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Relations Bafmiin C.R.
Coefficients
Situation . emll 0.715 --
Pi eml2 0.186 6.981
Strategy implementation oy = -
imp8 0.845 13.727
Strategic control . 14 gL =
Variablcs coné 0.877 12.121
ksf4 0.835 -
Key success factors ksf5 0.761 1.784
ksf8 0.707 10.114
Perl 0.920 -
Business performances Per2 0.839 1.831
perd 0.754 12.765
Situation appraisal - Strategy implementation 0.661 6.699
Situation appraisal —* Strategic control 0.051 0.448
Strategy implementation = Strategic control 0.607 5.434
Situation appraisal = Key success factors 0.054 0.481
Paths Strategy implementation —*Key success factors 0.614 4.614
Strategic control = Key success factors 0.073 0.764
Strategy implementation = Business performances | 0.086 0.736
Strategic control -* Business performances 0.082 0.941
Key success factors —*Business performances 0.607 1.527
Chi-Square ( p-value) 56.734(p=.094)
Degree of freedom (d. f.) 44
Fit index Chi-Square/ d. f. 5.289
GFI 0.901
AGFI 0.921
RMR 0.510
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= HMERIERCNER BRANERECECANSOELAGHHEH &
WENMMBLEE - RIMEFTE - BINTFL2ABANTREEYE - LUK
¥ 5 (motivation theories) % X » 3% — £ ik JF A B (expatriates)éy # F - 88 &
BAHE o (25%)
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v ¥ 69 % B 4 B (International Merger and Acquisition, MEAY A B TR R R T2 RS 8E A
T RARLH LB FHRPATOHMT T - Hlho 3t B Y BEATH 3 4] B (Astra Zeneca)
Bk X B 25 71 U (Alexion Pharmaceuticals): 8 B & A B ENVIDIANCHE B A& 34835 T 4957
BRELIZHAME > BAARHELIBEWLAAEE - 28]

(=) BESBURHBREGBLEEEFTHAN T REERBAMT? (10%)

(=) RRUBERBOAATREERSFE > BR BB TR A HE(15%)

» R IEM A (Remote Working) s & % I 4(Working from home, WFH) &, % 44 % & T
HMLAERE -

(—) BE/EFEMROHENCEEND TREET ik & 4 72 HH? (10%)
(=) W3t —RBEE/ZEZHOARNOANRRERARETE (15%)
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TOHTHRETIER (ERME > Hho s R R ) (20%)
1. Market Segmentation
2. Market Targeting
3.Differentiation

4, Positioning
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—  Mintzberg #1987 4 % % % HBR# — £ X ¥ B 4 A“Crafting Strategy” » 1% 5

MARCERN S L £ 4 TRAGAS RS .

Crafting strategy is not so much [about] thinking and reason as involvement, a feeling of
intimacy and harmony with the materials at hand, developed through long experience and
commitment. Formulation and implementation merge into a fluid process of learning
through which creative strategies emerge.

L35 15 ¢t #Crafting Strategy— X 49 & %5 47 A b M 4933 ; 2.3 LCOVID 197% 1% %

BTG ATHRES 9 & ¥ A4 » 39 £ Crafting Strategy & & 4 2 F » 4845 3% 4K 5 o ok A1)

R SATHH £ - 204)

= ~ Vijay Govindarajan L Anup Srivastava(2020)%*HBR.org ¥ # &4 — B4 X K4 4 :
RFB%  BROURER?ARPYRASENT "HURE | THXFEEXBARE
UTREFM: Al AR FANESERWEN B FIAR2 : Faptk A
REFEMLHUR  FEEESCANRERT ? FAE3 HEpfo B L F R 4k

MAREC BT AR ? (AEHE) o B il ok ERRERERE
EHERETHER ARERAKFEENER ¥ 15 3 A Mintzberg ¥ A#2 #iMap of
change methods 4 & #% 7 % i (configuration school) ™ H w7 gi & — 46 3& %) 4y 18 52 )
BB WS EHFT RGBSR Y Sk TR E - (309)
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