i Er[ j| ini Fﬁ { A T ‘,;, 520 fﬂtelh i = %4 «\1 @Rl
A I g"?’\’*) o i

— BR#EE

170

1. @RI RERME  BRUE  2EEE - HE B~ 2 ( BEEE  REAUCEEER
MEBR MR B EECEERTANA EXL - THEE - T¥EESH ) 38 BRAM
BREEMTIMER ZHIFRL amiizﬁ%%iﬁgiﬁ%bw@?ﬂﬁ"

2.AH—FHR4H REFE3 69 128%F B2023F 128 (27548 ) £ i "HR
#@> 1 ( Research Article ) % - 1B NIEEE w18 ( Museum Forum ) ~ 384 E ( Research
Notes ) - {##8EFS ( Museography ) ~ @Rl ( Exhibition Review ) & - SR &S Uis T BEZIBE
= .

- RHEFE

1. IR Z it - XRUABIB 28 5 TFRRA - BEMiEHUIAEE 1 8FRRA - RishEH

KR - SRR AP HEIES - B8 BERBEREBN D - =X -

2. RiZFEMEBE T (MS Word 1E48R ) W E-mail BEEATIER - RERESEEZZABET
.
- XEAB

1.RBINMRAMAXFHE R - BEIESHEAER  WREABESEEESER KT ALSREST -
2. 9NN B REREEABMERY -

- B EERE
FiSEMERER A - BXR - WIIXERE  S5EFEENEETEES -

- TRFE
RIBEIEBESEZENARZ APA ( Publication Manual of the American Psychological Association ) #%&
M - SENRMZBERPNER - BNEE - PXREZHIF  AXAREZ 2885 1§
HEER - FBEAREAINER © https://www.nstm.gov.tw/Resources/RegularPublications.htm -

N EESER

1. AHAES—RBER WY - RisEREENZIFRZES - MEETHEEES -

2LRBEEMAINBEENBNREBRNERSEOEERSE (NESBHEUTRLTHER
https://www.nstm.gov.tw/Resources/RegularPublications.htm ) - WU EBEH X EHFEAELT
;807 B = RENIN— 720 5% B RIS T E@YEE REIHY W - 374 E 13 e-mail
EARTIERE - AT e-mail % publish@mail.nstm.gov.tw

. EAERBZNEEATITER - ML FEBEREN S BEATEEFSFZEREEREWS - TS
RER - AFHEH  BEEBAETH JHNETR - RESEREZER  UHETRAZEE -

4. ATERIS AU ERERE - REBNEIN - BB RBETREREMNS -

5. AN R A EASEETERIIE - 2EEE - HE BT SR TEWE - BB
HE  BREEERE (BEXF A BB28T  8FF 75070 ; RIEB A BB 105K - 81230
ToaTEl ) RERBHEAT) PDF 85615 1 R - HERRBB—&ENE - 5255 1 Bk - RUBUEEEH
BREREXETE -

6. RIGHIHEE D « L - IR - BB REEST -

BREA
SUBMISSION GUIDELINES



(BHZ%YT) 30 GERERLY
TRE C EPIRET TSR B

"EAEGEEAMYEEER? T EirET A D2 | T IR YIS S R
HIREE R R EER A RS HRT R EESERE ! -

21 YY) SR IRR R T im S B E T - NMEmEERHAY B H 2 > it
GHZ TR - BUBHIHtE S S - SORAERER U RCUERFREMEE - B2 - 175
ke SR YRR AR B A RR S A > A S 2B SIS M TBYIEE - A 3 A TL BRI AY S
s > DA R (S B R R S s 2 0 > FERETITHY SRR - fefdse =5 U HAY
R ~ BETEES A FEREAVPISEER - EEsatrER g EE - DG HE
GELAETA RSN P \E - RS AR H W - EERCUEEE T MG B Y tEsE #
HHEPH Y S Y — D e - DUk e A ERRAE R ~ 305 ~ T Se ey
AR ERK - BT OB EE A BT - stETRYIREE SRS > PR B B — AR R A
[F 73 R K& - BIEZ TR N - A ERe T o BRI Tl 2 AR e [y -
TTHHEEYIREIT S - R E TR SRR R Sy - AL R B BN » (e YeE ks
B RS E SRR SRR - ZRUKELEIIBYIEEESE -

AIARHIR Y ECR $HEHEYIRET TR BUK LSRRI L REBLH R S > FoesiE al
SLUN T > BALUE AR -
® BRI FEYIRET TN T AU BLRES  TE E K
ZRbi M e BT DA - S IR RE Y Kk RS B
MR BT TE RS - P aE B Rk S RE TR
iR - Bk s B MR a5
ZAR MR - Bl EEE e L K SRR
GBS E RS - SeRI IR RS R E M
Fr@M st e &R - I Y S BB RE

HEEE YR U EHEL - IR BB EEET AR A YA E T T FTRIER -
FAEEB Y 115 42 6 H 30 HATE 2L NE T E#4-EF8 publish@mail.nstm.gov.tw °




Call for papers/contributions for the Journal of Technology Museum Review, Vol. 30, published by

the National Science and Technology Museum

Theme: Marketing the Museum for Its Sustainability

‘Let’s go and have a lovely meal at the museum.’
‘We should find a nice gift at the museum shop.’

‘I just finished my reality game at the museum and uploaded my achievement with fabulous photos.’

Museums are confronting a rapid change in the 21 century, from the advancement of technology,
multiple facets of society, unprecedent political turmoil, and undulations of economic and inclusive
culture. Inthe contemporary society, marketing plays a significant role for museums in serving their
visitors, no matter if they are in the country or abroad, public or private, traditional or modern, all
contribute to shape innovative marketing effects. For the last two decades, museum industry has
demonstrated eye-catching services and offerings, various pricing strategy for different groups,
complimentary channels for access, and integrated promotional methods. In the modern time,
museums provide not only better paths for visitor to use virtually and physically, but also deeper
interpretative contents to satisfy different target audiences and their needs. In the new century, it
is obviously that museum marketing tries to meet the visitor’s expectation and achieve their missions,
to gain the support from and have more interactive communication with the public. The aims are

to attract the resources and backing from the society for a sustainable future.

This special issue calls for papers relating to museum marketing and its sustainability. Topics covers

subjects below but not limited to.

Innovative marketing strategy for museums

Outstanding thinking of museums services and offerings

Various marketing channels for museums, both virtual and real

Intriguing promotion methods for museum marketing

Systematic segmentation for visitors for museum positioning and branding

Interactive services to keep visitors close and attached

Broadening social resources for all sustainable potentials

Guest chief editor: Dr. Shin-Chieh Tzeng, associate professor, Graduate Institute of Conservation of

Cultural Relics and Museology.

All submission must be sent to the email: publish@mail.nstm.gov.tw by 30" June, 2026.
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