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Abstract
Environment and the box office of the Taiwanese movies have gradually been improved along

with the development of cultural and creative industry. Together with the technological advances,
promotions of movies marketing have been conducted in a multi-dimensional way. Thus, this study
aims to explore the correlation between the performance of the Taiwanese movies and the media

strategies from promotions of movie marketing.

According to literatures of the strategies that affect the decision of movie viewers and the
promotions of movie marketing, this research compiled the possible media factors of promotions that
might affect box office and organized those media strategies into four levels. The factors in traditional
media strategies include TV media (news reports, programs and advertisements), print media
(newspapers, magazines and advertisements), broadcast media (programs and advertisements), outdoor
advertisements, and trailers and other spaces. On the other hand, the media factors in new media

include social networks, films forums, online news, and online advertisements.

This research studied 188 Taiwanese movies from 2009~2013, during the development of the
new media. A database was established depending on the movie’s media strategy. As data collection
was not easy and there is timeliness, the media strategical factors were re-selected in the end, removing
broadcasting, outdoor media, movie theater spaces, non, social networks and TV advertisements.

Multiple regression statistical analyses were adopted to estimate the impact towards box office.

According to the results of this study, the media strategy has significant impact towards the box
office; the TV media strategy among traditional media strategies has the significant impact towards the
box office. From the media factors in movie marketing, TV news reports and social network
demonstrated their influence. Explanations and suggestions were proposed in this study which can be

taken as reference by the film industry.

Keywords: Cultural and Creative Industry, Taiwanese Movies, Box Office Revenue, Media
Strategy, Movie Marketing
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& FERET B HREEZTSNERENEINEN G HAREER
TWEEE LN E S > BYMIZER BT S K EUWE RS (BEE - 2002 5 2
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S—TH > FRIESNA 5REARTRE - TS UKBLR P R e i m A B
FEA WG EEEER - PEEmERT RGBT E R s —(E
TiFRES ) MEFREEENEE > BAETHEEE A RSB A ELET
=z —EEE Y (FEERRESE SRR RARATEES ; i
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A~ SURREREY
— BEEEEEREHR
BEITFER BREHER > H 2007 5 (SE) 2 (FRERIVILE ) FE
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and Leenders( 2006 )&% By B 5 7E 2 (8 {H #H T 2 FH #4E ( production )~ #17 ( distribution )
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MM > BB e O LR IE Y » IR e i R/ NS E SO E
—H B EIE > A NE 1 -
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B BCEE - SEE - R 0 2011 EITEE A 2014 5 MRARIEZE A 0 2014)
PRI > Byl e MR SEREAHRERTZE - DA N S B S T O AR N A BT T

g ~ BEEATH

HRABERTHELS > Bl RE R EBLAT - 1R AT — 2 SRR SRR B AR 2 4812
Y132 Pham,Watson,and Durie (1993) #& K » BB/ THH RyfE HH 1T B SR Bl TH5 i
PEEIRE FEZR - FIHEAE S SRR ERTHHERE TH - Z BRI R
HYEE 5 B Kerrigan and Ozbilgin (2004 ) KiHAR Ry " EBRZREHSTTHY | BRI
CHEEAERE O BEERAIREIASEE o WEEREE - #1TE REUEIEE
WIEIA ~ BE S 2 5E © T4HY AR H I R T s S s e 5 -

RIB BT RIS MR IT B fa 1 (R TTT P SRS B RE T B - [ESiE
WG~ A5 E fOE {17, ( Segmentation ~ Target market ~ Positioning, STP)
METLITEASRES T [ - AT R EETHTH R B = E B MAEH]
FELTHAISAH G M7 b FEEAEAPT TSRS #E T T( PR » 20055 25 HiFs - 2007
ERANGE > 2010) > 2T > N ER i m A EA T ol slntt ) iRE HE
o IO RAE IR TS5 — I R e - [RIE > (ETT 85 HEEE SRS (Promotion) HYEA{THE
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ERZE RS T ST TR ~ BRYIEASRIG (BEME - 2005 ¢ S3EEfR - 2007  &RAD
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(=) N4LEE{% (public relation)

TR > 3 B AR REELARES) DA » ¥ S S A B
RAFMG > 4 BT P EEAE AR A R S L - SR
S RS B A REVEEN R DU LS BB I i S ST E Bl By T o i Eh
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AT ~ FEEENE - DL B T EEIAI R S AR B X - JhEh R AR SLE L1
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ABHZE R HAT By ARAEB F SR —IR - WIE g - RrifeEr B e 5k
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B AU TH LR B R T N e LB Ea\HVEEE ~ 2GR
EAME AT > SRE S IR EM X ey 80 o AT Bls
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BT AR RSB RN E LAY - RIS BT ES - S
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BESRIRHTHE - BB T E FERER -

R AT E R TR ERNRE DRI T o B
TR B R B R - SR B SOt B L T e
SIS BV 155 BIEIGE » 40 T 1T -

BB R ERAEAES (M) B E R SRS (TM) BL s
(NM) 5 55 =@ BB NS (TVM) - FHfis (PM) - BEHEFES (BM) - F4b
5% (OM) B IS ( CAS ) DR MBS HHBESRIS ( SM) BB BRSNS (NSM) ;
VU R E R SRR 7 - - T IR TVN ) 4T B i TVP) »
BRI (TVC) FHE#H I (PN) - FHs; (Pl i (PAD) -
P R BN )~ P 677 55375 BP S BB I A5 £ BA )~ 541 BE BRI 25 OEA )~
FYMERES (OMA) - BRSNS (CEA) - IRl (CCF) - Hii%Hs
(OB)~ ¥-E£4EM (SNS) - Bl (FF)- A48 (PS) - 48R4 (OBA)~
R (IN) % -

R 1 EEATIH AR BV i

BRI e TR
(B A TR T A
B P s For o bl dERtEE JEtEEE
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wER O mHER O HHER EE OEE BHEm ®EWN
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LRIACE @ Ahge

AT HEE Dl B > RS SRR BN 2% > BEVE B R M N 2 B T A0 s
(b HRETHEE R ZF 2 AR o M S RS suE B R R By © A AS R -
DUASLEE RS =TS gk 2015 &8 HES 1 & 2 S &0V R A
BE (AILER > 2015 IbmEEHEMERE > 2015) Bt aEsRng A DA
FRAESFT A T s 100 58, ettt Rt (Bl 2014) - M5
E£2004F 1 H 1 HE 20134 12 H 31 H B> SEEEER 2 SR ZE4)
BF 0 FELUTRR 2009 FFE 2013 R EBERACAS NS RS H [ S TEEEE
ﬁ o

O AR AR R T E R R T BRI B E RS R T 5

2 AT E AR e A i R B AR DR (R > 2011 ) IEST
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15 TR Ra RIS BN 2R MR © TE 2 RS RpTeRsE - R -

5 - FISEHA

— ~ PRFEaR R R
AT - AT E 2 For - 08 R ke Z AR TH ) Ry DU (B
B g BRI (M) 55 28 B EG R oilg (TM) BB G g (NM)

B REARARRES (TVM) -~ PEERESHES (PM) B EESHESE (SM)
MR HARNE - Ba © BEHEHRE (TYN) - EHETH (TVP) BV i
(PN) ~PE 55 (PL) ~ PHEEES (PAD) LU E%AS (OB) ~ t1LAEGEES (SNS)
BEivamiE (FF) % HatiglpRZR 14 15 > F5DIBEET 2009-2013 47 B8 e B8 s/ T 4%
A RGBSR 5 7 IR (4 = AT RGERATT -

H1 : BFEBEP AT 2 B AR (M) HEP S AREE -

B BT
& e S (TVN)

%2 7 JJLAR (TVM) S E A TVP
W | s ERETH ( )
ga | (TM) IE SEmEERE (PN)

5 IR | sy (P
B (PM) [Eifz: (PAD) i

o | R | @ | sk (0B)
M| s | KLBESRES | pegEnE (SNS)
(NM) | (SM) [eggapil (FF)

(™) 303E E & P

2 WrFE R R E
BROR - AhFeEE
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RyEERCHITTE H B R B BRas > AW FeiRs B A B BT > SRATEER 77
PR > Je B R A TIN ERE > TG R S e AR R 2R Y (o A
B ZRIE - RgsaArTseiGe - BRI AR EIATT -

Revenue; = B, + 1 (M;) + ¢; (fERI 1)
Revenue; = f, + B1(TM;) + S,(NM;) + ¢; (fERI2)
Revenue; = B, + B1(TVM;) + B,(PM;) + B3(SM;) + ¢; (FEAY 3)

Revenue; = By + B1(TVN;) + Bo(TVP,) + B5(PN;) + B4(P1;) + Bs(PAD;)+¢; (155
4)

Revenue; = By + f1(0B;) + B, (SNS;) + B3 (FF;) +¢; (T 5)
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HifAREREER BoUREIEE B ARZ A B | M H R0 ¢ (RFR
SNy
=~ BIEEE

AT R L ORGSR Ry H B - BB R IR T - SRS SRR = 7 =02
B~ R TR > W DUEEEEE (Dummy Variable ) i H S IEEEAL - BIFE
HEEZETHERHEREANZED 1 For 0 K2R 00 ELET B ERE RIS ERE
TEEfE P ER RS B i O sUETTE R R B8 - SRR BB ERE - 2
EERARE R AL ~ Google A I4EUEELE 7 B2 Rt BE - 2OHRTEHS ~ T4 EEL
Bt S5—HH > PSR AR TR 2R B EEE 2 GE e VU R 2 A 1 T
WK o BRRREER PR - £RESIREREZFE > BT ERESE (TEREE
HEE > 2015 ; EEIRANENZLL 0 2015 5 FEFRERE A 0 2015 5 EEF » 2015 5
Facebook > 2015 5 Google » 2015 5 Youtube * 2015) » &5 B HEVFEIRETI % » HEITE
VU (B R RS R 2 2 drtll « T — 2 = B Ia i 2 7 N UE VU e R B IH 7 4R
WSS TAHRATYE B IN4E > FHE-EITH -

EfcsEEE N DIBEEFZESE (Revenue > R) Foor o Bl RESEELE

R > B BEEEEFERICR ARl " 8B | £5

N EF TR 2 PINEE SRS 2 NMEEEFE R REAE 2 =N EE
BRSBTS 2 B R Rt R AIDL B B A 52 1R =0 i H R B
HETIEEEEER AR ER 2 EEEEER » 51 188 & (MEAANE
KB ERHELREEES » 2008 » 2009a > 2010b » 2011c » 2012d » 2013¢e) °
~ BRETTA |

KA EBRBERNEE TR BRI EZERRIRERE > #5 SPSS
Statistics22 &at#kf 2 A At WERA " BRI T
HEE— 0 i R L T 25 ([ A R S T B BB T 7 Bl % - BT ERE T ER s A e SRS S T B
B ERehe R AR 2 IR ABA T -

B - HEEEREST
— RO
(—) BEGHERR

ARHFZEEAREE 20004 1 H 1 HE 2013 4 12 A 31 H B> R {EEHEER
HigEl R ERLOHk BV BV ANBZEEERESFERMET . 88 rE
ZHINEETTSEE  AMREREER > HEt 188 & (MEVAE NEIZ B E e
> 2008 » 20092 » 2010b » 2011c » 2012d » 2013e) ° {RIBERFEE Y HEEEEEE
% 2013 FE 4L 48 B LBk BE SRR EEmmA Ry 1.2 80 a4y R 1.4 it
P EA R 1.04 TEJC 5 2012 3L 43 5 E  EERY - ZEme s 1.06 &
I RR&E 7.7 BT 0 SEHEERL R 1.02 TEIT 2011 448 35 3 > FEE
¥ EREREENRE 1.9 BT &K 5.4 BT SFHEZERLE 2.01 TEIT 5 2010
I35 E b HEEY  ZEEREE 1B &KL 0.8 Bt PHHERE
&JFs 0.6 T-E&7T 5 2009 453% 27 # R HEER - ERE&EmI 0.4 BT 0 &K
&Ik 3.4 ET > WEEFELIR 0.2 THIT 1A 2009 £ 2013 AR 188 HE]
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EETEET > Rk 19T (BN - BA L K5iE - 2011) - &fER
0.8 &yt (EIEMM > 2010) -~ PHREFYR 1 TEIC -

(Z) BRI E
N %2 2 Bk » £ 2009-2013 fﬁ%%l%@%ﬁﬁﬁ@Zﬂ%ﬂﬁ%% » LI
i (97.9%) BLVEES (97.9%) R > HRXBERmIE (96.8%) 1 i
(s ARG N R e (R Bl a s (71.3%) Ef—'ﬁ%ﬁﬁfil%lflﬁ (71.8%) : ESF LB
AL L > OHTEEAG N R R IR - BIFE RS AR (5 BB SR O et/ F LA G
RUPSRES EEYINER) 2T

K2 [RGB E T (%)

2000- 2013 2012 2011 2010 2009
2013
EA S 793 77.1 88.4 82.9 743 70.4
BT E 86.7 79.2 90.7 82.9 94.3 88.9
S T R 97.9 100 95.3 94.3 100 100
FHEREL 97.9 95.8 100 100 94.3 100
LS 94.1 97.9 93.0 91.4 88.6 100
RS 74 71.3 25.0 83.7 85.7 91.4 88.9
B 71.8 83.3 79.1 77.1 71.4 33.3
ot 96.8 93.8 100 100 94.3 96.3
ﬁ[ﬁg%*(é!”r 188 48 43 35 35 27

BROR - AT

=~ RS

FHIN RS IAE ~ o ~ (HAnEas - SRS - S EEEAE - (HEREREERNS - 2
DARE R B SNARETT - TP fS hngaR s SR AR A — 2 HIE - BR T {E R AS
RIZ DRSS EEFR RSN - HaREIE B DUINARIG IS EETT T o« AT RS i
FRAHRE (%% (Pearson Correlation ) EHEEFAZHR(HH (VIF) ks > 45 REURIU(E/E
[T 2 25 | S8 2 ] B die s P A RAC lyl< 0.8) » HLVIF EIRE/INR 10 » BIARSIH
STH 7 [ 23R REAERE - 2R -

AT FE MR s B P 0 A DOl e o T (AR - o — 2P st TR A oA -
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SER R EE3 4% + BRERILRAT -

29

uli



PR RTINS R E R R B

() ¥ (i Ae R B SRR

£ TR BEARTRES ) B0y o IR TS REUR (AR3) - MRS
Rl B E F50.192,p<0.01 - ZEBRE /KA  HriAaoils B 550.126 - RZ&ERE 77 IR
Felkik ED@%!@E’”H@%%IEW U A B IE RIS SR VERR (7 - (REABL2EHERR H]
ERBR /0032  BIEZMERITOE T EGAERRNS | 05 T O RS SRS
HNEREEAZEN IT@&F%%?E/EJ?E%}E‘% 55 23.2%

3 EAERHRIGER

feA1 152 f5EI3 f5A14 75
M 0.199**
™ 0.192**
NM 0.126
TVM 0.194**
PM 0.026
SM 0.135
TVN 0.161*
TVP 0.109
PN 0.033
PI 0.080
PAD 0.003
OB 0.041
SNS 0.173*
FF -0.052
F 7.649%*  7.118** 7.272** 4.960** 5.714*
DW 1.926 1.953 1.960 1.987 1.933
R? 0.039 0.037 0.038 0.026 0.030
R 0.034 0.032 0.032 0.021 0.025

BRI © Ao
*p<0.05 ; **p<0.01 ; ***p<0.001
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HEIER A\ SLIE RIS RIS - (RO HE R 5003 - BT

MR R | B > MO T A B S P S
LR - A TR R R R 3.0% -

() e h N R B SR

£ TS ERINE ) B0 REERE I TERET (RR3) - EEHERE
BIER0.161, p<O.0SEERIE/KEE | BHIETHEF 6 ER0.100 ~ P 8 ER
0.033 ~ “FrH5h 6 H/50.080 ~ “FHEIE & B {HR0.003 & RERE - SR 7SR
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Pk — Kz B ARAERA A

VIF - 1.000 1.000 1.110  1.000 1.175 1.061 1.000 1.012 1.011 1.000 1.091 1.000 1.003 1.000
Revenue M ™ NM TVM PM SM TVN TVP PN Pl PAD SNS OB FF

Revenue  1.000

M 0.225** 1.000

™ 0.192** — 1.000

NM 0.174** — 0.535*** 1.000

TVM 0.194** — — — 1.000

PM 0.097 — — — 0.386*** 1.000

SM 0.174** — — — 0.241*** 0.350*** 1.000

TVN 0.161* — — — — — — 1.000

TVP 0.125* — — — — — — 0.109 1.000

PN 0.049 — — — — — — 0.106 0.268*** 1.000

Pl 0.078 — — — — — — -0.016 0.370*** 0.277*** 1.000

PAD 0.049 — — — — — — 0.288*** 0.159* -0.022 -0.037  1.000

SNS 0.173** — — — — — — — — — — — 1.000

OB 0.031 — — — — — — — — — — — -0.058  1.000

FF -0.049 — — — — — — — — — — — 0.021 0.152* 1.000

FRATR | A7

*P<0.05 ; **p<0.01 ; ***p<0.001

Revenue BBl E B2 R FUL AT - MEBEZERSAEST » TMAESEERSAESY - NMEFTELASEESY - TVMAREREERSAES - PMESERIZASAEST 5 SM At REEAR4E Y 5 TYNR R
IR B TVP BT H E RS PNAFEB ISR PUAFHE SR G PADRFHBE S EREE  SNSEE TR EHIEY ; OBR'E JI i SRR By
FF 5 BB 5 amtEl ir e S 8
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