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課程簡介	 
•  本課程介紹社會網路行銷基本概念與研究議題。 
•  課程內容包括 

– 社群網路商業模式、	 
– 顧客價值與品牌、	 
– 社群網路消費者心理與行為、	 
– 社群網路行銷蜻蜓效應、	 
– 行銷傳播研究、	 
– 社群網路策略、	 
– 社群網路行銷計劃、	 
– 行動	 APP	 行銷、	 
– 社群網路評量指標	 
– 社群網路海量資料分析、	 
– 社群網路行銷個案研究。	 
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Course	  Introduc-on	 
•  This	  course	  introduces	  the	  fundamental	  concepts	  and	  research	  

issues	  of	  social	  media	  markeCng.	  	  
•  Topics	  include	  	  

–  Business	  Models	  of	  Social	  Media,	  	  
–  Customer	  Value	  and	  Branding,	  	  
–  Consumer	  Psychology	  and	  Behavior	  on	  Social	  Media,	  	  
–  The	  Dragonfly	  Effect	  of	  Social	  Media	  MarkeCng,	  	  
–  MarkeCng	  CommunicaCons	  Research,	  	  
–  Social	  Media	  Strategy,	  	  
–  Social	  Media	  MarkeCng	  Plan,	  	  
–  Mobile	  Apps	  MarkeCng,	  	  
–  Social	  Media	  Metrics,	  	  
–  Big	  Data	  AnalyCcs	  of	  Social	  Media,	  and	  	  
–  Case	  Study	  on	  Social	  Media	  MarkeCng.	 
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課程目標	 

•  瞭解及應用社群網路行銷���
基本概念與研究議題。	 

•  進行社群網路行銷���
相關之資訊管理研究。	 
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Objec-ve	 
•  Understand	  and	  apply	  the	  	  
fundamental	  concepts	  and	  research	  issues	  of	  
social	  media	  markeCng.	  

•  Conduct	  informaCon	  systems	  research	  	  
in	  the	  context	  of	  social	  media	  markeCng	 
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週次	 (Week)	  	  	  	  日期	 (Date)	  	  	  	  內容	 (Subject/Topics)	  
1	  	  	  	  103/02/17	  	  社會網路行銷課程介紹	 	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Course	  OrientaCon	  of	  Social	  	  Media	  MarkeCng)	  
2	  	  	  	  103/02/24	  	  社群網路商業模式	 (Business	  Models	  of	  Social	  Media)	  	  
3	  	  	  	  103/03/03	  	  顧客價值與品牌	 (Customer	  Value	  and	  Branding)	  
4	  	  	  	  103/03/10	  	  社群網路消費者心理與行為	 	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Consumer	  Psychology	  and	  Behavior	  on	  Social	  Media)	  
5	  	  	  	  103/03/17	  	  社群網路行銷蜻蜓效應	 	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (The	  Dragonfly	  Effect	  of	  Social	  Media	  MarkeCng)	  
6	  	  	  	  103/03/24	  	  社群網路行銷個案研究	 I	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Case	  Study	  on	  Social	  Media	  MarkeCng	  I)	  
7	  	  	  	  103/03/31	  	  教學行政觀摩日	 (Off-‐campus	  study)	  
8	  	  	  	  103/04/07	  	  行銷傳播研究	 (MarkeCng	  CommunicaCons	  Research)	  
9	  	  	  	  103/04/14	  	  社群網路策略	 (Social	  Media	  Strategy)	  

課程大綱	 (Syllabus)	 
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週次	  (Week)	  	  	  	  日期	  (Date)	  	  	  	  內容	  (Subject/Topics)	  
10	  	  	  	  103/04/21	  	  期中報告	  (Midterm	  PresentaCon)	  
11	  	  	  	  103/04/28	  	  社群網路行銷計劃	  (Social	  Media	  MarkeCng	  Plan)	  
12	  	  	  	  103/05/05	  	  行動	  APP	  行銷	  (Mobile	  Apps	  MarkeCng)	  
13	  	  	  	  103/05/12	  	  社群網路評量指標	  (Social	  Media	  Metrics)	  
14	  	  	  	  103/05/19	  	  社群網路行銷個案研究	  II	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Case	  Study	  on	  Social	  Media	  MarkeCng	  II)	  
15	  	  	  	  103/05/26	  	  社群網路海量資料分析	  	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  (Big	  Data	  AnalyCcs	  of	  Social	  Media)	  
16	  	  	  	  103/06/02	  	  端午節	  放假一天	  (Dragon	  Boat	  FesCval)(Day	  off)	  	  
17	  	  	  	  103/06/09	  	  期末報告	  I	  (Term	  Project	  PresentaCon	  I)	  
18	  	  	  	  103/06/16	  	  期末報告	  II	  (Term	  Project	  PresentaCon	  II)	  

課程大綱	 (Syllabus)	 
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教材課本與參考書籍	 
•  教材課本	 (Textbook)	 

•  講義	 (Slides)	  
•  社群網路行銷相關個案與論文	 	  

(Cases	  and	  Papers	  related	  to	  Social	  Media	  MarkeCng)	  	  
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教材課本與參考書籍	 
•  參考書籍	 (References)	  

–  Social	   Media	   MarkeCng:	   The	   Next	   GeneraCon	   of	   Business	  
Engagement,	  Dave	  Evans,	  Susan	  Bracon,	  Jake	  McKee,	  Sybex,	  2010	  

–  Social	  Media	  MarkeCng:	  Strategies	  for	  Engaging	  in	  Facebook,	  Twicer	  
&	  Other	  Social	  Media,	  Liana	  Evans,	  Que,	  2010.	  

–  The	  New	  Rules	  of	  MarkeCng	  &	  PR:	  How	  to	  Use	  Social	  Media,	  Online	  
Video,	   Mobile	   ApplicaCons,	   Blogs,	   News	   Releases,	   and	   Viral	  
MarkeCng	   to	   Reach	   Buyers	   Directly,	   David	   Meerman	   Scoc,	   Wiley,	  
2011.	  

–  The	   Social	   Media	   Management	   Handbook,	   Robert	   Wollan,	   Nick	  
Smith,	  Catherine	  Zhou,	  John	  Wiley,	  2011.	  

–  The	   Social	   Media	   Bible:	   TacCcs,	   Tools,	   and	   Strategies	   for	   Business	  
Success,	  Lon	  Sajo,	  Wiley,	  2012	  

–  The	   Complete	   Social	  Media	   Community	  Manager's	   Guide:	   EssenCal	  
Tools	   and	   TacCcs	   for	   Business	   Success,	   Marty	   Weintraub,	   Lauren	  
Litwinka,	  Sybex,	  2013	  
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學期成績計算方式	 

•  期中評量：30.0	  %	  
•  期末評量：30.0	  %	  	  
•  課堂參與及報告討論表現：40.0	  %	 
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#1	  Ac-vity	  on	  the	  Web?

Social	  Media

Source: Social Media Business, http://www.youtube.com/watch?v=X9sTq3pzNQQ 12



13Source: http://www.amazon.com/Social-Media-Marketing-Generation-Engagement/dp/0470634030



14Source: http://www.amazon.com/Social-Media-Marketing-Strategies-Engaging/dp/0789742845



15Source: http://www.amazon.com/New-Rules-Marketing-PR-Applications/dp/1118026985



16Source: http://www.amazon.com/Social-Media-Marketing-Hour-Day/dp/1118194497



17Source: http://www.amazon.com/Facebook-Marketing-Hour-Chris-Treadaway/dp/0470569646



18Source: http://www.amazon.com/YouTube-Video-Marketing-Hour-Day/dp/047094501X



19Source: http://www.amazon.com/Facebook-Marketing-Leveraging-Facebooks-Campaigns/dp/078974113X



20Source: http://www.amazon.com/YouTube-Business-Online-Marketing-Biz-Tech/dp/078974726X



21Source: http://www.amazon.com/YouTube-Marketing-Handbook-Marc-Bullard/dp/1463711530



22Source: http://www.amazon.com/Social-Media-Management-Handbook-Everything/dp/0470651245/



Source: http://www.amazon.com/The-Social-Media-Bible-Strategies/dp/1118269748 23



24Source: http://www.amazon.com/Complete-Social-Media-Community-Managers/dp/1118466853



25Source: http://www.amazon.com/The-Dragonfly-Effect-Effective-Powerful/dp/0470614153 



26Source: http://www.fredcavazza.net/2013/04/17/social-media-landscape-2013/ 



Social	  Media	  Management	  Pyramid	 

27Source: http://www.infobarrel.com/Social_Media_Management:_Hiring_a_Social_Media_Manager 



28Source: https://talkingtails.wordpress.com/2010/02/07/social-media-marketing-future-or-hoax/



Marke-ng	  4P	  to	  4C	 

•  Product	  à	  Customer	  soluCon	  
•  Price	  à	  Customer	  Cost	  
•  Place	  à	  Convenience	 
•  PromoCon	  à	  CommunicaCon	  

29Source:	  Kotler	  and	  Keller	  	  (2008)	  



Four	  Pillars	  of	  Social	  Media	  Strategy	  
C2E2	 
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Social	  Media	  Strategy	  


Source:	  Sajo	  and	  Brake	  (2009)	  



Social	  Media	  Can	  Help	  Orchestrate	  Three	  Spheres	  to	  
Influence	  to	  Boost	  a	  Company’s	  Innova-on	  Efforts	 

Internal

Trusted	  	  
Network

The	  
World

Innovation

Source:	  Robert	  Wollan,	  Nick	  Smith,	  Catherine	  Zhou,	  The	  Social	  Media	  Management	  Handbook,	  John	  Wiley,	  2011.	   31



Examples	  of	  Social	  Media	  	  
Selling	  Strategies	  in	  the	  Market	  Today	 

Source:	  Robert	  Wollan,	  Nick	  Smith,	  Catherine	  Zhou,	  The	  Social	  Media	  Management	  Handbook,	  John	  Wiley,	  2011.	   32

Social Media 
Community 

Engaging the 
Advocates 

Policies 

Strategy #1 – “Accessing 
social Consumers”: Use 
Social Media as a New 
Channel to Individuals 

“Pro-sumer”  
collaboration 

Influencer-Led  
Development 

User Reviews 

Social Media 
Wildfire 

Creating Urgency/ 
Spontaneous 

Selling 

“Pass it along” 
promptions 

Recruiting others/ 
Group Seles 

Customers as 
“Community 
Organizers” 

Strategy #2 – “Engaging the Hive”: Get Customers to 
Mobilize Their Personal Networks 

Strategy #3 – “Appealing 
to Influencers”: Target 
Influencers Who Can 

Move the Masses 



33Source:	  hcp://www.Cntup.com/blog/how-‐to-‐increase-‐sales-‐with-‐social-‐media/	  



社會媒體 (social media)的定義 
(Kaplan & Haenlein, 2010) 

 
建⽴立在Web 2.0概念與技術的基礎上， 

以網路為平台的應⽤用系統 
 (Internet-based applications)， 

讓網路使⽤用者可以 
⽅方便產⽣生與交流使⽤用者建⽴立的內容  
(user generated content; UGC)。
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社會媒體服務 
(Social	  Media	  Services)	  


提供使⽤用者在網路環境中使⽤用 
社會媒體應⽤用系統的線上服務  

(online services) 
Google+, Youtube, Facebook, Plurk 
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Social	  Media	  Marke-ng-‐	  
Marke-ng	  and	  Sales	  in	  Social	  Media	 

•  Social	  Media	  and	  the	  Voice	  of	  the	  Customer	  
•  IntegraCng	  Social	  CRM	  Insights	  into	  the	  
Customer	  AnalyCcs	  FuncCon	  

•  Using	  Social	  Media	  to	  Drive	  Product	  
Development	  and	  Find	  New	  Services	  to	  Sell	  

•  Social	  Community	  MarkeCng	  and	  Selling	 

Source:	  Robert	  Wollan,	  Nick	  Smith,	  Catherine	  Zhou,	  The	  Social	  Media	  Management	  Handbook,	  John	  Wiley,	  2011.	   36



Marke-ng	 

•  “Marke-ng	  is	  an	  organizaConal	  funcCon	  	  
and	  a	  set	  of	  processes	  for	  	  
creaCng,	  communicaCng,	  and	  delivering	  	  
value	  to	  customers	  and	  	  
for	  managing	  customer	  rela-onships	  	  
in	  ways	  that	  benefit	  the	  organizaCon	  and	  its	  
stakeholders.”	  (Kotler	  &	  Keller,	  2008)	  	 

37Source:	  Kotler	  and	  Keller	  	  (2008)	  



Marke-ng	  Management	 

•  “Marke-ng	  management	  is	  the	  
art	  and	  science	  	  
of	  choosing	  target	  markets	  	  
and	  gepng,	  keeping,	  and	  growing	  	  
customers	  through	  	  
creaCng,	  delivering,	  and	  communicaCng	  	  
superior	  customer	  value.”	  (Kotler	  &	  Keller,	  2008)	  	  

38Source:	  Kotler	  and	  Keller	  	  (2008)	  



Marke-ng	  Research	 

•  MarkeCng	  Research	  is	  the	  	  
planning,	  collecCon,	  and	  analysis	  of	  data	  
relevant	  to	  markeCng	  decision	  making	  and	  	  
the	  communicaCon	  of	  the	  results	  of	  this	  analysis	  
to	  management.	  

39Source:	  McDaniel	  Jr.	  and	  Gates	  (2009)	  



The	  Nature	  of	  Marke-ng	  Research	 

40

Marketing 
Concept 

Goals Customer 

Systems Marketing  
Mix 

Marketing 
Environment 

Opportunistic  
Nature 

Source:	  McDaniel	  Jr.	  and	  Gates	  (2009)	  
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Dragonfly	  Effect	  

Source:	  http://www.theispot.com/whatsnew/2010/12/carl-wiens-the-dragonfly-effect.htm 



Dragonfly	  Effect	  

42Source:	  http://fatimanaveed.wordpress.com/tag/the-dragonfly-effect/ 



Defini-on	  of	  Business	  Model	  

A	  business	  model	  	  
describes	  the	  ra-onale	  of	  	  

how	  an	  organiza-on	  	  
creates,	  delivers,	  and	  captures	  

value.	  

43Source:	  Alexander	  Osterwalder	  &	  Yves	  Pigneur,	  Business	  Model	  GeneraCon:	  A	  Handbook	  for	  Visionaries,	  Game	  Changers,	  and	  Challengers,	  Wiley,	  2010.	  



Business	  Model	  Canvas	  

44

Source: http://nonlinearthinking.typepad.com/nonlinear_thinking/2008/07/the-business-model-canvas.html 

Key	  	  
AcCviCes	  

Key	  	  
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Key	  	  
Partners	  

Customer	  
Segments	  

Channels	  

Value	  
PreposiCon	  

Customer	  
RelaConships	  

Revenue	  
Streams	  

Cost	  	  
Structure	  

https://www.youtube.com/watch?v=QoAOzMTLP5s 



Business	  Model	  

45Source:	  Alexander	  Osterwalder	  &	  Yves	  Pigneur,	  Business	  Model	  GeneraCon:	  A	  Handbook	  for	  Visionaries,	  Game	  Changers,	  and	  Challengers,	  Wiley,	  2010.	  
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Social	  Media	  Management	  Framework	 

46Source:	  Robert	  Wollan,	  Nick	  Smith,	  Catherine	  Zhou,	  The	  Social	  Media	  Management	  Handbook,	  John	  Wiley,	  2011.	  

Culture 

Business  
Value 

Context 

Process People 

Policies Metrics 



Value	  
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CFO-‐COO	  
Finance	  and	  
OperaCons	  
(Lagging)	  

CEO	  CIO	  CFO	  

48Source: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/ 

	  

CIO	  
Enterprise	  
Technology	  
IntegraCon	  

CEO	  
Strategy	  and	  

Sales	  
(Leading)	  



CEO	  CIO	  CMO	  
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CMO	  
MarkeCng	  

CommunicaCon	  

	  

CIO	  
Enterprise	  
Technology	  
IntegraCon	  

CEO	  
Strategy	  and	  

Sales	  
(Leading)	  

Adapted from: http://www.r3now.com/what-is-the-proper-relationship-for-the-cio-ceo-and-cfo/ 



CEO	  CIO	  CMO	  

50Adapted from: http://www.argowiki.com/index.php?title=The_Relationship_Between_the_CEO_and_CIO 

Strategy 

Tactics 

Operations 

Vision 

Mission 

Goals 

Objectives 

Tasks 

CMO	  CIO	  

CEO	  



CIO	  
Chief	  Informa-on	  Officer	  

51Source: http://pcdynamix.com/professional-services-2/managed-it-support/virtual-ciocto-services/ 



CMO	  
Chief	  Marke-ng	  Officer	  
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CMO	  
MarkeCng	  

CommunicaCon	  



CMO:	  
Chief	  

Marke-ng	  
Officer	  
CIO:	  
Chief	  

Informa-on	  
Officer	  

53Source: http://www.zdnet.com/a-new-reality-between-the-cmo-and-cio-7000011720/ 



54Source: http://www.lumapartners.com/lumascapes/social-lumascape/ 



55Source: http://www.lumapartners.com/lumascapes/marketing-technology-lumascape/ 



56Source: http://chiefmartec.com/2014/01/marketing-technology-landscape-supergraphic-2014/ 



CMO	  Social	  Media	  Landscape	  

57Source: http://www.cmo.com/sites/default/files/CMOcom-SocialMediaLandscape2011.pdf 



Nothing	  	  
is	  	  

so	  prac-cal	  
	  as	  a	  	  

good	  theory	 

58Source:	  Backer	  &	  Saren	  (2009),	  MarkeCng	  Theory:	  A	  Student	  Text,	  2nd	  	  EdiCon,	  Sage	  



Summary	 
•  This	  course	  introduces	  the	  fundamental	  concepts	  and	  research	  

issues	  of	  social	  media	  markeCng.	  	  
•  Topics	  include	  	  

–  Business	  Models	  of	  Social	  Media,	  	  
–  Customer	  Value	  and	  Branding,	  	  
–  Consumer	  Psychology	  and	  Behavior	  on	  Social	  Media,	  	  
–  The	  Dragonfly	  Effect	  of	  Social	  Media	  MarkeCng,	  	  
–  MarkeCng	  CommunicaCons	  Research,	  	  
–  Social	  Media	  Strategy,	  	  
–  Social	  Media	  MarkeCng	  Plan,	  	  
–  Mobile	  Apps	  MarkeCng,	  	  
–  Social	  Media	  Metrics,	  	  
–  Big	  Data	  AnalyCcs	  of	  Social	  Media,	  and	  	  
–  Case	  Study	  on	  Social	  Media	  MarkeCng.	 
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