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Abstract

Based on the marketing characteristics of FMCG and the new development of
mobile Internet, this thesis carries out a qualitative research of FMCG smartphone
APP marketing, using the methods of document study and case study. It studies the
cases of FMCG smartphone APP mobile marketing, analyses what it meansto FMCG
marketing, and brings about principles for FMCG smartphone APP mobile marketing.

The thesis firstly studies smartphone APP technologies including Scanning,
Augmented Redlity (AR), Near Filed Communication (NFC) and Location-Based
Service (LBS). Then it carries out case study of Heineken, Coca-Cola, OPI and P& G
to discuss the applications of smartphone APPin FMCG marketing .

Based on the case study, the thesis discusses how smartphone APP changes
FMCG marketing. Smartphone APP plays a unique role in accurate customer needs
study, cost reduction, convenience increasing and interactive communications.

This thesis further brings about suggestions for FMCG’'s smartphone APP
marketing. In the planning stage, the company should have an overall mobile
marketing strategy. In the designing stage, visual design and Ul flow are important. In
the promoting stage, attention should be paid to the management of the APP itself.

Key Words. FMCG; smartphone APP; mobile marketing
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AR, B3 APPIIEERESI NEH . —J7TH, #ahZ&imlii, LA iPhone
NARERVE B FHUSE T FHUA BT IS, REEHESIAA, W5 Kinde
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TF ok B as L szAR 4% “ Google Project Glass” «++++ ML B AR B B 58
S5, BshEIENR FERGE, 2011 KA E W RS 5 12, HAFHL
P ECHAIE S 3.56 14, i 69.3%, @i & ik M EL Al 73.4% (CNNIC,
2011) 2,

2011 “EH RN RS B E A URAC 2 4E . AR BETHL 58K T 488%°, 4Bk
S A R T Q0% R AT BN, B IA 234347, RSl ELIBE IR 5] K& SR 11
SZAVER IR, #8230 APP BRI N E AL AN 1] 2L ) &

P 25 (Fast Moving Consumier Goods) f&ifk  “FMCG”.  “Huilgfh” ,
6450 FH 73 i B0 Y B R AR Y B v, R AE X T A 2% 4 (Durable
Consumer Goods) #2H i (7 B4, 2006) °. HLiil 9 AT MM Be KM
AT, HP= IR S), MR T 2 T Im A i e, RWE T
G H o Wz
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RUERHL. 12 A Kindle # #4555l 400 77 5 [EB/OL).
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2 S LB O 5 O 9 % AR 0. 2000 A A BRST AR R L % A 7300 /3 3 [EB/OLY].
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*CNNIC. %5 29 Vb [E BB & ki gi it 4l 5 [R]. dbat: 2011
A S BRI T Ry, 2010 4R BETFHL SR K 488% AR UK i K 771%[EB/OL].
http://www.199it.com/archives/22663.html, 2012-1-19.
S HG Y. 2011 4 ATER E R R 90% K Afi 14 % 5 B HI[EB/OL].
http://www.iresearch.com.cn/Report/View.aspx?Newsid=160336, 2011-12-28.
Oy B e BRI B S SR K RIS B A [M]. b st R E T B R, 2006: 1.
FRWK. ARREBAEHEREIM]. LRt P E LS L, 2004: 7-17.
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25 IR PTERAIE T A R, AR SCHE R PRI B b 1A% 3 N E A T Nt 7T
H A

H TRl &R L, £R/IHEIFADE, ASCEFR GEFHUEAVIA S,
PSRN T H AR RERL S K, B RE T M sy, e W52, HAgs)
Pey RIS PE. S AL EEhE. TAMESERE SRR

1.3 MRFESER

ASCULEVERERONE, I8 SCERIE T . R R A i, fE KB A B R
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APP B ES N IEOR . I iE AR BT 25 G 8- T

FrEARRLER, RCHELDT:

B, HRIE PRI SR AL R R BETFHL APPY ISR E S . R R
A FIR,  BUBACEAE (=, =F).

B, R T VOR A E S IMEN A AT APP FiER, WiEEMEA
(Scanning) I FRILSERIAR (AR, I FE B HEIAR (NFC) FHEET HiFE A7 B 11
%5 (LBS) %5, Mgl 7 AR . B RAERHE L GENE,

B, RHIOHT. EECE . ATEA] SR OPL RIS 3 S Py it b B A 5 e
HLAPP B ZM], Bt 7R BETFHL APP B 1Rl B sh BN 7 X CGE I
),

B0, FERGISHTIIEERE b, BaE TR BETHL APP P i E B R 10 AR
b, FEBEH PR B RETHL APP BRI (BT,
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