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(A)Form utility
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(B)Place utility

(O)Time utility
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(D)Pricing utility
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(A)Market penetration (B)Market development (C)Product penetration
(D)Product development (E) Diversification
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(B)Descriptive research (C)Causal research

(E)Experimental research

(A)Exploratory research
(D)Continuous research
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(A)Target marketing (B)Market heterogeneity (C)Extensive decision making
(D)Controlled test making (E)Consumer selection
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(A)Manufacturer brand ~ (B)Family brand ~ (C)Hybrid brand (D)Private brand ~ (E)Co-brand
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(A) Value pricing (B) Bundle pricing (C) Complementary product pricing

(D) Market-skimming pricing (E) Market-penetration pricing
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(A) Value pricing (B) Bundle pricing (C) Complementary product pricing

(D) Market-skimming pricing (E) Market-penetration pricing
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(A)Loss leader (B)Cash discount (C)Quantity discount (D)Seasonal discount (E)Promotional discount
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(A)Vertical marketing system (B)Horizontal marketing system (C)Conventional marketing system
(D)Inclined marketing system (E)Loosed marketing system
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(A)lIntensive distribution (B)Exclusive distribution (C)Selective distribution
(D)Random distribution (E)Scattered distribution
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(A)Horizontal conflict (B)Vertical conflict (C)Conventional conflict

(D)Multichannel conflict (E)Inclined conflict
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(A)Expert power  (B)Referent power (C)Coercive power (D)Legitimate power(E)Collaborating power
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(A)Attention ~ Interest  Desire ~ Action ©

(B)Awareness ~ Interest * Desire ~ Adoption °

(C)Awareness ~ Information ~ Decoding * Action °

(D)Attention ~ Information ~ Delighting ~ Adoption e -

(E)Awareness ~ Intelligent ~ Decoding ~ Adoption °
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(A)Affordable method (B)Percentage of sales method (C)Competitive parity method
(D)Objective-and-task method (E)Perceptual-and-reality method
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(A)Focus (B)Differentiation  (C)Overall cost leadership (D)Mass marketing (E)LA_EE5FE
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(A)Accommodating or Compromising  (B)Competing or Collaborating (C)Avoiding or Collaborating
(D)Compromising or Collaborating (E)Avoiding or Accommodating
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(A)Institutional advertising (B)Informative advertising (C)Persuasive advertising

(D)Reminder advertising (E)Pioneering advertising
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39. FIWAEAREHAREHERE(LIER 7
(A)GRP - (BYRA - (CYIFR - (DYFEMEZR - (EYHRAERE -

40.  #Ri% PZB X - IR EAVET EEUA RIS L HIRVERE 7

(A) "M ETREAOVIRTE o T TONBRESBMIAVARTE o

(B) MHBRETEIARVART , 1 T EEB IR ETRIRISATEEA, -

) MEEENEHETRHRBHIREA ) A T REEAER AR mE R, -
D) " ERAER AR mE AR A T BISERAARTS , -

(B) T EEELHEETRIREAREA , M1 THEETRERIRT . -

Z MR (BAL S 5AE20 ) C BRERFT RS BRAXTHS

41, s TSI A& IR 7

(A EREESHESR  BRREERTMEE -
BYEE(LEEEED  BRRERT TUER -
O)BIRESRGIER ~ BRR) - ER-RELESE -
O)EEELEEENESSBERYER -
EEEAHEERANR » EEELEE -

42. SR Ty IEHE 7

(A)HERE 2R S el B R4S B IR rTIBAYSE) -

(B)EiBHERE » U EESNAEE  WREAHES -
O)EN T EEREN AL -

(D)ESHREE R LM FIEE -

(BAEG TSRS EE SR AAREREE  DIERES ABREIHEFER -

2 QR -85 ® FEHAM FUghSo




ERREREAG 10T ELEETHERE AR L4 RN

- g 4R A5 B01
3 ” V4 3 .;-A
HELH TH SR e YT
MABARKEERLLSEHY TRT, ERHEHR At 6 B

43, THUEEERE ?

(AMTEHEEE SHRFIEE - IR A BHHEAEGERTEHRRY] - RIELERAEEE®E -

B)EEUMELEFNERS - RS Z4ER A\ SHERNSERAE -

OfEsavRug S > ASHERTERERHAEEEE

(D)yFEHIARIE G - RS E{EHIEEMER T EEER -

ELSrERERNTISHBRARE  BEEEHNERRE RS 2AIRET S
FRESEEHEFHERELA

44, AL M E R/ IERE ?

(AESTEEATSENYE  RAEHEER/ B LEAWHEHER @ EFEENEREE -
(B)FIB IR GEAIRS » BT REMBMEREENTHER - LEGERES » DIaFfiERD -
OESTEEATSKRRR  $EEREEI - FETERAE -

DESEATSEREF > HERBEZENESHLE » fl0 - FREEES - EFER -
BERRE -

(B)EE SnE sy E EA 2 ] AR B SR e e (s e »

45, FE M NHIel FIERE ?

(A)ﬁuumfﬁﬂ’%ﬂﬁﬂ@%%‘%z— » HEEEa & HEE VR -

(B4 4arR AR AL 2R B T 455 - BB EFEEE - -
OFERZIETE—EHMEA > EREAHTSAEBIREESMEFERE -
(D)HEU AR B S REAFARAETE -

(B)YHRUSTTRZE X 78 & gross rating point, GRP e

£ QR EQR



