' L '_t;x ws‘*?- e
, s : < v . - : - W bl Vil G Sk s e . v

- - Pa— | B - by = - - e : Lo
e iy R

R f;izlxﬁ "q.%u%’
. The Arguments ely FOundaﬁ@n of A -

Shangha

p_al St die‘s, Uni\gersity & |
mll e

P T
;

ai Interna’u

RARSEAEENE o

=y L ) e
— 4 w - s
. . S Y
» v A AR, - 4
. oj e
- . v SN -
= - \th- e
- . ¢ o
"~ v .
RS
it - A
e - S LY
U R e T e )
Y s




(BF SEXWAFRH#H: BAOmhEEroRse) , BEE, 2018.4

RE (TEFHR) ATRRT. T EFRX FBREHFEEEX (20165F78 ) kR - tEEE

X crene ﬁn nmumx
5T (2006)  JEYVTCES (38 L PRSSHER
R EEEREA cponie 118 BHEIRAG S REFHA
FERWA (2016) T LS L - R ED (458 EAEIE R QEEREP A9
Wi#44¢ (2016) Qe - BE/EEREINE  RERASELSFRE DB R 2B
- 138 : HBHRE - 2. BERSAe
¥ (2016) ERLIES T N SRR AR SRR
-mzm FREHRE  RED ;ﬁ*&i“@“@“’"& - RIR 54 EE R
ggm"’"’*“ %18 BP s £x. 3iE. FREKE  GFRSERR

1) ME s RINRNRIER" , B2 “GmiERE" JHEN THEAFEXRIER

2) AEER ‘MR RWRE, FUHERESIERM T MECENERI
3) IARELD "ARKE" KH, RUPFNEBFRE, RUEZEAREEHE
4) AR WY, SEOREEIIEAFEEY.

5) X “RER" HEEFREHSE, BES EERUN HR THHBERNENED
MBRR, SEHIBTLAE, 3RS, BUERKERBATNRERMRY |



(mEEMAERBESAPEMNMERITAMRY , [ SHR, 2019.8
User-Driven Engagement & Communication by Mingyi Gu, Hairong Li, 2018, Valencia, ICORIAER &SZMHRES
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- Filtered Ads are “information” to be tested by real Service/Products| & 211 R IHERL RS B EITAN X2 2 RS/~ mAvHa I ;

- Sponsored Ads are real-timely challenged by Social contents from peers or usersf@f&[ SZSZ S X AP R A BRI
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Frances Gerety (1947) wrote A Diamond Is Forever for an advertising campaign for De Beers and wrote all of the company's ads for 25 years
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ZHEHHEE— —S|SUEEE (%) #iAccountability 3, Leading consumer(social) trend
Bill Bernbach, Doyle Dane Bernbach, 1959

a world-changing example from
| t

Salling Cars in Print

Thind amoll,

a “lemon" is a bad thing, right? as amerncans bought larger and argar autos after wwil, german auto
maker vokswacenr had a protlem: their beella was small. rather than trying to fight with the bij toys, ddb
created a senes of clavar, ccmpelling print ads that changed car sales foravar,

advertisng age named the series of ads the best campaign of the 20™ century. no lemons here

Lemon.
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ZHEINEE— —ZEiEmhE Nt (§818) Accountability 4, Built up brand culture (legend)
David Falk, 1998

One o r[ \'l'[ eX4Imit )\ 2 \(

combining markétmg and advertising

sponsorship

nke + my

Nike was a strugqgling shoe company.

Michael Jordan was a rockic who got the biggest shoe deal in the history
of sports.

Nike was essentially betting that they could get their brand to be associated with
a growing NJ carger. 1 hay had no idea that Jordan would accomplish what he
dd, starting with a free-lkraw line durk thal made every basketoall-dribbling k¢
in the world willing o pay bg bucks for ar jordans

Nike: has become lhe most successiul shoe comesany ever, by most stancands

CONCEPT: Marketirg + Branding CLIENT: Nike



Accountability of Advertising

Reviewing the effects of advertising (Rodgers and Thorson, 2012; 2019)
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Future of Advertising

N EZHERENEZ S5 F5H

reprape SRS RSN, WRMRZHANME HORPRERESBN. (Schulz,
2016) EFSAGRP“G—EM EEBEMIIRIGRPTLES—.

RN MEE L REE, STHRERRSFHFRNE, FEENREBRER (SERE)
ELIANERI %A, TIeEMNBRAEEMEE@E, (Duff, 2016) "&XE/EHAEMN5E
MmAEiRAR (Ehrenberg, 1974) , | SRaXEA AT NmELEE (Broadbent, 2008)

RARSE

mhE St
mhE R, ESEERFARINEN, MAUNEHA SMEERTEE (Keller,
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2015)
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Reviewing the effects of advertising

30FE] FFMAR (Kim, 2015)
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2) HOER /R RIEE!
3) Attitude to ad (Aad)
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Diffusion of Innovation(Rogers, 1976)
TAM Technology Acceptance Model (Davis, 1989)

TAM2 (Vankatesh and Davis, 2000)

TAM3 (Vankatesh and Bala, 2008)

TPB Theory of Planned Behavior (Ajzen, 1991)
Lazy User Model (Collan & Tetard, 2007)



Streamlining the Decision Journey

START
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BANE, IBEIAR VS IRMR

CLASSIC Consider * T
JOURNEY " T
\ Evaluate
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/ START \
- NEW /
\| THE LOYALTY LOOP JOURNEY /
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Advocate . ot m — -
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CLASSIC JOURNEY

In the classic journey, consumers engage in an extended
censideration and evaluation phase before either entering
into the loyalty loop or proceeding into a new round

of consideration and evaluation that may lead to the
subsequent purchase of a different brand.

SOURCE DAVID C. EDELMAN AND MARC SINGER
FROM "COMPETING ON CUSTOMER JOURNEYS,” NOVEMEER 2015

NEW JOURNEY

The new journey compresses the
consider step and shortens or entirely
eliminates the evaluate step, delivering
customers directly into the loyalty loop
and locking them within it.
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Forwarding Consumer Behavior Model

Traditional Funnet McGuire(1969) streamlining the Decision Journey (Edelman and Singer, 2015)
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Awa'eness Famillarity Conslideration Purchase Loyahy oy
Consumer Decision Journey (Court et al, 2009) the Advertising Model (Malthouse , 201 6)

Understand, segment
and value customers

Measure and Set customer
evaluate } objectives and
outcomes spending
AN purchasing ¢ product o srvice,
tho soncumer butis apectatoes Create and moniter

perercs 10 infor
mm R interaction with customers
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I RENENSER=MRER GFR%, NESMES, YUEHKICHRME, 2005)
Don. Schultz, H. Schultz, "Measuring Brand Value”, in Kellogg on Branding, ed. A.Tybout and T. Calkins (Hoboken, NJ: John Wiley, 2005)
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Brand Measurement
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Forecast Modeling
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Brand Scored Card

Agency disciplines
(the Madison Way)
ZEHGE

Marketer Orientations
(BCG matrix)
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Capital Market
(Valuation Premium)
Rate or De-rate
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I Two Approaches to Personal Relevance(David J Carr 2016; Byron Sharp, 2012)
mhExEL: BIEREBII—RES/MESEAEX

Identity ----- oo

of an Individual or group

73351 2ldentity, NA/BEAIISHIAE

Context -------

B I

to accomplish the jab at hand

without loss of flow

FiE22Context,

IHREFETARENES

» Personal

Relevance

The right resource, in the right amount, at the right
time, In the right place. Meaningfulness has a vary
strang relationship with personal relevance.

Trustworthy

Recommendable

Providing consumer with the feeling
that they are doing the best
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ACTSAS A

Time-consume DAU

on channels or engagements
51458)

B E)HFE (FEZRE

Intention

to fulfill one’s purpose on
growth or sustainable living

BE (ZTHBKANEEHR)

? Keyword
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Martech 5000 Knowledge Map
Scott Brinker, edited by Mingyi Gu (2019)
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