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 OK  

( )

e-commerce
Lisa 2024

B2B B2C C2C B2M M2C B2A C2A

B2B 

(Business-to-business) 

TradeAsia
GOOBAY 

B2C 

(Business to Customer) 

Amazon PChome
MOMO  

C2C 

(Customer to Customer) 

eBay 

B2M 

(Business to Marketing)

Coca-Cola 
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M2C 

(Manager to Consumer) 

7-11 Walmart

B2A 

(Business to administrations) SAP 

C2A 

(Consumer to administrations)

2024 7 10  
        https://welly.tw/blog/eletronic-commerce 

  
Boxful 2019  

MOMO PChome

:
1.

2. 199

3. 99
99 45

1.

2. 11

3.

4.

MOMO  1.

2. 490 75

1.

2.

3.

4.

PChome 1.

99  

2. 490 75

1.

2.

3.
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1.

2.

3.

1.

2. 490
490 80

1.

2.

3.

4.

Polly 2024 10   
https://welly.tw/blog/ecommerce-platform 

2017  2023 B2B2C

15  

2015  C2C

2016  300  

2017  B2B2C

2018  24 24
0.5% 1.49% 

2019  Shopee LIVE  

2021 ~  

  Readmoo 2019  
https://news.readmoo.com/2019/05/06/shopee/ 
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2017) https://reurl.cc/MjoXyv 
2021 Google 2021

 

( : )  

99  

:Facebook Instagram

2021  
https://university.shopee.tw/article/11/533 

1960
4P ( 2023)  
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4P 

Product 

1.
2. Line

Price 
1.
2.

Promotion 
1. 1
2. 3C
3.

Place 
1.  2. 3. 4.
5.  6.

2020 4P 7P  
https://university.shopee.tw/article/8/282 

( )  

(
2023)

SWOT  
SWOT  

2019  
SWOT  

Strength  Weaknesses  

S1.  
S2. . 
S3.   

W1.  
W2.  
W3.  

Opportunities  Threats  

O1.  
O2.

T1.  
T2.  
T3.  
T4.  

2022  — https://reurl.cc/g66zn7  
HE’s note 2021 https://reurl.cc/dyyxQ6 

148



2023
Google  

2024 6 20 2024 7 14
221 221

 

33.9% 
64.7% 
1.4% 

15 ( )  2.7% 

16 18  34.4% 

19 24  5.9% 

25 35  10% 

36 50  26.2% 

50  20.8% 

16 18
26 50 50

89.6% 198

10.4% 23  

8.590%

10.4%
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76.2% 5.1% 12.1% 0.5% 6.1% 
12.1% 15.2% 44.4% 6.1% 22.2% 
6.6% 34.3% 20.2% 11.6% 27.3% 
3.5% 28.3% 15.7% 20.2% 32.3% 
1.5% 17.2% 7.6% 61.6% 12.1% 

76.2%
0.5% 61.6%  

1-5
58.6% 22.7%  

1-5 62.1%
15.2% 6-10

12.6% 10 10.1%  

     
 13.7% 39.4% 22.5% 18.% 5.6% 
 28.3% 44.6% 19.5% 6.3% 1.3% 

 30.0% 51. 9% 11.3% 4.4% 2.5% 
 29.6% 49.8% 18.2% 0.6% 1.8% 

/  27.7% 45.9% 22.6% 1.9% 1.9% 

81.9%
30.0% 51.9%

22.7%

58.6%

11.1%

7.6%

1–56–10 10

15.2%

62.1%

12.6%

10.1%

1-56-10 10
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18.0% 22.5%  

     
 15.8% 60.2% 19.3% 3.5% 1.2% 
 8.8% 36.5% 27.1% 24.1% 3.5% 

 37.4% 51.5% 10.5% 0% 0.6% 
 26.5% 58.8% 13.5% 0.6% 0.6% 

/  28.4% 55.6% 13% 2.4% 0.6% 

76.0% 15.8% 60.2%

45.3% 8.8% 36.5%
27.1%

24.1%  

59.1% 1 5
37.9%

52.5%

43.4%
4.1%

     
 17.2% 48.4% 31.2% 2.2% 1.1% 
 5.4% 43.0% 32.3% 16.1% 3.2% 

 23.4% 50.0% 21.3% 4.3% 1.1% 
 25.8% 48.4% 22.6% 2.2% 1.1% 

/  29.0% 45.2% 21.5% 3.2% 1.1% 

59.1%

2% 1%

1–56–10 10

43.4%
52.5%

4.1%
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65.6%
/ 74.2% 74.2%  

19.3%

22%

21%
18%

13%
12%

2%

22%

12%

12%
13%

18%

21%

2%
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Lisa 2024 3 18 5  
https://reurl.cc/1bbo1m 

2024 9 2 7 10  
https://welly.tw/blog/eletronic-commerce 

Boxful 2019 1 31  
https://reurl.cc/dyyxLy 

Polly 2024 4 12 10  
https://welly.tw/blog/ecommerce-platform   

2023 -  
https://hdl.handle.net/11296/kpzmus 

Readmoo 2019 5 6  
https://news.readmoo.com/2019/05/06/shopee/ 

2017 12 3 https://reurl.cc/MjoXyv 
2021 12 2  

https://university.shopee.tw/article/11/533  
2023 2  
2020 12 3 4P 7P  
https://university.shopee.tw/article/8/282 

2023 11 3 -  
https://reurl.cc/OrrkYX 

2019  
HE’s note 2021 8 22 https://reurl.cc/dyyxQ6  

2022 3 27  — https://reurl.cc/g66zn7  
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2023 Threads 5
App 2 ChatGPT

2023
Threads 2024

Threads Threads
Threads

Threads
Threads
SWOT Threads

Threads

Threads

2023 Meat Instagram
Instagram

5

Threads

Threads

500
10 2023

Threads
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Threads

Threads

Threads

Thread AI
CloudAD 2024 Threads

Threads
Threads

Threads

Threads
CloudAD 2024

Threads
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Instagram
Instagram Threads Instagram

Threads

SWOT

SWOT—S W O T
2023

Threads SWOT
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113 8 12 113 9 10
143 143 100%

59%) 16~20 (69%)
(92%)

41%

59%

15 ( ) 10%

16~20 69%

21~25 14%

26~30 4%

31~35 1%

35~40 2%

92%

1%

4%

3%

Q1 Threads ? Q2 Threads?

Threads
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Threads 1~2
(46%) 30 (40%)

Threads

Threads
Threads (96%)

(34%)
Threads

Threads

Threads
Threads

Threads

 

18% 49% 32% 0.5% 0.5% 3.83 9

35% 40% 24% 1% 0% 4.09 1

19% 28% 40% 13% 0% 3.53 14

29% 44% 24% 3% 0% 3.99 2

22% 34% 34% 10% 0% 3.68 12

27% 28% 36% 7% 2% 3.71 11

27% 39% 31% 3% 0% 3.90 6

29% 41% 27% 3% 0% 3.96 4

26% 47% 26% 1% 0% 3.98 3

22% 45% 29% 3% 1% 3.84 8

14% 34% 35% 14% 3% 3.42 15

25% 32% 32% 7% 4% 3.67 13
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18% 46% 32% 1% 3% 3.75 10

11% 30% 49% 8% 2% 3.40 16

27% 47% 20% 5% 1% 3.94 5

25% 46% 25% 2% 2% 3.90 6

SWOT
SWOT Threads

1.
Threads

2.
Threads

3.

4.

Threads

5.
Threads

Threads
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6.

Threads

Threads
AI

Threads

Threads

Threads

Threads
Threads

Threads
Threads

Threads

Threads

Threads

161



2023 7 10 Threads APP
ChatGPT https://ynews.page.link/BpWtk

2024 2 17 Threads
https://www.gvm.com.tw/article/104282

2023 7 6 Threads ❱ Threads
https://bitssuecredit.com/2023/07/06/how-to-use-threads-app/

CloudAD 2024 Threads https://cloudad.tech/2024thr
2023
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2003

GC
2022

GC APP
GC APP

( ) GC
( ) GC SWOT 4P
( ) GC
( ) GC

GC
GC 2009 15

GC 2024
Allison Chen 2021

10 647 439
2023

……
2022

GC APP LOGO

GC LOGO

G Give C Circle

google play 2022 4 19 GC https://reurl.cc/E6mjyg

164



Allison Chen 2021
2009 Give543 2021 GC
15 Allison Chen (2021

58

GC

2009 GC

2009-2011

2012 KEEP WALKING

2013 Yahoo

2014

2015

2017 GC

2019 GC APP WITSA

GC 2020 2 1 11

GC

SOGO
SOGO 2015 GC

SOGO GC
GC 2015

2014 10 \
GC 2014

2014 4 1500Kg
GC 2014

HCT Logistics

2013 3

4000 GC GC 2013

2018 10 25
https://reurl.cc/OrLyn7
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Mercuries Life Insurance

2015 GC
GC 2015

2022 7 4
https://www.ccair.nchu.edu.tw/article2_detail/329

101

2016 101
GC 783

GC 2016

2022 5 25 101
https://reurl.cc/g6pdkp

APP
GC APP 4

GC 10

GC APP

500

GC
https://www.give-circle.com/useIntro

GC
GC

GC

GC 2023 2016
24

60
APP
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GC
1 GC

2014 60 GC APP

GC 2013
60

GC APP SWOT 4P
GC SWOT

Strength Weaknesses

1.

2.

3.

1.

2.

3.

Opportunities Threats

GC GC

GC

:

GC 4P
GC 4P

Product Place

GC

GC 2024

1.
2.
3. GC 2023

Price Promotion

GC

ETtoday 2016

:
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GC
2013

......
2013

APP
GC 33

113 2
1.416 2024

GC 30 10,000
50,467.94 5 GC

SWOT
Google GC

SWOT 4P GC APP SWOT 4P
GC APP

GC
113 7 1 Google 113 8 1

122
GC APP

GC APP
GC APP GC

GC GC APP

GC APP

168



27.5% 72.5%

15 6.7% 16~25 46.7% 26~30
6.7%

31~40
15%

40
25%

1% 33% 55% 25.8% 15%

45.8% 20% 15.8% 7.5% 3.3% 5% 1.7%
:

GC APP
91.8% GC

APP 8.2% GC GC
APP

GC
GC

GC
APP

GC

GC APP
50% APP 70%

GC
APP GC

GC GC
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GC
APP

GC
GC APP

APP

GC APP GC

GC APP

GC
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( ) 44.8%
36.3% 5.4%

GC
60

GC
GC

GC APP
GC APP

GC APP
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APP

APP
APP APP

2003 —

https://hdl.handle.net/11296/2xb454

2022 01 22 —

https://ubrand.udn.com/ubrand/story/123638/6050298

GC 2024 GC —
https://www.give-circle.com/aboutGC

Allison Chen 2021 05 06 GC 12 —

https://www.tatlerasia.com/power-purpose/philanthropy/gent-max-ma-give543

2023 —

https://hdl.handle.net/11296/6z96ba

2022 1 18
https://reurl.cc/WNbxR9

google play 2022 4 19 GC https://reurl.cc/E6mjyg

GC 2020 2 1 11
https://www.give-circle.com/story/22253

2018 10 25
https://reurl.cc/OrLyn7

2022 7 4
https://www.ccair.nchu.edu.tw/article2_detail/329

2022 5 25 101 https://reurl.cc/g6pdkp
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GC GC
https://www.give-circle.com/useIntro

GC 2023 6 15

https://www.give-circle.com/story/16884

GC 2014 10 - - GC
https://www.give-circle.com/user/13012/profile

GC 2013 8
https://www.give-circle.com/static/hct/543hct.html

GC 2023 6 15
https://www.give-circle.com/story/16884

ETtoday 2016 12 25
https://www.give-circle.com/story/5940

2013 05 11
https://www.give-circle.com/story/22273
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Netflix

175



BAZAAR

Netflix APP

176



177



27.81%

9.27%

1.99% 3.31%

23.84%

4.64%

17.88%

4.64% 6.62%

178



Netflix

Gimy

Netflix

, 30,
21%

, 26,
18%

, 15,
11%

, 22,
15%

, 50,
35%

179



50.35%

23.78%
14.69%

7.69%
3.50%

0.00%
10.00%
20.00%
30.00%
40.00%
50.00%
60.00%

180
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etflix
Netflix

Netflix

183



https://hdl.handle.net/11296/7ff325

https://hdl.handle.net/11296/kjvt43

https://crctaiwan.dcat.nycu.edu.tw/epaper/%E7%AC%AC278%E6%9C%9F20220330.ht
m

EQ
https://www.shute.kh.edu.tw/~healthcare/

https://pedia.cloud.edu.tw/Entry/MemberCreatedContent?title=%E8%BF%BD%E5%8A
%87&search=%E8%BF%BD%E5%8A%87#M_1150
AZAAR

https://www.harpersbazaar.com.hk/lifestyle/emotional-value
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4

 

appleg , 
60.7%

SAMSUNG
, 15.0%

Google , 
8.9%

, 15.4%

i11     20.8%
i12     10.8%

i13  20%

i14 
23.1%

i15     16.9%
8.4%

202



Pixel 8 52.6%
Pixel 7 31.6%

Pixel 8 
52.6%

Pixel 7 
31.6%

15.8%

203
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. Yahoo (2023 12 20 )  Google Pixel 8 Pro 
https://reurl.cc/0vKKLl

.

.
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2010 7-ELEVEN
ibon

7-ELEVEN

7-ELEVEN
7-ELEVEN

7-ELEVEN

7-ELEVEN

7-ELEVEN 1927 The
Southland Corporation 1946

7-ELEVEN 1978
14 1983 1978

2011 AI 7-ELEVEN
ibon 2021

1988 8 18
12 2 2023 6

4182
FamiProt 2007 7 :

2019

207



2023 3 24

1997

7-ELEVEN

7-ELEVEN ESG E Environmental S Social
G Governance 7-ELEVEN

7-ELEVEN

FamiCollection 2013

7-ELEVEN

7-ELEVEN
7-

ELEVEN 2012

1 7-ELEVEN
7-ELEVEN

7-SELECT FamiCollection

APP

1 2

1 2 

208



KIOSK

   KIOSK

7-ELEVEN ibon Famiport
KIOSK

Ben 2020

2 7-ELEVEN KIOSK

KIOSK
7-ELEVEN

KIOSK Ibon Famiport

KIOSK ibon

Ibon

/

Famiport

    7-ELEVEN

7-ELEVEN

7-ELEVEN

  7-ELEVEN

209



3 

STP Segmentation Targeting Poisitioning

3 STP

4 7-ELEVE STP

Segmentation

•
•
•

FamiCollection

Targeting

•

•

OMO

Positioning

•

•

Segmentation

•

•

• 7-SELECT

Targeting

•

•

Positioning

• 7-SELECT

•

210



5 7-ELEVE STP

STP 7-ELEVE

 Segmentation
FamiCollection 7-SELECT

 Targeting

 Positioning

SWOT 2021

4 7-ELEVEN SWOT

5 SWOT

   

•

•
•

OK

•

•

•

•

• S W

OT

•
APP

•

•
•

•

•

•

•

S W

OT O
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6 7-ELEVE SWOT

SWOT
7-ELEVE

 Strengths 7-ELEVE

24

 Weaknesses

 Opportunities

 Threats

   2024 5 23 6 13 GOOGLE
7-ELEVE 150

144 144 96%

7 

111 77.1% 33 22.9%
12-15 16-18 19-22 23

13 9% 87 60.4% 16 11.1% 28 19.4%

6 
6

7-ELEVE
64.6% 7-ELEVE

35.4%

65%
93

35%
51

7-ELEVE
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7 

7 100% 0%
4% 2% 2% 7-ELEVE 95%

10%

8 

8 49% 6%
2% 4% 57%

28%

95%

9% 4% 0%

24%

100%

0% 0% 4%
0%

20%

40%

60%

80%

100%

120%

7-ELEVEN

7-ELEVEN

35%

27%

39%

31%

18%

57%
55%

49%
51%

53%

8%
12%

10%
14%

29%

0%

6%
2%

4%
0%0% 0% 0% 0% 0%

0%

10%

20%

30%

40%

50%

60%
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9 7-ELEVE

9
56%

10 

10 7-ELEVEN 2% ibon 2%
Famiprot 2% 2% 7-ELEVEN

45.1% 7-ELEVE 57%
43% 7-ELEVE 46%

47%
52%

46% 45%

56%

46%
41% 42% 41%

33%

6% 8%
12% 14%

11%

0% 0% 0% 0% 0%0% 0% 0% 0% 0%
0%

10%

20%

30%

40%

50%

60%

7-ELEVE

2%

27%

26%

46%

57%

39%

6%

18%

20%

39%

45%

43%

0% 10% 20% 30% 40% 50% 60%

(FamiProt) 7-ELEVEN(ibon)
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7-ELEVEN

7-ELEVEN

7-ELEVEN

7-ELEVEN

1 7-ELEVE

1 7-ELEVE I

2

OMO
FamiNow

2 7-ELEVE

100%

7-ELEVE

7-ELEVEN

7-ELEVE
35% 57%

6% 2% 4%
7-ELEVE 47%
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- 7-ELEVE

7-ELEVE 7-ELEVE
Ohlala 7-ELEVEN Ohlala

uno pasta uno pasta

APP
8

CP
1500 4182

2010 7
!https://reurl.cc/2j6gM4

7-ELEVE
https://www.7-11.com.tw/company/csr/aboutus.aspx 

https://reurl.cc/DlpaKN 
2023 3 24 1

https://brand-strategy.tw/what-is-brand/ 
1997 10 1 197   

https://www.cw.com.tw/article/5106385
7-ELEVEN
https://www.7-11.com.tw/company/csr/esgplan.aspx

https://nevent.family.com.tw/famicollection/ 
7-ELEVEN 2012 https://reurl.cc/Mjorjn

https://reurl.cc/xv8dpN 
2020 2 KIOSK https://benic360.com/kiosk/

2021
7-ELEVEN Ohlala
https://search.app/EX1FF7n8BzoR6J9k6

uno pasta
https://search.app/tpvPKNLBsDPWwLiX8
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34.70%

25.60%

, 
38.80%

, 
0.80%
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壹、前言

一�研究背景與動機

由國民健康署110年青少年吸菸行為調查結果顯示，國中生、高中職學生電子煙使用率

分別由107年1.9%與3.4%上升至110年3.9%與8.8%，計算青少年電子煙使用率由107年2.7%

上升至6.6%，短短3年時間快速倍增，修法通過前因現行法源不足，導致電子煙氾濫已對青

少年形成嚴重的健康危機。 衛生福利部資訊網，2023)，顯示青少年電子菸的議題須加以

重視。

近幾年越來越多人從紙菸改抽電子菸，但因為現代資訊發達及同儕的關係，所以年輕人

看到了不會臭且抽起來又香又帥的煙會想嘗試看看，因為電子菸很方便隨時要抽就抽，使得

部分未成年也開始學習，讓大部分還在就學的青少年在校園裡面相互模仿，導致普遍國高中

生都有在抽電子煙的習慣，雖然法規禁止電子菸，但大多數青少年明知道抽電子煙犯法但就

是秉持著好奇及想嘗試的心態，導致目前許多人抽電子菸，但明知會對自身健康造成危害且

違法，為何又要抽？因此激發了探究此議題的動機。

二 �研究目的

(一)探討電子菸的成分及對人體的危害

(二)探討目前國內外有關電子菸的法規及比較

(三)探究中學生抽電子菸的動機與成癮行為

(四)探討國際上對電子菸的態度

(五)探討電子菸是否可以幫助戒掉紙菸

貳�文獻探討

��電子菸的成分及結構

(一)、什麼是電子菸？

電子菸是一種新興產品，它的運作方法和油煙成分與傳統紙菸有相當大的差異。一般人

對電子菸的認知，可能是容易攜帶、比紙菸的危害還要小、可以更容易戒菸、味道比紙菸好

聞許多等等的錯誤知識，而造成越來越多人放心地使用電子菸。2010~2011 年，美國學術

單位曾進行區域性菸品消費調查，研究指出在受訪的兩千多位年輕名眾中，大約有七成的成

年人有注意到電子菸這項產品，在這受訪人裡有百分之七的人使用過，在調查結果裡也發現

有百分之四十四點五的人認為電子菸可以幫助戒菸，百分之五十二點八的人認為電子菸的危

害較低，百分之二十六點三的人認為電子菸不容易成癮。 臺南市政府衛生局，2024 從

這些調查結果裡可以得知這些青少年缺乏對電子菸的認知。

二 、電子菸的成分

1.可置換液態尼古丁填充匣

2.保濕劑、高純度尼古丁、風味香料這些為主要成分

3.具有危害健康的毒性化學物質有二甘醇、可替寧、毒藜鹼、麥斯明

4.一支電子菸尼古丁濃度最高達5.98毫克

5.部分電子菸填充匣以水果風味為主，但尼古丁含量均低於0.1毫克/支
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臺南市政府衛生局，2024

三 、電子菸的結構

圖1 電子菸構造圖

資料來源 郭斐然（2019）。電子煙與青少年。�����，����，

https://epaper.ntuh.gov.tw/health/201911/child_2.html

二、電子菸對人體的危害

根據（家庭醫學專刊，2023）所言，電子菸對人體的危害分為 以下幾點

(一)煙霧對吸食者的健康會有的危害

1.引發阻塞性細支氣管炎

2.對腦部、心臟、肺臟、肝臟及腎臟等器官造成損害

(二)外觀造型新穎及口味誘人，使青少年使用比例上升，可能會有以下幾點危害：

1.會影響正在發育的大腦

2.造成注意力降低影響學習

3.可能會造成永久性的情緒障礙

4.未來將有更大的機會嘗試紙菸

三、電子菸的法規

(一)國內對電子箊的相關法規及罰則
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依修正通過之菸害防制法第15條規定，禁止任何人製造、輸入、販賣 包括透過網

路、實體店面及面交 、供應 提供他人使用 、展示或廣告 製作廣告、接受傳播或刊

載 各式電子煙之類菸品或其組合元件，相關罰則說明如下: 南投縣政府衛生局資訊網，

2024

1．製造或輸入業者若有製造、輸入、廣告行為，處新臺幣1千萬元至5千萬元罰鍰

；製造或輸入業者以外之人，若有製造、輸入行為，則處新臺幣5萬元至5百萬元

罰鍰。

2．廣告業或傳播媒體業者如製作廣告、接受傳播或刊載，處新臺幣40萬元至2百

萬元罰鍰；製造業、輸入業、廣告業、傳播媒體業者或廣告委託人以外之人，則處

新臺幣20萬元至1百萬元罰鍰。

3．販賣、展示類菸品或其組合元件，處新臺幣20萬元至1百萬元罰鍰。

4．供應類菸品或其組合元件，處新臺幣1萬元至25萬元罰鍰。

5．使用類菸品者，處新臺幣2千元至1萬元罰鍰。

（二）國外對電子箊的相關法規及罰則

美國食品藥物管理局(FDA)於 2016 年 5 月將 ENDS 電子尼古丁傳送系統）等非傳統

菸品列入《聯邦食品藥物及化妝品法》之管制範圍內，目前 FDA 採取了事前核可的方式，

規範了 ENDS 的製造、進口、包裝、標籤、廣告、促銷、銷售和分銷。無論是 ENDS 完整

組裝後的產品本身，或是其組件和零件，皆屬於前述規範的管制範圍。

歐盟於 2014 年 5 月 19 日通過《歐洲菸草產品指令》，並於 2016 年 5 月 20 日在

歐盟成員國生效，該指令對歐盟的菸草及新型菸草相關產品的銷售施加了限制。

澳洲與紐西蘭在近期也針對電子煙做出進一步規範。澳洲衛生部藥品管理局在今年提出

聲明，希望制定規範，禁止在沒有取得醫師處方的情況下，進口含有尼古丁的電子煙（無論

固態或液態）；而無尼古丁的電子煙，在此規範下則可以在當地法規合法的情況下，自行購

買或進口。

2020年11 月生效的紐西蘭《無菸環境及管制電子煙產品修訂法案》，在以合法電子煙

產品協助成年人戒菸，並明確禁止未成年人使用電子煙產品。法案規定將禁止販售電子煙產
品給未滿 18 歲的青少年、禁止廣告及鼓勵在店面購買、限制加味產品的販售場域等等限制

規範，並制定在室內或室外使用電子煙的規範架構，建立衛生部得以召回產品、禁止販售或

對其發布警告的安全性系統規範。

韓國自從2015年開始針對傳統菸品大幅提高稅款後，改為使用電子煙和加熱菸的產品

人口有相當程度增加，而對此類新興菸品的規範則與傳統菸品接近，有警示標語要求、使用

區域的限制等限制。

日本目前對於無尼古丁的電子煙採取開放態度，但對於含有尼古丁的電子煙，則將其分

類為醫療產品，必須受到日本藥事法規範，若要販售有尼古丁的電子煙，則需要取得主管機

關的核准，然而目前在日本並沒有廠商成功獲得核准。
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英國首相蘇納克在2023年提議未來逐年提高吸菸合法年齡，代表目前14歲的人，在

未來將無法合法買菸，他們這一代將可在無菸環境下成長。（法律白話文國際站，2020）

（三）國內外對電子箊的法規及態度異同處

1.吸菸年齡調整──年齡從18歲上升為20歲

2.全面禁止加煙味──菸品禁止使用添加物，例如：花香、果香、巧克力及薄荷等多種

口味

3.擴大禁菸場所──112年2月15日新增各個學校、幼兒園、托嬰中心及其他公共區域納

入禁菸場所

4.警示圖文──菸品包裝警示圖文範圍從35%提高到50%

5.抽電子菸合法嗎？帶電子菸入境、出國合法嗎？──抽電子菸、輸入電子菸或帶出國

都不合法

6.出國「禁止」攜帶、販售電子煙入境的國家

(1)泰國：恐被處6,800泰銖（約新台幣6,500元），甚至最長可達10年的監禁。

(2)新加坡：只要持有電子煙最高罰2,000元新幣（約4萬9千多元新台幣），或1年以

下有期徒刑，或兩者併罰。

(3)澳門：全面禁售電子煙，違者處澳門幣2萬~20萬（約8萬~80萬元新台幣）。

(4)香港：全面禁售電子煙，違者最高可處港幣5萬元（約20萬元新台幣）及監禁6個

月。

7.抽加熱菸合法嗎？──未滿20歲者不得購買、使用。

8.出國「不得」攜帶免稅菸品入境的國家（一般香菸、加熱菸的菸草柱）

(1)新加坡完全禁止 完全不准攜帶免稅菸品入境，恐被罰款500元新幣（約12,310元

新台幣），攜帶過量者甚至要面臨有期徒刑。

(2)香港及澳門19支自用 攜帶超過19支且未申報者可處第一級罰款港幣2,000元（約

新台幣8,210元）；每千支紙菸課稅港幣1,906元（約新台幣7,825元）。

(3)澳洲及紐西蘭50支自用 50支以上必須申報繳稅，未誠實申報者將處紐幣、澳幣

2,000~5,000元（約4萬~11萬元新台幣），或最高3個月有期徒刑。（Hello醫生

，2023）

（四）電子菸成癮原因

多數電子煙含有尼古丁容易導致成癮，尼古丁會影響正值青春期少年的大腦發育，對

大腦前額葉皮層中會產生神經毒性作用，干擾青少年的認知發展、執行功能和抑制控制能力

，導致對尼古丁產生更高的依賴 。

根據2018年美國國家科學工程與醫學研究院報告發現，使用電子煙的青少年、年輕人

會增加使用菸品的風險，成為持續吸菸者 。 楊艾庭 ，2023)

四、國際上對電子菸的態度

世界衛生組織(WHO)於 2010 年菸草管理會議中做出結論,對於電子式尼古丁遞送系統

(Electronic Nicotine Delivery System, ENDS)之管制措施,主要包含以下三點:

（1） ENDS與傳統的菸草並不能混為一談，它們是不同的物品。
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（2） 除非有充分的科學證據可以證明ENDS的使用安全，否則市場上不應將ENDS視

為尼古丁的替代產品。

（三）電子煙在市面上的行銷活動應嚴格地管控。

五、電子菸是否可以幫助戒掉紙菸

依據現有資料顯示，電子煙產品並未被證實具有戒菸之輔助效果，其現存之相關疑慮，

可歸納為以下幾點： 臺南市政府衛生局資訊網，2024

（1） 電子煙內的尼古丁濃度可能偏高，每吸入之霧化尼古丁可能比吸一口菸品更多，

對於能否協助戒斷菸癮，仍是一大問號。

（二）使用電子煙仍有吞吐白霧之行為，可能產生另類二手菸危害。

參、研究方法

一 研究方法（林淑芬，2023）

（一）利用文獻探討瞭解目前各國電子菸的法規及規範

（二）使用問卷調查得知學生對於電子菸的了解程度

二 研究步驟

圖2 研究步驟

資料來源：由本組自行製作

肆、研究分析與結果

本專題以電子問卷，受訪對象為花蓮的居民，共回收47份，此部分將針對使用電子菸的

了解及態度逐題探討，並將研究結果自製圖表、分析說明如下：

一、針對問卷第1、2題「受訪者的年齡和性別分布」，根據問卷資料所示，16~18歲

佔 45.5%，13~15歲和30歲以上佔比都是25%；女性佔65.9%，男性佔34.1%。
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二、針對問卷第5題「你對於電子菸的相關知識知道多少」如圖3所示，比較傳統紙菸

危害產生的有害物質較少佔10.6%，抽起來無味，不留煙灰佔21.3%，可作為戒菸的輔助佔

10.6%，電子菸無菸草，有些甚至不含尼古丁，對健康的影響相對較少佔6.4%，抽電子菸，

攝取的尼古丁會比紙菸少及抽電子菸比較不會上癮佔8.5%，以上皆不認同佔66%。由此可見

，大多數人皆不認同上列所敘述的內容。

圖3 對於電子菸的相關知識知道多少

資料來源：由本組自行製作

三、針對問卷第6題「請問您知道電子菸在哪些國家是合法的嗎？」如圖4所示，中國及

台灣各佔12.8%，美國佔25.5%，日本及南韓各佔8.5%，北韓及法國各佔4.3%，新加坡佔

19.1%，以上皆非佔31.9%。由此可見，大多數人其實並不了解哪些國家是可以合法抽電子

菸，在中國、美國、日本及法國是可以合法使用電子菸的。

圖4 知道電子菸在哪些國家是合法的嗎？
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資料來源：由本組自行製作

四、針對問卷第7題「世界衛生組織指出，目前全球只有34國禁售電子煙，高達74國

毫無相關法規限制電子煙。請問你認為台灣應該開放還是禁止？」如圖5所示，禁止佔

80.9%，開放佔12.8%。由此可見，多數人都認為台灣要禁止販賣和使用電子菸。

圖5 世界衛生組織指出，目前全球只有34國禁售電子煙，高達74國毫無相關法規限制電子

煙。請問你認為台灣應該開放還是禁止？

資料來源：本組問卷調查結果)

�、研究結論與建議

一、研究結論

(1) 根據受訪者的資料可知，多數受訪者沒有抽電子菸的習慣。

(二)關於對電子菸的相關知識多數受訪者約有66%皆不清楚，即使是對電子菸的知

識有一點認識，但並不是很正確的觀念，例如：認為抽電子菸攝取的尼古丁會比較

少。

(三)根據受訪者的資料顯示多數受訪者對於電子菸在哪些國家是合法的，並沒有很

正確的觀念，電子菸開放國家有中國、美國、英國、日本、南韓...，不開放國家有

台灣、巴西、泰國、新加坡巴拿馬這些國家。

二、研究建議

從數據上來看，大多數人並不完全知曉有關電子菸的相關知識與法規，甚至不知道使用

電子菸是否合法，以至於許多未成年人在法律邊緣行走，甚至小小年紀就已經成癮，間接地

在傷害自己的身體。建議政府多宣導使用電子菸對人體的危害有奪大，且抽電子菸對周遭人

的危害比抽紙菸還大，也應針對電子煙市場進行更嚴格的監管，包括限制廣告和促銷活動，

特別是在學校和青少年聚集的場所。
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I. Introduction

(I) Background:
Hualien is a beautiful place in the eastern of Taiwan, which is famous for its

stunning scenery, including mountains, valleys, and oceans. When people talk about 
Hualien, they often come out with its gorgeous natural landscapes. Besides its beauty, 
Hualien is also known for frequent earthquakes. Since it is located on the Circum-
Pacific Belt, earthquakes hit regularly, and residents here are used to 
them. Unfortunately, in recent years, Hualien has experienced several major 
earthquakes, including the 0403 Earthquake happened last year, which was the most 
serious within decades. Many news reports had focused on the impact of different 
aspects these earthquakes have had on the area.  

(II) Motivation:
As locals, we aim to understand the real experiences of hostel hoteliers in the

tourism industry. By conducting personal interviews, we hope to uncover the root 
causes of the problems affecting our tourism industry and find ways to address them, 
ultimately reviving our local tourism industry and promoting economic development. 

(III) Purposes:
In order to investigate the reasons behind the impact of earthquakes on Hualien's

hospitality industry. By conducting personal interviews, we aim to analyze the 
respondents’ answers to understand the real factors that cause natural disasters to 
have significant repercussions on Hualien's tourism industry. 

Secondly, we are seeking ways to improve this situation. After understanding 
the causes of these impacts, we plan to explore potential solutions based on the 
responses from our interviewees. 

(Ⅳ) Research Questions: 
1. What are the major reasons that have caused a serious blow to Hualien's

economy?
2. What changes should Hualien make to avoid the same situation again?

II. Literature Review

Hualien Port was badly damaged by the 2018 and 2024 earthquakes. According 
to the journal  published in 2024, the two earthquakes caused 
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damage to the facilities in the port, including the following: roads sack into the 
ground, the layer of earth used to raise the wharf sinking into the ground and damage 
to the bridge structures. The soil also liquefied (became very soft) because of the 
earthquakes, which affected the port's infrastructures, making it difficult to use and 
get around the region. This is in line with other studies, such as those by Harder & 
Seed (1986) and Yegian et al. (1994), which mentioned that although gravel is usually 
thought to be at low risk of liquefaction, it can still happen in some cases. 

In addition, a study of Japan by Hatanaka et al. (1995) also shows that large-
scale liquefaction occurred in the gravel-filled areas of Rokko Island and Hong Kong 
Island during the Hanshin Earthquake, similar to the current situation in the Hualien 
Port area. These findings show that although the geological conditions of the Hualien 
port area were originally thought to be at low risk of liquefaction, the gravel backfill 
may still be affected in the event of a strong earthquake, resulting in damage to 
facilities. This in turn will affect the operation of the port and the city's disaster 
resilience. On top of this, the 0403 earthquake also had a serious impact on Hualien's 
tourism industry. 

According to the 2024 , Taroko National Park will have been 
closed for seven years, making it hard for Hualien's tourism industry, and the 
earthquake has further make worse the economic damage and made the recovery of 
local businesses more difficult. 

The first step is to reduce the harm. Before an earthquake happens, hoteliers 
should build the structure stronger so it can withstand the intensity and state of the 
earthquake magnitude. This will help make sure the hotel can reduce the harm caused 
by the disaster. Next, they need to make a plan for what to do in an emergency, train 
their staffs, and set up emergency evacuation plan so they can react quickly if an 
earthquake happens. The third step is to take action. For example, after the 0410 
earthquake, hotel owners should quickly check their equipment, start emergency 
evacuation plans, and keep the calm tourists calm by sharing updates on social media 
and giving quick information. 

The final stage is to recovery. This includes impression reconstruction of 
Hualien, government subsidy supports, and improving infrastructure to help rebuild 
market confidence. The management model of tourism disaster proposed by expert 
Faulkner (2001) shows that the government and the industry should promote 

266



Tourism in Turmoil: 

The Impact of the 0403 Earthquake in Hualien's Hospitality Industry 

 

marketing resources after the disaster, and use the programs of discount and 
propaganda to help the industry recover quickly. 

Beirman (2016) pointed out that although short-term government subsidies can 
improve financial pressures, long-term tourism recovery still depends on 
improvements of infrastructure, media and international marketing. Therefore, in the 
future, Hualien's tourism recovery should focus on infrastructure construction, 
advance the transportation around Hualien, and make tourists feel more at ease. 
Disaster risk assessment and building enhancement are also important, and Hualien 
needs to improve earthquake standards of resistance and safety of infrastructure. In 
addition, the cooperation between the government and the industry should not be 
overlooked, and they will work together to restore the confidence of tourists through 
promotion vouchers and marketing promotions. At the same time, the hotel industry 
should attract tourists through promotional activities in the short term and build its 
image in the long term to enhance its competitiveness 

III. Research Methods

To gain real insights, we conducted in-depth interviews with hoteliers. Through 
the interviews, we can gather the most realistic information from the interviewees to 
analyze. 

(I) Research Purposes
Our research purposes are divided into three aspects:
1. Understanding the actual impact of disasters on the hospitality industry

After the earthquake happened on April 3rd 2024, the hospitality industry in 
Hualien experienced a significant impact on booking rates and revenue. Through 
interviews, we aim to find evidences of the specific changes in these data, 
including the customers cancelations of their reservations. Furthermore, we will 
explore the short-term and long-term business strategy challenges brought about 
by the earthquake and analyze the extent of the disaster's impact on the overall 
operations of the hospitality industry. 

2. Exploring government support policies and actual needs of hoteliers
Discuss the impact of the funding assistance policies (such as stimulus 

vouchers) introduced by the Hualien Government after the April 3rd earthquake 
on local businesses. Assess the actual benefits and defects of these policies during 
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their implementation. Also, gather the suggestions from hoteliers for policy 
improvements and reveal their unmet needs, providing references for more 
effective measures in the future. 

3. Understanding future opportunities for transformation and collaboration in
Hualien's tourism industry

Discuss whether hoteliers have plans to shift towards new markets or explore 
local tourism to jointly address the challenges following the earthquake. Further 
examine the direction of transformation in Hualien's tourism industry, come to 
solution of breakthrough points amid the crisis, and promote the stable recovery 
and development of the industry. 

(II) Interviewees

Code Hostel name Gender Main customers Pricing 

1A 
Fantasy 

Apartment 
Male Business travelers NT$1,200~NT$6,000 

2B 
Corner 
House 

Male Backpackers NT$2,800~NT$11,250 

These are our interviewees including Fantasy Apartment and Corner House, two 
local accommodations in Hualien. Both are located in Hualien County and close to 
the Hualien Station.  

   Fantasy Apartment primarily hosts business travelers from other cities, while 
the Corner House mainly attracts backpackers. 

(III) Interview Contents and Implementation Method
1. Interview Content

The interview content primarily focuses on the impact of the 0403 
earthquake on the operational conditions of the Fantasy Apartment, as well as 
the strategies adopted in response. It covers three main themes: "Impact of the 
Earthquake," "Response Strategies," and "Policy Effects." First, the discussion 
will explore the changes in revenue and booking rates among accommodation 
providers, including the proportion and reasons for customer cancellations, 
analyzing both the direct and indirect impacts of the earthquake on business 
operations. Second, it will look into the measures taken by the apartment in 
response to the disaster, such as promoting discounts, marketing campaigns, or 
shifting focus to other customer markets, and examine collaboration and 
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experience-sharing with other hoteliers. Additionally, the interview will delve 
into the reasons customers may choose not to select Hualien as a travel 
destination, such as fear of aftershocks or other considerations, further 
analyzing the current challenges and opportunities within the accommodation 
industry. 

2. Implementation Method
The implementation method involves semi-structured interviews for data 

collection, conducted through face-to-face conversations. All interactions are 
recorded to ensure the completeness of the data. Prior to the interviews, we 
provide thorough explanation of the study’s purpose, obtain the permission of 
participants, and ensure the privacy and rights of the respondents are protected, 
confirming that the data will only be used for research purposes. After the 
interviews, verbatim transcripts will be organized, summarized, and analyzed, 
with in-depth interpretations of responses to core questions, leading to the 
development of corresponding recommendations or improvement suggestions, 
aimed at providing reference value for the recovery and response of the 
accommodation industry post-earthquake before the 0403 earthquake took place. 

Ⅳ. Analysis and Results 

This section provides an analysis and discussion of the results from the interviews. 
After expressing the interview outline and completing the interview questions, we 
conducted the interviews promptly. The data obtained from the interviews were first 
transcribed verbatim, followed by the organization of key summaries and analyses. 

Below are the interview questions along with the respondents' answers: 

(I) Impact of the 0403 Earthquake in Hualien's Local Lodging Hoteliers and their
Current Business Situation

This study asked a question to respondents about “the impacts of the 0403 
earthquake and the current business situation of local hostel hoteliers in Hualien”: 

1. Since the 0403 earthquake, Hualien has suffered a lot of impacts. What are the
changes in the booking rate and business turnover of your hostel? Can you provide
the approximate data or ratio?
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(1) Interviewees answer
“Before the earthquake, the booking rate in Hualien was about 70%. At that

time, it was just after the New Year and it was the off-season, so the number of 
bookings was usually lower. You know that after the New Year, the market in 
Hualien will enter a relatively in a slump, about one or two months, when everyone 
has spent their New Year's money, but our B&B is basically mostly for business 
travelers, plus we are located near the railway station, so we didn't reach the point 
of closing down like other B&B hoteliers.” (1A) 

“The booking rate has dropped from 60% to less than 10%, or even to zero 
for a long period of time, which is very hard. There are a lot of check-outs, ranging 
from some to cancellations, and they go straight to zero.” (2B) 

(2) Analysis and Discussion
According to the respondents' responses, the 0403 earthquake had a

significant impact on the operations of local hoteliers in Hualien, mainly in the 
following aspects: 

Changes in booking rate and turnover:
During the interviews, respondents mentioned that after the earthquake, the

booking rate and business turnover of the hotel and lodging industry both dropped 
significantly. On the one hand, safety concerns caused by the earthquake led to 
temporary cancellations of trips; on the other hand, the damage to infrastructure 
such as transport and tourist attractions further affected travel demand. Some 
respondents provided specific figures showing a drop-in booking rate of between 
30% and 50%, and even a loss in turnover of more than 50%. 

Cancellations:
Cancellations were common after the earthquake. Respondents reported

cancellations as high as 60% to 70% or even total cancellations, with the most 
serious cancellations occurring within two weeks of the earthquake. Some 
travelers chose to avoid Hualien as a travel destination for the time being due to 
concerns about aftershocks and safety issues. 

(II) Countermeasure of Hualien's Local Lodging Hoteliers after the 0403 Earthquake
This study asked two questions to respondents about” the Countermeasure of 

Hualien's Local Lodging Hoteliers after the 0403 Earthquake”: 

1. Are the current policies by the government helpful to the local hostel industry?
How are they helpful?
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(1) Interviewees answer
“Actually, the government has provided some subsidy policies after the

earthquake, such as loan subsidies, which help us get through the difficult period 
of cash flow shortages. There is also a revitalization subsidy program to promote 
Hualien's tourism economy, which has indeed been helpful to us. However, these 
measures still need time to take effect. Due to concerns about safety and the 
psychological impact of the earthquake, it will be hard to completely eliminate 
these issues in the short term through policies alone.” (1A) 

“The situation this time, in the short term, meaning within a month after the 
0403 earthquake, no measures really worked. No matter how appealing the offers 
were, no one was willing to take risks with their lives. However, Hualien did 
launch many promotions, which helped business owners like us. But the help is 
still limited because people still had a fresh recall of the earthquake. Especially 
with the media coverage, the impression is deeply rooted in people's mindset. It’s 
impossible to recover quickly. So far, we’ve only managed to recover about 30% 
at most.” (2B) 

(2) Analysis and Discussion
According to the interviewees' responses, it is definitely helpful for the hostel

industry. However, there are still some limitations to the actual result. It is 
dominantly reflected in the following aspects:  

Limited Short-Term Effectiveness
The interviewee mentioned that government subsidies, such as loan 

assistance and tourism programs, help with cash flow and tourism, but safety 
concerns from the earthquake prevent quick recovery. Promotions can’t 
overcome travelers’ safety worries. 

Impact of Media Coverage
Media coverage has deepened negative perceptions of Hualien, and the 

memory of the earthquake is hard to erase. The market has only recovered to 
about 30%, showing policies haven’t fully met expectations. 

Challenges in Policy Implementation
For small businesses, the subsidy application process can be complicated, 

making it difficult for lack of resource hoteliers to access support. Simplifying 
processes and providing more support would improve accessibility and efficiency. 

Long-Term Recovery Process
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The interviewee emphasized that full recovery will take time. The 
restoration of transportation, infrastructure, and trust in safety requires gradual 
improvement. In addition to short-term measures, the government must focus on 
long-term tourism promotion and infrastructure investment for sustainable 
growth in the lodging industry. 

2. What policies do you think the government could implement to truly improve
the situation? Why?

(1) Interviewees answer
“There are actually many big events held in Haulien, but the official hasn't

promoted them well, and even local businesses didn't know about these. For 
example, the Hualien One-Day Tour started after the 0403 earthquake and has been 
completely free. There's also a lottery for a free stay if you spend a certain amount 
of money, with the grand prize even is a Tesla. This activity has been going on for 
a while, and I only found out about it when customers from Taitung told me.” (1A) 

 "In the past eight or nine years, the government has provided many subsidies, 
not just after this earthquake. Indeed, these policies have helped a bit, but they 
only treat the symptoms, not the root cause. Relying on these subsidies alone will 
definitely fail. Right now, we're just barely keeping Hualien’s tourism industry 
running. Hualien has beautiful scenery, and many tourists love coming here. But 
the reason people both love and hate Hualien is the transportation. The external 
transportation system is very weak, especially after earthquakes or typhoons when 
the railways and roads basically shut down. So, improving transportation is the 
key to truly improving Hualien's tourism industry. As for the events Hualien 
organizes, like the famous Summer Love Carnival or the Red-Faced Duck, they 
are meant to attract tourists, but in my opinion, their results haven't been great over 
the years. These events lack innovation. When you compare our Red-Faced Duck 
with the Little-Yellow Duck in Kaohsiung, why Kaohsiung can do it so well is 
something the Hualien government needs to change and learn from. Finally, there's 
the issue of media coverage. Every time there's an earthquake or typhoon, the news 
always shows a lot of disaster footage. Often, these are just small portion of the 
situation, but because of this, people from other counties have a fear of coming to 
Hualien.” (2B) 

(2) Analysis and Discussion
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According to the interviewees' responses, regarding the improvement of the 
current policies by the government. It is mainly emphasized in the following 
aspects: 

Enhance Activity Promotion
 Many revitalization policies and activities have not been well promoted, 

limiting awareness among business owners and tourists. For example, local 
businesses only learned about the "Hualien One-Day Tour Free" and "Stay and 
Win Lottery" through visitors from other places, highlighting a gap in promotion 
and information sharing. 

Improve Transportation Infrastructure
 Hualien’s transportation is vulnerable to disruptions from natural disasters, 

which brings negative impact of tourism. Short-term subsidies won’t solve this. 
Hualien needs more stable and efficient transportation to boost its tourism back 
to the original stage. 

Increase Innovation in Events
 Event like the "Summer Love Carnival" and "Red-Faced Duck" lack 

innovation and haven’t attracted new tourists. Compared to creative events in 
other cities, Hualien should focus on more innovative planning to enhance event 
enthusiasts. 
Promote Positive News through Media 

 The media often emphasizes disaster footage, increasing tourists' safety 
concerns. The government should use media to promote local activities, 
improving the impact of revitalization policies. 

Ⅴ. Conclusion and Suggestions 

The 0403 earthquake had a devastating impact on Hualien's hospitality industry. 
Our research, based on interviews with local hoteliers, revealed three major findings, a 
significant decline in booking rates, severe financial losses, and the long-lasting 
psychological impact on tourists. 

Before the earthquake, the average hotel booking rate in Hualien was around 70%, 
but after the disaster, it dropped to below 10%, with some hotels experiencing complete 
cancellations. Revenue losses exceeded 50%, forcing businesses to implement survival 
strategies such as discounts and local tourism promotions. However, these short-term 
measures have proven insufficient in fully restoring visitors’ confidence. 

The government had provided subsidies and tourism vouchers to support 
recovery efforts since the incident, but many hotel owners expressed concerns 
about policy 
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effectiveness. They noted that financial aid was helpful but did not address the core 
issue—the safety of transportation infrastructure. The lack of reliable access to Hualien 
after earthquakes remains a critical factor in the slow recovery of the tourism. 

For long-term recovery, a combination of infrastructure improvements, strategic 
marketing, and crisis management planning is essential. Future research could explore 
how different types of hotels—luxury vs. budget accommodations—experience disaster 
recovery differently. Additionally, studies on tourist behavior and risk perception could 
provide valuable insights for developing more effective post-disaster recovery 
strategies. 

Last but not least, the resilience of Hualien’s tourism industry depends on 
collaboration between the government, business owners, and local communities. By 
addressing both short-term recovery and long-term structural challenges, Hualien can 
rebuild its reputation as a safe and desirable travel destination. 
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 https://asana.com/zh-tw/resources/swot-analysis

Marketer Taiwan 2024 4P 4P 4P
https://marketer.com.tw
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YouTube YouTube 5

IG YouTube Reels Shorts

2025

TikTok YouTube  shorts

—SWOT
YouTube  Shorts TikTok

Shorts video video clip

60 2025

TikTok Instagram Reels Facebook Reels YouTube  
shorts

YouKOL Radar 2024
KOL Rada 2022
470%
2024

2024

YouTube  Shorts TikTok

)YouTube  Shorts TikTok
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TikTok YouTube

3 60

YouKOL Radar 2024 7 24 YouTube Shorts :
! https://reurl.cc/panVYd

MTMG TikTok TikTok
2025 3 13 https://reurl.cc/86QMgy

YouTube YouTube 2025 3 13
https://reurl.cc/xNxK75

YouTube  Shorts

YouTube  Shorts YouTube TikTok
15 60

YouTube Shorts
YouTube YouTube Shorts IONOS 2022

YouTube  Shorts

YouTube  Shorts

2020 9 TikTok YouTube  Shorts beta

2021 3 YouTube  Shorts

2021 7 YouTube Shorts

: 2025 2 24 YouTube https://reurl.cc/p970NQ

YouTube  Shorts

YouTube Shorts 20 10
300 YouTube Shorts YouTube

Enders Analysis YouTube 5
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INSIDE 2023 55

Shorts

TikTok

TikTok

ByteDance 2016

2025

TikTok

TikTok

2016 9 20 TikTok

2017 9 2 150 8

2018 5 8 App Store 4.58
Facebook Instagram YouTube

2022 1

TikTok 2025 3 13 https://reurl.cc/V0KOxZ

2025 2 15 TikTok https://zh.wikipedia.org/wiki/TikTok

TikTok

10 TikTok

2019 13.5 430 2023
1 200 3.7

Tik Tok

TikTok “ ”
tiktok
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“ ”
“ ”

YouTube Shorts

YouTube Shorts YouTube
“ YouTube YouTube Shorts

:

TikTok YouTube Shorts

2023

Google 133 131
:

59.4% 39.1%
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15 3.8%
15-18 61.7%
19-24 3.8%
24-29 2.3%
30-40 2.3%
40-65 24.8%
65 0.8%

( )

:

( )

YouTube Shorts 44% TikTok
50% 2% Instagram 

Reels 1% YouTube 
Shorts TikTok

YouTube  Shorts TikTok

( ) YouTube  Shorts ( TikTok

: :
YouTube Shorts TikTok
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YouTube  Shorts TikTok

( YouTube Shorts ( TikTok

YouTube Shorts 30 47%
YouTube  Shorts TikTok 1

2 35%

YouTube  shorts

:

YouTube  shorts

TikTok

:

TikTok
" "

" "
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:

TikTok- SWOT

Strengths Weaknesses

S1:
S2:
S3:

W1:
W2:

Opportunities Threats

O1:
O2: /

O3:

T1:
T2: TikTok :
T3: TikTok

2020 10 09 SWOT TikTok
https://www.163.com/dy/article/FOH9UJTD0544PB9Lhtml

Marketingtutor-net TikTok SWOT Analysis 2025 3 13

https://pse.is/7a4spx

The Strategy Story TikTok SWOT 2024 11 22
https://thestrategystory.com/blog/tiktok-swot-analysis/

YouTube Short-SWOT

Strengths Weaknesses

S1:
S2: Google
S3:
S4:

W1:
W2:
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Opportunities Threats

O1:
O2:

T1:
T2:

· 2025 3 4 Youtube 2025 SWOT 
https://reurl.cc/O5d3Oy

15 18

TikTok YouTube 
Shorts 

TikTok YouTube Shorts

YouTube Shorts TikTok
YouTube  Shorts TikTok

TikTok YouTube Shorts 

TikTok

1.

2.
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3. TikTok

YouTube Short

1. TikTok YouTube Short YouTube

TikTok

2.

3. YouTube Short YouTube Shorts 
Shorts 

Short WENK MEDIA ,

IONOS 2022 1 26 YouTube Shorts – TikTok Instagram Reels 
https://reurl.cc/mRa5Ql

TikTok 2025 3 13 https://reurl.cc/V0KOxZ

2025 2 24 YouTube https://reurl.cc/p970NQ

2025 2 15 TikTok https://zh.wikipedia.org/wiki/TikTok

2024 6 24 VS
https://reurl.cc/6jWOnZ

The Strategy Story TikTok SWOT 2024 11 22
https://reurl.cc/RYnQZx

YouKOL Radar 2024 7 24 YouTube Shorts :
! https://reurl.cc/Q50Az9

2024 1 25
https://reurl.cc/d1RkZV
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INSIDE 2023 9 4 YouTube Shorts 
https://reurl.cc/eGqlYK

MTMG TikTok TikTok
2025 3 13 https://reurl.cc/86QMgy

YouTube YouTube 2025 3 13
https://reurl.cc/xNxK75

2020 10 9 SWOT TikTok
https://reurl.cc/36GE2l

Marketingtutor-net TikTok SWOT Analysis 2025 3 13

https://pse.is/7a4spx

· 2025 3 4 Youtube 2025 SWOT 

https://reurl.cc/O5d3Oy

WENK MEDIA YouTube Shorts 
2025 3 13 https://blog.wenk-media.com/?p=2323

2023
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2014

16

2022 144
1 9 4

108 4
28 1 8

144
123 465 789
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1

1999

2012

2

2022
2006

3

2017
2000

2022

2022

2005
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(S)

(S)
2021 (S)

(A)

(S) (A) 2021
(A)

(A) P(A) [0 1]
(A) 2021

(A)

1

(S) (A) P(A)
2021 N

(A)

2

n n A
(A) P(A) 2021

(A) (n)
(A)

A B S B
B A

2021

299



(A)
(S)

Google

300



Google

(A) 7 6
(S) 79 79
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(A) 29 29 39 30

(S) 79 79 79 79

(A) 6 13
(S) 79 79

53

36% 64%
18 18 ~30 31 ~40 41 ~50 50

58% 40% 2% 0% 0%
1 1-3 3-5 5-7

57% 26% 13% 4%

64% 18 58% 1
57% 1 43%
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1 40% 60%
1 30% 70%

53
60% 40%

70% 40%
30% 40%

1 27% 33% 13% 27%

1 31% 17% 39% 13%

53
13% 33%

39% 31%
39% 13%

1 63% 37%
1 61% 39%

53
37% 63%

39% 61%
39% 37%
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1 23% 17% 17%

1 26% 13% 4%

49% 30% 21%

53 49% 30%
21%

23 43%
16 30%
8 15%

6 11%

24 45%

20 38%
6 11% 3

6%

16
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30% 40%
39% 13%

39% 37%

26% 23%

2014 21 1 45-
93 https://lawdata.com.tw/tw/detail.aspx?no=214448

2022 7 29
https://www.cpfcnews.tw/index.php/opinion/65736-2022-07-20-15-34-36

1999 2 11 103-111
http://www.cssm.org.cn/download/zzwz/zz19990221.pdf

2012 7 68-81
http://ft.newdu.com/uploads/collect/201803/04/W02014050536719388221055.pdf

2022 54 11 1293-1309
https://journal.psych.ac.cn/xlxb/article/2022/0439-755X/0439-755X-54-11-1293.shtml

2006 “ ” 5 47-
49 http://jjll.ruc.edu.cn/CN/abstract/abstract9210.shtml

2017 11 20
https://www.cw.com.tw/article/5086266

2000 3 8-9
https://cap.sxu.edu.cn/docs/20081206094858718026.pdf
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2021 110 66-81
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2021

2015 3

ICOM 2002
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2006

2019

2024
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1929

2005
2018

2021 1 24

(Metaverse) 

Neal Stephenson 1992
Snow Crash

Meta verse (universe)

2021 Facebook
Mark Zuckerberg 2021

Facebook Meta
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yocity

Low’s Holoroom 
How To

Holoroom How 
To

LED

VR XR AI Iot EWova

AR
3D VR

2018

2024
8 28

https://openmuseum.tw/exhibitions
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ARTOGO

Artogo 3D VR

Artogo

2021
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2024 9 18
24

Q1

2024 9 18
Q2

2024 9 18
Q3

2024 9 18
Q4

2024 9 18

Q5
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2024 9 18
Q6

2024 9 18

Q7

2024 9 18
Q8

VR AR AI AI VR AR 2024 9 18

Google
119 100%

31% 68% 1%

20 21-30 31-40 41-50 51-60 61

66% 17% 3% 5% 6% 3%

76% 6% 5% 3% 3% 7%

/

3% 5% 57% 32% 3%

20 66%
76% 57% / 32%

9
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37%

26% 22%
10% 5%

47.1%

20.2% 16%
11.8%

5%

42%
37.7% 17.6%
1.7%

49.6% 37%
11.8% 1.6%

49.6% 37%
11.8% 1.6%

90.8%
9.2%

108
32.4%
28.4% 11.5%

8.5% 7.1%
6.7%

5.1%

11 26.1%

21.7%
17.4%

13%
4.4%

81 28.4%

25% 14.2%

12% 6.2%
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1929
1929 2018

2018
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AR VR

2015 7 1

2022 8 24 Museum Definition
https://icom.museum/en/resources/standards-guidelines/museum-definition/

2006 20 3 7-22
https://reurl.cc/M60Nq3

2019

2024 6 22 https //archae.nmp.gov.tw/b-02.html

2024 8 28 https://openmuseum.tw/exhibitions
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YouTube gaga

320



10,000
40,001~50,000 50,001
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322



?

323



324



325



326



https://www.hl.gov.tw/News_Content.aspx?n=32725&s=147300

https://tour-hualien.hl.gov.tw/cp.aspx?n=505

gaga
YouTube https://images.app.goo.gl/hANwQcPZvobBgWGF6

https://csa.hl.gov.tw/tourbusiness/News_Content.aspx?n=15795&sms=17898&s=79
996
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333



334



335
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hello

( )

( )

( )

( )

( )

( )

( ) hello
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Google

Google

339



340



341



342



343



344



https://health.udn.com/health/story/9830/7863044

hello
https://helloyishi.com.tw/skin-health/infectious-skin-diseases/tinea-pedis/

https://health.udn.com/health/amp/story/5971/5435850
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AI
AI

Riffusion Yating studio
Riffusion 2024

AI Yating studio 2023 AI

Riffusion Yating Studio
Riffusion Yating studio

Riffusion Yating studio
AI

Riffusion Yating studio

2016 Google Magenta

2017 Amper Music

2018

Riffusion

Riffusion
Riffusion

Riffusion 2024

Yating studio 
Yating Studio AI

AI
HITO 2023

AI
Music AI Lab AI 4

AI Listener
AI
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AI Composer
AI

AI Performer

AI DJ
 EDM  

2019

2018
AI

1.

AI 

2. AI 

AI 
Toolify AI 2024

1. algorithmic bias

2023

2. AI 

AI
AI 

3. AI 
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AI 

AI 
Toolify AI 2024

AI

AI AI
AI

AI
2023

AI
UNESCO IEEE AI

AI
2023

Riffusion Yating studio
Riffusion Yating studio

Riffusion Yating studio
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Riffusion

AI
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Yating studio

Riffusion Yating studio
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Riffusion

Riffusion Yating studio
Yating studio AI Yating studio

Riffusion Yating Studio
Yating Studio

Riffusion

AI
AI

AI

Riffusion Yating 
Studio Yating Studio

Riffusion
Riffusion

Yating Studio
Yating Studio

Riffusion Yating studio

30 10
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Riffusion 2024 Riffusion
https://www.riffusion.com/
Yating Studio 2023 Yating Studio
https://reurl.cc/Llzaga

2018 + 04 127
HITO 2023 Taiwan AI 
Labs https://reurl.cc/DlQOvR

2019 AI
https://reurl.cc/QEkak9

2018
https://reurl.cc/qvjYeR
Toolify AI 2024 AI
https://reurl.cc/QE147o

2023 AI 
https://pansci.asia/archives/361905#google_vignette

2023 AI
https://www.nccu.edu.tw/p/406-1000-14022,r17.php?Lang=zh-tw
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2021 Coupang
APP

7 6

Coupang

Coupang
Coupang

Coupang

SWOT Coupang
STP 4P 4C Coupang

( )

Coupang 2010 2021
Groupon

eBay
Coupang

Amazon
Amazon

B2C Coupang 10

Coupang 70%
7 11 2023 2014 Coupang

Logo
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Coupang
Coupang 2023 2023

14

2024

 

Coupang 24
1

1

7-11 7-11

60 195

490 690

LINE Pay
Apple Pay

2
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2

PChome

Coupang
SWOT STP 4P

4C Coupang
Google Coupang

2
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Coupang SWOT

SWOT
Coupang SWOT 3

3 Coupang SWOT
Strengths Weaknesses

1.
2.
3.

1.
2.
3.

Opportunities SO WO
1.

2.

S1O1 W3O2 

Threats ST WT
1.

2.

S1T2 

S2T2 

W2T1 

Coupang STP

STP STP
(LeadsGeek,2024)

Coupang STP 4

4 Coupang STP

Segmentation Target Market Positioning

(
)
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Coupang 4P  

4P 4P
(Locust,2022) Coupang 4P 5

5 Coupang 4P

Product

 

Price

Place

Promotion

7

Coupang 4C

4C

(Growth Marketer Academy,2023) Coupang 4C 6

6 Coupang 4C
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Customer

Cost

Convenience

Communication

-

2024 11 14 2024 12 17 125
121 4 97%

7
36%
64%

15 16%
16 20 71%
21 30 7%
31 40 3%
40 3%

85%
6%
5%
2%
2%

8
3 4
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3
73%

4
46%

5

5
6 7

6 501~1000
48%

7
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9

1. SWOT
Coupang

2. STP
Coupang

3. 4P 4C
Coupang

Coupang

32% 43% 16% 5% 4%
50% 41% 9% 0% 0%
39% 46% 7% 4% 4%
38% 42% 16% 4% 0%
39% 38% 18% 4% 1%
36% 38% 16% 5% 5%
40% 34% 20% 4% 2%
68% 16% 7% 5% 4%
54% 30% 11% 5% 0%

9 68% 54%
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Coupang

Coupang

2023 1 5 -  Coupang
https://www.technice.com.tw/hot/32757/

2024 3 1 10
https://pse.is/6x3fjj

LeadsGeek 2024 7 8 B2B STP  STP 
https://leadsgeek.ai/blog/stp-strategy-in-b2b-marketing/

Locust 2022 5 27 4P ?4P ? https://reurl.cc/1XOAxm
Growth Marketer Academy 2023 5 25 4P vs 4C 4P 4C

4 https://reurl.cc/yDANeO
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