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Employing ASMR Podcast Digital Audio Programs for
Science and Environmental Literacy Promotion: A Study

of "Science, Technology and Good Life"

Mei-Ying Tsai* and Tao-Ping Chang ™
Abstract

This study is an applied science education research. It intends to use a suitable
communication tool, namely "ASMR Podcast ", to convey the complex and cross-
scientific field environmental health policies and issues that are difficult to
understand. The researchers produced ASMR podcast programs promoting
environmental health and science literacy. This study used the creation and expert
review of the program "Science, Technology and Good Life" as an example to
investigate if ASMR digital audio programs can help promote environmental and
science literacy. The podcast programs were completed in June 2022, and their
audience data were observed and collected from the SoundOn platform. The

researchers then analyzed the feedback and data from the audience.
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Abstract

The purpose of this study is to explore the factors influencing Taiwanese people's
preference for Korean dramas. The study participants totaled 254 individuals (M=50;
F=204). The research instrument used was an online questionnaire. The research question
was: What factors influence Taiwanese people's preference for Korean drama series? The
main findings of this study revealed that (a) The most influential factor affecting Taiwanese
people's preferences for Korean drama series was '"drama plots," irrespective of
demographic factors such as gender, occupation, education level, age, type of Korean drama
subtitles (dubbed or subtitled), and place of residence; the least influential factor was
"Korean history," regardless of subtitle type and place of residence, (b) The least influential
factor for two groups—male Taiwanese individuals and Taiwanese people aged 51-60—
was "Korean makeup" and "Korean language," respectively, (¢) The least influential factor
for two groups—graduate students and unemployed Taiwanese individuals—was "Korean
drinks," and (d) The least influential factor for the following groups—females, college
students, Taiwanese individuals under the age of 51, all students, and employed
individuals—was "Korean history." Additionally, any government can invest money and
resources into the audiovisual media industry and marketing, such as drama series, to
enhance its country's visibility on a global scale.
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Introduction

In recent years, with the accelerated development and transmission of social media,
cultural exchanges have become easier (F/Wang, 2007) than before. Korean TV culture
has stirred up the craze of the Korean Wave around the world, including Taiwan and
Indonesia (Bonita, 2018). Due to the promotion of the Korean government and many
streaming services, Korean drama series have become the most popular choice for college
students in their leisure time (Kalbi, 2016). In 2004, about three million Asian tourists took
trips to Korea, two-thirds of whom did it because of the impact of the Korean TV drama
series (£/]/Liou, 2016, 2017). Korea’s number of foreign tourists increased by 76% from
2011 to 2016 (cited in Bonita, 2018). Additionally, the statistics show that the number of
Western female tourists who took a trip to Korea from 2010 to 2019 was up to ten million
and was highly above that of male tourists (5 g% 3z/Liberty Times Net, 2022).

Because the culture between Taiwan and Korea is similar, Korean culture has attracted
much attention in Taiwan. Taiwanese people are fond of the aura of Korean drama series’
plots, characters, and cuisine. They chose to have Korean food, wear Korean clothes, and
watch Korean drama series (F/Kuo, n.d.a). Korean drama series initially presented the
Koran lifestyle with long freedom and rebellion and then displayed romance, cultures, and
customs (Bonita, 2018). Taiwanese people’s eating, clothing, education, and recreation have
also been influenced by Korean drama series.

The popularity of Korean drama series among Taiwanese people dates back to four
series: “Autumn in My Heart” (Chinese translation: B {f14:=9E%#) (2000), “Winter Sonata”
(Chinese translation: 2Z=§#50) (2002), “Summer scent” (Chinese translation: B HZEFR)
(2003) and “Spring Waltz” (Chinese translation: & KHAVEERR %) (2006). The beautiful
seasonal landscapes in the Korean drama series stirred up Taiwanese people’s inclination
toward Korea (5&/Chang, 2021). The drama series “Squid Game” (Chinese translation: ff;
FaEEY), released in 2021, attracted over 1.42 million views within a month and became

the most-watched original drama series on Netflix (&/Huang et al., 2021; Squid Game,
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2022). The series won various accolades, such as the Primetime Emmy Award for
Outstanding Lead Actor by Jung-Jae Lee in a Drama Series (Squid Game, 2022).

The current study aimed to explore the popularity of Korean drama series among
Taiwanese people and fans. Few research studies focused on the relationship between
preferred factors, such as drama plots, and various Taiwanese demographic variables,
including age, educational status, occupation, dub-subtitle type (DST) of Korean drama
series, and residence (see Table 2). A research question produced to motivate the present

study is: What factors influence Taiwanese people's preference for Korean drama series?

Literature Review

The term “Korean wave” is early to describe the trends of Korean cultural fashion at
the end of the 20th century, including cultural industries (e.g., TV drama series, movies, and
gaming) and Korean traditions and features facilitated by such industries as Korean cuisine,
hanboks, cosmetics, and tourism (Bonita, 2018). Korean TV culture refers to the TV dramas
and movies that spread Korea’s beauty culture, encompassing customs, etiquette, lifestyle,
fashion, and delicacies (Roll, 2021). As part of the Korean wave, Korean TV culture brings
favorable reviews (Roll, 2021).

The Korean government has facilitated Korea’s cultural development through
streaming services to break into the foreign market (%¥/Yung, 2018). The Korean
government also enforced many policies to advance the quality of film and TV works and
accelerate inter-industry competition (%5/Yung, 2018). In the 1960s, Korean TV series, such
as “Real Theatre,” aired from 1964 to 1985, were related to politics, especially anti-
communism (Kalbi, 2016). At that time, it was a stressful phenomenon that most Korean
TV drama series did not focus on entertaining watchers. In the 1970s, the TV sector began
focusing on facilitating TV dramas with more entertainment because the ban on obtaining
profit from advertising agencies was lifted in 1969 (Kalbi, 2016). In the 1980s, the Korean
TV sector, affected by Japanese TV drama series, began to create fashionable dramas about

love stories and the lives of young people, such as “Love and Ambition” (Chinese
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translation: &% E1HFEY) aired in 1987 (Kalbi, 2016). Nowadays, Korean TV drama series
have become hotly discussed worldwide (Bonita, 2018; Kalbi, 2016).

With the prevalence of Korean drama series throughout Asia, many countries’ TV
industries even patterned their TV shows on Korean TV drama series, such as “My Love
from the Star” reproduced in Japan, which they want to piggyback on the movie (H F{5:4%
/Liberty Entertainment, 2016). Since the TV series “Fireworks” was televised by Gala
Television Corporation (GTV) in 2000, Korean TV series have caught public attention.
Then, GTV rolled out the TV drama series “Autumn in My Heart” in the same year (2000),
and the Korean TV drama series received high ratings and soon made a hit (£}/Kuo, n.d.b).
At the same time, the fetish towards Korean TV drama series has also facilitated the
economy (F}/Kuo, n.d.b).

[#/Chen (2004) recruited and interviewed 18 netizens (M=2; F=16) on the Internet to
examine how Korean drama series were popular among Taiwanese people. The results of
the study indicated that (a) The heat of Korean drama series in Taiwan resulted from the
interplay of watchers, TV companies, and media support, and (b) The features of Korean
drama series appreciated by the participants included real Korean history, intriguing themes
of real life, the cast of handsome actors and beautiful actresses, and so forth.

fl/Liu (2015) employed a questionnaire to explore the viewing behaviors of Nantou
residents about Korean drama series. In total, 420 residents rated the questionnaire, and the
number of valid responses was four hundred. The important results of the study indicated
that (a) Nantou residents watched Korean drama series the most, followed by Taiwanese
soap operas, Mainland Chinese drama series and Japanese drama series, and then Hong

Kong drama series the least, and (b) The key factors affecting Nantou residents’ preferences

2 < EE TS

for Korean drama series were “different customs,” “enlarging knowledge,” “music,”

9% ¢

“handsome/beautiful actors/actresses,” “diverse program types,” “staying away from busy
life,” and “stress relief.”

The connection between the literature above review, especially previous studies, and
the current study lies in numerous factors, such as intriguing life issues and the cast of
charming actors/actresses, affecting Taiwanese watchers’ preferences for Korean drama

series. However, most previous studies discussed these factors in terms of entire participants
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and gender. In contrast, this study aimed to explore these factors across a broader range of
demographics, including educational status, age, occupation, dub-subtitle type (DST) of
Korean drama series, and residence (see Table 2). One important research question driving
the current study was: What factors affected the liking of Taiwanese people for Korean
drama series in terms of entire participants, gender, educational status, age, occupation, dub-
subtitle type (DST) of Korean drama series, and residence? In a broad sense, Korean drama
series in the current study could be watched via Taiwanese TV cable stations such as GTV
(Gala Television) and Video Land (Bonita, 2018), videos, TV, Netflix, YouTube, and other

media platforms.

Research Methods

This section includes two parts: the description of the questionnaire and the
participants. The former includes the processes of questionnaire completion and collection.
The latter centers on the demographics of Taiwanese participants, including gender,
educational status, age, occupation, favorite dub-subtitle type (DST) of Korean drama

series, and residence.
3.1 Questionnaire

The purposes of using an online questionnaire in the current study were (a)
convenience sampling and (b) time-saving. The convenience sampling method facilitated
participant recruitment through technology, particularly Line, which covered various social
media groups. Moreover, the online questionnaire reduced the time required for data
collection; otherwise, the researchers would have had to spend considerable time traveling
around Taiwan and outlying islands to gather participant responses.

Table 1 presents the process of completing and then collecting the questionnaires. The
questionnaire, especially items, was designed based on (a) the results of telephone
interviews with five familiar people aged from 40 to 47 (M=1; F=4) who were in the habit
of watching Korean drama series, (b) the results of other researchers’ studies such as

/Wang’s (2007), and (c) the researchers’ brainstorming. The telephone-via-Line interview
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questions were in Mandarin Chinese: (a) & gik jpl e 51?2 (VR 512 B85 5 ?) i5
HWinend E5 v BB(F & L F T #)? [Why do you like to watch Korean drama
series? (What factors influenced your viewing of Korean drama series more?) How did
Korean drama series affect your life (food, clothing, housing, transportation, pedagogy, and
entertainment)?] The first draft of the paper questionnaire included sixteen items in total.
Then, through convenience sampling, five female college students were invited to rate the
questionnaire to verify whether the questionnaire items were appropriate enough, and they
suggested two items (I like Korean wine, and I like Korean vehicles) be deleted because
few Taiwanese people, especially females, might mind these two items. Hence, the final
draft of the questionnaire was completed with fourteen items, including item 14 (Skip this
question, or the questionnaire will be invalid). The design of item 14 was aimed to avoid
collecting any questionnaires rated by participants without concern. Afterward, one Chinese
instructor with more than 10 years of Chinese teaching in a national technical university
was invited to revise the questionnaire for expert validity.

The online questionnaire (https://docs.google.com/forms/d/e/1FAIpQLSeQZ3QmG
LHbQYpwmQcqkHHONS2Y YeVeqneleF6MI_xcjUk64Q/viewform) constituted three
parts: participants’ demographics, questionnaire items, and free writing. The free writing
section was used for participants to write down any ideas about the research topic. It is a
measuring scale with strongly agree (5), agree (4), neutral (3), disagree (2), and strongly
disagree (1). The questionnaire rating time ranged from October to November 2022. In the
end, 291 questionnaires were collected, which included 254 valid questionnaires and thirty-
seven useless surveys. The valid percentage, 87% (254/291), presented a high questionnaire
response rate. Of the thirty-seven invalid questionnaires, twenty-three raters rated item 14,
13 raters did not watch Korean drama series, and one not only rated item 14 but also did not
watch Korean drama series. The accumulation of Excel made the statistical results of the

questionnaire available for analysis.

42



A Case Study of Taiwanese People’s Preferences for Korean Drama Seriess

Table 1

Completion and Collection of Questionnaire

No. Technique Purpose Participant (n)

1 Line interviews identification of main issues 5 (M=1; F=4)

2 brainstorming identification of main issues 2 researchers

3 pilot paper questionnaire identification of main issues 5 female college students
rating

4 expert validity validity of questionnaire 1 Chinese instructor

5. pilot rating online rating smoothly 2 researchers

6 official questionnaire data collection 291 raters (valid: 254)
rating

3.2 Participants

In the current study, the participant group consisted of 254 Taiwanese people who
watched Korean drama series. The participants were recruited through the researchers’ Line
groups based on convenience sampling.

Table 2 shows the demographics of 254 participants, including gender, educational
status, age, occupation, dub-subtitle type (DST), and residence. Of the sample, 50 (20%)
participants were male and 204 (80%) were female. Two (1%) participants’ educational
status was junior high; 12 (5%) were senior high; 206 (81%) were college level; 34 (13%)
were graduate school level. There were no participants at the elementary school level. In
terms of age, 72 (28%) participants’ age was twenty or below; 81 (32%) were between 21
and 30; 22 (9%) was in between 31 and 40; 40 (16%) was in between 41 and 50; 29 (11%)
was in between 51 and 60; 10 (4%) was sixty or more. From the perspective of occupation,
109 (43%) participants were students; 120 (47%) had jobs; 25 (10%) did not have any jobs.
Considering the DST of Korean Drama Series, 205 (81%) participants watched Korean

drama series with Chinese dub and subtitles (KCC); 14 (6%) watched Korean drama series
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with Korean dub and Chinese subtitles (KKC); 35 (14%) watched both KCC and KKC
(Both). Based on residency, 57 (22%) participants lived in Northern Taiwan (PNT); 94
(37%) lived in Central Taiwan (PCT); 99 (39%) lived in Southern Taiwan (PST); 3 (1%)

lived in Eastern Taiwan; one lived in an outlying island.

Table 2

Participants’ Demographics (N=254)

Items Characteristics Number percentage
Gender Male 50 20%
Female 204 80%
Educational status  Elementary school 0 0%
Junior high school 2 1%
Senior high school 12 5%
College 206 81%
Graduate school 34 13%
Age <20 72 28%
21-30 81 32%
31-40 22 9%
41-50 40 16%
51-60 29 11%
=60 10 4%
Occupation Student 109 43%
Employment (Full-/Part-time) 120 47%
Unemployment 25 10%
Dub-Subtitle Type KCC (Korean drama series with Chinese dub 205 81%
(DST) of Korean  and subtitles)
Drama Series KKC (Korean drama series with Korean dub 14 6%
and Chinese subtitles)
Both (KCC+KKC). 35 14%
Residence North 57 22%
Middle 94 37%
South 99 39%
East 3 1%
Outlying islands 1 0%

Note. All the percentages were rounded up from the unit digits.
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Results and Analyses

The statistical results of the questionnaire were obtained by accumulating Excel data.
This section addresses the discussion and analysis based on the order of the participants,

gender, educational status, age, occupation, favorite DST of Korean drama series, and

residence.

4.1 Entire Participants

In the order of importance, Taiwanese people watched Korean drama series because of
“drama plots” (item 8: agreement percentage (AP) =88.58%; M=4.43), “Korean characters”
(item 11: AP=80.71%; M=4.21), and “Korean dress code” (item 3: AP=72.44%; M=3.95)
(see Table 3). On the other hand, the factor affecting Taiwanese people’s preferences for

Korean drama series the least was “Korean history” (item 6: AP=19.29%; M=2.82).

Table 3

Results of Questionnaire —Entire Participants (N=254)

Item: I watch Korean drama series because St.A.+A Neutral St.D.+D. M
(%) (%) (%)

1. I like Korean delicacies. 61.42 25.20 13.39 3.73
2. I like Korean drinks. 31.89 41.34 26.77 3.09
3. I like the Korean dress code. 72.44 16.93 10.63 3.95
4. 1 like Korean makeup. 57.48 27.17 15.35 3.64
5. I'like Korean architecture. 40.16 39.76 20.08 3.29
6. I like Korean history. 19.29 48.03 32.68 2.82
7. I like the Korean (language). 35.83 34.25 29.92 3.11
8. I like their plots. 88.58 10.24 1.18 4.43
9. I like Korean songs. 65.35 22.44 12.20 3.87
10. T like to travel to Korea. 70.47 19.29 10.24 3.92
11. T like their characters. 80.71 14.96 4.33 4.21
12. T have topics to chat with family members. 31.89 37.01 31.10 3.04
13. T have topics to chat with friends. 57.87 27.56 14.57 3.62

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St. D: Strongly disagree

(1). All the percentages and means were rounded up from the second decimal point.
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4.2 Gender

Table 4 shows that the factor “drama plots” (item 8) affected males’ and females’
preferences the most (AP: 82.00% and 90.20%, respectively; M: 4.26 and 4.47,
respectively). However, the factor affecting males’ and females’ preferences the least was
different. The factor “Korean makeup” (item 4) affected males’ preferences the least (AP:
22.00%; M: 2.82), whereas the factor “Korean history” (item 6) affected females’
preferences the least (AP: 16.67%; M: 2.80).

Comparatively, the largest different factor affecting males’ and females’ preferences
for Korean drama series was “Korean makeup” (item 4), by an agreement percentage
difference (APD) of 44.18% and a mean difference (MD) of 1.02. The matter of makeup is
female-oriented. The last difference between the two groups was “Korean drinks” (item 2),

with an APD of 2.63% and an MD of 0.09.

Table 4

Results of Questionnaire — Gender (M=50; F=204)
Item: I watch Korean Gen St.A./ Neutral St.D./D. APD

drama series because der A (%) (%) (%) (%) M MD
1. I like Korean delicacies. M 48.00 34.00 18.00 - 3.50 028
F 64.71 23.04 12.25  16.71 3.78
2. I'like Korean drinks. M 34.00 38.00 28.00 2.63 3.16 0.09
F 31.37 42.16 26.47 3.07
3. I like the Korean dress M 48.00 24.00 28.00 - 3.36 073
code. F 78.43 15.20 6.37 3043  4.09
4. 1 like Korean makeup. M 22.00 38.00 40.00 - 282 1o
F 66.18 24.51 9.31 44.18 3.84
5. I like Korean M 36.00 42.00 22.00 518 3.18 014
architecture. F 41.18 39.22 19.61 3.32
6. I like Korean history. M 30.00 36.00 34.00 13.33 2.92 0.12
F 16.67 50.98 32.35 2.80
7. 1 like the Korean M 26.00 32.00 42.00 - 282 037
(language). F 38.24 34.80 2696 12.24  3.19
8. I like their plots. M 82.00 16.00 2.00 2.0 4.26 021
F 90.20 8.82 0.98 4.47
9. I like Korean songs. M 58.00 20.00 22.00 916 3.64 029
F 67.16 23.04 9.80 3.93
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10. I like to travel to M 64.00 22.00 14.00 306 3.70 028
Korea. F 72.06 18.63 9.31 3.98
11. I like their characters. M 74.00 18.00 8.00 4.04

F 8235 1422 343 0P 45 04

12. T have topics to chat M 48.00 36.00 16.00 20.06 3.44 0.50
with family members. F 27.94 37.25 34.80 2.94

13. T have topics to chat M 50.00 36.00 14.00 9.80 3.46 0.20
with friends. F 59.80 25.49 14.71 3.66

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St.D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. All the percentages and

means were rounded up from the second decimal point.
4.3 Educational Status

No participants’ educational status was elementary school, so there was no
discussion of the group and comparison with other groups in this section. Also, the
sizes of the two groups, junior and senior high school (2 and 12, respectively) (see
Table 1), were too small to be discussed and compared in this section.

Table 5 shows that the factor “drama plots™ (item 8) affected both college and
graduate students’ preferences for Korean drama series the most (AP: 88.35% and
94.12%, respectively; M: 4.41 and 4.62, respectively) and only 0.97% of college
students disagreed, and no graduate students disagreed. On the other hand, the factor
affecting the two groups’ preferences the least was different. The factor affecting
college students’ preferences for Korean drama series the least was “Korean history”
(item 6) (AP: 18.93% M: 2.86). As for graduates, the factor affecting their
preferences for Korean drama series the least was “Korean drinks” (item 2) (AP:
11.76%; M: 2.44), and more than half of them (52.94%) did not agree with item 2.

Comparatively, the largest difference in college and graduate students’
preferences for Korean drama series was “Korean makeup” (item 4) (APD: 29.79%;
MD: 0.69). The least difference between the two groups was “traveling to Korea”
(item 10) (APD: 3.22%; MD: 0.42).
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Table 5

Results of Questionnaire —Education
Item: I watch Korean Edu- St. A/  Neutral St.D./D. APD

M MD
drama series because  cation A (%) (%) (%) (%)
LTl . 24.2 12.14 .
1 Ihke K.orean C 63.59 7 13.59 3.77 0.36
delicacies. G 50.00 26.47 23.53 3.41
Tl inks. . 2.72 22. 1
2. I like Korean drinks C 34.95 42.7 33 23.19 3.18 0.74
G 11.76 35.29 52.94 2.44
LTl . . 2 4.04
3. I like the Korean C 76.21 15.53 8.25 29.15 0 0.60
dress code. G 47.06 29.41 23.53 3.35
LTl .14 26.21 11. .
4. 1 like Korean C 62 6 65 29.79 3.75 0.60
makeup. G 32.35 35.29 32.35 3.06
LT 44.1 . 16. .
5 Ihk.e Korean C 7 38.83 6.99 23,68 3.38 0.62
architecture. G 20.59 41.18 38.24 2.76
6. I like Korean history. C 18.93 50.49 30.58 754 2.86 0.10
G 26.47 32.35 41.18 ' 2.76 '
LT .81 . 26.21 2
7. 1 like the Korean C 39.8 33.98 6 25.10 3.23 0.79
(language). G 14.71 35.29 50.00 2.44
. T like their plots. . 10. . 4.41
8. I like their plots C 88.35 0.68 0.97 577 021
G 94.12 5.88 0.00 4.62
Tl . . 22.82 22 .94
9. I like Korean songs C 67.96 8 9 17.96 3.9 0.47
G 50.00 20.59 29.41 3.47
10. I like to travel to C 70.87 21.84 7.28 122 3.98 0.42
Korea. G 67.65 5.88 26.47 3.56
LT i 1. 15. 291 4.24
11. T like their C 81.55 5.53 9 5.08 0.12
characters. G 76.47 17.65 5.88 4.12
12. T have topics to chat C 31.07 36.89 32.04 3.03
ith famil -4.22 0.00
Wit family G 3529 3824 26.47 3.03
members.
. i . . 11 .
13.1 %1ave .'EOplCS to chat C 62.14 24.76 13 18.02 3.70 0.44
with friends. G 44.12 32.35 23.53 3.26

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St.D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. C: College students
(n=206); G: Graduate School (n=34). All the percentages and means were rounded up from the

second decimal point.
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4.4 Age

In this section, the number of the 61-or-more-year-old group (n=10) was too
small to be discussed and analyzed. Table 6 shows that the factors affecting the
preferences of the 51-60-year-old group for Korean drama series were not as varied
as those affecting the other four groups (ages of <20, 21-30, 31-40, and 41-50). The
factor “drama plots” (item 8) affected the preferences of the five groups (ages of
<20, 21-30, 31-40, 41-50, and 51-60) for Korean drama series the most (AP=
86.11%, 87.65%, 81.82%, 92.50%, and 100.00% respectively; M= 4.32, 4.38, 4.55,
4.53 and 4.62 respectively).

However, the least crucial factor affecting the four groups’ (ages of <20, 21-30,
31-40, and 41-50) preferences differed from that affecting the 51-60-year-old group.
To be more specific, the factor “Koran history” (item 6) affected the four groups’
(ages of <20, 21-30, 31-40, and 41-50) preferences for Korean drama series the least
(AP: 23.61%, 16.05%, 22.73% and 17.50% respectively: M: 2.99, 2.86, 3.18 and
2.58 respectively). Unlike the other four groups, the factor “Korean language” (item
7) affected the 51-60-year-old group the least (AP: 6.90%; M: 2.28).

Comparatively, the largest difference in the five groups’ preferences for Korean
drama series was the “Korean dress code” (item 3) (APD: 50.24%: MD: 1.24). The
least difference among the five groups was “Korean history” (item 6) (APD: 7.56%;
MD: 0.56)
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Table 6
Results of Questionnaire — Age
Item: I wa.tch Korean Age St. A/ Neutral St.D./ APD M MD
drama series because A (%) (%) D. (%) (%)
1. I like Korean delicacies. <20 66.67 26.39 6.94 3.92
21-30 65.43 22.22 12.35 3.78
31-40 68.18 18.18 13.64 26.80 3.95 0.85
41-50 67.50 22.50 10.00 3.90
51-60 41.38 31.03 27.59 3.10
2. I like Korean drinks. <20 43.06 45.83 11.11 3.51
21-30 32.10 41.98 25.93 3.12
31-40 45.45 27.27 27.27 35.11 332 1.20
41-50 27.50 45.00 27.50 2.98
51-60 10.34 34.48 55.17 2.31
3. I like the Korean dress <20 84.72 13.89 1.39 4.38
code. 21-30 81.48 11.11 7.41 4.07
31-40 77.27 13.64 9.09 50.24 4.00 1.24
41-50 62.50 20.00 17.50 3.70
51-60 34.48 37.93 27.59 3.14
4. 1 like Korean makeup. <20 63.89 26.39 9.72 3.82
21-30 69.14 22.22 8.64 3.86
31-40 59.09 18.18 22.73 38.11 3.73 0.89
41-50 42.50 40.00 17.50 3.38
51-60 31.03 34.48 34.48 2.97
5. I'like Korean architecture. <20 43.06 48.61 8.33 3.47
21-30 44.44 35.80 19.75 3.35
31-40 45.45 45.45 9.09 30.26  3.59 0.97
41-50 47.50 32.50 20.00 3.38
51-60 17.24 34.48 48.28 2.62
6. I like Korean history. <20 23.61 51.39 25.00 2.99
21-30 16.05 56.79 27.16 2.86
31-40 22.73 54.55 22.73 7.56  3.18 0.56
41-50 17.50 35.00 47.50 2.58
51-60 20.69 37.93 41.38 2.62
7. 1 like the Korean <20 45.83 36.11 18.06 3.43
(language). 21-30 45.68 33.33 20.99 3.40
31-40 54.55 31.82 13.64 47.65 3.68 1.40
41-50 17.50 37.50 45.00 2.65
51-60 6.90 37.93 55.17 2.28
8. I like their plots. <20 86.11 11.11 2.78 18.18  4.32 0.30
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21-30 87.65 11.11 1.23 4.38
31-40 81.82 18.18 0.00 4.55
41-50 92.50 7.50 0.00 4.53
51-60  100.00 0.00 0.00 4.62
9. I like Korean songs. <20 70.83 23.61 5.56 4.07
21-30 71.60 24.69 3.70 4.05
31-40 81.82 13.64 4.55 30.10 441 1.03
41-50 55.00 25.00 20.00 3.58
51-60 51.72 17.24 31.03 3.38
10. T like to travel to Korea. <20 79.17 16.67 4.17 4.10
21-30 72.84 22.22 4.94 4.09
31-40 77.27 13.64 9.09 30.89 4.32 1.18
41-50 70.00 15.00 15.00 3.85
51-60 48.28 24.14 27.59 3.14
11. I like their characters. <20 80.56 16.67 2.78 4.25
21-30 87.65 8.64 3.70 4.31
31-40 72.73 18.18 9.09 1492 418 0.21
41-50 75.00 20.00 5.00 4.10
51-60 82.76 13.79 3.45 4.24
12. T have topics to chat with <20 27.78 34.72 37.50 2.99
family members. 21-30 33.33 27.16 39.51 2.95
31-40 40.91 40.91 18.18 13.13 336 0.41
41-50 30.00 50.00 20.00 3.13
51-60 34.48 44.83 20.69 3.07
13. T have topics to chat with <20 65.28 22.22 12.50 3.76
friends. 21-30 66.67 22.22 11.11 3.79
31-40 63.64 27.27 9.09 3564 391 0.88
41-50 52.50 27.50 20.00 3.45
51-60 31.03 44.83 24.14 3.03

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St. D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. Age of <=20 (n=72), 21-
30 (n=81), 31-40 (n=22), 41-50 (n=40), and 51-60 (n=29). All the percentages and means were

rounded up from the second decimal point.
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4.5 Occupation

Table 7 shows that the factor affecting the preferences of the three groups (i.e.,
students, employment, and unemployment) for Korean drama series the most was
the same, “drama plots” (item 8) (AP: 84.40%, 90.68%, and 96.30% respectively:
M: 4.30, 4.47, and 4.74 respectively). Additionally, only 2.75% of the students
disagreed, and none of the other two groups disagreed.

On the other hand, the least key factor affecting the unemployment group’s
preferences differed from that affecting the other two groups. The factor affecting
both the students’ and the employment group’s preferences the least was “Korean
history” (item 6) (AP: 20.18% and 18.64% respectively: M: 2.91 and 2.80
respectively; the factor affecting the unemployment group the least was “Korean
drinks” (item 2) (AP: 14.81%; M: 2.30).

Comparatively, the largest different factor affecting the three groups’
preferences was “Korean delicacies” (item 1) (APD: 30.76%; MD: 0.93). The least
different factor among the three groups was “Korean history” (item 6) (APD:1.66%;
MD: 0.32), but only about 20% of the three groups tended to agree with the factor
(20.18% vs 18.64% vs. 18.52% respectively).
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Table 7
Results of Questionnaire —Occupation
Item: I watch Korean Occu- St. A/ Neutral St.D./ APD M MD
drama series because pation A (%) (%) D. (%) (%)
1. I like Korean delicacies. S 60.55 28.44 11.01 3.74
E 67.80 21.19 11.02 30.76 3.89 0.93
U 37.04 29.63 33.33 2.96
2. I like Korean drinks. S 37.61 45.87 16.51 3.32
E 30.51 40.68 28.81 22.80 3.06 1.02
U 14.81 25.93 59.26 2.30
3. I like the Korean dress S 80.73 11.93 7.34 4.17
code. E 68.64 20.34 11.02 25.17 3.85 0.65
U 55.56 22.22 22.22 3.52
4. I like Korean makeup. S 64.22 24.77 11.01 3.80
E 55.08 27.97 16.95 2348 3.58 0.58
U 40.74 33.33 25.93 3.22
5. I like Korean S 43.12 43.12 13.76 3.39
architecture. E 41.53 38.14 20.34 20.90 3.31 0.58
U 22.22 33.33 44.44 2.81
6. I like Korean history. S 20.18 50.46 29.36 2.91
E 18.64 50.00 31.36 1.66 2.80 0.32
U 18.52 29.63 51.85 2.59
7. I like the Korean S 44.95 30.28 24.77 3.34
(language). E 30.51 4153 2797 2273 3.04 0.82
U 22.22 18.52 59.26 2.52
8. I like their plots. S 84.40 12.84 2.75 4.30
E 90.68 9.32 0.00 11.90 4.47 0.44
U 96.30 3.70 0.00 4.74
9. I like Korean songs. S 69.72 22.94 7.34 4.00
E 65.25 22.88 11.86 21.57 3.87 0.67
U 48.15 18.52 33.33 3.33
10. I like to travel to S 77.98 14.68 7.34 4.02
Korea. E 67.80 20.34 11.86 26.13  3.92 0.46
U 51.85 33.33 14.81 3.56
11. I like their characters. S 81.65 14.68 3.67 4.21
E 78.81 16.10 5.08 6.38 4.20 0.02
U 85.19 11.11 3.70 4.22
12. T have topics to chat S 32.11 30.28 37.61 3.05
with family members. E 33.05 4153  25.42 7,12 310  0.36
U 25.93 44.44 29.63 2.74
13. T have topics to chat S 61.47 25.69 12.84 3.69
with friends. E 60.17 25.42 14.41 28.14  3.69 0.69
U 33.33 44.44 22.22 3.00

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St.D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. S: Student (n=109); E:
Employment (n=118); U: Unemployment (n=27). All the percentages and means were rounded

up from the second decimal point.
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4.6 Dub-Subtitle Type (DST) of Korean Drama Series

The number of the group who watched Korean drama series with Korean dub
and Chinese subtitles (KKC group=14) was too small to be discussed and compared
in this section. In Table 8, the KCC group was the participants who watched Korean
drama series with Chinese dub and subtitles; The KCC or KKC) groups were the
participants who watched Korean drama series with Chinese dub and subtitles (KCC)
and Korean drama series with Korean dub and Chinese subtitles (KKC).

According to Table 8, the most important factor affecting the two groups’
preferences was the same, and so was the least important factor. To be more specific,
the factor “drama plots” (item 8) affected both the KCC group and the Both group
the most (AP: 90.24% and 80.00% respectively; M: 4.44 and 4.34 respectively); the
factor “Korean history” (item 6) affected the two groups the least (AP: 19.02% and
20.00% respectively; M: 2.81 and 2.91 respectively).

Comparatively, the largest different factor affecting the two groups’ (KCC and
Both) preferences for Korean drama series was “having topics to chat with friends”
(item 13) (APD: 21.95%; MD: 0.33. The least different factor affecting the two
groups’ preferences was “Korean drinks” (item 2) (APD: 0.70%.; MD: 0.14).

Table 8
Results of Questionnaire —Dub-Subtitle Type (DST) of Korean Drama Series
Item: I wa.tch Korean DST St. A/ Neutral St.D./ APD M MD
drama series because A (%) (%) D. (%) (%)
1. I like Korean KCC 60.00 25.85 14.15 571 3.71 012
delicacies. Both 65.71 22.86 11.43 3.83
2. I like Korean drinks. KCC 30.73 43.90 25.37 0.70 3.11 0.14
Both 31.43 37.14 31.43 2.97
3. I like the Korean dress KCC 73.17 16.59 10.24 4.60 3.98 0.18
code. Both 68.57 20.00 11.43 3.80
4. I like Korean makeup. KCC 57.07 27.80 15.12 278 3.64 0.17
Both 54.29 28.57 17.14 3.57
5. I like Korean KCC 39.02 40.98 20.00 0,55 3.29 017
architecture. Both 48.57 37.14 14.29 3.46
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6. I like Korean history. KCC 19.02 48.29 32.68 0.98 2.81 0.10
Both 20.00 51.43 28.57 291

7. 1like the Korean KCC 38.05 32.68 29.27 6.62 3.17 0.20
(language). Both 31.43 37.14 31.43 2.97

8. I like their plots. KCC 90.24 8.78 0.98 1024 4.44 0.10
Both 80.00 17.14 2.86 4.34

9. I like Korean songs. KCC 67.32 21.46 11.22 161 3.93 0.07
Both 65.71 22.86 11.43 3.86

10. I like to travel to KCC 71.22 19.51 9.27 8.36 3.97 0.98

Korea. Both 62.86 22.86 14.29 ' 3.69 '

11. I like their characters. ~ KCC 83.41 12.20 4.39 9.12 4.28 0.19
Both 74.29 22.86 2.86 4.09

12. T have topics to chat KCC 30.73 37.56 31.71 1213 3.01 2030
with family members. ~ Both 42.86 34.29 22.86 3.31

13. T have topics to chat KCC 61.95 24.39 13.66 21.95 3.70 0.33
with friends. Both 40.00 45.71 14.29 3.37

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St.D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. KCC: Korean drama
series with Chinese dub and subtitles (n=205); Both: KCC+ KKC (Korean drama series with
Korean dub and Chinese subtitles) (n=35). All the percentages and means were rounded up

from the second decimal point.

4.7 Residence

Only three participants lived in Eastern Taiwan, and only one lived on an
outlying island, so these two groups were not discussed and compared in this section.
In Table 9, PNT means the participants living in Northern Taiwan, PCT means those
in Central Taiwan, and PST means those living in Southern Taiwan.

According to Table 9, the most crucial factor affecting the three groups’
preferences for Korean drama series was the same, and so was the least crucial factor.
To be more specific, the factor “drama plots™ (item 8) affected the three groups’
(PNT, PCT, and PST) preferences for Korean drama series the most (AP: 92.98%,
92.55%, and 82.83%, respectively: M: 4.49, 4.44, and 4.38 respectively).
Additionally, the factor “Korean history” (item 6) affected the three groups’
preferences the least (AP: 14.04%, 22.34%, and 19.19%, respectively; M: 2.54, 2.96,
and 2.86, respectively).
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Comparatively, the largest different factor affecting the three groups’
preferences for Korean drama series was “Korean (language)” (item 7) (APD:
24.74%; MD: 0.60. The least different factor among the three groups was “Korean
makeup” (item 4) (APD: 5.21%; MD: 0.19).

Table 9

Results of Questionnaire —Residence
Item: I watch Korean  Reside  St. A/ Neutral St. D./D. APD M MD

drama series because nce A (%) (%) (%) (%)

1. I like Korean PNT 52.63 28.07 15.79 3.51

delicacies. PCT 63.83 24.47 11.70 12.02 3.78 0.33
PST 64.65 24.24 11.11 3.84

2. I like Korean PNT 33.33 31.58 26.32 2.96

drinks. PCT 35.11 42.55 22.34 5.82 3.26 0.30
PST 29.29 45.45 25.25 3.04

3. I like the Korean PNT 71.93 10.53 28.07 3.91

dress code. PCT 76.60 14.89 8.51 7.91 3.99 0.08
PST 68.69 22.22 9.09 3.93

4. 1 like Korean PNT 54.39 21.05 19.30 3.51

makeup. PCT 57.45 30.85 11.70 5.21 3.66 0.19
PST 59.60 27.27 13.13 3.70

5. I like Korean PNT 29.82 40.35 31.58 3.09

architecture. PCT 45.74 37.23 17.02 15.92 3.36 0.27
PST 40.40 42.42 17.17 3.35

6. I like Korean PNT 14.04 40.35 36.84 2.54

history. PCT 22.34 52.13 25.53 8.30 2.96 0.42
PST 19.19 48.48 32.32 2.86

7. 1 like the Korean PNT 26.32 36.84 36.84 2.86

(language). PCT 51.06 27.66 21.28 24.74 3.46 0.60
PST 28.28 39.39 32.32 2.98

8. I like their plots. PNT 92.98 7.02 15.79 4.49
PCT 92.55 6.38 1.06 10.15 4.44 0.11
PST 82.83 15.15 2.02 4.38

9. I like Korean PNT 63.16 19.30 15.79 3.81

songs. PCT 71.28 22.34 6.38 10.67 3.99 0.18
PST 60.61 25.25 14.14 3.82

10. I like to travel to PNT 68.42 19.30 12.28 3.84 0.1

Korea. PCT 79.79 14.89 5.32 17.16 4.05
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PST 62.63 24.24 13.13 3.87

11. I like their PNT 85.96 12.28 3.51 4.42

characters. PCT 86.17 12.77 1.06 12.43 4.29 0.36
PST 73.74 18.18 8.08 4.06

12. I have topics to PNT 43.86 29.82 19.30 3.23

chat with family PCT 27.66 36.17 36.17 16.20 2.97 0.26

members. PST 29.29 42.42 28.28 3.02

13. I have topics to PNT 63.16 28.07 14.04 3.72

chat with friends. PCT 64.89 21.28 13.83 15.40 3.72 0.21
PST 49.49 33.33 17.17 3.51

Note. St. A: Strongly Agree (5); A: Agree (4); Neutral (3); D: Disagree (2); St.D: Strongly disagree
(1). APD: Agreement Percentage Difference; MD: Mean Difference. Participants living in
Northern Taiwan (PNT=57), those in Central Taiwan (PCT=94), and those in Southern Taiwan

(PST=99). All the percentages and means were rounded up from the second decimal point.

Conclusion

The current study aimed to investigate the popularity of Korean drama series among
Taiwanese people. Appendix A shows the major findings of the current study as follows:

The top three crucial factors affecting Taiwanese people’s preferences for Korean
drama series were “drama plots,” “Korean characters,” and then “Korean dress code.” The
first two key factors, “drama plots” and “Korean characters,” in the current study echoed
the results off§/Chen’s (2004) andfljl/Liu’s study (2015). The least crucial factor affecting
Taiwanese people’s preferences was “Korean history,” which is incompatible with one result
in [#/Chen’s (2004) study indicating “Korean history” was one feature of Korean drama
series appreciated by Taiwanese people.

The most crucial factor affecting males’ and females’ preferences was “drama plots;”
the least crucial factor affecting the two groups was “Korean makeup” and “Korean history”
respectively. The largest factor affecting these two groups’ preferences was ‘“Korean
makeup”; the least different one was “Korean drinks.” In particular, the result that the
preferences for Korean drama series made more females (AP=72.06%; M=3.98) like to
travel to Korea than males (AP=64.00%; M= 3.70) can echo the fact that the number of
Western female tourists taking trips to Korea from 2010 to 2019 was highly above that of
male tourists (H fA#/Liberty Times Net, 2022).
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The most key factor affecting the two groups (i.e., college students and graduate
students) was “drama plots;” the least crucial factor for college and graduate students’
preferences were different, with “Korean history” for the former and “Korean drinks” for
the latter. Additionally, the largest different factor affecting the two groups was “Korean
makeup,” and the least different one was “traveling to Korea.”

The most crucial factor affecting the five age groups’ preferences was “drama plots.”
The least principal factor for the 51-60-year-old group’s preferences was “Korean
(language),” but the least crucial factor for the other four groups’ was “Korean history.” In
addition, the largest different factor affecting the five groups’ preferences was the “Korean
dress code,” and the least different one was “Korean history.” The 51-60-year-old group
only cared about drama plots and characters; they did not care about the other factors too
much.

The most key factor affecting the three occupation groups’ preferences was “the drama
plot;” the least key factor affecting the unemployment group’s preferences was “Korean
drinks,” while the least important factor affecting the other two groups was “Korean
history.” The largest factor affecting their preferences was “Korean delicacies”; the least
different one was “Korean history.” Like the 51-60 group, the unemployed only cared about
drama plots and characters; they did not care about the other factors too much.

The most crucial factor affecting the two DST groups’ preferences was “drama plots,”
the least crucial factor was “Korean history.” In addition, the largest factor affecting the two
groups’ preferences was “having topics to chat with friends,” and the least different one was
“Korean drinks.”

The most important factor affecting the preferences of the three groups (PNT, PCT,
and PST) was “drama plots;” the least important factor was “Korean history.” Additionally,
the largest different factor affecting the three groups’ preferences was “Korean (language),”
and the least different one was “Korean makeup.”

All the participants were recruited based on convenience sampling. Thus, the results
of the current study cannot be generalizable to other Taiwanese people like those of Eastern
Taiwan and the outlying islands. Also, the ratios of some groups to others in the current
study were not even, such as gender and dub-subtitle type of Korean drama series, which

may skew the results. As such, future studies can make such imbalanced ratios even to get
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much more complete results. On the other hand, the current study focused on the popularity
of Korean drama series only, and the Korean leading status does not count on merely Korean
drama series, so the factors of other entertainment like music, movies, and variety shows
among Taiwanese people can be taken into consideration in future studies. Moreover, to
claim participants’ demographic differences, such as gender differences, the researchers can
do the statistical tests by conducting a T-test or One-Way ANOVA and then provide #-values
to make the claims stronger and more interesting in their future studies.

Korean drama series catch the audience’s eye with exquisite plots, attractive actors,
etc. Unlike the plots of Korean drama series, Taiwanese drama plots are lacking in innovation
(BUEREEERE/College of Commerce National Chengchi University(CCNCU), 2014).
Compared with Korean actors with specialized management companies, Taiwanese actors
are not equipped well with abundant resources and training (EU&AKZERGEE[7Z/CCNCU,
2014). Most importantly, the Korean government has put money and effort into Korean
drama series to make their cultures, customs, features, etc., popular around the world and
thereby attract increasingly foreign tourists (BA KEpE[E/CCNCU, 2014; 75/Yung,
2018). For example, with financial assistance from the Korean government, the directors
could create high-quality work based on high expenditure (& AKEEpEE[7%/CCNCU,
2014). Taiwanese drama series were trending from the 1980s to the 2000s and were once at
the forefront in Mainland China and even in Asia (& /&8 155/ Taiwanese drama series,
n.d.). It was 2008, the golden time when the number of Taiwanese drama series reached a
record high. Unfortunately, after 2008, the industry of Taiwanese drama series dropped off
because of a shortage of funds and a severe brain drain (588157 &l/Taiwanese drama
series, n.d.). As such, the Taiwanese government can put money and effort into Taiwanese
drama series and other entertainment to make them as popular as before by training and
cultivating superb directors, screenwriters, actors, etc. With the support and sponsorship of
the Taiwan government, Taiwanese lifestyles, values, cuisine, etc., would be seen and loved
in Asia and even the world, which can effectively help Taiwan facilitate its country’s

visibility. Concisely, if Korea can, then Taiwan can, too.
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A Case Study of Taiwanese People’s Preferences for Korean Drama Seriess

Appendix A
Summary of Factors Affecting Taiwanese People
Factor
Participants Most Least Largest Least
important important different (APD) different (APD)
Entire Drama plots  Korean history X X
Gender M Drama plots  Korean Korean makeup Korean drinks
makeup
F Korean history
Educational C Drama plots  Korean history Korean makeup Traveling to
status G Korean drinks Korea
Age <20 Drama plots  Korean history Korean dress code Korean history
21-30
31-40
41-50
51-60 Korean
language
Occupation S Drama plots  Korean history Korean delicacies  Korean history
E
U Korean drinks
Dub-Subtitle KCC  Drama plots  Korean history having topics to Korean drinks
Type (DST)  Both chat with friends
Residence PNT  Drama plots Korean history Korean language  Korean makeup
PCT
PST
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TR RAERN BE kT RE B CBHFFFU(RISFE)2 L
Ay ghdei @ P DT HREL 0 ART R L LY BicR o
Q) #¥3 BEME—T LA 51D 60 fin s L —REE ] nFE LB A
Bib e TiRMET Q) #2008 BEM—F 7 4 vl £ 08— R EE ] o
R ARG 0 (4) T EM A 52 SSLRNT S Ay
F42 ABA L PEE T F L THREL 2 @R UK T
EfrFRARRSMA X2 T4 R ARy NRA R T 2IRDR LR -
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WE-E R AHERR (TR B R A SRS - JHEIT R RN B » ANETHEL BT
HE TS EER SRR 8 A ES RN E SR - BlLEIRT - RS e &
FE SRR BT AR Y EE BRI - SR A SR B SR AR B p SE AR AES « T BRI 22
Eh R ER e T IR s TS R BT AR AR 25 A F 22 P THISAY R L - THE
R T B4R A MRS & - (IR EEN - 2 A% EHH ALY AR
B AR TR BT AR A T E R R S8 E, - (NI - 17 bz SRR AU Y BH gy
2] ARG et RN A SR SRR b B LA B4R - st
P& B (Rl EPRTBILR [E] IR - 2014) » FREHE—P RS ~ J7ANAR L EHE - Mk
ot BB E TRYE (holistic design) (Patricio et al. » 2018)F1 Z 40 B HME &R ELE 15T
FUG T AT e 775 (soft systems methodology).” AWE RS - Rz Y =
J& Z= 5 A\ CFE R e S B Ay &7 55 [ @8 (wicked Problems) (Buchanan > 1992 ; Head &
Alford » 2015) - SATTT SNBSS 17 PR A S MRS 2 MR VT 5 S 37

(Van der Bijl-Brouwer - 2017) - iEfE#EFEM#E 0 TR S T A 25 EHE R
HIIR 5 E%ET )7 74 (Fernandes et al. » 2020) » $RZ &7 AR A 8 #E V- HY S R E
st SEEHIEMEESE o (H ek =R B e et )T AR S T SR b
SIS - RILACEHZE 5 EWHBE— B8 T A Z 90 S AR B S sk
S UTARC RIS e a A » MRS S e T B P A e T R e B 38
191 A B 5 R P P B L A o L {IE] ZE B S Y BT T L 8 TE 2017 B i 9T (modified
action research)(Lee » 2015) » B[l " &8 3% 5t #{THF 22 | (research through design)
(Frayling > 1994 ; Zimmerman et al. » 2007) °

= BEMARS T ARG A Z AlFEE TR

(—) IRFSRIFERFTE MR
Peter Drucker (2001)#55¢: " {E(T4HE - SRR - LB EEL BT
RETT > BIERT Sy - SHRERIHTHY SR b BAR R (SRR B MEIEE) - (HIR S TTIGHY
AHERE M L5 M (S P S AR s by — TR R MRV & - (AL - B STRITEY S
12~ BHARTHYITE KAPHAIZ OGBS BLEET - B SER ATR R AV B RERE
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(Bessant » 2003) - Al & —TH KA HISEE RO 2 o ~ Wik ~ BrdeE T = s
ZH&RY7EFE (Bruce & Bessant » 2002 ; Uden & Naaranoja > 2011) < ZREIHr @2 AIZEA]
BHAEMHEER - JCHBIENWNE S %7 % 52 H Al ¥ F B Y% & (Stamm >
2003) o [fissatHEHY BT ~ JIS0ARIEL AR e st AR ARk BB
fZ(Calaviaetal. » 2021 ; Rauthetal. » 2010) - FEt AN ELEAIEAEYE » 29T
AR ET 75 (design thinking){F i SE S8R SIS E F 35 2 2 JF R 2 —(Ceviker-Cinar et
al. » 2017 ; Cruickshank & Evans > 2012 ; Reddy & Reddy > 2023) - 5% =128 F2 5] HF
R R ETTZE 2 Al B8 E (LAY 2812 (Hummels & Frens » 2008) » el 225
Bruce et al.(1990)E B " AROHHEEH R EA B E LK ARIET 2 B, -
It T ET SRR 2R EAET - MsE T2 B HYHE T (carrier)(Lee » 2015) -

WWF o S BH (product innovation) 5 2 7 Al (process innovation)” B &f2 47
FrEm Y o RAZFERIHT < B AR FOE TR AR SRR Tt » T2 Bl 8 2
REAEE ah 2= B B35 54 ) (Martinez-Ros > 2000) » ZA1M > 57282 E 3 56 i EAAE e Al
HAE AR EEE P HE 2% HE H O AH 2 (Feniser et al. » 2019 ; Hullova et al. »
2016 ; Martinez-Ros » 2000) ° 75 Bl 22 FLae R B sl seat AR A 2 AL RIS |
FEm AT Z U (Calavia et al. » 2021) > LHEAWIFEIERB G T Z BRI A
B oAV B RS MR S I 2 AN E B B AR - BT n it I AR AR
et NE ERP Eaatiale - HESREHE E(E 2% H 2 2 ) (Bitner et al.
2015) = FEHTE fnake TR A T (E B S B 1 S5 AT - RIS & B m
2 [ 1% R4S A P Bh %5 (McDonagh et al. » 2002) = Kim et al.(2010) B SR& &
HeEmERINEERLK » Aime ARG Kim et al. » 2010 ; Parniangtong &
Parniangtong > 2017)2Z £ 2% (Kusumadewi & Karyono » 2019) A 5] 2 481 B4R -
#F 2B 9EE RS Rl B A SR BLLURGHT 2 u b 38 B LA [ RI Ry 5228 7 (Akter
et al. » 2023 ; Carbonell et al. > 2009 ; Chen et al. > 2016 ; Melton & Hartline » 2010)
Chaniago( 2021) 5 #E—F 583 AR B AT MEMTTHH RIS EEE ~ FIsREH 2 E A LUK
(e HEH SRR (R UIAERR - A AE R b SR IR B AR AR - & RS A
%5 EREDE A R LUNEHEE TR K - BERBIRE DR r] LA A EHY
BEEER - FRHEE IR A AV 825 (Chaniago » 2021 ;5 Shelton » 2009) - [E5) - il
BRI n] DU T P S BE A I 11T 7 AR = B YU 25 (Seesaiprai » 2016 5
Mohtasham et al. > 2017) °
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BB R EA R (RS RE B ER 2 MEEEENE - BoUERE S
PR e R v SE RE SR M B B R AR I IR _E Y S (Noble & Kumar > 2008) » &2 {#H]
B bR - BAEHELSITIIEE - 572 CAlrEm e TR e B -
AMERETENRGHY - HAESEFAE R IR B E I T3 RN - R Saat B A
b - HE2/5 8 (holistic thinking).Z A& 75 By~ A5 H145 FUAL Mg I IE I 15 - A 5
(FFZEHEL > 2022) » BTS2 - IR AT AN A SRR IR RS 2 B B % (Chen
etal. » 2016) » {EBEFHFUAVCRIESRE TS T (iR aaT AR =Rk aTE
2 B SRl A R — (R T EGER A SRS - KA B CR Rt BB B oR 2
andd o PSR INSE 2 Hom e ftis (U B FRo KA 5 % -

(Z) IR¥ZERETTSA

TR » BB M B Y 2 o P I O A AR 5 G Bl - MR = YR HE - IRsass
J A AR S e TR T 1551 B 2 EE R (Ceccaceci et al. » 2017 ; Richardson » 2010) °
M %5 5% 51 5 7% 58 3 %& 4% 7E (holistic) ~ 5 <H I (multidisciplinary) 1 & & £
(integrative)(Moritz > 2005 ; fa[EFHFELR[EIE » 2014) o MHEA#E Z B F R E SR ST
Haaeat I705 - IBseET A 1B B T B A A RIS A v i " B R
{5 P IR AT B RE A s RS B T Y AR s ek LB B B s e R o (B E ~ S 7 en el
% (Musulin & Strahonja » 2023 ; Vargo & Lusch » 2004) - 3 A MM S » FE
e T Y- BARE B s i S R P B RS B IR s 3 a T U775 B BE R At 3 A% 17 A
BRI - RIS B TR B R R an'Rres - FIRHEHEE s (255
2022) o EERAVIEZCAE IS B B S | B RGP & FR SR AR o - R Es
BlERBAE FatEAlE — BRI AG5(Leung & Kwang » 2009) -

HEPAAR et I T S B BRI - (R B L - SRR B FUEE N R
3 e Hh s 1 iE B B 0 HL 4608 5L B 25 O B 58 1Y iR % st U7 5 B B B (Allves &
Jardim > 2013 ; Kwon ert al. » 2021 ; Lin et al. » 2011) » 40 A %7 5E (persona)
(Cooper > 1999 ; Pruitt & Adlin > 2010) ~ #Z5EIA £ (scenario) (Campbell > 1992) ~ EA
% ik F2 H#b [B] (customer journey map) (Stickdorn et al. » 2018) i i %5 B% [&] (service
blueprint) (Bitner et al. - 2008)% - 1= VUFEAR Fawat /A48 CER I & B AR 0 B
8% > HERFRAR OB AR - PI0 AYIEER 8 68 R EIEL LM - B
KIEZEENAEEZ IRGEEZ » BRRIEHE 2% 0 R s S A BB B 451
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{EHfE B 4L ERERH(Stickdorn et al. » 2018) » (i i BE B R B aa & 23k
TEUMRI B T BN - SRE IEE 7 M AR 5 R B AR HR Y B 5 1 (Parasuraman et al -
1985 ; Stickdorn et al. » 2018) = Morelli (2006 ) 58 » Al IR EEIEL T
EREAFEINEERE - EERERT TREZSE N HE R DI E
TV ITIESS BRI 44 T HY 2B § DT AT BRI R4 IB R - BRss i
O~ AT IS BN AT E TR TR K DU B FNAH 45 5 3)IR AT
UL IR E R T AL 2SR B R AV - SfEER T - SRR
fIF51 o DL EPUERR B Rt A& BT A i s Sl 7 A A ERAERE > 1F
FEest ol BB REE R - EERPHEICEA - MEREEL O RIR
> HAFEMorelli (2006 ) f2HH Y = KAk Faeat HEE - $&8ESURERE1% - AH9EE
HEO VOB RS et 7 A BERR 24807 72 am DRI A S 5 TS Y R B T - BEEE
tHVURERR Bt TH - DU ST At B e L B T = -

1. A¥pa&(persona)

NPEETT A — TR LA Al & By fa(user-centred) A R B8 AR 50 - EHH]
e 25 E B AR B & R (8 R 15 5 sdG s ( Cooper > 1999 & Pruitt & Adlin
2010) ([E1) - Alan Cooperfit 19834 & TIEH AV e AR A EREIE A Ea T B2
o B% IR SRR IR R EE b (hypothetical product ) Bi{s & Z iRy i
B H &l > [KthAlan Cooper#é g H DU FE [ B0y (user empathy ) FofZ O HY AVIEERS
57k - HFEI19994F » fiifE 7 E ( The Inmates Are Running the Asylum) 1 FEHEH
NVsEEEahE - Bt AVIEE A I Ba S B B s (R 2 oK~ 18
BT R LU T B RIZ A EI R - BERAT A [FAYERE s 52502 A (Grudin &
Pruitt » 2002 ; Guo et al. > 2011 ; Miaskiewicz & Kozar > 2011 ; Pruitt & Adlin °
2010) » JCHAFRR B st AR A AR it 28 frg B fE i (Gonzalez de Heredia
etal. » 2018 ; Maier & Thalmann > 2010 ; Nielsen & Storgaard Hansen > 2014) o
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PERSONA

Morena Rivera

Morena is just that friendly mother next door. She has
36 £ Accountant at raﬁwa,y company a secure job at the national railway company. Together
with her husband Marco, she earns a monthly income of
5,000 after tax. Marco loves the outdoors, so whenever
possible, the couple takes long hiking tours with Josh,
their nine-year-old son. Morena is not very interested

Married, 1 son Spanish
! . in technology, she wants things to just work.

“Relaxing on my couch ...watching TV all
night is sometimes just what I need.”

=
20,000 4% 3 377

1~ AWEET5 3 45{5](Stickdorn et al. » 2018)

NPt X s 2 o R AL (user archetypes) (Sinha - 2003) » 2 a8 4
VB B IRR R P B — M [ A (AT ST HFBLOR [E] 1F - 2014) « ERHERETT R
B E R ARl A S AP e o FEI R ET AL ~ HIEA RS
5e - WA B ST E Bl (Hanington & Martin » 2019) « ‘EHVAE IR LU EE] T HY
IS (character description ) » [EHFTELES 71788 Y FIEFEZE (user profiles )
J37% (Sinha » 2003) - JEAIEAYIEEA GRS - MVAFREZ BRI HZE RN - M
FmES ENEE - EESEAYEEUPAERE—NEHEAG  HEE L B
AERE—ERPAVEHRS - ML E A OAVEE - X H AT RER R 2 i VB E
JHE# (Hollon » 2008 ) ° fE&%aTAUAE HE M AWeE o] DU Bl oo s s TAlRs 5 FR B
tl WA B S ER R AR RS SRR =4 - I n U A PR R 22 B B
HIEFE (Pruitt & Adlin » 2010) - (Rl - APresal & —fagm iz » s LAEE
Bliaathl ~ b ERR - o B S R B R A T H AR CE B RE T - iR
HES - M BE B AER SRR - 1T AHE - 55 - RSN R 7=k
{Tagatise - (2 Ryakati@iE 2 —# 73 (Cooper @ 1999) - 5541 » BN AVIRERYA]
TR [FIHYELRE - Cooper(1999)/d i EAL N B FIERZEH E M U774 » A ahii
FHE ARG - bR (E R & EYRE K 5 M Grudin & Pruitt(2002)H1 E55&
HHATRMEE R DR 2 AV A - A T EEEE(LE RS
EEUER - B E T AVEEHIRIETT A se TR RS e T E L R~ FRoREAR TR
FERZETHHE -
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2. IEE B A% (storyboard & scenario)

WERBIA RS — A FREERFE Y] > SRR s B F (action) K EEE
F&(fragmentary ) —fia%at /574 (Campbell » 1992) (1&]2) - E{E 5 7ALIERT ELE
axa T 0 H TR U P s 25 ass TAH BA 4k (Kankainen et al. » 2012 5 Peng
& Martens > 2018 ; Rodda etal. » 2022 ; Terken etal. » 2015 ; Truong et al. » 2006) ° #{
BRAEEA DA Ry v R — #7725 (Lai et al. » 2010) » FEEEE ]
HEABEEEAE - DGR 2R A - FIARRERGTEHREt R R A BLE
oo Z IV A R A o AR AMIERME: D) ERRIEFEE —EEE - 81ERE
> )L (narrative) ¥ 5 #ET T A T2 B i (Campbell » 1992) » HrEEEIA
ARSI AR TR YR T T A1 2 TR AV E(Van der Lelie - 2006) » ©A B
e AR BB E - JRa] DU E B TG R B a R « SR B AR S ] 8 A i
HIEEFIES - HIERZRBARERIA ~ B - it - MEEEZ BAHEER - FEH
B R DU (R 2R AL PRI - 2011) -

e spsiem.

A

2~ IS EIATEHES](Morovidn > 2019)

B (199 E PRI R RI AR NE F R s TRt 8 R S (st 7 7A A A ME
B ESISCERREE AR K TR SRR - AN EEEAEFRK - 2) Tt
R FHASREERER] - R R AR T TBHE SRR - A B (EBH SR - )3 il
B IEA BB EE A BRI ERRRRRAAE © 4) A EFIR ABS T HIFE S - 28T RIA
EZBRENIERE RN ERAE - BIEHYRAK TR S 4 FARRITHNIMER AL - SGatEEAE
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vl R E BRI e B A aN T - (6 PSSR B A AR TR R 2AE 28 7 AR B S an Y 7
% o NIE > R AERILEE e RV AR B - DI EIR A e @ Eays
EBURIREE - DU R E A R IR TR BB E A8 2 =156 - BIEERR$5(Michailidou
etal. » 2013) -

3. BEAZ e F2 #h B (customer journey map)

A AR [ 2 — A R R A AR 55 A2 ARG B B A LRI AR et U774 - B
(G Ly 5 = 2 BRI o B A5 Y EE ARG K BN =X RIS S b e A {1 o
M2 HYIESE ~ 1T R HIEZ (Lallemand et al. > 2022)([&3) - BHE SFEM & [FIRF 2 —
TGt E o DL A A A R IR AR R A I s ~ AEdn - TEASER SR LRGSR
T SR AR S8 i () 45— {25 B(Richardson - 2010) [t 77740 EZLIREAE T AE Fsik
5 i A g R AE TR BRI I & 48 5R &kl (Stickdorn et al. » 2018) - [F]RFRES (R #E
SHER N ED B T E RS B ay B AR B[] B0 - B 2 3 AR SRS (Lallemand et al. »
2022) - EHEGRAE L lE < (B REAERY  D)im AR IR B ER L e e 2 e TR B T S v St
77 2 R EERGRERNEIRR - 3)e BB T80 B T SUER A R
FEZAERE o 4)BEHE 2 FR IR AE o3 AR 75 (Richardson » 2010) » Rosenbaum et al.(2017)
5 R A A2 ] o LAY TR N B & A VB IRAVEGS - AT A BB S A
5¢ LU B m] A THY SRS S B0 U R Rk = (5 e i - e TR iR,
[ P S Y P Al A R T B e B A0 - (HiBE AR E T 2R - & D
F (who) jz HLAF AL » AT e 2 (E B R IR BSHY N & 2) IR B HY AV E (what) i1 H H /Y
(why) > B2 6 I R 2 R A BB % ¢ 3) Ry fiE] df (timeline) B[S B2 (stage) © 4)TTE)
(action) ; 5)f% & (emotion) : 6)+%fif i (touchpoint) - & 7 EL 2 (1Ll 75 A 2 g Y A 2K
P+ e i (description & reflection) > BE AR HYTT Ry B4 S RER R B
(22255 5 2022) »

72



A% BT T SRR ks T AT 7 < T P B AT

CUSTOMER JOURNEY MAP THROUGH "RED & WHITE”
This journey map documents the experience of an iregular shopper
| " at the Red & White Gracery Store in Habersham Village.
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3~ BAFRIEEA(Smith > 2012)

N EEE KRR E 5 A B B &30 2 558 (Lallemand et al. » 2022 ; Richardson »

2010) » {15 5 AR [B] 481 0 #5 E> H fE F (Berendes et al. » 2018 ; Ceccacci et
al. » 2017 ; Crosier & Handford - 2012 ; Lane et al. > 2016 ; Ludwiczak > 2021 ;

Richardson » 2010) = %01 » {F3#7 7 dubd 3 SH I B LB RS BR T R R B E B HIRA
i B AR i A R A0 B B SRR A A e i EA - (e R KSR EE mE
o EBTAE T R B e B e MR % > DL R At M HA S B (58 FH & 4G B
(Ceccacci et al. » 2017) » &A1 SRR P20 O 2 dmass T8 R] B 2 AR % M 255
T8 - SH—EHEPIEEEER ARG FTORE L E - BRI E DA % 0y
JI AR R TE S TR KRR T A S LA - REAHE S R BB B 5 (Lane et
al. » 2016) - iE{# TEE EHE R A A TEERF VA B TEEEN TR - 25
INTBIRFS 2 G W S B —f A 2 EL B (Crosier & Handford » 2012 5 Ludwiczak >

2021) - 487 - EFRIEH E A EZ BRI RERER T HEEBEERY: - BEI77AAD
J2 5 | SEAH AR 7] BE DA B0 LY T 7E 2R » Ll i B R ET B LAV R AR -

4, R 5EE Bl (service blueprint)

k%5 85 ] 2 — (I RES A B IR e R MR R B A (2 L 2 B IR et ik
(Bitner et al. » 2008)([&]4) - H T2 AL N BB st & 2 F RSl g gh T8l
HAE o IEEIL AT IR IS e B AR TR A AR 56 1 (Parasuraman et al » 1985 ; Stickdorn et
al. » 2018) o FRFSHYMAZELSERE M B AR ~ BARN > AN EEEah DR =
R EL S HH LR SR T P S R A RAS V(U2 » Shostack A 198747472 H R 75 B2 [ HY
Ee o MR ke IS E SRR Y T4 - A D SR B R il sk i AOR A2 e
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BN PR NSEHF =

BRRED ~ IHFF ~ BEMR RARHENE - 8 RGBS AE EAHERN - (1SRG E
T2 et o fE) A G SR L B A SE 4R 5 (Shostack > 1987) » [HATHAREAE HERE &
FAF B R Bl EE Cag ] HoE P e ssasa T < B (Bitner et al. » 2008 5 Hossain et
al. > 2017 ; Ostrom et al. » 2011 ; Radnor et al. » 2014 ; Young et al. > 2020) o

Service Blueprint of Presby Neuro Clinic

PHYSICAL
EVIDENCE

4 ~ AR EEE FEi 5 (Cliver et al. » 2007)

EHRRR RAZHNE AR [E] - M BE B 2 T B e B Bt 4 R s (R 287 - B
TS EEE S v 3 s A SV AERE - NE IR Bad s Y RS B = 177 B £ SE AR IR %S
s et P B E S E B AR 5 s A A B HG 22 5 (Hossain et al. » 2017 5 Pretlow &
Sobel » 2015) o A5 EEEIHY 122 H L2 P IR PR b5 B AR s 432 ¥ 2 el BV 2 AR
FAEEREE - MRS RGFTAE AR 2RSS (Hossainetal. » 2017) -«
AR EE B R B U ~ Rl B lm bl 1% Gl A EVEENE IR - REREEER - AEREEE
1T R BRI S IR A\ BEIRESENE - B =R O B4 PR Eie e > WS PR
Y PREE e B FEEBNIAZEF (Holdford » 2019 5 Shostack » 1987) ([&]5):
D). s A\ BELEIERY " B E14 ) (line of interaction ) * EPRRAE B A E -
2). By T ElEER ) (line of visibility ) @ /AR A BRI ELELR & A B
HIBR TSR i > RIS PTME S > o r] AR RAVE -
3). REAE " AEAHIE  (line of internal interaction) : FMARE AN BHHF
AR LR S Ak 5 2 f o
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AR RIGET TSRl amas s T« AT 7w < T FH B AT

smm

BEiESY
BEIE

=TS
Fens

T
AB#

TR
weiE =
ABTE h

REEHE
mEES
e RS
SR

5~ A L I DA = (PR BB {5L o - ZEA% % (Shostack > 1987)

Ak 75 5 [ o A 75 V5 Eh oy VU K & SR B T BB E R EE - siekBEAETT
Ry~ GIRFANEITR - NEUEEIBLIINE S © milisfEsstg - ZMe o pm it sih
R e BB AR TS DUREA T R R RRIGE - TR (ERE BB ET AT 7 AR s BE B 2 4 2R R
W% - HENEEEMD - IR HURAZ M YRR (Z(Bitner et al. - 2008) - Z 17k
TREE R & A R E 3 A AR S 2 i B 1Y T H.(Hossain et al. » 2017 ; Young et al. »
2020) » th AR AR RS R HHUELBE (Bitner et al. » 2008 ; Holdford » 2019) » =& 5%
026 ThRe M (E H AT RS 2 Hh A5 2 BRDE » G2 > 3 e A 7S S A SR IR - W BS e O fit
(Holdford > 2019) ~ &#X(Hossain et al. » 2017) ~ EE(Ryu et al. » 2020) ~ Z{ & (Ostrom
et al. » 2011)FIjik##(Shahin - 2010)FARFEZESE - &S 2 » HE Ha @ HEE
oK BB RS EEE Y A B R AR AR - BRET B RS SUA I B A A L (AR S
HEBRBLURIE - AN st IR R4 P AVRBHE AL 7 K B2 B AT AR RS B ek
P IR E AR TR A A R TE S [fEZE -

(=)ERZR M 73 758 (soft systems methodology)

SEETITFTLAT 196247 BRI M0 BU B2 bt 2 8% et U7 A WS & (Jones » 1992) » £
ISR T EGtiEiE | (process of designing) G —JEITEEFT - B%at I AL E T
HEA—EHIEEL > BIEERGER B ERITE) 2 ERe iR - KL aEE - stk
ERERELL TVUCEE % - BT IEs%ET (craft) ~ F-4@3%5T(design by drawing) ~ BE Z48 77
7ZE(hard systems methods)Eid#k 2247 17 7£(soft systems methods) (Broadbent » 2003) - H
th > i Lancaster K2 Peter Checkland (#1198 1 FE AL PMEAR £ 478 TR T A St g
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AIRIE R N\ ST =

B AR RIRIM R IR & 7 A - b Ut AEE T 7 A i i B AR MERY
—EJ k> HEK R B EE RS o174 (Alfnes et al. » 2021 : Devi et al. >
2023 ; Fadhil et al. » 2018 ; Langen et al. > 2022 ; Lee & Bromilow > 2009 ; Mello et
al. » 2017 ; Rusdian & Fitriani » 2023) o Checkland(198 1Ak Z:4% 17 5w 2 it e DA
st am ey 7 R T HAR Y ML - SRIE TS & o BHR A% T2 AR R
R SR - H N - 456851 BB - FrEs KA S E RS
FIGAERERTTE - T2 EBH ARSI A I NS GRS 5 AR -
RUR NGB 2 80 B 45 O ~ R B HA IR 2 H AR R EARE - S8 RS
78 > Checklandff 2 i " #RRTRE | o PLEARTRE M W at et EIEE HM Ay " SRR
(wicked problem) (Buchanan » 1992 ; Head & Alford » 2015) o %zt [HRE L2 BTk
M > HARE 7oA [FHEE B BRI R mm B SRR &R o (R 2248 N HY A AT RE
OB AR IR o WRAS T Awm I S s A SRS D B UE B By BV ER R RE T
N —E LRSI E o MR 24 )7 A sm AL A 715 28 #5820 B (Patching » 1990)([&
6) :

PEES 1 | JE&SHERYRTE TS 5 (problem situation unstructured) © EAIFTENGUT S &R -

FEES 2 | ROREE S=AYRE I (problem situation expressed) * F1 F '8 & [&](rich picture ) it
MR » 0T BERFFTAH RN 22 SO 2 LAt B B 5 (5% 2% -
PEsEL 3 | AHRE 2 %9HR B 3% (root definition of relevant systems) : FIJF] CATWOE T_E.
1 B RS EE  WHEH CATWOE 4N R 2l a iR E# (root
definition) - {REFETELAFTA 2B E AP s ieny 7 =X R IA R 2 RIRE IS & -
e IEAE B AL S 24 2 AR H#(Mobach et al. » 2000) - CATWOE 77
AlE R (client) » BIZERHHE# » BAIREIE 2SRRIz BHERAI A -
T8 (actors) » BIfE RGN TEHOEHIAYA © #EHHFE (transformation) » H[]
TREFAIZ L - HEE B AR Rty Y 570k o 5L (worldview) » BI'E
B IR BRI BIOE TR RS - A H (owner) » HI 2GR HIHEA & B T4
RN o BRiF (environment) » BIZEEFTIEIEHVERER » 28 A %A
FEEZ 4 | MESHEAY (conceptual models) * FJAMR E FAVHRZIL T @ HIRE S - L&
iRE S R AL - MESHE R FE LGSR IE AL SR S A 2447
BRI AR HIERE M (validity)
FEES S | BB 240t 5L EL#(real world and systems world comparison) *
YT WA B B R b SR S e e AR OR B
MR AER -
PEEE 6 | Al E{THLnHA{FAYIL %4 (deciding feasible/desirable changes) : &8 5B 5 Fip
S — iR g v B 2 5 -
P&EE 7 | (FEETTEIE (action to improve:) * {fEE T » AR o
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A% BT T Y SRR ks T BT < T FH B AT

7
TN

MAE 1A 6
BEEE S ETEE
HE R

2

SR
HIRDE

4 5]
HEHREL

REAL WORLD s e

SYSTEMS WORLD

3
Gzl

4
HARES SR

6 ~ WAL A 7 (H#&EPBE (Patching - 1990)

W47 A — (B TEE [ H AR & EiE - Hrp
B PR T BN B = 3 R i (228 (Checkland » 1989) A fyaat HE 2
TBIRARGEAE SIS 7 A TR R » WRE R A R EL - TEEAR
HIE B A B E T — R E PR BN RS EMN SRR RS - 1
BN R TTEN O — TR ELIBER - RS T AR 2% e — TR KL
HEYEL T F S S 113872 (Checkland > 2000 ; Lee & Bromilow » 2009)  [& Bk 245 75
VA TE AN Y (B (B T Btk o S B 2 AR 14 ( Lester > 2008) - 58 FH 2 H Ry i B R
(satisfied solution)fjJFfx{Ef#(optimal solution) » It % e —EEE B S E) 2.4t
HIHRFIRAHT 7774 (Checkland » 2000) - Hicks(1991) A58 SHHR 2478 /7 7255w A i B 1= 4R
TR EEREEEERN - RARARG I ARV E TR
FOTERIRGEE » HadisaM ARGV E ST K (Presley et al. » 2000) © #4774
s A e B A 7 AR A B SRS 7w < R R R~ Al e LR
Y%7 th(Checkland & Poulter » 2020) o HBkHHEZRE A 4V AR E 28 HE 7 R R
BT EIWT ST YR VE B A1 28 F 7 Bl ¥ 8% 51 B 9¢ (Molineux & Haslett » 2007 5
Lohman > 2020) - 55—J5TH > {EEH TIE L - k&R 7 Al H BRI EI T4
AMEE R EE 0 s E B4l (Baskerville et al. » 2009) » B [ HAl AU Al
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AIRIE R N\ ST =

BEMEES R AETas tHY A4 (Watanabe et al. » 2017) « ARBFFEHE AT TEIRTFTRIE
Stk 20 7 ke < IR EL - IRITIARM T A B S IRk a T 5 A SO Rl s
sTFEFUR AR T B B A BRI - SUEE A B B B A B Bt - Sl
Nz EETITA

(M) PAERRIRTSARB RSB SIRISRET oA

RO SRR > SRR T A L B AMRSE 5E - T RBAR AT AEZR Ay AR
B HAKEEDFRAE EEH SRR (gate) S B2 T %(Lee > 2018) - [
FRtsasat A ER B RN HEHIEA > CaREABRER - §i=UHR
A TAERIER & - Hh APRE ~ SEERIAE ~ B ikietE - s E % B EsE
SRS BB - AT ESCRIE SR SRR ARG - (iR ety A EULANTE
anBH S LR R (R SR EE M - JAIM - ARG T T A T R & AR &4t
HEREMEFAERIREL A Je - IRIL > AWTIE B AR —E RS TE U LAF S Al
st B TAF o AUTFTRE Rk RS T iAem < BB AN S i Ry S TR Ry £l - 6
P EPSEL IR AAEMTT ~ gESE & H R OISO Z IR Baeat I A DA Bhaes tEE)
AT > 13 LA A R SR P B M s B R (] 7) -

- ISAREB+KEEE

ARERNATER - HREREHMRIN
s AT 227
. LFMbEES
ERAGEAIAE
- EEURESERAT ‘K 57 2 ZREAEAT?

AR SRR 2t - )
. M - Bl

A e
VEE T s e R
BERR b E R LR
AL R
EREEASSM
[RAHIRich
pictureiE 4 R adal
HEEE

+  Llpersonaiz il EBIHAN E £
Clients - Actors + Owners

ERE e ) P
o Ll R R

EEE \g::rrlwi::; . conceptual models

7~ DARZ ST A R B A R G saa T A Z Al faxa szl IORDT ST R EE)
[ 7R AT S A S SRR ET 1R ATt 2 Z Bl e st U 2R (LA i f A =0

D) o PERREUDARCR S T A TR A & 1 > B A E IR SGET A » il

EEIGHIEIARZHE - SSRGS ERL - NWEE A T
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A% BT T SRR ks T AT 7 < T P B AT

PEER 1

fEAS BTSRRI P By T B R S SRR A O - AT
Fe T ERE RIS SRS - T EE AT B RE AR 2 TSR - TR 2R TS
vhem 2 18 A REAE TR RO T R R IR B AT T R R EA A =
HREAVEA - R T AR R FR K TR BRI B R 2 B AL » (RIFE A ST
TIPS B A b e [E] 8 85 H (problem finding) P& ES - HAR AR Rys fiasa i -
AT AT P PR T3 A B AT A (KT method) > $4 B0 1] SR 2R s A
HEIEERIEAE Y BB (Munemori & Nagasawa » 1991 5 R{HFHETFE
2016) -

MR G SR AR L PE P A & = B A A SR TR ORI FEREA ~ =5~
MERZE KRR REN SRS 25 B4 B LB E S 2 818 - BhPEEL
RIS s & E—IEELFT S 2 HSTE R e AT S0 T S A S B A2
WERE G S S - FIRNE RS AR E AR o 7T R P el DA SR
BIA A BLRA A A2 Hh & v A ROt B L EE B R - (BRI AR AUA S JRi%
BRI B AR T (i Bt o Ty - il B AR&E (Gausepohl et al. » 2016) > [ffj
AR B A B G L 2 B = R RS B AR - Al a0t e iz O TR IS 5
Z HERAEE Y 46T -

TERE 2R ERVIR E R BE A 2 IR ER BN ARG T AemlVEEARIREL - AERE
FHIERE LLFNAE - &4 7 Asm A CATWOE T B SRR & i E
INRKBASEMES - AW YIRSy E BB E 5 A% » R R
P& B i A DARR IO E 22 A (clients) ~ 1787 (actors) LA 7 (owners) « [T #EH 48
2 (transformation) B[] Z 480 T FTHS » BIE(EEEE -

LSRG T B IR PR EAY R 8 57 B R A B s B ARt FUERA
DlsiEasE=CElE o PRI RS 7 Aem TP HIREEE AR - Rk = 4R
RIFAZ P B o 8 LS A T 2 DU A IE U S R s At 248 785 T
AR L IERE M (validity) o (HE) B2 B0 T-a%a TR S A G5 7 &85s » (Rl
AT ISR AT I P B F B 240 b R 4 A AR 7% BE B 1 EL 17 Bh (o Y & i T i it
B TEHEh e LB EAR -

BE MR LG H A E RN R e S B o S B R E RS =
HYE = B TR - i R RS PR T R ) W DSCF L R T B - B A
SRR A S s AV KRB B M A PR RN - SZ R TRE ArE M B R
HYEERL » [FIF R AR 7 e PRV EE B -

A EfTE AR I D ek IS ETS 2 SRR E T E R TR
BT o SEH AT B R 7 A 2 vl T ~ Bl S M - S E e SEE
MEFERE SR o HETEME T RIS TASK B A S Il DA
AR AR

frsdfTeidcE BRSNS - 16 2 RS E L e B -
EEETEE PR (prototype) 2 FEH » BEIKE IS B H B B #r s SO E
th S B AREIEEE T AR -
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AIRIE R N\ ST =

=~ WRGE

AIHTEHTRATHNS " EHANLIAFE | (practice-based research) » H[I T AT #E(T
W52 | (research through design) (Frayling » 1994 ; Zimmerman et al. » 2007) 7 BfFZ2EL
7] - HEFTE ST AR Bl A SE T 2 BIRrasa TR - BZE 077 E LI
RAPRET BYE ZEHTT Iy £ - SURPRET R BRI B — BN R A8 7 A 2 A B 5 254
BB iR e st I 2 BB ST )T AR s s = o (9T TRE st TAE
$i(design workshops)Z JEZUAETT » i HET TEIRFFTANE R ff 2 SRS E T TR PUAL
HrFaatli(novice designers) B B EE AR T T AV A FaRa TR 2 888 ~ Bz BifL
B IPRR SR IR TR AV R - BN RS T AR TR CE @ B
BURIATTZME - AR HTT —XATEI SR EER(R ) » S EER S R TIEY
LI FERE et i Y T E P L - EHEFEE & B BAPE B AR - 2818 H
TEEEFEEL s (LA FlE R FRASEIASK - FEHRTTEIAZ0AZ Fr R e BRI T
B B TEIF A KRR ZR DT R It - BRMETT AR TIED;
HEITIFER 2 S GG A0s: - INIRER ST A 2 B PSP A S i T = A B
BArERPS - TR B IR 2 At (E S A4 S S B R T B - DAVSE HEE
W EWIE - BIRFF A5 M s L R B RS A T RS mfe DL L
B ITERRTUT AR &R - RE T TEIH7C B E AT E AR —F U E R 2
B AT B2 TR AT < HH B S B R G B AG 5 B S SR R e B RS DA
HEFT = A at% (triangulation) » JE[E T AR IE B SAE R AT AR USRI E 2 B HEE
el B R R SR IRAS 2 AHRHAER - #E 1T S BB TE R T -
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® 1~ WIFRE
BFERSES BITAE
SRR - BB U E RS B bR SR T AR R e T T
B st 1 EZ ARG R D
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e s R T - ETERERGEROE
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- (EZEER R BT

-t T 2 TR e i U
RO TRFER AW R IR R T TR Z e TR

I ~ B —RITEIASEE R B 1 E1E

ARt B N Epsg AW SR A SN R 4T A am B G IR et 7 A Z BlHe
HER 2 B o BB IEITEIFSE A (modified action research)(Lee * 2019) 7 3R »
DAssEat TAED I =B SURERE T2 2 Bl e s R Ui e e e - TS 28 T
—XATENHIEEZE - AEZE LGB e A i Ret st B X 2 T8 - WAL+
RETRIS B R AT 2 - W oe PR A T EREE T TR « BB B S B
HERIHV P ERAY A 1T @]UJDU\EQ BRUREVIGEE B EAE S ER AR
ST o DU R 8 LSS — AT BN 9 (B 22 h (B P B A R A B s VG B B A

NS
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BNEOHEEZIN B M @AV AIAREEM VAR - S E T AR R AIRAY
FELL o Sofh—(E IR R0 B S i ek BB K E VK By
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R BRI R B 2t BB - (R IE AR L B A e VTSR - SRR I G
S R B SR TENRT I AR Z IR S B B EEE(R -
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Service Innovation in Cultural Creative Product Design: The
Application and Analysis of Soft Systems Methodology

Lee, Yi-Chamg
Abstract™

This study proposes a novel design model that integrates the Soft Systems
Methodology (SSM) with service design methods for the development of cultural
and creative products. The objectives are twofold: 1) to establish a design model
that combines SSM and service design approaches, and 2) to investigate the
effectiveness and mechanisms of this integrated model through practical
applications in cultural and creative product design processes. The research employs
an action research methodology, conducting a case study with a design workshop
model involving four novice designers engaged in cultural and creative product
design projects. Following the seven logical steps of SSM, two action research
cycles were executed. Focus group interviews and analysis of field diaries were
conducted to examine the novice designers' understanding, attitudes, and reflections
on the proposed approach. A thematic analysis was employed to analyze the
collected data, leading to the refinement of the innovative design model. The
findings indicate that the SSM provides a logical and comprehensive framework that
facilitates divergent thinking. Service design methods, on the other hand, offer clear
design goals and user-friendly workflows. The integration of the SSM-based
framework with service design methods not only complements each other's
strengths but also enhances the efficiency and success rate of new product
development by enabling users to grasp critical decisions more quickly

Keywords: Soft systems methodology, service design, design model, cultural

creative product design, action research
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A Study of Behavioral Intention on Mobile Card Game

Usage: Perspectives from the Planned Behavior Theory

Chan-Sheng Kuo Po-Wei Hsu
Abstract

Mobile card games have become increasingly popular among enthusiasts.
Mobile card games can be played by users anytime, anywhere, and anywhere. They
offer users numerous services conveniently, and multiple elements are included to
make these games more attractive. The commercial value of mobile card games has
gradually increased in recent years to generate attractive revenues. They have
attracted many companies to invest in their development. As the number of mobile
card games and user options continues to increase, identifying the factors that could
affect mobile card game usage becomes a topic worthy of discussion.

This study combined the Theory of Planned Behavior and other related
variables to explore factors influencing users' behavioral intention and actual use
behavior of mobile card games. This study proposed an integrative research model
and explored the correlations among variables. An empirical research was
conducted using an online survey, from which 626 valid samples were obtained.
Next, structural equation modeling was used to verify and analyze the study
hypotheses. The study results are as follows: (1) perceived value, attitude, subjective
norm, and perceived behavior control exhibited a positive effect on behavioral
intention, and (2) behavioral intention exhibited a positive effect on actual use
behavior. Based on the study results, this study offers practical managerial
implications for the mobile card game industry.

Keywords: Behavioral Intention, Mobile Card Game, Perceived Value,

Theory of Planned Behavior.
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	#-73封面用--封面、底裡-1140730
	00-73書名頁+目錄-前-1140730-有修改
	01_製作ASMR「播客」（Podcast）數位聲音實作推展科學傳播之研究―以《科技好『聲』活》節目之創作為例-1140730
	1. COVID-19 後疫期時期媒體使用之轉變―Podcast 熱潮
	2. 將 ASMR 引入 Podcast 科普節目的應用
	1. 結合科學家和傳播人將科學知識、Podcast、ASMR 音效安排等加以結合，提出節目腳本和發展策略。
	2. 製作攸關環境保護和科學知識之日常應用的Podcast 節目，並且將適當之ASMR設計入節目之中。
	3. 完成節目後與受訪單位共同推展行銷節目，並運用 Podcast 平台提供的後台資料，分析聽眾之回饋。
	4. 由研究者結合質化觀察與後台所得之受眾資料，對日後創作科普 Podcast 或科普 ASMR 影音內容，提出發展策略和建議。
	1. 《科技好「聲」活》Podcast 節目製作：本研究案在播客（Podcast）節目上，採取雙主持人對談，並連線科學家訪談為主軸進行，節目中穿插 ASMR單元，模擬科學故事中的一些環境音或特殊聲音，進行數位聲音製作。
	2. 《科技好「聲」活》Podcast 節目型式和單元：採雙主持人加上一位受訪來賓，採預錄（因應2022年4~5月疫情，採宅錄），節目規劃如下：
	(1). 第一集  EP.01 愛貓也愛地球
	(2). 第二集  EP.02 美味的科學料理法
	3. 節目主旨：《科技好「聲」活》結合科普和#ASMR，運用豐富的聲音，和生動有趣的主題來表現「科技」對人類「好生活」的重要貢獻。本節目期望傳達「科技領導世界，創造美好生活。」的理念，採雙主持人預錄制，所有內容、音樂和歌曲均為原創，為實驗性大眾科學教育節目。第一集「愛貓也愛地球」，及第二集「美味的科學料理法」之製作團隊如下：企畫／製作 Amy Tsai、聲音監製 張道平、混音 馮俊曄、音樂／歌曲 邱悊瑋、行政助理 蔡旻瑩、台呼口播趙睿祺、封面設計 金詠渝。另合作者分別為「拼圖喵」和「廚房裡的美味科學」。
	4. 節目平台：SoundOn 聲浪
	5. 節目特質與itunes 類別：本節目在itunes 類別列為「科學」Science。《科技好「聲」活》節目特質為結合科普和#ASMR，傳達「科技領導世界，創造美好生活。」的理念，用豐富的聲音和有趣的主題來表現「科技」對人類「好生活」的重要貢獻。節目忠於原創。
	1. 第一集EP.01 愛貓也愛地球
	2. 第二集EP.02 美味的科學料理法
	1. 節目單輯描述
	(1) 科技好聲活 X 拼圖喵
	(2) //幕後扎記//：Amy & TP 是客串的Podcast主持人，遇到疫情無法進錄音室而進行宅錄，不足之處甚多！TP製作了貓咪ASMR小片段，由他家小公主初登場獻聲！ 悊瑋帶來他的「大樹之歌」創作，也是不容錯過！
	(3) //Amy's老派說故事//：拼圖喵愛貓也愛地球的主題，攸關貓中途、環保、循環經濟，以及台灣製造，是科技與社會人文結合的實踐。把動物糞肥和環保的理念應用在貓中途之家，使得科技有了新的面貌和溫度！
	(4) //下集預告//:來賓陳人祥也會出現在 EP02「美味的科學料理法」之中，他將會如何出現呢？又會帶來什麼樣的貓咪故事呢？
	(5) //節目結尾//：獨立音樂創作者邱悊瑋帶來他的「大樹之歌」創作！
	(6) //Amy's 製作筆記//：之所以選擇這首歌，和本集中所談的環保和循環經濟，以及拼圖喵「給貓咪釣魚竿」的愛有關。深愛應像大樹守護土地和人們，可以變化成不同的製品，是真心長久的思慮，也是長期守候之心。
	(7) //本集重點//
	2. 節目科學知識
	(1) 全國畜牧糞尿資源化網站 https://epafarm.epa.gov.tw/（點評：資訊完整）
	(2) //畜牧糞尿資源化相關研究// 臺灣大學蘇忠楨老師研究可參考：https://scholars.lib.ntu.edu.tw/cris/rp/rp07206/information.html.
	3. 節目單輯平台：https://player.soundon.fm/p/0456561c-0bfe-4876-89f4-15fe18b1d70c /episodes/4c56a4aa-e989-497d-b905-4a8c84c57cfa.
	1. 節目單輯描述
	(1) 科技好聲活 X 廚房裡的美味科學
	(2) //幕後扎記//：聽眾接觸的都是完成的作品，這一集的宅錄在用聲音表現主題上較EP.01更為受限。但 TP 製作的 #ASMR ，讓聽眾可用耳朵吃一會兒炸雞。此外，相比於幕前完整的作品，幕後的片片斷斷過程，有時更能反映創作的創意、生動、有趣，或者是遺珠之憾。本集談的主題，調性比較有趣和生活化一點，製作團隊把EP01 和EP02的漏網片段，剪接成為節目結尾的《幕後花絮》。
	(3) //Amy's老派說故事//：章致綱老師（Gary) 從材料科學家，轉身成為廚藝大師，不只成就了自己的幸福熟齡，他還積極提倡廚藝素養和教導民眾運用科學知識煮菜，這個故事就是最平易近人的科普。Gary 用他自己的生命故事說明了科學距人們的生活並不遙遠，瞭解食材、掌控溫度、運用殺青、快速熟成等工法，就像進行科學實驗的環節，只要了解和運用科學知識，人人都可以成為大廚師！
	(4) //節目結尾//：本集結尾的《幕後花絮》是由四個幕後小插曲串聯起來的，彰顯科普主題的節目，就像科學在生活中一般，也可以是生動、有趣的：
	(5) //本集重點//
	2. 節目科學知識
	(1) 科學燒菜─章致綱講解廚藝的關鍵四工法：https://scitechvista.nat.gov.tw /Article/C000008/detail?ID=0d94ed71-ac15-4ed2-b90d-9b380611c59a.
	(2) 料理食驗室：殺青工法：https://www.taitung-dessertgirl-blog.tw/blanch/
	3. 節目單輯平台：
	1. 下載趨勢：從下載趨勢中發現，EP. 01《愛貓也愛地球》的高收聽時期集中在2022年6月22日釋出節目之後，由於「拼圖喵」和「廚房裡的美味科學」兩個團隊是互相協助彼此行銷，所以在前期6~7月份有兩波收聽高鋒，再來就是寵物用品展時期，拼圖喵自己有對《愛貓也愛地球》該集節目進行推展，但是行銷活動之後，後續的收聽則較為零星（參見圖4-1）。
	2. 播放器分析：第一集EP. 01《愛貓也愛地球》的聽眾偏好使用播放器依次為Apple podcasts、KKbox、 google podcasts。第二集EP. 02《美味的科學料理法》的聽眾偏好使用之播放器則依次為Apple Podcasts、 Google Podcasts、CastBox；由於只有EP. 01《愛貓也愛地球》這一集設置有片尾曲，研究者推測可能因為有片尾原創曲，而使得第一集的播放器第二名是KKBox。這是因為KKBox本身有助於收聽歌曲，尤其是中文的歌曲。
	3. 收聽者特質和收聽地區：根據後台資料所顯示的收聽者特質，第一集EP. 01《愛貓也愛地球》的收聽者90%來自台灣，其次為美國和其他地區，高收入者佔66%；但EP. 02《美味的科學料理法》的收聽者84%來自台灣，其次為美國（7%），再其次為香港（4.7%），其中高收入者只佔50%，整體而言第一集的收聽者似乎偏向特質較為集中，研究者推測可能是與拼圖喵中途之家有關的寵物社群粉絲。而第二集EP. 02《美味的科學料理法》的收聽者分佈則較多元化。以下分別列出EP. 01《愛貓也愛地球》和EP. 02《...
	(1) 第一集科技好「聲」活 EP. 01《愛貓也愛地球》下載趨勢與收聽播放器
	(2) 第二集科技好「聲」活 EP. 02《美味的科學料理法》下載趨勢與收聽播放器
	4. ASMR 與聽眾收聽之留存度
	1. 創作集數有限，且受時間、後台資料限制無法進行內容分析，或受眾之使用行為深入分析等；受眾分析受Podcast平台後台分析之數據有限的限制: 本案之創作為嘗試性質，因經費人力只嘗試創作兩集，並沒有足以進行內容分析之集數或內容。此外，以受眾資料而言，不論聲浪SoundOn或其他Podcast的平台，其後台數據都是從網路上將網友使用平台及平台會員資料加以收錄，其能夠取得的基本資料非常有限，只有如網友使用的下載情形、其使用之平台或者是播放器，其基本的收聽地區、國家，可能的職業以及收聽時段等，也沒有聽眾...
	2. 創作上受限於時間、金錢和人力，使得創作上亦受限: 把ASMR這類具療癒性或能引發正面情緒的聲音創作，和一般而言主題較具知識性，或內容具理性之科學傳播或科普內容結合，是本創作之初衷，以檢視是否能為科學傳播創作找到成本更具效益且創新之取向。然而研究中亦發現，即便Podcast的創作成本或低於其他影音節目，但其創作仍有基本的成本，尤其是如果有原創音樂或其他如訪談和後製等，亦即，它仍是需要如團隊的人力、每集的製作成本，以及相對應之設備成本等。以本案而言，就顯現出創作的ASMR的時間較短，也受限於成本...

	02_A Case Study of Taiwanese People’s Preferences for Korean Drama Seriess-1140730-有修改
	03_服務創新下的文創商品設計模式：軟系統方法論之應用與解析-1140730
	1). 服務人員與顧客的「互動線」（line of interaction）：區隔顧客與服務人員。
	2). 服務的「可視線」（line of visibility）：介於服務人員的服務提供與後台人員的服務準備之間，服務接觸所涵蓋者，乃是可見線以上的區域。
	3). 後勤人員「內部互動線」（line of internal interaction）：介於後台人員中用戶服務與技術服務之間。
	1. 儘管軟系統方法論的系統思考模式可引導設計者更注重整體脈絡，但新手設計師初次使用軟系統系統論時需要一段時間的學習過程。
	2. 服務設計方法直觀易學，其工具與流程皆簡明實用。然而新手設計師在面對較為複雜的問題情境與系統時，仍有可能感到窒礙難用。即使軟系統方法論提供全局思考的框架，相關領域的知識仍需透過經驗累積。
	3. 研究發現軟系統方法論之邏輯步驟具決策閘門(gate)性質，新手設計師在實際運用上容易辨認重要決策，適合運用於設計決策管理。
	4. 服務設計方法嵌入軟系統方法論流程的整合度仍有改善空間，部分環節不易銜接，導致新手設計師在實務操作上存在盲點與困難，以下針對模式I中各階段整合不佳之處提出缺失討論與改進方式:
	5. 模式I的設計成果之方向與本研究在專案啟始前之預期有落差。由於方法整合度未臻理想及設計團隊初次接觸軟系統方法論，導致模式I在實務運作上存在一些盲點與困難，因此最終設計方案並未朝向預設的基於創新服務之文創商品設計方案。
	1. 模式II在流程與方法之整合情況較模式I更加流暢與易用。
	2. 服務設計方法嵌入軟系統方法論之階段六，具輔助設計者擬定新服務架構之效益，有效地讓理想世界與系統世界之差異可行性更加立體化。
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