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(Nonaka & Takeuchi, 1995). 91714 7% (justified)
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Saxe and Weitz, 1982),
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© Efﬂ’ﬂr ARA, A AR gk A2, A

Hr)eg 243 afFdy 458& JdF3Ark
Peppard(ZOOO)E Ar7|ee] B
23 aAER &2 4 A

|
oldE w4, AHY, U A

& AXoE EFHA uA %Hé:% 12l
AMe Ad Fgol "asitka stk
2.4  nAAE #9A

Z2845 o) A(management process)O| T Z

A e B oz Bu AAE #delstr] Y
Ao FE5L o ﬂ]?l-q(Davenport, 1998, Nonaka &
Takeuchi, 1995; Wigg et al, 1997). TZ= A2 FHolA
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