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a. BB AT b. % EF - c E£B/BAF d % %EHF
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a. #E b WA C. 4L d. %4 -
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8. mB o EAMRREAITAN > RANEHOTET NI ERABG AR
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9. 2 Ak R IE] BRI AW CEEE -
aﬁ% b. & C. B dBA
10. 7 1970 4%k 27 B 45 321842 4 £ 8 (benchmarking) #5 /> 8] & o
a.#8%/N8 b @EAAF C. 245\ 8] d 2gmpna
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a. BFNIE b. g ik c. BFEAE d HEAE
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Herbert Simon #ix R EFATHMMAE » RARFHEEH YR RTFTE
a. B8y b. ¥ IEME c. FREFEMY d. sx1E4bay

ERERLRERFAENTOMA  CEERRAIS 2L R —BF a5 IR

:/E.O
a. W& b. &  c e d. B%

TITHR AR B AR ENA BB EN R TENER FARELREL -

a. BhEME b. Bl EEMHE c. %4 E d ZE¥mYE
Hackman & Oldham 324 B E MR A MR B E T A TRt LB E °

a. BLEES b. & ¥4t c. TAE oy = 4R d. B AZEA#E1t

TH TR E T T EERNG— B R E B BT
a. 28X %HE b. T8 C. 48k oA d. &4

& #5717 (Hawthorne Studies)& € &89 H Rz — & HEHGBE .
a. 28X AR b. REARME c. ABEH4& d B HHEE

BHHEWRARMEFALEM > KA TR —FEETHHE?
a BHEHE b. B&E 1R C. FHAMF R d T EREZE

Henry Mintzberg # %2 &8+ A &5 RAR B REZAM THWREAS
bR E R ERE R —8Y
a. Fl AR M RE b. ER5EE C. ¥ A E d. BRAY

T2 A msk(virtual organizations) & £ £49E 27
a. EBEMN. - b.EFEAN c. FARIFE S d & mA

THMMERB T EBEITREGPMERE?
a. 1& ferk “b.ATEFIRE c BMEAFTISM d. B RfAAZ

RS IHEFNEE -
a. & b. 4 c.A%E  d s
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27. BB ERAEIERS AT P Wi ratios » inventory turnover B W —#?
a.Profit . b.Liquidity c. Leverage d. Activity

28, —fEmE —RANREZNMBREAF =M THEMEREELF?
a. FERMAE b. &5k C.HEHER d ReEREXR
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a. Eak %3 b. 18 AP c. ##% A HFRE
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SlUTHFBRETZ—?
a. ERLHR b. 8@ E B o1F c. TR d. 3& 3848 B &

31. McGregor 32 i V3% » HAMITAFLEAER  TIMTERBE T —7

a. e XkWEHRE b IMLEEAE c. EXRB®I A TiESEAL
32. BEWTmEERRR T o I —BRIAT E 42491387

a. unity of command b. centralization

c. scalar chain d. stability of staff

33. ABAEHTREARDAF EEEZEHIE  RTIMERABL T2 —2
Ca IHHLE b, MBIk & c.H#E  d REHYE

34. BEFABMHFEwAAN > RAEZEETEREEHEYE  HBREHAR » R
BETXEABARK- ’
a. autocratic b. consultative participation
c. paternalistic d. democratic participation

35 @EAHEEH T BREAEEHEHR |
a. FEMGEXRE b EXFRE CcHAIIARERE JdBRERIEE
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a, T B8 b. & 5 3 ALY CC.ERBRENRE d. F#HEY
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a. T AH b. A& #A C. A # A d. ®RiEH

38. BB PNV EE2—SETHUAEHRBEEHFE 'F?'Hﬂ%‘fﬂ'i$ 27
a. Bl A b. #& R A c.EAREE dAFHEEZR

39. Weber ### & (authority) B4 A =4 > FHAHEFLL F7
a. #b 77 B A b. 1% &4 B c.EMEEMB  d RB/UHR
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EAEEHER T 0 A AT 89475 % 32 (administrative management) 2k > AR LEH E
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BEEHE (customef value) 7] # & & % & & P 1 15 89 ) & (customer benefits) # A7 4+ i A% A&
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