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' Gutenberg, E, Zur Frage des Waclst s und der Entwicklung von Unternchmung p. 143



54 mos o om oK

“The Quality of enterpreneur’s leadership™e]c}, (5

A, WKL B o] e ¢

WESEH%OI eb Bifpiee] #lel Al ool BEE HGstazA RiLg ol F v

& dsba, ARECERel B MTiel 3L RS ES AW, Ll B —

e BRslEzA KEshe HEE gk

]”ﬂ, IR B BN BCRel o

MERE] 2 F7AR Y A s MR A S e TS bt
Agr o2 w8 BATeLEA, BHLIMNE Bingdohex] s Al B
3 FifliggEe] Aodon [Hek BNl FERe] slth

vlA, BHRES QERES & 5 vk

a2 AFREE G dd oleld del REREE HAstE R g @
b = gl7] Wl ol of el bRl Wk 2 (#EE EAFS] oF b Lol kel ¥
#e Fv WREY *EIL fERlE W gke] mIERE Aol o

LAL2] ookl & #ER she] opg2] MR digiAvld XK
B el EE =14 c%%P 3 raket,

2 EERRS g

MEREES 1T HEERA = 4‘—';‘6_»‘%} ERol vk HA1Hel WK 2 o k=&
v 7 ek ofm HERIRE 7 -} el wleld AR ol B pEdEEE A e
o doh zE EbR Ak skEA] o] gk FEEL(E ofal e Al X el ohja i
oz B gdkfgo]of oF gkrhe Zelrh

pigEE e A —fRel Fol Hrsl AeoRmE AlA WL SkkzA i—% i Je ok
BEFERY 25 HEE & 7 d7® -2 MyEE fEEd I
FermB el 2.9 (FH, 82 R, EANS el RSe) o

A FEEY W! fili 2.4 2] ﬁ PRI dRfE. DR IREEAES 24 B/SE)
WES FAss AL Boulding?| “2E M¥-2 B/Se] 84S uished A 2] L
g ERT ﬁ“— dvbra gl A e LR A oA #kE
a9l AL B/SO Mffithell A @yl it 24 sl Tl IR
A el 1 WAL frkek wE Huyel el Hyela, olef st i

Fl el F‘id'n% AHEAl She AEHEo ® (FAIE ¢ dem [12F0RS] HE)E B

E. Gutenbergéz 1‘5 oln| o]a| & W

W fro] oF wha MR L] ety 3]
r} (@ 3}x)ut E.Gutenberg+ =3F U

]
k= '% D?}% u;]] ff‘lxﬂi ”‘52\0}‘— shiR
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(Correlation between Sales and Net profit of Benz

Co., Ltd. durmg the period 1967’\11966) Wil : 1, 000DM
’iﬁ | mmeeRE | 0w R | WIERETT
1957 213,417 1, 791, 400 8, 645
1958 265, 312 2,151,200 12, 965 51,895
19509 292, 463 2,471,200 21,613 27,151
1960 383, 877 2,904, 800 32,419 91, 415
1961 401, 502 3,276, 200 37,819 17,624
1962 442,140 3,598, 000 47,274 40, 038
#l M f ¥ Y 0.9994

FOFHEEE © Buschgen HLE., Aktienanalyse und Aktienbewertung p-294.
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A) Albach, Horst: Investition und Liquiditat, wiesbaden. 1 QbZ(H,,J}MM gl e
) Albach, Horst: Wirtschaftlichkeitsrechmung bei unsicheren Erwartungen, Koin & Opladen
1959.
Albach, Horst: Zur Varbindung von Produkzionstheorie und Investitionstheorie, Wiesb
aden 1064,
1) Albach, Horst: Zur Theorie des wachsenden Unternchmen, Wiesbaden. 1962,
I o 2B
/14) Dougles Vickers: The Theory of the firm: Production, Capital, and Finance, McGraw-
Hill 1968. pp.138~169.
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(16) E.Gutenberg; Die Betricbswirtschaftslehre, Band 1, Die Producktion, Springer-verlag.
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o AAREAL] Jig r>dY RENA LR 9 KADS HAkdEd =

(18) i DFEGMsE TR, RS ST pp.73~94.
(19) K’E:P—JKE—er’J:lO)
ol 4 Kes=1—-Kr2 HESE
KE P— dKE f(l KE)S —t‘ﬁ_
=P—r—(d—r)Ke7} 5 =dl 40D #g el 73]
(200 K'=K’s+K'r
={(P--dKeg—rKr) +(K - 5(2)) ¥ 2 K2 el
K=Y+6(
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jS:2+¢<Z ........................... (12)7} =k,
HOo#EAD} AEACR xS MHHIFHE-S 5275 Sales®] kAL
& (D0 WRE mEss S5 QDY =, r, do obS =R R BGR il
A e X(15)9 ififhi#Eg(a, b, 6)— bz KAD3 (155 #ilske )
+ BisteA el v dmszel Hiel ek
2) M HBHE Lo BT mééhkk R
RIS $18 2Ry Hwmil O F
z=f (zD, zs)
4 WAfksls] 215t 1Y Dol A= zDE Constantdhrlw 743 & 7F4u] i 2
A8 kA7l 2o BALS A wgkel o gl A AF 2 z,+ Constant
el ZhA ska iEEskel. &

N

S HAIEA 7l = Aol

% ¥ vkl Sales-response functiong- ¥ LLE o+ Jgivf @D

F3} Dorfman-sterinerd] theorem-- F}ii5led zD2 WAE BEBHEGER ¥
A TR Qs G2

238d] %= Klaus-Brockhoff¢] Sales-response function-g- $23 v}, (23 0% =
7F2] HEdioll A sl FEEAE 3 F5HA A AR A L Bl %t Sales functiong
wele EHE RO RN Bl RS mYIR Aelgish

Brockhoff¢] Sales function-& vh-&3} zro] ABis vl

Ut==ab,—ct+dZtwerereererereermneieennnenees (14)70) t},
(21) sl #3) : A Study of Marketing Programming, 4] & ARCEE, pp. 19~21.
Z- (A) Y=a logX Y==Sales per period.

B) Y=a+bx+cat X=Marketing Expenditure per period.
© Y=avX

] t}& marketing decision varioble-% 4 z}a}=d
D) Y=a+bx+cx*+dx°

N

N

VYo K
€ Y= 7 Tgers
F) Y=K.at* a<0 b1 Y=K.at
@ Yi=K « blogl. +blogY._s+blogAt+bJogdt--- oo U,

H Q.=F., W., b0y, As, dt, Ipt, U)
(22) X'p=G(M, Q, Xo) X'p=dyxp/dt
il XS FRew foRske

Xo=g(m, @ Xo=[dXp/dt)/Xn
l m:M/)(D
max! q=Q/Xp

(23) Klaus Brockhoff: Unternehmungswachsturn und Sortimentsinderungen, Westdeutscher-
Verlag. 1966. pp. 50~54, pp. 54~70, pp. 123~128.
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(14)’5%¢] Sales-function o= e Tell A &y%Hel JEATEH-S Y 5
ol Aolr}l. Brockhoffr} w3t A2 “Sales-functiond fx}7] shed A Bl
WAL madt BiEe T33] v #itidh(new product)¥{iHel] HE-SL 0]z
FF| #EHo s ol FeoiAretm Hel
g4 iR 5(14)79] Salesell BEUIE T A at*t HHd (new product)
FUH-E v Bilnyel EEe SARE A o HilimEE e 34
ol BFEe oldl == Aelvh Ztw EAF UM A f‘:ﬁuu’] WiE Fngeh @O
Brockhoff= (14)'3A:& W% Blfiel] 2= W w74

DT 4= @b errevrerererrreiieseriesenrnaneeiinnees (14)

N
=

0

£

|

2 #rilvh

(14):8 Sales-functiong 1= 18] Mrridh M-S Lo s WRE
g Aol gleh (25 §ERBel M slEl =2 ek chuk sk o2 4y
£ &4

()XY e=2, b=2, c=1 28| wt=<tmazx=>5¢}w 7} sl

<%£3>
- S
Ut { 0 ' 0.736 1. 080 0. 896 0. 586 0.337
7F ek

Gl sales-functiono] it 41 Aiahebetd #APM{{H L tmax7bA] #EHUR IS}
T=0a14 #t7-& & Aolrh AAE T=0& A Fol Longeh Fiehnioz [
g Hibel eSS T AAE] vbEelud

<F4> ® H o 8 B
(Change in the level of Sales)

Bt o 1] 2 314 s 6 7 |8
R | olo.736) 1080 0.8% o 5861 0.337 o
it 2 | 0| --0.736 +0. 1080 --0.896 -+0.586 +0.337 |
P 142 00.73 1816 1.97% 1482 0.923 0.337 |
S 14243 0 0.736 1816 2712 2.562 L1819 o0, 923 0.337
SOt 1424344 00.736 18160 2712 3208 2.809 1.819 0.923 0.337
Gl I+2+3+ats| 0/ 0.736 1816 2.712 S.298 3,635 2,899 1.819] 0,923

Léd FE ez JebE G Da ek
whA ) —#gl A GRSk Biohdh A PN & REXRIE BT HET
ot RS s Frh @6

@ (14)',&0“ 4 a, b, ci= 0719 Parameters]v}.
(25) Brockhoff: op. cit. pp.116~123.
(26) matA, AN, ek Fagds LuARE HE SUES o4 2yt
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19484F-5-8) 19624742 #HiH
mnd PREEE sl AUHRE
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R BR o, R
o RE = EE EIHER g

A ehe AL Fobak 7t

S

A

EBHA A 448 General .
Motor?] (12 S ZEHyo 2 10
O] @Wi“} ’Th;-k i\(ﬁkb|§‘t

i BACR 15%~20% x
A #ingtct . gk}, (28) ¥

slei 7} wb& Marketing 5 O
Plscge) ko] @ gel
BE Y Bk{ksE Fr
P BRESEAC glehe Aol

N
n 11 T qlel,

A 5 1 1

= R ) g i irﬁvfé?— 3]

A eAol v AAEAE

<FE>

0}'04 }L u&w:] H

~NF

1 3 4 5 6

T o) 1;]-. 30)

7% Bayer@ito| 19485 R EH #Htim JALZE EHEr BEMH| ®in%R

(The total increase in Sales by New Product Development From

1952 to 1962, Bayer Co., Ltd.)

(67 : Million D.M.)

% 1052 | 1955} 1956 | 1957 | 1958 | 1950 | 1960 | 1961 | 1962
@ o o M 867} 1,956 1853\ 2,010 2,459 2,820 3,052 3,273 3,617
FARoE W ]
& FHUR % ¥ @ M 484 24 5 58 5L
S

o] 2 &l #iioll 4 Y Brockhoff®] Sales-function-g& v},

A (AR wAR(EE Hshed

(27) Klaus Brockhoff: op. cit. pp.123~124.

(28) Wolf. R.H., General Motors. p.67.
(29) Brockhoff K., op. cit. p.140.
(30) Brockhoff K.,op. cit. p.161.
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<Summary>>

A STUDY ON THE BUSINESS GROWTH MODEL

——With the synthesis of
Financial policy
Marketing policy

and Production policy——

Soo Chul Shin

In today’'s free enterprise system, the growth of a firm plays an ever

larger role in stimulating economic growth. A host of articles have been

devoted to the analysis of the dctatled parts of the many business policies

Author A551stant Pxofessor Kmm\ ung Christi ian College.
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which may influence the potential growth of a firm.

How can we find an optimum strategy for business growth, without
knowing the various degrees of their relations and their interdependence?
Yet little progress has been made in the study of a logical hierachy among
these relevant theories.

This article is divided into four chapters. The first chapter is concerned
with the direction and the need for this study. The second introduces
several meanings and major indicators which show the existence of business
growth. Many scholars have proposed different indicators. Among them,
I have chosen the changing level of sales and of the rate of return during
a certain period. The third chapter discusses the major issues in designing
a new model for the analysis of business growth. The problem is viewed as
one of determining the model objectives, and constraints, selecting the
major decision variables and evaluating alternative strategies in terms of
the changing level of sales.

Several scholars like W.]J.Baumol, Horst Albach, J.K.Galbraith, Douglas
Vickers have already discussed the models of sales maximization with
several constraints. With the help of the excellent studies by H.Albach,
and D.Vickers, it is possible to develop further studies in these fields.

We assume a firm that produces one kind of product under the oligopo-
listic market structure. There is a powerful tendency toward status quo in
the going prices. Then the rate of increase in sales depends on the change
in the industry cost and demand over time.

In the short-run the potential demand for a product is affected largely
by consumer characteristics like incomes, motives, needs, attitudes, and
environmental forces, which are beyond the control of management. Ther-
efore the change in industry cost becomes the major influence on company
sales.

I have utilized the production function of the neo-classic school. The
company was assumed to raise its financial requirements at first by its
own capital and then by its own capital and debt capital. Then I could
develop a businessgrowth model with two decision variables, financial policy
and production policy.

In the long run, marketing decisions become the major factors in chang-
ing the level of potential demand. Many kinds of Sales-Response functions
have been widely used for various purposes but I have chosen the function
huilt by Prof. Klaus Brockhoff. It is shown as Brockhoffs Model. This
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function well represents the characteristics of the Sales Decay effect, the

carry over effect, the threshold level and the saturation level. Empirical

analysis of this function has already been made in West-Germany.

Finally we can synthesize the short and long run models of business

growth with three variables-marketing policy, financial policy, and produc-

tion policy by considering the time factor in the model.

I hope this article will contribute to the further study of business growth,

and this approach be empirically verified in the near future with a detailed

case

study in Korea.
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