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Macro Factors

Customer Demands for:

* Personalized Communication
* Relevant Messaging
* Contextual Trust

What firms have to focus on: /
* Profitable Customer Engagement Customer Life Cycle I

* Data-driven Advertising
* Real-time Advertising
+ Permission Marketing
+ Co-creation

+ Earning Trust T
+ Experiential Advertising v v

Contextual Moderating Factors \
Location (Developed
vs. Emerging)

Competitive Intensity

Advertising Strategy

Advertising Content
' Advertising Media Selection
v Advertising Message

+ Capturing Customer Feedback ry

* Media Convergence Product Life Cycle:

« Social Media
* Futuristic Technology
+ Data Analytics

New Purchase/
Repeat Purchase

N

Information Dissemination:

* Word of Mouth

: Product H

H Category

: Consumer’s Willingness
Mobile Disruption to Go Digital j

* 4 Advertising Targeting

* Social Influence

+ Bloggers
+ Expert Opinions =

N—

rl Return on Advertising I

<72l 1> Integrated Framework of Future of Advertising[6]
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o= AASHE "l 23S FaL Y2l o= MELE 7]
&} vjt]o]o] G4 el whef @3] Fare WelE &4
A71E 7 288 B ido] RasfA|a #go
29 B a7t o} FaL Hek(tactics) o] 84972
Z29 & vk AdolA vk, /gl g bt &

slg Fwtn FAALE F e SHES W
A Aolek, A2 Aeke Aol ohga 2},

“Advertising is paid, owned, and earned mediated
communication, activated by an identifiable
brand and intent on persuading the consumer
to make some cognitive, affective or behavioral

change, now or in the future[2]”

219] A olof w2 Far
Uzl QAP E 24 wjt]o] 34 A
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|® EntertanvSurd &= | ® Memory

8 Communcate/ ® Atvtude

| Sociakze. etc |
Un 7

- "4 | B

Playful

Sencus <--—->|

Advertiser-Controlied Commr-cmom
Structures Outcomes
Ad Types " Consumer
8 ProductService Responses
'® PSA :>
e lssue ® Forgetignore
| @ Corporate he Ad
| ® Politcal

8 Attend (0 the
Ad

Ad Formats 8 Form Attitude
e Banner Toward the Ad
® Sponsorship p—
® interstibal ® Cick On Ad
e Pop-Up
®  Hyperiink = Explore the
o Website eic Website
Uﬂ‘ s E-mail the
Advertser
Ad Features
s Objective —>|= Puchase the
8 Subjective Product, etc

<78/ 2> Interactive Advertising Model (IAM)[11]
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