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Abstract

Micro marketing is a combination of traditional marketing and modern online marketing. It
achieves a new breakthrough in marketing through traditional methods and Internet thinking.
Based on the summary of relevant research, this paper builds a brand marketing decision index
system in the context of micro-marketing era. The index system includes three core dimensions:
cognitive index, feeling index, and behavior index, and is subdivided into 6 secondary indexes and
11 tertiary indexes. Meanwhile, wash and care brands (Hello Flash, Shiba, Jiexinuo) were taken as
research objects for empirical analysis. The research results have important reference value for
micro-marketing brand decision-making.
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Table 1. First-level indicators of brand marketing decision evaluation model
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Figure 1. Micro-marketing platform brand marketing decision evaluation index system taking microblog as an example
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Table 2. Original data of third-level indicators
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3. BRIEINE

&1 B E 1 =
Rt s X1 11.1% ML E X1.1 11.07%
IR bR X 28.2% T R X2.1 9.71%
SMiRRR X2 17.1%
R X2.2 7.42%
a0 .
B F18kE Y1 24.0% ML 1033%
- Mree K Y12 13.69%
RZ R Y 39.7%
. M Y2.1 9.68%
AR Y2 15.7%
ESR IR Y2.2 6.01%
ML Z11 7.84%
B Z1 25.1% [ % 71.2 8.52%
17 R¥Eks Z 32.1%
g 713 8.75%
TRERTR AR Z2 7.0% TR S 22.1 6.96%

MRIGAUE, X AREAL 5 PR e LIS, 0B b R A 2 R BLEAT PR3, AT ASHHE T 4 Hh =N
FRE 2 DR AR T 7> L ER G130, ARthAs il 70 I H, FESas REMEM. .

Table 4. Scores of brand marketing decision indicators of the three brands
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