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1.7 B (Management as Porpoise )
2. % %1 E 8 (Difference Marketing)

Bowl)
4 BFREAEM (Wild Duck’s Spirit)
5 #X & (Management by Fooling Around)
6 .53 B AL (Mechanism of Timepiece)
74 BF AL AR
8 .3k ki U Z2 # (Brain storming)
9, Z X FEA P (Nominal group technique)
8 /K 3E 2 (Delphi technique)
11 \gfﬁgﬁizﬁ (Zero Client cost)
12 . B - PR {3 (Motivation — hygiene theory)
13 . # 4 = (the Three Procinples of Golden)
14 “$gP BN (“Hot stove” rule)
15 .35 # A M4 (Treasonous Management)
16 SEHEF AN (cluster plus)
17 GEA M A H (Linkage System)
18 . R HE il & (Agile Manufacturing)
IERARE)sAibiE L

3.°¢ b AE L  # (The Management of Gddfish
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20 LA EIEM (Boss As Emperor)

21, A E MM (The Man Agement Model of silicon
valley)

22 EERILEE R E R (Law of Global Chain)

23 B M (Performance Spirit)

24 T RIEH(T Management)

25 £} {0.22 8 (Green Marketing)

26 Hr{H R % (Value Constellation)

27 . PE/NH (1 BA ) (Cooperate Group)

28 4 Bh BY I BA 400 T (Subsidiary Community leader)

29 360 F iR PEHT (The Evaluation of 360 Freeback)

1 30 Bk A% (Activity — Based Costing - ABC)

31 . A 89 1& (Contract Manufacturing)

32 .“#" & B (Management of Jack Welch)

33.6 PEAE A EE (Model of 6 sigma)

34 WA B (Authorization’s Management)

35 . f b B 2 (Intenerate management)

36 .32 H R B HE K (Interactive Management Model)
37 B J1 455 (Attention Economy)

38 \BHE R 55F & (Cooperate Business Flat)

39 AMEALE B (Humanize Marketing)

40 £ PRI T AR B% (Centralizing Marketing Strategy)
41 3% 9] B 44 (Retrorse marketing)

42 ¥55 4% (Franchise)

43 4V E M A (Marketing Assemblage of 4Vs)
44 B A5 (The Management Cockpit)

45 . Z<M 3, (Honda Model)

46 V% B EFF 2B (Business Format Franchising)
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47 HZ 1 (Line Selling)

48 AZ X E 4 (Cross Marketing)

49 AR A$E § (Target Cost Control)

50, F)3E P PR (Profit Budget Management)

51 B %R & A B% (Stratage of Investment Quit)

52 MEHEIE (Modle of K's)

53 FEHH4BBE KL (Sharp rules in Invitment)

54 .DIM -5 J&J (Principle of DIM -5)

55 J& T EIE S (Imagement of Hirer’s trademark)
56 A BT AL (Time of Mimiery)

57. MIREHER MBS (Codify Strategy in Manage-
ment of Acknoledge)

Management of Acknoledge)

59 IR B M) “BREEBE” (Soft Skill of CKO)
60 BX 25 22 78 (Alliance’ s Manager)

61 . SCH} & 84 (Timely Marketing)

62 JiE X KB (Tornado Strategy)

63 Jﬁﬁgﬁﬁ%((lompetition of Superpower)

64 4 M (web of inclusion)

65.1 % 1 EiEE R (1 - 1 marketing)

66 .— ALY (Integration Distribution)

67 ARG E

68 . #1245 (Virtual Operation)

69 . “7F” 5h % FE 2L (Model of 7Fs)

70. HE1YERE 5 (Collaborative Commerce — C — Com-

merce)

71 3R

58, A A A AL AKBE  (Individual Strategy in i
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72 B34 R, E 4 (Chamber Management)
73 JFBA%E ¥ (Enlightened Management)
74 4% B (QUALITY CONTROL CYCLE - QCC)
75 = 4yeh 7 FEEE N (One minute rule)
76 BT & (Amoeba Management )
| 77. BEAFN RN £ (Loose Management of
Multinational Company)
78 HEA 4 P (Capacity core Management)
179 “BEBE 38" (the Theory of Broken Window)
80. Ml mAFME I H A (Richters Now Model of
; Management )
| 81, EELRIHIE (Proposal Encouragement Manage-
’ ment)
82 A (Out Brain)
83 4>V i1k 8% (Enterprises s Incabatar)
84 . BAOEWIEE (Integrated Marketing Communica-
tions — IMC)
85 .OEC B B (OEC model)
/| 86.1S0 BiE{KFR (ISO System)
| 87 .CS 275 R B& (Customer Satisfaction Strategy)
—1 88 ., P+ & F (Boston Consulting Group mod-
el)
89 i I AL 2% 24 Al¥E (GE model)
90 . iE #1E 44 (Customize Mareketing)
91 .35 % % 1 (Exposare Management)
92 7231744 (permission marketing)
93 #4544 £ (Binding Selling)
94 {185 (the Peter’s Principle)
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95, “MB I ¥ B P (Super - division organization’
mManagement system)

96 1 @] W 3 (Later Merger)

97 .Y\ [a] ) 3 (Longitudinal Merger)

98 .JE & 3+ (Mixed Merger)

99 ,i¥fi ] 14 3 (Retrose Merger)

100, Lifo % P8 22 4t (Management System of Lifo)
101 JKIMA L E 7% (Dam Operation)

102 .84 T 4E#l (Elastic Work Machenism)

103 ,ABC 43263 (ABC Classification)

104 2% 2.5 54 (Green Marketing)

105 Ak £¥ % #5 (Partnership Marketing)

106 fCH 5 E 45 (Deputy Marketing)

107 JE 2R &4 (Imagement Marketing)

108  FI| 1137 85 (Niche Marketing)

$T8H @mEit

1\ B it R R 5 (Enterprise Resource Planning —
ERP)

2 5 55 % P (Supply Chain Management — SCM)

3, kS EL  (Business Process Reengineering -
BPR)

4 KR # (Just In Time - JIT)

5 2T R E (Total Quality Management — TQM)
6.2 31 (Theory of Constraint — TOC)

7 K254 7" (Lean Production)
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8 i 4 4% 78 (Subject Management )
9.,1% & L (Plant Engineering)
RN, 10 #8871 (Core Capability)
11 EH K R #E (Growth Strategy by Replication)
12 {5 B2 % (Encouragement by message)
o |13 ARz (Reload )

“ ~ 14 B7 16 & # (Digital Management - DM)
’ 15 Ji 7 # 311 & (System of Independent Director)
1 16 J#I1 i k4L (Trademarking composition)
17 FrkrE H( Benthmarking)
| 18 RmgELS (Strategic Alliance)
19 351 B B %% (Project Finance)
20 gk Akl (Line Manufacture)
21 ﬁ:\JkIETJ A 45 4 (Effective Coalescence)

. BURUE PEHIE (the Management System by Perfor-

mance)
23 LN B PR EE A7 R 58 (Vendor Managed Inventory —
VMD
‘ | 24 3147 T.#2 (Concurrent Engineering - CE)

N 25 J5 = # Z&FE M T (Origin Entrusted Manufacture )

M B -1 26 AR B HEIE (the Marketing Theory of 4Rs)

27 KPR (Key Resource)
b 28 . fiTd 4k (Derive Corporation  or  Spin — off

Corporation)

¥ 29 v AR L HRE /7 (Technology  Supporting  Ca-
pability — TSC)

¥ 30.%8H 1L H2 (Open Book Management - OBM)

8 31.°# ] 412 (the Organization of study)
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32 R4 471 (Principal Component Analysis)

33 A4 HTiE (Conjoint Analysis ~ CA)

34 3 R4 HTH AR (Process Analysis Technique — PAT)
35 H525 {2k (Lean Enterprise)

36 R4S P (Management by Acknowledge)

37 A iR B &4 (Corporate Identity System)

38 IV IR %S 72k (Professional Service Industry)

of Specialized Company)
40 BBy 4157 R (PMs)
41 AT L R4S (RCM)
42 4 B L (TPMD
43, B P X Z B M (Customer Relationship Manage-
ment—CRM)
44 11540457 (the Separateness of Market)
45, “PEMKAEFHH X" THA> RS (values and
lifestyles)
46 VALS2 i3 45y R 5L (VALS2)
47 R SER” (Hrand Essential )
48, ANaVFHAHEE (Matrix of Company” s Opera-
tion)
49 X FS A Y 3 (Theory x and Theory Y)
50 A F1 %R Y] (Human resource planmng)
51 . 875 V457 477 (Break — even analysis)
52 .\ EIE 81 3718 3l ( Corporate identity campaign)
53 A% 75 (Contingency approach)
54, H¥5r45 B (Management by objectives—MBO)
55 4 KR 8% (distribution)

39. LRSS A EEH —1&1 (Vertical Coalescence ‘
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56 . HApoe L0 F B (the System of Core Target Re-
sponsibility)

57 .58 & 7 (Management by 5Ss)

58 Fr#ERUA (Standard Cost)

59 .7 it ( Theory Z)

1 60 .M 120 2 (Organization of M)

61 . LYE/NH I (Group Mechanism)

62 . % & ‘5 1 (Relationship Marking)

63 ‘B #4H A (the Composite of Marking)

64 .6P #ip (the Theory of 6Ps)

65 .4C F81£ (the Theory of 4Cs)

66 JLIE A (Cost of Submergence)

67 EREE ML (the Scheme of Strategy)

68 . ZH 414 fE /1 (Rebirth Capacity of Organization)

69 K P EM{E (the Value of Client Resource)

70, WA B0 H AR (Core System of Subject

Management)

A 71, 2k 44 (the Estimation by All - Around

Achievement)

72 . FH A ¥Eit (The Theory of the Business)

73 $%01 H % # (Management by Subject)

74, ANHEFEEP RS (Human Resource Management
System — HRMS)

75 B ES AN

76 . D HE 4k B T L (Machiavellianism)

77 77 i B P& B (Product Data Management — PDM)
78 I3/ H 814k (automatizing of office)

79 Mr{E 8% # (Value - chain)
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80 4kAE LR (Layout of Heritor)

81 Ak Sk ME X % (Countermeasure 1o Disaster)

82, WVIKFE X (the Relationship of Business part-
ner)

83 B2 TR %% (Incognito Waste)

84 PHE R (coprocessor’s procurement)

85 .1 B A4 {H (Capital Value of Market)

86 . HE 2 H (Category Management — CM)

87 .5 7S ﬁmU(Principle of 7s)

88 .M E HH (Soft Management)

89 B HL 2 B ¥ U (Management Buy - outs -~ MBO)
90 . S 2V (trademark’ s Localization)

91 Jm V1L 4549 (Oblate Organization)

92 7= b fi% %% (Industry Reserve)

93 A S B IR {E4E (Value - Chain of human resource)
94 b #E HE (Soft Management of Enterprise)

95, HHEIEBHE RS (Computer Integrated Manu-
facturing System — CIM)

96 . T %8 £ MF AL S W] (Defense Principle of Market-

ing)

keting)
98, M ERWEL KRN (Guerrilla Principle of Mar-
keting)

Marketing)
100 . FE 15 (Zero - based Budgetintg)
101, ¥Rl FEKitH] (Material Requirements Planning -

97 . i B E I LR IE N (Aggressing Principle of Mar- |

99, M HE HME K FE M (Outflanking Principle in |,
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MRP)
102 .l 15
MRP i)
103 M L (Value Engineering - VE)

104, HAFT AHFIE (organizational behavior modifica-
| tion)

105 .SWOT 437 (Swot Analysis)

106 . AER 8T R TR (Closed Loop -~ MRP)

1 107 . 22 5 # (Preponderance from Difference)

108 HE ML B T (computer Aided Design - CAD)
109 AT A (Group Technology)

| 110\%%/‘?\?%(Expen System)

111, 4r5% 81t (Distributed Resource Planning -
DRP)

112, BEREEB LAY (Executive Support System —
ESS)

113 3E29/R 1 14 8 387 (Principle of management

% B VR TT 4 (Manufacturing Resource planning —

1 of Henri Fayol)

114 . 25558 3 F X (Economical Darwinist)
115 . % T3 (Electrostatic Interferon)

$=1E WA

1 fn BHAREFESMLAT Outsourcing)
. MRS RMEE (Application Service Providers -
ASP)
3 ¥ (Distribution)
4 L FEHE 35 (Electronic Data Interchange — EDI)
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5 JABS L ¥ (Venture Capital)

6 .1 TR % (Electronic Commerce — EC) :
7 B4 (New Economy) \/f
8. HECMBT XA EAER (Line Marketing of Internet -
Time) ,
9 Al Ak L F % (B~ To - B)

10 BB #L A% BE R B (Virtual Strategy Alliance)

11 JE U4l (Virtual Enterprise)

12 .#, T2 (Electronic meeting)

13 . FHR% 45 (New Service Economy)

14 5% =54 (the Third Part’s Distribution)

15 07 (the Forth Part’s Distribution)

16 E#¥ 3% % (Community’s Competition)

17 &Mk e # %I (E — Conversion of Enterprise)

18 WA 5 B 8 (Income Department Marketing)
19 .H1 7 A N1 ¥E A (e - Human Resource — eHR)
20 A BA (Virtual Community)
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1.8 EHE

(Managemenl as Porpoise)
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