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[ Strategic positions can be based on customers’ needs, customers’ accessibility, or the variety of
a company’s products or services ° X1 T[T I AIE ST KN £ ST RN T Z B

PRI#* 715

— Michael Porter 3

==
= BIS

R BRI AR F] (Top-BOSS > BL Il Rk BUIR) 2 FE R e i S E AR E
BRI ZSt (Management Business-Simulation, MBS) HYZUEHAG /2 5] - iEfE SR Aa g S,
BTE > B A RIS N o AR B SR B Y S AT » ¥ COVID-19 %1% »
Ry BPR  [RE BRI B £ SR [ B R R ISR LB B 5 MBS 2 e B E M ERE
o l| SR SFUER B e S R PR 255

R 67 [ AR TR R Y T BEHRERAE Y MBS BB H 2 )73\ BORFANEAER AL I
FEG g o R B R T7 ZE Ay PRI o IS PR B 2 T eSS BRI DA SR B (T
EAEIEE AR - NIEFREAIRTIEHERE MBS 2.4t > DUE SR & W A EAREA - B
FESSPRET e TZHy RS > AR AR EETHIEZ (MBS 1.0) » BEEI SR SaaS

' AE S (EEEERE) 14 % 2 HI P.73~100 - FUREE R TR B —E m R s e E B E
Tz [ BIf 2 RIS o EZFMEEBNEE OCEEHRERSgHA -

* EEG R RBETLEIRHT R T TS H A Y © S AR BEE R A IR A F 4E4K
B sRIUE LRI Z ARG SE RS SR B A BB -

3 Porter, M. E. (1996). What is strategy? Harvard Business Review, 74(6), 61-78.
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