ISSN 0493-4091

RLGREX

22 A
Il ~o.

woX
MEASURING THE FINANCIAL AND MEDIA IMPACT

OF SALES PROMOTION PROGRAMS James S. Guld

BARDTALES) (1) wORE

RUBERORE E ok @

R BITHIEDEDINT Ky 7 2 BOoE E-®

BRI DT goE R a

IMERE DR £ ERE (1) NI =

FEARD R OFAXENC AT B EEE DO TOE ETR
B/ — h

SR OEH @) WoE R

8 R o

ARY ¥ ) FALETTY T RO SR RS
' #

EEAMFESES %R %

1991 £ THEEAZESEE) (Nos. 171~176) #EH XK

RERBAKXRF

12



RRBEXKESR

1765 199243 H

H R

B X
MEASURING THE FINANCIAL AND MEDIA IMPACT
OF SALES PROMOTION PROGRAIMS +rerrereresnrersstnenarentineriorarrrasens James S. Guld 3
EK@—W’%H:@@](I) .............................................................................. ,’%g J?\ {% 15
B A TS DR v+ ovvvrrrrerresrenrreer i B ik W 41
HIC BT BIED X D/XS5 Ry 7 & errrerenerrimmeiini e, OB B—ER- 57
A TFANY g L) SRR LT —
TERNAR LT D UV rererrernertie e L B OB B 93
% % 8
/J\{?%ﬁ@ﬁﬁ%&%%(l) ..................................................................... /J\ 1:* = f% -+-101
FeAs] DT FHXHERITIN AT BERIEE [ XVII) creereerrerrerenreenmormnnai., 7T E ETHE---115
HEDE [75VAFER] &=y aXkic20T—
W/ — b
&ﬁﬁi@ﬁgﬂ@) ................................................................................. V\—‘[ H B %"'167
— AR LADEBEIE (XX o =Y, The Ve HFY) OBRE,
JRE B Y B iR T OfS—
R
ARY % YUF 4 IRET O TS5 L ORRBEII coeererrererrerrim VALK S, J=jUK 197
ANEE -
%ﬁkﬁé%&%ﬁ% .............................................................................. roOE] S B ---205
—TAVABLOAF T —
1991 FE [HTRARFETE ] (Nos. 171~176) HEER ++vrrerrrrrrtir i 235




1991 £ [FREXRESFHBREXR]

(B 5~51765)

@171 5 (19916 A)

B X
Isotone Correspondences and Selections
BARDESER ORI

At bk OREERE
— X ORIRFE L TR —

Fe4ia) hos| R hAT 2ERE (XVI)
[%&EHE : N. Linguet X#k, M. Luther 3K,
J. R. McCulloch XD ERITOWT J—

B/ — b

MERME) R L o — 2 VISR
B3Ik (1980) LERERE - PRSHER— (B

# iR
MR OREI d &£ o< BREOERE (L)

W 1725 (1991 9 A) —8 MABREHRERS —
Prsr s E R

AR EEERERES ORFNHE T

PP ER EEREIE 1B EE &

RAER LR R A O E O VTS

FiRTO T &

— 235—

T
H
i

N B OB

e
B

# H
5]
HF

J. G. 745
B OB BB

BN B ok

1=

S
=
o

HH



i X
B OBIAREYE—A. K. & v ORERE

HRgS EHEREFFE
—T5E) gicBi) 258%—

FER F A Y ORBERBICB T 2BEOMNEICOWVT
— IR RAEEET Y 2 V7 v Ry BEDERR—

FERBEASHEED - T

O — 5 5 L OREREFS
— T F A e 23 2HHE AR

7 V0 XRGEDOREFE I

TVA EBRIEESE LS - BEE
—ERE  BEEOBER, 1935-54 F£—

WFE 1735 (1991 F£ 11 A) —8 BRRFHBENES —
B SR Bl

B BB RS OFTNCEHE T

S S G g NI M S T

BRI — A L EiR

B X
—& REMELIRE
PEOHENEEE [PV w7 e 77 27X
BIG, « TGRS & BLEYRAE
EE DT ELR DR
EAROOEHERIE R & S OAEREER

BAZERAROERATER
—A thOFHIE—

PEXFTOHERE L HEOEADESR

ZE RBev—UF4vU HRENELRE

FOBEDNT Yy ¢« T7 2T —X
—ZDBEBRELB—

— 236 —

.E./
52

B

\yE

E

2

3 & E W &

E

eIl
H =

o
| &

i
|

F5—ER



BRSAEL & GOBEER OFTRH

=5 g v ETEEE
—BIERFHRO— 74 Y IBED S > T—

HEEEREROBER LFE

B 1745 (1992 % 1 B) —BUEHRZRELZS —

VAN e RN
ENESERBIR A S ORI HET
T BRSOl R

e X

B 75—+ EETEOENER
— KRS NMEEH—

ZY 4 v T REERRSUL

T}

H

—anN~=} e FA 5= [T 4 V7 HESKKEP? ) 2hlELT—

FAVETEDOERE S vl vy
DEESLHLE SRS Bergassessor a.D.
—HFREERLRED B —BE—

EESERE GO O B EE
—RBEBHIERICEE L T—

—iEEEIOEEE 2 DEH
—IKETHOBEREKEFELDFTEY

[T SRR | ~ORIEHET
S (F— BT £29<8-T

R/ — b
ERrofMigzERbic oWt
B sE oREL (1)

—ITEfLEIR] 7V =2 TERE]
T bV v R [ ] PER

—23T—

'

o i1

N

0

Ad

11

[11

ia

|

&

A



#5517 5 (1991 &£ 12 B)

E X
PRI BRI & 2 B BREAEEE ¥ X 5 & DAERESHE]
F&zs) o5 RSz P AT 5 BRI (XVID)

B/ — b
TERRL] B & o — 0 VS
—H 3R (1989) LEFEHAE « THEKHER—(T)

4 FY AT EEEROBR
—M. &N/ Ey FRICEL —

B R

TV CREEORRE L . 16 o v — vy Uk
30T v — ¥ v LODHEE

MFFOREICS E5C BREOER ()

(®55 176 5 (199243 A)
B X

MEASURING THE FINANCIAL AND MEDIA IMPACT
OF SALES PROMOTION PROGRAMS

BADOFALES (1)
EAEERRORE

BT AESED/NS Ry 7 &
— AL FARY 4 EE2 Y FVERLN LT—

BIHRIC 0T

/MEREOHEHS L&)

FgAs5] mos| A AT A ERE (XD
HEWE [75 VREBR] LV AXBRICOWT—

—238—

ot

T

# H

Hil

R 5B
ESSR

o M
& &

%

VEVIN W N
JANRE -

J.G. 74EF
B oE OE

James S. Guld

B om ®

R
7K
=

H

2



wE/— b

Bl pJFEL (2) N H E £
— A 25 AOBERE (SR« £—H, T VrFY) OBRE,
BEET 3R H 0 —
3 iR
ARy ) F 4 [NET T S5 A DB Uz BXS, J=IVE
FANIIE -
= 4
BEABGRESER LTI <

— TRAYABLOAF S—

i —239—



HE E BN ERE

James S. Gould  A¥EHHHE
R B REmEmE
B Ok ®m Aems
EE OR-B e
WL E B B AR
B % B TEREA

b

ERERFREE HF1765 (FETER)
.2 = # K #
O HEEE K ¥ S E
ETAN W % % B £

T185 HEARES-F AT 1-7
B/EE  0423-21-1941 (F£3%)
FAX 0423-24-1354

R/ BA - () =Rt 1992 4 3 A 18 H 54T



THE JOURNAL

OF

TOKYO KEIZAI UNIVERSITY

No. 176 March 1992

CONTENTS

Articles
Measuring The Financial and Media Impact

of Sales Promotion Programs . ocorveeereieiriineiiiiiiiiiiiiiecieaas James S. GuLp-.- 3
The Peace Movement in Japan (1) e e Osamu Funwara... 15
A Review on the Study of Dividend PoliCy . c-ceererreeemeneammimiiineiiiiinianeeann. Yutaka ToMiNAGA ---41
Heytesbury and Buridan on Medieval liar-Paradox «-oocoeeeveeeeecniniins. Ken-ichiro Funsawa ... 57

. Ryouji Yamapa

On The Effective SUPPLY ««eeeetetmnmtii e Leng TiE-ZuEnG " 93
The Character and Actural Condition of

Tennancy Mediation (1) e et e Mitsue Kopayasni--- 101
Authorfties Quotedin K. Marx “Capftal (VoL I)” XIL-++vvvvvneenrrnninniinniinnnennnn. Michiho Enartsu...115
Note
Sources for the History of Technology (2)

Islamic Mechanics and the Origin of Windmills— «+evvevveniiiiiiiiii, Hoshimi UcHma ... 167

Translation

Evaluating the Performance of Speciality
James S. GOULDW 197

Advertising Programs ........................................................................ TOShiO Y AMAKI

Materials
A Digest of Legislation Relationg to Travel
with Dog Guides in the United States and Canada -«++vevevveeeniiniiiiiniiiinne. Eiji TakeMAE..-205

Table of Contents, The Journal of
Tokyo Keizai University (NOS. 17T=176) «revrrnemiritiiiiniiiiieieiie it ee e 235

Published by
TOKYO KEIZAI UNIVERSITY

Kokubunji-shi, Tokyo



FTIEE BFEUV

EH1, AEOBGKRUANBRICASNVOBINEDZELEDT
STEBEUHRL EFEd,

B I3
FE1IEH BYIOHX James S.Guld James S. Gould
n 4 ” ” ”

*K E k 7 7”7 7”7





