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T3 AL dA APAAA AR, TEAYAS, suAHne 528 Ef 32 AL3]
el A A Az F2F ATFAY Fugnh AWML AoloH WAL
FEAQ FAE LA Aoted ANG Fo2 Y AL s L 2wk v
ALGAE FH2E AAND HEBFOEREES o) ALY Aa Mg 7k
HeA St ol ¥ AHd - A R HY A G AL IE slobA B Lok o)A A3
22 72 gv TEES 98 22 AFAe Jdeysh , Journal of Marketing,
Journal of Marketing Research, Journal of Consumer Research, Journal of Advertising,
Journal of Advertising Research, Harvard Business Review, Journal of Macromarketing,
Advances in Consumer Research, Journal of Consumer AffairsEo] z730)t},

oleidt TS EolA 198211 Shethe} Gardnersl 259 =% “History of Marketing
Thought: An Update’s] 4 #3l s} gl%o] WHEFHERS HHEPOERBE, Eiﬁ”}
oM BIR, AWBIR, TEHERPIR BEHBHDERE S3 94 =99 24 q
T99e W3 ged, =3 E7gAe 249 ACR(Association for Consummer Research) <)
¥ S84 BRM P JCR(Joumnal of Consumer Research)ol] a4 243l o
7+ A g+

olelg Ztedl ATHEHEAL 4vAPE 2AME 0o]Fe]2 Engel-Kollat-Blackwell
* REAER BEAT EESH BES
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(1968, 1975), Engel-Blackwell-Kollat{1978), Engel-Blackwell(1982), Engel-Blackwell-Miniard
(1986)%] 314 #a} o)}, Zaltman-Wallendorf(1983), Sternthal-Craig(1982), Robertson-
Zielinski-Ward(1984), Loudon-Della Bitta(1984)% ¢ Ex3¢l 4 7% %= ¥ 2vAg

& LHAE Fol A v gt

ol ¥ HAEK F4 712d Dr1A F238 wtAo] dejrh &, AwA R vz
A7E Aol Al Wb A G Adz 98 Bu oplEl, AJFEFL T A$A
gles, Fotell st FAo M ER oA ke wgo] 2A oot (Jacoby 1978, Sheth
1979, Zielinski-Robertson 1982, Kassarijan 1982, Finn 1985).

olel @ Wy Sl AE avl Y Fartols WelE 4Fd SEZ Fuldo] AwR
FEATE vlotA ATl F459 Aol ok B FReR JYAFH AR 2
givl. Journal of Marketing Researchol] A& &u| A2 ALE dlolA| 5)o] H<x 7,i_9_i/’~1_ H
Aol o] FolAx glAqt, B #TH*keZ HA=E Journal of Consumer Research
e vlAzAE 538 9922 G5 &390 FAAz Y

olel gt ATAE4 Wity A AFA P £uAATFs Fodols Fololelop vt}
+© dtERrTe] i BRI LA A vehvs] A#dc o] 52 American Marketing
Associationo] A} F2 g Ao AR wiolA Y EEG] #3539 (Ferrell-Brown-Lamb 1979,
Lamb-Dunne 1980, Bush-Hunt 1982)ef 4] @28 =7 A #sthsl, 19833 7+-& Journal of
Marketingo] 4] ZA ohEe] o}
ol ERYE A =YL HERRYN =3¢ FALE o[ Fojx gud, o3l
%3] avlA P EFokel ) FapA wobEe] sieh slopA Y A Ao A anl 24l
53] Ad#de A o] BTAE AFse A ATdE AT &
71 Aol v EE AR A9 Edor A= HEEERTt BTHRY AF
we] ZAEHEA dFuds TEH g dzA AAAYE AL el Eol7] AF
FozA vlotAl gt 2u A AT oJFA ol F HALste Aol FLoigte Tl A
ES7] AFARct ol FEE dA G HIEEM(subject matter), PBEY Hke A3
q4e ks Fritd e AYFY A AL Ao] ok, AdATA oy go)
Az As g9 E dgsted SHARA 299 ¢ Aoz F43%E EARTHN WEH
#EAA e,
VoA 2uAYF dTFE oW dEE gEE Aol §8017 53 @FzuAPFd
T2 oWt P 2 B2 FAEE Aol 4anFE FHLE & A P2
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E =TdAE HBEEL S0 PR HBERERL T8t HEBEHRSEFIAA
A7 el F2 23 FlA, =dA4EFAE Qo)A FAZIAFYE FE34 4. F
A v ARG FA T 99 weliwd A2dtd A8 Tl s, EN, BUsH, =
B3 EEE 2458 ek 42 REEREZ AWM= oA Feld s T4
ATl A A Xtz flerz, 459 $34 E¢e 7l22¢ 4TAEE T
AafA= Ao E3A, A, XA, A4 847t A48T AAHLE 9%
<+ Az 43 £33 5799 AnE sEsta ¢

=3, £ EFdAE Sod st 49 MRERE doldA dTFE] gAAE HAR
B A el A A48 Hotop % FEnA gt F, A AYA T 2z &
W R AAAdez & oW, K- E FRER KEN WRER H¥E AREReE U
o] WK HEBHS FARA77 A9 T4 ARAEE V122 st o oA A
T4 R5A AES dARe AT ASTHA ke Az g ol ¥ AA} 4
TE ASTHEA I GH R §F v AT YA dFEE FHE7IEL, olAl7t
7wl Fe A AL FFAA A YA 2L FE&3E W A IF £F
o9 H{AE o Aol Al & el

B EEe o A ddd Jlas A E Aoz o - udTHESE e R
EEN HHS =133 7994 ) AFFYE v, FAFEFY AARE A=
28| AP F o] EA e dAA T A et

£ =E2 o 2ol ARt g

A 274 A olA AR EH BERETE HAEHKY 255 73] FA43 =

A 3ol A 1950w Ful o] F =27 P oo Wi Bl KRBT E HAEY 5L A
HE F8 ATASE4 Karl R. Popper, Thomas S. Kuhn, Imre Lakatos, Paul Feyerabend,
=& = D. Bloorg} B. Barnes% #3d 77159 o TE 2As2A ot

A4gAE A3 2AE 22 A4 YRS FAAYFYY AARE vlas)
I, HERETHEAWMES S%td offF 3714859 Atd 77 BERY RRSAA o
q FAE EF T YETE FHIE, A5 FdA HES 24 o

ob

o

IL ARETH HREK

AR AN LA wpolAY QT 2 2% oo, 10509 George Katonash 2.9} %
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o] &AL gAY 5H¢ Aoz LEBEESS L8y AAK AEAq
EERL BRC] Aatddet. 2 F 4ulx Age 4o AAsE A slolAy AW
9 2¥ A 2ulAE Fololfo Felge] H2E B LEES FAdoz d
TEHELN HE T HAh F AARE JuVEY T4 PFHEE oluA
T ATE d Aot Azke] A gl wel ol Y o] F e WAt AYL v o Ao
AR AAdA wHAYF dTE wEA 4559 ok ZED BEEe EE A
HWFEoZA 9 AP F Fobe $44T7 ol 7 2dFE A gsls A SoA=
2ok 28k ZE Aol gtk (Lutz 1986). 19691 Association for Consumer Researchr} 4]
g ol F 4uAY 5 vrolA Yol vt MEFTRT W AAN §A gE 42 B
) BETjEkel 3 Aol AAHUA wlolA P AT} ot E Wtow oty A Zg o),
ol F AN A Yt ATFFFE FHoE 8 PEHAN)EL L3
HEETHS HAREE AE8E A¢50] vebgs}. 2714424 J.A. Howard mot
Jagdish N. Shethiz4=¢] The Theory of Buyer Behavioro]t}. o] A &2 & 2 Fofl o 3
T 7AE GPAFES ‘BRI MBS o2 A 2F Aoy AAE FARLo
A 2uAE 43¢ 498z sigvh. F.M. Nicosia(1966), F. Hansen(1972) ¢
AAEY AgdA= ol FREE & F sivk. 2ok E¥ske) AERA 243w
A¥HE A €L Engel-Kollat-Blackwell(1968)8] oA gk, o] A< 19739, 19784,
19824, 10869Be) AFHAA ohte] AAS A} FAD WEH EERATELS =
A2 3z Qe AL & Rz gk 197049 el B9y auAYFAT s1g
A AL HREESTFIEY, Bettman(1979)ms:, ZEz Sternthal-Craig w43
2 A€E JRAlE T4z A4 29 Robertson-Zielinski-Ward(1984),
Loudon-Della Bitta(1984) 59 AAEo] 2229 E5% 448 sulstadA ojxg az
F 8t vk 2 A% S54L AT 9l Zaltman-Wallendorf (1979, 1983)9] 4
ol AE 2 |49 $%EYE A =3 Howard-Sheth, Nicosia, Engel-Blackwell-Kollat 5
8 FHEFL EAT &, 2ulAY5 L YA 2ne FA0E @ A Eo 2o
Aol TAA %, 2uiAPFS] AN GAQq 29 FH 0T PEEL Jzs 9o
A 2R FHEY L ASE AAEL AP Fo) Qo] Yoz FIHoz 7o
o] 7hedivte MALEBL EAMRAAN P50 3¢ 72 4 g 9 wize 3
ot T WHE Aole F3#AE weld A EHES}, Zaltman-Wallendorfd Za3
22 F43 AZ ¢ QORE FHAHLE Moo} Yrtm S ARERG ol mEE
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78 HEBHY 25 Sl v &LEEN 72445 AdA ez FA%e 472
= vegteh, 258 AR E JFE e dFAS Aolg WAE AAHR T
el PEHARE AGPre AL 2 dFaely HFHoz A shedA goz 2
2, Y7o A3E FH22 P54 492 sfth olg2 FE HEEAHL A
5 FAoE AFANA dBY TS Ay Axdgch o ALY 44 L 19704
Massy-Montgomery-Morrison®] A < Stochastic Models of Buying Behaviore} F.M. Bass
(1974)8] €938 =% The Theory of Stochastic Preference and Brand Switchings]) A TA
Heoz AU

ol WEEKS RS UMy AuAYE ATFAE Aolof AzkF AHE wiEhEE I
HolE AR aelzt A& wAHRA drh. 474, AR FATFA dE A
Ao F7ee 54T Al BEL 2uAYF A7 S&ted vy Ay
A7 S WS, AvAYF ATt Folojn, Folelojof shert sty TEHAU #
Mol MfEel A He AL 2dd AR ek A4 FEE deld HE o
g 277t e

ol2} 3 2T wlolAlRol & Aol FAUE A8 FAFe] AE AT P E =AY elA
hEojz HETFRMY S4Te A FEAA o) FiFch oeldt A7 EAsE
& AMA%f]olel Ferrell-Brown-Lamb(1979), Lamb-Dunne(1980), Bush-Hunt(1982)¢]
Fxote] mlolA Ho] Eo] & Alwle] 3 AR 19839 712 Journal of Marketing =
ol A wmholAld o] B& FAH R FdA A3 At oA FAHAAN T A
A5& Gerald Zaltman®} = 58 5(1973,1982), Richard P. Bogozzi(1976, 1980), Shelby D.
Hunt(1983), Paul Peter(1983), Paul F. Anderson(1983,1986), Johan Arndt(1983,1985),
Rohit Deshpande(1983), Jerry C. Olson(1983) 5o|giet. =holAl g ok WelA 73 %
Ho® |zt @A ol AFALAH JAE LT AL AdeE s FLE B
et

ol A 7tal v AYE A7 L Suppe(1974)7F 298] #9498 A4 The Structure of
Scientific Theorieso] 4] Received View® #3lvl mEEHIH Awl=lo] it 2y
M o2 seta Ao} ARsE GFFA Aot vy AT FIulel B
o FzAol F&% o] BES 32 F drkz FAstE FdFol el gle(Calder-
Tybout 1987).
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HL #%pEmxE iR

FHEL RS THAC)E Al E REST. 195047 ol % BEMM KERIA 2
olde EAAYFA AEetn FARUFY A SAH AT FehA 4 AAELS 1920
W Viennadhge] =214 F 32, 19309 Carnaps] =&l 3 9797, 19624 T.S. Kuhn
g A Agel A ARE AYPe) oG AP Aol 29%e 2} Ao
#ee] Atz deh. &, 1905%d Einstiend] E44v) 492, 101599 Einsteing] o ylak
AALE, 282 1930dd FAEY Atmst AAE FEFQFEok] A Fabso] zieh,

B AN E A4E, F 97 obe AL S o9 olEr 73 ELo] Patiy)
el e AR AEel A e AP A%0] Fast He] AAH oz A=
2 T lelokt A2 J¢E A Yotz vE AYFYAY ABWA FFL uf
Hie =AY FAE 22 3t FAAYFY AnE =omA k. IAALEY
Al Karl R. Poppers] K& %, T.S. Kuhnd Paradigme 402 & £8%HH, Lakatos
o FHEWR T2, Feyerabends] HBMEUNE#HM, 272 Bloorst Barness) FH
RAAERE L4tz e

1. WEERT

Hell 3 Fo) A Received Viewz 22942 9 REEES T 2% (logical empiricism) =
1922%0] £ 7ol A B84 Moritz Schlicks} ol - Vienna®me) <Jaj4 %495 3
R 13, (logical positivism)o] 4| 2A ¢ Heolth, =D AEF e ata A&t o33
Aed TEI] A% FE/NE22A Wittgenstein®) BT HEMEE—7 2 0] 1} 53 & %
A2 59E F 4 AT Gulst Yeb—o 2F Fol o Rl 2EL E Ax
S A4 FER AA AdE ERRAAL &, ERIBKBIH) T REHS
Aol 2y =R AFFE oY 49 AYH AZTo) 2R g A448
AT F Aert e BRY MED s 5 g of TAE FEsr] 3ty 1930
dd ARY F= Qg Carmnapd Ju @ AEA= AEHon Zoyn & plAe, Aa
T WE TAES T AL ADL BT BB L Edd ‘Axdosm Y 2 5 9l
T B REEREHES A4S od b o Tt WAE 7HdE 270 ag
FAAZ d8A o= A= BEHUE Helwt QA H oz forsin 2t

°f =AFE T WPEL B (RE-D 28 FAY (228 2e F2E S

-
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&# . Anderson, P.F. (1983), p.20.
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‘¥l : Bagozzi, R.P. (1984), p.12,
(E*-2> WEERERS BRIBE

5, (D BEERS SE mEp HE22 9454, ) B8t BERn 58S B
BFEEZ TAEA WELN HES AR 229 TAEE A HEe BRY HES
BER SHEY dd 2 A% O Em S84 +43 Ade 38 93d
;‘}‘%'Q“‘E: Ry HEE7E 3 RETENdAE 494 Ade 32837 st g
BRI FEEZE vk, (D) 3 Eid ol £F <deist @A el ¥4 AP R zdd
oh o] &4 e, A4, &9 dFL = ol &9 HmM BRE(Me Hz=, Z3F e,
A, &oje dFAL z o] &9 EEBY REO)] Hk B) 2 o1& AFA = o] &
A golst AR Alefel] FAE FEF22H vEUE o] o] = HEEHRI (correspondence
rule: C)& F3te F =t o474 od o] &£ AR Ta2E “TCOY AFoz o]Fo
et

oleldt = Z P e 1930 FH 19507 FuirtA] FFHFEokE AW g o,
196019 2 Sl eml M g wige] A=A F7) AFFYY Fol gt F, context
of justification=} context of discovery &=, ¥ &L AR o ut AL 743l Reichenbach
9 QA Aden, 2B, Iv), AdEo| of 2o 9 FR W 53E Weltanschauung
(HRE) HelA Y=o, AqAFY QT 787 Weltanschauungs] 5o Folo]w],
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o] AgatE dold AdAAD FAe] FUAE 8o AFAsc
2. BMAERE —Popper2| REXH—

DAYl A FHEBe] BRI EAL ARAAS BV €50 TEPe ot 534
SFE FY S 984 T2 2% AAT 4 9ok 445, A28 25 BARE AR
2.8 AR A7k AdA Agel A shE Al dERHE & &L A e
Y fIES 49 % 4 Ak o= § 222 K.R. Popper(1961, 1963, 1968, 1972) = 3t &
“BRE QA AAAAY 2AE A2 2 GRE ALE obEd, A%A FA &
ZAFo] 71& ol &l A AFEF FEE A AFFrET R KiEE#H (falsificationism)
FHekswe AARA gk o PHEL G (RE-HS 2 HFE Ad

sl

HREY e — —EIFER

ol
AT EEEKE ol St
b e
A2 e BEHAIH
B %
| Ee =
wEsi BT - 28 BREHY

| R 2e
AN s WRE dAF o2 ol Eqlch,
¥ Anderson, P.F. (1983), p. 2L

(B%&-3> REEEY &2

ol gt o] WMFF g NE LAE E7] 3 FFo2 uy, AAE FF AAH FHe)
A1 &9 o] &5l A Add 58 # AFH EA A TAE A2 Erh o] B0l
sthel AYA AFL we W AFY EIE A AA e AR AAE =3t
EozH HE REY BEoE ATedes H4%ch Poppere AT FEE A=
7trte] Fbe Zo R Rol HEM HAS I MBMKEY F24E& ==z A+

olel gt AHAF o] A€ FGAZ shte] AL LA o] £AF dAs= dA
Al ol 2% Pk vlRH 2ol A¥A AFE Foe AR AANe HAA2 A
el o] AAo] HAEH FFA A4 FaA FFLE FH ARE LAE AT
AoE e,

o] RBEHE od2de] AV g AAFEa oj4olate AL FAF Avz ges,

T4 LiAEEE AL AT A A4 A AL 12T #AE FHATD
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HRAH o w 1?"“% 4 geon e AT et o)A FYPAEA A MET
gl A Fdd F gleok et

o] W g Wt Wvke 289 4FAr FE AEA grv dTFAEY A4
A 50 2 WSS S8R @ AL Bol FEAT AXNE WA vz it
GHRY REE Asladdd dedst AsE A Adez B

3. BB — Kuhno| HBEGR

1962 o] 94A 20417 Fub 54 A} Lok AFAA dFE A FHA
A <o) Yelutt), o] Tomas S. Kuhng] The Structure of Scientific Revolutiono]t}, =+
SatAE AFE = dF FEAS A2 e AR FRAA A7t ol FelAnx
okt & ol g AARA w4 Paradigme] 3t Ad-&E FHoZ AEdta gdth
Paradigm 2 83t FAM A 59 AAZA ol EAAZ I3 Foi A7]e] Folal 5
HFEAY ARG olFE Aoz HAAFFA AAd FHH ol E, WA, A4, ¥4,
7t & A A Adels}, o Paradigmd il AzAs FAY, wt2as
AT, AAEA%%s, gA%E Fol 2 4 k.

o] 21§l Paradigme Abdolz AAA<l 49 Az vehbe ih@h BRpol . o
Paradigme 4| 749 3.&o] wa} 1A4¢ Atk 2t o A9 Paradigme] A A =& Paradigm
o2 AAHe] 7l 44 BERGRE t 23, &9 67H4 &A & AARE T 5

BEFFS o) o) T - IEH R B AT KA - AREK OMEEGRE A 28 Hd

)

2t 28 o) E9 FHL FA4AHYU dFE S feivide] FEHIA AdelHe Ao
v}, Masterman2 Kuhne] A %A 21709 o} oe]2 4 ey & WA g9 2 Kuhnat
412 1970 29 A ¢ The Structure of Scientific Revolution #j 2 51 Postscripte]l 4 =f 2]
thelel 2t & ei4l “disciplinary matrix” 2} %8 AMgEtd B} Pusl Az At
A, 7 ERgAY e HelA] g3 gtk Kuhne JEAY#H, ARI#H= whd o b
gt ‘

4. BEBIE —Lakatos?] HBRARZZIYR—

Imre Lakatos(1970, 19710+ Thomas Kuhnz} Karl Popperateld] =t & siA 3ty 918 A
%24 Poppers] utFF9E AAZHAA A2y W B A A

Lakatost= 33 7}5+$] 7} Popperzt F#438l5%0] & 3hvte] o] EololA = ¢ s, 7 o] &9l
2.9 o)A o] & FHAFLEN o] FolxE g o] Eolofok iz =, olEid d&FE
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B8y W%tz 2 2 (Scientific Research Programme: SRP)e| gtz &t} ¢]#3 SRP&
QA ARG dod o] W EL ARstsl Wy &4 93 (Sophisticated Methodological
Falsification)o) g}z %o =t}

olA] o] ¥EEMfY REFHBE =it B & AT R4 2 gTEE e 5k
= A4S dHA = S F g TEAA A ES} )24 FAEY B (hard
core)-L EE5}a ¢lvh, AGAEL M Fo)EES YRHE (protective belt) S Flx] i BEL L
EHE o] e 23dea ok o)Hd = A2 ¥H dF 22U FHE 2
e 2 sty B4 A & HEL % BRI (negative heuristic)o] 8} ek, ol g ot
AL S92 =% + dovt B2 EELUAT AZ S LS YT L Eh

AFAZAA o= AL FbA B AIE H8 T HERN BREARMAD dzadA AT
ZTRIPEL 4T $¥E JlEA T HEH B EHAI(positive heuristic) & E a3
Ak o AFA AATAL ¥ 29 AAE FE ATFAEES FAHNZ o] 250 AT
BHE TN Eoh ool AFA LA FHL KES REtel A4 A Yoz A4

oleldt AT Z2IYY TEE o (ZE-H& L& Aoz Jed 4 gl

T a7 ZE2afe] 4% AUr AN T Adrbe EHHY HREHED (progressive problem-
shift) 2 tobzh AU}, BPHY RIMEHES (degenerating problem-shift) 2. hol 2 7iql7}e]
=8 ek & Aol T1, T2, T3, of ¢ o, A dFofEE oA o] Eol HHEMER

. —miAE S5
W BRAMN
wk/ EHRR
¥+
Bx XA/
wmEm BREAY | &
FUP/ HBHER
N l v
wa E 13
| HE Y BHm
; | l
A & st e} AR
S | —
A 2 4 o} e
Wk 53 1)
EER ] REER
HEn BRAN wEry BREAN

K Camhis M. (1979), p.71.

(E¥%-4> FEWHFE c=23Y
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¢ oy o] Fold W, g LAY o)L ArAolT =3 A2 o Ee] 2 o
A o]E2T o U} AEA o2& AANUA A2¢ AUAES dFAHE o] BL ARA
ot}. 2|1} Lakatos: o waFe s stetadgo] Auseicr v o= WFE £
A o SEE 28 4 gz 2 gd 2E S8 dFAs arREs 2R
EoA ojed AHE ¥A F2 Ak

Lakatos: 714 &< w4 & MEBEK (internal factor) 59} &g I setz, 954
4 (external fac) &9 4 E& FasA7E i E0l b3 F& Py gl vhetax 3l
w2, o] &3 B Apolo] 2%Fe] AisA o] B4 71747 Poppers] TFe] iy Rt
FEms w45t Aol o Bz 23 gt

5. #WMEWE3 —Feyerabendo| RBMERTEIIE—

g W ‘A q 25 o alA o] Fe]x & Poppers] W3 E& wt3twl Feyerabend(1975)
r oolq’ o] FAPE oW Wy ol sl RS MWEUNEH (anarchism of science)
% 2390 2, BRAESL ARATo] A% FYstE A ofd FEAHAEE W
ek ae, old AstzA FA’e] Yoz FFF. 2w AAAE FHAFTE
A v gHA FHEL wEE ], o] o} FAn e 2HER oHT T2
e 2es dE ek 2z o g A T 2 wANAH o] E
Asl e t2A gt .

“o}Bg dEdo] Qzm, A4Zd FAM &% F2 YT dElEE o= A=
A e o sy whEd FH.e gk Qgbige AwAd A RE fAAA FEE
< 9% = shig P EAd 987 drh. 27 & ‘anything does’o] . ”

et e setaFe] dAE 4+ Y€ A 2IE o @EES FAstE, SAHE Azd 44
Agg o Angel ALd shtel Eaae, 2@ Aol Y=A bE F A2
gtz de & gk

6. HHNER X —Bloor2t Barnes2| HBIRMpiwE—

David Bloor(1976)£]- Barry Barnes(1974, 1977, 1982) % =}&ha =) 4l e A Ag A3 34 I
Aoz Hojo} Fote e QA TE 2RAR. 5L A%Y g4 L wohE o
goid FeAL ANAoz AR fASE Hil, £, 7B A% 2 g9
Ao BE Ao FREE FABEY B obvz AnA AFH 8ufd dAA ¥
whe A A sdejetn FAYT. ojad A TA AP L AL TEALE WA
AEMBRELZ 2A A9t F A7) g 259 A4 EH AHSG AL Foq3)
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Ao, Fg gAZA ARY AF o8 KA Assta grkz B, 2z o
ol E€E°] WolEAAR ARHESE AR AL BB, K@ 2L AEA g
TED itE81) BEREEC Fasttx Boh odd AL E=HAPFINA ARG
AFAE Aol A% A FEFEF 43, AEAGATY B4 A A, AL
o FBAES e FRAH 450 A% AL ADE d 24 AL A=A
gt D. Bloors} B. Barnes®} Atz K.R. Popper, I. Lakatos 5-9] §&] 58] A}-Eo] 38
A AZE 4ol Flaste, BBEE vFE «, FE4 AnAEZ 2E R (nternal
history) & }zsz A4, £84 402 A4S 2 A8 (external history) &
SHAFH L G vA A AR FRAETE DA 43 e Adge] A o

ky

Ir

IV. %IRRT tHABIL L2LIE BRETE BREAR

Bl % wholA W auA G FAT T HERL HHS REERERT AWsd %
o o] =AY FA5} 19604 o] F AN 45 g Eolwl mpopA Y3} au]}
G5 AT o5 1#@ ol %7t kT FAF AL 198039 E Fo WA 53 Fre
AL get o] F =g oldsedd AAFtA (53 THGA) o) 2T Ao A
HAGYYE wRog Fo Fo10% A E odstedor At AdAGH o] E2F4Y A
A2 ARe AT, FP99, ASH, $$EY AN N Einsteins] A%
BB} Heizenbergd) TREEHEEE 722 dq o] Ro]7 BFHOEY Az Aol
o ol % F Atxe] 5Eo] ofgs thESME old sl wA}

ZAEARY AFPYL Aol WA EAYE TEAGAA 2R A0 T2,
AN, AE, ARG FAAG6l 7 250l MEEEEE Fko R o g T4
SHALFAE BB AAAE TR B A7 24 Qe Aol And £
A 84 549 534 A &4 shebo] AR L 7 29T, B2 HHAA ARz

EHATE AT AL F Y ERS Aok Ak ze AR o] 2] A B
BE = 9424 e 47 ve 234 weid 443 25 25 AdHq
ofel, & HAR A FEFAE AdALl 2 9E ALE IF%=, ZHEAE 5] o
2 T 44 A3 g Ade B3 22 ZAET A S99 F gaq
A% g WA JuA 249 PAL Y FHeER Fowd HEN HEMLST
SRz AF oA FAE AT ol 2N £5A AT FARS 9F, &
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FH4 94% 2R B P2 A m oA Hgid. REIRT BFR
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