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Abstract

This study is based on the data narrative analysis method (referred as DNA method) proposed by
Ming-Shu Yuan in 2019, which constructed a narrative analysis process for image data. After screening
out three successful farmers’ cases, we collected relevant TV programs and interviewed video data for
analysis. First of all, the play analysis was used to deconstruct the narrative structure of the thirteen
video data, and then utilized the content elements of the brand story found in the previous research and
the brand story plot trigger elements of this study, lastly, encoded by sequential analysis to find the sets
of elements in the narrative of video data. The research findings are as follows: Firstly, the successful
farmers’ case interviews with video data highlights the farmers’ own stories and brand concepts; Next,
the TV program interview perspective is “farmer as the protagonist,” which is both humanized and
dramatic; Finally, when the TV program is telling the story of the individual brand of the farmer, the
elements of the story are different, and the narrative skills of TV stations are also different, which can
roughly distinguish the two routes of rationality and emotionality. Among them, the rational route will
be more likely to link “generating purchase intention” than the emotional route, and the two elements
of “identity” and “understanding” are the main conversion points.
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Extended Abstract

1. Introduction

The rise of new media has changed how stories
are told. Research has indicated that compared
with textual narratives, audiences understand
visual narratives more quickly and form deeper
impressions. Furthermore, this study noted that in
images from agricultural shows, unlike program
interviewers or show producers who focus on
faithfully reproducing the interviewee’s journey,
agricultural goods producers or marketers form
narratives to help farmers (and their brand)
tell a good story, and thus increase consumer
purchase intentions and actions. This distinction
provided inspiration for conducting this study
series. Therefore, by using data narrative analysis
(hereafter referred to as “DNA”) proposed by
Yuan (2019) as the reference for the methodology
in this study, videos of farmer success stories
were compiled and analyzed to study the
narrative structure from the perspective of the
interviewer (show producer). The study aimed to
answer two questions:
1.In the video of a farmer success story, what

brand-related story content elements does the
interviewer present?
2.In the video of a farmer success story, what

story trigger elements does the interviewer use?

2. Analysis Method

A literature review revealed that a story
has story content elements and story trigger
elements. Story content elements provide an
accurate description of the story or event itself;
story trigger elements represent the sum of
emotions, understanding, and behaviors that
the interviewer aims to inspire. Arranging story
elements to combine information with the plot is
key to effective storytelling. In this paper, three
outstandingly successful farmers were identified
based on four selection criteria. Then, videos
from 13 publicly aired shows were compiled
as the primary material for analysis during data
exploration. Based on the video characteristics,
images and narratives were analyzed using script
analysis (basic structure), content analysis (how
the story content elements are presented), and
sequence analysis (use of story trigger elements);
these were also the main items analyzed in the
story building phase. Analysis results were
adjusted according to the opinions of the field
experts. Lastly, the results were interpreted to
explain the story elements and their usage by the

interviewer in the videos.
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3. Major Findings

The story contents in the videos of farmer
success stories mostly highlight farmers’ personal
stories and brand concepts. The primary roles in
the story are those of the creator and operator/
producer, and the major factors analyzed are
brand beliefs and products for sale. In addition
to establishing connections with consumers and
meaning through a true story, the video files of
the three successful farmers emphasized character
stories or brand concepts; these were achieved
using storytelling to convey farmers’ emotional
experiences and sincerity to the audience. From
the interview angle of “farmer as protagonist,”
humanization is combined with drama: the
humanization in the video narrative is deepened by
the farmer’s life story. Then, factual, interesting,
or intellectually stimulating events were included

to heighten the drama in the video narrative.
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Extended Abstract

The television shows presenting the farmers’
personal brand stories, with each having their own
key story trigger elements (Figure 1).

When further examining how Figure 1 was
formed, differences in show positioning and the
farmers’ stories are accounted for the distribution;
some videos emphasized the functional and cognitive
value of agricultural products, whereas others
highlighted social and emotional value. Furthermore,
trustworthy and touching narrative elements appeared
relatively less often in the three case studies.

The presentation of story trigger elements
in videos and their usage was demonstrated
to understand the narrative traits of different
television stations. The television station’s
construction of storylines based on time sequence
can be distinguished into two paths, rational and

emotional (Figure 2).
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Figure 1. Distribution of Story Trigger Elements in Videos of Farmer Success Stories
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Understan

Figure 2. Transformation Diagram of Video Narrative Story Trigger Elements

According to the transformation diagrams of
the video narrative story trigger elements, rational
paths connect more easily to Element 9 (generating
a purchase intention) than to emotional paths, with
Elements 5 (agreement) and 8 (understanding) as
the main transformation points. When the rational
path is the primary storyline, these video narratives
are likely to be picked up by Sanlih E-Television
(SET) and EBC News; however, SET uses more
emotional elements, whereas EBC highlights the

importance of trust in willingness to buy.

4. Research Suggestions

The contribution of this study stems from its

analysis and interpretation of story elements and

their usage by traditional media (TV stations)
from a narrative perspective; story elements were
codified to analyze video narratives and identify
the video narrative traits of different television
stations. It is suggested that future studies can
combine narrative persuasion mechanisms or
use story element coding as a basis for establishing
training rules for machine learning to provide a
reference for television station personnel analyzing

large quantities of video data.
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