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() fefabrs) mEeh o HEm (2) BaEEHS e
3. WBEAEL & 5. WHEAE BMEMKH KL B
O WS T Hay BERHE
(2 WL RS SRt 6. # F
L FF B

ARy el 3 BMENYQ REEIEMREES BIPER TMEES SRR E Fele HEE =
RS EAfE] vk M B R e MRy R BENE] #AshE JEESYES RHEE
fholl st JSEEe] B WEEES A=l get. aH™d ol e A
St Qe ARG REENTESA S AEEmE S MA) N2 A9 FMBR
b AR EEY BT A Farstn gvha & o gleh. o) o) at e
AR wheb - Aske] HEESt RS EpEd Eol ksl sl A9 WEBY
TMEES HES S ahdl fmERF BiHs 2 9

2] she] eREEEY S S PR R iEste = B Tl #Esh ame w
HBE MEst RN FHENETE 222 I $ete oWt RS EITIIR 9
=v olAe] T G EMALC] .

oebA EEERE 8 BIERES stev Ao BAEs smiy4Ee ks =
AR WEMS B W Egelzt 3 & &b dukskwl fIRve R E
frdge] MRS R AME HE 5 EREA T HEAEY KFEE BN Mo

() ERMCEERY BAFMZAS HNErHE TN glolde o¥F MEEs ﬁ}ft%l °]

Bl mEE EMEEATA oAl HEggst k3Ea fEE Mg

ek A—{oshel HiAv] 2 akeh, Lok RRHe BEEA LS 2 M gl zs
$E Qe 4 9l



B F Y= W T 218 BENSE £E A< Xt v sbal Yevbd Kl
M ol MEMFLE AT 2T olr Kb BA®HE-2 2 HETRM® & W5
S Bobe A4 GBS VI HEWET] FRAY By ReKe R YA
A7) & MpldgozA 9 Fire] FufaEe z1d-& BIHEEAT A 7hstel

o E R FREES GREHRY PR WX e Setd AR Adke —E
Hryel ERNERS BESH ol & S8 KMETRoRA EHBES Btz Jrtn

% ¢ 9& Al

2l olRla AOBEEMAES MEE M) FSIKeR Erbd FEplanning) A
(coordinating) W hfl(controDel 3RO 2 b 4 e FHMIolok 2 olel A
1 AR 2 & S ek ok ROl AHIOR K —ER BRE AH i
BIEDS WL A Wt 9 WP el Ao, WEFadd, —EY wEel AAE
GBS AATBIE TR AolP @, webA FHNBRO S HIvd BER F@ne
A8 BRESE MMEIES 2% SRIESE BV SR A A5 e ee pke
B N HAE AR Se] W 4 0E Ae)eh |

oot e moAA ¥ o B BES TET S Ab BAT HE Aol 9K
ECREEE e FERE L AN BB T S e Aol 9
W RS RRER WS AT AR dRbe) S AllH, BF e A
A 4 % EHllo] §lebd R3S MO (drifling management) 98] g o] HA] %

(2) ol EAYM (capital cost) & @i%El Aoa Hef,

(3) HIEFIMY (veasonable profit)e] = afe] = W=} REEFS MAME] fhEEcler & 2 Aot
[z =] (Joel Dean)-2 o]d] =3} “A standard of reasonable profits might be based on
the results of surveys to find the public's idea of a fair profit” (Cf. Joel Dein, Managerial Eco-
nomics, 1951, p. 38)8F o] fL@ARS BHAMES Jato =z g ozt s} oo} Ao iy
ARQl el o % IR s Bidegae MEe s sEE A gk BRE
of WE CHEFM-2 o] MEM fFie] FHRY A% Holx HUEARA g WidRT
el o gt EAAFEME L@ste \Ma9EY ¥ vHEe BERAHBBALEZAY T
9ol Hipn=lolof stelel ABslh, =g —FERHEL 1Y FHAIMESY 7 Sde HEH A
(innovation profit)e] Kffne ol o a}e| et A A5l e}, o] dl 4 MBEH MGl JHE oo} & Aol
k. Wl 9714 REte MERMN-e HEMPERIE ove HEhd REEwHgd
HHESl = HIEAK4ES] IS Bokde ) -

(4) fii%5, [ntegrated Marketing Approach o] &FE{e] =3k —#ifl] A-SRBEIGRAHE MEIR
WO TRUMAE) W& A1, 19634, 128, p 15 BH.

(5) Mel ¥ [(Taylor) & AEBIBE ZHAEHIS FHEK %I (scientific management) 2 [&4y
shal #&e FES W 9 W{EPFsE(time and motion study)E JEREE REE L #¥gd 9
gt EBi(task management)el st v}, (Cf. F. W. Taylor, The Principles of Scientific Manage-
ment, 1910, pp. 34-—35) #Hol &k WMIERHTAS AT Hken BEE 4 d= —H
9 RHMSEEA S PRl 2-& mifiel w,

=
==



@& Aol7] wigeleh, nelne MEAMERD T HMNEE S BHE ¢ e Aol
el EHEREE E AHRREe) RS MIRHRES] JTele AR AlEe
AA7ET DAL T elgelo bR %) SHENS WA BT LA i
Bighe b PR 0] A A e BRI Algrelwh. ke RhEe ik
RUEHLEE FisAbk(probability) . 2. e} 3L WBM:S Riefbslel Mg, ohA) Hap,
BT RARIEEIA A5 BH8I0 BI (concrete specification)q] 7bErel o, kA Tk
< B PR A Ve Bl wiehe s st mEsEl D 9rta @4 g Aol
aRE MRS HRERS T eREMERE SR B A sk
WS RIS o) kshd BIEYUE (ecision making)o) gl HvERE 917 oW R B
GTEDBR =t JHEBRRe WEe Bkshe® Aol ol e duel W &
HPeEe st SBRRED BRI AEtCalternatives) 1ol 4 fige] A& EIESIA o
Rl oSl T EgE §1T S ME(scence) F Mgl W MR RN
HIRRCER =) D= A zoR(facal data)el vh. LRW] —fgy.o.2 ob e
Be IS RN REMES THESA S fete g gens
SRS e SER AL WEsk i Goformation data)e} @ 4 9w Ten
JARoR MBUGE & SUfe] o] FojA o] ohlEh MIUIEEIL REL (sclentific

mind) & w102 Sl el vk REIE Ll T, O

2l

jo

el RG-S ke HEste TR nA EEEERAES T P = i
Ry EEERE GRS g0 =eh o il o mE X ge 5 glA B4 o
v el gt e MR BilE S —MAYRRI S EE (general overproduction)$] 7 2
BB 7] vhEIQlE o) T g WE 2 s mE FLmE ok fme
E Aotk o1He Rl BbHA B4E bR SES WEEY g WEs)
A kg G Ela olel whel MEEEETER] AR I KRILE o] ERIEREHER
b EAA A" Aol

o]9} Zre ol A &« 1920 EHE Aiste] FHET F A EkE o #gste &
i FH2 (marketing research) 9} Bl (budgetary control)2} = HEEES FiRlE M4

==

o

(6) H. V. Roberts, “The Role of Research in Marketing. Management,” P. M. Holmes, ed.,
Marketing Research, Principles and Readings, 1960, p. 5.
(D debd BEAE WA EEE o e REMNAEY A SdEs BRL pIEiHHEe] B 5

Rt Mol



[ HHIOIELES 7FA12 e F Sl Aolvh b WE =T aEEANY &
Yy sk el e M R BAMES Bk o] Bolx] i FEITEQl Alute] .

ol po MMl A AL RS Frh hEe md WS mEESA G ohw
TGS RERHE 1 TRHRILS she —JRTlke] S A= o HEs)
gl HiEY MRE HABNY W= ERARYBTSE A ik (total approach or integrated approach)
9 Tl Bggstel nansk MEsHe Aol

2. ¥ERM CRER

(D fEERS| #E

E’rﬁlﬁ?%ﬂ"bﬁéﬁlﬁ - o fp¥(business enterprise)o] 3t (1) it@e IEAR A o]
SER B Fifelvt A 218 b SR A JiHagho =y e CRHO HH
stel & EHays® () MARIAIES mHe TH2 atgEme Ee N Bhste &
gl g BT WA 2 FIREREMNO T AR EEs = Aol axld Al
S MEEVETARY FEACkS BEEEN F AREEA FEGe fdaeld [A¥ 2 1E
fRfishe opl Bhvbe MEEE Ve 2R REIRIRY &% (consumer-oriented  business){k.
ShA sk R Hivel ®eh. oldl Ketel FIPMBHEY-Y T2 Hf(innovation) s}
B = A E 00 o] ASEEEEY FITl(ego) WA BB (moraled =} filifi=]
B0y W =] HERELEN Hibe) gt vk ol &ERLLo R ko] WESAT
ghet. ab

—iye2 Bl ARAYS MGEEY-L Al e g Myl 3 WM

" (8) Cf. P. F. Drucker, Practice of Management, 1954, p. 5.
(9) o} = BNy FHMERL =S BFFM A3 Aozl MERMIMMERSE AL
pelet. o] 9 B et 2,
] ACBEARM A+ {UABAT T84 iy - BD
T AR 12 — ﬁl::ﬁ/f:fllltl-;;t:ﬁ);f/{ Z A = ey _7%*_1“4 é%:

c

= FAZEAI X HHA S

(BFER IHLORBRIES ], —BARHEEE TH LRSS & BB 1959, p. 21
© 8 op 25 B¥). A7dAe MEARESE(proit sharing system)dl 27 Ze WHt
2
(10) )& EWBGES T 5 WHIRET A A AEEHA ol 014 wolnb wffigsh=h. —iy
o RE RREEHRMET A = wmﬂo1‘-mm%% Witk e JhRlEs JRIENEYRl
PRI (frictional profi)e] K" 5 98 A Z+h.
AU HRER 2shel AR PEAWMITE ZF KRS SBZINEEANQ HS KA @K
e AR A sz



9 2] e R BEE Y B olw o] BBeleh. 2wk HEul] EEsLE A$de
WA Y (secllers”  market) Felwl =25 Jf4s} 22— MEEETE (buyers’
market) ol gloj Al &= frfhe] o]l RS K o1 FEMFILS FFES A 3 A
o]t} ,

e m R el glol —Ee Higel Y& Ak oh& 4 glon BiEE A%
o e REMES EMIY #E v 8% & (manager) volr B REZINEY
SSESY BEE 5T AEEY Ml F YEHe T 82 25 vepi e Aol

(2) %ol EEet 0 HE

A3 fab(business riskoe B B 0. AREMS WAMGER) FAAD 75l B
Hol b3 (business mortality) W =] #3484 (business loss) —FREBEES—9
Zokel 2t & 4 ek —Rve R Mol RS EHAA #ASE BT A& 2
. AEmeR B W bgARe] BrESlE @Ml TAv A e AEsStE ¥ o9
B EM A (EH AR ERSS 4 F o FUEE .2 WASS o T 8
o o#EE EEEe fhEe EEARY HEMAR AKE KMEE K REES ok
S YebA ol EE 2 I e Bl e 4 Ee HAE el rs ©
#Efalre 4"§HJ£§ EFE T AT W mE BEY RGN BHEs A9&

et aE nR o)A HEaHd AW WEIME 5 WEibiRe Az 5 I0s
dhire] HHERRGRE MRV 2 BB 4 Mihiss] FEit(gap)sl Aol el ghvly o
- o2 FMOEREEMNY Ee) ol Folxla Yrta & 4 glow A%mk
o] glol Bt Ut & F A+ old KBl MRS MEECl Wil KBYSE
AR AL Felxw FGEHRI L BRSO REEY RAD kel olFoxa ¢t}
A& 4 9-E Aol FlHd B EERTEEREGRT At e IBEETSY T
(1) eldl® P s 2e o evk MEEOME o e md e,

|

q q P q P q P
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T,P ;
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8 TiP
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1
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FolA HEm R@H Hivel BEstd, PR Wz K& S& Fored [ulAw) e 4
ol H7] 43 KR ADEEITLEINR Fl AL BTG A =nw s
% RS el O RIS BN Hatel WEESEA] A o) ek, e} EayEA:
Tol A Rie R Bevl iEY HEALS HEN HHe FAAY Hert e
REEHY 1P0-S REFSHAl 2 Aol B TIEHHIGR Folx ASdE R h%EHe It
Jasl I Qe Bhx) ke 4 gl Aol ek

Wkl EEOAELS UGS BRe R ® AR Hel i RAR
Hol EHESE7) $15ke} MIATARR MRS EiBElA B e Ao w.

2R, EREES e R MEERS MHEE o MISEENNE A Qo
B2 RMINSR o) e SRS IOl ek [ TR IR
e bV R W R RN IR M-S A n dotn S ghe 4
get wql el KB ¥l Hifbsln AMEHET o JLARIMS s
QA | kil AR R R £ SEEAY e Mkt wW 45E)
ey o] ol B JHAMIINES ZORe du] 18K ke 4 sl H= o],
o9 78 BT AL W] W RHEES T HHIMIGES AN )
Feh AL BEEHL oY S+ A Bk 2eldhe AREBMRLHEHEA olA
B pYee RS HAS BT O AREMY N, WRNEES ¥k o
e % gidl Hv aEy] Qelede GIRAERE W) s AWAvele MR HraEE
(factual data)§lo) = JEHIN LA S FEEIES 98 OEEES te] Tk
Db, o)9h g Eskol A BTl W MHICERAL 2 A Q) TR SRR
PREN W ST SAFHTRe2A BSA B ook e Bk
EORE RAENT TEEENRY RS SRR EMETA s o
= AAEEETRZA RE Aol nE WS AHMOR EES R iyl
WRE s —RES) ke H9eR s Aozt B & 9 Hojch

AR WG Y el 2 RGBS 9 Fesd 4
BEF O Shgol st BEMHIE AL FOA AT S5 Hreme T
o2 A AR AeRA WE L $F(ine)ikkel BuE s [ (stafDRES BT
she AolZl: S HidEE FE bl d il FEs ol el Kool MRt [
=% J(controlle) el EH Gheh. weld —@OS R R RS 9% M
TR s #0E Blsl s HAEETR A M o] FEMNS HE B 4



B BGel Sl-ell = ARHISh 2 faiY BB W= I 8-S @] Aelwh.
BRI glol A TR L S REE S5t BER @R TRl g an
wpehA JREERITS] AU P decision-making)el LER i WA FRES Siohs
AR @il 221 syl ot ERY WG HEA 28 ger o8y wER
ol ER AU el SER GRS Rk 1 EBE Sn 9s Add. adms
D% A AW Fl R SREETRON T MHE A R WE
B, e BATES RO HREE THRO.2 R ML BERE Aold o
o W#Ee 2R ERIRSAY —HE MhiZERROL Sle Ao A3 A D wFel A
29 R Aol Bk el 2ol WHE LA T 5 A& W EMny RS
3 AR Mites Y s $7 n’tﬁ%".%%@?-ﬁﬁkolﬂ}t Yholl A HisE o 4t
B #AL 5 Qe Aok |

3. WIRERES Ak
(D FRAES] i

iaREr el (A BRAER EE (marketing)o]  RRHE & Y —flieRE Sl rﬂ ol# gk #
AESYIFO o 9 AZRRAOEARTY MERAOIIZRE obdl Al '

SR olel Rk Mkl HhR EASH BROE EIEAER P fetho] EE
vetgsls) dafEskel —BRIAEC) HBS Akl oF FESHED Aol ms o9 Rl
b e BEeh e o] Aeln WEKIE THBE T el ok o8
Pebee) MBS BHSA A0 ool W @R PUEE WS F9 o0 B AL
MAZHEY Fe S Ak o9 B Mk A WA 5 do) WA Goar-
keting problem-solving)-¢ ¢13}e] 3478 £419) TligiAs 1879 42 9 2lsa] o} o] )
A= HAEEHEEe N W, Ayer & Son fiftv} 4738F 7401tﬂ o] PR e
fsrsted Bk W 22 (media programs)el 3} RHEFE 4571 Biol o9 FEE
ko] 15k R Ao e 4 - ‘ B

2B AT 19104K AhAlo) 5 TBIES ARETY e 2w X 269
é}azw EIFR PR WUEMCR YRS Y] tafkskel sl BlA 1911 4 Curtis Publish-

(13) Cf. L. C. Lockley, “Notes on the History of Market Research,” Journal of Mazkefmg, April,
1950. M. S. Heidingsfield & F. H. Eby, Jl - Marketmg and Business Research, 1962, p. 3.



ing Company &= HZSH0H (magazine space)-& WiE{sl7] $13k Ft#lE A -¢-edl L #FE

E A7 $18be gL (magazine readership)-§& MlaEstz=} M=l J(C. C. Parlin)9] £

=
=3

.

B A3 (commercial research dept.) & #iaEys}el om, 1915 4440l &= United States
Rubber Company 2} Swift & Company . F#&IE Hras)e o, av

o e gAY #Ee 59 (@ifEdt TR o] TRl sBIHE# (Department of
Commerce)dl| 4 478k FrbA] i1 E L shvpe T EFo] & Jifiol A 35k 2R 2 4
P (drug survey)elw whg shbis [Fod Jiliol A & AkEhFHA (grocery survey)e] 9l
o}, 09 o] o} o Bffe] SuEfyel FHEY MRS #E17S mEEAER 1o E BENE
g 91T HHLHAEAE(information  gathering  function)®] FBIM:E A A o}&¥)
o9 HEBIY WAL MKFAT 51D Aol |

1919 4pell &= THBFFAMR iz WHael 494 J(C.S. Duncan)®] Commercial Rese-
arch, An Outline of Working Principles 7} T175] QL8 o] = HiFHZA  (survey method)
o EAMES LR SRYA 1921 4o [Fto] B (P. White)ol] &J3le] Market
Analysis 7} HiFIE] Q=0 o) = EEENYNLEE (high-pressure selling)e] #5778k Fpo] = B
MRS HGe® shan 9leh 09 1925 4ol = [Feba |(F. E. Clark)ell & she] 87 #9) 1i
IARARRIRIR ) Wedkedl GaBcile) TUITE gidl o)= MAZRIY TIGFHEBIgEY HiAMK
oz} & < 3=,

1929 4ol = TS A (marketing)-& #R 0 2 3L HERY F825<l Census of Distribution o)
FEsEl o Bl B e o] MBIRSI(ES] WHEIDY N3 wiEn fFiel
o 1930 X LIS R EEAE ] EERITERY GHEE 1T TEoZ ABMY
o2 TiEIEEE WAL IafEslyl o KM@ =3k o] & FIWE ey sl
s A EESH B e 1934 480 = A. C. Nielsen Company 7} #8375 of M
el LA MM WRIT Sl %] ol2m EE Hfkdl o]2¥ o): BH/EM
A el & ge) 92 &

Blbol A 2 wbop o GRS AA fISHEHEEEe A% AWM S8 Y8 HE
2 FEs o] ghel, olHl g MRS AREEMEMTL BiZd o4 A% (pragmatism)e]
BRsted A & iRl A T2 A st 4R Abe iSRRI duLmE

(14) Cf. ibid p§. 3—4.

(15) Cf. ibid, p. 4.
(16) VESFRE—HS, LW—%, CiliSahiL &0k 1954, p. 10 B,



L fedge] wmisle BBEY sERel el =23 gf 4 Aded o)Al ol dul
piREe] ikl el WA BRENE Bt vl ogs 22 4E vE g
Shet.

(D SB1H: EERERORE

—fEBREES R REY TRIEHMEA T BAMEHRY 5EAHEE $8 WS
f5317] $18hed wmiTe PRI E g el REE e WERE Uisheny BHLEAHE
LE M8 s FWMEA 3 JEWEE FEEs)7] A8 EHEICE iy 15
#H7F el el BEIEREL Wl TR EY MiFeldw AAsels. v
ehA e BN EHRE LR S iR ATSOMe) sl o

(@) B2l BRBEROER

EHY A H 1R FAMA914~1919)& B8t 92 [(tempo)r} = ged —f
19 AF4E-S MPERT A Al g gl o Bifle = stk BONBIZ L 1920 4
o] o) Zm A E] Tl Ew o)A Jo) R £ERIIN) A%E, MUBCHREEY R S o
2okx] MREZ} fAEE o] MM 5 REEB] mReeEs AR e Afitke
TEPEES HLLEEAY =2 4 4 YT oot R KRG il FUREE
vl x] FEIEE) 5 BRENY RS AR Al BER BN e i 2 =

T flgeng REBINS Bt BiEE = BERET L BREE = g
o} gl M- 58] BEEE] Lkt wl Wikl A kst vk o) &= BB
Mgk Ry WEE Slet MEGHEEE ol Fildl LS JE#el oA A ¢ ieaEss

(business environment) oA 53| [Egs@Ehe] . BRSNS o sl sl
M ER EEfEe] EFEI o1 #ige] o] Felxl vty Hiel Kol k. oA A

sy o] TRSHEY] IR o R WA Y] HhfEstl
(3) B3 BHEFIEE 218 BEA OB

ol i A RN E MY BB (marketing activity) *®9] (THY %17-E 8

o] Fol A & IREUEHS HE{LE flote] MYHEL ol Feizn WEA BN 5 4t

(17 [N, p.o 9.

(18) o) e & HEh-e Mpaet INERBIATIL Rk, 300, (R o dlget 2 A8 2Als
Aol obulw}, EFELAY WRACEREAA s RgHEREAA BHstd she REM
of AA L mE FEHE Wi Hikel .



(9 R WA= 2 WREE TR Ea 2ot hubel ieh 23y 2ol 2
1y EEAECE ST 2] obe MM MaAELY PRosg EHEYdoRE ]
HETe W Ffe R B = Py @ s TRl B el st Ao
Bzl 155y i (market analysis), §5%45#7(sales analysis), fF8# (sales forecasting), I
B 4y Hr (marketing channel  analysis), yiEIED 447 (marketing cost analysis), U5
) 2= (product test), HY Y4y Hi (dealer analysis)z} -2 Aoleh, o] &= Wigehiame] i
Pk sle WS AEIOMY S 99 ZONE BOEES dbeR ssl| el o

tuiFEhe 4

Eapiell A W) 24 malketmg research g+ fZE7} o] & & EL}\M] 8l A
Fo & I NG 9 e

i
yle

@) B4 EEASELE 218t BEHLEA

)

METHILE 98 BERl BEEES Aol = SR SRS $ A
(1) AR BB S SHER-S 2% SEEETE 5 ANEREE Be-—F £
iy A iR UiRshy] 413 HEE HL0 R sk RBREA ke TSN
5 REN Ak BAN SEEET NEE BRNeE A st RO e
WO VEHSHE B RA o] —MW THSMAEMNS Hikel A& 55 o) el Al &=
MRS EEE 913 A Y ,ﬁilﬁﬁﬁfﬂﬁ‘é o] £ HMEE S17 FRAKE BB
RGBS oh BT R S Bl rh o] B A& iS4 F57: (business research)
2 s A I ek 09

A

(2) Fﬁ-jﬁﬂﬂﬁ*&lul"l mmﬁ
ek —fkny. o2 MR MR EFES o & HSIREEAE) N3 e JEaEiRYel BlaL
’)3‘ }rdr) €0 Mul o}l g} IMEEEC] EiT AISEA Téj[ﬁ w3 —ERY W F EEYel

)

(19) Fe =+ Heldmgsﬁeld 9} Blankenship @+ Eby 3= 1947 48l Market and Marketing Analysis
i mAoE WA BT S TS el et Blankenshipsh Ebyt 1962 9] ¢l 2
e A= Marketing and Business Research 2} #ifo 2 Fitsta §l=dl o) & lighfzel ¥
lf?igl B E Gy TT\‘&%}‘—& Aeole & F 3wt
% total marketing iy BE Tl BFE MBER T oA ol 22 HiB BRI
T ad 7 9% A g '
(20) a) shrkstel ol = Mg mhob zho] HELMMAl #Re1skel HaE BU WA i {CATEGE
of RAgE A al Aerel ok (AF p. 83ff 27 kA o] & liNA RS AEAVERE o
3o 9A e Esht.
by o)) ZEp¥EKA W) Fol iREDE Bie REES B 2 F 9 AuE
M o—gpe 2 diliel vl & W ol FRGHES MR s HilAEEEH 24
9| RABERA-E kA 5 seel digAEs RREEEA S ANEREY FAR Wi
= st g &2 kgtol ‘} a = SR s o B A T S - - 32 8



RozA olE sk MEMEY AEY e wiEn W) kiaiveR BReta g
A BEA e A R 0 whebd ARl AR o)) KEAY EHE ZHstaal o),
TR B ks T HEMA 2 JRe(AMAYY s EE 9
o} [ebsle) jeo  pRmpkel o) RUEBR Hike BERI@o el HEikEHe] —fiwel Tk, o)
TSI R IR MRe o LER She GEEL MMRRE BB W
HME Hre sl RS Ad-e Apdeh o Es uo o Aggen waeh
Timiag EEr o BEMTTE D HERES S Zugd she] S#rid (eritical)
0% BigET s A4S Wl 2 Hive pika AWl Qo1 e B, Hk g

W7 (performance)e] i & Sl el EiEM zzle) AWM FREM wMiES &

(21) piAw 0 e shvtal 3EE Ml 9 |8 (American Marketing  Association) 9} 52 3%
v MEEHe Y mlEa 2y WA 2 TAn 219 BEREel pBhiE = SsiEe 23
HUE-S TEHE, sk AFiete A NCS. American Marketing  Association, “Definitions of
Marketing Terms,” in M. P. McNair & H, L. Hansen, Readings in Marketing, 2nd ed., 1955,
p. 66) o]z} ko glont ofe AW WMARK MY S MM obgw M Hifl
Fo Rl {REr ol gzl -2 Aolet. (Cf. D.J. Luck & H. G. Wales, Marketing Research,
1952, p. 3)

22) TeiAl W19 Mol et & ol el 7} 7} gleh. SIS AMA 9 GE#E uwl o= #Holx
AR Al A dage & Ada stm oleh AAle Efltf(egalistic) E4 = Hmay
(economic)e| v Al # = HHEpY W x| d0ukiy(factual or descriptive)e] 2} 3Lz o] o EHE Al
Aol Wesls SHEE =R Eulmd Ad =k sta gl=t. (Cf. M. P. McNair & H. L.
Hansen. op. cit. pp. 64—65) wel4 o]z UG = [Av 2o iGgMfgezq9 Wil
PURAIHER S skl s Al s, oldl Hdle] MEAYPII(managerial approach)el] =B 4 28
el s ged Grng H&ES Hskd = fillk [ntegrated Marketing Approach ¢ &
Phel E —iiE] AT RBEWEARSE RBESBEPIN, WHE, p 9 UTRED ol #
BEMSEe 2 fEsld TETRY [obo] = JBgEa A st Mol Ao = mEste Ad
ole} slx glew (Cf. ]J. A. Howard, Marketing Management, Analysis and Decision, 1957,
p. 4) Hansen & BEEHEMBEA A MBRHTCRE BRI o) & W 2 M489 2105
#F2 WA ohS BRE wc gl BEWEI % Wl AW 218 2l v ge]
HetA 2 sl = RREIH. L. Hansen. Marketing: Text, Cases and Readings, 1961 rev. ed.
p. 2eolel sla 9w o] & New Marketing %= Modern Marketing o 2 x.3 ¢l =}, (Gelig
%, Tretebsl s ), PEAL ERRY, 1962, p. 7) 28sH KHB KK fHFd 5 drtke
PrERS FaBe KBRS o Bfe] BREEL BRI Hetd RESES HlREe M
fifel vle Wiolvt, METrId HMEBL 2 HHow st B st Baae
WE BHen Feke Aol liRelel stmGAREL, THERERMA) 1942, pp. 56
2D MiEs RpLime mEglfns gaes sta #Ee RBAEY UL
#HHpow slnz fifFdeta =k (@alEr p. 6) REHBY HRA Hiele Riwel gl
T 5 glont, —H o F EEIL € 4, MEHEe A Baste MM "] M &
WS ey REny 9 HER AR RRleisgeld s A, MEery 2 PEn Bt
AEE e WA A TA 8 2 o fEdny wEe Rl gk Rkl Lz o & MUNMAES]
YRS ZhAl e, (019 el Wl A= Cf. R. Bartels, The Development of Marketing
Thought, 1962, R. D., Buzzel “Is Marketing a Science?” Harvard Business Review, Jan-Feb,
1963, pp. 22--34).

(23) D. J. Luck & H. G. Wales, op. cii., p. 3 2 #JHEBIE FiliG#MHAD 1957, p. 8 24,



#E 4+ YEE st gle Ao nhe , ,

olel A vl o] B o T WEEHY SELE S G (RS
o2 Ao JREHINS FHIAES] R HEL wi e R Sl MuE 4 YEE 84 9
she} T R EEBO) BAE = BEEE W) HEE RN Ao st
o ol &= kel Bh Mukoll A o] 9 MIALEILF R M-S BT 4+ 9t Aolw
o]} o] suwi AMA 9] e}t T KIS Eabe] TP SMUMEMERR W= R4
ORI A HE ol 22 BRI SUkNY 4= glen Ee S Ad FE Q-
BN, BE, Nl 4t MEste BERshE Hike] LEEHAl == o))

o]

o8} o] oz GMRA W EMEHBE Bie) AlkM=E £ glen
sto} MBS JLAS TIARE ML EAA Y] Bl ARGRYERC] ATkl E el
HE TSRAMAR o] S MEEEN S A B P B TR
ERC g HHE MR e s WD Ao RaEsteh. ey ER 9ol A o]
b - WEER e vl sk REREY s Ak Higis e Al olve mg ke
fEsER S 23lnke S8 FlAE £ 212 obd Ao vk o9k ol WiFHEMAES AT
HLHIRAY Mol BAlE & fosRe —Rvee EReREEm A 2 o PR

3k o o gl

=%
= o

(3) WiHAES| EHK BHE

R whek el ftske) HGTHAEHAL N WS MR ETR Bhe el A o] %
ol ek, v SifRiyel REskel A B AREE-S HETATLY R detd N
b7} EEE = Aol ol Bt R HHY o R MAAE B nNas Ay
Hios) sgkel magsl =l Aol =

o8l o] FR&Ny MBEHI FRE S5t ko) HECHHALY) Mo R Ay
HEnl o g ko] Fhifko] o] o] Fo)x]x] gow orulwl.

SR RS YRS WY (3% (consumer-oriented business)ql o] Jiflfo]
oh webd BE Q¥ WEEREO S AU GBS BER e Mebil e Emiae) EH)
& fuleo 2 e Mok ) RN @3 (marketing-oriented business){k5}x] @& 4 ¢1e},
2 AVERE [obol B pE-e FRlt EEnoe)  Eukel A19) kel SR vix] Ry e

(24) American Management Association, A Company Guide to Marketing Research Report, No. 5,p. 7.
(25) Erich, Schifer, Grundlagen der Marktforschung, 3. Aufl, 1953, S. 6.



__ng

Hakl A= Aol ohel, Zads MlIshe MK AEWLE A Y] W o]
ool 9} & -2 MM JIFE HE (marketing management) & 25 £7 &7E # (over-
all management) ¥ AEM.L 2 NEEEE (sales potentials)e] ZMfY JEiEe] ) she] M
wE e BHERAY UEE 4 drhe

#ERg Tkl B) JBgE (total marketing approach) SR Tel| A+ M %(going concern)
o] A #Hrisdb(new established business)o]zl WBEHBEA ] FEHRESN A q ALLAYERE
+ BIRR & FEEEES A7) 1AM ML Wb Ry B e Hak

A5 RS ALERY EREAR-S —ERES o R & 9 32 Zihel . WEET
Wl o ARy e B9 (qualitative) T Ffy(quantitative) IS Fo12] Mime] )
LB Al EES EERERmEmA A ebRelA] = ek Mot X BELor o) oA
+ sh=h

2R Fiadke] 7ol HpUEge) TR B SEa% ASds HivE
-2 —EISa H¥ (constant){b3te] o) vt BRI O R #1TE wlEola BibEKe]
MnGRRRE LS. 2R B B AU E S BiRE st A AL kel H-

el 2E el oA By BRe R WEEREY Al ks are
A OEERAR] ZATH o EE N oA BT v o) FHEATRe] JifT
Hage) =l glet. olel et £ MeiAl Y My BRTY MIEBE-S BiRshd H1Ee) 3

<H 1 WM> RER (0AEYS (Total markeling) F2) ANARE
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Py ) EREELE 4 e ) .
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@UBEAT B BHEES ZaR 2N =2 4
(26) il [Integrated Marketing Approach o & ¥Rike) W8 —iml| A -SRBETIRAS WE
KWW, WRE p 17 B



Fdo) wk AR #iphke) Mol 2o B 3RS AEPHEEES WAL i
AL o] & R oro® TR SHEHY —HALS BENES selnE BRNeR
= ] bk o BUMY EY AIgE{:(alternatives) & MHTESIIL o] ol A RIBUUE
gk Aolch o#mE FHHS ARAye R Kxrslewl 2Ry $HE (objective facts)o) =t
B3t FhF glol okt gt '

olel 3k ERIE WML, O, GBSl PR FEY FHHKINGS RIS ik
ol T LR & 4 vt =held) IFEERAREECD-S T (oA R 1A hEEH
iy el vl So] IMERERA L BHEN HEES TSk U sl B Rl ofd 2
ol ek, whehd] FEARHY WEHTIRNY Aol Yol TGRS T Ao
A BEMS 25 floenR BEE iR BREEEE & 5 U

oAl IHHIRATF BEIY LR MERAZAY MES FiTsha Y ehs o BN MR
S 98 Bazk g,

T giaol 2 AIINS flshy) $15he) s Mitolwl whebal FliMe o piidiEs
ERe e 408 whehd] e A HENIEg SIFIIEet profie] fnel ot
E o} ZRFW lﬁliﬁﬂ—& i Eo el R BEE FekY HER . ek N
imEbe] ok NS WNelw MEAE(LE T BNy RN K X HRE M)
ool 5T F 9vh oeld e EATEENS RN A W] RE AW A
o m EHE D gvh, o] 9} 28 HES ARG H (profit management)y} AR EHS
TPyel BB M (budgetary control)Q Ehe 249 M E [5EFR aol A B 4 8
& glolw.

wpebd SRR SIS AN MR W) HRE 91T W] 9P el A
w] o) o)k IHIZFELNY MEAEC) obvl AR TEFELNY MEAEd & oF 4 sl 2EE WhH
BRAS o] & BAEEt geh. & Pt a¥e) RN B st i BA

9 Shrelu] e Y - A SEIATHE Tl SIQR 2ol 10 B i

;S

27 °o) = WMMAF{EAI] bV Fia AL A2 Eahed, HYL B i o
[ebal 8 il 34 ZAe) oy v (i 17 BRD.

(28) J. Dean, Managerial Economics, 1957, p. 3. e} Flie] el wi—2) fiagel ebd -2
Wk e} Row o e EUK RIHEA(LS kel 2l qt A o= Mgl &% A
2ok,

(29) HEIERHIZE ARSI S I (break-even analysis) 3 ¥ a BR7 o ohe B& fRista oot
(Cf. G. A. Welsch, Budgeting, Profit Planning and Control, 1957, p. 258 fi.) '

(30) A. G. Trvine, Marketing Research and Management, 1954, p. 1.



il ot gro] ofvl ARAEHTEZA HHEK m&a %\}w— A& HAE 5+ =
Zeol = '

b g S NREES Tite] ohvel ehAl Y fike} 22 A
o 2A I BME WS AR fEEe MOMEE ¢ JES A Hare Rtk
HghE Atk g0 whekA Wil Qa4 AT MR REEoL B EE

= TEHY T EéJf F ORI ) LT e

e & ge
s
_Lv@
=
)
B
[
i
=
=
;E
Ok
£
e
o
ﬂ

o2} e e Fobel THMAY WRE HEE 2ol MO MEAECART
ol 2k Bl e AR S E AR business research) 249 HE 3 b S

4. BEHEIQl 1
(1) B SuE

B I (budgetary control system)zl FHH(3ol] o dte] (84S &S (business
management with figures) filjio] . (e At AIAE TR ARNERENS B
1y GET-Hre) B Mol eta & 4 ek '

Sl S O M- R Hi JRMELY k) SERMke) W R
oA vl ol B, jeEHEI) FBIY BB BE (budge) & Eohed, 4{LE SHMIMAE

BRONY REEES) SEel b Ao HRELES SIS kil Aaus %
o RN LS AIRESIA She BEMHIE Al AT v)stel Mot K
S SR BIPSE B IR R0 Aol T gk Aol o

wp

B e

(81) W.M., Fox, How to Use Market Research for Profit, 1950, [il @ #4:, p. 2,

(32) A. G. Iyvine, op. cit., pp. 4—5.

(33) @M vhe BRI S (numerical concepts)el 2he A o #iAaE A ek GHEel s #©
fiirh o] &3ttt Caccounting figures) T gl an bS] HEATAYE L (statistical figures) &
& 5 9+t ’

34 T2 J(Loric) B [z = |(Roberts) & BHERy Akt FRMBM A TR SRS o
% 2Feta st gleb, (Cf. ] H. Lorie, & H. V. Roberts, Basic Methods of Markeiing Research,
1951, pp. 27~29) v} REI FEES @S WA BEMES 55 9 e
b R Aol ek AR Bk e HpMS s mEsien stn gldh, e i
fli 28 (numerical expression)-2- Re} HimEal (@S TfEshAl & weal ol Hig
(evidence)®] FHEY:S #{E = 2o Kimsl & 5 A ad+ta sta g+ (Cf ibid., p. 28)

(35) MEsEtlel Agubagel el Qe 9 Blam Bwakd Qe —fmes Eu=la g
(Cf. J. H. Williams, The Flezible Budget, 1934, p. 7. © E?}]HZZL—'TZ—{#I, T%ﬁl”ﬁfl@ i, 1937,
pp. 16—17 BRD.



el o= J(Taylor)] RLEMY HEIGHS HWAKE 5 HLS #EH o8 MAon 3=
BATIEBS Hitlels WS O] fany B8 FEy SETEC #EAEA 8 EEH
BRe =z oS3 22 Big & 4 Y= e

(1D 19214¢ 6 A KBEBFENS fEsr TRE &34 |(The Budget and Accounting Act)
of OF I 0)o MUACH ] B ARENES] R o gt sk

(2) BIRMAKEE LI —fREs Bbesk Rigel ok el e Rm

(3) 1922 4] TU43El I 712 J(J.0. Mckinsey)e] TH#iskilzn (Budgetary Control)d) <]
sl TfUR BB SHQ BRI, BEe T 5 K B BEESRY =
Bl BURILE 2 o] o] fRaiCadl o EAIMARE: D Fkko] BRI R fRRS drte
5.

ol A2 BEMMAENS SAM-S HERM 56 ARAES £ Ee Wy
AEIBIHAERS —ffbell S 5ke] mx}b o) [RihE Qs o) "4\‘5?1' TGS HEGY F 3
Y BERE ALog sty EH @R (managerial accounting) & T [SMMAEC T AH
ahA] kel olEAl HoW AEMFEFeRE Bou) 2o ¥is B 5 g 6

(1D E3EEEL] Pkt ML B olo] w2l (b3 HAES fidatY SEIS SEY:

(2) BEEAY WA= 2 EEES ERA 2 4EE =] Rgkiee] R} o))
ul 2 sl WHS] NAfibitRe witdl 93 oREES W

(8) Bty W= FEUERY BB FRILSL WS} A S RGWRIERS ik 9
g kel R

(4) R¥ieEe) mtany Mgl PRSE & TE (absentee ownership)e]  EEE ko] w2
B}l 49 il otelk A 2ol EiE &% Rely B EBES A B
AL /YN ,

ol e} g AR urol IrfiedEfSEe frany BETRORAY BEKHE AR
gheste] WAE O Shew], o9 WA £ W HA Hfe gk el gak 4
S5 BSEES R REERY B wel S S de HEUAREE 249

i

(36) e ol |9 BlEgyisimeke AGe S (task managemen) =4 =14  E)JEBS (motion
study) @ WRIHHECtime study) s} e MBS Bdbe  EHi(standards) e 2 A9
(task)o] = 3 o) & JEpER 1 fEde]l WiTE # HHEL WIS Blbeled RS #Hd
el & A el

(37) HMFKE, TEEHEIMI, 1957, p. 37.

(38) Cf. B. E. Goetz, Business Planning and Conirol, 1949, pp. 9—14. i%UsHE, #IBZ, pp. 37—
39 2.



UGARETE IR M-S 712 o) sk} Esl e WEREAMS FU0HE Al
ow ez £% “EAWS WM ENE WEFLA SWED WHBES %
1 s e TS o Rl et

(2 BEMFI &

Afugt whel ol BESMIE BREMEE S5t &R WEETE MHEA 9319 &
B ek Tee2 A MRE (udgedd] dste BIRE HEESt —#E S5 A% ER(day
to day operation)-& FFME W Hflstsl f15tel o MiHE<E BB RABRHREE (budg-
etary reports) & {fifsle] HEE HEE BREHES) #HiLow Fdglel o1& i WA
THEBLE o] B F-she] YERIEBIe] o] el XA T Sl o] B 49 o] 8} Zro] B &
Berat O] i A0l A kA —EAel et BRE-E MKSH o]l SISt RS
S fmAmo R il BES BHE ERMME ke 2% e fiY
WEERY BRE AEE v REEETER] ol a8 nz BEMEA 3o ks
B BES T BRI ST LIBTel B RERTEl] FEel st At
Aolch. ald], o] ATk HEMY B EAY HES T o] Mikel skl B
e B RE o =Rk WS WE BET o s RES b webs FHEm G
L B2A Y BRES Mo QEIRENS AL SISt 28 B BRI ERF A&
7Sl & BE#ERESYT(budget variance analysis)& 53 FHEIS {EiEe] HEjvoR o F
oA o] B} sl FUEMECL -2 ERE BEe] WA =e 2 mk
5 BB A 2] BRE e Bl & o —FS HE)EEES](feed-back system)s}
FE Mg 7Rl Al

ol&} zro] B, BEMMIE Mk HEAY FEHERSES BUL W= BlEY g5
(historical or retrospective accounﬁing) uo o] 8. 543 GRsls Aolvh 1Y M'EE
el el Aol =7 98d = IRMELEY =8 pmd A BES @FtEEmR
W WL SEE T, BREEP 2 B (estimate)3h BHfo] Sli= ARfUERFGe] FEREHGM
o R e ERELE BRR Rl sl e @Ftie kirske vl 2 gehaL
5% GEtey Tl KFS e vk =2t

i

ol

(39) G. A. Welsch, op. cit., pp. 3—4.
(40) Cf. J. H. March, Cost Accounting, 1949, p. 5.
(41) G. A. Welsch, op. cit., p. 24.



2} o9 e HE Shed #uigslwl BEMHIIL GEES WS Wle Zestx
3te] ol & @iitae) BEREE ¥ 4% glor 058 KMEEHTEC RS fige] M
ok AERel = sk k& ¢ ol Aolvh. FE [BREHHE BES TRoR R K
HIRENS R Sl v Aomd 2 KEL o] & GFtHERA S RivEle] o ik
HERS —FETERERt D A 2 sl ofak Sk A JUEel AhEte] H

2R Eel sl Figish wiek o] Iidkifs 9 Kol el Ldig#fge]
BOERE B, BRI, HW 9 EEEe Aty EElemA —mMRE T 7¥°]£J(g\1ide)b}‘
HWHROZA A 2ol mal4 o) & (TH{EEANI Y S-o Pl olstel Hany
o R FEE GREHIeT S ok EEIS 1R SIS s B oh- e %ATR
KB fEARS A RIgs)L = Aolvh, B mm MEL IG5
W2l Ftdol vt H A EHEINY TRE Bsle) R BEpve R HEIE Aezd AN%
BiEHY {8l A

2 REGGE A B WX Ao sl B B} 9lor o ks
o R s ol B WikMIMlE-ok FHkal MM Hivem RHIS s B glomm gus
TSRS LS AT A NG RO B Ml 98 FE DN
T R gelRh

TLAAY KSR W) FHIY B Yo Bl vl el B o) Ffgel o5 fre
FEERTBY ARG ra b fihre] EEHRFE L 48 & f' Aol
el BEMHIE SRR BORES FRe A elsbA e RIS
TERISAl 5l ol v ol¢h b Mukel A IREGMIE PI#BgkMiGnternal control) 49 ¢)
HULo] 1P L SR AL TR 2 J(controller)o] o) [RE%e] 1= MEHHE i
o2 o MRS TSI oldl ddlA REAREY HAEHEE st obew  WiTH
e ShITIEENS AUESAY G Zrislhe {£HE 71l o), Juo

Plidl A & ups} o] BEMHIEE Bk Al WES RYMRe wbal A Bisk
=l RECHRS Mo R AREMY N BRE AT MAemme] TRe R

lO

(42) #gg—, T?&%%’Eﬁ:ﬂiﬁj 1952, p. 30.

(43) Cf. Welsch, op. cit., pp. 3—4.

(44) Ibid., p. 4.

(45) Internal Control o Hignell = Pk, K38, B F WPl dud Likas Eugmel
iggel Bz o7 A= 3 Bl WHlE ity )’ﬁnr{;ljjjﬂ,,a% controllership 9] #¥%&JgiEs 87|
2 g, GEMEHE, MRE, pp. 13—15 BN

(46) [H k3, p. 18.



A R BESA B Aozl el sk QBRI FHEel ot Ao Y 2
o} RREEE GBI Ao RA L MEE R R RIRIEELS fRgle] Ht ob-&wl (T
REEZY B zlolvh, weba] SHNel B2 L Q8% me) Jiife] & Zo]ug o
of ot Hifile - BEY) FE G B RSt nE BERKEIE AN G E
T-B¥(managerial tool) o 249 Mg slAl v},

R BB AR BT EATC) Bl M-S bRl & BEMGIE ol B HIE
o AAREe B OEHE = o] ohvE BES SHY ke REER ko okE e
A WABES A5 B i historical cost) WA EEAHEF (performance cost)ql A
BFES el 93 BEe fiEE )9 MBREC e R AT ol o gt il H F
e STHIY YRR 12 & AN RS EIS Hel SrRobsl e el e (standard
cost)d] FHHE-S $)3 HRSL mlE H oo} ghal o] BEBRES WS WRESH she AT
7L o] FELE RESIE Tl ®-& el =

5. TTISHES REMHHEEC Al MM

RisaE whoh Aol M ases syl Sliste] WMEARe] WYEHE wfelh [0 £
T el BHED) TEEIEEC T b ERAEEEHE HY R BREFRY B
e RRE ohe ITERAEERIIE Ao 48 4 flan IEENMS Ll
QA HTh 6N webA RS WEET (buyers marke{kax] g 4 glonl ol
aheh S WIERIN felbelA S pke) S e IKE (marketing)o] 2 i
JyakAl $he 4 R BT 9 o) vabel SARAES HES SRR BRI
% Aheholeh, o) AR FigClYH TAN] b INEEI A Shbrhe RS WMEAR
o) o fiamel ] AN £1% Bk bt AbErelm ol®l @ MRE A BUkSHE
39 Aol & AL JiRkst REAEHI(bad stoddel HEESHA Be] ZAMBLS] T
S s uhal U eEAE S bl BARHIS M) S RIS T A7)

@D difle] A5 {¥Hst BRI FHEEA g T Zshe 2R eh old Kk 1
Yol A~ WWMERMS BEstd LXliK(business citizen) o A2 MBFHE A 7] =
A= 4=k .o :

(48) T=# 7] |(P. F. Drucker)= 30| 2eARAE-S M=}# 9 j5- ##i(nnovations) o} 2} 3t [}
A8 e Bl ek gHEe A2 Aol ohm MELE bR WBHE ohvH &Md R
2 gige) pEkel 4 o} FEE Aozt sta gewl, (Cf. P.F. Drucker, op. cit., pp.
37—38) ol & Mt MRS WAAEES MiRE o Fexle ozl 4AHma
KeEsL REMY HRER-S BEsd ﬁ&%:ﬁﬂl% Epste AS$de milig AiUtst
AxE e Aoz 4495t : ‘



A e il v, e ma EG0)E GEEE] RE MHEE KA telrhA
N | |
o) 2} zro| ¥ W FrE B} D2 MUHUL Jfishe Bl g 4 glonl vo
A TR FHEIBES MleE ER P 3 5 gk Aoldh 2R A
BRI A AES) IR EAAEE MB = BN b B RLEEe] IR
B OkHAES] SRS el Bk sl TRHHIS p¥iEse 2 ST ghem =hube
HER WROBYE RINA FoBH MBEDe) W mEEglel HFHAE s
AJU0el 7ol BHMIgle] S Ao AL T AT whsh ol HkiR(guess work)e] 1
55 -7 (rule of thumb)ell &}3ted Jiiny HHE ol & Eekshe Aelvh 2¥nz 3
BB AE MTOl WA RERE) o) FolAlxl oberbd Ry HEE de 4 4
= 7hgrel =k, ‘
o] 9} 2L FEvkol A WHEAHHIGmarketing plan)-& FUTAARY dzisel o}l o} HE
S BRI A Gy WEEEA Qo] sb4 EEY WrE sk =" A0l
2R E R vk el MRRANATE-S WRERAY EEE AT Y el i€
BEIENA S WREREY KRS 2 WREMENA dohe agls A de
S ek A vbsbe RO R ko) ALY MR A F1g R IR
ehee IEREC) B2 o8 MAlshE WAEREE T 2% B ERe) A7
B S ofo) WEoleh kA WEEHE slehs BEES T b e BIEES
Ui o)% MIAHES) ML B Bate] o) Foix| & ARAHUMAIAES Mo
Aoleh, o] 9} gro] Robul MEATINS MEAHT P 2 WHETREY FIR
AHire S5k v 4 b WS AQE R F AE Al
W el w A vhet Rl FHBEA B FHe] 22 fie W] MIRH (over-all
budget & #ilel 9ste] Eggioz EER FEHAMCIY T & gor BEIBMERES
W B (marketing budget) 602 JRERHEIS  RELGHBIKS I & 4 o w4

¢4

i
i

(49) E., Gutenherg, Grundlagen der Betriebswirtslehre, Bd. 1, Der Absatz, 2. Aufl. 1956, 'S 53.
[l B 28, p. 55, )

(50) H. C. Nolen, & H. H. Maynard, Sales Management, 1960, p. 93.

(51) B —A0o 2 sales budget 2 R 7 = Feb. ool s mizk ¥ #Es ez 3
o WiEEs WMPMBES BFetd old W WHEHBACHEEARE =v HHUEHBRD, K
BURE S, HHERE 9 Wigﬂﬁ(ﬂﬁﬁiﬁ%)ﬁﬁ" e e (R, TIRE&S 1957,
pp. 280—281 M) Bt FEEES BRI KEBELS BEokd plag rd2)
= s w3 g oed(Cf. G A. Welsch op. cit., p. 61) FHME MR o ke HE
.S B3] o]& sales volume budget = fifisln ¢l-&. GHHEMME, FBH, p. 111 BK).



j— J 7 -
W R AR #5175 (department budget)-& Jiilel = Mg 712 2] o4& 4= oA ¥

Ao ek, webd EEPAEREA L E A = Yake R g EEEE o 7t
= IEHBE ol o g ® ko) WPV Kilths Aoz TREEHS 24T

S Aol v TAv 219 JREe] 9 shed Aisks] & Midk(revenue), BT I BGRL EH#
Bl A Esle Aol olvzl &SR BER.R WAs e KL W
= = 7berol b, ol H gk Widie]l §lvhul MG k-2 2 MM MG RH

HERE Aol & IB{ludRel g HEolol R 2BEMARY Hiolw kA ¥& F e
Aolvl, M mR o) fp¥S —J5IAl PRAECI Y I BN B el w2t
HEE 4 Sl PEES o] ohvmE ubEaAl EHIARAES: ASHIRIE-S Uk MitlRIAEe
ROl k3l FRBEPAE AR g bR HEel dstd BRsA] e ghElth
o9} 22 BHE AL Yt WEHBRE-L WEF A o2trbA] 2 B AER (sales poten-
tials) & Arlo = e el wbebd A BAEES) Rl-> IEBES KIS HEGH:
T8 HRe] sA g 4 fe Aol

WHEBEES BN 2 TEME fdEstelw BT R (quantitative makeling re-
search)ql MBI HM(sales forecasting)-& E5hod #CHANOEI 2 IS EHLR W 2l
B BEOFRE W, S8, sk BEShe fEde] #TsiAl ghowl <kl
Alifar wheh Zro] WEBED R M-S zhe PR BE A B #astE 1wy
e P bigae(merchandising) ¥l & 8}o} RIB PRiESAL o}R] IS TEEEAE (pricing) )
o 5ted HIES IEEEME] AT Ak WERIE-S WESL o) % WERES), M
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(563) TPf7J<aa [ ], HINE—fb, TEREAEFNL 1954 p. 96.

(54) H:g&e] 7 %ol = Bmat sl (product planning) FIREHEE S 7 #-of = itk (merchandisc)
selection) . @ . BEEMTFmmMIEe £Hel otk (Cf. I A, Cannon & J. T. Wichert,
Marketing, Text and Cases, 1953, p. 290) Wit ol % fliste Aoz ¥

(55) ZHA© Wat 2 EEERNEE A2 std K

(656) INEIGT-& M HER{7E o) Folxl o MRS Mitoz & o JKHMIGE, LB
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=}, (Cf. R.S. Vaile, E.T. Grether, &R. Cox, Marketing in the American Economy, 1952,

pp- 270—2)
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(57) MM (T84T ], 2K l, TIB{EE ], 1956, p. 35. K.

(58) HHIFME, Wi, pp. 112113 B 2=y JisM= gy o (LB 2 BET
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0] A Lol MBHEe] s =y = @ (Cf, ]. B. Heckert, & A. D. William,
Business Budgeting and Control, 1955, p. 30)

(59) BHAWAEL MY, o1 MNKiEA dstd e AR B2E E2Em B

(60) J. Dean, op. cit., p. 142,

(61) = HEME, Fi#8E, p 118,
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olgl & < flunl, shvkshyl PRREMHIS BTG Mkel YolA9 i auimic)
o L. T IFHfs] f7el x| =k el [kFBlE ul =e] 6w [rif"A FAT i (comprehensive
budgetary program)-& EHAAEY Ao #A] 817] 4 OFO:}W IEHEEE Wi A gl
o] gofokul }=f¥ #}gto] )

TIRE(ERMIO) B H2kS] IR A I = e 2] &5 Ry o=
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BERRE-S Mo ITISIEASAETD BT AH Y B2 MEES shybalel, 4IE B
NICB( National Industry Conference Board)$} AMA(American Marketing Association)
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(62) A. W. Willsmore, Business Budgets and Budgetary Control, 1955, p. 19.

(63) G. A, Welsch, op. cit., p. 61.

(64) American Management Association, Sales Forecasiing, 1959, FiH##, p. 120.
(65) Cf. G. A, Irvine, op. cit, p. 23.

(66) fRHM/E, MW\, p. 20.
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70) G. A. Welsch, op. ¢it., p. 13.
(71) K&, FIAE:, p. 288.
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(72) Lydia Strong, “The Sales Forecasting—Problems and Prospects.” American Management Asso-
ciation, op. cit., pp. 134—135.

(73) Nolen & Maynard, op. cit., p. 99.

74y G. A, Welsch, op. cit,, p. 61.
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<Summary™> -

The Organic Relationships between the Functions

of Marketing Research and Budgetary Control
Won-Soo Kim *

Modern business enterprises are operated foreward under the economic condi-
tions of uncertainty and variation. These are always in the situation of risk
resulting from unadaptation with controlable managerial tools to those environ-
mental forces. And such business enterprise is going to accomplish its social
objective as a business citizen for consumer and profit objective for its investor,
manager and employees. Correspondingly, we may imagine that business enterp-
rise has dual characteristics—social existence and individual existence—. The
balanced accomplishment of these dual objectives of business enterprise is ideal,
but usually the most of businesses have been tended to be one-objected, that
is, profit-seeking monopolistic, ‘ 7

Under these circumstances, modern business performs the managerial functions
in order to secure the long-term existence of business firm in the society with
the intention of avading the business risk. Hence the business manager always
seeks the well balanced accomplishment of these two different objectives. Be-
cause if these firms can not supply the consumer-wanted goods or services, they
couldn’t have the room in the business society, and if there are not reasonable
profit margin which can compensate the whole cost and give incentive for inno-
vation, the most of the managers will give up their continuing painstaking
management task, 7

In this sense, the manager wishes to manage the business enterprise under the

* The author is assistant professor of business management, College of Commerce, Seoul National
University. He is also vesearch member of the Institute of Economic Research, Seoul National

University.
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principle of scientific maﬁagement which is characterized by the task, that is, the
plan, The important feature of modern business management is thus the planned
management which is distinguished from drifting one. The plan means the esti-
mated specification of future activities. And planning courses are done through
the decesion-making of manager with enough consideration of to-be-influencing
factors both in and out of business. The planned program is used as the
standard for the control of the execution of business activity. In modern
business, therefore, the planning and the control by the program becomes the
standard practices of over-all management.

The decision-making which means the selection of course among alternatives,
needs numerous information data published or unpublished and primary or
secondary for the wise judgement of the importance of each alternative. These
data are prepared by the marketing research function.

There are several important distinctions between scientific and nonscientific
methods, the most important one is that the former uses more precise defini-
tions of terms than the latter does. The use of numerical concept—counting and
measurement—may be regarded as highly precise one, but qualitative concepts,

precisely defined, also play an important role in scientific method. Numerical

expression, however, frequently permits not only more precise evaluation of the
significance of evidence.

When the business firms are, therefore, to be managed more scientifically,
the numerical data will be more and more widely and collectively exploited
and utilized by the manager, and the plan must be expressed by numerical
concepts. The budget, used as the means of control and evaluation of the per-
formance of business activity under budgetary control system, is the plan ex-
pressed by the numerical concepts. It may be true that the budgetary control
is the most scientific business management system. The plan and budget seems

to be synonyms, but the latter is always expressed by numerical concepts.
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The plan and budget are developed under the hasis of sales potentials which

is measured through marketing research, and the other departmental plan and

budgets are, in turn, constructed under the guide of sales plan and sales budget.

These practices show that the planning and budgeting has the features of con-
sumer-oriented system. All of the modern businesses are intuitively or not, con-
sumer-oriented one. Consumer-oriented concept means marketing-oriented and
that business is managed under the guidance of “outside in viewpoint”.

In order to get the dual objectives properly, business must produce or sell
the right goods or services economically, When these objectives are not fulfilled,
then there would be great business risk resulted from increative adaptation be-
tween production and marketing, The gaps between individual production and
,marketing curve will show the positive or negative business risk. These risks
should be avoided through the managerial operations of business. As a means of
these purpose, budgetary control, which depends its wholesome function and
accuracy on quantitative marketing research, are employed as over-all business
management tool.

Budgetary control uses numerical standards, that is, budget and it may be
used as guidepost of controlling the business activities rationally. When correct
qualitative information is secured, the budget will have the great practicability
and it will be used as effective controlling measure of business operations. Thus
there would be highly organic relationships in these connections between mar-

keting research and budgetary control.



