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ABSTRACT

T h e C h i n e s e t o u r ism i n d la s t r y h a s e x p a n d e d r a p i d 1 y 

since 1978« However, increased tourism and expanded 

tourist facilities bring new problems s how to make China 

more attractive to foreign visitors while still 

pres e rvi ng its sp ec i a1 ident ity; how to pr omot e Chi n ese 

tours more effectively in the U.K. tourist market? etc.

Th i s t hesis a11 emp t s to provide some f r amewor k for 

t h e future d eve1 op men t of Ch ina ' s t our i sm i n d ustr y and to 

suggest ways to improve the operation and promotion of 

Chinese t our s i n t h e U.K. t olar i s t mar k et „

The study begins with a description of the 

theoretical framework of tourism and the application of 

marketing concepts to the field of tourism.. A study of 

t he i nt er n a t i on a1 t ouri sm t ren d s i n t h e 1980s f o11ows. A 

discussion of the profile of British overseas tourism, 

t h e B r i t i s h t r a v e 1 i n d u s t r y , a n d t h e p r o s p e c t s f o r 

i n c 1 u s i v e t o u r s f r o m Bri t a i n are also i n c 1 la d e d . N e x t, a n 

investigation into the tourism industry in developing 

countries is undertaken« The structure and administrati on 

d f C h i n a ' s t o u r i s m i n d u s t r y , and t h e d e m ìa n d f o r a. n d 

supply of tourism services for foreigners in China are 

al so ex ami ned.

T o s u p p1 &men t t h e desk r esear ch, field researc h was 

c o n d u c t e d b y m e a n s of posta 1 q la e s t i o n n a i r e s t o 5 0 U. K « 

tour operators, 35 hotels in China and the China



I n t e r n a t i o n a 1 T ravel S e r v ice ( L u x i n g s h e ) »

Fi ndi ngs from the? field research i nd i c ate t h at

a c c o m m o d a t i d n , t1'“ a n s portatio n c ommuni c at i on an d t he

pricing policy in China are the m o s t c o m rn o n problems t o

be faced by U.F t our op er at or s i n or gan i s i ng tour s t o

China. At the present moment, China only accounts for a 

very sma 11 part of the U.K. tourist market. However, U„K. 

r e s i d e n t s a r e b e c o m i n g rn o r e a n d more in t e r e s ted i n 

visiting China. More and more people want to get 

i n f or ma t i o n a b c< u t C hi n a.

Based o n t h ese f i ndi n g s, recommend at i ons are made 

f o i'- t h e f u t u r e d e v e 1 o p m e n t o f C h i n a ' s t o u r ism i n d u s t r y , 

in order to minimise the problems faced by U.K. tour 

operators in organising tours to China, and to improve 

t he pr omot i on of Ch i nese t our s i n t he U. K.

It is hoped that this study can help China to build 

up a better tourism industry and can improve the 

marketing of Chinese tours in the U.. K. touri st market.
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NOTES

1. TERMINOLOGY s

The name "China" used in this study is referred 

as "The People's Republic of China".

2. TRANSLITERATION ?

Spelling of Chinese proper names and terms in 

th is st ud y f o11ows th e ' ' p i n y in" system, wh i ch was 

officially adopted by the People's Republic of China 

in 1979 f o r dea1i ng wi th fore i g n g over nmen ts an d n ews 

media. In the past, the "Wade-Giles" system was 

m os 11 y used b y Western ers to render Ch i n ese sounds i n 

the Roman alphabet. To faci1i tate the study of thi s 

t h e s i s , a t r a n s 1 a t i o n g 1 o s s a r y o f C h i n e s e p 1 a c e n a m e s 

between "pinyin" and "Wade-Giles" is provided at the 

end of t he App en d i xes i n t his d i s sert at i on » (App en d i x

18)



INTRODUCTION AND METHODOLOGY

BACKGROUND OF STUDY

Before 1978, only limited numbers of foreign 

visitors were allowed to travel in China, and tourist 

facilities were few and unimpressive.. Now everything has 

changed. The Chinese-? government has opened the door to 

foreigners and relaxed internal travel restrictions. 

Tourist arrivals have? increased more? than six-fold since

1978. M a n y n e w h o t e 1 s have been built and air services

and other t our i st facilities developed. However

i ncr eased t our i sm and expanded tourist facilities bring

new problems s do the deve1 oped t our i st facilities meet

the? t our i st's demands how to price the new facilities;

the

the

problem of seasonality relating to the provision of 

tourist facilities; what standards of service

requi red by the tour i st s; In order to solve theseetc « .

problems, the

Ch i n a's t our i sm

application of the marketing concept to 

industry seems to be necessary.

OBJECTIVES OF STUDY

The main objectives of this study are as follows s

(1) To provide some framework for the future development 

of China's tourism industry.

(2) To analyse and evaluate the factors involved in 

marketing China as a destination in the U.K. tourist

mar ket.

(3) To find out the problems of the tour operators and 



travel agents in operating tours to China and to 

suggest ways to minimise them.

SCOPE OF STUDY

This study includes an investigation into the 

t o u r i s m i n d u s t r y i n A s i an d e v e 1 o p i n g c o u n t r i e s t o s e e 

what problems have arisen in developing their tourism 

i ndust ry, and wh at d i ff i c u 1ti es are i nvo1ved in marketi ng 

themselves as a tourist destination in the tourist 

g en er a t i ng countries.

A review of the U.K. travel industry is also 

i n c 1 la d e d. T h i s r e v i e w i s a i m e d a t find i n g o la t t h e p r o file 

of U.K. long-haul travellers, the characteristics of U.K. 

1 o n g -- h a u 1 i n c 1 u s i v e t o u r s, a n d t h e o p e r a t i o n m e t h o d s o f 

the tour operators and travel agents..

The study also involves a review of China's tourism 

in d us t r y, aimed at f i n ding out t he Chi n ese government's 

p o1icy towards th is i n dust r y, t h e pr ob1ems that are 

i nvo1ved and t he ways i n which Ch ina promot es itself i n 

the foreign countries.

METHODOLOGY

This study is based on both desk and field 

research. Desk research was carried out through a 

literature review of published books, various reports, 

j o u r n a 1 s, m a g a z i n e s , a n d v a r i o u s r e p o r t s p u b 1 i s h e d b y t h e 

C h i n e s e g o v e r n m e n t..
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Field research was conducted by means of postal

questidnnaires to 50 U» K» t our op erat or s t o e 1 i c it thei r

v i e w s i n o p e r a t i n g t o u r s t o C h i n a - In order to obtain

more i nformation r e1 a t ing to the past and present

conditions of China ' s touri sm i nd ust r y, posta1

questionnaires in Chinese were also sent to the China

Intern at i ona1 Trave1 Service (Luxi n g she ) , and 35 hot e1s 

in China«

ORGANISATION OF STUDY

This study is divided into three parts arranged in 

eight chapters« The first part is mainly concerned with 

descr i b ing t he t heoreti ca1 f r amework of t our i sm; t he 

factors sti mu1 at i ng the growth of touri sm; and the 

application of the marketing concept in the field of 

tour i sm i ndust ry (Ch ap t er One) „

The second part begins with a description of the 

c u r r e n t d i m e n s i o n s c> f w o r 1 d t o u r ism, t h e m o v e m e n t o f 

tourists, the factors that affect the travel patterns of 

i nternat i ona1 touri sm, and the f uture trends of the

industry (Chapter Two)« This is followed by a discussion

of the profile of

travel i ndustry,

Br i t i sh over seas t our i sm, t h e Bri t i sh

a n d the prosp ect s for inc1u s ive t our s

form Britain (Chapter Three) The trends and the economic

i mp ac t of i n t er n a t i on a 1 t our i sm on t h e developing

count ri es; t he role of t he govern ment, t h e or g an i sat i on

of tourism, and the place of tour operators in the 

v i i i



cl e v e 1 o p m e n t o f t. h e t o u r i s t i n dust r y; a n d t h e pro b 1 e m s i n 

m arketing th e deve1opi n g count r i e s as tourist 

destinations are described (Chapter Four). This is 

f ol1 owed by a di scussion of Chi na's tour i sm i ndustry, its 

s t r u c t u r e a n d a d m inis t r a t i o n a n d t h e cl e m and f o r a n d 

s u p p 1 y o f t o u r i s m s e r v i c e s f o r f o r e i g n e r s i n C h i n a 

(Chapter Five)«

The third part supplements the desk research and 

consists of a field research in the form of postal 

q u e s t i o nna i res t o 50 U» K. tour operators, 35 h otels i n

C h i n a a n d t h e C h i n a I n t e r n a t i o n a 1 T r a v e 1 S e r v i c e 

(Luxingshe). The objectives of the research, the research 

methodo1ogy, the se1gct i on of samp1es, the coveri ng 

1e11 er s an d th e questi on nai r es are a 11 i neluded (Chapter 

Six) » T h e a n a 1 y sis o f t h g r e s e a r c h f .i n d i n g s, t h e r e s e a r c h 

i mp1i cat i on s and t he conc1usi ons of the finding s fol low 

(Chap ter Seven)« Fi na11y, the conc1 usi ons of the study, 

a nd so m e r e c o m m e n cl a t i o n s 11”! a t r e 1 a t e t o t h e d e v e 1 o p m e n t 

of Chi na's touri sm i ndustry, the ways to mi nimise the 

problems of operating tours to China, and the marketing 

of China as a tourist destinations in the U.K. tourist- 

market will be proposed (Chapter Eight).
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CHAPTER ONE : AN INTRODUCTION TO TOURISM

INTRODUCTION

1 o u r i s m i s n o t a n e w p h e n o m e n on. T r a v e Hing for 

economic and military reasons, of course, goes back to 

e a r 1 i e s t s o c i e ties , b u t e v e n t o u r i s m i t s elf — t r a v e 11 i n g 

for non-business purposes — has a long history» The 

Phar aoh s of anc i ent Egyp t had r oy ¿"a 1 par t i es i n whieh 

tours were made for pleasure — to fish in the Nile or to 

hunt in the desert.. In the Tang dynasty of China (1,200 

years ago), the ancient capital of Chang'an was crowded 

wit h se v er al th ousan d vi s i t or s.. On e of t h e ear 1 i est wor k s 

in English literature, Chaucer's Canterbury Tales, is 

concern ed w i t h a group of tour i sts on a pi1gri mage. I n 

fact, it is likely that, the ancient visitors who had made 

tours to Rome to watch games and other athletic contests 

were similar to modern Hong Kong citizens making a 

journey to Macao to watch the dog-racing game at holiday 

times.

Nowadays, t o la r i s m i s o n e o f t h e m a j o r industries in

the world« In 1984, there were over 300 million

international travellers going to and from all countri es

------ large and small, socialist and capitalist. The total 

volume of sales in the industry is estimated at T100,000 

million and represents about 5 per cent of the total 

value of world trade.1

As the market for tourism services and products is
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dynami c and accampani ed b y r a p i d c h a n g e s i n the

environment due to increased competition t e c h n d 1 o g i c a 1

changes and inflation, increased attention should be

given to the employment of appropriate marketing

managemerit methods in the tourism

1. 1 ANATOMY OF THE TOURIST PHENOMENON

Tour i sm the temporary movement of people to

destination outside their normal of work and

residence, the activities undertaken during their stay in

those destinations. an d t h e f ac i 1 i t i es X t e d t o c a t e r

to thei r needs It i nvo1Ves the moti vati ons and

ex per i enees of the tour i sts, t h e e x p e c t ¿a t i o n s o f and

adjustments made by residents of r ec ep t i on areas, and t h e

played by t h e n um er ous agencies and i nst i tut i ons

which intercede between the two groups Tourism is

therefore a comp1e c om binati on of i n t e r r e 1 a t e d

industries and trades Because it not mainly an

agricui tural 1 y or producti ve activity

usually classified in the t e r t i a r y s e c t o r which is in the

main a sector

Tour i sm, however is more than a i ndustry

because the tour i st product" a composi t i on of

cu 11ural background and hi stori cal h eri t ag e di fferent

envi ronment nat ur a1 en d or semen t s ( such scenery,

beach es an d s k i-runs) hospitality ac c ommod at ion an d

cui si ne «



1t is, theref ore, inc umb ent on deve1opi n g count r ies

treat tourism as an industry worthy of bei ng

eneourag ed b y vari ous incen t ives„ However, touri sm,

especial 1 y between c o u ri t ries w h o s e w e a 11 h di ff ers

consi derably, can produce social problems such as

prostitution, drugs and crime. Some of the problems of 

tourism in de ve1opin g coun t r ies will be di scussed f urt her 

in Chapter Four. Tourism, consequently, needs to be 

developed within the overall plan for the social and 

economic development of the country.

F r o m a f u n c t i o n a 1 v i e w p o i n t, W a h a b 52 b r e a k s d o w n t h e 

tourism phenomenon into three basic elements. Firstly, 

the human element, the tourist whose needs and desires 

are to be catered for. Secondly, the physical element, 

which includes the place visited and the means of 

transportation used. Thirdly, the time element, which is 

the duration of the trip and length of stay at the 

destinati on «

Mathieson et al3 divide tourism into three factors.

Firstly, the dynam i c fact or, whi c h i nvo1ves t ra ve1 t o a 

selected destination or destinations. Secondly, the 

static factor, which involves the stay in the 

destination. And lastly, the consequential factor, 

resu11 i ng from the two precedi ng elements, whi ch i s 

concer ned wi th the ef f ects on the ecor।omi c , physical ai ।d 

social sub-systems with which the tourist is directly or

i n d i r e c 11 y i n c o n t a c t.



Ihus, tourism is a m u 11 i — faceted phenomenon which

incorporates the diversity of variables and r e 1 ationships

to be f ound in the whole touri st travel process..

1.2 DEFINING "TOURISM" AND "TOURIST"

1.2.1 THE DEFINITION OF TOURISM

T o d e f i n e t o u r i s m s a t i s f a c t o r i 1 y is n o t e a s y , 

because tourism has many f acets that are d i f f i cu11 to 

bring together under one definition. However, a clear 

concept and a precise definition of tourism is required 

for various purposes. For example, it is necessary for 

the purposes of study s in order to examine any 

phenomenon systematically, it is necessary to define it 

accurate1y and comprehensi vely.

In attempting to define tourism it is helpful to 

d i s t i n g u i s h b e t w e e n t h e c o n c e p t a n d t e c h n i c a 1

definitions. The concept of tourism provides a broad 

framework, which identifies its essential

ch aracteri st ics, and whi ch di st i ng u i sh es tourism f rom 

si m i1 ar, of t en related, b ut diff erent phenomena. 

Technical definitions, evolved through experience over 

ti m e , provi de inst rumen t s f o r parti cu1 ar t yp es of s t u d y 

and for statistical, legislative and administrative, and 

industrial purposes 5 different technical definitions are 

appropri ate f or diff er en t pur poses.

Burkart and Medlik4 developed the concept of
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t our i s m as h a v i n g f i ve ma i n c h ar ac t er i st i c s Fi rstl y .j

tour ism ar i ses -from a movement of people to, and their 

s t a y i n , v a r i o u s d e s t i n a t i o n s „ S e c o n d 1 y , t h e r e a r e t w o 

e 1 e m e n t s i n a 11 t o u r i s m : t h e . j o u r n e y t o t h e d e s tin a t i o n 

and the stay there, i nc 1 uding acti vi ties at the 

destination. Thirdly, the .journey and the stay take place 

outside the normal place of residence and work, so that 

t ou r i sm gi ves rise t o ac t i v i t ies whi c h are di st i n c t from 

t h o s e o f t h e r e s i d e n t a n d w o r k i n g p o p u 1 a t i o n s o f t h e 

places, t hrough wh i c h t ou r i s t s t r ave1 and i n whi ch t hey 

stay. F o u r t h1y, the movement t o dest i nat i on s i s of a 

t emporary, sh ort—t erm charact er, wi t h t he i n ten t i on of 

returning home within a few days, weeks or months. And 

f i f th1y, desti nati ons ar e vi si ted for purposes other than 

taking up permanent residence or pursuing employment 

remunerated from w i t hin the p1 aces vi s i t ed„

T e c h ni c a11y, t ourism has b een d ef i ned in a numb er 

of differen t way s. The Inst i t ut e of Touri sm i n Bri t ai n 

(n ow t he Tour i sm Soc i e t y) d efi ned it as 1' t h e t &mporary 

shor t—term movement of peop 1 e to dest i nat i ons outsi de the 

places where they norma11y 1ive and work, and thei r 

activities d u ri ng t he st ay at t hese d est i nat ions ; i t 

includes movement for all purposes, as well as day visits 

or excursi onsu " ” E^ur kart and Med 1 i k* bel i eved that 

techni c a1 def i nit i on must at 1 east cont ai n three 

particular aspects.. Firstly, the purpose of travel or 

v i s it, w h i c h e x p r e s s e s a p a r t i c u 1 a r m o t i v a u i o i ।. o e c. u i i d j. y ,



it is usually necessary to define the time element. The 

minimum and maximum period, in terms of stay away from

home or in t erms of leng t h of st ay at a parti cu1 ar 

dest i nat i o n may have t o b e estabi ish ed f or a part i cu1 ar

p u r p o s e . A n d t h i r d 1 y , a t e c h n i c a 1 d e f i n i t i o n h a s t o 

recognize particular situations which may obtain for 

particular purposes and it has to be determined whether 

they are or are not regarded as tourism.

1.2.2 THE DEFINITION OF TOURIST

Tourists were first recognised by that name in 

Engl and i n t h e n inet een t h cent ury. Burkart and Med1i k 

define tour i sts as peop1e who tra ve1 to destinations 

outside the places where they normally live and work with 

a view to returning within a few days, weeks or months.7 

A nineteenth century dictionary defines tourists as 

people who travel for the pleasure of travelling, out of 

curiosity, because they have nothing better to do and 

even for the joy of boasting about it afterwards,® The 

term t ouri st, the 0xford Eng1i sh Di ct i onary t ells us, was 

used as early as 1800.

The first official definition of the term 

"tourist" was given by the Committee of Statistical 

Experts of the League of Nations.. The Committee defined 

t o u ri st as on e wh o travels for a p eri od of t went y-four 

hours or more in a country other than that in which he 

usually resides.*” The Committee regarded the following 
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persons as tourists:

(1) t h o s e t r a v e 11 i n g f o r p 1 e a s u r e a n d d o m e s t i c r e a s o n s,

i nc1udi ng hea11 h;

(2) those trave 11 i n g to i nternati ona 1 meeti ngs§

(3) those travelling For the purposes of business5

(4) those arriving in the course of a sea cruise, even

though they may stay less than twenty-four hours«

According to the Committee's recommendations, the 

following persons should not be regarded as tourists :

(1) those persons entering a country, with or without a 

con tract, t o t a ke up an occupat ion 5

(2) those persons arriving to take up residence in a 

f o r e i g n c o u n t r y;

(3) students and young persons in hoarding schools?

(4) t h os e p ersons d omi c i 1 e d in f ron t ier zones a n d

crossing the frontier to work in the adjacent country;

(5) t h o s e t r a v e 11 e r s p a s s i n g t h r o u g h a c o u n t r y w i t h o u t 

stopping even though the journey is in excess of 

t w e n t y - f o u r h o u r s«

In 1963, a revised def i ni ti on was prepar ed by the 

I«U.O.. T.O. (now the World Tourism Organisation (W«T.O.))§ 

the definition was : the term "visitor" describes any 

person vi si t in g a count ry ot her t h an t h at in whi ch he h as 

his usua1 p1 ac e of resid ence, f or any reason other than 

f o 11 o w i n g a n o c c u p a t i o n r e m u n e r a t e d w i t h i n t h e c o u n t r y 

v i sited«10 This d e f i n i t ion was to cover t wo c1 asses of



visitors s

(1) tourists s temporary visitors staying over twenty— 

f o u r h o u r s i n t h e c: o u n t r y v i s i t e d , t h e p u r p o s e o f 

whose journey fell under one of the following two 

categories s

(a) leisure, recreation, holiday, sport, health, 

stud y , r e1i g i on;

(b) business, family, friends, mission, meeting»

(2) exc urs i on i st s s t empor ar y vi s it or s st ayi ng less t han 

twenty-four hours in the country visited, including 

cru ise t rave11 ers b ut ex c1ud i ng t ra ve11 ers in

transit»

In fact, tourists are defined differently by 

various bodies. Some studies for the State of Florida 

restrict the term tourist to persons from out of state 

and those who are staying overnight for purposes of 

recreation or vacationing. A 1970 study of tourism in 

Massachusetts defined tourists as those persons on a 

pleasure, b u s i n ess, or- vac a t i o n t r i p t r a v e 11 i n g o u t s i d e 

th ei r nor ma1 c ommuti ng rad i us. A Bureau of Labor 

St ati st i c s def i n i tion d escr ibed a tour i st as bei n g an 

o v e r n i g h t e r , a n o u t - o f - s t a t e p e r s o n w h o is t r a v e 11 i n g f o r 

purposes of recreation or vacationing (it excludes the 

person travelling for business or conventioning).1 *

The term tourist, therefore, has a number of

c o n n o t a t i o n s and is very difficult to define

8



comprehensively,, Wi th the advent of mass tourism, 

perhaps the most accurate definition of a tourist in the 

future will be someone who travels to see something 

different, an d t h e n c o m p 1 a i n s w h e n h e f i n d s t h i n g s ar" e 

not the same ! lsa

1.3 FACTORS CONTRIBUTING TO THE GROWTH OF TOURISM IN THE 
WORLD

i he remarkable growth of tourism in the last two 

decades and the qualitative change in the structure of 

the tourist phenomenon have been due to multiple factors. 

These are factors of social, technological, economic, 

cultural and institutional significance.13

1.3.1 THE SOCIAL AND TECHNOLOGICAL FACTORS 5

These are factors which are related to man's social life.

They are :

(1) Increase of leisure time s the introduction of paid

holidays for working people, both by legislation

and in practice, has contributed much to the 

advancement of utilising leisure time in travel. In 

most developed countries at present this minimum is 

fixed at two to three weeks.. For example, in Japan, 

the main generator of tourists in East Asia, the 

average number of annual holidays given by a firm

ex c1ud i n g weekends w as 1 / clays in 1982.

Faurastie'1® predicted that in the near future, man

will be working only 6 per cent of his life time and

9



the rest will be left for his biological needs, 

soc i al life and lei stire.

(2) Fechnological developments and urbanisation s the 

m o r e i n d u s t r i a 11 y a d v a n c e d c o u n t r i e s w i t h h i g h p e r 

capita i ncome b ecome i nvo1ved i n t echno1ogy a n d 

u r b a n i s a t i o n , t h e more n o i s y t h e y b e c o m e, a n d t h e 

more their citizens hope to escape from their 

environment on weekends and on annual holidays. They 

usually go in search of the sun, sand and sea, or to 

w i n t e r res o r t s, t o m a k e u p f o r t h e m o n o t o n o u s a n d 

un hea11 h y life t hey p ursue.

(3) Prog ress i n t ran sp ort at i on s p r ogress i n t he fie1d of 

transport, espec i ally by air, contributed ex tensively 

to the advancement of i nternationa1 tour i sm. Improved 

methods of t r an spor t at i on h ave made the wor 1 d 1 ook 

smaller. Travellers can have access to nearly any 

place on ear th wi thout much troub1e and withi n a 

reasonable financial range.

1.3.2 THE ECONOMIC FACTORS 5

T o u r i s m r e p r e s e n t s a n i m p o r t a n t h u m a n n e e d b u t n o t 

yet a life necessity.. One needs to have enough spare 

money to afford to travel .. The increase in marginal 

disposible income, the introduction of group travel, and 

t h e c h e a p e r t r a n s p o r t a t i o n cost t e n d t o s t i m u. late m o r e 

people to travel.

10



1.3.3 THE CULTURAL FACTORS :

Cu 1tur e i s custom, h ab i t, and tradi t i on. 1 * Ear.h 

place may has its own architecture, historical monuments, 

museums, po1i tical, festi val s and re1i g i on. As 

e d u c a t i o n a 1 level i n c r e a s e , m o r e ¿a n d m o r e p e o p 1 e d e v e 1 o p 

an interest in having a look of all these different 

things. Thus, culture becomes a great incentive to 

travel.

1.3.4 THE INSTITUTIONAL FACTORS :

The governments of both deve1oped and deve1oping 

countries are becoming more interested in the development 

of t our ism. In th e U.K. , f or ex amp1e, t he British Tour ist 

Authori ty was estab1i shed in 1969 in order to deve1op and 

market Britain's tourism.17 In the developing countries, 

more and more money is allocated by governments for

car ry in g out promoti on al pr o ject s 

ex amp1e, spent US$6„7 mi 11i on i n 

pr omoti on s a 1 one „ 1

1.4 FORMS OF TOURISM

Tourism does not fall into a s 

a generic: term that incorporates 

travel and types of stay dependent 

w h i c h for m t h e b a s i s for c h ¿x n g e o-f 

travel for different reasons and to 

different needs. To simplify the

Hong Kong, for

1981 for over seas

ingle category. It is 

several methods of 

o n t h e m o t i v a t i o n s 

e nv iron ment« Feop1e 

sat isf y a variety of 

pattern of reasons,
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Wahab1 classified tour ism into several categor ies

according to different characteristics s

(1) According to the number of people travelling s

(a > i n d i v i d u a 1 t o u r i s m

< b) g r oup t our i sm

(2) According to the purpose served by travel s

(a) r ecr eat i on a 1 or lei sur e tour i sm

(b) cultural tour i sm

(c) h ea1th t our i sm

(d) sp or t t our i sm

(e) c on f er enc e t our i sm

(3) According to the means of transport s

(a) land t our ism

(b) sea and river tourism

(c) air tourism

(4) According to geographical locality s

(a) national domestic tourism

(b) regional tourism

(c) i ntern at i on a1 tour ism

(5) According to age (age modifies needs and habits.-' s

(a) y o u t h t o u r i s m

(b) adult t our i sm

(6) According to sex 5

(a) masculine touri sm

(b) f e m i n i n e t o u r i s m

(7) According to price and social class s

(a) deluxe tour i sm

(b) midd1e-c1 ass tour i sm

12



(c) soci a1 touri sm

B u i- k a r t a n d M e d 1 i k22 ° f u. r t h e r c 1 a s s i f i e d t o u r i s m 

i i ! t o t w o m o r e c a t e g o r i e s a c c o r d i n g t o t h e dis t a n c e f r o m 

t h e t o ii r i s t s ' h o me c o u n t r i es s 1 o n q ~ h a u 1 a n d s h o r t - h a u 1 , 

a n d a c c o r d i n g t o t h e d u r a t i o n o f t h e v i s i t o r s ' s t a y i n 

t h e i c des t i n a t i o n s s da y v i s i t s o r e x c u r s i o n s ( n o 

overnight stay) and longer visits or trips (overnight 

stay).

1.5 THE TOURIST MARKET

The wor d " Mar ket " i s def i nab 1 e f r om an economi c 

viewpoint as a network: of transactions and dealings in a 

particular product b et ween b uy ers and sellers. The 

prod uct m i g h t be tan g i b1e (a commod i ty) or i n tang i b1e (a 

service).. Market in this sense comprises both the supply 

and the demand.

Other usages of the word ’'Market" depend on what

the user has i n mi nd i n r e 1 at i on t o h i s par t i cu 1 ar 1 i ne

o f b u s i n e s s.. F- r o m a m a r k e t i n g v i e w p o i n t, it m e a n s t h e

act ua1 and pot ent i a1 d em and f or a p rod uct wh et h er

tangible or intangible. The term "tourist market" could, 

therefore, be used terri torial 1y to mean any tourist“ 

g e n e r a t i n g c o u n t r y.

The tourist market in this sense, forms a part of

the travel market which is larger in scope and more

di versi fied i n terms of indivi dual products. 1 he tour i st 



m a r k e t c o u Id b e s t u d i e d b o t h f r o m a destinati o n o r 

ent erp r ise vi ewpoi n t.

Another meaning of the "tourist market" is the 

ac11ja 1 and potent i a 1 demand f or a part i c u 1 a r tour i st 

product deriving f rom tra v e 1 moti vati on„ In other words, 

t h e t o u r i s t market w o u 1 d mean in this s e n s e, t hose w h o 

travel or are likely to travel to a certain destination 

to satisfy a given need that motivated them to travel and 

those who decide to travel without any specific purpose 

in mind.

Following this meaning, one could discover many 

tour i st mar ket s within one tour i st-generat i ng poi nt 

(coun try or r eg ion) and si mi 1 ar t our ist mar ket s across

v a r i o u s g e o g r a p h i c a 1 un its an d boun d ar i es

Wahab et al-’1 classified the tourist markets into

(1) According to the purpose of travel s

which is characterised by a

relatively longer stay at a destination and is

b y an ama1 g am of mot i vations 1i ke th e

need to escape from an unfavourable climate, work 

pressure, every day routine and the need to 

change the environment, the scenery and perhaps 

the peop 1e ar ound one.

(b) Cultural tourism market s this is the market 

where demand for various cultural activities is

t h r e e m a i n g r o u p s s 

(a) Ho1i day i ng mar ket

mot i vated

14



at its height« It is not a geographical notion, 

but a state of mind, and a behavioural pattern 

revolving around the love and the search for 

m a n i f e s t a t i o n s o f c u 11 u r e.

(c ) Con f erenc e t our i sm mar ket..

(2) According to age s

Hordern tourism is no longer a monopoly of those 

middle-aged and retired people who could normally 

afford to take part in pleasure or business travel«

Y o u n g e r p e o pie a r e n o w t r a v e 11 i n g m o r e t h a n e v e r 

before due to several causes s (i) growing affluence, 

better education, and less working time of the young; 

(ii) more students like to travel during their

holidays; and <i i i > the development and promotion of 

youth travel by both governments and organisations« 

(The project, “Development and Promotion of Youth 

Tourism", that organised by the World Tourism 

Organisation (W«T»O«> in 1985, for example, is to 

p romot e yout h trave1 in t he worId«> s22

(3) According to international tourist trends 5

Tourist markets can be classified under three 

poss i ble cl asses ac cor di n g t o the 1ocati on of t h ese 

markets in relation to the destination« A tourist, 

destination should be conscious of the international 

tourist trends in order to classify, according to 

certain objective criteria, its tourist markets 

into s Primary, Secondary and Opportunity markets«

15



Primary markets are those markets which already 

generate the main portion of the tourists to the 

dest i n at i on.. Secon dar y mar k et s ar e mar ket s wh i c h 

already yield a worthwhile number of tourists to the 

d est i n at ion b ut wh ose p ot en t i a 1 may i n f ac t b e 

g r e a t e r b e c a u s e t h e s e m a r k e t s g e n e r a t e a c o n s i d e r a b 1 e 

n u m b e r o f t o u r i s t s t o o t h e r d e s t i n a t i o n s . 

Opp or-1un i t y mar ket s ar e mar ket s t hat yield neg 1 i g i b 1 e 

numbers of visits or may not provide tourist movement 

t o a n y d e s t i n a t i o n a t a 11 .

Other c1 assi fie ati ons of tourist markets can be

proposed on the basis of tourist a r r a n g e m e n t s (1 u x u r y a n d

mass tourist markets), scope of travel, domestic or

international (short distance or long-haul travel), type

of transport used (air travel sea. travel and land travel

— motor, rail, coach etc..), number of trips taken per

annum or season, education, occupat i on, and the in c omes

of t h e t raveliers »

1.6 THE MARKETING CONCEPT IN TOURISM

It is not easy to try to define a concept as

comp rehen s i ve and operationa1 as market i n g. Mar keting

experts tend to view marketing from various angles,

largely dep en d i ng o n w h e t h e r t h e y a r e t h e o r e t i c i a n s o r

p rac t i t i on ers. Moreover, some peop1e wh o h ave p ract ised

marketing for a long time would find it difficult to

devise a satisfactory definition.



í h e B r i t i s h I n s t i t u t e ó f M a r k e t i n g h a s t h i s 

definition : "Mark et i n g is the management f uncti on wh i c h 

o r g a n i s e s a n d d i r e c: t s a 11 t h o s e b li s i n e s s a c t i v i t i e s 

i nvo 1 ved i n assessi ng and convert i ng customer ptir chasi ng 

p o w e r into e f f e c t i v e d e m a n d f o r a specif i c p r o d li c t o r 

service a n d i n m o v i n g t h e p r o d li c t o r s e r vice t o t h e f i n a 1 

customer or user so as to achieve the profit target or 

ot her ob j ec t i ves set by the comp any. ”

D r . P h i 1 i p K o 11 e r , P r o f e s s o r o f M a r k e t i n g a t 

Northwestern University offers this definition of 

marketing s "Marketing is a social process by which 

individuaIs and groups obtain what they need and want 

through creating and exchanging products and value with 

others.

P e ter F.. D r u c k e r , i n his b o o k , T h e P r a c t i c e o f

Man ag emen t, prop oses this def in i t i on : "Mar keting is not

o n 1 y muc h broader t han sell ing, i t i s not a specia1ised

activity at all.. It is the whole business seen from the

point of view of its f i na1 resu11, that is, from the 

customer's point of view. Concern and responsibility for 

marketing must therefore permeate all areas of the 

en t er p r i se.. "

A11 h ough th ese t hr ee def i nit ion s d i ffer in t he i r 

phraseology, they all emphasise the same things in 

relation to marketing s

(1) Mark et i n g is a way of r unning a bus i ness by f oc using

17



on t h e c u s t o m e r r a t h e r t h a n t h e p r o d u c t. Al 1

management f unct i ons i nc 1 lidi ng organi si ng, pl anni n g , 

d e c i s i o n m ¿a k i n g a n d c o n t r o 11 i n g r e s li Its a r e 

channe 11 ed i nto the marketing or ientat.ion which 

represents a coherent set of techniques and 

s t r a t e g i e s t o a c h i e v e t h e b u s i n e s s o b j e c t i v e s.

(2) Marketing is a means of assessing and converting the 

p u r c h a s i n g p o w e r i n t o e f f e c t i v e d e m a n d f o r t h e 

p r o d u c t o r s e r v i c e a n d n o t s i m p 1 y p r o d u c i n g p r o d u c t s 

t o s a t i s f y d e m a n d a s it a p p e a r s.

(3) Belief in the idea of consumer satisfaction is 

p reponderant i n t h e market i ng conc ept as i t i s t he 

gateway 1ead i ng t o t h e profit g oa1»

So far, market i ng as a concept applies wi thout 

variation to tourism just as it applies to other tangible 

and intangible products« Therefore, a definition of 

m a r k e t i n g i n t h e f i e 1 d o f t o u r i s m w o u 1 d n o t b e diff e r e n t 

f r om a genera1i sed defini t i on of mar keti ng»

Accordi ng to Kri ppendorf , mar keti ng i n tour i sm 

means "The systematic and co-ordinated execution of 

b u s i n ess p o1icy by t ouri st undert a ki ng s, whether p ri vate 

or state—owned, at 1ocal, regional, nati ona1 or 

i n t e r n a t i o n a 1 1 e v e 1 , t o a c h i e v e t! "i e o p t i m a 1 s a t i s f a c t i o n 

of the needs of identifiable consumer , groups, and in 

doing so to achieve an appropriate return«

This definition agrees with the previous 

IB



d e f i n i t i o n s o f m a r k e t i n g in genera 1 i n s tree s i n g t h a t 

marketing in relation to tourism involves co-ordination 

o f t h e p o .1. i c i e s o f s e v e r & 1 o r g a n i s a t i o n s a t s e v e r a 1 

levels (not just policies within an organisation), and is 

c o n c e r n e d w i t h t h e n e e d s o f i d e n t i f i a b 1 e c o n s u m e r g r o u p s 

(n o t m erely w i t h t h e m a r k e t a t 1 a r g e) «

However, Salah Wahab et al27 Feel that tourist 

mar ket i ng is n ot a mer e systemat i c an d co—ordin at ed 

adaptation of the policy« It is, in Fact, formulating 

p o 1 i c y a c c o r d i n g t o c o n s u m e r d e m a n d . I n o t h e r w o r d s, t h e 

s t a r t i n g point i n a m a r k e t i n g p o 1 i c y i s t o inf o r rn o n e s e 1 f 

about consumer needs, desi r es, t astes and expectat i ons i n 

or der t o f or mu 1 at e a deve 1 opment plan t o meet t our i st s ' 

requ i rement s and adopt a p o1i cy t h at is a1way s t ouri st- 

o r i e n ted.. They a 1 s o f e e 1 t h a t t o u r i s t rn a r k e t i n g s h o u 1 d b e 

viewed as orienting the management of tourism within the 

state policy or the management of tourist enterprise» In 

their view, marketing in tourism can be defined as s 

" T h e m a n a g e rn e n t p r o c e s s t h r o u g h w h i c h t h e N a t i o n a 1 

Tourist Organisation and/or tourist enterprises identify 

their selected tourists, actual and potential, 

communicate with them to ascertain and influence their 

wi shes, n eeds, mot i vat i on s, 1 i kes and di s 1 i kes on 1oc a1, 

regional, national and international levels, and to 

formulate and adapt their tourist products accordingly in 

vi ew of achievi ng opt i mal touri st sat i sf act i on, thereby 

f u 1 f i 11 i n g t h e i r o b j e c t i v e s. ’1

1?



The marketi ng concept, t herefor e, faci1i tates a 

b r e a k t h r o u g h i n t h e '11 o u r i s t s y s t e m " a s s i g n i n g t o i t a 

f o la r f o 1 d f u n c t i o n 32 e s

( 1 ) Def i ni t i on of mar ket s , both actua 1 and potent i a 1 , 

and a serious study of these markets' structures and 

t he f orces i n f1uen c ing them«

( 2) Communications, t o a11ract d emand b y persuadi n g

tour i sts that the dest ination with its attractions, 

facilities an d servi ces, will meet thei r tast es 

better than any other tourist destination, and 

t h e r e f o r e , is p r e f e r a b 1 e t o a n y o t h e r s u b s t i t u t e 

pr oduct..

( 3 ) F e e d b a c k o n t h e 11 p r o d u c t ' ' h e Ips t o d e v e 1 o p a n d 

i m p r o v e i t t o m e e t t h e p r o j e c t e d a n d a n a 1 y s e d d e m a n d «

( 4 ) C o n t r o 1 o f res u 11 s, t o e v a 1 u a t e, as s e s s a n d m e a s la r e 

t h e re s la 11 s a n d y i e 1 d s r e a c h e d. S la c h a c o n t r o 1 s y s t e m 

s h o la 1 d a i m a t a c h i e v i n g e f f i c i e n t la t i 1 i s a t i o n o f t h e 

touri st resour ces and max i mi z i ng the mar ket ing

r e t ui'" n »

A11 hough the con cept of market i ng is a 1og i c a1 one, 

it is not, however, widely applied by the tourist 

enterprises or even the National Tourist Organisations, 

n ei th er of which g roups seems td underst ood t he concept 

c omp 1 et e 1 y.. Th e wh o 1 e set -up of mar k et i n g i n f or mat i on 

management, mar keti ng mi x, the various poli c i es whi ch 

ought to be clearly defined, and the various marketing 

strategies that have to be worked out, present a real



dii e mm a.

1.7 THE TOURISM MARKETING MIX

T h e m a r k e t i n g m i X i n touri sm is, i n practice,

d i f f er en t f r om t h e t r ad i t i on a 1 mar k et i n g m i x f or

products, although basically, selecting a tourist

desti nati on i s 1 i k e selec t i ng a product i n a sh o p. The

diff eren c e arises from the fact that successful tour i sm

m a r k e t i n g o p e r a t i o n s c o m b i n e t h e s e 1 e c t i o n o f d e s t i n a t i o n 

(wh i ch is a f unc t i on of d esti nat i on i mag es) wi t h t h e 

q u e s t i o n o f t h e a c c e s s i b i 1 i t y o f t h e d e s t i n a t i o n c h o s e n 

(which is largely a function of the method of transport 

in terms of time and cost).30

T h e t o ur i sm market i ng m ix inc1udes the t radit iona 1

four elements P rod uc t, Promoti on, Prie e and P1 a c e

( di str i but i on ) ..

1 .7.1 THE PRODUCT MIX

I n p r a c t i c e, t h e t o u r i s m p r o d u c t ~ m i x h a s t h r e e m a j o r 

c o m p o n e n t s 351 s

( 1 ) A11 r a c t i o n s o f t h e d e s t i n a t i o n s t h e s e i n c 1 u d e t h o s e 

features that determine the choice by the tourist to 

v i s i t o n e d e s t i n a t i o n r a t h e r t h a n a n o t h er-. T h e y m a y 

be si te a11r act i ons, re1 ated to the natura1 or man- 

mad e en v i r on men t, or at t r act i on s r e 1 at ed t o even t s.

( 2) Facilities at the destination n these include those 

e 1 emen t s t h a t d o n o t norma11 y prov i de by themselves

21



m o t i v a t i o n f o r t o u r i s t f 1 c w s b u t t h e a b s e n c e o f

w h i c h tri a y d e t e r t h e t o u r i s t f r o m t r a v e 11 i n g t o e n j o y 

’ft e s 1t r a c t i o n s.. A c c. o m o d a t i d n , c a t e r i n g ,

e n t e? r t a i n m e n t. a n d r e c r e a t i d n a r e t h o s e f a c: i 1 i t i e s 

t b।a t are normal 1 y requi red »

( 3 ) A c c e s s i b i 1 i t y o f t h e d e s t i n a t i a n s t. h i s c o m p o n e n t i s 

related to the mode of transport to the destination 

c h o s e n b y t he to u r i s t »

T h e c o m b i n a t i o n a nd fi n al pre s e n t a t i o ri of t h e 

t o u r- i s t p r o d u c t m i x r e s t m a i n 1 y w i t h t o u r o p e r a t o r s a n d 

t r a v e 1 a g e n t s « l’h e s e h a v e p 1 a y e d a n i n c r e a s i n g r ole i n 

the marketing of tourism in the last decade or so, by 

offering a greater variety of package tours products..

The tourist product should change its "image" 

r e g u 1 a r 1 y a c c o r d i n g t o d e v e 1 o p m e n t s i n t h e t o u r i s t 

market-place« A good example of this image-changing of a 

tourist destination is Hong Kong.. Before 1950s, Hong Kong 

w a s a f a m o u s en t r e p o t, a n e x o t i c g a t e w a y t o e v e n m o r e

exotic China.. As more and more shopping centres and

restaurants were built, Hong Kong has changed its image 

a s a t o u r i s t d e s t i n a t i o n , a n d h a s b e c o m e a s h o p p i n g a n d 

cuisine destination in its own right«

1-7.2 THE PROMOTION MIX

Tourist promotion involves persuasive communi cati on 

about the various tourist destinations and their service 

offerings. Various possible advertising objectives can be 



devi sed according to whether their ai m is to i nform, 

pgrsuade, or remind« The infermation c at egory i nc1udes 

o b j e c t i v e s s u c h a s s t e 11 i n g t h e t o u r i s t m a r k e t a b o u t n e w 

products, new uses or price changes, describing services, 

r e d u c i n g t o u r i s t s ' f e a r s, a n d c r e a t i n g a d e s t i n a t i o n 

image« The persuasion category includes objectives such

a s i nf1uenci ng destin at ion p reteren ces a n d encourag ing

switching fro m o t h e r d e s t i n a t i o n s «

In t h e t ourism ad ver t ising campaig n, it i s 

important to ensur e that essent i a1 parts of the 

p r o m o t i o n a 1 m e s s a g e a r e r e m e m b e r e d b y a sig n i f i c a n t 

proportion of the tourist target groups« The messages 

m u s t c r e a t e o r r e i n for- c e e x i s t i n g p o s i t i v e a 11 i t u d e s o r 

images and remove negative attitudes or impressions»

T h e t o uri s m c o m m u n i c a t i o n p r o g r a m m e s h o u 1 d i n c 1 u d e 

t he foilowi ngs

( 1 ) t h e e s t a b 1 i s h m e n t o f s p e c i a 1 o b j e c t i v e s f o r e a c h 

componen t of t h e proposed campa i gn;

(2) clearly defined audience segments and tourist target 

g roup s 5

(3) t he creati on of ef f ec t i ve, str i k i ng and creat i ve 

messages and unique selling propositions through 

m a rk et resear ch;

(4) utilisation of creative media scheduling to reach the 

aud i ences wi th adequate f requency;

( 5 ) p r o m o t i o n o Jr w e 11 — p h a s e d b e h a v i o u r al changes ir*

m e s s a g e s ; a n d



(6) use of feedback to evaluate the campaign's progress 

over a period of time«

S a 1 e s p r o m o t i o n p 1 a y s a n i n t e g r a 1 r o 1 e i n t h e t o t a 1 

promotional programme of tourist firms« Provision of 

b r o c h u r e s i s o f t e n m o r e i m p o r t a n t t h a n a d v e r t i s e m e n t s i n 

the newspapers and magazines. Promotional literature must 

g i ve descri p t i ve b ac kground in ad van ce of dest i nati on 

decision-making,, It can describe alternatives to 

i n f 1 u e n c e t h e t y p e o f v a c a t i o n t o t a k e a n d a r e a s t o 

visit.

A r e c li r r i n g p r o b 1 e m i n t o u r i s m a d v e r t i s i n g i s ;

a t w h o m s h o u 1 d t h e p r o m o t i o n a 1 e f f o r t b e a i m e d a n d w h a t 

i nf ormat i on sh ou1d be sup p1i ed t o t h e p rosp ect i ve 

tourist ? Normally a basic starting point for the tourism 

mar ket i ng ef f ort i s a mar ket i ng p 1 an .. The mar ket p 1 an 

s h o u 1 d i n c 1 u d e c a r e f u 1 s e 1 e c t i o n o f m a r k e t s e g m e n t s „ A 

sy st emat i c and logic a1 se1ec t i on of t arg et seg ment s wi 11 

p roduce m o r e eff i cient ef f ort s and/or reduce mar k et i ng 

costs while increasing tourist product demand,

1.7- 3 PRICING

Pricing in tourism is a complex matter, 

part i cular 1y where the i nd i vidual supp1i ers, ai r1i nes, 

hotel groups and so on determine their prices 

independently of one another. The final price at which 

the tourist products will be sold is based on the costs 

incurred in making the product available, the costs of 



market i ng i t, and t h e desi red 1eve1 of return or 

p r o i 1t. P r od uc t d e m a n d i s an i mp or t an t f a c t or i n p r i c i n g 

decisions„ Si nee d i fferent mar ket segmen t s have differi ng 

needs and wants, the intensity of their demand for a 

g i v e n t o u r i s t p r o d u c t m a y v e r y. P r i sing g o a 1 s p u r s u e d b y 

the tour operator or tourist establishment can include 

pricing to realise a target market share, pricing to meet 

or prevent competition or pricing based on tourist 

p r o d u c t d i f f e r e n t i a t i o n .. 55

T h e s u p p 1 i e r o f t o u r i s t p r o d u c t s s h o u 1 d h a v e t w o 

m a i n o b j e c t i v e s i n v i e w w h e n p r i c e s e 11 i n g “s x (i ) t o 

attract as many customers as possible to the selected 

s e g m en t s § a n d ( i i ) t o d o t h i s u n d e r t h e m o st p r o f i t a b 1 e 

conditions- Basically, there are two pricing approaches 

i n the tour i sm busi ness, name1y cost —p1us pricing and 

r a t e o f r e t u r n p r i c i n g -

1.7.4 DISTRIBUTIOIN

One of the key factors which helps the buyer make 

h i s b u y i n g d e c i s i o n i s t h e a v a i 1 a b i 1 i t y o f t h e p r o d u c t.. 

Di st ri b ut i ion is what makes t h e pr oduct avai1 able. In the 

case of tourism, the product sold may be a single 

product, or a combi nat i on of sever a1 product e1emen t s s 

t r a v e 1 , a c c o m m o d a t i o n , e n t e r t a i n m e n t o r s e r v i c e s , f o r e i g n 

curr ency , insurance an d desti nati on product s.

When d eci ding a d i stri buti on po1 icy, th e most 

important factors to be borne in mind by the seller of 



the product should be the location of points of sale 

(avai 1 ab i lit y of pr oduct) , th e cost of cl i str i but i oi n , 

effectiveness in generating sales in terms of market 

cover age and motivation and the image-? of the channels of 

d i st r i b ut i on „

The major d i s t r i but ion c han n eIs f or the tourist

pr oduc t may i nc1ud e so1e ag ent s or di stri bi.it ors,

wholesalers, and retai 1 ers.. I n s o m e c o li n trie s , su c h a s

U.S.A., individual out1 ets ( s ne h as t ob ac c on i st s , or

supermarkets) may also be used-

T h e t our i s t p r o d u c t is main1 y sold t h roug h x

(1) Trave1 ag en t These work on a commission basis and

t u r n o v e r r e p r e s e n t s between f i ve per cent and

f or ty p er c en t of t h e mar k et ac c or d i n g

country in which the agent operates»

t h e i r

t o t h e

( 2 > T o u r o p e r a t o r -- r e t a i 1 e r s T h e s e f i r m s p r o d li c e t o u r ist

packages but also retail them through retail outlets

or by mail order.

(3> Tour operators : These create a tourist package of 

t h e i r o wn b y b u y i n g t r a n s p or t a n d a c c o m o d a t i o n a n d 

retai 1ing it through the travel agents» The tour 

operator should be regarded as a "manufacturer" or 

whd 1 esa 1 er of a t our i st pac k age „

(4) Direct mail : This is the selling of travel by mail

order. It is the most popular method in West Germany.

( 5 ) F r o d u c e r - r e t a i 1 e r s S o m e p r o d u c e r s o-f t h e t o uri s t

product have integrated vertically into retailing



through thei r own outlets.

(6) Institut i onal selling s Di r e ct sales o-f tour

operat or s ' packages, or even of t ouri sm producers' 

products to mass institutional markets such as clubs 

and insurance companies, are a growing -feature o-f the 

t r a v e 1 s c e n e «

(7) New mass ou11 ets ; The establishment of points of 

sale -for tourist packages in new mass outlets may 

prove to be a growth -feature o-f the next decade« 

These may include : (i) supermarkets and

h y p e r m a r k e t s ; ( i i ) b o o k s hops; ( i i i ) r e c o r d -- s h o p s 5 a n d 

(iv) air and rail terminals.

1.8 THE TOURISM MARKETING STRATEGY

Before proceeding to discuss the tourism marketing 

s t r a t e g y , it wo u 1 d b e u s e f u 1 t o e x a m i n e t h e -f a c t o r s t h a t

a f f ec t t ouri st buy i ng decis i ons, so t hat t he mar ket i ng 

strategy can be regarded as an encounter between the 

s u p p 1 i e r ' s m a r k e t i n g m i x o n t h e o n e I”) a n d , a n d t h e 

t o u r i s t ' s b u y i n g d e c i s i o n f a c t o r s o n t h e o t h er.

Usually, in the process o-f decision making, the

p ot en t i a 1 t our ist is i n -f 1 uen c ed b y t h r ee set s o-f

variables37 5

(1) Social and personal d et er m i n an t s o-f t our i st

behavi our ; these include personality •features,

social influences, socio-economic status, attitudes

and v a1ues, prev i ous t ouri sm ex p eri enee, tour i sm



c. on st raints ( eg » t ime an d costs ) , and assessment of

"risk" involved in travel»

( 2 ) T o li r i s m s t i m u 1 i f a c t o r s s t h e s e i n c 1 u d e a d v e r tisi n g 

a n d p remoti o n , t r a v el li t e r a t li r e a n d t r a v e 1 a g e n t s ' 

r ec ommen d at i on s..

k3) Destin at i on considerati ons s t he comp onent s of this 

vari ab1e i n c 1ude the i mage of dest i nat ions, cost, 

t r a v e 1 a r r an g e m en t s, t r a v e 1 o p p or t li n i t y , qu a 1 i t y a n d 

quantity of travel and tourism information and

what i s ex pected f r om a

T o u r i s m m a r k e t i n g

d e t e r m i n i n g ¿a n d i n f 1 u e n c i n g

d est in at ion »

p 1 ay s a c r i t i c a 1 r o 1 e i n

many of the factors inc1uded

in all three sets of variables..

1.8.1 STRATEGIC DECISIONS IN TOURISM MARKETING

Tourism marketing decisions are particularly 

bedevilled by the fact that the tourist product and

i nf rastructure (supp1 y) a n d t h e t o u r i s t b u y e r ( d e m a n d )

have very different characteristics. Wahab et al363 had 

pointed out the following differences between supply and 

demand s (i) a long bui1 ding-cycle or a permanent product 

is usually requi red by the supp1ier, but th& touri st 

d eman d i s usua 11 y of sh or t dur at ion or- repr esent s on 1 y 

an impulse purchase; (ii) product supply is static, but 

d e m a n ci m ct y m o v e e 1 s e w here; (i i i ) e m o t i o n a 1 , i r r a t i o n a 1 , 

or service aspects are vital in the demand side, but all 

these feat ures seem t o b e very di ffi c uIt to f orma1i se 



o r b u i 1 d i n t o the p r o d uct; and ( i v ) s u p p 1 i e r s t a k e r i s k 

on irrevocable investment decisions, while purchasers 

t a k e r i s k s t h r o u g h b e i n g u n a b 1 e t o t e s t t h e p r o d u c t 

bef or e purch asi n g.

Wh en d ec i d i n g a str at eg y, t h e mar k et in g p1 an ' s 

overall objectives and goals must first be taken into 

account « 0ther factors to be borne i n mi nd i nc1 u d e : (i) 

the extent and reliability of information available with 

which to plan strategy; (i i > the cost in relation to 

seller's total resources; (iii) the degree of risk 

i nvol ved i n att empt i ng to achi eve desi r ed resu 11..

T h u s, t h e b a s i c o b j e c t i v e s o f t o u r i s m s t r a t e g y 

are x to match the tourism firm's strengths with market 

opportuni ti es, to avoi d threats posed by competi t i on and 

environmental changes; and to remedy weaknesses in the 

firm's organisation and operations.

1.8.2 BASIC MARKETING STRATEGIES

T ouri s m mar k et i n g strat eg ies can broad1 y

categorised in two groups3 g rowt h st r at eg i es

comprising market i n g st rat eg i es whose over a11 pred omin an t

character related to c er t ai n p at t er n of

market growth objectives; and (i i > compet i t i ve (or

mar ket share) strategi es c o m p r i s i n g s t r a t e g i e s t h a t

focus on tour ism's mar ket compet i t i ve posi tion

Whichever strategy a tourism firm decides to

i t determined to a great extent by the 

i mpl erne nt

marketi ng



o b j e c t i v e s a n d t h e t a r get m a r k e t.

Basically, there are three major strategies for 

t o u r i s m a s f o 13. o w s ° s

(1) Market Penetration Strategy s this usually focuses on 

gaining market share at the expense of competitors« 

Th i s may be ac h ieved t hrough cr eat i ng a d ifferen t ia1 

advantage by means of any of the elements of the 

m a r k e t i n g m i x „

(2) Market Extension Strategy s this is designed to reach 

new t yp es of t ouri st s b y modi fy in g t h e fir m's present 

touri st products and p1 anni ng in advance of the actua1 

launching of a new tourist product.

(3) Market Development Strategy s this means that the 

tourist firm will seek new classes of tourists for 

i t s pr oduct s or w i11 add out st an di ng prod uct 

ch arac ter ist i cs t o the ex ist i ng 1i ne. The mar ket 

development strategies are of three types s (i) 

tourist product differentiation strategy; (ii) 

r e f o r m u 1 a t i o n s t r a t e g y; (i i i ) i n n o v a t o r y s t r a t e g y..

A recent study of tourism marketing strategies by 

Mei dan and Lee41 indicates that strategy selection in 

this industry should be based on four factors a (i) the 

size of the segment or submarket; (ii) tourists' 

sen si t iv i t y to t he diff eren ces b et ween t our i st hot e1s, 

airlines, travel agencies, etc. ; (iii) the 

dist i n c t iven ess of th ese t our i st est ab1i shmen t s and 

companies; and (iv) competitors' marketing strategies.



CONCLUSION

Tourism is a complex combination of interrelated 

industries and trades» It may include the tour operators 

a n d t r a v e 1 a g e n c i e s, t h e a c c o m m o d a t i o n i n d u s t r y, t h e 

transportation industry and many other servicing 

industri es»

I f C h i n a ' s d e v e 1 o p i n g t o u r i s m i n d u s t r y i s t o 

operate successfully in an environment of competition, 

i n f 1 a t i o n a n d w o r 1 d - w i d e r e c e s s i o n , g r e a t e r e m p h a s i s m u s t 

be placed on more e f f i c i ent and ob ject i ve-or i entated 

mark et i ng man agement„ The emp1oyment of a mar k et i ng 

approach an d r e1ev an t m ark eti n g met h od s will provi de t he 

C h i n e s e t o u r i s m i n d u s t r y w i t h i m p r o v e d p r o f i t a b i 1 i t y a n d 

a larger market share. This could be achieved, in 

practice, via tourism marketing which is basically a 

t h r e e - s t a g e p r o c e s s s ( i ) a n a 1 y s i s o f t h e t o u r i s t s ' 

needs? (ii) design the products and facilities to meet 

these needs; and (iii) communicating the availability of 

such products and facilities via advertising, sales 

promotions and public relations. Moreover, if the Chinese 

government wants to build and protect a strong position 

in the market, the selection of an appropriate marketing 

st r ateg y i s i mport ant„
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CHAPTER TWO : INTERNATIONAL TOURISM TRENDS IN THE 1980s

INTRODUCTION

The development, of the Chinese tourism industry, as 

with any national tourism industry, takes place within 

the context of international trends» An analysis and 

understanding of the international tourism situation is 

t h e n e c e s s a r y s t a r t i n g p o i n t f o r n a t i o n a 1 p 1 a n n i n g .

In this chapter, f i rst1y, the current di mensi on of 

world travel will be looked at, and the movements of the 

tourists will be interpreted. The factors that affect the 

travel patterns of international tourism will be analysed 

and, finally, I will try to suggest future trends.

2-1 THE PRESENT DIMENSION OF THE WORLD MARKET

Wor1d tour i st arr i vals, both domesti c and 

international, are estimated at between 3,500 million and 

4,000 million in 1984. Domestic tourism continues to be 

the largest segment. As shown in Table 2.1, since 1979 

its share has tended to increase, and has reached over 90 

per cent of total tourism demand in 1984. According to 

W.T.O.'s estimation1, in 1981, domestic tourism's share 

of total tourism by region was s Africa. 47' per cent; 

Americas 93 per cent; South Asia 78 per cent; East Asia 

and the Pacific 75 per cent; Europe 88 per cent; and 

Middle East 45 per cent.

International travel in 1984 for business or other 



speci i i c purpos e s, such as ho 1 i days and 1 ei sure, i s 

estimated to account for a total of 300 million 

movements, 2 per cent more than in 1983. International 

t r a v e 1 g e n e r a t e d 100,000 m i 11 i o n c u r r e n t U n i t e d 81 a t e s 

dollars (excluding transport), some 5 per cent of the 

t o t a 1 v a 1 u e o f w o r 1 d t r a d e.

E u r o p e , t h e U n i t e d S t a t e s a n d C a n a d a s e e m t o b e t hi e 

most imp ort ant tourist-rec eiv ing areas since the 1960s. 

I n 1983 , 80 p er cen t of t he t ot a 1 ar r i v a 1 s wer e r ecei ved

b y t h e s e c o u n t r i e s.. B u t t h e r e s e e m s t o h a v e b e e n a

constan t downward t r • end since 1966.

Si mi 1 ary, there seems to be a group of countries

which generate a large number of tourist arrivals all 

o v e r t h e w o r 1 d.. Fro m t h e f i g u r e s give n b y W.. T. 0 « , in 19 8 0 

a n d 1981 , 53 p e r c e n t o f t o t a 1 i n t e r n ¿a t i o n a 1 t o u r i s t

ar r i va 1 s wer e f r om twe 1 ve countr i es ; t hey are s Austr i a, 

B e 1 g i u m , C a n a. d a, F r ance, W e s t G e r m a n y , 11 a 1 y , J a p ¿a n ,

Net her1 ands , Swed en, Swi t zer1 and, Un i t ed Kingdom, and t he 

U n i t e d S t a t e s.

I n 1982 i n t e r n a t i o n a 1 t o u r i s m g e n e r ¿x t e d a b o u t 2 8 0

million arrivals. This represents a 1.3 per cent decrease 

from the previous year and is the first time 

i ntern¿at i ona 1 , tour i sm demand has f a 11 en si nce 1960 (see

Tab1e 2.2). Cyc1i ca1 behavi our in i nternati ona1 touri sm 

has been observed, however, since the 1960s showing a 

notable slowing-down of the growth rate every six or



seven years, although only in 1982 was there a negative

annual change (see Table 2.3).

TABLE 2.1 WORLD TOURISM TRENDS, 1979-1984 
(Fi gur es are in mi 11i ons)

YEARS TOTAL DOMESTIC TOURIST INTERNATION TOURIST
MOVEMENTS ARRIVALS ARRIVALS

mn mn ( 7. ) mn (7.)

1979 2370 2100 (88.6) 270 (11.4)

1980 2425 2150 (88.7) 279 (11.3)

1981 2613 2323 (88.9) 290 ( 11.. 1 )

1982 2980 2700 (90.6) 280 ( 9.4)

1983 3194 2900 (90.8) 294 ( 9.2)

1984* 3700 3400 (91.9) 300 ( 8.1)

* Pr e1i mi n ar y est i mat i on

SOURCE s 1979-1981 Data s W.T.O. — World Tourism in
Figures, 1982 Ed., p 2

1982-1984 Data s W.T.O. — Economic Review of 
World Tourism, 1984 Ed.., p 30; 
and W.T. 0.—Wor1d Tr avel
Tourisme Mondial, No. 184, p 49

Index & Percentage s seif—calculation



TABLE 2 .2 INTERNATIONAL TOURISM DEMAND

YEAR ARRIVALS INDEX ANNUAL CHANGE
(mi 11ions) (1960“100) (percentage)

—• ~ —- •— ..... ..... ..... .. ............... ..... ..... ..... <ewe
1960
1978
1979
1980
1981
1982
1983
19 8 4 *

69 100
258 372 7.6
270 387 3.9
279 404 4.4
290 409 1.3
280 404 -1.3
294 424 5.. 0
300 433 2.0

* F r e 1 i m i n a r y e s t i m a t i o n

SOURCE :: 1960— 1982 D a t a x W. T. 0. — E c o n a m i c R e v i e w o f
World Tourism, 1984 Ed., p 33

1983 Data x W.T» 0.—Regi on a1 Breakd own of
Wor 1 d Tour i sm St at i st i c s,
1984 Ed., p8

1984 Data x W.T.O.—World Travel Tourisms
Mondial, No. 184, p 49

Index and Annual change x se 1 F -ca 1 cu 1 at i on

TABLE :2.3 ANNUAL AVERAGE GROWTH OF INTERNATIONAL TOURISM 
DEMAND

YEAR AVERAGE GROWTH RATE 
(p er c en t ag e)

. ... -—... — —. — . — —..—- .. —- — —... . — —- ...... — —... .  • •— — — •

1950 - 1960 10.6
i960 - 1970 8.7
1970 -
1975 -

1980 5.7
1982 3.8

SOURCE x W.T.O.—Economic Review of World Tourism, 1984 
Ed., p 33

37



2.2 INTERNATIONAL TOURIST MOVEMENTS

International tourist arrivals are currently around 

280 million annually. Table 2.4 gives international 

tourist movements for selected years. It will be seen 

that there is a remarkable geographical concentration. 

Europe, easily the principal destination region, in 1982 

received almost 71 per cent of world total arrivals; 

Nor t h Amer i c a r an ked sec on d wi t h about 12 per cent; Lat i n 

America and the Caribbean with about 7 per cent is ranked 

third. East Asia and the Pacific become more and more 

important as a tourist destination for international 

tourists. In 1982, it received almost 6 per cent of world 

total arrivals. None of the other world regions could 

claim more than 2.5 per cent and the Middle East, Africa 

and South Asia combined had a mere 4.98 per cent.

From the figures of Table 2.4, we can see that over 

the period 1975 to 1983, the shares of Europe, Africa, 

and Americas declined while those of the Middle East, 

South Asia, and East Asia and the Pacific increased.

In order to have a clear view of the international 

tourist movements, the regional trends of international 

tourism, interregional and intraregional tourism, and the 

main purposes of visits will be discussed in greater 

depth.



TAE^LE 2.4 International tourist movements

REGIONS ARRIVALS (mi11i on s) 
1975 1981 1982 1983

mn ( % ) mn ( % ) mn (7.) mn (X)

Af r i c a 4.7(2.2) 7.2(2.5) 6.7(2.3) 6.7(2.3)

Ameri cas 43 (20.0) 54 (18.7) 51 (17.9) 51 (17.8)

Nor t h Amer i c a 29 (13.7) 36 (12.5) 34 (12.0) 34 (11.9)

Lati n Amer i c a & 
t h e C a r i b b e a n 14 (6.3) 18 (6.3) 17 ( 6 „ 0 ) 17 (5.9)

East Asi a & 
the Pacific 8.5 (4.0) 22 (7.6) ^3 (8.1 ) 23 (8.1)

Europe 154(72.0) 196(68.3) 195(68.4) 196(68.5)

Middle East 3.5 (1.6) 6.2(2.1) 7. 0(2.4) 6.2(2.4)

South Asia 1.6 (0.7 ) 2.4(0.8) .ci u 4(0.8) 2.5(0.9)

Total

1 
1

1 M 
!

1 r-i 
;

! tn 
i

i 
1

1 - 
i

1 
!

1 O 
1

1 O 
1 

i - 
!

288 (100) 285 (100) 285 (100)

Note : See Appendix 1 for countries involved in each 
r egi on

Source s 1975 Data s W.T.O.—Economic Review of World 
Tourism, 1984 Ed., p 36

1981-1983 Data s W.T.O.—Regional Breskdown of 
W o r 1 d T r a v e 1 & T c< la r i s m
Statistics, 1984 Ed., p 8

Perc entag e of In tern at i on a1 Tour i st arr i vals : 
self-cale u1 at i on



FIGURE 2.1 : INTERNATIONAL TOURIST MOVEMENTS

7. of International 
Tourist arrivals

KEY : 1975 1981 1982

NOTE s 1. Africa

2. Americas

3. East Asia & the Pacific

4. Europe

5. Middle East

6. South Asia
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2.2.1 REGIONAL TRENDS OF INTERNATIONAL TOURISM

Africa showed an upward trend for international 

tourism from 1975 until 1982 when arrivals dropped by 7.5 

per cent due to the sharp decline in arrivals in the 

northern regi on.. A s 1 i ght recovery was recorded i n 1983 

which may indicate that government initiatives were 

introduced to encourage the growth of international 

tour i sm.

The number of international tourist arrivals in the

U.S. and Canada region reached 53.89 in 1981, which 

represents a 1 per cent rise over the previous year. In 

1982 and 1983 a drop in international tourism was 

projected for North America. In part, this can be 

explained by a drop in intraregional tourist travel in 

this region.

International tourism in the Caribbean registered 

an increase from 1980 and Latin America did worse than 

any other regions registered a negative change.

For some years the Asian regions have been 

registering substained rates of growth in international 

tourism. For 1975 to 1983, South Asia (4 per cent) 

exceeded average world growth (3.8 per cent) and East 

Asia and the Pacific (9.3 per cent) was nearly two and a 

half times higher. This latter region has profited a lot 

from the growth of intraregional tourism. For example, 

half of all Japan tourists going abroad stages within the
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A s i a n r e g i o n - 32 T h e e f -f o r t. s m a de by t h is r e g i o n t o 

i m prove i t s tourist-receiving Facilities — b ot h t h e 

infrastructure and transport services (especially by air) 

— a n d t h e s u s t a i n e d t o u r i s m pro m o t ion c a m p a i g n h a v e 

en sured the st ead y r i se in i nter n ati on a1 touri sm to th i s 

region.

Europe the number o-f tour i sm

was stable From 1975 to regi onal

growth was 2 per cent below the wor1d average From

to the exceeded the

I n i n t e r n a t i o n a 1

1983 a v e r a g e

a n n u a 1 g r o w t h

a v e r a g e r a t e but •For the following years the

were very slight (an increase of- 0.4 per cent in 1981 and

0.8 per cent in 1982)

t h eDuri ng 1982 i n t er n at i on a 1 t o ur i st arr i v a 1 s i n

Middle East per However i fi

■F o 11 ow i n g y ear 1983, there was a drop o-F 10.. 6 per cent.

1 t h e

Since 1975 there has been a trend towards marked growth

in this region with substantial -Fluctuations from year to

year Because o-f this p romet i on a1 act i v i t i es wer e

undertaken by the t our i sm aut hor i t i es o-F vari ous

countries in this region to ensure a

travel arri vals However the

unstablity o-f this region to be the major problem

i n t e r n a t i o n a 1

i n

p o 1 i t i c a 1

i n t h e d eve 1 op men t of i n t er n at i on a 1 t our i sm i n t h i s

regi on
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2.2.2 INTERREGIONAL AND INTRAREGIONAL TOURISM

Basically, international tourism is intraregional 

tourism. In 1982, for examp1e, a1most 80 per c ent of

international tourism came from the countries of the same 

region. In the period 1977 to 1981, the average annual 

growth rate of i ntr aregi onal tourism was about 4 per­

cent .

In the same period growth was very uneven from 

region to region. All regions except Europe and the 

A m e r i c a s h a v e g r e a 11 y e x c e e d e d w o r 1 d a v e r a g e a n n u a 1 

growth. East Asia and the Pacific recorded the? highest 

rate (8.5 per cent ), followed by Africa (7.8 per cent).

Europe is the region with the greatest share of 

i ntr ar eg i onal tourism s over 80 per cent. There? are two 

factors that promote intraregional tourism in Europe s 

(i) the ease of movement between different European 

countries; and (ii) the substantial existing tourism 

infrastructure and f ac i1i ti es. The i ntraregi ona 1 tour ism 

in Europe, in absolute terms, records five times more 

arri va1s t h an i nt erreg i on a1 arrivals.

2.2.3 MAIN PURPOSE OF VISIT

From the world travel and tourism statistics on the 

main purpose of travel indicates that about 70 per cent 

of international tourist arrivals was motivated mainly by 

a desire for a holiday and leisure; lo to 14 per cent is 

4 3



a tt r i b Lt tabi e t o b u s i n e s s r e a s o n s a n ci the re m a i n i n g 16 p e r 

cent to other motives, including travel for religious, 

fami1y or sports purposes, etc.

The Americas have shown the highest relative share 

f or h olid ay pur poses. In some c ount ri es (e. g . Lat in 

A m e r i c a a n d C a n d a.) visit s t o f a m i 1 y o r f r lend s c o n t a i n a 

substantial percentage of total arrivals, and is around 7 

per cent; this motive is even more important in Canada s 

it a p plied t o 20- 5 per cen t of i n t ern at i ona1 t o u r i st 

ar r i va1s i n 1980.

A thorough analysis of the main purpose of visits 

to a country continues to be valuable for indicating

which segments of demand could be targeted for promotion

act i v i t i es, b y dist i n g u i shi n g t h em from other f or

travel Moreover the c on tin ued study of demand

mot i ves of the t our i st g en erat i n g coun trie s can

country con t i n u ou s1 y ad just t h e t ourism suppl y to the

t h e

h e 1 p a

r equi r-ement s of the demand »

2.3 SEASONALITY IN INTERNATIONAL TRAVEL

Seasonality usually occurs in the operatioin of

tour i st act i vi t i es„ Europe 

examples, show a typically 

distribution of international

and Nor th Amer i ca, for

seasonal pattern of the

tourist arrivals (see Table

2.5 and Figure 2.2). The greatest number of tourist 

arrivals to Europe and North America occurs in between 

Ju1y and September.
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Seasonality will cause many undesiration effects on 

e m p 1 o y m e n t, t h e u t i 1 i z a t i o n o f p r o d u c t i v e c a p a b i 1 i t y , 

intrastructure and facilities that are linked with 

tourism» Many governments, therefore, have proposed a 

series of measures aimed at reducing the seasonality of 

cer t ai n sector s of demand.

However, not al 1 countri es h ave t h e prob1em of

se a son al i t y.

spec i a 1 i z at i on

Gen er a11y sp eaki n g, it d ep end s on t h e 

and the profile of demand of the

d est i n at i on s

The more specialised the destination, the more 

likely it is that seasonality will produce an effect» 

Some beach, mountain, hunting or fishing destinations, 

for example, are highly seasonal.. This seasonal factor 

is, therefore, associated with the tourist utilisation of 

the destination's basic resources»

In countries highly dependent upon certain 

countries for tourists, there are generally highs and 

lows in the number of arrivals from month to month. The 

J a p a n e s e a n d t h e U n i t e d K i n g d o m o v e r s e a s t r a v e 11 e r s , f or 

example, show a seasonal fluctuation in their visits. The 

greatest amount of Japanese overseas travel occurs in 

summer. Subsequently, there is a lull until the February“ 

April period when recovery is seen. This is followed by a 

drop once again, until the following summer (see Table 

2.6 and Figure 2.3).. For the U.K. overseas travel, more
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th^n per cent of the total takes place between June 

n -J 0 c t ober. r h e ma j or i t y of U. Kh o 1 i d ay-mak er s t r ave 1 

abroad in August and the smallest number in February (see 

fable 2« 7 and Figure 2.,4) .

East Asia and the Pacific region, contrasted with 

North America and Europe, shows only very little or even 

no seasonal fluctuation (see Table 2.5 and Figure 2.2). 

One of the reasons for this may be that this region 

covers a wide range of areas that include both Northern 

and Southern Hemispheres. Even though this region does 

not show any seasonal fluctuation, it is impossible to 

conclude that seasonality does not occur in China. If a 

s t u d y w a s m a d e o f s e a s on a 1 a r r i v a 1 s , t h i s w o u 1 d g i v e 

China useful information in the planning and development 

of i t s t ourism i nd ust ry»

TABLE 2.5 SEASONALITY
(Percentage of international tourist arrivals 
by quarter)

REGIONS

Africa :
North 
South 

Americas
North 
South

East Asi a 8« 
the Pacific

Europe 
Middle East 
South Asia

SOURCE s W.T.O 
Ed. ,

1978 1980
1st 2nd 3rd 4th 1st 2nd 3rd 4th

24.0 22.5 27.3 26.3 21.0 24.3 31.2 23.5
23.3 21.8 28.1 26.8 19.8 24.2 33.0 23.0
25.8 24.5 24.8 24.9 24.3 24.4 26.0 25.3
27.9 21.5 25.9 24.7 19.7 25.2 35.4 19.7
16.1 26.9 37.9 19.1 16.1 26.0 38.5 19.4
29.0 20.9 24.7 25.4 27.1 21.5 20.2 21.2

24.0 22.8 25.7 27.5 24.5 24.0 24.8 26.7
14.1 25.1 43.3 17.5 18.0 24.9 38.4 18.7
24.2 23.7 26.4 25.7 23.6 26.6 26.7 23.1
25.6 20.6 25.9 27.9 26.8 21.0 23.6 28.6

.—Economi c Revi ew of Wor1d Tour i sm 1984 
p 42
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FIGURE 2.2 SEASONALITY OF INTERNATIONAL TOURIST ARRIVALS 
TO NORTH AMERICA, EUROPE AND EAST ASIA & THE 
PACIFIC

of International 
Tourist arrivals
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SEASONAL FLUCTUATION OF JANANESE OVERSEAS
TRAVELLERS

T ABLE 2-6

fOTAL OVERSEAS TRAVELERS (thousands)
MONTHS 1982 1983

January 317 326
Feburary 361 364
March 377 393
Apr i 1 306 309
May 316 320
June 339 •—.* •-•*
Jul y 370
August 417 438
September "T "T 366
October 328 346
November 338 340
December 303 Troc?

SOURCE 5 Japan Nat i on a1 Touri sm Or g an i s at ion  - Tour i sm 
in Japan 1984, p 9

TABLE 2.7 SEASONAL FLUCTUATION OF U.K. OVERSEAS
TRAVELLERS

TOTAL OVERSEAS TRAVELLERS (thousands)
MONTHS 198 1984

January 947 1034
Feburary 875 887
March 1156 1335
Apr i 1 1616 1718
May 1646 1826
June 2142 2436
July 2677 2484
August 3187 1
September 2711 2972
October 2027 2058
November 1098 1235
December 912 949

SOURCE Business Monitor — Overseas 1 ravel & Tourism, 
4th Qtr., 1984, p 18
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SEASONAL FLUCTUATION OF JAPANESE OVERSEAS
TRAVELLERS

FIGURE
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FIGURE 2.4 SEASONAL FLUCTUATION OF U.K. OVERSEAS 
TRAVELLERS
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2.4 MODES OF TRANSPORT FOR INTERNATIONAL TRAVEL

According to Robert Senior3, the main factor which 

affects methods of travel appears to be geographical. 

Obviously if a country is landlocked, it is unlikely to 

witness the arrival of many visitors by sea. If a country 

i s t h ousan d s of m iles f rom its pr inci p a1 sour ces of 

visitors, most arrivals are likely to be by air. Islands, 

generally receive most visitors by air because sea travel 

is an impractical alternative for holiday travellers 

unless a cruise is involved. In the case of Britain, even 

with good short sea connections to continental, sixty per 

cent of the total international tourist arrivals was by 

air in 1982. The extent of air travel is also dependent 

on whether the country is a primary or secondary choice 

of destination; countries which are frequently visited by 

tourists from neighbouring countries which are perhaps 

more popular tourist destinatons are likely to display 

more land arrivals. And the presence within the country 

of a major international airport of airline will be an 

i mpor tant factor, tdo.

On the whole, land transport, particularly by road, 

has the greatest share of total international tourist 

movements« Accordi ng to W.T.0. '8 esti mates, land 

transport accounts for 70 per cent of the total , followed 

by air t ranspor t and final 1 y, by sea t r ansport »

According to the records of W.1.0., air transport 
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is especially important in countries in East Asia and the

f at i . iu, ? .„% per cent; South Asia, 82 per cent; much less 

in Africa, 52 per cent and Europe, 14 per cent» Sea 

transport in the East Asia and the Pacific region 

accounts for lv per cent of all transportation. Road 

transport in the region is relatively important and 

ranges from lo to 25 per cent of all transportation 

(depending on whether the country is an inland country 

or a coastal country s the inland countries are more 

likely to rely on road transport than the coastal ones).

Rail transport is significant in only a small 

number of countries, and most of these are in Europe,. The 

share of international tourist arrivals by means of rail

t r an sp ort in t h ese con t i n entai count ri es acc ount s f or 8. 5 

per c e n t o f t h e t o t a 1 a r r i v als.

2.5 FACTORS AFFECTING THE FUTURE TRENDS OF INTERNATIONAL 
TRAVEL

There are many different kinds of social, economic, 

and physical conditions and other factors affect 

i nt ern at i on a1 t our i sm» Differen ces i n weat her, language, 

culture, and customs act as obstacles to some travellers 

and as attractions for others. Absence of leisure time 

and dispossible income for spending can retard the 

expansion of tourism. Other factors that hinder tourists 

from travelling to particular destinations include poor 

t r an sp or t at i on an d c ommun i c at i on s, ri se i n cost i n 

travelling abroad, fluctuation of exchange rates, war and 
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civil disturbance, work stoppages, inferior health 

f aci1i t i es, i nsani t ar y c on d i t i ons, unp1easant food or 

lack of familar food, overcrowding, and inadequate hotel 

arid travel facilities- These conditions are of 

fundamental importance as factors influencing the volume

and direction of i nt ernati on a1 t ouri st t r ade.

Wah abs h as id en t i f i ed f our fac t ors that affeet

future tourist development 5

(1) economi c uncert ai nty st emming f r om i nf1 at i on,

fluctuating currency exchange rates, unemployment and 

protective measures introduced without previous

warning ;

(2) the availability of energy resources at prices

affordable to tourists and the operators of tourist

servi ces?

(3) the capital requirements and running costs of the 

tour i st sect or; and

(4) the demand to include environmental, social and 

cultural issues in tourist development decisions.

However, the greatest problem confronting 

international tourism arises from government actions or 

regu1 at i ons r e1 at i ng to t our i sm. Sueh i mpedi ments fall 

into two general groups s those that affect individual, 

travellers and those that affect businesses dealing with 

travellers. Bernard Ascher6 had identified forty 

specific obstacles to international tourism (see Appendix 

2 for detai 1 s) » I hese obstacl es- can be* di vi ded i n to i i ve 



groups, including three groups of obstacles applicable to

those affecting companies providing

to facilate travel (travel agents, tour operators) ; those

af fecti ng c ompani es provi ding transport at i on (ai r1ines

rail ways, c oac h op er at or s , c ru i se li n er s); and those

affecting c o m p a n i e s p r o v i d i n g reception fac i1it i es

( h ot els, car A fourth group concerns

obstac1es a f f e c t i n g i n d i v i d u a 1 and finally,

there is a group consisting of unclassified obstad es.

Further consideration of the factors that affect 

international tourism prompts a number of questions. What 

can be done to accelerate the elimination or progressive 

reduction of barriers (such as air transport agreements 

between China and other countries) for more foreign 

tourists to visit China ? What approaches are most 

appropriate in dealing with these types of barriers ? 

Under what conditions can the restrictive practices (such 

as the restrictions on entry visa requirements on foreign 

visitors and the limitation on the duration of stay in 

China) be removed ? None of these questions lend 

themselves to quick solutions in as much as government 

actions are required to effect changes.

Problems arising between countries on matters 

related to travel and tourism are often handled on a 

bi I at er al basis. For example, by the end of 1 ?Sz., the 

United States had bilateral tourism agreements with four 

countries s China, Egypt, Mexico, and the Philippines; 



ci n cl b i .1. et t e r a 1 a i r t r a n sport a g r e e m e n t. s w i t h 81 co u n t r i e s

Because many of the problems generally are not limited to 

a few countries, the need for dealing with them at 

internati onal 1evel i s recognised.

I h e f ut ur e ex p an s i on of i n t er n at i on a 1 t our i sm n ot 

only d e p e n d s o n t h e adv a n c e s i n t r a n s p o r t a t i o n a n d 

commanicat i on , t he economi c gr owth , a.nd the deve 1 opment 

of countries around the world, but also on the government 

attention to existing problems.

2.6 FUTURE TRENDS OF TOURISM

I n t e r natio ri a 1 t o u r i s m r e p r e s e n t s o n 1 y a b o u t o n e -

fifth of total tourists. As already emphasised, the 

domestic tourist market is very much greater and probably 

accounts for about 2,500 million tourists at the present 

time. In the developed countries there has been a 

remarkable increase in the numbers of nationals taking a 

holiday, whether abroad or at home, during the past two 

decades. In the future this trend seems to be continue, 

but will growth at a slower rate. The developing 

countries generate some 8 per cent of total international

ar ri v a1s in the industr i a1i z ed count ries and ac c oun t for

slightly over 20 per cent of total arrivals in the 

developing countries.7 The movements of persons from the 

developing to the industrialized countries have become

m o r e a n d mor e s i g n i f i c a n t.

As disposible incomes increase, standards of living
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ri^e, and the length of paid holidays increases there is 

likely to be an increase in tourism, whether is a 

domestic or an international nature. As the developing 

countries grow, it may be expected that their nationals 

too will begin to take part in tourism» This has already 

begun to happen in Brazil and Mexico.® 

It

and the

tourist

However,

is obvious that for a long time to come Europe

Mediterranean will continue to be the main

dest inat i on s of t he i nt ernati ona1 touri sm.

t h er e ar e i nd i c at i on s showi n g t h at ot her ar eas

will also attract tourists in the future, e.g. East Asia 

and the Pacific.. With improved air transport, many people 

are able to travel further and as the current tourist 

destinations become increasingly overcrowded, it is very- 

likely that more and more holiday-makers will seek out 

new, 1 ess f requent ed desti nat i ons„ As wor1d popu1 at i on 

increases and more urbanisation develops, it could well 

happen that those countries providing space will have a 

h i g h 1 y v a 1 u e d c o m m o d i t y k e e n 1 y s o u g h t b y i n t e r n a t i o n a 1 

t our i st s „

On a long term basis, net only group travel but 

a 1 so i n d i v i d ua 1 t r ave Hing w i 11 ex p er i en c e an up war d 

development.. Dr. Auton Wurzl^ pointed out that on a long 

term basis the importance of tourism will increase in 

direct proportion to man's desire to spend holidays in 

faraway countries, to his need to travel and visit other 

countries. For many in the industrial and post-industrial 



w o r 1 d t his i s n o t o n 1 y p h y s i c a 1 y d e s i r a b 1 e b li t a 1 s o a n

i ntel1ectual and psycho!ogi cal need .

I n f u t li r e, the c h a r a c t e r i s t i c s o f j o u r n e y s w i 11 

change s a shift from short haul to long haul travel, and 

t h e i n c r eas i n g r e 1 at i v e i mp or t an c e of c er t a i n r i c h 

countries, such as Saudi Pir a b i a« 1 ° The proporti on of 1 ong 

haul travel wi11 r ise b ec ause partic ulariy f a s t trave1 

g rowth is ant i c i pat ed f r om cer t ain count ries w i t h a we 11 

above average share of long haul travel (e.g. Kuwait, and 

Saudi Arabia).

For the i ndustr i alised countries, L.J » Lie kori sh,

general director of the British Tourist Authority, 

predicted that 1 ong—di stance travel is most likely to 

expand in the higher-educated ranges of the populations, 

and that younger age groups will be expanded in future 

travel 1i ng.11

As expenditure and the number of nights per trip 

rise12, the currently high spending countries may become 

the main origin countries

t her ef or e , pr ed i c t ed t h at West 

States and the United Kingdom 

or i g i n coun t r i es in t h e comi ng

n the f uture- It i s , 

Germany, Japan, the United 

will be t h e most i mp or t ant 

years..

With the introduction of satellites and computers,

t r a v e 11 e r s b o t h domestic and wi 11 havei n t e r n a t i o n a 1 ,

more and be11er

travel options.

information available relating to their

Multiple options are now the trend and 
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this mecins that the travel trade is going to have to

pi' ovi de more f i n e 1 y tail or ed tra ve 1 arrangement s. It will 

be interesting to see if Travel Weekly's prediction of

space travel for the public by the mid 1990s is ever

fulfilled * x ;3:

CONCLUSION

There is a group of countries that generate the 

major amount of tourist arrivals all over the world» 

These countries include s Austria, Belgium, Canada, 

France, West Germany, Itaiy, Japan, Nether1ands, Sweden, 

Switzerland, United Kingdom, and the United States. To 

carry out the promotional campaigns in these countries 

may prove the most beneficial in terms of increased 

visitor flows.

In the past decade, international tourist arrivals 

to East Asia and the Pacific have grown nearly two and a 

half times. The increase in importance of this region as 

a tourist destination becomes much clearer» Intraregional 

tourism in this region seems important, and the main 

source of tourists is generated from Japan» Air 

transportation in this region is important and accounts 

for 76 per cent of the total.

Seasonality may greatly affect the employment, and 

the utilization of productive capability, the 

infrastructure, and the tourist facilities of a country. 

To diversify the pattern of demand and to build more 



urban centres, for examples, can minimise the occurance 

of seasonality.

The tourism market is very sensitive to social, 

economic and political conditions s changes in costs, 

habits, fashions and conditions relating to international 

events and politics are likely to affect tourism to a 

great extent. Increasing costs, for example, may diminish 

demand.

As expenditure and the number of nights per trip 

rise, the rich countries may become more and more

important in the long-haul segment. West Germany, Japan, 

the U.S.A. and the U.K. will become more and more

important in the near future.
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CHAPTER THREE : THE STRUCTURE OF THE BRITISH OVERSEAS 
TRAVEL MARKET

INTRODUCTION

T h e n u m b e r o f B r i t o n s t a k i n g h olid a y s a b r o a d has 

i n c r e a s e d r a p i d 1 y i n t h e p a s t t e n years f r o m 10.7 m i 11 i o n 

in 1972 'to 20.6 million in 1982» The rapid growth in the 

numbers of United Kingdom residents going abroad is very 

1 arge 1 y a ref 1 ecti on of the gr owth of i nc 1 usi ve tours 

which are able to offer cut-price holidays.

I f C h i n a w a ri t s to de v e 1 o p a p r o m o t i o n a 1 s t r a t e g y i n 

promoting itself to the U.K. and to find out the 

d i f f i c u 11 i es ex p er i en c ed b y U. K. t our op er at or s i n 

organising tours to China, it is necessary for China to 

h a v e a 1 o o k o n t h e s t r u c t u r e o f t h e B r i t i s h o v e r s e a. s 

t ravel marke t.

In this chapter, we can look at the subject from 

three broad perspectives. Firstly, the profile of British 

tourism abroad, which will include a discussion of the 

U.K. tourists needs and wants, their motivations, and the 

future t rends. Th e second perspect i ve will b e b ased on a 

review of the British travel industry, and will include 

t h e nat ure of t h e agent s' operat i ons, t h e ch arac t eri st i cs 

of in c1u s iv e t ours, the 1ong-hau1 i nc1usi ve t ours, and 

the distribution and promotion of the long-haul inclusive 

tours.. Finally, from a third perspective, the prospect 

for these inclusive tours from Britain will be appraised.
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3.1 THE PROFILE OF BRITISH TOURISM ABROAD

Before we discuss the profile of U.K. ove r s e a s 

tourists, there is a need to examine the segmentation

m e t h o d a d o p t e d b y t h e U „ K. o v e r s e a s t r a v e 1 m a r k e t . T h i s

market may be divided into two major segments s the short 

to medium haul segment and the long haul segment. The

short to medium haul segment includes those who take

visits to nearby European destinations (such as France, 

Spain, Greece, Italy and Yugoslavia) and North African 

d e s t i n a t i o n s ( s u c h a s M o r o c c o , a n d T la n i s i a > .

T h e 1 o n g h a u 1 s e g m e n t i n c 1 u d e s t h o s e w h o t a k e 

vi si ts t o dest i nat i ons f lar ther away f rom home countr i es 

(over 1,500 kms) .. Among such dest i nati ons are North and 

South America, South Africa, the Middle East, South Asia 

a n d , p at r t i c u 1 a r 1 y , E a s t A s i a a n d t h e P a c i f i c.

B a s i c a 11 y , t hi e d i f f e r e n c e b e t w e e n t h e t w o s e g m e n t s 

i s t h e d i s t a n c e b e t w e e n t h e U.. K. a n d t h e d e s t i n a t i o n 

countries. However, the cost of the total package 

(usua11y i nc1ude the cost of t ransf ers, hote 1 

a c c o m m o dation, mea1s and somet i mes exc ursi on) seems to be 

the main difference between these two segments. The vast 

majority of U.K. overseas visitors like to choose short 

t o m e d i u m h au 1 d e s t i n a t i on s b e c a la se t h es e ar e 1 e s s 

expensive and are easier to reach. Long haul 

d e s t i n a t i o n s a 11 r a c t m u c h s m a 11 e r n u m b e r s b e c a u s e o f t h e 

h i gher cost an d the 1onger trave11i ng t i me i nvo1ved. As 
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shown in Fable o.1, only about 12 to 16 per cent of U.K. 

travellers abroad are in the long haul segment (the main 

reason for the fluctuation of U.K.. travellers abroad may 

due to variation in the exchange rate in sterling 

pounds)., (see Table 3..2 & Figure 3.1)

Long h au1 dest i n at i ons like East Asia an d t h e 

Pac i f i c c oun t r i es , and sp ec i f i c a. 11 y Ch i n a, n ot on 1 y h ave 

to compete with short haul destinations like Greece or 

S p a i n , b u t a 1 s o w i t h e s t a b 1 i s h e d 1 o n g h a u 1 d e s t i n a t i o n s 

in Africa, the Americas and South Asia, in attempting to 

attract the small long haul segment of the U.K. tourist 

market.

TABLE 3.1 SHARE OF U.K. LONG-HAUL VISITS

YEAR TOTAL U.K„TRAVELLERS 
ABROAD

L. H.. VISITS SHARE
VISITS

OF L.

~ •••••
(mi 11i ons) (mi 11i ons) /u

— — — — —

1978 13 1 n 12.3 ( 100 )

1979 15 2.. 1 14.0 ( 114 )

1980 17 2.6 16.3 (133)

1981 19 2.8 14.8 ( 120 )

1982 20 2.7 13.5 ( 1 10 )

1983 21 2. 4 11.5 ( 93)

MOTES (1) The figures between the brackets are the 
i n d e x w i t h 19 7 S e q u a 1 t o 10 0..

(2) L.. H» ~ Long -h au 1

SOURCE : Column

Column

Business Monitor — Overseas 
travel and Tourism 4th Otr. 
1983, p 16.
Se 1 f -c a 1 cu 1 at i on .
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TABLE 3.2 RELATIONSHIP BETWEEN EXCHANGE RATES & LONG- 
HAUL VISITS

YEAR SHARE OF L.H. VISITS 
(1979 = 100)

POUND AGAINST US$ 
(1979 « 100)

1978 100 100

1979 114 111

1980 133 121

1981 120 105

1982 110 95

SOURCE Self-calculation based on data provided in : 
(1) Business Monitor — Overseas travel &

Tourism, 4th Qtr. 1983, p 16
(2) B.T.A. — Digest of Tourist Statistics, 

No. 11, p 9

FIGURE 3.1 RELATIONSHIP BETWEEN EXCHANGE RATES & LONG- 
HAUL VISITS

Index (1978=100)
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3.1.1 PROFILE OF U.K. OVERSEAS TOURISTS

Table 3.3 indicates the percentages of the British 

a d u 11 p o p u 1 a t i o n t h a t: t o o k h o Iida y s a b r o a d f r d m 1979 t o 

1982. The figures indicate that the age distribution of 

t he U„K. ad u11 popu1 ati on rema ins about th e same during 

that period, the age segments that take mosty holidays 

abroad being the 16—24; 35—44; and 45—54 age groups. The

25-35 age group take 1 ess ho 1 idays abroad may due to the 

fact that they need to take care of their young children. 

0 n e p o i n t t h a t n e e d s p a r t i c u 1 a r e m p h a sis i s t h a t t h e r e i s 

a trend of increasing importance in the 55-64 age group s 

this segment has changed from having only 40 per cent of 

its members taking holidays abroad in 1980 to 49 per cent 

in 1982. It is predicted that this trend will continue 

when the present middle age groups, that are accustomed 

to travel abroad, grow up. These implications for 

destination marketing can also be used by Chinese travel 

agents, as will be seen in the proposals for a 

p romoti ona1 strat egy in Ch ap t er 8.

The social class category (see Appendix 3 for 

social-economic groupings) shown in Table 3.3 indicates 

that there is a greater tendency for the upper middle 

c1 ass an d m i d die c1 ass to spend th ei r hoIiday s abroad. 

More than 86 per cent of the population of these two 

c1 asses had took ho1iday abr oad in the peri od 1980-1982. 

It should also be pointed out that it is becoming an 

i n c reas i ng1y common p rac t i ce f or the 1ower m iddie c1 a ss 
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to take their holidays abroad : only 53 per cent of this 

class took holidays abroad in 1980, but this population 

rose to 60 per cent in 1981, then to 66 per cent in 1982. 

The implications for Chinese travel agents in setting up 

the promotional strategy will also be discussed in

Chapter 8..

TABLE 3.3 PROFILE OF U.K. HOLIDAY-TAKERS IN SELECTED
YEARS ; 1976, 1980-82

BASE ADULT POPULATION HOLIDAYS ABROAD 7. OF POTENTIAL
(7.) (7.)

76 80 81 82 76 80 81 82 76 80 81 82

AGE

16-24 16 17 17 17 20 20 19 21 33 51 51 60

25-34 19 19 19 17 20 19 18 18 28 43 43 KT

35-44 17 17 16 17 16 18 17 19 26 45 48 55

45-54 15 14 14 14 21 20 19 17 37 61 61 60

55-64 14 15 16 16 14 14 18 16 26 40 51 49

Over 65 .1.8 18 19 18 9 9 9 10 14 21 21 27

SQCIOZ
ECOhL

AB 16 15 16 16 • 3 -3 31 34 28 55 89 87 86

Cl 21 21 21 31 27 28 28 40 53 60 66

C2 35 29 27 24 29 So 24 18 37 36 43

DE 28 30 34 36 12 13 15 20 1 1 18 20

SOURCE s Column 1 & 2 : B.T.A. — Digest of Tourist- 
Statistics Mo.. 7,9,10,11

C o 1 u m n 3 ; S e 1 f - c a 1 c u 1 a t i o n
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3.1.2 REGIONAL DISTRIBUTION OF HOLIDAY-TAKERS

In the past five years, the South East region of 

Britain alone has generated more than forty per cent of 

the total holidays abroad (see Table 3„4) (see Appendix 4 

f or touri st regions definiti on i n the U.K. ) „ The regi ons 

that have highest potential in generating tourist abroad 

are the South East, Wales and the East Anglia s 60 per 

c e n t, 51 p e r c e n t a n d 4 3 p e r c e n t o f t h e p o p u 1 a t i a n i n 

the South East, Wales and the East Anglia seperately had 

t oo k h o1i d ays abroad in 1981„ The 0hi nese promot i ona1 

st r ategy must take th is into c onsi d er at ion and poss i b1y, 

assuming that the trend continues, this may provide a 

va1uab1e psinter as to where to concentrate its future 

p r omot i on ..

TABLE 3.4 REGIONAL DISTRIBUTION OF HOLIDAY-TAKERS IN 
SELECTED YEARS : 1980-82 (percentage)

REGION ADULT POPULATION HOLIDAYS ABROAD 7. OF POTENTIAL
..... MM. MM. MM. MM. MM. MM. •MM MM. MM. M.M MM. .—M ..... MM. MM. MM. MM. MM. .MM ..... MM. ..... ..... ..... .... ...  .... • ...............— ••••• ......... .. ....... . » MM. MM. MM. MM. MM. MM. MM. ............

80 81 82 80 81 82 80 81 82
— ..... MM. ..... M... ... . ..— — „M. MM. — MM. M.M MM. MM.

NORTH 6 6 5 5 4 28
Y.& H. 9 9 9 7 6 6 30 28 28
N. W. 12 12 1 2 11 12 11 3'5 43 39
E.M. 7 7 7 & b 6 MJ,. ..... 30 3-5
W.M. 9 9 9 8 7 9 34 .MJ. 42
E. A. M^ T M^ .MJ. M.J. .MJ. 38 43 42
S»E« 31 31 31 41 44 40 ‘50 •So J *MM*
S. W. 8 8 8 8 7 7 38 •J f 37
WALES 5 5 5 4 6 6 31 51 51
SCOTLAND 10 10 9 6 6 8 2<b 38

NOTE s Yb& H„
E. M. = 
E » A a Ä 
S. W. = 

SOURCE s Column

Column

= Yorks & Humberside; N.W» " North West;
East Midlands; W.M„ = West Midlands;
East Anglia ; S.E» " South East;
South West
1 2 s English Tourist Board s British
Hom e T o u r i s m S u r v e y , 1980 , 1981 & 1982.
3 s Self-ca1cu1 ation



3.1.3 PERIODS OF TAKING HOLIDAYS ABROAD

In the past ten years, the British adult 

population has tended to take one long holiday a year 

r a t h e r t h a n t w o, t h r e e o r m o r e s h o r t o n e s (s e e T a b 1 e 

3.5) «

Table 3.6 indicates that over 70 per cent of U.K. 

holidays abroad of more than one night take place during 

the summer months between May and September. Table 3.7 

shows that July and August are the months most favoured 

b y th e Bri ti sh t our i st t a k i ng h olid ay s abroad par11y 

b e c au se t h i s peri od i s a1so t h e t ime when sc hooIs are i n 

holiday. Table 3.7 also indicates that each segment 

(s e g m e n t e d e i t h e r b y a g e o r b y s o c i o ~ e c o n o m i c g r o u p i n g s) 

h a s i ts own fav ourite peri od s. For exampie, in the 55-64 

age group, the favourite period in spring is March, and 

in summer, it is from June to September.. The implication 

for Ch i n ese dest i n at i on marketi ng i s that promot i ona1 

efforts should begin well in advance of these months 

(June to September) or those periods that are most 

favoured by each target segment. Moreover, the Chinese 

government can compare the favourite peri ods of each 

seg ment to t he condi t ions of Chin a at t h ese peri od s ar। d 

base on the results to set up the most suitable 

promotional strategies to each target segment, so that 

each target segment may have the? feeling that the best 

time for visiting China is during its own favourite 

peri od.

67



FREQUENCY OF YEAR

TABLE 3.5 LEVEL AND FREQUENCY OF HOLIDAYTAKING BY 
BRITISH ADULT POPULATION (percentage)

HOLIDAY TAKING 73 74 75 76 77 78 79 80 81 82

ONE HOLIDAY 43 44 41 44- 4 2 4 2 43 43 4 40

TWO HOLIDAYS 14 13 15 14 12 14 14 14 15 14

THREE or MORE 6 4 4 4 5 6 5 6 6

NO HOLIDAY TAKEN 37 39 40 38 41 38 38 38 39 40

TOTAL 100 100 100 100 100 100 100 100 100 100

SOURCE s B.T.A. — Di g est of Tour i st Stat i st i c S y No. 11

TABLE 3.6 MONTH OF TAKING HOLIDAYS ABROAD 1977-1982

MONTHS
HOLIDAYS ABROAD OF MORE THAN ONE NIGHTS (7.) 
77 78 79 80 81 82

MAY 8 9 10 11 10 11

JUNE 12 13 12 12 11 11

JULY 16 18 16 16 15 16

AUGUST 17 17 16 18 17 17

SEPTEMBER 14 14 14 14 14 14

OTHER MONTHS 
(Totally) .w,. 29 xn 2 9 33 31

TOTAL 100 100 100 100 100 100

SOURCE s B.T Di gest of Tourist Stat i St i C S y No. 11
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TABLE 3.7 BRITISH ADULT HOLIDAY TOURISTS (4 or more 
nights) : 1983 (percentage)

MONTHS
BASE JAN. FEB. MAR. APR. MAY JUN. JUL. AUS. SEPT. OCT. NOV. DEC.

AGE

16-24 3 2 2 6 9 12 38 34 9 6 * 6

25-34 2 5 2 7 11 16 34 29 17 11 3 2

35-44 2 3 5 9 14 15 29 43 17 6 2 2

45~54 2 3 6 9 12 17 30 38 20 9 3 j

55-64 4 2 8 10 14 21 29 23 31 10 4 4

OVER 65 1 5 10 20 24 26 27 21 12 2 5

SOCIO:
ECONOMIC

AB 6 8 8 13 15 17 31 31 23 13 2 5

ci 1 1 4 10 15 16 28 36 21 9 4 5

C2 2 2 j 5 9 19 37 30 16 8 2 j

DE 1 2 5 7 14 18 28 33 18 8 1 2

* Less than 0.5 7.

S0U RC E s B r i t ish Home Touri sm Surve y, 1984

3.1.4 THE COST OF TAKING HOLIDAYS ABROAD

The total cost of holidays abroad per person paid 

by the U.K. tourist has increased rapidly in the past ten 

years (see Table 3.8). Anthony Edwards1 in his report 

1' I n t e r n a t i o n a 1 T o u r i s m F o r e c a s t s t o 1995" p r e d i c t e d t h a t 

the relative costs of travel abroad by U.K. travellers 

will have 0.4 per cent increase per year in the period 

1983-1990 and 0.3 per cent in the period 1990-1995. ( see 
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Note Mo« 1 at end of this Chapter for the meaning of 

"relative costs of travel abroad") This explains why so 

many U.K« tourists like to spend their holidays within 

Britain or undertake short or medium hauls to the 

E u r o p e a n c o n t i n e n t a n d N o r t h A f r i c a.

Based on cost criter i a, the on1y hope Chi nese 

1 on g-hau 1 dest i n at i ons have i n at t r acting U„ K. t our i st s 

wou 1 d be eit her to tar get thei r pr omoti on al ef f or t s on 

the less price-sensitive segments (i«e. AB and Cl 

segments) or rely wholly on inclusive tours, which are 

able to offer cut-price holidays to the tourists, or 

b o t h. (A c c o r d i n g t o K a p 1 a n e t a 1 s, g r o u p p a r t i c i p a n t s m a y 

save more than fifty per cent of the cost they could 

expect to pay were they to foilow the same route on their 

own « )

TABLE 3«8 ESTIMATED EXPENDITURE INCURRED ON HOLIDAY
ABROAD AND PARTY SIZE 1976-1982

HOLIDAYS ABROAD OF MORE THAN ONE MIGHT
8180

AVERAGE TOTAL COST
OF HOLIDAY PER
PERSON* (p ound s) 162
INDEX(1976 = 100) 100

175
108

201
124

246
152

287
177 199 202

AVERAGE SIZE OF
EXPENDITURE
PARTY 2-0 1 « 9 2. 1 2 „ 0 2.0 2.0 2.. 0

I n c 1 u d e s c o s t o f a c c o m m o d a t i o n , travel a n d i n c i d e n t a 1 
expendi ture

NOTE : Party paid for as one unit (including children)

SOURCE : B « T.. A.. — Di gest of Tour i st Stat i st ics, No. 11



3-1.5 THE LENGTH OF TAKING HOLIDAYS ABROAD

The number of nights spent abroad by the U.K. 

travellers has risen from 176 million in 1978 to 267 

million in 1983, with a growth of 52 per cent (see Table 

3.9). More and more Briton like to spend their holidays 

abroad but on average they are shifting to short-haul 

destinations. Moreover, the number of nights per trip has

dropped from 13.5 in 1978 to 12.7 in 1983, a fall of 6

p e r c e n t. T h is is u n w e 1 c o m e n e w s f o r 1 o n g - h a u 1

d est i n at i on s sue h as Ch i na« Bet t er c o~op er a t i on an d

communication between the Chinese government and the tour 

operators appear to be important in setting the marketing 

st rat egy , seiec ti ng the tar get seg men ts and carr y ing out 

the promotional campaigns.

TABLE 3.9 LENGTH OF U.K. TRAVELLERS ABROAD

TOTAL U.K. TRAVELLERS TOTAL NUMBER OF NIGHTS PER
YEAR ABROAD NIGHTS ABROAD VISIT

W.M MW. • —. MM. W... MW. «MM MM. .M.. W.~ MW. W.M MW. .MW MW. MW. MW. MW . 'W~ MW. ..M. WW. .MW WM. MM. WW. —•. WM. MM. MW. MW. WM. MM. WW. .WM — WW. WW. .— WW. .W.. MW. MM. —-W. --------- - M-. ~~ • —

mn mn (i ndex (index
1978=100) 1978=100)

1978 13 176 (100) 13.5 (100)

1979 15 205 (116) 13.7 (101)

1980 17 228 (130) 13. 4 ( 99 )

198.1 19 251 (143) 13.2 ( 98)

1982 20 262 (149) 13.. 1 ( 97)

1983 21 267 (152) 12.7 ( 94)

SOURCE Column 1

Column 3

2 s Business Monitor — Overseas 
t r a v e 1 & T o u r i s m , 1 s t Q t r « 
1984, p6 & p 18

Seif-c al cui at i on
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3.1.6 EXPENDITURE OF- U.K. TOURISTS IN REGIONS OF ASIA

U. K. o v e r s e a s t r a. v e 11 e r s s p e n d t. h e i r m □ n e y mainly 

in two regions n North America and Europe. These two 

regions alone receive more than 85 per cent of the total 

expenditure of U.K.. travellers abroad in 1982 (see Table 

3.10>. The regions of Asia are classified within the 

“others" column, and account for only about 5 per cent of 

th e tot a1 ex pend i t ure. Even th oug h thi s p erc en t ag e i s 

small, it was still worth about 193 million pounds in 

1982. Moreover, there is an average annual growth of 

about 36 per cent in the period of 1976-1982. These 

figures can act as a guide to future marketing and 

planning by the Chinese tourism authorities.

1982 ( m i11i on p oun d s)
TABLE 3.10 EXPENDITURE OF U.K. TRAVELLERS ABROAD 1976-

AREAS 76
YEARS

(X)(X) 77 (X) 78 (X) 79 (X) 80 (X) 81 (X) 82

NORTH AMERICA 106 ( 9.61 119 (10.0) 167 (10.8) 265 (12.6) 408 (14.9) 518 (15.8) 472 (13.0)

EUROPE 814 (76.0) 886 (74.6) 1169 (75.4) 1535 (72.8) 1942 (70.9) 2264 (69.2) 2618 (72.3)

AFRICA & MIDDLE EAST 79 ( 7.4) 87 ( 7.3) 92 ( 5.9) 122 ( 5.8) 159 ( 5.8) 180 ( 5.5) 175 ( 4.8)

AUSTRALIA & NEW ZEALAND 17 ( 1.6) 25 ( 2.1) 26 ( 2.1) 35 ( 1.7) 43 ( 1.6) 58 ( 1.8) 80 ( 2.2)

COMMONWEALTH CARRIBDEAN
LATIN AMERICA 25 ( 2.3) 30 ( 2.5) 35 ( 2.3) 59 ( 2.8) 69 ( 2.5) 85 ( 2.6) 82 ( 2.3)

OTHERS 32 ( 3.0) 40 ( 3.4) 62 ( 4.0) 93 ( 4.4) 120 ( 4.4) 168 ( 5.1) 193 ( 5.3)

TOTAL 1070 (100) 1187 (100) 1551 (100) 2109 (100) 2741 (100) 3273 (100) 3620 (100)

SOURCE : B.T.i-i. - Di gest of Tour i s t S tat i st i cs, No. 11 /

Se 1 f -c a 1 c u 1 at i on



3.1.7 MAIN PURPOSES OF U.K.TRAVELLERS ABROAD

Independent holiday visits, inclusive holiday 

visits, and visits to f r i ends and r e1 ati ves const i tute 

the most common reasons for U.K. overseas travellers to 

visit the regions of Asia, which are classified within 

the "others" column in Table 3.11. Holiday visits, either 

independent or inclusive, account for about 53 per cent 

o f t h e total U. K.. t r a v ell er s t o t h i s r e g i o n a n d ar e 

becoming an increasingly important motive for U.K. 

tr ave 11 er s vi si t i ng t hese p laces.. The implications of 

th is trend f or the Chi nese dest i nat i on mar k eti ng will b e 

discussed in Chapter 8.

3.1.8 METHODS OF TRANSPORT OF U.K. TRAVELLERS ABROAD

During the past decade, air transport seems to have 

been the most favoured type of transportation used by 

Br i t ish t our i s ts t aki ng t h ei r h olid ay s ab road (see Tab1e 

3.12). Recently, there appears to be a decline in the 

share of total transportation used on holidays abroad by 

U. K.. travel 1 er s , neverthel ess , ai r transport sti 11 

consists of 66 per cent of the total share, and thus 

remains to be the most important type of transport of 

U.K. travellers abroad. Table 3.12 also indicates that 

while on holiday abroad, British tourists prefer to use 

p ackag e holid ay s r at h er t han i n depen d ent t r ave1. The 

i mplie at i on of th ese t wo pref eren ces f or dest i nat ion 

marketing by Chinese tourism authorities will also be



d i s c u s s e d i n C h a p t e r 8..

TABLE 3.11 MAIN PURPOSES OF U.K. TRAVELLERS ABROAD 1976- 
1982 (thousands)

PURPOSE OF VISIT YEAR
NORTH AMERICA EUROPE

RESIGNS
AFRICA &
MIDDLE EAST

AUSTRALIA Sc 
HEN ZEALAND

CARIBBEAN St 
LATIN AMERICA

OTHERS

HOLIDAY INDEPENDENT 1976 165 2814 84 10 40 40 (18.8)
VISIT 197B 263 3410 105 15 46 72 (25.0)

1980 510 4564 108 23 71 104 (20.7)
1982 482 5736 115 39 76 131 (25.35

HOLIDAY INCLUSIVE 1976 13 3653 124 t 16 65 (30.5)
VISIT 1978 27 4309 107 * 26 60 (20.8)

1980 225 5559 207 * 53 211 (41.9)
1982 169 7215 188 1 49 141 (27.3)

BUSINESS VISIT 1976 128 1710 118 10 26 32 (15.0)
1978 169 1841 168 10 27 47 (16.3)
1980 246 2186 152 9 35 61 (12.1)
1982 272 2213 155 16 31 70 (13.5)

VISITS TO FRIENDS & 1976 249 1433 81 44 34 70 (32.9)
RELATIVES 1978 287 1408 107 44 26 97 (33.7)

1980 355 1625 111 72 39 115 (22.9)

1982 332 1631 144 96 51 161 (31.1)

MISCELLANEOUS VISITS 1976 24 513 21 3 4 6 ( 2.8)

1978 36 695 21 7 4 12 ( 4.2)
1980 47 741 19 5 6 12 ( 2.4)

1982 45 950 37 12 4 14 ( 2.7)

* Less than 0.

NOTE s The

5 thousand

f i g u r e s be t w e e n t h e brackets are the 7. of

sh ar

SOURCE s B.T.A.

e of tot

— Diges

a 1 v i

t of

sit to

Tour is

this region.

t Statisti cs , N o . 11 /

S e 1 f g r o u p i n g of areas
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TABLE 3.12 TYPES OF HOLIDAY & METHOD OF TRANSPORT USED 
ON HOLIDAYS ABROAD BY U.K. TRAVELLERS, 1974- 
1982

METHODS OF HOLIDAYS ABROAD
76

70

OF 
7 7

69

27

MORE
78

69

THAN 
79

71

24

ONE
80

68

28

NIGHT 
81

68

28

>7.)
82

66

30

TRANSPORT 74

PLANE 71

BOAT 26

.....

66

30

HOVERCRAFT 3

TYPES OF HOLIDAY 
arrangement

PACKAGE (INCLU™

..... 4

DING CRUISES) 59 61 58 59 58 58 61 61 61

INDEPENDENT 41 39 42 41 42 42 40 C
D 40

SOURCE s B.T.A. — D i g est of 1"our i st Statis•tics , No. 1 1

3.2 FORECAST OF KEY SOCIO-ECONOMIC FACTORS INFLUENCING 
THE U.K. TOURIST MARKET

3.2.1 INCOMES

In 1984, the English Tourist Board-3 suggested that 

by the end of the decade national a.nd personal disposable 

incomes will increase by a quarter in real terms. But 

t h i s i n c r e a s e w i 11 b e s m a 11 e r t h a n t h a t o f m o s t o t h e r 

European countries. Cost consciousness will still be an 

extremely important factor, but the continuing desire for 

travel and holidays will ensure that demand is still high 

for the right products.. It is expected that low price 

travel, particularly air travel, will continue, and 

people will still go to places because they have been



accustomed to doing so. And if the increase in the 

personal disposable incomes does not match any increase 

in fares, people may still go to their planned 

destinations by other means. For examples, the use of 

c h a rtered f1i g h t s rat her t h an sched uled f1i gh t s. (th e

i mpor t an t of char t er ed f 1 i gh t s t o t our i sm wi 11 be 

di scussed in t he n ex t Chap ter) The deman d for c heaper 

i n c 1 u s i v e t o u r s w o u 1 d i n c r e a s e.

3.2.2 AGE GROUPS

T he Mat ri x Corp orat e Af f ai r Consu11 an t s Lt d„h as 

predi ct ed t hat t he propor t i on of retired peop1e, young 

people and young families in the 16 to 44 age group will 

increase. Moreover, the impact of new technology will 

1 ea d t o higher unemp1oyment, an d wi11 resu11 i n a short er 

working week, longer holidays and earlier retirement..

A s a r e s u 11 o f t h e s e c i r c u m s t a n c e s, a y o u n g e r b u t 

poorer ret i r ed group w i 11 deve1op . T h is ac t iv e ret ired 

group will have a greater need for holidays and services 

t o occupy thei r ti me, part icu1 ar1y in ho1i day resort s 

w i t h i n t h e U. K. .. C o n s e q u e n 11 y , Ion g - h a u 1 h olid a y s w i 11 

suffer a reduction in demand. More young singles and 

couples will require adventure or fun tours and demand 

mor e f 1 ex i b i 1 i t y i n t h e i r h o 1 i d ay f ac i 1 i t i es wh i 1 e 

cont in u in g t o b e cost consci ousat t he same t i me.
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SPENDING ON HOLIDAYS

There is a trend for the higher income groups to 

spend more on their leisure holidays. In contrast, the 

young and the unemployed are likely to be more cost 

conscious and will look for low price inclusive holidays 

that are suited to their needs.

3.2.4 LENGTH OF HOLIDAYS

The British will become more mobile and look for 

short weekend-style breaks more frequently during the 

year. As a result the average length of the main holidays 

may decrease. These short breaks could well be taken 

domestically rather than internationally by British 

peopl e.. s

H o w e v e r , s t a t u t o r y h o 1 i d a y s s e e m 1 i k e 1 y t o b e 

longer in the future, and the desire to holiday abroad 

will tend to increase.6 This will provide a good 

o p p o r t u n i t y f o r t h e t r a v e 1 i n d u s t r y t o d e v i s e m a r k e t i n g 

s t r a t e g i e s to m a k e t h i s d e s ire a r e a 1 i t y..

3.3 THE STRUCTURE OF THE U.K. TRAVEL INDUSTRY

Since t h e S e c o n d W o r 1 d W ar, t h e U.. K. travel 

industry has grown rapidly. Both horizontal and vertical 

i n t e g r a t i o n h a v e t a k e n p 1 a c e« M o s t o f t h e 1 a r g e r 

operators spread their activities widely, while the 

smaller ones tend to specialise in particular fields, 

eg.. p ar t i cu 1 ar d e s t i n a t ions or t y p es of h o lid ay.



3.3.1 THE OPERATION OF U.K. TRAVEL INDUSTRY

As noted in Chapter One, the tourism product 

c o n s i s t s e s s e n t i a 11 y o f t r a n s p o r t, a c c o m m o d a t i o n a n d 

a 11 r a c t i o n s » T h e p r o d u c e r s of t h e s e s e r v ices i n c 1 u d e a i r , 

sea, road and rail carriers, hotels and other forms of 

tourist accommodation, and the various man-made 

facilities designed to attract the tourist may be 

d i s t r i b u t e d t o t o u r i s t s i n a v a r i e t y o f w ays, e i t h e r 

d irect1 y , through t r ave1 ag ents, or t hrough tour 

operators or brokers.. These three sectors form the basic 

commerc i a 1 under taki n g s of the U. K.. trave 1 i ndustry.

Brokers are most actively involved in the 

d istri but ion syst em in t h e field of ai r t ransport and 

h o t e 1 a c c o m m o d a t i o n.. B y p u r c h a s i n g t h e s e p r o d u c t s i n 

quant i ty, they are ab1e to negot i ate 1ower pr i ces and in 

turn sell them individually to customers or travel agents 

at a mark-up that allows them an acceptable level of 

prof i t »

The basic, function of the tour operators is to act 

as "bulk purchasers". They buy a range of tourist 

products in bulk and "package" them for subsquent sale to 

travel agents or to customers directly.

T h ee are a t p r e s e n t m ore t h a n 6 5 0 t o u r o p e r a t o r s z; 

and they can be d i vi ded i nt o sever a 1 types accordi ng to 

t hei r mode of operat i on„ The most i mp ort ant t ypes inc1ud e 

t h e f o 11 o w i n g s
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(1) Mass Market Operators s such operators concentrate 

their activities on mass-market sun, sea and sand 

dest inat i on s such as Spa in, the Can ar y and Balearic 

Isla n d s a n d G r e e c e. I’ h e y u s u a 11 y s u b d i v i d e t h e i r 

o p e r a t i o n s t o s e r v e d i f f e r e n t m a r k e t s „

(2) Specialist Operators a such operators may range from 

local travel agents organising an ad hoc tour for 

twenty or thirty local passengers up to businesses 

off eri ng 1ong-dist ance i nc1usi ve tour s to exc 1 usive 

destinations.. Specialists may be subsidiaries of 

c ai'" r i er s or ac c omod at i on or gan i sat i ons, t h ei r 

function being to provide a sales outlet for such 

organisat ions' prod uct s.

(3) Domestic Operators a domestic operators are those who 

assemb1e an d sell i n c1 us i ve t ours t o a dest inat i on 

w i t h i n t h e U. K.

There are over 5,900 travel agents in the UuK«*3» 

They act as the retail sector of the distribution chain 

and buy travel services at the request of their clients» 

T hey provi de a conveni ent net work of sa1es outiet s 

cat eri n g for t h e needs of a local c at chment ar ea»

3.3.2 RATIONALISATION AND SPECIALISATION WITHIN THE 
INDUSTRY

During the past two decade, there has been a clear 

trend of specialisation and rationalisation. While the 

larger firms offer a wide range of holidays in many 

c o u n t r i e s , some o f t h e s in a 11 e r o n e s d e v e 1 o p s p e c i a 1 
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markets, targeted at the upper end of the market, for 

example, and offering a wider choice of resorts and 

h i ghier qua 1 i ty hot e 1 s. Compet i t i on i n thie tr avel mar ket 

has led to many of the smaller operators going out of 

business or, alternatively, being taken over by larger or 

more successful firms s Thomsons, for example, took over 

Lunn-Poly and Sunair. But even the giant operators can 

g et into di f f icu11i es, a s i n th e case of C1 ark sons, which 

lost several million pounds a year, and were bought by 

Court Line in 1974 (now also out of business). In the 

t o li r - o p e r a t i n g b u sine s s profit m a r g i n s are 1 o w a n d f i r m s 

can easi1y ge t i nto di f f i cu11i es„ Mor eover, the danger 

arising from fluctuation in exchange? rates tends to 

increase the risk of tour operators in operating overseas 

t our s«

Rat i on a1i sat ion a1 so b ri ngs about t h e ph enomen on of 

market domination by a few very large? tour operators. In 

1983, for example, the? top three of tour operators — 

Thomson, Intasun and Horizon — accounted for 2.4 million 

holidays, around twenty-night per cent of the total 

market.9 This phenomenon has increased considerably 

since 1969 when .just over fifteen per cent of the market 

was accoun t ed f or by ei gh t compan i es (Tab1e 3.13 

i ndi c ates the ei g h t 1 arg est t our op er at or s in 1971, 1981

and 1983)

Other t h an h or i zonta1 i nt egration, a con sider ab1e 

amount of vertical integration also occured, particularly
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b etween the airli nes and the t dur operat ors. Uni versal

Sky Tours Ltd. and Britannia Airways, for example, was 

one of the early link-ups. Other examples include the 

1 i n k -up of Cosmos and Mon ar c h Ai r lines? an d t he E-ir i t i sh 

A i rways wi t h Sovere i g n and Enterprise Tours.

TABLE 3.13 BRITAIN'S LARGEST TOUR OPERATORS IN 1971, 
1981 AND 1983

1971 1981 1983

CLARKSONS (0.60) THOMSON HOLIDAYS (1.02) THOMSON HOLIDAYS (1.27)

THOMSON HOLIDAYS (0.29) INTASUN (0.47) INTASUN (0.555

HORIZON (0.27) COSMOS (0.42) HORIZON (0.54)

SUNAIR/LUNN POLY (0.23) HORIZON (0.39) BA TOURS (0.53)

CASTLE (0.19) S«SA (0.35) RANK (0.37)

COSMOS (0.17) LAKER (0.32) COSMOS (0.30)

6L0BAL (0.15) NINGS/OSL (0.28) BLUE SKY (0.22)

BLUE CARS (0.13) GLOBAL (0.25) THOMAS COOK (Û.2Ô)

NOTE T h e f i g u r e s b e t w e e n b r a c k e t s a r e t h e 
passengers carried by the tour operators in 
mi 11i ons

SOURCE Column 1 &

Column

Holloway — The Business of
T ou r i s m, 1983, p 156
I.T.U., 1984, No. 3, p 5

3.4 INCLUSIVE TOURS ORGANISED BY U.K. OPERATORS

An inclusive tour, or a package tour, can be

defined as a trip undertaken for recreational purposes, 

pl anned advance in e ver y detai 1 (itinerary,i n
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accommodation, excursions etc.) by a tour promoter for an 

i n c 1usi ve price, paid f or enti re 1 y pri or to th e 

c o m m e n c e m e n t o f t h e t o u r „ 1 °

I n t h e U. K.. t h e f o r m a t i v e y e a r s o f i n c 1 u s i v e tour 

operations were the 1960s. Firms such as Clarksons, 

Th omson, Cosmos and Wa11 ace Arno1d i n t he U.K. grew fast. 

In the early 1970s, four separate but connected series of 

events took place and stimulated the growth of inclusive 

tours in U.K» s 

(1) Major growth occurred in foreign inclusive tours, 

particularly by air.. This was partly due to economic 

growth, partly to the availability of better and more 

e con o m i c a i r c r aft, a ri d p a r 11 y t o t h e e a s i n g o f 

f d r e i g n e x c h a n g e c o n t r o 1 s»

(2) Con s iderable in t eg rat ion t ook p1ac e, and tour 

operators became involved with other sectors of 

tour i sm sueh as air1ines or hotels.

(3) There was cut-price competition which caused

inclusive tours to become less expensive.

(4) Regu1 at ions and contr o1s on the i ndust ry were

progressively introduced. In 1971, for example, the 

Ci vi 1 Avi at i on Ac t pr ovi ded f or the i ntr oduct i on of a 

system of licences to control air tour operators.

In t h e 1980s, t he g rowth of i nc1usive tour s began 

to decline, but it still account for more than fifty—four 

per cent of all holidays abroad (see Table 3.14).

82



Because of the geographical position of the U.K., a 

g en e r a 11 y g r e a t er p r op or t i o n of U„ K. t our i s t s g d i n g

abroad use air travel compared with those from most other

touri st geDerating countri es„ In ai r tour operati ons, two 

mai n f or ms of i n c 1 usi ve t our s have ci eveloped s (i ) 

inclusive tour by excursion (ITX); and (ii) inclusive 

tour by charter (ITC) . (see Appendix 5 for exp1 an at i on of 

ITX and ITO

G e n e r a 11 y , t h e IT C h a s t e n d e d t o b e associât e ci w i t h 

mass-market travel in the cheaper price ranges. The ITX 

h a s t e n d e d t o b e i d e n t i f i e d w i t h s 1 i g h 11 y m o r e e x p e n s i v e 

p ack ages, si nce t he f 1 ig h t t i cket is mor e ex p en si ve an d 

price does not depend so directly on the number of 

p a s s e n g e r s..

TABLE 3.14 THE GROWTH OF INCLUSIVE TOURS IN THE U.K.

ALL HOLIDAYS ALL INCLUSIVE (B)/(A)
YEAR ABROAD (A) TOURS (B) 7.

....... ................. ...... ...... ......... ....... ...........—...... .. ....... ........... ...... ...... . — . .......... ...... ... —- ... .......... —.....—• • — - ------- -  —------------

mn (% change) mn (% change)

1976 ü n 6 ( - ) 3..9 ( - ) 59 „ 0

1980 11.6 (18.9) 6. 3 (15.4) 54. 3

1981 13.0 (12.1) 7.0 (11.1) 8

1982 14.3 ( 9.6) 7.8 (10.9) 54. 5

1983 1 4 n b ( 1.8) 7.9 ( 0.9) 54. 2

SOURCE 5 Col umn 1
Column 3

I.T.Q., 1984, Mo.2, p 47
Se1f-cale u1 at ion



LONG HAUL INCLUSIVE TOURS

According to distance, inclusive tours can be 

divi ded i nto two different categori es s long haul tours 

and short haul tours. Short haul tours usually include 

tours to all Morth African and European destinations. 

These destination are usually within 1,500 miles of the 

U. K. „ For 1ong h au1 tour s, 1onger d istances and Ion ger 

t r a v e 11 i n g t i m e a r e i n v o 1 v e d..

G e n e r a 11 y , 1 o n g h a u 1 t o u r i s m is a 1 o w v o 1 u m e

tourism (wi th on1 y t e n t o twen t y per sons in one tour). 11 

i s c o m p a r a t i v e 1 y m o r e h i g h 1 y p r i c e d t h a n t h e s h o r t h a u 1 

type. This is mainly due to the fact that higher air 

transport costs are incorporated in the package price.

The customers of long haul inclusive tours usually 

come from the professional and middle-class income 

groups. These customers are motivated more by 

"wanderlust" than "sunlust" (see Notes No. 2 at the end 

of this Chapter). They are less affected by seasonal 

chang es (compared wi t h t he short h au1 t ype) and t hei r 

demand for the long haul type holidays is highly income 

elast i c.

3.5.1 LONG HAUL TOUR OPERATORS

The advantages possessed by long haul tour 

operators are derived from their expertise as producers 

o r m a n u f a c t u r e r s a n d w h o 1 e s a 1 e r s o f t h e t o u r i s m p r o d u c t, 
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their accumulated knowledge of the market and their 

c o n t a c t s w i t h t h e d e s t i n a t i o n s .

The potential hoii day-makers are usual 1 y unfami 1i ar 

with the various long-haul destinations — transport to 

t h e m, t h e i r a 11 r a c t i o n s, etc». T h e y t h e r e f o r e r e 1 y o n t h e 

tour operator to supply them with adequate knowledge of 

t h e t r a n s p o r t t o v a r i o u s d e s t i n a t i o n s.

The long haul tour operators occupy a very 

important position in the U.K. tourist industry. They 

s e e m t o h a v e t h r e e c o n t r i b u t i o n s t o m a k e t o t h e U.. K. 

t ouri st i ndust ry s

(1) T h e y i n c r e a s e t h e v o 1 u m e o f s a 1 e s s t h e y are 

specialists in the marketing and distribution of the 

tourist product and thereby car") achieve a higher 

v o 1 u m e o f s a 1 e s.

(2) Th ey c an ob t a in 1ow cost c h ar t er s since t h e f ore ign 

t r a v e 1 d e m a n d is h i g h 1 y p r i c e e 1 a s t i c , o b t a i n i n g 1 o w 

c ost c h a rt er is of c r uc i a1 i / n p ortan c e.

(3) Th ey ensure h i g h qua1i ty st and ards s the 1 arg e U.K« 

tour operators usually market their packages on the 

basis of their brand name. This gives an assurance of 

t h e qua 1 i t y of t he ser vi ces.

Th e exi st ence of 1ong h au1 t our operators a1so 

seems to be important to the destination countries for 

three main reasons n

(1) The U.K.. tour operators have more intimate and
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detailed knowledge of demand relating to the travel

habits, trave1 motivations and the preferences of 

their customers than the National Tourism 

Organisations of long haul destination countries.

(2) The tour operators can more easily take into account 

the differences in demand from one market to another.

( 3 ) T h e t o u r o p e r a tors p e r m i t t h e? 1 o n g h a u 1 r e c e i v i n g 

countries to concentrate on furnishing the services 

t h ey sp ec i a 1 i se i n.

3.5.2 DISTRIBUTION AND PROMOTION OF LONG-HAUL INCLUSIVE 
TOURS IN THE U.K.

(A) Channel of distribution

Long-h au1 i nc1us i ve t our s are usua11y sold t hrough 

travel agents. It is estimated that over 90 per cent11 of 

long-haul tours are sold through these outlets and the 

rest are usually sold directly by the tour operators. 

Since a large amount of long-haul inclusive tours are 

sold throught travel agents, their opinions and 

recommendations may become important for the sale of the 

t o u r sT h e des t i n a t i o n N a t i o n a 1 T o u r i s m 0 r g a n i s a t i o n s a n d 

t h e t o u r o p e r a t o r s s h o u 1 d s t r o n g 1 y s u p p o r t t h e t r a v e 1 

a g e n t s w i t h s u f f i c i e n t a m o u n g o f p r o m o t i o n a 1 e f f o r t s a n d 

p rov i de them wit h enough i n f ormat ion.

Other outlets for the long-haul tours may also 

exist in the U.K., but are in relatively small scale. 

These include : Clubs and Societies; mail order; door-to 
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d o o r s e 11 ing 5 b an ks; and newsag ent ch a ins.

(B) Promotion and Advertising

The promotion and advertising of long-haul

i n c1 us i ve t ours i n the U.K » tour op erator s b us i n ess are 

usua11 y t a k en i n t h e foliowi n g f or ms s

il) Brochures

The tour operator's brochure is an important

m a rk et i ng t o o 1 in informi n g t h e cu st omer s ab out the

p r o d u c a n d p e r s u a d i n g t h e m t o p u r c h a s e i t » B r o c h u r e s

w i t h f u 11 y c o 1 o u r e d p i c t u r e s a n d h i g h e s t q u a 1 i t y

s h ouid be available well in advance of each

a p p r o p r i a t e p e r i o d o r s e a s o n..

tour brochure represents a major

T h e p r o d u c t i o n o f a

pr op or t i on of a t our

op er at or's mark eti n g budg et- 11 is est imated th at t he 

brochure costs 1-7 per cent of the total cost of the 

inclusive tours and is about 50 per cent of the total

marketing cost of the tours.12 The brochures are 

u s ua11y dist ri b ut ed t o t h e p ub1ic t h rough t rave1 

a g e n t s, o r b y d i r e c t m a i 1 m e t h o d.

(2) Press, rad io and te1evisi on

It is estimated that advertising alone accounts for 

2.8 per cent of the total operating costs of the 

tr ave 1 agents. 1 :s Press advert i si ng seems to be the 

most important type, and accounts for 60 per cent of 

the total advertising cost. The point of sale and 

window display ac c oun t for 30 per c ent and t he rest 

10 per cent goes on radio and television
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a d v e r t i s i n g . 1

(3) P er s o n a 1 s e 11 i n g

P e r s o n a 1 s e 11 i n g i s t h e m o st effect i v e t o o 1 i n 

bui 1 d i n g up buyer s ' pr ef er enc e, conv i c t i on , and 

action.13 However, due to its high operation costs, 

only limited number of travel agents and tour 

o p erator s apply this method as their pr o m o t i ona1 

tool. Regent Holiday, for example, is one of those 

that apply this method to promote their tours.

3.6 FUTURE PROSPECT OF INCLUSIVE TOURS IN THE U.K.

The growth of the market for inclusive tours seems 

to have slowed down in the early 1980s. Huge promotional 

expenditure will be needed to improve this situation.

Brochures, and press advertisments will retain their 

positions as the most important media, for advertising and 

promotion in the travel industry.. Several changes in the 

industry can be expected in the future. The large 

operators will continue to follow their policy of high 

sp en di n g (esp eci a11y in pr omoti on) an d exp an ding t h ei r 

mar ket share. The independent travel agent wi11 become

more personali sed and speci alised. Horizontal and

ver ti ca1 in t eg rat ion s w i 11 con tinue.

op erat ors wili prob ab1 y b ecome more 

T h e 1 a r g e t o u r

c oncer ned wi th

complementary activities such as airline operations and 

h o t e 1 m a n a g e m e n t.

If t h e predic ti on of Pan ne11 Kerr For st er and Co.1A 
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that a further 5 per cent fall in air fares between 1985 

to 1990 is correct, then inclusi ve tours to long haul 

destinations may increase. Cut-price competition and the 

array of marketing strategies employed by tour operators 

wi 11 conti nue to ma i nt ain 1ower p r i c e leve1s for pac k ag ed 

t o u r s i n t h e f u t u r e..

CONCLUSION

B r i t i s h r e s i d e n t s t r a v e 11 i n g a b r o a d h a v e i n c r e a s e d 

steadily in the past few years and up to 21 millions in 

1983. Since 1980, the share of long-haul visits has 

d ecreased g rad ua11y f rom 16.3 per cen t (2.6 mi11ion) i n 

1980 to 11.5 per cent (2.4 million) in 1983.

The average number of nights spent on overseas 

trips was 13.5 in 1978 and rose? to 13-7 in 1979, and then 

decrease?d gr adua 11 y to 12.. 7 i n 1983. Ho 1 i day tr avel i s 

the most important sector in travelling abroad, and 

accounting for about 70 per cent of total overseas travel 

in 1982- Air transport remains the dominant form of 

transport used on overseas trips, accounting for 6 7 per 

c en t of 1 ong-1r i ps.

U n d e r r a t i o n a 1 i s a t i o n a n d s p e c i a 1 i s a t i o n , t h e U „ K. 

trave1 market wi11 become more competi tive. The large 

tour operators will continue to provide low-priced 

package tours, and the i ndependent travel agents will 

become more specialised in one or two destinations 

services.
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Ch i n a 

market.» If 

maintain a 

c on ci i t i on s, 

promotional 

inoent ives 

seems to be

now f a c e s a h i g h 1 y c o m p e t i t i v e U.. K. long-haul 

the Chinese government wants to build up and 

g r o w t h p o s i t i o n i n t h e m a r k e t u n d e r t h e s e 

more specific marketing strategies and more 

eft o r t s w ill b e n e e d e dT h e p r o v i s i o n o f m ore 

t o b o t h t r a v e 11 e r s a n d t o u r o p e r a t o r s a 1 s o 

necessary.
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NOTES ON CHAPTER THREE

(1) ¡he relative cost of travel abroad is composed of 

thr ee el ements1 s

(i) the pace of inflation in the U.K., compared with 

inf1 ation in the mai n destinat i on countri es f or 

t o u r i s t s f r o m t h e U . K. ;

< i i ) the trends of exchange r ates between the IK K- 

and these destination countries;

(iii) changes in international air fares, including 

the impact of inclusive tour and concessionary fares..

(2) "UIanderlust" and "Sun 1 ust" are the terms used by

8 u i'" k a r t & M e d 1 i k t o e x p r e s s t h e t w o m a i n a n d d i s t i n c t 

mot i v at i on s in t our i sm con cei ved as pleasure or 

holiday travel10 s

(i> Wanderlust travel — this type of travel is 

motivated by the desire to exchange the known for the 

unknown, to leave things familiar and to go and see 

different places, people, and cultures or relics of 

the past in p1 aces f amous for thei r hi stor ica1 

monuments and associations, or for their current 

fashions and contributions to society-

(i i) Sunlust travel — this type of travel depends 

o n t h e e x i s t e n c e e 1 s e w h e r e o f b e 11 e r a m e n i t i e s f o r a 

specific purpose than are available in the domicile; 

i t i s p i'“ o m i n e n t w i t h p a r t i c u 1 a r a c t i v i t i e s s u c h a s 

sports and literally with the search for the sun.
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CHAPTER FOUR : INTERNATIONAL TOURISM AND THE DEVELOPING 
COUNTRIES

INTRODUCTION

China began expanding the tourism industry a few 

y ears ago. Even t hough Ch i na has a d i fferent political 

a n d e c o n o m i c a 1 b a c k g r o u n d i n c o m p a r i s o n w i t h most 

deve1opin g count ri es, t h e pr ob1ems that are faced b y 

C h i n ¿a i n d e v e 1 o p i n g t h e t o u r i s m i n d u s try w i 11 b e m o r e o r 

less the same. To have a look on these countries' 

problems can, therefore, give China many lessons for the 

development, control and management of its own tourism 

industry»

In t h i s section, t he tren ds and t h e ec on omi c i mpact 

of international tourism on the developing countries will 

be looked at.. After that, the role of the government, the 

organisation of tourism and the place of tour operators 

in the development of the tourist industry will be 

d i s c u s s e d , a n d f i n a 11 y, t h e p r o b 1 e m s i n m a r k e t i n g t h e 

developing countries as tourist destinations will be 

consi dered.

4. 1 THE IMPORTANCE OF INTERNATIONAL TOURISM TO 
DEVELOPING COUNTRIES

In developing countries, even though there was a 

slighly drop in average international tourism receitps in 

1982, an average annual growth rate of 6.6 per cent was 

recorded during the period 1979-1983 in nominal terms 



(see Table 4.1). Other than in. 1982, international 

t our i s t ar r i va 1 s t o t h e d eve 1 op i n g c ount r i es also 

increased as did the share of the world total. In 1979, 

for example, developing countries received 34.7 per cent 

of internationa1 tourism; in 1983 this f i g ure was five 

percen tage po in ts h i gher. During t he same per i od, 

international tourist arrivals rose 22.4 per cent in 

developing countries, while in developed countries, there 

was a drop of 0.8 per cent.

Intern at ion a1 arri va1s t o dest in a t i ons i n 

developing countries had an average annual growth rate of 

about 8 per cent per year during the period 1979—1983. It 

i s, t h e r e f o r e, 1 i k e 1 y t h a t t h e d e v e 1 o p i n g c o u n t r i e s w i 11 

continue to play an increasingly significant role in the 

i nt ernat i ona 1 tour i sm i ndustry. At the same t i me, thei r 

t our i sm indust ri es w i11 t en d t o make an i ncreased 

contr ibut i on to thei r economi es. Consequen11y, thei r 

governments are expending more effort, more time on 

exploiting available opportunities to improve the 

operation of their tourism industries.

The importance of international tourism to China 

w i 11 b e d i s c u s s e d , i n d e p t h , i n t h e n e x t c h a p t e r .
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developing countries, 1979-1983
TABLE 4.1 The growth of International Tourism in

TOURIST ARRIVAL 
(mi 11i one) 7. OF WORLD

YEAR WORLD TOTAL DEVELOPING COUNTRIES TOTAL
..... ..... «... ..... ..  «...««...««. «... ««.««. ««. «.«...........«.. «... ... .... «... «.........«..«..... «—...... ««..... «.« «... —«.....«. ««. «„...... « .«. ««. ««.««...«. ««. «.« «.« ««. «.« ««. «... ««...«.

(index (i n d ex
1979=100 ) 1979=100)

] 979 274.0 (100) 95.1 (100) 34. 7
1980 285.3 (104) 99.5 (105) 34.9
1981 288.9 (105) 101.. 4 (107) 35. 1
1982 287.5 (105) 94.3 ( 99) 32.8
1983 293.9 (107) 116.. 4 (122) 39. 6

TOURIST RECEIPTS
($ thousand millions) 7. OF WORLD

WORLD TOTAL DEVELOPING COUNTRIES TOTAL
....— —..—- .. ......... .... ,..... ..... .......... ««.«... .«« ..... . — «... «... «........ «........ ««...... «....— ..... .«...«.. «... «... ««.««..«« «... «.....— «........

(i ndex (index
1 979=: 1 00 ) 1979=100)

1979 83.3 (100) 24.4 (100) 29. 3
1980 97.1 (117) 28.7 (118) 29» 6
1981 97.5 (117) 30.9 (127) 31.8
1982 94.6 (114) 29.5 (121) 31.2
1983 96.2 (115) 30.9 (127) 32. 1

SOURCE : W.T.O.—• R e g i o n a 1 B r e a k ci o w n o f World Travel
Tour i sm St at ist i c s, 1984 Ed„ , pp 6-8

a

4.2 THE IMPACT OF TOURISM AND PROBLEMS OF ECONOMIC 
DEVELOPMENT

W i t h i n d e v e 1 o p i n g c o u n t r i e s, a t r a n s f o r m a t i o n f r o m 

a tradit iona1 agri cu11ur a1 e conomy to an industri a1 

economy is required to enable modernisation and economic 

development to take place. Such a transformation requires 

enormous amounts of capital and foreign earnings or 

1 o a n sH o w e v e r , m a n y d e v e 1 o p i n g c o u n t r i e s h a v e a w ell 

est ab1i sh ed f un ction of exporting primary c ommodi t ies an d 
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the export of primary products has usually been 

insufficient to meet the financial requirements of the 

proposed economic transformation. This has encouraged 

governments in the developing world to turn to tourism as 

an additional means of acquiring the financial resources 

required for industrialisation. However, the rapid 

injection of income from tourism and foreign investment 

in developing countries can produce a number of effects 

(ei t h er pos i t i ve or neg at i ve) :

(1) The impact of tourism receipts : as shown in the 

previous section, the overall growth of tourist 

recei p t s i n d eve1opi n g coun t ri es has been r api d, and 

this source of income can be an important contributor 

t o t h e b a 1 a n c e o f p a y m e n t. 0 n t h e o t h e r h a nd, 11”» e

cost of setting up and developing some tourist 

f a c i 1 i t i e s m a y 1 e a d t o a n e g a t i v e e f f e c t o n t h e 

balance of payment. China, for example, in the past 

few years, has spent a vast amount of foreign 

exchange on items such as aeroplanes and hotels which 

t o u r i s t s d e m a n d e d . T h e c u r r e n t b e n e f i t s o f t o u r i s m t o

China seem to be limited.1

(2) Employment effect s the tourist industry is a labour™ 

i n t e n s i v e s e r v i c e i n d u s t r y a n d s o is a v a 1 u a b 1 e 

source of employment. For China, with population over 

1,000 m i11i on, this ef f ect can b e i mport an t.

(3) Government expenditure s Governments are financially 

involved in the tourism sector in a variety of ways, 

but only some are recognized. The main categories of 
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expenditure incurred by the Chinese government are 

-— (i ) d eve 1 opmen t ex p end i tur e on r e s e a r ch , p 1 a n n i n g , 

pub 1 i c i t y an d t r ai n i ng; (i i ) ex pen d i t ur e on

supervision of the industry; (iii) infrastructural 

cost s; (i v) runni ng touri sm facilities (eg. 

airlines); and (v) incentives to different sectors of 

the industry (e.g. giving incentives to foreign 

i n v e s t o r s to b u i 1 d joint - v e n t u r e h o t els) .

(4) Effect on the general level of prices s tourism, in 

several different ways, can have an inflationary 

effect» In an attempt to deal with inflation, the 

C h i nese government i mposed a p ri ce f reeze i n Dec emb er 

1980» By the end of 1984, about eighty-five per cent 

commod i t i es in Ch i na were st at e-set priced„s

(5) Social effects s the social effects of tourist 

development may be negative as well as positive. On 

t bi e p o s i t i v e s i de, i t i m p r o v e s m u t u a 1 u n d e r s t a n d i n g 

b et ween coun t ries, whi ch is on e of t h e ob j ec t i ves of 

China in developing tourism.. It also contributes 

soci a11y to economi c deve1opment by generaily 

encour a.g i ng " deve 1 opment — mi ndedness " » Moreover , the 

improved infrastructure, equipment and services 

provided by the growth of the industry may be 

enjoyed by the population at large. On the other 

hand, some social disadvantages may emanate from 

tourism. The "demonstration effect" that may set 

standards for desirable change can also operate to

encourage other changes that are regarded as less



desi rabíe.

(6) Lnvi ron m e n t a 1 ef f e cts x t.here are both p o s i t i ve and 

n e g a t i v e e n v i r o n m e n t a 1 effects — positive effect s 

include the considerable conservation measures that 

have ensured the survival of physical features of the 

environment, of historic sites and monuments, and of 

wildlife (these features are in themselves tourist 

assets, whose p r eser vati on is necessary f or t h e 

s u cce ssf u1 d eve1 opment of the i ndust r y); neg ati ve 

effects have inc1uded both di sturbance to and

destruction of various ecological elements» To 

minimise this effect, China, on June 1985, has issued 

a n a c t t o r e g u 1 a t e t h e p 1 a n n i n g , p r o t e c t i o n a n d 

management of the historical sites and scenic spots.3 

(7) Problems of dependence ; the more the developing 

countr i es' intermat i onal tour i sm i ndustr i es estab1ish 

th emse1ves an d exp and, th e great er their d epen den ce 

on the developed countries may become. This 

d e p e n d e n c e s terns f i r s 11 y f r o m t h e f a c t t h a t t h e 

i nt er nati ona1 touri sm i ndustr y caters pr imari 1 y f or 

demand generated in developed countries. The markets 

a r e p r e d o m i n a. n 11 y 1e s a m e f e w i n d u s t r i a 1 i s e d 

countries that account for the bulk of world trade 

and are the main markets for commodities produced by 

deve1 oping countr i es. Th e secon d form of dep endene e 

that is said to flow from tourism is that involved in 

the use of foreign capital and imported goods, 

mat eri a1 an d manpower.
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4.3 PLANNING FOR TOURISM IN THE DEVELOPING COUNTRIES

It is essential for developing countries to 

introduce tourism programmes to develop their tourism 

i ndustr i esAccordi ng to Dr. Robi nson* , p 1 anni ng f or 

development is essential for four main reasons : first, 

since most of tourism development is part of national 

economic development, then this sector of the economy 

should also be the subject of planning; secondly, the 

success of tourism development depends very largely upon 

appropriate facilities being available in the right place 

at the right time and these can only be provided 

following adequate research into national tourist assets 

and mar k et s; t h i r d 1 y, p 1 ann i ng i s r equi r ed to ensur e th at 

the natural and man-made assets are conserved and 

protected to maintain tourist appeal, for lack of care 

an d co—ordi nat ed d eve1op ment may impair an d ev e n r u i n 

those assets upon which the tourist industry is founded; 

and fourthly, tourism development must correspond to the 

inheren t ch aract eri st i c s and needs of t he reg i on, its 

society, and the customers sought; this will require some 

p 1 anni ng to ensure sat i sf actory deve 1 opment.

Fundamentally, the planning process involves five 

things“5 s

(1) It must make an inventory of all existing and 

p o t e n t i a 1 r e s o u r c e s.

(2) It must assess the tourism markets and attempt a 

proj ect ion of fut ur e t ourist f 1 ow.
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(3) It must look for areas where the demand is greater 

t h a n t h e s u p p 1 y.

(4) It must investigate investment possibilities, both 

domest i c and foreign, si nce the f i n an c ia1 comm i tment 

in tourism development is likely to be substantial.

(5) 1t must a1tempt to conserve (as we 11 as promote) the 

n a t u r a 1 e n d o w m e n t, c u 11 u r a 1 1 e g a c y and s o c i a 1

ameni ti es.

Planning, after all, is really about supply and 

d emand, and t h e p1 anni n g proces s requ ires an assessment 

of the supply of resources and the potential demand for 

them,. The planning of the development of China's tourism 

i ndustr"y wi 11 be discussed i n the next chapter«

4.4 THE STATE'S ROLE IN TOURISM

China's tourism industry is at centrally controlled 

industry, and this is the main difference between China 

and most other developing countries. Since the tourism 

industry of China is a centrally controlled type, the 

Chinese government tends to play a more important role in 

the development, control, and management of tourism than 

t hose of ot her" deve1opi ng c ount ri es. Genera11y speak i ng, 

the role of the government in the tourism industry 

is seven foldA s

(1) It has to decide what the appropriate rate of growth 

for tourism is and whether to encourage mass tourism 

o r a m o r e s e 1 e c t i v e f o r m «
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(2) It has to determine the respective shares of domestic 

and foreign capital, decide priorities as regards the 

areas to be developed and strike a proper balance 

b e t w e e n t h e d e v e 1 o p m e n t o f t o u r i s m f a c i 1 i t i e s a n d t h e 

promot i on of demand«

(3) It has an important role to play in enacting and 

enforcing tourism legislation and regulations 

d e s i g n e d t o s a f e g u a r d t h e i n t e r e s t s o f t h e t r a v e 11 i n g 

pub1ic an d b u i1d up a v iab1e nat ion a1 t ourism 

ind ustr y«

(4) In an endeavour to raise productivity in the tourist 

industries, the government has an important role to 

play in providing adequate facilities for the 

trai ni ng of personnel at a 11 1 eve 1 s«

(5) Inventories of national tourist attractions, 

enquiries into the holiday habits of foreign tourists 

and surveys of market prospects — all these are 

required by the state in order to formulate a 

national tourism policy.

(6> The publicity promoting the country and its tourist 

assets and creating those conditions of good-will, 

interest, ease of entry, etc. which will not only 

attract the tourist but ensure that when he has been 

he will go away with a good impression and wish to 

return «

(7) It has the duty of making whatever arrangements that 

are deemed necessary for tourism promotion with other 

governments s whether it be establishing cordial
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re1 ati onships, fac i 1 ita t ing exchang e movements or co­

operating with neighbouring governments to attract a 

r e g i o n a 1 m a r k e t..

Other than the above responsibilities, the Chinese 

government also needs to coordinate and plan for the work 

o f t h e v a r i o u s o r g a n i s a t i o n s i n C h i n a c o n n e c t e d w i t h t h e 

tourism sector» Moreover, it also needs to do a lot of 

work to facilitate tourism operations within China. For 

example, to review the exchange control system, to speed 

up foreign payments and encourage tour operators to 

compi1e Ch i nese p r og ramme s and to inve s t i g at e t h e 

possib1e use of credi t cards within Chi na.

4.5 THE FUNCTION OF ORGANISATION OF TOURISM

0 r g a n i s a t i o n i s t h e f r a m e w o r k w i t h i n w h i c h t o u r i s m 

operates. 11 i s the f unct i on of pur pose and i s concerned 

with maximising opportunities for tourism. The basic 

determinants of success in tourism are threefold ; (i)

attractions, e.g. climate, scenery, historical and 

cultural features? (ii> accessibility, i.e. distance of 

dest i nat i on and tr an spor t f ac i 1 i t i es; and i i i i ) 

amenities, e.g. accommodation, catering, entertainment. 

A n appropr i at e mix i s n ecessary f or success, and it i s 

the task of the organisation to achieve this success.

Preci se1y how the tour i st industry is organised in 

any country varies very widely, but there are a number of 

cons i d e r a t i o n s w hie h I" । e 1 p t o i n f 1 u e n c e t h e n a t u r e o f t h e 
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or g anisation a1 set-up s (i ) t he political, econ omi c an d 

s o c i a 1 s y s t e m i n a p a r t i c u 1 ar c o u n t r y g < 1 i ) t h e 

i mp or t an c e of t our i sm i n t h e n at i on a 1 ec on omyg (i i i ) th e 

stage of tourism development reached by a country; and 

(iv) certain historical considerations which may 

influence the nature of the tourist organisation»

4-5.1 NATIONAL TOURISM ORGANISATIONS (N.T.O.s)

The term National Tourism Organisation is used to 

d e s i gnat e t he o r g ani sat i on en t r usted by t he st at e wi t h 

r e s p o n s i b i 1 i t y f or m a 11 er s r e 1 a t i n g t o t ou r i s m a t 

national level.. It may be a full-fledged ministry or a 

directorate general or a department or corporation or 

boar d .. z I n Ch i na , the g over nment dep ar tment i n char ge of 

tourism is the National Tourism Administration of China 

C N.Tn A. )-

The N.T.O. is the body responsible for the 

f or mu 1 at i on an d i mp 1 emen t at i on of n at i on a 1 t our i st 

poli c y.. Th e f un c t i on a1 r esp on sibiliti es of a nati on a 1 

board are likely to include all or most of the 

following13 ;

(1) Flan ni ng an d con t r o1 f un ct ion s s

(a) product research and planning for tourism 

or ganisati on s or facilit i es;

( b ) p r ot ec t i on or r est or at i on of t our i sm asset s g

(c) manpower planning and training;

( d ) 1 i c e n s i n g a n d s u p e r v i s i o n o f s e c t o r s o f t h e 



t o u r i s m i n d u s t r y; a n d

(e) implementation of pricing or other regulations 

a f f e c t i n g t o u r i s m.

(2) M a r k e t i n g f u n c t i o n s :

(a) r epresenting the nati on as a tour ism destinat i on;

(b) undertaking market research and forecasting 

st udi es;

(c) producing and di stributing touri sm 1i terature;

(d) providing an d st af f i ng t our ism i n f or mat ion

centres; and

(e) advertising, sales promotion and public relations 

activities directed at home and overseas markets.

(3) Fi n anc i a1 functions s

(a) advising industry on capital development; and

(b) d i rect i n g , ap provi ng and controlli ng programmes 

of government aid for tourist projects.

(4 > Co-or di n at i ng func t i on s :

(a) linking with trade or professional bodies, 

government and regional or local tourist 

or g an i sat ion s;

(b) undertaking co-ordinated marketing activities 

wi th pri vate tour i st enterprises; and

(c) organising "workshops" or similar opportunities 

for buyers and sellers of travel and tourism to 

meet a nd d o bus i n ess.
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4.6 THE RULE OF TRAVEL AGENTS AND TOUR OPERATORS IN
THE DEVELOPING COUNTRIES

At. present most developing countries depend on 

foreign tour operators for their supply of tourists and 

t h e a r r a n g e m e n t s i n g e 11 i n g t h e m t o t h e i r d e s t i n a t i o n s. 

Similarly, China also depends on foreign operators for 

the supply of tourists.

In most cases, foreign operators also handle 

domestic activities in the developing countries, but in 

C h i n a this is d o n e b y t h e C h i n ¿a I n t er n a t ion a 1 T r a v e 1 

Ser v ice (Lux i ng she) . The p ac k age tour s f or f or ei gn 

v i s i t o r s in C h i n a a r e u s u a 11 y a r r a n g e d b y L u x i n g s h e , 

which provides a wide range of itineraries, with 

different costs and duration, to the tour operators.

Based on the prices quoted by the C.I.T.S., the tour

operators are free to add their markup on the package 

t o urs ac c ordi ng t o t h e ir pri c in g p o1 icy. Th e t our

op erat ors c an a1so ask the C.I.T.S« to offer tour

packages tailor-made for them, but the prices for such 

packages may be higher than those arranged by the 

C„ I. T. S.

The C.I.T.S. focuses on cooperating with tour 

operators whi 1e 1eaving most adverti si ng and marketing of 

p ac kages t o t h em« Th e fore i g n t o u r oper at or s and t r ave1 

agents, therefore, have an important role in distributing 

and promoting t h e pack age t ours of Chi n a.
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In side Chin a, there h as three ty p e s of tr ave1 

agencies10 s

(1) Agencies bringing tourists into China and looking 

after them in the country« (usually collectively- 

owned )

(2) Agen ci es dea1i ng wi t h over seas t our i st s in Ch i na b u t 

doing no business abroad. (usually collectively- 

owned )

(3) A g e n c i e s f o r C h i n e s e t o u r i s t s i n C h i n a o n 1 y(u s u a 11 y 

s t a t e—o w n e d)

The work of these agencies is to operate 1 oca 1 

sight-seeing tours for foreign visitors, especially for 

individual foreign visitors, and local Chinese.

Due to the rapid increase in number of tourists, 

t h e Chinese g overnment i s now encour agi n g c o11ec t i ves and 

individuals to open more travel agent companies and

compete.

4.7 GENERAL PROBLEMS IN THE MARKETING 
COUNTRIES AS TOURIST DESTINATIONS

OF DEVELOPING

A s d i s c u s s e d i n C h a p t e r 0 n e, a in a r k e t i n g p o 1 i c y 

must cover every single aspect of the product, i.e. 

prices, distribution channels, advertising, public 

relations, personnel, sales promotion etc.. When 

e x a m i ri i n g t h e m a r k e t i n g of d e v e 1 o p i n g c o u n t r i e s a s 

touri st dest i nat i ons, si x sub ject areas have to be 

c on s i d er ed s ( i > t our op er at or s ( i i ) c h ar t er airlines;
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(iii) liaison with foreign tourist operators; ( i V )

f o r e ign ex ch ang e fluc t u ations; (v) promotion and 

marketing activities; and (vi) availability of enough 

hote 1 s of i n t ernational standard..

4.7.1 TOUR OPERATORS

The economic interests of tour operators and the 

service enterpri ses in the destinat ion country are not 

completely i dent i cal. The destination country's interest 

is fi rst and foremost 1ow far es, si nce thi s a11ract s more 

customers because of lower total holiday costs to them, 

diverts customers from other competing destinations and 

makes travel over longer distances financially feasible. 

The tour operator's interest lies not primarily in low 

fares but in achieving a total package cost as low as 

p oss i b1e and he may b e temp ted to ach ieve t hi s by p utting 

pressure on the cost of local services.

Since China's tourism industry is centrally 

controlled, this will enable China to have a stronger 

b ar g a i n ing p ower with for e i gn t our op erat or s i n set t i ng 

prices and deciding which services will be provided in 

t h e C h i n e s e t o u r s.

4.7.2 CHARTER AIRLINES

The air fare element of package tours is greater 

for 1ong h au1 desti n a t i ons (i„e. China f ro m। t he ma jor 

t our i st g en er at i n g ar eas) t h an i t i s f or sh or t h au 1 
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desti nations. Te bave cheap air fares tends to be an 

e ssent i a 1 factor in th e marketi ng of Ch ina«

Charter (non-scheduled) airlines' appeal, has been 

e s s e n t i a 11 y o n e o f p r i c e; b y s e 11 i n g a v e r y h i g h b r e a k - 

even load factor (typically 85-90 per cent) and by 

keeping overheads low, prices have been dramatically 

r e d u c e d c o m p a r e d w i t h t h o s e o f t h e s c h e d u 1 e d s e r v i c e s.

It is advisable for China to develop more charter 

airlines to connect with major tourist generating areas 

to support the N»A.T„'s marketing efforts«

4.7.3 LIAISON WITH FOREIGN TOURIST ENTERPRISES

The marketing strategies of the developing 

countri es may be 1i mi ted by the goodwi11 of the tour

operators based in the generating countries. Mutual co­

operation between the National Tourism Organisations and 

the foreign tour operators is important for a successful 

marketing strategy. This is because the bulk of the 

marketing effort eventually falls on the tour operator 

who is ideally placed to monitor the market for the 

d e s t i n a t i o n » T h e p r o v i s i o n of pro m o t i o n a 1 m a t e r i a. 1 b y t h e 

N.T.O.s to the tour operators seems to be the most basic 

element of co-operation between them«

4.7.4 FOREIGN EXCHANGE FLUCTUATIONS

E x c h a n g e r a t e f 1 u c t u a t i o n s, i n f 1 a t i o n r a t e s i n t h e 

destination countries and increases in fuel or other 
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costs will affect the actual cost of operating tours to 

developing countries. Most contracts with airlines permit 

t h e c a r r i e r t o p a s s o n h i g h e r f la el c o s t s r e suit i n g fro m 

price increases or f1uctuati ons i n ex change rates. A11 

t h ese f a ct ors ten d to make t our p r i c i n g more difficult 

for the tour operators. In practice, they generally pass 

the risk element on to the customers and charge them a 

h igh er pri ce. Th i s w ill c on se quen11y affects t h e 

compet i t ive power of t he dev e1opin g countries c ompar ed 

with developed countries which usually have more stable 

ex c h an g e r at es an d ar e c 1 oser t o t h e t our i st g en er at i n g 

countries. Even though the "Renminbi", the currency of 

C h i n a , i s n o t t r a d e d o n i n t e r n a t i o n a 1 m a r k e t s, i t c a n 

still f1uctuate against the doll ar„1 *

4.7.5 PROMOTION AND MARKETING ACTIVITIES

I n car ryi ng out promoti on and mar ket i ng act i vi ties 

in major tourist generating markets, problems that arise 

are usually related to the structure and control of 

dis t rib ut i on ch ann e1s s

(1) Most developing countries seem to face the same 

problem of limited funds to carry out their 

promotional projects. The extent of the advertising 

which they are able to undertake is limited and, 

consequently, much of the burden of promoting 

developing countries fall on the foreign tourist 

en terprises t hemse1ves. Promoti on of Ch i nese t our s 

also relies heavily on foreign tour operators or
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travel agents»

(2) Structure of wholesale-retail distribution in

tourist-generating countries s there is little 

incentive for travel agents to promote one

destination rather than another since their profit is 

based on commission.. However, if the commission is 

based on a percentage of the retail price, there is 

an incentive to promote the more expensive holidays» 

Prices of Chinese tours usually range from 1,500 to 

2,000 pounds»1Compared with other Asian countri es, 

the average price per night of Chinese tours is 

similar to Singapore, Philippines and Hong Kong, but 

is- higher than Thailand, India and Sri Lanka (see 

Table 4.2).

4.7.6 AVAILABILITY OF ENOUGH HOTELS OF INTERNATIONAL 
STANDARD

T h e 1 a c k o f e n o u g h h o t e 1 s o f i n t e r n a t i o n a 1 s t a n d a r d 

in a country can seriously affect the marketing policies 

o f t h a t c o u n t r y ' s N a t i o n a 1 T o u r i s m 0 r g a n i s a t i o n i n its 

attempt to i ncrease visitors from the mai n generati ng 

countries.. Moreover, an insufficient number of rooms can 

hinder the N.T.O.'s effort to increase visitor flows and 

di scourage tour operators from sendi ng tour i sts. four 

operators in the generating countries will only be keen 

to package holidays to those destinations that have 

guaranteed hotel beds with an international reputation or 

good service and high standards. By mid 1985, China has
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318 hotels suitable for foreign visitors. Efforts are 

being made by the Chinese government to build more hotels 

of international standard.. There are as many as 200 

hotels planned, with 100 due to open before 1987.

TABLE 4.2 The average prices of tours from the U.K. to 
Asian countries for single person per night 
(A11 prices b ased on single c entre)

COUNTRIES POUNDS PER PERSON PER NIGHT
..... «...---- ...«---- —---—

Ch i n a 
Hong Kong 
I n d i a
Indonesi a 
Japan 
Kor ea 
Hal aysi a 
Phi 1i ppi ne« 
Si ngapore 
Sri Lanka 
Tai wan 
Thai 1 and

104 
108
82 

119 
155 
160 
116

=. 104
105
84 

142
94

Sources s Compiled from booklets like s

(1) Prem i er HoIiday s — Far away 1985

(2) Hayes & Jarvis — Holidays worldwide Dec. 
1984—Nov. 1985

(3) Sun & Supertravel — Exotic Holidays for 
d i sc er i n g t r ave 11 er s
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CONCLUSION

Tourism which has proved to be resilient in 

weathering inflationary trends brought about by oil price 

i n c r eases i n t h e 19 7 0 s a n d t h e r e c e s s i o n o f t h e e a r 1 y 

1980s, has become "a leading source of income" for many 

d eve1 op i ng count ri es. Tour ism, t her ef or e, has an 

i mp ort ant c ont ri b ut ion t o th e economy of a dev e1op i ng 

country» However, tourism can also bring in a lot of 

prob1ems i n it s make»

As the China's tourism industry is a centrally 

controlled one, the Chinese government therefore has to 

play a more important role in the development, control, 

and management of the tourism industry. The National 

Tourism Administration of China is the government 

department in charge of tourism, and it has the 

responsibilities of planning, controlling, marketing, 

financing and co-ordinating all tourism activities in 

Ch i na.

Since China and other developing countries depend 

heavily on the foreign tour operators for the supply of 

t ou rist s, good re1 at ion wit h t hem is, t herefore, 

i m p o r t a n t f o r m a r k e t i n g. T h e N. T. 0. i n s e 11 i n g 

promoti on a1 st rat eg y, th er ef or e, needs to take into 

account the fact that the supply of correct information 

and adequate promot i ona1 materi a 1 s to the f orei gn tour 

operator will make the difference between one destination 
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being much more successfully promoted than the other.

T he eff ec t iven ess of a countr y"= mar keting st rat eg y 

may depend on the availability of sufficient airline

seats and, more i mp or t an t, on t he avai 1 ab i 1 i t y of

promot i onal f ar es.. Lack of these may destroy any

m a r k e t i n g e f f o r t o f th e Nat iona1 Tour ism Org an i sa t ion s as

s u ch fares are essent i a1 t o t he deve1opment o f 1on g -h au1 

d e s t i n a t i o n s s u ch as C h i n aT h e p r i c e of th e a i r 1 i n e 

ticket can therefore limit the N.T»O.'s marketing plans 

a n d s t r a t e g i e s t o a g r eat e x t e n t » T h e d e s i r a b i 1 i t i e s f o r

Chi n e s e g o ver n m e n t t o d e v e 1 o p i t s n a t i o n a 1 ¿t i r 1 i n e t o 

a s s i s t t h e N „ T „ Pi « ' s m a r k e t i n g e f f or t s w ill b e d i s c u s s e d 

in Chapter 8.

Th e av ai1ab i1i t y of enough h oteIs of int ern at ion a1 

standard seems to be important for the marketing policies 

o f t h e N. T.. 0. - D e s t i n a t i o n s w i t h s u f f i c i e n t n u m b e r o f 

hotels at international -standard can encourage tour 

operators to send more tourists to there, and 

consequently, package more holidays to these 

dest i nations»
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CHAPTER FIVE s TOURISM IN CHINA

INTRODUCTION

Before the late 1970s facilities for visitors to 

China were few and unimpressive. Only a limited number of 

f o reig n vi si t ors were a1 lowed t o t ravel i n China at that 

time. Between 1949 and 1978, for example, over 1 million 

A m e r i c a n s a p p 1 i e d f o r C h i n e s e v i s a s 5 1 4,000 w e r e

granted.1 Now everything has changed, as the Chinese 

realise what an important contribution the proceeds from 

tourism can make to its modernisation.

The Chinese government now plays an active role in 

promoting tourism. Even remote areas like Tibet, the Gobi 

Desert and the Silk Route (in northwest China) are now 

o p e n t o f o r e i g n v i s i t o r s..

As China relaxed restrictions on internal travel by 

foreigners, the number of tourist arrivals in China has 

i n c r e a s e d r a p i d 1 y , i n t e r m s o f b o t h i n d e p e n d e n t a n d g r o u p 

travel» Tourist facilities, at the same time, are rapidly 

i mprov ing also. Get ti ng to Chi na is much easier t h an it 

was just a few years ago..

In this chapter, the subject is looked at from 

t h r e e b r o a d p e r s p e c t i v e s » F i r s 11 y, t h e g e n e r a 1 b a c k g r o u n d 

including a discussion of the importance of tourism to 

Chi na's deve1opment. The second perspective wi11 be based 

o n t h e prof i1e of China's tourism i nd ust ry, an d will
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i nc 1 ude the struc tur e and ad mi ni str at i on of Chi na ' s

internati onal travel; t h e o b j e c t i v e s, s t r a t e g y a n d

planning of the

t o u r i s m ; g r o li p a n d 

Ch i n ese g over nment 

perspecti ve, t h e t

C h i n e s e g o v e r n m e n t 

i n d i v i d u a 1 t r a v e 1

t o n r i s m p o 1 i c y. F 

o li r i s t d e m a n d a n d s

in the field of 

t o C hina; an d t h e 

i n a 11 y, i n a t h i r d 

upp1 y i n Ch i n a will

be discussed»

5.1 GENERAL PICTURE OF CHINA

The People's Republic of China (P.R.C.) covers an 

area of about 9.6 million square kilometres. It is the 

second largest country in Asia and the third largest 

country (after the U.S.S.R. and Canada) in the world.

China has 22 provinces (including Taiwan Province 

which is under the control of the Republic of China), 5 

a uton omou s reg i ons an d 3 muni c i p a1i ties directly und er 

the central Government (Beijing, Shanghai and Tianjin) 

(see Appendix 6 for the Map of Provinces and Autonomous 

Regions of the P.R.C.). There are altogether over 2,000 

c it i es in Ch i n a. (Af t er 1997, Hong Kong may also be 

counted as a city of China..)

China is a state with over .1,000 million people? and

a number of nat i on a 1 i t i es. The Han nat i ona 1 i ty makes up

about 94 per cent of the total population, while the

remaining 6 per cent are taken up by over 50 minority

nati onali ti es i nc1udi ng the Mongol, Hui, Tibetan, Uygur, 

Miao, Yi, Zhuang, Bouyei, Korean, Kazak and Dai.
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China has a varied climate which includes the 

tropical, temperate and high frigid zones. There is a big 

disparity in temperature between the north and the south, 

with a difference of over 30 degrees between Guangzhou

and Harbin for instance« The annual rainfall ranges from

1,5O0 mm in the southeast to 50 mm in the northwest.

The Chi nese n&ti on has a 1 ong cu 11ure and h i s t ory..

The written history of the Chinese nation can be traced 

b a c k o v e r 4,000 y e a r s.

The official spoken language of the P.R.C» is 

putonghua, or "Standard Speech", which is based on the

Beijing dialect and is also known as Mandarin. However, a 

variety of dialects are spoken in south and southeast

Ch i na. Th ese di a1ec t s are of t en as differ ent f rom each 

other as they are from putonghua» In the Shanghai area, 

the Wu dialect is spoken» The Min dialect is spoken in 

Fuji an and Tai wan, and in Guangdong Provi nce, Cantonese 

predominates» Each of these dialects encompasses various 

subdi alects.

The Ch inese written 1 an gu age is t he uni f y ing 

element among all the dialects. Since Chinese is not 

written phonetically, a character may be pronounced 

dif f er en11y i n each di a1ect, although the wri 11en f orm 

and meaning remain the same. (Chinese characters are also 

used in Japan and South Korea-)

In order to solve the problem of communi cation 
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bet.ween f or e i gn vi s i tor s and the? Chi nes e p eop 1 e, the 

Chinese International Travel Service provides guide- 

interpreters for foreign visitors s at least one guide- 

interpreter accompanies each package tour; for 

i n d i v i d u a 1 t r a v e 11 e r s, g u i d e - i n t er p r e t er s c a n b e a r r a n g e d 

on request.2

THE IMPORTANCE OF INTERNATIONAL TOURISM TO CHINA'S
DEVELOPMENT

In spring 1978, China's leadership announced the 

"Four Modernisations" programme, an economic development 

strategy that would provide the country with a "powerful 

socialist economy" by the year 2000. The modernisation 

thrust was to focus on agriculture, industry, national 

d e f e nce, and sci ence and tech nolog y »

In 1979, the China's leaders have estimated that 

their modernisation program will require capital 

in vest ments tot a1i ng at least UST600 billi on« This figure 

i s r o u g h 1 y e q u a 1 t o t h e P.. R » C. ' s t o t al i n d u s t r i a 1 

investments over the entire twenty-eight years of its 

p r i or exi st enee from 1949 to 1977„3

The success of the "Four Modernisations" will, 

therefore, depend largely upon China's ability to earn 

foreign exchange to support this programme. tourism, as 

previous chapters have shown, is a substantial foreign 

exchange earner and has become more and more important to 

Ch i na.
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In fact, the tourism industry has brought into 

China a substantial amount of foreign exchange. Income 

from tourism in 1984 was US$1130 million, nearly 2 per 

cent of China's trade turnover, up 20.2 per cent over 

1983.In nomi na1 t erms, there was an average annua1 

growth of 26.8 per cent of receipts from tourism to China 

in the period of 1978—1984 (see Table 5.1).

TABLE 5.1 INTERNATIONAL TRAVEL RECEIPTS OF CHINA

YEAR RECEIPTS (US$ million) INDEX (1978=100)

1978

1979

1980

1981

1982

1983

1984

260

401

izr KT

780

843

941

1130

100

154

300

324

362

435

SOURCE : 1978 Fi gures : I. T„GL , 1983, No. M "0

1979--1983 s W.T„0.—Reg i on a1 
World Travel

St at i st i c s , 1984

Breakdown
& T our

Ed., p 60

of
i sm

1984 : Ch ina 
News 
No1

N a t i o n a 1 T o u r i s t 0 f f i c e 
o n C h i n a ' s T o u r i s m V o 1 . 1 »
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Apart from its economic contribution to China's 

d ev e 1 opment, t our ism a1so upg r a d es th e count ry' s s ervices 

to attract foreign investment» As tourism develops, more 

h ote1s, recreat i on a1 centres an d ap art men t b u i 1 d i n g s are 

planned« The infra-structure (railways, airports and 

t e 1 e c o m m u n i c a t i o n s f a c i 1 i t i e s) at t h e s a m e t i m e a r e a 1 s o 

s u b j e c t t o o r s c h e d u 1 e d f o r c o n s i d e r a b 1 e i m p r o v e m e n t« 

Con se quen 11 y, a g ood i n v estmen t en v i r on men t f or over seas 

b u s i n e s s m e n i s b e i n g b u i 11 u p «

Moreover tourism can increase employment in China 

a n d , a t t hi e s a m e t i m e, c a n p r o m o t e i n c r e a s e d c o n s u m p t i o n 

and product ion by th e peop1e« Th e Ch i nese peop1e and the 

State can both benefit from the development of tourism.

STRUCTURE AND ADMINISTRATION OF CHINA'S
INTERNATIONAL TRAVEL

China established the China International Travel

Service (C.I.T.SJ in 1954 with branches in a number of 

cities open to foreign visitors« The Bureau of Travel and 

Tourism was set up in 1964. In 1978, the Bureau was 

extended to become a general admini stration branch 

functioning directly under the State Council. With sub— 

a d m i n i s t r a t i o n s i n m o s t o f t h e p r o v i n c e s , m u n i c i p a 1 i t i e s, 

and autonomous- regions, the function of the Bureau is to 

take care of general policies for travel and tourism..

The need to increase the attention g i ven to touri sm

was underscored in April 1981, when a new "leading group" 
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(the I r a v e 1 an cl I our i sm L e a cl i n g Group ) w as set u p un d e r 

the State Council to approve principles and policies 

regarding tourism in China, as well as to coordinate and 

plan the work of the various organisations in China 

con nec t ed w it h t h e t ouri sm sect or-

The National Tourism Administration of China 

(N.. T.. A. ) i s t h e Ch i n ese g over n men t cl ep ar t men t r esp on si b 1 e 

for implementing the policies established by the "leading 

group"u N„T.A« i n c1ud es all t he t rave 1 ag en c i es in Ch i n a, 

namely the China International Travel Service (C. LT.S. ), 

the China Travel Service (C.T.S.), the Overseas Chinese 

Travel Service (D.C.T.S.), and the Youth Travel Service 

(Y«T.S»)~J (see Figure 5.1).

The C.I.T.S. (Luxingshe) is a state-owned 

enterprise under the N.T.A» of China. Its purpose is "to 

promote friendly exchanges between the Chinese people and 

people of other countri es in the wor1d, and to serve 

Chi n a's modernisation p r og ramme". It s ma j or f unc t i ons 

are : "(i) to look after foreign tourists travelling in 

China; (ii) to provide international conferences 

(congresses) held in China, with various services; and 

(iii) to offer non-package services to foreign transit 

passengers and foreigners staying in China. Services 

•include s 

< 1 ) g u i d e i n t er p r et er .

( 2 ) m e e t i n g a n d see i r ì g off ..

( 3 > t r a v e 1 a r r a n g e m e n t s i n a n d o u t s i d e C h i n a »
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(4) 1 Lt g g a g e s e r v i c e.

(5) application of entry, exit and transit visas, and 
residential a n d t r a v e 1 p e r m i t s..

(6) h o t: e 1 r o o m r e s e r v a t i o n s a n d h i r i n g o f t a x i s.

(7) buying, booking and endorsing train, aeroplane and 

s t e a. m e r t i c k e t s..

(8) ar r an g emen t s f or c ust oms d ec 1 ar at i on an d i n spec t ion. "

T he C. T. 8. p rov ides servi ces t o tr ave11ers and 

t o u r i s t s i n c 1 u d i n g o v e r seas C h i n e s e, w h e t h e r b o r n i n 

China or not, and Chinese residents from Hong Kong, Macao 

and Taiwan (visitors from these three places are treated 

as compatriots by the Chinese government). It is 

n e cessary t o not e that because the C» T. 8. does not have 

branches in Taiwan, travellers from Taiwan need to pass 

through Hong Kong before they can enter into China..

The O.C.T.S. handles all travel requests and 

arrangements for overseas Chinese.

The C.Y.T.S. provides services to young travellers 

and tourists (young in China is defined as under 

thirty) »

The C.I.T.S. has a branch known as the China 

Nat i on a1 Tour ist Of f ice (C.N.T » 0.) , whi c h is an offici a1 

organisation responsible for the promotion of tourism to 

Ch i n a „ The C.. N. T. 0. pr ov i des t o both t our i st s an d 

businessmen a who1e range of services. There is a free 

d i s t r ibut i on of brochures, maps and post er s» Lit erature 



is posted free of charge. Slides and films on China are 

also available for rental. The C.N.T.O. also answers 

enquiries from the general public. There are joint 

promotions between C.N.T.O. and tour operators and agents 

featuring China. C.N.T.O. also offers suggestions and 

assistance to companies who wish to develop tours to 

Chi na.

FIGURE 5.1 THE ADMINISTRATION CHART OF CHINA'S 
INTERNATIONAL TRAVEL

STATE_COUNCIL

THE TRAVEL & TOURISM THE STATE BUREAU OF
leading GROUP travel_?<_tourism

THE_NATIONAL_TOURISM_^

C.Y.T.S. O.C.T.S. C.T.S. C.I.T.S.

C.N.T.O.

SOURCE Compiled from data in Kaplan & Sobin —
Encyclopedia of China Today, 1985, p 354
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5.4 OBJECTIVES, STRATEGIES AND PLANS OF THE CHINESE 
GOVERNMENT IN THE FIELD OF TOURISM

5.4.1 OBJECTIVES

The objectives of the Chinese government in 

relation to developing tourism are four fold^ 5 

(1) To ''develop tourism as an economic undertaking".

(2) To "develop tourism as a mean of expanding 

internatinal communication and exchange and promoting 

mutua1 under st an ding and friend sh i p bet ween the

Chinese people and people in other countries".

(3) To "display the Chinese tradition of being hospitable 

t oward s v isit or s, an d providing good service t o 

tourists so as to make their stay in China 

enjoyab1e".

(4) To "incorporate tourism in the state plan and the 

plans of the various localities for developing the 

nat ion a1 econ omy".

5.4.2 THE STRATEGY FOR DEVELOPMENT

In order to achieve the objectives listed above, 

the Chinese government has a long term strategy for the 

development of the tourism industry and which may be 

out1i ned as foilows :0

(1) To make full use of the tourist resources : China is 

an ancient civilized country and her splendid culture 

and countless scenic spots of historic interest 

provide China with unique tourist resources. China
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also has a reputation for time-honoured and exquisite

arts. Its architecture, horticulture, dances, operas, 

elegant handicraft products and cuisine are world

i a m o u s. The Chinese go v e r n m e ri t is no w planning to

make full use of all these resources in order to

enab1 e t our i sts to b ecome f am iliar with China's

magni f i cent cui ture.

( 2 ) Di ver si f i cat i on of t h e t our i st ac t i vi t y In order to

sat isf y tour i st i nterest and demands, tour istt h e

activity sh ou 1 cl

sat i sf y f or ei gn

be diversified. For example, to 

young people, special routes and

facilities, including some camping sites have been

developed.

(3) To deve1 op t our ist facilities whi c h have nat ion a1

c h ar ac t er i st i c s Hot els, rest auran t s, seen ic sp ots

and other tourist facilities are planned to reflect 

as much as possible the Chinese style and 

characteristics. Each new tourist facility will be 

designed along Chinese architectural lines, have its 

own unique style and embody socialist material and 

symbolise a spiritual civilisation.

(4) To study the experience of foreign countries s The 

Chinese government has planned to employ all the 

useful experience of foreign countries and at the 

same time, retain the fine Chinese traditions and 

national style in developing the tourism industry.
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5.4.3 PLANNING FOR DEVELOPMENT

The long-term plan for China's tourism development 

is divided into two phases. The objective in the first 

phase (1985-1990) is to i n i t i t i at e an d d eve1 op Ch i n a's 

tourism up to the level achieved by developed countries, 

in order to reach an annual target of 3 million foreign 

visitors (excluding Chinese residents from Hong Kong and 

Macao visiting relatives and friends).. The objectives in 

the second phase (1990—2000) is to phase China among the 

ranks of the world's developed countries in respect of 

tourism and to achieve the advanced world level of 

tourism infrastructure and management to enable China to 

cope with about four million foreign tourists a year.

The main undertakings planned as a means of 

reac h i ng t h ese t arg et s include the fol 1owi n g1° s

(1) Construction of tourist facilities should be achieved 

t h r o u g h t he co n c e r t e d e f f o r t s o f t h e s t a t e, 1 o c a 1 

authorities, various departments, collectives and 

individuals, as well as foreign investors. Individual 

households should be encouraged to run hotels and 

restaurants and sell souvenirs.

(2) Th e N.T.A. shouId give g r eater deci si on-maki n g p ower

to 1 oca 1 author i t i es. The admi n i str at i on shou 1 d

f or mu 1 at e po 1 i c i es an d r egu 1 at i on s con cerni n g t our i st

expansi on a n d d r a w u p d e v e 1 o p m e n t p 1 a n s „ It should

a 1 s o c o o r d i n a t e e c o n o m i c 1 i n k s b e t w e e n vari ous

departmen t s, localities and enterpri ses, and
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d i str i but e tour i sm i nf or mat i on..

(3) Efforts must be made to improve air and railway 

transport services-

(4) Efforts must also be made to boost production of 

tourist souvenirs, arts and crafts.

(5) Overall construction plans should be drawn up 

re1 at i ng to tour i st attracti ons, whi1e new tour i st 

areas and scenic spots should be developed.

(6) More new hotels should be built in popular tourist

cities including Beijing, Shanghai, Xian and Guilin, 

an d more i n exp en s i ve ho t e 1 s should b e built.

(7> All workers and staff members should be employed by

new tour i st enterprises on1 y a f ter they have rec e ived

special training and passed examinations.

CHINA TRAVEL OPTIONS
TRAVEL

GROUP TOURS & INDEPENDENT

5.5.1 GROUP TOURS TO CHINA

Today, travellers who wish to visit China, may do so 

simply by purchasing tickets from one of the hundreds of 

travel agents around the world now authorised to arrange 

group tours to China. (Foreign visitors need to apply for 

a visa when going to China and this will be discussed in 

Sec ti on 5.6.2)

W i t h i n the guideli nes established by the China

I n t er n at i on a 1 Travel Service, tours have become

suf f i c ient 1 y varied in terms of itinerary, cost and
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dur at i on t o sat i sf y vi r tua11 y ever y f or m of t our i st 

i n t e i r e s t in C h i n a.

Tour operators and travel agencies receive annual 

tour allocations from C.I.T.S., with authorisations 

usually granted nine to fifteen months in advance. The 

final decisions as to itineraries in China are in the 

hands of C.I.T.S. and subject to change by C.I.T.S. at 

any time. However, most groups cannot be one hundred per 

cent certain of their exact itineraries until they arrive 

i n C h i n a (a n d s o m e t i m e s n o t e v e n t h e n) »

A standard tour usually extends from 12 to 21 days 

in China and covers three to five cities.. E<eijing, Xian, 

Shanghai and Guangzhou are the most common cities covered 

b y t h e s e t o u r s. 1 1

Special-interest or professional tours are also 

arranged by some operators in the U.K.. During 1985, 

Regent Holidays, for example, offered two cookery tours 

t o C h i n a f o r t h o s e w h o w i s h t o 1 e a r n t h e s k i 11 s a n d 

techni ques of Chi nese cook i ng .. 122

5.5.2 INDIVIDUAL TRAVEL

In 1983, Ch i n a st ar t ed t o receive i ndi v i dua1 

foreign tourists. Han Kehua, Director of N.T.A., in a 

tourism policy conference in October 1982, stated that 

Ch i na wouId b eg in ac c ep t i ng ap p1i c at i on s f or vi s it s by 

individual tourists with a view to increasing the 
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proportion of individual tourists to 20-30 per cent of 

China's total tourist volume by 1990, and to 30-40 per 

cent by the end of the century.

5.6 CHINA'S TRAVEL POLICY

Beginning in 1977, more cities and sites have been 

opening up one after another to tourists from abroad. By 

1985 the number of cities and scenic spots opened to 

foreign tourists had reached 220 (see Appendix 7 for the 

cities that, are open to foreign tourists)., While fewer 

than 120 of these sites have as yet developed facilities 

capable of handling foreigners on a regular basis, the 

general direction of tourism policy remains clear — 

continued expansion with emphasis on a significantly 

broadened range of itineraries and travel options.

5.6.1 THE PRICING POLICY

China's official policy is to maintain prices and 

fees for tourists at levels comparable to prices on the 

worId market„1Th i s po1 i cy was in t roduced i n 1981 a n d 

caused a sudden increase in the number of services 

sub.ject to separate bi11 i ng. For examp1e, beer, sof t 

drinks and tea, formerly considered as part of the 

prepaid hotel fare, are now charged as extras. In fact, 

th e p ri ce of Chinese t ours has been i n c r easi ng sharp1y 

since 1978. For example, the cost of group visits to 

Tibet has increased from US$200 per day in 19821S5 to 

US$350 per day in 19851,&„ Under this policy, various
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aspects of Chinese tourism which m a d e i t t h e p r i c e s e e m a

b a r g a i n , w i 11 s o o n d isappear.

5.6.2 VISA-ISSUING POLICY

In ear 1 y 1985, the N.. T. A. of Chi na transf erred the 

p o w e r o f v i s a - i s s u i n g t o t h i r t y t o u r i s m a d m inis t r a t ions 

at provincial and municipal level. They were also 

enpowered to have direct contact with foreign travel 

agencies to organise tours to China. Thereby, the system 

has been reformed. Before that, only the N.T.A. was in a 

posi t i on t o author i se Ch i nese embassi es abr oad t o i ssue 

visas and to contact foreign travel agencies in order to 

organise tours.17 The transfer power from the N.T.A. to 

t h e 1 oc a 1 aut h or i t i es c an ma k e t h e t our i sm op er at i on i n 

C h i n a m o r e e a s i e r .

By mid 1985, the Chinese government simplified the 

entry and exit proced ur e s for overseas Chinese n ati ona1s. 

They will no longer need visas, or exit permits when 

visiting China. x 13 Now only foreign visitors need to apply 

f o r v i s a s w h e n c o m i n g t o C h i n a.

Basi cal 1y there are two types of tourist visas for

f or e i g n v i s i t or s s

(1) The Tour Group Visas — these visas are for those

t r&ve11ing to Ch ina i n a general tour group and wi 1 1

be granted to tours on a group basis.

(2) The Individual Tourist Visas — these visas are for

those travelling to China on their own. In early
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1985, C»I» f.S. began to grant visas to individuals

un d er new Chi na—to—F 1 I"" (For ei gn Independent

Travel) programme The c on d i t i on s r e 1 a t i n g to

appi icati o i ne 1ude1 Ci) the individual tourist

must be of a v a 1 i d vi s a a u t h or i z ed b y

and through Chinese emb assy or

c on su 1 ar office Appii cati ons for such should

be submi tted at least weeks pr i or to the

r e g u e s t e d d a t e of C i i ) t h e p r o p o s e d i t i n e r a r y

wi t h a11 dat es domestic connecti ons and cities it

is proposed to m u s t b e sia b m i 11 e d a n d approved

i n

?

in advance of departure; and (iii) advance deposi ts

a n d p a y m e n t s f o r c e r t a i n s e r v i c e s i n c 1 u d e d

iti nerar y hotels i n t er c i t y t r an sp or t at i on

etc.) may be required

DEPOSIT REQUIREMENT FOR CHINA PACKAGE TOURS

As discussed in Chapter Four,

China are arranged by the C.I.T.S..

pac kag e t our s wi t hin

The travel agents of

the U.K are r equ ire d t o pay a depos i t for reservat ion of 

a package tour which usually consists of a minimum of ten 

passengers per group. They are also required to pay the 

balance thirty days before the date of departure. 

Moreover., the travel agents are required to submit the 

number of passenger s i n the tour to the C.I.T.S. at 1east 

40 days before the group's departure. Generally speaking, 

the deposits by the travel agents are non-refundable. 

However, deposits will not be forfeited if at least 80
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p er cent of the 1oading factor 

booking. (In most cases, the 

domestic act i v it i es i n other 

therefor e, have fewer prob1ems 

to China)

i s ac h i eved for each g roup 

U.K. operators aIso hand1e 

d ev e1oping coun tr i es and, 

t h a n w h e n o r g a n i s i n g t o u r s

This policy seems to give many tour operators a bad 

impression of China's package tours and causes great 

p r o b ]. e m s i n t h e m a r k e t i n g c< f p a c k a g e tours t o C h i n a.

5.7 TOURIST DEMAND IN CHINA

Ch i n a 's t our i sm gr owth h as been si gn i fi can t since 

1978„ The nuinb er of peop 1 e vi si t i ng the PeopIe's Repub 1 i c 

of China increased five-fold during the period 1978-1983 

(see Table 5..2). In 1983, Chinese officials reported that 

9.5 million persons had visited the country, compared to 

1.9 million in 1978. In 1984, this figure increased 

further to 12.9 million, about 35.8 per cent more than in 

1983.

The vast majority of tourists visiting China come 

mainly from the East Asia and Pacific region. In 1981, 

this region alone generated about 366,000 visitors 

(visitors other than Chinese residents in Hong Kong, 

Macao and Taiwan) to China representing 54.2 per cent of 

th e t ot a1 i nt ern a t ion a1 tourist arri v a1s i n Ch i n a th at 

year. Even though its importance has slightly diminished 

because of the rapid increase in arrivals from Europe and 

the North and South American regions, the East Asia and 
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Pacific region still had 43.7 per cent of the tourist 

trade to China in 1983. (It is necessary to note that 

f u r t h e r b r e a k - d o w n o f t o u r i s t v i s i t i n g C h i n a f r o m t h i s 

region into overseas Chinese and foreign visitors is not 

available in this case.)

North and South America had an average annual 

growth of about 13.. 4 per cent in this trade during the 

period 1981-1983, generating about 2 million visitors to 

China. Europe has had a lower rate of growth (about 13.0 

per cent).. and generated about 1.7 million visitors to 

China in 1983 (see Table 5.3 which shows the regional 

breakdown of international tourist arrivals to China).

The overseas

Kong, Macao and

v i s i tor s

milli on visit or s

Chinese and Chinese residents of Hong 

T a i wan pr ov ide the g r eat est number of 

this group alone generating about 11.. 7 

t o Ch i n a in 1984. For e ign v i si t or s

t o Ch ina,

totalled 1.13 million, representing 8-8 per cent of the

total, a 3 O p e i'" c e n t inc r e a s e o v e r 1983 (see T a b 1 e 5.2 ) ..

Two countries — Japan and the United States — 

accounted for more than half of China's foreign visitors 

in 1982, with totals of 245,000 and 145,000 respectively. 

Other coun t ri es sen ding re1 at i ve1y 1 arge n umb er s of 

visitors in c1u ded Aust ra1i a, t h e U.K. , th e Ph i 1 i pp i nes, 

Singapore, France, Indonesia, West Germany and Canada 

(see Tab 1 e 5.. 4) .



TABLE 5.2 FOREIGN VISITORS ARRIVAL TO CHINA

YEAR TOTAL TOURIST
ARRIVALS

FOREIGN VISITORS 7. OF FOREIGN 
VISITORS TO TOTAL

mn Index mn Index
(1978=100) (1978=100)

1978 1.9 (100) 0.12 (100) 6.3

4.2 (221) 0.16 (133) 3. 8

1980 5.7 (300) 0.53 (442) 9.3

1981 7.. 8 (411) 0.66 (550) 8.5

1982 7.9 (416) 0.76 (633) 9.6

1983 9.5 (5OO) 0.87 (725) <7 „ 2

1984 12„9 (679) 1.13 (942) 8. 8

N O T E s F o r e i g n Visitors — v i s i t o r s e x c 1 u ci i r i g o v e r s e a s 
Chineses and Chinese residents from Hong Kong, 
M a c a o a n d T a i w a n

SOURCE ; Compiled from s

1. . Beijing Review, 7 July 1980, No. 27, p 14;
19 July 1982, No. 29, p 20

2. China Reconstructions, Feb. 1983, p 31

3» TTG UK & Ireland, 17 Aug. 1984, p 35

4. . I.T.Q., 1980, No. 4, p 8; 1981, No.3, p 10;
1983, No.2, p 17

5. W.T.O.—Regional Breakdown of World Travel & 
Tourism Statistics, 1984 Ed., p 54

6. C.N.T.O.—News on China's Tourism, Vol. 1, 
No. 1
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TABLE 5-3 REGIONAL BREAKDOWN OF INTERNATIONAL TOURIST 
ARRIVALS IN CHINA (hundred thousand)

YEAR
REGIONS

AFRICA MORTH & SOOTH AMERICAS EAST ASIA & PACIFIC EUROPE iMIDDLE EAST SOUTH ASIA

( Z ) ( I ) ( Z ) ( Z ) ( Z ) ( Z )

1981 0.03(0.41) 1.55(22.9) 3.66(54.2) 1.36(20.1) 0.02(0.27) 0.14(2.02)

1982 0.03(0.35) 1.71(21.2) 4.31(53.4) 1.46(18.05 0.02(0.23) 0.11(1.37)

1983 0.05(0.55) 1.99(21.8) 3.99(43.7) 1.73(19.0) — —

"-------- " s Records not available.
(7.) x Per c entage of totai int ern ationa1 touri st

ar r i v a 1 s i n C h i n a.
SOURCE :: Compiled from x W.T„O„—World Tourism Statistics 

Vol. 36,37

TABLE 5.4 THE TOP TEN INTERNATIONAL TOURIST GENERATING
COUNTRIES TO CHINA (hundred thousand)

COUNTRIES 1981 ( 7. 1982 ( X ) 1983 ( 7. )

JAPAN 2.24 ( 33. 1 ) 2. 45 (30„4) 2.65 (29-0)
UNITED STATES 1 - 30 (19. 3) 1-45 (18.0) 1.68 ( 18. 4 )
AUSTRALIA O. 40 ( 6 » O ) 0- 53 ( 6.6) 0. 54 ( 5.9)
U. K „ 0-42 ( 6.. 2) 0 » 42 ( 5.2) 0-51 ( 5.6)
PHILIPPINES O.. 28 ( 4- 1 ) 0. 34 ( 4.2) O a 3 6 ( 3.9)
SINGAPORE O,. 16 ( 2. 4) 0.22 ( 2.8) — ....----

FRANCE 0.21 2) 0-22 ( 2.7) 0- 23 ( 2.5)
INDONESIA O- 17 ( 2 - 6- ) 0.21 ( 2.6) —
WEST GERMANY O. 18 ( 2. 7) 0- 21 ( 2.6) 0 - 27 ( 3 a 0 )
CANADA 0- 14 ( 2. 1 ) 0. 16 ( 2.0 ) 0.22 ( 2.4)
•—* ..... ..... ..... «... ....... .... ..... ..  ...... .... ..... .«.. «.« ««. .«• ..... ... «... «.« M«<...... —. ««. ««. —• «... — ««.......«.. «.« «... ««. .«.. ««. .«.. «.« ««. ...... —..«. «... —. «... «... —------- - —.... —

TOTAL. cr œr t.J u %«J (78. 6 ) 6.21 (77.1) 6.46 (70.8)

( 7. ) s

NOTE s

SOURCE s

Records not available.
Per cen t ag e of t otal i n ter n at i on a1 t our i st
arri vals i n China.
Priority of countries are based on the results 
of 1982-
Comp i 1 ed f r om W. T. 0.. —Wor 1 d Tour i sm St at i st i c s
Vol. 36,37
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5.8 TOURIST PRODUCT IN CHINA

As Ch i n a ' s p op u 1 ar i t y as a h olid ay d est i n at i on

grows, facilities ranging from hote1 accommodation and 

transport to recreational and other services are proving 

i nad equat e. P1 ann in g t o prov ide improvements i s 

e s se n t i a 1 . I n t h e Si x t h F i v e - Y e a r P1 a n o f t h e P. R. C „ 

(1981-1985) , th e exp an si on of th e touri st i ndust ry i s 

planned s more hotels will be built, more tourist areas 

will be opened up and better services will be provided.20 

Although some problems still exist, the Chinese 

government has developed considerable efforts to 

i m p rov i n g t ouri st facilities, an d t h ese hav e, i n f act, 

p r o d u c e d g r e a t i m p r o v e m e n t s i n t h is f i e 1 d .

I n t h i s s e c t i o n , t h e t o u r i s t p r o d u c t s w i 11 b e 

categorised for discussion under four different headings 

i (i> tourist attractions; (ii) tourist transportations; 

(i i i) acc ommod ati on ; an d ( iv) shop ping, amusement an d 

entertain men t f aci1i t i es.

5.8.1 TOURIST ATTRACTIONS

The fo11owing extract illustrates how the N.T.A„ 

sees Ch i n a as a tour i st dest i nat i on521 j

"The vast and beautiful land of China is well 

e n d o w e d w i t h s c e n i c w o n d e r s i n c 1 u d i n g t h e 0 i n g h a i — T i b e t 

Plateau, known as the "Roof of the World". Many lofty 

mountains such as Taishan, Emei, Huangshan, Lushan and 

t hi e t h r e e spec t a c u 1 a r g o r g e s o n t h e C h a n g. j i a n g (Y a n g t z e)
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River are among these beautiful sights, as are the 

picturesque Stone Forest at Kunming, and the landscape 

beauty of Guilin and the West Lake at Hangzhou.

China is famous throughout the wor1d for its rich 

1egacy of sp1endi d cu11 ure and h ist ori c sites. There i s 

the Great Wall of China which, running 6,200 Km., across 

the northern part of China, has stood for more than 2,000 

years. There i s the pottery army bur i e d underground to 

guard the tomb of Emperor Qin Shi Huang some 2,000 years 

ago. The former i mp eri a1 palace, kn own as t h e F orb idd en 

City, is located in Beijing. Twenty—four feudal emperors 

ruled over China from there for more than 560 years. The 

largest stone Buddha in the world is found in Sichuan 

province, in southwest China. It took sculptors ninety 

years to complete the work twelve centuries ago. All the 

great grottos of Dunhuang, Longmen and Yungang have a 

history of more than a thousand years. They are extremely 

rich treasure houses of stone sculpture, painted clay 

figures and murals, each and every piece a priceless 

ob J ec t of Or i en t al ar t.

T h e s i s t e r a r t s o f C h i n e s e C a 11 i g r a p h y a n d p a i n t i n g 

date back to ancient times and have unique features, 

whi1e t h e prec i ou s h and i cr aft art i c1es of a h i g h st andard 

of craftmanship are indescribably fascinating. Chinese 

cuisine also has a long history, and can be treated as an 

ex q u i s i t e a r t. 1 '
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5-8-2 THE TOURIST TRANSPORTATION

Since the P-R.C- started to develop its tourism 

i ndust r y i n 1978, ef fort s h ave been mad e t o improve 

t r an sp or t at i on i n r esp ec t of b ot h i n t er n at i on a 1 an d 

domestic rou t es. Ge11 i ng t o 0h ina i s much ea s i e r t h an it 

was a few years ago-

(A) International travel

(1) By air

Ei e i j i n g , S h a n g h a i a n d G u a n g z h o u a r e t h e m o s t c o m m o n 

points of ent ry int o Chin a by a i r- Since 1978, when 

Ch i na's air1i ne, t he C i v i1 Avi at ion Admi nistration of 

China (C.A.A.C.), inaugurated a regular charter air 

ser v i c e c on nect ion bet ween Hon g Kong and Guang zh ou, 

di rect f 1 i ghts f rom Hong Kong to sever a 1 other Chi nese 

c i t i es have been added, i ncludi ng Bei i i ng , Shanghai, 

H a n g z h o u, T i a n j i n , a n d K u n m i n g -

By 1985, more than twenty international carriers 

wer e aut h ori sed t o fly i nto Ch i n a » In add i t i on to 

C-A-A.C-, major airlines now flying into Beijing include 

Pan Am, Japan Air Lines (J-A-L-), Swiss Air, Air France, 

Bri t i sh Air ways, Aer of1ot, Luft h ans, Philippine A i r 

L i n e s , T a r o m, T h a i I n t e r n a t i o n a 1 , P a k i s t a n I n t e r n a t i o n a 1 

Airlines (P-I.A.) and Qantas-2252 (See Appendix 8 for the 

Map of main international air routes of China.)

By the end of 1984, China had signed air travel 
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a g r e e m e n t s w i t h m o r e t h a n f o r t y c o u n t r i e s a nd established 

bus i ness re1 a t i ons wi t h a i r1ine compan i es in one hund r e d 

a nd e ight y count r ies and regions. Chi na n□w operates air 

services to twenty-four cities in nineteen countries.23

(2) By Rail

China can also be reached by rail from Europe and

H o n g K o n g . T h e rail w r* y r o u t e f r o m L o n d o n t o H o n g K o n g 

p a s s e s t h r o u g I") P a r i s , B e r 1 i n , W a r s a w, M o s c o w , Irk u t s k a n d

Ulan Bator b ef or e ent erin g Ch i na.

Travellers from Hong Kong may take trains to the 

Hong Kong/P. R.. C» bor der and then t ake another tr ai n to 

Guangzhou. In 1979, a daily non-stop passenger service 

between Kowloon and Guangzhou was available. At present, 

express trains leave Kowloon twice a day at 1 p.m. and 

2 s55 p.m.

(3) By Sea

By sea, there are hovercraft and liner services 

between Hong Kong and Guangzhou. In 1984, .journeys by sea 

f rom Hong Kon g t o Sh ang h ai, X i amen, Fuzh ou, and Ti an j i n 

were also available. Moreover, many world cruise liners 

now feature shore excursions in China as highlights of 

thei r wor 1 d voyages.. For ex ampie, dur i ng 1985 and 1986, 

t h e M / 8 P earl o f 8 c a n d i n a v i a w i 11 o f f e r t w e n t y s u c h 

excursions on its twenty-day China explorers' cruise, 

calling at Xiamen, Shanghai, Qingdao, Yantai, Tianjin
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( Be i j i n g ) , Da 1 i an«

(B) Internal Travel

Most travel by foreign visitors between the major 

cities of China, is by air« Shorter intercity travel is 

by train« Most foreign visitors will not have to buy 

t h e i r own t i c k e t s f or a i r or t r a i n t r av e 1 5 t h e C« I. T. S.. 

will handle all reservations, ticket purchases, and 

appropriate clearances with the public security bureau 

(Pol ice)»

(1) By Air

C - A « A„ C.. h a s e x p a n d e d i t s d o m e s t i c s e r v i c e s g r e a 11 y 

in recent years« Now C.A.A.C. has more than 200 routes and 

uses an array of jet aircraft — Boeing 707s, British 

Tri den t s, and Sovi et 11yushi n 62 s and 18s -— b et ween t h e 

three major cities of Beijing, Shanghai, and Guangzhou as 

well as between other points™ Propeller planes such as 

the Soviet Antonov are used between small cities» Air 

t rave1 in Chi na h as b ecome i n cr easi ng1y more comfor table, 

a n d sc h edu1es more con ven i ent« However, f1i gh t s are 

a 1 inost a 1 way s c r owd e d , m a i n 1 y w i t h officials, P eop 1 e ' s 

Liberation Army personnel, and foreign tour groups. 

F1i ght depar tures cont i nue to be sub j ect to i nor di nate 

delays or even cancel 1 ati ons.22=3 (See Appendix 9 for the 

Map of Ch i na ' s i nter c i ty f 1 i gh t s« )

In order to improve the present conditions, 
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C.A.A.C. expects to buy many more new aircraft, and by 

1990, it hopes to increase its capacity to 10 million 

pass e n gers a y e a r « C „ A» A« C» a 1 s o p 1 a n s t o i m p r o v e

existing airport facilities, construct and enlarge some 

a i r p or t s an d e qu i p i t se 1 f w i t h a c ompu t er -op er at ed 

reservation system as soon as possible in order to 

i m p r o v e t h e s e r v i c e i t p r o v i d e s „ 2 "z

In the near future, the National Tourism 

Administration of China will set up a Charter Airline 

Company to carry tourists from the main tourist 

g e n e r a t i n g c o u n t r i e s t o r e 1 i e v e the b u r d e n o n C.. A.. A. C. 2

(2) By Rail

The major means of transportâtion in China is the 

railways system which links up all the major cities and 

t olar i st cen tr es » Ch i nese t r ai n s g en er a 11 y r un on t i me, 

and are more reliable than planes with respect to 

schedules« (See Appendix 10 for the Map of China’s major 

rail routes«)

The Chinese divide their trains into "hard seat" 

and "soft seat" coaches and "hard" and "soft" sleepers, 

w i t h t h e "soft" categorie s r e s er v e d f o r f o r e i g n e y~ s a n d 

h i g h-rank i ng Ch i nese < e » g. army per son ne1 an d g over nmen t 

off i ci al s) .

The rapid expansion in the number of tourist 

arrivals to Ch i na has b roug ht p rob1ems to th e Ch i ngse 

141



railway service. Passenger leading has nearly doubled 

since? 1978.Over-crowded conditions have caused what 

was once the most pleasant means of going about China to 

disappear.

C hi i n a ' s M inis t r y of R a i 1 w a y s h a s p Ians f o r 

i m p r o v i n g t he pres e n t s i t u a t i o n.. O ver t h e n e x t f i v e 

y ear s, e inp h a s i s w i 11 b e p u t on t h e e 1 e c t r i f i c a t i on of 

China's railways. Towards 1990, this will be carried out 

on a section of the Beijing — Guangzhou line and other 

trunk routes southwards and to the coast.30

(3) B y L o n g — d i s t a n c e b u s

Ch i n a still lac k s a mod ern, 1 on g-di st an ce h igh way

system. The intercity bus services exist mainly to 

sup p 1 eiTien t t h e r a i 1 way s. Thus, there ar e n ot man y p 1 ac es 

in China, that use buses for travel between cities. Links 

between cities, for example, can be found along the coast 

o f F u j i a n , o r f r o m H a n g z h o u t o H u a n g s h a n.

Two types of long-distance buses can be found in 

China n (i) cruisers operated by C.I.T.S. (usually large 

and air-conditioned); and (ii) public buses (usually 

c r o w d e d w i t h 1 o cal people).,

(4) B y C o a s t a 1 a n d I n 1 a n d s h i p s

Coastal ships carrying passengers between Dalian, 

Tianjin, Qingdao, Shanghai, and Guangzhou have been 

available since 1981. Tourist boats for visitors to 
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travel along the major rivers such as the Huangpu in 

Shanghai or the Pearl River in Guangzhou are also 

a v a i 1 a b 1 e n o w «

(C) Transportation within the cities

(1) Taxis s Taxis are available in most Chinese cities.. 

Taxi dispatchers can be found in the lobbies of most 

h o t e 1 s.. In la t e 1984, G u a n g z h o u w a s t h e o n 1 y ci t y i n 

China where taxis could be hailed from the street. 

The Guangzhou system is now being studied carefully 

f or ad op t i on i n ot h er c i ti es, partic u1 ar1 y Beij i ng 

and Shanghai ..

(2) M i ni ™bus s Mi ni-b us servis es are n ow avai1 ab1e in 

Guan g zh ou, Shen zhen an d Be i j i n g. Tr ave11 er s can ride 

a p u blie mi n i-bus i n t hese c i t i e s b y h a i1i ng i t a1ong 

the route or get off by asking the driver to stop. 

T hese ser v i ces will be ext ended t o ot h er t our i st 

cities i n t h e near f ut ur e. 31

(3) Bicycles s Bicycles are now available to rent in

B e i j i n g , C h e n g d u , a n d in s o m e o t h e r c i t i e s. W i t h a 

bicycle, the traveller can go just about anywhere he 

wants (wi thi n the city), and at hi s own pace-

5.8.3 ACCOMMODATION

S i n c e 1980, pr o j ect s have been 1aunch ed wi t h st at e- 

i n v est men t or j o i n t Chi n e se ~ f or e i g n i n v e st m en t s t o bu i 1 d 

a number of hotels in Guangzhou, Hangzhou, Xian, Kunming, 
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Zh eng zhou and Bei j ing« In Be i j ingf or exampie, s even 

major new hotels were opened for business by late 1984 s 

t h e Y a n j i n g a n d H u a d u , d e s i g n e d a n d b u i 11 b y C h i n a; a n d 

the ¿Ji anguo , Xiang Shan , Great Wa 11 , Li do, and Jing 1 un , 

b u i 11 t h r o u g h v a r i o u s m odes o f f o reign p a r t i c i p a t i o n .

S o m e h o t e Is, c h a r a c t e r i s t i c of t r a d i t i o n a 1 a n d 

national architectural styles have also been built. The 

Huilongguan Hotel in suburban Beijing, -For example, 

consists of a compound with one-storey, bungalow-like 

houses joined by walls on four sides — a traditional 

Bei j i ng ar chi t ec tur a 1 st y1e.

Ap ar t f r om bui1d i ng n ew hot els, t h e Na t i on a1 

Tour ism Admi ni str at ion of Ch i na a1 so devoted its ef f or t s 

t o ex pan ding or r ec on st ructing ex i st i ng on es. Some 

highclass government guest houses have been partly or 

c o m p 1 e t e 1 y o p e n e d u p t o t o u r i s t s. 22

Th e Ch i nese g ov ernmen t also en c ourag es local i ti es, 

depar tments, collect i ves, and i nd i viduals to develop 

tourism. They are allowed to open tourist hotels, 

r e s t a u r a n t s, a n d h a n d i c r aft a n d s o u v e n i r s h o p s. T h e f i r s t 

p e a s a n t - r u n h o t e 1 (c o 11 e c t i v e 1 y o w n e d) w a s o p e n e d a t t h e 

end of 1984 on the outskirts of Beijing.

The Chinese government also plans to increase the 

number of hotel beds to 40,000 by 1990. The main tourist 

cities of Beijing, Shanghai, Xian and Hangzhou will be 

the first to benefit, to be followed by Dalian, Qingdao,
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Wuhan and Chongqing. Many of these hotel projects will be

b u i 11 i n j o i n t v e n t u r e s w i t h

overseas.

The most reliab1e h ot e1 s i n

C h i n e s e c o m p a n i e s

terms of comfort,

a m e n i t i e s, a n d s e r v i c e a r e t h o s e t h a t were e st ab 1 i sh ed i n

t h e 19 8 0 s u n d e r j o i n t v e n t u r e a g r e e m e ri t s wit h f o r e i g n 

investors. Hotels such as the Great Wall in Beijing or 

the China Hotel in Guangzhou rely heavily on Hong Kong 

trai n ed m anagemen t and service staf fs and th us more 

closely adhere to international standards than their 

whol1 y Chinese-owned c o u n t e r p a r t s

In most Chinese-owned hotels, problems of 

management, op er at ion s and services tend to exist. To 

improve this condition, travel and tourism schools have

been set up in Beijing, Shanghai, Hupei, Sichuan and

J i a n s u.. M o r e o v e r , China has also established touri sm

facuìti es at un i ver si t i es i n Nan kai and Dalian,. In

p a s t f e w y e a r s, students have been sent to the Uni ted

t h e

States, Switzerland, Italy, West Germany and Thailand to

study t h e o p e r a t i o n a n d m a n a g e m e n t o f t h e t ou r i s t

industry, and to gain exper i ence abroad.3

5.8.4 SHOPPING AND AMUSEMENT FACILITIES

(1) Shopping — China is not a consumer society. Shopping

will usually disappoint many visitors. Generally, the

Chinese government only emphasises everyday Chinese

prod ucts an d prac t i c a 1 i tems. Spi en d i d h an d i c r aft s , 
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high quality artefacts and jewelry are sold only in 

Friendship stores (Friendship stores are specifically 

established to sell export items to foreign 

visitors)« These stores accept only foreign exchange 

c e r t i f i c a t e s, w h i c h a 11 o w t o u r i s t s t o b u y 1 u x u r y 

i tems not n ormally avai1 ab1e t o the Chinese«

(2) Amusement Parks — China has only a limited number of 

amusement parks, and the largest one, the Changjiang 

Amusement Park, was built in 1983 in Zhongshan -::s<& The 

Chinese Government now plans to build more amusement 

parks and golf courses in China« These include an 

amusement park near Beijing, a Tang dynasty style 

complex at Xian (Xian was the Tang capital), a golf 

course in the Ming Tombs area, an amusement park in 

8henzhen ad joi ni ng Hong Kong, t he Longtan Amusement 

Park near the Ming Tombs, and a golf course at 

Z h o n g s h a n . •'■s z

(3) Ent ertai nmen t — Th ere i s n o ' ‘ ni g ht 1 i f e " in China of 

the typ e usuall y ex p ec t ed by f or ei gn t our i st s and 

t her e ar e f ew ent ertai nmen t f ac i1i ti es„ In Bei j ing, 

indoor sports facilities such as bowling, table 

tennis, snooker, video games, etc« can found in the 

Minzu Palace Club and the International Club. The 

Summer Palace Lake provides skating facilities in 

winter and rowing in summer« In Shanghai, indoor 

games facilities and a swimming pool can be found in 

the Jinjang Club« In Guangzhou, indoor games and pre­
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recorded films to be shown on guests's televisions 

a i'" e a v a i 1 a b 1 e i n s o m e w e s t e r n — s t y 1 e r e s t a u r a n t s, e. g „ 

D o n g f a n g H o t e 1 .. M a s s a g e f a c i 1 i t i e s a r e a v ail a b 1 e i n 

some cit i es.31 ®

CONCLUSION 

g over nmen t's p1 an s

Chi na not on 1 y

but tool

la n d e r s t a n d i n g

rel ati vely

off ici al 1 y

an i mp or tant role i n

f or b u i 1 d i n g i t s e c o n o m y

the Chinese

Tourism in

a method of earning foreign exchange

f o r f o s t e r i n g c la 11 la r a 1

Ch i na ' s of f i c i al emphasis

recent while the door to

o p e n e d i n 1978, i t w a s not until

and political

on tourism

tour ists

1981 that

was

T o u r i s m p 1 a y

a

t h e

government b e g a n t o e x p 1 o r e w a y s o f a c t i v e 1 y p r o m o t i n q

tourism

The rapid expansion in the number of arrivals in 

the early 1980s created a lot of problems for China's 

tourism sector. Hotels, travel facilities, organisations, 

a n d s e r v i c e s t a f f w e r e q la i c k 1 y t a x e d b e y o n d t h e i r 1 i m its 

by this sudden onrush of tourists.

In the past few years, many new hotels were built 

and existing ones expended. New tourist attractions, such 

as "trip to the Three Gorges" and "travel on the Suzhou 

and Wuxi sections of the 1,400~year—old Grand Canna1" 

wer e ar r anged f or f or ei gn tour i st s. Ef f or ts ar e bei ng 

made to open up more and more famous scenic spots and 
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places of historical interest, improve transportation and 

hotel facilities, and train competent people for this 

i n d List r y „

Today, almost anyone who wants to visit China may 

do so„ However, problems still exist relating to the 

pricing policy and the requirements of advance visa 

applications and prearrival itinerary planning (on a 

group tour, the itinerary is usually fixed by the tour 

op er at or ) „

Compared with countries where tourist services are 

deve1 oped, Ch i na st ill 1ags beh i nd « However, under the

d ecen t r a1i sat i on of t h e deve1opment, cont ro1 , man agemen t 

and planning of the facilities and the scenic, historical 

and cultural sites in China, tourism in China could grow

muc h b i g g er i n f u t ur e , and t h e target o f t h r e e m i11i on

f or e i g n visit or s b e ac h i eved i n 1990
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CHAPTER SIX : METHODOLOGY FRAMEWORK

6.1 RESEARCH OBJECTIVES

The main objectives of this research can be 

summari s e d as fo11ows s

1» To find out the problems involved in operating tours

to China«

2. . T o f i n d o u t w h i c h A s i a n c o u n t r i e s C h i n a com p e t e s w i t h

in t h e IJ. K. t o u r i s t m a r k e t.

3« To examine whether or not the assistance provided by

the Chi na Internationa1 Travel Service (Luxingshe) to 

the travel agents is adequate.

4. To provide recommendations as to how the Chinese 

destination could be better marketed in the U.K. 

t our i s t m a r k e t.

5« To provide some suggestions relating to the future 

d e v e 1 o p m e n t o f C h i n a ' s t o u r i s m i n d u s t r y.

6.2 RESEARCH METHODOLOGY

Quest i onn ai res were mai1ed t o f i f ty U« K« t our 

operators, addressed to the Managing Directors (the names 

of these Managing Directors not being available), on Sth 

July, 1985. The time allowed for responses was two 

months, whi ch was consi dered to be suf f i cient, and the 

survey was completed by September, 1985.

Half of the samples of this study had experience of 

operating tours to China while the other half did not.



A11 sampies were selected from the Trave1 Trade Di rectory 

83 b y means of a judgement samp1ing met hod (se1ectian of 

t h e s a m p 1 e d e p e n d s o n h li m a n j li d g e m e n t a n d n o t o n t h e 

r i g a r o li s a p plie a t i o n o f p r o b a b i 1 i t y t h e o r y ) 1.

A q u e s t i a n n a ire, t og et her wi t h a covering 1e11 er

and a rep1 y-p ai d enve 1 o pe, was sen t t o t he Man agin g

Director of each selected tour operator. In order to

increase the response rate, a copy of the research 

fi nd i n g s was off ered as an incen t i ve f or c oop er at i on.

Det ailed i nst ruc t i on s were g i ven in t h e

questionnaire and the respondents were asked to complete 

and return it to the researcher in the reply-paid 

e nvelope p rov i ded-

In order to obtain more information relating to the 

past and present si tuat i on of China's tour i sm i ndustry 

a ri d t o s u p p 1 e m e n t t h e i n f o r m a t i o n d e r i v e d f r o m t h e des k

research, postal questionnaires, typewritten in Chinese,

were also sent to t h e C h i n a I n t e r n a t i o n a 1 T o u r i s m S e r v i c e

(Luxingshe), and to 35 hotels in China, in each case 

addressed to the Managing Director, on 16th August, 1985. 

The time allowed for responses was also two months, and 

t h e sur vey was comp1et ed b y 0ct ober, 1985.

Sendi ng the quest i onnai re to the Promoti on 

Department of C.I.T.S. was recommended by the China 

National Tourist Office, which is the C.I.T.S. 

represent at i ve i n the U.K. . The samp1e of t h e Ch i n a

152



hotels was selected
mfaAns of the judgement 

by mean» '
ampling

method
the China Handbook Series

Tour ism.

that the

questionnaires could
be understood by all the

of the hotel * and the
C.I.T.S., a Chinese version of

covering the questionnaires was used.

work was done by Cai Ming-Nan a

the South China Institute of Technology in Guangzhou.

covering letters and the questionnaires were typed 

Chinese and photocopied on quality paper so that 

could be easily read by all responden t s.

The method of approach and the incentives offered 

to the respondents were similar to those relating to the 

research undertaken on tour operators. However, due to 

problems connected with obtaining postal stamps from 

China, only reply envelopes could be provided.

6.3 RESEARCH SAMPLES

6.3. 1 TOUR OPERATORS

The ideal sample

those
for this research would have

who
been

operati ng

had operated t o Ch i n a those who
tours to Chi

wer e
na

were preparingt h o s e w h o

a and those who do not intend

1 na.

gestionnaires
Since it was impossible to

U.K two modified
individual +• r-n ।1 tour operator

sample groun«-y wups were



information sources, and they are 5 (i) tour operators 

which were operating tours to China in 1983; and (ii) 

tour operators which were not operating tours to China in 

1983«

Accor di n g t o th e Travel Trade Directory '83, w h i c h 

was published by the Travel Trade Gazette, there were 

twenty-five tour operators who were operating tours to 

China in 1983. In order to provide a balance, another 

twenty-five tour operators who were not operating tours 

to China in .1983 were selected by means of a judgement 

sampling method from the same Directory to make up a 

total of fifty operators.

The criteria for selecting those firm which had not 

operated tours to China before 1983 were s

1. Only those operators with full membership of both the 

A.B.T.A. and the I.A.T.A. were considered.

2. Only the "head officies" of the operators were 

se1ected as samples.

The advantages of selecting samples from the two 

groups mentioned above are that s

1. The first group have some experience in operating 

tours to China which will enable them to provide

usef ul informat i on -

The second group may have great experience of

o p e rat i ng 1ong-hau1 t ours from th e U.K. t o many

o ver seas d est i n at ions an d theref or e should be in a
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b e tt e r p o s i t i o n t o o p e r a t e s u c h t o u r s t o C h i n a. T h e y

c o u 1 d s u p p 1 y i n f o r m a t ion c o n c e r n i n g t h e r e a s o n s w h y

they did not operate such tours despite their clear

p o t e n t i a 1 f o r d o i n g s o..

6.3.2 HOTELS IN CHINA

The sample for this part of the research was based 

on names and addresses of hotels in China as provided by 

the China Handbook Series — Tourism.

Accordi ng to th i s handbook, there were seventy 

hotels in twenty-five cities in China. In order to obtain 

an even1y d i stri buted sa mp1e thr oughout China, ha1f of 

the hotels listed in the Handbook in each city were 

selected for the sample. A total of thirty-five hotels 

was seiec ted f or i n c1usion i n t he sampie f or t h i s 

research»

6.3.3 CHINA INTERNATIONAL TRAVEL SERVICE

The sample for this research was recommended by the 

Director of the China Tourist Office, who is the C.I.r.S. 

representative in the U.K.» According to her

r e c o tn m e n d a t i o n , t h e q u e s t i o n n a i r e w a s s e n t t o t h e

Pr omot i on Depar tment of the C. I» T.. S - i n Bei j i ng i n Chi na.



6.4 REASONS FOR CONDUCTING MAIL SURVEY

6.4.1 TOUR OPERATORS

Due to the fact that all of the selected sample 

members are widely distributed throughout the U.K., and 

most of them are at a great distance from Glasgow, it 

would have been difficult for me to carry out face-to- 

f a c e i n t e r v i e w s „

For similar reasons, the idea of a telephone survey 

was discounted and the mail survey method was chosen. Not 

mer e1y i s i t more economi ca1, but also, si nce the 

questions in the mai1 survey are printed, the respondents 

c a n t a k e m o r e t i m e t o p r e p a r e t h e a n s w e r s a n d c o n f e r w i t h 

o th ers if t h ey so desire.

However, the mail survey can suffer from a number 

of possible drawbacks. Perhaps the most important of 

these are the 1ow response rate and errors resu11i ng from 

non-response. Other disadvantages of a postal survey 

i n c 1 u d e t h e d a n g e r o f r e c e i v i n g r e t u r n s d e r i v e d f r o m a n 

invalid and biased sample, and a lack of flexibility. In 

other words, once a questionnaire has been mailed, it is 

impossible to change questions which later are found to 

b e u n s a t i s f a c t o r y.

F u 1 1 c o n s i d e r a t i o n h a v i n g b e e n g i v e n t o t h e 

weaknesses and strengths of the mai1 survey method and 

the conditions faced by the researcher — in terms of 
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both time and financial constraints — it was decided to 

use mail survey for the purpose of this research» This

wa s ma i n1y due to t he f act that ma i1 quest ionnair es

con st i t ute t h e most cost-eff i ci ent survey met h od„

8.4.2 HOTELS IN CHINA AND THE C.I.T.S.

Hav ing considered t h e above ment i oned advant ages 

a n d dis a. d v a n t ages o f u s i n g m ail q u e s t i o n n a i r e s, w i t h i n 

E< r i t a i n , i t was c 1 e a r that it w a s t h e o n 1 y p r a c t i c a b 1 e 

way of carrying out research on hotels in China and the 

C« LI . S. .

6.5 COVERING LETTERS AND QUESTIONNAIRES

8.5.1 TOUR OPERATORS

In this p art of t he research, the cover i ng 1etters 

and the questionnaires were printed on high quality paper 

by the computer, so that the respondents could read the 

t ext s wi thou t dif fi cu11 y (see App en di x 11).

T h e c o v e r i n g 1 e 11 e r s o u 11 i n e d t h e o b j e c t i v e o f t h e 

survey and invited the respondents to complete and return 

the questionnaire in the reply-paid envelope provided. It 

also s t r e ssed t hat th e i nf ormat i on p rov i ded by t h e 

respondents wou1d be t reat ed c o n fiden t i a11y.

To increase the response rate, a copy of research 

findings was offered as an incentive to cooperation. The? 

respondents could use the sheet attached to the 
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questionnaire to indicate that they wished to receive a 

copy of the research findings.. (In this research, twenty 

respondents expressed a desire to have a copy of the 

r e s e a r c h f i n d i n g s)

Instruct i ons were pr inted on the questionnai re to 

guide respondents concerning the method to be used in 

answering the questi ons„ These instructions were c1ear1y 

word e d , and pri nted in heavy type.

In order to simplify subsequent analyses and to 

ensure that all respondents could cope with the 

questionnaire easily, a structured questionnaire was 

used..

The questionnaire was divided into three sections.

The first section was used to identify the 

char acter i st i cs of the r espondents and to f i nd out the 

problems of those respondents who did not operate tours 

to China. The second section applied only to those who 

werfa operating or who had operated tours to China, and 

covered questions about marketing and about operating 

such tours. The last section was to be answered by all 

respondents and was used to show whether or not the help 

from the C.I.T.S. was sufficient and to find out the 

effectiv e n ess o f c o m p e t i t i o n b y C h i n a i n t h e Li. K. travel 

market (see Appendix 12).

The questions asked were dichotomous, multiple­

choice, ranking or open-ended. Dichotomous questions were 
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li s e d w h e n t h e s e 1 e c t e d s a m p 1 e s w e r e a s k e d , for e x a m p 1 e, 

whether or not they thought special interest groups were 

important in operating tours to China.. In such cases, a 

straight "Yes" or "No" answer was required. This type of 

quest i on was gener a 11 y used t o obt ai n f act ua 1 dat a..

W h e n t h e r e s p o n d e n t s 

a11ernat i ves p rovid ed, ti 

tours, the peak season(s) 

t h e p r o m o t i o n a 1 m e t h o d ( s ) 

assoc i at ed wi t h op erat ing 

comp eti t or s as at ourist 

q u e s t i o n s w e r e u s e d. W i t h 

set of opti ons can be off« 

t h i s m st k e s suc h q u e s t i o n s f 

w i t h r e f e r e n c e t o q u e s t i o r

were asked to select, from the

"i e m a i n c i t i e s c o v e red b y C h i n a 

f o r o p e r a t i n g t o u r s t o C h i n a ,

• used, t h e ma in di ff i cu11 ies 

t our s t o Ch i n a , and Ch i na ' s

destin at ion, mu1 tipie™choi ce 

this type of question, a fixed 

?red to the respondents, and 

n u c h e a s i e r t o a n s w er. H o w e v e r , 

-i s w here t h e r e m i g h t b e s o m a n y

possible al ternatives that they could not all be

included, the option of "Others (Please specify)" was 

added to allow respondents to give answers other than the 

ones listed i n the quest i onnai re.

In or der to f ac i1i t at e the sub se quent an a1y sis an d 

to elicit the particular reasons underlying the choice(s) 

made, the question "Any particular reason(s) ?" was asked 

in certain cases following the list of choices offered. 

Neverthe1ess, the respondents were free to decide whether 

or not to answer the suppl ementary questions. If they so 

preferred, the space for answering cou1d be 1eft b1 ank.
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Two ranking questions were used in this 

questionnaire relating to the status of customers and the 

promotion factors that the tour operators emphasised when 

o p e r a t i n g t o u r s t o C h i n a »

Three op en-en d ed quest i ons were provided at t he e n d 

of the questionnaire to allow the respondents to express 

their views freely concerning the future prospects of 

Ch i n a's t our ism i ndust ry, the met hod s t hat shou1d be used 

t o i n c r e a s e t h e n u m b e r o t t o u r i s t s t o C h i n a f r o m t h e U. K - 

and any other matters appropriate to the area of 

research «

6.5.2 HOTELS IN CHINA AND THE C.I.T.S.

In this part of the research, the covering letters 

and the questionnaires were translated into modern 

st and ard Ch i nese emp1oyi ng the si mp1i f ied ch ar ac t ers used 

in the P.R.C., and were typed and photocopied on quality 

paper to ensure that the respondents could understand and 

read the text without difficulty (see Appendix 13 & 14).. 

(See Note No.. 1 at the end of this Chapter for the meaning 

of "standard Chinese".)

As for tour operators, incentives and assurances 

were provided s a copy of the research findings was 

o f f e r ed a s an i n cen t i ve t o ob tai n c ooperat i on and it was 

emphasi sed that a 11 i nf or mcit i on provi ded wou 1 d be tr eated 

confidentially. (A total of three correspondents from 

both parts of the research expressed a wish to have a
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copy of the research findings.)

(A) Quest i on n a i r e for h ot els i n Ch i n a

The objectives of this research can be summarised 

as follows s

1. . T o f i n d o u t w h a t s e r v i c e s a r e p r o v i d e d b y h o t e 1 s i n

Ch i na.

2. To find out the type, the status, and the age groups 

s e r v e d b y t h e h o t e 1 s«

3. To find out whether there is a direct connection 

between the China, hotels and foreign tour operators.

4. To see to what extent seasonality affects tourism in 

Chi na.

To obtain the above information, a structured 

quest i onnai r e was- agai n used , and di chotomous , mu 11 i p 1 e- 

choi ce, ranki ng and open-ended type quest ions were asked 

(see Appendix 15). In order to persuade the respondents 

to answer the questionnaire and to arouse their interest, 

the questions were so arranged that general questions 

were asked f irst and mor e speci fi c ones later.

(B) Q u e s t i o n n a i r e f o r t h e C. I. T. S.

T h e m ai n ob ject ives of t his r esear c h can be 

summarised as follows :

1. To examine the efforts made by the C.I.T.S. to

promote touri sm in the past.

2. To exami ne the previ ous deve1opment of touri st
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f ac i 1 i t i es i n China.

3. io find out the strategy used by the C.I.T.S« for 
d e v e 1 o p i n g C h i n a ' s t o u r i s m i n d u s t r y.

4. To find out the future plans of the C.I.T.S. for the 

t o u r i s m i n d u s t r y.

Basically, the type of questions used were similar 

t o t h e ones u se d i n researc h i ng h ot e1s i n Ch ina, except 

that there were more open-ended questions. The reason for­

th is was that the researcher wanted to get more 

i n for ma t i on c on c erni n g t he Pr omoti on Dep art men t of t h e 

C.I.T.S. and its present and future marketing strategy. 

Therefore, the use of open-ended questions allowed the 

r esear cher t o obt ai n more det ailed information concern i ng 

the topic under study (see Appendix 16>.
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NOTE ON CHAPTER SIX

1„ Meaning of "standard Chinese" s

In 0c t ober 1955, Putong h u a (Mandarin) was adopt ed b y 

the Chinese government as the common language for 

wri11en Chi n e s e « So Chinese written in Putonghua is 

calied "standard Chinese".
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CHAPTER SEVEN : ANALYSIS OF FINDINGS

7.1 RESEARCH ON TOUR OPERATORS

7.1.1 METHOD OF ANALYSIS

When the completed questionnaires were received, 

the first step was to divide them into two sets s the 

Lisab 1 e responses and the non --usab 1 e responses. A usab 1 e 

response had satisfy the following two conditions at 

least s (i) the questionnaire must have been completed 

accor ding t o the i n struc t i on s p r i nt ed on t h e

quest ionnaire; and (i i) the f irst two questions relating 

to the respondent's characteristics must have been 

completed. The purpose of imposing these two criteria was 

to f aci1itat e comp arison an d cl ass if icat i on of t h e dat a 

obtained.

The quest ionnai re returns classified as usab1e were 

then edited carefully. The number of responses to each 

question were summed up and consolidated into totals from 

usable questionnaires. In order to ensure that the 

c om p1et e r eport can be eas i1y un d er s t ood, t he 

quantitative data of the research was summarised, 

arranged and presented in the form of tab1es and/or 

figures; the qualitative data is studied and classified 

i n t o si mi 1 ar gr oups.

In presenting an analysis of the findings, the

recorded d at a was arran g ed i n t o d i f ferent g r oup s 
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according to the objectives of the research. By studying 

the data thoroughly, inferences that might contribute to 

the objectives were made. Finally, the relevant data, the 

graphs and tables, and the inferences were organised 

meaningfully for the purpose of presentation. Throughout 

the analytical process, the objectives of the research 

were c on st an11y refer red t o so t h at mean i n gf u1 inf er en c es 

could be drawn from the relevant data.

7.1.2 GENERAL PROFILE OF RESPONSE

After one and half month's of preparation, the 

quest i on n a i r es, t og et h er with c over i n g 1 ett ers and reply- 

paid envelopes, were sent to the fifty selected tour 

operators on 5th July, 1985. The field research ended on 

5th September, 1985, a two month period being considered 

to be sufficient. As Table 7.1 shows, of the fifty 

questionnaires, thirty-one were returned over the two 

months' period which amounted to sixty-two per cent of 

the total sample size. Of the thirty-one responses, 

twenty-six (fifty-two per cent of the total sent) could 

be regarded as usable responses, and five (ten per cent) 

of them were rejected as non-usable responses : two of 

the returned questionnaires were blank, and the 

respondents stated that they were not qualified to 

complete the questionnaire and they provided only general 

comments related to operating tours to China; one of the 

respondents returned the questionnaire with incomplete 

answers; one was unwilling to answer until he had 
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completed his World Wide Brochure in November 1985; and 

one returned a blank questionnaire stating that he was 

not q la a 1 i f i e d t o a n s w e r t h e q u e s t i o n n a i r e a n d t h a t h e 

had sent a photocopy of the questionnaire to the 

wholesaler from whom he bought packages of China tours. 

However, no response was obtained from this wholesaler. 

Since this copy of the questionnaire had not been sent by 

the researcher (and, therefore, could not be considered 

as part of the research sample, even if the wholesaler 

had returned the qlaestionnaire) , i t wola 1 d not have been 

regarded as an acceptable response, but treated simply 

as an ad di t i on al ref erenc e.

TABLE 7.1 PROFILE OF THE RESPONSE IN THE RESEARCH ON
TOUR OPERATORS

NUMBER X
.. ..... .. ... ..... ....... — ..— «... - ------------ - .«.. ««. - --------- — ------------------------------------------------- -- —• ---- ----- -- ------------ ------ ----- —• —• ----------- -

NUMBER OF 
NUMBER OF 
NUMBER OF 
NUMBER OF

RESPONSES 31 62
USABLE RESPONSES 26 52
NON-USABLE RESPONSES 5 10
NON-RESPONSES 19 38

..  ..... ... ..... ..... — ... ,.. ............... w... ..... W«. —. ««. «... «... •«« ««• «... ••“. ««. «... «... ••••• ««• •••" —..........  — ’

TOTAL 50 100

To sum up, twenty-six usab1e responses to the fifty 

questionnaires issued were recorded. This represents a 

total positive response of fifty-two per cent. Compared 

w i t h t h e n la m b e r o f t o u r o p e r a t o r s i n t h e U n i t e d K i n g d o m , 

twenty-six tour operators appear to consi tute a very 

sma11 t ot al, but wi t h i n t he samp1e f rame of fifty, a 
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usable response of fifty-two per cent is quite high and 

c a n b e r e g a r d e d a s s a t i s f a c t o r y.

7.1.3 RESEARCH FINDINGS

11 sh ouId be not ed t hat the quest i on s i neluded in 

the questionnaire relating to this research can be 

divided into six parts s five are related to the 

objectives of the research as stated in Chapter Six and 

on e i s r e1 at ed t o th e respon dents' ch ar ac ter i st i c s. In 

the foliowi ng sect i on, quest i ons on each part will be 

discus s e d a n d a n a 1 y s e d » R e 1 e v a n t i in plie a t i o n s a n d 

i nferences wi 11 be provi ded- Tab1 es and/or fi gures wi11 

be used to present responses to each question where 

appropr i ate..

As mentioned in Chapter Six, the questionnaire was 

divided into three parts and each part might be answered 

by different groups of repondents. For example, Part B 

was designed only for those who operated or had operated 

t our s to Chin a. Even t hough t h ere were t wenty-si x usab1e 

responses in this research, the base to be taken for each 

part of the questionnaire might be different. In order to 

have <a clear view of the base for responses to each 

question, it is necessary to examine the respondents' 

charcteristics first.
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(A) RESPONDENTS' CHARACTERISTICS

I his par t of the questionnaire involved two 

questions (Question 1 and 2). These questions were 

designed to measure the characteristics of the 

resp on dents wh o had p ar t i cip ated in t he sur vey «

The results showed that the majority of the 

respondents are travel agents who operate both wholesale 

and retail activities s fifteen (fifty-eight per cent) 

o u t o f t w e n t y—s i x a r e p r i m a r i 1 y w h o 1 e s a 1 e r s b u t w i t h s o m e 

retai1 act ivi t i es; thr ee (twe1ve per cent) out of twenty- 

s i x a r e p r i m a r i 1 y r e t a i 1 e r s b u t w i t h s o m e w h o 1 e s a 1 e 

acti v i t i es. Seven (t went y-seven per cent) respon d ent s 

classified themselves entirely as wholesalers and only 

one (f our per cent) r espondent cl assified himse1f/herse1f 

as a tour operator who retailed directly to the clients 

wit hout g o i n g t hr ough ot her agents (see Tab1e 7.2 (Q. 1) ) .

The resuIts (Q.2) al so showed that th i rteen (f i fty 

per cent) respondents are at present operating tours to

Ch i n a, s i x (t went y-th r ee per cent) r esp on den t s h ad

o p e r a t e d t o u r s t o C h i n a , and seven respondents (twenty­

seven per cent ) had never operated tours to China (see

Table 7.3 ( Q. 2 ) ) .

t h eThe above resuIts i nd i c at ed that al 1

resp on dents were i nvo1ved in t our op erat in g activi ti es

( r a n g i n g f r o m c o m p 1 e t e 1 y part1 y who!esale). They were

t h er efor e qua1i fied t o provide ap pr op r i at e inf or mat i on
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T or thi s study „ Moreover , since over sevent y per cent of 

t h e r e s p o n d e n t s h a d e x p e r i e n c e of ope r a t i n g t o u r s to 

China (either at present or in the past), their opinions 

a n d a 11 i t la des i n o r g a n i s i n g t o la r s t o C h i n a could be 

reg ard ed as r e1iab1e sources of i nf ormat ion»

According to the results relating to the 

r espon d en t s' ch ar ac t eri st i cs as d isc ussed above, t h e b ase 

number for Questions 3 and 4 is thirteen, for Section B 

(that is Questions 5-11) it is nineteen, and for Section 

C (that is Questions 12-17) it is twenty-six.

TABLE 7.2 RESPONDENTS' CHARACTERISTICS

NUMBER

AN ENTIRELY WHOLESALE OPERATION 7 27

PRIMARILY WHOLESALE WITH SOME 
RETAIL ACTIVITIES 15 57.7

OTHERS s
(1) PRIMARILY RETAIL WITH SOME 

WHOLESALE ACTIVITIES T 11.5

(2) TOUR OPERATOR, BUT SELL 
DIRECTLY TO CLIENTS 1 3.. 8

..M M.M M.N .MM ..... M.......  M> M...... — M... «... M.M —...... M •—................ — • •••- "••• —— —” .w.. ..... ..... ..... .— — — — — — .
TOTAL 26 100.0

TABLE 7.3 EXPERIENCE OF RESPONDENTS IN ORGANISING
TOURS TO CHINA

NUMBER:

YES 13 50
NO, BUT HAVE IN THE PAST 6

JM* M.J.

NO, NEVER1 7 27
«... MM. M.M ..... MM. .MM M.M MM. .«.. MM. MM. .MM MM. MM. M.M .M.. .MM MM. MM. M.M MM. ...M .M.. .MM MM. ..... .MM MM. .MM M.M MM. .MM —. .MM M.M .MM .MM MM. MM. .MM .MM MM. .MM MM. .MM MM.

TOTAL 26 100
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(B) PROBLEMS EXPERIENCED IN OPERATING TOURS TO CHINA

Prob 1 ems facecl by tour op erator s in arran ging t ours

to China can be divided into two parts for the purpose of 

discussion s (i) problems that existed when operating 

tours to China; and (ii) problems that prevented tour

o p e r a t o r s f r o m o r g a n i s i n g t o u r s t o C h i n a These two parts

will now be discussed separately.

(1 ) PROBLEMS THAT EXISTED WHEN OPERATING TOURS TO 
CHINA

This section was covered by only one question 

(Question 11). The respondents were asked to make a 

selection from a series of difficulties that might occur 

while operating tours to China. They were also free to 

explain their difficulties in the "Others" column. Spaces 

were also left for them, if they chose to do so, to give 

reasons for their choices and more than half of the 

respondents (fifty-eight per cent) made use of these 

spaces for this purpose.

As shown in Table 7.4, more than eighty-four per­

cent of the respondents felt that accommodâtion was one 

of t h e p rob1ems t h ey fac ed i n op erating t our s t o Ch i n a. 

T h e ir reason s for c h oosi n g th i s part i c u1 ar t yp e of 

problem can be summarised as follows s

1. Tour operators had no control over the choice of 

h otels.

2. Hotel standards were poor outside the main cities.



3. 1 he refusal of the C.I.T.S. to book single rooms»

4. . M a n y h o t e 1 s w e r e f a r fro m t own centres»

5. In China there were few economy rate hotels for 

f or ei gn vi si t or s»

In order to help tour operators to organise tours 

t o Ch i n a, t h e Ch i nese g over nmen t shou 1 d i n crease the 

f 1 ex i b i 1 i t y a va i 1 ab 1 e t o t our op er at or s in r esp ec t of 

both choosing hotels and booking rooms? improve the

facilities of the hotels outside the main cities; improve

between hotels and t own centres (if

n ecessary); and b u i1d more economy rate hotels for

f o r e i g n visi t o r s.

The second problem faced by most tour operators was

transpor tat i on . Over sixty-three per cent of the

respondents felt that transportâtion was one of

d i ff i c u11 i es encountered in operating tours to China ( see

Table 7.4). Their reasons for choosing this problem can

t r a n s p o r t a t i o n

t h e

b e s u m m a r i s e d a s follows s

1. Insuf fi ci ent services pro vi ded by C. A. A. C. between

the U.K. and Chi na

T h e u n r e 1 i a b i 1 i t y o f the domestic network anda i r

p oor 1 oc a1 t ran sp or tati on »

Itineraries and modes of travel are quite often

changed by the C.I.T.S. wi thout ad vance not i ce to

passengers or agents.

Improvi ng the C.A.A » C. services at both domestic
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and international levels and improving local 

transportati on fac i1i t ies together with the provisi on of 

more re1i ab1e i t inerari es to tour operators wouId tend to 

i ncrease thei r conf i dence when organ i s i ng tours to Ch i na.

Communi cat i on was the thi rd prob 1 em that mi g h t be 

faced by tour operators in arranging tours to China. 

About f i f ty-ei g h t per c ent of t h e r esp on dents felt th at 

com m u n i c a. t i o n b e t w e e n t h e C. I. T. S.. w a s i n a d e q u a t e (see 

Table 7.4). They also pointed out that there was a lack 

of understanding between the C.I.T.S. and the tour 

operators; letters to the C.I.T.S. were not always 

an s wered; t he c ommuni c a t i on n et wor k i n Chin a was p oor; 

and China lacked facilities for communi cation„ For 

example, not all branches of Luxingshe in China had 

automati c tel ex f ac i1i ti es f or communi cat i ng wi th foreign 

toui'" operators. The mai n i mp 1 i cat i on f rom these responses 

is that the C.I.T.S. needs to improve its communi cation 

f a c i 1 i t i e s a nd g e n e r a 11 y t o s p e e d u p i t s co m m u n i c a t i o n..

About f i f t y~thr ee per c en t of the responden t s felt 

that pricing was a problem in operating tours to China. 

Their comments on the price of such tours can be 

summarised as follows x

1. The prices of tours to China were rocketing, were 

becoming more expensive than other East Asian 

d e s t i n a t i o n s.

2. The prices of tours to China were not flexible enough 

and could be quite confusing.
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3. Fhe prices of tours to China were particularly high 

in peak seasons»

The above findings corroborate the information 

der i ved f rom the 1 i terature revi ew i n that the pr i ci ng 

policy of China will cause a lot of trouble for tour 

op erat ors organi s i ng t ours t o Chi na» (see Ch ap t er Five 

section 5.6.1)

About thirty-two per cent of the respondents regard 

the level of services provided by China as creating a 

problem for those operating tours to China. Their 

comments relating to services can be summarised as 

follows s

1. Services provided in China were not consistent, and 

the standard of the guides provided was variable.

2. Most hotels in China lacked proper management.

3» Services provided did not reach the standard 

expected»

According to the comments made, there was a need 

for China to standardise services at different levels and 

prices according to the level of services selected by 

foreign visitors. In order to increase the confidence of 

tour operators, establishing standards to be observed in 

the selection of gui de--i nterpreter s is obviously 

important and such standards should be strictly observed.

Other difficulties faced by tour operators in this 

field are related to seasonality (twenty-six per cent),
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documentation (twenty-six per cent), inadequate promotion 

b u d g e t s i n C h i n a f o r i n v i t i n g t r a v e 1 w r i t e r s a n d f o r 

promotion by C.I.T.S. offices abroad (sixteen per cent.), 

1 an g u ag e (f ive per c en t) an d f in ally, China d oes n ot 

e m p1oy en oug h p ro f e ss i on a1 p eop1e i n t he tour i sm fie1d 

(five per cent). The implications of these findings are 

that in order to help tour operators to organise tours to 

Ch i na, more accommodation and tour ist f ac i1i t ies are 

required? the procedures for visa applications need to be 

simplified? and higher budgets for the promotion of China 

are required.. In fact, the increased accommodation and 

tourist facilities provided for the peak seasons should 

be utilised during off-peak seasons. Appropriate 

pr omoti on ac t i vi t ies cou1d be undert aken as a means of 

at t r act i n g t our i st s t o Ch i n a dur i n g the of f-pea k season s.

TABLE 7.4 MAIN DIFFICULTIES IN OPERATING TOURS TO CHINA

NUMBER 7. (N=19)

ACCOMMODATION
TRANSPORTATION
SERVICE
SEASONALITY
DOCUMENTATION
PRICING
COMMUNICATION
LANGUAGE
OTHERS s
(1) INADEQUATE PROMOTION BUDGETS 

IN CHINA
(2) CHINA DOES NOT EMPLOY ENOUGH 

PROFESSIONAL PEOPLE IN THE 
TOURISM FIELD

84.2 
. i..,

C1 1 a 
2é>. 3 
2ó. 3

all. n O

57.9

15.8

175



(2) PROBLEMS PREVENTING TOUR OPERATORS FROM ORGANISING 
TOURS TO CHINA

This part consisted of two quest i ons (Questions 3 

a n d 4) . T h e y w e r e d e s i g n e d t o ide n t i f y the p r o b 1 e m s f a c e d 

by tour operators by which they were prevented from 

operating tours to China, and to seek their views on 

t o u r s t o C h i n a.

Table 7.5 (Q.3) shows that about forty-six per cent 

of the respondents do not operate tours to China because 

of pricing problems. This further corroborates the above 

finding that China's pricing policy is a main obstacle to 

t h e develop m e n t of to u rs t o Chi n a from t he U. K..

About thirty-nine per cent of the respondents felt 

that China was not a good market in the U.K. and for that 

reason they did not operate tours to China. This result 

indicates that China only accounts for a very small part 

of the U.K. tourist market. If China wants to improve 

this situation, more specific marketing strategies and 

more promotional efforts will be needed.

TABLE 7.5 REASONS FOR NOT OPERATING TOURS TO CHINA

NUMBER 7. (N=13)

PRICING PROBLEM 6 46.1
PROMOTION DIFFICULTIES 0 0
LACK OF INFORMATION 0 0
NOT A GOOD MARKET 5 38.5
OTHERS 2 15.4

TOTAL 13 100.0
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TABLE 7.6 RECOMMENDATION OF RESPONDENTS TO CHINESE TOURS

NUMBER % (N=13)

Table 7.6 (0.4) shows that about sixty-nine per

HIGHLY RECOMMEND 1 7.7
RECOMMEND 9 69.2
NO IDEA o 15.4
NOT RECOMMEND 0 0
DEFINITELY NOT RECOMMEND 1 7.7

— •— -- —•• —~ .....  —“ — —  ...... ~ W— ...» — ..... ..... —* — ..w ..... ..... ..... ..... W.W — ~~ — .

TOTAL 13 100.0

cent of the respondents recommend China to their clients 

and about eight per cent recommend China highly. More 

than sixty per cent of the respondents give reasons for 

such recommendations and these reasons can be summarised 

as follows s

1. China was a country one would recommend to seasoned 

travellers who have travelled widely.

2. There was no need to recommend, people simply 

expressed a wish to see China.

3. China has much to interest the tourist and to date it 

is comparat i ve 1 y unspoi 1 ed.

The above responses suggested that a large

proportion (seventy-seven per cent) of tour operators who

are not operating tours to China would recommend1 i k e t o

Ch i n a as a tourist dest i nat i on t o t h e i r cli ents

especially those who are experienced and seasoned

travellers. The implication, that the C.I.T.S. should 

take this group of people into consideration when 
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deciding promotion strategy, will be discussed in th®

n e x t c h a p t e r „

The above results also show that there is a grouji 

interest among U.K. residents in the possibility of 

visiting China. More and more people are inclined to 

for i n f or mat i on ab out Ch i n a. Th e ma i n i mp 1 i c at i on of t h i s 

finding is that China needs to provide more informati °n 

to the U.K. residents to broaden their view of China and 

raise their interest to the point of making a visit to

Ch i na.

(C) PROMOTIONAL FRAMEWORK FOR THE C.I.T.S.

This section analyses the nature of the clients the 

tour operators aim at for tours of China and the 

promotional method(s) generally used in promoting such 

tours. The results obtained can be used as a complement 

to Chapter Three in building up a promotional framework 

for the C.I.T.S. in U.K. tourist market. Factors that the 

tour operators emphasised for promoting tours to China 

will also be analysed to provide guidelines to q I 7 . S. 

concerning the supply of appropriate informatica to tour 

operators.

(1) THE SOCIAL STATUS AND AGE GROUP OF THE £l Tc ■ r OF 
CHIMESE TOURS "1EN15

When the respondents were invited to
r ank the

soc i al status of the clients they aimed at ■for tours to

Chi na (0.5), about seventy-four per c ent
of the
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respondents ranked the "Middle class" in the first 

position, about sixteen per cent ranked this class in the 

secon d p osi tion, and five per c en t ranked it at t h e t hi r d 

position. Twenty-six per cent of the respondents ranked 

the "Upper middle class" in the first position, forty­

seven per cent ranked this class in their second position 

and five per cent ranked it at the third position. When 

th e first th ree ran ked p o s i t i on s were t ak en together, i t 

was revealed that ninety-seven per cent of the 

respondents took the "Middle class" into consideration. 

The other client, groups aimed at were the "Upper middle 

class" (seventy-nine per cent), the "Lower middle class" 

(thirty—seven per cent), the "Skilled working class" 

(twenty—six per cent), the "Student" (sixteen per cent), 

and the "Working class" (five per cent) (see Table 7.7). 

The results of these findings indicate that tour

operators in the U.K. usually aimed at the "Upper middle 

class", the "Middle class" and the "Lower middle class" 

as their sources of clients for tours to China.

When the respondents were asked to rank the age 

group of the clients they aimed at for Chinese tours 

(Q.5), about sixty-eight per cent of the respondents 

ranked the "above 50" group in the first position, eleven 

per cent ranked it at the second position, and five per 

cent ranked it at the third position. About sixteen per­

cent of the respondents ranked the "41—50" group in the 

first position and fifty-eight per cent ranked it at the
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second position. By taking the first three rankings into 

consideration, it could be seen that eighty-four per 

cent of the respondents selected the "above 50" group as 

their clients. The next, groups that the tour operators 

usually aimed at were the "41—50" group (seventy—four per 

cent) , the ' 2V-dV" group (twenty—six per cent) , and the 

"31-40" group (sixteen per cent) (see Table 7.7). The 

results indicate that the tour operators in the U.K. 

usually aimed at the "41-50" and the "above 50" groups as 

the sources of clients for tours to China..

TABLE 7.7 THE SOCIAL STATUS AND AGE GROUP OF THE CLIENTS
OF CHINESE TOURS

RANKING
No. OF
RESPONSE

2 
(N=19)

1 2
(N=19)

2 1

(N=19)
3 2 

(N=19)
4 2 

(N=19>
5 2 

(N=19)
6 2.

!N=19i

SOCIAL STATUS
UPPER MIDDLE CLASS 16 84 5 26 9 47 1 5 1 5 - - - -

MIDDLE CLASS 18 95 14 74 3 16 1 5 - - - - - -

LOWER MIDDLE CLASS 8 42 - - 2 11 5 26 - - - - 1 5

SKILLED WORKING CLASS 8 42 - - 2 11 3 16 2 11 1 5 - -

WORKING CLASS 4 21 - - - - 1 5 1 5 1 5 1 5

STUDENT 6 32 - - 1 5 2 11 2 11 1 5 - -

UNKNOWN 0 0

AGE GROUP
16LESS THAN 20 3 16 - - - - - - - - 3 -

20-30 10 53 1 5 1 5 3 16 5 26 - - - -

31-40 11 58 2 11 1 5 8 42 - - - - - —

41-50 15 79 3 16 11 58 - - 1 5 - - - -

ABOVE 50 17 89 13 68 2 11 1 5 1 5 - - - -

UNKNOWN 0 0

NOTE 2 " - " Indicate no response
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(2) PROMOTIONAL METHODS USED IM PROMOTING CHINESE TOURS

When the respondents were asked about the types of 

promotional method(s) used in promoting Chinese tours 

(Q.8) , all of them answered that they used sales 

promotion. Ninety per cent of them also used advertising, 

while thirty—two per cent used personnal selling methods 

to promote such tours. Among other methods frequently 

mentioned by the respondents were personal recommendation 

from previous clients, and marketing through various 

retail agencies (see Table 7.8).

TABLE 7.8 PROMOTIONAL METHODS USED IN PROMOTING CHINESE 
TOURS

NUMBER 7. (N=19)

ADVERTISING 17 90
RADIO & T.V. 1 ( 67.)
NEWSPAPERS 14 (827.)
MAGAZINES 8 (477.)
TRAVEL & TRADE JOURNALS 7 (417.)
OTHERS —

SALES PROMOTION 19 100
PRINTED LITERATURE 10 (537.)
DIRECT MAIL b (327.)
BROCHURES 17 (907.)
OTHERS —

PERSONAL SELLING
b

OTHERS :
(1) PERSONAL RECOMMENDATION FROM

PREVIOUS CLIENTS 16
(2) MARKETING THROUGH VARIOUS

AGENCIES 4— 11

NOTEE s " - " Indicate no response
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These findings suggest that China is best promoted 

through the methods of sales promotion and advertisement. 

Ihe most. successful media for sales promotion are 

brochures (ninety per cent) and printed literature 

(fifty-three per cent). The best media for advertising 

are newspapers, magazines, and travel and trade journals..

(3) FACTORS EMPHASISED IN PROMOTING CHINESE TOURS

When the respondents were invited to rank the 

factors that they emphasised in promoting tours to China 

(0.9), about, ninety per cent of them ranked "Historical 

and Cultural attractions" in the first position, and 

about ten per cent ranked it in the second position. With 

reference to "Scenic attractions", five per cent of the 

respondents ranked it in the first position, seventy-four 

per cent ranked it at the second position, and eleven per­

cent ranked it at the third position. By counting the 

first three rankings together, it was found that all 

respondents regarded "Historical and Cultural 

attractions" as important. The next factors considered by 

the respondents were "Scenic attraction (ninety per 

cent), the "Society and Politics of China (thirty—two

per cent), the "Friendliness towards visitors" (twenty- 

one per cent), and the "Multi-stage destination" (twenty- 

one per cent) (see Table 7.9). The results suggested that 

China needs to provide tour operators with more 

information related to the historical and cultural 

aspects, the scenic attractions, and the society and 
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politics of China to -Facilitate their promotional work 

concerning tours to China.

TABLE 7.9 FACTORS EMPHASISED IN PROMOTING CHINESE TOURS

No. OF 
RESPONSE I

RANKING
8 z1 z 2 z 3 Z 4 z 5 Z 6 z 7 Z

(N=19) (N=19) (N=19) (N=19! (N=19) (N=19I (N=19) (N=19) (N=19)

FRIENDLINESS TOWARDS
VISITORS 6 32 1 5 1 5 2 11 - - - - 1 5 1 5 - -

CLIMATE 4 21 - - - - 2 11 - - - - 1 5 - 1 5

HISTORICAL &
CULTURAL ATTRACTIONS 19 100 17 90 2 11 - -

SCENIC ATTRACTIONS 17 90 1 5 14 74 2 11 -

SOCIETY i POLITICS 
OF CHINA 8 42 - - 1 5 5 26 1 5 1 5 - - - - -

CHINESE FOOD 8 42 - - - - 2 11 3 16 2 11 1 5 - - -

CHINESE ARTS 10 53 - - - - 1 5 5 26 4 21 - - -

MULTI-STAGE
DESTINATION 7 37 - - 1 5 3 16 - - 2 11 - - 1 5 - -

NO PARTICULAR EMPHASIS 0 0

OTHERS 0 0 ________

NOTE : " ~ " Indicate no response

However, the above -factors are applicable only to 

general tours to China. For some special tours, different 

factors may need to be emphasised. When the respondents 

were invited to give suggestions about the importance of 

special interest. groups in operating tours to China

183



(Q. 1<J) , only forty-two per cent. of them -felt, that this 

was important (see ¡able 7.10). According to the data 

given by the respondents, these special interest groups 

can be sub-divided into the following five categories : 

1. Youth travel group.

2. Medical group.

3. Education or learning group.

4. Agricultural group.

5. Athletic group.

These findings suggest that if China wants to 

become accessible to more people, special information 

relating to the above five groups should be supplied at 

the request of the tour operators.

TABLE 7.10 SPECIAL INTEREST GROUPS OPERATION

NUMBER 7. (N=19)

YES 8 42

NO 11

00 
1 

in 
I1 1 1 I

TOTAL 19 100

(D) ASSISTANCE OF THE C.I.T.S. TO U.K. TOUR OPERATORS

This section consisted of two questions, one of 

them aimed at measuring the assistance of C.I.F.S. to the 

tour operators, and the other seeking the views of tour 

operators concerning the provision of better conditions
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for operating tours to China.

Table 7.11 (Q.12) shows that nineteen respondents 

out of twenty-six (seventy-three per cent) felt that the 

assistance provided by the C.I.T.S. was inadequate. When 

the respondents were invited to suggest ways of improving 

present conditions, sixty—three per cent of them felt 

better communication was necessary and fifty—eight per 

cent felt that the supply of more information was 

essential (see Table 7.12 (Q.13)). Among other 

suggestions frequently mentioned by the respondents were

the following four points s

1. More flexibility of itineraries and confirmations of 

these in advance.

2. The C.I.T.S. needs more staff to handle the large 

number of enquiries.

3. An increased supply of maps, leaflets etc..

4. The encouragement of free competition and allowing 

privately run travel agents or tour operators in 

Chi na.

The above results clearly demonstrate that 

assi stance provided by the C.I.T.S. to the tour operators 

was inadequate. The findings suggest that China should 

have better communications with tour operators and supply 

them with more of the information they required for 

operating tours to China. The findings also reveal that 

China should make greater efforts to provide more 

reliable itineraries for the tour operators and employ
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more staff lo handle the rapidly increasing number of

enquiries -from every part o-f the world.

TABLE 7.11 ASSISTANCE FROM THE C.I.T.S. (Luxingshe)

NUMBER 7. (N=26)

YES 7 27

NO 19 73

TOTAL 26 100

TABLE 7.12 IMPROVEMENTS FOR ORGANISING TOURS TO CHINA

NUMBER 7. (N=26)

BETTER COMMUNICATION 17

1 ! i 1

O
' i

U
i i ! ! 1 i i i

SUPPLY MORE INFORMATION 15 58

OTHERS 14 54

(E) CHINA'S ASIAN COMPETITORS

This section consisted o-f one question (Question 

14). The aim of this question was to -find out who were 

China's competitors in the U.K. tourist market. 1 he 

respondents were invited to choose -from a list o-f Asian 

countries that were most popular in the U.K. tour 1st 

market. Apart from the choices apecified, spaces were 

left for respondents to express their own views.

The results presented in Table 7.13, show that 

sixty-five per cent of the respondents regard Thailand as 
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the most important competitor to China in the U.K. 

tourist market. The next most important competitors are 

Hong Kong and Japan (fifty per cent.) , India (thirty—nine 

per cent), Singapore (twenty—seven per cent), Taiwan 

(twenty—three per cent), Malaysia (fifteen per cent), 

Philippines and Indonesia (eight per cent), and finally, 

South Korea and Sri Lanka (four per cent) (see Figure 

7.1). About twenty-three per cent of the respondents used 

the "Other" column to express the view that China was 

unique and that no comparison could therefore he made.

The implication of these findings is that China is 

in practice competing with all its neighbouring countries 

for tourists from the U.K. tourist market. The reason for 

that may be due to the fact that the U.K. tourist market 

observes Chinese and other Asian countries' cultures and 

traditions as similar or even identical and classifies 

them generally as "Oriental". Tour operators, therefore, 

promote China and these Asian countries together in the 

same booklet under the headings "Far East" or Or iental 

When clients want to select a destination from these 

booklets, competition between China and these countries 

emerges.
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TABLE 7. Io CHINA'S ASIAN COMPETITORS IN THE U.K. TOURIST 
MARKET

NUMBER 7. (N=26)

HONG KONG 13 50
TAIWAN 6
SOUTH KOREA 1 4
INDIA 10 39
JAPAN 13 50
MALAYSIA 4
PHILIPPINES 8
SINGAPORE 7 27
SRI LANKA 1 4
THAILAND 17 65
INDONESIA o 8
OTHERS 6

FIGURE 7.1 CHINA'S ASIAN COMPETITORS IN THE U.K. TOURIST 
MARKET

Country
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(F) PROPOSED DEVELOPMENTS FOR THE C.I.T.S. TO IMPROVE 
AND DEVELOP CHINA'S TOURISM INDUSTRY

This section consisted of four questions (Questions 

6,7,15 and 16) „ The aim of these questions was to find 

out the ways by which China could improve and develop 

its tourism industry.

(1) MOST POPULAR CITIES COVERED BY TOURS TO CHINA

When the respondents were asked to indicate which

cities were usually covered by their Chinese tours, 

(Q.6), the following results emerged. Beijing appears to 

be the most common destination in Chinese tours from the

U.K. (ninety-five per cent). The next most common 

destinations are Guangzhou (eighty—four per cent), 

Shanghai (sixty—eight per cent), Hangzhou (fifty-eight 

per cent), Xian (forty-two per cent), Nanjing (thirty­

seven per cent), and Guilin (thirty-seven per cent) (see 

Table 7.14 and Figure 7.2).

The results indicate that the above cities are 

al ready fami 1i ar to U.K. tour i sts. 1 he C.I.T.S. can make 

use of these cities to develop other tourist destinations 

by, for example, including the less famous cities 

together with the already familiar ones in the same 

itineraries, and thereby aiding the promotion of these 

cities in the U.K.
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TABLE 7.14 THE MOST POPULAR 
CHINA FROM THE U.

CITIES 
K.

COVERED BY TOURS TO

number 7. (N=19)
BEIJING IB 95
NANJING 7 37
SHANGHAI 13 68

HANGZHOU 1 1 58

GUANGZHOU 16 84

OTHERS : 
(1) XIAN 8 42

(2) GUILIN 7 37

THE MOST POPULAR CITIES COVERED BY TOURS TO 
CHINA FROM THE U.K.

FIGURE 7.2
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(2) ST seasons in operating tours to china from the

When the respondents were asked to indicate the 

peak season(s) in operating tours to China (Q.7), ninety- 

■five per cent of them selected autumn as the peak season. 
] he ne.<t most popular seasons are Spring (sixty-three per 

cent) , Summer (forLy—seven per cent) , and Winter (sixteen 

per cent) (see Table 7.15). In this question, more than 

half of the respondents (fifty-eight per cent) gave 

reasons for their selection, and these can be summarised 

as follows :

1. 1 he best weather for visiting China was in September
and October.

2. Autumn was the best time for people from the U.K. to 
visit China.

3. The temperature in Spring was suitable for U.K. 
visitors to China.

4. Most people took their holidays in the summer.

5. China was too cold to visit during winter (except 
South China).

TABLE 7. 15 PEAK SEASONS IN ORGANISING TOURS TO CHINA 
FROM THE U.K.

NUMBER 7. (N=19)

SPRING 12 63

SUMMER 9 47

AUTUMN 18 95

WINTER 16

UNKNOWN 0 0
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The implication of the above findings is that China 

in fact experiences fluctuations in the number of 

tourists from the U.K.. Following a peak season in 

spring, there is a drop in the number of tourists from 

the U.K. in the summer; another peak season occurs at 

autumn, then a drop in numbers again occurs in winter. 

The Chinese government, on the one hand, needs to develop 

more accommodation and tourist facilities to face the 

needs of U.K. tourists in peak seasons, and on the other 

hand, needs to attract more tourists in the summer and 

winter periods. In addition to provide cheaper tours, the 

Chinese government can also develop some special 

facilities to attract. U.K. tourists to China in summer 

and winter. It is advisable for China to make better use 

of the range of geographical zones it covers and develop 

North and South for the summer and winter visitors 

respective!y.

(3) FUTURE PROSPECTS OF CHINA'S TOURISM INDUSTRY

When the respondents were asked for their opinions 

on the future prospects for China as a tourist 

destination, twenty out of twenty—six respondents 

(seventy—seven per cent) gave their opinions. fhese

opinions are summarised as follows :

1. Future prospects will be great, but there is a need to 

be more flexible in the area of pricing.

2. The future prospect will be good, but there are 

limitations, because the cost of getting to China
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will remain high.

3. The prospect will be great, providing that China does 

not become too like Hong Kong.

4. The Future will continue to be good, the standard of 

service should improve, given time and more overseas

investment will provide some degree of formal 

training for the people employed in the field of 

touri sm.

5. The future will be good, but more hotels will have to 

be built in major cities and more and better 

facilities for tourists should be provided.

6. China will be a better tourist destination if there 

is further development, in hotel management, local 

transportâtion and methods of communication.

Such findings are quite consistent. with earlier 

findings that indicate that the Chinese government, should 

take steps to improve its accommodâtion, transportation, 

communication, services and pricing policy.

(4) OPINIONS ON HOW TO INCREASE U.K. TOURISTS TO CHINA

When the respondents were asked for their opinions 

on the best way(s) to increase the number of U.K. 

tourists to China. Seventy-seven per cent. of the 

respondents offered opinions, which can be summarised as 

foilows :

1. There should be improved hotel and airline 

facilities, lower air fares and provision of more
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attractive land packages.

Better communications with U.K. tour operators and 

better representation in the U.K. are highly 

desi rable.

o. China needs to provide quality services, at 

competitive rates, supported by good promotion 

methods.

4. Promotion of China through advertising and sales 

promotion should carry out.

5. Both internal and external transportation systems 

should be improved and these should be more 

communication with those people who intend to visit

China.

These findings further corroborate the findings of

Section A by showing that problems relating to 

accommodation, transportâtion, communi cation, and the 

pricing system in China are the main causes of the 

difficulties faced by tour operators in organising tours 

to China.

7.2 RESEARCH ON HOTELS IN CHINA AND THE C.I.T.S.

Two months after sending covering letters and 

questionnaires to the thirty-five hotels in China and the 

C. I.T.S. , there were only three responses from hotels 

and, even more serious, there was no response at all from 

the C.I.T.S.. Due to the limitation of time, I felt that 

it was impossible to write reminder letters to the hotels
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and die L« 1« 1 a ■.„> ii and t 1i e n w a i t n pr h *, n e x a i1 c per naps tar another one or 

two months.

In-Formation obtained from the responses provided by 

the hotels ar e grouped into five sections to act as a 

supplement to the desk research. Analysis of these two 

parts of the research concentrates on finding out the 

reasons for having such a low response rate. Suggestions 

are proposed for improving this situation where future 

research is conducted.

7.2.1 FINDINGS FROM RESEARCH ON HOTELS IN CHINA

(A) PROFILE OF RESPONDENTS

This section analyses the nature of the hotels that, 

participated in the survey. Of the three that responded, 

two belong to the "wholly government owned" type and one 

of them belongs to the "joint-venture" type. The first 

two hotels graded themselves in the "standard" class, 

while the other one graded itself in the "first-class" 

group (see Table 7.16 (0.1) and table /- 1/ (Q.7)) .

Appendix 17 for the grading of hotels in China.)

The responses show that the ".joint-venture" hotel 

has a higher grading than the "wholly government-owned" 

types. This is quite consistent with the primary research 

findings referred to in Chapter Five.
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TABLE 7.16 NATURE OF THE RESPONDENTS

NUMBER

JOINT-VENTURE j
FRANCHISING
WHOLLY GOVERNMENT—OWNED 2
WHOLLY FOREIGN OWNED
OTHERS

TOTAL 3

NOTE : 11 - " Indicate no response

TABLE 7.17 THE GRADING OF THE RESPONDENTS

NUMBER

SUPERIOR
FIRST CLASS 1
STANDARD 2
BUDGET
OTHERS
MM. MM. MM. MM. MM. .MM M.M .MM MM. MM. M.M MM. M.M MM. MM. MM. .MM MM. .MM .MM MM. M.M MM. «MM MM. MM. .MM MM. MM. M.M

TOTAL 3

NOTE : " - " Indicate no response

(B) SERVICES PROVIDED BY THE HOTELS

This section consists of three questions (Questions 

2,3, and 8). The aim of these questions is to find out 

the type of services available in the China hotels and 

which services are particularly emphasised by them.
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Table 7. 18 (Q.^) shows that none of the respondents 

had ever operated local sight-seeing tours. The 

explanations given by each of them for not: doing so are 

similar and can be summarised by stating that many 

developments were planned for the future, and organising 

local sight—seeing tours would be one of them.

This suggests that at least some hotels in China 

are trying to improve and diversify the services they 

provide to customers.

TABLE 7.18 LOCAL SIGHT-SEEING TOURS OPERATION

NUMBER

YES
NO, BUT HAVE IN THE PAST
NO, NEVER 3

NOTE : " - " Indicate no response

When the respondents were asked to rank the 

services and facilities that they provided to customers 

(0.8), different results were obtained. Even the two 

hotels in the same "standard" class ranked services 

differently (see Table 7.19). This result indicates that 

the services provided by hotels in China in the same 

class are not necessarily identical.
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TABLE 7. 19 RANKING OF IMPORTANCE OF SERVICES BY THE TWO 
GOVERNMENT-OWNED HOTELS

RANKING OF 
ONE HOTEL

RANKING OF
OTHER HOTEL

POSTAL SERVICES j™ 9
banking SERVICE 6 15
TELEGRAPH SERVICE 7 8
TELEX SERVICE 4 7
HOTEL SHOPS 1 1 IO
CUISINE 16
arrangement OF TAXIS 14 11
WAKE UP CALLS 9 12
RESTAURANT RESERVATIONS 10 13
ROOM SERVICE 13 14
INTERPRETATOR 15 —
MEDICAL SERVICE 17 6
LAUNDRY T 1
STORAGE 8 —
HAIRDRESSERS 12 4L.
AIR-CONDITIONING Ó
PRIVATE BATHROOM 1 4
SAUNA 19 —
MASSAGE 18 5

NOTE : " - " Indicate no response

(C) NATURE OF THE CUSTOMERS

Table 7.20 (0.4) shows that the majority of the 

customers of the two wholly government-owned hotels were 

in the "tourist" category, while the joint-venture hotel 

clientele was predominantly the "business” type. One of 

the wholly government-owned hotels and the joint-venture 

hotel indicated that foreign visitors were their main 

customers. Overseas Chinese and the residents of Hong 

Kong, Macao and Taiwan were the main customers of the 

other hotel. The age groups of the customers of the 
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government owned hotels were mainly in the "40 to pre­

retirement group, while the joint-venture hotel was used 

by the "26 to 40" group, who would probably be

busi nessmen.

As the results are so varied, no general conclusion

can be drawn from only three responses,.

TABLE 7.20 THE TYPE, THE STATUS AND THE AGE GROUP OF THE 
CUSTOMERS OF HOTELS IN CHINA

G1 G2 J

TYPES
BUSINESS 1
TOURISM 1 1 T

VISITING RELATIVES — —
CONFERENCES 2 T

OTHERS — — —

status
FOREIGN VISITORS 1 1
OVERSEAS CHINESE 1
RESIDENTS OF HONG KONG 

MACAU & TAIWAN T 1 2
STUDENTS —
OTHERS — — —

age group
UNDER 25 T

126-40 —

40 TO PRE-RETIRE 1 1
RETIRED -• •-
OTHERS —

NOTE : G — Wholly government-owned hotel 
J — Joint-venture hotel 
" - " Indicate no response

19e?



(D) CONNECTIONS WITH OVERSEAS TRAVEL OPERATORS

Two hotels indicated that they did not have any 

connection with overseas travel operators. The third 

indicated that it had indirect connection with overseas 

travel operators, and the connection was through 

Lux i ngshe.

It seems likely that accommodation -for -foreign 

visitors is largely controlled by Luxingshe.

(E) SEASONALITY IN CHINA

Two respondents pointed out that the peak seasons 

for their hotels were spring and autumn, while the other 

(the Joint-venture hotel) reported that spring, summer 

and autumn were its peak seasons.

The results obtained are quite consistent with that 

obtained from the research referred to earlier which 

indicated that autumn is the most popular season for 

travelling to China, while the next in popularity are 

spring and summer.

7.2.2 POSSIBLE REASONS FOR THE LOW-RESPONSE RATE

As mentioned in Chapter Six, low-response rate is 

one of the drawbacks of the mail survey method. However, 

with a response rate that is too low, as in the two 

parts of the research undertaken, there must be some 

particular reasons for the below-average returns.



Thert are .»even possible reasons that can produce a 

low-response rate in these researches and they are listed 

as -follows :

1. The style of the questions in the Chinese version of 

the questionnaires may have been unfamiliar — these

questions were translated from the English 

questionnaires rather than written directly in 

Chinese. However, they were translated by a lecturer 

in the Department of Naval Architecture and Marine 

Engineering, in South China Institute of Technology 

in Guangzhou (Canton, P.R.C.), who is familiar with

mainland usage.

The format of the Chinese version questionnaires may 

have been different from the type used in China. 

Since it was difficult to find out the format of 

questionnaires used in China, I could only apply the 

English format to the Chinese version of the 

questionnaires. This might have been the wrong

approach, thus producing a low-response.

3. The Chinese directors may have needed more time to 

complete the questionnaires. I had estimated that a 

period of two months was sufficient for the return of 

completed questionnaires by both U.K. and Chinese 

respondents. However, there could well be unforeseen 

differences between the directors in the two 

countries and the Chinese directors might have needed 

a longer period of time in which to complete the 

quest ionnaires.



4. The low-response rate mav Huo +•„ itmay due to the absence of a 

pre paid envelope» Us i nn nr-» »n» j4 । , ,r usll|y pre—paid envelopes, tne

research on U.K. tour nnpritnir^ ,uiuur upet ac.ors had a response rate 

of about sixty—two per cent.

5. The low 1 esponse r ate may due to the -fact that the 

Chinese directors did not understand the meaning of 

some terms used in the questionnaires and, therefore, 

were not interested in completing them.

6. The hotels in China and even the C.I.T.S. may not 

have had adequate records to enable them to complete 

the questionnaire and so they simply ignored it.

7. The low-response rate may due to the fact that the 

Chinese directors did not care to answer questions

from foreign sources, such as the U.K«.

7. 2.3 SUGGESTIONS TO INCREASE THE RESPONSE RATE

Taking into consideration the reasons mentioned 

above, it is proposed that five possible courses of 

action require to be undertaken in order to increase the 

response rate, and they are s

1. The questionnaire should be written directly in 

Chinese.

2. The format of the questionnaire must be the same as 

those used in China.

3. A longer period of time should be provided for 

Chinese respondents to complete the questionnaire. If 

possible, send reminder letters to them after a 

certain period of time to persuade them to answer the



questionnai re.

4. Fre--paid envelopes should be used -for nnv rnrvnv nn । ch ciny sui vey on 

China.

5. The terms used in the questionnaire must be simple 

and easy to understand.

However, if the low-response rate is due to the 

Chinese Organisations habit of never ans w e r i n g letters 

and questionnaires, then mail survey will not be a good 

tool for obtaining information from China. Other methods, 

such as joint project with, for example, the Universities 

in China, or by face to face interviews also need to be 

considered in such circumstances.

7.3 CONCLUSION

7.3.1 CONCLUSION OF RESEARCH ON TOUR OPERATORS

Accommodation, transportation, communi cation and 

pricing policy in China are the most common problems 

faced by U.K. tour operators in organising tours to 

China. Mo control over the choice of hotels by tour 

operators, poor services in Chinese hotels, the refusal 

of the C.I.T.S. to book single rooms and the lack of 

economy rate hotels for foreign visitors ar e the main 

sources of problems cited by U.K. tour operators in 

relation to accommodation. Insufficient air services are 

provided by C.A.A.C. between the U.K. and China. I he 

domestic air network and local transportation facilities 

in China are poor. Moreover, the itineraries and modes of 



travel within China are always being changed by the 

C.I.T.S. without advance notice to passengers or agents. 

All these tend to build up problems -for the U.K. tour 

operators in arranging tours to China.

Communications between China and tour operators are 

inadequate. There is a lack of understanding between the 

C.I.T.S. and tour operators. The communication network in 

China is unsatisfactory, and letters to the C.I.T.S. are 

not always answered. Communication -facilities in China 

are in short supply..

The prices o-f tours to China are increasing rapidly 

and expensive compared with other East Asian 

destinations. Moreover , the prices o-f such tours are 

especially high in peak seasons. The cost of the tours to 

China tend to present many difficulties for tour 

operators organising tours to China.

Many U.K. tour operators, due to the pricing policy 

in China and the fact that China occupies only small part 

of the U.K. tourist market do not wish to operate tours 

to China. However, most of them still recommend China as 

a tourist destination to their clients, especially those 

who are experienced and seasoned tr avellei s. U.K. 

residents are becoming more interested in visiting China. 

More and more people want to get information about China.

The "Upper middle class", the "Middle class", and 

the "Lower middle class" are at present the main sources
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clients for the tours to China. Moreover, such 

visitors are mainly from the "41-50" and the "Above 50" 

age groups. However, further research is required by 

China to find out the true Dotont-iai „r r-i •w puLenciai market of Chinese

tours in the U.K. market.

"I he findings suggest that the best methods for- 

promoting the tours to China are sales promotion and 

advertisements. 1 he best media used for sales promotion 

are brochures and printed literature. For advertisements, 

the best media are newspapers, magazines and Travel and 

Trade Journals.

In promoting tours to China, the U.K. tour 

operators usually emphasise the following three factors : 

(i) the historical and cultural attractions; (ii) the 

scenic attractions; and (iii) the society and politics of 

China. About forty per cent of the tour operators in the 

U.K. organise special interest groups to China. Such 

special interest groups will usually require special 

information from China.

The assistance provided by the C.I.I.S. to tour 

operators is inadequate. The findings suggest that China 

should have better communication with tour operators and 

supply them with more information, maps, leaflets etc. to 

facilitate their promotion and operation of tours to

China.

The geographical position of China is such that 



China is competing with many countries, especially the 

Asian ones, for the U.K. long-haul tourist market. The 

successes of China as a tourist, destination for U.K. 

overseas visitors will largely depend on its ability to 

provide a relatively stronger appeal as compared to its 

main competitors, namely Thailand, Hong Kong, Japan and 

India. However, in terms of tourist facilities, China 

still lags behind its Asian competitors. What China now 

has that enables it to compete with other Asian countries 

is its aura of mystery.

Beijing appears to be the most popular destination 

for tours to China. Other popular destinations include 

Guangzhou, Shanghai, Hangzhou, Xian, Nanjing, and Guilin.

The U.K. tourist arrivals to China show a pattern 

of seasonality. There are two peak seasons, spring and 

autumn.

7.3.2 CONCLUSION OF RESEARCH ON HOTELS IN CHINA AND THE 
C.I.T.S.

Information related to China's tourism industry is 

difficult to obtain and of limited range. As mentioned 

before, China's tourism industry is centrally controlled, 

all development decisions being determined by the central 

government. The only source of information related to the 

future development of China's tourism industry is the 

C.I.T.S. .

There are seven possible reasons to account for the
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low-response rate in this research and they are : (i) the 

style of the questionnaire; (ii) the format of the 

questionnaire; (iii) the period for respondents to return 

the questionnaire was too short; (iv) the absence of pre­

paid envelopes; (v) some terms might have involved 

problems in understanding the questionnaire; (vi ) the 

hotels in China and the C.I.T.S. did not have enough 

records for completion of the questionnaires; and (vii) 

the Chinese Organisations were unwilling to answer 

foreign letters and questionnaires.

The first five reasons can be acted upon and the 

situation can be improved when a researcher undertakes a 

similar type of research. The last two reasons relate to 

conditions that can only be improved by China itself.

If China wants to expand its tourism industry to

attract more foreign tourists, and to persuade more tour

operators to organi se Chi nese t o urs, bet t er

c ommun i c a t i on s, greater willingness to answer questi ons

and to provide more information to the outside world are

necessary. Reluctance to answer questions or delays in 

answering them constitute serious obstacles for tour 

operators in the U.K. or elsewhere who wish to extend 

their operations or operate tours to China. It is 

obviously important that information should be provided 

both willingly and expeditiously.
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CHAPTER EIGHT : CONCLUSION AND RECOMMENDATION

8.1 CONCLUSION OF STUDY

China should apply the marketing concept to its 

developing tourism industry. The employment of a 

marketing approach and relevant marketing methods would 

provide the Chinese tourism industry with improved 

profitability and a larger market share. Moreover, an 

appropriate marketing strategy would enable the Chinese 

government to build and maintain a strong position in the 

market. However , a sound marketing strategy requires to 

be supported by many other factors and these are :

1. improved communication with overseas tour operators;

2. the provision of correct information and adequate 

promotional materials to tour operators;

3. the development of better airline connections between 

tourist generating countries and China and cheaper 

air fares; and

4. a sufficient number of hotels of international 

standard.

The study indicates that there is a group of 

countries that generates most of the tourist arrivals 

from all over the world. This information provides a 

valuable indication to the China International Travel 

Service, Luxingshe, as to where to concentrate its 

promotional efforts.

Seasonality may greatly affect employment, the 
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utilisation of productive capability, the infrastructure, 

and the tourist facilities of a country. It is advisable 

for China to study this factor and develop some measures 

to minimise its effects.

The tourism market is very sensitive to social, 

economic and political, conditions. Any change in costs, 

habits, fashions and conditions relating to international 

events and politics is likely to affect tourism to a 

great extent. It is advisable for China to have stable 

prices for tours to China and constantly to analyse and 

monitor the international tourism situation.

The rapid increase in the number of arrivals in the 

early 1980s created a lot of problems for the Chinese 

tourism sector. Hotels, travel facilities, organisations 

and service staff were quickly taxed beyond their limits 

by this sudden onrush of tourists. In the past few years, 

many new hotels have been built, and air services and 

tourist facilities developed. However, such hotels and 

tourist facilities may not be appropriate to the 

requirements of the tourists. In order to find out how it 

should develop its tourism industry, China should 

undertake some research on the needs of tourists.

The research on tour operators indicates that 

accommodâtion, transportâtion and communi cation are still 

inadequate in China. The pricing policy and the cost of 

travelling to China are the main obstacles faced by U.K. 
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tour opetators in organising tours to China.

China at present only accounts -for a very small 

part of the U.K. tourist market. In the short term, China 

could improve this situation by giving more incentives to 

travel agents who operate tours to China (e.g. lower 

prices or discounts for tours involving a certain number 

of tourists), and introducing more effective promotional 

campaigns advertising the Chinese market. In the long 

term, China needs to improve its services, tourist 

facilities and management methods in the tourism 

industry, so that any promotional campaign can be matched 

by a worthwhile product so that more people will choose 

to visit China.

In setting the marketing strategies for the U.K. 

tourist market, the Chinese government need to take the 

following points into consideration :

1. British tourists prefer to use package holidays 

rather than travel independently when taking holidays 

abroad.

2. Air transport is the most favoured type of 

transportation used by British tourists taking their 

holidays abroad.

3. Holiday visits constitute the most common reason for 

U.K. overseas travellers visiting the regions of 

Asi a.

4. The number of nights per trip spent abroad by U.K. 

oversea travellers is decreasing.
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5. The cost of travelling to China is high.

6. Most U.K. overseas travellers take their holidays 

abroad in summer.

7. Spi ing and autumn are the favourite seasons for U.K. 

travellers visiting China.

8. The South East, Wales and the East Anglia are the 

regions with the highest potential for generating 

tourists.

9. 16-24, 35-44 and 45-54 are the age groups that take

most holidays abroad. A trend of increasing 

importance is the increasing number in the 55-64 age 

group taking holidays abroad.

10. The "Upper middle class", the "Middle class" and the 

"Lower middle class" tend to take their holidays 

abroad.

On the whole, the future prospects for China as a 

tourist destination are great, but there is a need for 

China to improve its accommodâtion, transportâtion, 

communication and services. A more flexible pricing 

policy and the provision of more tourist facilities are 

also necessary.
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B. 2 RECOMMENDATIONS

8.2.1 RECOMMENDATIONS FOR 
TOURISM INDUSTRY

THE DEVELOPMENT OF CHINA'S

(A) ™ °F ™E marKETIMB CONCEPT IN THE
DEVELOP MEN 1 01- THE CHINESE TOURISM INDUSTRY

The master plan for China's tourism industry 

development seems to have been adequate, and services, 

accommodation and transportâtion have been developed. 

However, the planned improvements and developments may 

not be in line with the needs of foreign visitors. The 

application of marketing concept to China's tourism 

industry is obviously highly desirable. In fact, more 

research work is required by the Chinese government to 

find out tourist needs and demands in order to provide 

essential data on which China can base its plans for the 

development of its tourist facilities.

(B) THE PROVISION OF FACILITIES TO SUPPORT THE 
MARKETING OF CHINA AS A TOURIST DESTINATION

The distance of China from the major tourist 

generating areas (apart, from ¿Japan and overseas Chinese 

in East Asia) makes it basically a "long-haul" 

destination. To have cheap air fares is important in the 

marketing of China. Indeed, air-transportation is an 

essential factor in the development of tourism in the Far 

East and the Pacific region. To increase the number of 

charter flights to connect China and the major tourist 

generating countries is obviously essential.



In setting the marketing strategies that China 

should establish in order to promote itself as a tourist 

destination in foreign countries, it should be borne in 

mind that the supply of appropriate information and 

adequate promotional materials to the tour operator may 

be critical and may make the difference between one 

destination being much more successfully promoted than 

another. The C. I. I . S. must have improved communication 

with overseas tour operators and supply them with more 

informati on.

China's ability to provide enough hotels of 

international standard is an important factor in the 

marketing policies of the C.I.T.S.. However, further- 

investigation is required to establish what standard of 

hotels is required by foreign visitors and to determine 

the range of facilities they need.

(C) MONITORING INTERNATIONAL TRENDS

Analysis and understanding of the international 

tourism situation is the necessary starting point for 

China to plan the development of its tourism industry.

A thorough analysis of the main purpose of visits 

to China is valuable for indicating which segments of 

demand should be targeted for promotion activities, by 

distinguishing them from other reasons for travel.

The study suggests that there is a group of 
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countries that generate most of the tourist arrivals from 

all over the world. Carrying out promotional campaigns in 

these countries might prove to be most beneficial in 

terms of increased visitor flows. The continued study of 

the demand motives of the tourist generating countries 

can help China to adjust its tourism supply to the 

requirements of demand«

China now depends heavily upon the U.S.A., Japan, 

Australia, and the U.K. for foreign tourists and there 

are generally peaks and troughs in the number of arrivals 

from month to month. However, as most, overseas Chinese 

come from South East Asia, they might be used to counter­

balance the seasonality of U.S.A., Japan and Europe. 

Still, it is advisable for China to study these aspects 

and develop some measures to minimise the effects of 

seasonali ty.

(D) GREATER PROMOTION AND ADVERTISING CAMPAIGNS

The findings indicate that there is an inadequate 

promotion budget, in China for inviting travel writers and 

for promotion by the C.I.T.S. offices abroad., China 

should now increase its budget for promotion and 

advertising campaigns. In particular, the increased 

accommodation and tourist facilities provided for the 

peak seasons ought to be utilised during off-peak 

seasons, and appropriate promotion activities could be 

undertaken as a means of attracting eAlt a tourists
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China during the quieter periods.

(E) A MORE FLEXIBLE PRICING POLICY

The price of Chinese tours is increasing rapidly. 

The demand for such tours will be decline as a result of 

this; such price increases will produce a negative effect 

50 that no posit ive rise i n income from tourism will be 

achieved by the Chinese government. To have a more 

flexible pricing policy is obviously necessary if the 

Chinese government is to persuade more tour operators to 

organise tours to China.

(F) IMPROVEMENT IN SERVICES

It is necessary for China to improve local 

transportâtion facilities together with the provision of 

more reliable itineraries to tour operators. The C.I.T.S. 

also needs to improve its communication facilities and 

generally to speed up its communication.

To standardise China's services at different levels 

and prices according to the level of services selected by 

foreign visitors is also important.

The development of some special facilities to 

attract foreign visitors to China in the off-peak seasons 

is necessary. For example, golf courses and ski-mg 

facilities should be developed for the summer and winter 

periods respectively.
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(G) OTHER IMPORTANT ASPECTS

As China s tourism i nrinctviz .iuustty expands, many problems

will emerge. For example. ths i nr-p-~ .f , ... nc. inci ease in the number of 

tourist arrivals in China may cause disturbance to and 

destruction of various ecological elements of China. As 

one of China's strengths is that it is "unspoiled" and 

different, it is necessary to have control over these 

effects. More legislation and regulations are required to 

regulate these effects by means of planning, protective 

measures and appropriate management.

The findings indicate that standards and

regulations relating to China's tourism industry are 

inadequate. This may be due to the rapid growth of 

China's tourism industry. Thus, there are no set 

standards for selecting guide-interpreters and 

regulations for controlling the operation of the tour 

operators are lacking. As a result, improved standards 

and regulations are required to guide and control 

developments in China's tourism industry.

8.2.2 RECOMMENDATIONS FOR ACTION BY CHINA TO MINIMISE 
THE PROBLEMS FACED BY U.K. TOUR OPERATORS 
ORGANISING TOURS TO CHINA

Accommodation, transportâtion, communication and 

the pricing policy of China are the main problems faced 

by U.K. tour operators organising tours to China. In 

order to increase the number of tourists from the U.K. to 

China, hotel and airline facilities need to be improved,
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the domestic transportation system requires upgrading,

more hotels need t.o be built anH□uuc and better communi cat i on

networks with U.K. tour operators need to be established.

The cost of tours to China is the main obstacle 

preventing U.K. residents from visiting China, therefore 

economy Lours must be introduced if China wants to become 

accessible to more U.K. visitors.

If China wants to persuade more U.K. tour operators 

to organise tours to China, a more flexible pricing 

policy is necessary. Moreover, incentives must be

provided to persuade them to operate more tours to China.

The C.I.T.S. should stimulate the growth of 

interest by the U.K. residents in visiting China. It 

should provide them with more information, broaden their 

view of China, and attempt to raise their interest to the 

point of wanting to make a visit to China.

In order to help U.K. tour operators to organise 

tours to China, the C.I.T.S. needs to increase its 

promotional budgets in the U.K. and aim at promoting 

itself to the "Upper middle class", the "Middle class , 

and the "Lower middle class", as well as to the 41-jU 

and the "Above 50" age groups. Further discussion of the 

promotional framework required by China in the U.K. will 

be provided in the following section.

The assistance of the C.I.T.S. to tour operators 

must be increased. Apart from improved communication, the
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supply of more information, maps and leaflets to tour 

operators is also important.

8.2.3 PROMOTIONAL FRAMEWORK REQUIRED BY CHINA FOR THE
U.K. TOURIST MARKET ohiimh run mt

(A) TARGET SEGMENTS

The three factors that affect China in selecting 

the target segments for its promotional campaigns are : 

1. The cost of travelling from the U.K. to China.

2. The profile of U.K. oversea travellers.

3. The target segments aimed at by tour operators for 

Chinese tours.

By taking the above factors into consideration 

China can promote itself to the "Upper middle class", the 

"Middle class" and the "Lower middle class" which are

less price sensitive and have a greater tendency to take

holidays abroad. The promotional campaign should also aim

at the "41-50" and the "Above 50" age groups. This is

because these two groups are more likely to spend their 

holidays abroad and are usually targeted by tour 

operators as sources of clients for tours to China.

Since tours to China are more suited to experienced 

and seasoned traveller, to promote China to this group is 

obviously important and highly desirable. Moreover, since 

the customers of long-haul inclusive tours usually come 

from the professional group, it is necessary for China to 

take this group into consideration when preparing its 
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promotional campaign.

(B) REGIONS FOR PROMOTION

The -findings indicate that the regions that have 

the highest potential -for generating tourists abroad are 

the South East, Wales and the East Anglia regions. To 

carry out promotional campaigns associated with these 

regions may prove most beneficial in terms of increased 

visitor flows.

(C) PERIODS OF PROMOTION

The general statistics indicate that over seventy 

per cent of U.K. holidays abroad take place during the 

summer months (June to September). However, the findings 

□f this study indicate that autumn and spring are the 

favourite seasons for U.K. tourists visiting China. In 

setting the periods for promotion, the Chinese 

government, therefore, need to consider what segments it 

wants to aim at for the Chinese tours : the summer 

hoiiday-takers or the seasoned travellers, or both. 

Further research is required by the Chinese government to 

find out the potential segments for Chinese tours in the 

U.K. in order to facilitate the setting of target 

segments and consequently the periods for promotion.

The general statistics also indicate that each 

segment has its own favourite periods for taking holidays 

abroad. It is advisable for the Chinese government to 



compare the periods -favoured by each cOnm=nk • *.i_
eacn segment with the

conditions in China at those periods and, using this 

information, to devise the promotional strategies best 

suited to meet the needs of each target segment, so that 

each segment feels that the best time to visit China is 

during its most favoured period.. In addition, the 

promotional efforts of the Chinese government should 

begin well in advance of those periods that are most 

favoured by each segments.

(D) MEDIA USED FOR PROMOTING CHINA

The best methods for promoting tours to China are 

sales promotion and advertisements. The best media for 

sales promotion are brochures and various types of 

printed literature. The Chinese government should supply 

tour operators with more information to help them to 

compile suitable brochures and the printed literature. 

The supply of more general information about China to the 

media, the public at large, schools, special interest 

groups, etc. is also important. For advertisements, the 

best media are newspapers (eg. The Sunday Times, The 

Observer, The Sunday Telegraph and The Guardian), 

magazines (eg. Vogue and New Statesman) and Travel and 

Trade Journals (eg. TTG, Travel Mews, Travel Bulletin, 

and Asia). Carrying out promotions through these media 

might prove to be most beneficial to China in terms of 

increased visitor flows. However, the degree of coverage 

and the quality of the advertisement design may affect 



the result of the advertisement to a great extent. 

Further investigation into these two areas is essential 

if China wishes to promote itself more effectively in the 

U. K. .

(E) FACTORS EMPHASISED IN PROMOTION

The "Historical and cultural attractions", the 

"Scenic attraction" and the "Society and Politics of 

China" are factors usually emphasised by U.K. tour 

operators in the promotion of tours to China. The Chinese 

government can promote itself along the same lines as the 

tour operators or simply supply them with information 

relating to the above factors and carry out its own 

promotion in other directions, for example, by laying 

emphasis on "Friendliness towards visitors", "Chinese 

arts" and "Chinese foods", thus providing a complement 

to the features emphasised in the tour operators' 

promoti onal campaigns.

Since holiday travel is the most important reason 

given for U.K. travellers visiting Asia, promoting China 

as a place for them to enjoy their holiday is also 

important. However, promotions of this kind have to be 

supported by the variety and quality of the tourist 

facilities provided. Further investigation should be 

undertaken by the Chinese government to find out what 

facilities are required and, where necessary, these 

shou1d then be deve1 oped.



China is now competing with many countries, 

especially neighbouring countries in Asia, for tourists 

•from the U.K. market. The success of China as a tourist 

destination for U.K. visitors will largely depend on its 

ability to provide a relatively stronger appeal than its 

main competitors. Compared with these Asian countries in 

terms of price, accessibility and other nan-tangible 

factors, such as reputation and any available guarantees, 

China cannot compete successfully under present 

conditions. The competitive advantages China possesses 

over neighbouring countries at present are its novelty 

and uniqueness. Therefore, China should attempt to retain 

its uniqueness while developing its tourism industry. 

However, the novelty of China may wear off, hence, much 

more promotion, better services, cheaper tours and easy 

accessibility supported by a sound reputation will be 

increasingly necessary.
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APPENDIX 1 : COUNTRIES INVOLVED IN THE REGIONS DEFINED BY 
W.T.O.

(A) AFRICA :

Eastern Africa s Burundi, Comoras, Ethiopia, Kenya, 

Madagascar, Malawi, Mauritius, Rwanda, Seychelles, 

Somalia, Uganda, United Rp. Tanzania, Zambia, 

Z imbabwe

t!iddl_e Africa Cameroon, Central Africa Rp., Congo,

Gabon, Zaire

Northern Africa

Southern Africa

Western Africa

Al ger i a, Morocco, Sudan, Tuni si a

Botswana, Lesotho., Swaziland

Benin, Burkina Faso, Gambia, Ghana,

Ivory Coast, Liberia, Mali, Mauritania, Niger,

Nigeria, Senegal, Sierra Leone, Togo

(B> AMERICAS s

Central & South America : Argentina, Belize, Bolivia, 

Brazil, Chile, Clombia, Costa Rica, Ecuador, El 

Salvador, Guatemala, Guyana, Honduras, Mexico, 

Nicaragua, Panama, Paraguay, Peru, Suriname, Uruguay, 

Venezuela

Caribbean s Anguilla, Antigua & Barbuda, Aruba, 

Bahamas, Barbados, Bermuda, Bonaire, E<r. Virgin 

Islands, Cayman Islands, Cuba, Curacao, Dominica, 

Dominican Rp., Grenada, Guadeloupe, Haiti, Jamaica, 



Martinique, Montserrat, Meth. Antilles, Puerto Rico, 

St. Kitts-Nevis, St. Lucia, St. Maarten, St. Vinct 

Grn. , Trinidad & Tobago, Turks & Caicos Island, U.S. 

V i r g i n Islands

North America s Canada, U.S.A.

(C) EAST ASIA & THE PACIFIC 5

Australia, Brunei, China, Cook Islands, Dem. 

Kampuchea, Fiji, French Polynesia, Hong Kong, 

Indonesia, Japan, South Korea, Lao P. Den. Rp., 

Macao, Malaysia, Marianas, Mew Caledonia, New

Zeal and, Papua ' New Guinea, Philippines, Samoa,

Singapore, Thailand, Tonga, Vanuatu

(D> SOUTH ASIA :

Afghanistan, Eiangladesh, Bhutan, Burma, India, Iran,

Ma1di ves, Nepal, Pakistan, Sr i Lank a

(E> MIDDLE EAST :

Bahrain, Dem. Yemen, Egypt, Iraq, Jordan, Kuwait, 

Lebanon, Libyan Arab Jm., Qatar, Saudi Arabia, Syrian 

Arab Rp., Yemen Arab Rp.

(F) EUROPE :

Eastern Europe s Bulgaria, Czechoslovakia, East 

Germany, Hungary, Poland, Romania, U.S.S.R.
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Southern Europe : Andorra, Cyprus, Gibraltar, Greece, 

Italy, Malta, Portugal, San Marino, Spain, Turkey, 

Yugoslavia

Western Europe s Austria, Belgium, France, West

Ger man y, Lex embour g , Monaco, Met her1 an ds, Switzerland

Northern Europe s Denmark, Finland, Iceland, Ireland, 

Norway, Sweden, United Kingdom

Qthers s Israel

SOURCE : W.T.O.— Regional Breakdown of World Travel & 
Tourism Statistic 1979-1983, 1984 Ed.



APPENDIX 2 : TYPES OF OBSTACLES TO INTERNATIONAL TOURISM

(A) OBSTACLES AFFECTING THE INDIVIDUAL INTENDING TO 
TRAVEL

1. Imposed by the home country 5

a) Currency restrictions imposed upon residents«

b) Conditions and procedures -for issue of travel 

documents.

c> Customs allowances -for returning residents.

d> Restrictions on overseas travel.

2. Imposed by the host country :

a) Currency restrictions imposed upon visitors.

b) Entry visas, identity documents, limitations

on duration of stay.

c) Formalities concerning entry of motor 

vehicles, pleasure boats or other craft.

d) Formalities concerning applicability of

drivers licences, car insurance, etc.

e) Restrictions on acquisition of property by 

non-nationals (e.g. holiday flats).

f) Taxes on foreign visitors.

(B) OBSTACLES AFFECTING COMPANIES PROVIDING SERVICES TO 
FACILITATE TRAVEL (e.g.Travel agents, tour operators)

3. Limitations on foreign investment/equity 

p ar t i c i p at i on.

4. Restrictions on the establishment of foreign 

owned entities (branches and subsidiaries).

5» Requirements for qualifications for operating

professionally which are either directly
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d i scr i mi n at or y or more di fficu1t for non-

nationals to acquire»

6. Restrictions on non-national personnel and 

employment (e.g. visas, work permits).

7. Difficulties in obtaining licences to operate.

8» Relevant restrictions on transfer of funds in and 

out of the country (not covered under "A" above).

9. Restrictions upon the ability of non-established 

foreign companies to solicit for custom, 

advertise or sell direct to clients without 

locally established intermediairies.

(C) OBSTACLES AFFECTING COMPANIES PROVIDING
TRANSPORTATION (e.g. airline, rail ways, coach
operations, cruise liners)

10-17. Categories as under "B" (3—9)

18. Restrictions on non-national airlines, coach 

operators or cruise liners.

19. Limitations on movements of passengers by foreign 

airlines or cruise ships.

20. Discriminatory landing dues, taxes or port 

charges.

21. Lack of reciprocal recognition of qualifications 

(e.g. air crew, site guides, etc.).

22. Requirements for government. employees to use 

national air1ines/ferry services.

23. Discriminatory access to special terms from state 

enterprises (e.g. airlines, railways), including 

differential commissions.

24. Limitations on access to reservation systems.



(D) OBSTACLES AFFECTING COMPANIES PROVIDING RECEPTION 
FACILITIES (e.g, hotels, resorts, car hire firms) 

25-32.. Categories as under "B" (3-9), 

33. Restrictions on imports of essential goods.

34» Requirements for placing of contracts (e.g. for 

site development) with local enterprises.

35. Discriminatory tax regimes for foreign entrants 

(i nc1udi ng tax hoiidays not avai1ab1e to

n at i ona1s).

36. Restrictions on ownership by non—nationals (e.g. 

leasing only permitted) and problems related to 

security of tenure or repatriation of 

i nvestments.

37» Limitation on access to reservation systems.

(E) OTHER OBSTACLES

38. Discriminatory regulations on health inspection 

or con sumer protection, et c.

39. Compulsory use of centralized governmental or 

municipal organizations or middlemen.

40. Others.

SOURCE Journal of Travel Research, Vol. XXII, No. 3,
1984, p 14
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APPENDIX 3 s SOCIO-ECONOMIC GROUPINGS

SOCIAL. GRADE SOCIAL STATUS OCCUPATION

A Up per Mi d d 1 e C1 ass High er manag eri a1 , 
administrative or 
professi onal

B Middle Class Middle managerial, 
administrative or 
professi onal

Cl Lower Middle Cl ass Sup er v i sor y or 
c1 er i cal, jun i or 
m a n a g e m e n t

C2 Ski 11ed Working Cl ass Ski11ed manual 
work ers

D Wor k i ng Class Semi -- L unsk i 11 ed 
man ua1 wor kers

E Those at lowest level 
of subsistence

Pensioners, casual 
or lowest—grade 
worker, unemployed

SOURCE ; Baker, 1983, p S3
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APPENDIX 4 : STANDARD REGIONS OF GREAT BRITAIN

SCOTLAND :

The whole of Scotland.

WALES s

The whole of Wales..

ENGLAND-Standard_Regigns :

North s Cumberland, Durham, Northumber1 and, 

Westmorland, Yorkshire (North Riding).

Yorkshire__ and_Humberside : Lincolnshire (Parts of 

Lindsey), Yorkshire (East Riding), Yorkshire (West 

R i d i n g) .

E®st_Midlands : Derbyshire (part)1, Leicestershire, 

Lincolnshire (parts of Holland & parts of 

Kesteven), Northamptonshire, Nottinghamshire,

Rut1 and.

East__ Anglia s Cambridgeshire and Isle of Ely, 

Huntingdon and Peterborough, Norfolk, Suffolk 

(East), Suffolk (West).

Condgn_and_South_East :

(1) Greater__ London s The City of London (with the 

Inner Temple and Middle Temple) and the London 

Boroughs

(2) Remainder of South East s Bedfordshire,

Berkshire, Buckinghamshire, Dorset (part)3, 

Essex Hampshire, Hertfordshire, Kent 

Oxfordshire, Surrey, Sessex (East), Sessex 

(West), Wight (Isle of).



South West s Cornwall, Devon, Dorset (part)3, 

G1oucestershire, Somerset, Wiltshire.

West Midlands s Herefordshire, Shropshire, 

Staffordshi re, War wic kshire, Wor c est er sh i re.

North___ West 5 Cheshire, Derbyshire (part)^, 

Laneashi re.

Notes :

1. All except the areas stated below at 4.

2 „ Poole M. B. only.

3. All areas except Poole M.B.

4. Buxton M.B.; Glossop M.B.; New Mills U.D. and Chapel 

en 1 e Fr i t h R. D.



APPENDIX 5 : THE EXPLANATION OF ITO AND ITX

(A) INCLUSIVE TOUR BY CHARTER (ITO x

The tour operators can charter a plane, or part of 

a plane for special routes or destinations. The tour 

operators, in this case, can sell the seats directly to 

individual members of the public. The resulting package 

includes this air fares is called an inclusive tour by 

c h ar t er or IT C.

(B) INCLUSIVE TOUR BY EXCURSION (ITX) :

The airlines can sell the scheduled services t.o the 

tour operators very cheaply but. in the conditions that, 

they cannot resell the seats directly to the travellers 

and need to buy the seats on a return basis, which in 

airline terms means an excursion ticket. The tour 

operators build this air fares into a package called an 

inclusive tour by excursion or ITX.

SOURCE : Holloway, 1983, pp 51-52



APPENDIX 6 ! MAP OF PROVINCES AND AUTONOMOUS REGIONS OF 
THE P.R.C.

NOTE s Those underlined are Autonomous Regions.

SOURCE : Kaplan, Sobin 8< Keijzer, 1985, cover ¡page



APPENDIX 7 : CITIES AND SITES OFFICIALLY OPEN TO FOREIGN 
TOURISTS (1985)

Beijing, Shanghai, Tianjin (including Dagong and Yancun)

AUHUI — Hefei, Huangshan, Ma'anshan, Jiuhuashan

FUJIAN — Fuzhou, Quanzhou, Xiamen, Zhangzhou

GANSU — Dunhuang, Ji ayuguan, Jingyuan, Lanzhou

GUANGDONG — Conghua, Foshan, Hainan Island, Guangzhou,

Xiqiao, Zhaoqing

GUANGXI — Binyang County, Guilin, Gui pi ng County,

Li nzhou Nanning, Wuming County, Yangshuo

HEBEI — Beidaihe, Chengde, Gangan Reservoir, Hamdan,

Qinhuangdao, Shashiyu, Shijiazhuang, Tangshan, 

Xibaipo, Zhaoqiao Bridge, Zhuoxian County, 

Zunhua

HEILONGJIANG — Daqing, harbin

HENAN — Anyang, Gongxian County, Linxian County, 

Luoyang, Sanmen Gorge, Xinyang (Jigongshan) , 

Yuxian County, Zhengzhou

HUBEI — Danjiang, Shashi, Wuhan, Xiangfan, Xianning

HUNAN — Changsha, Hengyang, Shaoshan, Xiangtan, Yueyang 

(Dongting Lake)

INNER MONGOLIA — Baotou, Hohhot, Xi 1 inhot

JIANGSU — Changzhou, Huai’an County, Lianyungang,

Nanjing, Suzhou, Wuxi, Xuzhou, Yangzhou,

Yixing, Zhenjiang

JIANGXI — Jingdezhen, Jingganshan, Lushan (including

Jinjiang and Xingzi counties), Nanchang

JILIN — Changchun, Jilin



LIAONING — Anshan, Dalian, Fushun, Shenyang

SHAANXI — Xi'an, Yan'an

SHANDONG — Changwei (including Anqiu and Linqu counties 

and Weifang) , Jinan, Qingdao, Qufu, Shengli 

Oilfield, Tai'an County (Taishan), Yantai, 

Zi bo

SHANXI ....- Datong, Dazhai , Taiyuan, Yangquan

SICHUAN — Chengdu, Chongqing, Dazu, Emeishan Leshan 

County, Manxian County

XINJIANG — Shihezi, Turpan, Urumqi

YUNNAN — Dali, Jinghong (Xishuangbanna) County, Kunming 

(Stone Forest), Lunan County

ZHEJIANG — Hangzhou, Leqing (Yandangshan), Moganshan, 

Ningbo, Shaoxing, Wenzhou

SOURCE ; Kaplan, Sobin and Keijzer, 1985, p 51



APPENDIX 8 • MAP OF MAIN INTERNATIONAL AIR ROUTES OF 
CHINA

1- To Dubai & Belgrade.
2. To Karachi & Rawalpindi.

3. To Karachi & Bucharest
4. To Sharjah, Frankfurt & 

London.
5. To Sharjah/Karachi 8< 

Pari s.
6. To Karachi, Belgrade & 

Zurich.

a. To Karachi 8< Bucharest.
b. To Karachi, Athens & 

Pari s.
c. To Bombay Addis Ababa, 
d. To Bombay, Athens, 

Geneva 8< Zurich.

SOURCE : Kaplan, Sobin 8< Keijser, 1985, central map



APPENDIX 9 8 MAP OF CHINA'S INTERCITY FLIGHTS

SOURCE : Summerfield, 1985, p 41
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APPENDIX 10 8 MAP OF CHINA'S MAJOR RAIL ROUTES

SOURCE 5 Summerfield, 1985, p 43



APPENDIX 11 s COVERING LETTER FOR TOUR OPERATORS

University 
of Strathclyde

STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ
Tel: 041-552 4400 r

5th July,1985

Dear Sir,

REQUEST FOR INFORMATION

The objective of my Master's degree research is to -find out 
the problems travel agencies have encountered in operating tours 
to China and to suggest ways of minimising them. I would greatly 
value your opinion and experience as an input to my dissertation.

The enclosed questionnaire is very short. I hope you will 
feel able to return it to me in the reply-paid envelope at your 
earliest convenience. All replies will be treated in the 
strictest confidence.

If you would like to see a copy of my findings, simply 
identify yourself on the questionnaire.

May I take this opportunity to thank you in advance for your 
hel p.

Yours sincerely,

LUNG Yiu Hung, Gary
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APPENDIX 12

University 
of Strathclyde

; QUESTIONNAIRE FOR TOUR OPERATORS

STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedra! Street, Glasgow G4 ORQ 
Tel: 041-552 4400

Please return this questionnaire in the reply-paid envelope 

provided, to :

Mr. Gary Lung
Student Research Projects 
University of Strathclyde 
Department of Marketing 
Stenhouse Building 
173 Cathedral Street 
Glasgow G4 ORQ 
United Kingdom

If you want to receive a summary of my research findings, 

please write your name and company address below :

NAME : ................................................................................................................................................

ADDRESS ï ................................................................................................................................................
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( PLEASE TICK THE MOST APPROPRIATE ANSWERS )

SECTION A :

01. What kind of agency do you run ?

( ) An entirely wholesale operation
( ) Primarily wholesale with some retail

activi ti es
( ) Others ( Please specify )

02. Do you operate tours to China or not

( > YES ( Please go to SECTION B)
( ) MO, but have in the past
( ) NO, never

03. What is/are the reason(s) for not operating tours to 
China ?

( ) Pricing problem
( ) Promotion difficulties
( ) Lack of information
( ) Not a good market
( ) Others ( Please specify )

nasauKanuaiinBiiiaitBnaunttiiKauvnuuvnuuuuitvnnasauuu

04. Would you recommend China as a tourist destination 
to your clients or not ?

( ) Highly recommend
( ) Recommend
( > No idea
( ) Not recommend
( ) Definitely not recommend
Any particular reason(s) ?

( IF YOU HAVE NEVER OPERATED TOURS TO CHINA, PLEASE SKIP
SECTION B )

241



SECTION B s

05. Could you specify the social status and age group of 
your customers ? Could you rank them in order of 
importance by puting 1, 2, 3, etc. on the
corresponding bracket 2 ( 1 is the most important, 2
is less, and so on )

SOCIAL STATUS AGE GROUP

( 

(

) 

) 

)

)

)

Upper middle class 
Middle class
Lower middle class
Skilled working class
War king cl ass 
Student

>

} 

) 

)

Less than 20
20
31
41

30
40
50

Above 50
Unknown

( ) Unknown

06. What are the main cities usually covered by your 
tours 2

( ) Beijing
( ) Nanjing
( ) Shanghai
( ) Hangzhou
( ) Guangzhou
( ) Others ( Please specify )

07. What is/are the peak season(s) in operation tours to 
China from your country 2

( > Sp ri ng
( ) Summer
( ) Autumn
( ) Winter
( ) Unknown

Any particular reason(s) 2



Q8. What promotional method(s) do / did you use

Adverti si ng ... Radio and T.V.
( ) Newspapers (Please specify)

nuauunannuaaanuaaanannuuaun

( ) Magazines (Please specify)

( ) Travel & Trade journals
(Please specify)

( ) Others (Please specify)

uuuuMsuunttuuuuuuusauuuuiiana

nuiiuuunnnuunxnuuatsaanuanuxn

uunuunnanusauuunanuennunnua

Sales promotion.».( Printed literature
( ) Direct mail
( ) Folders / Brochures
( ) Others ( Please specify )

auiitcuniinunnnHuxuunuaunannn

Person a1 se11i ng

Others (Please specify)



□9. What -factor (s) do/did you. emphasize when promoting 
your tours ? Could you rank them in order of 
importance by putting 1, 2, 3, etc. in the
corresponding bracket ? ( 1 is the most important, 2 
is less, and so on )

( ) Friendliness towards visitors
( ) Climate
( > Historical and Cultural attractions
( ) Scenic attractions
( ) Society and Politics of China
( ) Chinese food
( ) Chinese arts
( ) Mu11 i-stag e destin ati on
( ) Mo particular emphasis
( ) Others ( Please specify )

□10.Do you happen to think the special interest groups 
(eg. Rural Development Study Tour ; Cycling Tour ; 
etc.) are important in operating tours to China or 
not ?

( ) YES ( Please give examples of such tours )



Oil.What are the main difficulties in operating tours to
China

factors

) Ac c omodati on

ANY PARTICULAR REASON(S)

) Tr an sp or t at i on

) Service

) Seasonality

) Documentâtion

) Pricing

) C o m muni catian

) Language

usnununnuaitunN

) Others ( Please specify )

uunnttnnnnnnunnnun
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SECTION Ç :

012.Do you happen to think assistance -from China 
International Travel Service, Luxingshe,(in the form 
of information supply, self-promotion, etc.) is 
suf f i c i en t or not ?

( ) YES
( ) NO

013.In your opinion, how can the present condition be
i mproved

( ) Better communication
( ) Supply more information
( ) Others ( Please specify )

ituuaiteuuttuiinuwMWMRnMMunuMunoitwttnucnMBttuMnBitn««««

014.What countries do you think are the major competitors 
to China as a tourist destination ?

( ) Hong Kong
( > Taiwan
( ) South Korea
( ) India
( ) Japan
( ) Malaysia
( ) Phi 1i ppi nes
( ) Singapore
( ) Sri Lanka
( ) Thailand
( ) Indonesia
( ) Others ( Please specify )



Q15.In your opinion, what are the future prospects -for 
China as a tourist destination ?

QI6.In your opinion, how can 
China from your country be

the number of tourists to 
increased ?

Q17.Do you have any other suggestions to make concerning 
this research 2

- THANK YOU FOR YOUR HELP -
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APPENDIX IJ

University 
of Strathclyde

: COVERING LETTER FOR HOTELS IN CHINA

ENGLISH VERSION
Professor Michael J. Baker TD BA BSc (Econ) DBA

STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedral Street, Glasgow G4 0RQ 
Tel: 041-552 4400

5th August, 1985

Dear Sir,

REQUEST FOR INFORMATION

I am a M.Com. student in Marketing Department of the University 

of Strathclyde in Glasgow., and I am now undertaking my dissertation. 
The aim of my Master’s degree research is to find out the problems 
China has encountered in developing its tourism industry and to sug­
gest ways of minimising them. Accommodation seems to be one of the 
most difficult problems and I would greatly value your opinion and 
experience as an input to my dissertation.

The enclosed questionnaire is very short. I hope you will feel 
able to return it to me at your earliest convenience. All replies will 
be treated in the strictest confidence.

If you would like to see a copy of my findings, simply identify 

yourself on the questionnaire.

May I take this opportunity to thank you in advance for your 

contribution to my dissertation.

Yours sincerely,

LUNG Yiu Hung, Gary
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CHINESE VERSION
Professor Michael J. Baker TD BA BSc (Econ) DBA

University 
of Strathclyde
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STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ 
Tel: 041-552 4400
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APPENDIX 14 : COVERING LETTER FOR THE C.I.T.S. (Luxingshe)

University 
of Strathclyde

The Managing Director 
The Promotion Department 
CITS ( Luxingshe )
6 East Changan Avenue 
Peking, China

Dear Sir,

ENGLISH VERSION
Professor Michael J. Baker TD BA BSc (Econ) DBA

STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORO
Tel: 041-552 4400

5th August, 1985

REQUEST FOR INFORMATION

Since 1978, China’s tourism industry expanded rapidly. To study 
the trends of the China's tourism industry now become an attractive 
area for many students. I am a M.Com. student in Marketing Department 
of the University of Strathclyde in Glasgow, and I am now undertaking 
my dissertation. The objective of my Master's degree research is to 
find out the problems in developing China's tourism industry and to 
know the ways in which China promote itself to foreign visitors, 
especially to the United Kingdom. I would greatly value your opinion 

and experience as an input to my dissertation.

The enclosed questionnaire is very short. I hope you will feel 
able to return it to me at your earliest convenience. All replies will 
be treated in the strictest confidence.

May I take this opportunity to thank you in advance for your 

contribution to my thesis.

Yours sincerely,

LUNG Yiu Hung, Gary
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APPENDIX 15 : QUESTIONNAIRE FOR HOTELS IN CHINA

University 
of Strathclyde

ENGLISH VERSION

STUDENT RESEARCH PROJECTS*
Department of Marketing

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ 
Tel: 041-552 4400

Please return this questionnaire in the reply envelope provided to :

Mr. Gary Lung 
Student Research Projects 

University of Strathclyde 
Department of Marketing 

Stenhouse Building 

173 Cathedral Street 
Glasgow G4 ORQ 
United Kingdom

If you want to have a summary of my research findings, please 

identify yourself in the following ;

Name of the Hotel : ................................... ............................................................. ................... ..

Address : ......................... .. ........................ ......................................... .. ................... ..

252
*Student research projects are an integral part of the undergraduate and post graduate curricula of the department.



( Please tick the most appropriate answers )

Q1. What is the nature of your hotel ?

( ) Joint-venture
( ) Franchising
( ) Wholly Government owned
( ) Wholly foreign owned
( ) Others ( Please specify )

Q2. Do you operate local sight seeing tours or not ?

( ) Yes ( Please give examples of such tours )

( ) No, but have in the past

( Please give examples of such tours )

( ) No, never

( If 'YES’ Please Skip QJ. )

Q3. What is/are the reason(s) for not operating local sight seeing 
tours ?

( ) Promotion difficulties
( ) Pricing problem
( ) Customers do not show interest
( ) Others ( Please specify )



Q4. Could you specify the type, the status, and the age group of your

customers ?
Could you rank them 
on the corresponding 
less and so on )

in order of importance by putting 1, 2,
bracket ? ( 1 is the most important

( 
( 
(

(
(

Types

) Business (
) Tourism (
) Visiting relatives (

) Conferences (
) Others (

(Please specify)

Status

) Foreign visitors
) Overseas Chinese
) Residents of Hong Kong 

Macau & Taiwan
) Students
) Others

(Please specify)

3 etc.
2 is

Age groups 

( ) Under 25 
( ) 26 - 40 
( ) 41 - Pre-retire

( ) Retired
( ) Others 

(Please specify)

Q5. Do you have connection with travel operators in other countries or
not ?

( ) Yes, directly connected
( ) Yes, but indirectly connected

( Please specify the channel of connection )

( ) No
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Q6. What is/are the peak season(s) for your hotel ?

( ) Spring
( ) Summer
( ) Autumn
( ) Winter
( ) No particular season
Any particular reason(s) ?

Q7. What is the Grading of your hotel ?

( ) Superior
( ) First class
( ) Standard
( ) Budget
( ) Others ( Please specify )

Q8. What services and facilities do you provide to your customers ?
Could you rank them in order of importance by putting 1, 2, J
etc. on the corresponding bracket ? ( 
is less and so on )

( ) Postal service
( ) Banking service

( ) Telegraph service
( ) Telex service
( ) Hotel shops
( ) Cuisine
( ) Arrangement of taxis
( ) Wake up calls

( ) Restaurant reservations
( ) Room service
( ) Interpretator
( ) Medical service

{ 1 is the most important, 2

( ) Laundry
( ) Storage

( ) Hairdressers
( ) Air-conditioning
( ) Private bathroom
( ) Sauna
( ) Massage
( ) Others (Please specify)



Q9. In your opinion, what role can hotels help to improve China’s 

tourism industry ?

- THANK YOU FOR YOUR HELP -
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APPENDIX 16 : QUESTIONNAIRE FOR THE C.I.T.S. (Luxingshe) 

ENGLISH VERSION 
( Please tick the most appropriate answers )

Q1. Since 1978, China’s tourism industry has been expanding rapidly. 
Have you conducted any promotional campaign to boost its 
development ?

( ) Yes ( Please give examples of such campaign )

( ) No ( Please give reason(s) )

( If ’No' please skip Q2. )

Q2 What are the difficulties and achievements in such campaign(s) ?

Campaign Difficulties Achievements

261



Q3» With the development of tourism industry, the tourist services 
within China are improving as well. Could you rank them in order 
of importance by putting 1 , 2, 3 etc. on the corresponding 
bracket ? ( 1 is the most important, 2 is less and so on )

( ) Sight seeing opportunities
( ) Recreational & sport facilities
( ) Shopping
( ) Entertainment
( ) Cleanliness & hygiene
( ) Culture
( ) Historical sights
( ) Others ( Please specify )

Q4. Tourism industry is well-developed in many places, especially in 
Asia. In your opinion, what place(s) do you think is/are successful 
in developing their tourism industry ?

( ) Singapore ( ) Japan

( ) South Korea ( ) India

( ) Thailand ( ) Philippines

( ) Sri Lanka ( ) Malaysia

( ) Hong Kong ( ) Taiwan

( ) Others ( Please specify )

Q5. Do you plan to learn from their experiences in developing China's 

tourism industry ?

( ) Yes
( ) No
Any particular reason(s) ?



Q6. As tourism industry is under intense competition, in your opinion, 
what tourist destination do you consider to be your main 
competitoris) ?

( ) Singapore

i ) Japan

( ) South Korea

( ) India

( ) Thailand

i ) Philippines

( ) Sri Lanka

{ ) Malaysia

i ) Hong Kong

i ) Taiwan

i ) Others ( Please specify )

Q7. Do you take your competitori s) into consideration when developing 
your own tourism strategy ?

( ) Yes
i ) No
Any particular reason(s) ?



Q8.

Q9.

According to the 'Sixth Five Year Plan (1981-1985)', the tourism 
industry is to be expanded. Have you planned to improve services 
such as transportation, accomodation and scenic spot services in 
the future ?

( ) Yes
Facilities Improvements

1. Transportation .................................................................... ..

2. Accomodation

3. Scenic spot services

4. Others ( Please specify )

( ) No

Could you indicate the type of training schemes you have or 

intend to introduce in the future ?
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Q10. In your opinion, what are the future prospects for China as a
tourist destination ?

Q11• In your opinion, how can the number of tourists to China be
increased ?

Q12. Do you have any other suggestion(s) to make concerning the 
development of tourist industry in China ?

- THANK YOU FOR YOUR HELP -

26b



CHINESE VERSION

«1J!

h®i. fl i978^M, íswí»jitmw«, ^sw^itat,

( ) o ()

(«&♦, «ÜRÍ82 )

RM2.

266



HM3.
1 , 2, 3 ( l^t«, 2^^t, ##)

( )
( ) ±W^
( )
( )
( ) üHtJLà
( ) Mik
( )
( ) Ät ( W0X )

( ) MM ( W )

p]Ä4. #Jüiijll, .om, W^<^,
M KiÄ^ÄÄik^WÄÄiiäi) ?
( ) «* ( )
( ) M# ( )
( ) #M ( ) WM
( ) ÄM*+ ( ) ^^W5IE
( ) ( )

M 5. tr#^ 3 Min T£& M ® »Jk?
( ) M
( ) M
WWO?

267



^3^

^6' «Oft#» __

( ) #r«
( ) 0*
< )
( ) fPÄ
( ) <B
< >
< ) ÄMä+
< ) ^*®JE
( ) &%
( )
( ) #t(üä«)

RÄ7. ^£.0®ÉI üftÄMÄtf, 
( ) *
( ) ä#

2Ó9



«4 I

IW. O (1981-1985) ”, mW*, «WÄWtT

WP, &<<&„
( ) W

» Ahi
i.

2. 1W

3O X^EO ________________________

4 0 )

( )

R^90

269



«5R

R® 10.

HÄ11. ftOMifc,

t»J« 12.

270



APPENDIX 17 : GRADINGS OF HOTELS IN CHINA

Hotels in China are ranked according to -four categories :

1« Superior indicating facilities service*

generally adhering to first-class international

standards. (Most of these hotels were built with 

foreign participation.)

2. First-Class -— the best of Chinese-built and managed 

hotels.

3. Standard — older hotels that have been renovated or 

upgraded at least in part to receive foreign gue*t*| 

most rooms are air-conditioned and have We»tern-*tyle 

baths.

4. Budget — low-cost facilities that mainly serve 

overseas Chinese guests but have been known to accept 

foreigners.

SOURCE : Kaplan, Sobin 8c Keijzer, 1985, p -¿>9
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APPENDIX IS TRANSLATION GLOSSARY OF CHINESE PLACE NAMES 
BETWEEN "WADE-GILES" SPELLING AND "PINYIN" 
SPELLING

(A) PROVINCES AND AUTONOMOUS REGIONS

WADE-GILES SPELLING PINYIN SPELLING CHINESE 
(COMMON ENGLISH NAMES)

Anwei Anhui
Chekiang Zhejiang 4k j*.
Fukien Fujian £

Hei 1ungki ang Heilongjiang
Honan Henan
Hopei Hebei A-
Hunan Hunan 41
Hupei (Hupeh) Hubei
Inner Mongolia Nei Menggu i*l

Auton. Region Zi zhi qu ♦ *

Kansu Gansu
Ki angsi 
Ki angsu 
Kirin

Jiangxi 
Jiangsu 
Jilin

ix <Sj 
lx. %- 
A

Kwangsi Chuang Guangxi Zhuangzu f- » Aik 6 # £
Auton. Region Zizhi qu f- *

Kwangtung 
Kweichow
Li aoni ng 
Ningsia Hui

Guangdong 
Guizhou 
Liaoning 
Ningxia Huizu

a r

Auton. Rigion Zizhi qu
Shansi Shanxi U* <9 

.L* W
Shantung
Shensi
Sinkiang Uighur

Shandong
Shaanxi
Xinjiang Uygur

Via
FA *

Auton. Region Zizhi qu
«7 At

Szechwan Sichuan h A
Taiwan (Formosa) Tai wan ¿k to £ £
Tibet Auton. Region Xizang Zizhiqu

A

T si nghai Qi nghai 
Yunnan « 41
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(B) CITIES AND OTHER LOCALITIES

WADE-GILES SPELLING
(COMMON ENGLISH NAMES)

PINYIN SPELLING CHINESE

Anshan Anshan «A,
Changchun Changchun &
Changsha Changsha Hr
Chengchow Zhengzhou « Al
Chengtu Chengdu A. V
Chungking Chongqing 7^ A.
Foochow Fuzhou U At
Foshan Foshan
Hai nantao Hainandao ft
Hangchow Hangzhou fa Hl
Harbin Harbi n in Æ
Huhehot Hohhot *4* & ü
Hsi amen Xi amen n
Hwang Shan Huangshan *
Ihsi ng Yixi ng
Kunming Kinming «A
Kwangchow (Canton) Guangzhou r At
Kwe i1i n Gui 1 in 4k
Loyang Luoyang Fa
Nanch ' ang Nanchang ft &
Nanking Nanjing ft &
Nanning Nanni ng ft Î
Paot'ou Baotou 'th
Peking Bei Jing
Shanghai Shanghai >-
Shaoshan Shaoshan 43 du
Shenyang Shenyang it»
Shih Chia Chuang Shi ji azhuang « X £
Si an Xi 'an 6 «
Soochow Suzhou Al
Taching Daqing A
Talien Dali an ki
Tatung 
T i entsi n 
Tsinan 
Tsingtao 
Urumchi

Datong 
Tianjin 
Jinan 
Qingdao 
Urumqi

?
It 
ft 
fa

Wuhan 
Wuhsi 
Yangchow 
Vpnan

Wuhan 
Wuxi 
Yangzhou 
Yan'an

IL

*
*

i*.

*

SOURCE : Kaplan, Sobin & Keijzer, 1985, pp 654-656
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