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Executive Summary
Chapter I- General Introduction
1. Statement of Objectives
2. Brief Introduction of Guangzhou
3. Development of the hotel industry in China
4. Purpose of the study
5. Challenges & Opportunities
5.1 Great potential of an international market

52 Steady growth of China’s economy

53 Unique attractions and improved facilities
54 Joining World Trade Organizations
55 Challenges of increasing fierce international competition

6. Statement of problems
7. Scope of the study
Chapter II: Review of existing literature
1. Review of existing literature
1.1 Success studies
12  Hospitality research in China
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1.3.1 Measuring service quality
1.3.2 Researches on Quality Improvement
1.3.3 The ISO quality standard
1.3.4 Quality Gap analysis method
1.4 Theory and researches on Strategic Human Resources Management
1.4.1 The core and key features of strategic human resources
management
1.4.2 Effectiveness of Strategic human resources
management to the organizational excellence
1.5  Theory on Relationship Marketing
2. Literature impact on the design of the study
2.1 Measuring service quality via customer satisfaction
2.2 What is customer satisfaction in hospitality industry ? — the criteria in the
questionnaire that are measuring customers’ satisfaction
2.3 What makes them successful ? -- The criteria measuring
management SUccess.
3. Concept & definition
Chapter III — Methodology
1. Procedure of data collection
2 Distﬁbution of questionnaires and déscription of interview
3. Questionnaires design and frame work
Chapter IV: Data analysis
Part A -- Analysis to data collected through customer survey
1. Sample profile

2 Analysis following questions asked in the questionnaire
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2.1 Please illustrate your purpose being to these hotels
2.2 Were you satisfied as a consumer there ? | |
2.3 What are considered to be important when you choose a hotel 7
2.4 Please evaluate the performance of the hotel on the attributes
3. Customers’ perception on performance of the five studied hotels
3.1 Performance on overall atmosphere
3.2 Performance on personnel quality
3.3 Performance on service quality delivered during a hotel stay
3.4 Performance on brand name and reputation
4. Summary to déta analysis of customer sample
Part B -- Data analysis of manager sample
1. Sample characteristics
2. Analysis
2.1. What are considered to be impbn’ant by hotel managers in the effective
management of their hotels? |
2.2 What are the success factors to the overall success while regarding the top 5
hotels as one successful group ?
2.3 Performance evaluation rﬁade by managers for fhe individual successful hotel
3. Summary to data analysis of manager sample
Chaptér V: Findings and Discussion
Findings -- Part I Management practices _
1.‘ The presentation of success factors & disc;ssidn
1.1 Success factors
1.2 Discussion

2. The presentation & discussion of other findings from data analysis
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and personal interview.
2.1 Findings
2.1.1 Managing people — the strategy adopted by successful
hotels for competitive advantage in service industry
2.1.2 Sales & marketing -- the best performed area

2.1.3 Management approach
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2.1.4 Creating a clear vision as the leading flag to a team — the strategy 97

management of the top 2 hotels
2.1.5 Management differences between local hotels and hotels
managed by international hotel groups
2.1.6 Features of the successful hotels
2.2 Discussion
2.2.1 Strategic Human Resource Management
2.2.2 Long term relationship building in external market
Findings — Part I Customer Values
1. Consumers perception on key values
2. Service quality — the value contributing the most to the customers’ s satisfaction
2.1 Quality difference between manufacturing and service sectors
2.2 Standardization versus Customisation
3. Conéumer satisfaction & dissatisfaction
4. Driving values to customers’ purchasing decision
Findings—Part III Perception gaps between customers & managers
1. Managers’ perception
2. Customers’ perception

3. Gaps between customers’ perception & managers’ perception
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Recommendations

1. Recommendation I - Adopting strategic human resources management
1.1  Leadership building
1.2  Create integration between cooperate strategy with human resource
management and design HR practices
1.3 Create commitment-based organizational culture
1.4 Allow the involvement of HR manager in strategy planning
1.5 Producing HR strategy based on corporate strategy

1.6 training as an effective method

2. Recommendation II --Structure portfolios of relationship development strategies.

2.1 Building and maintaining long term relationship with customers through
various major guest sources
2.2 Building beneficial relationship with external-related bodies in the
business operating environment.
3. Recommendation III- competing through quality
4. Recommendation IV — Increasing customers’ satisfaction
5. Recommendation V -- Increasing attraction to customers
Chapter VI General Conclusion
1. Summary to Findings
1.1 Findings -- Part 1 Manageriél Values
1.2 Findings-- Part II Customer Values
‘1.3 Findings — Part III Gaps between customers’ perception &
managers’ perception
2. Management implication

2.1 Quality building
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2.2 Managing people
2.3 Increasing customers’ satisfaction
2.4 Increasing attraction to customers

2.5 Narrowing gaps

3. Limitation of the study

4. Suggestion on further research
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