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1. B

Fhobrii o] BRY F luk 2 AlGe) A LAEL HRilEol o RolH Yot

2 mtelAg Y BEo 2 e B EERS BEFE RS ofF =8 =@ A4

ol £ 1960 ) HAFAAFHE mhobl BB Bire okl ABNOZ TR
ol 792 Ao % B 19624 ®rA sholAl § B RF Marketing Science
Institute) e} “HAel WIS rlob YRS R H$RE & WA "t WE 2
HEERE TYHT =Y clebl YRS BA T olrbA ol Mrkes] 9ol BB
B9k (scientific techniques) ¢ 8.0} gl BWAIHAF MiEstd el A" On 2 gl
AE ol E A% REL BAol ol RefAz Aed ¢ 4 Ao 1965%e] FIFFA “whe

75 el §1o] 4 #] $HEB(Science in Marketing)" sl 4 3= o] o] &7+ 3ol 4 23]/ & “19 4

o HWEE Tt oS WANBHS rlobA D HEE sloll Y3 AAE 2E At

o BE AREAA HAE T 5 YT Aol HaelA MED Roln ol e B

HBNE 2% T HRY ASAd REBE #Estz doltd ol ¥ BisteA o

£ ATl shof shol Y BHRY RIE AT BWhol o RelAz gee Wiz dE
BE: EAER EHAE SRSERER WA, *1?#(&132 AR AR B,

(1> Marketing Science Institute, The Meaning and Sources of Marketing Theory, L965 Foreword p. xi.

(2) Schwartz G. ed., Science in Marketing, 1965, preface, p. xiii.
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Ael .

JAY o fdel BlANMBY RiH WES AW Bhol T #EHx dL
mlolsl = o] BHB{Lo} slols DEBe SEE AN vz dol A g F
gl

ZE o vt ERBESE AAAS BEs K] BET RES YHLE AE
A MENHBHRE AT FL Ad2e BRE 1S iz A2E Y RFNIE MEA
F O “BHBE BEF ] ZE AL WA T 2L S ElA BEY B
Me FA SN WES LU HEE ASH, BUE D Wxs BES BHAA
EME BEAZT 200N FHE BN At TRE FEHL ¥ -8 K
FHE Folu et AW AME ol Y& Tolwnd EERE =z et 2
A& W@ 2 A BRY 5 U BHe S AAn WA GRS A Eed

2ol wha B EAY oA o}FA HRE gt ALY FFH A BB

g k. (FEDIAY) $ele FHOHL T HPT ARKHKTE BRELEA
ol A& Wb 2 FHNE oY WHEE stz volstd @ (shelter)tz 23+

227 HEES R BEYCEA 2 Yozvy HEE BN S AH W

Wt 2 Ztee “HBS Hie) DEolw WAY W o EAESE—akE ¥
WAAT S BHE AHAHT e MEE Bl HiNEME oFF MR
E A" Dol7l W Eolzt sto] MBUIA Hllie] UE A FBUL RS TR e
O

oT4h e Himol obvzt sty o %g AN WEMEIL Mkl BME 4

o EAY RS pRREY B ARG dke BRes MIRERECl B elste
A% FEo) A gl vl Fe] MW g ERE AAA 2o BRI RKE
B AT TR Fel Masclokt A g Wrh. 2T olsh Fe
EHRHMEBLY HEe HAHE dolAAL clolYHBLOEE 9T 4%E AA=
Yr AYAT meEEe ARMEAE deoe oH Y RRE AN I e BR
984 2=t rholA Y pme A E ol & Wik ALe FWEL +E o+

sjukshd AT chotr W BHEe]l HPolE o2& FHES] ME/L A FEHLY THE:
o] Qomz vlelA HfEe] RyATT ¥ W T o ¢ P& MEN HED AT

@) [ )& EWEmMH. Gyoreyi, AS., Sciénce, Eihics‘and Politics, 1963, FIEMS, p.52.
@'( Je WKEIMSY. ibid, FEHE, p20ER
(6) ibid, I AHE, pp.32~33.
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e ofdll o ¢ THEREST ofd] o) RolAz glowe® el A AL42WA Hiwe
ZHE A 3 Y & Qe vholr R Rl o N 4ifER) RTINS ool WS %
EREY MM REEC Mo SAET $AE i MESEL ARz o)
Folel oW s o Qe T e} ebolAuBiEs (sl WS FRMoET A
H 2wa g,

ol ¥ Hste] mix clolAY BB RS MY MRE TR ohe MEo #R)
HEE Shebdt vhg clolA MBS #e PRIAAH 2z Wb, ol oo} o]F A
& whobl YY) LEES 2 Bk 9 AT S 40 e slol el QoA e
oz BES Moz &l v 4.

I. ool EpisRe] girnt RM. ’

1. nLOHAIGI2| M0l CHEF Bk

1948 %ol B.2}--(Brown,L.0.)e] 3Eq=}o}=l &) Berel mid %S Do} %ﬁﬁfﬁﬂ] |
H AR BR2A “rlols] YWk o = (Toward a Profession of Marketing)” 2} = Ry
BFRIGEY 714 2& mlolE & BRelete HIFMNCOE EEHAE dgoy 2x
PRE AR T, W0 WESE B L EEE 49 £@n HE2A P ds
INE (research) & MEifbslod obgt Wrhm XY £l ol o] “slelse) 2] BiEApkel &
i@ ("Is marketing a science” debate)§ AT B47} gtz Fon,

o] Facol WER ool —FS MENMRCE BWEH o¥ Hwe Lidgdx
shedl ® BRIV LA Rt 7h3 BEI HES v (Buzzel R.DDY pareld &

(6) cf. Kelley, E.J., Ethics and Science in Marketing, in Schwartz G. ed., op. cit., p. 465ff.
(7) Tayler, W.J., “Is Marketing a Science? Revisited” in Fisk, G., & D.F. Dixon, ed., Theories
for Marketing Systems Analysis, 1967, p.11.
(8) o=l ¢t #wx ¥ SRS bS5 o ‘
Alderson, W & R Cox-*Towards a Theory of Marketing”, Journal of Marketing, 13, 1948
Oct,, p. 1374 '
Vaile, R.S. “Towards a Theory of Marketing, a Comment”, Journal of Marketing, 13, 1949

Apr. p.520f

Miller, N.E “Social Science and the Art of Advertising”, Journal of Marketing. 14. 1950
Jan., p.579#

Bartels, R.T. “Can Marketing Be a Science?”, Journal of Marketing, 15, 1951, Jan.,
p. 319

Hutchinson, K.D. “Marketing. as a Science: An Appraisal”, Journal of Marketing, 16, 1952
Jan., p. 2866 )

Ottenson, S.F. ed., Marketing; Current Problems and Theories, 1952, p. 116

Newman, J.W. “New Insights, New Progress for Marketing”, Havard Business Review, 35,
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2 g5 @z o @ HREE MBS TEIT R oF Teds REd T
Ao EEEE miEel B Hu e A4 Adss fEe ¥4 Ese q
2 “iE#5BEE (schizophrenia)o] A2 AAY @lide] AEz Asievt BHRMA(post-
‘modern)e] glojAe] BB tate MEEY B oToyozA oHT REE BE
Woluh ol & ot A28 BEAA +E 4 QAT o Fz g FH0.

JEF mEe BES AA ctolA DB Ryl U@ FEMd REET ol¥ HE
9l HEel A ehols Bl Ry BBIHAT 37 AR Bhel Adzz FP&= A%
o BEtd wieb Roh. zgchd Bgame s BHEBE Fololn AL ofdA HMEHE A
Q77

2. RWo| MM M W M

HB(science)ol 2k S8l 5¢ ST gt BB HEME A HRR #H
o) EM(body of knowledge) @ ol ¥ § #Bkol ¥F Eestz ERMELE AME
W@y o8 MBS F JE Pk AA BETB(research tools) 02 R £ A"
o)tz w&kHA = ek, o= T MBS BK} AL HHE(act) & WEF22A o
AAE Aole old¥ FES WMHH S TU AMMEA S BWEAT ot oiHE
WS 5= BRol B9 FEE 9o Waste ERs B#s 84 2e
Shofopat Bhi Zloln] oot e BES ol M, ERES) BWEE HE HESH: S

o] WUHT theol o] F oy MMM MR B = AXmo s EEANA
IR E2ES 2L Aol B BRrEosM s BEoZAY Miksl HiH
ERd + e Aol '

kel og MR ERMY BB ST G DAA 12X ¥ KRB
(perceptual plane)s} #&/mii(conceptual plane)e) FRHEE 7HAwhz shed gi%e K
e HWE WEEHEA FAEE Aold el & £ BRHMIEY (hypothetical
constructs) & T st HE&ol FwH ol & WHEAMERS MBiktc] =t ol &) HE

1957, Nov-Dec¢., p.95ff
Oxenfeldt, A.R “Scientific Marketing, Ideal and Ordeal” Havard Business review, 39, 1961.
Mar-Apr. p. 51 .
Mills, H.D. “Marketing as a Sc1ence Havard Business Review, 39, 1961, Sept-Oc., p.137f
Weiss, E.E. “Will Marketing Ever Become a Science?” Advertising Age, 1962, Aug. 20,
pp. 64f
(9) Buzzel, R.D “Is Marketing a Science?” Havard Business Review, 41, 1963, Jan-Feb., p.33ff
10) of. Taylor, W.]J., “Is Marketing a Science: Revisited” in Fisk. G & D.F. Dixon, ed., op.
cit,. p. 11, . ' . L o .
{11) Schwartz, G. *Nature and Goals of Marketig:_g,Science", in Schwartz G., ed. op. cit,, p.2.
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haden I

ERREAY  NAEE meosk
(EEITD (R

<H1> #®2 ik

MRl amo e Wik ol ol BRHA =& F@eld gtk odg A% oAy
C'sh ol iamyel iiks(linkage) 2 743 4 9AY F& C7 9 o] o3 Wkse 7
S Qs BB EAMEDe B HRETA 4t ST 40D Bk of okt
Beh mebd olE Cob o] WAMMES 2+ MBEYS MR WE o8 w0
feshol Stelobat ae o)k ohgsl MBEEHE Mol Sloloke Ve AMRIES
RS HESMETOl S ¥ 4 9t BN intervening variables)o] <&l o] 2ol AT
GBI 1Yol 4 el o] WBFMES WMo iighs) . Qv 2 Zhse WA e
8l (rule of correspondence)o] 919 YhEhi = Ao 24 s E(k (defining)o] o o
£ s A S WEHE A I (measurement arangement)7h 9188 )
HE Roloh. WEITHE BABE HRG HMETS 9 MARE Se Aot
BRY EaMEys s fEre T MRS A4S Aol WEFESY M BEk
el B WA EBEHS Gsomorphic transformation)ol AvjA oE Aez4 WEPDA
e MRFENA MEAE 8T BEY BESS 58w WEe A4 445
E HEBONA BEEA ol A R (reference group)el b Wk (class) R it AT
E& olo] Fabe Aojth webd BRN MRS WARKS FUBHRS TH &
oo Y& FEANES Bl FBREM (surplus meaning) 3 Z+: o] 7 Frjun,
et shibe] HAMER WA BB A 42 DAY BB HEEDA 9

(12} cf. Howard, J.A. & Sheth, The Theory of Buyer Behavior, mimeograph. 1965, pp.1~3. ¥l
W, “BFTHHEOEMEL tORYE", AAMKERR, ~—r 7 127 & HE%, 1970, p2,
pp.21~22 B, Zi—, “BEEE L BETH”, SAHREARE, BT, pp. 117~118 BE.




IS, o] o RS BN 2 WMEERY 28 ookt Hwl PEge ¥
e YA E B o s ERNKESS RENMBIEC MRY T e EAERE E

a7 9% REA ol TolAckd sel e gHoIE WAMKE 53 MRTEA
Apolol @R WS BERiol Fisel BRORBE 9 Bl IR Fe A
o] e}, 1@

ojs} o] BB WA HaS MEE AEATGe T4 HBR HR R BEA BR
24 BRE —Ee B 2 HANEEY conceptual schemes)ol HEMBH 7 (intercon-
nected)o.2 4] of& ore 2ol Hvh HKMS MEH WIS ¥ HUEA e (fruitfud AT
o)ehx 2B (Conant, .B)7H 3l @ BHae] Y A4 Bk o 2 stel 471
5 chobsl o FHEol ) & WM LS BALE wold & A el FE Al e T A A
Gebel 2.k “1030 ERe] WESHE Whol D AW FAl il A% ERTVT
BEe BREE 4 AT SeFe Aolete 250 Al BEY BEE 2AT2E2A
W BALE WA Set oy @ o5 A= (episode)E T RE BB Wil R

o o} M (provisionaDdl Aoz ¥ 4 JAT A% A+ k9T WL T A
G osz gz 97 # el

Z2.2ete] & “fHEo] 3 AN (speculative enterprise)ld] A2 opeleelsl ik
4 (validity) o b EBRel SI % A28 BREY BHE S oteltiov F HES R
ol 4 Bob 2 fERAE ojw sk she Aol A8 EiEAch shekd ojdA YT Bl
% FEEME(certainty) & RS Aol ¥ St fom edd AL gte2el MilE
o E BRE A 4 WA AAFE Azt T FAATE= =2 3T R ol

whebd Z7b e flE HEER(valid science)s] A7 HeHES 2ol MIENE B
AMEYEA BRol Holok dohe AW ol oHE MEME At ERT F AU
Aold =W zAL WEOHENHE 2o BRLA FA 2L 2o @il B
ol Aol o8 AFE 2x e Ao z Dz HEHESBY —f7 HE olF B
WYY BB 2H0 A2 M where A e HREE BE G2A Do FH 9
HHe BBHE o] W (empiricism)®] BEE FolAv & Higs ®WEE Ad:
HRo.E sY5olobt et Ao2A REUCHE M KR (ovtcomes) & BWWT +

(13) FINFEE, “RFEFHREOELMBE L z0RP2”, BARERGR, WiNE, p.2~3 % p.23
(14) Conant, J.B., Science and Common Sense, 1951, p.25.

(15) cf. ibid, p.28. '

(16) cf, ibid, pp.25~26.




AE ololokat Fete Aol 0

ZE i ol BB EHYS s Bwa BHllol v B =& AEm< el
BRel BB HWENENY S U = 9 2 ole ¥R AWMl o Fy
HAE RERRE SHE A REREAY 20 4 FEAY ++ gons o] = &
B oo o4 o wRLe 2 AL o8 e miEmEme e g

o BEE BBEY RS Sy4n Bl &2 e SHRBEF] oo 4 u] 5

B WA WP o 2ol mEsme RES 2 S BHE ALeAL 59 =

ol W& KEBHA o) 2AF oo i FolZ2 ofsh T Hhkol 4l ol @ kol
THE BB REve MBmmi e WA BB BEY 7Y€ oo 2 Ade
AbAl o] e},
3. BLOMAIEINB mRLy B

dolA 2 ubo] 9@ =) njols)ypao) BRIBESH A vhgs) ofolol Y Bt shal o
T ol Ui 3 o) & gmel BIFLSS = B0l lelokt & epyue
AL Eo] o] o) obal sty 23 o ewd mlobAYBRE oL Fx o it}
A BRI de AA?

THPIREGIR oy st Y RSl B sl Y Rgst B o] oJuw 279
{behavior) & ## 512 YehE Aoz ol: 2w XEA 3 yA MiEz Ew
AeE T oUW BR Bme wRH RR S92 BT 5 QAT o
AR e ATz ok HEY Bue e BERTRE 2ol 4.

TEAR A ol e Biol A2 gl YA Gord o%A 9 RAAT o
AR LI RGe) Gt 4% WRAGE T WS FAUANT oUW mEE Ges
ZE A AR WA A4S % ogleo,

D PrebA =G HomEe] Wifdol wheh sEmle] chols) Y Wmg A BRSO B
A e MESI] 99 WERE] I RAH ok ol el floW REEERTE
37 eiget,

@ FhobIgERdel %o Sl d Mbol WY + Az =9 WS T Eme
o She ETBIE T sl WO R o) MEES SO KANIER (over-all corporate

-activities) b th LI RS 3 slo) o Ho] %Y L] v A J¥= @i

(17) cf. ibid, p.58.
(18) Schwartz, G “Nature and Goals of Marketing Sciense”, in Schwartz, G. ed., op. cit., p.7.
-(19) cof. Marketing Science Institute, op. cit.,, pp. xxii~xxiii.
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el m E@ Hokd 37 AEel of MAEe BB WA A &5 EHET g

(3 BN ARBRLEAA tolA T & 28 ALY b 2 TES BRERI Hof
Az el A olRel MES il 1AL MRS b 2o A Bl o9 B
RA AEE 94 B@HA 32 & E Aol

‘2t o9 & stolA YRR ulgtel HE mlolARERE ol AEE R
e AL

A BEEe R Hol BRMe T WERATAY &l FAT £ AAT B #¥
o] el Haos(a collected body) 24 2] sholA EMHE olAA FE3 BRAZ 3
gz #E olfth 2w olsh 2e chob Uil ¥ BRHA £3 BgE of
do] §lE AYM? 2 BEEE 48 W AHAE & 4 Ak |

A, GEEE 59 stobAs AZUAAT F2 obd Y BRI FREANN AL
oot KHKY £EAAE ctob D BEES £%E U8 1Y HENR sl Y EBIS
AU S AST BERES Bo2H4 BEMED MANEE s AEed o
AEe ol gl QoA S HREE = ol" HERo - MBS Azt ozt
se] WIS 98 ME A Pkd QAo olyal BEE A $Udm = o
© BRMos Boot B (ST e shobr W WPIRHLIEC stobY e #
Bl HET = AAF o] F- HEMY BEEE ANEZ IA FeAT shgon
Bs 250 KEmel FAMEES 33 AHgE QA 25 £%) HEE Y9
A 0% AMSA 2z ARSI sheolgR ol |

A, GE RS 33 FEY BANERE ERER S04 3 GHEEE
Bl SlE BRALSC o8 R o RolHou A4 WEKEEM RS A
shob 5 o) #EE olmth o %A wEHs W Eelh

A2, holA S BAC] e el M Dol —#fLet B FRe) SHx =
¢ o€ BEHE woz EAE 4 AA D AL W Loich

A2, HEEMOl WaFelA ol dWAEE drd Yid: WHE ot BRE
BET + Y KBS 98 & genz shebigERY MR AxdAd T 5
Qslon weld s Ao fMkie] HIGEE e SMe) BEEel 2T BRHY.
47e wE@H % - e BAE A olFo BRATS BHAR Wt UL obA

(20) ¢f. ibid, pp. xxiii~xxiv.




% olgdd ¥ BEE 9 A% BSS okd Reldh

2y ofell FA @A FBAAE & d EES EFRS EE M E stopE &
T2 M@Eolzty] Bele ol % 28# v Hiffi(art) YA Hk(technique)o = Heo} g
X7 d gl BIEY mlolsl o] ST YE ASWS ARMAEL rlolA o] o}
€ A RS e Aol ele fid 2 e Bidd ol Bkd Ewd K.
1E7F A &7t g st ol F rlolA Yol s BRY A Biel HE A
Hi (conceptual foundations)7} fegns] o] A&-& Rygsts 7lol7] @ Foj,

olg 2 MBI A doz9 slolAYBEY BEBES YdAE FARGE ool
HE B8Oz Firdld e BB fEvel LESH Jolsld= BB WE fulE B
fRst ol & viRle 2 3 BRMBN ] FiEH Aok ¥ Aolch. kil ‘BB gnA-
3t AolH (to know) Hifie f7@hstal(to do) she Fol7] o Folthe® ababa pkE(
olvt BRI % BLLBYEHS BERS T BHE ol FolAok sl Awt ok & wps} e
Bo el Egel ¥ Fo] ohga 2L Mol BHE o] s} il o Fejxo}
gk 3h= Feo e,

A, slobA A HELE G BMESHEES MRtz ol w2 WK
HRE T 5 J& SRE @RS dok i

A, rleb R BREE REA do BErBES REste o F videz BRED
g del B} FRAMe] Ae ohE MEnHHES BRI E ook 3.

A, FolAYBBERE F4 HES #MEe 2ok FRAtk AT BBILIES s
ol & AA S Tiggel Ao BB e o]} HR¥L] B F 3 ot e},

Zyed o E B ok B slolAWBRY FHROZE ouE Aol Y& 5 A
AA7? '

S BRsHs M@ (1) Rulk# (descriptive) (2) BEH (predictive) o (3) Hlmgy-
(control) ®MFe] A 7}A] FiEel glvbsr Jho, 2

A, BB ZRMMEe R FRER e B —2BE delils ojw Bk
B FER(acts) & @it o zA JdF S9 ERY HE drleld Hekd 92 M
e hEES B Fololel BEfllel BTl whel ) EEBANS EEhol v Mkl o

(21) ibid, p.9.

(22) Webster’s Third New International Dictionary, unabridged, Taylor, W.]., “Is Marketing a
Sciense: Revisited”, Fisk. G & D.F. Dixon op. cit., p.14.

(23) ibid,, pp.12~13.

(24) cf. Schwartz, G., “Nature and Goals of Marketing Science”, Schwartz. G. ed., op. cit. pp. 2~3_




@ kot AREAT BREE BHA 94 FHHLH oEde 9T WAL o
A ®EDEAT B AL vh3 EBOWE descriptive facts) 24 ol & sl st
SealA olel Hol t MY b W EBESS 2 4l I KE: AFE A
3 mhAAA 2 stol Y El A Folo} ffEste e ¢AFE Aeich. oldd &
BHEKS = B4 HAT BET MEgsd Ft oA oE e RSB FH
BE FAste Aolth ol #Mo] T FAE (descriptive science)o] . |

o, o) ¢ DRWERE Aow b IHBEE o= od rlolA Y RAS B
% BEH 999 ol 5 HERS WAL oA Aok o9k 2o F22H shols
YREEE e gk TEAFET BREMBES EETeRA 2/ RS
WEse s, 9€ Aot 1A clob U EBES BES S T A Ay 2
£ o2 WLE WEHZA S BEst ol RHol A BR Abolel Uk ERMWM(cause
and effect relationship) & EE3H 2 AL GEd ol T B =R —@AA 4
REME, oHE UEOIA = AEAFHE BREMM Aolo] 29 e WRE BE
= 3= Aol ohdg FakE Aolwh. shubEh ol Yo o KR FEE 5
A pREosM Wzs AsaAE Aoy ot 2uEz wek s oo RE
ERES BT & 9A F72 @vbd ok z BEEAL ZE vl YR Rue
ARAE WEMHoZ HAT REL 2 5 e Aol

A, shelYstEEs clolA RS DA E oY PRHKES ¢ FAAA ERSHA
RS % 4 A 99 9ees 2k A Aol ol UMAHE WA BRI
Fe) WEo) RS BEC) % WLE AAA ek obdst ASHd ML
ARz BETEA HEe olsh ol shel weF Tob o= gt FEISHS W Tl EmEsHA &
Fe ¥ 4 % T AHERED ol F BH Aol REMF-T 2e¢ KBY 4% 8
A RAchd olwlo] ul 24 rlops ® K HISHM (control knowledge) & BifEsA H =
Aol ol T MRSHE UA EREMEE WEALOZA TAROZ od Hue
AFRRES 85 A BE e A

23 chebA Y BAEE S KROERS FHlol MET = Mikats ni
JEz oHT HAM BBROFEES P4 BHY Ao Do) Yojokat s WEM
3 HEGMRE o1 EHoE oldel HED ME 292 AL A4
S% @B ALSE A gon d5E Aok

2 ol A & uhel e B HRES MRS HEoE A& Aolmg oyt




h

22& B vhobi Y RHEe B ol #9nd olH @ MRS MESBEC A Al WA
HEMNSE BFELIS T2 BR BR ol FoAckt § Aeid

2HOE oo 2 HERS MEE YA 4 Bl FiTsolokt ¥ AAA?
o & HHMAE rlobsl e & EEolY o)n] BRMRIT BE e o B8 uiA &
FEo WA= WRBRRES EAC EFEEEd oldde ohgd 2& A AAX flEGe] A
o fEHel A5 oo,

(1) AZ(content); ol & WEI = 3= BRL W, T L Bl Aoz4 o
=3 B @A0shr] 91 FE A ERe 2e9Az ded ole A BEeA ¢
= {EAE 4 sl

(2) Bi¥k(techniques); ol& ok £ wps} b2 RAS AIHSHE HEL2A ode M

E R e mlRe] o olu @ kS AR slold Rl shalE BIF J

A s o] ofut Hoh.

(3) & (concepts), EaF(theories) 2 EigpYolol =] of (generalized idea); o] @
I A EEER (practice) s [AIF AT otod & MRMls) KEm ERST MR
dhe Aoz A A geld T HAS FE 3 FAwhans By HES HE S
ol g Chow) st WA e WA BAS Wl 5 9 (why)E JEplE Aoz oF o
£ SESeY BB 2R BATDE AL 498 BRI ot ol F AT 4 3
o 2 fEmY + 9% Aolw, |

2y b cholA W HHES ofw @ Rifolu}t HEMo 2V odd Ae oA {5A B

& T e ALY RESGE @b BB U A SRS slold Y fRe RURBS

ARAE oAt Al A4 HFRE T F A2 AA7T o1& (R 1y} fiRs] e

HEL rhobA R 3t PR (business disciplines) o] 4 o FEMTF#BMC] 22 THNES

<3 1> OHOASHBUHQ RENE WX SHBe] RBATHER

R Oom 0w g
B g He
Pe % % % L &
#ook A g 2 A& —
S A 2 A g ~
T8 R B A& 3 AF
HoE B 8 - A &

B|HE - Marketing Science lnstitute, The Meaning and Sources of Marketing Theory, 1965, p.11.

(25) cf. Marketing Science Institute, op. cit., pp. 10~11.
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BEA A EE A e HEatEe] Eltel 29 4.
flel A £ vt} =& = o5 d rlobs B RRL BRHE A REHE Hoder A
T WES & Yo olHF BREMBII TEI =G BES clebAUBEEA A
gty T o slobA PR B BEAY EEHT F ot BESHE A

I. olobai 2 ISR DL fRER

1. OjOIMEIREED; ofo| MM

ot Al B upe} o] BHEo|t ol HREL A st Aoz BB T AT
HRYi B (intellectual satisfaction)-& 93t TR o & A 7hs| 7] ufglolnt, ol & & FHEY XK
Wty A BB e (primary and fundamental object) © 24 ¥hef Bl o/ U ¥ EME
EBREA S9da #Ee dE Bme dd BRI S g Aelvh, BEe] EEBRARE
Mol WA 2 & 9 AL oA 2o HEY wo] Rl 2ol BBy ohvudle
‘ A 270 MMHMES FE FROZA BUFHY= ool KiFste Aclw. EE
' olel % RAIEIE (practical value) e AN Eirel old ArE A€ sk EAle
| So)So] EiMyoz =@ HEMOD AESE Uk MM 299 (behavio) & B
Zahe] Fx Aol7] W Eelt®, Zzdd BHES $IE st T AWHAEET HWERY 5 | ‘
RAF BEEH T Wl e LS 2 4Rigol 4l $UET (judgements) o] FIEE
et Aeols] Ml o= FEyol RiBale MM Fol A9 EERARGS {REe Te Aol
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