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 ��� �  � � ���� � � � � � � 30��� � �� � ��� �  ! " �# $ � % � & ' � ( 
�� � � � �) � * + , - � . �/ 0 2B 1 2 3 4� . 5 67 $ � �8 � � �� 9 : 4; < 6= >
? @ 3 4� .  67 A B C D ��$ � � E F �( 

�G H I J K L M N O P Q 0R9ST U ×÷�% = �  +/- C AC TAX+ TAX- GT MU MR MC M+ 
M- V W X Y Z [ ' \ ] G � ( 

�  � � �  � � � � � � � � � � �  � � � � � � � � � � �  � � � � � � � � � � �  � � � � � � � � ����� � � � � � � �  � � � � � � � �  � � � � � � � �  � � � � � � � �  !!!! 

��������� � � � �� � � � �� � � � �� � � � �  ( � �� �� �� � 2 ����) 
				4�1. � � � � (cause-related marketing)�      ��	 
 �� � � � � �� � � � 
�� � � � (channel marketing)  �� � � � � (trade marketing) 
�� � � � (pro-active marketing)  ��� �  � � (corporation social marketing) 
!4�2.�� � � " # $ % & � � �� ' ( ) � 
�( *�+ ' , � % & - .  �( *' , � /�0 % & - .  
�( *1 � , � % & - .   �( *�� 2 34 5  
!2�3.�� � � �6 7 8 9 � : � � � �; < ��= > ? @ A B� � (1 C D EA BF G EH I 2 J)B
K L M N O P /QRS T U � 
�= V � �  �A W � �  �X Y � �  �Z Y � �  
!3�4.�� [ \ ] ^ � _ `a �b c d e f g 	 � _ `a �h i jk l m�� g 	 � _ `a � n oX [
p q � r s t u v ` a (technical support people)E � _ w x (sales assistance)E H y � � ` a
(telemarketers)m�� � � [ z{ w | 	 � _ a } x~ � � � ��g 	 � _ `a � 
�s t u v `a  �� �� w x �� _ w x �H y � � `a  
!2�5.�� 7 � � � � � � � � 4 �� � � x� � � �� � ' ( ) �r � � �zthe five Ms�( ) ��
� � � " �zthe five Ms��' � � 
�l R(mission)  �� � (memory)  �� � (message)  �� � (money) 
!2�6. � $ � � � � ��� � � � � � � � 
�  P �? @ � � � � ¡ ¢ � 
�� � � � j� � �� � £ ¤ ' � ¢ � 
�� � � � ¥ ¦ ? @ � � � � � E� � � � � � � E§ � Rj� _ ¨ © � � � �  
�� � � � �ª � ? @ � 2 3� 5  
!4�7.�� «x� n n ¬ >  ® � � �� � ¡ �̄ { w ° ± L ² P � � ³ ´ µ ¶ · m�� � � " ���

n > �� � �� � ¡ � 
�� ¸ P  �¹ w  �º »  �Z ¼  
!4�8. � � ½ � £ ¤ (marketing communication mix)�¾ ¿ ® ½ � i À (mode)Á b ���� � � " �¿ ®
½ � i À ¢ �� 
�� �  �� � � �  �Â G � � § � � Ã Ä  �Å 
!3�9.�� � � " �Æ _ � � 
�Ç = � È  �ÉÊ - .  �Z Ë �  �Ì O ��  
!4�10.�� � � # $ Í È Î Æ _ � 
�Ç = � È  �Ì O ��  �Ï Å� È  �Ð � Ñ Ò 5  
!1�11.�� 7 ( *� : � Ó Ô 4 � 9 �Õ ) Ö o× Ø Ù mÚ �� Û ' Ü Ý � _ QRP Þ ß ² P 4 �
d à á Ý � : � �Ó Ô �� n  Ø Ù       ) Ö �� � � � � �� � � � 
�â ã ä �  �Ø Ù å ä �  �æ ç å ä �  �è Î ä � _  

 

!3�12.�� � � # $ é Ï � � êë� 
�Ç = � È jì í � � �êë �î ï ð �� jì � � � � ñ = ò �ó ô  
�õã ö ÷ �� �ø ù   �ú T jÆ _ � �ù û  
!2�13. 7 ² P *Åü Î ��� 9 ý þ *Åü �o× Ø Ù mì � �� � � � b c f � �*b Ó �*Å��
�6 �� /�® *Åü �� 
�Ô � *Å� �f b *Å� �Å�*Å� �� Ó *Å� 
!1�14. Ú ú T 	 
 � á � 90 � g  � �� � ú T 7 30 � g u  �o× � 1%� � � �� ® � · � ¢ � 
�� � � �  �� � å � �  �Ó � � �  �� I *Å 
!3�15. � � î ã Æ _ � È � Ò �® � P �� �  � ! " *b c �º #$ 200 % &�� P ' Å�º #$

50&�( � ' ) � P ¢ * � b c �º #$ 30&m7 ì + , G " * (r " - . ì + � � )§ / *�Åj
b c ¢ �� 0 1 � ã � È � � � 2 ò Ï 3 � _ � �þ 4 � 
� 6 % ' )  � 8 % ' )  � 10 % ' )  � 12 % ' )  
!2�16. � $ QR� � ��� � � � � 56�  
�QR� 7 ¶ å �¬ ? @ � 7 2 3�4 ² ñ 8 9 �:; < = �[ \ ] ^ ? @ � 2 3:; < = �QR�

� o× � QRx > ?  
�7 ¶ �E @ A �(7 �B C �)E @ * å E" oX D å �QR� E å  
�QR� � £ ¤ j� � £ ¤ F è G H  
�`a 7 QR� � £ ¤ � �" I ' � 
!1�17. ParasuramanEZeithaml j Berry J � QRP Þ :; K L (gap)i À �' M QR J í � � «x�
® :; � K L �× J N ú T :; QRP Þ é O m�� � � " # $ � �® :; � K L � 
�? @ � QR � O :; � K L   
�? @ � � P QRj�� «x� Q ? @ � � P QR:; : ¢ K L  
�QR J í j Q ? @ � ½ � : ¢ K L  
�? @ � :; QRj � P QR: ¢ K L  
!3�18.��������	
 � �  � � � � � 
�R A � � S T �¾ ñ ² � E U � � § Æ _ � £ b �  
�Ç = � È J í V È J 
 5 � W õ� # $ é Ï � � S T X

�Ç = � È J í V È J 
 5 � W õ� # $ R A � � S T X

�þ & � � � � S T �6 ' â Y � Z > õ0 L õ0 × � � � � � �BK �0 × � �ú T [ \ - . X

!1�19. � � `a 7 h ] ² P 4 � ^ � _ - �0 ² P ` a �� [ ( 0 ² P ` a b  e f ú T �Å�m�
� � � " # $ �0 ² P ` a �  
�P Þ c ò  �d e = ò  �V c ² P  �� P ² P  
!1�20.�� � � " �� � £ ¤ ' � ¢ �� 
�* )  �² P  �� �  �Å 
!1�21. 9 � � � � d e f > ��� � � � � 56� 
� needs�6 `q �V c g M �1 Q h J¢ g M  � wants�6 `q �V c g M �1 Q é ¢ g M  
� demands�6 `q �V c g M �1 Q i j ¢ g M  � wants� Q E *JP � g ' �d k 9 l m 2 3 
!3�22. l n ² ñ 8 9 o p �ú T � q 7 $ J í 8 é O �ú T Å��° ± � Û ' J 8 ú T :; Å��o
7 ì + , G " * �; < ��e f ú T � ! Å��L �      m� � � � � �� � � � 
�J í r s  �� �  �] ^ ú T 2 J� ! b c  �e f ² P q t  
!4�23. ° ± [ \ u v jú T �� w �d ´ µ ú T x y z × , � x y z � � m { ��[ \ 6r | ç 56
jr 4 �ú T x y �° ± ^ �  � Z } x � ¯ ´ µ j u ~ x y z m� � �³ Í � 9 �² P L 2 3; �

� �� ´ µ ú T x y z ��� /�® ² P /QRL ; � " �� ´ µ x y z � � � 
�� > �  �r =  �ï ð u �  �� _ � Í n ^ �² P  

 



!4�24. � $ ? @ � �  � Ê E � � � � ��� � � 56� 
�H ��  � Ê �? @ � ì � � G � 9 ý ^  
�? @ � ��  � Ê E � "  � � ì 2 3� [  
�? @ � ��  � Ê ��¾ ? @ � ' � E � �1 � � � � b � 
�? @ � 7 �ñ � �o l 7  0 �  � Ê : � �  
!4�25. � - � Ã (reference groups)� � � ? @ � Ø Ù � [ ��  � � ¢ ���� � � " � � � ? @ � Ø
Ù � [ � � - � Ã � 
�ã �  �� �  �� � � �  �� � 
!3�26. � $ � � (LOHAS)� � � ��� � � � � � 
�� I I � � j �   ñ C �ñ � C ¡  ��zlifestyles of health and sustainability�� ¢ £  
�I I ? @ � � ¤ = ò   �9 5 h P � LOHAS - . �² P ¢ � 
!3�27. ¥ ¦ § (F. Herzberg)�õ� ¨ x © �7 � � � � ª « [ �  
�Ò ü � ¬  ® ¯ � ¨ Q 3ü � � �  �? @ � � ° ± ® ¯ � ¨  
�Ò ü � ¬  " ® � ¨ Q 3ü � � �  �Ò ² 5 " g ' ³ ´ � ² µ  
!1�28.�� � Z 2 � e �6 �� � Z 2 ( ) ' ) �¥ ¦ � 9 � j Z 2 ( ) ¶ · �0 `j¨ Ã m Z 2 �
e �b a 7 ( ) ¶ · � oX [ ¸ ® � ��ì � �      �6 �� � ¬ > ¹ Z 2 ² P L QR� m� �
� � � �� � � � 
�¬ > �  �( *�  �� º �  �» ¼ �  
!3�29.�� � � " �= V (niche )- . ¡ 9 ½ ¾ m � E � � 
�- . � �ú T ¿ 9 �£ E À g M   
�- . � �ú T Á � u  Â 8 �Å�¬ ì E À g M Ã � ® ¯  
�= V � 7 �Ä ¶ Å ± ? Æ � � ¤ = ò  
�¡ 9 ¯ n h i E= Ç § b È É m  
!4�30.�� � � �- . [ \ (market segment)� E � � 
�× � 9 2 3� [ Ô � - .  �Z Y ? � �  
�Z � ä �   �� � Ê 9 q � g M j Ë P �- .  

 




��������� �� �� �� �  ( �  ��  ��  ��  � 20 ����) 

� � �� � �� � �� � � ���� 

² P (product)�� � £ ¤ ' � ¢ �m� � `a 7 - . � o� _ �² P ý þ �¥ ¦ � P EQREÂ G E`
JEÌ Í E£ Î 5 Á E x � jx > Ï Ðd k Ñ Ò ? @ � 2 3 Ó Ô X q �o � ² P X [ Ç = P EØ 2 P §

E À P m Ñ Ò � � � 0 Õ Ö �� 1 × � 
(�)� � z² P �� (4%)     
(õ)0 Ø Ù zÇ = P �EzØ 2 P � E � �³  Ú � p � ² P �(16%) 
 
� � �� � �� � �� � � ���� 

7 l � 2 3; � � �? @ � 2 3( ) Û Ü :; Å�(perceived value)� � � �r ? @ � Ý Þ 2 3zJÉ �
���² P m H 4 ß  Ü :; < = (perceived risk)� � � �r Ú ? @ � ; � 2 à o l 9 " = á â (1 ã e
ä å \ L ² P 9 æ ç )�W o l � è L é ê ì 2 3( ) më R � �? @ � 7 2 3² P j? @ ² P 4 �o l
 ² ñ " H q C �:; < = �� � ì 2 3( ) m° ± � Û J N ú T 2 35 ì �W ^ � e f ? @ � :; Å

��L ] ^ ? @ � :; < = m Ñ Ò � � � 0 Õ Ö �� 1 × � 
(�)0 Ø Ù ? @ � z:; Å��¢ o l � � � � �(10%)  
(õ)0 6 � ? @ � 7 2 3j? @ ² P 4 �o l Î Q /Õ " H q C �:; < = �(10%)   
 


