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A study of receiver attitude on city image advertisement:
Based on Taiwan and China online advertising
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Abstract

This study checked and verified the "city image positioning" and "audience perception". Research
locked-in circuits of Taiwan and China image advertising in youtube. We used "functional image",
"experiential image" and "symbolic image" as the sub-element of advertising positioning, and
collected 238 valid questionnaires for undergraduates. Furthermore we accompanied by exploratory
factor analysis and regression analysis. Try to understand the positioning of the city's image
advertising how to make audience be pleased with a right description.

The results based on three kinds of city image advertisings, and found "Attractive Content
Factors, ACF", "Objectivity and Practicality Factor, OPF", "Innovative Difference Factor, IDF",
"Position and Firmness Factor, PFF", "Sincerely Trust Factors, STF" and "Moral Responsibility
Factors, MRF" the six constituent elements. "Attractive Content Factors, ACF", "Objectivity and
Practicality Factor, OPF" are the main advertising claims and characteristics of Taiwan area. China
area particularly places the element of "Position and Firmness Factor, PFF". The study defines
a sustainable future reference for city brand and image positioning, because we believe that an
accurately informed public is necessary for the interesting city image advertising and will be
enhancing audience recall of particular advertisements.
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14955 AHY 0512 0.08 -0.05 -0.80 043
155500 0.646 001 0.00 0.07 0.95
1658 0572 0.11 -0.06 -1.14 0.25
18 NS TEHEHT 0.598 0.19 0.13 2.20 0.03
25 E DR 2 HY 0.519 0.06 0.03 0.56 0.58
267 F B R RAY 0.542 0.05 0.03 047 0.64
32 BRI 0.496 0.03 0.02 0.33 0.74

"a <010 " <005 ™ a <001

7867



HYS 2 TRESER K2 BFGE 2 EE
M >0.1  FEREZ RIS S BEHE 7 R i
ek
PRI LR AN 9 2 Fig B 45 SR R B 1 o <01
WO TE W R RS 8 BB 6 TR R o FEGE"
THRAMASES R Y TREER - R
FFTRURIVAS S - BT DS ER R 8 T
BSEEEHY > (0.03) - T EERRAY - (0.02) T B
AV > (007) ) ZBZEMEEET] « <01 - &ia
R > W BN EER A - WHEFE
TR TIRE - SIT EAR R GRS RN 2
RSB ETARTER -

RZR A E AT~ AT
" EmAIMERY T BARERMERY T AR
Ay~ T RSB AIH T BARERITH  FARRE
RES S EEATRE  HNRAETETR
0.788 04722 [H] » FH{E F2.281 » T figghgss
FER6.707% - B AR SR ITAR
ORI R ZR a2 5y T AT RN | -

WZR=2H " EEH T EREE T ER
B~ TEB DS ) FEBETHER > RRER
EMR0.71020548 2 i » FEEE #1.625 > 1]
firrRsE R R 78% HINEE A E SR AR
B Ea R HaEERER ) HRUEH A
IEASPE -~ TEEEREN TS
TEREE T BEERE SFEEFTER

 EE PR RE T 2 TRESGER -

WIS 2 2 PN IR R TITAE LU P o s e 7 25 61

HAZAHE/N083520574 2 M » FiEE
Ryld > FfRFEEE R B R4.118%  BEiFEd 4 Ry
TEEEERE -

R =R Ry o TREEN, B
28 MR LHED BERHE (b) 5030
tE /000" FFEE &R, ERGEE
0.39 » Ht{E 5390 - T ESFHEIY ) 0VER %
B F5-0.26 0 t{E Fy-241 > TR EELERY AU
Frr#R5018 0 tEHR0.18 » BEMEE /IR «
=01 #EEERBOZ & MmEGT - HIER T
A Z BBEUXGEA RO - s BB BINE
B E SRR -

IRIEFTERRRTER " $HER
TRy o~ T HEYBRERY TP RIEEIAY )
FEEUER | FRBETHE . NEAMENT
064850456 [ » HffEU{E 111 - 7 i fe
L8 R3264% - N HELIEHE - REBRA
B RRRfR RS R T EREERRK -
ZANEEE TR B BB SRIEE
RZ AR &1 R0.80280.538 2 [H » FHEE &
1014 - wfiEfess s R2981% » nlantaky T &
BEMARNZE - RBREOLZTRESR @ &
PPRIEmEPY > (008), LUK " REFEELERY -
(0.09), ZHEEME o <O.1EFRE S -

g
g

x=. BR_ZMEMEHBEREITER

Explained variance

Factor 2 Factor loading  eig. (%) b Beta T D
1ABRH 0.620 2281 6.707 0.09 0.05 0.99 0.32
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Factor 3 Factor loading  eig. Explam(eéd/ox)/anance b Beta T D a
10.E#EhTy 0.680 1.625 478 0.11 0.09 0.07 129 0.20
1152ER 0.710 -0.30 0.09 -0.18 -3.38 0.00™*
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*O. REREREFRAZHASHBERSTER
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=N BR—ZHREBREREEHR

Factorl Pearson Asymp. Sig.

M SD Rank F

@ p @
THARHY 22.498a 0.31 297 1.00 9 141 0.22
8.y 30.455a 0.06 - 3.04 0.96 8 3.90 0.00 -
9Ty 26.020a 0.17 3.09 1.04 5 1.87 0.10 *
13 4mary 42.563a 0.02 o311 145 4 1.29 0.27
14951 A#Y 30.012a 0.07 * 2.85 1.00 14 258 0.03 -
155 %0 24.277a 0.23 2.60 1.03 24 1.26 0.28
1655 24.204a 0.23 271 0.95 20 131 0.26
18 N TEHENY 43.907a 0.00 293 1.13 10 357 0.00 o
25 FRETRIE Y 17.321a 0.63 287 0.96 12 1.29 0.27
26 5B TR 30.268a 0.07 ** 280 093 18 2.03 0.07 *
32 BRI 22.663a 0.31 2383 1.00 16 262 0.02 *
“a <010 <005 ™ a <001

Fxt. AR ZGEISEEE S

Factor 2 Pearson Asymp. Sig. a M SD Rank F P a
1A 34.299a 0.02 - 2.58 0.84 25 219 0.05 *
2.8y 21.160a 0.39 263 0.86 22 1.01 041
28 ELIBAIMEHY 27.686a 0.12 263 093 23 1.40 0.22
29. 5 M 43.797a 0.00 e 286 1.10 13 241 0.04 *
30. 5 2= BRI 30.367a 0.06 - 265 1.00 21 293 0.01 *
3LEBF N 19.245a 0.51 254 0.94 27 152 0.18
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