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第一部分  课程性质与设置目标

一、课程性质与特点

营销与广告是高等教育自学考试经贸英语专业本科段的必考课程。由于它对考生的要求比较高，必需同时具备营销与广告专业知识和英语语言知识，学习本课程难度相对较大。修完本科程，并通过考试，可以获得4个学分。考虑英语类专业专科毕业生和其他专业毕业生不同的特点，学习本课程的考生，必须在学习营销与广告知识和英语语言知识两方面都需要下很大的功夫。

这是一门英语技能与市场营销知识并重的课程，是科特勒营销管理教材的基础部分，包括营销管理的理论知识：营销管理的含义（21世纪的营销概念、消费价值、消费者满意和消费者信誉、通过战略计划的制定、实施与控制赢得市场）；市场机会分析（市场、市场需求以及市场环境的定义、消费者市场及购买者行为分析、组织市场及购买者行为分析、竞争策略、市场细分化及目标市场选择）；制定营销策略（新产品开发、产品差异化以及产品定位、产品线和品牌管理、服务管理、定价管理）；宣传与广告的开发与管理；直接营销和网络营销管理等等。
二、课程设置的目的和要求

本课程的目的在于使学生获得一定的营销与广告基础知识，了解现代营销学的原理、实践及发展情况；真正理解营销理念的建立及其健全的营销机制对社会经济发展的作用，同时使他们具备较强的英语综合运用能力，成为复合型外语人才。要求考生特别注重营销学专业基础理论知识的学习和专业英语表达能力的培养。考生通过本课程后将具备更强的市场竞争力和获得更多的就业机会。
三、与本专业其他课程的关系

本课程与其他英语课程的总体培养目标是一致的。各种基础英语课程是本课程的先修课程，尤其是本方向所开设的有关经济、贸易、商务写作、商务谈判、经贸汉英翻译等方面的课程，考生必须认真学习。考生须首先通过基础英语，较好地掌握英语语音、语法，具备一定的词汇量，才能比较顺利有效地进行本课程的学习和考试。考生在先修英语课程学习中学到的英语技能和知识在本课程中会得到进一步的实践和运用。另一方面学习本课程也十分有助于印证、巩固、 加强和提高在经贸知识英语和基础英语课程中学到的英语知识与技能，是有关专业其他经贸英语课程的后修课程，他同其他专业经贸英语课程一起从不同的角度和层次使考生对英语在对外经济贸易领域的运用有一个立体的多方面的了解。 考生通过这些有关课程后当能初步用英语从事有关对外经贸和市场营销与广告开发管理的工作。

第二部分  考核内容与考核目标

Chapter 1  defining Marketing for the Twenty-First Century
一、学习的目的和要求
熟悉营销的任务，了解营销的主要观念和工具、公司对待市场的导向、以及公司与营销者怎样对新挑战做出反应。

二、考核知识点

1）营销知识
1．Marketing Tasks （一般）

a) The Scope of Marketing   

b) A Broadened View of Marketing Tasks     

c) The Decisions That Marketers Make    

d) Marketing Concepts and Tools   

e) Defining Marketing     

f) Core Marketing Concepts    

2．Company Orientations Toward the Marketplace   (次重点)

a) The Product/on Concept 

b) The Product Concept  

c) The Selling Concept 

d) The Marketing Concept  

e) The Societal Marketing Concept  

      3．How Business and Marketing Are Changing    (重点)

a) Company Responses and Adjustments 
b) Marketer Responses and Adjustments 

c) Executive Summary  
2）生词与短语

    orientation, heed, deregulation, entrepreneurial, get stuck in. orchestrating, celebrity, estate, tag line, be skilled in, acquisition, boast, superfluous, cope with, profile, demographic, distinct, intermediary, complementary, metamarket, donation, recipient, ultimate, stakeholder, toll-free, components, integrated, aluminum, tackle, hazardous, myopia, coaxed, indefensible, invert, obsolete, soul-searching, new millennium, transaction, proprietary, retention, savvy

3）相关术语

    target market, market segmentation, marketing mix, market offering, relationship marketing, marketing network, communication channels, distribution channels, selling channels, delivery system, production concept, marketing myopia, product concept, selling concept, marketing concept, integrated marketing
Chapter 2 Adapting Marketing to the New Economy

一、学习的目的和要求

理解驱动新经济的主要因素；了解在新经济下贸易与市场运作发生了的变化；学习网络是如何改变市场营销的方式，营销人员是如何利用顾客数据库来实施顾客关系管理的。

二、考核知识点
1）营销知识

1．The Major Drivers of the New Economy   （重点）




a) Digitalization and Connectivity




b) Disintermediation and Reintermediation




c) Customization and Customerization




d) Industry Convergence

2．How Business Practices Are Changing   （一般）


  3．How Marketing Practices Are Changing: E-Business   （次重点）




a) B2C




b) B2B




c) C2C




d) C2B

4．How Marketing Practices Are Changing: Setting up Web Sites  （次重点）


  5．How Marketing Practices Are Changing: Customer Relationship Marketing  （重点）




a) Customer Databases and Database Marketing




b) Data Warehouses and Daramining

2）生词与短语

hybrid, deregulation, underpin, digitalization, connectivity, disintermediation, reintermediation, customization, customerization, convergence, repository, woe, biogenetic, eliciting, scorecard, cater, peripherals, customer-initiated, insulate, invoice, storefronts, break-even point, overlap animation, navigate, crammed with, sweepstakes, interstitials, alliance, affiliate, subscription, premium, lagging behind, aggregate lavish, mediagraphic, deter

3）相关术语

hybrid economy, global connectivity, digitalization and connectivity, disintermediation and reintermediation, customization and customerization, industry convergence, b2c, b2b, c2c, c2b, banner ads, microsite, interstitials, customer relationship marketing (crm), customer databases, database marketing, business database, customer mailing, data warehouses and daramining
chapter 3 Building Customer Satisfaction, Value, and Retention
一、学习的目的和要求
了解顾客价值和顾客满意，尤其是了解公司如何组织生产、传送顾客价值和满意，熟悉如何创造高效率的业务、公司如何吸引和留住顾客、如何改进顾客盈利率和如何实践全面质量营销。

二、考核知识点

1）营销知识
1．Defining Customer Value and Satisfaction  （一般）

a) Customer Value 

b) Customer Satisfaction 

      2．The Nature of High-Performance Businesses   （次重点）

a) Stakeholders   

b) Processes    

c) Resources    

d) Organization and Organizational Culture 

      3．Delivering Customer Value and Satisfaction    (重点)

a) Value Chain   

b) Value Delivery Network  

      4．Attracting and Retaining Customers  (重点)

a) Attracting Customers    
b) Computing the Cost of Lost Customers    
c) The Need for Customer Retention    
d) Relationship Marketing: The Key   
2）生词与短语

     retention, swarm, implement, flock, franchise, array, mobility, bundle, durability, psychic, nonmonetary, ratios, rational, implication, perceive, attribute, meteoric, stakeholder, stockholder, navigate, pitfalls, nourish, violate, installation, flora, bioclimatic, competent, superiority, merchandise, imitate, logistics, dysfunctional, elusive, transmit, perpetuate, inventory, gear up, retain, attrition, shoddy, routinized, prominently, recipe, yield, advocate, reactivate, substantial, pioneer, mileage, rebate, snag, eclipse, enroll, payroll, linkage, allegiance, obsolete, buggy

3）相关术语

     customer value, customer satisfaction, corporate culture, value chain, value-delivery network, quick response system, customer defection rate, frequency marketing programs, club membership programs, profitable customer, total quality management, quality improvement programs
Chapter 4  Winning Markets Through Strategic Planning, 
Implementation, and Control
一、学习的目的和要求
熟悉在公司和部门层面如何实施营销战略计划，了解营销过程中计划的主要步骤以及一个公司如何有效地管理营销过程。
二、考核知识点
  1）营销知识
1．Corporate and Division Strategic Planning   （一般）

a) Defining the Corporate Mission     

b) Establishing Strategic Business Units    

c) Assigning Resources to SBUs  

d) Planning New Businesses, Downsizing Older Businesses    

2．Business Strategic Planning     (次重点)

a) Business Mission     

b) SWOT Analysis     

c) Goal Formulation   

d) Strategy Formulation     

e) Program Formulation     

f) Implementation    

g) Feedback and Control     

  3．The Marketing Process    （重点）

a) The Value-Delivery Sequence     

b) Steps in the Marketing Process     

c) The Nature and Contents of a Marketing Plan     

  4．Managing the Marketing Process     （重点）

a) Organization of the Marketing Development    

b) Building a Companywide Marketing Orientation    

c) Marketing Implementation   

d) Evaluating and Controlling the Marketing Process     

e) Annual-Plan Control     

f) Executive Summary     

2）生词与短语

     diagnose, viable, portfolio, accomplish, collectively, adequate, cardiovascular, leverage, laptop, accessory, vertical, integration, outsource, optimal, credibility, incandescent, matrix, hypothetical, liquidate, trajectory, dimension, divest, overemphasize, manipulate, delineate, synergy, terminating, rating, grid, prune, disproportionate, hemorrhaging, vendor, sustain, interdepartmental, hierarchically, versus inconsistent, scenarios, erode, excel, evolving, backdrop, ethnic, sheer, havoc, rayon, fiber

3）相关术语

     market-oriented strategic planning, customer needs, market growth rate, relative market share, marketing opportunity, marketing process, marketing implementation, marketing control, marketing audit
Chapter 5 Understanding Markets, Market Demand, 
and the Marketing Environment
一、学习的目的和要求
熟悉营销信息系统的构成，了解营销决策支持系统是如何帮助营销人作决策、如何使需求衡量和预测更精确、以及在宏观环境中人口、经济、自然、技术、政治、和文化等发展的重要性。

二、考核知识点
  1）营销知识
1．Supporting Marketing Decisions with Information, Intelligence, and Research（一般）

a) Internal Records System   

b) Marketing Intelligence System    

c) Marketing Research    

d) Marketing Decision Support System    

  2．An Overview of Forecasting and Demand Measurement    (次重点)

a) Which Market to Measure?    

b) Demand Measurement   

c) Estimating Current Demand    
d) Estimating Future Demand    
  3．Identifying and Responding to Macroenvironmental Trends and Forces  (重点)

a) Demographic Environment     

b) Economic Environment     

c) Natural Environment     

d) Technological Environment     

e) Political-Legal Environment   

f) Social-Cultural Environment    

g) Shifts of Secondary Cultural Values Through Time     

h) Executive Summary     

2）生词与短语

    accelerate, tracker, dealer, invoice, intranet, scan, dine out, spot, census, clearinghouse, legislative, periodical, moody, manual, encyclopedia, capsule, incremental, exploratory, descriptive, ascertain, magnitude, causal, aisle, discrete, bytes, platinum, moderator, questionnaire, debugged, tabulate, biased, recruit, panelist, regression, heuristic, duplicate, penetrate, metropolitan, staple, macroeconomic, inflation, population explosion, baby boomer, racial makeup, illiterate, dropout, migratory, influx, emission, subculture

3）相关术语

    marketing information system, marketing intelligence system, marketing research, customer database, market demand, market potential, company demand, sales quota, sales budget
Chapter 6  Analyzing Consumer Markets and Buyer Behavior
一、学习的目的和要求
    熟悉文化、社会、个人、和心理因素是如何影响消费者的购买行为的，了解购买者是怎样做出购买决策的。

二、考核知识点

1）营销知识
1．How and Why Consumers Buy   （次重点）

a) Cultural Factors Influencing Buyer Behavior    

b) Social Factors Influencing Buyer Behavior    

c) Personal Factors Influencing Buyer Behavior    

d) Psychological Factors Influencing Buyer Behavior    

  2．The Consumer Buying Decision Process   （重点）

a) Buying Roles     

b) Buying Behavior    

c) The Stages of the Buying Decision Process   

d) Executive Summary  

2）生词与短语
    dispose, anthropologist, pitch in tout, laundry, skyrocket, rigorous, stimuli, stimulus, humanitarianism, aspirational, adhere, wield, tactic, cohabitor, niche-oriented, enthusiastic, impulsive, rebellious, conservative, emulate, autonomy, correlation, biogenic, screen, cue, generalize, discrimination, inhibit, lubricating, endorse, trigger, provoke, soliciting, depress, moisturizer, repellant, intuitive

3）相关术语
social classes, reference groups, lifestyle, postpurchase satisfaction, postpurchase action, postpurchase use and disposal

Chapter 7  Analyzing Business Markets and Buyer Behavior
一、学习的目的和要求
    了解什么是企业市场，它与消费者市场有什么区别，熟悉社会公共机构和政府机构是如何进行他们的采购、有组织的购买者面临什么样的购买形势、谁参与企业购买、影响企业购买的决策是什么、以及企业购买者如何制定他们的购买决策。

二、考核知识点
1）营销知识
1．What Is Organizational Buying?    （一般）

a) The Business Market Versus the Consumer Market     

b) Specialized Organizational Markets    

c) Business Buying Situations   

d) Systems Buying and Selling    

  2．Participants in the Business Buying Process   （次重点）  

a) The Buying Center   

b) Major Influences on Business Buying    

  3．The Purchasing/Procurement Process    （重点）

a) Stage 1: Problem Recognition    

b) Stage 2: General Need Description    

c) Stage 3: Product Specification    

d) Stage 4: Supplier Search     

e) Stage 5: Proposal Solicitation    

f) Stage 6: Supplier Selection    

g) Stage 7: Order-Routine Specification   

h) Stage 8: Performance Review    

i) Executive Summary     

2）生词与短语
    forestry, fishery, hide, tanner, derive, inelastic, fluctuate, reciprocity, leasing, clientele, surgical, bid, documentation, bureaucracy, proposal, automatic, contractor, dominate, elevate, multinational, decentralization, sacred, nominal, chunk, haggle, criterion, negotiate, adjust, aggregate

3）相关术语
   organizational buying, institutional market, fewer buyers, larger buyers, close supplier-customer relationship, geographically concentrated buyer, derived demand, inelastic demand, fluctuating demand, professional purchasing, multiple buying influences, multiple sales calls, direct purchasing, reciprocity, leasing

Chapter 8  Dealing with the Competition    

一、学习的目的和要求
熟悉一个公司如何确定它的主要竞争对象以及他们的战略、目标、优势与劣势和反应模式，了解一个公司如何设计竞争情报系统、如何给自己定位、如何在顾客与竞争者两者之间平衡取向。

二、考核知识点
1）营销知识

1．Competitive Markets and Competitors     （一般）

a) Competition and Market Attractiveness     

b) Identifying Competitors    
c) Industry Concept of Competition  
d) Market Concept of Competition   
2．Competitor Analysis   （次重点）

a) Strategies  
b) Objectives 

c) Strengths and Weaknesses 

d) Reaction Patterns 
3．The Competitive Intelligence System   （重点）

a) Designing the Competitive Intelligence System 

b) Selecting Competitors to Attack and to Avoid   
4．Designing Competitive Strategies  （重点）

a) Market-Leader Strategies 
b) Market-Challenger Strategies 

c) Market-Follower Strategies  
d) Market-Nicher Strategies  
e) Balancing Customer and Competitor Orientations

f) Executive Summary 
2）生词与短语
    ascertain, nicher, orientation, burgeon, rivalry, intrinsic, decline, barrier, bargain, upstream, substitute, empire, homogeneous, premium, assumption, anticipate, query, correspond,  licensing, scarce, restriction, salvage, flexibility, forklift, ultraviolet, resistant, lacquers, reveal, configuration, replicate, via, opponent, cameras, deodorant, quell, conceive, terrain, casino, impregnable, diversify, desalinization, fortification, flank, feverish, maneuver, beverage, counterfeiter, clone

3）相关术语
    pure monopoly, oligopoly, monopolistic competition, pure competition, cost structure, reaction patterns, position defense, flank defense, preemptive defense, counteroffensive defense, contraction defense, price-discount, cheaper goods, prestige goods, product proliferation, product innovation, distribution innovation, manufacturing cost reduction, intensive advertising promotion

Chapter 9  Identifying Market Segments and Selecting Target Markets
一、学习的目的和要求
熟悉细分市场在消费者市场和企业市场的应用，了解一个公司如何利用大众化营销有效地满足个性化顾客的需求，以及一个公司用什么样的目标战略来选择和进入最有吸引力的细分市场。

二、考核知识点
1）营销知识
1．Using Market Segmentation    (一般) 

a) Levels of Market Segmentation  

b) Patterns of Market Segmentation    

c) Market-Segmentation Procedure    

  2．Segmenting Consumer and Business Markets   （次重点）

a) Bases for Segmenting Consumer Markets  

b) Bases for Segmenting Business Markets   

c) Effective Segmentation  

  3．Marketing Targeting Strategies  （重点）

a) Evaluating Market Segments  

b) Selecting and Entering Market Segments 

c) Targeting Multiple Segments and Supersegments  

d) Ethical Choice of Market Targets   

e) Executive Summary    

2）生词与短语

    diverse, scatter, interactive, precision, splinter, bombard, telemarketing, delta, confrontation, lodging, tropical, minuscule, feather, optimize, logistical dilute, cobbler, robotic, bewilder, price quote, batch, doll, tricky, gender, occupation, aspiration, overprivilege, cohort, greed, ostentation, utilitarian, devout, altruist, charter airlines, bereavement, lure, cereal, mesh, competence, microscope, assortment, oscilloscope, modification, vulnerable, thwart, menthol, heritage, surge
3）相关术语
    market segmentation, niche marketing, local marketing, individual marketing, homogeneous preferences, diffused preferences, clustered preferences, geographic segmentation, demographic segmentation, psychographic segmentation, behavioral segmentation, multi-attribute segmentation, effective segmentation, selective specialization, product specialization, market specialization, full market coverage, targeting multiple segments, supersegments

Chapter 10  Developing, Positioning, and Differentiating Products
through the Life Cycle
一、学习的目的和要求
    熟悉一个公司在开发和导入新产品时会面临什么样的挑战，了解新产品开发的主要阶段以及如何更好的管理新产品，了解哪些因素影响顾客采用新产品、在产品生命周期的每一个阶段什么样的市场战略最合适的、公司如何选择有效的市场定位。

二、考核知识点
1）营销知识
1．Challenges in New Product Development  （一般）

a) Types of New Products   

b) Why New Products Fail---and Succeed   

  2．Managing New Products: Ideas to Strategy  （次重点）

a) Idea Generation   

b) Idea Screening    

c) Concept Development   

d) Concept Testing   

e) Marketing Strategy Development   

f) Business Analysis   

  3．Managing New Products: Development to Commercialization   （次重点）

a) Product Development  

b) Market Testing   

c) Commercialization

  4．The Consumer Adoption Process   （一般）

a) Stages in the Adoption Process

b) Factors Influencing the Adoption Process

  5．Marketing Through the Product Life Cycle    （重点）

a) The Concept of the Product Life Cycle   

b) Market Strategies: Introduction Stage   

c) Market Strategies: Growth Stage    

d) Market Strategies: Maturity Stage  

e) Market strategies: Decline Stage    

f) Critique of the Product Life-Cycle Concept

  6．Differentiation and Positioning Strategy   （重点）

a) Product Differentiation  
b) Services Differentiation 

c) Personnel Differentiation

d) Channel Differentiation 

e) Image Differentiation  

f) Developing and Communicating a Positioning Strategy 

g) Executive Summary  

2）生词与短语
    facilitate, videodisk, aircraft, modify, launch, entrepreneurs, percentage, pad, patent attorney, calorific, preliminary, symbolically, prototypes, accordingly, enlist, heterogeneous, authentic, acceptance, trial, checkout, alpha beta, semiannual, commercialization, blitz, campaign, presumably, prospects, rollout, simultaneous, sequential, diminish, drift, erode, secure, thrive, brute, stroke, stylus, withdraw, ingredient, ambivalent, duration, plateau, prior, condense, obsolescence, malfunction, vodka, cogent, deposition, stabilize, advocate

3) 相关术语
    new-to-the-world products, new product lines, additions to existing product lines, improvements and revisions of existing products, repositionings, cost reductions, business analysis, estimating total sales, estimating costs and profits, product development, market testing, consumer-goods market testing, business-goods market testing, commercialization, introduction stage, growth stage, maturity stage, decline stage, product differentiation, services differentiation, personnel differentiation, channel differentiation, image differentiation, positioning strategy

Chapter 11  Setting Product and Brands Strategy 
一、学习的目的和要求
    熟悉产品特征，了解公司如何建立和管理产品组合和产品线、如何制定更好的品牌决策、如何利用包装和标签等营销工具。

二、考核知识点
1）营销知识
1．The Product and the Product Mix  （一般） 

a) Product Levels   

b) Product Classifications  

c) Product Mix  

  2．Product-Line Decisions  （次重点）

a) Product-Line Analysis  

b) Product-Line Length   

c) Line Featuring and Line Pruning  

3．Brand Decisions   （重点）

a) What Is a Brand?

b) Brand Equity 
c) Branding Challenges

d) To Brand or Not to Brand?

4．Packaging and Labeling （重点）
a) Packaging 
b) Labeling  

c) Executive Summary

2）生词与短语
        be meshed into, physical goods, drill, augment, version, induce, adaptability, smoke detector, assortment, variant, module, basic platform, divest, harvest, vulnerability, stretch, infinity, incremental, boost, idle, entail, subcontract, logo, convey, warranty, positive, reigning, prestige, extension, credibility, befell, revive, pose, sponsorship, nuts and bolts, pharmaceutical, generics, spaghetti, appliances, configuring, powerhouses, blanket, novice, sheer, inertia, exclusive, cellophane, whirl, fantasy, fragrance, dilution, cannibalize, syrup, corrugate, impulse, affluence, aseptic, crush

3) 相关术语
        product mix, product classification, product-line decisions, brand decisions, brand equity, brand awareness, brand acceptability, brand preference, brand loyalty

Chapter 12  Designing and Managing Services  
一、学习的目的和要求
    了解服务的界定和分类，熟悉服务公司如何使其产品差别化、并提高服务质量和生产力来增强其竞争能力，同时了解产品制造公司如何改善它们的顾客支持服务。

二、考核知识点
1）营销知识
1．The Nature of Services    (一般)

a) Categories of Service Mix

b) Characteristics of Services and Their Marketing Implications 

  2．Marketing Strategies for Service Firms   （次重点）

a) Managing Differentiation 
b) Managing Service Quality

c) Managing Productivity  

  3．Managing Product Support Services   （重点）

       Presale Service Strategy 
a) Postsale Service Strategy

b) Major Trends in Customer Service
c) Executive Summary 
2）生词与短语
        differentiation, toothpaste, megatrend, phenomenal, judiciously, military, regulatory, intangible, mutual funds, intimidating, accompany, patronize, hybrid, psychotherapy, intangibility, inseparability, variability, perishability, seminar, reimbursement, flowchart, depict, goodwill, encounter, credence, brokerage, temporary, turf, affluent, hip, expectation, distort, scene, pledge, prescription, exponentially, lawsuit, paralegal, prioritize, minivan, bonus, disposable

3）相关术语

        service mix, service quality, monitoring systems, product support service, satisfying customer complaints

Chapter 13  Designing Pricing Strategies and Programs
一、学习的目的和要求
了解公司对首次推出的产品和服务如何定价，熟悉如何修订产品价格以适应环境与机会的变化，学习什么时候应该开始变动价格，对竞争的价格变化如何做出反应。

二、考核知识点
1）营销知识
1．Setting the Price   (一般)

a) Step 1: Selecting the Pricing Objective

b) Step 2: Determining Demand
c) Step 3: Estimating Costs   
d) Step 4: Analyzing Competitors' Costs, Prices, and Offers

e) Step 5: Selecting a Pricing Method 
f) Step 6: Selecting the Final Price   

 2．Adapting the Price    （次重点）

a) Geographical Pricing 

b) Price Discounts and Allowances 

c) Promotional Pricing  
d) Discriminatory Pricing

e) Product-Mix Pricing 

 3．Initiating and Responding to Price Changes   （重点）

a) Initiating Price Cuts  
b) Initiating Price Increases

c) Reactions to Price Changes 

d) Responding to Competitors' Price Changes

e) Executive Summary  
2）生词与短语
        adapt, vary, circumstances, fare, survival, abrasive, disproportionately, curve, inferior, equivalent, elasticity, woo, clipping, coupon, jeopardize, harmony, rigid, odd, ego-sensitive, quote, deceptive, countertrade, barter, sportswear, offset, ruble, zero-sum, impact, discriminatory, spray, perfume, clickstream, mortgage, sticky, ancillary, pirate, counterfeit, anticipate, augment, rescind, latitude, demoralize, panic

3）相关术语
        price sensitivity, price elasticity, price method, geographical pricing, price discounts, price allowances, promotional pricing, discriminatory pricing, product-mix pricing, price changes

Chapter 14   Designing and Managing Value Networks and Marketing Channels 
一、学习的目的和要求
    熟悉营销的渠道以及公司在设计、管理、评价、和修正其渠道时所面临的决策，了解营销渠道的动态发展趋势，以及公司对营销渠道冲突的管理。

二、考核知识点
 1）营销知识
1．What Work Is Performed by Marketing Channels?   (一般)

a) Channel Functions and Flows   

b) Channel Levels   

c) Service Sector Channels 

  2．Channel-Design Decisions   （重点）

a) Analyzing Customers' Desired Service Output Levels 

b) Establishing Objectives and Constraints  

c) Identifying Major Channel Alternatives  

d) Evaluating the Major Alternatives  

  3．Channel-Management Decisions   （重点）

a) Selecting Channel Members  

b) Training Channel Members   

c) Motivating Channel Members   

d) Evaluating Channel Members    

e) Modifying Channel Arrangements   

  4．Channel Dynamics   （次重点）

a) Vertical Marketing Systems  

b) Horizontal Marketing Systems  

c) Multichannel Marketing Systems   

d) Conflict, Cooperation, and Competition  

e) Legal and Ethical Issues in Channel Relations   

f) Executive Summary  

2）生词与短语
    intimately, merchant, boutique, fabric, delegate, relinquish, gum, discrepancy, disseminate, tremendous, superimposed, trash, redemption, recycling, relentless, dissipate, athletic, enfranchise, adaptive, partnership, solicitation, compensation, attainment, terminate, repercussion, contractual, symbiotic, agreement, proprietary, proliferation, multichannel, pneumatic, lumber, dilemma, alienate, entity, coincide, erupt, placate, pessimistic, advisory, council, cooptation, arbitrator, exclusionary, possession

3）相关术语
    marketing channel, zero-level channel, two-level channel, three-level channel, backward channel, vertical channel conflict, horizontal channel conflict, multichannel conflict

Chapter 15  Managing Retailing, Wholesaling, and Market Logistics
一、学习的目的和要求
    熟悉中间商的主要组织类型，了解它们的营销决策和主要趋势。

二、考核知识点
 1）营销知识
1．Retailing   

a) Types of Retailers   (一般)

b) Retailer Marketing Decisions    

c) Trends in Retailing  

2．Wholesaling   （一般）

a) The Growth and Types of Wholesaling    

b) Wholesaler Marketing Decisions    

c) Trends in Wholesaling    

  3．Market Logistics   （重点）

a) Market-Logistics Objectives    

b) Market-Logistics Decisions   

c) Executive Summary    

2）生词与短语
        forge, breed, bricks-and-mortar, hone, vending machine, maturity, assistance, privilege, breadth, florist, leftover, overwhelming, orchestrate, fixture, ancillary, arsenal, vaporize, tempo, casual, décor, trendy, gross margins, formulate, casual wear, crystal jewelry, condom, tenant, format, brew pubs, theft, spoilage, obsolescence, semiperishable, petroleum, terminal, consolidate, approximately, satellite, slash, intranet, extranet, fierce, winnow, destination, pallet, abet, inbound, converted, revamp, chug, labyrinth, boost, potent, elapse, hoist, pilferage, optimal, containerization, piggyback, fishyback, trainship, airtruck, 

3）相关术语
        retailing, wholesaling, market logistics, specialty store, department store, supermarket, convenience store, discount store, off-price retailer, superstore, catalog showroom, corporate chain store, voluntary chain, retailer cooperative, consumer cooperative, franchise organization, merchandising conglomerate, prepurchase services, postpurchase services, ancillary, merchant wholesalers, full-service wholesalers, limiter-service wholesalers, brokers, agents, manufactures’ and retailers’ branches and offices, miscellaneous wholesalers

Chapter 16  Designing and Managing Integrated Marketing Communications
一、学习的目的和要求
熟悉公司有效营销传播的开发和广告策划的主要步骤，了解什么是促销及促销决策的制定，以及公司如何开发公共关系和公共宣传的潜力。

二、考核知识点
 1）营销知识
1．Developing Effective Marketing Communications   (一般)

a) Step 1: Identifying the Target Audience  

b) Step 2: Determining the Communication Objectives   

c) Step 3: Designing the Message   

d) Step 4: Selecting Communication Channels    

e) Step 5: Establishing the Marketing Communications Budget   

f) Step 6: Developing and Managing the Marketing Communications Mix   

g) Step 7: Measuring Results    

h) Step 8: Managing the Integrated Marketing Communications Process   

2．Developing and Managing the Advertising Campaign    （重点）

a) Setting the Advertising Objectives 

b) Deciding on the Advertising Budget   

c) Choosing the Advertising Message    

d) Developing Media Strategies    

e) Evaluating Advertising Effectiveness   

3．Sales-Promotion Strategies     （次重点）

a) Purpose of Sales Promotion    

b) Major Decisions in Sales Promotion     

  4．Public Relations Strategies    （次重点）

a) Marketing Public Relations    

b) Major Decisions in Marketing PR    

c) Executive Summary  

2）生词与短语
    billboard, audiovisual, sweepstakes, lottery, rebate, trade-in allowances, charitable donations, stodgy, avantgarde, cognitive, aluminum siding, big-ticket items, emotional, unleash, wrestle, climatic, vocalization, texture, scent, trustworthiness, candor, apparel, proponent, dramatization, impulse, legitimize, antihistamine drug, allergy, explicitly, chihuahua, spawn, latitude, deductive, birthdefect, outperform, detergent, mount, austerity, pun, cohesive, blend, fantasy, deceptive, insecticide, bug, veteran, regime, assert visualization, fleeting exposure, hasten, banner, hotlink, cyberspace, circulation, marital status, dispersed, intermittently, hiatus appallingly, patronage, devalue, snowblowers, dilution, induce, offsetting, imparts, booth, constructively, lobbying, counseling, mishap, constituency, extinction, outrageous, upstart, spark, recognition, dress codes

3）相关术语
    marketing communications, target audience, informative advertising, persuasive advertising, reminder advertising, advertising message, communication-effect research, sales-effect research, sales promotion, consumer promotion, trade promotion, business-and-sales force promotion, price promotion, added-value promotions, samples, coupons, cash refund offers, price packs, premiums, prizes, patronage awards, free trials, product warranties, tie-in promotions, cross-promotions, point-of-purchase displays and demonstrations, public relations

Chapter 17  Managing the Sales Force 
一、学习的目的和要求
熟悉公司在设计销售队伍时所面临的决策，了解公司如何招聘、选择、训练、指导、激励和评价一支销售队伍，以及销售人员如何改进他们在推销、谈判和建立关系等方面的技能。

二、考核知识点
 1）营销知识
1．Designing the Sales Force    （一般）

a) Sales Force Objectives and Strategy   

b) Sales Force Structure   

c) Sales Force Size and Compensation   

2．Managing the Sales Force    （重点）

a) Recruiting and Selecting Sales Representatives   

b) Training Sales Representatives   

c) Supervising Sales Representatives   

d) Motivating Sales Representatives   

e) Evaluating Sales Representatives    

3．Principles of Personal Selling    （次重点）

a) Sales Professionalism   

b) Negotiation  

c) Relationship Marketing   

d) Executive Summary    

2）生词与短语
    herbicide, cyclical, configurator, automate, filtration, purification, paycheck, trophy, spa sessions, bribery, espionage, disparage, canvass, recapitulate, cognitive, dissonance

3）相关术语
    sales force, sales representative, sales quotas, personal selling, negotiation, relationship marketing    

第三部分   有关说明与实施要求
一、指定教材
《营销管理架构》 Philip Kotler  北京大学出版社  2007年第三版

二、自学方法指导

1、首先阅读本课程的自学考试大纲，明确本课程所用教材的编写原则、宗旨、特点、要求、内容提要及考核重点，才能有目的、有计划地进行学习，收到较好的学习效果。

2、每课学习的核心和重点在课文，因为本课程要求掌握的营销与广告知识和语言技能主要在课文中体现，考生应认真研读学习课文，彻底理解掌握重点、难点，融会贯通，才能学好其他环节和部分。

3、结合课文认真学习每课的小结部分，勤查字典或其他工具书，多思考，经常性地进行市场观察与调查。

4、如有条件，请教他人、互相切磋、参加辅导均会取得更好的学习效果。

5、语言是语音与文字的结合，尽管本课程不是口语课，但也不要搞成“哑巴英语”，应尽可能地朗读词语和课文，做到能对课文内容做概括性的复述。耳、口、眼、手、多渠道结合起来进行学习，会收到更好的效果。

6、为印证所学的知识和技能，扩大语言经验，除认真学习必读教材外，在时间和其他条件允许的情况下，应进行一些课外阅读，如《中国日报》上的有关市场文章和广告专栏（版），国际商报社出版的英文International Business月刊，外国报刊Economist, Financial Times，Asian Wall Street Journal，Far Eastern Economic Review, Journal of Marketing,, Advertising Age等，学习时采用泛读方式，速度要逐步加快，不要朗读，不斤斤计较细节。这样把精读、泛读结合起来，会更快进步。

7、营销与广告知识英语涉及基础英语、专业英语、经贸知识、现代营销学、广告设计等多个方面，通过汉语获得的营销与广告知识对学习本课程也有积极的帮助。

三、对社会助学的要求

1、要把握社会助学的正确导向。社会助学单位和辅导教师应根据自学考试大纲规定的学习要求和考试要点，认真研究指定教材，明确本课程的特点、学习范围和学习要求，对自学者进行切合需要的辅导，并从学习方法上给以指导。特别要注意引导他们全面系统地掌握课程内容，不搞猜题押题，防止把“助学”变成“助考”。

2、要正确处理营销与广告知识和实际运用英语能力的关系。引导自学者一方面了解和掌握对现代营销学方面的基础知识，另一方面则通过辅导、阅读、讨论、做作业等方式，扩大词汇量，复习巩固基础英语课中所学到的知识和技能，进一步提高实际运用英语的能力。

3、要正确处理一般和重点的关系。课程内容有一般和重点之分， 但两者是密切的联系、不可分离的，不掌握全面就不可能深入重点，而且考试的内容是覆盖全部课程的。因此，社会助学单位和辅导教师都应指导自学者全面系统地学习教材，在学习全部内容的基础上掌握考核要点。要引导自学者把全面理解和重点深入结合起来，切忌孤立地抓重点。

4、社会助学每周最好6 - 8课时，学员课下再投入6 - 8小时，一年完成。

四、关于命题的若干规定

1、本课程的考核和命题严格依据本大纲的要求进行，考试的范围和标准要求客观规范。不因考生水平或对象的变化而扩大或缩小范围，提高或降低标准，考试内容要覆盖全书，适当突出重点。

2、考核内容中营销与广告知识和英语技能并重，但试题并不截然分开，大多数试题既体现对知识的考核，又体现对语言技能的考核。

3、试题的平均难度相当于教材的课文。为体现层次，拉开档次，试题难易程度分为易、较易、较难、难，比例为2：3：3：2。

4、每份试卷中，各类考核点所占比例大约为：重点占65％，次重点占25％，一般占10％。

5、试题形式一般有：词语翻译（包括汉译英，英译汉两部分），词语解释，完形填空，阅读理解，案例分析、回答问题，英汉互译等。

6、考试采用闭卷笔试，考试时间150分钟，采用百分制评分，60分为及格。

五、题型示例
第一种题型：

Define the following words or expressions in English.  

Marketing:

Marketing Mix: 

第二种题型：

Choose the best explanation from column B to match the words (expressions) or terms in the column A.  

A                                        B

         1.  Consumer goods        a.  a marketing strategy by which a product is sold with the use of devices, such as games and free samples, to attract attention

         2.  Sales promotion         b.  total revenue minus total cost

         3.  Profit                  c.  goods that satisfy the final wants of households, also called final goods

第三种题型：

Fill in the blanks with the words or expressions given below. Change the forms if necessary.

	but  sell  note   illustrate  marketing  invents  which  lower  through


Marketing deals with identifying and meeting human and social needs. One of the shortest definitions of __________ is “meeting needs profitably.” Whether the marketer is Procter & Gamble, which notices that people feel overweight and want tasty _________ less fatty food and invents Olestra, or CarMax, which __________ that people want more certainty when they buy a used automobile and__________ a new system for __________ used cars; or IKEA, __________ notices that people want good furniture at a substantially __________ price and creates knock-down furniture—all __________ a drive to turn a private or social need into a profitable business opportunity __________ marketing.

第四种题型：

Fill in the missing words.
The advertising objective should emerge from a thorough analysis of the current marketing situation. If the product __________ is mature, the company is the market leader, and brand usage is low, the proper objective should be to stimulate __________ usage. __________ the product class is new, the company is not the market __________, but the brand is superior __________ the leader, then the __________ objective is to convince the market of the brand’s superiority.

第五种题型：

Cloze test

Before developing their marketing plans, marketers need to use both rigorous scientific procedures and more intuitive methods to study  __________ ,  which is influenced by four factors: cultural, social, personal, and psychological. Research into all of these factors can provide clues __________ how to reach and serve consumers more effectively.

To understand how consumers actually make their buying decisions, marketers must identify who makes and influences the __________. People can be initiators, influencers, deciders, buyers, or users, and different marketing campaigns might be targeted to each type of person. Marketers must also examine buyers; levels of involvement and the number of brands available to determine  __________ consumers are engaging in complex buying behavior, dissonance-reducing buying behavior, habitual buying behavior, or variety-seeking buying behavior.

1. a. consumer behavior   b. consumer plan  c. consumer need    d. consumer want

2. a. when              b. if             c. and             d. as to

3. a. consumers          b. buying decisions c. consumer behavior d. these factors

4. a. what               b. which         c. when           d. whether

第六种题型：

Reading comprehension

      Advertising often has a critical role in developing a brand's equity. Advertising is particularly effective when a brand is differentiated from its competitors on dimensions important to consumers. For example, in the early 1970s, Life cereal was advertised as a nutritional cereal that tasted so good that even kids would enjoy it. Life's advertising featured Mikey, a young child who disliked most foods, but who liked the taste of Life. As a result, Life cereal's share of the cereal market grew from 1.8 to 2.5 in the six years following the onset of this campaign.

       Advertising is also an effective vehicle in stimulating the growth of many parity products. Although different brands of peanut butter, detergent, bottled water, analgesics, and cough remedies do not have unique benefits, they often have quite different market shares. For example, Advil has a dominant share among ibuprofen analgesics, and Jif is the leading brand of peanut butter. Advertising for these largely undifferentiated brands accounts for their market share dominance.
1.  Advertising often has a critical role in developing a brand's equity. Because 

a) people prefer brand.
b) people prefer advertising.
c) brand is the greatest asset of a company.
d) brand awareness comes mainly from advertising.

2.  The rapid growth of Life cereal's share of the cereal market shows that

a) the advertising strategy of Life is right.

b) Life cereal is nutritional food.

c) people love Mikey.

d) people dislike other cereals.

3.  The term “market share” in the second paragraph means

a) the share of market
b) the price at which a seller is willing to sell.
c) the proportion that a company has of the total volume of trading in one kind of goods or services.
d) the stock one bought from the market.
第七种题型：

Read and study the case below. Then answer the questions.

The famous fast food company, McDonald’s, launched Campaign ￥6 to help it compete against rivals like Burger King and KFC. They had a six-week promotion costing ￥320 million. McDonald’s offered a McChiken (a type of hamburger) for ￥6  instead of ￥10. When customers were at the cash register, they found that they had to buy French fries and a drink at the full price to get the cheap burger.

1.  Why do you think this promotion was unpopular with McDonald’s customers?

2.  How do you think McDonald’s dealt with the situation?
第八种题型：

Translate the following into Chinese.

A. term translation

1. Brand equity 
2. Market share 
3. Marketing channels

B. sentence translation

1. Change is occurring at an accelerating rate; today is not like yesterday, and tomorrow will be different from today.

2. Marketing deals with identifying and meeting human and social needs.

3. A global industry is one in which the strategic positions of competitors in major geographic or national markets are fundamentally affected by their overall global positions.

C. paragraph translation

            Marketing means more than simply advertising or selling a product; it involves developing and managing a product that will satisfy certain needs. It focuses on making the product available in the right place and at a price that is acceptable to customers. It also requires transmitting information that helps customers determine if the product will satisfy their needs.
第九种题型：
Translate the following into English.

A. term translation

1. 均衡价格
2. 市场开发

3. 市场份额

B. sentence translation

1. 市场价格是指由供求关系所形成的价格，即当前的公平市价。

2. 许多经销商过多地关注他们所提供的具体产品，而忽略了由这些产品所产生的利益，这是相当错误的。

3. 企业必须设计一个市场营销部门来实施营销战略和计划。

C. paragraph translation

1. 当今的广告公司正在发起一场独创性的革命。但这场革命并不一定来自创意人员。越来越多的创意导演走向媒体部门，使得他们最佳的思想能创造出更好的效果。媒体策划对新的广告战来说，不再是既成事实的补充。

2. 有魅力的品牌名称能引起消费者的强烈偏好。世界各地的企业为了使他们的品牌获得全国乃至全球的承认和青睐，不惜重金。或许，职业营销人员最与众不同的技能便是他们创造、维持、保护并增强品牌的能力。

第十种题型：

Answer the following questions

1. What are the main steps for a firm to price their products?

2. Are retailers and wholesaler different? If yes, what are the differences?

第十一种题型：

Multiple Choice

1. Marketing people are involved in marketing 10 types of entities, goods, services, experiences, events, persons, places, properties, organizations, information, and ______.

a. Education

b. Political candidate

c. Ideas

 
d. Organized religion

 
e. Supermarkets

2. ____ is directly related to perceived performance and expectations.

a. Customer service

b. Customer churn

c. Customer equity

d. Customer satisfaction

第十二种题型：


Choose True or False

1. Customer perceived value (CPV) is the perceived monetary value of the bundle of economic, functional, and psychological benefits expected from a given market offering.
True
False
2. A profitable customer is one who, over time, yields a revenue return that exceeds by an acceptable amount the cost of attracting, selling, and servicing that customer.
True
False
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