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Abstract

The present study used a mixed methods approach to investigate effective online storytelling
strategies in agricultural product marketing. Interviews were conducted with three marketing directors
from agricultural e-commerce platforms, and content analysis of agricultural narratives was performed.
Additionally, survey data was collected to understand consumer attitudes toward storytelling in
agricultural marketing. The findings revealed that the marketing directors emphasized brand value
proposition and product quality when formulating marketing strategies, which were consistent with
consumer perspectives. Moreover, the study identified various elements in agricultural narratives in
regard to characters, conflicts, events, and messages. This study contributes to the existing literature
and offers practical insights for online agricultural marketing.
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Extended Abstract

1. Introduction

Storytelling is among the most powerful
means of communication. Narrative transportation
can be defined as a process in which individuals
become immersed in the world of a narrative or
story. Narrative transportation entails cognitive
involvement, emotional engagement, and mental
imagery construction. This mechanism can
also lead a reader to be more willing to believe
or agree with the content of a story. In the
agricultural industry, agricultural products are
often non-standardized and highly homogeneous,
and consumers thus face difficulties in deriving
satisfaction from such products on the basis of
their functional features alone. Hence, agricultural
marketers must implement strategies such as
storytelling to differentiate their products. For
example, studies have suggested that agricultural
marketers establish emotional connections between
consumers and agricultural producers. Accordingly,
a narrative that can engage readers is a promising
means of marketing agricultural products.

Agricultural enterprises and smallholders often
use narrative techniques to market their products,
especially in online and digital environments. Most
studies on the use of narratives in agricultural
marketing have focused on the application of

narratives to market a specific product or on the
analysis of the visual design of advertisements.
However, few studies have explored how narratives
can be used to market agricultural products from
different perspectives, such as those of consumers
or agricultural enterprises. Additionally, a
generalizable narrative for marketing diverse
agricultural products is lacking.

To comprehensively understand the potential
of using narratives to promote agricultural
products in digital environments, this study
employed a mixed-methods approach comprising
interviews, content analysis, and surveys. We
identified the structure of agricultural narratives
and analyzed the perspectives of both agricultural
e-commerce marketing directors and consumers

on narratives in agricultural marketing.

2. Methodology

This study employed a parallel mixed-methods
design involving qualitative and quantitative
research approaches; the qualitative and
quantitative approaches were conducted separately,
after which the results were combined to provide
insight into the main research topic. This study
involved three processes. First, three agricultural

e-commerce marketing directors were interviewed

Note. To cite this article in APA format: Jheng, Y.-L., & Yueh, H.-P. (2023). Online storytelling strategies
in agricultural product marketing: A mixed-methods approach. Journal of Library and Information
Studies, 21(1), 67-102. https://doi.org/10.6182/jlis.202306_21(1).067 [Text in Chinese].

To cite this article in Chicago format: Yi-Lun Jheng and Hsiu-Ping Yueh, “Online storytelling
strategies in agricultural product marketing: A mixed-methods approach,” Journal of Library and
Information Studies 21, no. 1 (2023): 67-102. https://doi.org/10.6182/jlis.202306_21(1).067 [Text

in Chinese].
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to understand the positioning and application of
narratives as marketing strategies. Second, 17
agricultural narratives were selected and analyzed
through content analysis, a qualitative approach,
to identify their key elements and structures.
Third, a quantitative survey was implemented
to investigate consumers’ perspectives on the
use of narratives in agricultural marketing. A
triangulation approach was used to integrate the
data obtained from the three aforementioned
processes to gain insight into the use of narratives
as marketing strategies, the crucial elements
of agricultural narratives, and how customers

perceive such narratives.

3. Results

This study integrated the interview, content
analysis, and survey results to understand

narratives as marketing strategies for agricultural

Extended Abstract

products, the elements of such narratives, and
consumers’ perspectives on such narratives. The

findings are summarized in Table 1.

4. Conclusion

4.1 Narratives as a digital marketing strategy for

agricultural products

4.1.1 Brand value proposition is a core principle
for developing marketing strategies

A marketing strategy must be closely aligned
with the appeal of a brand. All three marketing
directors stated that marketing serves only as
a means of communicating a brand’s value
proposition to its customers. The core values of
agricultural enterprises are thus essential for the
design of marketing strategies. Therefore, those
that wish to collaborate with smallholders should
focus on the core values of a given smallholder

rather than their marketing stories. An analysis

Figure 1. Conceptual Framework of Parallel Mixed Design

Narratives in

perspective

Qualitative-
interview
method

Elements and

agricultural /

marketing from structures of perspectives on
entrepreneurs’ agricultural agricultural
narratives narratives

Qualitative-
content
analysis

Consumer

Quantitative-
survey
method

Experiential Experiential Experiential
stage stage stage
(Analytical) (Analytical) (Analytical)
Inferential Inferential Inferential
stage stage stage

Meta- Inference

69



Journal of Library and Information Studies 21:1 (June 2023)

1soArey [npmy e dear Ajgjewnn Loy

SHOM pIey pue SHOJR J1ayp 101y ‘Hoddns apraoid
Kew s1oquuat Aruure) J1oy) 91y SAFU[[eYD JYI0
pue ‘s19)sesIp fexgeu ‘sjsad se yons suonemIs
Suruayeany)-9J1[ 90BJ USY) SIOULIR,] “BUNBJ PUE BIO)
9SIOAIP PUR ‘SuBWINY ‘JUSLUOIIAUD [BIIS0[02 AU}
0} SPUDIX QOUESISSE SIOULIR] AU ], *SIOWNSUOD

Jo 3ureg-{[om a3 pjoydn pue JuSWUOIAUS

ayy prenSajes oym seo1ay se pajordop are Jouuew JuIAYOd
V/N SIOULIR] ‘QAT)BIIRU J10I3Y Y} 0) SUIPIOIDY © UI POJOAUUOD AIB SJUIAT s101d
(IM)NOTISE UT JUSUISATOAUT
JO JUSWI)SAAUI JO)
suoneAnow pue ‘A30[0uyo)
pue uonEAOUUT YSNOIY) SJUSAQ PIJR[QI-IOWNSUOD pUe ‘A3070Uyd9)
syonpouid [eanynouge pue uoneaouur ysnoay} syonpoid [ernynorge
Suraoxdur ‘110119 ‘syonpoxd Suraoxdwr ‘uonoadsur jonpoid einynonge onfea pappe pue
[eamnouide Jo ssaooxd ‘oouereadde jonpoid [erynonge 110119} ‘sonsuvjorIRyd [eorydei3oo3
uononpolid ay ‘syonpoad ‘JUOUWIISIAUL JOJ SUOIIBATIOW ‘SAJOPIdUE ‘SuI3o [eo103sIy ‘sonbruyoay
[eamnoLide Jo suonouny [euosiad ‘sjonpoid [einynorge jo dse) ‘sopei3 Ajfenb pue Kjo5es
‘UOISIA pUBIq ‘OnJeA puBIq ‘Kydosorryd ssoursnq ‘s3onpouid [einynorige ‘sarnyeay Jonpoid ‘sanjedy
‘syonpoid [eIn)[noLSe Jo saInjed,] Jo 93pormouy uononpoid :SJUA UreJy JINJJ ‘SIOULIR] Y} JO SUOIBATIOIN SIUQAT
[BUOTIESUDS IO 9)BIOqR[d A[IOAO
suonen)Is SULI)[B-JI] JO ‘SISLIO (SSuIsnq) Suraeq Jnoyim (301[ju09)
V/N sannoIIp uononpoid :s}OIFU0D [BONLID) jutod Suruiny 9y 9qLIdSAJ SIOIJUOD
SIQUAMO SSQUISnq SIQWNSUOD PUE ‘SUONBZIULTIO
pue SI9pUnNoj ¢ (SIOWLIey) “3[00ISQAI] ‘SIoqUUOW A[IWUR)  SIQULIR] s1ouLIej Jo
s1eonpoid ‘sjonpoid [ermmnoudy ¢s3onpoad [eIn)[noLISe ‘SISULIR) :SI9)ORIRYD A9 sonsLIRIoRIRYD Ay) 9zIseydwyg s19)0RIRYD)
Surond 10 suonows dAnEIAU
SIQUMO SSauIsnqg uo paseq syeadde Juisn
pue s1aonpoad proae pue speadde aanisod 3dopy
“JUQWIUOIAUD U} $3552001d
uononpoid ‘syonpoid u01199)01d [BIUSWIUOIIAUD SanJeA 2109
‘spueiq Jnoqe uonewaoju]  pue ‘Ayrenb jonpoid ‘K19jes pooy :saFeSssow U S_puBIq AU} YIIM JUISISUOD o SOTBSSOIN
SoAnRLIRU
KoAIng SISA[eue JUUOD) SMOIAINU] [eImnoLISe oY)

Jo syuowarg

SPOYIAIAl YOIBISIY YT, Y} JO SHNSIY Jo Arewrwung [ d[qe],

70



of the entrepreneur interviews also revealed that
the extent to which an enterprise’s story appeals
to customers is related to the enterprise’s value
proposition, such as prioritization of the safety and
quality of agricultural products and commitment
to consumers.
4.1.2 Narratives are effective communication
tools in agriculture marketing

An analysis of the interview results revealed
that narratives can effectively engage the attention
of consumers. Additionally, consumers can easily
understand agricultural product information when
it is conveyed through narratives. One of the
marketing directors noted that narratives may lead
individuals to purchase more of a given product
if they establish an emotional connection with the
product or its brand. According to Kotler (2003),
consumers typically experience three types of
responses after they receive marketing stimuli:
cognitive, affective, and behavioral. The interview
data suggest that narratives play a vital role in the

cognitive and affective responses of consumers.

4.2 Structure and elements of agricultural narratives

This study investigated agricultural narratives
on e-commerce platforms and identified narrative
elements that may be useful for marketers.
These elements can be grouped into four main
categories: characters, conflicts, events, and
messages. These categories can be further divided
into the following distinct sub categories: (1)
key characters in agricultural narratives, which
comprise farmers, agricultural products, farmers’
family members, livestock, organizations or
companies, and consumers; (2) conflicts, which
are typically related to production difficulties,

business crises, or personal life-altering situations;
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(3) main events in agricultural narratives, which
comprise production knowledge of agricultural
products, business philosophy, the taste of
agricultural products, personal anecdotes,
motivations for investment, terroir, appearance of
agricultural products, inspection of agricultural
products, improvement of agricultural products
through innovation and technology, and consumer-
related events; and (4) main messages conveyed
by agricultural narratives, which are related to
food safety, product quality, and environmental
protection. On the basis of these findings, we
recommend that marketers construct agricultural
narratives that include the aforementioned story
elements and their respective categories.
4.2.1 Narratives convey value propositions rather
than appeal to emotions

Our content analysis revealed that the two
most crucial messages conveyed by agricultural
narratives are related to the safety and quality of
agricultural products. Moreover, these messages
were noted to align with the brand value
propositions made by the marketing directors that
were interviewed. Specifically, the core brand
value proposition of agricultural enterprises center
around safety, health, and improved lifestyles.
The marketing director typically avoid using
negative emotional appeals in their narratives.
This approach differs from traditional agricultural
communication practices, which often involve
negative emotions such as worry, sadness; instead,
these marketing directors use value propositions and
appeals to positive emotions to grow market share.
4.2.2 Narratives depict farmers as heroic figures

In agricultural narratives, farmers are portrayed
as heroic figures. The stories revolve around the
farmers, highlighting their role as guardians of the
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land and attributing various heroic traits to them.
Other characters in the narratives, such as farmers’
family members, livestock, and agricultural
products, are described in relation to the main
protagonist, the farmer.
4.2.3 Narratives avoid emphasis on conflicts

In contrast to newspapers or magazines,
agricultural narratives on e-commerce platforms
seldom stress conflict. News stories often rely on
conflicts to add tension and draw the attention
of readers. However, agricultural narratives on
e-commerce platforms tend to mention conflict
only briefly if they do at all. This contrasts with
the narrative structure described by Fog et al.
(2010), in which conflicts propel narratives toward
their climax and create a more appealing story.
Nevertheless, the findings of the present study
agree with those of Chen (2008), who emphasized
that stories should provide consumers with
positive brand images. Accordingly, we suggest
that agricultural narratives be framed in a positive
manner that minimizes emphasis on conflict.
4.2.4 Narratives place considerable emphasis on

business philosophy within events

Narratives are constructed by connecting one
event to another; therefore, events are crucial
components in the development of agricultural
narratives. Our content analysis revealed the
significance of including events associated with
agricultural products in agricultural narratives.
Through the comparison of data from multiple
perspectives, we determined that events in
agricultural narratives strengthen statements
related to the philosophy and core values of a
business, production knowledge of agricultural
products in an enterprise, the unique features of

agricultural products, and the terroir of products.
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4.2.5 Narratives construct a complete plot (heroic
narrative) through the connection of
relevant events

A heroic narrative similar to the hero’s journey
described by Campbell (2008) can be used in
agricultural narratives. These narratives portray
the farmer as the protagonist and highlight their
role in the story by depicting the unique aspects
and struggles of a farmer’s life. Additionally,
values, philosophy, and information related
to agricultural products are integrated into the
narratives to illustrate the struggles encountered
by the protagonist in a simple yet appropriate
manner. This approach can be used to craft
agricultural narratives that are recognized and
accepted by their audience and that effectively

convey the necessary product information.

= HIS

i 25 PR A I B B e B B S B
AN R EEE DY e B BT Ry
A MESIE B 2 R E 20E HAR YR
MM (Monsuwé et al., 2004 ) - fEEZELT
BT - A T 5 AT A R R T S B B e
(Jayawardhena et al., 2007 ) * EEEZEELL
ZEM 2 B IR - DARE R 3T RS & A L
2 SCE R o - FARIE RS, -
NMHBRRELAS NG - XEFRE
MR - IHEHBA BIEE mITRE L15E]
Mg - KL HE B R R R I H B L R
JBk Rt e g T - EH B EE E A RGBT
[t (B3 » 2010) -

EHE R T SRS - B AMSEER
JFEE JKF 175 IR 28 it 7 DASEL A » 8 FH R T 85



M RERSETHREZ RESLERA  RAFAENE

REE  EEEEENBE - B RIS
BAGR » iR R e B A LAY T8 T X
(PRI » 2011 5 FOEE » 2006 5 Yueh &
Zheng, 2019) - BIZEELEE ST B
% MR EUE /N - SR ESEICRAT
BT A HE R R i S BIEE BZ - AR
BB AT S ERR R B R YTk -

[ RAE A B4 R SE B TSAINISE - %
2 B A B —JE AU B 7 2 SRR (A
PREESE » 2010 3 £i8R77 - 2014 5 BAFIH
HREEH 0 2015 5 BOSAN 0 2012) BEFED
M i T S A R BT 04T (ZNBRIRAE
FEA 0 2017) © AR 0 BRTE JTREuEESCE
e SR R B S B G A A - A LAY R
MFETIN - B AR G g g B
MR TH 230 -

Ry 1 B A R R NG B B - p 5 R
TTESERCBAT IR AT 3R - AT ARG
B R BERE - BRAR A IS5 » E5E
HEREEARNEZREE T HEBREE B
HEGEITR%  HREMHE T e s L&
TFR R R EITRE ARG &
TR A E R E AL - AN FE
RS R T HEE L - wBINEE
EAMBEER - 5B EMEH
A T IRIH B N R ST B Y
REIE - WFSCHEIRER T 7 EREH N R 21T 8
B BT B ST Se A T E AN - tLRESE
Fo H 12 B2 L 2 I E R S R AT S &
LEHBE -

73

= W4 N[ i
— ~ MEIERIEE

TR LB E Tzvetan
1969518 (1 HERAISER)
(Grammaire du Décaméron) FFgH, » R
T 75 5 oy LR B B w3 ) 2 PR T RT3 304F
%18 (GF8) (Poetic) » #FHT
HAIEEH S EEIRFEEM S - HBE
FFEEHPropp (1968) 1F (RRHHAIRE
Y  (Morphology of the Folktale) " IIEE
(function) TEF Ryl EIYEAZER - Bk
Hrh R E L AEEEHRRCEEENITE
HFEEE RS04 - e H —1E
A A RERE YA - e EHA
ACESR SR B BIERTE - e A RE=R
FEREPREREL AT - B RIRE LR A AR
)7

ST - RS R PR AR
(rrecit) BEZERE (discours) HUMER » #EH
e B ERGIRDL - B R -
HAJDAEA RS [ SRR RIE ROl
=Dy )EER G RN Y e SENESRERE S
LR IR - BUCREEREEN —+
THFC ARG 58 - RCEHERME R
i hl B RAGHL 35 5 W e T ¢ AR AS RE ST
AN U R BB I RCE TR ~ B~ 2h
e » AR RN L RGREE ST TR AYEEEE
JER » AlZ I FeReR SR EhaE R B A
FriRREEL R » ARG ~ ROmRFRE « FARE
5T (Bal, 1997,/2003) ©

Todorov



B & 4 AT £21% #14  (2023.6)

ZARC0FAR AARRY R IATE » 28

it - FRINESE - B A S EPIAE R R S
ZRHIRRT -+ i B S AR ST R A
#ENarratology#£fi# FsNarratologies * #1228
A RCHERITEHIRE - BIANZ M T RRCEER
(feminist narratology ) ~ i&REEE (socio-
narratology ) ¥ - [RIRFZBRCHIERIIFE A
PRI SO R A e -t E AR
ST ATEEZ A (film narratology )
EEERE: (music narratology ) (Bal, 1997,/
2003) ° MANERERCEHHZ EREEAT AR
Mt st - 7 R B L R R Y
A AR B R ERA T T 95 i
FRARSEI T R ER -

-~ MEEETHH
ERIREHEIESERPE - BERSRE
KR (narrative) B (story) R
I (ZDEE » 2006 ; Stern, 1998) ° Vincent
(2002) TR G RAREEERIEEE]
RS - iMPadgettBlAllen (1997) HIFEE:
METHRBEAAE T~ FEE s ERYR
Ao FEATEH B EE  BEE R A
HEREE - MRS A T A AR - DL
RS RS TE B S - KL - G
BN - R TH AR ay i Bl
EYEYINCE A (EEE I
WEFZMITHEL - RiKE
(storytelling) J&fvd JJEAY—HH#EE T
H (Delgadillo & Escalas, 2004) ° Green
EiBrock (2000) FiRAHEAL (narrative

74

transportation) JEHEFITHHAVERIRIEH - I
RN SCR R SO EH% AR 1S
5 (EAOE) - BYIRTESCRAE (F8F

ZHL) o W RSHE R R T A T R AT

FEFREIHAT (HRCZREL) - A RENS
FEHRNA—BWER - HIRSREEL
REEFHAEY 30 (narrative self-referencing )
INE B o3 B B B HERUE (BIBE 2553w
) BURLFIMEREML (Escalas, 2007) ° Fog
FA (2005) tsaH - Bl n] DU AR
B OB BS FEA G g - ERI i
HAHIRT ~ B (Loebbert, 2003,/
2005) - fEARZEE S ~ T8 USSR FR
iR AR E R AR REE AR E LN
CIE[A)) 1HRRFE ~ TE[AIRY Shho e R By
i EEIE (Escalas, 2004; Hauff et al., 2014;
Kim et al., 2017) » ST HHIXI MR 1T 8
R EE T R IG Z — o B RIEE S
REF 2 2 - HAT R &R RITREE
HAERRBIREEME - R R R
M+ Chatman (1978) RS FelflU S K
MFEERSY - HREAARHGE - 28 TR
e, s Tl R AR T th
Mo TR L - MCERA R —E R
HE (events) - DURA S MBS ST
RAITFAEY) (existents) FHEIMEL © Escalas
(1998) PRl FeE (chronology) KK
BTk (causality ) SIS AETEAY L ELA]
% Hrh S err i agd - HikE
TR LI ERITR - Fog®E A (2010) i
— RS EBERIVY RO IR Fy ¢ 3

3



M RERSETHREZ RESLERA  RAFAENE

el

A SR - RIBHIIATEE T
SHARCES R - BORBE R GEN
ST -

IE 7

(—) SE (message)

S R B AE B Ry oL B -
FEENEBERCERR R (Gergen &
Gergen, 1988) ° FogZf A (2010) kil
U e e | SN O E S A E NG S R S0 7
FHEEERSRERS (Chiu et al., 2012)
[FF - BARERYEREA B A MR RE IR B
HEAHBREE - Benoit (1987) HUWFFCHEH - #E
A I G R 72 i AL B A 2 B R Y
oA [ R EAHER -

(Z) B (characters)

TR IR - BTEE &
AT TR S T ENE - AT
BRI E TS DUREL - RIS
# (Vincent, 2002) - [RILERTEEE T H
TERYERES o AEIB SRR AL ESCER R
U (Carchetype) - By AFIEEfgT SR A A
1% (Polkinghorne, 1988) - IFrbE At
ENMRFREIR R RER S A - WAHRES
Tyttt AR ACETRAI RIS - FE1T8E » 40
DunnfilBarban (1974) PR ATBARSE AZE
A REEL A AR AR RF5% (symbol) »
RILE - TG fe e Fg ol i v DU BN B
RIS -

(=) &= (conflict)

EZR BN BEATREIRTE (Woodside

& Chebat, 2001) ~ EFEGEIFHFHYER

75

RA >~ AFHNREEESESE
HMAEEA S ERYEPT (Peracchio & Escalas,
2008) © HCERAVTETZERERET A I BRI A
P2 (Kirszner & Mandell, 2001) » SRIIAERE
SEREHIEZEA RES (B BN - AT IRRE A ER
Bl - AIEEE e s e e s
AR A EBLER (Fogetal.,2010) -

(m9) 15&f (plot)

GergenBdGergen (1988) fHMHALHHY
SR B E R R EEH BRI EM - i
R tf - HBEAHERNERNE - G2
HAHE - FERFEAUFRR (Fog et al.,
2010) - SRR R E0Er H 1 B
= o nn LB Ry I & O B E -
BB AR RBIER 2R ATEE ISR
REAFR (Stern, 1994) - TEEIHISHER L EHH
45 ~ 5~ 45 (Escalas, 1998) ° Vincent

(2002) FEFsbith ~ Hh5 ~ REERAHAE T
ATEHE ~ SERRAEAE ~ EREERE 1 5 Loebbert
(2003,2005) JRfa ISR T -
FREE R LB - B T RE —E R
IREERTE - 122 Bl R R r =] - 1

TR R R R RE IR -

Propp (1968) Z3A4T i Rl IR Tl SR
HECER AN L 3 1 RHIRE - EAERE (—HRIE
ERRE ) ~ BT CEAGEF —SBREK
) -~ a3 CEERER) - =B CGRiER%E
Ba o BT - B (LB A\ R
B~ A CEAMER) -~ A (3
FRok) ~ ASHS (LBl TAE 0 B LE
Ri) % o Proppid il it LADIRE Ry 73 Hr



B & 4 AT £21% #14  (2023.6)

A e UM B DI RE T A RFRYAHE
% o Greimas/NEH /ST TEIE B ATRERL
HAEE, (modele actantiel) (ZE—) :

TREN L~ TARZAL - TEAL - TH
S TEF, - THEE, (ESIEHSYE

1987 » H153) -+ {EHH/RE SR IR L Y
BAfR - TSZBEA L GIEE T A, BTTE) - B
ATENE R T H— THR, (HEE - 485
F) o TEA ) EHEREGEBGEE B AR
EAEEEE— THUE (B~ R R
%) o FEH "B MOBD 0 EAEEES
e TG, AT TARZAL o
ZhE A HfiJoseph Campbellid (o) —
TR PrA R EESETE R - BOERER
SERIRAR BLAURE © S eSS T Ry 1 21 0
5 B LRI R RS - R E S R
M R B EE AR - SRS
—IEFIE ~ EFEE - A KRB ~ AR
JRERBR ~ THASE EEELYTIE ~ JEISINE - B |
[Elif ik ~ DA - SRR o SCHER
JFEAYERProp Y B AR I R R A ZERE B[] - i
HBIEHHGIISHBR - B S a T Ryl R ks
KoL » SRR I CAORS . -

B— Greimasfy@mEiEzt
(modele actantiel )

A — HE —— RZA

BF —— iff < #H@
i BB H M G ¢ AR EN
ot (H153) » BE¥EHE » 1987 »

Tt -

76

= MEPMERRENBITH

EP B ARSI TI I - 2H

B EHRS TR BB T - YuehBdZheng

(2019 ) 5 20 Il AR B A 0 B2 SE AR AT

PR AR (storytelling in agricultural
marketing effectiveness scale, SAMES
model) ° FZIFFCRERIRH - MCEITHH Y
FHEFEH (narrative processing) HEEE
ERERNNHES LR - HEhHEERS
TGO AN ASFEEITE » MIER
(affect) AJYERilf R T8t 0 R R Bl
HNEEEER AR T - BRI
BRI HAATERIZ 250 oM B 2L
0N € v S R SN S AT 4 Dot i)
PHEE (2010) HEEEEETHERE
FELaR A IRRNEE A E B B DR
ol T ~ Ry TR AR - IRAERUE Ty
T WmHEER B ELESS - AMEET
EERELLE - MAYMEAREEL -
[ER RN B BRI - B4 i
EEAETEMHEEEN 3 (Wang & Yueh,
2020) - RFEMEHEEIRAIRGEE TS E
EHEREGEMLE - RRES - BER
i~ (ERFOK - LB -

AT - RFRE (2007) RBIE
R EEAEMAS BN - fEBGEAY)
IR~ HREE - EHARFENEAS A
At o R AT o Bk

(2006 ) BT RCELA ~ FE SRR ~ 1R
SEAERE = Emm ; =R (2012) R
SRR ZE RIS At o AEfic R

At,



M RERSETHREZ RESLERA  RAFAENE

Jithl > B EMRELoebbert (2003,72005)
FEH AR R =R B ~ M
FE ~ FRATEALRAE £ A R TE
RS AR o3y © SRR AR ~ SRR B
BT TR - BRIFIEELREEE (2015)
IRG A AR B B A S TR R
TIERE T - IRAh - U (2019) HIsE
AV = A7 e R4 52 R it 617 H BR A B 5 Bty
H o T H AR R RA G TR
AR ER BLICRAE R TR SR R
HAGE RS Z T - FE R
TR R R - BRI T a2 R
SRS E A T R S Ry
R 2 T 2 6 1 IR R B i = Pl
X SRR AR SRR

[ AR B R AT AR 1 BRI SR G
ARSI R b e RS B E
BRI RS R EE - SRRt - iR
f AR R BER - 0 H AR e
IRFHRAETUE. « T — HIf Ry R 2 R H
ORI SRR G ~ At (EHE)
5% iR — AR RS - A
BEEITHIREIEEL E S - tLEAE - RERE
o2 R EHT RS - Kl - i
B RNRAOERIU TR RE - LHAER
R EEREN RS RS RAENE
B DURATSSERR R - RERR T UL
HEHAEAWAEHEEE  WEEEES
AR TEE S (BRIEZE A > 2017) -
BLERH G LSRG AT R R - W H AR
TR TR E B = AR - AR

77

ot ~ DU EAr RS (Yueh et al.,
2020) -
FRERIASTHT - ABFFER R B
% RANRAIEE - BaRRERENS
TCRELMCR TGRS - ST SRR S
AHERTT R IR EEET - FEIL T EE e
BB B R SE N - 55— » &R
AR SR R T R A T PR R T TR
HIER » S B e A A S SR B R 2
SEHCRAT IR PRAELETE  FREE R
BT R RIS L MF IR B AT RER AR » A R fit
FRARSE R R T T3 R 2 255 -

EE5EE (mixed-methods research )
N FiR &M% (mixed research)
JohnsonB2Onwuegbuzie (2004) iR
GiffstiEE THEEERES (mix) B
% (combine) BEALMIEALIFIEEAM ~ 7
%~ BUA) ~ R EGE B R seh o
Creswell (2015) $NEGTERESR
F R e~ 1T R~ RIS
e sl CHEAZL) frEfe (Bl #HsE
Bk FEH R E R R T e R
TR - ) JRRIERAI SR TIE - ZIT A
EIEIEWIERE -

REWITEEIFSMaEt i - HiR
BHEZEE SRR ERE LG - [FIFF
HAEBHEEAIEEL - RTTRESHIEE
FHEREB LN E(LER - HEEESH



B & 4 AT £21% #14  (2023.6)

HZERNEZ2IES R (Creswell, 2015) » #5 B HTR - BEE T EIERE - Dt
BERES FERIREA NS R 1 - ABSE AR R o AR TR ARG
i S e BRI A T B R R LT T8 B ZRRELIE — - > = HFERET © 2B H

FIERDL » B ARICRs — (84 557 T S TR - YRy T f RS TR T B TR A (R B
KR R G WTFE Tk IR G T ikaa I DUBAERUS 2l FfiakiE - S HH RTE AR
fTiRAET (Parallel Mixed Designs) * 7R FIRCERATIN C SRR R S - Bl T iR

BIRIRFE ) 2 A R AN AR U592 - DU T gt 1T RIBAE RS TR RV B - REEEAN
FeRTERHERA A » MRS AT R R TH IERE EESEICE - 58 A IRy 1 fFE
i (Teddlie & Tashakkori, 2009) » [A] BRERFAZITTH - LELIRRZNE
FEA AR & TR Ry BB —— = AR ST - SEEEH AR ST T 8 TR ER AT
(triangulation ) Za%at /&t - FEHHERIIZ HITHC BRRIE R ZSOR - Bl

gk R RR (Denzin & Lincoln, TErP R H S R RS RO 258 - B =i
1998; Greene et al., 1989) - S|V R R et TIEN ] S E S
AR _EFl - AW A TIR G R IRE 7 DEALZ BN ICERES R - B

QU R TE B R AER SR Tk - I AT S RS R T O L B R

PRSEIEATIN
g

Bift—
ki

B= ANARFITESHRIIMSEER

B RS
MARZICHR
Hib—
WHEDHTE
HEBRI B el B Helals By
(I3t ) (I3t B (o3t E)

y
%?ﬁ@ TP B LB B
4{ ST }

HEHERL
BT

Hfb—
RS EEReS

78



M RERSETHREZ RESLERA  RAFAENE

SR o ARTFEHE— L5 R TR 2 AS
R EITERC AR - RS
MIRHRR ~ R SOR A I AR ARG IR - R
REBE Z[HIAY SR SRR T DL - 08
BRI TR » e SR AR T
% DIRIE A e HAY -

Z - MRERETA

KIFFEARB AR ARG R =R
FEERER R MR A T O SRS BB e » DU R 53
BRSRA =R 732 SR B B R A
(—) WE— R

TRAR— R VB L BRI B A R R R K
2 0 RN SR T B T PR SRR
FITHC V2  HEHRE RS TH
TR I R B 7 7 20
1. REHR

ZNISt S GBI EGEE S (R T vei]
REG R EIRELIRZER ST I
BB LLT e PE i FIERAERCE S YRS © (1)
ST TR BN, - JERAR SRV EE R
= HRBERGREFRELE QBT
P A e T P B2 A T R T8 TR+
ey DI ESERCRRYER + Q)BT R,
JE TR TSI LLE 5 (427 Alexaf@ubiE
HRHS A FI TR BRI HEL A - BRI - AHT
ST B BEE R SRR T RE B REuE h  2BEL
ENGIESE g wsE B 0y SRV Sl
SRR SEEA ~ EEBREHEC - ZZHE
PEAEAVIRAL O R T R ~ 1T B R &

79

BN » & R BB E B B T B — AR T iR
TREAGEAG % - BB HERNFREME A
USRI = A - REEEEAET
BT E S e g - itgeE LU R
#5772 R R RO A T S SRS AR A ~ 1
175 DU B i BRSSO EE -
2. AFREE R AT

ik SRR )& T
TR A G &AM ARk A BN S
B PR R TRE BN Y - BERATSETTHL
B2 EANSRER - BT TR 8%
B RAEERD - AR E R BR BB 347 |
I SR TR TAR S ~ S SRS
$8h o BIROSNTAUE (Gibbs, 2007) Btk
BREANEE Ry T RS T IR TR RS o
TICRNA ) AR -
(Z) FIEZ  REAHE

WG IR RS - G RFH
MSCARRNER L v R RN ARE
5% (Holsti, 1969) ° A STIEE A IARER
EAR » R RIS T L HR IR R A - R
REBEACSORFHE - WERA S LAY EAE -
ALY T oA - R HE LR S LB
B KLEERE B LRI » JRRERHIE
HYEARESCARRZ -
1.HAEEHSR

MREFE = REEE TR ZREE
PR AN S 10K B Y RS IR - 1



B & 4 AT £21% #14  (2023.6)

ORI RS R R 2 2% - KIS
DA B SE T R 2 — R S R B B R B -
FRPEARTESL G 17 R R SE R Ry P 3 AT 3L
Ao HorpSeE ABRHES AIE 5 et S SO
FEMEEE 2T _HNEEGEREK B
KAV R E R I - Ry R R
EitE - EEBRME T E M AR
TR 2RI T - SEFCIRALE Tl ts
T RE S R BB R R E A HI RS -
2. MR EE R D HRAE

T3 E IR - BRI R e
FLESITELIT ~ AT E B AR
LTS A RE 534 - RWFFeiE
SRR Z TSR - S RIS T A
oy o~ Tz, o~ THAG, > THRES
TIGET ) RS R HHEUEE 2RI E R 2
Mg — o ARMTESL AT I TR SECEE - Ty
HELR ST HTAY —EME - HHIRF9EE A I
15 BARIE s A e B BB R 2 R TR
W5, - FHR{EHolsti (1969) g2 (3
FEREIAR : B =2M/ (N1 +N2) (M =
At SRS R — SO H <% N1 > N2 =
Hts EARISIEE 2 WSO - AR
iRt Bt S E R - EeiHE A
AR - FRHE B R SUR0.903 » A
& (1991) FRratif(s s rREI80% Ry Bl A8
REHE o

(Z) miE= - EBATE
Fo iR T e BB S A T8
PIRR LRS- AT FE R B A AR 2 [

80

LA - AR R T8 Pk K
REVEWE -
1.HAEHE

AWFEER FEFER =0 - BEE 2R
SEBRTH LIE B BRI B S
R - AT A B HREHE - AR TR
18617 H K4 -

2R T EAER

I REIHS R ~ BT ~ 1
FATH B SCORERET - L 16/8EE - whE
SRR TIH IR A - REEPR F Likert
ANEEERE - BT B - RERIER A
FIEEIFFFE - BRI HTBEASPSS15.08k
e - ST KRBT ER R R T AT

B~ WEFER R
— iR RRETFRBEEESM
AWFFER = SRS TR e A8
B 0 RN R AR TR IR
ERSERE  EEEANHNRE
TTEEINE - DU RS R e A SR EE T
F o W R B S R AEE, ~ R ELEZE R,
F o MELIRRROMTRBENR — > %55
ASEmAT T e

(—) REEFBBITHRIERNSEITHER

TSP B H AR - BB R
RPN TR T s e R B
BITTEE T30 - Hr S ARUAT SHORMS R it
TSN - BRI T g 8178 - A%
HCRAT A S R E B T B R SR B



M RERSETHREZ RESLERA  RAFAENE

£ EEBUBREHNE
e
SIS
il EHA ¥HEB FEHC
TP RS it FE1 T8 (Facebook) ~ [RHEHETFREES « BHEH PUFacebookESH BT » 53
NETH ~ T EITH Facebook ¥ FHELE RSP LN e ve
Facebook & 5 ~
line @ 5%
GUEREEE BTN MEARTCK - T DMEEFREEG - 38 DINMAEEEERE »
IR Y HiEHRR > 3 IESE R - Eill
H o EEGE - A% TFEmmEE e ~ B B~ SHBRER - 2
R HAE RS B K ~ DU S RAEEAEE
HEvfE R R i
i HEEE  WETH S EIRITE WE TS A WET WG E L
RIS > JCEDUMEEE B EERAR T 5 [ [F] O s N E
Rl s [THEH IR 2 o PR R B EGIREH S L0 e EEE RS
HYGHs » iR A NE—EE
B HYSRIE - IHEE R
e S e T
ESEERITR
FHE IR~ 2 0 AR DU - ARRAK i BIRHE G - fEREE
ek A B BB Nk E E9R 0 NMEFITAEE
K f - ARG R R & i
B MM ER
HE P E I A RERDLIE A S ERELE Bl R S BRI S o a5
FEHl ~ ARERRRE R SRR ~ EVIRE S B iR
iR~ LR s EE NG
o~ TMERNE HEE
[ 25 E T R (5 S i HY e
mEHEEITER
fliTZeHE e s S e A S SriiEzest - an—Eze izt » [HAAEm

(RGB!

BBl AN

SEES

- EreieE i

i  SEEBRIEGMNE SRS - EE
CEZfFacebookfE i « —H BRI LRy
18 LB T RIS LU R B RV T 20
AR TR E AL B B AR - H
R EERGFRRN » =5 @S AL
BHUERE—FE - MU EE R

81

RFGLIETE KRy - WISEE AR EEBE R R
ORI R e R IR I 2Ry - & C
RURE R AR I A 2L

Tt e 2 B B8 Ry i 2 17 6 W] DUEGER AR
B RS THEE R —EEG - AR EH
AR TSI B B AN RF AN FIRRIE - SEHA



B & 4 AT £21% #14  (2023.6)

PRI AE R 5 [T B H Ot LR B - M
FFHCRIRE Ry It 7 A AR S - b
R @EAN T = e 2R s T
SRR NIRRT S IR & — - [EEHCERAT
PR SR ER S MR B R B AR A - 52
B ASARFICERA T S T e e - R
11T B R A R B R R - AR
e R HIZE AR E B ES | -

(2) RREBNFANREREE

a3 Q& SIVSNE STl TR VA )]
FHEFORFHAL L ~ T B - ARE
AR Sl LR T R S AL AR D E R ER A
111+ (Rl SRERER B E TR AR T =0 - e
P FHARTREMEAERTK -

HR - =R E R BT 1
BIRH E R A B AL - A15EE A
BRSOt - BihE (&
KEE ~ RN~ BRI )~ AREF
M~ BT ZEBEER - IMENEE -
SEE BRI g R R RV £ ~ B
SR - DURAEYIRF (1 5 N SEE CIEF E R
EERAVEIEAIB 2 - NIRRT R & A4 b2
SRR A - HE F 2 FH T C R e Y e SR
FRIT RS R R AN R > 32 BEAHCHT feE 7k SR AR Y
T HEE R AEANENKR - H
TIEZEE CHCZHE 5 T3 A BLZEH BAYIH
B H E B o AR AR TR R S
Hifl o

BeAh - FERCEE SR ST - AR
HRORNEF Pl e 2 R R
o AERRELEIES - EHPREERHRE

82

IRf > SEHCAl R R HLH R R E PR
Fo » KB AR R IERREAE -

= RED RRMERESN
ARWFFEARIBRTIL R 7R AT /5 1 B AR A
HZ - sHETRIESERCEREI T T - S
LR - WEAt - B2 fi5E AR
FLABEDIMTRER AT

(—) BE

AT 52 (R 48 SF PRI A R o3 BT i R A
JEA o RERBEBIH A TR BT REM
B R R R e B (%
F17R) - FEFTE IR AT B EE %S
20% » HREF R TREHBA S (11K &
13%) ~ "4, (10K H12%) - Bl
B2 » FTERERETERERE "TRE
A fath e

BEEKFETC TRER A AR
FEPRRT AR T mtaipg - S
(hero) TEHE ST IRIFE Ry | IRAE Ky
AR ) SRIERTTIR BN B ~ <7
AEERETE T o RILET 2 i AR R R Ry
PRETEREE - RiWZ R TAriEE ) At 2
i A TR T BT 2 2 R R S A - 940 T 341
BEE ) BEENCET - LR REEAE R
B HAVNOEBEHREEZEREAR
FIEE @ T RARLH » TEEH T
%1 EENEEEEM R REIFE T
FER<B R AL R AERGRE - SRS
B2 E PR 2 S IR A (Campbell,
2008) - WCHPHYRRES TEKEN 1Y



M RERSETHREZ RESLERA  RAFAENE

8T - e bR - (R — R R 5
HEERT © AL RERR RO G H - —
R A SRS Bo Pt E s [
B DAIRE AR FL T B Jalbge » (L2 A A
B A LA S R H AR 238 - (Rt
DFENBA TR - KEEM "8 5 AR
R RECAEAT A - RINERWPE > &
RGN B BRI T R T RIVERE Ry T
AT E R ~ SERRAVEEY) -
WEPWRREEE "B, -~ 7%
B, TINEEE ) FRE o AR SRR
BRATH ~ BHRRAORG - T 2- 1688, — 3042
FIDLF TISBRBIP F BB 6/ Ny - I FFF RS
SHHECIK - MR IHIKE U — ka8
—FK - FREBERAIEZRRA - 7] 7
R S BEERUAAY A E B R o AE T 2-3 Bk
R SCTIREIR DUA SR T et A SRS
GEAESS - ARIMHE KGR T RERE R
Bl M T ELS AL Rt TwAE Rk
RRT ZRHH 0 RIS ITEFS
HCR AR L 2 R B T B - BT
AEREA ~ BTN - B R TR
TEVIRIAHE - Bk S & EHE AR -
BT RIS - 5 frdki
EIEGH  EHCHERA - RS R R
AR AT B — A - ANSCE A R
JiAEEE - BRI - BEEE A -
Blan " 2-5ETLB ARSI ) 2k 0 B
R SRR ) o R/R B IUR 55 - AR
BRI ERIE 530 o BB B SR & T 3% DL
BURE Y BOAS S8 ~ BCE T FIRRAERHL

83

% BORBUCRIBSTAA » BE R R
QIR RS B A -+ B BB IRS
jift 3 H E BRI R AR -

S—Jim o AE TR ArgR
i F o SRS R R E M B
WA ANEECE AT R SR
o Wf -~ RIS R EAE B - fia
"2-6EHEERAEN ) fILESEHEFRILLME
HELIFRES - AETim RRA R ARRRE
KRB RAERA G 8D - R - RAA
BB AR A - FEHRIARRE N
R SR LRI ETE -

TREBIA L ALY, TS
"I ) SREI - RAMBARTE T
BHE ~ SOREL R FTHY IR - AR R
PR SCRERIE © flA0 T 135 ER | Hhic
RREREAEER  "THRRMNIT TR
ARG LA EF T, 0 TCRRW
WE R -TRBRMTERLE, -
S0 T2-A%E . (EHBREHE) K -
Tk AT AR o A A R
WA GBIk AR o Bl T RRHE
A o BRREVEERGR - o] TS T RERE
A o TERSECE R TR - oo ) iAT
TENIIE » HRES [HHELERE & -

MmfE A, AEiREE o R
HEEHEDY - BaZSERFEENER
R BUERRAELKESABNMEER ; WE
PR BIR R B R T A - SBE
LA YIBLERET - TR REEREE IR A
BLEETE o 40 T2-6 R, - TH R



B & 4 AT £21% #14  (2023.6)

FAAEAESHERERES  BEREY &
PR EEAS oy T22%HE,  TET
I ST IIETE  RAT A BS
B L bF S BT RAMEALL A 94
& o BEURHSEES A REREAYBRBE B BT
ABrye T33BEL, ¢« TRAERERM
I B A oA 2R R A
TR AP MINCE G E L E a o N
QRERSRLRIGNNH - K KT
] e o BEGIEERRERESSEESE
Y - RFLEREHLITE « FLEE1EY -
(Z) B

AR FE AR B8 i 2 1T 2 1 5 B M A R

ot Z A REUR - T AEEREE ) KR
& 38% ; T, ke T AAEEHT

WHE = > 523% 5 "RMEERE ) B T
B2, WHIE= > 8% - Hrp » T L3Iy
G0~ THRITAERE ) DUk T EIESEET ) I
KRB -

FEfTZEIRE - - DL T AR RN )
R RHZN =R REEGE RS - F
P EERHE - A LB EEmIIGRY fiaE -
— HE BN E G R R B R SER L
A E EEMAES - filan T 2-3/ K
B —XhEER s T KFEREHZ ] R
mERE - B BRI RENEER R
HLEHAE -

16 TRCE k) Rt 0 T2-6 Bk
B ) THVKEREZESIER L T 2E A
REGMEF R - fE " A4, iR
ths T 2-4%%) | TR R L AHIEERF K

84

RSP ERERKIRME : "o RERFH
M TR » oA R R BE © AL
ARG o EERALBIZIRYEES - R
TE RO R B - (R -

MRMEEREE | BUREL - 40 T2-3FH K
Ryt THRABZERGMR > TEER
(5 R) ehsf o dsh4SFa K BT -
KRB R ERAKRBRTHREHK - 5 T
REZE, a1 7 1-4385% ) PHEEEE %
TR A REB AR 2 S B B F R E R =
Bl SR 22 545 | ARTHIRIRR LR RS /X - K
KPkEkE — RS - (RITLAE A EF 2 e
FERR T — TR RE S A AR -
(=) =4

A TPFFEAK 15 355 PH 1 A 15 4 BT i SR A
FERY o HP SRR S E Ry T IREE
SHEERLAIER ) EnEI6R (12%)  HXK

TR | HFE14R (10%) ~ | EEE
s TR ) HR12R (9% ) T i

KRR T RREE R ) B -

e TR E B  AE o B
ERREY EESRIERER - a1 T A REF
i, » "33, HhEgf o T A Bl — A&
AL @ 1248 A Bp AT o pk 0 AR A Rk

Al SEBA R G R A Ay o
H530K >y "3-18E,  T—HERES

T IRAR KRG R  SEOS R TS
PG ERE > BhAE R —BOAH R
By R A - ) BREHEHBRAAER R
BRI WS E S R E N - AT E
TIA2E ~ EERREN - TERAE, 2



R RE B EATH RS Z REBERA

B AR A

MIEEESRPED - BRESHNZIZESTH
WE2 - Blan T 12803 ) Hl 0 T E e
AVaZENATFAAcRBAER - | THE
BURRE | B RR A S e AR A B R
URAR - flan T3-5EE o PRRIRERMN
R ERAESTR : TA a0 AT
BH# o TRAKyY s AARES B
Biat o o SAE TAERERAVA L HB5r 0 T2-2%F
EoRE: "TGRRAWMELFRAEEL
RHETF UG 0 AR R R -
TEREARKPETHA > TEER
R SRR B ERAF R o BB RERAIA
HIREH - BNE T ANERZE BT aE
[ - R E R AR SN AR - TR
PR L R RIE )] - DU Rk I E
IFROTED) 4 T 228 ) Bl 0 T E R
A )RR SR AR kR e b
ANEmREEBEFHEMIN > £F— PR
TR AFERBAAERE DS TR AR
BX GERHEGEBHUGHEITF LT
REEY > RAM LN Tk £RE
REE T RARERELHT o o THARR
B BREEETRERADGEREE TS
BT A T 2-4% % 5 Bl 0 TR AR R
A — 500 LT AR — F 0 1B ARIRE

MATEM - FRBE LRI THFEX
EOR AL

1 TR B ) U7 B H R A
SEREREAE /7 AR A R B - A T 3-ok
Wl $E I AR - BIRS
AMEEZAL - HOREH : "TRARG

85

ga Tl 2HORE-—LTAREE
WHFE 6 | R RARIT AR MBI AT o 4 H
EQERERAEEM - KB MINERFR
VIR - BRAS 2R ~ FRIGHER - 78 T R
IR, J3T - 0 T2-6 E A L 1R
. TEBEZPTARA A RGAR LR
&R RS FERAFE o o REERAESE IR
SRR CIES BB -

(m) S8

AW IEARIE S PAME AR A - Fhs i ER
BERLZ AR - K HBURT R T &
LAy (13K 34%) ~ "EME, (12
R 32%) ~ "ERERE, (5K 13%) -
AT RS RS TERTK ) -

1t TRML S S FEIEER
RZHENE - flan T1-5E58E ) 25
B RIHEE30FAER A - KR L R
R R TE R RIS B ROELH - MR R A
TE AL - SERPUH ~ EEA 2R
o WAL R RY) - ZHIR
HEEEEERMLENE R ER
FREFE A - KSR R
T HER AER TS - Z2IIRM -

16 T EME ) JimE . T 3-3EAL
M EELAF 126 H - 1798 S EATEE
530 RAREMUK » RIHLRNARE 21T AL
"B R AR R R, BURE
n B BBUAE TS LB - 7E T EREEIRGE, U7
T U347 i TR R A
Fe—EARTFHAL A RSB
ERE  EHAMAIG R o ke Rk



B & 4 AT £21% #14  (2023.6)

L R REFRATE 0 BARE 0 LIRS
B aF AR FR T 1 RELAGE R K&
o TR AR RAT - AR RERE
JEAHTE R -
(B) 1EER

AWFFELAPropp (1968) #8447 8 HI|
RSB DIRE Ry BB » ZXAUR 20
ARYL ~ AT ~ 1TE) ~ 2B~ B AT
R E-CIEIIRE » (F R < (B E i
ME (8—) - &% WR_FR - frh
SN ERESEICERE B TR, - fER
FEHCRR - TGN DU S Sy
G B VIR ST REAE R )46 15 55 1Y Bl i
£ " 2-5Fas ) RUBHEEEIR R . THER R &
AT WEFTER GG N —dh—w= 0 ER
AR R BTG KRBIFRAESEK
W oo FEHGERIEE R AG TR MRS
I - BEE S EREOEIE - HRESEEY)
BHIT A B TH T RAZ Y ey
Fremil ) 5 HRBEGTLARRIR R E0 1
AR

HRK o THEAT ) SUEIEIRII A
BB A AT E) - ARFFE T LG ORI
BRENERA "ET) BB (53%) 0 F
LI T BRI RS R % - Flan

"2 188UH , FEEIEFE T AFR R A O
HANR ~ EEER R R KRR
R/ NRFAE IS RIRIRE TS 5 IR E i

THREERTEE ) o BT T HAREHR . o BRIt
TEdk e - Wb R RACERIME - 5
W% A R AT AE AR EE o BLSCDL T A
AR  MF AR R,
By TWIRASPHT O | o GEE L HEBICER
AR -

VNS ST NE S (GiN]- E i
A TITE ) BEE (88%) - WISZEISSHE
BYFAIR AR - EAWEKTIEES - T1T
By BRI R R LB BRET - 40

"3 2t ) MR R EEE ACBIR R E R U E
PR ZEE S Rt hE RS e
SAEHAGE - JERIERRE R eSS
A B T S ST T -

R BENEIEEBEAIHS/EEREBSL

U [ =3 N

HEPEE D 13 14 105 201 22 23 24 25 26 31 32 33 34 35 36 %)
ek v v v v v Y v v Y VY VY Vv Y Vv Y100
HAT v v v v v Vv Vv Y v 53
1T8) v v v Vv Vv Vv Vv Vv vV YV VNV VY 88
28 v v v v v vV 41
iy | v Vv Vv Vv Vv v VY v v v 65
lizzil] v v 12
B v v v Vv Vv Vv Vv Vv Vv v vV VYV VY 94

RE  VEURIERTEE R R AR S SR -

86



M RERSETHREZ RESLERA  RAFAENE

SBVY - AR IR ) SR R
T2 FEEE (41%) - 0 T2-3EBEKER
il o R R AR AR NIz S RETE S
SRR - FEHHRAVERD) - FEHERAE
AR MR TR - S LUAIBEAN R B A
TTRIRHIE -

B TERFT ) BEBGETE R TREERRE
BHENEEENE - RS SRS
T R HR R 73k - RESEREE T &3
BTSSR E NS - #1023
PR ) PREVREAE AT T /K8 2 S AR -
BRI B PR IR » ARWFZE TR
EWFEPRDUEEEET THM, B
(65%) - 40 "2-5Fal , RIEEIIRRYE
BRI AR 2 - BRI AR
EBELIAE &8 IR FR B S R e B A
JiH R 5 RRE TR a] B ) e A R I
RR i B B B PRI RN -

SN AE TSR R - KER TS
WA GRER TSR TEET o MIEEEAE T
1, THERYER - SRLR R HRESS T -
IF LR RAS SRR BE ] - SRR
R+ BAE T T R IR X B A 5 =
S EIEY) > AR B & W RETRESE ZIRERIA
EhTE o S ELZ UGl o KRR 3
TR SRAHPRA TIE LD (12%) - 4 T 2-665
PR ) KIRRIMA S FNRE - SRAE
RS ACHEY DG - NIC SIS E
T FTRET AT AR BRI IR AR R SRR JR =

B AR TR L RS o 1THIESEER
ZEE TR (94%) - BRERFERE E R

87

NEREE S EEA IR E - RIS
AESEtLORRY T 2 U EREERIE S - B Ry iEll
FERZRIMNE © 40 " 3-3J82Y ) NSRS
530K 0HE - RIBARIKUE 25015 ST 3%
W EERRE R - RATIRGRRE 271 HIR
BURE IR

= RiEZ  RENEREEHEERESN

ARWHFE Ry T HE S BN R R ER
TEEIPIRE - DABERIEURE 7 2 B S R T 8
AR T RISl - bL /RSB T2 H
HITEA RIS S 2 THERABNYE » [
S BF PR UL R SEHERE ~ TTHRVAHBARRE - 22
ERFERY BRI - DEEEGE
AR - AR S6 Y AR - Hh 5
TSN (40%) ~ ZMEI1IA (60%) ¥
R 2085 - HAISE22FAET2A ~ 23F
3049 ~ 31BA0EH34N ~ 415055 H
21LA S SIS EHIOA -

SINTRERANIR = - T RSEREHE N, R
B SEEIEANA4.198521  FEHEZEA1120.80
128 » FrE RV E &R S B R R ]
B (3.5) - BERIE 1 OfIF B2 2 o P ok i 1
BHEMHEEERE - H " RZEREET
RN T SR (M
=521) - BURZHIE R EH R A E R
B TSR BURRRYEE Ry TR SE T
gL RSB BT, (M =4.19) >
R A EEIHH - S0 8KE K =m0
RETE ST Ry T R SRR T B M R Lt
& (M =5.17) kT ERSEREEATHHE



B & % AT F214% F1H (2023.6)
K= "TEENERE, BEl4RET2M (N=186)
& IH 2= REHEE

ESERCR TR R - - -

AR 521 0.81

SalEiEzE b 5.17 0.80

a5 491 0.87

R mYIHE 4.90 0.89

FE AR AR 4.82 1.02

JE I Y EE R - AR 468 0.93

PRI i P R B R 4.62 0.96

BlI6E ~ BT ARERRX 461 1.08

STal 2y SaRl 4.52 0.95

FR A e AH A TR 4.52 0.92

e 444 1.05

EEENYES 441 121

Bli6E ~ REHHIE AR 436 1.11

137 B R R 431 1.10

USSR ER TR 426 1.14

i Ny 4.19 1.28
MRS . (M = 4.91) < RfTERR BRI DURZERCR Rl THY SR » R=FUR
FRAFHRRARY H A RETEAD © T AR (M = IHEHER R EENREILE » H— R
4.52) K TEME . (M = 4.44) S5 FEALREE ~ DhREE A AR A Y E
BHNEHEIL > +— » KIESECEEAE A RAERARVRFE O - SRR

BRER (RIS SR EES ~ RARS - HEER
VY= S -CR R B R A AR - Sl

TEEMIAE, (M =490) ~ TEENE
IR, (M =482) ~ T REMAYEE
T (M = 4.68) TR S BT
BAAIHT , (M = 4.62) - BEEZEHCH TS,

HFRGLATR -

88

B o FHKA RREMEM - BRI -
DURAS B A AKSEICR S - BEAE R E AT
BT — B S H R AT (S
SRR TR I B R T L/ TR 0 B
» B ERIR R A B 4 3
VNS E = = S & SN E Y R
RA BB FA IS - 55— 51 - 78
BRI ALREIR - BEEERE IR

=12
O



M RERSETHREZ RESLERA  RAFAENE

TR e ST = DT & SRR SEEith -2 G
ARIAZ - AT TN B S B RS T 8
PIRRETIARS -

fh ~ i RELE

ARWTSE S (ER TR T o ORI AE SRR
TEBHEEIER - EREGE ~ AT
BRSBTS BT - RRS
TS T3k DASE AT M O 3 SR S TR
T SE A T B TR B R S R R R
it BFERE R IR R R R IR A THE
RAESEEERE -

— REHR

AWTFERFREMZEENR ~ SRS el
FPEERE R E = TR LS R - BB
Y~ RAFR »

TERRRAS R AR - S TR BT
TR B LRI UE R S AT - =R
B TR R TR T B TR Y R (B R A
NLAEFE i B B ES b o R R —
TS LSBT B BEECEIT R R
W o BEFIUR S B EEE > HEEMEL
BLER - HRE(CHEIN B A e = E R
BRI R -

IRIERTA I ATHEIR - SIS SO
MATAEA - RE > RREMS - BEREA
A~ AFEIRR B REERFERER
NSFPERVEZEME - N2 R EHER
EANRTHG o AR - EEER
LA RATGEEIEE - A EREE - A8E
J[EN LEPNG S L SR GE YN E S & AN
B8 - REEMCERSCRRIDI R L & ~ BEdh
B B REREE AR T o GBS

ol

M

S

RO AARERSTEREE -RRNETHRIEEM

HH

BERES W

[EELERER

HCRATHE LB 1. A 1T 8 IRMS AR e AR 1T

EYERS

FEE fti L B L B - BE SRR
1T RIS AE N RHTCRE RINE
Fik Nl

2 B FHEME B EEBEREHERHEE
FENEE - FRE e A i ELEC TR
Facebookl# (5% i LN

3 CRATH P EEREE B S CHY SRR Ty R B
WK TH BRI —H DG SRR AN H

S EERAOEEERE L5 - ERE
BRI st F e

i ~ s
EPRNE (T e
FHRCGHHRN A

SEH AR ol Ay SR T8 i DR

B ~ 5 TN
EES - BEE SR
EEENNE ~ (R
A i
il AR~ RRED
M~ AR

89



Bt Sl

F21% 14

(2023.6)

KA AARERSTEREE-RENENETR

EEEICRAER TR AR WS RS RaRES
AR LA AR B E R EEERE : BARE SRR BN ERGE

At

=
3

2 BRIEHEFFR - BEBARTERRR
[EUERIRR

Hi R KRB

fEIEE e RITIERS » i

(S PIREES

B EREPHAIEE S, ~ AR
FEAREF O ~ 2 HASERR -
Bffiy ~ FESR{YE ~ HhHr
%~ IMERE

S A BTk

%~ AR -
B

FEML BR B
Freehn ~ REH
A~ AW~ RF]
A HEE

L EE%E ¢ AEN
HE RO fabk
NGRS

EEEMF - R
FESLG ~ #88
B2~ RRPEM
K~ {18 Ak
o A -
B ML - {5k
7~ BERFEEMID
B BRI
B~ BERFEENLEE
B EL AT -
BV EHR L
B

Campbell (2008) Z
I IB R
X BRRRy T
B BRI
H R TLLE -
R RIS R
HRA G EREER
5 Bk /A
BtEY) - RS
F o REFAL
L REBA
BCFa#E T SR
Y - AEAFH
B ISR
BIRE R E

EE - G
HEEH M
AR
Hb R EM - LE
o AliaE K

aHE

N/A

HE ¢ BRAEMEE
o AL
an R R S B
en DI AE ~ B bh
AR ~ A
JA AR R
i E B Al B A
o AlIEE K
BHERARREN
JEAI

N/A

90



M RERSETHREZ RESLERA  RAFAENE

ARRAG R BAERT - R T8 R iR E MR
1B ~ 200 ~ AEESE ~ 6 - EREEE
Fik

FHSCAR IR I AT G R EBEUR » i X
B BRI Ry © BRSBTS
OB~ REF AL - EARSE - &%
ABIHE ~ BRI - RSN -
R IRER ~ AR ELAET - BN A
Bl BT - A BN & Bl S
Fo ¢+ BREEANEF (L~ SLRREEE - SLRREEER - B
FERUDIRE ~ AR ~ A e - AR
B BL AT ~ ARSI - HaiE &R
Fot BRI B BB - HhERAES ~ A
TG - TR - (YRR - B R
HREEhT ~ ZEFREIIENZ -

BESEIERSORN A TR il T A
B ) BRBGIE R o SR
o TARRRELS BN R R =R
BTHEREEERR T RREES
RS A R A 5 R RS
o TR ) AOEGEMEEE - fLOh - BRAE
A EEFIESEHRRA AR (A0R A S AR
SAERTE) ~ BREMFE (AIHEK > 5t
B o DUk ZEsE A5l - 2 i i =
Bho SION 0 SHRRREREUR o S EHAE
B ERATE RAGREIERIERI] 5 RIS ERTR
HUR - BRAIGE - EHRARENER
A —EEEME -

FEHCR T ETR R ET b o TR RRHS R
PR T R ERYE S  fKGreimas
FAECZEAE B Campbel I fEFA B0

91

BIRESENE - WR A ERE R B SR
RPRE (EA) - R TR s fnn
FRERRAICNE - PSR AR Je DU
JR AR IERES - SRR RS - S |
AR R R R A - HEEE TR
L WHEBRREEM (HR) - FE
Wi REEREEIR S AGS CAUH) » FEX
NS AT (BIF) BBBIT - REREE
HE - IRt E R AN EE OK
2N RBETZ BEEECR e R R
"ITEp, o~ TERFTL o TRRR RN
B R Ry S AT S PR RS R e - ST 5% FH VAR
BE5 vk o QORI — 7 [T 2R i B
B 5 HAF S BISEIFRIECR - i S
MREAYIRE - 7 T RIR L (R AT st i
BRI UK - B 1 ALy
B SIAh » MIGIHERIR A T EE
AR R =55 ~ B AR
FE ~ EERLEEARIET - LU B AR LS ERE
% INERTIRAEE © WSS - =@
TR ik BRAAAE— B R STk -

- FlimEAEER

iy —ABRAE TR B R RS - ARHSE
PR RS A TS SRS R A T
(—) MR B E RN E TR
1. BREEFEBENETHREUREEEE
BREEER

T8 RIS LB LR S - = RE
TR RO T RIS (e WA (E
FIRMATR - T - RSB R A ERY



B & 4 AT £21% #14  (2023.6)

EEHER - RS ETFRRR - B
A B » ALURERAIER M R —
Hi o KTekr A HREE T REREE
SRR+ BB IR B B R —
B BEERRREM A E L R R
B ERIARGE
2. BERETHANNEE
SRS Gyt SNV E Eay - (D]
Rl IHEERE — M EDE - EBEIEEER
513#E 7 (Neuhauser, 1993) - REEENEHE
FHEER S R R AR 5 = - (B e e B AR
TR  ASEBCHIBIEE - B HRNERA R
L ATREE S [ A B SOR - sk
Escalas (1998) fRHICHAERBIHEE (sense
making) - ACEBIEGE ~ FFE BRI R
(emotional appraisal) ° E & & TR Ryt
MR AU E g IR ST - 78
e B B R SR T B R AV - B
WARITFE A 2~ 1788 SR iR E ] —
- R¥EKotler (2003) fEHITHE E X
TR - ERCREREA (cognitive)
15 R (affective) N1THFy (behavioral) —
W& B+ T lscEs E 2R U 2 A R A B 1
JRRFE B -

(Z) REMBTRMELE

TERSEIR IR b - ARIPFE0HTE
ERLEE = S e SR RN
HILR A E (FAHR R SERESE BRI T
FITHCBHEM - BERANAEAEAS
(HigFEAE - ERRRER - BREMS - BR

92

BN~ AW~ AFIES - IHEE F ol E
At o (IS - ARG E R - KR8
fat ~ NEEITE3E - Q)i F M - uis
BRI RS - BRAEMLO
IR~ RS ~ S A DR R bR 5
i~ RFFAESIME - BRRE e - RRE
o BT BRI ~ BB AER i SR
107 F B - (4)IFHAE - FEERERE
B A~ ELLGE - BIRRGESIE - IR
At e SR B S E A A AR AN T -
1. BEMEAS T LUEIEHRXK - LEEEER
B

S R AR Y ER S B (B R
ARFFEAETCR SRS TS A R 2 A B
o B Ry R A ERUS R G » HCR AR R B3R
1§ EEEEPMEE R - ZRZHh
S R o B AR 20 ~ RRRELSELT
ANEZ BB - AR AR B IO
M~ RIS R - RIBEZEECHT
A AR R R IRIK - NERGK
ol E B BB TR - RITLERZEE
TR LA o A AR SRR -
BB R SR A A IR - (HE RS IE
[ 28 A TH S H T -

2. BEMBURENRZBERRAR

RN R RRANRERT AT
JeifE R - ERDURRB L - R TS
e ) SRR B R B R R R R
& - MHERECERE AT RERBA - £
RS - JIMEIBER R R E ARl -



M RERSETHREZ RESLERA  RAFAENE

3. BEMEA AL ERE

NIt s e daali N i E S
SEERTE R, » BLE s R SRR L B SE AR
FIRIWF I REE R - At mies
B AR B 2 B A 8+ BlFog® A
(2010) $ER @I FEISEA » KR HE
1) v 1 O 1 B AR XA AR R 22 52 < AR
TR B E I B AT ARG R - AP %
A O FERR 4P (2008 ) HE S ERER SRR
BHFTERER - RIS B RS T
B E RPN - AWFICE S B pa i s iR T
I ENRTPIERE $id =2 v & P E S PS] )V
R I TIIRE T 5 L SRS

4. RRWESHEERET

S0 EH — I S {8 A S A i Rl
R R S A RIS - TERESEK
FIORAE ARG R I - TR
BRI EIEAG LLER R - HZUE R ILAE
SRR TSRS o A T,
FERRFFEMEENMBGS BN, ~ TR
FEARRF ) R T AEMUE RO ) FHEE
AR -

5. e RIFHBRRRNE
RIEYuehZE A (2020) HIBFSREEH -
BRI E B SR — R E AR HE
T Bt~ DUk EANER TS - E
BRI SE AT DASR FH 5 BRI 1R B 2R 7 R 2 B
A o AW FE B DU AT S ORI B A T A 2
EWFREEFEPERRREAT - A
BEAE SRS HERGET | - R SRERR 25

93

Campbell (2008) fEHHAYTRIERFEIHHET - 3%
ERRATREHEAY) - BMAETEN - £
iR R 2R B R AR S AR R
HFGR ~ BEE ~ AT - N R RS
HRATEZ2EEE  MEFT R I AE 2 BIBIR ~ 1M
B H R R B R 2 W RS - P Ry
TR THE R
(=) REeE=

FHIR A SRR R B 5 B R S B TR 5 A
B FER T R SEE T R S LR
SRR E L8 TR T E R RS hT B
PR TR R SE SRS T R Y
JEFT » [XIIL RS ES SREGH &Pk RS T AT
PRI R EB R 2 - HIREZH
EEEEAR - e LR R -

1. RRAFIER

AW FEEHE RS R R e TAEY
28 - WHRARL ARy Ry S T
JRBLER S R - R T ESTRG R EAE WAL
R AR AT T W B B R 2 O R RS AR G
& - A MERBINREMIEEE - EHER
EUE —ERRE - AR RE IR
R R R E E RS R - WOHEH
RS T s T R A L AR
FEAS A i & 5 R KT -

ARWTFEE B PRITE T Hs V2SR
TTHEoNS - ARMAEREERTEEL T - ik AR IR
Folil MR R BB 09720 (E%Rl -
B - 2019) 5 BRI FTRERRAEA
[ B e A A A o R T AR T Y



B & 4 AT £21% #14  (2023.6)

Bt o SO iR R E RS I
PRATHCRAT BRI - LR R (E (e B
& o AR AHT IR Al HR A RS R TR A
B HEER BTN T SR 1 e B R s 7=
Pt S T A E RS B SR 2 22 5 -
RIS g L N SR BB R, o

2. ERERES

IRIBATFE i RSB 1 R s A B YR
R IR RIS ERER - TR
BRI T IS 1 B R N B R
AR A T B A S T B R AR
il o ARIMAEFEAYEREEEE | > AEEST
AFEFOK - DU EEIERAFRER - #EF
P AL A ARV ERRESRL - AR
T FEHR(LRASE - REMEH S EBNE
ANEH - RN B 1S R A A R R T
FEME - HRTHEER SR EAREYR - 12
MRt TR A AL R RS
BRI o R 1 T LA ZE T R R R (R
R TSR Ry — R R A a5 =K -

HR - RS R ARG T TR
Rt ¢ At > e~ B AERIBEE

F o DREREAPEHLRIRNE - S0
AnEEEARRGE - RBAVITTER
= SN E S o Bk o) S R ek
R IRI E - B [ B TR R
ERRERS - HEEAREREEL R ~ WWE
BRIEES (HR) - BEPHEE
FIREE A (HEH) - fERASHMA T
(BhF) M~ e EREAZERH
B EHEREEENRENGHES (K

94

ZAN) o IR E R R R o
EIAKE -
2% JBiReferences

Bal, M. (2003) - £CFHEE & FUHH P G By

(BB h) (FEME) - Rt g

B o (JRIF19974 Hikk) [Bal, M.

(2003). Narratology: Introduction to the

theory of narrative (2nd ed.) ([Jun-Qiang

Tan], Trans.). China Social Sciences Press.
(Original work published 1997; in Chinese) ]

Loebbert, M. (2005) ° 4{F » ZEBTSAFT -
AT EFE T (RGN
FERE o (JFAE20034EHAR) [Loebbert,
M. (2005). Story management: Der
narrative ansatz fur management und
beratung ([Xin-Ru Wu], Trans.). Business
Weekly. (Original work published 2003; in
Chinese) ]

TaE (1991) o HFAZIE @ Himhid
B CGRRO - St - [[Wang,
Shi-Fan] (1991). [Chuan bo nei rong fen
xi fa: Li lun yu shi zheng](2nd ed.). Youth.
(in Chinese) ]

Beidsl (2019) - BiHBZEERED
M L RBE MWL - [E & EAET]

17(2), 1-34 ° https://doi.org/10.6182/
jlis.201912_17(2).001 [ Yuan, Ming-
Shu (2019). Exploratory research on TV
program video data narrative analysis.
Journal of Library & Information Studies,
17(2), 1-34. https://doi.org/10.6182/
jlis.201912_17(2).001 (in Chinese) ]



MRS (2010)

SRR~ mEF (2019)

M RERSETHREZ RESLERA  RAFAENE

o EERIE PRI ETT
BIFHT : LIZFE - EEERE - B
GHAT ~ Fal BAR R PR E L
A L] o T KRB N IR R R S 2
WFZ2hT - [Lin, Chien-Yu (2010). The
story marketing of Taiwan tea brands: The
cases of Lau Tsu Say, Wang De Chuan,
Geow Yong, and Wangs’ Tea [Unpublished
master’s thesis]. Department of Public
Relations & Advertising, Shih Hsin
University. (in Chinese) ]

o TERFEEAS B’
i 2 2 A B T SE AT R B 58 — DU IR
P T Bl - fEFEAET - 17(1)
151-183 ° https://doi.org/10.6182/
jlis.201906_17(1).151 [Hu, Yi-He, &
Yueh, Hsiu-Ping (2019). Food safety
risk communication behavior on social
media: The case of Sina Weibo. Journal
of Library & Information Studies,
17(1), 151-183. https://doi.org/10.6182/
jlis.201906_17(1).151 (in Chinese) ]

TR (2011)  ~ FS Al 22 T 75

M & WFFE— LUFT TT R B 75 8505 B [ R
AR RE A ER ) BT RR B 5
WFZeRE-FERR ST - [ Hsu, Shu-Chen.
(2011). Emotion Marketing Strategies of
agricultural products in the Hakka area
based in Guanxi [Unpublished master’s
thesis]. The Executive Master Program
of Hakka Studies, National Central
University. (in Chinese) ]

BiRTT (2014) -~ FRIFHITHIAAL + DIE

ERYE T EIZSFTLE Le Palais des Thés
FRAINARE R ZEL RS - K

95

RFEE (2007)

BAZEEHISCAT o [ Weng, Yin-Fang
(2014). Research and analysis: Using
storytelling marketing strategy to promote
tea culture—Taking the Taiwanese company
“Lao Tsu Say” and the French company
“Le Palais des Thés” as an example
[Unpublished master’s thesis]. Department
of Business Administration, Shih Hsin

University. (in Chinese) ]

=EE (1987) ° [BAZ2H R H M @ A

WL - WS » [Kao,
Karl S. Y. (1987). Metamorphology
and narrative theory: A structuralist
approach to fiction analysis. Lianjing. (in
Chinese) ]
o HEHHREE AT
A BYH15E B g 4 & W T — LATE 7 2
SRR PI AR 13w - BT
B RBH R B R AR ZEE BT - https://
doi.org/10.6346/NPUST.2007.00034
[Chang, Su-Hua (2007). A study on
consumers’ preference to the endorsers
of agricultural products in Hualien
County [Unpublished master’s thesis].
Department of Agribusiness Management,
National Pingtung University of Science
and Technology. https://doi.org/10.6346/
NPUST.2007.00034 (in Chinese) ]

BRAFIE ~ S=EEE (2015) - fERRE At

PEh AT HS — R H E T
s o EAFREREE » 64(2) » 85-100 © https:/
doi.org/10.30089/JAF.201506_64(2).0004

[ Chen, Li-Chun, & Huang, Li-Chun
(2015). The story-telling for marketing

fresh organic products on web stores: The



B &g AET £21% #14  (2023.6)

construction of the authenticity of brand
stories. Journal of Agriculture & Forestry,
64(2), 85-100. https://doi.org/10.30089/
JAF.201506_64(2).0004 (in Chinese) ]

By (2008) ° FFinEREF b i FH 2 L

i : LlCartier » Chanel > Tiffany %01
(R i S BT R B 3
BRATREERE 522 JEAT  [Chen, Ping-
Yu (2008). A comparison of the brand
stories of Cartier, Chanel and Tiffany
[Unpublished master’s thesis]. Department
of Public Relations and Advertising, Shih

Hsin University. (in Chinese) ]

BRIRAE ~ FFRFf ~ mEF (2017) - REEML

BT S TR R R ER A O
EPRERR - 65(4) > 223-236 © https:/doi.
org/10.30089/JAF.201712_65(4).0002
[ Chen, Ying-Ting, Hsu, Shih-Hsien,
& Yueh, Hsiu-Ping (2017). Exploration
of visual communication design in
agricultural E-commerce advertising.
Journal of Agriculture & Forestry,
65(4), 223-236. https://doi.org/10.30089/
JAF.201712_65(4).0002 (in Chinese) ]

BOEE (2006) - BUECEHSTE MR @ — 1A

TINTHIZEN © B AR IISE 0 26 0 1-26 ©
https://doi.org/10.30412/TJAPR.200607 _
(26).0001 [Huang, Kuang-Yu Stacy
(2006). Story branding: An analytic
framework. The Journal of Advertising
& Public Relations, 26, 1-26. https://doi.
org/10.30412/TJAPR.200607_(26).0001
(in Chinese) ]

AR PN AR R B 3w ] - TR
BN HBRARE RSB SERT - [Huang,
Yi-Ju (2012). How to tell the brand story
of Taiwan agricultural product? A case
study of Greeninhand, Hsiao-Nung-
Chou-Yi, and SIIDCHA [Unpublished
master’s thesis]. Department of Public
Relations and Advertising, Shih Hsin
University. (in Chinese) ]

Bk (2010) - BT RSAVEERTTEY -

BT R SEBLEN - 74 0 26-27 © https://
doi.org/10.29573/YYWYLL.201012.0011

[[Yang, Wen-Zhen] (2010). [Re dai guo
pin de ti yan xing xiao]. [Kaohsiung Qu
Nong Ye Zhuan Xun], 74, 26-27. https://
doi.org/10.29573/YYWYLL.201012.0011
(in Chinese) ]

H AL AR

B BHEE (2010) - IHEEH A

B b o UGBV B O AT - B
EEE » 11(5) » 488-500 © https://doi.
org/10.6730/JAAT.201010_11(5).0006
[Liu, Shih-Tsen, & Lee, Ya-Hui
(2010). Cognition and consumptive
analysis of organic agricultural
products for consumers. Journal of the
Agricultural Association of Taiwan,
11(5), 488-500. https://doi.org/10.6730/
JAAT.201010_11(5).0006 (in Chinese) ]

Benoit, W. L. (1987). Argument and

credibility appeals in persuasion.
Southern Speech Communication
Journal, 52(2), 181-197. https://doi.
org/10.1080/10417948709372687

BEA (2012) o EHEEEAE AL L
FH? —LDIELERN  NRIERGHE

Campbell, J. (2008). The hero with a thousand
faces (3rd ed.). New World Library.

96



M RERSETHREZ RESLERA  RAFAENE

Chatman, S. B. (1978). Story and discourse:
Narrative structure in fiction and film.
Cornell University Press.

Chiu, H.-C., Hsieh, Y.-C., & Kuo, Y.-C. (2012).
How to align your brand stories with
your products. Journal of Retailing,
88(2), 262-275. https://doi.org/10.1016/
jjretai.2012.02.001

Creswell, J. W. (2015). A concise introduction
to mixed methods research. SAGE.

Delgadillo, Y., & Escalas, J. E. (2004).
Narrative word-of-mouth communication:
Exploring memory and attitude effects
of consumer storytelling. Advances in
Consumer Research, 31, 186-192.

Denzin, N. K., & Lincoln, Y. S. (Eds.). (1998).
Strategies of qualitative inquiry. SAGE.

Dunn, S. W., & Barban, A. M. (1974).
Advertising: Its role in modern marketing
(3rd ed.). Dryden Press.

Escalas, J. E. (1998). Advertising narratives:
What are they and how do they work?
In B. B. Stern (Ed.), Representing
consumers: Voices, views and visions (pp.
267-289). Routledge.

Escalas, J. E. (2004). Narrative processing:
Building consumer connections to
brands. Journal of Consumer Psychology,
14(1/2), 168-180. https://doi.org/10.1207/
$15327663jcp1401&2_19

Escalas, J. E. (2007). Self-referencing and
persuasion: Narrative transportation
versus analytical elaboration. Journal
of Consumer Research, 33(4), 421-429.
https://doi.org/10.1086/510216

97

Fog, K., Budtz, C., & Yakaboylu, B. (2005).
Storytelling: Branding in practice. Springer.

Fog, K., Budtz, C., Munch, P., & Blanchette, S.
(2010). Storytelling: Branding in practice
(2nd ed.). Springer.

Gergen, K. J., & Gergen, M. M. (1988).
Narrative and the self as relationship.
Advances in Experimental Social
Psychology, 21, 17-56. https://doi.
org/10.1016/S0065-2601(08)60223-3

Gibbs, G. R. (2007). Analyzing
qualitative data. SAGE. https://doi.
org/10.4135/9781849208574

Green, M. C., & Brock, T. C. (2000). The role
of transportation in the persuasiveness of
public narratives. Journal of Personality &
Social Psychology, 79(5), 701-721. https://
doi.org/10.1037/0022-3514.79.5.701

Greene, J. C., Caracelli, V. J., & Graham, W. F.
(1989). Toward a conceptual framework
for mixed-method evaluation designs.
Educational Evaluation & Policy
Analysis, 11(3), 255-274. https://doi.
org/10.3102/01623737011003255

Hauff, J. C., Carlander, A., Gamble, A., Girling,
T., & Holmen, M. (2014). Storytelling as a
means to increase consumers’ processing
of financial information. International
Journal of Bank Marketing, 32(6), 494-
514. https://doi.org/10.1108/1JBM-08-
2013-0089

Holsti, O. R. (1969). Content analysis for
the social sciences and humanities.

Addison-Wesley.



B &g AET £21% #14  (2023.6)

Jayawardhena, C., Wright, L. T., & Dennis, C.
(2007). Consumers online: Intentions,
orientations and segmentation. International
Journal of Retail & Distribution
Management, 35(6), 515-526. https://doi.
org/10.1108/09590550710750377

Johnson, R. B., & Onwuegbuzie, A. J. (2004).
Mixed methods research: A research
paradigm whose time has come. Educational
Researcher, 33(7), 14-26. https://doi.
org/10.3102/0013189X033007014

Kim, E., Ratneshwar, S., & Thorson, E.
(2017). Why narrative ads work: An
integrated process explanation. Journal of
Adbvertising, 46(2), 283-296. https://doi.or
2/10.1080/00913367.2016.1268984

Kirszner, L. G., & Mandell, S. R. (2001). The
brief holt handbook (3rd ed.). Harcourt
College Publishers.

Kotler, P. (2003). Marketing management (11th
ed.). Prentice Hall.

Monsuwé, T. P., Dellaert, B. G. C., & de
Ruyter, K. (2004). What drives consumers
to shop online? A literature review.
International Journal of Service Industry
Management, 15(1), 102-121. https://doi.
org/10.1108/09564230410523358

Neuhauser, P. C. (1993). Corporate legends
and lore: The power of storytelling as a
management tool. McGraw-Hill.

Padgett, D., & Allen, D. (1997). Communicating
experiences: A narrative approach to
creating service brand image. Journal of
Adbvertising, 26(4), 49-62. https://doi.org/1
0.1080/00913367.1997.10673535

98

Peracchio, L. A., & Escalas, J. E. (2008).
Tell me a story: Crafting and publishing
research in consumer psychology. Journal
of Consumer Psychology, 18(3), 197-204.
https://doi.org/10.1016/j.jcps.2008.04.008

Polkinghorne, D. E. (1988). Narrative knowing
and the human sciences. State University
of New York Press.

Propp, V. (1968). Morphology of the folktale.
University of Texas Press.

Stern, B. B. (1994). Classical and vignette
television advertising dramas:
Structural models, formal analysis, and
consumer effects. Journal of Consumer
Research, 20(4), 601-615. https://doi.
org/10.1086/209373

Stern, B. B. (1998). Representing consumers:
Voices, views and visions. Routledge.

Teddlie, C., & Tashakkori, A. (2009).
Foundations of mixed methods research:
Integrating quantitative and qualitative
approaches in the social and behavioral
sciences. SAGE.

Vincent, L. (2002). Legendary brands:
Unleashing the power of storytelling
to create a winning market strategy.
Dearborn Trade Pub.

Wang, G.-Y., & Yueh, H.-P. (2020). Optimistic
bias, food safety cognition, and consumer
behavior of college students in Taiwan
and Mainland China. Foods, 9(11),
Article 1588. https://doi.org/10.3390/
foods9111588

Woodside, A. G., & Chebat, J.-C. (2001).
Updating Heider’s balance theory in



M RERSETHREZ RESLERA  RAFAENE

consumer behavior: A Jewish couple buys Article 452. https://doi.org/10.3389/
a German car and additional buying— fpsyg.2019.00452
Consuming transformation stories. Yueh, H.-P., Chen, Y.-T., & Zheng, Y.-L.
Psychology & Marketing, 18(5), 475-495. (2020). What makes a good agricultural
https://doi.org/10.1002/mar.1017 story? Validation of a scale for
Yueh, H.-P., & Zheng, Y.-L. (2019). marketing and communication. Journal
Effectiveness of storytelling in agricultural of Library & Information Studies,
marketing: Scale development and model 18(1), 25-44. https://doi.org/10.6182/
evaluation. Frontiers of Psychology, 10, jlis.202006_18(1).025

(F5FR H iHReceived: 2022/11/1 852 HIHAccepted: 2023/3/13 )

99



B & % AT F214% F1H (2023.6)

fifsk— BEESHSHEHER
WEEAtEE S EzesEE WA WERAEEHE W EETEE
1A ElRHAR 11561z 1L EARSE ST 1 WIEEAR DL
2%%% 2RMEEREE 2 fBHES 2 EREE 2. BEAT
3.REH SRR 3. THUEE 3. IR AEIEE 3. BRI IR 3478
4R 4RI 4 KB 4 [ER&ERK 4,528
5. RN 5ARRMEZE 5 KRS R 5. M E 5.8k
6. 85 6. /8Tl o MR 6.4 EEFRK 6.5 %]
N 7. BT 7. RR AN A 7 HEREE 7. R
8.IHEH S.FEINEE 8. PR AN A
9.EA o NAEEHT o R Rk
10. 49 10. BRI
1. BERHEA 11. BRI
12. BRE A 12. EEREE e B EL BT

13, AR il BT

14. B R 4

15. FE A% il FiR s S

16. SR HH

17. By E R <

18. ERFEE SL NI

19. RS LRK

20. FRFFEE L 4 AR B EE M

100



M RERSETHREZ RESLERA  RAFAENE

EF: e Y i B A

e R YrResiait t GIE|
O)#IEEARI a FIEAARIL (initial situation ) Btk ~ Ataiie
(HFELT A BT (villainy ) FRERREH AT ~ AR EYeE 5 5
SBEANTREGE TREKRESGER  Fla0 - MOeAETE—REEERE T - XEN
i~ R E 0 SRl —dy
Qf7HE) B ZHf# (mediation) E A T AR
B A EE IR 5 SRR T B0 - FERS S B A Ay ey n] E R SERY R H
% e TED & LMt AR IRBIE
(3)38) D #= A (38lEE) BIHIRIIHE EARREEZE - MR - W > DIIESE
(1st donor function ) % A )
B S S HARET Bilan « ZREAEE D) - 82 HAEE
Foffit (agent) Efg7BHE e PE R R
(Chelper) FYEIC
(4)ER[ H #E[* (struggle) TER TR B B R AR ~ SRR
LB EE A R A = g REEE RN R e T o (S EE T
EHEA - IHREER TSR - ik
EF YA 0 R RS B
A TEE
(5)IEH LIBF (victory) I AL e e
A MERRL Bl = pIIRIEE
(6)BR W #E8% (wedding) EARIRE Bl R o R R ALY R B e T RE

B /NG B (Rl X VA

(throne )

pian - sEEEEREMEK - BHERE - BRE
1K - i EEH S - TARRAY A hAENZ

101



[

ZEAET £21% #14  (2023.6)

Brrgk = RSEEHSOR

*E e m %
A 1-1 AR
1-2 ARz
1-3 SR
1-4 HFE
1-5 B
B 2-1 BRI AR TE

2-2 U

2-3 KIFE#EKR

2-4 L A B K SRR A A
2-5 =RAR/YNE- VN

2-6 KRR

C 3-1 FAEIZI - AREFEEE | ) B H ISR E R E S E
32 i - (ERRARERLG
3-3 HRFS30 RN B 8
3-4 L BALG ERGERETER
3-5 =ARER EEAEIR
3-6 B KRR R AR G 2

102



