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Hi#  Jill Avery and Susan Fournier (2013) “Firing your best customers”,
Susan Fournier, Michael Breazeale and Marc Fetscherin, “Consumer
brand relationship Theory and Practice” Routledge. pp 301-316.71 5 —F
PRI & NT .

1)
Walmart (E%4) : A== —47 v hF - EEERTLEE
Theodore Levitt : (A#) &4 R7 - LEY M@EY - X —F 5 1 V7K
#)
ludicrous : ¥&f§7z
rationalization @ &L
proliferation : 294 % 4
Procter & Gamble ({834) : Pl HeAIE O — MR EI A — 7 —
Unilever (2364) © A7 7 7 BLGFE O —BIHEM A —J1—
Don Peppers : (A%) R« IN—=ZX(TAHINE )
Martha Rogers : (AZ) Y —8 - 0¥ —X (a2 PILy > b « BIgEE)
CRM : Customer Relationship Management D #g
Bain and Company ({83¥4%) : APV T ¢ 7 ¥%ZEBIT 53
eBay (R3EH) 1 A 2~y bF =T alH—-EXZEMT LB
American Express({8¥4) : VL Py b h— R —-EXAHFERZHFEL TS
2
Citibank ({364 © SRITHRE 2 H DR
ING Direct ({:3#) : SR{THFZF O
AT&T (p¥4)  BEY—EARA & —%y M —EAZRET 0%
T-mobile (2¥4) : FHEFEY ~EAFERET D
Sprint-Nextel (2 ¥4) : #HEFET —EAZZREMT 0%
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aggressive
conservative

negative

H 3 A N

indifferent

— 5 — OM2 (417—20)



ROEXZ#55H, LLFORMICEZ S0, 28, *HOffFNTWBERIZD
WTIHE, XKDOGH ZSBLEI N,

— 6 — OM2(417—21) — 7 - OM2(417—22)



(W8 : Douglas A. Irwin, Free Trade under Fire, Forth edition, 2015, pp.31-

34, —HARe&)
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ROFEXFBHEDOEREICB W THAEL =, &S (The South Sea

Company) & MEFN 2 A AP MD R 2 OKMOE LN EZ0HBOE
EIZDWTIHRRTWB, ZNZHH, LATORMICEZI I, B, *HIOfT
WTWAFEAIICDNTIE, XROGE) 2SR L3,

(18 : Burton G. Malkiel, A Random Walk Bown Wall Street, 2015, pp.44-
47, —ERdZE)
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(1)
new venture : # L < BRI N/-0¥%
speculators : FRYZ2F3E % KD THAITRE T3 A, TR
new issues : # L < FEfrE N 2t
prospectus : Hamfl &, #L < Hiransskicon oz
subscription books : #7L < 1T XN B HERICIEET 2 117 % 304 O3 <}
directors and officers : (&% D) & B0k %

) T%ﬁ%ﬂ@@fé%thf%o&%ﬁ@miﬁcqu@Ezﬁm\o 198,
TEAE N,

LE

=10

7 The South Sea Company was the only one company that was able to
handle the needs of foolish investors.

-1 The South Sea Company was the only one company that was able to
handle the needs of wise investors.

7 Only the South Sea Company could not handle the needs of foolish

investors.

I  Only the South Sea Company could not handle the needs of wise

investors.
% Neither the South Sea Company nor any other companies were able to
handle the needs of foolish investors.

77 Neither the South Sea Company nor any other companies were able to

handle the needs of wise investors,

F  The South Sea Company and other companies were able to handle the

needs of foolish investors.

27 The South Sea Company and other companies were able to handle the

needs of wise investors.
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ATR I,
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H

where the office buildings of new ventures were opened

when the business of new ventures were established

after when the stock issues of new ventures were bought by other
investors

together with those who founded new ventures

3. MRESOIUATFOS BM2iETH. bo LbEURbDE 1 DEY, 5T
BEATRE W,
7 boards
- some element
77 bubbles
I projects
Z  public
4, FHEDOEKELTE EBHBEYTHLDITEND, | DED, TWETE
ATEE W,
7 planting human hair to the head of those who are annoyed by thin hair
- exchanging human hair with the hair of livestock such as pigs and
horses
Y7 purchasing people’s hair and selling it at higher price afterwards
I using people’s hair as the proof of identity in trading stocks
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5. TS5, PREDODBKRELTH - EBHYITHIDIIEND, | DF

[6)

7

B TEARIN,

a person who made a fortune by showing his good management skills
of a new company’s business

a person who made some big money through the presentation of
unreasonable business plans

a person who won the prize for his excellence in business plan
competition

an imaginary person in a novel who successfully started a company to

earn wealth
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7. LTOXEDS S, THREBHONEELL THEBBYTHSDITENN.

1 DY, LBTEARIN,

7

All investors considered the prices of shares balanced with the
chances of bubble companies success.

Investors thought they would be able to sell shares at higher prices as
the business of bubble companies were very likely to grow in time.
Investors expected that some other absurd investors were to buy
bubble company shares later at higher prices.

Most investors were willing to hold the shares of the bubble
companies eternally by themselves if it is difficult to meet with more

foolish investors.

8. UTONEDDS, THMIDONALL THo EBEYTHSDIEENS.

1 DY, BB TEARIN,

7

Government officials successfully restored confidence and the public
credit was not lost at all.

Government officials did not succeed in restoring confidence but the
public credit returned to the level before the panic.

Government officials successfully restored confidence and the level of
public credit stayed at lower level than before the panic.

Government officials failed to restore confidence and not all but most
of public credit was lost.

Government officials failed to restore confidence and the public credit

was completely lost.
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Read the topic carefully. Write your answer in English in 120-150 words.

Business advertising has been expanding from old forms of media (TV,
radio, print*) to new forms of media (online/social networking services or

SNS). Why do you think the new forms of media are more popular now?

*print media-such as newspapers or magazines

— 16 — OM2 (417—31)



TRk 3 1AEE AEBIIAY ASRR (b3 — 2)

Ih

m
i
1)
—]
el |
i

BoA & - FEEE )

<FTIE1>

<FTIE2 >

<FTE3>

<FTiE4 >

1] 3~—2 F»b1047H

F8) -+ Lead—tire ‘-
(IE) -+ Lead-tier ---

1] 4~—v bbb 147H

(GH) HH#  Jill Avery and Susan Fournier (2013) “Firing your
best customers” , Susan Fournier, Michael Breazeale and
Marc Fetscherin, “Consumer brand relationship Theory and
Practice” Routledge. pp301-316. 76 —ERREER b UNCHE.

(1F) (448 : Jill Avery and Susan Fournier, 2012, “Firing your

‘ best customers : how smart firms destroy relationships
using CRM,” Susan Fournier, Michael Breazeale and Marc
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