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2. LI XIS AlGHQl &~ H[AL
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2. XIS AT &~ H[AL

(2) 2L 28] A FEE: Opinion Leader

Traditional
Methods

There Are Multiple Methods Available for Identifying OLs

Traditional:

« Field Sales Identification
* Rx Activity

« Segmentation

Formal:

+ Academic position

* Professional society leader

* Guideline committee member
« Editorial duties

Bibliometric:
« Publication activity
* Clinical trial activity

" Bibliometric Sociometric:
Methods * Peer nominations
- Discussion
- Technical Advice
- Prominence
® Opinion Leadere=
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TVZ7F 2551H g0 TVl a4ls HES|FH 0|0 M =&
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2. XIS AT &~ H[AL

(2) 2§ 28] A I = Innovative Consumer

Construct of Interest Innovativeness

Information and Knowledge Knowledgeable about specific product

categories
Categories of Innovativeness* Opinion Leadership Act as opinion leaders for new products

Search Behavior Exposed to a variety of information sources

Involvement Involved in the marketplace; especially new
product

Promotion Interested in information heavy or centrally

Manor:Zf m processed communications
= 34%’ Brand Awareness Aware of new brands in specific product

fields

Assertiveness No reason to expect an assertive style of

Innovators shopping and buying.
25% Value conscious More interested in newness than price; not

bargain conscious

Fashion Consciousness Fashion innovators are fashion conscious

® Innovative Consumer= MM O 2 80| 2 AH|X}
HE =80 A0M iz 80| WE, =4l Az 2H[XE

JBjLt 8 TP CH2 olo) A FS OIX|A =,
S4l0] £2 AHRSS TOD POHESO| HriKo= 58
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2. XIS AT &~ H[AL

A<

-

(2) M 2 42H| A} "= Market Maven

Innovativeness
Knowledgeable about specific product
categories
Act as opinion leaders for new products

Construct of Interest
Information and Knowledge

Opinion Leadership

Search Behavior Exposed to a variety of information sources

processed communications

Aware of new brands in specific product
fields

No reason to expect an assertive style of
shopping and buying.

More interested in newness than price; not
bargain conscious

Fashion innovators are fashion conscious

Brand Awareness

Assertiveness

Value conscious

Fashion Consciousness

Involvement Involved in the marketplace; especially new
product
Promotion Interested in information heavy or centrally

Market Mavenism
Wide variety of market information;
information seekers
Act as opinion leaders for many aspects of
the marketplace
Exposed to a variety of information sources
Involved in many aspects of the
marketplace
Heavy users of coupons, shopping lists,
grocery budgets and ads
Aware of new brands in many fields

More assertive than other consumers
More value conscious than other

consumers; seek bargain prices
Market Mavens are not fashion conscious

B Market Maven&

Ao 2 A|ZH| Clist MEE Blo| 21 9= information seeker
HCI 285t HMHE Edff smart buying2 g
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2. LI XIS AlGHQl &~ H[AL
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2. CIX1& AlCHOl & H|XE

(3) TIAE Zn) ko] 9| AHA R 7

AISAS model

(R LFEF & #ZILTEARE, 2004) Mass Media, Passive

) Active Audience

=

Active

Action

B AISASRE 2 7 QI5tEl OjCjojet CIX| " AH|Xfe| Fxdof 7|¢l

Page 16



Marketing Strategy

2. LI XIS AlGHQl &~ H[AL

(3) U AE H]Ak9] A AR T

A 1 DM A

Attention  Interest Desire  Memory  Action oM o] 7| sELClH= OINE &8l AARE Bt= 5= =
O|OF7|7} R AQIX|E Hoe{n otCt NS Sl St
1 < = A S AAE ST O|0|E Eootrt.

A I S A S

<C|X|E AH|AtO| O K| Q1A >

Altention Interest Search Action Share

B AISASO| A|AFHE

O[H| AH|XHE ORX|OIA 878 Lils XS Hof, FHHo=Z 1 878
b R ol E & Qs A2 SEXNOE ¥1, 0|F [HE AIED 3

Q3.
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2. LI XIS AlGHQl &~ H[AL

(3) U AE H]Ak9] A AR T

A 1D M A

Altenticn Interest Deesire Memary ACtion
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Attention Interest Search Comparison  Examination Arction Share
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2. LI XIS AlGHQl &~ H[AL

(3) g R g AH|RFe] A A A A A A

A I:S,A S

Attention Interest Search Action Share
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Share
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2. CIXIE AlCHOl

A H| X}

(3) 9AY v 4] oA AR T T4

A

Altention

A

Attention

I

Interest

I

Interest

S A

Search

Action

S

Share

S C E A'S

Search

Comparison  Examination Action

W LH[ZMEC F™ SRE OE 0
= st o] F0j

of g2 & AH|Xfo| 1™ HA=2

- MR o2 CH20|0|H Y& = 4= Q= Opinion leader, Innovator

Market Maven, Lead User, P
- AR HERRoM SHE

- Social Network Service£
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3. LIXIE At MF M=

214 3} NPD Process9] ¥3}: Aok %A

=l 5o o
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SERI(2009), "M &4
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(1) #2437 NPD Process¥]
] Origin of game | {— Produce
Licensor GameFreak Creatures
Original
rights
<Open innovation> Noeers /
L L Publi Copyright
Publishing Game/Digital M !ipunl:il)'fhfr | maoupay“rillgm”!
Cartoon contents Shopro Shopro production
Copyright
Meeting
TV Suggest N
commercialization
¢ |
Animation producing .
) Product promotion Broadcasting
Character License =
Suggest

et Permission
commercialization
Licensee [

Toy, Confectionary, Food, stationary, electric, clothing etc
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3. LIXIE AU A F

X 2k

— 1

A4 3 NPD Process®] ¥ 3} NDP Process W3}
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3. LIXIE At MF M=

AL
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3. LIXIE At MF M=

(1) A+ X144 7 NPD Process®] ¥ 3}: NDP Process ¥ 3}

R LRI
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(1) A<t

3. LIXIE AltHe A F

X 2F

A]/d 2 NPD Process®] ¥3}: NDP Process ¥ 3}
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3. CIX|E AlCHO M= Mk

— 1

CIto|Lf 2| 1508 of .
CiRfo| o] B2 BE Yo

SERI(2009), "M|E=i4 2| 5AT AEH: HEX[F"
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3. LIXIE At A F

X 2F
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Product Categories Classified Using HED/UT ¢

Alkaline batte
6
Shoelaces Automobiles Quadrant 2 Radio Sh

&
Utilitarian

}
) 4 < 6 / - Hedonic >

Voss et al.(2003), “Measuring the Hedonic and Utilitarian
B AH|X}o| AH|Z2H Dimensions of Consumer Attitude”
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7| 5= o0l éﬁ[utilitarian]o Effective, Helpful, Functional, Necessary, Practicalﬁ,_ £=ZF9| g
2, A2l ZM[hedonic]2 Fun, Exciting, delightful, Thrilling, Enjoyablest ~&9|
EE BF
sHE=Z O ZEE = oL, 72822 HE/7= 228 §d2 I
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The Incremental Value of CPs with a Utilitarian
Versus Hedonic Base

1,45

1.5
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.49
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— Utilitarian (PDA)
- - -Hedonic (MP3)

Gill(2008), "Convergent Products: What Functionalities
Add More Value to the Base?”
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—e— Capability —a— Usability —h— Expected utility |

Thompson et al(2005), “Feature Fatigue: When Product Capabilities
Become Too Much of a Good Thing”
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Thompson et al(2005), “Feature Fatigue: When Product Capabilities
Become Too Much of a Good Thing”

NUMBER OF PRODUCT FEI-\TURES AND FIRM OBJECTIVES

Maximize
Response | Maximize net present | Maximize
/1 repurc value of initial
/ cust purchase
1 \
l / 1
// */ | \ \\
ly 71 | 3 \
/ | \ \
/ 1 | \, \ \
y‘\ ﬂncnenl " b Excess |
== 1 },ﬁg\\'\e__\
Fa Fopt Fy

B Feature FatigueE =&2g 4= 9100}
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Influences on Work-Related Purchases of US BUSINess | ikl %

Decision-Makers, April 2007 (% of I'E’SPDIIdEﬂtS]'— ny 32.1

26%

Colleagues' friends’ word-of-mouth 53%

Sales representatives S g rross coveraze B
Meetings/events/conferences 38% Radio advertising 2%

Source: Jack Marton Warldwade, "Oriving Word-of-Mouth Adwocacy amang
Tradeshows/exhihits 3T% Business Executives” conductad by Kaller Fay Group, May 2007
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Q Search Advertising Age

‘EQH’
‘Promoted Tweets Olete =2AL2H S
S>AEE0l "EREUHA KFAOI 2-&==XI0l CHEt

AM AL D O BEE ZDE L0jEE YA
c-

AdvertlsanAQe

More from Ad Age: Creativity AdAse China

DIGITAL CONFERENCE 2010

" ‘
™ "

Mobile Media

Comment (3 EE]

. . JHE=O | H NP SIPS| o Sk A Ol
Twitter Has a Business Model: Y 2> UAS 2HE AEX2 AEE = US
' ' kat,
Promoted Tweets ARl Q: What are you launching? What are Promoted Tweets?
Search Ads For Twittar ThatSlet Difference Betwean CALL FOR ENTRIES EXTENDED A- We are launching the first phase of our Promoted Tweets platform with a handful
‘Earned’ and 'Paid’ Media Ad Age’s Hispanic Creative of innovative advertising partners that include Best Buy, Bravo, Red Bull, Sony
By uichsel Learmonth o D ot Pictures, Starbucks, and Virgin America—with more to come. Promoted Tweets are

ordinary Tweets that businesses and organizations want to highlight o a wider group
of users.

v ’Promoted Tweets’
I.a'. = |—I.-O‘I II. E ﬁ a-l -E_ EH i} _‘-:- Ol" jI g -O‘I u.II AI II jl. i..‘z:a;'irl\‘:tlal::;i::?;eeta promoted by our partner advertisers called out at the

— - = - top of same Twitter.com search results pages. We strongly believe that Promoted
5! a E|| 9 § = O-I JI. [— ﬂ Pl g 9—' g;lb/;! Tweets should be useful to you. We'll attempt to measure whether the Tweets

resonate with users and stop showing Promoted Tweets that don't resonate.

| O|:,-| % | |.j.|| % |- oz 7_C-l| El- X % g J |. % ) Search results for starbucks @ Save this search
M O JfeletE 1 SEst=E 2400 OFAH E 2 B e Tt ok ot e o

o]

—
CLO EIPpS [ http:/ bit.ly/9ZOPEN
t4os 28 Jts. B ot s
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