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2. {Principles of Marketing), Philip Kotler, Gary Armstrong, Prentice Hall

3. {Marketing: An Introduction)), Philip Kotler, Gary Armstrong, Prentice Hall

4. {Global Marketing: a decision-oriented appraoch), Sven Hollensen, Prentice
Hall

5. RKEMIHEHMSEM (http://www. marketingpower. com)

6. #§4EM (http://www. meihua. info/)

7. PEEHEAEREM (http://www. emkt. com. cn/)

8. MIHEBM (http://www. shichangbu. com/)

9. M#5E 4185 (http://www. warriorforum. com/)

10. =ER M (http://www. globrand. com/)
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A

Administered VMS: EH X EHEH RS
Advertising: |45

Advertising agent: | 2 {CHIR
Advertising budget: | 5 TH

Advertising media: |5 GAAK
Advertising objective: | & HAFR
Advertising  strategy: | 2 ik i%
Affordable method: & JJ4Ti%

Age and life-cycle seg-mentation: F#&F1AE iy & HA4H 7>
Agent: fCHERE

Allowance: #7ik

Approach: $Zflii; i)

Attitude: #&JF

B
Behavioral  segmentation: 17 445
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Belief: {5&
Benefit segmentation: £ 75404
Brand: 5]} H$

Brand equity: &SR

Brand extension: k¥ ZEfH

Break-evenpricing (or target profit picing): &5 Ve (HFRFNEE M)
Broker: £42 A\

Business analysls: &Mk 47

Business buyer behavior: FEMEIESLE AT N

Business portfolio: 5520 &

Business promotions: i VAN BT A

Business-to-business: &MV {0 ) 7E 2875 41

Business to consumer (B2C) online marketing: {\VXTVHE 3 HOTELRE B
Buying center: K H0

By product pricing: @I/ EN

C

Captive-product pricing: FffJ&7= & E M

Catalog marketing: H &4

Category killer: fZRA&T

Causal research: [RJPEVEHF

Chain store: 8 5

Channel conflict: ¥EIEMHZR

Channel level: IEiE/ZEZK

Closing: 5235

Co-branding: & 1F il i

Cognitive dissonance: A% 1

Commercialization: F&MNAK

Commercial online database: &V 7EZEE %

Communication adaptation: V4l i&E M

Competitive advantage: & F+{LH

Competitive-parity method: 5% 9+ X} ZFi%

Concentrate marketing (or niche marketing): FEFELH (FIFEEH)
Concept testing: &3t

consumer buyer behavior: YH 9 E M SLAT N

Consumer market: JH %% #& 1%

Consumer product: JH % i

Consumer-generated marketing: ¥4 2%3# H 355

Consumer promotions: VH %% 44 L3

Consumerism: H 9% & {R97 3= X

Consumer-oriented marketing: ¥ 2% #& 5172 44

Consumer-to business (C2B) online marketing: Y 223 X 4 \V (K1 7E 26 5 4
Consumer-to consumer (C2C) online marketing: YH %8 %Vl 2 & I 7E 2878 41
Contract manufacturing: &[] i1
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Contractual VMS: & FRIAEEHEHRA

Convenience product: 8]\

Convenience store: 5]/

Conventional distribution channel: %4t/ 44 4 iE
Corporate  VMS: Ar|:FEHEFHRSR

Corporate (or brand Web site): AF (FAE) Mk
Cost-based pricing: A T (6] E M

Creative concept: Bl

Cultural environment: S ALIAIR

Culture: AL

Customer database: Jil% £¥E e

Customer equity: Jii& 7%/~

Customer insights: % [ %2

Customer lifetime value: IR & EMEH

Customer relationship management, CRM: &< REH
Customer sales force structure: Jiii%s 74, B4 24k #)
Customer satisfaction: il 2 i =

Customer-centered new-product development: PABIZS Ay rb O (18T 7 T &
Customer-perceived value: Bl & EEIN A%

Customer-value marketing: B2 {8 & 44

D

Decline stage: ZZiE M}

Deficient products: A~5¢ % [f) 7= i
Demand curve: 753K HIZE

Demands: 753K

Demographic  srgmentation: A [14f4}
Demography: A 451t

Department  store: [ 5% i)

Derived demand: JRA:7ER

Descirptive research: Hifiid P it
Desirable  products: FEAH K= i
Differentiated marketing (or segmented marketing): %= FER (WHERD
Differentiation: % 574k,

Dieect investment: P45 H

Direct-mall marketing: B2 M 27 & 45
Direct marketing: B & &

Direct marketing channel: B 4IRIHE
Direct-response  television marketing: FHAN EL4H
Discount: 741

Discoun store: T+ 5
Disintermediation: 244

Distribution center: BCi%H >
Diversification: % JGik

20



(THEHERER ) HFRR

Downsizing: i &1L
Dynamic pricing: ZZ&EMN

E

Economic community: £33 [E] 14
Economic environment: 2 35FiIA1E
Engels laws : % /RiZEN
Enlightened marketing: 1z W75 4
Environmental sustainability: ¥R n] 5742 4%
Environmentalism: IEELR$ 3 X
Erhnographic research: [ & A
Event marketing: ZF{FE4H
Exclusive distribution: 2% 434
Execution style: AIfF ik
Experimental research: SZ36 i fiff
Exploratory research: #8214 1A
Exporting: H{ ]

F
Factory outlet: ] B &5
Fad: ﬁ@ﬁﬁ

Fashion: B[

Fixed costs: [f] € A

Focus group interviewing: £ S /NHVTIR
Follow-up: JE4:T1E

Franchise: $F1F4E

Franchise organization: #FiF4& 5 202
G

Gender segmentation: 47415
Geographic srgmentation: HFE4H )
Geographical pricing: HiF E )

Global firm: P5[E A A

Good-value pricing: M EEN
Group: H1BA

Growth-share matrix: K— 56 REHE

H
Handing objections: HEBRF X
Horizontal marketing system: 7KF49H R4t

I

Idea generation: A;7 61
Idea screening: §iiikfl=
Income segmentation: A 443
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Independent off-price retailer: 57 BRI R
Indirect marketing channel: [A]457& 44 USiE
Individual marketing: ML E 4

Industrial product: F=MV A

Innoative marketing: B3 E 44

Inside sales force: P44 E A

Integrated logistics management: &3 47 & H
Integrated marketing communications, IMC: A& 4IRIE
Intensive distribution: 2544

Interactive markrting: E.%f7E 44

Intermarket segmentation: % [E 1% 4H 4y
Intermodal transportation: % Ekiz

Internal database: PN 54 %

Internal marketing: P EE Y

Internet: H.HKM

Introduction stage: A

J
Joint ownership: FL[FEFTA
Joint venturing: ZH## AT A A

|

L

Learning: %>]

Licensing: ¥A[&E
Lifestyle: EiE77

Line extension: J=jhZk fiEfH
Local marketing: Hb[X &4

M

Macroenviroment: 7 W Ff 15

Madison& Vine: 21 K AT N 335
Management contracting: £ [F] %
Manufacturerns sales branches and offices: filli& i (45 € 2> SCAHLA A I FAb
Market: T3

market development: T3k

Market offering: Ti3gft4s

Market development: ik

Market offering: Ti37 45

Market: T3

Market development: Wik

Market offering: Ti3gft4s

Market penetration: T35

Marker segment: 41431137

Market segmentation: Ti374l4)
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Market targeting (or targeting)): HFrTTi7%k

Marketing:

Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing
Marketing

e

audit: %%ﬁ 'EE 1

channel (or

channel
channel

distribution

concept: T37E MM &
control: & FH %l
environment: 5§55
implementation: &84T

information

intelligence:

system, MIS: EHH#EE RS
B IR

intermediaries: =44 % [A]

logistics Cor

physical distribution): B (W)

management: & £ & F
mix: EHHAE

myopia: & HITIE

research: & &5 1A

strategy: & 4 HE

strategy development: &84k I& T K
Web site: & HH Mk

Market-penetration  pricing: T1i37121% €
Market-skimming pricing: T3z #IE €M (WUIEMAS)

Maturity
Merchant

stage: A
wholesaler: 7 At A&

Microenvironment: {# W 15
Micromarketing: W & 44

Mission

statement: S\ AE iy

Modified rebuy: 1&1]EA
drive): Ml (K71

Motive (or
Multichannel

N
Natural

environment:

Needs: 5%
New product: Hr7= i

New-product
task: H1E:5%

New
0]

distribution

system: ZIRIE/MH RS

H IR

development: Hi/= i H K

Objective-and-task mathod: H ArfF557%

Observational

Occasion

Off-price

research: W& FHF
srgmentation: < AL4H 5

retaller: BEINZETR
Online advertising: EZ8) 5
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design: EHHIEE X
management: 24 PR IE E



(THEHERER ) HFRR

Online focus groups: fEZREE &S/

Online marketing: 1EZ8E 4

Online marketing research: 728 41 1

Online social networks: 1EZRFEAT 4%

Opinion leader: & W45

Optional-product pricing: P& & E

Outside sales force (or field sales force): AMHEHERINE (AN ERND

P

Packaging: f%%

Parther relationship management: S{E{k ke REH
Percentage-of-sales method: %48 1147 Ebid:
Percention: &%

Personal selling: A S#E4S (N REHE)
Personality: /M4

Political environment: FU/AII%

Portfolio analysis: V5520 &0 4T

Positioning: T3 E L

Positioning  statement: & {iZ[fid

Preapproach: 4G if#

presentation: &7~

Price: f/#%

Price elasticity: /i

Primary data: JRG%3E

Product: 7=/

Product adaptation: = fhiEMN

Product bundle pricing: 7= HAHLEE M

Product concept: Fan M G2 EAESD
Product development: 7=/JF A&

Product invention: 7= [5hAIHT

Product life cycle: 7= &4 i i 3

Product line: 7= jh4k

Produce line pricing: 7= R5IEM
Product/market ex-pansion grid: 7= &/ Ti3g¥ KA FE
Product mix (or product portfolio): ;=&
Product position: =i E L

Product quality: 7= i &

Product sales force structure: j=[hAY4YEEZH 2454
Production concept: 477

Promotion mix: {454 &

Promotional pricing: {2484 €

Prospecting: F$KZk%

Psychographic segmentation: C>FE4H%)
Psychological pricing: O» B EH)
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Public: A A%

Public relations: AJLR R
Pull strategy: 7 zUAREE
Push strategy: #EZ/H A%

R

Reference prices: SHi%

Retailing: EER

Retailing: FE&

Return on advertising investment: | 5 &=
Return on marketing inment: EHHERITEZF

S

Sales promotion: f4EEEiH

Sales quota: #4E EHI

Sales force management: #4ERAHE B
Salesperson: #H# A i

Salutary products: 75 2 7%

Sampie: FEA
Secondary data: :?iﬁ?ﬁ
Segmented pricing: 40 EMN

Selective  distrtion: J‘ﬁ% ARl

Selling concept: 4HEM &

Selling process: 452
Sense-of-mission marketing: i iy /BCE A4
Service: k%%

Service inseparability: &% 5 MR 2> B 14
Service intangibility: AR S5 I
Service perishability: AR 5% ) 2 i1k
Service retailer: %55 E R

Service variability: RZ5H) 5248

Share of customer: Bl A%

Shopping center: K10

Shopping product: 1%

Social class: &M E

Societal marketing: 254

Societal marketing concept: FE2E H M &
Spam: 33 HELE

Specialty product: #F5E i

Speciaity store: & =ZJE

Standardized global marketing: 4FERFRAELE 4
Store brand (or private brand): F&JE M (EA MED
Straight product extension: ELfZE I
Strategic planning: A&
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Style: RS

Subculture: 3L

Supermarket: #AZK 3%

Supply chain management: i) & B

Survey research: ] [n] B i

SWOT analysis: SWOT 434t

Systems selling (or solutions selling): RGHHE (T REIE)

T

Target costing: H br A2

Target market: H#5153%

Team-based new-product  development:F&-T- [ P (K135 7= i F K
Team selling: [{P\4H 8

Technological environment: 3 RIF 15

Telephone marketing: B 15 & 44

Territorial sales force s tructure: g I 41 85 2H 2L 45 4

Test marketing: R4

3PL third-party logistics(3PL)provider: 55 = J5 ¥yt {4 B 7
Total costs: Jl A

Trade promotions: 4 544 (L it

U
Undifferentiated marketing(or mass marketing): Tt % &4 CRKAEHS)
Unsought product: 73K i)

\Y

Value analysis:{/ME 7 HT

Value chain: /M {H 5

Value delivery network: /M 1% i P 4%
Value-based pricing: #/M{E 1418 7€

Value proposition:#fM{H 3= 5K

Variable costs: 22zl A

Vertical marketing system VMS: 3 B & 44514 &
Viral marketing:J5 2 & &Y

W

Wants: #KEE

Warehouse club: Afif{HE Rk
Wheel-of-retailing concept: FEEFRFEIIL
Whole-channel velw: &K EAE
Wholesaler: it &

Wholesaling: #t&

YO RS A
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