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DLFTORM 1 ~FRE4AND -2 BIR L TE 228 (Bl21E, 1 %2, R 1 BB, ),
R, BEOERICEL CIRBOZEEZHE L, — @m%;owflﬁwgﬁﬁﬁ%ﬁmﬁé_ao

FM 1 BEEEMESE (Historical Cost Accounting) (72 LEMEZESE (Cost Basis Accounting)) DOE
FTIZ DWW TRAR LR SV,

#M 2 £FrEMAF (the Argument about Accounting Entity (Proprietary Theory, Entity Theory, etc.)) I
DWTERB L2,

®RH3 AMIIBHTIHZHATOHERTDHY, ELE (sales) 13125 T, EHEE (variable cost ratio)
12 0.4 (40%)., BEEE (fixed costs) 160 FHTH B,
FEOEEEZEHEE LT, UTOM 12085 oBEICT_RTEZ R EN,

M1 AfoBERSEESFEEE (break-even sales) & #if]iE (net profit) ZEE LRIV,

M2 [RAFIE (marginal profit) OEREZFHA L., ALORAFEZFE LIV,

13 AOBEORLEEZAREE LT, ZE2AHE (margin of safety ratio) 2% TFE LRIV,

M4 BE. ARIEFEEEFIZEE (return on sales) % EEMIEE (performance evaluation

indicator) & LTW3A 2, BLEEFMBRICROA2FH LWEEEHERE L LT, REEFIEE

(return on assets) ZRFTL T3, FOEHZIRR IV,

M5 AMOREE B LHROEHME) %2625 FHE LT, REEMNRRLREERERRE
(total assets turnover) ZFHE L7223V, REEFIREOHE THWDRIRITHMFILE & T2,

FE4 BLEEEEE (factory overhead) DOIERFABIEIEIZSWT, DLITOM 1226/ 3 OREIZT T
BZIREW,

1 HEMBEREICOVWT, BMHEEZT2EHENE Z2E& R X,

M2 HABEETO, HFALEEOLBEFIEICOVTHA LI,

fi3 #iBIESF9 % (service department costs) DELEEFT (production departments) ~DEFEXEFHE T
AWV b i A EEEERYE (direct allocation method) 2 2W T, DX 5 REEFEMNREAL,
HOW TR & EHICOVTHRR2EW,
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TEROM1~4CTNTEZREWV,

M1 % 5o REBIsK (production function) 2 Q = x/x, P 222 L X 50 %7 Ly Q BAER (utpur),
x; & %, EENENEEEE (input factor) TH B, DL E, (T7) ~ (¥) CEILEFILEIEIOE

(7) 1. increasing 2. constant 3. decreasing | returns to scale T& %

@ B=067tL L5, YIS & AEEERTIRICE W TSRS % (perfect competitio_n).ﬁ)ﬁmz L.
VB b E, x, ~DFESECE (cost share) 12, [(4) (% TH 3,

(3) x, PR 4 CEESNTRB 2 L, B=0572L L5, x Offiff%x 1. x, Dffiftz 4 & L7
vx . mmomnmEEsn c=[()]+[@ P <5 5,

(4 A Q) DRI TiIcBT, RAEM (marginal cost) & FHEE (average cost) 23— % Q DKHER
"»(:37) <H D, REABAREK (ongrun cost function) k. C=|(F)|QTh 3,

2 ZhABEE (ulity function)U = /¢ ZFDHEE (consumer) Z& 2 55 7272 L. U ERAKE, ¢ iE
AL P (disposable income) TH 5, T T BEEFD ¢ & 10057H L. LI (success) T 4T +44. KK
(failure) T#11F —36 THINTEER (probability of success) 2545% D ) R 7 icEH LAt 35, 20E %, (7)
~ (P KBETHI I FLITEOHEMTA LRI W,

VA (certainty equivalent) 12| (7)) [TH 3.,

(1) WEFE YA (expected wility) 1] (#) [

(2) fERRHSLE (risk neutral) 7o BRBRSH: (insurance company) 222 DHBH 2 MR IC, FRBUE (premium)23.
S D R4 (claim paid)40 DRI R A BB L2 L T3, ZOBEBMEREEA LR L X OB
ORI (=) [TH b, RIEEL ORI (expected revenue) ) |TH 5,
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A7 av A REBMEE 0 A M2 203, BRTERY - Y RBERT b DB,
A7y av B0 FMAOEEEZTMERD Y i, EEY—CXIERTHS,
M4 B2 ENEH: (energy company) O B (cost function) # C =2450+40Q 55, =7 L. QI

ZEE. CARBATHD, I, BARNTEFHEREEZ Q=100—P £ 53, 2L, PRENMET
BB, COLE, (V) ~ (F) CEYRETFEL Gi%ﬁi’ﬁl@%v%F)’T/&A@ﬁﬁéﬁkﬁﬂ]\ L7z&E s,

() COBHEHICE ﬁi@%‘é&%ﬁ;jz\ RRHE (total surplus) ZEKIC T Bk 1X (I leH v, 20
LEOBNABERI (X)L hd. ¥k BASHOBRE () |0 (V) 1L BF 2. FF |2 k3,

@) 0L EOHBEERT (consumer’s surplus) (5| (%) |[CH B, L7eho>T, COBHE thic BN R EE
X g BT L DHEWEL (social benefit) 17| (F) 1. 3 2. &vd

AE@yC [H5] LZBZEZEZILUTD @G [ _1 EBEZIBERUTO @) CBE LRI,

iy S (basu: charge) f("‘/) THb,

@) ZOBHAMOBRBHSDEC L b (F) & VEL ARITENEEOHLWERIIRET S,
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fREFRAK 1 B2z AW T, LUTORMY

a1

BB % (transaction cost) & EHE-SIFARMN L, ¥R (corporate boundaries) 12DV T

BB LRSSV,

i 2

A )= 3> (innovation) LBAESITFRNL, ¥4 FIv s - 54V F 4 (dynamic

capabilities) [Z DWW TEH L7223\,

NTIZERZRE,
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BT ORI L S0y, MY 1 ROFRICEA LR S\ (BEERT), RECIRuEss @
B3Il onTIRMOES ) BRL, METHRMOEEEZELRN L, | |

B 1 e, BEZTBIT 5EETREM (Sustainability) ORMEMRS BICBIT 3EERREL ko T3,
ZOHTH [Fgaiels~—4 T 17 (Sustainable Marketing) | Oiff&%, HICBEEI L —Ta Ly
EHLCHALRZEY, ZLT, ERLURIOEBEHRBR~—7T 47 Da 27 b (Traditional Concepts of
Marketing) L HE LRIV, BT, FEER~—FT 17 LX‘I LTERPBRET~EPERE LTI
EDLIRbORHIPFmMEREN,

®&i2 v2— (Arthur C. Pigou) @ [EAREES (The Economics of Welfare) | TRE S, SEOMKEE
BIBRIS % SV 5 & 2 iAW BB 3EEDOMMKER (First, Second, and Third Degree Price Discrimination)
DWW THEL OELE L FEEBA L2V, Rz, £FED THEMS{LEIE (Market Segmentation) | D H 5>
b pfpil~—4 7 ¢ 7 (Differentiated Marketing) | {2 DWTRIBA L. b Tlikg=R1EE] L 0EE
HER_ZES, BT, MEENBRESEREICL > THDICRDEH%, Fﬁ%#ﬂi b Dk % fiﬁ‘lﬁ C I |
BEOKY, BHORMESE) THRLEREW,

FHE 3 LTOHBETITEZ, ZRENSITUATHBA LR E Y,
M1 /NER (=% 2) #ElE (Baby Sharks Retailing)
M2 R/ v7%HR (Snob Effect) & V=7 LR (Veblen Effect)
M3 <~—4 > b (Market Maven)
fl4 %77 1 7ilk&ER (Captive Pricing)
M5 @ - WEICBITET7ALT7 4 A2 b (Fulfillment)



