KB violA D B2 BEhN BER

=] x

I.F &
0. wlol )5S R4
1. #{tes s ERRBR
2, BERAEN) vhol PgiERS RBE
3. vloAIRiERS Tk
m. vlolAIYERS] R
1. ERAEIL} £EHS WK
2. WEM vlolr v o RO
3. L] RE
4, KBS BEN clopAlg oz o &K
V. BoXxAMHe] clolA o
1. Mtko] MEEH S B ¥EH
2. clop Y ERS] B
Vol M
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1. a

£ES HRE BRSHE HOBHEL Bl 24 9 ololag e ALLEil AS7E  aERD
EEREE Yo HLos RBBEE dd £ENS diy < RGBS EHEL 2o ¥
T A& Aelsh. 2 fst BRgoE Wilsln - shobsl Ro] EREEAN A #igER
2 BRYE AL AAE 39 el glol4 mEY 4 & F#:75% (marketable comm -
odity surplus) 9] %7 3 HEMMe] 7, 25 x sl o] A ] FEES)  ZHMEES)
Rk, HETERMS FES UL ¥ REAEA RS RiEse SRIGEME 5 o7}
A BIREAFO] Z3oiolok getm 44, 2w o)y g RHREMH-S ol delo] goj4E
—Hpol] o] RoXI& o] ohie} ERALO RiEst v Lo HEH Eifjol o8 Wigmoz o%
A2 Hol7l = el clols g gage] SerMial o)A uholl &) iEMho] R4 n HABKNIE
BE2A RS 70 B BS) FESY o X o RS duglen, o ¢ %E
4 ERA DA clobA B iEBS s HAm MEEA Y fXoll oa) HRE EAMoS &
Bsln glEvl, vlobA g hiel 0¥t & ¥ ERE YHAL o] e il XES) Ek
Aol A vlolA ) ERpo] YAl Rl REtE ke &+ fe Ao,

53 vl Ad 1960 4R Dl Hskayel BEREE o $3l9 BEE®HY =AE =
EERFPIA+ TRIEE 59 MES MHe BREART, o] AT HEESY FRBMAE MR
BRI LAE WhESHA S5k, el AEs R MHPT-E EAEA A T FBEATe) of o)
A REMADS # 12 %7+ Sk TS o] B9 MG EES RRREERINA #
15% & ANt gl goll = BUFS] Bkme BRI fFiel vl s e KRS MEtk
BE BEAAA R Y4 o] HFel o & BiRto] oS EES o ¥ Ao Eusn g
€ Aok sl X BRE o2 Sty MEERILfERo] ABMC S THS L RE
Al71E BB A EES Ehe KL BRIEE 51 A KES vlolsle)ERe] o YA
R#st ot EE v E Ao,

23 1 FRGEL SRMES %S Yislon, HERES HtES LIk 1960 SERAR 2 R
FESsch U MBS EEE 1R FERolAE BES Mg BIRENE N33 n HEhE
3 BIREMHE 3 RBe) EFE BB o, TEAHE PRSI RS SUKY R o
e mlobAl o) Bk § WRE BBAstgn, MEo4+ RER mtels Yol A LM  ulo}s)
WLt ERY tlobiy s REERS ERagon, VoA B2RABR vlolAly  Epe)
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MR clo Y ERS] FERER BEX 3

REEE S B, VEIAE K PR BEWes #md 4t

1. sholA Y iEEe) B

1. mitmen EXDE

L4924 29 ¥ & (Columbus) 7+ obvlel ks RE) et £ g IR FURE
o] LFEARRol HRMS ERsH vl Eol ZEER o] dA SgEv], MRMHRZTE MR
M (1775~ 1783 ) & A H HEILRS ( 1861 ~ 1865 ) o] Fwl7bA 9] REEHE MKEH
o Bpol o Qgich.  18204E7HA R HE RADY 72%7F Ml T4 dsiod, AX
Mg hRgE D MEE Aoldlt MR KFlo] 9 BEE BRERE A HBLEY
2 WHKEE Bk otk BtM&e] Lol A 18594 SREHE 14
Ee A% 9T YA ERERE T AR4Y P 10 £EE K@, Uk SRR
L Ao KRSMS] BME 232 Xogln, mSLEe delA KIMEES ER5 MR
e BEte 4w o] 56%, GLTol 33%, Av< ¥ HAMEEAC 11% EE2H R
hine) HigEe HoldA Fatx kY

2oy RS T % MK RES ®£41 KF Tol R BEY wm  cl¥d
Y TESRE Foal A deiten, %3 ERHIRES ERA GIRRRES X
Wool MSEAS M PHEERC] 8,500 MshEol AN BF T KMol 2
At 2E5HEES) AERE ERIT AT HAolsh  olcl=tzl BRI HEK X HMK Sol
8831 S]ﬁ_e_ni,ki'q} S EERS 1861 49 65 3 F&o| v & 1864 £Eol| &= 101 MELE
e, THRDLME § Webusiohl AL 1862450 5848S) Tilo] MM sigio=, 1863
ol 5718, 221 1864 el & 65 ME2$ Tiheol MBSl Tl 7 ¥¢ A €A
A7 et N E{RSL MEYS BEE MAAA RERRE @R sisledl, &9
e 3ol BN wek dold MIERE MEREL AT M2 MKMES MRS 2
FUAS WS WM REL WFIFAe 2ok ohizh MK Mgt RES S MREES
MAANE Bt i)

o) ot o] ZES BILBSE B A4 19HHC Miks] 0FMo AH (R1D>eA4 e
upo} o] EES THS HEL BEE o) 5 HAolth

1) cf. Louis M,Hacker, The Course of American Economic Growth and Development, 1970,
pp, 80 ~ 81.
2) HEM— . FREKE, 7 ) HRETEOL R EBR, pp.85~ 86,
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4 = ¥ A

CE1> £Es) TRRE
& | exn | FURS g4 (4 @ (8)| £Em(3)
1849 123,025 957,059 533,245 236,755 1,019,107
1859 140,435 1,311,246 1,009,856 378.879 1,885,862
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
1904 207,514 4,712,763 8,975,256 2,008,361 11,406,927
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

¥ ®M ¢ Harold Underwood Faulkner: “American Economic History” 1928,
P.548,

1860 ELINT7HY REAS) TE SRAE MEEFIcl L 1880 4E7HA & MEHS] FlfEo] T
ERY FEEE ML g0, 180 FRE of BF} KL Son 19tHaRE T
ERS LEGEE MENS) £EG) 18 A9 57} o] MEKEo iy TREO D YubEap
= gie}. )

223 1860480 RS THE FolA REE Baol =B Yglovh 1894 o= % 14
E Al gson (RI1Dol4 B uhoh Yol 1859E%E 189947hx) DI 3.605, Ty
R HBEY 445, TREES 6.9/2 MAAUt 220 0|9 o] TRRRE R
BE ol HEEN R AU LR BRT + 9E Aok subad 179045 BEel
A KBl B DIk 185945K7x 1040 AN WAY KEMERE 3M6TH  EE)
Filh Yot 1860 445) 18994F7hx) 40 4EAbololl: Fo) 67 M 4TFHE Lsie Efo]glom?
olsh o] M2 RMel KM RMe BETRS LENESS HMANA I 2o]ch

2. MEME R OOPIREH BE

IS & M st REY Ti(be REEE TS0, TR BFIE Ans

3) cf,F.G,. Walett, Economic History of the United States, 1955, p.84, p. 146,
) BRR, 74987 -r74TRER, 1978, p.53 BR
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RE vlopN JiERS BRLR K 5

At & % KM 5 BEY KW BE, SAZ B2ERY R, AA2 ZEEAY BRMEM
Y HWAY RBMEBHIES £ Sol 24 EASIER Aoloh.Y)  u] ER4EHY REM
REL HRMO T BRELEES BifS FEA7A Hdevl, HILRSLIBIE 18194E5} 1837
£ 9 18574 F Al abelo] AA LEM S Do) REHAD, HILBSLIE 19 tHEK7=)
T 18734F, 18844F, 18904F, 18934 5 wix}ale] Bedko] R&wlg.on o] FolAE 18134
BESH 1893 4EpES] Beim-S o % BAsHich. B3 18734F9] Bk 4t ¥ Pl UM K
Y BEXX =& BEY BREHC o4 HEd A, o] Bt ol ¥ IEAY 4%
HEE KA o8 Aoz WES S WEAKIF 47,000 840 ol28n HWEY &BS 4
Fye] EWMES 10 & $ 71 9+ FHo|3it®) ’

o2 i E#kttod] L KASHBIES CREASS BB R s WA ®Ehibel o
ol MARATERIT 4EA siglos, BHLIBIIE ARAMS o) ML slo] 18804
ol XES & TRl EXT MbikiMo] R4ty ERBES MERM v Ky
B Jh ES M&MEES] BES 2 EHE BMos A Sigich, e 188240 &
B ® Standard Oil Trust & 28 18974712 ALK REAc) 1,000 87 d+=
ABEILEE &7 EfLES PRERILAE 5 20 0] FANSY 18984 ] 1904 4E7)=)
T4ERol€ M2 REL EtLES ¥ol 100BEE 94 siged, o] Fal4 19014 &7
S 9H 4 U S, steel 9] EztrtE RS ERMANA MARATHS Rezol HiBK 2t
s gie}.?)

P WG RATES RES) W § Foldhd AZ$ WEFo] ALYl BRSO, o] HFRNS
o] RE(L Holl w2} AREERDE 713 KN AL o] W Se S:#sHA ADJ Hins 7+
© Whe gl oA by &iE LB 9 7kx] BERE RIESHE Rkl M2 SN
R ol ol ER(LS 7 MT#RS BBRAE BhE 71 &o)A Sigich, 53 1880 4ER0l
Tl HA Yo WA Mehol] 9 LRSS WAL ENTRSY e PBILE SIS &%
Reyos MRMES M€ 9 clobA U ER& REA e 2RO S5, § AREERD
€ 7kl Seany SLEdkEl W mhtryo s MEREE WiEA Ho U] BAESS) LREMY
Kol of & HHEy HT& Ao, o] WY DUBAS K& WA BB T M X
JE R BRET 5 BB HEY RERE RASTL o5& MMAA RAEDE WEA o
24 BN MY MEEKE MR sislen], W, L. Douglas Y4 Dan River Mills

5) AMEE, A YRM, 1963, pp, 24 ~ 25 B
6) AR R, MR, r.57.88
7) Oscar Theodore Bark, Nelson Manfred Blake; *Since 1900”, 1965, pp. 8 ~ 9.
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6 + ¥

e Lo HMMERESA BHNSC o & ERNEES Bl BAIEAL HHRTo M
A RS mholA Y ERS £WSAE S

o)} w & oldhe] 19fiHEKe o] Zel A& AWEM LEFEo) A Bl BHME AT
NEBERC Y& 7lgolt U BRI FMIO ool WEE Lol ST MASA s R
5ol A EEM FRE SN FMS 2L o) 22HKE RANY 2EM KEEHE
Effstviol o] 2H.0om, MK EEMEH K BANS Bt DRIEASC] ZENS o
R F 9 MBS ITREL, SEEd oF MiEEKY XE ARBES MEOE 4ERN
ok A ARFEo) MBRHES MRHel KBS BE5Ro T nlols e ERS R
stgich  2RE] o] KHES mlobA| HERES o3t Zo] HRILE T ML Aol ok &
Boll )3 JERiEme] T MEMIM B 2T Ao =i nhol o ERS HET SRAS
Singer Sewing Machine Co.& v %3} 102 fEH¥EKN FBT Eifel T, o] WEEL
MERBERE A BeEE FEsL HiHe XMald MEEKS BRTo2A MERES BE
o e ol Jgod, B o] S WAMKES BFE ANAE Tote WA e #R
FRR AL FRs= S& RIS she RIS R Ut MiBEk s HEIE #
A& gife] vebdet.

3. DOBIYENS BR

. EEEe Y ERESA B AR Rl 45t B AREHU ttobAgL 19
HIER RERATET Wbt ER3 o o ERtas) KRN Bl 8 REL Aot

& 20 ieMBol MERAT®T MYl <o) SRE ARME st LETE Bt &
#sle] B MREe] RE( ol o] 2% wvl, o] ol §e] £/ HRHMY LEREKE LKEY
2R TR BiHe] LB So MBIl chols BiERe] BRslel ztevl, WAL K
Re TRHXEE A BHE B #iE 30k 20 e B DA MG #HT <&
ol st M) ERBSL FEEN o RER RRGEL S BT BEN BRoe
& BeH HEMS BEL Bkl A8 KREeRMS] BEL EREBETY RERSE HF=
s FEMEREER ) ARE A7) RfEY wel 37k clolAl Y iERe] MBS RBASIY
€l o] =48 ol BiERL KAk BRFEEHN A4 REY ME2 BEIA S

8) James P, Baughman; The History of American Management, 1969, PP, 6 ~ 8, Herman
E.Krooss ; American Ed¢enomic Development, 1966, P, 331, Glenn Porter and Harold
C. Livesay; Merchants and Manufacturers, 1971, pp. 169 ~ 171,
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HE vlops QiG] FFELHW EX 7

23] oS} #F ol st MK ALKANAEL HIRAEE LAY =L BiY EER
W § e BEAZI I RAS Ak MRS EE L oY BREE wWE H94 K&
Eo| AaashA =olEul, of BIEE MR AN M=ol BHT ulol#| ) ko] WS MM
{t (standardization) ql Zejch, MM B2 19134 Henry Ford7} BE®ES
AREESR O BHBTHES BTz s e, o B EMLe £ETEK
BALE RiEAA AlEEo] sk Sglon T AERES vt IRAT mRE + dA
- sl

B o] 9 o B Aol shed Lim ALKAAE Et ¥ KRS Bamd mnnes BT
Hgol A BEERS BN gow sAl slo £EMQ) TiBbARKCl MERET gl #eh
o] REES) Mg ¢ vlolAl WS FEoe £EMSl LEERS] BB sigled, K& K
RARE AREES S Q8 FEHH =& Efik NRHR % BEEIML BLE 71Eel
£ U ES) EmME RRSA sislnh. ol A 2EKIRL EEES mABEBENE B
My KRAC o) 3 FEERES HeEer XA Wb ¥ AdLpel T BRFERE o] Wb MEEE
BRI #—f BEE hhos T vhobs =) Ekel RBEAS it

2] ER RS Fo EMMd AH e ARENEE BT el BEE
22 TN BERE o8 REESE BRI NEEEHC s HRHE BR5Este St
v, Sk Eo] MM EEEDS £ o ¥ BRY RAv EE TSR ol Al HBEEY
o B4 sl HREMS AN EME EREAA Sislon, HRERE L& mRd W
¥ ERUol wel JEEE LAY BRE RENA g% F 89 Sz ol =} /NMEEY
Fillo] fasmo s ol A NFEREAS Kol A Evl, KRMS REANE %4l Wmbny K
oo FUESLE 34 NEEAY T+ e Ae W ACHRY dEEERE e  Thdd
sEmls FFa A SEmpEa]) shobAl HERE BB M 19 HHER7EA BRFERE 7 W TR
ol seller’s market & 191044 Ritkslol MEE §o] T W3 buyer’s market 2.2 ¥k
@A = gl

W ML AbdKel o8 BOERIES) ozt A F U vhobYe] BRSL ;=1 e
sk o § Zo]stedl vlolA|HERS] HEE A RESP] HBEUH. € ¥ 19115 XES
7 &)~ Hi8kat (The Curtis Publishing Company) 7t B#te] [L&HAC HkAESE B
Wil o &d TBAESY obix 2 #2HA+ Charles Coolige Parlin9 BT £
s} BRI HBAEE e vlolA B iERS] Rdd A2¥ RikE "HsH 3-3let

WEs FEAmiRA ERRESE Bl REEDY ¢ REE XYL Bhe RELEE
oA R TRRNE RRYSH LKEEES 2o HEmes FEsHE A2 chld

9) cf. L.K, Johnson; Sales and Marketing Management, 1957, pp. 4~ 1.
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8 + ¥ A

oo & o] Folx oM ovd THRES LWH kiolet ¥ U+ ook )
1911 4EfEoll & RE A FIBWES] Rl WP RBE AT el ¢ 5 ARo] R4
=del& Jagk (Printers’ Ink) ¢ RgEE EESE J.C. Frederick K7t HiRAE &4l
Business Bourse & M#3}3n, 94 e #o] s =x¥d AT The Harvard Bureau
of Business Research7} fifsio] /NGEMBEs) ERRRE= Y- TBREET BES el
1910 ERLIH% TIRMAEER ) A A BB Slo] ERFol BRILEH LEES HEEE B
R+ BWEBAR 3 M, 22 WM KEEYE BN AT RS RERES 4EN
o2 ¢ 4 UES L mEWESEC e B8 BT S0

m. o} ool Y ERS BB

1. EROA(L £ENS AKX

1913 9] REBHE A4 BRAMEL.2 w1 ¥ o 2 o] El 191446 B—XK
ERRNRS Bl B te) AMEMES Ao Yo BdKs) v & FRY ¢ Ak
28 1 —~REFARHMN 3 HEL bird A7 3900, 191540 F2epolE, aEn
1916 fFol] AA 28 5 RES| FERHE HMEE MR Wkilo) TAsd U] KEY Wo-
odrow Wilson ABEfEL 19174 44 REo R 3143 BB s7l: Y FEMoZE
BREse 1M BRZFE T HARSE MANGAY #9932 o] BIE FALY KR
olsixl Mol HAMAS MHERC] Sisich, BAMMT XE) BFHLS YA HAstd 73
&S FRERIT o] Folzlom TREEES 191449 22 4T 6HMSoIAH 1919 ol
624K 1 F3EMS 2 my.on,) B3 TRMFo slolAE ELETHRIL HESAD, B
FRIT WY R vt Sl H N BIRNE 59 H#BF9e] W& RE& AF3AscH

2 —RERKBHN Fol w2t BB A FL ZEBHKE KBRK EMIBE Bl
B2 Yol 1920 fFoll & MABEBIF a1ESIgl0n] . 1921 ol & 475 MAS) K¥EIl S4sgln
10 MES] Rkt BESE 3lgich o)« REL Bko el BHS A8 uB EWHE
B4l Herbert Hoover ¢] $20Bell ois) 19284E71x] RREERER)Q) ERAT/LER (Waste
Elimination Movement in Industry) & BBsHA Sgich. o] ERAT(LEYHL L&A

10) cf. D, J.Luck, H.G, Wales and D, A, Taylor; Marketing Research, 1974, P, 51.
1) AR R, e, p. 169 BR
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A vlop YERS REBLH EXK 9

Be) AELE WES ML Y Bsidbsl ohgs 2 & XM o fERTES WFHLSH Bk

e, 2T elrbA £ HBERARA o ARl EHS g, REMALMESI 19
21 4] EiEY WEREWo) )5t TREMS) TH 6 HRMALE MWL Ml 5 E
RAELEADS B M 1008 BES) RAE GHY + & Ao s sk
W FEEFIIA S ATLARS hUBA HRERS) M debke], & MRkl
¢ MBI XA W TREEAIS WA EEE 90 MERES BESUE R EENGE
S BB 5 EEREERS B L BEMHQ MESKS) SR X Bt BT sl

oo Ae EMATLADS B oo M2 e EANS BELAN YU 1920FR ¥
o] FR§ EIRIT MRTHSH % 3 WETR 2o T ARMS £25 5 HREK Yo
1920 4R S) M2 § ¥4 THON, BERATES AN REME o Feigitol, 39 B
B Lo S MAKRNRMS SEMKE KERES Mdide) R MAKS —M{LERe
e} HRMIRESE 1920 R MBI Mg EHFPO®A o] B Aol )

BRMERS SEE o ERel RWY GM DT E4e TR RER 59 REE RE
AT, oSt vlde] GrmmERsH AMERe) BESIgon, Mot B ST WK
BB 48] EEMER MAANT. 2= 0 AMMERE PLSE e BARMRMS &
Bo] HASIYED (B2 DolH REAMS) SEMe] 19214 LEITFEEKINA 10296
e BMEFTEMSEA 2,34 HEY 24 v Rehd HRIMBMRo] 2.4, HES1.2
. B % NEBRC 1.84, ZR/ 174 5o MASIth U REMe Am 3
ez 5 HMABRM £EL 1021 49 6,320 M A 19294Fo) & 14 7,670 $ = HKS|

<&2> WA WRM S LER

B T 10078
3 : 4
% 5 1921 1929

= A = 1,115.5 ' 2,567.0

BEREENS ‘ 169.5 407.6

m ® 466.6 600.4

WMEHEZRR 186.5 : . 347.3

® R 374.6 643.3

M oHE TN R 166.8 274.0

% : Louis M. Hacker: The Course of American Econoxﬁic Growth and
Development, 1970, P. 279.

12) cf. Edward T.Elbourne; Marketing Problem, 1926, pp. 51 ~ 52.
13) cf. James J.Flink; * American Adopts the Automobile, 1895 ~ 1910", 1970, P.2
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10 ¥ A

gom, ehrlot 2o WMol 1,20 K ol4 3,660 $ 2 AT ) TU B MR
ol YYo) BMEGRRAES 1920459 67k 8ol4 1926 5Fal€ 121k ol o] 23lom, HEHR
T e Mol 200 $olA 56MSol ol Zel 19204 KES MBE KRS AMES G
kol o ¥o| Rl Yoiutg B ok 43 WAMNRMERS RE EFdn %

2. WEM 0o} &2 B

1 RERAKS Wgdol o8 o] MRS gom, Kike] BiEE LML o ERE
Wbt RS EEHNS 2uEH HAS oW STREFIS) —WHMHEA XY RRREH
8. 19234F9] 1814 $olA 19284Follx 180K 5TMS 2 ET=Isln, =3 HHE 1 A5 A
) PEESE 19234F9] 27.58 $olA 19284Fel & 27,00 $ 2 (EFHol =e},') RES MK
A€ S AT MEN KGR holi umS e 5 MibaAl Slgch. 58 sEgRe) AL
s RREEKHS RS BoSiR mEos ARBUTHES IS HRMOS BEXRSA S
o} o2l skxl mhebsl e k& A S sich

22 she] MARMNCE BRIB(LT ROl MsLol S8 BUsL R ARS BEE EES 4
HAE vholA| W iERYe] WEN BMIA ABmos RTsHA Sk, 2B I WLH Kb¥kS
—RAKS Ko HMEFO S8 HRY AREERRS BERKE KR BANES M
BB WA 27 S8 HiE WA dod ¢SA Sel HiElSHTel o A€ Y AR
ol MMAAAL LES HRE MY + UEF o1 HALEE R, el W
x| WA ERU BoEE M Aol of Bl AdA Hee B sqh )

WoEERe oM WMEN chbA®e AEAEe  Bch BOT ML YRR 3
Beke o eA Gl ASKS WEH FMERS FHRoE MAY nloAYEDS ¢ HEk
ol Holch, EEM vlolslel (high pressure marketing) ¢ WAL SEALL, BEEAH
5, BELE 5¢ BHE AozH, 3 o BKEEY B &kl %A ¢ =&
opolA| B EBrell E#E BAE BAs HRES Ehmos IRTo N WEEHRS 5L
2 F AR BEERSL Mg HEFstd BEMos BtsEt Aotk ZAA HEBEA
Mkike] HRoe Al HKo BEESA #HiEslgon ABHERE ¥ EHES RiE o
2o} B ol e, MEN KEAR o BAESUEI Y BIEERR 2 EEAYE ¥

14) cf, Louis M.Hacker; op.cit., pp. 279 ~ 280.

15) AR, #iE%, pp. 184 ~ 185, B

16) Alan R, Rancher; *“Public Relations and Business”®, 1968, p.67,

17) cf. Morrell Heald; ®The Social Responsibilities Business®, 1970, p.84.
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EE vlolA YiEH BELH X 11

o BsiaRGor BB SIGT o) o e BN AR A Mkl ASRE LR IRE
ol 1l BALAERO HE— SMEHE RSl S

20 o] o & hRIRAS Hikol o) ¥ MEESKS AL ESIBEMO2U HOMEFENO
2 RERAE 2A WmHE AL chigish AL AT MmEH SR AT BHRAE
FEBEE TR LM MM ARBCTASS Relrsh MoK #i5S Hitel KB ol
gtk zaio) o] S WE Aol el MM ADKAIAE MBI oI B Kol Bt
RS SI3ed o BERAY A4E ANAL BERe M ¥ HAs Al AR Aol
b oA BAK MREE HRES) MESES U3 @il HRERL W& HMAd O
Bijoe o MEY W] BRI ¥ Hos MM s ARl REY FMEE o ME
% A s BEs R&YEv, 2] salesmanship, EAMRRE, LEER & REIE
5 5= BEEe| Sglen, 2 REM Ro] BRES] BULES L ik BRd EXE B
sk & Aolth

ARERRS] WELE WA 2o] ) MEA Qo] S Mind 3 FAol  FHIBRIR
#oh RS Seo] 1920 4R Dkl ol A AdLUE Mgmes AL Yk
Amo s WEA Sgdh. 20X BARRAS HEEE BERY oY 2 Ed RS K
& EMa) 98 ok Figel B MM o Aesos, BRR A% BEMRE
o] W¥e BESID, FARSE AES EXMR ¢ TR BE Bino] e
¢ W WBmos HER 3k

U MEN BEALEE AN BREEE EHST o & e BRARED, o] WRASE
#i:-e 180748 New York$ Cowperthwait and Sons Companyel &8 %BEol HAS
o] FRSH AR EHol A o, 10204R0 oj 2l HE BHEE WIRT WARBESR
Q) &EEMchel vl8 HMMoS BIBMLY TS MEMoS HA] A Ao RRERE
o BEL7H Bl st o] B Ea HRESo] TR MENE Admos Bl Az, 19
95 4ol £ /NGEEEQ # 380MS Fol 12%ol o2t 45487t BRMBSEHEIH, ° FlA
274k S TS F BMBAGE, 865 TS RRBEl, 2ol 2 KM, Slokx, el &g
2 slo] geb. o) o o] MREMEML U B@ehd 1020 ROl WREEAREC] 60ES
o ol2gen, ot HWMATELS 7.5%4 St Aoz

26] o] 9} o] shobA| WERS] WAl SAML Slel/tn MEL Yol HEHA el Al YHAM
& 2 et 2 EEE Y B RE REFS RS R0 AN Poln MRS KR

18) cf. Edwin R. A, Seligman; ® The Economics of Instalment Selling®, 1927, PP, 14 ~
16. '
19) cf, Herman E. Krooss; American Economic Development, 1966, p. 334.
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12 « ¥ A

{2 MPRRS dsln MR WEE fgled, tlehiyERS HES & 2%ch <dHd
22 o] RejAJE FAnt HAMClT HFRIL FEE A8 U Kol A=t

3. R&2 Bt

1920 4EARol] o] 23] WEHY ALK ¢ AREEL U3 WELEA Sl faxn AL
Eol mAA slglEul, o2 & RETFIA AREFE XWele FHOZAS LEER T
o) % EobxlAl sgick. v o] A kMRS WES BRE EM £l q
t}o]® (merchandising) ol &% MG &ESHE Aol bzl ks —Hrd 4FilH
B¢ HESE 49 “4EY A " (product out) o] one KEEME ERM LES Xk
B R AAQ WS BEMAHS o ¢ KRAel §i3lx, WER B (high pressure se-
1ling) 8 XMWFH o= LY LEEMS 4 NEME Yoo, KEARE WR B4l
EB/bko] MEKS) vHIE flo] thil LAY B4S FiRE WX FEEE FU KR HAE
Sqich. weld [La&s] mMic] AOMM(LEA Slo oA Kol o ¥ #le]l o] R A
sjglom, 19258 WALES) EROT Qs BXRE ks Lol REY KETE NE
LBAA 15 Aol Sl gie}, )

28 ole & Bk FoRAE AREMS FROE LS Kol ol % EobalAl yel =
o EEAL K& BHE AT BEE e RRANS T4+ A8d EEEDE 4B 4
QES b vhols WERS WA o FolMot i Al Sigdekh el s Fohole L)
X&) BE ¥ DRIEHE 5 La%s mfel oA S 3¢ H3 Fad BRee 47
shglonk o] WAHE LAY R, RENEES &, 259 MR, EEHR ALK 5
RAmo s RMEA SIStk ) sl AEMQ LEEDS BEE A8 TRREY Hikd
[Eo] WA, WA HiE ¥ BEWEE Sol o8 cizx MEE Y% S AR
WHEE 3 BES t LEEDS BN JUrhmas o «de MM K& Eos KM
E&$ A Sisich

1920 o] QAA L&Y BB RFSHE A2 FRE FKS hBolst € + At 3
el LEEke) REM ol HIRIREAL Fdolh Mitol FBRARL, o] #¥e) eholest
MBS EEMKS B MEEN BROS [L&s RBe A7 sisish eulee
1906 4 Fesenden ol 93t W& RBYl whe} vehd ZAlol, 1920480 o) XZ

20) MEM, [Li4EME, 1926, p. 18 BW
21) cf, C.H, Sandage; Advertising, Theory and Practice, 1946, p. 15.
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#E vlolA YERS FBRELM EXK 13

ol EAULS o) NEES AL MHSTEM o8 TREEE AW 3 S0 A HE
o] grje 9] Aot elw FAY F 19204 11 Aol KKDA7F £EHol4 ##9) BuiRo= ¥
%8 BEEAEgTH %) 1921 fFol & HRBHoT 30 Bl o) ERA T KR fEE AL 1922
£ 8H 16 B Western BELH 7 Figsn Jt New Yorke WEAT (EH#ZE WNBC) d|
SsAe) e, ) BES LKERRS FBESHS) RABEBAMLELN o H3e eoiert K&
ke RS e
UM 1944005 REIA BAT EHES San Franciscos HME KPOA  Wise)
| & BEMS MRKEE T 24 ARMNS AEYo] MK M. 221 1922
£y 1928477 LAMRRE LETY BRY 4% BASHE @R Zasiod, 19284
BB LEEGE AR Eiol U BN 5 BT ot Bl Tl LAKEE 54
BENQ FRERS S5 & Buk ohJe) K&TRE TEE BRY ME foxsied o
3y 2hoo s MRLEY BEEYo] HEsle LKEHRE REA A}

ol 9} ko] [L&ERe] SMSI T FERele) Yol whe} TMY LERE EMol o)21 gk (R
3 >o1H BE ups} o] RES] LARE 19104FR BEMAE FM 1348 WA 1548 B

<®’3> MEFE s LERS L
q&

& K | &R |ERFAR g;su: & x |zen [EEH® |y qfn:

(10(£$) [(l0tm$) (108) [Clotks) ( ERSIE

(%) B (%)
1850 - 2.2 - 1921 2.0 50.7 3.94
1860 - 3.6 - 1922 2.1 58.7 3.58
1870 - 6.7 - 1923 2.3 68.0 3.38
1880 - 7.4 - 1924 2.3 67.9 3.39
1890 - 12.1 - 1925 2.4 72.8 3.30
1900 - 18.0 - 1926 2.5 75.0 3.33
1909 - 29.2 - 1927 2.5 73.8 3.39
1910 - 30.7 - 1928 2.5 77.6 3.22
1911 - 30.6 - 1929 2.6 8l.1 3.21
1912 - 33.2 - 1930 2.4 68.3 3.51
1913 - 35.0 - 1931 2.0 53.8 3.72
1914 1.3 34.1 3.81 1932 1.5 40.0 3.75
1915 1.3 37.1 3.50 1933 1.4 423 3.31
1916 1.4 45.8 3.06 1934 1.6 50.1 3.19
1917 1.5 53.3 2.81 1935 1.7 55.2 3.08
1918 1.4 58.9 2,38 1936 1.9 63.5 2.99
1919 2.0 67.4 2.97 1937 2.0 69.8 2.87
1920 2.3 68.1 3.38 1938 1.7 61.5 2.

¥i# ¢ Neil H,Borden : “*The Economic Effects of Advertising®, 1944, P,59 p. 683.

22) * A Brief Chronology of Mass Communication, University of Illinois Press, Mass
Communications,1945, pp.5 ~ 6.

23) 1R&R, [L&%, 1957, pp. 47~ 48, B

249) BRR, <-rF4v70 RR, BRAEEHTREFT SR B 17%3~48, p.35, pp.29~30
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4 = A

BEov 191940t 20 SERE FoIAA 1931 F7h2 RegEstslenl 1929 Foll = M 18
RO 26M$EA 1920 RS REEGE ebAgon, 191945 1981 702 8] LERH
o) EEFMBY 2.97 %A 3.94%7x ¥ LEE veb Wl

4. ARHEDL EEM 0OIHEICRS Wil

1923 58 EESEE WAL MRS £EHAY) ETRE Fo2 BBENR HEE BR
A %9 1920 FERE Y 4 Asiou, 19204ER9 Kl o) 2el At XEEHKRS MEN
BROo T Q ok SRS BEol: 2 MFCHY MAAC oj2A sigich. 19284742 20 R
o] ISP My hiERS S EMUT BEEERKL 19294 6 ALk LES Bl
ek, THRAEES slat 192949 7Holslen, —MEXKENS a2t RF A% 1
W2 s EEEEE B#E) arestdlenl, 2L ) 108 248 New York & Wall s-
treet & HXMEOL il AW RS &MAE Filo XERATHRS Bt FHE
o} ¥ 4 gt ABHKS +Yo= WA §o 3t

Zav) o] ARMEL 44Kl AX EMM e o€ B ohel, 2 By EEhol4
EMS] Bk N MEN Kbk ENE AT BHE £ @RS Biel e e
R Eg VEbth 3 1007 4E~ 1908 4F 4lo] 8] Rol M £ERBERe) & @A, AR
65, MERMN 9155 ¥Mol glovk, AR+ LENERMR] & 9MEA, AR 4 E
A, RE®EA 50 EAHc e EpMel AN fissigch U B Euke (R4 DM 2
£ oups} Zro] T4, BBEN, BRESLE, EARS oA €t ERKE depbigl

(&4 Kids) KW

1929 1932
% 6 % (1926= 100) 95.3 64.8
I % & E (1935~ 39= 100) 100.0 58.0
B p = ¥ (1923~ 25= 100) 117.0 28.0
EMEER (1939= 100) 102.5 7.2
EEREKY (1935~ 39= 100) 152.0 8.0
EREXRLSE (1935 ~ 39= 100) 116.0 75.0
RERLEY (10%S) 103.8 55.8
B A B B (10&S) 85.1 : 46.6

%3 August C.Boling:“The Development of the American Economy "1966.p.473.
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HE vlo WiEk RBELK EX 15

gom, <ES5DollA B viel o] EEE KKEE 192549 180 BEZA 1983%d< 1,
280 B4 ol So] ko] Fa 24.9%e] o] 2J X s

CES5D> 2ES ARE DR

=2 | domar | X T |® & Comr) T
1900 1.4 5.0 1933 12.8 24.9
1905 1.0 3.1 1935 10.6 20.1
1910 2.2 5.9 1940 9.1 14.6
1915 3.8 9.7 1945 1.0 1.9
1920 1.7 4.0 1950 5.3 5.3
1925 1.8 4.0 1958 6.8 6.8
1930 4.5 8.9 1959 5.5 5.5

& ¢ U.S.Department of Labor: “Economic Forces in the U.S.A. in
facts and figures”, 1960. P.35.

@1 19334 35 4 B AMfEIsFEYE Franklin D. Roosevelt + New Deal Fd 1))
B0 BHEEDHS LR BPIA BUFS) EiEl Tl o8 RRMKS fgsA ==,
o] BEft9] vhols HERS EREMES B KA Aol HMAIA Aolsld. 5 EREN
& WROE MM AORS 289 WMAER £HE A8 FTEOTY Rk, REAT BREE
FAEMS O T W, HHEMKES Ak, FRAMENERS A% BE 59 5#H4d4 R
s HiEE W vlobr U iERS) BfFolqitk. elu ol8l ¥ mhelA W TE A& ¥
& MMHMERS (Consumer Research Incorporation) ¥ MR#¥EH: (ConsumerU -
nion) 5 MMFEkEe] M Kol Yoivt KRS vlebA U ERL HREL EML A
2§ HiEEfe] Ra#A =it

28] 3k Mg olobrl S EBEAL HREDLERIT BESIAT AR BTN 2K
FER vhobs 8- (EERT vHobal®) ( low pressure marketing) &2 K#isted vhobs W 5%
o] ZEE 7FHoA Bglch. ol € FEE 4By RE RATEY AHIS MGH KRRl A%
EREEYH 9 REMS ok ¥ WREERS] Rl 53] s HRE S Wi 222
o JRHEE Folok (consumer is King) skt Mg BAE Io HRES WNELE F
Heex gom 45197 Witk WA o] WiE 9 holANE 4ER A& BEIT A
(product out) S2¥5 HHY + Ut A& £ A (market in) 229 FHHERO|
Fa@stgdch. ol o = § olste LRE WREMAN HWAEHML merchandisinge] B
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16 + ¥ 3

So] vholA WJiERS] ROy M E AR S sglen, o)t £EES B MEKEN HE
5 Wl weh vholAI YL o3k BE LEMNS SN BHSA Slenl, S Westi-
nghouse o] 4+ 1934 4Eol] merchandising 887} AIFs]o] vlols B)iAXME 7l WATERS] o &
RS 2A ssin.) _

o] 3} o] ABefio] F EEM vlolAIR o e KHsEA MEd e AREE mlopAHdt
HR7E gon, ot MBREE ¥ AT 4+ Js-& EMH slgich.® 22 st ojolsE
HET 4EABLKR Y B TS BEMN REARNA 5203 Holu LEGES] A N
GBS Wi 7] @&t merchandising ¢ $1F2 st M2E ko] ulolA| g ERY
by BAECT S Aok ' :

V. SIHIAMES vhobl g

1. B#2] RBMEN ZHEF

B_RABERS BEEHKE Aol 19294 ABKERIS KMo o) & BEE B Yo
o, BIRAK Follt 4o aMs HANZED, ol 19414 12878 BAY AFu 7
FAAE B RRo) BAS kol e HMASE TF vk} il A WME BB 2
HY BEE RARME BN, R EFRR 5¢ WA 2EH RITHs REN S
°F @eht F.D.Roosevelt A#EfHS] T3+ Ul EEBES Qo] g o) Folc. a4
WS el AN BMA Lo MAIS ol 194 Sy BRAEAS AEEY  EXE
RN SAfEskat RIS o] BRI Sl WRERERE RBEROS KM 151
ste] 19474E7Hx) o] MWK WEE =T 5.2

20] WoRAMRe] Fuhat HRS BEANA B AdEo] REU BRL Yoluhx g
T 7S] AL AHA L MAE A FRE G s b o2 ¢ RES MRS
ol WS HIEME (pent-up demand) 7+ BZALA SIGT oo =et BMLKkS] B
W ERs A om, E Bk MAEMO) AN FEY Wbk UL Bl 25 HE
B old W MRGRYE 1953 47hx] 84EMe) AN RES AMMERFA LRt

25) James P.Baughman; The History of American Management, 1969, p. 199,
26) D.J.Luck, H,G, Wales and D, A, Taylor; op, cit, p.54.

27) Harold Underwood Faulkner; American Economic History, 1960, NRBLR, 7 » v 2 &
*%, p.920. :
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@ vlop JERS] RELH K 17

i g Do) HTY BER RS T, ot ¥ 19240k BEH RAHE 4£&
< 2Higge s diksigly] W kol Etke HEAT FEd Y4 BEARS FE# 5o HE
ol & BTl 1946 4EBEQ] 214 MANA 19504+ 663 HES LEERS LEA sjgo®
19534F 3 Aellt 34EMo] A4 EHEsh FRRYGT Bkt =hel B4R WBEs .

P WoRABLIR = SRAESS) FERS FHeslol 19474702 2,450 oL LS e &
TH#kt okSRo) Y BURAl &) HEsigln, 19484FEY¢) 1954 4E7k=€ 1,773 18 fo¥o) &
PEs)lom, 19554E%E] 1964 4E71aE 13,000 ELLES Aol AR 2 £EA 100 EY
Kiodko) MOMEMMATELRo] 1947 4E9] 23%olH 196240l 32 %2 Hmstsich.?) v
o] § ALK MREX EATMBAA A2l vlols iG] Bditslgln, HAFEE WE7 A
AR o) FRIEGHT, BB ARt RYR My, RMEFHE RIske —ER
BLLES) FMER S& 98 BERERES o] Radtsl ARk B HNEHES
o2 RS ‘

B EE-e EXEMLUR Hkso] $xql £EY] E#kiSdA HMEFS Bl Bb
huminoe o] fojxl AL WoRAKDI%S U Holoh. Mol EHEH EXRol s BAR
¥ BAERS Bk BEM A FAS ESc. EES 11E EE ERSA 1945
£~ 1955 £E2Lo] o] BREFTIKZE 100 %, BHEEERM0l 140%, BIEARKIT 114%2 ol wteH,
1959 4E~ 1960 £E7h=] BRCBHRRIRS] #AMLEe] BB 15%, RMEKo) 5%, X%FolA
8%, i 2%= EASTL Y& SoLE ERMS) HMHRY BHE ERY + Yo,
<6 dolA Bt upe) o] 19454E~ 1958 4E7bx] RES £ ¥ RHSH HAMRRE K
Fi7b 43%~170%, ERR 28%~55%, A¥NA 1%~3%E 6t sglond, o1 o B
RBARRS HEALBL BRFIT 14%~28%, ERFF 65%~79%, KFAA T%~ 11 %2v%
B gl _

BLESH Re] BoRARDIS BEERRS SRMRLE(LE SEULVT Aol slon, KKRERS
LMol A ol EMEEHE WIS REKME BRl 2uEs R\ L, MR FRE
XKoo B thW MY 24 (affluent society) 8] Bijko| EASSIES it s
#® (technological surge) 7} bty ERFE TR N2 E & ¥ sl b
H5S) BIR-S WS BNt SVt SRl Folst meliye] RElu kMl BfiENE A
29 B BREES WAl vis S HAMAEA BRS BhHE FY 5 AU Aol

28) Milton P, Brown, Wilbur B, England, John B, Matthews ; Problems in Marketing,
1961, p. 204,

29) August C, Boline; The Development of the American Economy, 1966, pp. 230 ~
231.

30) Gerbard Colm and Theodore Geiger; The Economy of the American People, 1953,
pp. 53 ~ 54,
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: t‘]‘- 31
<k6> EE H# ¥ SRS HAMRR
BfY : 1008
E & o b & e FHE
£ K big —~
B Kf EEXRAR| X 2 | B F | EXER| XK 2

% % % % % %
1945 1,520 1,070(70) 430(28) 30(2) 430(28) | 990(65) | 100( 7)
1946 1,780 910(51) 840(47) 30(2) 470(26) |1,190(67) | 120( 7)
1947 2,260 1,160(51) | 1,050(47) 50(2) 520(23) |1,570(69) | 170( 8)
1948 2,610 1,390(53) |.1,150(44) 70(3) 570(22) [1,820(70) | 220( 8)
1949 2,610 1,550(59) 990( 38) 70(3) 550(21) {1,790(69) | 270(10)
1950 2,870 1,610(56) | 1,180(41) 80(3) 570(20) | 1,980(69) | 320(11)
1951 3,360 1,980(49) | 1,300(39) 80(2) 700(21) |2,300(68) | 360(11)
1952 3,750 2,240(60) | 1,430(38) 80(2) 800(21) |2,530(68) | 420(11)
1953 4,000 2,490(62) | 1,430(36) 80(2) 770(19) [2,810(70) | 420(11)
1954 4,140 2,460(59) | 1,600(39) 80(2) 700(17) [3,020(73) | 420(10)
1955 5,400 2,720(50) | 2,600(48) 80(2) |1,000(19) {3,950(73) | 450( 8)
1956 6,500 3,170(49) | 3,250(50) 80(1) |1,110(17) |4,920(76) | 470( 7)
1957 8,200 3,750(46) | 4,300(52) | 150(2) |1,370(17) |6,280(76) | 550( 7)
1958 10,230 4,430(43) | 5,600(55) | 200(1) |1,380(14) [8,100(79) | 750( 7)

#N: Ak B, 7rVve-rF4v/o RER, 1978, p.298,

2. OIOLHRERS] Mm

HES) ERFF BogARRe) MY RABRLES Sl HAENS) BN Hitol 3t
o] Bik#S TENEL AERES o mrjo At FWRY BARY HRE FE Aclgevl
AEREY e Evlo) At HRAEKS] ML £EENY K ¥ EANEE RIEES=A
ole, HMWMS] BARS UMERS MEE HRNL = FRBEE BRI sk 294
REKMel £ LRBS, FIRBRMS, FRDEERMS 53 ol Fo REHRE 33 BRRAX
B E $A € HEEEE 2EMo2 Bt MHTAH T3 & + glgon, vl ®ER
E-L SRR LE MrE U3 T4l Hiike] MBS 1 ke At
4 violsi| &) FERYL HMBRE] T A A S At

31) H4IEK, BRINOKRZERE, 1973, p. 6 BM
7.
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%@ clob WiE®e] REBEWN EXK 19

uol s &) iEHe] HREBMEol BolA 2l EEEL vlob ) WBRES KMl 1 AEMoER 3
A 8 B Sl ol ¢ S BESY ololA U BEEH LS ABLSA o, o «
ol 9ulgE ZfLIF o] EA ALY, 1AL HBEE L Le) vholANEERY B v FIEE
BETIEY M 2 B BRE EESHE ST v8 REE ClANEEE SRERY
BEEEHO S BH#Y 32t Aol an & BAEREE osbd 1946 K A W
W AERKS 46 %7 clobAl R MAES TSt Jglon, AL ARRKET T4%,
Gl 2 ARGk 13%, Skt 68%, BRABREMKIL 55 %y ol U BAEE Eisn
dE Aos #ESYL, 195048/ 1960 4Rl o] 2 A& vlolsl el @A) BEEHE ol
< BRIl o]t FFesl REl el Yol Sk BET BERUS EAY BERN
B AHTsHE BHRM B PSR nlolA B EES ERA B ol

W WoRAML o vlolA B iERYS] WLE e LRSS MRS vl Eo] [LEER ]
HAsHA REagth.  (RTOoA BE whobgro] 19464FNE 1950 4FE7hx) AEES 3.9/

<ERT>  XES R4 HREXH « LERILE

HREZ M =&

: @
£ K REES® HREXH K % R EE%e) Hk %
1946 120,663 147,109 3,364.3 2.3
1947 234,289 165,409 4,259.7 2.6
1948 259,426 178,313 4,863.6 2.7
1949 258,064 181,158 5,202.2 2.9
1950 284,599 195,013 5,710.0 2.9
1951 328,975 209,805 6,426.1 3.1
1952 346,999 219,774 7,156.2 3.2
1953 365,385 232,649 7,755.3 3.3
1854 393,112 238,025 8,164.1 3.4
1955 397,469 256,940 9,194.1 3.6
1956 419,214 269,400 9,904.7 3.7
1957 440,328 284,442 10,310.6 3.6
1958 437,700 290,600 10,145.0 3.5
1959 479,500 311,600 ° 11,110.0 3.5

%% © Hector Lazo & Arnold Corbin: <“Management in Marketing”, 1961, P, 269.

32) G.Zaltman and P, C, Burger ; Marketing Research, Fundamentals and Dynamics, 1975,
p. 6.

33) cf. Harper W, Boyd and Ralph Westfall, Marketing Research, 1956, p. 23.

34) cf. J.F.Dash and C, Berenson; “Techniques Marketing Research®, Harvard Business
Review, vol,Na5, ( Sept.- oct, 1969)
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20 & B A

Mgl a, EREXME 2.147F Himstgitol, LERE 3.3457 Mmito o ERETH
of W KERS HHBL 19464E9] 2.3 %04 19594Fel & 3.5%2 Hoiutch, o]} o] Ik
ERY Xio] wobdol el KERTH 2 Skselgi£o), 195940 3,500 B [LERFTH
Aol 5MELZLES] #FHEL o) Xoll EMSIT g0, 19624~ 1969 4EAbo)oll 1289 (L&A,
TH7 %E 2BAsIsl, BBDOLERTA A%ABE 3158 «f Wall street o4&
[RERITHMC] ARbketa MAES] 3.

o]} o] LEEWS Lot oidol M2 ¢ K&k HBIsIEn], XEA John Baird
of oj#) AL TVt 19394 45308 NBCol 93 New Yorks #RiM%kS BALER &
BAYE A2 1941 £9 A LEBRE slod TVr Ao LEepRe B
T AL 194640 o] 22 Gillette it g0 LEBUEME S LEHX S EWYe
24 %) ERE RERKEA BRS S FMH o del HY 98 EESIn e, 1953 Filt
RARETVERS] #fEslol REHRE ol S FolA 3.

2R o] WZRAMLIE vHobA ) FERNS) B o Bo MRBFEMol o T A LS ERES
€U, <R8DolA Bt uhe} o] 1945 4FR ) HRFIGHBES 56 M6 T5ETMSNA 1959
fFoll 9.2f%0] o]2t 522{k$ol o]=1 e},

&8> XES FHER HREGHERY

B 10 M8
£ % |e# [smeEm | FuRom (£ & [ o |seEs |[dueEs

1929 6,444 3,151 3,293 1945 5, 665 2,462 3,203
1930 5,767 2,687 3,080 1946 8,384 4,172 4,212
1931 4, 7606 . 2,207 2,553 1947 11,598 6, 695 4,903
1932 3,567 5 | #1,521 2,046 1948 14,447 8, 996 5,451
1933 3,482 1,588 1,894 1949 17,364 11,590 5,774
1934 " 3,904 1,871 2,033 1950 21,471 14,703 6,768
1935 4,911 2,694 2,217 1951 22,712 15,294 7,418
1936 6,135 3,623 2,512 1952 27,520 19, 403 8,117
1937 6,685 4,015 2,674 1953 31,393 23, 005 8, 388
1938 6, 338 3,691 2,647 1954 32, 464 23,568 8,846
1939 7,222 4,503 2,719 1955 38, 882 28, 958 9,924
1940 8,338 5,514 2,824 1956 42,511 31,897 10,614
1941 9,172 6,085 3,087 1957 45, 286 34,183 11,103
1942 5,983 3,166 2,817 1958 45, 586 34,080 11, 506
1943 4,901 2,136 2,765 1959 52,200 39, 650 12, 550
1944 5,111 2,176 2,935

B#t : United Gtates Government Printing Office: “Economic Report of the
President * 1960, P, 207,

35) C.M,Agnew and N, O’Brien, Television Advertising, 1958, p. 2.
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FE cloA Yisk e HRERM EX 21

ol 1950 4ELItk XES M@RfTo) HREFEAS 2550 MEMHoR #HUs EEL Lo
o Folnl, 19634FK B XES HREGHREL 669K 8 oj=mes EERERHY 11,
9%, BAHRIZHS 18.7% & x:=13HA slglx, 19724+ MHREIS AEAEC] 1963 4o v
8 2457 4 1,575 $7F deul o] FolA HMIFAC) 1,273 ol JEMMIFA) 302
K87 duglon FRERERL 5 AY € 25 ¢ A KB BHEEH 34.6%4 A
t}. 36)

¥ o] o} AL HREEMAY HKNE 75tn BEATSS £EED w8 Hunes B/
3he] 1957 £~ 1959 £FAfo] o] BEFEHRIR7F bS] 2l KEER S fGME E@sH] S8 BERA}
BRLEES AEMo e LY Y8 BIHERMS Kool E (export marketing) & %
78 #EgES ateh. 2l A 1950 £l 120 fEoll B BABEIT 1960 £Eoll = 300 4 $ oil
olaglon, FEAYol 326 XK Bl XER SEMOKo] BAA sl 1A &
RS sl Ut B 1961 49 250 (K $ ol 4 1970 fFoll = 904 f $ 2 &oi et

V. & E ]

Ubell A Zgs) 2 vbs} Zbo] KEY E¥NttolA AEI HRE KT HERY BKE
2249 vlolsl gl MALKS LI T3S RUEYL RE3) of-Ee] 19K & HRABE— Tk
Heoz BEYI A Foldld MARATHRS U 20 HHCHHE ARSI RET Hold

19 HERS5 GRS WBIE3 BA Mol ¥ £ENHS HAE EATRS HE(LE
Hifkste] pRmoe TERIES RR-E AT clolA U ERE R4A S5lovt o] KiES] vlols
B 2w Zo] HhRft & Aol ohm 2 iMEel Aldth 2 o] MAEERRS
stobA e ERYS] e MREE ESStL Ml X MbHEEE R 2 WmEREE
BEEE ol sl

230 1910 4R o] 2 XM A vlolAlWiERY Kishl Bsiicl A4 Sevl, o
el MAEAL EHS] EEREEHES T AEREL d £ERE B2 4¥
T A Sl ARAES $1% AEbIr BiRS 0, SRt RRER-E BT A8 BRgE
.ol 83 2K REEHY K o Eol HEER o T K— FEE hishe s violl
¥ 5ol ARBAS it

36) Harry A, Lipson and John R, Darling; Marketing Fundamentals, 1974, p.393.
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2 ¥ 3

e 1920 Rl o] 2 F—RAEBK S RRE "R s ERABELI Bhs HEs=
ol 4EERE AELt Eil, Bpik ¥ FPULSY ol Ee KE4E EEAS 1, vl Y ER
ol A9 AEtt DRBALERS g YeldA Hed, § ALES T EHM WIE
pIe) WEARER 2ol EEMCR Z #hvid  BRGEXEC Y EE/NEES RiEdd REREE
Bite #H T o224 KEIRT ¥ 98 L4, fEAE, AREE 5% 3¢ &EH
“P°P?ﬂ Hlo] BBEE ST, o] WER mlols Bl HEES Rokel FEREY A¥A dn RE

FEFR BEAYT BAS #AsSIY KRS HRE BREMoE BRI Aotk

22 v 19294F 10 Aol RAT KBRS Rz vlokAl el iE®L M2 HHke] KA#s}
A ek 5 M2 ulols el 9] EMEAS HBREDLOERIT BFH L BEN vleAIYAA &
Efg vlolslel o 2 o] Z#-S 7F 9 o] o Fe] 4ES A& BR5ESl: # (product out) 024
H BREY 4 v AL 4ESE A (market in) o2 #E#i3ld merchandisinge] =le}s]
B EES] iy MATE XISk Rk

¥ WoRAER E DM Bui¥EE ¥ #ERS S ol Eo REHAE I #ERK
o EIXE AT MEBES 2EMLE B HHEHTA T4 4& 5+ Usled mehAEE
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— Summary —

A Study on Marketing Development in America
Hyun, Hak Soon

We can trace the history of marketing from the time when mankind began to have exchange
economy. Modern marketing results from the historical development of monopolistic capitalism.
It has not only been developed well in America, but has been widely studied by many economists.
This essay is concerned with investigating the growth of American marketing in relation to
American capitalistic economics.

Rapid industrialization came to America just after the end of the Civil War (1861- 1865).
As the result, American was changed from an agricultural country into an industrial country, and
by the 1880s accomplished her Industrial Revolution successfully. Monopolistic capitalism, which
began to be formed at the end of 19th century, was well established about the beginning of 20th
century. The seller’s market of that period was changed into a buyer’s market around 1910, there-
fore marketing began to develop. Also the role of marketing at that time was to control the
marketing channel not only in order to make product differentiation, and to develop national
advertisement by using peculiar brands, but in order to expand markets to monopolize prices.

In the 1920s, industrial rationalization began to be developed, and the rationalization of
production made it possible to standardize, simplify, specialize, and mass-produce products with
the method of conveyor system. The rationalization of marketing brought about market controls
and the development of branch outlgts"and direct control shop. The vertical controls of marketing
were developed well, while high pressure marketing was also developed widely through reinforcing
methods such as advertisement, marketing research, installment selling.

In the 1930s, the consumers’ structural resistance against monopoly marketing increased, and
the concept “consumer is king” was developed as a means of settlement. On one hahtl high pressure
marketing was changed in to low pressure marketing, and on the other hand marketing changed to
“market-in system” from “product-out system”. Marketing decreased during World War II.

The wartime industry has shifted since the end of the war into a peace time industry due to
changes of management. A great technological surge broke down the traditional industrial world,
and as a result new processing methods and skills were developed. The chemistry for textiles and
papers, plastics, for glasses & iron-steel appeared as each competitor. After this marketing ceased
to sell products. New marketing or managerial marketing developed which became the guidance
idea of a whole enterprise based on the elaborateness of technique and development of manage-

ment. The new marketing was concerned with long-term business planning investment planning,
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as well as product planning. The main point of marketing is not the solution of everyday market-
) [

ing problems but solving problems containing uncertainty or planning for decision-making, and

especially planning for the future course of an enterprise.

— 484 —



	I. 서론
	II. 마아케팅 활동의 발생
	1. 남북전쟁과 산업발전
	2. 독점자본주의와 마아케팅활동의 발생
	3. 마아케팅활동의 형성


	III. 마아케팅활동의 발전
	1. 산업합리화와 생산력의 증대
	2. 고압적 마아케팅의 전개
	3. 광고의 발달
	4. 대공황과 저압적 마아케팅으로의 전환

	IV. 제2차대전후의 마아케팅
	1. 전후의 영국경제와 기술혁신
	2. 마아케팅활동의 성숙

	V. 결론
	Summary

