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ABSTRACTS

The field of marketing is increasingly developing and transferring its theory
and application to the non-profit sectors of our society. These days we afe
beginning to see the impact of the marketing field on the administration of in-
formation service organizations. Marketing methods can assist information se-
rvice organizations in doing a better job of allocating scarce resources and
attracting new ones. Therefore this article describes principles of marketing,

marketing for non-profit organizations and marketing for information service
organizations.
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23, o2y WHEHETNLZE & 3
B BRRe dutHoz JIF, o & FA Tl AT Py F2E T8
BHE SAY #HE, EEATH, £2 5o TeEEEE 53
B ootde did Teol o AMREREU oA BN ATste BE
of s de BF7F EEoltk
3) RE #E
BET T35 A8 digle] Fojx W WEEE B, RE, FEHE S
BEAE w2 RS ristA doh wdetd 85 B, BACA e
fAR T Az HAREGHS SRsor dh =T FEOA BE 9
e 7Y F UEE HBEEEEE B/ AAEEES sttt
4) B A B E
RE FE7F A =99 FHZ2E S A ok 2719 7o2F N 8
Bz 7o we #ES JadEiud LEER WA —HEHEE sl H
EE Holg 797t dutdeltt weba HBEHIIA WERE7F HSstd n

4

tlo

21 ) Thomas C, Kinnear, Kenneth L.Bernhardt, Principles of Marketing, (Gren-
view, Illinois : Foresman and Company, 1983), p.147.
22 ) ol<%, BIEE, pp.164~169.
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5) BEE FE

FolU Auze] UE BEE FEES HSES REREESY vad o
Hrlolth & BEH REol 2uAdA BEL FozHA v METS
gs) 718 B A9 ENEe Fosx MU gL U] Ad
gotrc o uEA —a}um e 297 Qo sA

o

2

L]

(3) BBREGH HEEHE

BEEY AR 9% FE 298 duAy} gAY =3 Fasdta
dANE Ay 29, A o
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DM BES MAMS ERZ T & & ReE oed e AL T
% g |

D5 @B e

2gz XPIEE st WYod FEHX o STRRE LA i
A7 8 AART,

Q@ B

e Bl EASE AT ostel grlg RodsAL uig 2T
Aotk & fRe A%el ATt AQH a¢l ArEnty ¥ %

91T} 24)
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ke KRBT Foix BHel A% EATHY Bz I + 0D
sy BEL oFA olFAeA HetErie we odHE dolEE  ©X

23 ) David Loudon, Albet Dela Bitta, Conswmer Behavior : Concepts and Applica
tions, (New York : McGraw-Hill Book Company, 1979), p.310.

24 ) Thomas Robertson, Consumer Behavior, (Grenview, Illinois : Scott, For-
esman and Company, 1970), pp.l14~16.

25) Kinnear and Bernhardt, op. cit., p.161L
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BEETD 93¢ T+ 29 7124 itegw BRS vl 2o
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@ BEHMEL ( consumer socialization )
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26 ) Robertson, op. cit., pp.25~ 27.

27 ) Henry Assal, Consumer Behavior and Marketing Actions, ( Boston : PWS Ke-
nt Publishing Co., 1981), p.65.

28 ) Harold H. Kassarjian, “Personality and Consumer Behavior : A Revi-
ew 7, Journal of Marketing Research, vol.18, no.4 ( November 1971) : pp
409~ 419,

29 ) Martin Fisherbein, Icek Ajen, Belief, Attitude, Intention and Behavior : An

Introduction to Theory and Research, ( Reading, MA : Addison- Wesley Pub-
lishing Co., Inc., 1975), p.6

30) Kinnear and Bernhardt, op. cit., p.165.
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@ Bz EE (opinion leader )

—f oI BEER T fEAlad BT FEAHE JHAL &
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2% tigoll AT BEEREEES 159 JFE UE AEES AEdE
AL oi¢ oFn 3D

3) Xty ER
HERETH 93 T 89 7hed v BEFL o3 2o
O eREE
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o ¥a3 X&Holm YAAUE HEY ¥ &
of wel HEESEEC g8 g2 vee Yy

@ =x 1t
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Bgeltt bl FEET ¥nA AKX mtge Bt w=t Hise B
W EES AL vk S W B d2Me alE®ES 8, &
fFRTE BERARYE, B ool EXe] Ak, SENRY FalEA A
ko] Ee AZ T F& & F Utk oA b B oA
Hell Atig 4FE FA HEZ uAREEES mHdA dovde &3 ¥
BE QHET E=F Aistd Avlel tiAst AR ST

31 ) James H.Myers, Thomas S. Robertson, “ Dimension of Opiion Lead-
ership ”, Journal of Marketing Research, vol.19, no.1( February 1972) :
pp.41~ 46,

32 ) Engel, Blackwell and Kollat, op. cit., p.109.

33 ) Leonard L. Berry, Ian H.Wilson, “Retailing : The Next Ten Years ”,
Journal of Retailing, vol.53, no.3 ( Fall 1977) : p.10.
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BEA~YS 29T Bast g0k WA gEAT 47 2 389 44e A
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34) Philip Kotler, Principles of Marketing, 3rd ed.,(Englewood Cliffs, New Jer-
sey ¢ Prentice-Hall, Inc., 1986), p.58
35) 1bid,

36) 1bid., pp.56~58.
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3) ERE B RK
BHE A FHEEIY MBS QstA =W AAE S £]sA Jed o
ATEIFRS e 2o
@ TrAXEt#El (top- down planning) | BEEEEANA HES HEe 448
I TAEAAM s dgste Wy
@ EFAXETE (bottom-up planning) : FTAIEAA 2+ #F5 HEESHFH#EE €
ety RERERNA ERBL= Hk '
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4) REETEIERRE
RERANT FME 9A A71Age] 851 2 REET#EC o A
Ao ARitgel AAHE $H REREMEIS vid FBESL A R3] Sstd
Fo] E7tdtte AL UAEA o
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= A 87
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2) HEIEH A% 58
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37) Y, AR ERER 1, (A& /K, 1976), pp.304~306.
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A7) R ol AXAHQ v B ERARS ¥ TAC) REA FDo|ch) o
g niAl R ERES o2 Zo] MEKes FEY + Ao
1) EfyolA § (target marketing)

SARBEONE T 2F0] 23 BEojel & 4 Fobd AWE AT B

rir

u} A & EREg

‘2g wed aAREBRSE BENY BE A HAdY #RE 42 T U=F
=83 iR wjEg GEMOR I ok oy BB HEHo # <
A% BEEBIRS MM

2) vHAlEElA (marketing mix)

REBES FR, KHE, BE, FHEE, Bk, iR 59 cHggad #
BEBis sydor gttt =3 REBE= 2 Bl 9E, 713, FaE8A &
st} o}¥A &t s E Lolol ot

3) AR BB MALE

REE: MAREKES sYsted 2o dibe FAFss FAd AR
BEol Hdo FES 48 & I E slodo} g

ol2ig r B ole T 2L WES AAY £ Ik FEZEafes 7
A 815 oo} g}

N

38) =[eE, AUIRE, p.130.
39) Kotler, Principles of Marketing, p.75.
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5. vlAHFH

(1) oiHEESe] BEH

wIY EEE7) IR 4T, BB, B S stenl ol 24 A7l o
2 BEs) gestt = BE, Bo¥, FA 2 V8 HHERC B JRs
YeE @ 3 (Marion Harper) & 23 & @ HEst: AL neeg et
= Zolm, udE & Bests AL HHE Baste Rojden Qoo

H$7] WESE SUSD ekl Exiteds HEHEs Wols ezt
t EREOIAE Al8le off RBololE Hnel Waol AAEA HAd
A EEe) 7 Sole MMERLS BASHE BEE/ 1050 Aol 2EHEHANY
17 %) B8t Aol 1980 Wole 65%S dx Uth4) o|xd AFwre ZF
240 A2 T T HHREER FEHT Y& FFIME HRY BE| B
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T7h Bed A w3 opdh & BAF AHE YT Do
BE 2771 ode Rol "ol
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40) Marion Harper, “ A New Profession to Aid Management ] Jowrnal of Marke=
ting, vol.25,n0.1, (January 1961) : 1

41) John Neisbitt, Megatrends : Ten New Directions Transforming Our Lives (New
York: Warnen Books, 1984), p.16.

42) Ibid.
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(2) mAEEHe &S
ntASE RS sPeld 2 BA 5 AW oA EER 2ad AR FRE
He 36 o B 7IRE UEg ¢ gk 9)
1) 1 RIEHY 2 RER (primary and secondary data)
| RiFgE wAE 2AE AR £330 A Frold 1 KR
o #3eE wdo] Wol SAT WY HEiEs W% Eck
2 e T BAS gdla Z4 - TEW Bt 2 KE#EE ZE B
F#7) 88 5 FE SA A4 283 o7o] AAE o] A 2%,
9%, ¢ 5 EReHe) Zod I THME oA
9) PSS A\ (internal and external information)
RSS20 w72, 97 So B8 AuE Tud AEEEs A
R, #dgs], Fuda, AR, &3, 24, WE, a7a, AR,
B3 Sod 4e 4 & AHoln orle: EgHEs iU
3) EBEREHRY BAYEH (qualitative and quantitative information)
Baylss gos BNy ol e Fikdh, FifEs, g, A ol
to] 5o B Frelch
BHOHES BECR F3E Auolt oA oW Mgd KEl&d U
BEEEY <o) 8 BRE T £ 9o
4) #EEEe) BiiEEH (continuous and intermittent information)
BEEHE 1~282 2XX 93 BENCS HE - MOl s AR
WEE%, WEEBE So B AR o474 s5d
Biigtde 938 Ado BERE TN Zas FuaA Fua Fu =

43) A7, THA G R 1, (AL B%t, 1984), pp.577~581L
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5) HFIMERY HHRHER (ex ante and ex post facto information)
HENFHE o BEHEY Sz 99 AR el BEEEE oHY &
#l 2 FEN e d FRE T

6) ZHEryfERS B —BrYE# (mul ti- purpose and single—purpose informa -

tion)

ZEMBEHE o802 dojue MERE & Jold Aty HERE
e Asty *]’%Q E AEE T, E—-Hivfgme vy 2482 22 ¢
d EANEES AT HRE Lt

1) ABEEERS M3EH (overt and covert information)

LERE AE, &4, dE09E, 55, FRADE, YIRIA VYES
L A2l de & Yk xg_a_ wh, M%"F‘:ﬁ vl @] st o
24 e AR Ul A9 BPERS R AREA, £ ye) BB

A5 Fol & Frod

4718 wieh o] oA BERE AR deE #oy 2 /MR BES 2o
a3y Ao EHo BARe] RE AEE ARIZEEH 4L 5 dE AFHE27)
Fo 2 st @AM, BEM, EREM, REM S 2 Ve FBEMoE 3
of 3 29| 4o d%e FRE FEEASAL s

(3) DIslEEE A2

A RESR A Agstn AGsin AV 9RE ABE BE, HE 5
B, BE 2 Est] viA Y gErEEsl oA PEE, BT 2 SHE she=d
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2 olE Al Aulsl Axst ASsH o MEEMSA Bk ¢

ol9} 2o vl E HEAARS (B 1) Bi usl go] 0Lt e o
@8 shojop gl 49

O BRERES FE7) A oY gEES U

44) Samuel V., Smith, Richard H. Brien and James E. Stafford, Readings in Mar-
keting Information Systems, (Boston : Houghton Mifflin, 1968), p.7
45) Kotler, Primciples of Marketing, p.87.



CE 15 RFHIE AL 46)

Marketing Information system
Developing information Marketing
mﬁ environment
Assessing Internal Marketi
; ] N arketing Target
paring information records inteligence markets
Marketing
ion channels
Competitors
Distributing Information Marketing )
Control information analysis research Publics
Macroenviron-
ment forces

Marketing decisions and communications

@ PESEsk, THIRHEED 2 oY BEREIN ATHE Fre pu
@ #AS T/HZ & A Bue HE L BmE
FHIREE, BT R HHE =9 E ¢ e A8 AV A% HH
o #t
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(1) mpelmiaol ga
PHA ’ B A (marketing mix) @ H @RS A
&8s BT e PR @S] SR wge

21g Bys7) 8 2H0l

T ) 2 MR

duct mix) & ZHo] Hefsty] Yot} AT Mo BREES wan
°lHY sHR A BEEEdN a0 g oA LB B =
§ Uehile Rolzz ged 2e A7k BE4e AUz e

46) 1bid.,

A7) A, TEAREER 1, (ML R, 1988), pp.331~332,
48) HiEE, p.332
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1) B81 KM (quantitative dimension)

EEH KEdle F /A Jded dtue A BER Y FYse SRS U
Bhlle #EEolL TE stve miAEYgag FAste Asdd BESEE HH
gdolck

2) =AY B (qualitative dimension)

dAY EEE 2FHATD A dg2 AlgEE AL oiYn ST F

A A AHQ AN BEFEASH He A s R s " g AdE
MR SAE Aok dustd siAl"EAE A4 dos Al e A
o] AatA 2AEsk7] wEelo

3) Z=RKy 45ME (spatial dimension)
HIRBIZ BEERT] T8 A fode Z A tig rHAREHS i 2
HAA @& e old wel 2] #olA BB HBHZ WEste b
&E wBAA ZMHY WM EAHA S /HAA drk
olg} & viARYAE Higd s MEEy] AiAE OdeF 22 F
& AAA %‘3}.49)
@ AR Y~ BRERE 2Rt BRERC 2v Y2lERs ¥4 S H
FEla, EFYA, By s 2 B2 Urol e g

@ 7+ Fopd gxgl yolo} ZolE AASY] Hstd deirtAY sbed A=
W Wit WEERDAE ARY

Q@ Zt BEEHRYLE 28 vAYYAZ BERETS

A

(2) 485 opHeRIA

A AE BEREHSEG QoM AA atAEE2 HES Fol7] AN
E 255 rAREAE st HAFRSC shEE 7 gobd uiAl B2
el LotE ) gk
1) ® % 9 2 (product mix)

olgk BE FH, WEIoZN &7 =2 F AEE Mg FE

H ol
E RogM &, Mula, AM, £, H8EE R otoldel 257t 9714

2

49) ERE, p.334
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2) # & 9 & (distribution mix)
HEE2E AEFoIU AMHAE YAANZRE HF AMEAY LuAE §F5A

olr
0{1
ﬂ,

71ed Foddte 49 Aelely A Uule HEKCK LY UAE 2ec 52
é%@%@%-lﬂ”ﬂd*lhﬂﬂ o] WEHIN HEY ¢ AT Y
28X H f&@ﬁ?diAlq' Jrol 88 AEsy] ot RERE, &R
H, ERRE, DhE 3 £ETE So 7FAYY ol& /Esty] HdMe
FEAR Y ARG, ATRE 3 BEERFER 58 3] A9t

olg MEELFERdE Br1¥ HEERC UE KL 2o 42 7

geko] Aok o] ZEL WHBMES HMMGI UE ZAE Aol +HA LS
7 HRESKS MR 9k TAY Alold BEM 230l Utk olHE 7
52 sasty] 9 Bl BN FHEln AmMely RawolHA
= 798 femHol dasith sk

3) {2 # = * (promotion mix)

ol it Huu §5o 4 FAYE REHS WEE Aol 1
@EES ov)sie A, B EES) RELBS BEET A% ME
< AP BHIA WD EROE TYT 5 Y= e otk B) oy
EiEols 7H5e 2 7HAe wie] ok & REES BEBETY HiE 7Y
Aolie & & = MUEEREC] Jon, 8 Be EES AUz il

o]
Aed AREREL J=vl, ol WEAQ Gt EEE T 5 Aok =3 2
Slole wREe B MEKRE A Johe WEEES I oY KH
fite] 2AE ANAY AEAN 2 5+ 3o

50) Kotler, Principles ofMarketz'ng, p-296.

51) Ibid.

52) E. Jerome McCarthy, William D.Perreault, Basic Marketing, 8th ed., (Home~
wood , I1linois: Richard D. Irwin. Inc. 1984), p.362.

53) 1Ibid, p.467.
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$8 REusolE EpsEEe Sa40l 24 A4 Yok old BH
A BgheEEst WEEY Bes 450 nXe 9% udste] <(H 25 9
Zo| UETAS SEMRER HEZLE el 5 9o 58

4) & # v 2 (price mix)

BRIE#ONY RERAR 25 A4e ATH Avae] ERS HETES 5
Zold ARSE Sk M@K - AE 29o) whek WEEI 7170 gt
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Vs, AP, MRIEERSE, BOWS AY 5o ANERE madcl @

olEd EHERES HE: THBRE BEKAE, EREE, THSER,TE
Bl HE 52 54 ok

olsl pe BEE DAY 9% BAREFEOZE MR LEREY @
RS 7Hdste 2gsie REALS EHuestk, BEEY BEAR ud
ZASE fo240 BREEHE, BEEY FKe V120 so AR 8
F o) BERERE S0 Uk
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54) Ibid.
55) Ibid., p.480.
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56) Thomas C.Kinnear, Kenneth L. Bernhardt, Principles of Marketing, (Glenview,
Illinois: Scott, Foresman and Company, 1983), p.106. :

57) Kotler, Prinmeiples of Marketing, pp.262 ~ 263.

58) [Ibid. ]

59) Kinnear and Bernhardt, op.cit., p.111
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® X FE M (responsiveness)
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Mgl B oderiAe] AP0 2] BEES Hhrsior dok
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1) HEs WML
HER MMtE e 2o 29 2AR ¥ F Utk

60) Ibid., pp.111~112.
61) Kotler, Priunciples of Marketing, pp.264 ~274.
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