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Unit Reading A Listening and | Reading B Writing Project Vocabulary Grammar
Speaking
Unit 1 Tier tale:How | Survey and analysis Questionnaire on | summary Market research New words and | Parts of speech and
Market survey and | marketers  classify food purchase expressions sentence components
analysis cities in China Vocabulary and
structure
Unit 2 The Product Life | Product The failure of new | memo Solving the problem | New words and | Modal verbs
Product Cycle improvement coke of'a product expressions
Vocabulary and
structure
Unit 3 Pricing in emerging | Pricing strategies Mcdonald’s  pricing | Letter Pricing a Product New words and | Tenses
pricing markets strategies Expressions
Vocabulary and
structures
Unit 4 Types of distribution | Common distribution | Showrooming:threat | Letter of application | Getting familiar with | New words and | Sentences
channel Channels channels or opportunity? distribution channels | Expressions




Vocabulary and
structures
Unit 5 Mastering sales Selling products Selling a 35000 | email Selling products New words and | Attributive Clauses
Personal watch  during a Expressions
selling-products recession Vocabulary and
structures
Unit 6 How to sell life | Selling services Does cold calling | Responses letter Handling customer | New words and | Non-finite Verbs
Personal insurance work? complains Expressions
selling-services Vocabulary and
structures
Unit 7 Las vegas”what | Advertising details advertisement Advertising message | Advertisement New words and | Subjunctive mood
advertising happnes here, stays design Expressions
here campaign Vocabulary and

structures
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Market survey and PPT. YHRMS. /)

1|1 2 o=
analysis Hitie. Zl ot
Market survey and PPT. YHRAS. /)

2 | 2] 2 o=
analysis Hitie. ZHlatr
PPT. HHRMAL. /)

3 3 2 Product HE
Mt EHl 54T
PPT. HHRMAL. /)

4 4 2 Product =
Mt EHl 54T
PPT. HHRMAL. /)

5 5 2 pricing H=E
Mt FHl 54T
PPT. HHRMAL. /)

6 6 2 pricing H=E
Mt EHl 54T
PPT. YHERMAL. /)

7 7 2 channel H=E
Hirib =15
PPT. PFHRMAL. /N

8 8 2 channel H=E
Hifib ZE15Hr
PPT. PHERMAL. /)

9 9 2 Personal selling-products =
Hirib =15
PPT. PHRMAL. /)

10 | 10 2 Personal selling-products HE
Hirib =15t
PPT. PFERALA. /)

11 | 11 2 Personal selling-services H=E
Hirit. ZE15Hr
PPT. HFERALA. /)

12 | 12 2 Personal selling-services H=E
Hirib =15t

13 | 13 2 advertising PPT. PFERALSI. /) #H=
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Administered VMS: EHHXNEETH KRR
Advertising: | &
Advertising agent: | R CHERE
Advertising budget: |8 A
Advertising media: |5k
Advertising objective: |15 H#¥r
Advertising strategy: | 5 fkHE&
Affordable method: & /14T
Age and life-cycle seg-mentation: A& FI1AE 6 J& HA4H 4>
Agent: PR



Allowance: #7ilk
Approach: #Zfiliijn]
Attitude: ¥

B

Behavioral  segmentation: 17 N4i4)

Belief: 1&:&

Benefit segmentation: #]2i4H4%)

Brand: /i

Brand equity: A B

Brand extension: i ZEfH

Break-evenpricing (or target profit picing): &5 F#EN CHWFREEM)
Broker: &40 A\

Business analysls: &ML #T

Business buyer behavior: FEMEIESEEAT A

Business portfolio: /454 &

Business promotions: V44 E L4

Business-to-business: MV X Al R 7E 2875 41

Business to consumer (B2C) online marketing: V6 VH %% & M FE L E 4
Buying center: KJEHL

By product pricing: EIF7 S E N

C

Captive-product pricing: @7~ e M
Catalog marketing: H 3¢ &4

Category killer: 54T

Causal research: A 541

Chain store: IR )E

Channel conflict: &M

Channel level: #EiEZE%

Closing: SEAC 5

Co-branding: &1F &

Cognitive dissonance: A1
Commercialization: FMNAL

Commercial online database: PV 7EZe %P
Communication adaptation: 4IH &N
Competitive advantage: 5L #
Competitive-parity method: &% 4 X 455
Concentrate marketing (or niche marketing): HEHVEH (FIFEEH)
Concept testing: A&t

consumer buyer behavior: JH#EWLATH
Consumer market: JH#E T

Consumer product: JH 2% &
Consumer-generated marketing: JH7¢ & H T 58



Consumer promotions: JH %3 44 (L3t

Consumerism: JH % #&H R X

Consumer-oriented marketing: JH 273 5 715 4

Consumer-to business (C2B) online marketing: M 2% & XV (I 7E 2 484
Consumer-to consumer (C2C) online marketing: JH 2% %1 VH 2% & HLE 2275 4
Contract manufacturing: & [A i

Contractual VMS: SRAEHEHRA

Convenience product: {55

Convenience store: {HEF])E

Conventional distribution channel: 44411

Corporate VMS: AR NEEHEHRS

Corporate (or brand Web site): A& Sk Mk

Cost-based pricing: & A5 [7] @4

Creative concept: B =&

Cultural environment: S ALIREE

Culture: 1k

Customer database: Jiji% i %

Customer equity: & "

Customer insights: Joil %[ %%

Customer lifetime value: JHi% & &8

Customer relationship management, CRM: &)< R/EH

Customer sales force structure: JBi%sHY4N B4 24k #)

Customer satisfaction: Jiji 25yl =

Customer-centered new-product development: LU Ry A0 37 ST &
Customer-perceived value: JBi& BN A%

Customer-value marketing: B2 E & 44

D

Decline stage: FEiE

Deficient products: ANFEF ) FE i
Demand curve: 753K A%k

Demands: 73K

Demographic srgmentation: A 1414}
Demography: A 41t

Department store: P 5275
Derived demand: JRA TR
Descirptive research: #ifiid P At
Desirable  products: FEAE K77 i
Differentiated marketing (or segmented marketing): ZRALEH (40E
Ep)

Differentiation: 2= 74t

Dieect investment: BE{E&HE
Direct-mall marketing: B4 H} a7 & 4
Direct marketing: HE &4

10



Direct marketing channel: H#E 4 EIHE
Direct-response television marketing: HLAK B4
Discount: #T4l

Discoun store: 717 )E

Disintermediation: 2= H41k,

Distribution center: Fti%

Diversification: % JoAk,

Downsizing: a4k,

Dynamic pricing: Zh&EMN

E

Economic community: Z5FFE[E &
Economic environment: &35
Engels laws : BUA&/RiEN
Enlightened marketing: 12 .75 44
Environmental sustainability: 335 A] £F4E K
Environmentalism: AR T X
Erhnographic research: i & AT
Event marketing: {54
Exclusive distribution: /44
Execution style: GI{FCiA
Experimental research: SZ36 AT
Exploratory research: #RZMEVHHT
Exporting: H 11

F
Factory outlet: 1.J HEJL
Fad: #4i]

Fashion: ¥

Fixed costs: [f]%E KA

Focus group interviewing: £ /NHVIR
Follow-up: JG%E T AE

Franchise: $F1F4E

Franchise organization: HFiF4 S 4H A
G

Gender segmentation: {45415y
Geographic srgmentation: HiFE4H )
Geographical pricing: HiFEE

Global firm: B5[E A ]

Good-value pricing: HAULHEE N
Group: [1BA

Growth-share matrix: IK— 5 RKH[E
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Handing objections: HEERFIL
Horizontal marketing system: /KF4HE R4t

I

Idea generation: 7761

Idea screening: JiikE B &

Income segmentation: Y4l

Independent off-price retailer: J7 RN FEERE
Indirect marketing channel: [A]F27& 84181
Individual marketing: MAEALE 4

Industrial product: 7=V &

Innoative marketing: G &4

Inside sales force: Nl 4N &R\

Integrated logistics management: FEIEY)IRE
Integrated marketing communications, IMC: #&7& 44 USiE
Intensive  distribution: 2545434

Interactive markrting: H.3E 44

Intermarket segmentation: % E 1ii74H )
Intermodal transportation: % R Jkiz

Internal database: N ¥ %

Internal marketing: N ¥ E 4

Internet: H.EXK

Introduction stage: F A

J

Joint ownership: Jt:[FEFTH
Joint  venturing: Qﬁﬁ:u\/\j

L

Learning: %%>]

Licensing: YFAI&E
Lifestyle: 75773

Line extension: = jhZRIEfH
Local marketing: Hh[X &4

M

Macroenviroment: ZZ W35

Madison&Vine: Z7 it i K47 INETF S R4

Management contracting: & |7 & P

Manufacturerns sales branches and offices: il i B4 87 AR AN 26
Ak

Market: 1137

market development: iz K

Market offering: T3z fit4

12
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Market development: T K

Market offering: TiIHfL4EW)

Market: 1137

Market development: Tz K

Market offering: TiIHfiL4EW)

Market penetration: Tii7i5i%

Marker segment: ZH%)r 137

Market segmentation: T4l

Market targeting Cor targeting)): H#FRTTIZiEEE
Marketing: T35 %4

Marketing audit: =45 11

Marketing channel (or distribution channel): E4#HIRIE (
Marketing channel design: & 44EE it
Marketing channel management: & 45IRIEE
Marketing concept: Tii7E HM &

Marketing control: & 844l

Marketing environment: = 45¥f 15

Marketing implementation: =547

Marketing information system, MIS: EH{ERE RS
Marketing intelligence: HH1ER

Marketing intermediaries: =45 8] &

Marketing logistics (or physical distribution): E4H¥Y (W)
Marketing management: &%

Marketing mix: HHHE

Marketing myopia: & 84 ITALSAE

Marketing research: &4 AT

Marketing strategy: & 4410

Marketing strategy development: & 445 HEIT &
Marketing Web site: =45k

Market-penetration

pricing: TIBiEEM

Market-skimming pricing: TR EN (WUHRIN )

Maturity

stage: Ji I

Merchant wholesaler: & A&
Microenvironment: WIS
Micromarketing: M E 44

Mission
Modified

Motive Cor
Multichannel

N
Natural

environment:

statement: MV Afify
rebuy: E1TEHH)

drive): Bh#l (HR3h71)
distribution system: ZIZIE M RSE

H R

Needs: 5%
New product: 7=k

13
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New-product development: 7= K
New task: Hi{f4%

0]

Objective-and-task mathod: HFrfE557%
Observational research: W% =i
Occasion srgmentation: K HL4H4)
Off-price retaller: BRI EER
Online advertising: fE£k] &

Online focus groups: fFEZREE f/NAH
Online marketing: #EZ8E 4

Online marketing research: {FZ%7E 44 1HHT
Online social networks: FEZ&tH2C %%
Opinion leader: = .44t
Optional-product pricing: A&7 i €

Outside sales force (or field sales force): #MEl&HERME (FLim4Y ML)

P

Packaging: 3%

Parther relationship management: &1EfkfExe RE
Percentage-of-sales method: 448 %)t
Percention: B4

Personal selling: A R#EE (N REHE)
Personality: ™

Political environment: BRI E

Portfolio analysis: M552H & 4047

Positioning: T E AL

Positioning statement: &/ [HiA

Preapproach: HiGii&

presentation: &/~

Price: 4%

Price elasticity: /M3

Primary data: JRIGEIE

Product: =i

Product adaptation: J=/\hiE N

Product bundle pricing: 77 fmiH4EE M
Product concept: F=inllE 7 anAE)

Product development: =i K

Product invention: 7= f5hEIHT

Product life cycle: 7= fbAE & A

Product line: ;7 /hZk

Produce line pricing: 778 RAIEN
Product/market ex-pansion grid: 77/ T3 K AE R
Product mix Cor product portfolio): ;=&
Product position: 7 &l E L

14



Product quality: 77/ Jfi &

Product sales force structure: j=/ihZaNEE4H 245K
Production concept: A=Al
Promotion mix: {4440 &
Promotional pricing: {45 E
Prospecting: F1KZk%

Psychographic segmentation: C>FE4H%>
Psychological pricing: 0> B
Public: AR

Public relations: ALK FR

Pull strategy: $7 = hkHE

Push strategy: FEZIKEK

R

Reference prices: ZHMi%

Retailing: FE&ET7

Retailing: EF&

Return on advertising investment: [ 5 EWER
Return on marketing inment: ‘E4fHEFIEE R

S

Sales promotion: 4L

Sales quota: fHEEH

Sales force management: #HERLEH
Salesperson: 4HtE A i

Salutary products: A i FE i
Sampie: FEA

Secondary data: —TFHE

Segmented pricing: 4H4rEN
Selective distrtion: &M 404

Selling concept: 4HEM&

Selling process: 44t FE
Sense-of-mission marketing: i@y ECE 4
Service: M55

Service inseparability: F¢HE ) RNME B
Service intangibility: ARZSIITIEVE
Service perishability: k551 5 #i 4
Service retailer: R EER

Service variability: AR 52T

Share of customer: F&AREN
Shopping center: JHZHL)

Shopping product: &

Social class: #H=BE

Societal marketing: < E

15



Societal marketing concept: fH2E NS

Spam: B HRAF

Specialty product: 4F¥k

Speciaity store: H3Z)E

Standardized global marketing: 4 ERbREAE 4

Store brand (or private brand): F&iEmiE (HA WD
Straight product extension: BELfZE Y

Strategic planning: ik ESHL K]

Style: X%

Subculture: .31k

Supermarket: 2 3%

Supply chain management: N FE5 B

Survey research: fj [ B 1 it

SWOT analysis: SWOT 4347

Systems selling (or solutions selling): RGHHE (FRRTRHE)

T
Target costing: H AR A< 12

Target market: H51113%

Team-based new-product  development:J& T [ B\ i3 7= i T &
Team selling: HIP\4HEE

Technological environment: i R 55

Telephone marketing: FL i & 4

Territorial sales force s tructure:Hhts 14 44 8 2H 2R 45 #)

Test marketing: i 4l

3PL third-party logistics(3PL)provider: 55 = J5 ¥ i AL N i
Total costs: LA

Trade promotions: 51 544 B fiE i3k

U
Undifferentiated marketing(or mass marketing): L= 7 & 45 (CKAVE )
Unsought product:JE &R i

\Y

Value analysis: A& 7 B

Value chain:A/M{E 5%

Value delivery network:{/ME 1% i3 % 2%
Value-based pricing: ¥ {E 31 & 1t

Value proposition:#/{E =5k

Variable costs: A8 %) il Ax

Vertical marketing system VMS: T B & 51K &
Viral marketing:J% 25 & 49

W

16



Wants: A

Warehouse club: B fif{H G568
Wheel-of-retailing concept: FERELIL
Whole-channel velw: /K ENE
Wholesaler: #t /&

Wholesaling: #t/&
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