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The Necessary Resources
for a Destination Promotion

The importance of functional roles by the tourism
development has been emphasized by almost the whole
humankind society. All people love to travel.

Travel provides people unlimited spiritual willingness and
images to go beyond even their expectation.

Travel is always injecting the new vigor to the mind in
experience or knowledge.

For many people, the life as well as the world, are in a
transition, but travel is a real transition which enriches
people’s life with more meaningful glorious pages . A journey
from home is always a new setting forth and allocates the
heart flying to a new horizon.

Travel helps people to be fallen in good willingness and
behaviors or even in love at first sight with a place and

people who will be easily written in the hearts.

Travel is a good beginning of meeting, party & appreciation.
Obstacles have never been sufficient to remain ashore.

Travel parallels a flying dream with us on the trail along
a path of flora and odes, a better choice of forgetting the
world’s noises, a recovery of planting flowers and love in the
withered heart.

Travel is on the trail without ending, but a lightening
solidity of life.

Today, almost all destinations are with their rich resources for
tourism development. Due to insufficient realization of their
significant values, the motivational promotions or market
cooperative conduction, some destinations are still without the
market attentions to lead to the significant business result.
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How important are the following attributes for the
customers to consider a travel destination as a real once
termination they want to allocate themselves for a vacation.

1. Enrich historical heritage and culture, and rebuild the
cultural intercourse across the humankind but do not copy;

2. Discover the attractive myths, beautiful legends, and
stories for creating the well-known images;

3. Collection and exhibition of the lavish, luxury Arcadian
life styles or eventual ruins or monuments;

4. Guide the visitors to find out that destination is rich of
contemporary culture, make a traveler learn a lot or feel it
a good enlightening trip. The destination is with a modern
vibrant city life;

5. Environmentally friendly & sweet fresh;

6. The destination is with a rich variety of experiences,
eventual ethnic celebrations & EXPO or exchange programs;

7. Good for relaxation and well being;

8. Well known for its cuisine, lavish life style and wonderful
travel result;

9. Good and memorable gifts for shopping;
10. The friendly people, and helpful and efficient assistance;

11. The city is comfortable, safe,and has emergency
assistance and efficient medical care system;

12. Pleasant climate;

13. Reliable package tours & optional service are available at
the destination;

14. Easy to travel to, multiple transport choices, and easy
visa application;

15. Highly cost effective currency or duty free;

16. Comfortable accommodation, much better than staying
at home;

17. The government & society are with a strong sense for
development of tourism and participation in destination
promotion, qualification protection and cooperative
activities.
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Brand Management of Tourism
and Cultural Resources

YOhat do we produce, how do we ovganize production, vun and use shaved vesouvces, cveate and accumulate, and
how ¢to benefit, dominate and use the accwmulations. VOhen it comes to industwy, agvicultuve, commerce and
sevvice, including tomvism, ony profit model for business must be cleay, along with which it must be cleay of the
self-vun mode, the two have constituted a social economic system and development mode. On the meantime, we
should be good at using all social public resouvces to cveate move value, vealize the connotation of vesouvce and
Learn to make use of vesonvces and explove the potential values of vavious vesources.

Our core concern

The social development problem is always present, but
modern society has long changed its perspective. It started
to regard the problem from social openness; actual benefit
and increase of economic operation; effective cultivation and
guarantee of market; order of social structure as well as the
resource sharing methods. Social development must focus
on the living condition of social groups which continuously
improve along with the development of social production
and efficiency. Through constant innovation of market
demands society can receive unceasing and alternative
progress and development. In balance, our material life
depends on the material production.

What do we produce, how we organize the production,
run and use shared resources, create and accumulate,
and how to benefit, dominate and use the accumulations?
Accumulation is development and resource. There are only
two objectives that need to be clear for industry, agriculture,
commerce and service, including tourism: 1. our business
profit model must be clear, including in having a clear self-
run mode; the two have constituted a social economic
system and development mode. 2. In the meantime, we
should be good at using all social public resources to create
more value, realize the connotation of resource and learn
to make use of resource and explore the potential values of
various resources. This is the core of business management.

Resource is built with culture and is
advanced in spirit level, which puts the living
soul at creation basis

Amazing mountains and rivers as well as beautiful landscapes
around the world are difficult to be called with emotion
without human histories and historical romance or harmony
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with humanity, just as that creators “are not only human
involved”, and it is meaningless when it is short of spirituality
of impelling life, and trace and attachment for spiritual home.
The world is filled with wonderfulness, into which people have

forever poured infinite longing and endless effort, overflowed
with long journey of alternative figure stories.

Just as “humans make it varied and wonderful”, nature has
also created the colorful and dazzling world with a variety
of brilliant scenes. Consequently, we have desires of our
heart, so that we hang on to what we have seen and heard
with our imagination and recall. Thus it opens our minds,
updates our recognition and idea, and provides us with live
thoughts within a meaningful life.

Put more emphasis on brand

1. Target the market of fashionable young people and create
a social life and philosophy that is the way of life.

2. Create various credit systems, encourage luxury
consumption, and create conditions for fulfilling dreams.

3. It should be the credibility and dependence degree that
need to be made for the enterprise and brand.

4. Service quality and know-how of the staff.

5. Continue the space redundancy of the tourism experience
creating space imagination for continuous consumption and
an unwavering following.

6. At present, there is a transfer in the growth point of
tourism, meaning “Free Tour” which is generally growing
fast. Some tourists have been fed up with the free and sub-
marginal package tour which collided with from personality
so they chose free tour. The inbound tourism increment on
line has maintained over 50% this year, and more than 130%
for some travel agencies.

7. Consultation is separated from actual products, so that it
is uncertain about how to run good destinations.

There are not many crucial points for a good job for free
tour. To begin with, you need to aim at a couple of main
cities with both high-end and low-end hotels, making
products extend towards the two orientations in a bid to
reflect both quality and price. In particular, the information
production shall be in place, that is to say that we need to
make customers understand what they can enjoy and how
they will enjoy the free tour. Aside from the introduction

about tour and trip, something about food does make sense.
Besides, it is better to introduce some featured tours with
details from the start. In addition, it is feasible to exploit
valuable and significant scenic spots with original ecology
and historical appearance that are appropriate for free tour,
what the customers need is transfers arranged by tour
agencies. All of those can bring added value of profit to the
agencies as well as visible value for customers, based on
which business comes naturally. What is very important
is the way you inform customers about the valuable scenic
spots to encourage them to join your tour. Do involve less or
nothing about shopping in the free tour.

8. For the quality of words and illustrations for products,
the layout must be concise with proper space, rich contents
and highlighted experience. Besides, the pictures on the
website need to be updated continuously, which reveals the
agency's quality. A low-grade picture with a few abbreviated
contexts and single page promotional products with crude
contents is inferior, which makes it boring. Making money
and development are indeed difficult.

9. We are supposed to make the market and consumers
aware that perception starts with quality, and that is the
way of our commitment.

10. It can be concluded with Image, Story, Appreciation, and
Commitment, which are to be implanted into products and
consumers.

WORLD TOURISM CITY tH5#jiieiiiehsinli | 103



