1. 1 Bz {8 #% %€ 18 (FOB origin pricing)

2.3 ¥ T 18 7k (psychological pricing)

3.J& 88 B 5~ (point-of-purchase displays)

4. #F 47 8% (event marketing)

5.7 & #1 £ @ (trade show and conventions)
6.3% B2 % & 4 (reminder advertising)

7.4 E &b % 5 hg(blanket family brands)
8. & Ju 4 (product line)

9.4% < & du(core product)

10.45p 3 2% ¢ (aspirational group)
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1.37 3 (allowances)

2. £ 2t % 1 (basing-point pricing)

3.7 J& /& 5~ (store demonstration)

4. % B 4745 (cause-related marketing)
5.4 58 X 4% & 75 (canned sales presentation)
6.4 £] M & & (pioneering advertising)

7.8 % % p% (ingredient branding)

8. & +» #a 4-(product mix)

9.4 4% & £ (institutional advertising)

10. /r #6 2£ 8% (dissociative group)
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