BOF LT T 8 — 005 IR 48 5 B e

R A

(IHMEAFIHEEFZR/FLEBRSSVREFT PN,
TT HWE 330013)

NERE: ) W B L A" 5 HERF SHAYETX 2B RN R &5
BRI EE) XA MAEERKPNEEP L HEE FHEIEFENOREBRILN, WU
B EUBESARTHARL G R A SRR I, SRS —ENENE BB E KA
REBPH EEHEL, " SGREELXIHL2ERXE, BB E5BRENXRER
AEANEWHARABEEFTERLE BREAS SHE-—FXRENE HXPEHE-F
B Ry FHh, YA, BRE—EIMREEEF AR RE R TH, L
AW REARBAG) ENITHERE WHEZABRREELERAFR, EHFAHEER
T &BAE—WEASERARRMNREESR FERANGE AEME FRRFSHEEE
EFTHREFRE,

KER:EEH REESE BRIE BHE -

FESES F27 XEEEL:A XEHS:1002—5766(2021)11—0193—16

—. 50 &

CREE RS RIR S Tk I RE R SRR HL T R E B A R, ) R
AT RCRARTT RORME LLVEA ) 29 4l 52 BUE 5 00 (i KAk, R T 3 %8 55 STk 6 B 50% 1 4
AP AL B R B B CMO HI XK TE S Money User” BRAE ™ JREAE BB (TE9€,2017) 1 BRI M &t
R R BRI B CEO (54 CMO Ry #E , % 1 E 4L CIO Al CFO 45 & 80 B M7 | 2458 7T 4 Ak
FO BT (Yun %,2020)

JUEAE N E RS AP H A PR E A T — M od B A R B R RN LR
P Wy S5, 51 K W AT A Y EE 2 T (Saleem F1 Abideen ,2011) 733 H b 4 4kt 1 4 HY
P T fig G5B SO 5 2 57 A (Bruce 25 ,2012) 1 T & R A B OHE SRR
(direct-response advertising/ performance advertising ) DL K B 57 &b B A 0 89 & B T 45 ( brand
advertising ) o 41 A D il A B B0 R0 21 ) e £ ROR T LUR S B B KL H 2
W R A, PR O O A R W PR RO S, 2017 WA &R E F T S OF 8 A0 5 0
Facebook L“%Yﬁfﬁﬁi" E@ﬁ%%;2019 @lﬂﬁﬁ%ﬁﬁﬁ% Simon Peel %émﬁii:bfﬂﬁﬂﬁﬁ
07V 8 AL 4R (efficiency ) 11 JFE R % (effectiveness ) , AU 23 % 14 5 A8 105 T 7 22 150 il bt 2o 32 4% ¢
BT MR (digital & performance ) 4L T f A B . BEXT X — B4R, A 2011 4E R, 5245 TAE
F il 2 LA — Fh Bl 4 VR B LA S SRS SR T (R ITR,2020) Y K A — S T

Y f5 H#3:2021 -05 - 12
* BREWE VLITE LSR5 A T H QN AU - YRR 0GR 58T QDI S 45 FIe #A B 5T 7 (20GLI2) ;T 4 #4087 RH
TG 7 b AR AR A R R P RS I RS (GIT170334)
YEE RIS A A S AU R FE S R Y T IR : gacflong@ 163. com,
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AT B AU, B 2 51 R B R L, O O BT 1 B R e R B S 55 B0 B4R R iy
BB AR

NI SCHRR T, A Al R 24 B ATTAE i 4 F0 SCik b 2 42 1 s — 7 — 1) (X JF R
RESAAE ™ 1 S BB AR SCHR , 2 0 WU & BB 2E o ARE T 1 A0 1) 7 20 A B0 ol ) 4 B0k
RS TR AR BT O TE XU AL RE R RS — T o (H AT S A RCE — MG B = 58 o
WL U H IR BOA AR R H G BT s — BUEAT AL T RO AR 20 BOIR S B A IFR - T & 2R E Y
SOPRIGRIAROE S . [FIR AR, W80 — X Aol 4 35t it 5 4 D 3 i SCAE L, BT
FUSCR T 45 BORRIE 25 ) 5 SR iy R MRS Pk %, L S anff B 5 ) 45 22 3R DUHESh & iy BT B 5 A, L
SR A R B, YA T ROR )T — i ACE T R SCERAS K i, R R Ay
JA] B G H IR 40 S 8 T, 7E H E 1 M . Web of Science , Business Source Complete ,.SAGE ,Springer 4% 1 3
SO PEHEATHE A, e 0 R ) 2000—2020 4F i) B B SCHR 80 B o A SCTEM AN B A TGI8 Y
filt b, ARG — B9 P 5 A SE R AT B A RO I R AROR WS T ), LA A RS — 1 B e T
IS B R e o AR ST BT HR T2 B AR IAE =00 T s X ) T AR i e 1 T s AT B e W ) e 1
(25 B BORRAE , B8 7R A RS — T8 B0 A0 AR B0 6 SR M R X T A SC I Y BIR AT [l
JBSE, DA 8 AR D B A TR B RO A e = MR R A [ R T AR R A R ) B
OIMTREZRE s =R AR RN R ALCE — i AR PR HE SR A IR R R A T AL A Rk ROR Bt
BOR A B TR AR B T S PO AR S R G, TR OROR i AUE — TSI R R L R R R T ]

LR RS

1. B &4

B — M TR R DR, R — R T LA A RS 2 T B B AR T B B — 34
FHNH A — R A, A TS B, RS 2 % A R 450 T 7 45 A
B0 B AR AR AR T4 3 S B 3 T I 5K R P P R A B e 2 A B
P AR DR ORI, AT SR OR T U (B AR ,2020) T TR (2019) T ER IR R 1Y
B R A T R R B A5 9 R R B T L R T R 9 K (AT R P SRR
B R B B, T R R AR R L AT R, 2 A L T 5 9 4 R R 7
BTSRRI EE S M ERK. 5 E A RA — R D, R R X
SR A5 B 2 5 A R B L RRTE T 5 TR S LS )2 R S KA R R R KA
25, VOB A0 AR 1 T 5 B DA 5525 8 S A 5 R 4 B AR AE T S IS BRI, 0045 1
B B, S IIARAS O R R 1 B AL R R B ST AR, P AR BRIV [ 2 B AR TR
W L AFTE 2 S TS A — o AN A SEER A B F AT, R — 83 20 v [
SR HARE I R, R 5 k7 i (R BR A 0 TB R R, CR T A ke AR R T Y AT
EHHR WHAERREO TG ZATET , 25 0O A A B2 58 98 300 45 B b 1 45 10 F s 5
BOREAE,

I\ A RS I ST B B AR R L 2 TN O B T T B R kR R R St 7 R
R, B ) TGV S B B A IR W SE Y g A SE M S T L B B R 5 T
PREE A BRI R 0 Aol W IR AT T AR A5 B 0 O A A Y 4 R B — 2 R W R A, Hollis
(2005 ) ' 5 Hy e 7 TN 15 R B ONE T h RD T, T RO R B B A IR bk T 45 B9 75 IR Heller
(2016) LI 745 T AR AT L A P R AR R B R S e, SRR AR L, R
W FH IR AT S M A R TN, Wang 25 (2019 ) U0 38 5 I8 v 0 2% 10 5 R A 2
— XK 45 e 1 TR T S B R RS A A AN S S A — R N E A
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B, 2 AR B R R G — B W, A St R [ B A SR TR AR PR A T A A 0
HEE | IE WS A .

2.ERE

it T T 0 X i B AT AR VS R P R — R A B A A A B A B R
eV F 25 BT W 77 o 40 B YOS S5 3o 5 e IV R R o s A 4 2 R A 4 LA O B % Y
W PR ST R A Y T B, FERRAE S b, SRR R SO R B T T KA
iR X 28 48 P I U B T, R R RS TR PR A D s RO S AT B S T AR
B T B ol S U0 B B 5 Ak, R P 4 A B vk EL AT A B ( Godin, 2018) ML ESE BB AL b, ST
3 3 RO RE AR U0 T2 % 2R T AR 5 T2 A e R B A B 30 R AN A 7 A % 3T B Ak, R T
S DY B R AT AL s RO T S AT RO I 4 B B A b 7 RO TR O 1 PP A
WEAS B0 AT i 45 7 X PR 8 LR o 20 2 BRI, R T 000 1 T i 06 ik Bl g B B AR ( B AR RN
SRR ,2019) 2 g b RS SROCRT SR X BN 1 R, RS 5RO 5B
VLB A SR L, 4 75 G0 fo [ U5 200 R 1 380 P S0 SRR VR B O MR 1 W 7 U T R A — A%

‘L\w%ﬂo
x 1 mIB)ESRERTE WK
. B R &
TR ISt
B BERAE ARARKERIELDY | e vmas wE

o g E ko

KB RBAH, HKER T EF
BN A FOHERE BHMBARTE KNG &
A% 2 SAENK

Bp R AL, BUOR R KA R, RAR W
kBN A% E F &AL

AEGBREE  ARIER;BRAEUNE | MEAELNMGRENHBB NG

HE 5 R WFR AW REES BB NER | FHTER, PR AW RS R, B ES
Bk BA A 2
. GEMEL RN BRER B BN | FEREE NERHEA G EEAL
= BN, — B A R R, AN
.4 E 1 # B E
BN, R B
5 h ﬁ;;éﬁg * PR nhm s mEERES
N S !
. BB AL A SRR TREAY | UAS B AR AR Y E, U
= 30U R A BoRAL L ERER TR NS
REERAT LW A5 F R4, 4R
PN BLRETH A e
2 4 BERATHNFABRH s

VORI AR R TR A (2019) 17T LUK Godin(2018) 1 45 iy B 57 1 S0 4 11
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] P 0 28— AR 5 1 Sl SR DGR A 1 S 8 OF W2 BB B R A, IR I AE 2016 4F
TR SR E S — X T e S R AR [ I BE 0 g, o M SR S [ B R R W A%
G AT 2 O TE R L R T B 7 R TR AR L R IR R A . IR
N TN B 35 TSR B £ T EE R AR S R R B A — S B SR R 5 ROR
[ TE S KO A T AP BA B A — R T B e S B A % 5 RO e i B L
B (CSC R 300,2019) 100 A 2 4 R R R R 7 TR R 091 R £ (2019 ) Y
BRI 4 P4 T B AT B R 7 A 5 7 R A A 4 TR PRI A g kA — ST
TE AR S5 77 5 6 B B S R b BB T S R B AT IR A, T R B e B I B AR R S|
SEFANTH IR o 75 B R 1T 0 28 2 0 R R, R A Sl R AT 3 R R — B R R
JE B T 5 00 A R B S AL N TR P 2 AR R A O RAR A A M, X — WA R R T
B4 — M . Binet il Field (2013) " 78 2013 4 xh 35 [6 ) 45 Moll % B2 (TPA ) i1 5 6 BIF 5 h ¥
YR 008 B9 8 (brand response marketing ) , A fiTIA Ay i A0 B S — i 2E 45 100 B SO A KC
S0 5 R T ST 2 I A ST A R SEARL BT A A e e D AR B B A R A S S B 4 A EE
B, RO ] A [ A0 S B B A DA AT Binet 1 Field (2013 ) " AL, AR T 5 T
AR SR AR A PLEE B, R BRI S — R Sk 25 R I E A A AT ( Kay,
2018) "%

Zx R B SCHR R A T 45 1 BARRICR 745 PR ) 4 1R bR 4 R BT R B — i B BF
5E, WA — HIHE SN E BT R GE— o AR SCHUR 5 5 BB, 56 T 0 (i A 00, ik RO ik & —
(AR HEAT 0 R 5« s — BAE ) BT S AE ST S B SRR, E e R RAR
B B 48 S () A6 ) b ) T B ), R AR SR W () R
S/ i BT B BT ) L FE A R AN T (g 7 P U T B B e e, S
Ml e AL

T &€ el ISR T S

1L EFHSRINBYDE

T 5 IR EA S T, 745 T v T P A U2 T, A4 B 4 ) B e B 4 M B S L T R Y S
SC BT )4 B, PSS A R B T AR, X IR A T B R T
TR LA K 7= A 5 25 1o e T K3 SR IX 43 TS 2K ), Self 25 (1987) VA Ky, BT A R — R E i 4K
B PR R AR B A 4, T R I R A MR 5 4 9 0 B9 4 . Krugman
(1994) "R B T A R — FE P AT R R B R [RIAR A 45 A AR A TR IR 45
SEE M AL 5 0 R A TG B S A B AR RSO R TR T B TR R Y e, ROR
VAT A R T T B R IR P e R4S B (CRM) B 1 7 16 1) — R 45 19 % 72 O
T 3L % 3% WIS 4444 33 ) 45 5 KL ( Perreault Fil McCarthy,2002) "™, WA 45 52K , e BE A 1 45 A
BT MR S 0 R R T T R AR 5 SR AU SR I B R e B — 43 B B Y vk
Mo, VeI RS . AT B D S B AR T, L I B T 2 S b A R R 4, T B
A6 ) 5 50 T 0 AT R 4 O AR 8 A A K 30 A K £ o R v gy 2 () B S RN AL D
M R B OB

I B b B O T B R O T S A R A B A T Y
PROT , S — BRI BT SR A T BRI, O, TS AR N S IB S — Bk 5 328
W T T 40 AR A% 56 T B 0 5 3 A0 W BIL A B 2 745 0 280 43 BRI
6 DI B9 Ak G i g ] A 2 o ) R B B
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2. EFHARBEH M RUEF

20 1H 28 A S AEACI S T LI A A, I 4 BB B R — X — A T T R B I
W) i) % 38 ( Luxton A1 Drummond ,2000) [20] JIEZR T & (online advertising) ARG B T &8 % )L, %
B R T 18 R T Ak 8 B (SEO/SEM) DL M B #2745 = K £ 3 JE 3 ( Newman %,
2004) 5 A 00 BT AT 3 AT O 3l G 5 T R (CTR) I 7R R A AR 3 S e SE A
45 (RTB) 76 1E B (9 I ) [ 16 5 9 N R B0 60 7 45, 145 S Ak 2003 A AE 16 A RE 76 £ R Bl 1 F
HE4 T| ( Pfeiffer A Zinnbauer,2010) ™2, 2k F 1A 5 1 G5 1 A DR B A1 A9 B AR 15 0 0 B0 38 o 32 310 )
R TR S B FE R E T, 2013 AR BTG SO B YOS LT #E 7  (TAB,
2013) %),

o ) FL I 90 30 R, % 5 0 3 14X LR A 1 APP RS 3h i 7 45 = S A Ak aS A 9B 5 4%
F725 e, 10 2 2 ke 08 I A0 M 4, A S SRR A S W S A B 0k 1T A5 % T B i ) 5 3 (i) i B 4
W g % e e el B LD, S BB B D 20 B 9 B (SR 3A0,2019) TR s ERIHIAE L R B )4
LG (9 AN 7 D0 38 58 A 7] B ) 45 H A < 15 G5 8 UV 30 2% %5 46 % ATDA #5578 (attention—
interest—desire—action ) ) b2 ¥ 4% , W 5| 5 8 55 48 T 240 5 1 2k B0 1A 52 R A R0 13 R 2R 3 4%, B s Ak
55| K175 ( Briggs % ,2005) Y B SE 4 IR BT AN, LA A 1% B AR 4R v ORS HE B T
1 A ST T A A SR SR 1 BV EE A A A R R B s 1] I AR R A
T RO T B SRR PR R BN 1 T AR B A (CPM) % [l 41 3R (ROT) 4k &R (CVR) 2544 1
FAGHR (Zhu 25,2017) 00 %A BE ST, 2 AT R BUAE S8 4 09 A A% R B (Luxton I
Drummond ,2000) "> 145 76 2% 38 B | B3 W BRI B9 7E £ T 45 % %) T M ( Pleiffer 1 Zinnbauer,
2010) 37, H A RO T DR SR B B0 TR A A 0 B, R R T R T A B T T R
(Aksakalli,2012) 7 45 i3y, 2 2 VR 7R 28 )™ 5 9 0 15 W) 07 405 Uk ) 4 S 0 075 0 S vy L
T BT X i A i D 3 B BE S (Hollis 2005 ) 1 56 T 4E 48 ) 45 38 FH T 8 S b B A
2 i 0 4 5 1L B 48 R T

WL BE R 45 R R 2 I 55 00 B0 S A R O B B S B R ik, SR
V7 PR AR AE LRAT o i ple R 2 A, B B A A5 ) T AT IR A R R A R — B B S
KBERE 745 9 i AL T ) 4 B BOIR AS (HL T 45 475 77 18 &% R 43 16 A 3% BE R £ 45 7] B ( Ghose Al
Todri,2015) "7,

LETFMEAKLNRRE—

Wk RSB , AT 1) T 5 B A P Ak 9 5 B (Kotler 25 ,2016) 2 45 PUYR Tl # i 6
KEE N TS SRS BRI T 50 5 25 B LR I B AR & I 36 B3 AT 3
W B AT AL ) 45 R B, AR AR IR 55 (Yang %5,2017) ™7 VR IRBE AR ] 57 1% 45 A1
22 58 WU BE AR L A S0 A W 0 N A1) B o G B A i A DR R AN TR SRS B 40 PR S AR (Feng I
Mueller,2019) P )™ 45 it A A5 i AT 4R 59 A1 AL FE 18 (Lee #1 Cho,2020) P FEEA FEfiafb 52 &k
AL 5 50 R, MR 4 PR R 2 R S TR S R I B, S B B P A
il & 15 4% (Wojdynski 1 Evans,2016) ' B647 B5 S ek 5 ZREAL N & 505 RBEK, KWL
P 1S BRI A T P AN SRS IS 2B I E R BT EE T
IR AL BB 2 AL A S (5 B ,2019) 1Y) A B S A R, 2 WL A AL G4 N
JE 1 25\ g 5 5 7 D45 ( KOIL) 8 5 408 T 90 175 15 A A S 01 2% 3 (KOC) 4 )45 3 WO L7
S H L RN BRI O (DLACHAS . 2019 4R BRI K 17. 6% BUE )T
PR AR T ) — 2 (Lee fil Cho,2020) 7,

20 F I 190 i 0, T ML FH P 8 R DT, 7 A B ) bk, b AE R SRR B A,

197



HeE HFUBEETRUE—WLUABESHRRE

2020 A 3 76 i 48 BE A7 5 A A BR , T 5447 K000 TN SR T B B A B kI R R L e e T Y
iB (Bank ,2020) " o P BT KIR AW S EBEWIEZ ) R RIR Y TR S,
BN T 7 T DA 30 1 0 e A5 o B o R i T I S R T
BEVE Hb DL B T 3h B SRR B O P 3 (Farris 25,2017) Y A L4 LR S ROR T 4
B 5 M8, R ) 4 32 9 35 4 D B 9 38 DT 3K (Godin,2018) ' 7E [ A, T 4% | S W0 T 08
JE R TS ENA G AT GRS G — i LR PR R AR S — K R B
T S5 S 2T £ i LT PR S, T P I A A ot R A | R T DL % R B T s B
CEMEERC 3 TR R AR R A BT SET B B BRI Y, MR T A T Y B O R AL A R R
SEELC RO o SR B SR R PR B BT TR S B M R R T P B B A 9 S AR
BSR4 E EVR A — B TR (T B ,2020) 0T AR AL, T MK B B 5 W A ]
Z & TE 5 A (Bank ,2020) S B 5 H AR 5 4043 (Binet #1 Field ,2017) 7% 4k 45
#% ( Gugmundsson ,2020) 7 i R S AL A I AR AR IR AR . ) QIR R Ze X LIRR AL 1T
S A A AN LK B, S B0 N R ST L B BB AL B A T, R — Y TR I 7 M L S
S B4 PR35

L LOMNT )T G T T A GE AR I AR A R B, I IR N RS 2 BB IR AR i R A R
B AR B A — S AN BE T B PR S SN E i ik AR B A TR A T A S PR B A
(% AR, b, s — R AN T R TR BRI H SN EBINZ T
AW LA, DA i T B O T A O I, TR R e S S BRI T T 1Y
— A B AN BT R B

VU S S BLIE i
}j;

YT B8 — A Ry A S it R R S IR A A R T A SRR T 4 i TR R R T
TR ROR A i, O TR A T T B A AR

1. T1EIRIB

U B LK, 2 E B0 TS AR R TP SR B S R 48 (S B R BAb
BRI JRETT . W AR A RS BB T ARG R G B TR, A
B R PTY 2R M BRI A TR Al RSN R = R R i R, % TR 2 B A O A A
FEAE AR [ T A3 7 22 57 (Kotler 48 ,2016) 2 Rl M6 22 LAY 98 3 7R N A% 0 19 A Bt 23 8, v
A Z R AN AN B MR, M A Z K [ F 4% (Family , Friend , Fans , Followers ) [ {5 B 7>
B AN 2R A BRI AL E I ] 7 0 AR S ) B ER B (Jung,2017) Y L AR LA IX AR
FAATREE B EZRE, LR AL X  Fp 5L 5] SC (stimulate purchasing desire ) 5%
5 JETE IO 26 3900 T TV i (Han ,2014) ™0 5 w0 0 2% 3 0 D S I SE . phy itk AN BB R 2 AT SE )
ARG A VPR 7 T A BB R, b A DR 2T )42 5 e X e R DL AT g TR R ok
7 ity LU (0 (0 FH AR 56 L o B0, T A R 28 RN D 2% A R B R R 2028 ( Arens il Bovée,
1994) 00

TR A 32 00 J Aty b 5 0 5 R0 9 P48 4 2k 5%, Kahneman (2011) ' 41 A 19 J8 % 45 50 1
B BR” (RGE D) R 8" (REE2) WA ARG, RS0 1 Fow i (1 2 bk, i i 25 52 1 i 4 b 2
90% I H #A5 B, A KM 0% Ra 2 2 2 R BLE 22408, AR Ab Bt M 1) 2 2405 B
RINTEfe & TN T ARG R sh R GE 20 1 4 v S A BRSR (9 45 BE T S R 46 1 ik 0 8
) DR A0 A7 E S B R 4 2 3R HGE BN R (Zhang 4% ,2014) T BEFE R, K2 M
S AL PR 2 B 2, AMTALAE TR 1T BN TRAT 2k B 4B TR 1S BRI AR
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P 1 R BRARE I ) X R B A LR N T %0 5 B (Barden ,2013) 17
2L.HEEE

P PR R RS BRI R A M T S I R R R S B R T R
R S MAE R R R T AR RO AT % . BT AR B RS RIA
AT 45 SR AR BT HE 42, O A SOk 2 B 28 5 BR B A8 3T LN 2808 0 B B A DY A B
CH T A EL T LA 22 B ) SO S T RE AL

(1) RIS TE . FRIEAR TT BRI 45 v T3 20 2 shAL A 45 S0 AE 2 50 37 7K A 46 Ff 309 159 3 25
AR A A K% I 2 3 X 0 2 5 B T AT R R S N 2R . Heerde %5 (2013) M 2047 150 A i 18 4 1A
ANV B 4 I U 0 2 B, SR B0 WA O v T R T I T 2 T A R S 55
A, I T A4S R 2 75 445 D BB e T S R % 2 B R B9 RE 3. Gordon % (2013) ' R B4 %
3P B9 34 91 35 T 7T A SN TR AT, 0 R e 3R DR T K 5 5 0 2 R B 8 A 1) T T
AR RS, 2B K Y 22 o e b, R (5] b 38 1 1 20 2 68 1 4 00 4 2 0 £ B 10 7 IR TR B R Bt R
7, Feng Al Mueller(2019) " xif Fp AN A 3 SCIE 52 R B2 4 5 SO R0 4, R LA K 32 U &
Vs RS R R G R RVREVR I 25, T 2 KT T 5 1 136 R 25 1) oA AR R A BRI S B 5 T AN A 32
21 5 M0 1) JEB 7 B3 77 £ L, 45 S A Al R BRI 25 . Galoni 45 (2020 ) ™0 3 5 i 46 bh e &
T, 7S [ 4 2 45 A A0 2 B T T4 0 2 1 12 S5 A IR D 5% A% YL AN R B R B A T AR R I
(1 2065 BT 90 5 2 ST 0 7 i DR T 0 72 5 A 2 R 1T 25 R A 9 e o R L 5 A
T 7 I3 A 7 i ) 00 AR Y %

(2) NAB B, Nelson(1974) T8 8545 BN Wi, — R BIEE B, BLIG 7T & 10 1 4
FEVE TR T R, LA D AR B A SR R W s ) R LR AE A L T 1
FAE G2 3, T 77 b 75 SO R G A VA (. 25 7 5 B A AR BRAIL AR, )45 1A 85 119 522 ) 6 722 3 4
Ay 17 IR 3 A0 BE P IA ] (Kotler I Armstrong,2010) 1 5 )™ 445 13 P B M o 304 i 75 Je A 1) 322 {5
B VT P B B — B 5 7 (R 5 o 0 S e S 5 B S A SR R R 7 B R RS
BB 45 B B 45 0 SE 72 5 A R 25, 9 B D A — BOME 15 IR %5 60 I A9 DT C ( Zhang 45,2014 ) °2
K TG AE BB, Buil 5(2013) ™ R B, R & WM 5 B T 4 0 40 A A 5 T AT T R g
SEAE B4 LA R B T R T 9 1 0 A SRR O S B A 5 Gugmundsson
(2020) 730 PUAE LB 2000 2 BV S ST R B, T O BV 45 8L B0 LG ) A 4R TR 00 AR
R 9 A i (EOR S 0 A R 9 R 5 1 R BT S TR O B R VA A B, T iR
TRIELIE R HE— B, 75 65 B 28 K e ) B0 R B T AR B o BR T SO R
(1 B R BUIE S, 44 AC T ULy 7 5 5= 3 5% 0 1 9 B ) . Knoll A1 Matthes (2017) ) 3 T i
AR, AR N R Bl R A T D B, A L A T A AR DR
(95200 B, R 5 IR A A5 LA B0 A X B SR, T A BT O I B R S A
NEEFHIICHL . 5k F BI04 A R R P TER WL Bk S 3k i 43 7,
RTE A5 110 AR BT 900 FB1 650 556, L IR PR AR AP AR 08 (e 2 06 S1F 4% 725 ek 0 £ 532 00 i M 5 R T 55 380 B
R W AR BT

(3) BT A o 7 4 45 0 0 ) T 5 6 455 45 ke T 5 I R 5 AR B L B B A S Oy
o MECUREG 5 BSEB A B SE T AR 5T F B, ) TG B R > — i 8 8 HOR AR
23 W S 3t 140 50 2 ( Bastlack F1 Rao, 1989) Y A% T 1 45 9 28 5 A, )45 B4 % T 44 65 400
(9 S T /N o 6 T TR A 40 BE L 7 AT R A A B R A R 7 S R A T 2R
e 4 B e R RS2 I R R AR LR ) IO TR . B B S  E T T R S )
S A R PR AR OR [ 4 T A C B9 e U Ve . U0 Binet Al Field (2017) M 9 £ R
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il 2 AR Y TG L 7R 6 1 4 I M 9 ol 3% BB, 45 ATl A B PR AR AE R T 7
FEMUNE SR

I B A RO ONE T B A SR AR R (wear-out) i HE (wear-in) RIS (carryover) = kK. HURERLIY
T4 25 R T e ) 9 K R Y B ST A A A, FBUAE S A 6 ~ 12 2R L
LI V) 5 AR 2050 300 HH BLE ) BRI B LB, 2 R I 2 T g 94 R U T ik e £ fH
5 I V1) AR AR S B 5 455 B N A T R TR I B K R i P ) A AT A O TR 1)
(28R R 1] A K, 24 ) 45 B 45 RIS 9 JL R (Tellis ,2003) 720 BF 5 6 0, 1 ) 45 4 B
YR 2 18 58 i FETAZ I B R L SR A 7 45 0 R B SR R A, T A B
VR ROR (Tellis,2009) 7

VA B TOBRON T RCR A B R, T RO R I A e T — RS A
XINH T~ 3 YRR R R B RO s — R AT X, IR AR A BRIk B AR R A AR
SIS SR o [EVRE M, 2 AT TR B B R 9 SR B O . Schmidt 1 Eisend
(2015) P BRI T 2 I, A VAR 6 A 7 i L v TR G ) 7 O T 4 o A ) I RO R S
PB4 T RIS R T 3B U B — T, LA AR TUA T M — 1T, BT o A 0 2
P B A L) U ORISR T R A MR A 25 TR BN B ) SR, B0 T 4 B
SR FIHE O IS

R B f ) 4 A 4 7 A R R A% 46 30 R DL A A S BT 58 4 42, Domazet 4
(2017) 7 5E 3k 98 A % B, AR AR R R L PR TT B S AL S A S I N RE, G o el LR T
14 JE (280 B K, ) FL A O A BB W BE ) e/, Aslam Fil Karjaluoto (2017) P & B, 18
LAY P2 3E T O S 2R, SCB T EOR W VT 5 A5 73S T Al 5 0 2 i
#7438 , YouTube ,Facebook \f{ {5 Fl IS5 4L 22 & Wi b @Bk i 2 Wil ARG IR E 2 —, B n ) &
FUVF T 45 TR 77 i R0 50 3 e S ST o T R A B S R e 5 4 T I 2 B A R A
&G A B SE IR, 20 b 28 F A A B U T W IR BT 20 U 0 T PR B B o 22 Dk B 2 1
Z A Th AR R L BT 22 e 2 IR AL T 2R 0 T 0 I 45 S i 4 R TS 2 M A
A B ) A R T AN A B OR B 2 B 36 R ( Dinner 28,2014 ) 7RI LA R B9 3
HIRA 5L B B A (39 2803 5 (Smyder I Garcia,2016) ™ J5 G2 BF5E & B, £ WA By [F]
JH I R REAS R BUME (9 2% 5 , Huang A1 Li (2016) ™" % B, i JF i ) & 7 604 9 308 30 09 10
TE )45 3 o TR Rl A B B U0 R BRI 50 v, 2 2 013 ol 7 R[] A 7 ik 5 7 45 I 45 %
B RO AR 40 Tavan 45 (2018 ) 1 £ B2 P A4 BT v A R 4 W ok OB BEL A TR E
TR S [ A oF 3 2 2 ke S i % (AIDA ) 2% By BEROAE o S I P 32 1T 1884 AR AE L7
BEPE AN TG A5 L R IR W, ) A I A e o 5 69 ) 2 9 4E 53 3 (Snyder A1 Garcia,
2016) %

(4) 77 S, 2 35 TV T 77 i oA 08 R B 2 47 258 22 A 43 7 WA JR JF 77 i SRR 93 48 . Sheeth
S5 (1991) N 7 B D RE LA A, 7 N B AR T DR B AR S (I S A A
S PR (B S5 ) 25, MY (870 8 B 2 0 1 7 0 I A R RV R B Tk . DA S SR 7
B S O AR F ST, S 2 S i 8 P 4 L ) i i e S B i AL I e 5 i T
BT A 5 S AR S T A P R Ol RS R AT, W S e B T L 1
(Becker %£,2019) ' WJi{ % 47 9 WL Ff1 , Vakratsas F1l Ambler (1999 ) "™ 2 Mg S i #4 R ) 3% 4
B RE TR A A 2 S R R AR S e AR IR 7 AR 4 S R AR A 5
fi o 0F TR B 7 TR A AR B A A BRI B B — A (e R A IR A
07 i | WS ATUR R 7 i B8 22 9 5 P A L R T 2 4 K8 dh 9t (Ehrenberg il Bamard ,1994)
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JB R A LT SE A P A B S5 A 8 A I 7 T S e S O AN AU B T B T 2 W S T A
PRI 15 B 5 B e 3 (Han ,2014) ™ s (R (54T 7% b I 2 % E9 2 58, M 4
AF IR AR 09 52 0 1 K T 77 b (9 5 BE A (1 ( Vakratsas Fl Ambler, 1999 ) "0 0 M 7§ A= iy & 1 9L
S8, B i A 0T LT Bl 7 B B T AR e R AR A S 7 A R
JXUK: (Tellis 1 Fornell, 1988 ) ') jig 2™ i BRIV i 28 v J& 90 1) J 399, 00 S5 3% 400 7] T° 22 96 pfe % ( Kumar
F1 Gupta,2016) " 46 75 i -5 25 52 7= it B35 0 6 LIRS, 6 189 O 7 5 5 T T B P o SR A K
BEHE R ORI B

. REE
YT ROR BT ST A e AT I RS R R ) X I g A R A AT

Sy 5 5 THT 1452 W) Joe L) B o 2 AR AT S RO, s BRI S A S A R B R SRR b G
W98 R AR T R B B L I A5 A 8 B B S R . )T RCR AT
RIT T TR AR T IH B W R A4 A SRR PR BE R TS I TG L T 9 I R B BE B (hierarchy of
effects ) 3d AR AL, WSS H ) A I AR AL, 4036 2 s o MR I3, ) X 7 T 9% 3 A9 52 i & >
g AR FRAT DA B 0 R 22 B (Pauwels %5,2020) 7 v DA B4R T2 T B R RO 2
T, DA HVRIZS 25 S 307 o0 AT 0 SO T 285 o 13 FbS T S 3R 8E 7= il b 2R A0 7= i A= i Jo] 400 45 30
157 A S ) B 0 3 = v A 2 e 1 R B R T ( Vakratsas Al Ambler,1999) . g1 4k
T 2% 5 e SR A B AR 0 ) 45 30 5k — 2R 97 v 1) 2880 oK AR R Y1 PR R A 32 A U = 5 47 /D Ay
ZINAR T RIS o 32 7 A M B9 2 B ek 30 B Ay I S R O e R 2 8 A S BN ST
KA YUTE G 7 AE B4 H AR

%2 TR B B e o oKk AR B AT

A BN & 451
AID ( E. St. Elmo Lewis, | 3£ & (attention) — % # (interest) — 8 2 | K H HECEN T, X ET H W
1898) (desire) = NIF WM A& A

AIDMA ( MerillDeVoe,1956)

vE & (attention) — 3% # (interest) — 4k &
( desire )—it 1z ( memory )—A4T %
(action) L /N 3F

BIAGEN WS, U FERRE
BEMNMAEOEA P R AR E
7 &

ATSAS
(B A i3 % [ ,2005)

WA N &S AIDMA — 20, % = I & JF
% 4% N % & (search) (AT 3 (action) |
/> Z (share)

REWAREERNAART LY
o3 R 2w RCT O B B sh
ZEREAETIRETE L ZHEREN
=¥

SICAS(# B Z B W % 15
#,5 CNNIC,2011)

o

4 4% R 40 (sense) — 4 i F1 H 3 (interest
& interactive ) — % # 1 & i ( connect &
communication ) — ¥ % ( action ) —4 Z

(share) %

EEMARABEHREELME S AN
WE R P AT Z AR A E T
EHYRA T ZEHA

HRE VR M Jingyan F1 Linwen (2018) (e8] VAR AR (2021) [69] ST 9% A S A T

T3 D 1L ) SOCR R Y B T ) A R N A R R S SRR LA R AR L) AR A
CUnEl 1 BT ) o W0 IIBI 5 2 JE A0 i R 1) 8 45 ) L8RS, R P T o 0 5 A Y sl [ I 87 3 A
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Ty ik A S R B O LA L P G B L T 3 0% S I 5 AR A, BT T G ] S B Y B 1 K
(Bruce %5 ,2012) "' J5 S0 5E X B 4 B 0 RS D 20 T O BRI A i B O 4 RS B AL
Z A e ] R 2 R AT O B M A S R B R B SR T, Rt A R Y
T LRI o (]SO Y S S AR R B A AR B O o 10 % A iy 2, A R g
BB AT R U R 25 R R B, T ) 4 AR 9 R ok % BT ( Vakratsas FI Ambler, 19991
Keller, 19937 ) . [R] Ji 4k 75 S0 8 T v 48 7 1 45 6% T B0 7 A 20 1S 2 80 B i 0 5| kS /0 2
FH R EE . B DY BIR A, Srinivasan 25 (2010) 7 fé FEUZE A5 S bR 5 RS B W I 48 bR 2 A BT )
AR R T B LEAS S B B L R T B A G S IR . Katsikeas % (2016) 7
NE PR F AT R B PRE TR A S AR R LA T BOR .
L) O T, F AR (2017) TURRRAE 4R 4 60 1 B B B R WS TE L T A g S
A PUAS S5 TR T 45 O R A4 M AR RIS AR . M H 2, ) S AOR B 2R, KO E T
R 28 4 SR S R R AR B B B TR T S KRS S A
LI R RE NI OE (<E T

| ettt fitieiiiiefifitiniiniielioiielitifioliolilofilieisiiel | Im T mmmmmmmemmmmmmmmmmmmm
| WRELE wEmn | i mawER P
| - s <SRRI SOREE | L A R o R
FRAVIWS| | EESERIE | L . e TOIE . SIRAFE by S vt st || + Bk
=20 B30 |- s o Rl el s > [« AL © BRUAK
IRy | WRESN - bl | 4 1| B N SIS
|- o ShIEIELE . i v | e
- . mﬁyg\ ﬁﬂwﬁﬁfﬁ P
g BRI . R b et e
. L E Pl L T
N
]  EREZ) AR Lo 44 '
. :ﬁj@%i‘ﬂ;ﬁﬁﬂz P N RS s - R @it
IR v P > A Bl 1
| s b . iy ((:5?J,IS\CIL\_»?‘&;E;‘;&T&
ey S R S | e, | |m i e
o I CPM | CPT i !
© BB KHZ). fEL
i, RET Rk
LRl |

B1 TERHER;EURNE
GERL R U5 AR YR Srinivasan %5 (2010) [711] Katsikeas %5 (2016) (2] CEAR(2017) (73] S5 ST A SR A P

T W5 R B

HHT AR RS — A SC SR T R AT, B B RRGTAL TS SROR )T BB
11 AR A5 0B A5 BT ROR B R BB )T B AR T AR R S,
5T B R BCE — BT A AN L o 25T B B 50 R A Ak 4 58, O -F B A 280 — BN, AR ST
PN SR D)9 AN (BRI NS L SN O R R4 €N B2 S Tl TR T S S == o
7 b 1 R N 7 5B B 7 00 B B A H AL R 45 R B B 6 P A R Bl R AT B AL
i JZ 32 B RO A PR R 3308 B 8¢ MOBOCRGB B, IE M A MR T — A RAEE R 3. dnlA] 2
B

1. REZEHE

JUE A B AR R S B RS — B — AR B LR AR SR INTE I R R TR R R BRI
SEHME IR ZE WK B0 B 4 S (Moriarty , 1983) 7 2 2 A 1 AL ) My ALt 0 £ — (9B A 4L
(D) TE BB AE . BEFERIT I 98 3 (PR AR L2 5F AR O0 2B T J7 =056 T8 9% 3 10 A B DR 3R A8 A
JH T 9145 %7 455 09 S BE ( Kotler 1 Armstrong,2010) ' o 57 BR BT T 1 9% % 3L T B RRAE , 1 A
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PRI PR SR o3 SR 0 Bl 1 95 Ji Wi S R 1 B 32 0, — TR U R AR AN TR T A s A
SR TR 9% VAL 2 B9 R DU T I 0 R =S (R EOR o ROR W 5T AT BE— P BRI 28 A A 4R A R
KT ol 20— T BT R L T THT 4 5 0, LA B A AR 6 T 2 5 0 S B S S )T i (L A
(2) Al SRR o T o A OIS B B TR R R ) B T 28 A AR 6 H AR Y
PR E M L AE AL A B e IROE SO R EE A A S R R, (3 EB RS
FRAE o B ARG 5T T A AA It 5 Al I £ 0k AR | ) B T S R B AR
S5 it R L B R 6 5 B8 S B A U (IDFA) D7 (8% Fe 2k B 2T 210 Bodl L AT 52 BURS o 00 42 98 55
FOR B T 3™ 5 9 E R A .

REZE bR P SRR BIEEH
A ] ] A A A
| DOROE SR !
% [ wmasn
RE | ! i)
aiky | AR ; AL :
=~ e A )/ e 3 H SEY Py e
_— . R K G HIBA
sk el [ P 4 R i
Gk X - P> G S
. LV BEIR i ! fokak % brfEg B4
N [y Pl WEMOE - AL R
sk I35 b : o1 i x
. o gh il ; N .
Z0T vl ' KA
SR HYLiE Iy :
A : ? :
\ 4 \ 4 A 4 A 4
B2 myE—HTEMBIFEILIELR
FORLR IR A
2. {ERMLHI

P FABLA R 0 A — IR 5 A T B A, B0 R AR 8 5t e 33 47 e A 5 ) 5 bt S B0
NV S, RV B I0S . MEABTSRE , BRI AR R RIS A — A B gs 1 b %
R — R AT A L B A T, JL4F Binet I Field (2018 ) 73 S F 5% e $8 J Sk £ — AR 38, (B 3L
i HY i R S8 B SRS SR T B TR S LIRS RO R R LR — 45 R o
A, A — BRI B AUR R T 20, B TS SR, 7 B R A ] 8 S oW R A
BRI AE T3S L) 5 2 S R M S AR FEEARE 5 WG T 2 %15 B2 IS BAL B kAR, ) 45
B VR RIAUE T A T C , 74 A E HL R BRI 8 R T Sk A ROL R R A B AR . R
SERFSE I 7 R T 45 S BB B 5 7 2 25 AR G A TR RS2 B e 25 4 R A R B B TR
(9 5 P LR 0025 7 5 ] S8 A 280 B M

3. AEMIE

P A s R S AR S — BT RIR B S, (D) R DT, S FHNTE R T R E S 2K
BRI AT L o Q05 AR 2 S 1o 00 T AR RO A A VR OR L S T S R O 1 T
P19 P 28 UF5K (Albers-Miller il Stafford, 1999 ) 177 5 {44 36 7 i B2 8 36 7 i 17 545 A A% 10 200 4% B 3%
o L T A AR S B I 2% (Hall,2002) 775 AR 7 R K SRR o 3 R S R f
26 75 S S5k RS A R4 A BKORE ( Vakratsas Hl Ambler, 1999 ) 1 4R Py 48 5 1 i — R4k, 7l
TEBE A AT U G Y 2 R A AR R R T OO ARG T R R A
TE 25 P 8 S it it 3% A er DA A 35 7 R S A A6 e R e P A B I R D g Ak
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TRy XS] BT 5 S SR A R . (2) filak gy T, b R f ik AL HBG (how brands grow ) K
B 1B 3 1) 58 P R AR ik FH P O B AR A T U S 1 A L BT R e Bl S R R
PE— B /N AR TEIE B 00 fi 3 P R P B R AR R ST R e L I S AR
A AEHFE BN AR BN R AR [ VBT A B Rl 5t & R R AR p BT
WS IELES o —, ) & E R/ G AR B3 A58 6, B ] SC 55 K 1 A
AL Sz, B 2 AT AR, W AN, LA EE S R R A E K B #E MW LI DTC ( Direct to
Customer ) [f) BL# P TE 8 S i IR 50 S H 2 % B 8hiid . O A DR e T 4E38 8 85 b ) 5 ey
S B DR AERE T Al 1 X 4k 38 A R FA A UR 2 o R SR B 58 10 224 B % o K i
KR P NEYMEFR SR A QMER BT, #7532 il $ i KOL KOG DL K 18 2 FH P DL B
A B B R AN e o IR AE S B RA U TR TS e 4 ST Al # A SE (NAE LT
W 558 S 14 A 25 P I B A i o

G AL G SRR AR Ak s T R A B — AR KR A5 I BB R AT A S AE B B
ST P G 3 AR BT T B AR PR AT SR Bl R B Ak I S5 B R A e A
R b 25 LA PN 25 Ay 5 il i) SR RS AR AR M AR A5 I, T % 3 78 R ) 4 Ml gk vl g STk R A R A
TH PSR 58 = AR I 2 A R b T30 505 B AR Bk gh 2Lk X R [ & AT R AR I A LI R
P A P K o AR R Bk IR AT BE R ) 45 rh Y SC BRI I R AL A DL AT RE R T B AN BE
HAL T W FIRE IR o PR AR TR T J0 Gl a5 — o 0 RO B R el e Rl A
P R A 7T T SR A . RAUBE L) 5 B 5N, ) S A W % B P Bk ER
7T A 2 M 1 Dk S B, 488 i 6 P e T AR B Y R A e, R B R T S T B R B R T
HNE SR E T RS .

4. R R®

AT & 8O- B & & P AT o8 B R0 55 RS B2 PR b R R T IR 45 D
Fo 22 K bR e AT AN R 2R, S Bk rh 7 4 de SEATS TH 3 AR SR 2 06 A A B BB ( Javan 45 ,2018) 1,
A BARTE AL R ORI AR E R 2RSS IR T T S AR 2 5 Ul R
P (R NS, 2019) 77 2 AR AN ) ] A LA B 22 A — Uk HE AT RN 3 4 Y 52
i 36 B 7 SR A0 3R £ ( Tellis 45 ,2000) ™, Hit—L HATAE B EFFERNEE— 1%, £
q B A 2 R TE R L 2 B BB B 00 BE B SERCHE oy B IR R GE R, T ORI AL 2 5 —
Bl bR e o 0 Ah, 3R BT AR R RE NG e, ) B R A a8 SRS L A TIE SE
(cookies-based ) 1 iz J& s 7 (last-click ) JC ¥ 38 &5 H P 78 H A7 6 00 5% Ak, Gn faf ff pe 2 R 09 1A 1]
M iR — TR EMR RS A AR Ry RO E W B
TE B )

5. IEEE

TCVE S MR 7™ T B R S A N R A 2 43 B T S B O Ak T A B, e A PR B SR A A
P T far BT A AR S R BN O B okt G0 B50HE T P, O TR B0 R — I DG EE R R TR % LA
TR HREZ RGNS A B TR AE — (1) B EREBCF AT . 645 R 2 W EE 1 4 2
HEST BB AL BE R S DR A BN R B, DA R A I RHE T B . R ORBF 5E T R L SQL
Lab (SQL 4 21 4% ) Model Lab (Edli f8) £ R 256 2 75 Bl , 30 $o %8 7 Ui vE e = DLk #%
BARmAE . (2) W HEEE A IE . IR FERE , F P 7E Mo APP i Y6 ik i A i B0 i, 4 58
AT B AL 2 EE A K, B I B 24 /N 4 A% Y 42 i — I s — 1
P —F2 ik R PEPE IR o 33X — 5ok AR b AS Ak G b AR B 3k B N RO O 1T X BSOHE Bk R IR L R
2, WD A < Wi 2 R AR A P AR R 55 R R I S L (Yu %5,2020) 7 LK
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Implementation Logic and Development Prospect of Advertising

Marketing of Brand-effect in One in Digital Context
CHEN Fei-long

(School of business administration, Jiangxi University of Finance and Economics /

Research Center of Industry Cluster and Enterprise Development,Nanchang, Jiangxi, 330013, China)
Abstract; Brand advertising and effect advertising, which are distinguished by the basic functions of advertising, such as
“building cognition” and “sales activation”. The former pursues long-term brand image building, while the latter pays
attention to the realization of short-term promotion effect. In the past, the practice of advertising has encountered the
embarrassing situation of effective transformation without brand building or brand building without effective transformation.
As an advertising marketing concept that conforms to the trend of Internet economic development, brand-effect in one has
received much attention from various circles of society and has become an emerging marketing term frequently mentioned in
the digital context. Judging from the existing literature,the academic community lacks sufficient research on the concept of
brand-effect in one, especially the issue of brand-effect in one in the new digital context is still in an early fuzzy
decentralized state,and existing studies scattered in various marketing scenarios have not been effectively integrated. At the
same time,in the digital era,the combination of brand-effect in one is of great significance for enterprises to capture brand
competitive advantages. What challenges do the characteristics of brand advertising and effect advertising bring to advertising
strategies, and how to integrate advertising elements to promote high-quality brand effect transformation have become
important issues. Based on this, this paper attempts to systematically order and comment on the main research results and
cutting-edge research progress of brand-effect in one in recent years, absorbs the existing research conclusions, theoretically
sorts out the connotation and extension of brand-effect in one, effectively grasp the internal mechanism, working principle
and effect measurement of advertising, and looks forward to the future research direction of the discipline,so as to deepen
the theoretical evolution and practical development of brand-effect in one.

Firstly , this paper reviews the controversial focus of the proposition of brand-effect in one,in order to show the complex
connotation of the brand-effect in one. On the basis of the unification of brand-effect in one proposition debates, this paper
returns to the essence of advertising, reveals the logical elements of brand-effect in one from the three aspects: conceptual
features ,action mechanism and practical mechanism of brand advertising and effect advertising, and summarizes the different
definitions of brand-effect in one. On the basis of theoretical combing, this paper puts forward the concept of the brand-effect
in one.

Secondly, this paper sorts out the historical evolution of advertising development and transformation, divides it into three
stages with different characteristics and gradual progress: brand-effect separation, brand-effect synchronization and brand-
effect in one. The connotation and extension of advertising,access path,data management and the whole advertising ecology
are constantly upgraded and evolved with the development of the times. Among them, brand-effect is the product of the
superposition of social soil,technical tools and model innovation.

Third , this paper reviews the relevant research theories of advertising, and builds a theoretical analysis framework for
the impact of different elements on building brand assets and achieving effect transformation from the three functional logics
of advertising’s internal mechanism, structural elements, and effect measurement. Among them, the structural principle
reveals the advertising function paradigm, the structural elements affect and enable the advertising performance, and the
effect measurement monitors the advertising effectiveness and displays it as a visual effect.

Finally , this paper refines the theoretical framework of the process cycle of brand-effect in one under the background of
digitization, constructs five major sections of the advertising ecosystem based on the underlying framework, action
mechanism , content reach, effect feedback, and data management. Among them, content reach is the best way from the
content scene to the economic scene, the action mechanism and effect feedback link user cognition and bring behavior
transformation , underlying framework and data management carry marketing insight and effect tracking. The interaction of the
five constructs a benign marketing closed loop. In addition, this paper points out the research expansion theme and
development direction of brand-effect in one in the future.
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