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ABSTRACT

This research selects stories of Taiwan Corporation’s official websites as research materials to explore the story and differences

between three industries. The population is based on the investigation data from Common Wealth Magazine in 2012, and adopts

content analysis to analyze these stories. The results show that the main story lines from these corporations are based on general

information about the company with several past events but without an obvious context. In this sense, these stories lose the chances

to attract audiences’ attention. Furthermore, the statements are mainly based on self-declaration with fewer contradictions within

these stories. The research considers that stories content can gain much more attention from audiences if the stories can increase the

elements of the legend of company, interesting experiences from the head of company, more contradictions, and the perspectives

from audiences.
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