
Journal of Audio-Visual Communication
總第四十九期　復刊號第七期
中華民國 108年 03月出版

版權所有．請勿翻印

國立臺灣藝術大學廣播電視學系

邱啓明

邱啓明

朱全斌、朱灼文、李怡曄、李慧馨、吳珮慈、連淑錦、陳昌郎、

陳靖霖、莊伯仲、鄭金標、廖金鳳、廖澺蒼、劉立行、賴祥蔚

戴孟宗（按姓氏筆畫排序）

何宗錡

孔依平

22058新北市板橋區大觀路一段 59號

http://rtv.ntua.edu.tw/

rtv@ntua.edu.tw

（02）2272-2181 轉 5012

（02）2960-1966

978-986-02-7990-0

發 行 者

主 編

執行編輯

編輯委員

編輯助理

封面題字

地 址

網 址

電子信箱

電 話

傳 真

I S S N

打字印刷



題字者簡介

孔依平

生於 1935 年湖北省技城市，為孔子世家七十五世。

學歷 :1953台北師範藝術科、1964國立藝專夜間部美術科國畫組第一期。

經歷 :1986 台灣省立博物館、1993 台灣省立美術館、1990 國立台灣藝

術教育館邀請展、1998 韓國泉州雙人展、2008 東歐巡迴展、2009 國立歷

史博物館聯展、2010 泰國皇太后大學孔世宗親五人展。



 
 

 
 

BL /  .................................. 1 

— /

 .................................................................................................................... 31 

/  .. 55 

— /  ...................................................... 79 

/  ................................. 111 

/  ............ 137



 
 

 



1 
 

 
 
 
BL

 
1 

                                                      
1  
  rebecca041043@gmail.com 



2 
 

 

 

OTT BL

OTT BL

 

 PTT 2018 6 10

17 304 23 281

 

OTT BL

BL  

 

BL OTT  



3 
 

 

 

BL BL Boy’s 

Love

( , 2003)

BL  

BL 2005

( , 2017)

(

, 2005)   

2017 BL

AGB 4.53

2017

 

OTT 2017

OTT

OTT BL  



4 
 

( , 2015) OTT

Over The Top

( , 2017)  

2002

KKTV OTT 2.0

( , 2018 4 16 )  

 

2017 2 OTT CHOCO TV BL HIStory

( , 2017) KKTV

BL 2017 5

BL ( , 2018)  

CHOCO TV HIStory 500

HIStory2

250 (CHOCO TV

, 2018) HIStory2

( , 2018

8 29 )  

OTT BL BL

( , 

2015) BL

 



5 
 

 

Uses and Gratification theory

(Rubin, 1984) Expectation-Confirmation 

Theory (Oliver, 

1980) OTT

BL

BL

 

 

OTT BL

BL

OTT OTT BL BL

BL

 

OTT Over The Top  

OTT BEREC OTT

OTT TV

( , 2017)  

2018 2017 OTT

2.14 15.5% 2022 4.41

VOD 96.5%( , 2018 6 6 )

OTT 2018 OTT

2021



6 
 

 

OTT

2017 OTT Netflix

KKTV

Vidol LiTV

CHOCO TV

OTT BL  

BL Boy’s Love  

BL BL

1960 (

, 2003)  

1970 24

( , 1996, 2016)

BL

BL ( , 2005)  

BL (McLelland, 2000)

BL

( , 2011)  

BL

BL BL

BL ( , 2012)  



7 
 

BL BL BL ( , 2014)

( , 

2003) 1990 BL

( , 2012)  

BL BL

2015 BL

2016 BL 2010

BL BL

2017 BL

2018 BL

 

BL 2007

BL

1999

 

BL  

BL BL

BL 2017 BL

BL  

2017 7.3

12

 



8 
 

2017 BL CHOCO TV KKTV

BL ( , 2017) HIStory

( , 2018 2 17 )  

2018 CHOCO TV HIStory

53 ( , 

2018 9 3 ) OTT BL

CHOCO TV HIStory

(CHOCO TV , 2018)  

BL BL

 

Uses and Gratifications Theory  

2011 Katz 1974

 

(Levy & Windahl, 1985) Rosengren 1974

 

Rubin(1984)



9 
 

 

 

Ruggiero 2000

Hur(1999)

 

Choi Kim McMillan 2009

 

Shao 2009 YouTube MySpace

Wikipedia

 

Haridakis Hanson 2009 YouTube

YouTube  

2015

Facebook 2018



10 
 

2018

 

Sexual Diversity  

OTT BL

sex gender

(Banks & Banks, 1993) 2012

 

LGBT L Lesbian

G Gay B

Bisexual T

Transgender ( , 2005)  

0.2%(

, 2013) 2018 11 24

( , 2018 11

30 )

BL

OTT BL  



11 
 

BL

OTT BL  

 

Palmgreen Rayburn 1982

 

Oliver 1980 Expectation-Confirmation Theory

(Oliver, 1980)  

Bhattacherjee 2001

( , 2012)

(Bhattacherjee, 2001)

 

OTT BL

Bhattacherjee 2001

OTT  



12 
 

 

 

OTT BL

 

 

1  

Bhattacherjee 2001

OTT BL

questionnaire survey

 

OTT

BL BL

BL  

 

OTT BL

BL

OTT



13 
 

BL  

H1 OTT BL

 

H2 OTT BL

 

H3 OTT BL

 

H4 OTT BL

 

 

 

BL  

 Likert OTT BL

 1  5 

 9 

 

BL

BL BL

BL  

BL

BL BL

BL  

 



14 
 

BL

BL BL

BL  

 

OTT BL

( , 2003) Likert 

 1  5  

BL BL

BL BL  

 

OTT

BL Bhattacherjee 2011 Likert 

 1  5 

BL

BL  

 

OTT BL

OTT

 

purposive sampling OTT



15 
 

BL

BBS TaiwanDrama

Q_ary P

2018 6 10 2018 6 17

304 23 281  

 

 

281

87 31% 194 69% 21 25

110 39.1% 35 91.5%

117 41.6%

201 71.5% 52 18.5%  

OTT BL

59.8% BL 2018 CHOCO TV HIStory

67.2% 77.5%  

T

T=-2.112 p>0.05 T=2.400 p>0.05 T=0.640 p>0.05

T=1.032 p>0.05 T=1.800 p>0.05

 

 

Principle Component Solution Varimax

Eigenvalue 1 Factor Loading 0.5



16 
 

Cronbach α

Cronbach α 0.7 (Nunnally, 1978)  

 

26.25%

25.93% 24.39%

Cronbach α 0.8  

1 5

4

 

1  

 
   

 .91 .12 -.04 
 
 

.88 .09 .10 

 .82 .27 .08 
 .10 .93 .09 

 .13 .86 .11 

 
.21 .76 .02 

 
.14 .04 .88 

 
.04 -.01 .84 

 
-.04 .20 .82 

 4.29 4.12 2.73 
 .68 .78 .94 
 2.36 2.33 2.20 

% 26.25 25.93 24.39 
Cronbach’s alpha .86 .84 .81 



17 
 

 

BL

49.82% Cronbach α 0.73  

2  

 
 

BL  .82 
BL  .80 

BL  .80 
 3.94 
 .59 
 1.93 

% 49.82 
Cronbach’s alpha .73 

 

85.66%

Cronbach α 0.82 0.8  

3  

 
 

BL  .93 
BL  .93 

 4.30 
 .76 
 1.71 

% 85.66 
Cronbach’s alpha .82 

 



18 
 

 

H1 H3

 

4  
 B SE B β R2 ∆R2 F 

 .342 .044 .393*** .260 .258 98.108*** 
 .258 .039 .339*** .362 .357 78.731*** 

R2=.357 n=281 
* p<.05 ** p<.01 *** p<.001  

VIF 2

 

R2 0.357

35.7

β=0.393 p 0.001 β=0.339 p 0.001

p 0.05 β

-0.007  

OTT BL

BL

OTT BL  

 

OTT

BL

BL



19 
 

 

5  

  

 Beta 

  
 .63*** 

 .09 
 -.01 

R2 .437 
  

 .57*** 
 .04 

 -.01 
 .16** 

R2 .452 

     * p<.05 ** p<.01 *** p<.001  

 BL

β=0.631 p <0.001 BL

 

β=0.568 p <0.001

β=0.160 p <0.01

BL BL  

43.7%

45.2% 1.5%

VIF 2  

 

OTT BL

BL



20 
 

BL 281

 

OTT BL

 

 

YouTube BL

BL  

OTT BL

 

BL BL

BL

 

Stephenson 1988

2014 BL

BL  



21 
 

OTT BL

 

OTT BL

2016

2018

 

BL

BL

 

OTT BL

 

BL OTT BL

BL

 

CHOCO TV HIStory BL 2017

( , 2018)

 

 

 

OTT BL

BL



22 
 

 

BL CHOCO TV

( , 2018 4 23 ) CHOCO TV 8

BL ( , 

2003)

 

 

OTT BL

Random Sampling

281

 

BL

BL

 



23 
 

 

 

2014
118 1–53  

… 2017 OTT TV
 

1996 -
 

2017 BL 156 48–50  

2014 ──  

2017 BL
 

2011 9 / BL Boys’ Love

  

2017 OTT 40 129–136  

2017 6 BL
 +  2017

  

2011  

2002
 

2003  

2015 Facebook
14 19–38  

2013
NSC 100-2420-H-001-002-SS2  

2005 —
 



24 
 

2007 BL
 

2015 ─ BL
 

2015 BL Boys’ Love
52(4) 359–388  

2016 BL
 

2015 OTT
RPD-2015-002  

2010 BL Boy’s Love
 

2012
61 19–30  

2012 BL BL
5 1–25  

2003  

2018 BL 2005 2016
 

2018
 

2005  

2012 Facebook
 

1999
 

2018
 

 

Banks, J., & Banks, C. (Eds.). (1993). Multicultural education: Issues and perspectives (2nd 
ed.). Boston: Allyn and Bacon. 



25 
 

Bhattacherjee, A. (2010). Understanding Information Systems Continuance: An Expectation 
Confirmation Model. MIS Quarterly, 25(3), 351-370. 

Choi, Y. K., Kim, J. & McMillan, S. J. (2009). Motivators for the Intention to Use Mobile TV. 
International Journal of Advertising, 28(1), 147-167. 

Haridakis, P. & Hanson, S. (2009). Social Interaction and Co-Viewing with YouTube: Blending 
Mass Communication Reception and Social Connection. Journal of Broadcasting & 
Electronic Media, 53(2), 317-335. 

Hur, Mi-Yeon. (1999). Internet Broadcasting: Uses and gratifications. Retrived from 
http://iml.jou.ufl.edu/projects/Fall99/Hur/Index.html 

Katz, E., Blumer, J. G., & Gurevitch, M. (1974). Utilization of mass communication by the 
Individual. In J. G. Blumler & E. Katz (Eds.), The uses of mass communications: Curent 
perspective on gratifications research (pp.19-34). Beverly Hills: Sage. 

Levy ,M. R.,and Windahl, S. (1985). The Concept of Audience Activity. In K. E. Rosengren et 
al.(Eds.), Media Gratifications Research: Current Perspectives, (pp.109-122). Beverly 
Hills, CA: Sage. 

McLelland, M. (2000). No climax, no point, no meaning? Japanese women's boy-love sites on 
the Internet. Journal of Communication Inquiry, 24(3), 274-291.  

Nunnally, J.C. (1978). Psychometric theory (2nd ed.). New York: Mcgraw-Hill.  

Oliver, R.L.(1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction 
Decisions. Journal of Marketing Research, 17(4), 460-469. 

Palmgreen, P., & Rayburn, J. D., II. (1982). Gratifications sought and media exposure : An 
expectancy value model. Communication Research, 9(4), 561–580. 

Rosengren, K.E. (1974). Uses and gratification: A paradigm outlined. In J. G. Blumler and E. 
Katz(Eds.). The Uses of Mass Communications: Current Perspectives on Gratifications 
Research,( pp.269-286). Beverly Hills, CA:Sage.  

Rubin, A.M. (1984). Ritualized and instrumental use of television. Journal of Communication, 
34(3), 67-77. 

Ruggiero, T.E. (2000). Uses and gratifications theory in the 21st century. Mass Communication 
& Society, 3(1), 33-37. 

Shao, G. (2009). Understanding the Appeal of User-generated Media: a Uses and Gratification 
Perspective. Internet Research, 19(1), 7-25 

 



26 
 

 

CHOCO TV 2018 2 6 CHOCO TV HIStory2 1 30  
https://www.chocotv.com.tw/news/3088

2018/12/20  

2018 8 29 107  

https://www.bamid.gov.tw/information_142_88577.html
2018/12/18  

2018 11 7 BL
ETtoday  https://star.ettoday.net/news/1300022 2018/12/20  

2018 2 17 HIStory BL ETtoday  
https://star.ettoday.net/news/1093492 2018/12/20  

2017 11 BL
https://www.nextmag.com.tw/realtimenews/news/365302 2018/12/23  

2018 4 3 BL 3 CHOCO TV

https://www.bnext.com.tw/article/48876/choco-tv-go-south-bl-ip
2018/12/23  

2017 7 4 myVideo
KKTV  FIND 7.3 1/4

12
https://www.iii.org.tw/Press/NewsDtl.aspx?nsp_sqno=1975&fm_sqno=14

2018/12/18  

2018 9 3 BL CHOCO TV
http://ent.ltn.com.tw/news/breakingnews/2539252

2018/12/23  

2017 8 18  
https://www.settv.com.tw/#!/drama/2015/Bromance?t=news

2018/12/20  

OTT 2018 2 6 OTT OTT
https://www.taiwanott.org/news/2018/2/6/ott-ott-

2018/12/18  

 



27 
 

2018 11 30 7 16

https://www.cec.gov.tw/central/cms/107news/29588 2018/12/26  

2017 11 ── OTT BL

https://www.bnext.com.tw/article/46862/why-taiwanese-ott-platfrms-all-rush-to-bl-drama
2018/12/23  

2018 4 16 KKTV
https://cnews.com.tw/119180416a01/ 2018/12/23  

2018 6 6 OTT
https://udn.com/news/story/7240/3182739 2018/12/18  



28 
 

 
1  

 1 2 3 4 5 
1.  — .121* .181** .102 .085 
2.   — .346** .510** .661** 
3.    — .475** .306** 
4.     — .465** 
5.      — 

* p<.05 ** p<.01  



29 
 

 

The Research of BL(boy’s love) Drama Audience's Watching 

Motivations and Continuance Usage Intention 

ABSTRACT 

The OTT video platform is one of the main channels for watching online video content in 

Taiwan. BL (boy’s love) drama is a new type of drama. This study uses the motivation and 

satisfaction in uses and gratifications theory as a basic structure, with the continuance usage 

mode in expectation confirmation theory. To explore the relationship between motivation and 

viewing satisfaction about the audience watching BL dramas in Taiwan OTT video platform, 

and what are the factors that influence the audience’s continued use intentions? Motivation is 

divided into three variables, social interaction, entertainment, and cognitive gender diversity. 

Totally 281users were surveyed through the Internet in this study. The results showed that 

motivation about entertainment and cognitive gender diversity of the audience watching BL 

dramas in Taiwan OTT video platform will positively affect viewing satisfaction. Entertainment 

motivation and viewing satisfaction will also positively influence the audience’s continued use 

intentions in watching BL dramas. 

 

Keywords BL drama Continuance Usage Intention Expectation confirmation theory OTT 

video platform Uses and gratifications theory 
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The Research of Ci He Ting in The Cooperation to Brand 

Marketing and Agricultural Production of Yunlin Problem Analysis 

ABSTRACT 

In modern society, the gap between urban and rural areas is getting bigger and bigger, and the 

rural youths are constantly moving out. Although agricultural products are essential for people's 

livelihood, they are not valued, and Yunlin County is an agricultural capital, in order to make 

Yunlin local agricultural products. There is a pipeline for self-marketing and increased exposure. 

This study has set up the agricultural marketing plan of “Xieheting Agricultural Products 

Series”, which has exclusive packaging and brand, and also applies the concept of “mascot”. 

This study uses exploratory case studies. Law, to explore the feasibility of the brand of "He 

Heting" for the market. Promote the agricultural products of the hometown through the brand of 

“He Heting” and implement the combination of academic and traditional agriculture. This study 

finds that the brand image of "He Heting" and localized marketing have market feasibility, and 

hope that this research can provide advice to China on the case of agricultural digital 

communication, and researchers who want to carry out agricultural digital communication as 

reference. 

 

Keywords: Ciheting traditional industry marketing mascot case study 



54 
 



55 
 

 
 
 

1 
2 3 

                                                      
1  
2  
3  
  cwc2016@saturn.yzu.edu.tw 



56 
 

 

 

 

7 7

 

47

 

 



57 
 

 

 

 

2005

 

 

7

 



58 
 

 

 

poster post

1993

1999

2004  

2004

2014

2007  



59 
 

1999  

AR Augmented Reality VR Virtual Reality

 

2014

 

 



60 
 

 

Google

interactive advertising interactive poster

30

1

1  

1  

    

  

 

3 

  
AR VR  

3 

  
 

8 

 /  
 

4 

  
 

3 

 -- 
 

6 

 --  3 

1

Kinect

3D

1760 LED 3D

 



61 
 

1 2012  

3D Haynes 2007  

AR

2 Play a Coke

AR

2

Google Advr VR

VR

2017  

2 189 2017  

Google VR 2017  

3

3



62 
 

Bronx zoo

 

 

3 KEEP A BREAST SURMOMETERINC. 2012  

Bronx zoo Nelson 2014  

4 The V&A Museum of Childhood

4

 

 

4 Brewer 2017  
EGUCHI RIKA  

5 E-mart QR

QR

5



63 
 

 

 

5 E-mart Sunny Sale Nazim 2012  
Ads of the World 2007  

6 Je*s

6 G1

 

 

6 Je*s Demilked 2011  
64 G1 Itmedia.co.jp 2017  

 



64 
 

 

7

 

7

 

7  



65 
 

8

 

 

 

8  

9

 

9  



66 
 

10 AR

 

 

10  

11

Köller

2000

 

 

11  



67 
 

12 /

 

 

    12 /  

13

 

13  



68 
 

14 47

2 https://goo.gl/JYQz3

18 /

16 13

13 10 / 8 2

 

 

14  

2  

   
1.  18 

 
2. /

 
16 

 
3.  13 

 
   

1.  13 
 

2.  10 AR



69 
 

 
3. /

 
8 

 

5

4 3 2 1 47 19

22 6 3 T

4

 

3  

     

1.  4.3 3 5 0.562 
2.  3.8 3 5 0.670 
3.  4.2 3 5 0.670 
4.  4.0 3 5 0.692 
5.  4.7 3 5 0.522 
6.  4.5 3 5 0.547 
7.  4.4 3 5 0.544 

4 T  

 ( ) ( ) T  P   
 4.16 4.50 -1.967 0.056  
 3.74 3.86 -0.591 0.558  
 4.00 4.45 -2.306 0.027  
 3.89 4.18 -1.386 0.174  
 4.47 4.81 -2.029 0.051  
 4.32 4.59 -1.623 0.113  
 4.16 4.64 -3.077 0.004  

 



70 
 

 

7

7

 

 



71 
 

Ads of the World 2007 Elevator
https://www.adsoftheworld.com/media/ambient/elevator_9 

Brewer, J. 2017 Edible posters by Rob Flowers and culinary installations by Bompas & Parr 
feature in new show
https://www.itsnicethat.com/news/rob-flowers-bompas-and-parr-amv-bbdo-edible-exhibitio
n-v-and-a-museum-of-childhood-illustration-251017 

Demilked 2011 40 Clever and Creative Bus Stop Advertisements
https://www.demilked.com/creative-bus-stop-advertisements/ 

EGUCHI RIKA Advertising http://eguchirika.com/advertising/tea/ 

Haynes, D. 2007 Projects: Coca Cola Switches On World First Robotic 3D LED Board In 
Times Square
https://www.sixteen-nine.net/2017/08/10/projects-coca-cola-switches-on-world-first-roboti
c-3d-led-board-in-times-square/ 

Nazim, S. 2012 The 'Esmart' Sunny Sale Tactic is Proactive
https://www.trendhunter.com/trends/emart-sunny-sale 

Nelson, D. 2014 Creative advertising | #978
https://fromupnorth.com/creative-advertising-978-b765174e118e 

Itmedia.co.jp 2017

http://nlab.itmedia.co.jp/nl/articles/1712/26/news119.html 

Köller, J. 2000 Magic Cube  http://www.mathematische-basteleien.de/magiccube.htm 

SURMOMETER INC. 2012 KEEP A BREAST
http://www.surmometer.net/works/client/fashion/802/ 

2012 ─
 

1993   

2004  

2007 =The basics of advertisement : 
 

2005  



72 
 

2014  

2017 AR 189 Spotify
https://cnews.com.tw/ar 189 spotify / 

2014
 

2017 VR Google Area 120
https://www.bnext.com.tw/article/45131/google-advr-explores-advertisement-in-vr 

1999  



73 
 

1  

   

  1. ─
2012

 
2. 

2015   
3. Coca-Cola Times Square Billboard

http://www.adsonthemoon.com/cocacola/ 
  4. Play a Coke https://cnews.com.tw/ar

189 spotify / 
5. VR

https://www.bnext.com.tw/article/45131/google-advr-explores-adv
ertisement-in-vr 

6. Magic Mirror

https://www.youtube.com/watch?v=DSVYHrGHa6s 
  7. 2013

http://aichitriennale.jp/2013/news_data/2013/02/002130.html 
8.  KEEP A BREAST

http://www.surmometer.net/works/client/fashion/802/ 
9. WYSIWYG http://www.wearenotlie.com/ 
10. Handmade Structure http://nosigner.com 
11. 

https://plaza.rakuten.co.jp/ai171717/diary/201011230006/ 
12. 

http://www.designfetish.org/2012/09/posters-that-will-make-you-h
ungry.html 

13.  2014

https://www.sendenkaigi.com/books/nenkan/3355 
14. Folding http://www.aboarrage.net/projects/folding/ 

 /  15. 

http://blog.fujitv.co.jp/tokudane-official/E20160307001.html 
16. Bronx zoo 

https://fromupnorth.com/creative-advertising-978-b765174e118e 
17. U-zhaan http://rikako-nagashima.com/ 
18. 



74 
 

https://www.ebook5.net/blog/jagda2013exh/ 
  19. 

https://www.itsnicethat.com/news/rob-flowers-bompas-and-parr-a
mv-bbdo-edible-exhibition-v-and-a-museum-of-childhood-illustrati
on-251017 

20. 

http://eguchirika.com/advertising/tea/ 
21. Sommelière Wineglass Business Card

https://www.jcolor.com.tw/blog_post/yuan 
  22. 

https://www.mydesy.com/sun-shadow-ad 
23. E-mart Sunny Sale

https://www.trendhunter.com/trends/emart-sunny-sale 
24. folliderm

https://www.zixundingzhi.com/meiguo/03699c913fb24b91.html 
25. 

http://www.adsoftheworld.com/media/ambient/elevator_9 
26.Mini Cooper Subway entrance

http://www.creativeguerrillamarketing.com/guerrilla-marketing/19-
best-ads-i-have-ever-seen/ 

27. Kleenex http://m.ktzhk.com/p/1V1UDh 

  28. Je*s

https://www.demilked.com/creative-bus-stop-advertisements/ 
29. 

http://www.needs.com.hk/content.php?id=146 
30. 64 G1

http://nlab.itmedia.co.jp/nl/articles/1712/26/news119.html 

 



75 
 

 



76 
 

 

ABSTRACTt 

With wide applications of smartphones and modern technology, more and more 

advertisements have incorporated interactive media into their poster design. This paper explores 

how interactive elements enhance advertising posters. The authors review and classify current 

interactive posters into four categories, including installation-based, material-based, 

environment-based, and image-based posters. To understand whether interactive posters can 

attract audiences and help improve the products or brand images, the authors design seven 

advertising posters based on popular foodstuffs of I-MEI Foods Co., Ltd. The authors also hold 

an exhibition and ask audiences to give feedback regarding their interaction and experience of 

the proposed posters. 

According to audiences’ responses to our questionnaire, interactive posters are able to 

impress audiences and promote the products, and the effect is more obvious to females. We also 

suggest that designers should associate product features with the way posters interact with 

audiences. In addition, more surprise and mechanisms are needed in order to create a positive 

attraction. 

 

Keywords: Advertisements, Creativity, Innovation, Interactive posters, Visual communication 
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Digital Marketing of TV Series: The Influence of Posting Extra 

chapters on Social Media Fanpage on Audience’s Reception and 

Social Responses—The case of A Boy Named Flora A  

ABSTRACT 

This study discussed the impact of one social marketing technique—posting extra chapters on 

social media fanpage—on audience’s reception and social responses, and took “A Boy Named 

Flora A “ as a case. There are three types of content values of extra chapters, including 

perceived hedonic value, perceived information value and perceived interpersonal interaction 

value. This study explores the impact of these content values on audience’s reception and social 

responses. 570 valid questionnaires were collected by online survey. Results showed that 

perceived hedonic value, perceived information value and perceived interpersonal interaction 

value have a positive impact on audience’s reception and social responses, in which “perceived 

interpersonal interaction value” has the greatest impact on viewing frequency and stickiness, 

“perceived hedonic value” has the highest correlation with like, and “perceived interpersonal 

interaction value” has the highest correlation with leaving a comment and sharing. In addition, 

audience’s reception of extra chapters has a positive impact on their Facebook behaviors. 

Findings have theoretical and marketing implications. 

 

Keywords: A Boy Named Flora A, perceived hedonic value, perceived information value, 

perceived interpersonal interaction value, social marketing  
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The Research on the Motivation of Scientists Using Social Media to 

Communicate with the Public 

Shan,Wen-Ting 
 

ABSTRACT 

Online community media is growing rapidly, and scientists have noticed the special nature 

of social media. Such as cross-group use, collaborative production, diversified services, etc. The 

social media provides scientists with the most convenient platform to communicate with the 

outside world. scientists even think ”scientists using twitter appears to be a new movement”. 

Over the past decade, academic circles have accumulated a lot of empirical research on the role 

of social media in the process of scientific communication, and many research institutions have 

conducted interviews with scientists on the use of social media. This study uses secondary data 

analysis to organize two important large-scale surveys  in 2016—New Zealand University of 

Otago and the University of Wisconsin School of Life Sciences survey of members. The 

purpose of the study is to discuss the use of social media to disseminate images, and from the 

perspective of scientists, discuss their motivations.In addition, this study also submit questions. 

Can quantitative surveys really show the purpose of scientists using social media? Is 

communication with the public especially an important motivation for scientists? It is a research 

topic that can be further discussed later. 

 
Keywords: science communication, social media, public communication, public  engagement 
in science. 
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ABSTRACT 

In 12 years education, Just one hour about art education, a lot of Taiwanese scholar express if 

student wants appreciation skills being higher, the only way is study them self .In this case ,us 

Tobii Eye movement measuring instrument to record subject’s eye track.And use questionnaire 

and BI.F scale use median score to let subject in 4 classes: profession 

Photographer/amateur/abstract type and specific type.After the eye track data collect complete . 

At last, Tobii Pro Lab can calculus the hot zone map, and comparison the result. 

 

Keyword Art appreciation Eye movement measuring instrument Photography Visual 

perception Visual perception 



 
 



 
 

 


