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Abstract This study examined the effects of insurance company's CSR activities on customer—based
brand assets and customers' intention to pay premium prices in order to identify the possibility of CSR
activities as an insurance company's differentiated marketing strategies. Throughout collecting 510
surveys, this study has proved that economic and charitable activities had a effect on customer—based
brand assets, also economic and environmental activities had a effect on intention to pay premium
prices. In addition, the mediating role of the customer—based brand asset between economic and
charitable activities and intention to pay premiums was proved. Lastly, it was confirmed that the level
of SNS usage moderates the relationship between economic activities and customer—based brand assets.
Based on the results, this study provides insurance companies with an effective marketing strategy of

the CSR program.
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@l——% s} 3—10]1:} Variables Operational Definition I;It(;n(;f
7]’@5_3. E@Q/\]"q %75‘141 Z(Eﬁ;éﬂ-%ﬂ]— —1—17—]17]% E"dl Economic S .
Responsi— Thfe degree to which a company
E]}J‘\l— Zl-g 3}_]—7:]]0]]/% SNS %l%-/;-fro] }_@Q_lﬂ bility strives to manage profitability 9
< and risk
F& @ Aol —
= Social The degree to which a company
7]’@5—4. E@Q/\]’g X}‘}ﬂﬂ Z‘H?Z]I:Oja—%jq— J——77~]147]‘5‘_ E—% Responsi— | is engaged in social activities 8
=4 7}o] FhA ol & f=Zo] 22 bility such as donation activities and
}J\} ]—'/] ‘L]J:” ] 1 SNS & b ] === (SOC) customer protection activities
s10 5
g5 T A O] E]’ CSRA . . The degree to which a company
Activiti | Environm— | . itted & ticinating i
Ces ental 18 c'ommltte 0 par 1c'1pa ng n
Woo] 2AA Ao Ul ZAam Responsi= | S0 e o 8
3.3 ¥ =1 170 o ?}:h]\t]%/) environmental protection
— N B campaign
Aol s Aol A BFA T AlE el dF
T =R)FE O H o]Ilo] % 54;\]_0401 ST = Philanthro The degree to which a company
=X} O S5 i
d SIS 2 Aol S | reketes R(i;onsi* strives to protect the weak, 7
_/":233]_031—4_ ?_;q];(% o7 Qul 4?_ ]O-L/] CSR:?::_}%oﬂ EH bility ethical management, and
~ o (PHL) participate in volunteer activities
gk 1A Bl B oju|x|E HLkY 7|gdl gk &
— - - — _ The degree of positiveness of
0 O 0
o= :’—‘ﬂ-‘—’— Xﬂ—“é‘—O]] ‘:HE]' 6]' = E_'?j X‘]]%Oﬂ el AE- ]Igézzcel the image that the customer has 5
os A W ALAEA} for the brand
B The degree to which the
Ud21 ET%] '/l:o] CSR Oﬂ EHG} H]T% T?’_‘ 76]1-]]%_4', CBBE Brand customer prefers the brand over 5
/\]—?475‘} @rjé;% X}A—]X—] X—E %]_%94 47]—]] i]_&] ] Eﬂé}@} (BRE) Loyalty ()theljtbrands and continues to
)y = ’ = use i
‘}J\—H]X}%g} ?_]X] -11:—94' Ql ] O g—ul'?l{sa]' “}[\‘ 2}]\-\:«% }éTC'I: Brand The degree of quality which
_ 3 =) = = Perceived customer perceives about the 5
e AT 15]. 54 3ELS Graafland & Quality service of the brand
Stoffele(2004) ¢} Aragon—Correa et al.(2008)¢] A+ The degree to which the
IPPP customer is willing to pay
= O 2~ 5
= ZLZO}O% T3FATH [52,53]. Wi7H=Q1 7 |RE B (IPP) premium price for the service of °
A=A Keller(2003)9] A7l 2] 31982191 1. the brand
The degree of interactivity,
A= O]U]X] BlE SAETF AHAl A shuke] ARte. Level of SNS information provision, and 5
g,\_ Hac= 7],0 “ Ao 2 o3 Usage playfulness which customer
=" oﬂ % ]}\] 7] 4 o= 4 O]— q feels while using SNS
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Table 2. Characteristics of the Respondents
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Classification n=510 (%)
Male 254 49.8

Gender
Female 256 50.2
20—29 126 24.7
30—39 126 24.7

Age

40—49 130 25.5
>50 128 25.1
High School 36 16.9
Educa College 60 11.8
—tion Under Graduate 309 60.6
Graduate Student 55 10.8
Total 517 100
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Table 3. Exploratory Factor Analysis & Cronbach—a

Factor Fact-or Va.n'at Cun.rul— Cronbach
loading —ion ative —a
ECO1 673
ECO2 .685
ECO3 621
ECO 16.53 16.53 0.91
ECO6 .551
ECO7 .539
ECO9 .533
SOC1 502
SOC2 .567
SOC SOC3 .642 15.87 32.40 0.85
SOC4 .694
SOC5 .663
ENV1 .585
ENV2 747
ENV3 758
ENV4 776
ENV 10.24 42.64 0.94
ENV5 784
ENV6 .675
ENV7 .637
ENVS8 743
PHL1 .632
PHL2 .663
PHL3 .685
PHL PHL4 .689 10.03 52.67 0.91
PHL5 704
PHL6 611
PHL7 672
BRE1 .688
BRE2 .694
BRE3 716
BRE4 .653
BRES .619
BRE 7.56 60.23 0.94
BRE6 .592
BRE7 .669
BRES 499
BRE9 713
BRE10 .647
IPP1 759
1IPP2 776
PP IPP3 795 6.72 66.95 0.93
1PP4 786
IPP5 812

x* KMO = 0.959 (p<0.001)
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95%2] ATl A frofste] A E At 7|9 5
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= 7Hd 3 RT3l ghe] 0.225, CR.=2,515%
95% A FFFol| A Folstez A elw] et Table 7.9
7H 13 7HAd 2, 7HA 39 S ANE AElste EAls)
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Table 7. The Results of Hypotheses Analysis for
Research Model(H1, H2, H3)

Table 9. Measurement Equivalence Test

Model CMIN DF e ADF
Hypothesis Path Coefficient Support Free 906.106 474
25. 1
Hi-1 | ECO-->BRE 0.285%xx Yes Constrained 931.702 492 o090 °
- H1-2 SOC——>BRE 0.109 No * D.F=18, p=0.05 ——> %*=28.87
H1-3 | ENV-—>BRE -0.07 No
Hl-4 | PHL-->BRE 05945 Yes
H2-1 | ECO-—->IPP 0.133%xx Yes b2 AR o] 2EWFE SNS &850l
H2-2 SOC——>IPP 0.065 No & 1&g Jd) A8 Ad F Jgo R i F F
H2
Hews | vt [0z | ves ©o) A28 Ak Ak} HACEL AL o] %
H2—-4 PHL——>IPP 0.025 N . . -
5 0 HAENE 753 A= Table 10,3} o] Yehgit) =,
H3 BRE——>IPP 0,225 Yes N o _
SNS #8552 B3} CSREF9] 470 sH91¥a &
CMIN=537.251(p<0.001), ST =2 &l 470 sheieds
Model Fit CMIN/DF=2.267, RMR=0.032, GFI1=0.918, oA AAA A& Fo| Ant 7w 1Al =x}Ak 719
ode AGFI=0.896, NF1=0.928, IF1=0.959, TLI=0.952, . . _ o
CFI=0.958, RMSEA=0.050 AN 2daH)7t e Aom AU
&9, 19 Table 10. Moderating Effect(H5)

3|Ake] CSREHs AATe] 8k9] 47 =
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A7k B =Lk vz g FEAEYS W
ARgste] AFERICE oL S AR 7R 4-13 7P 44
o 1oJA] Table 8.2 #o] p<0.05% 95% 217kl
A ekl P E R e Ao R YERsTh

Table 8. Mediating Effect(H4)

Path Coefficient ) Support
H4-1 ECO 0.064 0.02 Yes
H4-2 SOC 0.025 0.451 No
H H4-3 ENV —0.016 0.387 No
H4-4 PHL 0.133 0.019 Yes

A Zke] B0l A NS g5l whe NS 7
Fohs Ao=M WAEY e 2AES FAPE v
FHREAPS A gt DR Yoo
A2g BUW gho AR Aok ezt uAlepL 1h

Model CMIN/df AN DF Support
Free 1.732 - 474 -
ECO 1.738 4.90 1 475 Yes
SOC 1.728 0.251 475 No
ENV 1.728 0.183 475 No
PHL 1.729 0.442 475 No

# DF=1, y*=3.84%xx
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