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A Study on the Relationships among Atmosphere, Positive emotion,
Perceived Value and Repurchase Intention: The role of prior experience

Student : Cheng-Han Yeh Advisors : Dr. Chung-Yu Wang

Department of Business Administration
National Kaohsiung University of Applied Sciences

ABSTRACT

In the past, many studies have focused on the factors affecting repurchase
Intention. This study wants to explore the effect of atmosphere, positive emotion
and perceived value on Repurchase Intention. Perceived value and positive emotion
are set as the mediating variables while prior experience as the moderating variable.
The customers of the compound Restaurant in Tainan are the subjects for the
empirical study.

A total of 170 valid copies of the questionnaire were collected. Using the
regression analysis, it was found that perceived value had significantly positive
effect on repurchase intention. Atmosphere and positive emotion had significantly
positive effects on perceived value. Perceived value partially mediated the
relationships among atmosphere, positive emotion and repurchase intention.
Positive emotion partially mediated the relationship between atmosphere and
Repurchase intention. Prior experience does not moderate the relationships among
atmosphere, positive emotion, perceived value and repurchase intention. Based on
the above results, some suggestions are proposed in this study.

Keywords : Atmosphere, Positive emotion, Perceived Value, Repurchase
Intention, prior experience
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