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Abstract The purpose of this study is to analyze the cases of endangered species protection campaigns
of domestic and foreign enterprises and to present improvement points and direction. Therefore, this
study analyzed the cases and characteristics of the campaign by setting above small and medium sized
domestic and foreign companies as subjects for research. The study found that there were mainly
campaigns conducted in cooperation with large environmental organizations in Korea, and as an IT
powerhouse, there were examples of such campaigns. Foreign companies independently participated
in environmental protection, and cases of fashion and cosmetic brand campaigns were easily found.
Based on these characteristics, this study aims to present improvements and directions for animal

protection campaigns in the future.
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Fig. 1. LG U+ ‘Endangered Species Park’ by
Youtube © LGUplus
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Fig. 2. SKT ‘Zoo without Animals’ by WWF
korea © WWF korea
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Fig. 3. 2019 Coex ‘Earth Hour by
WWF © WWF korea
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Fig. 4. SamSung ‘Photo Ark’ Exhibition by
SamSung © SamSung
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Fig. 5. Nationalgeographic ‘Green—T’
by Instagram
©Nationalgeographic
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Fig. 6. WWF 'Magnetic Poster' by WWF ©
WWF
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Fig. 7. Lacoste Logo Campaign by Lacoste ©
Lacoste
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Fig. 8. Lush 'All The Wild Things' by Lush
© Lush
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Fig. 9. TheBodyShop
‘Bio—Bridge’ by
TheBodyShop
©thebodyshop
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Fig. 10. Chantecille ‘Philanthropy’
by Chantecille
© chantecille
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Table 1. Analysis of endangered animal protection
campaigns of domestic and foreign enterprises
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