L% ARUA A - A2dHEH D)
—535 HAK £F A FA o\ A 7 st —

L f# HEUAOMME - MAH S Bhe
1. AxdlezAy ¥
2. EAFUANL - Axule] Higle
3. EAFUA L - A2ule] %
IV. $5ay £ HBUA0M - NAHS EiE
1. BAE % AFUdACA - Axde Bt 2 BWRER ]
2. B A% AFUACGA - AxEe] BT 2 BERE
(1) Bey 2% AFUAdA - AxvlY) BRER :
(@) B % AFIANL - A2gle BEERM WA
(3) Epay A AFAA) Y - Aawe HEEE :
V. £ EHE SRABLHM - Ao iR A

<& W>
I. &EHSLIFOIM - NARS BEE

1. AlAdoZA e 3

.27 (Boulding K.E)-& “54¢ $EAHIF (empirical world) %8 —gty o= e B
e ohRd s fERmels AT MREES #MQ body of systematic theoretical
constructs) o] W& MEHo] WiEs 2 Aotz st oY R —ALUER
(general systems theory)d] #Ezgetz dtgi=}"0" zgdld 2& KRR "ol FE
& 48HE8 (disciplines) 3} 4553 59 (subject matter)2] 3] (blood) o} 4 (ﬂesh)-%pﬂg,ﬂfﬁ’g
(orderly) o} = ‘"‘E’lﬁi)lf %Diﬁ—‘] 'ﬁ% (corpus) 2 B~ 4 3% g (on which to hang)
A =¥ (systems) 2} '%iiﬁ 11}21 El]-rF—] (framework) v #ith (structure) & ¥}3]8 & Aolzt=z

K A SkEE HHAR KHR RBEEFER HREA, A LRBE mEAR phEdg
(70) Boulding, K.E., “General Systems Theory, The Skeleton of Science”, in Fisk, G., & D.F.
Dixon, ed., Theories for Marketing Systems Analysis, Selected Readings, 1967, p.5
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VBT el VIRl F W A2UPFRLES BAGOD WY HEol H= AR
Azdole HAGKES 2 BRSZ o5 oz 2 BE YA B S B4 7
% Ao s olE @ ALUAREHES BE) ROz ot K, 4
Kol BREERS SAY 28 (ntegrated whole) 24 ¥ 4 9F 54 5= (visualizing)
5178 (framework) & rhiel 2 Aele vho}7hal ol FhrA £ (subsystem) ] FE
WS BiE $E A4+ WA el FE A o) Aol

r2g7d1e A2dBmns MESHOZE A4, BRERE WHS 92 MRS SHE
S 3ok % ¢ A% olm —hh A WEGRRE B oF ¢ BEt wUGe
~d0 4 W BROIZYIE BRE2A S BEG S BRERS B
5LS1E AR 608 Gndividual) 3£ F7R5S) B Cunit of behavior) 7} 431 E i
S WAte] B (hierarchy)o] @e) EEHFE HAST vobbal £ES) MBSt 5
% R (abstraction) s) A (leveD & slA oA & Kol 9& + YL @RS oo

ol M zE obF A ATz stz glek. T olo] wael oAu A MEE

shid Azdoz 428 & o = ARS PRALHS Az gee B2 AR
BHE e Azdes & Sglom velstd HEEAE WS AREED e
AL ee & 5 Az oz, oAF AEL AW A2 (system of systems) ©. 2

BeE = oz gz Y.

olHd H®E WEHALS ol BEEo] HKo MPTHESHIA 7 ahet BEEE 6 5
] (conceptual framework) & sl2istzx} Yo B stz v, & 57 < (Johnson,
I R.A), A2 (Kast F.E) 2 24 = u}o] 2. (Rosenzweig J.LE.) & ol v} A] %l & (management)
ol ol& BRI Y=, =3~ (Prince, T.R)E ol=d HWEHHe _{E%ﬁ(busines;s
organization) & -8 o] Fof A& HEMTHES HENHKTL WEE 94 ERe=
e, e UG IS Y8 Mld BT E@mele)toje —¥A 29 EHE o

(71) cf. ibid, p.10

(72) Johnson, R.A., F.E, Kast. & J. E..Rosenzweig, The Theory and Management of Systems,
1963, p.3 . .

{73) cf. Boulding, K.E. “General Systems Theory The Skeleton of Science” in Fisk, G. & D.F.
Dixon ed., op. cit., p.6

{74) cf. ibid, 7~9

'{75) cf. Johnson, R.A. F.E. Kast & J.E. Rosenzweig, “Systems Theory and Management” Man-
agement Science, Vol. 1964, Jan, pp.367~384




He 2z 92 iz Aok 09 2dted 2 G SRMEHRERRES 2
A9 gl B e ERY ZHES QdAYz =% BHREAEY FBAAE =¢de
SE SEEREE] BAR 9l (extending through) —iEe] kglHtyel HES M= ¥
sz % & Az dhxm, “KEEmelY HET LB A9 —E8 LFERS A
‘Eﬁ& HEES MAlNY HEE . Qa8 HE 42 v EXT AR M
E.92]% 74 Bumig e 922 #HE & Adz Sz g A7

ol 2 & fEdl ¥ AR WEMEE] ol FiAR gl ulFe &, £%e A
B ol ARy xS FHAAA ol W ALWFEAHES FEHE ¢ A€ k] A
& & & 9x Aoz |
2. ﬁﬁﬁ-rrl-ﬁ"ﬂol*" « M2 HhEk i)
%S AFUANAM KRTH BHAA oo A2DWERAES @Rtz IJE A+

FATI AL < A 2ol gn I BBRERE Elste dd ol EHEs Kl
we} olo] HEESHE FoAS fRS A9 o] Ae 4 AA a7t ot
CAAY [Hd)e A Gl = ﬁ%%- 3ol ﬂv‘f]?ﬂ"l A .
._L%‘D]“%;’E*H—‘] TS o% 2 BAEE EE ARATIUACNAL 3RS :
REHER <3¢, #NEREE L35t BB £%E 704 *]é-%ﬂe_i 2rE
%%*DID} AA9 (=4 g dAd, RESHEEA <9 (Management Information
System)®] Z o o] FEhEo 2 R (e KBS £¥olzk BERFEALNAY A
Fo 2 BFE e A Aolnz 4% ARl AWk 53 HAMLEDFY
Aol AP E 24 she LUl TEEE HR Tl ¢ + Beh 9 of
A Rl el HEcd SRR HH, WRE, dold AR Al
EET A% Bt ARMREHES 26 79e SE0 U4 SRR BAKeR
Aol de ZAEBES o8 Ie= 4] @RS A BHK: WENLE ¥ T&
@7l WEelch, oAw EEE Fa A - o (C. M. commercial message)o] BAEETZ Al
WEs = 250l ol d% HRel K] HMEES dot BEE Buz €A, BF Y
A8 R Mol A 2ot ol& ol BSER el hige 5o ol FelA e A2y

Aadez e

(76) Prince, T.R., Information Systems For Management planning and Control, 1966, p.7 =23
v 28 HENELE —BAA9BRe oAds A9E 2R ddxz dx dEd, g%
B aEe Azgd B e mAY. A 2s5H%System analyst) 2] spgolA Aa¥T®
(System engineering) MUK E FAH LR 33 97 = Fol=}t . (cf ibid., pp.7~8)
(77) ibid., p.4

o gl e
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A ANLz vhd -8 5 YE Ao, ol WEL HAMAREA U ol4d o) glej A
9 XK 5, BEENY F= - (feed back) BRel=2 o] RS HEos ZEY
T e MRS (A o] 2o} WA ggrt @ 2 LEEHES shie Aaoz
23 2% 34 AL L MEE 2: BEEMS = B2 g AJados w
= RRAFUANL ALY L ole G A2us A2y BMEMY AppBER 2 sy
T HE A o, o)A A RS THY) Fel A Ao Sabi Aolet, di=le
olel wErtz ¥ & HEE FE BAWAKAFUA)AL fiEs Skl 99X @iE
BE A2 RIS BRI oA B2 WA REBES 3402 S B
28 9 REERE TH22 S BRED AMTSA299] Ex5e ¥ o8, ol M
BiAF2 & BEo] Bfksolobyt E 2 oH Y Ao EAE WANAEY FUA 4L
AN WA BENoZ FE e A %87 Ao olg @ EAN UTFAAE 54
o #iR M=o e} #mel = @

3. RRAUVLIA0IAE - AJAHS| it

P-L =0k ﬂaloﬂ rﬂri‘r éﬁ’é#?&l’* ER WA ¥3t(design)®  BRER

iy

8D A Gray) ol R L GV, olH T mEE T Aol @ iU &
BT MR HHY sleloba 89 © MREH wé\w RE QR
| LA ol Qg g Sstablished arvangement)sh o) £ 9Toh s @at
Bl coh 9, 1A R WES WA B ookt he Aol he AR felE 23

2 QT AGE FHE Aol BH. M 396 oY wHEE 2 LdHES 2L B E
B9 WA A 2d TR WA WA EHoE bt B, o babe Aad Son of
el BRFA QA KBR WA A2 (solar system) IR R A2 (river
system)st o] FAR Bl $iE AL U + Uow B¢ @HEALU} REAL

& 4EA M B MRERT BAEA 9t A5 5] 8 8od

29 WRE TRECI REHEE HEAE Asdeln Jdg Rold B A
B2 R AA MELD Aol ol od Hiel A8 FHOZA e A
& A0lZ2 o=t Bkl ALWold “ofd sht F& WA Hye L g
shie) FEOZ2 N F Axdeld 2AE %28 Bl AAAE D 234 e
BRI 2 BN AT © BRERAN A55E B A o111 (mechanism) 3

(78) cf. Johnson, R.A., F.E. Kast & J.E. Rosenzweig, op. cit., p.9l




ik (procedure) & BIREE 314 odl QR Mz B wEE Bikd 29 EEd
Qibx ek ik ol @ Rl BEUm ¢ o, Ak HBED Kz dE B
#e A e AadlezA ok BLKEE, AAVEN, BRERE, S 2 BUEESY
e dAUEE AT U Aold ALY ERAA BED RES RHn 2
REE MAstE Bme A1 Axdels @ 4+ gon, dd EEEAE T —H5e
Aol oldH EHALAS HBHEY ASE T yEMA AAUEE AAE A
& bt FigelY @RS SAdS shtd BE A AR fEEYE 4= e
Aoz B & g7 WRelh. zH¥ ol AU EEWOE nol “old Htel
e} g o) B (device), ik (procedure) <] WM(scheme) 24 = BIES 1,
AdA WA WEG BEme R sl R, dHA WA WES EHHE Ao
ERn g ool BEvhd A9 ofud AJ(nput) s Pt Y (output) & B
Se AL ABEE & A 2 odT BERE 94 A2 TN TEE Helu
A B EET ST 4 dud skl QA en A2do)3 “EY (things)e) sh}e]
8 (amity) == 702 organic whole) & BRSHAE BHRAN AA 1 Hx A2
£ 39 fHGe) 7 B arrangement)” M 2 EHA T gl v el A2H
% AR AT HAU o9 B WEEA A2 240 A2 WEFHeA shi
o i 24 F-EE R 0% AAEY ¥ S5 ol W Bl AR A
By 2fE 1 BWEA o4 FEENE 2E J0IDE AT 248 BRENS
AZ G MBESAA ol MiEe Sl Axdel BB AL 2 Al B
#BT A E ZETE BRAA AZT0 4 I BE BB AAE 409, 2% 34
7 19 Bk WEREIC SROMBT a4 BB A f-fed =
A HBEA ANS UHE 222 AA S BETE AT T F U
TEA DT cREEE 2% 6% Az 5e A %ﬁ%ﬁ%%@?ﬂdl
ol ZelA s EHMBRMGS BRNERE AT s F= aRATUAcld - o
= .2 2% shle) AFdslld-Aagos B 4 g Adls, oHd a¥dF
Aol4l + A2 e % Bl T2 SR RENGEAMRS H#No s $A5s da

(79) McDonough, A.M., & L.J. Garret, Management Systems, Working Concepts and Practices,
1965, p.2

(80) ENIAB “MIS ki fIn”, FAHER, BHRRE, EER 198, p.90

(81) Ellis, D.O, & F.]J. Ludwxg Systems Philosophy, 1962, p.3

(82) Webster’s New World Dictionary, College ed. 1962, p.1480




= o] WY #fﬁ*“’- el o) FolH & ﬁ%ﬁvﬂﬂ]ﬂﬁ:@‘éﬂl %ﬁﬁ}t 1—: e
EEEIE A0 282 HOT + A4 424 gt

£H5] A & A W0 24 ARMEE TR - Winelol ¢ TERES.

- EE 9EH 32 Ao] gz o, e
(1) B%& (customer)

" (2) EUbHla B (supplier)

(3) # 3 (sharcholder)
(4) 13 A (employee)
(5) B (competitor)
(6) —#xZ2 %% (general public)
(7) Ha#EE (creditor)
(8) H75ZAILEIEE (community)

'.(9) EurF(Government)

" (10) vl £4u] =] o] (mass media)

2 AR FUA A « A 2L TA e pgEole MBATAA Himmo s
o] 2o A = FLEERZ 711 71 o] 4 (intraorganizational communication)ql AT f-4 7 o]
4 « 2] £%] (internal communication system)z} ko) 2l MRREIS} o) MmMEHLS 74
B HHEEM] o] Tol A& HaHyH FH 7*] 14 - A] £ 5] (external communication system)
9 F Tz IA BlAlad (Subsystem) 2= “}‘? T Aed, ¥4 & EfE T KRS
AH G diE T2 FAE 2 Aold, k) HAEES BES F2 AN ZE
o},

2 fke) A4 FES EEe HMdA gw FAKEEC ddiz Yt A%

2 BIES TA2dds 52 392 A, 294 2L FSoe HESu
TE HHE 2 Ay 7L o H Y PHES 9 AR Sl Ky 4SE 34
o2 fEAFIAIL A2y e Erdad B 13% 2o MET + At

ol Al & # BAMHFIA A < Al AWl & MEBEEE w7 o] ¥R

CORUAGlAe] %ol 4 A Whekel S8E A%+ AL, 0T T HAA T,
o4 - Azde BT @EHOE GRAE JAFEE UTAAE sk HAE FUA ol

(83) Nystrom, P.H. ed., Marketing Handhook, 1958, p.538



e

(W 1> &% AEFUsijolMd - MAH

P el R L E T,
. F R e mm e = Emm e memen -

o B |

' : : R
i . .
s . .
P : 3 B K
% ';‘; :

' ' 74 RNPRE
‘ ll — s u)qq%

/’AK\:

: ?il’iﬁ'l’ﬂ‘ﬁ"-]?ﬂ o4 - HABRFUA Y . .
. 4*@ 4Aﬂ :

A ERE ol FE HEE A WHREEARIAILY A%E FAoE Mmsndt
%,

+

V. SARNERZAFLIAOIM - AR EF

1. HARMEREHFUACH < A2 B9l O MEER

B 4 BHERGY AFIACLel o Rl HAG SRUTANL AL
W ALY BEMSE BRAE A0 it ARG M HENe S BRsE Adls
= WAMERA R ATAI R A2dEBEAY A2DENE A Aol BEE +
Sleh oA s Hie dan SEMMC A SR SR GRENTA &
Bl BROHE B Al AE MRS WA 2 R BEAAE o

%Eﬁr‘](pmpensﬁy to buy) & o4 BEMHC 2 RENGFBARN 28A $AY &

& W2 SRA ST HAE $U024 o5y $o5 F ERENZA 2
sz g AE SR W EEGHAA 2D A B B RS
Bt stk @ 4 Sleh shehd R FUA G4 - A20e HHS EMGEA 2

e Fh A BAlaozA o A2ye HEEA] o] FoAA 4L e &
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RIS A2 o) Bied A HERMY REOYS HEY £ ge=z d4 &
BERIA 299 BEeyel Wl FulEehA ok, o kshd oA B REEEN T4 &
S MRY WEETA7 B-0 EEIld 99 fames 2Uders M
Tl 4L T UHOH, oL AR AEWBMY T o Tl < g9 Aol
ok B THESKS BREY BEE BHUSD o & I 250 ARERE
S8 BE=2 e GRS SERET SROOE WEdt BT AE EEIM
O] LE-RENT o5 SR HEHO D MBBET SRYCD BERTI= &
fefy LM BRES MEWRIE WH TN LS BEENY SRHOZ B
Ho) selEst ob-22 any Tl (communicational distance) 7} 471 & 4 god, o
HE WaH REE D TR JHA7 BMEHN Gl Sk THT RIS
RA2M ohe PREM WRKE 259 ARKES ol Aok T BEMES
HEMEA i@ Aol S £d 2AL JA e AEE Xz HAT F
AE AVA GH FoA sy) o Bo) AmEH WBAR A WEREC] A SEA
299 BMY REMEES REZAY FES 92 & g =, e WEEH] A=
| 2B 4IRS M NA) FLES v ¥ kol AolulAd FAES QAHA F
A 7] W Bol HRFKRE T+ §A o] WEkMe] KA H5] 4196, volrh
A 289 AEKHY Fko] FRE &H0) FKREA A2 Hiid HRH ) LEM
R MBS oA Po =g EHRRES WK diffusion of innovation)e] o] Lejmy &
= g AE A 2 B AAA AT Adls. 2¥Zz HAmeRdTJA4
- Azde) Bie EAY BEERAA 2N WEG - SROESE 9o g ¢
& glod ol T fReld HEMBEIM BRED UE HLOENIEz §43
RO AER BRAD 24 HEE BIEAA SROGEBITEY ool o Zolx)
AF A Ed e Aold,

BE AT HANEED FUA ) UEBS B2 AAE BReE SE ALY
FEROL BECIER A9 o9 Hige LRA2WY Bt BMAA RS EL

{84) olellv 23 & A4 Rl At

@ Al A BrAMiny Tl (personal or title of ownership dlstance)

@ B3R (time distance)

@ PPNFERE (place distance)

@ SEPHTME (quality distance)

® B R (quantity distance)

B A M (communicational distince)




o] = WAV FaES Ao 2d RE T FEGE Aoz Bl ealelth. o
g wame ool E fmel Melw o === BiE 3 ARMT AN o GEde
o AEA ol - Aade s Bl il At AR T AL FdF 2%
Ao i AAsstae A4dch. 2EG KAE 2EEAY EEA2Ue HIKE
(interdependence), #§4514: (equality) @ [k (autonomy) ol 2 A7 HBikg KEAK
oz AA® Qt HAMEKC ez A0 FE®E R A JHT HRY
Ao e Ege A% —Thr AA B2 —Hel WAL agd T4
2 gEATae g ARAT 8 ol 8¢ ¢ gt Aol st dld
AT ol ARAELT ¥ 9 ok WEY w#dd HRNEE A dE B
SRR T fEke = GEE F Ak AdlX —HH A EENEdAE
= 4 g& HES Aels W EolTh

o8 ol A fsA A4 - A2 BEE B, HE HENiBEA 2
o] kel ot B2 hEE JOTOl A8l HiEel KB o F AAAL 49 MR
el jo] mo o Eadthz g€ 4 9E Roldh sivshd ¥l AesERNcl
W o GEEE HEEEEE 59 AEBES 402 EEdE RAoH, Bt o' 2%
A eRmIEY %S Y FE WA $oaA olad FHer oF v
el = el AEMES BTE A5 S RagHEd o HEdE e
AR ok W Foluh, webA mek o] B ¥Ee] FPHY FRMECE 4z Sl Haw
AEEES AW R ETHR gEtd ok REHRABREAA HRAA & & A =
= Zlo]g}, @9

9. HAREEATLAO0IM - AAHO WA 1 WEEAE

obA i uhgh 7ol EHEMEEA LS WA, M S S WRES BED
WA BEMC T HFERY 2HAAT WEE FRIAYT F HERAE T4 A%
e AE ABAFUATA « A2 B 1404 B wsh e BRER ¢
Rz ddT EEE + 9ok UTFAAE R4 #m AFdA - Asds BER
EHEE Asusz B |

(@85) ole] AAAL HiE “eEAFIANL A Q-0 F A o| AEFER", AL kB BEEAR
Bz #IS76EiAEM SRS, 1971, 5. pp.72~73 R .

(86) FE BRNY HHA=ATA A oA HEL Kl HE BRA2Ye 22 A8
29 B B RUEA §e wRste AL ohid ol AHM ERE o=z it
25} ‘




(R 14 HAR RREFUSA M . N2 WL

FHe -9

§—- - - -~ - (EEME
(Rme)

3

' %
—(%aa3) £ Al
(wwAE) (15| (BEA

G FuA ol E) (A BB C @dAdE)
(REX) | (EE®

(1) BAOERHTLIHOIE - N2 HAER |
HADERY T - A 2W ¢ MASE BREE 24 o} a3 28 A

7b Atk A7 A2ABBREREAE AR LBES sHEEGSE AR

A (communicatidn functionary) & 48+l o},

2) ¥ (business) : WEAH FUANAE T2 S HANAER T o UER
£ #BBIHR] 7 Al o] 8 (communicator) & RIFEEAY RES e AR
WMo 24 A7 ol =] (communicatee) & 2fEH< BEMEES 31T BEE 4
v AR Mibs e BN WX BENCE BRMEY SRAES gt o
olFl el HlE HRHoZ 74 ol & MERE F 29 (C.M. commercial message) 0o
2 HE BRSAY 32 MEmes = o8 #AME Tl A2 ks AR
Sl ABM EEREEE 3] A - doz Wlsn o)& BT SENERE B
BEE 34 HEsaA BHse Ao ol 4ol o

2AH ol ¥ R E shiel BWHNTE TEY Aoz fRoldE A
87 BEno = T3t RAFUAddole s pREES 44 AR A g
¥ o fen oY 4% B f¥ol T AMIE T4 ARd 99 Rz

(87) Adel sl ANAE A pp. 57~58 2.




R AR
)

Mo ®iTd7 mEolEe aRATUANA L 49 £Fe] THA 90w HE AL
el BAREMA Aue gtch webd fel AFIANAE ¥ Aolt SRAE
& REMSZ FARE AB ol % ®ifalA Boh shushd “HMel v AREE M
Mol AFHAIAL ¢ 45 god B Aude o T 4 U HE oA HE
oIt webd pe] ARV ATMIL At AL KR LEBRY REK WEX
9 WEREs A o5 MESWE Td ABETHE EETE L ARWRER)
Mol %] Rirsd ARUsIL WS I B Bar Rold zd=s
ol Eo] B MM Rl REzstel AFUslolde Prbw G W 2 MENE 5 A
CA (CMYo 0} M 5S¢ 250 EFE F4e5AY T8 BEd AY 4 ge
o elt shge aREBREAAUS s ABANAY R BED Rl B4 @
o g

VAT 2L BAWLEATIA 1L « A28 b B o 57 o 4 EHo) =2 o
A A o) WS B 27U o) AHEY )=+ ) (Feed back) $ A, =
du olx BiAE 5 ARUAIE WELEY KENAHE I8 EEN WEd 98
A% [ 157 selolmz WA MEEAS BAE HE .98 oF gt
oG webd RS BEMOE olH W WANMEENS BARGE sttas] sted
BRES Hks S o F mEtn ood o= aRAFUAIL LS st [
= . R & 4 2w

T GFE T WEES MEV WEEAC HATe MEG HRRED T

A2 FPsts AL oln o] R (social mstitution) g <Az ol F Al
AZ ARMAEDS BV = st o =3 HMAARA T4y FEIL Ha

& o2& Relvh. 2 ARMFEES #ROENES B (public opinion)o] TR

2 SAY F& ool G AT Qow M@l sl HE FR (opinion)o}zt
WS #imel JE | el Ad AREe) AAAY W= g AL VI WR e
ol % BN FEE A AYES —EEel ®HY HHo A= Qx olw Aol Hs
#@mo = 4Fas Aotz wHdz Qb @ 2 YAedE AL hesd F |

2 Qe oW LB FRE ToE Aoz oy 1EY TE st AE BES ¥ 5
¢ 2& Aol webd ok f8 WA BEHRE TR gud BEY & 9t 2 1
(88) Thayer, L., op. cit.,, p.116 ;,;‘3
(89) Canfeld, B.R., op. cit., p.26 ) ok
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o, zHEz ARMREDS IUHL BANLED TUANABELINE oge
A 0.2 BERTAE (opinion survey) §-& E3to] z R stetma dEd o =R
B aEd FIAAY = - 9 @el s & % gt

(b) Bt RIS (advertising agency) : JEEREUES WAHMARZ UM ol4 + A2H k
F2 EEE %S BES Bob () EE(Clents)o] A8 HEMY BEHELS H
etz ool meh HEMY WENE T A A BT B @ o9 MEAEE 2
B UA Y BT B T o BEstd R HRMENWAEIE BT
AR ol AMAeI T} oY BMEREES T BEAE = A .49 B S e
gl @ES HAHE EBHeOE T2 EEY HEMNE T4 deaggdoy ok
ol & il BHAEE A of ¥] 2 (black space service) 2 A A S1So] B WA AlENY
B 9 BBM WX ABMEES BEE A9 EMMAMe s mase gx v
S vEk BEE S EEA A thEA Sz uo EAY ehobd s 294
A o9 —Bo2A WEERS AATTHE BolA sbolsl o ATIE (marketing agency) o
= EHELE A2 dow oo sl {EHAEE (information agency) 0 29 HzEREo]
Bz Qlch old e BEREE] HANAEAF AN N2k HEe HES
BEEES ol & MMl e KIFEL olulukel 2 gtk AW D EPHLD me
REES 2ok HEMY BEWH T O AE 75 dhe MR £ 4 o (CM)
o ZAs ol & AR FRHel T BHME 54 B B Ao oA (effective audi
ence)ol Al MY 4 YAT Sl T ATl olHG A% RFES WAHAEA T
Aol 4 ke HES o5 Eoh 2 oo MEAHIHLA o FolAA Esx o 4
T (space) o] b RS (time) o] BB b REES Ao BEEsh sohe) Bk
Weol )a) 2obA 2 FEo) YeEE 2 HES ol wow oHd B EERY A
ol A HEAE 5[4 - A1 8 E HF A Hoh debd EEREEC] %
A egE T A o] A BR S MIREEY el e} o) Ao HAMLREAF A 4 -
Aad kY BREZEAY GEs S,

(¢) BEIRR (advertising media) : NIRRT - A2WE F2 MiE
Bigsh 2o BHEREDS MY Risz 9t AR ABMOZA ot 2 B
T kol et %FE B BENHEE o EIHAS T £ EMEEE o
T EEEHE Gl olF B3 R MMM S aud g 1 gasn
L ORGE B4 & A4 22 S (space media) 2} #o fRE RS w2 A
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A B2 BRI (time media) 2t St ol o RERBIIRES e BES BN ER R
& rEae) SoE sk ol o)fld = A=A st A& 5 Sl

291 o] S B T DMK L HET RRIERE AAA o) EL Art REH
Wl R SRy 2 R Al FMEInR oiwd HEEsst EHAL A e Tl A o] B
wERsh kel whel = A2 iifEs 2eAA A

(d) W% (consumer) : BEiE LI HERTES S BT MERE 54 - 2OCM)
o By A BiEsE [AFUAEIRA o] 5L BEMAFEAFUA AL i HA
FREge] Ak, Ao E Mol o] B WL FkelA e MR ol &l REK
o) B o] B¢ “o= o (audience)”w @} o B FH EEl |HiSA ER
(Attention) & &} Eﬁ,t\(lnterest)% 7R A =3 gk (Desire) 7k A 714 oo what T B
478 (Action) & 87 b BiEE ololTH(AIDA)Y FEE 1A= LEARES o
AV F& gk A7 ol % A (Memory) 7 v} FEifE (Conviction) 5tz et 223
Wo] BETEIS 1A ke B olol =rH(AIDMA) WA oo =7F(AIDCA) &) RE =}

(R 15> olopAE - FRUAME - 2HEY

vol Al = e
(E%ES HH
78e il
@)
% &
mOE R OE
AW B OE * | zl®m|B] A
7N %
g ) ) B
B A o
B OE WO
B ¥
- %
o 2 Mol @iE| B
B r &




el d A LEEARC T FET s RENTHE ot Aoz REso g o0

E EEd e HRET BEE I8 Ad8HsH HHu 4 o] 4877 (communication
forces)o] &3 B 1514 2E upst zlo] &9 AFYH o4 -é_%l)_E.ﬁ (communication
spectrum) o] 2t EE A & BEEMEE dhol BEET BEAHS o I+ Roz nel o
3% 2ol A=A U |

HiuAold - 292 b KK B KTM (unawareness) 8] BiiEeld] of 7 A=
BeE7L Witol v Magy AR FUA Y —mel shololF - AR A o)A e S8 %
of A3 E& Aol flx FepA 27& BT MEEAAC] WEER SdF wEg Y &
AT BAEA A T2 BEIES BENA E2H9eS rhdth gty o g @
A+ Ad BRES AFES BESHDE ok REHY MBI nE EREE Edsls] w
Holr}.

o3 Biic B (awareness) Bfgel vl ol &= Mghol 1} Aol At EE Hifigol )} ok
fe BEHZ Ae Bl 2 d& BT B (comprehension) o] Bz A o] & oy
o Bl & A& o volst @ikl Bt (trademark) & ¢z gl¢ 4t ol o
A=A BEol od Aele zzle] 1w\ d AL /A £7F BEstz 9= Bfgol o}

& BRET fE(F (conviction) o] BEEZA ol HEESL o} AAY AEpye My
o By Bl ols RErEE Erele Bigelth. =4 RRE A9 wmE
| Bolv RRAL T 2 WA EB i A BRKE deo24 od Wi BE
EEE &3 A4z & Bl

RHA T B 17Ep(action) o] BYEclel o] wol: MBE) oW S BIRGY ERo2
BEE staA ste Bfgold. olAd BEES @iEY BREd ) BEe dzE @
BRHEdA £2 Me22)s sudetn gobdx REEY e EHRE ¢ 9=
Aotk 2y HRE BAWARAFUA ALY —52) rlolaly » A F] 7 o] do] Fgy
od E%‘?l‘%i el REW A BE ERITGzEE € 4 g dubs g kA
JEol = Pl fEEE FA goithAv Eiel vidda radEs] 38 AAz w
fad WA BOME W 27 BEfe 2 aoa A HRHE 2A B AL BE
kA @A =7 o Eolot,

olel A vlFol & w) f¥ko] REeIE HEMHENS MEEY BED =4 24871 9

(90) isF, EEWIEE, 1964, p. 1778 B
(91) cf. Colley, R.H. “Defining Advertising Goals” in, Briit, S.H. & Boyd, H.W. Jr. (ed) Mar-
keting Management andAdministrative Action, 1963, pp.497~499
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A AL vl g EEED ol RE{RE, ARKE, &K, el o s, WEIE A,

EE TN, B, 8, a9 BREg 54 2& crola B - 7 Fu A ol A BED
WA FHro| PEMme s Wa(mix)d Bart Ax Ao 2

oj Aol A & whet o] HAMARHFUA N A2 WEER B R
#9] Aoq B3 259 LENES T8 dAe oM =E HEBEMENC AR T
qAAA ¢z onz obA £ uheh 2L AFUACABELESY] 280l A LENAR
o m@meyel Aoln o5 WREE LA shiel nd . Fx(black box)gyel EekelA

AR - A 299 MEEES 2 Bolekt B7 @7t ek

(2) HHe%ESUAO0IA « A A HREFRMS R
Azde AxEe MREE HERT BRNoE MBASA e H2EaA

AP EHHE 24 %}7%4- Fo A2 fEe WRIAAT BRAS kel wEA

HAMEEA FUA A - A2 A Eoule 2o sk BRERY AEOHEAT

sexrgel oo MEETe @ & dsh dvakE Aswel R g (objests) % 2 F Mk

(attributes) (o} —sE3 (a given set) WARE 717 #Pe] —M(asehet & 5 glor o
% PifA(elationships) = A|2¥ERE 9 Y, B BES, el Tz
WA EA28e Al2% 3 BAAFE @i bond)” 097 =7 @ ol =t

o3 MRS AR Bl wheh mad 4 slekz &k AAEFIAe MR &
grolnt Fir A Bl 2¥e] Azdst e EolA MEWY Bed R TR
Agelz, SAWEAY MK dhol vt MRS M Lo 2 PATRAIGE 2 oyt
Al 283 F5z9e (complimentary) MiRE Ze A Fohe Ao= ©oF oA HRd
Bl THAR A2t Aadst mrdtd ol Mo Asdel fERh
A Aede] EHRE 4% WELAATA ddx g AAEFEAAY MR BHK

(redundant)sh %] RHkEEEY (contradictory) Q) MRS TelE Aoz EHAMMKE ZE F -
olut T A BINZRE A2de] AR o T BRE 24 Fie AdH #

W MRS 2E AL Aadd J8 HEML TS A Miket @90
olel A BE ofd Al&ulE MREE R S Tl T WA Bl 2R MRy
e R0 2EA2Y E ZE MfdE AR BE dem2 A2ge HEE A9

(92) cf. ibid, pp.499~500

(93) Lewis, R.]. & L.G. Erickson, “Marketing Functions and Marketing Systems; A. Synthesis”,
Gist, R.R. ed. Readings; Marketing and Society, 1971, p.4 L

{94) cf. ibid, pp.40~41
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I b e L S R SRR S B SRR R i 6" SR A et St R R P

A L BRESR AEES MRE Zxs] HAE ol WRE =T ZESo ¢
Roleh. A= f3el BWEREES 537 %z EE 259 ofolto} BEE 4 -~
d1 & HENTLE ARtz o & T BEE 54 FEids 4% w5 B
REES ZHA LY BEN BES ZT3e AoH =8 BE% T n@ad gy
o] 4 (mouth to mouth communication)-& 53} 8419 WK F3Fe v)i= n}o} 7] &
#) o (maketing leader) 7t & 4 gl W o] Fo] FEER B} F& Wil o)
& ZtAE Tolr A7l $4 diwl o] §& WAMASEE FUA A « A 29 L il
MR 7L+ SlE AlmE A H 159 2] —HmmoR TE HAMARTRY
Aol o] dt=a] BEREER BRERT AAA o]RoAe Aoz HE2 =3
BEE —/HY —FHoZ Hol Tl e RS HAMLEATUA N « Al 2W9 #
BE SeEEstAl fH Aozt ol e, zE v Es A HEA BEEE E
Rikgel QA€ S¥el =& L7 &5 o BElsr) sEloma HTdAdE —
B BEEREES Boe A9E S40R B4 2 AA B4 BRE fagstz g4
& v e A2 BEERTT A e et g 0 24 BALE AU
ol dAlzgle] oy MEEH £ A9 BEEES AXEAN 45uslz @
(3) HARLREFTLIAOE « A A2 WARRE
A2 WS FE U A (and/or)ol A (engergy) W] X BrEel BMOE fEASH
Wes A A9 A BES B 27090 mRoAE G Hg wiEelA
2rtd Az elwt ofH g AJ(input) & Haste] HH(output) & EHISE BEEL T
S Fold AN B B, odA 2 BE 59 o s 3 A9 Eae
2 A5 Aclth waba] AJAYL ol d AN o= sl BE (process) o]
¥ FE Qe Aol 0 o]e g Fikl A e Al&¥e Ml KBS Mo}l o]E  Fhutg
#1799 BE (ongoing process)olz} & S g& zlo|c}, o
olRA £ o WAMHLKDFUANA AL EBEE ANERS HHEHS M)
= S A Aol AdR KITAA S BEEBEe 2 2 4 god oyd Aladd et
A BRI ABete] (input parameters) = p3ko] o)#) 85 A EL EEAEE
of BRI B T4 - o] BMHMTRES 29 BE=s #RT A= Wh
"(95) Ellis, D.O. & F.J. Ludwig, op. cit., p.3

96) BIIRB “MIS 21z f/", K)IEkE, §HRE, p.ol
(97) Lewis, R.J. & L.G. Erickson “Marketing Functions and Marketing Systems; A Synthesis™

Gist, R.R. ed. op. cit., p.40
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P (output variables) & £t HWREol d# AT WEES [olvA19 BR R

o] & wiElo g o] RolA & WMETAEER ME=E Alw ¥ & . ol3edAE ol
T AHDERS Bt o) FolAE FHMRER, F AT JAEMN Fl2 oSl #
A 2R TA A EBEFEEA Y5t REERE 1201 A GBS AR o
=2t HEste 4R 2r e g

@ 43 BEED 2R HAHLRA T A - 42T E ZEEC e ol HE
pFe] BfFHo2A Tt BEL REES 53k frvd geh 2 JFe] 22t
Ak, )bl wrof HFES A g A9 B ST HEHERE odS E
WEEBES Rl A FHslelokt sy WEele. zEv oA E wist o] dd
BEREIES S 395 $402 B30 E shgle=g HTAAE odd A48 #
EREds 4oz 4¥asE §d,

HAMLREA 7 ol 4 & MEOHRMRS #HE B2 e 22 2% 9
3 BERo = o] FeiR ] =tEeltt. webd BiFEHozAS &R dEFH AL FAA
BRE-S ATBRAA e "

@ Totel=ol.1¢) FfH(inception of the idea) KA%%I FA el de EiEr 1A BHE
M ARl del 2R o ol d HEY BEnERS A4 Ak =k BAe
EA T Ao Aol o) Feixelwd vlA o= FE HH [obo] o] iz AR o obat Tl
ol 2] g lotelH o] j= At oz Hot AW FUALdE Jez s fES F: 3t
o ol# ¥ MRS R BRAA &8> ekl

—fEy e 2 Mol ko] EMNMH FUACIA B3] EEE LEER I R Bt
HE A FE 5 mEEY BEA RESAY 52 280 ffelt #id dE A
B o8] A 7} vtmz] o g6l ol & fgpkstr] $|& FHo2A rhopr W « HFHAAL
FEBo2AY EE/ FIEA B elvh webd A FUAldE stnA} g [obelH
o] J¢} BAEL AT gAY L MEE MRS ZA st BHEERAA A= Al o}
todAd pEEme s PR 2 Yot 299 EE B e o1& #H (expense)
o 2A7}t 4‘4 7} % (investment) 2 A 7}8he ] ZHA=Z e o€ EEE EK
e SN 2.2 = (recoverable short-run cost) 7} obuizl, —sESE M-S kel A &3t
BETE A(pay-ou) o2 By Aolwh. webd ol EE HAY A ERERE &M

(98) HEE “LEATIANA « AR G5 A FIANL S FYom”, ATKBERE
BEHAE RESEWRR, S8RE, F V% H3%, 1971.10, p.27 B




el RS WA 2ATEE AL ERBT o9 & wiEelA 52 (colley RH)E B
& EBRR e WES) 994 WA BEE B4 S s BBENd BEE
HgEs) B@stx oW vt de] EEAMHE D sloldu Hivs BT Ae R
wata gleh, olald] 2 FiEe Az s B (corporate objective), WFe
- WA = eloldl &) BAY (marketing objective) 3} FELRIFS WY AT T EEEH
(advertising objective) o 2 [tz =3 FEA B B i) (long-run advertising objectives)
3 Bifi(goals) & EAISZ Ao} 2ol ootal BEY RS RS BEistd  HEkw
Hagean dsld —grgd glolq ®TEAN 9§ 10%9 ke dedsl 2o 2
AN F& —EMY REIRT —£39 BESEY BERTE dua e A% 2o
Fol#gt stz Qv zaetd 2t A WEREEDC Y BR(ts)e Estd os
Ze EHEEY K ASTL ARG dud ok “—iEfd 3T HERTEE
A4 RETF A4 ABERE AZo] 207 QA e M= BItT =8 22
o) Kipg W ARLA o] FE AL VT 9t FREFRS BE 10%55 0% §
KA Aok, 2ot 2y REE 23 7S BETAAN BERES s
RE g8tz sz gt 3

@ BEsE7H RO ol A& o] ERY o

@ BsE7} Trtobal Y « fla)k A% BEY BRY o

® BEREY AEESAD BES e T RES Ades Eine R Loyw

5

283t 2t e oFF B ctold WEE EHEMNRe) fEmEA 57 W 2o B
HRET o2 BEFRS WEsts Hlo 2 ¥ 4+ glon gayg dRysod 29
=3 LY Bl oot KEEHE WL okt fotx stx g @

VIR el Wl Rold A WE 2 WO LRATIA N BB A o}
=el] WA BEE ok Aoy BT MRS I%HEETP—— ol BiggRs 2
2t BEEE Aol H-S4-genl R 2 kel Y MRl A% [o)u] X} o
AV e BRG] B MEEMEC Sl EAMmoZg & MEmos K
RRIRS) R BT BEE RS A BETE Aols ¢ & Yoo Ky
% EEGBANE T @A E8E02x o8 MERNS T4 HREBHIE HEE

@9) of. Bogart, L. Strategy in Advertising, 1967, pp.24~26




Bo) Bsle BEEEEY RKBE AT A el ¥+ de Aol

@ RHEES] BE oldY B

HAHARA T A0 d So BEGARIANASY LEES MIRERES WBItte] et
el A B RS F B KRAYE WENEo 2 ARk =¥ 2%
A4 BOS BEEWE 3o @8 & AT 99 T REWPIRTEME B o
A BHENE BEE FTHA Aok

B BEAEES BEAdE AL ART o) okt it WK &
HMR S0l 99 kammos WEssE st 2o gEMoz BWEddw AR B
Sl EEATIANAEES) —Ho T e e HiKE AH MeEstel okt gk, 00

O BRAREY 238 AT

@ ol% FEAREEAA B89 Tololdd g ¢AFz 252 stelF old Hal I
W $R (presentation) & % we}. SR REUEe| BEEEAA A8 EEAALIE
A FHE HAFR Y FAAL EERERS BRE AL 2

® =% BRE 59 FES T oL BEY BERCREAEES 248

© FEEEfle] BEd SmEke] 9o} FEstd —Ee WERL. dad AREEB
o] WY FEANPEEEENS GRS 2 3% 2ok

Aoo s REREES B 4$ols TRV BoF ZHMET At BEREE

<% 3> WEREEBERE (HY AR

o FHEE - A4 58 1 (Account Executive)?} =9} %#% s0ddste 9 H
$Q&% # (managing director) ) ALY BOHF '
HEE A7 B B

B ¢ #me H

REEY EERE L ded: Tt

U R oS EY REE dANY BEE

. REKEC 94 Huikdstz 9= ot E

. BUEEEES chetAl Yol s kiR

. femErEe] o WAEE od BfER EEfERA dehie REE

. EBAd Y BE

Cd g EEEERA A3 BMaRd 78

. RENS WRMESH— A4, =iy % PR

. BRSOl dlelAle BEEEEE

R

b
—_ O

—
[T )

{100) cf. Cowan, D.S. & Jones, R.W., Advertising in the 21st Century, A Model of Advertising
Agency Development during the Next Fifty Years, 1968, [FlH#&H&, pp.41~43
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* IHE U A FRRREE BENE ATNE =Y HKE Wobobt o,
wE AT BT REEBEMR (agency-client relationship) 7} sl o] & A%
AE VR MikE WA BelE o ek @B Toeltlel] & MERLS 99 g
o BEHE HE FEE KB B D B9 96,

b) BEEREE  BEREIES] AFUAId MM Z9 T Biol= § oo
A 2R 2 BER wet HA0BE, 2R0NBE ¥ sXmseEs = SEHE A9}
A7 B o T WA LRAFAAQBEL 4 21 Miee R4 2e ZEx
WEL 5 2R FHEL Lok oFol WMY [ololo ol 13 ARILoo] T4 Mg

B A A (message) & [4] - o2 BIESHE Bl 2 W) @l 27
 AOIE R+ o] (crentive service)ol s, EAE [ <A E EAE S BEw

<MW 16> MEREIEY $WmAR

] % 3%k &
HAER
Risel o
E T
shebs B A
ELE R il
® P Aoju] [ | chobdAly R |
o HEHE ol a2
% g éaé . B A 3]
st FHE TR
| [ EERE
EE
B OR
B Rl

B Y RIS T MR AE 1S MESt A% wuds Bl 29
FHAE HAGYRAAIAY HP WA (9= -0 4 B ool ol UEES Foreq
Wil MERRE WEHAY 55 MBS 5001 N On ikl Gaa =
g7 =2 8o,

(1) WA 3 T4 - o o] sy

FA - Ao’ BMHES) HMo 2 MdYE AR (commercial message) ) BAEEZA o]
AFIATIBE LA A3 (message) S 22 Folo}. 2o WELo2s [ o Jo]

E i e S B - R RS A Y SO SRS & SRR




# Aol =(Commercials) 2 = BFRE= o] T2 EREHES HERES Koz fHs @
RIGRES A ol % 53] BgEd(advertisement)o] 8t stz ooV FERE Lo 2 2
A& o] E BEAY rlolAl Y WA £ T A EEAKClE ol g o 5EY
olel & 4= k. kel ol ¥ A E W ulE BEERY Biyoex HEd
= AFKe]7] = £l ,

ol# @ Al - | & iERES HiEs: BE2 Z [olol=e g RBERIY F& &
i HEol Btz dlxz £ 250 HRst A 8 5 (code) 24 250 BT &
& ol Ak (shape) 2 BIRESL (clarification) W=} FER{EL (moulding) 8t @20 2 A 0%
o] & lolelH el FEEH(LBR Aclvh. HIE o FERS RBWOE Ve F
£ AZ(symbo) 24 oleldt MLl 7] R Fope= ol Qe e 2
dAY, 27 & Hfs] o A4 = 558 (language) = TE B 9 BES 2L
AE Aok % el EESEEE o ud EH 5 [d&]e BEdx o558 Kot
24 EERNE 5 A E RS S Aol

HEWA ehebr - HF Al A ERE ol FE AT UL LY FERE S
M2 19 MBERE 22¢ BEse de (2819 Hikd == 24 a3 22 F
7bA 2 e Al

() BHREEEmES  tR(copy)eletz sted 9714 #ERHE &1L 58 1A X
Fo BEFEENS 5 AREe 2 Bokdte wbE EEwA H€ Aclth

(2) TREAEEESR ¢ ER (llustration) o] 2k 3h=vl] o] & EEPZER o s EEHE
7} BolA A F RBEHFRBEERE 721577 A4 @HEOERS 402 REg B4 o
A "k

ol 2L TR MAA ] MBREREAY 442 4] ®R(ayout) 9 BEE A
A EEAAS BReE HER 5228 Y HHEs BFEEF EesA =
d o] 54 HiERE F 4] - Ao EEAA HE Al

(2) MBS o ESRBES) BeE L EEE 59 s s REC] obFd EEsit sinEk
FERIE) BEEEC) AEMe E BiEHN gEvhd EEE Bl HAMA A o
domAe HEST AT + A Aok b EEARES ERRES A4 B
(101) #¥, FMWE, p.349 B

{102) cf. Spence, A.C., op. op. cit., p.119
{103) Crane, E. Marketing Communications, 1965, p.126




Foslels o] BESEAMET, St NAEE HH 2 SARTELES HNNRE
¢ AN WA WiEH) 20 BN AN Teddalst s gon AN
o2 A BT AL BENNT HEMNSES L EAS gt 0w
AY Y Whkol A AFAFUANLERE FEEREES THGERS Fo9 MEnE
F AR IS fss B Sdae doh
(©) 1eH : B BEEAE 3 TN IS KEHRE #9024 o5 BEL 2
Aotz W fHACI Y Bl A 28 WA Mi%(sending or transmission) S A~
zm(vehiclé) Y (carrier) & FB¥(means) o] He A2 o AFJsAAd &E
(communication channel) & Rt otk whebal ol TiRMES [l A4 19 orjad s
(audieuce) & ks A7) £ RIEMMROI . WA o2 Bol FEE AFATIACIH L F2
FAEE B 23 BEEEEe 9ud e FRESRA MEds AR (mas
- media)e]i} o] olSjol = A=A Ll FUHY 4 sloh lAd KEAS S9 HEW
j%%(face to face contact) & F3] ol FoixE= oy 7 o] A (oral communication) o],
v} =¥ she 22 (catalog) b Bz (phamplet) F¢ BREC 24 BEMHC D AT A o
Ae ¥ FE 02, F& EE ol A% WA FABE(publicity) ¢ S BB
RO 3 HORIES) TRl Bd A%y FuUscde] o RelAMT ¥ 4x
9vh. 2EEE SR FIA AL RN E BT 1 M WA B(EY BEL dex
BE FAAR reld 4 ik ‘
A7 = AROUEE (personal media) 24 ARIel T AV F& FEE Eod ARy
Aol4g s ASEA oA BREACY A=4]A 7 (sandwichman) E: EEES 2
& WARY HEE T ARUAClA] ol RelAE A4 el o ot EELE
A2 BBl A ol RN EELSl o B RIZS FAlo] o] Refxe] HEo]
. b dne] 2 G AL WG [opeldel] A BEE 492 B
o BRshe Aolsl Aol DAL BEY BRE Wzl FFHA =5 o Eoloh
oW RIS BEL EH(ignals) ) RO R A Mg A Dot 0 meby g
B EHE BRI BRdd HEdt M S99z ¥ + 44,
70 JE AR (impersonal media) 24 o 2w Mol HeFESH 2-& FIRIESE (print

(104) ol9 BEHkel A& MW “REEBY BE", ASKBE HHAR RETSEHET.
MERY, #4% 288, 1970, EFE9, pp.30~35 2R
(10_5) cf. Spence, A.C., op. cit, p.123




media), #=e 9 TV ¢ 22 HuRiH#E (braodcast media) 7 M, Bk, EHH
BEE, B U 24 59 BARE 2 TEESS 2L ETFR o4 2ydd.
BE B o(words) & HIEY 4 U e ol9Y HE U= @Y o+ Ak

deost TVE 298 BET & 2 TVl 239 293 $34¢ HE8 & A

ok 000 o)A T FIREE I EIERHE R BT 4 JE AEC IRFES deEz iR
FiRol v WERA Sl =t W WEFEs ol obl ¥ 2s RN WA 2RAF
C dseldo] o] Reld & YAl "

(d) EEE: oEFFIAJAARE SEEZA B2 250 EHE M=z of

= MR, ERYoEA B Vel REMITHE T AT e dE
S} = « 9 (feed back) e S oin] @b L3 FUAClA » Alad b HihEmet &
A HilEe +98d. UT BEE) 2RI FUACAL S8 9 B
o4 4snslz @t

@ Bf5: ololgelst EEHLE B Mol BRA [HAAIL E3) BEE 4
Wi o] 2ESH o & WA E BEC A EERAY LEREEL EE 1A B
Belol kbt

@ W EWHR W WM (decoding) st BRO2ZA ol FHE S MR (emi-
tted) F9EE FBk(meaning) 2 BB (transmuting) 4171 A& 2. 29 oH{ B

Be 27t BES B 2 BEASE o1 FR (object referred to)o] R [ofelH
of 15k8] Aol ] PR (connection) S BT THE FolX ZBish HREMMe s M
B BEUGE AL ohidh Wb R B(EE) AHA Bk 2EX BES
FE —FE e S5 A e Rl 0

@ M2 (comprehension) : el o 2= 5ZEESE AT (understanding) 7} o] 7ol F et 3}

e oWt WR) BEE RMEE £l [oheldol g BRIz 22¢ REE &
e BAE Wel FAD A B ANBES w2 A= E %9 WRE gob A
7} EHE THA TobolHlol |2 MEEstA s e Ae Lok ek EfEHS cHESol HR

2 B8 goz=d fE lofe]ge]J& 87t ks BES AAA 4 REEE =2

srzel @B, A, #F L W SO D3 2 Tetel= ol 15 B ¥ Aol 0

(106). Crane, E., op. cit., p.186
(107) cf. Spence, A.C. op. cit., p.125

(108) cf. ibid, p.126
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R SR S S

R S SE ST
: o :

® F#{k assimilation) : o] & RfEEY ool Ho}s} BiEEY nhese] AL Fol
7he —f9] BT (activity of learning) 24 o] & #iff (imitation)$] {Ei?} 9l =},
weha ol REHS wEAA 1A TololHol o] RMBLHE Aol ¢ & 9. 29
oolAe] w2 RfEEel WG [ololHol 8 2 292 v BAGIE R ohy)
. kst 28 2L ool 7k Aol HeldE BAESE F$E B7 9 Toln

CEEA o] @ Tolel o] = RiEH AV £ WFH oAl w1 %ﬁ%—% BRIl

B AL o151, 2kl B 2 9097 A 248 9A B o oke]7)
o) 2o] o}, -

A4 B 2R o] el 2 HRAGES (co-operative activity) oﬂm kel Ay
soldoldt oW @ Aol Bgsiglw disx 2Ao HEML A 4 2L o B
B2 olw @ RKRE(response)o] RGeS phedo] AAAT 2 ¥ Aol A 2o
o U9 meld REEE Tobo ol |§ Rkl o & WA SE o4 old ML
o oW e Kol $& 2 O BMEA REAOTE (reaction) & A H& ook,

© IHEYTEY (reaction) © M (response)el & A Hhro] SRS 9 4 Sk #
vhe B4R linguistic response)e] = THE S}l PYERAYRAE (physical response) o] o}
HAMESED TUA AL o] R R FHE ALY mES et fudd
BEne s KEE EEdE 499 KEWGH BEE © BEEEY Mzl nwe
Ry @ BEERY 512 O MERSY %@ 2 @ ohzH - Aolu] 2 (after service)e]
B 2L EHE 255 Aol wehy MRS BES s X 2 A3
A9 R ol £ 5 BEEC HHoEA [FE. % 0] Jx ofE FREHS =
o = R0 |

a2y AR SEAFIUANAS BR2A REHTHO A WEA 499 BEs
AAZ o) RolAE Fa ol whE [F= .9 57 gome A% HERES 54
MERERWES 7= oz, $& 20) BIED [ololHol 18 150 Bigstgdod Bfs
Gdud oUA Bl BESd o Arz @AMkNT it 2 BRE duA BB
Moz (8= .9] BB R oA 2o ,

E=E BEHE VA4 AEEAD o8 HEEE ) ohdd Rl B b HER
% B 5ol 93 BRY A% 222 BHEE e S8 e Ao &E =

T B KEN AR 2EFo Y oF BiEmes Tl ¢ d: Tk

(109) of. ibid, p.129
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£ genz pR AFUMCIAL HEA AENY HERAAAT ol FAE Aol ¥
Se ot olel @ Mol T B (nois)ol® olE RARAFHA |l FERA
g% Al
V. HE—HMK SRTUFLIFOIM - AAHS| IS BEIBH
o4l A AFUA L AT KB BRE BT SRY T o GERE el 4
Azdez 4%}; 2 BRES 7 BEAESY B¢ EHL FAT. % T &R r

AFIA L - AT 58] HADSRAF AL - 2|20 & W2 EEHE HLHD
BAWE BRI A% MENEAAZYS U T A3 ANzYezd BT

& glod olelg Asus] A A Bl WHOE LEAadd EEHRALY
o WA WA KR TTESS Lt 299 oHY HAmeRdRI
o4 Aade] B ERE HRY FES o5 FRMW WH WA MR A3 AR
BT 99 BEHBEEE 2A% Adnz od% w@dA U - A& HENd
BHe HE A20e] AT EY NA EEHBHS BAT BRI 245 el
A E Wl A EBOFRE 270l MROMBE HRIE Aolshd TABLEL
239 MGt A= Aol |

ol AR WA BRERNCE MR LU TR - SRR
AT FEOHAZUL BAHLERTFIA A+ A28 o] 2 LA LU EHHHRA S
ol Ao B REHoE =¥ 4GSR ¥RGAT MR BEIAY s
oe % ERAFI ZADSE etk ¥ sl FIAR obdst @ =
W oIS BRARS AU TR AS) FholoiA o HHLoLE s wa
& FERBEY & A% AolT A AR E BR Ml MAMARY R
Aol4 - A9 FE] 9 MRS THe 2 HES EES Iuel dele

=AF ?‘l";} qtef o] 9] FifEst o Ax 7]—‘”6}4“1 BERRA Y 29 535 WA
BEHOZ D 5 A Acl7 A Eelh |
fAad g f‘*ﬁ.ljﬁ?l# 7;13 /‘]"EJ.H BEE v‘ﬁ&#’f%}“ A& sk o) 2 3 5 (balance)
A ded 2e BoARY gmol Sirkx ek o
O =dos E]—/l]/—(homeostasm) ol & A]/L%],] Ao wlg Agge o HEHE
i) #E (programme)ol 918} o] Folx & MM HIMS FRIE Tete A2 o

{110) Donald, A.G., Management, Information, and Systems, 1967, 7 A&, pp.42~43
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& ESHmHHED 98 AU BES Ul o4 RIEE HEES oH =9 B
et W) EERG) dE Aolwel MEE AidpelAd 94T T ¢ 4 dd

= o EdlesBhAie AYBY WERA e AdiUe TEM REZ HEde
B BkaE Aold ole A2dol At 2 FEE #iENAS G Hhw HE
A =E Aol ded ol Azdel i BRE =S4T G5 Wi o
£ o2t BEA) chold ol ¥ MBI Nt AL Azde HETERES
W1k Al 2de] #Mol A7 A fol ok gk, o

@ ol 29 o) 4 (innovation) : HIEE 3 o] WAAL A2Re] BE HEFT 9= K
79 BAE 9ol B Nt F9E Ak 2o oH e A9 GHdE AREE
S BEHZA olsh 2 WEY MBS BEIAT T AKE EEEY BEES (nf-
ormation capacity) 8 WEE Hol\d A o LA E A4 gon wekd oY B
{£® 7127 #1885 o] x-9] ] 4 (controlled innovationyel s} & 4 gikm .

=% ol H % FmA 42U iG] 2 —HE MRt oA AWl R
¥ FUBBHES TS RZERMIE (intrinsic control)sh A 29) AEG & Az
iRl 2l MBS A1 ol Sol X A7EAHIE (extrinsic control) 8] FH 7 gloh
2 shedl #fe Aadol B Ao SHRE Bea MESEe ST AL o
Yebz @opun

A Lo HAmLEAFUANL - A2HS HBME U SHesHlE 3 4
2go) AsAoz 1 HESE $AH N8 Baw Rolx TH ole HT mEEH AL
e eshe AEEHE 98 o FAAE Al ¥ & Aok A HkdlA
BeHEo] HIMIES) MRERA 2F AJ2u KRG REslel 9] W Folh ALy
HEBES BESE BEREE 923 22 Aol Gz g om NTFAAL o& W
My SEARIA A A 293 BAste] A us 2 et

@ A R (maesurement of outputs) : A AW HME ANAE HAE HESZ of
£ 58 AM Tobebule & WEs ok i) o H @ MEKES MR ensor) st &
o SRR FUACl A - 20 BHE AFIANH ke BE AN AR
A4 Etrel wet e, A KRB A MEA B A9l HRRRE

Q1) of. ibid, p.54
(112) cf. ibid, p.45
(113) cf. ibid, pp.46~49




EE Bk Ed SAEAY 5o MERERAT SN phe & 4 ded G E
B FELS 2 A TESRE T 59 EENEEST B WEL ¢ A

(i) )=« 9 (feed back) : HizEd e HIEE (controller)o] [F}= . ¥ |Fz o4
ek AS (ol g 7 @EA. o] ot =3 BrEde HuEme ®E 9 B2
ol FEEH kL s EAFUA N - A2k o [F= .9 ¢ FAAY 558
e}, shie BEBESY RENTBHO.EAY Bent MEA 98 HBwe= HEM
#Hoh 9= -9 (5 @Rz 92 shit HEEE 59 ESNEREE TN R
M=o jge] oAF ot e BHE e BRI

i) #j2y5Ehe] B Ha (operation of the control process) : 9h41¢] 5] = » ¥ [E]j% (feed back
loop) b 8= BARES HWES |3 W= Rt EQ olx el viel =t olst
£ @9 Higez ARl fims AT whol LB ok T Iel=. ¥R ]
REM O BE o ob e 2otk o F R BREKSN AT E ASEE K
Lo MRE BEMHE REmeR s 9% gEEd /B¢ dez 3 Ao =
A HHRLED T ol A - A 2F | ol 3 M A e B EEEA A9
ME A FEY EEC) HiTslel B £ (advertising mix)o] BWEE Fi ALBEE
simEsA Atz & 4+ Ao .

iv) ¥ (the standard) =)= 9 =) HtRe] szlpstel AJysteiol vl & BREe: Higs
et AR AL 2 o] o FEEHe] ) ol Fol A st WAk @tk
ShA] ofd Al zwlo]A BlEme] BEsA $nAdE AW Fekel A HEY S ge A
olch. wahA EAe FAFUA I - A2 b BMY HHEe fio] HAmeR
Fuolclde Fa RAses st Ao REELY & MhE WA B 2
obokal @rh. of el gk Hie AN KA Hfsehd, b o WS figs
G4 Y 4 b BiEE 2R ot W= FEiks ek s Aol

Pl A & vieh o] Azule] A2 Mol LAz HRSEAF $2 49
Ax o9 #IFt Baste] olH Y HEST AL T4 L vhe TS FREES BR
e BE S, MH) E, (P9, REEse) mh D HeEER) BE 57 2
o (S gh fEA T - A2l B e A2 TEM Pl A FHE
oopet & Holn] ol & Az A2 A2We] RET sH5dtel s 44 olHE WE
L T a7 FU A ol 4T 8N Pt (business communication engineering approach)$] —
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BUSINESS COMMUNICATION SYSTEM

With Emphasis on External Business Communication

Won-Soo Kim

1. Preface

A business organization, in a sense, can be viewed as a series of large

- communication networks or system, since it exists and is operated through

the cooperation of participating individuals such as entrepreneur, manager,

employee, customer, supplier, deéler, creditor, and stockholder, etc. The

cooperation assumes some kind of work division among the participating .

individuals who are interdependent each other. Interdependence calls for

coordination and the coordination requires communication. Thus the com-

munication phenomena are prevailing throughout the organization and

beyond the boundaries of business organizations.

Most of the studies which dealt with the communicational probléms of

business implicitly assume that the communication is a concomitant pheno-

‘menon to some selected fields of business problem. Even though Advertising

and Public Relation have a close relationship and sometimes it is almost

impossible to recognize its differential nature in a communicational sense,

but these were studied separately as an independent discipline. In the

studies of the Personnel Management and Organization, it was treated

as part of its discipline. Marketing Research and Morale Survey, a func-

tion of information collection or communicational reception was usually

considered as a non-communicational processes. These processes, however,

constitute feed back or counter communication’ process of business commu-
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nication. In this sense, it might be necessary to study the communicational
aspects of business on integrated basis as a whole. This is the purpose of '

this tentative article.
II. Understandings on communication-preliminary study

The phenomenon of communication is a universal human experience.
Communication is a good deal more talked about than understood. It is a
catchword of our times, and expressions such as “its a communication
problem” are commonplace. The popularity and prevailingness of communic-
ation serves as a camouflage, which resists an attempts to look = into that
process and comprehend it in a detached way. These situation has entailed
the confusions on the conceptual framework on communication, since the
multi-dimensional, prevalent and universal feature of communications has
hindered the trials to comprehend and conceptualize the communication as
a whole on integrated basis. Cherry, C. points out that there would be a
conceptual confusion on communication, especially in the field of Sociology,
Linguistics, Psychology, Economics, Neuro-physiology, Sign Theory and
Communication Engeering. In addition, it might be assumed that the prin-
ciples of selectivity in science had a role in this conceptual confusion.

Usually most of the studies on communication have an intentional
emphasis on the human-to-human communication, and it follows the fof-
mation of concepts on human communication, which focuses the viewpoint
to the psychological process of communication. These concepts, however,
could not explain the phenomena of human-to-machine communication,
machine-to-human communication, or human-to-animal communication,

etc.

For the comprehensive understanding of communication per se, there-

fore, it is necessary to review the conceptual framework of several sug-
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gestions of communication scholars. As a conclusion of reviewing the con-
ceptual framework, it is appropriate to define the communication as a pro-
cess of information processing which involves the three subprocesses; (1)
reception processing=transformation. (2) expression, transmit, reception and

(3) transformation and storage.

After then, models of communication process which have been suggested
by several scholars were reviewed in order to comprehend the communication’
elements or ingredients and their relationships which consist the communi-

cation process. Through the reviewing process, it has been found that

most of the models were constructed with specific level of analysis. For

’

example, Aristotle and Lasswell focused to the human communication
processes, but Schannon and Weaver constructed the model By the analogy
of sending and receiving process of telephone. This model has a good deal of
merit to explain the electronical or mechanical communication. Some models
are heavily delcined to detect only the detailness of the psychological
reception process.

Although these different models could not explain the communication
process as a whole, but they have a great contribution for the each differ-
ent purpose of studies. These models explicitly or tacitly assume that the
communication always exerts directly some influence, response or reaction
for the communicatee. T hese models, therefore, could not explain the phe-
nomenon of communication from generation to generation which does not

ensue the response without the significant elapse of time.

In this consequences, it is necessary to comprehend and conceptualize the
communication in more broad sense, which could explain all of the com-
munication phenomenon. But it is hardly possible to formulate such concept

and to construct a model of communication as a whole. We expect, how-
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«ever, that it will be achieved by communication specialists in the future.

The purpose of this article is to explore the business communication sys-
tem with the emphasis on external business communication, which has the
feature of intentional or purposive human communication. For our pur-
poses, hence, it might be greatly helpful to assume tentatively that the
model of communication process would be constructed by the following
twelve elements or ingredients.

(1) originator, source, communicator, speaker, sender (2) encoding (3)
message (4) channel or media (5) sending, signal sending (6) receiver,
listener, viewer, destination (7) interpretation or encoding (8) compre-

hension (9) assimilation (10) reaction (11) feed back (12) noise.

III. Understandings of Business Communication System

“In recent years increasing need has been felt for a body of systematic
theoretical constructs which will discuss the general relationships of the
empirical world. This is the quest of General System Theory. It is the
skeleton of science in ‘the sense that it has aims to provide a framework
or structure of systems on which to hang the flesh and blood of particular
discipline and particular subject matters in an orderly and coherent corpus
of knowledge.” Boulding, K.E. emphasized the necessity of system approach.

He also suggests that there are two possible approaches to the organization
of general theory. The first approach is to look over the empirical universe
and to pick out certain general phenomena which are.found in many dif-
ferent disciplines, and to seek to build up general theoretical models relevant
to these phenomena. The second approach is to arrange the empirical fields
in a hierarchy of complexity of organization of their basic “individual” or
unit of behavior, and to try to develop a level of abstraction appropriate

to each. And then he suggests nine possible arrangements of “levels” of




theoretical discourse.

The second approach has been prevalently applied to the study of busi-
ness organization and its managerial problems. For example, “Management
Information System” is an application of this approach to the information
dimensions of decision-making processes throughout the business organiza-
tion, In this connection, it might be possible to utilize the system approach
to the study of communicational dimensions of business organization and
be able to assume the business communication system.

There are two “levels” of abstraction to comprehend the business com-
munication system. The one'is to view the business organization as én
communication systems, the other is to view the whole communication pro-
cess which includes the internal or intraorganizational communication and
external business communication. If we have an intention to wunderstand
the whole business communication process on an integrated system basis.
the latter may have an outstanding relevancy to the objective of the study.

There are varieties of definition for the concept of the system. “In this
study the inference was based on the definition, that defines the system
as “a set or arrangement of things so related or connected as to form a
unit or organic whole.” By this definition, we can assume that the system
as an organic whole would be operated by the organic relationships of

components of the system, and it will contribute to the continual existence

of system itself.

The business communication system, therefore, would be an organic
. whole and it is operated through the functioning of each component of
its system under the organic relationship. The business communication sys-
tem, however, has a feature of subsystem to the economic cooperation sys-
tem, because this system would be operated to accomplish the end of con-

sumer participation to the economic coorperation process by bridging the
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communicational distance through intentional external business communi-

cation.

_IV. External Business Communication System

he most of external business communication are an intentional or pur-
posive one. External business communication system, therefore, has a system
objective, which is to persuade the consumer to buy or increase the pro-
pensity to buy through external business communication. The commuunica-
tion functionary, the components of this system, are business, advertisihg’
agency, media and consumer. The communicational functions of each
communication functionary are as follows:
(1) Business

@ inception of the idea ®@ evaluation and selection of the best
advertising agency.
(2) Advertising agency ‘ )

@ Message formulation (coding) (@ Evaluation and selection of media
and media vehicle
(3) Consumer

@ reception ®'interpretation (decoding) (3 comprehension
@ assimilation () reaction |

The reaction of consumer forms the automatic feed back of communication
effect, and it is measured through the record of transaction, etc. After
then, it is compared with the advertising objectiveness or targets in order
to measure the degree of attainment of external communication objective or
target effect. Sometimes, however, external business communication has
an intention of brand or corporate image building. In this case, there
would be no any reaction of consumer which would be feed back to the

communicator. The business, hence, intends to maintain the feed back
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channel of such communication effect through marketing research and

opinion survey, etc. It forms the artificial feedback of communication effect.

V. Conclusion

The purpose of this study is to comrpehend the structure and the func-
“tioning process of external business communication on the basis of system
approach. Consequently, the conclusion of this treatise would be limited
to the field of understanding of external business communication system.

If we have a viewpoint of system engineering, however, we might have
some perspectives of the control of this communication system. The possi-
bility of studying the business communication system on a engineering
basis, have been overviewed as a supplementary conclusion. The successive
study of the business communication system ought to be followed in order
to enhance the efficacy of business communication system through the

intentional control of this system.




