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logo [lougou] n. #r7E

G228 It is a graphic mark or emblem commonly used by
commercial enterprises, organizations and even individuals
to aid and promote instant public recognition.
TR A, AREECAERN, FRBBREALAR
AT B R B

sponsor logo #BIRiPRE

The hotel group uses a small pine tree as its logo.
XAMRE S F RIAR G SR — AR/ AR

ESZ3RIA ZHIE XN logos

brand awareness @EEIL; BN E

(1) It is the basic ideas an enterprise holds for brand and
brand management.
TR Ak X i BN PR R R A
(2) It is a marketing concept that measures consumers’
knowledge of a brand’s existence. At the aggregate (brand)
level, it refers to the proportion of consumers who know of
the brand.
FHR AT B 3238 X T 35— R T AR B A T L B 4 A
& WBKFRE, BI8 T M IZ MM BE BT &1
et
21 cultivate brand awareness % 37 & i 5 11

high brand awareness = fn F# A HEE
ZE%F1 (1) The Dilemma in Human Resource confronting the
private-owned enterprises is mainly caused by the reasons

like: the system barrier of family mode of management, the

unconsummated operation; lack of innovation and brand

¢1
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awareness and insufficient enterprise culture.
REMLERBRTERWASFERE, RhRE{E
B H ERER . ArGEENATE. R BIHM
an SRR Al SCH S B R TS R R AR

(2) The advertising manager may set as a goal for adver-
tising an increase of 15 percent in consumer brand awareness
in the next six months.

TEEEFER BIRY: ESER e MAR, EdE
T 2 1 i AR EE SR T 15%.

brand engagement SR}ES5FE

G- 3V4 aterm loosely used to describe the process of forming an attach-

ment (emotional and rational) between a person and a brand
TR R AR Z [BE AL (R FIERPERY ) BRR A
W RRRARE

promote brand engagement £ 75 S 51

Scores for overall brand engagement ranged from a high of
127 to a low of 1.

SanmES 5ERS N ERE 127 481 5K 1 4.
engagement n. 1T 1; £ ; BHH; 65
brand image &%
the attributes of a brand
vt L ) it B
brand-new brand image 4 # ) i i E £
“There’s no ‘Hello Kitty-The Movie’, there’s just the brand
image, and in a sense Hello Kitty is the purest brand image

on the market,” says a New York Times reporter.
(A2t ) iC#F . “BAH Hello Kitty XEHE, HA
S, T HAERERAME X i, Hello Kitty 42 1h

G EB— N mEIER "
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brand implementation @i#EiTiE

- 272VA the physical representation and consistent application of
brand identity across visual and verbal identity carriers

AT AN AR S s Ak iE I —

perform the brand implementation # 17 i 4T 1

Brand implementation encompasses facets of architecture,
product design, industrial design, quantity surveying,
engineering, procurement, project management and retail
design.
AT KR . PRt Tkt BE A
TAE, R, I HEEAFEERITX LT HNE

implementation n. $f7,

brand linkage fiEsi
223V the degree to which the consumer understands a commercial’s
message is for a specific brand of product rather than

category of product
TEfTRRERBE EH 9% 1T i L 915 B A R E i b Y
At TASZ T S5

establish a brand linkage 7. it L% 8

If viewers remember a funny commercial was for tissues
instead of the brand Puffs, then the ad has poor brand linkage.

QR ARG B R — DA @A KN &, AR
Puffs Xk, AR A BB ANT 5 0 S R BRSOV AR 2% .
Eo w4 linkage n. JEHE; B
brand loyalty &i#BiHE

[i: 24 a consumer’s commitment to repurchase or otherwise
continue using the brand

1 B o 52 W) S B AR ol 2% W ) PR
} promote brand loyalty $2F & i IR E
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However, by the growth stage, competitors have entered the
market, and the marketing strategy needs to be adjusted to
encourage brand loyalty.

HE| 7KW, HEsECHEATY, W5E &R
ROZANLAVE RS, LA R ) 8

ES-3R07A loyalty n. "ER

brand manager RRZIE

the person in charge of brand management

il RSN
[GE3::1-) hire a brand manager & —% i &2

2341kl He is going to get lst national brand manager career
certification now to intensify his professional skill.

LIRS T BHE R K — R 2 PO SR IE S, LSk
({ASISA: bR Z5:3: 4

brand orientation @iEE(L
(5. 2°8 adeliberate approach to working with brands, both internally
and externally

W R R AN TAE T fg A
brand orientation strategy in 7€ {3\ 7 &
Brand orientation is viewed as a strategic capability, just like
innovation for a company.
st FE L BN — TP SRR RE Sy, X T w5 AR EFT—
EF 3504 orientation n. FEL; 1A
CBO (Chief Brand Officer) ubbr BEREGME

“2Y% a person responsible for a brand’s image, experience, and

promise, and propagating it throughout all aspects of the

P

company

ATTMMAIIE S . WIMAE, IHHMAXEREREL
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AIEEBA

firea CBO fREEEMEE

She dreams to be the CBO of Dior.
fth A AR oA BB KA B R AR

CEO (Chief Executive Officer) abbr. B JEHATE
CFO (Chief Finance Officer) abbr B EWM%E

classical brand %81 7@

a brand of recognized authority or excellence
B Z AT R B A

make a classical brand F] 1 — 2 HiL T

Versace is a classical brand of fashionable dress, as well as a
luxury brand.

TERA R — R UL S RT3 ah b

luxury brand E&5H5%

a brand for the luxury good
AR %5 T % i i i

£ 315 make a luxury brand ] — & & mE
v=3::81F51 Versace is a classical brand of fashionable dress, as well as a
luxury brand.

WRT R— MM E R R M.
E XL B IR Armani, Gucci, Louis Vuitton
%Q

predictive analytics Fiill4#r
Predictive analytics encompasses a variety of statistical
techniques from modeling, data mining and game theory that

analyze current and historical facts to make predictions about

future events.

B A R i — RSB BRI A SRR



BIE] 2. Business Environment &l TR 1%

Chapter

Marketing and Sales #5555 &

I FH R0 S A R AR SR T T
il have predictive analytics #4743 47
ZL%08) Predictive analytics is used in actuarial science, financial

services, insurance, telecommunications, retail, travel,
healthcare and other fields.
A THRE. 2mks. KK, BF. F6.
i A B ST DR 1 55 1 2 U

analytics n. 2

product screening F@IFE

! a screening process is used to determine which product(s) to
develop
PRAE R FRART RN = i Y i e 1 A2
perform product screening #E477= ff i
In the past, product screening and market analysis were
undertaken by a consultant or project staff member who
would find out what farmers and working group members
wanted to develop into new enterprises.
fEsd %, 7 i i e A 3 004 2 — B R 50 10 A AL
AHTERIER, et A BRRMTEARATER
kAR TR,
screening n. ik ; Flik

 ——— e —

deflation n. EREYE
demography n. ANASGiHEF

édepression n. ZHBKHE, AESAH

P
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emulous adj. TFHERY, TESLIEE
" monopoly n. BT, &3 WAL, LRI
inflation n. AR
oligopoly n. FERZEWT; SR TRt T E
recession n. iR, iR
competitive environment Eoe 378
cultural environment AL EE
economic environment EZS) SIS
market economy MHETT
- monopolistic competition ZEWT S
| perfect competition e e
: planned economy HRIZH
political environment BUAHEE
 social environment HEWE
technological environment BARHE

deflation [di'fleifon] n. WBEZ%E
s a reduction in the amount of money in a country’s economy

so that prices fall or remain the same
R L@ s s, YRR T e R AR —
FELER

massive deflation KA E 17 E 47

Japan has beaten deflation for the first time in two years, as
fuel imports surged following the earthquake and tsunami.

15 %5 T Hu B ANV A 5 AR R HLBLHE O, P4 H AR
B TER RS,
ESTIRIA de- AU, R TFAYEE; KA inflation n. 8 ST EZAK

demography [di'mografi] n. AO%itZ

q




