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< 82 4H|Rl A M ook
WA AlFste 2ua A
Al A B o2 olu] A
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vpAR S nATe] AeF Zolg A
oz A ==
< "ige AZGE 7HE Ao o]
ago2 Jepgd (29 2]dA B
o} o] 7|9 wiA”] HAHES A
71e AL2 7199 ARE oA
DA etAEL ozt e & U &

IS

J

=

2
2
o

R I R T
Rl
I
&

1=
H

10

EREEME M2 19994 78
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dste] B 7de HFE HAsE AZF HuAs ATwe nA NFA
ANZE 7Y & 5+ gl T E9WEAT BA viAE =
Al ol FFA AlF, FYPY AR
<E 1> A oA LR A ojHEe b 27 A%
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ek EE
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b 24 A Y, AR 7B 5 AFHEA
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ATFAEC] AFE T ol @
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o e ne BA HARL ANE o

al &3 IR BEE AE AN 7R

=d3tE FF37] §43 AT opy

= HE& AASTE AR 3 o]9) 9

DEL JAd= PR B ez o

HE FAGEot oRE BA uAHY

Ae AZE 24 NS ANFog

A &3 7] FEAAM FEIgE A

S EF X233 e d olE 7)Yg9)
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2 BEste BHAA A" S Asto 3 e A4 E A4Hbrand equity)<

STz 2 F Ao a2y #A wA" =2gsiss g dAde] HE a1 oo
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SdsE F7E 5 Jd F, GM BA
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BE AL A9 dide] He Adolgy
H olES AT JAE v FFo
obd 719 FEAA 71 Ag
(mission)e]l} 714¢] &3 & o8 #
AZA A Lol oJEZ FF ALY
7194l BT FTHoY ALY AY AA
ol o3 71l B3 e FHAA
719 AL 7tAE ZdAE £ e JAD
ojty. &, 1A o] & olAA A
g3 AFYANAE e AL olE3
A BAE FAToEN FNFHA
Apgrol obd XA bl & {3 7
A Al (corporate equity)®] 7V E = A
7] A% RAolgm & = Yo} ole 1
A AZFHe] @A 2HE FriERt:
A4 EFE g old FAA A
Y 2438 Fo3M HE AMdETE
719 AR 7t E aA sEe Aoz
olagld £ At WFAM rde AE
FILE T AE MY HNE Fy
AE FRIAT 7149 ojm|x #
e Ade 39 BA 7
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U ZE dAolY HEd: Fad 9
¥ 73 Atts FHAME Fa3
gulE Zetdn & § lon(Ay,
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ol cH(Moriarty, 1997).
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2 Hequity)e] BHAA W FA)
Al 71er o3 #AA AFoz
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o S, ARE oEiste W A otAH
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Aol oA Bolof Fr}

SAH o GA AF3 upg} o] 7
A2 A £ BA FHo] AAbo)

4 2 k

U A R A

of Mr & orr 2 o2

Z
A

(o]
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= Aol gAY AAel 3 oA
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N2 2MAE ALE) YEde AL

gulstel A BES) EAg ug 3
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dlol & w=A] o) o) A (profitahility) o] 3 Al
& H(Modarty, 1997). o]l DM &
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=

=
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dolE sl o] 2 whA

317

Aol 7} (life time

1

2 Fa%
Athe Zolth oleld Aol 7437
2ATY Z71HQ BA AL a2
2@ nARG 4% VQelA By
ooe 8L AT & Roluk

ERFLEHRR M123 19994 7¢

13



%H:I

[1):3

Ql
2

o}ew AQolN H2
R LS
gL 208 o)
soluA Eg
JCE R
gl

94 & 1A

O

l

¢

oo —10 rlr

B Ho rf

N
N
rlo
i)
i

L

ok

~~~
o,
=
O
<)
9]
=
9]
<3
N’
il
o]
>

f

Ly
o

l

[oh

oro
E T

N
X
d
ot
)

off oy Ok

%
2 Aol WE

‘7—,‘5_1 7y Z}"P(customer equity) &
Fatd nAY S # gt HAJAgn
Blattbergﬁ} De1ghton(1996)° —;f—;% “4
oj° 93 1AL I5

Zlgeg 14 =

22
9

a7 7R
(customer value statement)= 7149 v}
AR Z2aPe] nA wolx=g ¢ %
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€ MM &2HAT vIde AEY
Z1gel didte] A FAFoz A3
B4 HEE Ak (equity)el 717} HolR
BE T2 7Y Ai(asse) 22 U4
3171 A1 &3t A (Aaker, 1991; Aaker and
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and Moriarty, 1998).
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Tannenbaum and Lauterborn(1991)& “3% 11,
PR, #ul£ X, v, FHdY AFJAIA
T2 FEALE BEYYW AL e A

AZ BEeE A2E BHyres AHsae
7} &9, Shultz(1993, p.17) e £3% vl
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The Evolution of Marketing Thought and Marketing Communication:
The Perspective of Relationship Marketing

Byung-1l Hwang*
Abstract

The author focus on the role of IMC(integrated marketing communication)that is
important for increase of relationship equity value, stress on the integration of IMC and
PR in relationship marketing. This paper present as follow. The first, marketing thought
have evolved through market competition situation at a market segmentation level
perspective, and the concept of relationship equity is necessary to individual marketing or
relationship marketing. The second, firm should identify profitable customer, build strong
relationship for relationship equity, based on customer equity and life time value in
customer market. The third, IMC needs integration with PR for relationship building of
stakeholder including customer market at a point of view of corporate equity. Finally,

this article offer discussion about implications of integration IMC and PR for future
study.
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