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Foreword by Chair

This issue is the volume 12 and number 1 of this journal, which contains a total of one
English research paper and four Chinese papers. This issue includes (1) The English
paper "Research on Relationship between Mobile Game Advertising Effectiveness and
Consumer Purchase Intention”, this paper adopted a questionnaire survey on the
advertising effectiveness of mobile games and examined whether consumer game
advertising attitudes and brand attitudes affect consumers’ game purchase intention or not.
Its Findings showed a significant relationship between advertising effectiveness and
purchase intention; (2) The Chinese paper “A narrative study via story structure, lens
design, animation language and story intensity — Take the animated short film "La
Maison en Petits Cubes™ as Example”. This research performed a narrative analysis for
the Japanese anime "La Maison en Petits Cubes”. To perform the content analysis for the
animation based on the story structure proposed by Chris and the Todorov. Using camera
lens angle, camera lens movement, and animation language, analysis the director how to
express the figure’s emotion and communicate the story theme to the audience; (3) The
Chinese paper “On the Attractiveness Factors of User Experience in MOBA Mobile
Games”, this paper explored the game player's experience and preference for MOBA
(Multiplayer Online Battle Arena) mobile games, and identified the attractiveness factors
that affect the MOBA mobile game players; (4) The Chinese paper “Exploring rhetoric in
short animated films on family topics”. This study analyzed the forms of rhetoric in the
film and their functions in family-related short animated films to explore their
manifestations and meanings. The research method adopted content analysis to evaluate
the rhetoric used in five family-related short animated films. The result of the research
shows that rhetoric in the film is useful for revealing and constructing the overall imagery
of the films understanding the rhetoric enables audience’s deeper understanding of the
imagery expressed in the films and changes in their psychological states; (5) The Chinese
paper “Action Research in Interior Design Workplace and Design Practice Teaching”. In
the teaching practice of the course of “Introduction to Workplace and Design Practice,”
six experts were invited to carry out team teaching which including course planning and
execution. Additionally, 119 students who took the course were evaluated their learning
performance. Through the promotion of work value and the discussion and reflection of
expert meetings, cumulative practice and teaching should be more in line with the
empirical perspective of the needs of industry.
There are 19 manuscripts submitted to this issue of the journal, and 10 papers passed the
internal review and entered the double anonymous review process, 5 papers were
accepted for publication. Thanks to the authors for their contributions. Thanks to the
reviewers for their professional assistances.
Kuo-Kuang Fang
2020.6.25
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Research on Relationship between Mobile Game
Advertising Effectiveness and Consumer Purchase

Intention
A 1
Yi-Lin Yu
1 Graduate Institute of Mass Communication, FuJen Catholic University, 040066 @mail.fju.edu.tw
ABSTRACT

The advancement and prevalence of smart phones have enabled consumers to enjoy audiovisual
interaction in the gaming world at any time, without need of video game consoles or personal
computers. However, how to stand out in a crowded game market and attract consumers to download a
game and generate payment behavior has become a challenge confronting game developers. Through a
questionnaire survey on the advertising effectiveness of mobile games, this study examined whether
consumer game advertising attitudes and brand attitudes affect consumers’ game purchase intention.
This study used a quantitative questionnaire survey targeting consumers who have purchased or
downloaded games after viewing cell phone ads. A total of 384 valid questionnaires were collected, of
which 255 were male players (66%) and 129 were female players (34%). Findings showed a significant
relationship between advertising effectiveness and game purchase intention. Within this impact, brand
attitude and advertising attitude were important factors influencing consumer game purchase intention
and game downloading. This study provides a reference for mobile game developers and game
distributors. Advertising effectiveness factors that impact consumer purchase intention should be taken
into consideration in future game ad design, to increase consumer game purchase intention.

Keywords: Advertising effectiveness, advertising attitude, brand attitude, mobile games, purchase

intention

I. Introduction

This study explored mobile game advertising
effectiveness and whether variables such as
advertising attitude and brand attitude affect
game user intention to purchase or download
games. The research background and motivation,
research goals and research questions are also
discussed.

1.1. Research background and
motivation

As technology has evolved, human leisure and
entertainment have gradually diversified from
the early music industry, TV and film industry,
sporting competitions, to consumer addiction to
virtual screen worlds resulting from computer
technology advances in the late 20th century.
From large video game consoles and home video
game consoles to handheld video game consoles,
the video game industry has thrived with the
evolution of network technology and has
become an important part of the global IP
industry.

With the popularity of smart phones and mobile
networks, mobile games have gradually replaced

gaming platforms such as online video games
and game consoles. A 2019 Market Intelligence
& Consulting Institute (MIC) survey of
Taiwanese netizen gamers found that up to
57.3% of digital gamers are most passionate
about mobile phones and tablet app games,
overwhelmingly surpassing the second place
online computer games, at 27.5%. The data also
show that mobile game players are mainly
female, accounting for 55.4% of the players. The
average age of the players is 31 years old; of
players, the largest group is 30-39 years old,
accounting for 24.7%; this is followed by the
20-29 year old segment, accounting for 21.6%.
Players aged 16-39 years old accounted for
nearly 70% of players (MIC, 2019). With the
emergence of mobile games, people are no
longer limited by time and space. They can
escape the real world any time to enjoy the
satisfaction of a virtual world.

Mobile games have quickly and
comprehensively occupied the game market.
Mobile game ads have also gradually become a
key battlefield for advertising agencies. Whether
it’s ads on TV, in print, or on the Internet, game
ads are visible almost constantly, and they
almost dominate the current domestic game
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advertising market. However, with fierce and
fast paced competition in the game industry, the
product cycle has become short. The promotion
period for a new game is quite brief, with
sometimes only two weeks of opportunity for
exposure. If there is no significant increase in the
number of downloads during these two weeks,
the game developer may simply abandon the
game and promote the next game (INSIDE,
2017). In other words, mobile game vendors
often face "pressure to realize a profit”, which
not only reflects the speed of game replacement
but also affects whether to invest a large amount
of advertising budget. For game distributors, all
marketing is aimed toward Cost per Install
(CPI).

In the cost per consumer download, advertising
effectiveness becomes the biggest key allowing
game distributors to measure whether a game is
popular with and has approval of consumers, and
can stand out from the huge number of other
games within a short time. In other words, game
distributors are faced with the challenge of
finding opportunities to use game ads to attract
and persuade consumers to download games,
and to perhaps gain huge profits when
consumers purchase game items and content.
Based on the abovementioned mobile game
industry background, the research motivation is
to explore what variables of advertising
effectiveness will generate consumer intention to
purchase or download.

1.2. Research purposes:

(1). Understand the impact of game
advertising effectiveness on consumer
purchase intention.

(2). Understand how consumer
demographics affect the impact of
game advertising effectiveness on
consumer purchase intention.

1.3. Research questions:

(1). Does advertising effectiveness have
an impact on consumer purchase
intention?

(2). What variables in advertising
effectiveness are likely to generate
consumer purchase intention?

(3). Does advertising effectiveness result
in varying degrees of purchase
intention due to consumer
demographics?

1.4. Research hypotheses:

2 International Journal of Digital Media Design

H1: Mobile game advertising effectiveness
is positively correlated with consumer
purchase intention.

hl-a: Advertising attitude in advertising

effectiveness affects consumer
purchase intention.

hl-b: Brand attitude in advertising
effectiveness affects consumer

purchase intention.

H2: Advertising effectiveness results in
different levels of purchase intention
due to consumer demographics.

h2-a; Consumer age group affects the
impact of advertising effectiveness on
purchase intention.

h2-b: Consumer education level affects the
impact of advertising effectiveness on
purchase intention.

Il. Literature Review

Based on the research objectives and research
questions in Section 1, this Section is a literature
review to survey and classify the relationship
between game advertising effectiveness and
consumer purchase intention. The definitions of
advertising effectiveness and its characteristics,
the definitions of advertising attitude and brand
attitude, and studies on purchase intention are
described below:

2.1. Advertising effectiveness

In today’s information age, consumers are
constantly exposed to the advertising
environment. Good ads are not just about
conveying messages, but are able permeate the
public consciousness with confidence and hope.
Enterprises use media to spread their product
services or ideas to consumers to satisfy their
physical or psychological needs. Engel,
Blackwell and Miniard (1990) point out that
advertising is persuasive communication through
mass communication. Information about a
company’s goods, services and creativity is
tangibly conveyed to the target audience through
appropriate paid media channels. The appeal to
the target audience is planned, and geared
toward specific thoughts and actions to achieve
the desired positive effect. Lavidge and Steiner
(1961) state that there are only two methods for
determining advertising effectiveness: One is
testing the communication effect of product
information ads, and the other is testing the sales
effect of marketing ads. Scholars generally
divide advertising effectiveness into these two
dimensions: Communication effect and sales



effect. Sales effect is difficult to measure due to
factors such as promotion or competition. Fan
(1990), a domestic advertising researcher,
proposed a model for measuring advertising
sales effect. According to this model, consumers
are first stimulated by the ad message. Then,
through an internal decision-making process, a
response of whether to buy the product is
generated. The model replaces product sales
volume with consumer purchase intention,
which can more accurately measure advertising
effectiveness.

Steiner (1961) proposed a hierarchy of
advertising effectiveness and explained the
persuasive process of advertising
communication, within which consumers move
from cognition to affection, and subsequently the
act of buying. This hierarchical process
differentiates attitude into three dimensions: (1)
Cognition; (2) Affection; and (3) Conation. The
cognitive stage, including awareness and
knowledge, is a psychological state of intellect
and rational. The affective stage, including
liking and preference, is a psychological state of
mood and emotion. The conation stage,
including conviction and purchase, is a
psychological state of drive that generates the
final behavior in the individual. Hence cognition
refers to the stage of individual consciousness;
emotion refers to the stage of adding cognition
to self-perception; and action refers to the
transformation of psychological feelings into
external tendencies and actions.

Lutz, Mackenzie & Belch (1983) showed how
consumers' attitudes toward advertising, which
are based on their perception of advertising and
brands, can affect their brand attitude and
ultimately their purchase intentions. Li & Guo
(2017 ) studied the advertising effectiveness of
vendor-sponsored LINE stickers, and found that
they are positively and significantly correlated
with consumer sticker download intention, brand
cognition, brand attitude and purchase intention.
In their study, “The Influence of Advertising
upon Purchasing Intention: TV Commercials for
the Fast Food Industry”, Hung et al. (2008)
showed that advertising attitude and brand
attitude in advertising effectiveness are
positively and significantly correlated with
purchase intention. In the prior literature,
measurement of communication effectiveness is
often based on consumer advertising attitude and
brand attitude, while measurement of sales
effectiveness is often based on consumer
purchase intention.

In accordance with the literature, the operational
definition of advertising effectiveness in this
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study is: Consumers' advertising attitudes toward
mobile game ads and their acceptance of brand
attitudes will affect their purchase intentions.

2.2. Advertising attitude

Ajzen and Fishbein (1980) state that attitude is
the degree of consumer preference for things.
When consumers have a positive attitude
towards advertising and have a demand for a
certain product, a need variable will occur,
which eventually evolves into purchase intention.
If there is no obstruction of situational variables,
purchase behavior will occur. Generally,
advertising  effectiveness is higher when
consumers have a more positive advertising
attitude  toward their favored products.
Mackenzie, Lutz and Belch (1986) state that
advertising attitude reveals the likes and dislikes
of consumers after they have received an ad
stimulus, and is a direct understanding of
consumer thoughts and feelings toward the ad.
Lutz and Swazy (1977) define advertising
attitude as the inclination to like or dislike when
stimulated by an ad under a certain situation. In
this study, the wvariables for measuring
advertising attitude are based on the four
semantic  differential items proposed by
Holbrook and Batra (1987), such as the degree
of like, good or bad, positive and negative
attitudes and degree of preference; and the
comprehensive Buchholz and Smith (1991)
five-item questionnaire advertising attitude scale,
including understanding of content, message
relevance, content attractiveness, entertainment,
and preference regarding the mobile ad. A
5-point Likert Scale is used to measure
advertising attitudes. The operational definitions
of advertising attitude are as follows:

Table 1. Operational definitions of
advertising attitude

Category Question Item

Degree of
understanding the
advertising content

This game ad helped me
better understand how to play
the game.

The ad content makes me
want to download and play
the game.

Attractiveness of the
advertising content

Relevance of the The ad message makes me

advertising message | like the game better.

Entertainment of the | | like watching this type of
ad special graphic effects in
game ads.

Preference for type
of ads

I like watching this type of
ads and they increase my
impression of the game.

(Source: Compiled by this study)

2.3. Brand attitude
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Gardner (1985) states that brand attitude is the
persistent preference for, or aversion to, a
particular brand. In today’s competitive
environment, brand plays an important role and
is key to maintaining competitive advantage
(Manzur, Olavarrieta, Hidalgo, Farias & Uribe,
2011). Brand attitude is an important concept in
consumer behavioral intention, and can trigger
consumer behavioral intention (Augusto &
Torres, 2018). Winkler (2006) found that game
ads by well-known brands are more effective in
increasing consumer brand image regarding a
brand than game ads by emerging brands.
Mackenzie and Spreng (1992) describe brand
attitude as the overall consumer assessment of a
brand. Ajzen & Fishbein define brand attitude as
the unique tendency of consumers to particularly
like or dislike certain products. Hwang & Ok
(2013) explain how communication between
brands and consumers can increase consumer
participation in products, and in marketing,
product positioning strategies can be designed
and developed according to consumer attitude
towards product brands.

Winkler (2006) finds that the game ads of
well-known brands are more effective in
increasing consumer brand image than the game
ads of emerging brands. Brand image has a
considerable role in marketing. It is regarded as
a marketing information reminder. Moreover,
consumers also use brand image as a measure
when considering product quality. Keller (1993)
proposed two dimensions of brand awareness:
brand recognition, and brand memory.
Understanding consumer brand attitude can help
decision-makers better predict the future
consumption intention of customers. For
consumers, the formation of brand attitude has a
direct impact on purchasing behavior. In other
words, a positive brand attitude towards specific
products and services is expected to have a
positive impact on customer share.

Based on the above literature review, the
variables used in this study to measure brand
attitudes are based on the five brand attitude
measures used by Macinnis and Park (1991),
namely: Brand reliability, value, preference,
practicality, and suitability. The operational
definitions of brand attitude are as follows:

Table 2. Operational definitions of brand

Preference for the | I like all kinds of games made

game brand by this game developer.
Practicality of the | The game’s social functions
game brand allow me to have fun with

friends and family.

Suitability of the
game brand

The games developed by this
game developer are suited to
consumers of all ages.

(Source: Compiled by this study)
2.4. Purchase intention

Purchase intention is a kind of transaction
behavior that occurs after consumers have
generally assessed a product, and is an attitude
of purchasing behavior. Gardner (1985) states
that purchase intention refers to the message
recipient assessing the future possibility of
buying a product. According to MacKenzie &
Lutz (1986), advertising attitude is influenced by
the thoughts and feelings of the people
advertised to towards the ads they have
experienced. Advertising attitude affects brand
attitude, which in turn may affect purchase
intention. MacKenzie et al. (1986) define
purchase intention as whether consumers are
willing to purchase the target product in a
particular brand ad. Dodds et al. (1991) point out
that purchase intention is the possibility that
consumers are willing to buy the product.
According to Schiffman & Kanuk (2010),
purchase intention is the possibility of
consumers buying a certain product. Hyogyeong
& Sujin (2010) find that advertising attitude has
an impact on purchase intention, and describe
how brand attitude also has a significant impact
on purchase intention. Table 3 below
summarizes the definitions of purchase intention
among domestic and foreign scholars:

Table 3. Definitions of purchase intention by
domestic and international scholars

Author Definition
Engle, Kollat Actions where individuals are
& Blackwell directly involved in the acquisition
(1984) of economic goods and services,

including decision-making
processes that guide and determine
related behaviors.

attitude
Category Definition
Reliability of the This game developer’s product
game brand quality has a good reputation

and is trustworthy.

Peter & Olson
(1987)

Individual consumer cognition,
behavior and interaction with
products or services during
shopping or consumption, or the
relationship between thinking,
feeling and action in different
consumption scenarios and
environments.

Value of the game | This game’s play style is novel
brand and it has more value than
similar games.
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Consumer behavior is a series of
processes including stages such as
planning, purchasing, and
consuming products. Consumers
will make the most satisfactory
decisions based on their
background, knowledge, and
experience.

Runyon &
Stewart (1987)

Engle, Kollat Consumer behavior is the act of
& Blackwell individuals directly acquiring or
(1990) using economic property, labor or

services, and involves the entire
process of initiating and deciding
these acts.

Kotler (1997) Pertains to activities engaged in by
individuals, groups, and
organizations to select, purchase,
use, and dispose of products,
services, experiences, or ideas to

meet their needs.

Consider After watching the game ad, |

downloading or | would consider downloading

buying the game.

Decide to After watching the game ad, |

download or will download the game.

buy

Recommend After watching the game ad, |

download or will recommend that family

purchase and friends download the
game.

Not download After watching the game ad, |

or purchase will not download or buy the
game.

Lin (1999) Behaviors demonstrated by
consumers in their search,
assessment, purchase, use and
handling of a product, service or

concept.

Purchase intention is the effort of
individuals to consciously plan to
purchase a certain brand of goods.

Spears and
Singh (2004)

Fandos &
Flavian (2006)

Reflects the predictable behavior of
consumers, that is, purchase
decision in the near future.

Hong & Cho The subjective judgment of

(2011) consumers toward their behavioral
intention to purchase a product or
service.

Chen, Tsai & Consumers’ possible intention to

Chien (2016) purchase a specific product, which
is the behavioral tendency of
consumers after they have received

the product information.

(Source: Compiled by this study)

Based on the above literature, the operational
definition of purchase intention in this study is
consumer intention to purchase or download a
game after they have viewed a game ad, and is
shown in Table 4, below, in terms of attraction
to advertising effectiveness. The questionnaire
used advertising attitude and brand attitude as
variables for measuring advertising effectiveness,
and purchase intention for measuring consumer
acceptance of advertising effectiveness. In other
words, the higher the consumer purchase
intention toward a product, the higher the scores
for advertising attitude and brand attitude can be
expected to be.

Table 4. Operational definitions of purchase
intention

Category Item Definition

(Source: Compiled by this study).

I11. Research Methods

This section mainly describes the research
methods, including the research hypotheses, the
subject selection, and the data analysis methods
used to analyze the questionnaire.

3.1 Research hypotheses

Based on the literature review, this study used
advertising attitude and brand attitude as
variables to measure the dependent variable of
advertising  effectiveness. The advertising
attitude question items were compiled from the
scales proposed by Holbrook & Batra (1987) and
Buchholz & Smith (1991). The brand attitude
question items are based on the scale proposed
by Macinnis & Park (1991). The question items
for the independent variable of purchase
intention are based on the scales constructed by
Engle, Kollat & Blackwell (1990), Kotler (1997),
and Lin (1999). Based on the hypotheses the
following Figure 1 is the research conceptual
model framework.

Figure 1. Research framework

3.2 Research sample selection and
data analysis methods

Sample - to explore the relationship between
game advertising effectiveness and consumer
purchase intention, respondents who had
previously viewed mobile game ads and
downloaded or purchased the mobile games
were selected. Convenience sampling was
adopted, and the survey field and time were at
the Taipei Nangang Exhibition Center Hall 2
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during the Taipei International Comics &
Animation Festival on February 1, 2020, which
coincided with the COVID-19 outbreak in
Taiwan. In cooperation with government
measures, the researcher was required to
undergo body temperature measurement, wear a
face-mask, and perform hand disinfection when
entering the venue to administer the
questionnaires to participants. The eligibility of
the participants was verified before the survey
began, and non-representative participants were
excluded. A total of 395 questionnaires were
collected. After comparing information and
manually checking for errors, a total of 384 valid
samples were obtained.

Babbie (2012) indicates that standardized data
generated by closed-ended questions in
measurement tools can be used for statistical
analysis. Thus, the study questionnaire used a
5-point Likert Scale for measurement, where 5
indicates "Strongly Agree", 4 indicates "Agree",
3 indicates "No Opinion", 2 indicates "Disagree"
and 1 indicates "Strongly  Disagree".
Respondents selected the answer that best
represented their feelings in the questions.
Quantitative statistical analysis was conducted
using the survey data, particularly focusing on
the fact that the target population shared
common hobbies and habits. The SPSS
statistical software package was used for
correlation analysis. The analysis methods used
in this research were mainly descriptive statistics,
reliability analysis, correlation analysis, t-test,
and one-way ANOVA analysis. The final part of
the questionnaire was a survey of respondent
demographic characteristics, including gender,
age, education level, disposable income, and
daily game time to wverify the research
hypotheses.

IV. Data Analysis and Discussion

Based on the research hypotheses, this Section
organized and analyzed the collected data using
various statistical methods. First, a preliminary
analysis of the respondent information was
conducted to determine the distribution of their
characteristics. Then, reliability and item
analysis were conducted on the various scales
designed in the study to test the relationship
between advertising effectiveness and the
variables for purchase intention.

4.1. Sample description and reliability
analysis

A total of 384 wvalid questionnaires were
collected. Of the respondents, 255 were males,
accounting for 67% of the sample, and 127 were
females, accounting for 33%. The sample

6 International Journal of Digital Media Design

showed that males paid more attention to mobile
game ads than females, suggesting that a
majority of visitors to the animation exhibition
the following day would be male animation fans,
as detailed in Table 5.

Table 5. Analysis of gender distribution

Count Percen Valid Cumu
tage  Percent lative
Perce

nt

Gender Male 255  67.0 67.0 67.0
Female 129 33.0 33.0 100.0
Sum 384 100.0 100.0 100.0

(Source: Compiled by this study)

To compare the distribution of the different age
groups, ages were classified into seven groups:
19 years old or less; 20-24 years old; 25-29
years old; 30-34 years old; 35-39 years old; 40—
45 years old; and 45 years old or above.
Statistics revealed that the largest age group was
20-24 years old, containing 133 people and
accounting for 34.6% of the sample; followed by
25-29 years old (116 people, 30.2%); then 30—
34 years old (54 people, 14.1%); 19 years old or
less (45 people, 11.7%), and 35-39 years old (36
people, 9.4%). There were no respondents in the
40-44 year old or 45 year old or above
categories. The data is shown in Table 6 below.

Table 6. Age Analysis of Respondents

Count  Percentage

19 years old or less 45 11.7
20-24 years old 133 34.6

Age |25-29 years old 116 30.2
30-34 years old 54 14.1
35-39 years old 36 9.4
40-44 years old 0 0
45 years old or above 0 0
Total 384 100

(Source: Compiled by this study)

In terms of disposable weekly income, 58 people
had NT$300 or less to spend, accounting for
15% of the sample; 143 (37%) had NT$301-500;
96 (25%) had NT$501-700; and 87 (23%) had
NT$701-1000. It was clear that these consumers
spent NT$300-700 per week on purchasing
games (62%). The data is shown in Table 7
below.

In terms of education level, 73 (19%) had a high



school (vocational) education; 251 (65%) had a
university (college) education; and 60 (16%) had
graduate school (or above) education. The
detailed data is shown in Table 8 below. In terms
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of daily game time, the majority spent either one
hour or less, or 1-3 hours; these two categories
totaled 241 people, accounting for 63% of the
sample. The data is shown in Table 9 below.

Table 7. Analysis of respondent disposable income

Demographic Variables Item Count Percentage
Disposable Amount (per week) NT$300 or less 58 15%
NT$301-500 143 37%
NT$501-700 96 25%
NT$701-1000 87 23%
Total 384 100%

(Source: Compiled by this study)

Table 8. Analysis of respondent education level

Demographic Variables Item Count Percentage
Education Level High school (Vocational) 73 19%
University (College) 251 65%
Graduate School (or above) 60 16%
Total 384 100%

(Source: Compiled by this study)

Table 9. Analysis of respondent daily game time

Demographic Variables Item Count Percentage
Daily Game Time 1 hour or less 103 27%

>1-3 hours 138 36%

3-5 hours 77 20%

5-7 hours 41 11%

More than 7 hours 25 6%

Total 384 100%

A reliability test using Cronbach's a coefficient
was conducted to test the consistency of the
questionnaire items. Since a pretest analysis had
been conducted and items with lower reliability
were modified and corrected, the composite
reliability of the formal questionnaire questions
was higher than the pre-test questionnaire.

(Source: Compiled by this study)

The overall a coefficient of the questionnaire
was 0.857, and the o coefficient for each
dimension was also above 0.85, indicating that
the questionnaire items were internally
consistent. The detailed data is shown in Tables
10.

Table 10. Reliability analysis of questionnaire items

Item Proportion Mean

Proportion Variation

Correlation Cronbach’s Alpha

Q1: This game ad helped me better 62.83

understand how to play the game.

61.354 0.614 0.858
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Q2: The ad content makes me want to 63.52
download and play the game.

63.140 0.542 0.857

Q3: The ad message makes me like the 65.85
game better.

65.821 0.678 0.901

Q4: 1 like watching this type of special 61.94
graphic effects in game ads.

61.573 0.631 0.858

Q5: 1 like watching this type of ads 62.05
and they increase my impression
of the game.

63.015 0.606 0.858

Q6: The product quality of this game 61.99
developer has a good reputation
and is trustworthy.

63.131 0.510 0.899

Q7: The playing method of this game 62.53
is novel and more valuable than
similar games.

63.242 0.525 0.857

Q8: 1 like all types of games made by 63.21
this game developer.

62.320 0.705 0.918

Q9: The social functions in the game 64.02
allow me to have fun with friends
and family.

61.434 0.611 0.864

Q10: The games developed by this 61.57
game developer are suited to
consumers of all ages.

60.881 0.583 0.854

Q11: After watching the game ad, | 66.72
will consider downloading the
game.

63.256 0.653 0.920

Q12: After watching the game ad, | 63.74
will download the game.

60.072 0.578 0.853

Q13: After watching the game ad, | 65.29
will recommend that family and
friends download the game.

62.531 0.627 0.870

Q14: After watching the game ad, | 41.70
will not download or buy the
game.

34.852 0.366 0.707

4.2. Analysis of Research Findings

Research hypothesis H1: Mobile game
advertising effectiveness is positively correlated
with consumer purchase intention. Correlation
analysis was used to analyze respondent data in
terms of advertising attitude, brand attitude and
purchase intention, to determine the relationship
between the advertising’s effectiveness and
purchase intention variables of consumers who
viewed the ads. Results showed that the

(Source: Compiled by this study)

correlation coefficient of advertising attitude,
brand attitude and purchase intention was less
than 0.05, indicating a significant correlation
between each pair. However, the study found
that advertising attitude showed the highest
correlation coefficient, at 0.735, with consumer
purchase intention; while brand attitude showed
the lowest correlation coefficient, 0.521, with
consumer purchase intention. Table 11 shows
the details of the analysis.

Table 11. Correlation analysis

Advertising Attitude Brand Attitude Purchase
Intention
Advertising Attitude Pearson’s Correlation 0.618** 0.735**
Significance test (two-tailed) 0.000 0.000
Brand Attitude Pearson’s Correlation 0.618** 1 0.521**
Significance test (two-tailed) 0.000 0.000
Purchase Intention ~ Pearson’s Correlation 0.735** 0.521** 1
Significance test (two-tailed) 0.000 0.000

**Correlation is significant at 0.01 (two-tailed). N=384

attitude in
consumer

Regarding hl-a “Advertising
advertising  effectiveness affects

8 International Journal of Digital Media Design

(Source: Compiled by this study)

purchase intention” and h1l-b “Brand attitude in
advertising effectiveness affects consumer



purchase intention”, the advertising attitude and
brand attitude data tested the significance of
mobile game advertising and purchase intention
to determine whether the question hypothesis is
true. Based on a test value = 3 (ordinary) and
95% confidence, the study results showed that in

| Yi-Lin Yu |

advertising attitude, significance was less than
0.05 in Items 1-5. This therefore indicates that
hl-a, “Advertising attitude in advertising
effectiveness  affects  consumer  purchase
intention”, is true. Table 12 shows the analysis
results.

Table 12. One-sample T test: Advertising attitude

Test value=3
95% confidence interval for difference

t Degree of Significance Mean Difference Lower Limit  Upper

Freedom (two-tailed) Limit
Q1 38.571 384 0.000 1.228 1.05 1.22
Q2 25.264 384 0.000 1.027 1.43 1.17
Q3 40.637 384 0.000 1.454 1.18 1.43
Q4 33.717 384 0.000 1.217 1.13 1.18
Q5 31.463 384 0.000 1.053 1.06 1.10
Note: p <.001 (Source: Compiled by this study)

Based on a test value of 3 (ordinary) and 95%
confidence, the study results showed that in
brand attitude, significance was less than 0.05 in
Items 6-10. This therefore indicates that that

h1-b, “Brand attitude in advertising effectiveness
affects consumer purchase intention”, is true.
Table 13 shows the analysis results.

Table 13. One-sample T test: Brand attitude

Test value=3

95% confidence interval for difference

t Degree of Significance Mean Difference Lower Limit  Upper
Freedom (two-tailed) Limit
Q6 39.721 384 0.000 1.217 1.25 1.26
Q7 24.516 384 0.000 0.785 0.83 0.87
Q8 41,890 384 0.000 1.574 1.37 1.36
Q9 38.759 384 0.000 1.132 1.24 1.21
Q10 37.638 384 0.000 1.093 1.13 1.07
Note: p <.001 (Source: Compiled by this study)

Regarding research hypothesis H2, “Consumer
demographics affects the impact of advertising
effectiveness on purchase intentions”, a one-way
ANOVA was used to analyze the impact of
demographic  variables on advertising
effectiveness and purchase intention to
determine the effect of different age and

determine the differences between the groups.
The one-way ANOVA showed that significance
for advertising effectiveness and purchase
intention were both greater than 0.05, indicating
that age classification showed no significant
difference in advertising effectiveness or
purchase intention. Table 14 shows the analysis

education levels. When significance was results of the age variable
established, comparisons were made to
Table 14. One-way ANOVA: Age variable
Sum of Square Degree of Mean Square F Significance
Freedom
Advertising Between groups 1.852 5 0.287
effectiveness Within group  145.462 379 0.356 0.583 0.614
146.741 384
Purchase Between groups 1.348 5 0.143
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155.247
155.710

intention Within group

379
384

0.357 0.376 0.732

Note: p <.05

This study classified education level into three
categories, namely, high school (vocational),
university (college), and graduate school. A
one-way ANOVA test showed that significance
for advertising effectiveness and purchase

(Source: Compiled by this study)

intention were both greater than 0.05, indicating
that education level had no significant difference
in purchase intention. Table 15 shows the
analysis results of the education variable.

Table 15. One-way ANOVA: Education variable

Sum of Square Degree of Mean Square F Significance
Freedom
Advertising Between groups 1.683 3 0.226
effectiveness Within group  131.273 381 0.314 0.651 0.557
131.378 384
Purchase Between groups 0.638 3 0.133
intention Within group  145.132 381
145.770 384 0.352 0478  0.871
Note: p <.05 (Source: Compiled by this study)

V. Conclusions and Recommendations

5.1. Research findings

This study explored the relationship between the
advertising effectiveness of mobile game ads
and consumer purchase intention. This
researcher  believes that good game
advertisement content can not only convey game
information, but can also attract the interest of
consumers through visual effects and game
brands, and meet their physiological or
psychological needs, thereby achieving the goal
of generating profits. The subjects were
consumers who had downloaded or purchased
mobile game apps after viewing mobile game
ads. Samples were collected through a field
questionnaire survey. A total of 384 valid
questionnaires were collected. Multivariate
statistical analysis was conducted using SPSS to
determine whether advertising attitude or brand
attitude in advertising effectiveness increases
consumer  cognition of the advertising
effectiveness, thereby impacting consumer
purchase decision. Based on the research
hypotheses, the findings are as follows.

Correlation  analysis to  determine  the
relationship between advertising effectiveness
and purchase intention variables after consumers
viewed ads found that both were less than 0.05,
indicating a significant correlation between the
two. Advertisement attitude showed the highest
correlation with consumer purchase intention,
with a coefficient of 0.735; brand attitude
showed the lowest correlation with consumer
purchase intention, with a coefficient of 0.521.

10 International Journal of Digital Media Design

This shows that consumer acceptance of visual
and informational effectiveness in the ad
communication was higher than their brand
attitude toward the game. Moreover, both
variables of advertising effectiveness showed
positive correlations with consumer purchase
intention. The results of the study are consistent
with Biswas, Hussain, and Donnell (2009) who
suggested that when brand awareness is not high,
vendors should attract greater attention through
enhanced advertising effectiveness to reduce
both customer information acquisition time and
cost, and subsequently increase customer
purchase intention.

One-way ANOVA was used to determine
whether the demographic variables of age and
education level have significant impacts on
advertising effectiveness and purchase intention.
The data showed that the significance of both
age and education level on advertising
effectiveness and purchase intention were
greater than 0.05, indicating that the age and
education level of consumers were not
significant in their games purchase intention.
Researcher inference that mobile phone ads
come in many varieties. This study did not focus
on any specific type of ad, and this may have
contributed to the lack of significant differences
between respondents of different educational
levels. Future studies should examine this
variable more in detail.

The above findings were statistically analyzed
using descriptive statistics, correlation analysis,
T-test, and single factor ANOVA, and the
analysis results were summarized. The research



hypotheses were tested; the outcomes are as
shown in Table 16.

Table 16. Conclusions in advertising
effectiveness and consumer purchase
intention hypotheses

Research Hypotheses Result

H1 Mobile game advertising effectiveness|Established
is positively correlated with consumer
purchase intention.

hl-a |Advertising attitude in advertising|Established
effectiveness affects consumer
purchase intention.

hi-b (Brand attitude in
effectiveness affects
purchase intention.

advertising |Established
consumer

H2  |Consumer demographics affect the|Not
impact of advertising effectiveness on|established
purchase intention.

h2-a |Differences in consumer age groups|Not
affect the impact of advertising|established
effectiveness on purchase intention.

h2-b |Differences in consumer education|Not
levels affect the impact of advertising|established
effectiveness on purchase intention.

(Source: Compiled by this study)
5.2. Research Limitations

This study explored only the relationship
between advertising effectiveness and consumer
purchase intention. It did not categorize and
study types of advertising content. Future
research should target different types of
advertising for more detailed analysis.

The analysis of advertising attitude and brand
attitude focused only on their correlation with
purchase intentions, and the importance of the
variables was not ranked and analyzed. Future
research should conduct more detailed analysis
of their key factors affecting consumer purchase
intention.

The research period coincided with the
COVID-19 pandemic. Many game exhibitions
were forced to cancel or be postponed, making
sample collection difficult. Hence the sample
number does not represent all mobile game
consumers, and there may be a gap between the
research findings and actual situation.

5.3. Research Contribution

The mobile game market has become the most
competitive platform market in the world. Game
ads are the first visual presentation of game
content seen by consumers, and are also a
channel for attracting consumers. They also
represent the brand image of the games, and are
key to consumer preference and download or
purchase of the games.

| Yi-Lin Yu |

In the huge mobile game market, attracting
customers to their products through ad
promotion so that they are willing to further
learn about the app content and make purchases
is a rigorous challenge faced by all vendors. In
short, mobile games have gradually matured
with the development of social culture.

Today, they have crossed cultural barriers,
broken through language barriers, and are
moving toward internationalization. To attract
attention in the international market, the
advertising effectiveness of the content is a
major test.

The findings in this study provide direction and
recommendations for game app advertising
effectiveness, and can be used as reference for
future designers and the industry. The game
industry can use the study results in ad content
design to tailor visual effectiveness to the
characteristics, advertising attitude, brand
attitude, and consumer preferences of the target
population. This way, more consumers will be
attracted to purchase the mobile games,
increasing industry profits, creating a boom in
the industry, and thereby achieving both more
effectiveness and a win-win outcome.
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ABSTRACT

This research performs a narrative analysis for the Japanese anime "La maison en petits cubes”. By
using content analysis > encode and count method > for the story structure strategy > lens design »

animation language to discuss how the director narrates the story and enhances the story intensity. The
result of this research shows that the anime accords the basic story structure of the Hollywood
animation formula proposed by Chris Patmore; and the Todorov’s 5 steps of story structure. In the
initial equilibrium state of the story beginning > the director mostly adopts the unfocused narrative; In
the steps 2 to 4 of the story » the director uses the internal focalization lens to express the character's
inner emotions and ideas and tries to communicate for the key message of the story with the audience
by using the external focalization lens in step 5. The director also combines the lens and animation
language in his narrative skills. Through this research - we statistic the frequency of animation
languages applied in story and find that the director uses the "metaphor” > "symbol" - and "sound"
many times to improve the story strength. The director is good at using "metaphor" animation language
to increase the tension of the story > and "penetrating” to emphasize the mood and emotional reaction
of the character » and finally arranging the "symbol" into the plot to express the life situation of the
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character that successfully conveys the meaning of the story and effectively enhances the value of the
story. The research results can provide references for script writing or animation short film creation.

Keywords: animated short film, narrative skills, animation language, lens design, story structure.
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existence) (Ryan, 2007;Z %= #t -~ B FH »
2017) -

RBEHE RN R EEERE S
Dlse Rt {fiE - DIARTFE A EHERRAVNE )
Foll > o] DL 5% B 255 A Bl 26 B 4R HY 56 —
(02:10) 2 B 681 I~ L B F Y FE R 2 - LK
I { b Y ThE 57 = ey T e A 1 2= P 50888 ~
AR ERESE - 282 T AR Ry E E R
T LIRS B ~ A B A AR
FRARVMH S E ARy S ERI R B AL - 1£
b [ e P 228 R B R T 0% - R
it Ryan $FRCERAVESR - Wt 180 E R
FIT RE JURE S R R R ) P R WS B 2R
HTHE ST Rt =R EREY DDA

2.2 BB

%R R R = F 5 F BRI
E{E 5 4R S E 4 (form) B4 75 (content) iy
— oA - $2 i (story) BiLEE 3 (discourse)
ERREE S S B A
MisEaB st Bis RER N (MEFR > 2015
20-21) - TEEETS IR © —(EEIA RS —
(EREs  —(EFE - —(E%ER @ beginning -
middle » andend) » i&/a)3EAT R BUE— (EEIA
R T E R DSBS R — B
PRI R R IS5 RS » BB A R TR R 5 | 2
BTSSR B E B
R e S R RIS S (YL
45+ 1974) - Block (2001) thi5HHEA G
% EH1 B 46 (Beginning) ~ 1 [ (Middle) £ 45 5
(End) =EREIHERL > 25540 T -

()BE4E © HrEEs R » T T
EHTGRE - RS I
SRAH » DL S (AR S BE i - i A5
BSEL > it » VA (BTG © F f S E e
(R - B FAEr -

(Q)rbRs : RS T S | S I e e
B R P N BTSSR » (B2 R TR
(Y ER R EEG > TR G S AR -

Q)& © WIEHETIER  EsE s
R AETE R - SRS R i S R
EUESE (T RS R S e B
AR > DL e S B S R - SRR
BT RS - {E R EBERBR ERE 1T
B SERE A SR RS R B B
AR R R -
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Patmore g H#F3IGEIE HIE[NFEAR
AR AE - WE 3 Fon o TAIREETE
R BRI TN R4S o B =P
5 BLECRHYEREIH4R (Dramatic Curve) E
BB B - BRI Hh 4R i 4 ISR £ 2
Eif - SR HIF S B G EER EEEEI -
2> ACT1 {FEE(flssnyiidserk ; ACT2 Hi
HE TS EM - BB LT REAE
= TR 5 ACT3 (& i 1 B 175 Ui 2
(Patmore, 2003) -

“Intensny

Actl

Cris is of climax

Act3

Felling action

Act2 (o

Risingaction
Resoluti

(00)

Complication

Ex=37EH
Co=ff52

Inciting morment =

Cr=im
R=EET ~ BER

EX Exposition

1 EREliheR
BRI | Block(2001); 8% K ~ R ~ 75 B (2008)

1t Y EFYEHNE" Intensity” EF
R EETR I GRE 0 FoRMEIRE > 100 FoR
SEFE A o AF B R YA = EE” CX(Climax)” B
Ryt SRR SRS = L T AR R S A
H G B LG Al h = S S RS & = s
TP 78 B R g I R D A e 5 — EL R 2
P ISR (FE - R H
EE » 2008) -

TEBAERE ERITIRE R AEH  FE R
(Tzvetan Todorov) iy ¥ &7 <7 R B2 = - &
EksZ 2 > 1969 FAEL T & (Propp) i
RE R AR ah Y 31 FEIIRE - F2HAL
AR FLHEEES | LAY FHGIREE - 2. 3%
R RS L TEIIE ~ KPR 2
BSE ~ A S EIAE - nREE - K 5. WA F-fr
MRER (MREEZR » 2015227580~ ZE2kK 0 2017 )
FEZ IR RARESEHEEL Block f2HIAY="FE
SN R M A EEER Y HE A g
EE LUN KRR 2 AR M - $6260%
K EEBIAEERR LYHNFER
RE ~ 2P HRIRRE R TR ~ 3 KT
IRREEZ R ~ 4B WAE P HrikRE - K 5.
PRAGFHIRER - H B B 4R =B
FIBHIH(EX) ~ 3/ (CO) ~ EEl(CX)FI4EE(R)
W 2 o BARH S 4 2 @ Ayt /Y Bb 1)
(Patmore, 2003) » E] ACTZ 25% + ACT2 50% -
ACT3 25% Z SEREHETTUIE] » 413 1 FR »

Time



525 1Y B Ui 408 7 50 BH A R Y ) 4R 5
B IMEBREE R B A EHIEIREE - AL
Rl P SERHGIRAE » B A R
(ACTL)Hh » HEE Y55 IS B P 4T
B o EAREEEZEE: - FFAOM RS R - 5
DREIRIEE © BIEAYEE =R SBVURS B P MR RG
B BURE B R EA PR - SRR
SEREERFAEIGIN - SR E AR N 7 =
7 e T R (TR e o - A 5 55 Y
P B2 B e ZHHE S R BI(ACT2) - #r =
B 1% — (P Bl (e A - i IR RE A EI S TR
RE > Ry THEIISCER R - EE ARG (E AP
flr-F-P R > B 2R ARy

| M | SREATE | 1RIEFE |

TBER - PEFSEas B T A AR IR TP IR
R& o EE ERLPHER = REI(ACTI) T - i3
BR &S B B 2 PRSP - A P SR RR B
96 - Bl £ A 58 IR HY B IE AR £ ARy
FERZEAR R - FE RSP HRIRAR - 40
PEAERE BT &S T HIREEDIRE Y IERL - &
I8 RAPH-F PR EEs (meRk
2008) -

F SRR E LR SR~ A -~ R
A EHTT  AWTFEH e SR TR 2 08 R AR
Tl Py SEBEEE o3 ITHY RIS R SLE RV R oA
B - BEEE S T L= ¥ I Block %
BEERE R AT BRI R A TR AL -

F 1 FEEHE =Rt

W 8RR Block ] B
1323 BEELERE BEELERS
— ST | SEEM B (EX) B — R | WESENE EE SN EN G
/N (ACTI) B RS SN R
I AT s Y 4 S8 B
i TR E/E(CO) ® — B | EmmuiEse s mnrikd -
= FERAE SR (ACT2) 5 B P R G I SR T
REHHIREE EHI(CX) B RS 1y B e e B
Ea PR ER®R) B = E | (iEEIEE aEdig  REEERR
g (ACT3) FEERE - BRAE ETE 2 ELS -
LRIAE © ARoeRR
- IHRE (Kawin, 1996)
2.3 ETEES I (Kawin, 1996)

BRIAESOCE PEF R LA T lens ) AE(E
BRI o HEE " lens | EIERFLITHE
FIRFRAE — BRI - 2RI » Bk T R
ACEHER (A SRER A BN G E R AR R
H - —(ESRBAR A B > TR B S IR IR © 9
TRIFHYZE IR ~ 1O ~ A DU RS T Y
IS RSy - th e FE s
S o AAAFE R ~ Ao > — A 5
RS E A EE TR, Y
PROEIE 2 fy [ Take -

FEH BEEHAR SHBLS BUER FEE B
B A RN TR IR - 3T 2 EFEN UG &
et RESECH IS LE R A S B B - WERES
SR R IR S R A R R &
1H B A R AR R AR (Nilsen, 1972) « FEFR
A TR SABEF R TTZR - il
SRR S T AR S M il — (B S BE B TR AY
o > BAMEHRE - BEAVECE: - I RE
ERGHVEERE - BN S EREHVARE - R
AR RS EIHITTIR - HRHEA SEEARVRIIR

KU FE RS 4 IS B H B AV IR
B INBEAE AT i Z A > S8 HH A R B
EELENECNIIPSS & - SN N (SN I EREEEIN
SRV ~ AT EB DL RS > Oy
i LA™ VUM i [ 6 R o AT AR B0 7 Y B B st
it e

FRUE R ST YA/ NGB E AR (E T 550 (Shot
size) > EHRUHAE S & AR ZZ M5 = ~ 58
AR5 ~ R EE IS e 2 - s
S R - SR E s T EEMRE SE
(Frame) NEEB 4N/ DINZEM AR E (RS S HT
HIREE 0 2005) © SRR EH R E Y

(AT ~ FEWFE - 2007 ) - Cherif, Solachidis &
Pitas > 2007 42 M EARIERBNERCE
b DRSS EAIEERE (EikE - =S
EL53 B H B 58S > HE T E FetR = A
BNIKRAN - B Aoy R (B
B SH4ES ~ FEDE - TEMEE 0 2014) o KWt
FeRIEZ e S E = 1 5 2 E R E AR
G 2FIER ~ BiEHE SRR » A2 585
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BE(Full Shot) - RIEAEIEE SR B/ \(EFAY > 73
Ryl ¢ ()RS (Extreme Long Shot); (2)& 5
(Long Shot);(3) 4 & (Full Shot); (4) 4= &
(Medium Long Shot);(5) =& (Medium Shot); (6)
15 (MediumClose-up); (7)457%5(Close Up);(8)
fi455 B2 (Extreme Close Up) °

RPN L B S B R R E S
IR " $RIEAME ) (Shot Angle) » S5ETH 4R
N BE(E R E R (Betton, 1990) - 482 HUATYE
SRHTAR ~ Ot ~ BE2eRE T REY R —H - BlAT
—BHAEE - EHIL S B EEEKE S
SR EEE = 0 FE D R S E AR BRI AT
EEREA A - SR A S 2 e e E
T M AR AER AR (ER]
AR E T e S B B AV > T s iR
& MEGERYEEFNENEGREE  FE
FRHI 2 [ > 58 B REE R i A BB B 4B FIR
AET - FNEINAERE R EIIER SR
B A HETE 7y BH Sl s 8 S AR R B LA P
EHf (Zettl, 1989) o

AR B R L 1 F RG] T
KPR EREANT AR - A EE B 0 295
BRSO EBLE RHE - o ATHYE A B E g A =
o FER o B RiE RO BRIR A EUE £ -
ESRE R S R Rt R s R
FHHVEEARE - Rl AN (1) S
$20E (Bird's eye view) ;(2)fif #5598 ( High
angle) ; (3)/K3F-g%08 (Eye-level angle) ; (4)
{479 (Low angle) ; (5)EAI4EIE (Dutch
angle ) [ ZILEETE AN 1E 2% 0T LAFE R Esthétique
du cinema (Mitry, 1965; Chateau, 2006); Betton,
1990) -

RS E) > S SREES) > BAK
FEA R EER T AITIEEE BT WnT LA
AR RS RIEL S  FRERELIHE
AR A E AR RE - ZRERZER > F 2K
EE RSN SRIER SR A S5 2
BOA— g8 BEtitEREE -~ RalfF
TERYRL i (Ward, 2005) « BEAS | » ffso i is)
G ey U R 5L A R o 1 i i 2 55 (Fixed
rotations) ~ & £ 4 §5 (Zooms) ~ % 1 JH §5
(Translations)&4H & 78 5% (Combinations) - .5t
TE MR A £ N oy RO - ER ~ S o i
TP ST R AR HERL ~ Baf% ~ THESE - ABH5E
825 T S RREE T SRR SR TR B E R Sy
DUR /ST © (D)fEHEEETEPan) ~ (2) ELH# 85 0H
(Tilt) ~ Q) et EzgA(Roll) ~ (4)F&E#5EH(Truck
or Dolly) - (5)F|[#%#%5E(Crane) ~ (6)% f2 53 0E
(Zoom) -

52 T E SRR A R — (U R
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SOPRAVIRRIN SRR E IR E S
FPREANAS A [FIAVERS » SRR RIAVEDE - 16
ST B FRIAYIEZ - BURE RO SR
BG 2 EHIRR (7 > H AT SR R MY
RIS =B - SREHAVETR(Point of view) » T
POV - &LH #iH BB MR (Katz, 1991) - ¥
BURinS > il 2R - (HE T REAVE
{EFT 2IRHARER - SEATRRRR (T 5
M BB - SRR B A S
a0 5 I E B RESR IR R ArEAY L)
B BB elURES (GRE - B

2008) - AL - ERREARIEAEE SR M E Y
RO AR B AT » 28010 > AL
Rligis (Katz, 1991) - i Refiff_EBGEGEE
EINESR > EEBEIEERIVER - 5
R AV A HH 3% RERFER I ) o LB
W RE SR BFBR - EFA T

1. TEigTA(Subjective shot) - T 50 A
ANE > B #E A58 (Tumminello
2006) - fE A B R REVELRATE
SRR I - B Ry e e Sy L
F BT R E R A - EEEA
Vst —UIRIYIRSET RES A TH B -
i B s T B iR RE
iy BRI S B OE R T -

2. EEi$HTH(Objective shot) : NG H
EREN NI AREE > et EE
—(EAEE PRS- IR TR
Bi%E , (Mascelli, 1998) » [R5 BB HBLFHY
EEIARRREE R P A —{E AR
2 EERBEMIEEAL - FE AR
e —f A\ H & A TE TR i 2 H E R
TS AR - RS W ENM SR
EESFEENESE BB
AEMT 0 EEFESHEY) -~ ETHE -

AR H A AThy sR IR B > tr [EIHF R
STERUERUTEES - T/ NP E - AE
RS — Mg 7y Sy DU ¢ (1) 42 IR (Omniscient
POV) ~ (2)55— A f#(First-person POV) ~ (3)5E
Z A% ~ (4)5F = A FE(Third-person POV) - &
SRR B NS AR R B AR LR 2 (R
(BT~ S22 R B R I B A AR B > 22 7 PRy
BRLE 2088 H 2080 - SRUER S e EE A R
FeI5 0 BB B R AR P S B R IR
B REEERIEREMS I MREES AR
EERET e E EENEEER

24 BYEEES

PREE - RUFHTHY 2006 SEEEEIEhE LM T



AP R B BB A R E R $E
sE s BV SRS E O RS S e > W]
DUER &Rk (1) 280 (R & ik - S5 - #52)(2)
01~ Q)2 - (OB E(BEEEEIL - F
NFEREVZURE) ~ B)EETHS ~ (B)FFofthamm ~ (7)
BEBEEER (R s|1ER - REDE
2007) o EuldleEah S A E SR E 25 T SRR
PREE - EURATFTEHIBIA S IE—F (Wells -
2006) - 535h 0 bR T OREE - EUERHTATE AT L
MEEE SN WA EE R B SR S
oA - TR, - TR F Y
FE B YA [EAR R o R [F] A B /R oK
PR AR BERAE RS R - B s
AT R ERE S R i S B A&
HRETH -

WRBE 4G BN o 2 IR A FIAE
By 1 AN R BT B Ay B AR B LR R
W fEE s R TS A RE AL - &2
i e RO L SR R GRS S A
RETE - B0 - EERKEES R T - K&
FITRBECR - 58 /b T BITEHISSR RS > 27

| M | SREATE | 1RIEFE |

A S Eh Rl i A 5 | RS > AR R A K
FAHR FLAT R R - EIR LT 1 S R RS
B BRI IEZ - B AT R AR AT
aEe (visual language) - ‘EMEFEIHAVRASR
CEEFFTRIVR AR (AEE ~ BIERER - 8
BRI BT & S B B A S i YRR
AR - 15K Bt it S ENTE R - &
RTE R R R R A BRa N B &R
EhERES 2 - i AR E e
o FFOEEHES (£2) THEEES
1:{3 o

B SRR FRY I AT EE I RYEE SR
EIH AR R - TR E SRR E
i > D0 FR [EIIRF S B = REhAR - 3l Bo(1) %k
FILR  (QiELER - Q)EIEES - P
IS ERE L = (FRERAR AR (B = SRR b -

RIESURGEEI (5RtasE > 2009) - Ehash
= B R R A R L - NI AR TR
R S MR B TV E R F A ) -

%2 BEESINERRY
=1¢ HE ] 3H
B | e fEH S8
| ME ﬁ* 4 e R SR 5 — TR G ST A 5 -
etamorphosis
S
2 | e %“ . SRR R AR T -
eproduction
TR E e e e -
o | o | BB ~ BT » LR A 2B « B L -
Metaphor BB - AR S B Y B A
W) » SR B SRR A -
v | ap | TN (BB | FBEE T AMORSE - RS - H0E - SULR 2 T BT
Anthropomorphism B PEASELARE » Hr & ACRERAYAIRE -
s | FaB f% 4 R R R A Bz -
abrication
6 | Pr ?5 4 G (LR B0« S R AP -
enetration
7 | sa gﬁ, » PR 2 R T B = T e AR 2 -
ymbolic Association
o e
g I 55%@' B S T T S IR e R -
ound Illusion
o | mo | P AR R - S R LR e e
Explosion KB 6T R R Y S BT N -
BEIERIE © Wells (2006)
. 1T DA S 8RB RS B S (N B T T ST
3 MAEAE "

W A EE NS H RS R
EAbTTANILAERRAET - WARER i ARV #
FAEROI MR AR - B i LAV T R HY o

FUG3AT > S AT ERE N T SRR S AR -
I EHEA EAYEIE - T H o RN E
TREE R FRAERE P 3 AR R B FE DU EE 42
ZIAN BRI SRR — 8 7e - A
AR AT EER AR ER
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SATHIERFT A H B AR A SN SR
REMERBEMBE  fr Ui 2 AR
HHRNE » HEY R REBRI - A&
AL EARHY T BRI TR R RS I DAGR
15 > (EET RS H HIRAY RS IR UE MERY
75 =0 et b 5T B G2 2R AHY PR ST L
(Kohlbacher, 2006) -

[EES g aprN: O aEEEl | ot 1ok Rl
MRIETIEETTS > & W BN E PRI -
BIEBE A AR S Re st REAH AR RARL > S
A BUE R YRS T RC P RS R (42
TBELEE RS - AT - BhFEERRAIER
) BT RIETACET = > E R A
B HRATERF S IRA MR AR E -
HEC ~ {36 AT Al DL R A —FF Ry
b5 B AT EFTEERREIRR (A05hREEEE
BZEer - BT pOlERE ) o AREIETEY
IS 3 AR R - ERE R LIRS ERY
PRI ZS » W A] DIRE B AR 45 - S0
W& LAor#r (Kohlbacher, 2006) °

AKiH5E R AN 5314 ~ $HE SRR
BRI R B T S > A AGE RS LA 2 1)
F LIRS EE - FE Todorov 2 71 SR R4S
% ~ BR ST SR EATR Z 8RS - Cherif
£l Betton Gérard % A1V THRE = BLIREE « &
AT B S E S E R EM A E S
My TEErEEE R (EEEANE) BV
HI8[E - Babbie (1995)f5tH » WA ~ SO
CARTIRE R AR p =R U W Dy [y =S A R AN
@r [y B84 B G (social artifacts) {F #& A 5 1
Barelson . 5R NS5 A 2 HERE ROE 8
AR MEE - 240 - EENHFIL -
mEFPNEE M EIEBE PP FER
BHHERAR RIAIRR 21T 8RR R —
VAR T E EME R TN A B
SIEEHHAAETE > BT 2R thir AR
(Berelson, 1952 ; jj#3=E - 2000) -

3.1 HFEAER

(BB E A EEHYRIEREES - &L AB &
s (CUBREhER R ) Rytlhh - ERE R Sl
B B2 EE 52 (Academy of Motion Picture Arts
and Sciences )JE FeBliE MR YR K/ Nk 40
Sr#ELINIYEZ R (AMPAS - 2020) - FRE)
B A 5 5 R ) B R A R DA R SR B E
PR RS LU IR R AR S A - B
AR AIHFELAENE 5 7 SR b e AR 5
Rtz — (EFERS% > 2014) - ([E[ERE
A/NER ) iE S B ook 5 H AR A4
(Kunio Katou) Frgl{EHY R ENEF i
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{245 2009) ° BEMEME AR AR Annecy B
HiiZ= T~ 2008 fEJEHESG R ~ 2008 FEH A 12
[B] S E A AL BE RS B i 4R Eh B PR E LA
F: 2009 755 81 [ BT e s EE M A
1% o B NRE A A 12 SR Eh 2 BRI E
i (BB IR A D HEL ) SEmAvAE AR AR5
IR - 583 E A EER N AR &
(O E o Ll > 5% AV B R R B 70w T
HEATH AR > LN A TSR -
TIEE AR/ (S5 ik A D HED ) 1E ST T
A A B2 R AT JE - 2908 T R
HRFTE NN I BSRE R (FO B S ER E R
HINFFE - BN AW R PR B N B A F E
sEEE R BIEZ 2% - AWFRLL ([EIEFEAR
/NE ) BE R TE RS ANER - EAE
B4R 3 -

= 3 PR
A LTE ([EMEREANE)

=R 12 574

Fy 2008 4F

i HOE A=A
4l SE AT
BUEA H T EEE Bt
e TR —

3.2 WA EE

P SRR BRE T 47 & B B R B o AT
% > AWIZELL Todorov 2 S $1EE4ERE
Genette [Y#EEEZ S~ LUK Paul Wells @EE
LR AR By oy T H R SPETEE R R A
BIFERIE A4 ~ 15T ~ RS IR B R &
FEET LIGRES - AR | R R IR RS
IR R AE RS L R IEE IR EEE R P AR
gt A BLEkE 4R IE - BhEFLIERIFEIE
th o BIEE R — R AR R > FERE TG ER
DiEYRENE RS Bl E SR ek
AEEEFENEEARRD - b TESEAR

(EEEANE) WIREERETEERA

AERFEHEE T LU AIRRSE T R B -

(DEETLATFEam e R SR R AR B R PR -

(2) 57 BERFAE R AMHUERAS » AE N ACTR
AR5 -

Q)FEITEAL > WA E S
— 3R Z SR EARF R -

(4) &k Todorov(1969) 7 71 Fi& B R 25 & e
IR B SR I S P B

(B) fi it 2 Wi 75 ¢ 2 (2005) F i 22 Y §5 58
# F ~ Chateau(2006) iy $5 55 /4 &£ »
Ward(2005)#y # B i# 5l + Katz(1991)#Y
53 0H B R S E SRR AT T S A



STOTHVER SR RIR > i AR S R D
Bk 2 BB f B B A (AR

RS -
(6)ficPaul WellsFrig iy B sBELlE Ryt
FeHVIH

(7) o3 A aC 5 = Rl R R 7 S R ket B
@Y RIS R - S e lamEhE
KA (EERAVNE ) BE 2 B
Tk REaHEAatEYR EaRRE -
(O)F e am Bl -

3.3 Aot Efr

WFRSeikts A R B (R S BER E BL R
HEEY) A 13 B (3R 4) - R By
PR DUk B A (EEREANE)

| M | SREATE | 1RIEFE |

Ryl o

B EEREEK AT T i 28
BB B - ISR - 0 %G
HIEE|E ON = B VRN P RS E I ES

(REETRESITHIESR) - 3% 5 K HIE
B WS WEBRRSRHAREIE - 71
firHE B & RBET R 1 s ARTEE - T
HEBFIEE 34~-55 BLL - PIIFEIR R
46 5% > BEEEAERERNIZEAH ZH > i
FEEE 15 FLLE - SENE DI - T
A IR AR SR SRR T R
e LAk B R I AR PRITESE(S L AT LAY
BT AR BT 73 M B SO AR Ry i
I AR ERECEETT O BIE e B R FT
AE > BRI SRR -

= S HERER

BTG o R B B R R HIE REUE B JEE | £ | =2 T R
ECEE - WELSRIMEXEAREG T - A 54| Rt B %5
B 38 | Bt | #EEE EIES
R 4 BROTRAL C | 55 | Mt | EEm | BuEE
BEE 4R B B D 34 | fEt ERe] SR
FEZBh E 49 | tEHL: wgeE S IS
EL% 01 W 2 00:00-00:16
) f: 00:17-00:42 . e
Eﬁg v Tatirs 00:43-0L:08 BT T AT AR T RIS DT T
B 04 EEATE] 01:09-01-19 ERfM A CSEMKAEE ST E a7
E3% 05 EYN: 01:20-01:57 EAVEE » MARRIBER AR IENE T
EE% 06 KT S 01:58-02:37 F > T HOSUE ST - ABFEATHRIER
EE% 07 N 02:38-03:54 LR N T ELIRIE HY SCRRER AT A B EE 5
FE% 08 S NEIEE | 03:55-04:45 R JEE 4R - R » ARZE 2 SUEAF R R
EE% 09 TEANEIYERS | 04:46-05:28 Bz BB pras w2 s smam at - -
% 10 (B R ATIRTE 05:29-08:45
EE% 11 NI EC 08:46-10:45 4 FRgREE BB RS
EE% 12 EEENEE 10:46-10:57
% 13 AN 10:58-11:14 4.1 &ggﬁ_—%

3.4 BILEE - &

BRI BN ESTTBRE TR RERE Y
> §AEMETFEE N E T H Rt
BT B RESIR T AT S R AEEIHIHH
H (FHEEY—F5) - M HEATSHIESER—
e —EMAE > ABESTNEREAS -
BRI R AR -

(1) EH P E R {E DL _EAYERHIE  $2 1R (]
I AT HERE - I [E]— AR B L TR
T

¥ HHVSFAISE R EABE LR
ETEEGEETH -

QRBSFHSET B R EET oI E -

(A EEFFHNIERE - HRAUS A2 EE

BABESE SRR Block(2001)HY#L
BEERERIS RS HAT R 6 Frr:

R 6 BENEEREIT

Story Intensity (EEETRE )
HH HE (W)

1 Explanation (78H) EX
2 Conflict (f&28) o
3 Climax (=) CX
4 Resolution (45H) R

Story Intensity scale ( EEEREEELR )
SRIEEELR Intensity( 58 | IS(Intensity
10(Rank) &) scale)

AP FEREAB SR A (ERBEAN
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HURER  BIRET © B S DR Y AT
) {KHF Block(200 1) i S 53l 73 bt

(EX) ~ #128(CO) ~ E=iHI(CX) ~ &5 A (R)VU(EFD
g1 WA SRR TR 7

R T RABEEHESRT

GEEE
FEmR (EERANE)
ST E
SHHEX)

W R KRHET S » SRR AELE
/NEFHIIEE ARG —TE
—JERNE R - AE NE A
[EIfEAR—f > Bk -
ENHIE A ETE AV NERYE
J&@ > EANF T HIRE ] IR
EEKRBA T /NRIEES - HEE
—E— TN ARG T —
2l NGRS

WEE TR - [BIRRE
H1E St RO -
EEVNEHEA > BB TR
EEAE > Ry E TRl - AR5
AEEPR > SRR T — N S —(H
R - el — e

{E2€(CO)

EAICX)

&R(R)
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ABSTRACT

The purpose of this paper is to explore the game player's experience and preference for MOBA
(Multiplayer Online Battle Arena) mobile games, and to identify the attractiveness quality factors that
affect the MOBA mobile game design. This paper discusses and performs qualitative and quantitative
research methods that are adopted in-depth interview involving professional gamers; the factors of
attractions in MOBA mobile game is are summarized : sociality, usability, sensuality, playfulness. The
structure chart of reference evaluation was constructed and analyzed. Then, the quantitative research
method was adopted for further analyzing the Analysis of Variance (ANOVA) for evaluating user
experience attributes of MOBA mobile games. The factors which have high evaluation score but there
are great difference between high and low score which can be obtained as follows: (1) the game has an
unique new function and playing methods, (2) the game makes the player and his teammates to
increase friendship, (3) the game provides different levels and makes player to play with people of the
same level, etc. The result of this research provides a reference for the future MOBA mobile game
design and improvement.

Keywords: Attractiveness Engineering, Evaluation Grid Method, MOBA Mobile Games, User
Experience
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Exploring Rhetoric in Short Animated Films on Family
Topics
Chun-Hung Liu?, Song-Yun Shen?

1 Department of Education Industry and Digital Media, National Taitung University. chliu@nttu.edu.tw
2 Department of Visual Communication Design, Southern Taiwan University of Science and Technology. asongclouda@gmail.com

ABSTRACT

Understanding the rhetoric used in film can allow an appreciation of them and be used in filmmaking to
construct the most appropriate arrangements to express story plot, enhance the audience’s
understanding of the film, and inspire them. This study analyzed commonly used forms of rhetoric in
film and their functions in family-related animated shorts to explore their manifestations and meanings.
We adopted content analysis to evaluate the rhetoric used in five 3—-10-minute animated family shorts.
Our findings revealed that commonly used forms of rhetoric in film are “close-ups,” “repetition,” and
“Metaphors.” Applying rhetoric in film is useful for revealing and constructing its overall imagery, and
understanding the application of rhetoric enables a deeper understanding and discussion of the imagery
expressed in films and subsequent changes in the audience’s psychological state. When constructing
images, using rhetoric in film can enhance their beauty and visual richness. The implicit meanings
represented by each type of rhetoric can deepen the audience’s impression of a film and provoke a
deeper level of thought, thus increasing the film’s value.

Keywords: Rhetoric of Film, Rhetoric, Animated Short Films, Family
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Action Research in Interior Design Workplace and

Design Practice Teaching
Chen, Yi-Tsung

Dept. of Interior Design, Shu-Te University, yitsung@stu.edu.tw

ABSTRACT

More than just a profession, interior design is the habit of mind. In planning its professional education,
interior design should not only include the cognition of basic theory, but the teaching of workplace and
design practice. The reasoning process is heart of practice teaching, begins from comprehension to
transformation, teaching, evaluation, reflection to reach new comprehension. Through the teaching
practice of the course of “Introduction to Workplace and Design Practice,” six experts were invited to
carry out team teaching including course planning and execution. Additionally, 119 students who took
the course were evaluated to comprehend their learning outcomes. The concrete results of the study are
as follows: I. Integrating external practice and experience resources: with the teaching collaboration of
experts in course planning and execution, it positively drove learning motivation and shrank
education-employment mismatch in addition to improving the experience of teaching practice. II.
Experts’ experience was an issue to probe into practice: through the promotion of workplace value and
group discussions and reflection of experts, it comprehended that practice and teaching should be prone
to objective and suitable experiential theory. Ill. Probing into the autonomous cognition of the
researcher, habits of mind of experts and awareness of students taking the course: it further expanded
and changed perspectives on action research in the practice teaching of interior design and enhanced
students” willingness to learn.

Keywords: Interior Design, Teaching Practice, Action Research, Practice Educational.
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