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Abstract

Since 1982, the international hotel group attempted to enter the Chinese
market, mainly through the output management mode to accomplish strategic
expansion.

Until the end of June 2015, IHG in Greater China area have opened 239
hotels. The number of Wyndham hotels in China have reached 916. European
Largest Hotel group Accor have managed 31 luxury hotels, 28 upscale hotels,
27 mid-sale hotels. Starwood Hotel Group have operated 135 Chinese hotels
and the next 5-6 years was going to start business of 138 new hotels. In addition,
Marriott International Group manages 85 of them, Hilton Group manages 46 of
them, Shangri-La Group currently manages 43 hotels, 11 hotels in the upcoming
opening list.

However, in recent years, the international hotel brand management of
operation encountered obstacles. The Intercontinental, Marriott, and Accor
encountered the phenomenon of owner dismantling. For example, 2008 — 2011,
for three consecutive years, Marriott Group dismantled from the Beijing market.
Beichen Industrial Limited by Share Ltd who broke up with IHG, chose
self-management and official involved the hotel management market. At the
same time, domestic real estate developers (Wanda Jiahua), Greenland (Primus)
are establishing high-end hotel, also set up their own hotel management team.
While traditional domestic funded hotel, such as Jinjiang, HTHT, and Plateno
have also attracted the attention of the high-end market. Therefore, the urgent
task is to train Chinese high star national brand hotel with Chinese management
philosophy, in order to cope with the challenges of foreign brands, and
increasingly personalized consumers and personalized service experience needs.

The hotel industry as intensive service enterprises, its service management

will inevitably be affected by social and cultural context. Can Chinese people
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manage high star hotel? Will output management work well? The industry has
always been doubting attitude. Therefore, it is great theoretical and practical
significance to study China's hotel management from the perspective of Chinese
culture.

The success of the high contact service enterprises largely depends on the
performance of frontline staffs. Previous studies have mainly focused on formal
management systems and incentive mechanisms. For the global hotel chain,
stable and consistent service quality is achieved by a standardized service
system. Afterwards, because of the unique social and cultural environment, the
employee motivation in China is different from the west. This paper expounds
the family culture’s influence mechanism and route of employee management
theoretically. Chinese local hotel Qingdao Sea View Garden Hotel (hereinafter
referred to as the Sea View) is known as a slogan “family affection" .We
validated the theoretical mode by interview and questionnaire survey data of
Sea View, and obtained a series of valuable research findings. The conclusion of
the study has enriched the literature of hotel service management.

This paper summarizes the success of the Sea View: family culture
advanced service consciousness; strict incentive system gave security; through
the high-speed flow of information to providing meticulous family care, to
achieve the service goal which is "family member" serving "family member".

The Sea View trains staff selflessly to exchange for best service and
meticulous care for the customers. Sea View created a home for customers and
staffs at the same time. Sea View made staffs have owner spirit and selfless
dedication spirit. Similar, Sea View gained customer's surprise, moved, praise,
attachment, and love culture communication.

The research summarize the Sea View’s service management mode based on
family culture. We identify the four driving factors of employee ownership and
the five driving factors of consumer ownership. We further develop the service
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family chain of the Sea View based on its service profit chain and contribute to
enrichment and development of service value chain.

We discuss and compare the effects of standardized management and family
culture on intimate feeling of a family, employee ownership and employee
behavior and further improvement of the family. The result shows that
paternalistic care is the strongest to explain the feeling of home. Tolerance,
service ability training and reward and punishment mechanism also exert the
influence.

By abundant investigations, we put forward “Sea View Genre” which is a
hotel management system originally created by Chinese. We demonstrate that
Chinese self-created brand could not only manage starred hotel well, but also
achieve outstanding financial results by analyzing data collected from
questionnaires, field interviews and almost all online comments. What’s more,

practice shows that the pattern could be applied and replicated in other
situations. The research firstly explores evolving “Sea View Genre” in

Chinese hotel industry.

There are bright prospects in Chinse hotel industry. The Sea View is a
representative case, whose service management based on family culture is worth
learning.

Serving clients well raising from treating employees is the core of the “Sea

View Genre”.
(13 . W . . . . .
Sea View Genre” indicates that any responsible enterprise is also a

edifying campus. Through the research, we believe that kindness regarding life

realm may be vital to management.

Keywords: Family culture, intimate feeling of a family, ownership
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