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HEA7 ¥ —

FOREWORD

ERRLTRERE

MEMHEX LB, BEEH (AREE) —FEENE
MEFFRWHRARTRE T ARNER, LREERE
ERATREENLURT 2.

FHREXLHR, BEXLERELEELEPAIAL 1954
RN (FEHER). 1964 FHEH (RREE) o
1994 £ REA (hHHLIFR) LHRX (LEER) F
FRP, EFRUBREHR, AMERMEERREERK
BA. ERME-NEEARUREFLE—IRER
REFABAYNEEFABRALANSIRHRE N HR KA
B R

EWSESIHRMES | SHR. IEmE

%8 % (Drucker, 1954) AR X MR FA (FHW
LR F, BETLOLZELRRALAR -~ FHET Ew ALY
I, BETXAN, BERLCLRULFHER, CUWE
WRAEBRE, £MALWRRALE (business) HEF
RELEVSH—Ba, MWAFEZ ASL, BEXERE, &
WHWAEBHAT “FIRHE. WEHRE”, B, “bhw
EABERAAAN: THEHAPABER", KA THEAE
BAR, o, THEHNENET AL TREE, #igk



EREMHERER, FREHMWER 5 RE, 6l EH
MEBFAL. WHGEEAMENES, HRBRT LYY
EHEFEERC

BMXAY, EEEAHAVYNEELERL 3 5K
#.AMEE X-SHE5DAE, BEBNEREL,

KHBUR, WHEF LY EEY —REAFTEG, B
GEERBESXR “ERLNT" (the invisible hand) #
Y, TEREARETHERRELLEF, BEE, #
HAVBELFERE SIS HB, AEHEE, BEYXRH
ERBAWEREAFAENE. AFIWKERZEYHY
W, TARGHMN, BALVEENEFRE LESEH
W, DEBWAFRE B BES P BB A% MR
(creative destruction) E#, FHTHE TR T MR
HHEKWBERFAFRRGR BT S, EREEER, &t
—ABYTIE, SYBAFHLAATEREEN, REEW
EHEREML, BEHL? BEXABNHERES b &Y
—,

NER LB, BEEATLUZERE “3 2HE. 4
RHE" RELEBATHRAFNNESEHME2 A
FRFAERENBE AL BN, BEASVEERR
“BlBM. GlEEE X—AHEALLNENHE, A
AR EFWERFBENT L B, DhFAENE W —
FERERTHABEHLANEE, LREZEREAHD
; B—FEXERRBANSHFHE, bREZEE KA
M, XA EREETEH, AREDLEHFAWE S 4L~
NEEFERANENT R ERREFY, RoEEH LN
M, HaBEL. HAfBTE—. £68%, ERARE
TRBRTAVAREFRBNES,

BRLFBEXEFREEBURE, DB % E5

O  Peter F. Drucker. The Practice of Management. New York: Harper & Row Press,
1954, ch. 5.



M. MM EENTYE, MAERIH., BB EEN T
%, ENBENTEE, B, BRAEFELATFENIESE
EEFE, MARHER, 5l RHF. QIEHERRE XN W
ZENESNE, EHBFTLYE, E2XELFAHRHX
BAREER, INMNAEKRETERE, EHFAZFFRR
FEAWBBEELFIXROAL, BEXRBETH, ¥
“BlREE. BEEE, REFELRARX - &2
(Juran, 1964) % (EFE¥RB) —H P LA XBUHH L,
WREN, YN LEREH LT FHR, RRESHITE,
HEHSFE, BREXATARHNEANLA, KE®RE -4
Mo, RELYHZAEFREN L. &
FRESD, AELVHEFENNERRENRY, T2
LY HAEHI, TEHLSRBENTE,
BEARAARNEGARATEEAKRESAH A A TE
P, BERFSLFH ST, BEFEZRHIHERFA
B, ARGV EFRBEHRBRAMELE, TUAXHHR,
E%ﬁ%ﬁ%giﬂ,%%i%ﬁﬁﬁﬂ%ﬁﬁﬁﬂko@
B, BEFHRABLUNHS, WAHSFERRNTA
MEH—FRETX—F B, EEAHH, AKZEH., xR
B, REEMAESHARENE, VAL FHEMT—
MEFREFES, RAR “5I2#%. QIEHME FUKE
fobbm, AREAVHNER. TEHAE. FAHAR
FERY AR, BETLEHA TR (Sears) H4 Yy £ 4|
EAHBIETX—K; — M, RALERELB /LT
SHE. AEHELYRBECNTEE. EAREESESH, £
SEBRER, FEAANREARE, SEFELIAREL

O AWEARA TR

REZHHEA, TRETHNEAMER, EAFHF
HEy st ERBH LT, BETAN, AT RHE, A
BE, CLRRAFREHIT. ZEEM, HELALRTESHF+
AERTHEHALESR, BETLQERLEHBERER



WAERHA, NEEMESCVHEZEFTEENE, KAELXEFE
EWHf, REZENNFIR Lk (HE A E £ FE
sk HMATRANABR), XBE, BRNATERET, &
EREKGTHEY. A EEF. L MEMREHZF
AWEWRAE -, BRELIALCVALNFE., e, T
FREARAE, TRE. FEARRETFEALELE “ 4
Hfr A TIHFAE" BEHE,

£z “5lHHE. AEBME” XY “EERAQAER"
H, REEDHEFHRNBEB/ELS - 7 EH, b (Levitt,
1960) # (B LiFh) ERXREH (FHEAME) — X
Pl “HELRLFEECUNCERE. REBEH
EWA, TAREERGHEH "OXEW, ALTHLE W
REFRGLRUEBE, TARMEREF TR, FlIEK
1975 £ EizE: “ (BHERE) 5HAR-BFAXE,
FRER-ANAET. CAFR-—HFEA—UB/F #
B%. 4% - £EBEX (John B. Mckitterick)©, ¥ - X A&
#22% (Wroe Alderson)® . %4 & - E %4 (John Howard ) ®
FopgsR - #4% (Neil Border) #53t 8 4 WA T & 408

© Theodore Levitt. “Marketing myopia” . Harvard Business Review, 1960, 38
(7/8): 45 ~56.

© ZEEMAES2AT (Generl Electric Company) AR - FEFER
(John B. Mckitterick ) 1957 4E R H ) “Th 35 B & M & ( Marketing

Concept)” BB HEHERF W HRIARF, K. John B. Mckitterick.
“What is the Marketing Management Concept?” In The Frontiers of Marketing

Thought and Science. Ed. Frank M. Bass. [M] . Chicago, Illinois; American
Marketing Association, 1957. 71 ~82.

© TWHBHREEXFRRBEAYSY - L/RMFHE (Wroe Alderson) #if
THERI AR AT A (Heterogeneity) MR b 3 bn ™ & F
%, HHENERBEEHFE, TURBX IR, XTURRTHA

BB ER, ALEHTHHEHREHRR. R: Wroe Alderson.
Marketing Behavior and Executive Action: A Functionalist, Approach to
Marketing Theory. [M]. Homewood, Illinois Richard D. Irwin, Inc. 1957.

® AN - EHEM (John Howard) BEXFITHER, HSHTHTHEHRT

% B. WM. John A Howard and Jagdish N. Sheth. The Theory of Buyer
Behavior. [M] . New York: Appleton-Century-Crofts, 1969.



Ik, BT, RN T EZEFHPREALLEERRKH
AJf,"O

THEHFANENY - AW EE LN “5 5 H
.AEHE BEN: “RENQAEAHREFR, WHEAH
DU HBEFH O ERE Uster AKETHEHERER
EEANRARFEEXZYHF S W. A8 (Brown, 2001) #
BEH, CYTELRFFR, TN LY EZEFR A
N, BERAL wEECFEM2, AESF i, XELF
i, A, TP FREMBREREENH DY, i LRE
HEF, THLETMER —EAK, LB BEHEMFLAH
BT, BEREXR, BELXNTHFEL LA MMNTAES,
MrEERF BT TR THRENKE N E
(TEASE) CXEHE¥FMmE - #RAM C K $HBHE
(Hamel and Prahalad, 1994) ¥ #& (F4 Ak k%) —F
£, CVELAFHRE, RLALBEEAB/RERE, EY

© Theodore Levitt. “Marketing myopia” Harvard Business Review, 1975, 53
(9/10) : 26 ~48.

© Philip Kotler. Marketing Decision Making: A Model Building Approach. (Holt,
Rinehart and Winston marketing series) . New York: Holt, Rinehart and
Winston Press, 1971.

© MHMBKIE (TEASE) XTHASHRRENRFRENERNE
F 8, B tricksterism, entertainment, amplification, secrecy. exclusivity,
T (tricksterism) JRAMEWRFRARAW, RAQENTIHELHR
o, FEAHBRR AR/ NYRA, BLGAE AR RERNFRX
BBERNER" . BRYE (entertainment) [R5 H 35 B 44 R % (3 1
RELEQYHBBNE. RE. B (amplification) FMREXEEM
BYRAHBBRTLABRLNEA, ZAMBTUESTIFELE. &
EXBANEEURBE M ERARBREFORREB®RMA! W
BB (secrecy) FARMMA BT W RABME M EAETHRF, BHX
BETHENFTORRMBR THER. HBHE (exclusiviy) FERRER
SV EHSAARN>RAMRE, XBEFRTUEHMY R, ERHR
ETORORE (BEE, TARRKE), MALRERTHEHFERY
BE, RIENRERRGBEENBKAEERE. W Stephen W. Brown.
“Torment Your Customers ( They’ll Love It)” . Harvard Business Review , 2001,
79 (9/10): 82 ~88. '



BE— MR ZZ N COREE T H G EHFRE ROH T
E ¥ - HEME L (Barbara Bund) Ak: “XFiXx— &, 1
HWEELE “EFRBEMMAL e REHTI RAEETNE
—HHE: ‘DY ETEFEARKEREY, TEAKRKLE
BEBERN.” “HKRUENEHE, HHEZAAANEEE
) AEWMEERT, “HEETHERFS LR, BES
X, REMF,” BEROABFIWHTREE, KH#ETY
“BEE”, MEEEABLEX, ,

Broldt, TR EREREAN THEH, EN
VAERE LN ET I EY, B RWAREREN D
Mo EBRANTMERK L - BB X (Grove, 1995) —4t
A l: “EPA-—EoialIEXERTK, RINA/AY
WA, BB, AEERI"CEKERAF (Sony) #
FEKBHEEK (Moritaetal. , 1986) #: “ARF A
LR, TR pH,"®

EEFTAEDANHEFSIAREA T X —BEHR, BX
MY REEGFREEBRAEALHERELERE., BXAER
NE (Sony) MEMBEEETHX—BH, K3l BHE. £
BHEANF (HEARAREIMER, WREFZRETH
®), ARTHRLEE WM HY (Walkman), B 303 5|40
THRWHERMA, BEHEX (Morta et al. , 1986) 3f i
#H: “BEGRACATHAEREFRINTHELREK
W CHALY KN, EREORABKRBFTAZALEH
B¥RRETEERR, APENRRBEELRARL - &
2% (Joseph Juran) Fo W. &4 - R M+ (W. Edwards

O Gary Hamel, CK Prahalad. Competing For The Future: Breakthrough Strategies
Jor Seizing Control of Your Industry and Creating the Markets of Tomorrow. Boston,
Massachusetts: Harvard Business School Press; Boston, Massachusetts 1994.

@ Andrew Grove. Only the Paranoid Survive. New York: Doubleday, 1996.

@ Akio Morita, Edwin M. Reingold and Mitsuko Shimomura. Made in Japan: Akio
Morita and the Sony corporation. [M] . New York; Dutton, 1986.

@ Akio Morita, Edwin M. Reingold and Mitsuko Shimemura. Made in Japan: Akio
Morita and the Sony corporation. New York: Dutton, 1986.

Xi



Deming), #f1 B XLV HRTREECENBE BT &,
EHBERRERTFTEEARAANGESRENRBGREY
F— %23l E; A REUBF. BEx, LHH
THALYR-—REFHBERR, '
HAREHE ¥R AW — (Ohmae, 1982) AN, HAEXA
VELBRENEEA BRI RETRELWESR, XL
WZ UM REME L EEFPRESHHRS, TARTHE
EELERARATRN BRSO Y RN BBER S BEHER O
AMHA—RENOALD VR EREERRTE, EXHEE,
SEHRERE 2HE. QEHENESL, XBE: (1) Bid
VHZEREMZER (intensity functional differentiation) , % ¥
RAEREZRARELANE, EXHTE - XBUENZERR
(business function) , 2 W FRBEHE LI FELE, — KoV,
HERAD. AL EREXFHZENL, OTRBESFR
P, PERRBELEAEHLRRGT I EARRBAE W
BRI E % (key success factors), REA LU R FEEFAK
A, BURBAEZRDERFTEHNERI; (2) AAXFW
5 & (exploit competitor’s weakness) , 4> 5 R & & % 3t F 8y
BE, RETGAN, THEIXRSRE WIS, EXEEEY
FHEL, DY EHELHECHFREELAFHERE—#
R B, XHMTURERE, Ho L& ENERRME
FEEETELRS O EE;, (3) FHEAM L (ask
“why-whys”), — M EMNEEHE, EHAREARNHEE
FoHE: hta? AR EERIAEZHFZRRITR
AFEERAS, EERRE, AEFREFRMS AN 4,
BB — T TURBESITHEA. MEELNEL, HE
FERAMFEAEF, THEERIRRIT LR, SB82H
Sl RFELES; (4) HEAHFIFTRKEAFHE (maximize
user benefit) , RENA P HREAFEHN T &, EFH LA

© Kenichi Ohmae. The Mind of the Strategist: The Art of Japanese Business. New
York: Free Press, 1982. )



RRE, RAESH, XREFEERN, T, RTHRE,
U EEEE - N EHLRIAR PR AR E; SR
RBEN, ROMEAXLEZAFHNRAZIT, AEFTAH
AARGHR R EER, EFAELER.

BEBZHBRRE T RBEREL

(EVKF) —HHEH, XEFEFERFHEN - AHK
WE(FEENEES) —FHWFEPEE, %% 1964
FHEE (RRFE) XKL RT “SLEE” WE
W, NETHREHRERX - BMAI T, R HEF
“4> A B #5” (Business Strategy) X — ¥4, WMEKA (RRY
) X—4%, BHHBHEANY “Bo” T UHHLLT
F, RAR-AFEAWNF ARG L ERELE, 11—
BERBN, “Be—mEEERE, RAEAYWEEEL
Het, WFoRRER LAY, ALY RAXEE,”

TUXHER, (RREE) BT AEARENERER
FoREN, AESXTHDHIER, X “§—KALEAER
TR CRET AN, XXFE - “2BFHH
EH"C, BURSIBHENERA, “BAHLRATXAS
WATHR: AL FENENRREEAH S, BULUREFHKR
L%

By l, B4 1954 £, #£% % (Drucker, 1954) 3t %
(FEHER) — PP AR TALREHEE, RHET 4
VR =AEREE: (1) RNLEWEM L (What is

@ Peter F. Drucker. The daily Drucker: 366 days of insight and motivation- for
getting the right things done New York. Harper Business, October 2004. Forward
By James C. Collins.

© Peter F. Drucker. The Practice of Management. New York: Harper Press, 1985,
Preface.

e HREFUKN “SBINTH BRE—FBR—-REXPEF - MRRET
U “BMZugmEE", SRE “SBINTH,



our business)? (2) KMNWEZHE N ZEI 4 (What should our
business be)? (3) BATH KK ZE N ZEH 4 (What should
our business for future be)? EE W H: “S U AEHFEH
W, CEREEZABLEEFRHLEARYFR. Ohk, #x
TV ZEERNEARS, AABNMNRGEEEERNRR
TTTREW s,

&% (Drucker, 1964) & (R R¥E) —Fditm
FIETAVYEEFHEIES 8 MALEE: (1) KREER
FETAOVALSNE, MEAH, RR “—HHRMHR
R, FETHULHNY, REREETAY TLLEIRS
RHWEHHE, HARERFRIAMYTH NS, BE
WEELVALNE, “RELLERTHN, TRELALN
BHAEMA, WA RAL B UABHEETRNEER
(2) B kRBRENS, TEREBRAE, “KRREPH
BrRE S ILALKEEERA NE&HFABTAMNE
K. 3) REL4HBEEH, 2EA-FELXFRETH
%, WEEHE, (4) “GFHR” RBETHASHNEF],
BRAMN BHKR, “BREAQH-- BANRHRML, TULE
Y, ERERS, REETH LR REEHFNAC" BEA
EEREAFEHUNL Y, LB LA AKHAE, (5) &
RN FHAREKHER, “DULEEEFAR L SR
HZEBY, LIS RERNBREZWIINER, Hiw
Nek#F; R, s Y44 \BHF NS, (6) “HAF
WABRSEHREN,” T LHEHRE, BRME%, N
UXHHARITES, EWELCNBESEERNTH AR,
(7) AENAETHEZETHLE, 44 5WHAN10% B %
B, THETUNALT®RIO% HHER, XERFELLSH
TH%HHR, HRAEMLHE; ®ELRBEERBLNR
BEHMARE, (8) E¥ 2N BREFHHK, DLV ALR

© Peter F. Drucker. The Practice of Mauage-mem. New York; Harper & Row Press,
1954, ch. 5.



EBREBEDRTRRBRR, CELRR LG ERELS
Eo#, NEFARKR, RAEFFEYBEIE “BARE
B2,

WA S AU BE T WIS H, EEFNEAAE
MAZ-—HERFEEENL, (REEE) WEE2—#
REUAEEORLREMRAEHE, REALL YA REY
“ER” WAL EIEEHE UL, BEEEREARET,
AU FEARLSE TP OKELENL L, 2BLVEE
KRBT HHAR R, RERCERBHRE A,

BETE (RREE) —$FH - FRETHNEER
B, BEHDUZEHIAANERFEE: (1) BERNHE
7 (2) BEERNHHEEMA2? 3) BRNELAXHAL#
PHET (4) RINUEL MR AN FERBENEYNESHF
B R 470

SHEB RS EE R EREE, YAEHERFR &
%3 (Andrews, 1970) ¥ SWOT # R AER # 47 7 H A,
HRE R ZEBHLBET RS TE—SWOT # X 4E
2 (HRE. $8. NoRBRIF) AFHEEEELXR
BMHEACHRNR LESHERTALKE L IRELH
Wtk b s A — AT,

LEEARGEESRH FRAR - LRAAEERY
AR ESTTEMMERAE, o (Ansoff, 1979) #E H 4
¥ (RWEE) —HhHl, REFEFRNPOIRLE
BN, BREFRRNFLANKLE, RERNNER, AN
LHXEERTLARBE T, XRBFEELERNAL S
AT RNMEAEBTL? RNBEE RTL? X BHFA
W AT B HE R, T AT S AN 1 W E AR T DL AT

(O Peter F. Drucker. Managing for results;: Economic tasks and risk-taking
decision. New York: Harper & Row Press, 1964.

@ Kenneth R. Andrews. The concept of corporate strategy. Homewood Hlinois:
Richard D. Irwin, Inc. , 1970.



HRRBARNGEEHE, RRAS*-FHY, — L4
SARHIRAGEHHXBURERFENEBRAEHR, &
b b R B R o7 o R A b SR K B R R B BT AR
MUKW EHOXE, RINELHEE, TEXFTRWRS
AW E E R R WA H, SR ERDS RS EEHH
N, KX (Ansoff, 1965) 3tk k& H th — A Tk 2
HEVREDANE AR EEREHARA, £X
B, RMANNEEMBRBRENEBCEH LA EHR
B, RET AL ZH#NDPHEBNEELS, TLE RSB
REMUYHNEHXRBANEENVFUE, REAX —FHE
BATH 4 5 BATH 7 Afe T 0°

AKX, FRRERKMER, TRBEOCESHER,
KREARHEETNREEL, ENMARRELHRHEER
EFWH R EEREERANRMT L,

MEFLFESERNEXE, AXHLERFRAER
RUARETRETHREEEERNRELFE, FHEH
BilE, (h#hELFR) HEE - ZHWHE (Magreta,
2002) AH, —NERHULRABLYRYEEHEF. £E
AL BENENMRERN LB, ZRIETENRLL,
~ANMELNHVEAB=ANERAR: IRARLNAE,
AEGFPETFENEMER TR, BXEFEWNACER
5LV EEHNEY, RELEFLY, BE. #EH. 24
BE; NREEA TS E5LENEEFER; MEEKESS
BENEY, BARBENREFANE, HNENEFERR
PLE B RAF AR BME DL L, - DETEE
tl—ANFWR LR RN “RERS - FHEE O

Mk, BMNTUFZHEARE TR S EANENR

© H. Igor Ansoff. Strategic management. New York: Halsted Press, 1979.

© H. Igor Ansoff. Corporate strategy: An analytic approach to business policy for
growth and expansion. New York: McGraw-Hill Book Company, 1965.

® Joan Magretta. “ Why business models matter” . Harvard Business Review,
2002, 80 (5): 86 ~92.



MEEELNRRITBMHGFAUMETRT
EUSERLNEDRERBS

1994 5, REXAKRE (BHBHLIFL) B X (£
BH i) (The Theory of the Business) R#®7T “XEHE”
(McKinsey Award) .,

RACLEREWEERFERD, EHEREEFRE
EE%, ERNARPALEGZER %" f “HRH” &
WA, EEEREX, “HF o “Hi” XBEAKAT,
EEEFTANEREEREREH TR Y S — Y
¥, CERATANEBAMBHYGZEA, EATFALAMS
BMAR; MBEERLTUKRY —MHEL, BHAERE A
4 b A ST BL R HEAT B Mk 3B 1E B SRR R A

&% 5% (Drucker, 1994) A%, —MNKHiAH. W)E —
B, ENABHFEB AR EHZERL, TAEN IOV
HRAR -NEEF BN, BRELEBEAY, EE T A
%, 48 D. %FIE¥ (John D. Rockefeller) B 7 19 #4 %
MRAAFBA TREFLCEEDEPE—NDE W UBRK
“TRBEAR”, ARRXBERAX -LEER, AR D. KX
FHFEL, £HE. £7. 28, B SE/8 -4 AF
KEF, BARBRXARROVRENER, TURARE
HEGFHEFNRBABERER, XTRRXZREANS
EHES, BT THEA WA (Standard Oil Trust) , iX
THEHLYE FRARSHAL YO

AKX, BHUANT I ESL, AHATHREHAASER
WERHALNETE, ALEEHEB, WY “wfEHE"
FIEIEH#ARAEREG T, XBRERANLAE AL EHE
BREN-—HEXTR, BATRINW I ERRE B &2,

©  Peter F. Drucker. “The Theory of the business” . Harvard Business Review,
1994, 72 (5):95 ~104.



BETHABNEARA T LB AAINKRESTZ
CEREELRE, LELHFFANEHNEELE, FLL,
EXSHEBRAT, AMNFERARE#RN, B8 XELK
Hoe X—HEFBEWRETER? AEHHTTH, EX
—FBR, ROIN S EHERX —FHR?

%% (Drucker, 1994) Ay, HEMWELET, #
H— A YBIURFLBEENBEEBBRELEGCLTE
EAUSMAL, REBERRET MDY HEFEFR, #
BHEEEBWE T, EXTELLFAEMEBWRKE M,
B REEETYH, CAAHEREES#H, UREMNHH
ERARA R, CNNAHEEERREEEHE, 527
BB R R A, T R E AN E T £ 4 A
Ho Bk, 4258 A R R AR IR A

EEBRER, THRAHERAANY, EHEHR 4
o A —ANDRE, HHEHBETIRAFFIRE-—RE
BEAF., EwEE % (Drucker, 1989) ZHEFH (A ¥
E0VREH) —BHHRNTE, AFRLLRHEBET
B, A AAFRERL, FHFALMFRLLRRS
FEHHBOREREN LH, BELEEEH N LT
W, 2HFAAARLINNE, IRAFEREFETEER
BEWHHELRETRE, tESFFREEEP E4K
$% A (Rumelt et al. , 1994 p.43) A N: “XMFRHAH
BEWHE - HAEBREL XSRS FEEANED, &
KA R R BT HABRE, AR HATER X RAB
%, REEHFUAAERENAR., CABEREP FHRAE
CANFR, “HEBRBERFTAF. TEMSBRBHE
B FHATEBEM - LAAMTATH R ZRESR, #

© Peter F. Drucker. Ir ion and Entrep hip: Practices and Principle.
London: Heinemann, 1989.

® Richard P. Rumelt, Dan E. Schendel, and David J. Teece (eds. ) . Fundamental
Issues in Strategy: A Research Agenda. Boston, M } : Harvard Business
School Press, 1994, 43.




#ht A 2,” (Rumelt et al. , 1994: p.537)°

#£% 5% (Drucker, 1994) AN, — N UBREHE BN Z
HEZHoERBERAKR: (1) EXAAANENRE. #E
AN, BREEXTASELEH, THEMAHBEUR
XFTHRERFERFERGBE, (2) Shxtl HREKE K
BBIR. (3) DUERIE BRI E A,

TS AW FBREHAR, FEF¥RCERED —
MEFEAREER, ALLEEFRINFEINFEAERAARER
RBEHEENIIE, TROEFR? ETHBIEH, LEEH
Wz #H 3?7 (Marketing drive market or marketing driven?) , iX
BR-ANABENEXFE, FEERANEE, ZEEEH
NE B REE B EI4K - B4R (Courtney, 2001) #iX, R K
FEERANEROV TN AR TN REREAR, RAX
B, A REEFENTATE, MHEFHER, &
BARRYA Y 2BETHEENFLEMMATH TR, YTHR
Eh, REERHEEHERAN =L EHY, REHEAWK
MM EA; YHESAAEEBAN, IR XERER
B, WHHIEE T E LT RFHLC

B rxToLt e A RAEHRNBRE, £EHE
BAFHBABY C. AR AL L HHH (Collins and
Porras, 1994) Z (R Yk F) —FFERKEAARTNER
ERETRE¥H, HEFE (purpose), & (mission)
FRE (vision) HRAALMEKERCEELEAALN,
EWREFALEREERNAR, BLAFEAHNE § e
o, XRAREENER, EEARGEHERE, —MLAY

@ Richard P. Rumelt, Dan E. Schendel, and David J. Teece (eds. ) . Fundamental
Issues in Strategy: A Research Agenda. Boston, Massachusetts: Harvard Business
Schoot Press, 1994, 537.

@ Hugh Courtney. Foresight: Crafiing Strategy in an Uncertain World. Boston,
Massachusetts; Harvard Business School Press, December 2001.

@ James C. Collins and Jerry L Porras. Built to Last: Successful Habits of Visionary
Companies. New York: HarperCollins, 1994.



