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Research on the Influence of Cloud Service Innovation of
Internet Tourism Enterprises on Brand Equity Value
Zhang Lan',He Xueying',Cao Fangdong®
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Abstract: Based on the theory of service innovation and brand equity, this paper analyzes the influence mechanism of
Internet tourism enterprises to improve the value of brand equity by using cloud computing technology for service innova-
tion under the background of smart city development. Sample data were obtained through field investigation. SPSS22.0
and AMOS21.0 statistical software were used for empirical analysis. Cloud service innovation includes four dimensions:
cloud service concept, cloud service interface, cloud service delivery and cloud technology guarantee. The results of
regression analysis show that: (1) “Cloud service concept” and “cloud technology guarantee” significantly affect brand
equity value; (2) There are differences in the effect of“cloud service delivery and cloud service interface” on brand equity
value; (3) “Cloud service concept” influences three dimensions of brand equity value at the same time; (4) “Cloud tech-
nology guarantee” has a significant impact on brand equity value, and the regression effect of influencing factors is the
most prominent. The research conclusion can provide decision-making reference for Internet tourism enterprises to imple-
ment cloud service innovation strategy,so as to improve the brand value of enterprises,improve business efficiency and
strengthen competitive strength.
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RSO H A S REL B o8 B8 sl LI A TV &, (45 25 IR 55 0 AT T A AR i v

(Y SR AR B AR RS F). RS A SR B e ARG B R P R =

BARTEZREN R N2 85 57%. = 3HEHOR Y i BEIR] (AR U A % 7l R 45 FoR

PEEAR AN IR 55 BB AT IR AAZHE. A 3RS B B B0 = e 55 © 2 BRIl 7 LA e ik 55

R BT 5 2 0 AR, R R T 1) I 55 1 T i BT TR AE R e R
Wi B #A:2019-03-03.

EEWMA . HEKARBAILETH (41771154).
EIEE ok, T BRI ) AR L3545 2. E-mail ; lanzhang@ shnu.edu.cn




A LR PR B Al 25 MR 55 BT il R B AN (B M AT S

2RI A .

B BRI 2 IR S5 R RSS2 BON I 5 0 M SE I o R R L IR S5 B X A% GE T ) b 1 5
M4 E A BB TE IS UE ) . AR SCHETH I T2 T3 AR 7 3 D e 0 £l JIR 55 0 140 A 56 1A % i
SEMA Al b RS B R ML B IR 55 Q0T 14 4 ANHERE 5 22 3153 R AR TR B I0E I il Ui 4 M iR 55 B s i iz
AHLE G B 2 IR S5 D 4 7 PP AR TRY 45 T 6 TN i 98 £ b 1 ot R 7™ A A 000 28 | 3 3 v A 7R
RSUERFFY , DA SR 2 T R B i 5 R e () S 55, 4 Je R =F 8 8 i i 1o hiy AR 52, 5 X6 T K )
JiTE YR A1 b A R P R SON) E

1 Ckzrd SRk

1.1 XHELRR
L1.1 =M%

I Al BN AR 55 (TaaS) | oF 5 Rk 55 (PaaS) MUK PF IR 55 (SaaS). =it 5 2 M 1l fk
( Virtualization ) B4 13144 ( Utility Computing) , J&¥F 1aaS PaaS 1 SaaS #E &R IR T A9 45 1Y . &
M5 i EEA R s PTH = B s B E S5, Souad 25 AN = MRS LR B S 4L A0 IR 55 i R A A
WAL R R Michael %51 HF5% 2 B 2 IR G5 H AR AR F X6l 55 7K SF- O PFAR 15 Z2 00 % 2 i 45 A R E"Jﬂz
W, TRLOMEAE " R = M55 = — R R T Bl = A RE AR ELA 15 B RS T AU (5 R
/::“,SU)L“ FAE” G P AL FRANZE A A3 HT , 04T BN R S il e . £A2 U*”*tiﬁifﬁﬁfﬂﬁfﬁﬁﬁé/\

BREARYIR T A TE = M55 B S8 WA 228 = IR 55 W BOR JZ TR 23 Mr IR AR T = IR 55 18 KA

A PRI I PE S, A = IR 55 D25 AN [R] 8 37 50 B TR A A0 U8, B 2 ik 55 0 3 B8 2 19 37 55
él':':‘[g 9
1.1.2 JRS-4147

[l SP 5Tl 5 BB RO SE E 20 tH22 70 4RAUK 80 AEARIIT 4R, B A AIWFSEITF 4G T 20 tH20K 21 4
1, R AN SCRR R AT P A IR 55 BB 5T . Victorino 25 42 H T IR 45058 DU 2k AR 0 | B o i
FEMRSS R — A Bk 42 5y 0. LT T B R SRR I g R
1.1.3 S~

Tsabel 4511 DAy it RAURE 7= 1T L FH 5 RELRIT 4 B 0 REREDR AL 5 L R DA B R A% 4 AN B R 0, JF
00 3% % FEL R G R A il ) S SR S5 5 e 7 X i 2l 2 e oz P 1 T £ . AR AT I O
a7 5 2 SN BRI G R A R R W 2
I SAS i A PR i AN TR A [ EL ﬁ"
FEXF IS I AR R = A . R
FH MR 55 B8 4 A B2 A5 R Sy 1 B FOE G 4 it S

fﬂt

) —||=][=[]=[{=||~]|~=| [|~=||~

JiE. A 200 % 351 4l 19 R 45 BT T A5 T 14 5 1 4 S
I F 5 B 7
1.2 WRMEE .ﬁﬂ%ﬁﬁ “

SR S SR IR DI T
VET R 2 SO | I 25 4 [ P Ah s

T AF S 45U 4 B S R0 SRR 5T 435 51 | AT L3
IR 5 A1 H X i R P A — 5 RS IR RUNE. AR SCIYF
SN X —1E 5T BT o B AR A 5K i 3
A Ml P9 87 SRy H A SR 110 Bl 25 BT, 2 s 1 A
FAWFFE BN 1 . Hla: 2 M55 HEEIE 7] 52 1
A A s Hb 25 ik 55 541 IE 1) 5% W 32 A 368 4
Hlc: 2 A 55 15 38 1E ) 52 W 240 A s Hid s = H0R
{5 B8 1F 1) 500 S A5 38 M 5 H2a s 2 IR 45 M 220 1 1 5% i Bl AR RE

IR 2D 25 TR 2 SR T U 1) B 5 I A Fig.1 Conceptual model of this study



PSR 4R (AR R 55 43 55 2 11(2020 4F)

H2c : 25 g 55 % 13 1E 1) 20 i REUBCAE, s H2d 2 25 B AR DR IS IE 18] 52 W) i LR AL, s H3a 2 2 R 55 MR 50 1) 200 st
T L s H3 b« 2 e 55 I LK 32 S0 ok R L E 3 H3 » 2 MR 5 A5 138 I 1) 522 10 ot ARG R s HI3 L = HOR i
T [ 52 M0 it LA T
2 WP
2.1 BAFRFESFHERHR

T SCHITFEITAS A EE VIR IVETE DO TR 3R, OFFSHIBAT 2018 4F 9—10 A7 L ER A=A
o Rt S o X HEA T IR A R A G AR S ik B R T Al AR S = . e T SR W R I A )
RIS 40 A, P Zsd 1> H ifra], ARl 200 43, S ER 22 AN KL MG 2 5 T8 VTR [ i % 4 , A7
BB 171y, AR 85.5%. ZUTHFIRIND LT T 18~40 Y 2 HH L FELE PR
L, 29105 80% s X ZERER L8 (A SAE LR W AP 67, R PR, 2RI 3 T i V£ 68 99 2R 3 = 2
AUE A iR APP. A IR 1~ 2 TR, BEAS b 3 I R SR IBOIR AR
22 MIRIHR

ERIBOTSHENIMURZRE. R 5 3B R 1 FoR AR AR 5 FoR AW,
WA T AR IR~ 2 5 T BOMT, Gl A5 BN, 0 R AT AR g, A PR IE SR A gl 5 . 2%
FIR N B 4 B8 A% 2 IR 5 B0 DU A PR AR B i S 7 = K HAAR N B TN 5% 1 .

®1 BFREEMYERRBETIR
Table 1 List of factor reliability and validity test values
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Table 2 Table of descriptive statistics and correlation analysis of measurement factors
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Table 3 Path analysis list of the impact of cloud service innovation on brand equity
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