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A Study on Marketing Strategy, Brand Experience, Customer Mindset and
Brand Performance —An Empirical In estigation of the Motel Industry
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ABSTRACT

Hotels play an important role in the tourism industry. As the evolution of tourism continuously
develops, hotels have to provide much more functions. During recent years, motels have been
transformed into the fashionable and luxury resort spots. By offering the new styles and service,
motels in Taiwan created a fascinating environment. By discussing these issues, this study will provide
a reasonable and clear understanding toward brand. After reviewing the past academic research, this
study developed a theoretical framework of marketing strategy, brand experience, customer mindset
and brand performance for the motel industry, and found ways to estimate customer mindset. By
running SPSS and AMOS, several hypotheses were supported, so this study appropriately provided

some suggestions for improving marketing strategy to get brand performance.

Keywords: Marketing Strategy, Brand Experience, Customer Mindset, Brand Performance
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