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An Analysis on the Domestic Market of Outdoor Jackets
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Abstract: The popular outdoor sports promotes the development of outdoor market,
ucts and consumer demand multiplies,
its excellent adaptability and function. Based on the definition of outdoor jackets,
al and aesthetic integration design concept of outdoor jackets,

Baidu index query tool to search some dates about outdoor jackets,

regional and key words,

terprise benefit for the purpose) and 4Cs
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attention for outdoor prod-

outdoor sports outdoor jackets is loved by the people like outdoor sports with

and analyses them. Based on the analysis of two kinds of marketing modes,

(consumer’s demand as the core),

mode of outdoor jackets which is suitable for our country.
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and its diversified marketing channels. Then,

Baidu Index Query Tool;

the paper introduces the function-

it uses

such as the market concentration, seasonal,

the 4Ps (en-

the paper puts forward the marketing

Marketing Strategy

PEBEE 2 PN BRI = A P Ak
AT © 28 I/ AR 3 5 A T
G RARAG P, 3% Bl 7 45 7 A1
JEAT LA ST S M 4 e H AR HE  fih
BRI FAMTT,
1 HEREEXIHTS
TE P AL EE 5 A 3k i CSE H
,BESE Tl BEFR M “Outdoor
Jacket”, “B 7" WFR N “Softshell

Jacket” , AN i 7 [6 N B 76 2 BEFR 2
TR A Y A R

PrAP il B SR DT A1 o 25 B85

59



ﬂ 224 0555 10m

BIARBAR

NN e R G LD ST &3
(3 MR EF IR, BEE P Ahis Bl
(R K, LA K P A o 1) 35 3k 1L
R A L HC I S 1 3 17 P R ) g
M o 4 e SR Y — R R

A Y ) R AR a2 B
K B B, B KV RE 5
fiif K HE A, At 7K e 6 000 mm
K, RUITE 6 m KK N A ZE
7K 5 B KUPE RE J2 4 24 18 XUCOR AN
SWHE B R | B 1 XS RO i
MR AR BRI LA N A BN
5000 g/(m?-d) i, KB 1 m? BT
BH—XK (24 h) L& 5000 g 1
KA,
2 IMEEMETIEEMREIET

BE & 7 Ah IR 8 WA I
WA RAE A AR T T
I 7 LR AR AR —
WU H i 22 5 0 ) R M 4 AR A5 T
S BCR Ty e MR R SE R BT
I ALK B B TR B E
PLHEAT AT A WA I BT I
DN AN DN X AN g
AR AR Bl 3M RObhR
AR 3M SO e RN 2¢O F ROl
MARHE W A i BT, R R )
VR HT 7 1] 2 5 U0 B R
ETRAENT BRI AR B
FEERIMARAT ) L B 1 (4 18 £
BT RN R PR B KR E
MR TR Bz 3h 1 T R T S 2
G B R 6 5 TR 5 1 B
g ; sh A N & T-HL H 48 Atk
B A HALE AL, T A
2y i P i b feE ) H AL
3 WiHEK
3.1 RN

Pl BE A P AT AE N Y )
R R T BT 5 0 Ak T
TER BB, H T 37 0 S AR B
AN, BRI A T GE
] A o A R ) 28 /N R E A

. 60 -

AT | i BT IR
ABEEMAN T LI 5, K
EE NI R 774 U RU S v NN A i 1
A E AN bR T B2 B
TR —E T4 A R AN AR
HUEN PR AR ER [N A
AT 53 A KL T3 37 1
{1 i A i 8 A T R R 1 4
BrBo, R R B A Rt A
3.2 ZoufbEHRIE

Bt 3 1 0 F kT S 0 R A
J AR Z AR AL T IR 251K 2
IR E BUEIE . FAT, A i R
UL A B R TR E A RE
JE G AL R EEA T %
b TR RG4S T LY
BRAFG T, B A A R AT
i TR EE R, JTi M BRI, [
5 2% W 0 I s AT 5 A i
ZouEBIRE ARG T E N
PR A St IR Ak A E
BTTZ BB i RE S (L Lk R
B R RE, 772 IR R T

RSB O mER 20111201 E201503-17 28
© mren [=ae- O manss

"

RN

L, 2 o040 5 2 St e X
S it B A A
3.3 Bk M AT
BT A EARSCT A )
AR AT & W A4, T LA B
e KWL T A S RO R %
MR, A G2 A RS A
X i B AT 3 A S R ) BN BT 2R
B B b e | b M R R R
TEHEAT W7,
EEATE 2011 F—2015 41
[EENELES =E N (1 WP UL ¥
WRELKCTEELZE 8 A
FIRAER 3 0, Hd 1 A
R IR B e, Y AT LA o
BT HAT BT,
2013 4F—2015 4F th 8 A< 1 Hb
SRS A UL 2 N R LU Y o
B A 11 S P RRAE A PR S PR
R ZE DAL | VLR W
VL INZR T AROR b A
e 3 s 7 2011 F—2015
A3 — ) B P S o R I

<
RETE | AWK | MEWEK | MEEE | 28

s FE

H#p o)

e o
-
RS

B2 IR A M



e HRIA

2015 45 10 7 ﬂ 1224

HEBEH O 20111201 E201503-18 28
© =issy & pcias 0 ey

W ORER W FHER WSS B PSS B SAATe

<

BETR  REWK  RIAOR  REEE 28

58

3 MERTIEXER S

TR AN AL P AR
R A A S A SR i i A
AR H TR o e A i DA A
BEE I i T HAW 4 A OCHER], Z5 B
JIER X5 TP A R B B A
BT 37 B, A ATTRE T o A4 i
B DN R BE i L X P A 5 R
REPEVEAT A 3 R BAF VDA KL
4 EHEKE

B AR BT 1960 4F $i
1T “4Ps” B2 . Product ( J7 i ) |
Price (# 1% ) Place (438 ) .Promo-
tion (€49 ) , o1 T 3X 4 A4~ By 2 5L
TR HE P, FN L Strategy (5K
W), BT LT PR R <4Ps ™S 55 45 3 5
A2 T 1990 AR M TOE Y 4C BT
WL, 4C B Customer (FH 98 # ) (Cost
(B4 ) Convenience (7 f# 1) Al
Communication (743 )5 F 0 | 5
W, IR N “4Cs™, 4Ps 5 4Cs 2T
SR M AR AC R [ 4Ps M
T LA A £ by 7 5 SR s H R i
4Cs W2 DU 2% 45 1 5 5K A 0 1
B A DR 6T e AR
B B A OR B AR Al o A R
¥ D HEVE 4 45, 4Ps 15 4Cs VA&
B (BT 4) B [ P AT )

W 4 Fros T 93 28w
AR, BT LA i B BT R
WhTT R GRAE T B BE RO ) 4R 1
B ORI 2 R, Lol v B A
B RARAL AR AN R 75K A
K ] A AN [t J58 B 356 060 9 9% 3% 1k
WA A S R AR AR S A AT
SR e S, Uk [ AL 7 e

14 30 - fIE

4 4Ps 5 acs AER
B KA B FE AL ) 1) T fR v X
B A Y P R S Bl AUEE
P T RE XTI T 22 R 1R R 0 A
T A B KB S

fE 4Ps 5 4Cs AR rh A&
SCW PR S AR S A XN
W™ i B B N O 2
Je FUAT 38 3k 43 A R 67 A AR T
TS NBERRAE 802 T 2 & 10
SR A RRAR S F A 7 T 3 TR
F 7 il SR R SR Al AR T
B TR TN bR A
FEAH O T SR ph A,

B M A% 5 5 1 R Ak
T 4Ps 5 4Cs AR =2
JLAS s SR e SR A M AN
JEE Al 8 R R AT R R
PR A 1A — 1 s 5 s 1) 1) 2 AN AL
5K B 7= G R A TR 5 K )
R 2 R A B i IR
T U] R A A M T B A B 4y
B U T M 4 44 B A Y 7 3Ok
SEE R E B

4Ps 5 4Cs B A A ESIMNZ 2
R L S (S B A 7 NS N T p I 1
B B SR 1 R e — 2B O
S 94 T R A R T AR b e AR

AR B E D R Al mT R
-8 w5 B T &M E R
%4 T BORNEOH 2% 5 W 3Kk 52 8L
B H AR, R 9 A [A] R 2%
B T LU T 2 0 28 RV
I, LA T T 9 0 R oR DA
Ui b ABUAT R 55

FE LU 9% 25 o A% 0 1Y) 1 Al A
VNP ORI R A E X I SE
et A AR Al A A s
LGl 4Ps B H 4Cs B & TN
N B B SR AH R 4Ps T 4Cs AH
S5 MR SR AR A T Y E A
MERTTZRT K,
5 RERAI=RE

= AT g B S AT
XF AR R AAAIE LI T2
— Rk, B, AT AR R 1
MK i E SR T RN A
P Bt RN i Ab
I B DA A= 7 30 4 B Y A T R AT
B BG I TEHCE B A dE
FA IR Aol A g%, HR, AR
s | A = SRl R 1 e o=
MEAR MR & & KI8T ™
BT i B LA 98 9% 5 1 R A
PRANI AR oK R T R 1 T
I, EAEP I — LTI R,
EEME—LM G K, RA XA
FIE 8 PR b 422 fk FB R T 2

XF T 25 SUICREA T R 1, R ok
W JLAE v P b v B A 1 T 2 i
Yl e K E N KT
X5y oAt , ik R E
PN SARE I RUIEZ ¥ @ I WY
2 Ml ) SEE fif 450 3 A 00 R K e
1) B 4 B AT

S 3% STk

(13RI A s g Anl/NRTi [ ].
TEZ54L,2012(7) :84-85.
(20T IR JA IR T i B/ A T K Ak
SEA T4 2546 H9,2011(3) :34-35.

KwmBH 2015F£4A3H

- 61



