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(3] L.EARTTHH4H & (marketing mix)Hy 4P - Tﬂﬁ%ﬂiﬁ ?
O i (product) ~ {E&(price) ~ {£H (promotion) - 45 (package)

@ (product) ~ {EH&(price) ~ fEJ7(power) ~ E5< (packaQE)
@ in(product) ~ {Hi%(price) ~ {ie#H (promotion) ~ iits (place)

@ fn(product) ~ {EAE(price) ~ 77 (power) ~ FHES (place)

[2] 2.778H4H & (marketing mix)iy 4P FrffERY 4C - NIl E TEHE ?

OfE % (price)>fi# 7 75 Z& (customer solution)

@{EHHE(price)> A< (cost)

O fE % (price)>{F A4 (convenience)

@{E#% (price)-> /& H (communication)

(3] 3AEE R KEERETT RS - BT NYIfE 1575 K (market demand) ?
O£ FE 7K (negative demand) QerAIEE K (full demand)
Q@ fr&EfEE K (irregular demand) @75 ZE 55K (unwholesome demand)

(2] A5 RIATHIE R REFFES TS " BT R LA FROASE TR O 2 B E R HEE A 25
ARERIA - PIATE KRR R SEH NG ORER - ST S BH (A E 2 (customer relationship management) iy :
O ffE A JH & (up-selling) @77 X $48 (cross-selling)
® [N &f$H & (down-selling) @F{THYE (parallel-selling)

(1] SRS ARSI - — RS HEREAARERT N ?

@ fE Z F 5% (extensive decision making)
@{7 /75K (routine decision making)
®FRATE (limited decision making)
@426 (unlimited decision making)

[2] 6.77T#E2FriaaY A /ERIRE(life style)AIO 1 » A {502 :

O17Ef(actions) @;E&Ef(activities)

® F 4 (actors) @FEZ (attitudes)

(1) 7R EEHEERRES Y FRER THIABNEAGEBEZY, » BRES RAEFE —REERT

A HEREIEETEIINEN 2R ¢
D352 41 = (selective attention)
Qi E {i;EHﬂﬁep(selectlve distortion)
QM= [E (selective retention)
@354 = [ (selective intention)

(2] 8. r[E#E " 2A GILERE IR RSP IHE AR - ) RS S T EE NG > &F

HTRER R E
O EER HE ) O E F M FH A
O =L ¥l i) Ok 4= SRR VS LU VN

(1] 9. F i EE NA Fin A BREAPR R A HEmd et - i@ i T 1 fer e 22 i & £ U1 (product substitutability) 2
O 5= (brand competition)

@JE =555+ (industry competition)

O =35 (form competition)

@—f5%355+(generic competition)

(1] 102503 EIfEAE FEA S sl B A% -
@ A]{& % & (backward integration)
@I Fij¥4& (forward integration)
O Hf(merger and acquisition)
@[l (defense)

[2)11. %[5 B Mg & s & RS 8 (segmentation variable) §1 /Y A [ 478515 %5 (demographic variable) ?
O AN Qs YN GOEEE
(4] 1255 &@ > N5IafE) R 2 fn(consumer goods) ?
O H & H i (staple goods) QfEENHEE fh(impulse goods)
Q%% HH i (emergency goods) @35l 1 (shopping goods)
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[3] 13.E5h4H & (product mix)Hf - FH AR RE B E SIS B N2 5 - T2 Fy
O & (width) @& E (length)
O (depth) @—E 14 (consistency)
(1] 145K M e (R EbER S ~ S B Em » 2R

OJa]_| ZE{fH (upward stretch)
Q%] ZE i (two-way stretch)
[2] 15.E@HEaBRERERIVE - 2B
O#J4k E2E (primary package) @4k a1 4L (secondary package)
O =41 2E (tertiary package) @ 34 45 (shipping package)
(4] 16 fR45 AR = (diffusion of innovation) » 24 2015 4 1 H 1 H &3/ IFHmH & = ) eEnY R -
FTE’CJ%EA :
O7%{h+ (laggards) Q@ FLHHA A (early majority)
OnfHA K A (late majority) @#l|¥r 2 (innovator)

(4] 17. iR R psan B2 iR s P 2R AR OB > FE 2 Ry

@Ja] | ZE{# (downward stretch)
@ s E A (line filling)

O fmhgEEk A (brand identity) @ %= (brand meaning)
® 545 (brand bonding) @ 53 (brand equity)

[1] 18.fE#E Kelly FrHe 4 Ay S LIE 5 ¢ (brand resonance model) » FRMEAE I 55— 0 B8 By R 51 ] 5 2
Oz% A (identity) @ = (meaning)

O JZ JfE(response) @Ff (% (relationship)
(1) 19fR4E AR = I (service triangle) - ZESBEIHIGE%E B THNTTH > B2
OANERTTHH QI ERTTHH
OO B THH @RS THH
(4] 20. 1 %1[{n[ 5 IR BB R #a5a1 758 (experience marketing)Hy&iH ?
OfF% @& OfTH) ®[a]EE
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(4] 213z i RoREER TS EA R - DUEE (e Y E E RIS TE 2 Rl ?
O T{EMSE [H(going rate pricing)
@it 7E {5 (sealed-bid pricing)
O A5 7€ (& (market-skimming pricing)
@;%7% iE {8 (market-penetration pricing)
[2]) 22/ Fra T E ML DA 8 B0 5 K 9 » 2B TH el LB T(EDE 2
OEEE s T{E £ (prestige pricing)
QmEFZEET{&E % (odd-even pricing)
OEIEFTET{E % (lose leaders pricing)
@F1E 5 T{E % (customary pricing)
(4] 23 #HAC A AR IINEIS 2@ h ol fEamEs 2
O/KE T8 Z 4 (horizontal marketing system)
Q& T E T8 4 (administered VMS)
OFTA 1 2 EH1THH 24 (corporate VMS)
@Y H 1T £ 4 (contractual VMS)
[1] 24. Big City s EpEY 0l F—1%75 2 H - clty'super ~ UNIQLO ~ fEE[ AL - KAIH &L > —
HBAEN SOGO HE& - HURILRL » g K#h FAI (R EpE (retailer) ?

O IR )E QR T OHEATH GOEMRE
[1] 25. AIDA HEZE K EGRIEH - F—(E A F5HYE ¢

@;3:Z (attention) @%2& (awareness)

®717Ef(action) @Fx A (adoption)

[1] 26. 2 EE ME R AT E TN HES -
O frE B [E A8 HIE (unaided recall test)
@ B[] AEUHN=A, (aided recall test)
Ot HIEL (recognition test)
@2zH & HEL (portfolio test)
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[1] 28. " eIt IEEIEAS - BAE] ~ BAE] DI AL ) BEfeIREEME T fEi: ?
O M (intangibility) @R H] 43 E1E (inseparability)
® 58 (variability) @ T] 74 (perishability)
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[4] 3LAREZLZ RFEHE (Ansoff Matrix){VE# > A HBRANEL TR A TNSE 0I5 - 8 ¢

B (TR RO YR A = 7
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(1] 32. 10—l N 22wt o T R B0 T A (G 85 2

OftfERs @EUa CYNEEESS OFH
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(1141 7 A= a5 (product life cycle)d » "R AIIHE— (i B - b3 S TR 2 e (G AR s A Y AL 7
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