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Abstract: There are 127 hotels and 29,500 rooms in Taiwan. Between 2018 and 2022, the
number of tourist hotels in Taiwan will increase by at least 115,000 rooms, an increase of more
than 40%. This study focuses on consumers' willingness to pay for international chain brands.
According to the consumer market segment, it is divided into three consumer clusters, namely
"good image", "brand loyalty" and "quality service". The results of the study show that the
price of "brand loyalty" is the highest among the three clusters.

Assume that there are the following international chain brand hotels in Taitung City,
consumers are willing to spend a higher percentage than non-international chain brands in
the same level. The order is 10.03% for Starwood, 10% for Marriott, 9.88% for IHG, 9.76%
for Shangri-La, and 10.44% for Hyatt.

Keywords: International chain brand hotel, Brand Trust, Brand image, Brand Value,
Willingness to Pay



1.% 3 (Introduction)

+fﬁ% Bt MPEELEAE RF 0 FI2018 & 10 KRGk 0 xS E G 127 o
295 5 > @ 1) 2018~2022 # >  spkaramiR g 2 pA AR N > 2 0B E RN
e LIS FRS >Rt RAQEL 2 - SHBRELALTEEI L  EFLEMBE S
RFBEPERAE > P F R Rk R e BRI B R P F oyl B A KR
WRERRT > EHARFCZ P v AW LR A 2 RBERT
4o R bR frenT B BAEERL 4 o B HRE

iPiﬁEﬁE%ﬁﬁﬂéi%%*@%@ﬁ“@ﬁ@’d?%@%“%E&EW

@ﬁ%$&@$’*ﬁ¢“ﬁ??ﬁ? A%Mépiaﬁﬁ‘iwééz&éﬂ
*ﬁmd*iﬁW%@ﬁ&@ﬁ@* SR E S A g s 2 AR
d%ﬁ.&ﬁ’vﬁ%ﬁ ﬂW’@@&wﬁ@a&?%@é@@?@ﬁ%%@ﬁﬁ
%am’%é%aﬁé;@%ﬁ Au A TA g s TR o TIRTIRGE
HZ B A B s E s T ARAE B AR B AT T S BFRIR S A
IR G EE S S AL AL S SRt R Rlb S Soh R X e 8

o

AT

‘F_k

2.% }flé:b‘ﬁ 3¢ (Literature Review)

2.1. B i 4 5 g 5 # (Development of International Hotel Chain Brand)
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2.3. 5~ 7} % (Brand image)
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3.6. LA f7£2 387+ 3 % (Data Analysis and Statistical Methods)

FHAST 22 FAEHA S HP AT BRAIT S FE AT BE AT F 2
AT~ HEF SRR AT E Ef?/\ﬁ it ;ﬂ'ﬁ,iﬁﬂ%ﬂ\?%’“ BT A )
E#e B AT T \F“k*‘fr&aﬁ[‘ﬁ»‘q,ﬁlf/\ﬂ}% CIER A e R AT g AERER K
SRS E S A G s SRR 1% T)‘_E.xg-f‘ri*)’ B Aew JARR nER 5 FE AT A
BN R éﬁ%r‘%wéﬁfé’ G~ S G s S B R e B
£ Pai&ﬂ\r]% P AR P AN S fﬁ%Iﬁfﬁﬁﬁﬂf’a@ﬁﬁi& AHER N ML & DT
’”@“%ﬁi@*ﬁﬁﬁ’éﬁ%ﬁ%ﬁ*&+?ﬁﬁ%§:&ﬁ@ﬁﬂamen
BHA S ZBBEANAS LSRR P - BEPORALG BRSE T A
B2 F'“;l |5 B hd Fi ’**_%f'”]—ri;@.;ﬁlﬁitéu\’}‘r T ()N AR ERGE
SR HRARRY SRR SMEE S W) % s B E o RR G SgA
)?’»i/f:"f“"f PR AT %F’“-?I“*éa“l WO AT R R RI R HRR
G 2 AR SHE AR RS FRE MG HFS %‘?i Bem A7
R EA P FHEZP P AHHRAZRY SRS AR RALT EFE2 2805
’flflp Z B HFm o plig— 2 LSD ¥ (4 T4 15 3 Fﬁﬁoﬁ%*‘i? FETET HFEHEz £
B G Ao AT AT clciE A 13983548 SPSS 13.0 SRR 7 o

4.7 3 % % (Results of Study)
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