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Hyeonmo Ku, Ph.D

Former President and CEO

KT Corporation
FAH,ACHA, .

H52 S = ZMo|(golch)
Dr. Hyeonmo Ku was a CEO of KT. He was appointed as the CEO of KT in March 2020. After taking (=20}
the office, he declared the vision of DIGICO(Digital Platform Company) and successfully transformed
KT from a telecommunication-oriented company to DIGICO. 71871 28 =7} CH & ._“ *'ﬂH7f OJA|A =z710[0f2] & cteis2cy)

(HEh) oMo 0|2|= G =
Prior to his appointment as CEO, Dr. Ku served as President and Chief of Customer & Media Business
Group. Dr. Ku served as Chief Strategy Officer from 2015 to 2018. He also served as Chief of Staff in ACtA(S=LH) STAlH| : 2152 (= ML)
2014. Prior to that, he served as Chief Operating Officer of Telecom & Convergence Business Group ZEE(RH) o

in 2013.
zdz|(S2d)

From 2009 to 2012, he was the head of Strategy and Sales Unit in Mobile Business Department,
where he played a key role in making mobile business strategy, as well as planning and implementing
of distribution channel strategy of KT.

Dr. Ku is a veteran in the telecommunications industry with more than 35 years of experience. He has
assumed outstanding leadership in the development of business strategy.

He started his career in ICT industry at KT after graduating from Seoul National University with
a Bachelor’s Degree in Industrial Engineering in 1985. He received Master of Science degree in
Management Science and Ph.D. in Management Engineering from Korea Advanced Institute of
Science and Technology (KAIST) in 1987 and 1998, respectively.

He is currently the vice-chairman of National Academy of Engineering of Korea and serves as an
executive advisor for KT. Also he is an adjunct professor of Department of Industrial & System
Engineering of KAIST.
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A Study on the Influence of Artificial Intelligence

SElptest R el Lol S L B eSee] Language Style Change on Consumer Attitude

Li Suowen(Qingdao Huanghai University)

Z}0] (= S Hask ElIX 2
Fate|(S=chstn AEsta} o EHS) . S
HAO(SArystn At 0L E) Pan Yang(Qingdao Huanghai University)

Ao (Majcystn 24)

= s 30| HE|X| s tiakS EL610] AH|XFS0| ZIHE S =161, 0| Sl Alz|A WM XEte| BioZ In the rapidly evolving digital landscape, artificial intelligence (Al) has emerged as a transformative technology
Z8SH= 1P S AT 472 0212 A2 |0l TVEHo| CHet 7101 ZXRkl= AR et Ot "UE|X| s7's XY reshaping consumer-brand interactions. One of the most prominent applications of Al in this context is the
2|9l ICHU D KR 22 K|S HIEIO 2 Sh= 2o 3t OOR0] AR X Z REEF QICH development of Al-driven language interfaces, such as voice assistants and chatbots, which engage with

consumers using natural language. These interfaces not only facilitate seamless communication but also have

10| HiHo R 20| 24 HX| AT ZA|SIR QI & X 2SH|7} kstz| 1 MEX JHX|7} A|E[SH= AMEHO| the potential to influence consumer attitudes and behaviors in significant ways.

- O | o
SAMEICE 0213t BH2tof| A 2 911= "RE|X| 531'2] Q17|12 F2 AL Cfst 2| ATt 12K SHAISIT}, Q171= A3l The present study aims to explore the influence of Al language style changes on consumer attitudes, focusing
QIOf| M KA|=l 67FK| ZIHE QAE HIEIOZ AH|XIEC| XIHE F1E M6t 'UE|X| '8 Sl AYst=l AZTX on the factors that moderate this relationship. While previous research has delved into the effectiveness of Al
=3t TAR} 2|10 HRFC|H EX|0f Ciet XMek2 EHSH=X| 2A10tTt, in enhancing user experience and promoting brand loyalty, there remains a gap in understanding how variations
in language style within Al communication can influence consumer perceptions and attitudes. This research
2 A7 E 8| =01 AH|XIE CHY O Z of MEME0| MAISI0, O ZutE ECiZ "HUe|X| 7' AH|Q| TIYH1t 0| seeks to fill this void by examining the nuanced interplay between the linguistic attributes of Al interactions and
S0t AH|KF XA IHsd2 MAISIQICE "LE|X| 57's AetEl T2 AITX| Chot AH|XF KRR =0 Q0102 Z7 gt the psychological responses they elicit from consumers. Additionally, we explore potential moderating factors
EA, X[ AtZ|o] 918, AT X 2010| M1t 2|0|, J2|1 X[ 23to| EA4S UXZULE Ol= UM HSE 67HX] that may influence this relationship, including the consumer's prior experience with Al technology and the level
2HXEIEE @4 F e, A2, g, SEdat 20| Q22 BOFUCE F M=, L2 |X| s-1'E S22 DA of personalization perceived in the Al's communication. By incorporating these moderating factors, we aim
CHot Mato 2 ootz X[ ZEH(Q| RUIZS 2|=6tL, AIZ XY FRIS9| TA|=10f| CHet Mats Ho{FH, X|9o| 1ot to provide a more nuanced understanding of how Al language style can be optimized to enhance consumer
=5 BESH= O 7|04ettt. Ol H2d, dad, S4adant 20| QUL oiX[ge =z, S=2| AUXC! FXIH 22022+ satisfaction.
SHEQI AE 2HEo=RH S, "UE|X| 5712t 22 a0t 21 Us S SOl AelA 221701 MHSh= ¢ This research contributes to the broader discourse on Al in marketing and consumer behavior by providing
FEHZ = == UL 0[0il= g2 gt e do] L 20| UZS LAEULCE insights into the strategic use of language styles in Al systems. It also offers practical implications for brands and

marketers seeking to utilize Al to enhance consumer experiences that are more engaging and satisfying.
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The Impact of Corporate ESG Activities on Purchasing:
Focusing on Customer Participation and Customer
tolerance in the Vietnamese Market

NGUYEN THI THUY, MA NING, KIM KYUNG MIN
Doctoral Student, Graduate School, Silla University, (thuy.retail@gmail.com)
Doctoral Student, Graduate School, Silla University,(maning96.emma@gmail.com)
Professor, Department of Business Administration, Silla University (keim@silla.ac.kr)

Based on the importance of ESG in the corporate ecosystem, this study analyzed the impact of a
company's ESG activities on consumers' psychological mechanisms. For this purpose, 250 copies of survey
data were collected from consumers, and the research hypothesis was verified using AMOS 24.0 and SPSS
26.0. The analysis results show that, first, among ESG factors, environment and society had a positive (+)
impact on customer participation, and environment and governance had a positive (+) impact on customer
tolerance. Additionally, socialization did not reach customer tolerance and governance structure did not
reach customer participation. Second, customer participation had a positive effect on purchase intention,
and customer tolerance did not affect purchase intention. Third, although there were differences in
the impact of ESG activities on customer participation depending on the product type, there were no
differences in the impact of customer tolerance on purchase intention. Through this study, we were able
to confirm that ESG is important from the consumer's perspective and that it differs from the consumer's
perspective depending on the product type. Unlike previous studies that were limited to studying the
investor perspective, this study focused on the impact of ESG on consumer behavioral intentions, so it is

expected to lay the foundation for future researchers from a marketing perspective on ESG.

Keywords: ESG, consumer participation, consumer tolerance, purchase intention, product type
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Influencer characteristics’ impact on trust and restaurant
visit intention: A focus on Instagram

Eun-Mi Lee (Dongseo University)
Dang Thanh Thong (Dongseo University)

In the era where social networks reign as humanity's most potent online communication tool, this research delves into
influencer marketing elements on Instagram. The paper aims to investigate how influencer traits can positively affect
trust and the intention to visit a restaurant. Data gathered from 263 Instagram users in Vietnam through an online
survey reveal that influencers' physical attractiveness and popularity significantly influence customer trust. However,
the enjoyability factor does not impact customer trust in restaurant advertisements shared by influencers. The study
also establishes a significant relationship between trust and visit intention. These findings serve as valuable references

for scholars in future research discussions.
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Exploring Factors Influencing Customer Engagement and
Purchase Intentions through Instagram

Eun-Mi Lee (Dongseo University)
Xuan Mai Dang (Dongseo University)

With the rise of social media, businesses have revolutionized their customer interactions and promotional strategies.
Instagram, in particular, has become a potent platform for engaging with target audiences. This study aims to identify
the key factors driving purchase intentions through customer engagement. Data were collected via convenient
sampling, involving 216 respondents in Vietnam through an online questionnaire. The results indicate that factors
such as influencer fan bond, enjoyability, and attractiveness significantly influence customer engagement. However,
expertise does not show a significant impact on customer engagement. This study offers both theoretical insights and

practical implications for constructing effective influencer marketing strategies.

Musicow : Investment or Fandom?

TEeH(cistm FHrhE)
uhxlzH(m2qchEtn HHhEl)
Mg (n2qchsta FSohs)

16 |

What's the role of Musicow? Consuming music, such as by buying albums, listening to songs on streaming
sites, and downloading songs to one's own device, is common. However, buying music royalties via
fractions and trading them in the marketplace are relatively new phenomena. We examine the dynamics
of music royalty shares as an alternative investment. We investigate whether the perceived attractiveness
of music royalties as an investment is driven by their financial merits or investors' desire to support
favorite artists. To this end, we analyze trading data from Musicow, a newly established platform in
Korea that focuses on the price behavior of music royalty shares in response to a negative market shock.
Music is one of the cultural products that is sensitive to taste in demand; thus, songs by popular artists
are likely to induce strong attachment—a sort of fandom. We find that the royalty shares for songs by
popular singers trade at higher prices. However, shares associated with more popular singers experience
greater price declines during such shocks, contrary to the belief that fandom-driven investments might
insulate popular music royalty shares from market downturns. This finding suggests that deciding to
invest in music royalties is likely based more on their appeal as a stable and distinct asset class than on
fan-based motivations. Additionally, our results imply that platforms such as JKBX and Musicow facilitate
a more efficient music royalty market by enabling more accurate price adjustments in response to
external events, thereby enhancing market accessibility for retail investors through fractional ownership
opportunities. We contribute to the understanding of music royalty trading platforms’ role in market

efficiency and investor behavior.

Keywords: Music royalties, digital trading platforms, fractional investment, discontinuity desing, K-pop.
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A Comparative Analysis of the Impact of
Perceived Value of OTT Platforms on Content Satisfaction -
A Study of South Korea and India

Professor : Jae Hyung Cho(Busan University of Foreign Studies)
Researcher : Kumari Anamika(Busan University of Foreign Studies,
Glocal Business Administration)

The emergence of the digital era has led to a significant surge in the popularity and demand for over-the-top (OTT)
media services. OTT services provide consumers with diverse content directly via the Internet. Value is an important
concept in consumer decisions. This study aims to investigate the various values that impact content satisfaction
towards OTT platforms in South Korea and India. The research will focus on the relationship between perceived value
and content satisfaction in the OTT industry, with particular emphasis on the moderating effectof the country. The
study considers the quality, price, emotional, and social dimensions of perceived value to obtain a comprehensive
understanding of the factors that determine viewer content satisfaction in these two culturally distinct countries. To
achieve the objectives of this research, an online survey was conducted using Google Forms to collect data from OTT
users in South Korea and India. A total of 570 responses were collected, and regression analysis and PROCESS Macro
(Model 1) analysis were conducted using SPSS 27.0 to test hypotheses. As a result of the study, it was found that
perceived values significantly influenced content satisfaction, with emotional value exerting the strongest influence,
followed by quality, social, and price values. The study further shows that the country moderates the relationship
between perceived value and content satisfaction, with South Korean consumers showing a higher emphasis on price,
emotional, and social values compared to Indian consumers. However, the country doesn't moderate the relationship
between quality and content satisfaction indicating that quality value retains its universally influential status across both
countries. The implications of the study highlight the importance of addressing diverse value dimensions for enhancing
content satisfaction, prioritizing emotionally resonant content creation, and tailoring strategies to cultural preferences.
Despite its contributions, the study has limitations, including a small sample size and limited focus on perceived value
dimensions. Future research should aim for a more diverse sample, consider additional value dimensions, and explore

alternative moderators beyond country boundaries.

Keywords: Perceived Value, Content Satisfaction, OTT Platform
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A study on the relationship between Service quality of
online shopping mall, Perceived ease of use and Perceived
usefulness across different countries:with focus on South
Korea and India

Jae Hyung Cho(Busan University of Foreign Studies)
Harsha(Busan University of Foreign Studies,
Department of Glocal Business Administration)

This research aims to investigate the impact of e-service quality (E-S-QUAL) on the perceived ease of use (PEOU) and
perceived usefulness (PU) of online shopping malls. The E-S-QUAL of online shopping malls is further classified into
efficiency, fulfillment, system availability, and privacy, and its effect on PEOU and PU is examined. Additionally, this study
aims to explore the moderating effect of country(South Korea and India) on the relationship between E-S-QUAL and
PEOU.

The method employed involved designing bilingual questionnaires in English and Korean, which were then distributed
to consumers in South Korea and India via Google Forms. A total of 456 survey responses were collected, with 242
from Korean respondents and 214 from Indian respondents. Multiple regression analysis and interaction effect analysis
using SPSS 23 were conducted to validate the hypotheses.

The results of the study are summarized as follows:

First, the dimensions of E-S-QUAL, including efficiency, fulfillment, system availability, and privacy, have a positive
influence on the perceived ease of use of online shopping malls. System availability and efficiency are particularly
noteworthy, as they have a high impact on perceived ease of use. Second, perceived ease of use (PEOU) has a positive
influence on the user’s perceived usefulness (PU).

Third, the relationship between E-S-QUAL (fulfillment, system availability, and privacy) and PEOU is moderated by
country (South Korea, India), while the relationship between efficiency and PEQU remains consistent across countries.
Moreover, the influence of E-S-QUAL dimensions, except efficiency, on perceived ease of use is significantly higher in
South Korea compared to India.

These results clarify the importance of e-service quality determinants in shaping users' perceptions of online shopping
mall platforms. Additionally, it also highlights the specific e-service quality factors which can affect the perceived ease
of use of online shopping malls significantly in South Korea and India.

In conclusion, these findings provide valuable insights for global companies aiming to looking to enter the online
shopping mall markets in South Korea and India, suggesting tailored marketing strategies based on the differences
observed in consumer perceptions about technology adoption between the two countries.

Keywords: Online shopping mall, E-S-QUAL, Perceived Ease of Use, Perceived Usefulness, Cross-country analysis,
South Korea, India
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Impact of influencer and product type on purchase intention
based on country (South Korean/Kyrgyzstan)
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This thesis investigates the impact of influencer marketing on consumer purchase intentions, focusing on the
differential effects of micro and macro influencers, as well as the type of product, within the cultural and economic
contexts of South Korea and Kyrgyzstan. It highlights the increasing relevance of influencers in marketing
communications, driven by their ability to significantly affect consumer behavior and brand perception through social
media. Influencer marketing, characterized as a form of electronic word-of-mouth advertising, has emerged as a vital
component of modern marketing strategies, allowing brands to connect with their audience in a more authentic and
engaging manner. The thesis aims to provide a comprehensive analysis of how influencer attributes and product types
influence consumer behavior in distinct markets, offering insights for optimizing influencer marketing strategies. By
examining the role of influencers in these two contrasting countries, the research seeks to uncover how cultural and
economic factors influence the effectiveness of influencer marketing, ultimately providing actionable recommendations

for marketers looking to leverage these dynamics in South Korea and Kyrgyzstan.

Keywords: influencer marketing, purchase intentions, micro and macro influencers, South Korea and Kyrgyzstan, type
of product.
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Attribute-Focused Analysis Through Text Mining:
The Case of Branded and Non-Branded Hotels

Mzl (Sotch)

LAI SHUZHEN,
REIEI))

Effects of Gamification in Live-Streaming Shopping on
Purchase Intention




2Ho| E1E £, XI2EI JHKI,

(FXX}) O1X|M HiAL2pEd(Sofh

(B MERE) A

A= SE=A O|0IX| H|QF 2EEAIZ AMEA LIO | 2fol Eferd =2t

oF|
=

a2 2

el

S =2t

2
==

off HI3H DfH|et 275OICt. Ef

24
=

He=

=]
==

I.

H
o

o7

of ALt
NES

o

)
of
O,

L= 0l &4 It

= AH|X

ol
AX

Effety =7t

=
[

=1
—

b

.
o
[y

g

F oo

H}O
O -

oyt

"":O
=

=0 0jx]

2=
=

)

2150

PRI QRlo= 510 Yoot o|2{at

el

=
s

iy

=

Ao =2 LERCE Lot X|

h
[

G2 0Kl

F

.
o
[

=olo|

=
—

Xz 2ES =E0IUCE 2222 02{3t -1 E 1t

A

=x
e

Keywords: =% °9I(Push Factor), 821 2¢2l(Pull Factor), X|2t=l J1X|(Perceived Value),

2/(National Garden)

Satisfaction), 273

I 41



20244 st=0p3|2t2| eS| EA|Shary

O Alet O ol ThE

Attribute-Focused Analysis Through Text Mining:
The Case of Branded and Non-Branded Hotels

lakovleva Vladislava(5 At stm AHsta})
ActA (S3chEta AFstat)
SEls (P AhEtm ZAFstat)

Reviews play a significant role in communicating genuine and trustworthy information about a service or product,
driving customer purchasing decisions. From a company's perspective, understanding the crucial attributes that
customers highlight in reviews is essential for devising successful marketing strategies. Companies need to be
cognizant of the opinions and sentiments expressed in such consumer reviews to enhance their offerings and
performance. This study aims to investigate the nuances within customer reviews, particularly focusing on customer
perceptions and the importance of service attributes for both branded and non-branded hotels. Employing an
attribute-focused text analysis is useful for effectively investigating attributes that affect customer satisfaction.
Attribute-focused sentiment analysis has been a recent advancement in text analysis models and has great potential
in evaluating customer satisfaction. Our analysis, based on 110,955 consumer reviews and ratings from 2,832 hotels
from the Yelp platform, contributes to further research in user-generated data analysis. This research is also significant

as it enhances the understanding of detailed text analysis.

Effects of Gamification in Live-Streaming Shopping on
Purchase Intention

-

LAl SHUZHEN (5 AtCH St MALapA)

s}
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r

Keywords: Online Reviews, Sentiment Analysis, Customer Satisfaction, Hotel Reviews, LDA Topic Modeling,
Consumer Rating
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Live-streaming shopping is a highly interactive form of e-commerce, in which the live streamer shows products
through live streaming and interacts with the users in real time to achieve the purpose of selling goods. In recent
years, the integration of gamification into the practice of live-streaming shopping has attracted more and more
attention, intending to increase user participation and stimulate consumers' purchase intention. However, there are
relatively few studies on the impact of gamification in live-streaming shopping. Therefore, based on previous studies,
this study combines the S-O-R theoretical model with gamification as the independent variable, considers hedonic
value, utilitarian value, and immersion as mediating variables, serves product attributes as moderating variables, and
with purchase intention as the dependent variable and then establishes a theoretical model. This study investigates
how gamification affects purchase intention, examining the mediating effects of hedonic value, utilitarian value, and
immersion, as well as the moderating role of product attributes. Furthermore, this study aims to provide practical
implications for marketing strategies for enterprises to secure competitiveness by effectively utilizing gamification in

the fiercely competitive environment.

Keywords: L ive-streaming Shopping, Gamification, Purchase Intention, Immersion
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