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Abstract

Research has already shown the influence of physical environments on consumer
behavior in the service sector, and the effects of emotion on restaurant atmosphere,
perceived quality, and behavioral intentions were evaluated concurrently. This survey
study was conducted by sampling consumers after dining from 4 chain restaurants with
tableside services. Data collected from 500 respondents were analyzed with structural
equation modeling (SEM). The relationships of restaurant atmosphere on perceived
quality, emotion, and behavioral intentions were discussed; and the possible mediating
effect of perceived quality between restaurant atmosphere and behavioral intentions as
well as the moderated-mediation effect of emotion on restaurant atmosphere, perceived
quality, and behavioral intentions were investigated. Results could be useful for further
related research.

(2) 2T &3 kB % Z & o H ¢ Restaurant Atmosphere# 7 FA, SL, EF; Perceived
Quality# 7 FQ, SQ; Emotlon ¢ 7 PE, NE; Behavioral Intention= 7 Bl - (204")

% 1:

IV —- DV IV—-M V+M— DV Sobel test Bootstrapping
v M DV () (a) IV(ch M(b) (z) 95% CI
FA FQ BI 0.651" 0.539" 0.256" 0.731" 10.126 [0.325, 0.470]
EF FQ BI 0.834" 0.750"" 0.354" 0.640° 10.854 [0.379, 0.581]
SL SQ BI 0.7317"" 0.524" 0.4917 0.460™" 8.540 [0.187, 0.306]
EF SQ BI 0.833" 0.687"" 0.543" 0.423™" 8.150 [0.223, 0.374]

Source: This study.
Note: 1. CI: confidence interval.

2. a = IV — M means indirect effect; b = mediating effect; ¢ = rotal effect; ¢’ = direct effect.
p <0.05; ""p <0.001.

£ 2:

Model 1

Predictor PE NE
Construct £ il

FA 0.104 0.256"" 0.610""  0.731
EF

PE 0.234"

NE 0.022

FA x PE 0.037

FA x NE -0.1017

EF x PE

EF x NE
FQ 0.7317" 0.256""
R? 0.59 0.66 0.49 0.66

Source: This study.
P <0.05; "p <0.01; p < 0.001.

Source: Hai-Ming Chen, Li-Chi Lan, Tao-Sheng, Jason Tsai Chiu (2022). The Moderated Mediating Effects of Emotion on
Restaurant Atmosphere, Perceived Quality, and Behavioral Intentions. Journal of Quality. 29(5), 349-377.
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** The answer can be given in Chinese or English.

1. As global climate change becomes increasingly severe, the net-zero emissions (NZE) by
2050 has become the goal of governments around the world. Since the practical
implications of NZE also encompass energy transition, international trade, and climate
policy aspects, the drive to attain NZE will also have a profound impact on policy
development in the areas of energy, society, industry, the economy, and people's

livelihoods. Please answer the following questions:
(1) Please explain what the NZE is? (5 Points)

(2) What strategies do you think companies will have to respond to the NZE in the

future to provide direction for emission reductions? (20 Points)

2. In recent years, geopolitical uncertainty has become the biggest operating risk
considered by many Taiwanese Chief Executive Officers (CEQOs). Many CEOQOs also pay
attention to some corporate risk factors, such as corporate operational risks, emerging
disruptive technology risks, supply chain risks, regulatory risks, etc. If you are the Chief
Strategy Officer (CSO) or the Chief Risk Officer (CRO) of a Taiwanese enterprise,
please use strategic management theory and risk management theory to provide your
assessment and analysis on any of the above risk factors, and please propose relevant

risk strategies for the company? (25 Points)

WAL R




