2019~2020224F S8 1 #5818 AR IE ) &2 HE (2)

e E A B i memn | med |REM BB g

R 25 Ft

sttt g | T LR e e | B EREEROAA Pz

IO 2 R § 202041 H2H (EPN=REEE e on | s s | v v Wk [~

o oo | TS | S " AR E oK HAR | AR A | )DOR

CEF #2533F I e (VU F4-3:00-5:00 | #/\#k307 BL25 5 A 15 =) 13607174760
i

A
20194E12H31H

WE NN

BRI, RNKEEFESEHEE T ENSRIFEEAAR, HLAESIN, #HESHHLMH NS IO FEHE IR
B, RN KRETEHSOSHAHOLIL, FHRTRESREIVI R, 5&EL8E SR Ime FPovi i 225 . W 5T
WONEIEVE T, B EMm, S roIEEE, f£Journal of the Academy of Marketing Science, HarvardBusiness
Review , Journal of Business Ethics, Journal of Business Research, Industrial Marketing Management§ B ZHAT] K #
H SSCI/SCI WX 13 ja, £ (EHMEAY . (MEAEHEIER) (PEITEE) ST B ARP LR L30 K. FREZK
EHARBL R 4500, A 10 E K 5 AR 2 & 5 m 0 B AN E 28 5 AR R BRI RIS I H . 82 5 HAth 2 i iR
Bl EgRmMSIgmART6TS, HPMATRBEMNIETBHSFERET “+—17 BXEINRNEN . 6B EFSNEBAE, 12017
SEIRAFAMA E PR i R 1 33



