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Abstract The theory of customer-based brand equity emphasizes the importance of brand
awareness and brand image or associations in building a strong brand. Marketing scholars
have recently begun to identify the two types of corporate associations, that is, corporate
ability(CA) and corporate social responsibility(CSR) associations, which had long been
conceptualized as a unidimensional construct of corporate image in the literature. In line with
the new research stream, I'm developed a research model concerning how CA and CSR
associations are related to credibility-based and benevolence-based trust, which in turn will
affect emotional trust and consumer attitudes toward company.
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The Effects of the Corporate Association on Corporate Trust and Attitude: Focusing on Comparison of Corporate Type

As for the hypothesized paths, the results confirm that all of the them are
supported(H1-H6). First, CA associations have a significant positive relationship with
credibility-based trust, and CSR associations are positively related to benevolence-based
trust. Second, both dimensions of trust show strong and positive influences on emotional
trust. In addition, credibility—based trust directly affect attitude toward firm in the foreign
company. But credibility-based trust not affect attitude toward firm in the domestic company.

Key Words : Corporate Association, Corporate Ability Association, Corporate Social
Responsibility  Association, Credibility-based Trust, Benevolence-based
Trust, Emotional Trust, Corporate Attitude

1. M 2 A 8] (benevolence-based trust)® T-i3}o][8, 9], o] 2]
& Ag Aol A3 Wg(el; 71 B, AlE HE)
o mAE &7E F2 Avmstol, 2], ¥ AT
Me AlFe 29S B} o AAstete] AEA AlF

7149l dAelAE 1ol E FATIE
Fosh, AAR B 7Y
%

Pk
s

A8 wdd vHE d=s o} s AlF7E 74 AlE (emotional trust)E T
© olglg ZIdolm A AaLwEnt ofyg}, %}7]@{ )
oA 2nAERZ stodw ZIdell digk FA A AABtAL gte) AE A MgE 7] Q1FEAI7E

o
B A AEEd AFdEe] Q% mA F dee
3

AHdl; 719 44, corporate association)S A o5 7Fedt AL ATA AHY 2o A7t 734 A
S

FE} 2491 Atk 719 AL Z1gdel g an) Fol sAAR] 9 vAE Ae® dHA 7] o
Ao A7k A, g3 BA J)date) wEe Ag welu6, 7l
o o3 A2 vrolr} 71¢lel gk AR o) M Aol avlabs 719 FEdd; 719
B A 2997 2L 719 g FAHen ¢ el dsl AHE e Vs 9rhe ¢ Qe
A HFrhz B 5 Q1] 719 s #Eg 2 B, 9l 2RAE AFE 27w e Ikl 29
7] AFEL F2 7199 BAs A2 33 waE  Foeks AAA oA vk & 5 SluH7, 10] o
AP} FE ol 19t B amat )zt A BN 7Y EEel osiA dEH R s W
she BASU J1de) A Adel S Agst  Ad BIHOR NHAE wEThs Qe 9Ey 4
GTH4L agm ol 719 Aol Z1gdel Wi 41 ol ' AstA wd 5 gl A AsE Ae
HYPAol T AL & 5 Aol AVHAHE. 7] WEolehs Aolth ghebd & Ay A Al
2%k Al 93 gEE A7 F2 AAF ¢ W 98s AR ARE AF HWAYSE Al
Juk Aol 744 sk Az FRHo] gede  AFeERA VE ATeh ApEEE lEo}t% 40}7}

NFY AU} BAY ATES F2 At 4 19 BHEUNYD vs. el
QA el sk el UE 2 Ayl e dg AP )
A QAg T 2AH NAE A2t o Gol Aol WAL AW F2E ANt Tk
stthm AASHa Gk ol B Aol Azl %
A3 BAY ATES EUE A A9 FoE oAz
Aoz distel, 714 Ayl lde 2. Ol B ulZ
5 @4 98 mAsE go) 19 9 - 719
3

ANE - 3AH AE - 7Y B ol2s AER 21 719 4 # &3
AEEA MAUSS AAstaat g,

Ao A ddd 7€ d7ES FE AFEY 719 Aold aHA 7ol 54 71l uigk
A AwA A (credibility-based trust)9F 014 AR7E FAskE A7|vp 7o) gHeAM, 54 74

_88_



Journal of the Korea Industrial Information Systems Research Vol. 19, No. 3, Jun. 2014

o st AvA7} w7 HE Frh 1A S xE)
= JidoltHL, 111 o= 54 Jide] &4sted o
Axg g o @ NdEe] g43kd = 9=, o

=
7199l AMVENT Hd(associative network
o

= e

#oH1]. 53], Bhat and Reddy[12]= 2ei= g 4l
Ada BRste] AHAELS Aol Hrt bed B
A=) AFS HoA Hd sk BEE odd A
59 wed F 9, RHEA= g 7)Ee 4
Poll 28 FFE AFS B7HE 5 v &3
o 58], Aaker[13]%= 7191 B2 AdE & 774

7]th(social expectation), 7] 7143 (personality), 71
A8 (trust) 2 28] AAH o2 A AE 7] = sFAh

22 7|galzlel 7Y &0

ek AlFE ARESteluy A, At ol
B2 A7 o] FolA gk 2y AlEE Aeldkes
gl 9loA shabEvin AE e A Aol s <
A ApelE ®elal vk AW Cook and Wall[14]
Fe7E AR S g AlERE gl Addel glo
A et S A O ot Ry R Wi
ol glth= A& 7IA0] #Hshe AoeR AHossle
¥, Gambetta[15]= A # o} FAHA AJejo] E2tdt
WA 24 Fa AFE AEHAATE EAAA o
ool HALY Hoj& siFA FE oW dee T
g0l o= 7|t B 9ES 2t gl Aler A
olstit.

o g
e NQle] el wAglel At AHE @
= 54 4%S 548 olg
7] A7 ool @%e] tjske] A4l
A

] R
Forgh Aol Al ste= AP ow Aoskal

2 ol Ay Ay
b4

aeja AFahs Akt AF] gide] tield)

s B FREE AFY f3e #AY

ZIAZE Fo7kel wel AlEe] fEs vral
Ql

Ae Heel TR FE A 3

FaAN3= B3 78 process-based) A1F, EA 7|4t
(characteristics—based) 21=], 18]l A}3|4 79 &
S HH Azl A% 7]WHinstitutionally-based) 2.2
P9 ALds Al 7 PSR Yol E F o
M[17], Q17ke] ApEl e} 7HQl 2k = d 4= e Q1A
TAG AF, A A A2 FES S QT
23 Lewicki and Bunker[18]% Al1#E 542
el "oy 554 g dgez 4
A AR ZE A "t o] &ALk A Al
(calculus-based  trust),  #|4]o| 2
(knowledge—based trust), 123l AMF3s}= A 2
Fogel sYAldl A% Al (identification-based
trust) & Al MFE 3% SHTh

53], 2 =ollA] AAIS A A A
o AYS AHEHAH 7]E Aol A
el AdE Hol AlEle] AdE st 7}
woto] AlQts7|= SHATHS, 9, 16, 191. &
A ol A7 HaAE sHY A
stk delol 719k 8o, AlEle] A 5SS
24 Alg(credibility) 2 & 9| (benevolence)Z A A3}
Atk AAe G55 &l g A AHYst

7] 9lste] s AE A (expertise) 545 7FAaL Q)

¢

b fo

= Ao gk Mol Ix= &S A7)HE ok
o 718 /M A, el kehel g w4l
S Holn A9 o|5& FF3EE TVIE HAIL
Qb Wi ALE oJudt o]d F 7kx] A9
AE = AZ o2 aQld 9ty JEFs won A
Hapo] A Je mX e oz FlEATHI)

$-7F gt 28y Gardner[20]% o] 3
A ES Hg A A5y

rE
olo
|o
fr
.
SR
ol
~N
=
)
o
N
o —
p==1
N

EAES)
o,

(
-

K
s
e
L}

Ir
¢
57)
2oz

o
it
2

O A )
2l to rfr ai

Loox
>
=



al

A

f

S

=

3]

£7F A4l ey
g7l AaAe 719 AT 719 AEe Aol

At 71909] AHel

i
=

fu

gk i olnh E]a

t g

=
=1

L

fu

3

513

The Effects of the Corporate Association on Corporate Trust and Attitude: Focusing on Comparison of Corporate Type
°

Aberel el FdFe vA

—_—

OL
"

i
|

~

o9

o|J

[ =N
H=

A& 7ML JEH8L Ao WFEe 7]

E
=

ata lom([3], o=

=

=

A
Ao] A71How F1gjolele] kA olea

|

9o
gl

2

],

= 7H4

o

g 014 ke,

]

A
i
e

.

i, A1

o

192

R

A
Al Hlal A7)

-

&
=4

pal
Aol 9

A
kel

=

BEE!

21, 22]. ]

deiA el
o, 7

off

offy

|

0
7°

A+

X

]
il

4ok

il
&

Dz

<

2

=~
T
A=

ol o
=9

.
R

stol 74

S
1A

H
k)

o]

3 2 Rl

o
o} Aulze] FA W 7HAd

[¢}
1, 7151 7ol wi

o o

o

E

e 34
-

}

hud

< Aotk

ST
™
o

AR

EL
o)

2~
T

AEERE RIS
=
=)
=

o7 Aol

=
RUS

AT MY

= huH23l.

1
=

<

Ho
%

By
&)

+od

5

Aol o

=]

RN

84
AEERE

o

L
L

ot

AL AN[AE F QA
star 71de] oleld s71E

¥ H

3

A
=

3o
= =2

ol
&=

q

P

P 719 B=el wA)

S

A%
CIREBREF

al

s

71 Aol 71l o

=

=

ks

1
.

o

]
A

H, dobk 71973 (=W71g vs. dle71)<

.07 AlE]
S

Ao A
ked

[

=

31 7=
# o}

A ]

Rl

=
A}

-

N

7S

W

T Sl71ll5, 27, 28], 7

F 7HA 7)

32 AFJId M H

Fsict.

0|

5

Al
=

A

1

2t
(+)

EQE o
I
- 90 -

L

7FA 271 el

=

=

WA, 7o sAH Al 7Y

321719 @4&ol 71dAl gl v A



=

Holt}, o]

3T
3t

A #](cognitive trust in

Komiak and Benbasat[7]¢] 77} o

competence), 12|l

A=

A AR

A1)

Journal of the Korea Industrial Information Systems Research Vol. 19, No. 3, Jun. 2014

i

o]
o

322 AEAF 294

7Hd 2 7190l o

<Fig 1> Research Model
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<Table 2> The effects of exploratory factor analysis
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<Table 3> The effects of confirmatory factor analysis

. Measu
Variable Items Standar.dlzed rement t-value CR
Loading
error
cal 8 39 1532+
CA ca2 30 35 16.00+* 6
Association  ca3 56 68 1002«
ca4 65 57 12.03x*
csrl 58 66 10.60%
CSR csr2 34 29 1758+ %54
Association  csr3 32 33 1676«
csrd Rers 12 20.96%
Credibility expl 38 23 1879%
based exp2 92 A5 2050« .900
Trust 3 i 22 1903+
honl 33 31 17.09%
Benevolence
_based hon2 NC 37 1685« 810
Trust 3 sl H 1631
) emotrl 95 10 21.74%
Emotional
emotr2 9 09 2200+ 940
Trust
emotr3 92 16 2054+
corl 88 23 1895+
Corporate
] cor2 92 16 2039« 918
Attitude
cor3 93 14 20,78+
X =393537, df=155(p=.000), GFI=.883,
Fit AGFI=.841, NFI=.930, CFI=.957, RMR=.08
* p<.001
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<Fig 2> The results of path
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<Table 4> Correlation matrix UEbtH(B=.87, t=9.47, p<.001). =, A3 #lo of
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Corporate Attitude. p<.01).
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<Table 7> The path results of foreign corporation
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