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Abstract This study analyzed the impact of consumer awareness of corporate ESG activities on brand
attachment and the mediating effects of consumer-corporate identification and corporate trust and
the moderating effect of consumer citizenship in the process. The results of the analysis showed that
environmental activities, governance, and social activities all had a positive effect on brand
attachment. In addition, the mediating effect of consumer-corporate identification on brand
attachment showed a partial mediating effect on governance and a complete mediating effect on
environmental activities and social activities. The mediating effect of corporate trust on brand
attachment showed a partial mediating effect on social activities and governance. The moderating
effect of consumer citizenship showed a significant moderating effect only on environmental activities
among the three ESG activities. These research results show that ESG activities have a positive effect
on brand attachment and that environmental activities have a particularly large effect. In future
studies, it will be necessary to find various practical implications by comparing and analyzing the
representativeness of samples according to industries and consumers.
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Table 2. Characteristics of the sample

items Frequency Percentage
Sex Male 183 61.0
Female 117 39.0
20s 29 9.7
30s 83 27.7
Age 40s 93 31.0
50s 61 20.3
60 or older 34 11.3
etc. 83 27.7
Residence Seoul 114 38.0
Gyung Ki 87 29.0
Incheon 16 5.3
etc. 2 7
marital status Single 99 33.0

Married 199 66.3
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Table 2. Characteristics of the sample
items Frequency Percentage .
P ——— - 53 Table 4. Results of Common Method Bias
Household two-person 36 12.0 Variables Co-Variance
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Educational college 17 5.7
3 I o
background university 222 740 Company-Consumer Identification 44.32%
graduate school 38 12.7 Consumer Citizenship 40.55%
ete. 8 2.7 Coporate Reliability 37.67%
white—collar job 200 66.7 o
professional job 2% 37 Brand Attachment 27.03%
Job service job 24 8.0
If-
empslgyment 15 50 43 )g:'d' E—-!
housewife 17 5.7
e o o *J%-E*—'l a3t BE WL Table 59 2ol 39 4
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Total 300 100.0
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Table 3. Results of Reliability Analysis

Number of X
Cronbach’s Alpha
Factors
Environmental
. 1 .827
Activity
Social Activity 9 .867
Governance Activity 6 .869
Company-Consumer
I 5 .840
Identification
Coporate Reliability 3 752
Brand Attachment 5 .849
Consumer 8 785
Citizenship )

% 950 it SUYHAALY ArHs Table
49F e R WA 2919 FEEAY AL BE 50%
Hgrog e} FAEnl] B oft gt 7

DE H7t J9) AFTAS HRlt I%0A AEEs
o] Aol 7W o Aoz YEPFI(r=0.641,
p(01) 022 a7z AfpHdo] o Aoz 1}
EFthr=0.626, p<.01).

Table 5. Results of Correlation analysis

Environ .1 Governa Reliabilit Attachm Identific Citizens
Social . oy
mental nce y ent ation __ hip#|

Environ
mental

Social .765** 1

1

Govern giges 770 1

ance

Re't'sb"' 496" 611 680" 1

Attach - gegue  gager e G110 1

ment

ldentifi - g11ue 7o geE*  BaBtr  7BAM 1

cation

C'tﬁisns 350%% 347 277 A25%%  336%  319% 1

T, pCO0T, = ploT, T, pl05

o2 ST BHFAdS B4t Yote] Table
69 QR1E4E AASHYLt QRIEAL ofn] HPET
24 BgAAS A Qe ESG EFETE A

27| GEUA, 2R, Z19elo)A] Sl o
S4] A B4 A3t Z7te] WSS nE 57
G5 ehgio] TS o AOR Uehir
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Table 6. Results of Validity Analysis

Table 8. Statistics of Variables

1 Inggedient 3 Variable Minimum  Maximum Avg. SD
Consumer-Compan 0.646 0.251 0.33 Environmental 2 5 3.76 462
y Identification 1 : i ’ Social 1 5 3.63 572
quzz:ti‘:;;?;p;n 0.738 0.141 ~0.039 Governance 1 5 3.53 676
Reliability 2 5 3.86 597
Consumer-Compan ~
y ldentification 3 0795 0.201 0.009 Attachment 1 5 3.80 631
Consumer-Compan 1 201 0.055 0,232 "i:?r?t'f'ca;'_on ; : jg: izg
y ldentification 4 : . . itizenship X Rk
Consumer 0013 0.734 0215 E 01?'0"1‘-1‘1:_‘ 7]’@. 7&%% g 6_]‘01 ‘?47;";53' ﬂ‘_l,']Eﬁé
CEZ?QE?AZZ 0.014 0728 0022 2 BA351YtHTable 9). HA BT ofzlo] ojjst 7]@
e ' ' BAXo] ATIE BASGT. 194 BN B
e 0.155 0.647 0.068 y = B deloirl B
enap = ofao] viet ESGHS] S RSl 24 2
", . 0.191 0.576 0.093
Citizenship 5 I 48E(6=0.211, p.00D)T AEF+Z(8=0.310,
onsumer _ _
Citizenship 7 0152 0605 0075 p<.001), AHEI&E(=0.241, p¢.01) 2% HAE= of
Cthonsngs 0% 0.697 0256 of 4o PFe vl Ao VERITHHLL, HI.2,
C°“p°“ate1 Refiability 4 g6 0.25 0.831 H1.3 Ae). 2ok 29HA B0 A AB|R-7]| 45D A]
Corporate Reliability ) yg5 0.175 0,671 of vjA= FFZ 3N &5 L7 F I A=
5 . . I
Corporate Reliability ), 0.02 0673 AoZ Yergth npr|ek 3ghA BEAoA Av|A-7Y
3 . X I
L= BHE ofjztof] disiA et Ao 92 ulA
’ o3 AVE( ‘__EL = ZAo7 YeERFI(=0.545, p<.001), HEFE A

%l-_ 7;]]/&]-0} o oz O]H]—X—] oz O 5
OVJOl Q%E}EWOI Pl EE} AVE= 99l 23}
o At g2 U &, W5 F& Yol AlLlst
I ASEGAS AVES] AlEol e el A
o FHelgAo] Qlokal Broh AVESH 4
AT Hlf A= o429 Table 73 2t £4
A3 BE AVEE 2% 0.5 o]l AVEQ] AlEt2
FERAFESG H 2 Ao yey 8 HAEe] AT
BPAE 2 22 Yeylth

Table 7. Results of Convergent Validity Analysis

vt 20] ZF-olnt BHE ofjZbof| disiA Ho] JFE
o] o3t Z o= UeEa(8=0.231, p<.01), 4L
I} A S FOgt FFE A G AoE U
ok ey AR B¢ ofxs] Bl offzlo] sy
A 9] L v|AE A o7 YERGTHB=0.151, p{.05).
wieba BHE ofjlol] gt AH|R-7|PEDAS] uh7i At
£ Azl diside FREriEnE EAska(H2.3
F2 A S AEEl tioiile i ast
7t EAske 20 E YEYTHH2.1, H2.2 ZH).

Table 9. Results of Analysis on Mediate Effect of

Consumer-Coporate Identification

Stage Model 8 t Multicollin VIF

AVE Citi C
Key variables Square Identification |t;]z_ens orporate
ip Reliability
root
Identification 0.752 1
Citizenship 0.667 319 1
Corporate o %
Reliability 0729 578 408 !
= pC.00T, **.pc.0T, ¥, pd.05
45 JHd A5
M A4S AN R SRR Sastet
(Table 8). WA 7} M4=9] 7|&§A= oF #o} At

earif:
oon 3311
Fret | Brand  Eviomed 2119 3210 412 2425
Attachmen Scod  241** 2076 272 3673

Stage
t Governence  .310%***  4.668 405 2.468
-.361

con.
Company= Environment ex
SEcond Consumer al 231 3.812 412 2425

Stage lIdentificati  Socdal  .301***  4.037 272 3.673
on Governance .292*** 4791 405 2.468

con. 4.027
Enviomentd.086 1.465 .393 2.544
Social .077 1.070 .268 3.875

Third  Brand  Goemence  151% 2521 376 2.660
Stage Attachment
Conpany-Co
nsumer  .545%** 9941 446 2.240
Icbrtifiation

*** pd.001, **. p.01, *, p.05
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2ol tigt ESGEEY JFE BASII . 24 4t &
B8E(p=0211, po0DF  AWIFER(8=0.310,
p<.001), AF1EE(8=0.241, p<.01) % Bt ozt
o] F9 YT A= ALoE YETh kg 284
HA0A 7| QAR E o] WA= FAF 37 S FolA
AFSEE(8=0.195,  p<05)T  AEIFR(B=0.511,
p<.00DTE Fo%t P vA= ACE YT

weta 7| JAIF o] wir Eiks S0 tialAl
£ FYoHA g2 ACE YeiEthH3.1 712h. v
3THA 2404 7PgAlF e HAE o] disfA] 7
o Ao JFE vA= AR YEITHE=0.286,
p<.001). EZ H;A= ofZo] diofir ArEEE(8
=0.185, p<.05)3 AJui+2(4=0.164, p{.05) 25 gt
9] L vA= 2R YEHTh mebs BT of
2o] thgt 7| QA2 w7 avte ArRlEEat At
Zof oA FEAHEI7T ERfok=s AR et
(H3.2, H3.3 H-& Ad).

Table 10. Results of Analysis on Mediate Effect of
Corporate Reliability

Multicollin

Stage Model B t earit VIF
con. 3.311
Environme xx

. Brand ntal 211 3.210 412 2.425

irst

Attachmen .

Stage t Social ~ .241** 2976 272 3.673
Govermanc gige« 4668 405  2.468
con. 6.706
Environme 31 470 412 2.425

SEcond Corporate ntal
Stage Reliability

Social  .195%  2.426 272 3673
Goveénanc B11%% 7770 405 2.468
con. 1.371
Env:]rtc;rlmme 202%  3.201 412 2.426
Third e Social 185" 2359 267 3746
Stage + ’ - - -
Goveénanc 164* 2343 337 2.972
ggﬁ:ﬁtj 286 5067 518 1929

=% (001, **. pd.01, *, pd.05

the-2 71999] ESGEEo] ESG EAE ofae] u]3]
£ e dhat aulAEA e 2EaNE BAsETt
(Table 11). B4 23t 3709 ESGRS FoI4 84

£o] AT foigt 2ARI} EAfos A2 1
ehdth ZAEN 24 Slete] BAC ofFS FH
S S0 FHTEH NS FYRSE S
349 A2 B3] dsh R AFste 3749
23] g RAZE 374 2Pl FuHoE 37
SHe 208 U R9S8e F MIFS 12 B3
oA 005 vge] F7l9t 3 BFOIAE 0.1 vjate]
3712 $oRA LHRATGNE BATFo] HAE
ohae] FFS T PN 2RI EATHE A
o= ekttt Jet ASjEET AuERe] oAt
HAC ofFo] it 24U 4] ZEAHE £
S ghe Ao Uehgrh(H4 22 ).

4w

o

Table 11. Results of Analysis on Moderate Effect of
Consumer Citizenship

. Astatistcs
Model R qu‘arerewce SE
square aRe AF DFI DR2 AF
1 587a 345 342 512 345 156601 1 298 000
2 603b 364 360 .505 .019 71.687 1 297 .000
3 609 370 364 504 .006 26.963 1 296 .000

5. 28

2 A7 7149 A, SR 5 A2 A
A Mdt ARE vrger, 71he] ESGEEl gt
Au]R} Q14fo] HYE ofzto] ojd JFg vAE=A £
AFotalA} shiet. QL ot BollA AvA-7dE
drlet 719 A7t old g SheA] £AsHLAL o
ALt vt ® ABRAIRg weh 71ge] ESGE
50| HHE ofzto] mAl= FFo] ofEA FAEA
Aoz A, B of&el figt ESGEE
o] YF= B4 A AT AiTE, AREE
2T HHE ofFo] A+ 2 vAe Aos Y
=

o213t A7-E = ESGEE2] Aol Bt <
Ao JFe vHe=N HHE Hko] S IF
< TtkE A 29t T 2Fo|tH31-33] o]
3t A A3H= 7199 ESGEE] AHAES] 7ol
u|A] FAgell FF= mAH, olE S 719 el
B4R T2 € & USS HofEr42]. TEbA 7]
A2 ESGEES] AIE aHRfoA adxom 4
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