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(1) TitHE # (Marketing)

(2) EHFRE #f (International marketing)

(3) HEFRE &% (International warketing)

(4) {0 (Export)

(5) W[k % 5 (Licensing) ‘

(6) B E I FLARE H T2 7 (Sales office or marketing subsidiary
abroad)

(7> B 5b4 7™ F1% 81 (Foreign production and foreign marketing)

(8) 1% (Product aspect)

(9) 45H:%42 (Structure aspect)

(10) ThfEi& 12 (Functional aspect)

(11) P %1% (Decisions aspect)

(12) 4% (Social aspect)

(13> BhHLPF 5 (Motive research)

(14) H 352 #7 (Market analysis)

(15) #5857+ #7 (Sales analysis)

(16) ™ & #F % (Product research)

(17) "4 PR (Advertising research)

(18) Tk W &% 5% (Industrial market research)

(19) E @59y 0] £ ) [H X (Controllable marketing factor)

(20) E&#5# AR v ##I H X (Incontrollable marketing factor)

(21) ‘B @ # X4 (Marketing relativity)

(22) 8 £ B HE N (Self-reference criterion,SRC)

(23) ffH | 5 F X (Protectionism)

(24) EPFr H 5 (International trade)

(25) 43t ¥ (Absolute advantage)




(26) LA (Comparative advantage)

(27) ¥ 55 5E& (Trade barrier)

(28) KB (Tariff)

(29) BL&i (Quota)

(30) 34k (Culture)

(31) &5 (Language)

(32) ¥ & (Education)

(33) ZZ# (Religion)

(34) tL & A (Social organization)

(35) # W2 (Aesthetics concept)

(36) #HEM A (Value concept)

(37) 34L& MY (Culture adaptation)

(38) 41 (Culture evolution)

(39) 45 37 1& (Economic environment )

(40) T B (Market size)

(41> Z:5E 3% e (Infrastructure)

(42) H{ 15 3 1& (Political environment)

(43) IR (Law environment)

(44) FEE Y% 4 (Resale price maintenance)
(45) A7 iH2E (Market research)

(46) E 85 HF (International marketing research)
(47) B 8 B2 F (Marketing research program)
(48) —F ¥¥ ¥l (Secondary data)

(49) JREA¥TEl (Primavy data)

(50) T A\ (Market access)

(51) T 8 (Market share)

(52) TG #EIR (Market disruption)

(53) it ¥ B (Market Potential)

(54) 74553 AC (Market sharing)

(55) EFE#{E L &% (International marketing information system)
(56) =5 ZE 5L (Product differentiation) |
(57) WA BT (Market capacity research)
(58) 5 iAE (Product research)
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(59) =M 5 82 (Product price research)

(60) =5 ¥R 182 (Product sales channel research)
(61) M YEIRZE (Testing research)

(62) W3R YR (Descriptive research)

(63) A% K iH# (Reason and result research)

(64) HFE B #& (Sample research)

(65) £ 18 #& (Total résearch)

(66) H PR 1 1 (International market information)
(67) JR #5143k (Original information)

(68) TH 3R {Z B (Merchandise information)

(69) & @R (Contract information)

(70) J" & & (Advertising information)

(71) TH MR IER (Market price information)

(72) ﬁi%fﬁgj‘[ﬁ?ﬁ(l\/{arke{ trade information)

(73) % IR % 1} (Consultation service information)
(74) E 113 7 (International market forecast)

(75) 4~ A5 U ¥ (Self-experiential judgement method)
(76) #8458 LY (Summarizing opinion method)

(77 (RHETF T3 (Simple time-series average method)
(78) AL F-#3%: (Weighted average method)

(79) EE 247 ¥: (Regression analysis method)

(80) B HA 5 K (Marketing Mix Strategy)

(81) WH M (Market segmentation)

(82) EIRT 45> (International market segmentation)
(83) H¥nE i (Target marketing)

(84) T 51 E 8 (Undifferentiated marketing)

(85) Z5R E # (Differentiated marketing)

(86) £ E 84 (Concentrated marketing)

(87) 1Y% E f (Market positioning)

(88 ?ﬁ%;ﬁ’qﬁi%éﬂiﬁ}(&;nsumer goods market segmentation)
(89) Tk & M4y (Producer market segmentation)
(90) HERF” &h (nternational product)

(91) Fﬂ;fﬁﬁb]ﬁﬁﬂ(The product life cycle)




(92) = A4 (Product mix)

(93) #hk% (Brand)

(94) 4841818 (Distribution channels)

(95) R [E]#f (Intermediareas)

(96) 5t [a] % (Foreign intermediareas)

(97) B IEH K 2 (Whole-channel concept)

(98) &4C A (Brokers)

(99) ¥ 2421 (Factors)

(100) i B {CHEE A (Manufacturers representatives)
(101) &2 A (Managing agents) '
(102) B (Retailer)

(103) #E% #§ (Wholesalers)

(104) Kl (Channel length)

(105) ¥RiH % (Channel width)

(106) I~z 484 (Intensive distribution)

(107) IR &R 4385 (Exclusive distribution)

(108) & &4 7 8 (Selective distribution)

(109) 4 #43EH VE(E (Evaluation of distribution channels)
(110) Zz{k5+E (Physical distribution)

A1) AR EEE # R4 (Corporate VMS)
(112) FRANEEE A R4 (Administrative VMS)
(113) WARX M EH K 4 R % (Contract VMS)
(114) KB % R4 (Horizantal marketing system)
(115) RiE R B# R (Channel flow model)

(116) 3L {k i # (Physical flow)

(117) B H UL (Title flow)

(118) 13 #i 12 (Payment flow)

(119) 1§ B H & (Information flow)
(120) # 7L # (Promotion flow)
(121) & F [ E % (Cost-oriented pricing)
(122) AL E #r #: (Cost-plus pricing)
(123) A FERL A E #ft #: (Marginal cost pricing)
(124) T 3% M E 1t #: (Market-oriented pricing)
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(125) % T fr¥: (Competition-oriented pricing)
(126) i€ (Dumping)

(127) E R # 5% (International leasing)

(128) EER¥# € #r (International transfer pricing)
(129> #B8 E fr i (Skimming pricing)

(130) B3%& E Hr ¥ (Penetration pricing)

(131) ¥ ¥ #r¥#% 3k (Satisfaction pricing)

(132) ﬁﬁ(&msignmeni)

(133) & 1 € it (Administrated pricing)

(134) 57 r #8 % #r % (Going-rate pricing)

(135) & BAEE Ut 3 (Sealed-bid pricing)

(136) R 4#i(Promotion)

(137) T~ 45 (Advertisement)

(138) ™4 LR (Advertising agency)

(139) o] t45 ¥k (Affordable method)

(140) S8 H 4 . ¥ (Percentage-of-sales method)
(141) T4 F ¥ (Competitive parity method)
(142) B #574F %k (Objective-and-task method)
(143) 8T AR A (The cost-per-thousand criterion)
(144) L84¥E M 3 (Linear programming)

(145) ¥ 53 H7 (High assay)

(146) R L (Simulation model)

(147) A R ¥4 (Personal selling)

(148) E b ¥ (Marketing promotion)

(149) A 3t¢ & (Public relations)

(150) B #i# ) 4 & (Marketing promotion mix)
(151) E 41t ¥ (International marketing plan)
(152) EHERE 44888 1+ X (International marketing strategic plan)
(153) 2 &3t # (Company plan)

(154) B v #it % (Division plan)

(155) =& £kt ) (Product-line plan)

(156) ™= it % (Product plan)

(157) & i1 % (Brand plan)




(158) ?ﬁ%ﬂ‘ﬂ (Market plan)

(159) = —— 1 i1 2 (Product-market plan)

(160) BLEET} #) (Functional plan)

(161) B4 (Organization)

(162) E BRI BB (International division)

(163) £ EREERI A B (Worldwide functional organization)
(164) £ 3™ f B4 4 (Worldwide product organization)
(165) XRS5 A (Worldwide matrix organization)
(166) £ XA M (Worldwide regional organization)
(167) EHERE 848 #| Unternational marketing control)
(168) Y5445 H] (Adjustable control)

(169) 4E BEiT R#8 # (Annual-plan control)

(170) F|#g¥E #(Profit control)

(171) T35 ## it (Marketing control)

(172) 5545 #l (Previousness control)

(173) BB H)(Quantity control)

(174> {ft #& #2 il (Price control)

(175> =& # il (Product control)

(176) {2 &5 #% ] (Promotion control)

(177) B 4l (Channel control)

(178) & &% | B JF (Marketing control program)

£179) x4k # (Culture control)
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