R A FRELEEFAL “THRLH?

AT HITTREEF +
& ¥ % Inbound Marketing 3 »

Adopting Inbound Marketing:

The Perspective of Innovation Diffusion

i * ERFEERF L A
RIS EE R
Fyd i mipt

A4 L4 EANT L2



®

$hethzd o BAS ?{’%ifﬁﬂﬁféﬁﬂﬁw‘»‘a‘% A N A T

(acer ~ntel ~ Everzor @~ Hielo) ey 4 F e~ 8 970 & cfp 3 27 3430 1
L perE gL crF eeri R | AUREEL T A A S 7; LA B .

TAHT AN Y - BEL LM B A FEE S ERLAREY YT
BRLELE F e F ﬁd = lﬁ:;mﬁﬂ)\ ”Kﬁ&-i\’“rfr'\i\“r B L irtE B kAR A
Koo FATHRARLT NP oL BATERL A R BRI

\\\?{r

l

B EAEF 2 @3 ¥ adp o R AR B R 2 B2 RN L
BT fRE] G T B e e £ 4 G 3 i & BB 0 A R
R RS e e s MR ISt SR VE L R R F St
A et B R

RHMTA ifd AFA 4 RN F rEy WP el o e &
BT g fehd £ o ipfhihe S A FASNE 4 4 BEPS 04 Fo7 NS R~
LT R L S p’g"\g}_r};.%}%m&*; o

7

R#F-FRXP 2P A2 A NFR Ry AP £ 0 R i
H‘Tyﬁ‘tmﬁ“} ’iﬁﬂ"“!ﬂé’? ;hbg\. o

BB E TR s ad p) A GREA A B EROER AT
A RARERR AR IR ES E A

BOhdm B e m R ore v 2 A A B SR RAH hZ AT o

Bifiz- > Mg @iy s T

T 2010/8

II



TR RART A P e FLd & DG A M FRE %
£ *

bl o it RAIRTR & 3 8 RV BT E RPRILIAT (74 LIRTR L e
de 0 A AT AIRTATE R ATERE L B R o B B0 Al AR OR L 0 A
CoRAELHFLIY - e EH AR DY G BT 8 gy
B o

AL g BT enPoig B o B RGO Y 2 L L RSPy
7 ﬂ B e sl 2 740050 o 740 4177 © Inbound Marketing » &_f stk e ™
BEA o @ iTk S84 B 274 #7 Inbound Marketing ¥ 5 & & {7 4 £ BpF o
o P 7 %73k 3 Inbound Marketing en32.d 2 ¥ 3% T AR OF B FF > A7
Jjjklgﬂ';:ﬁpz%gﬁ /FH ml%ﬁ*g—%ﬁﬂ”’“lﬂ (1) mf’?ﬁ;ﬂ'ﬁ'l%ﬁ'ﬁé? m:é:
ERETIZLP?20Q) FHAFHICARFZ LR ?20Q) 2 kA E AT T4

FrreaB R iR

B FEA e g B3 v i 8- 5 4734 Inbound Marketing 7 44 44T -
AR P HEBRLNE A AT AH D FRE DB RF] A H
HeoFF g BRI ATHR Y B AR 1 IRATIA AR TR R A B A A B o
HEAZFRCEe BREE T EE fi#i#zei‘ %s—;\ 2R BRI ek & o
- HFR IR B G Y AT TR 2 BRI L G B e Rl 3
KT NE FREFTER D ’*iﬁﬁémﬂ’ﬁ?f% &% B B A B 1S e

BRAEFREGE - AFTRERY SERBEFL 2 B0 B DR &R

i R o

AT ATED R EHme R (D) TR ERBZ RLL FARBEHLIFT
FraE R METE - (2 Inbound Marketing 7% £]37% (T 2_7 4 £ 37F A0
IEFF Q) JFIETF 2L 4 FE & Inbound Marketing {7 & £ 774k * crt
ol > AELRTARF AL EULE- AR LT L L R e

MEEF © LIAT ~ [T RIAT ~ IATHRIT ~ £ HEZ X H3Y ~ Inbound Marketing

I



Abstract:

Studies in innovation distribution and diffusion field have been researched for
decades, but most innovation target will focus on technology innovation. Marketing
innovation is still a new issue in innovation diffusion field. The study wants to be a
base for following research in this topic.

Internet quickly developing has totally changed communication tools between
customers and companies, and forced new marketing method (or “marketing
innovation”) “Inbound Marketing” was generated. And in these years, more and more
companies adopt inbound marketing as a regular marketing tool. This study tries to
explain the factors and motivation of company adopts marketing innovations, main
reason of marketing innovation diffusion and differences of marketing innovation
adoption between different industries.

This study review innovation, marketing innovation related research, and make
sure study target” Inbound Marketing” as a marketing innovation. And the study
frame combines innovation diffusion, technology adoption model and two stage
theory to analyze all study cases.

The study structure is divided into four stages: Motivation, Inspiration,
Execution and Routinization. Motivation contains “Innovation”,” Environment” and
“Organization” factors. Inspiration includes “setting targets” and “seeking
innovation”. Execution has ” Re-define” and “clarify” two stages. Finally companies
adopt innovation and “Routinization”.

The study finds “Resources™, “Environment” and “Competition” would be the
main reason of marketing innovation adoption. And the high accessibility of inbound
marketing with  “Environment ” and “Competition” is the main factor of marketing
innovation diffusion. Finally ,comparing “ Consumer Electronics Industry” and
“ Chain restaurants” two industries, the difference in marketing innovation adoption
IS not obvious.

Keywords: Marketing Innovation, Innovation diffusion, Technology Adoption
Model, Inbound Marketing
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74 % & : Gallivan innovation diffusion process in organization (2001) - »#%73 #52

B 5 Gallivan & f# 32
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% 7 & Inbound Marketing

FHLITEFLY £R - R o

FRZEREHFELUTHPEAARNTE - FRL FIFTHT ¢
(The Chartered Institute of Marketing » CIM) % & 7488~ B " § F 2% ~ 358
2% 85 IV RBAEE g TARS 2y @ AR %g ( American Marketing
Association) Bl & (TH A - fid mREAEE P LA I LR AlE @B

NPT 3 SR s

Drucker(1982) Rzt s 4y AL f2jf # F ¥ i & 2§ £2 & &2 JRI%
Kotler (2008) = & {74 ¥ - B 2 @ -2 - IR LA & 0% KA E R
1B 42 (Kotler & Lee, 2008)

TERESZEREET S FHERS BRERALEL L BT
eoo LAURRT o A B R g dhde o e R R T D f ’ﬁfv’w«ﬁ«a“\ ,

Inbound Marketing ijf»{féﬁ—: AP oo

Inbound Marketing ¥2 Outbound Marketing ( & 5t {7 4 ) £ 4p ir“’?rlrﬁf? s
poavw A3 Bt P gx 2 & Inbound Marketing o e g b B oW e G Fq‘ e
# 5 ~ 584 2 Inbound Marketing % %444 » ¥+ Inbound Marketlng - kg

5
a o

2 “the management process responsible for identifying, anticipating and satisfying customer
requirements profitably”

3 Marketing as the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, partners, and society
atlarge.

4 451 Marketing : http://www.451marketing.com/Inbound-Marketing-Agency.php ~ Hubspot :
http://blog.hubspot.com/ ~ New Media Campaigns : http://www.newmediacampaigns.com/ -
Inbound Marketing Blog : http://www.inboundmarketingblog.co.uk/ -~ New Marketing Labs :
http://inboundmarketingsummit.com/index.html ~ Inbound Marketing Help! :
http://inboundmarketinghelp.com/ ~ Find and Convert : http://www.findandconvert.com/ ~ 7

» 3 # {74 Inbound Marketing Express : http://imel.inboundmarketing-asia.com

Spw e 3 % 2 3E Inbound Marketing i 7 @ (1) Inbound Marketing: Get Found Using Google,
Social Media, and Blogs (New Rules Social Media Series) » i’r?‘,‘ : Brian Halligan ~ Dharmesh Shah ;
(2) # * % =4 Inbound Marketing - i’riﬁ * % grif o % 3F % #23F social marketing ~ relationship
marketing 4p & 13 ;gf;fi“ﬁ #7 % Inbound Marketing =34 % o 85+ B 5 3F % 584 & %38 /7 Inbound
Marketing 22 2 > 4o @ Hubspot ~ New Media campaigns ~ 7 = 3 & 743 "2 7 % -
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Inbound Marketing £_ "4 i) % F | 45 21ch- 74 = £ > 354 T Earn Their
Way In® kw5l % 7 ﬂ A #53 $235 4 P~ Inbound Marketing e % - £ Outbound
Marketing #74¢ * ¢ Buy, Beg, or Bug TheirWay In ", k3% = 4 & & % > 4a F eh
@ #8244 - (Halligan & Shah, 2009 ; Burnes, 2008; Vittal, Anderson, Joseph &
Jennifer, 2007)

m 3% 4 >t 32 B Inbound Marketing = Hubspot ( Steenburgh, Avery & Dahod,
2009) ~ #%_& Inbound Marketing P enf>r TAAE LIS 5] | @ # B @ siz4p
SFEt THFREE | - BAFHAARY DI EITHE T REL -2 BE
SRt 7 @E# 3 EiTAE £ 5 Inbound Marketing B # ﬁd BEFLN T r*}%
%%me*’auémﬁﬁi%ﬁ@m*rﬁﬁJﬂﬁ%ﬁbP°*ﬁdﬁﬁ
gHREPEFa L PR TFER o A Ke P }tgm R 4 BAR
i Tyrs | - #7r0$30 Inbound Marketing %z » 745 d i T B4 | 2 =%
SIRRE » A 2L R T IMER | - AT L I DB E S o - # R A
By FibaE BEEH 2 AERL BRI RN ARTLR -

Inbound Marketing R|4-B] 6 #77= & 72 = B £ & 0¥ %2 ¢ 1 F (Content)
% 31 & & & i (Search Engine Optimization » SEO )% &%ﬂ;{.—%(Social Media) -

Content

As

Blog, video, ebooks

Search Engine
Optimization
EB3EEEL RIS

Twitter, Eacebaak,
Forums, Biogs

Social media

on-page, off-page,
keyword analysis

FHL %% : Burnes (2008) - AFT g AR

B 6 Inbound Marketing & % B
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i % $° Inbound Marketing %3 > £ G a4~ aalAREA Y B
FiLR 2 PR F o L vEF P F a‘b;a:k:u;ﬂ BE W R ey ek
b F I F ey AR F S F Y PR A ARSI 4702 Inbound

Marketing % 7 &t f9 3} % i —‘F%;_q" PHRBETITHE S gﬁﬁf#“ MenT LT
4H§&%“(%O)'iﬁ?ﬁ?¥&ﬂml“%%%i%%mﬁé°§§%

0 ALFE A i *Fi S 515&%"5&597’? USRRE LSRR BT R SRl R
FEAESELY P 0 SR DBIFL LT 4 Inbound Marketing £ & 8 i
| E'%%—zﬂ [ F]

Inbound Marketing e * ¥ 12 u A i B & kP Hubspot 2 Will It Blend?

Hubspot % Harver Business Review #45 %1 57 Inbound Marketing # % - 3% =
PR RRGHDMR 7 0T g L AR L R LR
74/ =% > @ Z_2 Inbound Marketing 7% #8= 3¢ : blogging ~ SEO % A+ 3 4148
Henfig* % o 4]% Youtube 15T S MBI p AT R FLEME R
B L R ﬂgﬂ;‘b% o I ¥ I * AL FE SRR e 2k - Inbound Marketing % £ 4T
wad e

fe P > Hubspot #% i e & b PUpF 4 7 cfn® 5 4250 0 5 2% #F Inbound Marketing
3 i;'é*i@m.@.:% AN S @3:1;’ PR o BRI Y R P
FAcE B B ek > @ e {7 Inbound Marketing s sh B F O M iR (T
B iR F!ﬁi’iéééi-i;;ﬁ ° Hubspot mé‘pj}i&{m;ﬁ PR EDL FRIBHDP
s 7 &5 ¥ Inbound Marketing cogg Y~ ferbingc i it o T2 ETRL B4 AR
{7 4 Pt 2 +% FiFBLE o

*‘M

i

ETAS

f:ﬁiﬁﬂf%ié e B pRTA M REAF ROBEE o B WEFH T
Hubspot > Sl B RER B 5 3] Hubspot en2 3 ~ k5> 3 5 > &
3 Hubspot ¥ fr o @ g3 & Inbound Marketing F chF e o

¥ - %% TWill It Blend? ;8% - % 5| & Youtube cheje 82 % » e T 9 + £
d — 7% 7+ # o @ Blendtec 7 Inbound Marketing =+ - T Will It Blend | i&— %
S AR BATY B AERA K R A Pk Y Y R e
B8 WA g 4m3F 5 A gRpER 7 3l iPhone - Blendtec s i Tom #- iphone * »
2P OR Y Y ARk R R AT B 2 Bokkd fpg A

TR TR P —fgmﬁg{rﬁi Byfs Hisd A ETHEF S B TR AR F iR O

8 http://willitblend.com/

9 http://www.youtube.com/watch?v=gqg1ckCkm8YI
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FaAdEE Y s APy 22 TWillitBlend.com | pt — b * X % 5 35
iz— & 7|0 Inbound Marketing 77 é » #2% % Blendtec &5 - =
FRAGHEEORTAE SR R LRI TS o

-~ ARF SN

Boyd and Ellison (2008 ) #_& A% 3¢ 448 e op £ 02 % Qe pRI: 5 A A# > &
Bl r Ha AT 2R

2 A . P o, v 2 — - 10
ch-BFRRRDEIAPpZZ-RBORALOROBA TG

B E AT W F A kT

SR RAGIN DRI F g AR A L8
A E R SR PR AR HPET 2 S LT R ET TR

,aﬁmgfhm ot — dr b Tl A D@ % F] BALF Rk b UK

A AL R RAE N R .

Bl AR AR o R Y AR A DD 2R
*ORGREATI & 0 & A AR AR AP g A R B
o ¥ 0 TR B AR S DA Rl | ek > R E G RALR
&@%ﬁ%mJ%mﬁnogﬁﬁﬁL%@%ﬂ’ziwy%?i?ﬁ@%i
SEHRER R P 8G A TEARME | (Fono & Raynes-Goldie, 2006 ) 5
AL EEILAE e rhaE 2 oA SN R B o

22

PR AR R S 2 BT S PR B o e iR AT Leh
BAF AR k) L geRIA -

BAE L5 rType Oneself Into Being ; (Sunde’n, 2003 ) #1545t >
E R Rt “"P]Elfr%‘miﬂ oo AT e B Y A N A g ?]-‘u%ﬁ“-‘ - *@9
SRS REP- R R R H T R VR TR BRL ) AR AT e Mﬁ»ﬁ*“j\
(About Me) | e384 o % 5 Beeb i e oh { L1 * F Hp e chpR s~

10 construct a public or semi-public profile within a bounded system,

11 articulate a list of other users with whom they share a connection
12 yiew and traverse their list of connections and those made by others within the system.
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PR SHMMLRETIBA T e o AEHB AT o RF BB E B A
A

BAR G B R A FRMPLNLIR G TR A ZHOKE
Bt L8P B3 B 38 i5d PR AT R T IR
N - o

3~

AR b SRR Y F AP RRY GEF A 2 & BauEdl ¢ F
uﬁwmgw$ﬁzkajﬁfzk’ﬁwaw.;rWiJ~ Fese 4~ Ts sk
(Fans) ;% o @ B Thend 2 5 X gRT & B2 & % PR o fg > 2 o+

2 N

A
f
H 2 praizha fgre s M fhen T 5k E\«{'—iéﬁ{;};—fﬁ (Follower) | 3558 % & o

&ﬁ%@&%ﬁfﬂﬁ%ﬁﬂﬂiJ—;gmﬁa e m L A K

TR AR AHEME? PP AT FTRE D PG A a TR G
By oa- BN P AR & e (Boyd, 2006 )

i Zam o B AT 0 AAFEREE U L3 NAR IR o PP

P4 BIE BIL B AT 6 0 SRR T X T WAL T REEN L
E G oo b BALFER L L2FCd PP 4 A A e m,if?ﬁﬂggﬁ»i[% A E

>

PAREOT R X e R A BB AT i * ko it B A

S EALFSA Rk R F BT T LY LR L G ]
SHEAES TR AT E T P AT R A RRT RS SR
Lo TF5 o3l Aot ARt > R 23 - FAATG R ¥ F IR UR
mx@ﬁm”i*ﬂﬁd% AEHEINIE A A FIE(T o M AL RS
FiTepElE 0 A L iF A AT P T*C»—- Eil Rl s R SR = 2 b I R A I S N 2
mﬁﬁ’iﬁﬁﬁi$é—%%gﬁﬁﬁﬁﬁﬁﬁ°%{ﬁWﬁQQ%ﬁW%ﬂ
LIRFAB 43 B o g M eh Cyworld 2.0 #3255 enesbdeH o ¥ by 535 5 en
BerbAd Reih s BB D B 3 PRI 2 A A F R A B R4S
Fo EGHE R A R AT R 4 ehd B AT o A S AR e sk o

o

|

AT T TR ER AT
“%*%ﬁ’#w%¢£~%% 3~
DY P o I E SR AR T B R R
Herh R ) (7B et h I S L B8

=y
=N

ST S RN A EPRGE (R HrRPRR
RIRIER > TR LIRIEE M feik e
¥
i

-

N\

by

ALFGAL e b 0 3 S AR

?_ﬂﬁmgj\o

F%*%éﬁ%ﬁﬁ#%&%%@%%%#EW’ﬁOWMﬁiidﬁ%
ARFEF Nk PR R AT FIE AT AR I FET D
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g EF A ‘73\ Orkut e sbchi & %53 (Kopytoff, 2004) - #3145 @& % ¥ 3
Bt pEEHE e o

b IR eI St —*‘Ff a BB At E R R 2L S 1T E B4 i o0 Facebook
Plurk -

o HEESIHEH G

Mo% 51 & & & {* (Search Engine Optimization » SEO) | ¥ - %éiﬁd i 1
PPt o NRAZET AOFIFHFLE L OPR o FS AP EH0F S
Fem@ (TR 2 152 > SR G - X R s G e oy i o
R41IHIFTRE L EHSEO 2 P44 el p 2 e | - Carroll (2010)
{ﬁﬁgﬂyg&,ﬂﬁﬂ$¢@@w$pﬁ§w§m—ﬁiﬂ’ﬁﬂ?%d
#Fui'% FHAP F AN Nd s o - e PRAFT LT AT L
Pt g WA B L R LR -

RRFSIFRLRER L 2w o SEORMRG - AHANFHN IR &
@umg_ﬁ@1akmikao pre fEie T gaeF ) (Organic
Search) «§_T p 2245518 74 | (Natural Search Engine Marketing » Natural
SEM) e » 2P e RERER L2 AL ZHRE R PR iFH L o 3F

524 ¥ ‘i«%ﬁd #* SEQ eniF2 tnisiz » B AF L% F izl o

x5 & A iE it SEO H_4A 1997 # &b 4o = 2 Foorikfoan 43 (Sullivan,
2009) - z¥ B §_d Search Engine Placement (3% 31 & =% ) - Search Engine
Ranking (3% 51 & £ 5 ) - Search Engine Positioning (3% 51 & #_i>) % Search
Engine Promotion (4% 51& 36 % ) (Rhodes, 1997 ) & Z:as i 4 ko

J€.1990 ¢ #p— = 3] 2000 & (Carroll, 2010) - P-:f 3 B a2 g iz k&
ferk o FETAIHSIHF P RE{ L IF LRI Y > A H 5] A0 P2
ko JEd R FRBDEEFHE (HF RS D E L RF S
Fh il Ay o 55y ptd £3R3E-

AN

2F

w0k

2000 & 4= » #F 51 & g # ﬁﬁ{ﬁ“iﬁf%ﬁ‘:}&&é' FAEEE KAz o
FFPFEL e 2R LR IR G SV Jpbre A > IR GBrRL 5
Fpd A ENTH B 2 p mﬁ'ﬁ‘é%%d FHFREF IR AR L
5P o
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AP 2004 & > Bi4ET R A e A% A b & (BusinessWeek, 2005) - 1
3 2005 & & g & 19% > #303F § o 7 R AR B Sen ;};%E ¥ - B3 o
i ﬁ;ﬁﬁﬁfﬁiiﬂfe FFPWIEF S RAPIOTMAT A 2 LL 28 ~ 5 F R
B ie T2 x Faeid 4 T How Users Find out About WWW Pages |
» 70% 12+ endpx 51?% * x’f’r,iza»%%ﬁ WendpE 2 % 2 L hieEF R
4 4t SEO 4 &Apiﬁm% LR

SEO - #iniviz » EAFROF I FF SR B FHGT - HPHFIIY
EAER LR B ER DM ML A RPRIF Y TRTHEL
(Robots) ' | + Mgmek (Spiders) | ¥42:% > aipt 3 61 B T30 /f
dRTBE BRI NT AR RS - BFREELEERE ST Ao
Yahoo! Directory’’ 2 Open Directory Project (ODP) *® - FFEd WEFSIGF [ g
%% PR 4] > 4o Google s PageRank™ » i I F L 5% T

“r1) SEO & FA ST T F 4 o V2 1T 0 Rl p 2 e 0 )
PITWEANTALE > GldcdH P T MET - R2TR 7 RECEEEED
Bo ¥ -G ) ZRIEFLEPRNEF RLCPET > ot s HR

K“L . K“L [P TR N
= ﬁ SF mu%‘ 1B °

mIpa it SEQ S EEPFENNIL - BEADEE > T2 FHRETE
Wt R RIRARE R o He B F P SEQ BER O P et £ 2
EIEE L{;?v’:&% o m fz 3+ SEO 72006 & st 2 e & 9):F 10 % £ (SEMPO,

a
—
Bl

14 Businessweek ,” Keywords For Ad Buyers: Pay Up”, FEBRUARY 21, 2005,
http://www.businessweek.com/magazine/content/05 08/b3921042 mz011.htm

15 Georgia_Tech "How Users Find out About WWW Pages,"1998, last accessed: at:
http://www.cc.gatech.edu/gvu/user_surveys/survey-1998-10/graphs/use/q52.htm.

16 http://www.robotstxt.org/wc/fagq.html
17 http://dir.yahoo.com
8 http://www.dmoz.or

19 Google F = % 7 ¥t PageRank :7f2# : PageRank 4rfF B &% 7§ & H'J#%—‘]-Wvg;@)ﬁ#\&hg
ua,sf{;;ueagzp;wmsya\* MR o i H k3o Google 3PP R F A i®e| B o Rl

#F A R%¥ET B - % §Google § A Rdchin, &Ll gy otk Fﬁﬂ**
- %ﬁ*‘r%@"’%mmkﬁ MBI E R PP RETRE T BT AL TER
1, P TR £ & RF R ¢ 7T 0 PageRank 0  BF Google g;cn|4!t“r/%@“’m
ﬁpahﬂ FROAERFAADRTRELT P EBHFTIOER NPT HES A LERLE -

# > Google #- PageRank frif e 2 v s &> kP L& T 2 & Imﬁ;ﬁﬁ B e
T. ° Google gﬂé—ﬂzI&’“.&E Lk %;?—’rkﬂé’;'»i'%%é"*rp EE RN E (ZRED R D
B p ) A ehkdha s L300 E0PE K-
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EIREN égkwépfiﬁ P R AIRT S T AIRTIR A S AIFTIRITAR R -
£F 2 LEPHBEIHE S PERIERILR e R QAT OES  H T
% Inbound Marketing i& {7 45 3¢ - % Inbound Marketing # 4t #_% » # 334 Inbound
Marketing % — 74 £ 77 »

-

AAIFT w0 j&_Schumpeter B 4~ > Freeman ~ Rogers ¥] Christensen » £] 3744
&R 2 R R STenffiR ~ - ALt o RIATE WH B AEO RS LGNS 5
Sugd 0 @ R ERE D] & AR & o Christensen 27 Hauknes §8#-£1 A7 ehje vk - 355
I EA K w oo Han oAz 2 Bprend B 2 & 7474137 > @ Kim ~ Mauborgne 2
Shergill & B AIFTen & & F 3uivim 4 £1RT o 1 B 1345 Innovation Statistics for
the European Service Sector e & > {74 |37 5 - fAATens —EL,; e‘zﬁ Feod gkt
RA BN Er WA NP A B PRIk 4 N FTE o PR 3T H
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G pIFTIRACIP M v fRw A 0 < B4R % 1 Rogers dik Bk o F L3 0 AIAT
WA TR 0 FERIFICEAL S - BATA B A5 0 T ¥ PFATEARS 350 A
FMEF O BHFE  OPFFEAE (T BEROMELTE o 0 BEE S
ARG HELFEOE RS A RO AP PRI MR
% » Tornatzky and Klein ~ Moore and Benbasat % 4 Rogers =323 5 F # > 4 @

D H e 2

AFEY Rogers;ﬁd AR M N FI R AT T TR 4 (5% Jﬁ)
P~ e %x‘ 2R .Lﬁ‘i‘m*;r ZL_;L p 2k o} %‘K#Y'l’i}_ ey % j\;_:r ’f#-P\ & i
PR 42 TR R A UG kR - £ Rogers bR PR PR 4
BEE LA %’j‘/’%r}mﬂh WE ZEFIFA TEG P P BHEERE 5
B PR S L & B HRT  R T RALILS R L
710 $ L Rogers &I % ¢ T 2 I B FRE - Fnd m g
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“,$ TRERIFTERY & 2 0 ”9'/,%% e AN R A RIRTER T P AR IR
{733 o & 4345 Rogers (1995) es@z - o ide f,]mrmﬁﬁﬂ@{ T
(Agenda-setting) ~ & i & 4|37 (Matchlng) AT T A N #
(Redefining/Restructuring) ~ % 7 (Clarifying) % % i (Routinizing )

AR Y s &0 Rogers B AIRTA K IRAR AR 0 X R TR R B R
FRFTOR FE SR TR TR .

W EHERR? H 2 DREHATP LRI ELS 0 PHEIES R R
- KA E & HEA] - Davis (1989) AR HEERP Y TR 7}4495#&*3:' 1‘%5\ v
Ty g s o $10 Venkatesh and Davis (2000)#2 B4 < i3t > @
Venkatesh and Davis #-fl &% sl - HuE R o T4 2 T BREE T * 12
LR EFLLwLELEE S BASHEA - Venkatesh and Davis (2000)* 3t % <
Bt e > T e R F R R R o B I 2 AIRATHRAT
W”E‘_‘T%\ s ﬂﬁ‘-iﬁ-jﬁ’ﬂ TR BAIRTEY P L Ee R FL T aEBINs o

A G A AIFTERY ad S A13TFE 0 A8 fj&f}. Venkatesh and Davis (2000)
PHBEIE OO ERTFIRIR DT EHG o

Gallivan = i B w ey LR ]~ HAAIATE 17422 Venkatesh
and Davw(ZOOO)ﬁHiﬁ-M %s_;\ g Foe K TP AAp T AT
2R AR ;‘U‘f ik L BRIt DAIRTEE L AIATY T - oLy
“ﬁi@*%?°F— ) B FEIEHE N D P hA IR 2R S5

S G
BIFEZ B > 22 Rogers e fp et Jig o

TER RSB ZARISNR
RS 2EF AR TN QIR AL R RIAT - AN PRI
#fafwba AR FRERT PRI RS PV IR R
FIFrenE & ARERBE A S PSS f TR E- HIA LTI
IR o

AT AR B R F T LA B R R A RS
IR AT I o BT Y A EF B P g o e T TR
RF G i MAIRTER P\m,ﬁ/; 3 :1"»‘;1? e RN LN o ST RN |
PIvBHEFY vl 7 TSR, -

HKEREZ ERFHEEHPF DT RRLEREH DA ML TR
o gid Drucker 2 Kotler #1 % _%& e {7 4 » i&— # i& ~ Inbound Marketing #3424
Inbound Marketing 4p %4>+ Outbound Marketing ( @ sti74)) =& 5 "4 % .
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35 Fleh- 74 £ £ o I PF Inbound Marketing ¢ z =3 & % : p % (Content) ~
% 51 & B i3 1+ (Search Engine Optimization - SEOQ ) % #+#%4%-%8 ( Social Media ) -

PEEFFRET R SRR T F,_,w i BRENE F o AL LA
ik T S AMPERRERIRIE G AH LY BERY i lgiE e T 2R R
B OURDIAP L - BARRL BB AT R B R F AT AR
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