	論文中文摘要：
	這 篇論文的主要目的為探討使用中華數位典藏資料的文化品牌，其行銷策略、消費者認同與消費者對品牌意向之間的關係。我們發現品牌識別對品牌意向有正向影響。 文化認同可經由品牌識別來影響品牌意向，且故事行銷可藉由事件行銷策略及文化認同對品牌識別產生間接影響效果。因此文化品牌的製造商或管理者可以由參加相 關展覽與賓客分享他們獨特商品的背後饒富創意的想法使客人產生文化共鳴，因為印象深刻而注意這些產品，這些都導致消費者對該品牌有正面的意向，使消費者瞭 解他們有趣的故事，以及強化消費者和品牌之間的關係。

	論文外文摘要：
	The aim of this study is to illustrate the causal relationship among marketing strategy, consumer identity, and consumer’s intent toward the cultural brand which utilizes digital archives relate to Chinese calligraphy, ancient paints and literature in cultural and creative industry. We found that consumer’s opinion toward the brand is positively influenced by brand identity. Cultural identity can affect consumer’s brand opinion through brand identity, and storytelling can indirectly affect brand identity through event marketing strategy and cultural identity. Thus the cultural brand producers or marketers can let the interesting stories be heard and tighten the relationship between brand and customers by attending an exhibition relative to its brand, attract visitors by sharing the creative ideas about the unique products with them to arouse the cultural resonance, then they will feel impressed and give attention to those refined products, all of these positive interaction will lead to good consumer opinion toward this brand.


