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1. HMEZFATAFHTFRI R
2. HEEATAFWIRAE
3. HBEEATAFHHAA R TR (Paradigm)
(=) EAMA
1. %% (Consumer). % (Customer). & F/EJ (Client)
2. ZEM1E (Customer value)., FiZ#ZE (Customer
satisfaction). I E &k E /¥ (Customer loyalty/ retention)
3. @k (Brand). & ¥ 7™ (Brand equity). /=dr (Product)
4. 74 (Advertising), E#E#H (Marketing communication), ¥
E 4 (Cross—screen marketing)
5. &4 (Marketing)., W#E 4 (Internal marketing)
6. JH# #FH % (Consumer research)
(Z) HEETASEHERE
1. W4 (Market Segmentation) W HJVH % H AT X
2. b f#/Fd Zfr (Brand/Product Positioning)  EYJH % % 1T 4
3. FMFes (Pricing Strategy) FHEEET A
BArm 7 # (Market Targeting) FHIHHHITH
5. {44 % s (Promotion Strategy) FHIW #EATH
6. R % (Channel Strategy) FHIHFHATH
=, HRAATAPRNEEF
(=) HEZHI G
1. BHEENEE (need) 5HZE/F K (want)
2. DHTEFEE R IRIEW AR T A AT A FE B S B P B AR A
3. TR A A & UH B W AL ?



4. ANt R 5 E AT A 2
5. @M AL/ (Brand personification/ personality)
6. MEM. HFEXHEEHEE
7. ZFraE B AT FE BTk
> NELZENAMH (Psychographics)
> ABZXEARAH (Demographics)
> W ADOTE A (Geodemographics)
(Z) HF#H i
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“REREW” & RERAGE FEHRCEFZRERHL?
In T H T A B R G 5 JR IR J& b pe R AL ?
o7 H % # &% (Consumer imagery) ?
B % (Brand image) AT A KB EH?
10. Z#r# (Reference price). LI (Price) HR &M%
(Perceived price) Z [& ¢y [X 7|
11. & H#%J 4 (Institutional advertising) WIMERAMF 4A? £¥F
JE N R A Y
(=) HMEHEFI 5L
1. WHEJELNRE: THEIRL (BREAGERET. BEES
B REFD) . NE/EHFT R, ¥ EL
2. W#F¥3 (Consumer learning) WA EKEEL . M., ZE. K
R @A
3. WA HAEM (Product line extension). 7 & W ZE
(Product form extension). # M VF¥ (Licensing) 5 A% #4514 R4
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(Classical conditioning) FI%?



4. s H B 1E L4 R 5T (Operant conditioning) BE4e 5l &£ i#
BEREURRAHEFEHE CWE?

5. M FIEXZRERNMEHF %N\ (Consumer involvement) ?
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7. WIHEHF AT ALIDIZRE?
(M) HEESENL KRG #E

1. HERESEL RN, S E & A L2

2. ZEALSE#A (Tri—component attitude model) X E £V % F 4T
A FuE A 52 B AR R

3. WA E kG EAEEA (Attitude toward object model), 1TH
SEAEEA (Attitude toward behavior model) #YJF 3% k4 4 % Ao A B
RIEFHRFL? T ESHAEEA (Attitude-toward-the-ad model)
WEERERHEZRNESIEIRH o TR?

4. FIXH) 4 (Comparative advertising)

5. S ERKFHEM HFR

6. S ERETHEAZ H5HRA
=, HEHRRK
(=) ZMHFERFERR

1. ¥ E A fAAEA (Extension problem solving)

2. ARIAFAAMHAE (Limited problem solving)

3. JBTHRMA (Routinized response behavior)
(Z) VKA R RIS

1. 2"y Ea 1% £ (Pre—purchase search) BYFE &

2. FMEMHEHEFEHIN (Noncompensatory decision rule)

3. AEFMEM - F AN (Noncompensatory decision rule)

4. LNEJKF (Mental accounting)

5. MH A (Market beliefs)

6. W4T 4 (Gifting behavior)
(=) FWHHRERRNAREZE R



1. BYZRRET edzm) ?
2. BYEEZ: QA (E
3. MEHF: HELR., ®RYMKF., HER. BIF R
(M) HE#HRE
1. ME#HRERTNTE: AL, RE. Kk
2. YHFETHRN, HIT2MEH A2
3. UMBEEHER, AT EMt A
. T E (Marketing ethics)
(=) FREHTRE/ HENNEHTFR
1. &M E 4% (Covert/ masked/ stealth marketing)
£HE 4 (Cause-related marketing)
Wi R U 5 TR AL
M4 E 4 (Neuro marketing)
(=) #AE/ A2 EF A
1. BB’ &
2. FRENE
3. WEES &
. BEEHRE T &
(=) TRt —MEFEFRTIE?
(Z) MEZFRRG - F R HLELA?
(=) ®HREMEFR T E

1. ®EE (Depth interview)

[ R Nl

3. #WEH A (Projective techniques) :18EEA . & FZ K. HEE
5. AeWE
(M) % FEEHRTE

1. W% &% (Observational research)

2. LK% (Experimental research)

3. &% (Survey research)



(Z) BAW/ ZEHAITR
1. ZHE%: FrAS5HAR
2. MAEER: PN, AME. AE. MEW. £FFTRE
3. ABEME: WM. WEM. M/ E
() JTEHRTE
L. JTERRW KRR HE
2. JTENEZRMITEA  ATDA, DAGMAR, L&S /<[ B ag Al
3. STERNERRNITEA: ABNE L. CEILRE. AERARE



