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Every country has its own famous traditional industries, and in Taiwan too. In
addition to the land of technology, Taiwan is also known for its traditional
pottery village. Pottery products and handicraft products are often of long-
standing origin, being preserved by people from one generation to the next.
In terms of the day-to-day development of the Internet, knowledgeable
marketers are turning this new technology into their advantage. Online
advertising is growing at a rapid rate in the world, more than 100% per year,
benefiting both advertisers and advertisements. Therefore, 71 M has also
developed a website as well as a Fb fan page to promote their products. And
with the expectation of /1 & I & reaching out to more people, the 5A
marketing model combined with Fb advertising will be applied, this is a
workable business solution for micro-enterprises.

' 5A marketing model

By the end of 2016, with the introduction of the 5A approach in "Marketing
4.0", the debate over the adoption of AIDA or 5A in strategic marketing and
operational planning has exploded and created a myriad of arguments not
only within global companies, but also on social networking and forums with
the participation of many well-known marketers on practical application
actual marketing plan in 2018. Marketing 5A, essentially explained by Philip
Kotler, is the way that businesses and brands create the changes to drive
revenue and loyalty to final-users in the buying process that is changing and
deeply interfering by the development of technology in recent years. Model
5A includes five steps from "Aware" to "Appeal", "Ask", "Act" and "Advocate."
It is not merely a modified version of AIDA but a new marketing and
communications approach in the new business development era based on
digital revolution.

Aware Appeal

]

Sympathize

Participate
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' Facebook Advertising

Facebook is now the leading advertising channel that businesses choose
when they want to market their products or reach potential customers. What
is the use of this combination of 5A model and Fb Ads for businesses? Back
to NLE M, this is a micro-business, so for them, the advertising campaign
of macro stature is not feasible, instead of an available frame with just a few
operations that their own ads have been created, simple but extremely
effective.

A Customers have few information about 71 & I8 %% , except existing
ware customers.
Through GA data that we already put into /1 5 9 & website before will
Appeal show us that customers have interested in which page/products.
At the same time, we put facebook pixel code into 7155/ 1% website.
Ask In this period, we run the facebook advertising so that potential
S customers will identify 7L M fanpage.
Act Based on the user data sent to Facebook from Facebook pixel, Facebook
Ads will suggest each specific marketing campaign.
Advocate | In this section, we got both existing and potential customers.

The fan page now has nearly 1,500 followers with consistent interactions,
which is a good padding step for 71 &P to reach even more target groups
of customer, accompanied by scheme for 2019 is already proposed. /155
will promote the marketing activities on official fan page, with clear
strategies such as conveying 71 5 Fg J% stories, environmental protection
messages, etc.

et Folowers
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"to learn kendo, is to learn how to be a

yourself, and handle the sword much
better."
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