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(1) F. J. Borch, “The marketing philosophy as a way of business life,”” in E.
J. Kelley and W. Lazer, Managerial Marketing: perspectives and viewpoints,
1958, p. 19.
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(2) BAREEWARED,T~—r 754 v /7 BEREARESE) 1957. pp. 1~2.
(3) ARFZTHLORECES L IR, S=BER MBEZHIZ5EL5),
1963. pp. 85~90.
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FEBRAIhZEHE D - TWB, D% VRO EFHBESE L TRBI
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(4) A. W. Shaw, Some Problems in Market Distribution, 1915.

(5) FAEXH, ~—4F4 vV IHmDOER—A. W. Shaw pEREZFLE LR
REgEE—, [EARERIE] 599%, H35 pp. 68~70.

(6) F. E. Clark, Principles of Marketing, 1922.

(7) M. T. Copeland, Principles of Merchandising, 1926, pp. 156 f.

(8) P. H. Nystrom, Economic Principles of Consumption, 1929.
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(10) P. White,Scientific Marketing Management, 1927.

(11) ibid., p. 35.

(12) ibid., p. 19.

(13) ibid., pp. 116 ~117.

(14) ibid., pp. 73~74.

(15) C. W. Barker and M. Anshen, Modern Marketing, 1939, p. 24.
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PRELOPHESBIREARBER L, £ b, =—F+ VEL DV
7 OBEB LEMS, Zoficks W TERASh T3, RRESRC IR
wxwm$ﬁ®v—¢%4vﬁ@ﬁﬁmlmw#a§:@v~%*yﬁ49
VIZDBBOLAF ALK DEVSTh IV, L3R5, WhiE, <=
—F o VEA O VIHBEEBBRETRAL, =—r T4 VIR EDLE
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(16) V—N— e ) H—F . TYV2—Va Y, B - BRARF72 ) IBEEEED
&), p. 100.

(17) C. W. Barker and M. Anshen, op. cit., pp. 24~25.

(18) C. F. Phillips, Marketing, 1938, pp. 652 ff.

(19) SR, MBUERD<—F v V&4 Vv SOtk ], REFE] %855 p.
81.
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(20) C. W. Barker and M. Anshen, op. cit.,, pp. 21 ~22.

(21) #BROEE, EEHERIGEEER, p. 389.

(22) R. Bartels, The Development of Marketing Thought, 1962. p. 214.
(23) M. L. Bell, Marketing: concepts and strategy, 1966. pp. 7~8.
(24) ibid., p. 8.
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(25) ibid., p. 18.

(26) A. R. Oxenfeldt, Executive Action in Marketing, 1966. p. 21.

(27) M. L. Bell, op. cit., p. 18.

(28) A. R. Oxenfeldt, op. cit., p. 21.

(29) R. J. Keith, “Marketing revolution”, in Journal of Marketing, vol. 24.
No. 3. Jan. 1960. pp. 35~38.

(30) M. L. Bell, op. cit., pp. 6~8.
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(31) J. F. Mee, “The marketing-dominated economy’’, in Ralph L. Day, Con-
cepts for Modern Marketing, 1968, pp. 3~5.

(32) H. Lazo and A. Corbin, Management in Marketing, 1961. p. 5.

(33) 7o %i¥ Edward Atkinson (1889), R. S. Vaile (1930), J. F. Pyle (1931),
P. D. Converse (1935), J. F. Dewhurst (1939), J. A. Thorson (1945) % &%
HFbh T3, cf. ibid., p. 7.

(34) ibid., pp. 7~8.
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(85) tc& xiE P.D. Converse and H. W. Huegy, The Elements of Marketing,
sixth printing, 1949. p. 21.

(36) M. L. Bell, op. cit., p. 7.

(37) A. R. Ozxenfeldt, op. cit., 21.

(38) H. Lazo and A. Corbin, op. cit., p. 19.

(39) M. L. Bell, op. cit., p. 14.

(40) P. Kotler, Marketing Management, 1967. pp. 6~9.
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(41) W. Lazer and E. J. Kelley, Managerial Marketing, rev. ed., 1962. pp.
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(42) A. R. Ogzxenfeldt, op. cit., p. 22.
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(49) P. D. Converse, H. W. Huegy, R. V. Mitchell, Elements of Marketing
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(51) A. R. Oxenfeldt, op. cit., pp. 22~32.

(52) R. J. Keith, op. cit., pp. 35 fl.
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