An Investigation of the Effect of

Hotel Marketing Innovation

Process on Business
Performance:

When Taiwan meets China




Yu-Chen (Joey) Chen [k ”.T
Doctoral Student, Taiwan Normal
University

A 2 R

Fan Zhang g™
Shanghai Normal University

Shucui Wang = 73
Shanghal Normal University




Introduction

ERTEBEEEN CIT AR E AT IR AR, A e
PEAIAR IR P ME A DR N A, I8 BURF it A AR — H
ZJa, B E A

L

FE N B2 BBUM T ﬁﬂnﬁi"‘frﬂzﬂﬂ Z B, BEAMBUE (S
G EUOR 2SI, I SRR R A, USRS
UrAEsR, R R, o BV AR T AL A IRO%
E FrRegent (AH ) RIRAE IR LFRFVI (R

#‘ i, 2011) .




o MK ESENER2011F Mgt sR s, Hire
VS | B W' Jre vH 2 #e i 691a], iy % i A s i
P ] o L' i s 250 et v ik 40T s W4 57 1 P iR
Ve, BARIEERA N kil shdhvas, IS | K
ﬁmﬁ’iﬁiﬁgﬂ‘i, (L EHXIFANIZZ AL, — A UK
N 5k




ERCE3E L Y i L

T e H AR BN
i
[F) %Y 14 7 ) 14
TR REUERDG | RN
MR | AR ' Fl i |-
SILPIRARE | LA T | PR | B R
BAEERE | U b | mAETEE
WA | B e 1)
RBREER | 9] L
TGHHRRA | A e B Jo
JGHHIRIRB | 5 3 [
BEREA b 0
B S TR [ B
S BRI B SO R [
Bl R I |5
‘ \h B I KA
N\ { LR S TR B b
[ ; %FJ%%*&@%M%)%ZOMEBM‘EE%Tﬁfﬁ*ﬂriﬁ
3 AR
g



Purposes of Study
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Methodology
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Some researchers continue to argue
that even though firms have been
advised to rely significantly on ‘voice of
the customer’ data, in innovation
processes, far too many firms ignore this

~ advicé (Cooper, 1999).
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