27

2T VT RER T T 4 VT .
ayv 7 MNIEHT A —ER

A B R

KB R (—) w—7T74vIBEOER
() HARBT3~—774 Y7 DERK - RE
(2) BHRERBUBZbBEOT—7T 1 v 7 DER
(W) ~=—rF4 7 CETIEERSNC~—T T4V -
avk 7 NDEBIZDNT
(F) ~—u7 4> 7 OWEHE



28

TAV A eo—7 74 7HESAMA) TEREE2FLET A HB BTz <
—T T4 YT DOREBHEREECC, v -V T4V el M OERKHE
L T, Rayurn, Cook, Kotler, Bagozzi % JuMZ 1960 LI L BB TS H
KESTWE, ARMTRIDIERSERT, =TT 4 V72D bDORE
HORTIORERESZ2E5ET3DTh5.

(=) == 74 IBBOEER

HolOTEIETHRL, ¥—7 T4 7RV EVEDELANEFTEHT
HHBEEOTHITENG, ZOHEEADL I ENTED,

8T, =TT A YTRTAVAERECHE2DTH 28, EILEELHE
KBTS ZOERITEEE WS IV R LABREBEECTH- 72,

EZHDEIEEFEELT, AEOEE L BHIRENREELYZR T, 4%
BEEL YV IEERNLEREZ LT3R R LD THS, TIWCE—NVR -
TOE—YarEPLETREIBDC—TT 4 VT HEEDEBNTE Hdso
eDTHL, MENSZEXLEENORER, SEARZLSTHRL -
e, —H, BECBWTIR, IOE»SAOE, S8z, BHHES TR
LEEORMACE b 2L, UG ERIUD LT 2EEHFARORENEES L,
—7, BNTRETIETLT, Z0ER, ENTROBENEE > 70T
H3, LT, 1BHEEF»L S 19T T, TEREEILZLFTLLVE
EFTOMMTRIRS T, SBIEVEELNKRER DO TH S, &51219
HEACRIC I E SHBE ENRCEBICRET L, LEXRET 284D,
CIR~—7 T4 70T L& 2 M2 2H L35,

BENDRERC L v, HROKBEBEZTHEL, 55, REEMICHRD
ML dw@hkote, 22U, 7—7 74 YT DIESEBHNCEIL & 5k o7z,

U= IS BRAMERE - X947 FOF
BT, TAVADS— T4 »7OFRLEEZE, ORI ETFoN2D
i, ¥UF— - IV USHORERTHS, RHDOANETHEZTAFy T -



SR T4 VIRBREL~Y— T4 oS 29

R1 IRE7AVHIDOHR

1860 1870 1880 1890
EE (10fE3) 16,159 | 26,460 43,300 62,622
TEOH 140,433 | 252,148 | 253,852 | 355,415
FREER V) - | 68,750 | 1,247,335 | 4,277,071
T#4E R (10683) 1,000 2,723 2,790 9,732
$ER AV 30,625 | 52,922 93,262 | 166,703
AO(FA) 31,500 | 39,900 50,300 63,100

FUTREE (108) 1,000 [ 1,780 3,399 6,358

August C Boilling; The Development of the American Economy, 1966, p.210.

2 TIHERE (1849-1919%F)

EREH | HEER | BETS) | A (FS) | £EHTS)

1849 | 123,025 | 957,059 533,245 236,755 | 1,019,107
1869 | 252,148 | 2,053,996 | 1,694,567 620,467 | 3,385,860
1879 | 253,852 | 2,732,595 | 2,790,273 947,954 | 5,369.579
1889 | 355,405 | 4,251,535 | 6,525,051 | 1,891,220 | 9,372,379
1899 | 512,191 | 5,306,143 | 9,813,834 | 2,320,938 | 13,000,149
1909 | 268,491 | 6,615,046 | 18,428,270 | 3,427,038 | 20,672,052
1919 | 290,105 | 9,096,372 | 44,688,094 | 10,533,400 | 62,418,079

Harold Underwood Faulkner; American Economic History, 1928.

£R3 FPAYACEIIEREHGEOTE

FRDILE | o EMT | HE (L) AR | 1AY | ERF®C
WA L) [ 1TTODIEE (FAN) | VEE | HTBEE
XA (K 2v) BRAG) | E%

1909 | 148,554,392 | 53,978,853 | 202,533,245 90,691 2.23 0.69
1914 | 184,047,106 | 71,585,505 | 255,632,611 | 97,928 | 2.61 0.75
1919 | 373,501,890 | 154,797,488 | 528,299,378 | 105,003 | 5.03 0.78
1921 | 521,685,483 | 155,301,227 | 676,986,710 | 108,208 | 6.26 0.83
1923 | 580,937,741 | 212,955,728 | 793,893,469 | 111,537 7.12 1.17
1925 | 661,513,242 | 261,759,431 923,272,673 | 114,867 | 8.06 1.27
1927 | 724,837,083 | 305,383,936 | 1,030,221,019 | 118,197 | 8.72 1.40
1929 | 797,338,231 | 322,900,164 | 1,120,233,395 | 121,526 | 9.22 1.38
1937 | 574,180,206 | 235,874,088 | 810,054,294 | 129,257 6.26 1.16

Neil H Borden; The Economic Effects of Advertising, 1944.
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AV TR, 2EMNCRFEHEEYHILT 52 LKL, 0B,
—V Ay 2TEBECER L, MIA/NSEIECH v PREIRGELIDTH 508,
ZOM, IREZDMOFRICLD, 1,000 VA EBENICFRIC~—7 T 4 >~
JEBITLI:OTH B, £ 2 THEHHIFITEAD R A 2 v b % National Butchers’
Protective Association QIEFURIRFEHE LBbRIFR ooz, & 512, 1888
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BB AETH S, RIZ2) DIEBELR TH 548, EFINa v Ea—2
BHRERICD, ZOMOMRRE b &2, £EERE, REWERS, KFEESL
ERECHRELESHCHE, EHNCL EEBREEBRE CRET 545
ERHFoTw3, %, HEZEODE=ZONIGOBHTH 2 EFRIERE TR, KE
DHBHEDOE RNy 71, KR, 48, ZFERLERCHEBECERE
2R s h, B, R, L, BRESREHIATWS,

() =774y RCETIERERLOVREY—7
FAVT e AT IDEBICDNT

=TT 4T EEoNEE, TONER, FHRICEL TE D R 5EZDOEK
TOIABDOFEME, BROEcEb Ry, RESEMLTEREEI Z N
T& 3%, @H, FU¥RAZELSEECHIb N LE LR~ T 4 -7
YFVREDNRAINT A AD vy ¥ a v iEBT 5, BT BEHBAY) OF
LN, 7AVAD 7= T4 VI HBE(AMA)DEBRBRRESDT 7V —oN
NWERIAT 4V VERBELTROL S CHEI LTS,
(1) 1960%E------Marketing is performance of business-activities that direct the
flow of goods and services from producers to consumers.
(2) 19834 (Rayurn) - Marketing comprises the activities by which an orga-
nization, directs monitors the flow and exchange of goods and services from

inception to final consumption.
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(3) 19854 (AMA) - Marketing is the process of planning and executing the
conception, pricing, promotion, and distribution of ideas, goods, and services
to create exchange that satisfy individual and organization objects.

(4) 19864 (Cook) -+ Marketing is comprises the activities by which the flow
and exchange of ideas, goods, and services are controlled from supplier to
final consumption.

(5) 1984%F (Kotler) - Marketing Management (5th ed.)

Marketing is social process by which individual and group obtains what
they need and want through creating and exchanging products and value with
others.

(6) 19864 (Bagozzi) Principles of Marketing Management.

As phenomenon for study, marketing is set of individual and social activ-
ities concerned with intimative resolution and * or avoidance of exchange
relationships. As a field of study, marketing attempts to answer three ques-
tions;

1. Why people and organization engage in exchange relationships ?
2. How are exchanges created, resolved, or avoided ?

3. How should exchange be created, resolved, or avoided ?

EROTIE, HATEETH RS, SERIESVRKI -7 T4 VI DER
HREENALZEERLTWSE, T bb, 19680FICESNe—7T 4 » 72
BT 2 EHIIBROEREHICHEEDY—7 7 4 VI EENICHIGL Ehiz
21D THB. RO —r T4 7 RETIERE LY —7 4 ADFN%E
SEEDSREHBBECAATI 22 E I A REEH EHEL TV 25, Bk~
— 774 I EHORCREERRML 2 2D, BAEELL TS TEY,
S Lo I ERHARD T, BLVRBROF L SEEINIONRI—T T4~
ZJEBETIH LOEBIRTH 2, I THERDEDOLDORA M EHIFTHS,

Y= T4 VI OFEHIT, F1ELLT, FE - ETOBRELT, &
FEEMOBER*N->TWE I L, 28 LT, MR L TEFEEODA
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William Lazer, Marketing Management; A Systems Perspective, Wiley, 1971, K (#, i, of
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