Don’t Be a Passing Fade: 
The Sustained Competitive Advantage of Themed Hotels in Chinese Market
Introduction
Theming has become the key element of marketing for hotel and tourism worldwide. Theming is a complete and ubiquitous way of impressing consumers and improving brand awareness (Olson, 2004). From theme parks, casinos, department stores, aviation, restaurants to hotels, thematic construction has the dominant influence on most customer engagement (Muñoz, Wood, & Solomon, 2006). The results of theming will positively influence the satisfaction and return rate (Wu, Li, & Li, 2018).Theming has created the differentiation of hospitality market. In the strategy management field, differentiation has placed a significant role whether can protect firms from the existing and potential competitors, obtain higher returns at a premium, and reduce the threat of substitution by alternatives. Differentiation can lead to the affects that customers are aware of and thus are willing to pay a higher price and build their loyalty. Pine and Gilmore (1999) point out that the shaping of experience stems from simple and powerful thematic transmission. Moreover, experience marketing can bring preference to the product and service of the enterprise, which in turn leads to a positive value experience (Milman, 2013).
Holjevac (2003) predict that at the beginning of the 20th century, themed hotels will become the future trend of tourism hotel industry. Themed hotels, based on the theme of cultural material (history, city story, etc.), displays the core value of theme from physical resources, such as buildings and facilities, to invisible resources, such as atmosphere and service, which would, in the end, to create a valuable and unforgettable customer stay experience (Zins, 1998).
Xiao, Zhang, & Huang (2013) believe that the distinctive consumer experience at the theme hotel ca impress customers, and, ultimately enhances brand recognition and repurchase intention. However, on the other hand, Wassler, Li, and Hung (2015) have indicated that the pros and cons for the China themed hotels. Themed hotels have the uniqueness to create competitive advantages that are difficult to imitate. On the contrary, the gaining of customers’ sense of demand can lead to the difficulties to fulfill customers’ taste and the ingrained capital with the narrow development is hard to recapitalize once invested.
Literature Review
In the theoretical background, this research will divide into four chapters to illustrate the relevant literatures of core phrases and value. These four chapters will be theming, themed hotels, sustained competitive advantage and resourced-base theory.
Methodology
A qualitative research design of multiple cases study is used for this exploratory research, as it allowed the authors to investigate the in-depth insights into the general mangers’ viewpoint of constructing and managing a themed hotel. Qualitative research is suitable for the limited knowledge for research. Following the purposive sampling method, these selected hotels must have specific theme that permeated through the hotel from external to internal resources. The 10 selected informants is working at the themed as general manager. As the top decision maker of hotels, general manager decides the core value and leads the way for the hotel trend. This research will also consider the established time to identify the different period of managing strategy. Below is the informants list for interviews.
1.	Sheshan Deep Pit Hotel, Shanghai China.
2.	Atour Hotel, Shanghai China.
3.	Disney Resorts, Shanghai China.
4.	Disney's Hollywood Hotel, Hong Kong China
5.	Venice Raytour Hotel, Shenzhen China.
6.	Hotel Cozzi, Taoyuan Taiwan.
7.	Moving Star Hotel, Taichung Taiwan.
8.	Divecube Hotel, Taichung Taiwan.
9.	Hotelday+ Tamsui, Taipei Taiwan.
10.	Leofoo Resort, Taoyuan Taiwan.
[bookmark: _GoBack]Semi-structured interviews and on-the-spot inspection are the main data collection method. Based on the resource-based theory of internal resources, which lead to SCA, an interview guideline and topics are prepared. The interview schedule divide into warm-up period, identification period, and story-telling section. In warm-up section, interviewer will frame an informal and trust environment, first step is to confirm informants’ background. The second part of interview will identify the internal resources that essential for themed hotel management. The final part will confirm the competency, competitive advantage, and the strategy to achieve the sustainability for themed hotels informants.
Expected Results
To sum up, because of the unclear definition and the latent threat of being a passing fade in the market, it is important to find out the key sustained advantage for themed hotel. Nowadays, most of the literature of themed hotels use experiential marketing as the theoretical basis to connect the themed hotels with customers’ experience. Seldom study put the effort on the internal resources, which can lead to competitive advantage in the themed hotels’ aspect. Barney (2007) indicated that internal resources could lead to the competitive advantages and sustained performance.
There are three main purposes of this research, below explain point by point.
1. Through the results of interview and invest current industrial environment, the definition of themed hotels will be clearly defined.
2. This study will use the framework of resource-based theory, which can explore the internal competency of the themed hotels in China and Taiwan.
3. Based on the core resources of enterprises, researches will develop and construct the sustained competitive advantage of theme hotels.
As this research is one of the first studies in the hospitality field that identify the resources and capabilities of the themed hotels from the inside viewpoint, the contribution of this study will, and can conceptualize and discover the key factors to sustain the competitive advantage of themed hotel managing strategy. Two different aspects will analyze the results from the in-depth interviews. First aspect clarifies the meaning of themed hotel as it differs from established time, general management cognition, and regionalism. Second aspect explains what the themed hotels’ internals strategy is that used to generate the remarkable stay and stimulate the customers’ desire to return.
Conclusion and Discussion
Although, space limitations of the conference preclude the detailed explanation of this research work, the authors believe this study will broaden the theoretical domains used in understanding core resources and internal competency of themed hotels and practical information can be gained from the results.
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