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Objectively Selecting the Most Appropriate
Project for Product Placement Marketing of
Commercial Television Station

Pi-Fang Hsu*
Wen-Yao Ho®
Abstract

This research develops a model for selecting product placement marketing
project of commercial TV stations based on advertiser’s perception. The proposed
model includes two parts, the first part adopts the “Modified Delphi Method” to
find out suitable criteria to evaluative product placement marketing project. The
second part applies the “Analytic Hierarchy Process (AHP)” to determine the
relative weights of evaluative criteria, then ranks the alternatives and selects the
optimum project of product placement. Additionally, take a famous Taiwanese
bio-technology company for example, to prove how a product placements project
is selected by applying this model. The results indicated that advertisers think
highly of criteria in order are production team of placement, mode of product
placement, execution of placement service, organization of TV station, etc. The
proposed model helps advertisers to effectively select product placement
marketing project of commercial TV stations, making it highly applicable for

academia and commerce.

Keywords : Product placement marketing, Commercial TV stations, Selection

model, Modified Delphi method, Analytic hierarchy process
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PR 5 © http://www.aber.ac.uk/media/Documents/S4B/sem06.html

PRI Y CRIEIEERD O 0208 MIRGE = T %
(% 4% 1998) > i fict! .@mu%ugfo S 7SRRI ~ 2
WRVEE » RS VRl (g R g SslPE PR [ i gfk FLSP
AR RLT ) [ REIH (% R - 2000) -
QW TR SEH P

R GRS ORI > Metz (TR BYRIORE ARSI > 20 W
f‘Eﬂ[iS;ﬁjU(Metz, 1994;Stam, Burgoyne & Flitterman-Lewis, 1992) - Metz I'| 5 {1 " F&
Ty AT RLRLRE O TRSpE (AR ) SRRy 1 - Il SRRt £ 4
i# (Metz, 1994;Stam, Burgoyne & Flitterman-Lewis, 1992) - llq e F",p VIR
FE o TR .

5y ﬁ"ﬂf’ﬁf‘ﬁf” "FTJIH » £ T P12 E8AHE ) (autonomous shot; Metz, 1994) -
A= (YR - ]ﬁ%gpﬁ%ﬁ%‘/(Metz, 1994;Stam, Burgoyne & Flitterman-Lewis,
1992) - ,i*F{fagJ HI i/mé,\l;z;rg?qﬁig{ﬂ%ﬁ FIPAETF  I fil- SRPE Ff@ﬂ%aalf
ﬂ[ﬁ’ﬁf’g’ FRL" F 12 (605 | (Metz, 1994;Stam, Burgoyne & Flitterman-Lewis, 1992) -

T BB o 1 BLE 12 PRI - B R 1 L o
S B ISR B S L mﬁ\%
iﬁd%’m%pglaﬁ,:, [RLE 1= [ESpRpE R o ZhE Yo ,5 AP R AR - #
RIFVETRITE ~ DRI » frR) T %WJE$’J%ﬂH%ﬂ PHFIVREL -

31 fE‘?ﬁfF‘FIJ“ : ART"“" T AT e TRﬁE%/F&J (parallel syntagma) (Metz,
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1994;Stam, Burgoyne & Flitterman-Lewis, 1992) - “[Fil[f k4 i1 iRy %/ f (motif ) -
SR ] i =2 %ﬁ%ﬁ #H(Metz, 1994;Stam, Burgoyne & Flitterman-Lewis, 1992) -
Metz <35 » T4 (SRR o [ R ol 2 TSI TR
?ﬁz’ﬂ—%}%{?[f_’«fz\f’ﬁf'fﬁ (7' ABABAB...... ) (Metz, 1994) -

01 Jaguar S- type 7R £ 11 BYH R 0 A FR I TR SRR
SHP =  l P  IIASL B RY <H ?H@”J’Fl[’%f’/f BIPURESE > M F - VA
Fk-Jaguar S- type Elﬁ}qﬁfﬂ ° H?, VoBY N EER] T ETEEEPs ) - T Jaguar S- type |
L E TN ]'[E%ﬁ?% Y ﬁz\“ﬁfﬁﬁv » R E "Jaguar S- type [IASCE YL P
B PO R TR B SR o S R
[RL © 2 5 SRR | szt | o NIRRT T A ?ﬁﬁﬁ%ﬂ?'i}‘éfﬁ#?f# JEHVPIAL
P S (PHTRE AR~ AT SR T SRR e AR -

B fé%ffﬁﬁfﬁ@ f,F%I%I—T ' B r?ﬁ?’l‘%{%/ﬁ% | (bracket syntagma; Metz, 1994) - %
IR IUFR TS T BT S B - EHRL - 5T BT (A (Stam,
Burgoyne & Flitterman-Lewis, 1992) = .V Frl'} iy €55 r?ﬁ?’f%‘@?& » 75 Metz r?:
£ > ELFIPYRY (sl Eﬁ'ﬂﬁ'ﬁ'}’%’? e HFRY S REET LSRR ( l"%'éi?“f“ REETAR I
PR » B TR (W (Metz, 1994) < SERIEFRIFL ALY - g
Y A SRR E - IR AL T | (Metz, 1994) -

R 11 PR B R S A A B R R O
PRG3R e YRy, S ﬁ@%*ﬁ AR R BB
Fﬁﬁﬁgmﬁﬁéﬁ & o

FYPIFERE ﬁgfﬁj =, rf'ﬁiﬂ‘l‘%ﬁé/ﬂ | (descriptive syntagma; Metz, 1994) - I']
%Eﬁﬁ%? [RECIS ﬁ%@f}"‘ > MY [l ALY S TR ’“J%F'EJFT'?—?J*EWTE'
FJT%{F‘L?J \ i*’ﬁ&#fﬁ?] £L {7 (Stam, Burgoyne & Flitterman-Lewis, 1992) - I'] H#{— %Eﬁ?ﬂ
NI SR S U Eﬂiﬁ?ﬂ D= R TR Ve [
T 4?&?'%:@?%% [/ 5 7 ﬁ(ﬁhéﬁ% Elfﬂiiﬁ g UTa IR R e 722 S o= 25
RG] 1 -

Sy R ﬁ’iﬂ FIIES Fﬂzﬁlﬁﬁ?& | (Stam, Burgoyne & Flitterman-Lewis,
1992) » I'| % ¥ gyl Fﬁ%@?’*ﬁ}' ’ iﬁﬁf@ﬁﬂfﬁw?jéﬁ? Y5 f@?’lﬁf‘kﬁ =
FUiEbZ #i e [RRLE (Y] (Stam, Burgoyne & Flitterman-Lewis, 1992) -

Y FERE F’—‘,’aﬂ HIRL T #) | (scene; Metz, 1994; Stam, Burgoyne &

J h",
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Flitterman-Lewis, 1992 ) - J[|f11F 28 » PE]H%E‘}EIQF,’SFEJ%&F&  HEh— THE | (Stam,
Burgoyne & Flitterman-Lewis, 1992) - 7[173- Volkswagen [/ Phaeton ?ﬂf[ FlTo
’J'??ﬁlﬁfll'%?ﬁfr*? N L S J‘J%&’%ﬁﬁgﬁﬁlflfﬁgjé’\ BV o aga L] PR ~
L AR AT OO FcL 1) > L R o=k kL T R
Hl

JY FERE ’F",fffﬁﬂﬁ Fjﬁgn:@m (episodic sequence; Metz, 1994; Stam,
Burgoyne & Flitterman-Lewis, 1992) - f/[lEﬁEiJ:F L o S FJSFZJ F S 2 RS }ng
“ER JF‘QE » Yelaf 2% 5 SV 1 |BU5E (Stam, Burgoyne & Flitterman-Lewis,
1992) -

5y Y, ’;EJFEE §4(ord|nary sequence; Metz, 1994) - § * fi' & H |50 i EL ]
I~ %Wﬁ%g@”%’w[ @*#WF@%W@% IS~ TRAHEE
H EW””“ (Stam, Burgoyne & Flitterman-Lewis, 1992) -

BGIE T GRIE R TR ERORPRL (BIERD 2
Gt ) 20 RIFORESH » =07 b L) AR SRS ISR i A -
AP EIE = (P pIFHLEAR Y 0 ORLF RS FOsEi™ Afi
el ;@ié%ﬁ%%%ﬂﬁﬁ' e AR DI PR T Fpi R o2 - s o
W -

#1 FRIAEHFH

RAYTIIER  RIAERIERE f R B s
FI= S = [RYFRE— IWGRRRTT A E A IR~ SRV

7’%5{}' ° (/[IEJ "—E:LYEFJE@F{%} E,I[‘ﬂ: IJJE"Eiﬁ HJ FI I A— %,FEE
FIpET s INEE A %‘ggﬂﬂg 7] ~ E‘ HUSHEL o
PR i 1 <

TEEERE MRS B R AR S0 AR A -
I 15 VR (R R T 3= P [ET
e WP T RIE N PR A 5
5 (U ABABAB...... E I'EI’FJ‘:E'JZ“ T EHIHRY R = e
3

B R HF ST T RIEEE RIS M R -
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i

*8 PI VR RET PR AR A RS

i - SR R R
IR ) P A
— FISPE T AP ORER © SRT
L (RC-Ca TT T
g
LA Rl R O G [ RN
S EIELE
1 KL CTREHPE R SR A -
(s i
e P4 » BRI B B ) 8
5@2[“ ’I\IIH :‘[/[ Jﬁj—{
FisEjFSTH R[S R AV R H IR R 9

F' . ﬂétII;p MATEI RIS ﬁ;}s%ﬁfj@ﬁd&?ﬁ%\‘
R UNNEE VR A Sl S

HPsER > I [

PH > THPVT -

ORI AP

()1 R (A5 PR 7 -

PIRYZpYEL] > Fiske f?{y}?ﬁ?rm s AR (Fiske, 1982) o ?iiF%EJ[JJ‘J "

KR4 (the sunshine breakfast) £ [Vl B - 7 HREF B ~ v~ 224> B

L RVE IR BT < B Y AR SR RS
PR RO <

@%%®“1$§’W%31%§P?7%%’Hﬂ%J~VJ’LWF%
P S| L T s e SN o liiﬁ [RE=AC ﬁﬁ‘?

25 r,& e RIS A Sk CIJ?H R RS S e
UPHA fortey s B R = > (P ] ILJ—‘*‘J:* Wﬁ R e T i PIRET
= P TRV B SARIOL R R R R O R R
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ﬁ;dll—J/ Vo F[‘“ Firk [E{&E‘bﬁﬁ‘? MRSV
(4)@[ ) PSR
YA "7“ e R T RIS BRI AEE] kL
ZIE-: uiﬁf[ T B s RS 7Fﬁ’?*f PEEREY T ) B
T S PIREEAEE  TEIRLT R T S o (R - Bt PR PR A
(R EL VE] > S RAERLEY TR F&Jﬁ' ISR o
[T BT AR O B R SR R P
*MHFW»J%%’ﬁ%@wwwﬂ%g\ BRI S %l 5 AR -
AR A /‘FTJI/ AR F UWH ST RO P R
V)W RLF BT e Bl e Fﬁ FIAS f s PR (NPRER

SV -

Fr’ﬁ

=~ FF PSR
LR T

FRISAPREAE! & R »TJ['%T':?JE‘J%‘ " PR t""”EE'Td[' HITRL 47% SR N
[ i absentla) FE S PR AR AR~ 2 1 VA oG, (Saussure,
2002: 121) -
q"”ﬁE‘FTJIf PILRL T RFST - [Fﬁzc'l‘ﬁ (1o 7 Sk A - ) W’?“/EJFTJII ]
(Saussure, 2002: 121) o FHiA== 9 ~ f[ =N Jﬁlﬁg o FE LA '—:”SFFT] | Eﬂjf
FrAEE] T ”%ﬁh%ﬁiwr$ﬁj TR A TS B SRR
q‘“’ﬁE‘FTJ [
SRR AR P » i SRR - VA PO A
gﬂ»;ﬁsjuﬁlmﬁi(ypﬂ%% SR ) A sfuad RS fA (Saussure, 2002: 122) -
P TR e ) RLA SIARTTIRS » JLECE | Ay o5 S A 1 -
FRGIRF o A "enseignement ; (TR T ) B TR b ORI TR
Z[" enseigner ,( )~ enseignons ,( * {f7%); ’”‘JF rEd o s > A" armement
(%{ﬁ? ~ F'changement ; (7&{™) (Saussure, 2002) - %»ﬁ‘;%‘»f T F'fi @@%ﬁ
)~ KF”[SFI% T FEE] T justement | ( IH;fH) — “J’(Saussure, 2002) - F’%ﬁ'guﬁﬁ
Pt ~ RS [ORLELRS T RTER pu TR ,t"?]mm%’*
2SR renselgnementJ (L T )0~ FREIFSEL Tinstruction | (7
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T!J) "apprentissage | (E'??") HELRLEL S, (’:’V’T;c’F'[) FUREIT] > Errfleel Jq’%ﬁ\
(Saussure, 2002) -

pel k= EE;n?EE'Fﬁ%ITEJJﬁEhE_II‘BE:‘-*ﬁEU BT EET FEANT L= TR ARy
AFUp e B F IR RIG Y5 EEE - T RTEANT TR RLA
e 2
24 VI ¢ R A
O ETE

S q"“ﬁlrﬁ[,yﬁ‘bﬁuﬁgﬂ G TR LETRNIEOA 15
FARVEEREEl (FH > 2003 5 Palmer, 1998 ) ©
(Q)PHRAEIS

E[»;Férﬂfgg ey ﬂ?ﬁ?ﬁ’?ﬁ'ﬁwﬁk’ RN ~ = Y

Jaguar S- type }H! % f[ B L%fﬂjgfjg [Eo JYH itﬁ]f\ij I F [ po T
6L Hﬁ” E P AT ) B Hﬂj i85 nﬁ[ﬁ@lﬂjﬁlhﬁulﬂﬁ W R S
- fc@fm T RLTH A - R TRV o PV 91 A (8

RSGEE ) > = BT S Jg e

BEI s F R R EO el IR - A F LB PIEORE il - MG R L %
ST e S PTREEE | S TAsL e iy ﬁﬁ{ﬁllwﬁt RIR2E - iRE P e
S EE R Jaguar S- type U RUVERE Y, o BAE D T FTERAHTGEY TP
OB o RHR=Re %ﬁl@%fﬁﬁ#[ R IRV RS £ }‘Tiﬁ " Jaguar S-
type Sl 2 PR T oAl -

PIgt > PP (IR gTaes) pogEn ] E'ﬁéff%fﬁfﬂlﬁ I*EJF;L,F;L’FE'%% o FREHIR
JKf Jaguar S- type AP £ TASLE - i AR puEiE o T IEI*L WIS INS =
i LEXUS & J"”-’rlEa]?ﬁﬁ(Dawson 2004) -

?qﬁ FIEHEH] iﬁ*ﬂFﬁE,ﬁJEHq&\ FYH P Jaguar S- type fIURS{E - B EEI7E

i J%ﬂ* [ MR PR ~F§<E*]§14*JEU%E‘F?B’#§%F@ :
[ ek ﬁr AR 5 (O PR ~ B AR e B
(o) ETAEIfY

TR jfl;?aﬁgi EVpUEns - Barthes @ (§Y (5 ($%E) (Rhetoric of image)—
Yl AR GV — T Panzani | AE g (Barthes, 1977) » fiEE T TEEE

38T B o

33



Y f'jy [ Panzani | RLEAFEERY A - pTk B A H T o O
f[g_ggggﬁ[ MR TRE | AR S ORI B E SRR A F I A
SR EJIJJ%&@;@M@,%@%?H%W BLE )G~ A=< (Barthes, 1977) -

" Panzani | ?@%@E[J?ﬁ’ S RETG [gﬁf lﬂmuw . ’F”, L ANES|
B N e S A [ J%‘?EEI(Barthes 1977) 5 i g“”?f”EE' P
?U_’?Eﬁ o R TPanzani ) AR S SFER < U S o BERLER S F
BIEBE (R S A S

T R IO i el O R SV CRE R T S
T WSS SRR
(C)FTETHI

R (T ﬁ“?ﬁ Epsgllie PR pv g AR ) (2 911> 2003 ) > ik
i‘w”ﬂ@’ﬁ%’%&gu%p}t VI o UEERS - AE EAVAE RS RY 3 ESRL TR T o WS
TRTTCAR G poAE

Fiske ff‘?{ﬁff’? TR ) VR (Fiske, 1982) » S R ebet ) T EEE
FOP [P35 PP R T R AR ~ T B SR R ok
SR AR T T RS A IF' Eﬁxﬂ S 5EH ’%ﬂ%ﬁlf[lﬁ’v
PRl TAER ) F A TIEAS TR PR IF ol (7 o [EV e 3 o reE AR R
FURL TR RS SRR AL B 2

TR IR AR A TR BB 20 £ (displacement) FL A
HPVEIE F 5 T RO | R N R i R
Frovee )% 48 Fuai;”?*f’?‘?l'ﬁﬁ‘ﬁ s PRI *['F'EJ’Fj:ﬁiﬁi‘%ﬁ‘?U!F;Z%f[ RIS
FEIETE o LR Y T

PUFL o S DRI I - - F SR AR S ~  OPE R -
=i l'%ﬁ*”#“ﬁ'ﬁﬁ Hory TABIRES P oA R [ =(Fiske, 1982) -
(d)RLEAE

-,i%’”jlij‘lﬂf}ﬂ?ﬂip[ﬁf%ﬁfﬁ y[[fig’\ﬁﬂa FFF Mfrdey | lf[H‘ ) r?[TEIJg{ggE'I
YA o i s O R P R HReL R IEI%’?I’%J?’J)WF#‘HQ’
mﬁ:]gg&?ﬁ G| WJ,FLJH/J e PR E‘H%E'FE‘W’FE@?E':&HUW?“ ) fﬁ”[ﬂ s
A p J?@fﬂ °
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PRI F= @ﬁ’f;@ﬁ’:ﬁgﬁ: Do AP S FEPSEE L BB s R
AR R BT P2 A o FR IF’E@E% bl I 3 & ARV, <
QFFipoten)

CEPTSRE P RS BT T CIE 220 ) pUAIL It - S podt )
WﬂﬁﬂﬁﬁEWﬁ%ﬁfﬁﬁ%ﬁqW%ﬂi@ﬁ@%ﬁﬁiﬁﬁﬁ%%
FO R T I ORI 1 S o

[i%f[u%ﬂ il BB NG RIS AT T BIDL O -
FEEE OSBRI - AR~ B4R 2T 9P oA ) FTJF R
giea B 007 O, 11 ey ﬂﬂ%’ﬂ" 17 wmf ,
9’;‘4'?% TR PVETELRNE > TN Ry TET (R L 2003) o FTRE AR
AT TN~ SRRV ELE Y, P At o SR T T Y
A FI‘J‘J?‘JZE"FE'?‘TIU“ °

USSR TiR =4 A A FTAIIF'J‘“%E’EE‘ SRS T A
|'F[I’ )F—E H F,]*%?:’[pm‘a ,EK,EJT&E_E R F o
3.5
"‘”‘TE'FTJ[ TE o NPT = A PO R (U A~ B - A
* AL ) ﬁ%%\*f%r‘im FEE L P B PIEE T A R
FF B2 - i AL > B - e W ffror R T R RpER (o)

* ,ﬂﬂi}'ﬂ VAP ST SIS, Iﬁﬁ‘?@?ﬁ NASE
¥ Fhy o1 | 85 (connotation) =

PY ] ARy g A ﬁ?’ﬁ’fﬁ‘%ﬁ [

PO 5 SRR et >~ TMIRRRRANT - 1 Gl SR JE S A B
RLPIREFy » 0o PRI PO - A AR PR R B
(regular forms) » H{# "SRR RLE G~ BUE ~ S REPVER] T EY (Thibault, 1997:
69) - ﬁ', ~ PR = I (UG = @ > PR R m )
RBCH S ﬂjrw'lﬁ*lﬁ@qﬂ E\FIJ/ ’ nsﬁf AR L T AR E— FJI
SO ﬁlﬁ‘uf'ﬂ » ST ﬂ;‘%&g;"ﬂﬂ/?& (Thibault, 1997: 72) -

diss ;jT”F[ 51 Fllisq B TR l[ﬂﬁhﬁf 5 @gﬂ[?ﬁﬁﬁguﬁ‘
EA%#;J;J” ?Fu?‘l‘lﬁ Rl > i By WJ%L%EJHH ﬂw ik A E:FIFN?F
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OIS B IR et — LA (R i - = AR -

HRY, (eI 'HFTJI’: F g AR~ R AVEIR > < RLY
FEFIRL « [ SR PRLEIRET [ ARt £ 70 - U1 Barthes [19 " Panzani |
i P (7 PR F‘ dL14 T Panzani | YRHFI1 AR AR SN R SRR
(Barthes, 1977) o [l H1 » (¥ RN T ~ 2GRS - & :'i‘q%l[flﬁ ~ 1M
PRI - HERL- ‘P‘E‘F” E?xﬁ BRAITE) DRSS BIT 5 - 05
AL RIAED PO R $TE R R [ aﬁiﬂ R {,Efﬁﬂ B
IR R NI F’l’,‘HIEIU AZ=B-C Elfiﬁﬁﬂﬁ [CEs 'ﬁF%JI FHVELR o

T‘i?&/—iﬁr\.ﬁ'l%ﬁ'ﬁﬁfﬂ[’%ﬁ G U1 Metz BT AT o HUE) 7R A RIRET HEJ’%EEJ[J °
Elj}‘ﬁj» : Eﬁg %F[FT .o l?;j—ﬁﬁ%{&}g N }‘ﬁgﬁ”\ﬁyﬁg N jﬁEhA EI/FEE }‘“ll_[il:ﬁy}g
TERFE ~ 38 FOpRR St [ ARRTEEAERS IV [ 1 R /fﬂ A
sl R

HERY S AR IR - PRV ETRIE ~ DYRIR 2] T S R 5
A HIRIEE ~ PE PR RL o P B R SR R AR G TRy
HARTE = SRARE - RSP SRR A U HRY R R
E%FF#IEJF'JIQT Il > PP po = F S IO S B R = 8 - i
BRI S8 A RO B - SRR R - R TRISYRS ) o
F I o

i iﬁr“?ﬁ?uwﬂﬂiﬁff%ﬁ&% IR TS R ) R
R R TR o ARG AT RS (Y S B B
Fob o8 r%ﬁ”'j TH o e LIRS 2 A A <w1ﬂmﬁﬂu,j<~
Al IR st o T aMB 1 prEel s lﬂf{lﬁﬁ iP5 ) IRk #
R PRV RE s R PSRl (O ?‘ﬂﬁfﬁﬂﬁ
SPRTTERART 1 ISR ROL THRERR ) IO -

SRR > [ 53 Ry R T Y AR IR
AFSRTFTICE P A=A o8 G ERATE) > A, e BApl e Poge (O A=t
[FIBEETEIPh D B3 R Ao A B =2 AR LS s BT AT S LRI
o2 M TIRORL A (I ORRIER « e AR 7 - B ™ R o g -
THAERpEAE CUp)E g VS APt ST s SREEeIE P
& o iﬁﬁi*@%ﬁ L b P B T RS

36



7
v
=

FrEE ) R
TR < - /N o,
e Wi g o e
"
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(j%FVﬂfFU? D e F‘i?ﬁé‘ﬁﬁﬂfﬁl’ﬁ OS2 RS L
| (R P 'i’FETf‘F“SfHJJ RS o '?%%E!Efsl’%ﬁfll’i/DFN,"JEMEPJ
EJA#*JF.TWJ IR 53 FEARE ~ Bt e i o JpIN R Pes AV AT
PITF f=t3 Y 4 AT T :t'[f#fl”ﬁ”w/ SO FPETE LRSS AT o PRL AT

© A

-~ BHERT LV B puh s (R

LV e B o AU ﬁi iﬂ@ﬁ Gk TR L TR
ST (R 2005) - PN AT DE E YW EmE o LV 5
R i A e B o F I T 7 I3 B R R 5 2 IS
R BT EREHE TR ) 22 T Monogram ; # FRA SR S R LY &
BRI b FIL -

i "[%ﬁ TEG PR 2313 F 15[ ( Superflat Monogram)  (2003) = ( Superflat
First Love) (2009) ZEhH! - r%@r 'b¥ Aya ¥ LV Bﬂﬂ‘*i“FkF [JM/*\ JEQE s
LV TSRS R BER 7T NS R (R Y 2 B
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}\F%Fﬂ#zl—ﬁ LV Frog Bty S BRI ) VAP - PR A H?amff L fE
\‘HF'E% gt krn TATE = T Monogram | =F[[EVEE T J/E;rylufg\w“
| E“Fﬁfﬁﬁ[ ."?é,ﬁjp yf' N fs‘ﬁ ]f’y"ﬁ[j{L%Jfbgi ﬁhﬁ[;&?—& JrjﬁjTﬁ{i’qL}ﬁq* I/?
FERZS R - ARG R R A 4 R i
ﬁiﬁ?«‘/ (5 CO B SRR ST EFVETREET R~ 3 (T
b~ FOA S > 2000) o AT AL LIRS o LI g
ST [ Ry Iﬁ’ﬁ‘%f& Fé“[fd (Pa%z=> 2007 ) -
ot LV S L R A T 0 S BRI )
F[’[‘L;@ﬁﬂﬁﬁ? |f|#|,\_ U o R ;—%\%3, i ‘%T H I3t
TS BEITEE - IR R T B
AT BT A#ﬁ’/ﬂ‘%‘ﬂgﬁﬁf@ﬁlﬁiﬁi’ﬁﬁf/@fﬁ  Jlyy T F
/a%’“ﬁ‘ /_5%‘/07/ v/@ffz’/g} F, /‘?ﬁﬁ FHIX 7%7,@? © euens i[l/ﬁgyl’éjiﬂ?}’ﬁ:ﬁ? izl
Pl TREFTHES PR PRI TR R 2 AR
T IRE LTI T A - Flfl— X St e (5 » 2005
30)
T S b A Y o wSPIER  ? PAR
P’S’”JIEFJ PE RIS %J‘}?ﬁﬁﬂj Lv fit:ﬁ pE eI A ?
Yt%lﬁ;é . 5’3’:@%%[3@@%%%%#;@]] ) ¢m‘ﬁ§i§@[]§g§5 :
) L ;?ﬁ VHITBORE RS A
) LV VR S R ﬁﬁlﬁdé? 2T ?
)

(=
(=
( LV gig v B T R R L 2

=~ R N HRREIED LY B
TJ“??F[ 417 "maya 'FUH]] ; (most advance yet acceptable ) - ,l[%;ﬁﬁr i HE
&E}J/%:T‘ FIFLH';LE]EI i £ ,ér.%%%,yl'gﬁ (s » 2007: 219) - 11 LV
D) @lﬁ%ﬁ‘t wﬂ-dfﬁ F#E rs E’ﬁﬁ 'y f;ﬁl/:uqlef{ﬁﬁg NG ﬁm}u?{

7 B Louis Vuitton A i/ 2 "—’7%”% BT R i ff}ﬁ/J A1 Tjiif
Ry Bl LB ;’fﬁl}‘f}éﬂ/ﬂl]/ﬁﬁ /;/%}j BRI B LN T FEIE

logo - FALHTSHBEL FE BT F FPIEF - (B 2 - 2005: 29)
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ﬁ%ﬁ' oI Y Hlv o fl ?ﬁ'”iﬁ”q'J%%%Tjﬂ‘ (superflat) JLI% .

BUGES T é‘Fl% "R R e (AT FREEIE 1 (Superflat Monogram )
= <<Superflat First Love) f[1 - fi Vi i bR =S IR AR - Sl LV
RL‘,}WE[’:J%{E-[%* ) T@%E‘gﬁ I H:zt%g:i/ [“HEl

LY gl A "‘?WE'FTJI Al GRS FREE IR LV FW'S‘EJU/{??’

U % AT Y
(=) LV A AR YRR

DIt WOR e A (Rl SRS R u—ﬁ = [RUIREE fﬂmﬁzﬂr et
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The syntagmatic relations and associative
relations of LV animation: Case study of
Takashi Marakami’s works

Yu-Chai La'

Abstract

In Saussure’s view, we should follow the linguistic rules while speaking
some utterances. He also elaborated the linguistic laws including two facets,
syntagmatic relations and associative relations.

Saussure has impacted communication research very much. In advertisement
filed, we can find that large articles have followed his perspective to study
signified and signifiers in texts. But it is a great pity that few papers discuss the
mechanisms of image languages.

The author tries to put more emphasis on the logic of image rhetoric, and
portrays the syntagmatic and associative relations in visual form. As the article
mentioned, the syntagmatic relations of images can be represented in two way,
including cinemes and the syntax of frameworks. In the associative relations,

people can constructs them by simulation of out forms and conceptions.

Keywords: syntagmatic relations, image narrative, image rhetoric, associative

relations

! Assistant Professor , Department of Journalism, Ming Chuan University
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1. Introduction

Although everybody agrees that to survive in this modern and extremely
competitive world, every country, city, and town have to be well prepared and must
be especially careful about planning and development their brands, only very few of
them actually know what exactly should be done and where exactly to begin.

There are very few detailed research works on s particular city branding cases
completed to date (Hankinson, 2001; Trueman et al., 2004; Zhang & Zhao, 2009).
Moreover, the majority of related works focus on the evaluation (Caldwell & Freire,
2004; Trueman, 2004; Hankinson, 2007; Can, 2008; Zhang & Zhao, 2009) rather than
planning or development (Hankinson, 2001; Rainisto, 2003; Kavaratzis & Ashworth,
2007; Moilanen & Rainisto, 2009) of city brands.

This study attempts to solve at least some of misalignments concerning place
brands, and, in particular, city brands. Apart from analyzing the concept of city
branding, this research is determined to investigate the planning process of city
brands and to suggest a conceptual framework for the development of city as a brand
which will be compared with Taipei City branding model and modified accordingly, if
needed.

Taipei City has been chosen for several different reasons. First of all, to this point,
there has been a very limited amount of case studies done in Asian city branding
context, and Taipei is regarded as one of the most modern metropolitan cities in Asia.
In addition, in recent years, Taipei City government has worked really hard to build a
positive and attractive image of the city, thus, this city was considered to be an
interesting and valuable case for this study.

2. Purpose and Objectives

Based on the discussion above, the main purpose of this research is to generate a
conceptual framework for the planning process of city brands and to detect whether
or not it could be applied in the context of Taipei City branding model. The purpose
will be reached by addressing the following research questions:

RQ1. Based on literature review, what is the conceptual framework for the

planning process of city brands?
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RQ2. Is this conceptual framework applicable in the context of Taipei City
branding model?

RQ3. What improvements could be made to this framework on the basis of Taipeli
City branding model?

The research objectives pursued to answer the research questions are as follows:

RO1. To examine the concept of city branding and identify the main branding
techniques currently used in the city branding.

RO2. According to literature, to form a primary conceptual framework for the
planning process of city brands.

RO3. To analyze the planning process of Taipei City’s brand and compare it with
the primary conceptual framework.

RO4. According to case study findings, to build a conceptual framework for the

planning process of city brands.
3. Literature Review
3.1 City branding and branding techniques

City branding derives from the place branding and incorporates the
characteristics of destination as well as location branding. Relevant study by Hanna
and Rowley (2008) indicates that the most common terms used to describe city in
adequate papers include destination, location, and place. Kotler et al. (1993) assert
that “city branding process brings together a broad range of stakeholders to assess an
area’s tangible and intangible benefits, identify opportunities, and build support for a
vision statement” (p. 115). Also, branding provides and a solid framework for future
decision making (Kotler et al., 1993) what is extremely important for city’s image
management and promotion, and that is, in many ways, what city marketing seeks to
do for cities (Kavaratzis, 2004).

This research refers to two most explicit and mutually complementing definitions
of city branding:

City branding is associated primarily with the economically inspired desire to

position cities more positively in the midst of a scaled-up, more mobile and flooded
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market of locations and destinations. Cities have to be shaped emphatically,
thematized and brought to the attention of the more mobile and less
location-dependent companies, inhabitants and visitors. (Mommas, 2003, p. 34)

City branding is about deliberately creating, developing and demonstrating the
value [of the city] through appropriate ‘on brand’ actions, which consist of
investments, physical and economic plans, attraction programs, events,
communications, and the like. (Gelder, 2006, p. 7)

Kavaratzis and Ashworth (2006) distinguish three main practical techniques
currently used by places (cities) to brand themselves, that is (1) personality branding,
(2) signature or flagship construction, and (3) events branding or hallmark event:

(1). Personality branding depends upon “simple reality that people are unique
individuals and this unique quality can be transferred to a place, if a place and person
can be rendered inseparable” (Ashworth, 2008, p. 6). In this case, certain person or
group of people who used to live or still lives in one particular city or town, becomes
the key point for the branding campaign of that city or town.

(2). Signature or flagship construction is based on deliberately noticeable
structures located in the place. For instance, currently fashionable tallest building
competition among Taiwan, Dubai and Malaysia expresses their demand for global
attention (Ashworth, 2008).

(3). Events branding or hallmark event is a “regular or spasmodic cultural,
economic, sporting, political or other occurrence that renders the place notable and
confers upon it some desirable associations of patronage in some field” (Ashworth,
2008, p. 7). Olympic Games or EXPO are some of the most common examples of
such noticeable occurrences.

All these techniques are “designed not only to attract attention and place
recognition but also to raise associations between the place and attributes regarded as
being beneficial to its economic or social development” (Kavaratzis & Ashworth,
2006, p. 192).

3.2 Planning of city brands

Strategic planning of city brands. Strategic planning of city as a brand is based
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on successful implementation and appropriate modification of corporate branding
strategies. Therefore, in order to brand itself successfully city needs to adopt right
strategies (Zhang & Zhao, 2009) and visions that are regarded as leading stars for the
development strategy (Rainisto, 2003). Kotler et al. (2002) suggest strategic market
planning as one of four necessary approaches to place development. Strategic market
planning argues that uncertain future can be influenced by strategic actions and plans,
and defines a place as a distinctive one that has some specific advantages for the
target industries (Kotler et al., 2002). This process goes through five basic stages:

(1). Place-audit (SWOT). Place audit includes establishing a place’s attraction
factors, identifying main competitors, identifying major trends and developments,
performing SWOT analysis, and establishing the main issues.

(2). Vision and goals. Development of definition that determines certain
objectives and goals, and vision.

(3). Strategy formation. Identification of strategies for accomplishing the goals.

(4). Action plan. List of each action that will help to implement the strategy.

(5). Implementation and control. Constant monitoring and evaluation of
implementation process.

Drawing upon Kaotler et al. (1999; 2002), Rainisto (2003) takes the argument a
step further and develops a theoretical framework for the success factors in place
marketing where place marketing is analyzed from the perspective of the process
(place marketing practices) and success factors that explain success (or failure) of
place marketing. There are three dimensions of success factors in this theoretical
framework. This research is focused mainly on core dimension that includes five
self-action factors as it represents the organizing capacity of the place, and is the only
one directly influenced by the organization responsible for city branding planning.
Self-action factors include:

(1). Planning group. Planning group, as Rainisto (2003) defines “means an
organ responsible for the process of planning and executing the place marketing
practices of a location” (p. 69). According to Kotler et al. (1999), planning group’s

responsibilities include (a) defining and diagnosing place’s condition, using, for
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example, the SWOT-analysis, (b) developing a vision for the place, based on realistic
assessment and analysis, (c) developing a long-term action plan for investment and
transformation (the value-added process). Moreover, planning group is responsible
for maintenance of the vision and strategic work, the level of public-private
partnerships and the quality of leadership (Berg et al., 2001).

(2). Vision and strategic analysis. The most important elements concerning the
vision and strategy analysis are presented below (Rainisto 2003; Kotler et al. 1999;
Aaker 1996):

A. The short-term and long-term goals, as well as the operational
consequences of the visions, need to be clearly defined and generally
accepted,;

B. SWOT analysis must be performed to decide on the unique

combinations of attractions on which the place concentrates;

C. Reality and created expectation must meet;

D. The competitors and the choice of customers must be identified

clearly;

E. To build a unique competition advantage, a unique and special

product must be created.

(3). Place identity and place image. Rainisto (2003) claims, that it’s not
possible to create any image for place without a strategic decision on the contents of
place's identity, because identity is the foundation of the image. The main difference
between place identity and place image is that place can influence identity but it can
hardly influence real image outcome. The organization responsible for management
of the place marketing can only hope that the real image will follow in accordance
with the desired identity communicated by the place (Rainisto, 2003).

(4). Public-private partnerships. According to Rainisto (2003), public-private
partnerships (PPP) “mean cooperation between the public sector and private sector’s
players” (p. 77). Kotler et al. (1999) states that local partnerships with business and
political leaders are a critical for a place to survive while facing present challenges.

(5). Leadership. This term indicates highly qualitative contents of management
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as a success factor in place branding practices. Leadership may be individualized in a
charismatic person, or it can be collective, being present in a political party (Rainisto,
2003). In both cases, the quality of leadership can become crucial in place branding
process.

Operational planning of city brands. Strategic plan serves as the basis for the
operational plan. Thus, operational plan is more precise and detailed than the strategic
plan and it can be very useful for developing the conceptual framework of the
research.

Moilanen and Rainisto (2009) study was one of the first research works to
develop action (operational) plans for building a place brand for (a) country and (b)
tourism destination. These two plans both consist of five main planning stages:(1)
start-up and organization, (2) research stage, (3) forming brand identity, (4) making,
executing, and enforcing the plan, and (5) implementation and follow-up. Authors
claim that either of these two plans may be utilized in the context of cities depending
on their size and type (Moilanen & Rainisto, 2009).

As operational plan for country branding is more comprehensive and
multi-oriented than that for tourism destination, this study refers to it as a
fundamental plan for city branding while also incorporating (if necessary) some
elements from tourism destination branding plan.

It can be concluded that strategic planning process in place marketing (Kotler et
al., 1999), theoretical framework for the success factors in place marketing (Rainisto,
2003), and operational plans for country and tourism destination branding (Moilanen
& Rainisto, 2009) are the most comprehensive studies accomplished to date that are
directly related to the problem of the research. Therefore, this study is determined to
refer to these works as key basis for designing the primary conceptual framework for
the development of city as a brand that is presented in the next section of the research.
3.3 Primary conceptual framework

Primary conceptual framework for the development of city as a brand (see Figure
1) consists of six main stages: (1) Establishment of the planning group, (2) Research

stage, (3) Identification of vision and goals, (4) Branding strategy formation, (5)
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Development of action plan, and finally, (6) Implementation and control. Vision and
goals identification together with Branding strategy formation make the structural
body for City s brand identity.

(1). Establishment of the planning group. The aim of the first stage is to
establish the planning group, and start working on city’s branding project. The
planning group has to organize, coordinate and manage whole branding process of the
city. Moilanen and Rainisto (2009) state that during the first stage of planning process

a great deal of attention must be paid “to widening participation and communication,

commitment of various

- <

City’s Brand

and to increasing the

stakeholders” (p. 148).

Figure 1. Primary conceptual framework for the development of city as a brand
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They argue that in this stage, generation of commitment within the top political and
business managers is also very important. Therefore, Leadership and Public-private
stakeholders are essential for planning of city as a brand and crucial for successful
work of city brand’s planning group.

(2). Research stage. The aim of the research stage is “to collect extensive basic
information for decision-making” (Moilanen and Rainisto, 2009, p. 152). This stage is
basically what Kotler et al. (2002) called conducting place audit, and it helps the
planning group to understand accurately what the target audience is like and why.

(3). Identification of vision and goals. Identification of vision and goals is
based on the conclusions made after the research. This is very important stage in the
city’s brand development process because “without a coherent vision, it is difficult to
prioritize various projects” (Kotler et al., 2002, p. 167). The main objectives of this
stage include definition of city brand’s elements such as core idea, identity,
positioning, and promising of value (Moilanen & Rainisto, 2009). Once vision is
identified, it is essential to set specific objectives and goals. Objectives are clear
statements about what a place wants to achieve while goals add specific magnitudes
and timing to these objectives (Kotler et al., 2002). In some cases, goals and
objectives can be defined during the third stage, because they are considered to be a
part of branding strategy already.

(4). Branding strategy formation. Once the planning group has defined the
vision, goals and objectives, it can start modeling and choosing strategies for
accomplishing these goals. The main purpose of this stage is to formulate a strategic
plan for the brand. According Moilanen and Rainisto (2009), the strategic decisions
include: the creative concept; brand’s structure; organization and distribution of work,
and financing.

(5). Development of action plan. In order to be meaningful, every strategy must
be elaborated into an action (operational) plan, because a lack of clear goal setting
and detailed action planning is one of the most serious threats to successful city
brand’s development. This stage ends the planning process and finalizes the formation

of city’s brand identity.
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(6). Implementation and control. The ending of the planning process marks the
beginning of city brand’s development. Kotler et al. (2002) also observe that “visions,
strategies and plans are useless until they are implemented effectively” (p. 175). The
planning group must arrange the follow-up, so that the program’s implementation
could be adjusted if needed (Moilanen & Rainisto, 2009). Also, it is suggested to have
regular meetings to review the city’s progress towards its goals, and to prepare annual
reports including major mistakes, concerns, as well as successes of the implementing
process (Kotler et al., 2002).

In this research, the primary conceptual model that was presented above is

applied for the examination of Taipei City’s branding process.
4. Research Methodology

The study adapted a qualitative research approach based on the case study of
Taipei City using semi-structured interviews and qualitative document analysis as
data collection methods for the research. This qualitative research approach was
applied because the main purpose of the research was to explore the nature of city
branding and, in particular, planning process of city as a brand that has been very
little examined before.

Qualitative research may be done using various research strategies including case
study research that was adopted in this study. According to Darke et al. (1998), case
study research strategy can be used to provide descriptions of phenomena, to develop
theory and to test theory. Moreover, case study research is often related to description
and theory development for exploration of areas where existing knowledge is limited
(Cavaye, 1996). Basically, the case study answers questions that have a character of
how and why (Yin, 1994).

This research has used a within-case study based on comparing the findings with
the theory, because it sought to investigate what actions should be taken in city’s
branding planning process and what actions were actually taken in Taipei City’s case.
Also, it aimed to analyze how consistent Taipei City’s branding actions were if

compared to the primary conceptual model for the development of city as a brand that

58



is based on literature analysis.

Darke et al. (1998) assert that case studies typically combine such data collection
techniques as interviews, observation, questionnaires, and document and text analysis.
The research has employed semi-structured interviews and document analysis as data
collection methods for the study.

Denscombe (2007) states, that an interview is a guided conversation between two
or more people. The research has applied this method because interviews are essential
sources of information for case study research (Yin, 1994), and it’s through interviews
that researchers can best access case participants views and interpretations of actions
and events (Walsham, 1995). Normally, the goal of semi-structured interview is not to
aggregate data across respondents, but rather to explore things like similarities and
differences of ranges across voices (Flick, 1998). The research chose to use this type
of interviews since they are more flexible than standardized methods and are
conducted with a fairly open framework that allows to have focused two-way
communication. The interviews were conducted with the key members of the
institutions responsible for the development of Taipei City’s brand, that is, the
officials from the Taipei City Government and independent experts related to this
issue.

The qualitative document analysis is used in this research because it is a
systematic, objective and reliable method that also provides a framework for the
research. The object of qualitative document (or content) analysis can basically be
any kind of recorded communication (Kohlbacher, 2006). Krippendorff (2004) states
that it provides new insights, increases a researcher’s understanding of particular
phenomena or informs of practical actions. Therefore, this method of data collection
was applied for the examination of academic literature, interview records, and
government documents and publications.

After examining all sorts of relevant public information on Taipei City branding,
the research has found that there is no single institution or unit entirely responsible for
city’s branding strategies in Taipei City Government (TCQG). Thus, it was decided to

interview the respondents from Taipei City Department of Information and Tourism,
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the Department of Urban Development, the Department of Cultural Affairs, and
Taipei City Research, Development and Evaluation Commission as the key
institutions that are more than any other in TCG involved in branding of Taipei City.
In addition to government organizations, to get a more comprehensive understanding
on the research questions and hear the opinion of the independent expert, the authors
of this study have also decided to interview the representative from SOHO Creative
Management Consultants, Inc., because this media company was chosen by the
RDEC to carry out the research Developing Taipei City'’s Branding and Marketing
Strategies. Table 1 presents the summary of all interviews conducted, including
participants name, position and work unit, interview date, and type. At the time of
research, all respondents were directly involved in different aspects of Taipei City
brand development, and we believe that the information they provided is the one of

the greatest value.
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Table 1 Interviews review

Respondent Position and work unit Interview Interview

name date type

Chun-Jie Shiau  Chief of Integrated Marketing  2010-12-14  One-to-one

=
I

=,

IR Division, the DOIT
Te-Wei Chou Senior Specialist and Director, 2010-12-21  One-to-one
T the RDEC
Lillian Chang Managing Director and 2011-01-31  One-to-one
=g Strategic Branding Consultant,

SOHO Creative Management

Consultants, Inc.
Wu-Tsong Wang  Chief of Comprehensive 2011-02-02  Email
- ORZE Planning Division, the DOUD interview
Yi-chun Wang Chief Secretary, the DOCA 2011-04-07  One-to-one
= e

5. Results
5.1 SWOT analysis

Recognizing city’s strategic strengths, weaknesses, threats and opportunities
(SWOT) is vital step before planning and developing branding strategies of any scale.
Table 2 presents a detailed SWOT analysis of Taipei City as a brand that is based on
the document analysis and interviews.

(1). Strengths. All respondents agree that people is the greatest asset of the city.
Due to colonial experience and other historical circumstances, Taipei was influenced
by cultures from Mainland China, Japan, Netherlands and the United States. From
society’s point of view, this weird combination has resulted in the emergence of
unique creativity and original thinking coming out of the people (L. Chang, personal
communication, January 31, 2011). Moreover, people here are friendly, tolerant and

can be regarded as freethinkers who are not afraid to speak out. From the cultural
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point of view, due to historical circumstances mentioned above, Taipei is a very
diverse city (T. W. Chou, personal communication, December 21, 2010). At the same
time, despite of being affected by many foreign cultures, people here have managed
to preserve their Chinese cultural heritage. Moreover, the diversity of Taipei’s culture
and cultivation of creative environment has nurtured a forward-looking modern
Chinese pop culture with a number of famous and unique artists (Chang, 2011). From
the industry’s point of view, highly advanced culture and creative industries is a
definite asset to the image of the city and should be used to increase visibility of
Taipei. In fact, total turnover of culture and creative industries in Taipei takes up to 60
percent of national turnover, showing how seriously they are being regarded in this
city (TCG, 2010b). Other distinguishing characteristic of Taipei is its geographic
location. The city is located nearby sea and is surrounded by mountains. Very few big
cities around the world are situated so close to nature as Taipei (C. J. Shiau, personal

communication, December 14, 2010).
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Table 2 SWOT analysis of Taipei City as a brand

Positive factors

Negative factors

Strengths

Weaknesses

Society:
—  Friendliness and tolerance;
—  Creativity;
—  Free spirit;
— International awareness;
Culture:
—  Diversity;
—  Well-preserved Chinese
heritage and culture;
—  The abundance of cultural
events and other activities;
e Industry:
— Highly developed
culture and creative industries;
—  High-tech industry;
. Geographic location;

° Convenience and safety.

e Relatively small
and limited area;

e Too much of
diversity leads towards lack
of distinctiveness;

e Low international
status;

e The absence of
comprehensive city
branding strategy;

e The actions of
government departments
are not coordinated
horizontally;

e Unappealing looks
of the city;

e Heavy traffic.

Opportunities

Threats

e Exploring the potential of
culture and creative industries:
e  Collaboration with
cities in Mainland China;
e  Development of
unique, culture-based niche

market.

e Competition from
other Asian cities,
especially Mainland China;

e Talent loss.
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Furthermore, Taipei is considered to be a very safe city at any time of day or night.
Besides the safety, the majority of the foreigners in Taipei City are satisfied with the
overall service quality of hotels and restaurants, public transportation system and
other public facilities (Chang et al., 2009).

(2). Weaknesses. Taipei’s strengths and weaknesses both originate from
distinguishing characteristics of Taipei. As mentioned before, mountains and water
surround the city. However, because of unique geographic location, relatively small
city’s area is limited and there is no space to expand further (Shiau, 2010).
Furthermore, Taipei’s cultural diversity can also be regarded as both the strength and
weakness (Chou, 2010). On the one hand, Taipei boasts preserved artifacts of Chinese
history and culture, Japanese legacy and city’s international appeal. However,
although for some the diversity is a competitive advantage, for others — it is a sign of
lost identity. Moreover, due to political circumstances, one of the weakest links in
Taipei City’s branding perspective is the international recognition of the city,
including city’s international reputation, contribution and status. Taipei is also known
for its heavy traffic, dirty, noisy and crowded streets, and little tin houses. A lot of
unappealing buildings, windows with iron bars, and billboards, lack aesthetics and
charm, and often cover the beautiful spots of the city (W. T. Wang, personal
communication, February 2, 2011).

(3). Opportunities. All respondents agree that to increase international
recognition of the city, Taipei should make use of its highly developed culture and
creative industries by sharing the experience with other cities in China. Chang (2011)
observes that Taipei should develop a unique, culture-based niche market,
distinguishing itself from other cities in China.

(4). Threats. Other world-class cities in Asia, especially the ones rising in
Mainland China, pose a serious threat to Taipei in all sectors of city life (Chou, 2010).
Other threat for successful branding of the city is caused by talent loss (Chang, 2011).
Many young, smart and creative people are leaving Taiwan for better-paid jobs in

Mainland China or other Asian cities.
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5.2 Testing the framework

After SWOT analysis, the primary framework was tested in accordance with the
information provided by the interviewees and related government publications.

(1). Establishment of the planning group. At present, there is no separate
organization or department dedicated to creating and developing the brand of Taipei
City. In fact, Taipei City branding strategies are planned and managed by a number of
different departments, depending on the basis of the strategy. Although, Chang (2011)
suggests establishing a special group responsible for the promotion of Taipei City’s
brand, Shiau (2010) argues that it would be really hard to establish a new division or
department that would be dedicated entirely for planning, developing and
implementing Taipei City’s image. At present, each department has its own area of
responsibility, its own specific goals and its own plans. It would take a lot of time and
efforts to incorporate it into TCG administration system successfully with one of the
biggest problems being the division of annual budget (Chou, 2010).

A.  Public-private stakeholders. The communication with stakeholders is the
responsibility of each department. External stakeholders are involved through
commissioned research projects. Besides, the departments regularly launch meetings,
public hearings, lectures, seminars and certain policy promotion events. However,
Wang (2007) observes that although there are some cases of cooperation between the
public sector, the business, and the non-profit sector, however, “the public-private
partnerships have not played significant roles in Taipei’s urban governance” (p. 393).

B.  Leadership. All respondents agree that the leader is very important figure
in every step of planning and managing Taipei City brand’s development strategies.
However, as there is no Taipei brand’s planning group created yet in the TCG, the
person exceptionally responsible for development of city’s brand also doesn’t exist.
Usually, it is up to mayor and chiefs of the departments to draw basic guidelines of
Taipei branding process.

(2). Research stage. Although the TCG recognizes the need to measure the
success or failure of branding practices, however, this practice has never been

implemented. Initially, Taipei City’s brand development and planning should be one
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of the goals of the RDEC. In 2008, the RDEC addressed SOHO Creative
Management Consultants, Inc. to carry out the research on the development of Taipei
City’s brand marketing strategies. Thus far, this is the first and only research related
to Taipei City branding (Chou, 2010). Although the research was rather
comprehensive and followed by insightful and informative findings, however, after it
was submitted to the TCG, there were no actions taken to discuss or implement the
suggestions of the research (Chang, 2011).

(3). Identification of vision and goals. The vision of Taipei is a group decision,
and every department in the TCG takes part in the decision-making process. However,
for the most part, it is the RDEC’s responsibility to put the vision together and submit
it for the Mayor’s approval.

The vision of Taipei has not always been constant and was highly dependent on
the mayor of the day (Chou, 2010). Each newly elected mayor brought some changes,
especially if this mayor was from the different party than his predecessor. When Chen
Shui-bian held the post of the Mayor of Taipei, his vision of the city was defined as
Taipei, New Hometown (&t ﬂé’?ﬁ’y‘qﬁﬁ). In 1998, the candidate of KMT, Ma Ying-jeou
took over the Office of Mayor and the vision was headed into the opposite direction.
Ma was determined to turn Taipei into a World-Class Capital (i f7% Fi ﬁﬂ).
Although Hau Lung-bin, the successor to the Mayor Ma, to the most part, follows the
ideas of his predecessor, he has still made some changes with Taipei’s current vision
being The Best Chinese City in the World (= 52 * 12 ;Vﬁﬂ) (TCG, 2010a).

All respondents agreed that vision is very important. However, Chang (2011)
states that although vision is very important, to communicate the vision is even more
important. Government must communicate with its citizens and other stakeholders to
let each one of them know that current vision is a common goal, and everyone should
work towards achieving it.

It can be concluded that although Taipei’s brand identity is truthful, has longevity
and lasting interest, and could be generally accepted, motivating and relevant for
external and internal stakeholders, it is not communicated well, thus, people lack

knowledge and understanding about the essential elements of Taipei City’s brand.
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(4). Branding strategy formation. For many years, Taipei has constantly been
labeled as “dominant” among other cities in Taiwan and has never faced a serious
competition at the domestic level (Shiau, 2010). Therefore, at present the TCG is a lot
more concerned about Taipei’s promotion at the international rather than the domestic
level.

Because of its diversity and lack of unique features, the city has applied a number
of different branding techniques, avoiding focusing on one single element:

A. Events branding or hallmark event. There are many events launched in
Taipei every year, including New Year’s Celebration, Taipei Art Festival, Taipei
International Beef Noodle Festival, Taipei Lantern Festival, Taipei Film Festival,
Taipei International Marathon, and so forth. Also, since November 2010, for six
months, Taipei has hosted 2010 Taipei International Flora Expo, the longest
large-scale event held in Taipei to date.

B.  Signature or flagship construction. Although there is a number of signature
constructions used in Taipei City’s branding, including National Palace Museum,
National Chiang Kai-shek Memorial Hall, National Sun Yat-sen Memorial Hall,
Miramar Ferris Wheel and Grand Hotel, the most distinct and the best-known
building in Taipei is Taipei 101 skyscraper located in Xinyi district. It was ranked as
the tallest building in the world from 2004 until 2010 and serves as a symbol of
modern Taiwan.

C.  Personality branding. Except for the mayor, there are no other personalities
used to represent the city. The TCG usually identifies the importance of certain
personality in the region where Taipei promotional campaign is about to take place.
For instance, few years ago, when Ma Ying-jeou was still a Mayor of Taipei City, a
lot of people in Hong Kong knew him and were interested into his personality (Shiau,
2010). Therefore, his image was widely disseminated in several marketing campaigns
in Hong Kong back then. Although celebrities are considered to be not representative
enough for Taipei City promotional campaigns, they are often used for events
advertising.

D. Integration of corporate branding. Two years ago, the TCG had assigned
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SOHO Creative Management Consultants Inc the responsibility to launch the project
Branding Taipei. Branding Taipei is not about branding the city — it’s about branding
enterprises in the city. Chang (2011) states that the company is obliged to help to
brand (or re-brand) the enterprises in Taipei that are, in some way, able to represent
the special characteristics of the city.

E. Branding through stomach. Another distinctive branding technique in
Taipei is city’s branding through its food culture. Taipei City features a wide array of
international and regional cuisines. Every year, there are numerous food festivals held
in the city, including Taipei International Beef Noodles Festival, Pineapple Cake
Cultural Festival, and other events.

F.  In-movie branding. In past three years, Taipei’s brand participation in film
industry has become more visible than ever (Y. C. Wang, personal communication,
April 7, 2011). Every year, the Taipei Film Commission under TCG, offers generous
subsidies for film projects in Taipei. Besides, it provides technical support, human
resource guidance and other services. A number of film production crews cooperated
with the Commission, and at the end, turned their movies into successful marketing
campaigns for the city (Wang, 2011).

A comprehensive branding strategy hasn’t been developed in Taipei, thus, a
number of distributed rather than focused branding strategies are applied in the city
with event branding and signature construction techniques being two major practices
used in promoting the brand of Taipei City.

(5). Development of action plan. In Taipei City, it is the DOIT’s responsibility
to implement the action plan, and manage large-scale marketing campaigns, while
small-scale campaigns are usually created and undertaken by other departments in
TCG (Shiau, 2010).

At the domestic level, all types of media are being used for the advertising and
promotion of Taipei (W. T. Wang, 2011). Nevertheless, at present, the TCG is more
than ever concerned about enhancing city’s international recognition (Shiau, 2010).
Launching international marketing campaigns is not an easy task, because they are

costly to implement (Shiau, 2010). Therefore, at the international level, online media,
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including online advertising in Google or travel websites, is the most commonly used
media tool. Taipei also appears in international Taiwan advertising campaigns
supported by Central Government funding. Moreover, every year Taipei holds
short-term (two weeks or less) promotional campaigns in a few big cities of Asia. The
promotional activities include outdoor and indoor advertising, press releases,
small-scale seminars and events. Furthermore, the TCG bids for the right to host a
number of the international events and projects every year and is also eager to
participate in the major international events, including international exhibitions, travel
fairs, trade shows, sport events, and so forth.

Although there are a lot of actions taken to promote the city, however, city
marketing campaigns lack clarity and focus. They are not as effective and result
oriented as they could be, if there was one particular institution responsible for their
coordination and management in the TCG.

(6). Implementation and control. In Taipei City, the RDEC is the one
responsible for monitoring and controlling the successful implementation of major
policies. However, as Taipei doesn’t have a comprehensive plan for city brand
development, there isn’t any particular group or organization responsible for the
direct control of branding strategies, as well as, there are no meetings being held at
the TCG to discuss the success or failure of the branding strategies (Chou, 2010).

Based on the findings stated above, Table 3 presents the current model of Taipei

City brand’s development process.
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Table 3 Current model of Taipei City branding

Branding stage Accountable  Involved parties Drawbacks
body
Establishment of the - - 1. Too many
planning group leaders;
Research stage The RDEC  The RDEC 2. Insufficient
communicati
Building brand identity of The RDEC  Mayor’s Office on with
the city: Departments public-private
1. Identification of The RDEC stakeholders:
vision and goals; 3. Branding
2. Branding strategy - - strategies are
formation. dispersed,
Development of action plan ~ The DOIT The DOIT lacking focus
Concerned and
departments consistency;
Implementation and control - The DOIT 4. The absence

(Implementation)

of controlling

unit.
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To avoid the drawbacks, a new modified framework for the development of city
as a brand is suggested in the next section.
5.3 Modified framework

On the basis of the research findings, the primary conceptual framework for the

development of city as a brand was modified and is now presented in Figure 2.
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Figure 2. Modified framework for the development of city as a brand
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(1). Establishment of the planning group. Although this stage was not removed
from the framework, it was left as an optional stage. From the theoretical point of
view, the establishment of such unit could be very useful for successful development
of city brand. However, this step is too difficult and complicated to be applied in
real-time branding projects, because it would take too much time and efforts to
successfully incorporate it into government’s administration system, therefore, it was
decided to leave it merely as a possible option. On the other hand, controlling unit is
essential for successful implementation of branding strategies. Therefore, to enhance
leadership performance and ensure effective management of the planning process,
each branding stage was assigned its own accountable body that is responsible for
management and implementation of the stage and basically fulfils planning group
function. Regular meetings and constant communication between group leaders
should strengthen the coordination and cooperation among these accountable units.

Before, the cooperation with public-private stakeholders and leadership were
identified as crucial factors for successful work of the planning group. However, the
research has detected that the communication with public-private stakeholders must
be consistent and is essential in every stage of branding process. Moreover, strong
leader presence and constant support are also very important for effective and
efficient work of every accountable unit. Therefore, regardless of the stage, the
cooperation with stakeholders and the acknowledgment of strong leader presence
must be persistent and supported by both ends.

(2). Research stage. This is an obligatory stage and must be regarded as a very
important step for successful building of city’s brand identity. If this stage is not given
proper attention, further branding steps are doomed to fail. Moreover, comprehensive
studies on city image and success (failure) of branding strategies should be
undertaken in both, domestic and international levels.

(3). Building citys brand identity. In the preliminary framework, the
Identification of vision and goals and Branding strategy formation were stated as two
different stages. However, as they both are carried out for the same purpose, that is, to

build the brand identity of the city, are connected, interdependent and often
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interacting with each other, they were linked together and are now regarded as two
essential steps towards successful development of city’s brand identity.

In addition, it was concluded that the statement Branding strategy formation is
not precise enough, because it does not specify the purpose of this stage, that is, the
generation of comprehensive and cohesive branding strategy. A set of autonomous
and dispersed branding strategies could never be as efficient or effective as generally
accepted and scientifically supported branding strategy. Therefore, to emphasize this
goal, the research has applied the Comprehensive branding strategy formation instead
of the former name.

(4). Development and implementation of action plan. The former obligatory
stage the Development of action plan was renamed into the Development and
implementation of action plan, because it was determined that the institution
responsible for the development of action plan for the most part is also responsible for
the implementation of the plan. For instance, in case of Taipei City, this function is
fulfilled by the DOIT. Moreover, it is important to note, that action plan should be
developed in accordance with the branding strategy, otherwise, its significance will be
lost.

(5). Control and evaluation. Originally, the name of the last stage was
Implementation and control. However, in the modified framework, it was decided to
omit Implementation (as it was moved to the fourth stage) and add Evaluation instead.
Evaluation is not only a very important step in summarizing the success (or failure) of
branding strategy; it is also a crucial element in the development of future branding
initiatives. Eventually, the name of last stage was changed to Control and evaluation.

The modifications were done in accordance with empirical findings thus,
research claims that the modified framework, in contrast to former one, could actually

be applied in the context of Taipei City.
6. Conclusions
The conclusions are drawn on the basis of research questions.

RQ1. Based on literature review, what is the conceptual framework for the
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planning process of city brands?

To suggest the primary conceptual framework for the development of city as a
brand, the research has referred to three most comprehensive studies of Kotler et al.
(1999), Rainisto (2003), and Moilanen and Rainisto (2009) accomplished to date that
were directly related to the problem of the research. The primary conceptual
framework consisted of six stages: (1) Establishment of the planning group, highly
influenced by Leadership and Public-private stakeholders and followed by (2)
Research stage; (3) Identification of vision and goals and (4) Branding strategy
formation were named the core stages for building City’s brand identity, with (5)
Development of action plan and (6) Implementation and control being the final steps
for the development of city as a brand.

RQ2. Is this conceptual framework applicable in the context of Taipei City
branding model?

The framework was tested through the analysis of Taipei City branding model.
The analysis of Taipei brand’s planning process has revealed a different model of city
branding than expected and it was concluded that the primary conceptual framework
can only be partially applied in the context of Taipei City branding model. Therefore,
a new modified framework for the development of city as a brand was suggested,
which, in contrast to its predecessor, could actually be applied to improve the
effectiveness and efficiency of Taipei City branding process.

RQ3. What improvements could be made to this framework on the basis of Taipeli
City branding model?

The most important changes made in the framework are reviewed below:

(1). The research has detected that the communication with public-private
stakeholders and strong leader presence is essential in every stage of branding
process;

(2). The first branding stage, the Establishment of the Planning Group was left
as an optional stage, because it was realized that this step is too difficult and
complicated to be realized in practice. Instead, every branding stage was assigned its

own accountable body responsible for the successful management and execution of
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the stage.

(3). Initially stated as two different stages, the Identification of the vision and
goals and Branding strategy formation (renamed into Comprehensive branding
strategy formation) were linked together because they both are dependent on each
other, both are carried out for the same purpose, that is, Building city s brand identity,
and both should be coordinated by the same institution.

(4). Development of action plan was renamed into Development and
implementation of action plan, because in practice, the institution, responsible for the
development of action plan, in most cases, is also responsible for its implementation.

(5). The last branding stage was renamed into Control and evaluation, because
it was concluded that evaluation is a very important step in summarizing the success
(or failure) of branding strategy.

Although this framework could be applied in the case of Taipei City and serve as
basic model and starting point for city’s brand developing and planning process,
however, it should not be regarded as a universal model for the development of city as
a brand.

7. Implications
7.1 Implications for theory

Except for more generalized models for place or national branding, there has
never been a comprehensive model for city branding suggested yet. Therefore, the
framework suggested at the end of the research is the first attempt to describe the city
brand’s development process and could be applied in future research works.

7.2 Implications for practice

This section outlines the implications for practitioners that can serve as
recommendations for the institutions, working with the issues of Taipei branding:

(1). The establishment of accountable bodies for each stage of Taipei City
branding;

(2).  The increase of research efforts;

(3). Development of a comprehensive branding strategy;

(4). The improved communication with public-private stakeholders;
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(5). Concentrated and focused approach towards management and organization
of events and other branding activities.

Further, the implications for future research are discussed.
7.3 Implications for future research

As the framework suggested by the research is the first attempt to describe city
brand’s development process, it should be considered as incomplete and preliminary
only. Further research is needed to supplement and finalize the work that has been
done here. The suggestions for future research include:

(1). Testing the framework in the context of other cities;

(2). Examination of private-public stakeholders and leadership as success
factors for branding of the city;

(3). Comparative study on branding practices in Taipei and other Asian (or
non-Asian) cities;

(4). The impact of the planning group in the city branding process; and

other.
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Planning, Development and Coordination of
City Brands: The Experience of Taipei City

Kristina Karvelyte'
Jui-Hui Chiu®
Abstract

Although in recent years, there has been an increased concern regarding city
branding in Taiwan, the gap in city branding research, namely, the lack of
empirical studies exploring the planning and development of city brands is
evident. Therefore, the main purpose of this research was to generate a conceptual
framework for the planning process of city brands, and to detect whether or not it
could be applied in the context of Taipei City. The study adapted a qualitative
research approach based on the case study of Taipei City using semi-structured
interviews and qualitative document analysis as data collection methods for the
research. Case study results revealed that the primary conceptual framework
developed on the basis of literature review could be only partially applied in the
context of Taipei City. Thus, the framework was modified concluding that the
whole branding process is highly affected by constant leader presence and
communication with public-private stakeholders. The modified framework
consists of five stages: (1) Establishment of the planning group; (2) Research
stage; (3) Building city's brand identity; (4) Development and implementation of
action plan; and (5) Control and evaluation. In each branding stage, an
accountable body responsible for the successful execution of the stage should be
established. This framework is one of the few attempts to describe city brands’

development process, and it may be employed in planning process of city brands.

Keywords: city branding, brand planning, Taipei City, creative industries
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China’s New Media Development and
Characteristics in 2010

Sheng-min Huang '
Yan Zhou *
Wei Wang ®

Abstract

In 2010, by the impetus of Triple-Play Policy, technological progress and
media industrial developing needs, China’s new media industry has experienced a
vigorous development. Broadcasting and television, Telecommunications, and
Internet all have taken their own ways of development, with some new developing
characteristics, such as industry convergence, platform competition and medium
thinking method.

For the broadcasting and television industry, its new media strategy is to
build an all media and all services industrial situation, so it has made a plan and
actively started to construct the Next Generation Network (NGB). The
telecommunications industry has made used of media services to stave for its
future development. For the internet industry, platformation and mediation have
been its strategy. For newspaper and publishing industry, it has also made many
progresses in digitalization after its system reform.

Now the industrial integration has become the inevitable trend, their premier
replaced competitions have been changed into platformmed ones with each part
are on an equal basis. However, there are three ultimate goals of integrating
competition: the content should be luxuriant, with high-quality, and be able to be
managed and controlled; the transmitting network should be in high-speed,
large-quantity, and absolutely safety; the services will not only become
information platforms for each individual, family, community and the country, but

also attach great importance of public service. With these three goals, every

' Dean,Advertising,Communication University of China
? PhD, Advertising,Communication University of China
® PhD, Advertising,Communication University of China
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industry in the integration of three networks have to take the medium thinking
method. In this progress, the role of medium would not be margined but centered
and strengthened, with the emphasis of information management and control,
while the emphasis of public opinion guidance. Therefore, China’s integration of
three networks is a structure with the leading of medium thinking method, and

also is a miniature of China media reform.

Keywords: Triple-Play, China’s new media
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