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Abstract This study is to find the mobile communication corporate social responsibility activities on brand
equity for the purchase intention of the Company's social responsibility activities impact study of 3's customers
using mobile communication service quality services residing in Daejeon to analyze whether the control acts
through. Results of the study on social responsibility activities brand equity, brand equity is showed to
influence purchase intention, showed that the moderating effect between service quality through the purchase of
brand equity. In this study, in order to increase the company's ultimate goal is also to improve the brand
image of buying through corporate social responsibility activities, we derive a result that can increase the
purchasing needs of consumers by providing differentiated service quality research.
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(Table 1) Questionnaire configuration

Quest
Variable Measurement items References on
S Numb
er
Laws Relating to Corporate
Management
Leg | Compliance with Consumer
al Protection Laws
Dealer and Contract Compliance
Fair Trade Observance
Contribute to Economic
Eco development
nocrm Efforts of Job creation
gR Efforts of Service improvement| [341[28] 13
Reducing the Social to Create
the good Society
(;?;r Volunteer Activities
Partnership with local
Communities
Transparent Management
Ethi Ethical Responsibility
cal Do not hype and False
Advertising
Awareness of Mobhile Operators
Emerges
Brand |Royalty of Mobile Operators is
Eauity |Felt (718itol11l| 3
Remember the Image of Mobile
Operators
Intent to recommend to others
Pur:;has Intention to continue to take
Intentio advantage [35] 3
n Expected to Gradually Increase the
Service
Satisfied with the Fee
Customer Center Service
i Satisfaction
Service - [1811361(37] | 4
Quality | Satisfied with the Support
Policy
Excellent call quality
N Sex, Age, Monthly income, Use Write
General Mobile operators, Monthly fee authors 5
4.3 SAHHH
ATIHES AT 9% AFEAL HERAE F
tol8E AQe faxk

7FA) 3L SPSS 1803 AMOS 180, 3]71#4& &3l

51 Egd & L2lY AHS

511 ERIXM QOlEM

B Aol A= 7 el b AMOSS &4 2
< o]gste] &< 831 £4(CFA: Confirmatory Factor
Analysis)& AABEATE ofe] & Ao E Fe14 8
¢ A4S g on, SAvs AN B
(Construct Validity)s % EF3d (Convergent Validity)
< Felshr] st deke 8. AX](Factor Loading/
Standardized Loading Estimate)g‘r z} A7) 2.9 (Latent
Variable)2] TA71d 412 =(CR=Construct Reliability)
2 2A319 0, A¥= <Table 2>9F 2t} wlghr] &
AT+E Y3 zx%zh:,] Qe A o] AAsit st
SFATH3R]. 2E AF=s 18] $18te] 3, GFL,

AGFI, NFI, RMSEA, RMR, X2 Normed x 2%, CFI #
o AAsk

validity) S ZA3}7] 95k Aaw ﬁ]%@% Adsta
O ANE eIk A B4 Ay BE gl
090 olstz glE it webA Ag7HA o] A4S

Sato], B Ao 4R gt Agw 2 egEr}
R AsithE Als & o], AAH R 8 Tk
gk wdllolebal {rhek 4= olvh whebA] A IS Fat
o] =g (Measurement Model)oll tH3 Hg=

(Goodness of Fit) ¥ B3 T7l 2% Adsict= A4S &
T UAATE FHEA S 1= AP e (Table 4
¥} 2}

Journal of Digital Convergence | 195



~
18]
I
>
fon
>
2
e
fufok
Ofn
o
|
=
In
>
rx
i)
+
=2
10
H-|
=2
[=]
>
rir
o1}
oo
2
=]
rok
re
-+
|
R=
ofn
ofm
r=
R
0f0
[
)
i)
x
o
>
HH
1]
Ird
i
ol
i)
i
o
0z
|0
Hu
|

(Table 2) Confirmatory Factor Analysis of the Measured variable

] Standar@ized Standa Concept Avgrage
Constructs Measurement Items Logdmg rd t-Value Reliability Variance
Estimate Error ~ | Extracted
Laws relating to corporate managements 0.879
Compliance with Consumer protection laws 0.741 0.052 14.945
Legal Dealer and Contract Compliance 0.772 0.055 13614 0914 075
Fair Trade Observance 0.855 0.052 15.302
Contribute to economic developments* 0.908
Economic Efforts of Job creation 0.931 0.041 25478 0.904 062
Efforts of Service improvement 0.917 0.063 16.368
Red.ucing the social to create the good 0.8%0
society*
Charity . linteer Activities 0.831 0065 | 23369 08%8 039
Partnership with local communities 0.880 0.048 21.532
Transparent managements* 0.884 -
Ethical Ethical responsibility 0.889 0.087 15.240 0.8% 0.54
Do not hype and false advertising 0.848 0.080 16.013
Brand Awareness of Mobile operatolrs emerges* 0.872
Equity Royalty of Mobllle operators 1§ Felt 0.906 0.042 21.352 0.903 0.61
Remember the image of Mobile operators 0.923 0.039 26.335
Purchase 'Invite‘ Intention . ‘ 0.922
intention intention to continue using 0.921 0.032 28.162 0.912 0.73
Gradually increase the service 0.798 0.040 18.903

L K

(Table 3) Fit of Confirmatory Factor Analysis

Section GFI AGFI NFI CFI RMSEA RMR e P/t df p
Model 0.926 0.893 0.941 0.952 0.049 0.034 368417 2.093 176 .000
. GFI, AGFI, NFI : 0.9 More than, RMSEA : 0.1 Less than, RMR : 0.05 Less than, x2 Note that the probability
Test of Fit oo
© 0.05 More than
(Table 4) Correlation Analysis of between constructs
Standa
rd Avera . . o Brand Purchase Service
Factors deviati ge Economic Ethical Legal Charity Eaquity intention Quality
on
Economic 1.16 351 1
Ethical 1.01 3.78 0.725%x 1
Legal 111 375 0633 0747+ 1
Charity 111 410 0540+ 0682+ 0.725%x 1
Brand Equity 1.27 3.23 0.534:x 04945 0.514sx 0413 1
Purchase intention 1.30 3.83 0626 0.587+x 0.613#x 0.566%: 0633 1
Service Quality 1.07 3.82 0638 0.638%x 0.633x 0.6383 05643 0.741%% 1
w1 P<LO.0L
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[Fig. 2] Hypotheses Results of the Research Model
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TP I>& A5 sk AElA Ades 471
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®

M 1-1e 4F3) skl AbelE A B
WA Al gz vale Azl B S B
73} <Table 5>9 2o] BAX oz fo)gh oo
2 VX Zo@ tepge). wekd 7h 1-
B i,

M 128 AFE] stel AHlH BB
AAA Al goly) pale Azt BAE
3 A3} <Table 5>3} 7to] EAH 02 G038
e A= AR et webA 7Hd 12+
e =it

M 1-3% AF3) dstel AblY AEE
A Mol g olyl BAle zpalate] AAS A
3k A7} <Table 557 o] EAX R {2514
ore RO btk webd 7k 1-38 717} Higick

mlu
e M oft
I o2 1> lo

-Lllg
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4) 7V 1-42 HE817] Yate] AkEd Aes
A A acla BA= Akt #AE 24
g 23} <Table 5>3} o] TAH 2= frolaHA]
22 Aoz vepg webd 7Md 1-4 717}
Ak

532 HHE xRt TlolE Zte] Tk
<M 2>8 AFE7] Aste] BAS At T
wshe] $A2 B Avhe thest 2k

B Pk uje]
Lobo]l BAE E43% A} <Table 5>9 2] &
AEFS MAE Aoz YER

oAl F2EH(Structural  Model) 9
(Goodness of Fit)2 Z43l1, 7}14S #A=3817] $8kd]
TZHAA 28 2A(Structural Equation Modeling
Analysis)& AAIEI oW, AR 7S Aie
[Fig. 2l¢} 2,

ST
A

AR @E%ﬁﬁ @%EE
<Table 5>¢} 2t} 7Hd HFE flste] F2EH| tfs
o] #d]$-=5 (Maximum Likehood Method) 2 8.3}

ArEe AFES AFsAch 1 A9 GFI= 0928,
AGFI= 0899, CFI= 0978, NFI= 0961, TLI= 0972,
RMR= 0.056, RMSEA= 0052, x* = 403295 df= 182, \*
/df= 2216, & =&k
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(Table 5) Path Analysis Summary of the Research

Model
Standal
. Stan
Hy I. t Path Pirection rdlzefi dard = P-value| Result
hesis Coeffic ue
. Error|
lents

Legal Responsibility

> Brand Equity 0.381 |0.108|3.513| s+ |Adopted

Economic
H1-2| Responsibility — | 0.369 |0.081|4.527| = |Adopted
Brand Equity

Charitable
H1-3| Responsibility — | 0.123 |0.077{1.598| 0.110 [Dismiss
Brand Equity

Ethical Responsibility

— Brand Equity 0.011 |0.133]0.085| 0.932 |Dismiss

Brand Equity —

Purchase intention 0.111 |0.048|12.295| =«  |Adopted

Goodness of Fit: x2= 40329, df= 182,  x2/df= 2216, GFI=
0928, AGFI= 0899, NFI= 0961, CFI= 0978, TLI= 0972,
RMR= 0.056, RMSEA= 0.052

Test of Fit : GFI, AGFL, NFI : 0.9 More than, RMSEA : 0.1 Less
than, RMR : 0.05 Less than, x2 Note that the probability : 0.05
More than

#* 0 P<O06 et P<OOL s 0 P<0.001

533 Eiic XMMut poiel= Zie| AH|AEZEO|

<M 3>E AT st fAAR] FAREAS
Sato] HAE Aptat ool ghe] AR aFH e 24
e BA% A ogd 2.

<Table 6>& BHE= bz Fujol e 7he] Mu|~F
Aol zAgIe A PAR BA= it Fajole
obe] 894& F=299.417 (p<O.00DZE FTAHCZ £
o A Hola 9o, oF 40.0%(R*=0.399) AW H-&
Bola gty aga FUdE BAs Zatol A (t=17.304)
AR FoHl JEgnAE Kol rh

7, ARSI AHaFAS FYst 3L
F=360.835(p<0.00D)Z FAASZ {3t doE 1
om oF 61.7%(R*=0615)4 &S Holi itk
2709 WA BAHE A2Kt=8833)
(159290014 BAH o2 freolgh JeFaAE Holal 9tk

AR, BRE ket AR 2=FA ] oiet destg W

F= T3 A3 8922 F=1409.057(p<0.001) = E7|
Ho g folat A= Kola glom oF 904%(R>=0.902)
Mg g Hola gtk F99 3719 BE WA 57
Ao o3t JPFAE Hol gtk 1 F HAE #}
AHt=2.194), M| 2=FA(t=8543), BA= Zaka} A~
FA(=36601) w2 FHAE e ek

(Table 6) Moderating effect results of service
quality between brand equity and
purchase Intention

Dependent Purchase Intention
variable
Independen Step 1 Step 2 Step 3
variabl
Brand Equity 0.6333 0.315% 0.042%
Service Quality 0.564s%33 0.176%x
Brand Equity = "
Service Quality 0 THwex
R? 0.400 0617 0.904
Adj R? 0.399 0615 0.902
F % 299.417 360.835 1409.057
A 1st Estimation Regression Model:
Y = X1 ++-X3 : (Independent Variable)
A 2nd Estimation Regression Model:
Moderating Y = X1 +--X3 + Sl : Independent

Effects Analysis

VariabletModerating Variable
A 3rd Estimation Regression Model:
Y = X1 +-X3 + S1 + X - Sl:Independent
variable + Moderating Variable
+ Independent*Moderating (Interactions)

w0 P<O05 et P<O0L skt P<O.00L

olelg A= AAA e

o BAl YoM MulaFEde] =HE
oI}, B ATte] Au|AEAY A A JHE S
4

5 AP th&e] <Table 7>7 2t}

A=
4

BAE A o] we}

7} vehdtia

(Table 7) Moderating effect test results of Service

Quality

Hypothesis Division

Analysis |Results

‘Whether
the
Hypothesi
s Adopted

H3 : Will be Greater the Impact
Higher Service Quality on the
Purchase Intention by the
Brand Equity

Hierarchic
al
regression
analysis

Moder
ating
Roles

Adoption
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