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PURPOSE This study aimed to explore methods for stimulating consumer purchasing
behavior in the sportswear market, where gaining a competitive edge through
traditional means has become increasingly challenging, by focusing on the recently
highlighted environmental, social, and governance (ESG) management practices.
The objective was to present strategic alternatives for sportswear brands grounded
in sustainable management and value creation. METHODS The research employed

SPSS 21.0 and AMOS 21.0 for frequency analysis, reliability and validity analysis,
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confirmatory factor analysis, structural equation modeling, and mediation effect
analysis. RESULTS First, among the sportswear brand’s ESG message trust and
ESG authenticity, only ESG authenticity positively impacted consumer behavior.
Second, both the sportswear brand’s ESG message trust and ESG authenticity were
found to positively influence ESG congruence. Third, ESG message trust and ESG

authenticity negatively affected ESG skepticism. Fourth, ESG congruence positively
impacted consumer behavior. Fifth, ESG skepticism was found to negatively influence
consumer behavior. The mediation effect analysis yielded the following results: First,
the direct effect of ESG message trust on consumer behavior was not statistically
significant; however, a full mediation effect was observed through ESG congruence
and skepticism. Second, the direct effect of ESG authenticity on consumer behavior
was statistically significant, with a partial mediation effect through ESG congruence
and skepticism. CONCLUSIONS For sportswear brands to achieve sustainable
management and profit generation, it is essential to explore methods for stimulating
consumer purchasing behavior based on trust and authenticity in ESG messages.
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Baek, 2022; Lee & Rhee, 2023). AFEZ 2o} B E AH|[RE
Al o]2|gt F=Aof] FXFsto], AFS] &, BT 4, ¥4 BE 52

2Z3ok= 7199 &2 92 SAI5HL QItk(Spindler et al., 2023).
A AR =g o] BRESO|A Qlo] AHREA MEL 7HAE
ASL o Q= A FAFY B /do] FxRE= Al7lolth EEF o]
g HshE RS A 3RS A Fote] auAEY] 2L 71
Ftoll Bgohs ek BT a7t Sl

FZ Ay B mE2H Ax=glo] Bl EEo] thokst upAH
AFE FEot e & & AUt Uol7T' & AR AU IF A
Hol| gt vt HA A& ‘ﬂu’% ‘AL ZA 2HE9] o] 73] 0]

71(Active Modoo Girls: AMG) 9} ‘Z-919] AL 4%5tch(Black
Lives Matter: BLM)' & ZA# Q1S A3t v
gt Q52 e A 3RS &85 °]’7c501 Eﬂci’ﬂ—J
A8 A9 thokal AHGo, 2023). ol Hdt AP Ax=
ol BEHES0| 23 J1 FHET 5 7HX e HAIAE 4]
Ao A Agst, BEHE ojw|z] | H A= FAT} 5] BRHE
9] ARYE Zstot= Hloll 71045kl Yl HojErt o9 22 3
73 B35, ASH Ao, Bt F3Ls 7|6t B A ESG(®

73, AHE], A z) 4 gEsoleal sh, ol @l 719E°] —EF:rL

Sflof & Fa3t FdS AASt thGalbreath, 2012). ©]
ESG A P2 71&9] B AR HA-9] gr7t o5& ” ]
A Axz BHEY] FFA ouA] &3 AR A5t /\‘jroi Ry
|53 AthRyu, 2023). E3F AX = 7|99 ESG A EHS 41|
2] 714 SHEL} HEE FH AR PJohH(S. Kim, 2022), &
713 ol9l& ol A71H T A K&l DAl 247}
T tHG. H. Shin 2022). wetA AXZ=Qo] Hal=7} ESG AY
& Fote AL AuR)A £F9) 3 7HAE Agota, AL
MOlS o]t X% FFsst RS 23sto @ 7| Hel T
oMY 45= EEO}% Agor AHEH 1 Qo

ol2|gt ESG &5l 7199 B714 7FAet A& 7Hed HA
oA F T A Al SHAE E75FL(Jeong & Choi, 2022
Lee & Rhee, 2020), A4 9] L5ol E= H]8o] 238 7|
7HE At 4= Qlk= 784 A= A= QltkBarnea &
Rubin, 2010; Ji & Seo, 2021). 184 ESG FFEE2 4H|A} &
T2} 71t F-EFoEHN 719 BAA 91E gHEt= o 4
ARl Q47 oA 3 AH|AES 7]‘?’:] | A3 Al st

A&7Vsd<S dvidt & AHst=x]o) TstHA vhestr] Wi
o, o]2|gt EE ABA}F 4IRS 5 HHE SHEE =0l
8% o 283t o= —’EH]Z}% 1 7149] AH3] 4 &
AT} A&7 SA5He ATl F o|fg 8+
o] &0 g FZolA Zote 7192 /\]ﬂoﬂﬁ 7“3 = 4= 7t
AJo] 327] wjEoltk(Lee & Lee, 2022). WetA BESG 952
=3t GAIARI ERNEY} obd, A7 A AT A FE2 -?4?1' g
Aol A& Aoz & 4 QthByun & Woo, 2022). £3] &
ol Aol A ALl ApEsHERE ofy e} AH|R} ﬁﬂ
]5H71' F8oith= Mol ZFxE A tHRyu, 2022). ©]
= &0l ABANA AT £ Sl HAAE AE
AT 5= J=E =G0 S AJARHT
ESG %“‘6% o MR A= FE A7 EFEIA &
=3 Z7E= EAo] Jo 2 Z(van Duuren et al., 2016), ©]
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o] Zasjrt. ool wet upAE ARYA o] THA HAIA 9
A1+ Aol FE5c wAY ARFYUA AL 7199 4
99 FHE 95t AnRtete] JF I JAAEE J7HAIY I 95
ARl A +5& A 29 &5 9vgthKo, 2021). o] 4
ollA 719 gt AHS] A AQlof gt WA A S AGF o2 A, 4H|
ZA 719S FHHOR QA ESE FEdH(Brown & Dacin,
1997; Kartajaya et al., 2019). W2t AR ARUA A 4
T fal 719 wAIR 9] AT DS FES] AvRolA A

ot o] 85ttt ol 7|19 A oot AR 5ol YA
Sfjof An|Rpe}t A BAE FE5IL, P ArE FET 5= V]

ajolc},
wfehd ESG o] AulAEe] A7t 7199 AHsl4 A
A%7bs ol $-33H, 7199 A712 9 7] BEL S8 8

.&01' Ak Ago g HEeoF gk (Byun & Woo, 2022). £3] &
Z o] Aol A B AESHERE ofy 2t AH|A}F 4]0
EH?E B3t o]gj7t F a5ttt Aol AAEATHRyu, 2022). °]
£ BESG B9E5< 5ol uAA A 4= e HAAE JF
5]'51 I A4S AT 5= AEE =ggfjof 3 oJujgict. gt
o ’quax}]‘jz% ng,P— Bl x]d\_ﬂ._‘:_ﬁoqi_]_/\_]
=L &5 T/ =79 (van Duuren et al., 2016), AB]Ao)| A oj&
Al QA= AA ]ﬁoﬂ%}i"ﬂ 285 =4 o]sfjst= Zlo] Basirt.
719 viAR ARy Al 9] oAl HAIR ] Al dat [
Aol &5

A" ARUA AL 7199 B FRE A3 AnApete]
AT JAALE F7HA1710 35482 BA 452 A 9y &
B2 Yulgtth(Ko, 2021). o] IgollAl 71 =k AFS]H Q)0
gt AR E AGToEH, AH|RA 7S FHHCE Q14
SIS F X o= Ao|th(Brown & Dacin, 1997; Kartajaya et al.,
2019). &, AR AFUA 1A 3 Al 719 HAIA 9 A=
’HHL 278/8E B&s| AR A Aoz Zlo] S8R5ttt 1 olf
gl A et AR Pso] Aol of Au|A} FFA

74] —_rL'—;T“TE]'_’, P& J=E 8T 5 7] HEolth
AR ARUA AT ESG 7 F 52l WEtol Al HA|A] A=]/3
2 7lRlo] 7199 ESG A3L€5= IS o, 1 59 AL
A4S ddots 35L& 9ugth(Appelman & Sundar, 2016;
Choi et al., 2022). HIAIA] AFAL ESG FI9E5S At A4
SHA| Q14 eF=A] U= F oot o= 23l A Al *}"lx}—%r
719} 22 4 F B FFEH FAHA UEd = ok &
A7t FRAR1 HAAE Fotd - °”5«] 7Fs7g0] l"—J— 5
X%X—]O] Dﬂ}\]z E FSO]_D:] B 2] z] 0] 0“5_4 7]- ] ﬂx]n}(yoo &
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H ARA FHo] gt d4lZ Uehdrk(Choi, 2020; Choi et al.,

2022). ¥HH, AP AR glo] TEH o =1 JAT 14 &=
29 ool 2, ESG 1342 7|9o] A8 FAYO 2N B4
Atglo] gt o5& ogstal, T A LR E FAIS=A0 o
St 499 AAAE YEFHTH(Nam & Yoo, 2023). wehA ESG A

/92 ESG &59] H37F 719 7HA] B AHR} /14 =5310] 43
A a8 A&7 AEA Ads JASH Adst=AE Y
Bl 7E <l Aol sk, wAIA] A=A AP AHRE
7t AT FAE B7Fok= H Qlol 380l AUtk shARE HAIA]
Alggdo] WAR 9] FAdT} A= o] 28 EETHHE, 1F82
7140l ESGE dvit WAS ot al A=A o+ Utk Fo
Al WA o &2 Zpol 7} St TS, 178432 7] el et AH] A} H
Zof 751@3413& °“‘°c}— 1A= A 842 FxREo] YhEwing
etal, 2012). °©|9% ESG B 9E59 2G4 An|AEo] Tt
239, A4 ‘?i , & 59 VI E SEH R BUe) &M B
< AAote s 6‘]”\:‘ f[]lo|B & v Fa 3k gu]7} Qi

2HH, ESG A 3E5Y AAT 7HAE d55t7] flshA HAIAY
A= 3t X17g/80] EHo|A| e, U7 7PE° ] o1& 75}6}1 2

FHS ARt AtEl7E EASkAL itk HEH O 2, ESG H Y
= BT R o|nX] RAPCE AH|AE 7] sk= ‘ESG -rJ*c]
A7} AAck(Lee & Lee, 2022). ]9k 22 1% 3 F90= 7199
27370tk AnApe] o iat EAS fdokal ATHS. Y. Shin,
2022). o] A 8 AP FF9= o]ojAH, ESG
&59] 178780 oiluts of o AHstEr}(Ellen et al., 2006;
Rim & Kim, 2016). ‘ESG ¥4’ A& Bl &S 5= %ol 3
9F9= AHAE 719 &5l EHOH 7H] = Y4lelv B e
Z 9lsf gk A Al 9491 AOIE}(Skarmeas & Leonidou,
2013). 712405 AH|AEL 719 &5l dof 29482 s
7H 7hsdo] B R, 7149 HA| ]9} AH[AFS] SFLES
AN & Q= B BAHE B9l olHT F9F9E &)= Aol B
Q5FH(Y. Kim, 2024). WEhA] 7192 AH|R}F9] 3|9 olE My
O 2 #Estal 2dste = Wk nhs|op & %8.7} ATH

o|e} 37 ESG AP HWAIAE avAEolA 1A A dALst
7] Yol WA AT} AEEE =0l /\-‘} Al Aol

SFEOfjoF gt} ESG AP/ ABAE 719 AlET AE| Ao of
gt ESG &5 HAIAE A419] 7129t Aol Ao & QIAdSE,
7)ol et Heet A8 28 PP H R SHGH= o] oHkA| g
tHChoi et al., 2022; Kim & Lee, 2024). o] AB|RES0] 7|
A& A4S 712)2F S LAISH Sk S 8% AT T 9t ofY
gl 719o)A| 9lo] AP0 HieFdS Wt »5—,] A= A Q4
2 283 4 9lti(Kang & Yoon, 2018) o]&% BESG ZgHAdo| =
2 3%, 7199 ESG 52 AH[A A ilﬁrzﬂ O & Hdolo] 4n]
A FHARJN HEE RS 5= 0 HE, 7|Yo] ESG 52 AY
]._Tl_ A& St uH H]—E/\] _‘l,_a% o]]o]: [z A}—‘cﬂ—Oi 7(;—201— 2~ 9,1‘:]'

| ESG Aol Higt Tlo] S7gtel whet, 71& A5 ESG
g50] AHAEANA FAAQ] FFE vFt Basta Qlok
Ao Ax=BHEO ESG &0 AHXY A7 A4, AL
P, BAHE oju|] & A=o] uX= FFHRyu, 2022), ESG
Q14jo] 719 olm|#], Bz, 2AE| ] W] X|& FFH(Kim, 2022), ESG

LZo] IMC &%, 9171 ARYACIA A, 35 ghEo] nlA= F
FF(Ryu, 2021), MZAIHO] ESG Ql4]o] At 7wt x4 Bt

=

_I
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o

82 FUYWS W, £ ATE A 2HAEC] AF U
24 oox 7|%9] ESG A% 4H HEs
NPT Aol 7| zstol, 2x2g 0] B
£9] BSG AGWET B 4K A=Y DG FBaHe
o 3, 7]99] ESG AGAWo] 484 W] vlH FFE 3
i olas] eI BSG AFEE et MAE vkt
AL, ol A4 YA WotEolAlo] e sty vhso]
G 4ol Mokt RAUTIE BG AHEN e oA 4
2o} 21442 ol oS 2L AnlASo] Q4SH ESG HGTEL
AN Prska 264 149 Held 8910 FHL E ESC AT
24 A% S2A 7]eigt Bao] 7HsT Ao|th. Ba AxxnA
=9] ESG A GTE that £ulxte) Bl AP avte wagos
W aulAete) 12 BAE Bk, 7199 A28 B 3
92 Suston] ATAQl AAYS £EY 4 ek A4 A7

o waye g=¥ & ek

ot XM Q7L AmE9o] BAEI ESG L o
S aaHoR $9Y 4 ARS WA A, 144, A4, 9
oz DElm £8P 749 ARBAS PO AR
sgith. o8 Bo) ;g o] BAC9 ESG HIol A% 7Hs 7
A F22 olojAt o BRY AAPEES AZY ACR 7Eeh 7

A& 713 A2 (Figure 1)I &},

AR, 22290l BHE9] ESG HAIA A F 2} ESG AL &

H| 5o Fomgt @ v Aot EA, Ax = o] BEHEY
ESG #AI A A1Z]9t ESG X2 BSG Aol Fov|st 9T
u]E Zolct. AA, Ax=Qo] BE O] ESG WA x]41=|¢t ESG 71
/2 ESG 21990l F-ougt J3FE v Ao|th YA, Ax=
ol BHES] ESG A2 AaHF 5 fonet d3F= & A
ojtt. thAA|, Ax=go] HA;ME9] ESG I o5& AH|PE
oJu|gt G v Ao|tt AR, AXx =)o} HIME] ESG HA|
A X129} 21 8%5-9] TA oA ESG AT ESG 3] 959 &= ufj 7
a3 vebd Zoloh FA, BESG WA XA F QL An]%50] T

oAl ESG A& ESG 3] F9l+= w7 877} Uehd Ao|t

ESG

Message
Credibility

ESG
Skepticism

Fig. 1. Research model
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0|2 t{Z
ESG HAIA] Alea @ 214

H A2 AF](Message Credibility)= 4H]A-E0] 7|4 o] HAIA]
E A 98 4 Yot o7& =g gu|tiAppelman &
Sundar, 2016). ©<=3] HAIX 9] -8Rt ofyzt, A w4, A
29 A=, 12 ar wAIR o] it AH|ALY QIAIZEA] EgShe &
g2l 7Hgolth(Hovland et al., 1953). E3H 71 FH o] AFA
3 AF E249] AFGHE 722 Aol A7(Sternthal et al.,
1978), WIAIA Y] A=42 7199 B, BA P&, 121 ARFY
Aol 9] HE T 4B/ T Tge 840 T Aol it
FoEOE A4 e HARE AR e} Fufolrel ZF
2 &HA] ol FHARA FAFS v HE FollA(Choi et al.,
2022; Kim & Lee, 2024; Park, 2023) 71 584& %2 5= Sich.

BESG 4 9E59] 1 4d(Authenticity)2 A4 Qo] & 9
T2l o] ofyzl, WMoz Fog S5 ozt Al
o8 Aojdrh(Lee & Choi, 2012). °l& &H|AY] HHE gz
A YIS v = FQ WO tHKim & Lee, 2024). FAE
o AAlE ESG B 9gsS MR Qi E4AS gk, 4
G50l thet et Y%l g 2HT 4= Uvk= HollAl ESG
FEE9 AP 11 o YE FEEI Ack(Ellen et al.,
2006; G. H. Shin, 2022; Lee & Lee, 2022; Rim & Kim, 2016).
o|2 gt ZH A AB[AZNA 7199 ESG F 5ol 2178748 A

o, o]&= o & AFE FAst Yo7t 3HARI 48] P&
o]ojZ 4= 9lth. I3 22 ESG 39T vigo =z 1AA 9l

S W A| R 9] {70 wheh AH|REO 5ol 7] e gk A1,
A A8PEoE YEd 5= glon, RAPHY AL FoF9

o

o
o} 7o Bl AL Qrelo] Au|PEo]| QIS u|H 4 Qi)
ESG ZgA

drty o7 HPG(Fipelst 719 B ¥Es Y adE A5t o
o] F8% ARZ, hAF9 doltt 2719 11 EFo] dupt & 2
SH=AE UJePdTHSohn & Yoo, 2013). ©o|& gt Weko A ESG &
2 ESG BBE50] 7199 A AMdT dvit & dA5H=A]
£ Wrlote ARE FIT 4= Qv ESG A ¥Le2 &4 E3ut
ArE] Fd 5 HIARE 2 4E FAIohE B 4Es0ltHBaek, 2021;
Ryu, 2023). w2hA] o]2|gt U] HH @ 450] 7199 84 4 &
FH 7FAe & A2 87t Qith olE Bl 7199 AukEQl &
O} Ao dTEE FojToEN HYY 8482 =011, A%
7hs et 8RS olF7] Yot §3], M7} 7ok viet I
2|5t ESG B 3E52 T o, 4vA= 7190l digt 59152l
HE 7Y AE7F $718 75/ 0] EHChoi et al., 2022).
Lozt 71go] Akl Sl ESG 4 L5 wA A7 IR T F
&, AHAELS T HAIAE 184 UA B7FeHA "EchKang &
Hustvedst, 2014). o] &gk oAl H3Hd-2 AH|=}9] 7fof 9lo] uj
$ Za% HSE ZEeltt 22H0 2 V]P0 ESG B FE Bl &
H|Z A AgtetA AAlE4E, FHAR 48R P2 LS 7t
S| =oh= AE AlARRIT
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ESG 3939

3] 9] 9)(Skepticism)i= EFQIC gt 94, 9OJ&, B4l 7 22 H=
9] oJu] & thE A H(Skarmeas et al., 2014), o] 3t ZHA ESG
golFole 4HRIEo] 7119] ESG H¥EEol Hal 7HAE 94
T EALS ofujgit}. o]2]gl 5950l V]G] Ag] ] Lol gt
A7 BES v Bgste], ESG 5o His) 9&ol A71E 1 o
< WHsHA vERd B oflgt 24 AW 5 7149 AR
Aol Azte YT W&ol UrHChoi, 2024). AFATol W,
3R HAA AlFEe= FPAR0 JRE A A5ste I
A WA A4S AT 5= 9loH, olg 53 A=t fuH
th(Shin et al., 2017). T3t FHA wAX ] AF-L WA A f
gt 4R Fo] E g AL S Qltke H & 2 ArH(Yoo
& Kim, 2022). ol=fgt oA 79| wAx|e}t 217442 3|9
Fojot et Aol Althe I A2 4 Qo E3F LHAL
71 ESG A 35l Hgt 3]9FoE Zhertd A= Fujoe
5 A PEolw BHHQ JFE uHcke oA (Choi et al.,
2022). ¥ 3|95 v XA A9t IAHAE oFstotal, A &
A

AR EO] BAH G v1F S P AT % e

o
jut

O ox
~

AT B B

A7E 5l AL, %71, 33
N9 220 AT AREF o] HAS AFL T
NAES OB ATE St

O

(convenience sampling method)

B2y e
=
ot
o,
i)
-,

probability sampling method)S %-835
| 29 5YRE 29 289717 22 AEAE FE AMESFoH,
AR 220l AEAE Ad= 5L TollA A HAEAE &
&olleh. HEXANE B9l § 393%9 f8 #EZ gHolom,
o] F Ao EAZE At wHEE 14719 A7 A9t &
37959 HF A ARE &ESelrh ol tigt A1t AEY
A-+EATHY E/4J2 (Table 1)3 2t}

A AJEE A 20378(53.6%) LIl A= 17678(46.4%)°]
2o, A% 20971 1258 (33.0%) 22 71 HlFo] &9kom,
20 2= 30t7F 10398 (27.2%), 40tH7F 789(20.6%) 121 50
ol4o] 7378(19.2%) <=0 2 XAt A H¢- URE AR
2l 2 ZEAL 14179(37.2%) 2.2 71 H]Fo] &9kon s
78H(20.6%), 22 648(16.9%), FF7} 4978(12.9%) 1|1
oo 9 AujAzo] 479(12.4%) <=2 & YEH T ESG 4925
gk Q1A 2 ol Fm L Utk 7F 248%8(65.4%), H ¥
ATH 7t 947 (24.8%) 1)1 F 23 ATF 7} 378(9.8%) 0.2
ZAME] QI

Sl

d

ZAET T4 D EH

£ A7olq A3 ZAETE ATEAFAEHE A0l
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Table 1. Characteristic subjects

I AFXZALE]S WS 191 8L

E=A

gefst

SPAL 1AoA 2

=}
L

Categories N % Fof| gk A4 g3t A :’—ﬂ-l- A3 59 Y8 AEE APst
Male 203 53.6 Att. o] HHoA £HH AFES vtgote] AR A=
Sex A O 0] 772k 53
Female 176 46.4 HEAS woluA ARG
- AR, AFEASHE 5L getetr] Yol A, A%, Y 18
Twenties 125 33.0 T ESG AUTE AL s17] 95t 23}, & 47lo] Bapo
Age Thirties 103 272 2 A
Forties 78 20.6 EA, ESG A A&l tigt HA X A1=E &7 o17] %’45}] Choi et
Fifties and older 73 192 al.(2022) 123 Yoon(2023)9] AFo|A AEH HEESS H
Office worker and public servant 141 37.2 T FAo] g +4 9 BeFsto] ARESHATh ESG HIAI A4 <
Professional 64 16.9 F =R § V) 2FeE YA
Occupation Sales and service positions 47 12.4 AR, ESG 3 geE et 21%89& 54571 SIsi Alhout et
P P . al.(2016), Ku & Shim(2017) 18] G. H. Shin(2022)9] &5t
Homemaker 49 129 A ST 4ERYE B 479 BHo] RgeEs 41 % e
Student 78 20.6 sho] AFR3FITE ESG AAA oA AT g £ 379 Bilo g
Awareness Well aware 94 248 T4 st ) _
of ESG Somewhat aware 248 654 A, ESG A 3E%°l digt A& S45H7] 98 Choi et
management Unaware 37 98 41202 7. G . Shin(2022)9) 974 A8E ALY

S YaHEE 3

Table 2. Result of the validity and reliability assessment of the measurement tool

£ a7o] B 2
37l &

24 o 194sta] A&5F9th ESG A3t o)

Bgo= Tyt

Measurement items Standa(dlzed Standard AVE CR Cronbach’s
coefficients  error @
The brand's ESG activities are trustworthy and credible. .836 383
ESG The brand's ESG activities feel genuine and honest. 795 451
message  The brand's commitment to their set ESG management activities convinces 346 365 637 875 .899
credibility me that they will definitely implement them. ) )
The brand's ESG activities feel feasible and substantial. .845 371
The ESG activities of this brand are considered to be genuinely heartfelt. .905 246
ESG  The ESG activities of this brand are thought to align with the company's 348 339 755 902 920
authenticity values and beliefs. ’ ’ ’ ’ ’
The ESG activities of this brand are perceived as truly caring for society. 922 .190
The image of the brand as I perceive it seems to be related to its ESG 355 23]
management activities. ' '
ESG The ESG management activities of this brand are recognized as the
fit corporate actions they should aim for. 838 277 748899903
The ESG management activities of this brand are considered a natural part 895 206
of their social responsibilities. ' ’
It is believed that there is dishonesty in the actual ESG management 893 269
activities. ' '
" EtSG There is no confidence that commitments to ESG management activities 338 356 673 861 889
SKCPUCISM w111 be properly fulfilled. : :
It feels like activities for show rather than genuine engagement. .829 436
If ESG management activities are well implemented, I will consider 345 285
continuing to use their services. ’ ’
Consumer I will prioritize sportswear brands that pursue ESG management activities. .891 212
behavior I Will recommend sportswear brands that pursue ESG management 383 253 768 .930  .934
activities to people around me. ' ’
Given the opportunity, I plan to use products from sportswear brands that 917 193

are practicing ESG management well.

X’=172.820, df=109, CF1=.987, TLI=.984, RMSEA=.039, SRMR=.023
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1. Ltol7|2] EsG BY &E - H#BEZ Az

- LHOIFlE AEXC| D|2E BB8t7| ) a0t H7|E thE MRS LY87| 9ol ‘Move To Zero' WHYE BAD Ick

& & &
O5M 100% 25%
o 5 o w0 v . ST ORI & move 10 10
HEP A4 A8 HIBE S0%ntx| E2  HIZIE 100%E OHUXIR BESHE Y,  HE B A 01 Halof Argsls
2U7HA HEY S0 E TA |2 80% Ol4te| 7| 8§ UEY HHY 8 A8 25% B

Ltol7| HE ¥ 2|Et 4FO| MEE
2. L}o|7|o| EsG A #5 - 22/FE Aty

43% 78% 9,770%t $

Ljol7| A8 & £ Alntel 3
HoI712) 2IEkY 5 5 014 BIE || ot i) A S st 48) | | rtopt iitens Bt 511

3. L}o|7]2| ESG B S - AM3SH Atz

- 20214 E|HH 0 Nike, Inc.i= OFZ2|7HH| 0|2 I8t wCt 2Hstn BS
=o| 3 Alﬂ%’ﬂéiﬂxrﬂasiﬂg%ﬂﬂiiug:&c'ﬂw:rsel a5t 41d
o| F{EL|E| 4,000 2% e g
-r; ;1“- I I' Lto|7| &= Xl HRUE|E 9Isl 37t xtalo] MaH gt ol RXtshe U2 &
e =3 " ExeHELE DuE K sk,
o BAIHEO| 3| T & ChE 3 ZELICH NAACP Empowerment Programs,
NAACP Legal Defense and Educational Fund, Inc.(LDF), Black Girls CODE,
Black Girl Ventures, Goalsetter, National Urban League

» 22WEY A0|A = ConverseZt M MA 2|TH 720 ME| =X AY A
Mgl ¥ Z2IWE 2YSHE Homeboy Industries?t AR AEL|
Lt Converse2| X| 2 & HIE2 2 Homeboy IndustriesOl A& &e| =2l
Ol =2 S5 Yoo HolE Sasio MY S YXIFLCL

2 A=age Lpol7| 34 sHolx|ol &S WY Lot

Homeboy Industries
x Converse

Fig. 2. Nike's ESG management case

Eof3 EsG FY Ak

UN SDGs 3| 2AUEFAF
#2453 (AMR) 71

DQEATX ESG Y AR

ESG BYHSE 2 AR

@ onagal wazie

2, figtel i ety Bs6247|

EH0}3, 228AZX 1217 HolH Fa HEXRE B3l WY USULIT

Fig. 3. Sports brand ESG management cases and news reports

AR, ESG A EEs0l tigt F9F9E SHot7] ATt AEA
= Choi et al.(2022)¥} Kazakova et al.(2022)9] Aol A 7t &
AHEE AREFE 7|Z0to] B Ao 543} giiol] FHitelte s
Ad D W8-S Aoto] Aot 3loFos ddAER F
3709 EFo =2 Aot

ARA, £H|YE-S Z7G5H7] gt A=A = Cronin et al.(2000),
Choi(2005)9] A5 v O Z Jee & Lee(2023)9] Ao |4 AR
H HAREFE 7|Z060] 2 Aol HA o 9A 7 9 Hsto] A

&ot3lth AP e FLALE F 4719 EFOo = A5kl

E9l Lto]7|ofl Cist ESG B BE Tt £ Atzflofl

Ltol7|2] ESG 2B £ Aol chgt €2

Lt0|7|7} 2022'4 5-E| ‘Zero to Move' AH|0!I & Sl ESG AF& ZEsn Rl k20, 22 7|
S AT HED KT Y Y358 % YAPE 0|77t B0 HEE|RdSL L

7|4 ol E "ExixbS0| '-H’I?I“il ZHEC|ofot Ef=ol s UH e F X} 4 Boi|7i| 0| x| 2 200
o =22l AS8 x|FstE0 a7sts WE0| Zee|o] ASLICE ZSY L _‘r.-E ‘i‘ﬁli IpAo|
£ 20| A Lt0|7|7} B Xt EHZ CHA| BHA ALEIY H|EE 20 QlE AYLICh

Of2f & &F HEElD lE w2 F|ALICh

Ltol7]2] YSHEH T 7|4 Ltol7]2] 5F L Y318 o YiE B 7|4t

Fig. 4. Nike's ESG management activities illegal cases

FAETO] B Al

il

EAE 2] A AXZAH PGS WS 191, AXZALD|E WS
At gAL 11014 HEASE stdoH, 4
T eI E A3 Yol SPSS 21.05 &l WAL
818t 4= 9l Cronbach’'s e BAME EA43H . E3H AMOS
Bol A gJARAS Aot o, HFAI=EA(CR:
construct reliablilty)¥} H#&EA4t3Z(AVE: average variance
extracted)3t-& 45t JFEHTE(CR)E Eelstart. o,
AVEZXS] 7% 5Kt} Fotok of1, CRO| - .7ET} Fofof gt
(Fornell & Larcker, 1981). SPSS 21.05 &3l <% Cronbach's
@ .889~.934 Ao|2 et on], AMOS 21.05 &9 A5H &
Q1 @lEA gt R TLIE 984, CFIE 987 1
3L RMSEAE .0392 Yeh} ARE 48§ 7|ES S5 2,
N A== 861~.930, Bt BAF 2 H(AVE)L .637~.768%
el 23t (Table 2)9F 2t

5
[
oo
=
b
i
i

tlo Mo

[SS]
—_
ﬂl[ﬂ.l r

AERAL Y e Py
B Sox}Eo| Z+ g9 Hrh Waks| o]gsla, AR orE A
9}0 | motst & QEE AT 29 o] H"/H‘:—J ESG A 9&50l et
ol3iE F= P FAA xS 2249l HEA Yo x
ottt AT SEAENA Ax= 0] HE“ E50] oJd ESG 7%
FEEZ AL A=A FE7] 6 HrAQl Ax =g o] HHE
‘Nike’ 9] ESG B 3&5 AHEE (Figure 2)9 Zo] Q1 1efd
O 8 g0l AT, B, T w7 SEERloy AR xS
o] BT 9] Z4] ZH oA o] AAE YL&E (Figure 3)9] QXTI
A P2 AZs) el Zestqint. of2gt Iz g gt

1) Lt0|7| Move to zero &2 EH|0|X| 23: https://www.nike.com/kr/sustainability
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So% Ax=QJo] HIEO] ESG 4 F&5ol B3 Z4H
2] 5o gigt Q14 2 HE5H7] H5) Nike gH=o] &
]Oﬂ AAE Nike®] ‘Move to zero' T FA Y25 H&
ZIA A ESG B B0l tigh ol =& =0l a4t it E3E,
(Figure 4)9} 7ol 2 7|Al0)A BREE Axx9jo] HAzo] 1
A1 ESG A GAHE ol Hiet Ax T g-& A Zoto] 3]2]F0] A2}
= AW E 1A 5HGI
oljgt AxIH I} FFgo] xFH HAEAE Bl 3=
£ S&2 SPSS 21.08F AMOS 21.0 Z213e 53 23} 2
FAAYE Stk AA, 7I&E5AE SO AT Lut
EA4E tobotdtt. B4, ARsHol e A=eel g s
ot7] 93l Crobach’s a9t AT/ AEA, FRAHA1EA, ISE
Tt HEFEE gIst7] 9o NF A= =9}t AVEZS =45k
At A, & Aol M AT AFEYS BA5H] Ao 2
HA Y-S AASHTE B Wi/ ad F5S oA FEAED
S AAEHYE L) oy B ML Maximum likelihood(F] ol
L =H)E ARESF AL, perform bootstrap(FrEAE o A] B3]
)%= 500, percentile confidence intervals(&-89H A1F17H2
95, bias-corrected confidence intervals(H3f4=74 WELH A
gD GA] 952 Aot FRYPA LY BAoA w3
7He Hong(2000)°] A|AIgH x°, TLI, CFI, RMSEAS 8 %7} %]
2 AASHATE ojuf TLI®F CFI9] A% .900 o] uf, 11
RMSEA®] 49 .05 olstdd wf 2 A3 eata wydiet 121 &2
Z 37} A4E+= SRMR & AAIsH o™, SRMRY Fte] .05 T
Tl A Fog AL 7kt

=
Al &
=]

2~

2 o 3

R

é = o n

f
1O N rlo ax

a=)

a7z

FHBAEA

2 Aol AR SN ot AT BssAE 1
2|3 FEEF/dS HS07] 19te] Pearson’'s AHIALH S A
Astglom, A3z (Table 3)3 2. ESG 2]9|F=0]2tke] #Aof A

£ 509 e Hyor, BE a9l 7ke] Fdigho] .80 o4l A
o] WAL oo} thEF AL ‘Q?ﬂ‘ﬂzl ekt &, ‘ESG Al
A AZ 9} BSG AAA 74 ABATE 6642 71 EA UER
=3 01 *Jﬂﬂl¢-‘>4 AF w2 44101\&}. SHH, ‘ESG WA AIZ] 9]
BABEAZEZ(AVE) 3+ .637°]1, ‘ESG X144’ 2] AVE e 755
ﬁ° H“ﬂr. 5 W9 AVE gho] ABAR] AlF FET 2%
Aoz Yety, wlegAo] SEE Aoz & 4= 9t

SEAE DL LR

AollA At ﬂ?‘E_%W] gk HAE A5 Ao 2%
AngS EA5tleh olof tiet P HFE o] F A5 TLI
.982, CFI+= .985, RMSEA‘:— .042 1231 SRMRZ .0330.2 1}
B AR Aottt Aol ERIE . olof 3t A=
(Table 4>} 2t}

I‘IF oX rfz
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AFEY A=A 2t

£ AFolA AAe AFR | tigh atkA F3H= (Table 5)9F
Zo] Yyt

A, 2x=go] BHE9] BSG HAA A F S} BSG WA &
ESG 2174 qto] AH|gFo] 384 TS A= 202 ey
th FAHCE ESG HAIAAIE 7L 4] 5ol nX]s FAEA =
-.060(t=-.809, p=.419)2 Uetton, ESG F17go] 4n] 5o
u] 2= A2ASE 178(:=2.975, p=.003)2 e

EA, Ax =0l BAHEO ESG HAAAZY} ESG AAA
o] ESG Aol A IFE vA = Ao Yyt F
AH o2 BSG HAIA AF7F ESG A vAe F2AsE
447(t=7.372, p{.00D)ZE UebFom ™, ESG JA /o] ESG A4

Table 3. Correlation Analysis Results

1 2 3 4 5

1. ESG Message
Credibility
2. ESG Authenticity ~ .664 1

3. ESG Fit 6237 6097 1
4. ESG skepticism =259 -276™" 23067 1

385

1

ok ok

5. Consumer behavior .321 4307 =226 1

"'p<.001

Table 4. Model fit results
X df TLI CFI RMSEA SRMR
182.620 110 982 985 042 033

Table 5. Results of research model

Path Coefficient Standard t p
error

ESG
message credibility -.060 .074 -.809 419
— Consumer behavior

ESG authenticity

— Consumer behavior
ESG

message credibility 447 .061 7.372 kkx
— ESG fit

ESG authenticity
— ESG fit

ESG

message credibility -.182 .087  -2.079 .038
— ESG skepticism

178 .060 2975 .003

248 .051 4.839  kEx

ESG authenticity

— ESG skepticism ~163 077 -2.118  .034

ESG fit

sksksk
— Consumer behavior 288 075 3.839

ESG skepticism

- _ seokok
— Consumer behavior 145 043 3.342
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o nA&= AEALE 248(t=4.839, p{.001)2 LEFT}.

MA, Axz=go] BAHT ] ESG HAIAAFS} ESG AFAL
ESG 395900 R AQ FFE vA= 2R HebEth 74
o g ESG WA AAIZ7} BESG 3]QF 0o nA& FARALE
-.182(t=-2.079, p=.038)2 UEon, ESG A AJo] ESG 39
9o nX= A2AGE -.163(=-2.118, p=.034) = ettt

U, Axz9o] BAMEQ] ESG HFAL 4H| o] FHZH
FFE A& Ao 2 YEpgTh FAH 0 R ESG Aghado] x| 3
ol v A= FEAFE .288(6=3.839, p(.001)E ettt

A, Ax=go] HHE O] ESG 3|25 = AH] FFo] 74
ARl FFg vA= A& Yt A H & ESG 3 9F97}
4] Yo HAE F2AFE -.145(=-3.342, p{.001)E YE}

A7mRe v as 24 A}

B Aol A gt mgo] digt vl ay) 248 93 AMOS 21.0
L2IPS FEolo] REAEHRS B9 ATE ZEYT 2 o
Toll A At v/ 4= BSG AT BSG 3] 952 9] v &)
E4& A3 floto] K3 ¥ 4(phantom variable)E A% &
HEAEHY WS 2-goto] 7 Aol fou|gS& A5t

olo] tgt A= (Table 6)7F Zow LA A W& th
2.

AR, ESG HAIA A F e angEo] tigh 2 g aTte] vuEs
Al -.060(p=.499) = TAXHOZ F-9J51A] gkotet. sHAIT, ESG
HAZ A 7T ESG AL iR 4vegEo] n]E v EESH
%X 129(p=.017) 131 ESG uﬂAI A A # 7} ESG 3] 9)F2lE A
2 A% X = v REETASE 026(p=.035)F Ve b
AETt SAZH R ASE It

EA, ESG WAL Anegso] tigt 2 g axto] v xEsAsE
178(p=.048)2 BAH o2 GOt} ET ESG AFAo] BSG
e AR 4HPEd vXE HEESASE 024(p=.032)
83 ESG M40l o592 ufj7fste] AP Eol v v &
E3HleE 072(p=.012)2 Yehd R/ asr BAFoR 3
=9t

Table 6. Results of bootstrap

=9

AF7A 9 AT AYE Higo g g 2L =948 AASHL
A} gt

AR, 2x=29 o] BAE=9] ESG HAIAAFL}F ESG AAHA Fo
A ESG #7/duto] 4w lﬁ&%ﬂl AR FFE vAE Aoz Y
Efgtt} o] A&

z29 MET}ESG 7HAE XF o2 AT o
AH|R}O] Y so] F 3 o7 §d 4 Utk AE yEhdth
AE2 HAES NAHE U9 ofdts BHE B4, 1917 &
H P55 SH5t= 395 340tk M. Kim, 2024). ES &
ESG 7 go] #i=2A oJF 3= rfiEHA 7|dE2 T<eo]| Ho
7] 1% A9o] e, AMAEOA WAL HolFE Aol B
QX321 Y. C. Kim, 2023; Nam & Yoo, 2023). o|of u}2t
AHRES 87 FAERE ol £EE 71 A G, AR 94
ﬂ, 3734 % 71999 ESG A gl et 2178492 8+tsta glom,
5|2 M Ao A A o] An|AtoA E JgFE n|Htt= FHo
L1 qu(N -G. Baek, 2022). oA, 343 ALS], 34 A
EH, % 874 74 5 ESG A88E Z3tstr] f1g 7199 ”‘\’J !
Fol TR F Tt ol WoA], Ax=o] BHEO] ESG &
I 71 Aol g AT FANE w2 4 Sl AR *a"“ﬂ
0] B3I, L ol 7190l AT 0 Augolt A
34 AAY Aol what AHRY FAH AR
EolthKim, 2018). &3t 384 B9 & 3t
BBEE JA 2HIAEC] 7199 ES %%«1 Vé ée ]’45}%
o] F8sth(Park, 2023). ©]& f13 ESG &
o} A eFH o2 FIhE= ESG AP 5
Ao = st 4= 9l 7|Eo] npE ook
ol BEREY FPolA= &4 24, A 245, 7"0037394 739
9 5ol tigk YUHFE Bt dA5] of, Ax=9
443 ESG BHS} AA PF5
HojSrofof g Zlo|t},
o|2} T 2 AolA ESG HIAIA A7) AH| ol A<
FFE WAA dethe 27 EE2EHUT HT AU, 2E
7] 7] ZLE 2L SNS 59 tiE2t=E sl AvjAE2 ot Faet &
AR =] Slet o]t §A oA AHREL Fald &
H”ﬂ/\] Ao thaf HjmAQl s Holi Jlow, FHO] IS
glote= Aol A3 9 S7keta Ak(Lee et al., 2015; Park,
2014). o]}t B Eo], AH|AEL 7|go] AHEA HolS AARE I

5 B
2] duas AU Ut He

Path Non-standardized coefficient S.E. P

Direct Effect

ESG message credibility — Consumer behavior -060 090 494
Indirect Effect

ESG message credibility — ESG fit — Consumer behavior 129 061 017
ESG message credibility — ESG skepticism — Consumer behavior .026 .017 .035
Direct Effect

ESG authenticity — Consumer behavior 178 083 048
Indirect Effect

ESG authenticity — ESG fit — Consumer behavior 024 013 032
ESG authenticity — ESG skepticism — Consumer behavior .072 .045 .012
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UM 73748 A A=A =2 7IHE st Ath(o, 2018). &
, SNS FaLo|A QIFA et AFAA 4

(3——_1- o] HAIA] A ET7} ok FHAR] HE HIkE 2T 4 9
Sm(Yoon & Kim, 2018), WAFololA HEE Xd%‘ﬁ}
AY AF 7t 2829 EE2S AEH PF5 kol FHAA IF
< At AYAF7F EA3cH(Jeon & Hwang, 2022). o]t
oA AHR7E Ax = o] BRHEO ESG AHEARE 584
Stal FAA P T A Q) o] 7ot o EF,
ESG B 3E59] 717/do] ESG HAIA A B} 5 & 9= VA
2 Aol 22 A3V EEH A0 R SjAH. o]z AXxx9|
o] HAM =T} AASH= ESG &9 ARl Axy AE AvR}
7 B 3A FAISHL om, FAHQ] FeIt HIlE Bl AL
A A9 Bryet 1A sk ARkl Ao Atk SJnlo] 7= st wh
ghA] Ax =)ol BIEE A3 TH WA|R AGETH AZAQA
ESG &&& A&stal Ffsto] anjatoA A84E 4% 49
7} QIAlH. ElEo] AHAE0] X*EA AR8E SAlste @ Al
A 2xzQJolHA = BSG &59 AIHE oS YA B35t
1, o] & A&57] 93t ko] g H

E4), 2Z 290 B9 ESG WA XA} ESG AP
ESG Aol 344 dF= rlAl= Ao YT o234
Iz AR 2olE Fufsts AH|AEC] BEHES] ESG HAIA| 7L
ot A= £ 13 WA A 7te=AE WS F85HA 4
Zksim, BHET}F ZH4E9] ESG A HHE *‘Xﬂi dupt & A
At Ql=A ”17}0% 71E0 8 4 Q&2
AT} 4vAEe] QAT AR 7t DA o L}E}Urh {Vé % 7]
473 Jd=k 71%‘ o|m X7} Aotz &l A dHS T
o] AtHKim, 2016). E3E, ESGHIAIA Q] AF| &7t 7| Folu]A] 3
Aol 34 FFE o= A JA APATLE S ST
(Choi et al., 2022). H AH[AFE2 AFolu AH]A0] ARyl of
Yat F 3RS e} A 71, 2183 AlE A 52 S85H o
717] Wiell, ESGZ gl thgt Alzko] A& A2l Z-5oA oA
gsog ATE I YrkBaek, 2021; E. Kim, 2023). 1HEZ A
Zzgo] BEHEE ESG BFE€5Y AFE As sl a8A=
o] AAL] ESG A 9EE = 17848 AL AT 5= QU= AR
AT 5 s B FI% "é.*é 23 587} At FolHTE
2827} 715k viet 719 9] 1873 AlE 2 HAIRA 7 YA 61HA
Y Attt =70 ’\Hlx}~ 1 Xﬂ%" IRHORE BGrtstA
HhJeon & Chung, 2022). BIHi= 7] ol tigt 4H|=FS] AR 7
ol AFH W JE7F EGX s, A= 7Y A2t Eo
A A FHLee et al., 2012). TetA AX=o] HAH == 4H|[R7L
145k Qs BAHE ofn]| X & WYs] #4]5ko], AFAF] ESG H P
5] 2 o E AT ot Qo Eo AH $Q1 ESG &
o] XAstl ERAHCRE AGEI YA, AHAZEE AFHE

I JEAE AEGHA BEFsH= Aol Fastth

A, 2xz2go] HME=9] ESG WA A AF e} BESG APZL

ESG 3]9jF=9]o] HA AR FF vA= AL E YEylt) o=t
A= ESG A FE5Y WA=} J7ggo] gt 4n[Ake] Q1
Alo] #2545, 48R ESG 3|97} WolA|H, o= AH|A}
7} o BHEC] thgt S A IAE =olal I¥H Ax= o] 4
W} e x F7HAITAL A 5 311:}, gt o7 AHRTF EF
710l tgt 395005 2| == olf= i 7199 HAIAY &

I~
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ol tisf QAstAY, Esol tigh A= AP HS
7] H&o|tHChoi, 2024). 5.-5 ESG 7 A
et HAE Aetely] 913t AT 5How
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