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. 71942] AbelZ 28] gty
1) CSR

=
TE Hol
A view of the corporation and its role in
society that assumes a responsibility among
firms to pursue goals in addition to profit
CSR maximization and a responsibility among a

firm’s stakeholders to hold the firm
accountable for its actions

Stakeholder

A stakeholder in an organization is (by
definition) any group of individual who can
affect or is affected by the achievement of
the organization’s objectives

Accountability

The extent to which a firm attends to the
needs and demands of tis primary
stakeholders(see Transparency)




2) CSR " %ol o &+ %1 8} 27g 3} vl 7

-+
4
=
o

=P

1o

ol 5 | o]+ = (Freedman 1970)

AES| A A | AR A D ARR A A (e =, S, B

o) g1 2] &) (#22) Carroll(1991) 8] Al T3

ol .===% > o]3s J4‘7’-’] A= ﬂ
SEERER Lo A
erels |
(3F%2) Freeman(1984) 2] Stakeholder Theory

H
H“ 1=
o) 33, B9, FRAA, T4, vITol, -

)




3) CSR Hierarchy (Carroll 1991)

THA| T2 T
to produce an acceptable return
Economic Responsibility on its owners’ investment
to pursue economic gain within
Legal Responsibility a law-based society

to do no harm to its
Ethical Responsibility stakeholders and within its
operating environment

Discretionary Responsibility | more proactive, strategic
behavior that can benefit the
firm and society or both
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5) CSVE] 5 7(

HAefd a2 o] 13

Porter & Kramer] CSV #| ¢t 1A

-1
Hr

L&

o

2002

At2lEolgdss 82 88222l =2 (Strategic Philanthropy)
1284 : Factor condition(7HX|AFE Q| At Bigh

Related supporting industries(X| & == & & 7|2

10
Jtot
HT
N
or
ox

Context for strategy and rivalry(7| &1 2| Z7Z4 7 2 M EH)
H

| |
Demand condition(& 21 A|HOA S| ME2 =8 L)

L

2006

7| g1 Atz S 22| E AN HEE SSHE 4

L 1

(7| |-A|-9_|O| Al-gOlXJH

P

From Responsive CSR to Strategic CSR
=> Integrating Inside-out & Outside-in Practices




Gurpurata Involvement in

Society: A Strategic Approach

Generic Social WValue Chain Social Dimensions
Impacts Soclal Impacts of Competitive




1. X|57tset 2HS 2l MK +#E X2 HH)

1987 World Commission on Environment & Development(M A 24 ¢ &
2|)7F M Al

o Arelel E -’EM;’E' 7 A 02 MEel s55 &dotX| E2EA
AL A IZHOI S S5A7|= &2

1992 UN Conference on Environment & Development

e X|&7ts YHHQRSZ| M (Commission on Sustainable Development)
BotE 2| Rl 2t W], s4FE 8 MEAE 22 =3

1997 Global Reporting Initiative (GRI)

o X|&Z7tsEIMO| et 7I0|E2tCIZ M AIStE = XA 7|+
« 20184 GRI standard (GAA, &3, Atz X M 710| =2t X A])




2010 ISO(=ZNEZ2H7|T)

ME
-

2015 UNS2| 288 M2 ¢t SDG HEd

« 2015 UNSB2| 257 &7 ¢ '—fo s 27| flet 288 9= flt A
£ItsY™ S H(SDG: Sustainable Development Goal) XH &4
e 177 SE2F 1697 MESER 7

2015 ESG(Environment, Social, Governance) SA| 7}0|E2Q] &t &
(World Federation of Exchange)

o SHEEE 107, AF2[FE 127}, A+ 28 & 87H 7|Et 371 & & 3370
g=2 dY7 Y J-AI'—HROH ZeA[Z| 2 A AS0] 2HH JHIE% f%E
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<Triple bottom line7tQ| A4S 2t2 >
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7) ESG(Environment, Scocial, Governance) O|fF

1) UN2 20063 7= Q1 &= X}l 2/ (UNPRI-Principles of Responsible Investment)& &3l ESG O|#+& 1 2{st

A MAEXE &

2) 20154 WFE= ESG(Environment, Social, Governance)di| Ci{ st

oA, XA x22EH 5 F 337 252 SE87(ge SAILEo| £
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> LEOEM(1997)E HA m2|HA(2015)0M 247t HIZSHS
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= 19954 G20= =282H2?&=|(Financial Stability Board)
(TCFD: Task-force on Climate-related Financial Disclosure)&

3) x[Z2e| H40
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Il. 174 Fof AlCHe| AH|X} HE Ha}

DA 7= Althe] oiq{ChY Het

i

0 o g

OlF{ull y BHIY | MESIAIL] (Information Age)Z2| X1
> AH[XHe| HE HZH0| S E

Smart Device Interactivity(Two —way communication)/} &Moo 2
T
Expressive Social | Blogs, Twitter, YouTube, Facebook =
Media —2H|A7L A S M H o 2 HHoH| AR

L AH|RHSZE HENO| Y3t

Open Sourcings 0| &%t CrARZE g S Er 4]

Collaborative | (0l) Wikipedia Contents, Craig list

Social Media —QOpen Business Model by Henry Chesbrough
Crowdsourcing: ‘d4t/AMH|A0HE0|| TS 2l &0

- "0 2] AL, "HHe| AL"2 2| T
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2) AH|X}Q]

Ha}

1A

O] 2f

Passive Consumer
(HEO| B2 7| Q0| A AH|XIR)
7|90 ME SXA AA

Proactive & Powerful Consumer
(QEO| S EZ F&, AH|X}F >7|Y, &H|Xt> AH[XH
AH|XFO| SAMSE stH

o 1 T

"Buyer"Z2Al2| Hgt

ol tetol ety

Collaborative Consumer, Participant Consumer
AH|XLO| A FAA S = = E (Prosumer, Salesumer)

Consumers as Performers, Hedonomiser(fun-

focused consumer)
(H[E &3t F0oQ| off) S HA]
53 xog =7

2> O LIOot7F 22 AH[E2HE BtE= FH[7F = (0 10CHe| 2X} AH])

FOHO| EEAOM HAHXZ: T8 Ao S

K| SH=l Network

2t | Network(2H| X7t AAE HERIE +4)
-> AEE URE S0 SEY 2H (O HRUE) > 2o ZHE 2
-> WOMSe| ME2R B2 M EZF7t 2n|HF0 2|0)

MletEl Al

(push & THEf0] 27E)

"Always on”
(Pulld H2FO| Q= Madison & Vine-Advertainment)




3) 7| ge| det HEH(McAlexander et al. 2002)

7| 4= Al B
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(b T2 1T
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18D

(AH|XFZH B LI 0| M| SHr)

7| gl 2HX d2 AN 2

7I1Z0lLt BHEE 2HITHS FYO
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4) Future Marketing Concept (Kotler

2010)

The Disciplines of
Marketing

Today's Marketing
concept

Future Marketing
concept

Product Management

The Four Ps (product,
price, place, promotion)

Co-creation

Customer Management

STP (segmentation,
targeting, and positioning)

Communitization

Brand Management

Brand building

Character building




5) New Marketing Paradigm in the Participation Age

T3 H|Xf0f| }E TEO HE

ALl O 8 2 (0dl) Targeting, Positioning, One-way Communication,  One-way
Relationship Marketing

SEXQI o3t 2asly| st 10| wof B

O 71 =
A0 AICHe| OFHA E == Key Word: Co-creation Marketing, Consumer Empowerment,
Customer Owner, 2H|X}7F FESHE 2HA OFA E
Consumers are the participants who expect to join,
Key connect, share, take part and engage with other people

and brand

“A customer owner is one who tries a product or service, is so
satisfied that he or she returns to buy more, states a willingness to tell
others of her experiences, actually convinces others to buy, provides
constructive criticism of existing offerings, and even suggests or helps
test new products or ideas.”
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2012 2,895

2013 6,941

2014 6,872

2015 10,510
2016 11,739
2017 25,057
2018 30,603
2019 40,835

2020
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Country Survey
Korea Republic

2015

Raw Materials Manufacturing
Plastics Production kt 13.193 13.360 13.236 13.618 14.293 14.175 14.411
Plastics Consumption kt 5.460 5.895 6.078 6.159 6.320 6.594 B6.719
Annual Growth Rate (year/year) % 02 8.0 31 13 26 43 1.9
Compound Annual Growth Rate (2012-2016) % - - . - - .
Export 8.145 7.894 7.897 8.050 8.591 8.195 B.441
Import arz 480 562 588 597 691 696
Basic Data
Population Million 49,182 49,410 49,779 50,004 50,220 50424 50,629
GDP bn Int. $ 1.367,049 1473651 1559447 1.624581 1.698.882 1.783,950 1.848518
Income per capita Int. $/capita 27.796 29.825 31.327 32.489 33.829 35379 36.511
Plastics consumplion per capita kg/capita 11,0 119,3 1221 1232 1258 130,8 132,7

S BRHAE| AR $9| (€9 . 205 )
AP 91711015} BFAE] AFR 29| (£} 19, 20154 I3
1 el 17209
o [ 141.9

=~

B¢ e ——— . - /7
R 14.0
Ol=cfi 10.5
[ o= 938
927
@ 24&=2p} 90.5

8 wEes 854

D SN

2016E

14.446

6.887
25

50,835
1.916,439
37.699
1355

2017E

14.553

7.056
25

51,042
1.998,614
39.156
138.2

2018E

14.659
r.227
2.4

23

51,249
2,102,030
41.016
141,0

2019E

14.980

7.387
22

51,458
2212,753
43.001
1436

15.147

7.539
21

51,667
2,327,708
45.052
1459
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