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(research), & 7" x ¥ 5— v 3 v (seg-
mentation). ¥ — 7w 71 ~ 7 (targeting) .
RI T a=r7 (positioning) £\ 7ot
AZRFET, MEBEE M T2~Y—Tr T4
7+ v 7 A (marketing mix) %A LS
V) HEHwRDS, XAV TN R—7
TA T OHERNGEEZ T E L TEBIIZD
—MALLCT&7z0 2FED, ¥—F T4 71
BT, SRl —EX 2Ll E
AN TNHEWTET B 7-OIJHK & ORT
WaEBIEL TV W) EZ PR T
Bo 2V TR L2 &) DB EMIR
R=TTA Y TENPREERIAT S5NT
WA EWHIEIRT [EREN] 725720TH
5o

13) RS, SORE, IBOIFCHE, AXHIERR [2004]. AIEE,

p. 385.
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AL CIE T EREN R (market driven) -
R=T T4y TEV)FRETHERHA ST
5 L9, AL 2OMAGALENIZ L 5T, &
TAY MESNTEFRRICHAZ S TT, £
DFRIE L OBREEFOIIBWT, #1%
EHS 5720128 LWL, - 3 — E 2 R8T
YoAa LA LTHL B E KW piE
HEM, 2oL BT, HEED
BRMED < F Y A > b % RS B A
O—X7 vy 7ENELOTWE, L LAED
5, HEIZ, RSV Ml L—Y - 7
075 MIAERIND L) RTETO [HEE
DOPIAR | BEBEINTIZWDE b0, A4
DR & FE TR L OBE LR M N —
AL LRI OMEEE. S F 0 IR 5T
% (customer lock-on) DFEEE & o 72 R
PEDARDFEMR TOREEIZIT V2o TRV,

@ BEETFIORES

ZE TICRE ST & 2 BB R
~NOEFY 2, FEEPOICBVHRE
ST LB R TRETHIRIC BT
BRI SNCE - HRIE. TRENENEICH
P2 o e KB R AR AT Ol & 7 5 C
B, EEHCLEDOTRBIZEATVS
LOBLEWIY, LarLass, WERLOB
FRIZ BT OISR 2 N2 DB P FE I A

7ok XL HRRB SRR A R L T 5
77O —F AR T A Rk
NRDHVDW B HARKZEM ORI T 0L 2 IZH
HEW R BT R L 2D
BRI 72 7 70— F R B
(. FHIEEM O E BN RIS Ok
EIWZFDGRORKE 7 A MEIND 2
Wl b, EZADVBEOHHERORIEE L
WesEp 7ar 2121, FEEE2VOEODF

EE N ELTEEMICESZ, ZHEMIZHD
FEREATIONE . & F & F kg 2 —H
Tx b o TR, EHny (holistic) 12/
BIL 27 UL 57w, 2 s DFELTEEH
I Co 7t 2121%, B8 AER &4k
BREEE. 2 U CHEME T 2iGE %
ME L8Rk grE A A—YTEL 2 ) TA
TA T RN PER S NS, TOEKRT
X, BEICHBFELIEET 2 4FHE DT
BN a, SNETOWEICIETH L
ToEMMEEERLADSS E0 L) ICHEHET 5
MEVI, BHEHFIZLE-TH o L HBIENL
==X LD FAICHIB TE TR W
W BT L IEHD A0,

® BREFRLZTOHAL

KL BW T, FBFEERAKORY %
FEHEIELHHRE LTUTO 2 2% G E L
TWodo B2, BEOHBEEME BV
Tid. BE & BRI L Rl o £l
i (customer focus) Z{ZEDF. €0 LIZ,
O ¥ 72 (market space). @ 33 78 [
(business space). @ #l #% 2= 1 (organiza-
tional space). &9 3 DD ANR— A F ik
L322 &, BEIC. IS % I ZIZFEIEIRST
IS, HAHWVITEWIZFFIESE R0 5 < 4
VAV NERFTTHILE, Thb,

DF 0 HHFEEOKIE, BRI H
¥(RIEOMETH LK L ORRLEL 3T
DOIEFHOH L (customer focus) 2BV T,
O 522 (market space) % 7EFHT 5. @
HEZ2H (business space) X HET H. @
LMk 22 [# (organizational space) % %
B, E\Wvo7z 3 DOMEKZ I RITFFELEATAYIC
HHEL, SROHED3ZDAR—ADEFNEFNS
A - L. pOMEEHEZ SERABH
BRIGATRYICHERE S 2 Z DL ETH B, T

14)  OFEE. TR, WSIIFSHE. AHARER [2004]. RIBE. p. 385.

15) George S. Day [1999], The Market Driven Organization, The Free Press Z&,

16) Gary F. Gebhardt, Gregory S. Carpenter, & John F. Sherry Jr. [2006], Journal of Marketing, Vol. 70 (ctOber 2006),
pp. 36-55, Sandra Vandermerwe [2004], Breaking through, Implementing Customer Focus in Enterprises, Palgrave

Macmillan.
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£6 Value Cycle Zi2m & § 2 HMELBEET IV

R OEE

EETROIEE

George S. Day (1999), The Market Driven Organization, FREE
PRESS, p.71. (—#BZH - 58)0)

HIRFHTH %o
o ML, ZOMREED D 212, FrFlEsER
FEOERHHAZ IR T AMENET V&
R’RTHIL2RMRTZLDOTH D,
ZZTUT TR ENENORERONE
EHEILDIIT H,
(1) FHEOERWME  [HFETXTO
EEOH.0ZB <] (customer focus)
(2) TiHZeM (market space) ZEFTT 5
(3) HFzsEzef] (business space) % iXET
%
(4) Hf% 221 (organizational space) #
ST 5

(1) HEOHEAMPE : [HRZTXTOH
otz < | (customer focus)

B DWER I, FEOERWI T
MBS L LTo [HF T T XTOHHER
oz B < | (customer focus) TH D |
AT RTOFHFRERIEOEMEE 25,
DF D FBFEEMB LD DLETRTOR
OB S EMIRD L0 e WhIZFE
ELTORERNGLMETH D, N =T T4 ¥
VAENE L | TAET TN T PR NN EM
T2, FHFELHET LG EGOERN 2
YT MEH K F T H PR A ME A FEB
T ALHRFEMBOBELZ DT Z L TRITFIUL

bR, TTICE L OMREIIBIT HEES
HELH E LRI L TS L) IZ, FEDH
B 70 L) & AR L EBL L T L 7212,
HEZ T _XCOFEFFLICB L L) e %
MR D ARIZIRE S8, MR Z T 29X
TONA DITE) R BEREDOIARFH L & 7
5 X9, HEMEORIE EHRIZT T2~
AV RA Y NEENOEBEPVE LR E o
Twal,

INFETIEY—T T4 7BV Tk &
NT&7: [FEEM] (customer oriented)
WIS EFSERMEEOERDL D LD, 2O
[HEAEM] IR Z T TOFHE O HL
B AF <=+ T7+—7 A (customer
focus). 3 abbH, LT L HEFEOHE LI
DL EFEMTRETHLEV) EHRIZE T
NThHV, DFN, =774 ¥ 7Ok
FIPOE SN T, FEOHEE S — 7 v M2
FOENERETH D &) FIEDTR, —
CHCH LT, [HEEEYTXTOHEHO P
B 2F) [HAY~— - T —H A
IZBW T, EEOMERPERRED 7O+
ADLPIT, FHELRET L EESHE S ERE
BHTRETHLIEERELTNE (7
BEATEI O A 7V - EFI),

B, K L oA EAFEBRDHESE
ENDHDIIE, FEEGRE LT 2R

E7X BEETEOYA7I - EFIL

Pre
Customer deciding
what to do

Post
Customer maintaining,
reviewing, renewing,
updating, measuring
results

Customer
Focus

During
Customer
doing it

Sandra Vandermerve (2004), Breaking Through, Palgrave, p.64 —
A,

17) Sandra Vandermerwe [2004], Breaking Through-Implementing Customer Focus in Enterprise- Palgrave

Macmillan, p. 1.
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%8 Customer ‘Lock-on' Loop E7 IV

ESIENE S0 Ui ()

BEDE
[15%8]
EEETS

(E2R /5|
EEFEALEL RESCHTR]
TOEEND=—
21T % AR
75

Sandra Vandermerve (2004), Breaking Through, Palgrave, p.36.

BHHMAPGAETRETH LI L ERL T
% (% 8 M Customer Lock-on” Loop & 7
We Tbb, TNOLD 22 AL AT
ZALAPEIV M YENLIEICE-TIZE
& T~ OREZ O R R F T FH T 5 H
MCTELZ LI D,

F7o. TITHRARZEHE LI, [HETEE ]
FERT b, BTl EiEE L, k2
WEEOHARTEFLTVWABE AL, D) HF
MICAEFZHEATHRDETRTOALZ ST,
2F) ., HLFEDMADATFY — =, &
NHSEEARZDLETD, WhIEAEE W
I FNENOERE 2l (5147 A
T—=) BEZHEHLADE D DAL R
Thbo LINoT, EESB L OEEMEH
WICB AN E LT, L3 LOERY—E
AR — R L Vo ZERICHEET S
F—UCRAZRHEEMIIBWTRESN TR
AADHREIRLTEDOTIERL, LFED
ICERZEGEEZ B >TWD, WhY LR
ANb S EFNRRE RSOV, Z0XH2, F
¥LLTORRLLIEEOME Y [HG
H] v L) EENREUELY S OBEEITIA
FB 2 LAs, RO EEEEEEOH 77
LA % BT 256 ORFT TR
X% bnwZ ellhb, 25D, NIFFETD
bz THRECTEEREFH 420U T
BLIENTELIERA->TVWLI L, &
NEEPT L& ZFDPEFEL L TOHER

RZRMEDOERE D05 THh S,
SHIZBW T, THHRET OB R 25k
WZED R HMIA POAMAETICE > T,
EEEEZNSRE L=y kT A
T—rarnb, EHIC-5KEDT, T0x
TAY N EBET HOMAOBF. Thbb
HEEE—ANDEDICEEE R TS L) Bk
TOVWbIE [HZIZT+— A A] Lizv—7
T A ¥ T EE AT AN 5 0] RE 2 REAR &
%o TWwh, TTILE L DRCKEFETIE, &
I L7 1Bl & BR A L ¢ BT 58
7ol BRI D VR AT A U S
REUIFATEN TV S, DFN, F—=T LR
TRV Ry PIAIREEND L R4
OB DOWEN S oz =74 > 7 % &R
T HAAA T b DHEEREEANDERD, A
AT THBLEO TS T EERERTETS
NTVWLOTHL (FE2MNTEEMH),
DOENZBWTE, EEREREEFHED
BREAR & BT A 4T, ERBORTIC
BWThH, H5VIIERD & OB EHE
DEREICBNTH, FNENONHERH
BREICE D S F EF RBORIRS R HERMEN
DT TU—=F PRI TS, BUE, —ik
MIZHFEHSNDDHD [NVATT + ¥ —
7 b (health care market) ] O 26D
iz, bibho [EHEOE (QOL: Qual-
ity of Life) | REREICERE»D DS 1T TIE
el —HARICG 2 BRBEN R EEITL B
HADZ &, ML BT ZbdT
K&V, ZOLX) HIRWT T, OEEICE
FAX—=0 T4 v IREARN LIZCDH7:
LHERIEDINT A LHS, Th S Db
ENZBIFTD [ANVATT - <=7 v ] O%)
D ORI 72 IS A 2 [N T 7
O—F | ZRMATLREITE DO TRE WV,
COLHBBEREEZE, EEBLOE
WEEOHEEICB VWL, [HEZTNTO
HEEIOFLICBL] WA ~Y— T =7
AR R=T T4 YT, DFN | EEMEON
KOPFEABOIRN RS THS5RIEE S

—113—



Reitaku International Journal of Economic Studies

BN ENDHEOLNIIR D, BIRZIUL,
EARWLFEMEE LT, H57-0T [FE
T RTOEHOHLIZE L] 2L 5
A2 g < RO L - R OB EE DS,
B EEREANOROE T 2 & 128
HZ LIl b,

T ZITRESAZ, - ROHEE L
LT, B35 B & O EH I ChHig o
EBER BB e IR Cnd, LT, Ih
5Ol & O —EADTHEDHEEDHFERIIZ
RPER BT O E AT L2 TWAHDT
HbHo LLanb, HEIZIZ, &Yk
WHEELTOBREIAD, NVATTEVD
MR TED L) ZflifEz MEL LS D
BHAELIEE LTWAH 2, DF 0, AEiEE
L COBES AOMERITEIE L COWEE
ITENZ DWW TIE, BB X UEFEHEREED
BHEIBWTHWEZIZH T ) LA RV
EIICRZTONS, Thbh, BESAH
B OEERBRIZE D X O % R iE % #7212
WINT 22 W) AT > Ty — ADAE
Hr LToOEZEPLIZBWT, HSOHMER
DI RTCOFEHOH ) e WE L ThH L
BETUELROTH D, P mFELRERL

£ LT HHFEHFIC, HOMPEMAL TS
RTOEFFOHLICEE 7 BT, B O
OB RIZEEE B TD L) Edd e
LWl D , HOBEKRTOH - 2FHEOME
ZEFNTI 2w,

(2) W22 (market space) ZE%9 5
2o [WHzEm] oEgked, L LT
DI EPRTET L ETHD, 20, £
Pl T AL OMBEELHET L [
LEZDBNTH D, ERELNTEIHEE
KO MIL. £ OWE . EERERDN
BRI ED VL DTHY), Lzh > T
ey e @t E R—2 L Lzvwbw b [
] 7T R ERKT AT LA
W TH o7z, 72213, ThZEEHFERBLIY
FERMEEDOIHFEORE AR EE 2D L IR
Be. BAZERE. REFEmEl, Ml c THE
TH5IERD (BB,
EoMIcbHE o0k HIZ, SHETO
NVATT - VAT LADEZTE, FORER
PO N4 R L T2 L3R T
&b, TLT, L L CIEBEHRERLMZEN
EHLTW0OIE, EMELEnHETDH

FOR ERRVERRERED [MiHZMHE]

B2 H—EX
DR DiRf

B - H—EZXDNCRYL T

[ mmams
NES—EX

i
i
34
8o
II

NEIOTI L

i HA LR
R = i

Nk :
o y-ex b
ST ”
N ErTER !
i EE R ER X :
[zmass 7] :
L x
— [ mmms | [memw|pooraxssd]l
== : :
oy | gemmE ||| sEBEaET0s 5L
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5o DF ), EIEMPERER. EEMER
EOBGE L BRI ) —IOMRFEREL . £
NOEREH L2236 BF I L CERY—¢
A xSt AEFRETH L, L LD,
COMKIZASNEDIE, WHIEARY M
WHET D == ANORIET—EATH

AL LTCORBEDND > TWBLEE DR
R EEZT I L2 Ewn) Ry = — X2,
KANDT A 7 AT =120 L TR R L3 T
T5LLAIRFEL TRV, L> T,

NIVAT TIZBET 2 8 - - B A 2t
THLHREDOIIEEH S AL, ZOEFE LW
IR EIE, ~"VAF T LI EER Tl
Wz C BT, EEOEEMEE &

Wa~—rT4 27 - T—<OFEZFLS
LA,

Thbb, INPSDOERD D VITERIC
Eﬁ‘ﬁ‘f%%ﬁiﬁi‘z BV, i EE R

WG L 2 e 6 nwZ &k, D

T@zﬁk%ﬁf%%o

— R, BEETEOY A 7V - ETIVIC
L oT, M - - 20 A EKT B4
* (5 25VITHE) PEEOTHICH DS
W9 2 AT D), ZNUT Lo THz %
- AR EFEROTa v 2 ST L S
EThbD, FHIZH L LH I, BEOEE
TENI T RT3 DOBRBAESH L, »OIEE
BIZAELTWD, 2F 0, BENRIZETX

D &) NTRKALT 2 22 &\ ) EEEIY 2> Okt EEERIETLER (Pre) 5. BE
FI0R BEEMICEDTHEHALEDA H =X LY
Customer
deciding
what to do
>
P O ti R
V\ I:"] re Operation i ;
_ Post Operation
Customer
maintaining,
reviewing, & During Operation
) ~
renéamt/.lng, Customer
upcating, doing it
measuring
results
OO
Sandra Vandermerve, R85, p.74 (—&B4H)
18) o [WHZEl] oM&id. ERELVCERMEFEOALLTHODLHELEMTLBICHETREWSH L v

5[] OB&EThD [FHHEIE .

19) ZDOF ¥ — ME. Pre, During, PostDFNZENDEMTH Iz =— A% HKRA L, ZO=— A%t S5 HHE
HDHVEHEE - T EAOHBIEHRT LI LEETMLLTRLTH D, 728 21E. HADEBREREIZBT

% ?%ﬁﬂﬂ%%i"?/XTAwTirﬂ: 3. During (BESEitfaes) OBM. > ) fliH+ O
X (BMET 2 2 EDBCR) OFR» LA TN,

L CTOBEE S AD QOL [ Lo

FNENOERIRLI2FE Yy 7 74 ) Y 72X BHF

% FHGORBEET VG, T v 7T - T4 ) VP OERSNIMARETVOLSHEEL R LD TH Y KR

L7z &9 (2% BB 2 ]

HeETNVERRLIZDDTIE RV,
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PE L7z R 2R L w58 (During)
&L RBICEBENZOMEBEE ZOF TR L
72D, HHNNIEOBBEEIRY Ko THEL
720, HDLVIEERE R ASHORETHE
T4 L) BERS (Post) % ETHUH 727
Pre DWEBEICA D, DFE D fEDH 3 BRE
. E5RDROITEDOE > & 7o TH
ATE 2 RIS B SDX ) YA T UH
BV RSN TV LODHEHEETEOHFET
H5bo

COETNVHRIET D &b THEEN 2
Hild. ZNENOERCTE L 5L EB o
RERD X v v T FEERLE T ORI
DHREDBBHEVI) HTHDI, UL, BEORH
Ba I RTOFFHOHLIZE L L) BIRT
FEIUHAIY— - TH =D ADEEDOH
FrRLTWwD, 2F 0., BHEEE,SER
HENL8FEE =%, il FED
LWVIFEEE LTERL TV &) ERT,
BEAF ORES O & JEAME % FREFE O H 12T
ABEVIBBEERST LT T4 7D
EERMifEA S TN T2,

7ol ZIE, TCICHA LW ADEERER
BRLERG, BUE LIRS RRE I £
STLHAETERY — AR ML, [k
IZZCBET 2 WiB L RS
WA - E LT, HADESRE
BHEDZLZLDEoNTF o2 DIdME
FEALE & V) B TALZ ORI L 24
B tgiE T b o RORETH o720 ZDE
B COMPARTIEN L, VWDIETEM A — 5 —
ELTEMZ TR L A HBIRETH - 720
WL OPDOHBENZFOWZE BTSN
N, EBIZIEENSOTEE Y -7y bEL
THEE L, BT 5 2 e kT ianro
7eDTH D, D% KENZBIT HAETHER
L OO O L DI 2 OFE 0 E B HR
A, comEEfmsHEE L ThD 2

LD, FEANOMBFANIZ L > T O
FEB 2R L 7o R AR SR 5 S 1L
72DTH5b,

RN Z DRI R R IRAE SR A3 B 5 S 7R AT
T, INEHELZEFHEOVDEDOE LTH
FedH T EICHE LTI, #ire Z E ek
% IR AR OB ER ICHE T 5 L) It
REDHEEA YA NV ERFERT LI L2 >T
WeTHAHI)e LALEASH, HOHHGEIC
B L5 (B L) IREN L S
Z LS, HEMEERY LI T LREICH
AN EEBHI LB, 2F 0, [HE%
FTRTOEHOH LB L | FEREDSTT
OENLEINho72DTHS, L7z23> T,
e AL 2 [ L 7zisfmes £ 0 & Bk
DA T O FR FRURATE AR S AR A S
SEFSFELATYE SN, EHIKIEEEOH
WA R L2 DI HEROMER. k7%
EOBEOEGZTIET L — A% Lt
THLHEHARLIZDTH S, &I THEBE
WL, BHOFAMRAIRIC L > THEM %
AL, ZOHBHIEIC L > TEOERKEE
P& S S CREfEEME AL, EHICH
BB R, BEXILKRT L &) &l
A= — DL B FEILRD/NT 74 K &
EKRELENEAELI LIRS T

ZOBET, ORI LFEI LT IO
UL, B CHLBESANT =7
AL7zZETHD, 2FN, HHDTA TR
FANEALKHEG TIHETELNS, O F
O Lk U7z Pre = During = Post &9 7
Ot ADRPNE S FSFRER=— X5
FHERL, ENSZH - REGRY —EA
ELTEML., FEOIKEFEHL-OTH
bo TIIIZBOTH O FIBREE G-k
HREEHES A, EHIEERESADORKE
LD EbOTHEZBEEBAEIBES LT
72DTH5b,

20) Sandra Vandermerwe [2004], Breaking Through-Implementing Customer Focus in Enterprises-, Palgrave, pp.

49-80.

21) HADOEEEROBIRIZOWTIE, http//www. teijin-pharma. co. jp/ S
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2513F International Health Insurance (IHI) corporate customer activity cycle (simplified)

aSEess set goals
. wellness ! .
rz\ﬁgw policies Assess decide on wellbeing programs
undate corporate

communicate P Look for \ health Communicate to assess &

10 top Info. top management compare
management Make

Purchase
quantify obtain decisions
difference data pay buy

measure results

szr:li);g assess health status
manage signals During of employees
recovery '
—a readiust /" Manage
lIT\nage look at | gctions employee ¥ goal set by
1iness  / options igr?;itdates wellbeing / employees
undergo Take Manage action plan
treatment decision manage relocation Y track progress per employees
crises action

manage move

manage travel

Sandra Vandermerve (2004), Breaking Through, Palgrave, p.72.
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bET7 LX) T 4 2 HEMRSRAM S
ICEAf S, B METIRICED
OTEELGEEN T L —LT— 2 %7257
Rl s 298

CDEIBREZFINDE, TNHEDAN
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LA RE O FEAE & ARG O BRI E O
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HEERBOEE T TIZEHL T L5
WHE1BHTH 5o

(3) H#32%2[ (business space) ZiRET 5

EoOM R EZ T, FEZH (business
space) DIEETH 5,

T ARDHERM L X, wbiE
[FgE0EH? Ths, 20, HHOH
fhAs, JEE 0 X9 REEE (who) #XfHR
12y ED X)) R HERED 5 I3l (what)
z, ED X912 (how) LTRET L, £
D 3OO K o THIE SN L EHEREFOZE
MW ERT LI ETH D, 20 [FHE
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FALITRIFb-alyr] b d
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Summary

Developing the New Business in the Health Care

—Based on the Customer Focused Approach—

Shoichiro Meguro

Customer Focus is a founding of marketing and increasing importance in Japanese health
care field. In this article, the discussions are focused on the concept of the customer focus in
order to understand the value of the concept under the traditional but drastic changing
marketing environment.

Based on these key conceptual foundations, the model for developing new businesses
and/or organizations in the health care field is introduced and explained how firms and/or
organizations create a new business. The model identifies three interdependent conceptual
managerial spaces founded on the customer focus concept. The three key components on the
new business structures are (1) defining the market space, (2) setting the business space, (3)
developing the organizational space, and these functional components should be managed
simultaneously and intraorganzationaly based the holistic conceptualizations of the new
business.

The concept and the model which are introduced in this article will be able to be shared by
the management and marketing people who are responsible for the developing new business in
the totally different business fields from the health care because of this integrated approach to
develop and manage the new business around their existing customers.
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