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A Study on the Impact of Airline ESG Management on Brand Trust and

Behavioral Intention
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ABSTRACT

The purpose of this study is analyze the impact of an airline's ESG management on shaping
customer brand trust and to elucidate the impact of brand trust on customer behavioral
intentions. This study examined the impact of airline ESG management on brand trust and

behavioral intentions. The analysis revealed that airline ESG management had a significant
positive impact on both brand trust and behavioral intentions. These findings suggest that

airlines need to utilize ESG management not simply as a social contribution activity but as a
strategy to build customer trust to secure sustainable competitiveness. Furthermore, given the

direct impact of ESG management on brand trust, proactive communication strategies are
needed to ensure that customers perceive environmentally friendly management, social

responsibility, and governance.

Key Words : Airlines(834h, ESG Management(ESG %), Brand Trust(E=A1F]), Behavioral

Intention(P529%), Customer(ZZ)
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Z)7F FEdk QItHAhn et al. 2022). 3EAMS]
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ESGOll tigh AH|RFE9] Q14]o] Hsislo] whet 117
< dolal AHIAE Aok 39, 94, 3F 59
AE]A AR Boko] ESG Yol BT 7= oA
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A= #9257} 5L EtiHwang, 2018).

2 A9 54 FAR] ESG A¥el 1749 B
Al FAoll vXe FFS BAskL, BlsAlE
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7ot} A47Rse AGHY S0l WAt F-83 7
22 Agshas g,

2.1 0|2 HHE
2.1.1 ESG &Y

ESGAYolst  H(environmental)¥t  AFSl(so-
cial), AJ¥iLZ(governance) FEANA9 7|4 5T
A&7Fs WHE A% A9HAS ugith
24(environment)Z 34 JIE 76| ¢
3t 7199 A&7bes AY &59 GREA AURe
AteE dofslal agFow Esto] 247EA HiE
I FHAS Fislle AFS YviditHlee,
2025). Ak3l(sociali= 7190] olsiEAREZ A9t
315 dok=z A9EEoE 7199 AlE FA(CSR),
FTH7HIZE(CV) WS o] Sk 7Hdo|thLee,
Choi, 2023). Auj7-Z(governance)= 7]¥o] %3
= Hosta #Aestes &5 gtk 5= ou|et
th Atz olsjEAREY F9 o]eE HEs5t
= TEAACIH FF7HAE FHAZI= A=d EA
2}l & 4 QItHFama and Jesen, 1983).

ESG %7} A|3#= 7199 A9 2gollA 2+, A, A]
v g Rlo] diste] SHIEA LYok=AlE BRI RE
#H A&715739Y 715732 B7RIKLee et al. 2021).

A&7Fsdo] Fa3t olp® A FA ° &4H
2 1987¢ MEFAL(UNEP, United Nations
Environment Program)oflA] ©7ksH ‘98] 359 o]
#(Our Common Future) 2h= BREHE OJQJ H
TAOA AE AFER O HuAdA= A&7
As mEAd7 2159 Bo44E FFAE = Sl
7S EAZIAl g H ol @A Aldie] 2.
£ 337 W olgtal stk (Park 2022).

ESGO| &o7t AZo= ARgH Zh2 2004d UN
Global Compact(UNGC)9] ‘Who cares win'©|2h=

34 BiA®E, o]F 20069 =A| FAZ|EAFER! UN
PRI7} ESG B 9<S T8 A 9oz 2ol 2

=99 ESG HY9] ARk Xﬂ/\]"%]'od‘:]’(SeO 2023).
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71998} 2 AR 7199 HET EEo] B2
T = A =HEA vlEiE e AS7Hs99
7do] 7199] A gd=re] Avte] == FA =k

ESG A Aol 719 A Poll B4l o] &
A FBAIAS ZIRE THURE RofollA4 ESG7H 71
9] Ato] m|A= FFoll W A+t AL Aot
(Park, 2024).
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oltiKang et al., 2021).
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FA5k= Zlo] 5251 HLee, Lee 2021).
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(Kim et al., 2009)

FEAE T AN B AHAE] P
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Fig. 1. Research model
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Table 1. Demographic characteristics

Table 2. Airline usage characteristics

T H=(N) HAE(%) T HEWN) | HAEG)
. o 114 50.7 iy 76 33.8
=] 111 49.3 OR|olEE 48 21.3
20-294] 75 33.3 AFF 29 12.9
Q5=
30-394] 49 218 oéf’iif 2ofo] 22 0.8
o9 33
40-494] 51 227 ElolE 19 8.4
504 ol 50 22.2 ofjoj L ujo} 20 8.9
JZolst 9 4.0 7Iet 11 4.9
o AEHEZ 10 4.4 13 36 16.0
2 okl [ . ,
st E 163 72.4 o8 g1 2-33] 101 44.9
o T
et ()= 43 19.1 34 olu) 4-53] 48 21.3
30089 |k | 83 36.9 63] ol 40 17.8
o ma | 3004998 W | 57 25.3 MBH (A,
4 B2 g 158 70.2
&5 500600 A | 42 18.7 e
K 7 57 25.
7008 Qo | 43 19.1 ole 2 8 3
WS - T e A 8 .6
2] 225 100.0 e A &
et 2 0.9
HERAS AART AT Table 13+ 2o} 242 L 225 100.0

A 1119(49.3%), o4 1149(50.7%)2

2 UERY, A% 20-294] 759(33.3%), 30-39A]
4979(21.8%), 40-4941 519(22.7%), 5041 °A 50
H(22.2%)°F Yepdtt. 2EsE2 1E olst 9
(4.0%), FEHWE 1078(4.4%), HtR(H)E 16398
(72.4%), HFRAANZE 4679(19.1%) 202 EREOH,
4 B A5 3009H |9 8378(36.9%), 300-499
9 9 579(25.3%), 500-699%F ¥ 4275(18.7%),
7009t ¥ o} 4378(19.1%) 2= el

=

gae

o]& S/ s Lotr] fiste] R4
= = Table 29} At} 2423} @ol o]
Bohs FIAR: IS 768(33.8%), ©OMAloR}
& 48%(21.3%), AFFE 297(12.9%), Kfof
22799.8%), ‘o1z mloF 20%4(8.9%), EleIdE
19%(8.4%) o= YRt dubzlow tigelsg °]
&k Zez 2 5 Ak FBAL ol S 19
3678(16.0%), 2-33] 101%5(44.9%), ‘4-53] 487
(21.3%), ‘63| ol 407(17.8%)°= HHHo=

< 34 oy 2-33] H& FFALE ol gslt Hez
5 9tk TS FFAL o] BAL IS
(70.2%), ‘G5 5778(25.3%), ‘15 - Th& -
(3.6%) +=o= e} gubzoz FfQIE A (RAHE,
g 5o o83t Aoz B 4 Qlrh

233 ME: & EtFY EF

ESG 499 A=l ¥ el A5 Zik= Table 3
I} et R4S AAsE] ol dlolEle] A4 9
SR R E ATDHoH, KMOASE 0.9422
et dlofelsrt 4TS & 5 0o, Bartlett 73
A 732 3,867.234% pC.001014 2Eet Ao Yt
itk 2914 At F 3709 8Rlo] =EE 9w, &
i AwEe 87.062%%  UERdth WA 89l
131.066%)2 ‘AHIEZ, 821 2(30.405%)= ‘21g4 7
F, 821 3(25.592%)> ‘AElH Mol o= Pysioirt.
% 371 8919] A= 0.40 oo YeRdo R el
/Jo] ASH ZOo=E Hehsoirt. AlEEE 5 0.60 ©]
go= Yeht Algwo] EAVF e o= UeRit

AT
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Table 4. Verification of the validity and reliability
of brand trust
‘g qE
29l
891 1 2912 2913 HH=Al
.871 214 247 .935
.859 .228 .286 ° 930
891 Al &
A .850 .243 .265 B =X 888
835 342 187 81
.833 .345 219 mog) 3306
304 -840 280 BAIE%) 82.646
8912 246 830 360 ) 82.646
2314 318 .820 258 N 929
3% b '
31 . .
313 813 342 KMO=.850, Bartlett's test x2=740.742 (df=6, p=.000).
.283 811 .368
277 261 854 Bartlett 7@/ A7 773.152% p<.0010f4 2E3t
8913 323 341 831 Aoz vyt 8Q1EA A3t F 1719 8<lo] =&
gﬂj 263 386 819 How, 291 1(83.557%2 ‘FEo= 2 Wysiaid
= o o] Az ALO 2K T}Ao] A
237 383 819 % 1719] 8%1 FAA|= 0.40 oo =M Egd/do] 3
- 4349 1257 1583 FH A= waERY, AREs 25 0.60 o[ de®
et A=E AV gleRo s yeRTh
EAPIH (%) 31.066 30.405 25.592
L Shst iniinl =
Tt 3106 | 61471 | 87.002 23.4 YUUA #5
A 958 961 956 N e B b i s
Table 63} 2+
KMO=.942, Bartlett's test x2=3,867.234 (df91,
=.000).

A=A ikt A=FE 3 e

73

1% A
Table 49} Zch. RIAE AASH] 918 Hlolelso]
gelgEn A4 olRE 4%

gul

A 24 23
ot A 7leSA B2 ESG Y2

o
Table 5. Verification of the validity and reliability

of behavioral intentions
il
5oI%a, KMOA|e= B
0.85022 YER} Hlolelart A & 4= JlloH, 930
Bartlett 784 A3E 740.7428 p<.001014 HEst :
Ao Uehith 89184 Ad & 1719 8¢les & a1 912
25917, 291 1(82.646%)2 ‘HATAIE 2 Hrslg] Feole 905
o & 1719 891 FHRA+= 0.40 oo =2 EFgAo] -900
A5E Zos wHEIY, AFes BF 0.060 oL 9% 3.342
2 et AlElwe] B4V} Qs A0R Uk ey, %557
PEwo] oist B 2 AFxdE: A=
AT N A EART(0) 83.557
Table 52+ Attt QRNEAS AAI5H] 3] HolEl=Y]
A743} DY oJHE AZPET. KMOAGE A= 933
0.8422 UEeh} Hlojg47t S & 4= o, KMO=.842, Bartlett's test x?=773.152 (d6, p=.000).
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Table 6. Descriptive statistics and correlation Table 7. The impact of ESG management on
verification brand trust
o =5 =]
) ESG A9 vae| g B%Eg} E;—‘]_:g R?
T MESD e sl | A | ag | olw T il e | F g
A9 | Y| 7= | B |SE| B R
Rl 3.73 1 ) [1.578(.159 9.925| .000
A9 +.896
A | 381 | e 3| 143|055 180 |29 010
Be |+ |79 | 1 o0/ 561
o
389 | | e | 212 | 053 266 376 000 (555)
> N 24
AHlEZ 877 6417|607 1
Auz| 328 |.049| 405 |72 000
BRI 419 e a2 82| 1 7| 328 099) 405 T
A | x700 |31 |64
FTEHS 0 HAEAF
n 4.25
P 6047|5747 | 5477|734 1 B
+.729 p<.05, " p<.001.
™ p<.001.

s8Rl X AY ol "W 3.73F, ARA H
o] Wt 3.814, ‘AuitF 7t Wt 3.8980= U
ERgy, HAEARE B 4197, B5r= B
4.254 0= Yepdrt

ESE AA E443 BSG F 99 sk el 2
4 A9, A Y, AefrzE 71941, 359
ot BAFCRE Folulgt F(+)9] ALEATE U= A
o= YeRFoH(p(.001), 7I9AEE FEolxet 5
AZHoRE Folu|st A+ AHATL e A= v
EFATH(p<.001).

235 7t39 A5

FBA ESG A %go] BAHEAIE | nj2l= JFS ot
oFsl7] fJste] tHEs]EAS AAIRH A3R= Table 7
I} 2t £ SR AEE2 56.1%011L, 3
AL BAE FYulgt Ao EA=THF=94.045,
p.001). SPHsEREE AuR(8=.405, p<.001),
ALB1A #AA(B=.266, p<{.001), AeE ZHA(B=.180,
p<.05)0] BT AIZo] BAF [olu|gt F(+H)2 IF
< n|AE= Aog yehgth webA ESG 4Y F AHj
T2, A Y, WeE AYol w25E HAlsAl
F= o= Aoz B 4 Qi

BHCAEE Peoro] wREe FIFS gotEy]
ol T3S AAISE Aik= Table 83} 2t
B4y} o7mge] el 53.9%01H, 34

EAZoR Qogt Aoy EAMLUTHF=260.414,
p<.001). EEHS5EN BHTAZ(B=734, p<.001)
£ Y=ol BAZHCRE |ou|gt H(+H) FFFE v
A= Ao Uit et BHEART 2545
FEIrr HolAE Aoz & 5 9k

FTAF ESG A Yo] Fsxo] vjAE JFS Lot
H7] 9ol E3lAEgS AARE Aik= Table 99}
Zh B4E slEy A 43.1%0]1, 319
Ao EAA gojulgt Aog BALJTHF=55.762,
p¢001).  SEdsEzes gk A4 Y(8=.304,
p<.001), ARBIA #(B=.224, p<.01), AHIFR(B
=217, p{OD7F F5Ymo] BAZHRE ||t 4
(D9 T nRlE= Ao Yepdtt weha ESG 73
d F X Y, AR Y, AT 225
PErr ol AoE & 5 Qlrh

Table 8. The impact of brand trust on beha-
vioral intention

HEZS} | EES Re
an Al A, ol F |
B |SE| B R?)
() [1.082].199 5.441|.000
BI= 16.137 2164(’)"'**4 >
A2 755 1.047| 734 | w2"|.000 (537)

~p<.001.
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Table 9. The impact of ESG management on be-
havioral intention

wEzs} | s R
ae | [ ]k
B |SE| B R?)
() [1.923].186 10.335| .000
2| 5}A
%%’ 247 | .064| 304 |3893] 000
- 55.762| 431
Ol & ook
A8 184|062 | 224 |22 003 (423)
Auyzz | 180 |.057| 217 [3122] o002

“p(.01, " pC.001.

2 5= FSAEESG Hgo] BEAlZ 9} 3§59
Lo vA= ¥F= A0 B 47 BY A% &
Al ESG 74¥e] HHE 4lFel Eoleo] B
Rt B+ FFe vAE AR HErt:

AR, FSAF ESG B2 BH=AF fFefugt
FF= A= Aoz Yehdon, ESG 49 S AH
T, AEE Y, e 4P «or HACAET)
ZolX|= AL RIS

A, BEAlFE FExo] FefviRt d¥= vl

e Aoz yehton, BHEAR} o5 B
ozt Eol: 2 sRIstL: olg B
FEAl ol BASAHE JHTRE A% o]
g3} ERlolA] 3t P5o| Z7I5He Zlo
L QaaeiolA A2} 7o) X574 19 471
At Fzol Z8% 4P Stk oujait,

AR, FBA ESG ABL FFIEe] fomIt o
T2 A 0w Yehtos, 156 A% F AR
A%, AElA AQl, AHTE 0T PFIES ko
€ 8% 89U FRIsAH. °lE Fdl ESG 4¥
o] Tgt 719 olulA] AM U dol 129] Ho]
& o, 24 9% U FHH FH P5S GEohe
A 89low ALl g AARITH

1"& A TS HIEFC R FIA] ESC A9 B

T AE gAT 74 Y=o =20 =93 IS

aohl.

x| 314] gQolog Blolgjglol, ke FTAIYO]
A&71sst AT 1A 24 A9 AFLS 95 "
% 045 23 28T B YE AL AT
AR Sgol Flodat

= ﬁ% AL AT LS = FBA= st
1ol T AN T FBA o9l FBA 7

H|1 97E 53 ESG 4 &) Aols
87} Qltk. E3, o|F Aol ESG A9 14 F
HE, BRE ofz, 71Q] W 5 TRt WS o
23 WA 8912 o | 9L Bast Uk
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