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Student: Li-Ying Chien Advisors; Dr. Ming-Tsung Lee
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ABSTRACT

This study explores the relationship between consumers' willingness to pay for
international chain brand hotels and the price they are willing to pay. This study is based on
tourists from Taitung Tourism. Convenient sampling. Location is Taitung Railway Station,
Tiehua Village, Fugang Fishing Port. The questionnaire was distributed on August 14, 18, 19,
and 20, 2018. Obtained 451 valid samples. Data analysis methods include narrative statistics,
project analysis, reliability analysis, factor analysis, cluster analysis, chi-square analysis, single-
factor variance analysis, and simple regression analysis. Divided into three different consumer
clusters based on consumer market segments. They are named "Good Image", "Brand Loyalty"

and "Quality Service".

This paper explores the factors of social economic background, brand trust factor, brand
image factor, brand value factor and the relationship between the willingness to pay and the
willing price of international chain brand hotels. The results of the study show that the "good
image" is the highest price among the three clusters. Willing to spend more than 11.35%.
"Quality Service" is more positive about brand trust, image and value. Willing to spend more
than 11.31%. "Brand Loyalty" has a positive attitude towards brand trust, image and value.

Willing to spend more than 10.21%.

Assume that the following international chain brands are available in Taitung. Consumers
are willing to spend a higher percentage than non-international chain brands in the same class.
The order is 10.03% for Starwood, 10% for Marriott, 9.88% for Intercontinental (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
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E— - & (Introduction)
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S E S World Atlas(2018)iRHHISEPY 5 E F & —2¢ A\ Fl A HY—4HM)S - 5
M LA [FIHRER SIS © NS A UZ SV r el B A & > RREH
TTE > (esiineds o mH s B BT e (R SR DIRIIRAS » BTANEaRE > THET 2
G ANEE R R - BRSNS FEE B R - AR
il - S AR R A S R IR E A AR -

Chen(2018){£ 15 B S E e FRAVMTFE P - 22 Rl 2355 (Chain Hotel) 5 Wi ([ &
o HoE (Hotel) - BFRaZ A EBHMHIESE - S—EHtERor HEECHIS)HY#(Chain) 2
PRAE—REIO B — (B4 —HY - B DA o 2 o Y - T R B IR e — A s Y — S I
HEFTEE > SRR T A YRR -

Baliedu(2018)E & H# #H )5 & — K E (3 - W ERHVER - LA FEIHE
S o E A DU SR EREET SR S AN B CHITTE . EEMTTH A -
Hotels(2018)Fern BRI 5 e RO 15 £ 24 - 49F =70 2 — (88 500 &) U5 5
FH 300 ZE LRI E2ER] - 390 RIS 2 fo F -+ AE BRI 5 125 o

2.1.2 B E TN ERYEZE (Development of international chain brand hotels)

19 HEC1RFEE » TABUR S ap % RBIAT I i i T 2AY IR (R O IE SRR 38 8 - B 7Ry
N EEER ALY 1927 FFEFEER T IHAYEE B R B I A (Ritz-Carlton) B2 B - HAE)F7RER
MR - BEfR SRR EMATBH 2R DU SEBIAREY - #2018 4F 12 ARE R -REEH
JEFEEEk 30 {EEZE A 97 FH)E KB EFRT(Ritzcarlton, 2018) - Ellsworth Milton Statler
TEPEHIERRIAE A - Statler Hotels BITZj% 1907 FE35EI4H4Y - Statler (Y H HYf /2 152
MGG o S A R iR IR e F - 878 R EAS PR 5 » Statler 5255 —
TR FHSA R ENRENNE - BEREEREEA 10 ZOM SRy EEHER - E TS
M —emhREAEAS - M ETHE PRI - PRI TTEY 0 (EAE 1954 FE &4 Conrad
Hilton F75 8 BES7 )5 (Hilton) - Conrad Hilton 24 BR U755 (Hilton) All44 A > Hilton ;)5 Al
TLIA 1919 FFEBIEvERENTIN - Hilton T7EREM 5+ T3S R v B AN AR S » DABE
e~ SERSH RIS (e Ry 2 BREH AR 7 BIAVRERH - B S 2 HE S0V 5 &n
Rz —  WREFEAEEEEGER T (SN EE R RS E - BE 2018 4
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12 A A REEEEE 2K 85 [MEIZ LA 570 25005 KoE it (Hilton, 2018) © Kemmons
Wilson J& i H /5 (Holiday Inn)&l%#A A > Holiday Inn 1772 1952 S5 B FHANPE N » $2{E
BRI ~ KEAV a5 [IaYE - e PRI R A= » AT
EEIMERITHETAERS - #2017 FEAERERIA 1,242 )5 BRI 23 &2 (Holidayinn,
2018) -

Susic(2009) 5 5L 5 3 S S R EL IR 4y Bo AR e 12 Y BRERIZ AT 46
BEE 57 KASOR AR aIBEE T » B0 e e BT ECE FIRUE TR ~ (L 8T %
TLECE ~ B F R R R I DAIRIRE T T F A & 2R 52 - )5 (Chain
Hotel) 0] 43 5 DA~ = (B S P L

— B T ELSEE (20 HEAC]-50 )

£ 20 S eI AR ARSI ERE S > RS SRR S RV R - K
REGTR > RIS SRR REREEL SRR > BIRFRE RATE /K BN B RE 15 DURER T2
= BEE PSR T B R E YR I - IR AR AL - AR BRI b B R S Y
55K o IR EH P 5 SR A 1946 SR ILAMNISE 5 25 E (Inter-Contintel) ~ 1949
RN B AP 52 (Hilton International) ~ 1952 SRR I {Ez H I £2E](Holiday Inn)
% PG B S SR EEGR T (A 1 A s A s Ry £

FPEEL ¢ RFNERFSEY(20 A 60-70 F4X)

20 42 60-70 ARG E A M AT - HI A TH 2 A R R A S < T R
I - WTHBRE H AV ~ PERUREARAEE - B R B R ARG A IR I S I SRR - EORAYE
PR3 T S5 (A5 PR SR IS Y B PG i B SR B 4 PS B 38 12 (RS MR IR S
 AUMIEORE ~ A REURE - BREEE - IR -

FH=PEE: - AT ETREE S (20 4 80 £ ES)

o B A R A e B — P o SO I B ] TR O F e L B e > iR
LRI e BE R R 271 ISR EACBOMNBR e ~ FiI35 ~ FRERESH
$ o DB EEEEE (Marriott International) By {5l 1987 AU it J= 4 $4 7 |5 (Residence Inn)
1995 FEUTHERE &R TH(Ritz-Carlton) ~ 1997 FEUSHE S REE 5075 /3 5] (Renaissance) K2 7
F g (New World) ~ 2016 Ui S 2 (Starwood) » — 2SI SE S EEE

7



2016 R Ry BRI EEE 2 - AYIRERSE —(Hotels, 2018) - F5 RS RIS S ARG 15
FATHY RIS K - IBBEHTZEAE] ~ S ~ $R97 ~ IRITHE S E0E > (S BR s = i
AR > PEPE B SRR 5 ER P A HYZE A5 TH H AL TSR B CHYELRRI 2 IR
i ~ BV TEE] 28 - ASEHARG - MHEHE AU L E R BEERE
e HEEEARER AR E S BRI - BT - S - B —HIESE
IS -

{5 = BHESE Hotels(2018) 41 2017 R BRI L EE ] 325 bt PR —%
H#H ZZ B (Marriott International) [t 2016 SEUH & #EZ (Starwood) % > AlliE S BRE AR
M S HFRAEEBKIIEEE 6,333 52 FREIGEHEEE 119 B PEEE 2 R B iH(Hilton)
» EEKHIEEE 5,284 5¢ - FofujdisioE 85 B - =AU MRS SEEIHG) » 22K
JEEE 5,348 5% > FEEIRECE 79 B - 2017 EREREA NS REEIR 2-1

% 2-12017 SF2ERPER TS

HE4 ] 3 EE IS | ISR
(RANK) (Company) (Location) (Rooms) | (Hotels)
1 EH =R Bethesda, Maryland 1,195,141 6,333
(Marriott International) USA
2 |FHE McLean, Virginia USA| 856,115 5,284
(Hilton)
3 EEEER Denham, 798,075 5,348
(InterContinental Hotels Group) |Buckinghamshire,
England
4 AR B E] Parsippany, New 753,161 8,643
(Wyndham Hotel Group) Jersey USA
5 ISR T EIFR N EEEE] Shanghai, China 680,111 6,794

(Shanghai Jin Jiang International
Hotel Group Co.)

6 = S R Paris, France 616,181 4283
(AccorHotels)

7 i TR P 5 R E Rockville, Maryland 521,335 6,815
(Choice Hotels International)  |USA

8 FIESR-SE Beijing, China 384,743 3,712
(BTG Homeinns Hotels (Group)
Co.)

9 I EEE Shanghai, China 379,675 3,746
(China Lodging Group)

10 BEE TS Phoenix, Arizona USA | 290,787 3,595

(Best Western Hotels & Resorts)
ERICE © Hotels "IFJE 325 HE#4




2.1.2 EREEG S R B E Y 4 (Classification of international chain hotels)

B8 H A A A A R PR A i R 5 S PR SR E -~ A B OHERE NP S SR
CIUREEEE - FREEESE LR > EEE N mEEEISOEE A 0 B F
HY e Y RO 5 SRRV E S, » REREE TG RR - DN B R E A S T K B A 2
JERR S o B b iC T SR R PR A B o R B 5 R o SRR R D R

B 525 P& B2 ] (Marriott International) > 1927 £ HH Jone Willard Marriott 7£3E B £l 17,
2015 FEULiE = R B E (Starwood) » S HFEAEEEREIEEE 6,333 K » FFE4EHUE 119 &
[H - B NA 30 (ENARE SR - Ry ERE ARV PR 35 5m PR 5 (Marriott, 2018)H1(Hotels,
2018) - EEEE NIty BB EE - Sak - R - ROANURE SRR BN 2-2 -

= 2-2 B S EIEE R B T ke
JEAY R
Z#E Luxury | B RS RE(Bulgari Hotels & Resorts) ~ Y 7Hi#4(EDITION Hotels) ~ JW B Z5)5
(JW Marriott Hotels & Resorts) ~ ¥ &5 (St. Regis) ~ ZZFEf%5 758 (The Luxury
Collection) ~ FEEFETH(RItz-Carlton) ~ W )5 (W Hotels)FE 6 {f Lk -
= 4% | & 2% 7 )5 (Marriott Hotels) ~ = 2K & 4 |5 & & {E £ (Sheraton Hotels &
Premium Resorts) ~ 518 H{EZEE[(Marriott Vacation Club) ~ {E £ (Delta Hotels)
BT T I R JEE RS (Westin Hotels & Resorts) ~ 352785 Kz & B (Le
Meridien Hotels & Resorts) ~ EFE 755 (Renaissance Hotels) ~ (SRS 5 56k )5
(Autograph Collection) ~ Tribute Portfolio ~ B & 55518k )5 (Design Hotels) 2%
{EF)5 (Gaylord Hotels) - 11 {[E5mh% -
T Select |EH1GH)E (Courtyard) ~ f&AH )5 (Four Points) ~ SpringHill Suites ~ &/ H
(Fairfield Inn) ~ Protea Hotels + AC Hotels ~ FE££H#T(Aloft) ~ Moxy Hotels £ 8
Bl R o
& £ A|EZEEZ (Residence Inn) ~ #5275 %% (Towneplace Suites) ~ B Z{TEUAH
Longer Stays|(Marriott Executive Apartments) ~ JT.Z% (Element)3t 4 {ff 5[5 -
B}AE © Marriott.com

75 ] TR 5 R & {Ekf (Hilton Hotels & Resorts) 72 1919 ZEH Conrad Hilton 75 £l
I T AR H B IE AR B 2 BR % - EERAEEE 5,284 5% > FSHIGEUE 85 &
[ 0 1N 14 (B aRRS (25K EE —(Hilton, 2018)f{1(Hotels, 2018) - SEEIHH i
FA B R - BRI - REES - A0ERE - R R - PFEEE - 1
et 88 ) \FE 7 SR T B H AR 2-3

0=

I+



T 2-3 7 A SR P o SO EA | A

E T iz

AR

=0 Luxury | F A ORI KR (Waldorf Astoria Hotels & Resorts) ~ FEAEEIEff
K FEARAf(Conrad Hotels & Resorts)FE 2 {f fif

A Full-| 75 EEHENE 52 EU (Hilton Hotels & Resorts) ~ ~ 75 B BEIR AR T K2 &

Service A (DoubleTree by Hilton) ~ 775 ff THELE% 755 (Embassy Suites Hotels) 3t
3 [BISEAE -

B OOE kB EEAE B S (Hilton Garden Inn) ~ 75 B 5K I 7% /&5 (Hampton by

Focuged- Hilton) 3t 2 {5

Service

EXERE 75 B B FCRE 5 5 (Homewood Suites by Hilton) ~ 755 i {8 B2 /5 (Home2

Longer Stays  |Suites by Hilton)#t 2 {[& :f8 -

VBB I A 2 (Canopy by Hilton)3t 1 (A% -

LifeStyle

7 k& 7 B TE B ROB 5 (Hilton Grand Vacations) 3 1 & FHR8 -

Timeshare

SEE B8 75 B EP 1B (Tru by Hilton) 3 1 (] 5L -

HH RIS 15E & P 135 457 B TH(Curio-A Collection by Hilton) ~ Tapestry Collection by
Hilton 3 2 {[ Ff4% -

ZRlskJE ¢ Hilton.com

S H )5 €2 (InterContinental Hotels Group » 5% IHG)A 1998 fEH A2 E /e H
A Saison FEEF_FUTHEMNIEERE M EEREUE - 2BERHERZE 5,348 %2 > FHE4EE0E 79 &
[l A 1S (B AR fE2BREEREE = (IHG, 2018)#1(Hotels, 2018) - S2EE T fin it

o

R

=R B SPE - REERFLES SRR 2-4

% 2-4 I 5 POERIBUA T

JEAY et

= JHPE I K fE BT (InterContinental Hotels & Resorts) ~ B St 5 K & BT
(Regent Hotels & Resorts) ~ & % §F Jf |5 & & B (Kimpton Hotels and
Restaurants)3E 3 {[& T % ©

=K 2 ) 5 JE B (Hualuxe Hotels & Resorts) ~ 5 i H 5 K & {BRS
(Crowne Plaza Hotels & Resorts) ~ G4 74) 5 (Hotel Indigo)3E 3 @& fF4 ©

g {B H )& (Holiday Inn) ~ i H EE {05 (Holiday Inn Resort) ~ iz H B 771
[&{Ez(Holiday Inn Club Vacations) ~ £775{Ez H )5 (Holiday Inn Express) ~ &
i 74)5 (Even Hotels)Ht 5 {5ifHE

S Avid ~ Voco 3 2 {[# L -

REEER

Staybridge Suite + CandleWood Suite 3£ 2 {[&SHR& -

ERAE © THG.com
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S5 E 22 B (Hyatt Hotels Corporation)iY 1957 4. [ Jay Pritzker ST/ 3EE » £Ek
TIEEE 779 %X 0 FoiElSREB0E 20 EfE - B NA 14 (ENEIE LA - A EERERASE T T (Hyatt,
2018)A1(Hotels, 2018) - EEIE [~ imfiRdt sy BEEE - WA - st B miE - R0
TR ~ B RESEEN ST RIA A B R 2-5

2% 2-5 GRS EINS S SR I B T Gnh

FEA i
B F15 (Park Hyatt)3 1 {[E 58 ©
wE MIRAVAL -~ Exhale 3£ 2 {5/ -
=Ny 15 (Grand Hyatt) ~ glI7REE fy(Hyatt Regency) ~ HYATT(HYATT)4E 3 {f#
mr R e

SRt RO e | ZEEEH(Andaz) ~ Y116 4 %5 (Hyatt Centric) ~ g7 5275 (Unbound Collection)
I 1 3 fE G -

I i A Fl 1R 52 ET(Hyatt Place » §l17 5% 8 (Hyatt House)3: 2 {[# 5k% -
T Hyatt Zilara » Hyatt Ziva £ 2 {55 ©

TERESES Hyatt Residence Club % 1 {Jhk& -
ERAE © Hyatt.com

B8 LS S H (Shangri-La Hotels & Resorts)* 1971 41 5 K PH 5H s A\ FEE AR
EAERKIL > FRREAAFIRAR 1933 FEEIEREBITER/NG T RZHH PR, f
TR B RS AR SR - = BOMIERE 103 52> SoHIdRE0E 4 B - B TA 4 (ENS
At AEEERPEAS = 1T (Shangri-La, 2018)f{I(Hotels, 2018) - S2EIIE T itk oy fy52
o AHEENEIE ~ PRBEUE =R SRR AR 2-6 -

7 2-6 S EENHE T SCREIBUE T anhd
o o
ST S TR A58 E(Shangri-La Hotels & Resorts)
& AR E F1F ) E (Kerry Hotels)
PSR P4 24 )5 (Traders Hotels)
Koo {ZVA )5 (Hotel Jen)
Efl AR © Shangrila.com

2.2 &R S L AR [ EHYAE JR EAE$ FE (The Origin and Development of Taiwan

International Chain Brand Hotel)

2.2.1 JiRAESEAVFEJE(The origin of the hotel industry)
i B EmEROE TR BUEEMMEIR A EHESCRE S E BIER
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R ETE ~ BUSHIRFT o PRSI IRY R RO ~ BUERE - VR EBEAEREAR
DR AN IREE A AN E 44T o R FHEEIRR BRI RS LR B K & I DUEIEE
' BRI A ENEE - URTTHBEAILIR " & TR - AR B ER AR
R AR E I ASOREEEMERE S - EAaTTREE 2 BE TR
i UE L AR - EfR=TEE TE ) RIMEE > MHBE > SR TEAE T
 THPECE T EEE > BHFMERETIEZE o BIKEEIRY > SRRSO a4 > 4l
A T T TR TR DR E S ERIEENBUT AR - IR
HE Ty T B ) A S AME IR A SR E BfEEAVIREE4RE < =R TR, £
AP {5 B 22 5 BilisH b R SRy (1 - T SRR, BESMEE AR A BerE - BRI H &
H G S BRI RE - e hies] A TsEER > Ba > XANE > 2R
e ) B ER OB - SERUMHYHUTIREETR 2 - R IR E R - BRI ANHE
EUGR R - B REEIRNAEEE 40 B TR 20 HA T AER
e BalE o FRFE R - EILEIRRY TBIE o BHEERE - LEER
T~ WESHER N R HEREEHVIGAT - [ERIER T R ) QIR s A
SN BRI - R R BRIV - BldaA " E L B TS ) BIBEESY TR EE
RRIAAE BRE  EEEIFUERAES " E ) AZH RS - RACHTIKE
PEES A T T ESCEE T RERE ) TR ER - IR A E - (e
AEHE NS HYIREESEESR - B BT G B H R —EE > BUE RS e &Y
BRGNS - 5 TR ERUeE R T &

U4

a

i

-

2.2.2 & REEERYEZE (Taiwan's hotel industry development)

BB F AR R T IR ) BREARGERIZR - TEpESEEIEE
AOETERI FZA TR M0 T — I R AR, R E T B -~ RRATEEST - R
RIEAE 2 eIt R RS A - BRIFREE FR Btrs A\ — R A& Ok S S & S VIS
SR RIS AN - (EAS (AR - DIOREE f E(BRIEE - 1994 5 ZEREE » 2003) -

FFOCEE(2010) BB TREE < B gAY HIBRF > £ B b EE R ARITUF AT RS A5
Pt ~ —RLEE » JBFIEEIER SV pe i)y H 5 RURREE ~ EFEFREEMIRER - A ED
RS HPHEORY e ~ LG EEATFYREESS o Hodritg 2= BUR R HHAY —AUIREE - St
1900 B 1913 FAGHF G AL T > B SUR IS S BRAC S » R (IAE -
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BES
YIS
—I

—FBDUIKEE " #IESUE ) 1 1908 ERAR(RE &S & IR =T
5 FEHEE it AR R S ETEIEE R IS 578 S —PRPE U
S5 RedTHEIEHI VRS > WEAPkE N ELRE I MG - BUEFT A HYRfENE 2R B 5L
BRI S > A 30 [ - B EEBEARIRSNENEE " {EESE 2B )
TGRSR R o HEEBUET 1954 55 ORBHOER - BIREBEERSER T8
SRS o RSB DS (2018) ~ ZIEE(2012)FIZFEIE(2003)AY#H S - I &

PIBREE AT (5% fee fE S R B 3% 2-7

H

%27 BB RER
F I IEREES

(1945-1955) | B CTRwIsl » FhA 2 e L » i 1 B - 0 2 2 BT 3t 483
BHEE |5 ARG A B B - 28~ - KHERS -
BT SN A A B ~ P Akt ~ [ F 2 R
BRI 4 5 B R 154 18> B R ) (LRI (e A S
AEE TN - AEEDCREIEE E -
(1956-1963) 11956 £y BI IRAF T B - BORYEL 10 S e B
§QM%%%@%K%’igﬁﬁmﬁﬂéﬁmégﬁﬁiﬁﬁﬁ@ﬁ@&m&ﬁ
i 1R ML B R R B8 (RS OBLR) Bk B RIBET7E 20
RILLE - 1957 4F AR AT S | BRI SR A 1
BRI AR & PR B Res s (7 T B
SRS R | FELABCE H R R A B
b e CBDUIREEEE | Bk SR TEISBDEIRES | 91 T
TREE ) RS » IR — At b S BB e L LT
KSR - A « ETHUE © G b s e -
1963 GE I {REE I I 2 S IRMPL S RUEDIRIR T AT 65
EHEBDCREE S | SUEEEED 40 1 1k T EIBDER
G R | R SO
(1964-1976) | P21 1964 A7 5 BB @ K A B (2 RIBERR 5 A P TR
B B 1 e B s B e JELOT » LB AT BB R L > 2B f B
Y KDL IRABHTA LTS 805 - B - R © AR AR
W TS « EEAUESE 6 - 1 1973 FEABENAILF
B (Hilton) AR (B 2003 £ 4 B A LU AL » BB
BT BB BB A A TS PRI (L B A A G BRI
e HIT AR R S SRR - 1973 5 1976 R TSIERI it SBE R
fabr WA BUNAEREES SRS R KRR #t =
LB AR IR -

(1977-1985) (1976 FE{&LEHRAIEIE + SR AT % 22 e i A > Bk TiB52e
RSB (SRR » TR i AR A L S AT T R 2 » 526 B S e
SREEREIT 3% - BB 1977 EAEM | ET AR R ES B RS, R

13



P ITERREES
R R o o7 K | DB K BB IRAE « JLES
ST AT RIS RARAI LA ~ SR ~ TRd + SERESE - IHE - 1
R -
(1986-2008) | 1984 4 BUFFHLIE Rl R e B A P BURBLL B o » FEoE i
P IEARARIFE A | B s A - ML AR BRI 4 8] BOT FY T R RPHITE B
BRI » PN T MBI 3 - B BT IR B - T
FURFR 2000 44 E BRIk — H K 2002 fFEHEB) T DL 3
BB R TGS BELE -+ IS B REDLEH &
BRI - LLRFEIAAIAE A B TR  NIREE - SRR 10
SR  TCHEEEAHY  TCHEAR - BB - A AT R
ETEERE: -
(200925 |FUfF 2008 FERLE) | 2008-2009 Jicf LB, K 2009 FF BOEHLER
B R 7 - PR BN - B BRSO e L
SICHEHT | SBDEIRE B TS (BIRSAT A E £238 - 4 1973
A7 B A SRR AL 1 AU 2 B i B g e
S THAIAE - FIRTE GBS S S S S
FeEET -~ YR -

ZHRACH © BT

2.2.3 &R HEE LR AR E RS B (Development of Taiwan International Chain Brand
Hotel)

T ) RS BRI E - MR REIREAR SRR R
» EHRETTENRRIRSRAE - (RN - 1T TR SO AETEIRET - JRAFBDCE SR (S GDP
MYEER L > WIE (8B 5 st & B AR A O C SR Y (RS - ARTE T SRRl 4 45
UNWTO (2018)# &5t » BRI 5 PR A LA (GDP)HY 0 2 — » Byt
FREEM 10%HYsRE - BIREE 10 (0 TIEREEE | (322K BERIREEE - R - BOEIR
W SR R R BRAUR RIS T & > T BB b RO B o iR B E E R A
BT (A EAE(R R BRI S © ARIRSCEEED Q18T BRI » 2017 S EEDLUA
RGN 7,770 (80T > (SR L ER(E(GDP)4.45% » BURBDUIRIESE - AMERTHH)
MHEAE SRS - ASBIN S > A B BN AR GEAG s 2 it - 2015 2 2017
FEDCA TR 2-8

22 2-8 2015 2 2017 FEI UL AFE

I5H 2017 & 2016 £ 2015 4
‘ 123.15 {&&FET 133.74 {EZFET 143.88 {E=*£7T
BN 815 BT 374 R 3.88 (35T
BN i (BT 3,749 (H7) | (2576 4,322 (7T) | (it 4,589 270)
=K RETRZ AR 10,739,601 10,690,279 10,439,785
GANEGHHEH 179.45 7 192.77 #7t 207.87 FE T
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IHH 2017 E 2016 E 2015 -/E|5

B TR EEE 6397 64975 663 7%

) . N 131.9 (&= 122.97 {EZFE T 113.41 {&2=*£7T

s g | LI ERTT .97 T AL R
BIPNBRAES HARE or 2 e 4,001 77) | (85 %6 3.971 577) | (35 5% 3,601 (5 77)
R A k| L[ 8,345 B | L0 9,038 ik | 10E7.852 B

IS e BTN | BaTE 2102 | o 20867t | BraTE 3601 7t
w4 255.05 [EFT 256.71 = 255.29 =0
(FrEws 7,770 f27T) | (a8 8,299 fE7T) | (5% 8,190 fE7T)
i GDP H 47tk 4.45% 4.84% 4.90%
BRI N 4 7= - %H GDP 572,767 HEFT | 530,532 HEETC | 525,562 HEFET

BRACH  SCBETELER (TGN

S EL 5 (201 8)4E5 IR » 107 SEAR A TR B2 1,106 7 A K ERAIHT
RIACEE B 106 SEEIAIEELE: - #0032 AT B 3.05% 1 Ak Bk TR RE
B 759 1 4 \T et EIVSAKAY 68.62% 1 KA Ry T3 | IR Ry 73 H 8,027
{5 EIHIHE AR 6.67% » EBARAMIIABIRTHHE ~ 2 - 5 - oh)(5LLEHE,
s SPEIKRETTHELLTE 104 4 40% FHEE) 107 4409 25% » [TRGIEITITES 107 46
BREFHLHT 260 # AR (5ELE 23% - 5PN ERIETEHIEENT 360 MAK - SEHELLZeR;
S0%H0%% 2-9 « FEACTHEIEAIZE ¥ 6 HAHE R A BB - 107 SRR A A
HU BTG - BRI B T A L R A KB B AL A Pt i 45
U1 B PO RS P ER A R PEM Bt B 801 - 75 A S B T
RPN - W B ORI R ) - FEE TR SIS - 1F 107 45
BRI R 62.7% - SIBIRMEAEQIS)4E ERIBT B 107 FEEAE
TR S B P IR 54 5 > HREURRINL 9,506 R - A0S M BT
B SR (R 2019 FEBIUTIEREE | SURTE S T s S
YRR (Park Hyatt) ~ 2225 {H(Andaz) Tzt 2020 SEE S ALERBHIR » GEAARIE
SRR - 100 2 107 SEARA TR H 0 BB (EM A KGR R AR 2.9 °

% 2-9 100 £ 107 FREIRE HAY G ER ARG E

) Y g = 1= L S —
%% | Bor | oon | bR [PEAE A | mk | EW
100 £ 6,087,484(984,845|3,633,856(500,131| 817,944(1,784,185|1,294,758| 242,902|412,617
101 4 7,311,470(893,767|4,677,330(444,213|1,016,356(2,586,428|1,432,315| 259,089|411,416
102 4 8,016,280(927,262|5,479,099(469,877|1,183,341(2,874,702|1,421,550| 351,301|414,060
103 & 9,910,204(769,665|7,192,095(393,656(1,375,770(3,987,152|1,634,790| 527,684|458,691
104 £ 10,439,785|758,889|7,505,457|408,034|1,513,597(4,184,102|1,627,229| 658,757|479,452
105 4 10,690,279|732,968|7,560,753|428,625|1,614,803|3,511,734/|1,895,702| 884,397(523,888
106 4 10,739,601|744,402|7,648,509(455,429|1,692,063|2,732,549|1,898,854|1,054,708(561,365
107 4£ 11,066,707|738,027|7,594,251|483,052|1,653,654(2,695,615|1,969,151|1,019,441(580,072
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Ke HHY JE{EH

Gl AKX = ST T

E | Bt | PR | B |TEIRE| HA FIEE | EH

107 E%g‘[‘%ﬁiﬁ 0, 0, 0, 0, 0, 0, 0, 0 0
106 S| 05%| 086%) 0719 6.07% -227% -135% 370% -334% 3.33%

BRI 2B BT BRI
1973 SEFARAIA RS - [RA /SRS > HERSEE GG RIVECEER T
AYEEERAS A E] > SRR TS SR E A R E IR EEANS - HhEES —HE
PREDCHEIHIE - AL G I0DKEHILRIES 520 fZEEE 5 20 BEEEEEhEERS
AVEESEY) - A GIBEUS S EHYSE — » B3 A ZCMERARHE « R B —FRAE
F— e E AR R THEUS ~ 55 —246 8 TEBRE— RIS - B—50a A
SEEENERE ~ B—H A BRSNS ~ B — A GBI LR EREAERE - LR —
Ha ML NSRRI ERUE > Y 1988 S 72 B SR B F 3 i s il A A7 B TEERUS > {EFY 2003
FIRBIEE DL E B an S IR 2 Ry gl KBS GRETZE - 2018)FI(SEEERS > 2018) -
1981 EFARHY T AREREARSUSE ; HEIREELLE > 1982 F RIS - 9
HEREANSEREEEERTEF  F45 T ARERGEREUE S > 2002 FHESE
TRE BB AR A EHEE EEE 15 T 2ILE G RIS | 0 2013 B ERE
FEAEE R E B Ry BB — A R E TP Y an S F R BPE L B AR ERE o 1983 R
IHY T ERR B SRR RS ) 0 REREEHEREAEELCEER > 2007 £
GRS O 18 (7T heo B IURTEDCEUS - 7Y 2008 A T HAEH AL
G EREPEANRS ) fHERR - LS r KRS > 5 38 MAyERNTELRESE
AYHAERCE S EAL > 2018) - 1990 SRR T RILEIRENE MR 26 8RS EFEILA
850 i M BALMTENE ) TTAFE - FHEASEERE FRESHIEME - 2010 F£HEEA L
FiREESE A G R E O b - BEIAE BT - 2010 48 T Sk R 2l H S ) Bar
» HEBEEZRE N LB =4 > 2014 FhHERHEEREEE - S8k T
FBREFRMNE > EEEETEYZ A TSR — SR RHBDCE Bl 55
HEREE - YIRS - TR  RBEE R T2 Kith(Esky Land) Ry SR 5
miEYIES ~ BUCEUE ~ G0 » SR E R - SRR - BUIIREE - 2 —Re
MRBIBHS % - TBDLBUEE D RIS EEEE - €45 T SEESEE o HEHR
2019 FEEVUTRBIE(FZ A4 > 2019) -

P& R PR RAVBDLESE - DL ) SRR GIBOR L EATR » BUFE AL
TR B R DGR S > € 2004 22 2008 £F T DR (FilETEE |~ 2009 2 2012 4 T D
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IRIRGEMTITZE 5~ 2015 2 2018 = T BLEREITENTZE , PR 2019 £ 2020 4 T Tourism
2020-Z B EED R ITE | FHTIEDL B E - FHEE BT - JEEEIRR
iF ~ WA A - SR EEDE R ERREDLERE > B S B LRSS
BROR TR BE - B ZiENEERE I o EECEEEEDCE R ER
TREEEE TR KA > HEA B SRR 65 2 BUPR P S IR A B I > B2 [ R
AFHRRER S » 12011 4 W RIS 5 2015 o LIFESEET ~ NtEE TS - GREEHEARE -
BIEES 5 2016 SRS « EIHE A - KIRSHREM RS © 2017 FE4E#
HESERT ~ B IRERGIT TS - G EIK B SR HBNE - 2018 AF1% B S AR ER

JE N SRR VSRR AR o U PR A S RS EE 41155 2-10 ¢ (Marriott, 2018
; Hilton, 2018 ; THG, 2018 ; Hyatt, 2018 ; Shangri-La, 2018 FIZZ B ERE /S » 2018) »

72 2-10 &8 B PRI AR AR B S R 5
85 2475 ¥T Y )5 £ /R ILHEE | ERE
albAmlHiE | EEEE HFREA(2003 4£ 1 HHZER|1973 4 12 H-| 478
EEWEEE %% BEIE2002 4 12 H
SLEANERE)
ERE BN G L EHEE ErEERLHIE 1983 4 420
L C YN
J&
Pk [ R 2B (R H | 28 A% B i {0 7 PR DR 5 £ 1990 4 138
A INH]
adbEWUHLE (B EiEEE  |[PUREESEE 1990 £ 9 H 866
e LR AIE A LR EEEE | EEEEE(2018 4F 9 HHHHE[2001 42 9 H-| 126
EREH)E PR [E] 52 I 245§ 2018 4 9 H
Ltk &L RIERE)
b T H B FEUE B 805 B A0 N5 S E 2007 7 H 252
J& HIRAHE
B2 N [ 5 4 T O B S I | NP S R 2008 £ 11 H 168
(Ed=]ES HIRAHE
EREEN G| EHEE HiEERCHEEE 2009 43 H 336
=L E] N
J&
B L&V E FEEE RKE M | HZEE 2010 12 B 160
)5 A AR E]
ERXEWEH EHER NS B EEEE(2014 4 1 H|2010 4 12 H-| 656
s HEREEIEEZ W2014 F 1 H
BEREFE)
WiTE 2= K| S S R 2010 4 4 H 770
BRERE
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AR5 4T ¥T I ESEE g FILHEE | EEE
Edb WEE (B (R 8 B (| S =R 2011 £ 3 H 405
HIRAHE
el e BT ER D B IR EEEE 2015412 H 88
RS INE RSN E]
el NtEE s N EEE HEEHE 2015412 H 465
S JE 2018 £ 12 B
BRI E R EHEE HEEHE 20154E 5 H 290
BOH)E
EdbEENE (PEEEERE S HEEE 20159 H 320
EEETARS |27 e R R R 2016 £ 12 H 129
AN AR A E
R B = 2K I B S B0 A R | B S 2 E 2016 43 H 331
BOH)E INH]
RIBSAE T | 5518 B T iR B | S S EE] 2016 £ 5 H 205
VTV FRAH]
b Ib S A (D B IR [EEEE 201741 H 292
BRI NEIAER A E]
H 1 I RE R | T RE D E R 201745 B 85
T RS
BB 2| K &5 EER | MNELEEE 201749 H 231
BRHAE BRAFEEET D
|
R 1 55 B 48 A | 0 B (5 B B i | S S 2018 £ 10 H 165
EREHE  |ARAH
=R e | NS i B UE 2018 £ 10 H 400
LI=pri A
e lb(E =) & \E=EE HEEE 2018 4F 12 H 227
ENEIAS
B ERELE B 2K ik 5 R (0| E SR E 2018 FE 12 H 131
HIRAHE
b TR E RE | 17 307 B P4 ) 28 B | B S AR E 2018 £ 9 H 104
RS I ERAE
WIS | SR JE A R B R R ONPE R 2018 9 H 140
A RAE G E Sy
NH]
B b k| 7 B R E i R T 2184E 12 H 106
)5
< T K22 P | KB 2K P e Y YR B N PR R S R THET 2019 4F 3] 129
J& )=
SRR | R EE REAN EEEE THET 2019 4£F| 700
JERT B IRAE] | PRI

BRPOR - BT
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2.2.5 & B E S LR E R K 43R (Types and distribution of Taiwan international
chain brand hotels)

B TR ELERY 53 SIS 2-11 + (Marriott, 2018  Hilton, 2018 ;

THG, 2018 : Hyatt, 201

8 & Shangri-La, 2018)

7= 2-11

578 B P A B R AR SRR R Sy £

[P R 4

I EUEE T anhf

AR e

LN N
(Marriott
International)

25 E (Marriott Hotels)

GILE SRS - SEE SIS

&= A W M5 (Courtyard

it EE RS - G1LER)ERE

Hotels) J&

5 i i J&

(RENAISSANCE el RS
HOTELS)

W 8;/E(W Hotel) &t W BE

ZJF)E(Le MERIDIEN)

IS FNE ~ 8T FT RN
i

SR (Fairfield by
Marriott)

& RIS

=S B 5 (Sheraton)

HILREERBEREE - HTTEES
REREE ~ BREHESREEE

B TS5 (Westin)

PREES TS ~ B Tl

tEHAERJE (Four Points)

MBS ~ adbthAtE
EACEE ~ R AR

HELEHT I E (Aloft Hotels)

S ACICRHESERNE ~ SACo RS
RIS

M H s &
(InterContinental
Hotels Group)

SLAHAR ) (Hotel Indigo)

SRR ~ TR

2 5w i H 5 JE (Crowne
Plaza)

BRI R SRS

B¢ H )5 (Holiday INN)

FrabmARb TR H IS

B #E R H O )5 (Holiday
INN Express)

B AR EREEE - PREEER
H S

Hotels Corporation)

SR BIEKIMPTON) |G K221
w80 S [ £ [
LGRS Ryt oo i Hyat Hotels) |-t mins

'R R A&
(Shangri-La)

i AR O AR
(Shangri-La's Plaza Hotel)

BRI SR EREERESS - &1
B &ILER IR RS

7 B H 2 BRO 5 £
(Hilton
Worldwide)

77 B TF(Hilton)

& IHT A B S

SR O o ST S
(DoubleTree by Hilton)

BAbH RS

BRPOR - BT

2.3 fE{E{EBrand Trust)
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Chaudhuri il Holbrook(200 155 A8 5 (1536 B A58 28 & I S 5 (1
. S(THETERE | FIRE - Doney A1 Cannon(1997) {5 H 724725 (12 2R BE BT
FRRHZE R - SRS (E 2 - TSRS (N B AT RIBAIRA -
B2 R T A 76 B2 FI B3 A 22 (Morgan & Hunt, 1994) « DR T DURREE £ 5t
(TR N S EL R RRBR RIS RN - ST (E SN I (T R
B -

EEREES TGN OREZ — SEE G ART A ER — BRI
S FLER L H(Wu, Chen, & Chung, 2010) - {F{EZ5E—(E A SPIREHY AT AT AT SE A
FYRAHS 5 & (Everard & Galletta, 2006) » & & ¥ B 2 (s HY a] SEMEAISE RMA (B 06
S ERLE BN - JHEE ARG A EE AT LB B D B B R AR e AN
2R PEMTHERFRIIRE R(Gefen, 2000) o SRR (LR SEBIMLARAVRES > BEHE BAZ
AYHIEE 2 R BRA T E SR A EE B IH H - (REE RS ] DURRSRRR S (L 1R Ry s RHY 8 T
HACE I E PGS (Kim, Kim, & Kim, 2009) -

Kabadayi 1 Alan(2012)H5¢ #z 55 He H i i E (1 b s 28 1 25 2 2 Y o R
FEEAER  HBEBETHERIAN G P TERZ - R A EEZE N R E S
HMOHEE 2 MRS EF AR BR i » ] DUE 8 8 & Y e RS [ o M B B Re i = i
BRETE » WES - B~ B85 - FF97 - fEa SRR KAEIELE - P E R R B
o B ZEHY R e 2 —(Bredahl, 2001) » (R By im B E(EIENDHEE B ~ 715 ~ 4
AEFRRR: - EHEREE—EmP - Rl hEnEAsawE B Z e
IS EAEERER - HIE R BB RIS 2 MHVEMmEA RN - (E(E R TR
§## K 2 (Elliott & Yannopoulou, 2007) -

2.4 LRSS (Brand image)

TS B E R EEAHACER 7T » mnhRE AR5 o F e B BT &R - NBENRA
TR IEAIEZE 4 (Perishability) ~ A~ 7] 73 F{4:(Inseparability) ~ I 14:(Tangibility) ~ &4
(Heterogeneity)(Dhillon, 2013)  #{% Suhartanto 71 Kandampully(2003)5152 25T &2 1
SEHVEBAHACER 77 - TR - B - A IR (R - CIREAIZE = Bz s MR 5 Y AR
OB L IR » Al B2 P s e ARSI R RE ) » 2 B P AR E
ARAITT Fy - Mohajerani F1 Miremadi(2012)iH78 i 512 » TR G2 AR AR FEHHILE
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BRENS » BFRORIRBS SRV R 2T NI S EVA A FEA A FRIENS: > 4L
Se RO SLAH SRy R - WEBA RN REZE -

R A E S L Em(Amould & Thompson, 2005) > (&K (A ek E R R HTECR
OHEHE A LA BRI AU E CBRHY S (0 (He, Huang, & Wu, 2018)  JR#EEiH

SESNE R RRE - BRI mRR e m] D& 73 ab RIS (B E - SR E & O s
B—ENME  ERREE R EE - SRR ECE - mhE SR B 5 |
M A REFFEAHRBANYECR (Horng, Liu, Chiu, & Tsai, 2012) © & 82 # ¥ dn A (R HEAVE]
G > R SR B Y A B AR R A HA S B L 2 (Hyun & Kim, 2011)

Y SR R B BRI AR T R ERY IR Z (Ryu, Han, & Kim, 2008) » EJ¥#E
EE I E IR S IR TSES » —TESMERIRE 7R (Zeithaml, 1988) - REMEHECREFHY
R REUSZ B L A R E 28 R S A R B 75 (Keller, 1993) » dnf G0 B B Eadas et
anfR IS >KANFES K - iz 57 haf%(Anwar, Gulzar, Sohail, & Akram, 2011) > E4FHVEREP S
IEHEEREEN R EEMNEE M - /£ Simonian + Forsythe ~ Kwon I
Chattaraman(2012) ¥t AR 352 AT R E R M AIHTe o 455K > SIS S m B KR
SR A B R o R G A KRS E RS HVIMEAR R - AP
T g s 50 o 2 0 (B B ST (Grewal, Krishnan, Baker, & Borin, 1998) - Ryu ~ Han I Kim
(2008) 7 #4 » BAFHVEBE R E N A RAIEENTEEEFH © Chen ~ Yeh A
Huan(2014) £ BB BOHENINIZTRI - BEPVGEIHEBBATEMEZE o« RIFHYmE
g vl DI B EE RIS LS - KR B mT AR S 5 f (Chiang & Jang, 2007) - &Y
e in S RS A - AR BB DA S RRA (S (ERHSEH B8 B0 R o 7 ot S IR s
(Dodds, Monroe, & Grewal, 1991)

2.5 fuf%E{E {8 (Brand Value)

oo E B R s At A A A B > FEA I BB ERYIRL T DU (E 5 B HIRE
FIRIFENSE - B{EWOE 32 R B 7 S s 5 R B P R A M 2 R B R B A Y
aFii(Holbrook, 1999) » i a5 (B H S Wi H BB & 150y 2 Fl B SR B B Ry e i BIR A555C
(THYMERAS Z [T 22 52(Walsh, Shiu, & Hassan, 2014) © A BV anhR{E (B4 E 22 M TE anhs
HTRIAZR I RIS FH (Sweeney & Soutar, 2001) » B B Gt E ERVE AT B
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FAYEERGHEE - 12 1] AE & S RE A 0 AR BRI 17 Ry 7K1 7 A A2 8 (Bretherton, 1985
: Feeney & Noller, 1990) * Lee(2001)i/F5E 545 mhf 0 ~ PSRRI 1R B Bk 2
AR B e N R S HE (B (E () -

Kervyn ~ Fiske A1 Malone(2012)fER5E AP A RKIEATAE J0 40 S B AL b
RIS R S TE - JHEE R EE A MTHE R 7 A B an iR - SR A S B ERAVED
ST LR T NREE > FrPAan B (E AT R R S > (AR A JR(E{EE
(Torelli, Monga, & Kaikati, 2012) - muf# 2 BAREESR - (DHEENSIHH P id#EE
EHEIFH > NRHE#E A LURSEAEAFR 2 5 C.(Morhart, Malér, Guevremont, Girardin, &
Grohmann, 2015) - Kim ~ Kim 1 Lee(2010)i/t7E 52 i R ampR B EHAY T E AN Z - A faihEe

B ERE - 7R EOFEE - ORI ERL > BITERURIREE » 2Rk -
OB EEN LGRS BN B SN AR - [ IO E & (R AR E R
TERT > [BERREEEN R ERNE - NIt EE G R B R B A IR E
RIE -

EERAnfEEEE /A E] Interbrand > AR EHA S AR HI R Ml 2447 100 (B A E
ERVEERE TSRS - SR E ERFHE S RIS R EE Y BLER - Chehab
Liu 1 Xiao(2016)i/1%2$5H Interbrand 2 2001 & 2012 F2847 100 (&5 A EENEEKS
JERH > SRR B YR AR BAR SR U a0 Y22 S5 REDR Interbrand 24Ty
C R {E HE MY B R B U 25 (cumulative abnormal returns, CARS) » iZ£t CARS i
Interbrand HYfEETHERVE(LEIEAHRER - R AT Fonan B {EE CARS MFHATEZENA
% - e B AHEENAEEE - (A ERRAIEV E - HIILEARRmEEE

A F R s FHE S T I aa T i 2 2 B S Y AR (Aaker, 1991) -

2.6 FE{I{EH% (Willingness to Pay)

Monroe(2003)32 R (- {(Eg(Willingness to Pay, WTP) /2% 5 R Ry e i sl IR 51 C
B i RSB o BT E RS E 78 5 (B R R T E AR B M B e 1 8 i P S T Y B R (B A
(Li & Meshkova, 2013) - FEAHEFSEHEE Him ~ IR Z 2R GES Y i AOH B &
o EfrEE AR B LUERS 5 2 U A RS fm o B 47 Y AR 75 (Ding & Alias,
2002) o F R (tOH B S B RS AE AL AR A L 7 K LS g e T i (B (EAR A =(Klaus
& Bernd, 2002) -
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e G ELS B RS v TS ERAREE  IET5 & (Non-market Goods)
 BIAHT > BELUE B TS RH E R Y E(E - NIt SRS ERVEERE -
Tl IR G a7 A5 (Davis, 1963) » R IETTIEM G5 ES 1] LI &, A LA
RETEIFTISV ENEE - B SRR EUER Z(hedonic price method, HPM) ~ iR A
J£(travel cost method, TCM) Ei{F{-5¥(t)% (contingent valuation method, CVM):IHE;HD
DIt & - AW et BDME & S IR 3 R RS < BT B - Sk Rt A
FEHEARHTREAL -

SRR M S A A S R E B K A BRI S Y B = (A - S S B
FTEVIEYEE - BN EEAEINE - ARHE R ERAY RS OE EA R EREE
(Garcia, Gallego, & Benit, 2016) » &0 & 2 11 (i TR KON SE T e (e (HHFIR i \HYSZ &
FEE B B2 IA 25 (Wertenbroch & Skiera, 2002) - —EEBFE SR tPAE R I 2578 P15 B MV IR
&R - B4 Kuminoff ~ Zhang F1 Rudi(2010)/52 L 15 &k thae it 1 F s 5B EAV 2

 SEFR L2 P u] DA Rk Coil TS VAR 55 <2 (4 [F] %2 ] - Kang ~ Stein ~ Heo HI Lee(2012)
5 SR 2 NIREE Ry 2 B S SR AR PR A o] R E S S (R (-

FE = - 5 A(Methodology)

3.1 tHZeRE% (Hypotheses of Study)

AT FE BT B P g R B B RR A (EAR ST - BRI LA BRSO H s
HIARFE Z BHFE HEY - BEERIIT e REsean T

P A SRS

FRfTERS A RE
H2 : FIFH anp S

HEERA#E

LTSI - A [F 5 I 2 H B B P s AR R
M
17
25
H3 © M ab R E T
25
17
M7
fETT

SR > FEA [E] TR I 2 H B S B PR S bR R

VB[ > FEA R T 5l I 2 U B & T A S R U
anf S A R

H4 : FIFmpR S
eI RAE RE

HS  FIFp S

Sl > FEA [F 5 be T B B R S R RS 2

SN A [Fl T S e 2 JH B T B PR A S R U 2
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o EEA R A R

3.2 BffZEZE R (Framework of Study)

AW TR LN B BB R E T R E B UGRETHEE TS EE A &S
B o FEIRFT RIS ARSI PR~ i EEETRZE ST R ARSER NS
FHGLEGE &  THEKEE ~ mEEERER ~ P RINE - anhfE BN ZN PR
anhER R Z RS R OR B R R 2 IRy 722 AR (5 > (RIBDTFTRE s S R AT Ie 2R
L NE AT -

R EHRER SR | T R SRR
2 BR R 2R AR

ol et L N Ee il -« 103
A % ol BVE Rk - <——H4
S E g e TR 15

3-1 W7esite

3.3 BZEE 5 (Sample)

AWTFELLE G RbREE e By LTI - BRETIHE BRI B PR S AR B U
T FACTER -

3.4 #iiE A (Data of Questionnaire)

AHFEER R A BTG E > A GOOGLE & ERERHAZEM » (£
FHmTE QR CODE i 2 [H4s H i (i % B A 77 - FAGR IR R & ORI - 3
FERY ~ E R0 - AR G U R RN R & TR £ K E A D 5B AR R %
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DRI 58 0 I plhfse 3t BT T RS - &aTEM] 50 (oG - WE (S ot edrE 3 45
B BUORNEE - EEEM - 5| BEEEFEEMER - FXAMEEMHE B 2018 £
FA20184E 8 H 14~ 18~ 1920 Hit 4 H » HIfE 451 (9B 9% -

3.5 H&F%ET (Data of Questionnaire)

AWFEZ GG TN EE T - Rl R - amhfEE - PR - aniiE
{H ~ BRI ERAERE SR -

3.5.1 &M E (Social Demographic)
F—EE BRI EARER iR AR R o HE YR
T A 2% Kim ~ Choe Fl Petrick(2018) ~ Casidy ~ Wymer F1 O'Cassc(2018) ~ Huang
Cai(2015) ~ Lien ~ Wen ~ Huang FI Wu(2015) ~ Kim ~ Kim FI Lee(2010) ~ Morales 7
Higuchi(2018) - Masiero ~ Heo F1 Pan(2015)LL AV » S35+ DA T 11 {EEH -
[EGaea Tt ¥R G W B 2 OHEEHMER] ~ & - BEE ~ BRI - k1
HY ~ BETT AR - iRiERE - SHESOR - SRS AV BESTT BRI » 5HIMH
BENFER - ZERE - AWA - FMGEBESRATRIER KT Bzakatidk 3-1 <
BHZEE T | JRE B R A MG - W BETMEMS - BAVERSS THEEY
PRI S AR ERE < R E RS o RS FUE BTS2 T » S MES - WV &
BERBETHRE 2 EIRREE - BERENEIEEE - 4GNSR 53 B EE

51 0 S EE T R Z A AR E R -

% 3-1 s 2 BN

EETH AT BEIANE 5| FHSZRR
1.8 % a.Kim, Choe,
a.[ ]Males [ JFemales & Petrick,
, b.[ JMales [ JFemales 2018
1F$JEJIIJ M | F | b.Casidy,
a. M RI(Gender) c.[ Males [ JFemales
Wymer, &
b. 4 71(Gender) d.[ JMales [ JFemales O'Casse,
c. LRI (Gender) e.l |Males [ JFemales 2018
d. 4 51](Gender) f.[IMales [ JFemales c.Huang, &
e.14:71(Gender) | Cai, 2015
.Lien, Wen
.14 71(Gender ) )
Pl ) Huang &
Wu, 2015
e.Kim, Kim,
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BB BRI 5 (ARt
& Lee,
2010
f.Masiero,
Heo, &
Pan, 2015
2. ]18-20 [ ]21-30 [ ]31-40 [ ]41-50 [ ]51-60 a.Kim, Choe,
160 };}JﬁL\/{J: & Petrick,
[120-29 [ ]30-39 [ 140-49 [ ]50-59 2018
(760 gL Dlasidy,
2 b a.Ezo-zg [130-39 [40-49 [150-59 [160 7%LL (Z)O%Igsesrc
A
ziggﬁgg b.[121-30 [31-40 []41-50 []51-60 [160-65 |cFuang, &
C EBb (Age) c.[ ]20-29 [ ]30-39 [ ]40-49 [ ]50-59 Cjai, 2015
4 EEE (Age) d.[ ]18-20 [ ]21-30 [ ]31-40 [ ]41-50 [ |51+ d.Lien, Wen,
cipi(Age) | L2t PR LS LS Wa 3015
AN AgE) f[]16-25 []26-35 []36-45 [ ]46-55 [ ]56-65 e Kim Kim.
[ 166+ & Lee,
2010
f.Masiero,
Heo, &
Pan, 2015
s al s LER IR LIWt5ERT
LEsall T Uss LER IR
[ WHZERT
L& 18R CPRE LIH5ERT
[ VNEE e+ Lhss DFER
[ JRER [ BH5ERT a.Kim, Choe,
3R D/J\% [ B H D%ﬁj [ R & Petrick,
A E BT [IRE y L 2018
(Education) a.l | (High school graduate) b.Hu.ang, &
b 2 TR [ IKE24: (College student) Cai, 2015
(Education) [ IREEELZE (University graduate) C.Lien, Wen,
CHERLE [ tge4 sl _F(Graduate school or above) %‘;anzgdl 5 &
(Education) b.[Ji& s LR (Less than high school) dKim. Kim
d R (& (High school) &  Lee,
(Education) [ IREE S & A7 (College or association degree) 2010 ,
e HEEE [ JRE =& )22 5% (Master and above) e.Masiero,
(Education) c.[ ] frE#(High school graduate Heo, &
Pan, 2015

[E2{-E247r (Bachelor’s degree)
[ JRAF7E 4k 22417 (Graduate degree)

d.[ = s E2FE (High school degree)
(12 £ A 2222417 (2-year college degree)
[ 14 FEHIAELELLT (4-year college degree)
842 Frr(graduate school)
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SETH AT BEEHANE 51 SRR
e.[ 1'8H1FE=# & (No formal education)
[ VN (Primary)
[ ]2 (secondary)
[ IR (university)
[ 5% 4= (postgraduate)
Al ERET Uadbm Urdbm CIRkE
Ll LBriie e Uedrm
L LIRAERR EMSR RSN
el Uemm Usiksm DR
L&HRER LftER USR8
Ll LEUTH:  CIREEE &4 -
Pl [ s
LAk edbm gt DbkE
Ll LBririe OwsEds Oedm
LIy b MR UEEN
4. JE{F [FFE%R Lemm LsSEr LFFEER% a.Masiero,
a.[EEE Clasis LfeEis e DYNEE Heo, &
(Nationality) (i ~ eFT% - BiH) [ PR FEsth Pan, 2015
(& HEPTE [JHEMEEE
CHEER(EAE ~ #rdl ~ BkIE - 30T ~ BlE)
CIFE (SR ~ &9 ~ 810 - 6 #ZF)
LIFEEN(Em ~ =i > FEs - mEHY)
LSRN ~ 25 ~ B
[ JAME
a[ 7= (UK) [ B (Australia)
[ IZEE(USA) [ ;%[ (France)
[ Jt&EEd(Germany) [ [ (China)
[ JEAth(Other)
S5.LI&EBHEGE  IZEMRIK [JBIRIRBE
[JEA Clemise LEMoasce
[ MERBEG RS ERAR
[1EE4 CJHEE  [8EE
[ A,
5.1 a.[_|Professional a.Kim, Choe,
b. fE&ZE [ ICompany employee & Petrick,
(Occupation) [ ]Manufacturer/technician 2018
c.HHE [_IService employee b.Huang, &
(Occupation) [ ]Government official/teache Cai, 2015

[ JIndependent businessman
[ |Student

[ JUnemployed

[ JHousewife

[ |Other
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SETH AT BEEHANE 5 SRR
b.[JEFF E & (Government officials)
[ I ZE e (Clerical or sales)
[ 155 (Labor)
[ 5 A 28R i A & (Professionals or technical)
[ 128 57 TIEC A & (Manager or executive)
[ 1B fe2k A & (Self-employment or owner)
[ FE{K(Retirement)
[ JE24: (Student)
[ ZZEmi(Teacher)
6. 122,000 DA [ ]22,001-30,00
[ 130,001-40,000 [ ]40,001-50,000

6. AT+ AUz A [ 150,001-60,000 [ 160,001-70,000
(e 57) [ ]70,001-80,000 [ 180,000 DA |

.45 A FEEIL A a.[ 11,000,000 DL [ 11,000,000-2,000,000 aKim, Choe,
(Monthly [12,010,000-3,000,000 [3,010,000-4,000,000 | g petrick.
household []4,010,000-5,000,000 []5,000,000 DA F(E&E) | 2018
income KRW$) | b.[]30,000 DL []30,000-39,999| b.Casidy,

b RKEFULAEET|  []40,000-49,999 []50,000-59,999 Wymer, &
(Combined [160,000-69,999 []70,000-79,999 O'Cassc,
annual h{(}lslze)hold [1]80,000-89,999 [1]90,000-99,999 . i?elf Wen
mcome N S A . 5 5

SBREA | Canonee Hurg. &
%g“mﬂeﬂ)y INT$20,000- NT$40,000 d.Kin. Kim,

d.ZREEH A [ INT$40,001- NT$60,000 & Lee,
(Monthly family | _INT$60,001- NT$80,000 2010
income) [ ][> NT$80,001 e.Masiero,

e g E R A | d.[]Below$2000 [1$2000-$3990 Heo, &
(Monthly []$4000-$5990 []$6000-$7990 Pan, 2015
household [ ]$8000-$9990 [ JAbove$10,000
income US$) e.[1<1,000 []$1,000-2,999

[ ]$3,000-4,999 [ ]$5,000-,6999
[ ]$7,000-8,999 [ 1$9,000+
. s LPRE DH[ a.Kim, Choe,

7'@%& a.[JSingle [ Married [ ]Other & Petrick,

a JEA A b.[JSingle [ Married [ JWidow(er) 2018
(Marlta\ll\ status) [ IDivorced b.Morales, &

b?ﬁ[iﬁiﬁstatus) c.[JSingle [ Married [ |Other gl(;%whl’

CUSHHAR T c.Lien, Wen,
(Marital status) Huang, &

Wu, 2015

8. A F| & EikiE 8L JEE®m1I A (2 ALIBALMAALB AL A |aKim, Choe,
E7T A8 HIPN [18 ALAE &  Petrick,
mTeEAg | EBLA (2 ALB AL A AME 2018

b.Morales, &
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IR BEHNE 5| SRR
alBiT NE 11 {[& (12 {[& (13 {[& (14 {[& [ 14 & 2L L Higuchi,
(Accompanied a.[_JZZ % (Family) 2018
person) [ IAA/Z (Friend)
b. %E}\E& D IEI %(Colleague)
Dfﬁ%%ﬁﬁ%g?ﬁ*%(aub or package tour)
[LJFeE C (Myselh
b.[ 11Person [ ]2Person [ |3Person
[ J4Person [ ]5Person [ ]6Person or more
9. FE% LEDY [IRZE Ug® LEE
CIEes 8% [JHEAM
a. PR s SR K% At T/F (Because of interest in Hyo-
O ARXENGHIKE|  seok Lee himself and his work)
FEHHEM (] K B H & 40 #f (Because of the pastoral| a.Kim, Choe,
AR H 8 countryside) & Petrick,
s Hiy (1A B 6 H Y 44 % (Because of the festival’s| 2018
a. HHJ(Purpose) reputation)
[ 4% H P H%(To identify business opportunities)
[ 1282 45(Visiting home town)
[ JH:Athr(Other)
100 A FE &Rk 10.LJ1 Kk 2k [BK
EXEPN 4K [ 5 RPAE
EEFRIREEE| al ]l H#F(Daywip) [J1 #(1 nighty [ 12 B (2 night a.Kim, Choe,
K& [ ]3 Hﬁ@ night) [14 Hﬁ@ nights or more) & Petrick,
EXEPN 2018
a. 2B
(Length of visit)
3 . | WL T [ [JERER
WARSIGHRIEE  Curpmsur (M 498
ﬁ‘é%ﬁﬁﬁjééﬂ a.[_JifT¢t(Travel agency) '
5@}’? i [ IBH /7157 5E (Friends/family) a.Kim, Choe,
FEREARE D%*ﬁ/”@%f%("ﬂﬁradio) & Petrick,
S = Dsr 2018
SREAOR | O (Newspapen)
a?ﬂ]folrlrbr\latiifi & LT (Brochure
source) [ J44ES (internet)
[ 1At (other)

3.5.2 fuE{E{E(Brand Trust)

AWFFE £ Lien ~ Wen ~ Huang F1 Wu(2015) ~ Fazal-e-Hasan ~ Ahmadi ~ Mortimer ~

Grimmer F1 Kelly(2018) ~ Soa ~ King ~ Sparks #1 Wang(2013) ~ Kim ~ Choe #{I Petrick(2018)

+ Vachet f1 Lombart(2018)iff5¢ & 25

 HEGT IS (EEH - (F Rt EZ5mE T2 HE

THH o it as T PR ToRh 2 5a s KU (Likert scale) RyfiT BUMEE 2R Z T.H - [H[ZBEH
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Al TIER AR . THEE . T TAEE . M TIEEANERE . T R A
BT S5~ 403 200 1 sy EEXATRS - DL TIRE FE, BaEEREE RS 0 TIER
NEE y RS MR Z &K - R DR EZa0E Z i EE -

Lien ~ Wen ~ Huang 1 Wu(2015)Wf5e48R& 4% FETR 2 H5e/Es] B4 LIHETHUE - &
WP HAERS B EER SN S E S S RS 0 E—Hm 047 S Fazal-
e-Hasan » Ahmadi ~ Mortimer ~ Grimmer F1 Kelly(201 852142 2 7% S8 e i {1 S p (8 (.
HNE PR GGER 228 R E 5y R B —HSHI 734 5 Soa ~ King ~ Sparks
Wang(2013) b5 AR fmhRmd [R5 Seh e FE AU S 2 S B B2 e » R BT Ky
B —HEME 7317 - Kabadayi A1 Alan (2012)0F 72 suh{ BRI T R EAY B RTHE » BFmhYE (T
5y By BE—REIET 53T o Kim ~ Choe #l1 Petrick(2018)#15¢ 4 A S A SAR R, ~ BE E - &
MRS ~ EhBERE 2 528 » Ak E 70 R B —REE 7947 © Vachet H1 Lombart(2018)f
Fel I R E AR LT E bl > R 2 2 B ERRE (5 Ry B — I 74T - AW
Fepk BT - R PR S SRR AR S < kBB (T B - BURe RS2 B

(STARIRETE B THFE - RFetatnds 3-2 « S5 505y © DUT 35 S B B S AR
JEES IR  [BIEEHYEE 2 (LU T aESt T BIPR A SRA R 8 s S TR A > [ EL 2
o ] S B PR R ot PR B S (IR AR [ B VAR E LU T )

g

% 3-2 fhREE

HH MERZer | SRR

LR BB RVZE MBI

A% AL o R B P B Y 7 e AL R S a.Lien, Wen,

B E PR e E A A B AR %S = | Huang, & Wu,
a.what the hotel says about its product/service is true (i) 5 ¥ H 2015

2/l EHE R H B V)

7 SRS R a.Fazal-e-Hasan,

(BRI B o R Bl E e IR S e A R Ahmadi,

The brand that | purchased online is well made (Fe1F 44 [ IIE [ Mqﬂimer,

E IR B) el 2018
2. alHE A B LR a.Lien, Wen,

L S B B B B T B R 2 B L RS Huang, & Wu,

BIERE B R R B LIRS Mg | 2015
a.l feel I know what to expect from the hotel (FZ215FH17E 1

JEHAZE (TEE)
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75 H NE 2 [ 5 SR
35 B R E B a.Lien, Wen,
H BRI Z e g E E Huang, & Wu,
H AT Bk RS S e - 2015
B P A R R R A AR R B T )
a.If the hotel makes a claim about its product/service, it is true
(R 5 S L o/ A s PR R I 5/ ELAY)
4. 7] SEHY Li W
e P T S " Huang, & Vo
R R AT S 2015 ’
a.l believe this hotel would be reliable (FiAH{EE 5 E =] b.Kim, Choe, &
E i) W | Petrick, 2018
b.The celebrated writer is reliable (- ZAV{E S & 1] SEHY : c.Soa, King,
c.1 rely on this brand. (F X 5& 2E (& %) Sparks, &
d.1 can rely on this restaurant(F] LAf{K 545 52 B BE) Wang, 2013
d.Kabadayi, &
Alan, 2012
5. °]{S{ERY a.Fazal-e-Hasan,
iR =R RED Ahmadi,
R B o 4 R (E (B (T Mortimer,
B R (S e &
a.The brand | purchased online gave me a feeling of trust (F¢ 1 b.KabZZiayi &
4 I E IR TR — SR Alan 201’2
b.1 feel that | can trust this restaurant completely(FZ253k =] DL M5 c.Kim,’ Choe, &
TREFERERE) Petrick, 2018
c.The celebrated writer is credible (FEXHITEZ &1 (EHY) d.Soa, King,
d.| trust this brand.(FAH(S iE (E4445) al;arks,z o3 &
; S R[22 32 5 8% ang,
e.l trust this restaurant (FefH (S8 X & EE) o Kab agdayi, &
Alan, 2012
EINIOR
PR ALY EE e RO
a.Products of these brands reassure me (traceability, compliance| Jigs; | & vachet. &
with standards, expertise, etc. i B 5 R 7 S H 0 (7] Lombart, 2018
BN > FFETRAE  BEEARE)
6. LTk fE =
WA IS S a. Fazal—eTHasan,
T R RSB S N i
SR (B R P Grimmer. &
a.l feel loyal towards this brand (¢332 (R EE FE55k) Kelly, 2018
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HH NERZ 7] 5| SR
70 A BIFE A SR R AR 2 B
FAENIA : §AA§J ﬁﬁﬁtﬁ:ﬁ@@ﬁfﬁz% a.Fazal-e-Hasan,
e T ERkE ) HEEAERE g B Ahmadi,
o B g R AR E 2 = JiF[= | Mortimer,
a.I am willing “to go the extra mile” to remain a customer of this Grimmer, &
brand (FREEENIREES JIHEE R Ry ia (8 MR & =) Kelly, 2018
8.5] s (B S EEE
~ o - a.Fazal-e-Hasan,
T B e (B Ahmadi,
HoFE sy BT A THET B PR HeH miR el s Mortimer,
a.l think I have achieved my goal by purchasing this brand I Grimmer, &
online (BAEFE4CEBIEE S BRI EHBRNEE | ™ | Kelly, 2018
b.1 would consider this brand my first choice to buy services. (£ b.Soa, King,
TR (B R ER A B RS T 5 28) Sparks, &
Wang, 2013
=l B EIUEE a.Lien Wen
|:l\ /;ZK‘ \,\/ = = /\E g . ) )
Fgﬁiﬁ?mﬁﬁﬁ}iﬂﬁm@ﬁ?ﬁ il NEf | Huang, & W,
{E{ﬂ‘?ﬁ ET?@E 2015
a.it is worth to book the hotel (B 5 7EET/)E)
9. SR B P L S R A
ﬂg’%ﬁj E:;—% 4 ETFZ%‘Q%%E%H% B a.Fazal-e-Hasan,
W= T Bk SR RS Ahmadi,
P EHE (B E PR s Mortimer,
PARERE S R B IR E IR B AR ESERT B R iE[m | Grimmer, &
a.l think my online purchase of this brand would help me Kelly, 2018
achieve the goals that | have set for my life (Fe30 5 » FAE4E b.Vachet, &
R E (S R B TR I B B O A TR E D) Lombart, 2018
b.1 like these brands F =2 L S fH
ﬁz%é&k if)] L a.Fazal-e-Hasan,
% 7 B e R I T PR = Y Ahmadi,
PAEHE EHEE A P P = Y fn JIE[= | Mortimer,
a.The brand that | purchased online is one that | enjoy (F1£44 Grimmer, &
R SR T T SR Kelly, 2018
10,55 T FIEEHY '
P2 AR5 R IR R 8 LAY i a.Soa, King,
a.This is an honest brand. (2 2 — (& 5k B 11 ) Sparks, &
b.The celebrated writer is sincere(Z % AV1E 22 & E ) I vavlamng (2:?1(1)2 &

c.In my view, these brands are sincere toward consumers’ (in
terms of commitments, values, etc. {fEFR B3R » i3 EL LY

LA Ha ey (FEKEE - (H{ESJ7H)

Petrick, 2018
C.Vachet, &
Lombart, 2018
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w H NESZiE | 5IHSCR

1122519 .
IR P 2 B R B 5 R R 2 Y a.Soa,k King,
a.This brand is safe. (72 & LR 222 22 1) Sparks, &

JiF[= | Wang, 2013

b.I feel secure when I go to this restaurant because I know that it bKabadayi, &

will never let me down(Z:48 Z2 B EEIF RS 224 » R Al

AR R Alan, 2012

12 518354
HeFr ) A\ a5 BH BRI PR A SR R B R (B R a.Soa, King,
By e Hof A B8 anh (B RS AR TR A = | Sparks, &

a.l would say positive things about this brand to other people. Wang, 2013

(e 1) oAt A\ G558 (il e iR R AR P =B 1)

13. G S EHR A7 2 B PRE p R B (7
PG o & 2 BRPEE sH SmhR aR G R 18 .S K
s A 2 B S AR B | Sparks, &
T S B SRR T Wang, 2013

a.l would encourage friends and relatives to do business with
this brand. (P& sl A BliE mhF e R)
gHEBEGHAMHES
oG M T .
o160 e P M T
REH ARG R " Wang, 2013

a.l would recommend this brand to someone who seeks my
advice L 15 (B iR4E TORATN)

143 EHEH
S B R AR Pt PR B R L B
a.l find that these brands show an interest in their consumers &

SR L LR At P D B R L LB

a.Vachet, &
M1 Lombart, 2018

15, G AT 3 2 AL S AT 2 B K
R AT R TR

Ry B HH
S an LA R B SIS i | & Vachet, &

a.l think these brands renew their products to adapt them to
consumers(expectations (nutritional benefits, flavor, etc. ¥

FoiE SE AL R e R L PRV an DUB IR B E T (B
il 0 LIEREF)

Lombart, 2018

3.5.3 fufEL 2 (Brand Image)

KWFFE£:E Lien ~ Wen ~ Huang 1 Wu(2015) ~ Lahapa ~ Ramilb ~ Said ~ Radzid #
Zain(2016)b1 72 - Hagat 12 ([ H - (ERFFEZHhmP R ZMEHEE - MEaE
PR TLRE 2 v RUEE (Likert scale) Ryfir B0 E FIMEE Z TH » [BIZ BRI T IEHE
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Eao THE, TEE, "IEE, M DEENEE . B RFRIDREGET 543
2001 o BEAAERE - L TIRERE . RinEP R REE 2 & o TIFE AR o Rk
AR 2K - FEL LIS RZ8E Z mir 4 -

Lien » Wen » Huang 1 Wu(2015)bt5e4E5 ] F54d_EFHET8UE - sul P SR L8 ~ (BT
EEEEZEHEARE SR A A MR 2 (Brand image) 73 Ry BE—{# 1 77 1f7 * Lahapa
* Ramilb ~ Said ~ Radzid 1 Zain(2016)FFEAE S AP L fUESE - dbhfE REEE R

[ > B 22 (Brand image)7y B EE—H#[H - Kim ~ Choe A1 Petrick(2018)b/57 44 A B2
af R ~ BB R PR~ S 28 HaEE R R RE T -
Liu » Wong ~ Tseng  Chang A1 Phau(2017)i/F5E (£5 55 SahR AL Y B S i an i B
B R RR A E R 2 28 R R 0y R B — i oA - AR Bk
W5 - R SR S R B 2 SR R 0y R B — D > (R S & 235 i SR ]
REUA HIETTRVR - BEsEtsR 3-3 - B=0007 © DU NGH T 5 A 5 o R R 5 25 R ET
% BIEERVELR ? (DL T aEst T BPRER AR BUE S IHEIR - BIERHVEL? © DUT
A [ (AT I PR A A R B B G E | RIS R TSR A 2)

% 3-3 P %

8 H N2 1] 5| FHSZRK
1LARST] a.Lien, Wen,
W Eipa] Huang, & Wau,
RS g S AR S S ) 2015
O g b.Kim, Choe, &
BUE R R ARG (] NIE = Petrick. 2018
a.the hotel brand is attractive(ji§ /5 S EIE A k5[ 17) C.Vachet’ &
b.The festival is intriguing (& (R i H 1R 75 #5) Lombart, 2018
c.I’'m attracted to these brands(F#72 Lb LTI 5 )
RN EN G e a.Lien, Wen,
B SERBAIS < A bR E R e | o
B SRS A e \ 2015
a.the hotel brand is pleasing ()5 SRS AarR)
2.5 NGk aKim, Kim, &
P2 AR5 R I R R M B T B R i P Lee, 2010
B R e W b Fazal-e-Hasan,

J”E fﬁ,[ Ahmadi,

.Emotional value Rel t hen shoppi FLFB"
a.Emotional value Release stress when shopping  ( 5 Mortimer,

EVEER#Y) FLFB BHAZEE TT)

; . Grimmer, &
b.The brand that | purchased online would give me pleasure Kelly, 2018
(AR I ER g E RS )
3.5 ANEZ aKim, Kim, &

9 T S S RV W | Lee, 2010
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HH E 2 =] 5| FHSZRR
B S PR RV B AR AT

a.Refresh her/himself by purchasing (FLFB & & E FLFB
il H )

4. £FHEHY a.Lahap, Ramil,
P A R AR E VR B N T 4 Said, Radzi, &
BRUE E- \ E6T Mg |, 2o 2016

a.It is comfortable (573#) b.Liu, Wong,

b.1t is comfortable (£77#) Tseng, Chang, &

Phau, 2017

5. P57 .

e B R T A AR A e | ami

> o [E Said, Radzi, &

RE SR TR S ot
a.lt has a very clean image ([El{&IEE T2 F) ’

I ES

B P AL R B 5 T RS2 AR B R Ty

B fn PR B RE AR (G2 R _E Ry eI aKim, Kim, &

TRl R8s i PRI B AR G B 4 Ay - ) Lee, 2010
a.Looks like financially successful (B#EAR G E4E% _ERliTh

19)

TSR G

B PR B R R B TR AR A & 3k . .

B R O TR Mg | &I, e &
a.Looks the brand good/fit on the person (E#E4k 15 (& LR ’

SIS EEAN)

6. CIR# 4T
ES i mpt: .

RIS R BV ELAF A 1T e | g, & W
= Huang, & Wau,
RS LR BT 18R 5015

a.the hotel brand has a good reputation(G 5 Lk E A B FHY
[C1h%)

1. ST
3 H S 4 T &?Tan@%
o, aid, Radzi,
%i M It E AR = —w =y Zain, 2016
P2 AR iR B Y BSE E 5 5 NIE 1= b Liu Wong
@i_}g%i_%é%# Tseilg, Chang, &,

a.ltis luxurious (Z£ZE) Phau, 2017

b.1t is luxurious (Z£ZE)
=& a.Lahap, Ramil,
R MR 5 2 (B S R 53T Said, Radzi, &
i EE e ] N | Zain, 2016

a.lt is a suitable place for high class (/& (= Fakavi| b.Liu, Wong,
79) Tseng, Chang, &

b.lIt is a suitable place for high class(iE &1 = ZF 4k AV ) Phau, 2017

8. A& X JFE 5 l/® | a.Lahap,  Ramil,

35




78 H NERZ 1= 5| SRR
(B A% 2B B L R B B EL A IR A Y R S Said, Radzi, &
BUE BA IR AR Zain, 2016
a.lt has a long history (about the hotel) (jfi/5EA&—{E KX /Y b.Liu, Wong,
& o) Tseng, Chang, &
b.It has a long history. (55 —(EI& A IFESD) Phau, 2017
9. MR
B 4% A 6 A PR B LB (B R a.Lahap, Ramil,
BUE B AR Said, Radzi, &
a.lt has a differentiated image from other hotel brand| H[ Zain, 2016
(uniqueness of the hotel) (ftt 75— (i B A 7Y 5 il hd 7 22 b.Kim, Choe, &
ARHYE] G 5 B PR 14) Petrick, 2018
b.The festival has a unique image(&fi H A —{E&E 1 £)
AR .

e . a.Lahap,  Ramil,
5%&?%umﬁ%§ﬁ)}ﬁ%ﬁ’% R gy e Said,p Radzi, &
W2 EIEZRFUEE G5 Zain, 2016

a.l become special by visiting the hotel (FiF B <1550 T bKim, Choe, &
[ B REE ) Y1 Petrick, 2018
b.The festival has personality (iZ{[& &1 H 75 {E14) c.Liu, Wong,
c.1 become special by visiting this hote (1@ 2 8HiE 20 05 Tseng, Chang, &
tessail) Phau, 2017
10. B At IR BRIP4 A S5 R B 5 A TR ]
B L [BR PR ZEE B R B 5 5 T o '
TSk LA B P A R AR S A P IE aKim, Choe, &
B AR 2 AT 431 Petrick, 2018
- ¢ S Al 1 GTLREH AL/ =) AN JNEd b.Liu, Wong,
B 4 AR S — B B T 53 Teong, Chang, &
a.The festival is unlike any other(&fi H S ELAh & H K =) Phau. 2017
b.It has a differentiated image from other hotel brands (‘& B H: ’
LR o P 1 1)
1L - - aKim, Kim, &
(B P45 R B S PR B O (B AS B — A B I (AR & Lee, 2010
SEEHRENESEE S A TIPS ER R b.Fazal-e-Hasan,
a.Economic value Cheaper than other similar FLFB(£$ (S (E| NHE Ahmadi,
Lt FIE FLFB (5D Mortimer,
b.The brand that | purchased online was economical(F1F4d Grimmer, &
I E AR Kelly, 2018
EREE a.Liu, Wong,
B PR B R ER T B R Y i | Tseng, Chang, &
a.lt is expensive(E & EHY) Phau, 2017
12 fR 5 /KAE = a.Liu, Wong,
(B8 4% A8 5 PR B PR 1= 7K R 2 R ] Tseng, Chang, &
a.It offers a high level of service(‘&Z 2t = /K SEAVARTR) Phau, 2017
He Y a.Lahap,  Ramil,
R Pt 38 S R 1 2 T IR SR B ) I | Said, 2lgfgzi, &
Zain,
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HH NEKZ 1] 51 SRR
B B TIRE Y b.Liu, Wong,
a.The staff is very kind (& T IEE#1) Tseng, Chang, &
b.The staff is very kind(& T IF % #HY)) Phau, 2017
PR 2 AR .
IR P 2 B R B PR B 2 Y R S eI a.I%;g; Cha\r’:"’n‘%;
a.Service is sometimes excessive to me(Ak AR BEERLE| Phaug,201 . &
) ’
A% s
2 NowiiE Z I i% a.Lien, Wen,
B S T B ARG SR IR T AR S Huang, & Wu,
R R BT S S
a.the hotel provides me satisfied value (G2t FemaEnyE HA | Ahmadi ’
fB) Mortimér,
b.The brand that | purchased online is one that | would feel Grimmer, &
relaxed about using (F&FE4E_F i E WY LR TR E LM Kelly, 2018
FHHIfmh)
I % 5e2
St % : .
B G BB S S B e | 2R R &
B ShEAE SE YR ’
a.Easy to refund and exchange(Z 1A B AR H#4)

3.5.4 SLhE{E{E (Brand Value)

AWFFE£:% Kim ~ Kim {1 Lee(2010) % Fazal-e-Hasan + Ahmadi + Mortimer ~ Grimmer
Fl Kelly 2018)ff 55 #r s - st 16 [HEE - fE AT & EE Y MEEE - 46
Esa T ER FH B2 v s R (Likert scale) fyffir BN B EMEE 2 TH - [0 Z B IES A 5 T IE
BEETEETEE, "AEE, f1 TIFEARER L A RFRIHET 54
3 2R 1 Sy BB - DA TIER R AaEEEREEZ RS TIFEAERE. B
ruRMEE RS 2 K - R DSR2 2 i EE -

Kim~Kim 71 Lee(2010)/iHFEES ME o imhi oy #8258 2 oA L ¥ & & R E B F1E K
[EZ % Ranh#EE T Rt & (H{E(social value) ~ THAIE(E(Utilitarian value) ~ [5IE({HE
{H (Emotional value) ~ %775 (& {E (Economic value)/U%H ; Fazal-e-Hasan - Ahmadi ~ Mortimer

~ Grimmer F1 Kelly (2018)HF52) FEs & 7 S e g Rl 1 Y& {8 (Perceived brand value)¥f2
F P iR R AREE R 2528 o R Snh B E 7 Ry BRI (B B & (Perceived brand value-
quality) ~ JEi 41 h(E (B (B & (Perceived brand value-price) ~ JEiH1 AR (E (E 1 & (Perceived
brand value-social) ~ E 15 {E B 1% E(Perceived brand value-emotional\VURE » AKIHZE(HE
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AT o R AR E E 5 Byt & {E {E (Social value) ~ 1 Ei{E {E (Emotional value)

TS A
%%/%K{E

{B (Economic value) ~ T F|{E{E (Utilitarian value) % F A% A @ DR o5& Him il E Y

[REVE H TR R - BERETER 3-4

 EIUHSY ¢ LU S R £

{B{E - BIELHYVEZL ? (LU Rt BIRE sH a8 E SR EE - BIEEHVEL ? - T
s [ FCAT I R A S A R B S AR VB R T B R VA 2)

% 3-4 mh#{EE

PAE HH NS 1] 5 SR
o oF E E| 1SR Bk % tb
(Utilitarian Ems ik
value) B P 5 B 7 SR g | &Kim Kim, & Lee,
a.Utilitarian value Easy to mix and match with| 2010
other products (B I {E1{E 7 i~ BLE A2 G
=Rl
o Fl B E| 222K N ER a.Liu, Wong,
(Utilitarian [ 5% 228 B R B 2 [T SR = | Tseng, Chang, &
value) a.lt is big and spacious(iz & Yk X)) Phau, 2017
I A {8 {H| 3. BIEET ,
(Utilitarian P grEs B AER a.L, Wong,
value) B A PRI 2 EL A D | Tseng, Chang, &
7 Phau, 2017
a.ltis quiet and restful(E & Z2 5+ 1 ZE5F) ’
oh # E | 4EEEEEE
(Utilitarian [t P2 AR i o PR B S R R TR T B B A N
value) RS SR 3 BB Mg | &S0 K & Lee,
a.Easy to maintain and launder () >4 E A5
)
HoE (g E| Sigiir 2% a.Kim, Kim, & Lee,
(Social value)| [0 P& AHE S5 i R AR F2 SR 18U — JE RV HL & it 2010
fir b.Fazal-e-Hasan,
5 R e B — P Ahmadi,
o ’ . N s Mortimer
a.Looks like high social class (GEEA G =1t Grimmer,, &
EEEHY) WEE | Kelly, 2018
b.The brand that I purchased online will give me c.Lien, Wen,
social status (FKAE4E LI E 1Y & 4A TR Huang, & Wu,
i) 2015
c.the hotel brand is a social status symbol(JE5 /5
IR H (L Y 22 120)
& & EH 6.fZRE%
(Social value)|  [EHFRZELBH S AR 5 SR P A BRIV RS2 R
B SRR 2 25 M | & i & Lee.
a.Looks like respected by others (GiEAk {5~
F RN EE)
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L HH IE K2 =] 5| FHSZRA
tt 8 | 7.2tgRlE a.Fazal-e-Hasan,
(Social value)|  [EHP& 8 5 L LB B REM 1T H557 Ahmadi,
a.The brand that | purchased online would help| = | Mortimer,
me to feel socially accepted(Fe /244 FIEERY Grimmer, &

o R B EZ Ett g 1 57)

Kelly, 2018

& E E

(Social value)

8.ME i 2 R SR S RS2 NI A
SCERICRR R B B T Ry

[ PR A R B B SR PR BT
HAEH B E R g s R R
G R B o R EARETGE
G R BB Em A ETCE

a.Fazal-e-Hasan,

BHEENE pnmads,
RN e AN e e | Grimmer &
a.The brand that | purchased online would Kelly, 2018
improve the way | am perceived (FfE4d & b.Vachet, &
B E A ER?) Lombart, 2018
b.that these brands constantly try to improve
their products to better satisfy consumers
(nutritional benefits, flavor, etc. ¥k 5 Fyig Lt
arhEAN BT E SO Ty 72 v D B e it g
EHEHE(EE R - TIRE)
5 B = (E] 9.5k a.Kim, Kim, & Lee,
(Emotional [ P 22 B R B SR P R S Y 2010
value) P MBS R IE R ARGEEY | EHE
a.Looks like sophisticated (& #E < 5 2l 31
i8))
% B 8 {E| 10.5 & & A\ SRS
(Emotional = A SCJEE
value) 2% P55 228 B R 5 Y TP SR B i A S i | 2 Kim, Kim, & Lee,
15 A 2010
BRI G R SRR &
a.Affiliate with social others (JjlI At HiAtlr)
B & E E 1LAEEED ALi W
(Emotional | {205 RS T 25 WG | Home & Wo.
value) a.the overall expected value of staying at this| 201 Sg, ’
hotel is high ((3:3% B 5 HY B RS THIHE =)
W E | 12 GO Len Wen
(Emotional NS Hualag, & Wuz
value) PR THE T B PR B o R I 5 AR 2 =Y 2015
2 1% [l S 4 b Y ] gE MRV THE T 12 30 B b.Fazal-e-Hasan,
JE =Y ) Ahmadi,
RgRENE Mqrtimer,
B S T B R A 2 Grimmer, &
Kelly, 2018

A LB R e P A
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~

e H

NELSZ [

5 [FH=TER

a.after reviewing the hotel website, the
likelihood of booking this hotel is high (7 &
(Bl E I [ 4 hH AT REPERY TR T E R 5 2
=)

b.The brand that I purchased online would make
me want to use it (Fe{F48 IS Ay SR
HIEEEHE)

E & E E
(Emotional
value)

Dliz ey etz
RARTA ey 21 P A R AR (1
R ey B P A Sk B B

a.l would do more business with this brand in
the next few years. (G2 26/ F & Bl 7= (i
JEMECE 20 R )

JETTE]

a.Soa, King,
Sparks, & Wang,
2013

&K EE

13. A8

a.Kim, Kim, & Lee,

(Economic [t P A B o R B B Y (R A S 2010
value) SEREREER G b.Fazal-e-Hasan,
a.Reasonable price(&EEAY(EFR) NN 1) Ahmadi,
b.The brand that | purchased online is Mortimer,
reasonably priced (FfE4d IS Ay R (E Grimmer, &
& FH) Kelly, 2018
& [0 | LR Lien.  wen
(Economic B 4 S R 1 (R B P Huang, & Wu
value) 2 ERRENESEYIERE 2015
a.the hotel offers good value for the price(;5)5 ] b.Fazal-e-Hasan,
RyEREE Y& FTE) ) Ahmadi,
b.The brand that I purchased online offers value Mc}rtlmer,
for money FZE4Y |- i S0 S IR I H Grimmer, &
Pt AR %) Kelly, 2018
&% H E| 15 Em MRS E A — 2k
(Economic | 5 Rt — L 8 Fazal--Hasan,
value) L3 R R 2 S AR T S — B WG | Mortimer
a.The brand that | purchased online will| ™ Grimmer, &
perform consistently(F 7548 - & S 1Y S hs Kelly, 2018
FHGEN—HETT)
KK EHE W awEREE
(Economic R 2 s AR Y R A S aKim, Kim, & Les,
e
value) Ef, . b.Fazal-e-Hasan,
@ﬁrﬁnuﬁaﬁﬁﬁnuﬁf%aﬂ ] Ahmadi
a.Consistent quality & & —%{ ) Mo rtirm;r,
b.The brand that 1| purchased online has Grimmer, &
consistent quality (F{F48 1% B 1) 5 2L Kelly, 2018
H—EHIE)
&R E EH| 16 8EEmRE 2 anE My | & vachet, &

(Economic

MERE Z a8

Lombart, 2018
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P! w H NESZ 151 5 [FH=TER
value) (S dbin

B EE D %
a.l trust in the quali y of the products of these
brands FAH (S i L AnRHY A Gn B B
KK EE & wEZRE
(Economic a.For me, buying products of these brands is a
value) guarantee (local production, product quality, il a.Vachet, &

product origin, etc. LTI - BEE s 7| | Lombart, 2018
R (M R
P A ) )

3.5.5 FE{T{EF%(Willingness to Pay)
AT REE RS 88 TE 27 Kang A1 Stein ~ Heo ~ Lee(2012) ~ AV R S » M5

{&&(4-5 {47 (Contingent Valuation Method, CVM) 3R 32 )4 & & HYBETEAS » [0 5T 7y

AlEs 0~ 10~ 15~ 20 ~ 25~ 30 DAE - (RHRR e & I P gl o R B 2 R (A ) B8 L
BETH -

\m]\-[‘

Kang I Stein + Heo ~ Lee(2012)W 52 A B REE Ry Bl SRAVECR IR IRIEA Z AT E
& > SPHBEERHERIILAINT - BERRETR 3-5 - HIET - E G R AR
SRR AL > BRI RYE A 7 (BT 55 21 R A sl an i B 2 FR T (A% > (IR
EIE?)

22 3-5 AT ERE
EEIENE 5 | Sk
1A G R A B S R s - i = B L R S AR E v
SRR R = 2/ D E Sy EeE A &ﬁl[ﬁ CHLH LR E 2
DO% (5% [J10% [115% [120% [121%BL F
= B CE A S R B S S L R AU = %D oy EE B
18 BIPR AH PE R AR 2 Mas: H
BUFE % (RIS R S 00 (ARSI IR ™ g B 0 1)
TR E e = N 2 D E T LA - ’
FRFE R (B A B O S e > (A%
[]3500 [ 4500 []5500 [ 16500 [ ]7500 Bl |
a.Price per room per night(45 5 EHG(EFR)
[JHKS$1,600 [ JHK$2,000 [ JHKS$2,400 [ JHK$2,80 [ JHKS$3,200
2.5 G B A B S - i = R L L R AR I E R R
PHAHRRERE =20 E PRIV E A Tifﬁﬁ % = (Starwood) B & 7 .
436 1 e 1 a.Kang, Stein, Heo,
DO% C15% [10% [15% [20% [ 121%b F & Lee, 2012
= i R L B SR AR R R AR B B i R B E = 2/ D B o EE Y B A
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ERENE

5 [F =Rk

fE =2 R (Starwood) » BHFEHH AR AR 2
R 5 = 2K 25 (Sheraton) [28] P& 781 £ i iR B 5 5 R AR R S R [R) Fe 4R T
B P L R R A = = R 2 /D B o EE AR -

3.5 B Bt R P A S e AR i = R EL R SR AR T R A
PHARRER ) = 2D B A EEAVER R (378 B 22 (Marriott) B P& 22 5
FRERJE 2
[10% [ 5% [ ]10% [ J15% [ ]20% [ 21%LL E
iy = AR PR [E] SR 4R G F B PR A s e R AR = 26 /D H o EE VB
fE# 52 (Marriott) B PSR R ERUE 2
Rz a5 £ 5= (Marriott ) [55] P4% 228 #5 iR 6 6 5 ) AR R P [R) S 4R T R B
S P R AR s = N 2V E I EEAOR -

4.5 5 B B PR S L R AR G - A = FE S LE R SR AR T R P
PSR = 2/ D E LAV E A o (R 1E R (IHG) B PR 2 55 A h
BRUE 2
[ 0% [ 5% []10% [ ]15% [ 120% [ 21%LL E
iy = A bR [E R ARG F B PR s R B S = 26 /D B o BRIV E R

TEINPR(THG ) [P 85 kR e 2
RS MR (THG) [ P45 A28 PR B 5 35 ) S A B (] S 4 R P 22
RS R m N 2 D A OS2

5. & Bt B P A S L AR T = R EE R SR AR T R P
P mhRER S = 26/ B EEAVER Y - (1S A A& B i (Shangri-La) [
AEPH L RERE 7
[0% [ 5% []10% [ ]15% [ 120% [ 21%LL E
iy = AR PR R SR 4R T F B PR S L R AR = 26 /D E o EE VB

A& BT (Shangri-La) BR & 22 #8 i iR AU 2
(B % A i B 7 2 [ (Shangri-La) [28] P4 8 85 i 5 3 [ (R S L
5] 4K 5 R P B R R B = = R 2o D E I PO S 2

6.7 & AUt B P A S L AR 5 T = R R EL R SR AR T R P
PHAmhRER S = 25D B o EEAVER Y (R TE S (Hyatt) B P2 2 8 b
BRs ?

[10% [ 5% []10% [ ]15% [ 120% [ 21%LL E

iy = AR bR A SR AR J F B PR S L R R E = 2 /D E A EE VB
fE LR (Hyatt) B 2 SH AR ERE 2

e DA T B PR A L AR 5 - B R R R L — DU E i = s
2/ DESTEEAOSE 2

[ =75k (Sheraton) [ |W HOTEL [ ]& & (Marriott) [ [JM[Z(IHG)

[ &% A1 & E (Shangri-La)

a.I would be willing to pay this extra percentage of my hotel bill to
support the hotel's efforts to be environmentally sustainable.

RS EEBINYEIEE M > DRSS T BB i
[10% [11-5% [J6-10% [J11-15% [J16-20% [1>20%

3.5.6 B E E 1 (Purchase Intention)
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AWIFELEM RS - kst 6 (M8 H - FRIFEZVmBEEZMEEE - FE
axa TR TURE 2 v KU (Likert scale) Bt 80 E ZImEE 2 TH - [BIEEEIE 5 & T IE
EEE L TEE Ty "TAEE M TIREARERE . I IR AT 5~ 4
302801 pBEARERS - Pl TIREERE  RiEEREE Z&E  TIFENEE. B
EE RS &K LR ZIBEER - [EETR 3-6 - S55H07

MRS ERA LU MBI SR an R A - SR EE R 7 (BL T AT BIPRE SH A RR aR s 2
WEEE > BIETCHVEL?)

7% 3-6 (FE=FE

EFRANE 5 | FSZRK

1B A BRI E A U ISR
TSP A B R B Y (7 R

2 [ 5 HUH & 2 2 (Starwood) B PR SR iR ARUE > ATHY(ETE SRR
TS B L A R B - 2K 25 (Sheraton) By (1 R

3.k 5 BA # 5 (Marriott) PR SR mmpR AR s - WA (ETE SRR
ST IR P2 LB R RS 5 52 (MLarrio tt) B {7

4 fEEeE WA M (HG) B A SR kR g > A (ETE SRR
S PR A R R NP (THG) Y (18

5. (Bt B HUA B % EET 52 B (Shangri-La) B S8 SH AL R AR S > AL ERE
S B PR P e R R 5 % L1 B ] (Shangri-La) MY (£ 75 E R

6.1 5 R A I (Hyatt) B EEH AL RS - AV SR
SRR A L Sk RS W HOTEL W78 56

B1Ta

3.6 BRI HTEEEET /7745 (Data Analysis and Statistical Methods)
ARWFCRTE ST A0 T ¢

3.6.1 U EESTET (Descriptive Statistics)
T EELERIEREN: > St S S EAE R AR > MR 8 ~ (B ASE
B HUCA ~ BREERSWHARE 28T » BEKEST B (frequency distribution) ~ Z#5{H (mean)
+ fE#EE (standard deviation, SD)ZE /574 ©

3.6.2 JH H 41 (Item Analysis)
TEHO BN S EFRMERERIE > DL [H2EEE7KE@<0.05) 28 H 2 EHEIE
RIS » R/ 2 TE H A DAHBR G E s E B A B T -

3.6.3 28 HT(Reliability Analysis)
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£XH Cronbach’s a 58wz G F ki E T - PR - B EEBEBEERSE
FHIEEHNE R —2E o WERREEE{RAYETE - Cronbach’™s a Z{4#= 0.7 BEEE

» 0.35 =Cronbach’s a {48 < 0.7 E&®] » Cronbach’s a < 0.35 B{EK(EE -

3.6.4 Z£E£3H1(Cluster Analysis)

R Zah & H A Bl PSS L R 2 PSR > A K-mean SERF3HT 775K %
RETTHGREEERT - (EE—ERNNEARS SENEEM: - A EER Z EAEES
HIEEME -

3.6.5 I AR T #5E (T-test)
H Y Rt b B8 35 B B FE S R B B 1Y S TERE B 5 A 2= 22 > RIC R a1
KT R E T

a. A [FEHE AR R B PR AR L R U E 2 s B R S A = R

b A EDHE A AL oy SR s an iR S 2 i e S A = R
oA [EI AT R REH R B 2 T B PR R A R BN 2 SRR B (A 72 e

dAE A SR RE A H B P s R R R (S ERS E B 2 Rk

3.6.6 BN T HZEHT(One-Way Analysis ANOVA)

T H A ELE = (E s =(E L ERVBAST 9% DI—(EN T sREH A H S8 -
LA REERLE oA o DRIECA] FH BEDR S SR i E — e (2) DA E AN R A S B RR A B
> BB S AR OS2 SRS L ~ Seh B8R ~ Ak (R B P Sl R RS Z R T
ERZHEOAEENAER 8 F HEREFEEEEZRIE < .05)  AIFRETIEE
(Scheffe)Bd Duncan HYZE{RELEL » DIBRARS(EEERS ~ IRV 722 52/ (%

3.6.7 K& M1 (Factors Analysis)
& TEEREL T BEn ST - Sk 52 B L R (B 2 (18 RE TR I DA S R 2% 11
F[ERZ - DA CHEE M -

3.6.8 fifi B8 EEF(Simple Regression)
T B D o Y R PR e o R B < RS B s < B 5 7o BRSO RR AT R R () B
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EE (o) Z [E Y EUERA A

FEUUE ~ 245 E (Results of Study)

4.1 FEHIZE R (Predictal Results)

AW FEEST LA SERAAT > 5 2018 ££ 07 H 08 Hi#E 2 RAYFUAIMER &S -
FEHR A ERME - R ER MK EIEE SRR Z RS B2 5B 3 > 3 50 (o]
& AREEIEUL 50 (7

4.1.1 BUREGEET43H7(Descriptive Statistical Analysis)

TR G A 4h 5 28 B 48 % » M5 52% » £EEELL 40~49 R A
CRES > RFTETRHY 42% » B 30~39 5% BT FEHY 36 % HERELU
WHSERTERRE R 2 > AERTA XS 42 % RIF ARE - BRL s sl oI » B
FAERFfEZE Ry 72% » AR R dLED ~ BRER ~ HREl - BEELIBIRIRIGE RfEZ - (hFTE 2
B 4% 0 KFp RELESE - A HHEE - B - s - ERETES - B4 -

ERVBEHCE - BMAECE ~ IREEE - (BAE HUC AR Ry 40,001-50,000 &=
Ry 26 % » H2X 30,001-40,000 ¥ & ALFTAZEEM 20 % @ AR LS /a2
Ry 68 % » ARXF|G R L2 HIYBEEES > B 86 % » AREEG G 18 KR
1 REZ > K7 R 2 K~ 3K~ 4 K ARENG R EZEHAR B ES » By 56%
» R B HIREA » Fy 36% o

% 4-1 WG 2 AT R#R

TR [Epas Pl B4tk
REARE R AN AU AFr & - o)
B 48% 22,000 LI 12%
7 52% 22,001-30,000 12%
FHR 30,001-40,000 20%
20 LI 2% 40,001-50,000 26%
20-29 % 4% 50,001-60,000 12%
30-39 % 36% 60,001-70,000 6%
40-49 5% 42% 70,001-80,000 6%
50-59 5% 12% 80,000 3L | 6%
60 % 2L _E 4% SRR
HERE [ 68%

FHLIT 4% RIE 26%
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= 4% 3
=R 12%
REE 38%
WH5EFT 42%
JE{FHY
dEE (=t ~ #rdh - BEE - 3007 - EFE)  12%
FEN(EEE - &9 210 B - BE 6%
FAEN(ERE ~ Sl - R - ) 72%
HEN({EE ~ B3R - HIH) 10%
B
ERHCE 2%
RERIR 6%
BRI E 44%
HAH 8%
Rl 6%
B ARE 2%
EEEGTIES 4%
B 4%
JijsEEE = 2%
HEZE 8%
BESE 12%
VG IE-AY 2%

JRIE-ERY 6%
ARREN G R ET T AR
HE1A 12%
2 A 34%
3 A 8%
4 A 24%
5 ADLE 22%
AREIE R EEH
EH 6%
o 86%
TAE 2%
l=E2 2%
RELET KR 2%
PO 2%
AR E| & H i 1E R
1K 40%
2 K 34%
3K 18%
4K 6%
HES 2%
AR EN G B T H &R
TR R 36%
B ERE 4%
el Ak 2%
JifaE -t 2%
4k 56%

4.1.2 75 H ¥ (Item Analysis)EZ{Z[E 4317 (Reliability Analysis)

% 4-2 NG (E EERE H Ot BEE oT

PRz MErie 25 BERGY Wi HES tR

=H PE | R RBE e S
FROLEE 1Y ML AR S 75.76 217.86 0.676  0.965 0.003
H RIS B RGeS 75.84 216.99 0.719  0.965 0.000
PR R B B RS 76.20 217.63 0.667 0.965 0.000
Bl 75.90 216.13 0.783  0.964 0.000
EIEEEED] 75.86 214.98 0.797 0.964 0.000
EEE 76.26 217.54 0.735  0.965 0.000
BB AR RS 76.88 215.82 0.609  0.967 0.000

g8 ' ' ' ' '
5] P g RS TEE 76.52 215.56 0.680  0.965 0.000
SR PR S R R 76.30 216.17 0.755 0.964 0.000
Sk EFIE Y 76.24 217.17 0.737  0.965 0.000
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MiErte 2 MHPRRZ 2 BHERED

fERte THE ATt

AH PHE RE CHWE e R

22 75.84 215.52 0.773  0.964 0.000
HIESH 75.84 217.20 0.729  0.965 0.001
FHEESHAMNE S 76.28 214.16 0.799  0.964 0.000
SRR A7 2 B PR A B

bt o e 76.34 213.86 0.761  0.964 0.000
Dlig S iE stz 76.42 212.29 0.816  0.964 0.000
EEHEE 76.02 214.96 0.772 0.964 0.000
EYNLN 75.90 213.60 0.821  0.964 0.000
8 RS 75.96 214.65 0.818 0.964 0.000
FEAE EE A R S 2 ' 75.90 213.81 0.896  0.963 0.000
& 7 A B T S RO AR S DA

N 76.02 216.22 0.801  0.964 0.000
o = .966

% 4-3 HNE G P R 8 R H S o

I3 PAN

T Rz Mbrie 2 EHEFRES MRk HE St
) SEHEE HE ZHHREE Zo  REER
I GIDa) 64.70 179.28 0.822 0.972 0.000
P PREL A ER 64.56 175.68 0.909 0.971 0.000
A g mer 64.44 178.41 0.864 0.972 0.000
EFIEN 64.44 177.68 0.873 0.972 0.000
i35 64.44 172.74 0.914 0.971 0.000
SEHE 64.54 173.72 0.885 0.971 0.000
SRR 64.52 175.89 0.886 0.971 0.000
HEE 64.76 175.41 0.912 0.971 0.000
A% v) 64.58 178.58 0.861 0.972 0.000
& SRS 65.00 178.61 0.718 0.974 0.000
YR 64.92 171.54 0.901 0.971 0.000
B LA 5 [ PA% A8 S S PR Bl
AR 64.90 176.70 0.749 0.973 0.000
fErSERE 64.56 184.01 0.533 0.976 0.000
HRi% K= 64.68 177.98 0.845 0.972 0.145
ZE R S E 64.68 179.45 0.803 0.972 0.000
IR 64.72 182.49 0.656 0.974 0.000
TRt 2 AR 64.76 178.06 0.822 0.972 0.000
0 =.974
F 4-4 TEHIR G i EE EFRE H oG5 E o
T kRt~ 3 MikRie 2 8 HEFRMA S MErigc HE STt
) SN Y FHRE(E o TETRAR
025177 159.30 948.26 0.834  0.987 0.000
PR EL R ER 159.16 941.12 0.898  0.987 0.000
B4 C1RE 159.04 946.81 0.865  0.987 0.000
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T bRz 2 ¥ MRk 288 BERES 2 brig HE SNt
) HE Y iElakiEs 2 a TETEAR
&Y 159.04 945.75 0.862  0.987 0.000
jiZa-cliee 159.04 934.28 0.905  0.987 0.000
B 159.14 937.27 0.866  0.987 0.000
=R e IE 159.12 942.11 0.868  0.987 0.000
AR 159.36 941.75 0.880  0.987 0.000
AR Y] 159.18 947.78 0.851  0.987 0.000
1% 5 159.60 948.82 0.701  0.987 0.000
TR 159.52 932.54 0.879  0.987 0.000
Ead B At (B P45 E B i R
ot 159.50 943.11 0.752  0.987 0.000
(ELES= =y 159.16 958.01 0.571  0.988 0.430
AR5 K4 = 159.28 944.00 0.879  0.987 0.000
72 R R N B i 159.28 948.33 0.822  0.987 0.000
IR 159.32 955.65 0.673  0.987 0.000
At 2R 159.36 945.99 0.826  0.987 0.000
1| BE X &7
& Fﬁﬁ;%fg RS> 159.34 946.56 0.806  0.987 0.000
SRU=LPREG) 159.18 951.54 0.851  0.987 0.000
5= 159.20 949.71 0.871  0.987 0.000
ERREE R 159.08 949.22 0.855  0.987 0.000
E5E 159.04 947.92 0.867  0.987 0.000
A 2 S5 159.18 957.99 0.662  0.987 0.008
ERE = 159.16 947.93 0.819  0.987 0.000
TR RE G TR 159.50 951.85 0.731  0.987 0.000
AL RE] 159.36 954.68 0.748  0.987 0.000
HEF fide 25 2 75 oK e IR 3z 3
ST 159.22 946.75 0.889  0.987 0.000
A 159.18 947.29 0.860 0.987 0.000
= IN 159.24 942.68 0.905  0.987 0.000
< N5z 159.24 943.04 0.898  0.987 0.000
B aE i SRS 159.54 950.78 0.819  0.987 0.000
SYE SN =3 159.26 950.81 0.832  0.987 0.000
BB E 159.62 945.06 0.758  0.987 0.000
HEED 159.42 948.00 0.847  0.987 0.000
FHIOHE 159.50 952.50 0.776  0.987 0.000
H=EHY 159.52 952.74 0.746  0.987 0.000
Bt 159.18 952.31 0.696  0.987 0.008
Erai 160.02 957.33 0.606  0.987 0.000
YIkERTE 159.90 954.42 0.616  0.987 0.000
7 i S RS 159.38 948.28 0.860  0.987 0.000
@‘%ﬁ[gﬁ% S 159.34 949.41 0.885  0.987 0.000

%
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o = .987

% 4-5 HNEG S B BIPR A H US 2 s (B R EBE L

EHE Il REEEE ) H457EE%

M SD 12 3 45
FEHHEE I E AR S 1.64 098 6026 6 6 2
A RS EE 1.72 097 5234 6 6 2
Rt B bk 2.08 1.01 343618 12 0
T 5E 1.78 093 463810 4 2
EIEEER:D] 1.74 096 5036 6 6 2
EE S 2.14 0.93 283826 8 0
TEHIA B S L R AR 2 B 2.76 1.19 20 16 40 16 8
5] BB 2.40 1.09 24 32 26 16 2
S S AR 2.18 0.96 244620 8 2
SREAE Y 2.12 094 264620 6 2
7 1.72 097 542812 4 2
HIESH 1.72 095 523210 4 2
FiEE G HMHEE 2.16 1.00 28 40 22 8 2
ORI R 2 B A S R AR (R T 2.22 1.06 322632 8 2
DA% e e a5 5 2.30 1.05 263232 6 4
EENEE 1.90 099 423614 6 2
EINIR 1.78 1.00 4838 4 8 2
8 RS 1.84 096 443614 4 2
FEAE 2 A R S 2 ' 1.78 091 4638 8 80
& E R B E AR AR A B B TR K 1.90 091 403618 6 0

R | 1=FRIEE | 2 3=

% 4-6 TG A S BRI ALR 8Us 2 s TP R EE X

4=A[EE 5 S=IFEAFEE

TE WIgE  EEE ] H5rEE%

M SD 1" 2 3 45
5177 2.00 090 32 44 16 8 O
T RELRRR 1.86 097 44 36 10 10 0
E5:5gime 1.74 090 5034 8 80
EYIETY 1.74 092 4838 6 8 0
I3 5E 1.74 108 54 34 8 4 0
B 1.84 1.08 48 34 8 6 4
(SR 1.82 098 44 42 4 8 2
HRe 2.06 098 34 36 20 10 0
lilSaEZ ] 1.88 090 40 38 16 6 O
&R RS 2.30 1.05 30 24 32 14 0
TR 2.22 1.15 34 30 18 16 2
L LA I R P45 A S AR 5 R T 1) 2.20 111 32 34 18 14 2
EfEs 1.86 1.03 46 34 10 8 2
AR KA S 1.98 094 34 44 12 100
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e PHE mEE  AO%

M SD 1" 2 3 45
ZEEIR N E L 1.98 091 36 3 22 6 0
B R s 2.02 094 34 33 20 8 0
UL RS 2.06 096 32 40 18 10 0

RO T I=EEEE G 2=FE  3=E 4R EE S S=IEE R ER
% 4-7 NG S B R U 2 e E E BB L

rE gl AR ] H457EE%

: M sb 1 2 3 4 5
SEiERIRE BB R % Tk 204 097 32 4 12 12 0
B RS 188 082 32 56 4 8 0
i[5S 190 084 34 48 12 6 O
HREE R 1.78 086 40 50 4 4 2
e > S 188 090 36 48 10 4 2
(B 186 093 38 48 6 6 2
P FREE I 220 095 26 38 26 10 O
At ERlE 206 087 28 44 22 6 O
W figE s 2 7 SR R B2 I AR 1.92 088 34 48 10 8 O
AREY 188 090 38 44 10 8 O
SN 194 093 36 44 10 10 O
< NIFZ 194 093 36 44 10 10 O
E N 224 087 20 44 28 8 O
A< NomE 196 08 30 52 10 8 O
S BB E 2.32 1.06 24 38 22 14 2
HEED 212 090 26 44 22 8 O
THIHE 220 088 22 44 26 8 O
= EHY 2.22 091 20 48 24 6 2
%S 188 098 42 38 12 6 2
Erai 2.72 099 12 28 38 20 2
YIkERTE 2.60 105 12 40 30 12 6
i RIS 2.08 088 24 54 12 10 O
EE an Al RS B A — 2 204 083 22 60 12 4 2

YEEOR T ISERERE G 2=FE 3=l 4=AFEE  S=IEEAEE
% 4-8 MG HE A BB PR A R S Z B B EEE A

Horte

T
HH Valid 0% 5% 10% 15% 20% 21%)L F
¢ = 5 B Ch (B S 4 B B PR o8 L R Bl B
=%/ 0 E I E AR EEIEEE 2 4 20 32 16 20 6

anh KU 7
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[EBszw

T
HH Valid 0% 5% 10% 15% 20% 21%p/
T 1 G 2 DL (5] SR AR I R R P8 28 o R B B
=%/ PE TN ERFEEERE 2 6 18 42 10 16 6

(Sheraton) [l B 8 5 i AL ER 5 2

Fi ren 5 . DL [5) S 4 T F 0 P8 2 B o R B T
5%/ VESLENERMES W 2 8 22 26 20 14 8
HOTEL [ P& e T R AR 2

Hi ren 5 DL [5) S 4 T F B P8 2 8 s R B T
E%VEHSENERAFEEESE 2 8 22 24 26 14 4
(Marriott) B P JHEH i FR AR 2

Hi re 5 L [5) S 4 T F o P8 23 8 s R B T
=%/ HSIENEAEEME 2 10 24 28 18 14 4
(IHG) 2 P& 5 mhi R 2

H ron 5 . L [5) SR A T F o P8 2 B s R B T
=%/ VE S IEINE FHEEE S R
£& [ (Shangri-La) 5] B 25 $5 i b9 8
JE ?

4.2 IE & (Formal Questionnaire)

KGRI I MER U FTaeat - RTEHIANTZE RS nT Sk - EET G AT
PE> 722018 428 H 14~ 18 ~ 19~ 20 HF: 4 H - ARIEEHE /7= H QR CODE —#Efk
By - 2@ & LT M im  QR CODE 4 ff 5 H #% & L & it
(https://docs.google.com/forms/d/1R1 FIOfQqYaDwgU39UMGSIJAOMHXjLTmYvP1tbPyVz
xQ/edit?usp=drive_web){FE L&l 4-1 - FEHHUEE R & HOKEHLE ~ #EH ~ = Mk
HESARUEE 451 (7 - 2] SPSS $REGHEITEREITELEHE 134 > (B & - 5BR
GBI S KA B RS SR 2 R DL ER (5 -

4-1 %% QR CODE
BRI B TR

4.2.1 ol tEgteT M1 (Descriptive Statistical analysis)
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https://docs.google.com/forms/d/1R1FIOfQqYaDwgU39UMGSlJA0MHxjLTmYvP1tbPyVzxQ/edit?usp=drive_web
https://docs.google.com/forms/d/1R1FIOfQqYaDwgU39UMGSlJA0MHxjLTmYvP1tbPyVzxQ/edit?usp=drive_web

A5 451 (p ARG HEEEREER - ik - BEEE - B - BeE
RSP AU ~ SR ~ ARE SRR E T A B AREIERRE EEZEHAY -
AR EN G R ENE KRB AR E & FhciE £ B & AR FSBIH 2 o > DU
HZ NI - SRS RA 4-9 RFR - 3 T

A MBS E S L ESAL 54.1 % w] DUHERIRT: & BRI 2 & DAL
PR RS FRle AT L H LA 31~40 BRHYA LR - {5 41.5 % » HIURy 41~50 Js% > {5 28.8
% AEREEELIRERIE » fEFTAREE TS 51.7 %  F_ZRyaPE Ll T 18.8%
EAERE 17.3 %  JHE A EER LR L ST R % > (GFTA EEH 31% > KRG R

Al 11.8% 3 DHEEBSE X HUBGIRERES - LATEZaE 24.4 % » HRRRIEE
A5 113 % 5 AP H A LL 40,001~50,000 #r & ES - 4 21.3 % - HRA
50,001~60,000 > {5 16.2 % : FEMHRICLACIE F52% - 15 60.5 % AREN SRR FETT AE
LL2 N Ry > Al 41%  AREIG Rk EEHAYREDEES - (5 82.5% | ARFIGH
FREEFEERELA 1 R A5 0 15 39.7% » BRy 2 K > 4l 37.7 % s ARE( & Rk F2
FH AR AMERE Ry i % > Ak 46.8% » HIUREARSF&Z > 14 38.4 % -

® 49 EAHGZIHEEAERER

THH % Btk THH H# Btk
eyl % AR AG & D) %
B 207 459 22,000 IR 45 10.0
27 244 541 22,001-30,000 112 248
FHR % 30,001-40,000 64 14.2
18-20 5% 15 3.3 40,001-50,000 96 21.3
21-30 5% 99 22.0 50,001-60,000 73 16.2
31-40 5% 187 415 60,001-70,000 29 6.4
41-50 5% 130  28.8 70,001-80,000 16 3.5
51-60 5% 7 1.6 80,000 LJ_I- 16 3.5
60 %L I 13 2.9 TSR %
BERE % [ 273 60.5
=19 85 18.8 PN 175 38.8
BER] 78 17.3 Bl 3 0.7
FEE 233 517 RE| & Rk T A %
WHZERT 55 12.2 HEL A 78 17.3
[E{FEH % N 185 41.0
HpEm 10 2.2 3 A 42 9.3
&dbm 24 5.3 LN 70 15.5

it 45 10.0 5N 11 2.4
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HEE T 15 3.3 6 A\ 38 8.4
TR 27 6.0 7 A 1 0.2
RS 9 2.0 N 26 5.8
== 15 3.3 ARFEFREREEZEHD %
FA T A 1 0.2 T 15 3.3
EA R 20 4.4 B 372 82.5
TR 1 0.2 KEE 1 0.2
FET% 2 0.4 =F 19 4.2
A 1 0.2 PO 18 4.0
=iEEhi) 53 11.8 TAE 23 5.1
ST 140  31.0 EE 1 0.2
e B A 37 8.2 B 2 0.4
B R 24 5.3 ARIREN G B 18 R %
{E3E A 8 1.8 1 K 179 39.7
H % 18 4.0 2K 170 37.7
A HEPIHE 1 0.2 3K 77 17.1
THH f@%  Hsrtk HH H# Btk
ik % 4 K 4 0.9
AR E 48 10.6 5KME 21 4.7
SRR 84 18.6 %&?Ué%ﬁ%f%ﬁ%ﬂ% o
N

Bk 110 24.4 JisSESN 20 4.4
HAH 39 8.6 FARF & 173 38.4
SR 37 8.2 B ERE 9 2.0
EMOmECEE 4 0.9 i 2% it 17 3.8
BRI TES 2 0.4 A 211 46.8
BEEANE 8 1.8 HCR# 1 0.2
B4 25 5.5 W N=cA 18 4.0
HEZE 24 5.3 MAEER 1 0.2
BEZE 51 11.3 2875 1 0.2
KFFEEEE 1 0.2

Gl 1 0.2

TEAE 1 0.2

TECERS 1 0.2

ijSEEE 3 0.7

YR 1 0.2

71T 1 0.2

=N 1 0.2

Fidis 1 0.2

RE 1 0.2

JiiFiiES 1 0.2

EEE 1 0.2
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& 3 0.7

EREESSIES 1 0.2
T 1 0.2

4.2.2 THH 91 (Item Analysis)Bi{Z & 4747 (Reliability Analysis)
KT AERIE B ST eSS T > B5E T REEE T RS T R EE ) &
0 BUAnR

i 4-10 ERHEITR LIRS (T2 Cronbach’s o {E 1 0.957 » MEFTR 1 > FmRaETEN
SRR 0 ¢ R e BMS SR LAY -

% 4-10 S EEEFRIE H o B EE i
fEx  MER

= AN

. e e L

: Sy omE S fgval 0

ﬁ 5 FHEEAE TR

FEALEE 1Y LIRS 25.11 6255 0.724 0.955 0.000
Rt B bR 2470 6194 0.616 0.957 0.000
A RIFRSHEpREE 25.01 61.72 0.741 0.954 0.000
A 5EM 24.95 61.61 0.823 0.953 0.000
TSR 24.96 61.34 0.831 0.953 0.000
EHEE 24.72 59.66 0.741 0.955 0.000
TR A B FE S m RER E 2 & B 2452 58.84 0.772 0.954 0.000
S BB 24.72 60.30 0.805 0.953 0.000
=N B PR A B R R 24.75 60.24 0.783 0.953 0.000
kBRI E Y 24.85 60.70 0.806 0.953 0.000
2 25.21 63.61 0.654 0.956 0.000
BB 25.04 62.87 0.711 0.955 0.000
GBI A 2 B A S R AR (R 24.74 60.98 0.818 0.953 0.000
EEHEH 2499 61.93 0.838 0.953 0.000
& E R R A RS AR A B B TR oK 25.00 62.19 0.784 0.954 0.000

a = 0.957

KI5 4-11 BREUR S 12 Cronbach’s o (B 5y 0.945 - BT 1 FoREIHN
BIRREE S - H ¢ (EEERE K - MG ZSHERg A ERE -

72 4-11 R EEEFREE T EE o
bRz MHbRie ELEFRLE Wi HH
HH Y 28R 53 7 MR Z;‘ t i e 1%
(=N 4 (1 B
BH51 77 19.49  36.41 0.781  0.939  0.000
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BTz fiprie PlER4E Wi HHH 53T
HH g ZEE 7R > t g e
(N % {1 =S
< Ntk 19.41 3512  0.744 0.941  0.000
< NiEz 19.52 3571  0.847 0.937  0.000
&Ry 19.61 36.19  0.850  0.937  0.000
2358 19.68 3745  0.690 0.942  0.000
IR AT 19.57 36.17  0.861  0.937  0.000
= AR = HE AT 19.44 3641 0815 0.938  0.000
X2 R 19.18 3504 0771 0940  0.000
TR 19.29 3618  0.777 0.939  0.000
B JE RS S S A E A FTE A 1941 36.24  0.813  0.938  0.000
B 19.41 39.12  0.356  0.954  0.000
IR 7K 19.47 36.96 0752 0.940  0.000
o =0.945

IR 4-12 BEREURIE(SEEZ Cronbach’s a {55 0.968 » BT 1 > FoREIHN
o G 2 SR B AR -

BIHRIE S - H ¢ (EIE R E G

% 4-12 SRMEEEFIE H o EUEE i

bRz filbRie BLESR Wi HHH 577
HH g SR %> a tif‘\ﬁﬁk

(A 1 FHEEE
ST BURE F B B IR % 20 Tk 28.22 7599 0.780 0.966 0.000
ZEREIR S E L 28.12 7520 0.763 0.967  0.000
IR 28.06 75.15 0.782 0.966 0.000
EHRREE R 2835 76.09 0.777 0966  0.000
e AL 2 S 28.14 7544 0.721 0.967  0.000
BB 28.19 74.45 0.797 0.966  0.000
it ERRE 28.12 7478 0.811 0.966  0.000
W fiF 2 2 7 oK S B2 A I DA S 28.26 75.05 0.845 0.965  0.000
Y 28.12 7451 0.824 0.966  0.000
ER- N 2791 7264 0.772 0.967  0.000
HEED 28.13 73.75 0.865 0.965  0.000
FHIOHE 28.02 7506 0.817 0.966  0.000
Erai 27.79 7347 0.789 0.966  0.000
S 27.83 7375 0.779 0966  0.000
AR S B8 A — 2 28.04 7495 0.839 0965  0.000
MG E RS 2 E 28.09 7536 0.848 0.965  0.000

a =0.968

RO A R T 25 E A A L e S R e i 2 F oo bE ~ PR A
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sFor AT - FELURBEEACE RS R BB AT SR I R S0 AR - ATFEZ T SRS
ERRERIE S )T SREE T EEER L SRS R TR E R T S REH B T TR
ARSI

W% 4-13 BUTOME & T BISE S R RS < e S R P DL T 2 eny | HIEE
& AR T AR ABIPRE SE R EUE < & & P ERE ) P EERIRE R - A2
F(4.55) > SR E RYZE n BRI 5(4.45) > 1B S5RI(4.38) > BaF B BL R FVE 1(4.35)
> B T HH B E S MR S AR B M B B 70K (4.33) > TE EE MR £(4.33) > A (EHY(4.30)
> W[ 5EY(4.29) > SEFE KT (4.19) > SR PR 55 50 R ARUS (4.08) > & s B &2 22 B
PER L 0 R B {21 (4. 08) > [E G E 153(4.06) > BT o RF & (Bt 188 43(4.06) > w2 BU4L
R #5(4.04) > FEANA B PR SE A hR B E 2 & B(3.86) » ] FLOM B E an S (2 H = Ry

TEEEHY e

% A4-13 M A WEIPR R R BUE 2 s E E EBUE A

TE WIgE FAEE ] HrEE%

: M SD 1" 2 3 4 5
FEALEE I 2 AR S 445  0.64 0 0 7 40 53
Rt B bR 404 079 0 4 18 49 29
A RIS EE 435  0.69 0 1 10 43 46
B 429 0.64 0 0 9 53 38
A{EERY 430 0.65 0 0 9 50 40
RS i 406 0.86 0 6 17 43 34
TR A B PE ESE m REN E 2 & B 3.86 0.89 0 4 37 29 30
S BB 406 0.75 0 1 23 46 30
S A S AR AR 408 0.77 0 2 19 47 32
SREAE Y 419 072 0 0 18 45 37
L2 455  0.60 0 0 5 3 60
HIESH 438 0.62 0 0 7 48 45
Fay R A 2 B R AR B (1A 4.08 0.69 0 1 18 54 27
EHEE 433 0.60 0 0 7 53 40
& R E RS AR e B SRR 433 0.62 0 0 7 51 41
SEFOR  I=EEREE  2=FE 3= ¢ 4=FHE  5=IEEAHEE

N 4-14 BEOTOHE F S BPR E SH SL R RUE 2 mnh I e o DL T P8y ) P E R
= MAE TSR ) SPEERR PSRRI R - TP 5REF(4.45) > Y (4.39)
> LIAAF(4.35) > < NJi5A(4.29) > B 5[ 17(4.26) > R /KAE S (4.24) > Sl S 5 5P
(4.22)> < N th(4.19) > (B8 5(4.19) > BLE A R B A S5 St 85 A5 FiTlés 71)(4.18) > 18
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FiE(4.06) > KA FES2(3.95) = ] EUHE BRI EEEE MRy TIPSR -

% 4-14 HE A HWER R R BUE 2 P R EBUE T

B WIgE  fEAEE _ HorEE%

: M SD 1 2 3 4 5
Hk5117 4.26 067 0 0 12 50 38
< Ntk 4.19 083 0 5 9 46 39
< NiEz 4.29 069 0 0 12 46 42
EY Y 4.39 064 0 0 8 45 47
2358 4.45 062 0 0 6 41 52
CIRAAT 4.35 063 0 0 9 48 43
S 4R = HE AT 4.22 064 0 0 11 55 33
& RS 3.95 081 0 3 28 42 28
YR 4.06 069 0 0 20 53 27
i EL A I R P A S SRR B 5 A FITER Ja) 4.18 066 0 0 14 53 32
(EGES= 4.19 077 0 1 18 42 39
AR 7K 4.24 063 0 0 9 56 34

TR D 1=3REEE  2=FE  3=%E A=A HE L SRR AERE

W% 4-15 BN ER B HWEISE SRS < Sl (B E RS T DL T EEREREE R |
HfERe o TAE T EREE ) PEER  FEDEE IR R | P5EF(4.45) > 8T Y
(4.39) > LIHR41(4.35) > < NJiRA(4.29) > F% 51 77(4.26) > R B /KAE S (4.24) > S df 52 5E
53 (4.22) > < NarR(4.19) > (& E(4.19) > BLEAN S REIPR A SE An AR AR A P& 1 (4.18)
> R (4.06) > XA FES(3.95) - AIFRUME B EMREEER My " BEFRBREEER

% 4-15 JHE BB AR S 2 i E E E AT

EH EHE AR ] H457EE%

: M SD 1" 2 3 4 5
SEiERIAE BB RE % Tk 4.26 0.62 0 0 10 55 36
ZERIAR S E L 4.16 0.69 0 0 17 50 33
R 4.10 0.68 0 0 17 55 28
ERREE R 4.39 0.62 0 0 6 48 46
e 2 S48 4.18 0.71 0 0 17 47 36
BB 4.23 0.72 0 0 17 43 40
AL RRE] 4.16 0.68 0 0 16 51 32
W fide 2% 2 B SR R B sz G i A 4.30 0.64 0 0 9 51 40
FIREY 4.16 0.69 0 2 11 55 31
e i ARG 3.95 0.87 0 4 27 37 31
HEED 417 0.71 0 1 16 49 34
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THE e E57LE%

HH M SD 1" 2 3 4 5
FHIOHE 4.06 0.66 0 0 16 59 24
EgEH 3.83 0.79 0 3 29 48 20
YrkERTE 3.87 0.78 1 2 29 47 22
P oA %S a8 A — 2 4.08 0.65 0 0 16 59 25
G m A RS 2 'E 4.13 0.62 0 0 13 61 26
DEFOR I=EEEE  2=[FE 3= 1 4=AEE ; S=IEEARE

N 4-16 BUrHE & HEIREEME S Z BT EREE T - SaRthE e R
RIS - A 35% HEE R SRR LR F SRR S RS S S% A (1
[ERIFS A S R RS 5 B BRI S B (Starwood) B B AR RR RS > A 41% M8

e B EE [ SR F B R SR RS =1 Y (B (T PL B P SRR AU A5 5 BT
5 B 55 (Marriott) BRI I $H SRR ERUE > 7 40%; M8 & it e B EL (5] 22 403 B R s i e
B SV (RS (15 FE RIS E s iR ER S © 35 & BRI PR (THG) Bl PR H A R U
A 4% HEE e R L E ST EE PR R AR U S 5% EAR(E1E L PR S R
J5 5 G R A B S T (Shangri-La) BUFE BRI ERE » 45 39% HEE s LR
FHIEBIEE S RS S SO EMR EE R s R 8US © E e R E AR
(Hyatt) BIPAE SHARRRER S - A 35% HE & s tEE SR R PR sH an iR U = 4%
{EAS(ETE L RIS AL RS - o] R OIS A B LR s - M B SRR
[ 55 45 B P S R = S% R > (A B S R 5

416 4B BRI SRR 2 I 004 LR A
- E5tE

0% 5% 10% 15% 20% 21%L/ I
B R A B PR S AR R R
[E] 4R E B P S A R B E%Q’E ey 3 35 30 12 15 5
B > (F15 IR PR E ?
HERME AR EE RS - e FEELE
(5] 4R I P4 A S s R B E%Q’E FERAY
B > {£18 =2 E (Starwood) 5 P4 2 $H i RE AR
IE 9
B S A B PR SRR > SRR LD
[E] S 4R E B P A S S R B E%Q’E FEEAY
2 o {£75 & 5= (Marriott) [ P4 74 5 o R 8
J& ?

58



Hortt
0% 5% 10% 15% 20% 21%LA |

HH

G R E A RS RS - R e R L
FEEFa IR s s = 2/ btk 6 41 32 8 9 4
A (EEMNEER(HG) BIFREH L ARERE 2

& B A PR S R s R
[F) S 4R I B PR A i R B = 27D o EERY
TH - (EE S8 EAL(Shangri-La) B
FRERUE ?

& B R A PR S R s R
[FSFaR IR s s = 2/ D rtERy 6 34 35 11 10 4
F TS > L (Hyatt) B mmp R AU 2

W A-17 BURHE B S BRSNS Z (EEERm T 2L T ek amaglin
(Hyatt) PR inpR RS - SRV EEERE 2 ) P ERS - E T BEE R A MNE(IHG)
P LR ERUE - ERIEE R 7 ) PEESE  PESEERIRER - BaERA
L1 (Hyatt) EIFE S R ERS - WAV EEER 2 (3.91) > a5 575 & 5 (Marriott) B
EPHERRR AL > AV EEERE 7 (3.91) > [Ba 5 R A B % A1 (Shangri-La) B P4 L 5 %
B > SEHIETE R 2 (3.90) > ik 5 FAH 22 (Starwood) BYFR A SHAL R AR - HY(E
TEEHE 7 (3.87) > (B & A M (IHG) B PSR A R RS - SEHIERE =R 2 (3.86) » HTF
HEEE G R £ B T IR (Hyatt) BRFE SE ALhRaRUE | -

417 YRR IR . (T R I
. P EiE%

M SD 1" 2 3 4 5
(B & A BUFEESH AR 8RS - IR E
HER?

{Ba% 5 3 & 2 = (Starwood) 1] 4% 18 354
anhFERUE - HIETE R 7

{5 A 55 5 (Marriott) B P A 35 b i
BUS - EEYEEER ?

TR & BUA M B (THG) [ B 228 554 s iR 6
S > SCHIETE R 2

% & 8 A A% F AL (Shangri-La) B P
PHARRRERE - EHETE R 7

fRas & HUA S5 (Hyaitt) B 58 5 i B
S > SCHIETE R 2
*yEEOR IR EE  2=FE 3= 4

4.2.3 K& M1 (Factor analysis)

3.98 0.69 0 1 23 54 22

3.87 0.76 0 3 27 49 21

3.91 0.73 0 1 27 51 21

3.86 0.73 0 1 33 46 20

3.90 0.73 0 1 29 48 21

3.91 0.74 0 1 29 47 22

g{
=
Ot
ol
X
3
-
=
Ot
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4.2.3.1 JHEEHEPR BRI SUE 2 g EERIEZRE 217(Consumers' Analysis of the

Factors of Brand Trust in International Chain Brand Hotels)

e TR R B PR R A R RS < M E > SRR o b S (R
15 (ERETRAET TR (L FEEEEH 2 (IR R0 4-18 > Hrh Siefpfest S E Ky 71.854
% o N | i RE Ry 37.674 % - EMENZR Z TES - ForNER | WERER
Hpr 2 PR LM S A T BIPR HR LR ERE 2 Ak S - DN B SRR S SRR R
Z G BHEWES - T ER S ECERE SRR ERE th & & SEi A 2 B
PR SHARRR AR (£ 18 - FonHE & B R SR a  BUE T RS R T 5EHY > IR
2 1ok TEEEk ) - R 2 ALREURONE & SIS S S i U 5 RS R E R
o my Bl P A S AR AR AR S e SHB E Y EE i SRS - EEOHE BRI GG IHEEFR K
RIMECH Ry AR ) AR RE R 34.179% -

% 4-18 HE A WEIPR R R B E 2 s B ERYR R T

HE ﬁ%éﬁ%
) Rk (EERES
V) I3 5 Pt A R == = 0.866 0.247
EHEE 0.852 0.230
S BB 0.799 0.364
SREAE SR 0.776 0.407
=N B PR B R R 0.740 0.393
GBI 2 B A R AR (TS 0.703 0.479
B 0.633 0.582
7 0.167 0.853
FEALEE 1Y SR S 0.298 0.807
HIESN 0.306 0.776
& E R B E AR AR H B B TR K 0.477 0.695
EEIHEH 0.555 0.681
H RIS B REEE 0.451 0.649
BIEEER:D] 0.624 0.595
PR B LR 0.391 0.537
S 5.651 5.127
Cronbach’s alpha 0.940 0.924
fRrEE B (%) 37.674 34.179
RIEfREE S (%) 37.674 71.854

4.2.3.2 JHEE B RS ES LR E 2 2R &7 (Consumers' analysis of the

factors of the brand image of international chain hotels)

b e iR H B R PR A S SRR AR S 2 I 52 > PRAHINZR o i an i 5 8 T
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12 (ERER A TR L AU 2 (ESRENZREAIFR 4-19 Hrp e Ae it i g Ry 73.677
% o NZR | RS R Yy 57.586% » FEMIENER 2 his - FornHNER 1| (VERER
Hpr 23RBS B BIRE SR RS Z s R IE o NRE > 8THY > Bk
517 > 2 BLEA S R PR S s R e A P NBERINZER | andta ks TR | -
NIZR 2 AR BRI B g Ry B PR R S R U T2 = SR SR B 5P (ERS E e » IRB/KAE
= NS R TR R HiFREERE s 16.091% -

% 4-19 JHE A WEIPR L R BUE 2 s RV R o

T REEE &
) W] PRERF
S NIFZ 0.915 0.103
TR 0.893 0.184
EY Y 0.852 0.250
&R RS2 0.833 0.101
SN A 0.817 0.075
EaL EL A I R P A 6 SRR B A TR 0.795 0.302
&S 0.050 0.940
AR 7K 1 0.640 0.520
S AR B EE AT 0.721 0.472
2358 0.641 0.424
Hks1 0.783 0.297
YRR 0.776 0.268
FEdE 6.910 1.931
Cronbach’s alpha 0.935 0.867
fiAEReE s B 8 (%) 57.586 16.091
RIREfF RS R E (%) 57.586 73.677

4.2.3.3 JHEE B RIS E S LRRERE 7 M EE AR E 7 (Consumers' analysis of the

factors of the brand Value of international chain hotels)

bt Fe iRt H B B PR A SR SRR S 2 e (E (H - SRR T an B (E 2R

o 16 {ERETRAET TR (L SEAEEUH 2 (B REIN R AR 4-20 0 H P Siefefest R E fy 76.145
% o N 1 RS E Fy 38.601% » FEMIEN R Z s - FonNE 1 (VERER
Hop 23R LM B B PR s R R Z A E(E - OB G 2 I e 2 248
ERVESE - IR PR R INNPANGE - Ea it ASCRE - ELRINE 1 danda
CAEE AL o IR 2 QUSRI H S & B B g S hR 8 S B RS e — 2L

M HER S WREWIEATE - 285 BPEE RS 55 RS R B e 2Tt
> ZEEARSURME > GO - INIMAUEA Ry [ aeiise s ) HERREE R E Ry 37.544%
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% 4-20 JHE A BRI PR R L IR BUE 2 SRR E EAY IR R o

HE RZETE
) e e
e 7 523 0.864 0.203
(EE==S 0.810 0.368
it EallE 0.797 0.397
MR fife 2 2 7 SR B B2 I DA 0.793 0.434
HGREAER 0.746 0.406
FREY 0.734 0.467
HEER 0.726 0.520
& ot A SR 0.611 0.524
(ElEg=stil 0.273 0.881
YR E 0.285 0.857
P rn AR %S o B A — 2 0.433 0.799
ZEEIR N E L 0.394 0.733
FHIOHE 0.462 0.731
MG Em RS 2 E 0.509 0.725
IR 0.442 0.707
SRR R B B IR % 20 b 0.589 0.557
FHeUE 6.176 6.007
Cronbach’s alpha 0.951 0.950
fiAEreE s B 5 (%) 38.601 37.544
FAEf R L (%) 38.601 76.145

4.2.4 ) HEEHHIN 2 RS ESES RN E N E 2 TiRIEMF (Consumer's market segmentation

to international chain brand hotel consumption)
AWTFEs [ TS E R AIRES: - MRIZON S & B R R AR RS 2 a5 (T2 2 R
» BRFEERE T K-mean WY4RET T 7AREADHEE » KOHBEEE D R AERVERE - 897
PEGER B RNIIRE R T R 5 0 > SR A B B PR AR AL R BRI 2 AR R (=
ERZER ~ P RN BN S B E N R T BN T2 2T KRR TSRS
FER ARy TPR B T kRS, T EE RS ) Wk 421 -

SRR B BT AR S 32.00 % o FLEERE T B B S A S R AR
B A PR A S S R U S R A T A > BRI RS 1T an e By TP R B L B
FEROHEEMERE R 44.67% - AERDME 2 S ERPR H SH SRR AR Z S ik
R =fERttieE  antahy T mhREE L o BEREEN B IMEAE A 23.33 % » IE
T N B T B E S R B S PR B B Sn B - SRR ESEE
antaky T REIRS -
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PR R EEAEEBE LD LMES ol 62.5% 5 31-40 BRAVHEE R 56.9 %
PEEEEET R TR 35.4%  JEERAESHER 30.60% © {E# A9 HULALL 22,001-
30,001 JT Ay 48.60% ; #EMHRIL R EAEE S By 64.60% 1 AKEI G AR + % HAZEDE

R =BT RS 0 15 88.9% o T WAREREEN , SREHHE B LMES » 5 51.2%

41-50 BRHHE & Ry 40.1 % BNy 59.4% © JEEHAESTERy 33.8% 5 {E AP
H HUALE 50,001-60,000 TT £y 22.70% + AEHHIRNL R EARE S B 62.80% : ARFIGERK
BEEEAEBDCR 89.4% - TEENRE ) ERHAVHEELIBIEES - 15 51.5% ; 21-30
PRHHEE Fy 40.4 % o BETEEAEREE Ry 60.6% © JE(EHAESLER 26.3% © {EAFHH
W AFE 40,001-50,000 JCRy 29.30% : MR BEEES - K=(EEEFTREE © 15
50.50% AR E & HAREE 2 HHZEDE R 59.6%

AR B S B SR R R Z SRS (R Bl B B BT ERER T AT
FaiEtt g T RAEMER] - ik - BEEE - EE - B2 -~ EAPIHUA
HEARIRIL ~ AR B RFREEFET AR - ARE SRR L= HAY ~ ARE G R EE
REEAAR | SRR L EE AR ST E - HaE(E - PR EE
EABEMEFKE > Easgbt e aIbiat - 2R R JeadE G Elm 2 HHY -

% 4-21 ZRIFE BB 2 SRR T
PEEREF mEEs EERE

HH
(32.00%) (44.67%) (23.33%)
PRI A 62.50%  51.20%  48.50%
5 37.50%  48.80%  51.50%
18-20 % 2.10% 3.40% 5.10%
21-30 1% 16.70%  16.40%  40.40%
e 31-40 % 56.90%  32.90%  37.40%
41-50 7% 23.60%  40.10%  13.10%
51-60 5% 0.70% 1.00% 4.00%
60 kLl b 0.00% 6.30% 0.00%
=SHEEMUT 35.40%  10.60%  12.10%
e R} 25.00%  16.90% 7.10%
HEE REE 34.00%  59.40%  60.60%
WSERT 5.60%  13.00%  20.20%
e 0.70% 4.80% 4.00%
&dbm 6.90% 3.90% 6.10%
JE EE L 4.20% 4.30% 9.10%
=il 13.20%  13.50% 6.10%

H 3.50% 5.30% 2.00%
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TE BBy SR (EERS
(32.00%)  (44.67%) (23.33%)
1B 2.10% 1.40% 2.00%
FATE % 0.00% 0.50% 0.00%
ZEEA 9.00%  10.60% 2.00%
B 1.40% 2.40% 2.00%
A&~ IS 0.00% 0.00% 1.00%
Pk 4.20% 3.90% 1.00%
=T 30.60%  33.80%  26.30%
BT 0.00% 0.00%  10.10%
TR 0.00% 0.50% 0.00%
it 6.90% 9.70%  15.20%
¥R 13.20% 2.40% 2.00%
T 0.70% 0.00% 1.00%
A 0.70% 0.00% 0.00%
(R 2.80% 2.90%  10.10%
KFHEENE 0.00% 0.50% 0.00%
Gl 0.70% 0.00% 0.00%
HEZE 6.30% 5.80% 3.00%
TEAE 0.00% 0.50% 0.00%
TTECERS 0.00% 0.50% 0.00%
AR5 0.70% 1.00% 0.00%
i 0.00% 0.50% 0.00%
T 0.00% 0.50% 0.00%
G 8.30% 430%  16.20%
=L 0.00% 0.50% 0.00%
HAH 2.10% 530%  25.30%
FHEH 0.00% 0.50% 0.00%
. R 0.00% 0.50% 0.00%
RELRIR 25.70%  22.20% 1.00%
JRESE 0.70% 0.00% 0.00%
PR E 0.00% 0.50% 0.00%
75 0.00% 0.00% 3.00%
R IES 0.00% 0.50% 0.00%
(RIS 0.70% 0.50% 0.00%
L GULREE S 13.20% 9.70% 9.10%
EMECEE 2.80% 0.00% 0.00%
S 0.70% 0.00% 0.00%
BlESE 11.10%  13.00% 8.10%
=25 0.70% 4.30% 15.20%
B %3E 25.70%  26.10%  19.20%
BERAE 0.70% 2.90% 0.00%
A SEH B A GRams - 1) 22,001 LR 6.30% 9.20%  16.20%
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TE FEERETF WEER (BB

) (32.00%)  (44.67%) (23.33%)
22,001-30,000 48.60% 13.00% 15.20%
30,001-40,000 18.10% 14.00% 9.10%
40,001-50,000 15.30% 21.70%  29.30%
50,001-60,000 3.50% 22.70%  21.20%
60,001-70,000 4.90% 9.20% 3.00%
70,001-80,000 0.70% 6.80% 1.00%
80,001 b/ I 2.80% 3.40% 5.10%
[ 64.60% 62.80%  50.50%
SEIRAR E N 34.00%  37.20%  48.50%
B4 1.40% 0.00% 1.00%
BEEL A 9.70% 1450%  34.30%
N 48.60% 38.20%  36.40%
3 A 7.60% 12.60% 5.10%
. 4 A 13.20% 16.90% 16.20%

B A I EIT
ATENERICEFELT AR 5 210%  2.90%  2.00%
6 A 11.80% 9.70% 1.00%
7 A 0.00% 0.00% 1.00%
8 AL E 6.90% 5.30% 4.00%
TAE 1.40% 3.90% 13.10%
EES 0.70% 0.00% 0.00%
SREE 0.70% 0.00% 0.00%
X . B 3.50% 1.40% 10.10%
E Z L B’j—z E\

SR SRR TR AR % 0.00%  480%  9.10%
X% 4.20% 0.50% 8.10%
B2 0.70% 0.00% 0.00%
Bt 88.90% 89.40%  59.60%
1K 51.40% 34.80%  33.30%
2K 28.50% 4250%  41.40%
RRE G bR TE R E 3K 18.10% 19.30% 11.10%
4K 0.70% 1.40% 0.00%
5K 1.40% 1.90% 14.10%
HCOR#R 0.00% 0.00% 1.00%
BT ANE 0.00% 4.80% 8.10%
JiIEE S 6.30% 4.80% 1.00%
i 20 {1 2.10% 6.80% 0.00%
ARREN G R T g AR MAEFEEHE 0.00% 0.50% 0.00%
PR 0.00% 0.00% 1.00%
BEERE 4.20% 0.50% 2.00%
4GP 44.40% 45.40% 52.50%
AR & 43.10% 37.20% 34.30%
SHRERME PR B -1.075 0.330 0.874
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THH LRy ShEEs EERS
h (32.00%)  (44.67%) (23.33%)

188 AR 1% -0.672 0.029 0.917
o T g FalREk -1.045 0.180 1.144
Al y
R R -0.308 0.203 0.024
. e fr -0.760 0.120 0.856
rrhEEE e o
Bt 5T -0.767 0.272 0.546

Bk & WA BIPRE RS - EHI(ERE

=V 4.590 3.870 3.310
=EY, NN = 5 = —E A% SR A
ﬁx“ﬁ;‘ ;5? iﬁ%gg%"gg? PR i 4.540 3.840 2,980
STSIAN HED O R 2 A
ﬁx&giﬁgiggg%ggl5?%@5&:%%@& 4530 3.840 3.150
ﬁx*Qéigggg;S)ﬁﬁﬁfs%% s 4.550 3.780 3.060
SN 1 ) BRI E A
ﬁx“;ﬁ@?ﬁ%ﬁﬁ%’%}%@E’*@ﬁﬂ 4520 3.810 3.200
Rt & 3A 9L 1R (Hyatt) B P4 225 55 i Pl 4.560 3.760 3.280

JE o I EEERE
TREAR I HE R U B B 2 K (p < 0.05)

4.2.5 JHEE YN 2 BIRESR AR R Z B E&(Consumer's willingness to pay

for the consumption of international chain hotels)

Hanemann(1984){Fa5e) R 8 & s ] (15 B P SR R AU - 7R Z2RE R LRI SRR IR
PR AR AU 2 (BRSNS LRV B (Aol - EAERGZ BB B RIPE(EE - 28t
O E A EEN SR ER A~ HHEEE RS LHSER B EE - #
FE4UaT W B8 1E (0] % 5 5 (Binary response models) 15 A H A1 # 5 (Utility maximizing
theory) i E B BRI T - (R R I & A P e (Linear utility function) Rl12E #5 Hfr 7 i bR B
(Logistic distribution function)Jf HI} W ZE A HIRE - I EREH T LR B0k ] w2 A RRA
{Ef%(Hanemann, 1984) :

Pi= (1 + e—(a+[fAi))—1

IRR

Pyt B B B ST LR S 4 EBIPR E sH hn R aR s s I (ERS — B e 4 2
[P S AL RS (1 - RIS THUE 1 HERRIGETHIE O -

A+ HBE R S PR R TR R A S R AR S e = Y 15 2 B2 (e i B PR A
REERJE ~ 5~ 10 ~ 15~ 20 f121 %2A |) ©
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B RS (WTPYIISE (3 E 072

—-a

EWTP) = [[°[1+e~@*#40] "da = =

WL AR LRI ¢ log(Th) = a + B

AL EA AT g BUE R BOR S 2 W B PR SR R USRI (ETE B P B B
{ERORHRY > FRETH BGRB8 i R B 5 R (- (AR SRR - &3 oA
SRR 4-22 HUR > /B pEIIR/AEE > RFRERREE RS ERS  HEE
BERTAER B TR AR [ PR R o O B 5 (S A B T T 2 B (A 23R R - B 1Y
SEERCR - RN s an iR RS (EASES - DR SRR RN B R PR s an AR U S IR
FEAEUEE  IREFHEE S SR ARSI - 4 T EERES ) §Y B EF-0.172

AR - p BB ERY N > R PR S AR AR AR - AR R R
SRS R AR S - HOSEES SR ARRAVERGE - o TEERE B 8
{8 55-0.104 -

AHFE AR IR RN B I - 2 B TR T oo 70k » RGN R SRR Z O B A
FSZ AT B SRR B < e = BT (B DU SR SR S i S 73 Al Ry - B 2R
(Starwood) ~ & 5%(Marriott) ~ JME(IHG) ~ FHEE I (Shangri-La) ~ Fl {5 (Hyatt)Z 71 (R
SRS SRR AR HET T AT LR - TR T S (T B SR SRR R < = BRT (EASE PR A

" RMREAE L 0 BB TT A LB PATIR R 2 B R o A Ry )ME BN S BRSE
AR Z B FE (T (ERS - BEE R Ry 0% ~ 5% ~ 10% ~ 15% ~ 20% ~ 21%LLE -

{FEse & PR M 6 7 B PR A e RS - TP B R EE R B 0 BB PR AR AL R RS 2 B
e ERS - PIEEE BRI =R - DL TIPSR B ) SRR ER RS - EBIIE
HPHERRREUE 73 7 Ry | S22 fE (Starwood) ~ B EE(Marriott) ~ JNFR(IHG) ~ &% BT (Shangri-
La) ~ S5 (Hyatt) S5/ {li BUPE 2 5 SR 8RS HE AT 0 A > DL T Snhifiak ) HERH IR B =
(EERE P RS - REeE e DU BPR S anhR oS o DM E B FRE 2 (T H EE R

%~ LR (Hyat) R 2 (U 10.44% 2 SREFTIRE - HOUR TIPSR B4 ) 8BE IRFP R
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BB ) BEHE S ZBTER - SR (EREF TR -

BEAh - FREE RN TP B N T EERE  EEABREHNEEER
(Starwood) BFZ A EH SRS ~ F5E (Marriott) BIPR R iR ERUE ~ H S I (Shangri-La)
[P e vt R B DA SR (Hlyat) BB S A R B R R 2 5 S T IR B, T
EERY | BEFHEEHN EMNEIHG) B SR A A RS M= R - BRathist
BN E TG PR AR RE A B B s R RS Z FR A B A = R -
GERBIUN TS R ER R SUE R SRR DL PR B )T kR SRR
H o B BRI RS (L VRE (T B & > DUTIHAVERSIN S - AT R Ry
HEE -

R 4-22 JpE 2 BPR ER A R AU Z R EA

= =¥ics i A=S5h SR I 1S AR
7 o
HH Eﬂi ¢ & WIP @« S5 WIP a« 5 WIP
B 4% A 6 s R I = 22 * *
2162 -0.151 11.352.087 -0.158" 10215 1.898 -0.151  11.315
VESTEERYE A
# 72 | (Starwood) [ % . . . .
= B 1.626"-0.127° 9.5452.189 -0.170 10.025 1.641°-0.158°  7.725
A PR
752 (Marriott) 8 e 44 . . .
AEMamomBIEER 5 16 013079.5102.184 0.170 10000 1.174-0.104°  8.635
o PR AR
S f2R 5 X 5, \,\, LS * % * *
MIR(HC) BRI ) se4% 01267 9.4052.07170.161° 9.880 1.513-0.146  7.880
hRER s
T B $17 (Shangri-La) =] . . .
L B 1.5137-0.12179.4402.093 -0.166 9.760 1.734-0.172° 7.980
PESJHLEH T PR B
IR H att E ;QS\ "‘:D * * *
E’”fﬁ‘%ﬁérgh@% "B 1.603°-0.13" 9.2002.12 -0.166 10.435 1.650-0.147°  9.495

TRFEEFESISEEEE ML 0.05 K AT TIRREL ) B TSRSk ) W SRR
FEMAFEEER(P<0.05) ; BAF "ERRF , M BB WEEEEHREEE
BEEM = H(p <0.05)

EAHE - &E5smEEES (Conclusions and Suggestions)

AT FERY H BYER R R & PR 7 PR A AR R s - DB R LR R AR
PRI SRR AR 1= 2/ D 1 o PRV ER R (BT Z BB - i9EiE M £ e RRIE S G )T

68



PETIHE A PR R R AR R (ST ~ SRR~ SnhE(E DA AN M LR
(HERBIERE > AR NS & BPREHS US 2 fnh (S (LB B ET ot 77 T
Sl - R R = ESERE - Rl TIPR B TSk, A0 T RS
BE= SRR S RIS ~ il ~ ZOETEE ~ EER ~ [EACPHE AU ~ BRI ~ AR

FleRici LR HYE > Hanf(E T - P REnEENREFZHE R EER
FAE

BESh - Fl— SRR M BN B E SRR RS - DU FIER R & B B P 5
iR © OB R L E E IR S R R = 2V By PR ER P e Z R HE
T bR A RUKEE > DL T ek R @RS R =08 T e o Beka
SRR DL BIPRE SHAnRRaR S - DR BB 2 (Tt EE R R R PR R oL R U = 2%
DEITERETTIEE > K7 RS E (Starwood)10.03% ~ & 5% (Marriott) 10% ~ JMFE(IHG)
9.88% ~ &% HHiI(Shangri-La)9.76% ~ Fl15i(Hyatt)10.44% - [f] " (BERE | EEEHEEZ
FE{T A 35 R —(BERRF P (R - SR (HEREYEE T - 5 Bk G R A IR
PHOHRRERE - TSI SR m PRENE Y SRNE » DA G Rl . - FEHRBI e R - OHE
BT B S SRR AU 2 BRAT (EAS LAR RS R AT IS« DR B Y R S i
BRI Z BT ~ S~ mhR (B U I S M & & B R S R B B
RS - {6 AN F AT T (Rl 52 2 B PR AR A R R 2 e B ~ iP5~ S (E(E
YR -

AW FEBERIF RN - BTt RE(RIRF 2 G Bkl 2 T iy i S R S S
I BPE H rh aR S RS (B - SE0ATE s s i R i 2 2 S B PR B R B
ZIRACHERS > AR AN T o] DU 2] S A - DU S B RS A R AURE 2 0K
BB IR R AR RS Z FRAT ERATE Tt > DU (E (T ~ PSR ~ i
[EZAHRBATERFE © 541 > w20 DU AR I 4R e s R A i 2 e T S5 e
et HOE A S IR A A AT R » N n S B PR A s R AR (1 2 B~ IR
SHARRRERE Z IS - WA FEIRE - BEEE - HAFAUA ~ BSEASGTERE
s B LR PR R L R R (E TR R R (T (B AV 5 O3 EE 5 2 R g e 2 ST I P S
BUE ZFR(HER - aRHEIRTE R B (F R E R B A 2 2% -
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