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Abstract This study examined the effects of CSR characteristics on company image, CSV, customer satisfaction,
customer citizenship behavior for customers using mobile phones of Samsung, LG, Apple, and Pantech in
domestic market. 213 questionnaire samples are used to test 10 hypotheses using structural equation model with
AMOS. Results of testing are as follows: First, economic responsibilities, law-ethical responsibilities and
philanthropic responsibilities factors of CSR influence positively to company image. Second, economic
responsibilities does not influence to CSV. Third, company image influence positively to customer satisfaction
and customer citizenship behavior, but CSV does not influence to customer satisfaction This study shows that
CSR, company image, CSV are important for customers' increasing customer satisfaction and customer
citizenship behavior. Implications and limitations of this study also suggested.
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(Table 4) Results of Hypotheses Testing

Hypotheses B B | SEE CR
1}711 Economic res — Co image 231 | 268 | 069 |3.936#*x
1?2 Law-ethical res — Co image 463 | 498 | 095 |4.861%%x
1?3 Philanthropic res — Co image | 282 | 291 | .096 | 2.935%*
211 Economic res — CSV 147 | 158 | 080 | 1845
21112 Law-ethical res — CSV 284 283 | 121 | 2364
21113 Philanthropic res — CSV 328 | 314 | 134 | 2451*
31111 Co image — Customer satisfaction| 1.111| 912 | .136 [8.165%+
31}2 CSV — Customer satisfaction |-.115[ -.101 | .082 | -1.405
41—{1 gquﬁf ;tlzen hip bebaviar | 40| A4 | 182 3757
41—{2 SL; citizenstip bevior | 235 | 204 | 119 | 1999

wx p< 01, #=xx p< 001
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[Fig. 2] Results of Structural Equation Model Analysis
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