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DI EZIBRTWVDT,

%2 OIGIX, BB L Z19004F » 519554 F TOIEREHY 7 3% (Traditional Approaches to
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School), (4) #uIg[#H5 |Z2)k (Interregional Trade School), B) =7 T4 ¥ 7 - ATV A M
Ik (Marketing Management School), (6)~—4 741 ¥ 7 + ¥ A7 4%k (Marketing Systems
School), (7)#% #478)%#Jk (Consumer Behavior School), (8)~¥ 27 W - v —47 7 1 ¥ 7%k
(Macromarketing School), (9)%¢#t5 9k (Exchange School), (10)~—7% 7 1 ¥ ZFEEZ#k
(Marketing History School) Té %, = Z Tl Shaw and Jones (2005) IZ&K#L L T, 100 &FIRA%E
RKUZBEEROE DS ZARO VG EZBNT 5,

#1112, ~—7 71 v 7RSIk (Marketing Functions School) (3, #Iin~—7 7 1 > 7%k
FIZEIZ BV TEY LB R HEFIROP TORMOFARTH 5%, ¥—7 714 ¥ THEEFIRIE, <
=TT AT ORE LA L) BEERR e TR L 72T, v =7 T4 Y URRTIRIE, A
EDHDLVIINELRFOMOTHET ¥ A NVICBWTREALTREZHS 2T LS, ~—F T4 27
DHRED 2 \VIIERENL, BRIBEEZTY =7 T4 Y THEFRSY =774 7 - AT A2 b
FIRICBWTHEY L 72"

#2102, =771 v 7R FIR Marketing Commodities School) (&, #5 - 9— E 2 ORI
HEEEUT, T TORBEONGL LTHEE - P— A5 LY, B350 - -2
MWEDEHIIZLTHEIESNE DD L) B aBERT 5%,

$312, ~—7 71 v 7HlIESIk Marketing Institutional School) (&, ##EF v AV IZBWTHE
EELEREHEBEORICHFIEL CWAEY—T7 71 Y 7OREEZOSERITH itk T 5, v —
TTA Y THIEFIRE, Y= T4 TORE RS AL GEE, HTTH RN & EORESER)
WZDWTHIZE L 72532 RTh 5%,

8402, HIEEHL |99k (Interregional Trade School) 1Z, ¥—47 54 Y F LI TR I ZDHE
V) BTEEMR 2 FE0¥, BB 1R EROFHICIY LT ~—7 7 1 ¥ ZERFIRIE, TE
RGO TRIDITON LRI LB &\ ) v —F 7 1 ¥ ZiREI O 22 & KEEIZBEE L T 5%,
IR EIG | AROBEERIE, 2 F TIOR L7 MAROBIEER & LI Lk (FRiC, < —
TTAYT ATV XY NER) ORI L) RN L RS,

B, =T T4 7 - <Ax TR MEJR (Marketing Management School) i&, D X9 I1ZL
THARIZE S - F—EAZME[THREP L V) MEERCEKRT 5% x—Fr 7127 - <47
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AR D & 5 ZHFRTEREIZ DTk S 72,

B612, =7 T4 7 - VAT LEFIR (Marketing Systems School) i&, ¥~ =751 ¥ 7 D4T

23



DK IEERKRE RLRE No.21,2015

O BIZIE, ~=FT T4 7 - VAT LAERMAD BEHEETLDOh #EF~Y—T T4 v 7
BMbbDh, =774 7 3ETTVORTEINLDD EDLH)ITHET L2DD ¥—F T4
YT VAT AFEDL SWIETIEEEL TV B DD,) B v—7 T4 ¥ THFROTEE D
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RV AT L LD MBI LT o> TWw b Y,

5912, iR (Exchange School) (&, #EA2SCHOBEBRE RO D, MDEZFICE LR O,
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EENTZONPE VI MEERZW D, v~ =7 71 ¥ ZBERFROMIE, HBEMIIZBEIIC BT
L= 7 4y 7OBMEERELETS7201Cd0k B2, BENICROHOBBROT 17
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y =y 54 7O TIE Kato et al. (2013) THEA L Tz, BARAIIZIE, Kato et al.(2013)
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T& 5,

CZITUDTAPICDWVWTEZTARDL, X—FT T4 VT - XAV AV MEROAP L, ¥~—F T4
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Valuing KIP (Kato and Ishikawa Procedure) in the history
of schools of marketing thought

Junichi Kato

The aims of this paper are (1) to evaluate KIP in the history of schools of marketing thought and (2) to
arrange the remaining theoretical issues for future research.

Based on Shaw and Jones (2005), we show the history of schools of marketing thought. We examine what
KIP succeed to from two mainstream schools and what kind of contribution KIP does.

However, KIP does not only succeed to ideas from schools of mainstream in marketing, but has two
theoretical contributions and one practical implication. The theoretical contributions are related to the
exploring of axes and to analyzing of the change of the axes. Additionally, one practical contribution is
shown. From these contributions, KIP is not only a tool for data analysis, but KIP is an academic research
which we should value in the history of schools of marketing thought.

Finally, we explain the problem of market creation mechanism, show the hypothesis for this problem at

this stage, and point out three directions we should deal with for future research.

Keywords: KIP, the history of schools of marketing thought, Big data, Analytics 3.0
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