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The Project Success Factors in Construction Industry in the Philippines

John Carlo Natalaray Caros Tun-Chih Kou

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

Successful project launches are in high demand — particularly in the construction industry. As such, it is critical to
understand the factors that influence a project's success. The research is motivated by a desire to ascertain which elements
or factors should be considered in order to ensure future project success; preferably in the Philippine construction industry.
The purpose of this study is to determine which project success factors increase the likelihood of project success.
Additionally, emphasize the critical nature of defining success factors and connecting them to success criteria using
convenient models.

The focus of this thesis was on the impact of the following project success factors: monitor and control, ability to
coordinate, communication, and organizational adaptability on project execution; and on how project execution affects
project success in the Philippine construction industry. The research was conducted empirically using a questionnaire
survey distributed digitally to 201 project management professionals in the Philippines. Following that, the data were
analyzed using SPSS and AMOS.

The study's findings indicated a positive relationship between monitor and control, communication, and
organizational adaptability, via the mediating variable of project execution. Additionally, there was a positive correlation
between project execution and project success. However, one of the variables, ability to coordinate, was determined to be
a non-significant factor in the process of achieving project success. Throughout the investigation, the implications of the
discoveries are thoroughly discussed.

Keywords: Project Success Factors, Project Execution, Monitor and Control, Philippines



Optimal trade policy in the presence of an online firm

Humberto Ramirez Yi-Jie Wang

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

This research used a theoretical approach and aimed to provide a better understanding of international trade to
policymakers inside the government, companies involved in internationalization, and anyone interested in the topics of
international trade and online firms. This research merges strategic trade policy and E-commerce, two relevant topics
that have been on the global stage for the past years and have drawn much public attention due to global events such as
covid-19 and the trade war between China and USA.

Using the Bertrand oligopoly competition model, we provided a basis for assessing real-world markets. Even
though our analysis is based on some assumptions that can be interpreted as unrealistic, we believe that our result can
be the starting point for a more detailed investigation with more close to reality conditions. In the basic model, two
foreign firms compete as the only two companies in a third market in the form of FDI. They will set their brick-and-
mortar stores on a linear market, one at the beginning of the market and the other at its end. The total length of the market
will be the distance between the firms, and each point of this market represents a customer who needs to buy one product;
since both companies sell the same product, the decisive purchasing factor will be the mill price plus the transportation
cost.

With a two-stage game theory solved with a backward induction process, we can conclude that the optimal trade
policy for the foreign firms will be a negative subsidy.

Our second set of conclusions arrived from adding to the previous model, and under the same assumptions, a third
competitor, in the form of an online firm that comes and competes in country 3. With a two-stage game theory solved
with a backward induction process, we can conclude that the optimal trade policy for the two foreign firms will still be
a negative subsidy

Since we use the oligopoly Bertrand (Price) competition model, imposing a tax on the exporting companies is
still the best trade policy for the two foreign firms. However, adding a local online firm into our basic model showed us
that the local government will gain more by imposing a subsidy on their local online firm.

Keywords: Trade Policy, Online firm, Bertrand competition, Social welfare



Vietnam Economic Under Covid-19 Pandemic: Industries Growth and Vietham GDP

Tran Tan Hai Pei-Cyuan Shih
Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University

ABSTRACT

This study explores the impact of Covid-19 on Vietnam’s economies, especially industries. The Covid 19 pandemic
affects many aspects of the economy directly or indirectly, so it is essential to study the impact clearly. After the analysis,
we can get the most general view possible to develop solutions for recovery during and after the pandemic.

Currently, many businesses are bankrupt; startups are also suffering, many people have lost their jobs. Therefore,
studying this topic is an urgent action to overview the Vietnam’s economy during the pandemic to timely judge its
impacts.

The mission of this study is to understand the impact of the pandemic on developed economies in Vietnam.
Research in the economy such as society, politics, and labor resources are affected? Some industries are positively or
negatively affected by the pandemic.

Keywords: Pandamic effect, Vietnam GDP, Industries growth.



The relationship between Foreign Direct Investment, Trade Flow and Economic Growth:
Case Study of the OECS Countries

Anyka Faith Albert
Department of International Business,
Ming Chuan University

ABSTRACT

The objective of this research is to empirically test the influence between Foreign Direct Investment, Trade Flow
and Economic Growth of the Organization of Eastern Caribbean States (OECS). This is research is strategized with
various models or patterns. In this study Foreign Direct Investment is measured by annual direct investment which is
employed as the dependent variable.

The development variables include: Trade (exports and imports), Labor (employment and unemployment) and
Economic Growth which is measured by Gross Domestic Product. These are all employed as the independent variables
for this research. To reach the goal of this research a panel of annual data for a 6-year period (2015-2019) was utilized
for the economies of six OECS countries. The research executed was made through using empirical data. The data in this
research was extracted from the Eastern Caribbean Central Bank and World Bank. Additionally, the methodology for this
research comprises of an array of test this includes Correlation, Multiple Linear Regression and Hypothesis test to
analyze the significance of the data. Furthermore, the test used accepted or rejected the proposed claims. This research
is considered a casual research where quantitative method is used to perform the test and the data
collected will be analyzed using the SPSS program.

This research will be beneficial for future researchers as it helps as a guide for further test, also it allows
policymakers to be aware of the impact or significance of the variables selected. Throughout this study there are a few
limitations that will be discussed during this investigation.

Finally, the study can be used as a pathway for other researchers who intend to use a different method regarding in
the selection of data.

Keywords: Foreign Direct Investment, Trade Flow, Labor Rate and Gross Domestic Product.



CARICOM CSME Trade Liberalization Agreement Effective ForEconomic Growth? An
Impact Evaluation Assessment Of TheTreaty Of Chaguaramas

Anisa Aisha Nah
Department of International Business,
Ming Chuan University

ABSTRACT

The objective of this research is to conduct an empirical analysis of the relationship between Economic Growth and
Regional trading in the CARICOM region. In this research Economic growthis measured by annual Gross Domestic
Product (GDP) and annual Gross National Income (GNI) which is employed as the dependent variable. The economic
index variables also applied in this study are unemployment rate, import, export, total regional trade value, population
and classification. These are employed as the independent variables.

For this study, annual data over a 5 year period (2015- 2019) were used. The data was extracted from reports
conducted by the OEC, world bank and imf. The methodology for this research entails Correlation and Linear Regression
to test the significance between data sets and hypothesis testing to accept or reject proposed claims. The data collected
was initially analyzed through SPSS program.

The study's findings indicated a positive relationship between Total Regional Trade value and GDP. The study also
indicated a positive relationship between Regional Trade Flow and GNI.

Additionally, there was a positive relationship between imports and unemployment rate. However, exports had no
impact on unemployment rate. Also, a country’s categorization had no impact on total trade value. Throughout the
investigation, the implications of the discoveries are thoroughly discussed.

Keywords: CARICOM, CSME, Gross Domestic Profit, Economic Growth and Gross National Income
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Discussing the Influence of the Social Media Participation in Domestic Tourism
Commodities on Consumers’ Purchase Intention under the Pandemic

3% 38 & Jui-Huang Chang k¥ # Yi-Pei Lin
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Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
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ABSTRACT

While online social media has flourished in recent years, multifarious social networking sites are springing up.

Therefore, this study intends to take the travel platform as an example to explore the influence of consumers' participation

and perceived value through social media on their purchase intention of domestic tourism commodities.

This study takes consumers who have used the travel platform as the research object, conducts a random sampling

survey, and uses SPSS software for hierarchical regression analysis. The results show that: (1) Consumers' participation

in social media has a significant positive impact on purchase intention. (2) Consumers' participation in social media has

a significant positive impact on perceived value. (3) Consumers' perceived value has a significant positive impact on

purchase intention. (4) Perceived value has a partial mediating effect on consumers' participation in social media that

influences the purchase intention.
M4 AR R s R T AW

Keywords :  Social Media Participation, Perceived Value, Purchase Intention
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Exploring key factors influencing podcast popularity

v %% Mu-Chun Pai 7 #-% Hsiang-Ching Tseng
TARKWERFLEEFRY T4 AR N F LT Rl
Department of Business Administration, Department Of Busipess Administration,
Fu Jen Catholic University Fu Jen Catholic University
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ABSTRACT

The purpose of this study is to explore the key factors influencing podcast popularity. Based on extensive literature
review, podcast channel characteristics and social media characteristics are identified as the key factors. The former
includes program type, special guest invitation, and advertisement placement. The latter includes the vividness and
interactivity of fan pages. Specifically, this study examines the influence of Podcast channel characteristics and social
media characteristics on podcast popularity.

Apple Podcast and Fanpage Karma were used as data collection tools. The collected data were coded and assessed
using inter-coder reliability, and regression analysis. The research results show that: (1) program types, special guest
invitation, and the vividness and interactivity of fan pages positively influence podcast popularity; (2) advertisement
placement has no effect on podcast popularity.
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Keywords: Podcast, Podcast channel characteristic, Social media characteristic, Vividness, Interactivity
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Understanding the influence of YouTube advertisement on purchase intention: A comparison

between experiential- and material-based content
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ABSTRACT

This model is to explore the difference between material and experience content and compare the impact of applying
it to YouTube advertising on consumers' purchase intention.

In this study, two questionnaires were designed in the way of experimental design. Consumers who have used YouTube
to watch advertisements were randomly sampled and distributed through the Internet, and smartpls 3 and SPSS 26 were
used for reliability and validity analysis and path analysis. The empirical results show that: (1) the impact of information
overload on attention response. (2) Focus on the impact on interest behavior. (3) The impact of interest behavior on
information search and purchase intention. (4) The impact of information overload on advertising effectiveness due to the
type of advertising information and the degree of advertising involvement.
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search, and product purchase
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A Study on the Market Positioning and Customer Group Analysis of the Hotpots Market in
Taiwan under the impact of COVID-19--A Case Study of the Small-Xuan Restaurant
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ABSTRACT

The purpose of this study is to investigate the impact that pandemic has on the hotpots industry in Taiwan, changes
in the hotpots market position and customer base, as well as vendor’s plan in response to possible changes in the future
of the hot market in Taiwan.

Based on the theories of STP, SWOT, and consumer purchasing decision making, this study analyzes the market
position, factors affecting consumers’ purchase intention, and studies how hot pot restaurant Small-Xuan deals with the
post-pandemic situation. The authors’ preliminary study consists of: (1) What factors affect consumers’ purchase intention;
(2) Small-Xuan restaurant‘s position in the hot pot restaurant market; (3) How Small-Xuan restaurant maintains
customers' intention to consume. (4) Provide a reference that hot pot restaurant Small-Xuan can co-exist with the
pandemic.

MeEF @ V& 4 - COVID-19. i % Jﬁ?i%. AKX~ SWOT 4 #7
Keywords: Hotpots Rrestaurants, COVID-19, Consumer Purchasing Decision, SWOT Analysis



Frd @IS 2 L PRI BT R LR % COVID-19 3+ 3f

Exploring The Impact Of Digital Transformation On Customer Journey And Loyalty—
Interrupted By Generational Differences And COVID-19
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ABSTRACT

The purpose of this study is to understand the changes in the global digital transformation, Impact on consumers'
customer journey, and impact on customer satisfaction and loyalty, Divide respondents into Generation X, Y, Z, on the
COVID-19 pandemic, What makes a different difference to the respondents' customer journey, What impact will it have
on the customer journey and loyalty.

This study adopted the research convenience sampling method., Conduct online surveys, the online questionnaire
is a questionnaire designed using the Google electronic form online system.In the analysis, SPSS and PLS were used to
verify the effect of mediation and interference. Discovered by empirical results: (1) There is a significant positive
relationship between digital transformation and the digitalization of customer journeys ; (2) There is a significant positive
relationship between customer satisfaction and customer loyalty; (3) Generational differences have a significant partial
mediating effect on digital transformation and customer journey digitization; (4) COVID-19 fear has a significant partial
mediating effect on customer satisfaction and customer loyalty.
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"Knowledge is Power": Exploring the Impact of Knowledge Spillovers and

Absorptive Capacity on Subsidiaries Knowledge Creation

1 3% ¥¢ Pei-Yi Wang Mt =% Lu-Jui Chen
KU FREFLEF L2 £ FRELES K
Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
#e
AL g AFHF P BAIE I N AFE T NI FBREE AL I T kA L AFH TR NRBE
SREARE Y "‘ﬁia} frg%.'kﬂ o vkksé A earaplig 0 A RFEEEG P Rl R P e K

«';]4,\4}3 BEFL B8 o FH Ao dmEkeh jF aniing w:ﬁ&\ﬁ J gf;}IFL
Y R = et R E S tL"F’Vl’IINé”«,E\’)‘i"/Ti‘i%’i%%ﬁapg‘;
;,“p%ﬁggﬁur%fﬁ o BEID @ ’;’ﬂ\f—ﬂ”‘wﬁ?ﬂc‘ wWF 2P
R A E P AR ek .

c};’]{xé ’Lﬂ»_ﬂ{.rsrg; % aoEs
3

MGG S PE R [ fRR

ABSTRACT

We aim to explore the ways of subsidiaries knowledge creation. Based on the sample of 114 subsidiaries of
multinational enterprise in Taiwan, we propose that environmental competitiveness, external relationship embeddedness,
knowledge spillovers, absorptive capacity and knowledge creation together to explore an importance of impact on
subsidiaries knowledge creation. The analysis shows that the more competitive environment of the subsidiary has a
significant positive impact on external relationship embeddedness. If the strategy of knowledge spillovers is included in
the analysis, it is found that knowledge spillovers has a positive moderating effect on environmental competition and
external relationship embeddedness. In addition, absorptive capacity has a mediating effect, which indicates that the
absorptive capacity of subsidiaries has a significant positive effect between external relationships and knowledge creation.
Overall, the main contribution of the study is to demonstrate the importance of external and internal capabilities of
subsidiaries, and to explain the impact of the strategies employed by subsidiaries knowledge creation.
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Internationalization Degree and Firm Size: A Probe into the Influence of Elements of Cultural
Intelligence and Subsidiary Strategy
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ABSTRACT

In today's globalized environment, along with environmental changes and the trend of rapid economic
development, companies must seek larger markets through internationalization and develop overseas markets. It is a very
important decision to choose which strategy to enter. Different degrees of internationalization will affect the decision-
making of companies operating overseas. Cultural Intelligence is a concept that has gradually received attention in recent
years. This study adds CQ as a moderating variable to explore the moderating effect of CQ on the internationalization
degree of the parent company and the strategic choice of subsidiaries. The purpose of this study is to explore the influence
of the parent company's internationalization degree on the subsidiary's strategic choice and CQ adjustment. We focus on
whether CQ strengthens or weakens the internationalization of the parent company, which in turn affects the choice of
subsidiary strategies.
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The influence of family inheritance events and the degree of internationalization
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ABSTRACT

Under the limited domestic market, entering the international market is a necessary way for Taiwanese family
businesses to grow. Family succession is not only an important process of family inheritance, but also affects the strategic
transformation of family businesses and the choice of international innovation. The purpose of this paper is to explore the
influence of family succession events on the international innovation of enterprises, and to explore the moderating effects
of the dominance of non-family managers and the retention of the former general manager on the board of directors on
family succession and international innovation. This research focuses on listed companies in Taiwan's food, textile, plastic,
electrical cable and chemical industries as the analysis object, and analyzes the data from 2015 to 2020. A total of 69
companies have taken over the family. The empirical results show that family succession has a negative impact on
international innovation, while the dominance of non-professional managers has a positive relationship with international
innovation; while the former general manager staying on the board of directors has a negative adjustment to family
succession and international innovation Effect.
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ABSTRACT

This study aims to explore the relationship between internalization and performance of multinational corporations
(MNCs), and focus on how country risk, country-specific advantages, and firm-specific advantages to moderate the
relationship between internalization and performance of MNCs. Based on 2,047 observations of 373 Taiwanese MNCs
from 2015 to 2020, this research finds that that both country risk and firm-specific advantages strengthen the relationship
between internalization and performance of MNCs, while country-specific advantages weaken the relationship between
internalization and performance. The results have considerable managerial implications of the internalization of MNCs
and the issue of overseas investment in Taiwan's information technology industry.
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Keywords: Internalization, Country risk, Country-specific advantages (CSA), Firm-specific advantages (FSA)
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Workforce Diversity in Corporate Sustainability Human Resource Management:

Dow Jones Sustainability Index List as Examples

X =}~ Ping-Yi Wu # % % Hsiu-Hua Hu
B FREEXT L L $BAERELEEF L pl
Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
#e

#7173 P~ DISIGlobal Gold Class = @ fE 3 F g k& - LM F 4~ 477 &~ 49> 2 SDGs P #hiF#f
TR HE P AATRGE A c FENEAFIFE P e A Y R4 SR (8 TR
AP AFET P E Y e g R R4 SR

ABSTRACT

This research chooses DJSI Global Gold Class companies as research sample and goes through conceptual analysis
in content analysis to categorize into SDGs targets. Calculating which strategies or policies the most companies focused
on. After figuring out how these global companies manage their workforce diversity, also can let other companies that
want to learn how to manage workforce diversity from this research.
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Keywords: Dow Jones Sustainability Index, DJSI Global Gold Class Company, Workforce Diversity, ESG, Sustainable

Development Goals.
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Exploration on the Relationship between CSR and Customer Satisfaction
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ABSTRACT

Using the Tamshui First Credit Bank as a case study, this paper investigates whether corporate social responsibility
affects customer satisfaction through mediators of the European Customer Satisfaction Index such as corporate image,
customer expectations, and service quality (ECSI). Corporate social responsibility and corporate image, customer
expectations, and service quality all have a perfect mediation effect on corporate social responsibility and customer
happiness, according to the research findings. This study presents particular managerial implications, as well as research
constraints and research recommendations, based on the findings.
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ABSTRACT

The Internet is becoming more and more developed. The needs of handicapped people and the consciousness of
Sustainability have been seen by the public. Many international Enterprises have promoted the concept of sustainability
in their corporate mechanism. ESG derived from corporate social responsibility covers the sustainable development goals.
By following the sustainable development goals, it helps to achieve the company's mechanism.

This study uses content analysis to find out which mechanisms for handicapped people are used by the top 50 most
profitable international enterprises in 2020. Aim to achieve the sustainable goals and assist handicapped people. At the
end of the study, the international enterprises with the most sustainable mechanism for handicapped people in different
industries are selected, For example: service industry: China Airlines; financial industry: CTBC BANK; manufacturing
industry: BenQ AUO. By selecting international enterprises in different industries, interested researchers or companies in
related industries can use this as a reference for future study.

Finally, the suggestions for follow-up research based on the results of this study provide interested researchers with the
information to extend the development of this topic.
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ABSTRACT
The issue of corporate social responsibility (hereinafter referred to as CSR) has gradually attracted attention from all
over the world, and it is also an important information for companies to disclose. The banking industry plays an important
role as a financial intermediary, and many people are affected by it.
Therefore, this study takes Taiwan listed over-the-counter commercial banks from 2015 to 2020 as the research
object, explores the correlation between corporate social responsibility and bank financial performance, and considers the
moderating effect of director and supervisor shareholding on the two. The results of this study are: (1) There is no
significant correlation between corporate social responsibility and bank financial performance, (2) Director and
supervisory shareholding has no significant positive moderating effect on the correlation between corporate social
responsibility and bank financial performance.
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The Impact of Affective Commitment and Information Exchange on Work Performance and

Creativity
Naanlong Lucian Bala Chang-Lung Hsieh
Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
ABSTRACT

For the fact that literature has demonstrated to some degree the organizational benefits that engaged workers can
provide, several efforts have been undertaken to investigate how this engagement might be nurtured and strategies to
prevent anything that could be damaging to it. This research looked into how organizational injustice, proactive
personality, and open personality effect work engagement..

It was anticipated that (H1): Perceived Organizational Injustice has a negative impact on work engagement; (H2):
Proactive Personality has a positive impact on work engagement; and (H3): Open Personality has a positive impact on
work engagement. Following a review of the literature on these factors, I hypothesized the following: (H4): Open
Personality Moderates the Relationship Between Perceived Organizational Injustice and Work Engagement; (HS):
Proactive Personality Moderates the Relationship Between Perceived Organizational Injustice and Work EngagementA
sample of close to six hundred participants was collected, all currently employed workers from the New Taipei, Taipei
Metropolitan area. Their responses were compiled in individual surveys that were distributed in February 2019. Once the
data was collected, it was analyzed using the statistical software SPSS 20.0, were it was applied, descriptive statistics,
correlation analysis, validity and reliability test and multiple regression analysis. The results were then discussed and

conclusions were given



Improving Customs Broker’s Customer Satisfaction: Investigating from Service Quality on

The Business Firms in Thailand

Saowaluk Sripanyarat
Department of International Business,
Ming Chuan University

ABSTRACT

The custom broker business environment is increasingly affected by the arrival of globalization. with the expansion
of world markets and large corporations controlling large market shares, the company in Thailand base must develop
themself not only to give service but to be aim the unexpected need, they need to learn and improve their main service.
In this way, any skill they adopt to provide added value to their products or services is very well received in the market.
The main purpose of this study is to improving the customs broker’s customer satisfaction by investigating from service
quality on the business firms in Thailand and notice the brand relationship quality on the value company.

This study the according service quality, brand relationship quality and customer satisfaction have on the business
firms in Thailand. This study focused specifically on importer and exporter in the companies in Thailand and developed
interviews that were taken by eight companies doing activities two types by import and export and only import or only
export. The data was then analyzed to determine if according service quality, brand relationship quality and scale of the
business have a real impact on customer satisfaction.

The results of this research the four variables are service quality, brand relationship quality, customer satisfaction and
scale of the business on improving customs broker’s customer satisfaction: investigating from service quality on the
business firms in Thailand was found as follows: all the companies have high signification.

Keywords: Service Quality, Brand Relationship Quality, Customer Satisfaction, Scale of Business Innovation.



The Relationship Between Imposter Phenomenon on Future Work Self
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ABSTRACT

Considering the impostor phenomenon (IP) as an important psychological construct that negatively affects the future
career of each individual in the in the context of current social as it makes them feel self-doubt about their own abilities.
This proposal aims to study the relationship between Imposter Phenomenon and Future Work Self. The proposal also
explore the factors that can help reduce the level of this phenomenon in order to help individuals suffering from this
phenomenon still have confidence in their abilities and future. According to that, Career Adaptability is considered to
hold mediating role and Internal Locus of Control is considered as a moderator.

This study is conducted through a survey via both offline and online channel with the participants are those who
achieve high education and do not have much experience on working. The survey consists of 67 questions that include
specific measures for each variables and some related demographics questions.

Keywords: Imposter Phenomenon, Future Work Self, Career Adaptability, Locus of Control, high education, student



The Impact of Internal Marketing, Organizational Culture and Work Engagement on Job

Satisfaction and Performance: Evidence from Taiwanese Companies

Ivor Andrew George Thompson Tun-Chih Kou
Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University

ABSTRACT

This paper has the purpose of examining the factors impacting employees job performance. The research
concentrates on the following factors: Internal Marketing, Organizational Culture, and Work Engagement to understand
Job Performance.

For this study, anyone who works in a Taiwanese company was selected for use and a total of 202 respondents’ data
was collected and analyzed. The research study was made through an empirical investigation using an online questionnaire
survey and all the questions were adapted to meet a 5-point Likert scale from 1 = strongly disagree to 5 = strongly agree.
The data collected was initially analyzed through SPSS program. To understand job performance, a structural design was
developed using the AMOS program. The software measured the impact of internal marketing, organizational culture and
work engagement and how job satisfaction impacts job performance.

The results of this research indicated that (i) internal marketing has a positive impact on organizational culture, (ii)
organizational culture has a positive impact on work engagement, (iii) internal marketing has a positive impact on job
satisfaction, (iv) organizational culture has a positive impact on job satisfaction, (v) work engagement has a positive
impact on job satisfaction, (vi) job satisfaction has a positive impact on job performance. Therefore, the findings of this
investigation demonstrated a positive relationship for all the independent variables through the mediating variable of Job
Satisfaction. This research is beneficial in helping management better understand employees needs and expectations of
the organization, provide suitable placement and an environment where employees have the opportunity to learn and
grow from their career. The implications of the research will be discussed throughout the investigation.

Keywords: Internal Marketing, Organizational Culture, Work Engagement, Job Satisfaction, Job Performance, Taiwan



The Effect of ESG Actions Toward Customer Attitude and Brand Value: Moderating
by Brand Type and Marketing Channel

#Z 78 Agnes Jessica
KB ERELERT T2
Department of International Business,

Ming Chuan University
ABSTRACT

Today’s environment is characterized by ESG (Environment, Social and Governance), people and devices that
continuously interact and exchange information. Since the interaction between consumers and companies has changed, it
will also change how a brand delivers its value. Brand value was created from brand loyalty, brand awareness, perceived
quality, brand association, and other proprietary brand assets.

The aim of this study is to examine whether consumer perceptions of environmental, social, and governance actions
may impact consumer attitudes toward brand value and how the brand type and marketing channel mediate this
relationship. An online survey will be conducted around Taipei, Taiwan with a diverse region of participants. The
questionnaire will be distributed in English and after the data collection, valid data will be investigated through the SPSS
program. This study uses an experimental design to test the hypotheses. It was designed as a 2 (ESG: with ESG/without
ESG) x 3 (Brand: Luxury/normal/stigmatized) x 2 (Channel: social media influencer/official brand account).

Keywords: ESG, Brand Value, Brand Attitude, Brand Type, Digital Marketing Channel.
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Discussing the advertising effect of discussing the argument quality and the type of poster

with the heuristic-systematic model: a case study of Taiwan sake market.

= + 4% Tzu-Ming Fang # 4% Hsiang-Ching Tseng
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BERLIFY 2 BERLITL =5 K
Master of Business Administration, Master of Business Administration,
Fu Jen Catholic University Fu Jen Catholic University
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ABSTRACT

The aim of this study is to examine the effects of the argument quality and the poster type on the advertisement
effectiveness and the moderating role of product knowledge in the context of social media brand post. A 2 (poster type:
influencer/official) % 2 (argument quality: strong/weak) between-subject experimental design was adopted. Four versions
of Facebook advertisement picture posts were designed to introduce the products. A fictious sake brand is used to avoid
potential bias. A pretest was conducted in which experts in relevant fields, general sake consumers and college students
were invited to participate and complete a questionnaire. The pre-test results indicated that the manipulation check is
successful. The results of the formal experiment indicated that post with stronger argument quality has higher advertising
effectiveness and compared to post from the official brand, post from an influencer has higher advertisement effectiveness.
Furthermore, the interaction effects between product knowledge and argument quality and between product knowledge
and poster type on advertisement effectiveness are significant.
MEES 1 0 AFiF) HA- A8 AR HEST R Y A SR
KEYWORD : sake -~ heuristic-systematic dual-processing model ~ argument quality ~ poster type ~ product knowledge
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The effects of slack filling packaging on overall consumer evaluations

—the moderating effects of the role of receiving or giving gifts

* K f Li-Shia Huang % % %% Zi-Yu Huang
R Y I L T BT RAFHEAELEFRE L FREF] 2
Department of Business Administration, Department of Business Administration,
Fu Jen Catholic University Fu Jen Catholic University
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ABSTRACT

The aim of this study attempts to explore the influence of the gift-giving situations and the degree of slack filling of
packaging on the overall evaluation of consumers, and also examine the effect on the overall evaluation of consumers
under the mediation effect of persuasion knowledge.

This study used the experimental method, selecting tea bag gift boxes as experimental products. It was conducted
by a 2 (slack filling degree: high vs. low) x 2 (gift receiving vs. gift giving ) between-subjects experiment. The result of
study indicate that both recipients and givers, when receiving or giving a gift, compared with the packaging with low
slack filling degree, they have a more negative evaluation of a package with high degree of slack filling. This research
can provide manufacturers' reference to improve their product packaging, and helps to enhance the image of
manufacturers in the hearts of consumers.
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Keywords: deceptive packaging, slack filling, persuasive knowledge, gift-giving situations
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The Influence of Promotional Forms on Consumers' Purchase Intention:
Moderating The Effect of Brand Image

#,5c3% Cheng-Wei Peng 5 A Yu-Tse Lin
SR EEERE LA K R E RS Al
Department of Business Administration, Department of Business Administration,
Fu Jen Catholic University Fu Jen Catholic University
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ABSTRACT

The purpose of this study is to explore how the form of promotion affects the behavior of consumers to generate
purchase intention, and further analyze the differences in the influence of promotional forms on consumers' promotional
activities attractiveness, brand attractiveness, and purchase intention under the conditions of two brand images (functional
and symbolic), and test the effect of different promotion forms, sample collection methods under brand image differences.

This research adopts the experimental method, by manipulating the way of image presentation in the advertisement,
changing its slogan and the image of the free samples. The research results show that: (1) In the promotion strategy, the
distribution of free trial items will have a significant positive impact on consumers' attractiveness of promotional activities,
brand attractiveness and new product purchase intention; (2) The adjustment variable of brand image is significant affect
the differences in the combination and collection methods of brand promotion activities; (3) Access convenience of the
collection method of free samples has a significant positive impact on consumers' attractiveness of promotional activities,
brand attractiveness and purchase intention for new products.
MaEF @A s 5 % o~ B s R LR

Keywords: Promotion, Brand Image, Access Convenience, Purchase Intention
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The Effects of Clickbait Headline on Reader Evaluations - The Moderating Effects of

Persuasion Knowledge

% K #& Li-Shia Huang % & ;& Yu-Han Lee*
FAFH AR EEE RS R BRI FARHCAFEFERF i RFEY S
Department of Business Administration, Department of Business Administration,
Fu Jen Catholic University Fu Jen Catholic University
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ABSTRACT

This study is a 2 (headline type: traditional vs. clickbait) x2 (persuasive knowledge: low vs. high) between-subjects
experiment. This study attempts to explore whether the interaction between headline type and persuasion knowledge will
influence the overall evaluation of readers when readers only read news headlines, and also examine the mediation effect
of persuasion appropriateness. The effective sample was 168 in this study. The results show that if readers have a low
level of persuasive knowledge, no matter which headline type they see, there is no significant difference in the overall
evaluation of readers; but if readers have a high level of persuasive knowledge, they have more negative evaluation of
clickbait headlines. In addition, this research also confirms that persuasion appropriateness has a mediation effect. The
results of this research can fill the gap in the relevant literature in the past, and provide reference for media publishers to
call for the appropriate use of clickbait headlines.
ML A AR SUHRAL ~ SRS MU ATH

Keywords: clickbait, persuasion knowledge, online news
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Impacts of Anthropomorphic Robots on Purchase Intentions: The Moderating Effect of

Product Types
Sl # Li-Syuan Lin /LY ¥ Ai-Hsuan Chiang B B.45 Szu-Yu Chou
KB ERELET K HBAERZFLEEST kpl HOAFRELEF 2
Bya E g 2R
Department of Department of Department of
International Business, International Business, International Business,
Ming Chuan University Ming Chuan University Ming Chuan University
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ABSTRACT

Robotic services will replace some human services in the future. The field discussed in this study is to discuss the
purchase intention of consumers by using three kinds of robots with different degrees of anthropomorphism to sell
different products. The research results show that the degree of robot anthropomorphism will positively affect consumers'
purchase intention. The luxury of bags will positively regulate the relationship between consumers' robot
anthropomorphism and purchase intention, while the convenience goods will be negatively adjusted; the luxury of water
There is no adjustment effect with the convenience item. The contribution of this research is that humanoid robots can be
used to sell luxury goods, and general robots can be used for convenience goods. If you want to extend this research, it is
recommended to explore whether factors such as consumers' emotions and attachment types affect purchase intentions.
Mk c A M EL R A F0 S TS

Keywords : Anthropomorphic Robots ~ Purchase Intention ~ Luxury Good ~ Convenience Products
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Perceived Value and Continuance Intention research in Taiwan Sharing Scooter Platforms

tt = Li Lin & 3777 Tun-Chih Kou
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Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
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ABSTRACT

With the progress of the times, science and technology are changing with each passing day, platform apps and GPS
techniques has upgraded. Since 2016, sharing scooter accumulate lots of users in Taiwan. Aside from the convenient Peer
to Peer services, sharing scooter combine the trends of global environmental protection and Saving resources.

To maintain the user keep using the same platform apps, Continuance intentions become a key factor that company
would pay attention to. I focused my research in “conigtive” and “word of months” separately, to see which factors will
affect users continuance intentions. I decided my variable after reviewing papers all over the world, and set mediating
variable as “perceived value” to explore the relationship between “continuance intentions” and others independent
variable likes “perceived usefullness”, “perceived ease of use” ,’perceived quality”, “world of month”,”” Electronic Word-
of-Mouth*.

MR L3 5Rh 2382 -y ik

Keywords: sharing economy, sharing scooter, continuance intentions
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A study on the relationship between the use of 020 and repurchase intention to influence
consumer behavior with reference groups, experiential marketing, recommended features,

new product/creative product display, etc. - with consumer decision-making as a mediating

variable
i % £ B Pham Thi Kim Phung %% ¥ Chien-Chung Lee
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Department of Business Administration, Department of Business Administration,
Aletheia University Aletheia University
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ABSTRACT

The full name of 020 is Online-to-Offline. Simply put, it is a marketing model that brings people to brick-and-
mortar stores through online marketing activities. With the age of technology and the impact of the epidemic, people
are turning to online consumption more and relying on online platforms to obtain information. As a result, many large
retailers have gradually shifted from single physical stores to operating through the O20 marketing model to expand their
customer sources.

In this study, recommendation characteristics, new product/creative product display are used as the main independent
variables, and then purchase intention is used as the dependent variable, and the consumer decision-making process is
used as the mediating variable, provide their operational reference in O20.

This research results show that consumer decision-making has a complete mediating effect.
ek HEFE - ATAS/ALASET R HAR R AR
Keywords: Recommended Features, New Product/Creative Product Display, Consumer Decision-Making Process,

Repurchase Intention
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The Factors of Attracting Students Repurchase Course
--An Example of University Extension Education
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ABSTRACT

In recent years, the extension educational lessons become one of the main sources of income for universities and
colleges. The purpose of the study was to assess what factors would affect the satisfaction of adult learners to extension
educational lessons, and the will of repurchasing. By consulting reference induce variables and establishing
framework. ”Satisfaction” as intervening variable, and will be discuss in how “Experiential Marketing” , “Brand Image”
and “Perceived Value” have an impact on adult learner’s “Repurchase Intention”. By issuing questionnaires conduct study,
and 202 valid ones were retrieved. Verifying and assuming via SPSS statistical software and AMOS linear structural
equations to obtain the demonstration of analysis research result that inter-variable exists obvious positive relationship,
and every assumption are established. In other words, students would experience marketing, perceived value and brand
image have an impact on the satisfaction of whole lessons and the will of repurchasing.

Mag ~FHRA Ky MHREH - TP E - W% BLAR L ESRLH
Keywords : University Extension Education ~ Experiential Marketing - Perceived Value ~ Brand Image ~

Satisfaction ~ Repurchase Intention
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The Effect of the Advertising Model of Online Shopping on Consumers’ Purchasing Decisions
Under The Development of Stay-at-Home Economy

% 77 %% Yi-Chen Chou # # 1% Ching-Wen Chi
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Department of International Business, Department of International Business,
Ming Chuan University Ming Chuan University
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ABSTRACT

The rise of stay-at-home economy has led companies to change their past marketing methods and turn to attract the
attention of consumers through advertorial. This study takes the advertorial as the main issue, introduces the three core
elements of “Signaler”, “Signal”, and “Receiver” in Signaling Theory for analysis, and explores whether the factor such
as the authenticity and disclosure location of the advertorial contents, the professionalism of Internet celebrities or
spokespersons and their past reputation, and consumers' familiarity with Internet celebrities or spokespersons when
consumers use online shopping under the development of stay-at-home economy, effects consumers’ attitude towards
advertorial and become the basis for purchase decision.

This study used the questionnaire method to investigate consumer who had read advertorial, the empirical result
show that the main factors that affect consumers’ attitude toward advertorial are the past reputation of the Signaler and
the familiarity of Receiver with the influencer, and the young and lower income female consumers pay more attention to
these two elements. Therefore, companies can indeed cooperate with internet celebrities or spokespersons to enhance
consumers' purchase intention to buy the advertorial goods.

Mg g e MR AR

Keywords: stay-at-home economy, advertorial, purchase decision
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Innovations and Their Impacts on Digital Transformation and Internationalization Process
Evidence from Guatemala’s SMEs

Paula Diaz
Department of International Business,

Ming Chuan University

ABSTRACT

This study aims to explore the direct impact of the digital products and services innovation and digital process
innovation on the internationalization process of SMEs in the context of the digital economy and frugal environment.
This study also examines the mediating role of digital business model innovation, digital transformation, and business
industries.

The study was based on the quantitative research design and data were collected from 250 employees of Small and
Medium Enterprises in Guatemala. Correlation and structural equation modeling approaches were applied for the analysis
and testing of the hypotheses. The findings in the study presented a positive relationship between digital products and
services innovation, digital process, and business model innovation towards digital transformation in the objective of
internationalization process of SMEs. Moreover, companies from different industries are involved in the advantages that
technology can bring to their businesses.

With the results obtained we can understand the internationalization process, including past and actual activities to
measure the real performance of SMEs in Guatemala. This study can be replicated in different countries where the digital
transformation is starting to look towards the internationalization process, or it has already been implemented. The insight
of the results can help to understand better the current and future decision-making of SMEs in developing countries.
Keywords: Internationalization Process, Digital Transformation, Digital Economy, Business Industries, SMEs,

Developing Economies.



The impact of digital transformation and service innovation on consumer intention

towards Food Delivery services during COVID-19 in Vietnam

Nguyen Thi Thanh Mai Chia-Hui Yen

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

The spending boom of the young generation born and raised in the age of technology shift creates great changes and
forces service providers to quickly adapt to survive and develop their empires. This is also a huge opportunity and has
spawned many unicorn star-ups in delivery services. With the advent and rapid development of online food ordering and
delivery applications, more and more restaurants and users of electronic devices have become parts of applications such
as: Grab Food and Delivery Now. Moreover, COVID-19 is like a lever to accelerate their growth and become an essential
part of urban life.

Therefore, this study was carried out to show the links between COVID-19, the factors affecting the consumption
propensity of customers and their impact on the intention to order food on the applications. The hypotheses were based
on the factors of the UTAUT2 model (Unified theory of acceptance and use of technology 2), considered to add in the
factor of "The fear of COVID - 19" and excluding some other items. Database contained 186 responses was collected in
Vietnam via an online survey in Facebook during three weeks and hypotheses were illustrated through SPSS. The findings
showed that consumers’ intention was affected by their using habit, their expectancy, the influence of important people
around them, their enjoyable feelings when using mobile applications or receiving appreciated services.

Keywords: COVID-19, attitude, consumer behavior



The Impact of Social Commerce Constructs, Social Support, Trust and Perceived Risk on

Purchase Intension in Social Commerce: Evidence from Guatemalan Consumers

Lucia Lai Yee Wong Jo
Department of International Business,

Ming Chuan University

ABSTRACT

The purpose of this paper is to investigate the influence of social commerce constructs, perceived risk, social support
and trust on social commerce intentions among Guatemala social network users.

This study employed an electronic questionnaire to collect the data. A total of 330 surveys were answered, with 319
being valid. Aside from the demographic questions, all questions were adapted to meet a 5-point Likert scale from 1 =
strongly disagree to 5 = strongly agree. The data was analyzed through SPSS to determine the reliability and validity of
the data. And to test the suggested hypotheses, a structural design was developed using LISREL program.

The results of this research indicated that (1) social commerce constructs have significantly positive impact on social
support (2) social commerce constructs have significantly positive impact on trust in social commerce (3) social support
has significantly positive impact on trust on social commerce (4) trust on social commerce has significantly positive
impact on social commerce intention (5) perceived risk does not have significant effect on trust on social commerce and
(6) perceived risk does not have significant effect on social commerce intention.

The importance of this study is because social networks are becoming powerful tools that could benefit both
consumers and online suppliers and vendors, therefore it is essential to understand how the dynamics of electronic
commerce can be carried out in through these platforms, specially for a developing country such as Guatemala.
Keywords: Social networks, Social commerce constructs, Social support, Trust, Perceived risk, Social commerce intention,

Guatemalan consumers.



The Impact of Covid-19 on Customer’s Shopping Behavior in The E-Commerce Market

Nguyen Quang Duy , Chun-Ming Chang

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

In the context of the current Covid-19 epidemic, e-commerce plays an important role in economic development and
ensuring the safety of people's lives. Since the outbreak of the Covid-19 pandemic, the e-commerce industry has benefited
a lot, especially with the increased shopping demand during the epidemic season. Therefore, this study was conducted to
survey how customers' shopping behavior changed before and after the Covid-19 pandemic. Data will be collected from
the survey, which will be used by SmartPLS to analyze and process data of 250 survey samples. The results show how
customers' shopping behavior has changed as they have to start living with the Covid-19 pandemic. The results of this
research paper will directly contribute to companies in the field of E-Commerce.

Keywords: Electronic Commerce, Shopping Online, Customer Behavior, Covid-19
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Does Sustainability Improve SMEs International Process Success? Moderating by e-
Marketing Strategy and International Business Network

Sandra Veronica Gomez Navarro Hsiu-Li Chen

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

Sustainability incorporation into firms’ model has been always a term looked upon as a concept applied to larger
companies. Little is known about small and medium size firms applying the concept to their daily operations and as a core
value to the firm. The purpose of this paper is to examine the link of sustainability practices and the internationalization
process success of Paraguayan exporter SMEs. To investigate the sustainability influence in them, the research will be
focusing in Sustainability-Oriented Innovations, such us process, organizational and product innovations to understand
the relation to the success of the companies in the international market.

Also, the study intents to analyze the moderating effects of E-Marketing strategies adopted by the SMEs as well as
the International Networking impact in the relationship. A total of eight exporter SMEs from different industries agreed
to the interview, which allowed the researcher to noticed emerged patterns and dictate conclusions.

The results revealed that that there is a strong positive relationship between sustainability-oriented innovations and
the international process success of Paraguayan exporter SMEs. Especially organizational and product innovations.
Second, e-marketing strategies are shown to be useful for the firm, but it did not support a strong moderating effect
between sustainability and the internationalization process relationship. Third, international business networking did
present a moderate role between sustainability and international process success, but it was not significant enough.

A direct relationship to internationalization success has to be yet proven. Covid-19 pandemic presented surprising
impact results on Paraguayan exporter SMEs, as its effects were mostly positive in terms of exports orders and social
sustainability.

Keywords: sustainability-oriented innovations, internationalization, process innovations, organizational innovations,

product innovations, Paraguayan SMEs, e-Marketing, Networking.



Gratifications for Continued Usage of Food Delivery Service During COVID-19 Pandemic:
The Moderating Role of Perceived Threat

Tran The Anh Chun-Ming Chang

Department of International Business, Department of International Business,

Ming Chuan University Ming Chuan University
ABSTRACT

In recent years, online food delivery service (OFD) has attracted the attention of scholars and researchers. However,
research papers are still limited, and the different motives behind the use of different OFD remain unresolved. Therefore,
this study will help contribute to the repository of research documents to help future researchers have a database for
reference. This research paper will be based on Uses and Gratification theory (UGT) to learn about four Gratifications
factors (Process Gratifications, Content Gratifications, Technology Gratifications, and Social Gratifications). In addition,
the Covid-19 pandemic is currently the biggest concern of humanity that has affected people's lives and behavior, and
especially OFD is also one of the factors most affected by Covid- 19.

This study used online surveys on social networking platforms with 201 participants. The study applied UGT and
found that two factors, Content Gratifications, and Technology Gratifications, positively influence the food delivery
service used. Additionally, after we used a PLS analysis to compare the study model between two sub-variables of health
fear levels during the Covid-19 pandemic, the results show that the path coefficient from all four Gratifications variables
to Continued Usage of Food Delivery Service of the model with High Threat of Health is significantly stronger than that
of the model with Low Threat of Health.

Key words: Gratifications, Continued Usage of Food Delivery Service, COVID-19, Perceived Threat, Online Food
Delivery



Can Government Intervention and Human Capital Boost SMEs in ESwatini into

International Competitiveness? A Study on SME’s in ESwatini

Sizwe Joseph Nxumalo
Department of International Business
Ming Chuan University

ABSTRACT

The main purpose of the study is to identify internal and external factors affecting SMEs in Eswatini, and to find out
ways in which the government could support them to be more effective. Several challenges hinder the growth of SMEs
in the country. Previous studies have highlighted the challenges facing SMEs in many dimensions but are still unable to
close the reality gap that surrounds them. It is quite disturbing that most small and medium enterprises struggle to survive,
and even those who survive are struggling to grow. This indicates the need for a better understanding of how to improve
performance and look at the underlying factors that affect their development and performance. This research was
conducted to find out the challenges faced by SMEs in Mbabane and Manzini regions of Eswatini, and a sample of §
people running SMEs and two government officials were selected. Qualitative approach was used to collect data as this
study aimed to better understand the challenges faced by SMEs from the participants perspective. A semi-structured
interview was conducted through Zoom, WhatsApp, and telephone as the researcher was unable to travel due to the
COVID-19 pandemic. Findings of the study indicate that lack of financial resources, crime & corruption, marketing, and
government rules & regulations were found to be the major challenges faced by SMEs. Other Challenges were inadequate
technical knowledge, the COVID-19 pandemic, and lack of information and technology.

The findings also indicate that SMEs are not receiving enough support from the government and other development
agencies. The study will benefit development agencies, government, and policymakers by identifying the challenges faced
by SMEs in Eswatini. It is also recommended that the government should play a leading role in creating an environment
for the development of successful SMEs.

Keyword: SMEs, Internal factors, External factors, Challenges, Constraints, Barriers.



Exploring the Memetic Effect on Brand Engagement and

Self-Concept: A Systematic Literature Review

Nikolai Brent Pulido Hsiu Li Chen

Department of International Business Department of International Business

Ming Chuan Universityv Ming Chuan Universityv
ABSTRACT

About a decade and a half ago, the world was introduced with Memes. Over the years, the Meme has evolved, and
its effects have taken unprecedented direction. This research aims to investigate said unprecedented effect with a focus
on the effect it has on Brands, Marketing Strategies, Brand Engagement, Brand Attitudes, Self-Concept, and thereby
encapsulated by what we now know as digitalization. This research is a systematic literature review, whereby 72 different
articles were read, summarized, augmented relevantly, and applied.

The findings of this research provided new insights into the value of memes, and suggested usages of memes for
brands to reap most of its benefits from it. There are two main usages of the memes, (1) using memes as a marketing
strategy, and (2) using memes as a marketing tool. This study suggests that memes as a marketing tool provides most
benefits and is hig hly effective to steering marketing campaigns in the right direction. The value of this research lies with
brands seeking new ways to market and guide their brands in an ever-changing world of social media.

Keywords: Memes, Memetic Effect, Brand Engagement, Brand Attitudes, Self-concept, Digitalization, COVID-19

Memes
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Relationship in Stock Volatility, Excess Return Comovement when Reducing Securities
Transaction Tax on Day Trading

< gk Xi-Xiang Yu 3 + & Zi-Mei Wang
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ABSTRACT
This study takes the Taiwan stock market as the research object, and explores whether the implementation of the
stock transaction tax reduction will change the excess return comovement and the volatility of stocks. The results found
that stocks with high day trading ratio have obvious excess return comovement. That is, the return comovement of
stocks with high day trading ratio are linked to each other and cannot be explained by fundamental factors or traditional
risk factor.  Although tax reduction will significantly increase day trading ratios, but does not affect the degree of excess
return comovement for stocks with high day trading. In addition, lowering the day trading transaction tax would

significantly reduce the volatility of stocks with high day trading ratios.
MEie: § /PR BLE R SRR EE KL AR

Keywords: Reducing Security Transaction Tax, Habitat Investing, Excess Return Comovement, and Stock Volatility
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Abstract

The shareholders' meeting is an influential section of corporate governance and is an expression of shareholders'
opinions. When shareholders cannot attend the meeting in person, the proxy form can be used as a proxy for the exercise
of shareholders' rights and facilitate the exercise of shareholders' voting rights to fulfill shareholder activism, thereby
serving as a significant external monitoring mechanism.

This thesis manually collected data on proxy solicitation to investigate whether all listed companies in Taiwan
(financial industry excluded) conducted board re-election through proxy solicitation from January 2011 to December
2020, and to explore whether the boards of directors elected through proxy solicitation attended board meetings actively
based on their friendly relationship with internal management, or if they were lax in their attitudes and did not actively
perform their duties in attending board meetings. Namely, whether the proxy solicitation influences the attendance of the
company's board of directors, thereby affecting the company performance. This research indicated that directors elected
through proxy solicitation would not actively attend board meetings because of their friendly relationship with the
company's management, which has a negative effect on board attendance. However, once the directors attended the board
meetings actively, the performance of the re-elected board of directors through the solicitation of proxies was consistent
with that of the re-elected board of directors without the solicitation of proxies, and the attendance rate of the board of
directors' meeting had a positive influence on the performance of the company as well.

MR Rt ~FFERIASF 2Pk

Keywords: Proxy solicitation, attendance rate of board meeting, company performance
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ABSTRACT

Since the reform and opening up of China's business ecological environment, there have been many different
violations and fraud incidents. Enterprises achieve the purpose of obtaining benefits through information leakage and
financial report tampering.

The purpose of this study is to use the Chinese corporate environment as the research background, and the research
goal is to explore whether the connectivity of the board centrality network is relevant to corporate fraud.

In summary, the centrality of the board of directors is the independent variable of this study, corporate fraud is the
dependent variable, and the quality of corporate governance is added as the moderating variable.

This study uses a sample of Chinese listed companies in the CSMAR China Financial Database from 2011 to 2021,
and based on the centrality of the board of directors, to explore whether the centrality of the board of directors is positively
related to fraud, and to further explore whether the quality of corporate governance affects companies. the possibility of
fraud.

MeEd t TF L iy 2P0 2P K

Keywords: board network centrality, corporate governance, corporate fraud



FE BALEER S R ML

The Study of Day Trading and Excess Comovement in Stock Returns
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ABSTRACT

This study uses the Habitat Investing Model of Barberis, Shleifer and Wurgler (2005) to test whether the Taiwan
stock market day trading causes Excess Return Comovement. The empirical results support that retail investors' day
trading has the characteristics of habitat investment. Most of them prefer stocks with high liquidity and high volatility,
and their trading activities are correlated with each other, result in returns of stocks with high day trading comove more
with each other but less with others. At the same time, the comovement cannot be explained by fundamentals or traditional
risk factors, which is call excess return comovement. In addition, this study also explores the impact of market sentiment
and the Covid-19 outbreak. The empirical results support that when market sentiment is high or during the Covid-19
outbreak, due to high market speculation atmosphere, the excess return comovement will be stronger among high day
trading stocks.
M4 72t ~BLFET S REHFEPEE - FH K~ Covid-19

Keywords: day trading, excess return comovement, market sentiment, Covid-19



ESG i#=&ip ik -*F," EF B aFFEE ALPHA-E BT A3 F @R I7 298
What Kind of ESG Rating Index have Momentum Persistent and ALPHA
- Empirical Evidence in Taiwan Capital Market
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ABSTRACT
In response to environmental factors being increasingly valued by the government and market investors, the purpose
of this study is to explore which ESG indicators have significant excess returns in the construction of Momentum
strategies. This research uses data from 2010 to 2021, using Refinitive, Bloomberg and databases for ESG ratings, while
the remaining data sources are from Taiwan Economic Journal. The ESG index scores and stock returns are used as the
conditions for the Momentum strategy portfolio of two-dimensional ranking. Also, using the way of subtracting loser
portfolios from winner portfolios to test whether there are momentum persistent and excess returns or not in ESG
Momentum Strategies. The result shows that from the perspective of return rate and significance except the performance
of Bloomberg's short-formation Momentum strategy is not better than market price Momentum in ESG's two-dimensional
ranking Momentum strategies. However, most of the Momentum strategies has a higher excess return compared to the
market price momentum.
B4 ESG ~ # a0 Wvs ~ B it M - AggpsEpy
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ABSTRACT

Since the United Nations established the Principles for Responsible Investment (PRI) in 2006, the number of global
investment-related institutions that have signed the PRI has increased from 16 to 2,300, with assets under management
exceeding US$86 trillion. In addition, FTSE Russell also reported in 2020 that 58% of global investors want to combine
sustainable investing with Smart Beta strategies, which has increased compared to last year; however, whether ESG is
pricing factor there is still no clear result, so this study uses the Refinitive and Bloomberg ESG databases from 2008 to
2020, and refers to Cubos Pastor, Robert F. Stambaugh and Lucian A. Taylor (2021) to use Fama MacBeth two-stage
regression to test whether ESG is a pricing factor, and then use ESG factors to build a Smart Beta strategy to form a
portfolio. The empirical results found that ESG is a pricing factor, and further used the Beta estimated by Fama MacBeth's
two-stage regression to form an ESG Smart Beta strategy.
M4t ESG ~ § § 4L F ~ Smart Beta ~ 2§ 7]+
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ABSTRACT

Drawing on the framework of social network theory, we takes companies listed on the Shanghai Stock Exchange
and Shenzhen Stock Exchange from 2010 to 2020 as samples, and examines the impact of a firm’s boardroom centrality
on its ESG performance. The concept of centrality can be measured by degree centrality, betweenness centrality, closeness
centrality, and eigenvector centrality, and ESG performance can also be measured by sub-components such as ESG score,
shareholders, the scores in the subcategories of shareholders, employees, stakeholders, environment, and CSR.

In general, we find supporting evidence that a firm’s centrality measures are positively correlated with its ESG
performance. This positive centrality-ESG relation is robust when using a wide array of alternative centrality and ESG
measures. Moreover, we find that the proportion of independent directors is negatively correlated with ESG performance,
and the moderating effect is poor. In contrast, institutional ownership, the largest owner’s ownership, the wedge between
controlling owner’s control rights from cash flow rights,and state-owned nature positively moderate the centrality-ESG
relation. This implies that shareholder’s incentives (the surrogates of institutional ownership and the largest shareholder’s
ownership), Wedge and government policies (the surrogate of SOE) do matter to moderate the positive centrality-ESG
relation.

M. $FT4LE 2% ESG ¢ R
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ABSTRACT

In recent years, due to the COVID-19 pandemic, companies have been prompted to review their long-term vision for
their operating policies. The priority of business operations has gradually changed from the previous profit orientation to
the three sustainable performance indicators of environmental, social and corporate governance (ESG) sustainable
development, and requires the supply chain to implement the relevant norms of the industrial chain for sustainable
development, so as to demonstrate the company's ambition and vision for global sustainable development and consolidate
its brand value. As stakeholders expect companies to play a wider role in addressing social and economic challenges,
companies must also actively seek to respond to, restore and enhance their dynamic capabilities and international
competitiveness in a changing environment.

This study will use the size of enterprises (small and medium-sized enterprises, large enterprises) and industry
categories (second, third, and fourth-tier industries) as interference variables to explore the relationship and impact of
various dimensions, and adopt semi-structured interviews. Through the design of interview questions to obtain research
data, summarize, analyze and organize them, and draw conclusions and suggestions for this research.
et M ¥ & ~ESG~ £ ¥ & a4 ~ %L 4 ~ COVID-19
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ABSTRACT

Taiwan have been promoting the infrastructure and related applications of 5G in recent years. 5G has the
characteristics of high bandwidth, large connection, high reliability, and low latency. It is expected to have various value-
added innovative applications but it also has a significant impact on the electricity consumption. This paper uses literature
analysis, user interviews, and a questionnaire survey with the Delphi method to analyze the 5G construction process and
the priority application of the service industry. Then further analyze the impact on energy demand.

The results show that the electricity consumption of 5G base stations in Taiwan is expected to grow from 241-301
million kWh/year in 2020 to 1.59-1.905 billion kWh/year in 2035. The next-generation video streaming and cloud gaming
may be the priority applications in service industries. The base stations and data centers may be the focus of energy saving.
The government should take some energy-saving measures such as improving equipment efficiency, using alternative
energy sources, and setting energy efficiency standards.
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Keywords:5G, energy demand, energy saving
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Research on the impact of ESG and R&D investment on corporate value.
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ABSTRACT

The aim of this study attempts to explore the impact of environmental, social, corporate governance (ESG) indicators
and R&D investment on corporate value, and then analyze the synergistic effect of the two on corporate value. Using
SPSS statistical software package, this article takes the constituent stocks of Chinese Mainland's CSI 300 index from
2015 to 2019 as the research object, and uses the ESG score of SynTao Green Finance to conduct research and analysis.

The empirical results show that: (1) R&D investment is positively related to the corporate value,which means that
the more R&D investment, the enterprise value will increase. (2) There is no significant correlation between ESG index
and corporate value. (3) When companies with high ESG score invest more R&D expenses at the same time, the corporate
value will be reduced.

MeEF (BB AEE P FER  fEYVE

Key words: Environmental, Social and Corporate Governance (ESG), Corporate value, R&D investment



08:30-11:00

Registration/ #F 3] J407

4F Jihe
Campus

10:50-12:20

L=
bR B FHFY
Supply Management & Marketing Research

LR ER ARG TR L E R ER)

g%
f

e

Tk

f

e

-

pi)

ER

-1
p

/‘z?

i %E N ‘;_T_':é’ﬁq:

AR Y ¥ TN TS LY
7 B AR
“~ ‘/ B

Mz LT
AR R R MO PC A R 2Tk B pdbs B 0 AT
fsr,q»& 5% (COVID-19)% H 8 5 b

PERE B WER F+EELEES)
BT SME LR T FREE - T k- -

444:

CRR (L AR

PHIATHRZHSNT RESY
1—,”:7 F’H%‘f}]n P-l;j’%

DR~ A RO

PR ERPHEFARY T L App, ¥l FARL AR

IT:“,‘,%‘: 3T

N
%
N.
=%
ol
?"i
%

J417




FHE 2 m R B2 D FREHE ER AR R R %L B E
The antecedents of digital supply networks and their impact on economic and
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ABSTRACT

With the rise of Industrialization 4.0, manufacturing companies have been pursuing digital transformation and
developing digital supply chains. However, there is little discussion on the antecedents of digital supply chain in the
literature. Therefore, this study aims to investigate what factors can make companies start to develop digital supply chain
and the impact on the performance of companies when digital supply chain is developed. The results show that
organizational adaptability, customer dependency and market sensitivity can facilitate the development of digital supply
networks. The digital supply network can promote the economic performance of enterprises, but has no impact on water
consumption and carbon emissions.

Mﬁ?'%gﬂw%ﬁ~4§ﬁw\£ﬂi@w‘@g¢@w\g%w FEANE 5 TINE Sy I SN X
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Keywords: Smart Manufacturing Technology, Production Flexibility, Organizational Adaptability, Customer Dependency,

Market Sensitivity, Text Exploration, Digital Supply Network, Economic Performance, Environmental Performance
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The Impact of the Bullwhip Effect on Global Supply Chain of PC Industry: Take
Coronavirus (COVID-19) Epidemic Influence as an Example
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ABSTRACT

The new coronavirus (COVID-19) pandemic is the biggest black swan in 2020, which will severely damage the
global supply chain. At the beginning of 2020, the epidemic spread, and cities across China began to lock down cities to
prevent the epidemic. Whether it was retail or manufacturing, it was shut down. Due to the continuous spread of the new
crown pneumonia epidemic, severe epidemics have begun to occur all over the world, and the European and American
regions have also begun to respond to the epidemic by closing cities. As a result, global demand, supply and supply chains
have undergone incredible changes.

This research is mainly to explore the impact of the bullwhip effect on the global supply chain of the PC industry
under the COVID-19 epidemic. Therefore, the upstream (component suppliers) and downstream (ODM) of the PC
industry are used as the research object, and half The structured interview method is carried out, and the following will
be analyzed based on the interview results to understand its contents as follows: (1) The impact for bullwhip effect on the
downstream is more than the upstream. (2) The bullwhip effect will decrease with time. (3) The influence of the supply
chain in the home country is relatively small than the transnational supply chain.

B &30 ¢ £ BT/ ~ 3759 L~ COVID-19 ~ & 4
Key words: Bullwhip Effect, Coronavirus, COVID-19, Supply Chain



B4 j”?ﬁJ(i’"

b T 5 ;jr% 2y T R i f#—ﬁ&ﬁ—‘é

W FV AR e 8RR

B ea LR
IR B iR & R Pt
HEEHREES gL ARG AR
% % F¥
SRR R R S
MERREERY iE LY LGB R

#F&

B M F I E LR HD E
2R AR FRE T LRE R SEAL AT a0 Tl 8 e 15
wild sapiut s BEE) TR R F (T

e
e
o

SRR BB SRR 4o

52—\1[‘

e TR (7

S PR G T B R R § 38 2 B SRR Tl T R (7 R

l% B~z

=y

F\?J’frrﬁi—*f”%wJ SEHELD W?mrfrfl%vavxa #*

F- -

#HE)HET TG #&JI?&% SR N Y Sl WRNPPES AT S
EAEREAL > T v e 230 F stk L R ETHE
HURE LW

E#%lmafﬂ’”‘

TE IR 4’3’%‘?‘5*&1}]\*

PR s R BE~EART SRR

'?',v»

% B

o RFEG ER T A 4%
SR ER U



KTHURLHENEFE LY S22 PR LT EN e 2RI E 2+

The Impact of Narrative Advertising on Brand Love and Brand Engagement. Moderatmg by
Style of Thinking and Brand Benefits
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FOBXERELERE KA R %fTF‘r’“"‘
Department of International Busmess,
Ming Chuan University

&
FREHD S TERBRRRI PR LFERATHRL S R E RTRR L0 F F Bk Lo
ROl B E e KR 2 RS RS ‘“EJA#m S AR R AR L R e
OB RERY SR F R FA S HRY rtwe’ﬁ HEERALD G v KA HEW S
WRE CHAI LA ATHEALRG I EESW R - if;w P AT MEE LR E T 50012 APPLE
YRR ﬁttﬁpm}% =R S R SV R F S L K
*p*”%%%*?$:*v%’%ﬁ—ﬁkiﬁ%%@ﬂ@ﬂbﬂaﬂ) VR SRS =NE 1 TR
Qﬁﬁ\—ﬁ§W1n( *‘%%ﬁ‘@ﬁﬁ%@ﬁ$U£%ﬁ’uﬁ§%*§i\ﬁIiéi’ﬁié
BEFLLH G NS HA *ﬁﬁWW$2m7%%”iaﬂi%ﬂﬁbﬁ(MmmwxMMWMw
Analysis of Variance ) ¥ 3 ﬂ\F?L" 2 /%%‘H BB AE R e
Ff‘*@T“mevi SMERE SR AE L HFLR Y o e
AR S mﬂ,aﬁ?ﬁx;ﬁ PE AR EHES 52T
Eoxh o AT HFIRER L FHKELR ARFRLENES
ShE o H R S ERAE L R EHP ST SN R F

g_;:‘

N

ABSTRACT

While examining the latest marketing, advertisers value the impacts of narrative ads more than ever. And the
proportion of conveying messages to consumers through narrative advertising has increased every year. Narrative ads
present normal lives and experiences to audiences by telling story. Therefore, the audiences completely immerse
themselves into stories while watching commercials, and then building the connection with story, developing emotional
identity. Furthermore, audiences respond to the brand with positive review, and increase brand preference. For advertisers,
narrative ads are useful to enhance the brand image. On this ground, this paper took Muji, Starbucks, and APPLE as
experimental ads. And examining the impacts on brand admiration and brand engagement after subjects watched the
commercials.

This study shows analysis on each variable through MANOVY (Multivariate Analysis of Variance) by statistical
software SPSS21.0. The questionnaires in this survey are designed by experimental ads. And the scenarios presented by
2 narrative ads types (typical and atypical) x 2 consumer styles of thinking (holistic and analytical) x 3 brand benefits
(functional, experiential and symbolic) matrix. Major participants are college students and graduate students of
metropolitan universities. However, the students of in-service master’s program are minor subjects.

The result shows that there are significant differences between two styles of thinking on brand admiration and brand
engagement, and the consumers with holistic thinking mode impacted most. Moreover, the different brand interests have
significant impact on brand engagement. Furthermore, this research finds out the brand interests have moderation effects
between narrative ads and brand engagement. This paper provides an advice that marketing planners should take consumer
reactions to ads into account while designing the contents or genres of ads. And also proposes marketing planners design
narrative ads story based on the brand beneﬁts brought to consumers by products, so that the benefits could be extended.
MaEie A ERAE CLTES N ER - ENTE s tE
Key words: Narrative Advertisement, Styles of Thinking, Brand Love, Brand Benefits, Brand Engagement.



ERPHPFERY FH 1 L APPHI TP FLFF L FRRFE AR 56
Effects of Mobile App Tools on the Work Performance
in Fintech Era -Take Insurance Practitioners as an Example
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ABSTRACT
With the advent of the financial era, This study mainly discusses which factors that influence insurance agents to use
the mobile APP tools, and thus affect work performance. Summarize various variables through literature research, taking
"work satisfaction" as an intermediary variable to explore the factors that "main norm", "knowledge sharing behavior",

"nn

"perceived usefulness", "perceived ease of use" affect the " work performance" by insurance agents use mobile APP tools.
A total of 205 valid questionnaires were recovered by sending through the Internet for sample collection, using AMOS
Linear Structural Equations to validate assumptions and generate analytical results. The results of the study show that all
the assumptions are true, and there is a positive and significant relationship between the variables.

M4 1 FRA A LR TR LAZEFL R RS2 fEid»x~ 781 & APP
Keywords : Work satisfaction, Main norm, Knowledge sharing behavior, Perceived usefulness, Perceived ease of use,

work performance, Mobile APP tools



08:30-11:00 Registration/ #F 7]
BxLz CRA%TIEAEFEARLR
International Trade & Industrial Development and Policy
(A=t F4)
AFAFAERE (BB FREFLEET FER)
(AR O & S £
He LR AR E R FHL TR0 AL F B
ISEETEEE AL I N A0
ERNE SES T EREE S T A RS N L
10:50-12:20 &S

f’r—-ﬁ R TG
2 LA mksaR GHE 5 G F B 22 4 3 (Investigation the
Impact of Supply Chain Relationships on Trade Credit)
TE RAT el
Wy LR R LT RRERFSRRGLAETL-N L
LA
A REE T AR E 28
WY AR HCORGE e L & 2 Y

%
&
-2
Crn\:b
s
(w,
ArS
=
il
=%
<
gl
F

L

-r]\.;‘. ‘-‘-




HRERERZRFHERTH2 3£ 238
Discuss the development of Taiwan's electric vehicle industry from the perspective of policies
and regulations of various countries
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Abstract

Since the rise of environmental awareness, the United Nations has successively adopted the MDGs, SDGs and the
Paris Climate Agreement, and many countries have formulated their own relevant policies. In this context, one of the
policies closest to people's daily lives is to ban the sale of gasoline cars, compared with other countries, the isthmus
densely populated Taiwan is relatively suitable for the development of electric vehicles, but the current progress is far
behind other countries, density statistics by 2021 is still less than 1% (0.16%), this study is from the perspective of the
world's governments to explore how Taiwan can optimize this from top to bottom, and finally put forward their own
views, hoping to help the government and car dealers.
Main | L8 SRR, A 1k A R H B

Keywords: electric vehicles, government policies, literature analysis methods, industrial development
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ABSTRACT

This study examines the trade credit policy for companies involved in the supply chain framework and furthermore
conducts the association between bank loan and trade credit. Referring the financing motive and transaction motive in the
literature, we propose that supply chain relation is beneficial to the application of trade credit. While the use of trade
credit is costly, it allows a company to build a sustainable relationship and ease access of funds. Accordingly, we propose
that the positive association between trade credit and supply chain relationship is more pronounced more firms with high
systematic risk. Furthermore, we address there is a substitution effect between trade credit and bank loan concerning the
financing function offered by firms within the production process. A company may reduce the reliance on bank loan when
other source fund is available; however, it may count on bank loans when its costs of capital is high. Therefore, we propose
that the aforementioned substitution effect is more pronounced for firms with supply chain relationship and firms with
high systematic risk. We conduct companies from three sectors covering 2014-2020 to examine the hypotheses. The
research finding confirms that there is positive relation between supply chain relation and trade credit and furthermore,
this positive relation is accentuated by high systematic risk. In addition, there is a substitution effect between trade credit
and bank loans. While this substitution effect is more apparent for firms with high systematic risk, such effect does not
vary with supply chain relation.

MR L kel T TR R~ 87 AR
Keywords: Supply Chain Relation, Trade Credit, Bank Loan.
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Abstract

Collective housing is a very common way of living in modern urban life. High-quality public facilities of collective
housing can not only improve the quality of life of residents, but also have an impact on the preservation of real estate.

This research is based on the information on the purchase and sale prices of real estate with public facilities and
above 11 floors since the opening of the real estate transaction registration inquiry in Greater Tainan City to March 1,
2021., and check it on the spot, as a parameter of the housing price increase model, conduct an empirical study of linear
regression analysis.

This study finds that public facilities have a positive impact on the housing price increase of complex housing.
Through the research model, we can understand the impact of property management on the housing price increase of
complex housing. In the future, what kind of public facilities should households and builders pay attention to to make the
housing price increase? Aggregate dwellings create an inverse depreciation effect.

MLt DLW R EFED 5 R RF
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The Mediating Effect of Organizational Commitment on the Relation Between Organizational

Justice and Employee Turnover Intention: A Case of Insurance Industry in Mongolia
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ABSTRACT

The main purpose of this research is to examine the relationships among four dimensions of organizational justice
(distributive, procedural, interpersonal and informational justice), turnover intention, and mediating role of organizational
commitment in this relationship. To investigate the relation, data for this study is collected from employees of Mongol
Daatgal LLC through questionnaire. The survey was conducted with the link of Google Forms to the employees and
collected total of 153 respondents. Regression, reliability, factor and correlation analysis were used as the technique to
test the relations using SPSS. The results of the study show that distributive and interpersonal justice have a positive
impact on organizational commitment, while procedural and informational justice have no influence on organizational
commitment. Furthermore, both organizational justice and organizational commitment have a negative impact on turnover
intention. Lastly, the findings also present that the relations between distributive justice and turnover intention, and
interpersonal justice and turnover intention are mediated by organizational commitment.
BaEie: wsD & wEORE - BRAE
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