e

ol
30
R0

o
no
Ho

e
R

&

150
300
G4k

450
w8

=3
=
=

=

i

Fu1= 15070, 548

[e]

P22 2007H, 4B
o= 1007, &74B

CRE DIRES RIS

100

2

° 2 1507)
pZs

pZs
°2 10070

4113

1

9
ol

o] 0% ) AFH 3]

F112% 2007
HlERy Fxjetel] o)

[e]

}313

[¢]

}313

[e]

2

o
=

<

A

B A]
A

Al

200
£
ol

H
H

B A
|AL7L 3y

)

3

I
al

[

ofeltiols} Awjxte] dlojz

}

0
pud

A%4

150
e s 3

[¢]

x|

Fu1E 507, 3dAl A
>

[e]

}

pad

© 2 10070
pZs

TC 5

a-

o g ATl o sk FRaA] o

of o

3L

=3
3L
R=

Aage] of
@ 24

@ A

F22 507, FEBelA

2% 507H, FABAA
A A

Fa 12 10070,

o

[e]

}113

It

FAA Fa2 15070, T4BellM FalE 10071, 4B
A

oA

Aol A 2= 15070, &74BelA

A A Fa1=Z 1507,

)
of| A
3
ol A
)
ol A
o

[e)

aL
[¢)

SR A o] 5 %o

@ 5.00%
@ 560 %
@ 6.00%
@ 6.40 %

2,000

7. AAE NS A4 AlubA " (test marketing) YHAA HAES

=]
RN

10. FApeke} AAA

R

=

o}J
0SS
—_

o

v

X

ﬂmo

W

o 71174

9 714

- FHM&A)Y 9Y 57 F F

3}4kH(golden parachute)

A
371714 (under-valuation hypothesis)
[e)
ol
=

]

b
@ AFA A& (financial synergy effect)

@ Fae

O Aag¥Htax effect)

@ A

173
Q
Q

d

7ol gk
A

e
=

(¢]

]

by
b 9k BARALe)

o

s,

pul

3 An| 2o 7o) A

4 s

L

o] & 2 2} = (forecasting errors)2]

Aol Wy

L

CPM(Cost Per Milli(A Thousand)

3t

5

|
ZHmean absolute deviation)=

EE] 2

L

= Fastth o9

2 2Hmean squared error)
A EA

]

7
il
, B

skt

)

al

SEEEERIE

o]
Persons Reached) 7]

A

o279 (demand forecasting technique)®]
3

why

A

5. Ark= AR} Al
5

=4

RN

AARW T 2 FApet

b3
st

AGP)7} 05T 2 FACE Fol|lA] 7P v

17019 E(AAR)O] =

q

3

1

ke 2o
o

o

o
@ FAES] =@AZFANPY)7F 0Bt 2 FARE FolA 7HE

® %4
@ %4

S

e}

@ AL AEE HEE



e

ol
30
R0

o)
w

o)
ol
o|
\mO

)

% et

°

o,

Al

A M F2 o]

1

o

@ Elg(compromising) d&Fe 45 AR E5 AR oS

@ #%3Haccommodating)

o

s

] o

A % (shop system) %

bol ALt 44}

[e)
=

£¥(open shop)

hvy

.

02

@ rydsF(union shop)

@ FEZZ<(closed shop)

[e]
1712

o
A

o7}

s ol &4

kA @71 el

)

)

=

=

EEEESS

(9

St = A

[

AgH o= AMSH T
Broll g5 o] obd A3JAL

L

o4 @ A3 9F2 Agan

L

.

=
T

_(H
o tuinle] Arke ElolA 27

7} g2

[e]

=] A
i
RE|

Tt g8 B
b AZ71Y AAH

W}

9

=S

[¢)

@ ollo] A4 (agency shop)
skl itk AAE Bl

&)
2. &

R

=

ol
S
ol
2

or

=

8.0

o=l 18

L

.

s

°

J_AO

ol

bl 9

e

[ Ke)
qs

A
u] Aol AAF A= ) 4]

o
ﬁO
ol

O;

o 2

p]
=)
ol

K
Afp

]

@ B9 7]

X

o g

3T
™

@ BEe AA A4

iz}

@ B2

11. #17H (leader pricing) 3 ©<7F(odd pricing)ell

L

L

Ukl

o

=

=

nAE Bz 24

=
=

HeA 744 Aol

L

R

1s
o]

=

o) sl g

ol 2wz} ol

°

o
)
=
!

o
rvze)

X
o

oj

@ T AR A7 ST 1008

KA

st

@ A2=A2vH6 sigma) &5

Gl

(CSR: Corporate Social Responsibility)2] W&

39)

DREE

H

@ AEJHA
o3|

13. 7]

=]
s

oH
N

ol

o

@ 7199 FA% %

©® 714

e

Ufe)

1

o

(wealth)9] =dis}e] o

o+

N
Kk

o

}

k)
psl

gl

L

FA| 9]

[e]

3}

)

Nz vl

371 9

A

2 Al
5

1

o]
o

b1 9

o AEE A

17}
of 43}

CEEEEE 3
EO
=
;él

A%

NAES
=
[¢}

A R A

7199l
ZA 25 o]

A
L

L

3

L

s

)

A

=

@ A A

14 F8 T A
15. A9

RUS

h=j

A

SEEE



