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A Study on the Effects of KORAIL’s CSR on Customers’ Reliability and Loyalty

SES

Jae-Hoon Yang

Abstract The purchasing behavior of consumers is related to service quality and corporate social responsibility (CSR).
Therefore, CSR is recognized as an important factor in company strategies. This study determines the relationship between
the CSR activities of KORAIL and the reuse intention and recommendation intention of the consumer. CSR is composed of
economic, legal, philanthropic, ethical, and environmental responsibilities. In the results of the structural equation modeling
analyses, legal responsibility and economic reliability affect the reliability of KORAIL and this reliability affects the cus-
tomers’ reliability and loyalty. This paper proposes a compliance program, wagon safety information, customized tour pack-
ages, and communication strategy that will increase customer’s reliability and loyalty.

Keywords : KORAIL, CSR, Railway service, Customer reliability, Customer loyalty
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Table 1 Variable definition
Definition Researcher
Economic Effort for the service improvement, increase passenger, technology improve-
o Carroll (1979,1991)
responsibility | ment and State economy .
Kim and Cao (2011)
Philanthropic | Contribution of regional economy, culture, employment and Kim et al. (2013)
responsibility | Regional development Byun ez al. (2013)
CSR Ethical Ethical operation, ethical awareness of staffs, observe the moral standard or Jung et al. (2013)
responsibility | social customs Chun (2013)
Legal Legal operation, fulfillment of contract for customer, regulation or guidelines of Kim and Cho (2014)
responsibility | government Seo (2014)
Ervi al Chung and Lee (2014)
nvironmenta
o Protection of the environment and reduction of energy Lee and Xu (2014)
responsibility
Morgan and Hunt(1994
Customers’ reliability Belief of the efforts for customer and role as the service provider & uni( )
Mayer et al.(1995)
Kotl d Armst 1996
Customers’ loyalty Reuse and recommend intention otieran mstrong( )
Day(1969)
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Table 2 Hypotheses

Hypotheses Contents of Hypotheses
1-1 Economic responsibility is positively related to customers’ loyalty.
- 1-2 Philanthropic responsibility is positively related to customers’ loyalty.

CSR and customers’ loyalty

1-3 Ethical responsibility is positively related to customers’ loyalty.
1-4 Legal responsibility is positively related to customers’ loyalty.
1-5 Environmental responsibility is positively related to customers’ loyalty.

H2.
CSR and customers’ reliability

2-1 Economic responsibility is positively related to customers’ reliability.

2-2 Philanthropic responsibility is positively related to customers’ reliability.
2-3 Ethical responsibility is positively related to customers’ reliability.

2-4 Legal responsibility is positively related to customers’ reliability.

2-5 Environmental responsibility is positively related to customers’ reliability.

H3.
Customers’ Reliability and loyalty

1-1 3-1 Customers’ Reliability is positively related to customers’ loyalty.




Table 3 Descriptive statics

Item N Min. Max. | Mean Standard Variance
Dev.
x1 308 1 5 3.29 .890 792
x2 308 1 5 321 .856 732
x3 308 1 5 3.09 824 678
x4 308 1 5 3.19 .863 744
x5 308 1 5 291 1.002 1.004
X6 308 1 5 3.05 1.054 1.112
x7 308 1 5 3.13 1.062 1.127
x8 308 1 5 2.99 831 691
x9 308 1 5 2.92 .846 716
x10 308 1 5 3.08 753 567
x11 308 1 5 298 877 768
x12 308 1 5 3.34 .805 .648
x13 308 1 5 3.34 .897 .805
x14 308 1 5 3.18 793 .629
x15 308 1 5 322 .868 154
x16 308 1 5 3.20 .881 776
x17 308 1 5 2.94 821 673
x19 308 1 5 3.79 .867 151
x20 308 1 5 3.54 953 907
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Fig. 2 Confirmatory factor analyses

Table 4 Model fit of confirmatory factor analyses

Model-fit Result of Acceptable Inter-
Criterion Measurement Level Pretation

CDMIN/p 247.426/p=0.000 p>0.05 no fit
CDMIN/DF 1.672 3.0> fit
GFI 0.927 09< fit
RMSR 0.034 0.05 > fit
RMSEA 0.047 0.05 > fit
NFI 0.919 09< fit
IFI 0.966 09 < fit
TLI 0.955 09 < fit
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Table 5 Validity and reliability

Estimates of Estimates of Cronbach's
Variable Item Contents of item standardized . CR | AVE
. variances o
regression
<1 Korail’s efforts for the development of national 618 458
economy
Econo'm'u': x2 Korail’s efforts for customer enlargement 175 292 826 | 0.545 773
responsibility - —
x3 Korail’s efforts for service improvement .634 404
x4 | Korail’s efforts for technical development 671 408
x5 | Korail’s efforts for regional employment 725 476
Korail’s efforts for the development of regional
Philanthropic | X6 P g 878 254
L culture 875 | 639 860
responsibility - - -
x7 | Korail’s efforts for regional economic development 875 262
x8 | Korail’s efforts for the development of local society .642 403
x9 | Ethics of executives and staffs of the Korail 742 321
Ethic.a¥ . <10 Compmy operation based on moral standard or 1 229 883 217 831
responsibility social customs
x11 | Ethical image of the Korail .863 196
<12 Korail’s efforts for the contract observance with the 749 84
customer
Legal - -
o x13 | Company operation based on the national law 715 392 834 627 177
responsibility
<14 Ob.ser\'/ance of the government regulations and 237 286
guidelines
Envi tal x15 | Korail’s efforts for energy savin; 807 263
nvironmenta £y saving 847 | 734 807
responsibility x16 | Korail’s efforts for environmental protection .838 228
. <17 Kortail’s efforts 1f(?r tthe settlement of 70 267
1t ’ customer complain
ustomers : P : 819 | 693 758
reliability Korail’s efforts for role fulfillment as a service
x18 . .803 279
provider
Cust > x19 | Reuse intention of railway service .856 241
ustomers n oy S : 845 | 732 763
loyalty x20 | Recommend intention of railway service 748 231
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Table 6 Model fit of structural model test

Model-Fit Result of Acceptable .
criterion measurement level Interpretation
CDMIN/p 260.727/p=0.00 P>0.05 no fit
CDMIN/DF 1.750 3.0> fit
GFI 923 09 < fit
RMSR .033 0.05 > fit
RMSEA .049 0.05 > fit
NFI 914 09 < fit
IFT 961 09 < fit
TLI 950 09 < fit
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Table 7 Results of structural model test

Path coefficient Esti@ates (,)f Standard error Covariance P
regression weights

Customer loyalty < Economic responsibility 0.382 0.181 2.116 0.034*
Customer loyalty < Ethical responsibility 0.103 0.136 0.755 0.450
Customer loyalty <« Philanthropic responsibility -0.063 0.074 -0.86 0.390
Customer loyalty < Legal responsibility -0.281 0.206 -1.365 0.172
Customer loyalty < Environmental responsibility 0.146 0.09 1.611 0.107
Customer reliability «— Economic responsibility 0.334 0.129 2.586 0.010*
Customer reliability < Ethical responsibility -0.006 0.103 -0.061 0.951
Customer reliability «— Philanthropic responsibility 0.032 0.055 0.589 0.556
Customer reliability «— Legal responsibility 0.516 0.137 3.774 0.000%*
Customer reliability «— Environmental responsibility 0.023 0.068 0.337 0.736
Customer reliability «— Customer reliability 0.748 0.168 4.44 0.000*

# ¢ > 1.96, p<0.03
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