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Abstract

As the environments of world economy have been changed so rapidly, the conditions
of marketing and distribution also have been altered. In korea distribution industry has
been changed according to the introduction of various patterns of distribution and
marketing. Among them the emerging of network marketing, same meaning with
multi-level marketing in this research, is a important phenomenon of distribution
industry in Korea. Not only it contributes the progress of national economy, especially
distribution industry, but also it includes some limitations and criticism from the
dissenters. In this paper, the clear definitions and characteristics of network marketing
are suggested. And the current situations of network marketing in this country has
been analyzed and compared, The future perspectives and problems of this network
marketing have been diagnosed and classified for the future development and

contribution for national economy. The various alternatives for the future development
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of network marketing have been studied and suggested in terms of each role of this
industry such as distributers, consumers and government. Though this paper has a
small contribution, it contains many limitations for research. Therefore it suggest future
directions for further research.
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