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Abstract: As social interest in Environment, Social, Governance (ESG) management emerges, ESG
management is considered a key factor for sustainable development and growth of companies in the
future. In order to settle the emerging ESG activities more stably, it is necessary to induce sales growth
based on the company's ESG activities, and accordingly, it is necessary to listen to the needs of major
customers. The object of this study is to explore the characteristics of quality that a company's ESG
activities affect its image, corporate fairness, and customer loyalty. The subjects of the study were
consumers using the IT platform, and SPSS 23.0 and Smart PLS 4.0 were used for statistical analysis.
The results of research are as follows. First, the environment had significant impact on corporate
image. Second, society had significant impact on corporate image. Third, the governance structure has
significantly affected corporate image. Fourth, the environment had significant impact on corporate
fairness. Fifth, society had significant influence on corporate fairness. sixth, the governance structure
has significantly affected corporate fairness. seventh, corporate image has significantly affected
loyalty. eighth, corporate fairness has significantly affected loyalty. Through this study, customers
were confirmed that companies have higher loyalty when companies faithfully performance with ESG
activities.
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2.1 ESG &%9] E-A(Characteristics of ESG activities)
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[Fig. 1] Research Model
32 d77H

3.2.1 7|99 ESG 257 7Y olv|X| ¢t 7Y TR #Al
ESG & T 34, A3, AultxE 719 olvAe 719 FAA fFosk Jk
e eagtE Aol AFHATHI] & tE AT E ESG &50] 719

A FAAN213]0 FEFe HHTL ST E dATolA = ARATE bR e
S o] AT 7S A

7Hd H1-1: 7194 ¢] ESG 252 7| olu el A +og 93k
74 HIl-1-1: 8732 7|4 ©
A

el
]

7

o

] 3 2
7F4 H1-2: 71949l ESG &5 7|4 T4 A F3 9T
7Hd H1-1-2: 3742 719 A8 A Fals g 713 Aol

110 Copyright © 2023 KCTRS



The Impact of Environment, Social, Governance and Corporate Activities on Customer Loyalty

7Ha HI-2-2: AbEl= 719 A A9 el 9F= 71AE Aot
7Hd H1-3-2: Adllgrx2= 719 84 A5 Fos 43S 713 Aotk

322 714 olvA, 719 XA, 17 FAHESS] A
71 olmA|[812F 7] SAAAOI0][14]S A FAL dF

gelstaith & ATl = A g} g3 e 14
74 H2-1: 719 oln| A
7 H2-2: 71 BAAL

£
L
FO
_\‘l_‘

H H’I

o A FAF FFS 73
o A FOIF JFE 72

33 o] 22A Aol

ARATE dEez ggd ol W
T Og AE Bge 59 HER Z4s0,

[Table 1] Operational Definition and Measurement Items
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AL SPSS 23.0% Smart PLS 4.05 AFESISITE 0.6 ool 2<1AA L,
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[Table 1] Analysis Result of Reliability and Convergent Validity

2:]
+

L[AFA 7k AVE C.R Cronbach's o

0.743
0.731
0.738
0.717
0.752
A3 0719 0.537 0.822 0.713
0.714
0.744
0.780
Xl -2 8:22 0.570 0.841 0.747
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0.803
0.751
7]19) o]m]x 0.558 0.834 0.735
193 olH]A] 0706
0.725
0.743
0.755
719 344 0.550 0.830 0.728
]1:] [e)ae o) 0755
0.712
0.756
. 0.752
a7 FAE 0730 0.543 0.826 0.720
0.709
[3E 2] 337 2 B A A
[Table 2] Analysis Result of Correlation and Discriminant Validity
< N 719 714 N
Ll AVE 374 A R 7= ZNT
T o ]'il ] H?‘ °]u];q _—,01%}8 e
37 0.536 0.732
A+E] 0.537 0.714 0.733
Z]Hl -2 0.570 0.718 0.726 0.755
714 eln]A] 0.558 0.717 0.732 0.738 0.747
719 544 0.550 0.728 0.727 0.732 0.730 0.742
a2 FAE | 0543 0.704 0.728 0.733 0.714 0.727 0.737
* 3 OIZHAS AVE 9] Al ez JaAse] $3 3o gRy aug 3 glgao] Ty

TZ RS Smart PLS 4.0 AlEE g on TERRES B AR WS 719
AEAS, ARAAFR) AIES EEaATE R2gEe] 026 o]dolw Aol Hwtms)
E=rha B 2 9la, 025~0.1301W E7F 3t Awaa B 2 9t 043 wwre A3}
S Aew EAE S Atk 219 elMA©ms), /1Y BAA0673) % 2
SRAE0.734)°] gk AFAGFHL P o2 e

0.529(t=6.326)

0.390(1=4.668)

[Fig. 2] Analysis Result of Structural Model
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74 HIS AEEATH 3A, 7HE HI-1-18 A9EATh S4S 719 ol H o F-2p
= 0467, t = 4.648, p < 0.001)3 P& WA= FHAoE VERT =4, 7HE HI-2-12
A=A A= 71 olm Aol FoB = 0.218, t = 3.007, p < 0.01)% FFE WA=
Aoz Yerwtth AA, 7F4 HI-3-12 AYEAT. Auj2s 719 olv Ao Fo@ =
0233, t = 2348, p < 0.05% JTFS wA= Aoz yeig UA, 7Hd HI-1-22
Al #4L 719 T840 FAB = 0346, t = 2283, p < 0.05)F FFE A=
Aoz Yyt galAl, 71 Hi2-2E AEEdnh sl 1Y 338 FoA@ =
0244, t = 2343, p < 0.05)% FFES A= Aoz Yeyy, AAA, 714 HI-3-2&
A AT A= 719 8 (B =0.300, t =2.752, p < 0.01)3 FFS A=
Ao = YERRLT

7 H2v= AEEHATE AA, /M H2-12 A EJT 719 olvAlE 1A T
(B = 0.529, t = 6326, p < 0.001)F F&FS WA= Ao YelET. =4, 7H4 H22&
AeE At 719 AL A S FEPB = 0390, t = 4.668, p < 0.001)F FF=
m 2= Ao eyt

=]

3] 7bazg At ao

[
[Table 3] Summary of Hypothesis Test Results

A AR XF3HA5PB) -7k A 5
Hi-1-1: 373 — 719 o]v]A| 0.467 4.648%++ B
HI1-2-1: AF3] — 71§ o]H]A] 0.218 3.007%* e
HI-3-1: AT — 7|4 o9|A 0.233 2.348%* el
HI-1-2: 374 — 719 334 0.346 2.283%* e
HI-222: A3 — 719 334 0.244 2.343% e
H1-3-2: A% — 719 784 0.300 2.752%% e
H2-1: 719 ol9A - F4 % 0.529 6.326%%* e
H2-2: 719 3448 - 8= 0.390 4.668%%* e
t>+1.96 * (p<0.05), £42.58**(p<0.01), ££3.30%**(p<0.001)

5. 4%

2 AFE= ESG Eso] 7Y ovA # 7 FAAAY 17 FAHE oyt S
=45 g2lstr] 9%k AF Aot}

2 A ARE a9std vy Ak AA, ESG ol 7Y olu A 7Y
FAA Fo3k JEgS vRtk= 7Pd HILS AR EHUAY. S, 34, Ag], AR E
7194 olulx], 71 FAA o3t JeS uRtE Folth =4, 7| oluX| e} 7Y
Tl 1A FAEC Fo3t JgS vgE 7 H2e AYHAY ol
Ay AF5-819F AR ARgks Uedla Qo 2 AGFE Fste] BSG €] 7Y
olmlx B 9 AN 1A FALY F9% FFS mATE AL AZHom
AHS3kA

B Ao Atk v gy 2o B 4 o AA, IT SHEFS o] 8ok
2H|2E BSG &5 89 & 34, AulTE, AR o2 7Y ov A& HIFdYh HES
IT ZYPEE o] &3l= A2H|AE= ESG % 292 = 374, Auj#=x, A3 o2 71
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