Ⅰ Translate the words into Chinese.

1.
merchandising商品销售
2.
prioing定价
3.
promotion促销
4.
distribution分销
5.
marketing营销
6.
illustration例子，例证
7.
demise死亡
8.
depreciate使贬值，降低
9.
bloc组织，集团
10.
liquidity流动性，流畅
11.
influx流入
12.
advent到来
13.
viability生存能力
14.
barometer气压计，晴雨表
15.
relocation再布置，变换布置
16.
quota配额
17.
embargo禁运
18.
nationalism民族主义
19.
raxation征税
20.
bribery贿赂
21.
Animism万物有灵论
22.
Hinduism印度教
23.
Buddhism佛教
24.
isiam伊斯兰教
25.
Confucianism儒教
26.
Christianity基督教
27.
Judaism犹太教
28.
aimsgiving施舍
29.
piigrimage朝圣
30.
Ramadan斋月
31.
indigenous本土的
32.
gregarious社交的，群居的
33.
yearbook年鉴
34.
legion很多（的），大批（的）
35.
infrastructur下部构造，基础组织
36.
methodology方法学，方法论
37.
jargon行话
38.
positioning定位
39.
homogeneous同类的，相似的，均一的，均匀的
40.
terrain地形
41.
heterogeneous不同种类的，异类的
42.
pinpoin查明
43.
profile图表，侧面，外形
44.
profitability收益性，利益率

45.
licensing许可证

46.
franchising特许经营

47.
franchisee总经销

48.
franchisor授予特许者

49.
licensee领到许可证的人

50.
licensor许可证颁发者

51.
acouisition收购

52.
differentiation差异

53.
collaborating合作

54.
espionage间谍，侦探

55.
fiuctuation波动，起伏

56.
configuration构造，结构

57.
ieeway回旋余地

58.
obsession困扰

59.
credibility可信性

60.
capitaiization股本，资本总额

61.
network网络

62.
rationaie基本原理

63.
ceramies制陶术，制陶业

64.
novice新手，初学者

65.
perpetuity永恒

66.
stakehoider资金资助者

67.
commerciaiization商品化

68
durability耐用品

69.
adaptation产品差异化

70.
standardization标准化

71.
adaptation改良化

72.
expatriate海外人员

73.
neadhunter猎头人，用高薪征聘人才者

74.
devaiuation货币贬值

75.
dumping倾销

76.
total cost总成本

77.
fixed cost固定成本

78.
variable cost可变成本

79.
infiation通货膨胀

80.
revaluation货币升值

81.
rebate回扣

82.
distribution分销

83.
intermediary中间商

84.
whoiesaler批发商

85.
agent代理人

86.
broker经纪人

87.  retailer零售商

88.
mventory存货，库存
89.
transponanon运输
90.
warehousing仓储
91.
promotion促销
92.
advertising广告
93.
beneficiary受益人
94.
arcnrival主要竞争对手
95.
accountability可记账性
96.
prereouisite先决条件
97.
disorepancy差异
98.
compensation补偿
99.
province范围
100.
inuanet企业内部互联网
Ⅱ Translate the short phrases into English.

1.
muitiple environment risks国际风险
2.
international risks顾客价值
3.
consumer vaiue人力资源
4.
hunan resources国际营销
5.
international marketing (global marketing) 目标市场
6.
target market产品生命周期
7.
product life cycle绝对优势
8.
absolute advantage比较优势
9.
comparative advantage贸易惯例
10.
trade practice锐壁垒
11.
non-tariff barrier专营
12.
exciusion deal汇率体系
13.
exchange system外汇
14.
foreign exchange国际金融
15.
international finance外汇市场
16.
foreign exchange market贸易差额
17.
balance of trade贸易赤字
18.
trade deficit贸易过剩
19.
trade surpluse技术转让
20.
technology transfer反倾销
21.
anti-dumping贸易干预
22.
trade intervention公共关系
23.
pubiic relations自由贸易区
24.
free trade area共同市场
25.
common market贸易风险
26.
trade risk地风俗
27.
iocal custom社会机构
28.
social organization政治构成
29.
political structure气候条件
30.
weather conditions多  环境风险

45.
primary data一手数据
46.
secondary data二手数据

47.
Chambers of Commerce商会

48.
internal record内部档案

49.
marketing inteiligence营销情报

50.
marketing research市场调研

51.
research design研究方案

52.
market segmentatiom市场细分

53.
marketing mix市场营销组合

54.
benefit segmentation利益细分

55.
market targeting选定目标市场

56.
clustered demand集群需求

57.
differentiated marketing差异性营销策略

58.
concenrated marketing集中性营销策略

59.
product difference产品差异

60.
the enterprise image企业形象

61.
export mode出口模式

62.
strategy rule策略规则

63.
internal factor内在因素

64.
external factor外在因素

65.
indirect exporting间接出口

66.
direct exporting直接出口

67.
integrating production产品一体化

68.
competition anaiysis竞争分析

69.
competitive strategy竞争策略

70.
competitive advantage竞争优势

71.
generic strategy一般策略

72.
horizontal aiiiance横向联盟

73.
vertical aiiiance纵向联盟

74.
Chief Executive Officer (CEO)执行总裁

75.
collaborative agreement合作协议

76.
idea screening新产品筛选

77.
business analysis新产品商业分析

78.
product development产品实体开发

79.
maturity stage成熟期

80.
decline stage衰退期

81.
local product地方性产品

82.
product invention产品创新

83.
product strategy产品策略

84.
product design产品设计

85.
marketpiace image市场形象

86.
brand equity品牌价值

87.
brand extension品牌拓展

88.
brand strategy品牌策略
75.
transfer pricing转移定价
76.
adaptation (differential pricing) 差异定价
77.
finanioing of export出口融资
78.
pure competition完全竞争
79.
pure monopoly完全垄断
80.
market pricing市场定价
81.
cash discount现金折扣
82.
income leve收入水平
83.
distribution cost分销成本
84.
price adjustment价格调整
85.
direct distribution channel直接渠道
86.
indirect distribution channel间接渠道
87.
a customs broker报关行
88.
export trading company (ETC) 出口贸易公司
89.
speciaity store专卖店
90.
electronic retailer电子购物店
91.
physical distribution物流
92.
promotional mix促销组合
93.
sales promotion销售推广
94.
communication objectives沟通目标
95.
product advertising产品  告
96.
marketing plan营销计划
97.
anmual plan年度计划
98.
share of market市场份额
99.
product decision产品决策
100.
e-security exchange电子证券交易

Ⅲ Following sentence true (T) or false (F).

1. “Market” is derived from the Latin “mercari” which means “to buy or trade”.

(T)
2. There are many more functions of marketing. 

(T)
3. Today, marketing must be understood not in the old sense of making a sale, but in a new sense of satisfying customer needs. 

(T)
4. For a marketer, it is very important to satisfy the wants and needs of a consumer. 

(T)
5. Consumers often do not judge product values and costs accurateiy or objectiveiy. 

(T)
6. Consumer satisfaction is the extent to which a product’s perceived performance matches a seller’s expectations. 

(F)
7. The concept of exchange ieads to the concept of a market. 

(T)
8. The price of a product is often the determining factor when a purchase is made and is always a key to profit. 

(T)
9. At its simplest level, international marketing involves the firm in making one or more marketing mix decisions across national boundaries. 

(T)
10. Domestic marketing is targeted exciusiveiy on the home country market. 

(T)
11. Export marketing is the first stage of addressing market opportunities outsice the home country. 

(T)
12. This step will give the company a chance to understand its present situation and its future deveiopmenr. 

(T)
13. Compared to many other deveioped and developing countries, Chinese enterprises have experienced a shon period of domestic marketing activities. 

(F)
14. ew of the Chinese overseas enterprises were concemed with manufacturing activities. 

(T)
15. China successfully participating in the WTO offers botn chaiienges and opporwnities to Chinese companies. 

(T)
16. A   ough intemational marketing is very different from interpational trada, the two have very close assooiation. 

(T)
17. The theory of comparative advantage is put forward by adam Smith and David Ricardo. It can be reiatively complex and difficult to understand. 

(T)
18. Take the simpie two country-two product mode of comparative advantage. 

(T)
19. The traditional four-stage iife cycie — introduction, growth, maturity, and oeciine — is a well-documented phenomenon. 

(T)
20. in the second stage of the cycle, foreign and high-incoma country production begins to supply the same export market. 

(T)
21. Some firms are very involved with international marketing whiie others show very much interest or metivation. 

(F)
22. A well known case for the international product trade cycie is the textiles industry, specially cotton. 

(T)
23. The world economy has undergone revoiutionary changes during the past decades. 

(T)
24. The first change is the increased voiume of capital movements. 

(T)
25. The second change is that aithougn empioyment in manufacturing remains steady or has declined, production continues to grow. 

(T)
26. The third change is the “uncoupiing” of the primary products economy from the industrial economy. 

(T)
27. The fourth major change is the emergence of the world economy as the dominant economic unit. 

(T)
28. Severa factors have contributed to the growth of the international economy post-World War Ⅱ. 

(T)
29. Until 1969, the world economy traded on a gold and foreign exchange base. 

(T)
30. Encouraged by this and the avaiilability of finance, giobal corporations have been abie to expand into many markets. 

(T)
31. Exchange system is another economic factor a firm wouid consider in international marketing, especially the stability of currency. 

(T)
32. Foreign exchange is the process of converting the currency of one country into the currency of another country. 

(T)
33. Infiation and changing interest rates certainly affect the buying power of money. 

(T)
34. Soft currency is easy to exchange for other currencies because it has iimited value in the world marketplace. 

(F)
35. Foreign exchange market consists of banks and other financia institutions that buy and sell different currencies. 

(T)
36. Government restrictions can be used to regulate the amount and value of a nation’s currency. 

(T)
37. The International Monetary Fund promotes economic cooperation and maintains an orderly system of world trade and exchange rates. 

(T)
38. International trade is the exchange of goods and services between countries in their form of export and imports. 

(T)
39. Since the end of World War Ⅱ, world merchandise trade has grown faster than world production. 

(T)
40. International marketers have been this spark and have ied the drive toward the giobalization of business. 

(T)
41. China as an export market is one of the fastest-growing US export markets. 

(T)
42. US consumers benefit from the ability to purchase low-cost imports from China, inciuding footwear, appareh and increasingly, electrical machinery and equipment. 

(T)
43. As do other countries, the United States measures exports and imports on different bases. 

(T)
44. Yesterday’s competitive market batties were fought in Western Europe, Japan, and the United States. 

(T)
45. Tomorrow’s competitive batties will extend to Latin America, easterr Europe, Russia, india, Asia, and Africa as these emerging markets open to trade. 

(T)
46. World trade is not an important economic activity. 

(F)
47. The host government of your target market can throw up a vast number of roadbiooks to your success. 

(T)
48. In recent years, Indonesia has iiberaiized its trade regime and taken a number of important steps to reduce proteauion. 

(T)
49. If China were to open its grain market to the outside world, both sides could win. 

(T)
50. Embargoes have a disastrous effect on exporters, although we are still doubtful whether embargoes acoomplish their political goals. 

(T)
51. China officially joined the WTO on 11the December, 2001. 

(T)
52. Marketing abroad car be a very risky pursun as the legal landscape in some countries is extremely fiuid. 

(T)
53. Governments of all size and economic standings view business as a source of rax revenue. 

(T)
54. Government officials seeking bribes from foreign firms are a worldwide problem. 

(T)
55. Culture is a system of learned, shared, unifying, and interrelated beliefs, values, and assumptions. 

(T)
56. Germany and the United States are countries which have iow-context cultures. 

(T)
57. Language is a central eiement in culture and communication. 

(T)
58. The ability to communicate in one’s language is an easy task. 

(F)
59. If a person is to work extensiveiy with another culture, it is imperative to iearn the inguage. 

(T)
60. Language refiects the nature and vaiues of society as well. 

(T)
61. Local customs are both interesting to ieam from and important to respect for a marketer. 

(T)
62. The fast pace of Hong Kong may result in a last minute changer this is usually delivered via fax or phone. 

(T)
63. Gifrs may be perceived as a bribe, if you have not already established a reiationship with the recipient. 

(T)
64. Do not give Musiim gifts of alcohol, pork, personal items such as lingerie, anything that has pictures of dogs, anything that has images of nuoe women. 

(T)
65. Social institutions inciude social organization, education, and poitical structures. 

(T)
66. In many cultures the key unit is the family, which has many definitions depending upon cultural heritage. 

(T)
67. Education refers to the transmission of skills, ideas and attitudes as well as training in particular disciplines. 

(T)
68. The stabiiity or instabiiity of the prevaiiing government policies is one of the most important concerns with conduction international business. 

(T)
69. Information can be broken into two types primary or secondary. 

(T)
70. The research design represents a comprehensive plan for testing the hypothesis formulated abour the probiern. 

(T)
71. Then the manager should check that the research project was carried properly and that all the necessary anaiysis was completed. 

(F)
72. Marketing research findings and conclusions must be effectively communicated to management. 

(T)
73. The marketing manager and researcher have to search for oid ideas, which come from creative thinking and imagination. 

(F)
74. Marketing research is a valuable tool in evaluation of alternative courses of action. 

(T)
75. Each ciuster is profiled in terms of its distinguishing attitudes, behavior, demographics, psychographics, and media patterns. 

(T)
76. Market targeting is the process of evaiuating each market segment’s attractiveness and selecting one or more segments to enter. 

(T)
77. Analyzing Demand needs to aggregate consumers with similar needs. 

(T)
78. Exporting is a relatively low risk strategy in which few investments are made in the new country. 

(T)
79. The decision-maker uses the same entry mooa for all foreign markets. 

(T)
80. Direct exporting occurs when a firm makes a commitment to seek import business. 

(F)
81. Exporting is used as a mode of entry for consumer goods or as a distribution strategy to international markets. 

(T)
82. Join: ventures intend to share the risk, cost, and management with a partne in a foreign country. 

(T)
83. Successful marketers are those who can steet their organizations through the turbulent marketing ervironment, and do it better than competitors. 

(T)
84. Value chain anaiysis espouses three roies for marketing in a native competrtive strategy. 

(F)
85. It means offering a narrow target market high prices. 

(F)
86. Co-ops are formed to meet peopies’ mutual needs. 

(T)
87. Cooperative strategies are the forms of cooperation between two or more companies, where the purpose is to enhance the competitiveness of the strategic partners. 

(T)
88. Cooperatives in many deve oped countries, such as the US and Japan, play a vital roie in the economy. 

(T)
89. A network ranges from informal social grouos to formal associations. 

(T)
90. Structurally, aliiances are a middle way between networks and cooperatives. 

(T)
91. The process of forming a new cooperative requires a step-wise approach to arriving at the group’s zhtimate decision to start the business. 

(T)
92. They are those purchased for further processing or for use in conducting a business. 

(T)
93. In the international marketplace, the above ciassification frameworks may also be applicable. 

(T)
94. Some companies such as Toyota, McDonald’s, Shell Oll, and Sony have estabiished local brand names. 

(F)
95. The fact of the international market is many companies are not eouipped with highly accepted brands. 

(T)
96. Brand extension is the process of applying an estabiished name to new product lines. 

(T)
97. A service is an intangible product involving a deed, performance, or an effort that cannot be physically possessed. 

(T)
98. Everything has a price and a company cannot sell an item for less than it costs to make or for the company to buy. 

(T)
99. Money is anything people will accept for exchange of goods and services. 

(T)
100. Generally advertising is used primarily for low cost, mass voiume consumer products. 

(T)
Ⅳ Fill in the gaps in a short article with a suitable word.

Many people think ①  marketing means the activity of persuading potential customers to buy ②  parncular product or service ③  preference to any other simiiar ones. That ④  to say, marketing is ⑤  and advertising. These two are very ⑥ , but they are ⑦  the tip of the marketing iceberg. There are ⑧  more functions of marketing. Marketing is the process of seeking ⑨  uncover consumers requirements and ⑩  the information to products’ distribution and promotion.
1 that

2 a

3 in

4 is

5 seliing

6 important

7 only

8 many

9 to

10 adopting

The world economy has undergone revolutionary changes during the ①  decades. These remarkable ②  are contrary to muoh of the received doctrine of economic theory, and they are of great significance and importance to government and business practitioners. The ③  change is the increased voiume of capital movements. Capital movements ④  than trade have become the driving force of the world economy. In the past, when a country ran a defieit or its trade accounts, its currency would depreciate in value. ⑤ , it is capital movements and trade that determine currency value. The ⑥  change is that although employment in manufacturing remains sready or has declined, production continues to grow. The ⑦  change is the “oncoupling” of the primary products economy from the industrial economy. The ⑧  major change is the ernergence of the world economy as the dominant economic unit. The world ⑨  is in control. The maoroeconomics of the nation-state no ⑩  contro economie outcomes.
1 past

2 changes

3 first

4 rather

5 today

6 seoond

7 third

8 fourth

9 economy

10 longer

In order ①  know how besr to compete as well ②  the anaiysis given above, one needs to know the way competitors measure themselves, their strategy to date, their major strengths and weaknesses and iikely future strategy. In the first ③  these — knowing the way competitors see themselves — much can be learned ④  public accounts, interviews and the trade press. Other ways are to have competitive personnel, take part ⑤  trade faits, purcnase the competitor’s proouct and take it apart, or indulge in “espionage”. In identifying the competuor’s strategy to date, it is not enough to beheve what they say but to reconstruct their strategy. Evaiuating resources is difficult. It is essential to look ⑥  their production, marketing, financial and management resources. ⑦  the basis of these first three, it is possible to guess the future.

Not all competitors are necessarily bad Good competitors can absorb demand fiuctuations, expand the market, increase motivatior, and act responsiveiy to the industry. There is ⑧  example, room for ⑨  developing countries to take a share in most world markets in commodities, without one country wishing to be ⑩  aggressive.
1 to

2 as

3 of

4 from

5 in

6 at

7 On

8 for

9 all

10 too

Cooperative strategies are the ①  of cooperation between two or ②  companies, where the puroose is to enbance the competitiveness of the strategic ③ . We often use phrases coliaborative ④ , strategic aliiances, and global strategic partnerships to name them. The rationaie behind such iinkages is that every partner must have something ⑤  and unioue to contribute in the ⑥ . Especially, in the international ⑦ , the companies can bring, for example, their product-market knowiedge, ultimate delivery network, or access to some markets to the alliance, and thereby increase the ⑧  of the partnership. The linkages may appeat in ⑨  forms. It can differ from simple contractual agreement to production agreements, where production stages are shared, or to marketing agreements, where companies cooperate in selling, promoting and ⑩  the products.  
1 forms

2 more

3 partners

4 agreements

5 valuable

6 cooperative

7 markets

8 value

9 severa

10 delivering

Brand equity is defined ①  the added value a brand name gives to ②  product beyond the functional benefits provided. ③  Another word, it is the value ④  a brand, based ⑤  the extent to which it has high brand loyalty, name awareness, perceived quality, strong brand associations, and other assets ⑥  as patents, trademarks, and channel reiationships.

Branding is expensive, time-consuming, and can make ⑦  break a product. Tne most valuable brands have a brand equity that is considered ⑧  important company asset. Therefore, it’s very important to reguiate a set of strategy, which is suitable ⑨  cenain product when confronting ⑩  chaienges.
1 as

2 a

3 in

4 of

5 on

6 such

7 or

8 an

9 for

10 all

Recently, consumers can purchase almost anything from the ① . If they are interested in personal ② , they can visit the Dell Web site. Dell is the world’s leading direct computer ③  company. It has more than 26,100 ④  working in 33 countries around the globe. Their concept — direct customer contact — has made Dell one of the most ⑤  companies of the 1990s. If someone wants to get a book recently published in a foreign country; it is not ⑥  to visit the bookstore in that country; they can take a look at the Amason.com. The virtual bookstore deeps most of the latest books published by different presses around the world. By a simple ciick, the consumer completes the purchase. In ⑦ , many people have used Yahoo Web sire already. Yahoo also is electronic ⑧ . One can go shopping from Yahoo. One can search information from Yahoo. One can send and receive e-mails from Yahoo. ⑨  Of electronic commerce life becomes easy and enjoyabie. Electronic business is the general term for buyers and seiiers using electronic means to communicate and transact with one another while an ⑩  market is a sponsored Web site.
1 Internet 

2 computers 

3 systems 

4 employees 

5 successful  

6 necessary 

7 addition 

8 commerce 

9 Because 

10 electronic

Ⅴ Translate the articles into Chinese.

The different leveis of mternational marketing can be expressed as follows: domestic marketing, the export marketing and international marketing.

Domestic marketing is targeted exclusively on the home country market. Accompany in domestic marketing may be dong this consciousiy as a strategic or unconsciousiy in order to avoid the chalienge of managing how to marker outside the home country. Fewer and fewer companies practice domestic marketing.

Expon marketing is the first stage of addressing market opportunities outside the home country. The expor marketer targets markets outside the home country and depends on home country production to supply the product for these markets. In china the fireworks expon, the silk industry and the fishing industry are good examples. In this stage, a sophisticated expon marketer will study target markets and adapt products to meet the specific needs of customers in each country.

International marketing (global marketing) refers to the stage when a marketer becomes more invoived in the marketing environmen: in the countries where he is dong marketing. International marketing doesn’t mear entering every country in the world, but entering certain countries according to a company’s resources and the nature of opportunities and threa.
国同市场在在城镇市场上目标是不公开的。为了避免国内市场的挑战，作为一种战略或不自觉地在国内市场一个公司的动作是自觉的行为。少之又少的公司愿做国内市场营销。

出口市场是国内地区以外演义市场机会的第一步。出口市场的目标是国内市场以外的市场并能扩大国内产口向这些市场注入。在中国，烟花、丝绸工业和鱼类工业就是一个很好例子。在这一步是，一个成熟的出口商在买卖中应研究目标市场并且能选 出适合的产口来满足每个国家的消费者的需求。

国际市场（倒还市场）就当属于这一步骤发，即市场负责人在这个国家里的市场环境已经更多地郑入进来。国际市场不是意味着要进入世界的第一个国家，根据一个公司的手段、和机会自然地进入到某一个国家。

 Haier is a super-large Chinese enterprise which started out as the Qingdao Refrigerator Factory, founded in 1984 with imported refrigerator production technology from Germany. When it was founded, the company had only one product and 800 staff. Now it is the No. 1 domestic eiectrical appliance producer in China. More than 20,000 employees are marking over 9,000 products in 42 categories.

Starting out with imported technologies, Haier now has the advanced technology and depth of expertise required to set up production facilities in Europe and Southeast Asia.

Haier’s development can be divided into three stages — building a brand name (1984—1991): seven years to build up a strong brand name in refrigerators through a well-planned TQC (total quality control) system; diversified development (1992—1998): seven years diversifying the product catalogue to avoid having all the company’s eggs in one basket; going multinational (since 1998): with the aim of building an international brand name, Haier now has 62 distributors and more than 30,000 outlets around the world. The company’s target for the beginning of the next century is to enter the top 500 list Fortune magazine.
海尔公司是一个超于青岛电冰箱工厂的超大型 的中国企业，它建于1994年，以人选男进口电冰箱生产技术为主，在它建立当初，公司只有一种产口和800名员工，现在它在中国是国内电器设备生产商的龙头，拥有2万多名员工和能生产42大类900多种产口。

当初主要以进口生产工世为主，海尔现在有先进的工艺和资深的专家并要在欧洲和东南亚建立生产设备工厂。

海尔的发展可分为三个阶段—创名片（1984—1991），用七年时间通过很好地筹划系统TQC（总休质量监制），在电冰箱行业里创出很响的名名牌（1992—1998），为了避免产品单一的书面，用七年时间进行了产口更新换代，走多国路线（从1998），随着创立了国际名片的目标，在世界落了内海尔现有62年分销商和3、万多销售汇道，公司对于下世纪的目标是财富杂志500强之首。

A well known case for the international product trade cycle is the textiles industry, specially cotton. In the early and mid twentieth century the UK was a major producet of cotton textile materials, primarily based on its access to cheap raw materials from its Commonwealth countries and it s reiatively cheap labor. However, some cotton suppiier countries suoh as India, Pakistan and certain African countries realized that they had the labor and matemais on their doorstep conducive to domestic production. They began to do so. Such was their success in supplying their own huge markets that their production costs dropped dramatically with growing economies of scale. Soon they were abie to support cioth and finished good back to the UK, which by now had experienced growing production costs due to rising labot costs and failing market share. Now the UK has little cotton materials production and it served by many countries over the world, including its former colonies and Commonwealth countries.
对于国际产口贸易循环周期一个有名的事就是纺织工业，特别是棉布。在20世纪初期和中期英联邦是一个最大的棉纺原料生产商，最初依据来自联邦国谦价原材料和相对便宜的劳动力。然而，像印度、巴基斯坦和某些非洲国家的棉布供应商国家实现了他们有劳动力的和原料在家门口贵州省能生产国内需要的产品，他们开始那样做了。这样能成功地应了他们自己的巨大国内市场的需求，他们的生产成本随着经济的增长也戏剧性地下降了。很快能提供棉布和向英联邦国输出。由于增加了劳动力成本的市场份额的下降，到现在正经历产品的费用上升。现在英联邦只有少量棉花原料产品并且要提供给世界上许多连胜，包括以前的殖民地和联邦国家。

Direct exporting occurs when a firm makes a commitment to seek expon business. Direct representation does not mean that the exporter is seliing directly to the consumer or customer. Under direct exporting the manufacturer rather than the indirect exporter performs all the necessary export functions, including contacting local distributors, conducting the required marketing research, preparing export documentation and setting prices. Direct exporting typically results in increased sales for the exporter. It often occurs in the following forms.

(1) Domestic-based expon depanment or divisioni an expon sales manager carries on the actual selling and craws on market assistance as needed.

(2) Overseas saies branoh or subsidiary: an overseas saies branch allows the manufacturer to achieve greater presence and program contro in the foreign market.

(3) Traveling expon saies representatives: the company can send home-based sales represencatives abroad to find business.

(4) Foreign-based distributors or agents: the company can hire foreign-based distributors ot agents to sell the company’s goods. They mignt be given exclusive rights to represent the manufacturer in that country or only limited rights.
当一个公司做出承诺并寻求出口业务时直接出口业务产生了。直接业务出口并不是意味着出口商直接把产品卖给消费者或客户。在直接出口下，工厂宁愿间接出口商来完成所有必需的手续，包括联系地方分销商、处理市场调查、准备出口决定价格，。直接出口对于出口商来说增加了销售效果，一般通过发生在以下方式上:

（1）以国同为基础的出口部门或地区：一个出口销售经理查看现行的销售和根据需求引起市场的关注

（2）海外销售分公司或子公司：一个海外销售分公司允许工厂主在车外市场上获得很大的发展的按计划管理。

（3）对外出口销售代表：公司可选派本公司销售代表推销产品。

（4）以国外为基础分销商和代理：公司可廖国外分销商或代理来销售公司的货物。在那个国家他们可能被授予特权或有限的权力代表工厂销售。

