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USPZE{ unique selling proposition
NE#E  personal selling

T4 industrial goods

PoE
WERELE%AM  internal record system
NHERALR  public relations
S ESS  antidumping
SAilE  countervailing
TR E LB supporting salesperson
K TH#AH  horizontal marketing system

JK 7 %€ horizontal conflict

hEl
L Z 4%  World Trade Organization, WTO

5 ER1T International Bank for Reconstruction Development, IBRD

YIRERENL  functional positioning
AJ{TH) actionability

AIEEME  accessibility

Al EYE  measurability
HMEZREERA ] Visual Identity, VI
FAEEE XIUEFE  macro level risk
TI5AEETE  market skimming pricing
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TESENL  market positioning

TGS  market segmentation
THEHEEET{H  market penetration pricing
EIfEi 5%  market targeting

FIIE1T80  target marketing

7\El
KRB Corporate Identity System, CIS
IR global market segmentation
2IR{BFE  global corporation
2ERZ (k. global diversification
ZIRRIE  global strategy
ZEIREEGITHEE  Global Integrated Marketing Communication, GIMC
H[A Y Common Market, CM
%% weakness
% FEEEEACHAM  multi-channel distribution system
% O EEE2€  multi-channel conflict
%[#{>2%  Multinational Corporation, MNC
2 BIl%  multinational strategy
HIFEM  tangible products
HIEMZESE  store retailing
HIREEH  narrow focus
K&kl secondary data
JRETE;  gray market
B 5% Free Trade Area, FTA
Hik =% E%E  Self-Reference Criterion, SRC
1THE53%5  Behavior Identity, BI
TTHIRIR I 24 marketing decision support system
FTEBIFSE A marketing research system
7GR marketing intelligence system
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{78438 E%  marketing channel
ﬁfﬁ'ﬁiﬂ%ﬁ*ﬁ marketing strategy
EAlRA  Marketing Information System, MKIS

tEl
{EARES Al low-context culture
Pt (fRFE)  safeguards

N&l
i KA EEE#E APEC
HIFE  country-of-origin
HIFBIAUE  country-of-origin effect
#IFRE L primary data
I  positioning
JEfHEN,  augmented products
FiERES pull
WIEHHEEZE  ASEAN Free Trade Area, AFTA
[E#]  direct marketing
KB ENIE ~ perceptual mapping
FEBURFAHR%  Non-Governmental Organization, NGO
FEEAEAIHT  discontinuous innovations

N&

iR brand positioning

[

MRZE(H brand extension

TS

FEE/ TR Vertical Marketing System, VMS
HEECHEEEEZE  vertical conflict

JE%  threat

FfJME  sustainability

BOAIAIER  Political Union, PU

##  brand licensing
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EoaEFE  political risk

BOGEFEE B political risk management
FTEERSZE  order taker

FTHFA#E  order getters

HENL  repositioning
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BT THRNE  differentiated marketing
FLHE  differentiated strategy

ik

Ie
KOZEMS  core products

IBE S consumer goods
ACEH:ERE  distribution channel
EHAi high-tech

ElkAE b high-context culture
&M high-touch

+—&l
[f7  segment
7% 1t country diversification
7K country focus
PX{>3  International Business, IB
EATHEHFAM  international marketing information system
BPSE®IEES  International Money Fund, IMF
RIS international strategy
BPSREE T international advertising
FEERCHT  intensive distribution
PEHIFER  control process
HEXTRME  push
HERE promotion
HLZAH] Mind Identity, MI
EMAEAEE  Product Life Cycle, PLC
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EMGE  counterfeit
=

FErmENL  product positioning

FEMAEH / @ product extension/communication adaptation
FErmEI#T  product innovation

FETE RSt Product Requirement Document, PRD

FErhaa%E / JEEIEH  product adaptation/communication extension
TEH4ETE  transfer pricing

#BETE  country-of-design

BT IRATEE Corruption Perceptions Index, CPI

HEHE  inflation

JHEEEZE  channel conflict

SHEFERIET  continuous innovations

+Z&l

H#  recovery

HREGR  recession

FRIEER  business cycle

HREL  prosperity

N, intangible products

EJEMZEE  nonstore retailing

I BT THRIE  undifferentiated marketing
M2 RS undifferentiated strategy
FERREEHIRIE  focus

REEHIE]  strategic planning

RESHREE  strategic alliance

[ virtual channel

B EEE  visual awakening

HZ0ENE  trade barrier

SR THIPRAE  concentrated marketing
E5RNE  concentrated strategy
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+=8l
fE##8  dumping
G ERE  micro level risk
IR halo effect
e E 88 EAAHAE  Organization for Economic Cooperation and Development,
OECD
#ER[EER Economic Union, EU
FEEEE S economic integration
E LM LIEEM 53T Work-Centered Analysis, WCA
P53 transnational corporation
P58 5EM&  transnational strategy

+[0El
EHHE @I  physical channel
s UHEHE  network structure

#5&EB]  country-of-manufacture

+hHE|
[E5EN,  advertising positioning
{B{EEM  potential products
T7\&
BETTHEE  Integrated Marketing Communications, IMC

[

&  opportunity

WEIHEAEE#T  dynamically continuous innovations
WRACE  exclusive distribution

Fif¢  depression

SEEPEECH  selective distribution

+TEl
B35 strength

RIS summary construct
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HERBIREE  macro environment

+N\&
EEEEEFEE . Dual-Objective Segmentation, DOS
EEEZE(H  dual extension
EEAEE®E  dual-adaptation

+NEl
FAfR[EES  Customs Union, CU

&l
B%ALITH  customized marketing



