Lk - EAUR it A&




Dominique Xardel, Shen Qin
Cybermarketing

BHER% E (CIP) ¥R

MEEW/ (B ERR WNEE. - R A5
BB -FHH=B)E,1999.3

(BB

ISBN 7 - 108 — 01261 — 8

I.M- [0.QF- @ 0.HERE-THELE
H-4% N.F713.3

o [ SR A 48 CIP BB (98) 5637372 5

HiEmE H Ok

HERIT EEFZE

& HNL

HIRET %% # - e =ZBKHE
(FEHRREEARERE 22 5)

B8 4 100010

2 W FeHE

“HE KR JCEET AR RED BT

] Rl dbEERAREIRIT

1 1999 % 3 A4S 1 K
1999 48 3 AL 1 KEVR

&

F & 850x1168 Zk 1/32 EP5k 4.625
F ¥ STF '

Bl % 0,001-5,000

®  #r 820




=
il

B 90 FACH I, M RO RN R B M T
DERMFTARER, BRE BELR S EEAHE
5000 JTWr AR, LA T 13 4F, T BB R R 1994 £ R A
300 T RP A= NER BB T XN, 4K, BiE
VARSI BB, T BB X DR F R —15,
MNTEHENRE, XE—MHHNE, —EFHNBENR,
BATFRZ J9 P 25 B 4 (Cybermarketing) o

BAIERMMN A ES, TR ST S R R AR |
HIETTISRERM Y F B NBERER, L, NEE
S IE R X e B FR R B B 1 45 84 (Direct Marketing) #1315 30
MIFTRRE, R EETHESA A T BAE R AR B R E
M — BT R —EBRR A SR . XL X R B
Wi & R, T A BN R REMEEYDE+ 46 .

e S P 4 17 PR IE 72 T & JR T B B3 T 35 8 44 0 S B

- WATHWG—FE MEEREAEANERBE N, &4

RITEE MRS NN BA P ENEE, A EREN A
MERBFENERM LM EREERER.




H =

BIETTIREGY  croorerrrerrrermerensernmeiniiiieineen Ji
= e 3
I HEFIGEEREABS oo, 6
MBI EE T I B Rl v everrrmrrrrmmrnsnornsicnnisiveaninin, 10
M. 7 B B B S B YRR - ovevrmmermnrrrenerennns 14
IV A HRHH T coverererremerrrem 28
lxﬁ‘%ﬁﬁ' ................................................ 28
zftrﬁjgi;&*.&@ﬁ*ﬂggﬁlﬂﬁ ........................ 29
3%&%@ ...................... SRR AL RE LR 3 ]

4 BLAJEIU| rerevererenecosensenteitiitii 34

V. B E SR BRI FIHER e, 38
1 ‘T'Jﬁ%: ......................................................... 38
Zq&%ﬁ%%ﬁﬁfgﬁﬁﬁgm{glé\ ........................... 40
3&&{*&&%%%-@] .......................................... 4]
V. IR BB IR e 43
1E§ﬁ%.§%;&m#ﬂ ....................................... 44
25:1%*%%%%&&% ....................................... 45
3E§m%gfﬁﬁ%@ ....................................... 52

4. TN BAE R covvrerrsrrrsemmernnrseneneiaenna., 55

Eﬁ%:ﬁﬁ*j*4@&] .......................................... 59




L= [ P U P 65
T . A HEE FALIE - oeererrrrrenii e, 67
. HBITH IR evveeerrreerrerertasniieiiiin e 75
B B LE Y evvnrrnrrrrneerrnerernenennanesienenen, 80
IV . H B QU B B B SRR 45w vveeveesenememsnnesnnennnns 87
V. HEER FB R G HLIB veeereerrrermrrerreneearennneens 93
VI PRI B e eeevn e 99
M. A EHAGRIMETHEHAS. e 104
VI BT PIHEEE SR T coererremrer e 709
N R FRIT M cvrererrneerainiiiiiieiiiinieneeiaaneaas 116
X B BRI TR B v vernrermerrrecarernrenannn, 119
L D ETTTETTRP T P 112
b %

1 EBER LA F] Jh] oo, 124
Amazon ................................................... 124
Dell serrrereesecissatiiiiiiiiiiiinaiineiiiitinisiiainnecass 128
Preview Travel( PT) scereecseerecarenaniennneniiaiaian, 129
Wal-Mart R R R R R LR AR 130
National Academy Press --oeeeeeeseeernceresannneee 131
Federal Express ----rorrerereeererersmmennnnnninenen, 132
FNAC ...................................................... 133

Qm%&j(ﬁjj[% .......................................... 134

3. TEI vevernrrorernemsmnriniiitinrreeeas 137










&5 1 B 3 1 % B 55 (Direct Marketing, LR AHEE
9 RAKEE 7 5 B 5% EDR o iR s B B [ R RS T
FEE, MARBEARMAR, EEFERBNEENTHEH
MWEERENZ— 5K, RE2HRF I AOEBGEFH
BiEH B AR ABA S, 8 @iihe v tt A &KW
TWZ—, BEM S (Internet Commerce) K J2 4K 5 B F 38
AR .

HEMHEHMELKMEE FABRFHERENET
BER,MEET 3L, BXFAEEF X PHREBELER
FIRIRHETZHPIAN, FEREETHERE, WREAMEEE
LRSS MBI TR, B IRASERREENEEE
KA —H, SEREHAETHEHN LM SHEEE
REHE MBEEETHEREENHETARANT®
RHEBRMKAE WEELZHWERHERA,

SR b, —8AF A FHERENHET HEHE MR
E&Jimro 1872 4, X EF 7 S - K 4 ( Mantgomery
Ward) R AR 58 KM A Fl, B8 H/5H Sears #
Roebuck FFHEH T KA B EH R A, Bt 1 B i
Quelle . Otto Neckerman , LaRedoute ¥ A Bl # &2 5 T =% B

3



SHMWHHEE LS, S0 ZEF,ERED I E Time ((R
RIEATF)) . Newsweek ({7 & F1)) . Business Week ({7 Ak
) MEMiFE REEREFREERAFEREEMEAE
EHHE#HIR,

AR AT E S TR T 38 0 BB M & 85 5938 B, Al
EEABEEA w5 E RN, EERERERBEHF
WRHRG, REBERMNESFNENL &, —&REHT
Frigrs “H 31 E 8" (Interactive Marketing) F—XF K8
(One-to-one Marketing) , 7E) R M & 2 8] & J& 2 % Y1 f1 4
AW R IMEMANSAFARERE,

EAPLEXHHEZHN  BALEBEEENHEHA
J B 4 (Direct Selling) , 404~ B9 A N1 % X PG 35 2R B, hiF
EHTRESEHENRZREMNDPLZHE, MAERHERD
FEFR, BRI “TIEHEY” (No-Store Shopping) 1 % 1 .

HETGHE#HzRAFMAR BABESESFHET. ME
B0 R RS IER ORI E . ERTHEHRPRAL
MRS R, MEEH T RERHARFIBERAA5E

 EBENSRENBHHET Mo

EHWR—MEEAHET A, AXET VRS, LA
EREH, RN —HBFEFERRBTLOARATFINESRS
THEHESBROEHEMEMES . XIREHTEAHTHEHA
SR ML, BT X DA, O S B 2w R TR R SR
HBUE ) A F A B T — 1%, &0kl
G R T A R AL B RE 2 o

HEERTHRAETHAHEBARINARIT N, HF
4



F—K MEEMBERIHWES AR % F 2 6] 78 o B
WARMEEEIEAPEH#ITHHEENZE,E 1998 F4 A%
RT—EW, FHEMBM THAKBIERNGES
FEEFHLFHEH, PEEFHESRZURPHBRELSS
FHEBARWIEEENIRFENEN AT EEAARLFHR
ERININERETFEEBRREV S

EZBTHER , BEETHERLCRE AN ERAR,
HAEEARZINERMEREBNERE, ERMHEER, EC
WA —MEENF BAAMERSERBETERITRI
Sk R, T EL A 5% Wk 70 00 2 A K Y B B S T B BRI P
oS AT GREEEFEEEREDAZNIE BR
it R &K,

EXEBAZRMER, BB S MHREAFCE+4
ATSERA S, T H i T E A A TR AR G AR T P
H R ERF E N BEI R EME S, F%Eiﬂﬂ’v“ﬂi’éﬁ*
BE ANER L, LHBRAES 4R (World Wide Web) 4
ey okl

FRHREE O RBAEENGEHAREN IR
% 2Z QBRI B ESRATHE~HME N
A CHBEEME FHE, XU RN EET AN S TR
FRFERZ AT RS, X EREREEMNE K5
P BB S ESITAERNESRE MSMERBHE
AP R RERSN T,



I BEETHEHM
B AR %

Eﬁfﬁ%ﬁ%(l)lrect Marketmg)@?ﬁﬂﬁgﬁﬁb‘lﬁmr
s BEEHRE %ﬁﬂlﬁﬁﬁﬂh*ﬁﬁiﬁﬁiﬁ%ﬁﬁmk}ﬁa
fﬁi}uﬁ%ﬁzﬁa,%amﬂﬁz@ﬁﬂxﬁgmzﬂ VBT R o
5 LA A BRI A R 8 07 S b, AN B
BT 57 5 44 S RS 0 A AN B 95 6 BT BT 4R AR o
HENEAR, B0 M A R R L 8 5
R TRAMER. TERENEAXBER S HREE
#ftﬂsﬁmmflamm HENSEABERSE, XEBS
ﬁgﬁﬁmﬂ¥7E4¢AmﬂﬁﬁkMﬁ%&%7%0
BT 2 R B S LR 0 o LA SR 4 5
E%ﬁé}%ﬁﬁﬂwﬁﬁmﬁz FEMT.

LE@E@E&%@
/ |

EEENHEAR, ) WERE AR TERN, X
EREBAPNEN, BE P

2. R E ik

RAT LLERRE S Z KRN B EA T X HER
6 ;



T, EERAR A
3. 93X

TE B VT S U B AR 8 1 R Z AT, AR AT DA B X s
AT B AR T B R

4 AR

FF 46 BT 35 B 8518 Bh AR 75 B K i BUFE T vl AR AR9E
YEO

5.%%

B BRVE AR AT RUTE /S M v+ R, 318 B AH 24 M0 1 BUR T
B, 75 KB I g A A B K Y AT AR

6. % MoK AT

BE B AR 5 0 2 Yl B BELES , TR T LA B T AR, AR
FHREEMGER,

7. AL B AT

HEWHE#T L RE i BB N#HTT, W5 E T 5
KT EERTGEHEDBREREST,

8. AR XMEMIEL

X8 45 15 A th BRAF i B B9 B 9 — B0AT RS B
AMAIFABIEE, XEEENTHEMME™ S, FRHSE

7



a3, HR & KA+ A Fo
9. FH AL F X

HEARTAEETHEHBRIZ R, HELTHRAA
BT i B AT VTR E B IMA R

10. 8% V458 sk

SRR 7 B b T THE R A0 R A L B R M ) TR A A
PL3 , & BT 00 R g 7T DA A 3% 2 A R )R -

11.50F P

A5 BAR/PMAEREE AR EITRAME P Al DL
HEWHEHE T A REKE,

12. 53 4B EREREZ

A RWEEWMRRTI UM G aRE F RS Z R
KR, LEBIOLH,

13. % F AN ERAL L4GF

SERHEAR E AR KRR, KA LR —8, R
RES R UERAHERG. A, EETHE
HHHERWRERHEAEEN, ShRE, EETEE
HALRBREME A, ERALZ RN, BEBEHAREEN
HEHERANENZ— KN 0= % E R 8iE )7L
B & EAMR R RERERENN, EEERE R

8



fg ML T o T ELAR AR R LK R B
QA , LB SRR B A o T R A T O B B T
Blo 82, R E B R R T R R B, L
PR A, B AT LA BB T S BB e TR M X
T, ORI B A AR AR T 0 T B R B
< |

BRI S — MRFH KR, 8 R E B R
K SEE KM FR RS NEH TR, RS 2B
KRB E. XWLIE AL HRAL

HEHHESRREAT A AARASE. ERNST
0, 3 BT BUR B R R AL % BARRI Y .t 4]
I3 S 0B T ¥ 5 T W T P 2 B S A 4 A
it 2 25 ¥ o 27 3 72 9 L 5
WA BRI R



1 . %38 % i 45 2% 4

BEHARMIZEESZ - ARt EEEHFRHE
KRTHHETRIE, BEFCHERT BT SV RELE
EEN:E L

SR BTHETHER, RIEBAABKN TR, 8%
TUREARRESBINGE, SRV EER S EHIEHRT
TAABORBEE, XEEETUETERE . HESE .
P8 AEETX MEMAEGRE, 0 David SheppardVFf
L2048 BT LA B VR R () 28 BB R AR 1IE , X 4 b ke 1
W, BN TREZ R BE R, B8 K H &R 5
ST HR, SRR E FT AR A B A AR AR AE , A B A R AR
MO KB, BIRXM B ABER P BELEN, AT AEE
R it 5 BAEBE AU A,

MERABERBETHESARNXE RAETHE
WA EERE ., SRR N2 E W Sl 8 f A FA

RBEERMEEETHEHE, HETHEYRENERE
E £ ( Database Marketing)

@  David Sheppard, The New Direct Marketing ((FH#ETIHEH)), rwin,
1995.

10



BEANOBFEEREEN, SREBEEREETS
A HEHEE B REICFE, Bk, AR ES I RKRE
%ot & AR FAR G I AR, AT RLE R B N A SR E 15 T
e B 2 OB B IR

Sheppard %545 28 i — A~ 1 A5 9 849 ] 1, o R 5 L 32 5
BRERHEEERTREH, R ENBERLRE, B
H A o G B B 2R | ST RN F B A A 4 T TR LR

DFSEATHEAEN - LEARE, AT RERE
B % W15 2 3 A B3R I
fr— R EEW LS LA H7
—H Z D R/PEMAENEIED?

R — R R SE B — 2§37
REFEHERLIZ LR BT

REZR -MEBERKIMRRG?
HRESCEHEF TEREAE, B THARRE?

o 33X o i) BB Ay [ 2 3 T RS & 0 E RIS B Al
L3R BLE A R B R P R AEEBRF OB H , i
TR R FE BRI R 01, SR R IR A AT S5 X K i RR 2
Al — 2 H,

fe R A BB W, BER RN EENTHEMER
Ehak R T RBIEM. UL FHERIES, 628
W G R R LR TR S — R IR PR
MR TREHIFFEERRERKRES. —HERRRLRE
ER BRI S P ANGEZ MBI ES REEE BN E K

11




W, OEAEMEMBEARE,

EFZEREEZR, 7 ALB R 58 B a4 1% 7 =4
RN ER, RIFEAFRNEE —FEHEYHIHEEN
BEE, XTURMEEIHEREN S, TEnSHEN,
BN AREBROE MUBEREET HEH L F AT
ZHEMBETACHEBIEE, BEBENLSERLENEE, B
TNT 2 RZEF MBE ) — A7 3 Mailfast BF K —FEE X
B NEEETHEHEFHEBRLF 1997 £F 37% 8 H
Bl 5 7 7 0 9 ; B B B A 4 M 45 B 2000 4EMEXT 1997 £ &
#K 70%,

9@%-—4\@@&%&&@3,@Tt&zﬂﬁmwr,wrﬁﬁ
— BT EIC R, 8 3 & R E B R IR LR ] BT 88 & B B
BT .

— P ARBRBFEME R

— P AR E I S AR

— P ABERIER R B E RN E

— XA EESEREE

—5HEKRME

—BEEEWENH B

— LS HE

—HREFXARE ER)

—iB %

—— AT K

—&F

— A5 HaE X R (R 18 )

12



