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1. P (brand mark)

2. SEEfE E(Variable Pricing)

3. £ [El5:k# (National Brand)

4. 82525 (Break-even Point)
5. iBEE(Place)

6. EEnAEan FEHA(product life cycle)
7. BE{%{THH(relationship marketing)
8. HE4E B HETTH(Targeting)

9. ESE(I(Positioning)

10. #EH FE Sh(intangible products)
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