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Marketing Intelligence

B OIS BEALR

OHA| S O A ZRRLOIH TRt
Alo|EHst, Hes g
ST, 2R 2N, B U Bzt

o, gHl H 2XNE 48

m W5 7|53 CjO|E{H| O] 2 A AFY

F&EX|= AO|Z(order-to-payment
cycle)

oo ™M E A| A El(sales information
system)
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warehousing), [|O|E{ O}0|d(data
mining)
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Marketing Research System
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» P&GL| Consumer & Market Knowledge(CMK)
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» AMC|HOIE MH|A XZAFS|AHsyndicated-service research firms)
- 04 QL A HEE =350 a2 20 THoj
» O OA 8 ZAFZ| Af(customer marketing research firms)
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Develop the Research Plan

4

m XI& =X (data source)
® 2K A=
® 1X} XI=Z
B XAl H2dtH (research
approaches)
® ZHEFT AL
(observation research)
o AHTCRAL
(focus-group research)
® HIEXAt
(survey research)
e A= XI&
(behavioral data)
o MHZA

(experimentation research)

B T Als=EK(research

instruments)
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® J|AA K|

H 272 (sampling plan)

® HEC2|(sampling unit)

® H=E37|(sample size)

o HEZZEHEK}(sampling
procedure)

m ™= HiH(contact methods)
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orecasting anc
Measurement

Market Demand Function

ZHX A|ZH(potential market) B A% =2 (market demand)
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Market Demand Function
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orecasting anc

Measurement
Estimating Demand

3| Al 2 (company demand) m Sx =2 =A™
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Analyzing
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Analyzing the

Macroenvironment

Natural Environment
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Analyzing the
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Macroenvironment
Political-Legal Environment
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