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Abstract

Market segmentatin is the act of dividing a market into distinct groups of buyers who
might require separate products and/or marketing mixes.

For the selection of target markets which is the first stage for the development of
international market, international market segmentation should be preceded and objective
criteria(variables) for the markets segmentation are necessory.

Criteria of international market segmentation for passenger car are constituted with
consumer characteristics, characteristics of consumer response, manufacturer characteristics
and environment.

Criteria of consumer characteristics include geographic variables(nation), G.N.P per capita
and so on, criteria of characteristics of consumer response contain the number of possessed
car, the number of registered car, the number of imported car and the number of
possessed car per 1,000 persons.
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wtA G Y BERE BN REolgts BEA Eod, viA"ES & BFE WA o] opd
ZEAAN A (THAT AERBEES dolth wats g £ wAR EEol IEL
293td YA E AL RWEE AW Eholgtn 2g 4 ok
ojg ¥ viAH L s} BHEE FMIAAANT BE vAES 2 NAKEd w7 71A
2 ESE T A —BeE o] 4714 HRE EHStR AT

@ s & B (merchandise export activities)

@ Hiffji&H 58 (technique export activities)

@ s EEEB (overseas business activities)

® BiBEA¥iEE(international enterprise activities) 8FgE7F 1A ot}

olg BEE HAY EBe MES R: AL HEHHRED vAY EBY HAkiEo] A
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E4, ¥ (substantiality) : BEE HAMHIA AT KBS &8 & Yoloit ¥ F
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A, %35 O Reke BRES BRS 2o & Fg & gioh
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FEkE wet gEtsle] KELEE $42 el HBeE BE HHEALT AlME [
Hitoldts #&e HHEAIIE Moke] Eifo] Fa3 drh

a8 m%E Mot steds F4% Pdely A9 o] Exigte AL ollth & #
afests EiEol € 5 e Bicls AT o2 A 3 MEE EEol 875 o
Fo|o} 1)

Stao] webA ggetA £F5E st AT, dEHY 2AE AMEE oS5 2

Kotlere #uE Y (geographic)ZE#E, A O#E5HHY(demographic)Z:H#E, L3R (psychographic)ZEiE,
179 (behavioralistic) M5 0 2 HA8 2 UArh™ Boonedt Kurtze o) WL Btk
(physical attributes of the market), JEE# S 1THH) 4F#:3E#E (behavioral characteristics of
purchasers), 1559 Bh KTH#E(qualitative dimentions of the market) 5.2 B4 3ok
Engel, Fiorillo®} Cayley: mt@&#¥ERIol A DOBEEAY(socioeconomic and demographic)ZE%E,
H A9 (geographic)FE e, DK (psychological)ZHE, MAGEMA (product usage)ZEHE, MY
(perceptual) £, %A B (brand loyalty)## S0z B4R

A BAME A= 3 29 HEERE H3ly] 2o BUMA S0 HEE s 49
B2 ot

@ #u¥HY(geographic)ZiEo] o1 Mot

olE HWIEM Ao Wil BEBES @otstes AoE 7 ET PoloA] o REF
EREE M Bl BEd, Y, Al - 24, 58 5o EFE 4 dad, HEE 38s)
A B8l B#sts Rol stesite BEel th

@ ADO#EE#9(demographic)Z ol 93 a1t

ol HEEESY Uol, 4d JEY A7, 25 §&, AY, LS FF, 71EAEF 7] (family life
cycle), T, 4%, =3 T wg #HHS Wotk F& Eh

ol | g FKitto] dz] AMEEE ol R, UZLE EHojUA WA FBE MEU Au2E R
goln £EslnE, ADR BEel MR HHET e HERMA B3, =8 08 gide
BEREEY £RE 44 Z& - WEY & AT & F7] gtk

@ {E#: (personality)Z#eo] o3 M1t
HEE od HRe BAS=U st AL BEEI oW 447 BHEEZS 23 =y
#2gr} Mool ol &HE AL WA EES# (personality valiable)e ™53 2T

1) % (compulsiveness) - R, FERFIN

2) fit3% 4% (gregariousness) - FHAIRY, WA

3) B#EM(autonomy) - KFH, BWILH

4) #R<Fi(conservatism) - R5F8Y, BHEY, SEH

5) # g (authoritarianism) - BREEN, REM

6) 2] o]t 4(leadership) - f5EEHY, BHEN

7) B (ambitiousness) - BEERE, EEZRE

* £ 2 Majaro. s.2| International Marketing® 2%= 3tgor], £E7F 4% L5345
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® W& (benifit) F#o] 2% Mot

Yankeloviche W &4 1k (benifit segmentation)& AlAlel &3 43 BEEES o 23%:=
ERE A&, 6% MAKT —Bey KE dE, T 31%E oH H&(symbol, ol:x )&
fste] WHD Unte AAS FAsg

ol Zo] BREE EH5del YA HEAKHE, UYol5os EHSA &1 #EMRiosiy
BEE 98 F U= 2B KEKiEd o8 2FaE dygon

® BEE(volume) it o3 Mok
S Mool ojxl o) i oy £ARS 2R AN, 2} BEEES BEREY
A &, BRE B{t(volume variables)dl wztrd ABMEE, [\EREE 528 EHste A
olt}y, ZEl: WA 2 KEF mERmBie A, M, OEB 59 e prESE
53 AEBEEE 42 S

® 35 - Z@l(product - space)iL#eo] 3 ML
ol HIo MId WEHEBLZA BEEN BEN 5t 959 5 mEEN vgs
BEH #HESY] BUEEE ot Aol

@ &E 2ed(life style)3k#eo] 3 ML

£ 2ebd(ife style)ol 3 A KEle] HE, B8, Ei), RR S Hal e 4FY
gXolgtn & + v ol @ 4£iF 2Ed S I, £3), & MELEHS £FEE £ BB
8 EFEEHS WP ogst Ygdo.

(4) EZRHS HH Mol Ei

EXM WiHe —BHWHEE) MHd BHA AHEEE BEN, AD SESS 2 E
#S AMSStd oL oY, KB, 4AE 2EY 59 HELS AL} et
Bonoma$} Shapirot Th&3 Zo] ER# gl W@ Mo £ BFE Axstgct

1 AD #Etwy - ¥ L% RE i
2) BB B, WL, BB
3) BESGA  BEAR, MK, R BEH, BELE
4) REEA Rk, BN, EXRAK
5) B : B, Rk, BHE
Robertson} Baricht E%¥ BEBBHREIDAHNA A2 H3A3 FEsd 3712 @51 HiE
& Fsge. 19
1) g BBE : old MRS TUSA Fgton, AYL 2 o T HEARoEE
B Fl3tnz gl
2) i BEE : olv] WRE TYIdeH, & AIAM, A4UE dudes Ry 74
8zt o,
3 WE BRE . ov AEL FYsiden, 443 4R, £4 € £F 5 71¢ A
L 43 Aol

£% Rangan, Moriarty, Swartz& 3] Muls, @SS 2dste] BEE FA: 24
of Wb aEey MEEERTE 490), MR BREQ) 2k BHREQ), BE ReEses 7
23] ga san. @
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3. Bifgvl A" 2 BREETSMs1e] Bk

Aol ANY HRHHS AT v BHS BITY W= HHHESY EAHT HRE
& HREHFAN 71 FAETHEES S MHTHE FHE nAEY HHe ARs:
#8) v 9 (concentrated marketing)Bigo]l Hasict® 538 Lavely pEn o] #R
MBS AR HEZ Fe fge] deExz 9d d: LEEY sRSe%
(multinational enterprise)® WEHQA BPL slW i&F WHTENA Y Zdol(depthhE &+
3t mugol B3 RHolr),

RTEE Eosted] f28 BomE e R ERHEMs s BREAY REaEsY
7 BFKCILE KL ool HH, 24 MomEe oAl mAE Wi mEEe ARk
ol "ot

BEHSESLE BEdAY B oM A3 323 242 AL A0 gy o
F2 A3 S B BEol/| = gl

A, BEE viARS BENSS 20097459 detgolt,

A, £FEE G B viARN Y HAKE] chFstoh (i, HEArEE (icensing), S1FR
&, EERE T

A, BAGSERY AR N2 21 BRI S5 HHS AUEZ 2 @HHH
A HEKELE MRl oYstA "tk & MY WRBEEM(poduct life cycle)d $X7}
fEZmEel gets g, |

A, 8 WATHHY RES B9 AolA AT HEAR EReln|, & HHLE EATH
%ol M3 viAR P2 EWEgo] JEE ook drh

AR, ZF OIS B 2Bo% BIETY HAKE oFojopw itk
BigE tlA" e BAC AR g8 HAKES o8 7A B len SA Mok i
BERE BERM AF MR Aoz vy B 4 g @

ERH 8ol vlA® NMAKED BFE HEM1e ERo TN RARE, KRESES 7)
B Bihe), REN GRE, 15 BOEE Sl A fdh

WBE) BT HEND HMEE 15 FEEEC IHE o, —mHY HHESLY
BH7120] old sHFsA @k ©

o EEEEum HPrisle 4 & H#HduE FEMY mRHeE FId Hd HEM
AMEE Zotle Aol Wasitt 1y MomAE dodAE MEMY miEEd AA9
HE7 =23 m222 ZEW PHAEY BEITE AN REHS oS HEEIE 8548
Hoz2 ZAAZ BEMo] gled ole A HHozm Bk JFEE(clustering method)o]
st @ |
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o "WadA ¥ AL AANFE & Aotk & KA EEWoE REH Mot EES
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Majaro®] F#3 o] —fEiQ] MBS BES(GLEL L ADHHN EES)S o8
A9e AYstd HHS MHL T +5 dout® a8d Age 73 EFsn, EHH AT
oM @Al RSt o]Folx7] YE HAo] A olt}.

M@ tel dste] ARl oM EAKS neldl BE, MAKE REMI kAxEs BE
k8] Aol oM o4 7pA FAE Bol Low, 53] HEHES EER vtAR M 2
2HY A FVEE 2 E o, Y 2o BE A4S X EAHES LiEdc
Aol dFHog =go] HEdtn AAHez ExEEoR HEKE HEE FUThEAR #
Bo] #sjMe M-2 FEHE2] RN RHPIAS)

BREH Sl QA E MEY BRE 1 QAo E s Aud: FEN HHTLE §
£ Aol uigAH" Jud HekolH Qv BRY HHS I @WHLE MIAT F
AEd W@ BErAEY BB ATAM ARANIE BERS 7Esr] g8 9o HHE
Eo] 47158 Ao WUHT.
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@ 1,0009 % RAEEH

® BE 288 ®REEN
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® '93d ~ '95d £ BE 28 HEEHET 39 B

@ '93d ~ 95 Fiy RAERAD 34 B
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'93d T '95d Fiy HE BHEB(IFS 3d R

® '93d ~ '95d i BRALEE S 3d &R

© '93d ~ '95d ¥ HE BHLREZ 3d B
e XS o= FAES RENSMMML LHEde An, B3, ADEE, =24 S| 7}
¢ A ¥+ dAoh
=3 FAEY BEHHESMLE BE WES 48 UEY 271 BN zeEE £ ARy,
F molde £2 FEY MENS AEFEE =Ysiglon, s WEE vevs o8 7}
A EiEE &,

O EEER

@ MrEH

@ HEFEBREGIFEBEO

@ WHER

© HMaaREH
T & WY HRERHKAA At
ol2| ¥ Mk EMEES] Bokot KEBIRIRE Svind g3 2t

(1) 1993 G.NP

ol g iitolA 1dF e £EE RE ME, ARY £EJAA d8HE TAE FIL 2
8 SUTE 98 AdozA FRENSESL s & BRE e

Fame FRA 4FE FE 74T BHEE EEY B B 5 Atk oY fHEY) e
SEMY FET FiffkKiEEe] 4 FasAA Aok ¥ BFEY —BHA FIBKES RdFE
€ 12073 GNPo|H, oA L FHHY & Astn: RAE TEY 9%E F& 4=
of HEBMES =2 MHEHMGE Zedn € 4 Atk ®AE I BEFE A)E w@d
T Ade HAA 113 GNPE FAE HEHESLe] X#EoZ AYd 4 glen, GNP
BUE of HEEHNS Z v £931 & $ Ut

ady FF5 AT T 2L 4F BREY Fde 193 GNPE o4 SHY B9 R
r d4eR d8 BEMA FEFS AL = Ak o ALY 19T GNPl 3 7
%9 Hrle BAFARE Aol EAdT. gty AU FmMekolA FEY AT E#EHY B
fRE Ad A& RES FiBelAT ol AMEY oEse 7tAx Uth

1o W g

—RweE 1493 GNP7L 2 yg RRE ®iES 120 8 Wie BEEY FEZ BNt
Al ZTha foh B gEE FEO e PEE AE fFEAved o] B8 HE A
HE BERoA HEE HEo Y FEE 9] BmetA He Rolvh

(2) 1,000497F REZERK

ol Y 1,000Wo] B3 dv FAEY EHEA 28 REEHS 4 RAEHSS
Sbel Fad BRE Ros] Fuh. 28 KRAZHE £HHNY F9 Z7E ez g
ghele] 100043 REZHE BEHE HEY HAENA ¥FE F v F1 v 53] 1,000
33 REEHT 4 £EEFD) BEEHEY FHE & 5 UA 3 £oh

o] FE#EL 1 Y&t HEE ¥RES /M F UE F& ARelth EE, 2R KAE W%
9 AVE 2R REEH T & £EE T4 ¢ ¢ JdAT, 10008 REEHE 21 v
of IRE 7te# FAHEY FES ¢ & AUtk &, 100093 RAEZHIT 2509 o)EU B+ A
o BE 7 1YY FHES 27810 Jde Zog B £ 9o=E second carol W3 iiB
o] Witk & & lom FHESY LRKo] ¥& FHLo second car B first card] Wi
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ol Wrtn & 4 3Uth

ERER2EA ¢ 5 e E OE 328 Age O vd mi5e fREeld. FHEY LEERX
of & & e v FHE AT FEE HRBEECE REFEE THeE
migel HHIT ERFo] ¥ Ydxe FHREEE THLE HiHol I4d0a & + 3l
th BERRo w2 e F ERXY M@me 438 =¥ Aold, %&%30] TheEQ
Ushe EEXRY & @BmME 29 Aotk EF ERX] ofF W e Fee FENS
=g BmE vedox & & Utk

ERRo] FAFEY BRI B5-E dF-€ HERLRS W vele HRIEREEA, B
Aol ANE #& ApEm= Ads) & ADE RAESHT U

B) BE 28 RAZN
FAEY 288 RAEENE ¥ BEV AT AE = RAEEHE Y 2224, A
EHS) ABMA THEY A7g Bd 2o oA F48th 1U9Y G N. P U AQS$E
ZEO AU|E MEBMOE Ho Fhd wsid 28 RAENE ABMOlI EEM FAE
EEo] WY H®oH Aot
RAEY TE: 28 %gm —SEHhRT dgo] gons er BRS 288 RAE RA%
E FEES kEd F: Kito] B0 ¥ 5 Utk olF 28 RAEEWS TE vl
BGRE o ety EEEE%A FES kEs 2o e AR fEERUF oW Be
2 0 ve BBE gt BEE AAA 201 8 & Uk aBE Ed odME #iE
o @t 7bg EAW FIEEL € 4 Aok 1900dT oA 1970d el o) 27)71A #R
2o ABE @itE B AAE olFr U #E, e ARH 9P o2y FA
Ho 288 TEHESY AapEERe) BEd YWY MEKE 23 AE 2B REER 9
ML 2% B%RE /AT Aoz @ 4 Uk

(4) BAZEH

tHRMH e s BALEA HRABETSY TE BREMd og NHdL A
FETE Aol vlFo] B o &A ZH I @oE = OE BRE D RARRE
HEdigel e BE TS M 2 UG E KigolH, ol wamEd AA EEE vA
He Pt oA REEE MY WHRE EENCE AT 2

BRAZHME £EEH FABEKENS 243 Bde o, dFtht RAEHE 1 HEHH
A7 22 kst Aok & & Uk 199495 2R ABE AEEHE 9 50009
ole, LYFL YRo] 500k, JbE7t 50T, S ol 6005 FEolL, ol& BF X3}
of o L8O E o] F9 5%% o] AFP}AE oF QOUNNE KM + 21711 g
EF UL YoIAE HkE AT vlZolu slutiel Pol RAEFUL B U B
oFzhe] HAERT AAWD} A%, AP B Fo WBES KEY £ tﬂ ¥ vhete
A% BEEY A3r gYgeg 4 S £ESD e AF0 F o HENIES 2
ggtid HIo] 7458 Aot

RAZE/ A Uats o) #EE A5d oE uUfte] yRrEe BA TEES 99
FAE =95ty Y e F9sn ot

olshol itHSl BAEM 39, 2YL AY =k (knock-down) BASl B HES X3
2 ithe A ¢+ Ao 22D feuddA olnl FE/L HEMA FAE AFY ¥R
AEEBE AT HHE WA dolE KM RASHO AT,

4% RAERC 0% MHLE WATHE LM REMOZE PHUOHN APERHR
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Bgel FAo B HHkE Fo3 £0xn & 7 U+

(5) ¥ BHEH

ol @aE¢ T BRIAM BHY & EHE Lstvd, ded 1YY GNP, 28 KRAEZHY
U #do] AUrh

—Me BBEERS 2d WAFIE 4~5do] AU HEEY FHRE F1= ol A
87 o] FolA = Aol —fEiyoltt. 1 olfE WA HRIAYW FHEES TE AFLE X A
FEsA R @ohd o] Rdlo] up@ Folof [REE @ Aoly] ME 4~5d9 7)to] s
of BHE oA Hrh ¥ TFE oA RE}E Aex 2L gite Xd& KFsH
& 3%, @ gits gl 2& A6l A RE 2Xdg WAdn2(AHEAZEGHY ¢ =
g & (press)ol ¥ EEH7F 1 222 3 75000000 FAHE LEsA Fue KHAE
HBEHSIAN Beslvl7t Brhsay] W e usd Arle 2ug aRse} shie T
22 B 2r(body)E Aol With) 4~5do] A Fo FHHEZL olFoldtn & 5 3l
o REROE Bol & 3Alyl Rdg WAsd oE gits 2de WA HE f &t
o HEE BESE T A= vd BEE 7120 YEhdoh

(6) 93¢ ~ ‘954 iy R 24 RAEM

ol 3dze] A7 ER 2 EEENE THT A02A, o Kito] HE BRENLTH Wik
B BEHY B Holme lov, ofd X B we 4¥ BhBE&Ke $AH 9
stel ALSHE Kol ¥ 4 Utk ol Bl HAS EAROEH AW ANE AE
¥ & glou}, 14 H29 Uad B ¥PHA FE Aol @Yotk

(7 '93d ~ '95d Ay RAEM

ol 3dzlel d3 RAEBHKE Fud AosAM, 4T okt AF Zrh DA RAZEKC
olME FHele A ARE VAR U £ BHERE wEE dede t& F5F ol
ATt & & Atk

(8 '93d ~ ‘95 I BEHERER

ol 3dzle]l BN BHEWME FHY Ro2A, A AU ot mid T HE BHE
BE 2B RAENRECE HEHN FRES Hol Jou, FHEES ol§F2ER oY
e Bstn, @KL HAE JHediA T

() ‘93d ~ '05d Fiy ALK
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