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A Study on Public Relations Strategy and Program on Geo-Technology R&D
Outcome

Chan-Souk Kim'*, Seong-Yong Kim’® and Jae-Rock Lee!

!Cheongju University 36 Naedok-dong Sangdang-gu Cheongju, 360-764 Chungbuk, Korea
Korea Institute Geoscience and Mineral Resources (KIGAM) 30 Gajeong-dong Yuseong-gu 305-350 Daejeon,
Korea

This study was carried out to analyze public recognition of geo-technology and its outcome. On the basis of the
study, the task of PR/communication to promote status of geo-technology and the PR program by stage(SMTCR)
for strategy of geo-technology outcome were suggested as follows; operation of PR committee and plus-one
appraisal system on a sender scope, media caravan tour and opinion editorial for geo-technology on a message
scope, geoscience award and active use of “the year of earth science” on a tool and channel scopes, and regular
measurement of public response and regular appraisal of PR goal/results on a receiver scope.

Key words : PR, Outcome, Geo-technology, PR program by stage, SMTCR

B e e 3T AFe ¥ IS ALAWIEH AT QY FuE 24 2SR A4
e 2 ATHT o FREe) A4 2AEHE Bl ALANNE A ALE 98 T A WIS
SMTCR 2do) gztslel maleich. AuFA(S) FHANE FRANY 29 % T/ P, WNA 2E
) FRE BlTe] Fjet Fof 9 AAALAE B A2E BHE, =7 2 ALTC) 2HAE L3
44 8 AT o B8, ¥F MER SUNE FF 9 33 NS ¥ Fu 2T )4 97k 5
2 ANSHG.

F20{ | Fx, A4, EAL/1E, DA TR, SMICR

LM o oz seisel AR 49 2L P i

e Azl Fr1eel dg hEHQ olshE E7

1.1, M| Az Az}, 0% oAk 2719) 5 BRAGIN BAHE
FRE E9 Hle W5 U 94 A9 wEe A A Fs)ed AT A =ik

2 T od ANE AT wRs ow Atk 1980d0) & 62 o)FA 719 Fxs) 7)2Ae

m=e 1848 v FH AT 3] (AAAS: American 9)7] EpiHeR 218 2016 T2 E= tjEFL
Association of Advancement of Science)”} BEE o] =) 38 nple 3k Fuelo g 71E v
AA FHie) HEA Scienced WIE3 T)F3 2T #o AFVEIS B3 53 &9 A3}, A3 &9
9 e 9 E29E IS B HERE Alole] 4% 315 AH3HTHChung, 2004). 592 2000 =]
FE9 A7 §52 IR FAN g FHES olA By thet ATA A4S 2] 9

o e R

*Corresponding author: luckyk55 @naver.com

797



798 ' 234 -

AfUAIA AR5 AXsl] 5 O w8
TR} A AFre TR EEFS Wk Sl
Z348]] gk A4 A9} ole] Ay A 23
< T 20009 E]Ee] siE AR uid A3
ghe] 5], XA 3, e AE E3 Jon, &,
HEH, B4, oz FEEJZE 5o TAldA
© HE dF e AF3e F US Aie &
H E5E SV A T Ropdz 53]
AMNSIZ JTHWinter, 2004).

=Y AWe FHe e EREy Ax F
3z ZET o, V)& tgmiAle B8l
QIS HAE FEHY 5 O wjA e S
BihHoz AYANA WARE AE, Agdle 5 Al
AAERQD E5o] ojfold Ut FEE9 #HE7lsd o
gk Q2] FEo] IA P Ut

AT SejuEle] HsPle FRe tie x¥2 o}
A% nlgg Aot} “HrApL AR A5 T
slof vt il @MY R, 2006. 4. 7)ehs
Aol = Estal AAAY 1SS 288 43pie o
TR tiek FR Aslel g =ole S
ANEA Rt F8A A9 Hrisolge E
FH AofA] olo] izt FHe] oA TR A
2k kot nlEd] gk o7t o] $ed], 48]
& dAFQ xkle] TR HEkE = |44 o7
| A wRA] EE2 s FHelu)h
FEEAMT A FY AlERdX FRAEER 7Y
= ANE 3 A e BE RdE dye @
B, x|, E9eig BT S8 414 Sl 107
o2 ZAEREY, @3] 1184 7ked 84, =
g=7E 99 F 17, el 2244 F 14 2HA
Spse=

TR TAE R AR HAATE A
2A HlelTH gEAgy A 3 &
A 5 T2 ORAC Aes FAR &
TS A giE o FAE 3k T&AU
FEA2HO0h, 2004), HAAFE it =7 oJseI S
A3 FRASE I3 Han, 2002) Fo) 7 Hre
#A FrAY =Fom Ueia e F=oh

S A A AT AL FjellA ALkt 22}
AL AFste FE 2 AHATE e R sk &
Axglst 3 S8l Y Az Awids
Fele AT 71BoE 883 HEN FTAQT|H
o= WA 30 g woldlal Yo FHAT
wARle] WaldEe i FAt 971 dEiME A"

2 N

y

2

o

A48 - ol

71 P Aol Ead TH At =oE A
T A AN FEart dokh Ed AEA e
e 97 Boks AnE uf Ad7EdT, X
B A QATE, ADEAANN AT, ANFAAT, A
HAALD AT, ALEELALT, BAAT T Ik =
glo) gt ARG HAEE Eoph vE sEel=
sl AdA71E B ARAA7E Sl
it A, ALs|F ololdlEEle] Fyo] nEd 4
golrk.
uleb AR 7 AEAE S Ss)
TENE Hoplre] At Sl are) A
% FESARA Jleyele A A
Ay IT, BT, NT & & 47 2oktel iy Al
oM 2 9 AIAZE Sl FH AR 334
Al i R Aol HUTh

olgid EAlAE 21y B A= AE H AF ¢
o] A1 g upde R 3 NFAAYIEH 1 I
ol thek Q121S Aol 7] Siste] HREEARS TSt
o, o]F EE AFAANE A3 TR A 8
o geks AR AAskaLa) gk

=

tlo fir

1.2. A EH

Sejuele] XA e F7PIA ] 7]os)
$keol= B3k IT, BT, NT 59 Hopl s 4
HFoz the] AXEr} Y, H8p7|eA Wellke =
o] A7} oz FitEe s A Kt
Aot weEb X ERRI7 s vy A7y g g
AE 93wt vlbe] a7HT itk dE &
2001 8¢ UIEHE HERLR e FUWAAAE
el 7l A AAadez §A47)2 3 IT, BT
NT, ET@EH), CTEsdd=) 5 5T 7k¢0 ET9}
RAAA71g0] BHT FEAS 2 AT #H3)
A At FE5EQ QAdA ol BFEE S
71 deA] ofiolth

ol#dl oe HAMA ze] Wyt = AR
A71&o] 3 F R Yoz Yea e,
Aol 1978 RE 20003 =7HA] A Q3 AA
30,051 A 7,894 ¥ & A7 AT A&
B 4.38%, A7Y) 59 FRES B 316%8 B
o]3 YUrhKim et al, 2001). oJ& 9T A7t Hz
Auidoz Bl Bk S7iRRE el ¢
Pole 8 AT Aol Ax At A8 Y
=3 2 Adg3lz AhEe A9 diel AR &
SozH ANARY|E A3 gk e HA



AR

A FEo] A AR e A L*}Q} T8 ol
AR ] AueE ARUA oM} BE grog =
ol & gt} wlghA TrE £3) *]X‘ZHJ A=
of E Hae 24 3% 7 WA 99T 2
AF71el gt 9)v] F-(sharing of meaning)e] %
< "R ke Hold 2 AL 9l Ao

olell AAAY akfel 54 FeAS A2

et
ke A7 2 B ot AN Aol

AAAR7 e A7 e s s AdA
7ol WE SR Wek Weke AAS "ao] A

7= 3 ik,

NEA7 e Aol el 8] Aksjrt o™
A Al de AS AHEE Ze AAg)e
AP ARRle] AT HEE hseke 7120] Hol
QOB NG P Aske] WS A welk oy
2 AEHQ FTH IRl nlE S g8 Was Ao A
Z1Ech W B ARs A s) s ik 20
AYZAVS B3 2 H o% ﬂj}s}z o #etsE
IH Aol g2e o sic}, ohA] Za) X2
AL7E A 88, A Ha ?i 14 30dez2M A
A7 E AT A AvE 9% Fu A
S AR 2 ao] FRIAE AAjEle, 25) 3}

7l A7t e ol Unt FRso] QA7)
4 A7date] Zhael Al QiR gl tiak 7)o

8 QAEle] ASHoR 44T 5 i 2T A
del Eig sustan sie ol

2. TSN 3 ofiupb

2.1. AR EH
HAsdhe 7 ArlE TR 2349 XAy
71e R A E AgA 94 Aol A4
“*3}0% 2 deMe dedt e ArEAE

<AFEA 1> AA1E 0 Aol da 2
A e A4 ojdep

<ATEA 2> AYAYNE AT S Pele
A% TR A Zuage i
= xo;dl q.]o]—o Uo}o 7}')

2.2, ZAPHFH
y_ 0:]:?_{—_:_ = 7};<] uhﬂJ_Ef_ z sggoat}_
<FAT-EA 1>9 XA E D ApAe] t)st

gl

Fig R M R S N 799

e A7) 10‘” (self reported) Wil ofs) -t
AA ANIDOH, 7 24P=e) thaled ofx A
= sodsleAs A e gEide 58 F
2, 225 dgee ol deids ¥eg o
Bsich. FEEEE HLANH BFADE el
FEREFSU = TR 2 Hi o 2 e
g 3B0) F FERE BUIE BY gRog A
ABHE Bl MR P40 2= ALHReH,
AEe A8l -3 (ttestyo] BEH AT

<72 2>9] T A T ydkshe
BAH deke 2435 7+ #7479 Relationship
Management) ©]&3% #AFUAo)A e & shi)
S(Sender)-M(Message)-T(Tool)-C(Channel)-R

(Receiverys #-g3lo] =233t}

¥

3. NEXTIE R Aol chet olAz=AL
Z

3.1, XA |=e Mg 9 2712808 oFF Mz

AR e] 98] A o P BHo] Y& Ao
e e Ao by SEE ALY} 56.4%=
7P Bkem, ik el Adukrt 32.1%, BEoly
7F 82%, 1=ial sFEo] glubrt 33%9 o' Vet
STHTable 1). whbA] ool AlUES Adzelo]
2 A8 wg- 2geA #do) vk ¢t gl
T & T AUth ol Ak AAAYR7)Eo] Ak
ARIES gt BHEA AREe] e
W ZAoRA AAAd71Ee] 9 ALE 98t A

u=Au

N

Table 1. Questionnaire about relationship between geo-
technology and real-life.

Frequency PCI'(E;ZI)[’B. £e
Strongly agree 186 56.4
Agree 106 32.1
Neither agree nor disagree 27 8.2
Disagree 9 2.7
Strongly agree 2 0.6
Total 330 100
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Table 2. Questionnaire about national competitiveness
influenced by geo-technology.

Table 3. Public recognition about outcome of geo-
technology by media.

Frequency Percét;j)tage Media Frequency Perczi/zl)tage
Strongly agree 208 63.1 Newspaper 36 375
Agree 84 254 TV 36 375
Neither agree nor disagree 30 9.1 Journal, Bulletin 9 94
Disagree 6 1.8 Internet 9 94
Strongly agree 2 0.6 Business newspaper 3 31
Total 330 100 Magazine 2 2.1
etc 1 1.0
olu| it} Total 96 100.0

A gAo] o= A= A=} U

AAAYe] H7P3Age nAlE Y= tEiA
£ ¢ FHo) okt 63.1%, < #He) oyt
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Public recognition

Journal, Bulletin, 9 (9%)
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O Magazine

QJournat, Bulletin

i Minternet
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mete

Newspaper, 36 (38%)

Business newspaper, 3

(3%)

[ Magazine, 2 (2%) >

Fig. 1. Public recognition about outcome.
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Table 4. Questionnaire about ‘your most interested techno-
logy’.
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Table 5. Questionnaire about ‘technology as hereafter
material of writing articles in media’.

Technology Frequency Percentage
(%)
Energy Technolo,
(inc.ieo—technol(%éy) >0 152
Bio-technology (BT) 120 36.3
Information technology(IT) 100 303
Aerospace technology 30 9.1
New material 18 54
etc 12 3.7

Total 330 100.0

Technology Frequency Peri;zl)tage
Energy Technology 75 27
(inc. geo-technology)

Bio-technology (BT) 135 40.9
Information technology(IT) 72 21.8
Aerospace technology 28 8.5
New material 16 4.8
etc 4 1.3

Total 330 100
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Table 6. Questionnaire about ‘most important technology
for improvement of human life in quality’.

Technology Frequency Percentage

(%)

Epergy Technology 78 236
(inc. geo-technology)

Bio-technology (BT) 158 479

Information technology(IT) 63 19.1

Acrospace technology 12 3.6

New material 18 54

etc 1 0.4

Total 330 100.0

Table 7. Questionnaire about ‘most important technology
for hereafter national competitiveness’.

Technology Frequency Perc(c;g)tage
Energy Technology 53 17.6
(inc. geo-technology)

Bio-technology (BT) 122 36.9
Information technology(IT) 96 29.1
Aerospace technology 18 54
New material 32 9.7
etc 4 1.3

Total 330 100.0
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Table 7. Action programs for PR and Communication of Geo-technology Outcome.

(?las.mf- Short-term Mid- & long-term
ication
Operation of PR committee
S Pllils one appraisal ststem GT forum L .
i L Establishment of partnership with a PR professional group
(Sender) Setup of crisis communication management system

‘COM star’ contest

Development of crisis communication manual

M Media Caravan Tour
GT Oped

(MeSSag®) 5 Hours S-R Media Policy

PR campaign for tour of geological museum
Korea's top 77 geological treasures
Overseas PR of patent messages

T/C Geology Science Award

Active use of “the year of earth science”

(Tool & Care-up networking Character . !
Channel) g-blog aracter campaign
R Regular measurement of public response Regular appraisal of PR goalfresults

(Receiver) Selection of monthly best team, reward

Measurement of PR effects
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