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Abstract The purpose of this study is to present the current status and implications of companies in
relation to the nature of CSR based on the theoretical background of corporate social responsibility
(CSR). For consumers using mobile phones from Samsung, LG, and Apple, the impact of CSR
components on corporate 1image, customer satisfaction, and customer citizenship behavior was
analyzed. Economic responsibility, ethical responsibility, and philanthropic responsibility all have
positive effects on corporate image. However, it was found that legal responsibility did not pay
attention to the corporate image. And the corporate image was found to have a positive (+) effect on
customer satisfaction and customer -citizenship behavior. The results of this study suggest that

companies need to devise a systematic CSR education system for their stakeholders.
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Fig. 1. Research Model
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