[JSMD L E 1 —) RBHEEER

I [REOHRR

1.

10.
11.

12.

1 ~—YHIC, @OUEA, 200 7~400 FOEK (77272 F), S5{HUAND*
— T —FHIEE|MLTLAE 0, HCELICOET T LCUL, HXEDDILTBHEALE
ER
2 ~—vHic, EOMAINESE ZICH 55 (400 F~800 F) ] Ic2WwT, [HL
] & [HEROEB KT THTREMLTLAEw, LT ok ) icaEMD
I OTETEAL AT X 25 (200 F~400 F) ] T 2T H A[REARFR Y fddk L <<
72X,
AL, 3_—VHOBHEH L LRIML T I 0,
IRl X 2 TR R4 v FEUIFIRIEF cs Wl LT To 0, A, REL%
HGHT, 10 ~11 K4 v F OgEEZ ERIC L TEWTLFX v, FHAlE LT, KF
BflibRWTLZE v, /2, BELHRY R b OHEFEEES, SNEREMEGEO 4
&, BEOAAZY) v (k% FHoTL I 0,
BICiE, 123 -+ 2HW, filF, 1.11.21.3 --- 2122 -+, JEHIF, 1.1.1
1.1.2 «+- HL<IE, (1) (2) -+ ZfFoTL T\, £/, &=, fi, HcR, SHTR
HLAEMTTLZS N, 2L T, BEHIOMT 1{T2IT T2,
¥, A (D) (2) ol LFFEMFT TS0,
BIFRIE, AL IZMOGATICEE L, AXPicz oG zfEL Tl 23w, ¥
o, BT 2 -+, K1 K2 -0 KRGEEH, RIBLZMT T, KK LicE
WTL7ZE w0, FIALZEAIR, ZOHFTZRED FICHRILTL & vy,
BUAER MR B L, ALDFT CRICE N TL X 0,

Fix, SEXROFTICE L DT, 1) 2) - fEFEEHEZICLTLEI N, b, RX

HFicd Effo@ELES 1) 2) 2T T,

AicsiFra5mE, (11, ] #FoTLZE N,

XHOTIE, EARWICT 7 e 7T EFHCE T2, [ [—HEE] &L oiEh

DOHCIEBTF 2> T L7200,

AT E ST 25 A D, APA R & 4 AichEvs, HA (1996), Kotler
(1996, p.216) & x5 X HICFEL TL 2 & Wy,

c BT 2 CERBSEEEE 1T X 28541213, Aaker and Keller (1990) D Xk 5 iC and %
flioTL 723w, F7z, AR CHHEIMZME > CHEEGE S Ok Z 53 2561
12, (Aaker & Keller, 1990) @ X 51 & #fEHLTL F X,

- HARGEO SR CHEBEEF 30 2 561C1E, $8K - (i (1990), (B - 7%,
1990) @ &S, HE (+) 2fFoT{ 2T,



CEED 3~5 AogAICE, VIHEOBICEeEEA T TS w, 2 EHIUK
i, SEEESCHRO B A I1CiE, Kotler et al. (2010), HAGECHEA DA IC1Z, & Hfth
(2010) X o1, “etal.” /i3 ] ZES>TEHBRLTL X0,
EED 6 LU EDEAICE, WIHES S, “etal.” 720 [Mth] 2o <R L TL
720,

13,  ZE kT HARGESCHR & SNERE Sk Z 00 3, EFS () o777y MEE
L, UTORATRBMLTILET

Christensen, C. M. (1997). The innovator’s dilemma. Harvard Business School Press. (ff 5
5 GR) (2000) f /R_R—>vavoyL v~ #Hikt)

FIRRE (1999). /NEEICEH T 530 & k. [HuEisel, 2(2), 1-14.

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2016). Marketing
management (3rd ed.). Person Education Ltd.

Moorman, C., & Day, G. S. (2016). Organizing for marketing excellence. Journal of
Marketing, 80(6), 6-35.

HFIER (1996). [~—=7 74 v 7] . TEHE.

X1 EFHDE—T, F2EEVPRL 2 L2, FTHECTERL, F2EHEokoT L
7y MEZZNLDLZINTL 7230,

Kotler, P. (1996).

Kotler, P., Kartajaya, H., & Setiawan, 1. (2010).

Kotler, P., & Lee, N. (2006)

KA —FED, &250IEHE—EIOEZEDERA L O0H 5 551ClE, FTTHED D
D HIFICHERT LI v, FA—FICHITEI N RB 00D B, H DL, KX
~D 5| HOFRD BRI E— & R 5A, HTHEDH LI, TAT7 7Ry FMIFE
a, b AFLTEHIL TSI,

Asseraf, Y., & Shoham, A. (2016a)
Asseraf, Y., & Shoham, A. (2016b).

14. FRPRT > TR LERICHFEZ T W20 Ti#nEgA, #iErE R
3, B2 TR WCHEORINIGEMLTL 23 v,

1T Z0fth
. KRR 2 KETeLES, &b, KIEIZPDF 774 AT T,
2. JEfElOZI W, X CEEBOBIIZS Y $8A, 7L, HiEzmEI N 56



i, HIRE & XR O RE 2 PEFIC AW E £,
3. FIIAERE Z 23 2 BRI, TRRREFERICED b NEFHED 5 b oEEE L
RIFEMEICOVWTORMMFFEEZIRE LW R  E4, 2720, ZofFEFEED,
[JSMD L v 2 —] OoFflfTOHMICIREENE b DTHY, EFHEIZEFEE RS
L, YRREFFEEOEMERET LR AVE I CHEELE T,

(2026 4 8 H 27 HELET)



