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ABSTRACT

Purpose: This study attempts to find how the cultural marketing activities utilizing cultural space affect firm’s
brand image and brand loyalty, and whether this culture marketing technique is recognized as a social con-
tribution activity by potential customers and thereby influence brand image and loyalty.

Methods: The data was collected by using the structured questionnaires to consumers who have experience
using the Naver Library, Starfield Library, and Hyundai Card Library. The proposed research model is tested
using 178 valid questionnaires using Smart PLS 2.0.

Results: This research indicated that among cultural marketing factors, cultural support and cultural promotion
have little impact on brand image, whereas culture firm influence brand image. Brand image also had an
impact on brand loyalty, but it was found that public libraries operated by companies were not recognized
as corporate social contribution activities, nor did they have an impact on the formation of the company’s
brand image.

Conclusions: The study offered a theoretical and empirical foundation for future research by empirically identi-
fying the relationship between cultural marketing and brand image and loyalty and confirmed the coordinating
effect of social contribution activities between a cultural firm and its brand image.
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o AR-E Fapg el st o] 719 H AF3lY] S-S AT AVIAQ) FARE AP oR ol AE 19949
g AU 3] 7F S5 th(Shim, 2002; Lee, 2003).

Korea Mecenat Association (2017)2] 4]0 E}E“ﬂ F3174 9 gso] Fadld R el o g ‘ol ALF]
o2} AR1e 71th(24.4%) 7F 7P 2 alelaL, ‘Y ERMERAML BEED(17.9%) % LT Q910 e
stk o= 7199 3" o] 714¢) 7HA] 7“%"“ T IS MATE AR 71l AFs] A 291717 J A
X}E] L 1%—% uhepdit), B3 WA aglo g 719 e] wstupA" o] At Aol Ale S84 ke HR

i e 18] B B 989 4710 A4 S AFe E AT 94, 48
71943ke] 2pEs), 7199 AL olu|X] A5 T o2 4H|AE A5THE 214718 viAY A2kl Aotk Lee and
Moon, 2008).

2.2 7199 Z3hHAY 3

saAg e fEL BHE AR HEets Wy 5L g Bao] net BRF 5 Qa, 7 FeE e
ol wat o7 7HA] el 5 5 9ok o] 5 Shim(2002)0] A 5714 B2 b glg Ao &8
1 3l
Table 1. 5 types of Culture Marketing
Type Content
Sales Use culture as an advertising or promotional tool
Sponsorship Supporting cultural activities or organizations by promoting or enhancing their image
Synthesis Discrimination by infiltrating a product (service) with a cultural image
Style Positioning as a company that represents a new and unique culture
Sprit The cultural appeal of the nation as a halo effect

# Source : Shim (2002).
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E TN A 1§99 BARE e s, depstalang, GRAE, BaA=A
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ol gol Thsske HolA wEEeleka @ 4 glnk E, BYRRTE /19 BoHE 2045 47 APt
A ke AGrHIRe) BhoRE FE5, ol /199 oldsh ezl gtk

Adopt voluntary codes
of governance and ethics

Ethical
Responsibilities
""""""""""""" Ensure good relations
with government
Responsibilities officials

Set aside funds for
corporate social /
community projects

Philanthropic
Responsibilities
Provide

investment, create
jobs, and pay taxes

Economic
Responsibilities

* Source : Carroll (1991).
Figure 1. The Social Responsibility Category of a Company

Category Content

Starting with the design library, the
company operates library projects for
various lifestyles. It recently
released ‘fin B’ , which is a
startup company's development
program, and moved it into ‘Studio
Black’

Hyundai Card
Design library
Cooking library
Travel Library
Music Library

As a public library of NAVER Green
Factory, young people with

Naver developmental disabilities work as
Library baristas and magazine owners, and all
the proceeds from the library are
donated for the disabled.
The Starfield Library has three
13-meter—tall shelves, 50,000 books,
Starfield and a total of 400 magazines.
Library It is holding variety of cultural

sharing events by selecting themes by
month and day.

Figure 2. Cases of Cultural Marketing

2.4 BYE oJu|z|
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| cultural marketing |
Sponsorship
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Styler H3
Social
contribution

Figure 3. Research Model
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AAZTAALE B Ze|Q] 7HA Aol ieo] A= Gl thd ATtellA AHeA Ag)dEe] Al 2EadtE B
ol AL ATA LR PSS 3 o]5A(2011) A 7199 AR EEdt BAE S ko] dA ¢4 ALE)
TAgEe] dastel taf Aol ArAst Al Aaeh A s, Farn st HAlE S Fhel| A AL
TAFTol 2AaHNE Hole e ATHoR dFaitt mEtA E dtelM s LAY Balselw) X 3t
Ateleddse] 2dgIt] et 7HdE vt 2ol AAsksith
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B AT AN E AT WEEe] d§ 247 Aol el <Table 259 Zon], APATEY F
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Table 2. Survey Configuration

Category Definition Previous Studies
Sponsorshi Supporting cultural and arts organizations for Shim (2002),
Independent P P | the purpose of promoting or enhancing their image hee ?ggoggon (2008)
i an ,
Zgri?blel Sales Taking advantage of the culture factor for Choi (2010),
ma?ke?gig) advertising or sales promotions Choi (2013),
Style Using culture to differentiate the image of the Ahn (2014),
Y company and the brand as a whole Lee (2014)

Mediated variable Consumer perception caused by the association of Ahn (2014)

(Brand image) associations associated with the brand Han (2013)’
g remembered in the consumer's memory Park (2009)
Park and Oh (2011),
Dependent variable A long and intimate relationship between business | Lee and An (2002),
(Brand loyalty) and the consumer making repeated purchases Yoo (2003)
Moderating variable The use of corporate profits from management in Carroll (1991),

(Social contribution activities) the form of social welfare or volunteer work Kim and Lee (2013)
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4.2 29| QT TASH 24
Table 3. Demographic Characteristics of Sample
Frequency %
Man 82 46.1
Gender Woman 96 53.9
SUM 178 100.0
20s 63 35.4
30s 62 34.8
Age 40s 31 17.4
Over 50s 22 12.4
SUM 178 100.0
Students 28 15.7
Company worker 92 51.7
Public officer 2 1.1
Professional work 14 7.9
Occupation
Self-employment 18 10.1
Lady of the house 18 10.1
etc. 6 3.4
SUM 178 100.0
Less than one million won 24 13.5
Over one million won to under two million won 26 14.6
Over 2 million won to under 3 million won 33 18.5
Income Over 3 million won to under 4 million won 40 22.5
Over 4 million won to under 5 million won 26 14.6
Over 5 million won 29 16.3
SIM 178 100.0
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4.3 2B 9 B 24

B At A= SmartPLS 2.0 &-83te] 19| ANFA3 elgA B4S 23Tt WA <Table 4>00| 49} 7+
A

o] BEo] AA A= AXgS By, A AxnEQ A4S H7FsHs Cronbach's Alpha #kol 7154191 0.7 o3
S Aslska 9lal, 1 9] AVE 2 B5 7]54]91 0565 43)ehe Aoz Yeltor CR @k 7154 0.7 433t
= Ro 7 et g5l grg Ao 2 vt Cronbach, 1971). A5E4AS PLS W A+ 289 gt

)=
5 wdshs Jos pAYes e fAsde] 1 9 e NI ES] SAET) 2 He AudAE
=438 Ao|tHHair et al., 1988).

Table 4. Overall Model Fit

AVE C.R R Square Chronbach's Alpha Communal ity Redundancy
cC 0.611 0.862 0.808 0.511
CS 0.671 0.869 0.812 0.571
CpP 0.540 0.845 0.788 0.440
BI 0.552 0.868 0.660 0.826 0.452 0.176
BL 0.601 0.857 0.659 0.801 0.501 0.322
CSR 0.585 0.849 0.787 0.485

#* CC: Cultural Company, CS: Cultural Sponsorship, CP: Cultural Promotion, BI: Brand Image, BL: Brand Loyalty, CSR:
Corporate Social Responsibility

Fo) thE 2915 7k AuAFHY F H$- PLS &
& 4 ‘E}(Fomell and Lacker, 1981). ©] %2 <Table 5>¢] A3}5 A H
AEo] zre AATEY & o2 et 7k AN Ee WHelgA 9
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oXx
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>
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é

Table 5. Analysis of Discriminant Validity

cC CS (0 BI BL CSR
CC 0.782
CS 0.509 0.819
Cp 0.551 0.508 0.735
BI 0.529 0.537 0.576 0.743
BL 0.553 0.479 0.570 0.512 0.775
CSR 0.544 0.537 0.537 0.534 0.557 0.765

*CC: Cultural Company, CS: Cultural Sponsorship, CP: Cultural Promotion, BI: Brand Image, BL: Brand Loyalty, CSR: Corporate
Social Responsibility
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4.4 A7H29 A%

AT7Hdel ASAIE Adl A, 7199 ZIAE I Blseln|A| 11
Aol A ZspA o] Bll=olmAo)] frofu|gh &S mAIA X Aoz YEhl sfglont wshiE 89l 94
H=olw Ao frofu|gh JFE WA Kote A= tha o9l Aae} & 4 qUrk o= B ATl qidow
= dlolW, dizt=, AAA 5 Al 71go] 73 Qe B3| oz oA 7} A ALe d JE AR H
Atk Al 714l & 713 A" S 483 —L‘jci‘ﬁl?jii/‘i-‘ﬂ ojw A7} ?L‘ wlo] o]gfgt FFEA ] 2o
Rl A AlF(A ] 22) 8] Fa FejE2S o ¥3
o] ojuA & FaL 7] wiEelth

Table 6. Result of Hypothesis Test

H. Path Original Sample | Sample Mean STDEV T Statistics Result
H.1-1 CC = BI 0.351 0.404 0.160 2.19 0
H.1-2 CS = BI -0.008 0.015 0.089 0.086 X
H.1-3 CP = BI 0.146 0.148 0.145 1.008 X

H.2 BI = BL 0.812 0.821 0.029 28.119 0

#* CC: Cultural Company, CS: Cultural Sponsorship, CP: Cultural Promotion, BI: Brand Image, BL: Brand Loyalty

ke A 2HoR gk BA0 7Isle] WA Y ALY FRYF| EaupRD} Bl Atolo] A o
HE 28282 wolx QYA WA STk FanbAY 49 F Falrgute] BasovHd] fov]g o
2 w37 W] B AT A FAREY 2AEAE BAskar 90

Table 7. Result of Moderator Variable Effect

H. Path Original Sample Sample Mean STDEV T Statistics Result

H.3 CC+CSR = BI 0.037 -0.095 0.274 0.135 X

# CC: Cultural Company, CSR: Corporate Social Responsibility, BI: Brand Image
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