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4&¥ % 3% (Business Management) & [ ¥ | (Business) $& [ 532 ] (Management)
ZE AR, A TREARRITHLE, B, BAFEHLELE, BHE
At AL ¥BRE (Group of Seven, G-7) EF#REHEFELENHB, RE+—1
WAt RY 54 (World Trade Organization, WTO) 24 T 355484, O¥FE
FHLRBRITHENEAEHEA BHRRATZSZ—RE) QiLe, &
HEBARTE KA.

A 248 B ey K 38 K [ 88 %% % | (Customer Satisfaction, CS) & [ 4 324]/# ] (Rea-
sonable Profit, RP) Kk B1%, AAMENFRAUAGEHE AT &, F 53k (K
¥ (Doing Things) &5 & A& ¥ 34t (Five Business Functions), @547 4% (Marketing),
4 & (Production), #F% %% (Research and Development, R&D), AFERAN KR
(Personnel or Human Resources), YA & Bt #-€-3t (Finance and Accounting), 3 =-£3%#
& [% A (Managing People) &k ¥ & £ KX F 32 3) 4E (Five Management Functions),
#.,3531 #) (Planning), %1% (Organizing), A A (Staffing), 5% (Directing), A$E4
(Controlling), W ENA L XX BEHKEL 55 4oL ¥ FTIEAELEMHE (Business
Management Science Matrix)o

PERGETAL (WolE3E, 8K, $3R) REXRMANNHE, REEHK
K B304y, PrASk BieAaT G RE B F A Finda B Y 4784832 ] (Marketing Man-
agement) WAL A4 P — 2 ey iaiefs, TR FRBKLE. KA &E, FHZFE
& 4 & %32 (Production Management) K74 P &6 — iz, BRILEZHER, H
B¥t, MR, HERE, WRBRFETRXBNKTHALETHNAREATHE
(R&D Management) B A& FHT8 H Z3bfi, BREBEAL, BHFALRE2HH,
AL, 28, A, BIXAFTALBRBABIRNOAE, AN KIRF I (Personnel
Management or Human Resources Management) 27 4 #7169 % vy, R4S
¥ 538 b BB AYE & S0 W ¥ 32 (Financial Management) & @3t %32 (Accounting
Management) X7 F 1B 695 Bida, 4odbieiTss, £ &, B8 AFAMTAME
BEHOEAREERREAREEY, SAFIIFRY, BRF KA, AH#
FAEHRBBHFEIATRS. BRARFALEY, SAREAHBREIGEET
Mo

ATH (ARTEAR) XK, ANATER (ANRLFHH) —F, 2R
SERGEE (B, B, B AR AEE, FERANRLGWRSA, g bE
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TEE, HETESEXHBARGOEIREN., 4 —wRB L RhErt+RE
b #EEE [Ad50]. RHGFAGE R & EE, &8 T, KA, FE
bR d XA Y, CABHANET, BE, K&, KR, #E, 25 TF,
ER, Bk, AW, AR AR, B, RFEEEE, AEH2ER%EL [BE
ME| R THEAM], AEEIFREUMAITH, 25, ARBR, AZAHEY
HERZAE TR, ARERGFRAIANE, 4%k, AA, 5%, AE425%5m
Mhto MARBTLERARANE, WEN TR TESSEHEEX L4 E
Z 5B EE AR E A,

ARCETHEERENTYS, BEARFFQHITHEE, MRALTE—ER
NBARITHTRG LR, P_FERINBARLETHLZA, 540584
HHEEEER. PROENBARAT (AHEFR) THEE. FELEMBRNREH
THRER. PRNENGARFABARBATIEZ LA, HLENREBRLOT RN
FEXOERREAGART kR, 2EFRALEZDERSBANEREE, MK
AAREBREBFTEAR, FRFRIDEART 2O, FAETABENERE
AL (Information Technology) B3/ A, 7 B R4ARMABREBZ TRIL TR R AL
(MIS), METH, L&, 918 AFAMEEDRENI], LS L RGHEERRET
Ky EMG, BARLE, P, TREX SCM-ERP-CRM ({# 4% 19—HERR
ME—BEEMRETIE) HE, KA - RERNAIDEETIRAHA

¥FERASABEXEIME, FRLGHLIHR (YEHBLEARELT
RRMEEM RS, FREE, AL AE3H), 2B L ERAP SHEMEBILEA
ForEFREFwALE CGLLAB ST R, BV EANMN), FREBEOHRRE
DEHLHEHA 1968 £ 1973 FMIEE A KL LIH, RALBELNT
(USI-Far East) 34 2 Z X B (1969 £ 1971 &), it XA FTHLE ¥, B
RBH B H A RELEARA (1973-1975 ), B2 ERRERHLF LM (1975-
1984 ), R EMMmAER MNEERER (1984-1998 ), A4 HEFRELETR
MBRe, BRAR, LSRRI, Hb—6i8#8. AEIXH, FAREA
FFRPRBAEZIR AR, TR, FREIHE, XPLEHEHRZ
&, hathdFr&HtaTHE

S §AC]
MRV A B E HE R
200348 H9H



VN El F

$ T:%}li &52-%% (Essentlals of Markeung Management) 2

ﬁ %EZE#‘Z?P-% (Basic Framework of Marketing Management) 2
{ﬁ B 1R RN B &M E1TR (Consumer Market and Consumer Buying Behavior) 7
¥EERE, PRBEERNRETIECBETE 12
i35 B R 5K B (Market Segmentation) 15
MK B (Product Strategy) 18
B K BE (Pricing Strategy) 28
#: B S5 B8 (Promotion Strategy) 31
B 943t 5 SR B (Place-Distribution Strategy) 34
1T S E B OB B2 (Integrated Marketing and New Concept) 40

mPp ¥ 4 AFEMER (Essentials of Production Management)

|

WO W W W
HE N ;

=R 3-2-X 8

43

BB TIB1T8 2Bl (Concept of Production to Support Marketing) 43

4: B 4 B B (Production and Production Management) 47
B 2 R E (Systems Design of Production Process) 55
H:E B (Production Planning) 73

4 B %] (Production Control) 87

mH=F Bﬂg%;z%% (Essentials of FlnanCIal Management) 93

%%%EZ@#&E%}EH % %% (Concepts of Traditional and Modern Financial Manage
ment) 93

B #5493 Mt AR Bt #5318 (Financial Analysis and Financial Planning) 98
WiEh & 4% ¥ (Working Capital Management) 103

EH T E AFEE (Capital Budgeting under Certainty) 107

AEEM THEERTRE (—) (Capital Budgeting under Uncertainty I) 112
AHEEM THEARTEE (Z) (Capital Budgeting under Uncertainty II) 116
BAEMLI R BERE (Capital Structure and Loan Operations) 120
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BIE  BM I (Dividend Policies) 125

mFEwE AFE (AHZTE) %I2% 4 (Essentials of Personnel Man-
agement) 129

% i /\ HEEES lﬁiﬂ%ﬁﬁ (Nature and Functions of Personnel Management) 129
[ AEEEZEM (Foundations of Personnel Management) 132

F=M ABEE @RS BEE (Scope and Functions of Personnel Management) 137

HPUE A SETBIBEA $H%E (Human Resources Planning and Manpower Development) 149

- %_ﬁ"i /\¥‘ @“‘1'%%‘ (Essentials of Business Accounting) 153

i @“l’mﬁ’llﬁ?ﬁl (Overview of Accounting) 153

FH BN 22 E (Recording of Financial Status) 156

BEH BRI 2 %5 1% (Presentation of Financial Status) /68

HUEH MBI BEM A DA (Financial Analyses and Cost Analyses) 181

mENE AEABHAEBEAZFTIE (Management of Technological
Research and Development) 183

) Eﬁ ﬁl?‘%’%&ﬁ E!‘Jﬁ% (Definition of Research and Development) 183

B W E RSB (Planning of Research and Development) 186

B IR HERAR (Research and Development Organization) 200

HUE WA EAEKEEE Research and Development Budgeting) 204

BhE HIEREABRFEERME (Leadership and Motivation of R&D People) 209
HoN AT R E A S £ 8 (Coordination and Control for R&D People) 211

- WEREE T EEMEME (Performance Appraisal of R&D Activities) 220

mPLtE LS EHX A2 E AR (Essentials of Business Research
Methodology) 225

B A%ﬁﬂ'ﬁi M:E (Nature of Business Research) 225
B O¥HTE 2 EIF (Procedure of Business Research) 228

B HFERE RS (Research Problems and Hypotheses) 230
BUUE  HFF TR ERET (Design of Research Methodology) 233
BHE #iERET (Sampling Design) 236

E-FAN B BB % (Measurement and Scale of Measurement) 242



L B BB (Data Analysis) 250
G  F9SH4 M E (Writing of Research Report) 261

. BAE TRFEHEMAHKIE L (Bstablishment of Management
Information System: SCM-ERP- CRM) 265

H—H %?ﬁﬁﬂ@%ﬂi &% % (Information and Management Information Systems)
266

B SHIEREAHER (Needs of Management Information) 276

B SHEBEHFR G 2HE (Systems Design of MIS) 283

HUH BHRRERE Tt EHEE B EHEF # (Computer and MIS in the Informa-

tion Technology Age) 287

mA&ExZH 299
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PEBRITEABEREEETBHEZRCR 2REABE, BITHEW,
ExeHAEEARE S, RTEABSREHASHEEFSSRZ BRI, SO
M EE AH, MRV S ZH M 2 B AR H (Doing Things) Fgk. =&
TRIMITHEE, £ESTHE, MBESHE, ASEE, o¥Ees, ERE EHiD
EH, tEMAELTEREEERARTHREABH MG, DRsRIEABER
HEHEMITEZR, HEEeH MM T ERERSE, mEgEinse s
K, MIEFAMEE, SEMAZANDTROEK,

EH B —XEE (BIVEHER) s, BERNEEAR (BAEAN) @
Aat#El, A5, HA, HEREMEAETRE BIATA), DEERES H, da
EAEEgE, ArLAAER % AJ (Managing People) 2 &k, MAS (FILO%M
ERDATRATE B BN AT R B 2 T1E, Br AR BT 84F | (Doing Thing)
2. REZ, (BREEER) L (RREEMRDY Z/EH, DERENEAR
U E BB (FA), MBS AR (8. sled My Al K Mk
A, RS RIhE R,

HER M HikE5nak (Special Skills) I A, H—Hz R, AIH4E —B, MBIAM
BT (BIATA), BEHEMERE, XIEFEENE, BVrEM#BEHE, % EZRD
BB & 1E2 AMHAE (Human Skills) FUA, AT LAEBERE, {ERBIAR LR (BIA
EA)o XIEBRMFRE, XiEAMEEFHE, XIEE&REHHEE (Conceptual Decision
Skills) I A, MAEILAE B =AY, MAKE, BH, 88 R, BHR, 4¥euR,
DZRBREE, miRmIhiss AL,
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oz TR TEER @ ............................

(Essentials of Marketing Management)

.................................................................................................................................................

%_‘ﬁﬁ 1T G 2 AP Basic Framework of Marketing

Management)

B ABEER R E e R E( L, RERBNERES, Bt
2HF, ™ [1785] Marketing) BEE T 2+ 1P E AR ARFHRER, EZ
EANRSHEE, BRSNS, JFEREE,. RBRH AR, R
A B R R E M R BR 1T 1900 ER B ERES S, HRER
1950 AR 2 EB P, BB 1970 ~ 1980 FARAH AR, S8 1970 &
R, HEZR| 2003 4w R4 H A BT 8.

Rerifl, BImBEEER, B8R 178 B—FRIEERIEMHENF 4
Tk, R AR E R — R & 12 (Management Philosophy), 2B
i —&E L5 5 442 (Mental Process), flEEEHT, 7ERTAEMHERHE, MR ABRE
F2EERDLE, EHERBEDSEARELR, MEER, T, Me¥EAKRH
AR, EEABNME., JEEMNEE, #EREESNSERRVBEREE

r4784) B, ERZMEEE, Hit, [178] EMRIIERAFHARER
MM MhEEEER,

TR ATHEERAN, hEREE AFRMAL A EERAERF TR
AiTh, BshmtEdE 178 Ry Tarss) wIheE, Wiz —8, S
B, 1TOIRYF, OERBEMMTII—F. Rz, 1THEAY, BEEEHRER—F,
TR RSB, L, MERImN—¥,

FJ —, 4784 # T4784%32] 2% & (Definitions of Marketing and
Marketing Management)

[1788] ZEBASAK TAMATRIRSYE, AHRERERY 178 &7
TEMEZHREES - #E, £ 1963 &, FHTT9#% % (American Marketing Associa-
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tion) B MR—EMR MBI ER, SBEERNER, ZERR: [1TTHRIIEHERS
Bt EHmaE N & 2 VEE) |, EsmER AT, B 1-1 RE 1-2 55
RHERHEEER .

A& % AR HH A FUERCES
(Producers) ABPT A AR (Users)

Bo1-1 3% (474 BE&EHE

1 2 3 4 5 6 7
RAE|  |EEE wem| (zam| 0, L N
WE) | |wzm| | Aze| |amg| AR (EEE #SZ
o T ERAY I AHRR HAR
% womm | 2k T |
9 8
BEE LS AW
R ORA BRRT

W1-2 & [174] HHEE

SHEHE 1-2 B (1784 FEERE, R EHE: [TTHIEHEE, D4,
REl, ERRE. vHE #E SEXER S, kEHE, #A. REER
B RSHRE R — R AKRTEED,

[1784%% | (Marketing Management) 240 [EH ] GHEl. #17. #HHD Hilr
R M98 WE L2HR. HEsk: [1TTHEERE G, 17, #H2I
fE, REHAE. o, ER. EREE. 2E. #E. 25, GRE%IEE, L
B, A, RREHesRERE, MBS &2 757G,

BE 2z, —HATRTTHETE (Marketing Manager) Fit BE4 55 2 75 Bh 4 iy 7] B3 4
B(1)17 840019 (Marketing Research), (2)77844H 55K #4 (Marketing-Mix) Z M, K(3)
R s i k2 2 1Al (Customer Satisfaction), fij#%:

M.R. +4Ps’ + C.S.
H4, M.R. AT 2 R,
4Ps’ BAT 4 A ek 2 RIR, v E &K 5 (Product), R4 % (Price), #EXK
¥ (Promotion), R EE 4% 58 (Place) Z 4 &,
CS. ARREERE ZNRK,
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g e E—= (TS HESR

(Essentials of Marketing Management)

B 1THEB 2R AR Basic Framework of Marketing

Management)

BAKRER R E R R s, RS REfiErae, Bn_1
#OFE, T3 (17841 (Marketing) B E 32+ AL EANBERAKGFHRER, BEZ
BAEHEEF, BRI BRI, JRERME. RBUTHE TR, iR
ERHEE RN RRE AR, TR 1900 ER 2 BERENT, HRER
1950 44 > EE %, RiEH 1970 ~ 1980 FR A H A%, # =@z 1970 £
R*, HEDI 2003 F ke ARBERTERH%,

Aamdnfa, BEMBEEER, 2k 178 B—ERBEREFHENF %
Frvk, iR AR R —RZ S P12 (Management Philosophy), BB 2%k iE
Ay —FELH 8 FL (Mental Process), fEREM:, fEREMCEMNETE, WEEKAHLME
#F28ExLEE, eHEARE D& AR#EA, MiEE, T, mibd@ikm
WiEH, EEABNHEE, JEBREE, SEHESSTEEFRDBEREEZ
rre4) 8, DIEREMREBEE, Fitk, M8 BRI RBARHEHRER >
M%) HE¥EERER,

ITHECEATIEMRN, HERE AFRMAL, 2 —EeERERFETIR
®Ih, HWEhmBEE 178 K& MHEs] WmIhks, e, a4
B, TSR, OEREMMI—¥. Rz, 1THEANE, DREEEMmAK—F .
ITHRCELE A, HHaKk, 2RI —3 .

F‘- —, [5785] & Ti78%32] X & & (Definitions of Marketing and
Marketing Management)

M4744) ZBATAR THMHATRAY, THERGRY 178 87
AEIWESEREES ZWE, £ 1963 &£, 178%™ (American Marketing Associa-
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AARDATYEAMFEANRBTE, HAAHBRIENERE TS, YkE
IFiREmtEh, BRMEKE, BRELR BBUBKAS EBIARREE, BE
TRk, SR MWK, AT ATERA SRR B IR B R T E IR,
it H & #.

(PU) $Y e84 F 2 H & (Sales-Orientation Philosophy)

[B4t58 ] (Sales-Orientation) 2 #1284 B EN | HE &M AITTHE,
Rl 2 48 R RN FE N B = B 2 At (Suppliers), MAERERZHEE (Con-
sumers), ATLA, AZBEMAFEBAEEE 2 MRk R B s et
= 2 B A & 5 (Existing Products) 2 BEE, ArLAREEEDIEHAREE 2758, Ml
B\ F S P B T v LAk

WEHEALALBIT-RHOERNER: $—. AANTEIHEHHEHE
BrER (P—EEAFE. £, BEE-BRERT, WNBHIE 2 E3HE
8 CERE—RE), FrLivdEshiEsy, M4 eiE, §=, FHSEHER
TR e, whise, WIS, %%, R SEETHEARE.
B, EEEESGER [Rebuy); HAGEER, hBEEHFSFBEFIHESL

Ee S EE AR NEER B HAHE, MELIEFEMNEREEER, MUAEEH
EHEREHERETFEIB, RkRESEE, BEETEETEE, Bkt
o

(f) fTe4E B2 (Marketing-Orientation Philosophy)

B, S mmuM raigEE] £m M17858m ] (Marketing-Orientation),
REMBAALSEEEHEErBAERRI B HEEE, AEDESHMATE
Lmeh, BPEE, WESEREENENRRE, ERBREN [BERE]
B [AEFE] WAKSEE S ME, 1THEaT RGBS R EEERE R
87, BUSETAF S HEREEREELTE, MESRRAFAERE, vRRAX
FORERE R,

Fﬂ— =, 4T85 &AL (Decision-Making Process in Marketing)

B—EATREHITHIRER, AS2RH 1-3 ZREAE,

e 1-3 AR —IT8EH 2 A%, HITHREAER, DE—RTHEE (8
EWEEERTRERE) 8 BHEEZER, HESLAFEZEMN, RH&SES
Be, B LTHEEE KD, BLA TBERR{L] (Market Segmentation) &
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ol =, ITHEBYEZEE (Evolution of Marketing Management Phi-

losophy)

(—) WEHEZBE (Impact of Management Philosophy)

ITHEHE B AL, EHEEBE ZF KRN (Demand), BN E > EM, H
¥, HENREHHER, el rR5, DIiREESREBEFRIEBE, B4 H
A, ABEABRAERENRAZEESREREATIR 2 EhE, REFAARZ
i, fTHAIRR THE] ATTR &), MRk TRl A ZIES, kA
HARAFANEEZ T (Ere W8S, SMERSTE (Takht%
AIRER) ., GLEEARARIZEERNE, BENE, RFEHHEHEHKR, —
Wis, —EAFRHTHES EREE, TURMHESESERE ABREE
T8 8,

(Z) EEEAZEZ (Production-Orientation Philosophy)

BEHCEEBTHENRERENZ A% (Production-Orientation), K&
R ERARBYHoEE, At 2B AREREA RS inE =R, mR
DHOEAY R E AN, BT SRR R, RS
A EL E . THEAFEMRE %, [EEST] ZALeRIT KBRS, EZ
ASH AN THEBRENERABRBRAHES, HEANEAN: %
—, LNHEEPBINHEEEZER, T0E BT 2 O %A (Psychological Dif-
ferentials), B, BEZ2EBHAREEMZINE (Form), MIEHKH. H=, B
BEANAHEBEEF B (Competitive Brands) 74E, 55 0Y, B Rk EE M & E (Product
Quality) FAEA& (Price) KMk giEE, NZFH#E (Promotion) K E$Y (Distribution) 5
Az, rll, 2EHFFENEDESREACER, MIFVBERZI8RE, A
DIBAE [— W] 2E5R. BEEBRFRIRKBEERR S thxtte, SEEEM
HERNERAHEIAEE,

(=) Bt#ERAZHE2R (Financial-Orientation Philosophy)

[Rf &M | (Financial-Orientation) 35 &#E (A5 1920 £/ 2000 F18) B
RBEESBWELD, HErslEER > REAEMNHEHREE Merger and Acquisi-
tion, A&M) FIRF #Hf S (Alliance) MR E ¥4 [ &1L (Industrial Structure Ra-
tionalization), MIEEER 2 INoiEEM A 2z TR, XEREERE ETHE ZMF
#1E (Financial Manipulation) At¥ = F/i#, ®LLAEESENREREERA. BR, Al
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HE, R, AE, MEREs, &l BREHEE, HMcETstEimnRERA.

REMREBIEEAEE B, KFEENAE, RitESREH S, #8ril
ARALD RS 2B W — 1T E £ B % (Marketing-Orientation is the Modern
Management Philosophy),

P WEHREANEHEEITS (Consumer Market and

Consumer Buying Behavior)

— B RA R EMEER: (1)1 % ##% (Consumer Market), (2}>3E4: fE#
i 1_ %7545 (Business Production Market or Industrial Market), (3)rf1 {5 #Hi35 (Reseller
Market), (4)EKiii35 (Government Market), (5)E1%¢i 45} (International Market), A<
HE KT AR THIB AT 2 B,

F‘— —. BB H £iT A2 405’ (Customer Behavior—40s’)

R AE R IR, SHEGRRRILEERIE 40s’, HHEBREZT
IBEEE, 405 K

(1)Object (What): IEHIBNBEEEE =8 (HlEL), £EEREHENMA
EIERI? AT BRIERGHER? EMASEHEL? BRESSERSD
(T Y

(2)Objective (Why): ILH 33 NER =0 B it & & 2 HA 7T HE I EEB{TE?
BR—E Rz EE?

(3)Organization (Who): ILHIBNEEE & 2 MR B RMA? HAEASHEES
wENT

(4)Operations (How): BB {EEH R NARM? BEERME T XBE?

HANVRARFIBABREHEN S =HEERE [HREE] (When)? [E £ /D] (How
Much)? ¥ [#|HR#EE | (Where)? HRE—H5E, R TWs 282 [tXk] &
AriE=, (Bl What, Why, Who, How, Where, How Much, When),

&I -, BEEBTZESEH S (Object—What)

& T B > % B (Object) M2 @M~ E M ] (Product), EM] 2B EE
MR ZEmAR, YRERErEITH RS 2 W, —BERKHE = HY
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!
ROMERLZEME || e

2.
1 o 28 L k3
et

T &R (Market Segmentation
ZBRTH |and Target Markets—40Os’ Behavior)

TR | %44  (4Ps’—Marketing-Mix)

. Be.5% 18 95
Eakw | | o BEES | | HBES
Wl EXATH R4
2 A$\ E*ﬁ\
gy 3t ®i
) e o
AT, f5 S,
WA, 24
FHEE

(8. A8, F4E BED Bk
B 1-3 178REHE

FHHH il (Target Market), WLHRESHADHISEET R TBEETE], B 4
Os’ (B ih¥ % (Object), WE HHY (Objective), ¥ A 41%% (Organization) i
194k:3% (Operations)], Hi&EETR > 405’ AT E B 2 1THREMA, Bl 4Ps’
7 i (Product), 15#% (Price), #f& (Promotion), #it &P (Place) FHt. F1T8 KM
HAMBAFTHEE (BB, #ir7, #%) ZESHWE, o HAMERP W
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BABRREATRATR=M MREEE, teREl, ROBBEE,
|. §& %% 25 2 (Physical Needs) 3§

FIRMERRZ=HAA (A, aliRKaR) fz (BR] a 58EER,

(14 FERE Y (Physiological Needs) — AYASEH &4 —4%, B BREHF 2R
AEHK, TR, O, EE. BR, HDERSEE, BEESERNG 5 EM
(MR %) ARRMELERE,

(25 4 A8 (Safety Needs) — ANEHEIRAETF RS 2%, S FLEREH 6 S H
BRI BE, BERRRIAEFIRYE, FRERBFILIESES, RE
NERB 2%, T XBEHRAFERE,

2. % & 8 ¥ (Social Needs) 38

B2 =X ADEP2z [aR] &E, J8LET6a, T EEREH.

(1A B RS R s B 5 88'Y (Social Belongingness and Love) —— BB EN4H mli & g2
FREBRHEEM—8, YRREEZARY T, REZEHME, R EBEREZY
%o

(2)B Y I tth 3785 ¥ (Esteem and Status) — Bl R EUEAt A B AvBRAL (B &),
BREMEA, REEMA, BESE, AR ZEE,

3. & B2 ¥ (Psychological Needs) 38

B =H A Ahz IR ¥, 1458, 146, EFEHES.

[ B B RR S (Self-Actualization) — Bl RN E H B EBEAEH, AZHE, B
FrRlist, MR ARBEBRES, FRECRBEEMR ZRE,

FRFEHE B B % (Buying Motivation) 2 HA# SR NAEI]: H—5 BE# Mar-
shallian) #3,, S4B FERN AT 25 E)# (Economic Benefits)s 5 B AEE X (Pavlo-
vian) X, HAMBWARXKBHBFE 21 (Learning Process); B =R iEHA1E
(Freudian) ¥, &1 AL B #9347 (Psychological Motives)s BP R 4tfE =
(Veblenian) %, A+ &.0 W E R R (Social-Group Psychology), (54
RREBEAABEHH AR T EBRERRHEBITRONBAARNEEZE. B EMLZ
EH, UAAHEESRMITRE N, TEHNAEAGZITHRMERALTR, 8
BRREE, HRNMEERR, PRAEEE,

FJ— v, HEBEE XA B (Organization—Who)

HERE 2 AEERES: @ EH (Family Life-Cycle) RSB IR & AriiE 2



