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ALREMLTVRBEr—AEEA LTS,
Ian Chaston, Knowledge-based Marketing, 2004 P.164
R. G. Cooper, Third-generation new product processes, Journal of Product
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Robert G. Cooper, Winning at New Products (3ed.), 2001 P.108—10
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COFHER, PREZL>TEETOY—ECAREERBOLDIZHRTH
Bo A—H—ICtoTid, BHEGPHERBLEL TL ) »OEHRS, HH
DL —VAHPBEEIH LA+ %HALZ LTS HER» OUEZ T H I LN
T& 5%, MEICLoTE, BEY 3 v 3—OFRICLY, FHTOY—-ER
DYEDPTE 5o

72721, AENRLLIVERDTIANY—2RE 7L ) AERELD
HELZEBRFLETHS L) IBREIH 57,
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(1) Rao/Steckel, The New Science of marketing, 1995 P.71—2

) BERR—FFA4 VT U —FRBER (~—F7 747 - V¥ —FF#] 1995 P.116
18 Alan Dutka, AMA Handbook for CUSTOMER Satisfaction, 1995 P.180

(19 Rao/Steckel, The New Science of marketing, 1995 P.72-6
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