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O A E(people) @F;E (profit) O¥EE (promotion) @4 7 (production)
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O =UHC M (exclusive distribution) @ {iLJE %5 75 (supply chain management)
(1] 37. R 5W—(EEEFE /K- Es A E2E 2
O — L —HrE L Bk T2 7-11 » BEERAKEHE
Q& 1] IR T2 LA TE AR I E H R A EI USRS - 5 [S55F ST P Y S 58
OLEEIEERE T - 5 R B S—(EE s B R B (A B5R \ B i
@i K o HEHEHE I W AN BT S B ARURAERER - ERES LSRR ELe O EEEEf
(3] 38.idEs<H il 2 AT LARERIC Ry il > J& N Ry EEA FE ] (power) - ERFETINSEIE LTS 7 e FYINERED - DUETT
HELFRTHE 2 AERAREF B F 0T - PR nERAEE PR A2 T YIb—fdampstE Sy 2
O EZEFE T (expert power) @I&Zij¥E S (coercive power)
Q) EEIFE J7 (legitimate power) @7 112051 I (referent power)
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