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This paper is an attempt to solve problems concerned with needs analysis in
English for Specific Purposes (ESP) by applying marketing theory. Analyzing
learners’ needs and those of discourse communities (social groups with common
goals) is an indispensable procedure for ESP course design. However, empirical
studies have shown that needs analysis is not widely recognized as an important tool
for course design, nor are learners aware of their needs.

Marketing theory has a positive attitude towards needs: It tries not only to
analyze present needs, but also to “create” needs by developing new products and
services which will meet them. It also shows how the information produced by
marketers makes consumers aware of unperceived needs, stressing the importance
of marketing activities.

The keys for success in such marketing activities are the 4 Ps (Product, Place,
Price, and Promotion), and appropriate combinations of these 4 elements (McCarthy,
1982). Applied to ESP, marketing theory shows how teachers can play the role of
marketers in making their learners aware of their needs. I suggest that the 4 Ps
above can become the 4 Cs of ESP education: Content, Cost, Classroom, and
Consultation. Content means that ESP education focuses on learners’ specific disci-
pline or profession. Cost is naturally a consideration for successful practice of ESP
education. Too much work for learners and/or teachers, or too much pecuniary cost
can be obstacles for ESP education and should be kept at reasonable levels. A
classroom is the main place for ESP education. Consultation means exchange of
information between teachers and learners.. Teachers provide information about

learners’ discourse communities to promote awareness of needs. Learners are also
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information providers in that they communicate their wants for learning English and
they can talk about their subject knowledge. Transformed into the 4 Cs of ESP,
aspects of marketing theory can make an important contribution to successful ESP
education.

This paper also addresses differences between the objectives of ESP education
and marketing. One of the main objectives of education, including ESP, is personal-
ity development aimed at making responsible members of society, while that of
marketing is “to create a customer”(Drucker, 1954).

Despite this difference, ESP education still can learn a lot from marketing
theory. Teachers can be encouraged to have more positive attitude towards needs
and make them central to ESP education. Thus, problems of needs analysis in ESP

would be defused.

1 Fr®HIC

2004 4E 4 A» S ERIAFOMIIEA L ERERTCEVEBRRS I CEEA
HERD ONB LDk -TER, EVHZE, EREIHEOHWNCL >TED L
S EPHESOEE I ELONIHFTOMELERL TP LWL IHETHDH
B, ZDEIW. RERECHFOFESEAES NS R, K¥E2EL UTHEERDOH
HEMDANS I ENEBRE > TERLOTIRRWIES S H,

D& D e RERIYD & RN REICE A AFFEIC BV T H ESP (English for
Specific Purposes) #E D= — XAMie~—7 7 4 ¥ JHEmOBREA» S4H L. #HEWL
EEROBEREHATAZ L2V THEM LV, ESPHBFZ BV TiE, =— X048

PETRARLLDTHHH, ZOEAETRIELbF V., ARTIR, O LD 1M
BERERT 52— T BCEMO = — T 2 B BEICESZ Y TR S, v —

rF 4 TBBREIGHTAIECEDE I RBEEVRDH IO EHEE L2V,
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7. 1 ESPO&ERMHH

ESP i3, HFISBRIOIE HE) ThHY . FEEVHBE T 2 HSEN (74 A 3 —
AT I AT 40 AOELEN DB, ESP 1. FEENSERAE, £/ BkE T 2 £H

2 Swales (1990) . F4 AT —R =3T3 2=F 4 DRIOFKREE LT, DIHBEOEM, 2) X /31—
BOEHREE. 3)BMOHE. ) BRCB -7 Y v >, 5) 2 sk, 6) 5 2 REOMRER - ifiE
BOFEEZ DT TS,
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DIFEERZSMLEET 2 E2HNE L, ¥HESZOHSERN D= — 21215 L
Twde ZO=Z—X5Mik. ESPEHBEOERE 22 DTHY ., ZHICED 3 —2AH &
DEBHED=— XIWRL L7z b D1z % % (Dudley-Evans & St. John, 1998) . Hutchinson
& Waters (1987) i3, =— XK 2 EHD:E W Z #43, ESP & EGP (English for
General Purposes) D& W TH 2 L~ ESP B 2 = — X AW OEE 52T €
W3,

2. 2 ESPICHIF»HEMDSRELER

APIFETIRBMOBEIIEELHERTH 2O T ESPHBCB L CHEIIZE S b2~
EnEH 220, ESPEE T, FHEOHMDTICEALL 723688 H % £t 2 5.
HENE D 2 BEOHEMDTF OB KD S h b —7, FEECEYENTEBT 27 4 A
=R+ A3 =T A DE=AENHL, ZNEFRICY T NRICKRT 2 LB
T® %, Dudley-Evans & St. John (1998) . ESP #fiid 6 7% (Teacher, Course
designer, Materials provider, Collaborator, Researcher, Evaluator) %z T\ 2,

Teacher \&. XF5E D EH 2B 2 BEITH 2 53, ESP #E T NEBEH91
%% &, HMARRRFEEFICSNR, 2322V -2 3 Y OEBI DL TREENS T RS
AAREGZBE0S, VYNNIV PO LI BEEICK S,

7z, ESP #hiliiz. Course designer and materials provider & L., 228#0 = —
A2/ —ATHA &L, BEMEREL ZFHIER S 20,

Collaborator & L TOHHNIL, HMR LW/ L TEMORENTE2E LD, 74 —
LT A4 —=F T RTDGEND D, BMREDT 1 —b -7 4 —F > 71k ESP #iio
IR EH O L CERTH 5 (Robinson, 1991),

B2, Dudley-Evans & St. John (1998) . ESP #ifiid Researcher & LT 4 &
NIDGE L BEICERL T iThiEk 5% v e LTwa, Robinson (1991) & . 2
WO REETISBETH Y | 2 —ARED B OEMST O EEEE | SEEE.
XA R BREZER L 20 IER SR »ERNTW 3,

k&2, Evaluator i2 Dv>T Dudley-Evans & St. John (1998) . 2583 0Pl
T2, I-ARFREM IOV TH I AP THFHM 2T 2 LE S H 5 LR~ T
V2%, Edwards (2000) &, —EEDI—RATHFA R SINRBHEEZTIVF VTN
TRECEDEE . == AR Eb® THEICEIHET & Lik~T w3,

3 “;‘E’%ﬁﬁﬁ@?‘éﬁ:%ﬁ"]ﬂé@]'@%%f{ Ad—A » D3 a7 4D a=y— a3 iE#EHEET
L ETEEN. ZOEMCHFLEREEOLDTHI VYRS —HHMIC L > THEIS B TH 3
(Swales, 1990), ‘
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2. 3 Z—ZXSOMESR
2. 3.1 Z—ZXPFOWE

= XS OFEIE FOES T L LTSNS Munby (1978) #f Target Situation
Analysis T, FBENEE L ¥ REMEEAREIO =~ X £HE L7z, £7z. Hutchin-
son & Waters (1987) x. FEM Target Needs TIZAT0 L DFRMN S, FEEH
i[»3Z L7z Learning Needs #4347 3 2 SEM W DT, Brindley (1989) .
Z % Objective Needs (BFEMWICEE L+ <& IRHE) & Subjective Needs (FEEF D
¥ I SRR VIS IO FE L 7, £/, Holliday & Cooke (1983) %, ESP
BELERT 2 THOBEREEMIL. XEPEEV AT LHFOERLEFRT HLE
M H D5 BT 5,

= — XSO B TR E L T, ZANLBERIEICE 2=z 5 2 e
BECHD (West, 1994) £E2 6N Twa, #FL T, =—X ki, FEEFLOEE I
BR72 4 TOWEHR (Porche, 1983) TH D . % 5 v o 2Ry SHEL T % b O (Richterich
& Chancerel, 1977) & D35GH H 5,

IS DT R Z T, AT THELL, ESPHFOEB L 25—, T4 A
J—A +TF 2T 4 TOHEWERE BB L LFEETLORE 2 LT 5 HIC0HE
BETOBHROP S ESP HENHE LEETH 2 LMY T 20D EHZ 5,

2. 3, 2 HFBEZ-ZADHE

EEROHEBGED» 513, FRH L= —A0TH I Toulv v ) 1B H %, Dick-
inson (1987) . “the vast majority of learners do not have any (needs).” (p. 88)
R, Allwright (1982) dRIBEICHER L. B, FEPRFEEEN =X 2L, £
NEBRT B2FIHIT T 2HEND L £ibRT 5,

Erz. HE (2002) id. HARDKZE 1, 2FEOE L HEMSBORBRELZLEE L
WA D 5 EIRRT D, IO ok, HELS ESP BHEOMNER 2R UL &
D, ESPEE»SBEE»DFRREE 22 AREEEZED O TIE R WIES D 2,

2. 3. 3 aA=RFHALLTOZ—XPWOREES
Z— ZSIEE., HEADZEMAWC B W TH ESP MEHa s e BE LRI D
N ESPIcBI 27 0EIEENERINDL LI TR > TELN, —BICEI—AT VA

D ORI OV TR, BICERML T 5,
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YOY—=NELT, HEVRHMEINTOEWI EMEfHIh T3 (West, 1994),

Fizo, REXEFBEHEOEBICO =—A0MOMERIRD B, RED Y 73 AL HEEH]
FREIMFR SN DR, FCHALZNRE T 25T, FEOBHD A WRETO=—
Aot Ry . ZOBRBTIE., FENEE L ¢ EWEELES (Target Needs, Objective
Needs) & LIc ==X DGR SN D, AL, FAEDOREDHEE . FEOD
BOFRGER L, FERA» SBREZHL > TR LR TET, FIFEDEEDRK
D EroHRT AR THHZTI L), ——XMKRRANELEELE L%
v,

Hio, ==X 2 EAEN DS 1 DA H %, ESP Ic B W T, Bl D & 512,
REFIRDBRBME L L FEFORREHE, ¥EEO=—X 27V F ¥ 7 VI —
ARFWK L 2T niE72 550, LrLERs, FEED = — X 2HF L FITL
TEMT 2 L5 EHMCBABIZEC o258 bH2 9, Hl2E, 7y r—r %
W 28%a. 77— FHA Y, 77— OE, F—2 0., 74— Fv o,
T—RAAFENDRKILE VWD FIEE, T—ADORPTAENMROETI L IZR 2, bbH A
Aoy A—ABTOEHEIG = — X3 CESPEEL2EMHT 2 I L bARETHEH, =— X%
e L, HNZB -7 ESPEE 2 EMT 256, HEBRED = — X5HA~DH 11134
HTh3,

Flz, = —XOMOFERIT DOV THEERDHIMCBE§ 2 IS b 5 (Lawson, 1975),
BEEICEDT 2 — X LHET B5 L0 3 EEICB LT, Lawson (1975) i, “Where
a deficiency can be remedied by the help of some educational process an ‘educational
need' is established.” (p. 39) i~ [FEW=—X| PHET 0B ERHB %
AL T, ZHFFRCEERO Wants 2000 Lic = — XIZHE S BERHE L T 3 25,
YENTVE»PBEE->T, TNEZDEEHBFIRMLCOBELDON, HEHELT
DHMSBETH B ELTWWD,

2.4 2r
2 R FOHMFEI X - THBRIZ O S TR Hb &3, — RIS <
DBENZ = — AW T —ATFA VCHNTHS E 0D CEBDE VSN T
Ve, FIZ, EEHEHBZ - AMNTEHRINTOREVLEWI BB L | Hic=— X9
TRHEMOFEIIOMBEEFEZ D L FEID=— 2T 2B WEN - iR i, &3
W, BEEZL L TOHWOERICEETH B,
ZDESIC=—ZX0Hd, ESPEHBIC > THERCEERFIETH 201 bbb &
T, L OMBEESH 2 EnEnERoT, RE, S, BEEEZ, =—XHYE
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B e~ — 2 7 4 > SEREME T 5 2Lk ). 2255 ESPEED=— X5
HZJERT & 2 £ D W TREm L 72 Vo

3 T—HF4UoVIBRE ESPHEBTEOBERIZOWVWT

1.1 w=FFqr9rid

PR GEEFEHR I 2R, HWEEOAMTEED, TOFBREMRBDY —CAED
LCHFEEHITLD LT3, F ok TEINY—F T 4273 EDLI Y
DIEAI D, UTE~—F7 74 Y7 OEEZBET 5,

(w7747l BREDSLUCMOMSS S o — SV EHREFCT S, BE L OHEIRRE 2
BASS ATERBESEEC TS TGO D OREWEIMTH 2, ] HEEA HET—7
74 > ZlhE. 19909)

Definition of Marketing: Marketing is the process of planning and executing the
conception, pricing, promotion, and distribution of ideas, goods, and services to create
exchanges that satisfy individual and organizational objectives. (American Marketing
Association®)

[HEOM B 20— EAZOLMIHED = — AT+ YYIHGE R I EDH LR
EWMEBELTV S, (A ~—5 7 4 Y 7ORNOEII, BEORAEFEHAT 2L TH 5.
(Y 4 vy &/INEES, 2002, p. 2. THREEH)

B, == 547 bid, WBEOMEESBEI A, HEEO=—XZHRL. H
BEDOIIB o CHEEOREMEHS S ET20EOFNEELL I, ThiE. vEY
b (1983) B, w—F T 4 IO, FEDFORKRDOAWCERZRT B ) >N
TAHWETHBEMBHRL ThDErsbHe»TH S,

UTFo#1IZ, FEOERREDS B~ —7 T 4 ¥ 7 O L 2t 5 ESP
OREMER L TW5EH, MEREEEIEVI EB8SM1E, T, =—XF~3v—77 4
Y7 OP R R T FEREEO—D GHEBRA. 1996) THH . ESPEBFICEWLTH
HEOER R 2EELHMATHS, L, =7 T4 v/ D=—R e, HEOK
MEEATHZREDOBICE v v 7H35H 5 LB UK, H20IRZRRU RE
(b, 4. FEFE. M. 1993) TH Y, ESP O =—XHF3Rcin T2 b0 e LT

S HEEAHAEY—% 7 4 > 7HE (http://www.jma-jp.org/)

9 American Marketing Association (http://www.marketingpower.com/welcome.php)

DIy ViEs— R ERERREE LEEBNCAWONE ZEbH 0N =Xl H 5ED

R PRV EBIMEORBL L5252 EMNTEL, (P V4 YR MLWERS bO%E

Eﬁ ZEMTE, FLTHODDO TR FREEBI LVIBR AR L BB UL THEELR
1 Bk R, BETFH. EE. 1993, p.6)
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Lacks, »2\»ix, Wants IS TH 2D, Fic, HEE L¥2BE, &Ly 3

Y, WA, EkoEEEER., PO ERICH L, IREFLOFHEEFE-
Twd, BREHTAREE, =774 ¥ 70— CH§ 2B R 28 Th s, B
Ei3. BFEO=— X Hnd 2 B TIRFZEMIOEN 2D TR H 5 4. /7%

FEe = — X RHEE L, TR 2BERP Y — A REFETE LD, =—AD
BhERHD ., BEAEDVHTOTH S, TN LT, ESP Tli, FEEH 03 RE

ﬁ%@?%?4x:-x-::l:74:%ﬁﬁ%mﬁfl—xﬁﬁ%ﬁoténfw
M. =TT 4 THERD X — A E[AET B | Lo e BRI S BB E -
TWRWOBERTH S 5,

(1) ~—r 74 7 & ESP #&H DM

=TT v ESP ##&

HEE=—X BBELTAAT—RA « D22 =T 4D=—
HE = — X e B L U7 ST = — 9T & BOEEED

HREER (O EEHRR) FREPLER QHEEHLEFR)
=— A DEIE. Fth Z DB AT OMEEMR S S a2

3. 2 EERCBUZIEBE--X0EEH

3. 2.1 EEROD [Z2—-X]| tVLHEEDOFERIZO>WVT

FEI T, HEEHEOHNRE T —AXS T 4 KD BT, 2OhT0 [=—X] &
W BEEOMRMEE, S £ OBEIEEBET 2, WEGRIE. 5K TV OFNHR (1994
11 B~1997 4 AD 23 1) 206, #HESBRHFRCBE T 25H%E, S4TH B, #t
SOEIROBINE, K7V OAHRIE., 24 BREREMAOERETH ) | 28 52— E
DTHEFEHKTLIENTERORIEICH LR, HNLRIREZOERGEFRE L
THECEBETHD LI EAMNETETOND, £/, 2HKHOHEMIE., 2OEELE
BRRTRTH 2N T, FENLREORSETEETHIHENEDL DI [=—
R EVIBERF->TWENT, FOBEAOEROEGS, BEEL M TE 2 &4
WiL7zAaTH2,

S ROFEHE &2 OMER, [FRICOZAT] (HERTOIR) 2 4. [FE]
(FHBOHAITHRTOIFR) 3#, [AHROIIR] (AR TOHFALE~DIER) 2
. [HEEL2WZ T) FEECEL Tt B~0RIR) 14, &5t8#ThH %, FE
BRIE. 28 HOTHEON. 61 (15%) DRET [=—X] LI SEBFHENT
Wiz,
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BRG] THROBOIELVICE 22— R0 IC MLV LOMH Y 9, MRy 227 EEbh3
ROMASEHEEBIAE N Z 2 L5, BEREZOROMROAE L NEE>2=—X
Bl % DERMKL EMEEToCBD T, (HECOLTAT] 1996, 1/1. [V —
) 82915, p. 9, THEH)

UEORHERER» 0T 2 L. REOREREEIHE CTHIHEN [=—X] L
IEEEEVWHETHEALTWR Z s, ThADNKRE FOBEELF—7—FTHBZ
EOHIMTTE S, RHBICEMMGETEZ2RETHS. HAREVWIHTHEHSATY
LV ENS, [2—XWEHBERD 2 LBEEEHESEBADA vy -y LT
CEBILTWwAREEZONS, IO s d, FERCBIE [=—X] OEE
MRFEZ BNB,

3. 3 HBBTHETN

HEBTEO DEFEWFIRIE > — 7 7 4 > 7 R RE OMEO BRI ER (A, 1997)
U 3B = — X O & Z W 2BETIICR U0 2 2 iRtz ER TV 5,
[ 1 ® Consumer Decision Process Model (Blackwell, Miniard, & Engel 2001, p.
81) X, 1968 FEDFIRRLA S 9 ki & TF O E KR L 2 CE B IT V23 o HEE D
BHBERREEZETMELTW S, IR, =77 4 V7P — L AELSENED X
IV =T 4 Y TEBEITZIE R VO road maps & FRIZAL, B OIS0 fEHRAL

(M1) HEEEIRREE TV

Need
Recognition Environmental
l Influences
Intermﬂ‘_ Search * Culture * Social Class
I———Dl Exposure Search ¢~ -+ Personal Influences
l l * Family * Situation
Stimuli Attention Y ¢
« Marketer Pre-Purchase
Domi Memory Evaluation Individual Difference
» Nonmarketer of Alternatives l¢—i  * Consumer Resources
Dominated Acceptance + Motivation and
Purchase < Invol
* Knowledge * Attitudes
C ption + Personality, Values, and
External Lifestyle
Search Post-Consumption
l_ Evaluation
} Dissatisfz ction] ] Satisfaction [

v
Divestment | (Blackwell, Miniard, & Engel, 2001, p. 81)
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HYRHERL THE I EbRHO—D2TH 2, FARTEHT 20RBMOLIRICH 2
Stimuli TH Y . Blackwell 5 ., “Marketers often communicate a need, thereby
raising consumers awareness of unperceived need or problems.” (Blackwell,
Miniard, & Engel 2001, p. 73) &R, ~—7 & —MRET 2 Filk EORBDEE
Lo THEHOBRLWBIZIHE S 2, ——XOFBICEDL LT EELHERLTY
%o

3. 4 REFML~FT 1 rITOHEEH

B D Blackwell & OHBEZEREEFLO Stimuli K& FN20OM, =—7rF 4
VI DEERTH B, TCEEL T, Marketing Mix (2) rwde—rF4 >
EEIOTFERCE T 22055 D . 4 Ps (Product (85) . Price (ffitg). Place (¥i3&).
Promotion (ARFE(EHE)) #EoBEICHASHLE R Z N —¥ T 4 VIO TH
BEEZBNTWD (McCarthy, 1982),

(1 2) Marketing Mix

Product | Place

fc\ # [CJ i3 Consumer (JHZE)
N

Price | Promotion

(McCarthy, 1982, p.35)

Marketing Mix i HEH = — XTI IRGEREFE) 2R L T3 55, ZILEESP
HEICHTRONE, FEEO=— X2 EHSE TEHCH T DT 5 LTI ICRRE
THLIENDMD, LTFD X H12(32). Marketing Mix @ 4 Ps izt LT, ESP #
BO4Cs #FZ 72w, £9. Marketing Mix @ Product WH Y3 2 01k, #HEi»s3y
FWHEHET 2NE (Content) . fs ., ZNFhODHO ESP TH5, %7-. Price 1213,
Cost 284 L, ESP 238\ T b3 L #EINUT 5 15 £ OfE2 2 R4 U 2 98,
CNEERTRER & I ATHIET 22 L ESP o @t 218 %, Bz, Place i Class-
room & L, HEOFHELEE2RLTBY ., 2O THERERT 20 CER LD,
gL, B, B £ TH D, %72, Promotion WHEF % Consultation i, ESP

) EERAEEE FOUEEE S HRLER L LT e 5 2, WHENRED L > \THSReREL., BRL., o
BEEAAELE THBEOERREET > T AL EEBRICHLIIZLED L7550 ThH D, (3,
EfE. R J0RE 1993, p. 30)
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B BLTHEME I Yy > N OBEHD D L LT 5D, HHEEEE DB
UOMHBMEEL LT, FEEN I RFHRTE L LD, BB LIPS ER
HEERTLTWAD,

(¥ 2) ESP #%& # Marketing Mix »o# 2 %

{Marketing Mix @ 4 Ps> CESP#EE®D 4 Cs>

Product ($4f Content BENE., wEOMHIE (ESDP)
Price ({fit%) Cost g Hioa A (A
Place (¥l) Classroom  #d%ik, Bk, B

Promotion (BRZE{EHE) > Consultation #Afiiz & 2 EHROEM

3.5 GEOHSHEME

EEDHENHE S HEEofRft, fEReY — 22 DR, HREAOFIERTE DM
W, BB OB &R T I EE) BFEL. REOHSWET L W IER
NhHbH, CEMEENCETLEE LR 2 TESHERN - eI A + %
DT, PO HERP TR T2 I NREOHSNCEEDDLTHTH S
(Farmer & Hogue, 1985), % 7-. (MBI #5533 5 3855 5 13, B2EEFI0E & I,
WU BRI & BV A REOMEL & O % % OFBEOK/INMC R LIcKD &
NTws EFEfHaN TR (Fyya, 1992), 2D LI, REOHEHEEIT, B2
DR FIEERICEHEAB S THREALEFN TV E0, AFETOMETHENDS LS
. HEEPRD D EFCEHPYV—CARRMHL T Lok, En I e E 8
HWCHTIZFE D, ESPHB O =— XHH T it ic. = — XI1R4 2 SeAh 0 H W o
EHIGT DI ETHHBEIEAHD,

1. 6 ESPHE~OFRY
ZIZT.ESPHEANOTEEEZ ZHIC. £ T ESPEEEEDLEFL—~7 7T 4
TR E DEWIZ DOWTEIIRELE ZTB &2,
T, RELE) AR ENEFNOHNCRNTw S, HEOHMWIE., BHEEREOR
—&OD [HEOBEW] » ol 2ibR2 &, REHT2FL2HELLAMEBT TS0

DANEBRTH D eHEZ b5, —h. EEOEME, EAMCEABEOERTH Y.

O [HER. AMBOTREBRL. FANTERAUCHSORERE L LT, HKHEEEEZE L, HADMH
flELDEV BT EREEEAL, HEMHMCRH L oL LI BRLEROEREZHL UTh %
itk sme] CUERREEE)
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T ORER, WG~ T 4 Y IPRICE 7D TH 2 S, Drucker (1954) b “There
is one valid definition of business purpose: to create a customer.” (p. 37) &~
EYAADEHNE EEP Y —CR2WET 2 AOWNEERBIET LI L b E2T0n =
Floe RECEHLIZWEVE, =—XDRZF L. 2T 2EBEDECTH S,
ESP TO=—Xid. HHEWMER D 2 » % e rsEHcEETH Y | &I i 8mio
HWTC & > TEBEAFICEBE OIS Tw3, e, ~—7 54 > 7 D=—Z &
3. 1T Tl LS WHBEESTRELT»S %2 500 (Lacks) . WEEOF
¥ (Wants) THY. ZNo0M BERICKIS L EBEEBLE D TR NS S Mo
LU ESPHEBEBLTY, v—r 74 Y HERCE LT, Hiro— XI3EE,
WETH b, v—r 7 4 Y 7HHTE. WHEEEIEE 7 L2, Marketing Mix & U
DR R T, WRETH B EEOLEPIFHEE T 2 BRI 2R LT 0
b0 CDEIBI—=T T4 YT WCBTE =X AN AT ESPEE I E
BRIl 6d L FZ D, IO, FHE=—ADRFSNTORGL LS EETE.
S=ADBFEL RO S TR FEEIZASOITRE O X 5 23EEEE 28 0
PREODOTORREBTOLRVATE L VREFEZ B, ZOHE. HlITssEE oy
BT R, EHEVFIBT 23 227 4 TOEBEFHE DL, 2 DOIEHRE2EE
BILEZT, BB LBEE SN TR A 0EEL S LI LNEETH L, £, &
nix. FEEPHFLT 2FENE (Wants) &, HETOWEL 238 H = — Ih—5 L
oG, FREEHRT ABRCEYTH D, b, 0L k- X0 T 2
e~ =7 7 4 Y 7HE S RN, FRH - EEES ¢, BUENEESD S
BENDOBRHOBEBEMLRT ZENTELDTERGIES I b,

4 byl

AT, =77 4 Y THHO = — X ADICH R LT &1, =— X %140
M EEFCRBS . ESPEHEBCELT O DWT, BEERAOBSIHERIC L E
BB ELI6TOTEROPEEZ B,v—5 7 4 > VHHE L WEBEEADTF.
HEEHE=—XZML. TREEY R RWEL L T BOERN L TFIEAEREL T
%o AWFETIF ESP HE L OBEMER R LM ESPHEBE BV T b = — X4t +
LUWRELT 70 —F BBLBETEECIES S, £ LT, ZOF T, Sl oL dE
HICHEHETH D, =75 —EDIHEE = — XSO R CHEBIICE S LT 5K,

"V REIORSFEFR S Ed, —RETOH DR, WHEO=— X WEH L LEEEEMTbATL 3 b
DEFEZONDE, LLEHMS, TN, 3.1 THRLEBEED Wants OFHENES 75 < . ESP & ¢
HTLHEN =R L BRELE LD EL 2,
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BT 4 AT —A T 227 4 BB LD & T DR RERED ST L T 22—
ZEBEH/ L COEVEEZEAGEHEEPER L, ANLErZHFS RS L) FIERFER
THb, ;@Jﬁ 5 R EEIOEH P EEO = — AR T 28 k. £/, FRIC
R L = — A RET 5 2 LB DR, S — XTI D BRI EENT 5 2
YHHEETH B Do F LTI o REEIOE M, = — XA MHEHRIC B D 3D ESP
HEH D accessibility ZE® ., BICEOWEBERZIEREDOTRRVHEFZ D, T2,
FEE T, 2. ESP e BO T2 — XN TARTH Y . =— A2 TLICEHE VLM S
NBLENDH D5, ESP £=—7 7 4 ¥ ZHEOBRIC DV THERAT S 7o b, — s
HEICBO TS = — AR EETH L%, BB TOHERE. K EFHFMIBIG
FAT22EMTELLDEEL D,

FESEXELY

Allwright, R. (1982) . Perceiving and pursuing learner’s needs. In M. Geddes & G.
Sturtridge (eds.), Individualisation (pp. 24-31). Oxford: Modern English Publi-
cations.

B HHARCEE (1996) . [BRAR Y ¥ 4 A MIEE 1996). 3 H kit

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2001). Consumer behavior, 9
edition, Mason: South-Western.

Brindley, G. P. (1989) . The role of needs analysis in adult ESL programme design.
In R. K. Johnson (Ed.), The second language curriculwm (pp. 61-78). Cambrid-
ge: Cambridge University Press.

Dickinson, L. (1987). Self-instruction in language learning. Cambridge: Cambridge
University Press.

Drucker, P. E. (1954) . The practice of management. New York: Harper & Row.

Dudley-Evans, T. & St John, M. J. (1998). Developments in English for specific
purposes: A multi-disciplinary approach. Cambridge: Cambridge University
Press.

Edwards, N. (2000) . Language for business: Effective needs assessment, syllabus
design and materials preparation in a practical ESP case study. English for
Specific Purposes, 19, 291-296.

Farmer, R. N. & Hogue, W. D. (1985) . Corporate social responsibility. Lexington:
Lexington Books.

Mgk, b, BTEE, JETEL(1993) . [RR~—r 7 ¢ > 7V ¥ —FEed], [



B T 5

3

HEET(2002). [RFHEFEHBFOSHE - ES PORIEZ L] [8I% & £ )
No.2. (pp. 35-40), KBKZ YL BBHEHME

Holliday, A. & Cooke, T. (1983). An ecological approach to ESP. In A. Waters (ed.)
Issues in ESP (pp.123-143). Oxford: Pergamon Press.

Hutchinson, T. & Waters, A. (1987). English for specific purposes: A learning-
centred approach. Cambridge: Cambridge University Press.

Lawson, K. H. (1975) . Philosophical concepts and values in adult education, 2™ ed.
London: National Institute of Adult Education.

McCarthy, E. J.(1982) . Essentials of marketing. Homewood: R.D.Irwin.

RIS T () (2000) . TE S POHR & EE — ChTHADHEHENE Db 2], =&
1

Munby, J. (1978). Communicative syllabus design: A sociolinguistic model for
defining the content of purpose-specific language programmes. New York:
Cambridge University Press.

Ty ¥a, ROL CUMREIE, IWAEER) (1992) . T7 £ U & O R 3¥mE — 3 Tahsue
OFHEE— . BARAEFEEAE

Porcher, L. (1983) . Migrant workers learning French in France: A practical experi-
ment. In R. Richterich (ed.), Case studies in identifying language needs (pp.
14-23). Oxford: Pergamon Press.

Ve b, TO(CRBSHRER) (1983) . [~—7 5 4 7 0#EH). 71 vE> ¥

Richterich, R. & Chancerel, J.-L.(1977) . Identifving the needs of adulls learning a
Joreign language. Oxford: Pergamon.

Robinson, P. C. (1991). ESP today: A practitioner’s guide. Hertfordshire: Prentice
Hall International.

RZAAEHE () (1997) . [THBHHED 720 O.LIRE ] AR

Swales, J. M. (1990). Genre analysis: English in academic and vesearch settings.
New York: Cambridge University Press.

V4 rawy, MR, /NHERIER EHZAER) (2002) . [=—7 7 1 > ZUIg ], [6ISC
fE AR

West, R. (1994) . Needs analysis in language teaching. Language Teaching, 27 (1),
1-19.



46 v — 7 4 ¥ 7S BB ESP O = — X0

(SR EH)

95 8] (1995, 2/20) [V —#) RS o4 YR 7IOVHEAERE 284 5, 9-11

[SERL 7 B AR (1995, 5/15) [V —# RS oA vk 7 VHPERE 286 5,
3-5

MDA T] (199, /1) [V =] thlsthe 4 vovk 7 VIR 291 5,
8-11

96 8] (1996, 3/18) [V —7) #hASH oA YA RT VRS 292 5, 3-5

[ERE 8 EEEARR] (1996, 5/1) TV —#) &M oA Yk 7 VRS 293 5,
4-7

[FEIzOZFAT] (1997, 1/1) [V =7 k&t o 1 vk 7 VRS 299 5, 6-8

97 ] (1997, 2/15) [V —7) #ASt oA YR 7 VRS 300 5, 3-5

MrEE @z T (1997, 4/1) TV —7IRA&Ho A ¥R 7 Ve 301 5, 3-5

(BBYA L)
HEEAREY—7 7 4 ¥ 7He (http://www.jma-jp.org/)

American Marketing Association (http://www.marketingpower.com/welcome.php)





