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exchange view) 3, =71 « I 7 0FE¥
PHLERZLDTHhD, TE, BRERKESE
(business economics), & # (manage-
ment), =—7% 7 4 > 7 (marketing) IZ#
HINzIzBEZ W,

50 £§7, Wroe Alderson(1957)i%, EEZE D
M F i E % =, (a value-in-use consept)
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BRI TG TER 2 FTT 5 L9
WAl S Nz~ ¥ 4 =— (part-
time marketers) DM % & THEL#E
2 & BB FLHEREE WL T 5,

RE3c: RN~ T4 7 ThHDBHI2
DI 13, Al (technology), TB#H > 2
7 2 (information systems), % L T,
FDOMD L 2T LDTHA »ENDHZ &,
Fi, TNLEEEPLEEHRET 50
D THRER L2 & RDOLNS,



=TT 4 Y TWRICE

@) v—=rT1r7ERLOME EL4D
V=TT ORBHIEREINDIHT,
AL g anNzh LIZEET 2h & DR
128 % FREEREE)

EiEoftic Te—r T4y 73 EDL I
FHES N Ty L) HiZrrboThD
MDY H 2, "HENEH ) (promises man-
agement) &\ Z X Thb,

MBI L > THEEINZEFEND—DIZ,
on—Jp— (1999) ASik~Jz, L ZOBE
EOREE LD, Fiz, MOBED THERERNE
#a X £/, (exchange and fulfilment of
promises) 12 &> TEMINLEINETH D
ETBHLDD DB, 58D T3, ZTOREDHZ
X, WA E, Y— R, BB A iR
%, BHmOMmE, HAEEH, BXUHWEDH
PIcBL T,
BRI TNT Stz TR, OFER VR % Ik
BHL, L THERIERIN, B80»2%D
By —BEd b b EFHINLL S TH
R BETICREINEDTHE, T—EA -
LT 4 T TCIE, CFE) o T W
FRAINTETNEZ LI THS (B
Z21%, Bitner, 1995 ; Gronroos, 1990).

THIRME &, 1%, Henrik Calonius (1983,
1986, 1988)0 Drawing iz & 2 & o D
27T 4 TERICLESLL Twd (Kot
ler =—4> T 4> 7 ESH (1972) #EAL
Tw3),

Thbb, e—r74v70, FEROK
CWERSBICLT, BRI A EICHIT LN
Te—HD N DFEEE TH B, £ ) LD
TH b,

HFEN2BEEDR D - T %2 155
(HEA) TELWEE, B HIEAEMICIZN
RKEWI LRz L->THALTUZE I A (K
Bz, R OKH (promises of satis-
EBhbhd, DD, Fnb®
(Enc& <, RBTE7T,) Nk
3 THoT, "IcBwWw—T]gg, 78

faction))
=Skl
L — T RE

4150 TRR—3R, #IERT 3.

F B BE DD H 4 (B )
S BB TR, 1S3 e bh D Th
%o
Lo L, MREZES TF BN

B ETIE v, j:fk%@%~AX‘//\‘;

(e—H T4 > JTHLEHESCWTESE) |

BRI TR, LOo2FLweE Y A2 %Ki

B2 L) FELBRED D LD, ZHL712

"YW B H DD, SR DM LSS

WILERNDRETH 5,
fEam & LT, DEDMIEIRED SR OAf

BRI E TO\RE L 20 THFES, D5

X, UTORENEEDIND,

REda BEIZ, BRD, HvF vl
EEBRICHB IR -> Twb, 2R
5 OFEIIRIE, ¥ (firm) OIEENT
EHINhE T 5 %n,

REAb I HEEMOT CHERZBITT 572
DDORNEH)—7 T 4 > TB I b B
b,

RBEAc:BULIENLEZ LT Db,

BEREM AN, HH AT LA, o 2
TLDY, = NI A L= F—lT k&

HERERDIEE 22 5 Z L IR E
2Nb,

BEAL: HAl;, 2 AT 24, BEOZ L
Rk, a7z THR, 12 & - TAIE
ENTHREDTERDOFTAXT 2 WiLE A
Hay=—= 7 4 > 7 (internal market-
ing) &) AEEENIC L -T2 61
72 THIW,, OFEBERLZ L, T, %
Bz TR 1Tk o TAIE R N R
Bl LD, DEDOC—T T4V
77T ab 2B BRT 5,

Plbiz &), —>n T, ICEhET 5.
UL, TRIERMES 12X 5 THREEESR

(a promises management definition) & #r

ENBLILNEEF-2LDTH B,
Thbb, Ty77—F3N72 AMAZE

HOBFRICH 2 EBEWI OGN & TEIE AN



et (LR AS) £5882%

By, Vv—arviw7 == T427,
V—bER->—r T4 7, BLURRND
PRI, DRIEDIIFEDFEm DO T2 b,
DT T—one—rT4 > 78S, (alter-
native marketing definition) #RI#15,

Marketing is a customer focus that
permeates organizational functions and
processes and is geared towards making
promises through value proposition, ena-
bling the fulfllment of individual expecta-
tions created by such promises and fulfil-
ling such expectations through support to
customers’ value-generating processes,
thereby supporting value creation in the
flrm’s as well as its customers’ and other
stakeholders’ processes.

IFRHBI) - ~—2 T4 > 703, O EE
EBREAML TERICEALZ 4TS, 2L,
MEfE 2, #47-> T "#H, (promises)
L, 2OL) Rk > TELNSE MEA
7 ¥A4%F, (individual expectations) 9 72
# HigL, BEEROMESKERE (customers’
value-generating processes) ~ ? ¥ R— |
PBLTIDL ) LilifeEiLzL, 561,
BEOBBE LMD ZT 4 7 - ’ALT—DBFE
& ERRIC R¥EDBREIC BT 5 MEAE %
K=+ $2L)ICHETLLDTH S,

ZIT, TRESNRe—TT 4 v TR
(THREHER, (a promises management
definition)) DEEARIa Y v 7I3LUTHLH
2% »>T\wb,

FLICS, EEE, FHMMEMSES (the
value-in-use notion) IZFEITWTW3, £
1, ORAEAMNES BT E A AR I B
% RE% A, (the customer sphere) 122 ¢
LNED»ERL Twb, —#Mlo&IE
(resources) & ##E (processes) & #HA1E
A (interactions) % & -, 4% (firms)
12, BEEAMERE 4 T 5.

— 46—

Zo "ERMMED T 7 v—F, (value-in-
use approach) %, M5 12, EH D ~=—
FFAY TN F=F (o= T4 Y TR
%) BEHMEMT w5, 2, BENLDE
T 7 T—F &z AMA EFEDW 2%
Tk T B TR HAGE O 8 &, (the
value-in-exchange view) & @Y TH 5,

$21C, HEIZZmIcwo L r R
BRLZVWEWI DT TR EWESG L,
XD T, HREDOVREMEEZ TWwb bl
T, L72h->T MEEDHEAK, (the founda-
tion of business) & L THAZK & DEIFRAIK
EEICEZTNDLbITTELTNDT, ZDE
FZOHIZIE, XF & LT (as a phrase) "H
R EH ; (managing customer relation-
ship) 22V T, BRMICIEEZETIW
L,

F3c, Mok, =
>—4 J 4 >~ 7 (total marketing) » &+
R TEDNTEL W, IMPT 7 u—F
(Industrial Marketing and Purchasing
Approach?) ICLBE VR LE YR AN
(BtoB) &~=— 74 > 7 OW%E & FkIC,
BIE, Vv—variy 7 ~o—"T4 4>
TEH—E R =T 4 T DOREIRT
kolz, BRICAH 7 7—3N285E, LY
BHETH ), BEGFINVIEONEZEFA
TWEDPLTHDE, TN, BESINDE
FTIE, WL OrDMBREBEITEEER D
TC, == T4 > ~ODEEZWS LT
e bnwZ 2R RLTwa,

BREENC, =—7 T 4 ¥ TR L IRIE N T
Wi EZADLDIE, BIZIE, E—IVZADHA
%57, MELFAE (market research), J&
# (advertising), Z L CTHio~—4 T4 >
J-ala=r—3arvFEEEA, BEEIC
100 79—+ > FEAE LT TS,

Zhicx L, Moo sEseE, FIERH 3, B
foe —E 2B F, BE Y-t 2
V—ay, B AT 4 7R, IhE 1Bk -



=5 T 4 THRICBIT AEED— D DHS (BEH)

TREF, a2—)br > 158, BN &z
WKAEL TWLEZATHYHRbLLN L
- X LR, L TANRBRESMESE
o83, BEERITIEH 20—k { —-—
THLNTHWEDTH S,

LehoT, THEDLEL TH=—>
T4 70 b o, DF WEELNAD
FEMEREDFRIE L 70 5 T\ A EHHE & AT, O
D—D2NKIG (a dimension) 127 X7Zc vy,

EA4IZ, WHIO~—"rT 4> 7EHRD 4P
EHEIFE N AMAERICBIT 58EE D
'} 2} (the equivalent list of activities) &
R->T, "MBEINTLER 2, ~—~F
T4 v T OBRBIESTBIT b BEEBD ) 2
FEEATIEN N,

TP EEZE, T, 20k 2}
(42HDVEZDMOEZNTH->TL)
i, LU THEZNEIREZT, BHICERE
o (BILS) ISk B[Rt Rz L DTH
DL TH b,

EEIZ, 1950 F 1012, =— Vv R—T ~
(1964) 1%, 1203 v 7 2AEHHI LB Lz
RP=TT 4T I T A AT — K
AL7z25 &85lz, Z2onl) 2 M, ik
LT, BEINZTUUT 57 Wnw ERNT
Wb, M2 T, ek d A 70RWT, —i
A ERICEOI ENTELVWEL 572 2
FEBEETBEI EIZ S, REHIIZE 21T,
TNXTCHOFREL—7 T 4 > 7RI OERIC
A0 &) nBERRESEHN) 2 - BEMT B
DIIARTEETH D, Lo Lah s, ERETN
EBICL > THEHICERENZAPD L I
VAN, "L AT A vy
(Kent, 1986) 12725 = &lxdh b,

—F, ZIZTOEHT, BEEEELT Y
Wi 5282k ->TxBRIZBIT B1ME
EREBT 5230 THY, 72, THHE, I
Lo THEARINEFEZET L) he—
TT A4 Y IHDRHEIINETINDG L DD
FT5LN0DTH D,

ZDESFE L VRN - MR T LD
i, PEZED HREZEA, TR 53RN, =
Ty b=y b, BED LR,
Ak 53Xk, 2 LT, H DEED Ao
Rpa~ &, BT (F#kic) 23w
5ZETH5b,

512, TR, 2, ERICURMICE E
NTndEN)ZEThHb, 20 THHE, 2
X945 WE Y R— b kbt b, F7203
"W PRERICETIN WS LR, BE
fifi i A= AR 2 W) 2o CRRBI Y 5 & 13
LS5,

6, BRI, ~—r T4 BT s
"WItE & WIAFIEMEE D% ], (the role of
expectations and of expectancy disconfir-
mation in marketing) *#FREIZ AL T3,

MiifEiE 2, 252 T, THE, A THRE
rEEL, T LT, FD L)% THAFE, A2
I NAMES RN IR ~>—7T 4 v 7D
IS RER BN R R > T b, Lol
—H, ZD&I) % THH, I2DwTEEME
WRLLHEE, EBINLZNE TR, (3,
THE 2 DE Ik TRIMELN Y
DELTENG LD ELLZDTH L (BAFER
TEXE)

4-1-2. G.M. Zinkhan and B.C. Williams @
R

G.M. Zinkhan and B.C. Williams (2007)
b, AMA DFEBENDHFH LT - T 500,

oz, MRice—>7T74 > 7%EF (defi-
nitions) NDFEEICOWTHEH L 2812, =
DEFDEZZRND N D2 DJFEN BRI L T
o

iz, 1513, il wERrBEN>—7
T4 > 7D (marketing thought) & %
DR % L Twiew 58T 5, 2L
T, HHDOHIR & ERZDOMD R Hp5w—7r
T4 v THIGERER, B L OBSRSIEICE K
TRz 6T LNTWEL TWD,
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B (LErRKY) E£55F2 5

IhbEBRFHLALEET EHEFIo—7
74/7®”ﬁmﬁ%@mTéw<O# D
LA 2 $R4E T 5,

ek, £9, Fos—varicid, HHIEC
ETHERPHLEL TS, i, B
TEfE DA E Y “set of processes” 13,
2= T4 Y TOR—DER (HRE) TIE
%, ©LAEL DFEHOHEA (a combina-
tion of many activities) T®H % &\ &
PEAGELTWLZ ETMfiL T3, £72,
1985 D AMA BHRICHFAEL TW2BAFD
W OhrofMEEHELZ L, 25612,
MifEAE R, #BRT L2 LiIcd-> T, BE
DFT7—EDE I ICBWFOREARI LR
L EBBEMICHER ) P EFEZDL L) e—7

—IHRTHLDE L > TV D EICHEN
iz ML Twab

29 LR (WL O nBERBD W %
WERL?Z) EhdLon, FERICIE, Fh
Y OMEE»H B EREL T3

(1) FERNMESR

2iE, EHER, FrESovEE AL
BT, W Or DR HREER, %
LT, F723, @mBENLpNzsZATEY,
FHEREREN, 28 L T, RS5O

{t. (conceptualizations) TH 5 & H#, I
WUuolFbnTtwiwtJiIcRzs &L Tw

é o
(@) TH#E#E, & L1i-Z roiEEE
%9, "Needlessly Narrow, (LB Hke

&) LT THML L2z EnRER
BEIT).

HLWERE, EVAZA»LEY AR (B
to B) #% (a business-to-business focus)
ZRLTEBY, BEBREHIEEE>H L OFIZE
AT 5N TWwa L HITIIR 2 v, HEE
T DERICWE N ZZ LGN &
ISHHFETH 5,

ERD UG To— F—DET)DM—D

48—

lﬂﬁ&Lfﬁg%ﬁilﬁfwéﬁ >
Z—ix, EENICIE TEEOMAMES (Ccus
tomer value.”) ’@5‘ L Ze Wb o fEFH 12 B
THAEE I 2=y =g IR L T
%,

Bl 1T, REEH~AD>—7T 4 ¥ T DOE
DREEEPWNIBD 7T T4 > 7 (BEEAT
), HEEE X T e v AVEE, BUFOBIR
FADEHEFZ T 5,

RILDIZRIZ L - T, I FL o T BEE
FBE2EET 501, FRFEEFE (&5 2000)
R A2 —variy T ehr—P
2 > + (Plouffe, 74 ) 7 4 X, B&W
N)—2004) B EDEBEL—TT 4> TR
EICBIT L, Bl MY A 2 (organ-
izational silos) DH b N EWVHELRA R T
HHI EDDLD D

=TT AT TAhT I —2BDRED> S
12, FLVERIZW L2 ICFERICBET 5%
WEE 2 BB TE LD TH b,

b)) "EAEEE, NEEFRE BET

%, W ERARELORMRE

KT, HFEREIR (Word Choice) 2B
I TH B, ¥, HEBEREEET S
“manage customer relationships.” & \» 9
LEIZRIT 5,

2= T4 BT TBEIET AL
Nv—2 a7 =5 T4 7FT)
ICE 5 BRRBERET 27200 RIENE
NEEHRL TS

7z, THIERMRE ) “stakeholders” & \»
) BREIIBEMICHELI L\, ZOHFERZT
Tix, FIERREDBERIEN DT (priorit-
ization of stakeholders) 3 7Zc\» L, BEEDS
B EBERENV LD TV L2 E
B350 LN LwrsThb,

F72, =4 F—) TEHEICAEZ 5 =&
3, “deliver value to customers” & "F|&
BIfR & D 7212 % 54 “benefit stakehol-



=TT 4 ¥ RIS BT AL N—D2 D4 (R H)

ders” L FHIDICEHTTHY), LT
BFELTW5EZ EE2RBY 5, R,
fifiE % 2T 2 FERREVBEETH D% b,
HERNDEHIIRD TH - T, »ORENE
b,

T/, FrERT "EHT 5, "manage”
EVO) BRI, BDERRN - AEEOK
RELLTHrdmniv, TEHT S, (3,
BWF L) FOMOEE L LW o
FRALTWE25TH b,

C £EFE®MTHZZOMRE

HFrERIE, < TEEEM, (production
orientation) # & & L Tw %, % #Li3,
R T 4T T ADREORTED
(HRLC), kic, BFEBICm? > THL
HENLZ E2RLTWE, BX % 30EH
B s, TEAEDCRA=—Vx T AT 3 —
SR =— 7 WEEDBLEERH KR e
LT, W d I eicEEzibes THEE
My 22T ANTW 5,

2y b2k s THEEIZTFRETH S, “the
customer is king,” & \»9 R, "TRHRE
FRiICBT 2EWFOEMABEE (the
active role of buyers) Z&FEL T3,

4> =%y bk LHFENTES
LN, BEE~—7 —DRMtD FTh
NOHEL 77 Pl RIZL T 5,

Bk T—> 754> 7B, (market-
ing thought) Ti%, "D A& EEREI DR
»., (production-driven view of exchange)
PATETH-> T, HRENTHL LW FE
ZICKELENRT S,

BrERL, TH 72V LAV
(BEREFN) DV TWBEFR b,

d) BEHIHINIL -
)

ez, BEABIZ W TEEHL1r 50

#57, (Isolated from the Past) #7wL Tv»

e, IEETH

5,

FDEFD WL D OEEN L EIZH L W
EEICHENLZ W, Bl 2 1F, "% #,
‘exchange” &\ BEIFHREINTWBED
BHETH DL, e— T4 T EERET LR
DICT—DDOHGEEVREETHLLIE, BZ5H
<, T3#, “exchange” #EIR L T L
0 h 7\,

LOALHEFBELMZ T, "THRENTHE,
“economic exchange” % THEFEHIZZH & \»
D DM 28 % Z ¥, “economic
exchanges and some social exchanges.” %
HN1FL D,

512, FrESRIL, T4 Ps)y B % 545
BicE TTwd, $4bb, 22O0NDP
(“creating” as new product and “com-
municating” as promotion) 13T HY, AMD
225N P ((price and place) %, HEF\»
2, FRRERTAIZTICIED TS, L
Ladts, HERDAPsDEOTHELS L LT
DI ORRWERIL, W bbbl W
(if & 70 CIRELL T 3),

TS, 2= T4 v T DEL DEEDE
7%, T, “satisfaction” &\ HFE
D ANTWED, ZOSEDR, FERICS
FINTWZn, bbb, 51X 151
fEIE, TR, ~NEEP LW ERETNET
HbHH W, BROEHLmMIZT DN, KLl
FTXRTCH2—7 T 4 > ZTIGHDE 1 Fh HIZ
ThHhbdbhb, TEBEIEREII) B D
7,

BT I, HIERIT, =7 T4 7d
21 HAEIC B AN E LR EEFRICTL > T
DOPDFEBRIY % FHE R > T b vy 2 &
Th b,

FEEIC, L2 LZ%dh s, £0UE, WD
DEMEZTIZFEI LT, HENT WA AES
X (picture) 2T 52 LIk - T
Wi h L,
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Bk (CugrEXY) B5B¥E2Y

INHOMBEEE LT, =—7
TAY ) —F, BHE (F
gogy), B X UWEAT (practlce)
N & AR 72 > DK B9 &
LETRBETELDTH b,

3B, Rk ~e—rT 4 v 7 OREEE
EHORMBEFANDL L) RHENLRETH
by =T A4 TDORLNIREEHRAT
&, Kfro—o T4 73— ADNEEH
o= T4 v TEMRE—T T 4 v T
REDME I N BEIIHIR S s Ltk
WDTH b,

P T A Y T OB HEBOIZEA LT
NTOBERICEBE S LNEEC, #Mok
P& 7c AR BEFRTAIAY - ASRERY Zc IS, B &
% h,

iz, BORMNZEEDLV > XFxBLTRS
Nade, »—77 42 7 DBEDERDFER
13, W{OrDRELEEDET,

NBE % (Public Policy) & <=—% 7 4
TR Journal D DR 7 L 9 >
ELT, == T4 T DRIF—DONEFHER
YRR 2 D13, L2 B Tld 7 v,

La»L, 120, %4, Trh
TI—2H, vA Y%, BIUBORIEHR
DEBERELEZRTZEDNTZ 00 HEE
% b

ZOMBELEEZHZ LICBITEHE—AT
TELT, w7 T 4 v 7 EREURIFER DL
NDOEFROFFE DM AL ICFHE L 2l U
LB,

Iz, TeEsbZsaRe, 2# L 25720
2O DEBARFHMEEE L RIET 5,

LT,
) (peda-
b b
B (B 25

2 v—HT 1 I ERDOIERESE
T4 VEFREIEDL E®E (Criter-
ia) [2DOWTHRETT 2, ERANDEFRIT, FEIT
HETHT I —2BOMFIZEEL Twa
ETHY, SR EMKFLEDHWDONT > 2 %
ELRITNUE R b, £k, Y% TRE

WEHL, EEOIHMIMEZR2hiE L 5% n»
L, @Y EEHZERT 50 ToITFISk
b\,

2—7 T 4 7O (the concept of
marketing) & B TR S N2 HE (the
terms stated in the definition) & MR
FEEDH HNETH D, 214, BAL
HHRERIC b b W R BET 5 DIE A
HThbd, Lizh-T, FALRRNERD
=TT 4 I DD, LT, AT
T I RARERRDIIER TS b
v,

—REJIZ IR S N B HEKlE, —EDBIED
M%@%Eﬁ?éf%%?#,mﬁm,%w
FVEELEEZ LB D LIV,

T EBNLERIT, HRICBELNATY

T, BEHBIZEZTWHLNT, %E’Jf%é\_

&1, #HE () 2B LT
b\, D92, FALTEETLHEMER
DHEHIRTE %2 FFE L T2l Ul b,
LoL, Bakd s, BEDHEREITZ DHE
BTRETES,

FIT, BHICe—T T 4 > ZICHET B
o 3 DDEMGHDEFREFEZ TAHL )
B, DY, BIUHLZTH S,

[£3] 2R LIz, #nFhoins
DB CIZHEE THF3E) “study” THHOT
AT Iy I RERERL TS, 20084
2B W, g, RFE TREFEL
tific” ITMBIEZ N TW 5,

“scien-

ZDE, FNHDFERIL, HEKRDLEY) R
W5E & FATOHBE 2 WD AL TWDH, =—77
T4 v ITOEFRD, BRAWNTT AT Iy 7%
HEx e L T, mWHanBig & L i
et T o RETh b, BlEN, £L T,
FERDIFFEHIC & > C, ZD L) RhrEMT
DRy I EBERERETH D,



=TT 4 TIFRICBIT BREN—DO NS (BH)

K3, Y= T4 EBEICEET %M (disciplines) DER

B (Economics)

LEE (Psychology)

4% (Sociology)

T DD G T THIRDIFZE
The study of choice under conditions of scarcity
(Hall and Lieberman 2001).

B A DATE) & LB ORI

The scientific study of the behavior of individuals
and their mental processes (American Psychologi-
cal Association 2007).

EFITE, AMHEOBR, 2L Tens oy
TTl2 ) A-720)F 23ER I ) HEDREER
Viigia

The scientific study of society, dealing with group
behavior, the relationships among men, and the
factors entering into and ensuing from these rela-

tionships (Lee 1969).

(3) #U (Conclusion)

=TT 4 T L VEREIESLZ LT
BEHFH ORI HE L RITT, E%%%L
2%, B2 LBBRERVEE, TR, HE
BLUREHD, #HRELDKEWHEIZBIT S
BEOHREE INLORIRDEEL 2Dk
VIR T B0 2 EEICHK 2 UL b7
W,

4-1-3, W.L. Wilkie H R fZ
W.L.Wilkie(2007) &, W< Dp0#tH 2 B

FAL TwWw a0, ZOREBEINTHAEIZLLT
D4 5 _ﬁ’xﬁ)h%
1) —RICFIHTTRE L 1370 - T el

&LOT%57ﬁ@%ﬁ%Téit”
$oC, == 74 7 HRBICBTBE
Y7 FE R & LT 5,
2) EEL X &% HEENFEEK (B2
i, Yre—F, e, 2% BER,
b7 —5tHE) A, BERAOHRTEE
LTREERILTCnD EEZ LNEV—
7T 4 v 7 DEMSGE (the academic
field) DOBIEMRIEICEIT 222> b
3) e—r T4 7 BBICET S THAEER
Mg F £ 4 >, (the societal domain)
DERENZDONWTHDa X},

4) #@%, BUHE, H5WITIERORREICE
B\ D DA A B B,
TEThHB,
PIFIE, #2415 owTo Wilkie D B,
BREEEDTHERLDTH S,

(1) ZHEHARZESE LIZSSICIRENES
ICIIEELRRLH B
=TT 4 T hEm Y AL E, BREIS,
%% (marketing practice) &=—4>7 4 >~
7% (marketing academics) &#%, Z#NF
NOGE ETHEME, S, EERY
FELwElLTnwd, IN6D 220, EEIC
$: 4 B2 (a symbiotic relationship) 12 &
5% 7z, RE, R, BIUITENICBW
THLBERLLINEEZ2 L7 0DTLH b,
Lo LZeds s, oo ERizB L ¢, %<
DEBLEOWEED, >—TT 4> 7~ TH
TI—nExEL TRE BE B TF
RO DDH B L) T LRI LG A
Lo TWADIEIBHHETH 5,

Q) ¥=HT 4 T ORBIASHIDRER
RREHTVELSHDOH,
=T 4 v 7 OIREEIE, RERIC
WA, #iH (aggregate) L b DT %

— 5] —



e (LBERAY) £55%825

W, N5 D2 2= »— (man-

agers), ®3% (firms), F72IZHEHE (con-
sumers) D LIZHLHEIrNTWE, £D
KEF, — DD BT 5 DDk
RIEZ R TE B L5 % "THuflA, 3w
fFLTwa,

EFIUTICERET 5, T=—o T4 7
DREER T TRIE, AENICEEEOBEIC
BAfRL TVv 5,

(3) AMA OFEED X

WA DAL AMA EFiL, 1935 41 B
FEINTLIK, 19854, 2004 4F L WEE N
TEe ZNLDERE T 5 LIRHAL
DIONTEREZRSLTETWSE Z LIXH
LTH b,

2004 FOHFEFR TIE, HBICITEI T 2
iz DAEFGIC B DERE G52 52 L % Hiw
ATWS, L»L, —FT, =—5T74>7
DD, M ETAREMIZERR S N
B TUTET 2D ~—7 7 —I2iK-
TWbEWVW) ZELBEELDTH D,

4-2, JMA T2 & D%

4-2-1, IEDOREE

B D IRE (2004) 10k 2 &, FESE L
JMA 7 1990 £ 7E3 (LI'F, JMA E#) &
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