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The Effect of Goal-Setting Strategy on Goal Level:
2 Why “I Will Weigh 150 Pounds” Is More Effective Than “I Will Lose
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The top 10% of income-
earning households
possess nearly 80% of
America's wealth.
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ExplainingCapitalism.org
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Data source: Emmanuel Soez, Gabriel Zucmon
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Real Household Income % of 30-Year-Olds Who Earn More

(Real 2017 USD, 35- to 64-Year-Olds) Than Their Parents  100%
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Source: Ray Dalio’s Why and How Capitalism Needs to be Reformed
m,o_&émmg@,é Based on data from the Current Populatlon Survey.
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Transition to Heliocentrism from Geocentrism

Today's economists will
fight for their
irrational rationality
as fiercely as the
pre-Copernican

astrologers defended
their epicycles and star
signs.

Anatole Kaletsky's Capitalism 4.0
P186

Source:
http://www.malinc.se/math/trigonom

etry/geocentrismen.php

What's the alternative?

Heliocentrism

User Centric

Geocentrism

O

Business Centric

08-08-2020 Copyright@KYPark Harex InfoTech Inc .

Control over “software” — information, data, and how it is stored,
processed and manipulated — will be more important than control
over physical capital, buildings and machines. The defining
characteristic of the economy and society will be how that
software is produced, owned and commanded: by the state, by
individuals, by corporations, or in some way as yet undefined.

These developments will allow us, if we choose, to end poverty and
expand our horizons, both materially and intellectually. But they could
also lead to growing inequality , with the levers of the new economy

controlled by a corporate and moneyed elite .

Jonathan Portes’s most recent book is “50 Ideas You Really Need to Know: Capitalism”

- 10 -

08-08-2020 Copyright@KYPark Harex InfoTech Inc .
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Market Economy

The brilliant economist Ludwig von Mises argued that the
fundamental problem facing socialism was

not incentives or knowledge in the abstract

but communication and computation .

Market as Parallel Processors:
distributed computing and parallel processing
While the human brain is wired differently from a

computer , computational scientists estimate that a single human mind has
a computational capacity roughly ten times greater than the most
powerful single supercomputer at the time of this writing. The combined
capacity of all human minds is therefore tens of billions of times greater
than this most powerful present-day computer.

Eric A. Posner & E. Glen Weyl’s Radical Markets: Uprooting Capitalism and Democracy for a Just Society

Laissez - faire and Common Ownership
are mutually reinforcing

AT FELH7F A28 23t
“Ile BT AN 59

Eric A. Posner & E. Glen Weyl’s Radical Markets: Uprooting Capitalism and Democracy for a Just Society

“ Laissez faire (in its full true meaning) opens the way to the
realization of the noble dreams of socialism.”

- Henry George "Progress and Poverty."

- 11 -
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The Effect of Goal-Setting Strategy on Goal Level:
Why “I Will Weigh 150 Pounds” Is More Effective Than “I Will Lose 20 Pounds”?

g, e
2t n2{Cy

2

1% o

Abstract

Goal specificity and goal level (i.e., goal difficulty) which are the core properties of goal
setting affect goal pursuit and outcome. In particular, prior research has highlighted the impact
of goal level on actual goal performance (Locke and Latham 2002; Locke et al. 1989). However,
despite considerable interest in consequences of goal level, factors that determine goal level
are less known. People can set goals in different ways such as nonspecific goals, specific and
progress goals, or specific and final-state goals. In this research, we concern about these two
ways of setting specific goals: progress goals (e.g., “I will lose 20 pounds,” “I would like to
further increase 15 scores”) and final-state goals (e.g., “I will weigh 120 pounds,” “I would
like to obtain 90 scores”). We develop and investigate a series of hypotheses about the effect
of goal-setting strategy (final-state goal vs. progress goal) on goal level setting. Specifically,
the results of nine studies consistently demonstrate that when people establish a final-state goal
(vs. progress goal), they tend to set a higher level of the goal, and in turn, to perform better in
goal pursuit. The current research finds that this goal-setting strategy effect is driven by
different weights on goals desirability versus feasibility in setting a goal. In doing so, the
current research makes contributions to the literature on both goal setting and construal level

theory in a number of ways.

Keywords: goal setting, goal level, specific goal, progress goals, final-state goals, goal
desirability- feasibility
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- 18 -



2[H HMlof ojx|=

o
Ly

1ZX 52

Xp2l X7t 2

XS

d

o

o|

Klo
ojn
j00
B0

]

olo
0
od

S

s

KK
ajo

THr
K

tof 2fs oF7| &l

(=]

21 2ldl 2 A = QUEt

ots

HARLAOME HES A

A/ LIAO|

k=]
[=)

2IEXs2 7]

AR OIX) SED

rul —
[T INES

=
[

ARE A

=2
—

2|& Mol ofsi Of7H = ALt

o
us

rul L—
SKs2

, O] &it=

|2

T

Klo

Kb 2l K|

X5

I

=

ul
B
i

JoO

UL

- 19 -



Of

e

81
Ko

s 2 AFAM 0| LiEtLE F7|2F 2H|X;
ehX|d QLB ofof| =7|of AB|IXtOA =& X

or

Z 2H[RfsE Mol A7 RS,

=]

A#Ix $80|EC]

J

1ofl CH

—

S A
=k

aH|Ate Y82 2AX[aFgs AHKX|7| W

AH|RF QI

S Alof CHe

7] W=of
REEel HAAToN

= oLt

o2

=

<

b

ol

10| Ef=2 0]0f X[X]|

oA
—

ojRich, 2Lt

b Ef

=
<r
od

J

YA 2 =

tA

o T
L)
=

%I:

o of 58 a7t A=H, H

IT

3

e
o
o

=81 X

ofn

=
[

19|+=8E= o +=&2l=0 &= 0K

[ZPN
i N -

off A

e

= 1
—_ =

0]

o
T

0]

=
[=)

E-
10

T

[O1N

0] ojH g2z 74 &

A
[ |

[¢]

AH| A}

ojof = AFOME= B

or H
30 1
=T od
L
5 W
g
=R
[
8 m
o
K 1H
H =
{0
LY
= mp
K
U iy
W
xr
o
5
ot
[¢}]
A_l o_n
ol o
RO —
ol
KIr T
on I
<
ol ©
. OF
K o
un| Eo
qd 5
ol =)
= ol
n =
o0 E
jn] An_
_._._._ .
ol
o =
o
=)

8Ot A} SFRUCE

0o

Al A
|_—!,T

(o]

At otRA2n, OrX[Efe = ThX|et

ol

r
op

]

)

St Lot}

i

3

Mt A=E B

3

o

LS

LSRN

[=13
=

W, <ol ZtH[22|of =

=
=

Toll

=

Ho

—

jol

-20 -

A0 A A

.
(=]
A

T, HE=H Zatet

A

Al



tOI LY.
AR, +=EE=o| B2, OIAt7F AL, BiFF0f sl AFTHX|A 0|

+8EET} O

Ao = LtERRCE =

OlX|=

+&H =0 OXl=

=
S

o| StXHE

T899 F?, OfAt7} AL}, BiEF0| CHal AFEX[40]

2B QMO BER(XH & +&2|=0| bjX|=

HiQFS O] CHSH

-
o

C

(W)

.

C

2 =0[RALt.

ME Ol o
O 1= o

15 +=8Ee o =820

b7l %

o
o

CHARY, Bi =0 CH

opn
j00
B0

ol
Kr

il

ol

ol
Kr
%0
ro
o
10l
I+

=
mo
<l

E!
ko

Hi

TEHE0= S OIXX] EUCE HLE 7t K= B ES00| o

—
—

Ol &M, Xt7|=E 7HK|

OIXIX] = A2=2 LIERSCEH

o

Ao = LIERECE

OlX|=

+E2|=0f O/X[= SEEHO|

oo, +=82= o=

k=4
=

|E|Q{C 3 8

240l

He=

=
[

|

]
=x

LtEHGLCY.

I

Jd

KIr

ShIY FTHOA 2

i LHEHEE BiFS 01 CH

10

=

Lot M2 =

228 bl

t

Q

1

=

o
e

[

.
=2

ol

Klo

ol

2t OFL| 2t Ab=(of O

SEsd
ok

0| ZHelofA oXl= &

S A Al
ey

A o|ct.
toh= A2 2H[XRe] A|RIQlAlS LIEFHCE 2k 2H|XRel AlRIC)

.
o
[

o =]
=olq 2

I ot 7=

~
~

X

q

of CHofAM= &l

3

. "
K= g

oir
o0

3

Ch. = SAFO0ME H

of 284 oJojX|& ¢

S S

=
S

CH

=
—

to[mH, AH[Xt

SAZICD SHACE of SOHM= =S

1=t

SAIA
==

A = CE mEkA CHE oA off A

F

- 21 -



= FF0AM= W
o St X2

ol
ofr
o0

3

MZ Hug 4 o0, LIOt7t Hy

ol

or

o

7l

L

—

W80l otLfzf, =

—

TEH = &2/ At0|0f

A GiI=st2] flsiM= +=&Ei= 20 &2

ol

|

I A QlAlS TR M2 Hfg)
=

A

MA O
o= LT

.|

N
o

=

l0|C}. mjatA AH|X

Xt

=

—

2 ME .}

ZO| =Wt U2t

X o
==

om
z
ol

s

ol
Klo

Jo!

It

Bl

7tX|QF AH[XtQ| ZHA]

—

—

0| F75}

4 Al Al
I Sy |

.
[=}

Mz X &7t

Rtalel ZEX| o[t Eeot AX|St
0l (Rogers, 2003),

o
—

it
=
]

e

A
~

A
(il

El

=

.

(s}
of 7|

3

o

of A,
1

8

S
Ho

or

[y,
o
70
0

THK|

—

=)

HH=Z MZZ0ILt X[£7t

=

=

e1o| 7HK|

=
[

ofn

7

K,

(K,

Q0l0] 7xxMoz Mz Cf

b
I E=1=2
P EHE =9t HAAE = & oA N

o

o
(=)

=

=

2% o9

b

| =88l X

=P =X}

gl

S
S|

pes
2ot

=
1

4

=

™

= Chest
ol HEol 29X Ef

Tl A

B
4

tet. ol

= Aot

- 22 -

.
o

A2 2ol

FHof



Processing Fluency of Numerical Information and Risk Likelihood Perception

gz, 1o
Mpts, 1)

Abstract

This research proposes and tests processing fluency of numerical information on risk
likelihood perception. We posit that the perceived risk likelihood is higher when the numerical
information contained in a message is more (vs. less) fluent. Round (vs. precise) numbers,
numbers with lower (vs. higher) magnitude, or numbers of common computation are more
fluent because they are familiar numbers that we encounter more frequently in our daily
communication. We found that the risk likelihood message with a number that is more fluent
had stronger impact on perceived risk likelihood and risk-preventive behavioral intention.
Series of experiments provide converging evidence of processing fluency as a determinant of
perceiving the risk likelihood. The findings have both theoretical and managerial implications

for marketers and policy makers.

Keywords: risk, likelihood perception, processing fluency, numerical cognition
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A=Y 7HAE FFots Ol 7Y

7] 5 (Donation)

Public Relations

A A 719

(Social Enterprise)

A=
3L

flo
P
J

AP 3 A
(Public-Volunteered

Cause Marketing)

39 A7 WA
(Cause-Related Marketing)

719 +3%5 FA

7
1. SAAHA D E (Cause-related marketing)
- Warby Parker “Buy A Pair, Give A Pair’
Source: https://www.warbyparker.com/
8
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1. SUAAOHA E (Cause-related marketing)
- TOMS shoes ‘One for one’

Source: www.toms.com

9
=] o IO
2. AEHEOY 9 oA E
(Public-volunteered cause marketing)
- ARfotLZistm
Source: http://blog.samsungfire.com
10
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3. Afﬂ&' 7| 2 (Social enterprise)
- AIH|M A (NHN Social Enterprise)

DIALOGUE
IN THE DARK

Source: http://www.dialogueinthedark.co.kr/index.nhn

3. A|‘§|7E|| 7| (P:n-' (Social enterprise)

- AH|MA (NHN Social Enterprise)

“OlF 2 AIZHE ARNYLITH"

ol 4 SERT

(00%71 | %8 HE VoS 22 NuHIYe ZoE> g
T e m 7 g AR 0| 2 Rl

Zk xH

S0 | o apsimoige] gE2 BAI2 SA| HIEUAR 22 B0} 0}, MZU A D M2psicte A47ps a0 amas | DA EO

B BE | musieis wa0| 2lojof pick, 4 XILo|LE, x| HAL LB F|thME 2,

AlZHo| 2% 0]op7|

B Lpe 1 HS B AJOIOIA S717] BIE AYAS S 4 ASICH YMAE MARE C}2 FAl, RO YL 4B Lt

= Rl #do MEgct

22 Apeh e A TS Rt S0 B4 A4, 2okeE o) 172 3381 2de.
T3 gele] AniEe] AZHe wiastar ¢ ¥ BalwA
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4. Donation/Public relations

28k At
" &7t XA HES Sl
24t k2 OhF AL1ME Re-Branding, #E 7HX| 50 ~

Key Concept m
AYAA SR AlEHS ole
718, B2, £Y2 35 0E 0|AY = HIRROf| A| g = !

== = =
= B2 3 0| M8 Ale Al
20174 B8 Y& GEALT AL S22 AFE Ay o L OB _SEc A8 4
=
HRHE 2 HFLAHRIM g ol g
' v '
» B CIxi0l » 2210l EE Hioly » HgFEED
selel dag 2El=2 oxel -QIEFQIM EEEL L XpAR D7 cjad ofa[x] B B
sHE HRUAOY 7|2 pre g8 | - Facebook, B21 5 XA 2219 Y ¥8 i SeUs LB L Rl |
H - OHEA| SNSEIER @12, Batuao|d M H H
- 103t /Y WEY w§ IBFOM OI4 31 yY
» =HE 2EEI HT - CRET » clmaygan
D3 AFIE EIR o - APZLE o9l ofojEle R nE M HX/sE - AP O x HE 88 Hoj g
RE DEHTD - 98 YT ARUAOMOl Fa 45
A HR HEE 3

v Victory, 834 52| 7|Y =8 A3} ] 2 & il

v HEHUE BIE o AXIE & v /3| E jH| 2 E-ICISn g A2 o[0|X| Z&

v 2H|ZEAA H2EE E = Us ARE v 3kg(EHON8), 17HE0I(+E Y O|HER) g2 CIXtQ =&
EfC| B
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4. Donation/Public relations

- 4E7H

17
4. Donation/Public relations
- ds+H
i
= Z{/Z’
18
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A2l A ZHK| = 2 apE|

1. 22| 719 Sxet HE| &= AlR|H 7tX| 3EHE
DRI ga A=A TEK] HE2| FHof Bigh A
P HOFEOIHOIH B ARLIE| XX A=|H 7K =

et

-
LS

T
N

o171, 823

7 = =

Y

217}

1

* Becker-Olsen and Hill(2006), Groza et al. (2011)

- =& 4 (Proactivity)-helping vs. BtS 4 (Retroactivity)-
selfish

- What is more Values-driven and Strategic-driven?

A2l A 7HK| = 2 b

2. M2IH 7tx|el 3880 thet 1EHe SR
: HSOA A=Y 7K 28 7|92z 258 AA HE LY
AofM= 7HE FEE 24 i H ZHO| FALEL T2
: FAE, OfEA Bl{OF olH, M= B I @A &=
X[of cHet MEHQl LI X|HO| HEAl 27

A, 2R/ 2EVIA S THAIHL R V[Ya ks 2

rn

Lt 7Pgo Ml AA oy X RHAL| Atz JHX| W=
: ROOLE Atg (2020E 118)
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BOYCOTT LOTTE

‘AFX| gELICk

NO®TTE
NOTTE

Source: www. Instagram.com
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M2 inputl 2 &2

3. X|&7Hs AEe Yo HEY
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=
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(Actual & Imagined

Scent)

SASIH S

(FHAE & FOH2E)
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< MRS 7171 TAEH A S0 0jx= B >

> AE FX
1. DEXs U& stAl2t & A A 25t
> A S <ol Zeet Hhdetet HIHQIE fragrance ol HE0 HA
A Dl et S
2.2 AEAES 242 HE 52 HEGI0 &0l 401U &2 = Jisd2
SHoISRH, 252 2 UM 2ol & oA 2EE 27 UE

< M 7171 TAEH S0 ojx= 8L >

DKU-XSA 2 Ltis UHel

AXH= of2igo] 7tytol
XFE T ES YU

e

- C2{0] ATt JHE MRSV MIEIHN YU 42252 JNCHFHL.
- 4% o HBHO| UOAIY YA FME FaUCH
- SIEHEQ! QORI MEE X} WRH X|FE oloEoA TeHUC
(S, B, QEQK SO NRNAAY, SAE RESE 224 WHAGA, UE, ATWAG BUR BF)
St st

=5
DANKOOK UNIVERSITY
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< MRS 7171 TAEH A S0 0jx= B >

The purpose of this survey is
to study people’s responses in various situations.
Please simulate that you are in each situation,
as you read the scenario at your pace.

Thank you.

e O—— 1/185[0|%|

29
< mpsRst 217t AR H dSo o[Xl= I >
1
\
|
You are standing in front of a scent experience room.
You open the door and enter the room.
e ag CE— 8/ 890\ ]
30

- 45 -



32

< MRS 7171 TAEH A S0 0jx= B >

\\ \l
W ] Y EEE—
——  ~——— - — o — -
The room is full of cozy vanilla scent. The room is full of chilly peppermint scent.
The scent feels soft and makes you feel comfortable. The scent is sharp and cold-hearted.
sz o8 — /235015 se ctg —— 9/1850/%]
Warm Cool

Small movements can bring big happiness

Let’s start using #Let’s give the Earth a short break!
completely biodegradable mobile phone cases! " )

Earth Hour campaign event started in order to promote
the importance of countermeasures for climate changes
and also to protect the environment,
and 188 countries joined in the campaign last year.
Did you ever think about whether your mobile phone This campaign will take place

What kind of mobile phone case are you using?

could harm the environment? T BRI ) :
Itis easy to join this campaign.

This mobile phone case is 100% biodegradable You just have to turn off all the lights for an hour during
the campaign.

By yielding an hour from your time,
you can take part in creating

Itis the second campaign to reduce the use of plastic lobal vill: live.
Pl a global village that is a great place to live.

and does not affect the environment.
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3. XI&7ks NEE A HE

N L sl &0
e U3 MSXtel 2 & Ch2st
o N3 SAA HE 2 2

/7

o UUH S JFAIA (visibility) 2 A

(legitimacy) 33 X &
e HE AN Jl2el 2HH o« XX XIRAUAM BIE, AFH
- 0ICI0f "ot e MUX =1
= MOl ALS| ESItE0] A2y e SH, &5, output & 2t 2to| A
@ e 2o He
- ZIE & Eols 5 2 output

29 52 1= P A
XA O

e AT UMAL output

- M Y 5B

e IHEX 22 A <Mark Moore2| Public Value Framework for Accountability

e X2 A, S N and Performance Management>

e MIEU APD|, o2, Jfet -Colin Talbot (2008)’ “Measuring Public Value A competing
XXl BHA QI B Al values approach,” The Work Foundation =

e S

A2l A ZHK| = 2 b

4. A7 LIE|S| "IIA A" Bt 0| Z7|

—

- 47 -



ALl A ZHA = i uty|

4. AL E[S] "7HA X" HatE O[F7|

—

Source: https://purunbike.modoo.at/?link=2kx3yq80

35
a7 BjAE
1 AIZlEH S SiAE ol= X HARH 7| ¥ E B2l S&: Warby Parker2t BHO| 22|
AtEHIE £4 2 2 (Korea Business Review, 2019)
2. REdSvs. HES ZEO0| ZAE S0 OIXl= S&: BHX S22 Atsl & £F
AZES ZNO2(BYSAT, 2017)
3. N2 EGE vs. Il =8 32 0HAE0l RO OIXl= &k : EgHE
OITIE S HAUC AFNS ZACR(NYS=ET, 2017)
4 AHEEOY Z9f OtA 0l CHTH Ofsf: Aad2bxH QLY 74t Of QHLY 74 AL it Rt & AFXL
252 542 2(Korea Business Review, 2014)
5. 718 Zgo| Pt e Xf 4, A2 Y80 3 A O E 21H0)| O] X|=
FEFLeteT, 2013)
6. I OMAEO OfEA Mg A} =9 X ot gso FH'E
SHLE @S AT, 2011)
7. 7| o|OjX|et S A OtAY 2 HMetdo] 7| ur S A oA Eloj| CHek Ef =0
OiX[= ehFne A+, 2010)
36

- 48 -



SK7} Est= Al2|A™ 7HK|, ESG

9HE T, SK AR 7HA] 2| 2=

SK7t Eol= Ale|H 7HX|
ESG

2021. 1. 22

Part 1.
Ab2|H 71X g 21017}

- 49 -



#AM2H 7HX|

" MBI Fhr R

Social ESG?
Responsibility?

A SAR?
CSV?

#AI2|H 71K

"MELElE AEIEH SHZE fIol, XIS B E = A= AFE HOpA S EXL”

. 28| A QIAHE OF&IX| O] MAIS 2 2| S LICH 25 Alds|ats QM HES HED AL MO0|HH| S5
AR3l0| £20| O 23t 2o ®sta Stict.

I
SEFHAS0| 22 BE YHONE 5K 2S Of2N &
SEe REMT, Af2lo] ofeiS ol ZUStD 2HE BT

O =2 Cigt 4 USIkrakn A2 WEskn S0k EUCt...

. 20H 9 €1 ZoHE A0 0[0f7|8 L1 Al LIk HHolA ‘etLol H' 2ot 2 Al
Hi Al

d

|= Sl WEH Y 22 ThRY k2 A2l Q] 7H ofet =

mjo
2
>
4o
ind
A
it
s
o
=}
Hu
ro
g
o
o
4>
62
rlo
>
ok
Ao
=
N

A3tE| 1 AELICH 7| Y E 0|4 0|2{3 BN ZRE| AAR2E & QS LICEA SZetH 2| s S 2[3)
SHH| L2131 M2 7|Y7F HAPO| @St mjat= AZt0| SLCt,

7190| RE Afe] RIS ST S YRIDHL XIS I Y

= AN
RHAHO A RE A|ZfSiEA|CH B2 REFA AT 2HS ST ASIM, X| 15147t OFE A XS E0{2
bS

SKO| 34 = Al2to0| IOl oighS 3 4 912 ALICh L2lo| MHO| B M2 2 THEHSTHE o) 2 & D
o 2 Yo 2 Y2 osof Lizkop AL (32

=219 SKAE AEAL &

- 50 -



#AI3| ™ 71K SKMS 204 W& LYE

1979 0|2 = 2004 HEFT S 2016 AtS|H 7HK| 7HE A 7Y
= 2020 O[sEAIXIC] F XIRC| Al=|H 71X F2d Z=
SKMS
OSHEA|X} s1=2 2fs) A7t Rs6h=
2= 77t 2 AR ZFK] ofct
ske AFEIY 7HX| BE s = griE o2
7|9 L7,
o~ O[SHEHAIXIRL M| BHAH|= wrmia7 Lpzict
‘L/ (204, 14k} 22h

# A2 A 71K ARSI TS A2

ojo

M2I2H7 243 det=ln A

o] A2 x|

t7le o= ols bt L= = Alzpaofelel

il = 7|ti+BE X Zot=

BBt s sz Mol Bx e
olHl O gHH OfsF
RIS AP} 17 3000+

-51 -



#AM2H 7HA| ABI12H12 A3

ABIZR| W £ 2T} WK S, 51 SE£ 01F FOIX| k7 &

. A8 25X

= N2 AR|IZN 2R HZPE N Ses ’
K[&7bs ot ekt 21| off CHt 2ha
7

N

4 2
E_IE

AL=lZH| si

#AIZ|H 7HX|

71gel SH2 2E O[S EAXIE fIct 7HX| SE= Heloliof &

BRT 7| 42| S={of| Cist 4H (19.08) World Economic Forum50F4 (2044)
“FF0|o JCHRt ME = ofLIch Y “ XSS MAE fIT OS2 AIXLE
Shareholder Value Is No Longer Everything, Top C.E.O.s Say “Stakeholders for a Cohesive and stainable World" FH| £ =2|

- 52—



#ALZ| A 71K 0/3§ 2 X159/ Needs

71200} chst ojsi HAIRt2| Needs : “AFE|=X|” off A

.y
B

-
-

Hehd/me|H HE 4H| 2t = 7|% gek AL Dt HE = ESG B2 £Xt 57t * ESG ot 3 o 2 =i
SNS 52 S3ff 7| ageso| HY S AR st Azl x| = ESG RiskO]| [HE At Exit
et Voice SHTH e

=il

719

7|Hoj| CHst O|sH=HA|KI2| Needs : “AlZ]| 2 H|” 6 &

# LS| 71| AL 24327

Are| ] 7hX| 2

AL2| 28| ol 2 2Hdof| M
O[5 ZA Xt A| === 7HA

10

- 53 -



#ALZ| A 71K 21 8/0] AFB]E I E FAB}= 02

7/ 212] BM A2 AZIER 2 LE A

O s 2tA| Xt2| SV Pain Point EV+SV &A 3= 71535
(M2l 2H) H S mretstn BM
0| & si&st= IPd S Soll, (EAH 7| 28)

Al2{|]1 22174 SV Pain Point Lt2} [At2[] Pain Point 7|%t2| BM 7%
MIAH %|CH SFSHS| AL BASFE RHALOIA = A4 AtSH=
EatAE HI|E0]| QI3 Ate|2X| &l ZHd S Q14 Mission T, Z2tAEl EHsiZ H4IH 7|5 71

- Chemical Recycling, & 0f Verbund) = ¢}

*We Create Chemistry for sustainable Future’

.
o
o2
I

=2|% Recycling A 2te 2 o 2517
= s

I
M2[EMOIE 2 BHefe| A7 & = /U= = 3

of2{2 2 Btots MFOM RAL B Zote|d,
SfSt HEOZ ZX SZE A= 9|Ar HHO| S7totn] AtR|2H = o2

1) Verbund : 2 Biz #ME ZRstz Y, AT 2UE A 7|&0 "2 EH0|1 STE ZEAA”
11

11

H#ESG ESGEF?

ESGZH 7| Yo| H| X2 H 2401 BHA-AIS|-X|H| =S E5H= &,
E SG RHEAIZOIM EXIOIAZY A ALY EXF 52 X[£7Hs FX1 2HM

ESG2| SAlet 22| +=F2 7|U2| MFA 2450t BiH| najgt

G

Governance

7|2 2= (EHAHIE, SOXNOX) MU HELIL 1. £5 B

22| 3 S EHR| 22

.
* OILAXI/XF HIRZ OIARAIASE, o ot QXWX (O2IS, GRiZeiHIg) . HACHA R HA HE
LAGAN NI AEE 2418  HEA U ZTUR|STRS Y B « 7|UR|HITE (B0 HAY,
2 "
: guia?mlww - Mot e 7% 2| ONBIS LY TR Y
Bam e - AUES Clery, sl 28 &
.

YISHstH AU LTS 5 ARIZTRE S

1) ARSI FAFOFS PIX] 2401 80i): Ale|of| =&0| Ehe/ 7} £IX| eSS0l FASI= 2
2) X&7Hs AL 7| 0] B7| R&7Fs 32 Dafet FAL oiff i Eo 2 ZHEES AISSIH A, O1F, X|T0| XIS s 4S8 e e 4= Qith= 20 7| =et
(ESG R OFL2H T Gt SR &) 12

12

- 54 -



#ESG ESGOl &R4

13

13

#ESG A9 ZY 57/

[ Google A 'ESG’ M A= (74/2) ]
Hde fndsaprachingESG tping point
B U e e ]

=Moo

‘“‘smmwgqmmmmwm

3% T ESG o MFIR 41 WML SRR} CAoF 7120l B
ek RUEE. SEA4E B IT . OME OY

T oy uEERe 210 29 W MUTINO) oY g BBICH ML X
mans Of2} HYSX G S e QBUUCH @ 2101 8 TR}

b T BEAAEER $4OID 00 YLK (ISR HRUE BN
sk

CMEE B AL IRE REE AT

158 6 174 1gd r19d 204 -"‘i"

14

14

- 55—



#ESG

ESGO| £ & Z2tE H2f

#gasy R

Financial Society #1s}

7| CH S /st

[2¥]
* Global Initiative = ESG 2|23 Z Qs GEIIX|
= ESG FM- 71 H| skt R
= ME 2|23 FIHA ESG 1
A2 A =
Fs 7 Al
olayersy 2872 _|I%1 L4 ESG 71 e
(2H1xh QlAHB} 2 o7 =i
= [£XHXH
. A | A
ESS?‘E° I * ESG2|AA2 QI B &4 T
o3t . HEX| FEF 2 Peer Pressure
ESG 5% . N o
R - £SG B} 5% £1f EeFelo
= WESS]
F 23 ESG
g +&F
Y
1~v2H
15
15
o
#ESG & Hx F2 Y ESG 77 Trend
-~ - .
22 23 Yol ESG B FH/HM X 7Yl thEt ESG HE B4 27 S
ESG T |2 Zh=o| M #H/BM =¥ ESG BRI A 1Al 7H53t
%2 6'd7t 6.58 F71V 2|2 1017 4t 7P
- |: chel: A )
= X|&7H528 Action Plan H| & o
%7528 f y8.3% Y
EU - FFRALEZS AH =22 615
= U EEAE AR A M £
gzt OMAHYA chey aE Ba
= HH A FA A 2R3
SI/UE . MK U U AT Jto|=atol =Y
_ =AY S SEY L A el 2[23
ST maEjaaEA g
2010 2013 2016 2020
1) MSCI, Who Will Regulate ESG? ("20)
2) AT HAEHM, LR A LHY S A| S (Shareholders Right Directive IT)
3) GRI, Carrots and Sticks 2020 : S#Ael2, & 7|2 & 5 & 7|2 HE A
16

- 56 —



#ESG & X 2L FEA

=870M ESG BE A 7|E +8 S0IH, 287

10
m
[7)]
(9]
i
if

B3t o 57}

o « XUjPEEDM BT CfA Sy
in]
Ak oy - APAE Y 28 0|4 DAL A A(19H) eIy 130
— A RAI AFAC26E) 2 2o
62

au o)z | ESGEE BAIJIEE HAC204 ol
“atet -ESG X234l 20| thh UK E,
DAY 9 BN EE Y

2017 2018 2019 2020

Ay 28 Aol ESG 7= MB35l 2Is 8%
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, NPS 23 F(20)

NS - XS 5% 0l4 7|20l e HIAN FFA WA
7|34st | - J|ZwslE|Aa Ho|- WA U B 2SS Y ggo2py oo
e BUEY, BIMA 75 sl 2 e el s B ol
2L - 7|z g 22 = ngg - T BS of oI F EItr| ¢
A 2 :\f\_iw? IE.‘S -'T“—ioﬂ DIX\: M}EHI}AE‘ QEEESEII J|6to| ESG XHKl B7H AAl (20)
EHU I, TIFRIAD 2| W £ A2 <X Bt Tool9l ESG 22 Al
D ER 2HS GaER Y ey

17

#ESG 5% Financial Society EXIA} 272

8 Global £Xxt= ESG FXt &l 3 FFE0| A=lS LESI, FX 7| He| ESG
e ZdetE a7

Global 3CH xtit28Ate| ESG B At &S
¥-apg
N " ZFZI0| ESGS} Y17 510f ojH F| A2
MEHIERE 52 E; H} Z==3} 3}H
BlackRock | - 7 s o e St Ese I FR A A4 22810 Q=R 37 A1 Eere
' = YN R4} 57 Y8
(39%) « £} 7% Cj4 TCFD, SASBY 7|E & 34| 27

- APG Responsible Investment Team("20)

&
Vanguard | - Screening 7| & 28HE ESG Al HE X% £l \\ _/'

(26%)

S&P Global

ESG EXf0JM a2{6}E R4 52
22 EA7HK| XA ESG H 7t ToolS EE3H0) 22/5 X8l9| 745 BEFS HOIA
GLOBAL ADVISORS. DE £x}7]9 Al ESG 20| F2F Al S wE 7| M7} OFEEOE AEE £ Ol
(16%) ZIYE DEE FEtoz 12 &S
—_— - S&P ESG Investing Team(’20)

* 2= h2 Global ETF A% HREY

1) MorningStar, ETF Market Share: The Competitive Landscape of th p
2) TCFD: Task-Force on Climate Related Disclosures, 7| £ #5to| | 2H Aek ZA| 7|F
SASB: Sustainability Accounting Standards Board, ESG2| X 2% gkof Cist HE ZA| 7|1&

]
bl
o

0

18

- 57 -



#ESG & Financial Society ESG S X} Zff

"16'd 0|2 ESG Xt A 27t 23| S7I5t1 Ao, o|2{st FH= &F O 2y 2

R|LH1EZH SR OIMZE A

ESG 2|23 YU 7|3|e| 527t 100%
2= o EofACt

xR YD

6k

24775 26,492

15,383
* 8= 54 Lo ESG £AHE
91%
2012 2014 2016 2020.6 Q’ﬁ}ﬂ' 2|§0\ Qlck
(k=) 2030 ESG ETF 72 % (BlackRock, 2020)
7/
S 66% 2 26 ESG ETF 6842
12 ]
Ex7 22 3 ’—‘7 ?ii f
= 26
2012 2014 2016 2018 3]
2018 2030

ESG ETF +: 125 397} > '184 20097}

1) ESG Risk 7|2t Negative/Positive Screening, ESG2t X FH IS St QAHAE S 285t MM 28Xt EXHA oA
(X : GSIA, 2018 Global Sustainable Investment Review)
* 20,62 ESG £ Xt 2(USD 40.5%)2 Opimus 2 & At2

2) UNTCAD, Leveraging the Potential of ESG ETFs for Sustainable Development ('20.1)

3) Morrow Sodali 2020 Investor Survey

19
-~ . - - -
#ESG 5 Financial Society ESGS} Valuation &2+
1L oF = H Lo HF [
ESG 1 H7} 7|40l CiEt 7t Premiumat %2 2| A3 WA 7H524 0| XH2A| LY off
= [=)
M YUSEID AS
[ ESG Y1tof| (2 F7} Premium 2E ] [ ESG ‘dafofl w2 F7}stet HE ('19'9)2 ]
=5 7t o =@~ MSCI 519l 20%
221 8(%) e s e MSCI 4% 20%
6 mscr 0
5 &2 20% 60
2 50
40
3 ZAp &2 30
2 20
1 y 10
0+ : Y : =l 0 -+ T T T T T ]
-1 J v  SWEED 10% 20% 30% 40% 50% 60% 70%
2011 2013 2015 2017 2019 S
ESG 87} 2 J| (45 20%):2 ESG 7} 7|22 KB} 78 o]
&2 1237 20%) i =X FIF +9YE 5 FIF 35 Pl /51EHE 1
1) MSCI, Foundations of ESG Investing: How ESG Affects Equity Valuation, Risk, and Performance ('19.7)
2) MSCI, Comparing Risk and Performance for Absolute and Relative ESG Scores ('20.8)
20

- 58 -



21

22

#ESG 5 Financial Society 2}< ESG EX} 13}

£3], COVID-192 #40| ZZE& ESG £XH= Post-pandemic®| New NormalO|
£l 7l=M0| Ol
= I‘O o I AN O

CovV.

19 0| ¥ ESG £xt F3Y EXIX} Q4] 3L MYt

ESG Fund 20.1 7| 7} =R 2/% Z4% 57}
(E7/ZH 8t F4-HAY HE X5 2 % 463.5Z & 0/ “ESG EAt= 3= 31 O|Lf 7| = Y2 X @ATHS NSt EXp A
2t 8| UiTste|0f T A 7F AfbE A

. - Macquarie Economist (ESG Report &)
108
covID-19 0|3 ‘
$8B ) HEo) o 1278 29/
/= ESG BEM & 1258 5 "COVID-19 7|7 9t ESG £t ZTj3t2 ZHsHROD,
68 ¥ £7|7} Global ESG F.E Post-pandemic 0| % New Normal 2 x}2| &2 Z4”
2e/Ye o 55=8 - Financial Times ('20.6)
,343
$2B
e I I | “ESG HE & Alpha £2/2 A&sl 1 9lo0],
f 0| A+ *Nice-to- '7} Of 1l ‘Must-have’ HE 2 HFRl 24"
o namn_ i Illlllllll,-lll “Ill L 5 0] 4 Nice-to- Have'7} OFtl ‘Must-have’ B = 2 H}2l 24

—
'I - KPMG Sustainable Investing ('20.2)
G M0 MR 3w s s w8 w9

1) CNBC, Sustainable investing is set to surge in the wake of the coronavirus pandemic ('20.6)

#ESG S & ZZ 5 Trend

EUREE Z2E Carbon Neutral X 7| =7} 0|7 /5722 24ME[HA|, Carbon
IssueZt X|74stH, MM ZH0|A S 2E M AgendaZ £ °

=1 o

- “Green Deal2 247}~ MZiat Axtal  “H HIA|E SI¥LE 7|5 HE g3} CEAE [ZLE AL A7 BRI 54
y AE U S NS 4% Hr 213 HHo|L{X| HHo| Rt A7 2|5 (Green Recovery)
Y ursp By
gy EX
-EU YR YN -xUFY N Y - 27 FY
von der Leyen('19.12) Joe Biden 3°f('20.7) AIZIE UN §14(20.9)
P T SQUA] B4 EE ‘60877 Et+ FE
[ = = soLd ErAf
\"_‘*‘_/ (Carbon Neutral) 504 Net Zero & (Carbon Neutral)
(72 58] (2 3%] ram HY)
- - 8T M 2OF 3, 8% 1047 2|2 « TAof x|, 7| $¥2t R&D 4,000% « T14% 5704 #|21(2021-2025)00 HASE
T FEREE 1Z QE Y =M AE USsD £xt 0|3 £ huked of| &
LA - 304 2UTA A% 2E MY - FIIA SHA 508702 Y, HEY « 7|E 21282 A9 M Driveo] T3 T
(40—55%) ('20.9) M =4 Cluster S8 0 Z3E Zdez MY
« EU X H0|L{R| 38 HIAHLIZ ¥E EREEREL TR RS -'37d BIIA HIS0| el A
P HIE 29 Mg
20. . 3 I T T3
(20) JIws M B2 28 - 351 TYOILIR| TIHIE 73%,
C EEARZEAD 21 AR £ ZHE & -mRYE MY 5

‘S0E7HX| 87% 2 o MY

*1949 S5 WYX ST H|F : 28%)
-5 18%, B 6%, EfYE 3%, 7|EH 1%

1) SATAM: 272 WS TH L et 7101 M EUZ + U HEBO Tfe| A S Satste =X
2) Bloomberg, China Wants to Be Carbon Neutral By 2060. Is That Possible? ('20.9)
3) X[ R, B2 F7((2050E) Ol HX|- M == TY (°20.9)

- 59 -



23

24

Part I1.
At2| X Tt FES flet SKAEL| & H

#ESG AE S gt sKe| &

DBL 2 QA TFHOIM ZHIK 7HXI(EV)S}
(Double Bottom Line) MBI FHRI(SV)E S0 D2t 71Y AR
: ESG = SV (Social Value)

= KPI @7} 2|8t ESG(SV) ‘3t 5%
-ESG M3t A 15 : (87) Co, HIIE, 8.

(M2)) F LA S D8, OFF, ALl S,

(HHEL) S ASHY, AUFE YALS

- ESG 41 £ 7|Z Global B3} &7l : VBA

KPI E7} 50%

BM Re-design = X157 BM 7l S BM Re-design 53t ESG 41t H| 1

- 60 -



# DBLZAY

SKe| AEH

DBL AYO0|Zt?

Biz. 22| 7}

SHE ZIX2f ALS]H FtAIS] Al B E

O|AHEE IPgoilM BHIH 7kXI2}
MEIH 7tXE SAlof| n2{sh= 7| BE

4>
N2
ALSIH 71X
Social

oEE
AR 74|
Economic

—
HEIERETLL - Values Values
2ot B 71 At2|2H siZ
25
25
* J—
#SV ‘41t 2% [y /55
& &
BHIZFE 710/ dat H|=L|A Aot At2|Se Atz]dat
7|18 283 S 7§X1|01I HIZ 7{elAAmiE S8 K[GAf2| SSH|Of CHot
Ao 2 7|0fsH= 1| HEASE AFS| R 7K A2 SH 2522 BEDH 7HA
. 1g - 23 + CSREZIY
- dUSY, HeE ®E oy
= HiE . AR - 78
. o L o
e (5 BN Y SHE RHESM
= HEAD

26

- RIHHRE 4 5

26

- 61 -



#SV/d1} =7 vBA

Value Balancing Alliance (VBA)

Global At2]% ZfA] =& XA

VBA st= S5 Al (10/28)

. MBIF TH 5 VIZ 4Y L B4 2EE Hud

H X |-

Global Alliance

= BASF(2|EAH2} SK(F2EAH 38 FE5t0
% 1571 Global 7|210| {2 Eof
- NOVARTIS, BOSCH, Lafarge Holcim, BNP Paribas,
Deutsche Bank & 157} 2| @IA
- Global Big 4 74 &/A} (PWC, KPMG, Deloitte, EY) =
Probono FEfZ &

= Oxford, Harvardtl S StAI0][ A O| 2% ZH HA|,
OECD:= Z22E &8 &4t XY

SK’ Uy NOVARTIS

&) BOSCH Deutsche Bank

27

#ESG 27 2| Deep Change

<ESG #79| Deep Change F=7%! Wék>

To-be

Valuation
Multiple
(+)
As-is E
| Devaluation!
B Market Market
Performance Market Value Value
Value

FL 2/Z VBALTY YALZ, E A 712 110 A
Lreret ofsf =A%t /’7 =9/7f 2=

2020 Korea

co-hosted by VBA ant SK

o
N

FAL ZEf 2 sk 2 F 2. HAL A8 7|2 Y R A2

HEE T8N GIMC] ma/2 X0 CoPSh= 9| /3| 9| °J

0|8 SRS A7 = AR BB MAEHAE chi ) 2 -Ar SK SV 21| AR
%|Af, Saori Dubourg VBA ©|% / Patrice Matchaba VBA -2 I’é'/ |83 vBA £2IF )7

i

1
3.

ﬂu\u

ESG Risk 22/ &2}

n Devaluation X7
(ESG Risk 22| Z3t)
= ESG X|Z0j CHE "Xt 2|/ SAE Sl

A/ EXIK} ME| e

-+

B Revaluation ZtCj
(ESG 7|t BM Transformation)

W/

BM
Transformation

28

= X{EtA Biz S ESG 7|4t

BM Transformation Story H|A|

28

- 62 -



ESG £142| Deep Change ESG 7|8+ BM 4!

HH|’d & Y= Financial Story®} 2tz et A3l

SKC F71('20)

100,000 %
2%} Mx| B

90,0007 COVID-19 $H|F2
(SKC=%7F)

#9101 = PICo}

’-
S (SK H|OjoI M2

SRR 1 FH01£ Picot
o A% 47
SKCH# 212 1009%A 2| A

SKU412| A (MKCFT) 914 91 &
(1 2,000%)

29

#RE100
<209 124U BT L8 >
“SK1E , st= X 'RE100" 7+2! 2

118 2 SKE 87lf AL, ‘The Climate Group(TCG)o
RE100 7tQ) AIEM HZE
128 4% RE100 7+Q) 2 (SH|O0| X0l SXH)
O|tHof| RE1000] 7tU%t 7|22 SKFEAS|ALQL SKRR|F,
SKHEEHIE, SK8l0|A, SKC, SKHE|Z|Y=, SKMER
S 77HALCE
~ 21EK RE100 0|34 7|22 TCGO|| ®Z (0H Update)

30

- 63 -



#SOVAC

Chergt o[sj2HAIXE] Connect B £

i

SV/SE} A =

_ =LY Z[cHe| 21ZH F& Social Value Community

_ Social Valueg ¥&3t= ChY¥et AFEES Connectdtod]
Mzo| Agn XM g Lrn, HHo| 7|3 E e
on/ Off-lineg A& Social Value Community

Connect People, Connect Insight, Connect Solutions

e Value

Vision
X
S
oS
SE

Social Value Connect £F?

31

2z oy 28 L] it
CHSE SV StoryS } 2L ARSI } CRISH XAt } of2f £oto| } 37, 80, 38,
S3fl svoi| st sv & gE9| 49, HES S gye sl
NE T /2 Hof Mg sxeg NEze 8 SV AgendaS EHit
7138 H& Rt otojc|of £
Connect People
Connect Insight
Connect Solutions
31
#SOVAC SOVAC 2020 &7}
SOVAC 1
62 78 8¥ 9¥ 108 11~128
wetadl, ¥
. L (o
EAE 21| AL Local:Rise
Lii= OFR1 AIR TIRtr A8 Live 2020
WA FRIBED L1 ity
‘LHe O ALEIH 7|/ Local:Rise Live 2020 UHE FL 2 VBA 2020 Korea
2P| £XFStaHCH CHAL SH0 N - M4 utE ojge| FF THEA ket escd el S8

¥ &
MBI AR =
UHRSH, e

AMWEIIKEH

LIEF

SR ER7
SE OIS uS

[n'el'.mzelér

SO E et

IE]
vlga) EAE

R uRE?
TS Flex

ol

www.socialvalueconnect.com |27}

Youtube 0| A SOVAC = £0}2.

32

- 64 -




‘ol £l o]y

33

- 65 -



Ak

Hi

THr
K

- 66 -



714 Lto|7} 7|¥el AtS|X A Q(corporate social responsibility)dt X5 441}

(financial performance) #A|0| O/X|= ¥

- OO

Sk, M Ch
st oiM oy
x2

201042 E 2018 EMX| Oj= A% 7| 1847HAF TH'E CIOIHE A0 7|l Atz|X M
(CSR), CSROIl =2|3F At 8! CSRO| 7|2 T+d =g, A2l AHEA)IE 71 WE dat
(CFP)OIl O|X|= P2 EBASID 0| A0 st 7| Liolel =HE ZutE ZArgHLIC ZAxt
£ CSR, CSRQ| £t Q4 CSR A2 @47t Z2t2f CFPO| 3@ &Rl des O|X|= A2 E Lt
EFSEX[2E 7| LtO|= CSRL} CFP O2|1 28 QAQF CFPR| 378H
SIA|ZILICE CSR AtS| @40 CFPO| 2™A A= 7|Y Ltolof o

o

= 7|¢ dotELCh 2 d7s

CSRESFH WGz 7t 7} OfsiFAIS oA =882 A|DE 28 FX|2, FA+ 71 olg|X|of
LI =l D&Sbe|= CSR 7HA| LHAjel WErs Higez ZAutssS dYeLch =3, 2HFol M
JHR StelEFHIE Ha, M2 28 7l 2 AR AR 2ol chst F7F A Zato =
71el A3l AR kol CFPO| = EH Y ds DIX|= gt HiE Za= CFPO| 2842
g2 SLUCL 2= Uo7t B2 7192 Al 28 CSRIF CSR 22[2h Ard &2[of o Es5g
AS Moot #H2 7|2 2 23 CSR, 53 &g U oteldF T A A < CSRO|

H 2 =382 7|20l 0|8 AHRUA MY As AL

FAof 7192l ArelH MY, 7|Y Lol 7|¥el X7 Guf, CSR 7HX| o|O|X| n%s}

- 67 -



< Session 2 - ZA|CHC] DMAC >

=g

A4z B ()

ZOOM O|E! H3. 898 7134 9053
https://us02web.zoom.us/j/89871349053

2 =2He X} e
| RAREE NFUYE 912 WY oBIARLAOL Yot qo  BRUE
AR MEjQF AH|X} Q1A HIEIOE. o= SIS
2 EAE WHY F2LHoAL), IFQLEMY 97|17} 73|17} ISP Sy
, 7lEel ARlE M elkol MalH #S ol oxigt HE Wb oiXls ¥ wats Mz
Do 9ol ZESIUE FHoR h T
ZQAN MHAZO| Mgto|sto| Ojk|= of=2000] Z3H AR,
, 3R Mui2zol Heog oiXls ozl o1 7 25101 ol

- 68 -



uror

Y o8 AHRLIA 0l

o

-
o

Aty

—

ud

TA
1olo
K
N
ol
_I_l_l

Jo!

ofl

K

M
K

o
of 7t
o|2tH

THEEE, o M2t Bk

| A5
f

F

ol
<r
od

E|X| Rot=

Tt

ol
K0

ARREO| HYE e BHAD A

1

!

o0
<0

O
T

2 (coorpetition: cooperationt competition)2 £+ MZ2 O €

C ofof 2 AFoM= RAXE=0] &

(|
=]

FI Gt At

A

)

|
=

of wat 95

ISNPIES

gl

= HOtoF o

11
4
o3
4

2. A=A

<HTER1> FAXE

<AREH2> FANEEO| 7hX|Q}

e FAUINR

e

b O RIAFLIA O &

= MEd3E Qe

1%

IS

<AREH3> FA

il

70

8l

| MH0](2019~2020)Z 1t} Z=0|(%|

| A
[

o

AMEZOf et

AANH|XFO| &

—
™
a1 A
Z=hes]

- 69 -



H
| >
im
r|=|
Ta

F2LhoMC, St={SH4Y 217127t 712217t

3ES, M

xE

rot
Hl
10
Hi
=

(GDP) #2& 2020 5. 27 ZHMYEANL7|T(OECD)O| 2T 2019 o
4219 8,000¢F =22, OECD 2=, T8 AME5 & 387i= 720 1092
H 80A & ATH StESH 7| O0|CH FHLICERE 2{A[OL7F ZH2Z 89, 9RIZ 2
=
=]

H

N 1o
ol
;l%: _||.|j
4 T @
W o %
— Ot
ooz
0° o X

°

ox fr rr
N
<

ru
L]

=]
rr

20194 =% Z=EN 60009 2o A £ 0O/ 54249 Z2{of IHCE
o 222 20122829 =af) ol 74 Ttof 74E HQUCL =1t =2 ¥
69 HHE 3@ A% 1X HYE FHUX|T, MAECH= 83% =RUCH ALtOt
Z0| 770E Ttof @ N2 FE0, EHE T 20| 14702 o AR et
W2 BO| St 2020. 9, 20 7|& 4,205 =3 2
BEE A1|74|10 210 QEr UCH. ZH Yot 2 st=2 TF MT=0| S It
o AX IHES=7E (IMF) 2 Bt CME EHA R B2RStD UL A 2o M
SHLEZE o F7HSHCEH . Ea‘%% g = PIAS (GNI) O] 3 BF1,349 R E
3 B 2y axjof Sz2kMct. ob L2t =0lo] Eolgel 2 iE

=2

(0]

4 x
]

a]
)
1
W
O
N

%
&

N 1R
rlo

|.

P P el )
LU

ol o
= o0d B 12 Jot

rio

I o

40

JO

=
ro
r=
fot
i
4
o
r|0
é
)
2
R
o)}
I'E

>
ne

rir

[

Ju
ot |0
fl
>

ro
_LJ =

oL 4> Xt

ruI

N

L= Z0|Ct . oF L2t =_1l':'|°| Tgi”%* L}EFLHCE | | z;xpf
Sa|Ltetrr ROl ™l =

T RUAS 3B ST}

o
—

2 MR 32 Hu go g
_ITI_
rir

T
i
ne
oR
T

-
o)
\l
o _I-II.I

mo ojo mu

T mjo

Ct. Q1771 5000 Tk & O|MO|HA 1 QY mRAE 3 =
=2 matA O|EZ|0F & 6 7H=E0|Ct. O|2H} 30-50 2 =7tCt OIE% =]

e ¥ ro r|o

qnorr 2 @ nd oo
o 23z

x

b= 2| |74| 7912 30-50 20| OIA|OtOM Y2 CHSOZ TIYsSHA = O H
With & Post COVID19 Pandemic 2t=RF&4 717t 7|27t $t=o| Oj2fH|™
St

mjo r_lﬁg i
Ar re
| 2
o

r

=t
Rl
Ot
o
Ral

Fxof . 25F 4%, COVID19, Pandemic, 30-502 3, 54

- 70 -



ol ofxlet HIF E7o| ojXl= B

—_

=
rkl

0

ol
=
ol

Jod

S 7pk| AH|

=

w|

=

<

4
1

7tst
b CSR)O| AH|X}O| K|

TOICE FHAH2=ZE= &H|XZE 7HX[3 = CSRO|

(K,

]

21

1L
oo OX|= dg=

H 7HProduct

it
=

O] AH|Xte| CSR

jrar
=

o
o

%
J & (Perception Level)2t MZ &7t Zto| ZtAOf CHs{ EFStH, AH|XEC| QAo et

=l

o2 EB35la(High vs. Low), ZF IS0 |
2 Eol 2| X|(Willingness to Engage in CSR)2| Oj7HE S ISH2ZE X

&(Corporate Social Responsibility, O]
O| I|EH(Positive vs. Negative)O| H3|O0{OF SHC}

o
TT

Evaluation)Of|
=
=

a

oto
LS —

Eoto| o

A LASIRCH, o LOFZICSRIAMOl B2 OE(Low)dlM CSR

7toll Eks OJX|

it
=

(High) =C} |

e

Lo
IT —

IH

TZOHo|

J

ol

o
olo
ol

CEA O A Of 7K
CtSot ZCk AM, CSR

—

—

I
o

ClelX|7t =48

PN
=

KIr
Pyl

to

il
0
<dr
ol
1121

ol

0] =

oA
[ S |

Lt
=

FO| A2Lt CSR 2140

At

JE7L 2Lt

3

.
o
—

—
=

SUABlE A2 SRl

2 UHERSE M £ 28 2

ol 2H[R2] MZF

ol

KIr

ol

ol

W, m|=Hof Cf

i

id
Ut

]

7t EHAOM 71l At

=
=]

of Al Xt

|

=

ZHEILY.

=

S5t0] CSR YO A= AH|Xt

[=13
=

oA s =
AAFE S MAIE 2o Tisl 22

—

—

bt

—

.
o

O] EAH=[0ofof

=13
=

g7t Hoex|

=
=)

. Al

-
[=1
=

o

FH/of 719l At=lH MR (CSR),

- 71 -



8l

e

Hmh
i

of ojixj= o520

-
o
&

SHEH Mu|A29| HEto|

O] ZOFML}. BFX|TH AH[XF7E

A
=

t

pr
—

=, 87|

k

7k 7]

<0
ol
K
o+

A

Bl

—_

._|m_
r

100
ol

<

K
[N,

Staxt S

Fgt

Al

71Ee HE MHA0M SREM MEHAZ

FOIL}. ofof 2 oA

ol

x
=

5 71

-
o

oM HMAlet 2

=
=

o Mgeln

o
(]
[

F

e
(=}
o

[e:]
)

I &0l g2

L
[

Zt
4

X 7tX= X

2

At

1]

TR ISTeY

No= LIEtR2n, OBty JhK|

—

—

I ZDL, AH[XF 7HK] & BHA 7HA
OJX|

K=}
=

N

J

ol

AR Mu|Az Hake)

10
oTT

Ao 2 LLEFRLCE

L

—

OJX|
i 2BIREZE 7[ZE A H[ A0 A

2FHO| AAEE MAlStL AL otot,

.I

OJX|X] g

o

[ ]
-.-_-&",

Tor
W_
M

S

-72 -



<Session 3 2 H| X}l -F 1} DMAC>

ZOOM 0O|&! H 3. 9502996 7319
https://zoom.us/j/95029967319

Ry
rE

=EH=
1 Filters reduce Information overload and change consumer’s choice
2 Hedonic or utilitarian ? Customer’s decisions after exerting self-control: An fNIRS study
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Artificial Intelligence Kills a Man? Decoding Hot-Cold Moral Judgments
from Multivariate Brain Activity Pattern
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Filters reduce Information overload and change consumer’s choice

Olga Kim, = 2+CH

Of2%, Juot2trh

Abstract

Today people have to stay at home due to pandemic situation and it make them purchase
online more and more. However, the intense development of e-commerce in order to meet
people's needs shopping online, also puts people into the information ocean. When consumers
face huge amount of information, they experience cognitive overload due to limited ability of
working memory (according to cognitive load theory), which may lead to the choice deferral.
Filters, as one of the search technologies created by shopping platforms to improve consumer’s
shopping experience, may help to reduce uncertainty about the product match value for
consumers (Jiang, B. and T. Zou 2020), by excluding products that consumers don’t have
interest in and show only products that he has interest in, just like consultant in the off line
shop, when you tell him what kind of product you look for and he brings it for you, so you
don’t waste your time to search the product.

In the previous studies researchers found that increased working memory demand
correspond with steadily increases in dIPFC activity therefore when individual experience
cognitive overload, there is difference in activity in the dorsolar prefrontal cortex. (Herff, C.,
et al. 2014; Curtin, A. and H. Ayaz 2018). In current research I am expecting to witness
different level in activation in the dIPFC while individuals will fulfill their choice on the
platform with filters and on the platform without filters. In the experiment brain activity will
be measured by fNIRS, it is the newest non-invasive machine for the brain imaging. In previous
studies TNIRS detected correlation between cortical changes in oxygenation and cognitive

workload while assessing mental workload in a cognitive task and activation of medial
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PFC/frontopolar cortex increased with increased task difficulty (Ayaz, H., et al. 2007; Ayaz,

H., etal. 2012).
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Hedonic or utilitarian ? Customer’s decisions after exerting self-control: An fNIRS
study

Wenying Tan, ‘3ot 2HCH
n

o
O|2%, du i

Abstract

Self-control is an aspect of inhibitory control and is an ability to regulate one’s promotion
thoughts, also its behaviors in the face of temptations and impulses. Engaging in effortful self-
control can sometimes impair people’s ability to resist subsequent temptations(Lopez,
Courtney et al. 2019). Self-regulation failures result from an imbalance in reward and executive
control mechanisms (Lopez et al. 2017). Individuals with different personality traits have a
different impact on their hedonic and utilitarian consumption. Individuals with low self-control
tend to be impulsive, insensitive towards others, risk-takers, short-term objective(Willems,
Yayouk E.; Dolan, Conor V, 2018). Lena M. Paschke (etl, 2016) found that high self-
controllers are better at maintaining a motivated state supporting emotion regulation over time.
Utilitarian product is regarded as practical, instrumental, and functional whereas the hedonic
product is more sensational and experiential. Hirschman and Holbrook(1982) revealed that
consumers seek out pleasurable products and experiences, which is consistent with the
problems that consumers’ willingness to “indulge”(Bazerman, Tenbrunsel, & Wade-Benzoni,
1998). Customers who have exerted self-control are easier to face the ego depletion problems
which increase their willingness to indulge themself.

The present research is supposed to find out the mechanisms that after customers with
different personality traits belong to BIS or BAS exerting self-control, whether they are more
tendency to select hedonic products attributing to their increasing willingness to indulge and

their ego depletion problems, and whether the customers belong to BAS are easier to make
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hedonic consumption through a neuroscience analytic way. Brandon J.S et al.(2015) revealed
that exercising (vs not exercising) self-control increased relative left frontal cortical activity
particularly among individuals with relatively higher BAS than BIS. And (Motoki, Sugiura et
al. 2019) revealed that task-irrelevant hedonic (vs. utilitarian) values show more activity in the
vmPFC and VS regions as well as the posterior cingulate cortex (PCC). We applied fNIRS
which allows the measurement of neural activity in brain regions such as the prefrontal cortex

(PFC) to figure out the mechanisms.
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Artificial Intelligence Kills a Man? Decoding Hot-Cold Moral Judgments from
Multivariate Brain Activity Pattern
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Abstract

This research examines how human brains encode the hot-cold moral dilemmas differently.
In the functional magnetic resonance imaging (fMRI) scanner, the participants’ neural patterns
that dissociate these two types of dilemmas were identified. Participants who imagined
themselves as startup leaders read the hot-cold dilemmas involving possibilities of killing
people or causing algorithmic errors by artificial intelligence technologies. They were also
offered investment if decided to release such technologies. If they do not decide to release this
technology then their own startup had to request bankruptcy. After processing such hot or cold
dilemmas, they were asked to make a judgment about the investment amount to accept.
Employing machine learning methods, we predict that the decoding patterns would show high
accuracy in predicting whether to accept the investment amount using brain activity in the hot
or cold dilemma decision-making. Specifically, we expect that cross-category validation would
suggest the emotion-related activation patterns in encoding the hot dilemma process to predict
the deontological judgment (not accepting any investment), while the cognition control-related
activation patterns in encoding the cold dilemma process to predict the utilitarian judgment
(accepting the investment). Further, individual differences in making either deontological or
utilitarian judgments would be driven by variations in the degree to which emotion and
cognition processes are engaged in moral decision-making. We thus have practical implications
for organizational leaders, policymakers, and consumers to see how leaders’ brains encode the

two types of dilemmas differently, particularly when they have to estimate the possible benefits
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and costs that can incur from making certain decisions.

-80 -



ZOOM 0O|&! HS: 8195184 6826
https://us02web.zoom.us/j/81951846826

rE

H>

FHA2H EXRATL OO0 O|X|= AE
o 2E0 O|O|X[2| O|F OIS FH22-

The Impact of the Overall Healthfulness and Front-of-Package (FOP) on
Brand Performance: The Case of Food Industry in South Korea
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The Impact of the Overall Healthfulness and Front-of-Package (FOP) on Brand
Performance: The Case of Food Industry in South Korea

= 8T, et=el=00
g9, et=2l=0/0
Of¢d, ot=2|= 0T}
MR, et=el=0t)
SEE, et=2l=0/0

Abstract

As well-being is gaining increasing attention among consumers and managers in the food industry,
overall healthfulness and Front-of-Package (FOP) nutrition labeling have become more important.
Despite this, such research and policies remain rare. This research offers insight by addressing two
research questions: (1) Do overall healthfulness of food products affect brand sales? (2) What are the
effects of FOP nutrition labeling on firm performance? This study quantifies the impact of overall
healthfulness and FOP on brand sales by using diverse secondary database (e.g., Nielson Korea, KFDA)
over a 9-year period (2011-2019). Panel models reveal that healthier foods and FOP (i.e., summary
indicator) can increase brand sales. The results are consistent across alternative model specification.
This is the first empirical study that shows the relationship between healthfulness and FOP, and a firm’s
brand performance. Finding may offer guidance to managers and policy makers regarding how overall
healthfulness and FOP may influence brand sales in the food industry. Importantly, authors believe the

results of this study would help improve the public health index in South Korea and beyond.

Keywords: Well-being, Food Healthfulness, Front-of-Package, Nutrition Facts Label, Brand

Sales, Dynamic Panel Model
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Type of information at Sharing Economy and Their Effects on Sales

Abstract

In our paper, we conceptually define the information as an important source to increase sales at
sharing economy. In addition, we classify information into two types: attribute-based information and
context-based information. Furthermore, the latter is also grouped into two types by information source
both customer and provider. We then propose and empirically test a research model where both attribute-
based information and context-based information affect sales by analyzing data of a U.S. P2P car-
sharing platform. We particularly apply the Latent Dirichlet Allocation (LDA) topic modeling to deal
with the quality aspects of information. We find that the information generated by both service providers
and experienced consumers has a significant impact on performance. Specifically, we find that
experienced customer-generated information has a positive influence on sales, whereas service
provider-generated information has a negative influence. We also demonstrated that the review
containing customer experience at specific situations can significantly affect sales. Findings not only
contribute to the knowledge of how different types of information impact sales, but also suggest the

guideline of how the service provider constructs information about their services to drive sales
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The effects of coupons on crowdfunding platforms

O[Mled, 3

o
ZEfet o
Abstract

The crowdfunding market is expanding as investment activities through crowdfunding become active
due to the Internet’s development. However, there are uncertainties of the project’s success for the new
products that the project maker introduces via the crowdfunding platform. Many people tend to delay
investing on projects. Project makers may act strategically to reach their target amount and maximize
their profits. By issuing coupons, project makers can gather more backers hence improve the success
rate of the project. This study seeks to determine when project makers need to issue coupons to attract
more backers and make the highest profits depending on the first period’s success rate. We design a
two-period model and utilize the representative consumer utility model to capture coupons’ effect on
crowdfunding platforms. We analyze four cases: no coupon (Case 1), coupon-providing in only the first
period (Case 2), coupon-providing in only the second period (Case 3), and coupon-providing in both
periods (Case 4). We derive the optimal coupon levels for each case and provide strategic insights to
make the highest profits. Our results suggest that a project achieves profit maximizations by providing
coupons in both periods when the project’s success rate is low in the first period. When the first period’s
success rate is high, it gets the highest profit to distribute coupons only in the first period. On the other
hand, if the project maker only provides the coupon for the second period, the profit is similar to not

issuing it.

Keywords: coupon, crowdfunding platform, game theory, promotion
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“A drop that fills the bucket”
-Tipping point and perceived efficacy in collective, coactive, individual frame-
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