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« BEETEZEW ( Penetrating Pricing Strategy ) ——
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(2)Top Sales —HEHESH AZ EBRBLTS

(8)Top Sales RHIGHHEHE - MLABRETHHEBMIIEIEHE
#H o

(4)Top Sales HBIZ LENREHRER o

(5)8 B B BHEUSH EE AN o

(6P EEE T ( Sales Force ) BEEHEETIBIERE ( Sales Market
Segmentation )
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