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Abstract The supply chain expands globally and hence has become an important source of corporate
competitiveness. In particular, sustainable supply chain activities are becoming excellent alternatives for
businesses to maintain a business environment while fulfilling their social and environmental
responsibilities. Therefore, this study attempted to examine the impact of a sustainable supply chain's
economic, social, and environmental activities on customer retention and customer satisfaction through
competitive advantage. This study also aimed to find factors that can differentiate sustainable supply
chains from other supply chains. A survey was conducted on employees who handle supply chain
management, logistics management, purchasing companies, and partner companies in companies. As
part of this survey, 212 questionnaires were analyzed to verify the research hypothesis.
As a result of the study showed that the sustainable supply chain's economic, social, and environmental act
ivities positively affected the competitive advantage. The competitive advantage, in turn, had a positive
effect on the customer retention rate and customer satisfaction. Hence, this study provides a theoretical
basis for sustainable supply chain activities affecting the competitive advantage. This study also suggests
implications for enhancing corporate competitiveness by analyzing sustainable supply chain activities
and competitive advantages that affect customer performance. In future studies, various variables related
to the performance of sustainable supply chain activities are to be considered.
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uZ ERHEIFES|(Council of Supply Chain
Management Professional: CSCMP)= 20214 35
T X&7154 @8State  Of  Supply  Chain
Sustainability 2021) EXAE &5 Z219 HdY
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DI AA714) vlwste] TASRE ZHofA
9] &91& Tot= A oR, F&E IAFAET 1A= C
B2 FEH27]. WA 1 AGA &S AEAQ] 1A g
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Fig. 1. Research Model
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2912 B3 DAY AL Gye] BF AT

7] giste] W29} oA ¥ 5 AESAT) HE
23} AEAL Qo EEUAL 305 o4
5 glgo] SHlElo] it 2125 REE BA] A8
Sk 24E 91a) Smart PLS 3.08 AMgsigion], &
Ago] e AES B FES T HES
2 Susiort.

AEA] ATEATH 4L Table 10] et

el EEO EozE 20204W 7|& wiE&do] 10
J~1209 wRIl HFAI7} 8570(40.1%)E AHASHA L,
109 w9t 6370(29.7%), 12099~1,50091 =9t 4174
(19.4%), 1,5009] o]4~102 m]9t 2070(9.4%), 10% o]
& 3N(1.4% = Uetsth 182 A= 3007
o] A= 4370(20.3%)F AAsHA2H, 50%8~100
g ok 3670(16.9%), 5¥~109 wlRtt 20%~50
ulgke 3070(14,2%), 108~20% vl 2871(13.2%),
1008~30078 =¥ 2470(11.3%), 5% =¥ 2174
9.9%)Z Yepdtt. 482 154 oAl 71go] 10774
(50.5%), 54 H[gto] 4570(21.2%), 10¥1~154 H]gto]

Table 1. Demographics of Respondents

Category N | Percentage
under ¥1bil 63 29.7
more than ¥1bil ~ under ¥12bil | 85 40.1
coales [more than #12bil ~ under ¥150il| 41 | 194
more than ¥150bil ~ under ¥ltri| 20 9.4
over ltri 3 1.4
under 5 21 9.9
more than 5 ~ under 10 30 14.2
more than 10 ~ under 20 28 13.2
I]\algjrglboe;e;f more than 20 ~ under 50 30 14.2
more than 50 ~ under 100 36 16.9
more than 100 ~ under 300 | 24 113
over 300 43 20.3
machinery 20 9.4
commutation 15 7.1
Bio/Medical 19 9.0
Electrical/Electronic 21 9.9
Industry
chemistry 15 7.1
Energy/Resources 9 4.2
Knowledge Service 25 11.8
Others 88 41.5
under Syears 45 21.2
Firm |more than Syears ~ under 10years| 27 12.7
Age more than 10years ~ under 15years| 33 15.6
over 15years 107 50.5
Total 212 100
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3370(15.6%), 5A~10¥l =|gko] 2770(12.7%) = WrEbst
ot PEEELE J|eF AR} 887 AR 41.5%S
ZA|EF AL, A A 2570(11.8%), A7]-HA; 2174
9.9%), 71A2A 2070(9.4%), vt -2l2 197H(9%), S}
8}, FRFA 1570(7.1%), ANUA-AHL 97H(4.2%)= Vet

3.2 Bi4o| ZEN Ho| U ZH2Y

£ oA HYATE 7N 7} WSS it
2244 4o)g ST, AYATNA AT eeol
HYE SAUSE SN ARE SAstel d7nY 4

94 AsAhs B BE F A4 Aks 32

o A5 A Z1g50] ok Jssa vge 3
assfsie, 7g) /145 Bt BEEE 7M7Y 9

g5 o2 Aot v & #4dT(2017), ©l&=3]
(2014)9] Aol A ARERE AFAMS R, AHIA ZEA] AR
@7 A, ANERE 37 5 4RTY S
E:IL— ARESEATH10,35]. &, AFIE A&7bs 389
52 A3 AL 98 Eola HA 359 AH
A JIE £017] AT S5 o= Aoyt a[12,36], =t
ZH & 9AdHI(2017), S & 2442007)9] Aol
Al ARERE AR A ARl o R wSEH, Ve AY, At
3H A ds T 4239 57‘45‘7— ARgstl o™
[10,37], 834 A&7ts 339 o2 44 98
011 AE, 34, 439 ¥AHE E—E‘O]—IJ]' st= g
H9] &5 o8 AHosigix, ¥ & ¥dRI(2017),
Brief & Motowidlo(1986), Carroll(1999)9] A-oflA]

I X]

ARREE 34 g2 By, 3 A AE U=
87, Ee9 Y AR T, &3 Hsk 719 A
E oA 7, &41S, 45, V&d AY Als 5

S5EFY SHETE AR 3}9&‘:}[10,36,38].

o' AARe AT =2 IA7HE &
&0l A0 AHd Bt w2 0|9S FHE £ 3l
= 9AE G0k A o= Yy, Fdd(2012)2
Jaakkola(2010)9] AollA] A& AR A&H 2
B, FUHW] ol ALY 84 R, AR
A BEPs7|of H2 AIZF A8, APelA ALY A&
] A 5 4EF SHETE ARSSIITH22,391.

opReto 2 TAYY F IAFAL2 2EA & e
(2006), Aspinall(2001)9] |75 7|9te = @AY A
H|IAE 0|85t Qli= 1o nlFfjo|= X&H 07 o]&
g 7hsAd o7t A Ysileo, BlE M5k F71 1
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Table 2= A& A=Y B4 Aot} Y
A= Chronbach's e%to] 0.875~
0.93622 0.7°1% 4= 4849 7|&Z &=
Aoz BAFQL &, 99l 7ko] ATTAE Yehl=
Factor Loading 23 0.812~0.9532.2 X% (0.7 o]

27slo] 24 50| WrET 49 1] THAEL

Bdde I = e EAFE(CR)E 0.923~
0.9542 B JAA| 0.7°1F SHEUL, FdEtT=

(AVE)ZHS 0.743~0.906°2.2 AAA] 0.5HT 2 3
UEtol S8 A3l +8 ol dEHUT
: At

aE

Table 2. Factor Analysis and Reliability Analysis

Latent Variables Fact.or Chronbache CR AVE
Loadings
EC1 0.909
Sustainable | pcp 0.894
Economic 0.920 0.943 | 0.807
Activity | EC3 | 0904
EC4 | 0.886
S1 0.888
Sustainable | g 0.910
Social 0.916 0.941 | 0.799
Activity S3 0.879
S4 0.899
EN1 0.831
Sustainable EN2 0.887
Environmental| EN3 0.911 0.913 0.935 | 0.743
Activity png | 0812
EN5 | 0.864
CAl 0.906
iti CA2 | 0.924
Competitive 0936 | 0.954 | 0.839
Advantage | caA3 | 0.898
CA4 0.935
CS1 0.951
Customer
Satisfaction | CS2 0.953 0-897 0951 0906
CR1 | 0.904
Customer
Retention CR2 0.874 0.875 0.923 | 0.800
Rate 1" cr3 | 0.905

676

93 AR BE FAESE TS Uk HE9
WEEFFAS Table 33 2ol thz4iAe] EAE AVE
of AFE ghol 7 QNS JTAS ghant A 24
o] Waeto] SARHYSS BANAT. E, F
32 919] wid 7to] WAl 2 A TEEAAel
gt the R A% A3t Wavt g we
o ofaf AFEhe FEQl VIFFA7H 7120l 55k 2
o FoE tEAN BAZ 24 gt Ao b
et

Table 3. Discriminant Feasibility Analysis

Variables EC S EN CA CS CR
EC 0.898
S 0.515 | 0.894
EN 0.549 | 0.839 | 0.862
CA 0.528 | 0.644 | 0.659 | 0.916
CS 0.584 | 0.556 | 0.492 | 0.706 | 0.952
CR 0.536 | 0.609 | 0.628 | 0.776 | 0.805 | 0.895
Note
CA: Competitive Advantage, EC: Economic Activity
CR: Customer Retentin Rate, S: Social Activity
CS: Customer Satisfaction,
EN: Environmental Activity
3.4 Tz At
Fig. 2= AFEPo] et A=8A 2T AFHTP
of e nolRT gtk Ay Wik ke By
MHBR)ES BYLATF 49.5% TAGALL AALY
o 9Jsfi 60.2%, NATEL 49.8%7F AEE= ZAoE
BAR) 2 o] /M35 Avks Table 49} 20w,

BE 7Mo] (He] FFL AL A0 ehgeh

[Sustainable Supply Chain Activities] [Customer Performance]

Economic
Activity
Social Activity
Environmental
Activity

[Strategic Performance]

Customer
Satisfaction

Customer
Retention
Rate

* Business Field - -0.018(0346)
* Firm Age : 0.018(0336)
- Sales - 0.066(0.0%4)

1 * Firm Age : -0.001(0492)

1
1
H |
|+ Business Feld - 0004(0469) 1
i
1 - Sales : 0016(0.382) H
|

Fig. 2. Result of Path Estimation
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Table 4. Results of Testing Hypotheses

Lizoila Path Name Pa,t}% t-value Test Result
eses Coefficient
H1 EC — CA 0.216 2.654" Accept
H2 S —CA 0.316 1.959" Accept
H3 EN — CA 0.268 1.760° Accept
H4 | cA—CS 0.706 133557 Accept
H5 CA — CR 0.776 22.594" Accept

*p¢0.05, **p<0.01, **p<0.001

4715 B TEo] DA HIRE Gl 9)
o4 A9l WAENE AFsge, BEET 7

ko] wE AZASTE 0.152~0.2422  YERLA,
t-valuet 1.687~2.7112 Yeh} FAA-H9] wi7fax}
7F v Q= AR EAEon 1 A= Table 59
Z,

£ Ao ARSE BE 719 o
Jaaet AALAE AE o
Y= Aoz yehyitt

F Al oiA 4
ARaT} BT o]

Table 5. Results of Testing Mediating Effect

No | Path Name | Coefficient| STDEV | t-value |Test Result

1 | EC—~CA—CS | 0.152 0.062 | 2.4717 | Accept

2 | EC—~CA—CR 0.165 0.061 | 27117 | Accept

3 | EN=CA—CR | 0.242 0.125 | 1.933" | Accept

4 | EN=CA—CS | 0.222 0.109 | 2.039" | Accept

5 | S—CA—CS 0.205 0.116 | 1.764" | Accept

6 | S—CA—CR 0.189 0.112 | 1.687 | Accept
*p<0.05, **p<0.01, ***p<0.001

4. ZE

4.1 AZ0 2 AMAE

2 d7= A&7hs 3T 29 AAE, AEE,
A Lol AL ot AR u AT
I DARA L] oJH JFFE X =AE FYoILA 5
aom, A1Ade o33t 2o

AR, BAA A&7Vs 35T o= B0l 3
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(19 FFE F= AoE Yepyrt ol#st 23k A
A A&7V 3FY &5l A E g et
Az G71ES TS 9o ASHoR w=sty, 1A
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