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Eugene J. Kelley, Marketing : Strategy and Functions. 1965, p. 104,
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physical distribution i,

1} “other half” of marketing

[2) “gray area between manufacturing and marketing”

{3 “the last frontier of business management”
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Cf. Edward W. Smykay, Donald J. Bowersox, and Frank H. Mossman,
Physical Distribution Management, 1961, pp. 1~4,
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Understandiﬂg of SHeilsgeschichte<€
as History of Thought

Yasuoki YAMASAKI

Contents

Prologue: On the problem of methodology

1. Understanding of »Heilsgeschichte as Covenant-History

II. Understanding of »Heilsgeschichte<{ as Cult-History
III. Understanding of »Heilsgeschichte® as History of Election

What is $Heilsgeschichte< ?

This is the problem of Old Testament Theology.

The studies on understanding of »Heilsgeschichte include many
difficult methodological problems.

This monograph is only a trial approach to the problem as history of

thought.

The Inter-regional Commodity Flows and
Marketing in Hokkaido

Osamu MIURA

The purpose of this study is to survey the inter-regional commodity
flows and their channels between Hokkaido and other regions, and to
define the structure of distribution of the commodities. This article:
consists of three parts: (1) Observation of the recent development of the
industrial structure of Hokkaido. {2) Discussion of the present situation
and the future prospective of the inter-regional commodity flows as.
shaped by the industrial structure. (3) Analysis of the main distribution
channels of several major commodities which are inter-regionally traded.

This study is an attempt to shed light on the significance of the
marketing activities in the over-all structure of the commedity flows
through research on the fundamental and critical issues in the field

of commodity distribution.
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