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ABSTRACT
This study aimed at exploring soap series audiences’ viewing motivation, viewing behavior, and quality of life. The total of 325
valid questionnaires are collected from participants who viewed the “ night market life” program and lived in Changhua county by
using both purposive and snowball sampling methods. The data were analyzed by descriptive statistics, reliability test, factor analysis,
one-way ANOVA, t-test, Pearson correlation. The results indicated that: 1. A majority of the samples were students, 21-30 years old,
university educated, with a monthly discretionary income of under NT$5,000. 2. In viewing behavior, the viewing time average was
1 to 2 hours per day. And the viewing frequency was 1 to 2 days per week. 3. There was a significant relationship between viewing
motivation, viewing behavior and quality of life. 4. There were some significant differences in viewing motivation, viewing behavior,
and quality of life with different background. At last, based on the findings and a comprehensive discussion, recommendations were
offered to future researchers.
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