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February 6. 1995, pp, 88-98.
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WD D:
GS C:
DS N:
SC EV
VP

D WD EV N N

GS GS WD C N N

N C WD WD

C GS EV EV WD

N GS EV WD WD

GS WD N N N N

GS SC WD EV

GS DS SC WD EV

N GS N N WD

N GS N N WD

Adapted from Tinsley Jr., George M.“A Simplified
Approach to Charting Sales Functions,” Sales

Management, November 18, 1960, p.79.
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1981~1982 1983 1984
Atari 400-64K Coleco Adam-80K IBM PC Jr-128K
500 700 1000
Timex 1000-2K Commaodore 64-64K
100 700
1985 1986 1991
Leading Edge D-256K  Zenith Z-148-256K IBM Compact Turbo
1500 1800 XT-640K RAM
Tandy 1000-256K 20MB
1750
Apple E-128K 14
1500 600
1992 1994 9 1996 4
386 SX-16HX 1IMB  Gateway 2000 Intel 200MHZ Pentium
RAM 1500 1649
40MB 33MHZ 486SX 64-Bit PCI
35 4MB RAM 8 MB EDD RAM
14 VGA 340 MB 1.2 Gigabyte
1MB 35 144MB
DOS CD-ROM 4X CD ROM
688 16 Bit 16-Bit
2400/9600 Data Fax/
288 bpsFax/\bice
35 104
14 SVGA 15
101 Windows 95
MSD0OS6.2 WFW 3.11Quicken 96 +
MS 1
Encarta, Baseball

Money ,Golf
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1 9410931 219184 2.3
2 8932 350 222 723 2.4
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4 11008 016 238439 21
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0.8
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312000 312000

120 000 120 000
13 320 2400 2040 1560 1200 1200 4200 720

120 000 120 000

30000 30000
108000 19200 8400 8400 7200 16800 48000
16 920 1800 3840 4200 2304 2256 2520
13 500 2040 960 2760 3000 1260 1260 2220
7020 960 1620 1620 1020 1020 780
9240 960 600 2640 2640 480 1920 600
4 560 420 960 600 780 960 660 180
754560 457020 157320 20820 21840 14424 28116 55020
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48 49
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3600 000 1200 000
2520000 880000
1080000 320000

457020 132536
157320 56 635
20820 7912
21840 8 955
14 424 4472
28116 8997
55020 18 707
754550 238214
325440 81786

600 000
440 000
160 000

82 264
23598
5205
5678
2596
7873
8803
136 017
23983

1800 000
1200 000
600 000

242 220
77087
7703
7207
73 56
11 246
27510
380 329
219671
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3600000 1200000 600000 1800000

2520000 880000 440000 1200000

1080000 320000 160000 600 000

370186 107 354 66 634 196 198

99 112 33698 13876 51538

8328 2748 2082 3498

7 862 2359 1965 3538

7 645 2828 994 3823

10112 3037 1822 5263

503255 152024 87373 263 858

576 745 167 976 72 627 336 142




e
©

hinai% ub.com

(

)

86 834
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1 35
2. 35
3. 35
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C.
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Timex
Timex 5
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70 Timex
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4, 4,
5. 5.
6. 6.
7. 7.
8. 8.
9. 9.
10. 10.
11. 11.
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13.
14.
15.
16.

5-8
1 1
2. 2.
3. — 3. N
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5. 5.
6. S 6. -
7. 7.




@hma;% ub.co

-

5.5



e hinas% ub.com



@hma;% ub.co

-

59
23.2%
5-9
! (%) (%)
8500 009 28.8 288
6 753 090 2238 228
6870 421 232 232
7430218 252 252
29553738 100 100
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1996
/ / /
8 500 009 68 570 123.96
6753 090 38 720 174.40
6870421 32810 209.40
7430218 66 730 111.34
29553 738 206 830 154.78
2000 =250 847 000
=154.78 /

154.78x 250 847

= 38 826 099
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Y X1 X2
5-11

Y X1 X2
1984 6 860 1329 40
1985 6520 1116 39
1986 6345 1041 40
1987 6710 1209 37
1988 7222 1553 44
1989 6810 1296 45
1990 7005 1365 44
1991 7275 1492 50
1992 7450 1641 53
1993 7250 1591 59
1994 7105 1510 66
1995 6 666 1196 71
1996 6 900 1322 72

Y =atb1X1+b2X2

Y=4641+1.70x 1600+ -0.46 x 60
Y=7 333000 1997
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Philip Knight Oregon
Stanford

1976 Nike 1400

1980 Nike
2.7

Puma Adidas
1979 Paul Firemen Boston

Reebok

1980
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1990 Nike
Reebok Fireman
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Nike
Seattle Mariners
Chicago White Sox
Thomas Dallas Cowboys
Aikman Nike
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Paul Fireman

Ford GM
McDonald’s Burger King

Phil Knight

Fireman Reebok Knight

Fireman
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Ken Griffey .
Reebok
Frank
Troy
Reebok
Emmitt Smith
Reebok Nike

Pepsi Coke
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Strategic Market Management, New Y ork: John
Wiley and Sons, 1995, p. 175.
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1. 1999 200 000
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Betty Ward
Les
Ensure “
5
Boost
ReSources Nutri-Need
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