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AUARR BB LU BRI, IPRE B — R EMRAE —i
HIR 5 R BT LR R Bk £ T HE R KBHER, BOREKE, BRTFTE
H#t RARIEME , EHALL RBIHE IR, AREDE NG —NRESTE D
E: 0k iy s : ‘ :

HEL AERRE, BB EEE MR, XS — MRS A8, VX
RAAER, XHAZB2EF! OREH, RIIOZAREEHEZRSE R,

FEHHEHEFNERE, UAERARSHBERHFEYSENTT, 20



6 TG E B AT
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EHRERE  RACHTRSADNRFEREE R, ENFEMENER
B,

=, TEEHE: HELLBOESS

BEA 21 4R, BHEENTEMNENRTHHFENERE THREEL . KHE
WG B R— NP AR TS, B RS — R GR A, # TR ME
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HRENTRZE  EREREEHERREB N FTENER ZEREEH 28N
LS, U R . TR T M BRI LR IIT. BIFRMSE,
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R BEGR M EEER, MR EX BB L ERE#., S EERHTE
25, IR T S, AT LS T Internet )3 3838 K55 ; ISR RS0k =5,
W—FEARBESE™, F— T B EREREYRATNESERR, HE4N
A LAl PG AT KB4 B S IR S5 o TH 3% 38 X0 T o A 0 R B T LA o 48 AT
RE,EREGATLLUAESMEX S MF =R REHACHEL EEEHWAS
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A F=E SIHRE , ENZ A8 Inteet FIYH L 7 B — So At i A DL AE
. ZENM ERAMHEFEBRMBRES I, YR AR HRNE TR AT LN,

V. L5 5%h P 28 43 ) ( Amazon . com) 8 2 /& Nasdaq W E, EMER L BHE, H B
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WEEEBIFERREMENBLA, . YANEMETHATHEREN, 2 F
TEMOENSFFR], RELVBRBGARIT AR, ABIEZAX B EHEFE
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KPRl . RIEBEHEIBTRRE— ol S5HRE SRR 8N EeE K
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BERIXRBHN BR, S ABRAR R A7 BIFRAR S A E R0 ; F
N5 & INRESF BARRMESER T BRI,
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B,
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B 5B 4 (Interactive Marketing)iX — #E /& AT LU ™ SCFIBE SR T #6417 B4R
M B, BRI P E MEN TR, B Rl ek iR, LA R T E
BTk, B S M AR RN — M B, W E R, E3hEs AT
BEMEMPERANLSE TEAME . XMESHERNY T KB it
FIP= B R — B EMTE M5 B BT, Rl RIS R 55 R R SR (vl B 3%
PR RIBAR S ) KA M5 BT B B, AT “H” B3 N “hr”
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BIARRITE T E 98851 3 4 2 161 B A B b B 15 S B A 458, s R Tl
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FIIRE 85 (Knowledge Marketing) SLB5_E 3t R AR BT —FhE S F B, —
FhEN TRV EARBF AR T H RS TR, Fst, ShE—fel
BN R, VR HR AR B S SRR, ARE AR
A, AWTE T G HE RIS 5, 3E LURHB AR ARSI A R S B A L
RSP e d Ba B s,

A MERFHHL. THEHRFAE FWHITER, THE. =58
B SR R A S, X R — TR R RS,
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