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The Impact of a Company’s Eco-Friendly Management
Activities on Purchase Intention through Customer Trust and
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Abstract: Recently, as service corporate ESG activities have become important, especially with the
emergence of the importance of climate and environmental change, carbon neutrality agendas, and the
like, discussions on eco-friendliness have been highlighted. Accordingly, the paradigm of eco-friendly
management is being emphasized even more. This study aims to analyze the impact of eco-friendly
management activities on purchase intention through customer trust and customer relationships. The
subjects of the study are customers who use eco-friendly management companies, and statistical analysis
was performed using Smart PLS 4.0 and SPSS 23.0. The results of the study are as follows. First, CEO
perception had a significant impact on customer trust. Second, service corporate attitude had a
significant impact on customer trust. Third, service corporate responsibility had a significant impact on
customer trust. Fourth, CEO perception had a significant impact on customer relationships. Fifth, service
corporate attitude had a significant impact on customer relationships. Sixth, service corporate
responsibility had a significant impact on customer relationships. Seventh, customer trust had a
significant impact on purchase intention. Eighth, customer relationships had a significant impact on
purchase intention. Through this study, it was confirmed that consumers who use service companies that
engage in eco-friendly management activities have higher purchase intentions through eco-friendly
management services and customer relationship management provided by the company.

Keywords Eco-Friendly Management Activities, Customer Trust, Customer Relationship, Purchase
Intention
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[Fig. 1] Research Model
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[Table 2] Analysis Result of Reliability and Convergent Validity
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[Table 3] Analysis Result of Correlation and Discriminant Validity
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[Fig. 2] Analysis Result of Structural Model
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[Table 4] Summary of Hypothesis Test Results
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