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BREEREUCRARXBVBRERNEERNERTF, ERMRILHK
HEFHHOBBBHEAY, Wi, CABRERLELLENDPEIRTAEN
FEAZ—, RUAREFARLFRAATBERE WL,

REFBWY, AEriOkddE, dRERERARERHAMN
R4GGHOBERY P ERNRATR, RN T EALHEL MELMH
#, X—EAMFRE., TEHRAGARBEE T LN, tEFR, #F
ERBRBRE, RALE-ERENRAERSRREN, NEELEHRE K
HETUMEE MY, ERFY. WE, EEMFEZXLAEAL LR
KEF, AATEARH TR, &R, PETREFHN TR, ©TH
HAEFHRR, ARETEREERARAEARPARNEELEEXE
E, RURAERLAXRRASUF - BREXFEFRWER,

REAEEERANTR, A-—HLFLHFRNERBRARMNERAH
HHEA, KB RNEE, BEXALRMAX A8, xt&E: “FTEHER
BEEANFA PR EMNUREEAL, EFEREMTER—H, VP WALHEER
RN AT, IO AREER, BEALNE, FTHEH/-NMEERL
SHBENE T BN, PERAWHARELN -PAE, RARGHILH
EHEHMA, BERMNA-ABRBETHRA, XBAELGESTYE2TEHAER
HRERNAGTEFHBETRK, AN THRAZIEEELT, b FREAHNR
WA T, (B8 ml TR R, XIRNATRAILER, AT



BB, AP FTREOAR, IR E-ARERTE,

XEERBEHRE T EANRATERRNEES, BIHEX P ANEH
HTMALZHERECELANRIME., AP R, BLREZLRY
RRREEA

AMERE-MHAAENBERR, TEXEEUYHHR, CER
AER, M. XAPTEHRR, XS 7% 3 oy P 0 F i B3 A
HEREE, REXALTRUAF XX RANTRAMRLE NE (B %5
BMRUETESHAFNS), A RBLR S, Edh "B REFEHW
BRERABAKERNER, AR TAESREEZ B IRTH,
UFRRFHHSTFHNEETE, TEEWERNELERARBLEAL T
LEHMER, CERARSER, WESEE, UAUAMATIHEHSE™
R AERTE, XEGHENERFFRBNLY, UNEARRRHETE
—HREAEXBENENXAF, F—FHE, hBL O ER AT
B, TH-—FEKRLA “FAREL WARESEEFR, IRENEHL
REBEHR, FRAFFHZEQNEXBE, A EERERANS R
WEHB., RWEFERAARNX L L BALTH S NERR&, HTLERX
WKHE” BANALEFNRE, HEEEHEES kR,

RELRRFEBRE N ERTORMTE, TRERAMNSEEH N E
A “BR” WEHE, 2AZBRHENWER, EEAMN—RER, ¥y
o CARRBEMERR, HITHE, ERELWHERES, NETH
ERPREAR, LA CNWHEEME,

LARE, WRTYBEEEELPHTHRAEE ABBREE T L4
%, ARBRARN —RBRHE, RFR o EXBSEME R ZF RN,
BRERMEXBERT LT BEF IR KW EEZUR PRI hFFH RN
HERRE, ATUFBA R ETN I HEARFRBRARR, LRNE
R AT, FEEMIBE ARG HE,

AR A
B - B AETRFRUASIA
REATHFURRLREAEH LR LR
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BE R R

AEREX LR, BTN (RREE) —FEENRBEEE RN
BARTRETABRWHER, WREEEXZEREATREEZNLART 2,

FHAEXLHR, EEF2EEATEETRIAAL 1954 FhHmmy (FEH
EE). 1964 £ IR (REFE) M1994 £ X %E (BB LFB) L
HAX (BEER) SFFd. FLERLREHR, AMEFILERXAE
ERERA, EoRIE-NEEARURES L E-—AREFREA K
SVHEEERLAUSCLHEEIHRREATITR &,

TWLELHEMES FEHE, EME

%% % (Drucker, 1954) AR MR MWEFME (FEHLK) ¥, HET
U EELFREFLAR-—FHGEFAENEE, BEX AN, BEELLE
UEfFe A, PIRENEWERE, #MALMREZALE (business)
HEERRELSH -8, WAKRL ALY, BEXTER, dLFAN
BEWAET “5/2M%E., QlEHE", B, “dUYWEXRERARA: T
EHMAEER", AR THBRERA, b, THEHNENETELT
MBE, RABAFRECHLTER, HFREAPENFEERS, AlEE
FMERTAL . WACREAMENES, BB TN T EZHERE



k.S

BUXHY, RELBHOVHNEELFRE "I SHE. QEHE"
H-HREBEE, BUSHERHEL,

KHUK, THEFRLYBER - HBAFESH, WFHE5 AR
MHELBXR “BEFLWE" (the invisible hand) % H & 8, X EAEwH#
RYHBERARELUAF, HE, BELLBELRAE “3I2HB. 4
EHE, REACHERRANERRA PR E NS, A A ER
GRLW, TARGH AN, EXOLERNEFEHALEERN, T
REWAFREMEE DB N “AlERBF"  (creative destruction)
B, RYTHE HOBET - RAGHENERIE FHANL R
BEl S, ERBXER, H—ALUTE, bUBEFHARTRRE
By, REZHWABMEREM 4. BEHL? HAN AR EREL U
H—4,

KNERLE, BELXTFLUEERE “3 KB, QLHE” £55
FRR TR G 0 5 R 2 B B A Rk B B R —
MEW, HECLEERE “JISHE. ABREL X—AEm LN E
BA, RANTE S RAFBEAES BHM, S UEENEN— T E
RERTHAARHLNEE, bHREBLREANE,; 5 FEXERR
RAWSK RS, WHAELRAN, AATERAFEY, ARELELE
B st S E AR T B, AWB AP, XoBAEHAN
M. faBEL, HAABTR—. SoR%k, ERABELARTALA
RAEFERL RS,

BEDEBEXHAEFRERBWANE, S UB L EHM. s
ERWY, MARMN, BRAFER TS, ERHMENEE, i, &
BAEFEATENTEFERALR, HARME, I SHE. QEFERL
EEMLLBEW LY, S RATLE, AHORBLEAEE N E R

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



REER IMUKKETEHHARE, BRHABFERATEA Y BB
ZHAAR, REXRBEETHR, W “512¥ %, Q2HE", REFEL
RHFKR - k2 (Juran, 1964) £ (FEE2RH) —F P oA X UHIR K,
wEHAR, SANERRAEET FHR, RIESWITE, BEHLEE,
BEAATAERREARN, RERE-NLLRE-M2BWLY, hE
DUNEEFBENL, £F8ESD, ARSIV AXFERNNEMREY
#®eE, FTRALHAEGN, TREHLLAMENEE,

BREARABWEFARRTEEAREAH R AN RS, 2% REL
VESHETY ., BEREZEANPHEIASHE, XELVAFRRENER
RAM R, TUXRR, ALFFREEER, BEXRELAMHBLAY
A BR, BEXFRAFLANHS, WARLHERENH AWK
B-FRETRER-FE, EEXHEY, AKTW, ARAW. KEZLHFE
FHRAREFHE, PUYARFHET-HEFZLEES, RAR “35 5 ¥
%, AEBE FURAELH, TRAAVHNES. FEHNE,
M ERRMERNERS . BETERERE (Sears) £ W thE 4| X4 H
RIETH—f: —AMhl, RELEREF LI FHE, QlEHME LK
BOWRE., EaR A EESH, TRBMER, LAV NERERE, &
ERBARNBERARAFAANEARRA TR K,

REXWHEA, TRETHWEWURER, EATAFHM4HRE
WHT, BB AN, HT5RHE. AEHE, 2YREHREHI. 2%
B, HEEETES P+ HERTHEHFULES, HBE T2 EELH
WMEMERGEARANA, FELRMELCVWEEFEFNE, REXLEEY
WL, REEFEENRFORLR (REXARHFSFEFRAEER T EA
BR). ZB, RINATERET, REXTRKNTHEH., €l EEH. £
HUEBFRRBENHERAANEHAA A, FREZASVARYREE, #
wr, MARREME. WRE. EARBELTFEALEEL “DUHMHLT
FE” WA,



Roh “3IBHME. AMEE XY “SEAAES” W, EXEAHE
FRWHBELSL - AR, b (Levin, 1960) £ (BHEHLFER) LR
Ry (EHEAE) —XbHl: “CELALALECANAEHE, #
BREFENA, TFREF LG BH.OREY, AL THLEERRAH
RWRERAEHE, TARMEMAFT TR, ¥4 1975 £ELHE. “ (F
HERE) GRHUR-BERXE, FTOREE-ANET, BLFRE R
BR—UAF EE%. 4% - XZHEF (John B. Mckitterick)®, ¥ - %
/REEFHR (Wroe Alderson)®. % % - B 44 (John Howard)® Fu iy 4% « #1148
(Neil Border) #xt & 4WNAK T RWH A TLH, KT, RUTEESFH K
AUV BEFENAE"®

THERFANENY - BEHHEEEN "3 2 HE. AIBEE" B
BHh: “REHXAHRER, HANSLAANEFH," % K 2L Ulster
AETHER BB RETE A S ZEHLBREHF W, A3 (Brown,
2001) #HEHEH, CVFELRSER, TR LA BT, tihh, BE

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

© #%BEi# A% A NHF (General Electric Company) WA H - £ X H E F (John
B. Mckitterick) 1957 £ ity “HFH B4 WA (Marketing Concept)” 8 5| 7 37 % 44
EH RN EwRiAR, L. 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.

O THEHBRGEXFRREBEANT - LAREH (Wroe Alderson) £ TR fE &
W F A M (Heterogeneity) WL &: Y ARMIMFERHE, YHRFRBESN S
B, TURBRARE, ZTURRTH AL B RN AR, dbRF THHEHR
AW Z B, . Wroe Alderson. Marketing Behavior and Executive Action: A Functionalist,
Approach to Marketing Theory. [M]. Homewood, Illinois Richard D. Irwin, Inc. 1957.

@® %% - EXHE (John Howard) RHFHFAHER, BA T T HELEASHELE. X
John A. Howard and Jagdish N. Sheth. The Theory of Buyer Behavior. [M] . New York:
Appleton-Century-Crofts, 1969.

® 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.



RATpEECBEMNL, AETF o, ¥RUFL2bH, Bk, FEra
WEHEFEEAGOY, FHORBAAG, THLETEA—RRA, &
WARATAKEE T, EUER, FELSFE LY 41 TALES,
WA FEHARF . HHTEH T HHREMKEHE (TEASE) O£ H4 %
¥EME - BBRAMCK £/ (Hamel and Prahalad, 1994) # ¥ %
(F4ARR) —HPRE, PUELERRR, RAAUHELBE R Y,
BEABE - RAERZ RN KB LSRG EHERERF T E 4 -
#HE WL (Barbara Bund) Ab: “A TR &, WWEEFE ‘£HEE
MA L - REENABELWE —HE: DV RTAREA G
BES, TRARBEFREFERN. " “GHESHE, HREEHHH W
BEEE,” HEBLET, “MHETRABS 0L A, BEEE, £
B ERSR RER N T RBE, REAW “HEE, THEA
Wk,

UK, 2LTHRARERERERNRTHEY, ERAAERL 4
BHGEY, AR RAARELRENT . ERAAT N AR LS - HE
% (Grove, 1995) —4t Wik : “FP A - EHINWEEER, &

© HHKFWHFE (TEASE) XA B HLHRXIANAEAREIARE N Y FH, B
tricksterism, entertainment ., amplification, secrecy. exclusivity, % 48 (tricksterism) JE
MEHRFREARLS ., RECRN TR EEASE, FERHESRA - NN K
R, HULE “AFRETNTFRARYBINER", £ 5% (entertainment) &
MEHTHEHNREH R A AW H AR M, K, B (amplification) JF
HREAEEHEYRARBRBRTURABANER, FAETUSTTEY R, &
EXRANERUZIHE - AR ARARB I ELHSERAB B BRE
(secrecy) RURBALEEHFRMRSm EHFWAR, BARR TRENTH
WK T HR BB (exclusivity) BURERGLEHSAFE M &
%, ERHRATUBHENE, ERERFERWER (2%, TFEAHE), @
FABERTHAEHFERNAHY, REBFZETRARERARARERL. L
Stephen W. Brown. “ Torment Your Customers ( They'll Love It)” . Harvard Business
Review, 2001, 79 (9/10) : 82 ~ 88.

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



MNAEY RN HEHAT, AEFRI" T AKRBAE (Sony) EFKAET
Wik (Morita et al. , 1986) H#: “AAFTwHEMHLRTH, TEAN
il "

BEAEDANPFRYSAREL TN —BH, HADLVREEER
ZERRBRENERANEIRE, AERAT (Sony) BMEMBEAEE T
E-RE, NGl 2k, AEHENT (HEHRARBIMAER, TRL
FREEE), FRTHERLE —HM 4% (Wakman), KI5 AT # R
WIKB MR B EHBA (Moritaetal , 1986) st i: “RAHBRAEM
THREREFRNEELRBRG " CHRLRRRA, AREEAEHF
ARFAANZLECELRRETEEHA, R+ RIAERBEAEL R4 F
K+ %2 (Joseph Juran) #n W. E % - ® Y ¥+ (W.Edwards Deming),
M ALV ERTRBEECENER Ty %, BABEBARERTFEEX
AFHGRBNRERABE— %42 5PE, - IREHBF S
T, WEAHTEADYR-HLFHBEEMA,

HAZHEFZ KA — (Ohmae, 1982) A ¥, BXRLVELBRBNE
HBRERAKRFETHEE AN EE, DRV ZUAHREARBE L ES
BASHWERY, SARTERELLE BRFET RN B RA b T o fide i
BEEMXCANA - LW I ALV B ERKEREME, HXABTE,
EHRMEMG BHR, AERENER, XBRE: (1) BhAI WS EBREHS
# 5 (intensity functional differentiation) , £ HHF W T HRFEET A M &, #
ZHTHR-X@EUNWLERE (business function), £ TR HH 5 B
Bo —Ribdk, WEHAN, BH5HRENFHERL, UTHBESLLS,

Andrew Grove. Only the Paranoid Survive. New York: Doubleday, 1996.
Akio Morita, Edwin M. Reingold and Mitsuko Shimomura. Made in Japan: Akio Morita and

RERO;

the Sony corporation. [M] . New York: Dutton, 1986.

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

Kenichi Ohmae. The Mind of the Strategist; The Art of Japanese Business. New York: Free
Press, 1982.
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HEREEABRMTARRB TS EARRBARANKTESR (key
success factors) , KA E R X REFAELTE, BUAXEZRDERF
T EI; (2) FIATFNEE (exploit competitor’s weakness) , 4 j1 R &
BEMFNEE, RETA, AARTEERBUNS, EREEERTN
BHR, DY HSLWHCHTRE5 R4 TR EHE R WLE, XHFHRT
URBEEE, VoL ERMTMRAMR T EEEE SRS hER; (3) FHr
B4 1t 4 (ask “why-whys”), — B EMEFHL, EHRAARNGLERET
Wi HHA? HHE-—LEBAIAEZR TR REFEHHA, E
ERALE, REFTREARS A AH 4, BRNIR - TURBES THE
M, MEEALHES, HEXBRARABEF, THEHMTER T L%,
SHR2HEIFRESERSE; (4) FEAZIFIREAANE (maximize user
benefit), WA AP HFREANBEN =&, ETHLAEIKE, RFES
A, RERFBEBERWN, £, RTEAF, 2L AFEESE - Ny LAHER3
RPERANSE; SUEKAN, BEoTEXEEALAHNRAXT, &
BETMNEARGENRITEERE, FHET B

BEXMBBEET HREEIER

CAELKEF)Y —FWEE, XECEFRERY - AANE (FEEY
BE7) —FHFETEE, BET 1964 FhEE (RREE) XA
WRT “lEn” WEN, UETHREASXEX-HLAITHL, it
e “4od B8 (Business Strategy) X —H 4, WA (RRFH) X
—&%K, BAHBERAA “BH” ¥ TEIHNSCVHE, T22-IMELEH
FARACESRERELE, RN-BFL£FRMN, “B¥—-aZEFEHE,
KEAMMEELLBN, LHLERSBREAY, 2L RALTEE.”

WA, (RREE) e T A RBNWEXELMEN, AEE

©  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.



FHOWEN, %R B ARLERERNARRE NS CHETAN,
IABH A BBHWEA"S, EURIEEHERS, HAPLANT R
ABWHE: DUEENEHREEARS, WLURBHER PS4 RK.

L, FA195 &, EEH (Drucker, 1954) B (4 % B LK)
—EBRATOLREN I, RRHT A REHEAEAFE: (1) &
NBH KR4 (What is our business)? (2) RATHEH SR 4 (What
should our business be)? (3) RATERH L ¥ % EH 4 (What should our
business for future be)? EE FH H: “DLALKHAFREN, ERAEEAH
VEERELARG TR OHE, AETALEEELNEALS, HFh
EABRAEEERN LRI T T EEH £,

ML (Drucker, 1964) % (RRFE) —HRAAXTLYBY P
BEHS AREE: (1) RESSREETLLARME, THAH,
MRE - HERENRE, FETARAS, XERFERAH T L
RIFLRBHARAN, RARKEERAMATEN NS, MELEE
SUABAE, “RESVEBERY, TRAARABNEFAA, LFRE
Bs ML EHNETAEEE. (2) S0k RENS, TEE Bk
L, R M1 AR R AL A SR E WAL A AR T AN
EEHE, 3) RELREAN, LEA-FELRARE TS, WM
B, (4) “BFER RBRZTHHSENEA, RAATHEG, “BEA
e RAMSMA, BULBY. »8AME, REETH L HHEHH
WA AARURBRSERENL Y, HALIAKKNAE, (5)
BETHHASRARRK AR, SUEEEAS AR L AR
B CLEIELMAFARAELMINER, FmUKEE; AR, 04
RRALEEREFEONL, (6) “AEHATLERZM.” B Lo E

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

© BEEFUN “LBANEH EH-—AFR—BRXEA-ARETN “KZW
BWER", ZRE “2BHHEH",

® Peter F. Drucker. The Practice of Managemeni. New York; Harper & Row Press, 1954, ch. 5.



Wk, BIEP R, BURHHR I ES, BN CI R RSN TF
MR, (7) AENAETHESETAE, AERURNI0DHES, Th
RTUNERTHRIOD WK, XERFLLSHT 0% 845, HRAM
LWEy; RELSRNERERREINLWARL, (8) A HEREH
B, Y ALBEREYEDBTABRRLBRR, CELANLYYEFEL
HEAMEK, NEFTAHKR, RAFEERBEDYE “AARERANS,

XMV BEFWALEE, EEENEAUAFALZ -RAK
FlEASHL, (REFE) WIE X —REAHLEERREEAER
B, REGILEAVHAREY “BG#” WOV IFEHX AL, EELKR
BEHRT, CLEFAMSETIATORERENLS L, +RLULEHK
BHHWRA SR, REFHELRBNRE B,

BEZE (RREE) —FFPH-FRBTHHRERE, L&HhL D
BEWANEREE: (1) BRERNHEE? (2) BEERHMERM L7
(3) BMELANERALE FHE? (4) RMUESHRK A BERGIER
NEZFEERM L7

MEE T RSB EEREREE, ¥AEBEREN R ZEEN
(Andrews, 1970) B SWOT M RER# T TEHE, AN R ZEEHLE
THReEMTTAE—SWOT HMRAER (HEH. 43, ofmg oMl A
FrESEERAEMELCHRI R SAESHBRE T HARWE L MRS
DR RS E BN —ARRE D,

FEFARBEESRH FRR - ZRAABE RN ER ARG T
GATMWAIE, o (Ansoff, 1979) ZHAH (R EHE) —HFHE, &
MEEFRG P CEMRELEM, WEFRNANLE, RERNNE
¥, BRI EAXSERTLARBMETH. XRFEDERNAEHLNT

© 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 Illinois: Richard D. Irwin,
Inc. , 1970.



A7 RMEAZRML? RNBEAATR? XRBTRBELTHEL, T
MEEZANF AN FEEARTUERN MBS AN g, LRA#
—FHH, MOV ARARKRAEHAXBUR G R E N REHTH
R, HebEBEREHEABEMOY TREZNRERGE QMDA Y KK
B OKE, RIVEERFE, LRAFHNREAI N E 5 RSB XMW
wHE, TRERACY B EERZ O EM, £FX (Ansoff, 1965) 5t &%
FTEH - ATREALCLBREL NN AL BRBRE B ERYEFAXA, £X
B, BRAXNN T MR ERENLEBCENAT EARYE, AT LR
HNAHXBANEEN S, TEERMNEALYHFNEMAXAGEE LS
BUE, AREX -FREJTRELTEAHF A %,°
AR, BRERERHBEL, TEBROELHE D, TARAERBEETYW
R B, EMIRREE R YRS BAEF YT & x5 % R EANWE
T E o

MAEFZFSERMMXE, FXALERFENHREAMRAEE T4
EXHRGEEE RN AR, FEFRRA. (b HBLIFL) %5
W GAEWE (Magretta, 2002) Kby, —AMFHELER R L4 EEKE
F REXAVBENEAREANLEE, HRIHEWENAL, —4MEs
WRLEAEZANEREAR: ORAHLWAL, SBWINRFBEAEHS
Bt MXEFBENACRKE S5OV EBEHRET, AELFA L. B
E.BNE., 2HEE; NERE TS EEENRERER, MERES
S58EWAT, RARRENREFAL, HNEWLSFEERUE LA
AEBERENEFESIHE. - THTELUE - AFHRLERY
RAKH “RERE N FkE"

© 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.



