
東吳大學九十八學年度碩士在職專班研究生招生考試試題 
第 1 頁，共 2 頁 

系 

級 
國際經營與貿易學系碩士在職專班 

考試 

時間 
 120 分鐘 

科 

目 
經濟分析與企業個案分析 

本科 

總分 
 100   分 

經濟分析部分： 

1. 在「經濟學原理」 或「國際貿易理論」的教科書中，經濟學家都提到從「封閉的經濟體

(closed economy)」轉為「開放經濟體 (open economy)」」，貿易雙方均會因經濟開放而提

升福利。（1）請根據經濟理論說明開放貿易所帶來的好處（至少列舉三項）。（2）然而，

每次世界貿易組織 (World Trade Organization, WTO) 舉行會員國貿易談判時，都有許多人

士強烈反對全球化貿易，甚至在抗議中與警方爆發流血衝突，為何經濟學家認為貿易雙方

均會因貿易而提升福利，這些人士還要抗議呢？請就經濟理論說明他們反對貿易的理由

（至少列舉三項）。                                                      (25%) 
 
2. 政府為刺激經濟景氣於今年 (2009) 1 月 18 日史無前例每人發放 3600 元消費券，希望透

過「消費乘數」效果，進而帶動經濟成長。（1）請說明何謂「消費乘數」。（2）為何增加

消費，對經濟成長有正面的效果？                                         (25%) 

企業個案分析部分： 

As Kotabe & Helsen(2008) wrote in the short case of Proctor & Gamble1: 

U.S consumer products giant Proctor & Gamble (P&G) first set up shop in China in 1998 
through a joint venture with a local partner, Hutchison Whampoa. Eventually, P&G bought out the 
remaining stake in the venture. P&G’s brands such as Tide detergent, Crest toothpaste, and Oil of 
Olay skin care products make their place in homes in more than 75 different countries worldwide 
and P&G’s modus operandi included marketing its products as quality goods at profitable prices. 
When the company started selling its products in China, it soon discovered that its tried and tested 
global marketing strategy would not work the same way it had in other markets for a variety of 
reasons. 

A developing market like China is characterized by huge disparity in income levels between the 
wealthy and the not so wealthy. Another glaring feature is the diversity in consumer needs base on 
whether it is a rural, urban or semi-urban area. These differences are further enhanced by the 
variety of outlets for sale of consumer goods ranging from large-scale foreign stores such as French 
retailer Carrefour to local Chinese retailers and independent small stores. Therefore, for a company 
to succeed in China means offering a wide variety of products at reasonable prices – and succeed 
P&G did! 

After entering the Chinese market, P&G soon figured out that selling its premium priced 
products would not help it achieve a significant market share let alone grant it the status of market 
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leader as many of its brands had enjoyed in detailed marketing strategy specifically for the Chinese 
market. An important feature of strategic implementation was the tree-tiered market system by 
which P&G divided the Chinese into three price tiers: the top tier is 15 percent of the volume in 
units, the middle tier is 30 percent, and the bottom tier is 55 percent. The split in value, or revenue, 
is a little bit different: it is 30 percent in premium, 40 percent in the mid-priced segment, and only 30 
percent in the low-end segment. This segmentation, by the way, is not mechanical; it is consumer 
driven.” The main objective behind the company’s marketing efforts in China was to promote its 
global products sold in China as Chinese brands so that consumers could identify with these 
products. This strategy proved to be important given that P&G’s competitors in the market include 
not only other foreign firms but also indigenous Chinese ones. 

So how did the company manage to successfully implement this strategy? In Philippe’s words, 
“You cannot just take a global technology and make it cheaper by simply removing or replacing 
certain ingredients. The cost gap is too big. So we are now using our research-and development 
capabilities to create different value offerings superior to those of the local competitors but at an 
equal or even lower manufacturing cost. These products are designed form the outset to meet 
certain cost, and therefore pricing, targets.” P&G realized that low-income consumers in China often 
purchase single use packets of shampoo, detergent, and so on, and it soon began offering some of 
its products in these sizes. The company is using local resources to achieve its goals. Research 
and development for the Chinese market is done in Beijing at the Beijing Technical Center. P&G 
also uses local ingredients desired by consumers. As for publicizing and promoting its products, 
P&G relies mainly on advertising on television because it is one of the best ways to reach a large 
number of buyers. In 2004, P&G targeted young consumers by advertising on MTV’s popular local 
shows. 

For now, the company seems to have settled comfortably in China. Its skin care brand Oil of 
Olay was China’s biggest selling brand in the year 2004 with a 104 percent increase on the year 
2003. Some of P&G’s well-known bands such as Crest toothpaste sell more in China than they do 
in its home country. 
1Massaki Kotabe & Kristiaan Helsen (2008), Global Marketing Management, 4th ed., NJ: John Wiley & Sons, Inc., pp. 280-281. 

Please answer the following questions in Chinese. 

3.According to the above article, what are the benefits and limitations of P&G’s strategy for 
the Chinese market? (25%) 

4.What is meant by “global localization”? Please explain. (25%) 

 


