BXNHBHR 522 BF 3/ H277-309 7
DOI:10.6267/JTLS.2016.22(3)2

BIREFEAEARBHE | EE vs. IRSINESGHE

Inside Hotel Corporate Contract: Mediocre vs. Attractive

*kk *kkk

TER wEE WH= FHR
Kuo-Ching Wang Chien-Tzu Yang Mei-Hui Wu Ya-Hui Lee

WEBER : 10411822 B £—BE: 10528198 ; #ZSHAMA: 105F 48128

A2

BFUEHTRBERSHESHBEWR - BB SHRFREFESHEBRSHRARK
(B2C) - HATHIERIER B TESF (B2B) (TR RPSIFRIR - BEEERRIESHIEE
R - BFL @ (ESHENREZAE - IBRSKEXHHIERS - AXERKR
RBE 27 RAERHREENS - BRBILHEENHNBBEHNEX TCAERE=IEERS
= o W =BRESZMHSHERBERRE - AELXSFHEBETR © H7RHIE 160 15
[EE - iGRET - (VIRTOBRAOELHIBEMBREERE - Q) BEEENZENE -
WE TURABRGHREEESFENERE ) « "EERERTIRINER, & "SI
MREXRBFEZEE FHBE) =ARS -

(EEiR= ) : BRE)H= - BXBFEHNE  BFS

¥ BINSEEMEASEEARRERERM IR
Professor, Graduate Institute of Sport, Leisure, and Hospitality Management, National Taiwan Normal
University.
- BIDERHR A S2E S CRRERENIE SR (B AFS)
Assistant Professor, Department of Tourism and Leisure Management, National Penghu University.
(Corresponding Author)
E-mail: yct.elva@gmail.com
o pEICAZEIFREEERRFRMELE
Doctoral Student, Graduate Institute of International Business Administration, Chinese Culture University.
o EY S EENEE RS EE AR B IREIRARAMIRLT
Master, Graduate Institute of Sport, Leisure, and Hospitality Management, National Taiwan Normal
University.



278 BCIAHIEIR 2016 F +H35%

Abstract

Commercial contract is an important device to attract customers and yield high profit.
In prior hotel related studies, B2C relationship is the chief focus, few research centered on
the B2B. To the knowledge of the authors, there have been no studies that have
considered the hotel corporate contract. Hotel corporate contract is generally confidential
and uneasy to obtain. This study represents the first one to provide an initial assessment
of the hotel corporate contracts from 27 five-star hotels. Based on qualitative and
guantitative analysis, the study identifies seven constructs of hotel corporate contracts and
three hotel incentive programs. With the new contract plus the three incentive programs,
160 respondents were invited to examine their willingness to stay. The study results are
as follows. First, hotel corporate contracts which include incentives have the highest
significance. Second, an attractive corporate contract needs three elements, “This is best
way to improve the quality of hotel corporate contracts”, “This hotel corporate contract
meets a need for many corporate companies” and “This hotel corporate contract can give
corporate customers real value”.
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EIKBEBIRKIT2IRFEMIGI0ESE(Gustafson, 2012) - BE+FE - BBIRITIGEKE
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ke - BIRERIEEEEROSRERIE - FaEmHGERIGEEUNEBIRE(Quan, 2002) °

fEE2E  RESBIENCERECIRSREE CEARF - ML — R CERISEE -
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BIFECERISPIELIZFOEED  RUHEESEFEEFEBIRE @ B : SEEE
BiEEEHFBRSZE R (Starwood preferred guest) IRZILBIR KERISHIEN IR EER
(Gold passport) - & REEERE - BRIGHE FERESEEHENIMVEMSZE - NERIEBESEE
FEMHNOEEE - — P RISIESHE - OETEEFHIRIEDHE RS (Weber, 2001) o

BRIEEFZARBTENEBRARIR » —Ei2ERBEEEF (corporate) A\ F AV FHIRE ©
TEEFOESREREBTENR—RETENT  SZHRBATHRESHEZ M WRIRT
T ERIEER - G BHESEZ6FE (Rutherford & Umbreit, 1993) o fEEREESRX B2B
(business to business)IHERTE - HRRBEEEF - k1Tt - MZEE - REETELAT
BRES  KEBENBESEKRARMEAEER - SETESFAFRISE - HRHEREEEETTE
¥E=FS#JE (corporate contract) - DURESEVEFI MRS » W BB HFE=BTHEMS -
EEANFERIS DA ESHERIG AE(FE1ZHR » 2010) - HEEEFHRERIGERBEREIN
ALBERZEREMNSR - QEERHRIEEZNIINER @ BUBRATESFHRSE
NEZY - FEEOBETESFSHNNERNY o

ALt - FEZRBHLABROATHEZD @ BREBBR(CSTERBER LT @ IZINEER
SIDUIEERIEREM) - BRISFIREIZEIRMSZ - K2 8B B2C (business to customer)
Bt AR (Carroll & Siguaw, 2003) o {Bi#IZAF RIS ZBIFIRE LA - HERIGERISE
BRIRLEAINN=22—  BRERIE B2B TEEFSHENEE o /M - BRI B2C ZiZE)
BEIECTREAOLE  REHRTESFRHECERNE @ sIheXD - BIETHEIE
hERRSHEEEFEHNED - HIEMATERA/NE @ BRESTEESFHNREN RS
&R - At - OETEEFAESE —NERTESFSHER - 1T RRS| - ZIRFEMD
ESTEEFHNSH  ENEE -

HATEEEEHVEMHERNS - SRHEARARRZEATEENAHIBREE(Baron,
2008) o PATN » BIEFETIREHZE - B B2C B ARNRELAE - ASEITEEETESE
KR ERIS TR - ZEIER T © B2C HREEH B EZ BN B2B(Pachon et al., 2007) o tt4h -
B2C Ed B2B AR ANEER @ B2C SHEZBESREATIBERES @ INNES
A—HRERSPIZHAIZ EHIE ; B7E B2B b » BHEENEFBLHE - VM SHEEAEBT
LZHHEBEIE - BASMMPEEAEBRZHLATANEERNRESIEEFNRINERIE - £
SBFIRTTAVEI S ZABR MR IR EH) DEEF N8 L (Douglas & Lubbe, 2006) o

BE - SHEMBREREASELR - —RAERTEREZSBRESSHERE AR  TTEES
ERERIEHVE E1EMI/5ZE - Keh and Lee (2006)12f ' ERBERT REESSIIALERIEEHZE
REESE  REZTHERSBENREERE - BERNK—RES @ TESFHERIEEIIS
HEEVTREE - DELZHREABIRESAFRIEZR o BIRE ' TEESFERERIMBBER * M
WV/ERBRRERIS TR OIS BIRFBIE B REM S X - MBI FEESFENNRS - BAES
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—EFEAKSIEXEFHIBE Y - INTEESFERZIRERER L OHHEIEMAS
b5 - BMBEEREFEREREISHNE @ AIRBARERZIRE - At - AAREZ—EHRED
e EBER  BERRIREEXSFSHIES00ERME R (reward program) ZIK5|7] o {EE
[BEFERS EREFSHEEBRS|I N ZEREMRAS - BEESRBMRITHREEEEFT
HNERMEBETERR - ANEE—EBEBEEHEME @ REARREIEMATHERER
ZIEBEEMEE IR —DEBRSINBEEXREFGHNEZNRE - BE © RIEEES
FEfNERRISTHEBIPIRODERBZ— - IMBRERSEIL BB - RESSHNESR
EEt RGN - EOBAHRERNY -

SRR L - BB RBEIER(Behavioral learning theory)tJ A - HFFEBEHIRREI
FERBETRRNRECENZZERR - T SERRRICRZBEVH IR T BB
HESHEEARITIOBELI AN BIRFIEHUINIELR  UFEBRTHRZEBENRE
EMRBEEERM o " (EHESR ) EEiSHSE L48%F (economically equivalent) (g ARG
gViEt 5 218 (Harlam, Krishna, Lehmann, & Mela, 1995) - EE¥EEEELX RNARE
FIETSRIF AR (Kahneman & Tversky, 1979) - 3880 : GHIEP - REMFFINAZBRSARR
FI|Ef (Breiter, Vannucci, Kline, & Gregory, 2004) - BRIB/MEZFHIER - BENA(IEB) ARG
BMEHWIRERINRZEBEMARFE 25t - MLEZREEBR /NG 5 1853 -
SEHSBMEBENAEN—HNRKWRKREEFRREM) ' EHEBRZRESEBENANR
Fob - iR ABREL - RSIHEERRZE®E NEFE(Diamond & Sanyal, 1990; Sinha & Smith,
2000) {78 it - AR B " REBIEHERESIEEO TN - FREIERBEEREFS
HEDPIAZRNER - SSURSRESEK ' WE—FEBE  SIRINAURERLHESE
EHEZTRRE

R~ XROER

— RS

1981 FHEBEMZEATRGHEZEMESTE](frequent flyer program, FFP) - @5
PRTIERZBIFROELN @ RSE2IKBME AT EFETSIFRR - DIREIE
ZERMECMELERTRES - 1981 % - ZEMBHS LI UEREZEHMESE -
FERNSENZEZ (Demoulin & Zidda, 2009) ~ £FHARFEEE (Keh & Lee, 2006) AR F B
IR#5%(Hu, Huang, & Chen, 2010)% o

ZEMEFEITE 30 FKFEEE - B—RMESASWRIERTIEEZR) - 2ER
HMES ST REARES) r ESHBEEMESTE (RS IB T TEEMB S 2E)(de
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Boer & Gudmundsson, 2012) - iRl —1RRRIS % - AXERVIEZERZIGI0EE
BRE - Ba&1Z10/~2 3% (Reichheld, 1993; Reichheld & Sasser, 1990) o Petrick (2004)
BE  —REXWRZERS|I—EHNSFLEBIFIREERF @ F2REEY 6 B LT
HER o

ERIRENS ZHARHEARER - BERRDAME | F—EINRRER ISR RETER
BRIGFE - IVBRRBEBRS AOHTER - RSVURENBILIBERH « O:&EE
2 575 2=2%)(Gomez, Arranz, & Cillan, 2012)~ BEES ¥ FHE B /5 2R 5 HURERE (Smith,
Sparks, Hart, & Tzokas, 2003) - DAREEE ¥ EE (Demoulin & Zidda, 2009) - HXR
EATARUBESREFE - RBILEEEMBRIEER : (VIREBE (QTEEL ()
EEEY BRI  (HFRZBIE ; (5)@EF1%(O'Brien & Jones ,1995) o Johnson and
Leger (1999)/NE @ BRE)H=RRERT | (LTES : QTEIRIE ; )EBEEYREY
HEREIE o

F_RRRFEAURLEHBEEERIRB BT - MELERSTLER S =M
Z#E(Nunes & Park, 2003) » Keh and Lee (2006) /Nt #JiR1TIRERETER - /2R
BLEEH D RME - (DEF-B(IIEN/ER) © (BRIt (ER/BR) - [GRET - 58
FALR BN (EEfE B E B 1ERIMVIER)) (LR 2B RAR A (LB B E 18RIV IR B)) ¥1E=m
= @ WABK - B EBRSHERIBFRENT - BHRILEVERE - BEREBLER
2R ; AT BSRTELEANRSE - BREBREFSIIENEED o Hu et al. (2010)#E(TERIGS
BERGRAT - UARE(NLER AU BT ERBRS) HRBIU RS HIRR S E
BEERXERERER(WRREEHRIRE®)

— B8 BRSO EREBEM

2K - BEREA AT EBRERIEHREIERSZF &H#IE(Boo et al,, 2010) ' &
HENRNSNEESEREIZEFNRR - ASHEITNEREEM (Sturken, 1999) - (B3
ENERRTE EXRBPHRIEEBASRLEBRBREIREIERRE - SR1EX
BRRRIEEBASTRKE - ZBMRSHENABTENR - BaeBMENTEESF
EERIEXBAER B BREGE - AFREHELBEINRERERE @ PILLE—SARKERS
HERSTETNIREBIRGHNEMNENRGER - IGHENRNSEBIGEELERITR
{FER15 5L RE(E (Krishna, Karlapalem, & Dani, 2005) o

HYERIEEREF SHISIRMEVAREL - Breiter et al. (2004)REGHEP ' 868
IREMETRIOA - MERBEIAGR - HIREESFOEEEREEERS © B - ZEWR
o - FIREHECENROVEREERRH— M EEERBEQZ(Verhoef, 2003) - N2
—IEEIXBETEZPE  RIUERNTHAI cBRIEXEEERRISIENRBHE -
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PIRS|EFFENORRS BEEFE - WIBIBRERME o LESIRE)HEENTR
BENEE HRABEREHAEHENRES - FRENEHBEERERRKEERMR
(McCall & Voorhees, 2010) - BiFRHIREOER « BRIGTESS » BRISHTES « RIERER
EFEBEURRERIEEGESITHERSZE - UIRSIERFBEEE ZFE2M(Keh &
Lee, 2006; O'Brien & Jones, 1995) - LHUREEBEBENERLHEZERZFESER
SRR R B IEQBYE £ (de Wulf, Odekerken- Schroder, & lacobucci, 2001) - IR 5|
NHEE - KRAHEREEEZFMS @ AFENTSERNEK « AALEENE « HE
FRIBNVAHE  AUGRIEEREFSHENRSIEEBRS - RN SRE MR 2R -
ERIGERTERBPHEISHE - HRSHNEMBATERAB=328 ' B&HNED ' HRE
XBPMS @ RRERSHRED - KOLEFSEST IO S 7 SB0E0H - ZEISEHR
TEEREFKRERHEEZHPFNER - BURRENRBAZEATHREREFPMS
E2=N50S Al

2 MABE

RILBARERSEHRS|] - KSHEIBEEETERE(Hu etal,, 2010; Keh & Lee,
2006) - HIt - AR AEBRHEIEERAEBRAIZEHIFERET (posttest-only control group
design)(Zikmund, 1994) - %5 —#E{ZHIEEL =HE BRI - ERER BN ORZYLERETE—
RERSINDZBEEXEFEHNE - REASERRBEER - FHARIGESELESEI(L
AFRERETLUERR -

— REBWE

RRFAKIBTCRIMBRI SR SR SN - SACEH AN A REEERE 2 27 RASRERS
EESHEW : W RIS ~ NIgEE ~ BFEBIS « EILBIRARE - AEAFARISE - T2
HEMARS - EXLRSNERS - BERRIES) - BEF LRIEEHSEBRRESHK
BYHEHHEDIEARS - ALt - AXZEABES 2013 FRXBREFAXBAMMAE
TRERGHREL 71 B6Y 38% - REATEERENREE - BRBRIEEXEFSHERME
EZRLER - BREBRILERDE  WARARBIEAMEEET - £ —RBREIL
HABH - KRBT —IBREEEEFESHE - FIE "IRESHHE, (in-depth interview)
SHABIRSREERERH=RENEXAXECERHE @ BSBRERHER
BREXEXEFEHECEUMER 1) E—SR "REDIME, - UBENE— 10 ELa8k
IEEFEEFSHISBERMMLAR

85t ERESHA R NE BRSSPt EFEEstEEBRNITHIN - M
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NS AEEMECRELE -
(DBREXIRESEHE | BAREHESHRERESRIIBRENRR - EMIBS
HERSEERHE - LEHERBERTEHERIEZEEHE  BEBREEESRE
BERBERS @ MALRAEIREERIERZRIMMERE - EEESHRIE
(O EREES : RISFERTEEFHEITEEFGHNER  THEBREAZE ' R
EIMNEZERSE  BRSIKIRHERGTIEREER o
E—SHAREEAEEE - BIEEMIRTIL - S5E - SERERLEETEPO
TEHENENERBORECERER  MESMUTERXAEXQEERHEEN - B
I
(—)ERIG IR IZR 5 =0 BRI TIL
LIRTIEEZERFNE BREEER - SRISRIKNELLAIE FREOE
21Tt EEEERE - &W 8 BRIRISIREXERER @ w16 & - RIgRISEHR—
BR&ERE ' DULIRHE o
(D)ERIG TR 12BN /5 S=AG MRS IR TiL
1.ERISIRIBE—E5]EER - RIEEEMEOE -
2.#ERE R EXH (cut of day) - #R EEIBATTRFEIE °
3JENIE RSP E S (allotment) o
(MR IR/ 5 =G IRIT I AR IR Tt
LRIt EZIFNERE —SHAFEBEFS  UNZEATKFANEN LA FHRE
I8 ©
2. BB ANERIRNIRITIL - EXRITRUNEXEEREI)  FEZEINEHEX
MELATRRALLG - HTEENEATYOEE -
(MM R P RR S RE RSP
ILMELATRUEEZFEEREER  MEHERERRE -
QETEEFZERRRSES  AIMEZRATTUBRMBIREHI0
3MEATRITRTiIEE R B AT BEENE B ENRBEEHOBIETES
P AT OBTIEEERERESEE -
() EDim =E 12 4L 12 B /5 S=AG IR Tt
1EERITIHHBEREHEE - MAIBIRBAKNELLAE FIRITILOEE -
2 WATRMBEEBNERGTIRTIL - BRITIDETIRBEERERRER o
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BE  AXERAEERE - WiRRECSHERALER - HOUBTEHETSE - 55
BILUAERES] BafiERESCEETHAIA A~ EBABEITHESFIBIREEEFTHAA B M
ABANFEREEREERISIAA C - S HERDENREL R BIEITHIE - 15
RERRIEERIEF] R  REBSNEHASRDITEL(Kassarjian, 1977) - 3452
R - Mo BREMAEHE 95008 - UF2BEEEANNLAZRMiles &
Huberman, 1994) - RIFEERsTHAIE (interjudge) E25TAI A (intrajudge) L RIFETTIEE ZE
BRI RFAR) ©

gamEe - IOERRRENE - RETSREEN— B RY
A BRI R B AR S R — ST RBERS AR

MiR#E Bitner, Booms, and Mohr (1994) & Keaveney (1995)ff7¢i5 L sTHIBI(RE
LA BIREER) B H A(E— S ABAR QR ENERR) R RIEEZE 0.8 LA FiEE
BIEEE - IKFSHEAST » ZAEFTHA A~ B i C F—RAHTAHE - iE8MER
EREMAFAABRSE SR EE NG ASIERE 0.8 R HBEFRER
fi1SE (Keaveney, 1995) - 1% - BEFEIRIGEE( /R 413 {BIEE1L - FOBRMIBREY 47 BEEAL1E -
B8N 366 {B2HTEEML o LbS) - AXZE Davis and Cosenza (1993)FiZ @ REREERIZ
BIEE  WAXESIA—IFHA D AZERNBEEBRICIEMEN D4R - DUETAIRE]
EEAE - 23GTH A D EHIEEEER 0.85 - ERE ARSI HREREIISR
0.8 ' AN D EEFEBEE -

FEBRIMELHIA A~ B~ C Bl D ZEREREINDBIERE - 229 7 IBEE - TH—
BEANRESEEEFGHNE  ELRZRREEBREE - EEEE - sRIERFS - EaR
TERP - TRERE  SIREFRARERHETERA - &% - AHFHEMR 25 @BE
BRI B LK 36 [BE4ERIBGFuMiEx 2) - FrEnIRIRE2IRWE 1 -
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—HEEER - RANSRESNEE

HOLRMR R 2 = KEZRN A I - 0 Bl AHE6 PIRE I  REBF{EE (Sayman & Hoch,
2005) DA #E FPERIGTE2%5(Cao, Nsakanda, & Mann, 2010; Gémez et al., 2012; Hu et al.,
2010) - ESIOREHAMES ERIHE - HERETTENTMVIERISZE - REEEHESE
IRBETEESFRGRIEMZHREISHIATIEN - BUESAMRHACERSFE - WRE
RIOI—FRABLZHLENBTHFEATLERRIE KR - UB RIFEITEERR
(Heneman & Wexley, 1983) - BRFHAKRREERBRERIEEGRIGERREFZER
EFEIRAE - H51 10 B - BER/RHHME(Dursin, 1972) o

EBRZHENESHACE - KRAHE[EE KRR LEPIE=IEEZ
ERSAEREUTHRERILE @ WITHXEHST MR - BE=BRERREZIER
HE - DMERAMABRERI - =i8REHx - D BIMAAT DM TR ZERSTESR
EFGHNEP  RABRE 2= - RT ZEHlEREEXSF SIS HEIALZERE
MEN - =HEEREHE - D BIRE T NIIARE R ERENMERFRRI
(—ERHE— : FEEFREE:EE 80 BFREE @ RISEBFAEERE NT$12,000 THE

Bk TEBITHEEREERS °

(DEREZ : IKEXSFIRRICFRERER - 058 2%8)EREEHR
(SERE= : EXBFEAX 1 BER @ RIOBREESF NT$100 JURIEIES

AMARFERAEBRREHIEERET(Zikmund, 1994) - R BF—HHZHIHE=/HE
Bl - BAERRREDIBEMFEAB RS EREEEEF AT BEHIME
BHE  UREERERISEESHZENALE - BERKIEREFE - RILERES
RUSEREKIME - WEAPSH D KD TGERZ R B ERHE - o RIUHE - —H%EH
FHEA =B - SHEKFHS R 40 B - BEABELET 160 @ - B—(IRRE - &
SEIMDESE - —DRIVEEXSFEHNE @ B—DRTMARE - EREMERXRLY
BRI RESESLNRIE - RAEE BN EREEBELHVEIRTRENILETE
FREEERINEIFEE : BiRE A8 E  SENERF(Babbie, 2013) o AR FRRAIE
NEEE @ RIEBEWARMEAEEEE - NILURRIEHIFREEREESE

8% - AMMRERFERIEEREE (Quaranteed minimum room/night) & - ERIEZEE
HEXEFELRENE - RENVHEFEZINEBEZEES  ITEEREREN
ERISHRES - SAVIBAZ AE RS E(Pachon et al., 2007) ; (EXREFRBFRFPRISES
EBLZEWAL - DADBRERIERFTEREFEHNE - TKBESERREEBX
8 HfREHEARATESFEHEBRRIRE - Bt —REEXESFHEEERENT
RENEREMD - AR ERERHBE=FENOELT - EEBHEENIREEE ;
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FBEERM(visit intension)BIEEEEFHRRIEMRERHEXRESFSHENERIFAD
MEHERRE DL HEASTATASEIMRIEET (Lewis & Chambers, 2000;
Zeithaml, Berry, & Parasuraman, 1996) o

TEREEID - HIEZNBHRAUZARBEEESFSNEREL  RAZERS
TRER ' LUAIED GHE LRSI/ #%F3 Boyd and Mason (1999)8%K » H5t 11 & -
TARRZISHRGWERSINDCER T # - RAREZLETENE - LARRIER
EEBRGHERABRTENRR  ZHASHNELHSHENRSINDERBIILHLE
% BEMZRFMEAINSREERNNTRE - S0 - AIREIEZNEET
REHER  BRELZHEEASARRIABATHUREZEIBEERM - MEHRAZ
SeHFCROERR » $RM Han, Hsu, and Lee (2009)€% » &5t 3 & - S5=8f0 * Bl 9 BER
SHEEASERHEL - 55 10 BERIGRIRE S BERIERE] S SR WWaRZEMR
AT RERRESS - LMRZIBHRSHWEGMZEREERMT - BE - BF
ZRBDE - AR - RYEESFGHNECRSIN MEZEMERR © H5 18
BERIE - & - BEAEGIEIZIE - RENAZRIGER  SSSRESETHEALZ
FTBEEM  EXUNERERE - AEZRERNEESRSELHBARZEERM -

B2~ BRI

AWFRH B 258 1pRI4E - @UN 196 1BR3%E  HIFRIES AT 2 IES HR BN HEE 36
10 BREEH 160 15 - BROUNERR 62.01% - A Z B HSHIER S| Cronbach’s a
43 0.90 - {¥7E= 2 Cronbach’s a 73 0.92 - 19EIREE - WA RREBHREHTESREREN—
M BEAEK - BRFRIIBEHERRESIKMERAT - MIF—RERATEZRBIR 2 FEriH
ERSiEcHimek - SNIERSMEBREZINSMEBMIEE © Bt » AARUELBREMLBED
W EREEEHIBRAI BB - DHIBRILINIBERIE © R Y ssHIERIGRES - E5EHE
EZHER A EREBHEESHNEE M - BAit - AREBRZRNINIMEMESRES ©

— EXBHDOM

KIEFFOUZ 160 I3 BMAEE - ERANEERERHFHNULIEFES - 15 54.4% > 55
G 45.6% ; FEBZLL 30-39 BB ¢ 14 43.8% » HINA 40-49 5% {4 27.5% ; IBIRARR
BEMRTES © 15 55.6% ; ZUEHEREMS * UKXBRRIS 72.5% ; ZRABRRE
EBBISKEPIFTARFSEVEE » DA 3-4 % - 16 21.9%  HRB 11 F(F)PAL - 16 20.0% ;
MEZTERBES - AL 11 F(E)ALES » 15 29.4% - HRB 56 F  1521.3% °
ERISZ=HIRBEMD - B 60 UZRERDT @ 32EFE 3-4 RERERFTEH © 16 37.5%  H
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R 1-2 2R 0 15 23.8% » B 24 (U2 IE ZEEZHIREGE 11 R(E)AL - 15 15.0%(E0
& 1Pm) ° FREB1TERIP - DREEEDS 26.0% @ 518 41 URABRSEFE X
RIS~ DfdiSE ~ B8Fs » TS50 36 URflE @ (eFERMRRESRE - 162.03% 8B
24 (IZABNESEE  MIERKIRFE - BIEEMRBE - EMRIRESER - 16
15.0% ; #TREERIS 8.0% - B LGS ~ BIFRESHE ~ KFESFHEH!

* 1 RUEELFERDH

Table 1 Demographic analysis of samples

. : ERAE(%) - . A (%)
418 Variabl 418 Variabl
IR Variable Number (%) IR Variable Number (%)
48l Gender SHVFREE Experience of make a contract
£ Male 73(45.6%) TEEHITES Yes 146(91.2%)
7 Female 87(54.4%) HEESHIICES No 14(8.8%)
F#E Age SHERIEZRE Hotel numbers
20-29 & 20-29 years old 34(21.3%) 1-2% 1-2 38(23.8%)
30-39 % 30-39 years old 70(43.8%) 3-4Z% 3-4 60(37.5%)
40-49 p§ 40-49 years old 44(27.5%) 5-6 % 5-6 16(10.0%)
50-59 % 50-59 years old 12(7.5%) 7-8% 7-8 10(6.3%)
IEIRAR ST Marital status 9-10 & 9-10 12(7.5%)
RIE Unmarried 71(44.4%) 11 R(S)LALE 11 and above 24(15.0%)
215 Married 89(55.6%) 13RI Category of industry
HERE Educational level BUE2 Manufacturing 41(26.0%)
- . EmRRRESE
= ;) High school 11(6.9% } . . 36(23.0%
A P(E) High schoo ( ) Financial and insurance ( )
BEREIMRIEE
52 Il hel 116(72.5% 24(15.0%
AR College or bachelor 6(72.5%) Professional and technical (15.0%)
HBRETEE
= raduate school 33(20.6% 13(8.0%
BLAT gradu ( ) Wholesale and retail trade ( )
2R = [/ =
. . =RYSEERIE S
T th t t 11(7.0%
RAEFH Tenure in the current position Information and communication ( )
1-2 & 1-2 years 30(18.8%) iERIFE Support service 10(6.0%)
3-4 & 3-4 years 35(21.9%) RHEE Technology 9(6.0%)
5-6 &£ 5-6 years 29(18.1%) /RFEITEE Public administration 7(4.0%)
7-8 &£ 7-8 years 20(12.5%) #&3&% Construction 5(3.0%)
FhREHE
9-10 £ 9-10 14(8.8% ; 4(2.0%
F years ( ) Transportation and storage ( )
11 F£(Z)LA Lt 11 years and above 32(20.0%) A{¥EFg Reserve intention
{TESFE Tenure in the industry =IE2E Yes 105(66.0%)
1-2 & 1-2 years 15(9.4%) A=i2EE No 55(34.0%)
3-4 £ 3-4 years 21(13.1%)
5-6 &£ 5-6 years 34(21.3%)
7-8 &£ 7-8 years 31(19.4%)
9-10 &£ 9-10years 12(7.5%)

11 F£(Z)LAE 11 years and above 47(29.4%)
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AR HHREEXEFCHEEESRAEN - ECHRSEXRSFLZELEEA
SRBATYAENEEZERE » B 105 UZHERT  ERSELZHASANEZSR 16
66.0% - 28 34.0%HZABERT @ BEIERMIAERAEATERR - ARFERENE
BREREEREEREEL  HEXESFMS @ REERERMNEEXRSFURAHELN
B e

HR - e RTRRIEFISHES S EMLRRAGEFUE 2) - B 15.0%NEXEFR
sRe) ol - U TERIGHIBER , /HBE - B 12.7%WEESF - B "ERNAT
i, /REE B 122%PEXEFFBU "RIEHIEBUE ) /HEE - ERURBRE -
B 10.8%HEXEBFRERFTSHIR - T RISEBEEHE ) REE » B 10.0%8)1E
XEPR=REISHE - U TEBORE, AEE - 58 95WNWEEEF » L "8IS
FE2EBHE, RSE - B I.0NNEREF - SU "'HRIEEFABRBFER , RZE -
B 63N NHERESF - Bl "'HREmEEE, REE - B 55NEXEF 2L "]
BITBIRY , /B8 RE "HREASFESER, 16 44% N EHRESHE, 3.3% o
& - Hth 1.3% - BREHBERDT  SRERIFDERLTF - KBS REZMRERETSH -
fro DGR - A RENEEZEEBEMTBERANIMKTR | RIS B ER >R
NERE>ERISHIR E>ERIE ER BT E> 1B OB E>RIE B2 £ EHEE>ERIEEH AR
B>RIEmESE>EIETBRF>RIE A BES B R>EHRE2HE>H M o

* 2 FEEIBRRZIRER

Table 2 Factors influencing the intention to stay

=] SES BAE(%)
Considered factors Number (%)
ERIGHIEAIE Hotel location 95(12.2%)
FEB#/NG)iRT Distance between hotel and the company 99(12.7%)
ERIGZZB{EF Traffic inconvenience 117(15.0%)
ERIE SRR Hotel brand name 49(6.3%)
EHERIEERE The name of the hotel chain 26(3.3%)
EBOE{E Good reputation 78(10.0%)
BRIEE%1E#T#8 Novel equipment 84(10.8%)
ERIE AEEESE® The communication of hotel’s staff 34(4.4%)
SIE1TBIARFS Reservation services 43(5.5%)
ERIGEFEASREE The attitude of hotel’s salesperson 70(9.0%)
ERIEE24 E1AE The life function around the hotel 74(9.5%)
Hh Others 10(1.3%)

fBer Total 779(100%)
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— BRNERSID - SHEEREREEHEERMBRD

ERET  ERMERPHE SRSEUHEMEIMBEUNLBIER - LURERS
LIRS HEE RS — T 2EHVIEE - AMmEB18E D TR E S miEhatkst
HE TEiRER ) VD REETSIERE (BRSE - MBS - 2014) o

SEIRSIDEHMEBRTFRZ Pearson 18EADTERR 3 T - SHIERSINHEER
FETBRRERE » BRI ITHIEBI — S NRIERR2RFREBBEI - HirE s
TESRERBERE AR - SIEEEP—EEHBEILNF - B—ERRESE
&t - SRISHERSINES @ HiEHEIREEEEBEREF R ASRIER
Des] S AELZHHES -

SIVEREREZEHEBRRBEI M DITIERIRK 4 i - S[ETREEESF
EHEd  BEEE - ENZH  RRAHSEHIBRRESRZ L8R - HERIRBEHE
BERERZE - SAIRTEXSFHREHNEPHFENEES - ESRHENESH
BUIRFB AR RS =N B REE NS ELZEHEBIRRR - BRI ERISESHMEIEVE]

EL BEIRASESHIABE -

/

* 3 BHERSIHEHMFEEFEL Pearson 18R DT

Table 3 Pearson correlation analysis of contract attraction and visit intention

@Iﬁ 2 3 4 5 6 7 8 9 10 11 12
Variable

1 1

2 0.39** 1

3 0.49** 0.70** 1

4 0.36** 0.78** 0.68** 1

5 0.35** 0.58** 0.61** 0.68** 1

6 0.43** 0.68** 0.64** 0.72** 0.63* 1

7 0.49** 0.70** 0.70** 0.69** 0.60** 0.71** 1

8 0.44** 0.37** 0.36** 0.41** 0.33** 0.48** 0.47** 1

9 0.05 -0.13 -0.26** -0.16 -0.12 -0.16* -0.09 0.02 1

10 0.41* 0.57** 0.52** 0.64** 0.57** 0.76** 0.57** 0.36** 0.03 1

11 0.46** 0.70** 0.72** 0.73* 0.63** 0.79** 0.76** 0.45** -0.17* 0.69** 1

12 0.31** 0.34** 0.41** 0.38** 0.32** 0.38** 0.40** 0.34** -0.08 0.39** 0.39* 1
5t @ a. 1=RIFSHY ; 2=2MK=EHD 5 3=mBIRT ; 4=AEHRTE/HL ; S=FRAMN ; 6=MERXK ; 7=BRHE
LSHIE ; 8=BBB(E ; 9=1THL8 ; 10=mEASMIAITFERX ; 11=478HE ; 12=FBZRM
b.*&R A~ p<0.05~*FRp<0.01lo
Note: a. 1 = Innovation contract; 2 = Motivation to sign the contract; 3 = Quality improvement; 4 = Most
companies want to sign this contract; 5. Applicability of this contract; 6. This contract meets the
needs of my company; 7 = This contract is better than other contracts; 8 = This contract can give my
company real value; 9 = This contract is just a marketing gimmick; 10 = This contract meets the
needs of most companies; 11 = Many people will believe this contract is worth the cost; 12 = Visit
intension.
b. * means p < 0.05, ** means p < 0.01.
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* 4 GHEMERIZEHEBEREMML Pearson 18EA DT

Table 4 Pearson correlation analysis of the importance of contract terms and visit

intention
#Eh
=I5 1 2 3 4 5 6 7 8 9 10
Variable
1 1
2 0.06 1
3 0.23%  0.26* 1
4 0.26%* 0.18* 0.47* 1
5 0.13  0.35% 0.34** 0.30* 1
6 0.15  0.30* 0.23* 0.01 0.25* 1
7 0.21* 0.35* (0.18* 0.01  0.24* 0.70* 1
8 0.28%* 0.27** 0.26* 0.14  0.36** 0.45%* 0.55* 1
9 009 012 0.16* 010 0.26* 0.18* 0.19* 0.19* 1

10 0.03 0.17* 0.16 0.10 0.17* -0.04 0.03 0.07 0.21** 1

51 a I=G#HIE ; 2=-RREE ; 3=i8IRE ; 4-tRIERIE ; 5-BME% ; 6=XRBRE ; 7=5]ERTE ; 8=k
SIEREA ;. 9=IERNH=E ; 10=xBTRE °
b.*xRAR p<0.05 KK p<00lo
Note: a. 1 = Contract period; 2 = Room types and rates; 3 = Benefits; 4 = Hotel facilities; 5 = F&B and
conferences; 6 = Check infout; 7 = Reservations provisions; 8 = Remarks; 9 = Incentive program; 10
= Visit intention.
b. * means p < 0.05, ** means p < 0.01.

HH L EHE R RREMA = HEFHERZEFE I BEERRETEILALER
FEEH O - BB IR LSD SROHT - TRIRFVIEHHREERIE - X8 ES
SRR ABM - BFX 5 IR - LIDARBIER L EHERBRSHEERIAZENEIZ
SHERZEHE  EEXBEEMAYEL - B ANOVA DFRIR - F = 3.73 - {842 p &
£ 0.013 - /MR 0.05 - RAERE - XEERHEEMIREL KRR S (Levene = 052 p =
0.671) - R AHUBERUSHZ UL AR ZER! o

& 5 ZEHIFEEABRREAAZ ANOVA RIRTE
Table 5 ANOVA test of control and experimental groups
kil B8R 3950 F& BmEM

Sum df Mean Square  F-value Sig.
¥HREWith 12.07 3 4.02 3.73 0.013
$HAWithout 168.32 156 1.08
f&@x0Total 180.39 159

E—HEBRK 6 BREN - MEKEITIE  UEFEHE=2FIERS(5.24) -
HRRHERB—(4.76) - E=RERIHE—(4.66) - FORIZHIME(4.51) - BFIIR/ 4.79 -
HR - FBiEH LSD SREE - " ERE =, BRI "EEHE— - SRE " DREHE
HIEBEMBERSNER -
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* 6 SR LSD BT
Table 6 Post hoc tests -LSD

#EBY | #ABI 1 p{E 1B
Group | Group Il p-value Mean

%"‘E—E%ﬂ 1

. .013 4.66
= Experimental group 1
ﬁ‘%ﬂ%ﬂ 3 E%@%ﬂ 2
Experimental group 3 AT .039 4.76
_ Experimental group 2
(M =5.24) e
e 002 451

Control group

5t FeHEREADT - LEIOFEETEHEB R BRBEHIWNT - Bf= - ZhE -8
B — » BRI - Wit - EEXEBFEHNE D » IIAZERMEEEARIDAZRNMER - &
FEFBREZEBERR 5 I EEEEFSHNED - NAENERIEMHERSFE
BERBREEE -

&% - MAEREIE - RASHERSIDHEIBEMRIEE - BEEMS @ SIS
RSINSRELEHEXREF ZEBETMM(t = 6.46, p = 0.000) - BEFREKE - Hop
EHEWSIDEE NY+—IREE - Hop - B 3 TREFIIFRZ/KE - BXR 790 - MU

"ARABBREEESFSHNEZRE , LEHFERS(t =284, p=0.005) » X
B TEEMEXBDLTHFEKR, (t=247,p=0.015)  FEE "BTIEEEEFES
BB FHVBE, (1=2.34, p=0.021) - AERER 0.24 - MRSHEWSIDTHEREZA
BERIEBRRGD X IBEEL 24% o

& 7 GRERSIDEEBEMZ SO
Table 7 Stepwise regression of contract attraction and reserve intention
SEE(CTERRBUB)

15t = BRI R2
kg%m Standardized Regression tE piE ”HE& R FiE
Variable . t-value p-value Adj. R? F-value
Coefficient (B)
s
wE 3.66 0.000
constant
GBR
Quality 0.24 2.83 0.005
improvement
MEARTD TR
Meets the most 0.21 2.47 0.015 0.24 16.29
needs
BEEE 0.18 2.34 0.021

Real value
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h ~ AR HIREAET R

— - EEREFTH

BEREEAEMMED - SERIRE 2S  TES  RBABURRER®RS
MRS HEEBEECESEMBEE(Keh & Lee, 2006; O'Brien & Jones, 1995;
Verhoef, 2003) - ANIEBEBTRIERER L ' IR Y SRR AL =HEL X B EMAET
RE\E BRI - BR=1ERB) O NNEFR _CEVRSTEELL R o WRIRBIRLH B BIRE
EBXEXRZFME @ ESERZEXZFEE HHIEEMBEEERR - EOE
EFNEE  EERIGESEEZFEEZOB S RNEEE - REOBRIEEZTIHESRS
PR EEP ARG - BRERRIFLZSE - BERGTHEBPZEBAEEN
ITHRTEEFER LZEKXK  DUBIIAFZRECRERIESETEERRE c RISTEES
F&HE - Eidmin - HERIGmMmS @ BB —REH - BEINEBIREAELIAE
BAREAT  REREZNE  HEEEFPin ' REERE ' BB RNTEEERNA
HRBEEEMS - EREIRIESIREERFIEE - BMZEM - fERBMEREERES
FEHEGENEE - AAFBREHEIRUT
(—)ERME=ERKREGE - ERE—HERET - HEXEFPIEEMEREERE

ERER  SARSEEEZSFEHNED @ IALZRALE BIRTESMEREE

[FRE BEERHE-MEHHEEREERE - f§RMEFT Chandran and Morwitz

(2006)89E A W HRR T R HER M REARNRISE HITHKEE NER2IR —FN% o

S—hHE = ARNREAHEMS r ERE=(EXEFEZE—/BE ' AlitFiR

I& 100 TTIRHFRRBNGEMZENE) - REEBEBFEEEEFPZABEERM - £XE

FPRT @ tRIGIRSEIERERRIER LN & EElIF0E - XOLUHEMAER - 8T

BIROBRIFEZ0HR © Hu et al. (2010)1EHEZsmE6HERE] - BNET 14 2 BIREEE YT 4R RED

HEREE  SRIPREBSHREEZFMS - FIEMEIGTRY) o Johnson and Leger

(1999)iEH @ REVSHEFMEREMZ=IREXR ' AR =RBRBHEZEBRIREL

R BRELREHERILRIES « KBS E2 I UREIRL - MRIERLER

EHERIE B EMERIE o

M - AERE—  BRETHRERREAF—I% - HRIREFEHE =0ERIEIES

ZEEEQ - AFERBULLERZ - Bt - O'Brien and Jones (1995)i5BIREEE

A - BEB S ITTREEEY) ° A% Hardesty and Bearden (2003)if 723835 — 3 -

RS NNESEN @ LBIES(EiHREERIEHIEHES| N - RARBGRIEIHE

CEREEEHEMNESHEREBAT  FEBHMERFETIISSUAARFRZ

12 - EERIZEREEEREREHEESERRETHEY - ESBZRIE - W
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IEEZEBRIEEH - OFEREAFREERMAIRSININEHE - HREEEMS
ERREEBRRS|A -

N2 B2C ERAHZED - ARZ—REBSEBNOEBEHEC— ' ERIRE0
B8 - EERACSEIERITELFE(Berman, 2006) o 2AM - B2B @EFEZZERIRIELHY
EBIFE - HEBIHER - #E—REHIMESCOBETHRS - BAERLERR
BEIER N - SEEXEZRIETRNEIES < 2B (Baron, 2008) - #5RINEIR B2B £
B2C EBVIRENAZE - BERER(Pachon et al.,, 2007) o

O 1REREEREPIEEMZREEXERGHNE

BHENE  ANBRXAREREL 27 RAERBPENSHE - FIREERRS
BEREA/NE - RESTEESPHRRAZRBIER - FIR - —PEBHFELESF
GHE  FERES=AKEHAQ - £— ' RARRREEESFGHNEZRE - #EE -
BhERTBEREGHNE  EIRERFT AT M L - ERMMAIRZIERELZ
A 20 RIEERRIEERERREM Pad BRARKRE - E—PRT - BESH
£ UFHREEBRIRIEEEHRRSEEEZFSHNERER © MRIEAEH
EAMIER - AP TEXEFRE - FZSHERFEAE - BEEMSRBEAR
RN MERISEZITHERS - MR MEZSHEFRENREEXZF G
EZBEKIE o

FZ 0 MERBHLATEK - BIREEEZFMS - IMBREEBERTEBR
BE  EFTEHMRR - HEARRTEFERFEEAHNNAT - BEHE
HRFASEBEEEFREITD7TE « BBIMRITRT - HREHNERTEEE
REANIERIS - B LI BRBNCERM - 1 : RESFERATSBIRHPIEIRTS
(RIEARFFIER) - MRABERLBERBRFIEE - HEXEFMS @ RE—12
TENRIEEEZFGHNE - AREFPELEAER  BILBHE o

F£= THEXRBFEZEE LHEE - EXSFEHERFROMNE - BE2SH
A - BRIEFEERHIRFIEERE @ Sl EENFEIZNRE - HREXESPAEIRSG
NEEMEED - BREE - ERSHURERMFRL=IRIEMEHETEEM - 82
IEABRAC AR - 1BHIZRER @ IREBEEEFYECREREEE - EMREZZHEAI © 1D
GHEREATESFRISEEZERIER @ B2 BRAIEN  BEXSFRIZE|
RNMERBTE - HEEEEARARINZOEE o Verhoef (2003)f5 @ RHEBEBIKE
WERHIEED - AEHE RS RARERSIBRE B  RILEHEFER -

CRFEEXEEFEHEIN  EEEFZHBANTIREZSEER

AXHERERDT  EREFUELZHFEERSFAEREE - BRI BEEESFSH
SLZABTI - REBER ~ ERE MR UARREHIBMUEEHSEEES
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FHZERI=8R - EN  EBFIRSEER - AZEBITERIBIR » AltE
SE% - WBIRHMISEXRS - XM - WIFE —RERGEEEH I EZIHHIR
BERECUER - Wit DEERENSRAEGFERERKEBERE - UREBBIRS
1B -

Am B BRBIRSRERGIFRE EARER - SRISRHEISEXIRFZERAAN
BAE  BEEAERYLERENWER N RISEEZNURBBIRS B LEK
THRZER ERERNARBBBFELXBEANE - FHRBHREEEIES
SHRENTEHF - REBFIRESEHERE - Wi TFHESHBRERS B
ARZHHERFLAYESTRAMBEXIRY - REXBNIEERTLIEHE - &
RS EERSFATYEERSE - HRERFATMES @ IMNEEFEIRIRLZ — HIER
EMS @ RIREEREFZ—EXRBHIGEE | ARHNEEERNTSF - HEm2
RENEBRELERER  BEERERS  BRATRARAEER - EXHERKE
FRRARFIRSETHEREY - SRISENBIHETFRRBERDE - HRREES
BFRSURAESRBAT - EER=DEEMAEIGH &M - BRAREE
EEBOBUREXRSFLZEIBHIRSAERELILLH

—~ HRRH

ANAEFHAHRE MRS BIEDP @ $SOKERE @ BIHBMOHZFRE - 58850 -
F— FERREGTLERRNEE - RETSEAREEFREEXEF RN - BB
RBNEREDS  DEBFREIEIZERAR - ALt - RAR=EEENE - HERBIERE
S AENERHNZR - AIZRHINBRRKE @ SERBENARERTH o
F= 0 HERT - AXERMAEEBESHBREFEFURBFREMNEEHIN » K
SZRE  TREBZNESEEMNEREEESFENELEE - HEEESAREE AL -
ARAKSIELEEEAS © BRILZSN  SHESEANHEERERREAR 30 ALLL
IR RIFMRENEAEBERRARE - £=  GHERERHBRSEESFSH
SRNSITTHEBLPIRLES L — - MBRENEELERE S - ALt - FHRRE
ESHSHBREP - LGSR REBEIRKE & HERBBIPERIKEE T T ERERISE
FRAMRRESHEZBEIR - XM - AEMBEAZERRREARR/ERE - QRIS
GED LB BEDENLERBIIE o
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Appendix 1 Corporate contract of international hotels

A.
Annual Contract for South East Travel Service Co Ltd
Contract Period: 01 January 2011 - 31 March 2012
Company: South East Travel Service Co Ltd
Contact: Ms Angela Lin T
Job Title: Hotel Dept Manager
Address: 104& 46T Pl P L3bEE ZER71306i%
Telephone: 886 2 2511 0519 | Telerax | 886 2 2568 2370

YEAR ROOM RATES:
e

Room Rate / Low Season 5, 5@ High Season

Type Weekday Weekend Weekday + Weekend

%enlgxe Room — NT$6,600 Net NT$5,600 Net NT$7,600 Net

Ruons e [ Trade Show Computex / Publish Rate
ype

Deluxe Room —

Kin NT$9,300 Net NT$15,525 Net

« The above rates are inclusive of 5% VAT and 10% service charge and non-commissionable.

« The twin room is required to be occupled by two persons and above. Couples will be assigned in
double bed (king bed) on priority unless specified “must” twin.

= The above levies are subject to change if there is any change to government tax. They are not
applicable for meeting, convention, exhibition and incentive business.

* Above quoted rates are room only, for single occupancy; additional charge of NT$550 net for double

occupancy.

SEASONALITIES

01 Jan ~ 28 Feb 2011 / O1 Jul - 05 Sep 2011 /
Cow Season 26 Nov ~ 29 Dec 2011 / 02 Jan ~ 28 Feb 2012
O1 Mar — 29 May 2011/ 05 Jun - 30 Jun 2011/
High Season 06 Sep ~ 25 Nov 2011 / 30 Dec 2011 - 01 Jan 2012
01 - 31 Mar 2012
Blackout dates 31 Dec 2011
SEMICON Taipei: 07 - 09 Sep 2011/ Cycle Show 2011: 15 - 18 Mar
Teade Show Cycle Show 2012: March TBA
Computex 30 May ~ 04 Jun 2011
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Validity : January 1, 2013~December 31, 2013

VL Room -Category—m Standard Floor Executive Floor

Single/Twin (Room Only) NTS 4,250+10%

NTS$ 4,550+10% NT$5,150+10%

Single/Twin+1 breakfast
Deluxe Double+1 breakfast }

NTS 5,100+10% NT$5,750+10%

Item

Standard Floor Executive Floor
Extra breakfast ‘

B NTS 400+10% | NTS 600+10%
All other room types: 30% off publish rates (subject to 10% service charge)
Exhibition Period : March 19~23, 2013 - june 3~8, 2013
During the exhibition period : Cycle Show Taipei. Computex Taipei, a
surcharge of NT$600+10% for foregoing listed room types will be added.

3¢ Special Benefit For Room Guests

1. Free use of High Speed Internet connection in guest room.

2. Free use of swimming pool and fitness center.

3. Complimentary bottle of mineral water per day in guest room.

4. Complimentary Laundry Voucher for staying over two nights.

5. Late Check Out until 14:00 can be arranged with front desk manager
upon room availability.

6. Welcome Fruit.

7. Complimentary parking during stay.

Signature:
g
Printed Name: Tina Mao

Title Senior Director of Sales & Marketing Dept.

Dear Mr.

We would like to take this opportunity to thank you for your support to The Westin Taipei in the
past year(s). The Westin Taipei is pleased to confirm the following guaranteed corporate rate
with conditions as stipulated. The rates are effective from March 21, 2013 until December
30, 2013.

Room Type Published Rate Corporate Rate
Deluxe NT$15,000 NT$8,000
Westin Guest Office NT$16,500 NT$10,500
Executive Floor R
Executive Superior NT$16,000 NT$10,000
Executive Deluxe NT$16,500 NT$10,500

* Additional charge will apply for double occupancy: NT$800 for Deluxe Room, NT$1,200
for Westin Guest Office and Executive Floor Room.

* The offered rates are non-commissionable, and subject to 10% service charge and 5%
government tax

* Deluxe room type rate is inclusive of in-room internet access.

e The offered rates are Non-last Room Availability.

s Black out dates: 2013 COMPUTEX - June 3 to June 7, 2013 & December 31, 2013,
Contract rates are not applicable. Cancellation policy for black out dates: before 6 p.m.
hotel time, 5 days prior to arrival day, or 100% of total booked room nights will be charged.

¢ Rates are applicable to individual arrivals and are subject to availability; rate for meeting/
incentive/ convention are available on request.

¢ The offered rates are based on a minimum 100 room nights consumed during the
contracted period. Rates may be adjusted if room nights do not meet the expectation
when production review is conducted after contract issued for six months.

Westin Guest Office and Executive Club Lounge Benefits & Privilege
Complimentary Buffet Style Breakfast at Executive Club Lounge
Complimentary in-room high speed internet access

Complimentary wireless internet access in public area

Happy Hour daily from 6:00 p.m.-8:00 p.m.

NT$500 value laundry benefit per stay

Local call free of charge (Except Internet Access)

Late check out till 4 p.m.

Secretarial services

Free afternoon tea, all day coffee, tea, soft drinks

Complimentary usage of meeting rooms for 2 hours per stay at Executive Club Lounge

LR R R I B R N B 4

Check-in / Check-out Time:
s Check-in time is 3:00 p.m. on the day of arrival, and check-out time is 12:00 noon on the
day of the departure.

'i
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Page 2 of 5
2013 CORPORATE RATES

We are pleased to offer the following Corporate Rates to HI DURA INTERNATIONAL CORP.
effective from January 01, 2013 to-December 31, 2013:

Room Categories Published Rates (NTS$) Corporate Rates (NTS$)
Single Occupancy Double Occupancy Single Occupancy Double Occupancy
Superior King 13,600 14,400 7,100 7,900
Deluxe King 14,600 15,400 7,500 8,300
Deluxe Twin 15,400 15,900 8,300 8,800
Premiecr King 17,800 18,600 8,900 9,700
Junior Suite 22,800 23,600 13,300 14,100
Corner Suite 32,800 33,600 16,300 17,100

* Rates are quoted per night/per room to a maximum of double occupancy with daily buffet
breakfast at the Brasserie (1 Floor).

* Rates are non-commissionable, subject to a 10% service charge and a 5% VAT.

* Arollaway bed is available for an additional NT$1,900 net per night.

* The above prices are quoted for room accommodation only. Please contact your Sales
Representative should you require rooms for events and exhibitions.

Guest Services and Amenities

Welcome Fruit upon Arrival

Contour-to-Body Wellspring Mattress

Pillow Menu featuring an extensive variety of Soft, Medium to Firm Pillows
LCD TV and DVD Player

Satellite and Cable Television Programs

Movies-on-Demand (Charges Apply)

Dual-Line Telephones with Conference Capabilities, IDD and Voicemail
In-Room Sate/Tea/Coffee-Making Facilities

Mini Bar and Refrigerator (Charges Apply)

24 Hour Room Service (Charges Apply)

Complimentary Basic In-Room High Speed Internet access (Wired & Wireless)
Premium Wired and Wireless Roaming is available for an additional NT$ 500 / 24 hours
Complimentary Daily Newspaper (Chinese, English, or Japanese)
Complimentary Mineral Water 500ml x 2/bottles (daily)

Complimentary Use of the Health Club and Outdoor Swimming Pool
Complimentary Shoe-Shine Service

BRSSO K

E. March 26, 2013

Mr. Arthur Wang

Gereral Manager

Artstech Company

No 10 Ln 302 Section 1 Datong Rd
Xizhi Dist

New Taipei City

Dear Mr. Wang,

RE: CORPORATE RATE 2013

Thank you for your interest in Shangri-La’s Far Eastern Plaza Hotel, Taipei. It is
our pleasure to welcome Artstech Company as one of our most valued customers.

By way of this letter, we are pleased to offer you our 2013 Corporate Rates that
you may start to enjoy tfrom March 26, 2013 till December 31, 2013.

Discounted Corporate Rates

Room Category in NTD
Single
Superior | $6,890
- T  $7150 o
Executive $8,840
Horizon Superior $8,990 |
| Horizon Deluxe $9,250

$10,940
$11,180

Horizon Executive
Plaza Suite

* Double occupancy supplement at NT$600

The above rates are subject to 10% service charge and 5% Government tax. The
corporate rates are extended based on a minimum projected production of Three
hundred (300) room nights for 2013. Accordingly, your production will be
reviewed quarterly and extension of special corporate rates will be subject to room
night production.

The above corporate rates will not be applicable from March 11 to 14, May 8 to 11,
June 3 to June 8, and Dec 31, 2013.
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BRI 5 MR BEE R
2% K (Superior Room) NT$ 8,000 NT$ 4, 600

(Deluxe Room) NT$ 10,000 NT$ 5, 400
7025 (Executive Suite) NT$ 12,000 NT$ 6, 200
*£%  (Corner Suite) NT$ 14,000 NT$ 7, 000

(AEBHBEA—ABEERBEE X TRAT I ANEER  FAM—BRHER)

RE 10l 4 LBBELR
| REEERAEE 10656 A48~ 10156788 44805 miEl 2007

MRFFRB (A A A 5 AR

X B eERE AKX TFREEN 500 TEw—RIRAF R o
EEEREENLEAREBRY  BamFREMN -

FERBERY  BAXARBEEE TR0 - REEALS 5 2R R -
SEEmEEER e T RS, BABGORE  SHAREN S - w 2 THAH
2t (ARBARKRSL) -

G BB T4 6 AMERE 2 FCRE WS FRAWER) s B A §3RE R 6 B
AEMRE KRB EIRA B RS ER  F— 28 85 BREERAGRS RRER -

Room types Published rate Corporate rate
Superior room NT$ 8,000 NT$ 4,000
Deluxe room NT$ 10,000 NT$ 5,400
Executive suite NT$ 12,000 NT$ 6,200
Corner suite NT$ 14,000 NT$ 7,000

The above rate is inclusive of a buffet breakfast, 5% value-added tax and 10%
service charge

2012 Taipei international B2B exhibition
1. Each room per night plus NT$1,200 during June 4~8, 2017 COMPUTEX.

Service item (Applicable to all room types)

# Extra buffet breakfast cost NT$ 500 + 10% service per person.

# Complimentary in-room high speed Internet access, guest needs to bring their own
laptop.

# Complimentary shoe-shine service, personal stationery newspaper, health club
and SPA.

# Happy hours daliy form 6 p.m. to 7 p.m, every Tuesday and Thursday (Except
public holidays )

# Complimentary usage of meeting room (up to 6 people) for two hour per day.
Please make an appointment with the hotel lobby staff six hours in advance.
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Appendix 2 Main facts of the corporate contracts summary table

RIBE(RHE) FiEE FEE A *HR#
Concept (card) Main Subcategory Explanation Card
SHHER BT 3
Contract period During performance of the contract
BEREE(40) SINEEFER - RFBHEE LAEEER - RE SWEXRIND 10%RFHFE
Preferential room ERERBRERS Inclusive of value-added tax, =~ The above rate is inclusive of 5% value-added tax and 21
rates (40) Room type and service charge and breakfast ~ 10% service charge
preferential prices IRRINEEER KIBBATBKEBINTE 16
Extra bedding and breakfast fee Depend on demand-based extra charge
== ELRER - . — . .
EREFREEEE  snrmpma ISR RERWADT 123
The general check-in and T o 12
) The hotel check-in time is 3 pm, check-out time is 12 pm
check-out time
. o IBEREZE NF=REEHXSH - WiREEARRME) ©
3| Eﬁa\E H‘ NN —_ = A2z =23 —_
EERRREES)  RnmNRE EREREE RFABAREDER - REETFA
. Check-in and s =
Check-in and —out fi FeEREIWE—BEE
heck check-out time L= _— ) ]
check-out (23) regulations SERREIFERE Late check-out to 3 pm (Please inform in advance and 1
Late check-out rule depend on housing conditions). A late checkout fee of
one-half day will be charged for late checkouts prior to 6
pm. For late checkouts after 6pm, a fee of one night will
be charged
IETU EEDERR—R 3
Complimentary welcome drink A free welcome drink
D/I ®2= = a1 = =
— BRI aRRHeREM BRERNSE0S—E9E
G o The number of daily breakfast : , 7
S o 3 eneral room dining . The rate includes a daily breakfast
BEMRSHR ~ervice reception
e Sr =)
SO TONFREBIRE g e - SERUNTE00+10% s
ning an xira breakfast fee an For extra breakfast: NT600+10%
conference provisions
service (55 BITHESEES = i -
= Freejgggﬁis% iligtﬁjgei‘?utive KOBEREE=MHRE 6
EEBESIURT lounge Enjoy free breakfast in the executive lounge
VIP catering services SXRADIGHIR REEER B 2B R R R o

All day coffee and tea

Offer complimentary tea and coffee in VIP salon all day

+ Fotoz HESEYICER voe

EA=
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Concept (card) Main Subcategory Explanation Card
Happy Hour BFER A N FRRME LR - REIGEUEIRERER
REL/RITHEBERZR N FRREBREENR 2B
R NFRIMIRTTR B 1
Providing afternoon tea time  Complimentary alcoholic beverages and snacks (5 pm to
7pm) have / afternoon tea and snacks served in the
executive lounge
REERABBPOSKEN/NR/ RBFED 20 k/REEMA
EERESZRE SREEAEFPLIASTHERY —NBHFPOZEHE 1/)\HEFESTEN)
VIP conference Complimentary use of business The business center offers complimentary use of 7
service center or meeting rooms computer for 4 hours / copy or print 20 pages / meeting
room for an hour per day (prior booking required)
SHATE—RIE  SHRE  SIRNBERHELAIBERSGHIRIE 4
Inform company uniform Please providing company name and contract number
number, contract number when booking our hotel
WFEI R TEEBBAERISPL - BERFEFEXXXXX " 5
STERHE A ?”rﬁ : rv@kXXXg(.tc?m.tw . | . .
; 0 make hotel reservations, please contact our
Reservation contact reservation office. Phone: P XXXXX, e-mail:
rv@XXXX.com.tw
RSRBTBRNEEZEE - ARBAETSEE 5B
SIREFRRARA st s % ERHEK - FEHLBREREEE -
BRI B EX : . - .
(62) _ SIEEE Special request Qur special request can include limited mobility room, 4
Reservation Reservation rule high level floor or room near the elevators. Special
procedure and request must be submitted to the hotel well ahead.
rule (62) GHEAERATIRBA/M UL RATNETFERLEIE
EREEHS AEFLEBIT - o,
Corporate rates applicable T.hIS contract applle_s to guest of your company /_Thls
discount is not applicable to any reservation involving a
commission or reservation fee
RIERF< - 1RIUE]E ~ RIE AERERSATEESR  SIBHRASAGHEFFRR
IS ~ fHEEEh BRI SBEAIMRESIE
Credit card information, pre To ensure the accommodation rights, you can provide 8

deposit, company formal letter,
flight information

credit card number, expiration date, or company’s letter of
guarantee which will allow us to hold the room for you

EH¥E MY =24 BEE
Soc S8/ |SHsA &k | EPRY

o
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Concept (card) Main Subcategory Explanation Card
N CREEIRE - RERREBRE/E—IR - BT PTREHNEVE
SHRBNEVESIBITEERS  BRERSR 48 /)\FBA - SRR — R EEE R
ST The guaranteed reservations only keep room for one 19
Modification sand cancellation  night, the cancellation or modifications must be made
RETEEE charge before 48 hours on the arrival day, or the hotel has the
Gt:ranteedi right to charge the customer for one night
reservation provisions RERESER  BRAEE=BAXNIS  T2hE
) ‘ BRA=AZEIZ/ ERZREEMRAEARH TR
Ha 5t \Yaks8 To ensure the interests of both parties, you have to pay 14
Deposit payment deposit for booking before 3 weeks on the arrival day. A
30% deposit of the total stay cost is required / Payment
can be made by cash or by credit card
3!51% :”%;EIE L Hj3E1%DMDI%ﬁA1I%MB 18:00 1&@0&%[1/ J‘IEQA
Nor- uﬁ;rantee q HEEREHG All non-guaranteed reservations is held until 6 pm on the 5
reservatgijon rovisions Rooms release time arrival day. After 6 pm, the hotel is free to release the
P room and have it available for sale
READARYNBZEIRMEVHE]ES -
R EAETE eI 28 A RB = ERMER
Special cancellations Cancellation due to weather conditions or natural 2
SR disasters, the deposit was extended to the original
C:e\nncellatio}nl scheduled date of occupancy within three months use
rovisions BENRBRIVEBERA A —BEN - BRAEED
SRS HUE - SEE]BREN—IREBER -
Cancellation way You have to inform us of any modifications or cancellation 2
one day prior to arrival. For reservations cancelled on the
date of your arrival, the first night charge
s/t 2 o FBRMBRREE BT BRE 28
= (o T
Rer?tﬁ?gﬂiﬁﬁent Please pay the remaining amount of consumption before 3
g pay check-out
—mEE . REE - Tk REREERRIRMREINGX
SO HEARTE(33) £ 25 15 P AR TS A RS 2t S;ma gym, swimming pool Guests can enj_oy c_ompllmentary use of Fitness facilities 17
Facility service _ Complimentary FEAREHRALE  GEBME AP
(33) recreational amenities N _ HEEW vo e .
Free standard Wi-Fi available in  Guests can enjoy complimentary use of wireless 3

public spaces

broadband internet network in hotel public spaces

+ F 9107 HEZEHEVICER 90¢
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RBE(RAE) FiEE FEE A *HR#
Concept (card) Main Subcategory Explanation Card
SRR HISIEXIRTS - EHE LIRSS IR (X)H
. E R NT$2150(HkE) - NT$I50(FALLI)
RERIZ IR Airport transfers by prior arrangement, one-way 8
Airport transfer service limousine transfer from Taoyuan International Airport to
the hotel for NT$2,150; from Taipei Songshan Airport to
the hotel for NT$950
4 \
RIS 7 P LS R BRI IR B A ST\
The business center on i ; . 5
service 20% discount on business center service
SE ERXKIRIE FHSREERE minibar BT 22
Complimentary minibar Complimentary daily minibar in the room
RIARIEE - KARSEBHRE TERARBRER/ZERRKRE
In-room safe, special guest Guest room provides in-room safe / a daily turndown 5
room services service
ERBREDEKE BRAIEKE 1
Complimentary welcome fruit ~ Welcome fruit basket in the room
BSOS BiRRRE /R
; A Complimentary Chinese / English newspaper in room 12
Complimentary newspaper
EREi=iB(123) REEIRE EEGEES everyday
: T =
RoorFlgg? efits General room service Complimentary parking for EEE}?E%E{TEHE}% ice duri 10
guests Complimentary parking service during a stay
REBEELHEK(F5IEE]) /BRARKEETIRE
i ERE 3 S o TR4EE/ ZRIZMHMBASEIS « DVD player B INAEEFE
Multimedia electronic Complimentary rental laptop (prior booking required) / 1
equipment Complimentary in-room cable TV channels / The guest
room have a dedicated computer, DVD player and
multi-function printer
RERA LA REFAZTEANER LI
Broadband internet Complimentary broadband Internet access in the room 18

complimentary

T ENT Z34 BEE
L0 EHSEL|SHsA Eirk | SPRIY VAV FETW
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Concept (card) Main Subcategory Explanation Card
FH ¥ 8:20 5 8:40 R ERKERSE M LEIE T
) £ = , = Lasasg 3 == /p3
EH%E%&%E%E&EE&‘}% ﬂﬁ}% n¥l£ﬁﬂiﬁglﬁﬁi uﬁ@ﬂﬁﬁﬂ%lﬂ/m@ (@MERE&@EEX
Complimentary shuttle bus BRI .
serves mbvel between fiked Free shuttle bus serves with regularly scheduled 4
locatiodelt fixed timek departures from hotel to downtown area at 8:20am or
8:40 am every day. The detailed roadmap, please contact
the service counter (except Sunday and public holidays)
CEBRERG GRERERBIN
Complimentary shoe-shine Shoe-shine service for free one time 5
service
ERBHRE THEREFEIIRS
Concierge and advisory Executive concierge and advisory service 1
services
KRS BN RIKARTZ = 85 AR 8
EEERR Valet service 15 % discount off on valet service during a stay
VIP suite service RIARIAERAREIRS RFFE S REEBIEERERES
Special check-in / check-out Express check in and out service at executive floor 6
service
RERIEILHASHEREME FTEIHERESIHESESE @ BFRESE 85 TER
SEREARFS Complimentary local calls within in Taipei, 15 % discount
Complimentary local calls within off on international call during a stay 10
in Taipei and telephone
answering service
EYIEEE: M EHRERR R - 15
Except date Above discount will not apply to special dates
sys ERISARRBUINE R TE ERISAEER BN E R EERERINEE B EE - SRR E
f%=12788(30) s e
Remarks (30) ,\15%'7‘2#/2.:\. - %H%D%D °
Hotel leisure facilities 1

fees and use
regulations

Hotel leisure facilities fees and use regulations are
subject to change, we will inform you on arrival at
check-in
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Concept (card) Main Subcategory Explanation Card
— ORI X AR TS - S0/REUH - AR P SIS =
BRI Z/N\BFERAD - WKBANELK - BI/RBITRIEXER -
—Hotel can arrange airport pick-up service. Cancellations
should make at least 2 hours before arrived. Order
EURENIRISARE cancelled without any notice, the guest will be
Cancellation of airport responsible for the expenses 2
pick-up —EUEIS AR TF AR 6 /\TRIBIERIEASE  EER!
YERZEREA o
—Please inform the hotel staff about the cancellation of
airport pick-up service 6 hours before arrived to avoid
100% cancellation charge
—FESIERRM 200 BN LEBRTES - IEBLME 2
FEESHRER BB
FEXEE iR —Annual actual housing require more than 200 to have
Provision of annual the above preferential price
housing stock and the —KEFREBRECEK  IGERBPE N —FEESHITI0
record number of ZIRIE o
nights —Annual number of nights is the basis for the adjustment
of discount contract in the next year
BERBIEE RN B ERISBNBEEE) - REREHEIEERFTSH -
VIP services alert VIP services are subject to change, we will inform you on 2
notification arrival at check-in
DR EIRIRE SRIERIN—K L
Maximum extra bed Maximum extra bed : 1 per room
EEERRERE BRBRREEER  IFSERRINEE) - BEEHE
Room use For in-room events, please contact our business 3
requirements department
BEISHATHRE AEHNERNBTEBERFERLE * EHIRERHERIIEEIZ
Revised terms of the If the content of this agreement is not exhaustive, the two 3
contract parties may revise this agreement at any time
RIFSHRE REBEHRIF LD EBIRIER ~ #30N48RARS R
Termination of We reserves the right to change or terminate the above 1
contract items, discount prices or related contents
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