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The effect of Marketing—oriented thinking on

Social Enterprise Performance

Dong—Sik Park

The Department of Business Administration

The Graduate School, Pukyong National University

Abstract

This study focuses on the influence of the marketing—oriented
thinking on social enterprise performance. It is hard to ensure
viable of social enterprises for sustainable management in reality.
The reason is that the social enterprises pursuit to meet a social
mission with the limitation of maximizing revenue. We reviewed
various preceding studies to establish theoretical discussion and
then, conducted a survey of social enterprises by using ‘Vincent
Marketing Index (VMI)’ and analyzed its results. Despite of
referring to the definition of 'marketing—orientation' and
'market—orientation', both of which point to differences in
semantics respectively, still, we considered the reality that most of
scholars do not precisely differentiate the two concepts.

As the result of analysis, marketing—oriented thinking has not
only a positive influence on the social and economic performances
but also sustainability. Hopefully, the findings of this study will

provide the implications how the marketing—oriented thinking affect
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the social enterprise.

Key words : Marketing Orientation, Social Enterprises, Market

Orientation, Social Enterprise Performance
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Hoodt= A3 A 7)) (social enterprise) @ wHAIEF4 2] Alai7b Ab3
A 7118 Al vAl= dFel sl wEstaar stk ARs A Ve oA
W13 g oo Siste] Algko] Qlal g Aol ALEl A THAE St
o & FAoR £YHIL Sl A& Thedt AdS A A2A2 A4
Rt Ao o Aol mEA 2 dATelM s B Al
A FA QL ARz ALSlA 7]]le] F sl ASIA, AAIA Aol oW
S v XA s AN S EFetat st g nhA "R A A
(marketing orientation) ¥} A% & (market orientation) 2] 2]H1]&%]
apol 2 247t g olE AL AR tFR ] stapFol F Jids F4s
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A AAL A, A3, £3 59 Alade] @Y fxo EE FFEH}
= 22 HEA ALE] BAY $F Sr9 tRE dAde A4
& 9S AR AA HHG.

St QA AA A f17] olF BAGEe] EIEHHEA AT 1
F3}, RF Az A3, dAE 7= 59 ZAVE AsEAT olzs A4
Holl A ALg| A okEo] ¥ 1% g AAA HU wE ZRU)
EA O A A okAES 9% ARSI A AAES mpdAste] £9F8ka §
U ARSI A 2 e FTbel e ARG AP A g 284 o] 9
vl E&golets Aol dHEskAl HoATk oo Aks A kxpEe] digh A
o AG W Ve AR AR AE AFsed @Al o] TEEFE
A S AYE 5 Ue AdAeT A8 Y HHS o] i JYE
F8he AREA 71900] SAsHAl | 2007d CAREA] 719 AW
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T, 2012)2 L R GAE AAE FAR Qe FFo AF
A ARG ZAE olwE W2 AFEE VISl AlRRA AL gl Ao
Aol o]l AbslA 7|dEe] V|9 HAs dAdskal A%
e AsiM= AN, WAV, ARIARR e g2 FHF A HHQ 9Y
= ST RO ARS A VY] AARTE A
#4e] 255 i ol AHSsrbHA anAEe] agtet HeE Nkgs)
of M2 7HAE Sl PR EEo] A2 ol

dtHoz vHAY FE2 JEHFTE HHoE dv= aFdde] 3l
Aol R He uE AREHEA 3TIdEIME Y &

=

g =97t &) s glvh ol Zo] wiARe] Ed Ao

AT BAQ BAL vAY FH Anst A3 719 st
of WA gae B golth WA, A8H /49 g Ty
LA A 29, F AAA sk A A aea A%k 719
o vy FA9 Abmsle] BAZ AWAoR BHY Zolt

B ATE FaA ARA QEe] Aaw A Aobdg 5 g
AL AFT ASAQ YL olF] b Ad Aok sHow
AY FAA AL A GRS dotnal A8 J19Ee] o

skl ARSlH, AAA AaE A7 A e A5 Qv 3l Al
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1.2 479 "% 74

B AT E HEAS ol g8 AZRML il ARATHYS 23

FE R YA Qrel Gl MG(QWEh, MRO#S), MD(sh
b AEA 719 gate] vAE GBS dobmadt drh A
stol EAA BAVPHORE QQRA, JREA, BFIARNL BE
Ak,

2 ATE 3 5302 T4 gov, 2 F FHYES 1
aNsh st ek $A Al 184S B AFe] Weyw %A, A7)
9 el thste] 2AsAT Al 23 HE v
1949 gatel e oA AL A¥Ba 7 WiEe WS Bz
S Agsta ATEFS AASACE A 3ol duse] 237
golsh 24, dRA T dsl AR A 49 ¥ A7 S
& AFs, AFATY G2 ANFAOM, AT 5PN A
FAT ) o g0k W Ae A 2elw @AET FF AT BAE
A A SR e,
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A 27 o]&F =9 U AYPAT HE

2.1 AAA A (Market Orientation)

2.1.1 A1 AFAH B9

Felton (1959)& 7199 #7140 F9& Fu3t & Hxo=w niAH
Nsol g2 o e 5 = d¥sle 799 AHE Biu
McCarthy $} Perreault (1984)+ 599 #F A L8RS TH5A 7] H
T 71949 BEE ¥o] mAIE Alolgta Folstglth. gk Houston
(1986)& Al AT 71del ZAA AYA=3 259 ot 279
olgl, ol Qs QFF UFAATE Y AAH v L9 ols], 1
olglgt oldlE WY E AFS trIQletar, AAksta, AFFozM JH3
& ow AN H4S A5k Aolgta Yok

AR FAoldE NES AL 279 oo %E AF il FF3

A nHA" AR A A == AT Boreh, 1957;
Felton, 1959; Keith 1959, 1960). AlgA &2 viAl® 4R o 4
Al He=RA Jdoel, wiAl" z4le] vl Al Ndd vl
woh A A QD AHA WS AAlst (o] Ay, 2000).
Kohli ¢} Jaworskiv= AI&AFAE S @A 2 mdo] 148 &
AR A ZAE FEE AIRPRS AAME A, aga AE
3 wkgAdolEla Ao E it (Kohli, A. K., B. J. Jaworski, & A.

Kumar, 1993). Kohli ¢ Jaworski 7} 23t A &AA A 7o E4

rlr



A, uzbe] g R Alolge 2 )
Atk A4, AFARE vtEeR 74 Y WAE T34 +9e A
sk Qlvk AA|, AR el Bidsto] A E Ao dEe] oid AdE
= 1 B 2385 T3 du(elAlY, 2000). Narver ¢ Slateri=
1990d == Tl ANZAFE = st AFAFA o] AR el
glom 1994 =olAe AlEA S
o] AWTE T FAo o
& Atk (el A, 2000). Narver ¢} Slater (1990) & Al &AA &S
'"DAR G, AAAAE, 73t dHEY BFLad FUIAA A

o] grtdA VFor AP L sl =, "l Afel] tigk g 7}
A9} 71940l Qlol A EHAQ) dd AAE Fxotr] f& A4 e
7P adFoll a&fer FXohe AT AYsiiti(e] Ay,

2000).
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st AR ES SEliAe 7Igel 1A AA X AME (Entire Value
Chain) & ol&lst= Aol HQ3itha st} (Day, George S. and Robin

Wensley, 1988).
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2.1.2.2 BAAAA A

12

A A AFA g (Competitor Orientation) o] & AFAF 4 HAALS] 744 4l
A3 dA o BAAL FAH ol FAAE dE eI} A=
ojafgtth= A= om gt} (Aaker, 1988).

wEh AA 2 v FA AT 533 uAe] dA 9 v S
A T QlEA BAR ] st AWl 53} 7]zl gk o] 3

glojol sttt (Levitt, Theodore, 1960).
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2.1.2.3 7157t €9

7153t @9 (Interfunctional coordination)©|&t 3% TAgA o Y
zat7] Qs 7t e 23EA ol sk A oulsty, A

%
A= B gt a4 S 9% A FERE fd B A 9 SeA

A9 83 FASn EAHOE olF - FRHE AL v F
Aol A AAE AT AN ol A ABE =T 9, /199
wpAe Aeeld wlg PAsh the SAE AAHeR FeEelol il

(ola14, 2000).

2.1.3 #A"Y A 34 (Marketing Orientation) & 72

nHAE Fdel gJstd A= AIAFE S WHolsole Ae SE 1
A, a8a 29 4= o Z olad ¢ QA Ho] AuHow ¥ u
< 95 Aty st} (Deshpande R. ¢ Farley J. U. 1988; Kohli ¢}
Jaworski, 1990; Slater ¢} Narver, 1994). o]g{st AF 52 T2 o|F
79 FEol iFdHAR Aol @3t SHE0] By AR
= AAlskE AT7F Fdskal vk (Sargent, 2005).

Narver ¢} Slater(1990)°] W=w v 7IdE 837 Sl
W AAAE A=Ho R olgsta tlgste] UEF Ade =73

M nAse AT 23 TIAE ZEdoF vk AR A AL

X

¥,
dlo

z7o] 1

Jé

e As Akl Wlsks Aol 2WS Fi

=
defo] WstE wA A9 wpAE Adels =t



uA® Jigolst Hu] viAIY H I 7F(AMA) A3 viAI" o] F2 Al Ao
= 7Fg Z AyFEe HA9 A Hstoltk(Darroch, Miles, Jardine,
and Cooke 2004). AFHo =z viAE 7/IF2 ofget o] Ul 71A ¥

= 7o ® o D uAAFEY 2) uARS 3) A Aol FTHA

o

A ® 2E]al 4) °]g-2 =7 (Miles and Arnold 1991). wiAl® =] 3A
olgt ol Ao ofel] =¥ dA=H= vHAR Jdelt(Foxall 1984;
Perreault, Cannon, and McCarthy 2008). 281 vAIR S A1} H 9
= A8, 71ed, AAAE, g4 aEla @4 FQ dA WstE WY s
of "lafjof sta wAY AFEAE 2o A HEHojof st wetA wiHA
Y AFLS FHolL FAsaL AR A V|dd 22 AR o] A
A gxojof dr}(Miles, Verreynne, and Luke 2013). Fx%4 | lz}
AbEl A die] g AHAGAES A AsxEdy 22 gFel vHAIg ol
AREEEA wAIR S Al &FS Kotlerst Levy(1969) 18al
Lazer(1969) ¢} & niAY x50l & niAI o] ALs] 4 F3do] 24
= 7 At 259 #FelA FEste] ST 1935
o] v wiAIY P37} viAIF ] Aol el Al W] =R WA
Hasled hE H2o Adoe 20079l 2HEE Y= (Sheth and
Uslay 2007), 2007 2xs wiAY o= o2 2o

Lo
2
kit
o
o
i

o

‘A 82 1M E (customers and clients), ¥ A= (partners), 18

T8 gt AL8 duel 44 Gk A WET, deln, Agaw, 18
71 ¢le #EI} Ao A D FPSo|

20079 vHAIY o= RIAEIQE vHAIR A& o] e Yx7F He
WA 7INbe Algsta vHAY Vlse Al ARRE SR 7R FEolde
MEE HustA st veEb ok (Miles, Verreynne, and Luke
2013).



2.2 HIAEISr wiAY A ¥&A  (Vincentian Marketing

Orientation)

Vincentian Marketing Orientation®] 7192 16009 Z A7+ A&
2 gepzith gl HIAlEIQRE & EF2 1600t ZgA sl 7 s
7EA 9 A A s A&t ThdE AMEEe e E Adske AlE
Fote AR AME]” & Adsth(McKenna  1997;  Bowes
1998). Bowes(1998)+= A<l RHIAlERQlIo] AAZAQ] AHS A sFHA

hast AES wed SAs Fe A Fot o8 *E8¥E VIdE

Ho

ol Wtk (Miles, verreynne, Luke 2013).

A o]t Wl m&Aolal Al Abe]A V]S del ofeh
e Algshs ARle g Rokoltt. shue] x7 HAAe mAE A FH=
Aests 21 v DA ES E§Sto] (Balabanis, Stables 9} Phillips
1997; Gainer a2} Padanyi 2002; Kara, Spillan ¢} DeShields 2004;
Mottner ¢} Ford 2005) @Rl Ish weol Qlo] AyE FdAI71= A
Aol dttk(Jaworski ¢+ Kohli 1993; Avlonitis ¢+ Gounaris 1997;
Kirca, Jayachandran £} Bearden 2005).

Bennett (2008) 2 vHAIE % Y # e 7E= F=elA

WL ARS A ME|AE AlEehs ARSA 7ol S8kl
= AR A el diE Aw 2E 9 SRS A g ok
= WA vHAIE olEo] AR EA19] sidS flaEll AREE AP
1 o= mZEEe dE 19697 mHAE AiE ] ST oA A

fz
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2
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Al

o

R4
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o AFAESE BVIY 2ea 2AMY Ags AR FRA ws g
= AR A Y 2o AT g2 AR o s SAskE Rl A
FAE 483 Aol

AFE] PHAIE (Social Marketing) ol Qo1 40wt o] X&) ww A
1960 ol %ol €74 vHAR Y g2 Zofete dde WA HlaL, o
53t ALS] ZAES sty A8 rHA" S E8stel 3T W
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iy
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F mHAI®E A FAS Bowes(1998)7F &7ist 7|daelel st mIAE QL
oo malsh AR ek 24 Astold

Flanagan, Fleckenstein, Primeaux, Schoaf 2} Werhane (2008:1)2
rol FAgth “HlAERE = EFL EWNF JhEY w3 Al
T OoR AHARE a7t 3 A AdEEs FE A o]l

C e As AR FEsS AR Is DA dAE ARl s
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2.3 AH314 7149 A3
2.3.1 A3 714 439 71

2007 AREA 7190 S0 A ol %, ARElA Tl Wik whadol
obA ZhRA el whE uheddt Ak dAso] gk ARslE Y19l A
o o e AT AFoR  ARSA ZIde] AR ol A A, A
A 7197F A o #% AF7F F5 olFolA gu(inE, o84,
2015). opA7bA Al 10¥e] X8 &2 7IdelE Etshar 20159 10
45 7IFoE Ags W AREE TIde] e 1423700 2sta v
(F=Ah8 4714 &

o|HF AHE A V1Yol FHom G HFE noluA AEF VI9E
o AAAH ALEA, BAA, @42 el izt dalo] AAL A w
A ARElE 7I9le] e A37hE SE B7h
(REDF, 2003; °l7f, 2007; £%9%, 2007; A%, 2008) % AH8 4
7199 Aatell GFE mAE a5 Wt Aol BeF, 2011

&3, 2014; o+, &

"

=
of tigh HAAQl HojE ot 7|ek HA &2 Aok WA AL A 7]
Aol el wheto] =ak7] ol kst Al -evkere] AFEA V1Y S
of WA AREH ZIdel ik JoE AuRA AR VIS FHAAS
AAl AbEl ]~ gl Ak E Algete] AFRle] 4he AE ol T

B3 AR HHE FaehdA Ask g qu)ae] Aal g S0 9 d

_12_



AA vt ARSA 7I]le]l AgtE AAsAY ABAE ek
BAEse FAZE A% dAg ZE, 4, A A¥A AF T4 7
& AREA o]9], Heols AlFdte FAIgE FolA ARSAE T|sdel FES
of & AHE A& F JLE=E A F 7| AHE A A At AA
A AnEnt WegstA RSt ae ey (o]lF%, 494, 2014D) 384
ARl A& Thsde gRee S Adx adsjof st FEE v
(Freer Spreckley, 1981).

kA A Ak 1990d ol ‘Triple bottom line’ o]# T O Z % Al

571 Al&stled ALl A E ARSIA ZER 9 @A A THR R AR
Ao AA AT AL37F FRI  AF Thssk N o2k TN

= Bk FASE] flall =dE Aol o= V£ A% Tk A
o] Jidol &A1 Sl A¢Hd wkHe] Triple bottom lined $H4

wro] okl 7]91e] AbE A Al TS AT ADE WA, AEE 7]
o, Aue). B ATelNe] #48 A AgH dvz mdus A
3 944 Adste dE Qo @

1) http://www.socialenterprise.or.kr/so_disclosure/disclosureList.do
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2.3.2 A53 7199 AH8E 43

ol
=

=

e AR B

NE R

1%, 4574, 2014).

=
R

I AeA Z4o] golahih AL8A 71X

3]

°of ¢

kYA
ar

A A= AA

Clises

ol 74

=
=

Folue

o] ofel e
o glrhe
wy

). 28la 7]&9]

&, 2012

ASE Ao (A
o, Hl&

s}
o}

-
R

=12
1

PN
T
3} %

o] et

719

ol

/\] =}

[e)
R

d

A

of ArElH 7]l

17]

W Eo

}#] 9k} (Garengo et al, 2005; Speckbacher,

3|

i

S|
=

2003).

1ol e wrw
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IRk
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F=2] 7 2o T

3floF 3

=453 37}
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=]
=S

R I e s s

st
& BSC(Balanced Score

="
5

TR

1=

39170
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e 74
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TG el T2, AFS 9] Qb slell V]ojete RS & &SIt

o] &-EH(2010) & BSC &AM 21317 7199 A#4E SAstuA o9
=, Akeld Ao SAARRE HGATE dA FE, ARRAE A A
S AAEFA Y. Borzaga £ Defourny (2001) & AFS] 2 Ad¥te] 74X

ok

e Aolats olele] F, AWle AwH Fol, oAl AgA
ZolA, AgAal ol & MRS Atath
Aze, AUE Q01D AF A Ao SAANRE FHbAS nevE,

T (2013) 2 A2l A Aol arg, Alss 9 ARSI AH| A, X AbE] 37
= gl 24dr 2(2012)= AH8ld Ao SAARE FHMT
AEE, AAAE Y SAF 1Y, FAAY FA AR, AGAEE ZAY,
FHAAS Muls A E, dBEA WA, &1 Y 7S AASHIH

HA3H2009) = AR H Aol dAag FE AE, &Y 2 T A=
A et FaEe gAREA, ol dAA e Fx, o wiEl] AT

2.3.3 184 7199 AAF 43

A8 H A1 AAY ge) ZPAEe] dE o] Brdn FAH

Yohe F2 ARA Axe] dFHAL vk YAHOT /19 AAH A
B gl o HHHR Qs neE W, A Age] FAH A
HE ool s HHols FuE Aow ARATHeFY, 54,
2014)

=

9=t 9] (2012) = WEAT/HE, 9ol T, d9Fd 13N
T3 AR, 49 AR AEFA SV S ueAl Arlska ARt
73

(Hzxe, A=, 2012; AA

ul



<, °olAl71, 2012; o]%, 2013) % AA vk AAE, o]A71(2012) =
ALelA 7ol Al S5 S shA @2 Al &x AREAQ e
71949 M7 71 A
Investment) & AREsto] AAH Q& Hrtste A2 FAAsty 74
shoh. wjoll AAE, o] A71(2012) = AMS2A Ao vl &S EFet= At

3| A Ex}491E (SROI: Social Return On Investment) S &3 712

==

2 5279 & (EROL: Economic Return On

Eian

2.3.4 AH8A 7199 842 47

AL A 7149 S A A =shr)oll kA AFS] A # /) (CSR: Corporate
Social Responsibility) 3 &-87}%]%4% (CSV:Creating Shared Value) 2
Aol gt o]dll7F B Qstt. CSRES 7]4o] ol&vt FF3atr
ALe], @34 Aol digk 711e] #ede QA TR JIFoE o]
= B A sidstd FA7HAZE(CSV)7Z7HA] 28 + e ot
(DBR, 711, ‘Abe]4] Al dol ‘FF7HAZE & Wsleof, olaH).

ALl A 7142 A ALSlel] e R sk MElAE Hgshe AEEel X
Ao e gkow, ARA 7]do]l fIA|FE Aol 48 EAE @
dstds A st (&#A e AA, 12714, 2012).

2|94 2}138] 9] A (community responsibility) & 74 9 &% 3 W = 9]
7IHE F AYALE e BAE A7 Frofsk=slol v (1. Maignan,
O. C. Ferrel ¢ L. Ferrel, 2005). A 9A}3]e] AL 27|, &3,
A= WS TRIYH O Fd9 22 Ad EEe FEl A A9
el des AT 7I9Y AEFl =Holt(C. W. H. Lo, C. P
Egri, and D. A. Ralston, 2008).
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k74 2 A<l (environmental responsibility) & a2z oz Ko 374
TAE £t 4 B AA"S Fdste 5 23 29l &4 A
% 7hs/d e H3E8 542 A= Aolth ALl A Vgl M R A AL
slo] Al g4 AdS & s AL A VAo Akl A drt
SAE Aoz JgEch(RA 3, 2014).
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2.4 A3 A 7199 A& 7F5A (Sustainability)

A% 7474 (Sustainability) oI &t A AZF wlgel= FAT = U= Al
g S oIt Sme sheidz g {A ThsdT O® ok v (34 A
Ao b)), 1987d A el e MAL 3] (WCED : World

Commission on Environment and Development) 7} W33t 92 FE2

n gl (OUR COMMON  FUTURE)#:= RiAE= A&7
(Sustainable Development)’ ¢ 7Hd<S A|Astx Ytk o] HuA=
mHAYT 15 BRE FFAA F Ax TFeAAS EATIA R

Aol A Aldje] HoE TFA7I= WY olgta Hogtewxn ‘g
HRowr HAHs A% 7bs3k ) (environmentally sound and
sustainable development)’ <] 7I@S &5 3o},

olgfst A& ThsAdL AW ofyzt, AHAA A F(economic
development), #7474 A< (environmental stewardship), A2 <
(social responsibility) & 233l X4 Moz HAH(FF
2005). 717471(2010) & A&H7FsA> 229 543 &Fo] A&EH= 4
o™, A& 7hedh HdL a8 AL7s s Fa dolbrke Hg oy
1 EE FA 5= A o]l Bebbington 59 AWS Y835t A3 4
7199 A& 7Hsd2 AR A AP S A SEtE A FAll AAA Ak
Ao R fAske AFE(2010: 9)2kar 4 o) st}
A, A= (2011) 9] A= ARl A 7119 A STk Adol' ALEl A Y]
dol FAHHEA 2 BA4S G F AsAd e s A=
A AR A 7ol A e AR ] Aledt ARSIARIAE S5
QEAZ 9n] (2011:76) 3tk A sttt H 24 (2012) S A3 A 7149
AE7Vsd= st ol BAIAE ] AR A A A, AAIA 7IRE

¢

-

ot
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s ErE AEE B 9y ANPES g71H0E Adste golg
Aoata, A% THLewA ASA B4 9A, AAH /Mg
S99 844 £44¢ 51 @ EE, 2012 229).

HJET} o1 (2015) S AEH 7199 AL s @ AL A ]9
of NYoEM, £G4 AFH o) F, A3 AN /1A A Aol
L gxe B4 aYHoR FANA Wi $¥ duiatn wilw
otk oA A8lH A1 A&7 thal thrg el EAjw o
otk AFEE 7191e] A &7bs A fste] 20114 ARE §F 2ol
2w AEE 719 AgA 9o #2e GAdT Fo) F7E ALY
B0z At AW JY 29, 29 AF A4S A9 FPaA
oYY YUFOR MESAL AAEYl dE st ARA, EE
FH0% Qe AFAAL AN AS FAH 02 AT 5 A

A=A AEAste] Fol4o] vtol A&Heln 71HA A o] Aes

’
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2.5 At81d AHAY g

ARE A Z1e =2shy] el ARRlE Al gt ols 7t A e s
A ALl AAle AEH R s AAIGA f171 FelA o ol
T Aol AAE drgste A Wel iyl A= A R
Aol obd reld A sjdS 9% dicke AW T oAt sy
2 s Hlom, ARslE ARk o A & VIt 3k FHH
AT ol Qlol AREFHAA A, £3, =7E AR FEjel wet
M2 o2 FH 2 Yetyrlel Al AAE e dE EeR Ao
a7lol= olgwol mE= Aol ARHOIE( ‘olAl= AMSH AAY , Fa
D).

Ae A AAY APS 27 e AFASel] o8 thekstAl F ol F o

=2 =
T2 Axfel &gt gALEA S s, ARG Alge AAAS
dEol o, 9% A3k, NEAo AL HEA Add dHS S JHAH
(#A#F AA L} age wek gEAs e )

ofg] &9 o]E(E. O. Wright) &= AFsl A A=, 47g3
A PxE Fol AP E 2HHY FAEHE AASFolga gt
Rom, o 71A Ats] HE S ARIALS| o] APl AAbA O]
W, e TR JAY BAE A AEESE 24T F
e o vk Rk A e (L Quarter) = AFSA A
Ao FAel v 2AES A A4 Adolw EYet

5

AL lar AlEel] Algshis Mulag s

&

L)
=
r
vy
o

¥

X,
o
>
>
ol
=)
1

X
o
1
=4
it
SN



BAA 7 E FEShe EEoE Kokt

Tl tha3 22 FoEo] Atk A A AAl= ARS|A EA AL
314 Afr, a9 AR AEE A 2AR ste] ARy d¥s @4
Ao w sh= AR =7kel tigh ook Ql A wiE s &
AIRIALS] &2 A oJALS] 8] o] s GAlAtEo] 159 vhekst Al A9 e
ZFZ37] YA A= ApRAol A<l Zo A A (participatory

economy) W2 olgtal & 4 QJoF(FYE, 2006: 56). F, olFT
ok
[e]

o

sayel FREE AgT AR olojo] Fru P Aol FE
2H% FA 7 4% TAAA B0l A FAolH, AEF
NP AE GBEF, IF 729 A4F TIAL AYER 34 ol &
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A3 A7

3.1 dFEg9 A A

B A= St. Vincent De Paul Society?] Ethosell ZT#E A}3] A

Aol FFdloF & kst 8o A HZHo] 18719 FEHOFE X
okl WlAlE miAIE A4 (Vincent Marketing Index) &2 o]

B2 AYsA 0 obgh st gol AT mHL A Hrk.

AL2IH o]

0|xl= g

OHAIE

BHA dajof
0jxl= 28

XlgHd

X|=7Hs-dol
ojx|= g

<% 3-1> 94723
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3.2 7242 A

ellM nET FHATE Sl 9ok Zo] AFRIe Ao

=

=

=

712 2.

=

=

=

744 3.

& AZEAE A9 obdlegh ol AT WS,

. oAY R A (Marketing Orientation) ©] &4E A13]3] A

#7 & Zojtt

1—1: Marketing Generation®] &3 A4 A7 & A

o]t}

1—2: Marketing Dissemination®| H=&5+= A3 A A7t &
o]t

1-3: Marketing Responsiveness®| &% A4 A7}
= Aot}

ulAE XA (Marketing Orientation) ©] =&452 AAZ A
7t & Aot

2—1: Marketing Generation®| =255 AA%4 A7 & A

o]t}

2—2: Marketing Dissemination®] %<3 AA4 A7 &
Zlo|t,

2—3: Marketing Responsiveness®| =S5% A4 437}
= Zoltt,

u}A 8 X34 (Marketing Orientation) ©] S&4F A &71sA
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=

=

=

3—1:

3—2:

3—3:

Marketing Generation®] 2% X|&7l5/dol & A

o]},
Marketing Dissemination®] 3
Zlo]t},

Marketing Responsiveness©]

F 2ot
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3.3 W59 39 4 573

3.3.1 vHAI" A&

NG AT BEE BAe wd 0e A5 G A% uAE A
4o FoIA ALESHI 9Ltk (Shapiro, 1988). A% ofgd Uj§< w
W Ade] Aolel dlg olalo] =go] & Zolth WA AFAF 79

ol vHARAIE 72 s o 54 FAY Fuel AT vHAR V]
solu &5 aaAl 9= dAEdH(AFS, 2001). )¢k o] v
B AFE 7ISdo] dFoRw s Aatsta #AmjshriRt 17 Y

=E uigor 1450 ¢ 5
g el =E deR old e uiA" sidel & el o =S
Hu Adgdex s RS gdnh afa wAR e gl

al
Z1ed, A, ZAA 29 @4F] dd] WsE wrgskx v

A e A Z12be] wgel w2 ol Aok gk,
3.3.2 Ar3A 71499 43
B ATAAE A3 199 4RE A M SE, Z A Y3, 3
AZ Yoo YoE B 199 A% bsYoR FRAGT. WA, A
2 e A FE L FA, A Az AT B3 2 A oo
3} Aee AT FAGE B A 4AE QR 5 Urhel5F,
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94, 2014). A1l 7199 AAY Ao dwrdo® 7]l AAA
Aot Feldel o8 FAHT AeSs 1HT w, ARSA 7192 AAF
Aom oo i FAFHE Fad Zow AlRHT(o)FH, F§
o 2014).

wEbA] 2 Ao 71999 AR E, 8 aE R o
obtth wixulo® AFS| A 7]Q1e] A& shgAdoldt ARS| A 7]§]o] A H
AA 2o 54E 2T o deAel ust ThsA e JEEA AR A
71919 Fgo] Eefo] HA g ulo] uh=xo] o R} FEAtEel Uit 3
9 &3 F X&H o2 SJ[A AT FR

A By,

N
=
z
po)
|o
il

T
2
1
=2
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3.4 A9 £ W By

3.4.1 AL 2A 4 A5 +3

o ATl ARgE AEAE FA U T2 AR A 71 vk el F
Abetal Q= CEOE¥ <2AE thde® 20159 10¥9 269%E 114

Tl sad AEAs 2105001, o5 EAle] AREE HFE HEA

= 195%0lt} o5 BEUjE 2 A9 AREE AFEEHA

3.4.2 AEA9 +4

2 ATE SE A HE AEAE T A FRoE FAH 9on A
TAANA A WA= 7199 dndS3I F AAs NAE sA" A5, vf
Auke A8 A 7199 Aol tie ARolth zF Wl g 224 Ao
T <3E 3-4>9F #a, & = Likert 53 AR (8 1®8A odv= 1,
Wi Z1"vk= 5) & AHg-atel FAstalth.
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<E 3-4> AEA 9 74

T 5 Zz 2 A 9 s 4
Atz E4 Zroj 71 Awrd st =478, A AGE 6
MG upA g Y=o dkd 8
whA | 2] A MD A" AT 4
MR v g HES-Ad 6
A AT A =R, 45 2 9 x5 Y 9
AF21 2 A A A FIAA §8A a A AR
oxﬂzw 037,]. —Q—ﬂ”o,ﬁ—ﬁo =1 ZH‘sz oF/H 6
7149 A
A&7bed  HE B94S 2 dH4ad 7+ 5

3.4.3 A5 B4

B oATE AA Z19e sHg Aol /e Al vAE 9%
S RO % o thgd Aol mpek BAATh AA, Aejsiel
Astel WERAS s BARNL AAstm, BA, sHIPAGYS
71942l gatel g AR S FEA7) A3l BAH 2R 0 Ay
& ANSTh Ao R EAARAS Aol ANATS St

A9 AFTAQA B4l AHEE SAIZE I SPSS 18.00]th

o
o

rhe
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A4 A+23

AT S kAl ARSI 7S] W ek TIYle] e YskE CEO=
o] gdo® shglom, F 23049 HEAE AMHoR ZAME AAE L
3]4¥ 210401 EA o] AMgE fa AEAE 19550l

AT ARl SEAbe] dRbARl 542 < 4-1>3 Zh

< 4-1>e w2d die] ZFod Aokt drkakel 719 F eker1d
olgtx $H3 A7t 999 (50.8%) = 7HF  wkow, 1% A3 H 7Y
648 (32.8%), <Iv] A& 71d 329 (16.4%) At AFdAS 24 e
A ARl mE satgta SHe A7t 94 (50.5%) ® 7HE E9ke
o, AgAlS] F8 AR HF §3 ARt ATHo] 37 (28.0%) =
7V E=9kaL, AR AMulA Eedolstal I A9E 327 (24.2%) %
=A Yebstth AFGA A9 dEAlga $Re A7 1784 (91.3%)
2 7P wmokon, 71947ke] A dAdo] 1113 (56.9%) & ©1/3<] 841
(43.1%) vk =A ek

AulAE dufaked oA A P & oEe 1edE AE 9 A
H| 49 ek A el B2RA7 91 (47.2%) 2 7V =kom, TRl 3
o]l 798 (40.9%) = ESETE ARSI A V1Yol F ol & HiE FellA
P Fed 1e9le 4944 9 AHETE 527 (28.0%) & 7 9k,
Axe] FEol 419 (22.0%) = =3h AFFAIS] 1§ PR 591 ol
—20%! mRbe]l 105(57.1%) % 7F& =3ka, FHE oiH] 18] H|S52
50% ©]’d~60% mwlvre] 66(34.6%) = 7Hd =tk AFQA7F 1438k
HIAZS FBS ArE5ZFo] 759 (45.2%)E 7HE E=gkom, dnkd Z7

fl
o,

Hx

_29_



A A 189 A ASTIT 678 (34.9%) % AP BA hekat
o, HMAF 2RA ASY et A AAE g ALt 627
(36.0%) = 7}4¢ =Skt

ARIAI Y] AA FE ZEA v B 11.2590l%0eH, fu FHAE
3.867olsl o, AYdEAL TRA e 2.5W o YERET HT 39z

A=A Hyt Z5ATE 24.870€ ollom, FHopAT B 5

QA4 22,8570 0% Quk TEAbe] wal B 2L ko,
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<E 4-1> LA odury B4

R N (%)
o] Aks] 2714 32(16.4)
A AexA ] £ 15 Ak 2714 64(32.8)
&7 99(50.8)
s, ol wE 3]A 94(50.5)
M, o & Ul 27(14.5)
Arelale]l 22 d M, o e 2% 7(3.8)
MAs, 23l & =3 37(19.9)
Jdtel] OE WEC] wE Hlgegel £
Hloga}?_iﬂ HEel & vgdeH 21(11.3)
A2 AT 37(28.0)
AeAe =8 ALEH 22 AR A B A Al F 32(24.2)
P =33 28(21.2)
A AqALs T 29(22.0)
= 6(4.5)
=A 178(91.3)
AFd A A - A 16(8.2)
E/o]E 1(0.5)
J1e17) A Sk 84(43.1)
=3 111(56.9)
MU AE ghjah=d glo] A B AR|ae] QHg A dRAA 91(47.2)
A A g & oEE AR E 7HE BAAY B 5 23(11.9)
1=4] A g e e FuiE 79(40.9)
ARAA 9 AHE 52(28.0)
Ax e F= 41(22.0)
AFE A 7)Qlo] =pajopar  FHAT 1EFA 28(15.1)
TSN 7P o FAY AN AT E 30(16.1)
154 oA F 2 ALB A H AT F 9(4.8)
A ArLs b d 9 ahe] A Y 22(11.8)
ARSREAE A W A (34 Q1 A5 4(2.2)
5917 g 71(38.6)
AP S AL gt R 5%10]4~20%1 ] 7t 105(57.1)
2081014 ~501 ] gt 8(4.3)
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<E 4-1> SR A0 BY: A%

W N(%)/M=£SD
20% | "k 1(0.5)
20% ©)4~30%m) 7t 22(11.5)
i 30% ©)4~40%m) 7t 31(16.2)
g dn)ldniuF
40% ©)4~50%m) 7t 30(15.7)
50% ©]4~60%m] 7 66(34.6)
60% o) 41(21.5)
REN=—2 75(45.2)
TR 21(12.7)
zof| o1 10(6.0)
FoAZE = HE 25 S =
AT T OV S HRE gzeiun 5(3.0)
2R B 144
3o g 3(1.8)
Ad 34(20.5)
AEdo A 18(10.8)
AT/ LR o} 57(29.7)
A2 dAkE] A 1A 53(27.6)
AnkZE 2} Al 159
A 2 G- 3L 67(34.9)
FATHA (A =l AH 3] 5 AN 15(7.8)
/A o} 28(16.3)
] A AFA dAe] g B AE] 62(36.0)
HIAT TEAAETA 1T
A 2] G- 3L 31(18.0)
FATHA (A =l AP ) 5 AN 51(29.7)
AA FF22A08) 11.25+6.96
9 HHAST Z=2AF =) 6.62£5.01
AR 7HE 9 HQlH 22 A 42 () 3.86%+3.72
AL EAL L2AFE () 2.5+1.87
AN 2 A} Hd FE5AF 1D 24.8*£18.8
HIAS Hd 2EAF0NL) 22.85£19.3
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12 B9 9 A=Y B4

T ATeAM e SANMTEY B dTs SlE BN e
om AFAE HF52 @A Cronbach's azlgel &% &% W4 oA
(internal consistency reliability) 5 WH-S AT

SATTY g QA (exploratory factor analysis) A3 <&
4=2>9F <3 4-3>°l st UA A" AFA ] FAA el
A3}, MGMarketing generation), MD(Marketing dissemination),
MR (Marketing  responsiveness)® TN SH, MG (Marketing
generation) 2 MR (Marketing responsiveness) 4] Z} 171 @4 A 9]
= AT

Us o2 ARSI A 7|9 Adte] oid @A 4
a3, AAA A3, A%57sE L
@, BAA A AETbsAA 24 1 34 AT gAE g

JAEXLS =& Q9 B3=F 0.6 oA, fFt(eigen value) 1 ©]749 &

HU
-
o
A
2
o
= to
>
toby
k)
ek
&
=
>
)
=
z

=7k o] Beh)| A A4 (internal consistency reliability) S HAE3d
7] 9&) AFE A2 AASE A3} Cronbach's aAlF7F 0.70 o]4S A

gsta Qo] 7k =g A Est SR
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<E 4-2> PIRABYY BHH 2ABN D AHY B

0;

T30 SAWT Factorl Factor2 Factor3

MG8 0.774 0.054 0.034

MG7 0.740 0.054 —0.035

MG MG1 0.675 -0.012 0.139

(Marketing MG6 0.640 0.081 —0.149

generation) MG4 0.639 -0.117 0.126

MG5 0.598 0.138 0.121

MG2 0.588 —0.016 0.237

MR5 0.037 0.774 —0.158

MR MR6 0.035 0.718 —0.072

(Marketing MR4 0.013 0.692 0.156

responsiveness) MR2 0.056 0.680 -0.013

MR3 0.000 0.613 0.240

MD2 -0.017 0.063 0.813

Mb MD3 0.100 0.008 0.752
(Marketing

dissemination) MD1 0.071 0.075 0.701

MD4 0.156 -0.034 0.626

Ak 3.170 2.488 2.353

= A 19.812 15.547 14.707

oA 2 A 19.812 35.360 50.067

Cronbach s « 0.789 0.727 0.723

ANFZUH: 5 QAFF
3 Kaiser At37F Qe wlgj# A
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<E 4-3> AHH/Y AT GAH 2R 8 Ay 24

TN SHHT Factorl Factor2 Factor3
Abs]2 0.810 0.072 —0.008

AFs]7 0.808 0.050 0.051

AFs]9 0.807 0.054 0.091

AF3] A 7] 3} A+s1 0.793 0.037 —0.049
AFs]8 0.754 0.072 0.002

A+s]6 0.744 0.030 —-0.072

AF=]3 0.696 0.070 0.039

A5 0.065 0.879 —0.044

A4 0.071 0.873 0.049

7 A 273 A3 0.052 0.864 0.029
A2 0.056 0.859 0.087

73 A6 0.091 0.824 0.069

2143 —0.064 —0.040 0.822

PR A & —0.027 0.111 0.792
A2 0.131 -0.021 0.765

2| &4 —0.008 0.090 0.659

Ak 4.240 3.742 2.359

= Ab 26.500 23.385 14.743

oA E A 26.500 49.885 64.627
Cronbach s « 0.887 0.914 0.759

IR EP 5 Q95
% 810 Kaiser A8} gl Weu s
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GE 4-4>o] AAEHAT TEEe= 150 wg
ERkSolal 530 W WS ougth. VMI= M=3.70, SD=0.522%
AWrA TS24 YERY Y. VMO (A" A 8A) 5 MG (Marketing
generation) (M=3.75,SD=0.40)¢] VMO ("AYAFE) = 714 ==
Aoz ey, MD(Marketing dissemination) (M=3.71,SD=0.49),
(M=3.64,SD=0.47)=22 EFRTE
4 AA= M=3.68,SD=0.362% #AxtAoz w7t =4 YERR:

At F A&7 (M=3.76,SD=0.46)°] 7} =A UElS o, 2134
A% (M=3.71,SD=0.52), A% A#M=3.57,SD=0.56)2=2 Utet%

MR (Marketing responsiveness)

=
<E 4-4> N3AYE 7| ZEAF
T o M (SD)
MG (Marketing generation) 3.75(0.40)
MD (Marketing dissemination) 3.71(0.49)
VMO (WHAIR A &F4)
MR (Marketing responsiveness) 3.64(0.47)
VMO (A A) 3.70(0.29)
AF3] A 7] 3} 3.71(0.52)
7 A 273 3.57(0.56)
e
2] 2715 3.76(0.46)
A3 (A A) 3.68(0.36)
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4.4 B AAE3aA

VMO (WHAIB A &) 3 A oke] AadAls <GB 4-5>¢] AAHAH
VMO (' A 84) = MG (Marketing generation) € VMIS] A7
(p<0.001, r=0.634), VMO "}AIE=X3A) =  MD (Marketing
dissemination) ¢} VMI(XA]) €] a7 (p<0.001, r=0.693), VMI(v}
AEY X EA) F MR (Marketing responsiveness) <2F VMI(ZA) 2] A=
WA (p<0.001, r=0.587), 43 = A4 Aapel AAAD 9 daka
Al (p<0.001, r=0.703), 43 = BAA daet AAEAD) 2 v
(p<0.001, r=0.745), A3 T AE7Fsd% AHEHAD S ZaAaA
(p<0.001, r=0.636) 2] &##AA7} =74 HepSH

J

J
o)

.

MG . 1.000

VMO MD  0.239" 1.000
wlA §

PR MR 0.068 0.033 1.000

VMI  0.6347 0.693™ 0.587"" 1.000

Ab8 A3 0.003 0.157° 0.3797 0.294™ 1.000
AAAAT 0.254™ 0.124 0.3317°0.3657 0.270™ 1.000
7}
24754 0.26577 0.2767° 0.115 0.339™ 0.185™ 0.2217 1.000

(A 0.2487 0.259™7 0.405™ 0.4787 0.703™ 0.745™ 0.636™ 1.000
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4.5 7149 HAF

4.5.1 VMOZ} Ak31% 71949 A3 AA | vA= 9

VMOZF (A ol vl A Jee obry] 913 VMO dhel el

MG (Marketing generation), MD (Marketing dissemination),

f

MR (Marketing responsiveness) & JH®WICZE sti, AU (HAA)S &
R o® tha 3 A4S dYe X <4-6>%F 2
VMOZF A (FAD e vl A= daFS #45 A3, VMO 59 220

SHHSEE o Rd2 AR (HA)E oF 25.3%(R*=0.253)F %= HAHstL
om, Fat 21.52(p<.00D) 2 FYFF 5%A FAZCZE Fov]st

Aox yeht Edel= FAZE gtk VMO9S &9l &1 Tk
MG (Marketing generation) (t=2.673, p<0.01), MD (Marketing

jn)

dissemination) (t=3.188, p<0.01), MR (Marketing responsiveness)
(t=6.166, p<0.001) EF A= CAAD e F3t dFS v|A= AoE
Bl MG(Marketing  generation)  (3=0.173), MD (Marketing
dissemination)  (3=0.205), MR (Marketing responsiveness) (3
=0.387) EF Al Fog H(+) o &S A= Aoz e
gtk S rAIREAEgAEe] 3249 MG(Marketing  generation),

MD (Marketing dissemination), MR (Marketing responsiveness) 2 <

Fo] ESFE AL A 7199 Aot Eobxit
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<X 4-6> VMO7} AH3]3 7198 Aol mlAl= F3

B+ xF
13% A@f xFexk ,?} t—value p—value
A A
Intercept 1.474 0.29 5.09 0.000
MG
(Marketing generation) 0.153 0.057 0.173 2.673 0.008
MD
(Marketing dissemination) 0.15 0.047 0.205 3.188 0.002
MR . 0.296 0.048 0.387 6.166 0.000
(Market responsiveness)
F—value 21.52
p—value 0.001
R? 0.253

4.5.2 VMO7Z} At3l3 Ao mx& G

VMO7} A3 5 A4 Ao wjx= S dotrr] 13 VMO
sFe eelql MG (Marketing generation), MD (Marketing
dissemination), MR (Marketing responsiveness)S Z3w¥el o g 3},

A T ARl Aas FEHAoR U 39 4% dae <E 4-T>

VMO7Z} 233 5 A4 A el mA = dd&Fs B4 A3, VMO )
?l 8REs HHW R 3 Ede AREA) 7#4ss oF 16.8%(Rr?
Avsta 9o, Fghkd 12.89(p<.00D) & o5+ 5%l

A EAACE FovE Zlow yeht Edlo= EA417F fiddh VMO
39l 29l 7F#d MD(Marketing dissemination) (t=2.344, p<0.05),
MR (Marketing responsiveness) (t=5.718, p<0.001)°¢] A}3]& Ad3}of
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I

o
o

2] u)x= o7 vERsth. MD(Marketing dissemination)
(8=0.159), MR (Marketing responsiveness) (8=0.378)2 A& A3}
of  #Fog A FF= vAE FeE YeEth sHA
MG (Marketing generation)+ +83FA] &ttt = vAH A EEAH 9] 32
o=

MD (Marketing dissemination), MR (Marketing responsiveness)

K3
o $Fo] w252 ALa A /19 Y3t F AFaA Yrbt wobth

<E 4-7> VMOZ} A3l Aol m|X|& F3F
oSl ML Ay <3 _
Ao et A t—value p—value
Intercept 1.866 0.442 4.226 0.000
MG
(Marketink Eoeration) 0.078 0.087 0.061 0.899 0.37
MD
(Marketing Jisseminatih 0.168 0.071 0.159 2.344 0.02
L0 0.418 0073 0.378 5718  0.000
(Marketing responsiveness)
F—value 12.89
p—value 0.000
R? 0.168
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4.5.3 VMOZ} AAA Ao mx&= F3F

VMO7ZF AAIZ Adatell mlA= FFE dotrr] 2@ VM09 sh9] <l
Q1 MG (Marketing generation), MD (Marketing dissemination),

MR (Marketing responsiveness) & 5HWAICE sla, AA 4 &5 F

£l o 7 thy 34 BA% Ad= <FE 4-8>9F At}
VMO7} A4 Ad3te] vAe= &S +43F 43, VMO 3F9 29l

= SHNTE 3 2de A4 dHE oF 16.7%(R*=0.167) 4= 29
skl glow, Fat2 12.78(p<.00D) & Fol4F b%olA FAASE fF2
ngk Aoz yeht RdoE EA17F fllth VMOS] skel 891 7|
MG (Marketing generation) (t=3.197, p<0.01), MR (Marketing
responsiveness) (t=4.754, p<0.001)E= AAA Ayto] o3t JgFS
= Aoz Yebgth MG Marketing generation)  (8=0.218),
MR (Marketing responsiveness) (3=0.315)+ AA4 o] F2J3k 4
(B g&Fs vA= Aoe=w:  yEHTh skAR MD (Marketing

dissemination)+= #28FA] Ldth S5 vAIEAEEAE Y 384K =

~ |
it
o

MG (Marketing generation), MR (Marketing responsiveness) 2] 0]

EoTE AR 71949 A T BAA A3t sobxith
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<E 4-8> VMOZ} AR Aol v F&F

wEEsh o, EFE B
Ao xFoxt Az t—value p—value
Intercept 0.817 0.476 1.715 0.088
MG
(Marketing generation) 0.301 0.094 0.218 3.197 0.002
MD
(Marketing dissemination) 0.069 0.077 0.061 0.9 0.369
) MR ) 0.375 0.079 0.315 4.754 0.000
(Marketing responsiveness)
F—value 12.78
p—value 0.000
R? 0.167
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4.5.4 VMO7Z} A &7FsAddd vlX+= 93

VMO7F A&7bsAdell mlAls d&e Zotrr] £ VMO shejaql
Q1 MG (Marketing generation), MD (Marketing dissemination),

MR (Marketing responsiveness) & S HWA O R 311, AEHE7MsAHS +
SRoR 4T 37 B4 daks <F 4-9>9 gk

VMO7}F A|&7FsAdell wA= 93 A5 43, VMO st 8=
SHETFE 3 RA2 A&HTMsAES oF 127%(RP=0.127) = A3ty
gem, Fet 9.232(p<.00D) 2 #Fo+E S5%0lM SAHCE #v|et
Ao yeht EdHo= FAZE itk VMO &kel 89l ke
MG (Marketing generation) (t=2.974, p<0.01), MD (Marketing
dissemination) (t=3.21, p<0.01)°¢] A&F7FsAdol /23 J&FS v A=
Ao e MG (Marketing generation) (3=0.205),
MD (Marketing dissemination) (5=0.224)+= A|&7FsAdel 23 A
(e 9gFE vA= Aoe=x:  Yepwo.  sHARE MR (Marketing
responsiveness)= {rostAl &dnt. F wHAIBAFLY 384 T
MG (Marketing generation), MD (Marketing dissemination) ] <<°]

w25 A8 718l 43 F A%7bsg $Eel b,
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<X 4-9> VMO7} A&7l vlAl= G

v EF3 L EFT

]71”_,?& Xt 71”_,5} t—value p—value

Intercept 1.75 0.406 4.311 0.000
MG

(Marketing generation) 0.235 0.08 0.205 2.934 0.004
MD

(Marketing dissemination) 0.211 0.066 0.224 3.21 0.002
MR

(Marketing responsiveness) 0.093  0.067 0.094 1.389 0.167

F—value 9.232
p—value 0.000
R? 0.127
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GeFS v A=A E A v AY A FAd e JEFS Hoh W] dotn
A A o= vHAIE A A S St 324, Marketing Generation,
Marketing Dissemination “128] 3. Marketing Responsiveness& ©|£3}%
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B 7o A%E gotaid o 2o,
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