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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	
  OrientaLon	
  of	
  Social	
  	
  Media	
  MarkeLng)	
  
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	
  MarkeLng)	
  
6	
  	
  	
  	
  103/03/24	
  	
  社群網路行銷個案研究	
 I	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Case	
  Study	
  on	
  Social	
  Media	
  MarkeLng	
  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	
 (MarkeLng	
  CommunicaLons	
  Research)	
  
9	
  	
  	
  	
  103/04/14	
  	
  社群網路策略	
 (Social	
  Media	
  Strategy)	
  

課程大綱	
 (Syllabus)	
 

2




週次	
  (Week)	
  	
  	
  	
  日期	
  (Date)	
  	
  	
  	
  內容	
  (Subject/Topics)	
  
10	
  	
  	
  	
  103/04/21	
  	
  期中報告	
  (Midterm	
  PresentaLon)	
  
11	
  	
  	
  	
  103/04/28	
  	
  社群網路行銷計劃	
  (Social	
  Media	
  MarkeLng	
  Plan)	
  
12	
  	
  	
  	
  103/05/05	
  	
  行動	
  APP	
  行銷	
  (Mobile	
  Apps	
  MarkeLng)	
  
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	
  MarkeLng	
  II)	
  
15	
  	
  	
  	
  103/05/26	
  	
  社群網路海量資料分析	
  	
  

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

課程大綱	
 (Syllabus)	
 

3




Marke-ng	
  

“Mee-ng	
  	
  
needs	
  

profitably”	
  
4
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Value	
  

the	
  sum	
  of	
  the	
  	
  
tangible	
  and	
  
intangible	
  	
  

benefits	
  and	
  costs	
  
	
   5
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Value	
  

6


Total	
  	
  
customer	
  	
  

benefit	
  
Customer	
  
perceived	
  	
  

value	
  
Total	
  	
  

customer	
  	
  

cost	
  

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Customer	
  Value	
  Triad	
  
Quality,	
  Service,	
  and	
  Price	
  	
  

(qsp)	
  

7


Quality 

Service Price 
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Value	
  and	
  Sa-sfac-on	
  

•  MarkeLng	
  
–  idenLficaLon,	
  creaLon,	
  communicaLon,	
  delivery,	
  
and	
  monitoring	
  of	
  customer	
  value.	
  

•  SaLsfacLon	
  
– a	
  person’s	
  judgment	
  of	
  a	
  product’s	
  	
  
perceived	
  performance	
  	
  
in	
  relaLonship	
  to	
  	
  
expectaLons	
  

8
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Building	
  	
  
Customer	
  Value,	
  
Sa-sfac-on,	
  	
  

and	
  	
  
Loyalty	
  

9
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Modern	
  Customer-­‐Oriented	
  
Organiza-on	
  

10
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



11


Customer	
  Perceived	
  Value	
  

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Customer	
  Perceived	
  Value	
  

12


Product	
  benefit	
  

Services	
  benefit	
  

Personnel	
  benefit	
  

Image	
  benefit	
  

Total	
  	
  
customer	
  	
  

benefit	
  
Customer	
  
perceived	
  	
  

value	
  
Total	
  	
  

customer	
  	
  

cost	
  

Monetary	
  cost	
  

Time	
  cost	
  

Energy	
  cost	
  

Psychological	
  cost	
  

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Sa-sfac-on	
  

“a	
  person’s	
  feelings	
  of	
  pleasure	
  or	
  
disappointment	
  that	
  result	
  from	
  comparing	
  a	
  
product’s	
  perceived	
  performance	
  (or	
  outcome)	
  
to	
  expectaLons”	
  

13
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Loyalty	
  

14


“a deeply held commitment to  
rebuy or repatronize  
a preferred product or service  
in the future  
despite situational influences and 
marketing efforts having the 
potential to cause switching 
behavior.” 

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Customer	
  Perceived	
  Value,	
  
Customer	
  Sa-sfac-on,	
  and	
  Loyalty	
  

15


Customer	
  
Perceived	
  

Performance	
  

Customer	
  
ExpectaLons	
  

Customer	
  
Perceived	
  
Value	
  

Customer	
  
SaLsfacLon	
  

Customer	
  
Loyalty	
  

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Customer	
  Value	
  Analysis	
  
1.  IdenLfy	
  the	
  major	
  agributes	
  and	
  benefits	
  customers	
  

value	
  
2.  Assess	
  the	
  quanLtaLve	
  importance	
  of	
  the	
  different	
  

agributes	
  and	
  benefits	
  
3.  Assess	
  the	
  company’s	
  and	
  compeLtors’	
  performances	
  

on	
  the	
  different	
  customer	
  values	
  against	
  their	
  rated	
  
importance	
  

4.  Examine	
  how	
  customers	
  in	
  a	
  specific	
  segment	
  rate	
  the	
  
company’s	
  performance	
  against	
  a	
  specific	
  major	
  
compeLtor	
  on	
  an	
  individual	
  agribute	
  or	
  benefit	
  basis	
  

5.  Monitor	
  customer	
  values	
  over	
  Lme	
  
16
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



The	
  Marke-ng	
  Funnel	
  

17
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Developing	
  Compelling	
  	
  
Customer	
  Value	
  Proposi-ons	
  

18


1.	
  Internal	
  engineering	
  assessment	
  

2.	
  Field	
  value-­‐in-­‐use	
  assessment	
  

3.	
  Focus-­‐group	
  value	
  assessment	
  

4.	
  Direct	
  survey	
  quesLons	
  

5.	
  Conjoint	
  analysis	
  

6.	
  Benchmarks	
  

7.	
  ComposiLonal	
  approach	
  

8.	
  Importance	
  raLngs	
  
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Customer	
  Value,	
  	
  
Brand,	
  and	
  Product	
  

•  At	
  the	
  heart	
  of	
  a	
  great	
  brand	
  is	
  a	
  great	
  product.	
  	
  
•  Product	
  is	
  a	
  key	
  element	
  in	
  the	
  market	
  offering.	
  	
  
•  To	
  achieve	
  market	
  leadership,	
  	
  
firms	
  must	
  offer	
  products	
  and	
  services	
  of	
  
superior	
  quality	
  that	
  	
  
provide	
  unsurpassed	
  customer	
  value.	
  

19
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Brand	
  

20
Source: http://www.kashflow.com/blog/the-importance-of-brand-awareness/ 
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Brand	
  
Volvo	
  -­‐	
  Safety	
  

22
Source: http://www.volvo.com/ 



Components	
  of	
  the	
  	
  
Marke-ng	
  Offering	
  

23


Value-­‐based	
  prices 

Product	
  	
  
features	
  	
  
and	
  quality	
   

Services	
  	
  
mix	
  	
  
and	
  quality 

AUrac-veness	
  	
  
of	
  the	
  	
  

market	
  offering 

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Product	
  Levels:	
  	
  
The	
  Customer-­‐Value	
  Hierarchy	
  

24


Core benefit 

Basic product 
Expected product 

Augmented product 

Potential product 

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  

Crea-ng	
  	
  
Brand	
  Equity	
  

25
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Crea-ng	
  Brand	
  Equity	
  
•  One	
  of	
  the	
  most	
  valuable	
  intangible	
  assets	
  of	
  a	
  firm	
  
is	
  its	
  brands,	
  and	
  it	
  is	
  incumbent	
  on	
  markeLng	
  to	
  
properly	
  manage	
  their	
  value.	
  	
  

•  Building	
  a	
  strong	
  brand	
  is	
  both	
  an	
  art	
  and	
  a	
  science.	
  	
  
•  It	
  requires	
  careful	
  planning,	
  a	
  deep	
  long-­‐term	
  
commitment,	
  and	
  creaLvely	
  designed	
  and	
  executed	
  
markeLng.	
  	
  

•  A	
  strong	
  brand	
  commands	
  intense	
  consumer	
  loyalty
—at	
  its	
  heart	
  is	
  a	
  great	
  product	
  or	
  service.	
  

26
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



What	
  	
  
is	
  	
  

a	
  Brand?	
  

27




Brand	
  	
  

•  “a	
  name,	
  term,	
  sign,	
  symbol,	
  	
  
or	
  design,	
  or	
  a	
  combina-on	
  of	
  them,	
  	
  
intended	
  to	
  iden-fy	
  the	
  goods	
  or	
  services	
  of	
  
one	
  seller	
  or	
  group	
  of	
  sellers	
  and	
  to	
  
differen-ate	
  them	
  from	
  those	
  of	
  
compe-tors.”	
  	
  	
  
	
  
(The	
  American	
  MarkeLng	
  AssociaLon)	
  

28
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



What	
  	
  
is	
  	
  

Branding?	
  

29




30


Branding	
  	
  
is	
  endowing	
  	
  

products	
  and	
  services	
  
with	
  the	
  	
  

power	
  of	
  a	
  brand.	
  	
  
	
  

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  
creaLng	
  	
  

differences	
  	
  
between	
  products	
  	
  

	
  
31
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  
Marketers	
  need	
  to	
  teach	
  consumers	
  	
  

“who”	
  the	
  product	
  is—	
  
by	
  giving	
  it	
  a	
  name	
  and	
  other	
  brand	
  

elements	
  	
  
to	
  idenLfy	
  it—	
  
as	
  well	
  as	
  	
  

what	
  the	
  product	
  does	
  	
  
and	
  	
  

why	
  consumers	
  should	
  care.	
  
	
   32
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  
Branding	
  creates	
  mental	
  structures	
  that	
  	
  
help	
  consumers	
  organize	
  their	
  knowledge	
  	
  

about	
  products	
  and	
  services	
  	
  
in	
  a	
  way	
  that	
  clarifies	
  their	
  decision	
  making	
  and,	
  	
  

in	
  the	
  process,	
  	
  
provides	
  value	
  to	
  the	
  firm.	
  

	
  

33
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  
Coca-­‐Cola	
  learned	
  a	
  valuable	
  lesson	
  about	
  its	
  
brand	
  when	
  it	
  changed	
  its	
  formula	
  without	
  
seeking	
  sufficient	
  consumer	
  permission.	
  
	
  

34
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Branding	
  

•  Business-­‐to-­‐business	
  
technology	
  leader	
  NetApp	
  has	
  
made	
  a	
  concerted	
  effort	
  to	
  
build	
  its	
  brand	
  	
  
through	
  a	
  variety	
  of	
  	
  
markeLng	
  communicaLons	
  
and	
  acLviLes	
  

35
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Brand	
  Equity	
  	
  

•  Brand	
  equity	
  is	
  the	
  added	
  value	
  endowed	
  on	
  
products	
  and	
  services.	
  	
  

•  It	
  may	
  be	
  reflected	
  in	
  the	
  way	
  	
  
consumers	
  think,	
  feel,	
  and	
  act	
  	
  
with	
  respect	
  to	
  the	
  brand,	
  	
  
as	
  well	
  as	
  in	
  the	
  prices,	
  market	
  share,	
  and	
  
profitability	
  the	
  brand	
  commands.	
  

36




BrandAsset	
  Valuator	
  Model	
  

37
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



38


The 
Universe  
of  
Brand 
Performance 

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



BrandDynamics	
  Pyramid	
  
	
  

39
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Brand	
  Resonance	
  Pyramid	
  

40
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



41


MasterCard’s “Priceless” campaign reinforces the 
emotional rewards of the brand 

Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
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Secondary	
  Sources	
  of	
  Brand	
  Knowledge	
  

44
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
  



Brand	
  Communi-es	
  

•  a	
  specialized	
  community	
  of	
  consumers	
  and	
  
employees	
  whose	
  idenLficaLon	
  and	
  acLviLes	
  
focus	
  around	
  the	
  brand	
  

•  companies	
  are	
  interested	
  in	
  	
  
collaboraLng	
  with	
  consumers	
  to	
  	
  
create	
  value	
  through	
  	
  
communiLes	
  built	
  around	
  brands.	
  

45
Source:	
  Philip	
  Kotler	
  &	
  Kevin	
  Lane	
  Keller,	
  MarkeLng	
  Management,	
  14th	
  ed.,	
  Pearson,	
  2012	
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