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WTCF Assists in the

Development of Tourism Cities

Clty is the impovtant base of touvism development while tonvism is an impovtant sectov that promotes the
development of a city. < Lhe two ave dependent on and enhance each other. Nowadays a modevn city should not only
be a city it fov living but also be a city fit fov traveling. Aiming at making city local people’s happy home and
tonvists’ paradise, Wovld “ Lounvism Cities Fedevation has tried to take the advantage of new oppoveunities, meot
new challenges, and build new platbovms. Ot is playing a move and move active vole in promoting expevience
shaving, coopevation and exchange among its members, injecting vigo into the sustainable development of; tonvism
cities and the healthy development of touvism, and attvacting great concevn from inteynational tonvism civele.

The rapid development of tourism industry has brought

unprecedented opportunities for WTCF to assist in the
development of tourism cities.

From the perspective of world tourism development, it
has become the strategy of many countries and regions
to accelerate the development of tourism. Tourism has
maintained strong growth momentum especially in the
Asian Pacific region and the eastward shift of the focus of
tourism development has brought new opportunities for
the cooperation in tourism between WTCF and different
countries and regions.

From the perspective of tourism development in China,
China's tourism industry has actively fought the global
economic crisis and its outbound tourism has kept a
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double-digit growth despite the influence of economic
crisis. The number of Chinese outbound tourists in 2012
and 2013 reached 83 million and 97 million respectively,
making China the largest outbound tourist market. In 2013,
surpassing US and Germany, China became the largest
consumer of outbound tourism with an expenditure of 102
billion US dollars and made a great contribution to global
tourism industry. It is predicted that the value of Chinese
tourism market will reach 2 trillion US dollars and the
number of Chinese outbound tourists will surpass 400
million in the next five years, making the world filled with
expectation towards China. Chinese president Xi Jinping
asserted in his speech at the opening ceremony of Boao
Forum in 2013: China will vigorously promote development
and prosperity in both Asia and the world. The more China

grows itself, the more development opportunities it will
create for the rest of Asia and the world.

From the perspective of WTCF’s own development, as the
first international tourism organization for cities, WTCF is
growing stronger day by day and its present members cover
main world famous tourism cities and a win-win situation
for both WTCF and its members will be realized.

Challenge is opportunity

Opportunity and challenge coexist. So do hope and
difficulty. We should not only hold out hope for development
opportunities but also see the challenges and difficulties.
With the availability of new media like microblog, Wechat
and APP, traditional tourism mode is being challenged. The
organizations, operation mechanism and brand building
of WTCF need to be improved. Problems like different
development levels and management standards have become
barriers to the communication and mutual benefit between
WTCF members, especially its city members. The rapid
growth in China's outbound tourism market has brought
economic benefits as well as challenges in intercultural
communication to tourism cities.

A Chinese saying goes that challenge is opportunity
and pressure is motivation. That is to say challenge
and opportunity, and pressure and motivation are
interchangeable. Challenges contain opportunities, and
the greater a challenge is, the greater an opportunity is.
Therefore, so long as we unite together, bring the initiative
of each side into full play, respect the differences in other
countries and regions, and keep on innovating new
mechanism for exchange and cooperation, there is no
difficulty we cannot solve.

Make full use of the platform of WTCF

To promote the construction of tourism cities and the
development of urban tourism is the objective of WTCF.
WTCF has built six new platforms of information, academia,
data, activity, cooperation and training on eating, living,
transporting, traveling, shopping and entertaining based
on its targets, development orientation, and world tourism
development trends. We should make full use of the platform
of WTCF to propel the construction and development of
tourism cities.

We should make full use of the advantage of WTCF as a
promotion platform to make the tourism campaign of its
city members rely more on new media and big data by using
new media like WTCF's official website, mobile internet,
microblog, Wechat, APP and specialized fashion magazines
like World Tourism City and World Tourism Cities Monthly.

We should make full use of the advantage of WTCF as an
academic platform to build the database of its city members
and world tourism city evaluation system by publishing
annual Market Research on Chinese Outbound Tourism,
journals and Member Information, and set up World
Tourism Cities Service Standards to best integrate resources
and share information.

We should make full use of the advantage of WTCF as a
talent training platform to cultivate high-quality tourism
personnel, formulate and implement training programs of
different time periods, and carry out training targeted at
guides, young scholars and senior tourism management
personnel selected by different countries, and provide strong
intellectual support for world tourism development.

With “WTCF Assists in the Development of Tourism
Cities” as its theme, this forum focuses on the sustainable
development of tourism cities and has a great realistic
meaning. I believe WTCF will further improve itself,
the vigor for development of world tourism cities will be
enhanced, and the future of world tourism will be better
through this forum.
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New Media: A New Way

in the Communication
of Tourism Culture

Recent years have witnessed the rapid development of mobile internet and social media, Words Like big data, clond
computing and the intevnet of, things keep jumping into our eyes and they have profound implications on the way we
Live and work. Under the revolution of new media and as a communication based industvy, the competitive landscape
and the flow of values are expeviencing a shift to move individunalized and intelligent model with the changes in the

ways of infovmation communication.
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The role of cultural communication in the
shape of national image

Cultural exchange and its interaction with politics and
economy consistently play an important role in the
development of international communication. “Cultural
exchange” is an important way for a country to gain
other nations' identification and win their coordination
and support. The dramatic development of contemporary
communication technology and methods has surmounted
the national boundary and enables the civilizations of
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various nationalities and regions to integrate and exert
influence on each other. Cultural exchange makes it possible
for peoples and nations to have direct exchanges and enables
their national cultures to develop through cultural conflict
and it plays a significant role in international politics.

Smart shift in tourism triggered by new
media and technology

2014 marks the 20th year since china has connected into
the world internet. Over the past 20 years, the fast changing

information technology represented by the internet has
been pushing forward the economic and social development
in unprecedented scope and depth. Especially in recent
years, the mobile internet and social media are in full
swing and the new generation of technologies such as big
data, cloud computing and the internet of things have far-
reaching impact on people's lives and working styles. Under
the revolution of new media and as a communication
based industry, the competitive landscape and the flow
of values are experiencing a shift to more individualized
and intelligent model with the changes in the ways of
information communication.

Traditional tourism industry facing new
media changes

Under the context of digital media development, various
nations and tourist destinations begin to attach great
importance to the role of new media in tourism. Starting this
year, tourism authorities of multiple countries have adopted
new ways like Wechat, MicroBlog, Instagram, or working
with video or social websites to the attract the attention of
Chinese tourists. Meanwhile, some domestic tourist cities
have launched Facebook or Twitter for overseas tourists.

Considerable changes in the way tourists
obtain information and spend money

In this digital media age, there are significant changes in
the way tourists get information and spend money. In the
past, tourists logged on the internet to obtain information
and had online booking before they set off and shared their
experiences after the travel, however, nowadays thanks
to the widespread use of smart phones and tablet devices,
people can get any information about the destination at
any time and can take several steps to book and pay for the
flight, hotel rooms and admission tickets.

New media enabling new ways to showcase
tourism culture

Thanks to the development of technology, products like
touch screen, virtual reality and internet TV have served as
the physical media to showcase the tourism culture. On one
hand, they serve as a channel to present tourism culture; on
the other hand, they become effective ways for tourists to be
engaged in the culture.

New media help increase online trading
volumes

At the same time, online order and pay of tourist products
with professional information and services for tourists
help form an entire tourism industry chain. According to

the forecast of World Tourism Organization, the number of
international tourists in 2014 will increase by 4% or 4.5%.
It's often said that cross border people to people exchange
is the foundation for dialogue between countries. It's true
to cities as well, and how to make those tourists become
the ambassadors for promoting city culture and tourism
is critical to maintaining the vitality and development of
tourist cities.

China Daily’s role in reshaping the new
media

After three decades of development, China Daily has become
an inclusive media corporation. The China Daily Website is
the priority choice among other English websites for global
netizens to read news about China and it has the largest
group of English journalists and editors nationwide and
its daily visits and independent users also top the national
internet media. In recent years, its influence in terms of
new mobile media in international communication has also
improved and more than 3.8 million users have registered
the mobile news of China Daily website in 15 languages and
nearly 180 countries and regions have been covered which
also lead the domestic media.

Coordination and sharing

To better cope with the revolution in tourism industry,
traditional media, news websites, electronic business of
tourism and travel agencies shall work together to integrate
their respective advantages and form industrial synergy.
We shall fully exploit the advantages of strong interaction
capacity and broad coverage of new media so as to form a
new platform to enable global tourists and tourism industry
to interact by making new breakthroughs and innovations
in terms of tourism information distribution and sharing,
customized products for tourists and experience-oriented
tourism.
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FOCUS 231

Development Trend of
Inbound Tourism

Dinbound touvism is one of; the important indicators of national tonvism competitiveness and capacity-building
ebforts. China has become the thivd inbound touvist destination globally and has enteved a cyitical moment and theve is
enovmons potential as well as challenge of a downturn in development. O the mavket slowdown has attvacted enongh
attention and seroed as an alaym for the industry, we can take a far-veaching plan to dentify the problems and
initiate a new-vound of development of a higher Level to build China into a vibvant wovld touvist destination.

From tourism economy to visitor economy

The tourism economy today has transformed into visitor
economy with a more socialized and extensive market.
The tourism economy refers to tours for sight-seeing and
vacation as well as visiting families or doing business.
Whereas visitor economy has a broader scope which also
covers second homeland vacation tourism or health tourism.
As for the time spent in a certain city, travelers tend to
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spend less time in a particular destination than people who
come to the city for other purposes; as for the revisiting
rate, people involved in business travel or family reunion
are more likely to visit the city again than ordinary tourists
who travel from one spot to another; as far as purchasing
habit is concerned, travelers tend to have plans about what
goods to purchase, whereas people for family reunion just
buy things they need; as for money-spending habits, tourists

spend money on traffic, accommodations, admission tickets,
souvenirs and entertainment, however, people for other
purposes are deeply involved in the city life and thus they
spend money on more things. From the above perspective,
the tourism market we are familiar with is evolving in a
significant way.

For example authentic tourism is actually experience-based
tourism. Another example is that we use retail tourism
instead of shopping tourism. There are also other examples
like cuisine tourism and sports tourism which demonstrate
dramatic changes in the entire industrial operation model
including the demand and supply chain.

Time for authentic economy

Let us take a closer look at Authentic Tourism. Authentic
economy is the most developed stage of service economy.
What matters most for the authentic tourism? It's authentic.
The most unusual feature in experience-oriented tourism is
the original and unexploited tour spot highlighted by more
and more tourists. They expect to get deeply involved with
local residents to have hands-on experiences not as a tourist
but as a local people. They can develop their own travelling
agendas and book quality services and experiences of
various kinds in pursuit of impressive, genuine and non-

material feelings. Their main goal is to gain life experiences
and satisfy their spiritual needs.

It makes us more and more difficult to distinguish tourists
from local residents. In my view, tourists are both the
subject and object of tourism. From certain perspectives,
the best way for tourists to have direct and first-hand
experience is to create harmony between tourists and
residents.

From supply-oriented management to
demand-driven management

The world of internet is evolving from computer-based
network to a mobile internet age characterized by mobile
phones, meaning a transformation from E time to U time.
For us, we have entered an age of collective production.
Nowadays, tourists can put forward specific demands for
their tours by using their mobile phones, which means that
the standardized products designed by the travel agencies
cannot fully meet tourists’ demands. Tourists prefer
products specifically designed to satisfy their needs. The
engagement of tourists in the development of tour products
prompts a shift from supply-oriented management to
demand-driven management for the tourism industry.

In fact, the market and consumers are changing all the
time which are often unpredictable for us. Under such
circumstances, we need to master the market in order to stand
out in the competition. From visitor economy to authentic
economy, then to consumer-designed content and collective
production, we find out a socialized tendency of tourists and
tourism materials as well as services. There are increasingly
more individualized and varied demands of consumers for
more extensive, flexible and adequate services by travel
corporations. In this sense, we have to master and get adapted
to the changes of the market so as to win.
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