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( 12540 : 11-1)

(Human need)

(Wants)
(Specific satisfies) (Deeper needs)
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(Demands)

(Demands) ( , 2528 1)

2.2

Dr. Abraham Maslow ( , 2543 : 229-231)
(Hierarchy of Needs)
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Maslow

Self-Actualization
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Physiological Needs
(87117 117 2107A AWN Ine)
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, 2543 2229

Maslow

(Qverlap)
o 0% (

n 1

1 Physiological Needs

2 Safety and Security Needs
( )
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3 Social Needs

4 Egoistic Needs ~ Social Needs
Egoistic Needs

2
. Inwardly directed ego needs
(Self-acceptance)

(Self-esteem) (Success)

. Outwardly directed ego needs

5 Need for Self-Actualization
Ego needs 5
Maslow ‘ !
(Self-fulfillment)

(Self-expression) ‘

( , 2538-2539)

(2535)
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(2538-2539 : 9)
2
(Consumer Product)

(Investment Product/ Capital Goods)

Wallance F. Smith (1971 : 3-15)

1 (Privacy)
2. (Location)
3. ( Environmental amenities)
4, ( Investment)
2

(Housing Need)
(Housing Want)



(System)

24 !

(Krugnam, 1968 . 350)

n

(Mathews and other, 1965 : 36)

(Engel and others, 1968) ‘

(Human behavior)
(2515)

(Thought) (Feeling) (Action)

20
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(Consumption)
(Buying)

25

(2540 : 244-253)

5

2.2

, 2540
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(Brand)
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2.6

John Dewey
(Problem  Solving)

(Decision Making)
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(1) (Need Recognition)
(Desired State of
Affairs) (Actual State of Affairs)
(Problems)
(Solutions)
2) (Search for Information)
( )
(3) (Pre-purchase Alternative
Evaluation)
(4) (Purchase)
(5) (Consumption)
(6) (Post-Purchase  Alternative
Evaluation)
(7) (Divestment) ()
(Barnard, 1938)
(Simon, 1960 : 83)
(Intelligence Activity)
(Design Activity) (Choice Activity)

(Mean)

(Churchman, 1968 : 16-18)
(End)



(Newman, summer and kirdy, 1972)

(2543 : 17-26)

(Mental process)

2.

(2543 : 17-26)

(Rationality)
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2.5

(4 Ps)

, 2543,

=

Nz
s
Andula

1
19

(Marketing stimuli)

(Product)

28

4 P's
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(Pricing)

(Value)
(Placement-Channel of Distribution)
' 113 n
(Promotion-Marketing Communication)
“ " |
2)
)
(Lifestyle)
@)
L
()



(2543) :

(Bruner, 1957 ; 123-152)

(Input)
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L (Handiness) L (Distinctiveness)
2. (Efficiency in operation or Use) 2. (Emulation)
3. ?. (Dependability in use) 3. «»  (Economical emulation)
4. ? « (Dependability in quality) 4. (Pride of personal appearance)
5. (Reliability of auxiliary service) 5. (Pnde in appearance of
6. (Durability) property)
7. (Enhancement) 6. (Social achievement)
8. (Enhancing productivity of property) 1. (Proficiency)
9. (Economy in use) 8. (Expression of artistic taste)
10. « (Economy purchase)
9. (Happy selection of gifts)
L (Reliability of seller) 10. (Ambition)
2. (Punctuality of delivery) 11 « ! (Romantic instinct)
3. (Promptness in delivery) 12. (Maintaing and preserving health)
4. ks (Securing exact fulfillment of 13, (Cleanliness)
specifications) 14. (Proper care of children)
5, (Variety for selection) 15. (Satisfaction of the appetite)
6. (Engineering and designing service) 16. (Pleasing sense of taste)
7. (Dependable repair service) 17. (Securing personal comfort)
8. (Convenience of location) 18. (Alleviation of laborious tasks)
19. (Security from danger)
20. « (Pleasure of recreation)
21. (Entertainment)
22. (Obtaining opportunity for greater
leisure)
23. « (Securing nome comfort)

, 2543

(2543)
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2.8

4
L (Culture Factors)
2. (Social Class)
(2535 201-214) 6
21 (Upper-Upper Class)
(2540 : 219)
1%
2.2 (Lower-Upper Class) 1
(2540 : 219)
1



23 (Upper Middle Class)
(Career)
&0 29
12

24 (Lower-Middle Class)
(2540 : 219)

12%

25%
1 n

32%

2.5 (Upper-Lower Class)
(2540 : 219)
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2.6

(2540 : 219)

(2540 : 222)

38

(Lower-Lower Class)



(Engel, Kollat & Blackwell, 1968 : 40)

(Life Style)

(Activity) (Interest) (Thought)

Rossi (1955 : 10)

Walpert (1965 : 156-169)



Galant (1971 : 203-220)

Lee (1969)

2.10

(2527 : 97-100)

210.1.

3

Wolpert



(Forced moves)

2102

21021

(Voluntary moves)

3



21022

21023



21024

Short

2.2

«
(Pre-child Stage)
(Child-bearing)
(Child-rearing)

(post-child)

3



2.11

(.. Dept, of Agriculture, 1969)
5 (Simmons, 1968 : 621-651)

2111
William Alonsol (1964)

40



1 ,
Alonsol

(2535)

(Yeh and Lee, in Yeh ed 1975 : 277)

41



2112
William Alonso (1960 : 436)

Brain Goodall (1972)

D. T. Herbert (1972 : 265)

Jey Siegel (1973 : 436)

Ray M. Northam (1975 : 257)

K . Button (1976 : 46-47)

Barrie Needham (1977 : 103)
(Accessibility)

42



(External Economies)

(William H. Claire, 1975)

2113
(Wingo, 1961)
(Claire, 1973)
(Goodall, 1975; 150-161)
2114

Golany ( , 2527 : 35)
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52

15,000

20,000 2
15,000 20,000 5

( 1 2539)

Richard Muth (1974)

2115

(Berry & Horton, 1970)



45

2116
(Beck, in Carson, ed. 1974 : 317)

10
(Michelson, 1978: 191)

(Yeh and Lee, in Yehed, 1975 : 277)

212

(2527)



(2530)

(2534)

213 [

2131

( [ ] 2531)

20-25

46

30-35



2.132

2.133

2533

20-30
10-25
12-15%

2.14

30-35

30

47

25



(Smith, 1971 ; 233)

(Information)
(
1
2
3
3
4

26)
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Low Rise-Low Density

Low Rise-High Density

Medium Rise-High Density

(2536) “
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(2536)

(2538)

(1) Mid rise-Low density

2) Mid rise-High density High rise-High density

(2538) ‘
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(2541)

(2543)

(2544)
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2.16

2.16.1.

2.16.2.
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3
(2536)
(2543-2545)

(2544)

(2545)

.. 25447
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(2534) , (2535)
' , (2536) ,
(2538)
(2538)
, (2541) '
2.16.3. , ,
Crosstab
2.16.4.
(2534),
' (2536), (2545)
1 1 1
(2535) (2536), (2538)
1
(2538), (2543-2544)
2.3
2.3
2534 2536 2538 2539 254
1 4 4 4 4 4 4 4
+ + 4 4 4 4 4
s 4 4 4 4 4 4
4 4 4 4 4 4
f3 4 4 4 + 4
. 4 . 4 4 4
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