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10) E.J McCarthy, Basic Marketing, A Managerial Approach, 4th ed., 1971, pp.65~66
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11) H.A.Lipson & J R, Darling, Introduction to Marketing, An Administrative Approach,
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12) P Kotler, Marieting Management, Analysis, Planning and Control, 1976, PP, 537~53§
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13) E,J. McCarthy, Basic Marketing, A Managerial Approach, 4th ed, 1971, p,73 BR}
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14) wiE—, HRE. SN, ARES). BEKE, 1973, p.43 2
15) M.Greenberg, As Tes:hnology Shares Tommorrow, printer's Ink, May 1964,

pp.278~280 P
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16) P F Drucker, The Practice of Management, 1954, p, 37 B
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— Summary —

A Study on Business Environment and
Management Strategy

Al

by Hyun Hak Soon

The purpose of this article as to suggest the devices wl‘lich manager can achieve
management strategy adapting to changes of business environment efficeintly and
effectively, thus this study focuses on the marketing environment and strategy.

Business enterprises could not achieve within a vacumm tube in a laboratory
but in the environments surrounded the interested party, )

‘For that reason, we regard business enterprises as a system interacts with the
environment, therefore not only must an effective management be able to recognize
change but, preferably, so that he will have time to meet it he should be able
to anticipate change,

There are many kinds of business environment of which marketing envir-
onment is more important, Since unexpected changes in marketing curcumstances
related to economic marketing environment, social marketing environment, legal
marketing environment, technical marketing environment and human resources
within the business enterprises affect to business enterprises seriously, the esta-
blishment of business strategy is based on the right understanding and decision on
these,

An important factor and the developmental process in marketing strategy can
be summarized to the following steps, :

First, policy making

Second, establishment of market target

Third, creatin of marketing mix etc,.

Therefore the areas which hold “Oil Dollar” can be considered as market target,
in order to achieve the exporting marketing strategy on the other hand 4 P

(product, price, place and promotion) affects success and falure of exporting
marketing strategy, X '

But managers in Korea do not endeavoring to solve the problems such as a
forcast on the exporting market environmental changes and strategy to meet the
changes but dependent upon the government’s policy,

Since the government’s policy for a reform of the pre-modern distribution stru-
cture will not be continued infivitely, manager must develop his ability to deal
with the above problems voluntarily,
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