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This study explored the mechanisms and effects of consumer attitudes such as the perceived value,
psychological distance, purchase intention through corporations” ESG management. The results revealed
that (1) The most ESG management had a positive effect on the perceived value. However, environment
didn’t have a positive effect on the social and economic value. (2) It was confirmed that all perceived
value had a positive effect on the psychological distance. In particular, ethical values had a positive
effect in all groups. (3) Psychological distance formed through ESG activities and perceived value had a
positive effect on consumer purchase intention. (4) it was confirmed that the average difference among
the four groups classified according to the level of product involvement and exposure to ESG activities
was significantly different in most variables. However, psychological distance didn’t have a significant
average difference among the groups.
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19 2 FAAR, AR e FHAR &8 H14: #AE $£F 4 BESGE% =% AF(2#
o Fujei=rt FAEE T Bol® T2 e T o AE/ESGEE ¥ nH] AE/
e =7} Aol S Holkar alitk(Petty & Cacioppo, ESGESE w2, A#d AZ/ESGEE H
1986). atAIRE #AZT} H2 Alo] I S AU A %, A#o AEF/ESGEE =Z)o wet
THE ofUth, SRS A do] Al A S H 7199 ESGZA el thak &njat 14, ]
=2 F4otA de Al 9 @A uiEe] e e 74A], AP AR, P EE 1
FES 5 =S FActe AE wdd Aot ¥ 2 zjo]7} 9L Ao|t},
(Petty et al., 1983).
ojo} Zo] Hojleo] AT HAPFAFES nlGoZ olo] E AT = ESGAD A3 2HAL dF
ok £, A#) B ESGAY wZF oo 9k 3t WAE A A8 (Figure 13 2
ute} Z4ze] ESGZ 9 A4 714, A2l A < AFEY S Al
Fuje] = Ztel] 2ol S B Aolgke 59 7HE
A stalnt.
= aLo] AE/ESGEE HnE i
: A3to] AB/ESGHE wE 17
Hid
[ESGAE 941 [A 78 7}
4
(Environment)
H10
[A44 [3AF2%]
(Sltfi]al) = @ = @
H1Z
T & A8 74

(Figure 1) 9472y
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< 98t (Figure 2>9} Zo| tdAE Aot
Zt i 2 dlolHE it 183 SPSS 26.0
3} Smart PLS 3.0 T2 23S ALg3le] B4 EA
o &gttt

S MERAS B GAELY ATEANA 5
4 BA2 diled, Seladens sde @% ;

%“éﬂ HEEEA
e déot] AR
7Hx < 393, one-way ANOVA
TN E Tl FEE A T AolE

£ Ad3e 7195 ESGAY, A4 713, AE
A Ael, 24 A% 5 =

N2 Holg Edz 234 Jo5 Wz 4
AFE FYstget. & Oﬂ%Loﬂﬂ A S
2 (Exhibits 3)d #AAIE o 3
HA BESGAD Y HtgEL dE 71940l 247
ESG7 4 # oldsta eA 72 Gosta,
Galbreath(2013)<] A A Folx] &gt 3713}
55 ATdstd AEetat. 3 gEL AV9E
27 P oA ‘;%73 FAHAAST 5 &
o

fo oy lo

il

A Aok 3= A (Alhouti, 2013)",
Ab3] A 7V]% A3 A Aopld AstE Ak AF
EE MHl2z25H YehueE 584 (Sweeney &
Soutar, 2001), AAA 7H& "&2B|A7L 74 A
S 53 4& o9 (Holbrook, 2005)" 522 %

i3
> (2
2

o] JESGAY AR Y| nF
(3ol 529 AFo| WA
A% 7192 ESGRES w2ah4 @e Aw)

ado] /ESGAY AN nF
(73] $29] AFo WA

71 e ESGRES &8 A

A do] /ESGHYE AR Y| F
(A o] 9] A FeldA
i 7142 ESGEES n=FE5h4 &2 A

v

A kel

A o] /JESGHY AR F
(Aol 529 AFo| WA
a7l e] ESGHES mEd Fuh

HAE €

(Figure 2) CHAR}
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24 o g Ut agla 24449 A 4" A E
=43517] 8] Kim(2016), Sweeney & Soutar
(2001), Moon & Kim(2016) 52| 43§ o)A
S48 d Ui ES Ardsted AEsNY. &

94 e W9 AFE e Re Ul
RS e Qoltk 5 389, AR A9 A%
MAS AFE A AR oR 4TS A
oI F 3B, AAA M BEE WG A

& 91a =9 mwgﬂ oS %

>,
B
2
)
AcH
I
At
By

|
2 Wi 7phEA o i g
Liberman, 2010)'& %2
&l Kim et al.(2008 Jf}
o] ATelA] AHEEUY HIHFES Ak W
o A7 e frAkettta Bzt 5 & 3719 I
O & FEste] ST
SHA Fujolxe] A% FHA o} Aldo] AA
TS = dds = 74 (Taylor & Baker,
1994) olgta 2214 Aelstar, Aaker(1997)2 A
FAFA AHEE MRS AFEst] e A
7199 AFe tE 719 AFET WA ddd A
oltf & _T_uhf} g s

hn & Sung(2019)
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Ak 1 A8 o
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4 & ool 257”4(50 %), 273 2507 (49.3%)
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(19.7%), 14 ~34 vtk 6394(12.4%), 1
A ol 40 (7.9%) T2l Teldith.
A Al KERE ATEA A
FEY ARG HS Hlon, 7 ol 7%
EA EXA 3= (Exhibits 4)9] AlA =] i,
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AelA AE Bl 2HA P nlXe 9
= A58 H8l 2084 ¥ (SEM, Structural
Equation Modeling) & AHE3I T 4 A423
o fr84 75 AFs] el "]34‘: 2B
AL FPsioitt. ol & sl 1) AA 22 o

e
_l
il

o2 g 1y Fodx F3 4 T 7199 ESGE
T wF oF 5o7 TR 2) ndo AE/ESG
g% ©& 3) 1A AF/ESGEE H=ZE 4) A

Korean Management Review Vol.52 Issue.3, June 2023



o

/ESGE

ST
T,

5) A@o] A

=
=

&4F

Z/ESG

The Effects of Corporations’ ESG Management on Consumer's Behavioral Intentions through Perceived Value and Psychological Distance

ol A3

" B N S I S T OB R B of I
) W a oo of of g X W mMorE.m%M
IO N = 7AEWH.4.0IZ|&0 SRRV e SIS
RN o G- SR
B Zgw® o Lo By TR T oo T
o - < B ol — B o © ;
T C R g %E%%mﬂ% qﬂrg%m&%%_

.ctzﬂotﬂ,ﬂﬂ@@ ATMMJWMﬂLﬂ zﬂoﬂﬂﬂh7ﬂﬂ1ﬂm_o
o oar A TN iy ol B " TR e
po BF R wmn%l_ﬁ % N m,_ﬂMC]_a B o = X T
o BN ST 2 AC A mm%%?ﬂﬂ
Woﬂﬁ%.aﬂﬁmauq;ﬂﬂ Exiv&me_l ™ Ay o oo
ﬂﬂmq<ﬁ@lu%4 Klo au%?w%ﬂdr%mﬂrﬁﬁbmr

=™y R N wemm T xodT VL
T o m o P ost N e . RIS
B D@ on o2 o 385 Zm  Ftgcla ow
:N;L op i ar W_ Wﬂmﬂm % L ‘E mMﬂ__/ou S # oo 5 oy, WM & o
M= v | K <o = T - AF R oo hoE W ooy o o B R e
ﬂﬂg%@g%gm T N o I TR B = R
F ™o W of =T < w5 o AT E S
T e e T B S e S L R B L O S U
I NN B M W2y o < B T 05
I s - o) == e - S~ K op o S
n Hoqiﬂoﬂﬂﬂ\/,ui .#uo\wnwm,o'mE_zEL n <\ e 2
o BEUEEESEFifcSiTa £UoT f
B W SRR R 2RSSy ms BB £
g Wﬁﬁzﬁamﬂ ,MMATW_mmOtdmﬂoiﬁm TR m
- rSo.l ST = o
BOeTRsSEoERERLEERERE T ERE O
< %k#emmihﬂﬂmﬂmCl,%mﬂﬂmq o & < Mm
= oﬂaﬁmﬂmﬂmww”ﬂo.mmmi%muw o L w
N r ° T o _ ,
5o gwmwmof TS s 0BTl o HET ¢
Mo o T oz AW g O A Fo ™ oy T .
o ,ﬁhbaomomawﬂmomoaf%mhbﬁ@?M oo oz B
< Bt = — K o T m i
™ m@ﬂﬂ%mﬂﬂ%mmEﬂﬁ%%E mwwmalr_hdu.mﬂ
e .mALWﬁMLo_ATmﬁwmgaACAVnoElNroﬂx JEMLWEWI
mLI»;.M e o o 5 o o
MESE anle o EEsREed AmP T w0
BR = ™ o o B -~ & to X —~ of
.ni = = O TO ‘U| qn_ T Jluﬁ < = Eo w0 - ‘mﬂ_ ,AL ‘.ﬂﬂ = O#D —
];oXEAAEﬂﬂ,A_uUr - %O woZ TR g O = )
P m g 2 TR TR BTN ETT QT ® D R
Ho i N o " Hood Ao ”ORERE oM T B S o o &I ol

sy
549

(Figure

af drgs

9

L

.

25} 577145 20| 9
2004). ol wet PLSE
Az
J o

3L
it

o2 AellA

FHKim et al.,
3)3} o] YEbsitt

=7

=

=

Fol
AVES Al

©

1o}

=0
=&

L

T

0.882~0.94322 7]Z3: thy] =74 Jeht
o

Korean Management Review Vol.52 Issue.3, June 2023

e 71291 0,58 =4 A&y o
A Yebsttt. 12]a (Table 2)



Yong Bin Ji - Young Wook Seo

(Table 1) ZEEE2| =IQ0IZA ZIHTA, n=507)

T804 Z34EY L9AANZ | t-value CR AVE | Cronbach’s a
ESG environment 1 0.879 59.799
_ ESG _environment_2 0.891 87.795
R ESG environment,_ 3 0.894 | 6216 | 0938 | 0792 0.912
ESG environment 4 0.897 90.946
ESG social 1 0.909 114.514
AL ESG social 2 0.901 91.349 0.928 0.812 0.884
ESG social 3 0.894 65.453
ESG_governance_1 0.871 67.510
ESG governance 2 0.870 66.505
ESG_governance 3 0.846 61.722
Al -2 ESG governance 4 0.873 64.583 0.954 0.748 0.943
ESG_governance 5 0.883 72.959
ESG governance 6 0.875 62.921
ESG _governance 7 0.836 41.881
ERP perceived_value_ethical 1 0.896 82.254
L7}7‘<]~| perceived_value_ethical 2 0.932 129.507 0.943 0.847 0.909
perceived value_ethical 3 0.933 133.909
REE perceived value social 1 0.889 74.555
7}7,(; perceived_value_social 2 0.938 129.616 0.940 0.839 0.904
perceived_value_social 3 0.921 100.601
perceived value economical 1 0.850 56.312
AAA | perceived value economical 2 0.855 62.389
7H4] perceived_value_economical 3 0.895 64.151 0.924 0.752 0.830
perceived_value_economical 4 0.861 71.623
A4 phychological distance 1 0.923 114.931
Dﬂ 3]_1 phychological distance 2 0.914 73.531 0.947 0.857 0.916
phychological distance_3 0.941 165.631
purchase intention 1 0.914 94.491
T = purchase intention 2 0.911 98.185 0.927 0.810 0.882
purchase intention 3 0.895 60.811

ol

(Table 2) ZYEE| BB F4(HA, n=507)

97 [E=ad - 94 [ A9 | BAF [ 493 |5,
TN | g e | BB TE G | iR | AR | Am | TEE
317 4.96 0.925 0.890

A 4.92 | 0.958 | 0.761 | 0.901

Au 2 4.69 | 0.938 | 0.742 | 0.787 | 0.865

24 7k | 4.63 1.088 | 0.631 | 0.620 | 0.672 | 0.920

AHEA 7HA] | 4.80 1.0563 | 0.557 | 0.647 | 0.639 | 0.778 | 0.916

BAA 7FA | 4.92 | 0.906 | 0.567 | 0.669 | 0.688 | 0.706 | 0.742 | 0.867

Aeld Al | 4.39 | 1.140 | 0.585 | 0.594 | 0.644 | 0.781 | 0.714 | 0.689 | 0.926

B kg 4.94 | 1.070 | 0.586 | 0.605 | 0.600 | 0.741 | 0.719 | 0.706 | 0.684 | 0.900

* 4 99 FadarEne Aus g, dEuds dusy] Ade A ghol Mitia 999 gERT vreA
A el 3
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(A2 7]

g7
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%214 71
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0.168" REERE 679" e g
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*p<0.05, ++p<0.01, #++p<0.001

(Figure 3) =28 &M Z1H™A|, n=507)
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(Table 3) 7IAZ ZnH(HA, n=507)

7Hd A2 A A= AT t-value As 43
H1 3 — &4 A (+) 0.247 4.062%** R
H2 AbE — FEE A (+) 0.124 1.987* e
H3 Atz — &2F 7 (+) 0.391 6.162%** e
H4 84 — AAE 74 (+) 0.045 0.789 712t
H5 AF2E — AkEE 7EA](+) 0.358 5.804*** RE!
H6 A2 — ALEE 1R (+) 0.324 4.860** e
H7 &7 — AAF A (+) -0.007 0.109 717
H8 AE] = AR 7HA (+) 0.339 5.749*** e
H9 ATz — BAA 74 (+) 0.426 7.801*** e
H10 T4 71 — A4 Ag(+) 0.503 9.789*** R
H11l ARA 7R - Agd Ag(+) 0.168 3.320*** el
H12 AAA 712 — AlEA AR (+) 0.209 4.368*** el
H13 Aed Al — o= (+) 0.679 24.842%** R

*p€0.05, *p<0.01, *p<0.001(2Z HZF)

B2F AYEA o] 7199 ESGAY S B3l 5 A BAEA)E NS o F o it Aol & B
Aol AFA e ALE A E AFITHE & o] 7EEY B4t BEA FUE 94 Levene A
HIZE RO AEA ARt uS Fodde Ae 9o A EUE AAEAAFE 9 olE 8 Jud
gk}, FE2F7F e AT A 8ol shesta, 943 A
azla Ay Azt oz FAQd 9 HA 71 F s Scheffe A4 (Levene H3:
< 13 Aolgh= (VM4 13) Eg £=24.8429 #&  p > 0.05)< AABIATH(Neter & Wasserman,
o2 AYEA. 7)o FEEE e dE& W 1974). 7 W g o] fig 2R Ade
T 3 ZRAST ] ESGAYe® F4€ Ae]d (Table 49 2t}
Azt Pl = ko] HA2AF7Y 0.679% /M A TAHEA & 7F BRThe] fAte] Ztie 714 St
A vehd oo gigh 7|95 ESGAYD 77 A AAlEY $4 BAke] A4S A5 A9 BE
g3 2 Aoz e £ glke Aol HE7E ol gHE 0.059014 717b8kA] Rstez S
A B A9 g2 F8 WAE ESGAYE A M A7t sle Ae® JEeiyn 2R
ol @A AAE 7K, AeE A, Fajelert A, 2 Wt f92E 0.05904 714
HoAe $F 9 ESGEE =F o we} zfel7p B2 Hok 2F Fat Aolzt vkl & 4 ek ot
EAet=v= Zlolth, old] wgt E AFoMe 7 AR AdY AF A EE 0.05404 71745HA
AASE sl 3 oY A HwghS vlwshe gornz Ju 7t Hit Aol fivkn & 4 Y
dl A3k BA171H < one-way ANOVA(Z-YHl 3 Levene A< EUZ & A3HA Ade
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(Table 4) ANOVA &4 Z1t

TE = Ll e

27 3330 | 0059 |88 | 0000 | M) CIDIE A7 BAZD

ESG | A 1.832 0.140 | 7.820 | 0.000 | A’ ifﬂcg S A
AM7z | 2100 | 0099|8949 | o000 | ©0A PP ol
so4 A4 | 1584 0.192 | 3.660 | 0.012 | © >ﬁ]>;g> b é ) E
Xl?;]‘% A8 74 | 1.325 0.266 | 5.101 | 0.002 | * éﬁ,ﬁi; b A =D
AA4 A | 0501 0.682 | 7.420 | 0.000 | * >x£]>§g> . oo

el A 0.910 0.436 2.483 | 0.060 A (>5<}(<)>]>§}B%>) b -

ool 1.207 0.275 | 5.600 | 0.001 | A Lﬁffﬁ P oo

¥ A 1P AF/ESGEE =% A, B
C : A#d AF/ESCEE =% A, D

(Table 5)¢} 2t}

7o) g A4 A, BIH(HTA 0.452,
p=0.001), A, DFHEHEA 0.379, p=0.011),
B, CH&(H A -0.442, p=0.002), C, DR
(Fd2F 0.369, p=0.015) Alele] F2u]gh zjo]
g Byt &, 7199 ESGHY T &4 8%F U4
& a3 AF] ESGAY =Eo] 7HF 9o

e AS G495 9l 99 #of

G| 2 Ao Vet A2 35
A, DF(HEA 0.511, p=0.000), B, DF
(312t 0.438, p=0.003), A, CHTH(FETA}F 0.427,
p=0.005) Aol 4 §rolul o] & M, o)
BG4 % of o] Jagle] Aze] A FRThe
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D Aol AF/ESCGEE Hl=E Y
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(Table 5) AlFAE ZH(Chs H|)

TE (DFD | (OFL | FF ZA|(I-J) | BFLA | FYFT
B 0.45215* | 0.11370 | 0.001

A C 0.00992 0.11393 | 1.000

D 0.37965* | 0.11348 | 0.011

A -0.45215* | 0.11370 | 0.001

o B C -0.44223* | 0.11370 | 0.002
A E°> 5 D -0.07250 0.11326 | 0.938
A CHD A -0.00992 0.11393 | 1.000
C B 0.44223* | 0.11370 | 0.002

D 0.36973* | 0.11348 | 0.015

A -0.37965* | 0.11348 | 0.011

D B 0.07250 0.11326 | 0.938

C -0.36973* | 0.11348 | 0.015

B 0.07340 0.11811 | 0.943

A C 0.08429 0.11835 | 0.917

D 0.51175* | 0.11788 | 0.000

A -0.07340 0.11811 | 0.943

B C 0.01088 0.11811 | 1.000

- D D 0.43835* | 0.11765 | 0.003
A, B, C)D A -0.08429 0.11835 | 0.917
C B -0.01088 0.11811 | 1.000

D 0.42747* | 0.11788 | 0.005

A -0.51175* | 0.11788 | 0.000

D B -0.43835* | 0.11765 | 0.003

C -0.42747* | 0.11788 | 0.005

B 0.21999 0.11531 | 0.304

A C -0.06500 0.11553 | 0.957

D 0.47272% | 0.11508 | 0.001

A -0.21999 0.11531 | 0.304

B C -0.28499 0.11531 | 0.108

PR e D 0.25273 0.11485 | 0.185
A, C)D A 0.06500 0.11553 | 0.957
C B 0.28499 0.11531 | 0.108

D 0.53772* | 0.11508 | 0.000

A -0.47272* | 0.11508 | 0.001

D B -0.25273 0.11485 | 0.185

C -0.53772* | 0.11508 | 0.000
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(Table 5) AlEZ4K ZIHCES Hl@) (H%)
TE MAL | OIS [HFd ZAo[(I-J) | FFEA | FIFE
B 0.13194 0.13525 0.813
A C -0.10032 0.13551 0.908
D 0.39704* 0.13498 0.035
A -0.13194 0.13525 0.813
B C -0.23225 0.13525 0.400
24 7k D 0.26511 0.13472 0.277
A C)>D A 0.10032 0.13551 0.908
C B 0.23225 0.13525 0.400
D 0.49736" 0.13498 0.004
A -0.39704" 0.13498 0.035
D B -0.26511 0.13472 0.277
C -0.49736" 0.13498 0.004
B 0.07016 0.13144 0.963
A C 0.21897 0.13170 0.430
D 0.40040* 0.13118 0.026
A -0.07016 0.13144 0.963
84 714 B C 0.14880 0.13144 0.734
T . 4 71 D 0.33024 0.13092 0.097
A4 7 A)D A -0.21897 0.13170 0.430
C B -0.14880 0.13144 0.734
D 0.18144 0.13118 0.591
A -0.40040" 0.13118 0.026
D B -0.33024 0.13092 0.097
C -0.18144 0.13118 0.591
B 0.02045 0.11183 0.998
A C 0.20833 0.11205 0.328
D 0.46246" 0.11161 0.001
A -0.02045 0.11183 0.998
B C 0.18788 0.11183 0.421
ZAAA 71 D 0.442017 0.11139 0.001
A, B>D A -0.20833 0.11205 0.328
C B -0.18788 0.11183 0.421
D 0.25412 0.11161 0.160
A -0.46246" 0.11161 0.001
D B -0.44201" 0.11139 0.001
C -0.25412 0.11161 0.160
B 0.07229 0.13278 0.961
A C 0.24056 0.13304 0.353
D 0.50267* 0.13252 0.003
A -0.07229 0.13278 0.961
B C 0.16826 0.13278 0.658
TFrj= D 0.43038* 0.13225 0.015
A, B)>D A -0.24056 0.13304 0.353
C B -0.16826 0.13278 0.658
D 0.26212 0.13252 0.272
A -0.50267" 0.13252 0.003
D B -0.43038" 0.13225 0.015
C -0.26212 0.13252 0.272
# g3t Atol= 0.05 FEddlA FATHES AF)
# A 1] AEF/ESGEE =F HY, B 1 u#Y AF/ESCGEE ¥xE J
C : A AF/ESGEE =% HY D AR AF/ESGHE H=FE I
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(Table 6) o7 21t ¢
18 AF/ | 28 AF/ | AR AF/ | A& AF/
K AA A ESG73 Y ESG7A % ESGA 4% ESG7 %
Heg fd | =2 3¢ | Hx32 3¢ | =2 4d
EEF (W) 507 127 126 128 126
Hl |84 — &394 7H(+) AN (0.247) | A9(0.448) | 717H0.119) | A=(0.196) | A=(0.430)
H2 [ — &84 7H(+) A9(0.124) | 71740.132) | 7174(0.215) | 712H0.072) | 717H0.028)
H3 |[A7x - &84 7K (+) AE(0.391) | AEH(0.225) | AH€(0.404) | AH(0.577) | A=(0.305)
H4 |87 — AEA 71 (+) 7124(0.045) | 717+(0.203) | 7124(-0.112) | 712(0.111) | 71%(0.123)
H5 [AH] — AEA 7HA (+) A (0.358) | A(0.348) | A=(0.311) | A(0.310) | A=(0.318)
H6 | A7z - ABA 71K (+) A(0.324) | 71740.222) | A€(0.411) | A9(0.387) | AH(0.322)
HT |84 - 3AA 7K (+) 7124(=0.007) | 7120.027) | 717(-0.091) | 717(0.052) | #4=(0.203)
H8 [AH] — ZAA 74 (+) A(0.339) | A(0.356) | A€(0.479) | 717H0.146) | 717H0.092)
H9 [Aul7z - ZAA 7 (+) A (0.426) | A(0.349) | A€(0.362) | AH(0.586) | A (0.514)
HI10 | &84 7K - A=A AR (+) | A9(0.503) | AH=(0.632) | AH9(0.560) | A= (0.460) | M=(0.287)
HI1 | AEA 7 - Agd Azl(+) | A=(0.168) | A€(0.013) | A=(0.181) | 714H0.121) | #=(0.378)
HI2 | 7244 7K - Agdd Az(+) | A=(0.209) | A=(0.236) | 712H0.124) | A= (0.314) | #=(0.241)
H13 |44 A - Fi=(+) A(0.679) | A=H(0.615) | A& (0.720) | AH(0.700) | AHA(0.715)
1) ESGAY % el did 14
-4 2% 1 A) C)H D) BE de
SAEEMCA#B A#D,B#C C#D
2) ESGAE & Akl tigk 214
-4% 2% A)B)C) D& U%)
-A}TT@]:A¢D,B¢D,C¢D
3) ESGZE & A7z tat o4
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4) A7k 7 F 24 7E e tig 94
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e s a5 5) A2 A 3 AR AR e 4
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- A 2 AT A Al
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-4% 2% 0 A)B) C) DEC 98)
A RN CA#D B#D
A o] AF/ESGERE =% 4, B 1 1 AF/ESGEE vx=F Hv
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® (e ARAFY
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o e 50%8?& gw | 165|325 | 40 | 3L5 | 42 | 333 | 46 | 359 | 31 | 294

past] 5.000 ~
o | 16 | 229 | 29 | 228 | 31 | 246 | 29 | 227 | 27 | 214
ulel
Hy |00 | 197 | 2 (189 | 20 | 159 | 2 | 195 | 31 | 26
19 9 o 0 1 79 1 9 | 711 12 |95 1 7 | 55 [ 12 | 95
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(Exhibits b) SYF&o| 2oIQ0IRA! Zu} ZICiH @of
No. g FREEE t-value CR AVE Cronbach’s @
1 szl A%/ 0.809~0.960 | 14.946~119.764 | 0.918~0.958 | 0.737~0.884 | 0.881~0.943
ESGEE Hx=Z ' ' ' ' : ' ' : ' '
2 it}ﬂ Xﬂf/i 0.842~0.950 27.401~96.365 | 0.925~0.955 | 0.753~0.865 | 0.878~0.945
Ao AE
3 Esﬁ?j ?11‘7% 0.825~0.942 16.550~92.710 | 0.910~0.956 | 0.721~0.875 | 0.853~0.946
Aol AlE,
4 RSOEE w2 0.746~0.944 11.141~97.962 | 0.903~0.942 | 0.694~0.844 | 0.839~0.926
(Exhibits 6) SYF&o| mHElEA FohH B
N g | EZHA A4 | &28F | AEA | AAA | Agd | 3
= S} B
5% 35 | cp | FB M 3z S | | W | Ad | dE
B 4721 0.944 | 0.906
RES A3l 5.01] 0.972 | 0.728 | 0.909
AE/ A2 1 4.62 ] 0.984 | 0.731 | 0.785 | 0.864
ESGBE w24 71X [ 4.61 ] 1.112 | 0.709 | 0.635 | 0.656 | 0.917
H]Li—f ARBlA 7EA [ 4.91 ] 1.133 | 0.619 | 0.670 | 0.643 | 0.796 | 0.940
_J_E AAA 7k | 5.07 ] 0.873 | 0.541 | 0.649 | 0.648 | 0.624 | 0.745 | 0.858
(n=127) A A7l [4.29 ] 1.190 | 0.681 | 0.621 | 0.657 | 0.789 | 0.691 | 0.640 | 0.921
Fujl= [ 5.07 ] 1.123 | 0.577 | 0.567 | 0.523 | 0.699 | 0.770 | 0.648 | 0.629 | 0.924
2 5.17 1 1.023 | 0.907
RES A3l 5.09] 1.030 | 0.817 | 0.897
AE/ A #Z 14.84] 0.998 | 0.744 | 0.791 | 0.868
e w2 A 71X | 4.74 1 1.132 | 0.495 | 0.549 | 0.588 | 0.930
UL [ ABIA kA [ 4.98 ] 1.050 | 0.448 | 0.544 | 0.573 | 0.783 | 0.917
fﬁ AAA 71 [ 5.09 ] 0.952 | 0.569 | 0.690 | 0.672 | 0.736 | 0.753 | 0.888
(n=126) A2 Al | 4.54 ] 1.132 | 0.413 | 0.476 | 0.569 | 0.793 | 0.713 | 0.672 | 0.927
Tuiel= | 5.15| 1.127 | 0.500 | 0.568 | 0.583 | 0.719 | 0.666 | 0.750 | 0.725 | 0.918
3 4.79 | 0.818 | 0.861
A 2o A3l 4581 0935 | 0.773 | 0.913
AE/ A ?‘_7::_ 4.371 0.865 | 0.738 | 0.758 | 0.871
FSGE=E w94 712 [4.34 | 1.039 | 0.678 | 0.661 | 0.776 | 0.913
H]Lzo ARsl A 7F2] | 4.58 | 1.065 | 0.636 | 0.689 | 0.704 | 0.787 | 0.918
_J_E AAA 742 1 4.63 | 0.876 | 0.598 | 0.631 | 0.736 | 0.738 | 0.710 | 0.849
(n=128) Alg)A Al [ 4.22] 1.103 | 0.663 | 0.666 | 0.699 | 0.787 | 0.706 | 0.739 | 0.935
Fie= | 4.64| 0.969 | 0.657 | 0.630 | 0.677 | 0.765 | 0.687 | 0.703 | 0.687 | 0.879
o7 5.16 | 0.814 | 0.864
PR A3l 5.00] 0.802 | 0.778 | 0.869
AE/ Awj2 1491 0.805 | 0.741 | 0.818 | 0.833
ESGBE +2)A 71X | 4.84 1 1.013 | 0.677 | 0.612 | 0.646 | 0.914
Lfo ARBlA 7EA] [ 4.76 | 0.918 | 0.609 | 0.677 | 0.673 | 0.763 | 0.876
fi AAA 7k | 4.88 1 0.851 | 0.655 | 0.670 | 0.739 | 0.743 | 0.750 | 0.858
(n=126) AeA A7l [ 450 1.114 | 0.599 | 0.629 | 0.649 | 0.755 | 0.778 | 0.738 | 0.919
Tuje)= [4.91] 0.993 | 0.704 | 0.642 | 0.656 | 0.800 | 0.736 | 0.688 | 0.730 | 0.877
F O 90E AuEarEad Anc §0. BUGIAE G| JATE A28 J
Wtk e gEER WeA] o el o
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