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EEF515% Marketing IX/MEIC |, FATBEEFIER EH" | ERIFAFANIXLFLE | (X
NEFXMICHELHATEREER EE R4 |, BERE—LHE  BFEEH
FMmk , Bt , EFEHIEEXLINEEL , RIFIIREES TEERERY.
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M T BRI FASE | NIKBERBWAREBRERRN , BETRIRGIIER

ML=

A

3% FR3Z

Adequate fEE

enough to meet a requirement or need. | BIEHE—NEKRIFEE,

3574 HR3Z

Advertised vigorously AHEE

forceful, active, advertising which is used | B8 , FRIRASS 54 FBSRIERIRT— 1N

to push awareness of a product. FRETIAIR,
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Archived Products e S

Archives are places where things that
have no use or are old have been
stored. So sometimes products that are
developed but do not find use are
stored. These products are the archived

products.

FERl R T BRYEE MR HRYZRFafs
MR, B, SITARERERREAN
PRI R iR, XS

—_
A0o

3%

FR3Z

Areas that are not representative

FHCRIE I

an area that does not represent the
target segment of the company. In this
market the larger part of the target
segment will be different from that of the

company’s target segment.

T RERIERED KRB R —

P, EXATHIET , BRI

HHMABNERAS B EF.

3574

Attributes

B

is a specification that defines a property
of an object, element, It is often treated

as equivalent to a property depending

—IPAE , ERREX — TR, 7TEH
—IPER, CBEET AR @m0

FERI—APIER. —M5E, EXFAE
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on the technology or product. A
characteristic. In a word processing
application, an underlined word would
be said to have the underline attribute.
In database systems, a field can have
various attributes. For example, if it
contains numeric data, it has the

numeric attribute.

R, — P YIZRiE e R,

TEHRERST , — P FREEBSFIE

. #la0 , WRCBEHFEE , eiE

HrEt.

B
E3vg F3Z
Breakeven Point B S

is the point at which cost or expenses

and revenue are equal: there is no net

loss or gain, and one has "broken even".

RSB NEFRIB R - A

FERREREE , RE— 1"

=34 2234
Business case ENES

is a proposal developed by a specific
department to justify its proposal as
making business sense. This is used by

the management to decide whether to

B HEEES I ARRHERLEIR

AU, EHREEEER  RKREREZ

&EL,
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go ahead with the project or not

= vg 3
Business Plan [ENAnpd

is a formal statement of a set of business
goals, the reasons why they are believed
attainable, and the plan for reaching
those goals. It may also contain
background information about the
organization or team attempting to

reach those goals.

=—HE BFrRIETUIRER |, &1

HAREAUSSIRIRR |, AR FHARX

=k ) pd A eI A= SPS SR

FINLESLX L BB RES.

E3vg F3Z
Business Rationale [ENEEDRN

defines the fundamental reason or
reasons why developing the product will
be beneficial to the business. It outlines a

reasoned step by step explanation.

BRI AT AT ARX AT a1 B R AY

RAREMIER. BEdBES RIS

ﬁT_/l\JEO

£ 3%

FR3L

Campaign

a5
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in the context of product management is
usually used for a sales or marketing
promotional set of activities. These could
include advertising, consumer schemes,
ground demonstration activities, etc to
make the customer aware about the

product and its features.

ErmEES R A THENE

ITHI—FINER. XLIBIER RERfaS

& OHBE  WASTESNE AN

REFEPREmIES S,

= vg 3
Cannibalise EEIESS

where the sales of a new product eats
into the sales of another products within
the same line. If the total sales revenue
of that product line increases, then the

line extension is justifiable.

— N mbH &Iz e 7 ER— 5 mik

PR mAYEE. MR RETEHE

EWNIBINT |, BRAEK T m&le e

Ao

3% 25%4
Capitalization VN

This is usually used to mean Market
capitalization (also referred to as market
cap) This is a measure of the size of a

business and is equal to the share price

XEEHRAREDE (BERAHHN
8 ), XFEUE—EAWAIE , eFT

RN ELIIL T HIRRIDEIEE.
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multiplied by the number of shares at

have been bought by the share holders.

=374 220
Capitalize BRAW

take advantage of any opportunities that

may come along or be noticed

FIFFRJRERR |, SRR IMAMEATERE

IES S

3%

FR3Z

Catastrophic failure

SRS

A catastrophic failure is a sudden and
total failure of some system from which

recovery is impossible

RIEMHIERIER LR AT, B

BIBEIERIR G IR

3%

FR3Z

Competitive intelligence

RFER

Information acquired about a competitor
with which it competes by the company.
Competitive intelligence might include
pricing, advertising strategies, names of
clients, technical advantages and

disadvantages, market strengths and

RIFEXRREFNFEERFHINTRIE

B RFBIRABESIEEN

HRES

BF, SARBNSE , HiniiEns

&,
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weaknesses

£ 3%

FR3L

Competitive products

==
SoAA

are competitor’s products for a given
category of products. These are the
products that will compete in the market
with the company’s products. For
example a there are several motorcycles
in the 200 cc category made by various
companies. These are competitive

products.

EEEAENT mERTRFEN " m.

XL R HARIRY it T

=, BIan , £ 200cc XN EIEER R

+ |, SETERNATEEF, XLHER

3%

FR3Z

Composition

1Bk

the combination of the various parts of
the markets that combine to make the
whole market. A demographic
composition is the various types of
people that combine to make the

complete market.

HiInREERDRIES | IR T TR

. AOGUTHEAERERIALR , F45

GRRI R TeEAITH .
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3%

FR3Z

Consumer schemes

R

These are programs initiated by the
company in the market to attract the

customers by offering them additional

XERAREDD AR, EEE
WRE RTINS ], =

2R AN AR AEWE S mid [EEAYSEMS

benefits that they would not get IR, BEXMAI , HIIRESER
normally in purchasing their product. LAt IR TR
This way they want to entice the
customer into buying their product.
L 223

Continual flow of new products

FT GRRYIFEET

The customer needs to get something
new in order to stay interested in a
company’s product. This can be in the
form of new features, new shapes, new
products and even a new price. This
innovation is the continual flow of new

products.

BERBEERFHERA  LURISOIREF
AR, XAJREREFIIRE. FTIML.
o, BEER— DRI SR ZCHIL,

XA BT mAFFELR.

3574

Continuity
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something that keeps on going on.
Hence if there is continuity in a product

it goes on and does not decline.

FEGHITRI—LSE, R, RE—

m EREERY , EHENEEIR | 2

TRERT,

£ 3%

FR3L

Copy them blindly

SEHEH!

copy without looking at the actual merits
or demerits of the case or to copy

without thinking.

TREOIEMIA AR E |, MREZRRY

3%

FR3Z

Critical mass

IESFAE

is a term used to describe the existence

of sufficient momentum in a system so

—MRIE | BREA— PRSP EEEH

HIFE  ANEXMENESE T

that the momentum becomes self- ME{REEE IR,
sustaining and ensures continuous
growth.
34 5254
Cross functional teams i RN

a is a group of people with different

functional expertise working toward a

—RFEEERREER  mE— P HER

tRHI—RF A, BEIFREREILREER
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common goal. It may include people
from several departments like marketing,

production, finance, etc

1 (&him. £/ USE) A

£ 3%

FR3L

Cross-functional

FSERRE

activities that are undertaken along with
persons from several functional areas. So
a cross functional team will have people
from say marketing, production, quality,
finance so that each can provide the

expertise from his area.

S5xBJU M HREETIHAI AT RRIBRYE

. Bt , — N EREEHIAEERB™

o, &£/ RE. MBHA, ME1TARE

TR AbAOSUAE L.

3%

FR3Z

Customer Maturity

EFHIRGAE

as a person becomes more mature with
age so do customers become more
mature when they become more
exposed to different types of products.
They understand how to evaluate
products and companies and are not

easily misled by the jargon of marketers.

EE— T ABEFLMENMNR , EI,

SEFESEEANEREAYmAT | B

, REEEFMAESAAT . AB(10EN

N

AEFETRNAT , FEFIESREE

B AREIRS,
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D

£ 3%

FR3L

Definitive answer

RFRRIE SR

An answer about one is sure. This type

of answer is given when one is sure of

XTREENEEEEEN. XIPSARIE

EZHRBETET XN ERARRAVERENS

the outcome of the decision based on M,
the answer.
E3vg 223
Degree of subjectivity ENEE

subjectivity is a decision based on a
person’s feelings and impression and not
based on facts. Hence a degree of
subjectivity is a certain amount of
subjectivity. The amount will increase or
decrease with the increase or decrease in

degree.

EMRET P ARREHEIR |, A2

BETELRE. FEit, —EEENENR

MR TN —EEE. TNEERBEE

IR EIVE N

3%

FR3Z

Deter

llLE

to dissuade or discourage a person or

SPEEIFE LIER A SR AR AIE—ERYEE]
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company from undertaking certain aYEREE,
activity or function

3% fh

Diverse marketing mix ZHUNEHEAEAS

A wide range in the marketing mix EzREHEAS
E

=374 220%

Eat into sales IZisHE

Means that a new product will take away
the sales that was happening for an
existing product when another one is
introduced above or below it by
customers who wanted a cheaper of

more expensive product.

BEREIS I ST IR T R~ mis|
NRORSR | — N RIS HE— T
BrrofyiEg  RAEFBRESH ™ mT

B— M RAEERT,

£ 3%

FR3L

Economic study

25

once a feasibility study has found the
project feasible an economic study is

done to see if the project is economically

gle—BrTIERAIIREZA{THY
PBAREEBX N INE RS L2

7R,
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viable.

vy =24
Emotional manner BT

Emotional decisions are decisions that

are not based entirely based on logic.

BRRERA RN T2 ETIBEAIRE.

3%

FR3Z

Emulate the competitions

=R

to do the same thing that the

competition is doing.

ERFXIFHAEFRIFE,

3%

FR3Z

Environmental scanning

IMZERNR

Here the environment referred to is the
business environment. Scanning means
to continuously monitor this
environment for changes in customer
behaviour or requirement, competitive
activities, governmental policies, etc so
that the company is at all times aware of

them.

XEMEIERNERIMNE, BERE

LR IXFMIMERIZRAE |, BIREFRIT

NEFEK , BEE , BUSBERS , K9

EEABEHUIRE IR IRF

=
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3%

FR3Z

Exposed

HMEE

To shown to people. Exposed to a target
segment means that the product or its
communication is shown to the target

segment.

e M), Brie— " Birdn B0k
Errma Y YBERT X Bind

ZN\
JJo

3%

FR3Z

Extrapolated

HME

to estimate by extending or projecting
the known information. To use the data
on the customers behaviour in a smaller
market to understand/ estimate the

behaviour in a bigger market.

B RER ST EARYERE TEL. &

BN\ ERE P T A EIRRIER/ A

HHBRATBAY T,

3%

FR3Z

Feasibility study

AT

is the study conducted to understand if it
is feasible to manufacture a certain

product. This is done before a technical

B VRBNT AR mER T

12, XEERAITASIRNE L BT

o
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development or project implementation.

= vg 3
Finite resources BENTR

limited resources. Resources that are not

infinite

BIRIIRIR. RRRELRAT.

3%

FR3Z

Fragmentation

B

Broken up in small parts. So when the

media fragments - it has broken up into

WP/ NIRRT, L, SRR AL

AORTE | ERDRENFSMRISES

many additional channels and SH, elREs— M GE T hinF—
magazines each of which occupies a DRIEBD
small part of the market.
3% 2234
Fragmented and Cluttered media D BFNEALAVER
the media is broken into many small IR D BRI/ \HIERSD | IGNEEAREL
parts eg the TV now has so many TEEITESMmE , EEEXEmER BN

channels and even within the channels
there are so many news channels, so

many movie channels, so many

ZHIFEE | ANILEZRIBSIIME | Wit
ZHNRFINE |, SR 2. F

It , IRESERR. LW, £ NE
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entertainment channels, similarly for the
magazines and newspapers. So the
media is highly fragmented. In addition
within each channel there are so many
advertisements that they are now very
cluttered and it is difficult to see and

remember the ads.

o, AU S eNIEIFE R

&L, FAEELIREINCIZXLE &,

£ 3%

Functionalities

capabilities pertaining to different
functions of a product or an

organisation.

— N mE— MR FIES N EEREERTRE

jjo

3%

FR3Z

Goods and Services

I mnFHARSS

Goods and services are the outputs
offered by businesses to satisfy the
demands of consumer and industrial
markets. They are differentiated on the

basis of four characteristics:

AmiiRS EHE R, BRikEHZE

EMTI IR E Y. ef18D

BBERIX SHFLE -

a. =AEEF  Bme—MErarm .,

PImA%E. BREMVEE. B8 —ErIT
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a. Tangibility: Goods are tangible
products such as cars, clothing, and
machinery. They have shape and can be
seen and touched. Services are
intangible. Hair styling, pest control, and
equipment repair, for example, do not
have a physical presence.

b. Perishability: All goods have some
degree of durability beyond the time of
purchase. Services do not; they perish as
they are delivered.

c. Separability: Goods can be stored for
later use. Thus, production and
consumption are typically separate.
Because the production and
consumption of services are
simultaneous, services and the service
provider cannot be separated.

d. Standardization: The quality of goods
can be controlled through
standardization and grading in the

production process. The quality of

N, FAEAILUERMERNE, RSELH

A, BUa0 , &BUgit , BoR , IREHI4E

g, eI 22— TIEFE.

b, BEENR  AmEBWXZEEE—E

RIEREFIR. BRSNS | BilEWXZ

FEIE TR (&,

. BRAUDE  AmecbwiEELERRE

£/, Bt , £F-liEZEBEED FTHY,

MRS N R R —RY B TEF IR

Y, R, BrSHBRS RHE R D TT

A,

d. EEtEN  BmiRENIIETINE

WD RAEEF IR TR TH, 22,

IRSHIREERRAIITERRE XBIRY,
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services, however, is different each time

they are delivered.

£ 3%

Graveyard

Eih

This is the place where people are buried
after they die. So when a brand reaches
the graveyard it is dead - the customers

do not bother about it anymore.

EREAMETERIEZER ., EI
S mhREIAERIE , BT -&

PAEFEer—,

3%

FR3Z

Hard core brand loyal

EWERLL N

a consumer who is absolutely loyal to
the brand. He is so loyal that if he does
not find his preferred brand he will not

buy the product.

BTN T RAERNEZEE, RIS

i, IE TR B HEM b EEm

B BRI m,

3% fh
Harmony L=y

Means to be in agreement in feeling or

BREARTSM S ERIF—E, SiETE
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opinion; or to have a pleasing

combination of elements in a whole.

BIR EB— M RRINERAES.

£ 3%

FR3L

High Level Specifications

SIS

these are broad specifications for
product usually used for one that is
under development. These are created
in the initial stages to give an a broad
idea of the product features and design.
These specifications are then used to

develop the detailed specifications.

XEBEAT— PN EEF AR @iz

AIAUAE. XEE mtliak EREeZAIRT

FranIEERMRITHIEE Z AU, IXEAE

BT AIFHARIANIE,

3%

FR3Z

Historical costing

PSERLA

Costing that is based on historical or old
data. This data may not be upto date
and hence may give wrong indications

on profit or cost.

BT TSRk AEIERIAA. ZEFERREA

BEHRY , EEREE A L 2L 51R

SIRANTR,

3%

FR3Z

Homogenous

GilES
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ltems of a group all of which are similar,

alike, interchangeable, or uniform.

—HINEERREIARY , 1BIURY , T E#R

A9, B—EHT,

3% H3Z
Ideal price NS

this is a price in which all factors are in
favour of the company. For example it
could mean it is lowest in the market yet
giving the highest profit, etc. Usually it is
not possible to get an ideal price but the
company's objective is to come s close

as possible to this.

]

XE— R EPMRERTERZEAINIE,
fan , XMSED D LA RERIERY | (8

RARETRESHIAE , FF, BEC

ali

— P REJRERISRUIRBIBRIMNTE | Bz T

RIBFRAREREE.

3%

FR3Z

Immediate sales outweigh

RIZISHEELLE

Immediate sales become more
important than other considerations.
Sales get the maximum weightage in all

decision making.

BIZE B E HE B E MRSk

BE, HEAMBRRPRNRAKINE,

FR3L
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In build

WE

Something that is inbuilt or inherent in
the product. Some property or quality
that is built into the product at the time

of designing it.

PR BB, —LE mAdE

e R EEIRITHIRHERRINNIEZE.

3% fh
Industrial Engineering T T

is a branch of engineering that concerns
with the development, improvement,
implementation and evaluation of

integrated systems of people, money,

IEN— D>, BXREASD, WA, A

A f%_%» / lXEE / EEN 7‘:7_]'*4'*DU|L,$IEIJ$

PRERGRIF A, 37T, SERERIF(E, Bl

WRRITNRE , LIEShhERE , f

knowledge, information, equipment, [RBSEELF,
energy, material and process. It also
deals with designing new prototypes to
help save money and make the
prototype better.
34 HR3Z

Insulated HE
something that does not allow the EEMARFEELTOTEESEY (&
passage of information or any other B, & Fg)Bd., —PMEEHE
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thing like electricity, heat, sound. An
insulated market is one where
information on activities being
conducted within do not go outside the

market.

EEINERTEENEIX DT,

£ 3%

FR3L

Interchange brands

AEhREEIR

change brands amongst products. So if
you are buying a soap in place of Lux
you could buy Dove or Liril or any other

brand there by interchanging brands.

ArrmZ B e, FEi , dRFREE
WIPWENTEE |, (FBOTsEMLE5E,

Lirl , sREHEEHU@mERERE |, X3

TR ARhERAE R,

3%

FR3Z

Large cross-section

REE

A cross section is a sample meant to be
representative of a whole population
something that shows the variety of the
population. So a Large cross section

represents a wide range.

— MEEE RS ATRIERER
B, RERTEARRSHENE. EIHAE

EERE FREE.
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E3v4 223
Level off B

when the sales stops increasing and
begins to remain the same they are said
to level off. It is similar to water which

attains its level which is virtually flat.

SHEFEILEIIITR | SRR IRRSS

FREHIKE, SEAGAR T RAE TN

IKFE,

3%

FR3Z

Life style items

BN

products that reflect fashion and trends.

Also it refers to a way a person lives so

JiS2i FE AN 7709 S T 7 M= a2 =11

B PAR—MEELI, Bt , XA

items that show or are used to show this | KZERETFENXE,
are life style items
2y vg 3z
Live Documents SCRISHS

these are documents that are
continuously being modified along with
the ground reality of the situation. This is
different from changing a document
without justification. Usually a liv

document would be changed if say the

o=l Syl NN e A i
RIS, IXAEITRE SRR R
— M, BE— SRR R AT
WREARETERTW , SWERATIE
BTEFSEZEIGEF/R N TakE
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market conditions changed dramatically
or technology was not available for
manufacture or it became uneconomical,

etc.

£ 3%

FR3L

Look and Feel

W=

YEAY

is a term used to describe products in
fields of product design, marketing,
branding etc. to describe the main

features of its appearance.

B MRIE | AREAr mRIT. i,
mhBEIE IR CERMEEEY

.

3%

FR3Z

Low complexity

KERE

products that are simple or those which

are not complicated

B RN EELATEARRY,

M

£ 3%

FR3L

Mandated

&=t

an authorisation to carry out a certain

task or function.

— MR T MFEESS NG,
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3%

FR3Z

Market's attractiveness

HiARIRS 17

Measure of the profit possibilities that lie
within the structure of a particular
industry or market. There are many
different factors that contribute to
market attractiveness. These include: (1)
market factors such as growth rate and
size of the market; (2) economic factors
such as investment potential and
industry saturation or rates of inflation
affecting consumers' purchasing power;
(3) technological factors such as
availability of raw materials; (4)
competitive factors including the types
of rival business and the bargaining
power of suppliers; and (5)
environmental factors such as the
existing regulatory climate and the
degree of social acceptance for a

product within a particular market

WENFT—MSFE T e RS TR

MeTgelt, BUFSARAREE TS

%517, XLBHE (1) HipRE , EK
TAMDIIANE, (2) &FER , REE
AR NI TN & SO HEE =N ADR
PRI, (3 ) BORRIRER | BIRNRAY
AEREE (4) RFRE, SRARIAR
FXIFREMMH N RRINANBES, (5)
WREER , B mENEIIT RS T

— MESETIHTRIT mAERIEE
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3%

FR3Z

Mould the loyalty

TINELEIS

To modify the loyalty of the customers in
such a manner that it suits the

requirements of the company

D—ERh RN EEFNEREREEGA

SAITEK,

3574

HR3Z

Niche

FIE

A niche market or brand is a focused,
targetable portion of a market or brand.
A business that focuses on a niche
market is addressing a need for a
product or service that is not being
addressed by most providers. You can
think of a niche market as a narrowly
defined group of potential customers.
For example, instead of offering cleaning
services, a business might establish a
niche market by specializing in office

complex window cleaning services.

— M HEMIZEmEIE— TRERE. 8B
ZasPRIhizmEmhE, ETHEDBRL
FEXT I maiRSHIFE |, mef]
IRBRARZSHIRMEIRE, (RJLUEME
A—PHEDDE—MERIENX —RHETE
HEENND. A0, ERHREERS
o, (RS AILUBIE S INSEE R

REF RS EIL— T FED,
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@)
2y vg Sepvg
Overwhelmed REER

To be confronted with more than one
can bear or handle. So the information
received from a tool must not be taken
so literally that we go totally by it and do

not use our own judgement at all.

HImERSZSSME—PLLERISERE, PR,
NTEWEIRIESEFGEFNT , BRI
MNE2fME  MIRATRIEIECRYF

]

3%
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Pain Areas

R

these are the areas where the customer
has a problem. These create
opportunities for companies create a
product. For example - people wanted
to make calls more conveniently and did
not want to walk up to a fixed line
phones. This gave an opportunity to
make cordless phones. These could be

used inside the house but could not go

EFREEBRIMTS, XEARE T mMmE

BRIz, BIan - AEEEERRYFTE

5, MAFEDERIERIEAIMTT, X

LHiETEBIETR TR, SfIREEE

ERER  (BRREESKIT, XA

P AFHIHIRIS.
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very far. These phones were the

precursors of mobile phones.

£ 3%

FR3L

Perceived differences

RHIER

perceive is to feel, understand or
become aware of something. This is
based on our interaction with the people
or environment around us. These may or

may not be based on actual facts.

RN X ESYIRIRGE | IBFEIR,

ck

XEET AR IEEIASIMEAIE
EfFH. XeiFETHRIIFRETENS

=

2k

3%

FR3Z

Perceived value

RFNfE

Perception is a feeling or understanding
that a person may have about a product
which may be based on past experience,
feeling or fact. Many times a customer
attaches a value to a product which is
based on his experience with it or on
how he perceives it. For example a
person buying a fashion garment for

several lacs or rupees buys it because of

BIR— AN — =R AT B OB

WA, XAJREE I ARIRNR , RIS

L, AASHIERT , — M EFPEET

£ m LR ISR R AN RN FaRIT

Sn—piMEE m L. Eea—1WSERS

HHOARSMERIBFNMEMLEE lacs B

FEEERMEE |, MRIRAR SEEMNTEIIR
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his perceived value whereas it may cost

only a fraction of the selling price.

£ 3% FR3L

Perceives as quality BARE

To understand as quality of; to become | $tXREMNIERE ;| BB HARRIAI
aware of the quality directly through any | R& , JTEEM ek,

of the senses, especially sight or hearing.

3% 25%4
Perceptual mapping BFIE

Marketing research technique in which | JBEEXFF= RIS , FHEIRERALLE
consumer's views about a product are FRIO—MHmAREAR, ZHERD
traced or plotted (mapped) on a chart . | XTI FF=RAOMERE. B2, M8,

Respondents are asked questions about | AEEHEIARIGAIIEIR, XL

their experience with the product in AR NEISR ( #EA NRHIE] ), FEES
terms of its performance, packaging, RIS |, FEERWAERAT Rt
price, size, etc. Theses qualitative REHHITT R

answers are transferred to a chart (called
a perceptual map ) using a suitable scale
(such as the Likert scale ), and the results

are employed in improving the product
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or in developing a new one.

£ 3%

Permeability

The ability of a substance to allow
another substance to pass through it,
Usually this product does not allow light,

air and water to pass.

— MRS S — A EH N ERYRE

BEF @A, ESFIKEN,

3%

FR3Z

Plateau

=it

A plateau, is an area of highland, usually
consisting of relatively flat terrain. So
when we refer to a sales plateau it
means that after increasing for a certain
time the sales begins to become flat.
This means the sales has reached a

plateau.

S, BEEEEN BRI —SES i
XZHpk. ELL , SRAERIHES AR
&, XEWREHEEEIN T —ENEE , 7

niEg., XEWEHEEERE TSR,

3%

FR3Z

Preference regression

{mr=E3

Preference regression is a statistical

EEIPE—METIIARBEEEER
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technique used by marketers to
determine consumers' preferred core

benefits. It usually supplements product

=N P ERRIS 5%, EBHEIE

AFmENMARRI T  BEHENEHE

Eotf , FFEEHEARERAE PR

positioning techniques like multi BHIRE,
dimensional scaling or factor analysis
and is used to create ideal vectors on
perceptual maps.

3% 354

Price spectrum &=

The range of prices for a product line MEATEls | —5 m&P MN&IENTm
from the lowest priced product in the HEEN T mATE T mEiN s
line to the highest priced product give EN
the price spectrum of the product line.

23 FR3Z

Primary demand BEXFE

the direct demand by consumers for

products is called primary demand.

HEEN T mEERNFERRIRAELNTE

[===]
ZZo

3%

FR3Z

Prime Responsibility

FESRME
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means the main responsibility. This is XERETEHINE, XiBE SRRLERD

usually with the person who is driving XANRERIA

the project.

£ 3% FR3L

Product Functionality FeamiIeRetE

gives the various functions of a product. | BAF— = mIISFINEE. Hr-madLh
When the product functionality is BEMED , IBREIX iy —LIh
modified it means that some functions of | BEEHE , XeRAR—EEFRE ,
this product are changed because of R EFX N mbIR | ST
some customer feedback or lack of EXPN T mRRBEFEN.

technology to manufacture the product
or the cost needed to make this product

does not make economic sense.

39 2874
Product pipeline FmEE

A product pipeline is a series of products | — N =mEEBRERABFEMEEN , &

developed and sold by a company, SR EE RN EMERAII—F
ideally in different stages of their life FF = Mo

cycle.
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3% FR3Z

Product Positioning FEENL

means the process by which marketers | 2f8hip A RXE A RIIBRH. M@
try to create an image or identity in the | FEEEEROIE— MERIFFHERNIIE,
minds of their target market for their XM ENERREEEEDELESRN
product, brand, or organization. The FHFIEEX T REamhE,

objective of this to ensure that the
consumer remembers the product or
brand in spite of the noise created by

the communication clutter.

L 223
Prototype JREY
is an initial product usually made to BEHEARERTmA— D BEENEHIERIH)

show a typical impression of the product. | #87Ga.

Q

3% FR3Z

Quantifiable EE

something that can be measured | —LSEYIEEHIBHAONIE | SE—LEY
accurately or something that can be | BEIZFEEERIGAE,

mentioned as a quantity
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3%

FR3Z

Quantifiable value to the benefit

A EMRMNMER =

When a customer evaluates a product he
considers what benefit he will get from
the b product. This benefit if it can be
termed into a value it will become

quantifiable. Something on which he can

put a value.

S—PEFPFE— @R |, B

M m PSR AFmE, NRE

BEIEIX M ITRER — ™ME , ERERN

AIEMAY. ZEFREBIR—MERT,

3574

HR3Z

Reinvent the wheel

ZCRAL

the wheel was invented many, many
centuries ago. Each time we use the
wheel we do not go about inventing it
again but use it just as a wheel. So
reinventing the wheel is used to show that
a company is going about restarting the
development of a product/ technology/

process which can be used as it is and

therefore wasting resources.

ERETE | ITSHCEAERE. 3R,

HAVERELMAABRELRE | 92
EEerPNERRER. Bt TRINES
RRRB— P REEEEH e — 1w/
BAR/FERIARRE , REENVBERBRFEE

BRER , B, X2RFERR
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3%

FR3Z

Relatively cost effective

USRS PRI i

to be cost effective in relation to another
market or area. If advertising had to be
tested in a larger area it would have been
more expensive and so in relation testing

in a smaller area is more cost effective.

XTI S KIREI AN . 4l
RIEE—TREKRIHIRENL  ©Fa

N == =0=:]
ﬁbEEDF‘\ /

AR NG B TR

BB ARG,

3%

FR3Z

Representative area

ARIEX

A area that is a smaller version of a larger

area in  terms of features or
characteristics. Where if some activities
are performed the reactions of the

customers would be similar to the larger

market it represents.

— P EENRA KIS IWF IS 86

AI— B/ NAIX L, ANV NI XS,

o, MRBLESRIAT , BPRIRIRE

EFRANBAIR R,

3574

HR3Z

Risk mitigation strategy

MBS R R

risk mitigation is to reduce the chances or

effects of the risk. Whenever we execute

MpiEE =R XRAI =B, 55

BAT—PFROIER |, B2FEXE
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a new project there is always an element
of risk which comes from how the factors
that are unknown or over which we have
little or no control will affect the project
by the way they unfold or behave. The
risk mitigation strategy lays down actions
to be taken if these factors unfold or
behave in a certain manner. This way the
negative effect of these factors is

mitigated or reduced.

RIRIER | XEEN R B T ARAAIE R,

MR e TEES |, (BR=EENFRNE

k, NMM=WIMERIRER, XBRmmzER

==}

BHIE T , NRXLREEESFIL

R, BAIERERYTE), XA ERT

XL EZRAV ARSI TR

£ 3%

FR3L

Risks associated

S,

risks linked with a certain set of activities

M—E A RERRIN

3%

Sales Process

is a systematic approach to selling a
product or service. It includes all aspects

of sales and helps in creating

standardized processes which allow

B T RREETRIIRSHRRT A,

EEREENS T THE | hEIBIEINEL

RYAAE , SOYPEENAYRIE It HE S

.
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monitoring  of  processes and in
enhancing sales.
3% fh
Sales Tools HETHR

All factors that help in selling a product

are the sales tools. These include

PrEEMTHE RIREEZEEL

B, XBEBEZEHETT (fIanE—E—,

consumer schemes (e.g. buy one get one | LEHENSHI—EEBNE ) A9
free, buy a car and get a chance towin a | & , EDRIER , &8 , RIEHHE,
TV, etc) advertising, printed leaflets,
banners, channel push, etc.
23 25%4
Sanitised items ==t 3=

items that are made acceptable by

FEBEIHIFRRIEZAEE (BHE

removing unacceptable features like | #). AEZE ) MEHIAES.,
germs, bacteria, etc
£33 3z
Selective demand EREERE

Demand for a specific brand that occurs

after the primary demand (for the

ErmEsnFRTETEATE

@-LES

Bl ) ZEHIAYS EmEAIFRE,
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product class ) in a product's life cycle.

£ 3%

Sign-off

signals that some activity is complete or
that an understanding has been arrived

at.

3%

FR3Z

Single Composite Document

B—RANH

Composite means made up of separate
parts or elements. So a single composite
document means that there is one single
document that contains inputs from
different departments but is

comprehensive about all the activities

that need to be done.

A BHRERS BN STRER., §

I, — M E—HEEXHEREEE—

BERENEHIRYEAN | BES TR

AP E AR — B —HISZIH,

3%

FR3Z

Size of market

ey ]

is the total possible sale that a product

can have in a given market. This is given

EIEE— M e REHER @

RRHE, XEHALMHMEMSHI. FI
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in terms of a Rupee value. For example
we can say that the market for FMCGs is

Rs 40,000 crores.

an , FATRILAGG | ST IRE BZRmmimm

=, A 40000 2.

= vg 3
Stake Holders FestExE

are all those who will be responsible for

or benefit from an activity.

R E— N A AR (e Y

PFE A

3%

FR3Z

Strategic pricing

R S

It is the relationship between market
segmentation and price, and delivers the
tools the company needs to stay focused
on value as it determines break-even,
defines price elasticity, and analyses the
tradeoffs between features and price
points. Using strategic pricing tools yields

a better positioning approach.

EREKEMHESFNE  BRERMEFE

ZREFEINENIR  BACRETE

SV, EXTINEENE |, FESERN

BRI TR E D, BIEEN skl T

BXRTE— M BRIFEMER.

3%

FR3Z

Structured

e
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Having a clearly defined structure,
anything composed of parts arranged

together in some organised way.

B—BWENRYEN | (HTEYLAEM

R HRAIER S

3y F3Z
Substantiate UESE

to support with proof or evidence. To

verify. To establish as genuine or real.

BN ESOERRS. RSE, KEZ

E$EO

3% R
Symbols #RiR

A symbol is something such as an object,
picture, written word, sound, or particular
mark that represents something else by

association, resemblance, or convention.

—MRREEIIEE. BIUEIERE
RI—TIR. BlR. 3=,

AEEIEFIR

IRSRAERA =Y.

£ 3%

FR3L

Tag line

mEOS

A tagline is a modified version of a

branding slogan usually used in

marketing literature and advertising. The

— M mhE O SEE— 1 R REHRIZAY

IR BERAEEENEN S, BE

FREIE—P AETHIRIEE IR anh®
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idea is to create a memorable phrase that
will sum up the tone and promise of a
brand or product or to reinforce the

audience's memory of a product.

S mAYEFAEE | BROET IR

B9 m@iclZ,

£ 3%

FR3L

Tamper proof

TFRpH

something that cannot be tampered with,
or something that we cannot tinker with

to spoil or harm the product.

—LEEMIRRE TR, BE TR EEERAL

L 223
Test Marketing FikiS]

is a sample marketing undertaken when a
product is being introduced for the first
time. This is done in a small area which is
representative of the market in which the
product has to be finally used. However
this market is usually not so large that in
case the test marketing fails it impacts the
launch of another modified product. It

enables a company to check how the

A REAR , FIHTRERE

H, XEEBARMERN , AE~m—E=

WERAEBII— T\ I THY,

M, MRXATHIEEREXEFEA , 3B

AR=SEERM , XFREFINEE

B @AY, Bl RERNE

AT R
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product will be accepted by the
customers.
3% fh
Think tanks BEE

are a set of people whose job is to think /

develop/ create new products or

concepts.

—HA , N TIERRE/FT &/ CISHHRY

FERRE,

3%

FR3Z

Time to market

_mHtE)

is the time taken to bring the product into
the market from the time of its inception.
Companies always work minimising this
This them  reduce

time. helps

development Costs, pre-empt
competition from getting new products

into the market before them.

FEMETIREIS R IR ZEHY

fEl, NE—EESDRDXE, X

BT AR | E=FXIFH

T A ZBIRE .

£ 3%

FR3L

Ultimate market-mix

S S k)
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The final combination of the 4Ps that the
company is likely to follow in the final

market.

NEIERRERMERAAITHIZAY 4P RUREH

PaN
Ho

£ 3%

Umbrella brand

An umbrella brand is a parent brand that
is used on a number of products each

may have separate brand images.

— N PERBE— PR REE—E
HERm L, MBI BRI A mhE

R,

23 25%4
Unique JAF
being one of its kind, unmatched, | KBIFME—RY , JHEHY , TE5EELAT,
unequalled.
3% 2234
Unique Selling Proposition JRESHE K

It is what makes you different from your
competitors and persuades the customer

to exchange money for product.

AL ETIRNRSE | FRIRRE

FR#ARAY matif.
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V

£ 3%

FR3L

Vectors

[

il

In regression analysis, a vector is a
geometric object that has both a length
and direction. A vector is generally
represented by a line segment with a
definite direction, or graphically as an
arrow, the length of the arrow gives the
amount or extent of the characteristic and
the direction gives or the extent of match

with a certain characteristic which it is

representing.

FERFSS , — P REFME—TEEK

EHMBEEAUENR, — P REEEE—

PEXTHERNEGRETR BB 1E

SKRIER | Sk REARFIEAIEE

SO, BEER—MEERERYPTICECRY

*%J_E‘_O

3%

FR3Z

Voice of Customer

BRZE

is a term used in business to describe the

process of capturing a customer's
requirements. Specifically, the Voice of the
Customer is a market research technique

that produces a detailed set of customer

R EE PRI — AL

A&, BAMES  BRZFERTEN—EF

MHERBRNFRNTIMR LA &

Pz EBEaEEENEEHRLER.

EESEETHTm. MeaikS T




7 UCPM

FRODUCT
www.chinapm.com.cn | GREETED

wants and needs. Voice of the Customer
studies typically consist of both
qualitative and quantitative research
steps. They are generally conducted at
the start of any new product, process, or
service design initiative in order to better
understand the customer’s wants and
needs, and as the key input for new

product definition, and the setting of

detailed design specifications.

FinziEakie , DROREFI T =

FROFBEMFER , FHEFITmEN. 1’

EFIT SRR BN,

W
39 2874
Withstand impact 122

must be able bear a collision with another

object.
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