-},3’

i 1
R B

PHFAHFFMEEL
Ischen@cyut.edu.tw

g R R A E ST RS G
e FlPt o AFTF AR P end FEB ERAAFL
M FH T E 5 £ 1% 45 A (decision tree) s
73 F (information gain) & 4 HE B3 2 o
N u]%&;@ﬁ%;‘é‘;%&:* LB ROFRE &
L TR A SR U i o
(Kano model) % 7 f2 % FAE £ ¥ gL 74> 50
15 i3 o B is & % 1% 4 (Facebook)ik ¥ (7 4

P AT ”‘w‘éi”ﬁ S e
MaEF i AR AEREM T R
FHCE P ~ I %s‘.fi‘;'l

Abstract

In Taiwan, bed and breakfast has become one of
major choices for travelers’ accommodations. In
recent years, with rapid development of virtual
communities, more and more travelers make
their decisions of overnight accommodations by
referring to online comments (electronic word of
mouth) shared by other community members.
Since the limited advertising budget of a bed and
breakfast enterprise, social media marketing
could one of cheap and powerful internet

advertising channels. However, most of bed and
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breakfast enterprises lack sufficient human
resource and time to interact to the online users
of social networking websites. Moreover, there
are lots of social media marketing techniques,
but we don’t know which one is crucial for a bed
and breakfast enterprise. Therefore, this study
aims to define the key factors of social media
marketing, and then use feature selection
approaches including decision tree algorithm
and information gain to identify the important
factors for increasing customer satisfaction and
loyalty. In addition, Kano model has been
employed to discover the customers’ thinking
about some internet marketing methods. A
survey of social media marketing in Facebook
will be provided to demonstrate the effectiveness
of our utilized methods.

Keywords: Social Media Marketing, electronic
word of mouth (eWOM), Bed and Breakfast

Industry, Feature Selection, Kano Model
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