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BB AW Practical English in Marketing

ni
U t Market Environment

l & % % u

#5 = i}t B Background Note gl 2

[ o v 47 7 4 PR B A 4 [ B 1 37 78 485 2 WA 5% (macro environment) FIH L FR 1 (micro en—
vironment) . 75 WRFRIE A b 7E S 5 B 4 3 s o xfe LA 4 i B e R v ) 4 KPR O
PR A AEARIR] B ARTH A 778 57 3h b Frily 2 4 b F AR R] [ R AR [ 38 i 43 S AL Y
HARGEH , LA S 2l 22 SRR EAR S & 0 ol SCIUHRFIE S 2R 45

PR A EHR R AR R

I B i1 38 6 B R R A GIOWL PR B A B R 9 S 24 (complexity) #1122 57 (differ-
ences) , B2 BE A [R] B9 AH A (relativity) , DA K AES Il FEHR ) FH 15 00l 8 455 IO BE 4549 55

PR E SHIAR R 772

T B A A 2 B A il , B 1 X AR PR KR AT LA 43k B HE PR35 (direct environment)
Fl[E] 23R (indirect environment),

HERIE.

—JEPE SR (industry requirements )

TREFHEE (customer dimension)

SRR (LFE BN R SRR (3580 7 ) B XK (sources)

) FR 5 -

H #R# 4% (natural environment)

23 8% (economic circumstance )

BOATEEIAEE (political and legal environment)

FARIEE (technology environmemt)

¥4 CAR IS (social cultural environment)

FENBNLMHIHE HAE
— E R SRR
Fl I 7350 25 94 SC P SRS SR R0 il 4 7 A B L 240 1 2 SO BRI R 10 84
il AT I 17 5 S T B S AR
(— MBSt
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WYy SCAL R B A R (R AN S8 B R B B 1 I BB A i X R, iz | AB TR L A4
L AFET AR A R R L R (A IR R ) S . E PR E S E R AGE E 608 R Sk A,
B P45 S R A W R SO K T B R 0 W S 2 X FLRT R B R R A R e AR s
T B RESR,

(Z)HE

HERERe B SENERALT TR R IR, 5% RBKEBIME., HE
ARGLF v [ R 8 4 R AR LA T : 1. ATTRITE BAT A 2 3B A5 2. B BR T E 4
TESNZHFAKVHL ;3. BORRBUE I 21 T7 7 0 7 A 4. PR B BS T Bh7E 2440 7] A I 89
AT RIRARTLZ BOE KT,

(Z)=#

RBOTIRZ B X ) R B G A B W . SBUSEm T AT H R
R AFE R FEER L SR B e A IRANE 5 rh R e 2, DL AT B ]
WE ARl RS A . AR E R E ST S P R R BIR U E I B e, HE
HARTT 54 05 BB A, 7540 R B B4 32 0L 75 IRk KUK

— EFRE IR

E PR B AT AR S F E R R F s 2 ER T BN AT R R NES,
RE R E RIS M EE A RIS, B E bR 8 8B & RRE

(— )& 122 5FFR1E (local economic circumstance )

A b 2 P R B R HE AL BT AE M A TP A SE , XL WA T ST P8 BT B AT e R A B
PRI

(= )RIHLRiFIRIE (district economic circumstance )

X 35,2 ¢ B 7E — 7 M R [X S5 70 ] PR 4 A — R A 440 U EBK A ol Sl DX I 2 T P,
JEE R R E 2 B BT G LGS, Wl EPRE A B

(= )&BREZFIFE (global economic circumstance )

WAT BRI E FEARI N , BB BS E b 5 5 & R , & B 2 U AR B AN s
W Gre R R, S EXRME TR

()& 3k 13531 (global market circumstance )

Lo b ZE AT R BRTT R B A R AT BARTT 00 & R B, N OIS A O 4 A fL A I 45
FAI L R T 2% AR 5 45 T 2 30 4540 5 7 e B 15 DR O s T T R Br i S 3 o it
174534, A REff E HLAA M E R B RIR 5 o

=.ERBLAERINE

(— )EBRE& 3R (international political environment )

R T 8 B B BOA TR HE 44 R B R el B v AR 29 PR S  BOR I R ARG U8
SR 10 [ B 8 BB I 2 B BOVA PR BE , B AT Tl 1 4 99 8l A TR R i A ) 29
YER.
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(= )EBri% ¥ (international law environment )

FRPRIA R EREE 24 - th Tl , P BRG] ] PR D 9/F R UE N BE 5 145, BISE ad o6
Bt AR BOA ™ 45 T 17 it A, [ SRS SR I A 3 D A s R LT 5 SN

A, RSN ALTS R A, A5 BRI AR [ 0 R AR A 2RAS A SN S0k , BR ) S
B PrREIL R B S

> >

MEISE

1. We must change our strategy of marketing BRSNS R

2. We need to stimulate market for there is no interest with the product.
EAHH = RELNE, BRINEEERH TS,

3. Our focus is to develop the potential markel. INBEEREREZEETH.

4. For decline in demand for products, we should find out the reasons, and revitalize the mar-
ket.
3= MmO E K ThEX — a8, AN IR H R, EiRk™%.
5. After going through our SWOT process, | think we're in good shape.
253 SWOT 4#7, IAARNMEER AR,
6. We still keep to the principle of equality and mutual benefit.
BOMRABRRETEEEFERL,
7. We are trying to follow some general international practices.

BNBHERE—LEEXHERR.

8. Reduction in the product’s cost,in the wake of the advancement in technology, appeals more

producers to swarm into this industry
W& BRI , =R AR BERRS] TESHEFEBAXNTL,

9. While one is deciding the corporation operating concept, environment and competitors
should both been taken into account

EREATDEEERN, FENZHEHRELZRIVER.
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10.

W2 5 B EE SR AR A H BRI AT SULBN TR,
11.

EARAMEERSERTENES, RRSBE TME N B RER.
12. 71

RICERETRENOLRG, R, LENOF A RRITFHOHH,

I i Ta
1 270 1A I

1. The market has hi cok. MHERKRERRARMT,

2 THEAMMT,

3. ™5 LB MR X KRR
4.1

5. RENEFIFEHRTIS,

6. We believe

BAIVAAERKEBE EXEPERE,

WYk, EREPENEXERERZ S,
8. tarn:

ZrEmERTSREATSNREX.
9. t : HIHMMER ZK?
10.

ENRBEAEAMESENRMESR, AQ, 2F BisXeERENER.

FRETHIARI 54 5 FEE . H FE TIA. i, Bl RS KA ERR TS,



L:
B:

: Well, it’s known that the Sino-American relation is in a

EHIFC AME Practical English in Marketing

How many years have you done business with China, Mr. Brant?

let me see, about seven years. We our business

with Hua Sheng of China import & export corporation in 2005.

: Do you have any difficulties in doing business in China? You know the

Chinese economic legislation is still ?

: | don’t think | have any problems with our Chinese partners. They’ve al-

ways followed the contract . We can do business directly with the
corporation. As | mentioned before, the Chinese government is trying
very hard to perfect its law. Its commercial legislation provides legal pro-

tection for foreign companies.

. Does it
influence your business in China?

: Actually not at present, but we are afraid it will. You know policies influ-

ence business to some extent. | hope our government will not be influ-
enced by some . China is really a large market. We don’t want
to lose it.

L: Thank you, Mr. Brant.

B:

You are welcome.

LAREPEMERBSAT , HEHEE?

B:

iEREE, KYEER, RINRE 2005 EF5HEELSHHOARARIAS
XEM

L: P EMEERREL2RNERELFERKARTTEN

B

L:
:xgg\.o

B

(BRI AFNRATE AT IR £ B LA IR R RR & B 03 FAD

AASAREEMER, EWMRATAMIRN, PEBFEES ITEERE
M, BEANELRRE T HERRP

S8, KB A, hEWEMXRL FHBRAERER XHEWRESEHETD?
(BRERE, BERMESEHME RAEEEHEEL HREMERAS AR

BERNHBHFARZBLR RS FHRIE, PERNATS, RONFBER
Eo

e, =R,

establish
[i-staeblif ]

v, B3I KA
relationship
[ri'leifanfip ]
n k%,%HK
incomplete
[.inkam'pli:t]
adj. * 7 &
o, R T AN
strictly

[ striktli ]
adv. = Hs3b
dilemma
[di'lema]

n. A3
extremist
[ik'strizmist |

n. ML ESLHE
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W: The government | is to foreign , isn’t it?

Z: Yes. Foreign investment is welcome in several areas.

W: Could you please i'y these industries?

Z: Sure. Foreign is encourage in priority industries and designat-
ed investment areas.

W: In which industries are foreign participation prohibited?

Z: Restrictions are placed on foreign participation in the industries such as
retailing, agriculture and media, and so on.

W: | see. Then we should study the documents carefully.

Z: Don’t worry. These restrictions are becoming less rigid. Our government
has adopted a lot of new measures to attract foreign investment.

W: Shall we enjoy the preferential tax rate in your country?

Z: Yes. Besides this, you can obtain considerable tax reimbursement accord-
ing to out drawback system.

W: That’s great. We are confident of investment in your country.

Z: True. You can make a big profit under the policies.

W: BRFBUR R SRS B2 B RY, 257

Z: i, E—E@E RN,

W fREEF TR —THE?

Z: T, R e R B L AndE R — Lo iR SR B R S R B

W FERRLE TS SN R R W & IR $17?

Z:ERRHE S EEE— LTl FIH, e T R R L EE,

W BB T, ERBNEFEAR—THEXIH.

Z:H$Bi0 . REXSIECWHRE ELEHAME, RINBFERRTREHE
MESRBIE RIFHIR BRI,

W:ENEEZRENRERRG?

Z: 45K, Btk Sh, RIE AT VR IER E KB BBUR , B2 2 F R AR B

W: KT, BIMNERERAREE D

Z: K9, X EBUR RIELLRIRG S A,

policy
[ "polisi ]
n. BUR, 4T

encourage

[ in'karid3 ]
v. 3B, B K
investment

[in"vestmant ]
n. #&HF
specify

[ *spesifai |

vt. BAARBLEA ,
AARIRE
participation

[ pa: tisi
"peifan ]

n. Aam ALY
relevant

[ 'relovont ]

adj. H X
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KR M08 S Knowledge Field 3 3

SRR R (international marketer) ) SR N SR BOMAE B AFRE 7 5) (restrain trade) 5
PR A AR, f A5 -

KB tariff) : X EAGZE 7= SAEE B 42 (taxation expenre), KB PR P Riak(Fil )i
JnvA BB
" i#t OBEeER(import quotas ) : X[ HF MR B AOECRBRG . [RERE—FE BUAUR A TP EN 1T

R (boycott ) : FH2E AL R BIHE /A HIWA K/ i o

M8 ad valorem duty ): JE LI L RE S A HHS AR HAERI B (customs ). HBE#(tax rate)
RIAVIOHEIE 3%, HHHAFZ: BB (the amount of tax to be paid) =7 i £ (commodity
value )X MIFEH (ad valorem tariff) .

MEH(specific duty ) : LR &L AT R BOR 200 KBRS HE SRR AR B,
A I SR A R 4 B SOR A BB AGTHR D7k, 55— e M R T v 0 -
T5id R ABA R S5 Rk IR BT 2 , X ARV ks RIS R g 11 5 R B T
WEIRPRE R DGR, AS A A R b A2k 1, BRI A s

R A55H % ( Anti-dumping Duties ) : 5t XeHu RS R T RIS AT 2E 1IN Gimport surcharge ), it
1 R o o= o 5] P 7l 2 BB B, B - 1 B e P T ks S ks =2 1] 2%

FHPETBL (import ducties) .

IBM BJ SWOT %#f

LilR=S T
SRR B AT ————
PC i i s ) B
- - . BTl 19 288 A1 O i X 3k 28 /) Dl
G I 2% 1 o Y Bl E
irﬁ [ 28 W MR S i T Bk 1T PC F 5 S/W T8
° P AN KX <
. BT AR, WA TR
IR 43 A
R 3 PRAHL L AR M
ZRIERTIE A FRALAERVIRTT, A5 TR | s, St A R, LN
IRPNOE- ok R I— RS L8 5T S E ).
AR BE D) BT 4 A L A P 48 T SR | BABER B RS NT (R eh ) 8 4
U (mm)ddeword AMILA Linux [FAIFAHIN.
e HRPLL G 2 AW SR e
B N A R 3y X A | B R BOT AR R T, A
S5 Ko RS FEN DL I 2 PRI
R e BEOFECETHRAN . LR R
SHIC A L PC A 67 5 175 Y O . . :, N s e
W LB 47 A DS RTR S HAS X | i WET. EEEE S8
e SRR T 35 .

1AL B, AT AN K A
ARAT A2 T N AU

TR 1) LA 4 S A ) R 46

TR AT,

RO AT 7 it 0 K B R 3 7

MR IR T i S TR 25 S, SR R R AR e R S R A, 1 T 8 25 IR

BT



18)iCH # Vocabulary «

r

oo AT 5

assel W=, ARG KR HE
Buddhism k%
capability (SEFR)EE A, H4E
Christianity 254
consumer behavior 7§ %% & 17 A4
consumption habit 74 %% 7 1§
consumption preference i# % 1&4F
distinction 4 &k M
educational level 2 F K-F
ethnocentrism K & F & £ 30
exceed ABA% , B it
festival consumption 7 B 7§ %
Hinduism #P & 44
innovation 2 34 #7
Judaism ¥t K #
levy AENL, AESE
population growth A o 3¢ &
population A & ¥.&
religion and belief 7 #1315
social symbol A& 4L
specialization #F#RAL, 114K
specialize in £ ITAFE T
standard of living & 7&K -F
temporary # B &9 , I B} 49
unique nature %k 3 89
values UL 4
variety % #fM, Safb, £
weather conditions 1% F4+
o SR FIES X8R0
balance of trade % % £ %
carrying trade # 4% %
distribution %8, %5 &, £ K &
economy gain % 53§ K
exchange rate JC %

floating exchange rate JC &% 3

Chapter 1 Marketing Strategy i}i 3% &5

foreign exchange $1C
foreign trade 3t #h % %
GATT X#LH 5 Eth&
GDP B A 4 /= B4

GNP H K 4 > 244
integration and synergy H-if %t —
international trade B =% 5
invisible trade .7 % %
microcosmic &ML
microscopy % %L

monopoly Z Bf

oversea market & 5} 77 3%
procurement 3K AF , BLiF
scale economy #AE 42 F
stability 48 5€ &

trade deficit % £ 1% £

trade surplus % £ IR £
visible trade # 7 ¥ %
world trade # 5% % 5

- WTO 1!’-“2%&1’ %mm
JBURARMMER KANAIC

barrier Fﬁk’fh B
constitution 7%
countervailing duty R #MEAE,
financial duty ® 8 &L

free trade discriminatory & W% % , 3 AL%

host country % i# [E

monitor ¥ 4%

non-tariff barrier 3F % A% 4
protective duty #2347 X #
quota ALER

regulation #L1] , # %
sovereign risks BU& K4
take into account EAL, # &
trade barrier % % & 4

transaction X %




Unlt Market Research

2/ #n A @

T G5 URB (market research), 48 A 1 H /5 7= il (4 B4 45 DR S R B, SR DRAEAE T b B 5 v )
R TRV ARG B IR R T R B (s R TAE . BRI R BN
TG PARE, AL AL RIS AR 1 24 2 8 T R 2 b A B R A2 1 1 X Jaf R
455 T AR AR T SR A2 ol AR 5 S B o
—. mHARG T E

SCHRVRBIE S RBIE RR BRI 3 b

iﬁﬁm(documents research) : FELIE T FYORMA IS S H T

SEHB R (feld research) : SEHUYRRI AT 43 Ry a1 WS EE TS0 3 Fh,

1. i8] 7 (inquiring) : 45 25 S8 1 24 70 75 2 1) B8 2 2 4 [ s AESR R W SRASAE T 445 B
M —F e B A R TRBEEVIR RS (RS2 55 O ik, Hoh ()45 A ST 43 S B i D 1) | R
FFAAE B E SRR APV SRS AR

2. M EZE (observing) : 15 A A R AEVADTELS , B sl o (A SR 10 SRR AR H 17 Al
T, LIRS B — R B k.

3. L8k (experiment) : 35 38 1 SEBR A9 /N 75 851 2h ok A 56 T — 7 i sl R UE 4
FERPATRCR T (5 BRI e SCI0 M 2N 7 BT SRR SR AR e 7
REHERIES, B RATH ™ mES AR,

FEIR VR (special research) : FERR TR AT AT [ FEAC TR0 4 Bk | TH 2% 3 A 4 S4B M S b )
25 AN B NN TE F XA S S LA

—THHAFEEHLT

LA A B RS TR Z A T VAT sl i B TR E S5

WA R BT M, S B AR — AT A A AR A A, B
RS ZECR s 55— T T LABHR A 85 N BUIMZRR T35 8 1 i

2. Bh2 R 24 i AR R R 58 AR LA

AT LA R 45 S 20 B R B L R B A b X A T S IR A, A A e X REACIR DL 7
PR IR 35 G S BRI VR 2, AR 4 M AR bR T R | B IR B A 4, )k EAT T el A S

HEfK.
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3R _FHR .

TR T2 A2 6 T LU HH T L R shA . AR 28wl I3 , BT A B Hh 25 141
AAE R

AR %

&4 E 3% 15 18] ( traditional telephone interview )

1R GE Y FaE i ) B S BRPE A 44 B e — (2 35, $0@ 3% , 18] — R 51 i m) ., 15 1) B
(R 53 )Fe M ) 46 , T R AR 0 SRt i 1% o 7 e) B3 L B3 ) B R ZE SN el & 1] e
T A)[H] , 7E B @ s (B IR T U LA, A B S A R T 3,

T+ E 1 4# Bh B iE 175 18] (computer aided telephone interview)

WA GO AR T T B S0, iRl Z 5, ViRl B (P4 51 ) st CRT B3 LB
7S Hi 18] B U E e R 20 38 ) 2 (RS B3R ) B SLC ASTHRENLECIZEZ H o B HL
CIRGUHIARS [ L T AR 7 CRT Bigs b, — AN AIE R E BB — K TS A RS
A—EokkE . BRI R R B AR SERRRY , T BV R] s 1R] R S e, B B R AR B T e,
REFHEHIR RIS FIRA G R . T RS B AT R, S TR AR Fnss Fm b Bt
T P FHERCRT B AR A5 LT 7T LA S, 20385 3

ANPif ol (deer interview)

APl i 16 51 (RIS 51) BRI 3 R Th s VRS U (), B S e A Bk
SRJEF AV 1) 2 ) B T AR, SO A X RS A 8RN E P e SRR
B 5¢ B S5 R MU a) 45 0 AT 5. 9002 BRI L Rk i I —Fh R A ik R A X R e AR
— R ) LA A A U e B

%171 [8)(intercept interview)

PR AR TE R P AR TE T 0 — S A TTE VRAS o SORP O R TR M i T 2
FE AL, RO T 00 SRR R IO R DR 0 UE B T X EA R AR

INB( £ S )EE (Focus Group)

IINEHL (BB S BB R H — DL R I 4R B FERF A LA—FP S 1 A AR TE S — A/ N RS 80
BHALWR . FHAMBALHE . /IR 2 B 0, 58 T — AR BT 205
H bR 35 vh SR i BRI A &, AT SR — 26745 SC Rl B ER AT A5 B

R Ei51% % ( depth interview )

TR VIR i — P IS 00 B S A5 a], FE D )5 B R, — A B4R i B 5 iR )
BT BV AR — B 2, AR R 0 R — R P FE S 5 & S AR . TREEVS
R T B RO [ 3 ) BRAR R R 2 T R AR R ST .
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2. Fro

MHIHRFHEGERFE, RNAR ORI REEBERFELERE,
3. RIMBFERMNHBNHERESEN,
4.

BIMBERNOMNESHRTHITERBETN.
5. | would like to relv on our nev l¢ ke t 1ctic ¢ Dby 3 thi
RITEREMNRHEENES FHHET EF 30%,

RALMBERNMRER THBLAZSHE, ML ZEFF ATRENERAER.
7. C N tin -~} |

BRMZRAEARTLUETWEREBRENLRTAFBRIERTRMERFHKEFTENE
#o

ampl

BEARRKINZ S ERFE B LBMBERGTRE—EL

HEHTEEZN, REZEEEEWESVER, ARENS M NERNEAESRZE BT
g HH SRR T M TR 5K 2 iEl i — A4~ P 1
10.



