Bk MeEol o a B &

R

L % B om

@ b

1 E | . EEBEY NES] RERE

—

1 fkEg) K& LEHE 2. eHddan MESY RERE
0 %2 dehel Rt 3. FRERN ME KENE
1. 2 e REmE - 4. ab@ey fbny WESY FLAE.

2 EMEET RER BB 0 VR &
N RES AE e

O

BRAL BEY #HASoA EiFZsln gote FRE T A0l S99  4EASE 44
2o RE4S ddAgE AXNY HRE T Qe #eolvh ohdlel 8 w4 e
TVE A4 BLS =8+ Aol Wiolzm, et FHMe wolx REME] EFHmEH o
2 %8 € AEE AolH, MTHAL AV BEEKE 43 & B K& HHks
FirBERET EI oA 5 KEE A2k BER SF3Y e A%l A
A E gob, $EE BEE A4 AFE F 9t d&sEH Fo dx dsE VRA st
geh. z2As olsh 2L KES RABRE JoslA a7 AL g AL Fkslok 3t
o, A 19775 $Evek Sl ZTHT RERE 1L,000BY S Aol RERTR] A=
¢ mEo oA (IE ZaA sgch. 53 19806FE = RREML =l ARE olete
BRIl Rl A = R RERST 2, 752(R4M01 Y He] GNP 0.78%2+= HESL AA
ko glEol, 1970489 # vieb RER HEHE 127y} HEesl ww 105 7o
21.6f%2) EME KL, ol & Aotk W oo} AL WEEMS EH) vl RE
o ift o phA #Mel £EE FolAn gded, ¥k 9. gL AL ITHhI: RE

) o WAL 1980F K XM BEHREHRRA oA FeL A4,
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2 + B 3

Efol LER? a2l Bkt BITOE BF A EES TAAAE RHE 2A g
T g Aol

24 Aol A SREEA oA Kk KBRS @eta, S ek Esmshsl
EERRA =& WERY #BE ERdY, WEY BELT CEEBN fEsl odd
£ (audience) ) FIE 3 HELHLY ME itd Xew WE 5 LA MEANA B
e FRgel, @aelAe do BRI REMES R7N 214 4.

I f&¥EE gKEY LEHE

ol i@ARe] BEZ St BRIt Aolul g A& KR o] % 54 FET F
Mo oot Amoz WESL BAL MW Rolch v AREMHE BRA S
AE A BRE] FEXRE 912 setstn o8 HEAD § 9t MEold Aoju~
T MBS T Mkt AEEHS BAT T, HREL AV BHAA  EWT B &Y
T @O WYY HED BTG Aolv2E AP BT MET + A ddF:
HigHol B9 Qo a¥E ot 2enz odY LEEMS ERHA BAY
YEE 37 HAAL LEEH BREXT EEHA S o5 ERILAIA o W
EHL WASA BRIES o) ¢ ERo A REEHC BT Qe HAEH
B9 EN A ¥ o REE EHN HMS 59 BAH SEE BETO=A mEolu Aol
W2 RAE KB HASA o] RIAES St WS BN Ml SRES DL
EHNEHG WEAA Lot BEE mEH Aolul2Y Fir 9 HAE 5¢ BRI olF
BASES RATL 2 FUF 59 HHUAL BB st LR BB BES) Kol
B BRIBES BIES RTHE Aol HEH ZME o2 Gt HHEWAEHTIA
sl ERE ot ¥ 0T EEE CREB oA EHMEY T Aol

53 ARIEHS HEXREY EMETEH ol oFd FHe WA g Mol o Rof
AE Ael Uz pEE a4 AR HOM RETHA e Bl AENO S &
M=% EEsok st Aol™, L% slolAY BAE Wit HHY TEERE 1B
A77) S1ske} stobAIR EEpel vl BB BERE ASH B@sd AR EERTEK
AV F f¥ol HBMOZ HHY 4 slolA BB AMAA AF Fgel HE shobAy
FBY i Kt BEG LES A2 HE Aol 2d=z BRERI o4 o

1) cf, P Kotler , Markzting Mansgzment, Analysis Pienning «nd Control, 1976, p.26.
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BES] medl B WRE 3

Ko SEMOS EEen BEMNOZE SR FA JA Howardsl fEWstE WEF
£8 EXVd WA BREHE AEMo s BMSA ¢ 4 glod, a7 HddE
SRo] PASE BEClY Ao A ERH N5kl BAY clolANEHE RMNA G2
W gsjeel, oldl FMASE vlolANBEERY st T KEA Aolsh olgf Qo] ovv
o pREE] glold REE I REEHY EME ERE g7 L Al #AANE
RAol7] HEe® FAREYE Aolx] KEUE £FS 4223 ¢ 4 g Aolvh sk —¥l
AL REESO] AN BT MES WA 710 SWtel sloty S0, WEE BIF
H RAEEY BeNEE FONY RERIE Sol sl #Ml Yoi¥ ARl el
N2 Yo s, 29 Bz ddtd Ao B AR RER TH2 A% BREER
Y /mE HRHALE dLol slE A HP, K& A% #HAL 2 XM BES= AE
o) FiMolx =3t oirde] ERELAA Bkl AolulAE fiHE £ O MEE M
A3 (to communicate) @ BE{FA] 715 (to convince) @ #Fe}+(to compete) H T H
EEMLY BRAZE FHoSA REd R 4 A& REel 9+ Wifol ot

I %2 d=be] EEHR

1. %32 vehs] REmsE

23 el RARESS MM v HRo Bl AAL F Dol ARE BEA WK
£ FMEED Y8 mfEsgda, obdd oz AR HMUML REMAERAY ERE TR
Qe Aolch. v 7 vt Bpe) HMEES QA 2RI ol Aol gkl HaA
£ AL wol 18964 AIHR WuHHM e FHBEES XAt HEAVE AL
U® Bifel] e Al oA Eiel ostw 18894 H#tEike] MMM 4 "RMMEANT
HE7oleba ohe BEZ HES T ok 2R 1886 BMAMES KET BREDS HOR

2) cf. J.A Howard, Marketing M::nagement, An.lysis and Decision, 1957, p.4.

3) sk, RE EMm AE, (AFUATAHE), 1977, p.7 BE.

4) 2@ X, RH B, ‘REE@UFIZLOMEI-OVT", HARESE, K& —LORRLIK
—1956, pp.353—354 B,

5) cf. J.E Littlefield & C,A Kirkpatrick, Advertising, Mass Communic.tion in Marketirg,
1970, p.114,

6) &g, ANE, p.10 BE.

7) cf. M_L,Bell, Marketing, Concept und Strategy, 1966, pp.496—197.

8) EziR, AFUAlARKEG, T, 1976, p.45 BR.
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4 & 3.3 il VT

HE HEER, - 17044 John, Campbe lgrk: 171 Boston NewskLiatberifin] -2 &%) 2). #7
BIRE7 MM At Ll gl viebs SR Lok R 10EEE A M
frd Adolm,  HaolA e 18674 AkBG/h AR MBFN. TEdao iy Mote 5
B AR 1870400 - sl2 B A o gl SRl . MOES| & 4530 S5 B ke
RfEs. ﬁﬁmﬁr} —~l&tﬂ:51ngl=}-‘& ’,13}“’ R ng - BRRde 20%@} ®ojAl 4
olel, . “oon o L TFEm i
fop]e v}a}—l wm am!ul%&_ ﬁé#ﬁ-‘!l 'im&%u‘f 4xﬁﬁﬁ 1} mmm,ai de
=27 l':lr-%l RERLE (FEETS HERMCR SRR,  REMRCRIERGT D BRI IH

B SR BRI g a»mmtgz Sl S oS RS 74
uﬂ‘r—]-, P - AT B L S SERS P IS TR

melx o] Wi Ar BAAC BERSE BRI RIS R B
o MR ENE AR HORES BME T £ dE Aeleh - e o Ly

vl 18884 KK 6/ 6H E|EMo = wojdtel -EIKMEIL AANE AFA AL F
104 Zb7hg RIS HBSlE R Mt o] FMKEE AAE 233lchot 18964 45 7H
F2 vhek Be] RESMQ Wirfiblel A4 $o FMKET 4 ¥R wirsy
th WiHisel WK BEE MBS Bl oluel FE ARS S LEELE wgod,
BREEHE BEEEN AT Bz W H% &L BA, s’mi%‘ﬁ%‘ S5 B
5,]%1—,}. . f":f‘*' &~I )

2elz 190440l BITIS KR H B HE %f&ﬁffiﬁﬁ-l ﬁ%m L)J’Ml.i Eéih N +
o 42 ARl REKE 7o 4t fﬁﬁgﬁﬁﬁ&‘:a Bz BAsoE Bt mmaakvrxl
8 e FHY BRESE w ol4el ABA FsLol CLE L SFER ﬂmm %
B HEN BEL WIEAS Eol 24 AREEdod, =@ Hle KES HRs MM
o S8 ARAAE Ao, WS HEERL BE o Eol A wolAE KES EEA
Bpt ALz FEAAE QAT 202 FAAA HMEED A% 8 WLol Fob
Aol deh BEREol L MM BIHM AL 9o BEEEA BHe 9w ddd
BEFHAAL A1t BEE Asdlol WML —B NEAY FE a4 HRRES

" 9) MIEMFOEAM), 1886% 28 22HF, pp.l15—16 B
10) J. S, Wright, D S.Warner and W L _Winter, Advertising, 3rd ed o 1971, p. 27
11) EEARKERFHRS, TR RE > F7> 7, 1960, p.2t.

12) #®IBELF, RERFR, 1979, p.1 BR, _
13) #— &M, Wis —EWER] -, 190, p.56 BE. L
14) 1899% 6F 20R % WiHM, wEM em
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KES miE] g W 5

ARE RES BEHe Htd RIFSE S P

T 19104 8A 22H BHAHI vido] HEFKNE 25 BHA7 I, BYLK GHEH,
HEMR SR B#M, XK The Seoul Pressulo] MERFFS] EMK=2 dA Helatel HAEEE
A= 7E Roldtglclsl, 3- LER) LI 19294 FEAB, BEFE, #HMsE® 59 BT
€ Fadd et 1921468 FRREE A ERE 37 mafEdlen, HERL KAE
ol A REBRAL 30~45%EF &7l ol2glch. zau MEHHE DK Bl BAY &2
2 dejztel szl BEACZAE & BEET AE 4 d9-¢ Bak ohvz ®BEIAC W
He BEE Wil B At BTl 3e]'® REY BhE AGE ol BMelA HH
e WEEE AMTol HEAECN S, HEAH SMEHE BARY BEe Hise
Ro] MEKAS A& 87 alEell 1931489 A$ o] 5 HML EX ARo = Y& WS
+ HERE 24KES] 60% LEe Sz g

19454 87 158 Mg olst=l #HMA #it/l WEMEAY ooy ENESES &
Fe %S RES @R EME 149 HMKEEs ®BEsgct. 2 19566 REE Hol
B EHAT 7L WS 3, 19564 8 15H = BEHAMHAA SEHR K oo Rkl
RN FritRolol b2l A BE BYS) CEHFMEEE BRI 22z 1960450 &
mEREHsT T4 RE 2 AARSEEFEES BT A 14Eadel 23§ 33 2otet.

sl IR HBAMEA ] olo) 195440 23] 2} BE BREEUd CBCEEB&EZR
el HiBlstgov, S#ERcISE HEkiE ol Zol MEKRLS 24l H#HL dakn, 19594
48 158 Sl A fIRS SRR Ml RMMEIGRo 24 BRE 2ulr)  thiEsh
Rl vl PERRSIR EDRIAE S0l A BR] PIRSE BMEREHRE TolshA Hgich. Holof
196148 127 2Bl A4 LBuRol, 19634 48 25HOl & HIifiRo], 19644 25 6H
d& Bre - AE 5 RMHBEEER] BRE L4a, WHKRRC Adet BRT BEKS
£ ZERo 2 WA 2E BEEMA % BEw shele & 1A g 19564

15) 19014 3A 29BF BRFMS MELM RRMAA ARAY $9 ¢ 245 =3 2a Fayst
A REE MEA 7+ FMIE MY b2 Ze 2ol AT I [FHMKE £RL = FE
BRsol MBS WM, FFE Jfeshbd, MEolY FBolu BEWE B&stohud HEHM
stol MERB YU MABMILY HEERC BREY ¥, EF BHO XEY Bt HHRAY #
#e BUA A XK 2BAY FRE BHLE SUE RETOU EKEIBERSF Ao,
ERBRlz Ritt 2BERT TR REHL EAs o} EE°I BHEY% MES BHBAS
OR FMRREe) x|

- 16) 1925% 8A 18 WESA ol MMsteld THIMIRS RS, 19284 25 250 MO M BRRsEo Y
FEEL SRR WMERES WIS TR, 1939% 74 7THF BEANC KR ERA
ol MAES SEME] FERE7T BAKE MK o] W\ Rt
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6 ¥ ¥+ A

5H 125 @E &9 BN TVHRY HLK Z—T V7 d%gas wis #aded, 3%
ubel 195948 28 18 kK= st MHS TVERES He HEA sl ERe TVSY
A8 BFEF g TVREY #Rd g ol Fo= Wi/t 3¢ z2ade 2t
30% &g RSt 2ela Fele] 19624 14 188 KBS—T Vs SRR BER
& tIERA olo] 1964t A3k Bl A BE TVHGRel mesls) . mfrstgle, 2@
FEGw BE TV @S 5 et TVERSE/ &#sl mgstges TV sz &
Mol A 2k Bz BRsd $e vzt d TVe #Hbs ol & REKHES BAXHEE
o] i glth.

gz $e] el A FEERe ERstA Bidel et REREER 4Er phtEsto
195740l = MEHHS BRES FRAARTS Rof RET BAKRERE WK sto 19584
rel==zalol], 196240 H—oAsat, FEEit §e] HRAIgod ld=3eollE BRH
dne Aol AL HEYL, ERH BEREEEY BES THE RERTHE 19675
0229 §igd AREE BEG ALetn ¢ 4 glon, 196840 = Mgt MR
T, 19726 = S— 8] BEstg.on, 1974%d & BARE/T MR Dk 19754 B
7t ARG AfRozd HBY RERTILE BUERG] TR RKiffl

=G 19604k BolAA b AT BRP WRE E@sld KB4 REMEE OE
Brhzel ooy Uz,  SnHk¥ REBES LA2¥% REW, RBEX FRs
W, MEGEE BEESH T BEd o @] HREC XxBAA KM= #EASIed,
19704640 Bl AAE IAAMBEZH-T [EERE Lt BAE 493 BT
19795 &= F—a@le] Mgoz S8 Vel REFEES BTtk

2. EEMR RER #B

TE MEEHE W AA PRIME fEE Aeul R Rl AE BERES HM
stol shool, MM Wit <ot WBRES 2 EEE ST WEde fHoh. 1
2K EMMRIBS BN & c0ERe] oA MEY LABRWME A4 REo =Y B
oo ByEMEMS My 7 BED Aol shag AREAS THELY Bt R KHEA
BES $2 Jebd @RS AT WEY RS TEA dgod, 0FEREE 3- 4%
o EBRIABEMS RETo] <ol AEMEES Ko MROY AW LAE 2T
2, TEMES BELE 90 MREKY RS BREXNY HEs BRLY ERE oS
skl HAE shginh ool seb AMERS Sk b BMAEE AT KREEY
o B K D 0% RERSE SHESE 2o, s 0RBY TAY AoD BE
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K& migo 2y yixe 7

Hyl SRRER7T 1980FE = 2, 752BH o2 #iE L 9 Kol

24 ORES FEE AW BES WERT ExY ARNo= RERAES SEmo
Kitist7] #HIFE AL TR BEERE) T@shd, [AAdA Riists HRARERY Afd 2y
MBS RERMEE AARBEZRV/L REstd 1968508 HARERAEREN BEY K
RE BEEA Adedl 2 REL ¥ & ARl AL T2 Aovier £ veldld &W
E REREE S Hitehy) fFstalchedl BB sle Aol

2R (F DellA B oubsk o] Ak 1970FKY 2] et BERAT 12089 RiEst

(& 1> BR&ERY #£8

£ K |84 R0 | HEERD) 'l £ B lﬂﬁ%&ﬁ(“ﬁ“&%) HAFE (%)

1970 12,727 138.5 1976 93,500 ©  143.8
1971 15,200 19.4 1977 120, 300 128.7
1972 19,081 125.1 1978 169,949 141.3
1973 23,100 121.5 1979 218,554 128.6
1974 43,000 186. 1 1980 275,254 125.9
1975 65,000 is1.2

"HHF—-4N

(® 2) EEpES RER KB

B 7| REEEE(GN P) [ _W&ERAEH) | 70464 | GN Pol

= W ' (Geirixl; [ ﬁgﬂsﬁm Fﬁ:gg(P%) lg?l@%aG)Nl ﬁﬁﬁ ﬁgx@)b& | T Y
% W R (R EH(5)

1970 26,848 107.8 7.6 210 127 1160 100 0.47
1971 32,948 1227 9.4 243 152 197 119.7  0.46
1972 20,289 1223 5.8 278 190 1250 149.6  0.47
1973 52,383 130.0  14.9 306 21 12,6 18L9 044
1974 73,505 139.9° 8.0 386 430 ' 1558 338.6 0.5
1975 97,928 1335 7.1 . 523 650 151.2  511.8  0.66
1976 132,726 1355 5.1 . 73 935  143.8 7362  0.70
1977 170,214  128.2  10.3 . 965 1,200 128.3  944.9  0.7I
1978 29,176 1346 1.6 . 1,279 1,699  141.3  1,337.8  0.74
1979 295,573 128.9 7.1 .57 2,185  128.6 1,705  0.74
1980 350,306 118.5 —57 1,508 2752 1259 2,1669  0.78

R OWA 76 LINS) RERE TAARERN, LK H—dNRIERH,
GNPE '804A-A QY BAZEd S8 445520, S0%MK GNP WMy

17) 1AA: BEREW#®< Internations] Advertising Association, Inc, 2] BFeo)s BEE®R =

19684F o] MRS 9l =t
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s ¥ ¥ ¥

ok 104l 198040l £ 21, 65e] e 2, 752(B 4ol ol 23 BMMR] #iEs) ol ol
HE ASY 45 RER Solun 8¢ BRY 4 ok 2R (F DAA Le vk 3ol
A 1970%EEe &= GNPl wlgt RaeRS el 0.47%] AN 19755 Ml & 0.66%
2 LA Hqa, 1979%EdE 0.74%F S¥e s HRE K] EigeA Hslew,

19804l = RREE 9% o ¢ BEMAE GNP WY RERS] KB 0.78% % £
B Yx WFolch, el (F DA e vks) Fo] A T0FERA - A KD
BERS EBE 4xuR TV 1970FES] 17@UA 198058 £ 820Ul ol2a) 46f%

(B EMA)

/
(® 3> Wk RER EB
K A T v CEE » [
- R | FRAE | gam | SNFE | ggp | BNEE
1970 1,777 146.6 2,634 155.8 5,967 444.0
1971 2,812 158.2 2,630 99.9 6,809 114.1
1972 4,662 165.8 2,960 12.5 6,808 100 0
1973 6,560 140.7 3,511 18.6 8,154 19.8
1974 14,835 226.1 9,847  280.5 13,760 168.7
1975 23,845 180.9 10,920 110.9 20,800 151.2
1976 30,387 113.2 14,773 135.3 31,509 151.5
1977 40,920 134.7 17,400 17.8 37,680 19,6
1978 54,543 133.3 21,312 1225 57,392 152.3
1979 63,090 115.7 30,171 141.6 76,300 132.9
1980 82,007 130. 0 34, 404 14,0 98,945 129.7
KB = 3 3 [ & o

- maw | Toik | pag | NNTE | paw ML
1970 825 154.2 1,523 94.8 12.727 138.5
1971 1,064 129.0 1,885 123.8 15,200 19. 4
1972 1,430 139.1 2,108 164.9 19,018 125. 1
1973 1,594 107.7 3,280 105.5 23,100 121.5
1974 1,935 121. 4 2,623 80.0 43,000 186. 1
1975 1,755 90.7 4,615 175.9 © 65,000 151.2
1976 3,553 202.4 . 13,277, 287.7 93, 500 143.8
1977 3,720 104.7 20,400 . 153.6 120, 300 128.7
1978 5,702 153.3 31,000 152.0 169, 949 141.3
1979 8,193 143.7 40,870 13.6 218" 554 128.6
1980 10,798 131.8 9000 1201 275,254 125.9 _

R W—oN X X BA, DM, BARS ¢ 24
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Re] ol AF HE 9

v HERSBE Holx glon, K-S 1970FKS] SHEYUol A 19805EEE] £ 989 Mol ol =32
16854 Eolta, elee 19704 2] 26f8 A 19804l & SufBdd ol=8 13571 &4l
2n, BT 19707 s@YUCA 1980FK £ 107Y] ol 13571 £93, Hffuk
i 1970FRES] 158l A 19804 e £ 4918l ol =2 326%9) MEBE Jehz et
WA WA RER) MELESE B 2d TVe 197046E9) 13.9% 4  1980FE &
29.8%2 w9lor, #WH-L 1970FEKES] 46.8%l A 1980FEKA = 35.9%2 F3x, e
£ 19704EBES] 20. 7% A 19804EES] & 12.8%2 E9.o™, L 1970FEEY 6.4%0l4
1980 BEell = 3.9% 2 &5, B - DM - B4 5 Hfh Htke 1970 2] 11. 8%l A 17.8%
2 golv BEMMA TVREL & MESE vola vt ol % el HERMAE2AE
HHE ARGt $+= KiFol o} "

A 1980428E2] FMP RERS] HEBE BN nd (R VA e vlsp 2ol AR o
okt EM o) RIERIE 25.9% BN 50202 /M B RERE T, Ao 317
% Y 243MEH .0 = 2f70] I, {LBESFR W M/ 171BY = 58. 7% Binged, AHux

(& 4 ¥ 8% % v (39 - H=kg)
o % k| 80 4 79 4 F 7+ %

4 ¥ & = 50,223 39,902 25.9

o 3 24,363 18,503 31.7

A F A4 A 17,104 10,774 - 587

A w2 o @ 15,900 13,874 14.6

+ % 14,951 12,344 21.1

9 % 4 + 14,705 10,772 36.5

A 4 13,644 8,784 : 55.3

4 4 A & 11,981 13,675 A48

4 F A G A 10,933 8, 407 30.0

O 10,692 8,314 . 286
e . E2—0W

R Bl 15082 14.1%, WEHol 1eRmY e 21.1%7 F2 Folgou, BE Y
BFREE WFES HKY A 269 14.8% RO A2 vebteul ol A 7957
HRIO AMRE LAY MARRMS #Rol 80%el o= SMsl E3u7l ALtk 4
A3, A%, $43% 5 FERE BRSO 2 WRENO] o &3 ZREBO 2 AN KEM
EE RARRY KRB TRE 2 FHRE S22 soefol = WER KMo 56% £
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10 =+ ¥ A

ol HTE dTolzhe ¥ 4 & Aelh®
W (& 5 e vhsh Bl SOFES) MERLH S0ALR MALe LERAREEL KR
fLo) 7% Be RERE THiskd 7949 3ol A soole 1fze ZLgedd, i MR

(% 5) F0%) 2 50k £k €9
804 4l : A 794 &9 | 804 ¢4 9 A 794 ¢4l
1 e BT 3 26 A 9 A 2 13
2 & =#% A = 4 27 4 % £ 41
3 % d#° A 3 5 28 F A4 % A 24
4 g 7] 7 29 5 ¢4 3 32
5 4 43 A A 2 30 | 2 36
6 F 4 4 1 31 9 % ¥ 31
7 ] o= 9 32 d = A 9 37
8 4 % 4 & 34 33 L22dE AA 16
9 a 7 F # 10 34 W 3} ¢ = 6
10 7@ o 7 & 52 35 a4 9 4 % 33
11 ® = % 2 3% &4 4 %4 65
12 E oF A o 16 C o3 Y FEEFY 38
13 * T 4 3 8 38 * d F 2 17
14 4 4 % 9 15 39 g 3kl d 74
15 ¥ 4 _ 28 40 2 3 oA % 95
16 o4 2 4 26 41 4 9 = 3 53
17 % oA A4 14 42 T F T 4 48
18 # 9 & = 00 4 43 44 1 ¥ 92
19 4 9 4 ¥ 1 m A £ & & 42
20 B & A 9 29 45 2 =7 4 E 45
21 TR E 18 46 2 B e 50
22 W 4 % o 27 47 4 4 7 19
23 R 20 48 = 4 94 F 7
24 # 0 % 9 23 49 d % & ¥ 61
25 ¥y FE F4 35 50 A4A 934 75

RTHH—0H

BEEEES) afvel A 2fre €33, RUMRE WEESY SirolA 3fre e, sl W
B el A e B ESE. 2R TS 1ZR SRRt 6fr2, A =2Etst
Stre, 6RrQR MIEMEt safre, SRrRld =irAMel 192, I13frAR Mol 2661

18) MBS, S0 B HIIMRBMERIHHE BR.
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&S meEd B HE

2 7474 e Ao M=l

2ald 80 8 ek MERSL 2, 529 #itS e Mg SERORE 25.9%
7 B Ao2 JehdAn HRECZE o8ld slolus MEHT ¢ 4 ¢ Aol
s kabel B, i, TV, Blde & 4kt ERERE 2,261BY 02 FIEHKL 27.2%7
R Aoz Jelgdnl, o] 80K KMAEREKS FTH5 L@ HE 33%, BH# 35%
S s 2 & zbo] s} obAl s Foleb. 2oz 80EMES $E] JEl HELSRO) ®Bine K
HEES ANz TERRY SHERMNE A g3 o BEKENSL) 3| LdRojeln @
T A& Aeleh

N BEE&e Rt

1. SREBE MES BEME

BEEHE AREES ARER2 HEANAE RALRK] AREFEE ZER} ddd
YitAl ¥¢ T g€ clobAIDRES & FHA Aelvh. 20 vlolAN Rl E R WA
A& BR, =€ otolriel g websolAl stt A& folstA 7 st BERE Foke
M@ RBA BRE Mrdsl AT B9 H£a0E & 4 317l AEe] e WER
HEY-2 BRES #E A B e Aold, ekl W&t #78E #ES BRE RE
¥ 5 de Aot ¥ 4 v Aelsk. ol o] KA BT MaEL KEE wBA
EEEEN fiEolzhe BAA EREHL 3 go] BEWE 4 3¢ Aol

A K& HRRE hide AL BES BTUS. ddsid ecwdd ENRRS
£EE) WRENA B2 BN FEss 20 FEL 200 BRNCE KEHA 5
st THE BRA L oA A2d WRE KEoz &SI oo G2 KEENE T
A 37l A KEWEE WEEH A4 WY REEHS] Roslcl £ETTE &%
o gaAAE £¢L8 ¢ BKRRRE 7877 7] =lgol, 4&el £TH7 LUyl
BEBEEsA HWDS HE AAE L HAKE 5% ol BRAA 32, =¢ N
BASOlA FMDS MBTERS Wil Lol ol HBEHE LRSS MRS HE %

19) cf, HW, Boyd & S.I. Levy, Promotion, Behavioral View, Foundation 6f Mnfketing
Series, N.Y., 1965, .

20) cf. C.F. Phillips & D.]J. Duncan, Marketing ; Principles and Methods, rev. ed.,
1956, p.637.
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12 & 4

Bo2AE BEE FRA ATA g€ 4 g A, o] 49 EEE AWK THN
A% 2o AHA St FE MBS BT8E Aotk

A4, BEL THS HASE BiEs B2ATL. REe FEAE U3 TR GETE
Entz E.Fole HAYD Mgk AE A 4% rloiAY REFEE A (HEAS EH
T FE shst Eaolch. HE obd AT [fh¥kEe]l HEHRSES sistm MEEH
{t(product differentiation)4 E3 REBWF L st Aol —MEy FHFol 7] dE] L% B
iR Ge] HEeES) WRI ) BEENA HEYE REE B BAREEAA KR AL
o W&LE e MEo s HRT Pak ohizt MR dF FEEE o1 FEL #E
e MBS BN BN mAidd FRY b ok BERES #Akv BAEHRER
E M A 3L ARAES RRTosH mRY BUE LERME ETARL + 124,
olz welotel B HEMEKE 5ITARL & dt AP F ER T2 o tiHs &K
Kot Fv Aolch. = LR WHESS Mty BEY Ade —BNez HEAS
7t HERIFE sl S, EMEEST nEE#E(word of mouth communication)e] s #
ERmEEAA HemERd HMEE FRAMNA s BUR™ Fol o EEE A 42 &
el visl ML TWHE HAAIA He Aotk

A, BEE WRel ARk HKE BRidc MEL BTUL. KREE @R Y AR =
t oS MAKE ¥AT B ohidh, erdz(audience)d] L KRl A BRI
fi(sales resistance) & HA AV EE BREAA T2 %S KRHEERS @55}7*1 !
o . gt EED BE BR, A& T WEE A g A ed ?ﬁi#a-—]
R EH S HNme s BEAIA Aoz REL BRE st e Eﬁi?ﬁ!bﬂ -‘i‘-‘l-
44 o) %61 4 317l ﬂhr"]‘}

23 RRALRY sl A BMEAN A BERERS BEE T HES AAS &, “]'°HI|EJ
e 1Ky AR 1 AReE To4 BRM AmsE 7;1°1__i ﬂ%#!_i*]-—l ERE U
ﬁtsﬁiﬁs}—l HEFRREE AREAAE v, W.dd<ed T %°l marketing
managerﬂ- EMste HEA ol ook & TRALYE A B GRS holANM, AR, %
3‘1 BE -E"P ozt f3to] &9#‘3]-12} s1-1: ﬁuﬁﬁl EEE@ WEN EE 2 o F WE 7!] &

21 John Caples. Tested Ad.\remsmg Methods, (%i‘!l ﬂ. 5!1%7]- ok 2| ﬁﬁ'&ﬁ&). 1979, p.212

BR.
22) ‘cf, H.E, Agnew, H.A, Conner and W L Doremus. Outlines of Marketing, 1950,
pp. 340~341, :

23) cf. Ibid, p. 328,
24) cf. N.H, Borden & M.V, Marshall, Advertising Management Text and Cases, rev. ed.,
1959, p. 468, '



W&o weeql A WE 13

FY 4+ AEF ohe HMHm HEEESY MBS YoketAl stdof g2

Y BEL KBS BER sl L WEKEY HIAGmEo HAMEE EMtA
gr K& 2 mERS 4 RikshE Akl uvl o]t AWM oRelA HEwos
s EERA HAAL WRESY EREHC) BiIL =% FRRAME A4 4 9%
old, E3 MIMHEL AEEY REE Bote O BAGESLT BH 2 ERRAS
B2 Rz, @ NBEMES AAdd, © HiBHme BHds, @ SEo %
T RES A Gob® SA e A 54 HBE AL 4 Yorne® o g BE I
J8 REE BEAE BES FE B dthn ¥ 4 Q& selth

g4, REE BRe BT ERRY EHe R W BTLY. mRY BN
ok WM S RFsHE BERAL TV Fibl, %35, Ao 21(catalog) 54 58 Kb
B< ROSH BEE EE RREA volx Yuivl: MEm N EAN MEESS ol
& BE Ak 2L KRBl ¥olAl Hme o9 e REE BRRTY BES BEI-
FAlel, o A REE MRS LB, MR A L BE So HHA R oy
o2 MES BESES st 28 ARE 74 S Roliz BRAL BEREZA B
7T FREG S BHGA Foiehs mko] o] Fo1d + gt Aolmz olde KEE ERA
S BREHS PR T+ MiEs BESA L Aot

2. vl HIES] B4 HEE

REEHS BT ek BES Bgo] Nt WHERE 5 BEAAAY MEHEEd o
Hlol £ (audience)?Vol Al oJ2istx] BB vlAA ko] BEE ol Tol L WBHA /At
t ES RERES BRI 2d chgal o] B 4 9 Aol

A, BiEe BREANA HREZMES 2T} 03] BMGE clolAUiERe B
#e BRE BATD o8 WEAQ Aol HE82 MRT oF¢ WAMo: v B B
BEL 2o e MBI AN 2E FHIANF 24 BEUN,™ o3t EHE &
HBNS FRE AT FRO2 RMAE Aolch. 2% o] EHE BERES] Mol
v Aolul2g ¥HRo M A HE WRBRE U% o9 FA & HELE o] ZejAo}
=, #Mb7l gx #HE 15 4 slol AN RIS A& 2 BESHS Siste] BRES &R

25) cf. W, Ald:rson, A Ma. keting View of Business Policy, in W. Lazer and E.J. Kelly(eds),
Manogerial Marketing, Irwin, N.Y., 1962, pp.30~3l.

2€) cf. H.E. Agnew, H.A, Conner and W.L. Dorcmus, op. cit., 1920, pp. 343~344,

27) cf, P, Kotler, op. cit., p.627.

28) cf, H.L. Hansen, Marketing, Text Cases and Reading, rev. ed. 1961, p.2, -
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14 = ¥ 3

o HEE WY Aolvl 28 ME =& EHFME N Mzt AR T% T+ A=S m
BAEES SES REE BN BTHE ol

ol MBMES WAL REWEZNA A2e HF HBol 7 AR 3§ s EHE %
98 dEE mEel, ook e el BTRoEM TE WRETS HHMGe el
WREsE $Ad 2 FiEd ¢ 4 gom = BEME] HE Aze AR T ¢ 5 W
He Aoz ols) FL MHRACREES RENANAS MENRESY REN] REEHE
fekste Aol ehisl, ciat M2 ¢ R HEL BRAMAY He BRE =0 4+
A€ el HEE delned Kigel ¥tk MG LEY S olv Baun HELE W
oA AN =t ERA MEE FUESY MERK 4AUAZ SdE At

£Fe] REE BN MEMSS BES BTHE AL 5 28 VIS dol HBTBEW]
L 7IE2E FE BEL2A o L% FIMEM A Eal ozl MAEMN NEIAE B
£ Bl & evds o] AREE} ARWRE HAMos AAAA FE
Rife ARM#E(mass communication) Roln], =8t kEMEs BY ARLEES HHS R
RET A% @#5 T4 XY 4= 317 4ol 1emz HEMERES e 2
T& HBRETA HHNL BRE AAA & A Bl HREIT THE A8 Ht
°l € FE ¥ Aclmz 29 deot odld HAY REE HLdE &KRE 2dA
WAL ok o] WMMEMAES RS KA ot AxdE MER £FkEs WE2d$ Bi
EEE BAN T RS A5 Aolch. 23re KED EENY NS Hed itd
9 AE{F#A 25 (mass information system), & w2 - AFUA)A A2d¢ EASE A
olet ¥ = glom AML F7olAd ALY KWYC 2 HEE MRda MRIRo 24
del 7R BRI Aojul s U ool tlol F Tk EE WEHT 4+ AES old BFsnst
e Aotk ™

A, BEE BREE REANE B 2T o¥o) REE® LE=2 4 AL Hit
9 Mot Aojul 2o Kol WRESTY ME/ FEFAY £ BREEC] Lol W&
X Aojulzo] Bl AR olulA s}t Yms| oo o] & KEr) B REEHS FWild @
RETE RO S A ALK THAAL MEMRS Miee AR Wikl
TR Aels, IR HERE 5 RBH BEE WA Ot HRLSEEL ## WA
WRATZ AT RIGMIES BTHY) s REFSHE YA FE Aol 2z K
B #e e ARl AL o] o BB & vlobAd ARUAcldolnz KR &
Migol = HAYRME] o4 RAE AFUAN ALY FAE AT gE Aol

29) cf. F.M. Nicosia, Advertising, Management and Society, 1974, p.2,
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LHEL RE7E SRBOE BREY S5t o] RNt E@EE |AM A"y Aol 44l
ol4 R&ENAAE ol WREANA HRHA vlaloln, HBE: BEXR) BHHL 2
L gei4 sl A Rz WHIEHO KRB o Tl HHL F{L Hol EiE
Bl %€ =00 e Relv. wdebd BEEE BEEDY ML o] mBES) WESE
B FRA St @] BEBD S BIFES R8sy =) A He Aol zAd AT
o BRESS TEXHEP HHBRETIA BB AhE <z glod, HRES Ey
Pl A% REREA oot HEREL A S o] KRE BELRY K dgL o
A7 o Ee] BEEE HWREE Fo2 24 (consumer is king)’® 2Ll 24 Y39 HiBiE
BE BfTshe Aol XM HBRY A £dlE [aksl Eobwd BolE Axw dojat
A FE EHE PAFAN AR gEHS M B BEF}D ged ol 22 s
#i(Madison Avenue)s} wlEolul & & Mk Lol ehizhe ¢ S unldd, o)gk
°] HRE- ﬁlﬁi% Wl MEERS AAEES gAY RE Axxn g MEEZL Bt
A SR & BEE BTHE Ro] vz ABBAE 2 o] RIBWEES wHd YA
BEES Ffe] HE FEIRS Aoz BEA 9 TAe ¥ Aol —my YA
o] r,]- 33)

A, BEE BREE KT/ BES 20 BES BRARA BRG] B
T ERABRE dHTo2d 2 BE HE FHLL 24 S FE] AR A e
3 REE 5& Rt WRE WY HTMES B B Ao,

Mdlolvl= 8] & B8 WREFS BEz Egds 2= BREE] KEE WK
A BE&EE BES] 4IE(the institution of abundance)zlz 3¢ n 2= B WmBiEAN
Bt @l Q4 A3 2 MEE AR BRE=AY B2 2O AL BRwen g
T ehgleh. Zela ol BMETAA ARE WEKZAY HKHE vlolof shuj HREME
oA WEE2 AL RE RERT) LESHA Aohn st 1E = ERHES BW = ojof
Tk #2280l gl A2 KRE YT WEEKZAS FEE Hz& Bk of
sta, 259 @EMEMS uvlFojok dlel, o]gA Yoz ARES] we BWraymes
(potential abundance)d] WEY + Y= E ERslok sio) olelgt WEEL BT} M—qt
B WEolct 2 oeba stgel. o9} zto] E&E RERel Rl fﬂ%% B HRELT

33) LE. Littlefield & C. A, Kirkpatrick, op. cit., 1970, p.45,

31) &iusk, REBER, 1961, pp.24~25, .

32) cf. C,H. Sandage, ed. Th: Promise Advertising, 1961, p. 149,

33) c’. K. R. Davis, Murketing Management, 1961, p, 456,

31) cf. D.vid Potter, Pople of Plenty, University: of Chicago Press, 1954, p, 175,
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16 € ¥ A

o WS T2 ARESY MEARBRER MEBRM(buyer's guide) o a4 2] &E
< BT Hel AREEL vl d93a 4EMH BEEHS € 4 dE Aoh%® 19
2z ARY BEE fIlHee £ SHN FREEY KEE Atkhes @B¥Mols M
Aol o} 30 RES] HEN M) BT BEN BEE POAA BREY 45Kk HEhs

=5 39 A4 REEY BSEEL WHAA AEEHS HARo R MY 5 9] &
T BREMCZ BREHNS #nAd & Al

3. BRENAY MES] Rermee

BEEs KR4 E(mass production)— KRR (mass selling) -k & {#;#(mass communicat
ion)—»> K EH#(mss consumption) 2 #EA U A+ BRELERMAN A4 ARBEE #
Bty Bt AddgdlA g4 F g AR M2 FEA Aok k4 BEEERiutdrdl ol
o4 3o ulolABUEBE, 19294 fafFstd BERM  BEL 9 e ERY KBE LE
3 —759¢ T AEd A& EREAD SES BRARAA  clolAlRES #imel
S EBEY R 72 stz = ool strte] A(merchandising) W= MWEFt#lelele M2
KRz WA HET AL WHEsHE A(product-out)e 2 ¥, ERE 4 de AL &
Edle 7 (market-in)o 2 WHs R BHEEHS rholA ¥ A(marketing-mix)o] —
K& @Estd A BEEREH] BR FRHA tev, REEHD MUmdl4 2y K58
£ g3 ol BHg 5 A=k

A+, BEs BREHRE BRAY < BEL BTN BEc 53 BWERY RE=24
PR FES HRAHEASE BRToEA BREHE] K - BRY FRsA A3 dgst
d BEE Fhd FMAel A3t MRS HEs ol WHES d: fBoz Teigtel HM
fhell W FAES FobAA HBEAI ol F4Wd + A7l AEelch. 53] 20#tddel] olzd
MBI EE SR A £ETEo] LEv0 o] 4 (automation)o 2 wWite] w2} KEREEHHE
Rrstden, BERHE/T S BRI A4 o] KEAEEN HESE XZHER
EH2 Y e, EET o] KEREE WA S BHEEES A% FHoz FIAH
o] & #EES BToH for, 53l BiEd =& - ol dol(mass media)E FIAT REEHY
BEE BXERTEE BRAZ £l At F@nel 2 Rolch®® aeda ol o MBS &

75) cf. R.V. Zacher, Advertising, Techniques and Management, rev. ed. 1967, p.614.
46) HiEHE, wlobs W K&k, 1930, p.371 BR. »
37) cf. J. Bickman “Advertising in the National Economy®, R, Barton ed., Handbook of
Adverting Management, 1970, pp, 2~7.
38) MARERK, REMER, 1979, p. 128,
— 164 —



W& maEol AR WE 17

7k BTE BREMG WES) i) HY B4 ¢ BESS Aoy 2 BEEY 12
£ A2e BRBA BRI, 20t BEY Siol A% ABBRY fftold e BN
o BRS B BREFE BA2 debha JE®, o9} Zo] FEE ARKRS ARW
nY Bl WEMo2 TR BREHMS BB FR42 Q& Aok 26 HHM
X & 5 KAEBER 2 ABRBR)L o] RolAt AL WRAMES 31T BEY ME Y BRE
B9 REFS BAs 2L HAW BER6l Q84 oSt Aoy AT K&+ BEE
W RBol o= BE: FRIQEE RO L FFAAL NS oS KMol cit
EMFRARI It vehse] 9 AT 45 REMEEF] MY KR K] Foix)
2 gt WFo2 ol Wikt BEREY FRAANL s o] 44 FREL Eas) ot
¥ Al olzx Rtz gl Aok

A4, BEE TEMEY REFHS o H8) mp(economics of scale)d FMWsl =
IS BOUC BREE LA ABE Sz ENTa BEO EEdd J pess
Ao, W& BEAE BT HHTAAL M2s BEE HASES 02 o BEA
A e Ao, A THT BETAAE BBIE BEHA Ml 1 42 E 12717
U4 QolE, BEEH 1 At BEMOL HEEEES HAAVEE ¥ & g9& A
elh 02U EE A2E BEE MAT + At BEN Bt AHT At HBK
X & ERite] 2oz ole] HESE KBAEEe BN HE Aoln, o AREES xR
RE ol ToldH HBEEA WA Hme EEA KEY + Q& Aelch o wiol HiA
o) @@t BRSHA Hw AEfe] FRES T HEED e MR MEE FHEERt
HMBWe 2 THT + gom, ol wet WHEAKE 31TY + o4 BEY REE ko]
Fe WRY BBt hde] U MAS e MABAEY mMAMS &EE & Acnz,
Base BEAES RESHS S A8 SHE RIGT B BEGE Ao

A, BEE FEEY BEs BAEL. 4R vlolAY - 2o dgo WHE K
HiEBHS R A BAE AWSA 28 4 didl, EER: BIANOD (REE
B e BEE 5 o) AT kMo HREL ARIE HEE AAA
Aeh, 26 WEESS KERE ARY J4 dn =@ AESd 9¢ A= g
Aolch. 2oz WREL AAT BBA AL F—¢ m&el N wol AMs:
AR AA AmwSE Agel & Aeldh. Muskx WAE KERT B T

39) fAKEK, FIBE, pp. 18~19 BW,

40) cf. F.M. Nicosiz, op. cit., pp.173~175.

41) cf. Dorothy Cohen, Advertisiing, 1971, p.132.
42) &gk, 2RI REBER, 1976, p.63 BE.
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18 + & A

= AL ERE MERS S wFAs, ok WABEA B (product life cycle)d] 3F&
utr] o Fo] o}

AEEAANE o2 £ Mot ] MBS e BAR F A= HMHE
RiAstd 213 WAL 2HY BRETEY HBs FRIE BEY HREA S Ko A
el o 7ol SEMEE EAsyIE s, Az MAW, REN, RHAN, FRM 5 48
2 ESSd. BAEYH REH AxE HEN BRERY HAESS Mojtht R x
RER/) HRves Bt He Aoy «ge, —Yez M2 BHEER] WES h
HMUAL BEL BABER Yel EHEHAdA Aoz 238 AP L AAA vhale]
o, old w2} WERS Hihe AN REMd HBE/ AEIA HE Aolm, RAM
olzelAol Fald e s EMBES HHsA s A, of WM @WMBEKEE AEF ST
H7 ol {ERTARE] H#cts RERT HHNo2 AL &8 Se Ao, 2alv &
EES A TVREE 2ovlA dolxl+ B FiH = BEE #Hshs BWEES] 2§
Fiisfgmale BEstd, ENEFS SR 3 o 2ff 28] HPes dx A %
g3 g vl ol E &l REE MIBEIRS] BES BT Hx Zlelth

4. HEH LRy FIES] REHE

K& A7t m&HE T shizA vtetARd flES B e Rolx, olv £o¥EH
o & BRed KRBT BFRA ®EEA e BRI, BRESTS maLiEs &
of 2 HES Btz gled ERT at@dy o Ry NES RESES B 29 o
szt

AR REE MREAA ERT BASR o - ddohg &bl 3t #MiEE BT <
e BAAERERAA BES BRAT KEWTY A2 -dvobe 2 WARS f4E RER
&Sk glom, o] M- vdole Miol A v ERe oo} BE=2E HREA
Al Rprsta ok 2Rl o] s - s o fhel 4 Bl A7t Aol grtn BET R
tral A FBlol vt LT HRIGAE TR B ddv HNMo: 4 MREE sk
sz, 4 e TV 5 BEMAhe = FId £8& 4484 57 e g HR
ol BEAMG2 Vel fravt Bz Rte @M Yoy AR V4 KNS
Xiksta] feom dH€ Aeleh. ez HEEe] Il MME WIERE HSA o4
& dole oL - divolEE L Y ¢ gA HE Aolme, REE ol F i - ocjohER

43) cf. E. A. Pressmier, New Product Decisions, 1966, p. 13,
44) 19724 47 268F, HEABHFMBE.
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BRire] i&eEo AW HWE 19

4+ MRBRAY & XS vteld] F7) o HRES KRG BACS FHiol U HikE
AL 7 A He Aoln = Bddes) TVE £z REY 4 A H+ Aol

A BEE BE BEE AL Bt BTNt B4 Bt ARAAE 2R
o2 BEEMIEol Y RERTE HFULsle REER) HBEA shalels, oleld: MEER
o MBS vl ABRAAE BE AdEe] MERTERAA RHEY BEE 22 A+: A
oltb, 27z ¥ U Ax &M 90084 READ/F BERT e Aoz i K
GEES WEL HES BES AlHAA He Aol

A & - vivlol g T MEEH BT BTREE(demonstration effect)e] o3 R
oAl £EAREL BEAIA e Fld A8 KEBRE o] R, o] ARNEE %
RA7I7 S8 kKBAEE] FEshd ABEES AN E AREE) SAS D BEE) =
obx A Mg EM-S AIHA] o e ﬁ%-ﬂkﬁfa% EARANA He Aok, a2z k&
EERAE BEDNT dh ARMEY FH) 9o KK HKEH = BBRESIA 2
HiR-E XAEE SI7lt odY ARAKRE AL 4 9 god, Mo BEoE
AES FNoE WEsHA Heicd d2e MES BsE MR RiEY 4 g A
ol x, wlelA WEHS Mk FHEER: ARMo 2 BAY Lol ol ) BExE H
oz HAsA A& RAoldh

AA & HRES] £EUEE BEAG & BES BT obd BEE ATEY 4
ERMES] —F2A ol ol ¥& T 9l& Bab ohJEl by HH] BT S 4£RWIA o
£+ T 9+ Aolth. BARAA W& LRy #kel o3 Mol st o EEES —fre
M2 kst Mg EEE REtskE Aolm, 2t HM, ®MiE, de, TV 3 waA29
BEMEE) FRol BRte e Aold, 2 stz REd AAA F4A HEE QAAY BEBR
o ey A¥EE AEATE R o2 vehtn 40 oo A4 B 4 e ulel o] K
e M2E EE RESHE BEo] ¥& HES ARSI k. Audld A2 WA
dol BAES o el EAS gL &l Mlel & EBR So BRG] WA Al B
8N MEe A EMMe] o2 £ELER S EFBRAAE —g@es MAs
7] o 2ol WEEFEEANA MK AFER WAL S5 #5%0] WES R gow
S+ A=,

20 RES] Ml ANA HEESY AEEst BES D =3¢ FMk Po) o2}, KE
T HRES Lifol st M—H(kds] & Atst FobAeolnt ok FALEA EHS

45) cf. RV, Zacher, op, cit,, p. 612,
46) MAREK, WAE, pp.24~258R.
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R

RR 9 FRE dozd AKMeln BB 4FE BRS, (LR £ ETADG
T #tPle] Ak, o] & Bk Koz ¥4 & dv Relm, ™ 288 EERA o4
MR A ol vl dots LEER MEAl A ®FS ook st Aolsk. v &
%ol ARFHE oA ARFEET WE]y 9T FHeRA BEE FlAstd HEEA &
GEE FREAES Ritstc BES BTE Aol i &% i@y Eitelzste M@
oA Riel A Ll HEES KL I8 & 9t Aoz RERBE Evdlcr e
Ae] =t

V & ]

BlEel A gEel 2 ouksh o) B4e] MfES MZ e MES 2R = AR HEE
& BFHT Y& ERE + A& Aotk adm RE K LRANE ERSI A
3 WPIEES] ¢ FKQ mrolAlY (w29 FHRosA BFHAE A, KEEDH @t
o s 24 AMEFM FEhumanistic demension)¢ RFIER %¢ 4 gt Aol AE
EHWY BolA £ o vielAEY @@ns 2 HeANs Bl LBEE Ao2H,
Thaddeus H. Spratlengif = 19704 88 310 HEvlolA 3B B X@A HEL o
ol o)shul vlolAR ] AEERN RES HAN X} FRH KToz BT ®#RT v
Slevl, 4 o]k BESHAE W Solol & Ao ed gos BEEHNE M2 kol
RBITS =& #llol & Aolch

aEn goz WMoz BTHr ¥ K& #ES Fpd 24, O AMAESY KE
o] &7 olok st 1l & AFEALZAY HRES AHEST AHY RRES HRA4 W
BESo] AN HOERLS EMste BEEoL Solok sta, © BEN Edel BA=t #
eo] BfTHolok shul, WS HEEIA EMRY RLE Folx WK MFEY ok
o HfE, BB, HESE 59 EEd EMetE K& solok shd, @ BXstz FHYE
BAE Eete Kaeel ®IT= olok ot wh, @B/ g K4, BREIAA 44 e &S #
2] el A %2 WMERLT EREY KK, EH, FAE Xeud o WEE AYe
RER Yol A EiEiEgol B miged ¢ REEH R/t ohiet WX A&
B B2 KEE AT e FEEE BRsted FR{E EasE SHelok dta, @t

27y of. J.S. Wright, D.S, Warne and W, L, Winter, op, cit,, pp.67~68.
48) Tazdd.us . Spratlen, “The Challenge of a Hum.n'stic Value Orientation in Marketing”,
Aug. 31, 1970. '
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a1 PG @Kol FHRE WAES] BTS ook stdll, HEALZAY HRESAA HA
T HHRE RSt 252 st T BEot Aolnz B|Ekge ol HiE gegehol
stz o]l & B3l At@H) ikl FHEE: WLt Selok std, B WkELH MLl B
fidlolok b ¥, R&E LS %, #5, MEES RIHE Aol HRESY 4HEL
B flEmoe s BBAYNEES fiMsld A2e AEks e BiEe Rirded FRet
£ B Holok sta, © BERE D 2 M ko] BT ook shidl, HAEHA o
T ABEEY TEE: 2 BfEFCE AR AR B wEda oA ARERES
Ree BE ft@N BEL O% $4 15E% o B THLES BEARL AL FRs
B NEERN WERES] BT 0r 319, @ ER#MLe HAL BRGE Mige] BTs
olok & ul, BBl B LY FSL HMBEY AL BiEdd WY Bl HE
et ¥R Has Ham A2 24 sted fistehe BEst Selok & Aol

ez obde] REd BEEREL EES MY 92A B#chd, BiEHe
Eyel KE/t BREHY RES dEe oS BET 5 IAES AHBEHM WEAA RER
HE NEFA Fistd HREY LEN BAS et BEN KEE AT 2a okuel, B
BESS BRSA RBD HFstd 139 AEkES MEANL B2 L09lE HEE M3
el WA BBRETIA AET LE) ARERA Aol FEE A BE: BT o
BEEQ oFEst HEELT RERE T d¥ Aol
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— Summary —

A Study of the Function of Advertising

Hatk-soon Hyun

It is often said that the moderns make their living in the flood of advertising.
Thus, it deeply penetrates into our living environment through various media.

In business management the activities of advertising are inevitably performed
as a means of promotion for sales, Therefore, we cannot even -imagine our
business activities without advertising. Even though some people criticize the
defects of the advertising activities in many ways, there is no other alternative
as a communicating means of promotion for the business management as yet.

In the year 1980, the total advertising outlay of Korea was W2,752 hundred
million, and that was interesting to us for the accounts of 0.78 percent in GNP.

In this place, I studied the functions of advertising with a historical review of
the modern advertising activities.

In Korea the first modern advertising activities are started through the newspapers
of 1886 ; however, that is more 180 years backward than the United States, and 20
years than Japan.

During the 1960's, the advertising activities had been increasingly active with the
planning of economic development in Korea. For example in 1968 Korean branch
of I. A, A. began to investigate Korean advertising expenses, and after 1976
Korean First Advertising Co,, Ltd. has been wholly responsible for investigating
the advertising expenses of Korea, And during ten years from 1970 to 1980, the
expenses of advertising were increased about 21.6 times,

As the shown above, much expenses was found in advertising activities ; accordingly,
in respect of advertising activities, I could examine and analyze the several aspects
of the advertising functions in Korean business environments as fellowing :

1) Observing the aspects of business management to maintain and development
the business entity, we have to perform the function of introducing new
products to the market, penetrating the market, presenting goods, and maintaining
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a channel of distribution in service and goods.

2) Observing the aspects of consumers for protecting their rights and interests,
we have to perform the function of conveying their informations to consumers, and
persuading and educating them,

3) Observing the economic aspects of developing the national economy, we have
to perform the function of realizing economics of scale through the activities of
promoting the demand creativity, and of income distribution by enlarging the
opportunity of employment,

4) Observing the social and cultural aspects, we have to perform the function of
changing the culture of life to let the citizens approach mass media at the low
price.

The business advertising of modern society has mainly performed the functions
oriented only to the sales promotions for maximizing its profit through increasing
and maintaining the sales,

But its functions in the future will be focused on the followings: the respects
of human beings, the enlargement of awareness of beauty, the satisfaction at the
feeling for human living, the improvement of the level of knowledge for consumers,
the faithful conveyance of informations without falsehood, the contribution to the
enlagement of the profits in their environment, and the guidance of changing of
historical flow.

In conclusion, it seems that in the future the new functions of advertising will
be gradually expended as the stated above,
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