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As a member of the World Tourism Cities Federation (WTCF), Los Angeles
always actively participates in the activities held by the Federation. In 2016,
the visits made to Los Angeles reached 47.3 million, breaking the record
for the sixth consecutive year. Los Angeles is also slated to host the 2017
Fragrant Hills Tourism Summit. In order to uncover the secret to Los Angeles'
continuously steady tourism growth rate , World Tourism Cities Magazine has
interviewed Ermest Wooden Jr., President and CEO of the Los Angeles Tourism
& Convention Board (LATCB).
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The number of visitors traveling

to Los Angeles in 2016 is 47.3

million, an increase of 3.8% from
the previous year. The total U.S. domestic
visitation reached 40.2 million, a 3.8%
increase over 2015; and international visitors
reached 7.1 million, a 3.5% increase over the
previous year. What do you think is the method
of steady increase of the Los Angeles tourism
industry? What is the reason that constantly
draws international visitors traveling to Los
Angeles?
A: | am grateful to say that Los Angeles
is having a moment. 2016 was our sixth
consecutive year of record breaking
fourism as we welcomed more than 47.3
million visitors. Global desire for the Los
Angeles experience is at an all-time
high, a fact largely attributable to our city's
celebration of diversity and creativity,
from which thriving culinary, cultural and
lifestyle scenes have emerged. Fantastic
new hotels are opening their doors with
frequency, chefs are exploring innovative
creative territories, noteworthy cultur—
al institutions are choosing to call L.A.
home and people want to be a part of
the L.A. lifestyle. As the premier gateway
to the region, LAX International Airport
offers unmatched lift for international
visitors with convenient flights and the
most economical airfares than any other
major U.S. city. There's never been a
better time to discover Los Angeles and
we invite travelers from all over the world
to immerse themselves in our celebrated
only—in—L.A. attractions.

According to the latest data, Los

Angeles welcomed even more

Chinese tourists in 2016, with more
than 1 million visitors coming from China.
This figure has ranked top among the main
overseas tourist source markets of Los Angeles.
The number of Chinese visitors reached by
a year-over-year growth of nearly 22%, —
the seventh consecutive year of at least 20%
visitation growth. China alone accounted for
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75% of the destination$ overall international
growth, and Los Angeles became the first
ever city destination to welcome more than 1
million visitors from China. So, what do you
think is the reason that has contributed to such
an increase? As the President & CEO of Los
Angeles Tourism & Convention Board, could
you please share the measures you and your
colleagues took in doing this job?

A: Los Angeles recognized the vast
potential of the inbound Chinese tourism
market early on as we were the first mu—
nicipal tourism marketing organization
in the U.S. to open a full-time office in
China (Beijing) in 2006. We've since ex—
panded our footprint with two additional
offices in Shanghai and Guangzhou.
Our accelerated marketing efforts in
China have produced remarkable re—
sults: In less than a decade, China has
surged to become Los Angeles' number
one overseas tourist market —from not
even ranking in our top 10 international
markets 10 years ago. In fact, Chinese
visitation to Los Angeles has grown by
double—digits annually for the last seven
years, a growth that has outpaced every
other international market. We are also
pleased to see Los Angeles become the
preeminent gateway to connect China
and the United States with nearly 70
weekly nonstop flights from China's five
major cities to LAX.

We have seen increases in FIT, millennial
travel, group business and events as well
as special-interest tours like gourmet
tours. We are all grateful for the ten—
year visa extension between our two
countries, making the travel process
much more convenient. In order to attract
more Chinese visitors, L.A. Tourism
shifted our strategic efforts to a B2B+C
business model, after solely focusing
on B2B marketing in China early on.
We have cooperated with major OTAs
to focus on online bookings and mobile

bookings, which right now are very
popular in China.

L.A. Tourism has also established strong
partnerships with Chinese broadcast
platforms to create tourism—inspired
digital content such as Youku's "Travel
with Food and Wine". And, we frequent—
ly work with our airline partners to host
travel journalists and trade partners for
familiarization trips to drive awareness,
appreciation and demand for all that Los
Angeles offers the Chinese visitor by
creating first-hand experiences for these
influential groups. We are continuously
being advised by our Chinese marketing
staff to understand the nuances of the
culture and the behaviors of the travel
experience for the Chinese visitor, which
is always evolving. We're also in the third
year of our "Nihao China" program which
helps prepare our L.A. tourism and hos—
pitality businesses with best practices
to welcome Chinese visitors so we can
ensure they have the best possible ex—
perience in L.A., and keep coming back.
We value the Chinese visitor enormously
and will further develop programs with
our hospitality partners so that Chinese
visitors enjoy the very best travel experi—
ences in L.A. including our world—class
attractions, endless entertainment, and

premier shopping.

2016 was the “China - U.S. Tourism

Year”. Do you think this really

boosted the tourism industry of Los
Angeles? Which aspects have benefited from
this event? Which measures is Los Angeles
Tourism & Convention Board going to take
in further expanding the Chinese tourism
market?
A: Absolutely. Last year (2016) was anim-
portant year for L.A. Tourism as it marked
the ten—year anniversary of our Beijing
office, our first in China, in addition to the
official "U.S.—China Year of Tourism".
We celebrated these two significant
milestones with several events in—mar—
ket, strengthened relationships with
our travel trade and airline partners and
continued to promote Los Angeles with a
new marketing campaign. As we usher
in a new decade of cooperation between
China and the U.S., we are working dili-
gently to increase airlift from the region's
secondary cities, in addition to the direct
air service currently offered from China's
five major cities. We'll continue to invest
considerable marketing resources in China
including the expansion of our footprint.
Chengdu will become our fourth L.A.
Tourism office when it opens by the end
of June 2017.

At the 2016 World Tourism Cities
Federation Chongging Fragrant
Hills Tourism Summit, Los Angeles
applied for and has successfully become the
hosting city of the 2017 Summit. How do Los
Angeles and the American Tourism Market
think about the hosting of this summit? What
do you think of the summit?

A: As a founding member of the Federa—
tion, | am honored to have witnessed the
development and growth of the WTCF
in the last five years. We are honored
that WTCF selected Los Angeles as the
host of the WTCF Fragrant Hills Tour—
ism Summit in 2017 and look forward to
welcoming all the representatives with
open arms to promote opportunities for
tourism cooperation and discuss impor—
tant tourism development issues. This
Summit is unlike any other in the world as
it brings together leaders together from
the world's most famous tourism cities
and tourism-related institutions and is a
true symbol of the great work that can be
achieved through collaboration and co—
operation.

A Los Angeles Restaurant that

insists on Handmade ltalian Pizza

The Little Girl of
Universal Studios,

You have proposed to reach the

target of attracting 50 million visitors

by 2020. Could you please tell us
how Los Angeles plans to achieve this target
and describe the future of the Los Angeles
tourism industry in three years?
A: We are firmly positioned towards
reaching our goal of 50 million visitors by
2020, but it's imperative there be progress
with new and updated tourism infrastruc—
ture and hotel development to showcase
Los Angeles as a desirable destination to
our visitors and accommodate the future
growth in visitation. The on—going multi—
billion dollar modernization of LAX will
elevate our airport to an even more pow—
erful position to compete for more new
and expanded international air routes,
which is crucial to reaching our goal. As
a destination that is always evolving, the
future of the Los Angeles tourism indus—
try is bright and we will continue to roll out
the red carpet for visitors from all corners
of the globe.
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TripAdvisor:.
Help Travellers to Be
Well Informed in Their Travels

—an Exclusive Interview with Daniel Pan, Chief of Staff, TripAdvisor China

.-n;r P |

TripAdvisor is an institutional member of the World Tourism Cities Federation(WTCF).
Hundreds of millions of verified reviews by travelers are available at TripAdvisor,
making it the largest global platform for tourism. In addition,
its self-developed ranking for tourist sites and hotels provides travelers with the greatest help in
making trip decisions. Recently, TripAdvisor gets even more active in Integrated
Transport by cooperating with DiDi in establishing DiDi stations at aimost a hundred hotels.
In doing so, TripAdvisor has integrated trip with travel.

Other moves of the company include a travel map jointly published with SinoMaps Press.
All of the efforts have drawn widespread attention in the industry.

World Tourism Cities has exclusively interviewed Daniel Pan,

Chief of Staff, TripAdvisor China.

Images Provided Courtesy of: QUANJING, TripAdvisor
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We have noticed that TripAdvisors

logo is an owl, is there any specific

meaning to its red and green eyes?
A: Travelers all over the world easily
recognize the TripAdvisor owl logo. The
TripAdvisor owl, whom we call "Ollie",
represents the "wisdom" of the millions
of traveler reviews and opinions that
are on TripAdvisor, which travelers can
consult so they can better research and
plan their travel and be confident about
their travel decisions. Ollie's green and
red eyes can empower users on where
they should go, and conversely, where
they may not want to, based on the
reviews they read. Our Chinese name,
which is also a play on the words "ow!"
and "journey", was developed to build
on the increasing brand recognition
of the "Ollie" logo to help travelers
understand that TripAdvisor provides

r!‘.‘.\
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good advice so they are well informed
for their travels.

How should travelers use TripAdvisor
site or APP? i.e. how does TripAdvisor
site or APP benefit its users?
A: TripAdvisor is the world's largest travel
site, with hotels, restaurants, attractions,
activities and other places of interest in
over 190 countries around the world.

As a global travel site, travelers around
the world come to TripAdvisor to share
their opinions and details about their
unique experiences so other traveler
scan TripAdvisor to find information
about where they are looking to visit,
both when they are searching for
popular destinations but also when
they want to find experiences that can
take them off-the—beaten path. When

Top Destinations of the World

they are on—the—go and on their trips,
they can also use TripAdvisor to find
great places to eat, things to see and
activities they may way want to do —
The millions of reviews and opinions on
TripAdvisor can help travelers unleash
the full potential of their trip.

In China, we have tailored the TripAdvisor
Mao Tu Ying to make it easier for the
Chinese traveler to get information that
can help them with their travel choices.
We have thought about everything from
how they navigate the app and view
information to which popular destinations
they can download information to prior
to their travels to avoid data roaming
costs. There are over 300 downloadable
destinations they can put into their device
to easily view reviews, photos and city
maps offline.

We have also developed special PDF
travel guides for Chinese travelers that
sit inside our app, consolidating travel
information for popular destinations,
making it easy for them to go through
top—rated things—to—do when they get
there. Through structured travel blogs
on TripAdvisor Mao Tu Ying, Chinese
users have also shared some of their
experiences and travel plans. We've also
developed a feature that helping Chinese
travelers reduce language obstacles and
the anxiety associated with asking for
directions when they are overseas and in
aforeign country.

Can you please introduce TripAdvi-

sor Mao Tu Ying$ business model?

How can Mao Tu Ying fulfill travel-
ers'needs?

Lo/

tripadvisar

A: TripAdvisor makes its money through
click-based & transaction and display—
based advertising and subscription
opportunities that drive bookings. Our
rich user—generated content helps
millions of users easily compare prices,
find great deals and book not only hotels,
but also restaurants and attractions. The
features we have developed specifically
for Chinese travelers also helps reduce
travel anxiety or difficulty for travel
overseas, so Chinese travelers can have
amore enjoyable trip overall.

It is said that TripAdvisor has more
than 300 million reviews, and how
are these reviews differentiated
with other travel sites? How can TripAdvisor
accumulate so many valuable reviews? How
can TripAdvisor ensure the reviews are from
real travelers rather than business owners’

r!‘.‘.\
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advertisement? How does TripAdvisor prevent
business to submit fraud reviews?

A: Today, TripAdvisor has more than
500 million reviews and opinions from
travelers around the globe which
travelers refer to before making their
travel decisions. These reviews
and opinions empowers them with
knowledge so they know more about the
trip even before they book it.

We've been in the business for over 16
years and when it comes to fighting fraud,
we are very pro—active and aggressive
in our approach. Every single review
goes through our tracking system, which
maps the how, what, where and when
of each review. This is backed up by a
team of over 300 content specialists, who
work 24 hours every day of the week to
maintain the quality of our reviews. They

Spa Hanoi La Siesta Hotel & Spa
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investigate every review that is flagged
for inspection by our system, and act on
any reports we get from our community.
They also conduct proactive investigations
to catch would-be fraudsters, using
techniques similar to those adopted in the
credit card and banking sector. We also
have strong penalties in place to deter them
and because of these deterrents and the
detection techniques we use, the amount
of fraud attempted is extremely small.

TripAdvisor claims that its reviews
help travelers make better choice,
and how the hotel and attraction
rankings have been determined? Are they
completed determined by traveler's reviews?
A: TripAdvisor has a Popularity Index
which takes into account a number of
factors, including the recency, quantity
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and quality of reviews. As such, the older
areview is the less impact it will have on a
property's ranking.

TripAdvisor has come to its 16th year

with high popularity worldwide. It is

the largest travel site in the world.
Can you please share some experience for
online tourism?
A: TripAdvisor was built on three key
principles: to give travelers a voice,
to promote transparency in the travel
industry, and to level the playing field
for businesses large and small. By
staying true to these principles, we
believe we have had a positive impact
on the travel industry over the course
of the last decade. We have helped
democratize the industry and made
it more transparent. We have helped
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to drive increasing service standards
around the world. And we have given
every business, no matter how small,
the right to shine. Today, cultural shift
with the Internet has given consumers a
platform to share their voice and it is more
important than ever that brands and
businesses embrace these reviews and
opinions as feedback they are getting,
andto use this to improve.

TripAdvisor Mao Tu Ying has

collaborated with SinoMaps on a

series of publications for oversea
destinations, with TripAdvisor’s content
and reviews incorporated. Can you please
introduce the differences with other tourists
maps and how can travelers benefit from this
publication?
A: We have collaborated with Sinomaps
to ensure that their new publication for

overseas destinations will incorporate
TripAdvisor Mao Tu Ying content. This
means travelers who perhaps aren't as
familiar with using TripAdvisor online yet
will also have access to rankings, review
content and hospitality businesses that
have been recognised with the TripAd—
visor Certificate of Excellence. Travelers
are able to access and use the TripAd—
visor mobile app when they swipe a
barcode when browsing the printed map,
discovering the most updated travel in—
formation for the specific city. No matter
what stage of travel planning they are in,
or when they are on—the—go on their trip,
both the printed maps and TripAdvisor
mobile app can be a valuable reference
for travelers, enabling them to unleash
the full potential of their trip and have a
greattime!
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TripAdvisor Mao Tu Ying has

collaborated with DidiChuxing to

help enhance mobility and travel
offerings for users in the country. Can you
please introduce how TripAdvisor would
partner with Didi and how it can help
travelers?

A: Our plan with DidiChuxing is to help
enhance mobility and travel offerings for
Chinese users. To start, we'll work to—
gether to build designated Didi stations
atup to 100 hotels earmarked by us —
this will be guided by TripAdvisor ratings,
of course — to provide simple car—hail—
ing access to travellers within China. The
partnership with Didi is aimed at building
a full service ecosystem of services for
users, so travelers are not just able to
research, plan and manage that they
want to do, but also more easily get
from one place to another when they

o\

b

Top Beaches

0000 Interview

areonthe go.

How can WTCF help TripAdvisor
Mao Tu Ying in its future develop-
ment?

A: TripAdvisor is honored to be a WTCF
member and to contribute to WTCF's
mission to "Better City Life through
Tourism". TripAdvisor is committed to
improving travel for Chinese travelers
who want to go overseas and explore
the world. We believe travel can faciltate
positive cultural exchange and commu—
nication between countries, as well as
drive economic growth. We look forward
to working with WTCF to identify further
opportunities in travel so we can continue
doing great things for the Chinese trave—
ler whilst having a positive impact on the
industry.
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An India Beyondu Imaginations
A Journey Beyond Measures

—— World Tourism Cities Federation Deputy
Secretary—General Yan Han's Impressions on India

Receiving invitations from both the Outbound Travel Market (OTM) and the City
of Delhi, World Tourism Cities Federation (WTCF) Deputy Secretary-General Yan

Han paid two separate visits to the Mumbai Travel Market and Delhi. Yan took part
in the OTM by giving a keynote speech, vastly connecting with the Indian tourism
community.

Interview and Writing : Wang Jin
Images Provided Courtesy of: WTCF, QUANJING
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Mr. Deputy Secretary-General, in

February of 2017 you paid a visit to

Delhi in India. This is the first time
that the WTCF has visited India. You were in
talks with Kapil Mishra, the Delhi Minister for
Water Conservation, Tourism, Culture, and
Arts & Languages. It has been reported that
the date of your meeting coincided with an
important religious holiday in India, and that
you took part in lantern lighting festivities. Can
you tell us a little bit about the impressions you
have from your talk and the festivities?

A: Due to time constraints, | could not
make it to India during their working
days. | met Minister Mishra on a public
holiday, an important religious holiday.
This religious holiday is a very important
holiday for the Indian people.

Minister Mishra attentively listened
to my introduction of the WTCF and
strongly agreed with strengthening
our partnership. He then introduced
the unique tourism resources of Delhi,
including the particularity of India Cultural
Tours and his utter confidence in the
ability of Indian tourism to expand, grow,
and synthesize. He is very optimistic
about the outbound travel market in
China. Compared with other tourist
destinations such as Europe, the United
States, and Australia, the current number
of Chinese tourists who visit India, and
even Delhi, is relatively small. Minister
Mishra hopes to further strengthen his
understanding of the Chinese market
and maintain a positive relationship with
the WTCF. Minister Mishra also wishes
to promote Delhito join the WTCF.

Prior o the celebration of the festival there
was a lantern lighting ceremony. The
lights are symbols of blessings and luck
in India. Minister Mishra invited me as the
only guest to attend the lighting event and
introduce the WTCF to the audience.
The India Times gave detailed coverage
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on the event. By taking part in this festive
celebration, we found ourselves deeply
impressed by the ancient art and culture
of India. Tourism is capable of stimulating

What do you think the unique

characteristics of the Mumbai-

hosted OTM are as opposed to other
travel exhibitions around the world?
A: | have a few thoughts with regards
to the OTM: My first impression is that
the content of the exhibition is very
rich. Travel offices, travel agencies,
travel salesmen, and tourism organi—
zations from South Asia all took part in
the exhibition. The United Arab Emir—
ates even established a special VIP
reception room for the guests. Coun—
tries such as Nepal, Bhutan, and My—
anmar built grand and unique booths,
showcasing that India is an important
source of tourists for these countries
and that it is also an important tourist
destination.

My second impression is that the exhibi—

the flow of culture. Only when people |
have a deeper understanding and are

wiling to sit down and listen can there be |8

maore resonance.

tion is highly internationalized. From the
exhibition catalogue we can see that the
exhibition attracted the world's important
tourism agencies and organizations as
a result of the personal influence and
organizational skills of the exhibition's
chairman, Abraham John. The amount
of information at the exhibition was very
large. The time, location, and lecture
content of any speech could be seen on
any of the exhibition boards, which was
very beneficial for those in the tourism
industry.

My third impression is that there is a
high degree of professionalism and the
audience members are of high caliber.
The exhibition schedule was also very
tight. For example, there was a key—
note speech every half hour. After we
arrived at the hall we immediately took

part in the keynote speech from 2:30
p.m. to 3:00p.m. While we were giving
the speech the lecture venue was open
and the organizers had not made any
plans for the number of audience in
advance, whether people listened or
not was dependent on their interests.
When we began to speak there were
just 20 spectators or so, and the num—
ber later rose to more than 100. At the
very beginning there was an issue with
the equipment, the staff were trying to
debug the situation while the audience
waited. This behaviour was a reflec—
tion of their interest in the theme of the
speech: The Theory and Character—
istics of Chinese Citizens' Outbound
Travel. Frankly speaking you could
feel their unfamiliarity with the Chinese
market. They did not expect that China
had an outbound travel market worth

Having visited both Mumbai
and Delhi, what is your holistic
impression of India?
A: My overallimpression on Indiais in line
with her promotional slogan—"incredible.”
Her incredibleness is reflected in many
areas, such as the OTM exhibition.

The tourism resources of India are very
rich and include many aspects such
as religion, cultural heritage and art,
representing the fusion of culture. What
left me with the deepest impression are
the towers in Delhi. The Qutab Minar was
built in 1193, with the construction finally
coming to an end in the middle of the 14th
century. Located in the city of New Delhi

120 million RMB. The number of trav—
ellers between China and India in 2015
was 900,000. This meant that India
was a very promising tourist destina—
tion for China.

At the OTM, we mainly carried out
in—depth discussions with two data
companies. India's software industry
is very strong. Through digital means
and databases, people can conduct
tourism analysis and integration plan—
ning. They believed that urban man-
agement, tourist reception, and tourism
promotion needed to be more refined
thus the demand for big data support.
In other words you cannot simply rely
on just one or two or several people
to complete these tasks. These are all
areas in which the WTCF can consider
cooperation in the future.
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at a height of 72.5 meters, it is the tallest
brick spire tower in the world and is one
of the world's earliest and most significant
Hindu—Islamic cultural architectural
fusions. It was listed as a UNESCO
World Cultural Heritage site in 1993 and
is also known as one of "India's Seven
Wonders". The Qutab Minar is a fusion
of five or six different cultural origins. The
tower is of Islamic architectural style yet
the lotus style of the dome is Buddhist
and the pillars of the colonnade are of
Roman architectural style; the remnants
perfectly embody the concept of cultural
fusion. Within India any type of culture
is welcome and grows, harmoniously
interacting with each other. This factor
has caused India to become home to a
large number of cultural relics and has
contributed to its rich tourism resources.
Furthermore, India's tourism business
opportunities are many. Currently
India's historical and cultural relics are
scattered throughout the country with
no designated specialist to maintain or
mange them. As a result, there are many
opportunities open for the protection of
historical and cultural relics in India and |
believe that people can seize them.

One thing worth mentioning is that the
local Indian tourism employees are usu—
ally quite professional and responsible.
They all take an active role in conscien—
tiously protecting the relics and are very
knowledgeable in their explanations for
guided tours.

On this visit to India | have opened a line
of communication between the WTCF
and regions in India. | have introduced
multiple projects undertaken by the
WTCF, which will be very beneficial
towards our knowledge of India and
further carrying out membership
development and tourism exchange in
South Asia.
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