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ABSTRACT

In order to be the outstanding one in a competitive tourism hospitality industry, keeping customers is the shortest cut to be successed.

The purpose of this research is to examine whether the customer relationship management can improve the operation performance

or not, which is the key issue that many tourist hotel proprietor cared about. The listed company of tourist hotel are research objects.

Multiple regression analysis and intervening effect were performed with SPSS to analyze the data. And discussed the connections

existed between the ex-term customer relationship management and the enterprise reputation and on-term operation performance.

The index of customer relationship management are the customer orientation, technical ability and marketing ability; using the

average of Common Week to measure the enterprise reputation. The index of operation performance are market share rate, ROA,

ROX, net-profit margin. The results of this research are as follows: 1. The study indicated that the customer orientation of the

ex-term customer relationship management has the negative influence; through the ex-term enterprise reputation has the intervening

effect to the market share rate. 2. The study indicated that ex-term technological ability of customer orientation has the negative

influence to on-term market share rate; through ex-term enterprise reputation has the intervening effect to the market share rate.
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