Research Method

Introduction
The purpose of this chapter is to review current academic literature on the importance of building brand image in businesses, with a particular focus on Jumei company. This chapter will complete the first objective of this dissertation:
In academic literature on learning more about how to Jumei building brand image.

Because of Jumei is a Chinese company, need to find more Chinese information. So, the literature review below is comprised of sources obtained from Google Scholar, MBA Scholars, China National Knowledge Infrastructure Scholar, Wangfang data base Scholar and the University of Wales Trinity Saint David’s (UWTSD) online library. These sources include academic journals and prior primary research in the topic area. Search terms included: “Jumei”, “Building brand image”, “Brand image”, “word of mouth marketing”, “Social media”, “Advertising strategy” etc.
Target customers
Target customers refer to the objects that companies provide products and services. According to (Chao, 2008) can know that companies should choose different target customers based on each product and service. Only when certain target customers in the consumer group are identified can then be targeted and marketed. The purpose of maintaining a close relationship between enterprises and various forces in marketing channels is to effectively provide products and services to their target customers. Customer demand is the starting point and core of enterprise marketing efforts. Therefore, it is very important for enterprises to analyze the characteristics and changing trends of target customer demand. Jumei's line is “gather beauty, help he or she achieve successful beauty”, so Jumei want to gather beautiful women, gather all kinds of fine products to make women beautiful. Jumei target customers are young and fashionable women. Jumei created a corporate image for female customers.

Social Media Marketing
Social Media, refers to websites and technologies that allow people to write, share, evaluate, discuss, communicate with each other. Antony Mayfield first used the term social media, his 2007 book (Chinese book is 2008) “what is social media” explains social media as a new type of online media that integrates participation, openness, communication, dialogue, community, connectivity and provides users with a wide range of participation space. Social media marketing is the use of these social media, enterprises can listen to the voice of users, promote their own products, in the subtle impact on customers. Many enterprises with the help of existing events, or through their own planning of events, keen to grasp the hot spots of public concern and creative docking, in order to achieve the purpose of promoting corporate culture and marketing. Jumei is also good at linking hot events of enterprises and products, keeping up with the situation, spreading through Weibo, fermenting influence and guiding the audience's cognition. At the 2016 Rio Olympics, the Chinese team won the gold medal and won the honor. When athletes are treated unfairly, the public is also aggrieved by the national team. Chen Ou is an ordinary citizen, like thousands of people, for the Olympic athletes refueling, hope they win honor for the country. Weibo is China one of the popular social media. As an ordinary entrepreneur, he cheered Olympic athletes by rewriting the red envelope password on Weibo. At the same time, some people will download Jumei for red envelopes, which also advertised on social media for more people to use Jumei.
Brand image
The brand image is the sum of the impressions and associations of the brand that the consumer remains in the mind after personal selection and processing of all the information about the brand received in the process of communication. According to (MBA, 2021), it can know that the brand should have the personality image like, this personality image is not determined by the substantive content of the brand product alone, but also should include some other content. At this point, the understanding of brand image into the brand personality level. Jumei CEO Chen ou once launched “I am Chen ou, I speak for myself” advertisement. So Jumei’s brand image most of the time and Chen ou personal binding. According to (Wu, 2017) can know that Chen ou once announced a lottery on Weibo at Chinese e-commerce shopping festival on November 11. A prize is a BMW mini car full of cosmetics. It's very simple if people want to get prizes. All we need is Weibo to pay attention to Chen's account and to forward Chen's Weibo to promote BMW mini cars for Jumei.

Word of mouth
Word of mouth marketing refers to the enterprise’s efforts to enable consumers to spread their product information and brand through the communication between their relatives and friends. This marketing method is characterized by its high success rate and strong credibility. According to (Yan, 2007) can know that this kind of word of mouth communication as the way of marketing, called word of mouth marketing. From the practical level of enterprise marketing, word of mouth marketing is a kind of marketing method and process that enterprises use all kinds of effective means to arouse customers' discussion and exchange of their products, services and the overall image of the enterprise, and to encourage customers to introduce and recommend to the surrounding people. According to (Jumei word of mouth, 2021) can know that every product talks about this word of mouth report. It is word of mouth center has more than 100000 words of mouth reports from users, which have become a reliable basis for Jumei users to choose to buy cosmetics. Every consumer who has purchased and used Jumei products can write down their views and comments on the product for reference. Unlike the brief evaluation of other e-commerce platforms, the word of mouth report of Jumei is more specific and standardized. Product packaging, user experience, uses techniques can be seen in some quality reports. Earful word-of-mouth reporters will also explain their age, skin and other basic information in the report, for consumers who want to buy the product to improve more reference.
Viral marketing 
Viral marketing is a common network marketing method, which is often used for website promotion, brand promotion and so on. Viral marketing uses the principle of user word of mouth communication. On the Internet, this "word of mouth communication" is more convenient and can spread as quickly as a virus. Viral marketing (viral marketing) has turned into an efficient way of information dissemination. Moreover, because this communication is spontaneous among users, it is almost cost-free means of network marketing. According to (Feng,2015), it can be known that viral marketing is not really carried out in the way of spreading the virus, but through the user’s word of mouth propaganda network, the information is spread and spread like a virus, and it is transmitted to thousands and millions of audiences by means of rapid replication. Chen ou often gives a gift to consumers and potential consumers of Weibo of some Chinese festivals. Every time there is enough raffle gift, Jumei's attention will grow crazily. Jumei consumers will always recommend to friends, family and so on, basically will promote each other, so that Jumei triggered a high degree of heat. This does not require such as video sites advertising a large amount of promotional costs, can save some money, while achieving the desired heat.

Advertising strategy

Advertising strategy refers to the advertisement publisher's macro grasp of the advertising decision, which is to consider the long-term interests of the enterprise from the strategic perspective and to open up the market for the products, that is ," long line fishing big fish ". The purpose of studying advertising strategy is to improve the effect of advertising and make enterprises achieve the best marketing goal with the lowest expenditure. According to (Miao,2019) can know that in today’s increasingly fierce market competition, an enterprise, a product to gain a foothold in the market, or in order to defeat competitors for development, almost all have a close relationship with the correct use of advertising strategy. Jumei’s advertising mode is different from the traditional TV play gap and the next program after the end. Jumei advertising is in Jumei investment film and television drama and traditional advertising. Sometimes as a protagonist often shopping shop, in the "W two worlds" is the hero Jiang Zhe is the president of Jumei advertising will not be very abrupt, and the audience will also remember Jumei.
Conclusion
Jumei success is closely related to Chen Ou, and Jumei’s brand image is also related to Chen Ou’s personal image. This part successfully completes the analysis of how Jumei establish brand image. The following section will analyze the importance of brand image in corporate publicity.
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