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Vol. 16 No4 (2016) pp.53-69
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Holistic approach
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ORGANIZATION

\%\MVEMBN

Interdependence

Figure 1. Social responsibility: 7 core subjects.
From ISO 26000 guidance and social responsibility. (2016).
http://www.iso.org
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Table 1. 50 Domestic fashion companies.

Ranking Company name Original chart ranking CSR webpage
1 Samsung C&T 1 (6]
2 E - Land Group 2 (0]
3 K2, Inc. 3 o
4 FRL Korea Co., LTD. 4 (0]
5 LF Corp. 5 O
6 Adidas Korea Ltd. 6 X
7 DESCENTE KOREA LTD. 7 O
8 SUNGJOO GROUP. 8 O
9 Shinsegae International 9 (0]
10 Shinsung Tongsang Co., Ltd. 10 X
11 Youngone Corporation 11 (0]
12 BLACK YAK, Inc 12 O
13 KOLON INDUSTRIES, INC. 13 O
14 ABC-MART KOREA co., Ltd 14 O
15 MILLET INC. 15 X
16 NIKE, Inc. 16 X
17 NEPA CO. 17 O
18 ROMANSON Co., Ltd. 18 X
19 F&F Co., Ltd 19 X
20 Fashion group Hyungji 20 (6]
21 ITX Fashion Ltd. 21 X
22 SEJUNG CORPORATION 22 O
23 SK networks Co. Ltd. 23 o
24 NANDA 24 X
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Ranking Company name Original chart ranking CSR webpage
25 Taejin International 25 X
26 VL&co. 26 X
27 Handsome Inc. 27 (6]
28 H &M Hennes & Mauritz 28 X
29 Wivis Co., Ltd. 29 X
30 Aland Co. 30 X
31 MCORSET, Inc 31 X
32 Chamzon Global Work Company Ltd. 32 X
33 DONG-IL CORPORATION 33 X
34 GIORDANO KOREA LTD. 34 X
35 CREAS FASHION INC. 35 X
36 MT Collection 36 X
37 Starluxe Corp. 37 X
38 BABA INTERNATIONAL 38 X
39 IDLOOK CO., LTD 39 X
40 TANDY 40 X
41 DAEHYUN INC. 41 (0]
42 AIOLI CO., LTD 42 o
43 Fila Inc. 43 o
44 Shinwon corp. 44 (0]
45 GNCO CO., LTD 45 X
46 MKTREND CO., LTD. 46 X
47 ING Korea 47 X
48 TS International Korea 48 X
49 Fast Futrure Brands Korea 49 X
50 The Hue Company 50 X
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Table 2. 50 foreign fashion companies.

. COO Original chart CSR
Ranking Company name (Country Of Origin) ?mlanidng webpage
1 LVMH Moét Hennessy-Louis Vuitton SA France 1 (6]
2 Kering SA France 7 (0]
3 Ralph Lauren Corporation United States 9 (0]
4 PVH Corp. United States 10 (0]
5 Hermes International SCA France 13 (6]
6 Coach, Inc. United States 14 (6]
7 Prada Group Italy 15 (@)
8 Burberry Group plc United Kingdom 18 (6]
9 Michael Kors Holdings Limited Hong Kong 19 o
10 Hugo Boss AG Germany 20 O
11 Giorgio Armani SpA Ttaly 23 (6]
12 OTB SpA Italy 26 (6]
13 Christian Dior Couture France 27 X
14 Puig, S.L. Spain 28 (0]
15 Fossil Group, Inc. United States 30 (0]
16 Max Mara Fashion Group SpA Italy 32 (0]
17 Ermenegildo Zegna Holditalia SpA Ttaly 33 (6]
18 Salvatore Ferragamo SpA Italy 34 (@)
19 TOD’S SpA Ttaly 38 (6}
20 Dolce & Gabbana Srl Italy 39 (0]
21 Tory Burch LLC United States 43 o
22 Moncler SpA Italy 47 o
23 Renown Incorporated Japan 48 (0]
24 Kate Spade & Company United States 49 o
25 Valentino Fashion Group SpA Italy 50 (@)
26 Gianni Versace SpA Italy 52 (6]
27 Longchamp SAS France 54 X
28 Christian Louboutin SA France 55 X
29 Cole Haan LLC United States 56 X
30 True Religion Apparel Inc. usS 61 (@)
31 Tumi Holdings, Inc. UsS 63 O
32 Jimmy Choo plc UK 64 (0]
33 Brunello Cucinelli spA Italy 65 o
34 Sungjoo D&D Inc Korea 66 X
35 Gefin spA Italy 67 X
36 Bally International AG Switzerland 68 X
37 Sociedad Textil Lonia SA Spain 69 o
38 LiuJo spA Italy 70 X
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Ranking Company name (Countr}? (())(f) Origin) Onm;hm wecbf)lzge
39 Trinity Limited Hong Kong 71 (6]
40 Aeffe spA Italy 72 X
41 Paul Smith Group Holdings Limited UK 73 X
42 Willy Bogner GmbH & Co. KGaA Germany 75 (6]
43 Furla spA Italy 77 O
44 Falke KGaA Germany 78 X
45 Fashion Box spA Ttaly 82 X
46 Roberto Cavalli spA Italy 83 X
47 Mulberry Group plc UK 85 (6]
48 Canali spA Italy 87 (0]
49 Jeanne Lanvin SA France 88 X
50 TWIN SET-Simona Barbieri spA Ttaly 89 X
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Table 3. Core subjects and issues of social responsibility addressed in ISO 26000.

Core subject

Issues

Organizational governance 6.2

Issue 1 : Due diligence 6.3.3
Issue 2 : Human rights risk situations 6.3.4
Issue 3 : Avoidance of complicity 6.3.5
Issue 4 : Resolving grievances 6.3.6
Human rights 6.3

Issue 5 : Discrimination and vulnerable groups 6.3.7
Issue 6 : Civil and political rights 6.3.8
Issue 7 : Economic, social and cultural rights 6.3.9
Issue 8 : Fundamental principles and rights at work 6.3.10
Issue 1 : Employment and employment relationships 6.4.3
Issue 2 : Conditions of work and social protection 6.4.4

Labour practices 6.4 Issue 3 : Social dialogue 6.4.5
Issue 4 : Health and safety at work 6.4.6
Issue 5 : Human development and training in the workplace 6.4.7
Issue 1 : Prevention of pollution 6.5.3
Issue 2 : Sustainable resource use 6.5.4

The environment 6.5
Issue 3 : Climate change mitigation and adaptation 6.5.5
Issue 4 : Protection of the environment, biodiversity and restoration of natural habitats 6.5.6
Issue 1 : Anti-corruption 6.6.3
Issue 2 : Responsible political involvement 6.6.4

Fair operating practices 6.6 |Issue 3 : Fair competition 6.6.5

Issue 4 : Promoting social responsibility in the value chain 6.6.6
Issue 5 : Respect for property rights 6.6.7
Issue 1 : Fair marketing, factual and unbiased information and fair contractual practices 6.7.3
Issue 2 : Protecting consumers’ health and safety 6.7.4
Issue 3 : Sustainable consumption 6.7.5

Consumer issues 6.7 Issue 4 : Consumer service, support, and complaint and dispute resolution 6.7.6
Issue 5 : Consumer data protection and privacy 6.7.7
Issue 6 : Access to essential services 6.7.8
Issue 7 : Education and awareness 6.7.9
Issue 1 : Community involvement 6.8.3
Issue 2 : Education and culture 6.8.4
Issue 3 : Employment creation and skills development 6.8.5

Cﬁm;l:jrgo:;zxez:m Issue 4 : Technology development and access 6.8.6

Issue 5 : Wealth and income creation 6.8.7
Issue 6 : Health 6.8.8
Issue 7 : Social investment 6.8.9

Adapted from ISO 26000 guidance and social responsibility. (2016).
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Table 4. Comparison of CSR practice in domestic fashion companies and global luxury fashion companies.

Domestic Global
Core subjects fashion companies luxury fashion companies
Fre((];;)t;ncy No. of cases Fre((];;)t;ncy No. of cases
Organization governance 6.2 5.0% 10 4.0% 16
Human rights 6.3 0.5% 1 2.5% 10
Labour practices 6.4 - - 11.6% 47
The environment 6.5 14.1% 28 34.8% 141
Fair operating practices 6.6 9.5% 19 6.4% 26
Consumer issues 6.7 - - 1.7% 7
Community involvement and development 6.8 70.9% 141 39.0% 158
Total 100.0% 199 100.0% 405
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Abstract

The purpose of this study is to compare the trend between domestic fashion companies and global luxury fashion
companies by analyzing 50 domestic and 50 global luxury fashion companies’ websites. The literature review covered
researches concerning corporate social responsibility(CSR), global CSR trend and also included researches concerning
the relationship between CSR and consumer behavior, and researches related to scale development of CSR in fashion
marketing. Following the global standard ISO 26000, total 604 cases from 100 companies are classified into 7 subjects
including organization governance, human rights, labour practices, the environment, fair operating practices, consumer
issues and community involvement and development. The findings are as follows. Domestic companies focus on
community involvement and development(70.9%), the most and followed by the environment(14.1%), fair operating
practices(9.5%), organization governance(5.0%), and human rights(0.5%). However labour practices and consumer issues
are not reported at all. Meanwhile global luxury fashion companies concentrate on community involvement and
development(39.0%) and the environment(34.8%) the most and labour practices(11.6%), fair operating practices(6.4%),
organization governance(4.0%), human rights(2.5%) are followed. Lastly, consumer issues are reported to 1.7%. From
the results, directions for domestic fashion companies are suggested below. First, communications on their activities
for consumers and multi-stakes holders should be conducted with in-depth understanding on CSR. Secondly, as a
member of international community, domestic companies should be aware of the global standards of CSR and discharge
responsibilities. Third, long-term perspectives are required instead of fragmentary activities. Lastly, SOI(Sustainability
Oriented Innovation) has to be reconsidered.

Key words : corporate social responsibilities, CSR, sustainability, ISO 26000, fashion companies






