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China Tourism Approaching 
to Globalization

Since the new century, global integration has become a trend 
which can be seen in the following aspects:

First, economic integration worldwide which features 
comprehensive resources allocation and the presence of 
production facilities all over the world; second, growing 
amounts of world trade volume and convenient logistics; 
third, financial system evolving into a global mechanism 
which can cause volatility everywhere; forth, boundless 
information catalyzed by modern technology and the world 
is inundated with large amounts of information; fifth, the 
globalization of technology which embraces breakthrough, 
and the widespread use of advanced techniques has 
reshaped our life and facilitated new revolution; sixth, 
transformed transport means and landscape which 
redefines distance in terms of time instead of length and 

the world is becoming smaller; seventh, cultural influence 
traveling beyond border with culture products moving 
around the world and simultaneously launched new works 
worldwide and aesthetic convergence.          

Under such circumstance, it is important to have an 
objective evaluation of Chinese tourism position in the world 
tourism economy characterized by horizontal labor division 
system and enable China to play a leading role in the world 
tourism landscape. Nowadays, we need to reform our 
mentality, construct a new platform and select a new way 
in the development of Chinese tourism and local tourism 
industry. 

In retrospect, we first stressed caching up with the world by 
learning from the advanced experience. Then, we focused 
on going abroad by making progress and entering the 
mainstream. Now, it’s time to be part of the world and exert 
our influence to help Chinese tourism go global. By contrast, 
world tourism is becoming more Chinese. As the largest 
outbound tourism market, Chinese flock to every part of 
the world which helps spread Chinese cuisine, Chinese style 
hotel room and Chinese elements in stores where Chinese 
tourists mostly frequent and give birth to areas specifically 
allocated for noisy Chinese. It’s fair to say that the world 
is frowning to welcome Chinese nouveau riche which is a 
salient feature in the world tourism experiencing Chinese 
experiment.

What we should do is to have a tourism globalization 
perspective and to form multilateral relationship through 
interaction. So far, China has a huge tourism market which 
contributes over 30% to the world tourism economic growth 
with its largest domestic and outbound tourism market, 
and the 3rd largest inbound tourism market. From its birth, 
Chinese tourism has been closely related to national strategy 
and it’s still the case now with Chinese tourism going global. 
The highlight of national interest has gradually become 
national consciousness which evolves into people’s rights 
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and interests becoming people’s consciousness, and cultural 
consciousness will follow suit. As a matter of fact, most 
reflection we are doing now is about cultural consciousness. 

We need a new vision that is to help Chinese tourism to 
realize global growth. This vision consists of the following 
four aspects: first, to become a top world tourism destination 
from a big tourism country.  We need to explore culture 
and develop tradition to create high quality products. 
Chinese tourism development is confronted with serious 
environmental constraints, and only by creating something 
amazing can we transform China into a top world tourism 
destination. Second, to become a leisure destination with 
prominent brands instead of leisure products. Currently, 
most Chinese go abroad for sightseeing, however, leisure 
tours are becoming more popular. China boasts world 
renowned natural resources, yet our leisure resorts are 
limited. Although China has 16.8 thousand km of coastal 
line, only a dozen beaches can be used as holiday destinations 
showing a scarcity of beach resorts in China. Thus, we need 
to transform our ideas and foster a series of new leisure 
products like launching hill travels so as to meet people’s 

holiday needs. We need to develop more product variety 
and explore new areas. Third, to become a comprehensive 
socialist cause from a strategic pillar industry. Now, tourism 
shall be defined as a comprehensive socialist activity. The 
goal for domestic tourism shall be more placed on how to 
improve people’s life, create employment and reduce poverty. 
In the future, tourism will be more cultural inclusive with 
more travel benefit products. Fourth, be able to make a 
difference instead of playing a supportive role. For years, we 
define tourism as a supporting force in overall development, 
which has in fact marginalized ourselves. Now we are part 
of the landscape and are making a difference in overall 
development. We met the issues of tourism development and 
national core interest in our previous work and if the two 
can be considered together, the role of tourism will certainly 
be emphasized.  

Therefore, we need to redefine the position of China’s 
tourism and rebuild the systematic goal for tourism 
development in consistent with our national reality. 
Tourism is a comprehensive industry in nature, and only 
by recognizing its characteristic can we fully exploit the 

advantages of tourism. Its goal can be divided in five fields: 
first, economic targets like revenues, profits and growth; 
second, social targets like more jobs and higher quality; 
third, cultural targets such as promoting traditional culture 
and fostering emerging culture; fourth, environment targets 
with the focus on protecting, improving and utilizing the 
environment; fifth, world target highlighting the study on 
the mechanism, talents and operation in order to connect 
tourism with the world.   

Moreover, we need to promote four ways of development: 
first, resilient growth by showcasing China’s image, life 
style and cultural contents through emotional exchanges; 
second, integrated development by promoting product 
conformity and growth through mobilizing resources; 
third, balanced development by exploiting needs, platforms 
and systems to achieve comprehensive growth; fourth, 
scientific development by optimizing structure and making 
improvement through recognizing and utilizing rules. 

Our vision of connecting China’s tourism with the world 
shall focus on exporting tourists, capital, plans and 

managerial resources. First, tourist growth is gaining 
momentum and the first half of 2014 witnessed over 20% 
increase year on year. Second, capital outflow is evolving, 
and travel agencies are making investment in programs by 
M&A, holding stocks and direct investment, and they raise 
money by going public or being engaged in enterprise or 
resources acquisition. Accommodations and networking 
for Chinese outbound travels shall be put into place. Third, 
foreign experts and institutions showing interest in our 
travel plans has become a norm, whereas some Chinese 
experts are also involved in the planning of foreign travels. 
Fourth, management starts to go aboard which takes two 
forms: Chinese working in multinational management 
companies go global; the other way is to export our 
managerial expertise to developing countries at first. Fifth, 
cultural export is limited to a lower level now, but it still 
presents multiple opportunities for overseas investors.           

Generally speaking, world tourism highlights China and vice 
versa. We need to build a comprehensive Chinese tourism 
and foster in-depth cooperative mechanism to really go 
global.
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Market Research on 
Chinese Outbound Tourist 
(City) Consumption

With booming number of Chinese outbound tourists to go 
abroad, and its significantly economic positive affection to 
the destinations, Chinese outbound tourism market becomes 
to a keen-on researching project to many authorities and 
the business related industries in the world. What are 
their major motivational points for making decision to 
travel?  What are their major concerning persecutions 
or expectations for the travel? What are their customer 

behaviors and benefits they are looking for?  What are the 
changes of their consumption behaviors? How to play a 
better promotion to approach the selective results? What are 
the most effective elements to affect the travel consumptions 
in the different generating regions in China?  What are the 
definitions of Chinese tourism market segment? What are 
best selected programs and the satisfied service to attract 
the Chinese market? … May all these questions are raised to 
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many people including the tourism industry itself. 

It is WTCF service to help the members to better 
understanding the Chinese market and performing a good 
practical result. WTCF has begun to commit the series of 
intensive market researches and worked out this research 
report by July 2014 with Beijing Ipsos Market Consulting 
Co., Ltd.  We hope the report of “Market Research on 
Chinese Outbound Tourist (City) Consumption” may help the 
members the references for a better figuring out the Chinese 
outbound market. 

The research was conducted by Ipsos, the 3rd largest 
research company in the world and the biggest professional 
research company in China. Under WTCF overall guidelines 
and the proposals of practical items, Ipsos worked together 
with Chinese experts, scholars and travel operators for 
setting up the procedures, the investigation subjects, and 
estimation selections. The objective respondents are Chinese 
citizens who have visited WTCF membership cities within 
one year in the past only. The overall of 30 questions, 

each with multiple choices covers almost all the inclusive 
basic items that the regular market research should be 
contented. The report tried to be a key driver by its almost 
all possibilities to digitally figure out the features behind the 
unexplored information. 

Each investigation covered the whole customer travel 
consumption process, from the very beginning of purchasing 
tour decision, selection of destinations and products, way 
of payment or credit, providing their personal information 
and visa application, until their ending tour by return back 
with satisfaction, experience recommendation, and their 
next trips planning or suggestions. As the basic terms and 
conditions, the valuable research was only qualified by 
the investigation forms which were fully itemed by the 
respondents. Structurally, the analysis also covers almost 
all fields, including tour programs, transfers service and 
public transportation facilities , dining and cuisine flavors, 
accommodations and convenience, guide service and 
knowledge, sightseeing highlights, entertainments and 
amusements, shopping and souvenirs, branding malls, 

outlets or DFS, life memorable commodities, exciting 
adventures, safety and securities issues. The analysis was 
also indicated their selected travel destination composed 
with the customer identification of their ages, sex, 
matrimony, occupation, education, residential regions, and 
level of annual incomes. We hope that the report is able for 
our members to be more familiar with the Chinese outbound 
market or adjust their market targets,

The research was attention to the customer satisfaction of 
their average shopping consumption, the volume of their 
expenditure on their trip except the package tour cost, the 
optional tours of the extra cost at the destinations. The 
research also investigated the medias, internet, WeChat 
functional roles on their consumption.  The analysis 
tried to indicate the functional result of RMB exchange 
rate and foreign currency depreciation in the customer’s 
behavior. Meanwhile, with the investigation, we found out 
that Chinese outbound market became more diversified. 
The customers are requesting for imaginable, reliable, 
detail sightseeing information. UNESCO, natural scenery, 
environment beauties, health activities, educational 
resources, cultural activities, related history with China, 
wonders of architectures and monumental, the artificial 
exhibitions are becoming more attractive acquirement for 
their tour programs to Chinese market.     

Ipsos conducted a nationwide survey in full of June and July 
by delivery of the questionnaire forms among over 100,000 
Chinese outbound tour customers, and selected 3170 full 
valid respondent reports for the further analysis. The survey 
covered the major gateway markets in Beijing, Shanghai, 
Guangdong, Sichuan and their surrounding provincial 
areas. The customer resources are mainly from some major 
tour operator’s online business operation system. Ipsos 
also implicated a fieldwork among Chinese tourists at the 
departure terminals of the airport prior their departure 
for the preliminary personal connection. With that kind of 
connection channels, IPOs directly handled its own solid 
investigation and information. 

According to the initial statistics of the analysis, the feature 
shows us that outbound travel has become an essential part 
of the lifestyle for those Chinese tourists who have visited 
membership cities abroad within one year in the past. Over 
70% of the respondents have arranged at least one outbound 
trip annually. These people became to prefer staying longer 
in their loved destination for leisure and in-depth cultural 
exploration, or hoped to frequently visit major parts of the 
world. It manifested that the Chinese outbound market 
would continually release its stronger energy and desires. 
Meanwhile, the existed problems are still major concerns of 
tourists, including language barriers (73.74%), personal and 
property safety (41.32%) and cultural differences (40.20%). 
The major respondents (79.31%) expected the industry able 
to build up some major channels with more detail and 
highly qualified information for their visit. The suggestion 
of providing more detail and professional guidebooks in 
bilingual of Chinese and destination language has reached 
to a higher requirement (53.91%). The necessary awareness 
on the cultural difference has been raised to (41.14%). The 
report also indicated that the customers had turned their 
interesting to participation of the travelmart, travel shows 
and exhibitions. The special promotion with the price 
deduction based on the cooperation between the destination 
authorities and tour operators were their enjoyable flavors. 
The brochures in brief introduction or simple forms were 
not their prefer printing materials.  

The report is prospected to providing a perfect reference 
in an exclusive way to the travel industry. In spite of 
some uncontrollable conditions and limited volume of 
respondents, limitation of our knowledge and capability, 
some of solution may appear to some different results from 
our expectation. But it real comes out by all the date base 
of all the solid feedbacks by the questionnaire. We cherish 
and deeply appreciate any readers who are able to give us 
any query or suggestion for our further study. Last but not 
the least, we would like to express our sincerely thanks to 
all respondents, cooperative tour operators and institutional 
partners who tried their best to help us in this research! 


