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High Value of the Branding
Enterprises, Up-Market
Products & Service

An exclusive interview with Yu Ningning,

President of CITS

A few days ago, World T ourism City visited Madame Y'u Ningning, President of
C1TS (China International T ravel Service Limited) at her office, and interviewed
her on how to build a unique tourism brand that can thrive in the marketplace. Dressed
professionally in a business suit, Madame Y'u impressed us as being vigorous and efficient
with her quick, concise and straightforward answers. She shared her experience and
opinions on how to create and manage high-end tourism brands and routes.

Q&A
Q= World Tourism City
A=Yu Ningning

Q; In recent years, high-end tourism has become quite a
buzzword in China, so what’s your definition of high-end

tourism?

A With the tourism industry flourishing, the number of
tourists has been on steady rise. Mature tourism routes
and products of the travel agency industry have been well
received. Based on existent mature products, many players
of the industry are striving to improve customer satisfaction,
elevate corporate value and expand market share. Such a
development trend is inevitable, healthy and orderly for the
industry.

We shall not mistakenly think that high-end tourism is
price-and- spending-oriented and thus only suit the rich.
It should be clarified from the very beginning that high-
end tourism discriminates no customer group and must be
refined and healthy for both the mind and the bodly.

High-end tourism is more than just a simple pile-up of
luxurious hotels, exclusive clubs, expensive restaurants and
fancy cars. Rather, it differentiates itself by pursuing more

diverse and profound customer experience. Moreover, high-
end tourism focuses on better service and more cultural
interaction. The most important thing that a travel agency
should do is to perfect its service to the tourists.

Doubtless, every travel agency must clearly define its own
high-end tourism and decide on its market positioning.
Every agency may have its own definition and positioning,
and there is no right or wrong answer in this regard. After
all, being “perseverant” and “diverse” is a key feature of our
industry.

We can draw upon the experience of high-end tourism
abroad. For example, two well-established US travel
agencies launched a high-end product featuring hiking in the
Scottish Highlands. It is an elaborately designed route with
no car-riding throughout the whole trip. Tourists, equipped
with professional outdoor clothes and tools, will walk past
herds of sheep and rest at ancient and peaceful Scottish
countryside where they can chat with the local villagers and
clergymen, and eat fresh and healthy bread, sandwiches and
salad. They will sleep in ancient castles or manors, enjoying
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the peace and tranquility of the rural night. The trip lasts
for a week or two with creative, detailed and thoughtful
services planed out throughout the whole experience. This
is an exemplary high-end tourism product favored by many
millionaires in the US.

As a matter of fact, high-end tourism is all about elaborate
design and meticulous service, both of which are hard to
achieve. However, tourists will notice your efforts and are
willing to pay for such experience. This is why high-end
tourism is by no means defined by extravagance and money.

Q; As a leader of high-end tourism, what do you think of its
development trend and spending model?

A: At present, high-end tourism is characterized by
becoming more and more internationalized with an
increasingly young customer base. High-end tourism
features a development trend towards “best experience and
best quality”. “Group Traveling” and “Family Traveling”
are the two major spending models. “Group Traveling” is
often driven with a business purpose, which requires a rich
and innovative portfolio of travel plans, whereas “Family
Traveling” focuses on leisure and creating meaningful
memory. These two models will both continue to survive
and thrive in the Chinese market. As China continues to
develop, the spending habits of the Chinese people will
inevitably shift from meeting basic needs to pursuing
quality services. Therefore, high-end and branded tourism is
the way forward for the Chinese tourism industry and it is
the responsibility of us tourism people to pave the way.

Q: High-end tourism has a huge market potential in China.
How should tourism agencies tap the market and develop
products?

A: To be sure, new destinations, routes and products are
the vehicles of new experience, and thereby represent a
prominent feature of high-end tourism. Howvever, they alone
are far from being enough because products and routes can
be easily copied. The difficult task is to cultivate “group
travellers” and “family travellers”, and make them your
loyal customers. High-end tourism customers usually work
hard and have a successful career. They are strict with our
services. We need to fully understand their core needs, and
accordingly improve the quality and competence of travel
agencies and staff catering to them.

Travel agencies should not go all out to promote high-end
tourism before they are well-prepared and capable. They
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might get one or two products work, but they can never
go far, because focusing on high-end tourism without
a standardized and professionalized system will bring
about just too much operational risk. There are also those
agencies who hype the concept of high-end tourism and
make products and routes that are priced excessively high,
sometimes even over a million. This reveals that high-end
tourism is still an ambiguous concept and market that need
to be defined further. We should not differentiate high-
end tourism from other tourisms with just pricing and
routes. Rather, high-end tourism, despite some products
and routes being unconventional, gives priority to creating
better experiences and providing better services. Food,
lodging, tours, transportation, entertainment and guiding
services should all be refined so that at last a relatively small
price change results in significantly improved customer
experience. This is a practical way to press ahead with high-

end tourism. It is imperative to avoid fighting for market
share by waging a price war.

In a word, to brand high-end tourism products pivots on
fulfilling the obligation of providing the best services to
tourists. A brand should be built upon the philosophy and
conviction that “we are the best of the industry”.

Q: Many domestic travel agencies have become aware that
to build a brand requires shifting from mass tourism to
high-end tourism. Could you advise on an entry point into
the high-end tourism market?

A Strategies for developing the high-end market differ
greatly from those for the mass market. Generally speaking,
a travel agency will only set out to tap the high-end
market after it is already a mature player. The agency will

benchmark its products in place to target market demand
and categorize its own products according to experience
and function. In this way, the agency can enrich its product
portfolio and identify a development path for branding. Its
original customer base will continue to grow and meantime
its newly developed products will gain new market share.
Such a development path will give full scope to the agency’s
own assets and therefore cannot be duplicated.

It is quite complicated when it comes to how to determine
clear and effective branding strategies. But one thing beyond
question is that no agency will make it in the high-end
market, let alone profit from it, without a successful history
in the mass market. The operational risks are too huge.

It is a pattern in the Chinese market that the Chinese
consumers tend to try new products out. Therefore, with
regard to promoting high-end tourism, it is advisable for the
travel agencies to encourage frequent customers to try high-
end products and introduce them to new experience.

Q: Is the World Tourism Cities Federation uniquely
positioned to have resources that can provide a new channel
into the high-end tourism industry?

A: World Tourism Cities Federation (WTCF) has a clear
purpose of establishing an open tourism platform for the
global tourism industry and various industries of the real
economy. Its membership covers such industries as aviation,
airport, finance, international credit, insurance, hospitality,
travel agency, cruise, railway, media, news etc. Combined
with resources from city governments across the globe,
it provides the most reliable news and information on
the global tourism industry. Meantime, WTCF provides a
channel for its member cities, institutions, businesses and
ordinary consumers to compare and select tourism products
and resources, which offers tourists great flexibility in
making travel arrangements.

WTCF has made flexible tourism products possible in
that tourists can freely choose from and combine a wide
range of food, hotel, transportation, tour, shopping and
entertainment offerings. It is a platform that integrates city
resources, corporate products, media functions and market
spending. With a tremendous potential to unlock, it gives
priority to promoting high-end tourism brands and services.

WTCF places together leaders from a diverse range of
industries, whose resources complement each other and will
jointly contribute to building leading brands in the tourism
industry.
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