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[Abstract]

Recently, trust in online transactions and corporate trust are most important at the corporate level as
social overhead capital in commercial transactions using digital devices such as online, mobile, and SNS
platforms. Therefore, this study used data from the Korea Consumer Agency's consumer policy
indicators to identify the impact of digital consumption trust and corporate responsibility trust on the
satisfaction of information and communication products and services. According to the analysis, trust in
digital consumption conditions and responsibility of companies have a positive impact on satisfaction of
information and communication devices and satisfaction of information and communication services. In
addition, it was found that trust in corporate responsibility has a greater impact on satisfaction of
information and communication devices and satisfaction of information and communication services than
trust in digital consumption conditions. Theoretical and practical implications for these findings and

suggestions for future research were presented.

» Key words: Digital Consumption Trust, Corporate Social Responsibility Trust, IT Device Satisfaction,
IT Service Satisfaction, Corporate Social Responsibility

(2 <]

2 o8& Aol 3ol ARAARE S =AM
7190 A7 TRy Fasith oo & Al =
T

F 2E9l, Zukd, SNSERE 5 UAE 7))

1 11

A" avjel AlFle} 71de] A9l A=t
A

3z
=2kl A e} AE ek 719 Aol

Bt B o It b i s RS B = =i RS 2

AEEAN AFI A 20 W] WA= GEFs geledith. B4 A3 tAE Anjeid AF

S} 7199 A AE7F ARSAV7] SRt AR EA AR e FAHHY dIFS T

Aoz yetdth B3 YAE Anjoid AFEY 719 A9 A7 ARGV HEEe 4

HEA M2 wSo] o 2 gFs mAle R yeEth oldd Ag-Adte] gk o] &4,
o

ATH AN B AT 99 AA 52

» ZAOf: TjR[Z AH[OIZIAIZ] 7|Q HOUNIZ) HBEAZ|Y| OHE, HEEAAH|A DHE, 7|240] ARSI 2ol

il

» First Author: Seungbae Park, Corresponding Author: Jaewon Hong

*Seungbae Park (sbpark@seoil.ac.kr), Dept. of Industrial Management, Seoil University

** Jaewon Hong (jwhong@gntech.ac.kr), Dept. of Global Trade, Gyeongnam National University of Science and Technology
* Received: 2021. 01. 04, Revised: 2021. 01. 18, Accepted: 2021. 01. 20.
» This paper was written using the Korea Consumer Agency's 2019 Consumer Life Indicators in KOREA.

Copyright © 2021 The Korea Society of Computer and Information
http://www ksci.re.kr pISSN:1598-849X | eISSN:2383-9945



218  Journal of The Korea Society of Computer and Information

I. Introduction
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II. Literature Review

1. Digital Consumption Trust
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2. Corporate Social Responsibility and Trust
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Fig. 1. Research Model

III. Research Method

1. Research Data
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IV. Results

1. Reliabilities and Validities
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Table 1. Exploratory Factor Analysis

Digital Corporate Social
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Trust Trust
DST 5 769 163
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CT1 197 724
CT 2 147 .653
CT7 183 627
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CT 5 175 .588
CT 6 234 552
CT 5 225 535
Cronbach’ a .854 764

2. Hypothesis Test
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Table 2. Regression Analysis_IT Device Satisfaction

Variable B S.E B t p
Constant 3.851 .008 453.96 | .000
Digital
Consumption 164 .008 204 19.31 .000
Trust
Responsibility | 508 | 0gg | 259 | 2451 | 000
Trust

Table 3. Regression Analysis_IT Service Satisfaction

Variable B S.E B t p
Constant 3.851 .009 448.75 .000
Digital
Consumption 179 009 | .219 20.84 .000
Trust
Responsibility | 5131 o9 | 261 | 2479 | 000
Trust

V. Discussion
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