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Abstract

With the popularization of tourism development, the progress of information
technology and the Internet, online travel industry has been developed rapidly,
online tourism products in China is increasingly becoming an important con-
sumption patterns of consumers. Although online tourism in China has main-
tained a high growth rate, but the penetration of online tourism in tourism in-
dustry is not high, it -has a huge space for future development; at the same
time, along with the further popularization of intelligent mobile phone, online
tourism will gradually turn from the Internet to the mobile Internet, which will
provide greater space for development of online travel industry. However, at the
same time, the online travel industry in our country is in the homogenization of
products, mutual imitation, vicious price war competition situation, bad com-
petition mode can not meet the real needs of customers, and it can not realize
the value of the enterprise too. As the development of economy and society, the
customer’ s role has changed fundamentally, customers are no longer the pas-
sive role of consumers, their need for products and services are more changea-
ble, harsh and personalized, and they are from price sensitive gradually to a
value sensitive, so differentiated products or services can reflect customer value
more than just low price. Facing the unprecedented pressure of competition,
only through innovation and differentiation, the enterprise can attract new cus-
tomers and retain old customers and win the competitive advantage finally. In
this context, the online travel enterprises should change management ideas, be
out of the “price war” low — end competition dilemma, provide more value for
customers and enterprise itself with differential operation. The purpose of this
study is to reveal and demonstrate the interrelationship of the online travel enter-

prise differentiation strategy and its performance, and to propose implementation
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tactics of differentiation strategy of online tourism enterprises, it will be in order
to guide strategic practice of online tourism enterprises.

Based on summarizing and analyzing on the results of previous studies, this
paper first analyzes the properties and advantages of online tourism enterprises
differentiation. At the same time, it puts forward the concept of customer value
and its main content, and analyzes the customer value of online travel enterprise
in detail, this paper puts forward that the customer value of online travel enter-
prise includes four aspects, which are product value, cost value, service value
and feeling value. On this basis, the paper analyzes the relationship of differen-
tiation and performance of online tourism enterprises from theory, constructs the
theoretical model for the relationship between the customer value oriented differ-
entiation strategy and its performance of online travel company. Based on the ex-
isting scale, combined with the actual situation of online tourism enterprises,
and using the way of depth interview, through strict process of the interview
team discussion, amendments and additions repeatedly, this paper forms the fi-
nal research measure table. This study uses 3 data collection methods, chooses
Beijing, Shanghai, Nanjing and other 7 research areas, and it collects a total
of 320 valid questionnaires. Then through using SPSS 17 and AMOS 17 statisti-
cal analysis software, and following the scientific research process, this paper
makes an empirical analysis and through the establishment of structural equation
model, it analyzes the path of impact of customer value oriented differentiation
strategy and its performance of online tourism enterprises.

Based on theoretical analysis and empirical research, this study draws the
following conclusions ;

(1) The advantage of differentiation strategy comes from the customer value
created by differentiation and low cost controlled by enterprise itself. The reve-
nue of differentiation strategy is generated from the customer value created by
differentiation, and then the customers create business performance; the advan-
tage of differentiation strategy is also reflected the cost control of the enterprise,
although differentiation strategy may lead to increased costs, but in the modern
society, with the application of information technology, the differentiation strat-

egy does not mean that the cost will increase inevitably, enterprises can also re-
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alize low cost when carrying out differentiation strategy through a number of new
technologies. So, the advantage of differentiation strategy comes from that the
revenue created by differentiation strategy exceeds the difference of cost.

(2) The differentiation strategy has influence on customer value from four
aspects, which are product value, cost value, service value and feeling value.
Connected with the research findings by predecessors, this paper puts forward
four dimensions of impact of differentiation strategy on customer value; the
products value, cost value, service value and feeling value. The view of this
article is that the product elements including product function and quality is the
first effect which is effected by the differentiation strategy; secondly, the cus-
tomer value is in the super value product or service which purchased by custom-
er with appropriate price, and so the comparison between customer perceived
cost and benefits is to reduce, which is the customer cost value; thirdly, the
differentiation strategy emphasizes to provide customers with a full range of serv-
ices, it enhances customer value experience with good services, so the differen-
tiation strategy can influence customer perceived service value; finally, differ-
entiation strategy is important for the brand and corporate image promotion, and
meanwhile the differentiation strategy pays attention to the cultivation of the rela-
tionship with customers and corporate, therefore, differentiation strategy can
increase customer perceived feeling value.

(3) The differentiation strategy has a positive effect on customer value.
This paper measures customer value with four dimensions, which are product
value, cost value, service value and feeling value. The empirical results show
that, the differentiation strategy has positive influence on the four customer val-
ue dimensions, and the extent of influence all reaches the significant level, but
the degree is different. The influence degree from high to low is product value,
service value, feeling value and cost value. This means that the ability the
product itself to meet the unique needs of customer is most important; and sec-
ondly, it is the corresponding service, good service has important role on cus-
tomer satisfaction; thirdly, it is the difference of brand, corporate image, cus-
tomer relationship management, which can stimulate customer identification to

the value of the enterprise, so make the customer create an unique emotional
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dependence and brand loyalty to enterprise; last, differentiation strategy doing
effect on customer perceived cost value shows that differentiation strategy does
not mean that the cost will increase inevitably, with reasonable control of the
cost, it can also create super value for customer.

(4) Customer value has a positive effect on business performance. The em-
pirical results show that, the customer value measured with product value, cost
value, service value and feeling value has a positive effect on business perform-
ance which is scaled with sales growth, profit growth and market share, and
the degree reaches significant level. Research results show that; the product
function and quality which meet the customer needs is the main factor to promote
customer purchase behavior; when customer has value identity with the idea and
image of enterprise, the customer will produce a strong brand dependence for
enterprise and their products, and the customer will eventually get the feeling
value into the value of enterprise; service has strong action of value increase, it
will enhance customer satisfaction, customer loyalty, and then the customer
who get value increase will create performance to business; when customer buys
products at reasonable prices, and it is high cost — effective, and then the cus-
tomer can get cost value, the pursuit of cost — effective shopping experience for
consumers is common, which will promote the customers continue to create val-
ue for the enterprise.

(5) Customer value plays a mediating role between the differentiation strat-
egy and business performance. The empirical results show that, product value,
cost value, service value and feeling value plays a partial mediating role be-
tween the differentiation strategy and business performance. It shows that the
differentiation strategy must be oriented by the customer value, it will not create
value to the enterprise when the differentiation strategy can not reflect the cus-
tomer value. And customer value is multi — dimensional, the ability of differen-
tiation strategy to create business performance comes from the ability of differen-
tiation creating various dimensions of customer value.

Based on the empirical results, this study proposes measures of differentia-
tion strategy of online travel enterprise from two aspects: discuss the path of im-

plementing the differentiation strategy and control the cost of differentiation.
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Specifically, the study proposes strategy path from three aspects of product dif-
ferentiation, service differentiation and feeling factors differentiation of the on-
line tourism enterprises differentiation strategy. And this paper proposes four
ways to control cost, which are, controlling management cost through the use of
information technology, reducing business cost through business model innova-
tion, reducing competition cost through constructing strategic alliance and cut- -
ting down marketing cost through applying new marketing means.

The innovation of this research mainly displays in the following four as-
pects

(1) This paper constructs the mechanism model of differentiation strategy
oriented by customer value acting on the online tourism business performance
and does empirical test to examine it based on the depth analysis of the formation
mechanism of differentiation advantage, customer value and differentiation effect
on customer value, this paper constructs the theoretical model of “differentia-
tion strategy — customer value — business performance”, and with the online
travel business as the research object, it does empirical test for examining the
theory model. In research content, this paper enriches the theoretical frame-
work of competitive strategy and customer value; on the object of study, this
paper chooses the new generation of online tourism enterprises as the research
object, it breaks through the traditional practice, and has certain innovation.

(2) This paper expands the structure of customer value dimensions. Based
on the previous studies of customer value, this paper divides customer value in- -
to four dimensions of product value, cost value, service value and feeling val-
ue. And it changes the past research way that makes cost as the reverse effect of
customer value, on the contrary, make it “the cost value” .

(3) This paper proposes measurement scales. On the basis of a differentia-
tion strategy, customer value and business performance research achievements
at home and abroad, combined with the actual situation of online tourism enter-
prises, through using the depth interview method, the paper develops the
measurement scale of this research, and then test the reliability and validity of
the scale. The development of the new scale will promote the research on busi-

ness competitive strategy and customer value in a certain sense, and has a cer-
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tain practical significance to study strategic practice of online travel company.

(4) This paper puts forward the tactics of online travel company in the cus-
tomer value oriented differentiation strategy. Based on the empirical results,
this study proposes measures of differentiation strategy of online travel enterprise
from two aspects: discuss the path of implementing the differentiation strategy
and control the cost of differentiation. These tactics have the practical instruction
significance for the implementation of differentiation strategy based on customer
value in online travel company.

Key Words: customer value; online travel business; differentiation strat-

egy



|

55
I
= =3 v

|

"
=

n

........................................................................... 1
B DR B WA 3 wsvssogo g wsssnsgedspponsninwermvn tormrorham sy 1
FFGE A J=vnosneesvoncnvansasspssvaoyersnsoossn ssonns cousussnensanasins 1
TF B R S vvvwevevanavssosmmunsenpuonsssanavsavenserss sasvansenasenssans 7
R R P FRB R B eeeereerrerereensnsnniininnnenne 8
FF I AR B B B - ossmssovasnsarnonuosnsnsusssonssosassapesasssess 8
S LR Y RS SN A SO s 10
E L A Rp L NS 11
ETR, 0 A R U PR 12
FE AN s w8 Ty T RS S AT RIS 12
BERU L ossssmnonsniorasnnssnsapanssiassonsssssnissonasisesovssance 12
........................................................................ 14

B BRTMEBE - oorroneersorensasmmmissseassonsnsnaransessaass vassosess 15
REAMAETFTCEZIE covvererrrrosroresnosocnstssnccsesiosnniossnsoss 15
R FHENME RSB I TR sservoervonnnassonssasessonns sassnsins 15
£ FREMNEI B R TR sveeeerererrrsnssosseninrnencninnaennn 20
FENEDW L EERG BT evvrrreerrreresnninens 23
BT B IR T o4qepstoinonnnnesnbnideseansons spansasnasins nes 24
RN AT T 33 STty R 24
B BT T BTG - comesrmcrssmssguumpugesmonastansasnes 24
ZRNBREEE DGR E BTFE roeererrresrrnnmsnisonnsanes 26
B4 RETFRIRIE seroessssseronnseornsensasssnsesassosansane 28
T B AR A ST TF T IZIE cvvvrevnrornnsnssanesseansanaenaans 28



© 2 BEFWENEERREE L ERLR BT R

— ABIRBEATL R BFTLEIR veeevererenrereerneieeeeeens 28

= EBRBEAWBBEFFRLEIR e 32

S OAEBRBEL W REEFFRIRIT oo, 35

AT A e 36
%EE Eﬁﬁﬁﬁﬁﬂkﬂg%;“_ﬁmgmﬁﬁ*ﬁ ........................... 37
B S BRI E BGHM cererrreceriiii, 37

i BB UM ovreeencansvosers srones crsses sninnonsessyssnssasparas 37

= EBBREBE DI e s 39

B F AL A BT ceveeeeerrereeeeeeee i 45

o FEARAE WP evevomrrrnnorsnssnossoorosisssinanassessassnss ions 45

= EBRKRED VBB -oveveerereremmnnrieiiniia 46
B I B e 50
FOE ERUSELKRFECVEETHIXROEBRSHF oo 51
B WBBERIHIIE -ooreooerossrmonesssonntonmtesssssernesssesssonsarsns 51

— EBRELVERMIFENEG B cooeerereeriomninnns 51

= BEMEEERKBDYBEREWER e 56

= ERAMELKELLEERKMEELH s 57

W O ENME R R A AT ceeeverernmnrsin 58

B A BN 59
AF T 61
FLE ERUEELXKRBECLEEFMXRMLESH oo 62
B—F BFR AR creererrrrirrr e 62

— B R e e 62

= &imﬁ ............................................................ 63

S OBABULEE e 69

VG AR APAT FTTE coveererreermrmree i 71

B BIESATEMBIEAIE e 75

— FERBGEH AR evereeeesienir s 75

el 1 SRELURERRE N e T T LY SRR, P 76



B §.3.

E BIENEE sotsicirersereonn resnersuvnssiot ibinzes kKbt su TRy e ERAaHeA 79
W WA EBREATE cverrrrerereaaaraar e 84

FZH BRHIWEFE oo, 97

— RIEFFICEE I B AL soreinosimanissssassinssssioninievasisaansaioa 97

i T S T 97

A LB 101
g;‘;ﬁ Egmﬁﬁﬁk£g.ﬂ:&ﬂgm*ﬂgﬁm .............................. 102
B EBHRFELOLE FEBEIEID i, 102

sl o R ot i 2 e T v v A T ST P FERRRRERE 7 102

T RS ZE R EE e 107

S B REERERMBEE oottt 111

BN ABANDL E B R ARIT ] BT rrerrrrrnnnnirianaenes 118

— FARBEER, MEBEER A e, 118

T RF LR, BN KA e, 119

S MEREEBEE, BEE SR A eereeerrnrrrreresssmrainnan 121

W RAFAEYFR, BB R A o 122

BN R BFBFI IR - oovereerronmnsntnnnsiiasirassasarnasases 126

S 3 i T —R—— S R R R TR 126

= R FRABFPE B ooveereeocercocmmonnissssosimminressssonss 129

A At B A v S e SR T SN ST AT 131

CE BT S I, T RCIRERRpRRRIRNERSRSCTSERSS S —————— 132
5 AP 37 M vsvv wsvmss A s polinaine s sens shesra st ER R SR e SN R RS S Gr R a s WA 144



& 1-1

#2-1
E2-2
£2-3
£2-4
k4-1
£5-1
£5-2
£5-3
£5-4
£5-5

£5-6
£5-17
£5-8
£5-9

£5-10
£5-11
(5-12
£5-13

£5-14
%5-15

#Hx

% E & KA kAR

(RIEB B JETIT AB]) evvrevrensrnmrnrinmmmiems 5
B F SR BB A A GBI o eeserereresnsnsssesnsnsenenens 19
XA B A H BTGB JE R BANARL cvvvermmeme 22
B AP FLIEBE ‘vovvvnsn snnovissvioninips ssveianss outapasensonhs sivadsnss 26
2013 S £ B A BAFEDLHE D ooeerrvvreeeemmmmmininiiinn. 30
i#ﬂkﬁiﬁ-}ﬁ 'x‘é e T T L R IS 60
iﬁ—.{t&gg_mim El rcererrernruntaniititiiiiiiiiiet e 65
Fo B A A AL B cveevverreerneeremsreessensenine e 67
P o L L T S AP 68
Eﬁﬁﬁi\ﬂk%%éﬁ—ﬂmqiﬁxﬁ .................................... 69
JR AR5 1 88 fE AR A 3k £ 1L
3} b B R W ol wovvsvmeivessasasanssocisranasssns sossuasenminsss 70
AR A R B JEAR B I AT -ooeeeeereerereerennnnaanas 75
HAEEFBIER O (N=320)  sresorvonmsrnscassrosassasonss 77
B F R R MBI A oeoovorrmrosssvansiimmnissinnasssisisssasnananss 78
¥ &89 CITC 2 ¥4 A3 — Kk
BERBEBE (N=2320)  crvreevmmoverarmrrsanssssstnassasassasases 80
£ R ALKt & A 49 KMO Fo Bartlett B0 B vvveevennnenennn 81
ERLBBEANOEEREFOMIBE v 82
FREMALE £ 65 KMO #o Bartlett 1T 25 B vveeeereemmnnnnns 82
ER Y b LR HFSLAEMLETRAIRERE T
GPMEEEIE, +osvesmessasrsssusansbnmnsnsss shinnn M nR R b S ARSI AT 83
£ ik 2 % 4 & A 89 KMO #= Bartlett I 25 R coovvveeenne - 84

L BEGEFRGEFOIER oorrererrrmrmmm 84



