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WAL-MART IS COMING TOINDIA -THE CASE

Narendra C. Bhandari, Pace University, New York

CASE DESCRIPTION

Wal-Mart, which employs more than a million people, is under intense scrutiny jor its
policies and practices in the U.S. In spite of dll its might and contributions, it is regularly under
dattack jor treatment of its employees-for their low wages, lack of medical and dental pians, and lack
of pension beng fits-and jor the decimation of small entrepreneurs in the community wherever it

establishes its mega stores. So it

partnership with Bharti Group, is bd m ? @ # %‘5’ EP- Wal m art 3E-

S SuE

The primary purpose 0fthis § beoyrorrocarrayoerrrocrracor s pocmgprrrorarg oTr o
retailer, Walmart, coming to Indiawhere millions of peopie depend upon smail busingsses for rhezr
livelihood. The other imporiant topics to be researched inciude: (a) The reasons why Wal-Mart
warts to enter the Indian market; ¢b) Why its entry is opposed by some people; and (¢) Why some
others want the retailing giant to come to India

Thisis apractice oriented case study (versus ac ademic) appropriate for both undergraduate
(junior and senior levels) and graduate level students. A teacher would require about an hour to
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INSTRUCTORS’ NOTES

Questions and Answers
1. Why Wal-mart wants to enter the Indian market?

Indiais a large, diverse, technologically advancing, and poor country. Its population
of more than one billion is only second to China. Its networks of roads, railroads, waterways,
and airways are quite deficient. The airport at New Delhi, capital of India, is often closed
because of fog. It is quite common to find cows sitting in the middle of the roads and
highway s-slowing down or stopping streams of trucks, auto-rickshaws, cars, and hand-carts
going in different directions. Pedestrians walk on the road, or on the heavily crowded
sidewalks if available.

Electric power supplied by the local governments is available but only for a few
hours a day. Power outages happen frequently, with or without advance notice. The
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THE EVOLUTION OF SOCIAL MEDIA
AS AMARKETING TOOL FOR ENTREPRENEURS

Patrick R. Geho, Middle Tennessee State University
Jennifer Dangelo, Tennessee Technological University

ABSTRACT

Traditional marketing methods can no longer sustain a business. Businesses have been
aware for the past few years that social connectivity was becoming the key to marketing.
However, the time, effort, usefilness and ability to measure oulcomes made using social media
Jor marketing impracticable.

With the advent of andalytics and other sophisticated measurement tools, entrepreneurs
are finding that they can now not only take advantage of social media as a marketing tool but

we data lo optimize their social M- from “The Entrepreneurial Executive,17 (2012): 61-68”

excine trends in socicd media meark

start their marketing strategy by incorporating social media.

INTRODUCTION

Entrepreneurs face many daunting tasks in the operation of their businesses, not the least
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I'm distressed that people take me to be a critic of Smith. I'm not really, I admire Smith enormously, You can
open his Wealth of Mations to any random page and just be amazed each tirme by the amount of insight he

brouaght to hear on the things he was thinking about, My target really is the sort of uncritically enthusiastic —_—

modern disciple of &dam Smith, the free marketeer who insists that you can just turn greedy, selfish people
loose and unfettered markets and they'll somehow be driven as if by an invisible hand to produce the greatest
good for society as a whole, Smith certainly didn't believe that, What he did see was that sometimes that
happened and he thought that was pretty amazing and it is amazing. Entrepreneurs introduced cost saving
innovations, not to help society but to steal market share from the rivals and that works for them, but what no
one saw before Smith was that rivals rushed to copy and then innovation spread and the competition in the
end drives prices down to the new lower cost, So it's consumers who benefit from all that churning, not the
firms themselves who introduced the innovations, They get a temporary benefit, but it's evanescent, So I think
that is an important story and it will endure surely as a major intellectual milestone in human history, There's
no doubt about that, So I don't like for people to come away thinking I don't admire Srmith, T adrmire him
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VISION TRIGGER BUSINESS OBJECTIVES
The main vision trigger will be the plessing slogan: “Come in for a great smile!™ The The Smile Center will have these busimess objectives during itz first three years of
vision trigger will emphasize the friendly atmesphere of the dentzl climic and satisfaction from operation:
the quali o I Owmer draw of §170,000 by the end of Year 1.
MISSION STATEMENT 2 Cash bresk-even by the end of Year L.

Owmer draw of §130.000 by the end of Year 2.

)

The Smile Centar’s mission statey

7
We, the employess and o f;].‘ ‘j' Z, : %,‘l{_ BUSINESS OPERATIONS
- w T~

this pladge to you, our valued pat The operations of The Smile Center will be described using the maim functions of the
We pledge that we will provide dental services i 2 timely and practice: marketing, competitive znalysis, legsl structurs, menzgement expertise, support
friendly manner. persennsl and fimancial mfermation.
We pledge that we will provide dental services and products with MARKETING
professional quality that mest the standards of the Nationzl Dental Services
Association, California Dental Associztion, and the govemment agencies The Smile Center will provide the following services: ‘# i%_ A\ %
goveming the denta] profession. 1. Dizgnostic Examinations—evalusting existing conditions
We pledge that we will be good commmumity citizens, respectful of dentzl trestment. Examples: mitial oral examination, complete x-ray survey, and cavity-
the snvironment, and friendly neighbors to the surounding busimesses. detecting bitewing mrays, comprehensive dentsl and health history, jaw md bite
We pledge that we will always present 2 positive public image and alignment, comprehensive periodontal exam, comprehensive tooth by tooth evaluation,
make our sstzblishment one that vou can wvisit with safety and peace of and testh clemnmg.
mind. 2 Preventive Care—tzking care to avoid or minimize the risk of serious abnormalities and
We pledge that we will be responsive to your suggestions and disemses. Examples: prophylaxiz (or teeth clemning), space maintaimers, and topical

CONCSIMS. zpplication of fluoride.
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EXHIBIT 1 FINANCIAL INFORMATION
COMPETITIVE ANALYSIS y X .
Financial Objectives
The following objectives are for the first two years of The Smile Center:
Items Dr. Dentalson Dr. Dr. Dr. Molar | Dr. Lung Owmer draw of $170.000 by the end of Year 1.
Johnston Wexler -
2 Cash brezk-even by the end of Year 1.
Hours 8am-6pm §am—35pm | 8am —5pm | 8am -3pm | 8am - 6pm = i
MW.F 12pm- 3. Owner draw of $180,000 by the end of Vear 2.
9pm T.TH
8am-3pm Sat
Days Open | 6 davsaweek | 4 daysa 4daysa | 1davaweek | 4daysa P )
Sunday by ik ik Closed M.W, - Monthly Living Expenses For Dr. Dentalson
appt. Ci_OSEd Closed Th, Fr C}_DSEd Exhibit 3, Monthly Living Expenses — Dr. Dentalson, shows the amount required by the
Friday ‘Wednesday Friday
Price Level Moderate High Low High Moderate owner to pay for living expenses and compute the draw.
One-Year Cash Flow Projection
Specialty General General General | Orthodontics General
Dentistry Dentistry Dentistry Dentistry The items in Exhibit 4. One-Year Cash Flow Projection, have been arranged in a specific
Orthodontics ; ;
ez of cash (cash rece ¢ & chaze assets (2 oz sode
Cosmetic way: sources of cash (csh receipts), cash needed to purchese 2ssets (2quipment), cash neadad to
Reputation Unimown Excellent Fair Good Good pay expenses (rent), cash need to pay lizhilities (payroll taxes), and owner’s draw.
Years In Start-up Forty Twenty- Ten Five S el Cocki
Business Ome
Discounts | Senior/Special Special Senior None Senior 1 Person Funds. The owner will mvest 823,000 mto the business.

Femstinne: | Hometions 2 Loan Proceeds. The owner will borrow 573,000 from Valley Bank a5 a five-year
revolving lme of credit at 10%. Interest will be charged only on the amount actually
owed.

National No No No No No
Chain 3: Cash Receipts From Business. 5414,720 i cash receipts net of sales is estimated. This
ojection mvolves servi average atient day, 72 reck, 288 th,
Methods of | Yellow Pages Yellow Yellow | Yellow Pages | Yellow g_rﬂlieﬁ I_Ezrn:en;rc.’ ‘T}ii; Trs‘:ucgo;?a:" aﬁrge estiﬂrjatleﬂ;fscp_:}rl rzeipt: I-t\‘:s::‘i ona su.rf'):f; ]c:i'ofniré
Promotion Mewspaper Pages Pages Pages sola-propristor dentists. About 2 quarter of these patisnts ars coverad tmder Cali-Dental,
Brochures amother quarter by nsurance companies, znd half will pay cash.
Samples
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In This Chapter

= Drafting a mission statement

* Recognizing the importance of business plans

* Creating a business plan

* Updating your plan

After you've made the commitment to start your own busin
hands-on task: developing and writing your business plan.

mission statement to set the stage for the plan. Over the i
st rbu

de 'S_H‘F: __3_ %— 'teX'tié'J oals

Your Mission: Impossible If You Fall to Define Tt

A good mission statement is a written, easy-to-remember

illustrating your business's goals and purpose in life. Or, ag
special. Mission statements come in many sizes, shapes, a
guide you and your employees in making the critical decisid|
Additionally, your mission statement should identify your cd
the media, and others.

%+ 4 PDFA

Chapter 4
Crafting Your Plans

In This Chaprer
Dmrtlng armisslon statement
Recognlzing the Importance of business plans
Creating a businass plan
Updating your plan

Alter you've mad e the commitment to start your own business. you need
to embark on your Hrst meaningful hands-on task: developing and writ-
Ing your bueiness plan. But belors you gat started, you need to wiite  mis-
slon statament to set the staga for the plan. Owver tha e of your business,
you'll use that misslon statement In many ways, from creating a vislon for
your business's future (that 15, the blg-plcture overview) to developing a
yearto-year strategy to setting annual goals for you and your employees,

Vour Mission: Impossible
If You Fail to Define It

A gond misslon statement Is 3 writhen, eas yFto-ramember sentence, a short
lst of bullet podnts, or 3 paragraph lustrating your business's goals and
purpose In e Or. as im belleves, 1t 1s what makes your company speclal.
Misslon statements come In many slzes, shapes, and fomms, but they all have
@l COMIMon pUrpass: ko gulds you and your employess [n making the crit
al declslons that affect the direction of your compary. Additl onally, your
mission statement should Identify your compary to outslders — your cus-
tomers, your vendors, the media, and others.

Ta glve you an 1das of how welkdeveloped misslon statements [dentiy the
businesses bahind them, we invite you to match the ollowling companias
with thelr mission statements (wel If these aren't oficlal misslon state-
ments, we think they ought to be):
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A B (% 2] E F
RN WEWEE N WMl W e A 2 = ool AL | 4 Visuel Mind ﬁEAn&l 1 |Cash Flow Budget
EIR T o T LT RS N | 2] By g | 2
] BEE ®HEE WA BA0 #RQ IROD 3 R S L=l feara Huarlers
:ﬁSmgIl i | Windaw 7 ! 4 1 2 3 4 Wear
L = LCaSh Beginning 4 10,000 < 40,400 S 40,200 | 5 265,310 | S 10,000
E3 = % 25 6 [Cashreceipts S 210,000 5 720,000 S5 1,110,000 S 780,000 & 2 820,000
A | B | i) | 8] ‘ E F LTotaI available 5 220,000 5 760,400 5 1,150,200 | 5 1,045.310 5 2,830,000
1 |Fill the Red Numbers with your information 8
2 o 0z a3z o4 | 9 [Cash disbursement
= selling price per unit I 3 25.00 | 10 [Purchases S 86,400 | 5 140,400 5 143,190 S 90,473 | 5 460,463
4 |Total market peryear 1.000.000 T | 11 |Direct labor S 126,000 | S 234000 S 252,000 S 126,900 S 733,900
8 Mmarket share 12% 12 [0verhead S 8L60D S 110,400 $ 115200 S 81,340 S 389,040
6 |Annual Growth 5% 13 [Sellingand Administrative | $ 71,600 | S 154800 S 136400 $ 165700 S 528,500
7 Percentage of sales per quarter 10% 30% 0% 20% 14 [Equipment purchases $ 30,000 S 45,000 S 22,500 | 5 18,000 S 115,500
TSales per quarter 12.000 36,000 43,000 24,000 i[?ividends 5 8,000 5 3,000 S 8,000 5 8,000 5 32,000
9 |cash receipts same quarter 70% 16 |Interest payments 5 5,600 S 5,600 S 5050 & 16,250
F Ending inventory finished goods 25% next quarter sales iTotal disbursements 3 403,600 | 5 698,200 |5 682,890 | 5 495,963 | 5 2,280,653
| 11 |Raw material per unit 15 pounds per unit I —
E Baw materralinventore 20% next quarter purchages 19 |Excess (Deficit) cash S (L&3,600) S 62,200 5 467,310 5 549,343 | 5 549,348
13 |Cost of raw materials b 0.25 per pound ﬂFmanqlng - -
Bl cash payments same quarter 30° 21 [Borrowing ifirst day) S 224,000 S = s E 5 N S 224,000
- 3 o ]
el . - 22 |Repayment {last day) S {22,000) 5 (202,000} S -5 (224,000
15 |Direct labor per unit 0.80 hours e
T 23 |Adjustment to repayment S - |5 - 5 -
16 [Labor cost per hour $ 7.50 et . v :
= T % - 24 |Accrued Interest 5 5,600 S 5,600 5 5,050 | 5 3 5 16,250
17 |Variable overhead § 2.00 per hour of direct labor 7
(18]Fi d head $ 60,000.00 % 60,000.00 § 60,000.00 % 60,000.00 2 fInterest . = % -
N . luded ab § 1200000 § 1200000 § 1200000 § 12.000.00 Rl ien 1o Inleras) s s = [ =
gy Depreniativnincudedabove s i E R Ll 27 [Total financing S 224000 | 5 {22,000) 5 (202,000) S - Is -
| 20 |Variable sales cost § 1.80 i
2T Advertising § -|§ 20000 § -|§ 20000 29 |Cash at the end S 40400 | 5 40200 5 265310 | 5 549,343 | 5 549,343
| 22 |Executive salaries § 50,000 | § 50,000 § 50,000 | § 50,000 2
23 |Insurance § 20,000 L) 35,000 ol
Y Properylases ’ 3 60 32| Manufacturing Costs
25 Dep‘rematlon—sellmg {- 10,000 | § 10,000 § 10,000 | $ 10,000 33 Direct Materials
Z_UEcl:{u-\pment purchases b 30,000  § 45,000 % 22,500 % 18,000 34 Beginning Inventory < -
27 |Dividends § 8,000 % 8,000 4 8,000 8,000 35 Plus purchases 5 475.938
28 | 36 | Less ending inventory S (14175) $ 461,813
| 29 |Beginning Balance Sheet | 37 |Direct Labor $ 738,900
E3lf5| Current Assels 38 |Overhead S 437,040
31 |Cash i) 10,000 19 $ 1,637,753
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Service guality and, in recent times, service performance have become important facets of the service industry.
Perception on service performance leads to an emotional attachment with the service provider. There has
always been a synergy between emotional attachment and brand loyalty. Emotional attachment acts as a
mediator in building strong brands which can turn into Emotional Brands. Research on service loyalty has
focused on service quality, service performance, emotional connections with the customers, employee behavior,
etc. Even though the significance of emotions in the service industry has been suggested, there has been no
research to measure the emotional attachment of the customers. This research initiative is an attempt to build
a model which would facilitate the measurement of emotional attachment in developing Emotional Brands.
This paper explains the testing and the subsequent results of a part of the model. This research would open up
new avenues for further research on Emotional Branding which is in a very nascent stage in India.

(ProQuest: ... denotes formulae omitted.)

b b

£EUH

S£EI (27)
BAERHEERIM (758)

£R{LIHTRThER

. Is vour loyalty

. Brand romance: a

. Service providers and [EFEE

. Consumer-retailer

= RA4EILITER
BB |

programme really

building loyalty? Why
increasing emotional
attachment, not just repeat
buying, is key to maximising
programme SUccess

EiEE
complementary

approach to explain
emotional attachment toward
brands

customers: social
exchange theory and service
loyalty

EFEEE|
emotional attachment:
Some antecedents and the
moderating role of
attachment anxiety

service loyalty and



fed | ERS ¢ | DA

| SBR[

BIESRE | @ P (%)

e | ERETEE | mEESR

PTU%{:‘H smart phone %/ e i 18 =
v [ AmFE Frevid FEF R
= 5 z %k s 2
[EEE%E%HEE?E Rl 37 rss e78 L] save search ]4— ] *‘f;,z Tt e kY o Tz
Lt EH ‘ﬁ:’—‘i ;*TJ; | <alert>.€\‘ RSS TZ;T % ’
137178 (A% R wxns N y T s .
_£'fl]?fx]§:&: NeE R | oA
EEMEE = Cellular telephones = Cellular telephones AND Product introduc] [ 23k = -~
- . kg 1F ®E
Cellular telephones AND Personal digital assistants = Cellular telephones A
Search
0 BEENEE: © WLSENEE 5 ess (2ans] ”ﬁgﬁﬁﬁﬁ
(3% 1-20 FAZFE 5 5 =318 DEY L saraiEs ’
HER (BiFSFTIAT) v |
1 {{#)}) Bend Smart Phones Get Smarter Content With Handango InHand B ﬁEE
i PR Newswire [Mew York] 14 Feb 2005: 1.
...for the Hot New P50 and F30 Smart Phones CAMNNES, France, Feb. 14 f5-as RHEA
..client on its F30 and F50 smart phones, giving customers access to premium
...of the most widely anticipated smart phones on the market. Early models have O HiEER
, , " EERFE (61400)
Sli/E 2% _
&1 B2 AT (49481)
st (9035)
12 Up the Smarts With Top Utilities: Customizability makes a smart phone really EigE iRER (8720)

smart.

{7

Segan, Sascha. PC Magazine 23. 18 (Oct 19, 2004): 96-97.

& 24T (5370)

e e



A= ¥

ProQuest ProQuest Entrepreneurship

Edfaw | E - | BHR&S | oE] ER | B

H R 2 g

—

E IRy B RET G

iE

I CR Y

P]’D(IIES[ strategic entrepreneurship j
A
E~prha 28
- TR LT 7
: H__ll}ﬁ%{%$ e J F J - ”ﬁEJ HEnEE R
[ ASFEY UTARSHAEE: O RE O ERED -
O HiReER
. ) SHTERTI (1)
1 ﬁ Strategic Entrepreneurship Journal
AE R Nov 2007(Vol. 1, no. 1/2) } present AITIERE
R Wiley Periodicals Inc. j /:‘4‘ %L 3 ::L ?ﬁ é‘, EL =
== A g paET 2 T [P
ISSN: 1932-4391 LhEE
i By, - Hoboken

SEEAS:

“



i A

. I'— 7 - ," i K12 ] 2 s

HRRA « T AL e T2k g
| o gEimEs [@y rssiTH [ FTACE 3R 2 HiE >

R . =7

Strategic Entrepreneurship Journal RSS F R il

B | eREy—a

it T Strateqic Entrepreneurship Journal

YR MNov 2007 (Val. 1, no. 1/2) - present

SETAE AT At

ISSN: 10272 4201

&5 BE L e AR B AT —

= Economics

H b o) I
iﬁﬁﬂﬁa‘: 7\P ;!F lJ F /6

R HEY iR
| - BR
ERE R
Sl RZ g T H
TR T i e e aah b
&S B AR IR 2 B —pAE e . SRR
B 2011
B 2010 <
B 2009
E 2008
B 2007




e

: s iz Powered by
Pm%est FHITEE  Retworks

A, | Widget |

=L

BORER [FEHImER]

BEA#HE -5 A

HEE [KMEE]?

TR E S

| BIEAR [FEAEE] P, #F ProQuest E—FEFR.

TR

| #EEFE ProQuest ERIE#EELLE T HRBEmAHas [HataFE] R, . AT

el

5 Do s 7

fl

R [FebEE] IR ST ZEIFR LT ProQuest iEET A

b

B curxn
TR I B A TR E .

Q EfEmE
T BT IECERER .

B FTHBIER RSS TR
ARSI R AR EIE M RSS ST,

@ ...

- B2 [RBER] RS

a

—
BOESLY o gt iR |

& ENFERE
BT rmkEiEEaE

Q RefWorks

i [FATEE] BIER RefWorks 1RP » 15— THHIER.



gy [BHBEIRS

FARERLAREE.
ERESHE |

RS A ERRER o
=hE |
TR 5 (Bl bR F R,

e PN |

&F |
EEE \BEER BT,

BEEE |
BT P R E TN .

TTE L |
BREFER. TTSRE Ry ER.

EREE RefWorks 1 (1.2, BEET Refworks 1P , SR [ROHF] 5.

7 N

(&R

(] #E R T PR B R st (EEI0F .

FEFLER Rl EEE OB W

=

g dop oy Rk siRefWorksid &




B, 5 HEl-FEE R,

ol el e EE?

A [ENRR] FRESR
IEEEE A (AR 5P SRR , SUERATER ProQuest BIEIETR. 1B

" A ProQuest m-E A [BANEFE]. ESEESEIISETE BEmE] |F
o, PrLLEE AT AR S A S M IR B T Bl W RS

'l“[@ﬁ [FAH:E | BUERE S IENEER LA ProQuest.
gﬁﬁﬂiﬁﬂﬁﬁiﬁ%}\ PrnQuTst: BlEEAT LI R [(Sumaress | 05 P b i AR kT e

IEERRELIA FataF]

<y ;ﬁ)\i\‘al—”j’?’}?ﬁ

3
8
& E

» Z_ 3 F
%

AN ‘éinpg%)\

®




BFRE L lees| |
%‘E% |-|||-||-| |

[] scieds

#2o[LAFE ProQuest fHk A
IERERES R T A,
Athens B A

FHEEEEREET S ProQuest iERREIERFHE? BEFREESESE. O

AR F R PRRES ProQuest E&fl

BAERE [REE] &FLL:
RS ERE LR ESE A » AL EREEHFE ProQuest.
{77 ProQuest tEZERARIRTIC AR
ER SRR T R I

srEF—it A ProQuest FieEiriRIFEEE.
B2ER [RfRE] EHESH/EE? #EHEMREA.
SEFEN ProQuest BEEHE?

it
FEE © 2011 ProQuest LLC. {REFAEIEHN. Skt




attachment

=)
=
m
[t

b

HEFRREmEIRE R R
1 {EiERIEHE

FHEERHR




W -

=\ y / £ - /_:! A » /
Nz -0 Fg 1F ET

AN AN
W= | ¢ EREWTEEE =arseE | ) hErSEE) | se8 (@
Powered by
ProQuest FRAYIEZ=R RefWorks
S I )
_ " r SAECY i L A5 0L 4. Ve ¥
0 = (2 5 o )z X % =
| zeek ooy | e (2 I| %ﬁﬂ:éﬂ%l IFE] F m’}?ﬁ /? T E\? LB (33 |
E{%@E@’ ﬁﬂﬁ (2) e
EFHEBARER @ aND O OR | RE. i
[ R k& S pao R E TE B RIIFS: iE s (3]
L
= FE: HP S sEnEEE WralsES] !
== : h rt ph IR AR E A R E AR R e R
T EE Rosmart phenes BRS¢ SREERAIEEE RSS 5T
EHHEE: SBISIMFORM Archive BA -
ABRISINFORM Slobal A THE
M= T
(=) =T N H 12 2011

& isRntRET MiRs: A sEirgns@sE £ 383 RSS STER

[O1 #&%: phone & seeREE
== HEn: smart phone
BHHEE: ABIL/IMNFORM Archive

SBISIMNFORM Global

=t ZEHE N N ~ 2,
22#: )H%T:ngl o é\. & ’Fﬁ ? ﬁﬁi ’ @ =X ’}56 ?

Pl e MR EA sEsrEEIEsE B #3857 RSS ETER

A | | [ JtmE | IR

FEEE I AND For g
(2 AND 3) OR (1 AND 2)
I MNOT AR

= IERHE

Pro(Quest




—~\\ » / L -ey’/ / Y ‘*

I _

e 'z —xT7A03d 3R

W | EEEREREE gwaE | @ oxge - 50

me ProQuest FEUEZE  Retworke

‘ Sof (0) | w=(2) | w1 |resrm ) | 25 (1) | HREE | Widgst | - ‘

A (1)

O] # R EE PRI ETER PR SR TSR

13

‘o g TR A PR BLAAT A 3R

01 snERssH: HP st EEE%E%;EE%
¥ #&H 52| October 17, 2011 [277] HRLLETEE -
EfE W 11111@tts.com 0
FATH

B EE: hp smart phones
HHE: ABIfINFORM Archive

SBISINFORM Global
BHEEH: AR 18 2011

S eRmnaEe [ wRsrEs  Dim

[ EtE B PrIFETER MRS HEASE

~EEEE




N ey 2 -RSS:T R

WE | « EREWFEERE FEEE | @ i) - | HE O

mm ProQuest FEEUMEE  Rofworks

| 3L (0) l R (2) ] HAREE (1) 1 ¥EEE (1) l HHiEE l Widget I = ‘

RSS §TR (1) 4 T0 B A R 5L ARSSIT

[ BB Paere e e Ml RSS ZTRE

Farf RSS STH -

1 £#: ProQuest: smart phane ﬂﬂﬁ?:@ﬂiﬂg RSS %TEE¢E?EI‘JEEK
¥ RSS STH: http:/ffeeds.proquest.com/frss/ 72246 %mﬁgﬁgg?’éﬁﬁﬂé [227]
waxHE: smart phone - ol
ERHA:

HHEE: ARISINFORM Archive
ABISIMFORM Global
s {EEREETTRIE R
=1L R INEEE 3 @A FFE  STRESTEE
cEifF: AH 18 2011
S eRr RSS ETHE B0 iRSEAE B4 MR F e ld pih .J%

[ EfRtiE e paEnRE e Rl RSS ETHS

#EERE

Pro( juest



T BhaE &

ProQuest 2 CSAFTHREE &30 - T 1 » $ 3 #E5
B E R B
B A YRR B — %]’BAEIW 2 ﬁ

£
fu rﬁ?‘ B—acdp T2 & s gg F k%

=
3
| Bk 2R MRS, B




H
ProQQuest

Start here.

(14

TBMC R BN ERERINBIRAT S 28 L i e

i1 Facebook ﬁf%J

TRANSMISSION BOOKS & MICROINFO CO., LTD.

[ &it#E/AR] ] 110 B4t mANF R IR = EX3155E 742 TG - (02)2736-1058 {EH : (02)2736-3001
[ EERERR | 710 B ram/kEREEPIFERRL255291E 23 F5E 1 (06)302-5369 {HEH : (06)302-5427
#1t - www.tbme.com.tw E-mail : info@tts.tbmc.com.tw



