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2= Bl oA 2y Ro] mtelA R AL A 2 Mol Hiko] s d 3 o
N 10gEFEEeld 2 Eamel ot AR F EY #HAS ZHsd auslx9 HREES
FHA Bz Fo29 HEE 2Ad RE AL E3 dE dolth © ulolAI R oA s
e A2 RALE A3tz H &8 ok drvte 873 HES 4 2 RK=S do
713 9l Bagozzih mtEiY ZTHFEGRC] AT A RIS WEL Ao 197450 @ o]
Al o] o] el AT MEE HrtE UEF A Holok & A7)7t ol st A2t

Amdts spopsl ol d FEE A7A @A sots] Rolok fotm Gk © 2 R
whob#) B BBRYS] RERY, By, RIEMRN QES o F= oboldl ) %8 (marketing man-
agement) 3 FokE oA WHIS] AEEIEC Y —MERMRY Jastd BES RS
A FRL mhobA W BRI A R Bl g4 Ante] dwF 4 Q) ololsl YF
B (marketing as a science) & wlolAl ¥ H&Biy WA EE HWS 7'1;“3 e A =

#;E BRI KEBE BREBXE BEE
(1) Karen F.A. Fox and Philip Kotler, “The Marketing of Social Causes: The First 10 Years,”
Journal of Marketing, Fall 1980, pp.24-33; George S. Day, “The Product Life Cycle:
Analysis and Applications Issues,” Journal of Marketing, Fall 1981, pp. 60-67;: Alan J.
Dubinsky and Richard W. Hausen, “Improving Marketing Productivity: The 80/20 Principle
Revisited,” California Management Review, Fall 1982, pp.96-105; P. “Rajan” Varadarajan
and Daniel Rajaratnam, “Symbiotic Marketing Revisited,” Journal of Marketing, January
1986, pp.7-17.
(2) Richard P. Bagozzi, “Marketing as an Organized Behavioral System of Exchange,” Journal
of Marketing, October 1974, pp. 77-8l.
(3) Johan Arndt, “Perspectives for a Theory of Marketing,” Journal of Business Research,
September 1980, pp. 389-402.
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o wlolA B¢ it@m BESt FAAA BREAD mloAUHR R FAERELS TR
e HiBme 2 Rold Fx Aol EEK/T 3 Aoith AdAE vl &2/1248 stot
7 5 (marketing as an ideology) o 2 vlolAl R o] BAR i EEES W@ HEo2
3 Qled BEAEHERGAR BE L sl @Ry HEol ok

S} o cholA Y EMT RetnA T A 49 AVA EHES ALY vheARH
Bl g chSojok dhx, vYelA| slolAl JEEY vlotAl Y o)F &2 E Aol A RSt ok
@ moleh. o kebd MR ME Tt W EEY BAR MEL wrebA W ol 27
r FHE R BHEtEe] aFste RUIN, BEA, sAHel @17 AEelth 2@ b
AT @A Al mdts BEes A9z QL mholA A TRERE whobA
HERel Bkt ABK ¥ EYY ERECD EEST RES e Relok ¥ 7ol et

Aol A& mholAl W LB EH S Bagoxzi®) ML@AY TREME TAoE HAK LEREMR
I s 2w, 29 Hipe B85 2 EAN XS A4V F 29 ERel sl YH
Bol) o] upA § urE MAtH nx, 29 Ehém HEEERC st 2 v BAV HERE 2
H X % AR o) A2 MBS REY LzA o sl APERKS RYstede
BER AEe T2 vl EE BES WEstz J MM WA A=di fEs S
Bl ok AotE WE T LR BEiRd BHEA L

1. SR XHRITH

RS — MRt RESFA A g8 =oHr] AFsdct. TRERY AEEES 2
7] Bentham, Smith, Ricardo, Mill 5 THF|E#ESo] FAo] ¥ WERE K, Frazer,
Malinowisk, Levi-Strauss Zow gEsE: ANEBAY HEEXEW BT, Pavlov, Skinner '
2 ololAlE LEBA AL TEIEHFEM #T, Homans, Blauz A s ph@&#el Ao 2t
B 502 vE 5 dAT 2 R eBd FERAA A F AAGY 19705
Eolsl o] & Wiho| At@RIES HEHITAAA HAEME QT welANE FStA ot
o] A Bagozzi] Eio] #ES € AL AFsle PR KRN WELER/T ThRERS FR
o ZA #EIEHZ & 5 3ok

1. Polanyi2| @8 XR{THRIE
s A THRITHS BENHLE Adstn Yt ASRBHEE Polanyis HHE ARl

(4) Jonathan N. Turner, The Structure of Sociological Theory, The Dorsey Press, 1978, pp.
201-215.
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2o MEBESY $r44d B WEG EFXE FFA4A T FRE ATIHC BH
#y ke B FRG EIBM mmgy Mike THIE ARMH BER TE A o3 3
= givh z2u 4‘4174_.1 @D 2 HIES (reciprocity), RS (redistribution), TH
(exchange) So] aslel st we] FAHA] Ao dek 6 o7 A RKHEECZ
dA8s SEE ¥l 14 Az Qe FEdo A kel BB HA oo, BEEGol
o #mpgely ol YAT Fulrd F3H Syteo)t 8o} ol E5 A w4 T LR
0y o RO o EFHE A4 Wi, ZHRE HBREE S5k drid g@RdE X
oo M ST REAELE ol Fs & 34 olof &= Eigel 7 F9 fEAl0l B
W= gl
o)A e AZA FHEY RETR7HE | fisBol 48] Zc#a(market exchange)©] By

gl Aom AMY SRFTEAMES el A R A ol AR R A ZBMETT 2

oo o BEAA AR HEH MG BALE BR gt Zolch oAl EH

oy EmEETo) FANE RUBATS BAFIEC FIEHEE RG-S 2ol e A

olch, wlolAHAAE ol¥ BT g2 B A4 g7 ¢

Polanyie] Mo As#BiMel A AMS FEoey &kRE FREAA 2 Wl S THRT
BE TR 745a BRmez RHNAGE AL wol FEAE g Aolch. ¥
3} 2o MRS AMS THASE mETHd RRAZGE FEE 2 Fata gleh

2. Homans2] iThx¥ XMER

e vl ptERd A BES EHESdA % ge] AR EAREL FTshs
o] oflzt 9ol wel Qete ol gutez wHHI, FF AEM 78S B2
oA s EEMEDY dA, 457 KFlT T BSdr Rk Ankge] SHEEY
sl #ggo] WaE AL B, &EE HABR] B4 A HEE L& T
gri= A 5 AAZ 33 BEE A4z Aok

Homansi= 78138 LB HEME of IrFl X% M4 A% de o= #=x
=8 AYAA THREHS A9 Atk WERRHE B {L T (reinforcement theory) &
oo BEEE AL4E W E x2: @AY B} ol FelA ARTEl PAH 2, REZT
HE ARAEC ASHA RES WiFse Aol BATH B vagezd 29 {7

b
\__
'\:

(5) Karl Polanyi, “The Economy as Instituted Process,” in Karl Polanyi, Conrad M. Arensberg
and Harry W. Pearson, eds., Trade and Market in the Early Empires: Economies in History
and Theory, The Free Press, 1957, pp. 243-270.

(6) George Fisk, Marketing System: An Introductory Analysis, Harper & Row, 1967.
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BAHEE 24T & ek dold A94RL ARVFL wel NS TRABT £ i
W2 2 ebg 4 sl @aolth 28y Homans: ol § @M LHARANAA HAE
AT & e ww 9w o e BEd A% old 433 mErS mEAS
S FRAA Lol WHE LA VL MEOD BEE BHOZ AL B 2 98 Ho)
*oZAA 2% it TR BB WES EE RElY RET T auw mE
¥ Tote BEY G B g, @

Homansi= o]21 9} 2824 Skinner?] FBILHLEE)A A48 4717 AME £
3 2ot Ao = BEIS Sled, © 2 AAE ROYGEE o9 EAY SEfEel
FHHEE dod BT 2 Aol 2L YEL T TS O% obdz, BAE
RIRAEE 7] BERNRS Hd o2 o @AY S50 wag e 395 gyl 2
A GAY AFe] AAY A3} st 4% 2 AR AT 2908 dES @ o
TAL FMT, AAE BESED 48 BASY BFAH 2ol KBS 2Y £F 2
AT ASE T AL oA, UAL M- ERSEAY Ju EAC H &
BRES AT LGE 5 2o n4el FoAHE AAE 20AE ¥ @E) de Aol
T Aeln, Boz pR-REGET o1 T8 G8 BEY 24e w T84 A
A B A UE B 2 AR B AU wlw GBE T A3l SolAz
28 T8 AAE 24 9% @EdE Aol D Aol 2 KHY JLE el & gl
B2 g olF el LERNAY REElo A 19 MRS EALRNY KRR
JzE Pt

Homanse] it fty ZHRM#S ARISHS T34 SES FB S Mhftan 3
€M 8 FAAL LE itEw BES TRIFE BEN vo RWG24 8o
A el MAREAF B#AATE ARS LEM BRE 22UE 48 ol BE
Aok ¥ Aoleh @ 2ot 29 W= Y5 M S HALme RBES 2
A oh LA BITESY HFME A Rz oo Blau: WHSEY ERY HeB
e 9Ed B4 9] A9 LN BEeZ 498 4 9un vy MEEEN e

(7) George C. Homans, “Social Behavior as Exchange,” The American Journal of Sociology,
May 1958, pp. 597-606.

(8) George C. Homans, Sociel Behavior: Its Elementary Forms, Harcourt Brace Jovanovich, Inc.,
1974, pp. 16-39.

(9) Peter M. Blau, “Interaction: Social Exchange” in David L. Sills, ed., International Encyclo-
pedia of Social Science, The Macmillan Company & The Free Press, 1979, pp. 452-458.
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3. Alderson?| \y) ZHkITHMN

olobAl B Bl ZfBiR e Ao HMAT Aldersong whelA® & WHAEML s
FEEEMO] dolvte ZHTRE 22 &k 2D THREAH 23 99 RAGESS £5
oz HAE THBRS WU Sloh 92 o dlolARZTRERS TR
EetA v RET vE & ¥ ohe Lkl AL BHE EHIAE Lok = o
oMY EEe] AP 18 HESE) BEE FA got mlolA B B XS BRE 5 o
Aed ¥ 2 #igg Hunt 52 Aldersono] BERAYQ] HEH~ Sdd bz A=t 2
HHRE 2o BRE EMe]l RV BBRZ LY 213 A gest Aatsin,

Aldersong ##Ey WA 250 #R Bl FK(transaction)s] F8 42 #=g Com-
mons?] Eaol o} 9 El 2w A (transvection)o] g &S iBMMste) Z¥ikAI(Law of Ex-
change) & Hiisl Mo 2H vlolA WBRS R ok g7 ERY EHEE Aoy
&5 #EY BB AT BRES REET REEEMC Agydoz SR 87 o F
A& #AAAH o] BRI HEHE $8 EHE A3 Figlcly BEW #EME B
Ao, EfsdAde FHe FEEEZ NH PR BEY RERES A4 TREm
REBREA ol27)7tx —#iel Al ol ol BEE wach. kRS A &

£ 5o M g &3 P

e BE AY TFelx, y= #£4&4 B TEY 4% © =9 y& A7 G @ £4& A9 RET

zE o)z yE v¥ozHA oAz @ KA B BREE yEF Folz 2% tidezs #Ad #

z8 ye A s Aol

19 BARE bl ESHD T#E olo] BRI @0l EiaziHo| Ehfizciy ot EiF

(10) Peter M. Blau, Exchange and Power in Social Life, Free Press, 1964,

(11) Wroe Alderson, Marketing Behavior and Ezecutive Action, Richard D. Irwin, Inc., 1957,
p. 15,

(12) Wroe Alderson, and Miles W. Martin, “Toward a Formal Theory of Transactions and
Transvections,” Journal of Marketing Research, May 1965, pp.117-127.

(13) Hiram C. Barksdale, “Wroe Alderson’s Contribution to Marketing Theory,” in Charles W,
Lamb and Patrick M. Dunne, eds., Theoretical Developments in Marketing, American
Marketing Association, 1980, pp.1-4; Richard P. Bagozzi, “Toward a Formal Theory of
Marketing Exchanges,” in O.C. Ferrell, S.W. Brown and C.W. Lamb, Jz., eds., Concepinal
and Theoretical Developments in Marketing, American Marketing Association, 1979, pp. 431-
447,

(14) Shelby D. Hunt, James A. Muncy and Nina M. Ray, “Alderson’s General Theory of Mark-
eting: A Formulation,” in Ben M. Enis and Kenneth J. Roering, eds., The Review of
Marketing: 1981, American Marketing Association, 1981, pp. 267-272.

(15) John R. Commons, The Economics of Collective Action, Macmillan Company, 1950.
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2 4 @R cds Aol ol2 Hob THEAIL o] dod F A% Kk oA e
9 GEY MRS BRd 32 gk 2o of SIS 9 RIEE A kel TH
= sk EEsts U ] #oddle —5 WA A E-& & hurmed AE
o RAMET dAFA ovhe "M BEfeZ MELR Aole ¥ & Uvh 2YoE
B8t Aldersong wlolA 8 Al2w-& HEIIE FEO2 PR ZHi(market exchange)
<+ 4#5A FAsz Ao

Alderson?]| FiH2 vholdl W s ianel] o & MHM, REM MBI 4T ZPAE
Hzz THERS BAYZ, T4 BEE K Bl A 2oled it@dRe] EERS
#R3 Hgler 2 A BEXHRS EEAAGE oA slelAlWEE Eirel =A o
uhA] sk oh v THBRE BEN TRITRY BBA BAE sHA 2 St

4. Kotlero] ptiay REEW

Kotler 94 Zr#tind AXMLZ #7F vhe drh 24 o5 holdA| § EHFEH #
el o w2 HES T2 92 o R4 s mfolal Jol st Egell A AR BEE
FEA 7D 7 g Azt LS FAck  Zo] A3 F mlolA W ERA A A=A
‘HEEA A HESEN ol 27 MKW Aot BEE =S5t ¥l FE o3 #
B BhRol A vlolvt ‘mlolAl o] BB S B Aolvl ¥t ohviz Ba(idea) & HE
3, clolARERY FHs BAEEC £E EEFMEEsl fEAse, $R 259
—Ffgel obvet RS MRAETHEE E43ts ibdh BEe R sdsged o&
19604FAR A 23 wlolA R EHS LEHES BT L3o] L XEBR nlolA| DEEIME FiE
& RAEFZ TS ¢ 7 Uk U9 o) R E BEd] JA4dd 2= B, 2R, BRE
2, XEmis, KEEtE Sol 7 oholA RS WMAE £ AFE TEI XEHA H
gk 1 FE olH @ XRell A KEE ASH KA 25 vloldA W EEE 3

(16) Marketing Staff of Ohio State University, “A Statement of Marketing Philosophy,” Journal
of Marketing, January 1965, pp. 43-44. '

(17) Philip Kotler and Sidney J. Levy, “Broadening the Concept of Marketing,” Journal of
Marketing, January 1969, pp.10-15; Sidney ]. Levy and Philip Kotler, “Beyond Marketing:
The Futhering Concept,” Californic Management Review, Winter 1969, pp. 67-73; Philip
Kotler and Gerald Zaltman, “Social Marketing: An Approach to Planned Social Change,”
Journal of Marketing, July 1971, pp.3-12.

(18) David J. Luck, “Broadening the Concept of Marketing—Too Far,” Journal of Marketing,
July 1969, pp.53-63; Philip Kotler and Sidney J. Levy, “A New Form of Marketing Myopia:
Rejoinder to Professor Luck,” Journal of Marketing, July 1969, pp.55-57; David J. Luck,
“Social Marketing: Confusion Compounded,” Journal of Marketing, October 1974, pp. 70-72;
Robert Bartels, *The Identity Crisis in Marketing,” Journal of Marketing, October 1974,
pp. 73-76.
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Kotlers= o213t 9| & Mgy vlobAl & A (generic concept of marketing) o 2. 4
was otk EACY KMARS EFMFHI 1WA ME, BE, WK = =A%
2L o] AL whold Y K RESFAL BEIE AolF ot g iEe = AR
g = 9% Aqsteh gAdd ulsbA Bk oheh e ek AAME THE
ez orlolt WRE, FEE MEs Addwast gass, EAL At REE AR
E£HE FEEC 2 £MS BESA st Al e ==, AAE AEme R Bite &
%2 3 TRl watAefe KET Thste A A 2855, opA ke 2 7ha u
o BES) oholA R Al EEEY whobAl W& whobAl W o SRy MER T #iERyel mE
o @HAENE Aoz @ velA gL § ol 4 nifiy Bfrel= @ mtEEare] o= —Je
e A datgErEYE ST KEE Bk O il Ao KEE#R
JERESERIO) 2 @ vholAlY S el A EfEE AlME = REL¥o2A A RS 2
A S0 vrbA ABE FEAZZ ok otebd R wlobdl® 2 BENS, B,
wholA Bo] wel o iEENY) WEE 29 ¥ & Ak BEWHOR T A= E¥R, BHE=E
% pRIEA, WEE, 4%, BA, BESE S Gz, BRE BERG Aeins ®et of
ek i, AY, BE, Ba 5ol EeH =, meplEHE £3%, BiakM, it ErAm, R
W, ChEEsA s EEC 2 4

o+ 2 2, Kotlerr} s, clolAl g ol & MEEE o 2A EHIZ DEvHE 4WE R
o7t 9. o: wholdl® T 249 MEET BEs Fr Ao 2z ok 2 9
shd EACIY HEol AT BARE B 18l LEE = uhE flHSE T8
o 2M WEHE AR BES tlelAF el dud e TR THE T Bl el
gl A RHEMpme MAS dud vk FEE hAA R A& B A Bt
0T b BHEE WEStE AL i HEE TRE SR WESE ERRMLEA
FEsEks EEE THets AL THTh

Kotler'= wlolA Y & Rt @iy BEo 2 BEgoss vl JHEE #AAZZ ol =
2} wpolsl Bzl W BEE LS AEIAA atth 1970440 5 =A BEE
o d fbgroholsl 8 (social marketing)FEst 19854 A 2 MED EEHoHA e Eegs vt
b B R 2o AEEN fEe At ¥ & Ak HSe vlolA ¥ & dhite] AlH

(19) Karen F.A. Fox and Philip Kotler, ibid.
(20) Philip Kotler, Principles of Marketing, Prentice-Hall, Inc., 1986, p. 1l
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©2 K3 o9 M) 2k (cconomic exchange)o] 2H & Bz i Aldersons) MEL
#obe 2o vlolA Y8 @AY 2 (social exchange)o] X FAAAL ¥ ol e} p@m
o Hih g vlobl Yol ALoR BARTE AL $o] Aokg Aotk A E 2= Zem
ECl BUE EEMENS S ABMOZ TR $3e® ohie nhold HEHE] =
kLo oF she BBERE A3 HANAD Rdohs AolA KK thob] Y mRERS
g s 2 & g,

HI. Bagozzio| ftah 3rikimss

Bagozzit= Kuhn, Levi-Strauss, Ekeh, Parsons, Blau, Homans % jil&f}@#& 5o Z@mMm
Hiel EBEele] whelA Y S Hol 4 Aldersons] i@kl 1784 % ik (organized behavioral
system)st Kotlers} 8y whol) o & (gemeric concept of marketing) S £ - BEA A
MY TRERE RRH2 vk 2ol A8 25 cholA U PEs ne A
L el A sl 2 Mgl de) 99A Ae AMY BETS od9 golAnt &
BEEAAE 393 Fotb Seloksle FHMQl #AoZ ngky) A Fo] o o 49 Hak
BE AT F Q9T BESAAME o)) HWEM KT 2 T SR ol 9o B
7H S Aoz vlfel wob 1o Wiutel ol WA BmRHE Hioo BALE
AT ek O 2 THEMHE MBS BB TR R SRe s Jiua gy
HE MES Aojvlze WA HEl RRY MEEESEo R WY - g= oo
#EE EAMS BLUAERNFE RN 494 FE Aoz 29 ZHEEHE of K
o we get olslel A 2 REEAE WRGT AT 29 MASS MY v
2 8o

1 el M

Bagozzit= Levi-Strauss, ®® Ekeh™ 9| 5¥3 W% - 5Esd %o EL BB
R, A ZH, AN THRoE Urn 29 R Aoke] o Bas ol 5 24 3By
StzAl g}, @

(21) Richard P. Bagozzi, “Social Exchange in Marketing,” Journal of the Academy of Marketing
Science, Fall 1975, pp. 314-327.

(22) Claude Levi-Strauss, The Elementary Structure of Kinship, Beacon Press, 1969,

(23) Peter P. Ekeh, Social Ezxchange Theory: The Two Traditions, Harvard University Press,
1974,

(24) Richard P. Bagozzi, “Marketing as Exchange,” Journal of Marketing, October 1975, pp. 32-
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BEE, EE, KER, SR8, thgiEme 22 HalRT AB 85 A-BHE
TERGZ $E s A5% 23t slotA Yt A& S A E oY R A X
= o BE-REAR, FEm—/ Eicld AR o] ol FelA & o] HIRA kS
MRERC BES stz RES BRI 2o 2 #fels & 4 Ath

2) —iEy T}

—RER T HBEC A= A BT —BM KHHMAE BEEE F-1dd A-B
—C-AZ FHY &+ Avt. —HBMH THHMGEF LHMERA Hdz A BT 2634 B
FE el AAALE EES T2 0L vt AT DA LEE HEol wste 3
5 Bk oW —BAY TR TN HEETFELS o= —Fol oh& HEGIA od 2
+ Fx, d4 2 HEH) obd F=EEAEH 2L AL 95 5 dv A=A EE
| ok ole} 2L TS RtEviotA R EEHKS I T BBV HAE g

3) EEW Lk

ol Al EFM M2 Fz vt B A= A2 2ed A itEgET
E AdE ol § FEo R Zfad #eddE 2BMoRE AvEze] BiEgH e
Ag 2t olE AoBeCR IA= v vl Yol Ao &R FAlv HERHKRESY M
ek ¥ o ek

Bagozzit vlolAl ) & ZHHMGRS Bl ik Urle BB R ERTZH FLHo]
el ﬁ-ff%-?’— AFA deltexE A9d & & Uckx ok oj@He] A Luckst F33te
R Aol el At wlolAl o] doj v, O hggelobAl B of gt FREERIERFIe wholA
Biks EA%E Aol ® gty 5 R AEY T+ %11:}.?- 3.3 Kotlers] #8385y =}
oM WA S Rt St

2. e Mk

Bagozzit= mlobAl ol A Agfe) e} B#) ArtA &It Bk AES o] Sioha dh

1) Ty 228

ol B/ KW ohE MK ThEE @4 2EEd o’ ol deivte Bl
£ BEEE THRUERYS BV FHA el 17 A Eeldh £ KR el o
A& ol & w3l RN A WAL Y A (economic man)o] &S 4

o

i
fr

39.
(25) David J. Luck, #bid.
(26) Robert Bartels, ibid.




— 130 —

Fol F2 7#E RHE A9 2R 2L Aolsh

2) @y Th |

ot FEMe] LEE, AAM, FE KR MEBEEE WE Lo oA TR
WFE BE 293 WREC T BRANY BHE Leyd ¢ 4 deh ™ AgSo) 2
A oE A B ohI ENeE AN BET 4 dohe A9 G ko)
78S HRE KEAD 4 AL wAFE flm ¢ & Yok

3 BAH T#

IR TS G el Bhpel BasE Ared WEE 993 BEAe BEY
9E AAGE Aotk HAAE Aol LAY, HESE MERES 2o HEd Fm
o wolA Y A §49¢ Tl HRod oY HEEEE THMEE Al
@ = Qo] Folod T3 4 @vhz w Bagorit A D RMM WKL 8
KL HHT AR vholA 9 Amarketing man)ol & A 2% MAE BAS] BAK
e A9 Aek A4 BoE shpAPAlE O AE Mo 9 FEM
ez AEHT @ AR BKS TE MBS S © % BE BRI O DAY
A FAl LAY, REH WEC) BAD KB L) T BEAY @ THEY B AAL
BALHZA A% AL of LTS Al A= BESE 422z 549 + Ak

3. el ER

o) FROE AWl 259 KRE ARANE A AG BEE H@on
Bhe cIAS WA A FRE vshed oolE BESH Aeluat BE KR, RS,
G, MR, FE, HEN EE 5o SAdc. FREEMY AF $Jvd oEgdE
|y, W, m, WS, RN Yol (FENd AL BHIL AL BEY B
Be Qosle Ae WS EAKO) o)AE WS Hugls W ok

4 el EX

Bagozziol 95k ZHRABY o T MEHE ERE Aol MALS HES Pors A7
A7 A Gk ek B TREBAL F o4 HARTR & - £HO HEE K
HNCZ %& Sfene 2 B BEol 0asds 9% ThY B FAEEY F
Fol ot AR Z vy 4 Gtk 2 AUA BRE KR outcomes) 2 BINE. T AL

(27) Sidney J. Levy, “Symbols for Sale,” Harvard Business Review, July-August 1959, pp. 117-118.

(28) Richard P. Bagozzi, “Toward a Formal Theory of Marketing Exchanges,” in O.C. Ferrell,
Stephen W. Brown, and Charles W. Lamb, Jr., eds., Conceptual and Theoretical Develop-
ments in Marketing, American Marketing Association, 1979, pp. 431-447.
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Ash ETol Yolihs WHEN, LAWY, REH 4T T FETE @ANSE A2E
HFAMCZ K BT & g5 A2 KEALY B sl JHBMS BHoE
FEE] BAHE AL HEMeD AAHET £RY T Mdz ¥ £ A% FEAY
Tge ETSo] WHT W (experiences)eld] o A& M HE, Lol A% 7Y
= e, Zhe] MEES B T 34 S&moz BEsE 3ol nEelth oAE M@
BEo R $o AFAMoD BAY 4 = BEY fle MEREER XA Fo) B
Has Aol Bel® 4 vk AMA BRE ALEAY EnEA BT F¥se
Fig)(actions)al ] o= AL 5o #FM Bl KIS MEE vehndeh o8 it
— Bl Qo)A W7, HF, BESold MERSH HAS B £4908 —%
WG 257 WEd £EY Ketz ¢ 4 Aok

AW B, mE, GBS Eaddoh e B (28 UIDelA 2E vt o] o)
A AT TRBAFEA RERA REBHT FRS T F A7 Aol

wm BR
(t, HE)

HemET B I # HARTM HE |
GREER, WEEE |, (ReRETO &S % || &R wE %5
3 EHE B, K, BEY KR € T, R
R %, 8

% = %
(HR, BEIS BR)

(ag UI-1 Xikel REER

5. x| RERH
RBEAHRE BESEdE Folo] ThE mEd FuAd A SHE LESch B
gozzi= Ze#e] Yolvbi FilRMEMCZ WtEwy HEH, HERATE Hh HZES BB
Wik ME & 3 Sieh
D wtERTHY ZEDH
FE@E 2HEE ERESS HEN THRESL T BEAS KkE TR A
o oldl BEG RA. OF, BE K WEKH 59 22 BRI SHK g R

(29) Richard P. Bagozzi, op. cit.
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KEBEE MEARTEY Hikol JiAE BEde o9 Bl ed A4 Szaan
fEmShE AL A HEEEs A% Kot o954 H|EEES fikolat o
AR} Wk, MY B, B, RIS, BEE, sis 2o Bl @asz, BEes
A friEel @ ZEE ARE, WE, Bmeod, B 2o BHE Uad. o &
e 280l B BB, WE S RS v 18 maTse HEYE T+
= 2o el ok ZHBRGel WAL gL et AN EEAC Ho9
BUstas =A% BEES BEAER] Solxe AL oY HHs I [P ==
Aol T 7 Avh WEMEES SEEHED AY TR A FUA AT A Mgy
22 gFeAx gt E4 HEETEY WAMTHERLY FAL 22 BAY @ity
BEANE HLE /A2, BAY FASEAERLTYE RS FES Bk, WA ¥
ABRGR BB 45 TRTBE W% iEHs 2o

3) =5 B

TS TEBRA 44 2EAAE 2A9 288 BHolY LR Yddoz B
+ 73 JE BEE JAAE d9¢ B THERY AFddn Q= HERTE
T =S LS oW MRS FESA HE olwe) =% pMiela e
MErel Aol d Zoloh zev H=EE RE BES BENd o o TRk
Rl &2 74 F& gk oA, Brt 2% EBD Lo HEIE AL AL gk
HELD T 33l

1) Rk BH

TRARE RIEAZIAY flishs = o8 MRS REERS REY Bl o=
WA BE, LR KK, e BUE, Re BE S At 9. gEy BEe
RS (B8, BARE, RIS MY AES 2o Add K 4% 4 g
Bl Aoz Hlirs T2t BRI G LB BRI Y THRE BEAs= o)
A R, B MEES B, e BN % MesmY mEh S 2z,
ERNY RECIE ZRERET AA, o194, FoUg, 94, 9 L@eA [ me
V2R HEH T+ ERClFH & 4 9k

6. DROIAIEITMmO| AT
Bagozzi vholA| QJZsfs —EY MEM, LEW T 2 ¥ BHE itan
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BRI WiRS WY uh QW o)w Y HEE HMEES KEEI AN
(dyad) & A3t 2 Shoh. o] “ABHlE BEM FEstd WAL 467 % EEpo}
EAA dehz Lk oA BBl A o] BiS FHEBETO ofrl St FBLESTHERT
LS T sk o, @

A9 e ool Y80 AR BRER D ¢+ dEd 25 % e BREA
A EEEFEL BRE B 0E BN KRS OEW 2 e BF, “ANEY &
Fol = FBE MER BB RLEN BE), RN BR, REETY B B=xo
B S Ak BEE Jden) £z o9 (29 DY WESS MEHERe FEsd
BT Ut wA o) BHEAT Qe HEEE oS o] 2B KM WAL
23 g, |

Us=U(Z,, Z., Zs) )

G7A Us @ ABE Sheld 503

Z, R WG
Z. B WERE
Zny : TR VR
& vhehach e 99 M U AN MRS M dolvls, MR, HHERT
DER B, RN B o EaHEd o Rez mwed oo 2o
Z,=2Z(x;, try Pet, Sir-+) 2
4714 Zo T MR
xR Aol &
bt RERS
Po: H@ETS L
Sa : HL&Hy A
& vebdch 9 RelA9) B FEEETHRAA #ANT e 2ARE —HeA &
)

BEY HlROfRARC] he] FREE # BAMEHE o= Holop & Aot o] A 4ol
SHERRE DRAY iery BEL, MR, OEL B FEEY EES LEER
of A = WESELA. o) MET FIE Foird Zae BE--HERS M—ff

(30) Richard P. Bagozzi, “Marketing as Exchange: A Theory of Transaction in the Marketplace,”
American Behavioral Scientist, March-April 1978, pp. 535-556.
(31) Kelvin Lancaster, Consumer Demand: A New Approach, Columbia University Press, 1971.
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2ote 1—agFa @AR S 2 BHEE CAWGEMARYE ov i@l B9 HEST
F #WE7] A Eeldh

IV. it@ey NAHERS

fijEEo] A = Bagozzio] Widrfy LHRIMHRL AT v MEEAS Higkits $AH L
2 A vt FEel A 29 Higel cholA WEBATEl w1 FES = Biel NE
sn Q& MBS BHd 23 oF Hmd £ 4 e shie REM R Rre 2
=34 ek

1. Bagozzi®| Fide) RBMS Th@

1) Bagozzi B EM

vholA 8 SrEfol WLERT REEBHS BASY 2A HXE w2 e Bagozid] Eime L
ol vt kel A9l A whold WS TRBHE AlHstz ks Yote ibdr BE
o2 23 8 @AY o] THEE 2R HeA 2z TREFHT %A Al
H, IR, s Ao d Eam EHE R ARMATTE Aol 2ed wtet
Aol Feolstzm Qe AT @B A FEFL Slv AAT vl EEAc) AP B
i dze BHmeR W2 FEEMmo R BT, HEY B ¥ & 24
o o3l A= B BESD, KENY AdEe B B0 TRiEEE 2R, AE
L EReR dEE MERNOZ BENGE FHEt sllAR Ay dEed ARE
itfrey TR A Aohe Aotk = THRE o|F & JieA S bR Sl
HEERES old BEREE o] AMMoE MR Y AR BE BER o&5 A"t
AL wEe ¥ o o) EEE AN THRMES #MEHERE o &dd BR
f& WA ARARDE AL of FEHEY RN #BE stEdx & 5 At

A, v KR, LEE, tEE, AER % BB BER 53 it@®) 4 Homanss}
AJEBo| A Levi-Strauss®] i< HAstd clobAl WA mt&wy £REHRS AFA EiL
o} clolAl WS ARY RE RSV e GRS —Boz oM mteiAldE
iEay RIS FRAAA wtobd Wiamas] Bk BEE o i = 2%
ololsl B Ao @R EAol v £47A ZaE itgvtelA el Rl v Hile
TS HEoZ = WAMGTIoMA 8 (naive marketing)o] g A LB FEl 7A

(32) Harold K. Schneider, Economic Man, The Free Press, 1974.
(33) Raymond P. Fisk and Kirk D. Walden, “Naive Marketing: A Neglected Dimension of
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T @BEE d8 ke Aok Bl 3 vlobAl Y @y o] A vlolAE S &L
WAl A oy BARR B—& Aozt B ulolA Yo WAkE FESAd o
23k Levye o] g2 A oA chiejd o QlE o] #T BRE nfotz 24 (mar-
cology) @ w2 FEIw Qe ™ 25 ol AFol —ibs ol EBFIntelAl Yol &
—9 B HEREE FEA =Y. o

A#, Bagozzit Z@ESol #AE RER vl Y EHE WdozH mtolAYAE=}
ERERS] EMBSS Ml A Bhstg o slolA YaE) HEE 4T 25T F
T3 W Pl =HEolse $PAT ofAE FAF K] RE AFo] A 19 o]
= —HD BINES vholA Y BRF Rk shie BEE A A3t ohz 3

3) Bagozzi T3go] RA

Bagozzio] EREfo] whob# o THMEH-G¢ Eirdted 24 FRT AL AdolAw 28 B
ME A, THRRS Al Fv mtolAl Y& RUA) Adtd ke BREXRES #E
3tz Btz A PAg ol F MR v BRI THMStd 3t #ad #iles
271 o =3 Ml —iR HEES 1L T TiRsle] BHEEEC) 2ok 3]
< BT TRANA X3 oE S fn Q. O B st Ads Qe ke
e WALE #EARERS ﬂ.ﬂ%fﬂr B B Re] AvAA ks .z, 5ol
At BEEel =] ot iz REF T glon, TARBMG BEsz s A
2 FEuE ol % HES] 935td Fqd ?%f’Fﬂ:.(operationalization)# FTHEREAL dh
MZERE 5°] 533tz Qle. @8

Human Behavior,” in O.C. Ferrell, Stephen W. Brown, and Charles W. Lamb, Jr., eds.,
Conceptual and Theoretical Developments in Marketing, American Marketing Association,
1979, pp. 469-473.

(34) Sidney J. Levy, “Marcology 101 or the Demain of Marketing” in Kenneth E. Bernhardt,
ed., Marketing: 1776~1979 and Beyond, American Marketing Association, 1976, pp. 577-581.

(35) Philip Kotler, Marketing for Nomprofit Organization, Prentice-Hall, Inc., 1975; Alan R.
Andereasen, The Disadvantaged Consumer, The Free Press, 1975; Christopher H. Lovelock
and Charles B. Weinberg, Marketing for Public and Nonprofit Managers, John Wiley &
Sons, 1984,

(36) Shelby D. Hunt, “The Nature and Scope of Marketing,” Journal of Marketing, July 1976,
pp. 17-28; Johan Arndt, “How Broad Should the Marketing Concept Be?” Journal of Marke-
ting, January 1978, pp.101-103; Donald P. Robin, “A Useful Scope for Marketing,” Journal
of the Academy of Marketing Science, Summer 1979, pp. 228-238; George W. Wynn, “The
Container of Marketing,” Proceedings of Southern Marketing Association, Southern Marke-
ting Association, 1980, pp. 329-331.

(37) O.C. Ferrell and ].R. Perrachione, “An Inquiry into Bagozzi's Formal Theory of Marketing
Exchanges,” in Charles W. Lamb, Jr. and Patrick M. Dunne, eds., Theoretical Developments
in Marketing, American Marketing Association, 1980, pp. 158-161,

(38) O.C. Ferrell and Mary Zey-Ferrell, “Is All Social Exchange Marketing?™ Journal of the
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A, ZE ZROBT cte® Y —# 4] ddxz stged 23wl 3] wlelAl "ol
obyd Z-& Fololn RE REH o] mlolAlR of e wholAl | o] 3 Bffo] PN FiE
dlok & Eh7F old dxvke F vhelA R &EY #etd KRS Rigde BEEC
HA ek AdA 2, FR A Abs, AR AE RSl vtelAI DY ol
Aotd vlopAPoldt Bijlez HEEES REY T IA FE77 HE Kl &+
Jerz o uvke HERRS RES ¥ BANL BRS BEe Aol o S 3
ol 9l ERJERE ojutx gt Aolhe ERE YA ot @ = B2 Y H O aH
AE AT RolrlE dAwt 2R S whokAl Wikel 20 2 EAsed € MBS oA &
o 2 A3 HABGEAI ol R EHER &R S84 Ee0 A7

A, epobA o) AEA EFRE Tl —FA 7 ¥ = RES Y MERER(tau-
tological) ¢l REE W3y 4 F== EHEAY TR BRE BEZAY retE e
Eard okshAl GrnbE BhE E 4 vk ol @ fEHel dd A= Hunt®: FRS Zojstx
ek 40 o Bz A Aldersong Zg#olst A& FHoz EHIY v YAT Ek Eds
Aol #3 2742 HEE BT EN TREmS A9& £ gich

v, il stE QAN 2o THEHS ok E MEE WS ARl o7 HE
ol AA Agotese A% BME7 wEvhs dolvh 2 gHE AT teMNYRAS
EE T2 el FolAl @& AL mRBEY BETRCY FHEaE FERHTHE 2 K
Hel girbrlirte st HES MAAA T d& fRetelt BAFR FRdlr] diol
stz FEMe . BUEHRS AEMASZ QAT 29 Mo A& BAATZEY HE
B HUEIF¥S FRT Zotd + doe el 19 Emy BRA € 7+ A

2. [Es) MAHER R

1) EEeHT iR

Academy of Marketing Science, Fall 1977, pp. 306-314; Venkatapparo Mummalaneni and Da-
vid T. Wilson, “Marketing as Exchange: A Critical Perspective,” in Russell W. Belk, et al.,
1984 AMA Proceedings, American Marketing Association, 1984, pp. 346-349.

(39) Ed. Blair, “A Comment on ‘Marketing as Exchange,”” Journal of Marketing, January 1977,
Pp. 134, 136.

(40) Shelby D. Hunt, Marketing Theory: The Philosophy of Marketing Science, Richard D.
Irwin, Inc., 1983.

(41) Richard P. Bagozzi, “A Prospectus for Theory Construction in Marketing,” Journal of
Marketing, Winter 1984, pp.11-29.

(42) Anil Pandya, “Reflections on the Concept of Exchange: Marketing and Economic Structures,”
in Nikhilkesh Dholakia and Johan Arndt, eds., Research in Marketing Supplement 2. 1985,
JAT Press Imc., 1985, pp.235-255; Elizabeth C. Hirschman, “People as Products: Analysis
of a Complex Marketing Exchange,” Jowrnal of Marketing, January 1987, pp. 98-108.
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el A % whsh 70| Bagozzie) Hael: #A4x FEol QAT 2 rhew) welA Y& %
BRRE AT ARRTIE itRM BEe: ERPoIA AN TRESE BF st}
AYe] —mz RESEAHE AL oDt e AAE B 434 DTUL B
ol sholdl Y EMEmAS B 2B ML T BEFT JE AETteb el o
AAZH BHY FHE A LM BAL AHAT ArhE HHelh olshge
BB TEA oE vrobAdl Y& BE (process) o =it WA oA ¥ i (structure) A
o) wholA W SHRAY HWAG ¥ 4 gk,

B BBl 2 violA 9EME it@RY A 2% B (exchange-based social system
theory)ol e} & % Qv olS] HMHLT WS KRY BHEE Blau, Alderson, Bagozi
Soloh, Blau: ZEMKE HHYT HRM HABECS o3 G BgE AT O
My EECE BMT & gor] = RE G B o] ok HEel K B
B FHe el ¥ 4+ gvhx foh uhebd 2ol 9Ew EASE 2e) KM S
= FSd SRS Atel TRAE Aol ohid qn —jel HFSAY THH A +
7 W Eol g = Bl BEWE HHA wrke ol LolE MEE Hetd)
Ao] pEeT Eistz Yot 0 Aldersonm whobd| Y HE) A 42U EHE YA
= Qek. zel Sty slolA YA BE B Kl HE HaS Mets G842
) o] sholAlH@Eel Yol dA He B FAE s etz ek ol Al
MR REE, 0% EEE TEEE DEAH, 2H-bE EESe @as e
It s As AT o AAES fEHe et Yoluhr] HTe] ZE vholH W BE
o o]q A2mls) B&ol A Wk AMECIS € & vk 0 Bagozi AT LfHEE A
WY R M PR A whobd W EAAIMS) MAN BEA THASYE BAG 6
QT @ 2E A 2Y S —Mel HARTSS 259 HEWS o= BFdA it
SRTEY 178 e 7= RESH D AEm MBI EHHEA ctolAYERE o
% T& wESeA RESAoT 2 o o) WAL A MAL BESEY REE
Btz QoA o A2YERE FY MESA S 23 A s W dge

2dY e A2UERE ARG BRI Jt BHEL Levy and Zaltman,
Carman 50|t} Levy and Zaltmane Wtgy A=< MEMMMES 71 —He) £mol

of

===

e ¥

(43) Peter M. Blau, tbid.
(44) Wroe Alderson, ibid., 1965, pp. 23-51.
(45) Richard P. Bagozzi, ibid., 1974.
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#iEe) BES ¥itd AT ERAY HBE #F drte Aoz ER ok W9 o)
B EHlE AA, rhebrl ol et EACI EMAG z5ffe] o] FolAE BT e
FHE BRMeR REste 8L EE0ch o2dt RfEe Kotlerd Bagozzio] 7w}
e uh e EAE cloll HEHE BTN E mEALYR ERAY oot W & ER
B ERS Barshy i ot EEe @A Lo shobdls] w Fo Blaud] #iE
THEHT BEE 2o sz & 4+ ok A9 EHEES EEHH R KT MR =
nolsl B MBS te] AWM Ao R XE RAFolch uAdle] EHEv BERS REXE
rle) MEFAS AlHste mhEey A2 KRS 25e Afolsh o4 HArkA B
o) EH7F o Aase Aol mEm TRALYY HEddd 27 FHEEA S BRES K
FEM MEMEAMGKRS 5ot o] ol Foldctn Be AT EEC A BHRS R
g o iEn TEALYE P & RREE F oz Irh

Carmane| &3}9 A F7A wlolsl & 4Bl A HE=EZ J& Aot BaRgHE =t
ql, mE-sEfEEzs e chel, BB, —BAsN e, BEXHEAN O,
ity g e o SAE 2 Sl E EY A sievide] —five 2 el simsE L
Qloh: &hoh 4 HEEEHe el clol L REEERAY BMEe) BiTste BES bLoE 2
o] BRREMES F=2 o054 dud F3de A2YERRE ﬁﬁ&%u}l 2 4 drth
Aubstd mETHDS U4 2BASARGA BETY BERTY HE Sifte Rols A
Bol #MpERAY #37 (holistic approach) & #RiEelx] &4 & glvh oAl Aldersons]
Wi BETES oMK FHES 295 2%z gz & 5 U5 @ A=
o el gl e dhte] Axs el Qe EEET HEFARGE 7ol olde A&
o B, BEN HHEHE, A2k EHirgel ARz e BE olsE BiEo] ET
B HEE, A29e e ST e HREEEC] Aok HEALYE REY
2 9le Mmoot @R Hs el S BAE E ko MEs s #sts dA gl Bt
GETY EERY Qo TREKES GFEY LRl Kisr ARAE s e
BHg, ola Bt Qad HE - KE - HRE FK, E o148 ART I #plgkael FF

(46) Sidney J]. Levy and Gerald Zaltman, Marketing, Society, and Conflict, Prentice-Hall, Ine.,
1975, p. 26.

(47) James M. Carman, “Paradigms for Marketing Theory” in Jagdish N. Sheth, ed., Research in
Marketing: A Research Aanual, Volume 3, JAT Press Inc., 1980, pp.1-36.

(48) Wroe Alderson, ibid., 1957, p.16; Wroe Alderson, “A Normative Theory of Marketing
Systems” in Reavis Cox, Wroe Alderson, and Stanley J. Shapiro, eds., Theory in Marketing,
Richard D. Irwin, Inc., 1964, pp.92-108.




— 140 —

o] 3lefok dtrt. Carmang slolA Bl HweS) BHEH:S wFH3Z] 4848 © vlolAlY =&
Zifho] o] FolAl & BE 2 Al © THS BRERZA £Rd R gHEd 2R
wiEe] gak, HAS Ritd Fo MK, 5 TR REANASE BEE BR
EFe -9 Bz 3t A=dFol A= ook vtz nz 99 FEE KR
A7l BHio 2 A F7tA E3] REE g1 deddens TESZ AR sjchde]
s ool doin TRt vk 27t RRSE AR Helhdol s A28 /Zrge) e o)
dald ololtsl ®H & ZBBFAE AlHshs BREols HEY 4 THBEESE W) ddME
ol F W3 e mobl Y A2y Fololm o] d Az Kol A ojul g e ] v}
ALNLEL 2 £ AASNE olof 817] s Fel Al sfeichol & mEpdst A6 i
sl £ R oF ¥ LBV} Jle R o] MEE fFASte &9l sk BA
F iRt doh A=/ d S BREE HATRE Axdd B, AxF
ol B HE BECl Y HINER, A9 HHs) 98 WS, A& HBRE
= e BT, #RTE #E - AHY 27 -9, BTE0 s93= #E, s M
Rl BH, £E7F MRl o3 Bl BTES W% T5 B8, LREEEE,

#e= MR - EE) A& BFEe FIRTESD FivkeE, THS R43ds 9712 Ha
TEEZ A 2 A slelddely itEgR THAHdd o RET + dE A
# Re A Bl § B TH, B, KBS BoAE Sol 29 Axml/Z@meEddy
X1 uEstzA vk BEHE GEM BETHI MET BYE o9 RES B
g ﬁﬁﬁﬂ%%"] el mreb wtas)e Ak %9 A9 BEY Eoolw Aol waE=
25 vtoAl o] HWko 2 TR ol Beh O ggrtoll P B¢ M A 2d
—H7t whelA W iEEol 1 hA vk EPES] Bl o] FolA A gomz mlelAl Yo A BritE
ofck & Aclz, MBIMEE RptELENNE REEEC FF0-F#§(parallel-cousin
marriage) 2.c} ZZXPU~F#E (cross-cousin marriage) & BIFF H o2 nFo] Hol6Y ZyES)
EAEKe] doidntz & 5 Jdov 283 22 Bl T3 KT —8 EHEERE
BROtere gtot B 4+ & ¥ obE 4FE Fe BEAAE wlolAYTEs o)
2 3T A BETS #el v BEY Koold delvA e BoE BED AR K
el EaE 5T RS M ARs BHE 5 JAT dd EHS 3 gE

(49) Russell W. Belk, “It’s the Thought that Counts: A Signed Digraph Analysis of Gift-Giving,”
Journal of Consumer Research, December 1976, pp. 155-162.
(50) Sir James George Frazer, Folklore in the Old Testament, Volume 2, Macmillan Co., 1919
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g2 upPAY, BERAE HE 2 ohiy] dife HfEkeld EiE ARAL 5 floE
2 clopsl®elet & & k. BE ool Kmd Rigdhe BEE AA AT EiEvhet
Aol obF gtk dt=dle MR At Sl

2) BREEY B

Bagozzi®] mterfy ZTHERCl AT wholAl H S TBREGE Allistz #Rste BB R
2.gkEw Hunto] i%El’J—r 7o) ¥8 Zrfgmo| gk wlopA BHERE MESted oA EBEES
BeElel TE3HA g BEo A LS vlobA YHHEE e R € 7 drh
BEERY clolA B ololAl MR A Eks v EiER BR e chebsl W E Rl A
Ekeh e RIEseRRe BN WEHE BAY SEst et ©Y 222 TRESRS R
7 dAAE ol & #ET Yv viol Y A=l AL WA 2ol GiRAE Sl ok &
ok, wrolAl H& A 2Rtz Sl g =tebdl H s Mm-S ool 5 & A
oholA W ZsHast okl A& BHE F A& Aol

g, EHDAY ulobd W3 HH BERAY vl Y& BESYe 24 RERENY
HBAA Holrtol T Holth FEel A mtobA F e sledtd vholA R el B
Be 3 RE QA SEY #RES T GRRRT L9 AR fl#e] gle
B2 vlold g Tk BHRMFBES EodoE & Aelrh old AHelA Huntfe) WHREREE
B e ok 3 Zolr}, ¥

Loz vlolA B BRE F#E TAddAd AAAE sl et Aot
< AlHSHE @R WA oY ARy HES EHtede AR RS Y idr) &
Bt A", fi O B dd BRo —&HH« AL oA REKCE rrolAlH
BEL RYd F AL HETRR AR o st 9=k

(51) Gary A. Mauser, Political Marketing: An Approach to Campaign Strategy, Praeger Publis-
hers, 1983.

(52) Shelby D. Hunt, ibid., 1983.

(53) Johan Arndt, ibid., 1980.

(54) Philip Kotler, Marketing Management: Analysis, Planning, and Control, Prentice-Hall, Inc.,
1984; Richard P. Bagozzi, Principles of Marketing Management, Science Research Associates,
Inc., 1986: Stephen Brown, “AMA Board Approves New Marketing Definition,” Marketing
News, March 1, 1985, p.1.

(55) Shelby D. Hunt, #bid., 1976.

(56) Richard P. Bagozzi, ibid. 1975; James M. Carman, #bid.; Shelby D. Hunt, #bid. 1983,




— 142 —
V. R

A G epolA JEFHEL A 2E RS oA E Bagomid WHEH TREHRS 7T

Hgel fejA o] HEiRel A KHAY HEMBIFN AL ZTHART hobAl = 58l A
o %) HEE] A& @ 2z, Bagozzirl 2¥ HHS ®REd AW FES 2
HERS MR MET 4Rz, 29 Hiel st YHE] v BE WA ik A%
Ratel XEEshe] iLE) wREHS KL @EN F A2 BR Hew A2UBRS
Fordl Holeh shebAl Y & @GRS AlHYE Mt BEeE BERFoZ oF o
B7bA TLEE RFS #EET 2442 ¢ U2, BE X SRZAY s YNBKs
Ee ERAA Holvt oo HEBME Fedol BMA Fo=H ulopd Wit 2300] of
d AFE BSE 5 A &

Zevh & WEE MR THRERS BT T Han A20mRe Ak B
L2 RS e YA Tk WA vlolA Y MKER 93 MABiSEE Yoz shishd
EIAA vkl & Aolch ohE Ao FRY WRESSC A% TAREI U
ol Mo FTHBAT Foz WENF & gl



