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A2 olEH w7

A 1 A ESG (Environmental, social and governance)

2.1.1. ESG /g

ESG(Environmental, social and governance)et 37, A}3],
A28 ZF gl tigk 7o et BrEste] 7|4 A A&
7S Brkekes AA FES oHgktt (Moon et al., 2022; Huang,
2021; Mervelskemper & Streit, 2017; Velte, 2016). & £,
ESG(Environmental, Social, Governance)= H| A F% A3} W&
E==ot7] flal 7199 7 Eobd AR E SAHse Vs geth
Environmental, Social, Governance ¢] 3 ¢ 225 @ "oz dexd
ESG &= HAF4 8.4¢0 84, &, ABEA 55 1L
T ke @A 7HxE T v 874, AL
A F2E Yu)shes dolo] o2 A 2004 W Z9F el AHFEE
53] ob=(Kofi Anon)e] 83l wet <l =28 FHE(UNGC,
United Nations Global Compact)ol A &2 g2 AAFHA} (Gillan
et al., 2021). °]F, 2015 el oM™ A& 7hs W H3R(SDGs)7}

s ™ ESG 9] Zido] AjlxzmEal =
8 Y M Fo=TlA 719 ESG wA 9FstE Fxlsta 9lo
ESG ¢] s8] Bt} FolAal ). o] FAo upel =] gt



2025 1S HxE g3 AA7HdE TR dAH] ESG FA

A A o2 ESG 9 vl fAbe ouE 2B EHAT e ou =
F¥H7%= ok ESG & HATA AaE yUedle A% sl

A]

4

7Hsdt 4 &5 o2 oJAXIT (Lee and Rhee, 2023; Galbreath,
J., 2013). Aoz, vAEA A3E 7heT]e SAlCl ESG = 719
S8, Ab3], A EiarE Zb Jokell A A&7k sE S o] F7] fl8l
Tt Fee vt ESG o H7F Aol wet 7IlEe] 43
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Hibel & Scholz, 2020; Mervelskemper & Streit, 2017; Yoon et al.,
2018). o] Ao wEW AlEELS 34 TA dd ¥ 2 A4S

7HAaL 9lew o= Aw avjrbEe] Tl AL Aol HeEA

o

¥

Q3% 247 IHSEE X3t (Moon et al., 2022; Heo &
Muralidharan, 2019; Rothenberg & Matthews, 2017; Sadiq et al.,

202D ARSA 84 AR AoMAlT s Hesta BEREE s
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2018; Galbreath, 2013; Huang, 2021; Velte, 2019). A wj4% SH&
Ao &84 #HE Yns AulTxR A 849 542
FHAGE Adsa Hi} 8752 =55t Al (Moon et al.,

2022; Buallay, 2019; Velte, 2016; Yoon et al., 2018)

ESG = 4] 7k, &nak 35, 3|AF ojuA], A% Qs
ek ATAAT A5t npRT AR ZF ESG A 840 tigk 7)ol =
ZdolA 714 A A&7bsd At wet ESG AaE S8t
T2 ol¢ g ESG Ae AT AHE A4 (Moon et al., 2022;

rUhL

Fatemi et al., 2018; Mervelskemper & Streit, 2017; Velte, 2016;
Yoon et al., 2018). ESG & 7|43 #dE A3 4 5o =4S 237
ol 71gel 7199 A& 7heAd e @At e S ol FaL, 9 En

A Aol GeS nlE Aolr] wjiEoltl. (Moon et al., 2022;

rr
ihd

Miralles—Quir6ds et al., 2019; Velte, 2019; Yoon et al. 2018) mE3}H
ESG 782 559 24 7IXE Fugst=d 7|dsit= As
WA Ekar 9l o (Hubel & Scholz, 2020) ] W& A% 2 3 (Huang,

X

202D = olojivtar A A Utk ofAH Aot dEE W2 ESG
AT7F @ H o = Wb M)A e ok oFF ESG Al Al e
53 o] | Aot (Moon et al., 2022; Alareini &
Hamdan, 2020; Maiti, 2021; Miralles—Quir6s et al., 2019; Nekhili et
al., 2021). 12|t} ESG ¢F A 7HE Sl 7194 8] A& 7hs ek A<l
CSR & AHE3E A77F 248t o] 3tk CSR ¥ o] 7o =
CSR & 719 °]u| A& AA3tt). Hoeffler and Keller(2002)&= 714
oA E 1% At Aot HE Vg HAZAA 2Ee] oS

A A gt



2.1.2. ESG vs. CSR

ESG ¢} CSR 2 719 A FHolA FA /WdE& 7hA L

gov £% A= Eg5] AgH AW, FAE TIH

ERxol Beta ESG 9k CSR 9m|7) tha Aelsith ESG A ahe
7199 234 AJCSR)A =85 9 v A5F4 %] (Moon et al.,
2022; Galbreath, 2013; Velte, 2016)¢! ®¥Fd, CSR 2 7]o] Kt}
ARSI A AQls thebal o v 7)ol HE S F78} (Gillan et
al., 2021). ESG ¢} CSR 9] 7}¢ & AolH o2& ESG &= Avj4x
FAE EFg3E Aotk BESG £ A2 998 HA o
gkt Wb CSR 2 34 9 AL A olqrel B F o] 9l Aoz
2Fsta k. wEkA, ESG & CSR ET} ¢

=
= ZA3Fo] 9t} (Gillan et al., 2021). o] A& F

gof7} M UAE e ojuE AUA|e CSR 3} ESG & BT
FRu 27 wFE AL Fo] old|RAAS] BAd 2HS BF7]

=
Hzoll FARE HAYSES Agdivda & 5 vk mEbs, CSR A<
ESG ¢} &Mz} fls o] dade AAst= 28 7Hee Aretal
FEZ 4 Aok (Moon et al., 2022). o], ESG ol tjgt t}& E-2 A3
Aok MR 2 Ayl E V& At CSR o =9
FHxsto] ESG A¥tet &AL 5 1He] AdA S ddsted s

skarzt ke,

ESG AF3s] 93} CSR 2 71 fAFsH- o] oo of AXIY. 7]&
CSR & w29, Friedman(1970)= A4S &
7N 71 &5l FHAst= Aoz Aosglt). Carroll(1991)9

ofstd, 71de] AAA, A, &2 2o AdFH 2Ads A
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2.1.3. S(Social): AF3] o4

ESG < 7199l S(Social) H= A3l Gol 7ol 7hA] ol wlA=
FEFHol 7 Avk= AS Fdsi (A9 9], 2014). ESG =

S(Social) GH2 AF3] H= ARRA AQ) dHe A A sk 4=
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HIASS Hosta AL 4 dstr] 913 A4l AL EA &
93k &5 (Moon et al., 2022; Fatemi et al., 2018; Galbreath, 2013;
Huang, 2021; Velte, 2019)& X3tstar Qo i H9S Hrbst=

ARZ FAE ATk

7191e] ESG A= dnbHo s
o] om UL glovt ESG #d TAl= A AlH Rt
obyth. ey frH B om=e] A= el AAA Ao r ESG B FA
o] F-5l7F gAhtkE Al 9l FAlolth. (Deloitte Insights, 2022) ©] 9
tarel 22l FA 78Ee] AS4om vgsty B AHlA Ao
GjEaL 9lom ESG AE g7l tidk Fart Akl ool wel
71999 ESG A3 3l H4 o x MSCI, Bloomberg, CDP, S&P 52

228 G|l AR E st B7F 38 HAskE Adskstal

9l FAolt}. (K-ESG 7}el=g}el, 2021) o &
S5 Z(Bloomberg)= ESG 37l & A< 2t F& A9 Hdl
3t ESG & wisl] &xstar ok (A, olAld, 2022). o] 7|lE &

AE(S)F Gl 3 HrF =S F 12702 FAH Tk [ 1
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A2 A P

2 QFE BSG AHEI(S) ool AEstel anlxte] Y52 ok
BHoz o7 Wl HF GG7 fAen oAAE CSR AT E
FzPh AWACE CSRo &4 BB G2 vAvkn Yz
AAT ESG EF vl BFC): ) oo S AL F,
avlze] Agol BEE AYST AT RS Wolitn FES &

1t} (Lee and Rhee, 2015; Fishbein and Ajzen, 1975). w24, ESG 9l

=

g 2nAbe] WS ESGol W B=E dAsta A5 de i,
o A% 7ol ool FFE Wk ESG ¢k CSR 27 o] s @A At
AHE A Bl FEEHE frAREE l2g s dAYSoR 557] il
CSR o] ESG 975 sdste 7 72 FEdva /Mg &

¢

At} (Lee & Lee, 2015).
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A 3 A Aokd A4

CSR & 7Id9 /M-S wdste 2™ MAYFIt (Lee and
Lee, 2013; Maignan and Ferrell, 2004; Pérez, 2009). AR]| =z} 35l
FFs A= AHANA ESG = CSR & FAFsHAl 2H&-gtthal B ks
uj, ESG &3t 7199 /IS Fdske wAUSFSE & 5 Stk ol
719l MAds EHskE CSR 9 ESG ol wheh Aujah s
A ®lo)h o] F, &Fold XA (Self-congruity)S 7199 A A o

2]} WS 733 Aoz B 4 9} (Lee and Lee, 2013).

=
(Sirgy, 1982). &3+ #}7] 7l (Self-concept)o] &, 3+ Algto]

wole st oy mi AMEA A e Oe A% ggow

X
o
=
e,
o,
i
r o)
e
ol
=L
)
N
o
=
N
=
ok

M,
2
u
o
=)
>
e
N
o,
&
B>
R
_>|i

Ao} olm x| ok A|F o]m| x| eke] AR o] Au|RRe] A7t Bl dFo
nX]= kol digk A++7F 5] Htk (Dolich 1969; Hughes and
Guerrero 1971; Sirgy 1979, 1980, 1982a). £3|, &L AT o)A
MRS ARALE 9] Ao o]u x|} frALRE o] W XS THAAL =
AFES Aosts Aom HeA AotdAA o]&2 A A Wil Ut
TAA S =, Sirgy(1982)= AR AES Aot om| A&} A|F o A&

HEAAM AEe AHE e 2T omZA A7l fgoly 54=
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FARGE AES AU F, AF WA} A8 A A9 H7}
o= Ajelo] Apale] Ao} ofm e}

[e)
o
AAF Wl FHHA e A Aolw, 1A ¥ Aol

o

FAAQ whge yekd g dvs Aojn ol%, #E AES

B A= g HAh Levy (1959)e] w21
MAbE AE BAEE A9 u Aale] ojn)x e} dA|sh= AlE
=2 X33} (Grubb and Grathwohl, 1967). Bl &le], Anv|x}7}
= ojux|e} A4l Apoprlge] ¥ dA[Fvhal =4 ), S Apo}
dxdel =2 W, Bd=o] 3 Hee o 394U Aot} (Chang,
2012; Graeff, 1996). B3h, o3 dA] A o4l Pgo=
o] Z 4~ It} (He and Mukherjee, 2007; Sirgy, 1982; Sirgy and Samli,
1985). © ozt A7l dAlo] gk A= AAl A7|(Actual self) 9t
o]’d# At7l(Ideal self)= Wrol A i AF3] 4 A A #47](Socially actual
self)@} A}3] 4 o] 4 2}7](Socially ideal self)= S & A}, (Sirgy,
2000) ¥ A=, AA|l A7) A9} o] ARl A7) dA|= A
ol wAl= o] vhamm, oAl A7) dA|= Al A7
YA A g=o] #A v & J&&S 7 (brahim, H., &

Najjar, F., 2008; Ibrahim et al., 2008; Zogaj et al., 2021a)8}+= <

Aot QA AFEOY} HAZE o] 7]%e] ESG BES 3
A7) Adare] BelA W X AEE vel @& 4+ AL Aow
welny. A A4, Aok QA4 BSG o A6 tg ATrE A
A4 e Aol 7]watol
Q4437 BSG AF3)(S) B%5 1b9]

Aol EARTE AL FEF 5 ATk Carroll(1991)0] AE
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CSR 4 7HA 2+ = A3 34 9 o]eh% &H3pel whd s ko]
Aretd d 7Hd AR BAIE 7HA AL v ofell, ESG ¢ Aotrd 1He]
& AL 3T 7 Aok E=gH CSR 2 Apolrld o] AR S
Universal Value Theory = X34 7}%] o] &(Schwartz 1992,
1994)= v ¥t} (Lee and Lee, 2013). Schwartz €] universal value &
self-enhancement 7}*] 9} self-transcendence 7}%| F7}4] 84 =

v KTk JRQ1A ZFA9F CSR Q1419 @Al dig d3 A+ self-
transcendence 7FA7} & AARA TS, BT e} AHlE S

A7) EHX|eo} &S FF3rt= AS gAYt (Basil and Weber
2006; Golob et al., 2008). =, CSR o] &3], A% 2}l o]

Tt o]o] mek, ESG E3F CSR 9 &84
A 2T AR AFS(S) o] AFdA A E self-transcendence

A FAekE Ao® FEE  olvh webA, ESG 9 Afeld 7]

I
2
ot
v
oy
=
mlo

Aol EAT Aoz gy zold Ao JedS njH Aoz
HolRt

t Yo7k, CSR Aol #pob A 2 2o} A4 o]
MR Psom 7hA] olojx= Ae &ele 4 Unt Connolly ¢F
Prothero(2008) &M AH7F Apale] 74A], Azb 9 G284 g (ol 54
2], &84 S dAlekE AlES avdthe s BT
(Lee and Lee, 2013). ©]=, &R Al AgS Fo =i 4 g
Adzks =7 5] wimell ARl dA| sk Al TR
olo]x| & Zlolztal At wEbA o] &n|A7t ApAle] Aol s
e AES Pl TbeAel wou, oy A Ve &ElA #Eel
S W HYE gu R olojin, k= g A3ATE, Sheikh 9}
Beise-Zee(201 D& 7113} B 84 WA v o%=g T/

pos)

aly

20 ;ﬁ': ui 1—l|



21

Oft
32

A2 g



A 4 A AAFA /AT 4P

7hA & 7HQl AAd o] dAlel™ (Hitlin, 2003) AFok= 70219
Aoz o]FojA Ut} (Lee & Lee, 2013). BE A& A3
A7] ATl glgE Q14] (5, actual self-concept)} HQlo] oA = a1
Aojeti=A] (5, ideal self-concept)ell Wit A2 7Fx] 3 g}, o]t

A B8 Folol A @et A 4 Atk AT -HET 2,

oA S 7 3Fe] 314 ApolE AWEte MEeE A
Ao H At} (Hofstede, 1980). 7lelF2o]9} HEtFol= Uk 2F¢of A
G=toll YAeh= A4S HERA Q] Higiid o2 JFEkeith

Aol AT HoFel ARiuA Ahe) F54
GO Aol W, olsh s AT st FeFol

Nz T2 Adel At EAEE BEhe Ador dgsr|E dr)

o

(Oyserman, 2002; Schwartz, 1990; Triandis and Gelfand, 1998).

A, AH, ZA717A, AT ko] o Erhal A 3
(Han & Na, 2004; Hofsted, 2001; Yoon & Kim, 2000). 7Rl

A& A7) 2xzel sl Ve SHAIRE v Aol dEel ddE

gAY ST Bat glrkw A% ok we] ATl 7,
AT, Aol 7%, AT, AejArEel ofe] RAHD 15T BAS §

287 el 7Hele] Hl-&S A&3T}(Park, 2014, p.3)E HolA &

o7} ik, EE, guFelt dwAoE FEAS AW NS

oy i | ui 1—l|



(2001)¥} Maignan and Ferrell (2003) "=, X2~ A& o=

Carroll(1991)9] H|7}A] CSR Fd(@A14 A, HEZH Y, &4

t&}to], Chomvilailuk and Butcher (2010)& F g2 2159 33l

CSR B¢, CSR £ %= % CSR +5742 HAE As %o H(+)9]

Aol = AAA Apopd i Aol FX14 7FA|(self-enhancement
value) .t} o] 44 27171 (Quester et al., 2000)¥} z}o} 242 71
(self-transcendence values) (Cianci and Gambrel, 2003)7} 74z t}
(Lee & Lee, 2013). webA, Fe59o] A3k AtdEo] 2pof A

G AAF 4T AFE w6 Fekn A @ 4AA
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A 5 A AY

AH AL A Aol AW A ggol w A= gkl tiek At thdzt
Wb s o] gk} (Kim, 2015; Brucks, 1985; Rao & Monroe, 1988).
A Ajolgk AlFe] 54 AH| gigh &Anjxle] QAo =m Ao 4 Ut
(Brucks, 1985). ¢xHtd o2 An|x} 2] 212 34 %] 2](subject
knowledge)® 24 ¥4 A2l (object knowledge)o] 2= F71A &
5%t (Park, Mothersbaug, & Feick, 1994). 34 x| A& 231z}
st #d ARIE deby AgshA A HA=AE Bale Jidelt
(Bettman and Park 1980; Brucks 1986). ¥F, F34 2|21 7
ARE dvbt G l=Tkel gk A A A2he) Jd o]t} (Alba
and Hutchinson1987; Rao and Monroe 1988). T8, F32 =] 22
71959 AFEo] = AF TF BE Hus AEd AdE F3

olste] o PFE W=t (Park et al., 1994). FAFsHAIRF & 7id ol =

i
a

ba, FoE A4 AnE AN A Be JFe won

1o = =

(ot
e
i
e

Aol AFg Ft} (Rao & Monroe, 1988). 181}, AnH]|#}
T EE] F71ete] #HHAY 58S D FHA A2 o] A}st]
]

(Selnes, 1986)

o,
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oX,
flo
BN
i)
rh
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rlr
55
rlo
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X
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u
2
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=
wn

irgy et al. (2000)+=
Aol DA G vl digk Aol e g AM o =
Aolgtar Fslth. W A4 o] 4HAE AFE A< A=
H7beh= b F2 AA Y AnAkE Ve T3 2 AR dA =

AAA o2 Frhelr] wiEo|t} (Brucks, 1985; Sujan, 1985). ©]+,
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A &8 0] Z(Cue utilization theory)ol] 7]¥kale] e x Al o] AH| A=
719 Al="le] Bz gk x5 @ ddEo] 91y
(Olson, 1977). ¥3}F Sujan (1985)F ZH A= 7Hask W&o o3k

i
o
kS

P7FE ek ubd AEIME B AlEe] #Ed 44e BolFEta

A A2 3 2ol XA @ 3= U-shaped #AY Aozt

6()]:

S A=t P i I S|
sltbolth (Burton et al., 2009). &M 2b= Tl oA AA S 93] AlF
Hat RS RFsteta 243} sk AN AE3 ddd
APAA A S AFRSHAl En (o]rfeol & ofFA, 2012). & ATt

ddste] 24 W] QS Pok= Alm Aol I ESG =

N

P2

of

A= 84 F

o

CSR 3} #ld A7 FAE 5 i) 58] 87 ddo] 47

voe) 229l AE VA, GE 9 mande) Fujelwd e

’

O

n o= A 3 Aol ol At A T3k gRIsk3ith. Chen
& Deng (2016) =3k 19 AlSFo] theh oo} A E AR
ATE st = Ag -5 e]&(Theory of Planned Behavior)el
st AFE A A 2dadE Agelith. mekA, dgATE
7o ® ks w2 AolM = ESG A 9 ZEo] 7 o=
9 ol AAAoll HA = FFS AR wE A A o] 2T Aom

ol -l ot
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Aol 4 ESG o]sf &=
(HAZ0] vs. AT50)) (Low vs. High)
71 2 71 3
A]—i] (“S”) 3}5
e R i : o) o &
/22 84 499 M

74 1:ESG T 7199 A &5 f3d(1a. 34 A/ 1b. X948/ 1c.

T2 g od)e Ffelel dEe vE Aot

W

7Fd 31 ESG olsi== 71 Abel 25 #%(3a. &4/ 3b.
A|HqALE]/ e, RS R 1)e] oo vA= dFdFs 24T

Zol
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NEEo] dek ESG oJsf =
(71Q159] vs. RHThZ0]) (Low vs. High)
7145 714 6
A‘I»Q “S” E‘E_
(%ﬁ?gen/xl)fﬂ el v KFol U x| A
/TR $7 2 A) 71 4

74 4: ESG T 7199 A8l &% f8(da. T A/ 4b. A GAE]/ 4e.

TR H ) Aotd Aol G v Aol

7 5 g A2 71l Abe 2 #9(5a. A/ 5h.

A/ S, FEBE R 930l AotAA el v AL GFL 29T

Aol .

7H4 6: ESG olal =& 7199 213 &

offl
Ho
oftt
>
o

o
o
M,
=3
~
(@)}
o

A/ b, FEBE R 7)ol AotAA el ML GFL 29T

Zelt}.
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A 24 AT 24

B o 4t= Within—-subject design A& o2 APwgom 1 719
A& &85t Likert 53 HERE SAHHAT AL 67 IE
(F 3470 A= 750l 9lom, A138E, ESG o]l =, 7ielFe] %

gaFel 4, FuelE, Aoty ATEAFH Hu wow
2

(£ 4] 54 329 Fn =%
=4 g% N
77N A & 3AE (2022),

ALs(S) &5
Galbreath (2013)

2] 2] 370 Mostafa (2009)
M2 4 1470

Sivadas et al. (2008)
Ao A3k

47N AEH & AFL (2021),

T o] =

Aaker (1997)
Aol %] 4g 370 W (2022) Sirgy (1997, 2008)
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Al 47 A3

—AGALE]: 0.753, FAA U -T =G/ 0.704,

X
Alr

i

Cronbach a = 0.7 o]A&o = 3

o] AS, AA 14 7} FE(Cronbach a

o] & 7Rel2] 6 7(Cronbach a

EEEa

7}

e

]

S X
T

0.455)0l 4 v+

AT w2 At

=
=

FE=7} =

A

<

bk,

B
3.625)9) A%, FUEk wr

KeN
=

Median Split

T Ao gk

3

ESG ©]

B

~I

[e]

3k (Median

o A
o Ao A4

btk

3|

[e]

Sk (Individualist) 0.2 7 (94 )
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A 1A AR 1 Fedx

4.1.1. a7

U9 &4 23 ESG AEl &5 5 A 9AFS](t1=2.263,

p=0.010)¢} =37 2 ¢14(t=3.377, p<0.001)%F Fuje] o] 1| x]+=

ol EAMOR Fevsris A FAst

Il

| 33} F+3}
So] | XA A
A4 A4 t
35
B SE B TOL | VIF
(A<) 1.646 | 0.233 7.074 [<0.001
FAAY | 0.023 | 0.087 | 0.027 | 0.268 | 0.789 | 0.379 | 2.637
A AALE] | 0.224 | 0.087 | 0.263 | 2.592 | 0.010 | 0.360 | 2.781
22 37/914| 0.245 | 0.073 | 0.317 | 3.377 |<0.001| 0.420 | 2.382
F (p-value) 28.206 (0.001)
adj. R? 0.302
DW 2.060
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4.1.2.

F%

L.

=
=

ZERE

7194l AALe) BEI AT/

T3 (t=2.961, p<0.003)7} Fujo] Lo m]x

A= dgo] Folnsit=
A SAST, W, F191e] AaE B ESG olalE el
FeAE w3 (t=1.571, p<0.118)7F Fuj o o)l mA = dFL
folulatA ek webd, B4 Ane duTe] 43 Ao
T8 Al3] EEo] Fujo ke v R = FATFS F-3tE AL 9w di)
[ 6] 23 1. =248y 23 - A ALY
H] 32 3} ¥ =3}
fol | A4 EA
A4~ A4~ t
=E
B SE B TOL | VIF
) | 1942 | 0.217 8.932 | <0.001
AGAE | 5344 | 0.058 | 0.403 | 5.916 |<0.001| 0.799 | 1.251
FERER
AT 1 0.067 | 0.023 | 0.197 | 2.961 | 0.003 | 0.835 | 1.197
e
FERER
BSG olapr | 0035 | 0022 | 0,102 | 1,571 | 0.118 | 0.886 | 1.120
F (p-value) 27.706 (0.000)
adj. R2 0.298
DW 2117
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A2 A AY 2. AtAAA

4.2.1. a7

541 9 31

o]

-

73

o

7Ied o olvlsit

=]
4]

A3}, ESG A3 &
A(t=3.611, p<0.001)9+ =pold Aol m]x]+=
shelstglt), v, ESG A3 €%

p<0.056)2 AFold x| Aol | x|= o 3Fo

oft

=

= A

| significance level ©] 0.1

[ 8] A¥ 2. a3 Ay
] 3% 53} X3t
sl | a4 BB
Al Al t
35
B | SE | B TOL | VIF
&) | 1.226 | 0.299 4.1 | <.001
A7 1 _0.083] 0.111 |-0.079|-0.748| 0.455 | 0.379 | 2.637
A9 10214 | 0.111 ] 0.208 | 1.925 | 0.056 | 0.36 | 2.781
CEEARIA 0336 | 0,093 | 0.36 | 3.611 | <001 | 0.42 | 2.382
F (p-value) 17.762 (0.001)
adj. R2 0.210
DW 1.887
FAade FaY AyoA SAHCRE Fov|sitta &4
<2374 B Qe iR EAs skl
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Abstract

Will “S” in ESG increase the
purchase intention and
self-congruity?

Jongmin La

The College of Business Administration
Major of Marketing

The Graduate School

Seoul National University

This study focuses on ESG(Environmental, social and
governance) from consumer behavior perspective. The purpose of
this research is to find whether the social activities in ESG impact
consumers’ purchase intention and self-congruity. This research
specifically explores S, or social, domain in ESG with 3 types of
activities— fair trade, local community, and human/labor rights. In this
study, there are two dependent variables— purchase intention and
self-congruity, and two moderators— individualist/collectivist and
knowledge. 2 experiments were analyzed based on 1 within—subject
design survey questions. As a result of experiment 1, the results are
statistically significant on its influence on the purchase intention for
local community and human/labor rights. As a result of experiment 2,
only human/labor rights is statistically significant on its influence on
the purchase intention. For the moderators, individualist/collectivist
showed the moderating effects on both purchase intention and self-
congruity whereas knowledge on ESG did not. In other words, for
consumers who are collectivist will likely have higher purchase
intention and self-congruity than individualists.
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