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The Internet Meme as Interference of Nostalgia and
Brand Awareness to the Animation Movie Watching
Intention
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Abstract

The purpose of this study is to investigate the effects between nostalgia,
brand awareness and the intention to watch movies. Moreover, we take Hayao
Miyazaki as the object of the research, in order to further understand the internet
meme's influence on other variables, and examine the effect of consumers
behavior. Sample of 316 collected through questionnaire survey from field and
online, and hypotheses were tested by regression analysis. The results of the
study showed that nostalgia and brand awareness have significant and positive
effects on the intention to watch movies. Consumers would like to watch the
film with nostalgia elements, and films which have high popularity would also
increase consumer's intention to watch movies. However, in all variables, internet
meme only have significant and positive effects on brand awareness. Internet

meme is unable to improve consumer's emotional responses about nostalgia,
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and wouldn't increase consumer's intention to watch movies, as well. Based on
the result, this study will provide a reference for consumers' behavior on brands
that use nostalgic elements or internet meme in the future when advertisers and

business owners marketing on the internet.

Keywords : Internet Meme, Brand Awareness, Nostalgia, Intention to watch
movies.

— PIRER

tEREE RSB RES > (T TA A 2 - BHEMSIRBHIES
B T S AEAE SRR PR S B SRV MR AT AT ST A S e AR B
B GEER R - BRI SRR H DB & IE KA T > (Rl RE AR A AH R
s L o [EIRFST BRI AL ~ EBREDHE B E BB ) > Nt
HATRBAE & S AT Ry U (0 B IR B A1 2K R 1 B 2 AHIBHSE
=~ WIRER
(—) mEAREHEEEEECERNTE -
(Z) BEERHAREREERNZE -

(Z) SRARNZEGHREBTR - mEA2EREEEREER MG
REE -

=~ LR
(—) TER

BB R VR R M M E A — RS - ERRIEERE
K AHVERRER B - BB bk 2R B AV -
(=) iR

EnfE ) BB B R EE RSB o BB E AR SR
REFHE Y M ECIRHVRE T > an A 44 2 H M B A S IR R Y an R Ik A B
BN > JRENE A s EREF - JHEE TRl S EERL b -
(=) @R

FEHE RS 50 2 VR~ USRI BB R S~ BR 2R i
RS SR EEES SR RIS E - B R G R R ERE - R
— B I YA TEERE -

165

3 @ 2



4 2021 AUEEBERAZENEEZ R —ONRBERE

vO9 VNIN

166

=

B~ SRERES

— ~ eFET RE R

1975 4F Fishbein and Ajzen f¢#5 (& R E4E HE M7 A& (Theory
of Reasoned Action, TRA) - {HR %M s HERET TR BT BRH G » Gh=
{18 NG R B B T E - EECEE DU S U E A IR FIR G T EAALT
By o A2 Ajzen {F 1985 fE DI METT Ry Bl i Ry AA B A (2 BT 1T Fo Bl (The
Theory of Planned Behavior, TPB) - 20y AVTT Ry 5k bR T 2 B E & P
Gh o BEZEFENER eI THERE I EFASHEREYETE
FAELMNEID B T AT R, DU A AN Z R E TRy
TR ISR R T R R EME AN EE - R E 2R - FBE TR
PEdlse 2 W HARE - TEHASKEATREG 2T RER  BRES
EEHEIMERIEZE (Ajzen, 1991) -

HERT
Attitude
—
O RN = [ #a
= i o
=, Subjective Norm —% Behavioral Intention Behavior
IE L ) ! ... LY - 4 L
= y - -
aEgesw |/ -
(I Perceived Behavioral “-~~
Control

1 EEfTARER
BERERR © Aotig sy
— -~ miERAE

mn R A DUE 4 ~ %5~ fREC ~ 98 - seETEE ML LR E A
FH AR i 28— (I8 B —AF 8 65 S AV 728 rn B0 5 G (o L B 3 <% 2 1Y /28 i A P L& |
( American Marketing Association, 1960) - fhiREIAEH] B JHE H 1 H
TE AR BEAHERY KGRI — mEMRE ST - BHE AL IR R Sk
hAE R RIS > BE SR [ R > TTH T ARREER A B T AR [e A
AL JREITERR i MR R I DB S AR N RN & HAFEmE S B
iR E RV E R > BB A RE T i MR EC IR R AV LSS (Keller,
1993) o ManfRRI4E & B EEEE L A RBE AT R A
BHAWNFES]  EFEATEEN mEEGE T  HEEF g EREEEAE -
HH4 A E M 590 BIHEE T B AL/ VBV BRI ) 2R e 7 o iR 1



RRTFRREEENREAZERDERTERITE

> AR ATRELL IR AR, R BRI HI R © TEHEE
FIEPRBEA PR an I > SRR S G R R i RH AR BN R -

= RERE

iR e N AR RERHE - EE-ERESESE > EEEEEbER
RS - BRERERRVEFEE - REERIELVEZDMF - £
ERRRE A RERIRCR > B AR AL TP AR - R S R Ry s
(Davis, 1979) - REFRGE B HEEE EEAFET] > AR EER bV BE
(Peters, 1985) - EPRE LB & B VEEL 5 VTR I - B2 8 1A
KRR AR - BEE L RN EHRE > KRG EFFHRE =
KRR AT e R R (E R A e AR RV H F RO IR - RN 2A KAV E 4
BER A — A EERHE OBEEIE > A FEFERE A LUE A RS
TTHRCR - BFEAI A4 ~ R~ %8~ (ERESF AR LS Y A T
B REmMITE -

g~ 2RRSAE

ik 2K N (Internet Meme ) » & —fEAERHFE L FILLERF - &
T~ R R CHENGRSRES > DURHAERE > REEERR R TR
1T (Diaz, 2013) - Shifman (2014 ) 2 Ky 2KPRAVRE R TR 2 = (@R A 2R AH R -
N%E (Content) ~ £z (Form) -~ 1735 (Stance) o ASCATESEmATZEEF =
Ryl R YRR - & R P2 53 B Image Marco F{1 Photoshop Wi%H » &% 5y
{# F Photoshop %5 {5 47 ¥R K B8 #7175 X 4w B /1 (Shifman, 2014) > FiIZ
Image Macro Ry AR5 2 MG E W T HEEWE R KRR » HAEMEREN
& 7 0 B BRI R B ST 0 BT O R B R R B R SR TN > SR E R
FHRE A e SRR L - MR ER AR BEROERNERERNE > B
FHEE (EED) e R REEEN T EREE T EAREAEE AR - §f
H R B R B > Heylighen (1999) £2H 1 BRI HY 2R A8 BT 35 i 15
Ay PO {fE P& B - [5]{E (Assimilation) ~ 521 (Retention) ~ ¥ 7% (Expression) f% {#
#E (Transmission) {& Heylighen (1999) Ffet " 2R REEEAY IUE AR » i 1%
PR BES R T RE 2 -

I~ ERARBEREA

AEFE SO HE ST R M Em BUM B B R SRR U A FE R o i s A o A
T\ 0 DM T R B v A Al S T SR B 2 B 4R () O BE RN 1 LR B IR
FERVSETE > TOMEEEE E A ROBE o R KB ~ Bl s ~ J5Tketd -
FEEAR B ERIT A(EMREER (22210 > 2011) - [EATHT A Sy A
B T8 T BRI PR DR E N R AL RAFEY AR AR LA S 2 8 1
AR X R > e op SRR A R BLUR 55 38 B SRV PRAN DL o | DU — 2D Ak
R F] Austin (1989) YRR PREEAETE © KB ~ B - #r&E / P05 - MErT / sUH

Itg

167

3 @ 2



4 2021 AUEEBERAZENEEZ R —ONRBERE

PR © A0 > TP B R A SRR HA e B B R A TR AN &
Hep NPE B RETE AR BIE T RIBAS A R AL - A8 A 53R
EIHVERBEEARRE - ARELRFEP G A FE - BEA ARG E A e —
(EFRENAYE SRR RS » RS EBENEY - B8 (RETAREAT
FEA YR -

S~ MRTTE

— ~ BIRARE

§§ R
@ }a ™
Ji| JB m
m B it
_ _ # B % _
m B | ¥ il
2 i = J J & %
K # : =
-4 8 8
5 5 # by
B . B
* o Vel = o
= o & % .
| | = 4 |
1 i
B 7
% ¥
i

B2 SR
=~ BRSERAE

ABGE H B A PR R ES IR R v PR 4 T S 52 TR R 2 B % 0 DASE RS
RAERTE  BREGGHEGR - SRR R B B 2 B8 (R

B
R

vO9 VNIN

B 3 WIS AREE

168



RRTFRREEENREAZERDERTERITE

=~ 5fRE

E22)EE (2012) SHEMRET ORESEAEENHER B2 25
(2018) TR (e 2 EB B 2T - FEE R 28T KR ER R R
TS HERREE T AEREAEZ EAE » ARG UM RS -

H1 : HE RSB S A R E 2 2

H Y AR R A4 TS A Y G R A S Y O R RE R R
( Kamins and Marks,1991 ; Hoyer and Brown,1990) - #1545 =0 € A ifig
IEHHYEEREE &R - T K e i H B B - S 2 M1 AR fn B 7 S B
FIEE EREE N (MREEIRE A » 2015) - &F FRTaiE IS H DU RER ¢

H2 : SLREAIA AN B B B A IEAR R 2

PR R 5 R B e AT A HEE = BV R R & TR AR B RS S -
AR T — g AR R > AT i i ok IR A B B R AT 1 & 8/ N R 5L
(bR LIS Bl g (S he » 2020) 5 S BLAIE — M A 30T [l s
EFRZIECIEAVIE ERR S (Davis, 1979) - RI[EERET I & B SCRAE B D
EEMTEE AR R _EAVEKIE R A fe DL ek -

H3 : Agps ok R B3 EE Rt 2L IEAHRR s 2

WMBNESERgIFURAESEGRENEESRE (B/IF
2010 ) #gpg KR PUERZE T > BB TE S LR P SR AVER A TH R IE A 52 2
& 57 (8 R 1B 48 MRV R MR A B i T S e A IR AL P & (ERE -
2019) - RRIELFAMST B AGm S ChR i DL M s -

H4 : SREHIAEERE /RN N HEE AR

Hirschman and Holbrook (1982) f£H 48 )HE MM > B0 KA EE 1
R S RS BN S B M B DUYNIVIREE > TR B & AL N B & Y R
o B AR AR AR R 2 R - BRSNS SR ERT RS
(Gopal et al.,1993) - & A5 T IEG R L ER T SCAR RO EE R AN
SR R R TR L E RS K E B ST AR EA E A2 (Raney,
2004) o &7 FEIERIRAME PR DL MR

HS : Bl SRAEA / kN NS ER

B~ rArERSS

— ~ A MEREET AT

AW FE LA G 3 7 AU AR - SR a] YT R AT 328 7 >
HU15 316 (o ARHMEAR » ARUEIUCE B 93.34% » AEIR S E A SUEAR 2 AL
BHEFT ROl g sT 3 > R DL R AR E B ES R MR R o iR - R
BRMELE i  BEREE CBeREYE - FH A - S SR 2 R R g
MR BERH  AEFEITHEEL " 16 ~ 25 5%, B1% (81.01%) » HFH

I

169

3 @ 2



4 2021 AUEEBERAZENEEZ R —ONRBERE

vO9 VNIN

170

RETTHELL TREE ) 8% (69.30%) -~ BRSEJTHEL T84 ) % (71.84%) >
HUWATTEELL 25,000 JTELUN 5 862 (72.15%) - Bl = G BRI 1 3 45 o
PR T0~95%, (65.82%) - BIEMEAIZAE " RE, (93.35%) -

=~ BRERRS

AW FEE PR IERN R 54 (Exporatory factor analysis, EFA) - FZR Tt
46 Z BEIHE S T et HAV PTG BV EEE - Siat o ik — M IH 2 154
{EEERAREE R 0.7 » FoREMIHE SR EE Y -

=~ BEEE ST

TR —FE PR a R S IR L o PR R 4 FE S B2 TR 2 Bl (7 > T2 B
A LR AR - BB - B3 - AU - BRI =R B 0F bn Z R K BUE
B i B2 1 b Z Bl - BRI A— I e R o R R AL A & N Ry PR
SEMAHEZE  MICEE SRR ESE G - 1 LA R E
e EELILREE -

®1 AR

fEi—

Bl B
G -0.05
BERE 0.02
Tk 0.03
HUEA 0.02
PR = IR B i 2 B A -0.03
BB = e B2 (F oh 2 UG -0.14
AIE S5
A4S 0.39%%**
THER 0.29%%*

I~ WILEAR T e

AL t ha e & A S T 4HAR BBV E R Z MR A RIE =5
AR R IRAE - AR A TR - SN WEHRS B BIE T i
BRI~ TIRERG - TERPEM, EROARE LAVER

(—) miEAARE

W RE AN 2 B S (Levene i ) > F B RAVEE R HEIEE p E
>0.05 > Wi 4H S SR B E 22 B > AU IR 56 — HIRU B 8 B S - 48
s Z R t S tE Ry -3.7 > BEREREIEM: p {5 =0.00<0.05 » F LA fE2E N ¥ in
RN B R EEN -



ERFREREREENREAZERHEER

*2 AEANZELHFENZEL tIRERHER
et

i {EE 2 g BEAEE tE pE E%p
miEHIL g AR 161 3.72 .06 -3.7 17 .00
3

HiKRA 155 4.05 .05 -3.7 .00 .00
*p<.05
(=) RER

W &H A5 AN 8 UM F (Levene i 7€ ) > F AR E IR AV &5 R R B & 1
p>0.05 > FI4HE BT A E =R > FrbIBNE SR Rae 2 BREHE - &
FHET R Z1RHY t 4Rt {E Ry -0.15 » BRI p>0.05 - AT LIS SRR A B EE K
R ERFREN -

R3 ARNPERERZ t ERER

iy
WE OB T EEE E plE ffp
RN 2FK 16l 3.99 .06 15 99 .88
HikA 155 3.98 .06 15 .00 88
*p<.05
(=) B¥EE

T &H 5k A 8 LM (Levene i 02 ) T > F A E 1R A &5 R s B & 1%
p>0.05 - WydH 5 MBI ML R S > FrLUBHI S —SIR BB R EEE - &
TR ZRAY tGatE R 314 > BRI p>0.05 - AT LA HERE N T 32 =R
B FREEN -

®4 AXAPEETERZ tRERER

. — R
] {E % g fEAEE t{E pHE @
BeE A% lel 4.14 76 -1.71 07 .09
A
R 155 428 65 -1.72 .00 .09
*p<.05
i~ BERE ST

ERFIST » SEZR Pl BIASE - F2 SR P BYEE - SR
Cronbach’ s a [ ¥57F 0.8 LU I » #r A S R4 IR BRI o5 7 - 44
AL (AVE) By KT 0.5+ (A7 BT BLARFE S -

ERZRE

Itg

171

3 @ o



4 2021 AUEEBERAZENEEZ R —ONRBERE

vO9 VNIN

172

xS ERES

SER AVE Cronbach’ sa
F1 0.67 0.89
F2 0.72 0.97
F3 0.76 0.90

{h ~ B ER
AR LR R » TG = 4 -

— WER - mEALENEEEERE R CHMEEER 8

o B A A EEVRE R S B EMEL P E > BRI > BE
HMHp s - MEREERSHIAHN EREEZIEZ B [
HRF S5 17 5 U 5 75 ] i RN 4 FE AR R B S OB > HB e B L s -

=~ SRR KNSR A BB ML R IEAR B

76 B I B A AV BN B > T 5 [ 38 K AR LB F S R E DLRIME B B 2k A
1y TR S NOREFKRE ) - E—RVERRVESNIT R > 2N E
on A RS SR RIFIER - o [FIEE s E 7 Hirschman and Holbrook (1982) #2
HEVELS > TR S N TREFIRE | TEENRE & FE - R R R B R A 3
B B e 2 BRI B2 IR RS - SN LAY eI 5

= ERARNHRERNBEEER A REERE

KOBBILEAR T € S R EEH IS RISHAVEE R - S8R AR 2R N E IR EE R
FIE 2 B R R 2 B R - s T RE R MIE A 2B AR T > AEA
HETT S [ AT R B AR IR I A PR 2 A I

FER e R A E o > AT A LA RN ERE 58 AT S EGEE
Rl B lF AR RS E M - CHAE ARG BUEEAY TR > B P Ay A2 TE ok
A Ay > A LR B —SRIE B G S - R EE R #R BN —E
S RN L S — M Y U AR BB 2 B 2 B A ARV IS Z T - AR s — 1%
(S R R - (AL - ASCE BEER I Al ST PR N B AL TR & A A
REE? SR A A2 B EFEERIRELYNER - ZEO T TR AL R4S 2R KR
B ? FOAETHE B LSRR WAV EEE - SO R T AR AR
FEQERS tH S R BIESARE S

SRR

— ~ H3CERSY
EZEHT (2013) - REREHEE  RENGE « 1T BET R EEZHIZ - DA Live House A1 -



RRTFREERENRBANZREHSEETERZTE

B

B ETHEARKEE R EEE TR R0 -

wimlh (2016) - BEEFABRENEREBEE IR —DAEME R A 8IHE - TE
SALKER T [ A R B2 50 BRI 22 A o =

Z5ik (2011) - BEPEIRAVE HEMEDNERT AR o BT IR EIS B 200
B RS -

FAHE (1999) - REHSBELHNRIEEERNBRIT R BARITF - H R ARV
[ERwPE

FETH (2019) - BHREEH © BUATIMERR RRAYA BRIBRIASE o (3T R ELHT 82 A 9E Fn
BE L5 S -

ROCET (2018) - DIBTET A EGmBTS EREBETRAEE - ML RSB EH %
BB s HAE IR 1w L -

iR (2006) - BIE BEZAVEHRIAT R - EREEERBRER LR o BB AR E
FHEEWTFEATIHE LR -

=~ SRR Y

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50, 179-211.

Austin, B. A. (1989). Immediate Seating: A Look at Movie Audiences. Belmont, CA: Wadsworth
Pub. Co.

Davison, Patrick.(2012). The Language of Internet Memes. The Social Media Reader. Ed.
Mandiberg, Michael. New York: New York UniversityPress. 120-134.

Levinson, Noah. (2012). I Can Has Cultural Influenz? The Effects of Internet Memes on Popular
Culture. Forbes & Fifth 1.

Wiggins, B. E., and G. B. Bowers. (2014). Memes as Genre: A Structurational Analysis of the
Memescape.New Media & Society 17.11, 1886-906.

Diaz, C, M, C. (2013). Defining and characterizing the concept of Internet Meme, Articulo de
investigacion, 1(6), 82-104.

Keller Lane Kevin (1993). Conceptualizing, Measuring and Managing Customer-Based Brand
Equity., Journal of Marketing, Volume 57, P7

Stern, B. (1992). Historical and Personal Nostalgia in Advertising Text: The Fin de
Siécle Effect. Journal of Advertising, 21, 11-22.

173

3 @ 2



4 2021 BUEEENAZENEESZ R —ONREBERIE

b % —1E = S &k
E—&kMA

A SR EREREEE = RIS EBR(Fm?
L] RERHEA(0~95x) L BDFRFHA(10~178x) L AR

B ENRE =S RERHEER?
O xRE Bk L Hith

sAfkiE FE KIFHRE RN A SRR OIS RENHE

BlR KiE:S FATEEEA http://www.ghibli.jp/info/013344

#FE—EREE P HABEFARE E-BARRRA—MERPEBMER DEEAD
S0zE 1#E5F

#B—EHFE PHAEFAE

TR BORTEERT! | RENFHRRE
HE—EERE M ABRIAE HE—EIENE MIABRIASE

XETSERFENEL Googlel§ /5 B X iaHH !
#E—ERBE NHREFIARE #E—EREE PHAERAR

1. ARAEMEXRRE?
2. FEGHMELYIERZHRENS?

B8k mhEHRE

BRRAEERERTINHEET

R RHASEER RS BN S RS Fm
AT ARRFE R =SSR PRI EYBN EE R
BIEEAUREATHEETNARZ—
KA LU ERE R BB = I35 A5 Fm

vO9 VNIN

ok wbdE

174



=&k RER

B 5 RERMARNEFRER

= InEEEERBERAE R ERINFER
EIERBERRERRRZINEFHANEHFRE
EInRBERRBERHEFRAELER
EInRBEERERRERENFAZETN
=B EE 5 R RRIEEEFRRIASY
=I5 SN2 5 IR RN R E R AR T R
BInRBERREREFBECEnFBE
B B R IFRY

=B ENE I RREROIEER AR
105ﬁ&ﬁiﬂpﬁtﬁﬁﬁtE%Nu¢%%m
11. ZisssER RRERBARANEFRZ
12. ZinEeEn = R RERAET AR R EE

© PN U AW

EUERy BEEME

1. HRERHEERERIIER
2. BRERBEESRRHOBME
3. RERBEERF LRNEIREER

175

=n

1k ﬁl

38 &t



