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請根據以下文章回答列於文章後的問題。

Taiwan government is very active and motivated to promote the development of tourism and leisure industry in the recent years.  Since Taiwan becomes a developed country, the national economy income mostly depends on the income of service industry.  The tourism and leisure industry belongs to the service industry and has a significant role in it.  That is the reason why Taiwan government would like to promote such tourism projects in order to enhance Taiwan economy development.  Two big projects in the tourism projects are submitted such as the overseas tourist double project and the mainland China tourists visiting project.  The overseas tourist double project means that the amount of overseas tourists visiting Taiwan will be increased from 2.5 million in 2002 to 5 million in 2008.  Within the 5 million tourists, there are 2 million tourists for pure tourism and leisure purposes at least.  During the same period, the amount of mainland China tourists is continuously increased; there are around 300 thousand tourists from China last year.  If the project is going well, one million tourists from China can be expected in the future each year.  During the development of tourism and leisure industry, the hospitality industry is probably one of the most important parts in this field.  So, this paper is focus on the hospitality industry management in Taiwan.  Due to the scope of hospitality industry is quite wide; therefore our research will concentrate on the international hotels in Taiwan.
When most people think of the hospitality industry, they usually think of hotels and restaurants.  However, the true meaning of hospitality is much broader in scope. Actually, hospitality not only includes hotels and restaurants but also refers to other kinds of institutions that offer shelter, food, or both to people away from their homes.  Hospitality services might include private clubs, casinos, attractions, and so on.  The hospitality professions are among the oldest of the humane professions, and they involve making a guest, client, member, or resident feel welcome and comfortable (1).  Hospitality businesses are open 365 days a year and 24 hours a day.  Staffs often work ten to twelve hours per day.  Evenings and weekends are included in the workweek.  So, the hospitality staffs have to accept that they may be working when others are enjoying free time (2).  Hospitality industry belongs to service industry.  So the service quality in the hospitality industry is very important.  Services are processes consisting of activities or a series of activities rather than things.  Services are at least to some extent produced and consumed simultaneously.  The customer participates in the service production at least some extent.  Berry and his colleagues Parasuraman and Zeithaml studied service quality determinants and how customers evaluate the quality of services based on the Perceived Service Quality concept.  Ten determinants were found to characterize customers' perception of the service.  There are reliability, responsiveness, competence, access, courtesy, communication, credibility, security, understanding, and tangible.  As a result of a later study the 10 determinants of service quality were decreased to five determinants which are tangibles, reliability, responsiveness, assurance, and empathy (3).
Because competition among hospitality industry is fierce, it is no longer adequate to place a few advertisements, send a few salespeople out on personal calls, and rely on word-of-mouth referrals to fill guestrooms and restaurants.  Today's hospitality firms have shifted from a strictly sales orientation to utilizing combined sales and marketing strategies.  While marketing and sales are not the same, they are interrelated, and both are needed to maximize revenues.  Both marketing and sales are customer oriented, every action is aimed at the ultimate goal of serving customers.  But marketing is much broader in scope than sales.  While marketing includes sales, it also includes a number of other elements such as research, action strategies, advertising, publicity, and sales promotions, as well as a means to monitor the effectiveness of the marketing program (4).
As we know that the most widely used model of the marketing mix is the familiar "four Ps (product, price, place, promotion)" set forth by Mcarthy in his classic Basic Marketing.  But in hospitality industry, 4P is not enough, 7P (product, price, place, promotion, physical environment, process, people) is much better in hospitality industry (5).  The physical environment includes any decorating can be seen from outside or inside of the buildings and facilities.  The process of service is smooth or not which will let the customer having different feeling.  The service people's smiling and friendly altitude also can let the customers having the respected feeling.  Customers always like to be severed as a king or queen.
Hospitality sales differ greatly from customer good sales in that the hospitality salesperson is selling something that has both tangible and intangible elements.  The product offered (guestrooms, dining facilities, etc.) is tangible, but the services provided are intangible.  Hospitality staffs must consider the four characteristics of hospitality products and services when selling potential clients on a hotel. These characteristics are intangibility, perishability, inconsistency, and inseparability (4).  Since customers can not see, touch, or use the hospitality experience before they buy, they must rely on the hospitality staff's description of the property and the experience it offers.  An unused guestroom, an empty restaurant seat, or an unfilled tee-off time represents business lost forever.  The hospitality product has no shelf life; it cannot be stockpiled or inventoried to sell later.  So, the perishability places heavy pressure on hospitality marketing and sales executives to develop innovative pricing, promotion, and planning strategies.  Maintaining a consistent level of service is essential for the success of hospitality entitles, and inconsistency is a special challenge to chain properties and restaurants.  Customers tend to expect the same type of experience or quality of service at each property or restaurant in a chain, but an employee may even provide varied levels of service from day to day.  Production and consumption are largely simultaneous with services.  The hospitality customer and services are consumed at the place and time they are created.
There are almost 3.52 million overseas tourists coming and visiting Taiwan in 2006.  From the statistics of Tourism Bureau (6), there are 2.82 million visitors from Asia area, 0.46 million visitors from America area, 0.17 million visitors from Europe area.  27 percent of visitors are coming for the business purpose, 43 percent of visitors are coming for the pleasure and tourism purpose, and 11 percent of visitors are coming for visiting relative purpose.  No matter what the purpose of inbound visitors, most of the tourists always need to stay in hotels.  So, this research is focus on the hotels management of hospitality industry.
The hotels in Taiwan are divided into tourism hotels and general hotels.  The tourism hotels include international tourism hotels and standard tourism hotels.  The grade of quality and service of these hotels in order is international tourism hotels, standard tourism hotels, and general hotels.  The quality of tourism hotels is much better than that of general hotels.  Most of the overseas tourists would like to choose the tourism hotels to stay.  There are totally 89 tourism hotels having 21095 rooms and 3230 general hotels having 119970 rooms.  The general hotels mostly provide guests sleep only, not too much service for them.  Therefore our research is concentrated in the tourism hotels. In the tourism hotels guests can have high quality room facilities, restaurants, shops, conference rooms, clubs, bars, sports facilities, and the best personal service or business service.
Taipei is the capital of Taiwan; it is also the center of political, economic, and culture.  The population of Taiwan is around 23 million; there are one third of people living on the big Taipei area.  The international airport is just located 50 kilometers far away from Taipei.  The transportation time from the airport to capital through highway takes 40 minutes to 60 minutes.  So, most of the overseas visitors will stay in Taipei as the first stop when they arrival in Taiwan.  There are 34 tourism hotels including 9587 rooms in Taipei.  The Occupancy rate of Taipei Tourism hotels is around 73 percent which number is based on the number of rooms occupied (217226 rooms) divided by the number of available rooms (9587 rooms time 31 days = 297197 rooms) according to the record in December 2006.  The inbound overseas visitors are around 290000 per month in 2006.  If 75 percent these visitors stay two nights in Taipei and 50 percent of them stay in the tourism hotels, then the room occupied will be 217500 rooms.  So, the roughly estimated number 217500 is much close to the real room occupied number 217226.  Although, this is just a simple example, the real detail percentage will be examined in the future study.
From the monthly report on tourism hotel operations in Taipei, the operations styles are different between the international tourism hotels and standard tourism hotels.  Firstly, the average room rate of international tourism hotels is US 110 dollars and the average room rate of standard tourism hotels is US 60 dollars.  Therefore, the occupancy rate of standard rooms is a little higher than that of international rooms.  Secondly, the revenue of room is lower than that of food & beverage (F&B) for the mostly international tourism hotels.  Conversely, the revenue of room is higher than that of F&B for the standard tourism hotels.  So, the management of hotels is dependent on the operation style, the international tourism hotels normally will concentrate more efforts on the F&B.  Thirdly, each employee's productivity is US 5800 per month for the international tourism hotels and is US 5100 per month for the standard tourism hotels.  Hence, the average productivity of employees at international tourism hotels is higher than that of standard tourism hotels.  The reason is that there are the best manage teams at the international tourism hotels.  The best manage teams must have the operation experience on each important field such as human resource, financial, marketing, information, strategy, and so on.
There are 60 international tourism hotels in Taiwan.  Two biggest hotels are chosen for this study because these two hotels have representative, famous, and located in the capital Taipei.  One is the biggest hotel in Taiwan named Grand Hyatt Taipei (7).  Hyatt is located at the heart of Taipei's new business and entertainment district, Hyatt is also peat of the World Trade Center complex and adjacent to the Taipei 101 Financial Tower, international Trade Building, and International Convention Center.  The hotel is minutes' walking distance from the Mass Rapid Transit which conveniently connects with the rest of the city.  856 guestrooms are designed with a residential touch, providing a personal sanctuary to rest and relax, and also to meet the demands of today's business world.  Nine restaurants and bars span the culinary globe from Chinese haute cuisine to Continental fare and are the city's first choice whether it is a power lunch, intimate dinner or simply casual dining.  The business floors named Grand Club floors provide an even higher level of luxurious accommodation, personalized service and added privacy.  A private lounge offers complimentary breakfast, all-day beverages and evening cocktails.  There are private meeting rooms for the exclusive use of Grand Club residents and the Business Center is a dependable source of information and hi-tech support.  Extraordinary events call for extraordinary spaces.  The ballrooms offer the flexibility to stage functions of every kind whether guests are planning a technologically advanced corporate meeting, a celebratory banquet or a themed event.  The purpose of management is to provide a satisfied and comfortable feeling to all guests.  So the Grand Hyatt Taipei is trying to meet all guests' needs.  No matter how the guests needs, Hyatt is always considerate to achieve the guests' wants.
The other hotel named Sheraton Taipei is the second largest hotels in Taiwan (8).  Sheraton is opened in 1981.  In order to provide a breakthrough and innovative style while maintaining the beauty of classic Chinese elements, Sheraton Taipei underwent a three-year renovation period, after which carefully selected antiques can be seen everywhere throughout the hotel as well as many interesting touches of Chinese designs.  Sheraton Taipei consists of 688 newly-refurbished rooms and suites and numerous Chinese, Western, and Japanese restaurants to provide customers with the best in food and accommodations.  With over twenty years of experience in exquisite service, Sheraton Taipei provides customers once again to feel this amazing style that is full of surprises.  The business center offers guest a comprehensive range of business facilities and services.  The club combines recreation, health, beauty, food and beverage all into one exceptional and tasteful facility that casters to those who desire the best in recreational lifestyles.  The ballroom is designed by internationally renowned Hirsch Bedner Associates Design Consultants.  The theme of the architecture is modern Chinese, with a harmonious blend of simple and chic spatial concept of the West and the elegant and artistic decorations of the East.  With a maximum capacity of 1800 guests, the Sheraton Ballroom has seven multi-versatile banquet rooms and three multifunctional individual VIP rooms for any event.  The SWOT and PEST analyses of the representative two hotels are shown in the following Table 1, 2 respectively.
Table 1: The SWOT analyses of the representative two hotels
	SWOT
	Hyatt Taipei & Sheraton Taipei

	Strengths
	1. Renowned Hotels
2. Location in the center of capital
3. High service quality

	Weaknesses
	1. High Rates
2. Marketing

	Opportunities
	1. Blooming tourism industry
2. Opening the mainland China market

	Threats
	1. New competitors
2. International events


Table 2: The PEST analyses of the Taiwan tourism hotels
	PEST
	Taiwan Tourism Hotels

	Political
	1. Government highly supports the hospitality industry
2. Opening the mainland China market

	Economic
	1. Developed country
2. Globalization business

	Social
	1. More holidays
2. Festival and events

	Technological
	1. Internet system
2. International meeting system
3. Advanced facilities
4. Service quality


The Porter five dynamics force model includes substitute of goods, bargaining of buyer and supplier, rival of industry, new entrant in the industry that is for analysis in industry situation and how to influence the company.  For the Taiwan hospitality industry, each hotel should find its market difference and positioning in order to face to the challenge from substitute, rival, and new entrant.  At the same time, the hospitality industry tries to keep a good relationship with the supplier and to provide the best service to the buyer.  The operation of Taiwan tourism hotels is quite smooth and efficient under the renowned management and consulting companies.  The 7P of marketing mix are widely applied on the hospitality industry.  Due to the salary of employees is not high comparing with others industries; the turnover rate is higher.  This phenomenon will influence the service quality.  So, how to keep employees and give employees better training is one of the most important works for the hospitality industry.
The GDP of service industry is cover 73% of the whole country GDP.  It indicates that the development and importance of the service and hospitality industry.  Due to the government policy and support, the tourists from overseas will reach 5 millions in 2008.  The hospitality industry will play an important role to provide the guests a comfortable and satisfied experience.  From above researches, conclusions can be inductive as the following:
1. There are plenty of tourists come and visit Taiwan in the recent years.  In order to develop Taiwan tourism industry, the government and hospitality industry invest in large number of capitals to promote the quality of facilities and services.
2. The revenue of F&B is higher than that of Room for the international tourism hotels.  It means that the guests like to attend social activities and events at the hotels.  The hotels need to provide various delicious foods and theme restaurants to attract the guests.  The elegant ballroom is suitable for the conferences and wedding events.

3. The turnover rate of hospitality industry is higher.  The welfare of employees should be considered in order to keep the senior and professional staffs.

4. The employees' training is important in order to offer guests satisfied services.  Although every employee takes training courses before entering the service industry.  Due to the inconsistency of the hospitality industry, it is very significant to let the employees know that the importance of moment of truth.  Any contact time with the guests, always need to keep happy and friendly attitude to serve the guests and touch the guests heart.

5. The comfortable physical environment is essential and necessary condition for all tourists.  From the outside design to the inside decoration, make a warm and relax space.
6. Although most of the tourism hotels have good relationships with overseas renowned travel agency.  The hotels still need to enhance the promotion.  Let the guests know that it is very valuable to stay in the tourism hotels because of the highest quality of services and facilities.
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