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L B B

AREE B7E vl D PR KR SHgEHEY Shte B L s ReE Bge (func
onal approach) & .=} f&is] EMiel7] $15k —atiElol o} ol e Fige: A.W. Shaw & #
foz Sl W A D B A = BERS MAR IS o) T4 BN MeES e
3 24 W A ook nhA 9Ol MR B LR WS el §17) gheh
J—

i)
tlo

Aol ARG BiiEsl FBEREES BIMES) REAREHH R A ok oz WEENM
7F BRE Z 5 vk o] d)Folet & 4 girh. W o] S} & Mikel A EubE wbs W
PBtEs k71 Slsta A wha RS FA K BRET EisEe 287 9%
vl R ARAEY AYBIRERSE A0 BAMES] EarslAl ghemd ckslE Zolth #h
kol gk T (ko] HATelE MLANY W] ACEMY MEEQ AlEel ol & BRFEsHHE 1A
Feo] MY AIRBE AlEM oz FEESH] AT TR M S ARENERE A%
¥R FRESIA vhg EAE vl Feo] HSE EBRH wieh HRT SPIHEGC] B
A5l 7] g F GRE o2 WRSA ol AdslE Aoleh @ divkald FHERMY MR
He AER EEOl Bt Aoly] HEelth. 2ule —Rivem v YR 5 v
gl IIRENQL Lk 30 Binfie) b hREEMEES] REK HERRC 2ot
fwol vk, AbAl {23 (business enterprise)e] 2t B &2 HEALSRAY KBEBHTIA BX
1 SETSERYS] Mol vl o) & vl vk FAEEY MH T4 HEN R FHEshe Rk
BEy g o =40 BB FAEN R RESHE BEY 7B glor a2 R WA el
BBy FERA S 28 BN MRS &3 RES e ol ookt s AEM A
14 9% Aolrh o] ohgr& Mol A vl BAEES] BB HHPAEE 1T 5idE7) =& =t
|RAEES] AEM Higs ol 2L EHERR FEREEA Y R S EEIERMLY &
5% A2 BoEEA doml bd Aol v o] o L Fikel A &ty %S Loz st
FRIE Ry i3S BRE 93 e A3 BB FE2A9 B Wx] ane
Ay de] AHBME WESHA e HEY T & el S SRS o
} e REERL SRRRRete] BT BEE1 EusA ged Gtk
o]t 2 EBkell A Afge wlx £ XEM ME 5 FHAEER] e R

(1) $#F ntegrated Marketing Approach o] —#], A S ABREEHABBEEBALR K
), B H1%, 1963, 12. p. 8. (9 BE.

(2) ks TAdEs) ol MMMk w2 250 WEFREEMEY SR, TEEEERNLEE
A%, 1966. 3., pp. 251—274 BIR.
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Q HEE FEARESY MHTY £ 2e BRESIL VoA % A fue
o= BN FERAY (% FES MG nas} gt

thgom ol st e AL HiRE AR UIX sl 1 X HES Y HE
WO ¥t WENG BHEKMEY R whE REM o%Y Bl N4 REERes B
Wi omH W ¥t BRI Sk SRBIKY BB SRS B

Ty Eoz olSigolste] W ARMAS FIHRE FERE AR b DS BET
sha Ry kel BBl ok B mhol ke e A 2ol B - M - BRLTo2A FR
(o) KUBARY IEpE) FEIESHE A% S FRMeR Wl ad sk Aol

II. %o HiE

1. HEREN FEEAML f¥%

“frggol 8l s1te] mERY HEEHe) ch(Business enterprise is an organ of society)”®=z}a
EAis = 0] 5 fegke] MBIMY BRIBM T ARe) AlfstE Ao} o]k LA o7 143
Wil SEASE ERSENY AR FRATIHE RLERER el ok ek f¥kl v B AR
By e 1 o] &= REEREHY kS WEpm e s BEsta g& Aok
o o] MEHEN BE 5 e B4 My Bk XiTelt: Hig
= g eIt ? ol Nl vkt o] FepFe] AEIY BTl B oo o -
= Aol

LR e 2 B o Sl Aol MEKRE Yetd FER s M ARS HE
FIRHE BEREBE J1E]v] & Dol o, o]st o] & = WS HIY-L BARFEIH 8k
FRE EESHA ST MY ARS BRFRY FBel Ha gt =4 s T M
B & BRFTETREY (Avls wE)e EERA e g1 BRe s HFEsH ol &
RFEETEEDY FA F SikFERlee BE & FES HER 19 gaus & Aol 7
ZA BRFEFEEYS B £EL AXRKETWAEDY FIHY BESFSES Az %
1=l = —BiiRRel Bd Aol

o] &} o] B ALYl Bokel Ao e BEY LEolzt: RMiMEE 9slo
Ha g Rolth

SR AR R T o ERETEERES CmREe Bt e (HA =

(3) P.F. Drucker, The Practice of Management, 1954, p. 37.



= BEE)d dsld fHiamez HTHYeonE WM ARy 4B (economic
distance)7} ArfES 4S9 om wekA] kel AMLeA e HAE R —Rik
e Aolwh ol#jgk A9 WHMERE fAc] obd BT AEFKREY Jenz oA
o] KRR Hirget & & girh

ol¢t e HiTliwEe AEIE FE AR el =2 Fik =] %Pk (specialization)
o] mhel fbele] SpiEsbE o oldl =hel ih€re] EPMtEE AT MED S WS
2 AEE R o] & &% BRES EEER BEshd dossd vima THE WA= S
= BRI BEE A 2 REEEG Site Aol

A A% EE F SRR BEol B MEEAN ML WEEAY E
BB7b obd AEEsAY BEESLRy FEEE Y Ans e o) 8 AR M

y~

junag

e BHNY 45 Y3 EEHNY 2 g Aelth —ikivez Tiktste uleh 2
o] R Al = R AMS o0 K@K B 5 BHY SiRFR
= Bl 95t RRARE SAE £ Aol 2a Aol BhE REETOEN WEES] N St
SRR Y BES HOEMNeE s Ggo] nFolth, ) Aw%d A%
o 3lx] oheh. b (ke MRS H¥EECT o g BT HRMe 2 KT
AR Q3 F& ke MEREEYS A 2ol HOHXRAESLUAY ZEDS
S 4 Sl Aok, —Rie R BiE T ASERE 2 BIVER
B EEN] MRS RCI ®EY At= ﬁaéﬁ%ﬁ/@ﬂ gt BRIV mENS] WA HEe
Bl ma ol [ENel AEMESERRH € ¢ 9k Aol

o] 8} Zro] & o EEAE HpEsl = £k AU MEL e AEW B B
Eebs SRFRYE FAS THESH sk B BRFTRYS) ¥l b Ll
S A¥HUT BRI A EEBY A FRmew A F oz BHE & ffk(organi-
zation)W x| H&EH (institution)e] 2} & 4 4= o]t}

aRE EmREe] Puiete ohE AEEMEES) HEMEEe] Eagkel B BME R
EEEEY FiTahe 2 ME@IERNe] EREE Atde £E Y WANREREE o]
gl FAMeE FrBMssETS EEehd Sk el el ks iSiiEe] Bk

s
20
=
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_?L
e
o
o
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3o,

(4) B ks MR B0y Kpss 5 LEnE % (producer-consumer) & HEEHAY. =2
BEYCr FA—FEEE R s SMEbAA —F AEEHA fE HBRENE TEREB
B GRS JhA stz vk wElA BhMme 2= BEMN Wi E£8el v A A
BHmpe 2e Hasd 9



ShelA = ERE . HRESHAl =l ol AT MBMaEto 2 mERHEENY ERel &
AgEEHA sl oA T FEkEES Hifkche MBaNe] E2XkMo R BRAA Hxt.
28k MBS eI E)A Eebd obl BT ARFEE Y %’JFHi B
she A Avx] ke mz s A WEBIKE H{EEe] Aok 2y ol
ERRANA MEhes £RsE dolung Y AEN HR ARKRYS BEA
A€ BiEcte Aoz Eebd phEigEny Mk LY FHI-S MRS WiEhsts S84 Fol
A e g oA Bt ®

ol&} - ElA FHE SRS XRA o AE 2 HBRES RiESte 0%
1SS ik, BT BRI 0% H2Y fxo =z HstaAt b ©
BllelA & whol] wheh fede] RREVSHN oS AR A H{bR EE Y sk
& HEMes HETonH RIS ML BREE st

ofs

2. fhEo| REEREL K

Al wheb ol ¥ FRENTMENY MRS HITSHE Aol ZAEHM mAA £
a2 g o]k olEA sle BREE A? TI) o%e oEFY BERETC AR
= AN Brosmases @y Brvehe 98 &5 88 - Faste slez B
sle e gl

o= BiEEE uhe ol Mdke AgRel ARl MAEHENY Bivel ol st Ank
=l Zeo] ofvlEh RhE L MIEBREY HbiBEd A bR L A Fiskee
= MmEEKeE SEsHA ¥ o= AR Al

oY ERGEE % pilEs st ETE D gt RMY e A1 B
FEe o5l RG] Mamen HTH onx EES gl & Kl R
#8 (wirtschaftliche Gemeinschaft) &= ERAYo.Z Hbe ZAREREAY ko 29 Ak
DB H WES SRS MaTes A XTstd $ha o T B ’EeREEy 81
g Poheta RERE 7] A2 ol=ie #Ee AbE BB wEe EEY TR
T frfEskr] ggkd Felwh wHeElA o]k HUMEREEAEAY HBHEEN SEEfs

&

(5) K. Marx 7} WEEHET BB\ tletn g T2 olel gt r#me LR EEolwh. & ks
MEHRES BT A3 WM LEHY KREEEES 2dFE AL olr] = Fofr},

(6) SB1BWAY e Ammes BEY ERE Jov khiBlEs SBEAS. HARAZEYS
= BESH: FEMEY Sl BorAch S2EMY N REWLE JMEEES &
#alt plstz LEliEs wE BETtd 278t AT wd. A9 I (con-
vertor) 7 & A EE R EE E 7 (manufacturing wholesaler) = ¢l & <= ¢lt}. 28jm =z o8 g
B EAI-E RTele MRS HHET o B whel o] FolA ok & Aol



wicste] M3t @Y EHEN 5 2HeRAY REe FRAA L5 BK
‘goods) & Jtf o = HWAFMAT AR Aolth. EEmA ElA & A Hie LA=
= Bl EEFRS Bhste HEN MERZL o Folx12] kel A EEEEHE T
REe 28809 B (Gesinnung)ol] 9 5he] 475 = FUARY ACHHER] Rz Sl = 24
1 A9 EEREE Mol ¥ £E 93 B =t B 2 4= Q8" el

oleh g MelA % = MFAS] MSEHEES BaM - 20 - AW KRR 5
KRSl B#y AR TR Y%t Haes EFEAEE & F SlE AolH o
T B fBAY ARE BWT oz KIS E f¥e] £RE F& Ui Aol
Auketa Bk =hob el el st BFYel A MMMl ALEHINY ek Sl
Aete] EEE Aely] wEolvh. iAo BERY - WA B RLEIEEY BE
| HMEE BiRE StAR s E Aol F k@ H¥ke] o) Folst ofEd 24
HEH EERE A %] el o] FolAA & Foleh®

ThEre] KopEiERel Bt MER M AR B MR A BEe =z HEEE akEr KEE
BAES BRI pehem Rol BTN MERAS ARFRTR/IA Al 4K
FRARE TREA she SORFREFRY BATHC L fEel s ARFALTHe T8 X
RRFRS ERTRE PRete 7R Aol @

a2 EE GRS QelAE ARFKR o9 FHE MFsHAe WE £E0
Ths AEEFORTY AR Ao ke = o] Rolx A& Gokwl Zlol v mET T K
RIER o] 9 FR-E HiFshe HFH-F SEEME A== Syl AR
B EERBEA LR FE &gl AR £ fsid el

ol o} Zho] - L@ Bk A fxdke) = FUREY BRI MEGARA RS
Aol & 4 glov] MRy M¥o AEEHER B o = A9 AEMY s s A4
FWE 5 Q& Aolwh oAl o] 7o ¥ AFBRS CHEBRBMESL LEstd M
3712 ek K. Bicher & §EMBISE Ml L& o] BHF olzs BRY REs
Higo u 3to] HfEsta Yl ol MEHHKEN S FEN MRS HLRRE 49
27z g

i

(7) #Esy, M) 1955, pp. 34—90 BH.

(8) i FIAHAEE RBEBE T glol A s $iEw = %t 22 BEstRRE 3
<+ g

(9) Himel £ BRI s obed HwWEshl 3 A& IE&E oFAA EERER
w}#] ¥ (industrial marketing)e] F&fER Lifg2e e &4 g, 2Bz FHES KEL R
B} KRFLEHY FAE BEsts Aol



(1) 4 1 B~ B0 FAERBIE A 2o 3 Filie] A8 Qo) e KD BT
RS SHE MOl Th o BEOlAL fEold MRl 2t AMEERE §& @E
Aok Wiz BHENE A o BEAIAL BN B EAHRE TET 4
$or} LM AL 5 G SHT AN SBE R St REWN HRL BEY
F flonz dgel ARd 2ED 9T 4 9t

@ %2 B ~RTREE 24 i) A =) 5 o}l e Al A Sne 2 B
A RHEA 74 BT T e 9 ste] el I K%k 5 JEe] o] F)
At Bgolth fEkce] o Fold M 4T L e EHAHR) MRT MR
o) Fo Atk WEE T AT MR MY S ol R T 95E FkehE Al
4 ok WA o) BT W BN 0% 3 RARZEES Alme
2 o AR BT ool BAERGSE T 4 9b Aclth of <& HESHR
o BN BRG] AR 4+ Gk

3 %3 BB ~EREHEE 2 EREKEREF HED WHBHI o] B4
E THESEAY BE & HAY KE TEHHAT B BilkEe] —Myes
o) 2o x sk wq MEC} e WHel o2/ WS Ploz RIS I
WS A7) vkl sk, aemz o BEAL R H 1Y B2 fe] 7
featAl Rk

O]9} o] &« fosko] ok FHARYSL MY SFPSHEHA A ok BEBLSL ATHREH RS A
B BABABRA A EEERES B SRE S0 ARYE AL T 4
9& Aeleh wehd Agges AMWAE 5T bgl% T & sloh

BB A & sk 2ol AEM %ol FpEe 17l AN 2% = K &
LA RS AelSe BiklA o & BT whe} 28 MO FE2A ] Bk
% AUA B & 4 b Aol o5 2L A fke] B ALAHEHAY Wkl A 2
AV SEE SHE O AvlsE kR UA ST mEE FERA HRE
B BHE T T MBS ALt o9 RLERY RHY oI % B HHE
B BRI Aolth ol Ze BuENAY fge] MRS R3S MG Bkl %
g 4 gk

3. fgo| ERERNY FH

BiEk vheh o] £k RHAHY MRS 3K 3 iSO Bk B A
WY O A3t kR A e ol 2 EHelA | A¥RE 4%k



R EMl =t shA] obe 4 flvh oEE ARK F RS BERe R s el
BEREE 5 EBES) HBE 5ol A% BB AKRITE AL ARY 7REH
A A9 9& 4 9k ABe FIOH el s 59) REEN SRFER ) 2 R REm o
Ae H& o, 0

=HEbA REEEERY B3O AN WX REN BRBEE 94 AR K Bl A
2z ke EE Aot ARe FTH ol =2 3% N WA REN BERE
R 5 FEAS SR BRERITE A = EEN RE AR 2hi M
HRE HRE & & B g Gom o] Feld 4 glvh. UV ze] T #F|(profit-
making)¢l Ao ch, BHEL T BWHIKARIETEEE (anticipated return on investment)¢l ]
ol B g WIfATIREMEC] e m e A¥RE WEREME THEESN T BEREGE
THEESI FEREMNS B BRmez ks Alfshid AEhes £t
Zleo] e},

M FE Sl ok = /o] BERY MBI ARERC 2 o] & 4 gl Aol o
# 8 Wkl glem s BME BHAREEE %S BEN. R AR A WY AAS
BTFetm ity 4 ¥ BRES BREMNERS FREke 24 BEstast gt o
9} o] sl A¥RE BT BAS Loz AREHFERS BT 2 HD
LA o = ¥ Al ASolR olzle] AREY AS =& RER RS Attt
BHe Aok o] B HMoz H¥EE Aolth piEY Ao A%FE T FEEER
(owner-manager)7} 3= o] 5 EH: AREEEES Y BEEETAA SEHO
o= FiFehth & MEE BTEALEA EHWRETER] EEER 5 90 ERd £E
Fsl Ay B AES RERMA ostd st At #iie HNBH= oo
HgrEE) UolrtA  REEES ERSHAE & Aolth olst o] e BiEmye w HAIE
Py kol BEEA & Aol

DLES 2o ol wEm %] BRI W= RS e B MEM
FEEEENEIR. .2 3t o] Foix= Aelth

4. wrErey W EARREES Bk
BLE wheh ol A% MEM MRS BEHMLZ BEH £ Aol b, olw &%

(10) & HHEM F2 FINM FES Fste 22 o=k
A AfE A% ¥R 5 BEHEE ABAY BERTHE Bkt A (organization
man)®| HEK HE/F obd el HlENe 2 FRE £ ataREe] BMMEE st Bt



o HE BES 5312 g3 s FHEEES}. 24 T Eifes BERE &
BRFER AT Ol ol fbAS ARFR TS LEtrts @A o]®] 23 £
EEERRE SRR 2 HEsH H-& BukstE Aolth

T B RRERE B4 f¥e] MARSHEN FEEA FIEEREESS REY
I A2 BT EETREA S AER BRI o]t T RiBE FRoZAY e
o2 #@is]y]) ulEql Aojth ok T BEAAY “EM MBS AAE Fet:
shvisls fERIAZE-S BFRIENY Eel g EICHETRE LEKA 5 BE/
RAERYS EEel el AEWEES TBIY BiEe 2 Aol FfTshe 7tEel el #
BRERITE. T i8N £EBMES TR Bitez ste 7tE WER B
742171 whEelw o & T iSEEs JNAIRIEUY O Sire] HHEMWezE —JTf
K SRR S ENe] » A= WERN BEFERE HRET KT &% HHE
HRo =z FEffete vl A Kl Aozt Rt izt 22 REE 71X & A0

o] &} o] & =} 3O FLECHERY BII-S %9 HER W= AR Rzt
RIYLZ o] FoR & ZozA e T ZEHNFESAY HES 254 5%
aEER EREER-S @R REERY @Y FEE fiEs gaAs
Momw ob2 LMY AN EES AR Remm KEEY B W=
ABE% FHeoz o7l gaAt BEE 4 Y5d S8t REghd f¥ke) =

& BRSOl & zlo] iEPERS IR ACRKE TS #Eelv FH ¢ W

EP AR AEEERAES KITSHEY o]k 23 o5 Rl BINEHS
gdade ol Foll & geg EdkeE Aol

ol nR REREEEEAY el it Et BUfE Q8= EEENT
a o) & FIFshe Mg 22 A ol ¥13k MRS Bikel EKITHIS
Hlol B AL EE4 Aoldh

(12) a) ol & BHET Fokol A & o MEEEEel € 5 o v o)k KBIlEs
BEHBAE g2 Aol (?tﬁmﬁ TREREROKA], 1958, p. 57 BR)
b) #8#(management)-& HEo} REASHZ MWES B Aoy MART el
HH & TERE 5 TEEHE (public administration) ¥ g% E Chome managen
3% 8 (business management) 9t #8 o] el neln e HEBHSAE ANEHY
HIEEDY] Blisy B Relne HivS HERA o AT o8& 5 92
o] e}

(18 By REKEEY A N2 BRe T4 523 MHs) =) & pIEmo v o

°] 7HA = BAEERS BRI BRHR BB DI S LB BB T A

= MEes HEste 2 f—@ Hslo B4 KBS RAKEIES B

RRY 2—HHREE A5t MEST KERRY F2 991 sz Qo AR,

Haml, 1942, p. 1.



ol o] FomA HRS M N R A BRERESI) I EELL
24 ol FolAlE AEMBS T AAY AR RS MERY 97 FERGOE FIb
T Al BES 4 9& Relw 00

OI. &~ % H &
1. TE8 o¥ENS B

Lkl A & owhell wl=w fdee —EP 0T 5 ol & AT RhESEy M &
MRk WA JERER R o MRl e A WX EEY KEEN 5 2R
BRBEAEHE B o = A9 RN FFAEL Aolvh wel4] $—HAY £V et
B BRY 5 SCRFEAEYS BE o] o FIA-E BEe MEed mersling.ez Tt
7] ¢kom oislvh ksl skl sk BEREl vlek o] bR MEEIEHERY MEEY —S
BaEQ £E U MEEAES BE RTE s Algelw weiA A% HEeEEIGEES
Fidell et gk qbslw Aok, BET T f¥elzl AEN KBHRY WE S
BMEFTREST 918 WoleEd £% 9 Nl 5 SXTEFRY #BE 2 o9 FEE B
S MEES JEE FfTelE AQ JhEC WEES AR s 9k fEeld Ee 9T
% gl Ahsteleh whebd S SKEREM S WAE T HORALT MRS e &
B WA FEdEe] ol FolAAE s MEEEY BiNE BEMes AV gde At
2B RS fERIA%e )93 ks BRENERS FRomqt L3t o) BY
MREkA gek-&e ZEolvh wEtA % e WEARANA LEe] LFE=R e EH
ot} Aul 2% AEMon AE ftidtesd MEARAA FHsA ¢tewd dRE
By #£1HMeE 7RA S Aol

ol &} & Fell A T==2)# J(P.F. Drucker)s} “/x3e] 2 L&Yy HRHH (organ of society)”o]
Zela o BRE kgt 3% B AEste BES R A2 BEEAA HiEst
St gEUeta o He T f3ke] AhEH FARA AR BivE sl 8
2% RET GENY #Eom HET F g Aol
o2 ¥l FIEEEENE 71Acl. Bilsh vle} o] fdko] MRS fFdEol 2t
She R HE L HRE AR 80 FE2AY %S 2ilE Aoz Hiioz B

o
o

(14) TFikste uwpet o] M AN BRel %Y gl BRE BAnoz BRI ¢
o] HEEHMES A Kol ofvul £ MBIRY iHFEho] &M BEL WKstE of
Lo MEKEY o] ¥ FRE 5 & WEEMES Reste Aol

(15) UTFdAe F2 F1EMY ~ES BHstd Mozl o

(16) P.F. Drucker, op. cit., p. 37,



festE: AL obd Aolvh adlm e @R fFERAY fkeld —E FREY WA
ey Freel ot AL A ey AR RN TR Bz BRER
f¥RE AR BREETO AEEH/T AR R Kaslol BEL Blme LR
o] o] Fo|d ) ul w4 3] MG WAES HAM R S vk Aol o
Hra ko] MEIEHN FHEZAY BHS 25+ AL &R ey BiYE Bkt

AL o] ¥ HMEZRE 5td EETERE Mt itk BRvE A% A%
EES FA7ehd 2 Aol o] & EH#elx Xihe Aol Fll AR fRKR=E
ﬁﬁ& 171711 23 BFel g-&oz4 ¥zis AM-S SEHNCR ABER2 W= &

BlRGEZSTA sl Aol

1 BRe] WRKA TN 3 FIEY-S gkt ks 2eh ohebA FIEESE RENY B
Bl A B8y W= @R £%e = 2 ’3}‘%4 Hifel 52 < 4 gl 2ol o
b FliEel st ¥R AIEE 53 HFiHl ARAKS AT eny RRE, BAF
T g hEBEES AFFEHKTA N BREN BES B4 A Agel g 0D

LiEel A & whel o] %9 Hiyel= MERAES 18 AKRFTEAREYY EEolz=
atERey Bive GRBIMEES N3 FEEES e & ENEEEN A= EsE
By BEgel Sleh. B Aakel wheb el kYo m 3] AeRSuER BiNS I o
k7] Rl ke BV BFEMRol A BREE 0] g BEelth 1Bshe ¥R
BHEAe T BFFEAS BHA it Gt #MEI ofe]l Kit&icmny FTREE
BRTE AR W= @l $w Al

ol# gl AEMEA e FKine=A B xrlF(Fordism)e] st AT H. Ford
= foikolTl AR B (service motive)ol] A BIRE = Ao HikolEl T =

11:9] H%RH (instrument of service)o[w} o] &] HfyL L (service)oll §letaL Az A%EEY
BS ERetgly Aelwh. a#lste H Ford & o] & EHsl: FEE MEERSESER
(The prinsiple of low prices and high wages)o]z} sla Ffe MERC] oz} o9 f
Fet ste] BARANE BESIAL Y& Ao 08

i
:

ofs

(17) #HE % (absentee ownership) T R4 glel A iy B S FERS
H2A Y EFI HMN BBEY %S RSl ML BEkEkslns B
Bkl A SEBMEET o) 2 RED FiMESS =23 2otn EEE 5+ 9.

{EEH%ZK%#%WEE)—*M’Eﬁ(ﬁ%’T%Uﬁ°I —& AtErry |, fREOR, BARFIF)
O 8RR \gmaamptx  —itan W, AT
@ BEE-ERERS(LEN R BHAH —&%)
@ HERERSGILEH B 2 H=FHAEY —)
(18 #EHERE, [FLVREEE), —BAE-HBEER, THLVREES L REEM], 1959,

-
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o2 gt XEME-S ity HvEldl Hikshd ol - MESEN B RED Ad%
9 Agde R 4 o M EHIERERIT ARGESS: AhEo] A BE
F D}. “’ri}/‘i 295 e Bl A e cREMECE ¥ v g

olof] ®isle] P.F. Drucker = ®ZHYS BIES Alif(creation of customer) W =] THig<]
£li& (creation of market)® B @ ¢irt. BE-L T tHiEddy o] folyvt HAR =k &
B Bhdl & gliEEE Aol elH#h pZkR (businessman)ol] o8] AES = Zleols sta
i & BEel ok T2 Ao Hpold o9 HES XMt zolw st §leh @Y
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}, (20)

O EAR Bz 9 BRIFERS BE

() BN AL BRIFRY AR

(3) FlfmALEA S BFIFAS AF

Z- Drucker = fHAR B} =& G¥EM2AY Rl MAFEE ¥ES T
o kel A9 BFIFRIE BEse Aew FlEe EREYGE AHNY FHe B
e AL obdth. F ol & #3ke A¥gel Arixl Mol Ao FiEER] BIEAES
Bale = Aol ozt BFBEMY REI FIRESE sela drhe HES AESH =Y
9= Aolet. m# == Drucker & “fr3ko] RAMRE KK fubfpel HiFste I, &%
FEe LER A 2 BEEHEE BAESEDS BEde] glol Mk 2433 FEe
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]9} & Fukol A Drucker &= ffF ZFFNHEE @DESE zlol o=t HEIEFH
o WES mFstA ot EHEEE 1 3l Folvh ol& F Fordeh ol FRRE
IRy AREMNS AESEE Aol £EEMNRA Y FEESS HES © &t Aol
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BEo] FfEE i (profit objective)s} = FINEEHES BrEidist ¥3‘Hﬁ°]'°4 HEste REE &

e AL

o4

B

pp. 2—6 BHE.
(19) Drucker, op. cit., p. 37.
(20) BWRIER, R\A/L, WLHE, pp. 811 BH.
(21) Drucker, op. cit., p. 47.
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(22) Cf. ditto

(23) Cf. P.J. Verdoorn, “Marketing from the producer’s point of view,” H.L. Hansen, Marketing,
Text, Cases and Readings, 1961, rev. ed., p. 915.

(24) Cf. ibid, pp. 915—916.
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(25) J. Dean, Managerial Economics, 1951, p. 1.

(26) Innovation o] ke MHEERY W= FERH Hikel v RME A W= @AY Hik#s
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(30) BF#E, i, TR&E2], 1955, p. 71
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Brouht, TEwmamse) 510 % 5158, 1964. 3., pp. 147—152 B,
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A este] B A %S F N Aolmz FEEmM o (e LB HEEIES F
e v g 4 glAls = Aol

°olot & HELL BiLY vl Pol RLEEEAROl T B A iRt
—JUH e 2 HEGERITSIE A & MERES S8ty pEz e BEY A¥As
BRFMSH: 787 REmEe B8 GHmEEEmd ==t =l WEe BET @
e MAH) ST g RAMBEARAA BRI Ak 9 FEEES oY ite
HEARRHFANA 452400 BRI el 8 b o] vh2 Ay Mise 5 EEs
<t A oot HiEE o mA RO TS SRS T A2 E Sy CPEER
=AY Fie AUA Sdrhe BE BEgchd AEkiEe] SR HRAEEEHTY e
iy BT TRE (producer-consumen) 2 46 33 ko]l ehe B ARHT WEARY M
T EEE 8RR ol Eikeel HEA donl ARk WANKS BT LE U
°] gl el
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AKFEHRY EEMEe 2 BRE AV AFDBRS EEERS HIF-S I
Hz ot FGohe @Relst & 4 fuw olHE @A nm AEERE PN EH
(physical factor) A#y ZK(human factor) ¥ #ffify EsK (technical factor) = 1% <= ¢l ¢},
Y B EETR 5 SERMEEYMBHER, SHHRGHED 2 $HTR(TH)=
W= AR B A (human being)& v}ebil oh. ERE) BAEREES g AR
TR BBy HLE-S Wik Bolx| ™ 2% o] 4 (automation) Byfioll o) 2 =hel iy VEIEHTES
(line work) & #E# st Al BHE A9 PHR= 2 opl 20 2 SEEE] HEET ¢
Heh 2y oW g mEEY cxsol Ay EAEMEITAA s AR BRY E2kE R
RESteh. HlAY R 28] BRI A9 el AW ERS B EEY A= da
S WEY BRI BES o AN BERE S £EEE LA BEHMe S
el osted fEASlE Bl 98 4 9ot EREN-S Bl BB Soln 2 B
o HEfESel BB gl AMS HTY S fhirro® BEs = #ilel vl

o] 9} Zro] B AEIRAE-S BTN FAR AR S8l HiES B E st #
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A B A BRERNE FAT KT R TIEY @iaiEe]w gk ) KR
9 A KRAETREYS EERRC . TS A-¢t HMREEARS 5ol #ER
REKFERY = FEMEE st oY MKAREE @Rl @Ry (L8IHY
Ate HAH BEKKERYS A N2 STz FERR i SRFEEATEE
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Yz sl ERelH HUTEY 7%t RARKLYE Histe REW ARFTEY=
WHsl = @R Alrh. adEs A@E] BHIYL MKKRIIE 7HA #m-e EfEsts o
of Sheba & 4 gieh. whEbA ko] KT AEEES olET Mm-S £ET AU
#Ehd oW HRE KRS 4T ARXFEYE EED A7) st Tk ks
o BEE AiRE X gow <hmleh. dvielel ofwd MRS AEY AL} sk ElE
By AEERTEY] fREkglel & A5 SRRV PIEEIGY BBl A gdd 4 de 7t
ol =t

R e o) oh o JEMERY AEEREE AES HBIERQ RE WA v " ERES S8lA
SAAL B 4 9b el T MANes JABY A9s Fo| THHEER:
9] BFZ2BREE (research and development)®] #E o] & HR{ksta o2 Hmsld FHS
1T FBEVE $olE s ol WEERAS HETSY] S’ BUERY 43 WEEAs &
7eh S8 MBET A 1AL " S Beld BERMEA Skl Lighel ol v i
By AFERTRET RRERE 91 7] = Eoll WEESt R Aol vk ol T ENMERY AEMEE BREY
RS A= mE BEERG EEsHs JWREH] o) Fo13 58 ksl Aotk

AHL REY AS WS Hlel W=V elzlel mIbelx] Fatm kil: &
(mortality rate)o] PEBARES 7 $oll & 80%= 5t9) o} 2 FE A = BIhERe] T8 10%
F& AAe] 5%sta RS L EE %0 ol MBAMY ER FHEslE EHN £EN
O] Rkl BEET MRS RSty Fa g Aolvh =k e AEEEE Ao
3ol —Jfye = PITENY BB (inside-out view point)e] A fRERSI AL Q5] & Aolw 42
R WMEEE-S fEs FRER] god a=lE Aol
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AUALRE whot Zhe] BUER-S WHRKZ(EEY=A LEBRE o5t sl a8 4
anel GEPERY MRS BBV BEER M g kel ohvizl MBEY AKE KENE
ARy oz ol FHESH T Aldies BRI E Aolmz SRS AER kS Ik
b -2 SEHRY BEFEY = (pattern) fnfifel vk, a1 =z o] El EHNEETE
of et HWES AL MRS 913 BERERRE Bitst s Mo kv £EM
B R SeATste] FATHIA) o™ orgieh. o) db MMAES EREE WA v = AR
o —ErEAEY] WATERREE] st EKiFH el o)Al MRS ‘fEsna o A
o WS EHN RBULAES s = g
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(385 Cf. R. Manville & J. Ungar, “Marketing Checklist for New Product,” P.M. Holmes,
Marketing Research, Principles and Readings, 1966, p. 319.



{30 EEERAR-S kol BB ikl Al&EMo = HEIESy] $18ke EfTshe
Aolmz = (¥ N FAES LE=R el Aukshd SEQEEE Rk BE)
el BMEIERS Bt BHIL o1 Bl Hpsis HETRoREAY £
e EhS BBE St RGN BREE BeXshE sl shEbol e B9

olel g Mol A & =) SRS BWEE St WEIN B AlEMe s FEE) §18d
= 1A HEE HHsHe B B e RS sl gol Xtk #Ee] MEKRR
EEE] LB #RS FiRshs EAVEEl 3 B WEME & BN SRR
Q4 whel gleow weld WRBHRAE EN HEEEY o KR #EkslaA s
= HiHe) Bt ARFEBEY EEl A RIS 853 ko abElrt. o]k
o AEEEsT BETEE T ¥l BEEEN 5 TEAXKRYS £ET T = AW
Beh(internal capacity)ol] 3t fEEEIRES] MEAEST ohee EATSA dedw 4=
o). REEDE SRR BE U= WS Je AR ZR-Yd 23 BEE A
ot FlAY B BER, AN BE, 9 BN ERXc K o€ WET Gribie 5
% BAgete st oF g

AR SRS Jele RARERE AT fKeEEE vEhd
2y LEMS AR FAE BIE ACKTER Y A (probability)& Y ERY o] o 5}
o HBEE BEN A0k REN N2 B8N TRARES #Rche ol e WEE Y
Wigatadro = MELY MEEMY ABERES BET & o AN KR #
Eie 2 FRslasl st EAT BEY BEl sl& 4 o] E Afpye=s FREIT F Y
L RS HEEln £EY 4 g ol BETe] G¥BMY ABREL HES EA
&= Aol

o) gho] St BRBHES slrlz pEs gk ol Al LEN HRA BEN BXRE K
BE 4 9= fRY MRS BEe = B ged dfw §F REARFEFHE
= ERbRll Bl EXE NS sl Al BXRE KT &Eoz sia WA M
sisho mH EEe SR EEEY PEY B s MK dod It ofF
3 @fo] T #UfEtE|(product planning);@felr o= 3t @RS T3t LEM, BEN
ke Aoz BR BHES s PEY HMe s AL H e ol & FM
shA Zitah Aol T HLTBAME (product specification)q] 7 o] Tt
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(36) o9 zEamol HNdloli HMFE THIBRAEHRY BRULHAL, A-TKBRANKRBREREDL
w7, TREEL, SIVE 535, 1965. 9, pp. 34—35 B,
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H1£) Pa & £ERRAA BEE: RETRS IR $2%) 2o
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VII. oA El#ge] 44

1. FRRE Ui X] ol 2sEe] S
RE W= =} © AR (marketing  function)o] #t  S:Biv}] ¥) 82€r(American Marketing
Association)®] el <tz sbi® kol glo] ¥isl v EELEBCZA —iez
RS A Q& MEESEE thea) e o
(37 ZH/HKE ol FES GEst —jEme s HHHE 5 EH BN BEL S

ole WS M2 ohe WREH B Asds A
(38) #EB£S HEAEHES SHw%, [oh7 % EE#1, 1963, pp. 8182 if 3. &) BM.



D FrEEBHE B3 #EE
@ HE (buying)
@ Hi#E (selling)
(2) BHge] EEEay o) ek AReE
@ #Ez
@ RE
(3) BhEUMRE
@ L
@ thE&
® fEhaskE
@ THEER
2} ol =gk H¥E Akl —Eive R A e Jlort obd = mhAl KRS FEESY
o AR e —HE R gleE Y HE XEr UEed ERTARY HE
#o| A 5 olA AR —MRiYez ZiE I g vl ke —ER 95 BRsta 3
on e ® BES L Qb ubluitte = s thest e o] goim ER T
WAS HIRsta 95 wEel e
@ ;&8 (transportation) W =] ;ER4H (traffic management)
@ R4 (storage)
® 4Rl (market financing)
@ fEH (risk management)
® PR Cselling)
® %5 (grading)
@ ¥ tE(assembling)
1 #e4t, (standardization)
© E (buying)
819 Rk (merchandising) S AEAE bl MR 24 NS ASES B%
L oolg st vil Yol AA st nr Y CROEREe T JTE A
ohaL fEREst R glet. 4o

= 8

(39) C.F. Phillips & D.J. Duncan, Marketing, Principles and Methods, 1956, 3rd. ed., p. 21 footnote.
(40) American Marketing Association, Committee of Definitions, “Definitions of Marketing Terms,”
M.P. McNair &.H.L. Hansen, Readings in Marketing, 2nd ed., 1956, p. 65.



oA & EEol 1A vHIYFEA T2 LR Pl A A HET B
BRSO AR ERe Ak KR BARSE K] B AT 988 e
= BHE 4 9E Aclvh ok ehARHERA o W EBY AT RIS X THA
oT BRI kRS FEE S e 9t Aelth syl ATRD b 28 @R}
A Y BRs} 1948 RG] BT EREUEES) BEel GSA LB o4 A8
3 el B RS V1A B SRR o) et ThE @ e ol sl
A kol Bheln e PITel RN, THAR D EREES L REE HIR
S EREL B D WSS 2R st gk aelse olHw METOl ohyma
swEmel ™ EFEY $HT EHRE wcld Rl gt st g
A A D HES 2 MRS WoF 1A DT 1AL WE K 2 E2e E
el TS Al S Er 0 WS WREMEE) WIS S Aotk ma MR
B SEET TS M BEER AR SSUe ) IRES e T PEE L AL
= (AR HfEel Aol Ba ste] AHEMEC] St HEES T A AN A ol
e D FAE ol ek A Gk Aok

o8} Ze WIS MEKHEY RR AL Y 3 R MEERS BEGE A%
o vhA e AR E REATHELY BAEQ ete] A p¥el ARBUERS
Slete] Aol MBEEIe A ol YRS R Mtk B AdE o]9) e
Hree] BB BISHEe] (ERS] HEEBIZE A & MM A Zasin sbgol o, v

2. oi# eliEEe] A4t

RBell SlolAle] BRpipiEs}t AR Yeige] sttt Bl ¢ Fof wlv JHA%E L BN
WA REEREY BERR BEShT BAAY A BRAY BRYEUT BRIR WA FREIRE & Ee] g
¢ BEE T s FEelth slushd ok vhAYREY EAKS XKEKEY 24
= 3 REES Gt Bk e BRE 4 e Al sk @

o] 9} - WHERIZE L] Bk vH W BIgEE L MEEEHEy iR A Y FEREA A fE
FshE RREKCE Fh B EE st [ERIA 3] FIBRMAM BR T FTshe MM A=) &
WH vEB) o= A O] EBIR WX KRy WA RS FARES] RRBIStA] ak€l Bhske 2
ol et whehAl fieske] = W AR LG KCEY FEHRES [ERIRSEY RETAE 0 2 KIS

o

(41> Cf. ibid., pp. 65—66.

(42) sEhlshd, THAREAEMI, 1961, pp. 181—186 BH.

(43) o] 9 iRl Holel = AR, [ntegrated Marketing Approach o) ¥ fke] =3 —H#ig] A%
ARERHRXERER@MAER, BlmE), S114% %15, 193, 12, pp. 79 BR.
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(D FEEREER Bk

RIS wkoh o] e MERENEFEZA St MeCEvlEs Byl
EUETLY fZee A ¥ A RRARS RISt ALY A3 FUEMEERE Bl
BiEE AEAC%e) A HEE fhkelth UTAAE BEE st £EeES HlLos
BEE AECEL Moz B SHEE] EEREECT RITTH REEOR
BB bE AEES MBS BESE dolzw odxt WRAEES TP RN
BoRol A 9] EEREE 5 B1kn) HEEe SETTE Aol oy aAldte 2 S
b F %S R A2 GE B (economic distance) = FREIE 4 §l& ZhEol B
RES ob&E TSR] ¢edd qhEl Ael=t. L B R AN Bk A 9 Bk
REPEY EES REI AR AeREBRES e WX EETes ahe CEEM
o] ERE X5 sH By Htel=t @ 4 Slt Aolrh. sk o]l & HMbEY BRF R B

FTN Slold e AEW BR HARTLEERI= HET B <= ok 7hge]
1=

R St & ohg3t R 948 AT Yor o] & FREISH] $1std #TEeier &
TOEMEES BIRSHA chEsh el
O AR W= BraMR SR~ HREEE
(2 BFHY B~ =R
(3) HsfEMY EE~REHRE
@ MER DBE~ITHBEE
(5) BUERY yBE~Zc it
(6) By 2yt~ B {#E(communication) #§EE
of LSl = o] & BhEKEH= BRfhS] HEel Y& & & Aoleh
(D (ERIRSHEL) IREHEE
BUREE wheh ol fx3gol =} MbECHEN BYS Eikdel glol wiuk &FB R Rt
EREel neole shalvh. weEbA RERER B BAEGH ohushAd el hke
RRERYS] ERS Slote] B3] NMCHEES Ffke] s RETAA WS R
BAFEE o gt webd ol & MM BT £EBR S S5l &ETD
Wi WHEstAS s WEEANA RESHE FEHREN BNERD Beeo 249 $2x0
MerES EATHA R et olH7 P A IRBAEES B A& HURS ch-gat g} @

(44) E.D. McGarry, “Some Functions of Marketing Reconsidered,” R Cox & W. Alderson, ed.,
Theory in Marketing, 1950, pp. 263—269.



@ ##(contractual ) HAE~RE MEE
@ o {t(merchandising) HEE~BAETE] REMEE
® BEHEEE (pricing) BEE~ B IRE
@ 5L (propaganda)f&AE~EREURHE BiE 2 AR BEUEETY REH{EEE)
® ¥ (termination) ke~ IREBEEE) ¥ EUEAw £ 2 kes EH
3. lREBrES R —EHE
BB WAl whol s BREES) 4TS 8RO SRR wixbrlRl 2 st 722 HEERY B
£ B3 o] FoA}. W '

AR ~thal] - (B) - (B

(execution) (audit)
(control) (inspection)

o] & e W x| mlA HEE SEASE RE T (marketing research)  BNE 51 & (marketing
plan)—»ﬁfiﬁ{ﬁﬁj(marketmg operation)— [ B Ei 7y (marketing audit) ¢} ZH-& iKY HEEE
Bo R it o

K=z ol =3k MAL-S - HAES Bikel »lel vral ole thidl 2 tHEMEEeE vy
& e w

@ e

@ = o KR

® &K

@ ARIRE

® B

o] & HiES Waste FRsha E3ERs} 2ot
<HEI3R> ulAEfEES] SERRER

EEEEETE # | it wo| & | m #
G N gs%.%ﬁgui[c&: B | 8 &m B s
O Eom OB & B oM o& ) E B oMW F Mo R | B R A
Wom o OB B om oW oa | H OB R Om | R M| EOR T
Bos B R K & MR KSR E | RS H M KNS R
OB %W OB | W OB M oA B O R EKM| KRR SR
!cAa@a&m CAWBEHZ) | OF B 8 ¥ | GEM A | (REAF®

(el H{ERL —EED

(45) o) o} Z-& EEAWS M Watde MEIAHHEARY BREHRL ATKBEEF
KREBEEREHLH, WEE, p. 42 BH.

(46) Cf. J.A. Howard, Marketing Management, Analysis and Decision, 1957, p.4. ©| Ll§tel]
Howard = /B SEE AESY sHE =32 9ud ols B Ld HESs #lc=s
BgEgHEd 2.



ol Al BiatEl who} 2o MM BEENEE AR T 9 o] & ARl 1T & R A&
EHEEY RERESE WA SEshE o R ke 23 e Fobx] BakRte =
KA 4 9ot

@ Fe4715 =} 2 e (group of leading marketing functions)

@ BTy =} B HsEERE (group of lagging marketing functions)

AiEd = 53] MRHE ¥ KERES aists KE A2 = o maEshst MRt
3l REET#l(sales volume plan)-& @A etE JREEHEIMEES] Sobe] HEdl = EEEX
TR REEEBEED ] &9,

BT R AR o] BEE BUkol A 2 EEBHIN M s o
3 WA o WSEEMSEES N EENEIEGS detde REBRNESEES
#3) REFHERH AL EEN AERHIEE-S ebA o, BRI o
B RS BT 2 AN REEEHY IREHREESS B RITEEEES A
o IREREERS HasiE, REEk, o, iz W= m2s 2L BET ass
HEH BEHEES INEEERS) aa% k.

olo} Zo] Fwl mhA W) MRS AERSEIS DB o ® Sld 447 U RITEEEC R O
& 4 Y& Aol

L e

i

VIIL. BR3E#EEQl A ERR

1. @Ay ARTEHAERR

PlEsA A #Eaeh whell =l (RGN ol o e RTINS BT e K
A WEE RENY SRS RRETE REEEY HR BRC vl A= e
Uz RS 2d RiEE AEMNo = R BN S AU g Aotk & 447
RAERES] BORE eEMEEST ARt MR Lo ¥l Y o 2 BURY) WRIREHELES
(product marketing push power)] wiele] s|& Ao} HHIFHEERLS MR FEE ur
ElESHA 2he IREBIEIHAE S FiTot) MBEY BEESS wEdo s BEEY
B #ES T (product buying pull power)-& ksl HEES BiTete Aolrh, om=
2 WEe 5 B8 v kel ole) fERsl: AR HRe tEon ¥ &
SE etk BB MAEEELNT 6% wHd4 Bgd o= T WRREIEE NS
SRILMISESHE HEES BITolE Aol ol A= sgd ke #EhHe Minstaal %

WD —giez EHEGS TS Bo B BAlES Halest BE9d 2
THE A+x g+
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18 = Zlo] obd etk wehA o] WEHKANA FRgozy 1Ee] HRLEBE 5
7 (attention) B[, (interest) #%sK(desire) F%{E (conviction)™® ¥l f7&h(action)S A
(StE% 3te = d b Aolmz ¥k Tif A= PE{RHE (sales promotion)#ifEe] =
1= v 2 RS WA A R o] = FEE{Eif (purchase promotion)®] M-S SFA] =
oleh. ZE =z o]t Mol Mie] FA = BEL WHS FIElE Zeldtzn ol
vhe el & 4 gk
A AR fFel] A= JRATHY RS AR A A EliE el v AT
2 3t WEFT S19ls] Aol Ao Gt BR AKKELE AT ot
T HSTHEEY fEe] MRKREERY BEE BENA A T ®WEEAE s W
BEtEE HlEMe = EATo s NN R ddtd AETH HmE %S —F
FUBEL A fofieta 4E& W= S5&sP omlo] 2l product out system -& Bl =
Zolek. webA] olegk A9 JRE WA uhA R MRS bl giEEe] MRl FEmE BE
st el MEEZRY KA gHus o] T WMo R KE S8 RITHRAA
o Eoll E3KS] wlsl| ) o] kMY w17 €] (high pressure marketing)o] el S I Sl Aol
=},
= BEEY BB AKREDA @4 g JES LES T o] & BH
Fkels IWE{BEEES FTEE Sohk ZlE BEELT HENLE
ARFRE sl e 7ol & [REEHi(sales resistance)-§ 3}7] vlale]lm g o] &
Bretr] S Mpeo = A9 ERE{RHEMEEC] dRht =3 EEE] RS St sk B
B WY BT YRR BEEY NA BAREE SR Y SR HRezA
B4 BB L EE (truth advertising movement)742] #EHiEA A vhe HEAA X HiED 5 4
£ Aol ol9} o] JRE(RMEEE] EHEMES A & JEe HKEEE AHAE
HRFRY maEts o BES mEx 28 5 glo) R ARFGLRWREES kst
Ot WES WEEY MREELE mWeA t%—Aes EENCR HELED A
olol A IREEMES IREEEHRY WRd —IE By Ealke] FEA &y HE
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(49) D.M. Phelps & J.H. Westing, Marketing Management, rev. ed., 1960, p. 2.

(500 H.L. Hansen, op. cit., p. 2.
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(51> K. Marx, Capital, a Critigue of Political Economy, ed. by F. Engels, The Modern Library,
p. 67.
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{(Summary)

An Analytical Approach on Marketing Function

—Especially Relating with the Business Objective—
Won-Soo Kim*

1. Preface

The functional approach of marketing had been adopted prevailingly in the
earliest study of marketing, while the system and classification of these functions
are seemingly not escaped from the realm of ambiguity and disorder. The
proper reason why marketing students could not develop the widely approved
soherent system on marketing function, was solely depending upon the lack
of complete recongnition of the nature of these heterogeneous and inconsistent
group of activities. Since marketing functions are the activities performed by
1 business enterprise in order to get a creative adaptation to its changing en-
vironment, it usually tends to be differentiated according to its environmental
‘haracteristics, because it has a feature of controllable means of the business
anterprise.

On a common sense in economic history, it is a fact that the business enter-
wrise has been emerged in economic society since capitalistic mode of production
revailed. Therefore, it is natural that the assumption on business enterprise
hat is designed to make a profit, are generally approved by marketing student
s a basic concept. And thus most of students are considering that the business
nterprise has a only one profit-seeking objective.

When we start on studying the marketing function, hence, we could not deny
he influnce of this pseudo-economic theorem which usually hammers our frame
f logical reasoning. Therefore, I dare to try to reflect the meaning of this pseu-
o-economic theorem in order to get rid of these boundaries of thinking frame.

In this sense, this article intends to analyze the marketing functions with the
eaviest emphasis on the interrelation between these functions and objective of

usiness enterprise.

The author is assistant professor of business management, College of Commerce, Seoul National Uni-
versity. He is also research member of the Institute of Economic Research, Seoul National University.



II. What is Business Enterprise

As a preliminary process of studying the marketing functions, it is necessary
to work out for new concept-buliding of the business enterprise, since that is a
component of whole function of business enterprise. The conceptual work for
business enterprise must start with realtion to the essence of economy. Because
enterprise is an organ of economic society in a social sense, as well as an eco-
nomic existence for profit-making in an individual sense. Hence it enjoys the
dual existence in this economic society; the social one, as a producing institu-
tion of the want-satifying materials, that is, products, and the individual one,
as a profit-seeking organization for the entrepreneur (it might be well to include
the manager and employee under the system of absentee ownership.)

The essence of the both economies just above mentioned are consisted of the
phenomena or activities of acquiring and utilizing the want-satisfying materials
for the satisfaction of the want of haman beings. Here, we could recognize that
there are two main subfunctions of economies, the one is an acquirement of
goods and, the other, utilization of goods, that is, production and consumption.
At the earliest ancient days, these two subfuctions were integrated into the single
economic subject. This means that there would be no such fact as the segregation
of producer and consumer was materialized. This system is usually referred as
self-want-satisfying-economy.

When human beings, however, could not satisfy sufficiently their own want
with their produces, they learned the advantage of specialzation and exchange
of the products. Thus, the division of labor, in a social sense, has segregated
the single economic subject to specialized economic subjects, that is a producer
and a consumer.

As a natural consequence of the preceding reasoning, I dare to define that the
business enteprise is an economic institution having dual existence, and is
formed through the process of simultaneous, but double formation, namely,
both in social and individal.

The one is the social formation of business enterprise in an abstractive way.
It will be formed when entrepreneur bears the function of social production (for
others, not for himself) which had been departed from the producer-consumer,
as a full time business. This business enterprise itself was designed to devote
to profit-making, but its production and distribution functions in a social sense
are not performed for the attainment of profit objective.



These functions are performed unconsciously by the entrepreneur as a tool of
profit-making. Social formation of the business is realized automatically when
its individual formation is completed. Usually enterpreneurs did not know the
significance of contribution to the social formation by his own individual eco-
nomic activities.

The other is the individual or realistic formation of business enterprise. This is
a sensible and concrete one in reality. It is only after entrepreneurs make up
his mind to make a profit through the repetitive production and marketing of
goods which could satisfy the wants of the others, not himself, and they invest
their accumulated capital, that enterprises have been formed.

When individual business is established, the business enterprise in a social sense,
is simultaneously formed and functions as a socio-economic institution. And
thus, individual business activities are filtered through the wall between an
induvidual existence and a social one and bocomes to exert a social influence
or effect on the social economy.

III. The Objectives of Business Enterprise

Needless to say, the businesse enterpris has a dual existence. It must be
able to satisty the want of different economic subjects, that is, consumer and
businessman. The activity of satisfying the consumers want becomes a social
objective because the function of the business production has segregated from
consumers and entrusted to producers. The other activity for the satisfaction of
entrepreneur or business participants compels to attain the purpose of the
profit-seeking and it becomes individual or profit objectives. Though satisfaction
of want means same economic activity in economics, but in a specific sense it
differs each cther. The one is acquirement of physical products for others,
namely, forrmarket, whereas the other is to make a profit, or to earn surplus
for entrepreneurs themselves.

For this reason, business enterprise should accomplish its dual objectives by
the effort for single profit-seeking, because the individual business enterprise
produces “the others-want-satisfying materials” for sale to get a profit.

These two objectives usually conflicts each other. The reason for this conflict
lies in the egoism of the human beings. Entrepreneur, as a profit-seeker, usually
sells his product for the highest price possible to earn higher margins, but

consumer resists and reacts to these entrepreneurial behavior, because of the
unfitness of goods sold to his own wants. It might be assumed that the



production ought to be done for the members of society, not for business alone.

These two objectives might be synthesized in one term, long-term profit maxi-
mization. It means business enterprise should enjoy the long-term existence on
the good will of the consuming public and get a reasonable profit which corres-
ponds to its cost of social function and of innovation.

IV. The Differentiated Business Pattern under Different Economic
Environment

Essentialy, the business enterprise is destined to carry out these two business
objectives in good harmony, but in the fromer days the different socio-economic
conditions have allowed the business a chance of pursuit of one-sided business
objectives, especially that of the profit-seeking.

As a matter of fact, according to the meaning of business enterprise which
has been conceptualized through preceding discussion, it is true that the ever-
changing pattern of business enterprise is the one managed under the purpose
of balanced fulfillment of its dual objective. The frequent referrings to social
responsibilities of business enterprises seem to have an objective ground on this
fact, not on an ethical one. q

Most of the entrepreneurs, from an-
cient to present-day, however, have been
making their effort only for the pur-
suit of individual economic objective as
a natural consequence of making adap-
tation to its environment which allows

the possibility of sole profitseeking. " T

For the purpose of empirical study of this topic, I have made a try, in turn, to
construct the model for testing the relation between the business patterns and its
economic surroundings. It is a graph composed of two output curves, production
and marketing which plots the volume according to its time series.

V. The Relation Between the Function of Marketing and Business

Objective

The synthesized, essential business objective is long-term profit maximization.
According to accounting system, business profits are calculated by minusing the
business cost from business revenue. The business revenue is earned by the sale
of the produced goods, and in a quantitative terms, it is accounted by multi-

plying the unit price to the number of the product sold. Thus, sales targets



essentially coincides with the business objective in the long run.

Modern businesses used to rely on the increasing of sales volume in order
to get more revenues, not on the price-up. For this reason, mass production be-
comes general business mode and the business grows larger and larger and it
follows that mass marketing is an essential characteristics of modern business.

VI. The Relation Between the Function of Marketing and Production

Production function is a physical manufacturing process in a factory, and the
aim of production lies in the manufacturing of the products which are destined to
be sold. It might be naturally assumed that the purpose of production itself is to
manufacture the physical stock. This function begins with physical raw materials
and ends with physical products.

If producion function is to be performed, it is necessary that the decision, on
what and how much products should be produced, must be made up by entre-
preneurial function. The problem of what products is relating to the qualitative
production and how much product, to quantitative production. These functions
have an attribute of marketing. The former is known as consumer, product re-
search, and product planning and the latter, as sales forecasting and marketing
planning. These functions might he called as leading marketing-functions.

The product specification which decides the form, disign, size and color, etc.
of products is prepared by former function, and the production order which
regulates the scale and size of production, by latter one. Of course these func-
tions are well known as a part of marketing functions.

Once after these functions are performed, physical production activities are
carried out by employee with the raw material through technical process, and
at the end it produces the products coherent to the requirement of product
specification and production order. And thus the stock of physical products
neaped in the warehouse is to be sold, it is necessary of the performance of
lagging marketing function.

The products processed under the manufacturing engineering, would possess
a value emdodied through the process of manufacturing and the value is an
ability of physical and psychological satisfaction of consumers’ want rather than
that of producers.

Consequently, it is possible to define that the qualitative leading marketing-
function is a function of visualizing the product in imaginative process through
translating the psychological want of consumer into physical products form, and



production is a function of making up the physical product which is equivalent
to imaginative form of physical product.
VII. The Anaysis of Marketing Functions

The Defintion Committee on Marketing terms of American Marketing Associa-
tion has defined that the marketing function is a major specialized activities
performed in marketing, but its report have pointed out that there are still
chaoses in marketing functional studies. It goes on; there is no generally accept-
ed list of marketing functions, probably those most generally recognized are
transportation or traffic management, storage, market financing, risk management,
selling, grading, assembling, standardization and buying. Merchandising is
sometimes included in the list although many students regard it as a broader
function lying between marketing and production.

Some of these activities are broad business functions having special marketing
implications, others are peculiar to the marketing process. In the first category
are traffic management, market financing and risk management, in the second
group are buying, selling and assembling.

Under this form students of marketing have sought to squeeze a heterogeneous
and inconsistent group of activities. For example, the functions of assembling
and dividing, if such functions exist, are performed through buying, selling
and transporting. Grading, standardization, and packaging are adjuncts of
selling, such functions as assembling, storage, and transporting are broad general
economic functions, while selling and buying are essentially individual in
character. All these discrete groups we attempt to crowd into one class and label
“marketing functions.”

If we take account of this comments, we may easily find that there is an
ambiguity and disorderness in marketing functional studies. Consequently, it is
natural to do a work for reclassifying the heterogenous and inconsistent group
of activity into the objective and coherent system.

It may be broadly classified into two categories: socio-economic distribution
function and a managerial marketing function. Though the former is performed
unconsciously by a business enterprise, it functions automotively as a coordi-
nator of a social ecoonmy. The economic distance can be bridged by the perform-
ance of this function.

The kind of economic distance and the functions correspending to it, are as
follows:



1. Personal (title, ownership) distance~exchange

2. Place 1 ~transportation
3. Time 1 ~storage

4. Qualitative n  ~exchange

5. Quantitative : 1n  ~exchange

6. Communication n  ~communication

The latter one is motivated purposedly by a entrepreneur for the attainment
of business profit, and E. D. Mcguarry illustrates one of the possibilities of classi-
fying it, such as
Contractual ~selling, buying,

Merchandising  ~product planning or merchandise selection
Pricing
Propaganda~sales promotions, a part of personal selling, advertising
5. Termination~sales, delivery, packaging, collection, service
A tentative trial system of my own classification is as follows,
1. Leading marketing functions
(1) Qualitative leading function~the function relating to product
(2) Quantitative leading function~the function relating to sales potential
2. Lagging marketing function
(1) Sales promotion function~advertising and sales promotion
(2) Sales disposal function~delivery, contract, collect and service
VII. A Modern Comprehension of Marketing Process

Leading functions are performed in advance of physical production and it
directs the orientation of both qualitative and quantitative production. In other
words, leading marketing functions have a role of standard in the production
process. ‘

Thus the leading function exerts an influence on production stage in order
to have product to be fit to the consumers’ want and set the volume of

L

products. Therefore, the costs of these leading functions are transformed into
the value of product itself. we may conclude that the leading function differs
functionally from the lagging one, because the latter is originally performed

after the physical production has fulfiled.

Both leading marketing function and production function are interrelated each
other and regulate the phsical production process and render the product a marketing
push power. This is equivalent to the pull power of the consumer. This push
power means the degree of physical realization of consumer’s want satisfying



power by a business enterprise.
IX. The Analysis of the Functioning Process of Lagging Function

The lagging function is performed after the physical production and comprised
by the sales promotion function and the sales disposal function. The latter is to
be performed whenever transactions are made. For example, contractual, deliv-
ery, collection, service, packaging and packing, etc.

Sales promotion activities are the function of facilitating the marketing in a
business sense, but it is possible to imagine that it is a function of facilitating
the buying function through giving a impact to a consumer. Therefore this
function is performed when the push power of the product is weak, that is,
when the pull power of the consumer is weak, sales promotion activities are done
in order to sell the product to the consumer through cultivating the consumer
pull power.

If we introduce numerical terms, such as percentage, say, the push power of
the product is 80% and hypothetical maximum limit is 100%, hypothetical
conclusion is that it is necessary to perform the sale promotion activities equivalent
to 20% of pull power. Because, in a psychological engineering process, sales
promotion activities exert its influence only through the gradual psychological
change of the mind of the consumer; that is, attention, interest, desire, memory
or conviction and action.

X. Conclusion

This hypothetical and exploratory studies cast a light on the problem of
defining the business enterprise as a existence relating without any ism or age.
Hence, according to this hypothetical frame of business enterprise, the essential
character of the business enterprise would be more clearly closed up and then
it will devote to facilitating the comprehension of the mechanism and patternal
features of moderm business enterprise.

And the ever-changing, essential business patterns would be enable us to pick
out the reason why specific patternal life of business enterprises of some ages
were a natural consequence of adaptation by that business enterprise to its
specific surroundings.

It seems probable that this tentative work for searching the essence of the
business enterprise will give the possibilities of theorizing the knowledge system
of innovated one about business and the marketing, and this innovated system
of knowledge would be valuable to deduct the type and the kind of the patter-
nal life to-be of future business enterprise.



