25-34

20,000

1
10
(254L; 20)
785
34 707
302
270 329
434 10,000
/ -3

/

25

20

26.8

48.0

60.3

10,000 -



0 |/ 30

22:00-2400 . 245 1
50.7 27.2
(2539: 5)
1
7635 2365 20 - 29
75 63.05
2982
29 30,000 - 49,999

36.8, 51.0, 58.9, 60.7

(2535: 21)

1 Qualit)?



( 2537: 157-159)

1 “8(3”
1 C-COKE
2. C- CREDIT
3 C-CAR

:|>

C - COMPUTER
C - COMMUNICATION

o1

6. C-CONDO

/. C-CLUB

8. - CONDOM

(1995: 180)

Computer, Communication

10



(2521 2-13)

2
1 (Housing Need)
4
(Minimum Standard)
2 (Housing Want)

(speculator)



25

Rossi,P.H. (1955: 74-78)

(
(2527: 8-101)
1
2
3
4
(2536: 74-75)
% 30
% 2

25

12



Harold Carter (1975: 85)
1

21

2.2

Goodall Brain (1977 151-161)

Brain J.L. Bery and Frank E Horton (1977: 436)
3

13



Jay Siegel (Hirch 1973 6-57)

3

1 (Accessibility)
2

(253)

William Alonso (1964: 204)

Alonso



Park,Burgess and McKenzie(Warmer z. Hirch 1973; 3-54)

15



16

Kolter (1997: 165-178)

I} (Culture Factor)
2 (Social Factor)
3
31 (Age)
32 (Family life cycle stage)

33 (Occupation)

34 (Income) (Economic circumstances®
35 (Economic circumstances)
36 (Education) !

37 (Life style)



(Activities)

3

(Career)

(Interests) (Opinions)

(Psychological factor)

(2535; 201-214)
(Upper-UpperClass)

(Lower-Upper Class)

(Upper Midale Class)

(Lower-Middle Class)

(Upper - Lower Class)

1



6. (Lower - Lower Class)

(2539: 123-124)

I} (Need recognition) ] (Problem
recognition)
(Psysiological needs)
(Aegivred needs) (Psychological needs)

2. (Information search)

18



(1995: 80-210)

(1980: 149)

19



(1993: §)

(2540:12-13)
Evan . Schwartz(1997:17) Web
(Narrowniche) , ,
Web (first interactive)?



10
11
12
13

(253)

1 ««

A

«

x

™ ]



22

(2539)

750,000-1,500,000
2541

(2537)

80-100

%5



23
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