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This research is aimed at the development of demographical method for the projection of
various market sizes. It was found that there are three types of the relation between house
hold ages and market trends, namely younger oriented type, older oriented type, and age
independent type. Furthermore I made a comparative review of the traditional projection

method and the probabilistic Bayesian one for the fertility and the total population.




o (kK16 —3%5)
4. BLERRF/XF (FEZIT)

(i X] (BE4. wICER, 54, AROAE, &5, H. EITFA)

[REFBIZLIOINABEAOCEBAOBHOSETE [BEFEHEIFESIEL 6465, 2012

[RANAABBBOBRICBITABRES AT LOER] NOFEPIES, & 559 BF4, 2013
£11 AFE

(FERIRAOA OHESE) [ FRiml - AOBOtEoB@HEoir] Tl KERETIEHEE,
2013 £ 12 H F &,




