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B | (Gestalt factor) 2] WA o] 8] A= H o
140 Hgke] EAA H B $HEel A
oA HE AL dubH oz 7 jiske] 8ol
Agthe v EE DR &l ok,
argE £ 4 AA Az FHee, =

EdlA FEE 249 £4501h 2 MWK
B o= d #4d S, =v o8, Bic
ol W, ES] Kk 2L 44
AL G A, JLHAo=E ERE
FrEfEe] REm Mk 984 23"
o] & AA e ERo T AFHEERE} ¢
Aol Ao} '

ol g3t Z-2 ol kA f¥e] A HEETH
o SHHDE 13 AE5He] 2o} & +
ek 2 o) E A7 sHH 2HS FEAL

12) J.F. Engel, D.T. Kollat & R.D. Blackwell, Consumer Behavior, 1968. .
13) HEEs BEATES 9344 BErddyd d8a & 2o 23l = gtz & &+ A

( 1-10) MWITHY HY M2 ZY

o] r] 7|
S

o 0
(input) . (KR E) {output)

Qui oz MEXE fHidd WA R HEY P EHmEm S0 AF HES PR = TAE)
224 wolEolm 114, €7 A BEEY J¥, 53 238 LEAES AN GLd HERSR == B
Hhseel ot MY KB 2A o238 Aotz Aoz vt 743 919 24 Efldl 29
PEEGHES, ol Bol o ¢ M Fo) TS Az, Al EHBEMA Y & AE AAdaEe ¥
2 BEEY EEEe olyEozA EAFE Atk 2#d AEF ok ES FdEdE MEEANY &
B EEES AXA FLHE BERC A= Y o] ¥R ok $A3 APz AA Fed, ¥
E Bxen v #HY & gltw 84 o Eu My Fajs gAcAt AF 2EIAAY HRETOW
- 7] bl o)l B RaREd AL & HERES ML e AdelAY, ANl 2 i)
3 A9 Uiy BEDE 2l ksE etz ¥ + Aok




AEFIY Aolul 29 fHHE Q5 (input) o 7 3
A BEBRBRES ol (output)str] 7=l 9
FHe S LA BRI da MBRyes
W2 ¥ (hypothetically constructed)e] ¢ c}.
oA E A gEFI Aojula 1 AN S ERE
HFo 2 - HE=E A ﬁ‘?ﬁfh‘i— o
A THF S A9 ndslolql o gl
A ¢holx 1060Wt) REEYEE 24

2] & (consumerism) o] o 51}, BUBRIES 3%,
L HRERRY & 5 AV d4 o)&u
el = ~ehe (ife style), A%, WEHFE
(consumer’s benefits), &% & (quality of
life) 59 A2 Jmgaoe] Xagre] oz
2 gleh wekd o) e gt FAAS A W}
A BRI o8 A2 $ TEREMN 7S
BRFRe wabdel, 25 WHETEFHESESS
TH AL Bl mERELs Seg
DOEERRE o A HREM (F EEER)Y -

Ll MES BE . Zaed, I RS

B BE3E A2 20 &L o 44
2 A% B stx gtz & £ 9. 2
A5t 19809 e Eddl slolz ~ege §
Bl EFEA2E9 mdfh o] 2o 7
<= 477 AFE2 9 Weold ¥ gha
3. MMrHREA =ML BREIE
= ASE W o] Bt B BEBEAHE
92 zEy 2 BEEE B4 idEh g9
o #slE As zHFel g Tl el

WEA, AAe] el WHETH o T
A HE ¥ asE ggAae A
Bl A G, F @A ¥Rt

WA e ¥ 2 2HAE B4 48 4
35 &7, & WEE2F (consumer group) o
EH (@A BIR) R - MR - BEEE - it
BHEE 5ol A4 2etAA Hel Joh. oA
< o] w19l vl BRI 2 7
A& e oholAl B vl At HAL
FIEREE e HEE 25 daA 24 o

FE A Jde B3 2o g 799 9
FolA e HRETHS B8 - S92 944
A 2 @A ge] B HEe & A2
A A 8RS G opgE seh- F A o}
b iRt B Ee R o

A HREE TEA AR 84, 5 B
FIFLE2AY 7 A5 pt@kES vtz
dgrte AL EEEGH vkobAl i8S
HHol7l= & ¥ ofvizl, olsld Ft@ks]
oAl AZo] 2 MRS BEA A & o
& mAEE AYHog FAdor e A
A7 149 FA% Aol AAHE g0
1= & Aoleh. v WEEE T4 A3
TE WA BERE2FoZE d g g
T 2] fifEd £ leod, 7 FE9 TR
g3t gt

O R h:WEEN WETH A9 U4

CAMAE AdezA setge Ao oY AL

g, ojw ZFBfrE gotsE Hol Yay A
78 A HEA, g4 TkEHY mBEls
Aoz e KEIKE (mass marketing) <)
BEFXTNAY rlolA 8 iEgHe 2 F R
HEETE = 758 o) %4 . 2 7%
A= 53] FREEMS] £HAYELS ol
Ayt 283 Qe ofd vlolA = Big

(W 2) HAEE 594 HEKEERETL)

14) v e 29 BWREATHERS AN Tl Slol = SA024 Jea o] MEstz 9. (EEE £33
B2 B A7t got, o] 3% FUE A9 BE S=Hold, X A REBMA )
RMAEE 5290 | =5 FII(W. Alderson, Dynamic Marketing Behavior, New York, 1955, pp.

144-163).
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o249 sopd ol TE AN v

oz AT FUAE el QAR BEE
MEE - EA%S 2% A7 GF Tl 9
A F49E AEE Boh, I hokol
29 4% A4 chish w AAHezE
AERst 2 ALUA B B - A o
A GdE A, 2FezAd 4dAG 5l

C o o ASHAY A Ee] ALHE

Aol Wubaejrt,

@ MM EBETEC) FEEMS oI
E Aol 4ardd AAY, Hol GepAEs K
H (small group) o= stotd &= QA )
AA Mgl R AT Ee] 2gelaE, A

B} 2 zo|dhe mlelgtEs}, EE Hlge] Wi

AgEr e A48 5 a2y TR AR,
oz Ax g&Ael gler A=Y (informal) G
A4 AL Fael, A FaPFe] o FA
£ oz dt MEEE s1Ed A+A" §4
&N AYF] T 4FL vAA A+ A E
A9e dFGAE 5D e AL EH o}
€2 oA £ AYFE SuleA] o)
s ok o] @A oleth, M A= K

Bpro] glelM e X@e A54 2ol AW B
®e A Y AstE HRAC HE Y
o] =] (opinion leader) o] ¢}, 19

@ MEM : BHELSC) 2 HE FdA
o wEp EEelA Fotd o 22 HEREm
(reference group) o & vheluicl, e ] 21
A7 &3z Qe 2F, F& AV 4%
Foz dtz 4dx YFske 2F¢ A,
cholsl W EREES) AAS B L FIEREo 2 A
o &AL 2 FEMEE SgEel ¥ A5 B
o 2 A9 &uAYFoE AdHd K7} gl
oo} dodstth. AL A, & 4¥AD BE
#£m B BEHK  THER T4 2 5
deE B olsx] dedn PFie FF A
7 s Eolr, wtehA o]z q Agto] A=
JE BEfmaelY FERERE A5 A9 A
BRI zA s Ao AdoEAY 4K AYEF
o]7| = 87 @ ol :

@ REWBEMW : ol =l g REBREMES ¢S Y=
AAgchd A pgEFS b - P
TS SRBEoE Urel, olF mEHS ¥
BEzFols 9471 gt

15) Az 59 AFe 98w, “opinion leader"oj= MHAY K¥es ZEE Kol e, ARA ol A 9
“opinion leader”s] Efe Wtackeste] #AAd oA AAHER wlay HddA AGHAT A5 &
Z9 A% S TRAAGE Aok ket 299 “opinion leader”s] it © REMERL&R

b B i, THS o= A, @ ol L AelEd QA 53 (R, RIE SN T

st o £ 5), @ ki S 94 S35

Personal Influence, Chicago, 1955 F=).

AAH7 wIZoj(E. Katz & P.F. Lazersfeld,
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