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faRel it ASHee] ol el g wFelwh. wElA o] B A & lElyel Bkl A £
BETR IR BRR B ol A S fdEk

A [kt RS Ritem éi:%f?:fﬂ 11;‘%57%5]1 whebd] FkiBie] PR o
(1) o] 2] m.,moﬂ Webel & HlG T Y ?a‘mf: Hiie o) 5#j‘1ﬂ%‘é£@ﬁ§lﬂ§ftﬁj ALRELES TEIR
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(2) A, Smith, An Inquiry into the Nature and Causes of the Wealth of Nations, Cannan, ed., Modern
Librariy, 1947, p. 625,
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(2) &30 FEEIBRAIES

e R Ekebel e i el Sl A9 pEmtel vt TA M AL1E b EiHEeR
el Al A SHE Ay el & 4 geh awlE o) F kel E{isdcle -
frityraskell A 2] wdte) 2 Ao 2E #0000 MHRED #ies el Wi WS A
o= pigbetel Earshe fEael B Hphon Boba fhEddke] EstE M-
Ambeh FRRT BRI < do) dwEeleh, wheld fERHe v S A& (universal
goods)o] 2} S}ef e} & Lgidibfo] v AR 59 fife] el HEIEEEel Bighyo. 2
BRI H T LRBIRE WGBS BEA Hew o) Ee E3] i (customer)o] e}
i vh kA g e R halehel fhdko] MEEIHIAIMS S AT e HES W

(3) o9} ol {itamstebd Mo ML@AYESS 8 RS Tl 99 SR FLsA 2 4
9& A e,
(4) P. H., Nystrom, Economic Principles of Consumption, 1929, p. 16.
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Zoti(dimension)-g 2e|ste] AL ® FEMES Loz Bebd o] fde] BARG
k3. Qlw Tidifa sy (market share)=} BRITIAIAESY  PETEMYTTES S5 (potential market
share)- JERStL = & WIFIRANERS 7B S & 4 9= Aolh
o] 8} zh& kel A =2 A J(P. F. Drucker)& 39 [HYE MRS filidi(creation of
customer) Jo} ¢l =baL 3}a Eivgo) obrm A¥ke] I (foundation)o]w] o]&] NS {RpEE)
= FHol el shan vholrbA ko] f:(what a business i5)-2- PEsHE A& Wikl 3
o 2 e BigelobH R mak HiEuke] wiRhel v [Aw e dishe] stz g
O R EHIHIES BR gl Ythings)-& 1% (goods) B G H SH o]yl W-E
oleh. BB fifge] EFEStnAt At 9l Aol - BRUE A= 2l
o kel )9 pihe] Heted = ol BMEMEE XA Hohe
Zlol ek hvkshal HiFel Miistaial A eka gk ash il b A 2ekE Alakel
FERIS) Al olzloloph R - argee] MK o) a9 o WIEE Jfishe R
SEIY FEAQL 7hEre] B}, ©)
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(5) P. B, Drucker, The Practice of Management, 1954, p. 37 3Id,
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371 9%k ZrLpye.s [l nal g e Eolth



E7hE B obgd (bl Y EEe) Wfifs] Shel AN RS 1A 2k 0 o

3. EEHREL HEMEE LEMX

(1) EEHBIE

TR w B Ao aeEye] SEENE Bt BE R aRSEEES e

geb, Rl R¥Raew Juedid] IS Aol elvel, AbEN FEMIMIEERY T E
2R RG0S B (environment) 0 24 RZHiSlx] ekoml <lEw o]l

) AlMih R EEE o2 BREAMNS BEEILA WSO TR A¥REARS M
st ASHARERY RATTEMESI AL o] B ISR B EEIIER)S RSt 9k o
o} 7+ kel A sh¢) =1(J. A. Howard)®] WiE{%# (Marketing Management)ej] v} gk
%E s (Business Management)dl] B7isckcii msloha MRl Adke] EEINMYQ
el BGSH Al = BEetE B Mol el @ 4 9.or] TIBEAYEIK (environmental
features) & 2.4 &= TG BHREMWSL LG KSR BOBMY FEER 5 8E, R, JERA
PR, FepHE, Bk OEUE 5 SEMBIASAEZZE (uncontrollable featwes)-& & 4 gLl
ETITEEY BEPY (managerial features) o 2 A = SRIEBAIES (ko] Q& MEEETEE) S
AT AE A (controllable features)-& & 4= 31Tt

ol 9} zho ygHbe) A E- wf] WAL —ES RERY ARY B Boshy BN S R
By IR0 BHESlA ALY RG-S dromA AEMS KSR oowl obm el inhE
of filikitye 2 ERdstelwl MHITARSE B TEAS e R 1Ak foml obE &
| 248 F ERiER] =e ATk, whebAl bEel e ARy EIES Slshe BirH e
380 TR T %Y fEd(capacity)e] 2} & 4 glow, oldl = fiiik, wq, pted
MBS, R, #Egoodwill) 5 —E19 Ae) fwaE e} EmE

—Eg BB —Ed AR ALY HEINGS RREEISl-e ¥l ST Wielt
FAw] 218 WETEHA 5o vdolrbA RIS flikslAl =o hEHmE @k + 9A =
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(7 J. A, Howard, Marketing Management, Analysis and Decision, 1957, p. 41f. 2,
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thumb)el] #efahe FibiEf0E L (drifting management) S} eh& FIEYH M (scientific man-
agement(3]-2 )il et BIEMY HES AR THEGaslOS Mo = sha shlish Wl
o E R WEREE FHEEL T 5 Q Adw.

Fhdlo) Tk BN kS TS BMEE HSIRL o)el flMiyem WRESY] $1%1o
EEAY ks feaREel W EEend Bk T HHE e R Y= 2
o)th, el mE Mol w mEathd ke WMLl Bl 9% AEmS Ea
PRy BOEIOEIES I (specification) 2 & 4 9l Ze] <.

whel A FHES SEREEATY AR S ERERS MHSE Mihe AUA =e
Acler, T B HEIS AT A FER HYREE CREDY AEEe Jlishs
wipde) =3 geh o]9) e fimel A B FHBUES) FIREE B o AbEe BEEER
(numerical expression)-& e} JEsel {UEIEES FIAESHA 2 B ohv 2} 7 (evidence)
o mEE] FEE urh fiEs) @ 4 QA Sl Eeleh © piel et FHA #
e Fem Gudgenyol Bt alu) o) o} BT SBERS HE ARSI 919 v

DLEeA 2 b o] SERMARKS B 99 MHEDY WS BT EY B2
fb WA BELE el a e melw R business task) 0. 29 g AV
= it Cbusiness plan)-2. o} g} o) 95l M & EETEMS RELR o

Brb? MET Y Bkl B RS Sikel [lHiyo R WlEeHAl T SR E)e] 2
b=l =5 sk7] 1 A BoEr) EEEmEA 9 S SEE ofdldl HEE o]

o] % $l8lA = el s Fkl(factual data)7} wie] 5101 Al geml qhkse] 0w gl
Bkl A A FHEHTRE St sk RTEeEe] &TE A doml ¥ B
bl FSETPEROR QUEIEES 3] S1ehe) = B} AR R e E)
AT e s U Hé@ﬁ"yﬂ Aol =ewl A FEMERGERN W= FHEHD} ks of
ok skaL a#]7] §lstel = FHEBAR Lol pekslAl g qkxlet

(2) REES 21T WA ,

2| Bl Al EEGRRERA S EBIEES EEARE-S oWIE? Bk

npe} gho] (e MRS iRl A & W AECOMRRRHLY MRS A3 jlen

(8) WK M, W%Mﬁiﬁééﬁmﬂi'ﬁu, WHRi 1957, pp. 178—196 B4,
(9) J. H. Lorie & H. V. Roberts, Basic Methods of Marketing Research, 1951, p. 28.
10) AAA #shs e ?: iy W= BiAv kel oA Aol b el AIAlES k.
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Mepdst e = WHAFFRANER S AR & & g dAd vl e YRR 4
2O MENEREE $17 SRS IAEENE-S ASBIREES WY 3 (consumer  demand)d 4
Bfell gleh., o shRo e olol] sl EHITRLR EEIEE) el HAE ohx] &
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£ Wohe B (eflective demand) 241 TR o]l —EHELNA 0E o
BEDEE 4 98 AL Dobn] fEl ARREEEE o - 3 WK MITsel 9x
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HOE HESFIA A HRASE time) v T 218 EHGHA S =2 doml kel =
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innovation compstition)o) A JJRy%sh el W A o) v},
e 2 hEo) x| & IE T4 (consumer research) MYy IETHTIES) JHE-S- 9|
Aeld] o] & SlNAL AL A LEES fERS ubelx orowl e
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269 FNN- ALEROEIE-S $o) 2T RIEEY ARl olshe] JEpiR el e

B2 liche AT So HEMe deb. oelmn i ZEEe AR
L5 EATE 7L el WERY FIMAIM-S A g A, ok WELATR A & ¥
Afty BEGAEA A o) TR WIENRIe) BEkEk] AR Ao

ofeh e FEIROl A flit SEUGHIRS fEStL o) & WAl 4 2 @S 7o) .
SRR By B SSYER GEERC] oste] HuEE B ALY WEE HEadk
o Bitell wjshe} ZEH[J)(pull power)g Fhx] 5L glow o)el] Hishe} fhiEddko] LA
Sk BUAR-2 fEEE, WS, AH, INEHE(marketing promotion) ' H - G TG o

”3}‘4 = itk T ﬂ%&ﬂ’;k*ﬁffiﬁ‘% BEBRGIISES) (1RSI A R R
“ 'H‘E BB, M p.o 78 B (3) Y,
(13) Jocl Dean, Mrnageual Emnomz’cs 1951, p. 3.
ab “17'! A EShe WEMES EAIEE & LB e A 0 HEMEITTI LAY wE et
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9 i EEA (prime mover).© 2419 FhiA (motivation)-& FA 7T LFellA e ol#dt

Bkl A Mool B VEES ARG 8-S fstazl gt
(@) TobAlE 1o EEEEEHRHIE

ofv] Lighfy ez dxke] filid o H¥l ol HEUERINYC) A IHEETEL] g
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(15) EMMERATA A ks = HEEAFIM (rictional profit) o] v} &2 By J3sd i
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]“j(speculatwe profit) = JEAELFE (unfaiv trade)sl] o€ Ry (unfair Tprofit) -0 ir}
#Dnormal profit)e] [ting 5 ¢l =},



She glolmE o 24k o] B fEE FHT £ glon wnb MR e Al
(fyo.2 @msslol IR iy HIHs sy (market segment portion)& Wifftdi#a w-Eel v},

whebd o] TG @MESHE W A BBIike) 7 EHET HWE MEsAl e
] oks] BEl o) & KEHIFEALC) HATE-S WA wheb b EEREC] et MHEH
Bl SErdn Al e 2le® vyl Er oo ' i) aﬁgu;@ﬁaon V&=
SRR ) EIEE Y 1A 9 BI2S IR 4 3 lEer 2o

Fraige] A% MES o olwa KIS 1B5d owd WA WM dHash
s MIEE BamEe Bokd BRLETL ofd 4 gvh TR e £ET AT el
ool BUEHAE 92 Aelwl Mt ShEA fEEkE el @ Aeleh. AL Ml
Fr AL WK B vhAl walehd e MEAGRE MRS RASEAY W
2 EER el R ZORE BiEhE Aelvh. F WEFRANE EMLATAEMES BERetE
A% el 4 e oloh 2ol sl il MLl A TR BRI
o) MEfJE] o] MepEIh Ba] MRS B & SRETOEL MY R, SRR A,
Rl WA Sk AR M) gl elo) o) J(product idea) ® FRZEE) L B
BUEo 2 A9 g (form)sh HIfEL B o) B Sl AURBIGAAENS HAte: s
A Reh o] E Faldr wEsh SRS (product speaﬁcahons)olr}.

o) THHHIMIA R AERSE T BiTs)el TiMke) MR ek, B AH (market
analysis)-& -2 (NEHARS] HEIIGTE So) IS el mE HiRdss] A S
B MRk 95he A LMl Bl oEe] ok whebAd iR A= 1
PIEIE] IR E o] 9 ol —RiyoE BRI HNTe M-S —Estetn
ol fifFH el MEolvh. WEIHMS Fohel —EIMEAe] WY PR = A 2Y
INETFTAE R (sales potential)e] JszEs] v, o)+ WNELEIHIMMO) M=o (e % N
e B fEs ot
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o} Elfly FEHYo B BEMHHE (physical distribution)$ $] 5 WEEIES)S) R
o o8l e = oleld IWWEIRIEET) & JoRBNEE)(negotiatory and transfer ac-
tivity)e] o] Bo} x| 2w o)e] JiATokel LACHEIHIRTH(pre-negotialory activity) 2. 2.4 9 Hefis
aEme] FifGel TS 2] o okElet. =hEhA o] R EAETEE)-S FUHIY WGEBG
TEEAS s 2 e o e IREL WA (LB S8t HATE Aol & 4 9
v, ool IREEINGEC) FHIPSle o) Foll o.R BlENYo R o] Mgl A = Y
B[ el I E G ] INBE o R dikalA == Aol

olA NEHMEIET0] o) Fol A7l LIAlel FHATE e RE CEEEE SR HED e
NW o]k WIEEEUEENE sl $1T BB EA a2 ot Hghast gt
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(Research) — —! —(Do)— (See)
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(marketing) (marketing plan) £ T S | (marketing audit)
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4 I3 % G A FR
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(production) Al # | (production audit)
b TEEMIE TR L
51 1% bow w o ow ow b o | e (0 ®ooM oW %
Cneey” | W8 W w B oo | w0 | Cinancial it
PN AT T PR 1PN
(personnel) ARE Ak | A db Gl | &é{(, il % ’ (personnel audit)

e olEldl A7 MAME FoA @ES BiHRE B3 ek & il FAe 4
Ag Akl B el Aele o shile QelEg MRS AEET AW 8

olm g BUFE AEpEst ol whel FIEEEMELY FUE B mEkite] =Ebx e MEYLET
sl ol Al MRS AiEE @ o debubd st dhe [

Miv F BRSNS PUESH: MIEQE oo =lel PIEIEMS RS 26 JEhiAUESt B
WS RAEStE TR o) Hlvh. o) BE SATEEIS A8 E4 L
ol e]eh -2 LS vl PaEse] x| ko™ bl

oW Rl WAL stk sk EMMYQ ML BUERY BRSNS e MUsTE

1 BAET#ICproduct planning) 2 AR #EE (merchandise  selection)  J#AES- B8] HhiEs 9]
o] & Ri{EE she] o= IREF fhpEdhiot M EEN M BUER EEM EEE 7
TR BRI (marketing volume Plandmg) Mgkl o8 PuEd v

o] 9} Zho] e o HHMTEEIEAL-L WA A2 (consumer oriented going
concern)el] Shol A& WEERHEC) AN EE T WY S & 4 U= Helrh

2 WISHYS] f2ARAT (business practices)o] §li A& obvwh. fiAdH HiEHZEe b
LT A WHTTHE WA HEETH glol AL IEEIRE ] iyl mEstEa
cEEREED] kbS] TEE)E PUEshe BEmE - AvE YRt Eo ME il ws g
S T ol A 2 o] KRS WZe] = g The) ST =v RS fikbe]
Hrfyel Aol = MWEVERD MEE e QIR AR 5 RBEIMD 2390 Sl

A6) fTEErYeer, TRBBINEMOEY, 1956, K3 BIL.
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o el HATMEY mEl vlFo] MBWE, T mIb huhbiet ol Mo
JET AR A (available capital)o] iRyl 7-%-ol = MESIGE)C]l LG L o] & IRIE
o= o] EEERELE) duEE e Ao ISk

ek o9 e TS Istel AAS-olw IEHNY iR T EREEd SlelAw 9
& gl deoleh, fiAdd piaEl SR WA {LEETES 73 IEEIRSEAKHES] Kot
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—Eshed] EiERhEe] Bk 2l o)dl #iEhE Mk S i) JilfRl de poEs = 2
o) B2 fge el vt -2 Wil djgel e fuiEA-E A 2 HEE ALE 45
9 Zelel, aelmz wkef BRERTT BWRFE Ewe] vk Hrim-& SERA (product
line)el] o sd Zfbd sk fike) WMk (versatility)o] @RE{EE] o] iEite]
B ATk 9e S glS el JBATREe] Bl & Al REIMGTERINE

FO) RREEEAT 2 ORI PuiEe] WHEE 45 g Aelth
g BRI EEE Ml iRJisk WS ¢vld
Folm WHIKRRRY] Hogel B = e ASde da MEEEe] Ay s
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o\ob o) AR W LAY (o) obDE IHELE hil SIS Abs) A1

RPel RERIQD o] ool el ob-g 4 glom ol X WNEVEEHEKIL & (hib
o EAETETNS MBLE MRS ARt Ao)wh
wheb A EETY B sl <HEAE>  QRMPIEEES BEMG
Al G R el TEhisEE
S fifes ebE BWEBNS 5
3 P WEBRES] # &
ERACRTETS BISHA =& A
ol e}, 7 &
el BERE Wrsekd B4kl B i
sk F Ak, M, A% 9 -
B T RILREIETE sk
WTERNS) SRTHY) ANl e

A7) S, FRRsdling, 1957, p. 91 KL
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<E5E> EEMFIsEEe MLIBE fakgtell 9ste] HifE & st
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off Ao FEFIFHEIS) WEIHIZC M
fi% [Easha 455 [Eek el °
©},

%5 il o shw wlA WK
of 9ate] UEEFTHle] AREEE =R
ofe ArEEVIARYE:, WEEH B WEPEHGHRE Y8 £, M 3 AZHESMRe i
ol Sjshe} RAEE Ch. WERHIO] WeEE v 24 ApERHle] REE 4 S vERd
oh. olzle] 1 Biliditel o, S om g MEEA wheh AEtdle] MR
ol BREEEM, WA 9 AL MRE Sl BIFREII=Re SE Tl o] & Edkeh
o] A o] 2 Bl i@fte] v},

BEL R ARl WoE=IR MBS EUTRES kel wigkal Al vt S TS A&
FERFHe) w2 BEEIAEAY] TR LEer #eY WEWHRE Hs MB W ATEmM,
s PrEERe g 2 EAS 9 ARBMRS Sl AT, AHHEMS WE, &
B, WL MBS, D HIMBRS HHRE $ste MBS HEE S A I
atill, MEEH 32 Al Rt olZlel &3 X Mkl el

ool A wl o] oF 4 SIS MIEEBMEES 5 12U RHLRTR A Ao il
RaEel WRES AERERENS dukel 9elA S MEIE REdte =y o & MiEted MR
# 28 iRl A = RN ® ML 9w Aol oems IEERMAT B
fhGdentity)-g 7kl &= WOEREEI BN OIS PSS - RENEEI] MRS A
MEShE M= e & de RBE Rgdeaa & F 8l gl

Blbel A -2 wke} zho] Mmba|v) o] Relifilty kel #REQl MBS BB 1
AR B Sk ialEl o] nfiE] HeEE 4 ol AT

I RIS HRAENY Q) AR $) ] ATl o) 1K TTBIHARS 8
AFAA Brese] gvh. o A¥ese fERF ERN EGWE Blsks Zle] oy
ot RES] EHAE G E B Aol BR LT & ol & WAt UETARRELRQ T
LA 1ikete) oz TSHRARS A o MRE AIEY EIE-E A9 R
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(18) Z. B. Heckert & A. D. William, Business Budgeting and Control, 1955, p. 30. 3.
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(1) TiHRER g

sk TR R o9 IR B RAC Wistd s Talishe vk el Hel
JalEsker, 09 whela) o9 FhEmiR-g MMl YoM = o MSRiEm el e shEo]
slElol vk, whebd LITFel A& sesEbEe A3 e e s AV iG] 2
= bRl A WAEEY Vg AW wwa) g

B (B4R sEE (information-getting function).©. 2419 2365 71| & 1537 (market
research) &= TR = FATE Q5 BER el el & UHEE(Old Testament)e]
= el zzhel jo] 2fgRe] [7hhaki(Canaan)e] Tiggst AEYS SIS HRFEE (nter-
viewer)& R 7)7=] gl vt sl gl om [F7 [(Fugger) % [#x=x)e] = |(Rothchild)z!
= WARES 259 BEAERIRE %A (far-flung organizations)e] &R Shel TLE9]

Gl oA £ HIRE HET & YA SeY] A SRS 0E S o) E

SrEEskan gl Aeleh

of LR R ool =gk suitisfkel §lEdl 1720 4 LI R+ SEEPFORS izt
2L 1EEho) o) Fol A 4wl & 1752 4pel = BTl TEOAE M (political arithmetic) 2 ¥
A 8 BuAMEE PR3 e o] & g (homestead) 8, IH, W Soll wIE HETA)
Fiel Ao, =37 o] o] [k~ 9 (LE MEhietx|d J+= Hifeibmigst oldlA i
EE e RKEEE HFEhe 3 1754 4R o) v TEEel Al ARl B RS &K
B, RO HEHE BIER o) Folzlor WK, B P JECHEREA o E H
Fetrl = shgle, @

1656 fE4E] 1778 420 o] = 5ok [ ol A& SMibbRe] Hidk, JE¢ B #5ISWE
ol A} Al R BOR (sample)el] st (awks JAdd6) o3 ENE & oh7] = shgl e 2

19 fitAgel] o] 22| =% )8 HEd MepEeps v awha |9 Mg 8 HIEd 9
EE dlEehglow BUARE (sampling error) & HERIFS o MRSkl To] & 2
Bl gl e SEIARNHUES 18] BAHHIAIRE A e ot [=%4] 3 WEH

(19) &K #4555 26 B4,

(20) Laurence C Lockley, “Notes on the History of Market Research”, Jowrnal of Marketing, April
1950, p. 733.

(21) Frederick F. Stophan, “History of the Uses of Modern Sampling Procedures,” Journal of the
American” Statistical Associations, March 1938, p. 14.

(22) Cf. ditto.



ol kel A WLk ke D PR SRFI S Qe o] W 5T %48 Frederick
Deplay 7} 473 A Q1w 222 |- BER o] R}l HKitBRE e (family budget studies)
ST LIS MBS 289 P HIoN B (pattern of income expen-
ditures)& ¥1s] n4t sk Aol v},

EEQ] 795 w3 Hamisburg Pennsylvanian o] = Delaware 7{72] Wilmington o] 4 %
gl olgk fii(straw vote)r} P S& FlF(LEaL ¢lar 4ol Raleigh Star fgi=
North Carolina o] 4 47311 €459 BOAMHRIN-E ilEslsl vk, 1840 2 1866 #7i0)] o] .= #j
&k B, MMM o 23 MRE 47 $18 EHYFHE (regular census) 7}
T oL 7R R Al S, S8, S5ERH, 2 A 23 B)EE 53 IR
A7 dal 3l b WIS LIRS = Massachusettes 3! Pennsylvania Ji{7} 5] fr) (stati-
stical bureaus)-& BAsHg) v, &9

TGS WIEFRY BfEE 19 fiigdl olme Aok W Xshsleh. & o) Wiy i
Carroll Wright el ejste} oozl 1873 4FS] RyHlE<te Jadfeel] 4d HiAHE2 @
F gerl EfRd Flst ”””’Jﬁ’\ﬂ- (& el A = o] ol wh, 45 1L ZRIHFIRRIIAT
o RfAd = sk - AREFEC 2R o) FoA ek, (& B9 Metropolitan
iR ity REBEAIES Eotd 200 EEANTAN A LEIHAE sl Aol E

1% AR = JeeifiE e A28 BLEA =ld el o9 il Croxton B Mark
7} Ohio 8] Columbus, Dewhurst 7} Philadelphia 9] Tupper o] 4 83 Zo]xf. o] 18
[H]i% (survey method)o] AHERYQl HiR= = 2 2+t

il A kAT AR EGHHRZ (Public opinion poll)7} Hiffiite] <shA  BifTiol A
Folzl=vl ol& HJT Wl HhEREEHRGS BB & Zlo) . Literary Digest iz} 2E
Loz HEAY W{HEE 1 ek 22 vk o] JfRle] et
3] WS 1 TEMEE 18794 [ el slok ol YA TR RERL
1 N.W. Ayer & Sonijitr} [Rakiids<) Nichols Shepard Co. & %18k Btk -&
S5 IREHLS Fote] BMAEENES T Aol & ¢ Y. 2 ey F2
B FRbo & 3 REEEDe] o] F-olzl =l 1895—1897 A A
B PR N5l MATMSS [RES S5t ARRMET o900 o % @
753k Walter Dill Scott += 1901 4 Chicago ] [Agate Club ¢ £33 FEHGTHAS %75}

#] Harlow Gale -& J§45.0,

(23) M. S. Heidingsfield & F. H. Eby, Jr., Marketing and Business Rssearch, 1962, p. 2.
(24) o} LEs Wiyl §l=p, Heidingsfield @ RBhby o z#dte] 93592, (Cf. ibid pp. 3—4).
(25) Ibid. p. 3 @ R.M. Hower, The Hislory of Advertising agency, nd. 2ed., 1949, pp. 72—74 24,
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1910 4Rl o] 22 A of I HHHRAR-D EEARY —BRERA RS IATESTHS
o] FRlel ofd ffitlo] Hikhgi#Z (magazine readership)& WESH] §131e] G2 (com-
mercial research) & Fflisl gl vt [8hw] = ASERIA & #8# 207 (Bureau of Business Re-
search)-& AlREELSl =8 09— Y- ANELAIIRE (retail control problems)el] 3t 5%
& sk Aol gk 191146 Curtis Publishing Co. & #f5iifini (magazine spase)& IJi5}7]
S8k BHAlE AlSesl 23T #RE 9] $15ke] Charles Coolidge Parlin o] 245 ol 43
S5 (Commercial Research Division) & £3%stol &u] FASEL, &f, S, HEIIS e
1ficl) st FARIELMIR4 (door to door survey)E L0 E FHESF oF. 1915 4ol &= Paul
H. Nystrom -& £ 2 3} HEHEA M7} United States Rubber Co.o] il 9o, 1917 4
ol C. H. Weld 7} Swift & Company & JH&ME Al 4I5S ).

S RE EIEEY e 59 A7 B o) TRl sEIE#44S (Department of
Commerce)oll A 178k Fr1=| ol gom o] Lifk Wiks WMzl iEmslr] 2 4t
ofell BiRE ZCMkel 1T 7] Al 2Fshe] 2%l o] 23 gl Ao Hen,

(2) TERAEMET B

a) TGS Pipsr:ee

TSR] Wehe] Wel Al S-S o BT BAOMAS S S R B Y A Q). &
KBS RS 5 Mol B HAMADY &9 FILS slelvhy] Feto s
A Teble [HiRE 1Y) ee $lel BIEYWEES HAshs Aol g Wiyl —en g
=y

AR ol v kRl whel 7ol M¥EH-S FHPIAILY) FIATES WY 95k &K
BEH7E B v 2o ohdlel 2] MIEMe R S TEE o M

T el #8249 AYL Ziheleh. KEPEe] Bk IENER E LS
71 A13ted & o] W Q) Sifko] FerEslx] orowd qbEim| o)k T JREIEAHEL Ao] =k
IR PRI — I8 DTHRR oh5 Wy SRRy Sidde] 9ol A= Ml =) |
BP0 AEE MM NS DO GEESPIHARS IRl Ak BIEIe] A Y ikt

(26) Frank G,”Goolsen, “Pioneers in the Development of Advertising,” Jouwrnal of Marketing, Vol.
XL, No. 1. July 1947, pp. 80—86 4.

(27 o] Lifge] ididl wetd = HE rm% E FrR iR S R I TR M E B el ) 3 S By 0¥
PARAS BT, PR 544 258, 1965, 6, p. 84 2.

(28) 19 #ipel Wsled = FRIE, pp. 86—91 B,
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HeliE 71 Sheh, A TSGR S ABIS  . 2 S50 A
o MBS PRI S ok 4 Bloel, oo LRI wHE ARSI

0 @ ) Bo] il ool ohul ol

spheb A Fiiigiaet RURRISE-S 913 Sy BiRe] shtelel - JERIYIEHE S $) 31 A
= MREBRS) el B ARl slel vk el fifi w obw®] MWl GEEETSS] o
oF e AlemA o ke IS Mok(bsha e M SRS AR AR

& $Efishe Aol eb o] kel o) iiEE (business plan) el i Hs)

() JHEmien A - e

WBEINARE abmiol A ) A old) fugsdl b MY ML RS wRe 4 Wl &

i (el | BRIl ANy 0. R MMkl 55 Tmarketing research| LISl #14
gl Ao wheb@. oleh 32 HaR ML L Wzke] Wil el HRbEl A Zeha

R heterogeneity) & (IASHo 24 BIZEHS BT WAL Skl —imol el
2 el 3 A EelAL ohW A pAe W] Wil w12 simel gk
spo} A o W] AYA VA H A Feleh 42w,

olx| o= gk WiliY —@E 5 market research 2} marketing research‘”’{} [ -l

.05 [l —jie o) & fiime] wokevl o], AMA.L jEagel A F iRy
ool il moglor MR Hi—e] s Nk W Mgk w9l v
8l market analysis 2} market research ' markeling analysis ¢} marketing research 2}-¢)

o o lie] TrfEglel. iAo Mol HHAAE A Sow Wifete] - g [Ee] (P
White)= [Filitgorfirel 2k withiel M) s 3 452t ol el BUR-E mIEAl o)

ol

29) A. G. lrvine, Marketing Research and Management, 1983, p. 1.

(30) W. M. Fox, How to Use Market Research for Profit., 1950, I [15%:dt, p. 2.

(31) market research, market surver, commercial research, business research, distribution rescarch, sales
research, markcl analysis, marketing analysis, sales analysis market {orccast. sales forecasl, market

inform'\tion

(82) o] MEO dEinel SEESlE MRS Zbd Ssbm JLO] iRl eka e ole Y4
#tfy o] HL.

(33) A.M.A., Committees on Definitions, marketing rescarch el = she = 53] WiHGEL = 5171 =
3k}, “Definitions on Marketing Terms” M. P. McNair & H.I.. Hansen, Readings in Marketing,
2nd. cd., 1956, p. 66,
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T TRERO) WS B MRSl RHEYEEES ke MAISE Aol hieveta st 0.5
T aRARS) R MESsE S Sha QL o)k ok marketing research & Sy (sub-
division) & 2z AL 9} vt

o] 9} & JUFES M-S M) SIAE olf MRy MHEHE.

(¢) hfBmiNA & EHE

TSIA S YRSt L RS KRR Byl vTel whel M R e §iX %
ob, Pl Y A4S —reR A TSI v R wRe dhninel
Al (market) @) Fiel A& Ae] bzl marketing research o] REURE A Zbghe] Ksh
& g B EEIAE LR Sl I A PR T REstel A

o sl o] 9lA e Aolwh WA kBl A S ETHAEL B
fyalel Jabed LEERgay WAl FA (amateur) el A &) 2L HEgiyel et g 4
e A ol

23 ol 5 (@ itess el = market research 7} marketing research w.o}. Bgagea Al bl

A97L ghir) o)l %0 :rL MEBIa WA Faskldl Kot ATES Ry BUN
U AL me n A e, ol ma WEEEGRS o % iEAsh Ll el
TZR] HMIE B Mo Muiibke Bl IRRzelI —EE ARRE RpEx] %o
A ahele,

(b Y7ol Al B

I PIATE A RN HEES aEstead o @RMEE T 5 dt

JhEE 7B Sleh, izl il B A Aol e e A R
o wial g g Wk ol e} IEEe] Jlxlw WA REIe] Thx = WAk
$19) Hfrihel A olFol g IREHHLE: AWkl R s B WTHINES, WIEHASES IR
T P e s RS o WRe R sk s kel SiFEg (boundary
area)$ FEEH| EIhe] MR{LIE ¥l Al geh
o) g HE-S A UCEMAERS LRI IS BlES A 23 H = —
o] YA ot KM HEEME EAER (pragmatism)d) YLMTE BIEHL B W)
gl —ikel HERE glol ol & PEel adfndtel sk Aelwk & 3l& Aol

(34) P. White, Market Analysis, 1921, p. 2.
(35) ME=, Tv—2r 7 Av 7 ))—7F], 1962, p. 37 B,



ol o} - Mol A HSTHEAIATE MBS HAEQ) oo v sae=t e IO
AUSER Sho] HUSSHZEMT: 1 BURMEUELIR] 75 7 ool okeAo)r)

(3) HBHAEMSEILE ?I18 HE

Llbol A R upe}l zho) TFAAM-L MaEl BEE R MuEa Yo} o e

LZI3% st T4 BALE = 2sta gleh. o]8h 2 il 4 LITolA e kgl e 2
L A S) MRS S AIHEE AL TSRS TRTERESE o EEEY e &

RIS A0 R WRSITIIER & 71 2 glow] o]x e} Be s i
FARNY ol 7kAl Tulol B i -2 s vhel el SRy eSS ol et ks
NiftE HMREKEANYS Ry kel st g ih@hyTiEel Folth et
Aol RERIYIALY BGANY, e TERRS i sk ol el AL
OBMEE) $1oke] ] IR 4 ol WEMEREE WSl GRHIE ek
st Y& zlelwh

o] AR 2 SETREC] QEKS slelw AEY IREREISES S
i Epie I E T B IHE (decision making)-g- 5}x] orow vl EIEIEL-
[ problems)el shel & ) 471 & ALH FIEEE FagCobective) & Lo ® BT
T U& AR RREEE 7Sl HEIE Y. R3S -9 AR (uncertainties) -2
BRG] REETEEE Rheet. EETYUEEED e ot M REHEY S o)
B I IRAETE A7) wo m R RS B-% InEE o]7le] BlfEd A
Zlo] opvel ARk} sl = Aol ma o] EEhH:2 oS Wby k.

olob zh-& Wl AREske RHEEER: chske] BBIel Ao EHE $lelel kol
o) gl [FREE WiliCestimate) g S| okovd gkl

BUle) 2 RAHRY HHESE o9 WBHL e —hE) MIMMNELF o)L 2
HIWE-S 48 iE8) ey 5D oW iGHBE (course)-§ IBsl= Aol 50
Rzl = A7k fhig (imperatives) 7} {usp) €407,

(D waET HEEENS)

@) WA AW el A e

(36) H. V. Roberts, “The Role of Research in Marketing Management”; P.M. Holmes, ed., Marketing
Rescarch, Principles and Readings, 1960, p. 5.
(37) Ditto,
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(3) HEyn o] T KENES) SIFNGR (order of preference)d] i

o] eadatHl L T MR = SRR el kel iEEBEel
Al 2 HERGely] $18he Sl ARERE IS TERE ol WAl KAIskEYL Sl Biigl 2o
o}, olwol & mlA BYFRVEMNE PRAISHE ROBTRETO] o]t dREE] L] fuieshAl ok
oml opmh, ol Ao]ok whE AR slel Ao WEES 19 R
o)}, o)g} 7re Rl A iliFE e MiigiitRel Wk IEMESE ade AlEshe)e
olgb: ALY ERINREES & F %= slolth

]

o= I frdsgsabo] AYWLE 1A AR e ES RS )
el o}

ol s} 7he] sl HUERL AGEELSEC] WSkl Y.L WS R RS S
ooz olv), o mER FiHIHA Onarketing research) = BSEAYBIE 2 fEJel WEhe]

A E Foyd HEE ek thewd okl

sluskal fiegke Mol = Jol 2k Manitelv] iRflfine sl = fhishAl .o 2 ArEi{ke) )
Wkosbd agles F [AbIE EE BB 5 AEK] HES L Aoz s o
Herenl-g BEplshs HRMOMEE 71271 4188 JLE vieh Lol WUIEEIEENS Jik
(R (e RIS B A5 GEIMEES ARERAED oslel AME WA
iy S REBE ML Alx e WEET DS B Rl el Fe e Aolmm vl
FIHMe FEETe 2 Aa ¥ HivEe] RAfEste] wela ikl mRHMY

Tl SEETHES o BR1TEE A g ¢ 9 Aol

e TSR o AT R o] ol T MBI kel vl HRRRIES
RSt 2EEHREE e & 9 gowd ke ol9h 22 IielA HiakRt vhe)
A Pkl fERER vk 2R Aol

e} — PR LR el ditge Akt NiiiiA e ST W YA
it T EEES M Bl Dskel SYTNe R Bigsta iMEehe 2l
sl o B BikE % el Ad B ik 2 fii(performance)o] SIS
S il LI R 22 o] HMRMFME Y WA AEE ¢ YE5 ok & e gl
P e WMl ALSRGEIES HElE WTEme 2l RSt SlehR BE 7 6l

(38) Erich Schafex Grundlagen der Marktforschung, 3 Aufl. 1953, S. 6.
(39) American Management Association, A Company Guide to Marketing Rescarch. Report No. 5, 1944,
p. 7.
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o oh A& el A HWMAIALY Tkl ol el BdMBIMOHMS AL iR
TERO M) B Al o R s e =) RRANS KESY L A5
T FGERGENGS S8 FEE - KRS SEUES $9 AoRleA Rkl 3T
OGRS shael & 4 9 Ae)rh aBl R o)k f¥ko) Y Bv HiNe &

Srnhe) AEYL 2 BEME W) EBMLE RESHE =) 9lowl o e maEe 4
i ReEHEAET QUERYEIEATRY A7t —Uel &'t

ol o} A& FEMel A fliskel TBHBGH-S REMHES WSS st
Hzrif (business research)ol] 2.9] FHBINAEE HKatx| erowd obsli Zolwh MK
o TSNS REN ISR A s M AT AR fR e
A MERERY —TRARHoEAY WHE S5 "

B AL o aslE RS Baw e Frbd wpiel)
& gket.

A = CEIETS RS FMMAMAE SERMINAE HIA A WOH, R, M, A

EMEEEE EEEht ol fol fAAGMI R R o] —fie s

BATE = ol ml YR ST ASIUEIGS BT 4 IO sl Al &

HTENGO] w3l el o] ol J (R ES T3l & TTBHE S A = [l v 3=k S8 ko) 77

BU5HE Ao ops }éﬂnrﬂf(ﬁﬁét&nw SRS o) T BIE S P EAR S (T

1.

O

éf;
=
s
r]o

B HASHBES old R E A )Wl ma EBIE S RE S ikl i
e A =B HR gk JiEyE o) Folx A demd <kEl.

o] 9} 7o PGS (il 9ol Al Akl may o2 RS iy
THRE b 98- vhEb B pi el IS W EaE T, IR A= A
HOHAET) TR IS Jhxlehe el A feske] TSRS BALRAE WK
T 9t el

S B WPTOHMEY TRy mAe TigMTE EHd QA JEFES) (marketing
activity) 2 fs] — MBI v o] WE ESIEE A AVl MiliE Zh2) = fRAbe) oY
ek ARSI Bk o) 5 VEBHS) kA SHIVEE Rishe MRS el

(40) Joel Dean, op. cit., p. 142.,



— 5 /17 -

2

= el ohen, el R il MiotREe] Mekel Jdinedfy M-S JhA = Mol K
Shol TS [0 = GstafDry MRS BB Zleleh. whela) THBMAREES 1
B} Mgl MebA | i@t obwrel MMl ™ EHS] BRe] shaAqx o Haknk2 M)
B e s abe) RSk andfel Qe ol dk Ml igkEhistel iAW
el olel MEIRAMINGES WIRATA e 4§ Bl Aol

LLEel A fitsge] TiiGaFeet iaiiae PR Bl ASMEETEES Mg

A A9E & A

(D REpEme WE
bl whel] 2wl S E#s(business research) @l {dkifato] BLE S-S S8l
fo® HEske BifEel vl SRR IS SRl AESE RS Bk Al
(o 2 sfEstaxt & FEsl = MEPUES s BHE fILhe ke 24 o) &
Foar ol 9ol A9 Hik(auess work)elr} ) T -(rule of thumb) =] I8 (waste)
HERR: ) bbb my] SRS RIS BAES RITel Ao

olm fifiEtel A fEm® v} AV fiAig i Cover-all management) Q] {yHA{L W] FLE

8

b Fhl0, e, el RIEE Eall o] Felxw 58] o thel Ak FHRRm) [Fa
<} jElo) FhMipEE el RElE E G¥ae] RS BHRYAE Y Hlo e =
a8 EAEERR bl A B G- fCEETEle) Bk AR o) Bl —RERARHAMIA
ol gholAl f¥eisato] HEhel v BRIVl ASAIEETY MBFELE E8ld Ak
fEsk7] )R Al BUEly M2 & Bohe Zle] B o] & iiEHhe) #iTs 4 L
giiell {pik= o of gkt

HR BEE.o.5 o] ol 2] i fKLRHEINES] EHEMIN A o SRaEEE-e wl A Yy
TEEA S FEBERNITL BB FAERA S RO PAIMEIA 5 AJgel 18l (i (situation)-&
)i TERREELO) whah BIfREE WALS AR she b W RMMEE S gleh. ddshd
Bge) ehe A willhel A% Xolel ol HEIAREM-E AHER sk W 2l
£ E3}E peel st wheba) sEe] WAk IEMR R (oA S Bk e i

UL AR, NigEEe ~—r 94wy w30 Ay M, ARIERSESE, TEMNE s
1950, p. 175 B,
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99l 5 ShEDe] ol FolFA] gkl o)k FlIY) A% HiRA s AL PIG
o ghe.zd gEAS) REMES NS Wl A% el

Dbk 28 kol w2l WAL EEAE) (MBI A S8 WA 3
R Wi 744 e

l

G AR GRAME B E AL T AEIG] SN o5
oA 7)ol Wl FIfESleE. W mR gEIRA fiko] HIEShe) of T BRI (environ-
ment situation)ell FE P A Phod bRt vhgo.m ool q BT i
Mty oz EEsts) $17 FRel gt %ﬁ%ﬁ‘ﬁﬁﬁjﬁ;ﬂ gelobuk ghel, o] AL (business
situation)dl] I3l FHAC] ),

B R EERAE SRR SHEEEY WARE KR 4 9tk 2w
AEERGET S ki o2 Hfretel EHEAYFHZ (qualitative research) o} TEFIY)HR (quan-
titative research) & vhRol Al vk, o] & HErshd 52 39) - WG MFS BN

ﬁﬁ Hz ) JiE £

N % [ﬁf_»m AT

B fe B W # LM RIS
BT SRS et R 2

P.R. (public relations)®] Z:%fgud] Biat #ize) & 4 9+t

B ey Fge 9 T e D PIBIeREARA R 9 T, R, B,
A ZAICEIRS, HERR, WIS 9 HA, BREET, Dl RS a2ke Hivgmsa —
19 S A = B B3 JREE wa o3t HRY A dd vhe)l ke o
lififest2l efowl qkElvh. fiad BTl MMEHRE GV FHEDMS WREARL 5k
skl & she] kg HRET A Ao B A= B gke] Rl fkkel A
g R FIE(profit margin)©] M-S EEA] obg 4 glowl PUMBHEER JFRF (patent)
FRERRILS 4 JEIRsta 9l#) 23k Aol olv Hr byl WRBRZY RABEHIH S
BT 5 deon B2 RETES B gk e -2 L (moratorium) 2]
HHE PRl o2y BHREMY BIRS HHETE dE Aol
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SETENY 1R foll IS = Blolel EEAVENA - Mse) Rl =
SR EH ..z Kol 72&@:5201 I b BB sl A Adee] LEME
W 7 Jv ARTESE AAY H2 BERESS /D ool e
W Hubom gfifERe | E TR BRI AR
e E o] RElE R TR RA RS A T 9ol
o ofwllel]  FRREREEA (U GIET! B 1l SR 2 (Rl S
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Ak B PRSI, EERERTBI (industry competition)§- F-3ke] 1 R 3
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Eote] mEATGe ol B ezH e3E (company demand)al TSy (market
share)-&- #idgke}. o] & mRAWENIE & & o)
ofell Mishe] TEPRIVEIN =z WFe] SREIIRE B faiol o qb vl =] s, o
TEG G M, REMAEZRA GG o't KM, IR (consumers’  union)
PHE A S (consumer’s research) s} -8 BEYEHMIC) 918l ML Sl €9k
WY BRI WheEl o) TR 2 4 9l
SR ol gk ARMEIGIA AR S LAYQ] KBRS o) RTES) s

o] & RS AP HIESle] iG] sl 53 3ksh e
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AN )
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PR IRRE-E — BNy o 2 5 TR AE SHEE vk o) B g iEARREE- e E RS
1804 = EHIATRERY o] ot Ao R ATEEE] Al R HIES e aku) ) By

EHET BEMURAES BEKIES TS 5 JoB® o]& HHAIREH: (alternatives)
A FRERYe 2t & <= o) v}
SRE OB ERIMMAE-S Wee] hehn o] S Hhbel BHIESII HHEAYEIO) fIie
RG-S Sh] $19) Teprel s plzdel WREEABIMS) BN B MG
iy Wfel MRELE I (marketing plan)-&- 85 o] #IMS] VERIS (i) Skal TR
ol et diFel ob-ew WIRREIel R REE WA A Qe ikelty. mwlohe] %
RS S BEITAS BIIERR R SEsAl 5l o
RERETIR A O = T84 (audits) [Bh= AR 455 & s agee)r. EEe Mok
KEZ@JQ} JERARS] Mol Wi (periodic review and appraisal) |42 8 Eslw [o] = {4
TBro B A &t W MBESS EHEM Bk (adequacy) B PiEsty) 4l o
= o] ghow AJ) Wizl AZEHAZ (manpower or personnel audits)|ehE-x] [ERI 2
(physical assets) <] TEHINVLERGHAL o] A W Aol 4 2 % A= W) ol o) )
A8 il 5 R 5L 9 Aol ehun

o

vl o) O R HIAO) LY sy Heriat (alter-the-facl review)ol] Iy
feste] ImTERS) B (veakness) & RS A w Ao ekl g Jifiel] el A & Ak
[ty Mool & e Wi =] G #(alternative marketing decision and action)2] HH#@IRESY S-S
WMESh e AR E JEE S o) e 16 = Higgell ) Feo] o) Zlo] HGEETIRARS —Wikk )
2 Tl 4 A& Zie) v

r.

EL el 2] AL uje} zho] fgasy

= o] olulel ARy FrEEEY FEIEREE

el s [l o) e SRkl R HERste] -2 HIBINE-S kgl AesinE
AR ol elell ffEsle] oF &k A Ql7h?

(42) Abe Schchman, “The Marketing Aundil: Tts Nature, Purposes, and Problems,” American Mana-
gement Association, Inc. Marketing Division, Analyzing and Improving Marketing  Performance;
“Marketing Audits” in Theory and Practice, A.M.A. Report No, 32., 1959, p. 11.

(43) E.B. Reynclds, “Introduction,” ibid, p. 5 %"

{44) Cf. ditto.
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WG REwm ABEREE- WHEREAN sk BTl fEdstast shet
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gy oz el SRES TTEERE RSO TGRS e 22 4 e m
ks dEUEEksL vk o] H¥iE KM AFEEROR IR (National Industry Con-
ference Board N.IL.C.B)o| Al FEREE A ole] o] & 454 568} zbr}us),
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{45) National Industz'y Conference Board, “Organization for Market Research,” Studies in Business
Policy, No. 12., Part 1 “Industry Experience,” 1945, p.4.
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ol Wate] I (Luck) ¥ )9z |(Wales) & 85, W&, Mol M=) 1EH)
3OS siife R SyEESkaL 9lat® Txel= j(Boyd) ¥ 4 2B % |(Westfall) -2 t}-g3}
Zro] TW4yskaL glettr.
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B. FERsE
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oldl Al wlFo] & owh GRS e Tolol ) MEskAT) IR BRI Widisl e

(46) D. J. Luck, & H. G. Wales, Marketing Research, 1952, pp. 8—23 %I,
U7 HW. Bovd, Jr. & R. Westfall, Marketing Reserch, Text and Cases, 1956, p. 5.
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R o B AGEE EE o Euk s obvlveh Al T RSEIBAe] MRS =Tk 1¥ak
o A3k 2le] v,

TR Az EER IAEARHE-S (T-nyel Aol gleh. e ARAEITEEA S TS &
RKARAREH:S AUTERA Q) AETHE -8 fHEM Metosa HEiTE o
Fhreb ogle) EHEHITL ARSI A e Wik bS] IhtEste] S-S a2
AL AEERAEREe) RN AEEENel MBSl H o RIS B E YRl
A ABABCR AR R R et H 9 Aol et

23 B2 5 EERES BENCE RERTR dv fkelwl o ek fHkF g
HRRA) A BORRES ShaL FEIE Al dTE R 2 EARE Qo o d 4
et fiEgelad BEEE Rl #ESHY AEMES MEE Fol BB E

W edeitel FEohn eAolet @ 4 ol ARl o9k 2 WS WAL
rewjs) jol ostel M 9ok 5 o] @ MANGHMICorgan of socity) 024 it

@7} ¥l A EiGR BB AAelE Zl(wealth-producing resources)-§ JETIEEe] HFh
A {HEsE s A o) e W

o]of o] sl WAL ERAYELE TAA HEshd ARl dEikaEe ey
ZEALES WLipol A IEESHAl I E R (consumership) & FFligkebl Al IREHEET
M- I 7hx) 7] 0he 4 SiAlE = Aol wl,

IHERIETI RS EEE NSl REE-S BAE T (consumer demand)o) e},
B 22 RIS G lEte] s ekl FHEIFEREATRA 94 Sk

(48) i 7 (markel research) 9k W4 % (marketing research) 8- {uifisl = LiigMezq 4 2%
Fafge]l HgE]olol & Ao} A A= ol & PITEAYC 2 B
(49) P. F. Drucker, op. cit., p. 37.
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L Summary>

On the Systematization of the Science

of Marketing Research
Won-Soo Kim*

1. Preface

The science of marketing research has not been developed in earlier times
because of its specific character resulting from the modern scientific management,
It is, however, regarded as the most important sub-business function of modern
consumer-oriented business. The fact-finding function is the basis of rationale
and scientific management, because modern business performs business activity
in order to adapt creatively on the environmental features of business enter-
prise.

If business executives could not understand accurately the situation of business
environment, they couldn’t help to manage the business on his bunch, guesswork,
or rule of thumb, in order to secure the objectivity and rationalism hence of
business activity, it should collect, edit, analyze, and evaluate the information
from all the aspect of business environment, and make the most of this inform-
ations for decision making and planning course.

Modern business functions are executed under the course of planning, coor-
dinating, and controlling, Planning is the first stage of business action. Plan which

is formulated in the process of planning, is used as the benchmark of controlling
business activity.

The science of marketing research, however, has the great emphasis on business
management, but it has not been systematized and developed as a branch of
well systematized knowledge, and thus the system of marketing research have

come to get the character of heteroogeneity and accumulated knowledge system

¢ The author is assistant professor of business managemant, College of Commerce, Seoul National
University. He is also research member of the Institute of Economic Research, Seoul National University.



without order.
In this sense, this treatise intends to scrutinize the essential features of mar-

keting research function relating to modern business existence, and formulates

a tentative system for research function and marketing reseach.

H. The features of business orientation

Modern business is consumer oriented one. The function of production has
originally been performed by producer-consumer in the time of ancient Self-suf-
ficing economy. Then, the consumer demand regulated the quality and the
volume of production activity., Thus production and consumption activity was
integrated and performed correlatively under one economic subject. As the
economic scales and areas are gradually enlarged, the self-sufficing economic
system transferred to other-want-satisfying economic system which functions
through the exchange activity. These facts suggests us that the production activity,
which was integrated and performed under single producer-consumer, is segregated
from him and committed to the business enterprise which was organized technical-
ly through the process of specialization. In these circumstances, the producer-
consumer was divided in two different economic subjects, that is, producer and
consumer. Producer engages in production activity and produces the goods more
economically and the goods are exchanged and distributed to the mass-consuming
public and are consumed for sastisfying others’ want.

By these fact, we may conclude that business enterprise should he devote to
the consumers benefit. And thus business enterprise has the character of con-
sumer orientation.

In a more narrow sense relating to specific business enterprise, the nation of

consumer is substitutes by the notion of customer to whom the products are
marketed continually, since customers are linking through the marketing activity,
customer-oriented means marketing oriented feature.

III. Business activity process and the necessity of research function

The targets of business management are in the attainment of business objective,



hoth social and individual, Business enterprise is not isolated existence from society
but is the existence of society. So the buiness enterprise should accept the
social restriction as business environmental forces.

In this sense, it may be possible to define that the business management is
the creative adaptation by a company to its changing environment. Social,
political, economical and cultural environment exerts influence on. the company,
and the business executive must use ‘the means of adaptation available to guide
the firm toward its most profitable opportunities, The means of adaptation are
each departmental function.

For the purpose of maintaining rational and scientific management, plan is
utilized as a guidepost of controlling business activity, and the standard for
evaluating the business performance. Plan means the blueprint of future business
activity which would be performed for the sake of getting the creative adaptation
to its changing future environment.

Planning courses are made up of several steps. In the first hand, planning
function requires the decision making. Decision is the selection of some course
of action (or inaction) to attain the objective. There are three imperatives in
the process of decision making: (1) possible actions must be recognized; (2)the
results of different actions must be predicted; and (3) the order of preference
of there predicted results must be assessed. Research is potentially useful at
least for the first two of these.

The research function being performed for creative adaptation, should cover

the environmental features as well as business capacity,

IV. Review on the system of marketing research

Marketing research functions are usually viewed and treated as a marketing
sub-function and its findings on facts are solely utilized by marketing division,
Forecasted sale potentials which have been estimated through the marketing
research function, is used not only for the marketing planning but budgetary

control. The volume of sales forecasts are embodied in marketing volume plan



and in turn regulate the production volume plan, finance plan and personnel
plan, etc.

In these senses, the general notion on marketing research is very narrow
and missleads the essence of its functional features. Hence many students of mar-
keting research have defined the marketing research function just like as a
molding clay, and added and changed its character without any consideration for
its scientific systematization. And thus marketing research functions are usually
misunderstood by its ambiguity overlappingness, and heterogeneity.

As a conslusion of this chapter, I dare to suggest, the new concept on marketing
research function:

Marketing research function is a sub-function of business research function and
its objective is to reconize the accurate market situation for creative adaptation.
[t is done by business enterprise not by government or research institution, and
its performances are used only for decision making of "business problem solv

ing, not for research study nor for others.
V. System of business research

Business research function is a function which assures the objectivity and ac-
uracy of possible, future business acticity, and it enables the business to attain
the business objective without the threatening of business risk.

The systetm of business research are made up of two major categories; the
one is business environment research and the other is business capacity research
and it will divide several parts according to the sub-function of business function,

such as, production, marketing, personnel, finance, and office work.

VI. New system of market research

Under the system of business research, the old marketing research system
separates two categories; marketing environment research, that is, market research
or demand research, and marketing capacity research, that is, marketing activity

research.



The findings of these two researches will be utilized not only by marketing
department for attainment of creative adaptation of marketing aspect, but all
the other department of business enterprise indirectly.

VII Conelusion

Heterogeneous overlapped and non-systematic system of knowledge on marketing
research functions, is thus dissolved into business research system and will occupy
the place of a branch of it according to its principal utilizing departmental
function. And it will be separated in two categories according to research field:
namely, environment and capacity.

It may be concluded that the old marketing research system would be purified
and constructed coherent system of knowledge if those preceeded discussion would

be realized.



