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1.�Introduction

0
LFUREORJ� LV�D�EURDGFDVW�RQOLQH� VRFLDO�SODWIRUP�

WKDW�UHOLHV�RQ�WKH�LQWHUDFWLRQ�RI�XVHUV�WKURXJK�

FRPPHQWV�DQG�UHWUDQVPLVVLRQ�IRU�LQIRUPDWLRQ�

VKDULQJ�DQG� UHDO�WLPH�FRPPXQLFDWLRQ��$Q��XVHU�FDQ�DF�

FHVV� LW� WKURXJK�PRELOH�SKRQHV��SHUVRQDO�FRPSXWHUV�� DQG�

RWKHU�PRELOH�WHUPLQDOV��,Q�������6LQD�PLFUREORJ��D�GR�

PHVWLF�SRUWDO��ODXQFKHG�D�%HWD�YHUVLRQ�RI�6LQD�PLFUREORJ��

ZKLFK�KDV�VLQFH�HQWHUHG�WKH�ZRUOG�RI�PDLQVWUHDP�QHWL]HQV��

:LWK�WKH�UDSLG�GHYHORSPHQW�RI�PLFUREORJ�DQG�WKH�SXEOLF�

UHYHOU���D�ORW�RI�,QWHUQHW�EX]]ZRUGV�EHFDPH�SRSXODU��DQG�

KDG�WKH�HIIHFW�RI�H[SORVLYH�VSUHDG��WKH�QHWZRUN�JUDGXDOO��

IRUPHG�WKH�PLFUREORJ�HIIHFW�

$V�D�SURGXFW�RI� WKH�,QWHUQHW��HVSHFLDOO��LQ�WKH�FXUUHQW�

HUD�RI�GRPLQDQW�PRELOH�SKRQHV��PLFUREORJ�KDV�EHFRPH�D�

QHZ�PRGHO� IROORZLQJ�SRUWDO��VHDUFK��DQG�RWKHU�PHWKRGV��

ZKLFK�FDQ� REWDLQ� DQG�VKDUH� LQIRUPDWLRQ�DQ�WLPH�DQG�

anywhere.�The��nancial�report�of�microblog�for�the�third�

TXDUWHU�RI������VKRZV�WKDW�WKH�QXPEHU�RI�PRQWKO��DFWLYH�

XVHUV�RI�PLFUREORJ�LQ�6HSWHPEHU������ZDV�����PLOOLRQ��D�

QHW�LQFUHDVH�RI�DSSUR[LPDWHO�����PLOOLRQ�FRPSDUHG�ZLWK�

WKH�VDPH�SHULRG�ODVW��HDU��$ERXW�����RI�WKH�PRQWKO��DF�

WLYH�XVHUV�DUH�PRELOH�XVHUV�DQG�FUHDWHG�D�QHW�UHYHQXH�RI�

86���������PLOOLRQ��DQ�LQFUHDVH�RI����IURP�86���������

PLOOLRQ�LQ�WKH�VDPH�SHULRG�ODVW��HDU>�@�

:LWK� WKH� LQFUHDVLQJ�QXPEHU�RI�DFWLYH�XVHUV� RI�PL�

FUREORJDQG�WKH� ULVLQJ�SURILWV�RI�PLFUREORJ�� WKH�PDUNHW�

LQJ�WHDP�RI� WKH�HQWHUSULVH�DOVR�WDUJHWHG� WKLV� �IHQJ�VKXL�

WUHDVXUH��DQG�FDUULHG�RXW�WKH�LQLWLDO�PLFUREORJ�PDUNHWLQJ�

DLPLQJ�DW� WKH� IXQFWLRQV�DQG�IRUPV�RI�PLFUREORJ��9$1�

&/��WKH�HDUOLHVW� HQWU�� LQWR�6LQD�PLFUREORJ��KDV�DWWUDFWHG�

nearly�4,000� followers� in�the��rst�month�of�its�opening�

RQ�PLFUREORJ��HDFK�RI�ZKLFK�ZLOO� DWWUDFW� D� ORW�RI�QHZ�

DWWHQWLRQ��7KH� ROG�QHWL]HQ�PXVW�EH� IDPLOLDU�ZLWK� VXFK�

HYHQWV�DV��JR�XS�PLFUREORJ��VHQG�D�VFDUI��DQG��GLG��RX�
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VFDUI�WRGD�"���WKURXJK�D�VHULHV�RI�PDUNHWLQJ�PHDQV�VXFK�

DV�FRRSHUDWLQJ�ZLWK�UHOHYDQW�VLQD�XVHUV�WR�JLYH�WKH�JLIW�RI�

D�EUDQG�VFDUI�� LQYLWLQJ�FHOHEULWLHV�VXFK�DV�<DR�&KHQ�DQG�

;X�-LQJOHL� WR�LQWHUDFW�ZLWK�XVHUV�RQ�EUDQG�UHODWHG�SURG�

XFWV��9$1&/�KDV�PDGH�LWV�HQWHUSULVH�PLFUREORJ�DQ�LP�

SRUWDQW�SODWIRUP�WR�SURPRWH�LWV�HQWHUSULVH�EUDQG��QDUURZ�

WKH�GLVWDQFH�DQG�HQKDQFH� WKH�HPRWLRQDO�ERQG�EHWZHHQ�

the�enterprise�and�consumers.�Under�the�in�uence�of�the�

VXFFHVVIXO�PDUNHWLQJ�FDPSDLJQ�RI�9$1&/��PRUH�DQG�

PRUH�HQWHUSULVHV�EHJLQ�WR�VHWWOH�LQWR�PLFUREORJ�DQG�FDUU��

RXW�PLFUREORJ�PDUNHWLQJ�DFWLYLWLHV�

2.�Overview�of�Microblog�Marketing

0LFUREORJ�PDUNHWLQJ�UHIHUV�WR�WKH�EHKDYLRU�WKDW�HQWHUSULV�

HV�DQG�LQGLYLGXDOV�XVH�WKH�LQWHUDFWLRQ�DQG�FRPPXQLFDWLRQ�

IXQFWLRQ�RI�PLFUREORJ�SODWIRUP�WR�DFKLHYH�WKH�SXUSRVH�RI�

FRPPHUFLDO�PDUNHWLQJ�E�� UHOHDVLQJ�SURGXFW� LQIRUPDWLRQ�

DQG�FXOWXUDO�SURSDJDQGD�WDUJHWHG�WR�WKH�WDUJHW�IDQ�JURXSV��

$�FRPPRQ�ZD��LV�IRU�FRPSDQLHV�WR�DWWUDFW�FRQVXPHUV�E��

UHOHDVLQJ�QHZ�FRQWHQW� WR�VSUHDG�WKHLU�YDOXHV�DQG�SRSXODU�

SURGXFWV�WR�XVHUV��,Q�DGGLWLRQ��ZH�FDQ�FUHDWH�VRFLDO�FXU�

UHQF��WR�LQWHUDFW�ZLWK�FRQVXPHUV��)RU�H[DPSOH�� WKH�PDLQ�

EXVLQHVV�RI�WKH�FRPSDQ�� LV� VHOOLQJ�FRVPHWLFV��:H�FDQ�

ZULWH�D�VKRUW�DUWLFOH�DERXW�VRIW�DGYHUWLVHPHQWV�VXFK�DV��GR�

these��ve�steps� to�make�your�skin�smooth�and�bright"�to�

DFKLHYH�WKH�SXUSRVH�RI�PDUNHWLQJ�

,Q�WKH�HUD�RI�FXOWXUDO�GLYHUVLW���PLFUREORJ�PDUNHWLQJ�

LQWHJUDWHV�DQG�H[WUDFWV�WH[W��SLFWXUHV��YLGHRV�� DQG�RWKHU�

PDWHULDOV�E��YLUWXH�RI�GLYHUVLILHG�SUHVHQWDWLRQ� IRUPV�RI�

PLFUREORJ��VR�WKDW�FRQVXPHUV�FDQ� UHFHLYH�PRUH� LQWXLWLYH�

and�comprehensive�information.�Such�diversi�ed�forms�of�

SUHVHQWDWLRQ�FDQ�VWLPXODWH�SRWHQWLDO�FRQVXPHUV�LQ�PXOWLSOH�

ZD�V�DQG�DFKLHYH�EHWWHU�PDUNHWLQJ�HIIHFW�RI�HQWHUSULVH�

PLFUREORJ>�@��6HFRQGO��� WKH� WUDQVPLVVLRQ�RI�PLFUREORJ�

LQIRUPDWLRQ�KDV� LQFUHDVHG�JHRPHWULF�HIIHFW��(QWHUSULVHV�

FDQ�VHUYH�WKHPVHOYHV�ZLWK�VWDU�HIIHFW�DQG�VRFLDO�KRW�WRSLFV��

RU�LQWHUDFW�ZLWK�VWDUV�RQ�WKH�SODWIRUP�LQ�WKH�IRUP�RI��#���

�IRUZDUG��DQG��FRPPHQW��WR�LPSURYH�H[SRVXUH�DQG�VKDUH�

ZLWK�IDQV�DQG�IULHQGV��,Q�DGGLWLRQ��PLFUREORJ�PDUNHWLQJ�LV�

EHWWHU� WKDQ� WKH�WUDGLWLRQDO�DGYHUWLVLQJ� LQGXVWU���7KH�PDLQ�

ERG��RI�PLFUREORJ�PHVVDJHV�GRHV�QRW�KDYH�WR�JR�WKURXJK�

FRPSOLFDWHG�DGPLQLVWUDWLYH�H[DPLQDWLRQ�DQG�DSSURYDO��

which�saves�most�of�the�material�and��nancial�resources.�

+RZHYHU��GXH� WR� LWV�ZLGH�FRYHUDJH�RI�LQIRUPDWLRQ�GLV�

VHPLQDWLRQ�� LW�VDYHV�FRVWV�IRU�HQWHUSULVHV�DQG�HVWDEOLVKHV�

D�PRUH�QDWXUDO�DQG�KHDOWK��SXEOLF�FRPPXQLFDWLRQ�LPDJH��

)URP�WKH�SURFHVV�RI�HQWHUSULVHV��PLFUREORJ�PDUNHWLQJ��ZH�

can��nd�that�microblog�marketing�can�weaken�the�antago�

QLVWLF�UHODWLRQVKLS�EHWZHHQ�PDUNHWLQJ�VXEMHFWV�WR�D�FHUWDLQ�

H[WHQW��VR�WKDW�HQWHUSULVHV�FDQ�FRQGXFW�PDUNHWLQJ�DFWLYLWLHV�

ZLWK�D�OLVWHQLQJ�DWWLWXGH�FORVHU�WR�FRQVXPHUV>�@�

3.�Analysis�of�the�Value�of�Microblog�Market-
ing

3.1�It�Is�Conducive�to�Corporate�Brand�Commu-
�LFD�LR�

0LFUREORJ�DYDWDU�� ,'�� VLJQDWXUH��EDFNJURXQG�ZDOO� DQG�

content�output�can�intuitively�re�ect� the�corporate�image�

DQG�FXOWXUH��,W�FDQ�VWUHQJWKHQ�QHWL]HQV��IDPLOLDULW��DQG�UHF�

RJQLWLRQ�RI�WKH�EUDQG��VKRUWHQ�WKH�GLVWDQFH�ZLWK�FRQVXP�

HUV��DQG�EXLOG�EUDQG�OR�DOW�>�@.�For�example,�on�the�of�cial�

PLFUREORJ�RI�&RFD�&ROD�FRPSDQ���LWV�RZQ�ELJ�UHG�/2*2�

LV�XVHG� LQ� WKH�SURILOH�SLFWXUH�WR�KLJKOLJKW�WKH�EUDQG�WKH�

LPDJHV�RI�WKH�FXUUHQW�PDLQ� VSRNHVSHUVRQV�DSSHDU�DV�WKH�

EDFNJURXQG�WR�DWWUDFW�WKHLU�IDQV��7KH�FRQWHQW�RI�PLFUREORJ�

LV�PDLQO��LQWHUDFWLYH�DQGLQWHQGHG�WRDURXVH�WKH�HQWKXVLDVP�

RI�IDQV�

3.2� It�Can�Help�Enterprises� to�Promote�Their�
Products

The�slogan�of�microblog�is�"�nd�something�new�anytime,�

DQ�ZKHUH���:KHUH�WKHUH�LV� VRPHWKLQJ�QHZ��WKHUH�ZLOO�EH�

SXEOLF�DWWHQWLRQ��DQG�ZKHUH�WKHUH�LV�DWWHQWLRQ��WKHUH�ZLOO�EH�

DGYHUWLVLQJ��7KHUHIRUH��WKHUH�ZLOO�EH�D�FHUWDLQ�DPRXQW�RI�

DGYHUWLVLQJ�RQ�PLFUREORJ��,W�V�IUHH�WR�VLJQ�XS�IRU�D�FRUSR�

UDWH�DFFRXQW�DQG�SRVW�YLGHRV�RU�WH[W�FRQWHQW��EXW�LW�V�D�YHU��

HIIHFWLYH�ZD��WR�LQFUHDVH��RXU�EUDQG�V�H[SRVXUH��+RZHYHU��

HQWHUSULVHV�PXVW�SD��DWWHQWLRQ�WR�WKH�DGYHUWLVHPHQWV�ZKHQ�

WKH��SXEOLVK�PLFUR�EORJV��2WKHUZLVH��XVHUV�ZLOO�ORVH�LQWHU�

HVW�DQG�VKLIW�DZD��WKHLU�DWWHQWLRQ��ZKLFK�VKRXOG�EH�D�JUHDW�

ORVV�IRU�HQWHUSULVHV��EHFDXVH�HYHU�RQH�ZKR�IROORZV�PLFUR�

EORJV�PD��EH�SRWHQWLDO�FRQVXPHUV>�@�

3.3�It�Makes�It�Possible�for�Enterprises�to�Carry�
out�Integrated�Marketing

(QWHUSULVHV�FDQ�FDUU��RXW�FRPELQHG�PDUNHWLQJ�E��V�Q�

chronizing�marketing�plans�of�online�and�of�ine�channels�

by�taking�into�consideration�their�speci�c�product�selling�

SRLQWV�RU�DFWLYLW��FRQWHQWV�DQG�GHVLJQLQJ�UHDVRQDEOH�FKDQ�

QHO�FRPELQDWLRQ�VWUDWHJLHV�WKDW�PHHW�WKHLU�RZQ�QHHGV�DQG�

KLJKOLJKW�WKHLU�RZQ�FKDUDFWHULVWLFV�

3.4� It�Enables�Enterprises� to�Carry�out�Public�
5��D�LR��

0LFUREORJ�V�LQWHUDFWLYLW��DQG�RSHQQHVV�DUH�YHU��FRQGXFLYH�

WR�WKH�GDLO��FXVWRPHU�PDLQWHQDQFH�RI�HQWHUSULVHV��(QWHU�

SULVHV�FDQ�UHOHDVH�DQG�XSGDWH�WKHLU�GDLO��FRQWHQW�HYHU��GD��

DQG�FRQGXFW�FRQWLQXRXV�LQWHUDFWLRQ�ZLWK�IDQV��%��FUHDWLQJ�

DQ�DQWKURSRPRUSKLF�LPDJH�� WKH��FDQ�FRQWLQXRXVO��DWWUDFW�

IDQV�DQG�LQFUHDVH�WKHLU�OR�DOW��� WKXV� LQFUHDVLQJ�WKH�EUDQG�
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OR�DOW��RI�FXVWRPHUV��$W� WKH� VDPH�WLPH��LQ�GDLO�� LQWHUDF�

WLRQ��PDQ��FXVWRPHU�IHHGEDFNV�FDQ�EH�FROOHFWHG�WR�IDFLOL�

WDWH�WDUJHWHG�RSWLPL]DWLRQ�DQG�DGMXVWPHQW�

1RW�ORQJ�DJR��.ULV�:X��D�PDOH� VWDU�ZKR�LV�SURQH� WR�

QHJDWLYH�FRPPHQWV� IURP�QHWL]HQV��GLG� D� JRRG� MRE� LQ�

SXEOLF�UHODWLRQV�ZLWK�D�PLFUREORJ� WR�VXFFHVVIXOO��DWWUDFW�

SDVVHUV�E��WR�ZRUVKLS�DQG�PDNH�VXFK�D�H[FODLP�WKDW�:X�

<LIDQ�JDYH�&$,�;XNXQ�D�YDOXDEOH� OHVVRQ� LQ�KDQGOLQJ�

SXEOLF�UHODWLRQV��$V�ZH�DOO�NQRZ�� LQ�WKLV�HUD�RI�HQWHUWDLQ�

PHQW�WR�GHDWK��ZKHQ�VWDUV�HQWHUWDLQ�SHRSOH�� WKH��DOVR�DUH�

KDUG�WR�DYRLG�HQWHUWDLQPHQW��$FWRU�.ULV�:X�QRW�RQO��KDV�

EHHQ�DPRQJ�KRW�WRSLFV�IRU�D�ORQJ�WLPH�GXH�WR�RQH�RI�KLV�

IUHHVW�OH�O�ULFV�ZLWKRXW�KLJK�TXDOLW���EXW�DOVR�FDXVHG�WKH�

QHWL]HQV��FUD]H�IRU�SRXULQJ�QHJDWLYH�FRPPHQW�DQG�SRNLQJ�

IXQ�DW�KLP��)RUWXQDWHO���KLV�SXEOLF�UHODWLRQV�WHDP�KDV�D�

NHHQ�VHQVH�IRU�PLFUREORJ�XVHUV��HQWHUWDLQPHQW�PRRG��:LWK�

D�PLFUREORJ�WR�WHDVH�.ULV�:X�DQG�HQWHUWDLQ�WKH�SXEOLF��WKH�

WHDP�VXFFHVVIXOO��UHYHUVHG� WKH�VWRU��DQG�ZRQ�QHWL]HQV��

DSSURYDO�RI�.ULV�

4.�Analysis�of� the�Strategies�of�Microblog�
Marketing

4.1�Clear�Objectives,�Full�Participation,�And�
Long-Term�Operation

0DQ�� FRPSDQLHV� MXVW�EOLQGO�� IROORZ� VXLW� DQG�VHW� XS�

PLFUREORJV��+RZHYHU��GXH�WR� WKH� ODFN�RI�PDQDJHPHQW��

XQFOHDU�JRDOV��QR�SODQQLQJ�DQG�RWKHU�UHDVRQV��WKH��HDVLO��

JLYH�XS�DIWHU�D�SHULRG�ZLWKRXW�ILQGLQJ�WKH�HIIHFW��7KHUH�

IRUH�� HQWHUSULVHV�PXVW� UHDOL]H� WKDW�XVLQJ�PLFUREORJ� IRU�

PDUNHWLQJ�LV�QRW�D�UDQGRP�DQG�DFFLGHQWDO�EHKDYLRU��LW�LV�D�

V�VWHPDWLF�HQJLQHHULQJ�

6XFFHVVIXO�PLFUREORJ�PDUNHWLQJ�UHTXLUHV�FOHDU�REMHF�

WLYHV�� VFLHQWLILF�SODQQLQJ�� VROLG�PDUNHWLQJ�DFWLYLWLHV�DV�

WKH�EDVLV��SHUVLVWHQFH�DQG�VXVWDLQDEOH�SRVW�PDLQWHQDQFH�

0RUH� VWDII�SDUWLFLSDWLRQ�FDQ�EH� LQYROYHG�DQG�PLFUREORJ�

PDUNHWLQJ�WHDP�VKRXOG�EH�HVWDEOLVKHG�� WKURXJK�PLFURE�

ORJ�YDOXDEOH�LQIRUPDWLRQ�VKRXOG�EH�FRQWLQXDOO��SURYLGHG�

DQG�XSGDWHG�LQ�WLPH��0HDQZKLOH��VWUHQJWKHQ�WKH�LQWHUDF�

WLRQ�ZLWK�QHWL]HQV�VKRXOG�EH�VWUHQJWKHQHG�DQG�SURFHHGHG�

so�as� to�gradually�improve�microblog�in�uence,� appeal�

DQG�DFFXPXODWH�IDQV��NHHS�IDQV�DQG�FRQYHUW�WKHP�WR�XV�

HUV>�@�

4.2�Abundant�Information,�Innovative�Activities,�
Persistent�Attention�from�Potential�Customers

$WWUDFWLQJ�HQRXJK�DWWHQWLRQ�IURP�SRWHQWLDO�FRQVXPHUV� LV�

WKH�IRXQGDWLRQ�RI�VXFFHVVIXO�PLFUREORJ�PDUNHWLQJ��&RUSR�

UDWH�PLFUREORJV� VWUXJJOH�WR�JHW�SHRSOH�V�DWWHQWLRQ�TXLFNO��

DQG�JDLQ�PDQ��IDQV�OLNH�FHOHEULWLHV��7KHUHIRUH��KRZ�DQ�HQ�

WHUSULVH�FDQ�FUHDWH�D�PLFUREORJ�WKDW�SHRSOH�OLNH�WR�EURZVH�

DQG�SDWURQL]H�UHSHDWHGO��LV�D�YHU��LPSRUWDQW�LVVXH�

&KLQD�0HUFKDQWV�%DQN�V�DSSURDFK� LV�ZRUWK� OHDUQLQJ�

IURP��&KLQD�0HUFKDQWV�%DQN�XVHV�PLFUREORJ�DV�D�FRQ�

VXOWDWLRQ�SODWIRUP� IRU�ILQDQFLDO�ZHDOWK�PDQDJHPHQW�DQG�

information.�As�a�marketing�brand�for��nancial�products�

and�services,� it�publishes�10-12� speci�c�microblog�mes�

sages�in�a��xed�period�through�a��xed�microblog�section�

every�day.�Three�of�them�are�information�about��nancial�

PDQDJHPHQW� NQRZOHGJH�� ,Q� WKH�HQWHUSULVH�PLFUREORJ��

WKHUH�ZLOO�EH�D�ORW�RI�SURPRWLRQ�DFWLYLWLHV�UHODWHG�WR�EXVL�

QHVV��RU�RQOLQH�DFWLYLW�� LQIRUPDWLRQ�RUJDQL]HG�DURXQG�

�nancial�products.�At�the�same�time,�it�can�also�organize�

DQG�VXPPDUL]H�RQOLQH�QHWZRUN�UHVRXUFHV�WKURXJK�PLFURE�

log�live�broadcast,�fan�contact�and�other��exible�ways>�@��

In�2010,�China�Merchants�Bank�launched�a�new��nancial�

SODWIRUP��/RYH�:HDOWK�0DQDJHPHQW���)RU�H[DPSOH�� WKH�

PLFUREORJ�KROGV�YDULRXV�DFWLYLWLHV� IURP� WLPH� WR� WLPH��

VXFK�DV��VHFNLOO����ORYH�KLP�RQ�YDOHQWLQH�V�GD���DQG��ORYH�

PRQH����&KLQD�0HUFKDQWV�%DQN�WXUQV�PLFUREORJ�LQWR�QRW�

only�a�window�for�of�cial�news�and�advertising,�but�also�

D�SODWIRUP�WR�SURYLGH�YDOXDEOH� LQIRUPDWLRQ� WR�SRWHQWLDO�

FRQVXPHUV�

4.3�Combination�with�Blog,�Complementation�
with�Blog

0LFUREORJ�LWVHOI�EHORQJV� WR�WKH� IRUP�RI�EORJ��&RPSDUHG�

ZLWK�EORJ��PLFUREORJ�FDQ� UHOHDVH�LQIRUPDWLRQ�PRUH�FRQ�

YHQLHQWO��DQG�TXLFNO���7KH�LQIRUPDWLRQ�WHUPLQDO� LV�PRUH�

diversi�ed,� the�operation�is�simpler,� the�information�dis�

VHPLQDWLRQ�LV�IDVWHU�DQG�WKH�LQWHUDFWLRQ�LV�VWURQJHU��7KH�DG�

YDQWDJHV�RI�PLFUREORJ�PDNH�LW�TXLFNO��EHFRPH�D�PDUNHW�

LQJ�SODWIRUP�YDOXHG�E��HQWHUSULVHV��+RZHYHU��GXH�WR�WKH�

FDSDFLW��RI�RQO������FKDUDFWHUV��WKH�FRQWHQW�RI�PLFUREORJ�

LV�VLPSOH��DQG�WKH�LQIRUPDWLRQ�WHQGV�WR�EH�VFDWWHUHG��DQG�LW�

is�dif�cult� to� fully�express�the�content�and�viewpoints�to�

EH�WUDQVPLWWHG�

5HODWLYHO��VSHDNLQJ��EORJ�GRHV�QRW�KDYH� WH[W�FDSDFLW��

OLPLW�DQG�LV�DEOH�WR�SURYLGH�V�VWHP�LQIRUPDWLRQ�QHHGHG��DV�

D�UHVXOW��LW�HQDEOHV�WKH�FRPSDQ��WR�VXSSO��SURGXFW�LQIRU�

PDWLRQ�DFFXUDWHO��VR�WKDW�FXVWRPHUV�FDQ�KDYH�D�PRUH�FRP�

SUHKHQVLYH�DQG� LQ�GHSWK�XQGHUVWDQGLQJ�RI� WKH�FRPSDQ���

DQG�WKH�IHDWXUHV�DQG�IXQFWLRQV�RI�SURGXFWV��7KH�LQ�GHSWK�

research�of�blog�in�a�certain��eld�and�the�communication�

ZLWK�XVHUV�LQ�PDQ��DVSHFWV�DOVR�SURYLGH�DQ�HIIHFWLYH�ZD��

WR�REWDLQ�XVHUV��EUDQG�UHFRJQLWLRQ�DQG�OR�DOW���0LFUREORJ�

KDV�LWV�RZQ�DGYDQWDJHV��0LFUREORJ�FDQ�H[WUDFW� WKH�PRVW�

LPSRUWDQW�SDUW�RI�WKH�EORJ��SURYLGH�LW� WR�WKH�XVHU��DURXVH�

WKH�XVHU�V� LQWHUHVW�� DQG�DWWDFK�WKH�XUO�RI�WKH�EORJ��VR� WKDW�

WKH�XVHU�FDQ�PRUH�TXLFNO��HQWHU�WKH�EORJ�WR�UHDG�WKH�ZKROH�

DUWLFOH�WR�OHDUQ�PRUH�LQIRUPDWLRQ��7KHUHIRUH��EORJ�DQG�PL�

'2,��KWWSV���GRL�RUJ����������MIU�Y�L������
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FUREORJ�FDQ�FRPSOHPHQW�HDFK�RWKHU�DQG�EH�FRPELQHG� WR�

LPSURYH�WKH�HIIHFW�RI�PLFUREORJ�PDUNHWLQJ>�@�

4.4�Cooperation�with�KOL

.2/�UHIHUV�WR�D�.H��2SLQLRQ�/HDGHU��RU�DQ�RQOLQH��DFWLY�

ist."�They�often�in�uence�others�by�providing� informa�

WLRQ��RSLQLRQV��DQG�FRPPHQWV�LQ�LQWHUSHUVRQDO�FRPPXQL�

cation.�They�can�be�classi�ed�according�to�the�following�

FRQGLWLRQV��ZKHWKHU�WKH��KDYH�D� ULJKW� WR� VSHDN� LQ� OLIH��

whether�they�add�V�to�their�opinions,�their��elds�of�opin�

LRQ��SROLWLFV��EXVLQHVV�� HQWHUWDLQPHQW�� OHLVXUH�� HWF��� DQG�

WKHLU�GLIIHUHQW�QDWXUH� �PHGLD��JRYHUQPHQW��HQWHUSULVHV��

FHOHEULWLHV��JHQHUDO�SXEOLF�� HWF����2Q� WKH� ,QWHUQHW��.2/�

FDQ�SOD��D�EHWWHU�UROH�WKDQ�LQ�WKH�WUDGLWLRQDO�HQYLURQPHQW��

Enterprises�should�pay�attention�to� the� in�uence�of�mi�

FUREORJ�.2/��JLYH�IXOO�SOD��WR� WKH�DSSHDO�RI�PLFUREORJ�

RSLQLRQ�OHDGHUV��PDNH�PRUH�WDUJHW�FRQVXPHUV�DFFHSW�WKH�

LQIRUPDWLRQ�WKDW�HQWHUSULVHV�FRQYH��LQ�DQ�DFWLYH�DQG�SRV�

LWLYH�ZD���DQG�LPSURYH� WKH�HIIHFWLYHQHVV�RI�PLFUREORJ�

PDUNHWLQJ>�@�

5.�Implications�and�Suggestions�of�Microblog�
Marketing

5.1�Enhance�the�Publicity�of�Corporate�Image

,Q� WKH� VSHFLILF�PLFUREORJ�PDUNHWLQJ� SURFHVV�� WKH� ILUVW�

WKLQJ� WR�HVWDEOLVK�D�JRRG� LPDJH� LV� WR�ZLQ� WKH�JRRGZLOO�

RI�PLFUREORJ�XVHUV� WRZDUGV�HQWHUSULVHV��7DNH�'XUH[� IRU�

H[DPSOH��'XUH[�V�PLFUREORJ�FDQ�EH�URXJKO��GLYLGHG�LQWR�

WKH�IROORZLQJ�FDWHJRULHV��KRW� WRSLFV��KROLGD��ZLVKHV��FH�

OHEULW��HQWHUWDLQPHQW��NQRZOHGJH�SRSXODUL]DWLRQ�DQG�VR�

RQ��,I� LW� LV�FORVH�WR� WKH�SHRSOH�V�OLYHOLKRRG��DQ��LWHP�FDQ�

EH�WUDQVIRUPHG�LQWR�D�KXPRURXV�DQG�XQLTXH�FRS���'XUH[�V�

PLFUREORJ�LV�PDLQO��XVHG�IRU�EUDQG�LPDJH�DQG�SURPRWLRQ��

OLQNHG�WR� LWV� VHUYLFH�SODWIRUP�DQG�H�FRPPHUFH�SODWIRUPV�

VXFK�DV�7PDOO�DQG�-LQJGRQJ�0DOO��,WV�PLFUREORJ�FRQWHQW�

DWWDFKHV�JUHDW� LPSRUWDQFH�WR�RULJLQDOLW���ZKLFK�KHOSV� WR�

VHW�XS�DQ�H[FHOOHQW�EUDQG� LPDJH��$FFRUGLQJ�WR� LWV�RZQ�

SURGXFW� FKDUDFWHULVWLFV��'XUH[�EXLOGV�LWV�RIILFLDO�PLFURE�

ORJ� LQWR�D�ZHOO�FXOWLYDWHG��KXPRURXV�� DQG�VNLOOIXO� MRNH�

PDVWHU��ZLWK�D� UHOD[HG�DQG�IXQQ��ZD�� WR� VSUHDG�SRSXODU�

NQRZOHGJH��$VVRFLDWLQJ� LWV�PLFUREORJ�FRQWHQW�ZLWK�KRW�

VSRWV�DQG�WUDQVIRUPLQJ�WKHP�LQWR�WKHLU�RZQ�FRSLHV��'XUH[�

PDNHV�VXUH�WKDW�LWV�PLFUREORJ�PHHWV�LQWHUQHW�XVHUV��QHHG�

IRU�KLJK�TXDOLW��FRQWHQW�� DQG�DGDSWV�ZHOO� WR�WKH�FKDQJHV�

RI�WKH�FXUUHQW�HUD��GLVSOD�LQJ�LWV�KLJK�VHQVLWLYLW�� WR� WKH�

change�in�marketing�methods.�In�addition,�Durex's�of�cial�

PLFUREORJ�LV�IUHTXHQWO��XSGDWHG�DQG�LQWHUDFWLYH��ZKLFK�LV�

WKH�PRVW�LPSRUWDQW�UHDVRQ�IRU�LWV�ZLGH�UHFRJQLWLRQ�E��WKH�

SXEOLF�

5.2�Play� the�Star�Effect�and�Improve� the�For-
warding�Rate

:LWK�WKH�UDSLG�GHYHORSPHQW�RI�PLFUREORJ��VWDUV�DQG�ZHE�

FHOHEULWLHV�ZLOO�EH�PRUH�ZLOOLQJ�DQG�PRUH�LQFOLQHG� WR�LQ�

WHUDFW�ZLWK�IDQV�RQ�PLFUREORJ��1DWXUDOO���PRUH�HQWHUSULVHV�

FKRRVH�WR�FRRSHUDWH�ZLWK�WKHVH�KLJK�WUDIILF� VWDUV�ZKR�V�

been�enjoying�popularity�on�microblog�over��ve�years�to�

DGYHUWLVH�IRU�WKHPVHOYHV�

7KHVH��PLFUREORJ�FHOHEULWLHV��HYDOXDWH� WKH�HQWHUSULVH�

EUDQG� WKURXJK�RQH�RU�WZR�PLFUREORJ�FRPPHQWV��ZKLFK�

FDQ�KDYH�D�JUHDW� LPSDFW�RQ� WKH�LPDJH�YDOXH�DQG�SURGXFW�

YDOXH�RI�WKH�HQWHUSULVH��DQG�WKH�PDUNHWLQJ�HIIHFW�LV�UHPDUN�

DEOH��6XFK�D�QHZ�PDUNHWLQJ�PHWKRG�WKDW�FUHDWHV�YDOXH�IRU�

EXVLQHVVHV�WKURXJK�ZHOO�NQRZQ�PLFUREORJ�SODWIRUPV�DQG�

IDPRXV�PLFUREORJ�FKDUDFWHUV�DUH�UHIHUUHG�WR�DV�VWDU�HIIHFW�

+X�*H��D�PDOH�VWDU�ZHOO�UHSXWHG�IRU�KLV�ZRQGHUIXO� LP�

DJH�DQG� WHPSHUDPHQW��UHFHQWO��KDV�EHHQ�HQGRUVLQJ� WKH�

SKRQH��+XDZHL�*ORU��VHULHV��,Q�WKH�SURGXFW�UHOHDVH�RI�

WKH�*ORU��VHULHV��+X�*H�SUHVHQWHG�KLPVHOI�DW� WKH�UHOHDVH�

DQG�DV�D�UHVXOW��WKH�YHQXH�ZDV�IXOO�RI�SHRSOH��PDQ��ZKRP�

ZHQW� WKHUH�IRU�+X�*H�DQG�ERXJKW�WKH�PRELOH�SKRQH�EH�

FDXVH�KH�LV�WKH�HQGRUVHU��2Q�DQRWKHU�RFFDVLRQ��+X�*H�PHW�

KLV�IDQV�LQ�D�PDOO��ZKR� WKHQ�HDJHUO��DVNHG�IRU�KLV�DXWR�

JUDSK��EXW�+X�*H�DJUHHG�WR�JLYH�DXWRJUDSK�RQO��WR�WKRVH�

ZKR�XVH�WKH�PRELOH�SKRQH�VHULHV�HQGRUVHG�E��KLP��7KLV�LV�

WKH�SRZHU�RI�VWDUV��VWDU�HIIHFW�LV�LQFUHGLEOH�

5.3�Win�Approval�from�KOL�And�Create�Attrac-
�LR�

.2/�LV�UHJDUGHG�DV�D�UHODWLYHO��QHZ�PDUNHWLQJ�WRRO��ZKLFK�

KDV�H[HUWHG� WKH�DGYDQWDJHV�RI� VRFLDO�PHGLD� LQ� WHUPV�RI�

coverage�and�in�uence,�and�has�a�strong�fan�loyalty.�The�

WRS�.2/�LV�FRPSRVHG�RI�FHOHEULWLHV�IURP�DOO�ZDONV�RI�OLIH��

DQG�LWV�PDUNHWLQJ�LV�PDLQO��UHDOL]HG�WKURXJK�HQGRUVHPHQW��

SURPRWLRQ�IRU�HYHQWV�DQG�VR�RQ��7KH�YHUWLFDO�.2/�PDLQO��

UHIHUV� WR��ZH�PHGLD��ZLWK�PDQ��IDQV�DQG�SURIHVVLRQDO�LQ�

�uence,�and�its�marketability�forms�are�relatively��exible�

DQG�GLYHUVH��7KH�ODVW� W�SH�RI�.2/�UHIHUV�WR�SURIHVVLRQDO�

H[SHUWV�DQG�DFWLYH�EUDQG�IDQV��ZKR�DUH�EHWZHHQ�RUGLQDU��

SHRSOH�DQG�ELJ�9��KDYH�D�FHUWDLQ�FRPPXQLFDWLRQ�SRZHU�

DQG�DPRXQW�WR�D�ODUJH�QXPEHU��DQG�FDQ�FRPPXQLFDWH�ZLWK�

FRQVXPHUV�RQ�DQ�HTXDO�EDVLV�

,Q�RUGHU�WR�PDNH�WKH�HQWHUSULVH� LQIRUPDWLRQ�VWDQG�RXW�

IURP� WKH� WKRXVDQGV�RI�PLFUR�EORJ�PHVVDJHV��ZH�PXVW�

PDNH�HYHU��HIIRUW� WR�ZLQ� WKH�DSSURYDO�RI� WKH� LQGXVWU��

RSLQLRQ�OHDGHUV��DQG�DWWUDFW� WKH�DWWHQWLRQ�RI�IDQV�ZLWK�WKH�

LQIOXHQFH�RI� VXFK� OHDGHUV��/HDGHUV�ZKRVH�RSLQLRQV�DUH�

in�uential�are�regarded�as�the�industry�monitors.�In�some�

LQGXVWULHV�� WKH�DWWLWXGH�DQG�HYDOXDWLRQ�RI� WKHVH�LQGXVWU��

RSLQLRQ�OHDGHUV�DUH�SDUWLFXODUO��LPSRUWDQW�IRU�VXFK�LQGXV�

'2,��KWWSV���GRL�RUJ����������MIU�Y�L������
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WULHV�DV� IRRG��EHDXW��PDNHXS��SDUHQWKRRG�� WRXULVP��HWF��

(QWHUSULVHV�VKRXOG�JXLGH�LQGXVWU��RSLQLRQ�OHDGHUV�WR�JLYH�

DFWLYH�DQG�SRVLWLYH�HYDOXDWLRQ�RI�HQWHUSULVHV�� DQG� WKHQ�

TXLFNO��VSUHDG� WKH�IDYRUDEOH�QHZV�DPRQJ�SRWHQWLDO� FXV�

WRPHU�JURXSV�WR�LPSURYH�WKHLU�SRSXODULW��

5.4�Pay�Constant�Attention�to�Current�Hot�Topics�
and�Seize�the�Opportunity

0LFUREORJ�LV�D�KXJH�LQIRUPDWLRQ�EDVH��,I�HQWHUSULVHV�SD��

PRUH�DWWHQWLRQ�WR�WKH�KRW�HFRQRPLF�QHZV�� WKH��FDQ�JHW�

inspiration�and��nd�business�opportunities.�Durex,�for�ex�

DPSOH��KDV�DFKLHYHG�JUHDW�VXFFHVV�ZLWK�LWV�FUHDWLYH�FRS��

ZULWLQJ��%XW� WKLV�VXFFHVV�LV�QR�DFFLGHQW��'XUH[�DQDO�]HV�

WKH�KRW�WRSLFV�HYHU��GD���H[WUDFWV�WKH�PRVW�FULWLFDO�FRQWHQW��

DQG�WKHQ�PDNHV�D�VPDUW�FRQQHFWLRQ�ZLWK�LWV�RZQ�SURGXFWV�

RU�EUDQG�FXOWXUH��7XUQ�WKH�SURGXFW�SLWFK�LQWR�D�FRS�ZULWLQJ�

IRUPDW�WKDW� LV�PRUH�DFFHSWDEOH�WR�XVHUV��1RQH�RI�'XUH[�V�

SRVWV�DUH�VWUDLJKWIRUZDUG��+LV�SRVWV�DUH�OLNH�D�EUDLQ�WHDVHU�

WKDW�UHTXLUHV�XV�WR�SRQGHU�DQG�VSHFXODWH��,Q� WKLV�ZD���WKH�

IDQV�LQWHUDFW�ZLWK�HDFK�RWKHU��DQG�WKH�IDQV�ZKR�DUH� LQ�

WHUHVWHG�LQ� WKH�LQWHUDFWLRQ�ZLOO�VKDUH�WKH�WRSLF�ZLWK�RWKHU�

IULHQGV��$W�WKH�VDPH�WLPH��WKLV�DOVR�VWLPXODWHV�WKH�FXULRVLW��

RI�QHWL]HQV�DQG�DWWUDFWV�WKHP�WR�WKH�FRSLHV�WKDW�IROORZ��WKXV�

LQFUHDVLQJ�XVHU�YLVFRVLW��

5.5�Handle�properly�Negative� Information�and�
Make�Backup�Plans�for�Crisis�in�Public�Relations

Due�to�the�in�uence�and�dissemination�power�of�microb�

ORJ��PRUH�DQG�PRUH�HQWHUSULVHV�KDYH� WKHLU�RZQ�RIILFLDO�

PLFUREORJ��7KURXJK�PLFUREORJ�SODWIRUP�� WKH��FDQ�FDUU��

RXW�D� VHULHV�RI�DFWLYLWLHV� VXFK�DV�QHZ�SURGXFW�SURPR�

WLRQ��FRUSRUDWH�LPDJH�PDLQWHQDQFH��DQG� LQWHUDFWLRQ�ZLWK�

FRQVXPHUV�� WR�EHWWHU� VHUYH�HQWHUSULVHV��0LFUREORJ�LV� OLNH�

D�GRXEOH�HGJHG�VZRUG��ZLWK�ERWK�DGYDQWDJHV�DQG�GLVDG�

YDQWDJHV�� ,WV�YLUDO�OLNH�PDUNHWLQJ�XVHV�WKH�LQWHUQHW�XVHUV��

LQWHUSHUVRQDO�QHWZRUN�DQG�HQWKXVLDVP�IRU�SDUWLFLSDWLRQ�WR�

spread�information� like�a�virus,� thus�bringing�bene�ts� to�

HQWHUSULVHV�PRUH�TXLFNO���+RZHYHU�� WKHUH�DUH�DOZD�V�WZR�

VLGHV�WR�HYHU�WKLQJ��VR�HQWHUSULVHV�VKRXOG�EH�FDUHIXO�LQ�WKH�

XVH�RI�PLFUREORJ��ZKHQ� WKH�FULVLV�RFFXUV��VNLOOIXOO��XVH�

PLFUREORJ�WR�UHVROYH�WKH�FULVLV�

&RPSDUHG�ZLWK�WUDGLWLRQDO�SXEOLF� UHODWLRQV��PLFUREORJ�

$&76�OLNH�D�PHJDSKRQH�� VSUHDGLQJ�DQG�DPSOLI�LQJ�WKH�

H[SRVHG� LQIRUPDWLRQ�DQG�HVFDODWLQJ� WKH�LQIOXHQFH�RI� WKH�

HYHQW�VWHS�E��VWHS�RQFH�D�PHVVDJH�LV�H[SRVHG�

,Q������� DW�&&79�V� �0DUFK�����JDOD�SUREOHPV�ZLWK�

0F'RQDOG�V� FKDLQ� UHVWDXUDQW� LQ� 6DQOLWXQ��%HLMLQJ�DQG�

&DUUHIRXU�V�LOOHJDO�RSHUDWLRQ�ZHUH�UHYHDOHG��$FFRUGLQJ�WR�

VWDWLVWLFV������RI�PLFUREORJ�XVHUV� VXSSRUW�0F'RQDOG�V��

ZKLOH�&DUUHIRXU�KDV�EHHQ�DWWDFNHG�E��QHWL]HQV��6LPLODU�

SUREOHPV�ZLWK�IRRG��GLIIHUHQW�WUHDWPHQW��7KH�UHDVRQ�LV�WKDW�

0F'RQDOG�V�KDQGOHG�WKH�FULVLV�SURSHUO���$IWHU�WKH�SUREOHP�

ZDV�H[SRVHG��0F'RQDOG�V�DSRORJL]HG�RQ�LWV�PLFUREORJ�

ZLWKLQ�RQH�KRXU��,W�UHVSRQGHG�TXLFNO��DQG�PDGH�DQ�LPPH�

GLDWH�UHVSRQVH�

:K��GLG�FRQVXPHUV�JLYH�0F'RQDOG�V� WKHLU� VXSSRUW"�

7KLV�LV�GXH�WR�0F'RQDOG�V�JUHDW�DELOLW��WR�GHDO�ZLWK�SXEOLF�

UHODWLRQV�ZLWK�LWV�PLFUREORJ�

%HFDXVH�0F'RQDOG�V�RIWHQ�86(6�PLFUREORJ�WR� VXEWO��

in�uence�consumers,�so�as�to�spread�product�advantages,�

EUDQG�FRQFHSWV�� FRUSRUDWH�LPDJH��VXFK�DV� WKH� ODXQFK�RI�

HQYLURQPHQWDO�SURGXFWV��SOD�LQJ�WKH�IDPLO��FDUG�WR�FDXVH�

QRVWDOJLD�� FRQVWDQWO��HPSKDVL]H�WKH�TXDOLW��RI�D�VHULHV�RI�

SURPRWLRQDO�DFWLYLWLHV��FRQVXPHUV�KDYH�D�VHQVH�RI�WUXVW�LQ�

0F'RQDOG�V��$IWHU� WKH��0DUFK�����SDUW���0F'RQDOG�V�GH�

FLVLYHO��WXUQHG�WR�PLFUREORJ��LVVXHG�DQ�DSRORJ��VWDWHPHQW��

and�after�the�outbreak�of�the�crisis,�McDonald's�is�the��rst�

HQWHUSULVH� WR�FORVH�EXVLQHVVIRU�LQVSHFWLRQ�E�� WKH�0LQLV�

WU��RI�,QGXVWU��DQG�&RPPHUFH��6XFK�D�VHULHV�RI�DFWLRQV�

VKRZHG�WKH�HIIHFWLYHQHVV�RI�0F'RQDOG�V�PLFUREORJ�SXEOLF�

UHODWLRQV�DQG�LWV�SURPSW�UHVSRQVH�WR�WKH�FULVLV��7KLV�LV�WKH�

FKDUP�RI�JRRG�PLFUREORJ�SXEOLF�UHODWLRQV�

7KHUHIRUH�� HQWHUSULVHV�VKRXOG�DOZD�V�SD��DWWHQWLRQ�WR�

HYHU��PLFUREORJ�PHVVDJH��GR�D�JRRG� MRE�LQ�SUHGLFWLQJ�

WKH�GHYHORSPHQW�RI�HYHQWV��DQG�HVWDEOLVK�DQ�LQIRUPDWLRQ�

HDUO��ZDUQLQJ�PHFKDQLVP��5HDFW� WR� WKH�QHJDWLYH� LQIRU�

PDWLRQ� LPPHGLDWHO��� IRUP� WKH�SODQ�DQG� WDNH�PHDVXUHV��

:KHQ�H[SODLQLQJ�QHJDWLYH�QHZV�RQ�PLFUREORJ��EH�KRQHVW��

7KH�H[SODQDWLRQ�SRVWHG�RQ�PLFUREORJ�PXVW�EH� UDWLRQDO�

DQG�REMHFWLYH�VR� WKDW� IDQV�FDQ�XQGHUVWDQG�DQG�DFFHSW� LW��

2WKHUZLVH��WKH�IDQV��EOLQG�PLVEHOLHI�DQG�GLVVHPLQDWLRQ�RI�

QHJDWLYH�LQIRUPDWLRQ�ZLOO�EH�DJJUDYDWHG���ZKLFK�ZLOO�EULQJ�

LUUHSDUDEOH�ORVVHV�WR�WKH�FRUSRUDWH�UHSXWDWLRQ�

6.�Conclusion

7KH�HPHUJHQFH�RI�PLFUREORJ�KDV� LQGHHG�PDGH�D�JUHDW�

FRQWULEXWLRQ�WR� WKH�GHYHORSPHQW�RI�HQWHUSULVH�PDUNHWLQJ��

,WV�GHYHORSPHQW�HQDEOHV�HQWHUSULVHV�DQG�WKHLU�SURGXFWV�WR�

FRPH�LQ�FORVH�FRQWDFW�ZLWK�XVHUV��EULQJLQJ�PRUH�DWWHQWLRQ�

DQG�HYHQ�SRWHQWLDO�FXVWRPHUV�WR�HQWHUSULVHV��+RZHYHU��HY�

HU��FRLQ�KDV�WZR�VLGHV��2QO��E��XVLQJ�PLFUREORJ�PDUNHW�

LQJ�FRUUHFWO��FDQ�DQ�HQWHUSULVH�EHWWHU�DFKLHYH�LWV�PDUNHWLQJ�

JRDOV�DQG� WUXO��FUHDWH�YDOXH� IRU�WKH�HQWHUSULVH��:LWK�WKH�

GHYHORSPHQW�RI�VFLHQFH�DQG�WHFKQRORJ��DQG�WKH�SURJUHVV�

RI�HFRQRP���WKH�,QWHUQHW�KDV�EHFRPH�DQ�LQGLVSHQVDEOH�SDUW�

RI�RXU� OLIH��DQG�PLFUREORJ�PDUNHWLQJ�KDV�DOVR�EHFRPH�DQ�

LPSRUWDQW�ZHDSRQ�IRU�HQWHUSULVH�LQ�PDUNHWLQJ��,I�DQ�HQWHU�

SULVH�DWWDFKHV�LPSRUWDQFH�WR� WKH�SODQQLQJ�DQG�SURPRWLRQ�

RQ�PLFUREORJ�DQG�RSWLPL]HV� LWV�PDUNHWLQJ�SODQ�� LW� FDQ�

SDYH�WKH�ZD��WR�VXFFHVV�IRU�HDFK�HQWHUSULVH�

'2,��KWWSV���GRL�RUJ����������MIU�Y�L������
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