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Abstract This study aims to select ESG items from a consumer perspective and examine the influence of these
factors on corporate image and corporate reputation. ESG-related research tends to be conducted from a
corporate or investment perspective. However, based on their evaluation of ESG activities, consumers form
corporate image and corporate reputation. Accordingly, the E, S, and G evaluation items were applied from the
consumer's perspective to analyze the impact of each item. As a result of the study, the impact on corporate
image was found to be in the order of transparent management, support for small and medium-sized businesses,
and response to climate change. The results of corporate reputation analysis showed transparent management,
response to climate change, and support for small businesses. From the consumer's perspective, activities related
to a company's response to climate change are considered a corporate obligation, and demands for coexistence
and transparent corporate management of small and medium-sized businesses are growing. The significance of
this study is that ESG requires environmental management, symbiotic management, and transparent management
from a consumer point of view, suggesting that transparent corporate management is the most important factor.
In addition, it suggests that communication with consumers of companies requires communication not only in

the environmental area, but also in the social and governance areas.
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