BEwlutolAR el 5ot

® M B*

H x

F &

BEviolAg Y BasE
ERcloAYERS —Tls
& &

2 H = H

I. FF A

Hele] AlRE2 ‘ulobAI® (marketing) ‘#5483 BFLEKRS L2RER N BR=E Mg
A7 & clopAYe ¥ £EHS EEY SHoE MAXSE BRIz R
42 Az vk BE HEFAQA vz £ o, mlolAR-E SFEM p¥d FRS=
BEolA 2dslg2 g Fdsln Azl ok 12 19694 F=zEe 9 Melu)) (Philip Kotler
and Sidney J.Levy)oll 23 “vlojA|elif4:2] &K (The Broadening of the Concept of
Marketing)” V2= &30l BEd oldz BRe sloRBE S vlolAYY] FHIKS FEEFH
BS TUY mEdMd == KX - ARk g

EE ol IARS ] BB HA REMMC AL JUSE FUE £ glE Ao
ot 2, clobAR S BRERo Y pRT HRAIACE grhs Mejz) (David J. Luck)
o ERS mEdE”, BEL X0 BN A2 #EAA 43t BRENEE S
BHE N2 A e FRE zAEH € AHolth A #E9 ﬂ%—% EwAAA e

* B BERH HLMED

1) Philp Kotler and Sidney J.Levy, °‘The Broadening of the Concept of Marketing”, Journal
of Marketing, January 1969.

2) David J.Luck, “Broadening the Concept of Marketing”, Journal of Marketing, Vol. 33,
July 1969.
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2 et ERHR
HEEBC AT & doks xR diE KB BEES A At

ey &S vlobARe) BAE HAAA FEFEERS BHe Tashs Al MEE
By7iA ffEshe AL o3]2 BRY f—5Y B9 ok, ulopH| B (marketing discipline)
o i mtdrgy #HE FBEAILS B8 vl BRNE F73P7] A% ¥ FHEA,
= T B (art) 24 @& Y AREYY 7o Jo 5o Kot &2 BRY R
#EAS=Y 71d% Aolzty EfE o)

alolA=el digt olelg FHE, AHYE niAEER slodF pt@ AN oclolARTET
Bisol g FAL KHEITA] ol24] 3l . FE olEF ¥ Eol I A AR
HollA 723 AP Y52 & & ok AF ojeg RE P52 71T viopA= S el
BEREZE Mot WBRbsls Ao #H= ok

BaS] MABBT A AN gle FES Y vlelA® Bl dT HIEBRLS &30 14,
EclolAREH (macro-marketing management) = A3BK (public policy) o HEE 24
= AAY BSoR WX RESX 5T 4= 9k ole}l 2 ulolAEHS e ¥
Fxm RES Ao 2E HHES BX KRR X U FEHee 22 2BBHEFI
Btsgel Rtkol R dlolAREH S T Aok ARl ke F2 o =Y olF BE
ESol MR nx= K& HEMI ol A BHESS LMHT K44 SNl
384 SH7| dEell, 252 2BERMAN ridseis itE@m FHHd BEL Efvloldg
g2 ZFsH2 gich

AW<c BERveARERE AY HaR B €2 A A AL ## (Jehiel
Zip, Tel-Aviv Univ, Israel)¢] BV E FAoz BEErioli"e HHFEE (managerial
tasks) o} EMEEEIM (strategic orientation) & W& - B sx BREsY BRKsHAC

FHe BRREFAY PLEES TR R AdY "FEEEMEA 33 Zeses (A Dual
Concept of Managerial Orientation)”off sty ot ERAs oSS BfE3H]
AP HELEel ERSGL =T WHEHRS BRJES AY ERclorARS (T8 FTRAS
(behavioral implications) o] &= ich.

3) Jehiel Zip, °“A Dual Concept For Macro-marketing Management” in Macro-marketing-
Evolution of Thought- : Proceeding of the Fourth Macro-marketing Seminar, Univ of
Colorado, Boulder, colorado August 9-12, 1989, Edited by George Fisk, Robert W, Nason
and Phillip d. White, Published by Business Research Division, Graduate School of Business
Administration, Univ of colorado Boulder, Colorado, 1989, pp.273-282.
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EflclolAlnge —xgs 3
A P E®evks ERiclolAY ol wel Xk RS EEE WMk )el A nlolA
B RS tldo) MR Fo & slelALH Sl Y MR - ERM Kt #Ee
Has| 3= HovrE Aalslva Fhcl)

I. EmivlolAlge] BLaie

1. ERoloiAIE B#Eo Rm

A2 el E Rt@ k¥ clolAITEIN B Y VAL IWHsAR, oY
BHEol WBHRRG RBRAHN Aoz 753 AP U¢ ¢ 4 Yok FF o)y
EE EBS BFY vlobAN e R ERE Rasled lRkshe Fez £¥dd 22y
oy o] &R BARTEIN AT BRI dos B2 ool Eaislxe glgo] AHo|
o}

€ e B EEH HEE Sofstolls ol EficlobAs i@ kM ololAY) ¢
R ol BE 25 vlobAdl BEES PEslelcd 2 #F9 BEE F UdLd HEE
487 ot ©

2" WA & REL EE ATl A ol FHEol ojF MESo o4
ol HRESE EE Tl wAHso] Halol] ol2HE=AE MBS E&slo B - Bl
fEXol EiTslolol & Z )k oo didMEs ohe o] o] ERY 4 e A A

(1) 58689 BR-C~@ rago]e]) (R.F. Breyer) : vlolAYRRE @ty WA Haol B
o4 zetatel 222 RE@AYQ flEol EEREM RO 9.9 @ Mty @ reEes (E. A
Duddy and D. A.Revzan) : slolAIR & ft@r 2 EFM F BR g3 =APd= 49
BUERERNA BMEr s HEK=E: 552 R0 BEs ERslgden, °F & X
7EE RET BEE ERYdr EE U ZhE.C O rdoie) (W. Alderson) : nlolAgE
BEETH|AY RENIA FH757] A, clopriyo] ERBETRS HaS HMALY

4) R.P.Bagozzi, °“Marketing as Exchange”, Journal of Marketing, Vol.31, October, 1975,
pp. 32-39.

5) R.F.Breyer, The Marketing Institution, New York, McGraw-Hill, 1934, pp.23-24, R.F.Breyer,
“Some Observations on Structural Formation and the Growth of Marketing”, in R, Cox,
W. Alderson, and S.]. Shapiro, (eds.), Theory in Marketing, Homewood : Richard D.Irwin,
1964, pp. 163-175.

6) E.A.Duddy and D.A.Revzan, Marketing Instituional Approack, New York, McGraw-Hill,
1947, pp. 235-238.

7) W.Alderson, Dynamic Marketing Behavior, Homewood, D.Richar. Irwin, 1965, pp.53-56.
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4 HABBRHE

2) BEe) BRLT TERAY~EEol o2 ulolAE SEA BASHL e EH
FES 2 RS B - BEsE ogd ok © mlelAYLEM (marketing productivity)
® 4 BEE wlolA® (minority marketing) ® leEirtolA" A2 (comparative marketing
system) @ Hugit @ ololA® (community marketing) ® BB vtolA ® (marketing in
developing countries) 3.

2z, 2z ulolEdl B BLF BHL ulolAB (marketing disciplin) & ERA B
A £ - WEsl= How #HYHT Yok ol e BEY MHBEAN BHL AHeR i 1))
% @iEe Eate WA =e ERclelAse BB gk S EREeHARE e
B, iR MR ¥ REMRE (disadvantaged consumer) 559 # MEAN AT =hobA
o &= BRBislY REH FES LWl Zzstx glch

2. EMojolAE BRS ERE HE

olgpzte EMMY, RLEKKEN vloAREEY Sy BRI HBiste EmlcloA® B&mE
g7l glo] mlolANEE Sl mEEsH He EHe MERe #Hsd o Ao A
A, EslolA=lel % M-S %8 % (philosophy of science) o] Ehol+ —RiEE B3t
qlcl. A, HfEe Efivlold® @anezs, BEshe rolARRKd HAAY MEL
Hee MiHshe o YR ouyl MAS Fastn A ks A AA AR s,
EfciolAs¢ MRtz = Has TEr Tl sl e @Eel REsT U
= A oA, FEEFRINY BEHe Tgshs o=y AEASS AEM clobARS B
o WoRE AW muk ol KERZ BEESE Yt HET viohAREEA RiE £E3
siA ®cb. weld B clolARBEE S Ft@vlelA® (social marketing) o] ZhEtkA TR
REgstz slch= A Foloh

oot BT PP tlolANBEE S o2y tlolAReY HAMST X U HEY U
ohzt ulolARE EHsZl A HEBEEI TEHHPA XEE FI e HEESR
(metatheory) & #Eslxy b

mpmngel KA ERtlolA® S YIS BB=cor ¥ —iiFER (the well-developed
general theory) 9] REol o8 I BR XM BHKIZ ol WKtk F Emriobd
o side) mekBite ZEBA S e O rlolARS MY ZEBMATES @ HEKT
o] ulolAEle] SRy TEEOIL HELL MRE L —BARE AT KT MOER

8) G.Fisk, Marketing and Social Priorities, Chicago, American Marketing Association, 1974,
Az

9) R.P.Bagozzi, “Science, Politics, and the Social Comnstruction of Marketing”, American
Marketing Association, Fall Conference, 1976, Proceedings.
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Edlclollge —xita 5

o ¥MES X3tz 3ok

3. ERololAEe #ERE

(1) EMR=t #le ES A

Est R EHS dfy-2o 178)EH% (behavioral science) oA #igs]l= KA RE
24 2 REHQ) AE Aved o3

© B¥2 : AY=(]. M. Keynes) = 2% REs BEMsl7) A8, HEKFN BERE
Erde RETHR R BFHYosH EREEES KEHAL

@ #®® : Fo=(R.Firth) = E# "“ERME2E (macrosociology) "o+ itARS Efs
R B

® Hfth : EBITEHERR, LHE KEHE U AEE SdAE Efe MR ESS
MolE 4 ik

olgRtE B U T2, UubHoR BORM ¥ HiEe] WA FHE - HARY ¥ ER
By #fel M - BRI I ZMedE, BN Y BaEH SdME & £ dxel
B e T2 AZY #fel e S8k, HE(E olfdsd EFo U

(2) ER< ®mRe E4RH

dubdez olFA B BEE TEs TESMe HEhe ogd 2

A, M2 R KA Bhas BB 22y 2Acds 54 B ZANS
o2 AT g BHRol i HRM B WA o FEI A, oFRE de FES
s gle HEHS FEA HRE A8 FEdch AA, BEo FRERES] Way
dZoll SES7IE gtk

(3) EM 9 mMojoirgel S EMEH

ulo}#| &) 8 (marketing discipline) & EMsl @z F8slod ge2s ozge Avyd
o3 #r)

®© ER U BiotolAR L slopARlolEl: 35 #E S AFT AT, Yukdes 48

= ulolEER ol EAMEA] derhs AL B Bl TEE oFA ¥k @ ERY
e 84S BETGZ EAt: qH3] HERM gt O MEMA AgHoln va
M FEol 7hsdla EAskAR g0 mloAREE S dEsted 2 F5Y BEE T UL

10) John Maynard. Keynes, The General Theory of Employment, Interest and Money, New York,
Harcourt, Brace, 1936, &=
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6 HABRHAR
of Al freig €87t 9ok

(4) ER % WmlojolAge HR

Efl ¥ flclolAg 2R o @EAA ookl el 5 dz ®E}L A=
Zol ARolch Afol4l sl frE W EEIo @R oL & I-D3F A

<& I-1> Wl - ERslolA®e] HAKN

E % FER ololA® EmolelA=
HEHR (Micromarketing) (Macromarketing)
BAHRE - AHILE REHRE - 2BOX
iR g A HRE 2ROR BUFENR R i
adgEe HRAA
xEy Hik W& R I8k
% = & TR SERIFFIRELE
A o) ojSRAL B T B ROIERE R
By SPfEmsEs Aol ol R B (LERIRE)
REHE = OCEEMEEE @FEE | @ERdELc RERAN £\
®/EER | Fs AT clolARERES] Hik&
#FREM)
KR  HEFR

L& &E I-DolA fiiEERA 2% ER - Bofrtobdwe 78 A2 Add vloiA=
LR (marketing exchange theory)oll &3] 2 FEo] sutsiAx Qi HT vlolA
TRERS 2L XATH BEE vlxs BEEY A4 XRTHARE BRIl
EEHEZ BHoI I P £dol BESL o

(6) ER - #Rolol7ge| MIES

olF M R&km BN BHY T FRATS T AwEah

O NS MBS - Bekol £EEZVE FHRE ol=2c BET AN KERR=
B oo AR W BEES S - BEtTezd o HFE W BLE WHslE= FdAY
OB clolAA=aR (societal marketing)” & EmivlelAR 22 o3tz Yok 282 &
£ BN A FERES BN BEE AHIEN S B8 AKE $AHE oY

11) Richard P.Bagozzi, "Marketing as Exchange”, Journal of Marketing, Vol.39, October,
1975, pp. 32-39.
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EMlclolAg —xps 7
slolARERE FH - PRl BESELE olRslelc vlohi® WHR" & BulrlolA®ges
G L U 2 M

@ Te TshIHdE BER o BclolAs el BASHES doy TEE7L o T#E HE
clolAY —ER BR-THE TAIRRER~ER - RE S —KErebl=y BRe 743}
2 ek Y

® TMelaxl) (R. P. Bagozzi) : "ERiclolA= e AdwAde A= vlopAARol A= oj= ok
¢ BBY PR X & clolAYR K oY BLS(br} ariRslolAop Yo Fgsin gl
1 o3} o]el did AR A P}

vlol A & 2 ElifH sl PIEEL] WRol Byl oiet I Fox cepsjc}. MdE)(S.
D. Hunt) = 1972« XE vlopA=@ol4 T=E2]) (Philip Kolter) 7} * clolAYB& & Bk
(micro) - EAY (macro) - MKy (normative) - WY (positive) 22 F-/IT 4 =7 ol df
g LI E 7k sl wlolAREKA FF 2dS AMAlsgcl. THE)(S.D. Hunt) o] 2do]
sl (R I-2)ellAd B& wisiite] ZE wlolARB%, T o FEc O FFHEM (profit
sector) 3} FEEFIEEPF (non-profit sector), @ PEAY (micro) - EMAY (macro), @ REH
(positive) - ##i#Y (normative) 2 2 2-Rs|o] 87149 @{E TEE + Utk

Eae <k T-2)o4 BFIEFE 2 Byl flagd KHE W8os 3= Mk ¥ KR
of T P @ FREEN Hikel B8RS AU HE Lok FRARMAE I BN
o] Ml A¥E WfoE A ¢t ZE MM Y MREA IF I7 4 FEFAERS
VHE el d771 2L

#ORE) clolA" s AN alolAYER 24 TR HY HREVG #HF L |
i) vlolARERS U3 BERE vlel®Re Bt 22 HLitKMEY FHo g4 cfojAH
A|2R) = HRE BBl Byt x3ech

RKEH vlopARLS dAM o2 ZAsl= violA") iEE) U B T Lbste Agsin, 53]
3 o5l sl= FAHE sl vlolAR Y Exf(what is) & sl vistd By oot
AH2 vlobAR e HH EAcl FAL A ¢od v FAslEs dAHE AYsio
ololA o] ¥4 (ought to do or ought not to do)2 AHEsl= Aolr)

12) B4818, clopisFaR-EMclelA=d-, ik, 1986, p.15.
13) &x#x, Efrclop=iR, #|XEt., 1983, pp. 8-9.
14) R.P.Bagozzi, op.cit, 1975, pp. 38-39.
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8 pte BB

& U-2> cllALARY WSl
E 4 X B 0 © Boo® W
1. ohe #Eol B RIEE, ML Ha | 2 ool oes WES o¥A BT
9 g shevlol T POEE WA B
© EAHERE BEAD 29 9 s
@ fg WRREHE @ clolARAY pE
B @ axd HREREHE @ kol FY WERE
® LR BERES® ® WFo Y EREEE
® LR WEEBRTHE ® Rt DY BRRE
- ® Akl B WERE
Lo ©® MEAN By BERE
D BifEctolARel VI BRRE
® clolAHRrIe #Efkit
@ uholAYBEN HH
# @ slolASBIES] BT
@ clolALRGE BE A2 B
F 2] &R
@ IRES BE
@ HRE &F
3. ohe BOEOl wu BIE, B4, M | 4 ohe ol R RIE R4 B
9 B w9 =9 % Pi%
i © s MR @ clolAsel HEMoT ¥ 4 3
@ cholARel T HEMN BEE = F
E | @ clbi=d Be mRe Bk | © K&7 rames wadg Aol
@ clobARe HEN HE Aol ofi
® HEotolA= ® MRELES gAY AAA
® clobARAARS BHR o4
. Bl @ gEY %7 o gol HHe=A | @ BEES mRsle ol wEAY
o o e o
® ctlobAso] MBMMAR S B == | © WARM YT AFsix g
CEEAF =T R o oji
M @ mEmBLe NP U BSEME | © AET %7 o gol AR @
© cloHARmES EEit BT = A9 dn
© clolA" ZHES HREAGD | @ " 257 clobAY Halmaol
—Bit A o NP @y
® BEM lobAY AL RHEM
o2 wirg AU o
@ clolAe 59 fHAN RS
Ggol sh=Al9) o3
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Bl lse] —xga 9

E & ® E 9 I i
5. ohe #Eol Bt BUE, A4, FE@ | 6. JREFKERC] oJBA o Ay &
9 Bige ok shovlo] DY RUE. B
© MRES AR Bun =29 9% B
@ FEEFIER @ RtEHY clobARl 3lelAe] mlo}
" B | © FERERS (REREHE A ApE
@ FEAGB TERR REHE | © WBRE
® Z#E cholAR B FHHE | O WRBRE
® RERE
w ® aKrE
= ©®© MERE
@ HEEclolARe EERE
" ® =lolAREH Akt
©® shIAREN
@ cholANBmRES] s
# @ clobARIEA B 2% B
o WA
7. ohe BIEol B RIE, ®Ra, R |8 oS FEol T FIE A HE
9 Big M) =9 9 Bi%e
a8 5 | © Asuel v wEn E O® e BRR GRAY g
@ T.V.K&7 BB @ vl Bge gl s oAy
o) o © Aftul U BES FRS ol
B | @ AfAuAEETT ARTHA 9 sh=ale) oy
Py Fe 7A=Y |3 @ @it 3o BHEES ita
v | © AEel Y BEEFEAZT B Mo wRNYAL oy
5t @ EREEe BEEES FAHNL
® A%ME o2 BHERS ok 3 Hexe) o8
Eolel By Al

BE %% - Shelby D.Hunt, Marketing Theory: The Philosophy of Marketing Science.
Irwin, 1983, pp.10-11.

W slolARBiES BN BAlZH ArisE @AY $AX @ALS e Ao

A, clolARe W7 cher e wlolAde] FERUA WE sl Yo7t oA
Fohn glvhe Al 72 J|Agth slobAgel it FERTO Jeld slolAge B
(science) o] ohuc} ek Fgsh SiEe) PRE el UBS slolAYSl FRE B, BUR,
FiE MR 1-2)o BRA7T kT & 4 gleh Dob of Gkl sl AR ZRT
Fofoleka FAUCi clopiE e HBY 4 glem =4 FBel ¥ 4 e Aolth KEM
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10 st arEEREFsE
FRE IPY o u)2A wlopAY 2 FiEe ¥ & e Aok

ololARL, EITHAE o FR THCM Koz vE SBITRE R ¥&M WA
sfedoj} Bhfhel AA g <& I-3ollAst 3ol 47hxe] FUAY PF= TEIG

& -3 nlol AR RES] "B 2T
[ ] -] a8 B’ B & | >
A TBEY | o HRES BE, Folx =4, @Al WR
T it = Bk, EF F
= 3 slelA | o EHAES RA. WE B HR & F
2 KEEe Bt o EWA B, RE ZHEH OB F
o EmEWS B B, CPER, WHES B
R 5
o WRRA, MK TEFk 2 K 5 PR ol oA =
o ERFEERA #E
. vlolAY fTRE | o HRE - ERAMS &
el SRy (= | o FTC-B#XREMNS Bl
T—189) Rk o HAtee] BTRRH
3. ulolAlY 7BE | 0 THMERLEA BHES- RKER
e BEMGE | o FodERe] BAN BERREHR
o FERWMAET MRE&H Mad BEN
o [E—-HEAEEE o3 RN 78
4. vlolAY 7RE | o MHEMEY WEMR B, LAEE 4000 Lk EMiutolAd
G R g3 {0 s MR
ZEAEA FE5 | o EEd BHE HRESS HEM ¥ELER F
# BRGR o HRE HEE), —BFY Wit WS HZEXKME,
Fled 5o E&34
o EXRNY HEMHK
o wlolAYKERSY THRGS AW, MG
A=
E% ¥ : R.P. Bagozzi, op.cit., 1975. pp. 38-39.

ojspitd TEL tox BEMIA AHolrle 3w Mukxx]) (Richard P. Bagozzi) & FHA%
MAA W3 Alojo] EMR - BoRclolA®e] BSol A ¥& R ok & BAY 178,
EIiclelAY X MWt 22z VA XRARE oHFc clolA™ HRd K7 BoRolol
Aol &3l ERMGRE rEn ADS BaH BEd odFc 510 ERulelAdd S3d
2 7lestz Y
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ERslolAge] M 11
. EMeloHAIRER S e

slobAgH kol gt Lo BRE 71z LITolds M= #ige EfvioA= Bk
BEE A% —xHtEsd EIFEST s og3

. B A

slolARER S —Bi) BES BT Ml ot 'Y WIEM Y ERrlolAge £t
HFsA Holl ozl AL —f WRETH (market place) 2 28E BA (political
arena) 2717 #KX - BEEL. oo il ke X#MAAH HTRKES dL9 FUhA
Aol JREE "oz s ok & HME H AuadBolAe EE#H (managerial
control) &} BugmIBANAe ARAy TRl {4 (cultivation of public support) o] 17 o]t} (c}
=9 ¥ m-1 #=).

ad m-1> ERcARERY ZHMGE

— B R OARE X

ARE) F#{EAE (cultivating support)
® # W% 8 (political markets)

Efclols < BR

H B # @ (managerial control)
W5 - Au)AH# (product-service markets)

—— B S

EHEHH (managerial control) & #EN EHA 4L $ U= /Adolch EE&H
ERERS BlcteA"e 233 fAsich. &, HEAHS EE MRERS vlolA<aRk,
M A=, BIEBAE W BRI, cloAgds RES WERERBRE Sold.

ARE) 3ZFF (public support) o] Bie —AHY AR, B ¥ BUFEIN S B8R
(political intermediaries) 12]w %% FIEESER Sog T8I 4 g =FHRjdc HERE
T A7 PSS Wdol, o5 e RS FUNMA Wtk ARM ZEHE LY
A74A —) RE Tl g5Hos g7d. & HEY HE ¥ WP PO, RAHEK
o i R THITE KR KZol 87 Ao 223, RPYEET BAFRELS Kt
9 WPH Bk RERf 2 KFEel 879k

15) Philip Kotler, “A Generic Concept of Marketing”, Journal of Marketing, 36, April,
1972.
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12 st BRTRE

ARK R o8y A7kal 842 FASE BiEe BT (product mix) "ol wHHe
2N #Rych F, 1) NASAY zx)s} 3ro| A3]A PAle] o8 #HAd R MEE HIT
HEBEHE 2) A8, A, BE ¥ RS RS 22 AFIK FIS (utilitarian benefits) &
A2 4 g BEM, BED Bhes A" BER &9 (political product mix) =
EihH (258 (political promotion) 3 ARBAGRN o] FAIomH ARM ZHRLE
3 ZhEMel syHoh

2. R E

ERctelA® e BRBEEES EEEM RN HRAES] MBREA AT 28K B0
o] k¥ olF B HEMA REEE del AYdG. HFHY k¥ FEN-EBHN
%44} (passive-active continuum) &) rF & oJujsiny, wiwo] o) KM HES BEN
-BiEHY 5414 (managerial-political continuum) 2| 7€ ehdch. WERE Abolole HE
Btk (trade-off relation)”} ¥Rk &, & 45 THMNE ARN HEfFAc2YE 2
Birs Avigel. ARm kRS A3 AL BFEEHA Zl1&odc RES Refdol
AEE dujgin. o2 ko] AAA FYHY, MRE= ERCHAREES A F9
2 8% AFAE ¢ sd, £H5 mAEMA= HEFANY A7 sz k. Bt
ol o] XA 471 WL (managerial orientation) & Fw¥ol ol MREREZ}
EZAe] 2712 2der ¥4d 4 UG M-2 F).

ad m-2) EREEE: slolARY ZxiedE
M4l (managerial control)

! i
& iR % A} BraEm
(social performance | (political orientation)
KRE) ZTFReEE orientation)
(cultivating public support)
gELEEE FaEm
(business orienta- (passive orientation)
& tion)

TEEH S ARP TiFRES] Kigol 25 F2 FBEH LML (passive managerial
orientation) & EslAIE EmclolARERA dAutdog Jepdo FE BEKRAM ol
TEREEES BEy - iy BRHoE Adusedd 4 ok & FHEH TRt BB,
By 7o) gt kRES &R eld FPHI hiPelLE (competitive market test) 7} 9&
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EfclolAge —xge 13

Alol, e = KRS EEEHI Sols A2 £ Aok vRAZIAR, EREEA 44T
ety Bl WET Ads, Aoz iz (EV MMkl AL 5 e M AP
wajo] Heh HEES (Tl tal w3 AR ALl dAY dA Az iE] uy
Hils 7 WE 55 ® Aol BEEE THTEE fAsels A 58 W
foh. ol EEfEe YvHos HERRA Tgel HA Weth

£ £29 ARM HHEEDN 3 520 EEHKHZ SYNNAE BiEEME (political
orientation) & t}29| F71A B|AsIIM AT FEEmMelch & WS EFAN TR
ALE BEES Mirs B4y FE3 (political patronage prize) Foll ik EirtobA®
EEEE B0l HEYD BHS I Hisl oW WHEMENKC AFY EE EFsed
$-89 A8 ¢ ok =Y BHAEAEMS 2E SEEE BAN FORoVIE ok BEER

e 2= = ChE BESEES BV 2% 2 SRS =S IPTERRE WEREBISXE
OET BRSO SO #EAE EEY BREE RS e Afold RREMR H MEvoAR
HBEe 2% 159 BRORRE A ARE EHRED BT 22 Yok oA BEER
He 7HE Feme) Sdeld LEMoR BWEY At st

EmlclolA® o] WEEEHE (business orientation) & ¥ K] FEHH} T2 K9
ARE THEELE AN o)shre HELEM S ERRKLL (macro responsibility) &
weron] HAbse FAoge) R FEEMM I FRLMEKES Iz dde 7HH
Q) MAHWREES 4= o A& EEUEels, o=t FEEMMES BN BHoR
SE oot By 9e dujeich v FEER TEte g4N EREEE BB dl
E AuRt ®He ATA Eax gle ok ohdsl, oyt HEEMES e A#Z FF
ARY #AS BT HEE zAgc

2o KMo HEHEHS ARN THELS = e HERE EE (social
performance orientation) & Ft&rffye]l Kbl ol wighaleg HEEMEME I ARN Ik
(2 Toado] 22 £303 489 Ads B3 HIFENA SFolch o2 AMI2,
EEEB Ol 1 Mo (7Bl Y THE RESEE A 2 oz, 1 BHEE BiREo
HEA 7Y REER &Rl duby Asiojol B ouigcl. ¥ 520 FEHMWE &G
glojA], olgpzte EEMEMMS HTHEES S4Y & UEE £hWd FHE 7ok ¥
G U N

HlE BB Kol kol AMYY RHIRAA EEH REES AN AN EIRAL
R oA REARE EEEe BEMEES sk dle AR =8 Zhed 47
B BAY Ry EXBMS 93¢ HXRERERP ¥ E¥H (MITI: the Japanase
Ministry of International Trade and Industry)o]c}h '®

16) Yoshino. M. Y, Japan's Multinational Enterprises, Harvard University Press, 1976, pp. 10~
11.
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4 paRRHRE

dET W EEREE FAN B2 £E02 QAR dg o2le Yo IPE ETel
L RS s B BRIETT BREE Kiiol, MMEA4 BEme &R
2 A8, clgpdo] A FAUE B EEREEREHYS ARD THER S HE
Bftslels Sdol ok AAMeD uUAY STHEC IP %S BITRES ARY
XHE B Hw, AT olge TS MRS WEHHO BES EM{LAAZD

3. ERoiolAH[Ee FREME M

(2 M-2>Le] B&n BRclA @M wBE o2 712 Sios mEd 4 ok o
Bbol N, JiFsh= BEHERA AT TR BB o o] ol ok Tz} E@otel
A Lol #FY § 3t FEE PIEST oWy RIS S Mikslolol shestE
ks A HAT TE) 9 5 ok

(IH I-2)9 shEd2Wold Hle] MBS RE7 A8 TEEHS ARY TSR
A 71%olE HHe kRS PRI fEfke] Wasch 7} DU HEe AN BEE
BEAA o M vEsle] FPAA BAAY & BEA F1gols BHY KNS FMIE
T 3= Aol HimE Wity A8 FUY REI HEE mAs o gk

O E-3) A —ims T AEE

5 BoEOE W | RERBEEAR
5 "
; <
K
¥
!
x
» BE
%
%
&
A
" i
FTHEEE | FRE B8

&
o

Bne KE-EEEH Eai

HEY BEE ER 237t MREA YAk £ mhol o) FEY Tl JE o (Y
-3 F32). ZEHEel4 & MBS MM ZF gt M) 743 = 9z =g
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SWRIHTAR o MY 28-S A& 4 ok HIE EREEE TS Jive T4
YA oW HgM= B EEit Lk EAETEEE Jeld = 9k

@A dI3¢ WERES AHox o9 4713 240 Ziopqt o 1) BhHAM oig
B TR 2) EEY @R 3) FRY SEE 4 BEEXSS FTENH =R

BHkiEol i #BFN EHEc RHEI} H2 H%HHE 2t BRA 7 & 4 Aok
e, ARy BW 223 EHEER 53 22 L5 RASC TIE 4 ok ol xdAql
FHE= FMe FAE o1 Bk ohsl, AN ERRM ERE EFEM HEE oA
gk REM Hko R ofd AR WHEEA OB i <A FREMIE 27
gt o3k HEkel FMEME US EM{EAY B ol AHHoz EHETMmM
B 4 gk Tt ol why mF FEAQ Ao vz etk wlgA 3713
b2 5509 & $itol ok EHiw]l JEx 7 4= ol Folshel gt 1jv BhHY
B g Amare Wee ol +£x ok

BEEEANA O35 BhHel KEg M= 3= AL LEEE] FAAE 24y 71540
k. RE BEEV 549 ®ES 72 Qo EAlY AL goh 2= o2y A2
kg BEelch olol diF REAYY EEHTEo 2, BEEZSAAS HA FhHe HNG
AR FMIES 3 HRNE BMIREEE ¢83ld 8k $Ho Ak £5¢
713 & 3= ol olt vy 433 WAREA REu, olulx wig- AlEY whg
ZA34E 71AE ¢ deod, HFhel BRES x=Y 5 ook ke ;- AHREY BRI
H®= REE ¥uo] oflzl, |EEAAL Fujzg Aok

FEEHS AR TR AflE Al Bhol HAY o, &89 REN WEL
Hne B AL off o2 Aol HHd, MRR5ITE ¢alc KEAAVL Ml
25 s il Holdh o)zt Atdle & RE MEAN 2 BEe MEe
Matsl = ol "Hasich HH HE 9T BEHEY TEHE FME 2 A EAE
opZ|gict. siiald, BEEESS 7] Aolz BAHAA BC ¥ Bdsr] dFoch uhge
4% XM ERe FHE APo2A AAL 4 ook whE AR Ajort Qo= AL
3 kel —r BEEEM] e & dlkol Bt Jx ERREA 2L 9k
=Y ol MR- Aoldt MELEMo] Aozt BWEEMMEE 22 e ARM == iRk
f1og FAEY U= Ak 7HsAel woh M EEe BRS REE |E Y B
o Feol disiA ZEQ HAES To=d Fiao2un) AR £ Yok 2 oot e &
Mz, TR M-S Z2te] Bl A s £3E Prls Aol 2 Wi

4. EROOHHE =g R
TS EXRY MY T8N BAS B85 vloAYED S A9 o 88 T®
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16 o REHR

RE AFsa ek LIT4de REFRY BRJES 90 BEY @) FTRAS
A=zt g

(1) opiAg Rt 78

®¥Y ZTERs HRY TAKS 2 ARY HEFH —Oet Jepdoh, 2 FH Abojgd
clolARHHEZE Zioigo). o)t vlolAYERE BEM #tHS 2dstr] ds FAHos
B2 ¥ o5 doh. 2 slolARESE RGN REE SHYosd oy 4
lch

THEMES ¥ BERELNES dxshe e B EmpwRoe] sdgch
THLERT A7 4% Y2, EHFWYY ES =937 Ros BFRES MA)
A AT ARE (L) HEE LA & Aol

BisEmted %2, vE ST E4E G5y 9% HFHe o] B WA BEn
2} e BAE) Efol LAY, BEEN FSE FZse Yol wokh BhEEES @k
NME, 27t —B R BUABREC ks LS WY Wc e NE o BAAE
ddHE 5 glck 22y BMS FUA7T AEHE dAsEE dos B FE ROX
He o8 2ojd, BEESY AN Efkd £Re F RUEBES 7= 9k
slolAGHEE ] JHett EHIRR S FTRFARHES AT ey goRA A uisiznz £
BaEtkel Az A deoh. BAM ERtte) ¥2 wH REEFAAML, AHM ALEES
< 1969~1978'del ZA =2 WHHEH MEXS 3 238 KAt ItHos AYHA.

BEEEHELS Zhs A, Busl Mgl EvlolAY MEol4 4% (macro-marketing
enterprises) & EE 322l sl 87 o J3L wrl AN WY FE KERHE
T2 MBI fEC oo, HEXAM XS BAEKES By 9 Kkt KK
HERE Zxsle AYel Aok KEEE 29 & It FUA clolANBEE HH S/
olct. H—RAH H—migolel KEEE oW, B B BhRES] RE 27}
A" 4 gl

HERE TEiEd e 0% vlobiABEE FHEANLY AEEd UL By,
BiGERE 2% oS BPRE Ri-¢ Fo, HEEEREEcE P HES 279
th ol HFel gt AESS RWE) TN FHitis, FANA Y HFRRS ERss
ol FHIch. mhAd) BERE BT ool Halr] W, BEEE AhHmes 1en Wik
of AR RiEsfo} Fhcl

17) Monsen. R. Joseph, and Kenneth D. Walters(1979), “A Theory of the State-Owned
Firm in a Democracy”, The State-Owned Enterprises Conference, Harvard Business
School, March, 1979, 26-28.
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(2) Weg2| RRYEm@E

T U BE TEES WEHMN S ARE THEEMS Tigfel X T3 e W,
FMEEs 53 A= 71¥o] ey o &7dch o 27kX WEXEEL RRES KK
B3 MR HRY Bege A sch

B EAE EAAE T8l ¢M AMEZE Bkl WY ARM (AK) ZHE BEHA
Rigslels Aol ok BUEKOZRE Y BUAK TRVE BuHR] geud, £RTHS 97
Hel HHe S KR 2 d¥E REEHRS BEN Bt 24, &RTHS ARt
o] Btff BEEE 3T (TEHo2 SAolA ¥ wriA dridoh. ES HEs BN
@l o3 A7l A oo EéM WS ST

ERTEMS £FS A 780l AAHY FAd B BiTsin, Kot Fol
ARITH R WAl i AR THE Fuch oot BEE KEH T e IH
€ Ay A8 ngAe o s o T dEE B i BE
X2 33 FHS Mk AY, BEIAT ¥ Ao, B FRES el 5 Aok

(3) MPEololHE

diEol, XES ERBELS 22 It dokrd] REMALR S BERREDA Fisz
gtk olebpe HEEY THS R SRE ARTHTI= Aol

BB BEY IS SN xeshs BuadEtt £ BEER sl AERE
Y532 T4L SUY Aoz KIHEDHS TRAT Ik KA BRIV F2 YL
ohjog =3 BENERRY EREERKC Fashl HAgd. KRE ¥&ske HmEd
ZA Mol 2js} o), EclolAs HEHEAE AMH R WGl Flgchd, £RANY &dS
s\Ael 43l wivk. RRMEAES BIFRM shid AR SAENE T OE o=
Atge] wdiE H3E] A3 3o

SEE L RHED oy = I3 shte] Aol AT FRTEMLE e X
of ol# Syt HEAMY AREHS AR BEKTZVHY &8 HHETE A
iAol 7|28 ATk AELEDY SEHR HEUE 2AYc N, ARMAY KREFE
7b 2" 4 Yok WARRAMY LREES AR oY HUGKE $3Y 5 =
274 FISREE ATV oldge WHUL HESS MRS IFHMA A dod
Kats SEMG FE 25E SREEA T3 7.

SFRERNQ elAe] BEEE B ko] FREHS A= A¥l ok WHel
AT e AERES FEald ojFelxs] #Ed ML KEHNA I¥L

MARE TEKe Ze £F EEcloe ARSEAY BRAL THMA Frlodz
$g 4 oke Aol BRY WL+ Yook 2 F3 Wil ZxEAL, AR &Y
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18 MAREHNR
B (ERN) FFel ¥38d + Jdd AEARS BEA HR7 H4dd

V. & &

A B EFHsRs olautl Wopnlu e AT #g7 REY EfclolA=ge] — T
& (a dual concept for macro-marketing) ojc}. walx FHS B B EfclolAwl
AT ZTgeel Wl WA, clolARELS: of Skst tEe] RMURIEN ¥4 Sls =lolAR
Blgol oIy Bof - EREY Kot #tee 943 ks Aos Ve ARE B 19
Y slolARR Kol By oloh b2 BAESO) BHRE MR- EMY F glol ¥ 2% o
mlelARE BEE REsleied #ES AXNE T2 UdSol Fol fdsteior ¥ Al
g}

BoRciobA®g ol EBclolAR (Fahs ol RAAMY slopAyelzl @mMssIT ¥
BRSESH 53] EfctelARE shie BRogd EFbAscdl 2 TR MERSS
XRFRE 33l oln] BIE H2ahol HHsch

FMHY ol ERctoAY S AAs] gsiojor ¥ —ALHEMR (the well-developed
general theory) 2] ¥Fof o8] 1 wbHel g 2dstz e % Aok &, ER=lolANR
&8 iz EAs FHME BKME © cloHARS TN ARBATES @ HakT
sllARER A Y I REEOIT REEQ HRE L —MAKRS ST BIY
MUERA S BRI s A =3¢ ERoch

meb & BFRE mlolARE S Y FAAA olAE WA BY dAfd. ol slze
sted EMClobAES] BHBH BHE 9T —THE S B o452 & PR &4 T3l
o BEstd sich

EgictolA® e ot @ ZHBtkel Zlihe T2 g EEMHSYS ARM X
{2 MERE7 EMclobAT Y oslojo} ohs dlo] BB HEL 52 ok & ARk
BE2 WREH BASK SRS FAsk sind, oo WR Aol MikEriE T8 B
7b €k meba eSS EWnlolAR #ie $RksY =8¢ & 29 olJm, THe
ARy BB T AR AR{bds KRS ATV =g ERclAYY —Tgae
BEE7} EEE 3 WA LKl Jddd A8 $45hs b 22 ATgoss
R BEE 9 4+ Yok a3 2 A9, oS AEM diko) 9 4 Y= RREN
o BH%E FAE + Yok

—ABES REN FRE AT ¥ SR BEE 3232 Y 2 BEE S AR
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ElslolAgs] —xits 19
XA BEREMA 182 B 1A WEY AW ol RAEBRBT RE-
ERBHE FA71? & B 7B TRAFH ERGERAE od AE0] U7 BEE
7t Ael¥ BRAET A ARM ZIRE REYE 5 v 2?7 7YY HORE thate
2437 A BEEV ¥ 5 de AL FAU? FE dE J1HE AT ok
€oe B I FE B/ 4HM oAz ERY ERcleAR HES TS g vopAR
TBR9 TS WA vl 2 ABE s B - BE - #F3}0 O A 5§,
BHEXY ERcloAy EEE A% M FRAS AHTHH REMRRs fd3q
BB 4 o Hew poky 4 YAk —E#AS B FEAc] KEFE I ¥
A 5 o 3n FEEEAte] SEE, ANRE 33 KK M Ad T2
BRI < Joid, EflcleA® B 1ddos RN 5 ded ALKA Ao
2t
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1) & x& Emvlebl™aw, #&3ckk, 1988, pp. 8-9.

2) K %, BulolA=EA, AL, 1986.

3) K %, ulelAER-ERobolAR-, ek, 1986, p.15.

4) ¥ 574 ©A, vdezA3 ARspolA", o|dfezioita Lo, 1988

5) David J. Lﬁck, ‘Broadening the Concept of Marketing”, Journal of Marketing,
Vol 33, July 1969.

6) E. A.Duddy and D. A. Revzan, Marketing Instituional Approach, New York, McGraw-
Hill, 1947, pp.235-238.

7) G.Fisk, "Marketing and Social Priorities”, Chicago, American Marketing Association,
1974, A=z

8) Jehiel Zip, “A Dual Concept For Macro-marketing Management” in Macro-
marketing-Evolution of Thought- : Proceeding of the Fourth Macro-marketing
Seminar, Univ of Colorado, Boulder, colorade August 9-12, 1989, Edited by
George Fisk, Robert W.Nason and Phillip d. White, Published by Business
Research Division, Graduate School of Business Administration, Univ of colorado
Boulder, Colorado, 1989, pp.273-282.

9) John Maynard. Keynes, The General Theory of Employment, Interest and Money,
New York, Harcourt, Brace, 1936, #=

10) Monsen. R. Joseph, and Kenneth D. Walters(1979), “A Theory of the State-
Owned Firm in a Democracy”, The State-Owned Enterprises Conference, Har-
vard Business School, March. 1979, 26-28.

11) Philp Kotler and Sidney J.Levy, “The Broadening of the Concept of Marketing”,
Journal of Marketing, January 1969.

12) R.F.Breyer, The Marketing Institution, New York, McGraw-Hill, 1934, pp. 23-24.
R.F.Breyer, “Some Observations on Structural Formation and the Growth of
Marketing”, in R.Cox, W. Alderson, and S.]J.Shapiro, (eds.), Theory in
Marketing, Homewood : Richard D.Irwin, 1964, pp.163-175.

13) R.P.Bagozzi, “Marketing as Exchange”, Journal of Marketing, Vol.31, (October,

1975), pp. 32-39.
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14)
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16)
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