
Chapter Five  Conclusions 

Recent researchers have investigated the behaviors attitude on the Internet. There 

are several different aspects be conducted which have relevance to the online research.  

In addition, there might exist several dimensions which might be the effect of the 

attitude of the users beyond culture which we have an exploratory discussion in order to 

give the relative future researcher a clear direction toward this issues.  

This chapter presents not only the conclusions of the research findings, but also the 

limitations and the recommendations of this study.  

 

 

5.1 Conclusions 

 After the exploratory discussion of the discussion forum in Japan and Taiwan, first, 

we have a clearer view about the verbatim of message board in Taiwan and Japan. 

Second, we have also studied the difference of message board response in Japan and 

Taiwan while the identical drama, FRIENDS is broadcasted in both countries. The 

culture, viewer profile and the usage of Internet dimension are presented in chapter four. 

Finally, we have understood that Taiwanese audiences are more willing to express their 

opinions or emotions on the message board toward Japanese-produced drama than 

American-made drama. The following sections try to clarify the each of the discussion 
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points we mentioned. The content of message board from Japan and Taiwan contains 

various kinds of topics. There are plot-related, emotion-related and information-related 

discussion be found in the collected verbatim. With the advancement of Internet, people 

have different channels of expressing their emotions; the message board is one of the 

expressing channels which might have more interesting facts behind it.  

 On the aspect of the discussion between Japanese and Taiwanese culture. There are 

three dimensions been discussed: the culture, the viewer profile and the usage of 

Internet.  

 The first dimension is culture. In the light of culture dimension, theoretically, 

collectivism tends to express their inner emotions more than individualism according to 

the research of Fiske (1990, 1992). He proposed that collectivism cultures use more 

communal sharing in many more situations than individualistic cultures. Paradoxically, 

the fact is that individualism share emotions on the message boar more than 

collectivism by examining the result of our research in chapter four. It is reasonable that 

collectivism avoid expressing or sharing their emotions on the message board due to the 

openness of the message and unknown identity of the online readers and participants. 

The notion of in-group and out-group is strong in collectivism in comparison with 

individualism. Therefore, the characteristic of the unknown identity of the online users 

may make collectivism identifying the online users as out-groups or unknown strangers 
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who usually are not the subjects the collectivistic individuals share emotions with. Thus, 

it is not surprising that Japanese share more emotions on the message board than 

Taiwanese do.  

 The second dimension is viewer profile. In regards to the viewers’ profile 

dimension, generally speaking, the viewers’ profile in both Japan and Taiwan is pretty 

similar. The age of the audiences ranges from 15 to 24 years old with only a subtle 

different that the people with age above 50 years old in Japan ranks as the third group of 

Japanese audience while people above 50 years old in Taiwan ranks at the last position 

among audience. In the occupation item, female workers rank as the biggest group 

among audience in both Japan (office lady) and Taiwan (female with a job).  Above all, 

it deserves more profound research in the future to verify if there is a relationship 

between viewer’s profile and the rate of response in virtual community such as message 

board. 

The third dimension is the usage of the Internet. On the aspect of the usage of the 

Internet, the research proposed by Patrick (2002) shows that the United States people 

tend to use the Internet for information search while the people in Hong Kong seem to 

use the Internet for social communication. According to the interesting findings, we 

might assume that both Japanese and Taiwanese audience use Internet as a tool for 

social communication in our research. On the contrary, the result in our research shows 
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that Japanese appear to use the Internet as a social communication tool more than 

Taiwanese by examining the figure and the result of test. We then have the inference 

that the popularity of the drama might have affect in both countries so that the result is 

not in accordance with the theory. In other words, we initially suppose that both 

Japanese and Taiwanese people use the Internet for social communication which might 

generate a high percentage of emotion-related discussion in both countries. Since the 

result contradicts the assumption proposed initially, we then infer to the other effects 

such as the popularity of drama as the possible cause in this dimension. 

 Finally, we have found that Taiwanese audiences are more willing to express their 

emotions on the web. In comparison of U.S.-made drama and Japanese made drama, 

Taiwanese audiences express their emotion more toward Japanese drama. We have 

inferred that Taiwanese audiences tend to have a close history background with Japan 

which cause Taiwanese people can understand Japanese drama better than 

American-made drama. On the other hand, the conversation and the silent language 

presented in the drama also proposed that Taiwanese and Japanese have much more in 

common than the American culture. 
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5.2 Marketing Implications 

 The marketing implications brought to us from this research includes the influence 

of virtual community in the field of product loyalty, the impact of virtual community in 

different cultures and the reconsideration of globalization on the aspect of drama.  

 First, this research shows that the discussion in virtual community is beyond our 

imagination which might have various kinds of topics on the web. The trend of building 

virtual community for certain product develops rapidly. Due to the power of gathering 

the consumers through Internet is getting larger and larger, it should not be ignored that 

the power of virtual community is immense when it comes to the discussion about 

gathering opinions or loyalties for certain product. We might logically predict that 

virtual communities will become one of the important tools for marketer to promote or 

condense the loyalty of the product.  

 Second, on the aspect of culture differences in Japan and Taiwan, we found that 

effect of virtual community is different. According to our research, people in 

individualistic country tend to be more willing to express their emotion on the message 

board. On the contrast, the collectivistic people tend to ask more information-related 

question than to express their emotions in virtual community. Therefore, we found that 

virtual community in individualism country might have greater impact than those in 

collectivism country. This founding is important while marketers try to figure out the 
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appropriate channel of promoting or condensing the loyalty of their product. It might be 

better for marketers to build virtual community in individualism country while 

individualistic people tend to be more willing to share their opinions or emotions 

through message board. Furthermore, the research shows that in collectivism country, 

the virtual community may not be able to arouse the discussion of certain product. Since 

virtual community in collectivism country can not gathering the inner emotion of online 

consumers as it does in individualism country, marketer might pay more attention on 

the quality of their product instead of building virtual community on the web. The 

finding provides future marketers when it comes to consider the marketing strategy in 

collectivism or individualism country. On the other hand, there are many marketers 

focus on attracting the people in collectivism country to express their opinions or 

emotions in the virtual community. We might have a second thought about the 

appropriateness of attracting collectivistic people after this research. Will those works 

go in vain while people in collectivism country rarely share their emotions with other 

strangers in virtual community under the impact of culture? Is it appropriate to design 

the virtual community as an open, everyone-can-read space in collectivism country 

under fact that in-groups and out-groups are important boundaries for collectivism 

people? It deserves thinking for future marketers while there are cultural differences 

exist in target country which have different culture characteristics.  
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 Third, the different drama origins might have the impact within one country. We 

might have the inference that the culture plays an important role. The more similarities 

of cultural or historical background exist between country of producing the drama and 

broadcasting country, the higher rate of response in virtual community. Under the trend 

of globalization, we might wonder if it is right for drama to be globalized in order to fit 

different needs from different cultures.  

 

 

5.3 Limitations and Recommendations 

During the process of research, there are several limitations due to the scarcity of 

resource or money. Thus, after the discussion of this study, we note that the present 

research contains a number of limitations that future researchers may wish to consider.  

First, there are several components that may be the cause of the difference between 

Taiwan and Japan, but this study only investigated the relationships among the response, 

culture, popularity of drama, viewers’ profile and the usage of the Internet 

cross-nationally. The existence of variable omission would affect the difference of 

postings situation in Japan and Taiwan. Therefore, the future researchers can add other 

possible factors for further researches that may be the main effects of making the 

difference to develop a more comprehensive model.  
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Second, the obtained data is limited which might not be able to have the full 

representation as a whole, such as the data of Japan. On the respect of the viewers’ 

profile in Japan, the data obtained is limited which only the northern district of Kyushu 

is presented. Due to the complexity of Japanese television stations which include central 

television stations as well as local television stations. The right of first-run of 

broadcasting FRIENDS in Japan belongs to WOWOW television station which 

possesses a small percentage among the television stations in Japan. According to the 

data from Broadcasters, Taiwan, the percentage of WOWOW television station 

possesses only 6% among Japanese television stations. Due to the data limitation, we 

only can acquire one of the television station named TVQ in Japan as the representative 

data of television rating of FRIENDS in Japan. The same broadcasting period should be 

collected as the period of data collection in order to present the television rating and 

viewers’ profile in identical time period. In this research, the insufficiency of data 

should be managed in future research in order to have a more intact study toward the 

research subject. The future researchers can investigate the relative issues by obtaining 

more accurate and complete data.  

The content analysis need the accompany data to prove the inference on a more 

practically basis. Thus, the collection of data is vital in the content analysis process 

which might have unexpected multi-dimensional factors which affect our subject.  
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