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NOTES

TERMINOLOGY :
The name "China" used in this stuwdy is referred

as "The Feople’'s Republic of China".

TRANSLITERATION :

Spelling of Chinese proper names and terms in
this study follows the "pinyin" system, which was
officially adopted by the Feople’'s Republic of China
inm 1979 for dealing with foreign governments and news
media. In the past, the "Wade-Giles" system was
mostly used by Westerners to render Chinese sounds in
the Roman alphabst. To facilitate the study of this
thesis, a translation glossary of Chinese place names
between “pinyin" and "Wade-Giles" is provided at the
end of the Appendixes in this dissertation. {(Appendix

18)









Field research was conducted by means of postal
guestionnaires to S50 ULk, towr operators to elicit their
views in  operating touwrs to China. In order to obtain
more information relating to the past and present
conditions of China’'s ftourism industry, postal
questionnaires in Chinese were also sent to the China
International Travel Service (Luxingshe), and 35 hotels

in China.

ORGANISATION OF STUDY

This study i= divided into three parts arranged in
eight chapters. The first part is mainly concerned with
describing the theoretical framework of tourism; the
factors stimulating the growth of tourism; and the
application of the marketing concept in the field of

towrism industry (Chapter One).

The second part begins with & description of the
current dimensions of world tourism, the movement of
tourists, the factors that affect the travel patterns of
international touwrism, and the futwe trends of the
industry {(Chapter Two). This is followed by a discussion
of the profile of British overseas touwism, the British
travel industry, and the prospects for inclusive tours
form Britain (Chapter Three). The trends and the economic
impact of internaticonal towism on  the developing
countriesy the role of the government, the organisation

of tourism, and the place of tow operatorse in  the

viii



development of the touwrist industry; and the problems in
marketing the developing countries a5 touwrist
destinations are described {Chapter Fouwr). This is
followed by a discussion of China’'s towism industry, its
structure and administration and the demand +for and
supply of towism services for foreigners in China

{(Chapter Five).

The third part supplements the desk research and
consists of & field research in  the form of postal
guestionnaires to 30 UK. tow operators, 23 hotels in
China and  the China International Travel Service
(Luxingshe). The objiectives of the research, the research
methodology, the selection of samples, the covering
letters and the questionnaires are all included {(Chapter
Six). The analysis of the research findings, the research
implications and the conclusions of the findings follow
{(Chapter Seven). Finally, the conclusions of the study,
and  some recommendations that relate to the development
of China’'s towism industry, the ways to minimise the
prablems of operating towrs to China, and the marketing
af  China as a towist destinations in the U.k. towist

market will be proposed (Chapter Eight).
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CHAFTER TWO : INTERNATIONAL TOURISM TRENDS IN THE 1980s

INTRODUCTION

The development of the Chinese tourism industry, as
with any national towism industry, takes place within
the context of international trends. A analysis  and
understanding of the international towism situation is

the necessary starting point forr national plarming.

In this chapter, firstly, the current dimension of
world travel will be looked at, and the movementse of the
tourists will be interpreted. The factors that affect the
travel patterns of international tourism will be analvysed

and, finally, I will try to suggest future trends.
2.1 THE FRESENT DIMENSION OF THE WORLD MARKET

Wo-ld tourist arrivals, both domestic and
international, are estimated at between 3,500 million and
4,000 million in 1784. 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 teourism demand in 1984. According to
W.T.0. "¢ estimation?, i 1981, domestic touwrism’'s share
of total tourism by region was Africa 47 per  centg
Americas 93 per cent; South Asia 78 per cent; East Asia
and the Facific 7% per cent; EBEuwrope 88 per cent; and

Middle Eazst 45 per cent.
International travel in 1984 for business or other

4






seven years, although only in 1982 was there a negative

annual change (see Table 2.3).

TABLE 2.1 WORLD TOURISM TRENDS, 1979-1984
iFiguwres are in millions)

YEARS TATAL DOMESTIC TOURIST INTERMATION TOURIST
MOVEMENTS ARRIVALS ARRIVALS
e en o
1979 2ETD 2100 (88.6) 270 (11.4)
1280 2425 2150 (88.7) 279 {11.3
1781 261F 2ERE {88.9) 290 (1i1.1)
19z 2980 2700 (G0, 6) 280 9.4)
1283 X194 200 {70.8) 294 9.2)
1984% ET00 Z400 {21.9) [RALE I G = PO

¥ PFreliminary estimation

SOURCE @ 1979-1781 Data @ W.T.0O. — World Touwrism ir
Figures, 1982 Ed., p 2

19821984 Data : W.T.0. - Foonomic Review of
World Tourism, 1284 Ed., p 303
and W, T.0,~—World Travel
Tourisme Mondial, Mo. 184, p 49

Index & Percentage @ self-calculation

i
C;»




TABLE 2.2 INTERNATIONAL TOURISM DEMAND

YEAR ARRIVALS INDEX AMNUAL CHANGE

(millions) (1960=100) ipercentage)
192460 &9 3OO
1978 258 F72 Tub
1979 270 e e
1980 27 404 4.4
1981 230 405 1.3

1982 =280 404 -1.3
1983 294 424 .0

19E4 % OO L3 2.0

¥ Preliminary estimation

SOURCE = 1940-1982 Data 1 W.T.0.-—Economic Feview of
World Towism, 1984 Ed., p 33

19873 Data

r W.T. O, ——Regional Breakdown of
World Towurism Statistics,
1984 Ed., p8@
1984 Data H W, T.0L-—World Travel Towismne

Mondial, Mo. 184, p 4%

Indey and Annual change @ self-calcoculation

TABLE 2.3 ANNUAL AVERAGE GROWTH OF INTERNATIONAL TOURIGSHM
DEMAND

Y AR AVERAGE GROWTH RATE
{(percentage)

1950 — 1960 10.6
1960 — 1970 8.7
1970 — 1980 S.7
1975 — 19g2 F.d

SOURCE

W.T.0.~Fcornomic Review of World Towism, 1964

Ed., p 33






TABLE 2.4 International tourist movements

REGIONS ARRIVALS (millions)
1975 1981 1982 198%
T % w0 an 0 an o
Atrica 4.74(2.2  T.2(2.5) &.T7{2.3Y 6,725
fmericas 4% (20.0) 54 {(18.7) 51 (17.9) 51 (17.8)

Morth America 29 (13.7) 386 {12.5) E4 (12.0) 34 (11.9)

the Caribbearn 14 (&.3) 18 (6.73) 17 {&.0) 17 (5.9

Latin fdmerica &

East fAsia &

the Facitic #.5 (4.0 22 (7.6) 23 (8.1) 25 4.1
Euvrope 154¢(72,0) 1956(68.3) 198{68.4) 196(68.5)
Middle East F.H (lLd) H.2(2.1) TL0(R.04Y 6.22.4)
South Asia 1.6 (0.7 2,4(0.8)  2.440.8) 2.3(0.9)
Tetal | 215 (100) 288 (100) 285 (100) 285 (100)

Mote @ See Appendix 1 for countries involved in  each
region

Source $ 1975 Data ¢ W.T.0.—Economic Review of World
Touwrism, 1984 Ed., p 36

19811983 Data 3 W.T.0O.--Regional Breskdown of
World Travel 2 Towrism
Statistice, 1984 Ed., p 8

Fercentage of International Tourist arrivals
seglf-calculation



FIGURE 2.1 :

L of International
Tourist arrivals
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2.2.1 REGIONAL TRENDS OF INTERNATIONAL TOURISM

Africa showed an upward trend for international
touwrism from 1975 until 1982 when arrivals dropped by 7.5
per  cent due to the sharp decline in arrivals in the
northern region. A slight recovery was recorded in 1983
which may indicate that government initiatives were
introduced to encouwrage the growth of international

touwrism,.

The number of international tourist arrivals in the
U. 5. and Canada region reached 53.89 in 1281, which
represents & 1 per cent rise over the previous vyear. in
1282 and 1283 a drop in international  towrism  was
projected  for Morth America. In part, this can he
gxplained by & drop in intraregional towist travel in

this region.

Internaticonal towiem in the Caribbean registered
an  increase from 1980 and Latin éAmerica did worse than

any other regions registered a negative change.

For some  vyears bthe Asian regions have bizen
registering substained rates of growth in  international
tourism. For 197% to 1983, South Asia (4 per cent)
excesded average world growth (3.8 per cent) and kast
foia and the Pacific (9.3 per cent) was nearly two and a
half times higher. This latter region has profited & lot
from  the growth of intraregional touwrism. For example,

hal$ of all Japan tourists going abroad stages within the

41
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2.2 INTERREGIONAL AND INTRAREGIONAL TOURISHM

BPasically, international towrism is  intraregional
tourism. Im  198%Z, for edample, almost 80 per cent of
international tourism came from the countries of the same
reglon. In  the pericd 1977 to 1781, the average annual
growth rate of intraregional tourism was about 4 per

cent.

In +the same period growth was very uneven from
region Lo region. Al regions except Burope and  the
fmericas have greatly esceesded world average annual
growth. East Asia and the FPacific recorded the highest

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

Furope is  the region with the greatest share of
intraregional towism @ over 80 per cent. There are two
factors that promote intraregional touwiem in BEuwrope @
(i) the ease of movement between different EBuropean
countries; ard {ii) the substantial existing towism
infrastructwe and facilities. The intraregional tourism
in EBEurope, in absolute terms, records five times nore

arrivals than interregional arrivals.
2.2.3 MAIN PURPOSE OF VISIT

From the world travel and towrism statistice on the
main purpose of travel indicates that about 70 per cent
of international towist arrivals was motivated mainly by

a desire for a holiday and lelsure; 1% to 14 per cent is

a3












FIGURE 2.2
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TARLE 2.6 SEABONAL FLUCTUATION OF JANANESE OVERSEAS
TRAVELLERS

TOTAL OVERSEAS TRAVELERS | = 8
MONTHS e = o ER 1gg§u aricds)

January &3 W

Feburary =61 qu
March 7T A=
April DS EO9
May 316 IR0
June BED mEme
July IR BTO
August 417 4738
September AEE Zhb
October gl ey
Movember A8 Z40
December JO3E 29
SMRCE @ Japan National Towism rganisation - Tourism

in Japan 1984, p 9

TARLE 2.7 SEASONAL  FLUCTUATION OF U. k. OVERSEAS

TRAVELLERS
TOTAL QVERSEAS TRAVELLERS {(thousands)
MOMTHS 1983 1784

Jarnuary 247 103=4
Febuwrary 875 847
March 1156 1335
April 1616 1718
May 1646 182&
June 2142 24356
July R&TT Sagd
August =187 I1585
September 2711 2972
October 2027 2058
November 1028 1235
December 912 Q4459

SOURCE @  Business Monitor —— Overseas Travel & Towrism,
4th Gtr., 1984, p 18
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FIGURE 2.3 SEASONAL FLUCTUATION OF JAPANESE OVERSEAS
TRAVELLERS
Japanese Overseas
Travellers (thousands)
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CHAPTER THREE : THE S8TRUCTURE OF THE BRRITISH OVERSEAS
TRAVEL MARKET

INTRODUCTION

The number of Britons taking holidayes abroad has
increased rapidly in the past ten years from 10.7 million
in 1972 to 20046 million in 1982. The rapid growth in the
numbers of United Kingdom residents going abroad is very
largely & reflection of the growth of inclusive tours

which are able fto offer cut-price holidays.

i+ China wantse to develop a promotional strategy in
promoeting itself to the U.E. and to find out  the
difficulties experienced by U.k. tour operators  in
prrganising  towrs to China, it is necessary for China to
have a 1mmkvmn the structure of ‘the British oversesas

travel market.

In  thie chapter, we can look at the subliect from
three broad perspectives. Firstly, the profile of British
towrism  abroad, which will include a discussion of the
ok, touwrists needs and wants, their motivations, and the
future trends. The second perspective will be based on a
review of the British travel industry, and will include
the natwe of the agents’ operations, the characteristics
of inclusive tours, the long-hauwl inclusive tours, and
the distribution and promotion of the long-haul inclusive
tows. Finally, from a third perspective, the prospect

for these inclusive tours from Britain will be appraised.
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TABLE 3.2 RELATIONSHIP BETWEEN EXCHANGE RATES & LONG-
HAUL VISITS

YEAR SHARE OF L.H. VISITS FOUND AGAINST US#H

(1979 = 100) (1979 = 100)
1978 100 100
1979 114 111
1980 33 121
1981 120 105
1982 110 95

SOURCE : Self—calculation based on data provided in :

(1) Business Moni tor ~-—- Overseas travel &
Tourism, 4th @Qtr. 1983, p 16
(2) B.T.A. ——- Digest of Tourist SBtatistics,

No. 11, p 9

FIGURE 3.1 RELATIONSHIF BETWEEN EXCHANGE RATES & LONG-
HAUL VISITS

Index (1978=100)

146 —
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TABLE LEVEL AND FREGUENCY OF HOLIDAYTAKING RY

BRITISH ADULT POFPULATION {percentage)

FREQUENCY OF YEAR
HOLIDAY TAEING TR OF4OT7E 76 77 7g 79 g0 g1 ogR

OnE HOLIDAY 4% 44 41 44 43 42 43 4% 400 40
TWO HOLIDAYS i4 1% 1% 14 12 14 14 14 15 14

THREE or MORE & 4 4 4 p & ] 5 &

i g

MO HOLIDAY TAREM E7OOFF 400 3g 41 3B 38 I8 39 40

TOTAL 100 100 100 100 100 100 100 100 100 100

SOURCE @ B.T.46. - Digest of Towist Statistics, Moo 11

TABLE 3.6 MONTH OF TAKING HOLIDAYS ARROAD 1977-19842

HOLIDAYS ARROAD OF MORE THAN OME NIGHTE GO
MONMTHS 77 73 7Y 830 g1 82

MAY & 7 10 11 16 i1
JURNE 2 135 12 12 11 11
JLLY 1é& ig 16 1é 15 16
~UIGUST 17 17 1é i8 17 17
SEFTEMBER 14 i4 i4 14 14 14
OTHER MOMTHS

{Totally) GG 249 2 29 EE =1

TOTaAL 100 100 100 100 100 100

SOURCE & B.T.A. - Digest of Towist Statistics, Mo. 11
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TABLE =.7 BRITISH ADULT HOLIDAY TOURISTS (4 or more
nights) @ 1983 (percentage)

HONTHS
BasE daf.  FEB.  MAR.  APR.  MAY JUN.  JUL. A6, SEPT.  OCT. NOV. DEC.
AEE
16-24 3 2 2 b F 12 38 34 9 b i &
25-34 2 3 2 7 11 1 34 29 17 1 3 2
35-44 2 3 5 9 14 15 29 43 17 b 2 2
45-54 2 3 b 3 2 39 38 20 3 3 3
55-64 4 2 [ 10 14 2 9 23 3 10 4 4
GVER 45 H 3 I 10 2 N 26 Y4 2 12 2 5
S0C10-
ECONOHIC
AB b it g 13 H V) 3 3 PES 13 2 5
€l t 1 i 10 15 14 28 35 2 9 ) 3
£2 2 2 3 5 7 19 7 30 18 8 2 3
DE i 2 3 7 14 I8 28 3 18 ! i ?

# Less than 0.3 %

SOURCE @ British Home Tourism Survey, 1784

Z.1.4 THE COST OF TAKING HOLIDAYS ABROAD

The total cost of holidays abroad per person paid
by the U.K. touwrist has increased rapidly in the past ten
vears {(sees Table F.8). Anthony Edwards®! in hie report
"International  Tourism Forecasts to 1995 predicted that
the relative costs of travel abroad by UK. travellers
will have 0.4 per cent increase per vear in the period

1985-19%0 and 0.3 per cent in the period 1990-1995. { see

=









3.1.6 EXPENDITURE OF U.K. TOURISTS IN REGIONS OF ASIA

Uk overseas travellers spend their money mainly
in two regions @ Morth America and Europe. These twao
regions alone receive more than BS per cent of the total
gupendilture of U.E. travellers abroad in 1982 {cee Table
10y, The regions of fsia are classified within the
"others” column, and account for only about S per cent of
the total expenditure. Even though this percentage is
small, 1t was still worth about 193 million pounds  in
1982, Moreover, there is an average annual  growth  of
about JFé& per cent in the pericd of 1276-1982. These

figures ocan  act as & guide to future marketing and

planning by the Chinese towism authorities.

TARLE 3.10 EXFPENDITURE OF U.E. TRAVELLERS ABROAD 1976-
1982 (million pounds)

YEARS
ARERS 76 (%) 770 78 {1 79 {0 g0 (0 8l (% 8z %
NORTH AMERICA 106 { 9.8 119 (10.0) 167 {10.8} 285 {11.8) 498 (14,9} 518 (15.8) 472 {13.0)
ELROPE 814 (756.0) B84 (74.4) 1169 (75.4) 1535 (72.8) 1942 (70.9) 2264 (69.2) 2618 (71.3}
AFRICA & WIDDLE EAST 79U7.8 87 47.3) 924 5.9 122 (5.8 159 ¢ 5.8} 180 ( 5,50 175 ( 4.8)

AUSTRALIA % MEW ZEALAND 17 ¢ 1.4) 25 (2.0) 26 (2.1} 35 (L.7y 43 (1.8 B (LB B0 (2.2

COMMONWEALTH CARRIEBEAN &

LATIN AMERICA 2% (2.3 0425 B W{LB A28 8 (2.8 82203
(ITHERS {300 4034 620400 93044 120 CAH 168 (5.1 193 (A3
TOTAL 1070 (100) 1187 (1000 1551 {100) 2109 {100) 2741 (100} 3273 (100} 3620 (100)
SOURCE ¢ B.T.A. -~ Digest of Towist Statistics, No. 11/

Self-calculation
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discussed in Chapter 4.

TARLE Z.11  MAIN PURFOSES OF U.EK.
{(thousands)

1982

TRAVELLERS ABROAD 1976-

REGIONS
NORTH AMERICA EUROPE AFRICA & RUSTRALIA & CARIBBEAN ¥ OTHERS
PURPOSE OF VISIT YEAR HIDDLE EAST HMEW IEALAND LATIN AHERICA
HOLIDAY INBEPENDENT 1974 163 2814 84 19 40 40 {18.8)
Y1817 1978 263 3410 103 13 46 72 (25.0)
1980 510 4364 108 3 71 104 €20.7)
1982 482 3736 15 39 76 131 {25.3)
HOLIDAY INCLUSIVE 1974 13 3653 124 ¥ 1a 85 {39
VISIT 1978 27 430 107 13 26 60 (20.8)
1980 21 3559 207 % 53 211 (419
1982 169 7218 188 { 19 14} (27.3)
BUSINESS VISIT 1974 128 1714 118 10 28 32 {15.0)
1978 {69 1844 148 0 27 47 {16.3)
1980 286 2186 152 9 33 6t {12.1)
1982 272 2213 153 16 3 70 (13.9)
VISITS 7O FRIENDS & 1974 249 1433 a1 34 i 70 {32.9)
RELATIVES 1978 287 1408 107 44 26 97 {33.7)
1980 355 1425 111 12 39 115 {22.9)
1982 332 1631 144 94 a1 181 {31.1)
MISCELLANEDUS VISITS 1974 24 513 i 3 3 6128
1978 6 893 21 7 i 2042
1980 47 TH 19 3 ] 12 { 2.4)
1982 45 950 37 12 ] 14 (2.7)
¥ lLess than 0.5 thousand
MOTE »  The figures between the brackets are the 4 of

share of total

SOURCE @ EBE.T.A.—— Digest
Selt grouping of

74

af Tourist
Argas

visit to this reqgion.

Statistics,

Mo 1l

:
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TAELE 3.12 TYPES OF HOLIDAY % METHOD OF TRANSPORT USED

ON HOLIDAYS ABROAD RY U. k. TRAVELLERS, 1974-
1982

METHODS OF HOLIDAYS ABROAD OF MORE THAN ONE NIGHT (%)
TRANSFORT 74 75 76 7778 79 8o 81 82
FLANE 71 66 70 69 &9 71 en  em o6
BOAT 26 I 27w 27024 28 28 30
HOVERCRAFT = 5 2 3 = 3 4 = it

TYFES OF HOLIDAY

ARTANGEMENT

FPACKAGE  (TNCLU-
DING CRUISES) &% &1 S 59 58 o8 b1 &1 &1

IMDEFENDENT 41 29 42 41 42 42 40 =g 40

SOURCE @ B.T.h. —— Digest of Tourist Statistics, Mo. 11

-
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. FORECAST OF KEY SOCIO-ECONOMIC FACTORS INFLUENCING
THE U.k. TOURIST MAREET

F.2.1 INCOMES

In 1984, the English Towist Board® suggested that
by the end of the decade national and personal disposable
incomes will increase by a guarter in real terms. But
this increase will be smaller than that of most  other
Ewropean countries. Cost consciousness will =still be an
extiremsly important factor, but the continuing desire £ o
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

~J
on


















between the airlines and the tour operators. Universal
Sky Towrs Ltd. and Britannia Alrways, for example, was
cne  of the garly link-ups. 0Other examples include the
link-up of Cosmes and Monarch Airlines: and the British

Airways with Sovereign and Enterprise Tours.

TABLE 3.13 BRITAIN'S LARGEST TOUR OPERATORS IN 1971,
1981 AND 1983

1974 1981 1983

CLARKSONS {0.60) THOMSON HOLIDAYS {1.02) THOMSON HOLIDAYS {1.27)

THOMSON HOLIDAYS (0.29) IRTASUN {0.47) INTASUN {9.55)

HORIZOM (0.27) CoGKIS {0.42} HORIZON {0.54}

SUKAIR/LUNN POLY (0.23) HORIZ0M {0.39) BA TOURS {0.53)

CASTLE {0.19) SH5A {0.35) RANK {0.37)

£oShos {0,17) LAKER {0.32) £OSMEs 9,30)

BLOBAL {(¢.19) WINBS/05L 10.28) BLUE SKY {0.22)

BLUE CARS 10.13) GLOBAL {0.23) THONAS COOK {0.20)

NOTE :  The figures hetwsen brackets are th@

passengers carried by the tow operators  in
millions

SOURCE = Columm 1 & 2 @ Helloway —— The Business of
Towrism, 1983, p 156
Column = o I.T.B., 1984, NMo. I, p 3

3.4 INCLUSIVE TOURS ORGANISED BY U.kK. OPERATORS

An dinclusive touwr, or a package tour, can be
defined as a trip undertaken for recreational purposes,

planned im advance in every detail {itinerary,

21















































































































between foreign visitors and the Chinese people, the

Chinese International Travel Service provides guide-
interpreters for foreign visitors @ at least one uide—
interpreter accompanies each package Lours for

individual travellers, gulde-interpreters can be arranged
on regquest.
5.2 THE IMPORTANCE OF INTERNATIONAL TOURISHM TO CHINA'S
DEVELOPMENT
In spring 1978, China’'s leadership announced the
"Four Modernisations” programme, an economic development
astrategy that would provide the country with a "powerful
socialist economy" by the year 2000, The modernisation
thrust was to focus on agriculture, industry, national

defence, and science and technology.

Iin 1979, the China’'s leaders have estimated that
their modernisation program will regquire capital
investments totaling at least USF600 billion. This figure
is roughlv  equal to the F.R.C.’'s total industrial
investments over the entire twenty-eight years of its

prior existence from 1949 to 1977.%

The success of the "Four HModernisations” will,
therefore, depend largely upon China‘s ability to  earn
foreign exchange to support this programme. Towism, as
previous chapters have shown, is a substantial foreign
exchange earner and has become more and more important to

China.
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In fact, the towism industry has brought into
China & substantial amount of foreign exchange. Income
from tourism in 1984 was USHF1130 million, nearly 2 per
cent of China’'s trade turnover, up 20.2 per cent over
128%.4% In nominal terms, there was an  average annual

growth of 26.8 per cent of receipts from towism to China

in the period of 1978-1984 (see Table 5.1).

TABLE 5.1 INTERNATIONAL TRAVEL RECEIFTS OF CHINA

YEAR RECEIFTS USF million) IMDEX {(1978=100)
1927 260 100
1979 401 154
1780 555 21
1781 780 200
1282 847 324
1983 941 Z62
1984 1130 4335

rree mrea omas e ememe 9900 0000 So0ee Ghese 0000 o0ee Soeme Seess SPOO® S004R SeaGe SrTTR e s Frere Sh4ve $4489 $A40S SmAmk s e deais Seame Sesee Seres YIRS SHHES SAAS SRRSS ST M Soewe e SO4RS Leaee Tobem et Sesmt 4804S S00wn SHvey S0t dsoem

SO0URCE @ 1978 Figures I.T.68., 198%, No. 2, p 17

19791983 : W.T.0.-—Regional Breakdown of
World Travel & Tourism
Statistics, 1984 Ed., p 69

1944 » OChina Mational Towrist Office -

Mews on China’'s Towism VYol. i,
Mo, 1
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ie posted free of charge. Slides and filme on China are
alsn available for rental. The C.M.T.0. also anhswers
enguiries from the general public. There are Jjoint
promotions between C.N.T.0. and tour operators and agenté
featuring China. C.M.T.0. also offers suggestions 'énd

assistance to companies who wish to develop touwrs to

China.
FIGURE 5.1 THE ADMINISTRATION CHART oF CHINAS
INTERNATIONAL TRAVEL
SIaATE COUNCIL.
THE _TRAVEL & TOURISM THE_STaTE BUREAU_DOF
LEADING GROUE TIRAVEL % TOURISHM

THE _NATIONAL TOURIEM _ADMINISTRATION

C.Y.T.S. 0.C.T.S. C.T.S. C.l.T.S.

C.N.T.0.

SOURCE : Compiled from data in Kaplan &% Sobin --
Encyclopedia of China Today, 1985, p 234
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TABLE 3.2 FOREIGN VISITORS ARRIVAL TO CHINA

YEAR TOTAL TOURIST FDREIGHN YISITORS “OOF FOREIGHN
ARRIVALS VISITORS TO TOTAL

mn Index mr Index
{(1978=100) {1978=100)
197¢ 1.9 (100} 0.12 {100 6.3
1979 4.2 (2210 O.ls (153 .8
1980 Ha.F (I00) 0.53 (443) FoE
1281 7.8 (411) O.b6 (550) 2.5
1982 7.9 (416) 0,78 (6EFD) F.b
1983 7.5 (300) 0,87 {725 2.2
1984 12.9 (&79) 1.173 (9432) 8.8

WOTE s Foreign Visitors —— wvisitors excluding overseas
Chinese and Chinese residents from Hong Fong,
Macao and Taiwan

SOIRCE @ Compiled from :

1. Beijing Review, 7 July 1280, No. 2
17 July 1982, hNeo. 29, p 20

143

]
g

2. China Reconstructions, Feb. 1983, p 31
E.OTTE UK & Ireland, 17 fAug. 1984, p 5350

4. 1.T.0., 1980, No. 4, p 8; 1981, No.3, p 103
1983, No.2, p 17

5. W.T.0.-~Regional Breakdown of World Travel &
Towism Statistics, 1984 Ed., p 54

b. CONLT.OL-—News on China’'s Tourism, Vol. 1,
No. 1
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TARBLE 5.3 REGIONAL BREAKDOWN OF INTERNATIONAL TOURIST
ARKRIVALS IN CHINA (thundred thousand)

YEAR  AFRICA  HORTH & SOUTH AMERICAS  ERST ﬂﬁ?geéﬂggﬁlFIC EURGPE HIbDLE ERST  SOUTH ASIA
] -an } (%) o (%) (1) {1} (1
1981 0.03{(0.41)  1.38(22.9) 3.60154.2) 1.36420.1) 0,0200.27)  0.14{2.02)
1982 0.03{(0.38) 1.7H{Z21.2) §.31453.8) 1.46018.0) 0.020.23) 0.11{1.37)
1983 0,03{(0.53)  1.9942L.8) 3994430 £.73019.0) --—- -===

Hmmeeee s Repcords not available.

L] r Fercentage of  total international tourist
arrivals in China.

SOURCE ¢ Compiled from 3 W.T.0.——World Tourism Statistics

Yol. 36,37

TABLE S.4 THE TOF TEN INTERNATIONAL TOURIST GENERATING
COUNTRIES TO CHINA (hundred thousand?

COUNMTRIES 1781 ( %4 ) 1982 C %) 1983 { %)

JAFAN 2.24 (ZE010) 2.4%  (30.4) .65 (29.0)

UNITED STATESR 1.30 (19.35) 1.45 (18.0) 1.8  (1i8.4)

ALSTRALLTA 0,40 ( &£.0) 0,53 { 6.6) 0.534 ( 5.9)

U. k. 0.42 ( 6.2 0.42 { 3.2 0.1 B.6)

FHILIFPFINES D.28  4.1) 0.%4 ( 4.2) O.346  ( Z.9)

SINGAPORE O.lée § 2.4) 0,22 2.8} o e

FRAMCE 0,21 ¢ Z.2) 0,22 C 2.7) 0.25 2.5)

INDOMESTA 0.17 { 2.8) 0.21 { 2.6) ————

WEST GERMANY 0.18 ( 2.7) Ry { 2.68) 0.27  { Z.

CANADA .14 ¢ 2.1 D.16  ( 2.0) 0.22  C 2.4)

TOTAL 5.3 {78.6&) Ha21 {77410 Eodb (70,80

oty Records not available.

(%) ¢ Fercentage of total international tourist
arrivals in China.

NOTE s Pricrity of countries are based on the results
of 1982,

SOURCE @ Compiled from W.T.0.--World Tourism Statistics

Yal. I6,37
















































CHAFTER SIX : METHODOLOGY FRAMEWOREK

6.1 RESEARCH OBJECTIVES

The main objectives of this research can be
summarised as follows :

1. 7To find out the problems involved in operating tours
to China.

2. To find out which Asian countries China competes with
in the U.K. towist market.

A, To examine whether or not the assistance provided by
the China International Travel Service {(Luxingshe) to
the travel agents is adeguate.

4. Toe provide recommendations as to how the Chinese
destination could be better marketed in the U.k.
tourist market.

S To provide some suggestions relating to the future

development of China’'s tourism industry.

6.2 RESEARCH METHODOLOGY

Guestionnaires were mailed to Ffifty UK.  tour
operators, addressed to the Managing DRirectors {(the names
of these Managing Directors not being available), on 3th
July, 1985, The time allowed for responses was two
months, which was considered to be sufficient, and the

survey was completed by September, 19834,

Hal+ of the samples of this study had experience of

operating tows to China while the other half did not.
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NOTE ON CHAFTER S1X

i. Meaning of "standard Chinese" :
In Sotober 1995, Putonghua (Mandarin) was adopted by
the Chinese government as the common language for
wrrlitten Chinese.”™ S Chinese written in Futonghua is

called "standard Chinese®.
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CHAFTER SEVEN : ANALYSIS OF FINDINGS

7.1 RESEARCH ON TOUR OFERATORS

7.1.1 METHOD OF ANALYSIS

When the completed questionnaires were received,
the Ffirst step was to divide them into two sets s the
usable responses and the non—usable responses. A usable
response  had satisfy the following two conditions at
least 1 (i) the questionnaire must have been completed
according to the instructions printed on the
questionnaire; and (ii) the Ffirst two guestions relating
to the respondent’'s characteristics must bhave been
completed. The purpose of imposing these two criteria was
to facilitate comparison and classification of the data

obtained.

The questionnaire returns classified as usable were
then edited carefully. The number of responses to each
gquestion were summed up and consolidated into totals from
usable guestionnaires. In order to esnswe that the
complete report Can be easily understood, the
gquantitative data of the research was summarised,
arranged and presented in the form of tables and/or
figuresy; the qualitative data is studied and classified

into similar groups.

In presenting an analysis of the findings, the

recorded data was arranged into different groups



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 constantly referred to so that meaningful inferences

could be drawn from the relevant data.

7.1.2 BGENERAL PROFILE OF RESFONSE

After one and half month’'s of preparation, the
guestionnaires, together with covering letters and reply-
paid envelopes, were sent to the fifty selected tour
operators on Sth July, 1285. The field research ended on
Sth September, 1985, a two month period being considered
to be sufficient. As Table 7.1 shows, of the Ffifty
questionnaires, thirty-one were returned over the two
months ' period which amounted to sixty-two per cent of
the total sample size. O0Ff the thirty-one responses,
twenty—sin (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 guestionnaires were blank, and the
respondents stated that they were not qualified to
complete the questionnaire and they provided only general
comments related to operating towrs to China; one of the
respondents  returned the questionnaire with incomplete

answers; one was unwilling to answer until he had
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usable response of fifty-two per cent is quite high and

can be regarded as satisfactory.

7.1.7% RESEARCH FINDINGS

It should be noted that the questions included in
the questionnaire relating to this research can be
divided into six parts : Five are related to the
objectives of the research as stated in Chaplter Six and
one is related to the respondents’ characteristics. In
the Ffollowing section, guestions on each part will be
discussed and  analysed. Relevant implications and
inferences will be provided. Tables and/or figurss will
be used to present responses to each guestion where

appropriate.

As mentioned in Chapter Six, the gquestionnaire was
divided into three parts and each part might be answered
by different groups of repondents. For example, Fart B
was designed only for those who operated or had operated
towrs to China. Even though there were twenty-six usable
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 RESFONDENTS® CHARACTERISTICS

This part of the questionnaire involved two
guestions (Guestion 1 and 2). These guestions were
designed to measur e the characteristics ot the

respondents who had participated in the survey.

The results showed that the majority of the
respondents are travel agents who operate both wholesale
and retail activities : AFifteen (Fifty-eight per cent)
out of twenty-six are primarily wholesalers but with some
retail activities: three (twelve per cent) out of twenby-
six  are primarily retailers but with some wholesale
activities. Seven {(twenty-seven per cent) respondents
classified themselves entirely as wholesalers and only
one (four per cent) respondent classified himself/herself
as a tour operator who retailed directly to the clients

without going through other agents (see Table 7.2 (R.1)).

The results (6.2) also showed that thirteen (fifty
per cent) respondents are at present operating tours to
China, SiH {(twenty—three per cent) respondents had
operated tours to China, and seven respondents (twenty-
saven per cent) had never operated tours to China (see

Table 7.3 (GL.2)).

The above results indicated that all the
respondents were invelved in tow operating activities
(ranging from completely to partly wholesale). They were

therefore qualified to provide appropriate information
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for this study. Moreover, since over seventy per cent of
the respondents had experience of operating tours to
China (either at present or in the past), their opinions
and attitudes in organising tows to China couwld be

regarded as reliable souwrces of information.

According to the results relating to the
respondents’ characteristics as discussed above, the base
number for Guestions 3 and 4 is thirteeny, for Section B
(that is Questions 5-11) it is nineteen, and for Section

£ (that is Questions 12-17) it is twenty-six.

TABLE 7.2 RESFONDENTS® CHARACTERISTICS

NUMBER 7
AN ENTIRELY WHOLESALE OFPERATION 7 27
FRIMARILY WHOLESALE WITH SOME
RETAIL ACTIVITIES 15 57.7
OTHERS
(1) PRIMARILY RETAIL WITH SOME
WHOLESALE ACTIVITIES = 11.35
(2  TOUR OFERATOR, BUT SELL
DIRECTLY TO CLIENTS 1 F. 8
TOTAL 26 100.0

TABLE 7.3 EXFERIENCE OF RESFPONDENTS IN ORGANISING
TOURS TO CHIMA

NUMEEF y4
YES 17 50
NO, BUT HAVE IN THE FAST b 27
NO, NEVER 7 27
TOTAL 26 100
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(R) FROBLEMS EXFERIENCED IN OFERATING TOURS TO CHINA

Froblems faced by touwr operators in arranging tours
to China can be divided into two parts for the purpose of
discussion @ (i) problems that existed when operating
tours to Chinas and (ii) problems that prevented tour
operators from organising tours to China. These two parts
will now be discussed separately.

(1) FROBLEMS  THAT EXISTED WHEN OFERATING TOURE TO

CHINA

This section was covered by only one guestion
(Buestion 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 thesse

spaces for this purpose.

As  shown in Table 7.4, more than eighty-fouwr per
cent of the respondents felt that accommodation was one
of the problems they faced in operating tours to China.
Their reasons for choosing this particular type of
problem can be summarised as follows :

1. Tour operators bhad no control over the choice of
hotels.

2

2. Hotel standards were poor outside the main cities.
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-~  The refusal of the C.I.T7.5. to book single rooms.
4. Many hotels were far from town centres.
S In China there were few sconomy rate hotels for

foreign visitors.

In order to help tour operators to organise tours
to China, the Chinese government should increase the
flexibility available to touwr operators in respect of
hoth choosing hotels and booking roomsg improve the
facilities of the hotels outside the main cities; improve
transportation hetween hotels and town centres (iF
necessaryl); and build more economy rate hotels Afor

foreign wvisitors.

The second problem faced by most touwr operators was
transportation. Owvesr sixty-three per cent of the
respondents felt that transportation was one of the
difficulties encountered in operating tows to China (see
Table 7.4). Their reasons for choosing this problem can
be summarised as follows @

1. Insufficient services provided by C.AA.C. between
the U.K. and China.

2. The unreliability of the domestic air network and
poor local transportation.

R Itineraries and modes of travel are quite often
changed by the C.I.T.5. without advance notice *to

passengers or agents.

Improving the C.A.A.C. services at both domestic



and international levels and improving local
transportation facilities together with the provision of

more reliable itineraries to touw operators would tend to

increase thelr confidence when organising towrs to China.

Communication was the third problem that might be
faced by tow operators in arranging tows to China.
About  fifty—-eight per cent of the respondents felt that
communication between the C.I1.T7T.5. was inadequate (see
Table 7.4). They also pointed out that there was a lack
of understanding between the C.I.T.85. and the tour
cperators; letters to the C.I.T.S. were not always
answered:  the communication network in China was  poorg
and China lacked facilities Ffor communication. For
example, not all branches of Luxingshe in China had
avtomatic telex facilities for communicating with foreign
tour operators. The main implication from these responses
is that the C.I.T.8. needs to improve its communication

facilities and generally to speed up its communication.

About fifty—three per cent of the respondents felt
that pricing was a problem in operating tours to China.
Their comments on  the price of such tours can  be
summarised as follows @

1. The prices of touws to China were rocketing, were
becoming more expensive  than other East Asian
destinations.

2. The prices of tours to China were not flexible enough

and could be gquite confusing.
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[

. The prices of tours to China were particularly high

in peak seasons.

The above findings corroborate the information
derived from the literature review in that +the pricing
palicy of Chinma will cause a lot of trouble for tour
operators organising tows to China. (see Chapter Five
section 9.46.1)

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
tollows =
1. Services provided in China were not consistent, and

the standard of the guides provided was variable.
2. Most hotels in Chine lacked proper management.
Z.  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 guide—interpreters is obviously

important and such standards shouwld be strictly observed.

Dther 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), inadegquate promotion
budgets in  China for inviting travel writers and Ffor
promotion by C.I.T.8. offices abroad (sixteen per cent),
language (five per cent) and finally, China does not
employ  enough professional pesople in the towism Ffield
{(five per cent). The implications of these findings are
that in order to help tow operators to organise touwrs to
China, more accommodation and touwrist Ffacilities 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 Ffacilities provided for the peak seasons should
be utilised duwring af f-peak SEASONS. Appropriate
promotion activities could be undertaken as a means of

attracting tourists to China duwring the off-peak seasons.

TABLE 7.4 MAIN DIFFICULTIES IN OPERATING TOURS TO CHINA

NUMBRER “ (N=1%9)

ACCOMMODATION 16 84.2
TRANSFORTATION 12 6F. 2
SERVICE & 21.6
SEASONALITY 5 2bHa 3
DOCUMENTATION 5 26.3
FRICING 10 52.6
COMMUNICATION i1 S97.9
LANGUAGE 1 .3
OTHERS =
{1 INADECGUATE FROMOTION BUDGETS

IN CHINA 3 15.8
{(Z) CHINMNA DOES NOT EMFLOY EMOUGH

FROFESSIONAL FEOFLE IN THE

TOURISM FIELD 1 el



() FROBLEMS FREVENTING TOUR OFERATORS FROM ORGANISING
TOURS TO CHINA
This part consisted of two guestions (Questions 3
and 4). They were designed to identify the problems faced
by tour operators by which they were prevented from
pperating tows to China, and to seek their views on

tours to China.

Table 7.5 (G.73) shows that about forty-siy per cent
of the respondents do not operate touwrs to China because
of pricing problems. This further corroborates the above
finding that China’'s pricing policy is a main obstacle to

the development of tours to China from the U.kK..

fAbout 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 touwrs to China. This result
indicates +that China only accounts for a very small part
of  the UWU.E. touwrist market. If China wants to improve
this situation, more specific marketing strategies and

more promotional efforts will be needed.

TABRLE 7.5 REASONS FOR NOT OPERATING TOURS TO CHINA

NUMBER Ao (N=173)

FRICING PROBLEM & 46.1
FROMOTION DIFFICULTIES §] 0
LACE OF INFORMATION O 0
NOT A GOOD MAREET 9 8.5
OTHERS ) 15.4
TOTAL 13 100.0
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TABLE 7.6 RECOMMENDATION OF RESFONDENTS TO CHINESE TOURS

NUMBER 7 iM=173)

HIGHLY RECOMMEND 1 7.7
RECOMMEND ? £9.2
NO IDEA 2 15. 4
NOT RECOMMEND G O

DEFINITELY NOT RECOMMEND 1 7.7
TOTAL 1735 100.0

Table 7.4 (0.4) shows that about sixty-nine per
cent of the respondents recommend China to their colients
and about eight per cent recommend China highly. More
than sixty per cent of the respondents give reasons for
asuch recommendations and these reasons can be summarised
as follows 3
1. China was a country one would recommend to seasoned
travellers who have travelled widely.

2. There was no need to recommend, people simply
xpressed a wish to see China.

Z. China has much to interest the tourist and to date it

is comparatively unspoiled.

The aboave responses  suggested that a large
proportion (seventy-seven per cent) of tour operators who
are not operating tours to China would like to recommend
China as a tourist destination to their clients,
especially those who are experienced and seasoned
travellers. The implication, that the C.I.T.85. should

take this group of people into consideration when
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These findings suggest that China is best promoted

through the methods of sales promotion and advertisement.

The 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.

(7 FACTORS EMFHASISED IN FROMOTING CHINESE TOURS

When the respondents were invited to rank the
factors that they emphasised in promoting tours to China
(2.9}, about ninety per cent of them ranked "Historical
and Cultuwal 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 Cul tuwral
attractions" as important. The next factors considered by
the respondents were "Scenic attraction® (ninety per
cent), the "Society and Folitics of China® (thirty—-two
per cent), the "Friendliness towards vigsitors" (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 touw operators with mor e

information related to the historical and cultural

aspects, the scenic attractions, and the society and
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(@.10), only forty-two per cent of them felt that this

was important (see Table 7.10). According to  the data

given by the respondents, these special interest groups

can be sub-divided into the tollowing five categories :
1. Youth travel group.

2. Medical group.

. Education or learning group.

4. Agricultural graup.

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 tow operators.

TABLE 7.10 SFECIAL INTEREST GROUFPS OFPERATION

NUMBRER 7 (N=19)
ves 8 4z
N0 11 a8
rate. 19 100

(o ASSISTANCE OF THE C.I.T.S5. TO U.kK. TOUR OFERATORS

This section consisted of two guestions, one of
them aimed at measuwring the assistance of C.I.T.85. 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 touws to China.

Table 7.11 (@.12) shows that nineteen respondents

out  of twenty-six (seventy-three per cent) felt that the

assistance provided by the C.I1.T7T.5. 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

eassential (ses Table 7.12 (G 13 . Among other

suggestions frequently mentioned by the respondents were

the following four points :

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.
. An increased supply of maps, leaflets etc..
4. The encouragement of free competition and allowing

privately run travel agents or tour operators in

China.

The above results clearly demonstrate that
assistance provided by the C.I1.T.8. to the tour operators
was inadeqguate. The findings suggest that China should
have better communications with touwr operators and supply
them with more of the information they required for
operating touwrs 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 to handle the rapidly increasing number of

enquiries from every part of the world.

TABLE 7.11 ASSISTANCE FROM THE C.I.T.S.

(Luxingshe)
NUMBER 7 (N=2&)
YES 7 27
NO 19 3
TOTAL 26 100

NUMBER % (N=26)
BETTER COMMUNICATION 17 P
SUFFLY MORE INFORMATION 15 q
OTHERS ia o

(E) CHINA'S ASIAN COMFETITORS

This section consisted of one guestion (Buestion
14). The aim of this guestion was to find out who were
China‘'s competitors in the U.K. tourist market. The
respondents were invited to choose from a list of Asian
countries that were most popular in  the Unk. tourist
market. Apart from the choices apecified, spaces were

left for respondents to express their own Vviews.

The results presented in Table 7.1%, show that

sixty-five per cent of the respondents regard Thailand as
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TABLE 7.13 CHINA‘S ASIAN COMPETITORS IN THE U.K. TOURIST

MARKET

——— oo — G o S ST o0t e srate S

NUMEBER 7 (N=26&)

o o S s o S s T et e e Sovee S e T Soomm " Tt s e s
SO TG S G000 S it et e S S rvae S8 S Sodm e ot e e . TS e S T G S e e bt

HONG KONG 1
TAIWAN
SaUTH KOREA
INDIA

JAFAN
MALAYSIA
PHILIPFPINES
SINGAFORE
SKRI LANKA
THAILAND
INDONESIA
OTHERS

P
CPRN-ENR PO O
%)

Fy

o
HouUuesENO

)

FIGURE 7.1 CHINA'S ASIAN COMPETITORS IN THE U.K. TOURIST
MARKET
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(F) FROPOSED DEVELOFMENTS FOR THE C.I.T =]

TO IMFROVE
AND DEVELOF CHINA'S TOURISM INDUSTRY

This section consisted of four questions (Questions

647,15 and 16). The aim of these gquestions was to find

out the ways by which China could improve and develop

its tourism industry.

(1) MOST POFULAR CITIES COVERED RY TOURS TO CHINA

When the respondents were asked to indicate which

cities were usually covered by their Chinese tours,
(B.6), the following results emerged. Beiljing appears to
be the most common destination in Chinese touwrs from the
Ua.E. (ninety—five per centl). The next most common
destinations are Guangzhou {eighty—four per cent) ,
Shanghai (sixty—-s2ight per cent), Hangzhou (fifty-eight
per cent), Xian {(forty—two per cent), MNManjing {(thirty-—
seven per centl, and Guilin {(thirty-seven per cent) (see

Table 7.14 and Figure 7.32).

The results indicate that the above cities are
already familiar to U.kK. tourists., The C.I.T7.8. 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.E.
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TABLE 7.14
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— T S e ot v e tote s e . vt s t1mer

NANJ ING
SHANGHAI
HANGZHOU
GUANGZHOU

OTHERS @
{1) XIAN

(2) OGUILIN

THE MOST POPULA

R CITIES
CHINA FROM THE U COVERED BY TOURS TO

IK-

S s ey 2 s ey e e st e
— — i w— — o—
. v o S coae

11

146

FIGURE 7.2 : THE MOST FPOPULAR CITIES COVERED BY TOURS TO
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(2) EESK SEASONS  IN OFERATING TOURS TO CHING FROM THE
When the

respondents were asked to indicate the

peak season(s) in operating tours to China (2.7}, ninety-—

five per cent of them selected autumn as the peak season.
The next most popul ar seasons are Spring (sixty-three per

cent), Summer (forty-seven per cent), and Winter (siwxteen

per cent) (see Table 7.1%5).

e}

In this guestion, more than

half of the respondents (fifty-eight per cent) gave

reasons for their selection, and these can be summarised

as follows =

1. The best weather for visiting China was in September
and October.

PJ

. Autumn was the best time for people from the U.E. to
vigit China.

[

. 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 dwing winter (except
South China)l.

TABLE 7.13 FPEAK SEASONS IN ORGANISING TOURS TO CHINA
FROM THE U.K.

NUMEER % (N=19)
seRING 12 63
SUMMER ? 47
AUTUMN 18 73
WINTER 3 16
UNENOWN O ©
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will remain high.

e

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
tourism.

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. Chinma will be a better tourist destination if there
is Ffuwther development in hotel management, local

transportation and methods of communication.

Such findings are guite consistent with earlier
findings that indicate that the Chinese government should
take steps to improve its accommodation, transportation,

communication, services and pricing policy.
(4) OFINIONS ON HOW TO IMCREASE U.E. TOURISTS TO CHINA

When the respondents were asked for their opinions
on the best way(s) to increase the number of U.FK.
touwrists to China. Seventy-seven per cent of the
respondents offered opinions, which can be summarised as
follows :

1. There should be improved hotel and airline

facilities, lower air fares and provision of more
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attractive land packages.

2. PBetter communications with U.}. tour operators and

better representation in the U.k. are highly

desirable.

il

. China needs to provide

gquality services, at
competitive rates, supported by good promotion
methods.
4., Fromotion of China

through advertising and sales

promotion should carry out.

9. Both internal and external transportation systems

should be improved and these should he mor e

communication with those people who intend to visit

China.

These findings further corroborate the findings of
Section 4] by showing that problems relating to
accommodation, transportation, communication, 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.I1.T.5., there were only three responses from hotels
and, even more serious, there was no response at all from
the C.I1.T.5.. Due to the limitation of time, I felt that

it was impossible to write reminder letters to the hotels
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TABLE 7.16 NATURE OF THE RESFONDENTS

NUMBER
JOINT-VENTURE 1~~
FRANCHISING -
WHOLLY GOVERMMENT-0OWNED 2
WHOLLY FOREIGN OWNED -
OTHERS -
TOTAL ;**
NOTE = " - " Indicate no response

TABLE 7.17 THE GRADING OF THE RESFONDENTS

NUMBER
SUFERIOR -
FIRST CLASS 1
STANDARD 2
BUDGET -
OTHERS -
TOTAL A
NOTE = " - " Indicate no response

(B) SERVICES FROVIDED BY THE HOTELS

This section consists of three gquestions {(Guestions
s 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 7.19 RANKING OF IMPORTANC
E OF SERVICES
GOVERNMENT-0OWNED HOTELS ES BY THE TWO

RANKING OF RAMETING OF
______________________ ONE HOTEL OTHER HOTEL
FOSTAL SERVICES = o
BANKING SERVICE 5 15
TELEGRAFH SERVICE 7 g
TELEX SERVICE 4 -
HOTEL SHOFS 11 16
CUISINE 16 -
ARRANGEMENT OF TAXIS 14 11
WAKE UF CALLS o =
RESTAURANT RESERVATIONS 10 17
RODOM SERVICE 13 14
INTERFRETATOR 15 -
MEDICAL SERVICE 17 6
LAUNDRY A 1
STORAGE 8 -
HATRDRESSERS 12 z
AIR-CONDITIONING 2 =
FRIVATE BATHROOM 1 4
SAUNA 19 -
MASSAGE 18 =
NOTE = " — " Indicate no response

(C) NATURE OF THE CUSTOMERS

Table 7.20 (G.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 thusiness" type. ne of
the wholly government—owned hotels and the Jjoint-venture
hotel indicated that foreign visitors were their main
customers. Overseas Chinese and the recsidents of Hong
Kong, Macao and Taiwan were the main customers of the

other hotel. The age groups of the customers of the

198



e - = . I . -
government-owned hotels were mainly in the "40 to pre—

. e r1.tll . e 3 g
retireme group, while the joint-venture hotel was used

by the "Z26 to 40" group, who would probably bes

businessmen.

As the results are so varied, no general conclusion

can be drawn from only three responses.

TABLE 7.20 THE TYFE, THE STATUS AND THE AGE GROUF OF THE
CUSTOMERS OF HOTELS IN CHINA

51 G2 J

TYFES
BUSINESS 3 v 1
TOURISHM 1 1 ]
VISITING RELATIVES - - =
CONFERENCES 2 = 2
{0THERS - - -
5TATUS
FOREIGM VISITORS 1 2 1
OVERSEAS CHINESE 2 1 2
RESIDENTS OF HONG KONG

MACAU & TAIWAN = 1 2
STUDENTS - = 3
OTHERS - - -
AGE GROUE
UNDER 25 = = 2
26—40 - 2 1
40 TO FRE-RETIRE 1 1 2
RETIRED 2 A A
OTHERS - - -
NOTE : B —— Wholly government—owned hotel

J —— Joint—venture hotel

W . " Indicate no response
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(G) OTHER IMFORTANT ASFECTS

As China’'s towrism industry expands, many problems

will emerge. For example, the increase 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 1s 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 touwism 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 FROBLEMS FACED BY U.K. TOUR OPERATORS
ORGANISING TOURS TO CHINA
Accommodation, transportation, 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.E. to

China, hotel and airline facilities need to be improved,
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the result of the advertisement to a great extent.
Further investigation into these two areas is essential
CiF China wishes to promote itseld more effectively in the

UoE..

(E) FACTORS EMFHASISED IN PROMOTION

The T"Historical and cultwral attractions", the
"Soenic  attraction” and the "Society and Politics of
China" are factors usually emphasised by U.E., 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 laving

emphasis on “"Friendliness towards visitors", "Chinese
arts"  and "Chinese foods', thus providing a complement
to the features emphasised in the tour operators’

promotional campaigns.

Since holiday travel is the most important reason
given for U.kE. travellers visiting fAsia, promoting China
as a place Ffor them to enjoy their holiday i& also
important. However, promotions of this kind have to be
supparted by the wvariety and quality of the tourist
facilities provided. Further investigation showuld be
undertaken by the Chinese government to find out what
facilities are required and, where necessary, these

should then be developed.
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AFPFENDIX 1 : COUNTRIES INVOLVED IN THE REGIONS DEFINED RY

(A

(B>

W.T.0O.

AFRICA

Eastern Africa : Burundi, Comoras, Ethiopia, kEenva,
Madagascar, Malawi, Mauritius, Rwanda, Seychelles,

Somalia, tiganda, United Rp. Tanzania, Zambia,

Zimbabwe

Middle Africa : Cameroon, Central fAfrica Rp., Congo,

Gabon, Zaire

Northern Africa : Algeria, Morocco, Sudan, Tunisia

Southern Africa @ Botswana, Lesotho, Swariland

Western Africa ¢ Benin, Burkina Faso, Gambia, Ghana,

Ivory Coast, Liberia, Mali, Mauwritania, HNiger,

Migeria, Senegal, Sierra Leone, Togo

AMERICAS :

Central % South America : Argentina, Belize, Bolivia,
Brazil, Chile, Clombia, Costa Rica, Ecuador, EIl
Salvador, Guatemal a, Guyana, Honduras, Mewico,

Nicaragua, Fanama, Paraguay, Feru, Swiname, UWuguay,

VYenezuela

Caribbean : #Anguilla, Antigua & Barbuda, Aruba,
Bahamas, Barbados, Rermuda, Ronaire, Br. Virgin

Islands, Cayman Islands, Cuba, Curacaoc, Dominica,

Dominicen Rp., Grenada, Guadeloupe, Haiti, Jamaica,



(D)

(E)

{F)

Martinique, HMontserrat, Neth., fntilles, Fuerto Rico,
5t. Hitts-Mevis, 5St. Lucia, 5Bt. Maarten, 5t. Vinct
Grn., Trinidad % Tobago, Turks & Caicos Island, U.S.

VMirgin Islands

North émerica : Canada, U.5.A.

EAST ASIA & THE PACIFIC :

FAustralia, Brunei , China, Cook Islands, Dem.
Kampuchea, Fi il French Folynesia, Horng Kong,
Indonesia, Japan, 8Scouth Forea, Lao F. Den. Rp.,
Macao, Mal aysia, Marianas, Mew Caledonia, Hew
Zealand, Fapua ' New Guinea, Fhilippines, Samoa,

Singapore, Thailand, Tonga, Vanuatu

sOuTH AgIA =

Afghanistan, Bangladesh, Bhutan, Burma, India, Iran,

Maldives, MNepal, Fakistan, Sri Lanka

MIDDLE EAST =

Rahrain, Dem. Yemen, Egvptlt, Irag, Jordan, Kuwait,
Lebanon, Libyan fArab Jm., Gatar, Saudi Arabia, Syrian

Arab Rp., Yemen Arab Rp.

EUROFE =

Eastern Europe : Bulgaria, Czechoslovakia, East

Germany, Hungary, Foland, Romania, U.S.85.H.
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Southern Ewrope @ Andorra, Cyprus, Gibraltar, Greece,

Italy, HMalta, PFortugal, San Marino, Spain, Turkey,

Western Euwrope @ Austria, Belgium, France, WHest

Germany, Lexembourg, Monaco, Netherlands, Switzerland

NMorthern Ewrope : Denmark, Finland, Iceland, Ireland,

Morway, Sweden, United Kingdom

Others : Israel

SOURCE W. T.0.— Regional Breabkdown of World Travel %
Tourism Statistic 19791983, 17984 Ed.
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discriminatory o mowe difficult  for rnorn—
nationals to acguire.

&, Festrictions aon non-national personnel and
emplovment {(e.g. visas, work permits).

7. Difficulties in obtaining licences to operate.

2. Relevant restrictions on transfer of funds in and
out of the country (not covered under "A" above).

. Festrictions upon the ability of non-established
foreign compani es to solicit o custom,
advertise or sell direct to clients without

locally established intermediairies.

DESTACLES AFFECTING COMPFAMIES FROVIDING
TRANSFORTATION {e2.g. airline, railways, coach

operations, cruise liners)

16-17. Categories as under "RB" (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, tares o port
charges.

21. Lack of reciprocal recognition of gualifications
{e.g. a&ir crew, site guides, etc.).

2E. Regquirements for government emplovees to use
national airlines/ferry services.

23. Discriminatory access to special terms from state
enterprises {(e.gQ. airlines, railways), incldding
differential commissions.

24. Limitations on access to reservation systems.

oy
ala .







AFFENDIX 2 @ SOCIO-ECONDMIC GROUFINGS

&} Upper Middle Class Higher managerial,
administrative or
professional

3] Middle Class Middle managerial,
administrative or
professional

Ci Lower Middlie Class Supervisory or
clertcal, junior
management

€2 Skilled Working Class Shkilled manual
wor kers

D Working Class Semi—- & unskilled

manual workers

=S Those at lowest level Fensioners, casual
of subsistence or lowsst—grade
woybker, unemployed

SOURCE @ RBaker, 1983, p B3
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AFFENDIX 4 : STANDARD REGIONS OF GREAT ERITAIN

SCOTLAND =

The whole of Wales.

ENGLAND-Standard Regions

North H Cumberland, Durham, Morthumberland,

Westmorland, Yorkshire (Morth Ridingy.

Yorkshire and Humberside : Lincolnshire (FParts of
Lindsey), Yorkshire (East Riding), Yorkshire (West

Ricing).

East Midlands : Derbyshire (part)?, Leicestershire,

S NS R

Lincolnshire {parts of Helland & parts of
Festeven) , Morthamptonshire, Nottinghamshire,
Futland.

East_ _fAnglia : Cambridgeshire and Isle of Ely,

Huntingdon and Peterborough, Morfoli, Suffolk
(East), Suffolk {(West).

London _and South East =

(1) Greater London @ The City of London (with the

Inner Temple and Middle Temple) and the London

Boroughs

(2) Remainder __of South East E Bedfordshire,
Berkshire, Buckinghamshire, Dorset {parti)=,
Fesen Hampshire, Hertfordshire, Fent
efordshire, Surrey, Sessex {East), Lessex

test), Wight {Isle of).
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South__West : Cornwall, Devon, Dorset (part)®,

Gloucestershire, Somerset, Wiltshire.
Hest Midl ands H Herefordshivre, Shropshire,

Staftfordehire, Warwickshire, Horcestershire.

North West Cheshire, Derbvshire {part)=,

Lancashire.

NMotes :

1. All except the areas stated below at 4.

2., Foole M.B. only.

Z. ALl areas sxcept Poole MOR.

4. Buxton M.H.; Glossop M.B.j Mew Mills U.D. and Chapel

en le Frith R.D.
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APFPENDIX 5 : THE EXFLANATION OF ITC AND ITX

(&) INCLUSIVE TOUuR BY CHARTER (ITC)

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

charter or IT(C.

(B) INCLUSIVE TOUR BY EXCURSION (ITX) =

The airlines can sell the scheduled services to the
touwr 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 retuwn basis, which in
airline terms means an excuwrsion ticket. The tour
operators build this air fares into a package called an

inclusive touwr by excursion or ITX.

SOURCE : Holloway, 1983, pp S51-52






APPENDIX 7 : CITIES AND GSITES OFFICIALLY OFEN TG FOREIGN
TOURISTS (1985)

Bei jing, Shanghai, Tianiin (including Dagong and Yancun)

AUHUL - Hefel, Huangshan, Ma anshan, Jiuhuashan

FUIIAN —— Fuzhow, tuanzhou, Xiamen, Zhangzhou

GANSUY —— Dunhuwang, Jiayuguan, Jingyaan, Lanzhou
GUANGDONG —- Comghua, Foshan, Hainan Island, Guangzhou,

Xigiaon, Zhaoging
GUANGXI —— Binyang County, Guilin, Guiping County,
iLinzhow, Nanning, WMuming County, Yangshuo
HEBEI -~ Beidaihe, Chengde, Gangan HReservoir, Handan,

tlinhuangdao, Shashiyuw, 8hijiazhuang, Tangshan,

Xibaipo, fhaogiaoc Bridge, Zhuoxian County,
Zunhua

HEITLONGIIANG —— Daging, harbin

HEMAN —— fAnvang, Gongxian County, Linkian County,

Luoyang, Sanmenrn Gorge, Xinyang (Jigongshan) ,
Yurian County, Zhengzhou
HUBEI —- Danjiang, Shashi, buhan, Xiangfan, Xianning
HUNAN —— Changsha, Hengyang, Shaoshan, Xiangtan, Yueyang

{(Dongting Lake)

INNER MONGOLIA —— Baotou, Hohhot, Xilinhot
JIANGSUY —— Changzhow, Huai "an County, Lianvungang,
Maniing, Suzhou, Wuxi, Xuzhou, Yangzhou,

Yixing, Zhenjiang
JIANGXI ~— Jingdezhen, Jingganshan, Lushan (including
dinjiang and Xingzi counties), Nanchang

JILIN —— Changchun, Jilin
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APFPENDIX 11 : COVERING LETTER FOR TOUR OPERATORS

STUDENT RESEARCH PROJECTS*

. . Department of Marketin
University P 9
Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ
of Strathclyde Tel: 041-552 4400 e
Sth July, 1985
Dear Sir,

b33 o} SR S -1 L X

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 youwr opinion and experience as an input to my dissertation.

The enclosed questionnaire is very short. I hope vouw will
feel able to return it to me in the reply—-paid envelope at vyour
earliest convenience. 6ll 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 thie opportunity to thank you in advance for your
help.

Yours sincerely,

LUNG Yiu Hung, Gary
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*Student research projects are an integral part of the undergraduate and post graduate curricula ot the department.















a9.

What factor(s) do/did you emphasize when promoting
vouwr towrs 7 Could wvou rank them in order of
importance by putting 1, 2, o etc. in the
corresponding bracket 7 (1 is  the most important, 2
ie less, and so on )

Friendliness towards visitors
Climate

Historical and Cultural attractions
Scenic attractions

Soaciety and Politics of China
Chinese food

Chinese arts

Multi-stage destination

No particular emphasis

Otherse ( Please specify )

B T T L Y
B L S W N W

¥ m m ¥ N N W M D E R ¥R D WE N ® RS W H NN N D H R RN NN NN Y ENNR R R S ®R

M M B OB X B B M N B W AR K H N R X MND N K SN N R NS NDR Rz N NSOSBRER NS N R NN

® B ¥ W OB M MM N MM ® M A AR U SN N RS H S B Y N UG NN RN U E KRR ERD KB RRW

210.D0o  you happen to think the special interest groups

{eg. FRural Development Study Tour 3 Cycling Tour j
etc.) ere important in operating touwrs to China or

nat 7
{ )} YES ({ Please give examples of such tours )



Riit.What are the main difficulties in operating tours
China 7

FACTORS ANY PARTICULAR REABONLS)

{ Y Accomodation A mm e mn s W KB M e N A EEEA s RS

{ } Transportation W hmam e E s a s N maEm e

{ } Service WM m WA wm R s ME B MRS e B MR e w

{ ) Beasonality T

{ y Documentation mmommm oM omEE e w M EEE e s

{ Y Pricing 0 aeean c s e s smEasmEaunau.a

{ Y Communication S M s m R MmN E N e R E A EEEEWED s

{ } Language s e m N E RN EmE A e N Ema A

¢ } Others ( Please specify )

4 % B m o u R w8 r B WU RD 8RR W W s M mW N R WY RN R NSR NS E R NN TR
® oxoH omow oMoR N D NN ® 8 R E NG M M R X E N R MRS N ER N NG N T HHE W NN N
L I A A L A A I W M M B E B WA NN ERER D NN NN E RS XNN N
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SECTION C :

B12.Do yvou happen to think assistance from China
International Travel Service, Luxingshe,{(in the form
aof information supply, self-promotion, etc.} is

sufficient or not 2

¢ }  YES
¢ ) NO

G15.In vyowr opinion, how can the present condition be
improved 7

{ }  Better communication
{ ) Supply more information
{ ) QOthers ( Please specify )

Gl4.What countries do you think are the major competitors
to China as a touwrist destination 7

Hong kKong
Taiwan
South kKorea
India

Japan
Malaysia
Fhilippines
Singapore
Sri Lanka
Thailand
Indonesia
Others ( Flease specify )

B T e T e T e R e e T
N et et St et e et et e St N e
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@G15.In youw opinion,
China as a tourist

G16.In  your opin

ion, how

can

China from yvow country be

217.Do  vyou have
this research

any other

?

THANK YOU

FOR

the number of

increased 7

YOUR HELP -~

make

what are the future prospects for
destination ?

touwrists to

concerning
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APPENDIX 14 : COVERING LEITER FOR THE C.I.T.S. (Luxingshe)

ENGLISH VERSION
Professor Michael J. Baker TD BA BSc (Econ) DBA

STUDENT RESEARCH PROJECTS*
Department of Marketing

University
Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ
of Strathclyde Tel: 041-552 4400

Sth August, 1985

The Managing Director
The Promotion Department
CITS ( Luxingshe )

6 East Changan Avenue
Peking, China

Dear Sir,

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
ENGLISH VERSION

STUDENT RESEARCH PROJECTS*

University Department of Marketing
Stenh Building, 173 . Glas )
Of Str ath Cly d e T;:\():;Jfgszu‘lm g!é; Cathedral Street, Glasgow G4-ORQ

Please return this questionnaire in the reply envelope provided to :

Mr., Gary Lung

Student Research Projects
University of Strathclyde
Department of Marketing
Stenhouse Bullding

173 Cathedral Street
Glasgow GL4 ORQ

United Kingdom

If you want to have a summary of my research findings, please
identify yourself in the following :

Nne of the Hotel S ve000s000c0s00s0cess00c0s 000G RPBOCISNSOIROINCIOITOIOTS

Address

.0

............Q..........'.........‘...............
.....'.........l...............‘.........'.......
...............O......‘....0..........’..........

...................Q....‘..Q..'............Il....
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( Please tick the most appropriate answers )

Q1l.

Q2.

What is the nature of your hotel 2

PN SN TN N N

Y N N N N

Joint-venture
Franchising

Wholly Government owned
Wholly foreign owned
Others ( Please specify )

98 & 0800000000006 0800800000 DOOOLSIODOOSEQESOESLELIOSESIESIOSEIPIOEOIOIESOSIEOES

Do you operate local sight seeing tours or not 2

(

)

Yes ( Please give examples of such tours )

® 6 000 0080000 POE OO LSO DSOS SO OO OOT e 00PN OPOSSIOSEENOESONOEDLTES

LR 2N 20 BN BN BN B IR BN BN BC BN BN B AR BN B BN BN BE K BN BN BN BN B B BN N BX BE BE AN BN BN BB Y BN BN B BE BN B N BN BN BN N A WY )

No, but have in the past

( Please give examples of such tours )

® 0 0 0000 E OO G000 OO0 OD 00000 OEOOCOOOSPSPSOIOEOEIBDNOESOIOGSOIEBPDPOEPINORNINOEOETDN

® 0 00000000 OO OO0 RSOSSN COR SOOI POOPPOOILNRPEIEOSEPOIEPIOEPOIEOITBSIOES

No, never

( If 'YES' Please Skip Q3. )

Q3.

What is/are the reason(s) for not operating local sight seeing

tours ¢

PN N NN

N’ S’ N

Promotion difficulties
Pricing problem

Customers do not show interest
Others ( Please specify )

G 2 OO 0P OO O S OOOOCP OO CEOOEOSRN OO CROOESOOINNOSEOERERINOISIOOPSEBIOIEINPSEISOTOE
LK B BN BN BE B K BN BN BN BN BN BR BN RN B BN RN BB RN B BE B N BN B BN BN AU B N BN B B BN K N R BN RN BE B AN B BN B BN N BN N J
S0 0 000000 0OO OO OOOOOPBOBOCOSLOERESPNEOSOEOCESEONOOOPETOEOSTEOESIEBOED



Q4. Could you specify the type, the status, and the age group of your
customers 2
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 )

Types Status Age groups
) Business ( ) Foreign visitors ( ) Under 25
( ) Tourism ( ) Overseas Chinese ( ) 26 = 40

( ) Visiting relatives ( ) Resldents of Hong Kong ( ) 41 - Pre-retire
Macau & Taiwan

( ) Conferences ( ) Students ( ) Retired
( ) Others ( ) Others ( ) Others
(Please specify) (Please specify) (Please specify)

® S0 0000 sOOPBOOGOOERSE P 000 00000000000 BON e 900 6000800000000

® 00000 POOIOOSNOSIOEOOOS LK BN BN BE B BN 2N 2N BN B BN B BN BN 2N B BN BN BN BN Y ) ® 000000 B O BOSSOGDS

® & 600000000 ¢ o0 o0 GO 8 00000090000 ¢GOOOO TGS L2 BN IR IR B BN BN BN BN BN AN B BN BN Y 2

Q5. Do you have connection with travel operators in other countries or
not 2

( ) Yes, directly connected
( ) Yes, but indirectly connected
( Please specify the channel of connection )

LA B K R L IR B BB I 2 BUAN BN B 2R BN IR BU NN BB BN BN BN B BN BN BN BN U IE BU BN BN BN B LB N A IR 2L N L A N L 2 2% J
L B AL BN B B0 IR BN BN 2R BE IR B BN B BECRK BN BN B BE BN BN Y BN N R BN BN BN B BN BN B BB AN B A BN BB Y R NN AN
G GO0 SO OPT B OO OO ORI OPO L OO OGN EOEEOOONOEOLEOIOIOEOIERDNOSEOBTOESEOOGCSCEDYS

® 9200 0000 CL OO O0N OO0 EPCOONP0NOPRPCEOOONOOERNOOLISEOISTOEOEDRPOIOOEBNISITOSDOS

( ) No

k3
n
Y




Qé.

Q7.

Q8.

What is/are the peak season(s) for your hotel ?

Spring
Summer
Autumn
Winter
) No particular season

Any particular reason(s) ¢?

P 0 9 6060060 0600 GO 00 8000080806060 00890 0060850860800 00800000000cs00do0ss0Ose

'EEEREEENEEEEXE ry i i 3 W I BN B B A B B AL BB K B B BB BE B B B B B R R R R A R BB Y Y BN BN

I RN EENEREERE NN NN NN I N I BN I B A B A B A S B B S BRI SR N B N B BN B B BN AN B IK BN BN BN I N N N NN 1

What is the Grading of your hotel 2

Superior
First class
Standard
Budget

Others ( Please specify )

® 0 68 ¢ 0000000000000 T 0000 LSO IBAROLSLPOISOEOOIOSIEOEOINBIOIEBLIEBPIOESIOS

9 0000060000000 0000 OHCODO OO0 RE00TOOPEEOOCEISENISISIEBSIBSIESICSTESEDS

What services and facilities do you provide to your customers ?
Could you rank them in order of importance by putting 1, 2, 3
the corresponding bracket 2 ( 1 is

etc. on

is less

PN TN N SN PN PN N TN N N N N
e "l Sl Nl S S N N N b NS S

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

rJ
tn
o

PN SN SN N PN SN N

N N N N N o N N

the most important, 2

Laundry

Storage
Hairdressers
Air-conditioning
Private bathroom
Sauna

Massage

Others (Please specify)

® 0O 0600900000000 POCOETDS PO
@0 O 0000 0P OGSO OCOENLIOSOSELSIS PSS

PO 0806606000000t 0 00O Os O



Q9.

In your opinion, what role can hotels help to improve China's
tourism industry ¢

6 00000000 060080000 0C00000CC¢R00000C600003000800CE000800C000C6O0CI0CCECECIRIOLILENININIOGOES
0 0 92 0 00 00 0000000000000 OO EEDP0CB0COC0RCRORIEOEEIROICEONRISINISISIOINOGROPDPISOREOOSES
.0.0..........‘..........QDO......................O......O.,O.....
A R R R Ry vy N NN RN E NN NENEEREEENE NN N NRENENE NN Y EENNENYEEX

GG G OO BB OOSGOGBOOB OO0 OO QEOOOOPER OB ORIIENCOOOOLEIOSOIEOINOGIONOIOGOIROIOROLEOOS

- THANK YOU FOR YOUR HELP -



CHINESE VERSION
Professor Michael J, Baker TD BA BSc (Econ) DBA

STUDENT RESEARCH PROJECTS*

. . Department of Marketin
University P J

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ
of Strathclyde Tel: 041-552 4400

B mMMkE, F%E TH i .

Mr. Gary Lung

Student Research Projects
University of Strathclyde
Department of Marketing
Stenhouse Building

173 Cathedral Street
Glasgow G4 OPQ

United Kingdom

WREREXNARERWE, WHEWHERLT THRE
EIE & K.

3 :
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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 )

PN N SN N N N N N
Nt N N N N N o S

Sight seeing opportunities
Recreational & sport facilities
Shopping

Entertainment

Cleanliness & hygiene

Culture

Historical sights

Others ( Please specify )

® 0O OO PO OOP PO OB OO OO O 0L OPCOOOOOOPOIEDPOOSEOIOEIOIOOIENINIOEOLIEBIODS
O 0O OB OHOOSO OO SO OO0 O CEOS OB OGO OO ONONOONSOEOSOIETOIO OO

0 069 8 008 ¢ G000 0O B OGOV O OO OSSO O OP O OO0 OSEOOONIOSSEOSISICIOOOTPSODS

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 2

)

PN SN PN N NN
N’ N Nl N

Singapore ( ) Japan

South Korea ( ) India
Thailand ( ) Philippines
Sri Lanka ( ) Malaysia
Hong Kong ( ) Taiwan

Others ( Please specify )
.Q.'.............‘.Q...........................l.....

0 0000008 0000600000000 0000000600080 0000008060800 00000s0s00s00

Q5. Do you plan to learn from their experiences in developing China's

tourism industry ?

¢ )
¢ )

Yes
No

Any particular reason(s) ?

0 0000000000000 000 G0 0006000006860 0800000000000 0000006000060600000000

S0 0 0 003 00000 CCOOCLOOOPODNSOIIOISTCEOENOEOOECDNEIONOIDOENINSEOSBNIBPNOOIOSOIOONDTPOIPOLIEDOSDS

00 0 0000 SO0 SBOCPRO P00 CE0C 000000 CO TN BBCPSELSRBOIOSIOIOIOGEPPIOIEBDBOLIEONEOIIOIOISDS
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Q6. As tourism industry is under intense competition, in your opinion,
what tourist destination do you consider to be your main
competitor(s) ?

Singapore
Japan

South Korea
India
Thailand
Philippines
Sri Lanka
Malaysia
Hong Kong
Taiwan
Others ( Please specify )

PN N PN TN N TN N N N N N
A A A W N i . A T L e N

GO OO O S COOOODPOOOPOESSOSPOOPOPNEPOOI OIS EOOCONPOOOEOISOSEOSEOOSIPQOETOLITIPDS
PG 00O O PPOOOP P OOCLBOCO IR OIORTOOPOOPNOORNOOOPOERPOIOIOIOIOSIPOEOEOPEDS

O 0 00000 GOPOPOCOOOONDOOPPPCSIOOOEPPOINIPNPOOOSTOIEPNNOIOOTOINOGPTPOES

Q7. Do you take your competitor(s) into consideration when developing
your own tourism strategy ¢

( ) Yes
( ) No
Any particular reason(s) ?

0 00 0000000000000 08000000000 0000000000000 000000000000000000000
09 0 0 0006000000000 00 00Ce000C000000000000 00600000800 00EICKOICGBIIIDOIIITGS
X EXEXEEXEEXXEXE IR RN N RN RNN NN NN NNNNNEN NN RN ENENENNENEEEENERESNEENERN ]

G 0 000000000 0RO EOBCPOGRGRSEOCOOICEOEDLCEECEDSOIOOPCESECEOENCEPOSINOIOSIOSGBTSTOIOSPOIOISIOTOSTDS






Q10,.

Q1.

Ql12.

In your opinion, what are the future prospects for China as a
tourist destination ?

9000 OO VOO VOISO CE O LSOO OOOPOTNB PSSP B OO LOENOEROONPIOEFEOEOIOPEQEEINTIOIBTD OO
@0 65 000 G OB OH OGO PSEOOLOOEOEDEOOESSOOPOLOIPOESLPOISLOITIIIOINOOOESIOEOISESEOIEOSEBSIONOEO
.........QQ.......C...............llo......0.0....0.......0..0000.
000000 00O BDOOOBOOSOISPOPOOOONEIOPORITERP OG0TSO OGPOETOOIOPOCEOEOEOEPINOEOIOENSNOSETISIDS

GO 000 P00 PO S OR GO0 0P OOE0OEPOROEPIEPEOEL NP OPLLINSIINPSIOIOIOSIOEIOEPINSTOIONORTROSOSEOITOETDS

In your opinion, how can the number of tourists to China be
increased ¢?

LI I A0 BN IR BN BE OBE B BE BN BN BN BN B BE B ALY IR B BEBE N BN BN BN BN BNBE B BN B RE BN B AU R BN N BN BN N BUR BN B BN B BN B BN BN BN A N N N N N J
P P O OO P OO D ECOREP T O D OO OO O OEOOOPCOOROQCONEOO PO OENERTILECOEENOENSNOTNOEOESIOOEY
LI A B 3K BN B BB B S B B K B BN R B BEC R R BN B BB BB B B B BC K BN BN B BECIE B A B NN B BN B A BN R N BN B N U BY BN BN BN A N N J
T OO PO OO OO OO0 OPOOOC VOO O OP 0O P DO GO O SO NI E OO TOEPNESIEOOOEBOEOEINIPODS

LI B B B B B B B B B B AR BN BN B BN X B SR BV AR IR BC BN RN A BN B B R B A IR R N R BN RN BB IR N BN BN 2 BCB B OK BN BN BE B NN I B NN

Do you have any other suggestion(s) to make concerning the
development of tourist industry in China ?

S 0 G 0 QG P OGP B O OO COBOPB NN OOON OISO EOTOPOOSOEELIPIIBOONOEOSISIOIEPRIOSIOSNOIOSOEPGBSITPOIDRNDS
S 00 09 00 0 ES 000000 ¢ 000008 00O RPNV 000 G000 PSP OCSISCESISOISIESTANROEOITOTDIDOSIDOINDIOIDNS
S0 8 0 00 GO0 VGO OB LI OD RO EPOETOEOEOL 00008 EOVODECOEOEOOPRSESIEOSIOIRNSEOIESTOS
[N N NN NN NN ENNENENNERENNNRENNNNNNENIERENENEEENENENEENEEENEENEEEENEEEN SN RSN SS N

@0 0 00 LGSO IEB OO OPENO OB OO OPOPDNSOCOOONOOOOR OO ODNSOEONSISTOIEISIETSTPIITILIS

- THANK YOU FOR YOUR HELP =~
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