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1. The impact of online media and internet celebrities on the sustainable
development of animal protection organizations in the post-epidemic
era
Jhen-Huei Li" Chun-Hua Hsiao?

1" Master Of Business Administration, Kainan University, m11047004@gapps.knu.edu.tw

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

In 2020, many institutions around the world were forced to close due to covid-19, which led
to the closure of many institutions. Zoos or aquariums even faced the direct impact of the
financial crisis due to "zero visitors". Many zoos and marine aquariums (hereinafter referred to
as animal protection organizations) have begun to implement official websites and social
platforms to broadcast animal daily life and educational information, including photos and
videos. They even live stream to increase communication with the public and prepare for a
similar situation (e.g., lockdown) in the future. Although the epidemic situation in Taiwan is
relatively under control, it is also affected by the short-term closure. Taiwan's animal protection
organizations have further strengthened the information dissemination function of online media.
However, during this period when it is not possible to visit zoos or aquariums in person, will
consumers actively search the Internet for animal information (including videos) sent by official
websites (including YouTube and social media)? Are they willing to subscribe to the official
websites to receive regular updates? Will this have an impact on their future visits or on their
willingness to donate to animal adoption programs? In order to solve the above questions, the
current study adopts the S-O-R model (stimulus — organism — response) as the theoretical base,
and aims to explore the impact of external media stimulus on consumer response (including their

willingness to subscribe official websites, visit, and donate). The external media stimulus consist



of information content characteristics (i.e., information quality, interactivity) and internet
celebrity effects (i.e., attractiveness and likability). The mediating effect of internal mechanisms
of consumers (including animal conservation attitude, trust in official media, and hedonic value)
is also examined.

This study uses surveys as the research method, and collects research data through paper
questionnaires and online questionnaires for consumers who have been to zoos or aquariums.
A total of 338 questionnaires were distributed. After excluding incomplete answers, a total of
321 valid questionnaires were recovered (the effective rate was 95%). The data analysis method
was based on the structural equation model (SEM), and statistical software (SPSS 14.0 and
SmartPLS version 3.3.5). The results of the study are as follows: information content
characteristics have a positive impact on consumers’ response (i.e., willingness to visit, subscribe
and donate). Secondly, the internet celebrity effects also have a positive impact on their
behavioral responses. Third, the mediating role of consumer internal mechanism is confirmed.
The results of this study can provide suggestions for establishing consumers' attitudes towards
animal ecological protection, and can be used as a reference for managers of animal protection

organizations to achieve the goal of sustainability.

Keywords: Stimulus-Organism-Response Framework; Information quality; Interactivity;

Internet celebrity; Animal preservation attitude
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2. A study on the travel intentions of “Taiwan Island Hopping” cruise ship
in the post-epidemic era

Ko-We Chang!®  Chun-Hua Hsiao?
1" Master Of Business Administration, Kainan University, zxc0435k@gmail.com

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

"The outbreak of the covid-19 pandemic has had a severe impact on the global economy in
2020. Businesses in all industries were hurt, especially tourism. At a time when the global
tourism industry is shut down, Taiwan’s travel companies have resumed an island-hopping ocean
cruise, the only cruise ship sailing by sea in the world. This all attributes to Taiwan&#39;s
success in epidemic prevention - no one has been infected for 8 consecutive months. This
“island-hopping tour” cruise ship emphasizes a novel travel way of “similar to overseas travel”,
strict pandemic-prevention policies, and innovative technology products (smart bracelets), in an
effort to prevent tourists from the risk of contracting covid-19. However, during the pandemic,
will consumers feel safe with the various epidemic prevention measures on cruise ships? Will
they be so moved by this “island-hopping tour” that they are willing to take action (participate)
and even invite family or friends to travel with them?

In order to answer the above questions, the purpose of this study is to explore
consumers&#39; travel intentions and recommendation intentions of this “island-hopping tour”
cruise ship after the post-epidemic era, and their influential factors. We adopt the SOR model
(stimulus-organism-response) as the theoretical basis to verify the impact of external stimuli
factors regarding various cruise characteristics (e.g., cruise entertainment activities, similar to
overseas travel experience, technological innovation, and epidemic prevention measures) on

tourism behavior intentions (travel and recommendation intentions). The intermediating role of

11



consumer internal mechanism (that is, cognition, affect, and trust) is also examined. We used
questionnaire survey as the research method and a total of 403 questionnaires are collected
through the Internet. Research data is analyzed with Structural Equation Modeling (SEM)
method and the statistical software (SPSS 14.0 and LISREL 8.5 version). The results of the study
are as follows:
1. The external stimulus factors of “island-hopping tour” cruise characteristics have a
positive impact on consumers’ internal mechanism.
2. Consumers’ internal mechanism has a positive impact on their travel intention and
recommendation intention.
Accordingly, the results of this study could be used as a reference for tourism industry to

launch innovative tourism programs in the post-pandemic era."

Keywords: Post-pandemic era; Stimulus-Organism-Response; Island-hopping cruise ship;

Pandemic prevention measures; Technological innovation
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3. Influence of consumers' perceived value and perceived relative advantage
on their loyalty and willingness to adopt new services - An example of Shopee

Self-collection point

Mei-Chu Chan'® Chun-Hua Hsiao2
" Executive Master Of Business Administration, Kainan University, eckjj27@yahoo.com.tw

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

Due to the impact of covid-19 epidemic, online shopping became the main consumption
behavior of all people. During this period, many stores have entered e-commerce one after
another, and even Family mart and 7-Eleven have gradually started to operate their own online
shopping services. In order to take control of the logistics and secure the leading position in the
online shopping platform, Shopee has launched a new service — “Shopee self-collection point” in
2011, creating a new logistics value chain. However, such a large investment has made many
people wonder whether consumers will like this new service? What value will this new service
bring to consumers?

In order to answer these questions, based on consumer perceived value theory, the present
study aims to examine consumer behavioral intention (i.e., loyalty, acceptance of the new service,
and shop by the way) and their influential factors, that is, consumer perceived values (including
perceived convenience, monetary value, gratification, and delivery value) and perceived relative
advantage. The empirical data were collected through online survey and analyzed using
Structural Equation Modeling (SEM) with the statistical software SPSS 14.0 and LISREL 8.54.
The expected results of this study are as follows.

1. Consumers’ perceived value and perceived relative advantage will positively affect their

willingness to continue using the Shopee platform.
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2. Consumers' perceived value and perceived relative advantge will positively affect their
willingness to use the “Shopee self-collection point” service.
3. Consumers' perceived value and perceived relative strengths will positively influence

their willingness to shop by the way at the self-collection point.

Keywords: Shopee self-collection point; perceived value; Service Features; Take it with you
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4. Exploring the impact of Maslow's theory of needs, personality traits,

and satisfaction with life on Gen Z's anti-selfie app adoption

Ku, Yung-Chengl® Chun-Hua Hsiao?
1" Executive Master Of Business Administration, Kainan University, oyster0924@gmail.com

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

With the rise of social media, anyone can take glamorizing photos and put them on the
Internet to attract people’s attention. However, as time goes by, these excessive post-production
and unreal lives have made more and more young people (i.e., Generation Z) feel empty and
needy inside. Gen Z believe that social media should not only serve the need of taking selfies,
posing, and increasing the number of followers. They pursue more authentic interactions
between people, and care more about whether they can have a better real and social life through
social media, rather than taking their private social life online (likes, comments, and shares).
Taking advantage of the rise of this wave, Poparazzi, an "anti-selfie" application that cannot be
used with the front camera, caused a boom after it was officially launched in May 2021. Within
24 hours of its launch, it ranked first in the App Store in 24 countries including Europe and the
United States.

Poparazzi is a photo sharing social software. In addition to blocking the front lens of user's
mobile phone and preventing them from taking selfies, other functions include that it does not
display the user's tracking number and posts, and does not have a message function, so users do
not have to worry about anything related to likes, followers, and comments. In addition, users’
anxiety about being "perfect" on social media can be alleviated. However, are Taiwan's Gen Z
really keen to embrace this anti-selfie app? Could this be influenced by their own character traits

or needs for self-esteem, self-actualization, etc.?
19



To answer the above questions, this study uses Maslow's hierarchy of needs (i.e., love and
belonging, esteem, and self-actualization), personality traits (i.e. perfectionism), and life
satisfaction theories to explore their impact on Gen Z's willingness to use anti-selfie apps. This
research adopts the questionnaire survey method of quantitative analysis, and targets on Gen Z.
It is expected that 300 questionnaires will be distributed through online platforms (such as social
platforms such as Line) using a snowball sampling method. We will adopt structural equation
modeling (SEM model) and statistical software SPSS 14.0 and LISREL 8.54 to analyze research
data. This research findings are expected as follows. In addition, this study will propose
practical implications for education and industry reference. Research discussions and future
research directions will be also provided.

1. Life satisfaction of Gen Z has a positive impact on their willingness to adopt anti-selfie

social apps.

2. Maslow's high-level needs had a positive impact on Gen Z's life satisfaction and

willingness to adopt anti-selfie social apps.

3. The perfectionism of Gen Z have a negative impact on Gen Z's life satisfaction and their

willingness to adopt anti-selfie social apps.

Keywords: Maslow's hierarchy of needs, Perfectionism, Generation Z, Satisfaction with life,

Anti-selfie apps
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5. Does personal information protection matter? Research on the

willingness to use facial recognition technology

Ling-Yu Hong!" Chun-Hua Hsiao?
1" Master Of Business Administration, Kainan University, candy87072916@gmail.com

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

"With the advancement of technology, many biotechnology applications includes facial
recognition system have been applied in financial payment, airport customs clearance, device
unlocking, etc., and even to the latest unmanned stores. Although this biotechnology makes our
lives more convenient, it also generates many legal disputes, such as information security,
privacy, and personal data protection. With the increasing use of facial recognition systems, are
consumers enthusiastically accepting the technology because of its convenience? Or boycott it
for the concerns of personal privacy?

In order to solve above questions, the purpose of this study is to explore relationships of
consumers' willingness to use facial recognition system and their influencing factors. The
technology acceptance model (TAM) and theory of planned behavior (TPB) were adopted as the
theoretical based. In addition, we incorporated with other influential factors, including perceived
playfulness, security, and innovation. Questionnaire survey was used as the research method.
Research data was collected through online platform and analyzed by Structural Equation
Modeling (SEM) with statistical software SPSS 14.0 and LISREL 8.54 versions. As a result, a
total of 302 valid questionnaires were obtained. The results of the study found that consumers'

perceived usefulness, playfulness, and innovation positively affect their attitudes toward using
22



facial recognition system, which in turn, together with subjective norms, and perceived
innovation positively affect their willingness to use facial recognition system. Based on the
research results, this study proposes practical implications for government and industry reference,

research discussions and future research directions are also provided."

Keywords: Facial recognition system; The technology acceptance model; Theory of planned

behavior; perceived innovativeness; security
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6. Exploring the impact of customer experience value and corporate social
responsibility on customer relationship quality and loyalty - a case study

of Carrefour’s “Act for Food”

Ren-Jie Xu'* Chun-Hua Hsiao?

1" Executive Master Of Business Administration, Kainan University,

e11035027@gapps.knu.edu.tw

2 School of Business, Kainan University, maehsiao@gmai.com

Abstract

In recent years, food safety issues have become increasingly serious. Consumers are most
concerned about food safety and quality when purchasing food. Accordingly, the Carrefour
Group has launched “Act for Food” program with five key actions: own-brand products, directly
sourced agricultural products, friendly environment, organic products, and animal welfare. While
ensuring food safety for consumers, it also protects the natural environment, adopts the most
friendly farming methods, reduces the use of pesticides and fertilizers, and fulfills corporate
social responsibility. While this program is well-intentioned, we wanted to know how satisfied
customers are with this program? Will consumers acknowledge their responsibility and
contribution to the society because of this program? Will this program improve the relationship
quality and loyalty with the company?

In order to answer the above questions, this research will conduct a research survey on
Carrefour's customers to explore the impact of Carrefour's "Act for Food" program on customer
loyalty. We use consumer experiential value, social corporate responsibility, relationship quality
(including satisfaction, trust, and commitment), and loyalty as research variables. This study is
expected to collect 350 questionnaires through online survey. Structural equation modeling
(SEM) and statistical software (SPSS and LISREL) will be used to analyze the research data.
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The research results are expected as follows: consumers' experiential value and perception of
Carrefour's social corporate responsibility will positively impact their relationship quality with
the company, which in turn has a positive and significant impact on customer loyalty. In addition,
we also propose research discussions, practical implications and follow-up research directions

for reference by the industry and subsequent research scholars.

Keywords: Act for Food; experiential value; corporate social responsibility; relationship quality;

loyalty
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Abstract

In recent years, the issue of food waste has gradually received attention. On the one hand,
food waste is serious, and on the other hand, a large number of people are below the poverty line.
To alleviate the above problems, countries around the world have been able to use technology,
especially "matching apps", to make good use of these leftovers and foods that do not meet
standard specifications. Taiwan is currently facing the dilemma of food waste and food waste
disposal. In terms of technology, , we can learn from the successful cases of handling leftovers
abroad, but can Taiwanese accept the concept of leftovers? Are they willing to buy leftovers
through a "matching app" that reduces food waste and creates a win-win situation for consumers
and the industry?

Based on the theoretical basis of perceived value and perceived risk, this study aims to explore
the influence of the above factors on consumers' willingness to purchase leftovers, adopt
“matching apps”, and positive word-of-mouth. Consumer perceived values of matching apps
including altruism value, convenience value, and money value. In addition, consumers'
awareness of food waste consequence will be used as a moderating variable to explore its

influence on the above relationship.
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We use a questionnaire survey method to explore consumers' willingness to buy leftovers
through convenience sampling. It is expected that 450 paper questionnaires will be distributed.
The research results will be expected as follows: Consumers' perceived values will positively
affect consumers’ behavioral intentions (i.e., willingness to purchase leftover food, willingness
to adopt matching APPs, and positive word of mouth). Consumers' perceived risk will have a
negative impact on consumers’ behavioral intentions. In addition, consumers' awareness on the
consequence of leftover food will affect the above relationships.

Accordingly, the results of this study will provide suggestions for the government and
schools to promote food waste reduction strategies, and recommendations for new entrepreneurs
to evaluate the feasibility of designing the leftover “matching app”. In this way, consumers can

have more purchasing choices and achieve the purpose of reducing food waste.

Keywords: leftover ; food waste ; perceived risk ; perceived value ; awareness
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Abstract

"Due to the development of information technology, the evaluation model of enterprise
systems has gradually changed, and traditionally emphasis on physical assets has been
transformed into invisible intangible assets. The purpose of this paper is to analyze the practical
human resource training management (HRTM), how to create the enterprise's competitive
advantage and system, and to discuss the systematic activities of the enterprise human resource
training management practice based on the system chain model. At the same time, from the
perspective of professional ability and PDDRO (Plan, Design, Do, Review, Outcome) strategic
positioning model, a correlation model between corporate strategy and human resource training
core needs is established. In addition, based on the above three perspectives, we further put
forward the framework and research proposition of the HRTM decision-making model to
provide reference for human resource training and decision-making management.

This study integrates five procedures of planning and analysis, recruitment and selection,
training and development, incentive evaluation, and reward and punishment promotion into the
cycle model of HRTM system chain based on employees' professional ability, and in line with
corporate vision, corporate environment, systems and strategies, the core competence of the
enterprise. We formulate HRTM strategies based on the source of human resource advantages.

Finally, from the analysis of the PDDRO model, we identify the strategic star industry of the

33



enterprise, and discuss the dynamic human resource training strategy analysis and research

proposition direction from the human resource management system chain.

Keywords: Human resource training management ; competitive strategy ; system activity ; system

chain ; PDDRO model
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Abstract

In the United States, Apple and PayPal are rushing to launch BNPL (Buy Now Pay Later).
Recently, PCHome also stated that it will adopt BNPL, thus opening the era of BNPL. In the
meantime, BNPL is very popular, especially during the COVID-19 pandemic. What exactly is
the concept of "buy now pay later"? How is it different from traditional credit card installment
payment? First of all, credit card and installment are the main payment methods for online
shopping, but BNPL is tailor-made for the new generation of young people. It is simple,
convenient, simple, and easy to use for consumers without cards. We believe it can lead to a
win-win situation for stores, financial operators, and consumers. However, can such a
consumption pattern aimed at young people also win the favor of young people in Taiwan? And
what factors will motivate young people to adopt this new payment model?

In order to solve above questions, the purpose of this study is to explore relationships of
consumers' willingness to use BNPL and it influencing factors. The technology acceptance
model (TAM) and theory of planned behavior (TPB) were adopted as the theoretical based.
Questionnaire survey will be used as the research method and collect data through online
platform. Research data will be analyzed by Structural Equation Modeling (SEM) with statistical
software SPSS 14.0 and LISREL 8.54 versions. The expected results are that perceived

usefulness, perceived ease of use, subjective norm and perceived behavioral control have
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significant positive effects on young consumers' willingness to adopt BNPL. In addition,
consumers with and without credit cards have different influence strengths on these relationships.
Based on the research results, this study proposes practical implications for government and

industry reference, research discussions and future research directions are also provided.

Keywords: BNPL (buy now, pay later), technology acceptance model (TAM), theory of planned

behavior (TPB), Structural Equation Modeling (SEM)

38



10. 42 % H b X S B ARG o do B R 31482 A Airbnb 5 Z 2 A1 %
FHE" BAR

B iy K % 7 % R AR L PEAT R & godgold755@gmail.com
2 M KREMH AR A ) HIR taichen@mail knu.edu.tw

SRS

FAB AR E AR, 2020 R KA B, EBAI TR ABREITE R Y
%, REARBBRERLE LR FIFR. RBE—BRETIE, 2020 F 400 £ 09 E5
FR I E A2%. 121G E S B R AE RIEE, BIERENFLE3—KEL, ERXRBEA
FAB AR A S, 40 BARE KR EEAIIER 5, W25 #5405 Airbnb 275 &
Bl b oo HAB SRS R TG F E M Bk TR

% T TR LM, AT RSB RE O AR B HAAAME Aitbnb AL HE
HA IR, a6, @B, eG{BE. RefRAR (B, BREE)  AFRAM
BARAEAMA T, HEREKEAM A, LALHEF LA 4 % & (Structural Equation
Modeling, ff#% SEM #£41), % 3t#k82 SPSS 14.0 #= LISREL 8.54 ja R AT B 47, FH
AR 300 4P K. FAMAT R4 Rdw T, #3500 B B Jn SEARAE H7K % % 12 A Airbnb ZREA IE
w89 4, fdke R R Bl 4E A Airbnb ZREA B w89 % . AT RARBAT & R L
FHEBEBUTRERSE, IR BRI H AAET BT %

M4 Airbnb. 2%, 4o BARME. 4o %A%

39



10. Exploring the impact of perceived value and perceived risk on the use of
Airbnb in the post-pandemic era

Yu-Chen Li'™  Tai-Yuan Chen?
1" Executive Master Of Business Administration, Kainan University, godgold755@gmail.com

2 Department of Banking and Finance, Kainan University, taichen@mail.knu.edu.tw

Abstract

For the tourism industry, the biggest challenge in 2020 is the impact of the global outbreak of
covid-19, especially the almost shutdown of international tourism. According to a report,
occupancy rates in the global hotel industry fell by 42% in 2020. However, as countries
gradually relieve epidemic prevention measures, International tourism seems to have a glimmer
of light. While consumers are excited about the upcoming opening of tourism, are they more
likely to book on Airbnb than at a restaurant or hotel due to fewer tourists? Will worries about
the epidemic abroad affect their willingness to travel abroad?

In order to solve the above questions, this study aims to explore consumers' willingness to
book on Airbnb after the opening of international tourism and its influencing factors, including
online word-of-mouth, perceived value, and perceived risk (e.g., epidemic prevention factors).
This study uses questionnaire survey as the research method. Research data will be collected
through online questionnaires and analyzed by Structural Equation Modeling (SEM). It is
estimated that 300 questionnaires will be distributed. The research findings will be expected as
follows: online word of mouth and perceived value have a positive impact on consumers'
willingness to use Airbnb, while perceived risk has a negative impact on their willingness to use
Airbnb. This study will also proposes practical implications for government and industry

reference, research discussions, and future research directions.

Keywords: Airbnb, word-of-mouth, perceived value, perceived risk

40



v, X RAEE A

AREAH,
BTSSR kPRI, TR R 49 4RB 5

| manman, AAFEOBROMNE. BEF

WIS, f—RMETEENS, EATEKR
AL SR Y Mk

L TR

o T Wk R R B AT L
- L BEE. ATY

o M7 A TARLIAA BT EFL KRR AL E AR

E X

e EER

° B4 M e EMBA A L ARSI 1 FHAFRAE
BATAERNGHBEEH, FE1F

© BALEJR

o FAMRN G HIEIIEIY 14 F

© RN FBIERFH 1

© fRGH EBATATE R T F

o FA: B HH

SR 6 BATRE, W R E B

41




&M 72 E(19802-)

38

HH: EAT,
B 2AMHONELER, 2 Hak
LZHEr EMBA IR A, AR FE: Z ¥R

®
She

Y e AR S

o HLMR: HF. iBR)

W2 A

* RAMA KFE EMBA AL AR & IE—SFHAR
%

* ABAHRXEMA LT

o PLABZMESR. vLER

14 BARRBATEAL, R AH

42

o FA B KW BB E = AL

| SRR B, KA — b T




W2 EE&

4+
* RIKAMETH

o 15 B AZ 2 AT

o FMEMEAT FAE.

* AN\ X5 EMBA 78+ £ B & 9 — 5 AT R

W R
e £ R

45 3 35 AL I

W% FaEwm

s MM XEHLRALAREI—FHARTE

s B RBEBEMAMRANE/REANE,
TTQS B & /4T3 8h 32
o MRS, WMPB. RUF
S

B K
s BB ARGEL LG LY

_3—

55 B 2R

L\ ',z( /

HG: BRETA

A

% B

o AR R IT IR
c L ARA
i

B A LR TR IE

* RAMA RS EMBA 24 /25 & 9 — F 4087

HREE XGEAE B B

¥4

s B AR A LER B &

43




ML FEFE

o %R k2 MBA 1 3F — S48 &
o FLAMRZATHEIK
e AAEAZYHImIA R AT ERE

44




S8

RHFESEE BLBH!
R T RATREET SMER |
R ABEER MEE | |

2022 &£ TSBD izt & EimiE %
HifF 2023 FHHER!

BRAIFEERE S AR
2022.03. 19

45



