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OF R BRATHY BT RE B (SO

(B TS Rm ) RSB TH S FhEht - (EiiaaikE s  RHERR
A — BB - TR
(A) EIFEb
(B) #EK1t
(C) ARLAb
(D) &1k
2. (EET#HSw) RESIKCAASEE RSB PERET - THEERAE
I ?
(A) BHES—HTH
(B) i TEAYIEE
(C) WTOEEHES
(D) &BRmEERAR
3. (EFE TSR ) —(EEFEFEE NS IE A NERNERE -
EfE Ry
(A) EIFEb
(B) #EK1t
(C) ARLAb
(D) kb
4, (EEEITHHERR) T iT8H4HE . (marketing mix ) SHE Ry 4P > RELFE T
H— &) -
(A) FEMmRE
(B) EfHZRHE
(C) HEEESRNS

—_

(D) HAFsoeHs
5. (EIFETHEESR) HRZEUHEERIRE S HREAGERAEAT » PR — (=]
BHYRE - TR -

(A) M5B
(B) AEEIRL
(C) mHEK
(D) AEEEKL
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6. (B THE ) BEEEERIETHEIEEINT - LRE ERHSH A EK
TR R E B eRE T Fly
(A) BRI
(B) ZicHula &
(C) &R
(D) EERFLEFE
7. (EIETHEER) 2GS SUETAISEY - DIEREFREKN B
&
(A) mHEEHKL
(B) AE2IK(L
(C) MHEFE(L
(D) AEBFE(L
8. (B TS ) MEMIR bz ) FAI  RIBSEEERZENA K
onE 2 R i T EEHE ) VES)  BLEERE AR (AR R EERA
HEGERT B IEZR » Tl By
(A) mHEEH(L
(B) AE2IK(
(C) AEBEE
(D) TMHEREE
9. (BEFEATHHESN) HHER R (Michael E. Porten)y ' {E{EH## , 7047 - (E{EH#EE
T FEUEE) R GRS - B R EURE N BRE NI 7
(A) ATEREHE
(B) E&ii%
(C) 1188
(D) #4iE
10, (EPRITHYZE R ) Wi—(E4HLRFS 1995 41 B 1 HAk1r - Hpkir > HHERE
EAHE S > WEEZIESH - DB EEE 58 - FREE SRR
MBS ERATR 5 5 bt 2
(A) BREA(EU)
(B) 5 Z4HERWTO)
(C) MHFRRSLLHABWMO)
(D) 54 4HER(WHO)
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1. (BIFRTIHER ) FTHRE TR - B rassHuEs A~ afh Mo
fa35 ?
(A) EHERAHYRER
(B) FHZAYRCR
(C) BUFHISZHY
(D) ERYREIR
(EIFEATIHE ) —RORER > RSRFHEEBSNT A A - HEPR(EEES
—PEEE:
(A) EBHCHHFHETAFHN
(B) fEARAIH
(C) BYINEFRE
(D) ZEEHpELL
13, (EUFETTERH SR ) Sheth etal.(1991) {ERHEEEE T Rir 808 > Hop A ERE
NIEE 7
(A) E#EE
(B) XLEE
(C) EEEE
(D) ZhREEE
14, (BIFRTTEH SR ) HARHEE RS AR e EEE LR A
BB GG AL S - ER TR ?
(A) E#EE
(B) 1E#EE
(C) HEgHEE
(D) ZhREEE
15, (ERRTTHHER ) S AR - IEEBUCAGIE A - BOUTPRIZHIIE
Mt G IEEES - B EE:
(A) EHEEE
(B) 1E#EE
(C) EMEE
(D) XLEE
16.  (EUMTIAERR ) Tk T GIEHE  BINIO ) N=AB AR
#m o = A i R E M R
(A) REEM
(B) BEdn
(C) HilEEEM
(D) ¥t

12.

[\
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17, (BEIRfTiHER) 28R  IpME R ag8dURRRESLTE
AEAE
(A) BEEIREICL
(B) REFRRAIESEE
(C) BUFEIRRU AR R D
(D) EOLEHEN
(PR TOH S ) B Z B I an iR - FTRE eI Ay B R RIS
H > BER— R E ?
(A) DIEE(EE
(B) 1E#EE
(C) HEHEE
(D) E#EE
19, (EIFEATIHERR ) o] A S8R E SR AT SRR TER = BK - KREMD e PR A
(A) TREHREEL
(B) &BkFHMk
(C) &R EAEMTELE
(D) &=EERAL
20.  (EUMSATENE SN ) EREERITIHERET » BSEI b EAE R — {1 DA_E 5485 -
WAL E CHYBERES ) TR
(A) FEAFCR
(B) HUHLK
(C) HUERER
(D) JefSES
21 (B TI S ) MEEEAFEEEERREAHENTES > —&Jk
st EMEEEEEREE - e LB E TSR ?
(A) tt&EHEE
(B) E#EE
(C) EHEEE
(D) 1E#EE
22. (BIEfTiHEm) RESILEETRMEATIEINTS - AEGMEES ?
(A) CEEES
(B) JefSES
(C) HURES
(D) [HESES

18.

(020]
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23.

24.

25.

26.

2.

(EIPErTHHERm ) (R KEARE » N[ E N B e A E R TS
g ?

(A) EERHEFRTENR—E

(B) BHEX FEREETS

(C) HERATHIVERTT

(D) &RHEHERTFORAA—E

(EE T8 SR ) NIKE DLEEBKAR 2 & (Jorden) HyanhBE A - &t
N Ey Bl EFPTEdlE - FrL Rl DURESHIF TGN - B Ay

(A) BT

(B) NERTHH

(C) AT

(D) #EEa{THH

(BRI TR ) ST BN TR IEE IAEE » BT s
LR RS KEg R ABINGE o SR ES ?

(A) EhE{EE

(B) LB

(C) HIEES

(D) ({HISES

(BIPE TS Rm ) (A T E A R R 7= EERAHE B NS
VEH > B 2BKEE A (elobal integration) SRS ?

(A) THEHLEH

(B) ZyrHuaiE

(C) &EKHFLER

(D) &L

(EFE T Eem ) EREINRKEEBFZRAH.V. Perlmutter) iz tHES B A
HWEETE > Hhfl—IEERREEEEFIA > 2R TE48 EPRG
=t ?

(A) THEHHLEH

(B) ZirHuiam

(C) @ERFLEH

(D) &L
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28. (B TIHEm) PS5BS AL o Bl B 1 A e BIFTRE 2 BT
OB N ER o EER » W E A CEFE M B EER o bR
TETTHH B TR )

(A) ZITHLEE
(B) &ERHLLEA
(C) HBEHLER
(D) &I

20.  (EIFETHESSR) EHE UM S @RS BIFRE - WA F] S i
SR ANASEEGEETE] o R T E R 7
(A) BEHLER
(B) @i
(C) ZEERHLLER
(D) ZITHLE

30.  (EUPRTTINGSm) o EE G EURERAFIE ST A SR AR - (Rl
PR B E K Bl S Ay SRS - NIEES ~ 5113 ~ e~ RHEE S T8
e > # RN S B A FACR EIRIESTE] o LRy (I RE T B AR
(A) ZEERTULEH
(B) BHEHLLE
(C) @Ik LA
(D) ZoTHuEE

31 (BUPRTTIHESm ) BAE BT G BT - BElmearar ~ Aok A

K SRR - RS EE ?

(A) ZhREEE

(B) E#EE

(C) EHEEE

(D) 1E#EE

32, (EURESUERREE) (EBIPRITHEE » HEEIT RBEE SRR L RER
(A) BUaH#E
(B) {bMiE
(C) e
(D) fEAEREE

33, (BIESUEERER) LRV ER A B E LU ?

(A) FEE
(B) &K
(C) =&
(D) #H

i
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AFRATEN SR [ ABRITEY TT % ] A

34, (BIFESLIRER) MRIBERATE (Hofstede) 7F 1980 FEARHAVESEI S Loy
Mz et - UM AERIE?
(A) FEJIHEEE
(B) FMltEEA R
(C) HHERFHEIETFE
(D) Ja\ba
35. (EIECSUERREE) EEEERAEE T - DUTE BixEEAN RS E ?
(A) {EA
(B) Bz
(C) A
(D) Hkri
36.  (EHIFESUIEIREE) MR BRI TERAVER: - BRAREISCU BB+ EE
0y > INRSUE I EREE BRI ER
(A) HEREFT
(B) #H&E
(C) 1T8HdE
(D) EfME
37, (BUFRSE3REE) B S(CHVRFE AL - DU A Rk 2
(A) YERZEHRREEN
(B) UBZAILIES VR
(C) EMRA G #EE
(D) bR RIRNE) SR ATE
38, (BUFRSE3RER) “UERVRTE RN EE oI ?
(A) =8t
(B) #AIME
(C) 8%
(D) B
30, (BFRSE¥RER) RIA N FE AR EEELERERE - I A FIEEY)
AREFEEI T RN AZ IE 2 2 -
(A) bEE
(B) (E{EE A%
(C) £5HEE
(D) BUFBUR
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B

40.  (EFESABEE) e AR B RS R ZERE E 50
AL B B (E AR e — (B e R R 2R B R -
(A) XMbEfE
(B) BE—k
(C) &BYEb
(D) HIkFAEA
41, (EESBEE) e B AR AR FEAE & -
(A) XfbiEE
(B) mE3E/EE)
(C) FEREEsL
(D) FAfTHF
42, (BEFESBRE) BfEEER (Edward Hall) 38 AfAERES (silent
language ) A AfE FESERY - @& T2~ WEME ~ KEaE= - iDL
-
(A) EiE
(B) foefe
(C) JRfT
(D) FHL
43, (BEPES B3R5 ) SEReAEEaH4RTT 4% (GLOBE) WstatEH - k&
TERFHEFRITE (Hofstede ) AL Z Bl =M (A HEE MRS - FEJIEE
i~ B A TEBERE ) 240 SYNEEE T /NERE - DUNMTEE
JE?
(A) NIFE[H
(B) BRIl
(C) BFNEERETERE
(D) BRS7
44, (BIFEBEERE) s TAXIEEREE PSR (GAM, Global Account
Management ) B§ > NHIEIENG IERETHETEZE ?
(A) BEFEHEX EEA™E
(B) FRERMEaYYME K
(C) BHEEENRIREP&LHA
(D) RlZEs&ImA e F4gss
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45, (BIFESBERER) AR RHTE (Hofstede ) 1980 FEHRHHIES B L1
o TAHEEME AR ) A DA E (A HEE T AR IR 2
TR St g e R RR R > MBS EER - &
HE IEFUR U R R AU A BT TT B - DU R EA S S
TEMER B FE R B R e 2
(A) il
(B) Hish
(C) fiZER
(D) FF=

46.  (BUPRSEERET) NHIMMER SR 2 S b Ry EE A SR ~ T3 BRI ELE]
iy ?

(A) AR
(B) ZE
(C) HA
(D) Btk

41, (BB ) Fa BB BV E R > AR
(A) KREBFAIEE
(B) HEARR
(C) #RHLFERH]

(D) #ARZHREA

48, (BPESbEREE) B R | OHEE N E PR E A e 4 B R B AR
B EREEEME 2 ) By 0 fEHVERRE UL T2 B AR P B — (PR
FlE ?

(A) HEEITR
(B) &R
(C) AR
(D) REEH

49.  (BPESUbEREE) Bk T EBSNTSGE o AR E S A
H? B fEHVERESUE N ZHE BRI — (P E e 7
(A) HEEITR
(B) &R
(C) HEHE
(D) REEH
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50.  (EEREST(LIBEE) (EHRES (low context) SZALAHEIA SRS (high context)
ALME » gHIRA—EEE 2
(A) ANBEEmEFg I Tl Aass ) SGEER 2 E R
(B) XFoZESu LU EH T B EN A SR
(C) FE—EEmEAE GRS RERNA A EFEE
(D) EEREZIER ~ By - R
(PSS EEREE ) BEAINEYISE—fEE A (e HyT
H. o
(A) HEBEE
(B) JIR{TEUELE
(C) EBUEE
(D) FrEBUEE
52. (BEIFESULIRR) BEEARFEBIR FEEEHE A E A/ NREEEE0R » 2R
B S BRI R & ?
(A) WE4TE
(B) FECUE
(C) EEE=
(D) tEiEE
53. (EIFESULIRR) BENAEEZERBHEHE N B R
DU e g i e i i T TR 2 BISR 2
(A) ZEH
(B) HA
(C) LLEa%]
(D) FarfirfH
54, (BIFESLIRER) T P77 B s Reeez OB TrviE=E - mERAA
RUBETFAE BB HEEs | - IEACIERE T 25 E M (BEdward Hall) 2
fAZEES (silent language ) AYWFFEEAAY 2
(A) BE[E
(B) Z=fH
(C) KiH
(D) fopes
55, (ERESBIRER) HANEEZEMbERZE » £ H ARRA TS
P&G FTHUR 25658 2 S = T 5 A R 2 B bR R A -
(A) BT ES
(B) EMARPRAELEEE
(C) ENARRMLEE
(D) BEHVARPRAT ELrs

51.

—_

10 WHEFR , sEAVRAE



TIMS 1784 5 3ERE /)70 57%

56.  (BUPRSE¥REE) di—REEERE PRI - (EFd ety - (EHVES
SCEESE A A JREE ) > sERIRE R RC - S BRI W HTE
) RIAE
(A) ERESUEARE
(B) #EEEAHE
(C) HRIFRIMIR G
(D) HESELRS
57, (EIFESUEEREE) A Y 7 hn i AE S BH BR N S i H B by S
1B?
(A) T
(B) BEdh
(C) EXEehRss
(D) FHEm
58, (EURESUERRED) SR BIRSHEIRE A SRR - HA T REA/ OB E]
EHCSUEEE R o AR IGHIBERE - N YR B S LAY AU (R RERY
UE ?
(A) HLIEZFER R R EEARR
(B) BEXH g ek
(C) [EIEHERLIERFRI NS E
(D) AR TR RS a5
59, (BUPRSE3RER) LU NS Rt WS By plie 2 B e idk - &2
SEERAYIE ?
(A) EfEsaHAN Bl R Bl Seaife )
(B) #ZfeaRA > RIERKHEAIRIE
(C) e > R ELAS S
(D) IXACEEEONA - JERZ e o PR oR
60. (EIESUERREE) MR —(Ettgrhayihfr - EEEREES E
HZERIMARAE -
(A) FHEUEM
(B) BUFBUR
(C) BAREER
(D) #HrE
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61. (BEIESUEERER) B —mdlss JHEE LS ERSRY ¢ T RREIR T2
RIBRVEIE | o BTG UE NI ELZ LB RE e Z e
(A) =E
(B) k&g
(C) ek
(D) fFEA

62.  (EUFESUERREE) YRR T 3Xb OB - (A& RgiaRey ?

(A) FEEAR&E U ET - RS E BB EEREEE TES
EOpEE:

(B) HEIMVEERH @ BRR s AR

(C) MREESUbRYHIEME - B~ ZZR SGHEN AMNERNGEER

(D) FERFESEIMER S - DA ERRNEES - MIHEEBEER

63. (BUFRSE3REE) BN EERERVRIE R R E st Bl B RS

EE T RERE A E

(A) HiIsEAH S

(B) #EHlIsk

(C) HEEEREH

(D) BrEEIRHS

64. (EIESUEREE) BRiEREEREESAVAT & SR - e A A

R AR A A IR R ?
(A) HBEHEE
(B) 1HEMERES
(C) LhExMERES
(D) smaslbEfEs
65. (EIEATHHATE) BfTHEECHBEFAEG HIRERE T E » (HERH
R R AW R (OO0 R A m @i T H - Ml A A S A R 2
(A) SUEREEM:
(B) ML RHEEME
(C) IHEERHHEM:
(D) EmmFHEEME
66. (EUPRITEHIAST) Ayt e Bt rh o M6 FaER 2 85 > IERFER A 2510
FRE A B BRI — G > RIEHRE = E Kb HAER  BEEE
e R 2R s R = ?
(A) [olENE
(B) PTHE
(C) HEEGENE
(D) EEFE
12 WRIERE, sBARHE



TIMS 1784 5 3ERE /)70 57%

67. (EIFEfTHASE) EHETERESER - SR EE RS BRI H
RRRAVE R » HILET AN REEPET - Eats gl s riEfE
9
(A) tHEFEKMRSi(social desirability bias)
(B) 1&Fi14: (R % (courtesy bias)
(C) Mm% (psychological bias)
(D) ERIE{m:%(environmental bias)

68. (EUFEATENNIZE) EERITIHZE AT bRy A B T e A TR ZA
[E > YA R EAVER ?
(A) TTIHRRBEAR
(B) HahHUTHE
(C) R hByE(L
(D) 1TEHMTFEA FIHYESERE
69. (BUFRITIHWIZE ) ANGER R Rt £ BAEAG IR ST - T a2

RIE?
(A) AR OIRER, - TEGERAE =
(B) X$FHEELLANIEE > LB EREE(CAERE
(C) (ERAXREER  SBUERTREEV AT
(D) &EEIFEsRAs - BEERAEE ST ft 2 BrE - B
FRA MR ERE
70, CEUFETTERBISE) N AIRE RS A A B s =15 5 ?
(A) EmHEEE EER
(B) EEXFER
(C) #EHOHEGER
(D) EmAFEIMSHRRER
71 (EUFETTERRISE ) ARELLURE S EREEA R Z g A A FHEeRE
HIEMEAMHEERNEERRARZER » BREAEAHETENR ?
(A) AEAMHZFME
(B) & HFEME
(C) THREAHZFEME
(D) EmAHEME
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72.

73.

74.

75.

76.

(EFETTEISE ) B A EI(P&G)REZ I =& A T Mi4s BRI =
I AT R fE AV R T Ry WS e AR e )T Bl & & AR &
IR SR TE 7

(A) &ML

(B) fEEERGEHEEA

(C) BZEWFE

(D) EEaetz

CEFETTEEI9E ) HH—Ar AR LR ERES - 6 H P S CBlEE R
3 HRGRF RIS — U AR SRy RRRERVEIEE 2 R G H S SRR
AL o B iR EfTERES - WP TGN F R BRI E R R A I AR
HURER © S EEEE 720 ?

(A) [ElHEEE

(B) ~Prr#ieE

(C) fEEGEIEE

(D) FEHEHEE

(BRI THAMTIE ) IR REE AR R R N e - At - 58
B P B B B L L B HE R el o AR E R T = A G
E ?

(A) Brigaisk

(B) AF#hsk (REEFERN)

(C) fEEREEAG L

(D) #FHEE

(EIPEFTHEEIH4E ) Sunbeam /A F]ZE 8B HEFA4E ~ (HEEEER SR - B
AEIFIRE AR E N TR » MERERENREZ TR » ST
PR 220 B 3 DA S et e AP T3 e e B S Y (SE I ARL A - B TR R 5T )7
£

(A) THEEHHZEE

(B) AMEHEEMHFT A (ethnographic)

(C) FEEMITE

(D) EEaetz

(P TERIAZE ) N ARSI e & (o 2 A AR U &R 2

(A) BRAEERSEN B mI R

(B) #HZRE=EEZXL

(C) MR HEZET bR 2 A

(D) ERET LB &R aEHTEN %
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77, (BIFEITEANTTT) HEIPE D EE T BN SRR EE T &
BERRHEESENRRA 2 1% - ST S G E mE Gt ATEa - NyIoiE
A AWADr S N
(A) BEZEAWHSE (exploratory research)
(B) #HUtMERH2E ( descriptive research)
(C) KHNEAWTZE (causal research)
(D) PAEEHES
78.  (EIFEITHEMTSE) PRI ER BRI AR RANSER - BT
SEEEEPZIEEE R ZIEE  TIUERAR?
(A) HEMEHEERE  DHSEHEISFE X
(B) ~HEATT - ZORZEHES
(C) [HRAEHTT R NS ZIBEENE L (AR EhRE

HEEL
(D) #HEETEEBREEEEH - BUERGRT-E > #ZahEEh
[ 78 T L

79.  (EFETTEAMTTT ) (EoeMekrh it e 2 AR 205 Ky T et drai Bm4a 7

HprEE 2 [ e R R ?
(A) HEFEKAEHR(social desirability bias)
(B) 1851 {Fma%(courtesy bias)

(C) LHEME{RER(sychological bias)
(D) BiE{Fa%(environmental bias)

80. (EUFEITEHIASE) fTEEAIC AN &/NIA - TR TG S 1 e A R
ERITEEEE fOAREE N E 1 0 oy plHE T - EREETE 7=
T2 ks ?

(A) ZEEfhR(Cluster Sampling)
(B) Z4hhtE(Systematic Sampling)
(C) 4rf@Hht(Stratified Sampling)
(D) ZFEEKHhR(Snowball Sampling)

81. (EFEITEEIASE) NI &R )T =UE 2 e HAE A S sl ey b

BERHIE 2
(A) ZEEfHR(Cluster Sampling)
(B) Z%ihhtE(Systematic Sampling)
(C) 4r@Hht(Stratified Sampling)
(D) ZFEEKHhE(Snowball Sampling)
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82. (EUATINNIZE) MGV ETREZER — QA EREHR - AFEEIZHY
BTG TR ez BRI SR > 2R ?
(A) RUEMHZFM
(B) b=
(C) MhatHEME
(D) ZThREtH=E

83. (BUFRTIENIZE) SUE ERVER ARG LT RE G A A > T
B (B 2R A i = B a2
(A) HA
(B) St peii (s
(C) &&
(D) E

84. (EUBATIENIZE) TR L EMARHL = 55E BN E 2 B E NS
& ?

(A) FEBLEEES(Focus groups)
(B) KNEMEWFE(Causal research)
(C) BEEEF(Attitude scaling)
(D) HEHi#HZ2%(Direct observation)
85. (ERETTEEIST) TAl{EE A A BIER AT SN A A 5 FTER?
(A) HEHEOIEHEEE
(B) HEEWYIAT FelE
(C) BIFEZEEAL
(D) m&EIRE
86. (EIFEITEHIASZE) TR MIFRR MM T2 B2
(A) fSFEH
(B) JERRELSLE fRE
(C) HRERMATTEER
(D) girise 2 @5k
87. (EEITEEINST) THIRTAE R4S 2 (858G - 738 RdfE 2
(A) MHEAEGHE L TR E D B 2 BEAS
(B) MHEAEATEEE AR B R
(C) MHEANEGHE L B E R BERE T 2B E I ENER

R P
(D) M ESHEEE > B - SENEENE RS2 E L2
I
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88. (EHFETEAMAST) = —(EfTEMTE N BB FR(E B AR G
e > B gt 7 EZEREL ?
(A) B =(open-end)
(B) EAsE(close-end)
(C) sBEEZ= ¥ (semantic differential question)

(D) RJEF{(scale)

89. (EPE{TIHIAIE) THIMF—EEE N BE i B R — L E MY
F o AM&RARZ i ERE R 2 Bk > FEHE R R O A FE P DAY RS
[EEHRREE 9

(A) FFEB#AEZA( Word association)

(B) AJT5EREZ( Sentence completion)

(C) #EE5EREEStory completion)

(D) FRE%EHES(Thematic apperception test, TAT)

90. (EIEATEHIIE) T 5l A TEIPE TERT IS - AR ERT S
Z R AIBERE?

(A) FHwR
(B) ®/brlEbigtE
(C) E=8EE
(D) HEA
Ol. (EFEfT#AMZE) T HAENBEE R - U—fEEhEdOm i (E ? | 0 5

[]_E ol P 4 o i EE R 2 R H AT RE o A T e e R A ol i 2
(A) SIEMERE
(B) FREMEMAF
(C) EEEHE
(D) AfhEtrErE
92. (BUEATIHWIZE) TEIAEal IR ar G i A 2 Bk 2
(A) EFNHMARELES
(B) [ElffREyK
(C) ZEAwiMAm=
(D) HEAMEE 2 HEEATER
93. (BUEITIHWITE) FABEQFYUETHES S Eahs H bl - 5
i s U R 57
(A) Z&EHtoA
(B) srEihtk
(C) ZHEAERE
(D) (EFHEE
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AERATEN SR [ A ERATHY BE ]

04.  (EUFETTSHBNSE) THIAREFYEMEMZEZ A - Al R IE?
(A) HAVER S HE & B IR E R LR B
(B) By Hi AR
(C) BHEHEFANZ FEEESZEERH
(D) EE=GHEABREEFE AL —
05.  (EUFETTEHBITE) HEFTERPRI TSNS & 4CH R 2SI M RE R ARNE Ry
FAE > NYAEA BN A
(A) PHEHHERE
(B) 4 L&kH
(C) BUFHRR
(D) B AEISHEEE S
96. (BUEATIHWIZE) TFFIER R A # FIE?
(A) A[EBIEFVPHE
(B) HI#E HH s SR s e AT T P B H B R iAo AT
(C) BERHI IR B TEREE M Ao (5 IR Z PR ]
(D) FIEBIBFEAN S S E A SE R A
97.  (BIEATIHWIZE) RHIE A& ShH Z EREm LA R IE?
(A) ATz e
(B) mHEMATTA
(C) BERK
(D) AIHERZEE &S
98. (EIERITIHMITE) BUPRLRSE nI AR BIPRAT ST e AR HE AR - T2 IR
FURRFUE S T (E SRS A 1T ?
(A) &SR
(B) (EF&BUEE
(C) HraEamfEfE
(D) R
99.  (BIEATIHWIZE) FEIEBLERFE 2 il - & RIE?
(A) FHEICREERER A
(B) fhEtAmlEbpiyibs
(C) f=ftEZAmE
(D) FROLEEHENIREE AR
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TIMS 1784 5 3ERE /)70 57%

100. (EEFEITHENTIE ) Ffize A EIak T AT A [FIE 22 B AR VTR & R R S 25
B$25 RIEE R T AERE RS HILL IR SR E 7 L FERZ A T fhf2e?
(A) FulrEmtsE
(B) #RZEMEWTE
(C) B
(D) M

101, (EREATHEMTST) " ah R A TR S 2 VR S R feT? o bE—fEIE A
BEJE T W GE AR ?

(A) EAREFIR

(B) HHEERHHE » 53
(C) WafELL -

(D) 5|EMRE

102. (BEFEATHEMTT) FREREN M SE 2T A BN s 2 Ry ol fd e

(A) SHEETTHZEA S (custom marketing research firm)

(B) & HArHEHHFE2 El(syndicated-service research firm)

(C) HEIRFITENITFT A El(specialty-line marketing research firm)
(D) ZHH{TENFZE /A E](systematic marketing research firm)

103. (BEREfTHEMT9T) AN B EEEAIREYNE? , o —fEA IR
T el RR?

(A) EAEFIR
(B) FHREREE
(C) WafELL LR
(D) 5|EMRE

104, (BFEASRISHE]) MR EE A RO A B2 e HE BIPE THH RIE 8y
PRENERAE - T Z T RERY R A 2
(A) FEEMREETK
(B) JkirZEnvEsE
(C) EMRHHYPR S
(D) BUNFAERIE

105, (EPEATSSRISHE]) T 5 fE SRS A 22 n R P L A58 T Rl 5
5 ?

(A) RARHER NS
(B) Z=REALFRE
(C) HHoREg
(D) BN
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106. (EUFETTSRESARE]) SRAERAE Al FE 2 A o MBS T - DUH 558
FABRAYRA L FE A rn USRS FHESS - IHh Ry (I T 55 oM 2
(A) BRASGHE N
(B) ZZALTRHE
(C) FErhoaHs
(D) EFRALoRHE
107, (EIFETTSRESARE) 158 IS A Snf AR I - DU S 2 22 R
DIEHUE B, - TRy (I RETTHH el 2
(A)  PRARSHETRMS
(B) Z=ZALTRHE
(C) FErhoaHs
(D) EFRALoRHE
108. (BT RIS E]) R RFAIRIEIRES R EmHENE - LUk
JERZET R T K AR GE FESS > IHE Ry ATl T 55 o 2
(A)  PRARSHETMS
(B) ZFALTRHE
(C) FErhoaHs
(D) EFRALoRHE
109, (EUEETTEoREE AR ) (28 R RFATTR A 36 oRERBE I o - 5 A8
B — RS R IT o R e AR IR 2
(A) FAHESRNES
(B) ZZALTRHE
(C) FAEHH
(D) HErohg
110. (BUFRTTESRESAREE]) TSRS 225 R —([HE—FE T
EATRERI—ETHEE X THI -
(A) HEARALEERTTHH RS
(B) ZEFALEERITHH NS
(C) v EEERTTEH RS
(D) {EAEEERTTHHORES
11 (EIEETS R E) YIRS e Gt A R T S & hRaE A [H
AT e > Dlme A EIRVERE 7R K
(A) HEAERALEERTTHH RS
(B) ZEFALEERITHH RS
(C) i EEERTTEH RS
(D) {EASEZERTTEH RS

20 WHEFR , sEAVRAE



TIMS ﬁ%%;ﬂéﬁ‘é nu%

112, (BIFRAESARESAEE]) 5 AR (SR (B R i 5 EfE s
sl G EE ST S -
(A) HEARAEEERTTHH RS
(B) ZEFALEERITHH TS
(C) i EEERTTHH RS
(D) {EASEZERTTEH RS
113, (BT SRS ARE]) Ty iR Rl e e 2t e E &I
Ko BGtEEZOHE RN THES -
(A) FEE(LEERITIHORES
(B) ZEFALEERITHH NS
(C) HEEEERTTEH TS
(D) {EASEZERTTEH RS
114, (BT SRISAEE]) THMAESEEAN SRR ET 2GR H 8
%
(A) ACISEETEE
(B) EmmFHEEER
(C) 1T RAFFEER
(D) LEFRHEER
115, (BT 5RESARE] ) R YIMafEAE R A 78 & b AR S 2 ER H AR AT 5%
GHLES] 7
(A) TR
(B) B EsFiEE
(C) H#rHITEME
(D) ARApFME
116. (BT REISARE]) FERSAEE RN ERBIRES > A2 S
FTRE 2 HUIRAE > PR (E i 5 R P YR i 2
(A) &MY
(B) Rzt
(C) HifEm5
(D) HEMS
117, (BIFRTESRESARE]) SFEZER B CanhRrIE I E - (EREF e -
BRSNS ALAH S - EARE (Lol Ry 5 Al 2
(A) EBCHEEEE
(B) BIYNHEESLEL
(C) EHOHEELE
(D) BFRHEESEE
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TIMS 1784 5 3ERE /)70 57%
AFRATEN SR [ ABRITEY TT % ] A

118. (RS RISHE]) BEZIERE O R E 1SS > IR IE
MBS E R o MR E i SRS By N AT 2
(A) 2IRHEE ULEM
(B) BYMNHEE ULEM
(C) EHUHEHE ULEM
(D) ERHEE SUEEM
119. (EFETERISHIE]) oI afE R R A A P h 2Bk EA B T 2
(A) [EFHEEHE
(B) mHIE
(C) BUNHE
(D) HWFEHE
120. (EEFETTEIREISHIET) N5 {alfEiR =k A 2 A S i LS 2
(A) BEEAE
(B) BUNSEHIT
(C) HHLFERERED
(D) B ZEAEFE
121. (EFETTESSRISHE]) TFIEE R BT 2 BRI T 08 SRS P Ry Al
% ?
(A) BATRE
(B) Bz SAREE
(C) MEEEKERIEE
(D) HEEEE R
122. (EFERTESRESHED) RSN R TR R T8 SRS P i R i i
EAHE ?
(A) ZEREEEHIE
(B) ZBREE B o]
(C) i Lol pERR
(D) B L8k
123. (BRI RISHIE]) (IEire R A — (e S 5 B R igm
5 Bb Ry fEITHHORES ?
(A) FIFEEHRRS
(B) fLaasRms
(C) @Ik g
(D) ZERTHE

Hk
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TIMS ﬁ%%;ﬂéﬁ‘é mzjé

124.

125.

126.

127.

128.

129.

(EIFEHE R AR E]) NS EEE RS ErT TSRy AER] 2
(A) BEM%

(B) wmfrE:

(C) mEEdTis

(D) AIfRaEEM:

(EIFEATS AR E]) MY EEA R ETHBERYREA 2

(A) TGHEATRHES Z (%

(B) EZAbZRE

(C) MEHEMZAE

(D) HRICEZAE

(BIFE AR AR E]) Ny AEAE G E b ET R SRR 2 &G
SREL?

(A) BRI

(B) ExES

(C) BIZABERE

(D) HEHAIEIRS

CEIPR TS RS AET) A R 5 T AR A (] & e
(A) BTSN HEER T

(B) FEETMISIER M EEETH

(C) EEMSEHEHERTH

(D) FEMSIEHEAREETH

(BT R ARE] ) NS A E S R SR HAiR Sy AR 2
(A) M5l

(B) mi5ElsZEsF s

(C) Mz Z i

(D) W5l 3REET

(EIFE AT R AR E]) s s B IERVEERT S - MY A ES R
ZHEENER?

(A) EmEEM
(B) EmZHE
(C) EmASEME
(D) i A
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TIMS ﬁ%%;ﬂéﬁ‘é nu%

130. (EEFRTIERIEHRE]) Coca-Cola DA "#(4E | Fy T A EERHESY A 4E750K
BT T8 7 =B T 7 —TE g 2
(A) BB BRITHERS
(B) ZFEALEERITHEHRES
(C) HEP EEERITIHREE
(D) {EAEEERITHERES
131, (EFETISHRISHE]) Swatch SR [R5 H B A R e s TRl
Er 2 F55 > HAErTH 7B T 7 I—FE s 2
(A) BB BRITHERS
(B) ZFEALEERITHEHRES
(C) HEP EEERITIHREE
(D) {EA[EEERITHERES
132. (BT SRIGHRE]) Louis Vuitton $13¥I&Bk = s NE &kt
> FERETTEH T 2 UB I T A IE—TeE R 2
(A) REERE(EEERATHERES
(B) ZFELEBRITHHHRES
(C) HEP{LEERITIHRES
(D) {EAEEBRITHHERES
133, (EUFE TSRS AR E] ) Mini Cooper S ¥HRAZ(E AR ARETEL S HEAVBH G
NEEEEET - ETEH T =UB IR P A —E s 2
(A) FER(CEIRITHERE
(B) ZFELEIRITIHRES
(C) P LEERITHHERS
(D) {EA[EEERITH RS
134. (EPE TS 5EEFAE]) SONY LA "My First SONY | AYC15% » FE Rk AE /D
oL H P E SR —mhE o BRI AL SRS Ky Do 2
(A) EERHEF ULEN
(B) BlIMHEZ ULEN
(C) EHUHEF ULEN
(D) EIBHEE LEAL
135. (EFEMIEGRISHE) ERISHEHELDURENEBEETE » 6 E =
SABRYER L > A E A SRS By Ty e[ 2
(A) EERHEZE ULEN
(B) BlIMHEF ULEN
(C) EHMUHEF ULEN
(D) EIBHEE LEAL
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TIMS 1784 5 3ERE /)70 57%
AERATEN SR [ A ERATHY BE ]

136. (BUPRT S s AR E] ) S2B A Er DAR B SIS R & - R mhf S
B SABH Y/ NSRS - DR (L oRs Ry N YA 2
(A) EBCHEE LR
(B) BIYNHEESLENL
(C) EHOHEELE
(D) BFRHEESEE
137. (EFET5RES A #E]) Volvo DAEREIRYEEAGA RG4S - i omeREe Rl A nveeht
PR - IR SRS DL MY R BN R ?
(A) EmEEERm
(B) EEmER
(C) EEMmAREEAE
(D) i A
138, (BUFRTTESRESARE]) EHROPe(bilanll " B REAR AR Z HI B
B&E > e (i ol LU N SIS s BN ?
(A) EmEMEAm
(B) EEmER
(C) EEMmAREHERS
(D) i A
139. (EEFETTE5RESHE] ) The Body Shop 5L M EAEA LA Al 2 T
BAEGRABIFHIAE 2520 - e (i 5REg DL N5 B g 2N
g
(A) EmmfEMEEER s
(B) EdigesEths
(C) EMmAREAERS
(D) i A
140. (BRI Ss AR E] ) AEEsteR RS IH B0y 7 U R AT SR B A -
A PMERRAVERSHUS - R a1 THAoRES ?
(A) BRAGHENE
(B) Z=ZALoRHE
(C) FErhoaHs
(D) EFRALoRHE
141, (BIFETHS0REE AR E]) Samsung FARLLERHEL S 0 E Rdftok - ISR ET
HESRALEGTZE ST IR R TIoRES ?
(A) BRAGHENE
(B) Z=F(LoRHE
(C) FErhoaHs
(D) EFRALoRHE

25 WREEFRE, AR



TIMS 1784 5 3ERE /)70 57%

142, (BIPETHSEA TS ) —RIAEREE AN SHE - EmEAEELL
NrE?
(A) Ry ORI AR = AL
(B) HNrpmi5BlE bmey = &
(C) BENTEHA HAF A E
(D) iEME E3¢ MFRE R
143, (BRI AN ) 12 ABPR A - B T s E b - FIAe
AP A BB~ L 2 P IR ?
(A) BE TN F A B
(B) =i TSNS AR &
(C) =BiA ARV EE A
(D) BNTERAE R R
144, (BIFRTTESHEASRES ) s CH PR b & A G <R S (E S B > E1E

R > IR OISR A AT RE S AR I — TR PR B AR 2
(A) HEDF

(B) 1ERINEALEE R

(C) g

(D) BII—FRNERAVHET A H]
145. (&S A ) 540 A (waterfall approach) 284 N5y #E A FEH% >~
—» UM B R B e SRS R 2
(A) ZFHEARFEEZE
(B) EIFE LRI AR S E R
(C) BEFETSERT = ks HIEEE
(D) thEAgERATIHEES
146. (BRI AKES ) DEEEE OBINTE - 8% S imiFEA DU T iE
R ONSY AN,
(A) THER5[TME
(B) mi&EkE
(C) (EEMIEBEEB FHESS
(D) CoEEEEET
147, (EFET5HE ASKES ) DU UREEEIE R B iE?
(A) EH314775 2 (management contract)
(B) && (joint venture)
(C) 24yl (contract manufacturing)
(D) JnfR (franchising)
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TIMS ﬁ%%;ﬂéﬁ‘é nu%

148. (BRI ASRES ) J7KiZ(sprinkler approach) /@ &4 M50 HE A SRER 2
— > PUMAE R RIS YR 2
(A) EHEES TR EENAE
(B) FTELATENER
(C) 1B E %
(D) B EIaRA IR
149. (BEFETIGHE KNS ) 135 o5 L3R (psychic proximity)ZTHYESR
TSR HE A 5 DU A — & B O ER EE A AT A FE A3
(A) ZESHEA
(B) HEEER
(C) B
(D) TEWERERE
150. (BTSSR ) [MEaH CRIERs > a1 & DN E?
(A) REEEILHCIERR
(B) AEFRILEINYERER
(C) JElm{k > thiE et E RS T
(D) HERAKS
151, (ERETSEAKES ) Mkt /NS E SR - PR - el
FEEMAENIEE . DAEE FEEERI S0 =X T R TR
iR VN 5w
(A) FHE
(B) &&
(C)
(D) #4yELiE
152. (EFETIGHE A KIS ) SERFLL T 2 MES N S AP S REETE
&~ R~ PZEHIFBERIE RN B/NEIRHES -
(A) HFELE - -BE-4HO - 588
(B) &% - BEEEE - & - 1O
(C) HO - - &8 - AEFERE
(D) %M~ && -~ HO -~ 5EELE
153, (BT EARS ) DUN SN &89 N E R (B
(A) T RERE(RERS T e R AR B A4S
(B) feAlEESEES Ml TR EN S
(C) ANHEHEREREE - IHmELEHITH RS - E R e
SL:
(D) AEIEIERE =
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TIMS 1784 5 3ERE /)70 57%

154, (EFETIGHE ASE ) DUMaERulcr 2085 B &R
(A) EFEFEBERTES - nERET S RT
(B) BEEREREK
(C) FlrEAp e R LA BN,
(D) ERZEERE - FlETHBEER
155, (EFETIGME A SRS ) RS iciE B T Hethny i mo A A B st T T2 i
HOEHLHLE > WKBEE TR E =BG ST 0 18R DT ol fi B S
155 A SRHE?
(A) RTAE (OEM)
(B) #bi% (offset agreement)
(C) HZEHEE (counter purchase)
(D) [=lf# (buy-back)
156. (BRI HE ASRE ) RflotE S i & 7A WrH G ES?
(A) BFECHENEINGS » R PR R E AN X2 —
(B) WHENEIINTSASEIRAIR » M e T FlE% 17 A FE R
(C) FrEmavidinif EAEE - EIEATIERFT - NEGAFINEH

Rl H] (o P
(D) EHFEERIREIEE > FEIRERIMIR IS LAE L » R RIAENAE
BTG

157, (EIFRTTEGHEARES ) DA T A2 /E N E R B HIEN BN
(A) IRFEZEF
(B) R EHTISEAR
(C) HUS{EAESS T
(D) rEde&E R
158. (EHFETZEA SRS ) BRAEGEMAEINTZHE ARSI R A EE LI T
iy
(A) EEARIE R
(B) HLEINEFREENTS » siE BB SR - A8 EE A E & F
(C) HHSCUERYZEEA - AVEHEES
(D) GE&E B FE B SR
159, (EUFETTSEAGNES ) DUNMeE A R A& R SR EEL?
(A) FILUEITS » T AR
(B) SEfZEHIT-AF - ARG —
(C) BEEFMELNIGHCEEE
(D) IR EH BT F BN
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TIMS 1784 5 3ERE /)70 57%

160. (EHPE TS5 AT ) 385 BAE B i o 1 P AR g NI A SRS 1y 28
1 R BARRAITBE AR EFERRE A - 5ER L M =R B iR
PR AREZ?

(A) FEyz0fE A=
(B) ME#EH
(C) HWETAH
(D) Tzt

161. (EIFETMSEAKES) BN BMREE B EER - DL Mgt 1E
TE?

(A) KGRI AT R
(B) mgsifAmsl

(C) REEEMERVE ZH5

(D) R AMEEEZERHY TS AR

162. (BHFERTSEAKES ) PUMafEE LT » N EE TR S/ st
N2
(A) miGEbRS  REABINT-ASIFTARE » RIFRBEREE R

481
(B) RGEEHEEA
(C) RGHAM
(D) EHRAR

163. (EHFERTSEATRES ) LU N el R B L R i & PR e [ e/ M5 A
L
(A) B B R
(B) ATEEMEN %S R E:

(C) miREEMK
(D) HEULIEE S E

164. (EUFERTSEAKES ) DUMefE I & B = e/ M 5 A=Y
(A) BfE=ELEA e
(B) RGHAE
(C) BIEHBUEINTE U EAERKR
(D) BINTEZAREN

165. (EHFERTSEAKES ) SR LA MR E I - Mg =2 R SR /A
5 A SR ?

(A) b+ BIEBLEHEHY S LERREA
(B) JEGEHRAYERA(K
(C) EmERIFELENE
(D) EERAE =
29 IRAEFRE, sEARE



TIMS 1784 5 3ERE /)70 57%

166. (EUFRTTSHEASRES ) BHEINZR &5 B s B PR B RS AR - DU T (AT
TE LR LA G F R AGINTT5?
(A) BHEMEHELR
(B) BHEGHEFHI
(C) BEREREAE
(D) EIEIBUAFHRAUH DPRHIEER
167. (EIFETSEAGHS) sHHE LT AREE > IR EA AT AE PRELH LIRS ?
(A) EBANES S E
(B) {skiA BAIRG
(C) IFEEHEGR AL TS B O
(D) bIFEFEIFED
168. (BT EARNS) BTG aks - HhRHY 2RO
RF ELBA P RE S84 DL N Wb 520 ?
(A) J7EHESD FHYEEAG oRHS
(B) {Ef>5kA0 8 LAZE Rl A HITE)
(C) EHHE—ZEE - AFEILHREE
(D) HETSHHE A SRS A BAAERE
169. (BUFRMTSHEARES ) BSEPRAUHTETHIEPE (B I Nl I &
DU 5 A 2 SR EUE TR SRS Y R A
(A) MR
(B) #h=iiheE s
(C) Pz
(D) #rZIIHEEE
170. (EFETSEASRNS) PUT AfEEE A S 254 TP, Ayl b
?
(A) A ENESMTISHAESL MK
(B) BYIMHEERER  AEHEEINE b
(C) AFEIEERET S - HEAH
(D) EHEAREMHEIVNEELLR
171, (EIFETTSE A SRS ) BERRIBRPRMSEAALE - /MBS L ES &
DN ZEY,
(A) DUR&BHEMN S RE
(B) XHERGSEIERE
(C) PLEAREENEM HE
(D) &Rz - WEAHENE
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172. (EEFETIZE AN ) SSEIEEON (3RS M E A A EESA?
(A) BB SRR
(B) mi5HBCIHRET 154
(C) WIMEEEREE
(D) A ERAE
173. (EIFETSEASNS) LU A R R I B AN R IA?
(A) ¥ EE TAEAIR
(B) &IFAMR
(C) WiFESE
(D) =ZPRIA L+ BEER
174, (EIFETISEAGHS ) DISRHST T R llam e i S m Bt > DU e A &S
TR ORBE T Ry iy 1L A8
(A) FBFEM G RS GRS 55 B
(B) FHIEVEfEw R H AT
(C) HIFgEcF-EHBRESS - R TG ERE
(D) =KgrsHIEA TR/ IME
175, (U SHE A\ SR ) (SRS R —BiRRfa] A 2 A T35 M4 - EH
REHESA N ZLL THPR?
(A) HER SIS HEE I
(B) EXEUSIERTASERR
(C) BHENLHE A AL EIE
(D) FHEFEE A
176. (EIFETSEARHES) SR RE RS E AR T - DU A&
RIZR (SRR A REE A& #4557
(A) TSN
(B) B H S thior s (B 2s s
(C) EHAETHEFHIATIER
(D) ESINHERERESEE
177, (EIFETSEA GRS ) SRR IEEEIEA S DL N RR?
(A) TS B
(B) (bt
(C) BRI
(D) = RHEIH
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178. (BRSNS ) 5 R MRS » UM E R RN TR E%
A
(A) EHAFEFIRTAT
(B) mHEMBEIA
(C) EFEHFES
(D) b3 BB E AR R
179, (BT AN ) LT e[ e A FERZ e AR A A (5 F ke
(A) KIS
(B) HEE7tE
(C) AEBErBH
(D) BUFRAEAAEREEL
180. (BRSNS ) DU A A R & 1 SRR
(A) HZEE
(B) BHEAS
(C) HEPRARES B
(D) ith EREERGHANA
181, (BUPREESLRIR) I e e i A B P T 250 B bR & <2 B SRRy
72 e
(A) ZEHE
(B) JHEEHA
(C) HH
(D) &k
182. (EfEEMAR) FEb—EEeER bEmrES ?
(A) RRAK
(B) HHES
(C) BEEEHTK
(D) auffaE
183, (B EMAR) HrEmip BRI TSR ETHE - FIW—fEE
PR ERANE SR 7
(A) FEfmats
(B) danf#fs
(C) PRI
(D) Bk

32 WREEFRE, AR



TIMS 1784 5 3ERE /)70 57%

184, (BPFEEMAER) N EE R E B LA SR 7
(A) FEAREK
(B) #E&EMHnEE
(C) JEFFERE
(D) HEULEEA
185. (EFEEMASR) T EW—IEA BN B ZE mRis  fEHE 2 AR 7
(A) FEBRF RS E
(B) S R
(C) FEafo i
(D) e RS T 2 i
186. (EIPEEMATR) MRIZEIFE A S a5 B HH(international product life cycle)
a0 NA{AE R E 7
(A) TEFE—TEE: - EEIMREFaaTRES MR (L L 2ZE
(B) 1EEEPBEL - ZEEBRAEZE Y N R Y 2
(C) TEBB=IMEEY > BlYMNERE (F59EEE) WEMERME 5 L E85A T
F5)
(D) 1EZEVUPEES: » 35 Bl s 2 B PR T 35 L
187, (BHFEEMmAR ) B EE fn 4 o B HA(international product life cycle) ¥ &mELEL
A AR (o Rl o A B PR R B AR FE By T 7
(A) B+
(B) EEfif&
(C) ek
(D) FiliE& e
188. (BHPEEMmATR) FEoniE ABYMT58H & 75 T MRS EE (obligatory
adapation) > N HIA] A2 ML 28 i 2
(A) ZeiEAE
(B) /B4
(C) EfmyNEEE
(D) EmiR
189. (BEFEESAR) EREESMNTES DAVEMGE » BEETTEERXZT
A B A I E 4R B 2 E M ?
(A) BtESERE NS EEHEERTIN - HEAIMAETEH
(B) B MHSHIFER R
(C) M LS5 2
(D) TERZEISNTI5 A ZE L 2 S A
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190. (EUFEEATR) T E{ &N 23RS s Ry EE RS ?
(A) EREERRHEE s S AL RS N 75
(B) {EREECHAE R CiH BB S EmEA
(C) 5IEEYNE MR A A THH
(D) Rk N 550 S8 A 2 b
191, (BUPREMAR) FEREISNEEESEHAE ks > A FEEHIE T
AR ?
(A) FE Ry [R5 N T 2528 AT FE
(B) Rz s EBS5 2 PR A (R R o B
(C) RIEHT e rn B AR
(D) RERTE AR LSS S O 25
192 (BEIFEESAR) T ZAELBI NS I Ean - 3 DIERIGHI &
HRRPE YRS > YRR PR T O SRES R 2
(A) B TRHEEMBIRFESHE
(B) &M EmE A ES
(C) 7S 4 A W b T ERF ]
(D) A& 7¢HFAEILE MRS
193, (BUFREMAR) SFRMBE NG R T N AR A S M55 SR Y
FErm ?
(A) Ry T et E R 2 mip 288 S
(B) By T e s insEFHIEIE
(C) kT e E TS LREFEIIE K
(D) Ky T INIEE H A -G HRE
194, (B ERAR) (EFSEIRE TS Eamfv R - A afE N EbE L e
(A) EEREEHE
(B) HrEmmf&BELE
(C) HraEanbamrl
(D) HrEEmm/FIpHsE
195, (BUFRAELAR) FrEmm eI S i 2 gl " msHiEt, - A5
AN HEY ?
(A) B E T SR Y fmar
(B) HIEATHEAITTHHRES
(C) FEEHEMBIIHITER
(D) THMFEFE AT
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196. (EFREMAR) TIMoE R 2 EIFE B EMNCs)EE FE R EI2E8T 7 i
HIEEE 2
(A) BRI AR LR
(B) W3 N B8RS 5 e Bzl
(C) CHEWHZE N BHVHT & AR
(D) #EGFEEH know-how JAIEE
197. (BFEESAER) ZEFECFEGE S SRS IR BRI ik T2 E
BT
(A) By T BRI RA
(B) B THRESEEUN 22K
(C) BT RoERESH 2 B R EE
(D) By T HOPHZE mmlt 5 2R
198, (BPEEMAR) BERHTEZE il B M5 2 i rTRE IR R By
(A) HZEMATEEENESS
(B) & mit s RiER1a
(C) FZEME A TSR &
(D) & mill IR FH i
199. (EFEZEASR ) #rEan By M5 ERAR PR O AE fy
(A) Mg~ h—>PR A
(B) HiEE—5HE—alH— BliE—>Ek A
(C) HibE— b fg— sl — Bl — Bk
(D) FiEE—F#— G —alH 2
200. (EEPSZE SRR ) whiE Sy RE B (compatibility)ARER > T 5IMal R 2 St
BRSNS RA R A 2R R PRt
(A) EEHRH
(B) P ER
(C) EfutHik
(D) {KFRmrge
201, (EIFRZEMATR) N H{AE A B B an =S M i R B A R Y T
SHBARE ?
(A) HriEmfm A 7 AR S
(B) EAEBEZAHEYIHIMER
(C) BEFFIEERHESLRE LT K ZIEE
(D) EARELRS o] &dE s = miEs
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202. (EIPFEMER) TIUEREIERAETEBRINTSETESS AL
(product diversification)dVJE A ?
(A) EHLBUREE T A M S RIS R T 8RR
(B) EHEFERATIEMLTS
(C) EMEBRHETS AL TIGEE
(D) ABZEARGHY T B i A TSR
203. (BIFRZEMAR) THAE A BAE BB i 550 A B — S A (B RE 2
(A) ESSEH S8 A 58 E R ez
(B) WL EER—BIN LR 50
(C) TR TS TEHEVERAA
(D) TFILER RIS kRIS
204. (EFEEMASR) T E RN B BFEEEZEMNC)EES NS F B E
rnim AT AT BE R 2
(A) SR AREY &
(B) HEINSLERNA T ER
(C) AR AR E LT
(D) B TR BRI TR
205. (BHFRZEMAR) SR EMSE A EmER AT SRS - (715 RH 28
B2
(A) FIEETLEBRAnE
(B) wIEIH T LAV EEE R
(C) B NNSRRAE & e 2 1
(D) wiZAHEH
206. (EPRZEMmATR) T A BAEEE i 50 A S A8y 2 i i
AIEHYHEE ?
(A) FEESARES - BEAGK ]
(B) EmARArEint  FBEAEEETEH
(C) FEEITRAR A =] R Sk
(D) EHBUFEKE MR EE A E
207, (BFEESGRAHE) N E AR MO AS AR H & Hbg s R 44 s hE 7 B B
757
(A) HEHERERmM
(B) #eE Afh BIERITES
(C) H{TERREUAERTE
(D) PHKREHBEFELEGE

36 WREEFRE, AR
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208. (BFSESASR) N HAE A ELA iR (private brand)(EEI Y35 8L HY
JRIA ?
(A) FIARATZ A L A\ ZE S ]
(B) mREIpEE AR RER
(C) HEATAE S E
(D) EILEKmskaA A S
209. (BIRZELAR) ([MHEAZEEIFEE B RFTFES EAINER ?
(A) BURFESHIHLE
(B) FE&ERHYFEK
(C) FcHHpsryFEK
(D) HHEpAVER
210. CBIRZEMAR) YA # A BRI PREE L LA A R R HAY 2
(A) #EfTHERE
(B) Pre&rEdm
(C) £EKIEAE(L
(D) HEhE sk InEE
211, (BIPRZEMLAR ) REBIR o E BT 5 Lo e i PR ERT - W2
Ry T
(A) FRAE T
(B) Al S AR
(C) [E{ERA
(D) /A RS 75K
212. (BFEAELAR) BIFFEART  FEAEEZ T - Bl R B &g
R
(A) BB SR
(B) &bz Sn AR o B B A AR
(C) EH TSRO
(D) EHETS50
213, (BEFEEESLASR) FEFY N E AL 2 2 B (3R (MNCs) PR 4= 2R — 2y
PREFRVZ EHNE ?
(A) EmYEHE
(B) EAFELEMSLERIRGREE
(C) % AT AE & S i B 2 A 7
(D) HEMSENEEH—E
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e

EBRAT B R

214.

215.

216.

(BIFRE MR BRFHSERNS - EEET S Dy SRR R EE

AIRTERIRIFE

(A) ek FIEGHY T E R Bhie s
(B) JeieAEmiViHER

(C) SfEEHEILEE ZNE RS &
(D) JetesA-re mniy i E /KA

(BRI MYIE R ERE R B R IRGBRN R 5 2

AIE ?

(A) AFEHEERBEELEE S FAYRE

(B) EHMERAEHIF K

(C) FEEHAIESHVIERR

(D) E#ifrs N BRI RET] Al zKAE

(B SRTR) fAlE iR R A BYNr45 i Tal Ry Fehst 2

(A) FsanERHECR
(B) BEFZULESR
(C) AA %
(D) 1RENEE

217, (BUPREmIAR ) BN FERE RS RIH A B 5 - TR B AR EA

218.

219.

ENNEEASTEER)Z- R

(A) ExREFE
(B) AIAEIRE
(C) MEEERE
(D) H=ERBR

(BPRETEATR) YRR BB E YN E ?

(A) HHEAHHNER
(B) fZEHIAZE
(C) WFRE
(D) EESINZER

(BIFEETERT) 58 Ry bR 5k e 2 (E s -

(A) BEREER R

(B) (EEEZEKSE
(C) EfE%MEZ HER R
(D) ZEGHAH I G
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20, (BIRSTIEYSR) LU FIE IR b BT E
(A) RS A
(B) {RAHSEEE
(C) RIS EHEE
(D) FEAEENHET

21, (EISETIEASE) DU 15 R e o (R I 7
(A) FilH
(B) pek
(C) Tk
(D) it

220, (BIMSETHEYSR) ToUTE RS O EREE 2
(A) {EHSTRE

(B) EEHK
(C) (Er&EH
(D) {H5H
223. (EUMEETEAR) EFIESEERARE  HEBEHNHRNR EESENR
=7

(A) HEHETH
(B) MBI
(C) SHEEWEL
(D) sHEEFL
24, (BRSETIIAS) RIBRA RIS EER - RPISE R A TFURSE ©
(A) (RS5HE
(B) BRELE
(C) PRSI
(D) (A&
25, (BIRGTIE) ©ARIPEHITEIL % > BTN P
0o TSR EE ?
(A) s
(B) {25
(C) %
(D) @
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226. (BUIFEGTEAR) BB RS R4EHAER M - RESD SRR T(THEETE
RS ?
(A) BEINZERIETE
(B) BSEZ=RHIETE
(C) AFEINERERETE
(D) BEPZERIETE
227. (BAREETERSR) NYIIE A IRE R 2 RS e 2= S e 2 e 2
(A) BEFEFHFHERAER
(B) HEHFAENE
(C) KErSHEE
(D) 1{BiESHITFAE
228. ([EIRE TTE AR MY R TS T R R IR E SR T ?
(A) ZEEHE
(B) &k
(C) #rEZ
(D) EE
229. (BHPEETEASR) BHEMR ~ BliE - MERETEZE 20+ 8
PEE A S BV TR SRS AR 2
(A) HEEDCE
(B) BUMER
(C) fESER
(D) PRAIECR
230. (BEETEASR) EXE5 S —TUEREHERER  AEW—BHE6
SRIEAT - =R AlIE R — B %2 1100 BREAR » EU5R ¢
(A) FREANEE
(B) (EFS5HMERTEL
(C) HEGZERELER
(D) EERIRPTE
231, (BAREETERSR) NYIE I Rr B SE E (EA RV ERE AR ?
(A) EZRE)
(B) b3 HAEENEE
(C) WEHR
(D) BUNETH
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232. (EEFEETEASR) THMENGIEEUSE f b E (RIS Y 7% ?
(A) [IESHE
(B) (EF&IRH
(C) [Ef&HF
(D) [Ef&EE
233. (EIFEETEAR) M= IR AR A g S R ARAY 70X ?
(A) EHUE LI
(B) #EMEAELILIE
(C) % ftiEr
(D) FEEFERA
234, (BETIERSR) THHE I ERSE R RAEBUNG ESEHIN A ?
(A) PEBUNERITTR
(B) sR¥Emsie
(C) HEHETS
(D) EiEmAE
235. (EEFEETEASR) THIMaENGTE SR AR e S ks R g5 Y 0% 2
(A) EmAH
(B) sfbEE&IRES
(C) FcHHBlEm
(D) sRlEER
236. (ERETEASR) MY &S A = 5 R A ?
(A) D&
(B) {&KEE[H
(C) EHEHE
(D) HiHE 5,
237, (BEIFEETEAR) TYIARIRAGRS TESRIS YA & A 35 ?
(A) WEE — R BRI 2 S 8
(B) FEEE Bz EE
(C) HEREREFEAB T E
(D) N RS InEE E
238. (EFEETEASR) THIARIZIAEENRCLEEARR ?
(A) WIEE — AR 2 K
(B) BB A
(C) HEREREFEAB T E
(D) DIEEHEREE
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239. (EFESTEASR) THIARMEIHE EER#E A BREEHR
(A) #H EAE\-%EHEZE%E Z s
(B) DUMEEMHEGHEE
(C) M ARR e RA
(D) EIAERPHIE R
240. (EIFEETEASR) THIATESRIS A S ESE 128 ] DA EEAY (EAS TREK ?
(A) ZEBRIFAE(ERS
(B) & HEER
(C) ZIKFBEER
(D) REAGHBEERS
241. (EFEETEASR) THIARME taiaEE ARt Eaaa 2
(A) TREBEMHEREE
(B) &G gaEE
(C) HEFTEEEE:
(D) FHELEMHIR
242. (EFEETEASR) DA ARG AR 2
(A) [AIRFSEpPRELIE T EE
(B) 1N ZETER R
(C) HFEFrEEEE:
(D) "I E—EZRAVF A
243, (BEIFSETEASR) RAAE I FE2E AR R IR e i 5 B Y U702 2
(A) (Ar&EHEE
(B) {EA&IEREIHYEIL
(C) gILIECHR Ei ]
(D) FEIEAT
244. (EIFEETEASR) THIARMSEEENEEE AR ?
(A) #BENAFNEHEEH
(B) HHTER/DFIR
(C) TLVEHIAERE)
(D) AR b b
245, (BEHFRETEASR) NIMEWIE RS EE N A ?
(A) FIEEmESEEE
(B) miBARMEEE
(C) BRAEREFSHEEE
(D) PEEEMRESEEE
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246. (BIFEETEAER) THIAREE G E EIR &5
(A) FEUKFEERR S EE
(B) K& E iR RN T A
(C) EHBEEE R L N RPEENTT R
(D) HENEITEER
247. (EPESTEASR) Louis Vuitton ST BRAEEEHEH S EMNRGETE M
> PLRETTEE T B T YW — T i (E R 2
(A) THEETIERRS
(B) BiEEER
(C) MBEETEMES
(D) Br&E R
248. (BIFEETEASR) HEF HEMMIES TS hHREERATT > IWHETH IR
J& A T 50— T (B RS 2
(A) THEETIERRS
(B) 277 E K
(C) TEHEET{E RN
(D) Br&EEsRng
249. (BIFEETEASER) EeeE—E M ER R EEARENER - R
e I R G v o
(A) SEA&TS
(B) Fkiish
(C) Ht4aTE

(D) K&
250. (EFEETEASR) FEEEEMBIELLT » tELAEE TFIER
g

(A) ARBEEWEETHE
(B) AEUHEZIBLBUERFEE
(C) FTIEEM B E AT
(D) HMHERFFREYE
251, (BEEETEAR) & — (B ardEnvBbans B T oo IR(ERRPEHIHY S e i
FCHERRIICHE Y BLAE R - 5% P (o FH frT R SRS 2
(A) FEMm&RTEEE
(B) AU
(C) a5 EE H T
(D) TEMRIE ACEBAHIZE M
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252. (EUFEETEASR) KT HIUEEMR > P2 BUFERE & T
(A) FEEdn
(B) K
(C) s
(D) &t

253. (EUMEETEAR) AW AR ERZEN RS - —(EZ AR O
&% > o —(EE_
(A) DCEHERRES
(B) RFEE A ENL Ryt (B
(C) M EN R KA E b
(D) AlREEREEERA

254, (EUMEETEZASR) NHIWR—E5 2 ] AR s L S ) (RS IR 2
(A) EHBcEEE
(B) DCEHERERES
(C) B ftEr IR
(D) &7 HEZHEEEmHIEH

255. (BUPREEEIATR ) HiEEH BB GRS HE & 2 h8) - LR 7 -
(A) b3
(B) =&
(C)
(D) #i&

256. (EFEEEAR) ZBNE L LZME  LHOHE  hZstA (BNE
E) R - EEYMNEER L o SRR ?
(A) JHEMNHE
(B) IHELHE
(C) PHCER
(D) #ECICHRE

257, (BUPREEE AR ) TEIARREERSEF RS - BRI T ERS( Channe)F#
£y ?
(A)
(B)
(C)
(D)

it i
v v
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AERATEN SR [ A ERATHY BE ]

258. (BUPRIEERATR) YISl & ek ?
(A) orfEfps (middleman ) #7788 HY A (02 A A 2 B B A THIRVRERE -
(B) Az i i o i A andH R0
(C) “EPHrEA AT AHE -
(D) EREHEA R mATEHE -
259. (BFREESAR) AEFEEATHERE KLl TAESEEDNEE T
o SR AFEIIAE ?
(A) RGEHEDIRE
(B) #IiLhse
(C) RHIIRE
(D) Z=IhRE
260. (EUREEESAR) BB PRpERERMmbEEEEXFDEE T B8
e RS (AT RE 7
(A) RGEHEDIRE
(B) #Iithse
(C) RHIIRE
(D) ZEIhRE
261, (EIFRAEEEIASR) T RIRRIE AR o - IR E ~ AN E AL
RNEZFS - EXGIEFET » S B FAIRELIAE ?
(A) RGEHEDIRE
(B) #IiThse
(C) RFINRE
(D) ZEIhRE
262. (EURERSATR) BISEREN A S AT BERZ TiERE - = DA (e A
FELECE AUHM SR - B RS H kiR T iERE ) ?
(A) 251§
(B) HZEME
(C) &kt
(D) fEiHE
263. (EUFSEERIAT) H—EEgHaEG HMEER A 2 BE o MR &
F > S (TRERE ST ?
(A) 251§
(B) HZEME
(C) &kt
(D) fEiHE
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264. (BUPRMEEG AR ) DU M H A TGN > Y H A A AR
(YRR E BRI > TS T 55 A Behst 2
(A) RAChIHNZE
(B) {ESHA
(C) REUEZEEL
(D) SEREFE
265. (EPRIERGAER) 2 HOBENER - sl O s Tt DUESEA
HEIGTE - WEE FIES) > WIS
(A) SHEHEM
(B) $HELHM
(C) BRI
(D) ORI
206. (EHPEERS AR ) 1EEEIFTEERY piggybacking 24511 /EE 2
(A) BfEHO
(B) EfFHO
(C) BWHRAIEME
(D) EEMmEEE
267. (ERREIGAER) RBYMNE E2 5t 0 LEHOWAE > HEEA (BYNE
) EE - ERANBERE S - S SBEEEE > Mt mEES RER
(A) $HEREM
(B) $HELHME
(C) BAIEmE
(D) ORI
268. (ERRIEIGAER) FHINER TS EE BT - HEDUEA > )RR
FEHEAVOKAE > BUE A AR E T AR ?
(A) HEOF
(B) &&
(C) &
(D) HHEE
269. (ERERIEIEAER) FHINVEH TS S EEREET - (HASEA > BEG
{5 FH eT Fe 2 S T35 2 A BRI 2
(A) HEOF
(B) &&
(C) hne&
(D) HHEE
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270, (BBRERGAHE) ISR SO BRI AR - EHELUE A, - el
31 P TR 85 1T 5538 A RIS
(A) B
(B) &%
(C) fn
(D) REEE
271 (EEREEBR) EANE T S AT © (BTN, - B
31 P TR 85 1T 5030 A RIS
(A) B
(B) &%
(C) fn
(D) REEE
272 (RSB SRR IR RATERR  ETSIER ?
(A) %
(B) il
(C) B
(D) Zeif
273, (BRI A BISEARAER - P =R R ARG 7
(A) %
(B)
(C) 4
(D) %
24, (EBRERG ) ERHELE TN T - BRI A
B - 22 AR -
(A) PrrE
(B) SeiliiEin
(C) W&iHH
(D) fiefEs
275, (ERSEBE ) EHT R AT R R BT S RS - R TS
A ?
(A) %
(B)
(C) B
(D) %

&
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276. (EFE@EERE) TEE—mEpgt > [6—FS Rk B RnE 2 b
(A) KFfEzE
(B) FEHEEZE
(C) ZEmp&EZ
(D) XX {EZ%E
277, (BIFEEEERER) TR A& igaR 2
(A) TB4EEEGHRERNE -
(B) (EFSEZERMEEL SRR -
(C) W ESEAHCIHE B S IEN BERHEER - 3R
BTSRRI EZE o
(D) EHEEREEEER @RS » L TIEERkERIIEZE -
278. (EfEmps ) Ty ERKEREZRA ?
(A) WP EREEARE
(B) WifEZEARK
(C) WitrERIEE
(D) Wit & &2k
279. (B sR) RRES TR - R ~ SRk ~ MBI LS BE
Ry
(A) PpkiEH
(B) PrmEH
(C) FEEH
(D) HEEH
280. (BUPRMEEGATR) IR i A | BB MR o T
(A) PiklEHE
(B) PrmEH
(C) FEEH
(D) HLEEH
281, (EIFEITHH S MR- EEED) EEPE TS SR A E AR R -
DIst At 352 A B E S E R o SEMRx 2 R T Y el i R T
H9
(A) &S
(B) {E8
(C) NEfHE
(D) AF:RH%
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282. (EPE{TE AR EESY) BIMEAERAMESETL » TE W
gl oy R 2
(A) BEERE - Eigns
(B) HEE - BEER
(C) RHpg - P
(D) JHEE - HEIsnE
283. (EREfTH AR RS ) THIRRSE T AT - Al fEE AN —
(B PR 1 FE (s A ?
(A) BAMETHH
(B) M5
(C) #EZH
(D) Fh
284. (EPETE IR - s ) NAIMEI R B I B A S P A B e 8
T A
(A) P&G AFEINEEGEM AR S » BT AT FE TS
(B) BHEAHBYEHES LS EE T EHENER > S0
SEEN
(C) NIKE A =/ZEBNEPHEIZRAVERR
(D) Unilever /AEIgSHEE T E M - EEBZTIES
285. (EIFEATHH B MASR-BE SRl ) — AR b i i S L m s e (o
Y TRE{ESE A ?
(A) REFEL
(B) R
(C) #Ho =
(D) K5E
286. (EIFEITHH B MAR-BESEER ) BIFE s SE R IAR R A
[E SR FTIESE 7774 > 7 Al Ry r R SR 2
(A) AIFEBBIR/KF (horizontal) RS ~ & EBINTEE (vertical) K
(B) AIEBIER (vertical) TREE ~ R FBI 7K (horizontal) FREE
(C) RArEBEPH#EE (push) S ~ BEBHIAIEL (ull) FRE
(D) ArEBERHIEC (oull) S ~ BE B (oush) SRER
287. (EREfTH AR EEY ) REPE R EEI NS S E ST
P T E S DARDSE E B HEhE T YT TH SRS
(A) 7K (horizontal) TRHE
(B) #FEH (vertical) HEHE
(C) #ExC (push) TRl
(D) fuz (pul) “REE

49 WHEFR , sEAVRAE



TIMS 1784 5 3ERE /)70 57%

288. (BUPRTINMEAR-E S BEH) JTEZFESS - HLHEEECEBIEE #EZ
> ABE—fRa S - DN BRGNS T E oA KB -
BEATEZFE A AR - 55 - PRl I PR SR (e e S A
b ERRDEELLU N MERZR ?

(A) HEHEERKF
(B) H5&H
(C) {EERH
(D) FEKE

280. (EUMEATHHEEAR-FEEE ) AEBsEN mi S MTEETE
EAYFAEELG] - AL EA 7] LR D S AR A R B RS
B - 5HM - PRGBS (e S TR b > RN ER LU
{ENZ ?

(A) AEFEH
(B) MESHIRGVE
(C) HHEH
(D) BURES

200. (EUREATHREAR-EEEEN) 3T 2B SRE — LE RSB 5
TS EENy - B0 PR R B R an T TERH T 2o B 2 i B G PO I 225
FYJTE o BB/ A (AR RN R A Ao 2
(A) TEHIREVE
(B) S{E&RH
(C) BRI
(D) FEKE

201, (BUPRATINmEAR-R S B ) FE(EBPR A A — (R E i 5y -
PIEASER A R E R BT E I G2 I ECE — B - AR A
FhakETE - B 5 BRI E T VIR R P AR ?

(A) EHEHHE

(B) &EEERKF
(C) WraEdnssE
(D) MEHIRZVE
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202, (BUPRATINmEAR-E S e ) FBIERESEAEE A —(E N i 5t 5%
B ZGH O E BRI BEE AT > BN KBEERE - TR EE
A EASEL & R R A E EE Sn A RS SV » IRERF A% B A S i i S PR AR —
T(esH TR ?
(A) Hbn
(B) sihif%
(C) Man

(D) WifE
203, (EHFEITHRAEAR-FE S Sess ) DU NRETR BUPR S (e b8 5 AR - A]
ERE?

(A) (esHfaHVEst B A GBS R e St RINSEA - DUEHE M ¥ i
B B E R
(B) HEE (S B LURESE M ZER(E M IEiHrHE
(C) RZBEIEAEREHMERS - BTt - RS TABRETINTE
75
(D) K7 EffoiiBisiR SR > BIPRESREZ R H B S (e E 8
204, (BPEITHEEEAR-ESEEE) U RITEE =0t - (& AR B A
YT P~ R EmEantii MG ~ NG EIRE - DU R T 1Y
AR ?
(A) PEfE
(B) =B
(C) EBEAMETH
(D) EXITIH
205, (BUPRATINmEAR-RE BT ) IRE ([Esso) Al Fs&3R HE il
FEH SRR S R RS - BADREE (GM) AE]FTE Nova JSE - A
i NOVA fEPEDEA IR RSN - 55 - E2 BN AMER RN R =
SIS Y ?
(A) b EHyESR
(B) B LEHVER
(C) A bHER
(D) S LRSS
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296. ([EIFEITHIEEIR-FEEBUED) PFHUETE (Benetton) 7 ¢ F#EMHCVE
ZHES - SRR TR S 3 7RI H - 550 - B8] T EE
IR —AE R S s 2y 2

(A) FEE _LAVRRH
(B) A8 FAUFRH]
(C) AR ERIPRA
(D) b EAIBRH]
297, (BFE TR BRASR-BEE RN ) f 7o BPE R SHYRE = AH R R
’E o FEREZ R A — RS RS 7
(A) EHHY (local) EEHHRE
(B) &Y (regional) FEE&(CHHRE
(C) &IV (global) FEE(HRS
(D) EFZHY (international) FEEE(CHEERS
298. (EIPETTEA A EAR-EEHEEH) DA @ BE S AR 2N
=7
(A) RS pEaYEEE
(B) EEGASHYEES:
(C) BEEHENRE
(D) EEEEanEHEARAE

299. (EIPETTE R EASR-E SRS ) DL PRI BIFE i EE e s UE SRs £ A

(L (standardization) EXE AL (adaptation) YR F - (o] E s ?
(A) HESMEE TR SRR LAY SRS SR
(B) HEIFIEFIRERST - BUE S PR LAY S S SR
(C) 2IHEEREEEMRE TR ELIE: » #rEs AR b ESHE

ol
(D) BRI EARBREARERRT - SUE G RAEE A EEHE
ol

300. (EFE TR EBRAR-EEEEH) —EEEESEEE  EfRHE—
BEERAZSEARFENTS - SRR R —E ?
(A) BEEBEAZEAE(E (prototype standardization)
(B) #EIE (import advertising)
(C) HIES (export advertising)
(D) 4H&RES (portfolio advertising)
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301, (EIPSTTE M EAR-EEEES) DM E e EERIEREA - £
TR Y ?
(A) #HEREDS (portfolio advertising)
(B) HIIEH (export advertising)
(C) BEEBAZEAE(E (prototype standardization)
(D) HUER (laissez-faire)

302. (EIPETTEA R EAR-EEHEH) BREZANEESKARH - ARG H)
WEES T HES TR LESHARER > flIEEER > BESEEAEH
AN~ HEEERIZEEEZ - 350 > R il - 255 A SHAN
T — T e PR Al = 2
(A) FUER (laissez-faire)

(B) EEBIFAZEAE(E (prototype standardization)
(C) #H&EES (portfolio advertising)
(D) HOES (export advertising)

303. (EPEfTHH AR FEEIEEH) KRR R B RS =
TREANES BRI - LT B At 2 EENES - Al HANE
EH AR o 551 - fRIE_Baltiyisiat - MBI 2R T
B E SR B 7 A Aol fER 2R SR A R B R E SRR L A= 2 2
(A) HOEEE (export advertising) ~ 321k
(B) BE&BIAER(L (prototype standardization) ~ 324k
(C) HOEES (export advertising) ~ 11 &k
(D) BEEEIPAEHE(L (prototype standardization) ~ ft & &

304. (EREfTEEEAR-EEIES) DU N BB AR ESRA
T o EEEAYFEE 2
(A) TEIEAR
(B) (FA#Eml eIk m RIS T 2
(C) FE4ERE SR M B E IR E M
(D) s BEENEE

305. (EIPSTTEA M EAR-E SR ) DL E R @B T E S R
HUBEFE T ZE ?

(A) TJZEEfE T B E My SRS

(B) TR R E SR

(C) HJEEfEHBLARI SR B S R &
(D) FIEREBG R AER VIV ES RS
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306. (EFSTTEHEEAR-EE PR ) BIFRAZERTITEZ (coupons) /& /& iMA]
FeH{E B TR 2
(A) 7K (horizontal) TRHE
(B) #EH (vertical) TREE
(C) H#ExU (push) TR
(D) fuzt (pull) 5l
307. (EFE T ERASR-BEEEE ) BN B S pE ek
b DU B3 2
(A) KRG ESEIFIRY - L el R S R &
(B) EEFEMAESAER  AENET 2R —E0mipr s
(C) EEAFEREII—EEMARLAPRE » [EZEFEIES A E
(D) EEIEMSET FRERBEY S - Bl S AR - R4
EAE R T S A T A BN SRR S R - SN EE
308. (EPEfTEHE MR- EEEERH) nfOr2EAELEEE AT McCann-
Erickson) BHE2IKMEES - SHRHE E22 HAY A ?
(A) BEEEHANTHERRL
(B) Ws5[EFHBEENER
(C) HEAFENT SRS
(D) EIIEH—8NmEESR
309. (B T EEAR-EEEEH) DL ME R RIS tETEEBKESEE
HYBEERE o H RN EE 2
(A) HREHVZIRMEREE SRR [E]
(B) AR BIAR[E]
(C) HASHIE RSEIARE
(D) HASHIFEIAZEE & B AR [E
310. (EIPSTTEA M EASR-EEHEH) HNAEEFESERAIR - A%
HAMREE » IR SE AT A [5]AY B 5% ZE A R LR SRy H AR
HF o BEEMHANEIERG o AILESEE AR AR E— B EE
STEEAZIFTARZE » RN TN —(ERZATERE ? -
(A) HREHVZRRMAEE S EAR[E]
(B) #EASHIRCASEAE
(C) HASHIE RSEIAE
(D) HASHIFEIAZEE & B A E
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311, (EIPE TR EAR-EE e ) ALz — SRS A RIS EE
AR HUEZ AR R 0 NILEE AR ESERSINEE L F2EE
DU — (BRI =AY 2
(A) HREHVZRRMAZE SRR [E]
(B) #HASHIRASEAE
(C) HASHIE RS EIAE
(D) HASHIFEIAZEE & B A E
312. (EIPEITH R EAR-EEEES) LT E N SRS CEmYIESTHEN
HHITE?
(A) FHEFSELE (percentage of sales)
(B) WFHEEE (competitive parity)
(C) #H&ETZE (portfolio analysis)
(D) HIEEHZE (objective-and-task method)
313. (EFEfTH AR FEEHEEH) BIECEARY I FESEHERRRH " BiE
EEE ) B IR A ER=?
(A) BEJTETDRASTEG 7 M EAE - Frdmd Y ESTHE
(B) AHI B RS RS TR RS SRR %
(C) tRERE BEGmIIFTRNEESHE
(D) EEfraiEs - e s WERNITE
314. (EFEfTHHERAR-BEEHEEH) REERER TRESESIRTS AR
5% - 4RI FTRE 0 E & S N E BT E - IR (ST EAR 51 7= 7
(A) $HEBESERZE (percentage of sales)
(B) 5L (competitive parity)
(C) #H&ETZE (portfolio analysis)
(D) HIEEHZE (objective-and-task method)
315, (EIFETTE R EAR-EEEEH) LN HNBIERE T AESTHESRY
J7 A o ol IEHE 2
(A) HHRIEEZEEEI4RYTT=(
(B) &FHmPFEES Y  RRAHEEHERNESEREES - 2% RiVTE
BmyTz—
(C) BRI RENTEESRY G REREFENE A
(D) #AEZEENE R ISR K
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316. (EREfTH AR EEIER) DUTRBNEE A EEESEEE A W
i > ] ERR ?
(A) riEJT =\ EhEL 2 h = ik
(B) )7V ER 2B EH/EE FHRIB AR
(C) EfEFHANGEEATEEHTEK
(D) T BB R AR RERR A
317. (EREfTE BRI Ess ) DUT B BRSO SE A R e s SRS R A
FEAE(L (standardization) BCEMNAL (adaptation) AYFEHL F - Al A IEE ?
(A) EROHEEBIE—EMREE TR - RN R IR
HEUE SR
(B) E&EEm b A AHERE - #58E FEE bAY BE a2 SRS
(C) HBEBIRFERRESHE - B et AR b ESHESR
s
(D) FEHFESEAFIRERAEE LA ES D SRS
318. (EFETHEEAE - ABHEHEAILHG) ERMEBEEHE LS
A BAREEEMEAERANAELE - AR ERSENEY - BiE
EETTE]) - w i DA UIMIE 5T Ry i B A 8B (P B = RN 2
(A) T~ 71 5k S8 fmlF - S
(B) X~ THE - S8 R~ Bk - BE
(C) X~ THE - 280 Bk BE - REF
(D) =8 THE - NI - (B - BE -~ REF
319. (EFETHEEAE - ANBMEHEAILR(R) ATaTTH B (EREE {0
BOETHE B AR E E - WG E E T &t A ~ 1BEEETT B
FFREL » TREEENIET » (THHE AN B T U ErEEHE - BHE
FH AR M E L AERENA KR > WS B EETE

By ?

(A) 178~ B5E ~ 228
(B) 228 - 52 - 178
(C) EE 178 - B5E

(D) 52~ 178~ 828
320. (EUBSATHREAR - NEHESHELAIR () SetmanE it auE
HNEIOER — P OB s S R = (E R - 55 N Ky
JE?
(A) FIEZ/VERGIETHE)
(B) ZEERELAEGRESRES)
(C) s H A R Al (A1 )
(D) HEEAERGREAIR)
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EERATEHER [ SETHER]) AR EE

321. (EFEITHEMEAER - NBHEHBAIR %) ET\%E“/ » 7 INEH
SEDUEEANE AN BTHESS a?ﬁ?;’ﬁ ZE-mlE] o F':ﬁL@EE NEIEHE
N B EF BT IS0EE & S e A B8
(A) BREEE
(B) HZEEHE
(C) HLKEHE
(D) HAREHE

322. (EIFEITHHEMAR - NBHEHBLAIR(R) —(EFEEYR © T EARE
EFEEE 58 KR IR R o SRR E R A R
A fIgE e —EEA - BEREEREETEE TYI—E
BB ?
(A) FEBRFE
(B) [IMMEZE
(C) EHEE
(D) EfmEdE

323. (EFEITHHEMASR - ABHEHE AR (G) RMEFEEETER S
X AEE AN E AT  GIAES - EEE(TH - METHHYE C KRR
T ERHE N A T {E e 2
(A) BEITHE  slESTHFENE P -
(B) &R slE AT DU > B EtEiE T 1
(C) TEES ' HBEANEBHNEENS - $x[fi5f5h=ﬁﬁ FHLTE](E -
(D) EEE - SRS AT HE AT e

324. (EHFR ﬁf)‘%}%i_}ﬁﬁ% )\%?&’f}%éﬁﬁ#%ﬁ{@ J%Lgtﬂzgﬁwiﬁ%)\

SRVEBEEDIEN SRR i MY B AN R A
7

(A) BHEEHE

(B) HREHE

(C) mEHE

(D) #iAz

325. (EFEATHEMmAR - NBHEHBLAIR (%) )%LI LA 7 AR i AR
REIFSEL B AR EIRIRAR G > 5 N2 A dy AL E 8 T B
HIR o & et 2
(A) Ll S EEEREIRAR - BEEAEER -

(B) REHA > FrAE TET/VH ; RiE®CHE - B DEEE L -

(C) REAHA > B84 ~ Bl \ BPHE S &= U8 T AP IIEG 8
SANREZ -

(D) ZEREA > FEEMERImEE » NRFEE RS EH) -
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326. (EURSATHREAR - NEHESHELNIR(R) (NP KRR S S TE

BEIS - BN EREEEIRE EE - Bl MIE A
BB S BEAVRE ?
(A) EBhEERlERIRTE R ER H RS —2
(B) EARZER—LER) > A RS EEIR -
(C) REEAANNER - WA A BRI TEESE) -
(D) [iESGELEREHY MR bR -

327. (EUBEATEHEEAR - NBHEHEAIRR) 572 A RECE T AR/ INE
(MPR)Z E 35 E S B rnfV (e S B REVEEIE - 5 5 BEH ] e
RFFE MPR (VRS 2
(A) AERTEEmHY b Pl B T REA SR AR
(B) ALV AR 2 Y SR
(C)  REBYEHE L —THREAEY E i
(D) BREEHINRA Bl —F

328. (EURSATHREAR - NEHESHEAIRR(R) — (8 Barry ASBIRE TS
IS EEE - RAEREETS - I OAR—ERE RS - 35
NHIEEA TR A SRR AR O R TSRS
(A) HHTEEFREE) 8] ESEHIEmER
(B) R EESENBEREAART - ARG [ RRHER
(C) EAIELHEERELIIAIEE  HR EEmAEN T
(D) HIEZER > REARKBUFERRNS » (efEsfH1E17AEH]

320, (EUBATEHEEAR - NEHEHEASRG) ER0THE LA BB T
2R pe BRIk o B AR S R 0 P LIS T B TR R Ry ?

(A) HERAZE{THH
(B) H#HEETHE( T
(C) HEEHEITH
(D) HHGRITH

330. (BUPRTINAmEAR - ANSHEHEAIE () ERUTHEEZ A ERTTK
MIEYHFE LSS - 55 NS B B T E S ?

(A) g
(B) E&EEITIH
(C) HekfTiH
(D) gk
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331, (B ﬁf)\ﬁ}ﬁi_ylﬁ% ANEHESHEIN IR %) HEEET > BERTiHEMER
A, o A T YIS IEE N BRI THE R B E ?
(A) Ef)ﬁ 1T EHE R E R -
(B) EHTHERBTEZERERE - AATSATEZE " aREH:
i o
(C) HIGHEFTRERERT ~ AR MBI ERTHE - RS2 4E
SETTHR -
(D) EXTHHAIIERS TjEEX JREAEL A B EE RS o e TR T
TS RIS IS S 1
332. (EHPETEHEAASE - ANBHEHEAILR(R) AR ERY  A—
TEEI EEEI S D o IR AL MRV ERS - T
(A) fi=REE
(B) &HiflES
(C) ZEfRRES
(D) HPEES
333, (EPEfTHHEAASR - ABHEHEAILRR) 2R [S/KENHE NS
NEVAR RN AR S [ IHETERTE © 7 NI A HEAEE: ?
(A) FEFHEIHE AN ERVREIE
(B) W5 |ARuENHE A8
(C) fHENETEABMERSBIEHEEE)
(D) #&THEANEARENIA
334. (EFETHEEAE - ABMEHEAILR(R) NEFTEEER TRITHE
Mo > P DA EAEIE=RASE Y - /R8RS Fatnadsi 7l S EIH EZR DU
ﬁ%/&ﬁlﬁ&m;g;’jﬁﬁ U NEIES T ES E O g T BT
HIlEYAS B - SR E — SR ERUTIE S S NI E = ?
(A) f@%ﬁﬁyﬁ
(B) &ERIETH
(C) FEHHEAALTTEH
(D) HETH
335, (EIFSITEAEEASR - ABHEHBLAIER(R) AFRVHERREZAEZ
a2 EREE MR LR 35 T YR E RN 2 ERFTBE B AT
1 TAE ?
(A) A REESE
(B) AR50V E B2 IR G E MRS &
(C) WHE#EEIEEMD
(D) #RMERIREEIRC
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336. (EPETHEEASE - ANEHEHEAILRG) SHA EERE T ER
Bk > B HEVHESH G RS EEEE T Ga S EEE A8 - BCEZEK
[ER2 B T 3 E AN BWE LB - HEtECRERE e E Ry MYEEE - 35
T ALK ¢

(A) (ERECFEEIR © SEHVBCEEE RE 858 A & r] DU 5 2 feHY
(B) HEACFEEIR @ FEVECEEE R385 N & 0] DUZRHY
(C) EECEEIKR © B EMECEE S IR 7 85 8 N & m] DLEERHY
(D) EEFEFHEIR © 3 VECERRIER E5H B A BiA )
337. (B TEREEAR - ANBHEFHBLAIER(R) BRI E N BEriEiE
B R ET Y - A PTESEEERE  ERWESEEER AR KB N
COHEREE ) B T ERE EAEEE ) - BRI TYIEEY T ' R
B,
(A) fmir A ks e
(B) #HER - 5T » B E R A e
(C) HiommEEEASREIEASR
(D) HHAM NARRAVEE
338. (EFEfTHHEAAR - ABHEHEAILR(R) EXITHEEN R EE
DN (S
(A) FF2A R AR RS i
(B) G TART 2 R R T L B T
(C) R EERAE FHEILHVED SR
(D) HEEHEBUTHEIEYNIA RS
339. (EPETHEAASR - ABHHEAILRGR) BEXUTHEHEEEIIFER
A& DU RE?
(A) TEg—(EERE BT R &R %
(B) AFEEREmERD
(C) #AERETTEA(LRE
(D) ERATH nI L & G R B R
340. (EIPSITEEEAR - ANBHESHBLAIER(R) EIESEBHIRT) » BURT %
INEIFREESAEIRE T - [HLU TR R A Al e B
(A) RNEEEFTTS
(B) EBHFEREI®E
(C) HreVEHERIREE X
(D) FeiZftA MBI REREZRF(K
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341. (EFEfTHEAASE - ABHEHEAILR(R) FEH A EIRESEE T E
TTE EBIRENEED N R A > N EFEDL T HRE?
(A) BEFEMEEE T o B fErRE T
(B) &EFEMAFREE A EEHE
(C) BEFEMFrh IR AR O FEE AV E - W2 nthis
(D) EFEMFRALEER A RN &S
342, (EFEfTHHEAASE - ANBHEHEAILRI(R) FEHAEEEREH A
EHBNE - ETEETEN I E N B & DL T R (R
(A) FI&EEEENTHE N B 20T
(B) AIRHEATISHE AN BIRENR
(C) HEAEAEBEHREINNEES - g R BERS
(D) #HEANBWHRE
343, (EFEfTHEAASE - ANBHEHEAILRR) B THHZE e S
Tl > NEEDUTIRE?
(A) B |ERUERNHE NS
(B) R 5 %08
(C) B/IHVEBRA
(D) HERERIHERA
344, (EIFEfTHHEEASE - ABHEHEAILE(R) MrseREH A THHEL
Mo MR — AR A S B A B S AR - SHEERER
JERZ B FELL N —TE?
(A) $HEANBBTIFHIRAR
(B) #HEE AN BMEAEEFEL
(C) HEAERB—BXIFFHNEIER
(D) $HEANBBIFELEEHESH
345. (EPETHEAASE - ANBHEHEAILRG) HE AR RBREEIE L
IR > fEZEHE FABV 7% » DU NUPHEBUL R A A gE2 FABV JRATHY N
GV
(A) Frte (features): [FIBAZHHIUZE SHAVRHE
(B) Bk (adventure): [=]BHZfEHILEE iy 'S faots i
(C) Flz& (benefits): [mIRHZ ffEaR ZE fm PRIV AR S ~ FL TR TS
(D) {EfE (value): [AIEHZHAE SHAVEESEEE
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346. (BUPRITINAEAR - ANEHEFEAIE(R) BEARSEIVICR - &H
(B E T A DL RHE?
(A) SRS HERE -~ R
(B) ALRBEEIHIRA
(C) THEEHEMAHIEE - THAREARE N E
(D) = SEaRE AR =R
347, (BUPRITINAEAR - ANEHEFEAIER(R) DU A BRI TS
72
(A) BT ABABA R AR K
(B) AIHEBALTE > #Ey Al e EHRRE 8 - EEEREK
(C) wIRHEEIE 2% n R SR B RS
(D) AMEASETTHH
348, (BUPRITINmEAR - NSHERHBEAIE(R) DL TNHPRERHR A A e 2D
N FI YR IA?
(A) FiifinarE sl
(B) #rkta?iaiErmE
(C) HELIEEHRAE  RETEA » SRR GO SRS NS
(D) REDHE H ekl s s &
349. (EUFEATHHEEAR - NEHEHEAIRR) B B THSRAYAIL -
UM RsIE?
(A) BERdTHEENEER @A A A (E AR > 2%F2 R RerAVEER
(B) ETEERITHIEBIHIEER AT TG RIHSEIRER
(C) HI¥ o fE BB EES v] g S B THr S By [ R
(D) EHEREENERES » sHEEERI THEEIHEER
350. (BUPRATINMEAR - ANSHEREAIE %) BN BRI THEE a5t
FRENRSEERL DU E AIE?
(A) BFE—EZ PRI R E S
(B) BF—AESZaEly  FOBERYICH -~ -PHIEH > BLLEEAIHK
PRAZF LT ~ A BT B AT AR -
(C) BF—AETFANEEEE - REIISRE R EELYEERI AT ]
K
(D) AR (R — A T A i R R B T IR Bl S Y 2288
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AERATEN SR [ A ERATHY BE ]

351, (BUPRATINAmEAR - NSHEHEAIE () BN EEETTIAVESS > LIT
ROl 2 Ry IR
(A) FIFIEEEEEAR A Lok 5 [ R
(B) EFHEEMGIABZ AR
(C) HARUMFHGET R E R S
(D) EEREITIHELIR G AN BB BB DA - BREEETTH
R EULIRTS - IR R R
352. (BUPRTINmEAR - AEHEHEAIER) REBHEEMS - KEML
FPRHUH & BB EAVELS - DUl A el 3 ?
(A) HEEBREDHESEMREE R LA ELGAEE S
(B) AFENEHE NS EEIRERNVELFE - TRERFHEREK
BrR%
(C) Dk imdss E AR
(D) HERFREHDVEIER » WIREREEE SR & B RE
353, (EUFEITSHEAAR - ARMEHEAIRIR) MO A EERINEF
o Al A LR ENAACEILIH BEIBGRR - BRI ARG - LU Al
FsIE?
(A) RIBEEFEBEE T EZFR
(B) sERF—FEHB R AT R eI E
(C) K—FEFFRNHH B AEREL > FREL—(EH & N B —F AR
2 BI{SRTRe i B N B AVE
(D) HEANBSZFIHRLE A - DUEREH B3 iR
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354, (BEIPEITIHSE ) orientation refers to an unconscious belief that the

home country approach to business is superior.

(A) ethnocentric
(B) polycentric
(C) regiocentric
(D) geocentric
355. (EPEITINZE R ) orientation refers to an unconscious belief that it is
necessary to adapt totally to local culture and practice.
(A) ethnocentric
(B) polycentric
(C) regiocentric
(D) geocentric
356. (ERFE1THHZ R ) Which of the following is NOT a driving force behind
globalization today:
(A) transportation
(B) WTO
(C) technology
(D) cultural distance
357. (B THHZE ) The highest-ranked company in the 2025 Fortune Global 500
survey was:
(A) Wal-Mart
(B) Disney
(C) Apple
(D) Royal Dutch/Shell Group
358. (EHFE1THHZEm ) Which of the following is not one of the marketing mix?
(A) price
(B) place
(C) promotion
(D) finance
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359. (ERFE1T8HZ M) The  is the only international body dealing with the rules of
trade between nations.
(A) NAFTA
(B) WTO
(C) APEC
(D) IBRD
360. (EHFE1THHZ ) The McDonald™ s has achieved great success in global
marketing by pursuing a policy of
(A) Think locally, act locally
(B) Think globally, act globally
(C) Think locally, act globally
(D) Think globally, act locally
361. (EFE1THHZ R ) When identifying global market segments, a fundamental
guiding principle should be the need to determine:
(A) similar needs and buying behavior
(B) similar geographic regions
(C) similar languages
(D) similar ethnic backgrounds
362. (ERFE1THHZ R ) Which of the following is not included in the EPRG framework?
(A) Eurocentric
(B) Polycentric
(C) Regiocentric
(D) Geocentric
363. (ERFEfTH5E R ) Global localization means that a successful global marketer
must have the ability to:
(A) "Think globally, act globally"
(B) "Think globally, act locally"
(C) "Think locally, act locally"
(D) "Think locally, act globally"
364. (BHFESABIRER) refers to the ideas and perceptions that a
culture upholds in terms of beauty and good taste.

(A) Techno-graphics
(B) Aesthetics

(C) Geographics
(D) Cybernetics
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365. (EHFESZ{EERIE) Which of the following is NOT one of Hofstede's cultural
classification dimensions?

(A) power distance

(B) uncertainty avoidance

(C) masculinity

(D) romanticism
366. ([FFESC IR ) With respect to Hofstede's cultural classification scheme,
refers to the degree of inequality which people of a country view

acceptable.
(A) uncertainty avoidance
(B) power distance
(C) individualism
(D) masculinity
367. (EHFESCA BERIE) With respect to Hofstede's cultural classification scheme,
refers to the extent to which people in a given culture prefer to act

as individuals rather than group members.
(A) power distance
(B) uncertainty avoidance
(C) individualism
(D) masculinity
368. (BEE S bBEREE) refers to the complex of nonverbal
communication mechanisms that people use to get a message across.

(A) Slang language
(B) Spoken language
(C) Silent language
(D) Harmonious language
369. (BHFESABIRER) systems tend to be deeply rooted and are
found to be intrinsic to a person’ s identity and inner self.
(A) Family
(B) School
(C) Social
(D) Value
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370. (BEFE S BERE) classifications allow the marketing manager
to see how much overlap 1s possible between the marketing programs to be

implemented in different markets.
(A) Business
(B) Political
(C) Cultural
(D) Natural
371, (FFESC BEREE)  “What is left unsaid is as important as what is said”  would
be an example of what form of culture?
(A) agrarian
(B) intellectual
(C) northern European
(D) high context
372. (EHFESC{EEREE) In numerous Asian countries, the ancient
philosophy feng shui (wind-water) plays an important role in the design and
placement of corporate buildings and retail space.
(A) Chinese
(B) Japanese
(C) Indian
(D) Singaporean
373. ([FFES2{BEEEE) The GLOBE is an acronym for:
(A) Global Leadership and Outstanding Behavior Effectiveness.
(B) Global Leadership and Organizational Business Effectiveness.
(C) Global Leadership and Outsourcing Behavior Effectiveness.
(D) Global Leadership and Organizational Behavior Effectiveness.
374. (EFESCABEERIE) A characteristic of a low-context culture which is prevalent in
United States, Switzerland, and Germany 1s:
(A) negotiations are long and protracted
(B) less information is contained in verbal communication
(C) major emphasis on a person's values and position in society
(D) messages are explicit and specific
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375.

376.

3717.

378.

379.

(ERFEATEIT2E ) Which of the following statements about focus group is NOT
true?

(A) constitute of six to ten people based on certain demographic, psychographic,

or other considerations

(B) moderator is one of the key factors for focus groups success.

(C) video on-line conference is a trend in focus group

(D) interpretation is made on the spot, recording sessions for review is not

necessary.

(EIPELTEHITZE ) Projective technique is an unstructured, indirect form of
questioning that encourages respondents to project their underlying motivations and
beliefs. Which of following techniques are not included in this method?

(A) Word association

(B) Picture Interpretation

(C) Diary keeping

(D) Third Person Techniques

(EIFZ{T55EH%2 ) Obagi company is preparing to enter a foreign market and
desires to quickly 1dentify the key features of the most successful products as
mexpensively as possible. The firm should consider what types of method?

(A) Mail survey

(B) Direct observation of the successful product

(C) sophisticated interviewing techniques

(D) Fax survey

(EPELTEHTZE ) The first, and MOST important stage of the consumer research
process 1s?

(A) Sampling

(B) Questionnaire construction

(C) problem definition

(D) research design

(EEPELTEHTZE ) With respect to the sampling plan, three decisions must be
consider: (1) the sampling unit—who 1s to be surveyed; (2) sample size—how many
people should be surveyed; and (3) ?

(A) sample cost

(B) surveyor skill

(C) sampling procedure

(D) sample security
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380. ([EFEITESNTFE) A question that uses a scale that connects two bipolar words
wherein the respondent selects the point that represents his or her opinion 1s called
?
(A) the semantic differential
(B) a Likert scale
(C) a multiple-choice question
(D) a word association question
381. (EHFE1THHMTZE) Which of the following is true about etic and emic approaches
to country analysis?

(A) The emic/etic distinction is not useful in cultural studies.

(B) An emic approach studies a culture from within; etic analysis is "from the
outside."

(C) An emic approach studies a culture "from the outside"; etic analysis studies a
culture from within.

(D) The emic/etic approaches cannot be applied to Asian countries

382. (ERPEMIIE RS IRE]) One of the major impacts of information technology is:

(A) lengthened product life cycles.

(B) dispersed product life cycles.

(C) vertical product life cycles

(D) shorter product life cycles.

383. (EHPEMIGHRESHE])  are defined as those industries where a firm” s
competitive position 1n one country 1s affected by its position in other countries, and
vice versa.

(A) Global industries

(B) Interdependent industries
(C) Hypercompetitive industries
(D) Multidomestic industries

384. (ERFEMIEHRESIRE]) Market globalization forces include the following

EXCEPT:
(A) converging per capita incomes.
(B) global customers and channels.
(C) manufacturing.
(D) rich consumers in emerging markets.
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385.

386.

387.

388.

389.

390.

(BRI RES R E]) Import tariffs and quotas, nontariff barriers, export
subsidies, and local content

requirements are all examples of which kind of industry globalization driver?

(A) cost forces

(B) government forces

(C) quality forces

(D) market forces

(EIPE TR E] ) In global competition,  companies may be vulnerable
to large-scale operators

(A) demand-oriented

(B) supply-oriented

(C) technology-oriented

(D) niche-oriented

(BFE 5% R &) A company that uses flexible manufacturing, economies of
scale, and perhaps limited product offeringsi1sa .

(A) loser

(B) follower

(C) cost leader

(D) product differentiator

(ERE TR HEE] ) BMW of Germany and Volvo of Sweden are examples of
companies using a(n) strategy to achieve success.

(A) innovator

(B) product differentiation

(C) cost leader

(D) price leader

(EFE T 5RIS A &) The multidimensional nature of competitive industry
structure includes the following EXCEPT:

(A) bargaining power of suppliers.

(B) threat of new entrants.

(C) threat of substitute products.

(D) product structure

(BRI EREHE])  can be deterred by strong entry barriers.

(A) Potential new entrants to the market

(B) The bargaining power of suppliers

(C) The bargaining power of buyers

(D) The threat of substitute products or services
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391. (B SEIEIRE]) All of the following are factors that favor a globalized
product strategy EXCEPT:
(A) global customers
(B) unique customer needs
(C) time-to-market
(D) scale economies
392. (FRTIESFEEHE]) All of the following are reasons for international marketers
to implement international
market segmentation EXCEPT:
(A) country screening
(B) global market research
(C) entry decisions
(D) government mandate
393, ([FHFEHETREEHRE]) Psychographic segmentation involves grouping people in
terms of their:
(A) combined household income
(B) psychological well being
(C) attitudes, values and lifestyle
(D) age and income
394, (ERFE IS SRES RS ) The Swatch Group markets watches in all price ranges,
from the Swatch brand at the low end to luxury brands such as Longines, Blancpain,
and Breguet. Which target market strategy does this illustrate?
(A) standardized global marketing
(B) concentrated global marketing
(C) psychographic global marketing
(D) differentiated global marketing
395. (EFE RS FRE]) "Usage rates" and "user status" are important criteria for
which segmentation variable?
(A) behavioral
(B) demographic
(C) occupational
(D) psychographic
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396. (EF&TTE#E ASENE ) The entry mode decision should consider the degree of
control that the firm wants in the international market. Which of the following entry
mode has the most control?

(A) Joint venture
(B) Acquisition
(C) Export
(D) Licensing
397. (PR I5#E A NS ) What are the advantages of indirect exporting?
(A) High risk relationships
(B) Limited commitment required
(C) High control over market
(D) Cultural differences

398, (FFE5#E A S ) In the exporting mode, it is important to form a contract
between the two parties. The contract will ensure an agreement 1s met in the
relationship the two parties. Please 1dentify an aspect that the contract would not
COVer.

(A) Payment arrangements
(B) Size of firm
(C) Duration of the contract
(D) Delivery of goods
399. (&S ASHS ) Please identify a source of intermediate entry mode.
(A) Licensing
(B) Marketing
(C) Importing
(D) Selling

400. (EIPE M5 ATREE ) Franchising is a source of intermediate entry mode. A
business package will be given to the host country entity (franchisee) that will run the
business in the host country. Which items will the business package contain?

(A) Country environment
(B) Trade marks

(C) Cultural issues

(D) Population
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401, (P& ASENE ) Establishing the right partner for a joint venture is
important. A right partner i1s one that has beneficial resources. Which of the following
resources would the right partner NOT have?

(A) Know-how
(B) Market access
(C) Knowledge
(D) Poor labor relations
402, (ERFE T A SRS ) What type of investment is a green field investment?
(A) Building an operation from scratch
(B) Acquiring an existing operation
(C) Exporting from home country
(D) Distributing through an agent
403. (EEPE IS ASRES ) Under what factors would a firm possibly withdraw foreign
direct investment from a foreign market?
(A) Steady growth
(B) Knowledge development
(C) Country risk
(D) High population

404. (ERFETIES A SRS ) The act of taking over or buying another company is a

process of
(A) Synergy
(B) Acquisition
(C) Partnership
(D) Joint venture

405. (ERPE M5 ATREE ) A subcontractor is a firm who provides semi-finished
products or services needed by another firm. Which of the following is a
characteristic of a subcontractor?

(A) Subcontractors have direct relationship with end customers

(B) Subcontractors have responsibility to the customers

(C) Subcontractors do not have direct relationships with the end customers
(D) Subcontractors market the product to customers
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406. (ERFE TS A SIS ) When contrasted with greenfield operations,
provide(s) a rapid

means to get access to the local market.
(A) acquisitions

(B) licensing

(C) exporting

(D) joint ventures

407, (BT A SRS ) The key determinant in the market entry choice decisions

1s the:
(A) risk
(B) internal resources and assets
(C) market size and growth potential
(D) flexibility

408. (ERFE TS ASRES ) Which of the following is not a characteristic of global
strategic alliances?

(A) participants make ongoing contributions in technology, products, and other
areas

(B) participants focus on an individual country market

(C) participants maintain independence outside the framework of alliance

(D) participants share benefits of the alliance

409. (EEPETE#E AR ) GSPs (Global Strategic Partnerships) are attractive for
several reasons which does not include:

(A) continuous transfer of technology between partners.
(B) focus on a single national market or a specific problem.
(C) sharing high product development costs.

(D) sharing technological developments.

410. (EIPETHISHE AL ) is a market entry mode that traditionally has
been used by companies that, for one reason or another, needed a partner to
manufacture products for sale in the partner's home country market.

(A) Strategic alliance
(B) Licensing

(C) Acquisition

(D) Joint venture
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411, (B S A SIS ) The organizational decision to purchase production inputs,
components, or finished goods from domestic or foreign producers 1s known as the
decision:
(A) import/export
(B) security
(C) sourcing
(D) preferential
412. (BRI S5 ) Which is not the advantage of product standardization?
(A) cost reduction
(B) product uniqueness
(C) improved quality
(D) satisfied global customers
413, (EEPEEE AT ) Which is not the drawback of product standardization?
(A) toenhance customers preference by standardization
(B) tomiss the exact target market
(C) to lack the uniqueness of product
(D) to be vulnerable to trade barriers
A14. (BRFEESRS) According to the Product Component Model, which is not the
support services component?
(A) repair and maintenance
(B) package
(C) deliveries
(D) installation
415. (ERFEE SRS ) Most services, ex. automobile rentals, airline services,
entertainment, hotels, and tourism, are inseparable and require production and
consumption to occur simultaneously; thus, which entry mode 1s not a viable option?
(A) licensing
(B) franchising
(C) export
(D) foreign direct investment
416. (BIPRESAT) which is not the barriers that services marketer faced in the
global marketplace?
(A) protectionism
(B) protection of intellectual property
(C) cultural requirements for adapation
(D) perishability of service
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417.

418.

419.

420.

421.

422.

(EPR S5 ) Which concept is regard to the worldwide use of a name, term,
sign, symbol , design, or combination thereof intended to identify product of one
seller and to differentiate them from those of competitor?

(A) national brand

(B) regional brand

(C) global brand

(D) international brand

(B E MRS ) Among the following factors, which is not the new product
success factor in a new market?

(A) company reputation in innovation

(B) new product superiority

(C) technological synergy with company know-how

(D) innovativeness of new product

(EEPEEEL 3R ) Which is not the product-related factor influencing the speed
with which a new product diffuses across and into new countries?

(A) relative advantage

(B) innovative propensity

(C) compatibility

(D) complexity

(EEPEEE L5 ) which is not the reason to building a global brand?

(A) demand spillover among the countries

(B) the emerging market of global customers

(C) satisfying customer by customization

(D) getting scale economies by standardization

(B E L3R ) Which product category is not suitable for adopting high-tech
positioning in the global market?

(A) personal computer

(B) mobile phones

(C) automobiles

(D) soft drink

(BFEPRESRSE) The “Made In” label as an important source of assessing the
value of a product 1s an

example of:

(A) nationalism

(B) regionalism

(C) social sensitivity

(D) the country of origin (COO) effect
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423.

424.

425.

426.

427.

428.

(BHPEZE 2R ) represents the cumulative added value of a company's
mvestment in the marketing of a brand over time.

(A) Brand equity

(B) Brand image

(C) Brand loyalty

(D) Brand extensions

(BIPEETEAS ) In the international marketplace,  pricing adds international
costs and a mark-up to the domestic manufacturing cost.

(A) dynamic incremental pricing

(B) export price

(C) target-return price

(D) cost-plus price

(EFPRETEASE ) One alternative for successful marketing to the price sensitive
low per-capita income market 1S to produce @ product or lower product quality.

(A) upgraded

(B) downsized

(C) copy

(D) synthetic

(ERFEETEATR ) If a company that is threatened with price controls diversifies
into product lines that are relatively free of price controls, the firm would be
following which of the following strategies?

(A) shift target segments or market.

(B) negotiate with the government.

(C) adapt the product line.

(D) launch a variant of an existing product.

(ERFEETEATR ) The most drastic reaction to government-imposed price controls
is to:

(A) adapt the product line.

(B) shift target segments or market.

(C) negotiate with the government.

(D) leave the country.

(EIPEETEASE ) When sales take place between related entities of the same
company, ___1s often used.

(A) local-currency price stability

(B) pricing-to-market

(C) transfer pricing

(D) countertrade pricing
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429, (EEPEETEHRSE)  uses the market mechanism as a cue for setting transfer
prices.
(A) Pricing-to-market
(B) Market-based pricing
(C) Countertrade pricing
(D) Nonmarket-based pricing
430, (BEEIPEETIEHRT) To conduct  conflicts between country affiliates are resolved
through mutual discussion of the transfer pricing problems.
(A) demand-based pricing
(B) negotiated pricing
(C) cost-based pricing
(D) markup-based pricing
431, (BEPEET(ERT)  occurs when imports are being sold at an  “unfair”  price.
(A) Price fixing
(B) Gray marketing
(C) Countertrade
(D) Dumping
432, (BPRETEAS) _ is an umbrella term used to describe unconventional trade
financing transactions that involve some form of noncash compensation.
(A) Local-currency price stability
(B) Pricing-to-market
(C) Countertrade
(D) Nonmarket-based pricing
433, (EEPEETIERTR ) When brand loyalty has been established, will
play less of a role as a purchase criterion.

(A) service

(B) product

(C) price

(D) promotion

434, (EEPEETERT) Suppose a company selling in various country markets makes

statements such as "we know what the customer wants, and he or she will have to
pay for it." This 18 an indication of a(n) approach to setting prices.

(A) ethnocentric

(B) regiocentric

(C) polycentric

(D) geocentric
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435, (BEIPEEEATER) refers to a firm that manages exports for other firms.
It produces no product of its own but serves as an international marketing
intermediary.

(A) Export trading company

(B) Export Import Bank

(C) Export management company (EMC)
(D) Export commission representative

436, ([FHFZmER 5 ) Which of the following correctly describes the retailing strategy
of Toys "R" Us?

(A) manufacturer brand focus , few product categories
(B) many product categories, own-label focus

(C) manufacturer brand focus, many product categories
(D) few product categories, own-label focus

437, (EPZimER 55 ) Which of the following is the world's largest retailer (in terms of

annual sales):
(A) Tesco
(B) Wal-Mart
(C) Carrefour
(D) Cosco

438, ([EIFZmER 55 ) what is the Physical Distributionn and logistic concerned with?

(A) pricing
(B) order processing
(C) personal selling
(D) sales promotion

439. (EFEEEEHFER) refers to the integration of key business processes
across the supply chain for the purpose of creating value for customers and
stakeholders.

(A) Supply chain management (SCM)
(B) channel management
(C) material management
(D) export mangement
440. (EEPZmERREE)  refers to the ability of a particular channel member to
control or influence the decision making and behavior of another channel member.
(A) Channel conflict
(B) Channel cooperation
(C) Channel performance
(D) Channel power
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441,

442.

443,

444,

445.

[ ERi7a

(FEPZmERREE)  refers to the type of exporting in which the firm itself
undertakes the complete export marketing task,

(A) indirect exporting

(B) cooperative exporting

(C) direct exporting

(D) Countertrade

(EFPRmpR AT Y A market also known as parallel market is the trade of a
commodity through distribution channels which, while legal, are unofficial,
unauthorized, or unintended by the original manufacturer.

(A) gray

(B) white

(C) black

(D) blue

(EPZ B+ 55 ) Which of the following factors contribute significantly to the
increased complexity

and cost of global logistics as compared to domestic logistics?

(A) exchange rate fluctuation

(B) domestic intermediaries

(C) purchasing

(D) service

(EIPZ B 55 ) Order processing, warchousing, and inventory management are
all functions pertaining to:

(A) sales promotion.

(B) a polycentric orientation.

(C) personal selling.

(D) Physical Distributionn and logistics.

(EFEIEES 2R ) By definition, feature a narrow but deep merchandise
mix and high levels of service.

(A) convenience stores

(B) super markets

(C) specialty retailers

(D) department stores

80 WREEFRE, AR



TIMS 17883 3ERE J1RRE
%

EERATEHER [ £EITHE

446,

447.

448.

449.

450.

(ERPE TS mAR-EE 5 B(E 8% ) Coupons, sampling, trade allowances,
premiums are all examples of

(A) advertising

(B) sales promotion

(C) direct marketing

(D) pubhcity

(BRI SR- RS B{E8Y ) If promotional dollars are focused on the
middlemen, then the strategy 1s described as begin a strategy.

(A) horizontal

(B) vertical

(C) push

(D) pull

(EPE TR - 5 E(E 85 ) According to one study, consumers in
Thailand or Malaysia have more favorable attitudes toward sweepstakes than
consumers in Taiwan. Please choose the most probable reason to explain it.

(A) trade structure

(B) cultural perceptions

(C) new product development

(D) market maturity variation

(BFRTeEm AR E S B{ESH ) Many errors may occur because of
translation and misunderstanding of advertising in the foreign market, which of the
following is probably the easiest solution to the problem?

(A) the problem usually corrects itself, so don” t worry about it

(B) involve ad agencies from the host country’ s environment

(C) employ foreign language experts for all markets

(D) involve ad agencies from the company s domestic environment

(ERfTY E AR E A BESS ) How can marketers cope with advertising
regulations in foreign markets? All of the following are valid suggestions ECXEPT:

(A) try to circumvent the regulation by using local advertiser

(B) keep track of regulations and pending legislation

(C) adapt the marketing mix strategy

(D) lobbying activities
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451. (BEPBITHEEASE-E A PESY ) Many marketers consider that standardizing
an ad campaign 1s a good case in the international marketplace. All of the following
would be good, justifiable reasons for standardization EXCEPT:

(A) consistent image

(B) government regulation
(C) creative talent

(D) global consumer segments

452, (P& TN E AR -FE A EL(EFH ) Which of the following is not the barrier to

standardization in international advertising?
(A) cost
(B) market maturity
(C) advertising regulations
(D) cultural differences
453, (BFE T F A R-E S EdH ) With the advertising approach,
every country subsidiary bases works best in its market to make ads.
(A) prototype (pattern)
(B) laissez-faire
(C) export
(D) import

454, (BB T8 EERSR-E A H(ESS ) Microsoft presented two million DVDs with
an interactive commercial to promote the Xbox video program. This 1s an example of
which of the following trends?

(A) improved monitoring

(B) growing spread of interactive marketing

(C) rise of global and regional media

(D) growing commercialization and deregulation of mass media

455. (B TEEEREATR-FEEEESH ) With respect to budget forms for advertising,

the method budgets a percentage of sales revenue for advertising budget.
(A) percentage of sales
(B) competitive parity
(C) portfolio analysis
(D) objective-and-task method
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456, (S TENH A R-FEESEL(EFS) In international marketing, numerous
promotional efforts misfire because of
-related problems.

(A) politics
(B) language
(C) transfer
(D) transaction
457, (BRI THYE R SR-E S E(ESY ) To speed adoption of a new product, the
marketing team should:
(A) design the maximum amount of complexity into the product
(B) ensure that features and benefits can be communicated or demonstrated
(C) attempt to make a clean break with existing customer values
(D) discourage limited use on a "trial" basis
458, (EFETHEREAR - AR/ AILRAR) Which activity does direct
marketing not involve?
(A) Email
(B) Fax
(C) Mail
(D) Newspaper
459, (EFEfTHE AT - AN EHEHELANILRA(%) Using basketball star Lebron
James to advertise Nike's new line of sneakers 18 a form of what marketing
communication mix?
(A) Events and experiences
(B) Personal selling
(C) Newspaper
(D) Advertising
460. (EIFEITHIERAAER - ABSHEHE/NILEI% ) Which of the following is not a
positive characteristic of marketing communication?
(A) Persuasiveness
(B) Personal interaction
(C) Emotionless
(D) Incentive
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461, (BEPEITHEHEIASR - A SHEHPLAILREI%R) Word of mouth is an effective
way of marketing. Marketers can make increase word of mouth by:
(A) Supply key people with product samples
(B) Put posters up on walls
(C) Mail
(D) Stop people on the street
462. (BEPEITHEREIASR - AN EHEHPLAILRE%) Public and ethical issues in
marketing need to be considered, as they may lead to negative consumer responses.
Which 1s not a form of public and ethical issues?
(A) Unfairess by taking advantage of less sophisticated buyers
(B) The country the firm is comes from
(C) Deception through misleading product claims
(D) Invasion of privacy when personal information is released
463. (ESATHOEEASR - NSHESHELANIERR{R) A well chosen celebrity can
bring attention to a product or brand. What 1s the name of this type of marketing
called?
(A) Market segment
(B) Messaging
(C) Celebrity endorsement
(D) Style
464. (EEFSITHERRSR - N EHESHE /N ILRf{%) Personal communication
involves two or more persons communicating directly. Please 1dentify the source that
1S not personal communication.
(A) Face to face
(B) Telephone
(C) Email
(D) Billboard
465. (EUPSATHOEAAR - N EHESHEAILRE(R) Samples, gifts, lotteries and
rebates are all a method of marketing communication. Under what name does these
methods fall under?
(A) Sales promotion
(B) Personal selling
(C) Branding
(D) Exhibition
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466.

467.

468.

469.

CBPETEEERR - NBHEHEL A ILRH{%) Emotional appeal is a form of
communication in marketing. For example, there 1s an advertisement with the
presence of cute babies. Which of the following 1s not a positive emotional appeal?

(A) Joy

(B) Humor

(C) Love

(D) Shame

(B TH SR - AN BHERHEBL N IEREA{fA) Communicators may also use
negative appeals in marketing to get people to do things or stop doing things. Which
of the following can best describe a negative appeal?

(A) Colgate tooth paste can stop cavities spreading

(B) Buy an iphone now

(C) ABC supermarket offers weekly discounts

(D) Buy one get one free

(BT TEY B K- FE 5 EA(iE 84 ) Generally speaking, a company has little
control over media. To compensate for this lack of control many companies utilize:

(A) image advertising.

(B) corporate advertising.

(C) advocacy advertising.

(D) radio advertising.

(EPETTE AR - AN BHESHEL /N SLRH %) Which of the following is an
advantage of using an expatriate sales force?

(A) superior product and company knowledge

(B) can be trained for promotion

(C) headquarters can maintain greater control

(D) those achieving success abroad gain valuable experience that can enhance

promotion prospects

85 WHEFR , sEAVRAE



TIMS 1788 &

44 H77

AERAT 8

AL Ay

EHe NI RE

FANS

1. (B)

S kW

9.

10.

11. (D)

12.

13.

14.

15.

16.

1

~

(D)

(A)
(D)
(C)
(B)

(A)

. (B)

(A)
(B)

(B)

(B)

(C)

(A)

(C)

. (D)

[ &BRAT 8 E 75 ) A )

7 ﬁzig‘i—i

[3gf2] 2k e A ERM2 L FHA 7 FRBEF S B
[#2f2] 23kt ﬁﬂi—gb—?ﬂs HEIWTOHEpd ¥~ pitieHh 2
@’ﬁ,}] BavgFid e

(2] £ ¥ TWE {#FJ ﬁ#%”@'@g/r s Gk th g B iR R o
[35/2) ""dle s A Ed oA m s T 4R 2 g -
[f22)] » F 2zt #ﬂﬁ i‘% z n,ﬂ szmﬂ Tk AR kAR AP T o
[5f2])] % ~7 wdEw L b %M«r\iﬂ,ﬂf EE R i Ed 2
IS AR V& R Sk T

[3gf2] 3 2okt Ldp® & B § % i 2 skl hdkdpig > 2
S - B D S

[i5f2)] 2 A 2spit Edp g F R T mflE | AR Rdpt W2 AT
2AAE T2 AR T Ha | g b ,‘:‘T BAaBRF aF ik
7 PR SR fee
[%ﬂ]ii%@é%?ﬂé‘ﬁﬁ\wﬁ’NQQWﬁe

[4272)] WTO & #1995 £ 1 % 1 p

[#gf2) L3 pacnifpRe st FELIADEN ~ F £ 7~ Fofy
REEEE =R S e d phe SR S x{ Mo

[i2fz] ®'Z i frde £4p - 24 m 274 © (No regular export

activity) ~ FE N Jiv o~ f 2 gl g-? o de LAk E RK
7 ( foreign direct investment + FDI) e

[32f2] Shethetal. (1991) = AEZ H E® A I8 ¢ 7 ‘HiaBiE
(functional value) ~ A+ ¢ % i& (social value) ~ i-%5 i & (emotional

value) ~ % A7 & (epistemic value) ~ -3 % & (conditional value) -
[%\ﬁ’*] AL g X %‘ﬁ/éﬁ FEHFAE SR B EALE FHH O
ENAN RN 0 & 718 S rlh S P SUR R S

* oo
(ff2] Fa g EL4p 2 ERFFALSSIRD > & AP LT LR
B o W e .

[$2f2)] TomE ~mddic | sz a FEHS 244k az
FReiRiA g I3 tmFRAGAS 2
LA S

(22f2)] o RE B2 3 B4 SR E 3 2
Aov A ERRAIFR B FORHR R N B S
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TIMS 1788 B 3ERE 17875
%

EERATEHER [ £EITHE

1

o0

C(A) [AEfa) #ac i @A 4g 8 2 E 4 98 A &2 JRAE > TR R et i
AR S e s i S
19.(C) [HfF] o w2 F 7 HEH 2700 2 P03 URY 2IRE
PR BIMGPRBI 0 UELEFRLFE -
20. (A) [Hfp] ff s EBREEHd B B RRGH it 3p e
e s A o
21. (D) [Aaf2] G @ A4 b £ E 4 500 A &8 IR 0 i
FEFRHALE A EF gt o
22.(B) [Hzf2] Bp 3 Sbefer $FF i FL REN TR 5 7RE
EREEE A
23. (D) [Af3] 23pi) § 4 M8 - R~ EEE 2 A0 FED S B 7
rengi v BR FERKIREFH B o
24. (C) [Hf2)] 5 <A EMT P E S FR AT L 33
Hord i o FAT R @S FH S X B A S
BoEHBI 2 EE -
25. (B) [45f2) % £- Hi&r a5 3 EBmLibEd o
26. (A) [Hf2] * WY w e L EpE 22 il @ aka)$ 2 4l i
I
27. (D) [3f2)] £ WF M+ § Rk 7P (HV. Perlmutter)$t 1 555 2 @
:ﬁ%ﬁﬁﬁ,%ﬂmﬁuﬁé‘iiﬂ@%él%ﬁﬂu%@o
RGBS #ﬁ%%ﬁﬂw%é’mﬁﬂ¥¢*HRGﬁ;°
28. (A) [#gf2)] % ~¢ ¥ A4 b X ARIF RME FHESPF > i1 242
BhEH I 2000 A 2w aF M/%\Kﬂ@iz#a‘;%%l
29. (B) [A2j2] %7 v R R ¢ F i F W EFH B0 o i L 2
BRSO N SR FRALAY S AR T B 2 HR
SEHER O HBL RSN AR o
30. (A) [Ef2] 237 w S A EF I REFH ‘s‘rvﬂf S
DIREEES A KAy R K RG] ;:;9;_1 E A
\:’F'&#F‘FT‘%?% R R DIREEE 2 ?‘){%iﬁ%mg\u ) F
‘ %~ﬁ CRER R AR St 2 P RS
ﬂr«ﬁ: Sy
31. (B) [#2f2] §A7H ERApAE £ EH/F A S SR i % B4 ~ AT
&Ry o EE i F et o
32.(B) (48] = PP L J 175 97 o ik ngemg -
33.(B) [#f2)] 2 tehe 2836 3782 ~FR PTLE ALEHA
FTORE B EREEALE R A E A

o«
o
qt\:

"P"]-

2 ET AR

o

Z;E"(
I

“/
ol
% 1~

Ay

4.4
‘\/ :ﬂ
=
RN e fln
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PERATIE IR [2BRTe a5 ] A

34. (C) [42f2]) 7 % #740 (Hofstede) # 1980 # #% I e F = i 2 472 7§
He ez TRALAREEMI K, - T4 g, - THIPEEE
Ak 2 ThgRE -

35. (B) [3f2)] gt ment g ? ’%i%ﬁﬁ?’:—fk?'li‘é:%&«’i 'E_ZE‘_—J«
36. (C) [ALfR) K 2st B sb > FARRE? CRBESILS 3 B
R R E R L TIIS 3 ¥ S @%ﬂ:’e

AR R R T B g

37. (C) [AEf3) = P RS2 8 Y ~ B ~ B A DA F ehirsd o L &
Bk, AP % AAAEFL 0 I it Ed - FA
E%éﬁgﬁékﬁﬁ~¢§ﬁ#kﬁﬁm’?“94#g%%ﬁ
7o

38. (A) [4gja) = e ge &
£ 0% § BRI

39. (B) [4Ef2) § @k 5B id I A P enl @ Bk > & 4 P4 4 ehf
g 7 5 iR gL o

40. (D) [4&f2) p & 2% ®p] (SRC, Self-Reference Criterion ) iph A A P eh
Braa¥ ¢iedEp by P eREFER AR - BEFTOF E
FH e

41. (A) [#EpE] xR A ¥ ks oad hgpiczp & -

42. (B) [ S RHERAFERAAEF VAL 2R ~FFMHG ~ 232l
PO PER LR R

43. (B) [f2] 2344 HeiiE 2 52 z:(GLOBE)EH R LR
BHEs o AW G0 AR Ee ~ BELR A FETRE
BBAAZEEHMIAR TP BB S A FEe o

44. (B) [3f2] fii73 ek B2 2 2 (GAM, Global Account
Management ) ¥ > B4E& F4e™ P BFFEBIY hF B L R E
PSR AT ERPEFPORRE G Ll aa 4l
B FEAEE M G AT bk i T K T

45. (A) [f2] w2 % #1746 (Hofstede) 1980 & 4% ) cnps B 2 1 A 4728 1
P FE LI BRI RERAE DR T APL e E 22
LB MAEZ T RERLR DR T

46. (D) [4Tf*] 1345 B 4 #78 (Hofstede) 2 ¢ 5 > EALEH Boro & 5 3
& o

47. (A) [AEf2] BRI P et f Flbme ™ e ~ EE ¢
Senm R s g o

48. (C) [Agfa] v ity dp i) § 5 L3 47
At (5 RHBORY R ) TR T A
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TIMS 1781 H3ERE a8

PERATIE IR [2BRTe a5 ] A

49. (A) [Agjz] TRER 75 5 dpen L R 59 o ) § Fdoie i b &

@,7‘{—7{;\0
50. (B) [4f3] s~ it 2 ¢ M T3ad 56, &34 2 Fdunia
e E S ’ﬁﬂeﬁ*é A mwuev%u@véj F"*#{»m’m

2a

IR FAFIVNHER AL L FOEZICLN

51, (C) [Rgf2] R fen o E- A% L2 g~ Lag A1 & -

52. (A) [Ef2] # 2 Fdpen i WPy 7 b odjis » * QUL B RAF S
amﬁ’aazwi&aiiﬂﬁ’Fﬁﬁi#éﬁ*%@%ﬁﬁﬁ
B2 "’E’Plljz-o

53. (D) [iﬁilpiz R FL AR BR RN L P o LR T PR
B B o

54. (D) [#2f2]) €4 =7 F (EdwardHall) 2 & #3%% (silent language )
AP o TR P A AR M TT R £ B

55. (D) [Azf2] p ApftmE W7o B AT FRS FF - FI ¢ X
BB EEE L o g EE 2 2R L RALE - P&G m&f]’\ 5] it
PpLpAmEL TR RERIEFTRED FEF F o

56. (B) [#2f2) #3522k » R 2> kg2 g L aniffzo Mg~
fa~fa N fe, gnEe o B r/%i\‘raz’flﬂ"lﬁl—i"fﬁft" B =
E2RE ﬂd‘ﬁ" BATRE, »22%2 % o

57. (C) [{ﬁ”i]ﬁ;%Ai«ﬁ?# AP R E R (L o

58. (C) [3afz]) : ER-TRANEFEITFIZLA,TRZETF AR
@*mtﬁﬁ@&4a€i33%’%vmr~ﬁz G
B gz dRd 5D 0 H12 gns WA RGARE 0 ARy B
2 .

50. (A) [Rp) Hp A4 m3 odgis T2 &5¢ ) 2 & FtE %)
AR T H P AR o

60. (A) [Agf2] & W&~ feik g ¥ =4 7]

61. (D) [42f2] &9 4 - &I X5 ?

62. (C) [Agfz] £ F & WA P3P
H1 o

63. (C) [Agf3] # 2ok M G g Ea s Faka z  JRHF
R FF A MaEndd o

64. (B) [3£f2)] FRMEPR L RETEFRBIEI PR LT g
o R AALI DTG RH o

65. (C) [4Ef%]) # it # 4p ¥ ¥ (functional inequivalence) & _ip 1p Ir /& & & & -
N o3 e N B S A

r;r

RERWEOLRAS G AT
;:'7’1
Edi

o

3 3
R *FEEOE R

—=h
bt
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EBRAT A [ EERATH TR ] AL

66. (B) [4Ef2]) T ¢+ ;sli#-(parallel translatlon)z;-\%ac LA =5 SR ) ch =
- ¥ i d M:'ﬂj\“‘ﬁi AR j\%iT”j rR £ B 2

,g»@o
67. (A) [3Eja) it 3 RhifTdptik § etl v B £ 2k § 504 s
LB -

68. (D) [42f2)] N F2HFHFTF > 125 EDFET 2B £ 4
T2t «‘ng AR LR

69. (A) [2Ef2])] R T it 4> B TR Bg 5 & A o

70. (B) [42f2) o *AEZ 2 5 FAH 2 B A EF AL Tt 7 7 3t e dh

A

% o
71. (B) [4Ef%])] #%£4 # 4P % ¥ (conceptual inequivalence)dp fr — LA &7 F %
BEFrRLA

72. (C) [42j#] L% #" 7 i* (observation research)dn # o BL%Z 1 & 4p M c0i7 &
B3R j\ﬁl.ﬁg‘f»mﬁﬂi = 9=

73. (A) [3&f2] w/#=fs:¥(back translation) iz d — =11 &~ 52 2* mg;uﬁ-ﬁ )
KR Ed P el E WA BER R - 0 2 LA E
Pl o MR B 2 lA 2 B BT i

cX
74. (D) [#gfz) d " A €Fpd » 301 (Fenfi B EME o Flt &
6711}7%;1";‘: ]F3O%m§:'3|—-’m,z—ﬂ= FlgiE A £+ oo

75. (B) [4gf2])] ¢ a3 2 lﬁ‘-#ﬁ/‘\é" X @?"éﬁmﬁ’?"ﬁ ’ iﬁ%?ﬁ‘?
H P RIRBY 0T 5 T - BRSSP F g
e S

76. (A) [REf2) d* A2 A2 BB 2 Fp g2 up 08 2 50 %k
B f2H dF o

77. (C) [#Ef2] %1% ;%7 7 (Causal research) P 1A 4531 p % #c? i 9 3 7]
Rl i Ve MR e

78. (D) [45f2])] st R Gl S5 0 A BREd 7 St AR
4 o

79. (B) [HEfz] % »7;&)1[{12»*% A oorid = e B2 AR i 37-(courtesy bias) -

80. (C) [#jfz] 4% fﬁv%—fﬁﬁﬁ%“‘ MeA X7 F A LS - &Y -
AR TR A2 2 VAL S 4 & 4 $R(Stratified Sampling)

81. (D) [Azjz] o »v= Wﬁf SRR U R R SEN R
PR R g LB F LG 71)7:% #2 5 Z 74 $(Snowball
Sampling) °

82. (A) [4Zf%] = & 4p ¥ 12(Scalar equivalence) iy 7 I B] Rk & #1441
AL TR E L
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TIMS 474 B3 65 /) 205

SBRAT 8

44 H77

A AN

&3.
&4.

85.
86.
87.
88.

&9.

90.

91.

92.
93.
94.
95.
96.

97.

98.
99.

100.

101.
102.

103.
104.
105.
106.
107.
108.

A BRAT 85 775 1 AL

(B) [%\ﬁ*] NN CF Nl g7 S glﬂ,#z LEF RbED ﬁ%j‘%{gxﬁg A B o

(D) [4ff#] Z 4% 2 (Direct observation) & i 7%z % 3* F {2 52 7
=R

(C) [Hgf=] mzix e

(A) [ZEf2]) sl 5 4By 2 p ey * ‘

(B) [AEf2) S a4/ 5l ¢ @ * fpez ¥ TR A2 S A7 Lo

(A) [Hz] 5 ?—%tzf FBREPEFRDURIEFTRETRI DY -
%iﬁ’q R AR g - R S

(D) [Aff#] i 425 k1% (Thematic apperception test, TAT) 3 % < 3% % B
—ﬁ— "R AR OR Y iﬁf*’?@ﬁaﬁﬁﬁvﬁ]ﬁ S o2 %ﬁd - ﬁqﬂg
By it j\zf%ﬂ'.]l\ SRR BB AR o

(B) [45f2) # 44~ ¥ 1t ficfs (comparability) &_fe i 7 > 3§ (7 4 pr 8 4 2.
FE 5 o

(C) [Hfz)] FEp enR ARy ele - B3P # 2 E S B F BN
‘3‘5" fﬁ“f’p{“‘%&z?;b] 3 ﬁ'%é' )

=%

R RN W
=

i)

(A) [%Eﬁ’i] ,?s.&ﬁ#@fi;‘;iﬁgqf%«?;éh W - Pi

<D> [%Eﬁj*’] '?55}‘2;"‘,24: ji»?ﬁ.}i,’%’:‘%‘mriﬁzgz 4
<D> [%\ﬁ;] ﬁ%/'ﬁff"ﬁﬁﬁl’ %%"P\ i'lg:"—\‘ ‘@,’Eﬂt‘}i o
<B> [%\ﬁ*] JiS “Kmﬁ% S g—‘l. C A T e ,'?\%Kﬁfd%»éq\ﬂltﬁ-_g\.f;ﬁ;\,

LR
(C) [HAgfa] g e - BRMFPE T ¥ > F 3 22 ol %2 ik

(B) [45f2])] £ (A)C)D) 5 &4 2 S R vi 18 (7287 %

(D) [42f2) & R8T 75 M Gamdh i FISBE 2 p o

(A) [%\ﬁm] #eitt 4247 7 (descriptive research) ™ 2 534 & § R BT 3 F o

LR R IR o

(B) [%Eﬁ’?r] RS- F o - RRREFTRA P I RALEL R o

(C) [REf2] BF» 4 R Rar - o BRGEEF - 42 3 ¥ UR
i+ 7 48 3 o & (specialty-line marketing research ﬁrm)

(D) [#f2)] T3 kA6 551 HIER A

(C) [AEfr] FRpambdiey it T s} &£ &

(D) [Agf2] W% R 2 & 7 g vk #ordh danged 0% 24

(A) [Hgfz)] * AR e x5 184§

(B) [Agfx] £ 3 Leg uplg AL R &ibiFids i

(C) [Hfz] 7 K ELJAEFRD H 5187
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TIMS 17883 3ERE J1RRE

SIRATEEEIR [T a M) &

109. (C) [Agf2])] Mp @ FEHE - R 317 T ARG+ A9 B o
I

110. (A) [Hgf)] #E i 2ok 74 R R 2D F 5 - BE- FFH 35

1. (B) [Af2] £ 8 270 74 K AR RIS H 25 3 Feh? H R IR

112. (C) [4af2) & ¢ 23 A4 {0k W8 HE - 2o FRIEX I FH L

4
%

113. (D) [Agfa] B % 2ok s {og E8HE - #H ) F Fx3 74 10
114. (B) [Agf2] A =+ AR s BH F F 0% e R
115, (C) [Agfe] ¥ 2= i@ 35 23R 17 5

116. (D) [48f2) 4P %3 Heng 254 23k & Fenjl i
117. (B) [gf2) My f 4t R g2 R 2 F 2 s
118. (C) [Hf] §+ i pH PR grULETH 2 i
119. (A) [HEf2] Buf f 4 2RZ2F=R A if_ﬁw

120. (B) [#f2] 7 + ~ 477 H7 # ¢ FErcst 2]

121. (C) [4f2]) 2zhivdh {od %€ W4 2L AR

122. (D) [4gf2) WE & 5 &2 & £3407 230 74 {0k 7o foens i
123. (A) [Ef2)] FIARE 5 £ X33 ARENE £ BEDFIED F

124. (D) [4gf2] 7 &2 L FEF3 FF gl

125. (B) [#2) " S FlEm2E L% 5 &2 2

126. (D) [ALf2] o § % £ 72310 5 AgR.2 % 1 R i
lﬂ(A>[%ﬂ]F??%pﬂ$Wﬂ% Bk mAR 4

128. (C) [A2f2] % =~ 72§ £ 185 £ F:EH P IEF Fanikp)

129. (B) [4£f2] A& S HR{27 f & A5 Tz 4 £ 72

130. (A) [Agfz) R 23 4 Reg 5 238~ Kpbehimsl v

131. (B) [#2f2] 2 & * 23 A4 KA E3 ) g &

132. (C) [3gjz] #7 274 Kok € 4447 Fp enfl A+ 3

133. (D) [4gf2] B+ i 23 g g2 £ B 4 L enp P F &

134. (A) [4Ef#] 273 § 4= Lol d 2ok § % - R 3 3 &
135. (B) [Rgia] Wiy g4~ Limadfaz i i g &

Pip X
T

“3\\- “3\\-

136. (C) [3&f2]) % # 0 ¥ iv R E AR e LAy R R
137. (A) [HEfz] M2 % :}’fimeﬂ}l]_w_ L LA ASEBENE YR
138. (C) [HEfz] A % #f@é * ¥ Fﬂw LAART AR Fnd §
139. (B) [#f3] mH v kL F S v mft g L i RLF vt &

140. (A) [Aza] = M—ggw A AR LR

141. (B) [4af2) 22 X ngld A A3 pppiied @

142. (C) [AEf2)] WP 3 H A RHFA 2 FHTH > 27 o BE T LHP

P @ 2EiE s R 0T -
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SRRATEEEIR [ LFRITHER]) &

143. (D) [A5f2) WP & BAEE hiF» 8 » W% 37 & 78 hh '&
144. (A) [35f2) e B b B 4e BB R g Mo » 558 > @ B 2.3
B e o~ HOES 0 ST B R T EUPHE SRR AR Y SRR oD

st

145. (B) [#f2] W'Z B PR

146. (D) [48f2) &£ £:F# i r a0k ,%a’#r'gf;;,am Hvx il 4 & v F H-R
%+‘~£&$ﬁ~féﬁiéﬁn S & SRR

147. (B) [#f2] § 225~ Z UG ~ &} %%ﬂi’z#&

148. (C) [3zf2) PP » % zlm”i\

149. (B) [AEf2] & Henps MERiT 4 — £ 8 £ 8 B9 3w WER:T

150. (D) [AEf2])] D o 8 gad) o f050 gl & 3740 $Hi i

151 (A) [Hf2)] Rp#H- *WeFr* Bl -FHREJ -PERTSLL
FOMAIE D > BRI & 0 NHL S BRE o

152. (C) [Agf2] R'&d RIS E7: N0 R4~ EF ~ BHRRT

153. (D) [#f2)] 22 KFER'GH L5 P E BKF il 20

154. (C) [4f2] EHEAFTW EFTE KRG HR S HGVRA 5 *hiRiurap £ 48

155. (A) [AEf2] M #4F L REDE SRR E mIA T FA LU o e
Ko Tiaph i e s 2t uﬂ [Ny A Ll
AP

156. (D) [42f2] A~ B ~C = g5 e L e DRl 5 # %

157. (B) [32fz]) ifg'ﬁiﬁ‘;'fl'ri Bk ¥ 5 e

158. (C) [Agfz) ek it 2R~ ~ FIEER G 5 & F et B

159. (D) [4zf%] D A AT £ FEOgE

160. (C) [#Efa)] HBF+ 27 L3008 R

161. (D) [4gf2])] F &+ 3 Afodlas e 0 558 > A R R a £0% B
A

162. (C) [#Efz] 5 = MM RT » % MB 4 54T 7

163. (D) [Hgfz)] Wt AAFPESZERY FAINS > 10 EHEE S
& T PR AR

164. (B) [AZf2] % % = A3 hpFiz € 5% § RITHIH

165. (A) [42f2] # 2 FE = Rz CERGA PF > 2" MR G § 5" JiMgk
= R P

166. (A) [3f2] * W7 FRE A iz f ¥ ¢ H-ERT AR H 3
=4 gi’a/\;ﬁﬂﬁ H-

167. (B) [{ﬁ*] F‘$7"51 RO P R ‘/@ﬁ’i’%gﬁg" boof
B EF RAIEATE R RF R B RS BT A
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168. (D) [3gf2] & W & » {vi gLt 4p bl
169. (A) [Hgf2] wrg SRS BV 2 F A9 0%~ T @@ b %
AR R R T AR R

170. (B) [gfz)] A# 4 3 F R T3 A v 4 s gk Py RE
170 (A) [AEf2) dps 2 Al g % - ¢ [ g £mMBRPES B a7 eSS HE

H ¥4 s
172. (D) [4zj2] 2 A2+ » 3 &4 %
173. (C) [#2fz])] &% lﬁ’%‘bﬁg,ik?p TR LE
174. (D) [3gf#] & 4o 1R« 4 m«x AL A
175. (C) [Agf#] # #isieFppors FLied > oA 2z §Famk s

i
AR
176. (B) [AfF] %73 *H 7 Hendp gl 5ot oss > f F 00 ol s pdie
AT =

177. (D) [42j2] & £3 AT

IRWB)l{ﬁ]iwééﬁﬁ P@%%fﬁ

179. (B) [Agj#] &% F % (o & jedz s b

180. (B) [#zf2)] 342 &% 8348

181. (D) [#gf2] #RE* & 3 M § 122 5> 2 8 Eq A E A 4o
R A S TR AR R AR kM

182. (C) [4Ef2] 23k A &-(global product)id ¥ & 23k- A > * LT
WAL E B HE TR

183. (A) [AE3] A &R BBk > W2 BH > S 1+ 2 RF
PORERE o A B R B

184. (A) [H5fz] & 2" M E A& SR ® L 1 & hipg

185. (A) [Azjz] @rei-i 7 LA r'r'/i‘ﬁ\m#“g-

186. (C) [4Ef2) - MHEIZERMAC A SR 3 §- BRI AR
FPBRA2 AL AR PR EARRE 4)§m;§_r%ﬂ’_%? H-5%
FIRLY S e BRI S BT RORF 2 AT AS
ﬁ%°ﬂ» % 2.C

187. (C) [4f2] & é 4 b IR G R AR A 5o H
B L B AL E PR e A S ﬁ”i"'§ 4 R i

188. (C) [4gf#] ﬁ R R AR X2 R R e
L i b R AL ek By

189. (A) [4gj2) Efu ¥ * WA LRI H > AT EFF X 5 0p 0
Wiﬁé%@bwa¢ %ﬁ;@¢%§ -

190. (C) [4af2] W% A S5 B i - 3

191. (B) [#f2] 774 é-;%;» WA F 3 B ETA E AR
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EERATEHER [ SETHER]) AR EE

192 (A) [AA 53 0 & § 8 el 5 3 LI B R 2 0354

z_ q../l:'l"Iw d
193. (B) [4Ef2] 5 "B EF»rchehh ¥ - A ¥ 2 L5 5 ¥ 73 FBRF A5
32 o

194. (A) [Hf2)] BEZRALAALILHRG A& 2RTE & F3TE STk
&7 Hiplid

195. (D) [4Lf2] ATA &0 FRlEbF? L FRL F o & i 0 7 290D
ﬁ%i&ﬁaa,\ﬁ B

196. (C) [2f2] % W & ¥2 WEH A

197. (C) [32f2) 2z B A 1 B3 A7
A4z %k

198. (B) [2Efz) # 4 %

199. (D) [4zj#] %?é_r?r%?” s‘ﬁﬁiﬁ Eé?).’(%ii fr%’% i’@‘«t—> Bl éi“* —F

200. (D) [Hgfa] FF 5@ * K+ 7 22 SFREES (- &7 &) i3
M o * R HRT 7L

201. (A) [AEjz] V@A BB A SAp M 15 & 2HAR % :

2WWB)[{ﬁ]ébmi%m%%4€¢%{£#ﬁﬁﬁéﬁii“ﬁﬁ%
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354. (A) [4Ef%2]) An ethnocentric orientation (home-country orientation) means
decisions and plans are formulated primarily based on the parent
company’s values and standards.

355. (B) [#zf%] A polycentric orientation means subsidiaries adapt and modify
strategies to fit local environmental and cultural needs in each host
country.

356. (D) [4%f%] Key drivers of globalization include WTO-led trade
liberalization, technological progress, and advances in transportation.

357. (A) [4Ef%2])] Wal-Mart was the highest-revenue company in the Fortune
Global 500 in 2025.

358. (D) [4&f#] The marketing mix consists of product, price, place, and
promotion.

359. (B) [#Zf%] The WTO is the only international organization that deals with
the global rules of trade between nations.

360. (D) [4&f#] McDonald’s exemplifies “think globally, act locally” (global
thinking with localized action).

361. (A) [42f%] Global market segmentation should be based on similar
consumer needs and buying behavior.

362. (A) [42f%] Inthe EPRG framework, “E” stands for Ethnocentric (home-
country orientation).

363. (B) [#zf%] “Glocalization” means global thinking combined with local
action.

364. (B) [#zf%] Aesthetics refers to ideas and values about “beauty” and “good

taste” within a culture.
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365. (D) [4Zf%])] Romanticism is not one of Hofstede’s cultural dimensions.

366.

367.

368.

369.

370.

371.

372.

373.

374.

375.

376.

377.

378.

379.

(B)

(C)

(C)

(D)

(C)

(D)

(A)

(D)

(D)

(D)

(C)

(B)

(C)

(C)

Hofstede’s dimensions include (e.g.) Power Distance,
Individualism/Collectivism, Masculinity/Femininity, Uncertainty
Avoidance, etc.

[ 4272 ] In Hofstede’s (1980) cultural dimensions, power distance
measures how much a society accepts unequal distribution of power
within organizations; high power-distance societies accept larger power
gaps.

[ 4272 ] In Hofstede’s (1980) cultural dimensions, individualism
measures whether people prefer individual action or group-oriented
action.

[ 4272 ] When people communicate messages through complex,
nonverbal means, this is referred to as “silent language.”

[42f% ] A value system is often deeply rooted, and a person’s values are
closely tied to their personality and inner self.

[ 4272 ] Cultural classification helps marketing managers judge how
much overlap a marketing program may have across markets and whether
it can be implemented across different international markets.

[42f% ] “What is left unsaid is often more important than what is said” is
a key characteristic of high-context cultures.

[42f% ] In many Asian countries, building and store layout/design often
emphasizes traditional Chinese feng shui principles.

[42f% ] GLOBE is an acronym for “Global Leadership and
Organizational Behavior Effectiveness.”

[42f% ] In low-context cultures, messages are explicit, clear, and
specific.

[42#% ] Focus group sessions should be fully recorded (audio/video) so
the discussion can be reviewed and interpreted afterward.

[ 4272 ] Projective techniques also include methods such as role playing
and completion tests (e.g., story/sentence completion).

[ 4272 ] Compared with other methods, directly observing consumers
using a product is a relatively quick and low-cost approach.

[ 42 ## ] Defining the research problem is the most important first step in
the research process.

[42/% )] Questionnaire design should also consider the sampling

procedure—how respondents are selected.
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380. (A) [4&f%] The semantic differential uses bipolar adjective pairs to evaluate
a product, brand, or concept.

381. (B) [#Zf%] An emic approach studies a culture from within (insider
perspective), whereas an etic approach analyzes a culture from the
outside (outsider perspective).

382. (D) [4%f%]) Advances in information technology have shortened product life
cycles.

383. (A) [4&f#] Ifan industry’s position in one country is influenced by its
position in other countries, it is considered a global industry.

384. (C) [#zf%] Manufacturing capability is not a primary driver of market
globalization.

385. (B) [#Zf%] Tariffs, non-tariff barriers, and quotas are government actions in
response to globalization.

386. (D) [4&f#] In global competition, niche players often struggle against large-
scale competitors.

387. (C) [#zf#] Cost leaders create competitive advantage through economies of
scale and flexible manufacturing capabilities.

388. (B) [#zf%] BMW and Volvo emphasize unique performance and safety
benefits, reflecting a product differentiation strategy.

389. (D) [4&f%] Porter’s Five Forces framework does not include “product
structure.”

390. (A) [3Ef%] To reduce the threat of potential entrants, firms must build entry
barriers.

391. (B) [#Zf%] Unique customer needs often push firms toward product
differentiation.

392. (D) [4%f%]) Government control is not a factor used by firms for
international market segmentation.

393. (C) [%zf%] Consumer attitudes, values, and lifestyle are key variables for
psychographic segmentation.

394. (D) [4&f#] Swatch’s strategy of offering products at different price points
for different segments is differentiated global marketing.

395. (A) [4Ef%]) Usage rate and consumption patterns are important variables in
behavioral segmentation.

396. (B) [%Zf%] The entry mode with the highest control is acquisition.

397. (B) [#zf%] High risk and cultural differences are not advantages, and there
is no direct control; therefore “limited commitment required” is the

correct answer.
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398. (B) [#Zf%] This question focuses on contracts. Firm size is not a core
contract element; contracts are based on performance between parties
regardless of firm size.

399. (A) [4%f#] Intermediate entry modes include licensing, franchising, joint
ventures, and contract manufacturing.

400. (B) [#&f#] A franchise package that enables a host-country franchisee to
operate the business typically includes the trademark.

401. (D) [42f%]) The question asks for the negative factor; “poor labor relations”
is negative, whereas the others are positive resources.

402. (A) [42f%] Greenfield investment is foreign direct investment where a
company builds a new facility from scratch.

403. (C) [#&f#] A key reason a firm may exit a foreign market is country risk.

404. (B) [4#2f%] Acquisition means buying another company and taking control;
the other options do not involve purchasing ownership.

405. (C) [%&f#] Subcontractors (e.g., OEM manufacturers) typically have no
direct relationship with end customers.

406. (A) [42f%])] An advantage of acquisitions is that they enable firms to enter a
local market quickly.

407. (C) [#&f#] Market size and growth potential are major considerations in
selecting an international market entry mode.

408. (B) [#&f#] A global strategic alliance focuses on global markets rather than
a single-country market.

409. (B) [#&f#] Global strategic partnerships have a global vision, not one
limited to a single country or a single problem.

410. (D) [4&f#] Producing and selling with a local company in the host country
is a joint venture entry strategy.

411. (C) [4#f%]) Purchasing decisions refer to sourcing—buying raw materials
from domestic or foreign suppliers.

412. (B) [#&f#] With global product standardization, sacrificing customization
may reduce product uniqueness.

413. (A) [42f%]) Enhancing customer preference through standardization is an
advantage, not a disadvantage.

414. (B) [#&f#] Packaging is not an extended service element of the product.

415. (C) [#&f#] Service businesses where production and consumption occur
simultaneously cannot rely on exporting to enter foreign markets.

416. (D) [42f%]) Service perishability is not a man-made barrier; the other options

are human-created obstacles.
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417. (C) [%&f#] This describes the definition of a global brand.

418. (A) [42f%] New-product success abroad is typically driven by product
superiority, innovativeness, and technological synergy; the firm’s
innovation reputation is less directly related.

419. (B) [42f%] Innovative propensity refers to the customer’s willingness to
adopt new products, making it a customer-related factor rather than a
product-related factor.

420. (C) [42f%]) Building a global brand is generally not aimed at customization.

421. (D) [4&f%] Beverages are less likely to adopt a high-tech positioning.

422. (D) [4&f#] The country-of-origin effect means evaluating a product’s value
based on where it is made.

423. (A) [42f%]) Brand equity reflects the overall value created by a firm’s
continuous investment in the brand.

424. (D) [42f%]) Cost-plus pricing uses cost as a key reference when setting the
price.

425. (B) [%&f#] Inlow-income developing markets, firms may introduce a
modified (downsized) version of the product.

426. (C) [4#2f%] Adjusting the product line can be an effective way to respond to
price controls.

427. (D) [4&f#] The final option to fight government price controls is to exit the
market.

428. (C) [#&f#] Intra-company transactions create transfer pricing issues.

429. (B) [#&f#] Pricing based on market mechanisms is market-based pricing.

430. (B) [%&f#] A common mechanism to resolve pricing conflicts is negotiated
pricing.

431. (D) [4&f%] Dumping refers to selling in a foreign market at an unfairly low
price.

432. (C) [#&f#] Countertrade (barter) is a non-cash form of trade.

433, (C) [#&f#] Once customer loyalty is established, price tends to have less
influence on purchase decisions.

434. (A) [4%f#] Ethnocentric pricing means the firm sets prices primarily from a
home-country mindset.

435. (C) [4%2f%] An export management company manages exporting for other
firms and does not produce products itself; it is an international
marketing intermediary.

436. (A) [42f%] Toys “R” Us focuses on manufacturer brands and carries

relatively fewer product categories.
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[ 3572 ] Wal-Mart is the world’s largest retailer by sales revenue.

[ 452 ] Physical Distributionn and logistics are concerned with order
processing.

[42#%] Supply chain management integrates key business processes
across the supply chain to create value for customers and stakeholders.
[42f% ] Channel power refers to one channel member’s ability to
influence another member’s decisions.

[ 352 ] Direct exporting means the firm handles all exporting tasks on its
own.

[45f%] A gray market refers to parallel imports of genuine products.

[ 42 #% ] Exchange rate fluctuations increase the complexity and costs of
global logistics.

[ 42 % )] Physical Distributionn and logistics include order processing,
warehousing, and inventory management.

[ 3572 ] Specialty retailers offer greater product depth, and salespeople
typically have strong product knowledge and service levels.

[ 422 ] Coupons, sampling, trade allowances, and premiums are tools
within sales promotion.

[ 3572 ] A push strategy focuses marketing efforts on intermediaries to
push products toward end consumers.

[ 4272 ] Differences in consumer preferences for promotions (e.g.,
lotteries) are closely related to cultural perception differences across
countries.

[ 4% #2 ] Many international advertising mistakes stem from translation
issues; using a local (host-country) advertising agency is often the best
solution.

[ 42 %] Firms can respond to advertising regulations through lobbying,
challenging regulations in court, adapting the marketing mix, and
monitoring pending legislation; circumventing rules is not an appropriate
approach.

[ 452 ] Reasons supporting standardized advertising messages include
economies of scale, consistent image, media globalization, global
consumer segmentation, and the scarcity of creative talent.

[ 42 f# ] Barriers to standardized advertising messages include cultural

differences, advertising regulations, and market maturity.
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453. (B) [#&f#] A laissez-faire international advertising creative approach lets
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each subsidiary develop advertising in the way it believes best suits its
local market.

[ 4272 ] Microsoft’s use of interactive advertising reflects the growing
spread of interactive marketing.

[42#% ] The percentage-of-sales method sets the advertising budget as a
fixed percentage of sales revenue.

[ 4272 ] In international marketing, language problems cause many
promotion failures.

[ 452 ] Communicating or demonstrating product features and benefits
to consumers can accelerate new-product adoption.

[ 42 % )] Direct marketing involves communicating directly with the
customer; newspapers are not direct seller-to-customer communication.
[42#% ] The communication mix includes advertising, direct marketing,
websites, public relations, sales promotion, and personal selling; here the
correct item is advertising.

[ 4272 ] “Emotionless” means the marketing conveys no feelings or
emotional response; the other options involve emotional or interpersonal
elements.

[ 42 /% ] Giving product samples provides a reason to talk about the
product; customers interact directly with it and can spread word-of-
mouth.

[ 424# ] Ethics concerns moral principles and doing what is right; the
country a firm comes from is not an ethical issue.

[ 4572 ] Celebrity endorsement uses a well-chosen celebrity to attract
attention to a product or brand.

[ 42 % )] Personal communication involves two or more people
communicating directly; billboards are not direct interpersonal
communication.

[42#% )] Samples, gifts, lotteries, and rebates are promotional giveaways;
these belong to sales promotion.

[42#% ] The question asks for a negative emotion; shame is negative.

[ 42 /% ] Negative appeals motivate behavior by highlighting a problem
and urging action; preventing cavities encourages consumers to buy
toothpaste.

[ 352 ] Firms use corporate advertising to offset a lack of control over

media coverage.
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469. (A) [42f%] An expatriate (parent-country national) sales force often has
superior product and company knowledge and can transfer headquarters’

practices effectively.
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