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a0t Liven, AT, ZORBEICE L OIS kT, H< ET 1980
FEARLABED LR EE % & 8 L > >FH#1 D Holbrook @7 7 v v a BT 5
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BRI )b D Z L2 D) 1233 %, Holbrook HlX, 77 vvavzx
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Wb (G7E. 1 AR—A OHE) PR TRV RRERIZ LV IEE S, b
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N, QIR (v A3 4 BHASCBUERSOR R #—) | @xfi, @37 Y v T
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v RERG L U BRI EmE %2 50 L 7= Kapferer HOFRAESERE L
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ZEPR LT % (Hirschman and Holbrook[2012])

PREIE G PR IEF7 Popper W12 — B ORER 2= (5 72 2 L ITITEHR A S
AZHbDTHDHNR, BIOEXTHwmLEL D,

WU K| 1980 FEROYFOfwH L, FEiEEF MR T35 2 WITE R



36

TRERTEMERITE &0 ) IR E — OIS ISR b DD, ED%OT 7
=N ITHRS B IR A IAAL TV T2, BB % 1950 TFafd7e ) MR 338
LFEHR L=/ 1—7 (Hirschman <° Holbrook) 73, Xzt 0aF o+
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DOIFZE72 E1d, RA FEH AEEEIE) DGO, s o~ —7 4
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