Research on corporate social responsibility has
been frequently conducted recently. Companies are perceived as
social constituents satisfying the social desires of people in ad-
dition to customer needs. Further, companies are returning prof-
its to society to satisfy community needs, because there is
greater emphasis on the social responsibilites of companies.
Companies’ social responsibilities should include marketing strat-
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egies and the identification of customer needs. This study shows
that social service activities influence brand value, which influen-
ces customer attitudes; therefore, social service activities in-
directly influence customer attitudes. In order to increase custom-
ers' purchasing intention, it is essential to improve brand image
via social services and provide a distinctive quality of service.

Conclusions - This research has used the purposive selection
method in the empirical analysis to identify the effect of social
services on brand value and customer attitude. Therefore, this
study revealed that businesses, whose ultimate objective is to
improve customers’ purchasing intention, should promote their
brand equity through corporate social responsibility activities and
offer a distinct service quality. Limitations in the progress of re-
search were found and future indications to overcome these lim-
itations are suggested as follows. First, survey responders had
a limited understanding of social responsibilities; therefore, this
concept needs to be explained to people first. Second, the re-
search was done on people who live in Daejeon; thus, it is not
representative of the entire country. The research has to be re-
peated with people in other cities. Third, there is a limitation in
the study because the purposive selection method was used on
Daejeon customers. In the future, a more precise selection of
the population is needed. Fourth, Daejeon has unique geo-
graphical and size characteristics. Thus, customers in Seoul and
other areas may display different characteristics and research on
them may reveal different findings. Therefore, again, this study
has to be repeated in other areas.
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SERHO YL FOIY Af2[Hez MY Qs FAPF ZXRELD
QUCt ofof mat 7|FEBoME EH7[HQl Huts4lo] ot X|&
7ttt dYE QM At MAES0| 5235 All4HME Of
#F2 HFLD U2D(Lee, 2009), ™ MAH2Z 7|l A=A
% Ql(Corporate Social Responsibility: CSR)0|| CHSt =29|7} ZHtd|
Tl Q.

LE|L2t 7|YEE 22 XH 7HsdEe LR T|YP2E M|
Z2 O|O|X[E T=517| fI5t0] o2 20IoM Afzlsoigs
A=t QUCE Ol2{gt O|]E 70| &SI =27t g
2SHR7L HOIX|HA O[sHEtA X} S(stakeholder)2to| EAHE
{5t ZQn, 22 QIsto] 7ol Atz|of OjX|= ¥gko| o
£ AX|2 7| WfZO|Ct O[O 2l=o| £ 7|gS2 ArEEY
of 2l Cst WEHQt WHOR Alz|3digass AMYoEN &
det= 7|89 HMEE 0|07t QICHPark, Lee & Lee, 2011). O]
B S20) ujzt 7SS RN Mewot o2t ZWY Lsjet
FAAD gatet 22 LR OfhE M= AlEoE Melz
Q= 7|0| E|1X} St QCHDrumright, 1996).

O|2f Z0| 7|glel Atz|X MA=F2 A0 0|82 2Hstn
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k1 mjo

Afottts g2|X HTHO| ASOIAX|T, ALH7|Y2 R&7bs
= flet St dSTEHO| =0, A2 AIZ0A 7|”e| Dl2i7HXE
Forstn HHsks SR8 7IF0| ERACHKwak, 2006). tEoh 7Y
HEio] 871 24 & SHLtZAM 7|l AlslY Mms2 7|Y o|o)|
K|t HEE JHX|S =0l= X 224-0|CHSeri, 2007).
ot QIF U FARLIEQ| iEet= Qlof NATH| S| S0i2sat
FHo Az, gt oIS Ret S S22 250
AS2 7|90 CHS CHEHa AXNEHO| d7[H H22M Al=lH
= LM Xote 7gel XEHel d8ar 20| 27ts
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SHA E|UYCHKIm & Kim, 2010; Park & Nam, 2013).

o2t HAS BIYSIE A2 HZUME 7|”O| AT
(CSR) B2 AREIB3 TS| Be §I77h gars| Fge|n 9lo
O, o[2{gt 72| AN=2 CHNE 7(Yel ARl MAZS0| 7|
Aol ZWHZ Zost=t E20| M AHteZEAMe| datg o
2= QCt= ENE 3t QCHRoss & Stuffs, 1992; Brown &
Dacin, 1997; Cone & DaSilva, 2003).

Il

2 R FROE=E ) S 20| F=FH At
thEa7[g Jdgs LSS ZMt7| 2o sS4 3AF 7HE®]
£ S8l 22 MY olfv2 STt 7| /el AtelX Mjar 2
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McWilliams & Siegel(2001)2 %2 A= 7|19 Ate|™ *Hel
(Corporate Social Responsibility : CSR)0f| CHst @771 B =0t
X don, Azl xMelztzo| gdst |07t AUCE 7|2 A
S| xMolst=2 A|ZMKIESE MEF(Market Differentiating Strategy)

ini

2 = 4, BEUE IME AFSHEH =82 F = U0
£ FEE dt1 QCHHoeffler & Keller, 2002).

olof mzt 7|¥E2 FF, AHIXL ARIEH, 22|10 H2 S .t
ot OlsiHA XL R E 8%, 2FA #FO| ot HMEH
ol fHEo R Molsto] Ate|H MQetsZ HITCE AMSiE L
sl QICK(McWilliams & Siegel, 2001).

Middlemiss(2003)= 7|12 Atz|A M HaHE XpAO| Fof
2 Feh, ol =719 ZHAE #=Fut o A2|E22E 2010
ols F&S HHH =ICHWerther & Chandler, 2003). EESH 7| 0|
A2|E MRS Cishe A2 7IYFHAM & I AHXSOA 3
M™oz QIX|=El 7| Al2|M(Corporate credibility)O|L} HZHE X}
4HBrand equity)2| SCHE QI8 &7[H2E 7|FETo| A 7|
gt Zi0l2t= MAE st UCk

Yoon & Seo (2003)= X9 #ztEl F0O|CI0f =AMt &It
2t4o| KHEH0| At AE 2HE0M st H¥E O|0|X|E
Fdst7| o 7[ES MEXQI O E HFLAHO|M| CHRtX ol
ETEM 7|9 CSR &2 OAHY HRUAHOME ttez M
1 27t 28 Aoz MURMCL

AR|E M2 X7|0f= AH™XQl JHEO0|X[ZHWindsor, 2001),
A2l of Cst =0k B2t FAXMQl 0N X0
I AEFe ggto=z LIOPtD QUCH EDE ARR[E Mo LHE
2 Ry, SEEH R0 Cist A2 FNE D e, g2
A, WA, M=™, MOl dhoAM CHAsHA "M2E|n ct
(Jang & Seok, 2007).

Barnea & Rubin(2006)2 7|¥o| Al3|™ #®olztzof 2 K=
O] Fgo| Xt FXto| d4 2 LIEtE M= 7(e| 7IXE STIA|
Z = UX|T, X|Ee| 27t ZYRe| MEHO| M2t CHEY| [HE
of ZYX7t 7Hele| HES lsh D=3HA X|ESHA [H cf2|2l
HI&2| Z7IE Z=2isto] 7(¥el ZHX7t AsiCtn SHQim,
Dahlsurd(2008)2 7|2| Ate|® MQl=tzof CHeH XS AlelH
A, ZEE XpR, APLE A, SHEE KRR 2RI,
Surroca et al.(2010)2 7|9| Alg|A xolzt=q I|Ffo| ZHA|
OlM S| 2E HEXMoRE ATSIHA, o[of] Cfsf &=
St 7ol Atz MA=E0| XEete AFA el 2HA o of
siMe AT = UX[T B 2ot ZEERE QL 20| =
2010 E|QUCtn = SIRICE

I 272 Hwang(2009)2 7|¢e| H|THFEEQl HE (A=A
ML 7| F7EK[2te] A AFOIM ARSI MWt FAITHK| =
A(+)o| HTEAZE JAen, =X, 0|9 8l IfEE SAHXHS
2 RoStCta LiEHLE AlR|H MO|2t= HIZHEHE HEO| SA|
£ fot MEX FXE 1n2{stojof ottt E JUCt Ban &
Kim(2009)2 7|9l =1} A2l MU a2t 7| RS 474
2 FE5t0 2 FHE 7t ™R Xo|2MES HAISIH Atz[H

MYTLES st J|0] BRI HAO| R F¥S O

WA MHRIT 2T AR MOS0l Tt AH|xtel X|2
o Jlglo] BT YN Y2 0jE 4+ Ylon|, AN MY
TS g YO ZBD 9t A OfLin, EHHel 3o

4 Itk 2ol Spio v AN MoEsS Sof
7| 0[0jx| A4l Hwo| EXo| W, &2 M| 42 0z &
HIXEH 7120l Chef of SEEOl BIHE U 45 Uk Ho=

LIEFGLEE
XS] At=ld Mo et = F2 OAHE HE
M AH|APERSDF BHAE ATt CHFEE O|RACH SEX|

ME BEHE XpAntol BAE omELN HIME X0
Ef=otol 2HAE LOR=EIX} oiCf.
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2 7F S Yors srolTA S 2
X:i EH'§i7|°|=10| %Ilzl_l- A'III-@;H |_|.7I- _/'\_ = 5IA }_)ko-l()” Ot X}
7|2 SHYLCL
BN KT SHdd= S 32 FH(oto|t|of, A3, BY)=
HAIBIO] X|&7ts BYS 25 AlelSe ZHKIE Edeiot|
St ITMEE=, OtsAtE HESRS, EESAMH 28 o =
g 22| Y|, 2| Ls(RIEHAOh) & 53 A~el SAIH2
2001H0f E#sto] 7000 7ff Hez TR0 X|HotsHE K|
A, RIGARRIS] 29 Ol &7I, M Mo = AR, soE
& 57|, Ok5 1], MY S CiYet SMEESS S5t At
3| Mejgss Tdstn Ut
fEoh SKEZF2 B, dd, nAEs, MEd, 22[2] 570
OIS S FT 20f2 Foto] O|SSUMHE|IA AIF 19| 7|ge
ZMe| AlRlH o 3o et Welfol eFAts HiEgez
A5t QUCh 7|0 QUE e Aotv|H, 0y
& ols d=3d, Al=|etel SHO|M H|O|ZAIC] ICTZ|q
ICT YR, A=Y 7|g HE/ed, HeAE
FH NE, FAHAS ICT A% 32 S ICT

R

LGRERAE IT EA(T), #2 & SXELH) Ls 2
gia(goiehel Hotz TEE, X&H7tsda Holg 2oz
Hoi7ry gaEXE S YHY HE BAE RASL, =2E 1T
HEUXE Soto] BT & MOILLE ZHESHY] Fofel FEAX:
of =stn oo, PHASO| XA Liss 27| I8l
KHASALEHO| Fost RUC.

Aaker(1991)= E2HE XHAS H2HE QIX|E(Awareness), EzH
E Oz = (Loyalty), AH|X} QlAlEH= K|Z2| ZEl(Perceived Quality),
BalEo| AHAA 0|0|X|(Associations), A|Zt sH-=(Market Behavior)'
of 57x| WFER PASH UCkD SHACE

Aaker(1991)= O|2{3t ChAl 7K HiZEo| BT Rt 7jEe ®
5t | = QU EPEFEM =2 XA Ten(Brand
Equity Ten)S HOKACE HME XpAF Teng HIEtO= CHY 7HX|
HERA LRI, BAUC KA SHT & Y BIIEBORA
= 714 =zg|0|Y(Price Premium), 14 QEEQ ZME
(Satisfaction/Loyalty), 11ZHO| X|Zt=l ZZ(Perceived Quality), 2|
At CHEd(Leadership/Popularity), n1249| X|Zt=l 7X|(Perceived
Value), 3= JiM(Brand Personality), ZZ&af 2te=l A
(Organizational Association), 221 = QIX|E(Brand Awareness), A|
QS &(Market Share), A|Z7+A10 SE0KPrice and Distribution
Indices)2| 107} &=2oz E2E3IAUCKKIM & Lee, 2005). X|ZtE
SEL /B EE CHA| EE HEKBrand Esteem) A2
2, XZ= 7Kt Jid, =ZaE AdAAe XHHA(Differentiation)
AR ZuE £ UCh BEWME XpAe| ZHAE O 7HX|Q
HFEZ HAUE QIX|E, X|4E BH(EME HE), BHE AMKE
g2y), BEHE FHz, O2|u SFEY Atez 2FRsta rt
(Aaker, 1992).
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Keller(1993)= TZ47|Hko| HEHEXIALS ‘HEHE X|Al0| SHE
HIMEO| CHet AH|XRS| BRSO O/X|= Crdet Zafetn ol

Ct o] Eits AR}
Solxo|n, Y2ystn, S5
WMEIC, SAE KA S
S Zi0|o, AH|xf| HUE HHS0|E

S, MWD Talo|Qf F42 X|2olA

st
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C

o
B
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“ [ %o

Ojds S0| EBHEICHCobb-Walgren et al., 1995). ®EOt oOfL|zf
DA\ SASKH o] HEHES Dol ol B 9

o, 10| HHER} AXLS =ALE HUMEQ| JHK|E =0t
TICE EYME AX|Z0= HESH SHEe Ef=X 0%, 35K 2
Al M3 X R0 7F ZEE|= Z40|CHKeller, 2003; Ji, 2010).

Van, Riel et al.(2005)2] GRO|ME Ez= SISHHE A|ZQ| [
O|HE 0|83l EHME XHit2 HHSIHAM MEEME0| CHt
HHE XpAtnp 7|QEZHEO| CHet HHE XpAO 2 JLESIRACE
2 NMEEHE Xpito] 2 0K MH|AE 7|PEHE0]|
g2 O|X|H, 422 CiA| EE o= (Loyalty)0f =73 Q!
2 gE2 = ZY0| JfEEden, EfdHE H3EeE
YA oM, Hou & Tian(2009)2 =3t JiA, =aic o|O|X|,
HE OIX|EE 374K XYL E QIF5IRUCE

AtR|H Mel=tEol MutE AH[X} ZHOAM EfE EHdE2 Melo
& Galan(2011)2 7|g9o| Ats|& *l=tz0| AL @AZM E
HE ZHX0 OX|= EE2 HMAISHHM 7|gel &7|™ dal2 o
ZE &= ASS MAISHYICE E3F Kitchin(2003) = AtS|% Ml=tE
O CHiME Eieatz|o] Ao Z F6|oF 22 XMAISHRICE

Martinez et al.(2009)= HIHE AL EHIHE O|O|X|, EHE =
Mt SR EE EJE0f O|X|E Fgo| Qo] EZHE O|O|X[7t
SIYE HHE Ef=0f 2O gek2 O|fIckE A2 YEstgict

Lee & Kim(2009)2 O|=H3z} MH|AZ|Ql HHME XA TN
2o0lof 25t Ao HFEM EE Sl olsTi=t MH[AT Y
O HHE XS HIMEoZM O BEHME IMtRASES 58N
o2 XSt HE|SoF SH=XIE MAISHE L, ZAGARe 2EN
ol AHBE fISiME nZS0| HIISt= Q0¥ S0 Ofst ¢
M=o 2t EE8XMo= XS HIEEEN HHE XHitE T
Z 4 Zdaiet = s Wetg MASHIC

Lee(2007)= HHE O|O|X|Qt HEHE Xpit ZHo| ZHA| SA10)A
HEE O|0X|Qt HHME Xptute M= Foph HA FkatA |7t
QICID FESIQICE 2|1 EIME O|0|X|QF EIE X}AHO| EfE
o Fofe|=etel FF A M= O|OjX|= Ef=Lt Fojel=of =
Al Fgko| QICt HMAISIRACE D= “HME Xt MEol
HeQlg 4T E M, BHE SHEL JHAX|Eold S0| Zaty|

UL, B HHME SHEE= ERE G Ao 52 ET)
JHEC R HIE|D A0, ZHAX|ZlE DAl FO{o=EHCt T
S0 7P JHEOIZtY, HHE EfEQl FOHRI=ELCt K
ot TLHF0| 0|0 HAE KMol ZHK|O| ZEE(of UV
20| 4C{ACZ 7| O|0|X|= 23|3 EHME Ef=Lt FOjol=
Cot Fgk=o| AZE == UZ AO|Ch 2tn FHSIACE
tM Oz "BEfE Xpito| JHEE EF, QA/gY, 554 e
oHYsto] AL sk, SMHEQt 7HAX|ZQlg2 wi{Lt OfL|H
ZEE AF5H0 LfdHsE AI8SHe ddozE DY =HZ
dig =k ACE’ D L

Keller(1993, 2003)0| 22 EL|E O|SEAl 3AtC| 2 E X}
M2 HHE O|0jX|, BEHE OIX|E, HHE ZHTE LF0| A
& Z{o|C}t. 1 0|8 L= Keller(1993, 2003)2| £357|F0| HHME X}
M2 LEXNQ XA EZMoz BREN FYe} AZIC=E H
oM Ols&4l 3AIe| HIE XtitE BERSH= 22 Hetsicta &
Ctz|7| M{ZO|Ct M2t O|SS4l A0 HTtoh Hle XAt
deAE EMMGED, O] FHaA0M FEES O/ Qo2 HHc
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QIX|z, ERE O|0|X|, BEHME SHE=2 F2510] H
O, O|H MMaioM 2 AFOME O|zS4!l 3At0| Cf
0| Q&SI QU= HEHE XHAtO| EfTOf O} BE2
XS AmE et 0], Keller(1993, 2003)7 K|A|SH
FOIM X|ZE 222 O|0X|E Ydsts oy = &
‘do| SILtE 7tk 9o, o|H ZHo|A X|ZHE EE2
E OIOXIE Yddle MYRAEol HAHE YT Yeo
Oh(2004)2| AIFE SoilAM XIX|z|1 QUCt M2t 2 AF0l=
HEXHMS| FEaA0A EME O|O|X|, EHE QIX|x

S8 S5 Zot0| AFSIuA; SHAULE
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Mackenzie et al.(1986)2 EfTZt £
d ZOX=0f iS5t HEZHRISER| Gi=
o2t geolstn, Efol +HA 7H= M=
QUCHD SHQICE, &, o CHAO| CHSH =&l

oln
0

>
tHHor

Of oY
k1 0o Jjm

o
s =l

>+
Mo
- O
s}
o=
rr
N

A

S 1 oiNol Chet S HEfo| WSS QY & Jh540| HiCts
Ae AYSIFICE Mitchell & Olson(1981)2 10| CHSH Ef =0 A
ZHN PxE AHRISO H0O| O SOfN, HlBo/Hel =
S LfERhD] 1242 SC Ej=ob RojoI=O) cgh BRI
g2 ojzickn steict

ot 00| ofst BH=E EFS e % StojAel "S-
DXpF0f CHsf =2|X O|7{Lt =2 H[=o|XMQl Ho=z Ht
= daolgt Felen, 31 Elees 1o Ml =
Cist Bz 2217|2t 22 A&l ol das 2ertn &=
SIUCE &F, O|AH2 &10| CHst AH|XIS| EHEE 23 Q
2t & = QUCKKIm, 1997; Jung & Park, 2011).

Dan & Stanley(2007)2| Z10f CHst 339| EfE=2te] HTL0A

SIEiE= NELQ dE, O|O|X], EHa =+ ARls® S0l
2=0 ME-ER E148 =771 71 B2 g2 0K

Ao & LIEHGCE

719l Alz|d ®MEE0| AH[XF O 77|X|= Fe S0 &
of ATt SEO| X|&£E|O Rt EDE 7ol ARl M2 7Y

O 03 2 o

—_

rrogrir
0ot
o

of tiet 27852l O|0X|IE ZRA oiFD, Ol 2H|Xte| 7K|H 2l
s IE E£= Ef== LIERSCE 2P OfL2t XZof TS F0j

|= F&S D|ECL FOje|=2t BHFOILE J&Xel =AT
ZFoIH A= UENE = A= d2lH JEi= 0op7] & 5
Ch ggtdoz AH[Xo FOIAS2S FOISIRAL St o|=ef 2t
SEICE ot FOiolk= FONCHYO| CHEH EfE2t OftEetotof] &
o= YELL 2= XS] Foel=E 7|0l Chiet Ei=0f 2t
SotE 4= RJACHLee & Choi, 2011).

Lafferty & Goldsmith(2005)= A}s|X *HQlst=0| HEHE EfT
of OjX|= Fgkof et Ao AH|AFSO0| 29| AX|o] CH|
F=SHX| QAT StE2te SCA O -0l AH|XHELl SEA
HHE HEE HMoIChe A2 YBSIRCE O|F2 At T
71950| ZHHoR HAstn U A/E MAZFo| OHA|E Q|

=200 s s 8H22 EIISHAC.

Lee & Kim(2006)2 7|2i2| Atz|™ A o] EME Of%tY| 27
MOl gek2 DXz A2 MAlSID FNMYes, XA2et
&, 2HA BoEso| M Aoz QIME J|Yof| oot 2
HIAIE2 2YE HEE O 3AH “il= A= UERCL £
2HAEE BEE 220t XG2ofUT| g4y A 2
OIFE X7IH A=lSeESE ots 710l ot 2t LIEL

O 2HAE 20t AlR|SHO| O|HIX[SH= 7| P EEHE0]| CHS

RIA0] £ AHIX} HT0| ATZ St HHEQ) O M2} 5
OFEIZ TIAISIRILE

AHITFSS AfRIY MYUSS MIHoE ohn AUt IS
Cfsto] ST ODIXIE X1 oD 2 JPWHS U0 Ye
HOE LEILLD 9lon), 7120] 28 B9 AN HYS Ciote
7190| FES FORSIACHE HIZO| HImY £ LIEMTID ot%

CHCho, Moon & Jeong, 2007).
Ol4far 20| MHATE HmME Zur 2HXS| BiE= £H

o

YOLED, B Rp4h2 AH[XL B0 DX S0| ofEH
2tX[EXE LOtENAL SiCh Of0f CHSH = Aol H Zh 2
£ LIEtd A7RY2 <Figure 1>1t ZL.

-1 o

BRC XA S AHIXPF ZHs AldDt R4, 2t 9 b

Q2 HEQEE oUjse o= ZHES 4 ot M2t 2

G0 A BT KpAO| AHIXRO| EfEO| FHS O[X|EX|S A
g X} B}

3. r2dnt 7ol 43

3.1 ARy

= G7E OIS 3AQ AlR|H MYEE0| Efc Rpita

AH|XE EH=Of OJX|= oo e AFE Stax} Bich F, 7Y

o At=ld MYESO| B IO ot e OX=XE

El

I

CSR

Consumer
Attitudes

Legal
responsibility

_— H3-2
Economic | -H1-2 H3-3
responsibility /
H3-4
H1-3
Charitable r

responsibility
H1-4

Brand Equity

<Figure 1> Research Model

e
Ethical H3
responsibility

3.2 7Hdol AH

-

3.2.1. AIS|AE molst=qp "Hals XpAF 7HO| 2|

[

X2 REAElE 7|€e  AlZ|®  xHQl(Corporate  Social
Responsibility : CSR)0|| Cizt @7} HX|LD USMH, Atg|3s=t
0| 2443t =07k ATk 7|Y¥o| AlelH MAEFZES AITAE
3} M=K Market Differentiating Strategy)0| & %= 11 (McWilliams
& Siegel, 2001), HUC AMES PEIEH £22 F 4 U0
(Hoeffler & Keller, 2002), < ==& Bto QICt

ol et 7|¥E2 FF, AH|RL ARIEHH, J2|0 FH& & o
o3t O[fBARIS] QTS +85t1, O|RH THO| Ofl HYH

Ol EHOR MESH0| AN MYLSS HIHOR MMR{D
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&1 QUCHMcWiliams & Siegel, 2001). 3t Ji(2010)= 7|
A2|d MgtE2 7|PEME K| Fdo| UM Rt det
=2 OX|= A2=E LIEIL} AN MZts S AWTe=M B
At ZHXE =2 = Ues WS Z510joF STt SIRACE Of
o] & AFOoME Ol2fet HEE S310 O|lad4l 3Ate] AtzlH
MAZS0| HHE XA Folgt FEo| UAS Aol2t= THEE
N ZE5tax} ook

Thg 1> AR HYHES SAUS KM KB Y O

& Zo|ck
<7td 1-1> A M2 HHMEXpA| Rolpt Feks O/ A
o|ct.
<4 1-2> ANE M2 HIMEXpLMO |olst FeE O/H
Zo|ct.
<7hd 1-3> AME M2 HMEXHY| Folot FeE O/E
Z{0|L}.
<7td 1-4> Re|H MY HWEXHY| Folot FeE O/E
zo|ct.

3.2.2. 22 XpAtOE AH|XF EfE ZHO| ZHA|

Aaker(1991)= AH|XI7L A8O| CHsf =X =2 H[RZEHS
E d3%tH e gt daddo=(Alport, 1935), HHE0| Cist
s ET4E0 ofsh AH|Xte| MU Ql =202t & 5+
Ch. EHE Ef== HwH oPIE0|H X|EHHQl ATUSZA i
E MEint 22 AH|XF @SS Ofsistn ofFst7| 2ot aelez
AFBE|O] o, Bz YHEo= Ji0Io] HHEo| ot LA
Ol MutNol "Wtz Ho| & = QU ZFPYY £l Rz, M
$ 502 =H|0f K| QCHJeong, 2008).

Han(1995)2 E&iE Xtitof CHS Ef=& ===t QIX|A dt-3at
OREER| 2 et TEHE o0l 1 o, o|2{gt EE Xt
Atol| CHt Ef=2F BERE Ef=0f FyS O|XICtD FHESIACE
A9 g0 = EHE XHitof CHot E{=(ES/LHE,
ogh EHs 8)7t BEHE Bl ¥do| gg2 0jxct =
Ch. O&1t Z0| MAXTE AmE Zut AH[Xe| Efres 7ot
HEHE XHMO)| CHsl AH|X} = AMED XA, 2t 2 Hzzh O
2|0 WSO E 90|t AZ 7HFE == UCL M2tA FOjel=
o SOt P2 O|X|= HOE LIEtL O 5240] ZXE|QUCE
5, BalE XpAof| sl ZHK|= AH[XRQ| EjEs= AH[XF #S0)|
g2 0Kl &893t 20I0|Ct. oo 2 AHFOAME o|z{st 2
5t0] 0|84l 3ALS| HIME X2 EfTOf FoI3t HEko|

= A0[2k= 7tEE M9 HSdtRAL ek

th
o
I

il
~

3o 5>

0 1j0 of |
ofm

<7td 2> HYME X2 AH[XL EHEO| ROt FEE OE A
o|ct.

323, ARSIR MBS 26(%} YT 7H0| B

Bhattacharya & Sen(2004)2 7|210| Atg|X *HQl=t=0| CHE
FARUZAHOIME Hefat= 22| 7|ar ARl 2F0A O|YS ZHMCt
Eht= S MAIBIEHM, 7|2l Ate[d MYgs2 QX
(Awareness), 72l(Attribution), EHT(Attitude), OfZH(Attachment)u}
Z2 d2ld zaet 2 Fofel:, 7H4=2|0|2i(Price Premium),
S8k, 71, 2|53(Resilience)it 22 AFZH ZutE MAIRC
7|ol AelH Mlztzof CHeh d2 oig 7|e Hoist=d
g2 FH, 3 7|82 Mz X MEAE B7Et=H Fes O
XICKBrown & Dacin, 1997). O|X & EX3t 7|0 Als|X™ *Holnt

O o

#HHE JEE XA 2HAS2 o 7182l MF X AfH|20
thot 38X Ei=S =CHMurray & Vogel, 1997).

Jill & Niraj(2004)= 7|0| M|ZOf CHgt Atnop Ldsis O,
LA o ot 7|ge| Ateld MQlzEo| TABIE WY
a 7|2l A4E AHKEE2 #E8HQ =g FSH=XIE
FRCE 71ge] Ate|d ®MA=SO0| XSAtLO| gt HelaPd
g2 O0/X|2 NESALDO| Cigt MO LIEH H|tnt
Hote 4% 2(-)2 HEEAE LIERRCE d2( 7[Ye
MRI=F0| MEALLO| Ot HIHO| 523 =FEHSE &
E5tH, 2ol BEE B ¥ Al D72 &SI} SHQL
CHYoon, 2008).

7199 Atz|d A2 J0l| Ciet ™Al O|0|X|E ZA of
FH, Ol AHRIO| RNEQl #E IHE EEs EfTZ LIEHHALCH
0t ofL2t MEZ0| CHet Foje=ol= F-S 0|t FOie|=
2 SHHO[L} HEMOl ZATH RESIH W2 LIEtE = Aes o
2|18 ME{E O|oF7| & 4= QUCL YutHOo=Z AH|XIO| FLOfHZ2
TOISIORE St o=t AEICE D FOjol== FOCHAO
CHet EN=t OfHoiotol F@E f=Ct A3 AH|Xje| FOjol=
= 7|90 cizt Ej=of o2t H2tE 4= QCHLee & Choi, 2011).

oty 2 AFOME 7|&E MAAFOM BT AFENE
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oHE C31t 248 7HdE 43Rt
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<7hd 31> ©H M2 AH|XF EHE=Of Feloh s O1E A
o|ct.

<7t 32> FMA M2 28R B0 golpt s OE
Z0|LC}.

<7t 3-3> ApdA M2 AH[A; B0 Rolpt s OE
Z0|LC}.

<7t 34> go|H M2 AHA; B0 Rolph s OE
Z0|Ct.

3.3. B0 H9|

= ATOM ALEE0T =2
X2|8HH <Table 1>1} ZL}.
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<Table 1> Operational Definition

Dealer and Contract
Compliance

Fair Trade Observance

Contribute to economic

development

Economic Efforts of Job creation

CSR

Efforts of Service
improvement

Reducing the social to create

the good society

Charity

Volunteer Activities

Partnership with local

communities

Transparent management

Ethical

Ethical responsibility

Do not hype and false

advertising

Variables Measurement items References oy
Number
Laws relating to corporate
management
Compliance with Consumer
Legal protection laws

Carroll(1979) 13

Awareness of Mobile

operators emerges

Brand Equity

Royalty of Mobile operators

is Felt

Remember the image of

Mobile operators

Aaker(1991,
1992), 3
Keller(1993)

Monthly fee

Has a crush on Mobile
operators
Consumer Have a good feelings on Jeong &
Attitudes Mobile operators Park 3
(2007)
Feel like when you hear the
Mobile operators
Sex, Age, Monthly income, Write
General Use Mobile operators, 5
authors

<Table 2> Questionnaire

Research period

October 4, 2013 ~ October 14, 2013

Research Scope

Daejeon Resident(Male, Female)

Research Methods

Self-written Method using questionnaire

Sampling methods

Quota Sampling Method

A Mobile B Mobile C Mobile
Population | operators operators operators
Surveys Customers Customers Customers
Sample 165 152 134
size

% A B, Cis Mobile communications service market share Ranking 1, 2,

3 in Korea.

342 &4
=

AF7MEE ABH| g HEEME HEXIAME Sl 2=
Oiole & =443t Ho[HE Mgt FaEES 7HX|1 SPSS
18.01F AMOS 18.02 £l Cr21F 242 EME AAIRNCE AR, &
20| UHtN  EMof| gt 2AMst7| Qo Hl=FA(Frequency
Analysis)S HA[SIRICE M, Ate|Xd Ml=ts, HHE Xpih AH|
A EJEOf CHst EFMA 9 Ol2 M(Exploratory Factor Analysis)if Al
2| M &M (Reliability AnaIyS|s)':> AA|SHALCE AIRY, Al|™ xMolsts,
HaHE XA AH|XF EfEOf| CHEE 201N Q Q1AM (Confirmatory
Factor Analysis)2 &AISHY EfEdES ASSIAULCE SIM, Ak=elX M
dets, B RRh AH[XE O BHEO| D AR 24
(Correlation Analysis)S AA|SILCE CHAW, 7MEZASE Lot
AMOS 18.058 O|8%t xEIHAl DHEXM(Structural Equation
Modeling Analysis)S A A|SILCY

plo oz
02 g

= Ao JHEE HBOHY| fI5t0] M ]S B2 ZMALS
o} I
— I:I

HO| MM SEXE BILIM OIS STt Y e Xt
71 FIYUAE SO0l XS A AHE 5 OIS B 3ol i
~E O[gSiL S00HSl DT Loz ASEAE HAl

48 $§ 9|4=510] 0| 830| “*'OW XOIALE B (Missing
Value)O| U= 3275 FHQstn HIZHES HASHAILL & /2
HES 451585 %‘%3}04 2430 MEXofT B2l 27F
A=ty S85 EelolT <Table 3>t ZCt

42, SME QolgN

2 Ao JHe ZB0| %A OHIZHSE AR|H MAZSF, H
e XHJ AH|XF EHE, FOHQ|E, MH|AZEO| CHoH BHAME @
QIEME HAGHRICL M 2012Mo| XMEtojR2E ANSHY| 2t
0 KMO(Kaiser-Meyer-Olkin)?} Barlett 1N ZHESS AAISIRICE
O] KMOZE =5 7to| AEtatA 7t CHE B0 o3 d3El=
M E LIEfY= 2N YEtNo=z KMO £0| 0.9 O|40|H &
Chs| £2 £F0|H, 0.8 O|A0|H £&2 mO0|1, 0.7 O|AM0|H H
=5t Z40|M, 0.5 O|A0|H 0] XX %2 Ho= *.*_FF_F&F

CHSong, 2011).

.I_

E3 Q0 Fzuwe olgMuy Fo| siiel Basol| 4
ZEAE 0|85t 2t ZFM0| XRAS £EH| 2I510] R-type
[oIEMS *'A|6} o, FHE EXM(Principal Component

Analysis)2| Hi|2|HA(Varimax) Z|Zfo|HEUAM S 0|85t ==
Ch QM S3t0] ofo|Zgt 1.0014, QRIMMX|7t 0.50|142
FozZ lYon, Zt QOIMZ Ljo| LIMATMES Zt1 Q=X

7
£ =olsto Cronbachs a A0 o5t =87l =& 0.60 0|
MOZ M2z E HCISIACE

2 oi70] ASE BZHASO| WHBYT %4 S
ME 90l I AZlY 2AS AAR 2D, AN MYEse 3
137)0] ZEpa7t a7he Qeloz RAE/OD, W Mol ]
UHYD BRHE WS T4 AHXESHS F4 BopHDol A
o2 F4, IAYY T4 S 4740 FFEAT} sifel 0l
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A2 84.43%E LIEHHD, ZF JEHHSE
9| Cronbach's a A= B5 0.84 O|A0Z AlZ|
| BFMN QQIRA Ao ofsf FME J
I2EE FASte AR WLl JH-M4o| &
| Z0t= <Table 4>} Z'C}.

20QI=0|| Cigto] & o HT{EH, AN M T #HE o
i 0|85t U= olaSAAHE 7|YZA Yt BHE Hea
ot UCH7E QOIEIYX|7F 0.76622 7+ =7 LIEHRtD, 0|
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<Table 4> Exploratory Factor Analysis of the Measured Variable

23
0.88222 LIEIL} D1 M2[E7F & UECOH, SF#el
HABLS SAISHD YAC
<Table 3> General Characteristics of Those Surveyed
Characteristics N %
Male 142 315
Gender Female 309 68.5
Sum 451 100.0
30 ~ 39 177 39.3
20 ~ 29 116 257
Age 40 ~ 50 116 257
50 More than 33 7.3
20 Under 9 2.0
Sum 451 100.0
Business service 123 27.3
Office Management 106 235
Etc. 68 15.1
Student 50 11.1
Self-employed 36 8.0
Job Housewife 23 5.1
Professional researcher 23 5.1
Production 11 24
Official 11 24
Sum 451 100.0
2,000,000 Under 305 67.6
2,000,000 ~ 3,000,000 Under 104 23.1
'I\ﬂcégtr:g 3,000,000 ~ 4,000,000 Under 27 6.0
4002+2 More than 15 3.3
Sum 451 100.0
A Mobile operators 165 36.6
Mobile B Mobile operators 152 33.7
Operators C Mobile operators 134 20.7
Sum 451 100.0
100,000 More than 225 49.8
70,000 ~ 100,000 104 231
Monthly 50,000 ~ 70,000 99 22.0
50,000 Under 23 5.1
Sum 451 100.0

Variable Concept Measurement Items

Factor Loading Eigen Value Dispersion(%)

Cronbach's o

Laws relating to corporate management

0.766

Compliance with Consumer protection laws

0.762

CSR Legal
Dealer and Contract Compliance

3.312 12.739
0.755

Fair Trade Observance

0.752

0.922
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Contribute to economic development 0.772
Economic Efforts of Job creation 0.649 2373 9.125 0.902
Efforts of Service improvement 0.638
Reducing the social to create the good society 0.800
Charity Volunteer Activities 0.789 2.649 10.188 0.904
Partnership with local communities 0.642
Transparent management 0.816
Ethical Ethical responsibility 0.814 2.556 9.830 0.844
Do not hype and false advertising 0.616
Awareness of Mobile operators emerges 0.885
Brand Equity Royalty of Mobile operators is Felt 0.840 2.561 9.850 0.907
Remember the image of Mobile operators 0.635
Has a crush on Mobile operators 0.813
Consumer Attitudes Have a good feelings on Mobile operators 0.749 5.268 20.260 0.882
Feel like when you hear the Mobile operators 0.697
General

4.3, EOIF

=
2014

= AToME 7t A3 %M AMOSS| £F RS 0|83}
s

of 2ol @90l £A(CFA : Confirmatory Factor Analysis)S AlA|SH
Qct Ygrsoz 2ol ol gAe Cf HZoz PHE A|Y
SOl CHot B X =l Qo ATX7E M AFE OlEH
ol HiZES HEeZ 310 M5 7to| AAE &%st, 1 ol
N PXE YOS DAL B I M HHOICH B NS FoIY
= FEHOE ABE D ol, Al HEUMLEE 2ol J7|Y
OF AMRE|= QIEHHO|CHChai, 2005). 0|0 £ HOME =

O @9l B2 FWsllon, IFmao TN ety

<Table 5> Confirmatory Factor Analysis of the Measured Variable

(Construct Validity) & ZI=Et=(Convergent Validity)g =013}
71 Q5te EF3HEl QQIEI|K|(Factor Loading/Standardized
Loading Estimate)2} Zt &A|2Ql(Latent Variable)Q| TM471E Al
Z|E(CR = Construct Reliability)E =75}ICt.

=440, & 22820| 25 p0.001 +=F0|M Fo5tI1, &
=3}l Q QI K X|(Standardized Loading Estimate)7f Z|4A 0.741
OlAM =|CH 0.9472 LtEHL} HE7|EQ 058 BF 25191, T+
AME AMRIE(CR)Q| AR %A 0.8850(A XL 0.9142 EAg)
O HFI|EQ 06ELCH RF = LIEMRLCE Oleb &2 A=
<Table 5>2} ZLC}.

Standardized Standard Concent Average
Constructs Measurement Items Loading t-Value neep Variance
. Error Reliability
Estimate Extracted
Laws relating to corporate management* 0.879 -
Compliance with Consumer protection laws 0.741 0.052 14.945
Legal - 0.914 0.75
Dealer and Contract Compliance 0.772 0.055 13.614
Fair Trade Observance 0.855 0.052 15.302
Contribute to economic development® 0.908 -
Economic Efforts of Job creation 0.931 0.041 25.478 0.904 0.62
Efforts of Service improvement 0.917 0.063 16.368
Reducing the social to create the good society* 0.880 -
Charity Volunteer Activities 0.881 0.045 23.369 0.898 0.59
Partnership with local communities 0.880 0.048 21.532
Transparent management* 0.884 -
Ethical Ethical responsibility 0.889 0.087 15.240 0.885 0.54
Do not hype and false advertising 0.848 0.080 16.013
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Awareness of Mobile operators emerges* 0.872 -
Brand Equity Royalty of Mobile operators is Felt 0.906 0.042 21.352 0.903 0.61
Remember the image of Mobile operators 0.923 0.039 26.335
Has a crush on Mobile operators* 0.930 -
Consumer : -
Attitudes Have a good feelings on Mobile operators 0.947 0.029 35.005 0.913 0.74
Feel like when you hear the Mobile operators 0.826 0.045 22.000
* 12 0%y
4.4, ARITHA RM 2 o7 XHRO| MTEAH 24 ZI 2E 40| 0.90 O[3tz &
QIE|ACE. Wt XIS7HK|el 2M1FgE Sdto, & 72l F53
2 ol70| AFBE Zwiao| WYEIt(discriminant validity) =0 Ce HelE B BlRETr BT RICCHE AS o -
2 S| Slsiol 4TI AS MstD 1 ANES elsty A THASR 8 shSot RO BIE £ QU et
Cf. SBRASMS Sol0f LI 2t X9l 7t 4ol gt EHAES S0 SBR(Measurement Model)df Cieh Helx
(CHZHol 0.90 DIRHY HQ =% wiso| meepgyol spmecy  (Goodness of Fit) X Efg=rh 27 MIoihs AS & 5 U
o o T kel
T 8k 2 9lCKTabachnick & Fidell, 1996). Cf. g22A 245 B2 825t <Table 6> ZLt
<Table 6> Correlation Analysis of between constructs
Standard . . . . Consumer
Factors deviation Average Economic Ethical Legal Charity Brand Equity Attitudes
Economic 1.16 3.51 1
Ethical 1.01 3.78 0.725** 1
Legal 1.1 3.75 0.633** 0.747* 1
Charity 1.1 4.10 0.540** 0.682** 0.725* 1
Brand Equity 1.27 3.23 0.534** 0.494* 0.514* 0.413* 1
Consumer 1.21 3.54 0.639™ 0.604** 0.614* 0.544** 0.682* 1
Attitudes
** . P<0.01
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(1) 7t 312 ABst7| At AR MA=tzol HE M
2011 AH[X} EjEete| #AE EMot Al <Table 7>0f
AN EEE AZH4LE 0.1450|1, tZ42 1.5860|M, p<0.113
2 SHEHCE [OGHK| 2 Aoz LIEIRCE M2t 7t
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<Table 7> Path Analysis Summary of the Research Model
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Likehood Method)S ZX38}0] HREO| MI-Z AZSIQUCH
1 ZDb GFI = 0.928, AGFI = 0.899, CFI = 0.978, NFI = 0.961,
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<Figure 2> Hypotheses Results of the Research Model

Hypothesis Path Pirection Standardized Coefficients | Standard Error | t-value P-value Result
H1-1 Legal Responsibility — Brand Equity 0.381 0.108 3.513 e Adopted
H1-2 Economic Responsibility — Brand Equity 0.369 0.081 4.527 i Adopted
H1-3 Charitable Responsibility — Brand Equity 0.123 0.077 1.598 0.110 Dismiss
H1-4 Ethical Responsibility — Brand Equity 0.011 0.133 0.085 0.932 Dismiss
H2 Brand Equity — Consumer Attitudes 0.528 0.049 10.878 b Adopted
H5-1 Legal Responsibility — Consumer Attitudes 0.145 0.091 1.586 0.113 Dismiss
H5-2 Economic Responsibility — Consumer Attitudes 0.232 0.069 3.391 b Adopted
H5-3 Charitable Responsibility — Consumer Attitudes 0.010 0.065 0.159 0.873 Dismiss
H5-4 Ethical Responsibility — Consumer Attitudes 0.528 0.112 11.679 i Adopted
Goodness of Fit : x2 = 403.295, df = 182, x2/df = 2.216, GFl = 0.928, AGFI = 0.899,
NFI = 0.961, CFl = 0.978, TLI = 0.972, RMR = 0.056, RMSEA = 0.052
Test of Fit : GFI, AGFI, NFI : 0.9 More than, RMSEA : 0.1 Less than, RMR : 0.05 Less than, x2 Note that the probability : 0.05 More than

* . P<0.05, ** : P<0.01, *** : P<0.001
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