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Abstract

Advertising is a part of our life and
often used in the marketing activities. It is
also an important tool to communicate and
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deliver desired message between customers
and markets. According to the Tourism
Bureau, the food & beverage revenue
accounts for 60%-70% of total revenue of the
int’l tourist hotel. It shows that customers
enjoy to dine out in the int’l tourist hotel.
Since few research ever touched the arenain
the hotel’s advertising strategy, the issue of
advertising appeals, types of endorses, and
advertising effects should be of considerable
importance for both academic and
managerical areas.

Past studies have found that different
advertising appeals stimulates different
advertising efferts and among severd
independable variables, celebrities endorsers
often employed by mardeters. Employees is
an important asset, and the highly interaction
nature between employees and customers is
one of the characteristics in the int’'| tourist
hotel management. Therefore, this research
attempts to manipulate both advertising
appeals and employee endorsers in order to
investigate the causal relationship between
two variables and advertising effects.
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