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Abstract
purchase new energy vehicles.

DAY A AEAE, BSG A, e, 719 A1E,

This paper studied the effects of consumers' perceptions of ESG management and their intention to
In order to study the environment (E), society (S), governance (G), purchase

intention, corporate trust, and eco-friendly awareness of consumers, an online survey was conducted on
consumers over the age of 19 in China. A total of 380 questionnaires were retrieved, excluding 38 invalid
questionnaires, 342 were analyzed. First, demographic analysis and correlation analysis between variables were
conducted. After that, a regression analysis was performed on ESG management and purchase intention, and the
mediating effect on trust in the company and eco-friendly perception was analyzed. As a result of the study, it
was found that ESG management had a positive effect on trust in companies. In addition, it was investigated
that it had a direct effect on consumers' purchase intention. It was analyzed that consumers' corporate trust and
eco-friendly perception have a mediating effect between ESG management and purchase intention. This study

was able to find academic and practical implications for consumers' perceptions of corporate ESG management.
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