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Key Sentences (& & f]F)

L. Marketing is the process of planning and executing the conception,

pricing, promotion, and distribution of ideas, goods, and services
to create exchanges that satisfy individual and organizational objec-
lives

Misia i P E FISE 3 948 e s (R e 8
TR - AR b il T BUIR 45 S S5 A A B BAL 4 1 0
PR

2. Tt has been suggested that exchange constitutes the core phenomenon
or basic domain for study in marketing.
HNANMEZE MRS RGN EERS,

3. In the complex society and economic system in which we live, ad-
vertising has evolved into a vital communication system for both con-
sumers and businesses.

ARNERNHERMEFRET T EOR B REAGE
ZH R REEAF N,

4. The advertising was supported by various forms of sales promotion

such as couponing, premium offers, and point-of-purchase dis-

plays.
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5. Advertising and promotion are an integral part of our social and eco-
nomic systems .

)7k RO A R AT A 2 R B AR IR v AT SR RS 4

6. The ability of advertising and other promotional methods to deliver
carefully prepared messages to targeted audiences has given them a
major role in the marketing programs of most organizations .

VU R AR 6 0 1 B AT RUBAE G BRI 4R 2 A, BT LA R
(BESNES BETPoNR-7P X (EURNOE i 32 e

7. In market-based economies, consumers have leamed to rely on ad-
verlising and other forms of promotion to provide them with informa-
tion they can use in making purchase decisions.

WL FT M REC ERF LRI & S 42 45 3% s %
EIR R AL GRS

8. Nonprofit organizations such as charities, religious organizations,
the arts, and colleges and universities seek and receive millions of
dollars in donations every year. '
AR, MR AL REEE CEEIT A% K2
B G A FRIFKBILE HELHBE,

9. Donors generally do not receive any material benefits for their con-
tributions but donate in exchange for intangible social and psycho-
logical satisfactions such as feelings of goodwill or altruism.
SR - A A5 G 3 e 18 R B 22 B (B4R, B 40 AT 2. 3]
TR MR, b0 4k 32 SR M B9 2 L 1R A B A0 A
AN AR 55 19 0 G 4

10. The 4 Ps—product, price, place ( distribution ) , and promotion—

are referred to as elements of the marketing mix .
otk KRB G T EBOA M R T 41 i DY A Y
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. Marketers have long recognized the importance of combining and

coondinating the elements of the marketing mix into a cohesive
marketing strategy .

R @l A A AT et Y KR E S A - B
LSRN ) PR O R

. 'The promotional program must be part of a viable marketing strate-

gy and coordinated with other marketing activities.
fesy it R H Y R -, A H A /i 5T
H Bh i iE A

. Integrated marketing communications involves coordinating the

various promotional elements along with other marketing activities
that communicate with a fir’s customers.

Bk B M A R R B F B At S B % A R
from.

. A high price may symbolize and communicate quality to customers,

as may various other aspects of the marketing program such as the
shape or design of a product, its packaging, brand name, or the
image of the stores in which it is sold.
FAE e aRETRAR KL R BR R B TR S 11
BREMEGBEM L+ HNBERET - EWEE,
Promotion has been defined as the coordination of all seller-initiat-
ed efforts to set up channels of information and persuasion to sell
goods and services or promote an idea.
(BGER P SopneE 2R E I RON S R
O S %) U5 ) SRS A % R R A
The basic tools or elements used to accomplish an organization ' s
communication objectives are often referred to as the promotional
mix and include advertising, personal selling, publicity/ public re-
— 3 —
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20.

21.

fations, and sales promotior: .
lis]éﬂ L3O F - R L A R T BOA B )
KRBT S R b R

. /\d\’onising ix defined as any paid form of non-personal communi-

cation aboul an organization, product, service, or idea by an i-

dentified sponsor.
!“'x'xiﬂ R I V) B S AR R A . I A o AN i I
% ol WS AT AR LR SHE D A IR H BT B

. Advertising can represent a cost-effective method for communicat-

ing with large audiences, and cost per contact through advertising
ix often quite low.

A LK RORE B 52 AR ZE T 7RG I, ) R A A A
INR R

Advertising also can be used to create images and symbolic appeals
for products and services, a capability that is very important to
companies selling products and services that are difficult to differ-

entiate .

)T HE R RO R 55 AR 7 R AF BB R, BT LA B RN S
Hit 35 BE {1 A% 25 i R vl 8L 0 i 144
In many cases, the strong equity position a company and/or its
brand enjovs is established and reinforced through advertising that
focuses on the image, product attributes, service, or other features
of the company and its products or services.

BN, A SRR L AR T S
Wfve AT ERIE FAIER Mo RS K b2
sl ol R YRR IE %
The advantage of advertising is its ability to strike a responsive
chord with consumers when other elements of the marketing pro-

gram have not been successful.
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. Direct marketing refers 10 a system of marketing by which organiza-

tions communicate directhy with target customers to generate a re-
sponse and or a transachon.

VB A A R AR A B 4 B Do DL R S B T R i R B
J T TR Y gy A

3. Direct marketing involves the use of a variety of activities, includ-

ing direct selling, telemarketing, and direct response advertise-

ments through direct mail and various broadeast and print wedia.
FERTCLAN T THERT 00 ELHT 0 TR )7 R AT ) 1 (A
HPG I VLR %

. Direct marketing allows a company to be more selective and target

its marketing communications to specific customer segments .
A KA T LM RBEL &, 3F ol LB X B4k 2y
W LT TR HERS TG 3

Sales promotion is generally defined as those marketing activities
that provide extra value or incentives to the sales force, distribu-
tors, or the ultimate consumer and can stimulate immediate sales.
SRR RAHE AR MR B SN R E A 1 E 4
LN, DUE KBRS H i

Sales promotion is generally broken into two major categories: con-
sumer-oriented and trade-oriented activities .
IR A R, R BT 0 B i 5 — R R A XL
(A ES

Consumer-oriented sales promotion is targeted to the ultimate user
of a product or service and includes a variety of tools such as
couponing, sampling, premiums, rebates, contests, sweepstakes,

and various point-of-purchase materials .
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. Trade-oriented sales promotion techniques are targeted toward mar-

keting inlermediaries such as wholesalers, distributors, and retail-

©ers .,

EI0F g R B R B 0 R S B B A e R
S A

Promotional and merchandising allowances, price deals, sales con-
tests, and trade shows are examples of some of the promotional
tools used to encourage the trader to stock and promote a compa-

ny’s products.

MR A AR IR R B R S R SR T B
K R AR AR A EI P S

The rapid growth of sales promotion has also created promotional

clutter. Consumers are bombarded with too many coupons, con-

tests, sweepstakes, and other promotional offers.
HEEHNIRAE RS BUEMRAL, HRERAZSHMLE
AR EREEMREHTFRTGOHE,

Publicity refers to non-personal communications regarding an orga-

nization, product, service, or idea that is not directly paid for nor
run under identified sponsorship, usually coming in the form of a

news story, editorial, or announcement about an organization and/

or its products and services.

A 95 EAEE A RBSE— N HB P 5 IR % B W BT 4 1
FrAmBERT. AR EHENE REE S n
CERE T T, ERE LA RRE ARSI R

R AL A%,

The company or organization will attempt to get the media to pro-

vide coverage of or run a favorable story on a product, service,
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cause, or event lo affect awareness, knowledge, opinions. and/or

behavior,
£ 05 vl i B A AR BE XD ™ Ah IR S5 S0l s PR IR Y
o0 I LR T 9 0 A T R 3K KR
The various techniques used to gain publicity include news releas-
es, press conferences, feature arlicles, photographs, films and
tapes ele.
745 Bl T Bl LK S %5 & A i LTI bedn e R BT, %
Iricd &Emfe s, CEMIE, B ¥ MBEHT RR% .
Consumers generally tend to be less skeptical toward favorable in-
formation about a product or service when it comes from a source
they perceive to be unbiased and objective.
il X AN A NN IE B R, I RE - RE
RS AR 48 7= 5 o AR 45 1 ThT 8L
While an organization may incur some costs in developing publicity
items or in maintaining a staff to execute this function, these ex-
penses will be far less than for the other promotional programs.
HAFRIFLFELw, EERH —EEMARK B,
{H R HA R 8 T3 0 B PR I R M 08
Public relation is defined as the management function which evalu-
ates public attitudes, identifies the policies and procedures of an
individual or organization with the public interest, and executes a
program of action to eam public understanding and acceptance .
KRXRE-TMERIT R, EHREMAREE, AA K
FI’J*' it OR300 VR R A 0 BOR R AT, S OF R
~FR S I8 B R BRAT A AR 9 FR A A AR
The public relations function uses a variety of other tools to manage
an organization’s image , including special publications, participa-
tion in community activities, fund-raising, sponsorship of special

— 7 —
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events, and various public affairs activities.
I NIV N R 4 3 AN RIS = (| R O]
LTI, B Ak BE A 2 R B R R A &
ST A Fh 20 AR B 55

38. Personal selling 1s a form of person-to-person communication in
which a seller attempts to assist and/ or persuade prospective buy-
ers 1o purchase the compary s product or service or to act on an
idea.
NS GALR I L PN PNIERER - 30E D 3= Se v R L L -
T A li‘l YRR RN CRER  E  CP AN P N 8
R

39. Personal sclling gives the marketer communication flexibility, as
the seller can see or hear the potential buyer’ s reactions to the
message and modify the message accordingly .
A DRI (0 B A B8 KB R N B A BT LR
U By 3 08 0 B X 7 R S B B 9 A E 3 M
HATERL,

ADs (5 &sEal)
The Oral-B Indicator

Your dentist can not remind you when to replace your toothbrush.

That’s our job.

Although dentists advise you to replace your brush, they really can not
be there to tell you when. The Oral-B Indicator can.

You see, the American Dental Association recommends you replace
your toothbrush every three months. They believe strongly that a worn tooth-
brush is less effective at removing plaque. That is why most dentists tell you
to change your toothbrush. The blue band fades with brushing, so vou can
see when it is a time for a new Indicator. It is that simple.

— 8 —
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But developing the indicator was anything but. It has been thoroughly
researched over an extensive period with more than 1,500 patients and 300
dentist= and hvgienists on s quality.

Also. like all Oral-B brushes, the indicator was clinically shown to be
unsurpassed at removing plaque versus the other leading brands. Without
any sign of gingival irritation or abrasion. No wonder Oral-B is the tooth-
brush more dentists use.

Allin all. the indicator i« another fine example of Oral-B’ s ongoing
commitment to serious dental care.

So listen 1o your dentist. Replace vour brush with the Indicator from -
ral-B. It is the ultimate gentle reminder.

Oral-B, the Brand More Llentists Use.

BXR-B BRF R
A S W R B A0 10 B BB K R BE SR R AR
ﬁlﬁﬂ AT
S SRR AT SO S 4 AW ) ) E L0 i
1}?1/’\!‘ AN S RL B R KRB s BT 1AL

RS, 2 1R F B Uh 2 ) A DR 2 D H b e Ik
IR OB ST R KB B A 2 KRN, Wi 4%
VO e B ) AR R B A5 S R O DR S T RKUR-B B
N A Y B S R 2 B S DT B A% K i
THAm R R BR AR, X amm

UL IXFR A BIRDIREA 1L Pt 38 %F 1500 £ B0 A LUK 300
BAL A4 A T 4 K03 A L W RK R -B 5 R
JRIER

SR ICABLABR AR -B 2F 0 s DACTIE A0 G e 35 45 6 B3 9 5 41 1
SRR 5 SF R XF 25 B 2 BE ELAT 558 1 50) B L % S B £7T 1 1 80 0
PR B TR L R RSB ARG R A T
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Notes i+#%
fade: iH % , %k &
hygienist: T 4 F &
versus: SF b, &
gingival : 5 #f ¢9
abrasion: B4R, B
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