View metadata, citation and similar papers at core.ac.uk brought to you by fCORE

provided by Xiamen University Institutional Repository

S35 SR Y034 5 HI ok B W N TR

B S0k

W W

eSS

FRgRAG: 10384
¥ £ 17920061151433

ubC

REREF T BEEREHERRIR

Marketing Strategy of Hisense Air-condition
Base on the L ow-Carbon Economy

PRaNiE

mEeNide . & £ 2 #
T W 8 W: IBEERWMBA)
IERZAM : 2011 £ 4 A
IEXEHIHEA : 2011 £ 5 A
FAIEFHED : 2011 £ A

EHEARER:
¥ W A

2011 %5 H


https://core.ac.uk/display/41403713?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1




BIIXRFEFMIRIEGERRH

AAERZHZECNEANESIES T | ISR F
R, FANEEXEFFSEEMN ABERERLKRATAFHER |
W FRLAE S5 UBRMEIRER , ARFEEEE (BIIKEHR
EZANEINE (1T D

B FFALLLA ( ) R
(48 ) BIBRFERER | 3R1E ( ) RER (42 ) FFHmafst
IWERIRE |, 1E ( ) SERESEAk. (BEMULEES

RIESRAEORMAE N TZARLINERIR , RELWIERAEA |,

A LA EREBIRERA. )

FRAA (£8):

£ B H






BIXEFMe X EAENER A

AANBEENKRERE (PEARILHER UGS TLRED
%) SAEREMERILFAAE , FEEEEISEIEENIAIE
RFAMIEX ( BIRREMAIRFIR ) , SRFAMIESTHNE TRFE
BIENREEEERER. ER. FABRENIAFEZEMESINA
EEFT. MIFAICNERRUEIRERHITRR | BFAUIEXAY
R L dmEhR  RASE. SBEaEHEEAANGESHIF M
183,

REMEET

( ) LEBNRFREZREFERENIREFMIEI
T F B H#E BERERLMEN.

( ) 2R | B BRI,

(BEULBMESART] V" SR EBENRE, REFIE
NNRERE TAFREZRSHFEINFMICK , REBTKF
REZR2HENFLEIUIARFFFAMIC. LFER=AESHY
AARTFEALEI | ER BRI, )

FRAA (£8):

F B H






m =

fegr REIR M3 HIE A — BRI R RF B I IR = AR R AL
MBI B AR 25 IS5 1A i R o 28 5 ) Rt M s ol 8 R Y o Y AR AN A 85 ) 7™ B
159 BHIR . PREEA AR A S DR 3R RSO 3R 22 58 R R T AT . AR SR 22 5F B
SOREIZ I 1A REJRHE IATRTT R BTRE, RIS AT SRR PR BRI HE Sk FL R AT 4K H
8, RAMRBA T RIBOR . B PR SR ISR, R 3 3 Al
REFHEGREFENT o AT ORA O RFAE ARV 9%« 2 (il 2R IER2 25 AT
FOWSANTE AT o AARTH AT FIHIARAGER AR A L AR b 13 7
B PE R ORI SR T 28 7 K

AL UL 2 RAE BT Fx G, 15 AL I8 2 0 b vH 2 A AR D SK B L
ATBIRGS XA 2 R RO ST Jt i HE AR S BRI It

AL BGH ZAME T, FETURBRZEGTIAEL |, b 17 B SR £ DA K Al
St o €004 (AT DR it o

WO e x5 S A S BRI AT A 5 (BT, IRt 1), PR32 T 2%
FATNEAE, S HRBRE ST T 2 W T 2 s A R, B v AR, K
A, RIS 5, IGETT AR 2 ) 6 B 2 AT 70 Hr s e % 2 3 7 i
(M EARTI Y, FEEEL A b 5 o 2 VRS B SR S i

ARSI, G0 AL BAE P [ T3 5 2 K RS Ta), iz R A 1
MNATTBENIKAT= 193 e A [ SRS BUR A U 5 R — 2D Rt e IR 25 1M
(RT3 22 1)

KB RBRETT; EHRNS; SROEH






Abstract

Abstract

With the rapid increasing demand of traditional energy,the green house gas
(carbon dioxide) emission increased significantly,which intensified climatic and
environmental problem. After the opening and reforming policy,china has acquired
the great achievements of economy,but caused the excessive resource consumption
and serious environmental pollution which restrict the economic development. With
further development of low-carbon economy in china,the policy on energy saving,the
protection of environment and technical standards will be issued,which will has great
influence on Chinese enterprise. For the changing of exterior environment,the
enterprise must take measures to cope with. In the meantime,with the enhancing
awareness of environmental protection and growth in the living standard,people pay
more attention to the green product,which need enterprise caier to the habit on green
spending.

The thesis take Hisense company producing the air conditioner as research
object,by market researching to study consumer recognition.motivation and hobby,the
paper put forward the strategy of green product,green pricing,green marketing
distribution and green promotion.

The contribution of this paper is the enterprise marketing strategy under the
low-carbon and exploration measures about green marketing.

At first,the thesis retrieves situation of Hisense marketing on air conditioner and
put forward the question. Then using the theory of consumer behavior,the paper find
the main factors influencing the air conditioner marketing,Through survey of
consumer,the paper analysis the data by statistical software to identify the market
orientation. Finally,the paper gave some strategy on the marketing for the Hisense.

The thesis discloses that there is much more room for green appliance in china
market. With the income increasing and some policy on green appliance issued,which
will expand the green air conditioner market..

Keywords: low-carbon economy; marketing strategy; green marketing






H %

H %

BB BTl ettt 1
A R B s 1
TF IRBIEEE N oot 3
Rk T b =] OO 3
B AT AR E oottt 4
BB RBRFGEEHEEREER . 5
= T (1 2. SO OO 5
=Bl -3 - - SOt o 9
B FEEHEIEILERE .o 12
BT REEESEREHEES e 14
B BETHAEHEITI o, 16
F—T FIEITUR B .o 16
B B TR DT e 18
BT BEEHIRSEIEE ..o 20
FNE FETHEHBENRMER ..o, 22
BT FREIEBHRER s 22
S G 3D o 1 23
B EAHIAEBEEIE RS oo 26
FRE KREFTEZREETHBAEIN .o 29
e I Ly = 29
A P R e 31
BT TR D ETIETENL. oo 39
BRE REER T BESAEHRIEII .o 41
BT FEERIEBE oo 41



(IRBRZEDE N A5 2 T 8 A ST 7T

=Sk =S = ) SO 47
BT (REHIREE ... 50
FEE RREFR T BEEHEHERIESER ..o, 53
-l I TRV 3 T ey A 53
A BIBREFTREEE s 53
B BITBAETEBA oo 55
At ey RV 3= sy 56
SR MR BTN oo 57
FINE BILERE .ot 58
=R OO OO 58
B dS BB s 59
R I Va2 1 O OO 59

B ettt 60
B ITHR oottt ettt ettt ettt 63



Table of Contents

Table of Contents

Chapter 1 Preface ............................................................... 1
Section 1 Backgrounds=====sss=sssssssrassnmnusrasssnnsssnssssnsssnnasnnassnn 1
Section 2 Significances====+===s=s=ssssramssrrnmsssrnanssranssmnmnssnrnsnnanans 3
Section 3 Method and Contents===s==sssssssssasssassanssssssnsssnnsnsnsnns 3
Section 4 1NNOVative POINts ==+ ssssssssssassassassassnsnassntsinnnssnisnnas 4

Chapter 2 Defions of Low-Carbon Economy=s=====s=s=sssesaserarasarasas 5
Section 1 Low-Carbon ECONOmy=ss==s=sssssssssssssrennsninscsssnsnssnsnnsan 5
Section 2 Theory of green marketinge=+===+===srasstsssssassssnsssnnassrassnns 9
Section 3 Basic theories of green marketinger=====++=ssssssssassssssssnaaans 12
Section 4 Difference between Tradtional andG green Marketing========" 14

Chapter 3 Marketing of Hisensessss==sssssrassssssmsasssmsnmmssssnnananns 16
Section 1 Development of CONditioner===+====ssssssssrnsssrsnssssnnsssnnnans 16
Section 2 COMPELitors analysisess+===++sssssmssrassnmsssrassnnassnsssnnanns 18

Sectlonss”:uatlon and problern---------------------------------------------20
Chapter A4 Consuming faCtor Srss=sssssssssssssnnsnnsnnnnnnnnnnnnnnnnnansnn 22

Section 1 Conception of Green consumption === === === === === szs sz usnsnn sz 9

Section 2 Decision of Green CoNSUMPLion======sssssssssssrsssansannssssssnas 23
Section 3 The Factors on Consumption Schemes======s=====ssazaazanaznnas 26
Chapter 5 market investigation anaIySiS ................................. 29
Section 1 SUrvey Schemess=ssssssssssssssssmmsmmsmmsmmmmmsmmassansannssnses 29
Section 2 INVestigation results=sssssssssssssssssssssssmnsnssssnnnasnssssas 31
Section 3 Market Division and Oriention====s=ssssssssssasasasnssarasannns 39
Chapter 6 Marketing Strategy Based on L ow-carbon Economy=+++=-41

%Ctlon 1 Product Strat@y NN NN EEE NN NN NN NN EEE EEN ENE EEEEEE EEE EEE EEE ---41



(IRBRZEDE N A5 2 T 8 A ST 7T

Section 2 Pricing Strategy =++=++====sssssssssssassmmannnsnnsininnannannann g3
Section 3 Channel Strategy ==========sssssssssssassassassasnarnsnnsnnsnnsnagy
Section 4 Promotion Strategy++===+=+==sssssssssrassrnnssssnnssssnnsssnnnnas 50

Chapter 7 Implementation of Marketing Strategy===========s==s=s=x=s 53
Section 1 Making Green Enterprise Culturg============sssssseeseenuaasas 53

%Ctlon ZGreen Product Brand IllIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII53

Section 3 Green Corps Teame++===ssssssssranmsssssssnnnansssisiersnnsannnns 55
Section 4 Green Serviges=ss=s=sssssssssasasnnsnnsssnnsnsgfaqn fMFsmrnnnnne 56
Section 5 Green Managements++===sss=ssssssassssssssinssanssansssnnnnsansnns 57

Chapter 8 Conclusion and ProSpects=====ssssssssserrsaramranmsssssssansns 58
Section 1 Conclusion======sssssssesssaspedeaforge Bueiasainsnrssarnsasanans 58
SECHiON 2 PrOSpECtt**==sssssssssssissasasssmiansusssmsassssnsnnssssnnnnnansns 59
Section 3 ShOrtCominges=+r+=sssssssssansssssnansussssnnsnusssnnanasssnnnans 59

Refer e = r===ssmsnennmyens N F e e smnnenmsnsnssnnnsnsansnsannnsnsnnsnnnss 60

Appendlx ........................................................................ 63



HoE Al

U

BT EHE:

o

~

AR, B 4Bk A SR A AL BT A AT Bk, (RBRZ 5T B K A 2
B H 2 RE S ER. RBRE T LMRRERE, KI5 R ARt st lr: 2
RERVH 2 A Bt R e 5 SR S AR T AU — IR AR &y 2 ALk SR 7]
PR SCUPRAS ) — IROKIA HE o ST ILIOR, JE 25— B O R LT AL AU &
WG, PR L BT A PR G R LB IR A B Y FE AN ()™ 5 Ao i
PR BT RASA TR A R DOV E 2 5 R IS ik, KB RIRE
T IR R A 2 PN 2 5 T Rp 82 JRE I 0 H 22 B

RIEARBRZ ST, RPN B ARANE B e, Mg tto 2 MBS i 4R
TR ARBRA T SL U BRI S AR L s RERT & . 18R Ex (L GDPHI IR, 1%
B 5 HIAZ O W R CE T LS b, B B 5] 3 S BT, e 4Re
PEEA ] AR BEIRBSOR AR = TR IRHEEOR , @SR I BEIR R GUA L 454,
EAREAEIRERI . FUEEEmRAL . 20 B AR AL AT 9 ARBRAL DY A 2R

1. WA Rk AL

AP RMRRR AL AL TR 5 BEREAE P BB AL b A P B AL - P BB 2R 7
re AR, O T ARBEH BRI i 220, 22487 JKF AL, 9
JRBEREA P FARBR A AR EEAE P o BRI A P S AR VR A A 0 G L 3kt
B HEY R EA P MBI 2 EERREE M, $Rm I EEK
B PR PEA A, ) AR B BRI, RBEALT. Sl
Fi HH U A5 R R R W R (K045 L R R I FE ) PR A SR I 401 4
JRBEREA P ARBR A SE R A 2, A, SRR s A I R R N AE

2. HahUE KA

TG st DI 2 S 5 T i A 7 R BRI ALY S T o SR IE U TGV TR A
TH 9 o Al A ARBR A IS B A AR = SR AR ™ (7 BE 8 ) U, SEIBRUR
PUACHCE . 1X— 7 T EESe B Bt (AL, R BRI, B REM IR



IRBREAEGE T A5 2% W8 B SRS AT 5L

PSR ASER R, KBl 2 AN N PUIE LRS- PR s 5 — i SERL R Bt
MRBR AL, K EIARE MRS, FARBUFIARE, RBUF AR O it B IR
MBI Ss Lok, st A A R A UM B P, SCElE P~ S E
R

3. Mkt

R ATHAR BN AL, HR NSRRI B . BRETFFHEMEAZAL
NI, IMRESHE S R, (BT 9% & A0 5% R 5 H 504 i AN Ao
TH S R AL 2 AT 2R I RE R T OB 2 3R B SR B, IR
BRI 9% 0V P, AEVH B B G R L N E RS AR B ST P, FR M
TIEAMIE B o ARBRAL 0 PAAT R T L4 BRI, it How] L5t B 28
F R FEIRIHER, 21

R RARRR G Oy DL L S5 AR BENUH 2 4G F TR L 7 e A7
5 BN R o SIS A kA, DLBGK . IEEMA RN 5] S 0 R, A
BB REIRBOR BB AMRER ™ dh AL 77 k%L, AE— WIS A7 18k
SrBe. A RIS e AR AR BB b A . FEBEE RN, lkfEy
SRR AT R R L1 E , IR N IZFP 5 R s, 557138 N e iR 4
GERTTORIBUR . VR, U BT R AR

BB TP IR, 2RSS i dh CE R RAETE A 2] 7 KEE K, %
RGP AR N VEEACF R E R, VAR VA B R Re . R H 2
RZMSR, RETHES A, ROFKHR SO R R a5,
B R e BRI, R AP LB S RIS ATV 9 S 50K 8 1)
BRI R, IX TS 2K A Al R E A A B ok B 2 AR TR Z AR AL, D9 T AR
BRZ2 G R Sy, I FUMRBREE G B R S Al B AR S, o0 38 [ S AT b
A B BRI FE .

AL Z AT AL by o ASCRURHAS S AW SN R, 25 G Rk 5F
B, 0 JLE A SRR IR BRI T, AMEXREHE M B A BRI S, 2R
FREFEITW R RN EES %,



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

