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Organizational Agile Transformation of Key Textile Material
Suppliers

Ying-Chiao Liao ~ Ku, Te-Hsing
Fu Jen Catholic University
Institute of Textiles and Clothing

Abstract

In today’s fast-changing competitive environment, many studies have confirmed that
organizational agility is the key to the success of modern enterprises. To effectively respond to
future opportunities and threats that are difficult to predict with precision, business
organizations must develop the agile capability to swiftly sense market opportunities and
respond in real time. This study employs the Analytic Hierarchy Process (AHP) to explore the
strategies adopted by key textile material suppliers to achieve organizational agility as the
primary level of the hierarchy, and the action plans emphasized under each strategy as the sub-
level of the hierarchy. Questionnaire assessment was conducted with experts each with over
five years of experience to assess the relative importance of each hierarchical factor. The
research findings reveal that operational agility, along with its strategic dimensions of agile
leadership and corporate culture holds the highest weighting. This is followed by the agile
organizational structure, and thirdly, corporate reputation and brand image under the customer

agility strategy.

Keywords : Organizational Agility, Textile Industry, Key Textile Material Suppliers, AHP
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The Local practice of Social Responsibility: Research on the
Participation of Local Church in Social Issues

Fan, Chun-Ming*, Lin, Chao-Chun**, Fan, Chieh-Yun***
* Adjunct Assistant Professor, The Center of General Education of Taiwan Normal University.
**Teacher of Young-Ping elementary school

***Radiologist of Wan Fang Hospital

Abstract

The purpose of this paper is to understand the local practice of social responsibility of
non-profit organizations, its mode of operation, the interaction with external organizations,
local society, official government, etc. The research methods mainly include literature analysis
and comparative research.

The results show that the degree of religious involvement in nonprofit organizations which
affects the internal core operations and external connection levels of the organization. In terms
of external connections, the resource network expanded from the religious belief level. The
biggest advantage of external links for religious nonprofits is compared with the operation of
general non-profit organizations, religious non-profit organizations. There are phenomena that
could be observed in terms of their specificity, execution, connectivity, and networking.

The research concluded that non-profit organizations could actively care for the needs of
the international community. On the other hand, through overseas expansion, establishing bases
in various countries and make good use of online media tools. Respond quickly to international
needs, the reasons for its success are: 1. observe the situation: reflect and study the current
situation of the international organization environment, set up foundation and website, and
strive to cooperate with foreign groups; 2. detect the problems: identify these open and hidden
problems that exist around the world; 3. implement feedback: implement actions according to
the plan and evaluate the results to implement feedback.

The specific contributions of this study to "the participation of religious non-profit
organizations in social issues", could be: 1. The social welfare model of non-profit

organizations; 2. The high trust of ordinary people in religion; 3. The concept of religion
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without borders: enhancing the international status, cooperate and exchange with other

international non-profit organizations could enhance the image of diplomacy, etc.

Keywords: Social Responsibility, Local practice, Local Church, Social Issues
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SRS Al RE AR MR
How Brands Use AI Chatbots for Hyper-Personalized Marketing to
Enhance Customer Experience

#E
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How Brands Use AI Chatbots for Hyper-Personalized Marketing to
Enhance Customer Experience

T.C. Hsu, T.H. Ku, Y.H. Yeh

Fu Jen Catholic University

Abstract

Currently, fashion clothing rental brands face several operational challenges, particularly in
customer experience and service communication. Due to the multifaceted nature of clothing
rental services—which involve personal style, size accuracy, delivery timeliness, and
flexibility—traditional customer service systems often struggle to meet consumers' highly
personalized expectations in a timely and precise manner. In addition, customers may experience
information overload and decision fatigue during the outfit selection process, which can further
impact their satisfaction and brand loyalty. Therefore, this study explores how brands can
enhance customer experience by implementing Al chatbots that provide real-time interaction,
personalized recommendations, and contextual responses.By integrating hyper-personalized
marketing strategies, Al chatbots can deliver tailored suggestions based on customers’ historical
data and behavioral patterns, thereby improving the shopping experience and fostering a
parasocial relationship between the customer and the brand. This, in turn, enhances customer
identification and loyalty. This research investigates the impact of three chatbot features on hyper-
personalized marketing and whether customer experience mediates its effect on parasocial
interaction. Using online surveys from 156 chatbot users aged 18—40, the study applies PLS-
SEM analysis. Results show Al chatbot features positively influence both customer experience
and parasocial relationships, with customer experience playing a mediating role. The findings

offer practical insights for fashion brands applying Al in personalized marketing.

Keywords : AI Chatbot, Hyper Personalization, Customer Experience
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A Study on Factors Influencing Female Consumers' Purchase

Decisions for Yoga Apparel

Hsu Chia-Wei , Liaw Gou-Fong

Dept. of Textile and Clothing, Fu Jen Catholic University

Abstract

In response to the growing market trend of women’s fitness and the strategic demands of
brand marketing, this study aims to explore the factors influencing female consumers’ purchase
intentions toward yoga apparel. Four key dimensions—brand image, product quality, price
perception, and brand word-of-mouth—are examined as independent variables, with purchase
intention as the dependent variable. Data were collected through a questionnaire survey, yielding
500 valid responses from women who have either purchased yoga apparel or engaged in yoga
practice.

The research results indicate that product quality, price perception, and brand reputation all
have a significant influence on female consumers’ purchase intentions, whereas brand image does
not show a significant effect. This suggests that in the context of widespread digital social
networks, product quality and word-of-mouth communication play a crucial role in shaping
consumer trust and purchasing behavior. Price perception also reflects a certain degree of price
sensitivity among consumers; in particular, for non-essential apparel items, promotional
campaigns and discount offers can effectively enhance purchase intentions.

This study contributes to the limited domestic research on women’s purchasing behavior in
the yoga apparel sector and offers practical implications for brand managers in terms of market

segmentation, marketing strategies, and product positioning.

Keywords : Yoga apparel brands, female consumers, purchase intention
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