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Abstract

In this paper, from the empirical application view, we try to provide an
analysis framework of potential market under the AIDA model to collect suffi-
cient information for one new service. The modules of this framework include
the target market analysis, the desire factor analysis, the advertising place analysis,
initial price analysis, service attribute analysis and potential demand forecasting
analysis. And the source of analytical data is collected by the questionnaire survey.

Besides proposing the complete analysis framework, the first half in this
paper, we describe its module procedures and executing steps. And the second
half, we provide the case study of potential market for the third generation mo-
bile phone in Taiwan to illustrate this analysis framework's feasibility and
suitability. According to the empirical study, the following suggestions on the
target market, promotion, place, and price strategy direction are made: (1) Based
on the demographic categories, the gender of female-- those vocations with stu-
dent or military, shall be set as the major target market of the third generation
mobile phone in Taiwan. (2) In the promotion strategy, public report on TV and
radio broadcast for the Interest and Desire Group, printing media such as news-
papers and leisure magazines for the Attention Group are primarily suggested.
(3) In the place strategy, the Agent or Retail sales for the Interest and Desire
Group are the major places that shall be focused on.

Key Words New Service, AIDA Model, Target Market, the Third
Generation Mobile Phone
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