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1 PO A A T B A S B B B, LR S
Wreg kR WIS R, NTY KREwW S, FERE L
T EPRREF AP REZE, LR LW
PRI B B I AR . A BT E T 2009 SF11 A E
2010 4 5 F WAHT IR 801 b LS B Y 10 A S A £l
WENEHRANBEE. EvoMEE#HARS
MeBENEMEINRY, RRETENT,

HEMEE2009 11 H16 HE12 A1 HH“K%E
B HRMEEHEN EAER"KREER"H
T A B ORI R AR R ol IR B 22 B
OHRMENEERIANEAARBE RELHE
FEGEBRERE MITFLAT 3428, 315
AR K P F13:00 MACHE23:00 25K P8I, A L
LUREVHMEEHESREEMMRE, £11 A16
HZ12 A4 B9 XP (G1F 2l B8 E #HE 3hT
JEBI16 K F7E B G 2 )5 £ b f 18 B ORISR Y
3K, MR8 H A BN o T XX Lk B R AT
1Bl 05 o B, B ST A ol B B AR 5 W 2 Bt i
MEZER,
42 BEBHGEH

{52 FISTATA 10. 1 B X “ K EHEFF" R HI38 A A
BB B TT FL AT AR SR YRR W, 7T 0 FL B A 56 R
HN0.992, H, BEIIE; R, % B FL X HT B4
HEMAKIER , 8OHf(FL) BH8ATT,FL), f# (1) X
i L B A AL

W H, ,A(TT,FL) = f(FL) = a, FL LA (1) 7%
Pl BEENRLZEBENE W AXRK—H AR
HBERY, B

HT, = ay+ a,HT, | + a, FL (2)

HAE (2) X, FISTATA 10. 1 Xt & % 48 57 7 58 438
HAMBREETUAEE, HERILE2,

R ‘KREF ROAYEBELSOARTR
Table 2 Data Regression Analysis Table
of “ Changan Ford” Case

B4 t GEitHE B

FL 0.013 2. 690 0.011

HT, , 0. 830 15.770 0. 000

W B 13. 168 2.100 0. 043
RN A . 38 R =0.997

(1) R? =0.997, $ B HT, = ay+ a,HT, ,+ o, FL | &
BERE;

(2)ay, =13.168,a, = 0.830,a, = 0.013, #3F 1 i
t G EBSRTF2, HHIALERYBEERTO,H,
1 H, D\ ECAE Ay B2 A8 B 560 .

(3) HT, = ay+ o, HT,_, + o, FL, B 4k 50 18 7 45 3
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RERMBENENES AR PR EZ,
ECRZERE" B, ERA R kERN

HT, = 13.168 + 0. 830HT,_, + 0. 013FL
4.3 DPABRAHAITE

2010 FEFHFBHER AP E S HFTHEEHK
HEVPE, ELMBAEH AL, @3 AR E
17 #1815 A B 5 SR AT X e 4 b, R B B S H0H
fritie, o7 LU A 0 B8 A 4 ol 1 A R
5 ¥ 2 B0 i 4 B S R T R

RASKERE" EONHRAMBBERESTE,
M2010 43 H % 5 A 7EH IR i E o o 9 st
el HEEHSARE (VMM EENERNER
Ze P UG 9 3R )00 B R B BUE IR R — 2 B
AL e ) KB 2 F5) Wk 3. HIBEHH AT, =
ap+ oy HT, , + o, FL %Y | FISTATA 10.1 L) [6] B 4 7 35
it H At 9 A~ 8 Y fi- b 13 1 7 B R Bl A RO i AT
MEEEHFEE, SERRLE4,

MEEZSHITSM T .
4.3.1 B8 o, WEEIF X

o kRS LMBEERNENHR. £H
2R E" 2010453 HI0OH 24 A7 H AR &
WM B  a,=0.281, EEE FTENMI“KER
" Ma, = 0.013, i1 F DELL 7£ Twitter | 3 47 14 18 %
HHEIIA“B/RPE"EET RAFA®, “#W/R P
BE] " E B TR PR A B R A B E e AR R R T, JR 18
By K0 —BUF . RE, 3R 2R P ET P
FLTT HT S B X FZ W — 4 HE 3 fE 4 ki
B, FFEPIESR B 1 R ZmMPF " IEM 458 .

B3 FER 7 A fE o, BT R B2 80
WA, B R L REBFLEE, & BUIEE
W RIS RRIT URE , RZ IR B3 P
RERAFN G EFLRMTT —— X RN EERXR,
H4 FEE AR H fH,, BAT, = a +a, HT, | +
o FL BB SRR, R T R 2 (WM P, £
MEHRLBEFLEEZ HMEArPRENEE S
REMERREN SIS B BHAT 8L (dh THT
SHT, , 8 — B @ BE P, E T8 AT, ik E) ,
P 4 op i g 78 AR [ B g B FL FIHT — — X B B 4 i
X&Ko

400
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%
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B3 RP2'WRPE"WFLS IT XRE
Figure 3 Relationship Chart of FL and IT
in Case 2 of “ DELL China”

RIVTHAERVRHEEHRINMNBER
Table 3 Observation Data Table of 10 Typical Enterprise Microblogging Marketing Cases

EHIFS ES B TR 5% TR B ] WML P38 22 Bt
1 K2Ry K2R 2009. 11. 16 —2009. 12. 04 38 5259
2 BRTPE DELL 2010.03. 10 —2010. 04. 07 50 8 976
3 WRBAT FK 2010.03. 16 -2010.04. 13 50 13 506
4 BREX TR KFR 2010.04. 15 —2010. 04. 21 12 430 785
5 BEBT ARIHRAT 2010. 04.27 -2010.05. 07 2 24 574
6 OPPO F41 OPPO F4 2010. 04. 06 —2010.04. 16 20 1134
7 —H{E5 A L= 1=y 2010.04.09 —2010. 04.23 24 7 944
8 RIS HE R T 2010.03. 18 —2010.05.19 96 6 680
9 HEshE KFC 2010.04. 12 -2010.05. 12 60 41 085
10 HEEPE BRI 2010.04. 12 -2010.05. 12 60 41 085
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T/ VTHERVREBEHRAYBLSOEILHR
Table 4 Data Regression Analysis Table of 10 Typical Enterprise Microblogging Marketing Cases

RHFE %zﬁﬁﬁi; " R 7% G e
FL 0.013 2. 690 0.011

1 0.992 0.997  HT,, 0. 830 15.770 0. 000
o 13. 168 2.100 0.043

FL 0. 281 4.990 0. 000

2 0.946 0.999  HT,, 0. 875 35.310 0. 000
HHOR - 812. 461 -3.620 0. 001

FL 0.209 1.530 0.133

3 0.970 0.998  HT,, 0.915 19. 760 0. 000
g el -2283.124 - 1.430 0.158

FL 2.174 0. 630 0.592

4 0.989 0.958  HT,, 0. 389 0. 550 0. 636
WHI - 875 023.400 - 0.610 0. 603

FL 0. 858 5.250 0. 000

5 0. 951 0.994  HT,_, -0.259 - 1.120 0.279
g el - 13 042. 090 -5.130 0. 000

FL 0.029 1. 000 0.332

6 0. 857 0.989  HT,_, 1. 030 18. 430 0. 000
o - 35.691 - 2.060 0. 055

FL -0.057 -0.210 0. 835

7 0.986 0.993  HT,, 1. 049 9. 830 0. 000
B 400. 694 0. 200 0. 841

FL 07812 —2.480 0. 015

8 0.994 0.999  HT,, 1. 047 115. 440 0. 000
HHOR -19.137 - 0. 790 0. 432

FL 0. 100 2.220 0. 031

9 0 0.999  HT,, 0. 984 128. 860 0. 000
B -3059.783 -2.070 0.043

FL 0.010 2. 490 0.016

10 0 0.98  HT,_ 0.808 24.380 0.000
W BT -98.371 ~0.830 0.410

WA, B34 6K AT " #2010 £ 3 A16 H =
4AB BFRNAELMBEST, o = 0.209, ;N
SR S5O E #H AL

HEEWEL T, o B 46U E 8 83
REEZNERG.

o, B, [ i o B/NEE 200 G0 E, 4 b BT B 4

W HA S R AT . e = 1 B HT, = o+ o FL,— T
.o SR, RABLFERER S, S{2HEFLBK,
o FL KBl E—r B EHERT, F 3 o /)
REHNAHE RO 2 BIRPE" Pa, = -812.461, F
Bl 3“ L RBFT” Fap=-2283. 124 ERHLEH 1 K&
A" Pay=13. 168 /ML  EHF IR WU A LR E 8
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Figure 4 Relationship Chart of FL and HT
in Case 2 of “DELL China”
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28 37 B — Mt A oMl B TS A R ORISR, B B
RERFSA FEREFEIL, CLHMEENSEEY
Py 3 B R .

4.3.2 B a WEEEX

a <ORFLWMBEHRRE, o BAT, , BHEM
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R0 BRI P IE——Ta < 0; R, “ FHEH
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Figure 5 Relationship Chart of FL and TT

in Case 9 and Case 10 of “ KFC China”
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of FL and HT in Case 10 of “ KFC China”

(4) £ oMb 518 22 0 45 35 BR

Y FTT FIFL f 8 A R4, £l 48 76 U1 b K 75
BEH L, BT MR & bR 6 B, i
TT #1 FL Xt HT W 8CKRAL, & T+ & g ma . £ K
S %2009 411 A B IR O B B K A0 B O
PHEAERA, KEBNPHEZRHEO 2% L
F 5 Shandwick ! & % { it 55 100} £ 4 4> b B Twitter I
P2 i B, KSR A Ak Y Twitter ik P AP,
50% /b F500 2 ¥y £ ,76% & 3> F 500 KM, X
RUF L RA AW I Ay 58 2 79538, 0F
Z H IR £ lk Twitter I P AR A 58 A4S B 3 4n fo] F A
MIET EESLE KR RIE Neuman™' 3 1 1 76 Jy
BRAGRZERL, \REIHXANERRELIBAE
HarBE, NEFEMBRE BAZEHE.XR
BEUWBEMXRBENER, AL EME L RERY
HUAMEGHERMLHETEELS TR, B S
MW RERAMKBEMZRMEERR; A, Riemer
SNV ARARMEFH R T, 8 o4l



54

KA N S SR AR 22 8 B S B B B R 81

8 5 R i A R E AL A0 R E A, SRR AT IR
M E 4 . DELL ££ Twitter | i B Zh BE4E T 6B F A
ZIrEMARBAETREBK, KEFG&EBE M
AR F B P, S R BES W e e 22, Bl
w1 AR

Gbprid, —Wr 8 EEERAT, = o+ o 4T, +
o, FL G885 1R 5 3 7 32 4 b U8B S5 30CR 58 4 it
MEPEHXR, M ENET REOBEFEHLE
wUHEN S TFRETACH S EEESLERE
PR A B LA R KHREE T 3T B9 4 olk SR B S BRI
AL & 7 3k [, 2 004 R 10 A4 1 8 52 )
NBEELHMEBEHRET S E 50, RARBR B
LHAME.

6 &ip

FAHREEFIRLBBAES L HIGENEH
Ao R e A & P R e AE R G A R T A ol RO A
BOR 5 k42 MR 60 5 B Eh AR R R A A A
30 B AN 2 57 & L, I 3 4ol o 7 S R Y 4R AR R
MEHEEN, BRI TEE.

(M ERSLEHERZNEPXRE
M. REEBGHE T H, A H,, 4l 57 2
FEEMLWE, EHTEERLEHWREERFER,
BEFEELNMENARES AE8RE ALETH
FONARFE M ERREERZ ,ER Al S E5E k4
R R G 3, YT BOR R e PR Y [A] 8
ARBRAETRLN AW EEE, Sd8enn
TR RO X 4 b & R R 7B B R o R B R RAE AL, K
HEEMERMBZESVHWEETE.

Q) ERehERLAERER. RE4
b 1 B R e ) R S ol & A Y TR R A R
ZPEBFEHX, HETHREEHNE AMTEER
MR ABRBRERET N LT, —ER
ELRSTLHVHMEEHVELHE, FHALH
K Al A B AR TF BERDR 22 RIPEIS R 8 KO
AL, DO AEC L MEES TR REFENZT)
PEF AR IE L5 . Aol B N i B AR R R 58 4 Y
H 4Gl MEESRERAOMRSH—HER A
EAHRX, RIMEE B2 RBRNEFHENE R
AR, B 8 SR M 22 B0 T AR AR W K R R ¢ E
Pha” Sl e A2l Ex,

(3) A oll okt 195 4 oFF W 22 4R 48 4 ol 5 B 50
o KREMEEENACHEMEMN L LTS, &)
FHzMERXZEBRAN, PRMBTFEETE
ZHRFEMELHN S, Ao, BLHE. & KR
EHE EFAENIEHEMELMEESES,
HE— 35 18 I8 22 5% DA T A b 7E BRI A 0 4% BE R
MRS % FHRAEETE  EEEME VA S
B RS, a5 0 % R T R
B, BdRBEEHREGRM M 2K EE,
EREERE AT EL S KEMAE RS
HNBAEAEE BB YW, K RE A DL B

MYrEmERSIEENRE EFEL TR,

(4) £l BB & 6 AT HE O K 300 o Rt S T B R o
HTRHANABAEBEAMELSHLZZERE
B R RCRAYE AL, 2 oll 76 1 b A A R W g 2 B
EAK RPN KA EZENSG R, A EETMET K
it R R 9 ol 07 2% U A 3 A ol PR O BR L O
JE W AL e R S E B 4l T R AR —
SHESEFIRE, BOSF A WEER, FRE
P YER AR FE e M R TR X A B A I DR B T
&, fEdl 1T AISAS # 5Y R B O ik i A S Mk B
PR P R B FE A ol Bof 18 AR ol T2 SR S0 AR
WA ERE N ERAT KO RECE &, &
st RO R, 8 SO G2 PR O I A R T Y AR
£

FERWHEEHT B, a0 RiETH W
Jr ) B R R WAE A A Al T 8 22 2 2 UCE B I K
Y FATE B K, e 9 7 L ) Lb B B2 2, BT LA A BF X %
H, fl Hy #4 T BAELKBRE, A EEHEEE S
B, Rt — B oy o vy Hy FHy 3400k 3
MEHMYRER, TRIERRZSRELREZRME.
FE & 25 o BT S F BLEEAT IR ABE ST s R B, B F 03
e S PR 16 , A 465 B rp B I G B 8 I B M 42 B9 HL B0 R
W22 = UK R B 22 1 R BRI & R
h HEFESELEFEESER, XBE@WAER
HRERZEBRETEZE,

2T UM:

(1] EXE. e BEEER KBS . RS HE
[M]. JE3% : W4 K2 M AR A, 2011:217-220.
Tang Xingtong. The big trend of social media market-
ing : Strategies and methods [ M ]. Beijing : Tsinghua
University Press,2011:217-220. (in Chinese)

[2] Israel S. Twitterville : How businesses can thrive in
the new global neighborhoods[ M ]. New York ; Port-
folio Hardcover ,2009.7.

[3] Hall S R. Theory and practice of advertising: A text-
book covering the development and fundamental prin-
ciples of advertising and methods of representative
advertisers [ M ]. New York: McGraw-Hill Book
Company , INc. ,1926.12-13.

[4] Lewis D, Bridger D. The soul of the new consumer :
Authenticity what we buy and why in the new econo-
my [ M ]. London: Nicholas Brealey Publishing,
2000:204-208.

[S] SkR. dEEMHERETAEXLI]. IR
4 ,2007(2) :92-93.

Zhang Lingyan. Dentsu reconstructs the model of con-
sumer’s behavior in network era[ J ]. Modern Adver-
tisement , 2007(2) :92-93. (in Chinese)

[6] Kobayashi Y. A study of engagement in Japan[]].
Aoyama Journal of Business ,2009,43(4) :39-60.

[7] Kobayashi N. AISAS incitement [ J ]. Advertising,



82

B BB (Jounal of Management Science)

2011 4£8 A

(8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

2006,14(2) :24-26. (in Japanese)

Ritsuya O. Media innovation and changes in consumer
behavior both key to future of advertising industry
[J]. Economy , Culture & History ; Japan Spotlight ,
2008,27(1) :12-13.

Fumito K. The modeling of AISAS marketing process
[J]. Journal of System Dynamics, 2009 (8):95-
102. (in Japanese)

PEE HER BEhBEBEREIELS
MESWMERTNZHFII]. TEEHE,
2009,32(2) .91-123.

Peng Yen-His , Tao Sheng-Ping. A study of informa-
tion searchers on cosmetic blogs ; Lifestyle and pur-
chase behavior [ J ]. The Journal of Advertising &
Public Relations ,2009,32(2) :91-123. (in Chinese)
Chang Y P, Yan J, Zhang J L, Luo J. Online in-
game advertising effect ; Examining the influence of a
match between games and advertising[ J ] . Journal of
Interactive Advertising ,2010,11(1) ;63-73.
KWV MEBESEHEHIM]. LR . HEX
2% HH R , 2007 :129-130.

Jiang Xuping. Internet integrated marketing communi-
cation [ M ]. Beijing: Tsinghua University Press,
2007 ;129-130. (in Chinese)

Barletta M. Marketing to women ; How to understand ,
reach , and increase your share of the world's largest
market segment [ M ]. 2nd ed. Boston; Kaplan
Business , 2006 : 94-99,

Verklin D, Kanner B. Watch this, listen up, click here.
Inside the 300 billion dollar business behind the media
you constantly consume[ M]. New Jersey: John Wiley
& Sons,2007;25-32.

Carvao S. Embracing user generated content within des-
tination management organizations to gain a competitive
insight into visitors’ profiles[ J]. Worldwide Hospitality
and Tourism Themes,2010,2(4) :376-382.

Fukui A, Okuda T, ldeguchi T,Tan X J. A predic-
tion method of the effect of online word-of-mouth on
information network resources [ ] ]. Information Pro-
cessing Society of Japan,2008,17(5) :149-152. (in
Japanese)

Lin Z X, Chen H. The applications of creative SMS
value-added service hased on web2.0 concept[J].
Journal of Science and Engineering Technology ,
2010,6(3) :55-64.

HER EEINENERT EREPAML:
RTFAWMEREWHHIC] /EBRMER
55 A E PR AR & B 3L : IEEE Press, 2010
39-42.

Su  Junbin. The
brought about by search engine : Based on an analysis
of Google advertising system [ C ] // International

disintermediation in advertising

[19]

(20]

[21]

[22]

(23]

[24]

[25]

[26]

[27]

(28]

Conference on Internet Technology and Applications.
Wuhan ; IEEE Press ,2010:39-42. (in Chinese)

Java A ,Song X D, Finin T, Tseng B. Why we Twit-
ter ; Understanding microblogging usage and communi-
ties[ C ] // Proceedings of the 9th WEBKDD and 1st
SNA-KDD Workshop 2007, New York : ACM Press,
2007 ;56-65.

Shandwick W. Do fortune 100 companies need a ven-
tion? [ EB/OL]. (2009-11-01). http: // www.
webershandwick.  com/ resources/ ws/ flash/ Twitter-
vention _Study. pdf.

Court D, Elzinga D, Mulder S, Vetvik O J. The con-
sumer decision journey [ EB/OL ]. (2009-06-01).
hitps ; // www. meckinseyquarterly. com/ The _consum-
er_decision_journey_2373.

Passant A , Bojars U, Breslin J G, Hastrup T, Stank-
ovic M, Laublet P. An overview of SMOB 2 . Open,
semantic and distributed microblogging [ C ] // The
4th International AAAI Conference on Weblogs and
Social Media. Washington : AAAI Press, 2010303 -
306.

Xu T Y, Chen Y, Fu X M, Hui P. Twittering by
cuckoo ; Decentralized and socio-aware online microb-
logging services[ C] // SIGCOMM’ 10 Proceedings of
the ACM SIGCOMM 2010 Conference on SIGCOMM.
New York ; ACM Press,2010:473-474.

Ehrlich K, Shami N S. Microblogging inside and out-
side the workplace [ C ] // The 4th International
AAAI Conference on Weblogs and Social Media.
Washington ; AAAI Press ,2010:42-49.

Heil B, Piskorski M. New research ; Men follow men
and nobody tweets [ EB/OL]. (2009-06-01). http ;
// blogs. hbr. org/es/2009/06/ new _ twitter _ te-
search_men_follo. html.

ER L. MEEZ WO HEE S5 [EB/OL].
(2009-11-27 ). http: // wangwuyi. blog. techweb.
com. en/ archives/39.

Wang Wuyi. An analysis of what factors effect mi-
croblogging [ EB/OL ] . (2009-11-27). http ; // wang-
wuyi. blog. techweb. com. en/archives/39. (in Chi-
nese )

. MEE S RAERBEMRIT]. F4i2
#,2010(4) .75.

Huang Shuo. An exploration of microblogging multi-
level communication model [ J ]. Youth Journalist,
2010(4) :75. (in Chinese)

T3, R Rk B F Ak 4 ML O 43 BT
WEBEET: L Sna AW, BH
15 48 =147 ,2010(6) :92-97.

Ping Liang , Zong Liyong. Research on microblog in-
formation dissemination based on SNA centrality anal-
ysis: A case study with Sina Microblog [ J ]. Docu-



54 1 KA N S SR AR 22 8 B S B B B R 83

ment , Information & Knowledge , 2010(6) :92-97. of Science and Technology. Taipei: NTUST Press,
(in Chinese) 2008 :;27-36. (in Chinese)
[29] JEF L. 2 T W& 69 & A 25 00 3F . & g8 [32] Buskitk E V. Gaming the system ; How marketers rig
Gtk [J]. W JF 8 # IR, 2000(6):9- the social media machine [ EB/OL]. (2010-07-07).
13. http : // www. wired. com/ epicenter/2010/07/ gam-
Fan Xiucheng. Measurement of customer-based brand ingthe - system - how - marketers - rig - the - social - media-
equity ; A brand association structure approach[ ] ]. machine .
Nankai Business Review, 2000(6):9-13. (in Chi- [33] Neuman W L. Social research methods ; Qualitative
nese ) and quantitative approaches [ M ]. 5th ed. Boston ;
[30] Cobb-Walgren C J, Ruble C A, Donthu N. Brand Allyn & Bacon Press,2002:79.
equity , brand preference , and purchase intent [ J ]. [34] Riemer K, Richter A. Tweet inside : Microblogging in
Journal of Advertising , 1995,24(3) :25-40. a corporate context [ C] // 23rd Bled eConference.
[B31] ILXF MRE. RBF) HESITHBORN Slovenia ; ATSeL,2010:1-17.
MEBERAERGETAERZERRZERR(C] [BS]EHH. MRS AEAEHFELEHILIRE
/2008 SR KFEE M RS AT T2 [EB/OL]. (2010-07-13). http: // www. webleon.
&t & B RHE o R, 2008 :27-36. org/2010/07/ blog- post. html.
Jiang Yiping , Sun Lianghui. An exploratory study for Wang Li’ ang. Some misunderstandings in social
how Google Adwords integrated marketing effect influ- media marketing estimation [ EB/OL ]. (2010-07-
ences web users [ C ] // Management New Thought 13). http: // www. webleon. org/2010/07/blog-
Academic Conference of National Taiwan University post. html. (in Chinese )

A Short-term Interactive Model on the Relationship between Enterprise
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Abstract ; Based on the attention-interest-search-action-share model, the influence of enterprise microblogging marketing effect
has complex processes of amplification and attenuation. However, the followers’ number of enterprise microblog is the main factor
to microblogging marketing effect. In order to make clear the quantitative relationship between the enterprise microblogging mar-
keting effect and the followers’ number, real data of 10 typical cases of enterprise microblogging marketing on Sina Microblog has
been collected to make empirical correlation and regression analysis. As a result, a short-term interactive model on the relation-
ship between enterprise microblogging marketing effect and followers’ number by means of the AR(1) model ( first-order auto-re-
gressive model) has been established, and then, the reasonability of this model has been verified. The findings show that (1)
there is a significant positive correlation between current effect of enterprise microblogging marketing and previous effect, and
(2) there is also a significant positive correlation between enterprise microblogging marketing effect and tweets’ number, also and
followers’ number. Obtained through further discussion about the applicable scope and influencing factor of the model, well-
known brands have first-mover advantage in microblogging marketing, big or small brands have different microblogging marketing
strategies, and enterprises should keep microblogging active to avoid its influence from natural attenuation over time, and take
microblogging as a long-term business strategy for brand building.
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