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ABSTRACT
A good decision-making of marketing strategy is the key factor of running a bed and breakfast (B&B) successfully for its management.
The B&B management should make a good use of its distinguishing features and environmental resources to make its market
segmentation different from its competitors, and come up with inimitable prod-ucts and events, then promote the B&B in effective
channels and promotion campaigns. In this research, the focus was on the intentions to revisit of Aprilherb B&B in Taichung County
and tried to find out visitors’  recognition of the current used promo-tional strategies: Advertising, Public Relationships, Promotion,
and Sales representa-tives. It was found that visitors with different demographic background have remarkable difference on
perceiving promotional strategies. Take marital status for example, female has greater recognition on Public Relationships than
single visitors. Among the factors of promotional strategies in predicting intentions to revisit the Aprilherb, Public Rela-tionships is
showed to be the most determining factor. Based on the results, it is suggested that the B&B management should excel in utilizing the
press to announce its event information, holding more events for visitors to involve, reinforcing its internet marketing, and increasing
the professional level of the B&B staff. Then the intentions to revisit the B&B will be improved.
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