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A Study on the Impact of ESG Management on Airline Customer

Satisfaction and Repurchase Intention
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ABSTRACT

Recently, interest in the need for corporate ESG management and improving competitiveness
through it has been increasing globally. ESG is a word that combines the first English letters of
environmental, social, and governance, and is attracting attention as a key element to achieve

sustainability in corporate management. ESG management activities will increase customer trust
and satisfaction, and can serve as a decisive factor in customers reusing the airline. To this

end, we aim to identify major factors related to airline social responsibility, eco-friendly
management, and governance among ESG factors, and determine how they affect customer
satisfaction and lead to reuse intention. The analysis results of this paper show that an airline's
ESG activities go beyond simply managing the company's image and act as an important factor

in increasing customer satisfaction.

Key Words : ESG Management(ESG %), customer satisfaction(xZZ4%), Intention toreuse(#
0] 89%), Airline(3&Ah, Eco-friendly management({12-37 %), social responsibility(*F5]4 ¢])

.M 2

Z

FLI

AARC=E 7199] ESG % de] H_/%} o]
t ZAAE Ao WgF Wio] =oAL Stk
3174 (environmental), AF8l(social), AJHj7+=Z
(governance)?] & A APt 2FH Hol=E, 7|4
AGo]| oA AE&7M5AS G5 95 A/ A

2 FEE QJth ESG AYS BAAR, AEEE,
Fg 7GR R 52 o AR 71949

5
ri? %

Received: 18. Aug. 2025, Revised: 06. Sep. 2025,
Accepted: 16. Sep. 2025
* 7N EEdEdety FEeT WHV\QM‘
ok Z—]Otﬂolﬁ OJ——I—-/ﬂH]/\T—]Cﬂo]-_L]—
AZAZ} E-mail : h1ﬂy95@naver.com

AR Fh  PFA WUZ 57992 24 71EGBE
s

o] Edle2 757 wh= 40|t Choi, 2023).

AZH o= 7149 AF4H B7HY 71E2 FEE
Al AFES v o= g AFEHE Y JFIHA ol
T2y ESGER= 7ide] 5% & 71 THIE &7
Sk BIARARI A1) F848E T =orleH 7]
A9 AHElE HolS Hrlkelr] gt F8 AEE ESG
A7t AR EE Al HAF Solual Sle FAlelH
(JO, 2023). A AlIAZCE ESG 7ol tigt HA 9
= vs A3 9loH, g®h 334G el
38t 5 22 AR RS SA1E FIEAR
AL 7ol B2 ZAo® Hystal SltKLarch
and Wanner, 2017).

oE5d FHsoh: T84 AAY P A
47153 BYES FHoEd 74 FRAES ARTE &

Tohs AU oldstar, thkst ASA #AIE sf4st

A 5= Y M) 83 2ol AP



134 23

Lot

A8

Vol. 33, No. 3, Sep. 2025

Aol sh=r] ZHHel aslow gt 4 9l
9l BSG 2 7hed] FeAte] Asld Addut
o, Aol iR F2 8912 Tersi,
o ofuat FaFL mX|H, Aol gl
TS Wk o2 Fol Pt
ArAog ©go] @ 4 9
1, 317 gt Ao]

o=
R8T YhS AT Wk

=)

N, O
o ol
0.

o,

5
1
=)
I

P

(o]
Ir
N,
et

-

1o m R of
o i

o

I N

ﬁ

1o

ik

)

=

4

=
et
o

oo
£
To, &
oy I
ok
oM,
of
ot it
;
N
>
ol

2.1 0|2H HiZE
2.1.1 ESG &Y

ESGY] Aol 7+ 7139 AY BT Ay B4
Jea olsEAle] we thkeiAl AAELL Qlck UN
PRIE ESGE A&71s47 918 &), A3 =9
< &3] 9 B4 2 842 HoSHAtHMin,
Kim, 2019). CFAE '7199] 3371 9] A= v
AFAQl 942 Aolstal k. A&7HsH AR A
(SSED= ESGE 7199 A A3} 711 FE ¢
of IS uX= FAHY T, A, 71D =2 &
5'og Aosta glom, yaske '7]]o] 2713 7t

A& ZEohal AAdAEE ddske 3, 18a 7Y
o =S A= 842 At Ak Park, 2024).

ESG B%golet A, 27, A7t BT 71992]
BEI} S WAsle] AR AYPAS IRk

2 R0l Bl 712 A, B BRI 2
A7 WS e, AW AH B9 S, A8 ¥

Role 1A S 4, A9 24 9 ok 33, A}

d

2022). ESGe= A 2097 7199] ATz, B,
A9 SHolA 7FE 53 vt EFE F shuo]
tHPollman, 2022).

ESG &&°f tist d4= CSR(corporate social
responsibility)g 402 A= o] gom, <o
= CSA(corporate sociopolitical activism), AR5
A4 o|{ret Weste] &S AR sHAY 52 vitfist

= 7199 37MER1 52 rloke 7199 AFEEA|
A dsolgks Mdx 5435 v UtiBhagwat et
al., 2020).

= WS AohEA FTAES & H71E A
om olzigt #71E thAslal HAAIE AAs] ¢
3l ESG A9 FA51931(Seong, 2022), ESG A9
A= ol FAL AYol H8slal olE AHRET
AES B3 2= ZHSIA QUth(Yoo et al. 2022).

FIAES X 7IUEE ARk 3571 &9,
FEYE 7, BYAR A3, Hresgda] AR
] &l IR 2} g5 59 &40l AYA] AR

1 oA Ao e tFo =M o3t W
Blof &85H7] Hlol st Ut ik =y

2
d

b Hx2 20219%E, opXohdlge] H¢
2022958 ESG HYHIANE FFAF SHolA o &
AletaL Qlow, LCC FFARI Hojoj9] ¢ 20244
29 BSG 39 £27S YHSMH, BSG FYol 227
02 Fojoles FoltNang, 2025).

ESG B7h= 7149 &4, A4 J3Ea &9
AR AYE S 7199 Aol g =4
Edi= 471421 SHAA 7199 A& 7hegt 4%
FE=3H Mo, 2023).

ojof] FFAR] AB[Rto] thet AF-E AHEH Kuo
et al.(2021) Alzto] A48 FFALY] ESG AP
I HEZ JRH 0w FTIAXITL SIS

tlo mo rok

2.1.2 1A40t=

Oliver(1997)& &2 AH|ALY] 50| ofgt -§H
ojm A|Folu} AB|A Ei= HA] Ao tigt Hrt
ojm Awnle} FAE HF 9 FEAA stk

IARERLE AE Ee AHIAE AFS & 179
A4, T 5= B0 I = Sl= WA Sl
719 SHolA= Mg, ol& 5 Aol Ao &
5 Sk 1AL AlEA, AH|A o] Aol ZEH
71 7ML Qlok AlEruiel AH|A o8 X
22 50| ot thE 7IHPE Frof Fiol=
BE=EB7IeHA "ot ol YL Sl UEhv= A
o] ANEEo g & 4 QltKLee, 2021).

Rt ool

e

2.1.3 Mo|8=
o=zt 7iRle] AZH vje@gEel et RIS 2|



o

FYTLYI BB

ool
o

AARE Aol g2 FAJoll ESG FFol mlAE FF A+ 135

e ZAo&H 49l A 9 Hert 9= A4
52 Tt mEpA] Aol&ojke 1ol AlEFout
MUY s AT & A AHstAL sk b
Al9] Adog A, RS 9u[gitKSeo,
2010). Spreng et al.(1995) 71& IS FX|sk=
AHTH A 14S FoljEole Aol ¥ B2 Hlgo] §
9E7] ol uHAI"E TRlolA 9] Atufei=7}
uf-e- F23F ARtolekar sheitt.

FIA] Aol &gt FFAL ol AE0] YA
Aol 2AA g1 A&H o B FFANY
< Ytk 59 B2 oulgttH(Jang, 2020). =+
Al Aoldo=e FIAHY AT T 254
7 BAe Slo] £91E Aok o E dLE S
8% Hgeta & £ QckLee, 2011).

O

0

Jo
0

ol

.
5

Q.

o

o

ﬂ'l:‘

2.2 AT
2.2.1 |72 Y 4

£ give] 2o g
Aolg o= HlHE
o APAT ol 2H WES o YA FRA
ESG A% LARE, Aolgolwg nAsd 2 ¥
2o] §F BAS vefetadt the Fig. 134 2ol 9
TS Ak,

£ 72 AE5191) AR ol 2A wy vt
o thgat 2L Hue AR,

HI: ESG %S nAwEo

Zolek.
H2: 3ARSS Aolgelzo] st 332 ud

Zlolet.

ESG Hl
Management

Customer H2 Intention
Satisfaction |——* toreuse

Fig. 1. Research model

T2 B2 golaE p05 oA A
2} SPSS WIN 25.0 T2 18E AME

w
i

=
e

( r_&

A

%
o
)
oft
2

ML
e
_?L
%)
i)

A dARe] dRkA]l 442 Lot r] sk
AAegTE 24, S4=F] g5 HE
A QRIEMS AR, AEE A5

ronbach's aAIFE ARESISITE AR, F2

Bt BEHEAE Yo7 sto] 71eEA

Alet3iar, ofg] Haptt ATRIAIE Yol

AE 4 AASHATE. YA, ESG F Yol

9 Aol-&2oof mX|= FIFS Yol ¢

HAEAZ AABHIH

N0

A,

]_

mlorﬁ
e
Q il

rE
iy
o 8

M 0
P
w. Mo

N
=
X

J

_‘d
o o

,ng
o)
i

:?‘:1
£
o
ol

A4 4l

M g A

2.3.1 AFSAEH g

ARV LRba] E/gof del dokEr] ffs ¥
TRAE AAIRE A= Table 13 2t} 2443 4
Hol A H4d 997(49.5%), 918 10178(50.5%) & 1
B, A% 20~294] 73%(36.5%), 30~39A1 41
8(20.5%), 40~49A] 46%8(23.0%), 504 o1 4073
(20.0%) 2= Yergth 2FsHe 1E ofst 107

dm
ook

SAt 018

Am

Table 1. Demographic characteristics
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idity and reliability
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Table 6. Descriptive statistics and correlation Table 8. Impact of customer satisfaction on
verification reuse intention
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Table 7. Impact of ESG management on custo—
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