WAL TR EEREATEE REPHIER TSR AR con s

wf 7 F 2 A 15 H (h) %

K

£

21

M1 -f2ETIHEBELRIN,

Ml TROXEZREAT, Fordism iZ22WT2 0 0 FEBETEKL /X,

(A7)

Bratton et al 2010. Work & Organizational Behavior. p.51. MacMillan

(AR 2 TR AR E A~ ]



T 7AEE  BEERTTARARE BEAUEE IR AR (- mraa
S 7 % 2 B 15 A (4) £

E % ZRE B K 2
i

2-2

[FR 22 VAR ]

F

T

2

LUT oL EFKA T, ROBWIZEZ BT W,
12 —1 NIKED program @HEHlic2WwC, NIKED CiREARTZ 2B TES X510k D . customers IKEARRFIT7 4y FeblbL

TVvs 3 D7, Mass Customization DRI HBH L 2 & v (AR 7/ 133EFE).,

M2—2 THHSEZHARTEICERL ARSI W,

(HFT) Keller, Kevin Lane and Vanitha Swaminathan(2020), Strategic Brand Management, Building, Measuring, and Managing Brand

Equity, 5 Edition, Peason, p.183



D6 FE FEREIER BESHER BHREEE A LR (. mesie
GF1 6 F£ 2 B 17 H () Zia
) = % T RE S i3 Z

R | 2-1

(AR L B AR FIREA]
PELBTRTEETSC L,

I. UFTORXZHAT, ROBWCEZEE,
Bl B OZE#E & & B IC Buyer-Supplier Relationship DBEEISERT B 555, EQLIo & BETHOMHBLAS | (BAS

il

B2 THERBSEZEFFIICERLAIL,

(iiFf) Kotler, Philip, Kevin Lane Keller, and Alexander Chernev(2022), Marketing Management, 16e, Pearson Education, p.118.




T 6 EE BERFZR BESLHER TP HARRAE A kB (. meaas
&F 6 &£ 2 H 17 O (1) =5

ZBES K %

# E z
2~2

—F =
2 e

(& IR B ]

II. LTFORXZHRALT, ROMWBICEILZE,
B 1 TeSaz BEREC2RLaE0,
M 2 RXOEE CEENFEEEMAROBOASBRIN TS, ENFREENAEDOBNCOVTHEASEBRELTNS - & &0k

g
i

Lazh, (BFJRELERED

(HFF) Norman K. Denzin and Yvonna S. Lincoln (Eds.)}, 2000. The SAGE Handbook of Qualitative Research (2nd). Sage, pp.8-9.




(& B REAR A AR ]

UTOEIXEFRAT, ROBWIZHEATRS N,

Fl1 RHENRREERZERTS JEOMERCDNTHRIHL 2T WHABEERZIEZER).

M2 BEHENFEOELLTEN THLEMEZHNL RS WHERELITER.

B3 TEESEBEABIERLRIN,

B4 EENAREBRICBWTOENZEEORE TRENCDWTHI Lz WIHAR K ILHER).

M - Isaac H. Smith and Maryam Kouchaki, “Building an Ethical Company,” Harvard Business Review, November-December 2021.




	博士 英語 R5・6・7

