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& PP AFFHoz HA9 AAE FEace AAAIFY 94S &332 Y’ AA
oo Q7hs) Hel 719 BAL o]gF o) k. AAE UE /YL 719 FAQA 2
EANA HRYFE FA FaL, FFAA FRol&S B 2 W olUg AlgFe
2k Z8A2 Adsto AlFeto g 7hdr)

a2y 19 94 2 AAT A ARE £ AT, ALY, BALEA ALB|g BB
TEee vr7]ill°]“i Asle) tig Aol Atk NG AEA HA, 714ET 59 o)
Nde AR Bdske Aol

20C o] AL F 4a¥o] EFFo] YHAAI F4 P wet A7Eo] shte A
Folghe GAAAAAE Ags) Uk Uk

To) wet AA 2ol AABEL AA Wk o Yol Frdok & AZE B FYH
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* o] EEE 198YEE AR AN} wujA) A A A7
*ARRANE FYARS B
1) BE4Y - o5 - A3, AR AT, Ag 20T, 1996, ch. 1.
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7] 918t gzt Aol & Eo] WTOAMAZ 293t 8 1 HE olo] Blue Round,
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B3 &Y5EY ddolgte odstE JIdEREE Teste wiEA S 719AS Agalor A
A
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& o B ol FH ALE BAFGES AP 59 oFte] Aol 2ANY o)&e] ¥
ol MatA =Hol Aok = HE FHAVE £ Yy tEiMT 1099 o)3te] dFe A
g 7 A Hol Aok

ol 7 W - ¢ 71d¥A Y] WalE A8t AAAFNAY A7 dol HH
g Ay dAo] Hi e vt sk oM 21Ce 719 71988 E V1Y
AE R AR WHo R HLHAE AYAFe] Fo% 842 FHsor & Byt U} §
A,

ol & FoME 71dad e M 71dEeY AdegE S Yoyt AFATY &d 4
gotE Y @ey, 280 J|YaelY AFH LS BT gt
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Te71E J1ale T2 YA SEsaL ok

1d&el B BAR A7t ARE AL 2HAEA, EEEA Fol HFHI AR
19603t 7€ o] o,

+2 ety 71h9E2 196030 2WHFE 19809 FHMAl AAAFY A F AW
wol &S st gk Iy I olF ARAAF ZIdB Y dE wWHIt dlelies
HehEA 7199 23 A8 A FRAd0l A v 227t solAEA 719 &4l
ABA EAE RzE AT

HZ 71d&ge |8 A8 A Aol X2HT JE olfre

AR, 7148 F27F AN AR AR gFFol Tl wet 71de) ARGl F
ZHARL, EA ALFARE AEFEF gHeEe] wobd mE AlgEe] ¥ A F7
A HAL, AA 199§D BEETH A 48Pl dE AT 279 ¢4
ol ARZ, UA 7Idd FYALo]l EHALAAM JHALLE viHAA Hol 7|FFAHALY &
2oy Alxe) F2A40 FHENY) HEolth

Z19&d e AT A7} vhgs) ojmdjol sAlEt B =YH A WA A ZE
AZEA S} FEAE FAAINE B 278 98 w3 o YE 2,
Y olsAAD S DHA BPE VdAAEAY S OF £ A Al BEd
FAloln, o}gd AdAbAAY I I Ade] AR Aol YR L, “71gel
o st =HE A, 719 =9 g9 A% 2T J)E F2 =Y qEL F
Pst7) A& AP AA2 FAHNE Fo},

EF 4eAT YA 29 NELHE NYolete S5 SR Hed 7

N

2) V.E. Henderson, “The Ethical side of Enterprise,” Sloan Management Review, 1982, p. 38. : K. Davis
and W.C. Frederik, Business and Society’ Management, Public Policy. Ethics, 5th ed., N.Y.: McGraw-
Hill, 1984, p. 76.

3) R.C. Baumhart, “How Ethical are Business?,” Harvard Business Review, 1961, p. 13.

4) 34 o T. Donaldson, 71¥d&&, ¥EAL 1990, p. 247.

5) AR AL AL 7Y, e AL - A A, A A Y, 1992, pp. 25~26.
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A]ﬂb ARAGH 4AL @ Adelth J1gel 4RI ANAE A E&AH ALY
Re ol#WHOE Teists Aol oheh ATRAHOT ANHL Y= Aol
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AL Q& sl RPN} ATk YBFLS 4AE FFANE AZ 2 ANY £
lom, oW SHH el gAY L BHES WADE R U ol Yo| of
Y

2% 292 9L “B9e £ 280l ot BE EHAHA A vEHAd AL FEA

Fe ANRRIEY A4 T 5 ek

Qe Fe4e @ FA4 A9, © 44 AL @ A¥E A, @ Tdwne A
4. ® A4AAAYe) AL, ® 2I4 AZAY YA S 5 A

NAgDE /19 TAASRD HeeHA ol €@ oleFT NS AP FA TS

A A Ethe FHAAM 1 F24& & F Aok

O 71d&de 71922 stodg, 84 - 794 3N - A 23NE F UAESE
EFY FANA Fg 9TE I

@ 7o) #2 59 84S FASYE AL A7H GEoR B 4 7199 A
& EFAFIL FAR - A - MBAE FUAA & Aotk AAE 2 79&H FES f
Atz 71gol AUAeE F43 A #HS o|F3 ke ATAART A, "&IYE
AF}HeZ ol5o] Hth(ethics does pay) EA, < #3e

ZA(good ethics means good business) 2 olgts A4S Sy Z'SH F3 9,11:},

6) L.L. Nash, Good Intentrons Aside, Boston. HBS press, 1993, p. 5.

7) K.E. Goodpaster. Business Ethics, The Field and Course. in W.M. Hoffman, JM. Moore, D.A. Fedo, eds.
Corporate Governance and Institutionalizing Ethics. Toronto: Lexington Books, 1983, pp. 287 ~298.

8) T. Peters and R. Waterman, In Search of Excellence, N.Y.: Harper & Row, 1982: W. Ouchi. Theory
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=
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AR, &84 A7 S FEol = :

© A3 £l 7199 Foly 7l5dd 2HES FE AXNE FEAXY A EA,
@ =49 B3, &3, 4493 A LA X B 71EHe 25 4L Fe
T2 FEANY VD&Y EA, @ dABANN B3 &l 2P E Fe vAA £F
dxe NYFAEAZ FEL & Ak

A, 37150 g AdedE /P8 & A

O AaFEol glolMe] 7198, FAEA, &A93%, FHEIEA

@ QAL AGFFo dejM 9 Z}% FEEFRN, AL, FFT AANBEEA

ot

® SARBY LR oMol sgHUAT, AR A4 BolHA, AYAele) B

Z, Reading Mass.: Addison-Wesley, 1981.

9) J. Gandz and N. Hayes, “Teaching Business Ethics." Journal of Business Ethics, Vol. 17, 1988, pp. 659~
660.

10) T.W. Dunfe. and D.C. Robertson, “Intergrating Ethics into the Business School Curriculum.” Journal of
Business Ethics, Vol. 7. 1988, pp. 845859,
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7 4 Mk (strategic management) o1& ZH &R &l ZAo] W3y U= 713G AY
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A 7199 1EH 2 4714 BEE
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71% aogﬂaarola} g 4 ok

"é%‘% %’4?’511*1% Aol %‘*ES}—: ZﬂﬁH A Mg w*la}ﬂl %E}. °l“ﬂ. 7192 Aste
ZAA 7R ohiet &3 ZHAd taiME ZHEol It Hkstd TId@8A e Hshe
7190l 2718 F-AA 71dEEE AT Hollof 71h9 olAg el F2 71 oUAE
do] FAH oldg 5T 5 gU7]) WEoIh

£33 7Exle AE AR el e AR SR FDIY AU &I7E HIF
of B7hs o1}, ANFAX Y Z87HA7F 52 AR 7G99 &YF J1E vFo e
O AEHF & AEF Zde WA HE ZAF 7t F3E 71dEEH d¥E o
g 33E A Z3] "ol 7199 g i A A wge s H7l dE
oltt. BFo 2 TALENA AZE =AE & & e FEY BEE AA3e Aotk o}
71901 AUAA w2 s£9 FxE A3 5&2‘1 TaLE &8 JIES EFHA 2
A et ZhetA =7 dEolth @=7199 S 71dEel 713 AATE fstd o4y s}
A &HH A4S Holi Ue BEE ol 611%?‘_‘:}. A 22 Al mAR 7] AANE
7192 @R N dAH Z71H HAYolgF7 APoldE 7tk dh

7199 &34 22 A8 71 899 GFE wolx I wyolrt 2R E

1dee F59 9F2AL HAH 349 213 24F XA 29l T A F 3}
29 Y& $E F¥LACE UE & A"

z
gel

11) Alan J. Rowe, Richard O. Mason & Karl Dickel, Strategic Management & Business Policy, Addison-
Wesley Publishing Co, 1982, p. 2.
12) JR. Schermerhorn, Management for productivity, N.Y. : John Wiley & Sons, 1982, pp. 662~ 663.
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PJALUFE Al3le] 7o) QHo] FA
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A sok Sk 1T @ AGGEY) B E 4 Atk A9 47 %G9 7
PR AgAgNN 28 AR AolT, GAERL 2F ANRTES Be T A,

NS A9 AR SRelN AR FohE £2H 29 AL A ASAE 47
of NFg Zlsokn Wk /1S AdgGe] WAL Aol FFaks A A A FPAo)
e 7123 B9 BANAY FAACIFE S1F el HobHlol Ak Bk,

02 7194 AFATL Aok J190] ABAGS ARG A 28 WL 3o
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A o NFAMHE 712 A4S fed Aol 27ED ok Y FAY THAY
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A3E AEAGR 71da 427
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of g HAF feAS BAsol dnt ol AAA A 714 EHEYA UM FA
3 - 71ed ARG ARE 213 f2F 7 FE dE 2ei7t woklde Ml slojM A
A &4 FA 7198 F e otk

2. AdXeEtn 7|gRe

[0

$2) Ut 19e 2ol H4E AZdclde 1A, ALY, TARA, AGNHEA 5
9§ cheke AW EAlol dASE oldd v ¥ Bedel Atk Ae APelde
wes FULAL A9 AAH G FPRT opl Y FYH ARF A 5
ol FAE A Atk

AdgBBe e Walol meh Waol BN JEw 1 ol AM AAC Bl 7)
SESEDICEENIEES A IPC PR RERES S fftwaim. A QA o
@ Dol 72407 ROl iy sl et WEH AdAGel 2uAs} AeAol
4% T oot Ak
e oA, ANAFHA WY, $AFAA A

2.1 o|}=t=etxEt

HAY APL oldFdistete 79 EAE V9B T FFAA FRE Hoistth

AR oo thit FAHC)E F INAFIAEF | (industrial capitalism)= A F 7HA 9
7ol 4zt Aoty B vk 1 st A7 AdY AME olEE F e THE
7b g H EE o)dF Axeolate Ay, & e AT ¥ElH EACIEE A
o A ZE ANH FHol AAR ARAR7ITFE 3t BALEFT A5 xA0] o]FoA
E Aol 7b nigdsittE Rtk

ol FefstAe opg AW|29 FHA AAOIES Z|NIeR . Yk e o3H AR
HAYUZY ‘HolA g &9 &g gated MY o]7]H AAEFo] ATl A AA

13) thi@_, % &, 1979, p. 173,
14) F.E. Sturdivant, Business and Society : A Managerial Approach, Homewood, Ill.: Richard D. Irwin,
Inc., 1980, p. 15.



428 KEKBHEHAe
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AAA 71QBAL 7199 A 1502 AolN B ik FL AES £gHO
2 2L Rtk & A dAUZNIA sG] ol AU YSAALT ke 3
AgHOE S8 4Ptk MmN oW /1YY £4F 715 Ivht ERFoE 4

AT A9BEY AH2A 7190 458 ol9ol s} R,

AAte) BHE slde) BHoz Halk A5H oloidel AEHe AL WY
o, olge] AAA A< Gudel BT ok

o9 Bast] 7glo] HTa) AANE B ol Falok shnl, G} ABAH A
gol sl =@t oA /el AP HaE AABL FRALLH, oET Uo|
bR ArAEFe Yilolg syin”
E@ 2GR 23 o9 oo FAUTY wdoE A RAYH AL FUA)
I ANHeR AR g% YEAE 2NN ARAAA EAE HALA BT 3
.

Uobrt 7199e 7140l A8lA AYS Aok GrHe §3 AL o IUHARAS 37
shok @bz Fgshelet”
A ol TAFE AR A QL% ANH AYRTHE o)AF/E HE 3

Z38tx Uch

15) Leavitt, “The Dangers of Social Responsibility,” Harvard Business Review, 9~10, 1958, pp. 84~92

16) F.A. Hayek, “The Principles of a Liveral Social Order,” in Ethical Issues in Business : A philosohical
Approach, ed. T. Donaldson and P. Werhane, Englewood Cliffs, N.J. : Prentice-Hall, 1979, p. 215.

17) M. Friedman, The Social Responsibility of Business is to Increase Its Profits, The New York Times
Magazine 9, 13, 1970.
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22 SHIXSAA Mek

7190} Atgle EHFEE HoluA EHE g gleBR 7ol ME AAH FAEAM EA4F
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B zRslor BT AN QYA TTANY BAL Adl AFHOE TRk Bk
N4 BACRRE FUH AURY opU AHH FHAM &% 1A, A9 &7
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cAFHFAY o9 HnpE O 2o,

2R AFHFAE BelAsh FAAA PR A 9 FAN7) 9@ 259 A
25 Ban”

T AMAFAFAE 204 BBEE ISARANN rATele B AA, 5Y, 7
A AT 29129 293 wole AP ARBANN oIHE Lul2 Bl e A

A7 29 Bgd FFoiy ot A AT W5 Yo YL AAsTA B}
NEZT o], Az Bito]l AMAFAFYY FPoRM AF Avje) AL 93
ZAAQ YeYPFolge AN Wworsd 4 A"

EF 2HAFAFAE 2viAe AE Fejos BFOIZRE AELNAE BEHN 9

& A 719 2 SPAA 23 IS 508 Hostn Y

18) P. Kotler, and G. Armstrong, Principles of Marketing, Prentice-Hall International Inc., 1980, p. 605.

19) R.H. Buskirk, and J.T. Rothe, “Consumerism : An Interpretation,” Journal of Marketing. Vol. 34, 10, 1970,
pp. 62~65.

20) W.J. Stanton, Fundamentals of Marketing, 7th. McGraw-Hill, 1984, pp. 610~611.

21) G.S. Day & D.A. Aaker, “A Guide to Consumerism,” Journal of Marketing, Vol. 34, 6, 1970, p. 13.
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ojo} 7+ AHIRY EUEF 7)Yy BF¥e auRY U o] o] Hu, 1
of et LAY FFE HET /GH AR BA YAM F5F & AASEE 4
ARZE A% 2HAFAFAZ Yebd,

AHAFAFY AR 2

O 28AFAFY wAAH (19908 o A)dlE FaAPs FYivgE Az L)
o EF¥Yog wugtol Azt AEE AR AT, 1YY BN ALSE, AL
H oL A #EE Eale] ZEEACE e AlFolu A AVt Holx] = o] 9
ato] AAAAE Ao Eoiy AzZhEA T

@ 2B AFAFY Q49 A(1900~19609) o= LuIAEC] BFHT AR 42E AE
A4 3}7] ARSI o FA ko] o] R AAA Au|zte] Helo] Fo| Yozt

@ 2HAFAFY H9 A(1960~ A ol= 7ol ARALEFY ASE ZEXHE Q14
gozm Atgel] A 4 e 71EE AFsA HAT sk Z7)e AuRtE 71gel
e NEH ANHGLE EATE Bolunt Ty diFANANAZE Fa BAZEHT AAol
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ket) 22 W3}3HA HUL, ANFLE AHREY JAE FolAA HAUh

1960 ol F 7199 dRAAA L HBr2e BHASE Qe AHREAVE FLEA
AHZAESEA 7L dFHAT 1P AR FANEE 3 oldF:rEe AdH N19&
g9 Adgolge if&ﬂw AHAR S AYS AA HAD F, 71HS huar 23 HEHE
Aee 53 - 238 HEdA 554 - AFH0 2 ARARI T Fojsopgt ok

AH) 2] AP el

22) Stanton, Ibid., p. 611.
23) BiBg—, SEEBEIC T35, WEEOMA, 2 X FET, No. 13
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O Aol e el (the right to safety), @ HEE wE H2l(the right to be infor-
med), @ AFAH P (the right to choose), @ YJAEAI2] A (the right to be
heard) §°] itk 1962d AMITIE AR AAY F AY F2F A02A AL 73
£ AgE 490"
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AEFe e 1A gug WEaY e LHAFEES i stHE 2HAFHEFY

(consumerism) & ©|&3 ZAHE AF3t Jr}.
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At 87 (natural environment)©ol@ 719-& SR e ALVH 273 AH=HE 70
th AzHe EFS YL AehA (ecology system)E At 45 AE WA Heke] AA
]

TR o A #F2 ALA SHAMY 71U Fhe THAE $AL
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24) P. Kotler, “What Consumerism Marketers.” Harvard Business Review, 5-6, 1972, pp. 49~50.
25) <718 - v - NS, #A AR, S5ASHAL 1984, pp. 31~68.
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Abstract

Strategic Management And Business Ethies

Jang, Tk-seon

Following is an idea to utilize the business ethics as one of business administration
strategies,

Firstly, conversion of perception is needed in the business administration. Neglecting
the pursuit of profit, the conventional strategic goal, is not desirable, we need to,
however, have a mind that the consumer and environment centered mind is
indispensible to the survival and growing of a business ultimately in establishing a
strategic goal of diversified environmental changes.

Secondly, conversion of the Chief Executive Officer (CEO)’s attitude in business
administration is needed. It is necessary for the CEO to have a strong belief that the
business ethics is indispensible to the survival and growing of a business by way of fair
and logicél management. Therefore the business ethics should be improved since the
CEOQ's ethics can be the standard of his business.

Thirdly, the business concerned parties should be considered. The realization of
business ethics should be done in a certain way so as to protect the benefit of the all
concerned parties such as stockholders, employees, consumers, suppliers, competitors, the
local community, efc., since a business is an organization that can exists and grows only
in the coexistence with its environment and concerned parties.

Fourth, the business ethics should be transformed into a business culture through the
enlargement of the general principles of and of employees' behavior as a management
strategy.

Lastly, business ethics should be improved through continuous evaluations to

accommodate its environmental change.



