
麥格羅．希爾
Your Learning Partner





Integrated Marketing 
Communications and 

International Advertising
Chapter

16



整合式行銷溝通及國際廣告
Part IChapter

16

http://images.google.com/imgres?imgurl=http://www.vinternet.net/vin_img/vinternet_p_l01.gif&imgrefurl=http://www.vinternet.net/vin_html/vin_present1.html&h=352&w=383&sz=19&tbnid=sL1IA3osl2MJ:&tbnh=109&tbnw=118&start=5&prev=/images%3Fq%3Dmarketing%2Bcommunication%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8
http://images.google.com/imgres?imgurl=http://www.ammr.com/pictures/puzzle-2004.jpg&imgrefurl=http://www.ammr.com/&h=297&w=391&sz=38&tbnid=wLvUDSNE2EsJ:&tbnh=91&tbnw=119&start=16&prev=/images%3Fq%3Dmarketing%2Bcommunication%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8


芭比戰木蘭-全球化或本土化

Mattel等著名的玩具公司傳統上相信, 不
同國家地區的兒童偏好不同的玩具, 因
此,他們為世界各地的兒童設計生產不同
的玩具.

三年前的一項研究, 才讓Mattel了解到,
世界各地的兒童並不在意芭比的膚色. 

此些玩具公司逐漸轉向設計單一版本的
玩具, 並行銷全球

樂高玩具的主題
樂園. 目前於美國
加州. 歐洲…等地
共有四個園區

http://www.lego.com/eng/
http://www.mattel.com/index.asp


芭比戰木蘭

Rapunzel Barbie 
長髮芭比

Barbie今次飾演格林童話中著名的長髮
姑娘Rapunzel，被巫婆詛咒後囚禁在
守衛森嚴的叢林。她無意中發現一支
神奇畫筆，引領她巧遇年輕英俊的王
子，踏上變幻莫測的奇妙旅程……

單一版本玩具行銷全球

Rapunzel Barbie

去年秋天, Mattel於全
世界59個國家同時推
出上市. 這是Mattel公
司有史以來最大的一
項產品上市計畫. 自
上市後, 娃娃及相關
產品已為Mattel帶進2
億美金的營收, 而一
半的營收是來自海外.



芭比戰木蘭-全球化或本土化

影響兒童偏好改變
的二大因素:

1.傳播媒體的國際
化: 有線電視台.衛
星電視.電影.與網路
…(促銷管道)

2. 大型零售商的國
際擴張: 如 Wal-
Mart,玩具反斗城.家
樂福…等提供了玩
具公司全球性的通
路管道.(通路管道)



芭比戰木蘭

長髮芭比於全球推出時, 電視廣告
是以35種語言於各地播放, 而Mattel
芭比的網站也以8種語言推出長髮
姑娘的故事及游戲; 「Barbie 長髮
公主」電腦動畫DVD也同時推出,
更於某些國家的電影院上映.

「Barbie 長髮公主」DVD

芭比的網站



芭比戰木蘭-全球化或本土化

Jeff Gordon 24

有些玩具.游戲.或卡通人物
並不適合全球化.

歐洲兒童偏好Formula One
賽車模型而美國兒童則喜歡
Nascar賽車模型

武打造型或啦啦隊主題
的玩具, 美國兒童欣賞; 
歐洲兒童則不感興趣
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芭比戰木蘭-全球化或本土化

迪士尼的 “公主系
列”主要即是瞄準
的芭比所主宰的
玩具娃娃市場

迪士尼以文化
內涵來對抗芭
比的高根鞋和
手提袋
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整合式行銷溝通
(IMC; Integrated Marketing 

Communications)

廣告廣告

促銷促銷

貿易展貿易展

人員銷售人員銷售

直銷直銷

公共關係公共關係



The Marketing MixThe Marketing Mix

ProductProduct PricePrice

PromotionPromotion DistributionDistribution

PERCEIVEDPERCEIVED
VALUEVALUE



廣告

促銷公共關係

人員銷售

促銷(溝通)組合



2 Factors 
are Changing the Face of Today’s 

Marketing Communications:

Improvement in 
Information Technology

Has Led to 
Segmented Marketing
More Narrowcasting

Marketers Have Shifted
Away From Mass

Marketing
Less Broadcasting
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通訊技術的
進步使區隔
行銷更精確

企業逐漸揚
棄廣泛行銷

市場精細區隔的結果
使媒體亦零散化

The Changing Communications Environment
影響今日行銷溝通的兩大因素



Media Fragmentation (媒體零散化)
In the UK:
• 230 UK commercial TV channels (230個商業電視頻道)
• 250 commercial radio stations (250個電台)
• 3130 consumer magazines(雜誌:3130)
• 1300 regional and local papers(1300區域性與地區性報紙)
• More Sunday / daily supplements
• 136% increase in the volume of DM pieces
• 140,000 poster panels (140,000廣告看板)
• Incalculable numbers of websites
• Numbers of cinema screens up 80% in ten years
• Plus more music, video games and CD-roms….
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The Communication Process

Sender Encoding

Feedback Response

Noise

Message
Media Decoding Receiver

溝通理論-基本模型

行銷溝通模式
發訊者與收訊者、編碼與解碼、溝通訊息設計、溝
通媒介選擇、干擾與回饋



行銷溝通模式

• 典型的SMMR (Source-Message-Media-
Receiver)溝通模式

發訊者
或

溝通者

訊息：
內容與結構

媒介
(人員或
非人員)

收訊者
或

閱聽眾

回饋

編碼 解碼

干擾



Elements in the 
Communication Process

SENDER
(source)
SENDER
(source) EncodingEncoding DecodingDecoding RECEIVER(sRECEIVER(sMessage

Media

FeedbackFeedback
ResponseResponse

NoiseNoise



Source
Channel of

Message
Communication

Encode ReceiverDecode

Noise

Noise

Feedback loop
Noise

Fields of 
experience

The communication processThe communication process



(1)發訊者與收訊者

• 發訊者

– 溝通過程中，想要傳送訊息的個人或組織

– 組織→需有廣告代言人

• NIKE運動鞋→Michael Jorden
• 達美樂；泛亞電信；麒麟啤酒...

• 收訊者

– 溝通時所針對傳達訊息的目標對象

– 與涉入程度有關：低→視而不見、聽而不聞

– 創意手法呈現訊息、選用收訊者感興趣的媒體



(2)編碼與解碼
• 編碼

– 將發訊者要傳達的意思，轉換成訊息的溝通
形式

– 通常以文字或符號的形式呈現

– 關鍵不在於發訊者發送的是什麼，而是在於
收訊者收到的是什麼

• 解碼

– 收訊者將所接收的訊息，轉成其所能理解的
意思，受選擇性展露、扭曲及記憶之影響

– 牽涉到符號學：不同的社會或文化，可能對
相同的動作或符號賦予不同的意義



編碼與解碼

• 在廣告中，有兩個很重要的過程--譯碼和解碼，消費者
在看了一個廣告之後的解碼過程與廣告主原先譯碼時
所要他們接收的信息可能會是完全不一樣的，所以，
在廣告的基本原理中最重要的一環是消費者的解碼過
程

• 經由曝露、接收、注意、瞭解、接收與反駁、記憶、
訊息統合、態度、決定這些過程，可以知道消費者如
何處理向他們傳播的訊息，而在短短幾十秒的廣告
裡，要在消費者的心中留下一點印象，是非常不容易
的，而從中也可以看到消費者在接觸廣告到購買商品
時的心理歷程。



(3)溝通訊息設計

• 訊息內容

– 理性訴求：強調產品品質、價格、價值與功能

– 情感訴求：引起溫馨、歡樂、恐懼或悲傷情緒

– 道德訴求：導引價值判斷，例如反雛妓訴求

• 訊息結構

– 單面訴求與雙面訴求

– 論點表達順序

– 資訊數量

– 訊息重複性



(4)溝通媒介選擇(推廣組合)
• 人員推銷(Personal Selling)

– 一種付費的人員溝通方式，透過人員的溝通，
行銷人員企圖說服目標顧客購買產品

– 成本很高，但是可獲得立即回饋的雙向溝通

• 廣告(Advertising)
– 一種由特定廣告主經由付費的媒體，所做的非

個人單向的溝通

– 廣告媒體如電視、收音機、報紙、雜誌、郵購
信函、網際網路等



溝通媒介選擇 (Cont.)

• 公共關係(Public Relations)或公共報導

– 非付費(指媒體本身為非付費，而不是指進行
公共關係不必付費)的非人員溝通方式

– 關於公司相關的人事物、產品等資訊，以新聞
的形式出現於大眾媒體上，企圖塑造良好形象

• 銷售促進(Sales Promotion)
– 視市場狀況不定期實施，用來刺激需求，期使

需求能立即增加的一種短期工具

– 包括免費試用、競賽、抽獎、紅利、折價券…



(5)干擾與回饋

• 干擾

– 任何會妨礙、曲解或減緩資訊傳達的事物

– 光線、聲音、天候、多重訊息…
• 回饋

– 收訊者對訊息的反應

– 例如點頭、微笑、皺眉或手勢，用以判定溝通
的效果

– 當發訊者收到回饋時，整個溝通才算完整



Errors in CommunicationErrors in Communication
Errors in communication can happen in several ways:
1. the source may not adequately transform the 

abstract idea into an effective set of symbols,
2. a properly encoded message may be sent through 

the wrong channel and never make it to the 
receiver,

3. the receiver may not properly transform the set 
of symbols into the correct abstract idea, and

4. feedback may be so delayed or distorted that it is 
of no use to the sender.

溝通不良的原因



Message 
translated into 
appropriate 
meaning

Markerer with 
a product

Information 
source

Competitive acti-
vities, other sales-
people, confusion 
and so on

Evaluation of 
communications 
process and 
measure of action 
by receiver

Advertising 
Media and or 
personal 
sales force

Action by 
consumer 
responding to 
decoded 
message

Encoded 
message 
interpreted 
into meaning

Noise

Feedback

Message channel

Decoding

Receiver

Encoding

Cultural Context A Cultural Context B



整合式行銷溝通

With Integrated Marketing 
Communications (IMC), the 

Company Carefully Integrates and 
Coordinates Its Many 

Communications Channels to 
Deliver a Clear, Consistent, and 
Compelling Message About the 
Organization and Its Products.

企業將其各種與消費者溝通的管道予
以整合, 而使傳播出去有關企業或產
品的訊息能具說服力.明確且一致.



整合式行銷溝通

Integrated marketing communications 
refers to the concept of designing 
marketing communications programs 
that coordinate all promotional activities 
-- advertising, personal selling, sales 
promotion, public relations, and direct 
marketing -- to provide a consistent 
message across all audiences. 



Integrated Communications 
Strategy Planning

• “Whether it’s called the ‘holistic approach’ or 
‘360 degree thinking or through / before / around 
/ beyond-the-line’, integration is the new black”

Marketing Direct, 2003
有人稱之
整體式行銷,全方位行銷,
360度行銷



整合式行銷溝通

Successful IMC programs use a process referred to 
as the IMC audit, which
a. analyzes the internal communication network of 

the company, 
b. identifies key audiences, 
c. evaluates customer databases, 
d. assesses messages in recent ads, public relations 

releases, packaging, video news releases, signage, 
sales promotion pieces, and direct mail, 

e. and determines managers’ knowledge of IMC.
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Integrated Marketing Communications



整合式行銷溝通組合(促銷組合)

Product’s 
Design

Product’s 
Price

Product’s 
Package

Stores that Sell 
the Product



整合式行銷溝通



整合式行銷溝通
Globally Integrated Communication

Advertising

Global Marketing
Communication

Sales 
Promotion

Public 
Relations

Personal 
Selling

Direct 
Marketing



整合式行銷溝通

於許多市場, 溝通管道的有無是影響是否進
入該市場的重要因素. 例如, 許多玩具廠商
皆同意, 若無電視廣告, 玩具銷售將很難成
功.
對許多企業而言, 最重要的溝通管道是廣告
與人員銷售.



推廣組合比較

比較因素 人員推銷 廣告 公共關係 銷售促進 
閱聽眾 少(一對一) 大量 大量 視情況而異 
訊息 特定 單一 單一 視情況而異 
接觸每位顧客成本 高 低 利用媒體無成本；若

是出版品則中等 
中等 

贊助者 企業 企業 無正式的贊助者 企業 
修改彈性 高 低 低 中等 
內容控制性 高 高 無 高 
可信度 中等 中等 高 中等 
主要目標 與個別顧客接觸以

解答疑問、完成銷售

以大眾媒體在合理

成本吸引大量顧客 
藉由獨立的報告訊

息以接觸大量顧客 
刺激短期銷售、 
增加衝動型購買 

實例 零售商店銷售員 電視、廣播 新聞報導 商展折扣 
資料來源：Evans, J. R., and Berman, B., Marketing, Macmillan Publishing Company, New York, 1987. 



各種溝通管道的特性

Promotional Mass Versus
Element Customized Payment Strengths Weaknesses          
Advertising mass fees paid for - efficient means - high absolute

space or time for reaching costs
large numbers - difficult to
of people receive good

feedback
Personal Selling customized fees paid to - immediate - extremely

salespeople as feedback expensive per
either salaries or - very persuasive exposure
commissions - can select - messages may

audience differ between
- can give complex salespeople

information

(泛行銷或可量身定做) (優點) (缺點)



各種溝通管道的特性

Promotional Mass Versus
Element Customized Payment Strengths Weaknesses
Public Relations mass no direct - often the most - difficult to get

payment credible source media
in consumer’s cooperation        
mind

Sales Promotion mass wide range of - effective at - easily abused
fees paid, changing - can lead to
depending on behavior in short   promotion 
promotion run wars
selected - very flexible - easily 

duplicated

http://images.google.com/imgres?imgurl=http://www.rowan.edu/elan/communic/tful.jpeg&imgrefurl=http://www.rowan.edu/elan/communic/tfulg.htm&h=448&w=576&sz=81&tbnid=_sXO5wKlZjkJ:&tbnh=102&tbnw=131&start=6&prev=/images%3Fq%3DPublic%2BRelations%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8
http://images.google.com/imgres?imgurl=http://www.gov.on.ca/citizenship/english/citdiv/voluntar/public_relations_toolkit.jpg&imgrefurl=http://www.gov.on.ca/citizenship/english/citdiv/voluntar/prkit.htm&h=207&w=250&sz=16&tbnid=mbHCp_Jx0wwJ:&tbnh=87&tbnw=105&start=38&prev=/images%3Fq%3DPublic%2BRelations%26start%3D20%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN
http://images.google.com/imgres?imgurl=http://www.aldag.net/fastfoodeasel.jpg&imgrefurl=http://www.aldag.net/promotio.htm&h=1333&w=838&sz=258&tbnid=F7Ug9jxfaKYJ:&tbnh=149&tbnw=94&start=4&prev=/images%3Fq%3DSales%2BPromotion%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8
http://images.google.com/imgres?imgurl=http://www.longservice.com/assets/press/eSalesPromotionApril03.jpg&imgrefurl=http://www.longservice.com/press/sales_prom_apr03.asp&h=766&w=600&sz=92&tbnid=Bd2lKgHmc5AJ:&tbnh=139&tbnw=109&start=19&prev=/images%3Fq%3DSales%2BPromotion%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8


各種溝通管道的特性

Promotional Mass Versus
Element Customized Payment Strengths Weaknesses
Direct Marketing customized cost of - messages can be - declining

communication prepared customer
through mail, quickly response
telephone or - facilitates - database
computer relationship management

with customer is expensive
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AdvertisingAdvertising

Personal 
Selling

Personal 
Selling

Sales
Promotion

Sales
Promotion

Public
Relations

Public
Relations

Direct
Marketing

Direct
Marketing

Reaches Many Buyers, Repeats 
Message Many Times, Impersonal, 

Expensive

Reaches Many Buyers, Repeats 
Message Many Times, Impersonal, 

Expensive
Personal Interaction, Relationship 
Building, Most Expensive Promo 

Tool

Personal Interaction, Relationship 
Building, Most Expensive Promo 

Tool

Wide Assortment of Tools, Rewards 
Quick Response, Efforts Short-Lived
Wide Assortment of Tools, Rewards 
Quick Response, Efforts Short-Lived

Very Believable, Dramatize a 
Company or Product, Underutilized

Very Believable, Dramatize a 
Company or Product, Underutilized

Nonpublic, Immediate, Customized, 
Interactive

Nonpublic, Immediate, Customized, 
Interactive

各種溝通管道的特性



The Promotion Decision ProcessThe Promotion Decision Process

Corrective actions                   Corrective actions

Planning
Developing the 
Promotion Program
- identify the target

audience
- specify the objectives
- set the budget
- select the right

promotional elements
- design the promotion
- schedule the promotion

Implementation

Executing the
promotion program
- pretest the

promotion
- carry out the

promotion

Control

Evaluating the
promotion program
- posttest the 

promotion
- make needed 

changes

IMC實施程序

規劃 執行 控制



整合式溝通規劃

• Starts with the basics:
– What is our business idea
– What is our sustainable difference
– What is our vision and mission
– What is our promise to our customers

• It is about:
– Generating ideas that solve business problems and help realise 

ambitions
– Building a picture of how a brand should behave, communicate 

and sell with its own people, stakeholders and customers
– Coherent messaging 

規劃時需先考慮組織
的目標.任務.競爭優
勢.及對顧客的承諾



The Elements of 
Communications Planning

Brand reputation

Customers’ lives Media & 
Technology



IMC Strategic Planning Process (IMC規劃程序)

1. Set communication goals (設定溝通目標).

2.    Determine roles for each medium (決定每個管道應扮
演的角色).

3.    Create messages (擬定溝通訊息).

4.    Place messages in appropriate media (選定適當的媒
體).

5.    Measure results (評估結果).

6.    Make adjustments in messages and/or media (修正訊
息及媒體選擇決策).



The Communications Strategy 
Planning Process (IMC規劃程序)

Optimisation of agreed 
media mix

Development of media 
neutral big idea

Lay down of final media 
plan

Media buying

Development of media 
specific creative

Pre-testing of 
campaign mix

Neutral 
Team 

reviews 
brand

Evaluation 
including 
Modelling 
Tracking 

Sales ROI

C
am

paign

Source: Tina Kaye and Alan Wilson in The Communications Challenge 



整合式行銷溝通

In putting together the promotion mix, a marketer must 
consider:

1. The balance of elements, such as which element should 
be emphasized and to what extent;(規劃時需注意各個管

道間的平衡, 那一個管道需強調? 至何種程度? ) 

2. Because the various promotional elements are often the 
responsibilities of different departments, coordinating a 
consistent promotional effort is necessary.(由於不同管

道可能隸屬不同部門, 因此需加以整合)



Factors that influence the use of promotional tools
影響使用各種溝通管道的因素

The promotional mixThe promotional mix

AdvertisingAdvertising Personal 
selling

Personal 
selling

Public 
Relations
Public 

Relations
Sales 

promotion
Sales 

promotion

Balance considerations
• Target audience
• Product life cycle
• Product characteristics
• Stages of the buying decision
• Channel strategies

Balance considerations
• Target audience
• Product life cycle
• Product characteristics
• Stages of the buying decision
• Channel strategies

Integrated Marketing
Communications Program

Integrated Marketing
Communications Program

Direct
Marketing

Direct
Marketing

·目標客戶
·產品生命週期
·產品特性
·購買決策階段
·通路策略



影響使用各種溝通管道的因素-
目標客戶(The Target Audience)The Target Audience)

Promotional programs may be 
directed at the ultimate consumer 

or an intermediary, or both.
可能是針對中
間商或消費者



Advantages to Segmenting 
Markets(市場區隔化的優點)

Helps identify strengths/weaknesses
Identifies best set of customers
Clarifies marketing objectives
More precise budgeting
Links strategies and tactics to a specific 
group



What Is Needed For 
Segmentation?

Measurability
Accessibility
Substantialness
Durability
Differential response
Homogeneous



Business Segmenting

Variables 
for Segmenting 
Organizational 

Markets

Geographic
Location

Type of 
Organization

Customer
Size

Product 
Use



OH 1OH 1--77

Advertising’s Role in SDP Marketing

(Heterogeneous > Homogeneous)(Heterogeneous > Homogeneous)

(Perceived as different or unique)(Perceived as different or unique)

•• Distinct from Distinct from 
other brandsother brands

•• Occupies a Occupies a 
““valuevalue”” levellevel

•• External niche External niche 
vs. Internalvs. Internal



Audience Categories

Household ConsumersHousehold Consumers

Business OrganizationsBusiness Organizations

ProfessionalsProfessionals Trade ChannelsTrade Channels

Government EntitiesGovernment Entities



1.1. GlobalGlobal
2.2. InternationalInternational

3.3. NationalNational
4. 4. RegionalRegional

5.5. LocalLocal

Audience Geography



Promotional Tools used over the Product Life Cycle of Promotional Tools used over the Product Life Cycle of Purina Purina 
Puppy Chow (Puppy Chow (影響使用各種溝通管道的因素-產品生命週期)

Introduction

Growth Maturity

Decline

To inform To persuade To remind

Stage of
product

life
cycle

Promotional
objective

Promotional
activity

• Publicity in
veterinary
magazines

• Advertising
• Salesforce calling
• on intermediaries
• Sales promotion

in form of
free samples

• Personal selling
to intermediaries

• Advertising to
differentiate
Puppy Chow
attributes from
those of
competing
brands

• Reminder
advertising

• Sales promotion in
form of discounts
and coupons

• Limited personal
selling

• Direct mail
reminders

• Little
money
spent on
promotion

(溝通目標)

(告知) (說服) (提醒)

(溝通活動)

(不同產品生命週期階段溝通管道使用情況)



International Product Life Cycle

$ Trade $ Sales

PLC

IPLC

Exports=Imports Line

Time

Country 
Monopoly 
Over the
Industry

Company
Monopoly
Over The
Product

Individual
Monopoly 
Over The
Technology

Net Revenue 
From Trade
For the First 
Mover Nation



Product CharacteristicsProduct Characteristics
影響使用各種溝通管道的因素-產品特性

3 Specific types of Product Characteristics to be 
considered:
1. Complexity of the product/service(產品複雜程度)
2. Degree of Risk represented by the product/ 

service purchase (購買產品的風險)
a.  financial risk
b.  social risk
c.  physical risk

3. Ancillary services with the product/service(附帶

的服務)



Stages of the Buying DecisionStages of the Buying Decision
影響使用各種溝通管道的因素-購買決策階段

The importance of the promotional elements varies 

with the three stages in a consumer’s purchase 

decision:(不同階段, , 不同溝通通路的重要性不同)

1. Prepurchase stage (購買前)

2. Purchase stage(購買)

3. Postpurchase stage(購買後)



Consumer Buying Decision Process
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購買決策程序



Step 2:  Information Search
購買決策程序-資訊蒐集

Internal search
Evoked set
External search

Ability to search
Motivation

Level of involvement
Need for cognition
Shopping enthusiasm

Perceived cost/benefit
High involvement
Low involvement



Attitudes and Values
Attitudes
Attitude sequence

Affective  Cognitive  Conative
Affective  Conative   Cognitive
Conative  Cognitive  Affective

Values



Information Processing
Elaboration Likelihood Model (ELM)

Central route
Peripheral route

Hedonic, Experiential Model (HEM)
Central route
Peripheral route

Route depends on
Motivation
Ability



Step 3: Evaluation of Alternatives

Evoked set method.
Evoked set
Inept set
Inert set

Multiattribute approach.
Affect referral

購買決策程序-評估方案



Step 4:  Purchase Decision
購買決策程序-購買

Alternate purchases
Temporary change in consumer’s situation.
Desire for variety.
Impulse purchase.
Marketing communication material.
Influence of friend or relative.



Step 5:  Postpurchase Evaluation
購買決策程序-買後評估

Evaluation of product performance.
Cognitive dissonance.
Impacts future purchases.
Impacts word-of-mouth communications.



How the Importance of promotional elements varies How the Importance of promotional elements varies 
during the consumerduring the consumer’’s purchase decisions purchase decision

Prepurchase Purchase Postpurchase

Personal selling

Sales promotion

Advertising

Im
po

rt
an

ce
 o

f p
ro

m
ot

io
na

l t
oo

l
High

Low

Stage of consumer’s purchase decision

Direct Marketinng

Public Relations

影響使用各種溝通管道的因素-購買決策階段

(購買決策階段)

(各種溝
通管道
的重要
程度)



A comparison of push and pull promotional strategiesA comparison of push and pull promotional strategies

ManufacturerManufacturer

WholesalerWholesaler

RetailerRetailer

ConsumerConsumer

Flow of
promotion;
mainly
personal
selling
directed to
intermediaries

Flow of
demand

stimulation

ManufacturerManufacturer

WholesalerWholesaler

RetailerRetailer

ConsumerConsumer

Flow of
promotion;
mainly 
advertising
directed to
consumers

Flow of
demand

stimulation

A. Push strategy B. Pull strategy

影響使用各種溝通管道的因素-通路策略



Push Versus Pull Strategy

Producer

Producer

Interme-
diaries

Marketing
activities

End users
Marketing
activities

Demand Interme-
diaries

Demand

Push Strategy

Pull Strategy

End users

Marketing activities

Demand



Push versus Pull Promotion Strategy



Push versus Pull Strategies(推或拉策略)
The main choice with regard to communication 
strategy is between a push strategy and a pull 
strategy. 

A push strategy emphasizes personnel selling 
whereas a pull strategy emphasizes mass media 
advertising.  The choice between push and pull 
strategies depends upon product type and consumer 
sophistication, channel length, and media availability.

Product Type and Consumer Sophistication
A pull strategy is generally favored by firms in 
consumer goods industries that are trying to sell to a 
large segment of the market.  In contrast, firms that 
sell industrial products or other complex products 
favor a push strategy.



Push versus Pull Strategies
Channel Length

Using direct selling to push a product 
through many layers of a distribution 
channel can be very expensive.  In such 
circumstances, a firm may try to pull its 
product through the channels by using 
mass advertising to create consumer 
demand.

Media Availability
A pull strategy relies on access to 
advertising media.  A push strategy is 
more attractive when access to mass 
media is limited. 



The Push-Pull Mix
Push strategies tend to be emphasized more 
in the following circumstances; 

for industrial products and/or complex new 
products, 
when distribution channels are short 
when few print or electronic media are available.  

Pull strategies tend to be emphasized more 
in the following circumstances: 

for consumer goods products,
when distribution channels are long 
sufficient print and electronic media are available 
to carry the marketing message.



Global Communication Decisions

Message

Decisions

Target 
Audience

Media

Budget

Strategy

Objectives

全球性整合式溝通策略構面

溝通訊息

溝通目標

預算

溝通策略媒體選擇

目標觀眾



Decide on Explicit Communications MixDecide on Explicit Communications Mix

Advertising
Public, Pervasive, Expressive, Impersonal

Advertising
Public, Pervasive, Expressive, Impersonal

Sales Promotion
Communication, Incentive, Invitation

Sales Promotion
Communication, Incentive, Invitation

Public Relations & Publicity
Credibility, Surprise, Dramatization
Public Relations & Publicity

Credibility, Surprise, Dramatization

Personal Selling
Personal Confrontation, Cultivation, Response

Personal Selling
Personal Confrontation, Cultivation, Response

Direct Marketing
Nonpublic, Customized, Up-to-Date, Interactive

Direct Marketing
Nonpublic, Customized, Up-to-Date, Interactive
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整合式行銷溝通
(IMC; Integrated Marketing 

Communications)

廣告廣告

促銷(銷售促進)促銷(銷售促進)

貿易展貿易展

人員銷售人員銷售

直銷直銷

公共關係公共關係



1. Getting customers to try a new service or menu item (引誘消費
者嘗試/試用新產品).

2.  Increasing off-peak sales (增加離峰時段.季節的銷售).
3.  Increasing sales in periods that coincide with major

events, vacations, or special occasions (於特別節日.慶
典.事件. 活動時, 增加銷售).

4.  Encouraging travel intermediaries to make an effort to
sell services.

5.  Helping sales representatives get business from
prospects (協助銷售人員銷售).

6.  Facilitating intermediary sales.

Sales Promotion促銷(銷售促進) -Roles of Sales Promotion



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

銷售促進的目的(角色): 引誘
消費者嘗試/試用新產品

廣告語：請不要與用過本產品的
女子調情，她也許就是你的祖母
。



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

情人節33朵金莎巧克力花束

產品編號： NYF116

市售定價： NT$2200 元現在特價
：NT$1990 元

產品簡介：情人節33朵金莎巧克力
花束,火紅色的外包裝,代表妳我幟
熱的心...

廣告語：別便宜了那小子！

銷售促進的目的(角色):於特別節日.慶典.事件. 
活動時, 增加銷售



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

有翅膀的天使熊花束
產品編號： bear01
市售定價： NT$2800 元
現在特價：NT$2499 元
產品簡介：愛的天使小熊飛到你
倆身邊帶給您無限的祝福. 每一
隻小熊都有翅膀ㄛ

銷售促進的目的(角色):於特別節日.慶典.事件. 
活動時, 增加銷售

廣告語：送幾朵花給你的情人吧，
但，…不要忘了你的妻子。



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

奧運是品牌國際化的傳播平
臺。電視的普及和傳播技術
的進步，打破了比賽的時空
局限性，大大地增強了奧運
對社會的影響力。借助體育
賽事開展的行銷活動不僅能
吸引消費者的目光，達到提
高銷售額和利潤的目標，更
重要的是體育運動所推崇的
公正、公平更能使廠商的宣
傳效果和品牌價值提升到較
高的水準。

銷售促進的目的(角色):於特別節日.慶典.事件. 
活動時, 增加銷售



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

在奧運行銷活動中，應貫
徹整合行銷傳播的理念，
把奧運行銷傳播置於公司
整合行銷傳播的主幹線上
。以奧運為平臺、以消費
者為核心，重組企業的各
種行為和行銷行為，綜合
協調地使用各種形式的傳
播方式，以統一的目標和
統一的傳播形象、傳播一
致的產品資訊和品牌資訊
，實現與消費者的雙向溝
通，迅速樹立產品和品牌
在消費者心目中的地位，
更有效地達到行銷傳播和

產品行銷的目的。



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion
今年雅典奧運聖火傳
遞活動贊助者可口可
樂在傳遞火炬的每一
個城市都組織了大型
宣傳活動，並針對不
同國家採取不同的行
銷方式。可口可樂總
共動用了200多個國

家的組織系統，其中
27個傳遞火炬的國家
的可口可樂系統更是
幾乎全部出動，共有
幾萬名可口可樂員工

參與。

銷售促進的目的(角色):於特別節日.慶
典.事件. 活動時, 增加銷售

資料顯示，1996年亞特蘭大奧運會期間
，作為全球贊助商的可口可樂公司當
年在第三季度贏利增加了21%，達到
9.67億美元，而同期其競爭對手百事可
樂的利潤下降了77%.



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

一起看奧運: 我們的目標



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

銷售促進的目的(角色):於特別節日.慶典.
事件. 活動時, 增加銷售

廣告語：只有暫時的領先，沒有永遠的落後。

即將開學前是
文具.辦公用品
.電腦…等用品
的銷售旺季,因
此許多公司都
會適時推出
“BACK-TO-
SCHOOL”促銷
活動



銷售促進的目的(角色):於特別節日.慶典.事件
. 活動時, 增加銷售

Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

台鐵推出『永保
安康』紀念車票
後,獲得廣大的回
響 ,後來又陸續推
出『追分成功』
『和平永樂』等
具有吉祥意味的
紀念車票,為配合
考生還推出了『
慶中台大』『追
分成功』並在車
票日期上印製七
月一日, 為台鐵增
加了1100萬元的
收入. 

http://sksk.in2000.com/index12.htm


Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

銷售促進的目的(角色):增加離峰時段.季節
的銷售

廣告語：除了腳印什麼也別留下，除了照片什麼也別帶走。

http://www.avis.com/AvisWeb/home/AvisHome


Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

Discounted food such as clams, cheeseburgers and 
potato skins are part of the happy hour at Spenger

銷售促進的目的(角色):增加離峰時
段.季節的銷售

除了用餐時段外,偌
大的餐廳通常空無
一人. 因此, 世界各
國許多餐廳.酒吧…
於下午至晚餐時段
通常都有 “Happy 
Hour”

廣告語：請來本店用餐吧
！不然你我都要挨餓了。



Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

IBM SureOne®是一種價格合理的整合式
銷售點平台，專為滿足有限預算與空間
之零售業者的需要而精心設計和製作

如需更多資料
如欲進一步了解IBM SureOne品或其他
IBM銷售點解決方案，請與當地的IBM公
司業務代表聯絡，或請訪問我們的網站
︰

ibm.com/industries/retail/storee

銷售促進的目的(角色):
協助銷售人員銷售

廣告語：本產品在各地的維修人員是
世界上最寂寞的一群人。

http://images.google.com/imgres?imgurl=http://www.cnnfn.com/2004/02/24/images/flash/ibm_logo.03.jpg&imgrefurl=http://www.cnnfn.com/2004/02/24/images/flash/&h=161&w=215&sz=5&tbnid=H2NQZ_4VDJsJ:&tbnh=75&tbnw=100&start=5&prev=/images%3Fq%3DIBM%2Blogo%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8


Sales Promotion促銷(銷售促進) -Roles of Sales Promotion

為回饋鄉親，舉行開幕慶
的橋頭店、東勢店、新竹
經國店等門市，更備有8
重超值好康迎接老主顧舊
會員，並且歡迎顧客現場
加入成為燦坤會員！
第一重好康，爆米花免費
大請客, 第二重好康，來
店禮相贈.第三重好康，
一元競標 ,…

銷售促進的目的(角色):將公司商店介
紹給顧客



• Select media for distributing promotions (選擇媒體).
• Decide on timing of sales promotions and 

merchandising (決定推出時機).
• Pretest sales promotions and merchandising(推出前的

前期測試).
• Prepare final sales promotion and merchandising plan 

and budget (計畫包括預算定案).
• Measure and evaluate sales promotion and 

merchandising success (衡量與評估效果).

Sales Promotion促銷(銷售促進)- Steps in 
Developing a Sales Promotion (發展銷售促進方案步驟)



• 消費者促銷(Consumer Sales Promotion)工
具：針對最終的消費者市場
– 折價券(Coupons)、贈品(Premiums)、樣品

(sampling)
– 愛用者回饋計畫(Frequent-User Incentive 

Programs)
– 競賽(Contests)與抽獎(Sweepstakes)
– 店頭展示(Point-of-Purchase Displays)
– 搭配促銷(Tie-in Promotion)︰自家搭配 or 聯外

搭配促銷

– 現金還本(Refund)與現金退回(Rebate)

Sales Promotion促銷(銷售促進方法)



• 交易促銷(Trade Sales Promotion)工具：以
行銷通路成員(批發商與零售商)為對象
– 交易折讓(Trade Allowances)：製造商提供中間

商價格之折扣，以換取特別的配合措施，例如
較佳的貨架空間、購買一定數量的某項商品等

– 推動獎金(Push Money)：例如Pub每收集一個
飲料瓶蓋，便提供一定獎金給服務員，以鼓勵
多為客人開瓶

– 銷售競賽：根據中間商在一定期間的銷售業績
給予獎金或獎品

– 免費商品(Free Merchandise)：例如飲料每訂20
箱則免費送1箱

– 商務會議、商展、貿易展覽會：例如國際影展



• Special communication methods: Give the promoter 
additional options of communicating with potential 
customers and travel trade intermediaries.

• Special-offer promotions: Short-term inducements given 
to customers, travel trade intermediaries, and sales
representatives. Generally, some type of action must 
take place from the potential customer.

銷售促進方法也可分成特殊溝通方法(Special communication 
methods)與優惠促銷促法(Special-offer promotions)

Sales Promotion促銷(銷售促進)-Difference 
between Special Communication and Special Offer Promotions



• Specialty advertising
• Sampling
• Trade and travel show exhibits
• Point-of-purchase displays and other merchandising materials
• Point-of-purchase demonstrations
• Educational seminars and training programs
• Visual aids for sales representatives

Sales Promotion促銷(銷售促進)- Special 
Communication Methods 特殊溝通方法



Sales Promotion促銷(銷售促進)-優惠促銷促法

(Special-offer promotions)

• Coupons
• Price-offs
• Premiums
• Contests, sweepstakes, and games
• Recognition programs
• Continuity programs
• Gift certificates



Sales Promotion促銷(銷售促進)-消費者促銷工具

折價券 競賽(Contests)與抽獎

折扣
贈品(Premiums)

搭配促銷
(Tie-in 
Promotion)

折價券

http://images.google.com/imgres?imgurl=http://www.lowcomdom.com/graphics/cents_off.gif&imgrefurl=http://www.lowcomdom.com/press/letters/b_j/letter_3.html&h=258&w=261&sz=23&tbnid=WgLdqXYIPVwJ:&tbnh=105&tbnw=106&start=3&prev=/images%3Fq%3Dcents%2Boff%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8
http://images.google.com/imgres?imgurl=http://www.projector-window.com/projector/sony/sony-image/031212-cx6-prom.gif&imgrefurl=http://www.projector-window.com/projector/sony/sony-land/sony-land.htm&h=519&w=750&sz=63&tbnid=Uz6FKQZKKU0J:&tbnh=96&tbnw=138&start=2&prev=/images%3Fq%3D%25E4%25BF%2583%25E9%258A%25B7%25E6%25B4%25BB%25E5%258B%2595%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8


Sales Promotion促銷(銷售促進)-消費者促銷工具

競賽(Contests)與抽獎;搭配促銷
(Tie-in Promotion)



Sales Promotion促銷(銷售促進)-消費者促銷工具

愛用者回饋計畫- Northwest Airlines' 
frequent flyer program 

贈品(Premiums)

現金退回(Rebate)

也是愛用者回饋計畫?

http://images.google.com/imgres?imgurl=http://www.pconline.com.cn/market/gz/shoppingguide/qita/0401/pic/n2.jpg&imgrefurl=http://www.pconline.com.cn/market/gz/shoppingguide/qita/0401/268386.html&h=300&w=400&sz=22&tbnid=YnDKBo3X4osJ:&tbnh=90&tbnw=120&start=36&prev=/images%3Fq%3D%25E4%25BF%2583%25E9%258A%25B7%25E6%25B4%25BB%25E5%258B%2595%26start%3D20%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN


Sales Promotion促銷(銷售促進)-消費者促銷工具

店頭展示(Point-of-Purchase Displays)



Sales Promotion促銷(銷售促進案例-免錢的尚蓋甜)

如果是新產品或公司的
佔有率還很低時, 提供免
費樣品是一個不錯的銷
售促進方法. 雀巢公司開
拓法國的嬰兒食品市場
就是一例.

法國嬰兒食品市場是由
Gerber所主宰. 雀巢公司
即利用法國夏天的渡假
熱潮, 於高速公路沿線設
立休息站, 讓那些為塞車
所苦的家長能帶著嬰兒
至休息站換尿布, 並試用
雀巢的嬰兒食品.

於64個休息區,總共有12
萬個嬰兒造訪,並發出了
60萬瓶樣本.

http://images.google.com/imgres?imgurl=http://www.extrade.ru/pictures/gerber_logo.gif&imgrefurl=http://www.extrade.ru/html/proizvod.htm&h=136&w=138&sz=7&tbnid=7_tzGcKgdmgJ:&tbnh=85&tbnw=86&start=68&prev=/images%3Fq%3Dgerber%2Blogo%26start%3D60%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN


Sales Promotion促銷(銷售促進案例-開發中國家)
於較落後地區, 溝通媒體的種類
較少, 因此企業通常需增加其銷
售促進預算. 例如, 於中南美洲
的某些鄉下地區, Pepsi與Coke都
是利用巡迴於不同鄉村的嘉年
華活動團體做廣告. 將公司的標
誌等漆於車隊的車體上. 

此外,此些團體每到一個村落, 通
常不是放映電影, 就是提供一些
娛樂節目.而入場券就是一罐自
當地零售店買來的未開罐Pepsi
或Coke.入場時, 觀眾用未開罐
Pepsi或Coke交換一罐冰涼的
Pepsi或Coke, 而且, 還有一張免
費再來一罐的折價券.卯死! 有看又有拿



Special Communications Methods : Roles and Advantages

• Specialty Advertising

– Role:

Free items given to potential 
customers or travel trade intermediaries.

– Advantage: 

Flexibility of use.

http://www.mds123.com/product_detail.asp?ItemNo=4197
http://www.mds123.com/product_detail.asp?ItemNo=5242


Special Communications Methods : Roles and Advantages

• Sampling

– Role:

Giving away free samples of items to encourage sales, or
arranging in some 
way for people to try all or part of a service.

– Advantage: 

Gives the recipient a first-hand look at the product and
encourages future sales if the recipient is pleased with the
services offered.



Special Communications Methods : Roles and Advantages

Trade and Travel Show Exhibits

– Role:
Bringing together all parts of the industry (suppliers, carriers,
intermediaries, and destination marketing organizations) at one
location to show-off their services.

– Advantage: 
They offer the exhibitor a highly specialized target audience and an
efficient alternative to making sales calls to thousand of prospects.



Sales Promotion: Trade Shows(貿易展)

Importance
• Buyer depend on trade shows
• Trade shows create dialogue
• Trade shows reach new prospects
• Trade shows strengthen customer relationships
• Building relationships with trade press



Trade Shows 



Trade Shows



Special Communications Methods : Roles and Advantages

• Point-of-Purchase Demonstrations

– Role:

Provides the customer with up-to-date and current sales
promotions while visiting establishment. 

– Advantage: 

Entices and encourages patrons to purchase a service on the
spot. 



Point-of-Purchase Demonstrations

http://ad.adver.com.tw/adver/Rnams/K~/123/pchome_default31348~http://w3.epson.com.tw/imaging/event/2004-contest/index-pchome.htm


Special Communications Methods : Roles and Advantages

• Educational Seminars and Training Programs

– Role:

The primary objective is to pass on more detailed
information and to help travel agents sell services to
clients. 

– Advantage: 

They offer the sponsor a highly targeted and
influential audience. 



Special Communications Methods : Roles and Advantages

Point-of-Purchase Displays and Other Merchandising
Materials

– Role:

Used at the point of purchase. 
- Advantage: 

Keeps image of service/product in the minds of its
customers longer.



Special Offers : Roles and Advantages
• Coupons
• Role:
• Vouchers or certificates that entitle 
• customers or intermediaries to a reduced 
• price on the couponed service or services. 
• Advantage: 
• Coupons deliver greater value in the form 
• of a price reduction to the consumer, thus 
• creating more potential customers in the future.

•

• Price-Offs
• Role:
• A price reduction that does not 
• involve using a coupon. 
• Advantage: 
• These are popular because they can 
• be introduced almost immediately. 



Special Offers : Roles and Advantages
• Premiums
• Role:
• Merchandise items that are offered 
• at a reduced price or free with the 
• purchase of services or products. 
• Advantage: 
• When consistent with the sponsor’s image (position) and target market, the potential for sales increases are great.

•

• Contests, Sweepstakes, Games
• Role:
• Contests are sales promotions where entrants win prizes based on some required skill that they are asked to 

demonstrate. Sweepstakes are sales promotions that require entrants to submit their names and addresses.
• Games are sales promotion events similar to sweepstakes, but they involve using game “pieces.”

•

• Contests, Sweepstakes, Games
• Advantage:
• Increases advertising readership, 
• are helpful in communicating key benefits, and are good at 
• elevating awareness of the 
• sponsor’s services.



Special Offers : Roles and Advantages
• Travel Trade Inducements
• Role:
• Specialty advertising items, familiarization trips, sweepstakes, and educational seminars. 
• Advantage: 
• Promotes the product/service to travel trade intermediaries and or potential consumers in order to 

increase awareness of this product/service so that increased sales are eminent. 
•

• Recognition Programs
• Role:
• Offers awards to travel trade 
• intermediaries, sales representatives, 
• or customers for achieving or 
• providing certain levels of sales or 
• business. 
• Advantage: 
• Increases the use of the sponsor’s 
• services and often increases future 
• sales goals.



Special Offers : Roles and Advantages
• Continuity Programs
• Role:
• Sales purchases that require people to 
• make several purchases, sometimes over 
• a long-term period of time. 
• Advantage: 
• Increases the partnerships in marketing hospitality and travel with other industries’ services, stimulates more frequent purchases and 

or builds long-term loyalty for a company or brand.

•

• Gift Certificates
• Role:
• Vouchers or checks given away by 
• the sponsor or sold to customers who, 
• in turn, give them to others as gifts. 
• Advantage: 
• Encourages recipients to try the 
• services thus inevitably increases 
• awareness of the service and future 
• sales.

http://shop.subway.com/cnstore/default.asp?pfid=CWS500


• 所謂公共關係，就是一個企業或組織，為了增進內
部及社會公眾的信任與支持，為處身事業發展創造
最佳的社會環境，在分析和處理自身面臨的各種內
部外部各項關係時，採取的一系列政策與行動

• 公共關係是一種管理功能。它具有連續性和計劃
性。通過公共關係，公立的和私人的組織、機構試
圖贏得同他們有關的人們的理解、同情和支持——
借助對輿論的估價，以盡可能地協調它自己的政策
和做法，領先有計劃的、廣泛的資訊傳播，贏得更
有效的合作，更好地實出它們的共同利益。

整合式行銷溝通-公共關係

http://images.google.com/imgres?imgurl=http://www.gse.harvard.edu/news/features/images/randy_resized.jpg&imgrefurl=http://www.gse.harvard.edu/news/features/facinghistory12212000.html&h=394&w=541&sz=82&tbnid=tS0XRMVOMjYJ:&tbnh=94&tbnw=129&start=69&prev=/images%3Fq%3Dpublic%2Brelationship%26start%3D60%26hl%3Dzh-TW%26lr%3D%26ie%3DUTF-8%26sa%3DN






整合式行銷溝通-公共關係

Bridgestone於美國的輪胎
回收案(2000)是一個公關
上很有名的例子. 約有100
美國人因為輪胎的品質而
意外身亡, 該公司的日籍
執行總裁於美國國會聽證
會上向大眾道歉並承認這
是他的錯; 該公司並責怪
它的客戶福特汽車公司誤
導消費者. 當事件延燒至
全球時, 沙國下令禁止任
何安裝Bridgestone輪胎的
汽車進口, 該公司的反應
竟是控訴沙國違反協定.



整合式行銷溝通-公共關係

• 公關部門之功能

– 新聞界關係

– 產品公共報導

– 公司溝通：傳達組織內部或外部訊息

– 參與及關懷公共事務

– 遊說：影響立法委員或政府官員

– 內外部利益團體關係

– 危機處理︰提早行動、高層出面、避免不反
應、 展現誠意

– 籌劃提升形象的活動：例如社區營建、環保



整合式行銷溝通-公共關係(全球主要公共關係廠商)



整合式行銷溝通-公共關係



• 公共關係(Public Relations)
–主要的公共關係工具

• 消費者免費專線

• 事件、議題、活動贊助與參與

• 新聞稿

• 記者招待會

• 出版刊物

• 演講或接受訪問

• 企業識別體系(Corporate Identity System 簡稱 CIS)
• 受獎與榮譽



CIS基本體系規劃: 
1. 企業商標MARK 
2. 企業中英文標準字LOGO
3. 企業標準色、輔助色

4. 各類組合、運用

5. 企業象徵造型物

6. 群化運用

整合式行銷溝通-公共關係(企業識別體系)

【 事 務 用 品 類 】 名 片 、
店 卡 、 識 別 證 、 貴 賓 卡
、 信 封 、 資 料 袋 、 信 紙
、 便 條 紙 、 店 頭 萬 用
POP 、 邀 請 函 、 請 柬 、
企 業 用 筆 .. . 等 。
【 餐 飲 用 品 類 】 杯 墊 、
紙 杯 、 消 費 估 價 單
【 招 牌 ‧ 指 示 牌 等 類 】
店 面 招 牌 、 定 點 看 板 、
旗 幟 、 布 旗 、 指 示 牌
【 廣 告 類 】 公 司 簡 介 、
夾 報 、 報 紙 廣 告 、 贈 品
、 各 類 折 扣 券 、 DM 
【 服 飾 類 】 工 作 人 員 制
服 、 領 帶 、 領 結 及 配 件



整合式行銷溝通-公共關係(企業識別體系)

「飛騰的台糖」為創意原由，以類
似「飛梭」造型為主要的設計基礎
,用以呈現本公司「方向」、「飛
躍」、「創新」、「速度」之經營
理念。同時外觀以圓形美化，是圓
滑、柔和與包容的感覺，有立體感
與無限發展之勢

一般所謂的“CI企業識別”
（Corporate Identity) 是通
過視覺規劃，以標誌為發
展中心，將優越的企業形
象借由統一化、組織化和
標準化的系統規範，促使
企業建立一個合適、完整
且具體的形象對外傳播，
並能讓大眾一目了然、產
生印象、建立知名度，達

到識別效果。



整合式行銷溝通-公共關係(企業識別體系)

創新傳統延續企業精神，保留中港
原商標的「中」字，明顯表達中港
汽車材料行公司的企業名稱，利用
英文字母「Ｇ」字的造形，以對稱
式的設計，將「中」字演變成一個
具流線、律動趕、速度感的現代圖
形。套用於如同地球儀的橢圓圖形
內，更可突顯宏觀的願景與國際品
質、國際性的產品服務，提升中港
汽車材料行整體之企業形象。



整合式行銷溝通-公共關係(企業識別體系)

企業識別系統（CIS，Corporate Identity System）＂一詞，是賴東明先生在擔任聯
廣集團副總經理期間，于1979年8月間接受委託，為味全公司做CIS的應用設計時
，因CIS還沒有固定譯名，由賴東明及聯廣文案指導劉瑜美一起構思的中文名稱
：“企業識別體系＂轉化而來的。這一“味全公司企業識別體系＂規劃案，也是
臺灣地區最早的“企業識別系統＂規劃案例



the “V” standing for Vision and
“Tech” abbreviating 
Technology to express the 
inherent values of the VTech
brand, where VTech provides 
the innovative consumer 
electronics tools that perform 
beyond expectation to enhance 
people’s lives.

整合式行銷溝通-公共關係(企業識別體系)
企 業 情 報溝通的 訊 息 ， 已 由 從
前 告 知 經 營 內 容 、 強 調 產 品
特 性 的 生 硬 、 直 接 促 銷 活 動
， 提 昇 為 傳 達 經 營 理 念 ， 表
現 精 神 文 化 的 高 層 次 認 知 、
識 別 走 向 。

特 別 值 得 一 提 的 是 ， 設 計 表
現 已 成 為 企 業 經 營 與 情 報 傳
達 的 有 力 途 徑 ， 也 就 是 日 本
設 計 界 近 年 來 的 重 要 話 題
DECOMAS （Design Coordinationasa
Management Strategy = 經 營 戰 略 的
設 計 統 合 ） 和 CoCoMAS （
Corporate Communicationasa
Management Strategy = 經 營 戰 略 的

企 業 傳 播 ） 。



整合式行銷溝通-公共關係(企業識別體系)

企業識別體系是公司重要
的溝通工具之一. 由於企
業識別體系就像一個企業
的簽名, 因此企業往往會
對其使用加以規範.



整合式行銷溝通-公共關係(企業識別體系)



整合式行銷溝通-公共關係(企業識別體系)



整合式行銷溝通-公共關係(企業識別體系)



整合式行銷溝通-公共關係(企業識別體系)

企業對
其識別
體系使
用加以
規範.



整合式行銷溝通-公共關係工具(消費者免費專線)

除了利用消費者免費專線,
利用網站自助互助也是一

項工具



整合式行銷溝通-公共關係工具(記者招待會)

台灣微軟公司於7月7日上午 11 時於台北
信義區國泰金融大樓八樓的微軟總部
Envision Room 內舉行 Microsoft Office 
2004 for Mac 記者會。這次記者會由微軟
公司家庭娛樂事業部產品行銷副理阮雯
雯小姐主持，其特別強調這一次微軟乃
是針對 Mac 使用者的需求，所開發的新
版 Microsoft Office 2004 for Mac 將挾帶超
越前一版本的強大功能，俾能讓使用者
輕鬆管理，感到無限創意，並能自由分
享。



整合式行銷溝通-公共關係工具(事件、議題、活動贊助

與參與)



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

事件行銷是利用既有的事件或
是自行創造的話題，藉由人們
的口耳傳播或是媒體的報導，
以更具創意的作法獲得行銷的
效果，並將企業的品牌、產品
的訊息推播出去。

在Taipei101 Mall尚
未開幕之前搶先曝
光Taipei101聯名卡
，以時尚流行為訴
求主攻愛嚐鮮的網
路族群。三週之內
共吸引近20萬人次
瀏覽活動網頁。



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

配合實體廣宣的「巨大
購物袋」街頭造勢活動
，在網路上將「巨大購
物袋」搬上Yahoo！奇
摩進行拍賣活動，僅花
費390元的廣告費用，
一週之內吸引四千多名
網友瀏覽並引發討論，
以平均每一單位點選成
本不到一毛錢的創新低
價，成功的將101開幕
訊息夾帶於Q&A討論過
程中技巧性露出，達成
傳播目的。



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

座落在敦化北路的台北金融
大樓，常有大型廣告看板懸
掛在外，但福特Escape把大樓
看成是天和地，Escape理所當
然就開進了天地之間，在牆
面上留下一道長長的輪胎痕
。即使被台北市政府取締，
福特六和不得不以安全為考
量將車體取下，仍在最後開
了一個小小的玩笑。「因為
Escape的訂單正好超過1000台
，大樓上那台又是被台北市
政府摘下的，所以想到『恭
喜小馬哥訂走第1000台Escape
』，」



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

ESCAPE運用最新的光電材質
，打造三輛ESCAPE在電梯裡
穿梭流動的城市光景。於是，
明曜百貨的透明電梯，搖身一
變為專屬車道，而「路，是
ESCAPE走出來的」的巨大標
語，也再度閃爍在熱鬧的台北
東區。
去年將車體直接架上國際金融
大樓的Ford ESCAPE，除了造
成社會大眾熱烈爭議，也引來
法律上的關注議題。今年在遵
守法令的前提下，ESCAPE的
最新戶外廣告，依舊讓大家驚
艷不已。



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

網路廣告類最佳事件行銷獎-
金手指獎:蒙牛心情2次方網站



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)

網路廣告類最佳電子郵件式廣告獎: 海尼根生日賀卡



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)



整合式行銷溝通-公共關係工具(事件、議題、活動贊助與參與)
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