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(marketing orientation)®] 7]%%& o|&t(Hean K,
et. al., 2007).

AR A G Y] FAANEQ A A A (customer
orientation) ¥ 74 A &} %] &4 (competitor orientation),
= A AR e AS T AEE YT
(acquisition)d}e] o] &3 == ZZAAH v}, m3
27 ¥ 3 (inter—functional cooperation)< X.t}
4 R = = }ifﬂ O“HH 719 W 94 AL
sl ol &ete= S vtk 53] wAEH
market- ing le)Oﬂ 3t AL A A Al theksk A
gt B =2 7989 E =9 °‘E}
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AaL, G wFgete] aaH o FA
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2 A3t dtH(Jambulingam, et. al, 2005). A}
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2.2. AtElH Tl Ty

A3 A 7199 (Social enterprise)o] w3k /3 o}
A7 QHEA FdE Ndom ETAsHA &
Zh w7 R A g wet v AUt ZXH
gk ARSI A 719 A A BAES TH V)=
ol 2w\ A 49 2] 7] Y (Nonprofit Enterprise), A%
ALz Wl A (Community Wealth Venture), AF3]%4 =
2719 (Social Purpose Enterprese)® 211 ¢)
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