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ABSTRACT

Samples of this study show that tourist hotel industry gender equal to 31~40 year old middle aged mainly between the years,

education for the university, college, department and the other is located in the Department of Management Department of the

main customer service. Taiwan's northern, central, south, east four districts of tourist hotels, this study has 59 international tourist

hotels for the issuance of a comprehensive questionnaire, a total of 30 samples recovered Tourism restaurants, 57% valid

questionnaires, the study found that: (1) Cultural factors on hotel business strategy game of globalization have a significant impact (2)

Cultural factors on participation in hotel business strategy game is no significant impact (3) Tourism Hotel business globalization

strategy game for the hotel operators to participate in the strategy of the game have a significant impact (4) The impact of cultural

factors with the different hotels of the globalization of business strategy game on a different hotel operators to participate in the game

have different strategies strategy not significant impact. Samples by measuring the cause of the game business perspective, strategic

alliances in order to account for the largest, followed by technology licensing, and finally it is outsourcing, direct investment, at least.

Strategic alliance is a favorite hotel, the most local residents can be accepted by the hotel that best meets the needs of customers on

the local culture to adapt to the best and most consistent to have a global phenomenon, is best suited to the local tourism and

economic needs of the business .
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