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I. RITHRDOLE 21— LHEDRE

BAIA I VTICHT MR, [BAYA IV Z7EEYRRARE] T B%8, [BASA
IVIZEHEBHEORM] CETAMERICKRNITES (K1 -K3IBH),

R1 HEMIHU 2ERBMMEXHFT 2ELKAMRE

rse EEASE VR3] T7A VT4 YT A
Robinson and Fornell T HUT O W 37 1FE A SEHEDTINY Y = T BB EEOTN Y =
1985 T EDE (% 29%, RHIBA 1%, %
BA 1 12%)
Urban, Carter, Gaskin, HZIZHEE SN 5HEER HREEOFHNELE Y 2 T7HL - L EL, BADN
and Mucha 1986 C4hTTY—, 8677 ¥ F) BEBNDIFENY = 7MKL % 5,
Kalyanaram and Urban #HZIZHEE SN B HEM Mgy =7, VE— MEEZE, FIA4T7FRIBV
1992 (8H7TY—, 2875 F) T, FHEEPEMNEZ b D,
Alpert, Kamins, and TaENEH (B/NTE) BT T v NI, lELOREREIFICBWTE
Graham 1992 Mz H o,
Brown and Lattin 1994 {HZ# 3436, 12975 v F R OREE & & BT, eREMMEIRKT %,
Huff and Robinson B E SN A HEM NAFZT - V=FF L AHREVIITE, BRE¥ED
1994 (34H 5T —) Wiy = 72w %%,
BAT - AH 1995 FEMAWLEY 12873V —, XETITYFOFHEE Y 2 T7TIBREEEDO T =T
POS 7¥—%) IEV, ZAENSLITE, Ty = 7MKL
%5,
H - #1995 HEEWF Sy r—2 TS AR RE, BIFEEBRBE T T~ Vi
Wi (97T —) DB EZBLZIT 0D, TOEEE, Thiz
ERERDLDTIE R\,
Szymanski, Troy, and A 55T EHREEOFIYHY Y = T OBRBEEOFYTY Y =
Bharadwaj 1995 TIZHRTE YV, 2o, SBU % 5547 Hifr

ELTELZGEDTIN, 77 ¥ Fa i

F—17— F D EREANE, TANE, SRR AT A g~ — 4 7 4 ~ 7, RBV (Resource-Based View)
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ELTHELHE X D&,

VanderWerf and EE LD CURARROEY WEEEH) L LTy =T

Mahon 1997 ERHL72E0HDS, FIagA R e L
B AT, BREMEAE .

Bohlmann, Golder, and #@o [T 7 1 /5HE] BWHONTTT 4 PEVEELEFERE RoTw

Mitra 2001 FHlE TV (364 T T —) BSMHIC BV TIREREMMEA RSN, WED

LD EEGFESHFENIC o TR ATHIZB VTR
SRRV TE o 70

K2 HEMIBTIRREEROBEFEAMICOVTERL TV 2 ELXKEAR

rse rgex g (5 T7A VT4 VT A
Golder and Tellis 1993 BRI 7 7u—F IO TFH N IZH10%TH Y, PIMS 7—%
Q25MFE O XL, 25MBE O IZHEDW BB I RT, EREMETER
T AMERE) FEREL RV,
Tellis and Golder 2002 RERKT 7u—F BB ORBEIR6A%TH Y, TREEOTH
(667 5T —) WY 2736 %L LT, Wkl idnwis
Wy,
Schnaars 1994 FipIrsE (28FEFEO BN BREAFEINE) —F— L o T 52880 Hfpl

SHRITV, BEAEORIERE LT, BiD
AR (RYva=rr7, W), 37—, K
filitg & o 72 3 DDOEREFIF TV 5,

Fe 1994 L M A U A, Mfr (b%) &3, Hilw

(BEkEst, #9—51L1E) BN A~OERZEE T ICE 5T, BEN%E

NRFENEEDLDNTLEILESLIELIED 5,

Shanker, Carpenter, and H—~A 4 HRAEELD D, EHNRBBEEEOH IS Y =
Krishnamurthi 1998 (EEM, 1377V F) TEI®) E— MNEEIZBWTEMEEZ DD,

K3 HEEBOZHICHTIBALA I T EHESFBAMICET 2 X 4EMNR

] piea WoEa g (5ik) T7A VT4 VT A

Carpenter and Nakamoto 28 B OBIEER R GE, HEERILEETT Y o

1989 (av¥a—%-v7btvz7, REBEOHAEDLEZEENE L CHRET 2602
W75~ F) HY, KBTSV FBT TV FNEFIZB HEAM
Hx b,

Kardes and Kalyanaram 925k 7T ¥ FISFT 1M MR IRt S h a6, %

1992 (x4zuv =7 - Ky 7 BTI5VFIBETI Y FIHLT, HEED®R
a—v, RETI U R) BT 2EMEE S D,

Kardes, Kalyanaram, B 75 v PR, ZEESGOIEK, 77 v FERICE
Chandrashekaran, (Faalb—t»N—, KETT LHEBERREOLKEBICBNT, BB TITVF
and Dornoff 1993 v F) PEAEE D D,

Alpert and Kamins HEZNAN - T—F HEZ O, BE, #FICBWT, B%TIF
1995 PEAEE SO,

Zhang and Markman EB (w470 z—7 - Ry HEEDOT IV FBIFIZBWT, EHIHERZ=RIC
1998 Ta—v, HERTTF) XBR8IET T ¥ FOBRMEAI LR SN,

Rettie, Hilliar, and 877 I — DY HHFEOT 7 v PR, 772 FEIFIZBWT, &

Alpert 2002 4 FYR) 77 v FOEMEE DD,

Denstadli, Lines, and BRI BIIS4 770 F HEEORE, FHMIICBIT %877 v FOBME
Gronhaug 2005 (v x—) MR E NI,
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Carson, Jewell, and EE (3 v¥a—% -7 BRTIVNERETT Y FORBTFAL ~ U8tk
Joiner 2007 vx7, WETTF) HERICHEL T 2556, BEMERIRICK 258587

F ¥ FOBEMEAIMER T 2 TRtk 25iERE S iz,
Niedrich and Swain FEB (w470 z—T7 - KRy BAIYA IV IEREBFEHIEMICE 28TV F

2008 Ta—v, KBTI ) OBEMMEL, BGEED Y A4 7R HRH O [
& THRE S,
FBOA - HE 2008 FER THOMMERIZ BT, oL FHSETH 5
(EHEfcR, AT 5~ F) &, BT TV FRIBRET T ¥ FICx LB
(HA) b0,

T OMPBIZ BT, BIIMRERAERIZL B
577 ¥ FOBEENELOTRIED TR S h iz,

<KL -K3ISIWWRENTVDE LI, BAYA I V7 EHEFEMEICET 5% { OATIH%E
2BV, RIS OBRA T T —IZBITS [THSAREMLE CI R ABE] BLO [
ZANERL E W EHEORA] CHEAFRTONTE ., L LERBMEORBEIIBITS L) EE
IR, RFED (LG E2AIEL, SEREOMIMAZRESE - HHKL Tl &2
AlHb bbb,

ARTIE, 20L& ZEEERICESE, FITHKWRMT 70 —F LR~ —7r 714 27
OB E G E LT, HisalE & BB OBIENERICOVWTERET %,

I. tSWE3m7 70—+

ZL D=7 T4 Y IHRCBCTRIBGTL PR L 2o TBY, B2 [BAYA IV
FEETAAER] CHTAMETIE, BETHEZEDOIIICERTI0VEELRMEEL %5,
72t 21X Tellis and Golder (2002) &, 3§ X Z WD EFRI & o THRIEEAIEAEAFTAl <
NTBY, REPHHY —F— v T2, HFTH700103, Tt I DEVHATRZS
RETHLHEmLET5S, F72Liberman and Montgomery (1998) (%, Golder and Tellis (1993)
DOZEICBWTIE, T¥—BHE2 0N E LTWwa D, ¥av 7 A4S RBeEE LTH
HENTWAY, @i ¥ -z omsii e LTI B354, ay 72 23430
BT DR EMEZHEL, Y — V-0 EHL L2212k % L5 L, Golder and
Tellis (1993) OWIFETIE, AT XAWHOERICL Y, HHREMMEIE DM S T2 16
Wb EEH/BLTNS,

—7Ji Day, Shocker, and Srivastava (1979) (&, A3k, #5313 (product market) D3EFR
FWAREICX T 52 L GWEETH 55, KRFLRZ LIZEEMORIHTIER L, BEOHE» LR
i ER/T LI L THLEFRL TS,

HEWBMT Ta—FTlE, ~—7 T4 ¥ 7B ERM % T8 O3 2 )7 2S5 o Wy BRI
MU WA 7 I —bs CGEBMEY 7o —F) [EKRL T X CE AL LT LM
S ZEREL, RETHEEHAERM Y A7 4 (sociocognitive market system) & LTHZ %
VEAIBL T2 (Rosa et al. 1999), [ LIHBEHEOHMENEHB L OE®RIFICL-T
WH SN AGMEY] L LG22 2080807 7u—F1, £ 0GRk L, 7
A - A7 3) —ALDBEHIAEE > T AHAOTHREICB W CTHEELZREZ R LT ND
#2615 (Buzzell 1999 ; Wanke 2009) o
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KHT7 T v FOBMMER, HEFICH LWL ZEE L7277 Y FELTHRERS Z LI
T, ENHIICHEE SN HEFENIETH D, Leh>C, BEHEEZ &) %i‘%ﬂ‘éf)‘t\ﬂ’) FEJ
M, HERZORMEERZPLE L ERO 7 2 2T 5 2 &A%, LREMEOAREIC
M 282 S0 00RELRTNPY Lk b,

HEWEH T T —FIZEITWTIRAER DA D = XL FH T EEMEED 1 2L LT,
N — AP H 5 31 —1b (theory-based categorization) 25 2 65N b, E/-HHRX—ADH
7 I — L&, EFEOHEHBETEIIEICB W TER SN TWL BHWERN S 73 — (goal-de-
rived category) ORI EZIRMEL T B EEbRE (FABR), 22X [ALVYT
FR2E | BRI R A T T — ORRA TIIREAHR TS O®RET I v FIZaHI 578, #
WR—ADAT T —LOBEPSEHT DL, [EEZE S TREREHE] 0% 7TI »
F&LTHBERICHMREESNTVS, EWIRRLMETH A9,

x4 HFJd)BSERGTISOERAS

FOMNR—=Z - 7T a—F HER—Z - 77u—F
H T T —FKG B Aot A D B
H 7 I —o&ENE EEOFME AT T — - X N—2HET B S EE
H 7 T — Kk BT A AN SOIRYAd Y i i B & BB REIZ IO wisk y P —
2 Wi
BT O € % WA 7T — Hry&mh 5Ty —
T o8 R R PRIRIARI  (flHE) AR HoRE
XTI VR I B~nBE (FERE) BHT TR ANTTRE BETE)

Hidt © Loken (2006), Murphy and Medin (1985) DWNZ% % SEIZHEEIWER

I. BENY—7T 12 TOHRR

Varadarajan (2010) 1, Strategic Marketing and Marketing Strategy . Domain, Definition, Fun-
damental Issues and Premises (Journal of the Academy of Marketing Science Vol.38) &L 7-54
T W~ —r 74 71 & [=—=r 74 2 7] (B3 KRR Z1T5THB Y, Reib-
stein, Day, and Wind (2009) iz~ —%4 F 1 ¥ 7 ORIZBIT B EEDTRHEZITH~ORE
DI~ — 7 7 4 Y 7§ LT BB L TE& 22 L2l L T2,

—77, WBIT (1999) & [ME~—r T4 ¥/ — ﬁfﬁlhﬁ@‘rﬁi% NEEE—] OBPTROEH
SR T VDo [BURARSEDET ML [T (2B Do AWML, HN— NP e &
FEHTHMRLTVWDES5HD L) BBFERBEICB W T i, WS O H R E RO HFRIEIIR T
BINEV) =T T4 YT EDOREHEwEBMELT AL T RITNE R SRV,

RGN~ — 7 7 4 v 7 Cld, MRRELE D S ORI L TR REAOMNIE, B X OEHE S
%ol LT e E RO A Z R - EH L T 720D —7r 74 VY 7 OBEZEEZEH L
T&7: (Aaker 2001 ; Abell 1980 ; Day 1984 ; Hunt and Morgan 1995 5 W§IT 1999 5 WEIT - 1
H2007) o LHLBAY A I 27 L5 NS~ — 7 7 4 ¥ 7 OEELRT T2 5O T

2L 2hb 5T, BITHIRICBWTIE, ) 0oZlErS0aihadiahr ozt Bbh s,

Z ZTAMITIE, B~ —r 74 Y7ol ehLE LT, BREMEOERII OV THRE
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T 5o

1. WSENE L BBRTSEE

FHBENMNEIC T 2% K DEATHETIE, [HBRSA] LI RT Y a v OBMMEICESDY
TONT&, L LEREMEOARE R, G50RGTHICBIT 2GS AMEL LY b, 3%
B IF LT ZAETS] CLilhbBbhs, FEITHETET SN TV L EREND
PR (HPEBROTWY, Bi) == v 7, ALy F U7 - A ML) BZEBBALW
IRY Y a VEFAIHEH L CHRFBALEMNTELZRT Yy v THY, B~ —7r T4 ~
JOBIRTE ) HERMEIL, BT REEYORTED LX) IZL TRETRED D 58 L \vili
WM ZAE L, RERROMAMAZAD LIFTuL e, 2V RHTHE, TN & F
HIBFBE OREICET A2 ARE R L T < 720121, RO % BT 5 720 ORIt
i, BXOKGIE - B8} (resources and capabilities) DG, HiE, BEICEHT A EERLEL
%bo REHEKHTIE, ZOMBEIZOWTREZMZ T,

72& z1¥ Narver et al. (2004) & Johnson et al. (2003) &, Wi¥~oOxtt (market driven
strategy) ZHA L CTEHgEmMoMas, (77254 7 HEN (proactive market
orientation]. [¥—% v &« N7 A € 78l (market driving strategy)] & \»9#r LW e
ERRLTWD (E52H),

ftiJ7 Hunt and Morgan (1995) &, WilEMA ¥4 25 ZAF NV Tldnd, HHOREIZHES T
MRS N L EELREERTHSH I L 2HBAL TS (A market orientation should be con-
sidered a kind of organizing framework that, if adopted and implemented, could through time become
culturally embedded in an organization... A market orientation is not a skill, nor is it more tangible
than a skill... A market orientation would be an intangible entities that would be a resource if it
provided information that enabled a firm to produce an offering well tailored to a market segment’s
tastes and preferences., p.11)

% 72 Tollin and Jones (2009) &, WiHERIEDOZAL NGB IE L, AR 2 EIGH~ — 7
T4 YT RERTA-OOBER, BIUO~—7 71 v 7 EHEOMMEBIR 580 O EEN: % iR
L, [ A X4 %27 (sense making) ; (1) sensing (2) interpretation (3) responding]
DME7 V=27 =2 2R L Twd (M1ZH),

—7J Aaker (2001) &, HBETIHBEICB T 2WY (7T —) A& X OHRERIEO L
L, TheFERT 5700 3AIENEZ MBSt RDON S, L LTwa, /2
IR BT 2 RN I O MG BN 2 53 3 2 & & LT, [TV —F — 3 % Vikig

x5 WMHESEMEYT—TT 1 THEE

Market Driven Market Driving
WL OB DI HE NI B BHE = — X~ Ofi7z SRTURVEE = — X~ 0 1
DI O#f L Wil 22 o gl
i I ORVFR—F 7 OBFON—VEERD
Ot ORlE R mEIE

OzhifL

1Bt Gima et al. (2005), Johnson et al. (2003), Narver et al. (2004) OHNEZSZIZELHIEK

757



B2 G ORGD H50% 25 GBS )

1 CME (Chief Marketing Executive) DR X5 L
Values & Beliefs

/\ / Descriptive
Knowledge

Active Scanning

Tk
HRIE A A o — ) \

7t

522
\_/

BREE (PER - S1ER) Procedural

Knowledge

Collecting

i - Tollin and Jones(2009), p. 527.

(blue ocean strategy)] (Kim and Mauborgne 2005) 2MEMEENTHY, miflEo~—47
T4 Y TOERICBIAZAEMEREDO 1 2L LT, [KEREDOY—5 74~ (lateral market-
ing) | (Kotler and Trias DeBes 2003) AMEZEsNhTw5b (BUf 2006). Liioiaesis,
ST L HiAE O AREN R HRIC BV TE L ORBZRE LTI NL LE L N5,

2. BERENDBERLER

IEDFREM BT B ORI BT, HHERE TR OB 7 1 v PAERLYE
A& 7% (Harmancioglu et al. 2009 ; FF 1984), o & ) 2 [EEZE#AS, Fahy and Smithee

(1999) (FHEMEHY~— 7 7 1 ¥ ZHIFEICB1F 5 RBV (Resource-Based View) 3& A Ok
ZERLTVAD, <H2>ICEZOMETL—AT—79RENTWV A,

RBV (Resource-Based View) (X, M. Porter (1980,1985) #HuLh & 35K a=r 7 -
Y a—DRAEZRA L, FFIZ19904 DI, HugFmo .0l 22 L T &7 (Barney and Clark
2007 ; @1 2009 ; Peteraf 1993)o RBV Ti&, [(1) E3EZEGRPLY — ¥ X & A M 4
BROEEGEKRTHY, FEEIELTVLERIIERETHAS (resource heterogeneity), (2)
REBHOWIBID | R I TH S (resource immobility) | &9 [EZEHICEO X, £
K DOWAEE R R B B O & M E ORE EIE, B LM X o THH L Tw
% (Barney 1991 ; Grant 1991 ; Wenerfelt 1984),

—7 Collis and Montgomery (1995) 1%, @3B (corporate advantage) HEZEDSfh&
LT, fliflid 5 &HEOKE, B WETR O = — 7 k62 X BAERIE, MR DR
B2 BROBR L B L XV TOLANL Yy VY FTOREHIZOVWTER LT 5,

% 7z Diericks and Cool (1989) &, EOEHELZA My 770 —IZXBIL7z) 2T, Mg
MEEE— L LOBIHICBIT 2 70 —0FERIC L > TR SIS & L, K HE 2 5ns i) &
EROBEHIZOWTH U T2 (strategic asset stocks are accumulated by choosing appropriate
time paths of flows over a period of time... While flows can be adjusted instantaneously, stocks can-
not. It takes a consistent pattern of resource flows to accumulate a desired change in strategic asset
stocks, D.1506)

5 OReilly and Tushman (2007) &, REIAHEELZTIHERENX DREMISHISL, #F
BRI FEMNEERT A5 4 FI v 7 - FANRE) T4 O E LT, [BEFEEREEITLVWEE
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X2 #EBEHY—F71>JERBV

BRBE DRI
B O B
PR OO BAFE
PP O JEE DA
EE/LEIR (key resources) A S T
AWRERE VR A SEY T EUX AR
i P s (value to [
A b customers)

SR A

Hi#it : Fahy and Smithee(1999), bp. 10.

D= Abb—=var] & [THEEORA] 2L Tw2% (The ability of senior managers
to seize opportunities through the orchestration and integration of both new and existing assets to
overcome inertia and path dependencies is at the core of dynamic capabilities... Central to adaptive
process are the notions of a firm’s ability to exploit existing assets and positions in a profit produc-
ing way and simultaneously to explore new technologies and markets; to configure and reconfigure
organizational resources to capture existing as well as new opportunities., pp. 6=9) o

72l ZE, FLFWEEL GO LWTiGZN ) W22 & T, LEYM X = =2 OB M A
EANERL, BEREEFTCVDE Y4 =277 F (HE) Or—2TiR, HEEOBIE=—XL
HALoshERES) (KSR ARIEEAN) ZAIERICH G S8, FrLvEEMiEzfRt L -2 &
DEHE N FEM OB RICR o TnEEEZONDL, T4 2T XY FIZZDEk, F 25l
P CER LIS ERE (770 F, =774 7)) ZIEMTHILI2LD), BRIGES
Wi E~BAL, BEREEEZHIT WD,

it d> % EIHROFE & TR DR, BREOA My 7 70—, BEEREH LVEFEOA —
FAMLV=YaveRE, T7ATuAF—vaver s A7al— 3 YOML. (exploitation
and exploration) 72 DAL, HMRWEINE DO OWHALE E SERED X H = X 2 OHYFIC
BWTHERRREZREL T L b5,

3. EERREBER-FT1UF

~Nru—X (Edith Penrose) (&, REOKREZ [HmH —C A& EANTAEERROES
) & LT, (B8 SR F O R E —f 2 5 E Ok Z R L (A firm is
more than an administrative unit; It is also a collection of productive resources the disposal of
which between different users and overtime is determined by administrative decision. When we regard
the function of the private business from this point of view, the size of the firm is best gauged by
some measure of the productive resources it employs., Penrose 1959,p.24). #i#&id, EOHKE
Z ITNEMNERETIELR] ELTELZR, TWALLEEIIDZOKREDOLNI, HLOWMER
THEL, 2T DREORE LRICHIRS 2907 ES 51 &) HERERHZ b & IZRER
BOXAH 2 XL 2R % 5H 217> T b (Penrose 1959) Vs
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—7, B0 - fmH (2007) &, THBHIC L > TREFEL SN DR 1BV TEEI R -
WELTWL 7201201, Mk, FE, #RNIXTzhBic#EnsIETnw ek oh, mily
DEHREZEALA B ER I SN 5L FEL B REANC SRR IS LT 2SR MR
B D, LBNTW5, $7- Aaker (2008) & Morgan and Rego (2009) (%, #kk4&fho T
Wdr SIS TR F DT 2R L, TORPIKHNOZRMOREL NS v A &4,
BREGEEZRENEBRALTHL [N TS Y FR—F 750 F - 2V AV ] OLENE
WAL TV,

5 Kim and Mauborgne (2005) O#FZEIZ L % &, BAHB~NOBEEALY &, REATHD
LG EY Y BHCIGEOHN, REORERPBREANL I RESERLTWE I EDHL
e oTWD, L7cdi>T, WAl & BREMEOREIL, TS 0RGTHICBIT % 555
MLOREERIZT TIE R, REOBERME & IS REE BT HERELREREALTWLLEE
ZAbNb,

V. LD ESROMERE

KEETIE, SCREBMEICHET 28170 L ¥ 2 — & MG 21T\, FRCHSEm 7 7 —
F LW~ — T 4 Y 7 OB S, ARG & EREMNEoER ((1) THANLE & kil
Yikkw, (2) BEBHEOEMEGEH, (3) SRR LHEER-—IFT7+)F) IZOVWTHEELT
BTz

SHROMFEREL LT, ARTRL TS MEEMSE N— A L LEgE (IGEGE, &
BIifgE), v 74 vV v Y= HEICEDWREBAS A I VT =T 4 v TEIED 5T,
EIRS LI ge 72 EHE 2 S b,

i

(1) BALHEZOSE T, A ELrHNT 228 MEL LT, AF—~ (schema), EHRiLH (se-
mantic memory), # 7 IV —1t (categorization) ALY LiFSNTw5,

(2) Aaker (2001) 1%, HRMEWiHi#EHE (strategic market management) % [#REHIZ X BEIEH Y
TVaroRE, RENELRE, BIXUOZOEREIETL-0ICHESNAEYAT74] 2 LT
EFL T2,

(3) Penrose (1959) DML, MALFTEF (evolutionary economics) & & %12 RBV (Resource-
Based View) OinBlRYIEaEZ ML T3 (Fahy and Smithee 1999 ; Nelson and Winter
1982 ; Peteraf 1993 ; Winter 2003),
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[Abstract]

Market Creation and Pioneering Advantage : A Perspective
of Sociocognitive Approach and Strategic Marketing

MoonHee HAN

The strategy of pioneering new markets is widely considered to be a source of long-term
success. Several studies have demonstrated the effect of market entry timing that first-
movers outperform later entrants. And some research has pointed out the limitations of
these studies and found evidence that many first-movers fail or have low market share.
Previous research has been focused on order of market entry and business performance in
a particular product category. However, little research has addressed the issue in the na-
ture of creating new product markets and the strategic importance of pioneering strategy.
Given this background, this paper reexamines the pioneering advantage from the viewpoint

of sociocognitive approach and strategic marketing.

Key words: Pioneering Advantage, Creating New Markets, Sociocognitive Market System,

Strategic Marketing, RBV (Resource-Based View)





