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W= T VRO 20 RARE RO SN2 O EBATH B, L
U, #8002 E, BTOMRIHTL Do = —4 74 ¥ 7 ORITHE 1900 5
2 L10EE CoficRk® 2 R (PIAIER. Bartels)V, 51 kAo ke 2
R (Flzid E. Leitheren)”, & o izOHTE LV vk 20 7o <
— Ty YIOEREFREETZEM (PRI G Schwartz)® ¥, FhEFn
=L TVARRL T3, CONBEOKRRIE HE, FRTCE~-r 741 v
RO BRBEOWBHIANTICRIT -, ~—r F Y Z7REZOPE
Z, BRRY, BERMICHEEIREL2DBERLTE (I iz Ly,

ERCHE, E£TPLIECT, VHERcsI3~—r7 vI/ROKEFBRYE
L, B2fick T w—r 7 YI/RETOEEHERFL L QO RECE
RO, BF3HRO TR S 2P0, F4EizRT
1910 £ X TOXME FOSREBRT A2 Lo Lk,

T 19 HfACsH DRAE)

~— PV RO AR E OIS E A TR ORI R 5
N5zt TOMENE R CEMFECT R, 19 ik T
Erarohbsbh Tl >»TH3,

T IO REED T £V BickeT, T T VIROBREERTER

1) Robert Bartels, The Development of Mavkeling Thought, 1963, p. 41.
2) Eugen Leitherer, Gaschichte dev handels- und absalzwivischafilichen Léteratur, 1961,

S. 109.
3) George Schwartz, Development of Mavketing Theory, 1063, S. 1.
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k%, T. Coolsen® = P. D. Converse® G40z x » (8- Thb k,
HEOMTH2Y 19 HAEEDHL ( ROHEBCT I BOELED 1h b
GEHISNTOBAX LT, ®WOXS3LBWEHITFLN 2, Edward
Atkinson (1827-1905), David A. Wells (1828-1898), Arthur B. Farquhar
(1838-1925) X Henry Farquhar (1851-1925) ® .2, Harlow Gale
(1862-1945), Walter Dill Scott (1969-1955) %=~ Tih 5,
SNLDEBERBIED 5B, Kk, RERC SRR CEE, BB
FTEEREANTH 570 KEOEFF A, o/, FIRIE E Atkinson (3T
HITPRT A O R AT TR Y, BECHEHEL HT L 1861 Fa & 1005 Hix
Bic o, BATEHDEMES, 260IcEb w7y b, HEOFHKEESE
frer T3, David A Wells 4, United States Revenue Commission
%2, New York States Tax Commission OL&EE$hhizn, PEEDOH
HEEE LUTUERL OO ERECH - 12, Farquhar W4, R Arthur B,
Farquhar g~ aS=7Ma— 70BFERABREEFBOEEATH Y,
o Henry Farquhar J@RRBE+ Hc 2o, BREAHEATETH -0

4) Frank Coolsen, Mavketing Ideas of Selecied Empivical Liberal Economisis, 1870 to
1900, 1958 : F. Coclsen, Marketing Thought in the Uniled Staies in the Lafe Nineleewih
Cenfury, 1960.

5} Paul D. Converse, The Beginning of Marketing Thought in the United States, 1959,

6) I9HREMER BT R v T4 VIR ORI R ET T L LT, Kok S aNEs RS
Na, Asa Greene, The Perils of Pearl Siveet, 1934; B. F. Foster, The Merchant's
Manwal, 1837: Dionysius Lardner, Railway Economy, 1850; E. T. Freedly, 4
Practical Treatise on Business, 1852 ; Freeman H, Flunt, Lives of American Mevchanls,
1858 ; Stephen Colwell, The Ways and Means of Payment, 1859; J. A. Scoville, The
Old Mevolants of New York City, 1863; Samuel H. Terry, The Releilev's Manual,
1869; Benner Samuel, Benner's Prophecies of the Future Ups and Dowmns of Pricss;
What Years to Make Money on Pig-Irom, Hogs, Corn, Provisions, 1876; Edward Atkin-
aon, Tho Distvibution of Pyoducts, 1838, 1802, ditto, The Imdustwial Pvogvess of the
Nation, 1899 ; ditto, Taxation and Work, 1892 ; David A. Wells, Practical Economics,
1885: ditto, Recent Ecomomic Changes, 1889; A. T. Hadley, Railvoad Tvausporiaiion,
lts History and Laws, 1886; Arthur B, Farquhar and Henry Farquhar, Ecorowmic and
Industrial Delusions, 1881; Naticnal Cash Register Co., The Primer, 1894; Charles
Austin Bates, Good Advertising, 1896; Nathaniel C. Fowler, Building Business, 1892 ;
ditto, Publicity, 1897; Henry C. Emery, Speculation on the Stock and Prodice Ex-
changes of the United States, (Columbia University Studiesin History, Economics,
and Public Law, VII, No.-2,), 1896; Harry Turner Newcomb, Railway Economiss,
1898; Edward F. Adams, The Modern Farmer, 1899.
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L1z, WO OBMALCEERIEOWGTOEN, BIOEMEEEI v —»r 7 v
DM DD SRAPIRC R E R THENIC A X3 Ch B, BIA
¥, Cyrus McCormick i, MBEEMOER, FiAR#OWREIC S - T,
FrrEmeRELeY, ARGREEA L Y L UEROBESERLE (sales promo-

“tiom) OEERE L7z, *7: John Wanamaker (N4 SRAE L A -
FEFEI G, HEOREFBALISEENLL., ELREOTELED,
T OAHFERE L CIEHLEGE (one-price policy) #HAL Y, ERHNEF
FA THERLHEMOERTE Lo I REREECEALY Lz, £ John
Patterson (R OIBzMLE S b, AR REL, BESETLE
L2P,

BLEOREFIN G, «— 774 v 7 OLBRITES ¢ o A< v e duic L

T, FERROMFECHFLNCL - TSN T PR L TS,

fitFy, EERRICRTARBELOAT, AEOAF» 70 LA £

Wbt TS o 2o (442 Heary C. Emery (1872-1924) 13, %4k b
Lo M= = RED £ vt = Th o, HEIRAXFECHRBURTIR R
Tv, TR E Speculation on the Stock and Produce Exchawnges of the
United Stages, 1896 & L THbD L. WOMMIBFECTORD - T
1Y OERIIBCTELERSN TR L5 Thd% Kiz Hatlow Gale
(1862-1945) i3 3 & ¥ X KL COMEE S Tlorz, iE 1895 5247 200 Fhiz
HUTEHEZ2CTORMRERY, HFhOBECO2CTORER, KEDHM,
WEE & 5 0 DMREARI OV TAMES T 57z, ¥ WD 1806 4
PEOTEIZMICE, MEDEHE (attention value) #RIET 5 HHEE s

73 P.D. Converse, Development of Matketing Theory, Fifty Years Progress, in Cha-
nging Pevspectives in Marketing, edited Ly H. G. Wales, 1551, p. b ‘

8) P. D. Converse, The Beginning of Marketing Thought in the United Siates, 1959. p.
9, #%ds, Henry C. Emery }3, m ¥ FY¥ THRKDO XS TR EZT L L, S <v7 L
v P EHENTWIL A THB, Company Management, A Manual for the Daily Use of
Divectors ;. Secvetavies and Others in the Formalion and Management of Joint Stock
Companies undey the Companies Act, 2nd ed. rev., 1912.
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CHEYS BEOLRSCOCTORTICEL DT 2Y, C o Gale DFFIER,
RS LFAEDORBAAL L L b 2 Walter Dill Scott (1869-1955) i & B8 A 5 7:
AT B, Scott § ¥/ — AV . AR VRKEDLAEHEN R E LTASE
R B CHRETH -0, BED LS HRERF » 7iz X DHIEIL, 20142
MBLBROTITEIT 55 BOTES25 3D TH Y, 19fdEtic k3
e T RO RENE, EE LUREREPLCE T DEERL
N

EC, K19 RIS B <~y T 1 VI ROBEIE, T BRI
BIZSEL A5 THI L, KOWLThD,

SETH Y b, AR B STERIC B, TR L EREOS TS A LI E L
AL ETHEA, Iz David A, Wells @2E(E Recent Economic Changes,
1889 iz XX, 1870 4 & 90 {EI- 20d) € DHEE OFiE £ FEOM AN IR~
LT 3™, o, Wit EE LY, AEAKEES ERA LA, Jhig Wells
CXhiE, TBRCUBEORERTHELBEILN TS, 740 25EEOHE
FIHE 1860 fEar & 1885 4ED 2552 Mz 4 4y 1 LA Lk L, Bz B
KEICHRLCOE T EERERL T3, £ Wells 3EZEoRERIC
DV, BEOEE, ARTHBOWENOMKA, KHORELD CRILOE
fb% BT T3, |

Ak, FEEOREENDH K Ic o Tk, Edward Atkinson & The
Distribution of Products, 1855 42 % 375 A - 12BEBH #T1AH LN 5, Atkinson
i, WEMEE (employed persons) 2MEMICk - CAHBL, HEEED
55 10 %EECER NS 4225, 3BIT%EIPEED, MI3%IHE BEOR

9) Harow Gale, -Psyckological Studies, 1900,

103 P.D. Converse, The Beginning of Marketing Thought in the Unifed States, 1959, pp. 5-7.

11 #ifiik, 1860 4F74 £ 650 5 4RI 2.5 f512 EF- L, 65 5F (—IRHELELG it 66 45) # TR
2L TR TR R 25 LT 3, (U, S. Bureau of Census, Historical Statistics of the
United Siates, 1960, pp. 115-117.)

12) BAEEO ERIic o Tk, WER— - T%mﬁﬁr7ﬂ9ﬁ§$i§®imkﬁﬂjwm
140~ — U2, - )



: 7—.')-7-4 v PR O HE (363) &
BOL»sizAhvldas, coXIin, BEIFE/ v —FR I (RAC L
ERLEE, v -7 VORI, ADON%E, e 50 B ERIE S —
FREAFL T B Ll T 2™, & 6il g/ Atkinson § 1870 4.4 & 97 4F
(b TOMHE Tio =2 TR L, MK TIREES 2T E LTS 2 CH
BI&C L ChD, bt S8, HEEOERLEYD SRR AT R
KLCEL L, EBwmERL 0B,

PLE® & 5, FBORMKL L hrE CRES WROBESM L~ 7 w41

AR EN T B, CHHEERE—RBOMETHEY, BT LT —FF s S

HcREFCERLIAFTHS LAy, Lirl, BET &ML, HE
ZLBJEIZ DT, AFOEEISRI b T2 I ETHB, Atkinson
DIFBEENSH L TDLDOTH - 2o LY B IIE, &5 ICHSEEFICHE
S8 (market analysis) #B /0 T3 LD THDA, LHEMERES L2
BEICECES DL 0bh 0™, Err Wells i, @EREE5I0 1A

VIHBREBEOREY &, Mx &R, #4w, m—v -, K, EBLEOHH
O BESL, FERAEAL YO0 TSR, T3,

WAZEEOm Sz 2T 8, Wells © Farquhar Ragic k5 CARELE
NTB, Wells i3, FIBEOMALEROBIFICOVIEEL, Arigsi
LT, IhEJEPV ey D)3 nERIEROEEIERICERTS o Taw
Lik-t, 7z Farquhar BB s, [EHOMIREE, BEOBEIH 2
THRMICEML (2", Farquhar Bgid, PNEDOREL, EBEVERE
LD AENHTH S L ERRLLY, ok ) aEMmEREE D AN EIER
oI, MBS OO T b b RARR OSSN 2 E R A 2 BA
BRI ERS T EAT 2 RE R LD TH D,

13} 'P. D, Converse, op. cit,, p. 5.

14y Tkid., p. 5.

15) Farquhar W5 OWFEAELE, . L. Moore §° Henry Schaltz Iz X , TRER I h I,
{H. Schultz, The Theovy and Measuvement of Demand, 1038.)

16) I1BB9 Fizk - T/hF OB 884EL D 3 18 BT » 0%, A, 11 %LdhkE {h
S »fz, 1869FELE, SRBEL/DFOEENR SRS -0, ERARCMERFRILEE Y
£ b, JFEOMEN 30 %A L i 27, (Converse, op. cif., pp. 8-9.)
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%zwﬁ@aﬁ%%ﬁ&@ﬁﬁ%%@%&@@an:@ﬁ%%ﬁ@&%m
H1OBBRLBEONNOBE LEBOMRIIH 5, 10WLHEE, 749 »
R B EEEROTITE EOHIITH » 22, LAd - T—HETH, LD
K", BHO—%i T %, €4 PRB0 LA & o0z, Ly LILET 1870
FRD 5 20T 2 O, EREA D ES  ERSET L, MERA~
BATH 7 61 B GBS DB TH 720 L 2 C, BRLHOFAR
FDRTC % 5 PR RIL FERL G 1 T 12 1857 42 & it AHAZIC S0 <
BohN T, STERKICE T, 664, 7345, 8247, 91~93 4 & NG
R R AR IT B L T o TH P, S ok S REeE ETE i,
TSRS ESe Lo, MRRES Sl Lo s EAMaBEE 2 k. &6
o, RUAMMEAEBY Lo BEE L0, EERAoMKHETL, RBAD
DK B R B, DU R R ORI, b M0 B NAEL D0 F

BLTAHES.

S 1 R ORI EETRGE 1L, 1873 iy CRAIATHCREA L, COU3E
L8UEOTRME I, BAAREESOBEEL T o). REO X5, BRI
BoBgx, #ic 1920 /072 -0, L C. Marshall iz & - TEHSL(2
COTHBH, i 1880 R, AR AR U b LT SRR ORI &
LCHEER L, T o EARROSEE, AENOEASHEROMKKE ) § —
BT L CH B EER, T ORMER [#EHEM | (commercial revolution)
EREATV G, SO [RENG] OWR L - 2O BRAERRCH Y, <
S TE C BRI S L 0T - 2o,

C OBRA ERSEO BN, IS SEOXENC L H B b T 0B, FlAE
A, B. Farquhar } H. Farquhar @ Lconcmic and Industrial Delusions,

17 HJEoiikiz 26y Tik, Edwin Frickey, Production iw the United Slaies, 1860-1914,
1947, p. 64. Fic=V - 7 - AVF Uy v (RbEo By L Bl 19595, SRR I 1
i, 404~ — 2Ll M,

18) Fred OQelBner, Die Wirtschafiskrisen, 1952, 5. 22911

19> L. €, Marshall, Business Adminisiration, 1921, p. 256 £,
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1891 dcsv s, [ABAERESPBOLLIE T ER0 ™ Ll 3, #
I B 56N TV B X Sz, RS ERANEOERNERL, EEREOFH
2B 0, BREROBRBLI O OORICECBETHMETH 2 2 LB RE N,
CEBEZmRITES R I AL TR0 THLA, 0D AHESERES
BRTLOAHETRIC L R LRBETCELT,

E. Atkinson ¥, WM&z o, The Industvial Progress of the
Nation, 1889 O TED X Ik~ 2, BHE»UETIRBEOFER,

(EEHOEPMASEZILITL -, ZOMMAOHBFRETI L TH
2k, A OBFBRIGERHETRL O D,. E007 T, HE3IETE
PHBEEOEEKEFS|E LY, BRI ATA LA AI EEL T
B, CEMEEIETHERCPIcET 2S5 » OS2V, #it, BEBOMN
BUEHT 20 TH 5. 77, WHBIEXROBMFHTRIZ 20T, HBERD
Fﬁ%@[ﬂ’éﬂ%’&‘flﬁ}*ﬁ%ﬁ:tm EFBREICEALEPRTOTHI Y, COEBRA
PREBALAREHCBBAROERESLL, THRE~RRT2HET
Bz THB,

Wiz, Wells, Recent Economic Changes, 1889 12 35\ >—C & JA MRS 4 i e
RicBLAm s T3, L LEGRIEO SR ERAEEMTCEEL, ﬁﬁ
FEROMBRCER LC0 2, FOBRMIMEEL, £EE, ST~ EER
7 (direct marketing), SE%E oy LANGER -~ DEIE, EISERIC L D forward
selling 7t ¥, HEERFSEREL, 07T, NBRETEOHEE, 5T
/N TEE O R BR R U, RESTEOBEE TR L BRo B
BRICEIOES S L0 5™, '

DEo X5, BWRCOEREML S EROERCHE EREERIzRD,
20) Converse, op. cit., p s.-

21) Farquhar |3 1873459 R OBMc R, 7 TOLEMRE M Lzicsfsd, 86
OTHEOEEE25%Y) b Ty C, b CHBL T3, (Ibid, p. 8.)

22) Ibid., p. 3.
23y Ibid., p. T.
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FORBRIC 1) A 5[ & TWRIEE LTEREOMEC 1 20X E S 1
TOTHD,

WiIcHBBOMBE: 2T, BiE® Atkinson p Wells g3 LT
B, BLERE (cost of matketing) ITHBHEFOMBEICHAT 5B & T
FHE LCBBT 50 TH 545 METE, ERETO L ODMARER (L1
DUR D F I UDTORT & 2EBL T AL A,

fllz X Atkinson (3 The Distvibution of Pyoducts, 1885 izdsv>T, 1880
FUBORBEIZ DT, SIS & HEE RO EE 33 %0
540 %I BEHT L, EaMI, VO MBIE T, DTEEIRI%R
—CrEHED TSI LZHEML TS, £/ 1802 FOEH Taration and
JWM'NLlw%ﬁ®$@%%ﬁ@m5ﬁFﬂt§?6ﬁ,%MB®EE%
EBEHCETSE TS, 1E, 28 3EHDIDVEINMUEITRESNDID
¢, Hu5#a4E 400 8 FAbl i+ 3 X T 30,

Wiz, MBBOT| & FWHE 2w T, Atkinson @i dh v, FlaEa
) XOBFEMAD S 57, Baihie )8l (cash-carry basis) (=X B
— v DRFEEI L ASHEEL TV, Eic Wells ¢, fi@# (cost of
distribution) %, Atkinson rRE UL 32 REEHET A Lz X
R TWHEe, EAEEEEE > (PHEAFHRTA 2 Link 3HE
BEZCNLITHDY, |

LLED X 5 nEASBE OB AMER & SEAMER, #icd saBEn~—»
T v/ OBLEE LTRRT 2 ARELT $OTHE,

Bk, LHRHEZEHe LD2TREZ 728 Dz, BEEA D DR
$IH D, O EOFEHEE Atkinson ¢ Fndustvial Progress of the Nation,
1889 icA b, [HxofAno£iFk, S| (trade) S38@izfizdl T

24) s o Atkinson DFfSLIE, Hic T HIHEHMOBIE Does Distribution Cost Too Muck,
1939 SRS h T3, G, A7 a7—1, Fa———x=t, BRBESTZ o2, BIX
B TEFRFE) 263845, MABELR, B ERRAOMAERIC VT, TEERNS
P T | FEFn 31 E8 WD

25} Caonverse, op. cif, p. T.
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VB 250 FADAAIKIKIFELTCHWE N OC, =—554 v27H50RER
(distribution) &, FHEFHEOHFTE - L2 EEAMI THD LT3,

Bk, 81 B AT £ L 5 B RO T, 2 1o AR O
FAEE, 553 BB A D DA MF O BRI Sk 2 b N B TSRS O
HEERTH 5720 T0L S RAARIEDREN L 2 b1z, ) CHAKRMIIH
TRBAM, =- 71 v SROEMOERIES, KB AESRL T X
5THD.

IR, EEMFRICA LN B HEREHN~ — 774 v 7 R~y
£ v P OHRE BB 285 L ROM T b,

LSRN~ -7 4 v 7 OWRNRED PO BT, EAEHR (nnc-
tion) ORI Atkinson zALN B L FFBL b2y, HiTHEEL W
5EREML LR 5 10, BAOKEEE LT, WE (buying), RIE (selling),
{f& (storage), EUE(Lfs X (SFSAHI) (standarization and grading), 4R
Exiki > (physical handling), Gk (packaging), Ak (financing), f&E&A
B (risk taking), f§4R%% (gathering information) ##Z Tu 7o & 5T
Bar®, Wi Atkinson RUAMEEAE(EH T A, AT, Bo<— 7
F iV IRECALND LD AR AR BT DA L, WA Y B
A EZRRL Tl 2%, oMy — o 0 AREoRRENER 2R

HT A BRBROKREBERT 6D TH - 12,
Wiz~ - 74 v 7 OEEE BRI L v, SlIR I,

26) ibid., p. 3.

27) Y- 4 AR FEERIC o0 Cid George J. Stigler, Tvends in Emplovment in the
Sevvice Industries, 1956, p. 6 BIR,

28) Converse, op. cit.,, p. 4.

20) ZHA (utility) % 2Dk oM %E Converse IREAL D TH D LFEL TV 5,
L# L, % form utility » ownership utility, time utitity, place utility (z4rtr

Sk, WoBEERELFE—QL, BBRMESTEENHEHTHS LS FE T £ AT

Bolbichd, LEF>TULAMBERN7 =7 v R ADRRBERT AD LN IRETH A
So (Rt —o 4 AFEOLENEBIC OV TR, R 55— 1 R RN, TR
FRGRIE RRoBEfGhE IS B0 E, [, +— 9 1 ABHO LR, Eﬁ?:k
§ rﬂ?ﬁﬁ%J 923545, BEMIBEIASED
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A. B. Farquhar £ H. Farquhar Bafic X - €, 8525 (product differ—
ences) CHFFFIRGE (patent protection) i Tabi, TRAHEHCH
T fited EH B WA IEMER S (nonprice competition) bz X 5
THB. R, ALOMAEINFTNOR . LHBIIHESEX S X5
Do DTHEH, THIHHHEANLOEMTHEI LA 2 L5 THY.

F Rt s X Sin, BT, ] Wanamaker @ Harlow Gale
FrEOWEN, - A=Y e Tz Tl John Patterson DHENE
OO BRI 2 L TiZ, Cyrus McCormick o SSRIIFES AIKME, &
HOEME, FABK ERHIEC L 30— 1 At L ORES HEE
B X LT Ly, '

Ll b, 19 d~— 7 v/ RORBREECEHERLE LTES
Urzs T DFEREFEHTIIER, KoM TH b,

Flio~—r74 ¥ HOHKEIL, EBRELERENEEORCALNE &
VWHE I ETHD, =74 vIRCEER S T ERITBRICEFEES T
EE Lz, Converse Iz INITEESEZ X UD, &3E, OESE, EHRfg
BIEL 32 & 2L T3, Lil, TOREORLIEEESETHY,
BEFEORECHEOTERBLIZ LB TR, |

B2, EEErL~—r 7 vI/RORMAE 2 THBEICR 2 20K
ELENRDB, TOLE, =—FF 4+ YIPIEREES HORTBHECHMER
BEBKT S L TH2, €O 2IUBHELOMAB, —ROTVIARE, ~—
7o v BRI RARECE T B - BRSO TRACETe L3 o
LTHB, S0 BT, AMBGARLERR S B T 5 BHES T,
FAN B A DA, EAAN OHEAEA LV S MEERREEAC LTRE
BHLTOR S LSRR B, BEOHHALDAHLE BRMERE, FE

30) Converse, op. ¢it., p. 8.

31) Converse, Development of Marketing Theory, in Changing Perspectives in Mavketing,
edited by Wales, p. 5. Jcds, BRI [BAO-~—r 7 + v ] BFTHE, 37T 2—-OUTEM,

32y Ibid., p. 2.
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O, WBITTEAN, FERBEBRANIL S L - TR S i TER,
B3 CHERSOREBO TOETOMBI RO Ll A, ~— 771 v Y
HED b OORBIOERIIER S S BB L, MBIEERS b BN ERE
BE~OTFE LD 38 L AR BEAROERC 1 3 BRAEBMRD B
PRECEREZRLCLDLHEEEN D, HETOMCHE5N3 X 51z, 19
D [EBE] 5 ECIEBRETE Y, WRNEHEHREBROER TR X
AR O T ERLZL, BREFLZLCORNLD EELN D, Do Rk, 200
MR A>T LD= -4 F 4 v 7RO, REFPLETEZ7 2T 13 7
ORI L - UHEE S o dsgE L S o BT H B,

LI AB(CEH BRI OHE

Biconie & 340, 19 HHEK, 1880 (N0 BMAE ETMRE Sz UC, w5
PRAE~ DBILDTE % - C ¥ 70, T 013 AT OIS, RIBOREE: MY 5
BLo M, 6T, WEHEOSEREMRLIZ UL, Converse (-
Ini, 1800FROTMOEE L & T CELAMABE - TEL LD - TH
2%, LOXIAEEREOBEHENERAL, 72 ) ADKRFIIEVT, w4
?4yﬁ%®ﬁﬁ%ﬁ?%%ﬁ%£énuL@L ix 20 WEHOHIEE, %FRic 1900
B L 1910 4R O oo, 17 4V p ORI 2 BERD
R & PR 2 FIRL T AU KON LT W, ‘

1902 &£ Michigan K7 E. D. Jones
" California.  » Simon Litman
" Illinois " George M. Fisk

33} P. D. Converse, Development of Marketing Theory, in Changing FPerspectives in.
Marheting, edited by Wales, p. 5. it %, BESHZOREERIc 0T, Bartels 40
v HLAMBICEET 34 2T 2 L FA T B A, MEEOTHMECNPM-E
5 A3EAT S B, . (Bartels, op, sit., p. 28.)

34y R. Bartels, The Devclopment of Markeling Theught, p. 29; J. E. Hagerty,
‘* Experiences of an Early Marketing Teacher ', The Jouwrnal of Mavketing, 1, July
1936, p. 21.
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19024 New York Soza

3 & Pennsylvania » W. E. Kreusi
44 il + H. S. Person
b Ohio Mk James LE. Hagerty

84 Northwestern o2

" Denver "

0 4E Pittsburgh "
.;r Harvard ” P. T. Cherington

10 & Wisconsin "

B RFICE T B CEFRO LD CHEEHE OSSN T Db A 10 1
WHRICHCT, BB MBS LTk L bR B, + o + KEO B
Flgks Hagerty (= ki3, Bz 1881 4ric -t o 3= 7 k229> Wharton
Smmlﬁ,B%ﬁﬁﬁ;ﬁD7wwz7i¥kVﬂfﬁ$T;HMM%Ad
ministration FMH;HEBE L TCOLEODNDE™, Lo LARb~— 571 v
FEICBEMROBCREORER, WHEEWEDBOS ETHSE, 191K
mEHE X, BEOEWRTO Commerce ® Business T3/ {, REFDL
HOFH & LU, BEE, BUHBERYE, e olri#aoh ok ¥
¥3L5THD,

?ﬁ,%ﬁﬁﬁﬁt%k$fw%k%#ntq—rf4yﬁ%t@%@@%
EEL, VHARBAER S TR EDTH AP, £, <=7 T 1 v IR
WL LEREELCE s TIREEN T2 TH S D b,

SETEBCHR SN Y Y RFE T, 19024 “ Distributive and
Regulative Industries of the United States” k19 = — RSB E L1,
FAR¥DZEHIC LIUL, TONBTEKOW BTSN T, 2D =i,

35) New York FZpopHiiz-24>CiZ, Converse {= kitl¥, 1900 4E iz Accounting, Finance
DM Ldb It bh T3, (Converse, The Beginning of Marketing Thought in
the United Stales, 1959, p. 20.) o

J6) Hagerty, op. cit., p. 20.
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Hjﬁﬁﬁ%ﬁ@ﬁg»« ATHENUSE, @Ay, ERELTE v F, #JEE| -
TSSO A SR EFL THS 5. ELBABALE, Lo BRI
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403 H. H. Maynard, op. cit., p. 158
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. oEfIcRGURET s C L, HESIAT 2AE0 T, AEREEE, Wb, BEEs
OESRE, Ta—w—, WEA, S0l KERFTONEHER. K48 oRFHEREN: -
WS b2 3 . (e oNETFEEE, S omMIURRR U TRER RN omE, Ao
FIERIGR Lo h i bt 2 RO, i@ NERFE D 7 — ANy A F 4, (Hagerty, ibid.,
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46) ~—& T4 VI ORES LT BEEET b, 100240, I YA VREOSFRT,  vari-
ous methods of markeling goods’ r1» 3B EOMH-HHAE LN, 5HELIFAVNI=T



16 (374) Uk 5
i« — 54 v 7 o5 REAEONIAD s D0 T, 27 L b BEET
TR, Wy AT vy v e T ¢ Marketing Methods " by 9 = — A %ER
B L7: Dutler #J31, 19408CKD L 3 ABHELC Lo TV 5, [ET5
o, REREkE S LB o iz, BT e v -5 -2, = AT
IEEFBRBIMES T Ly - Th oAb oo+ 2T oiEs &

BAETH /. SO RZAEHOREBICEHIBETS - 2, FITHEY
HEMRER DT ZOUIEFLECLEREA S, L LRERERI-~— 5+ 7
4V Ay FEGIBEzHRGLIV . DX NEROLERD L —
rFa v SEC ) BEITTREEN v~ T v ERL LT EEEE L TR
MLz ESiBbhd, L Lass, BHORTE, L 2HSREnE
BRTEASN T2 DO S L3 hbhd,

M AAOWR LERENREEORCH

20140H0EE, WiC~—F Ty v IMORILERIC S - T, TOWIC L A
FED PSS L L RE L FEFER T LEROM T B,

Bartels jz T g™, diHid 4 2o adn s, 1y « A= vorvdess,
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