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ABSTRACT
Today customers go to the movie cinemas not only see the movie, but also can acquire the experience of emotion by the atmosphere
of physical surroundings to par-ticipate in the service process. The purpose of this study was to explore the influence of atmosphere
of physical surroundings toward customer emotion and participation. This survey was conducted on Shin Kong cinemas, Tiger City
Vieshow cinemas and Durban Vieshow cinemas in Taichung City. Convenient sampling was used to se-lect samples. In order to
measure the customer emotion change effectively, the survey operated pre- and post-questionnaire test. The way was to survey the
customers before the participants went into the cinemas, and they were surveyed once again after the they went inside of the
cinemas. Therefore the former emotion and the later emotion can both be recorded. A total of 219 valid questionnaires were
returned. The analytic method includes descriptive statistics, reliability test, validity analysis, Pearson corre-lation analysis, canonical
correlation analysis, and regression analysis. The results indicated that there were significant differences in customer emotion
between the pre-test and post-test. Meanwhile the atmosphere of physical surroundings revealed some significant positive influence
on the change of customer emotion. The statistical results also showed that the change of customer emotion was some signifi-cant
positive influence on customer participation, and the atmosphere of physical sur-roundings was some significant positive influence on
customer participation. There were no mediating effects of the change of customer emotion between the atmosphere of physical
surroundings and customer participation.
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