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Editor’s Note

Dear Sir / Madam,

Journal of China-ASEAN Studies (JCAS, ISSN (Print): 2730-4205, ISSN (Online): 2730-
4256), a double-blind, peer-reviewed academic journal sets to be published in June and December
annually in Thailand, which is a new comprehensive and great journal addressing various fields of
study including Future Workforce, Thai-China, Marketing, Business & Management, Wellness,
Tourism, Hospitality, Leisure Studies, Information Technology, Finance and Accounting,
Communication Arts, Economics, Education & Teaching, Humanities, Arts & Design, Languages,
Applied Science and Engineering or so forth. This journal aims to provide a platform for scholars,
practitioners and students to publish outstanding-quality conceptual and research paper bilingually
(Chinese and English) based on both theoretical and empirical studies along with encouraging
knowledge to be equally shared in the related fields as notably valuable academic contributions. JCAS,
furthermore, serves as a leading platform, enabling readers to learn, communicate, and exchange
pertinent knowledge pertaining to new studies and best practices.

JCAS is considered as a long academic journey and mission from nowhere in the past to
somewhere at present. It, thus, without considerable efforts, sacrifices, contributions made by all
related committee members, would never become a reality. The very first issue of the first volume
of JCAS is officially published. Furthermore, we solidly sail and move towards the ultimate goal of
being indexed in TCI 2, TCI 1, Scopus, ERIC and SSCI or so forth. Once again, we’d extend our
special thanks to all the authors who contributed and those who participated.

Your sincerely

S
s A

Chief Editor
Assist. Prof. Dr. Chun-Shuo Chen
Journal of China-ASEAN Studies
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Chia-Ling Wang"
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Abstract

This paper considers the practice of higher education curricula for sustainable development under
ecological crises. Therefore, the deficiency of an environmentally sustainable notion in higher
education curricula is first examined based on the work of American educationist C. A. Bowers.
Second, borrowing from the notion of deep ecology developed by Norwegian philosopher Arne Naess,
I discuss the perspective of ecological significance, and how to develop a deep ecological attitude in
university learning for sustainability. Third, drawing from the concepts of both Bowers and Naess, I
elaborate on possible practices of sustainable development in higher education curricula, including
defining the aims of sustainable education, exploring sustainable forms of cultural practice,
developing an ecologically sustainable lifestyle, and formulating an interdisciplinary curriculum
structure.

Keywords: higher education, curriculum, sustainability, ecology, sustainable development, Bowers,
Naess

1. Introduction

Because of the increasing ecological crises regarding complying with high industrial
development, sustainable development has received growing attention worldwide. Growing
awareness of sustainable development is evidenced in international conventions and national policies.
Education plays a crucial role in promoting sustainable development processes, a view that is
emphasised in the following statement offered by The United Nations Educational, Scientific and
Cultural Organization (UNESCO):

Sustainable development cannot be achieved by technological solutions, political regulation or financial
instruments alone. Achieving sustainable development requires a change in the way we think and act,
and consequently a transition to sustainable lifestyles, consumption and production patterns. Only
education and learning at all levels and in all social contexts can bring about this critical change.
(UNESCO, 2012a, p. 13)

Accordingly, higher education is an educational level that can employ environmental innovation
for sustainable development. Learners who are university educated may lead global ecological change.
However, commercial logic has contaminated higher education, and economics has heavily affected
its teaching and learning outcomes, fostering ecological crises. Marginson (2014) observed that
higher education institutes are expected to advance the global competitiveness of a nation by
preparing and attracting knowledge-intensive labour. These institutes have unconsciously become
educational instruments for economic improvement. Barnett (2014) warned that higher education has
been framed within a narrow band of concepts, which has typically been associated with economics.

For sustainable development at a higher education level, Stephen Sterling and Barnett conceived
the sustainable notion of the university. Sterling (2013) argued that socialisation and vocational goals
do not account for the challenge of sustainability. Higher education requires a transformed
educational paradigm. It provides vision, image, design, and action for achieving healthy societies
and ecologically sustainable lifestyles. He argued that paradigm change is a transformative learning
process, and defined the sustainable university as follows:
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The sustainable university is one that through its guiding ethos, outlook and aspirations, governance,
research, curriculum, community links, campus management, monitoring and modus operandi seeks
explicitly to explore, develop, contribute to, embody and manifest—critically and reflexively—the kinds
of values, concepts and ideas, challenges and approaches that are emerging from the growing global
sustainability discourse. (Sterling, 2013, p. 23)

Sterling indicated that university curricula should produce innovative values, concepts, and ideas
for leading sustainable development, particularly related to critical and reflexive perspectives. Barnett
claimed that the ecological university is emerging. The ecological university is the university that
‘takes seriously both the world’s interconnectedness and the university’s interconnectedness with the
world’ (Barnett, 2011, p. 451). According to Barnett, the ecological university cannot enclose itself;
it is an institute ‘for the other’, where ‘the other’ is typically outside its campus. The ecological
university functions in promoting world wellbeing, and helps to create a sustainable world. The
students in this type of university can be identified as global citizens who are concerned about global
development. They also understand their responsibilities in the world and towards the world.

Sterling and Barnett presented an imaginative blueprint of a sustainable university by discussing
the possibilities of embedding the notion of ecology or sustainability into higher education. Following
their proposal, this paper explores how a university curriculum can inspire students to understand
their responsibilities for improving the world. Curriculum practice is an effective channel for
transforming values, concepts, and notions of environmental sustainability. Proper knowledge of
ecology is essential for conducting meaningful acts that prevent ecological harm to the Earth.
Education takes responsibility for solving environmental problems and facing ecological crises.
However, the meaning of sustainability could be limited to internationalisation, employability, and
enterprise (Sterling, 2013). Similarly, the university curriculum has been narrowly manipulated for
the purpose of job-obtainment, economic production, or operational capacities. This trend is typically
evident when ‘graduate attributes’ are formulated in university curricula (Barrie, 2006). This study
primarily focused on developing a robust circulation of ecology by employing a broad concept of
nature to substitute for ’society’ or ‘world,” which is narrow. The ecological learning related to
developing ecological attitudes or values in higher education was explored in this study. Naess stated
that studies ‘dealing with humans’ deep attitudes towards nature and of how they could be changed...
are neglected or not even seen as relevant in most schools, universities, or privately financed research
institutions’ (Naess, 2005, p. 19). The possibility for creating deep attitudes was the focus of this study.
In higher education, sustainable education practices primarily involve changing the physical
environment or guiding institutional sustainable management, and are rarely concerned with the
cultural level of ecological practices. Spiritual growth concerning human interaction with nature has
also received scant attention. However, the intrinsic value of nature is a fundamental topic to be
learned (or experienced) in university curricula. For exploring this notion, I first examined the
deficiency of the environmentally sustainable notion in higher education curricula based on the work
of C. A. Bowers, an American educationist who focused long-term attention on ecological issues. His
work particularly explored the ecological crises in higher education. Second, borrowing the notion of
deep ecology from Norwegian philosopher Naess, I discuss the perspective of ecological significance,
and how to develop a deep ecological attitude in university learning for sustainability. Drawing from
both concepts of Bowers and Naess, I elaborate on certain notions concerning possible practices in a
higher education curriculum for accomplishing sustainable education.
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2. Ecological crises and higher education curricula

Bowers (1993) asserted that ecological sustainability cannot avoid the influence of culture and
ideology. In his view, ecological sustainability cannot be accomplished until knowledge,
technological practices, and communal relationships are sustainable. Bowers reflected that American
society has become a consumption-addicted society, in which higher education has unavoidably
become involved in the consumptive approach. Bowers stated

The university, especially in the United States, has become increasingly oriented toward providing the
knowledge for the development of new technologies, as well as educating students to equate consumerism
with personal success and happiness. (Bowers, 2011, p. 15)

Universities play an essential role in scientific improvement. However, according to Bowers
(2011), new scientific technology that universities support is unable to manage the crises of hyper-
consumerism. By contrast, it promotes the expansion of economic consumerism, or a consumer-
dependent lifestyle. To solve this problem, Bowers indicated that university curricula must examine
the conceptual roots of the current ecological and cultural crisis. Certain cultural assumptions show
environmental limits; however, most university faculty members are unaware of them. University
academic professions have also been overly differentiated. In Bowers’ view, examining the solutions
of ecological crises requires cross-discipline dialogues. Nevertheless, the university curriculum
reform is unable to respond to the requirement by changing the traditional curriculum structure.

Bowers posited that instead of seeking for individual success and happiness promoted by
industrial culture, a curriculum reform must be guided by university faculty to ‘enable current and
future generations to live in more ecologically sustainable ways’ (Bowers, 2011, p. 30). Bowers
described this curriculum reform as follows:

The basis for the claim that curriculum reform must go beyond exposing students to the environmental
sciences, and to an examination of environmental issues from the perspective of various disciplines, is
that students now need to learn how to become less dependent upon the products and expert services of
the market economy that are overshooting the sustaining capacity of natural systems. (Bowers, 2011, p.
31)

University students are excessively dependent on commercial products in their consumptive
culture. Their desires are easily stimulated by attractive advertisements guided by the market economy.
They buy more than they need, which causes a waste of resources and environmental harm. Bowers
stated that, even in environmentally-oriented courses, the curricula ignore the ecological importance
of cultural and environmental commonality. The industrial consumer-oriented culture has not been
sufficiently examined in university curricula. University teachers engaged in improving a consumer-
based economy, rather than making ‘the cultural patterns that are deepening the ecological crisis part
of their curriculum and pedagogy’ (Bowers, 2011, p. 182). Students are taught that nature can be
managed under technological and economic control.

Bowers considered the ecological crisis to be linked to a crisis of cultural values and knowledge.
Cultivating ecological intelligence is therefore central to university educational reforms (Bowers,
2011, p. 182). This ecological intelligence refers to a wide range of cultural practices; however, it is
always ignored in university curricula. Although Bowers’ criticism was based on Western culture,
following the globalisation trend, economy-based culture is also observable in numerous Asian
countries, in which sustainability in higher education has been narrowly explained as economic and
technological development for guaranteeing national prosperity and sustainable existence. This is a
global phenomenon that compounds ecological crises.
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3. Deep ecology movement

Similar to Bowers’ analyses, Naess (1995a) revealed that excessive consumption and waste are
primary elements causing ecological crises. Naess and George Sessions formulated the principles of
the deep ecology movement as the solution to ecological crises. The inverse of deep ecology is
shallow ecology, which concerns economic growth and applied technology in the strategy of
maintaining healthy environment. Human interest is dominant in managing ecological problems.
Following scientific perspective of the world, the concept of shallow ecology regards all objects in
the ecosystem as independent fragments. This notion is generated by anthropocentrism, in which
humans are considered the rulers of nature. In contrast to shallow ecology, the concept of deep
ecology espouses ecocentrism. Instead of humans as owners of the Earth, they are merely one of the
inhabitants, in an equal position as other living or non-living beings. Drawing from gestalt thinking,
the deep ecological concept asserts that all things on the Earth constitute a systematic wholeness,
which cannot be separated as many individual parts, but that ‘everything hangs together’ (Naess,
1995b, p. 19). Humans cannot avoid identifying themselves with all living beings.

Naess asserted that, instead of the level of economic development, an ecologically sustainable
development is a vital indication of a developed country. Based on his notion of deep ecology, Naess
believed that human or nonhuman life has intrinsic value, which is independent of human purposes.
All creatures in the ecosystem are equal, referred to as biospherical egalitarianism (Naess, 1995¢),
and human interference with the nonhuman world should be reduced as much as possible. Concerning
human life, rather than a higher standard of living, Naess preferred richness and diversity of life. A
higher standard of living is achieved through a high capacity of economic consumption, whereas
richness and diversity of life derives from a simple mode of life with less desire. The deep ecology
concept teaches that sustainability is related to human development and expands its territory towards
sustainable development of nonhuman or non-living forms. Rivers, mountains, and landscape are
aspects of human life that belong to the environment that humans rely on. Humans do not live merely
in human society, but in natural ecological communities. The human requirement is equal to the
requirement of other beings in the ecosystem. The biodiversity notion welcomes an existence with all
beings in nature. Naess claimed that he did not regard deep ecology as philosophy, ideology, or
religion, but as a social movement or action for which people strive (Naess, 2008). He envisioned
that the deep ecology concept could enlighten people’s ecological practices. Initiating acts for deep
change of sustainable development first requires the deep ecology attitude as a key element. I further
elaborate on Naess’ account for developing a deep ecological attitude as follows.

4. Understanding the intrinsic value of interacting with nature

Improving sustainable development first requires clarifying nature and human relationship with
nature. Nature is generally defined as a physical environment where humans’ dwell. It provides useful
materials or nourishment that humans require for life and propagation. However, because of industrial
development, humans demand resources from nature that exceed vital needs. Capitalists manufacture
products by exploiting natural resources and exchanging for more capital, and consumption is
encouraged under large amounts of industrial production. Excessive extravagance is easily observed,
accompanied by economic development, the human living standard is continually rising. However,
human greed has led to severe exploitation of nature. Numerous biological species are on the verge
of extinction because of loss of habitat or being caught in excessive numbers. Humans have gradually
alienated themselves from nature. Instead of harmony, conflict exists between humans and other
beings. Humans are rich in living materials, but poor in mind; they suppose a better life has been
created, but what has been created is a distorted attitude to life.
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Naess argued that life quality exists in situations of inherent value, rather than adhering to an
increasingly higher standard of living (Naess, 1995a). This inherent value is independent of any
consciousness of interest by a conscious being. How can this intrinsic value be compatible with nature?
In addition to the basic requirement for life, nature possesses remarkable power that supports human
spiritual growth. Writers or artists obtain their inspiration from nature. Mountaineers enjoy walking
amidst a beautiful landscape in nature. Nature has the power to comfort or inspire people’s minds. In
addition, nature exercises by means of a regular pattern. Human bodies work well when following
this natural pattern and are not independent of the rule of nature. Sustainable development must be
considered according to human requirements and nature as a whole where humans’ dwell. Naess
suggested that the ecology movement is ‘a movement from being in the world to being in nature’
(Naess, 1995b, p. 27). Naess’ concern is not limited to the human world, but encompasses all beings
in the ecological environment of Earth.

Naess raised the notion of self-realisation for exploring human intrinsic value. This concept is
unrelated to accomplishing individual economic achievement or social position. Students are not
educated for responding to consumerism with personal success and happiness in the aim of self-
realisation. Rather than obtaining material advantage, self-realisation relies on ‘relaxing from striving’
(Naess, 1995b, p. 29) and is not self-centred (Bragg, 1996). For Naess, self-realisation is the inherent
human capacity for embracing other beings in the self. This notion is close to what Buddhism calls
compassion, which refers to care for all beings without requiring any benefit. Naess stated that ‘the
higher the self-realisation attained by anyone, the broader and deeper the identification with others’
(Naess, 1995d). Instead of the minimal self, the Self in Self-realisation is the great Self. Naess held
the interdependent view of looking at self with others. Our identification with others can occur when
we recognise all beings are in oneness. The inner self becomes broader and deeper after identifying
with others. What Naess referred to as a ‘deep ecological attitude’ (Naess, 1995¢) requires this
practice of identification. Naess therefore suggested the view of gestalt thinking, according to which
‘the whole is greater than the sum of its parts’ (Naess, 19951, p. 241). All beings comprise the whole
in an ecosystem. The gestalt notion breaks through the modernist subject—object dualism in viewing
nature and inspires spiritual interchange (Devall, 1995) in encounters with nature. The notion of the
self is expanded by identifying with others. This selfless open mind can accommodate everything in
nature. When humans engage in harmonious interaction with nature, sustainable development is
ensured.

5. Curricula for sustainable development

Regarding curriculum implementation, education for sustainable development is far more than
teaching knowledge and principles related to sustainability (UNESCO, 2012b). Based on Bowers’
reflection of the cultural roots of higher education and Naess’ suggestion of a deep ecological attitude,
I explore notions of higher education curriculum in this section. I begin with curriculum practices
with the aim of sustainable education.

5.1 Aim of sustainable education

Regarding the aim of sustainable education, I refer to the description in UNESCO’s document.
Education for sustainable development (ESD) is education for the future, for everyone everywhere. ESD
enables everyone to acquire the values, competencies, skills and knowledge that are necessary to shape

sustainable development. ...ESD creates active and ecologically responsible citizens and consumers who
are prepared to address the complex global and local challenges facing the world today. (UNESCO, 2012a,

p. 16)
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According to this text, ESD guides learners to obtain necessary values, competencies, skills, and
knowledge in facing current environmental challenges. Its final goal is to cultivate an ecologically
responsible citizen who acts in green ways in their daily life for ecological sustainability. Hence, it is
essential for learners to search for their intrinsic values in nature, an exploration that can motivate
their green attitude and support their harmonious interaction with nature. Bowers indicated that higher
education has been governed by market logic that conducts students to develop a minimal self (or
ego-self) and to be a winner in free market competition. The notion of a minimal self is merely a
narrow sense of personal growth (Devall, 1995) that emphasises individual survival; however, it
causes humans spiritual loss. Students must seek intrinsic value rather than material value. According
to Naess’ suggestion, self-realisation is a self-realisation of all beings. Similarly, an ecologically
responsible citizen is the citizen of an ecological community who assumes responsibility for the life
of all beings. This thinking could guide university curricula in an alternative approach. The following
section provides some suggestions for university curricula in practicing sustainable education.

5.2 Exploring sustainable forms of cultural practice

Bowers examined the industrial consumer-oriented culture in higher education (1993, 2011) and
provided examples for university learners to explore various sustainable forms of cultural practice for
developing ecological intelligence. First, he suggested that students listen to folk knowledge in their
community for clarifying and improving upon this knowledge in curricula. Second, university
curricula must ‘promote an in-depth study of cultures that have developed a form of intelligence and
metaphorical language that takes account of the sustainable characteristics of natural systems in their
bioregion’ (Bowers, 2011, p. 185). Aborigines possess more ecological wisdom than city residents do,
and have an ecological intelligence of natural preservation. This consciousness of environmental
protection is obtained from their traditions, as seen in their cultural rituals, poetry, or dances for deities.
Ecological wisdom also exists in their indigenous language. Third, ecological wisdom can be learnt
from earlier generations. Although we strive to obtain ecological knowledge from science or new
technology, many ecological insights already exist in traditional culture, which are ignored or taken
for granted. Certain conventional moral values consider environmental preservation, an intelligence
that can be studied in university classrooms.

5.3 Developing an ecologically sustainable lifestyle

Maintaining a sustainable lifestyle is essential to sustainable education, but it is the most difficult
aspect of education. A green lifestyle derives from an in-depth knowledge of ecology and nature.
Nevertheless, university learners are governed by a consumer-driven lifestyle in the current
industrialised society. A critical examination of students’ previous experience is essential. This
strategy assists them in detecting the ideology by which they have been controlled. Their thinking
regarding the environment must move from anthropocentrism to ecocentrism, from individual
survival to harmonious symbioses, similar to Naess’ claim that ‘everything hangs together’.
Sustainable development must be accomplished using gestalt thinking (Naess, 2010). Enclosing
ourselves will not achieve sustainability; an interactive being is the only being with ecological
intelligence. Nature is an intelligent teacher for humans; however, it relies on whether humans
perceive its profound doctrine. Wisdom derived from nature leads to a simple and natural lifestyle.

5.4 Interdisciplinary curriculum structure

In universities, the solution for ecological crises can be most effectively addressed using a cross-
discipline approach. Bowers suggested that cross-discipline dialogues are essential. UNESCO
assumes the same view, that interdisciplinary expertise is the optimal approach for supporting
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sustainable development in education. However, the current curriculum structure in higher education
is over-differentiated and cannot meet this requirement. Ecological crises cannot be solved using only
one discipline. Students’ understanding of ecology should derive from various learning resources,
which promotes diverse viewpoints. In the university curriculum, general education may be an
appropriate learning field for integrating various disciplines for learning sustainability. Sustainable
education typically tends towards the sciences (such as ecological engineering, environmental
resources, and ecological preservation) or social sciences (such as green economies, green societies,
ecological education, or ecotourism). Most of these disciplines are valuable for ecological practice.
However, humanities are a seemingly null curriculum in ecological learning. The disciplines of
literature, history, philosophy, or the arts promote scant discussion on sustainable education. This is
unfortunate because humanities provide critical pathways for viewing the intrinsic values of nature
in culture. Humanities also help students experience rich intelligence in nature. The ecological crisis
is built upon fallacious ecological knowledge. By contrast, learning in spiritual and cultural aspects
can elicit positive attitudes towards supporting university learners to adopt a sustainable lifestyle.

6. Concluding

This study suggests how to manage the current ecological crises, and considers the educational
purpose of supporting university learners to live a rich and diverse life. Naess noted that ‘there is
ecological sustainability if, and only if, the richness and diversity of life-forms are sustained’ (Naess,
2008, p. 297). We live in nature and are part of nature; therefore, we should do something for nature.
Instead of a large-scale environmental revolution, consistent practice in daily life is more influential
for ecological change. For the purpose of sustainability, the intrinsic value concealed in nature, as
shown in local or aboriginal cultural practices, should be compatible with economic value. For
educating ecologically responsible citizens, sustainable education must facilitate university learners
to renew their perspective of being a human in nature.
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Abstract

Data driven supply chain management is an optimized system of supply chain data which
improves inventory levels, lower costs, and reduced risks. Supply chain optimization is driven by the
demand for efficient use of resources to maximize delivery while minimizing excess and obsolete
inventories. By improving demand forecasting systems and integrating supply chain data, risks and
costs are lowered. The research will explore the big data analytic method applied in the supply chain
management of small trading company in Taiwan. The volume data of case company consists of
inventory, sales, cost, logistic cost, product changing, and so on. The main findings are explored and
policies are made. Findings:1. Logistic cost is at least 11%. 2. Product change will be higher margin.
3. More sales in Taiwan & ASEAN countries. 4. Sales cost and labor cost is keeping stable even
service business. 5. The business direction meets the government policy. 6.Outsourcing strategy is
the right policy. From the findings we made our policies as the follows: 1. Investing IT system in
SCM is more important issue. 2. Gross - margin is at least 30% and up. 3. In the small trading
company, labor cost should be lower than 5%. 4.  Managed service is higher margin. 5. USA,
ASEAN countries are the main market in coming years.

Keywords: supply chain management, big data

1. Introduction

No doubt, analytics is the new competitive driver, surely, no field of business operations
promises a more challenging contest of applied imagination than supply chain management.
Visionary companies in many different industries are already deploying advanced supply chain
analytics to gain an edge on their competitors. (Tobey, 2008) Many business operational are directly
built big data analytics as in-line decision support resources for front-line personnel, rather than off-
line, after-the-fact tools for management use alone.

More than 13 years operational data of small trading and channel corporate called JIT would use
to analyze the facts of supply chain management and customers including cost variation, purchasing
differences, locations, payment term, products, between products and customers, marketing strategies,
and logistics operations.

2. Literature review

Data driven supply chain is an optimized system of supply chain data which improves inventory
levels, lower costs, and reduced risks. Without proper integration in internal and external systems,
supply chain analytics can be too complex or too costly to control. Supply chain optimization is driven
by the demand for efficient use of resources to maximize delivery while minimizing excess and
obsolete inventories. By improving demand forecasting systems and integrating supply chain data,
risks and costs are lowered. As data volume and sources increase, a quality data system facilitates
near real time analytics, reduces costs, and improves delivery. Informed decisions create efficiency
in managing supply, SKUs, inventory, and other resources. '

Nada R. Sander explored that “big data is properly applied can profoundly influence the

UBill, T. (2008), “Assembling the data-driven supply chain: Integrated, quality-controlled data boosts operational supply
chain analytics” Teradata Magazine, AR-5710
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marketing, logistics, operations, and sourcing sectors of a supply chain. Marketing has the most
developed analytics with the focus on customer demand and behavior; prices can be optimized and
customer strategies can be adjusted dynamically. Logistics analytics optimize inventory and resource
allocation, identify optimal distribution locations, and minimize transportation costs.”>

Digital data are collected by real time information about events in six primary elements which
are who, what, when, where, why, and how. Some of events have multiple attributes for a given
element, or no qualities at all for that element. (Sanders, 2016)

Proceeding the big data driven, sometimes we should overcome hurdles that one hurdle is
“Analysis Paralysis,” a fear of starting to collect and analyze data because of the seemingly
overwhelming amount of information. Another concern that occurs when there is too many metrics,
and can be addressed by planning critically and consolidating to measure relevant performance. Then
how to build a Framework is the key process. When applying big data, there is a general framework
of segmenting, aligning, and measuring. What are segmenting that is to create optimal supply chain
segments with clear attributes, defining focus and competitiveness in terms of flexibility, cost, quality,
and time. Alignment is one of the key steps in introducing big data that is the horizontal integration
of organizational functions to support segment attributes and competitive priorities rather than
producing random, fragmented explorations. Last is measurement is important to develop the right
performance indicator (KPI) metrics for segment analysis. (Sanders, 2016)

Another important issue is outsourcing of big data analytics. Big data is important for the health
and improvement of a company, the reality these analytics are heavy investment. Companies want to
adopt the technologies but many lack the capacity to do the analytical work required. Outsourcing is
possible to be taken which an external party provides specialized software, additional data bases, or
an analytics consultant. (Sanders, 2014)

Lewis (2014) mentioned “97 percent of executives reported having an understanding of how big
data analytics can benefit their supply chain, but only 17 percent reported having already implemented
analytics in one or more supply chain functions.”® Companies are now able to collect and amass a
huge amount of data from many disparate sources since changes in technology and digital storage
capabilities. How to develop and deploy the right data analysis tools and techniques to mine
intelligence from that data, there are a few preliminary steps to gain visibility into your supply chain
as the follows:

“1. You must implement the proper controls needed to optimize all of the processes throughout your
global network and you have to create a closed-loop process to gain insight into your operations.

2. You need to consider what type of business intelligence tool to implement to obtain the visibility you
need to measure and monitor your business across multiple workflows. Many companies explore using
a point solution to help with data analytics and day-to-day decision making, while others consider an
enterprise-wide solution that enables you to capture, process, and deliver insights into key supply chain
processes.

3. Understand that true supply chain visibility is an ongoing endeavor as most organizations are unable
to see across the entire supply chain. The lack of visibility, or blind spots, is often due to specific events
or lack of integration points with trading partners or suppliers. With these blind spots, organizations are
unable to drive the proper metrics to manage day-to-day operations and generate significant business
value. Collaborating with trading partners and effectively capturing critical data are key elements to the
success of achieving your goal of end-to-end visibility.”

Big Data-centric architecture for SCM has been proposed that exploits the current state of the
art technology of data management, analytics and visualization. The security and privacy
requirements of a Big Data system have also been highlighted and several mechanisms have been
discussed to implement these features in a real-world Big Data system deployment in the context of

2 Sanders, N. R. (2016). How to use big data to drive your supply chain. California Management, 58(3), 26-48.

3 Levis, L. (2014). How to use big data to improve supply chain visibility. Talking Logistics with Andrian Gonzalez,
https://talkinglogistics.com/2014/09/18/use-big-data-improve-supply-chain-visibility/
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SCM. Some future scope of work has also been pointed out.’

3. Research design and methodology

In order to obtain an insight into big data driven in supply chain management, an exploratory
approach was adopted for this research. A case study was used for exploring the big data analytics to
Improve supply chain cost effective and to increase operational efficiency. Using a volume data of
case-a small trading company called JIT is to explore her operational process of supply chain
management and customer. Using the statistical software SPSS to analyze volume data then try to
understand cost, logistic operation cost and efficiency, product change, their relationship, and etc. Big
data consists of expense of sales, revenue, profit, logistic service cost, inventory cost, logistic time,
procurement process and cost, products. The result will be used to make the right decision of supply
chain process and best policies of supply chain management.

4. Analysis

4.1 Introduction to Research Firm

Taiwan Just In Time Global Enterprise Co., Ltd. (JIT) is located at Kaohsiung Taiwan. Its business
consists of international trade, logistics services and consultancy. JIT income was about one million
from 3PL services and about seven and half millions every year created by 2-3 staffs.

(1) Core competence of JIT

Well-qualified human resources and well-qualified value chain of logistics service such as
customs broker, transportation, forwarder, warehouse, IT service provider, insurance, bank, and so on
are JIT’s partners. James Lee is the president of JIT who is an integrated international logistics
specialist and a professional of international distribution management. All JIT’s staffs have much and
long experience in logistics service.

(2) JIT 3PL operational Model (Fig. 1)

JIT 3PL operational model, according to experience and in-house resources an operational model
to provide great service for SMEs will be explained as the follow. Good IT system, experienced and
integrated capability staffs, and experienced logistics service providers are basic team members in
this operational model. Naturally, highly efficient & standard operation procedures being formulated
are very important.

> Biswas, S., & Sen, J. (2016). A proposed architecture for big data driven supply chain analytics. International Journal
of Supply Chain Management (IUP), 13(3), 7-34.
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Figure 1:
JIT 3PL Operational Model
4.2 Big data analysis
Using more than 16 years data consists of business revenue, product change of time series,
logistic service fee, customers’ orders, location of customer, cost variation, so on. In this research,
business transformation, cost of logistic service, and operational process will be exploring through
the data analysis. The results will be display as the following charts.
(1) Product change

Product | Electronic | Biotech | Logistics | Hardware | Commodity | Others
Service (knowledge
service)
Year
2004 80% 0% 3% 10% 5% 2%
2005 85% 0.2% 4.8% 6% 3% 1%
2006 75% 3% 5% 12% 2% 3%
2007 52% 5% 13% 8% 10% 12%
2008 40% 12% 12% 5% 12% 13%
2009 48% 11% 10% 11% 10% 10%
2010 44% 15% 11% 10% 6% 14%
2011 36% 19% 15% 10% 8% 12%
2012 32% 20% 18% 8% 12% 10%
2013 24% 32% 14% 10% 8% 12%
2014 30% 35% 10% 5% 7% 13%
2015 10% 42% 11% 8% 13% 16%
2016 10% 45% 15% 5% 5% 20%
2017 0% 20% 10% 5% 10% 55%
2018 0% 15% 5% 5% 15% 60%
2019 0% 20% 3% 3% 5% 69%

Management & knowledge service is more important product, then biotech product. According
to the statistics, we found that service products including logistic service, management service,
training service, and etc. are more important business items since profit and assistance of SMEs and
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creating a service team.
(2). Countries
Countries | Taiwan USA Africa | Europe ASEAN Other
(South
America,....)

Year

2004 70% 2% 5% 3% 13% 7%
2005 65% 5% 5% 5% 15% 5%
2006 70% 6% 4% 7% 12% 5%
2007 55% 10% 3% 2% 18% 12%
2008 45% 8% 7% 8% 20% 12%
2009 40% 10% 5% 5% 25% 15%
2010 37% 15% 8% 10% 28% 12%
2011 30% 16% 4% 12% 30% 8%
2012 28% 12% 5% 10% 35% 10%
2013 25% 10% 5% 10% 45% 5%
2014 25% 8% 7% 12% 38% 10%
2015 18% 20% 4% 15% 40% 3%
2016 15% 18% 2% 15% 40% 10%
2017 35% 10% 0% 10% 30% 15%
2018 45% 5% 0% 5% 35% 10%
2019 50% 0% 0% 0% 40% 10%

Taiwan and ASEAN countries are more and more since JIT provides more service products and
Taiwanese government south bound policy. Taiwanese business sectors are more and more. Most of
customers are Taiwanese companies in ASEAN countries. We consider the travel cost & times of
consultants and real time service.

3). Cost Analysis

Cost Logistic Product | Sales Human Others  (travel | Gross
Expense | Resource cost, ...) Profit
Year
2004 17% 53% 5% 5% 1% 19%
2005 17% 52% 4% 6% 1% 20%
2006 16% 51% 4% 5% 2% 22%
2007 15% 50% 5% 5% 1% 24%
2008 15% 48% 4% 3% 2% 28%
2009 14% 47% 4% 4% 2% 29%
2010 14% 47% 4% 4% 1% 30%
2011 13% 47% 4% 4% 2% 30%
2012 13% 48% 4% 4% 2% 29%
2013 12% 40% 4% 3% 2% 35%
2014 12% 40% 3% 4% 3% 38%
2015 11% 45% 4% 4% 2% 34%
2016 11% 44% 4% 4% 2% 35%
2017 15% 10% 5% 30% 10% 30%
2018 10% 0% 10% 35% 10% 35%
2019 5% 0% 5% 40% 10% 40%
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Logistic service cost is lower, product cost is lower, gross profit is higher. Business items are
change to service, the man power expense is more and profit is increasing.

5. Conclusion
The main findings from analyzing the empirical data and the existing theory are in order to

understand the practical current business status as the follows:

Logistic cost is at least 11%.

Product change will be higher margin.

More sales in Taiwan & ASEAN countries.

Sales cost and labor cost is keeping stable even service business.

The business direction meets the government policy.

. Outsourcing strategy is the right policy.
rom the findings we made our policies as the follows:

Investing IT system in SCM is more important issue.

Gross margin is at least 30% and up.

In the small trading company, labor cost should be lower more than 5%.

Managed service is higher margin.

USA, ASEAN countries are the main market in coming years.

To meet the above policies, we found that human quality, SCM capability,
Outsource policy, the human relationship are the most important factors. The business of JIT is
changed to the service including logistics and management diagnosis and assistance to SMEs. The
relationship with government and business top management are the key issues now. In the meantime,
the best service consultant team is also important successful factor for management business. Then
the creation of service KPIs is the basic job of service business. The market research is the most
important thing before kicking off the new business.

Rl e BRI o
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Abstract

Organic food consumption has become a hot topic in the academic field. There is still a gap in
the literature on marketing and consumer psychological motivation, and the moderating effect of
psychological factors has not attracted enough attention. In the future, marketing and psychological
drivers are likely to play an important role and are subject to discussion. In this context, based on the
TRA and SOR model, this paper aims to discuss: Does corporate image and electronic word-of-mouth
affect the intention to buy organic food under the moderating effect of moral identity? Does
impression management motivation and self-efficacy have a moderating effect on the “attitude-
behavioral intention” transformation process in organic consumption? This study expands the factors
affecting organic food consumer behavior, affirms and enriches the application of the two theoretical
models in the field of organic food consumption, and confirms the role of psychological regulatory
factors. It has important practical significance and management enlightenment to enterprise
marketing management mode.

Keywords: corporate image, moral identity, self-efficacy, impression management motivation,
purchase intention

1. Introduction

The International Federation of Organic Agriculture defines organic food as the foods that have
been certified by organic food certification organizations and issued certificates according to organic
food planting standards and production and processing technical specifications Xu (2017). Paul and
Rana (2017) reviewed the literature on the consumption behavior about organic foods in the past 30
years through the literature review. The intention people purchase organic foods is influenced by the
characteristics of organic foods (safety and nutrition, etc.) and the characteristics of consumers
(cognition and income, etc.). And distribution, marketing, ethical consumption and other areas may
help develop the organic food market in the research in the future. Marketing and psychological
drivers are likely to play an important role and are subject to discussion (Ryan & Casidy, 2018; Yen,
2018). Consumer behavior is the process of receiving information of goods, the circumstance to
purchase, and deposing of goods or services. Ultimately, if the person feels that he or she has the
ability to meet the demand, the person will form a strong intention and are more likely to engage in
that behavior (Kouy et al., 2016).

Corporate image and electronic word of mouth have a significant impact on consumer perception
and behavior in the marketing arena (Teng & Lu, 2016; Li et al., 2018). Since the concept of corporate
image has been proposed, it has always been a topic of concern for market management researchers
and practitioners (Ko et al., 2013). According to the existing public data of the network, the Sanlu
Dairy Group's melamine incident caused the corporate image to plummet and eventually went
bankrupt. Corporate image is the vitality of the enterprise, with outstanding guiding force and strong
influence on consumers. Establishing a good corporate image as determined by consumers is an
important mission for green companies (Ko et al., 2013). At the same time, electronic word-of-mouth
is widely spread as a new marketing type because of its speed and accessibility (Michelle, 2018). As

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS) Page |22

an important online information channel, it has an important impact on individual purchasing
decisions and is considered to be the driving force of most industries (Kudeshia & Kumar, 2017).
According to Nielsen's survey, 52% of Internet users search online for product or service reviews
before making a purchase decision. Marketers should design better communication strategies for
specific market segments to achieve effective communication and sales (Sahelices et al., 2018).
Besides, moral identity may play a regulatory role in moral judgments and moral behaviors (Aquino
& Reed, 2002). Impression management motivation is one of the hotspots for behavioral research, it
can promote prosocial behavior (Grant & Mayer, 2009). Self-efficacy is the individual's perception
for environmental and behavioral control (Li et al., 2018). The regulatory effects that these factors
may play have not received sufficient attention. The organic food industry in China has maintained a
relatively fast development trend and as the fourth largest organic food consumer in the word.
Therefore, this study examines the consumers' purchase intention to buy organic foods in the Chinese
market with great development potential.

In summary, the specific motivation for this study is based on The Theory of Reasoned Action
(TRA) and the Stimulus—Organism—Response (SOR Model), which are widely used to predict organic
food consumption (Lee & Yun, 2016). Based on the above-mentioned “attitude-intension” model, this
paper explores the impact of external factors and psychological motivation factors on the purchase
intention towards organic foods in order to increase the market share and competitiveness in the
market. The purpose aims to explore the influence of the corporate image and electronic word-of-
mouth on the purchase intention of organic food under the regulatory effect of moral identity. At the
same time, this paper analyzes the moderating effect of impression management motivation and self-
efficacy on the transformation process of "attitude-behavior intention" in organic consumption. This
study finally expands the theoretical research on the influencing factors of organic food consumption,
provides a new theoretical perspective, puts forward targeted and specific marketing suggestions to
promote the consumption of organic food, and expands and improves the marketing approaches and
methods of organic food consumption. Research questions include: 1. Does corporate image affect
the attitude of consumers? 2. Does electronic word of mouth affect the attitude of consumers? 3. Does
consumer attitude affect purchase intention? 4. Does moral identity regulate the impact of corporate
image on consumer attitudes? 5. Does moral identity regulate the impact of electronic word-of-mouth
on consumer attitudes? 6. Does self-efficacy regulate the impact of consumer attitudes on purchase
intentions? 7. Does impression management motivation regulate the impact of consumer attitudes on
purchase intentions?

2. Theory and Hypothesis Development
2.1 Theory of reasoned action (TRA)

Fishbein and Ajzen (1975) proposed the TRA rational action theory, which argues that behavioral
intention is the direct factor determining behavior, and it is determined by two subjective factors:
behavioral norms and attitudes. Attitude is influenced by the potential earnings beliefs from
individuals and the relative importance of individual perceptions. It is the overall evaluation from
consumers based on comprehensive cognition. Subjective norms are the criteria for judging objective
things formed by individuals in the social life process. They come from the individual norms and the
observance motives. The two theoretical assumptions on TRA are: first, consumer rationality,
intention and behavior are closer; second, the will control consumer behavior, and the specific
intention of individuals to form in a given environment will dominate their subsequent behavioral
performance. In the study of Mei (2007); Lee and Yun (2016) and Yadav and Pathak (2106), they
discussed the purchase intention of organic food with the framework of planned behavior theory.
Therefore, this study materializes the factors that influence attitude (corporate image, electronic
word-of-mouth), establishes a research framework with consumer attitude as the mediating variable,
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and considers the moderating effect of self-efficacy and impression management motivation on the
transformation of "attire-behavioral intention" of consumption.

2.2 Stimulus—organism—response (SOR Model)

In 1926, Woodworth first proposed the “Stimulus—Organism—Response” model, as the S-O-R
model, which explained that external physical stimuli affect human emotional state and influence its
subsequent behavior (Jacoby, 2002). The basic S-O-R model consists of three elements: stimulation,
body and response. Stimulation is usually considered to be external to the individual. An organism is
an intrinsic state produced by environmental stimuli. The response is the final result, which is divided
into proximity behavior and avoidance behavior. The S-O-R model has also been applied to explain
the buying behavior of organic food, two different types of stimulus have been described in previous
literature: object stimulus and psychosocial stimulus (Lee & Yun, 2016; Ryan & Casidy, 2018). The
corporate image and electronic word-of-mouth of organic food are regarded as external stimulating
factors. When this factor stimulates the psychology and emotions of consumer groups, there will be
obvious changes in emotions, attitudes, and internal states, and they will quickly respond to whether
to make a purchase. In this process, individual consumers will actively understand whether the
company’s products meet their own needs and are important to themselves. Therefore, this study
selects consumer moral identity as the moderating variable to verify the corporate image of organic
food and the attitude of electronic word-of-mouth to consumers. At the same time, considering the
self-efficacy and impression management motivation of the two consumers' own psychological
factors on the adjustment of the "body-reaction" transformation link in the SOR model.

2.3 The impact of electronic word of mouth on consumer attitude

Electronic word-of-mouth (EWOM) is the actual or potential consumer's comments on products,
services or companies through blogs, product online forums, and comments are passed to other groups
through the network or organization (Hennig-Thurau et al., 2004). Firms should start EWOM
campaign as early as possible in order to obtain early mover advantage (Bao & Chang, 2016). The
significance of EWOM communication research lies in that it has considerable commercial influence
because it can influence and determine consumer perceptions, evaluations, and behaviors of products,
services, brands, or organizations (Sahelices et al., 2018). In his research on mobile phone brand
attitudes and intention to pay, Kudeshia and Kumar (2017) confirm that positive electronic word-of-
mouth will positively influence consumers' attitudes on mobile phone brand and their intention to pay.
EWOM has a positive predictive effect on consumption (Michelle, 2018; Chu et al., 2018). Based on
the TRA theory and the S-O-R model, active EWOM communication will promote consumers' in-
depth and extensive understanding on organic foods, and then it will generate good attitudes towards
them. Therefore, the hypothesis 1 in this study is proposed as follows:

HI: Electronic word of mouth asserts a significantly positive impact on consumer’s attitude.
2.4 The impact of corporate image on consumer attitude

Corporate image is the end result for all the experiences, impressions, beliefs, feelings and
knowledge in a company (Worcester, 2009). Corporate image in green marketing is the ultimate result
for people's knowledge, beliefs, thoughts, feelings or impressions from an organization in terms of
social responsibility, product image and corporate reputation (Ko et al., 2013). Consumers will have
a preconceived attitude based on different perceptions in the company and influence the final products
choice (Kang et al., 2003). The corporate image in the catering industry will significantly affect
consumer satisfaction and will influence consumer intention (Wu, 2013; Ashraf et al., 2018). Good
corporate reputation positively affects the consumption on organic foods (Mohd, 2018), and most
scholars believe that corporate image and corporate reputation are synonymous (Gotsi & Wilson,
2001). Based on the TRA theory and the S-O-R model, if an organic food company has a good
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corporate image, it will enhance the positive and positive effect on the consumer attitude. Therefore,
the hypothesis 2 in this study is as follows:

H2: Corporate image has a significantly positive impact on consumer’s attitude.

2.5 The impact of consumer attitudes on purchase intention

Consumer attitudes are consumers' evaluations on products, purchase processes, or themselves
based on a comprehensive perception (Burton et al, 1998). When consumers are stimulated by
relevant information about a product, they will generate attitudes based on past experience (Sengupta
and Fitzsimons, 2000). Consumer attitudes are the determining factor in the intention to buy green
products (Arli et al., 2018). Consumers' intention to buy organic food is determined by utilitarian
attitudes ((Lee & Yun, 2016)). Therefore, the hypothesis 3 in this study is presented as follows:

H3: Consumer’s attitude has a significantly positive impact on purchase intention.
2.6 The moderating effect of moral identity

Moral identity is a moral trait that can be organized in relation to ethical behavior, and that people
with the same qualities will take this behavior (Aquino & Reed, 2002). Green consumers are
ecologically conscious, consumers with high moral identity have stronger green preferences, and
moral identity causes different perceptions (Laroche et al., 2016). Individuals with higher moral
identity are more concerned with moral-related self or contextual information, and their moral identity
is more likely to serve as a moral self-regulation mechanism to stimulate moral judgment and
behavior (Lapsley & Lasky, 2001; Matherne et al., 2018; Patrick et al., 2018). The higher the
consumers have moral identity, the better the image a good organic food company have and the
goodwill that electronic word-of-mouth on the green level. Therefore, the hypotheses 4 and 5 in this
study are as follows:

H4: Corporate image has a significantly positive impact on consumer attitude under different
consumer's moral identity level. With increasing consumer's moral identity level, corporate image
has a stronger impact on consumer’s attitude.

HS5: Electronic word of mouth has a significantly positive impact on consumer attitude under different
consumer's moral identity level. With increasing consumer's moral identity level, electronic word of
mouth has a stronger impact on consumer attitude.

2.7 The moderating effect of self-efficacy

Self-efficacy refers to the individual's perceived control for the environment and behavior
(Rodgers et al., 2008). Consumers with high self-efficacy have confidence in their abilities and will
work hard to complete the purchase. Individuals believe that they have the ability to dominate specific
behaviors (Li et al., 2018). Self-efficacy has a strong explanatory power for consumers' environmental
consumption behaviors (Straughan & Roberts, 1999). Consumers with higher efficacy, the correlation
between environmental consumption attitudes and environmental consumption behaviors will
stronger (Berger and Corbin, 1992). Regarding organic food consumption, people with high self-
efficacy tend to pay more for paying premiums and environmental protection. Therefore, the
hypothesis 6 in this study is as follows:

H6: Consumer's attitude has a significantly positive impact on purchase intention under different
consumer's self-efficacy level. With increasing consumer's self-efficacy level, consumer's attitude has
a stronger impact on purchase intention.

2.8 The moderating effect of impression management motivation

Impression management motivation reflects the desire to create a particular impression in the
minds (Wooten & Reed, 2000). Finkelstein and Penner (2004) define impression management
motivation as “hoping to maintain a positive image and appear more in contexts related to the
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environment. When a person has a strong impression management motivation, they will do something
characteristic to make them seem more moral (Jones et al., 2017). When consumers buy green
products in public, they will increase their purchases because it is an altruistic behavior approved by
the society (Griskevicius et al., 2010). People buy organic foods in the hope of getting credit for pro-
social behavior. Therefore, the hypothesis 7 in this study is presented as follows:

H7: Consumer's attitude has a significantly positive impact on purchase intention under different
motivation of consumer's impression management level. With increasing motivation of consumer's
impression management level, consumer's attitude has a stronger impact on purchase intention.

3 Research Methodology

Section headings: should be left justified, with the first letter capitalized and numbered
consecutively, starting with the Introduction. Sub-section headings should be in capital and lower-
case italic letters, numbered 1.1, 1.2, etc., and left justified, with second and subsequent lines indented.

3.1 Conceptual framework

Based on the "attitude- Purchase Intention" model in the theory of rational behavior and the SOR
theory, this study constructed an organic food purchase intention model by taking the two variables
of organic food corporate image and electronic public praise as external stimulus and consumer
attitude as the mediating variable. Considering the moderating effects of self-efficacy, impression
management motivation and moral identity, the following research framework is proposed. Figure 1
presents the conceptual framework of this study.

Electronic Self-efficacy
Word of Mouth
H1(+)
H6(+)
H5(+)
Moral Identity Consumer's Attitude x Purchase Intention
H3(+)
H4(+) H7(+)
H2(+)

Impression Management

Corporate Image v
Motivation

Figure 1

Conceptual framework

3.2 Operational definition of variables

The definitions of this study are summarized in table 1.
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Table 1
Definition of variables

Variables Definition Resources
Electronic Any comments made by real, potential or past Hennig et al.
Word of consumers about organic foods will have a broader (2004)
Mouth impact on the web.
Corporate It is the final result of people's knowledge, beliefs, Ko et al. (2013)
Image thoughts, feelings or impressions on organic food

companies.
Consumer's ~ When consumers are stimulated about organic food- Sengupta and
Attitude related information, they evaluate the product, the Fitzsimons (2000);

purchase process, or itself based on a comprehensive Burton et al.,

perception. (1998)
Purchase The possibility of consumers buying organic food. Yadav and Pathak
Intention (2016)
Moral It is a self-concept formed around a series of moral Aquino and Reed
Identity characteristics, a psychological representation on a (2002)

person's moral traits.
Self-efficacy Consumers' confidence in their own abilities Rodgers et al.

(2008);

Impression ~ Consumers want to maintain a positive image Finkelstein and
Management Penner (2004)
Motivation

3.3 Measurement

Regarding the measurement project on electronic word-of-mouth, this study combines the scale
of Bambauer and Mangold (2011) to design an 8-item scale for electronic word-of-mouth. Regarding
the corporate image measurement project, this study combines the Ko’s (2013) scale to design a 9-
item scale for corporate image. With regard to the measurement project on consumer attitude, this
study combines with the scale of the Wang (2015), designs the consumer attitude 6-item scale.
Regarding the measurement project on purchasing intention, this study uses Teng and Lu’s (2016) 5-
item scale for purchase intention. For measuring moral identity, this study uses the 13-item scale
developed by Aquino and Reed (Aquino & Reed, 2002). Since the general self-efficacy scale is
intended to broadly and steadily measure consumers' beliefs about responding effectively to stress
situations, this study uses the 10-item scale GSES developed by Schwarzer and Born (1997). For
measuring impression management motivation, this study takes the Scheier and Carver’s (1985) 7-
item scale. For each item uses the Likert five-level scale to measure the respondents' responses. The
tone is from objection to approval. The scores range from 1 to 5, where 1 means strongly disagree,
and 5 means strongly agree.

Previous studies on organic food consumption have shown that consumers' social statistical
characteristics have an impact on organic food consumption, including: the education level and
consumers income, which significantly affect consumers' demand for organic food (Paul & Rana,
2017). Age and female respondents have an impact on organic food preferences (Xu, 2017). Therefore,
the above statistical features are used as control variables in this study.
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3.4 Sampling design and data analysis

Beijing is China's political, economic, and cultural center. With a large population, urban
residents are more likely to afford high-level consumption and better understand organic food
(Prentice et al., 2017). In the sample selection, this study adopts the convenience sampling method in
non-random sampling. The investigators collect the data through questionnaires in various
supermarkets, organic food stores and community websites.

In the sample calculation formula derived by Dillman (2000), a valid sample size of 384 persons
is required to achieve a 95% confidence level with a sampling error of less than 5% in the case of a
large maternal range. If it is a regional study, the average sample size should be between 500 and
1000 (Sudman, 1976). In this study, the convenience sampling method of non-random sampling was
adopted to complete the collection of consumer data through questionnaire survey at the entrances
and exits of supermarkets and residential community networks. In this study, 500 questionnaires were
collected and set through the questionnaire star, and electronic questionnaires were distributed in
shopping malls, organic food sales areas and residents’ community networks. At the top of the
questionnaire is the following: "please recall any organic food products you have purchased or are
planning to purchase in the last year and answer the following questions.

The SPSS and AMOS are used for data analysis and comparison. Using Cronbach’s a value to
examine if the measure of variables in this paper meets the requirements of consistency, using AVE
and CR value to examine convergent validity and using the square root of the AVE and correlation
coefficient to examine discriminant validity, and using stepwise regression analysis to test hypothesis.

4 Data Analysis

4.1 Sample description

A total of 413 valid sample data are recovered in this study, and the effective recovery rate is
82.6%. The sample characteristics are: the number of women is slightly higher, the number of young
and middle-aged people is slightly higher, and most consumers are of higher education and upper
income. This is consistent with the sample distribution characteristics surveyed by scholars who have
studied organic food consumption in the past (Lee & Yun, 2016; Yen, 2018).

4.2 Reliability and validity analysis

The purpose of reliability is to examine the level of non-error in measurement, which means to
examine the consistency of measurement. This study adopts Cronbach’s a value as a tool for
reliability examination. The examination result of this study shows that, Cronbach’s a value in every
variable is higher than 0.8 (Cronbach’s a value of Electronic Word of Mouth is 0.891, Corporate
Image is 0.913, Moral Identity is 0.93, Consumer's Attitude is 0.898, Impression Management
Motivation is 0.878, Self-efficacy is 0.924, Purchase Intention is 0.868), which means high reliability.
It also shows that every variable has a fairly good internal consistency (Fornell & Larcker, 1981).

Validity means measuring tool can measure the level of intended-to-measure object. The content
validity, convergent validity, and discriminant validity were used in this paper to examine the validity
of the questionnaire. Content validity is performed based on the researcher's professional ability to
judge subjectively if the selected scale can measure the researcher's intended-to-measure feature
correctly. The items explored in this study are based on relevant theory. This inventory or measuring
item was used by many scholars. In addition, we carried out a pre-test and did some revises before
setting out the questionnaire. Therefore, the questionnaire as a measuring tool used in this study
should meet the requirement of content validity.

According to the statistical results, the model fit indexes are as following: chi-square degree of
freedom ratio is 1.432, less than 2, indicating that the model fitting is acceptable (Carmines & Mclver,
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1981). GFI is 0.866, AGFI is 0.847, AGFI is 0.833, [F1 is 0.950, CFI is 0.950. The model fit indexes
are all greater than 0.80, indicating that the model fitting is acceptable (Bentler, 1987). SRMR is
0.039, less than 0.5, RMSEA is 0.032, less than 0.08, indicates the well model fitness (Browne &
Cudeck, 1993).

This study applies further confirmatory factor analysis to examine the convergent validity and
discriminant validity. The result is shown as following and table 3. The minimum factor of the
normalized factor loading of all variables is 0.663, the minimum value of CR (Composite Reliability)
is 0.870, and the minimum value of AVE is 0.508, which means has good convergence validity (Bulut
& Karabulut, 2018). And compared with the correlation coefficients of the two variables, the square
root of the average variation extraction of each observation index is greater than the correlation
coefficient, which means this study has good discriminant validity (Fornell & Larcker, 1981). The
analysis data is shown in the table 2.

Table 2
Discriminant validity and correlation analysis
Electronic . Impression
Factor Word of Corporate Cor}sumer S Mora} Self-efficacy Management Purchgse
Mouth Image Attitude Identity Mofivation Intention
Electronic
Word of 0.7123
Corporate 359%* 0.7342
Consumer's % %
Attitude 536 562 0.7727
Moral A403%** 320%* 524 0.7389
Self-efficacy 222 191%** .109* 225%* 0.7143
Impression
Management 365%* J355%* J321%* 353%* 202%* 0.7423
Motivation
Purchase 559%% 569%F  636%*F  520%%  3]2%x 515% 0.757
Intention

Note: Significance level : *p<0.05; **p<0.01; ***p<0.00
C. Hypothesis Testing

The data collected in this study adopts stepwise regression analysis to verify the hypothesis. 22
stepwise regression models were developed to test hypothesis. The hypothesis testing result is shown
as Table 3 and Table 4.

Base on the testing result from model 2 in Table 3, the explanatory power of model 2 is 25.5%,
and p value that determinates the good of fitness is 0.000 <0.001, which means it reach statistical
significance. This also means that electronic word of mouth does significantly influence the
consumer's attitude, and the regression coefficient is 0.541, which shows that the electronic word of
mouth has a significantly positive impact on the consumer's attitude. Therefore, the H1 is strongly
supported. Meanwhile, based on the testing result from model 3 in Table 3, the explanatory power of
model 3 is 30.2%, and p value that determinates the good of fitness is 0.000<0.001, which means it
reach statistical significance. This also means that corporate image does significantly influence the
consumer's attitude, and the regression coefficient is 0.554, which shows that the corporate image has
a significantly positive impact on the consumer's attitude. Therefore, the H2 is strongly supported.
Furthermore, based on the testing result from model 7 in Table 3, the explanatory power of model 7
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Table 3
Stepwise regression analysis of direct effect and mediating effect
Consumer's Attitude Purchase Intention
M1 M2 M3 M4 M5 M6 M7 MS M9
p p p p p p p p p
gender -0.144%** 0.037 -0.137** -0.155%* 0.033 -0.149%%** -0.066 0.016 0.088*
age 0.112* 0.015 0.09* 0.104* 0.003 0.820* 0.035 -0.004 -0.042
Education level 0.012 -0.019 0.033 0.051 0.019 0.073 0.044 0.028 0.058
Average monthly income 0.107* 0.037 0.046 0.162%* 0.089* 0.100* 0.096 0.072 0.080*
Electronic Word of Mouth 0.541%** 0.563*** 0.310%**
Corporate Image 0.554*** 0.558%** 0.313%**
Consumer's Attitude 0.619%** 0.468*** 0.442%**
R? 0.036 0.291 0.339 0.048 0.324 0.354 0.417 0.479 0.483
Adjust R? 0.027 0.282 0.330 0.038 0.315 0.346 0.410 0.471 0.475
AR? 0.036 0.255 0.302 0.048 0.276 0.306 0.369 0.431 0.435
F 3.835%* 33.434%%*% 4] 673%** 5.118%*%%* 38.957* %% 44 557*** 5@ 241*** 62 113%**  63.24]***

Note: *: p<0.05; **: p<0.01; ***: p<0.001; The independent variable of M1-M3 is consumer's attitude and The independent variable of M4-M9 is purchase intention
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Table 4
Stepwise regression analysis of moderating effect
Consumer's Attitude Purchase Intention
MI10 M1l MI12 MI13 M14 M15 Ml16 M17 MI18 M19 M20 M21 M22
p p p p p p p p p p p p p
gender - 0.037  0.028  0.036 - - - - -0.066  -0.061  -0.052 - -
age 0.112  0.015  0.024 0.025 0.09* 0.077* 0.085* 0.104  0.035 0.021  0.024 0015 0.012
Education level 0.012 -0.019 -0.019 -0.02  0.033 0.02 0.026  0.051 0.044 0.03 0.029  0.048  0.051
. * *
Average monthly income 0107 0037 -0018 -0016 0046 -0017 -0.018 192 0006x 00s* oo0sx 0097 0.105
Electronic Word of Mouth O'?:il i 0'3*21 i O.AﬁS*
Moral Identity 0.369%  0.348* 0.373*  0.400%*
Corporate Image 0.554* 0.438* 0.421*
Electronic Word of MouthxMoral 0.113*
Identity *
*
Corporate ImagexMoral Identity 0. 130
Consumer's Attitude 0.619* 0.596* 0.599* 0.509* 0.554*
Self-efficacy 0.238*  0.183*
* *
Impression Management Motivation 0'117 0.%25
*
Consumer's AttitudexSelf-efficacy O'iil
Consumer's Attitudex Impression 0.154*
Management Motivation o
R? 0.036 0291 0402 0414 0339 0402 0468 0.048 0417 0473 0528 0.525 0.544
Adjust R? 0.027 0.282 0393 0404 0330 0393 0458  0.038 0.41 0.465  0.520 0518  0.536
AR? 0.036 0255 0.111 0.012 0302 0.111  0.009 0.048 0369 0.056 0.055 0.108 0.019
F 3.835 33434 45488 40.838 41.673 45488 50.832 5.118 58241 60.648 64.657 74.692 69.026

Note: *: p<0.05; **: p<0.01; ***: p<0.001;The independent variable of M1-M16 is consumer's attitude and The independent variable of M17-M22 is purchase intention
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is 36.9%, and p value that determinates the good of fitness is 0.000<0.001, which means it
reach statistical significance. This also means that consumer's attitude does significantly
influence the purchase intention, and the regression coefficient is 0.619, which shows that the
consumer's attitude has a significantly positive impact on the purchase intention. Therefore, the
H3 is strongly supported.

According to the above result, it is consistent with previous studies, such as Lee and Yun,
(2016) and Sahelices et al. (2018) found that electronic word-of-mouth can influence and
determine consumers' cognition, evaluation and behavior of products. The accumulation of
good electronic word-of-mouth can make information be transmitted to all corners and kept for
a long time, and positive electronic word-of-mouth can promote consumers to have a good
evaluation or attitude towards products. Due to consumers' different cognition of corporate
image information, consumers' understanding of corporate products and other information will
be affected, and then preconceived attitudes will be generated. If an enterprise has a good
corporate image, it will improve its cognition and evaluation of consumption, that is, improve
the positive and positive attitude of consumers. The consumption attitude of organic food is
mainly based on the subjective cognitive results of individual consumers. The consumption
tendency of consumers can be reflected by the consumption attitude, and the positive consumer
attitude can accurately predict the positive purchase intention of consumers.

Base on the testing result from model 5 to model 8 and model 6 to model 9 in Table 3, after
added the consumer attitude, the significant effect of electronic word-of-mouth and corporate
image on purchasing intention decreased from 0.563 to 0.310 and from 0.558 to 0.313, however,
both p value that determinates the good of fitness are 0.000<0.001, which means it reach
statistical significance. Therefore, consumer attitude has partial mediating effect (Baron and
Kenny, 1986). So the electronic word-of-mouth and corporate image of organic food can have
an impact on the purchase intention through consumer attitude, and can also directly affect the
purchase intention.

Base on the testing result from model 13 in Table 4, the regression coefficient of interaction
term of electronic word of mouth and moral identity on consumer attitude is 0.113 and
determinates the good of fitness is 0.000 < 0.001, which means it reach statistical significance.
Base on the testing result from model 16 in Table 4, The regression coefficient of interaction
item of corporate image and moral identity on consumer attitude is 0.100 and determinates the
good of fitness 1s 0.000 <0.001. Therefore, moral identity plays a significant positive regulating
role in the influence of electronic word of mouth and corporate image on consumer attitude.
This is consistent with previous research of Aquino and Reed (2002) and Lapsley, and Lasky
(2001): As a moderating variable, moral identification plays a moderating role in moral
judgment or moral behavior. If a consumer has a higher moral identity, his subjectivity of
paying attention to moral information and moral responsibility will be stronger, and he will
even stimulate his moral judgment through the interactive adjustment effect. The purchase of
organic food belongs to the category of moral consumption. The higher the consumers' moral
identification, the more sensitive they are to altruistic moral factors and behaviors. In other
words, the corporate image and electronic public praise of organic food will enhance the
goodwill of consumers in the level of moral consumption. Therefore, H4 and HS in this study
are supported. The analysis data is shown in the table 4.

Base on the testing result from model 20 in Table 4, the regression coefficient of interaction
items of consumer attitude and self-efficacy on purchase intention is =0.241, p<0.001.
Meanwhile, Base on the testing result from model 22 in Table 4, the regression coefficient of
interaction items of consumer attitude and impression management motivation on purchase
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intention is f=0.154, p<0.001. Self-efficacy and impression management motivation have a
significant positive regulating effect on the influence of consumer attitude on purchase intention.
This is consistent with previous studies, such as Li et al. (2018) and Straughan and Roberts
(1999), both they point out the sense of efficacy possessed by individual consumers can have a
positive regulating effect on their attitudes and behaviors of choosing consumption. That is to
say, the stronger their sense of efficacy is, the higher their initiative in choosing consumption
will be, and they will try their best to complete the purchase. When consumers have a stronger
sense of self-efficacy, they are more optimistic to deal with problems in the consumption
process, have more confidence in the cost of organic food consumption or environmental
protection, and thus have a higher tendency in purchase intention. In addition, when a social
individual has strong impression management motivation, he will often carry out some
behaviors that make others see him as having very moral qualities. Impression management
motivation can promote consumers' moral consumption behavior. That is to say, consumers
with high impression management motivation are more willing to use moral products to reflect
their responsibility image, so as to win others' favor or even appreciation and maintain their
reputation and social status. While buying organic food is an altruistic behavior and closely
related to their social status. Therefore, H6 and H7 in this study are supported. The analysis
data is shown in the table 4.

5. Conclusion and Discussion
5.1 Conclusion

In the field of organic food consumption, the conclusion is that corporate image and e-
word-of-mouth positively affect consumer attitudes, and consumers with higher moral identity
have stronger influence. At the same time, the stronger the consumers' sense of self-efficacy
and impression management machine, the stronger the positive influence of consumers' attitude
on purchasing intention will be. All the hypotheses in this study are supported. The results of
this study are consistent with those of previous scholars.

5.2 Contribution

Firstly, this study determines the effects of corporate image, electronic word-of-mouth,
moral identity, impression management motivation, and self-efficacy in this field. The two
theoretical models are further enriched by the introduction of regulating variables. This study
also further confirms the role of the psychological regulatory factors of consumers in the
transformation process of "attitudinal - behavioral intention" of organic consumption. Therefore,
this study enriches the research content of organic food consumer behavior theory and provides
a new theoretical perspective for the research of organic food consumer behavior. Secondly,
the competition in the industry is becoming increasingly prominent. This research has important
practical significance and management enlightenment to the marketing management methods
of enterprises. Marketing suggestions based on theoretical basis can provide a wider range of
means for the promotion and marketing strategies of organic food companies, and can
standardize and guide consumers' organic food purchase decisions.

5.3 Management implication

The shaping of corporate image is the basis for organic food enterprises to maintain long-
term vitality and vitality. Enterprises should establish good external relations (government,
media and users) and maintain multiple social relations. Enterprises should assume more social
responsibilities and participate in more social public welfare undertakings. If you do not want
to invest too much energy and money in corporate image, the most basic thing is to maintain
the existing corporate image level, in order to avoid the competition from the industry. Organic
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food enterprises are particularly important for the cultivation of electronic word of mouth,
which can be carried out in the following aspects: first, enterprises enter into high-quality e-
marketing platform. Second, enterprises should provide good online marketing services and
after-sales services to accumulate positive electronic reputation. Third, it is recommended to
promote professional electronic word of mouth sender, and cooperate with nutrition experts,
doctors and other personnel with high professional knowledge. Organic food enterprises should
pay attention to the experience and publicity of interaction and perception. Enterprises can carry
out organic food knowledge lectures, cooking contests and organic food base experience to
increase the involvement of consumers. The purpose is to promote organic food to establish a
good corporate image and electronic reputation.

In addition, considering the psychological characteristics of consumers, enterprises should
strengthen the dissemination of the universal, self-interested and altruistic characteristics of
organic food consumption. Let consumers feel the normalization of organic consumption and
perceive the influence and recognition of their behavior on the environmental protection cause
and the whole society. For example, the media advertisement displays the moral related
elements, the packaging design conveys the advantage information of organic food, and the
consumers in different regions adopt targeted marketing methods (environmental protection
and pro-social characteristics), expand the sales channels of community franchised stores and
takeaway stores, and conduct appropriate promotion or purchase.

5.4 Limitations and prospects of the study

First of all, this study uses the method of situational experiment and conducts research
through questionnaire survey. There is no distinction of organic food, so there may be deviation.
It is suggested that future research can analyze the category of organic food in detail, such as
brands or enterprises, and study it in the real market environment. Secondly, this study takes
the Chinese market as the research center. Although the number of samples meets the statistical
requirements, the survey samples are effective. However, there are some regional limitations
and sample singleness. Thirdly, people often publish or inquire about the evaluation of a certain
product on the Internet. In the future, the impact of the potency of organic food and the quality
of delivery platform on consumers' purchasing intention can be carried out in the research.
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Abstract

In order to resolve the issue of abandoned stray cats and dogs in Taiwan, this study designed
the “Pet Relay Station” multi-functional auxiliary adoption platform. This platform uses the
App as the interface and the Internet of Things Technology which allows stray animal shelters
to update stray animal information in real time. The platform provides a question-and-answer
system combined with social interaction to answer user adoption questions. If people want to
adopt stray cats and dogs, they can carry out one-stop adoption procedures on this platform
which are very easily completed. This research hopes to improve the situation of stray animals
sleeping on the streets through the establishment of an innovative business technology platform.
At the same time, the owners who wish to adopt pets can watch the status of stray animals
reported on the platform without being restricted by the shelter’s business hours, making the
process much more convenient.

Keywords: stray animals, euthanasia, internet of things, pet keeping, O20 e-commerce model
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Abstract

At present, many people like to collect valuable fashion brand sports goods, but they always make
a choice between new or second-hand products, and are annoyed by the authenticity of some limited
edition products. There is no one specifically designed for fashion brand sports goods. Online trading
platform. Focusing on this, this research designed an online information sharing platform to allow
consumers who love fashion brand sports goods to purchase goods easily and safely. This platform uses
cloud imaging technology to identify the needs of consumers. In this way, it can allow fashion brand
sports goods merchants to quickly expand their sales territory, and consumers can purchase products
easily and securely, achieving information sharing and creating a win-win situation.

Keywords: sports industry, trendy sports commodity, used commodity, cloud application technology,

information sharing platform

BB 3 5 & FAT SRR 5T
BT | SUHLIE 2 SR S R E 4 AR S
S BT SR R

>joef@mail.chihlee.edu.tw

WE

A 12 A B AT O LM 30 B, LSRR B 0 B O,
TR BRI G OB BRI PR, B RIS — | LR 30 8 BT e 0 22 5
T FHRTI, APICRI MBI A, L E RIS & 00 S e i
H A0 R0 e JCT £ 0 SR BASBAAIBI R AR, SBILIEA R, sl
WNICE AT BT, DO R R, O % AR L e LM S B, KB U
SRR
X A, WVUEITR. STR. SRER. BT
1. %i

FEEERREDLAE T U RIS & IR, RN KAORIHL, V5% AGEHI (Resell) HRik
Wes, (T 175 VF 2 R, AL A HRR. I Air Jordan BREESLE LT
FIRITHOGEIIIEENRE, WA 12 (EIBERI R, 8T 0 0 A LISERRBE RO TR AR, A 52
RIBE, AT PEERR S A, IR TR K, 6T HERE i, AT
T A LTI TR A AT, [N, W68 Owr e, S8R
I ICCHE UM, AR AT B L, 5 A 0SB TERR A

AR RAFEIE ML G R, ( RZWNIE SN R AL, — R S Rk

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS) Page |56

ATRE B KR EANEE . BN FIE s AR RAT, 1R 2 RS S Bh L 2R AT DALE AR B
F, WHSKERZ A5, 2SI ZFE iR EZMA XS 8, HAX
MEBIMEIR T2 0. BRI R [BETE] P&, RN T RSN 2T
g, &tk ERIZETS (OTO , Online to Offline) B HL TR S5 LT IR FE . AW A
HEBIA R LL NI AT H 1

= MAACF RS E T RE, K T IRE R MBI E, R E T A I 5 SN
S, RO R BN, (RIS B b B P BE NS 2 I SE R i

o APEaBEd KRS, R RGEYIL, WS 3R R L H A RE T
IR U o

2. CHERIR VY

s

—. Bzl

WET (2015) YONREE RSB F5R 5 RIETE, W RIEERES T LM hE
Bl s 1At EBIFERAR T, REEshFSNERLIE RN TE, SR
8] & AR HEh I 3 WAd 3 C SO BUR 32 ZERE H AR R (2016) 48 USRS SRR AR
17, BB EIE AR . BRSE KAB 3l i L 58 S ok, e e ez s A dh
ekt i (NIKE) Wil fE R A 40 SR — 7 MRS s s, A e skissh l moe sk, 5
RIS RAB) T I Rv LK R PR B B S AT Tk s8R S A J5E (2015) WoNigsh 51k
IS FF A 2 TARRBRAT A (B 35 30, SO B0 RAERE . BECOLELS IR R TT . BRI
AT AR R BEE R B0 AR AR T s R i Sh BB R, AMUfet 7 Ia s R IS5 AR 5 Ml i) B
AR, Sl 1 iashg B iR L.

MBS &R (2013) W NIE SRk C oy 2 BRIE B 22 5% k. 183K ]k AE
Tt LR R AT R R R Az o IR IS G W R (2016) YONTEEBRETFAN TR
T, BUFESTTEABR B i A st s dy, BT M. & EL x5 B0y, ash™
W E N R R AT &S EE. TR0 (2016) WNIEEN LR —NErX i, RERHERIZE)
AT N AT I A B B MBI 55 45V 2, LU R KRR ) iSRG, X&) HprE
FEEGR AL s AR AR S5 T DAAH B A

AHEFEM A L SCHRAF RN, 323077 Mk Rl 25 Ak AR IE DU AR TS RS i el A 32 21 ke N FAL
In_E HBr A A ALK AR NATTREREIN Bt B 215 iz sh 38 5, 1l ATz B IR Bz 5 1
HENE, @R SR AR AL, BT AREOR, s i B R IR

ojn

—. T

LR (2011) IAIESER, ARRMRERE VLR, AT [ESCERIH ] ek
#aeEsz, BAETFENYSEI@EE LIRS, FEE 2014) RIFEMEEHS WA BT Z 80,
CFRGEAR E B BRI B PRI KRB SR E AL KRR AL AR
IPEEDURR T G 2, (HIEZ AR TN E . Levinthal and Purohit (1989) AN
ZFr AR R UM S TR R HANE, N TR RIEEEENNE A SR EHEE; R
AR A W RE T EMRNE. BT HEBEFWNL S L FrR e EEZ R R
WG TE], S EM 55, FRUIAS. SEAHME. IS TR (2020) YONZEE G IBYI BT K1)
Wt Wi Emmr X, SHELREN, AWFH C2C BT S, AliE—LIN.
RB R E A, BRI ABREL R 7 0K I iz ik 2 8L, RAEAMER R, ] LA —F
e it 4D T R

WETF (2011) R IRER, WF2AHEERCERSIEHAALR [PEH8H2 ],
[HeF0ih ] RO EAEE, ERNBUFNE SRS, MR BATHEIRZE S HES), 1R E

Vol. 1 No. 1 2021


about:blank
about:blank

Journal of China-ASEAN Studies (JCAS) Page |57

MR e 2 Esh AN H T i, BRibz g, KA, b I R 2
PIEAEY. 32k 2011 KIFEHA, —FHM. “F5HE. “PHEENGRETYERE
e bIrEas, SR HARNKHE A CafEA. WM KK =T th 22 5| H ABUT E
. Horne and Maddrell (2016) &I — T BE47 HA Rl T8 i b (RIRFIE 2 #9738 1 A A 2L T,
T BT R A 2 R B R R B LEAT AR LR, 3R A e AR N T Gt AR I AT
He) H bR 2 E e ? oA B A

AHFFE I CA L SCRRAS A, AT R SRR L IR m A, DRV SR
SERS IR, 2R RGN, XRAZHITESE S, RS 25 5 sRAS W 2 8k,
NIRRT KRS - F R S A RIS R SR R, DRI R R R B AR
=. mitisH

AFHH (2018) YN H il 3 2 C AR E T\ B R RS . ZinisE g
S, K e KIS SR R b (2 F RS . BEFRATR (2017) RBLE AR V£ etk B 5%
DLz Bz T E PR MM S BN AT, S EDD KB iR R EL . Hh e T
HWATHEFN [ mumigH ) 1Bk, AMUEINGE ARG BT Lo rEE ik, DARIF B R
(RS X 5, AEIZRR RS HR T BT (2019) NN B IEH (Cloud Computing) #2& —FhFET- W]
B X 25 32 55 i A7 7 3K, 3 P A SRR A BRI O AR, AR R i % o ¢ i R L At 2 B Ao
H, HEHEL. LH AR RFRE .

R (2019) A 2 Biids 52 — Mo et AR Fr A7 i 2E 3K W o iy AN 2 TS LR A 4
o, AT DI T S A T A I 7 O B RORE, A AR BURME B SRR T, A R A
(R ZE 5 LA SERIE o 5KAIEL (2017) A BEZEHT 0 2 dida SR 55 A ARE L dE AT, HEU0A
Wy B FT U R SR AT A PG, DRI OR R AP AL AR R 2 IR s RE DI DAEYE . 2R %% (2019)
T PR MK TR 2% I SRR, 2308 A TR I TR R 3, A1 Y RV ) S B 5
R, TR P A AR HE DL R EE L — APk

AHTFEMCAESTIRAG R, 2 BB R & B i Ekae 71, B mimml DA%
Hodgl. IR RO RR A, BER SR BT 9t . AU SUH H iR 2Rt ain BT 6, &
SRS E T 2 R AR BRI R BT, TR SRR

M. widteEra

KV (2016) IAFER T ESR T RNl BURIMERITE T8 M7 e 52
Wi, EREG AFHERAOEET, SEARKFHERILEDTF, B2l ET MmN FiE
HITERE, XAERUEER B2 RINEILE . AR (2018) YW EIRA A BHRCE, LAEEL] 5
P, ZRIKEEN SN ABORK R E L, 1 BRI Z R AT L R E ATF, AT
ZTE R AR RIALESMAAE (2006) NFTIE BRI SR K IR B4 3% Y 25 i i
e, BT AN —3, BEASTMHEMRIT . TR0 =TS 2 8 SR SRS 3,
LEWLM A SR A AR HA I AT N .

it 22 8¢ (2016) $EHE T BRI, WORERE 74 DI R R Sy b LB R, 4
DL T S A v A7 6 1) 05 O IE A TN Y B, BRI AE A R B b B g E s BRI AR . BRI
(2017) WNIZEIE R & 7] DL AR BEAN T 37 B0 1), B D0 AE A (1) RE 3 2 2 AR G B, I
PORSL 5, AN AR B AAE, SRR T KR 48 A S ) R AR DA
KRR BRI A . 8 TUE (2016) A A www 7E Internet #3535 ¥ IL 2 & HHE B (0,
1M XML & 4% HTML Z J5 #i—1X Web #H5¢ R4k B Z I HR

e ERSHE IR TR, AT AT DLHELR T SIS 10 (1 Tz 3 kb R A 18 S
d SRS S, N EX TR R R RS SR, s SR RISk AE, b S
IBHBOR, i umnl DA I 1A A RR G, BER 3R S50 98, TR DT IR
o BLEEE RMBHILE TG,

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS) Page |58
3. mERFAE
—. RGELEH

A App Rgientoh [N ], CRE T 2RI, KA TR, M AR BORAHE
ER MR EE RGIIRE. ARG EERMEIZZ IR L EIER], LM EaEL 148
W] LR24, HMBEIE S RGN EER S —REME (SRARZO FrEi;
Jr b W SEALE B 34T R G gEd, AR SR BOR N G, SR (A 3 BE A PR R 55 b e

. TR
B—& [BHENE] MARGEARER. AR A R G063 um 3220 A0 KIhEE,
SREX . RS . AR X

W

==F=mE S HERS T

|

i i
{Eﬁﬁgﬁikﬂ o |

e |

K— RS

= E Y
FaaeNy D). HEFEREHEEZNIZEHT. TFIR .

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS)

R RGENLE T HERAE R

1 KA RG

2. A i 7]

3. SN[

FEIIREN D7) SRR RS2 NIsshf . R,

RZPAT AR U R

Page |59

Vol. 1 No. 1 2021

1. BT 7= i 2. W) LT 3. B N HTH]
M'"" S S8hE
——— FrB Em

EE |
T ——
FEDRE N (R ], DIRe AR pbA A 2 55 A @l [l 2. FEER =



Journal of China-ASEAN Studies (JCAS)

Page | 60
K= ESBAV R E
1T ity 5 14 2B EKX 3. s AR
e | (A | o || [Fo
A || mEE DU IR | g :
fin [ i H . Et—_ WARNE
SEhE @
€
— @

RR=RZLEVSN QN O ED BRI S O e E A g PR E B I

R A NBERI T HERAE DR

LA N BER} WNig
ALK, EER A

rog | FEAENCTESEED

4. W SRS

AHt5EiEt PEST 7081 HA10 8T SWOT M &5 23 i TR IEEAT IR R Tk} JAE 5 %
B, I XM SR 2 CEVE DLUE AR STP 0#fr, IRk A4 4E ] i X
B, DMERERE MO 77 M SHUEATH RS 2 255 . AFFLEr X [BTW4E ] FridbfT i 4% it
FATHT U R FiaR
— AN RIS b

PEST 7 BBl i Al 38 ¥ & Aguilar (1967) ZWF 50, HARTH K& (Political). £ %
(Economic). 44> (Social) 5F}H% (Technological) VYR K & . X R AEMETTIHWE TN, 465
Mrif)—Fh BB 7, s 74 57— NP AR AR R R 2 OMEE . 5 DAY Bh 4
M BT IR R VP T % o PEST A0 AT B 8 S F T & AN 5] 7= b Bl i e 2 22 R IR AN Al
A, EEGAALHES I, WTLUEHEAGEERENR W, EE2 NREAIE SIS MERE, ER5F/
TR, AR N AR IZE I e R SAT B AW SE R s LSO IR O B s, AR E R
HRE PR g, Ert e/ NO 5, KEXEE RO E, o] LLE T2 3hiE sl kAL &Y
P, EREYEORTTH, 456 &P TR, ALK mrE R E RS A EENI .
PEST 3 #r &5 RFE W R FL R

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS)

Page |61

F T PEST 7t

BUR LA SRR
1. L E R BBUF RS2,
FORVH 2B AL 2

2. MRS RIEFREES S, #al
WIR B S, BUFHESDE R K &7 BOK
LI sk e, BhnE RxHEsh %

3HORES 19 A, T BT
dh, HESEN NZ I8 SKEAT N, A
-G R 5

20 P AR

1. WSROI, (R V2 T S U
T, HREHE R, HRZiE
X 2% ) o

2.2019 52 3EBh7H 9 = HLEE N3 T 420
f¢., FAET 2016 FLI K 2.9% , AIH]
BAERRE .

3. EERIE AL R R = A A A R
it 6%, SR AERIE BN AL HLE
K, HKBhEeH 5830

e/ N ISR

1.2019 FlEE R, S5 AT
83.1%, MEsh N s
33.5%, Foniad)EEOREE.

BHUBARE T EH]

LB ATEN AT, SRANH P E 2 o AR
R, N RET LT 5.

2. BN BRAKMEE, KERPTRE

2. RBRGME, HREREEZA TE
dh, EREEXIE AN SR, BEE—

GHB, HRHEE A A R, ik SRSGE
2E fhJRORIIE o

AN IS e K e
3. PSR MRE T P T SR A, B
3. MBS BFHI NGRS, KE T T AR R Sz i 5 A R, 1R SE R EESE
1E M B 69 A ECHITE .
. TSt

B H AT AR . AT L Porter (1980) & FAAHXT S 4+ EH J1 20 #, mhi=
N BAH M B R BEAT 204 A A AT, A SR HI T 6 P DGR 5 S e Kk
JraE R, P UGN L RE S S ERE R B TS BT RE WM R S0
SeF A BIMBAR, oA B AT EA R, FrOEYE RS AT G AL 1N ERAZ
PRUONIE SR BB AL, Fre B B . TR S RIEORRE — Bl R, FoRYGE AT
ARATIRE, T LAERFEEHAT HORB A 3R 2 5105 56 FRAR MM 45 R A — o

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS)

Page |62
EHEHE A 2B (o)
RIS, ok
B T REAT I T
{3
BARLRS AT A 3 (o) A5 355 B () BN B ) (1)
LR AR AT 2 5 B 0 R 1 7
R, AL B T .“. — R 0. T A AR
0 T AR o BB
B AR B ()
T R
%, B SAE R
W%
BI= H
= SR BT

BRI ECH I RERBN P56, BEH T aRNAARKX S 2 Itik

o AWFFUR ARG S T _EIUAT A S App M58 S0 F1) 704,

A R UIR NS -

TN FEGHEIRA T

N 75 5 IR Bz ) Jie e 4 3 EFGRITE S
77 T IH A 8 HLHT 9 KT

g Ik [ L) T SFIZ) 6 H
YN WEZ T HRRD e E W
P it A 5 55475 1, 5y SR 8 FH L S 48 3 i R ARAIE
BT AREHEX HREZIX HREZIX
W77 5 W - W - s c2c

4. SWOT 44t

SWOT 7341 8¢ -2 Weihrich (1982) P, @i sb b, wIira 4l A .

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS)

Page |63

B EHRE ST AL A [ RETTEE ) R LS 505 (i il Xt b 5595,
BEXT LTI A A S AMEMBEIN LA AL, RS e InE R N se . A AR AR B

B

#£+t SWOT 44

= AR 50 #F,
Rt soc 3 7i, FB
T BRI 3 T

FRA: HRSS T 1004,
HENAEILIEIC 6 Ji, FB

B HSET 20 4, IR T )&
HENBEEEIG 1 /i, FB | 1LILER TR A | 1. KZHH & LA 5
B 1T AN B FERL K 2

2. WIRIE B S R P | 2P A RERAR, BES K
TEVEAE SRR SOOI | A sE
e 3BT AR Z, T PR AT
3L AFE, MR | ARl AR IE K IE )
X R BT 5 IS A e i o

O 5 T
| AEEHSEMA | (SxO: RIEFHIK) (SxT: EBRIEHE)
S | &, LB F e R, 3k | L @R ERE AT, s 8
|2 @t G, mih | SRR K. HTH, RS E T Y
Bl BRI, 2. FiH IR IX TR | M.
L.RMEEHTIAA TN | WEER, WA | 2. M EREROE RS,
5. HIAT4S 77 7K SRAMCHES 174«
LT R, BmdE | (WxO: FhE &I (WxT: JH3E 50
W KA. LA BARIRBEE R R, Bl | L WL R, 5t pE
5| 2 MR 2, M | MR RN R | BEORATRY, AR e
# AR i M
3HEARMBEAG R, |2 B AT %S | 2 BESEARH £, TR
T4 B 54, Dk | BARSIZES.
2

F . STP 4+#r

Kotler and Keller (2015) $2t STP 4r#fr, ffrE—EMiigdl ALt b, #he 3 am
Hirtidy, &a4trmeiUikss et Hiriisgh e i & F.

() TSR
AR STRE e N et

BIUX ALK, X WA FIVE B s T, R R0 2 i

BEAT TR, ARGEZAENIAS R S OARRT R AR S5 o A )\

R\ [BEHE] Z Hirlig

TR T X AR T H ELAR 3 B
NG A% TR 15-50 %
P 1] LR
SIVPN 7T 20,000 % 3T 50,000
Hh AL [X 35 53 A B RS L. PE.
O AR Ay A FIEYE, DNE. B8
P A 2 AT AR M A K2

Vol. 1 No. 1 2021




Journal of China-ASEAN Studies (JCAS) Page |64

(=) BHWE#H

&k FIRTIIX R e, ARk B AR e ML 15-50 %, FUIRNETT
20,000 £ 3G 50,000 FIEREREN T EN G, ib1iEE [ ETE] L FER .
(=) BEihEh

X LA LA R, AR RA e kBN TR E AL T 6. iR
BEARCRBELLT G 1IEH 4es HIRBERA AR B DU IZ 20 7 dh 1 i b AR, e Eh
Bl B E PR R R A AT, ST R DASRAS SR AT AR AL, DA SR R AR, BN B
e, REMSRAGUF ISR R o AT FUA B HERE IS Bl 7 it ) R o ik B ek, il K7 SRAG %
L, ERIEL

5. THRI% S5 EAR

B TESTH B EAT N NAMERIAEE S 0 TROA B M e, 25— B4 7P 474 5,
TR RN R EFe . PHEGRT (2013) RIBETT, A0 I3 S0 RT3 SR . ASTIE T 20 D 7P
FUE FAT B SRS U

—. FEhh R

AT B H R B E — AN A GREE N sl limi R 5 PG, BRI 55
W& AT 73 9 A1 DY R
(—) ATLASESZRE fh, ikSesE R HOLREAR i o, HESRA 4 I KoK
() B FEFE WA @O b, AR ATIAS F 0 B e
(=) P2 A AR W DT, LR SET7 A A S 28 5
(V9) Lk3H P SR AR E RIS BN R o, [R)ES AT AR i R E 1L
R /] 55 4
AHF R A B BRI I 2 i 5P G B R, DRTE M A% EERATF &

s AR G 7 5 e RE W 5 PE R BC AN A% LALESF 3258 4 7, FARG % SR T AR LT 9 5 0
KRR HRAERT QiR

(—) 4715 AT, Mo a5 Ms%M0.

(=) BFTRIZEEVT A 375k Ao i e 1) b A 22 SR AT ] e e AN

(=) JRAIRSAT A BRI &, KRBT 70% 724 9FriEiT 4.
= EPERNE

TR B E AR VRR b, RS e T RO (T S T AR S RS R, O BRI
THrides, FARKIE R RIS

(—) BEWELS: 755 KIE 3l sk 5 L 4G

() BHMG: B 7 W R A 5 A WP i 55 AR R T H .

(=) SEARMETH: ESCORIE MG 2R ] BE M &) .
VY. ) SKmE

ARHFFCHI N B S AT A RS, EERFIH IMC 1745 Lo SEO 1744, e FIH FB
(Facebook). IG (Instagram) %5 X % 414 5 sk 852 v AR ) 45 BB 80T I W niRyH g xs [ 2548
W] BNR. A, P& WA REMN RS ELTX, iEEZEaNEm A L T4 EEHEs) A

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS) Page |65

7 H R e SR RHERIREE. 840 Bk, Autrifees 7 A 220 N T =
T,

(—) FHFEheX, iERE 7w, FHEE e XOMusE.

(=) BE—IMARF-GHI2 R, WA — R Ais .

(=) B FB MLl IG ik LHE &30, Wnl B AR & E.

T N RIZRAE S

BB R U AT AN MR S AW AR SO T 2 e a2 R, &
LT R AREE RS T, BRAL, MRS RO B S BURALE 5 B b A B AS Rk S B0H
RAUHEERPEWILR, WE AN ARG L, APREET:

(=) HEHRRT]: WL M S, BE R R AT 6. 58I,

dRS SN RE, A 2B & B

(=) GRIRERTT: WIGZEd . I 208 i & B o 1 i

(=) WSATHAERT]: TR SR S T8 b, S BT B S ms

(PO ATER: AR/ NG I PP BOAT B BE T 0 5% A 30

AR Ev LS

AT FEM I VF 22 B R 3 7 208 VE 2 B PR A A A1 S IS . W R 98 5 A i oKiE
Ao W i P S ) AR BT 5 IRER Tk, BE i B VH B AR RE SR . DN [ AR 4R
BT SEARIETH, FrAAT & EEEEE PIikHE, AR 7 50 F

(—) i#&id FB. IG M PO 3¢, LAMESEI4 .

(=) & Kigsh i A AEEAL RIEARATH

(=) &I YouTuber £k L E 14, fEmEL%E.
. IRE ARG

A7 RIS, A A Bk i 4. AU FUERS TSRS £, g LT 10K
R S5 iR :

(—) “FEFER AR MEN b2 EWEcr 6, S 2 BOE R .
(=) HHHEMhEE T NG, k. BHES)EA4SBEE G ERE.

(=) W), ge—myirboid s, HRssE ik o

PO P &5 R S AT 7 B SRR, B A B ORAE, 1k SRS RE SRAF %

(F) FEAEJE RIS ALER, A7 1] ) P sty 2 AL [0 g ot A5 40 P B 00 T

6. &5t

ASHEFEFT R AT BT S Rk 2 B AR S, B Wis sh i dh AL 5 1 6 2 B 516 4iis
A AR S5 BRI, A T S e e B AR R R AR AW FE A I AR 7
trep L, Eliiesh i s e ERA AL 2 BeEliRiash a2 i 2 B S AE T
a5 EARPIURIH , AP 6 B 7638 1R E o0 S YR BCIA DI il LR S, DLRRAIRIH 9%
BADLEREERE . B, ARSI 2 R LR IRIE R v fE W s s i i 2 U ALY, B
AT IEARBNT i F R R AL

AR A B [N ] W DA R R TR IR S5, Ak 9 AN F AT 3R A 2103
TRIS BN b BRI - T 9% H AT B )5 ] LURE SS A W ez, AT 6. kxS

Vol. 1 No. 1 2021



Journal of China-ASEAN Studies (JCAS)

Page |66

LR =RIRTE . AT G IR HAR & R I IR MG, BRI EN ARG G, fE
ZH TRIONKILAEH

AV G EEZ H IR NME B AR T S IS5, LA 2 RELERE N TA) Y $R 31 %

HERAE M, AR5 SRR E b, BRIEZ A, P S wAT HHE XL 988 % B it
WHOERZEIR . [BETE] HEEILE T =Tk

= KPEITHEAERN, ELIEEE e, KT T R
T AR GEE R E RS IR EN R A, ARSI K.
= ARE R A E S AT eSS, R R A .

e P'E )

1.

2.

10.
11.

12.

13.

14.

15.
16.

17.

18.

Vol

KREI . RUARE. MAAE (2006). “MAEEE S BFHT[EH 2 R KA 22 070 LUPIES
FARA. BB E RS S KEEATY 2, &k, 68,

ZRE (Q017) » “US L FIT AR 4 FAHFFZE 7 TANET2018 678 W BR 9 26 A ivF 2=,
&k, &5,

BHERE (2018). mumeHHEAIZHT SRR IR 2 538 FEGIRIFEIE IR,
34-49,

ZRwR (2019 mimtt RN G . QU W RE T3 HZET], 2019 55 2 2%, 20-29.
JEEGE (2014). ZFméE [ 5 2 e SR LI 78 (1830, S mIIR
%1,

W WK (2013). BEIEBIMERIE A 6B =N R LT . 7 820 Ee
ZPARFFIR, 3, 47-64.

BB A 48 91(2016). WAIKHZEh =Lk B —ia Kb . B LK E, 15,
157 - 172

FIEEDG (2019) . EEFEHE 7 HGE 568 1 20 MY T 48 856 B s i —— LUE 5075 g ]
(A3, GiEhMRE],

ORE (2011). RIS IMEG RIS LS AL 173 = Fgmn.2 58075k e, 675
RN R

TKIBYE (2016). JEHAU FIRILZF A7, [, SEEHRK¥],

FRAEE (2015). ziiia EIREE TG BRI < BT 98 — DA COBIT 5 N3k, #Amifgl%, 32,
112-128.

FREAAR. BERHME. IR, FEIRE (2020).  “Sharing Love” T 5 VST R 2 W
Foo EMFER, 38(2), 83-99 -

REITE (2017)0 LB TEHE i BT 85 i AL 2T G X T R GE2 J K 57— LB D 1 T 7L 1
MEERH), e, GiEKE#].

ftizeffe (2019). 020 FIHILZFEX TR FEE A P HRCRZ 007 LS, 3K
=3

MEE (2016). REHERIZEN=W B ENr. SRR EHSHEHT], 52), 73-78.
IR (2019). —NEHT XML #477F 4 FHIEZF LAIFELNC R ET(FFE. (Wit
W, BERIIKE].

HWe (2016). LAALHE 77 i — F i s g R &2 Ti—— 1R 75 (WL, &
R K]

WEIE. AJhE (2015). B SIRFESMR S AR RGH RS . S35, 42), T1-
90.

.1 No. 12021


https://www.airitilibrary.com/Publication/PublicationIndex/P20181212001
https://www.airitilibrary.com/Publication/PublicationIndex/P20181212001
about:blank
about:blank

Journal of China-ASEAN Studies (JCAS) Page |67

19. BFTx (2017 mimPHE G EFIES NG R BANNGIES BB T AEFAXA
7, 51(2), 56-62.

20. Mdit% (20190 456 AN Z Rl SR RIS 4%y, pIse L7, 430, 16-21.

21 R T (017D, RN 3C —F it 26 L 1Lk w FZF——LL 572 Yahoo ! 77 BEHISEF
EA0. RS, BEMYIRY].

22, KRR AR . BABGRT (2015). g -8 Tl HIEEHY KT : TBSA 551G RETTH B+ &
FAFH Fidb: AT

23. HME (20190 B H = im BRI IT 25 MR g B . L TFRE T, 14(2), 111-
113,

24, WHEA (2016). ZJFEERIE FiE 507 IR EL 57852 75 —— LA [ & (NIKE) S5
BT A H(ADIDAS) 90 [H+830, GIBHRILRY].

25. Aguilar, F. (1967). Scanning the Business Environment. Macmillan.

26. Horne S., & Maddrell, A.(2000). Editorial: Charity trading. Journal of Nonprofit and Voluntary
Sector Marketing, 5(2), 101-102.

27. Kotler, P., & Keller, K. L. (2015). Marketing Management (GE). Prentice Hall.

28. Levinthal, D. A., & Purohit, D. (1989). Durable goods and product obsolescence. Marketing Science,
8(1), 35-56.

29. Porter, M. E. (1980). Competitive Advantage: Creating and Sustaining Superior Performance: with
a New Introduction. Free Press.

30. Weihrich, H. (1982). The SWOT matrix-A tool for situational analysis. Journal of Long Range
Planning, 15(2), 54-66.

Vol. 1 No. 1 2021



Cover Design & Photography : LIN Weixin

DPU 7= A%

NKPNYIAYSSTIDUUAOY DHURAKIJ PUNDIT UNIVERSITY



	Thammasat University, Thailand
	Ming Chi University of Technology, Taiwan
	Sustainable development cannot be achieved by technological solutions, political regulation or financial instruments alone. Achieving sustainable development requires a change in the way we think and act, and consequently a transition to sustainable l...
	Similar to Bowers’ analyses, Naess (1995a) revealed that excessive consumption and waste are primary elements causing ecological crises. Naess and George Sessions formulated the principles of the deep ecology movement as the solution to ecological cri...
	Bowers, C. A. (2011). University reform in an era of global warming. Eco-Justice Press.

	UNESCO (2012a, July 3). From green economies to green societies: UNESCO’s commitment to sustainable development. UNESCO. http://unesdoc.unesco.org/images/0021/002133/213311e.pdf
	1. Introduction
	In summary, the specific motivation for this study is based on The Theory of Reasoned Action (TRA) and the Stimulus–Organism–Response (SOR Model), which are widely used to predict organic food consumption (Lee  and& Yun, 2016). Based on the above-ment...
	2. Theory and Hypothesis Development
	2.1 Theory of reasoned action (TRA)
	2.2 Stimulus–organism–response (SOR Model)
	3 Research Methodology
	3.2 Operational definition of variables
	3.3 Measurement
	3.4 Sampling design and data analysis
	4 Data Analysis
	4.1 Sample description
	5. Conclusion and Discussion
	5.1 Conclusion
	5.2 Contribution
	5.3 Management implication
	5.4 Limitations and prospects of the study
	References
	潜在进入者威胁(中高)
	现代科技日新月异，许多竞争者可能进入市场、提高竞争度
	供应商议价能力(低)
	公立收容所仅提供资讯，所以供应商议价能低。
	消费者议价能力(低)
	消费者不需于本平台上消费，所以议价能力低。
	现有竞争者威胁(低)
	在应用软体中，较无相似的产品，所以现有竞争者威胁低。
	替代品的威胁(中高)
	目前市面上无相似产品，但较容易被同业模仿。
	潜在进入者威胁(中)
	因为科技的发达，未来极有可能有类似的平台出现。
	供应商议价能力(中)
	有些潮流商品数量有限，使得卖家自行抬高商品价格。
	消费者议价能力(低)
	现有竞争者威胁(低)
	目前并没有平台统整二手潮流运动产品。
	替代品的威胁(高)
	目前网路购物平台很多，容易兼营类似的业务。

