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Domestic Hotel Management Group’s Resources
Integrated from Internet Perspective
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Abstract—This paper analyzes the domestic hotel management group’s strong association resources, puts forward a view that as a
main body, hotel management group can carry out the resources integration with other departments, and use the integrated marketing
communications model to carry on marketing synergy and innovation which based on consumer data. It studies the problems of
management structure, system, leader, enterprise culture during the process of integrating data from an Internet thinking and explores

the forms of integration, puts forward suggestions for the integration.
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