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s E &4 4538 81 ( product life cycle)
2 | HE G418 2y (c,bntingency theory )
3~ BAMAEE (charismatic leader )
4~ R+ (hygiene factors )
S A#KA @ (organic organization )
6 | * BBBRAT4Y (experiential marketing )
T~  FHRAgEs (resource-based theory )
8- ?Fi% & F;% ( market segmc_antation)
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- 4~ 738 T AE#& AE(job enlargement ) T 4k & ®16(job enrichment ) 9




