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RIOIS) 1. Brand S}

loyal adj. YK, B
salience n. R R

brand awareness s A R

designer n. WitHE; WEE
trade mark TFR

orientation n. EHBL, J,

loyal ['bisl] adj. BiFH, RO

steadfast in allegiance or duty
B TR A RS S R B T S

51 loyal customer JE I A

For companies large and small, the most important real asset
with measurable, long-term value is loyal. ( £ 4 %5 Test 2)

X]L:Fjimﬂ:‘ﬂ/J\iﬂ/\Jk E'ii%% . AR, AR
YrE R SEPRGE R Y . — X — & E R
3 loyalty n. I yﬁE’J T L
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salience [‘seilions] n. /H; 5
the state of being salient

WHFER AT, BER SR
brand salience /i 4F(7,

~~:1l2) Brand salience measurement is the assessment of the brands
ability to be retrieved by customers in a purchase situation.

sty AR €2 B P ) Ao o R U2 9 Pk R B e )
W5 | o5t FO E
saliency n. itk

brand awareness SiEIAENE

-4 Brand awareness is a marketing concept that measures
consumers’ knowledge of a brand’s existence.

i R 24 B 8 T B I A MR S A AE R REEE
public awareness of the product y= i H144 i

“:4[2] The old company started extensive advertising on radio to
increase its brand awareness among young people who had

not been the company’s traditional customers.
XA IR TE R & KU 4, DS ANRTAS 2 HA%
GE T AR AR X R AT

designer [di'saina] n i&itE; HWEE

Gl a person who specializes in designing or someone who
creates plans to be used in making something (such as

advertisement)
TR, DI IE 2% 544, 41 Kenneth
Cole, Ralph Lauren

designer brand 15310 i

~~::01k2)] The brand of this company is made by a very famous brand
designer.

XA A B SRR — L3R5 44 B S I
designability n. A% T1E
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Chapter
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trade mark ®&#r

“trade mark” Y45 5 & “TM”, & WLFEAIME IR, X
R RbARIE 7, BTRL CTM” A9 RE R < BIAR .
1M “R” SRS “register” 45, “register” [ Hh U EUZ
M, ERBURSFT B CR” FRIE, BUEERAMNXZE
WM bR, 23N EFEERY, REE, HAEM
NN SERA I A

Products bearing famous trademarks sell well.
B 4 WAL RR (47 d i 4 o

registered trade mark JEMETFR

orientation [orien'teifon] n EHHL, FHE, HE

the act of orienting
BT i A S i g 7

brand orientation /i 5 v

~=“021 The conference discusses how to ensure the brand-orientation
and advertisement-spread of product.

RSV T 7= i e O 5 ) 5 AL 75 i e e
g4 ] 170
oriented adj. FIRIAY, E MY

_ S e
complimentary  adj. ®IRBEILE); Pl

disseminate v. g, 5%

undercut v. &M, EMSeedtEE
concession n.  RE, WM

pitch v WIHERS n (HEES M) HEES K
brochure n. /M
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_ﬁw_
complimentary [kompli'menteri] adj. RBEMEXN; ZiHH
costing nothing, conveying or resembling a compliment

complimentary ticket fff; 575
complimentary close {5 2% £1%, U Sincerely yours

Z4al We got some complimentary tickets for the big golf
tournament through their corporate hospitality programme.

AT R 2SI RS PREE TG B, FRATTEE] T LKk UL
FARG R I IR R ERTE A I 55

compliments n. iR, [A)fE

disseminate [di'semineit] . Bi&, =&

cause to become widely known
&R P E A%

collect and disseminate information Y5 ALK (5 5
disseminate and apply scientific achievements &) i FH 8 K

PHE R
~01F2l We have the most fashion styles and the largest disseminate
media.

BN FIHIA R TR B R I B AL A
dissemination n. &%
undercut [andskat] v. E#H, EHE---EE

124 sell cheaper than one’s competition
undercut at sacrifice Ja /i KM

undercut the competition HiJ /i 5 4

Z=:0l31 Competitors in the book trade did their best to undercut
prices of each other.

KBz nse fa 1 se iR o
undercutting 7. Hil

concession [ken'sefen] n fLE, BM
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granting of favour or advantage

concession period Ji i1

They decided to extend duty concession for new products.
AT TR TSR i B 55 DL

concessional adj. 115, V)

pitch [pitf] v BAHESH » (EHERH) EHARX

sell or offer for sale from place to place

sales pitch #fE51r]

He is pitching carpets for a big London firm.
A2 — KR A A HE R I .

pitchman n. ( EEEER) ) 450, W E AL R

brochure [brau'fjus] n. /INBF

a magazine or thin book with pictures that gives you
information about a product or service, often for promotional

purposes
TS EAR /T, DO T E AL 8 5T

sales brochure #fE]/MFF
holiday brochure ik i85 F5
promotion brochure H &/}

23] The computer’s features are detailed in our brochure.
VAT RLRE TR T B FEAIA
=204 pamphlet n. /MIFT leaflet n. B AL AT

BEICEE)s. Pricing 1t

3 e
deluxe adj. =), FEAE
intangible adj. MELIBY T HY; OB
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autobiography n. MEE]
price discrimination A I A
psychological adji. O (%) B9

»y

_{?M_
deluxe [da'laks] adi. B, FEH
{5l 2Y4 rich and superior in quality

deluxe category SE1EZH 5]
deluxe edition 25 A (558 )

“:0k2)l The airline offered first class passengers a bag of deluxe
toiletries.

ICIRALHE R Sk SR T & R it T — A= g fbetl it
luxury n. E1%, HEah
intangible [in'teendzebl] adj. ¥ELIBATHY ; THHY

l5l220:254 not having physical substance or intrinsic productive value
(especially business assets)

FEFATHRGE ™ . W AR A J7 T
intangible asset JCIE %1~
intangible property LI
Stocks and bonds are intangible property.
IR AR SR 2 IO ™
intangibility n. ANATHEEL, AHfE, TTIE
autobiography [o:tebai'ografi] n. 4M4%4L E Hl
AN AL, fERFHEPNACE N ABREER, 2
—Se N EIME AR RS T E , ARG AR A
SE A
autobiography service ™AL AE il il 55
Autobiography service has a standard range of 10 woods, 26
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leathers and 22 paint colours, but will also match anything
you like.
AMEALTE TIVE LS 10 FioARAS | 26 Fh SR 22 Rl
AN [ P, ] DTG P A AR ) AL AR AT A

biography n. f&ic

price discrimination &L

[l- -2 Sales of identical goods or services are transacted at different
prices from the same provider. In general, that is the practice

of charging different customers different prices.
AR B IE TR — ) R A [R]— i )X ] — 7™ it B e 55 R
WP Al B R L A

third degree price discrimination —Z% M &AL ( Z&WT) R
Xof [ — A= S AEAN [ 4 T 3 OB [R] B 0 )

In this way commission can act to prevent undesirable price
discrimination.

X FP T R, 22 G2 AT LAB (AN 24 A s
psychological [saika'l>odzikal] adj. (38 (%) BY
of or relating to or determined by psychology
psychological pricing L>H g ik
Psychological pricing tactics is that enterprises induce the
purchase of customers in order to enlarge their own sales

volume according to customer’s purchasing psychology.

O P E B SR A5 A AR T 2 A K0 B i 5T

TR NG RT3 5 B 1) — Tl e A SRS
psychologists n. [>FZEF
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IRICE)4. Product /= &

1

launch v #Eth; &3

merchandise v HERS, &8 n BE, /Y
commodity n Fem, HHM
classification n 3, %

project deliverables  Iji H 3214

launch [la:nt]] v #EH, &2

set up or found K Ak i ; &sh (EAFED))

launch a publicity campaign % 8)— 3% & f& U #
product launch 7= i & #ii

~:412] The launch of the product will mean that we all have an
exciting and busy twelve months ahead of us.

HEHIZ = R RE B TR AY 12 AN R S e il .
launcher n. & #t#

merchandise ['ma:itfondaiz] v. #§H, $HE, 28 n Bm,
1E

Gl In retailing, products are called merchandise. In
manufacturing, products are purchased as raw materials and

sold as finished goods.
merchandise inventory B i 417
merchandise purchases #F 5%

“0k2) If this product is properly merchandised, it should sell very
well.

X —= AR AR, ROZRARG




