BHFERE BEEEHEMEIRE] %175 20104 12 5 35

QAT AT A =T 4 v 7O
—WN D AT 2 B E 2 C—

A Proposal for Logistics Marketing

—DBased on the studies from overseas—
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When facing the great changes in the economy and marketplace throughout the world, we
can no longer depend upon the existing way of thinking and operating, or the strategy in the
field of both corporate management and marketing. On the other hand, concerning physical
distribution and logistics, it was said at the end of the 20th century that “Those who control
physical distribution dominate society at large” and it has also been said at the beginning
of the 21st century that “The Marketing Era is evolving into the Logistics Era”, so much so
that, the time trend has been tremendously transforming. In the past, ‘physical distribution’
was thought of merely as being a supporting role of marketing activities; however, it is now
recognized as ‘logistics’, i.e., one of the management strategies, which is vital to realizing
customer satisfaction (CS) and the customer relationship (CR) in the severe competition among
corporations against the background of infomationalization and globalization. Furthermore,
in the 21st century, ‘logistics’ is just developing into supply chain management (SCM) as a
value delivery network or system particularly from the customers’ or users’ viewpoint. Under
these conditions there is something like a paradigm-shift. This study and research tries to
consider the conceptual convergence between logistics and marketing, and then proposes a new

logistics—oriented type of marketing called ‘logistics marketing’. Concretely, being based on the
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excellent studies from overseas, channel and logistics in connection with traditional marketing

mix 4P’, will be analized. As a result, the framework of logistics marketing will be shaped, e.g.,

through applying brand-new and sophisticated marketing mix ‘4C’” and so on.
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2 — 1. Buxton (1975) D%

W= T4 27 -av A7 47 A
T LEATIIZE L LT 1975 4E12 4 F1) A THIIR
& L7z [Effective Marketing Logistics (%) %
Wha<—r54v7 -aVRA7427A)] (FE
'¥ Graham Buxton) ‘" OBHETIE, 204
E TORROEBBRELIROD &9 IZHir T
Bo BFEREIIBIT A EEZEORMMFERDE 1
BIRS I EEEE I L 54T (production) -~
OEFLZFOME, % 2EBRITERDERICL
% %47 % 72138 % J) (financial resources)
WELPEE o7, MCEIEBTIEI~Y—7F
T A V7R 5 8] (marketing efforts)
PEEHEIND L)ool AEDHMATIZNE
TS L)L, HEARELLEFE
AREDOEERICBIT L6 TH S, BEARNIZIE
1950 SEMEEE TIZ, mOEHMRITLAL
OTHETIIEIER L E2EMERLTBY
% < OB 1930 FELART & 1945 SELIFAIC 2 BELC
DB LRz,

Buxton (1975) 2 LU, ERE OB S
b, X=T T4 VT DEF BT HITIIHFE
fli& (demand creation) & ¥H9f#s (physical
supply) &\ 9 2O ER L RIFILUE R
5w, UL, WrS—®iIcmiks L
TRHEEIND L)% B—L ) BEEIZ LA
LML DD, RFEREROM TS
W=7 T4 2T ORKNGFEE 2 BITT 59
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SEREICHLTVATL - T7E—F %
Lot WaOEEDOHE L TORERY
BRATRPHRE L Vo B oM (flow) %F
TSI, RUICEV AR - OTVAT 47 A
(business logistics) 2MHEIFSTEY, KD
FHERENTVD, 2 [FEROFED
ORAHEBIZWLBEORNE IEICT 54
TOENERHRE, 75 I FNIIAHET 2 1EHk
D& FHE, MRk, 2 to—-vgs L]
Thb, Lo iy, x—r 74270V AT4
27 A (marketing logistics) Tt ¥ A 7 A&
(PDM : physical distribution management)
DRAFFELEZLNLZENE o728 ) TH
bo M UHEIZERI L, Wiy AT 4 2%k
HIEENC BT A WE 2 MR ORNCERL T
WBDIIRL, =T T4 T - aTATA
7 2T R RSN 2 TR ORI BT
A ERN 7 ¥ )V (institutional channel of
distribution) OERPEFEHLZ L ELHT, W
MYAT ALV EROWME LI ON TS,
& B\ IHIEEE 2 5 YW EH T — I T v v
HIH (channel management) & sZ &
ToHbH, EHEMIN TS,
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Bo TIUL, BEETA VOBRBEDI LTRSS
ZE S SER MO 52 & TORERR
EOMEE ZL0ICRELBEBRSN-TSEL
D OIG| % fHE - FITT 572012 KD 5N
AHULETF ¥ ANV ESHL, BIE L, ML,
I A= VTEIETHAH, &L, SHITH
DLV AT B BBENOY—r T4 V7 -
OYAT A7 22 d 5B EREL, Mz
b (facility location), #i% (transpotation),
1EEE M (inventory management), = 3 =
=% — ¥ 3 ¥ (communication), ¥ 51 7
W ONY R 7 ey r— 22 (material
handling and packaging) ® 522 H SN T
Wheo BYBHIZ, VAT AWMTRIEEF v 2
(distribution channel) @ 72> TO/NEEE R
HSEHEFE O 4 OREBETIE 2, FEF ¥ 2
WCREADLLEEESHEE Y ELETOEOMD
BRI/ X% — > (pattern of relationships) |2
EAFBEINEL CERb20bITTH 5,
BB, X—=TTAVT - UIRAT 47 AEH)
T REIBITLEHNOBEA, SRS 2720
2, TEEOFEN (inventory flow) % Y V% -
OYVAT AT ADY AT AERZTND, T
DFENET T AT 4 7 ZAOBEIT B L O
g 2 DI S L T B 26 Th B T,
CCTHEHLZVWDIZ, ZOBREOVI R -
OVAT A7 ATHETHEDRTH S [Wik]
ROV ATF4 7 2] Oz, ZLT~x—4
TAYT UV AT 47 A [HE] & v %
SEMDTERIECDOTIE R\ A, EHEH X
NBEHTHB,2F), AECBITAT—4r T4
YT CUVAT 47 ATFHBEE T E A LRSS
LEZONDLDITTH B,

2 — 2. Christopher & Peck (2003) D%
HETMZ BT B ROFATHIRE LT L B2 —
L7z, WiELRUA F1) 2 TH 30 E%
D 2003 41255 2 UASHU & L7z [Marketing
Logistics (YN =7 F 14 7 - O I A5 4 7 R)]
(% # & Martin Christopher & Helen Peck)
Td %Yo K12 1990 4 £ 12 1 3PL (Third
Party Logistics) °SCM (Supply Chain
Management) 2 %# L CHARIZEA XN 2
&9 %5727, Z @ Christopher & Peck (2003)
DIFFETIIE R & 7% 5 R Ay 2 2 BB AR DS LT

DL IHEPNT NS,

0 WA RICH S F TIHBEIEE S BRI -
TWAMEGRH 72T, FORIIHRS
FEz LEBDOPERERY, ~—F T4
DAERKDOHAR AT DK E CBL L 720 7B
FHHPOLEWFHBIBITLE25TH 5,
CHUZE D VBRI LY =T T4 V7 - 3y
7 AL L TO8a (product), fli#% (price),
WRefRHAE (promotion), #iEF v &)L (place)
Nob [4Ps] BREINDL Z L&k o7,
4 H T % 3 % 2> (what they do) Tlx7z <,
ED LT B h (how they doit) 12k 5T
EEFEFT D LIk olz v FWEIIL T
D, BEEREIVAR - TORAR LD L) IE
HeLPPEEICR>TE,

CD L) REHESFIRNOEICE T, LR
EPOMHEICFERELM /2T 70 AD W T
B2 WD 5 9 2 TUIEIZR D, Lv) BiR
PEESND L) hotze 2F ), %D
Lt e TR OW A CHEAE T EH S 5 FES
HREIIR Y, IB&MH (responsiveness), {1
T (reliability) # & OB#1E (relationships)
WS [3Rsl B~ —Fr T4 7 -0V AF4
TALWV)EZTOITRICR>TELDTH
o THLCR=FTTA VT -OIVRAT 1Y
A&, HEY— VYA (customer service) 2%
G E—B LM ESEETEICESE YT,
LDE#H R TI4F - DT
TA TGN E Y AT 4 7 ZAIEE O 2@ E
1 (interface) OEH A IEMT 2 LI 14 -
TWwolz,

WX, I—T T4 TERVAT4 Y RIS
COBFEIZBWTH A Y FbhTwir
O, MEOBMBRIATICHMEINTBES T,
BV —ECAOBMMHEEELRILEI TLT LD
B INT Vo lze & 2B WIS
B R CRB DR & — C 22— Bk % 5
WZON, =TT 470V AT 47 A%
2% 1) (marketing and logistics interface) %
BHSLLESRTY, MEZINATEI £
TOWHEEEZSM (consumer franchaise), @
B AMME (customer value), @Y% 75 1 F = —
~ (supply chain) &\»9 3D FEE 24 A
SEIEHICRE N DIT 2 EF VR L 27 g
bR o7,
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ZZT, RENIIBWTHEEAE (demand
creation) T hbb~Y—Fr T4 7L, FEE
1T (demand fulfilment) T2 bb 0T A7 1
JAEN) 2DODERTEF R AT TIE R,
BV TIAF 2= - REAVAVPDRASZ AL
B L CERBIICIRZOND L) ITTRETH
B, EWwHEZHEERLLI)ELE, £0H
HiE, BERHEE OMMEL R b REH OB
RWAZZ ENATNHRAOY TI7 4 F 2 —
Mm% (market-driven supply chain strategy)
RRIMT AL CHB, EHRENTVS Y,

Z OREIZIZ, 1960 FRIC~Y—FT T4 ¥ 7
WXHCHY & 7% o TU, TWHREMHE Lz L
WO BEEND D, &EIF 0 FRTE, BREL
TR NHELZBL I LA TELTD,
=TT A Y TIIRTAEINEIIT S 2T
FEGHATN G B L E R T, EBE, BFEORK
WETHOREIKGE L Tz, & A0S
L CWeTIER a2 Az /-2 L OEE T
BRI 2 TH—UANREERE Y, &
HOBERIIMREEP O SERBR—L D DI
B — Y A (delivery service) —% K 5 X
Il TE T,

CHLTHY AT A4 7 ADHE (logistics
AR % i 2 (CS : customer
satisfaction) % ERK T 2% ) X TEE L &
L, REORMBFLE (long-term
profitability) IZ#EUMF< EEFEZ 5B L9 I
oTWolblIThs W,
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2 — 3. Kotler & Armstrong (2010) D7
il L7z 2 DDETIIETIE~Y =071 7
EQVRATA 7 AeRETHAMEL LT [v—
FTIAVT - UIVATA A BERINT
WEH, BTOER D HEZFOLH)THUR
FESHWOIER SNAHELE LT, ®idl L7
[Principles of Marketing (¥ — %7 7 4 ¥ 7 ®
FBEE)] OfRELEa-LTAaLWY, 72
72 L, Kotler & Armstrong (2010) OWF3Eid~ —
TIAYTERBEST AT U —F R LoT
BED, ELopLE) ERMPLOT AT A
JABHOT TO—F % Lo TVBHEIHRD 2D
DFEATMR L IP LB LB w2 L9,
FTRAEFEOELE [v—F T4 7 - Fx
AV EEMEDRE (Marketing Channels:

Delivering Customer Value) ] "2-Clg, #5%
V—UCRAEEEL, FNEHEEZIAFTES
T B, BRLEZF TR AEOY 7T
AF 2 — D THGHEE (suppliers) %
HEIEEH (resellers) & HEREBEL TN
bk, LERINTWE, 2OHTI4
Fr— VI EED LRB X OTR (upstream
and downstream) M/%— s F—n5ERK S
THEY, EREBELRLYT—EAZEHMT 2D
R EARL, e, 1HER, SRl BEE it
ETHE—HORELRLTD, LIAHAPT—
T —MERICY T I A F - VDT,
ThbELBEEOF MY —FT T4 V7 -
F X AV (F72135EF ¥ )V ¢ distribution
channel) |ZERE L TTE, &,

SHICRAECR [~—F T4 7 -0y
ATATAESTFTAF 22— - IAT AV
b (Marketing Logistics and Supply Chain
Management) ] & WIHHEHHESH Y, ¥ — 7
TAYT -0V AT 47 AEWiE (physical
distribution) & FFEFELHFE SN TS, E
BRI & ) BETHEME, DWW SN T B
(importance, complexity, and sophistication)
L) aRX Y MRfFERTY S,

—%, 4H, £EIFUIAT 47 ARER
T5 Lo - BEICIZTROFHE S TR &
nTwa (HER2ZH), 208 11E, BEI
BN — B2 QR RARANIE % TTREIC T 5
OV AT A7 ZADOREVPEFEIER) 2 HAE
AL (powerful competitive advantage) % & 72
SYHTHD, £21%, VAT 17 ADYE
DA EFHEOWMFIZE > TEKLR T A MK
B ETH D, 8 31%, WENOBREH 72 %5
EAT D RAT 4 7 ADWEIINT H=— X %Al

HMzk2. OV X717 AEHRNDER

L. P — E XA Tl B2 7257,

2. REBIVEHEICE > TERLI A MHIRIZ A S,

3. BIEH R RMOERALISHTID LR T IE % 5 v,

4. TEHREAN (IT) ZiEH L TOREHRILTE b,

5. FHEREVED B S BRBEMRE DMK O <o
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HLTEHTHE, 20X ) RBRDLREAL
EI, iy, RE, 2V bE- Lo TKA
BELO AT 4 7 A% REELT L, b
WM CTE 412, 1HEHEAT T : Information
Technology) D #12 X - TH i @ &AL
(distribution efficiency) 25## < 71, SCM
DVT MY 2TEOEBIEDLIDS L)k
RHTH D, EDHESIS, BYAT 17 A
REICKREEEYBIITL, & A 4
ErEOUTV AT 1 7 ZADOKRREDS IR O
BRI L WOREALREENSE XS 1%k -
THTH b,

8T, BEOLEPITIIT VAT 47 ADH
B (goals) XH/ND I A N THREDHEEY —
CRAERMTHIELEFRTLLEZHDDH BT
nEd, NERZLIREDERET ALK
AW AR S OW S & FRIGER TR T Y
ATATADY AT LIFHE L, LigfEs
NTn5, 2E¥LRORBOBEEY —C A LIIHE
BOEGE, KEOTEE, T4 m2 (flexible
assortments), B HMEZ DY — Y 2 %5
WL, IhbidthdbWiiax bE2EASE2
Mo THb, MBI, wAOWFa A b LE
WELE, VEOLE, KEOMMTER (larger
shipping lots) ZRIELTHBY, TN bkl
Bl, HEY—EADVLNUETIZDO%A5H D
ThHb, LD oTR—=r5F4 5 -avx
TAZAOBRE, AOIAFTHELN)L
(targeted level) DEZE I —V 2 242 ft4 2 =
L), ZNENOELZ XY b (segment)
TEF LW —EAL VR ERELRTRER
L%, BMIIFR LTI ML &
KIZF 5% Z & (The objective is to maximize
profit, not sales) 7205 THh 5, & 99,

3. AP AFAUR - T—=HF 45Dk
FH A

3—1 ¥—FF42T -3V IRDERK

UtoZEREpro~x—rr54 07 - 03I 2
TA T AEW) HFEIZ1970 FAH S =
N, [R=FT74 7] LI EHEBELS
nNTwaiThed, EBC 0V 2542
AJAZIERITREVER, HE0idITE A LS
THEAIN TV ZEWwE B, 21T Kotler &

Armstrong (2010) Tit, ~—4 54 % -1
VAT 4 7 AW (physical distribution)
TEWRL, [MRE2HCEEOERIIISZ S
TOWEERN»SHEHERS T T, B, ¥ —
A, BILUHEFBROWIELY 2 Hh % 5t
W, %M, 2 bu—)$5%5Z% (Planning,
implementing, and controlling the physical
flow of materials, final goods, and related
information from points of origin to points of
consumption to meet customer requirements
at a profit) | £ EFHEIITFT Wb, 72751,
DT —7%7 % — (marketers) 1ZH {2 [ ]
LIFATW I E S, EEELHEMEIEAE K
L= T4 7 aVA7 17 A% SCM (¥
TIAF 2=V ATV M) BRBETS L
Iotzbwvd) T Xy M ERTHS Y,

D =T T4 VT OV ATA T X
EERE, AFBOBEEILRIED [v—7
TAYT] SV BREO [BVRAT4 2 A 1K
MOEPNER SN TWAIZTTHY, ~—4
TAYT -OVATA A% —FBOUI AT 4
I AERZTHOLARBRIEZNTH S ) AT,
N=TTAYTEUTAT 47 ADKkKEE
ZBE, BN —FT T4 Y TEHIE>TE
JEWGEL, TORICHFELI-E 2 BEEICE
JH5RT AT 4 7 ADENFEET D OHEE
THHIEPH, ¥—=F T4 Y73V 254
7 AL DEBHTHRITEDGH 2 LW 50T
BWIED ) Mo LA LA SIRE, diEsads
RKLTWEA Yy =%y beFLERFHL
Wb LEERTL, FTH- TRNZWAR
DR MR EEY—P 2 (LR BR L PR B L fHE
SNTVW—2 EREETHAT AL, BEO
EZANBITHREY - AR DTV AT 4
7 AN, BRGNS~ —r T4 TIA
LR EEGZBTHIH), RE2E LN
&, BEIRERMIE R EHFFE L ThR, i
EYV—EAOENLBFREPOHBAL L) &
ZHDONEHRTH 5,

9 LABEICT> T, AR TIIO Y
TAVARBR L Ic~w—Fr T4 v VR FET
[OYATA TR =TT 1 7] Lk
BORBERAAR VDI TH S, &2 HH%ER
B~ —r 74 7euI AT 47 AZO5E
D& L B EN T E D TR N, v —
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TTAYTEOTRAT 47 A ERREIIZEEA L
e (R—bT T4 7 -uIRAT4 7R Lwn)
HEAFHShTWb oD, [v—F T4~
F1eTuY A7 47 A OEFREHIC L1
VATATA =T T4 7] &) HfER
FWHIEINETIEEALERH ST
Motk ) ThHb, £ THFEMNRE LTFEL
LTLBDN, QPRATATA =74~
FEWI)BEOMMAE ED L) IEBET LD
B, LWV METH LY, EHRNR~Y—T T4
YT IV AD [4Ps] b b [4P] & HH
ETBE, ZOLRPTOY AT 4 7 AL [Place
GRAT 7213 5ETF v 2 1) | ISR EVEEA &
HEHENEDOT, ZI0bE~v—FrT4 7 -
IV 7 ADBRPLBE E MR 720

X=T T4 Y ITHRECELTERIHIH LY
bOD—DTH 5 L FERIRS FEEMENE <
HRHICER L TVWELELEES>THERLLES
T %% v Kotler & Armstrong (2010) 2 &1
X, BRoO~—7r7 4 7B EERED
—DT, =T T4V ITEEEFTTSH)ZT
VIR =547« 2 v 27 A (marketing
mix) & &, —EOHIH T 5E THEAM I %~ —
g4 ¥ 7 @Y — ) (the set of controllable
tactical marketing tools) T 1), ZEH L 25
W% (target customers) B L UOERK IR
V¥ a =7 (intended positioning) D}
WK THESO L) IZHGESN TV L, &
B, COBEORY a2 [HHEGE
PEHE % HHEEBEOEDO L IIHEHE ML
HWARTHBEICETE LWELY 505 &) RHET
% Z & (arranging for a product to occupy a
clear, distinctive, and desirable place relative
to competing products in the minds of target
consumers) | #XLTBY, ¥~—Fr 747"
2y 7 ARENTSH THRWRY v a = v 7 i
T D7D SN A RFED AT 72 —H D
V= VERZ SR TV W,

3—2 FyxNEOAVRAFAIR
ME3IDL2D [HAT] OBEFIZEEINT
WwWpbuT A7 4 27 AL, Kotler & Armstrong
(2010) BV TWE~Y—Fr T4 V7OV AT4
JALRUERGTIENTE, FRW2IIY
MEDIILEALRFLEZEZONS, £ Thh

HM&R3. Y= 71273 v I XDER

41838 (variety)

B (quality)

T4~ (design)

F (features)

77 ¥ F (brand name)
W% (packaging)
F—Y R (services)

g5
(Product)

FORAMAE  (list price)

#5] (discounts)

F4 (allowances)
FHHAR (payment period)
EH%&M (credit terms)

il 1%

(Price)

5t (advertising)
EABYHRSE (personal selling)
Bi5efeE (seles promotion)
J5#k (public relations)

e i

(Promotion)

F ¥ # )V (channels)
FE P (coverage)
~ il 2 (assortments)
5

(Place) AZHh (locations)

T (inventory)
fifi% (transportation)

U A7 4 7 A (logistics)

& ¥} : Philip Kotler & Gary Armstrong, Principles of
Marketing (Thirteenth Edition) ,
Pearson Education Inc., 2010, p.76.

Iz, TREE, ke SR Y A T A
7 ADERICEINLIOT, [HEFF] 2 [av
AT AT AL ICEEMR DI ENTELRWES
DA, EEBZLLBEICHEL LTERL DN,
[FYANV] ZEDIHIWZBDEV) HT
& %o Z 1B L T Kotler & Armstrong (2010)
TUE, A RN L — - ICEREBEGE L T
WBHEERIZIIEAEBLT, TG IPhHE
# (intermediaries) % L C\W5EEENS
WERTEE LZZ)RT, [R=Fr T4 V7 Fx
F )V (marketing channel) | & [BEF ¥ 4
)V (distribution channel) | LRI L TH Y, *
T [EHERP — EAPNHEERAEL Y —
Lo THE I RFERICHf SN S 2 L 2R
T 5, MBS L2350 EEM (a set

of inderdependent organizations that help
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make a product or service available for use
or consumption by the consumer or business
user) | L EHR DT TV 5,

ELER=T T4 YT - F v ROVIIHEEE
v b7 =27 O T (downstream side) |2
HBHLERINTVDY, ZOHEOMEEE
4 v b7 —72 (value delivery network) & i
[ 2 (RET 52602 27 0BT
RET B2, HEHD LSS 0%, #
REE, KEXEBLIUREEEEICL-C
e S5 Ay b7 —2 (the network made
up of the company, suppliers, distributors,
and ultimately customers who “partner” with
each other to improve the performance of the
entire system in delivering customer value |
EHHAEN TV, BAARIZSCM (754
Fr—r-ATRAL) I [HREE %
HITEE, REHBEOMT, £/, SR8,
BEBHRSMIMEZ &b ko T LEEB LY
THRANEHND D% EHYT 52 L (Managing
upstream and downstream value-added
flows of materials, final goods, and related
information among suppliers, the company,
resellers, and final consumers) | & B X
TWbo $/2, ¥ /94 F2—vDIFT A
MIIZBEEFLOE 275 (customer-centered
thinking) %K 5, BEEMHEEED 27 4
(customer value delivery system) & & I3
nTwpLimahcns 19,

L2 o TF ¥ A NIRRT Y A5 4 2

R4, LW —FF0>T-3 9y 7 IA0DER

Bih (ME, 7VAY, T NRE)
~

fiifes (GO, #51, BHE&ML &)

.

et (35, 8

>~

BIMRTE, JhHRZ: L)

(l

B (FXANRUIRT 4 S ARY) ]

.

[ E a7 1 7 A

B

UME(RE S 2 7 4]

)

A, HAHWIESCM EfEEEDF Y T — 2
FRIETVATAE LTOIV AT 4 7 AD LRI
WETHIENTE, HFELD LD ITREBIC
ESCM IZNA I N TV LH LW —F 5 1
YT IV I ADPBMETELDOTR VL E
ZHoNBEbIFTHL, LHL, bedé [4P]
SEEZ T IR FOMICT o2 Ta sy sy b
7w b (product-out) D& Z I L Tw
HEEDLNTWED, Lk L7k 5 I Kotler
& Armstrong (2010) TIZEE - IZHEVWFE0
M3z >72~—4 v b4 ¥ (market-in) DF
AAHBEHEINTEDY, [4P] BEI GRS
NTLPERXTHA),

ZZTHEHEH S NA DS, BEEMESCEEEGR
DEHSINBEHRERIZH - T, BAFH O S
BY=TTAY7 - Iv A% [4C) T 5
RThb, T T4P] B’ —4 T4 7D
FATELTRERNZ [ 2y &7
N =774 7 (Segmented Marketing) | %
AL LTWB0IZR L, [4C] 3EBICH A
FRAXTBHILIZE o TEIMLZIZHBED
ML 470 [MEfbs i~ —r5 107
(Individualized Marketing) | % Z:8%(2 LT
HERHINTWE, bhAIZ [4C] DESE
12 THEZ o M ERP (Customer solution) ]
[HEZODOI A (Cost)] THWFOMEH &
(Convenience) | [RAMMDII 2=/ —3 3
> (Communication) ] @ 4 D28BIF 5 LT
P

FEEED & Z A, Kotler & Armstrong (2010)
& T4C) KL TRDEIIZERL T2,
DFY, ¥—Fry—dENERLNE, EE
EflifE (value) %HEA L CHIBEOMHZ 13
5y ET Do £ L THEFMEIAMCS, A
F, H, BELRLCETLIIANELTE
WIZHREN I X MIBEOERL, 25100
BIIEERH —C 2% 2 ks R Y @2
(conveniently) 572V EFHS LI 12k B,
BRIEZIRHMOII 22— 3 V&2 KT
é, L (18)O

FR, OYVATA TR =TT 4 T OP
MADHEE LY, ZOWKEEZEITTS9 2T
VIRERBR =T T4 V7 - Iy A2iE, ®
ROD L )2 T4C] PEET HDTIE RV
EEZOND, 72720, ZOBAITHEERNIC



OIJATATA =TT 4 7T DIRE 43

B&kS5. OVRXF1JR-Y—=45TF7 1> D[4C]

R O MEfE R (Customer solution)
—> W OfffifE % A L CRIBEORILE I 5

HEEZEDOIA M (Cost)
—=> flitEDEPICHHACREELEDIA N2 &0 5

HWFEOMHFE (Convenience)
—> B MBI U AT 4 7 AFEHRT S

MmO 2=/ —3 3 (Communication)

—=> LAEFRERLHGEE A5~ X5 5

& [4P] OEZFHIEL, [BEVFOFEH L |
DEZAHTIE, BAEMIZHmZETAY—FE
AMWBEAT RIZHR B EVH)EENG [BD A
TATA] BERIND L)W E2DTH 5,

4. £ED

Alaafid < < AITY2D, it o BERE
WHESCER AR L, SROTRE BT 55
FIZ L7z Z4L1E 2009 F I KRETHIR S U
72 [Chaotics: The Business of Managing and
Marketing in the Age of Turbulence ( {& ifi :
HMEORROBE LY —F T4 v 7 OHEH)]
(%% 14 Philip Kotler & John A. Caslione) C,
COHLEIIBNT [ERIBERLHEMTH S
WS, WL X S\ ERRERMTH S (Prosperity
is a great teacher, adversity a greater) | &\
HIBEEFIML, TSIz 2008 F0FKIC
FELIZ)—<r - vay ZImERT AER
AR ORI E L7 EIELEZFE-> T b,

Vb THFIEH L WREOERRIZA - 72,
FEER ORFII TR CER D MHEIKE L o
TWh, BTt A Y7 — %y MR ER @
LTHDE) BAE— FTEDLLERICL ST
ThMb, ZOFIRERIZIA MIREE S 72
LT L LELIIHRY - CADEERE %L A
E—F7v75hEn)EREL LWEREE D7
59. LALMEKRICYAFAME LT, E£ES
RIHEEDVEET 2 A7 RAHEERED L)Y
WIEFEICEESL] Lo ZOEELRERE LT,
OB s R & B A, QOBIEN 2T LD
B3, QOKRGCHEBEUNOEOETE, OB
LS OERLANVOEE LGS, ©BERN

BOY)A7, QEWFOBEEE, L) 7I1H
HAREHTW5 19,

DX ) ITHFROEFRLTHFWEL T35
BREETRIIS =T T4 Y 7OFHIZBWTY
B\EEFLEZ FRFE, 5 \IZHEIGICKST
THIEDPTELRWERTIZBWT, AT
BRI ATA 7 REY—T T4 VT 2N
BATAIEILST, OVATAVARE
WL [BVATATAR - w—FT407] &
WA LWE A TOR =TT 14 T OREZR
BTz LHMLAEDS, VAT 47 ACELT
1320 ARRICHART [ EHI$ 5 b 0lda
¥, FLTHESEHRHT L] EERSR, 21T
R (=TT hoaIdAT514 7 A0
K] EIBZ 5N BT EEBAROWITRAKE (L
L2252 @, poT—4r 54 V7O
B RE L LT LAEB IR TV o 72k
WD B B WIS R W E 2 HREE L7 [
I g AR A s A V2 = S = A i1
WEOBALE L L ICEEmME (CS) REEHM
& (CR) # EH T HEEHIEO—IRE 2 A [T
VATA A ELTREENDE LR,
S5 21 D4 H CIHBEE OB ST 72
MfEEfRET DAY T =7 F72E AT L E
LTSCMICH#LL L) & LTwd @,

—F, =774 v7H20MWLERICT) —
YR=TTAYT, AVE—=Fy b =T
T4V, FL T2 WREMEIIEY - v )b
=TT A YT EN 20D, mFEE
=TT 4 Y7 LTSRS 69
HBHEV), BIZIEY—FTrF 47 Iv TR
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PRBENTVWD, THICH L TIE, F1T7%
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Y 28 (service products) & V9 HLE, X
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