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Part 1: Defining Marketing and the Marketing
Process

Chapter 1: Marketing: Creating and Capturing Customer Value

1. Marketing Ti37EH

2. Needs THE

3. Wants A

4. Demands 3K

5. Marketing offering T Z L4454

6. Marketing myopia & 8T AWIE

7. Exchange #Z##

8. Market 1%

9.  Marketing management & i & H

10. Production concept A== M

11. Product concept =il M &

12. Selling concept FHEM &

13. Marketing concept ﬂ?iﬁﬁfﬁ%&

14. Societal marketing concept L& &5

15. Customer relationship management % /7 ¢ R & Hl
16. Customer-perceived value il 2 BN EH

17. Customer satisfaction Jii 2 i &

18. Customer-generated marketing 74 2% H &4
19. Partner relationship management A {E{K I8 RS 8
20. Customer lifetime value & 2 S {H

21. Share of customer JiI & {740

22. Customer equity JHi& %1~

23. Internet HEM

24. Globalization [EPrit

25. Marketing process &A1l fE

Chapter 2: Company and Marketing Strategy: Partnering to Build
Customer Relationships

26. Strategic planning % H& B %Il
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46.
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48.
49.

Mission statement MV f# iy

Business portfolio M 4540 &

Portfolio & #H &

Portfolio analysis %4540 HTr
Growth-share matrix 1< b5 A R[5
Product/market expansion grid 7= / 379 A FE
Market development T3 HF &

Product development = i &
Diversification % otk

Downsizing  #i ff]

Value chain i {H 5

Value delivery network M ELA% i3 (X 2%
Marketing strategy & 44 il 1%

Market segmentation 113414}

Market targeting  H 51137 € L
Positioning T3 5E /L

Differentiation % 4k

Marketing mix E4H4H 5

SWOT analysis SWOT 441, &0k
Marketing implementation & 14T
Marketing control &85 7%H|

Marketing audit &84 5 it

Return on marketing investment (or marketing ROI) &84 # B Ui 75 %

Part 2: Understanding the Marketplace and Consumers

50.
51.
52.
53.
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58.
59.
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Chapter 3: Analyzing the Marketing Environment

Marketing environment 17373453
Microenvironment UM I8

Macroenviroment 7 W54

Marketing intermediaries & £ H [] 7

Public A%k

Demography A H4iit

Baby boomers %) Ll {H X

Generation X X At

Millennials Cor Generation Y) F#gtAX (Y /%)

Economic environment 2515

L
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60. Engel’s laws & /RiE N

61. Natural environment [ A 1%

62. Technological environment 7 ARIFEE
63. Political environment A5

64. Cultural environment LI

Chapter 4: Managing Marketing Information to Gain Customer
Insights

65. Customer insights Bl {F% /)

66. Marketing information system (MIS) Tiin{E B R4%:
67. Internal database PN HHE FE

68. Marketing intelligence #4151}

69. Exploratory research  #RZ MA

70. Descriptive research  f#iid P 1 #iff

71. Causal research  [X 514 1A%

72. Secondary data - FH

73. Commercial online database i MV 7E 28 504 JE

74. Observational research X %% 2 A fiff

75. Ethnographic research [ & W

76. Survey research ][] QA

77. Experimental research S5 % i

78. Focus group interviewing £ fi/NH DR

79. Online marketing research £ £k & 41 1A iff

80. Online focus group FEZRAE /N

81. Sample FEA

82. Customer relationship management (CRM) & 1 ¢ R HL
83. Questionnaire &£ 7]

Chapter 5: Understanding Consumer and Business Buyer Behavior

84. Culture 3t

85. Subculture Y.L

86. Social class L& )E

87. Group HIBA

88. Opinion leader 7= JiL[#1BA

89. Online social networks ~ 7E£k SC Ak X 2%
90. Lifestyle A 3% /770

91. Personality M

92. Motive (Drive) ZhHl (R3] 77)
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93. Perception JEHI

94. Learning %%7]

95. Belief fE&

96. Attitude A%

97. Cognitive dissonance A %1% 1

98. New product F= i

99. Adoption process kit 2

100. Business buyer behavior =M EH 1T A
101. Derived demand YR 753K

102. Straight rebuy HfZHE Y

103. Modified rebuy &1 HIH

104. New task HT1T5%

105. Systems selling Cor solutions selling) RAHE (R EEE)
106. Buying center KL

107. Value analysis  #ME 5 #T

Part 3: Designing a Customer-Driven Marketing
Strategy and Mix

Chapter 6: Customer-Driven Marketing Strategy: Creating Value for
Target Customers

108. Market segmentation 11737414}

109. Market targeting (targeting) HAn i3z £
110. Differentiation 7% 71k

111. Positioning 37 5E L

112. Geographic segmentation  Hi ¥ 41/

113. Demographic segmentation A 144}

114. Age and life-cycle segmentation 4§ 14 i i {41 43
115. Gender segmentation 51 4 7

116. Income segmentation U A 4H 4y

117. Psychographic segmentation /C>EE4H 73

118. Behavior segmentation {7 N4l

119. Occasion segmentation B #1414

120. Benefit segmentation | i 4143

121. Customer loyalty  JiilZ JEyf &

122. Intermarket segmentation %5 [E 13741 5>
123. Target market H RT3
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124. Undifferentiated (mass) marketing JoZ &8 CRKAVER)
125. Differentiated (segmented) marketing Z&FEH (AU EH)
126. Concentrated marketing £EHVEH (FIZEEH)

127. Micromarketing W & 44

128. Local marketing i [X & 44

129. Individual marketing MHALE HY

130. Production position J* il AL

131. Competitive advantage 3¢ F+fiL %

132. Value proposition #M1E 325K

133. Positioning statement &/ R4
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