I Trans. of the Korean Hydrogen and New Energy Society(2015. 10), Vol. 26, No. 5, pp. 453~462

DOI: http://dx.doi.org/10.7316/KHNES.2015.26.5.453

ISSN 1738-7264
eISSN 2288-7407

Shaulad AdAIES] TE 71e1e] ozl - 83
APY 220 =3 e

Development of the Social Responsibility Program
(Aspect of Energy & Environmenrs)
under CO; Emission Trading Systems

JOONGWOO AHN
Department of Interdisciplinary ECO Science, Sungshin Women’s University, 55, Dobong-ro 76ga-gil, Gangbuk-gu, Seoul, 01133 Korea

Abstract >> In this study, a methodology is investigated for the development of social responsibility program
employed by major domestic companies under social pressure. It is true, however, that its infancy in history and

lack of experience makes it difficult to run novel programs for the companies on their own and it naturally leads
to copying and/or slight modification of what others do. Utilizing widely accepted SWOT analysis, stakeholders
analysis and PDCA Cycle, a methodology for the successful programs with sustainability is proposed by reflecting

business nature and strategic direction. Three real cases are analyzed. In addition, relationship and position with

social welfare organizations is elucidated.
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+ Improve quality of the family relationships: Family camp,
Father education program

. *  Overcome lower birthrate: Promotion of childbirth,
Subject/

Program Support marriage

* Social unification: Mixed marriage family

« Charity: Supporting project for poor family, Disability

Family family, Single parent family

« Cooperation between NGO and governmental agency

«  Mostly company executives and employees (and families)
volunteering and donation (The company's Matching
Grant)

Youngsters

Method

+ The highest participation of an insurance company

Relevance : .
3 2 * SAMSUNG C&T - Habitat, OTTOGI - Self-standing for
with Business "
the disables
* Economic independence of women: Support Start-up fund
for poor women, Social enterprise promotion to emplo;
Subject/ P i ploy
Beoomi women
% « Treatment of feminine disease: Support breast cancer
patients, Support female cancer patient
‘Women
* Cooperation with NGO’s
Method « Donation in the company level and partial giveway of

product sales
Relevance * AMORE PACIFIC -~ Good-looking management of
with Business female cancer patient, treatment of breast cancer
Subject/ *  Charity: visiting live alone seniors and welfare facilities
Program * Health: dementia prevention

+ Collaboration between NGO and Welfare Center
+ Mostly company executives and employees (and families)

Seni Method
0T e volunteering and donation (The company's Matching
Grant)
* SHILLA HOTEL- Serving with chef’s cooking,
Relevance . .
" " SHINSEGAE E&C -~ House rennovation for live alone
with Business

seniors alone the old

Fig. 1 CSR Activities of Domestic Companies
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Fig. 2 Step Approach for CSR Programs

‘ Company ‘
!

‘ Large/Small&Medium Enterprise ‘
!

\ Listed / Unlist \
l

‘ Manufacturer / Service ‘
I

‘ Durable / Non-Durable Goods ‘
!

‘ Face-to-Face / Non Face-to-Face Service ‘

Fig. 3 Classification of Companies
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1. Problem

2. Goal

3. Point of Cause

4. Root Causes

5. Counter Measures

6. Follow-up

7. Standardization
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Fig. 6 Stereotypical PDCA Cycle
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