
Chapter One  Introduction 

1.1 Research Background 

The advancement of technology in the past decade obviously has changed the 

way that many people communicate. The Internet in particular has aroused a new 

communication environment called online communication. Internet has become an 

important tool for people to express their emotions and comments about certain topics. 

Established online communities on the Internet provide the potential brand 

community to develop several ways of success. Theses sites thrive because they offer 

participants a forum for exchange of interests, a sense of place with codes of behavior, 

the development of congenial and stimulating dialogues leading to relationships based 

on trust, and encouragement for active participation by more than an exclusive few. 

Internet is creating a new social construct - community of user that could not have 

formed without this new ability to connect across extremely diverse and dispersed 

locations (Jones, 1999), thus forming ‘webs of personal relationships’ (Rheingold, 

1993, p.5.) It cannot be avoided that the clients or customer who might living and 

working in a totally different culture. Thus, the cross-cultural misunderstanding could 

jeopardize the increasingly important international relationships or any cross-cultural 

miscommunication could leave individual or organization be cut off from the most 

important online market in the world. Above all, the cross-cultural online 
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communication research plays a vital role in preventing the possible misunderstanding 

and devising a standard code of international online communication etiquette under 

the era of Internet that everyone communicate via E-mail or web sites commonly. 

Marketing academics and researchers have found that the Internet will 

revolutionize marketing channel and bring them into another era (Quelch and Klein, 

1996; Hamill, 1997). The current trend is to build web sites and allow people to 

register as members who can share information or emotions through virtual channels. 

With the increasing trend of using virtually community as a tool of communication, 

corporate pay more and more attention to this issue. By understanding the context 

presented in the virtual community, company can obtain how consumers react toward 

the topics or issues they discuss. In other words, virtual community provides company 

another way of conducting the research of consumer behavior or understanding the 

unique way of communication.  

For several decades, focus group techniques have been the stem of commercial 

qualitative research. Nevertheless, there is evidence of increasing practitioner 

disenchantment with greatly reliance on focus group research. In recent years 

researchers have argued that focus group research has become stereotyped, lacks 

variety(List, 1998), is rater passé(Fellman, 1999), is too mechanistic(Mariampolski, 

1999) and that the conventions and the structures associated with focus group research 
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stuck in the way of relevant consumer understanding (Fuller and Adams, 1999). Imms 

(1999) Fellman (1999) and Macht (1998) argue that for too long qualitative market 

researchers have focused on consumers’ attitudes and perceptions obtained from depth 

interviews with individuals and groups. In other words, the virtual community has the 

advantage on the respect of research processing of consumer research. Since virtual 

community has the common characteristics with focus group or other traditional tools 

in consumer behavior research, the trend of using virtual community would be an 

expectable trend in the field of marketing research. In other words the emphasis seems 

to be on recreating old methods rather than thinking about how the Internet or virtual 

community might lead to the creation of new methods (Shea and LeBourveau, 2000).  

The context obtained from the virtual community though can be a tool of 

understanding consumers. The way of thinking in the world has the trend of 

globalization or it rarely changed under the influence of culture will be issues worth 

of discussing. The influence of culture on consumer behavior has been recognized by 

both academic and commercial marketing practitioners (Britt, 1950; Levy, 1958). 

Moreover, it is only during the past few decades that marketing researchers have 

begun to more completely explore the role of culture in buying behaviors and apply 

associated with certain research methods. While there are special methodological 

difficulties in doing cross-cultural work (Triandis & Berry, 1980), if we don’t engage 
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in this type of research, it is impossible to differentiate between those studies that 

report phenomena of local interest and those that report universal phenomena 

(Triandis, 1993). As mentioned before, the cultural difference might have the trend of 

getting smaller as the channel of communication have a full of variety gradually. The 

cultural gap might become smaller but not disappear under the consequence of the 

nature of culture difference could not be diminished easily.  

 

 

1.2 Research Objectives 

 Though a lot of researches have been proposed in the field of virtual community, 

discussion forum, cross-cultural difference and computer mediated communication 

(CMC), there are still topics for further studies that could make contribution to 

research. In one of classification of virtual community, the implementation and 

outcome assessment phase, the study about the impact of different virtual community 

tools on important process and outcome variables, such as level of participation, 

satisfaction, information exchange, and emotional support, might be worthwhile. 

Since there are many researchers focus on the result of online consumers’ behaviors, 

there is rarely relative research about the cause of consumers’ behaviors which is 

more important than the result we obtain.  
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 By summing up the objectives of this research, the objectives can be outlined as 

following: 

1. To understand the content of discussion forum in Japan and Taiwan. 

2. To understand whether there is a culture difference between Japan and Taiwan and 

the causes of the difference. 

3. To understand the effect caused by different origins of drama in the discussion 

forum in Taiwan.  

 

 

1.3 Research Structure and Research Flow 

  This research contains five chapters, and the summary for each chapter is as 

follows: 

Chapter One outlines the research background, research objectives, structure, and 

research flow of this study. 

Chapter Two reviews the former literature relevant to the study. That includes 

the virtual community, discussion forum, individualism vs. collectivism, the 

elementary forms of social behavior and the usage of Internet.  

Chapter Three explores the process of the content analysis methodology and the 

conceptual framework of this research. The target of message, sampling rule and 
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criteria, and units of measurement of this study are also presented. 

Chapter Four examines the relationship between the acquired data and the result 

of this research, the exploratory discussion between subjects. Besides, the T test is 

performed in order to verify if there is significant difference between dramas.  

The dimensions of the inference include the culture, the viewers’ profile, the usage of 

Internet dimension in the main structure of exploring the relationship between the 

FRIENDS in Taiwan and FRIENDS in Japan. On the second section of discussion, 

the culture and popularity of drama dimension are presented in the discussion of the 

effect brought by different types of drama to Taiwanese audiences. These discussions 

and comparisons lead to the conclusions of this research in the following chapter. 

Chapter Five is a summary of the inferences and conclusions of this research. 

The limitations of this research and the suggestions for the future researchers are also 

presented in this chapter. 

The research flow is drawn in the next section in order to show the main 

structure of this research after outlining the research structure of this thesis.  

The process divided into several steps which are from setting up the research 

dimensions to making the conclusions are listed in the Figure 1-1. 
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Figure 1-1: The Research Flow of This Study 
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