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Abstract This study examined how ESG activities of convenience stores, affect consumers' store loyalty. Using
300 valid samples of convenience store users collected through an online specialized agency (Company M), this
study empirically analyzed the effects of environmental (E), social (S), and governance (G) activities among
ESG on trust and store loyalty, and the mediating effects of trust and the moderating effects of eco-friendly
values, social media activity, and consumer-company identification. The results of the analysis showed that,
first, governance activities had a positive effect on trust, and environmental activities and trust had a positive
effect on store loyalty, but social activities had no effect Second, trust had a moderating effect only on the
relationship between governance activities and store loyalty, and third, in the relationship between ESG
activities and trust, eco-friendly values and social media activity had moderating effects on environmental,
social, and governance activities, and consumer-company identification had moderating effects on environmental
and governance activities, but not on social activities. Therefore, convenience store brands should further
strengthen their environmental and social activities to build consumer trust, especially environmental activities,
which only directly affect store loyalty, so they should be more cautious and proactive. In addition, intensive
marketing activities are needed to build trust among consumers who have high eco-friendly values, social media
activity, and consumer-company identification. Therefore, this study confirms the critical view of consumers
despite the social contribution activities of convenience store brands, and suggests that in order to improve
them, it is necessary to strengthen social activity efforts, actively participate in ESG activities of on-site
franchisees who are customer contact points, and educate employees.
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7R 41 A EE 3T AEFAEE o] el AdEYAE o85S HEeld =W AN F
A o EIE ek 2ol A e ANE g O3 AE, HAE A}
7Hd 4-2. AE)E AS R e AESAE o] AN gA 5 gad Al A A ddo] shsaith uhaba
A RS ek Aol A ERe 9 o FREAn QA 7199 &
7 4-3 AlF)= ATt AETEE e B HA= 2 EIE E5 AES 09 O 3h3)
ﬁloﬂ}‘i UH7H_§_J’]'§ L}'E]' Zio]q _3};,_ glq_ _),\_H]X]-v‘é—% i’gﬂ]i%ﬂ% 56H SHI;]_ el
d5e) BES WAL, HFE L9, 2HAE 7
3.2.3 XEtAIIx|He| =FHs 1t % AEALS B s Qi=d], oed x4y
durdoz ARG/ S 7L gl AvlAbEe e
s o . EQA &eA2 B3 CSR &l SlolA At
719991 ESG &l tal $542 B=s woln, 874  aen 15 welel A T el
5 A % 3 Az A =
5 0 ARl UE Bl A aG Aashe ) o AR GO GA% asie ads
W, A8 ARG A e AnAEe ESG @ Tl Wl SARAE WIS slen e
=o giet o147 Fujol% 7ke] SlkAdo] AlIA o (A7), 2021).[57] o|AlE= HeH rBAcs IAL
THCER, Bee, 202). wElw Aeg g e BSG e d9d g9 RS e
THA 2n| USR5 9 Al o] Fujowe n)  HIE S LHAECNA AlwE] & ¢ e Ve
e dggol AXE zAaAE Bk e A HATE Aok, &8 Q019)[58)= SNS vHH
S, QD A0, ol SlelA] Aw B B4 Fol AEA84, oo, AL Trjolme
Hieb o] §Eo(2013)7F Fgd WG Bel A3 FouE H(+)9] FFE AL, U= Al Fufo
A ool G nAA Btk g HH Az A S vAE AL FAsich
¥ Wgolrk ofdl WS o] &dl= AuAE olo] B Aol WA o] LA MY ES
W Bms Holi=A] A Wuat gk oot 7‘°l Sxxo] wel Weld BAse ESG 850 A
& ’ﬂégﬂ'—r“é—%_ o= o] ESG_ o] AHZ =0l zazas) osix A= Bals wo)w 6};} 9 9]
Z3b7] 95kl e} pe he Ak
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A Study on the convenience store brands' ESG activities impact store loyalty: Focusing on the Moderating Effect of
Eco-friendly Values, Social media Activity, Consumer-Company Identification

of PF& FE Fa Wl F shtolth AulE Y I AES A9lshn 30072 BAe B =
o FFo] AN ANty Y2 nm Aol thal  Abel ATE S 98 AR e A BaAs
2449 BES A H1 AA5 AR5 dokn  F vk 2 PES] 9l wjEslglon, B2 A
A7rEA AthARF, 1EA, 2023),[59] B A-7gr Al EAEA e BFHES EEEEFE(quota
AN AEZ} A H9 7195 avlake Apndeln  sampling) S ol&shat
4399 WAt Y, A GBS FA 8 g 9E ol 8lo] BSG S asdemn, A
olth, wapA AH|R-7]9 EoAld AL 7|9l 023)[62]¢] A5 %L, \eld ARl BHA| 78t
AL, ok AFOI Alse) A&l ololn TR OET MRS 6L, AUTLET Grye
T TARE 9 AT ne] FAAel Jak uHn F 18%%S 2HAE AL, A1F = Keller(1987)[63], A
] 1°l(2022> o ATZ Fuste] 65FS WY om, A
2, =S 9he B vy ¥ F ke i .
&I 2elE R, AERDIE A o e SAEOI T
oo - T de] 5EFE Aasith aeln AR 0%
1909 oA ol mel GRE WAL BE L gxonn men ganEEye ATE dae
AT A AHA-7Y FUAE iR AR A o] 558}, AAVEY A SHEA S HELI) 019 ATFE
W19t S8 HER oPleha TAARE T gmste) 58, a1 BUAE AAL@e)
At SR oles AddTEs Je apg gmelel 5EFS At ATEASY 5
= opget o] JMHE AAste e HAmS  ye7RIow F51RFOR AFS TASle] Fow
ESG @53t Algste] #AA 20719 LA Q2 BAE 7 HER SQsigom, Wee] 2aH 3
7t 2AERE YehEA] A8 w2 o o] B =4 Fue ofzje} 2ol At

_ 0 A0l XXX Xo =™ X|H§F
AT 1-anlA BUNE BSG Bo] Age (B WSl ZHH Bl 2H KR
ke n|x= o QolA 2d I} 9L Abbre
co= ] ] ] MO% 1 - EB'J/]— ]— = Variable Operational definitions and metrics viated
Aot} word
_ - A company’s actions to protect the
Al 7 < 0] =
7 }E 17 ]th —‘—H]X]' }\] %73 23 ° O] AlE ] Oﬂ Environmental |environment, such as reducing resource ENV
og-s(}:% u] ;<] [ﬂ 9\)]\ Oﬁ /\1 ZA 33—.34_7]_ 9\}\% activities  |consumption, waste errﬂssior}s, confse'rying
resources, and green production activities.
7}'101 ‘jr Social A company’s  business practices, including
I = . for human rights, product stewardship,| SOC
2 7 2R} A= AL EEo] Al o |respect ]
7V 7-2. 719-2B|A} FYUA= AR EHs o] AlF o activities | elationships with e,
ogﬁc}:—% D];(]l—; [ﬂ olo%/q 33—._,,]_7]. 9\)\_% Corporate  management ach\mles to ensure
Governance transparency, such as accountability of corporate
7}‘101 ‘jr activitios governance, protection of shareholder rights, or| GOV
A 73, 7192014 BUAE AW TS Eo] A " |csablisment of . monioring system for
management.
o] JS m A= 9 YojA 2H a3} In a transactional relationship, the degree to
which you have confidence in the other party to
o] o <
A& sleoltt. Trust 8061l their responsitilties and and the degree to] "
which they believe they will be honored.
Store A preference to the point of making a deliberate LOY
3.3 E—JFQJ _2:_3."&.' I°'|9_| Loyalty effort to purchase from a particular store
- - - A system of mental and moral values that
B = % Z3l= H L | 7] o] A A R X .
iy O‘i:er_ ‘jg—oﬂ 7 1T°]'L F 67 HE LHoﬂ J:]“] oﬂ Eco-friendly |gives consumers an interest in and concern ECO
A Fufsk Aol 9l 20u) o)Ate] AH|AE o R Values  |for environmental protection and sustain
o - ] ] - -able development.
20243 5‘{% TEHE 16%7}X] 1047+ ﬁ?’:g‘—/\}ﬂ M In general, making your information or
A NEnE U= galoz AxHRELS Social account publicly available to others on
he Estel 7]ehnsd ‘_LH === gom RS Network  |social media, establishing relationships with| SNA
N3, 2717199 0 2 & 361 5-= 3| A5t & Activity  |others, and making your connection lists
and the connection lists of other social

Industry Promotion Research | 65



lo

|I-|
=

1o

| ESG &30| MZEMTof olxl= &

r
oo
2

o

7Ix|E, AMojc|o{Esy, AHAR|Y SYAle =EED

media contacts you have with others

available to each other.

Consumer- [A company’s values and beliefs define the
Company |consumer’s sense of self, and the consumer| IDE

Identification |feels connected to that company.

B ATE Eo) 3¢y AE 2A8E SPSS 230 7
7|2 & EEsto] QAFEASHE EA7 g4 2%
A A TS A e AL AMOS 230 SAZ2 13
S Fgato] Feoly Qo ZAudel elgAgyZE
2y Agte 9 7PEASS AT

— o = = =
ATEALA S A 7% o4 653%5 L, A
= 20th7F 25.3%, 30EHe 40th+= 28] 25.0%, S0tHo]

e 2A7%, }ES aFolst 136%, Awl(HshE
14.7%, dEHATHE 60.7%, HHA(AZHES 11.0%°]
a, A4 3 10.3%, A 7.3%, B|AH 534%, A
A 107%, T4 12.0%, 716k 6.3% %= Webwtth A5
AL Agol 247%, JNZ/7B7] 343%, hH/FH
10.0%, Ao/ 203%, B/A2/AF 8.0%, &
A 27%= e, 7 9t A5 2000 o
o 11.7%, 20140092l o]a} 29.0%, 4016001t o] s}
27.3%, 601~ 8005+ ©]3} 15.3%, 801%H ] 16.7% =
UEbstaL, A o] ek ol Baleis GS25 32.3%,
CU 31.7%, 7-11 24.0%, ©|ntE24 12.0%2.2 3£&2] QI
TEAHA 542 ofel 3ok ol Aelsisith

A

o

(& 2) SEAL| ARSHE=E

1o
Jm

| o
Categories N %
Male 104 34.7
Gender
Female 150 65.3
20s 76 25.3
30s 75 25.0
Age -

40s 75 25.0
H50s< 74 24.7
>High school 41 13.6
College(student) graduate 44 14.7
Education University (student) 122 60.7

graduate
Graduate school (student) 33 110

graduate
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Student 31 10.3
Self-employed 22 7.3
Occupation Employee 160 53.4
Freelancer 32 10.7
Housewife 36 12.0
Others 19 6.3
Seoul 74 24.7
Incheon/Gyeonggi 103 34.3
) Daejeon/Chungcheong 30 10.0
Region area Busan/Daegu/Gyeongsang 61 20.3
Gwangju/Jeolla/Jeju 24 8.0
Gangwon 8 2.7
=200 35 11.7
Average monthly 201 :400 87 290
household income 401~ 600 82 273
(ten thousand won) 601~ 800 46 15.3
801< 50 16.7
GS25 97 323
Favorite cuU 95 317
convenience store
brands 711 72| 240
emart24 36 12.0
4.2 EME 20184 9 ME|E 2
2 A7 NE 4R BP0l 44 0 B 458 9)
AN A 2olRA 3 NF R4S AR, B
A gQue Egnst e 1A A ue
59l FEUS, S, ZANFE SHsk 4439
o BPA Q1A FAE P43} Varimax 844
& Agadn. ¥4 A7 B AJES vkl
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A Study on the convenience store brands' ESG activities impact store loyalty: Focusing on the Moderating Effect of
Eco-friendly Values, Social media Activity, Consumer-Company Identification

AtHelgHa] 2017).[60] L A= <3 3>, <¥E 4>9 2t}

[= Nl B | —_ b § =
Ceurnl
Facor | Variable Factor Eigen Variance Vj;:]c Cronbach
loading | value (%) . " s Alpha
%)
ENV4 342
ENV3 814
ENV6 812
ENV 10.997 61.092 61.092 9
ENV2 812
ENV5 810
ENV1 8301
SOC4 780
SOC6 661
SOC 1.745 | 9.694 | 70.786 919
SOC3 648
SOC5 637
GOV6 812
GOV4 792
GOV5 769
GOV 750 4.166 | 74951 893
GOV3 768
GOV2 127
GOV1 705
KMO(Kaiser-Meyer-Olkin)=.956 2% =4911.068, df=153,

p-value=.000, Factor extraction method: Principal component
analysis, Roation:Varimax, Number of final questions: 16 items

(B 4) YA Q0IRN(BAHS, M, ZHHL
Coumul
. Factor Figen | Varance ah.\e Lr(?nhach
Factor | Variable . varianc S
loading | value (%)
e Alpha
)
TRU2 801
TRUS 779
TRU| TRU4 174 11126 | 44504 | 44.504 913
TRU3 7168
TRUL 699
LOY1 197
LOY3 147
LOY | LOY2 137 2.527 10.110 | 54.614 201
LOY5 668
LOY4 604
ECO2 853
ECO3 781
ECO ECO1L 780 2.016 8.064 62.678 398
ECO5 152
ECO4 735

SNA4 | .844
SNA3 | 818
SNa| SNAL | .789 1940 | 7759 | 70437 | 920
SNA2 | .786
SNAS | 775
IDE5 879
IDE4 .859
IDE IDE3 827 1.069 4.275 74.712 891
IDE2 .628
IDE1 586
KMO(Kaiser-Meyer-Olkin)=.936 22 =5793539, df=300,
p-value=000, Factor extraction method: Principal component
analysis, Roation:Varimax, Number of final questions: 25 items

o WAk, 1008H
RMSEAT iU 2o Ay} Frha aAekdity o) st
2 AAE, 2017).[67) ARt TG A S H
7bete] SR A FAT AT 42=516.726, ¢
2/df=1.907, RMR=065, GFI=.879, AGFI=.843, NFI=. 921,
IFI=961, CFI=961, RMSEA=055% “FEht “3Fspivt
FE7Fe e Bl Aes SISt wafdt GA 25
ZIebA] ol F2 ghoZ AGHATL A 2
Ao] Ad3] FaE Atk gadh FFErdyd B2
fate] wast aQiahd, e AEE(CR), B
‘%%%k(AVE: Average Variance Extracted)Q] A A3
&3h glytske] 5ol AVE 5ol e 4l
(CR) .70)%¢e] &A1= o] JFepdAo] Sng Ao
AMEATHS-EE, 2017). AT A= ofef ok 2t

dr KRB o o Mo

Stqnzgjard ‘ Crogted
Path ! Sedrd | op | p| iy | ave
factor error
Ioad. @
ENV2 828
ENV4 854 .061 18254 | ok
ENV) ENV5 911 .060 20265 | 931 172
ENV6 919 .060 20.563 |
SOC| SOC4 810 914 127
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SOC5 829 066 16295 | s
SOC6 891 061 17.801 | s
GOV3 816
GOV4 850 061 17.383 | s
GOV — 907 766
GOV5 .883 059 18.373 | s

GOV6 859 056 17647 | s

(# 6) T

g
m
on
0x
N
oM

N
=

Lt | ENV | SOC | GOV| TRU| LOY | ECO| SNA| DDE

variable

ENV | 879

SOC| 674 | 852

GOV | 717 | 563 | 875

TRU2 817
TRU| TRU4 892 067 18296 | x| 897 744
TRUS 877 065 17919 | s

TRU| 348 | 622 | .340 | .863

LOY | 430 | 556 | 545 | .771| 817

ECO| 374| 410 | 462| 494 | 537 | .820

LOY2 789
LOY| LOY3 819 075 14.869 | #+x| 857 | .667]
LOY4 842 077 15319 | s
ECO2 795
ECO| ECO3 836 072 1478 | #+x| 860 | 673
ECO4 830 071 14.694 | s
SNA2 .850 ol
SNA[ SNA3 905 056 19.022 | #xx 881 712
SNA4 810 057 16.649 | s
IDE3 818 ok
IDE| IDE4 925 053 19448 | x| 891 733]
IDE5S .880 063 18301 | s
* p<.05, *x p<.01, #*x p<.001

M WES TR 9o wEehdy 24 A
shodl, BEERHS AFHE PPF F U 74

< SRt FHSFL, 20173 PHS AMES
Ak 2 A A= F g FAE 1 42ke] AVE
gl AE2) F AEASF FhS vasle] AVES]
Af ol AAAFY ghret ZA Jegeng gd
o] FREASS & F Ak <3E 6> g
Aol #& FME AVE AFT 3 2v)shy ofg =2}
£ WFE e dAS 3 Yepit
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SNA| 783 | 806 | .655 | 492 | 474 | 419 | .844

IDE | 284 | 402 | .353| 611 | .590 | .539 | .340 | .856

4.4 71843

441 A2EM Y

RMR=043, GFI=928 AGFI=8%, NFI=953, IFI=978,
TLI=973, CFI=.978 RMSEA=052& #&slA}t 487}
S FAFE Bl AFRYo] Hglslte AMAE 915}
AFoh<E 7> A5 27, A4 D53 215 SES A
Zyzy Al -145, 0792 p>. 6ol B2 Fo3tA] kL,
A 2EE2 AlFd Alg BlE p<0lo|2E #2
3 As vehlo] AeEEJek(7id Hi-1, HI-2& 7]
7k HI-3w Ad). A2 JAXFA=C A5 P12
p<O0lol =2 Fo3t AxE Yelormz Ae=d)
H2E= Ad). d4ed5e JEXFA= AF 1982
p<00101 22§28 AS Yehlo] Ae= o) Al
g5 A2 24+ 003, 057 p>. 060 =
2 foax ¥ A2 yehlo] N4E ATk
H3-1& A® H3-2, H3-3% 7]2h.

(B 7) 228N Y 7HHEE 2N

ﬂyegz Path Coefficent Stsnri)a:d CR. P Aggﬁgn
Hi-1| ENV>TRU | -.145 080 | -1819 | .069 | Reject
Hi1-2| soc>TRU | 079 118 669 | 504 | Reject
H1-3| GOV->TRU | 651 107 | 6079 | s | Adopt
m | TRU>LOY | 791 084 | 9411 | e | Adopt
m3-1| ENV>LOY | 198 079 2.496 = | Adopt
m3-2| soc>Loy | 003 112 026 | 980 | Reject
H3-3| GOV->LOY -.057 115 -.494 621 | Reject
Voddl CMIN=198.476, CMIN/df=1.821, RMR=.043, GFI=.928,

| AGFI=.899, NFI=.953, [FI=.978, TLI=.973, CFI=.978,
FIt | RmsEA=.052

* p<.05, #x p<.01, **x p<.001



A Study on the convenience store brands' ESG activities impact store loyalty: Focusing on the Moderating Effect of
Eco-friendly Values, Social media Activity, Consumer-Company Identification

4.4.2 NS}
Ao MiAEI AFES Y8 TFRYEA e ik
F-E 2 E W3 (Bootstrapping) A5 WS ARESATE A
A, AEFA =0l gk AlFe] ujrfjee

o B335l
PRI -124, p>06 ©]3, AFE12HE that 2l Esh
A% 063, p>06olm, AMTELE A 484

p<Olo|BR HA-1, HA-2% 7124¥ 3, H4-3E AEEgl
oh FAA de <3 87 Zrh

(# 8) REAENLZ 0[S 7iEn A#E 2t

Indirect effect Adoption

Hypot | Independent | Intermediary | Dependent
hesis | variable variable variable | Cffient | P-value status

H4-1] ENV -.124 .165 Reject

H4-2|  SOC TRU LOY .063 614 | Reject

H4-3] GOV 484 *x Adopt
* p05, *x p<01, **x p<.001

AgEa Az BA ol BFFAF 2%,
p<05 & H5-1& A=A, As]Esa) 281t #
Aell glol EF3HAIF 448 p<001 2]
Ko, Aujzgsyt Ao B glo] st
Ag 563, p<001Z H5-3= gtk 2EUEYA
54 zAf= 842 F Ak @A gl
o] ®F3ASF 511, p<001Z H6-1S A=Y, A
AFzkel AAl] o FEIAT 622
p<O0lE H6-2% €= on, Auj72d53 413
el A ol ZEsHAlG 834, p<001=E H6-3=
A=At 2uA-71 FAAY 2EE= A
S AR @Al Qo] EEEAG -1.353, p<ol
[e)

2 ()9 2433t ole Ao® vehd Hi-12 A

f
3
[N}
i
=

EREE

HAar, A Esat Azt BA] Qo] EFEsHA
251, p>.bE H7-2& 7140, Auj+2es
I Azl #BA] Qo] EFEAF 474, p<OlE

E_H'
T
-3¢ A=A AF-AQ] A= o 2

H7

(% 9) === 45 Z9t
Hypot Standaniiza Stand
hesis Path tion - ard CR. P

coefficient error

H5-1 | ENV=ECO -> TRU .285 011 | 2.246 *
H5-2 | SOC+ECO -> TRU .448 .008 | 5.587 ok
H5-3 | GOV*ECO -> TRU .563 .008 | 7.000 ok
H6-1 | ENV*SNA -> TRU 511 014 | 3.297 ok
H6-2 | SOC#SNA —> TRU .622 .009 | 7.166 ok
H6-3 | GOV#SNA -> TRU .834 011 | 7.953 ok
H7-1 | ENV*DE -> TRU -1.353 .050 | -2.135 %
H7-2 | SOCHDE —> TRU .251 014 | .1518 | .129
H7-3 | GOV#DE -> TRU AT74 014 | 3.142 *x

* p<.05, xx p<.01, *xxx p<.001

5.1 A7zt Qof

v e Aoy vase ey JAgY BSG
@l e Ao araed & IR s
FregromH, 719e] AAHE s 52 o] AR A
o] A &7ke 3wl AT 5 9w A9k A
= e HHoR St olE fld fejHe] ESG
S5l WF mnAEe] AAEARE AA], Aelde
ESG &5o] &nh2 o Adsn olex], &vlzt
5] 7l F-gaka )leA lstat sl 1 A
The e 2 A, AT EdEE A fefm
F g M Y, B AR Al
FAHCR fold S wAA A 22 A
T AT FolF FFE T AYATANE
ESG7} Al #jell wlA= Gal alojA #78eat Aul
2FeE ATA B Rl et dold AnE B
oLt ARg]RkEe] 9 o A frel @ 9
& VA 2 AT AT EdE el Al &
I3t AvkE Wl ol thet 1]1& s wwl, 87
Zoll glotAE deld, uNHAEE daR sk W
Mol e 544 Fehas, A8 8E 58 Wol AR
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