9820000 UL

godd

gooo gogooboooo oooo/s00 1649 / MDR5122
gooo goooooo o0 /00 gooboDbiioig
gooo ERERN goon EEN
ooo/000 oo /3 ooo/0000 (O0O0O0O

ooog /00 (O)ABC 7 B003-2 goooo g

gudubbbboodguoobobouoooobbbboooobbbooooobbobon
guooubbbbgoodooboboudooobobbbuoooobbboooooobobobon
gooooon

10000000 oon
2000000000
pboooogooon
40000

goooooood

guoooon
godd

guooobbgoogoooood

godd

D00@COo0bOo0ooboobooooboooooooboon)

gooooo

OOoo00dob0obobo@Eobobouobooboooooboboboboboooon)

goooboobbododd

pagel



0ooo 0000 %)

oo joooo 00 |00 00 00 00 |

1 Introduction and overview

2 scope of marketing

3 contingency theory

4 contingency theory

5 Institutional theory

6 Institutional theory

7 Resource dependency theory
8 Resource dependency theory
9 Resource-based view

10 Resource-based view

11 Agency theory

12 Agency theory

13 Transaction cost

14 Transaction cost

15 Internalization theory

16 Internalization theory

17 marketing thought

18 final exam.

page2



