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* BRBEARFRRARBE - QR AT GE R E ST R b R R Ok AR
W, B2 5K RHE BN IIH AR rb AR EHE Sl ah R 2 AL SR e, R
FABSKs S 1 2l e it AT HE Sl A e/ (R R it - L 2 TRV R M, SRR EBUSIKE AR
VAR — D IRAGETE — A ARHEL T it 5 [R] 2 7 vt O 2R AL UL AR B 565 — 1 T i
IR o 4 (HESIR ) 19 S 20 AL A4S BT I A e B ORI (L, iR e B 5 —
AT R R o AL S LR AR
M 2) = FRMHE (D) x RAUE
FMME ) = FMH (D) + IEE
RIZT ittt (2) = FZrE @I (1) x REUE
FIZEEd T (2) = FZma it (D + s

i BRI LA R 20T 2 B T i oG AR
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% 5 8 mANSHNNBEEE

XTI B4 5 s fiAds SR 7 S PP AR, T DITERR L B A A 22
Eim R ERBMPEY, ZEAGE R T U] Ry B 5 502 U 46 A R
[UE G 0EY il 8

R R7R T8 AN B At A B E SO iy B RBRL K E TR IRZ MY 22 EH. 0
AR (TSRS TESS) MARER. TTRMEHUENE =8 #t & it
e R A R L DL BT TR AL B B R E W AR,

X U A T L T, R ) B 5 SR AR T SR A R R OR R Y R
FTFAT Tree S0 51) L A4 4 4% 38 58 10 A 19 A5 o B e U T . R E R M NIPR &
MR EAR, A REST TR MM FI H R 8 S A,

VA48 51 512 18 THURR S 75 T8 s B MDA ) TG A A, A TR T A s 17 4> AL
I AR HU A 2 A I F) (A%

P FE o ) ) i (2 B R FRR LY, L@ RSBTSRBTS B
BRI, LLEAFR A SN, AN BN AR B T I, 2L A A 1 E RS
gy, 2L R (0 2 A 2 (] A ZE (R A AR O A% R F [R] 40 2 T ) A% 22 0

FIE e 2 s U E P IR E. RGPS E R LR E 2 B i 2, HRAE
FEEDE R FINE R NI A 2 B,

A b3

A0 0 [ T A A RAR S BN SR H SR A S IR 2 U &5 A v g 1 0 L
VR, A 2 BB B R M. BN — DS, B LR 2 51t
5.

TR A B T RES ke, BN, B R R AR AR A T OB, OF H AR R
JEOTHE 5 10 KI0. AR UG FP R e AR e /INAE B B SRR A AU (-10%,
+0%) , B AR SE4 N (12 3&5T, 13 &), XM HUGEAR i dh i
[ 10 €0, EGE—ERR R 10 €50, HIHHELN%, PRMEEZS
AR, AEAR KRR BE 1 I p T S i A AR AL BR A 22 1] ) L O

AR Z R G A R RN T ] (AR HI - FESRAMAT) AR
UCER A PRI TR A AU L 2 T O AN, R 2 R X S I AT AL B, (AN R
XEERUIN,  [RIRE A 2 B e RGN aRAL 3R A9 BN, Ok e 7 A B UK S 7= e 41 3R 1Y
JHS, S HLAPARTE.

Fi5h, BB, S R ER — ST (g A, A 0 g A
W - /NSRRI ) L ST RUR AR AR e e B, DU [R] A fak s — SR —
JUAL (o= R s RN L (B, SBANEARSCH — e Bl5h, A& s
BEEHN, 755 IBM Omni-Channel Merchandising % 'St N RIKR, DUBHIZ RS
WH,
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BeiAlC 4L IBM Omni-Channel Merchandising %417 i ) ARTEF1 2 X,
AR LR 32 5]

« FZHEGIFENEEEARESREERESE NG LA SN T EH B
o T2 [l R AR A R A e AR TE SO FEARTE,

B HAATEFE X, 5205 [IBM Terminology Web 3 | (7E81 & 14T IF

°

).

r (B) |18 r (Cy 1 |[E 19T (D) s |[EE20 0 r (F) 1]

5 21 B

W1 (G o |[E22mmr (H) J|EE22vE s () g |[EE24 i 7 (KD 1]

04 T

B (L) s |25 Ay e (M) s |[EB26 0 r (P) o |[EE27 5l 1 Q) 1[5 27

FAY r CRY 3|27 sifg ¢ (S) s |[EE28 wify ¢ (T) s |5 20 i) r (W)

1|15 29

TR T (X)) J|[EE3 A (Y)Y s |[[EE32 Ay (Z) s |[EE32 i rA]

5 33 3t

frC|[E33 TR rD|[EE33 R rE |[E33 5y K |[EE 33w rL

55 33 I

ity P[5 33 Ay R[5 33 Y S |[5 33 By T || 33 Y rU

5 34 71

ity rv|

(B])
HZE (whitelist)

CAttifE Web ¥l mig%, BH ISR & 6 0 BB PRH Z X L0l i, R i ix st

i RAETL TR O T sy,
#Hh (offer)

(=Pl Z MO MmERE ) et DL -4 (BN, ARy

Rl ol & ] 2 BB R ), 62000 i X B Z5 R A e A HTZ A
D8 4E (Bayesian shrinkage)

U1 i [ RS S PO Ny - = D NS FT Y S WA SRR SO R L e o L oy D i

TSN AZ AR A
DIRtHTH#ES (Bayesian inference)
Gt R, TR AR R T {5 .

WEHFEHN (hurdle rate rule)
T R ot 5 9 B AT A i 3 7 T Tl 0 ) 249K

WHEIWEFE (hurdle rate)
T T ot 9T Y B AT £

i1ERUYEE (contribution margin)
WA EAZ G, PR B A R A Y 25 0 S A,
M E5ZE (replenishment frequency)

SEIS TR B, ST TIE 503 D AT R,

© Copyright IBM Corporation 2014 © IBM Corporation 2005, 2016

17



http://www.ibm.com/software/globalization/terminology/

(C]
W& ## (financial modeling)
W PE TG sh I A B (activity based costing)|
K%M (buying allowance)
TR AT IS a B, ol 28 T W S Y 7 il DA B A
SZI 7 (reference cost)
FHT 60 2 A1 i S ok A v fll e 5 1) AR

& (measurement point)

MR — A0, TS Y R ShAfT .
KHE& (strategy)
S SEBH R E AR i iR ARAT SR (I SRR g A, TRIE B
YNGR S Eliha 't D
Zi (price gap)
PN FH G T i Z TR FR s 22,
] AR (manufacturer contribution margin)
J B8 2558 5 .
B AZ{t, (manufacturer cost change)
T TS B T v U S A Ty T A AR B,
B SEMA (manufacturer post-trade cost)
TE— A B B 138 5 A v AT IR 200 0 22 i A T T T ot AR
I BZSEIHA (manufacturer pre-trade cost)
T8 — A FE Y B 1Y 52 5 TR kAT R SO0 ok 2 T IASCR T Fe OAR
I X5 %% ROl (manufacturer trade fund ROI)
PR A T 7 A= 1T B A O T 8 A2 AR B DL 32 5 4.
] BHEEE (incremental manufacturer profit)
T R A AR B AT AT A T R A,
] BUENIEE (incremental manufacturer revenue)
T R A AR AT AT AN T R
M52 (cost class)
HA AN B OC BUAS 1 7 il B SR 5
BAZEE (cost type)
R PR, FE R AL 2R R BOsAS,  Fan, BECE B A
b, TS, SNERRIE .
BAZ% (cost family)
BAS G R T4,
BZ (cost)
o ) ST R L
R~t92& (size class set)
i FH A 35 R DG R it 2R 0l ) SRR T 2 2RI e 1 — A R 26,
R~t4r2 (size class)
W RST, AOBURN E  f E Y — AL R
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R~t44H (size group)

WHERIR 02 (size class)|
R-T#0 (size rule)

SRR, B R AT BORE 3G A 2 ARL R o G i B TR
R~t&7%| (size family)

ROP 674, Al R R RUEHERR [F] — RF 0 281y — Uk 5
EHIRS AL (vertical service provider)

BT HAAT AL 0 B AR 554 7
{RS4HLRIEIHTH0 (performance allowance)

FEMMRRE mHITR G A R = A T,
{ESHE M 4E (promoted product group, PPG)

AHTA] [ R ity v — A B A — 4 .
{R5HIEMIE B4R (performance detail group)

38 T[] — KR b AR — AT TS R A AR S B A
{BEYIEMIEE (performance detail)

RS, XA E R SR, Imi R SR H AR,
{2$4363F (promotion validation)

H sl ML 45 b S5 R B e,
{£$8 B H (performance period)

PATIREHMBT R B, @0, w s BRa s & i,
{&%4 (promotion)

5 T W ST A S P W T A SR S A R i ds. S R (see]

nario)|

(D]

FTEHE (multiple)
Mgk, DIRrE g2, #la, WA 1.00 £I6. BiES
2 3£ (multibuy)|

KEM& (stockpiling)
i Z A (pantry loading)]

B{IRZA (unit cost)
5 SKU JCHK Y BRI 7 BAS

B{T$HEIRFIE AL (unit volume lift percentage)
DRI AT 46 T 1 B 1) B 5 0 L

BA{HER (unit sales)
Rl E (sales volume)|

BE{Ii%E (incremental unit)
T RITEAL AT By H B A A

B—FE SN (single product rule)
X T AN T i ARG AR A ) 28R

% 6w ik 19



BITE{L (equivalent unit)
HEF or b B BUR bR R, B2 R Tk (equivalization)]
Bk (equivalization)
HRAE 1 i B 8 RT3 T iR 0 RN EOH BB, Keis dE T = AL Bl 2
R, B, —RET ARG 12 AT RER T AT, s ST A
(equivalent_unit)

BIMiBERBE N (equivalent price percentage change)

VIR B TTANAS S i R BT A% Z B 22 i i, DL B ROR,
BITMEESR (equivalent price difference)

) ff3 BT AR AR R 5 B TT M A T 22 S ) B

BITEEN (equivalent retail price)
T il ) BT SR A B DA AL T LA
BITEEERBSLL (equivalent volume percent change)
Wt E S RERTER 2N ES, DASHEAER.
BITHEZESR (equivalent volume difference)
WG R IT A S R BT i R i a0 22 5
B IiHE (equivalent volume)
XTI E & oA R, Flan, iR 2 fy 12 WRARSER T — A FOnH,
IFHHE TGO, AR InHR A .
1%1%{E (incremental value)
168 T A o
EMHM (price rule)
2 Bk 25 U] (business rule)]

$711ES4E (dynamic store group)
BT — A ETCITTIE B, AR S uE R TG B Shis I E 1% 4 A 8N
HR TS,

BB MmO (dynamic product group)
HA SRR ¢ BUAS B Tt IR, AR R S ot DR T 1 o B Sl I 1%
S5 BN PBR 1 .

%3 (multibuy)
VI B DLBCD T B R IT O A W SE 2 AN i TPR, 40, Pt 9
WAL =R, BiE ST A8 (multiple)|

(F)

Z1THR (release)
X i SOE D REFNILA 7 i I AR 7 20 i S (APAR) B1TH940 4. Tl
5 — D RRAS E AT R RATIR 1 Bk gl 0.

el (scope)
T H Y58 B L
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772 (scenario)
TR A TS, Brks FIscAs Sl i — 20 29 ORI, 0] 3k SE55cdis iR 47 110
Ak, DAZERDE, W AR W S BR E 0k 5 B bR, 552 E4E_(promo]
ion)}

E{R4EE R B #TFA (non-performance allowance)
W R BRI SR TCR BN &, B, s, #OTRFEMNY
Prdn. PpAsi A B p A AR A A

(G]

Iheesh4 (feature)

I ARAE,  BE R — R SR A AT LTI,
R BB A ZE (vendor cost change)

W2 R4 (manufacturer cost change)|

HEEEREXE (vendor days credit)
TEAT BN B2 1, A% P RER I KA.
HERIFFHTE0 (allowance)
IR EEm RN, CRAME, weirn. sHiiringr,
K& (vendor)
] HoAth A B 802 W B DR BRI 55 1 N A B0 ]
T&% (labor rate)
A BRI 9 A A /NI B3 T AR,
TIERBRA (workflow status)
FHT BRER AR AR AN U IR 1) 28 3 2 8,
EEMZ (fixed cost)
AREEFRMFENEM, WHE, k& FE. Hrrsifl—LEm,
EEXZ 5% & (fixed trade fund)
J R R R S AR R S BT B
FEBEIIELR (key performance indicator, KPI)
FHT SRRl 55 05 ) 5 0 5C B ) PR 3R ) — e i
EIE%H AW (overhead allocation)
ST Ji 7 4 T i ) 2R P A
&4 (ad allowance)
R RIBE — R ) R SO B AL %R R AR AR SE
TR o R T A
T EEAN (display media)
W25 2 2 0T R 2 T i DL S 1 4% 1k,
I~ [X1E (ad zone)
RO SR TS 4.
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(H]

J5i%k5%] (end cap)
TEIEIH 5 v R A1,
B4 \E S (complementary product)
T B TS 59 — AR oA G T SR R ., 0, T SR ) T 2 3 3 5 2
W S A A T £,
£ G -kit%l (loyalty card program)
TH BB DL 2 A i vt 3, a8 R B VR 9 A A e T [l i 4 22 Sl v el
SRF (club card)
&R BRI (loyalty card program)]
imsh (event)
TEAF 8 8P 2 HE A 4 20 4.
i%l:l:_% (comp shop)
W& =% (comparative shopping)|

#Lk =5 (comparative shopping, comp shop)
A% S5 4 X T 14 T o AR 95 M AR AT A
%2 E (planogram)
[T i A R BRI R IR, SRR T O i S R, fe KRR i i
TR ol A B A R
#4570 (case cube)
FERAT AL R o AR
%8 (case pack)

AT BUIN (7 it B 5

(J]

22

IBM Product Analyzer:

EAZH (base support)
A TR R A B
HEil4& (base price)
IR EE M.
£ (basis point)
TS W0 S5 s e MR, — NS0 0.01%, #ilan, FERE 2.25%
5 2.50% ZIEMZEBH 25 HEAA,
EFEIAAIZE (activity based costing, ABC)
MT RSN, FRAAART G0 A5 Sk i ik,
ZT14 (seasonality)
H — 4 rh A IS ) B 2 1 T B B AT A A,
itE &= (calculation context)
— MR E R E, T PR w T B0, DA AR ARG B R Y SR AR
.
fMEATEEMN (franchise pricing)
Yife#E, S Price Management #I Price Optimization F F 7% B8R0 #%.

DRk Tt



Ri&iEa) (what if statement)

AR OGS B, T E 0 AT B R A R T AN [
MIBHE (price lock)

(7] 2% i i AR DR A AN AR B A T e
MrigiElE (price elasticity)

2T R kg e (price elasticity of demand)]

MIEREIZRIIE (price zone)
TER il UG 2 BA R A6 1) — 415
m&E % (price image)
TH 22 X0 85 A A% RO (B A 15
##% (modeling)
FHF AR Py 070 B 8 Kl A D S8 T TR A2 B R BN 2 1 R RAT i 07 1%
F&th (markdown)
SR i T oot B T PR AR ) A A%
XXt (cross elasticity)
BB R B a0 SE B OC I i, R A oG, B A IR R R %
F, WORFMAMR, IBAMTERERK R,
X5 FF4H (trade spend)
EZ R Y4 (trade fund)f
5 HAE (deal period)
TG A PSS R T f A B,
X5 %EE (deal term)
S E B A, BRI HEER 5 0.
X 5% & (trade fund)
J R AR AL R T — AR A e, Sl E RO e T SO R
R 7T R TG h, AT BRI AR e p
1RIEM (magic price)
T i e SR VB L
#FiE (net margin)
2 g R (net_profin)]
7 (net profit)
FEBFI R EA, a8 RA, Bk, FLEMITIH.
BB MmO (static product group)
HA AU I A B 1 ot BB, R i it T S 2 12 46 5 5N R 25
HH -
EHWFMEHMN (competitor price rule)
XoF T i BOHR 55 A A 2R, AR GRS R S X T I A T
=% 3F (competitor)
X AT AT LO OIS B E O R, 1% R A]RE DU T X R Al B A A% 42
AL .
=SB m (competitive product)

AR H B I HLRE RS A AL ol T 37 O R M7 F) T
%6 & ik 23




EHMHE (competitive price)

TR 55 58 4 X T %8 [] — i ot A A EU S LD 4B T i 4%

(K]

F$8 (overhead)
ENL S AR N5 AR B B R B 55 B A DG B LA, i —
SORRAET I CHE 4 5 T/ A, 8 03 TRLARSE ), AT RRK B e, Atk
. R R S A A B 2 (RRTT, T, e ) RIE A E
[EEE VY&

#[E4E (consideration set)
TEAGCRS b W S e ISF, 2% 38 25 T AR

A I A (variable cost)
HRERA R SR I2E A, FIuHFENYE, BERA TS fHEMESE.

A 5% & (variable trade fund)
A A 7 T T i 0 St R R A i

% Fin (client)
GAREAERE I S B P A AR

Z PR Mm%&S (client product key)
VR P — SKU Frik.

% R (customer)
XRG4 TR A P A ER S AN ER I N Rk 2, fERAI RS H, X[
REAZEM . BRI A i SO TR e & 207 .

EE7Z4RID (stock keeping unit, SKU)
BT S0 5 H R EH W FERERCEARR, n] T AT AR Y N LA
EALVESARRT. . R, AL B, KON AR

HEHE™R @ (package)
FEXT B — s S i B 1 — AR, 5 B0 SRS i 1 TS AR

(L]

SN EHTH0 (cumulative quantity discount, CQD)
RIBCR M SN, @itn, AFFET 1000 48, TERBEIIEHE 1.00 ET09r
i, SEX TR 1000 5, THEBHICEIER 2.00 FETHTHN,
#FIE1E (category management)
BET S, (R4, PRSI 52 52 68 Y AR,
#50it% (category plan)
F6 78 H HBYE B PN 38 SURY — AN 28 0 BT A (2 4.
#7418 (category manager)
DT AT A G 2 CRFEMA%, fR8Y, ACERBIE) AR,
%3l (category)

DERRGHM — A4, KPR R R,
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FiEEih (cannibalization)
TH B8 W) S — R b AR 9 — KA A SE, X T AR R A B R R e,
GIHEHT CORER WD, 8 1 WR IR 5 ek 04 5 i Al 11 AR IR 473 ) k.
FiE (profit)
W A AT AR FRAR [ S AN R 1 S A AN L B
B & (historical accrual fund)
PR P AT A B e, B R b4 )T W S A AR O S 1A
.
ZE51IE (chain)
HA B AFH TSR MR ES.
GETp&{) (temporary price reduction, TPR)
TH 2% B A B i I R
FEM (retail price)
TH 2 i S AT A

(M]

Z—i%t— (BOGO)
W23 — 1% — (buy-one-get-one free)|

¥ —ij%— (buy-one-get-one free, BOGO)

— PR R, R TR O W SR T
$#HTESZE (anchor class)

B I s B S B
$4EMHE (anchor price)

TSE & 0L,  FEIZEZ N1 E Ak i sh i
EFEHM (gross margin rule)

XA e 295, DLARRRTE R B AL .

EFiF (gross margin)
WS RIEAF] (gross profit)]

EF| (gross profit)
PN %
S H45 (everyday low pricing, EDLP)
A RS 8 JA EUE WY R LU IS i A TR I AR B R AR £ B 26
],
EHMNEITI (case allowance)
BAER RS Y EDE TR (3Eon) . Blan, TR A R B AR A,
DU PR =S A
[1JE4S (location key)
SIS EARRE SKU a5 M1 1545,
[1E&5H%i2R (historical store participation)
T Ah BAG PAT IR 4818 Zh By T 1 B i — ol B it
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[IIEXTIESSE (store-for-store sales)
1% 2 RllA )& L (same-store comparison)|

[ 1ES4E45 2 (location group class, LGC)
TS5 24,

[7I544H (location group, LG)
FEXHAE 8 AT AR RO T T8 120 J2 4.

154 4E (store group)
MR A — BT DLk Ol 95 BARIT G &6, ilan, K4 @ Kb i TSR R —
AT,

IIETRE (store traffic)
BN (] BT Y P o B

I JEE% (direct store delivery, DSD)
A, R EEN AR B EER.

HREIE (panel data)
BARES, T B HE P w725 (A R . e s xt Hl s AT b
Az RS2 DL BO6s FLTH 9 25 AT R BT AT B B A 1Y B

EEERE (breadcrumb trail)
— FIAE P A AR T, ) AR A — O R R B A TE AR R
SR AL

(P]

HEmE 4L (facing optimization)
P 1 oA AR ot R T G A
HEE (facing)
% PR ST AR B B R A gR S 4R AL o) o2 B R AT S Ta] Y R
i,
HEZ BN (warehouse allowance)
XN Riis A B FE R RTA R A, 10 F 5 R R AL A .
R8N (brand class rule)
Tt AT b R S0 IR, TR E 0 TR A G AR

mhE45 2% (brand class)
HA — A RARAE SR PR S S, B, w] UK — MR T K e B A i
fiAyerh, KT AR A R 2,
RAEHN (brand rule)
T 0T b R 2, TR E 5 AT 5 R
44218 (brand manager)
I 2% it RO S o) e s T SR F) N B, 0, ot R L R B R WA 6 B i
DA T e R 2 4 4 4505 8.
mIEZS (brand family)
e SiRE
mmh# (brand)
ST —HEER S, T, SAARE BLFA MDA IR, &IN5
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XEEE R, FFH Y E e F AR R AL, SRR R R T,
AU SRR, I D AR B LA AR5 L,

(Q]
HARRIFHTIE (term license)
g2 A UE (license)|
BETHEE (potential average quantity)
TR0 85 T ity 18 e /N R s R R ) - 2 1
Xt (block)
WG ZFRE % 1)E (store zone)|

¥ (trend)
— RINM R, T T g L Jr s n] F i i A ke 4 L

(R]

iLFBE 4Lk (percent funding)
Ao AT i B 2 i R o 1 VAT o1 = B o = 0 N o N = A o

itF) EBR (pass-through threshold)
TR P2 R KA HTA 2 L.

(S]

PEHLN R0 (scan allowance)
XM ] B S AR E R, )RR S T E R AT,
PR (scanner data)
it 2 bl B S 80E_(point-of-sale data)]
@B (product cost)
AT SR ER S, FEE M) RSO R SO B8,
BRTEEZE (product storage type)
15 A A o v )7
B @Yt (product pair)
AR MRS, KPR Z RS AR AR,
BRI (product share)
AR S5 — AT TS AR A B L,
BMmX% (product relationship)
P AT it 2 TR A PR 2R,
HmiEtE (product elasticity)
R SE T il ) 7 SR A A L
B mkF (product cube)
T mh i R 2SR, AL 5 9 RGEROR,
BmEXE (end-of-life date)
T i ) TR B R Bk R AR W R T Y H .
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B AEZE (product velocity)
E SCHII TR B i B B %, dn, — > P B A ol R
L2%5% (slotting fee)
[ra) | R AT IR ) S K T v v A8 3 2 85 R BT 2R Y B .
F—Ei 48 (last suggested price, LSP)
FUCENTEAE Canpidb, BUDEAT . AR SR SR T ) iR A
AtEISEE  (time horizon)
(RN B R E i RS E= 1 NI
A iElFiE{E5% (time cannibalization)
S (pantry loading)]

At 3 (time series)
€ JAINT ] SR — AR .
SERTRZ Y E 4 (live accrual fund)
gk P ST SE Bt i, o &S A AR DN W S A A EO o B A R
.
Hi% (market)
—HETEWW L F & P, BARREMTER, BEIFHARE D& 2 HFHK
ML,
I\ (revenue)
BEXE S B2 % 7 AR T oo B 55 P A 3 9 4
B (attribute)
Pk SEUR A SEAR AR AE SRR s fldn, B TRYH TS S A2
WE RN (two product rule)
Xof PRI TR it It 0 ) £ B

1 LR EtEZ —.

o

(T)

% (elasticity)
59 vy B AR AV oot O A R S ) i A S T v 5 1 TR 14 9 R e B
IRHIME (forward buy)
AR A D0 B A T A S ) 224 AN R Y ot
= (lift)
— Mgt B, RIEMSLARE T 5 A A 5 Y PR AR RS AR 2 (A Y
b,
HHKE M (substitute product)
T B W S 0 T A 0 — K i B T o, 1 e HOA AR BRI T, B
AR 2 BN .
A~ SR (universal product code, UPC)
VHENLAT DL ORI AR AR 5B 09, T8 W RRARICT 15 T R A,
F/ELLE: (same-store comparison)

G B R BB, AR TS B R,
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EZRI1/E45T4H (zone group)
B 25 T A B E M AR A — 2T T,
B TENHE (zone price)
F 2 € [T IE P — ARG e B i A A
EZ%7]& (store zone)
Mg SR — A5,
EIZRI1E (zone)
Xk B4Ry, R TG RIS 24N X AE &, (H R e e T H P Al 7%
IR DGR XS, R &~ g, w RIS s Tg b SCRs T HL,
EZ@Ems4 (line group)
[ % T v A ST i R
BFREmN1ESZE (line price class)
LT E ks B — A O T .
FELE MmNt 4 (line price group)
52 BllE 25 i i 43 25 (line price class)]
BHRE RN (line pricing)
AR it v o R 1] E A
ElZEm (line)
2N AR SEAE A AR DG 7 .
2RO ZE (return on investment, ROI)
265 7 A6 i S BR800 BB AS T 45
#44 (merchandising)
SRS T, XU, R, B
WA FIE B s
1 (pantry loading)
FH T b R A B B AT R A T A 7 R AT A

(W]
IR (logistical unit)
T 7R anAnT K 7 b & 5 B E 0 BIA,
YRt N ET3TFA (spoilage allowance)
B B R IR TR ME 4G B R AT .
(X]

Z# (coefficient)
FoRMNEAE (FI, FEEsh®) S E (F, Earissidrdn) 2
[H] & R ECT

FEH R A (case list cost)
J R R B DT AR
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H#E BT (consumer unit)
B EE BT, TS EZAME 1 UPC RAELE i, 7H Pk A Es —
k. Blan, w] DI I 2 50 Sk S R R B o 6 &R M AS[R] UPC,
HEENMMNAEE) (consumer response model)
52 bl P % TR B (consumer demand model)]
SHEREERIEE (consumer demand model)
AXRG, WG, MR 455 R W25 W ST 9% 5 50R.
HE®EELDIRE (consumer loyalty)
TH B80T HE R ot B 0 T Y R, e 2 B T AR I SRR R 7 v B
el TS
i ZEE (consumer)
AR M S it B8l 55 A A
$HEEM A (cost of goods sold, COGS)
TR 1 S R e AL
SHETHEDLE (volume percent change)
W E S R EHESC I E R mNESRE 2 ENER, DasEALE
R

$HEZE5% (volume difference)
W) 4 S E CE A i BT B BT Y T [ Y 2
$HEHMN (volume rule)
XoF &5 7 30 L PN o i ) R
$4EITEEAL (volume of measure)
SKU yixf RoF.
$HE1%E (incremental volume)
PR 1) ZEL 35 T ) T v T 7 A 14 4 o T ) 7 v 0 A R AR K
$HE (sales volume)
TETH 8 SR R B K 28 Z B O 1 e B R BSCEE.
$HE (volume)
AR E SKU H B 1 B 2L,
$HE ($8) IEFFESLL (case volume lift percentage)
PRI (2 4 T H B ) A AR 20 L.
{42 (%§) 12 (incremental case)
2 T o R A S AR AR AL
$HESHIE (point-of-sale data, POS data)
RS AR R R B BRI R, B RMITEE
HE B T o ) D A A
$4E2Im (sale impact)
R AR X T o SR SR )
$HE (sales)
2 B (revenue)]
A7 3E (form class)
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FERAIZ XM (cross elasticity of demand)
12 Rlse L E (cross elasticity)|
FERH (demand group)
HA o 22 UM R R At B A, o3 2P — ST i U R R S e A R ot Y
ERM1BEME (price elasticity of demand)
BT r s E, FamRREEZ R bL A, R R OR S R SR AR B RR DA
AR,
FEKHZ (demand curve)
TE I I B FEAN A% T8 A B R i 7 oK
FEkEtE (elasticity of demand)
TR EANAR AL MR 2 A2 A b, TR A2 B BR DA AR AR B,

PFANIE (license)
BAEALAEGEE (BFEEAR T RS EFEE) Bl

(Y]

W0 (business rule)
KTMARI LA, Fvr Ik s e, X T8 IR as RUI 2% F /&
BN s 2 RHEE,
—HE#AM| (at-large rule)
i TR T R,
ENFEFE (vignette tax)
R EBL B, AR B A B 3 — L 4.
NU#E £ (accrual fund)
M) 528 Z 18] 53 o A8 5 9 i) 4O .
N FARRSIE{EE (application service provider, ASP)
RSN TIRE AR Y B ks (filan, FEERS) MALR R,
AR NETRM (user-entered forecast, UEF)
—K TH, vr i E R .
E1L3EE (optimization scope)
FVFOCAC T AR 45 5 T, 40 TPR, AR R i 5.
{4t (optimization)
S IGE E W HERH H bn S He e A 2 A AR
i (forecast)
—IAIRE, T DL AR 2 R G Ul B Y D s 0He R T A7 48 R G0 Y R SR 1
fiE.
FEMEDZE (pre-price class)
I3 L[ — T O As Y — 2 .
2% (constraint)
&R % H (business rule)|
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FEEIRTE (allow backhaul)
AR FB, AR W i A B IR, A AT DUKE % ol Y R
ZRIE S R

ZZR4MY (freight allowance)
) 28 SO BT B, ) R TR B RN T s B R E TSR

Tl R A E
(Z]
HRFE4MYE (backhaul allowance)
o) R R ST A BT BOM, R AT S M RN BT SR shB FE /]
T B o B E
#£%iR7E (backhaul)
ZE AR BT I 2R (8] 3 L oty ASCISE R AT A B0 A0 B 1) 4 B RTIE BT
#{EF (value-added tax, VAT)
Xof R 2 B0 S RIARLAT TH SRS 52 2 T B A
BHEME % (drop ship method)
R A0, k) R AR B E R LT B BT BT T R BRAR A AL
Z
BT (off-invoice )
TS s AT A T N R TR AR HY B AL
ML (assortment optimization)
T EHRm TR, MTERERE, DUE R KA I ZRRE.
2 (assortment)
[EEES N A SRy T
FH#EX (master calendar)
T sh H AR R,
R (transfer price)
6 2 Bl 85 724 (franchise pricing)]
R A (cost of capital)
5 C I T A DR B <
#AFRiR (group ID)
ARG AR, TN — BRI L.
A

ABC itk 115 s A H (activity based costing)]

ACV B4tk (ACV percentage)
W TE S5 510 5% (historical store participation)]

ASP & IR %3 4L R (application service provider)|
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COGS i 5 A (cost of goods sold)|
CAD iEZF|EHEERITH (cumulative quantity discount)]

DSD ifZ il JJE &% (direct store delivery)

EDLP %[t H 451 (everyday low pricing)|

KPI  E& P 5505 (key performance indicator)]

T
\\»

LG L5l 15 4341 (location group)|
LGC iHZ |l JJE 441432 (location group class)|
LSP &L —# iU A% (last suggested price)]

POS ##& (POS data)
1 2 Rl S 8UE (point-of-sale data)]

PPG 545 R4l (promoted product group)|

ROI 12 R % EI 42 (return on investment)]

SKU H&MEFFRIE (stock keeping unit)]

TPR  i&Z [l %4 (temporary price reduction)|

UEF &0 P & AR T (user-entered forecast)]
UPC % [l JH 7= 54865 (universal product code)]
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VAT BRI (value-added tax)|
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