KBS vholAl " BREMEA 3t E2

AA

& & £
E A

I. ¥ & 4. BRKE o] 32) vlola &)
1. otobAlelo] 4pg V. vlolal ) EHe) BB BS
1. vlolal &) 4rke] & 1. £ EBREK TEBES
2. olopalele] E4 2. WRiEE e BHE S
0. =tetzAl el BHS Bz BR 3. wvloAl Wl iFm kel BERS
1. ulobaele] WEs WEET 4. mt@fy F ¥ ARsmERgel
2. 19204 fte] ofola &) TERS
3. 1929%Ef¢2] olo}s}e V. & %

I. A

Philip Kotler ##+= clobAl 8¢ @RS ot soksl LES %RAZHE AREHo|
e E#SL ek ol9}h o) vlopr Wl o] AEL AR &kel LES KEAZ BMOR B
frebe il olom, shie) ft@my Bzl ok @M Bol HE BELS 2L THste
L o olopal g2 Egs|E Aojr

BEHCe B, ol 2 HGHR Bl A H% LEY ByE7bAl nt@ )l RS =l
o BES|UoH, £¥S 5%, IH0 EEL, Apne SHEhsl depdu 4 BRs Qo)

= W vhobA | Bl Bael Moz gn ZE Jeldl 4 EEgElm gleh. 2] olojs
°f 742 & kLR BRI delt ERolH, ol FLT EES KEpshe 3tr] o Folch,

*ol HLE 198FE THE BADMEA oo FRs LS.
* MEAHELE IHE
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2 AFuste =FA M2zy (4l

£@e £AD £ 3 W2 Lo| slobAlalel fEFEelT o SEEHRES T T oF 50%7t
npotsl & g el s gbeb 2leh !

E£B/oll 2ol 4o vlolAl Bl IS EEE M AAEKFS BHe [¥e] Zodst @Rzl 204 7]

z BEERERS Eﬁﬁdl‘i w £s)o o) & 7rolste] KEfA HFEoH dW R4 HEN K
Boe BEsiclch 2 F FEAEESH A4 HE KB ehoball | HHRES oS (R
AR 1930 kel SolAmH A HEEE ARMSR EHSH 4 Fehgdeh, 2elske] HEH
Fkoll o|ak Ba BIgel 4 M2 ikl o& &Ry HE/E 44y 224 managerial
marketinge] EFA 5| S et

19504 ftol] Sol A w4 # sl vlolAl M EREAN A A =g BEal wtob el714) E 7
pgmse] SE RE/L H19oH, 1970F KT Fitkste clotx Wl QEs) ¥l HEN &
S FEso]l EZE#of sk o] & ul Societal Marketing Conceptz} H¥sked 9 5ol OIE—,i ol
c}.

o] s} 7ro| vlopa Bl e| AR - BBol =HE A MEAR el ERER
Ak Do 24 HEES goket LES KR, fEiEi, &Rl B8 K
B Sd —RS WEY Aoz BEsA, oz WREBMC] ek

o] HES WEHES THAEN KEstsich Teln £88M9 B VESR sfofsled,
[Ee Kol Ax RIS Riet HEEMS ”Rstdx, DFolAx ntolAl" £me KR
BES BHEslgdod, MEel A vhop BEH Tzt §’*E% PUErRE e sk REAIHA
@, NEd A stopdl E"“fiq BES 5REts TRESS NAKE 58S BRI,
VEo 4 & o4 MEAES Bt Ritoll 4 #HRS 2+t

& HE - Beked
5, ¥EERS A

0. vhopAl "o 4K
1. ojobHE E£mel HR

MR 4 Sl BUBS S Ax FiBF #5872 FREES RELKS B
s elgdch ol Ao, 1820FMEY HE MAOS] 72%7F Bl T4betm s Zolch o B
feoll = A EHS hiFEs BHEE <loldl = Wit THo| gladod, BRL WA= BiEH
BHY EES shE A FEpEERel dod Ao WL BE s HE2 st Y EBT B
ol S ol REEELE THT Astm Ak 22 Y ddtise o3 EFRTES §
K= T ES R SEEDS @EAdn, BENTES A BESHNHY L5571
Heoza BES EMILES (E#AZch ool o] HABFE HEE N4 EFFEL F5EE

1) William ]. Stanton, Fundamentals of Marketing, 1978. p.17.
2) BHME%E, TelotAl g B —Ealotolal ¥ —, 1983, p.2s.
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EB| elolAld] HRAMA A7 BEE 3

BEY e, 1880 7ixl- BEWS F4FEH] WETLES FEEHS AT AU 1890
ol £ 5lubp gl o, 1947 ool = AT ¥ FEEH BEWS 26571 2 F BER
A T#¥Eo 2 #iks|adck. L Az RO TER ol ERE 1860F R Hafiol 4 1894
Fell = A9l 2 sl on], b 1790F HFFol EES olwl 1859F 7k = 36,0007 L2
HIFEEE 18605 F-el 1889F 7hxlol& of 4dnbo)=, 1890% -] 19004 7tz 2k 2353
off wgho 2’ TEHBRS oS m%4lzch

MBS LR F¥5 AEN A3 BEE doddor @REES o 2o BT
4l Zch 53 1873F 3k 189360 BN of & HFUsr Ao AFe EEHM el 49
B Ert el REEES BB MRS 3 EREG o] HHES| 7ol ol 2elom, 1901FA @
@x U.S. Steel?| Eel2E mire EEO| BEEALHR Mizol SR 2ot =Igich ! o
2l gt EAS Erh2 ME2F FElGS BEAZIHA Bt ot KREFEBHS #irs aTaE
st @AM FRES oS A AA 25 KEHBE ARE & hBkEe] BRr
ofolA| &) [EEE UAHOR BHEA sHAch

2. DiotAHIES #E

BALEF of Foll FEEO FE£2 vt or FERsS|UOA, obfe MEF Bincel AlS3le
BAEE 2k FAlol o] M2 WHESo BELT el KREL HEM REERC o W 5
B ZiEst AnfEmERe] Jebds Hihe) e HEHE FE RESHS st @3
BoEM) AL o B ksl BAIHBO MRl S HES FaUrh oleh Al & FFo]sl
EWERC WEEESS 29 7 Kl owl SR AEe f%?ﬁif‘)"ﬂ el #HAIEY FHE
SHE FAloll HRAIFEA S-S ER N2l e BEbRSlT 2 ksl ol HiEelu H¥EME &St
Egdozd HMAMS FATHRS BFE}71d o2k a2lste 19417] woll ol 22 o] & &
REN EEESS A dels gt A FREME & vele ¢ HES £l
3 aABs MEA st REEEEANA AA Fokely) el FHH 2 #iE S2 HAAH Ao
AGAEE o] &3 Ay BES slvldl o 2o, BEEMS EERL M BEH EX
£ ALl LThlel ©17 dHael FURMAES fTHST RE¥E AR 2 KRFTES M
ol RS XRE 273kl Adskgich”

ol 9} 7ol 1947 well ol el HBHR, BEEE, AL HER, fHE, EEH 52| vhot
AR EEpo| BEEE ola 2Tk ey mloll el & KR £EM T Singer Sewing
machine Co., gustavus Franklin Swift Co.. Procter & Gamble Co., Coca Cola Co., American

Tobacco Co.. 5 of-% RESI] Ao, w49 ulolai| -2 F2 @l pIRkol] 2|ah FEHE

3) AR 72V Av—4 54 vy 8%, 1983. pp.49~53.
4) OscarTheodore Bark, Nelson Manired Blake, Since 1900. 1965. pp.8~9.
5) TE, “vlolA W BEL HR A BE, RJUE HI0E, FAMAHE, 1978 p.569.
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4 AFasm =gy A2y (43l

iy - FEBIEY HEE 2T Adch 194171 % slop ElS REUW EEH HLEL FHAS
PR FRARH TETTO WEFolT AR £t Eildl HLY ke - R LERS
ol ¢lal sfolA| &} RfTslolch. Singer@itt -2 FREHEES S BHERU Y HiBF
Al EEREE, Rikds £BM) ool d RS HEo2 vlolA el Hhsldom, 1867
F o322 TA2FET ol 4 WiEsls) < 2ahgich ™

O. vtolrl & Eiwmel Bzl #RE

vlolA| B2 AME7I AFBRS £EREE ol THREEES BN £EFE F4std
A e A asiol o, FitEF o FEESHS REE Jelhd T¥S HES BEEATHC
HEN FES] RIEA WEMEst A vlolA Y B Arch W. Shaw, Ralph Starr Butler,
Louis D. H. Weld 59| @@ urol4 Tusted 259 vfolrl Q&R BRsHA sloich ozl
& MRSl BRBES SHE KT OBME SEL dod T BhAR it agme”
Robert Bartels: 8fypga” 77 5Estn olch Zeluh o] EHoll 4 BREKEL vlol BB H
o mirsk RS FAo R EESY Slsl oS3k o] 4EpEE ¥Este #HEcoh

1. OO A el HBN B|EEL

Peter F. Druckerel] 2]&}m vlo}#A| ()& 174 7ol Aol 4 H 22 HEclr sl & 1650
FOSHEE BAALEA o EHSY Hx2 HERE) Y2 EHS ¥4 o}
obAl R -Z BAN o, 2 AL S BEE slw, SulE WERS cxpelstn g o
BiFRAE ReBBRE, WRAGS] RE G clolAlFHS 2Tt 12ln FRANAE
194] 7] % Cyrus H. McCormic(1809—1884)0] #2250 H3I3t F¥o 24 WK AliEs &%
o] ME—3tn 5 FAIA BEhEol ulolAl ol HEI O R4 mlolajelo) HHMEG o, 1&
BAE A o, B @8, ®IBBOR, Aodul ABREE, EECl T @ Y Adolul AR
B, ZIRBRE 5 Hftelobrlele] %Ay ERAES @IgsIch

Zeju EE| 4 mjolA &l BAHe] ME T BFES|7) 42 AL 1900 Yeiztn &+ e
dl, 5 19471 24 ksl 7] 4 2 EEEAERS ZO*II 71 22] 10\ Fokoll gEszslal =g
I LB P BRE B LA DB (sellers’ market)2 BEHEATES fEirx 4 1910374 & #Hk

6) James P. Baughman, The History of American Management, 1969. p.8., Tom Manhoney and
Leonard Sloane. The Great Merchants. 1966, p.71.

7) K%, WiiBE, pp.27-28.

8) EHH, "uhob & FER,, 1982, pp.48—49. 4

9) R. Bartels¥ - lUhWE &, "7—v 741 Y7 BHOBEE, 1980, pp.46~47.

10) Peter F. Drucker. Management: Tasks. Responsibilities, Practices, 1973, p.62.
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R violl e MEMME A B8 S

Bio 2 ste] MEELRMN Hbuyers marke 0 2 HlslA]l sjoreh. ' mq 19417 T Selo] B
B2l Azt BAS| ool o3t £EHS BRE BAmSe FEIEE st U R
MBEIE BRS S8 vlolA QiG-S BEA oo, o] B mlolalle FAUn o] %
el 8B Aol oh I MM vz Eokct '

olel gt M @RI BRI TolA olob| I BHS HR FHE KB HEFEEANA o + o
=, 1902%F v|A)7bkK&o] 4+ The Distributive and Regulative Industries of the United
States j2}= FBES, 19055 s Auli|opkioll 4= W, E. Kreuisv} {E# "The Marketing of
Products 2] #HEE-S, 1909% 5|2 2485 TThe Marketing of Products, &, 1910%F 3]~ 24|
K82 R S. Butler7} %3 Marketing Methods |50 Bz%=l2l o= R. S. Butleri= [F %ol
F—d & FEY 6HUE HAS GO 19175F0 ol FE2 WhsIch el 1913%
Louis D. H. Weld7} {#&&3+ "The Marketing of Farm Products;2} BE%st 1916%F [—3t &
o) kR 5 ¥ + o Holth

ol el 7ko] 1900 fRoll = ool &) MBSl HM, HE % #SEol Bz~ 4 sl dl, 1910
Ffell o]2e] BEFAAEHES TH B BEER FEBLEERMS Pl BHEA HE
el TBPERF LS BRI =2 HF| 4 BRHEFLR Yol FBEREFFOL Hfsof
BER of 7ol AREYS] mholrl Wl iEEol BAtASIGcE Y ol g MEREH WLl LA el
vholsl| Bl 2] of ] 7k KAN) BE&el EIrsIU L, AR - BAER - BERAY $Eiiike] vlais|glo.
o}, o] BEfLel fAFEAIel BE+= Arch W. Shaw. Ralph Starr Butler. Louis D. HWeldE- & 4
3¢ Aelek.

o] BEESC| MEEHS ¥, R S Butler ool 8- MEESS) &5 — WA BRI
EEL AAE RERoIV BES FIHSZ Aol 2fTehoF & 28 2. —& E%els Aol 19
EW=ol, vlobA| Wolal EEREL HEoT FAER Sl A EEs|olok & o272
HFRER A2l FAst RS #%, (R, TEE g%t Ak ez AL W. Shawe Fifd
A fTBE ERs m¥el A7tz E4f S8 £F, A, eELEXRE 22 TR
Emsl lel. ol olshel 4dEolgh WEEE #bAlvl = E8ol L, HURS BPTe FHES
LAzl = E8ol=l, EX= £/, EH - bly, BEH, BAH ¥ 45 aasic d#Hoe vyt
tf. 2+ o] 55 —Ax{kste] 1912%F 8H| HH= MQuarterly Journal of Economics ol /3
2 2 TSome Problems in Market Distribution ;& %#stgct. 3+ L. D. H Weld= 29| %
L0l 4 ALl A BE, HE, CHRAR 28, FRA%KGE 9% - 58, BE, ERo

2
e
2
2
lo

12) L. K. Johnson, Sales and Management. 1957. pp.4~7.

12) R, #igE, p.29.

13) R Bartels¥ - Ilh'®ER F, AiEE, p.29.

14) K&k, FHEE, p.42.

15) R. Bartels® - [yahBERA £, #iiBE, pp.214~215.

16) Louis D. H. Weld. “Marketing Functions and Merchantile Organization”, “American Economic
Review, June. 1917, pp.306~318.
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6 AFasta =& A223 («p31d)

sl o, o8 REE f@ske ﬁﬁﬂ sfolal| Jell ubgh FEHEARES st ok
o) 2] gt uholA Elo] HEAEIBRE Slol = RSl vlobA ’lol ubs| = EFike] MRS & - K
sIEES| utay SAfel W= o, %£EMe BES L D H Weldst 1916%Fa] gk "The
Marketing of Farm Products g, 2% o] Mol 4 @7l #H7 - BRI Bnkd M4l 7l
2 o9leh. B4 1 vloplelS 4EBRRS] —#E 2T BRI - R - RS B slliste
Aoz m#stsich T el o] BHAS viopr ROl AT BHiE RMst A& Aolth

2. 19202 OOtAIE

19206 2] KRS TL3h71 el EHBHEEoI2 Herbert Hooverst #REgE Eoll Aol A
o] BBk E#)(Waste Elimination Movement in Industry)d] #E¥ & L E8)-3 1920F HE] 19287
7= BTt o] E#S F. W. Taylore] #HE8fy EBikol olal 4 zts| oy EERS| REMK
E9| EEAE S0 FARASEMS BRY Aoldel el £&EBRE HE{tnto] ohx
FRBE2e AEL Jolrt ¥l Al SRS (R 3 Aoldeh 1 A3 & E
BN A SRS (L - BHiLs B3 Ml T ol S KRR fFRARS HML - B
fkate] Tes2mq FEBEEMG ©3 @mEEe] K&/t L=tk 18

BB A0 SELE BEEA o ALK HA, HHMH, RISEBRESS AT
JEEEe) FEELE, REEBHA, BEEEES BE 5o MRS ERERGIES 248 T
Q] FHaol EiFstach HEBEA oA KBEEHKS B BAH o2 FEEREN
ol ABIRES zelaich 2ol HMILRiE o8 K| BA, BhfEdhd o S
% SO B, PORERES A ol TR < FASS EAEE Sl o mH
M RiEks 1S Asisiglon of Folal Mol LS MELs KB MmHS W
2 etom okxle] L Azt chedd] EE - BEEA - AolvlA - mBAEE - TRKR 5o FEBHS
58 ZEER vhobl elo] REA=IGlcl of BFMA] E shubo| HBEd R MEEEA iAo
Bho Bkt 2ol o8 Eig3I TS Aslojct, o] Bl A& 4o 2 wredat /| Higo| HLH
o) EEUES KEBME, acCAdouAgE 5o WS 3 REEEZA HEEAA Fke
Aot BHEEZAL o] 712 BE/IRE o% BEY HFPl st PR B
BRRHERS o) Ll 2719 HERKSZ BRI+ BHREBEBREFRGS BkmdA AR
shoich, 1

ol o} wl B 2o|ste] clolH PR E AHE NEEM EKE, EHE, GAEEEE + AR
RS EEels Bl o) o192 A MR ¥ ERERMX Tt AF FURKEA
g SR BREAE ERHIATE QoA sigden], Eshie) BENHEOEA HEMMT

17) R. Bartels® 1Uh®E 2, AiiDE, p.27.
18) agER, WilE, pp.171-~172
19) REE, A8E. p.34.
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XEe vholAl Y REEM g EE 7

2 2 @l SR, BREE, FEHE, FORLR, &R, HIE RS ¥ sudmad A3 B
® 58 Rk MBAHATL Lol A =} o9} o) nlolA| TS EHHELZA B
REFIRRZESL HRABIBAE 2 BMAIBE & A7 WEHEC) #IEslol A2 ofola & Higeq
HEh KBS HESA =l Aol

1920 K2] vlolA| BT vlolAl R 2] o) 7h=) f#kS AT Bl == FRE oo}
ABE® Eirs| = B vtol L @Eels HFULR T 5o Bms ek ole g slola
FEwRe R TEY EHET <2 B£Es EFL 2d, Paul D Converse®| "Marketing
Methods and Policies;(1921), Fred E. Clark®| rPrinciples of Marketing (1922) % Readings
in Marketing ;(1924), Harold H. Maynard. Theodore N. Beckman Walter G. Weidler®] %<l
Principles of Marketing (1927) 5% & 4 229, o]9ol = C. S. Duncan. Paul W. Ivey, B.
H. Hibbard, T. Macklin, W. D. Moriarity. M. T. Copeland 5o} 9ic}. o| 52 EEBRE 4 &
E3t HREHST 2o ohSa 2ol B2 Holcf !

C. S. Duncang E&Esq] Marketing: Its Problems and Methods,(1920)0ll 4 MEH s TEBGR
o} MEE HelaA, BREMEA YL FH - AR ERY T, TERSS vloll el & Hiae,
ABR, EFoR 2ol BOR - M RIEA Hetn ook e gy RS o Ha
o HEBHY BT BAETI - BERRT) - EE B BT @Al s s Aok ghriyn Faech
T. Macklin®- M#E#Hvtobs &2 o4 HEE BEDS BAYL 2 e 7z HEe 4o
W L7k TEfgRstet shai 4, violAl Wl S Wik, R W BB, a%, mT, &R, B 28,
Ml 52 EAH) «ofwl 29 Bffoletn BHSIT ek, 2% =3 elolAl vl KAkpy - B
8y - BRESY - B0 - AT MHS 8gshe AR R#stn Acl

Paul W. Ivey= # %2 (Principles of Marketing jo]2l= BHE <-Lslod 19214 HERSH
Ao WetEm) Bitol A Principles ehe MBS #Bstn el 1k dMmAL) Bl &
%, FRL, R, E&, THAR, S8, HEEH 5o 5EE, o)AL @R vy
BfEol= EEE PRIEA <oldl FEET ok AL PEs T Aok = 2 42§
BRy7He S £ENTREG, THEES F@ES 2= I VHl, IRAKI 4 BRs: S8
A& #rsha ek Paul D. Conversex 19 EB|oll 4] Hhew) - M8y Bz £EH 4
EH)4 o vl 29 vlopA &)-g- FEillslgich. 22l Fred E. Clarks 2.2 3ol 4 ololAl &) S B
Re| MAERE BES T2 HRe YmiiEd Rlsiol & BHos TRy, #ESES
wmEIkhe, CH, BRBEEC R ¥ 3w ct, =gt H. H. Maynard, W. G. Weidler, T. N.
Beckmang 159 $#tEol4 FHEER 3 A vlolA WM @AY KIS ®Et 9
BEvst EFRY Riol $HEBAQ HREY Rl HRE MEHES] £52 MAde 9=
Zolet.

olo} Zo] 1920F K| wtobr| WAL 72 BEFol o B ol 088 FREY W)

20) ¥, RIBS&IL. p.573.
21) R. Bartels¥ - Ii<hWE F, 78R, pp.220. 226.
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8 AFdstn w84 M2y (431

FAo] sdrtn ¥ 4 oS Rolo, EAN #EMbol KRfsldrt. 2ol mMFI - B -
BAER Befiko] Eilsl ELES U om 53] vloba| Bl kol ik W%l B2 £#E WL A
b &, ololAl BRG] MR HA S Biol TSI Actn & olv]l slFoll o] BfE #
ol Bz 23 9lon slolal el BAEL Rl leld HpHHK AHolth

3. 1930&f% Oo(AH Y

19294 108 24H 4£BH w4 Yol KARE L BB £@ES 5% ABHL ExER
kol 2 EHE Fob £ v KBNS wolshl Ho2s mtolA B BRS A+
o S ook ARMEA 2% EHaY WS AT Wil BREE mEA R, 27k
o] EELEILERol ol AEEES ABERES KREL 1 AddlA $rbsshA =k 2
A gL o EERYRlolAl H S (KEEMrlolAld o2 @iy ubel] glolo elske ol & b
MEEELS Folvhehs BiHo) clopAlele] M2 HEEACR Fashdl ek o] & WRsH
7l SN2 AA, HEES FEMEHE BEEES fiEsc HHRAE/L EERS AT 4,
HEES FEEo A FESIEE byl 2% mahel AEFEE mHEAA ko) 21E mEmibat
#|(merchandising)o] BERS| et el vholsl Bl i MRS £FL, PAEHRRE, Lk
EAE 5 B3 Yool £EAR HelAo SEH BEARNA Yo £EHE Al 7=
A 535le) ojalcho] ) W) x| G Elol 2hE M 23 nholAl Bl o] vloldAl BliE#)S] UYL =
ot wheb4 ajola| elo] p¥e] £EFZE] AL slo] of7ld] “HEF AL WHE AL
27 M “FEE F de AL AFEde Aoz nlolAld ] #IEY @EEe] o Exfdl 4
Qo] e, 2

o] B§HAS| mhoAlE B#ro 2L EEO TRITME Sl HEKo 24 o BRe s BE
o} o]l WA MFEET P Aok Holoh WUKK HEvldE KLY AL 2REXRRR
H(NIRA)Q) #F, o] e F #po2 #mslL ded, F-Ht RERFS ST KOS EX
AR ERACE ¥ AL AT, FoMe ARFES AP S AREER Fire #
E3hm ek 53 Bl RE eS| FHE Mol FEMS BFEHES HEF o
o RWEYT A BEERUTERS AT #a ohvzl BRERBH/RRHS Atde 5 &
L&Al o] gt ololal B iEBS RMN A BEBIZS M4 S5 s HHoR bl s
= EWolch M o] AL 1935 JAEKAFTS EFFIRE Bibslddxal, ol BERAHEK
ol o) Tah7] QN4 1930F BET T N0 HEEREHM) HEREMEN HBRERER
Blire 42 EHUE YLolch o] #EEL U Y AHEH o2 7z B Wams BE
Sl 1 RS MEBE BFsld 7 g8 BEEC #x7hA shdch 2R ol e HEE

2) K&EH, AiBE, p.45.
23) RMiE. wiEAE. p.38.
24) K&, HiBE, po45.
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EEe| viobrl Y BBER A EE 9

o BE 2 HES TUL 2o ohvzt HER MEEEAAE 2 BES FALP

ntobrl R BAEL) BB el 4 1920 o) & EEBFel et 1930F e vholAl B &
AT K el BamRY ETEF ER Bl € & A Aolrh ol niolH R
BEY E0e] e REEdd & + UdE Helch. F Robert Batelst= 19304 foll
Adof 4] violAA| ) B K2l BR U KH FAI ?ﬁ%’ia T TERRER 24 KEN, $HAD
o] Bopsudol 2o BERSK, BFefd 23 KES) BHES] BA HREEHS 53 AR
RS BEL, tFEEB I BT iﬂfﬁl L 3@ HBRE B Rk 5 fsstn o
ch® a2l @ o) 4bsh 22 BR Fol 1930F2] HAEAME LA £ BEL FEY B oA
KHEHE P RE BR 9 2 HiEslc BRAES] BB, fiagKe #F 2 vopildg

hel BARERA HREFZS 5, 22l A2 BES @ HBRIES A7 918 vto}
ALK BRolelr ¥ + UE Aolvh =4t vlolal o 580 XK SEEE o HHEE
ol o3t BERE Tl LEH P B vtk Wigkhel o3 SRt SELey st
EHEy BES ek sholeh 2eln FELE e AL 1920FK 7zl 2 WL #Hgol s
# gul HE v FERMBIL 1930FR Eoi2kq & HES v HRsG s, AL
EHo] el ERsIded 53 FEtRe kel HAd ols AEHE ol HEEEe] REs
o] RN KB/ HBEST B/ —Esidch

o] o] vlotal d Eige| R+ By B Rl =el WA HIcel FEEFEH A s
Al 5 - @R ded, RESH BBl A% WEABS 2d spgsp pep

Ralpf F. Breyer= ## "Commidity Marketing (1931)oll 4] FEBERN gt FEE - 52 %
e, BGo EEs, AR, REMES &, #EEEe BT, BRATE, fA%kA, mETE
1, ERMESEES list ¢l on, =3} MMarketing Institution (1934)0l] 4 = o}o}#| &l 4] &l
o Bgkrl MR -wt@P - LHB . el R EESS BATOZM FEHM HAEE
AWstolct v FEEolzls MR o4l EEHes BES Wil K&, BH, AR
E, K, ER, A LR, GERAR S I¢de EHHOE Rtos, BT 35eld, B
ol - =M - A EEFR-T BRERS R KAy ERoZ BT Uch Newel M
Comish+ MMarketing of Manufactured Goods (1935)0l 4] T B Sholl ) &l ololAl ) ERK/S <4
A Wk d=dl, 53 BMRAEA, L25, FHME 52 FIZRIE FPIH, &, RRRD
®, mBAEA BB HHL ol HMBE SHsAl HAdslz ek, =3 Chares F.
Phillips= %& "Marketing ;(1938)0ll 4 23712 Faml) EBoA 335 HREANA d8¢¢ F
+ BMEBE GG el RS oy BEERL Al BHEES &%, MEEDH
2 HBY BEBD o) BE RIEEK 2 ®igd 3 BRETE Ao BEM - Fiy
g KA 2 BASH 2o BHLERE - HEEBRY FE & st Aok

25) P. H. Converse. H. H. Huegy. R. V. Mitchell. The Elements of Marketing, 1958. p.61.
26) R. Bartels, The Development of Marketing, 1962. p.18.

27) TWE, ABRSL, p. 580.

28) R. Bartels¥ - liWE =F, #ijiB&, pp.230~233.
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4. B2RAW O|F2 oo E

H2R KB Follv BV ERiEGol clolAl B HRo & FEE shx 2L Aoz &
gioh, 2o #2RKEKS] BAEH-S £EARS] e Sooldfbdl o7t £EHS wltHal
Aol 1 Aol oy A AREES KBAZAC 225 BEHKERL LERS &
EBF, WEMRES, FUSEF 5 HmEHHES o3 FEMS KEEFA =950 5K
cf. oleiqt HEFHS 2T mHKEES] mE/l I HBFE BERAA AR it
o @ELE K@ KETES Bhol EFS 2 vtola o] DFELES HLRESL 5 7o o
23l

oo} Zbo| HifgE ol 23t FHME KBEEL KBFES BIEE AANEZ dt7] o Fol| ofo}
ANEE, WaRE, B, RERE, MBLKR XE Sd Hl Famelz K= 3
B - AEslc Ao]l LELES Pl IR FETOZH violA -2 Eiist BB ot
el R EN A WERIHH ol 27 7z £&EBE 28-S RRESI- managerial marketing 0
2 #ims]o] vlolA ERS BRF delA s ol

olzigt HRTAA rloll U BRE @& FFEES FEL] ErislslAl s, BB
WRARES BAALOLZA 2L #@E H2L WRITES] BESlo ERAE b Kol A
WS 71 Al zbskod e, chgzl 2ol &M BRI WEHE RRE ol & FEE + S
Aot *

1940 A 19605 7Hal 2] Biflfiell 4= whobrl®o] HB Wz = BRI 242 Bt Bk
WEHEAA TRE HRTES] Bfl 23 LETHERL242 ntopl WA/ TES B
Bholl 4 BBA=] 71 4l ZHshgicl. &, R.S. Alexander, F. M. Surface, R. F. Elder @ W. Alderson
2 3tE Marketing (1940001 4 vlola] & ;5| 1M, #E, BETE, RN, B, F&
b, 2% %o EEM AmE #RY2, E. D Dudye} D. A Revzan TMarketing : an
Institutional Approach (1947)ll 4] HHR) H—B2 RIESIE, rlolA| 8-S 8882 5, vlolA
ol ol Brgel Aojul 2ot THasle O R BEER ol REdctn EHst2 Act
£ 25 vlolAl HARAES B WESERA EW - BRY RIS BmAgoE4 B
KRS weisty 9coh. g J. A Howard= E#E "Marketing Management: Analysis and
Decision (1957)l] 4 olol#] N EHE $U5 - BB - AL - (B - I Sol A% ERAESE R
BAsla ¢d o=, W. Alderson® E®E Marketing Behavior and Executive Action (1957)l] 4| &
REMBo| vl BEH - CER EXE W Bk ohvz wtEM - XM BES ¢
2481 violA iBES BHIE¥] BEHEEESY BRE KRANT FROEAZ ohviel #
&7t &Ll HBRUERE TR FROE BETOEH A2 vlola|  Bifo| HAS]
ek

29) KRG, AIHEW, pp.39, R. Bartels¥E - (UhWE F, #iIEE, pp.234~249.
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1960 e BEERHRS] BRI N2 BRHkl ol 1940FR e EB3 clols el ¥BH
o] AfEMyo 2 FEir=l7l <l=sigivt. & E. Jerome McCarthy: %3 TBasic Marketing : A
Managerial Appraach,(1950)ll 4} & EH) vholA ® | ##AL vlolAlelo] Rt@ay - BEMy 5
M 22| mtEHIEEZ AL vlolAl Bo| FE #E41711 Ack £ o & BEe) nhasix 2
Hemit¥), BT =T AR, BRAE, (RES “4P"24 MAtycl. ¥ C. F. Phillips &
D. J. Duncang& ¢el-gat ## 2 FIf=lo] £ 3% Marketing : Principles and Methods; 2 {#
iy \WES N HEZd A5 BFRtEz BWAHE, HBREIHR, Zdo|d, mmrE, KK
¥o| £BEH Y BARE 5 BAstY 1968Fl HETTO 24 vlojAl B WS N4k
sk olck. ol9} o] FiRMY £& R vlolAH S A3 BELOT FHHRM UHdA
5 - HETe BES5S 24 R H. Buskirk. W. J. William, f M. Jones. R. R. Still, E. W,
Cundiff 5% & 4 drh g clolAl ) BIE s vlola| WiEH) 0] BIEES EH BEZ= E W
Cundiff. R. R. Still, R. J. Holloway, R. S. Hancock,R. A. Scott. N. E. Marks $¢ & £ 9
c},

1970%fX Yol &= HARERME, BERE, BRETE, dZdo)lde Ft 5 tt&ny RG] s
A wtops| o] of Al FAEs|olol & AQlrlol W& BF%E7F Social Marketingo. 2 #5917
Aol o] BHRE mE@fLel BERE B Aoloh ol REdy RIES iEm MELS L%
stolA| &l 3l HE MAREAA B £E2ZE= R R Gistg: § 4 d&dl, 2+ %8 " Marketing
and Society (1971)el] 4 4PBkBgoll 7Hslo vlolA I EBHK S @y HES o2 YE v}, =
3 RE - BR & SRR 58, WEo £2H 5L 6070 B EHS F402 BRsin
gieh. ®bd R. R. Giste] B%zhe 2] FE&EFAKS) EBHL ulolAldBHROR Fuslde
%hol P. Kotlerol] 2]sl RBBAsIe] 2t=ol, 2+ EZE "Marketing for Nonprofit Organization
(1975)0ll 4| B Mol L@ BE T+ i@y BT FES BMANES d: deisa =
2oe) it - KT - ER24 EHst Aok, 22|22 Social Marketing-2 s 1L,
REFE, BRVE, HREE (BE B8, TREBHS FIANA BEEm] KK BA{LA
712 she Aoz RMAstT ek ¥ 22 n p%o] nloba| BliEEio] M@ LM v BES
TALE s vlotA 8-S P. Kotler= H3I3l MSocietal Marketing ;2.8 #&&slm =, 2
ABA sl A= chg FEoll4 EEsl2 g}

V. ulolA| AERe| R BHA
ool 4 EZE3t ulel zbe], Arch W. Shaw, Ralph Starr Butler, Louis D. H. Weld Sl 2j3)

Boeslzl A 2hat madngl - SIS - BEER B HE-S 19208 Rell 1 EMS MEs s
2eivt MAEARERS] B KBR o THBRES Folohehe REES wigozy

30) Philip Kotler, Marketing for Nomprofit Organization. 1975, p. 283.
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1 KBS 13 MBS BESke] e Al ZEhed 19405l o} 22 SETHER 242
olol#| N HE /L BEE BBl A AEmos BESIdich 2eln 1950FKRE AFeke vhobAl ¥
Bw®Bo| Mislglodd, 1970F K kA& &Ry RIES MBIAA clelAIR S wRT=H
F43 B0 BRE Sk

ol 2}t ujolA Rl ER] HEBEZYL William J. Stanton HiFt 4EIEEKENE, BREREHE,
oolail &) HE I ERBE, Tt@HY RLot ARMEAEMEE Rt oo, Philip Kotler ##+ ctob
A B EE| HBS ciAl 7h=] 7 4] E(Concept)— £ - W& - K - otolA & - Societal Marketing
concept—2 H HUT oA RRBES FRERS Wnst olEdl, o BAAE 7 Byl
olop#| S RNAEF fEEstE EEEES FASER cobdsb ol FEEch

1. EEFRRES EERRS

HBS ol % £ES BERH 4 T¥Ho2 #msIdn 2ol =el olob DiEHE 443
s 7 Aatebdch e, EEHC) BEH RRAES RN L o 2047 2] £RA
ol QlelAe ZFagh PIELE HERS MK, chAl Taw £ERS BM T LERS] B4
sAN 4o B Bsidel’) 2aAd %ol BERLS £EEAATC o 1930FK
7 Esl gk @ehd dEsE Aa v WS EREs £Ee BES) HES At
o RS WS £ Y MBEES oo e WO AEHS ERUS Folvh®

o2l 7t 4 EIGEEREC A2 HALHQl clotAl Y ERE AL £EANES WAANER TR ¥
%%D}. 33)

HEEAALED HRE BBl AHESH BEREN d¥t WA Bt BB FBR
$o HES £EI) FALES B AR AAshE FRiEHoleh o] £EAYES BF
) BIRE EERESC T2 WMBTWEEMS 2 KR LS JbAH, BemEe] KEs ¢
glow, BAREMAS FEHBER LS 24 U7 AEd f¥e] FEL BEERRES BR
24 4E) B HERSE ¥ 2L BBEL HRAIE Adolch webd £EAQLES WA
o] g FBE/ HES BESHE 7-%el WRARES Fol mBMAI o AlA B
13 slolA JERS] HEQ Aolrh

RANEE HRES Rizdl w1 FL RES BFIo2 ¥ KHIGHFA £D
S Aok stk ZFAsHE clolAl M EES fgstolch. WAL ES] FEM FiRE HREE
o] HKFERES Mk Hrit odld WH 1 A8 MEsA, T2 &EN MO T, REE
o) frrsle) REI B G2 dor, HEHE FolA s FL KES BE) o2l
Ee BES EEERFS MEoRA RHAES HRAV o de Aotk

AN EL 7 FHIT o Emerson?] #£4(f a man------ makes a better mousetrap----:-the

31) 2%, TololA e EHK, — MR rtotAl "W —, 1982, p.17.
32) William J. Stanton, op. cit.. p.12.
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world will heat a path to his door.)ol] wte} Be} F& 2 dS 4£EST FEREH F712 7|clels §
EE ALE = 7 Adrkh 2HJ HEESS *Hii’— HER 1 WaS ¢ F5 god, 44
LB N EHtT UAE GS Aol Brp & BFiECR s7o] MESAE ¥S AHolch
22 aeidh ¥ ozl - @ - @RREN BEMollok dle, HFIT HAHRHBE T
A AbebEe] EES REAZIT ¥oh F2 BEY S WiEAAL Tk =Y YL FHEAE
Bpsly] flel oh MR Bobe A ox e BFS AdS dstches p42S E@aof o
dolch 33 WA Eo| FHsle REANAE BT 2 + dedl, FER/ELS WEKRRl 71
7 EEY BEFROE BIET F3) BHRESS EEE REsx Zidx, HA, piTE, E
Y 5ol ENE HES fEsk = ok

lo

2. IRMIEmERRES EHER

BEEXLBRC = Qs Bige| EEIL R et B ®AE f&EskE Aol ohviet 4 ER
#anel B USE EHskA sicl 15} FL A e £FEste Antogs gl UdolA
o myS RELE £ oA ek WES Leolnl o, 22l siMAdE 4PAQ oe
7hA (REZHE Ha = stddch el BREEELS N5 EERSIU T SERHE RE
£ wA S, oleld ERISAARSE 193056 1950F/7A 2 &5 glc}, 3

R ELbEe] FARM) FBRESS BERAAEA, 1AL %ol 2H419] WG s A
wE LT PR 3L 3 BHREC T2 BO #AS BEA %L Holzlz ¢
= BEESIL® 5 HREE LFH o192 of LY WPl st ®AALA ) BRI
Boll 23t —¥cl Bol -MRIIES FlY & oo p¥e Fad BRENEs ANEK
o} WS KHEsl oF el ofo|tlejolc}, o]zl gt B4 S Goods are sold, not bought. 2} 7
A zpjo] 2ol A9} o] HEES WORE FFAA F7 Moke ¥ WEE Hd 2 317 A8
o HEESAA Efe A2E, oF ¢7ha BRele ?c“i‘ib"l ks v olu| x| E ZA =l
AE dk2 o]2| gt BifEo| violAl J HRE Sl 71cld Holvh. $43] ERAQAEES Whste o
53 HBEES o F Yol BRREB S 48 BEMN ngl AS—2 dcks] 1 dol
o}, %) _

B8t

e

o]

aol o], o5 WA E BRANES vlob W ERB L2 Bl ol ¥
2 dedl, o] BEol #AS A vhEa 2 BIE 5, Wil d& Tk
= (ﬁﬁ%%% + 1 e doiHelAl Sz =3 oh e BEESA 2 BK

$or, HREME TFTHES &M ofon, BEFE/ dold K
REHES wEed 2ast Ao ge RFEshlA TS Holch feldetdl 4 £d BRI Y

e

Philip Kotler, Marketing Management: Analysis, Planning and Control, 1980, pp.27~28.
William J. Stanton, op. cit.. pp.12~13.

Philip Kotler(1980), op. cit., p.29.

RE - IHEE, "E#FclolAl W&, 1985. p.40.

W L W
[= 35S B S )
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tisgoll 40| MEEE, K& - 08 okZeiAolul £ 5o TR, ££&2 7927, SRR
o8 R, HWES 5o BEM BES F& MA=, 2T HEES 1ot 0% 8T 7
glos ¥ WHT ¥Asle ERL Aok

FFEFIAHKS s HHAAES vl FRBES 2 Figsly de AL £3 & + oA
oh fiA o, BEEANA FFsld F AL A BET RTE + AL Aolch HEEV
ol wj g Bhifkell A BEFES RIFSIT BEL FHEBANA 7 Fad kL 4ol FAT kil
2 B3 ZesbA - RE ok EEe 10 RBEE BBEEA A ofd 94 S W %
A7z FEEE dobchli 348 v BRE HEESANA ERA, elele, TV, 224
50| HEmE EAsRA /A EASL FHEY BREER £ HEEE BR e BERAA
oh, BHE9S HE-ERel BAER-o o=z REES RE-HMHS] RE-T KRA &
HAl 712 o HEke HEERE-BRK HERERE o< EMOsHA Aot XBK E
BELE REERCIA HHEEMY RMS #iFshalg, 152 ke BEAE g2, BHEe
BRS 150] wolEo|EE $HE A9 3hxl wrrh oleldt f Moz KB HALEE,
My ABEFERK, B8 HHR T Mtz Fsic Wi 52 = F AL Aolch

3. OlotAIE tEmERfESt HIREE

19504 fRoll o] 28] £¥-2 ol 2 BB BWHol ol HRE/ st W
24, MEETBA BB BRS) g £EY FEGE KA + doke 442 2
Al sl Aolch aeidtd WREE ol Aol HERES i BE THE T vh4l P
259 #hoRell H$F + v WHE AE BEsH) 93t HHAR Y WRMAE Sl 2T
742 A =lgivh 14 wl24L 05 vholAlRel A 7HA F g WEol v HERES kel
A=A Roleh.?”

ool Bl fEmIByE Sl mlolAl el RAEL F7kxl Eulol4 fEY F devl, AA EEEBHM@E
dl4 B, BN HEES BRE BBt 2ol FHET Rinsl Aojul 20| A%, FHET K
e wE, il W (BEEE Mt EeEEHOR RIES A, A« adiel flme
ol, it RARNA HEES SokE MEAA Tt vtopA e nl 2o 2la) £EE HERES
AR 7 E s HEBRo R BIEY 4 ke Aolch® o)s} o] HWEES VAL F
242y 2Z7=2 BE FTANA BHEE A2 BES HEEoR 3l HE2F HRol
sl 7] ol2glon, weld f¥o| BN WAl o3 HBREMEAA ERST A2 FE
£ 24 ssdeh

o] ExRge]l HAAYQ violAl EREEQ vlolA WA Erl ¥ TEXRES EHHB %
BE A ok HORE MRS, 1S BEREGE @RAAGG L&, AFUAel4d, HET o),

o
=4
i
=
) ]
o
N l o

4

37) RM#E(1982), #iXHE, p. 18
38) L. J. Rosenberg. Marketing, 1977, p.6.
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FEE ol SR Y BZRMOZ HEE MRS BT T o2 4 FIES Ess o
ofelx 74 sl Ao, ofal 2 19708 742 HMsIAch ™ 2 QRS HEd 1A BB

Foll Al \Bst= Aol obvlel @HHHH Tl A TR A ¢t Rk LES B o] & 7}
T HRMCE HREAY + AT vlobA T2 IS MR T4 RES KEY ¢ U
Adol=, "HEEE Eolvh & THEEEL 4 Srhieks Bod MExchs 1S Enksle

Ao|c},

hobAl RIEMS H—Hy9l WEOR BE/ L oWl WEEE HEREEEIES ohob
WiEES WA Mo R HEshe Hol —MEvolvh M Lef 4 IEAMES) vfopA U4 E
& Riliskt 2971 2devl, Theodore Levitt= @ES c}-&xt 7o hgstr ek’ = BE
= BEE2 ackol $4& F& kel clolAIR 2 BEES akel TR%S Fob. BELS Bt
WRT Bepoq THaly ST BWRES kel dEskxnl, vlopAl el & §E ejn 80
8IS, MLE 9 RO HRS MBS odelvlal QS FHOR @ES KD KTRAAck: B
S B stx drh. =& P F. Druckerts ol % @m0 2 H#geln ok ' 20 o3
o, R vlolAl R & REE =+ HEMHEN) obd ERHE W&o 2 jniEstw 4, Q) B
WiE®hel LEHS sty nhadojz)al, vlolAlg e BHL BRS TLESA st Holch
% vlolrlele] HH9S BES s 21 BHYOZ4 1504 BT ®Golu 4oju 22
Ritd + At HAold, SHT% WRENC glolt LelAl vk Ho|ch, BMAmgyo 2 utgic)
W, vholAl RS MEEE/ Av XA BESolol dlo), adk TE HL 15oA HEY
ol Holwl 25 4£#EsE Aolth o|9l o] sfolAIRAMES BEANES] HES RS
s ER#He] Bad HAST de A, #mE5h, HEAVEE 2% SHERINA «
®5le FES BReY Sl WRES WSt (BEEH BRMAS Bgos wis) shd, ofo}
ALAQYEE £¥%o] HF J BEW BEES 2152 skl 4 wERH o] MRS KA
glekel HigH) Z2IUS Bl T Kt BES MRS ST o2 2ol o3 BMZA
Flile Al & slopAluAdEe] KBS Ao BES Ratslr] 918 KUK BEO 24
BE MRS Bltishe Ae 4o s Hiam vlolAl RS wieto 2 stt EEigMol kY

stolAl A ES ERES 0 7 MASt] RIHE M= B AREE&T ) McDonald'sg % 4
A& Felch of @it 208 Fok EH ARl 2702 ZHAN AL BEA =, BEA
aartisgoll 4 20%2] HHEFES 7S¢ o4 Fear BFEite Kentucky Fried Chicken(s.
4%)} Burger King(5.3%)% 44 oF4 0w, olejal By 2 S HEYT & ddu NS WA
& otobs| (i@l 4 I RE Ak F b4l A2 o) YA BBRE W AEes AEE A AT

) MER, TBKolobs W ERK,, 1985. p.34.
) #KEh, THEEEAD w—%F41 vy, 1979. pp.26~—28.
41) Theodore Levitt. Marketing Myopia. Harvard Business Review. July—August. 1960. pp. 45~56,
42) Peter F. Drucker. op. cit., pp.64~65.
43) KB, "HfXrctolH Bl #&, 1982. pp.53~54.
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Arhs A, @Es dojulso] EF, ®a A ¢l TRKE, EHEM RE 50 MBS AL
el B4 S ek ol BBES SURKRES FIEKGS wa Ao KB 53 o=l
ol S HMHH S ﬁl%d’“ ch o] ool = e zfo] 24l 400 H A =& EHES EK
W OKE, BERE SRR A ki 2 Y W RERE e P Aolvsel Hell o

85, Eg—:ﬂ B, BEEE, A5 Aol A5 e W ALERHNS HE Sol ENTS
2" wlobA WM E L ulolr RERES) RIS WS ch

ol ok 7+o| ool &l 4 B EAMEC Ak BRE L AL ohich B, wHME, HiH
s xfo] Mol Bol, WE, KM % EEAMAC S #HY & Aok AR, RES L
b MeA 7 FOR, ERBIFCN A ERERS] a3 BEMEHES M, St AR
Mok BED EEST 209 KEAA F 5 db HIEER, HEER, BRSHE, Btk
o oSo W 2o MBS o BEEE 5 vlolA AN ES ololstE Holth weld £

E oS WA T EpmHel Mok BESS sty 150 W&olu T2 MEM
o upHalm ARAel 4y Wo LM MES BEERS EHAZ 4 g Aolth

4. i@ WE Y AREARRES BRES

19704 foll of el FtEay iy Ei-S vhobd Bl FHE ft @5 ml(Societal Orientation) 2.2 3%
BA Ao, ol AL WEETH BIERB o MOl S#, Bust) B BED 52 S
BEHjo] 4ok o o¥o] mloa| gl e a1l odakS vz Ayl «-Foll, f¥el £F X BRE
S tEme R EEU: HEReE TEok Aok A4S olulste Aojrh. =7k o] Byl
del 4 MEEHL el AMERE MGl #Eimy o2 AREAES BB slach F vt
oAl BV EE A 4B WEKE Bok ohel Rl o fifkdEe] @liget ftiael] E s ok et
= Ae)eh

ol s} 7ol 4 2¢ BEEAo| vehil 3 Bk BE HEES ok X R Glv i
Hye] el el clobAl el Al E0) BB Al el 42 REE HEY RMERSE i
s)olche o4 % 4 odbdl, wrch AEEoR FEsA chgzk Zrh

Peter F. Drucker+= /& E& 7} gt *‘?‘Eiﬂol s ool A 1950F 5 205 fH]
vlols Bl 7 4l E7} ELBEEH O R g7E| 2] oekS-g iristE Zelw, Consumerism is the “shame
of marketing”™. *'ebar FIFH upel zbe) fE%Eol ololA| ) AN ES FEEBHCRZ A4 A
shoich= #Ho|ch, = ehbo| BEET BESS, BES TR, AREE, diA Al Euol
A, AT FEER dolul A0 Bfkel ol dE sloprl Rl Ee) Rfyalo g Rl B¥S

44) “The Burger That Conquered the Country”, Time, September 17, 1973, p.84.
45) William J. Stanton. op. cit.. pp.14~15.
46) peter F. Drucker. op. cit.. p.64.
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BE7F 558 #ld 7 de7t she M&Eolch BRIl HEES RE £EAZT U= &
¥o] vhoblel £ 25 HEES HELI8E st R FIEE BRI T B75k, o]
7z 2] elolA AN E = BHIHEEES okl REM BHEE 2 mES] Rk <olo] BEES
stms stebe dolA EEY + AL AHelth

Afgrye s filS Sol 2, BIRHES R MMaos £33 RO Hods duAs

= w5t A e skolm ma el Felsle BEele Holl4 HRESS KORE TRA
7|2 FRREH] 30 Zeldl 23te 5 clobA B A4 Sl rMst AIhT RERY A2
AojA v, RS R £ o, ole Fol HRBRelEA T 4ghe] XM= 52 MBS E
€47 che Aolch. =g BRI ¥ sl ERS2] et 419 A7 Ao KM
B Kol A & o KESRST FBAA AFES o4 sldud ol ™

Selvteledl A5 o) o} e file £3 &+ dedl, KES Bl fE@sl T A vhobAlAl G2
vtolA AN ES A2 KEE4I712 Zstn dE5E 252 ole Aoleh =8 Ak 432 R
FRE HiBol A5 WAs Hedl, oflv WARES &, Fiimel RE ol 23 REM
o ButRIEES BHAIZIT Ade ML Hold, AL ERRS] MBS TR d&8 HodFD
okl o] RS #fts Fn e dbd BREHEE BAEstT de Aelch

olo} A& 3o R vl HAMEE RBsAY BEY 42 ANES sHsln

+= d} ool A REE %ol4 “human concept”, “the ecological imperative concept”, £

Z

2

N
g =S

rr ;2

“intelligent consumption concept” %2} ¢] &2 o)z glooy * P, Kotleri= societal market-
ingol e} @ &shal A ch&xb o] EHFsI 2l &, societal marketingo|at o] EEES O
24 EHC] FEREL FomBe aokel LES RTINS HBESI @0 Eis Mt
vt @B A= Kol A mEERt 2ol oS ARMCR deln FEMOR ehakAgt HokF
RS EEshe dlol A#E A5Ho2 FHAVE Holeh

o] 2} 8} soeietal marketing & cl4=3F vlolAEl A A E o} F v}x] Hel| 4 zle] 7} glel, A, o}
oA ERES HBEES ke & HEES LESH FEMGA S LS 7Sk gele
Roleh, FAN, <tatol weld H—H o8 Bk + v LB £ KRKE 7H2A sl B2
MAERRe] 2l= Abghe she o} #ZRelsh AL HAS 9 Holch olzdt HBESS S5t
o MBS AR MY VLB Je Folcl. B, societal marketingol A= HEBES} &
o] BRI igikel HES T2 Adcke Holch chA] wakwl clolH o E#hS Asbst et
iGEho] RS Z FMIS BRE AF7 Slstod = HEES LB Ok, HEE AIE, &
%2 FIE, 2elT it@ese) FEMES E@sted EERE ubedstedok sk Rolch

) WI¥ER, FiREB, p 38
) BH84(1982), IS, p.22.
49) KBE¥, WiiHE, p.58.
} Philip Kotler(1980), op. cit. p.35.
) EER, olopAl W) EERK,, 1981, p.47.
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Summary

A Study of the Stages in the
Evolution of American Marketing

Kim Kyung-ho

This study aims to understand the matters like the quality of our life and environment, the
conservation and allocation of our scarce resources and a concern for people.

Historically. marketing developed as a society moved form the stage of human self-
sufficiency to the point where exchange was needed. Exchange developed when there was
division of labor. factory industrialization and urbanization of the population. Marketing is
practiced today in all modern nations, regardless of their political philosophies. But it 1s in
the United States where marketing has been developed to its highest level. because America
has and economy of abundance.

The development process of marketing in the United States can be summarized as follow:
historically. the period until 1910 was the period of discovery. The characteristic of the
market was sellers’ market. A marketing theory began to be set up. For the first time,
lectures on marketing in universities began. For example, Michigan University offered a
lecture in 1905. Pennsylvania University in 1909 and Wisconsin in 1910. The professors in
this field were W. E. Kreuis and R. S. Butler.

The period from 1910 to 1920 was the period of conceptualization. We can understand the
contents of conceptualization in the thesis TSome Problems in Market Distribution; published
by Arch W. Shawand in a book Mthe Marketing of Farm Products written by L. D. H. Weld.
The socioeconomic background of this age can be summarized as the establishment of
monocapitalism and as a nonprice competition.

The period from 1920 to 1930 was the period of integration. The socioeconomic characteri-
stic point of this period was to eliminate waste in the industrial socioeconomic dharcteristic
point of theis period was to elim inate waste in the industrial society through “Waste
Elimination Movement in Industry”. The representative books of this age were “Marketing
Methods and Policies” (1921) by Paul D. converse, “Principles of Marketing” (1922) and
“Readings in Marketing” under joint authorship with Harold H. Maynard. Theodore N. Bec
kman and Walter G. Weidler.
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The 1930's was the period of development. The great panic in 1929 converted high
pressure marketing into low pressure marketing. while the age produced the thought
“Consumer is King”. The representative books of this age were “Community Marketing”
(1931) and “Marketing of Manufactured Goods” (1935) by Newel M. Comish. and
“Marketing” (1938) by Charles F. Phillips.

The innovation after World War [| brought about the automation of the production
process. and the mass productin of new products. Because these are premised on a creature of
mass consumption. marketing was converted not into a simple sales process, but into mana
gerial marketing which would control the production process from equipment investment all
the way through product planning. The development stages of marketing management are:
The Production-orientation stage to the 1930's. which had the philosophies of the production
concept and the product concept. The production concept assumes that consumers will readily
respond to products that are available and affordable and therefore that management's major
task is to improve production efficiency and bring down prices. The product concept assumes
that consumers will respond favorably to good groducts that are reasonalby priced. and
therefore little marketing effort is required.

The period from 1930 to 1950 was the Sales-oriedtation stage which had the marketing-
management philosophy which was the selling concept. The selling concept assumes that
consumers will norm ally not buy enough of the company’s products unless they are reached
with a substantial selling and promotion effort.

The period from 1950 to 1970 was the Marketing-orientation stage. and the marketing-
management philosophy was the marketing concept. The marketing concept holds that the
main task of the company is to determine what a chosen set of customers’ needs. wants. and
preferences are and to adapt the company to delivering the period satisfaction.

The period after 1970 was the Social Responsibility and Human-orientation stage and the
marketing-management philosophy was the societal marketing concept. The societal marketing
concept holds that the main task of the company is to generate customer satisfaction and
long-run consumer and societal well-being as the key to satisfving organizational goals and

responsibities.
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