2.
3.
L.
Neil Borden (Lovelock,1991)
Borden / (Product)
(Price) (Distribution) (Communication)
Kotler and Armstrong(1898), McCarthy and Perreault(1990), Decker and  llivan(1992)
Kotler(1994) 4p’s
/ (Product/ Service)  (Price) (Place)ll
(Promotion)

(Marketing mix)

/ (Product/Service) (Price)
(Place) (Promotion) (Kotler and Armstrong, 1989 ;
Me Carthy and Perreault, 1990)



( , 2540)
(Product)
, 2530 ; , 2536 ; Kaotler, 1994)
Kotler(1994)
Payne(1993)
4
1 (Core product or generic product)
/ /
|
(Kotler,1994 )
2. (Expected product)

/
(Kotler, 1994)

( 2539)



(2530)

(Augmented product)

(Potential product)

24

(2534)



10

0.05
Bowie and Kivney (1991) (Product line)
Saint Hospital and Medical Center 1990
1993 9
92 93
(2535)
(Price)
(2536)
(2537)
(2539)
(Cost) (Value)

(Price)



(Market) (Customer)

(Elasticity of demand) . (competition)
(Product)
( , 2536 ; 1 2538)
(Selecting pricing objective)!
(Quantity) (Market share)
(Total revenue) (Profit) (competition) (Image)
(Social)
(2536)

(Value) ,



2,
(Discount)

12

(Geographical pricing)

(Discounts and allowances)

(Allowance)

(McCarthy and Perreault, 1990)

2.1

2.2

2.3

24

2.5

(Cash  discount)

(Quantity discount)

(functional discount® (Trade discount)

(Seasonal * discount)

(Allowance)



3, (Promotional pricing)

(Boone and Kurtz, 1989)

31 (Loss-Leader pricing)
(

2537)
3.2 (Special - event pricing)
3.3 (Cash rehates)
34 (Low-interest financing)
3.5 (Psychological discounting)
3.6 (Money  refund)

15

13



14

4, (Discriminatory pricing)

(Kotler, 19%4)
(Customer-segment pricing) (Product form pricing)
(Image pricing) (Location
pricing) (Time pricing)
B, (Product-mix pricing)

( /

(Product-line pricing)
(Optional-feature pricing) (Captive-product
pricing) (Two-part pricing)
(By product pricing)

Aday and Anderson (1975)
.. 1970
Hulka et al. (1971)
.. 1969

.. 1971 Aday and Anderson



15

9)
o)
Riley & Schaefers(1983 , 2537)
DRGS 1982
17
Walker (1983)
55.40 5.90

Jalv gi, R.G., Rao, S.R. and Thomas, E.G. (1991)

1 1 (Marketing ~ mix
characterics)

2. (Institional - characteristics)



16

, (Place and Distribution)

(Place)

Stanton and Futrell (1987)

(
)
(2536)
(2537)
(Channel of distribution) (Physical distribution)
(2538)
(Distribution channel) (Marketing
channel)

Stanton and Futrell (1987) /



17

Kotler (1994)

(The level of distribution channels)

/
1 (Direct channel) (Zero level channel)
(Customer)
(Industrial user)
)
, (Nonstore retailing)
2)
(Manufacturers’  sales branches and office)
3)
(Direct mail selling) (Telephone selling)

(Automatic  vending)
(Telemarketing)
2. (Indirect channel)



Possin (1988)

(2528)

(2528)

(2532)

(Lutheran)

150

940

60 %

18



(Remind)

(2537)

Fontana (1991)

(Promation)

Stanton and Futrell (1987)
(Persuade)

Zikmund and Micheal (1989)
(Marketing communication process)

(Marketing mix)

McCarthy and Perreault -(1990)

Kotler (1994)

(Marketing communication)

19

(Promotion)

(Marketing information)



20

1) 2)
3) 4)
L. (Advertising)
/
(Ducker and Sullivan, 1992)

(Media) , (Nonpersonal selling)
11 (Public presentation)
1.2 (Pervasiveness)
13 (Amplified-expressiveness)
14 (Impersonality)
1 (To inform)

2. (To persuade)



2.1

2.2

representatives)
2.3

Pereault,1990)

0 1 U 21
L "5 T )

(To remind)

(Personal selling)

(Personal  confrontation)

(Cultivation)
(Saleman) (Sales

(Respanse)

(Sales promotion)

(McCarthy and

3 1) (Consumer)



22

(Consumer - promotion)
2) (Middleman)

(Trade promotion)

(Sales force)
(Salesforce  promotion)

1) (Communication)
2) (Incentive)
3) (Invitation)
4. (Publicity and public relation)
1
41 (High credibilitied)
( )

4.2 (Off guard)



43

(Dramatization)

(News)
(Speeches)
(Public - Service  Activities)

(Event)
(Written Material)

(Audio-Visual)

(Corporate Identity Media)

(Telephone Information Services)

23



Freitag (1988) Home Health Agency

Krampitz ( Tilbury & Fisk, 1989)

Skinner  (1990)

Kolatch (1991) (Direct  mail)
Vising Nursing Service of New York
.. 1980 .. 1986 6 .. 1987

Resler (1994)

25

(Out-patient  department OPD)

: ( . 2525 ;
2537)

35

24

Mesical center
30



25

( , 2521 ;
, 2533 ; Barrett, Gress Nur and Pheops, 1989
, 2536)
(2530)
, 2536)
2.
(2536)



10

(25%)

26
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