|

F A Wﬁmms

S ;{; * /I | j “f

%ﬂ

i,
il

g w;\
o EE R
1851 B . !
) & 1% %ﬁj

REEEEH
EREHRS

N 6

HEERKFE SEMRN
hE S EEEHERC T RIREA
BAR #EF BERXF/F

JAVA & B % Xt IR A

M ' SOCIAL SCIENCES ACADEMIC PRESS (CHINA)



JA

B BLUE BOOK
OF ADVERTISERS

hiE &= LA

(B R
No. 6

REERASE EERRR
REEEEHARFRIREE
AR HE#® BEL & /&

CHINA’S ADVERTISERS
No.6

HAINFNERE R

SOCIAL SCIENCES ACADEMIC PRESS (CHINA)



EH7ERRE (CIP) i

HESE RBRESRAERE /EFREE . bR e
Blagsc B A, 2011. 11

(Ir&EXBEs)

ISBN 978 -7 - 5097 —2798 -0

I.O%- NI.O%-- I OB & -THEgE -
HeE-+bE NV.OF713. 8 ‘

T E A E 0 CIP $iE s (2011) 55216106 5

rEEERE
PEISEEHEBEBMRE No.6

FEEEAES &R
F B/ PESEIEHABAFFARES
AR HEWR Hes %

HOR A/ MEL

W&/ AR FEXRERAE

o o/ AETERRLZFPBF29 BRI ERERAR
HEBLARHFS / 100029

TR/ oM FEFELH (010) 59367156 WERE/ 224
B T{548 / shekebu@ ssap. cn RALEEXT /7 W F
WBEgE /T 4 FHEENH /& MW
B2 8/ e ¥ X H A R4TEH (010) 59367081 59367089
BERSE / £ R EHQ (010) 59367028

¥/ohrETEGHARAE
Z / 787mm x 1092mm  1/16 B #k/22
W/72011 411 AE 1K ¥ OW/39FF

W/2011 £ 11 %1 kB A
£ / ISBN 978 -7 - 5097 -2798 -0
#r / 98.00 7

A EFHD

ABWERF. R KTHER, BSSASSRBPINERRSHR
A\ SRiRETS  BREDSS



<
&
0
<
oo
o

e

“RFE RN (SBAE. AR, FAH) AieHE
SRR hARAL By R R B 5 AL F X BB AL A
KA BE LA BRI AR S EBAR, %umoqj)é
“GRBEAF. “BRLBEAE FAILAMHCEPTRARE
PERHIFARETEEATAAADREM, AR FIHHR
ﬁA%%ﬁiﬁh%mﬂ AT EH . B R esy X&
%(B)#“%ﬁﬁk%\ ‘ALBRPE FAPLAHR
FARBR IR AT A B T RAATH, o F skl
WAL RBUR AT B R R TIE, fPAERE,

K AL R B FA L HRACALSFH 2 K B RAE B R AR A 4
HRAT A #ATER . ©5. 010 59367121,

AAA o Sk iR AR
AR . bR T RREITFESA



hEREXE SEREA
“EETEHSARAIFVR" RIAA

H K HER
ITAK L4 FX B

%
B R % # EIAKF E o X F O &
o HERE B X E % X R
%z BESE K B KEKR AEHK
B OR ETE HEYT R BRAHA
A % X#E#H ILAA EEH Ha¥

P

APAEFARRBREANZA, HEATPEEELS
JEERRARERBRE T,

AP PRI EE, W TWLEINHGRAL LREHF
E—ZiEE, REE£1%ZN,



AfHFEMEKKRFE 211 82" “HAEEBF
REGUNEFTEAFEHZL” FTREA “TR L8
HA BRI R



FERBREEHIT

BAR F4) &%F, PES 5L E - ¥ F—FEERAR %K
Bk, 480, BFRFUZRFEACEFFRTFNLAAR, PE &5
LSERZRQ¥FZER, (M) &5 (THAR— £x) #5845 K
FER (FPESEFEHLEIND) S ERA— N FFHHUK) . (HEA
BEHFLAFR). (EFRAERTHFEENZLAEWL) . (FESREN
EHAFRE) (K FEAFLBEESHRLER)  (BFEAHRAFE wK
B AFT ER—F N/ TR R/ RN %

HERF YEARECL, #¥%#84:, AETEEEA¥) FERAHR. /-
EXHAHK, YHEATHUR—) ) REEXHh; W LFRp4AS &2
B ERHTRER, TENE EXEH) SEHFR. BERIFENY
EEHAREA: PEHS EWRFERZARZANEAAEARZRA “FE)
HESAH, PESEERQZRESY “FEEZEH)EEHFE”. TN
HEARSZRNY “FEPAEERREFAR” %, hATARFEREE
Wby (AR E), CEMNPAY S EhF P RIRFEHFERREF AKX
o

BBEEE PEGEAEETHRMEK, S EFEL TEFRARN
FEEFEEEER. SEI BB REREFR, S EERANAXFR.
Y HLFERRSEESF, EALETERLEZ, IR BZFLLULTH
RE “APFRBLGRRFHEEX", “BRRREARSE” EFERR. h/ MK
H, WAEH. WEEHSENSIr LR REETRS



g =

AHR (TEEEEH) RIIKBEAE, FAREFEPEEEZEH
EESNTIERBHRE, (TEERER) —HERVFEEREREEEREE
TRITEREBFH R BRGER. AN 2005 7 EERAFTEAHE—F (&
EWR B LR, (TEEREH) —EHRBAMERHRFEXE

(FEEBES) SEHEANAT EFEREATREBZURLEHEL.
ARk, WA EMRRASERE, S BESTEXEHTENES, o
MNEACE GRS, AR ERN . FERBEHEREE. T EEAXLER
B, LT ARSI ARRBUMICE & XN BEHEEEsIaSE . £46h
IEIEHEHBIAREES. HREFEETE R FREREHRSE . PE
I EREERBERE . ERHSAXBEIEEIRRES, REMMEHEE
FEPA . BAIEEHT TH . RERRERYM T XM2T . PRETALARTHE
Aoll B FLZF 0 R T I AUBTGIE BR G R EAT G R R . M RAS AR AR R
B

ERREHEE. JEER. ARERETRELALETmTHRPETEE
BHEHRRRNSRME T LN, RA TR RS R,



Abstract

This is the sixth edition of Blue Book of Advertisers, which systematically investigates
the marketing and advertising campaigns of China’s advertisers and turned out to be
empirical research reports. Blue Book of Advertisers has still been the collection of the
latest research results every year by Advertisers Research Institute of Advertising School,
Communication University of China. Since first released in 2005, Blue Book of Advertisers
has always maintained constant attentions from industries and scholars.

Book of Advertisers is led by domestic, well-known advertising experts-Professor
Huang Shengmin and Dr. Du Guogqing, as well as Dr. Shao Huadong; written by the
members of Advertisers Research Institute. Taking advertisers’ marketing and
advertising campaign as the theme, this book sees and seizes the tendency of advertisers’
marketing communication from various perspectives such as basic marketing strategy,
media selection strategy, new media marketing communication operation, advertisers’
PR construction, social responsibility communication and so on. Being guided by
Report on Advertisers’ marketing communication, the book has grasped the tendency of
advertisers’ marketing communication of the automotive, financial, pharmaceutical and
other popular industries. There are also Report on Advertisers’ Usage of New Digital Media,
Report on China’s Advertisers’ Usage of Sports Marketing and Report on PR Crisis Management
of Japanese Enterprises in China, which are applied to discuss the currently hot topics in
the marketing communication field. This book specially adds some representative
enterprises such as Lining, COFCO and emerging active brands in digital time like
Vancl, which are used to typical case study on building, reconstructing and
communicating brands.

For those professionals in the areas of marketing communication, advertising
communication and PR communication, this book provides detailed, forward —
looking perspectives and cases for their comprehensive understanding the situation of

China’s advertisers marketing communication developments.
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