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ABSTRAKT

Cina zaziva v poslednich desetiletich nebyvaly ekonomicky rozmach. Jednim z produkti
soucasného vyvoje je také obrovsky narust ¢inskych turistd vyjizd€jicich do zahranici.
Cilem této prace je zjistit a popsat typické rysy spotiebniho chovani ¢inskych turistl
vV zahrani¢i a na zaklad¢ zjisténych udaju uréit davody, které vedou ¢inské turisty
k navitévé Ceské republiky. V teoretické &asti jsou vymezeny zakladni pojmy souvisejici
s tétmatem. Prakticka cast je zalozena na aktudlnich pruzkumech ¢inského vyjezdniho
cestovniho ruchu a osobnich rozhovorech s ¢inskymi tour-operatory, specializujicimi se na
evropské destinace. Prace obsahuje aktudlni data tykajici se Cinskych turistl v zahranici,
ale také analyzu pficin jejich spotiebniho chovani v zahrani¢i. Dale jsou predstaveny
divody pro vybér Ceské republiky jako cilové destinace, podobné jako mozné piidiny
nezajmu &inskych turistd o Ceskou republiku. V zavéru prace jsou uvedena doporudeni na

zvyseni atraktivity Ceské republiky pro &inské turisty.

Kli¢ova slova: cestovni ruch, Cina, ¢insky vyjezdni cestovni ruch, &insky turista, spotiebni

chovani

ABSTRACT

In last few decades, China has been experiencing an enormous economic boom. One of the
products of current development is a massive growth of Chinese outbound tourism. The
aim of this work is to detect and describe typical features of consumer behaviour of
Chinese outbound tourists. On the basis of these findings, the reasons of Chinese tourists
for visiting the Czech Republic are defined. The theoretical part describes basic concepts
concerning the topic. The practical part is based on current studies on Chinese outbound
tourism and on personal interviews with Chinese tour-operators specialized in outbound
travels. It contains current data regarding Chinese outbound tourists as well as analysis of
the causation of their consumer behaviour abroad. The work furthermore introduces
motives for choosing the Czech Republic as a target destination and possible reasons of
disinterest of Chinese tourists in the Czech Republic. The final part of the work contains
recommendations for increasing the attractiveness of the Czech Republic for Chinese

tourists.



Keywords: tourism, China, Chinese outbound tourism, Chinese traveler, consumer

behaviour
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INTRODUCTION

China is becoming rich. Hand in hand with increasing Chinese economy also the number of
Chinese people who can afford to travel grows. Until recently, Chinese tourists were
traveling mostly within the country but latest trend shows that outbound tourism is on the
increase. China is now the third biggest source of international travelers worldwide: T TV
S- M. and Wolfgang G. Arlt. 20111 The amount of money spent by Chinese tourists on international
travel is constantly rising as well. It is natural that this phenomenon has attracted the
attention of many tourism related service providers all over the world.

The competition among world destinations trying to get their share of the Chinese
market is enormous. More and more new destinations were granted approved destination
status (ADS) by Chinese government which now allows Chinese tourists to travel almost in
any country in the world. However, there is still considerable lack of knowledge of Chinese
consumer behaviour related to tourism. Chinese tourism market is still in its infancy,
therefore very specific and different from other mature tourism markets. It is vital to search
in the mindset of Chinese travelers and to understand their motivation to travel. Only the
one, who is aware of the unique nature of Chinese outbound tourists’ behaviour, and is
flexible enough to modify the offer of tourism products, can win the competition. The aim
of the work is to provide a deeper insight to the difficult Chinese tourism market and at the
same time offer the clues leading to rise of competitiveness of the Czech Republic as a
tourism destination.

Initial part of the paper provides background knowledge regarding the topic. First of
all, the tourism in general is defined. The chapter follows with a characterization of
consumer behaviour with special focus on the consumer behaviour in tourism. Subsequent
part is devoted to a brief overview of Chinese country profile and Chinese economy. The
chapter is concluded by a definition of Chinese tourism with a detailed description of the
Chinese outbound tourism.

Although Chinese market is very diverse and therefore hard to characterize in
general, there are some features that Chinese travelers have in common. The second part of
the work aims to define the common features in consumer behaviour of Chinese outbound
travelers. It also includes up-to-date statistic data regarding Chinese outbound tourism.

The Czech Republic has recently experienced a huge increase in the amount of
incoming Chinese tourists as well. But comparing to other European countries as Germany,

France or Italy, it seems to be less attractive for Chinese visitors than aforementioned


http://www.tandfonline.com/action/doSearch?action=runSearch&type=advanced&result=true&prevSearch=%2Bauthorsfield%3A%28Tse%2C+Tony+S.+M.%29
http://www.tandfonline.com/action/doSearch?action=runSearch&type=advanced&result=true&prevSearch=%2Bauthorsfield%3A%28Arlt%2C+Wolfgang+Georg%29
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countries. Although China is only one of the sources of incoming tourists in the Czech
Republic, it is one of the fastest growing and most potential sources. Therefore it is worth
concerning the ways how to satisfy this promising market. The third part of the work
focuses on strong and weak points of the Czech Republic as a target destination and offers
recommendation for increasing the attractiveness of the Czech Republic for Chinese

tourists.
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1 TOURISM

According to World Tourism Organization (UNWTO), tourism can be defined as “a social,
cultural and economic phenomenon which entails the movement of people to countries or
places outside their usual environment for personal or business/professional purposes”.
[World Tourism Organization, d] 7 gatisfy visitors’ needs, a great number of related products and
services must be generated. A China’s tourism specialist Wolfgang Arlt states that tourism
can be seen as a mix of six basic components: accommodation, transportation, sightseeing,
catering, shopping and entertainment. 20112 211 pye to multiple impacts of tourism on
economies, local people at the destinations and tourists themselves, tourism became an
important player in socio-economic progress. It is necessary to apply a broader approach to
the tourism management and evaluation, [erld Tourism Organization, d]

There are three basic forms of tourism — domestic, inbound and outbound tourism.
Domestic tourism covers tourism activities of residents within the country, inbound
tourism comprises of non-resident activities in the country and outbound tourism includes
activities of residents outside the country. These three basic forms can be combined and
form other additional types called internal, national and international tourism. Internal
tourism comprises activities of residents and non-residents within one country. National
tourism is focused only on activities of residents of one country performed in the country
and abroad. And international tourism includes activities of residents outside the country
and activities of non-residents within the country, [Vorld Tourism Organization, ]

Modern concept of tourism started 60 years ago after the world started to recover
from the World War Il. Tourism is one of the fastest growing industries. As said by
UNWTO, international tourist arrivals have shown constant growth from 25 million in
1950 to the 980 million in the 2011 and it is expected that it will reach 1 billion in 2012.
[World Tourism Organization, c]. A\ Jthough the global tourism was negatively affected by the financial
crises in 2008 and 2009 when tourists’ arrivals and expenditure fell down, in 2010 it
experienced strong recovery worldwide by generating 693 billion euro in export earnings.
[World Tourism Organization, €] The nositive development in 2010 was reached mainly due to the
exceptional performances in international tourism of newly emerging markets, namely
Brazil, Russia, India and China, for which the world invented the abbreviation BRIC
countries. (A" 20112 61 1t js estimated that current tourism contribution to economic activity

worldwide is around 5% [World Tourism Organization, e]
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Together with the fast growth of tourism, the variety and competition among
destinations have risen as well. In 1950 the top 15 countries made 88% of all international
arrivals whereas in 2010 they got only 55% which reflects a significant increase of new
destinations, especially from developing countries. For many of them, tourism became a
number one economic sector as for income sources because the expansion of tourism has
brought new job opportunities not only in the tourism industry but also in other related
industries like constructions or telecommunications. [Vorid Tourism Organization, e]

Tourism market is still evolving. New trends are constantly emerging. To stay
competitive, tourism stakeholders are trying to identify and analyze these trends. Thus they
can make better informed decisions and develop up-to-date tourism policies, promotions

and final products [World Tourism Organization, c]
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2 CONSUMER BEHAVIOUR

“Consumer behaviour can be defined as the study of the processes involved when people
select, purchase, use or dispose of products, services, ideas, or experiences to satisfy needs
and desires.” [P M0l 2011 201 The definition of a Netherland cross-cultural communication
specialist Marieke de Mooij implies that consumer behaviour encompasses the whole
process of consumer behaviour before, during and after the purchase. [P¢ Moei 2011, 211

Knowing why and how people purchase goods, understanding their needs and
motivations is an important predisposition for successful marketers. When they know what
their customers require, what are the main factors influencing buyer’s decisions and
subsequent buying behaviour, they can more likely meet customer’s needs and thus beat the
competition, [Hudson 2000, 22]

There are several aspects that influence consumer behaviour. The following chart
serves as a model of consumer behaviour showing the basic factors that have a significant
impact on the buyer’s decision. It implies that the most important impacts come from the
individual psychological variables of a consumer, the social surrounding and the current

situation in which the purchase occurs. [Peeaultand McCarthy 2002, 158]

Marketirg mixes All othTr stimuli

Psychological variables Social influences Purchase situation
Motivation Family Purchase reason
Perception Social class Time

Learning Reference groups Sunroundings
Attitude Culture

Personality/lifestyle l

l

Person making Problem-solving process

decision

. | /

Person does or does not purchase (response)

Figure 1: Model of Buyer Behaviour
Source: Data adapted from Perreault, William D. and Jr. E. Jerome McCarthy 2002, 158.
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consumer behaviour is sometimes viewed as a subject for psychology at the
individual level and sociology at the group level. [P¢ Mool 2011211 5n the individual level,
marketers are especially interested psychological variables in consumer’s motivation,
perception, learning, attitude and personality (or lifestyle).

Motivation comes from person’s needs and wants. Consumers are motivated to buy
products to satisfy their own needs. Perception basically determines what the buyer sees
and feels when exposed to the wide range of stimuli persuading him/her to buy a particular
product. How the buyer gathers, interprets and retains the information about a product
varies greatly. A direct or mediated experience with the product brings the consumer to a
learning process that sets probable reactions. If the consumer is satisfied with the product,
the learning process reinforces and there is a big chance that a similar respond occurs at the
similar situation next time. Attitude can be described as a consumer’s approach to a
product, either positive or negative. Trying to change the consumer’s attitude is very hard
therefore marketers make efforts to identify existing attitudes of potential purchasers
towards the product and then work with them. In the aspiration to recognize how
personality influences a customer’s behaviour, the marketers came to a conclusion that it
is more useful to focus on the consumer’s lifestyle rather than the individual personality
traits. Recognizing the everyday stereotype of daily activities helps marketers to plan more
targeted marketing strategies. [Peeault and McCarthy 2002, 158 - 165)

On the group level, marketing specialists study how society influences consumer
behaviour. They are aware of the fact that the buying process is affected by relations with
other people. Being part of a family, consumers share many attitudes, values and spending
patterns with other family members. They also distribute buying tasks among each other
and discuss opinions on products. Such a family consideration may sometimes suppress an
individual preference. There are other groups that can have even stronger impact on
consumer’s decision. A reference group represents an attitude towards particular product
that the consumer wants to follow. In attempt to be accepted by the reference group, the
consumer chooses products or brands that are visible and demonstrate the values shared
with the reference group. Many marketers especially focus on opinion leaders - people
whose opinion on a product is accepted by others as a recommendation of opinion leaders,
either positive or negative, usually has a great impact on a large number of their followers.
The consumers’ behaviour is formed also by the social class to which they belong. Nearly

every society has some kind of social class hierarchy where people are grouped according
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to their income, occupation, education or family history. Marketing specialists take into
consideration the fact, that different classes have different values, beliefs and attitudes.
Above the all aforementioned factors, there stand national cultures that vary greatly and to
understand cultural differences is a key predisposition for a successful international
business. [Perreault and McCarthy 2002, 167 - 171]

All the mentioned variables generate a base for a usual consumer pattern that may
be however altered by a concrete purchasing situation. A reason why a customer buys
particular product can strongly affect buying decision. A consumer normally buying cheap
goods of low quality can decide to buy an expensive hi-quality product when purchasing e.
g. a present for a friend. Other important factor is the time when the purchase is made and
time which is allotted to buying a product. A product bought in a rush can be very different
from the one purchased after a decent consideration. The final consumer’s decision is also
influenced by another time-related factor — an urgency of the need that is supposed to be
satisfied. The purchase is made in a certain surroundings that can be inspiring to as well as
discouraging from the buying, [Perreaultand McCarthy 2002, 171 - 172]

A national income should be also considered as one of the main factors influencing
consumer behaviour. Only when the society is rich enough to satisfy basic physiological
and safety needs of its members, like need for food, drink, rest, health or protection, the
social and personal desires like status, acceptance by others, relaxation or fun arise. If the
society is poor, the people are interested only products that satisfy their basic needs.
Therefore the society must be economically strong enough to afford consuming products

satisfying higher-level needs, like relaxation and with it connected products of tourism.

2.1 Consumer Behaviour in Tourism
The issue of people’s consume behavior in tourism has been discussed since tourism
started, experiencing a rapid growth some thirty years ago. Nowadays in highly competitive
world of tourism, understanding consumers’ decision-making process is one of the pillars
for practical business considerations. The ability to adapt to new trends and customers’
requirements is vital for successful tourism business, [Hudson 2000.1-2]

Consumer behaviour research in tourism takes into consideration possible
environmental, socioeconomic, cultural and demographic impacts on potential tourists. It
focuses on how they choose among travel alternatives, why they prefer one destination to

another, and how they behave while travelling. Some researchers suggest that decision-
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making process of a traveler consists of five steps: desire or need to travel, collecting and
evaluating the information, decision, preparation for travel and actual travel experience,
evaluation of travel satisfaction, [Hudson 2000. 221

Unlike many other industries, tourism does not provide one tangible product but a
set of services which form one intangible product. Besides, there is usually a considerable
delay between the purchase of the product and its actual use. In the meantime, travelers
create their own image of the product which finally does not have to necessarily
correspondent with the reality. This often leads to dissatisfaction and brings bad promotion
to the destination. It is well-advised to improve the level of compatibility between the
tourist’s image of the product and real travel experience. (1'% 209 -2 |n order to succeed
in this aim, it is essential to find out, what factors influence consumers to buy the product
and on which bases they build their image of the product. However, the knowledge of afore
mentioned would provide mere clues, not a perfect manual of tips how to win potential

customers.
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3 CHINA

3.1 Country Profile

History of China dates back to the period around 2000 — 2500 years BC. Until twentieth
century, Chinese political system can be described as a cycle of dynasties, following one
another, with one ruling family. Twenty century brought many revolutionary changes,
among which the most significant was an establishment of the republic after two thousand
years long history of feudal monarchy, [Chinese Government's Official Web Portal]

People’s Republic of China (PRC) was founded on October 1, 1949, as a result of a
revolution led by communist chairman Mao Zedong. China is now governed by leading
Communist Party, headed by the president Hu Jintao. Nowadays political status is defined
in the Chinese constitution as follows: ,,The People’s Republic of China is a socialist state
under the people’s democratic dictatorship led by the working class and based on the
alliance of workers and peasantge,[Chinese Government’s Official Web Portal]

The country lies in the east of Asia by western coast of Pacific Ocean. After Russia
and Canada, China is the third largest country in the world. It encompasses a total land area

of 9.6 million square kilometers which is approximately a half of Europe. [EmPassy of the People’s

Republic of China in the Czech Republic, c]

The capital city of China is Beijing. The country is administratively divided into 23
provinces (including Taiwan which regards itself as an independent country), 5
autonomous regions — Guangxi, Inner Mongolia, Ningxia, Tibet and Xinjiang, 4
municipalities — Beijing, Tianjin, Shanghai, Chongqging and 2 Special Administrative
Regions — Hong Kong and Macao (Macau). [€hina Teday. &l

China is the most populated country in the world. In the year 2011 a total
population in mainland China was 1.374 billion citizens, which represents an increase of
6.44 million persons compared to year 2010. In 2011 the urban population for the first time
in China’s history exceeded the rural population with the ratio of 51,3% and 48,7%
respectively, [National Bureau of Statistics of Chinal chinese citizens are concentrated more in the
eastern part of the country (more than 300 persons per square Kilometer), whereas density
of population in the west is rather small (around 40 persons per square kilometer). "
Today, b]

China is a country with 56 different ethnic groups. The majority of people - 92% -

are of Han nationality, which is the nationality of Chinese aborigines. The remaining 8%
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includes 55 ethnic minorities like Tibetan, Uygur, Mongolian and others. As said by the
Chinese law, all of the ethnic groups are equal. [ Toda. bl

The national language of the People’s Republic of China is so called Putonghua
(the common speech), sometimes referred to as Mandarin Chinese. With its 6000 years old
history, written Chinese is one of the oldest language systems in the world. It is also one of
the five working languages at the United Nations. Besides official Mandarin Chinese,
nearly every of 55 nationalities has its own language, among which the most wide spread is
Cantonese used in southern China, [c"a Teday. bl

Chinese currency is named Renminbi with the abbreviation RMB and meaning
“People’s Currency”. The unit is called Yuan that is why the currency is sometimes

referred to as CNY — Chinese Yuan. Current exchange rate between Euro and RMB is
1:8,289 and between USD and RMB 1:6,299 (data from 17 February 2012). [China Today. b]

3.2 Chinese Economy

Chinese economy is no doubt the fastest growing economy in the world. The modern
history of Chinese economy started in 1978 when Chinese government introduced a new
economic reform which changed existing centrally-planned economy system to more
market-oriented economy system. Since then, Chinese economy has grown annually by
10%, the average per capita net income has doubled every ten years and overall
performance of the economic factors has improved. Such a growth has never been achieved
by any other country in the modern history. [Verid Tourism Organization 2008, 6]

Over the past ten years, China’s GDP has increased to the extent that Chinese
economy has overtaken several advanced economies as Canada, Italy, France, Great Britain
or Germany. In the year 2007 China’s economy was the third biggest economy in the world
and in February 2011 China became the second biggest world’s economy. It is estimated
that within 15 years, China will exceed USA which for a long time has been the biggest
economy in the world- [Businessinfo. 2]

Hand in hand with the introduction of new economic reforms in the 1978, the
Chinese government started to carry out a new policy of opening to the outside world. It
has brought a huge development of Chinese foreign trade. New commodities were
introduced in the export as well as in import - processed products have replaced heavy

industry and agricultural products, foreign capital started to flow to China and a number of
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cooperating countries has been rising since then. The state has replaced its monopolistic
approach to the foreign trade with a new system of indirect regulations via customs dues,

eXChange rates. loans and tax refunds [Embassy of the People’s Republic of China in the Czech Republic, a]

The above mentioned economic growth rate is closely associated with a fast
changing demand for new products, technologies, facilities and services. There is a vast
amount of foreign companies trying to penetrate the promising but very difficult market.
Chinese producers and service providers are more and more competitive and the chances
for successful business in China depend on a good knowledge of the market, well-

considered strategy and an appropriate quality vs. price ratio. [Businessinfo. bl

There are three main areas where the economic miracle is most visible. In the north,
there is the region around the capital city of Beijing and nearby industrial city Tianjin. The
agglomeration concentrating at the city of Guangzhou and its neighbourhood represents the
southern source and between these two there is another important region lying at the delta-
mouth of Yangzi jiang river by the city of Shanghai. [MWer'd Tourism Organization 2008, 12] Thage
three areas are also the most important sources of developing tourism industry which is

introduced in the following part.

3.3 Chinese Tourism
Tourism in China is a relatively new phenomenon. Since implementing the opening up
policy in 1978, Chinese economy has experienced a significant change, total GDP has
grown and people have become wealthier than ever before. Together with growing living
standard, a need of Chinese citizens for traveling has increased as well. [Embassy of the People’s
Republic of China in the Czech Republic, b] 15 9010, total tourism income reached 1.570 billion RMB
(c. 189 mil. EUR), rising by 21% compared to 2009. 2011211 China is now on the third
place in the number of hosted inbound tourists worldwide, and within Asia it generates the
biggest number of outbound tourists, [€hina Tourism Academy 2011, 11 Aq for jnternational tourism
expenditure, China experienced the fastest growth of all countries in the past ten years.
Since 2000, the expenditure has multiplied four times. Chinese tourists are now among top
three international tourism’s spenders. [Vorld Tourism Organization. b1 1y 5010 they spend around
42 billion EUR while travelling abroad- [Verld Tourism Organization, a]

Tourism industry in China is very closely bound with the state policy. Until the
death of the former communist leader Mao Zedong in 1976, tourism was ideologically

stigmatized as a waste of time and people were discouraged from any travelling. As said
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before, it was in 1978 when Deng Xiaoping, a new and progressive communist chairman,
introduced revolutionary economic reforms and realized that by permitting inbound
tourism, the country will open the way to get foreign currency. Vi 2031 The real boom of
tourism came after China entered World Trade Organization (UNWTO) in 1990, [Ryanand Gu
2009. 228 The fact that tourism industry has a positive impact on economy and social
development was recognized by the State Council in 2009 when tourism was proclaimed to
be one of the strategic pillars of national economy and “a modern service industry
increasing people’s satisfaction”. A" 29112 31 Thygs the Chinese central government accented
the important role of tourism and its influence to the improvement of people’s livelihood in
the process of economic development, [At2011a. 17-19]

Chinese policy towards tourism is well described by the words of David Scowsill,
President and CEO of the World Travel and Tourism Council (WTTC): “China’s
commitment to tourism was underlined with the declaration of the National Tourism Day
of China. Signing the Open Letter reiterates this long term commitment, and demonstrates
China’s leadership role in the Travel & Tourism industry. WTTC has long noted the
significant enthusiasm and support that the Chinese authorities provide to tourism. The
government truly understands the impact on job creation and the positive economic impact

that Travel & Tourism brings to global GDP>, [World Tourism Organization, 2]

3.3.1 Domestic tourism

Chinese government actively and increasingly supports the expansion of domestic,
inbound as well as outbound tourism. [A™20112.17- 19 homestic tourism began basically in
1990 when the development of national economy generated enough disposable income and
State Council publicized the “National holidays and memorial days” that served to extend
public holidays. This act created so called three golden weeks around the Chinese New
Year, May 1 and October 1 National Day, and boosted the desire of Chinese people for
traveling. In 1990 there were about 276 million domestic tourist arrivals, in 2000 the
amount rose to 744 million [Werld Tourism Organization 2003, 16] "5 jn 2010 it was already 2.1
billion domestic arrivals. Such a rapid growth was caused firstly by afore mentioned
vigorous approach of Chinese government towards tourism, secondly by correspondently
increasing promotion activities and lastly by a decent number of huge social events that
excited people’s desire to travel, from all let’s mention Olympic Games in Beijing, World

Expo in Shanghai or Asia Games in Guangzhou. To enhance the development of domestic
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tourism, China is currently working on improving internal infrastructure and providing

better public service facilities. /A" 20114 11, 18]

3.3.2 Inbound tourism

Inbound tourism underwent its huge takeoff at the beginning of twenty-first century.
[Ryan and Gu 2009, 226] China is now the third global tourist destination, surpassing Spain and
following only France and the USA. The number of incoming tourists in 2010 was 134
million, an increase of 5,8%. From these tourists 56 million stayed at least over one night,
which is a rise of 9,4%. They generated 35 billion EUR in international tourism receipts,
up by 15,5% compared to 2009. Most of the inbound tourists — 80% — came from Hong
Kong, Macao and Taiwan. A" 2012 9 The resting 20% of incoming tourists represents 26
million people from abroad, an increase of 19,1%. Buinesin. 8l Farajgn tourists were by
70% from Asian countries and Russia. These figures suggest that neighbouring areas are
very important source markets for Chinese inbound tourism. However, the amount of
foreign tourists from Europe is steadily increasing as well. Thus inbound tourism not only
represents an important economic benefit but also thanks to the uniqueness of local
touristic spots, it has an unexceptionable positive impact on the general image of the

country. [Arlt 20114, 9, 18]

3.3.3 Outbound tourism

The concept of outbound tourism in China is in many aspects different from the concepts
applied in western countries. Besides its mighty potential, the most significant feature of
Chinese outbound tourism is the role of the national government. There are much more
regulations, restrictions and control imposed on travelling. China’s tourism policy reflects
national values and inclinations that are often not understood by western world. Knowing
how the socialist system in Chinese outbound tourism works, contributes greatly to
overcoming the barriers and misunderstanding that many destination face when trying to
assert in the Chinese market: [#ang. Yiand Liu 2004, 8-9]

Before 1978, travelling abroad was basically restricted to official and business
travels. Chinese people have started to travel for private purposes, mainly to visit family
and relatives, after the adoption of the open-up policy. Accordingly, also the amount of
passport holders has grown since then. As for passports, there are three types — public,
private and passports for seamen. Issuing and supervision of passports is a matter of the

Ministry of Foreign Affairs, Ministry of Public Security and Ministry of Communications.
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The public passports are used for several reasons mainly of business or official nature. A
holder of the private passport goes abroad mostly to visit relatives and friends, to settle
down or to spend a holiday. Until 1990’s, the public passport holders predominated over
the private passport holders, nevertheless the proportion has inverted as more and more
people travel abroad for private purposes, [orld Teurism Organization 2003, 21]

A key role in the development, promotion and regulation of tourism in China plays
the Chinese National Tourism Administration (CNTA), a state organization responsible for
tourism in China. CNTA imposes harsh and complicated regulations on traveling abroad as
well as on licensing of local outbound travel agencies, [World Tourism Organization 2008, 2] T
“Regulations for the outbound tourism of Chinese citizens”, a document issued by the
Chinese government in 2002, not only sets yearly quotas on number of outbound tourists
but also states that only those travel agencies who have had long-time exceptional inbound
accomplishments can get the license for providing outbound services. These rules mirror a
government’s consideration that the money spent by Chinese citizens abroad must be
exceeded by the money spent by foreigners in China, so the economic balance and benefit
for China remain. [Nyiri 2010.72]

Traveling for leisure officially started in 1995 with introducing an Approved
Destination Status (ADS) system. [A12006. 271 ADS s granted to a particular country upon a
bilateral government agreement and signifies that Chinese citizens can officially travel to
the country for leisure. Until the implementation of ADS system, only traveling for
business purpose and official journeys with the approval of government were allowed.
Business or official travels are not liable to ADS, M Contecll therefore they can be
organized basically to any country in the world. The act of ADS system was a clear attempt
of national government to gain control over the outbound tourism in order to keep the hard

g, [Arlt 2008, 27 - 31]

currency within Chin However, it is important to mention that the

regulations set by national government are constantly loosening. [Verld Teurism Organization 2008,

35]

During the past few years, Chinese outbound tourism has been experiencing a rapid
development. Regardless of the threat of SARS (Severe Acute Respiratory Syndrome) in
2003, financial crises in 2008 and 2009 and political distemper that has influenced the
tourism in many countries of the world the amount of Chinese outbound tourists is steadily
growing, [China Tourism Academy 2011, 11 1y 9002 jt overtook Japan and became the biggest

outbound source market in Asia. It is nonetheless necessary to mention that a majority of
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all the outbound journeys head for Hong Kong, Macao or Taiwan. (A 2006 1051 Althoygh
these areas are officially a part China, the citizens of so called mainland China need to use
a passport to enter them. Thus the absolute numbers of outbound tourists are not precise.

In 2010, thanks to the constantly growing economic development, increasing RMB
exchange rate and also due to the reduction of visa constraints implemented by some
destination countries, Chinese outbound tourism achieved the highest results ever.
According to the data presented in the Annual Report of China Outbound Tourism
Development issued by China Tourism Academy, the arrivals of outbound tourists reached
more than 57 million, which is an increase of 20,4% compared with 2009. The spending of
outbound tourists was EUR 36 billion, an increase of 149, [China Tourism Academy 2011 1-3] The
consumption of Chinese tourists abroad exceeded the consumption of international
inbound tourists in China causing an international deficit in Chinese tourism sector. [A™
2011a.99) The following graph shows the rapid growth of the quantity of Chinese outbound

tourists between the year 1995 and 2010:

Chinese Outbound Tourists Arrivals
(in millions)

1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Graph 1: Numbers of Chinese Outbound Tourists Arrivals, 1995 — 2010

Source: Data adapted from Arlt, Wolfagang G. 2011b.

From the total number of outbound tourists, the vast majority (more than 51
million) heads for Asian countries. However, the following table illustrates an impressive

upheaval of long-haul journeys in 2010. The most popular non-Asian destination is Europe,
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although the increase in the arrivals is the lowest of all. The new destinations as Oceania
and Africa noted the biggest growth of 66% and 91% respectively, although the total

number of Chinese tourists in these territories is relatively small.

Table 1: Arrivals in the world destinations and the growth rate in 2010

Destination Total number of outbound Increase over the 2009
tourists
(in millions)
Asia 51,63 19%
Europe 2,33 15%
America 1,49 28%
Oceania 1,10 66%
Africa 0,73 91%

Source: Data from China Tourism Academy 2011.

The reasons why the outbound tourism is so flourishing are external as well as internal.
Chinese government has been constantly easing the regulations imposed on the outbound
tourism. Hand in hand with the central support comes more straightforward access to hard
currency and passports. Obtaining visa for entering the ADS countries is handled by
designated travel agencies therefore Chinese citizens are spared of the difficult visa process
at consulates. €M Conteetl chinese outbound market has also opened the door for
international tour operators. In recent years many destination countries have established
their branch offices in China in order to promote their destinations and attract potential
ViSitOfS. [Embassy of the People’s Republic of China in the Czech Republic, b] Simultaneously, a decent number
of destination countries have simplified or even abandon the visa procedures. At 2011, 9€]
At the same time, the income of Chinese citizens has grown. A newly emerged middle
class become wealthy enough to cover the basic needs but also to afford the luxury of
traveling abroad. Now, after nearly 20 years of leisure tourism history, the Chinese
outbound market generates not only more and more first-time tourists but also many

experienced travelers with growing interest in new destinations. YA 2011F]

As mentioned before, neighbouring countries are very important source destinations

for inbound tourism. Similar situation occurs in outbound tourism. A list of top ten most
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favourite destinations comprises mostly of Asian countries. The exceptions are the USA,
which is greatly promoted in China and Russia which shared common borders and in the
long term enjoys a good relationship with China. The following graph contains information
about the ten first-stop destinations for mainland China outbound tourists in 2009. As the
graph indicates, Hong Kong and Macao are by far the most popular destination with more
than 18 million and more than 15 million outbound tourists respectively. Sometimes it is
argued if the journeys to these destinations are real outbound journeys as they are a part of
People’s Republic of China. But due to the obligation to use passport when entering these

territories, they can be considered as outbound destinations.

Top Ten Destinations by Arrivals
(in millions)

Theiland |89 0,62
Singapore & 0,67
Russia |88 0,68
USA _- 0,82
Taiwan | EEE 0,9¢
Vietnam | S 1,34
Korea |SEEE 147
Japan | 1/55
Macao | 15,12
Hong Kong _ . . ; . . - . » 18,6f
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Graph 2: Top ten destination by arrivals of mainland outbound tourists in 2009

Source: Data adapted from China Tourism Academy 2011, 62.
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4 METHODOLOGY OF THE RESEARCH

The practical part of the thesis is based on data collected from primary as well as secondary
sources. The first primary source is my one-and-half-year personal experience working at a
Czech incoming travel agency Dreamboat focusing on Chinese tourists, second source of
primary data includes personal interviews with Chinese outbound tour-operators at the
tourism trade fair COTTM (Chinese Outbound Travel & Tourism Market) held in Beijing
in April 18 — 20, 2012, see the list of contacts in the Appendix P X.

The main secondary sources comprise of following studies: a current survey
“Outbound Tourists’ Behavior Questionnaire” from the year 2011, conducted by China
Tourism Academy (CTA) and a study “The Chinese Outbound Travel Market with Special
insight into the Image of Europe as a Destination” which was specially prepared in 2008 by
European Tour Operators Association upon the request of World Tourism Organization
(UNWTO).
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5 CHINESE OUTBOUND TOURISTS’ BEHAVIOUR

In past few years, Chinese outbound tourism has experienced one of the most remarkable
expansions in the world. Numbers of Chinese tourists traveling abroad are growing every
year. In 1995, the World Tourism Organization (UNWTO) in its document Tourism 2020
Vision made a prediction that by 2020 the Chinese outbound arrivals will reach 100
million. Taking into consideration the recent development, China is on a good way to reach

this goal much earlier [World Trade Organization 2008, 31]

Many world destination countries have
recognized the huge potential rendered by Chinese tourists and they consider China to be
the most promising outbound market.™ 2°°: 31 However, the hosting countries still have not
comprehended the urge to remove the psychological, social and cultural obstacles that
disallow Chinese tourists to fully enjoy their holiday. To prevail over other competing
destinations, it is essential to learn about the common features of Chinese tourists’
consumer behaviour and use the knowledge to adjust the offer to the customers’ needs. The
following chapter not only provides the latest data about who, when, where, how and why
travels abroad but it also has the ambition to trace the influences that have helped to form

the basic features of Chinese outbound tourists consumer behaviour.

5.1 Factors influencing Chinese tourists’ behaviour

When studying Chinese tourists’ behaviour, it is important to a) consider the values
that have for many generations formed the Chinese way of thinking, b) reflect on current
changes that influence the mindset of Chinese people. Chinese society is to the large extent
based on the moral principles of Confucian tradition that above all prizes a harmony within
the group. Collective happiness is seen as more important than the happiness of an
individual. [-4© 2010330 Chinese people have always highly valued personal relationships (so
called guanxi), social status and personal image (so called mianzi - “face”) and obligation
(ren) within a group.[Bowen and Clarke 2009, 171 Thage traditional values now face a great
challenge represented by an economical change that is modern Chinese society currently
undergoing. With the words of Wolfgang Arlt, “Chinese society is at the cross-roads in its
development”. On one hand the society is trying to modernize and on the other hand it
strives to preserve its traditional values. It is on the way to define the “new Chinesness”
and outbound tourists are one of the tools that demonstrate the new image of the country

abroad [Arlt 2011b]
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5.2 Purpose of traveling of Chinese outbound tourists

The purpose why Chinese people travel abroad can be obvious as well as hidden.
Nevertheless, all of the reasons relate to the above mentioned values, especially gaining
personal prestige and upgrading social status. Business or official trips, visiting friends and
relatives, shopping, relaxation, or studies are some of the standard reasons for traveling,
common to all nations. But Chinese tourists travel abroad for other not so easily detectable
reasons. Experience from international traveling helps them to gain a certain prestige.
Many Chinese travel abroad just because they want to show off to their neighbours and
thus create a better personal image. As Chinese society highly prizes status and
connections, the international traveling serves as a vow for a better position. Chinese also
travel abroad to learn how to behave as rich people. A recent rapid economical growth in
China generated a huge number of millionaires and billionaires, most of which are first-
generation rich. With no or little previous high-society experience, the Chinese use
international luxury traveling as a kind of training of upper-class behaviour. But moreover,
Chinese travel abroad to show the world the economic strength of China. Chinese
government has recognized the potential of international traveling as a tool for spreading so
called soft power. It means that through the mighty purchasing power of Chinese tourists
China displays its economic domination. Such an approach to traveling reflects Chinese

obligation within a group, in this case in the whole Chinese society. [A2011]

5.3 Chinese outbound tourists’ behaviour in statistic data

Following part brings latest statistic data concerning behaviour of Chinese
outbound tourists. It is based on a survey “Outbound Tourists’ Behavior Questionnaire”,
conducted by China Tourism Academy (CTA), a specialized institution directly liable to
Chinese National Tourism Administration (CNTA), with a main focus on researches
regarding the development of tourism. [China Tourism Academy]l This qyrvey was aimed to
describe factors that form a comprehensive characterization of a Chinese outbound tourist.
It was carried through the year 2010, once each month in Beijing, Shanghai, Guangzhou
and other cities with a total number of 2503 returned questionnaires, [China Tourism Academy 2011,
%] The results of the survey have been published in Annual Report of China Outbound

Tourism Development 2011.
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The survey starts with the description of demographic features of Chinese outbound
tourists. According to the gathered data, the proportion of male and female tourists was
nearly the same. Male outbound tourists with 53% just slightly surpassed female tourists
with 47%. Regarding the age, most of the tourists (64%) were between 25 — 44 years old.
The travelers had at least secondary education but they mainly possessed a bachelor’s or
higher education degree (709%). [China Tourism Academy 2011, 661 The exact numbers can be seen in

the Appendixes P I and P II.

As for the profession of tourists, the top three occupations were education (12 %),
10% of tourists work in manufacturing industry and the third place occupy tourists from
finance or IT, computer and software industries (both 8%). Indispensable part (7%) form
students going abroad for studies. Outbound tourists recruited mainly from higher-income
groups, 30% of which earned from monthly RMB 5,001 — 8, 000 (EUR 600 — 961
according to exchange rate on March 2, 2012), [china Tourism Academy 2011 691 a5 shown in the

Appendix P 111,

As mentioned before in the paper, more people are traveling for private than for
business or official purposes, [World Tourism Organization 2003, 211 |, 9010, the main reasons for
going abroad were sightseeing and leisure. For other purposes of outbound traveling see the
Appendix P IVV. Most of the outbound tourists (68,6%) were so called first-time travelers,
31,6% already had some experience with traveling abroad. 66,1% of the respondents

mentioned that their decision for outbound travel was important for them.

The process of decision-making in its early stages encompasses a searching for
information. Although the ‘word of mouth’ played a considerable role in gathering data for
Chinese outbound tourist, the Internet was the number one source of information as shown
at the Appendix P V. Potential travelers were interested mainly in scenic spots, costs of the
tour, transportation, lodging and possibilities for shopping at the target country. The tourist
sites and the tour price were also the most influential factors in choosing the eventual

destination, [China Tourism Academy 2011, 70] 'gea the Appendix P VI.

Because Chinese tourists in 2010 traveled abroad mainly for leisure, nearly half of
them (47%) went with the family members and another 25,1% with friends. Travel
companions from company, class, association or accompanying colleagues for business

meetings and conferences made 16,4% of all travelers. Other tourists were either alone or
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went on independent or self-guided tour. As for the accommodation, most of the tourists
preferred mid-priced and economy hotels but on the other hand luxury lodging, meaning 4-
and 5-stars hotels, was also quite popular. The travels lasted usually around one week, ("""

Tourism Academy 2011, 70 - 72 a5 s indicated in the Appendix P VII.

Chinese outbound tourists in 2010 spent around EUR 36 million abroad reaching a
historical record in consumption. It represented an increase of 14% comparing with 20009.
[China Tourism Academy 2011, 41 Tha average amount of money spent on outbound traveling was
5001 — 10 000 RMB, which is approximately EUR 600 — 1,200, [hina Tourism Academy 2011, 74]
see the Appendix P VIII.

The Appendix P IX shows that the biggest part of the expenditure was spent on
shopping and transportation. Most of the travelers cited that the expenditure on self-paid

goods exceeded the costs set by a travel agency for purchasing the tour, [China Tourism Academy

2011, 74]

The survey also dealt with the issue of travelers’ satisfaction. The participants were
asked to answer questions concerning six basic factors comprising outbound traveling —
board, accommodation, transport, touring, shopping and entertainment. As results showed,
the overall satisfaction has risen greatly comparing to 2009. Respondents gave favourable
comments especially to the public service at the destination. They were most satisfied with
transportation services, accommodation, entertainment and resort services. As for
entertainment, most people valued mainly entertainment facilities and featured
entertainment. Regarding resort services, recognizable traffic signs got very good
comments, whereas admission fees were seen as a weak point. Also the travel agency
services and food and beverage services did not rank very high. Shopping represents a great
part of outbound travelling, but it obtained critical comments. Although the respondents of
the survey were satisfied with the variety of products and appreciated featured product,

they gave low rating to the prices of the products. [China Tourism Academy 2011, 106]

54 Two segments of Chinese tourists

A recent trend shows that Chinese outbound tourism market is becoming more
segmented into two distinct parts. The majority is represented by tourists seeking for

package tours of lowest possible price, whereas quality is not their prime concern. On the
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other hand there is an increasingly distinctive group of high-end customers requiring more

sophisticated offers, willing to pay higher price for the quality of tours. (A" 201101

The first group of travelers consists mostly of so called first-time travelers who
especially when going on long-haul trip, want to see as many places as possible. They can
be described also as sightseers for their main goal is to visit the most famous sights. As
travelers, they are not very confident therefore prefer group traveling in comfortable,
secured mode with an experienced guide who takes care of their needs. Their holiday
activities comprise mostly of visiting famous attractions and historic sites and shopping for
well-known local brands and souvenirs. They are not interested in getting to know the life
of local people but rather in collecting photographs of “must see” sights which they can
show to their friends or relatives at home. Traveling abroad is thus related to the need to

elevate their personal image and gaining prestige and a higher social status. [Tourism Australia

12-13]

The latter group of high-end tourists includes mainly those who already have some
previous travel experience and come from higher-income classes. They are already
confident travelers who require an adequate respect for their individual needs and
preferences. They are willing to spend huge amounts of money for high-quality products,
luxury accommodation and individually organized itinerary. Not limited by the lack of
money, they can choose from a wide range of destinations, often preferring the ones
offering unusual experiences or adventure. They are particularly interested in the western
destination, seeking for opportunities to familiarize with the culture and real life of local
people. The reasons for traveling arise from their inner need to broaden their horizons and
to learn about themselves. Experienced, high-end travelers at the same time represent a
modern image of China abroad. As a result, traveling abroad is connected to Chinese sense

of obligation within a group as well as to radiation of soft power, as mentioned before.

[Tourism Australia, 6 - 7]

Both groups have one key feature in common — the love for shopping. Although the
people from the first group push the tour operators to accept the lowest possible price for a
package tour, they do not hesitate to spend twice as big amount of money on shopping.
The high-end travelers have already gained the reputation of big spenders worldwide. In the
last few years, the shops with luxury goods in the main touristic destinations have

experienced an immense growth of customers from China requiring the best-quality
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products for high prices. Chinese buyers show a particular interest in famous brands and
commodities with local characteristics. They travel for instance to Hong Kong to buy gold
and silverware, to Thailand to purchase articles made of crocodile skin, in Australia they

buy woolen products and Europe is popular for famous brands garments and handbags.
[World Tourism Organization 2003, 54 - 55]

5.5 Common features of Chinese consumer behaviour

Although trying to describe Chinese consumer behaviour in general is a nearly
impossible task, considering the large area and variety of cultures in China, researchers
have found some common features and came up with several hypotheses characterizing
consumer behaviour of Chinese tourists traveling abroad. The explanations of each point
show the relation with the Chinese tradition values:

* Shopping activities are important part of the outbound traveling of Chinese tourists [Art

2010, 27]

- here is a clear connection to Chinese tendency to show off, as many of the products
bought abroad are luxury goods that are intended to reinforce the social status of the owner
» Chinese consumers depend more on the opinion of their tour guide than on the
recommendation of locals (westerners) /A 2010.27]

- Chinese are naturally distrustful of foreigners who are not parts of their group and
believe that a Chinese guide who they consider to be a member of their group understands
their needs better than a foreigner
* Chinese consumers are likely to be influenced by relationship marketing strategies [Art
2010, 27]

- only marketers who are able to make long-lasting relationship with their customers
can be successful in the Chinese society who is strongly based on good rapport
+ Chinese do not like advertisements openly criticizing competitors’ products and services
[Arlt 2010, 27]

- Chinese are very sensitive to loosing face in public and they do not like to see
somebody to lose their face either
« As for tourism services consumption, an individual relies greatly on the decision made by
a group [Arlt 2010, 27]

- this point shows the overall group-oriented nature of the whole Chinese society

where the individual decision making is not encouraged
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» Comparing to westerners, Chinese consumers less express their dissatisfaction to tourism
suppliers [Arlt 2010, 27]

- as mentioned above, Chinese people do not feel comfortable when they make
somebody to lose face
« Chinese consumers Show more consumer consciousness than westerners (A 2010.27]

- this point can be related to the Chinese concept of collective happiness in sense of

not enforcing the selfish desire of individual over satisfaction of others

The Chinese National Tourism Administration CNTA predicts that by 2015
Chinese outbound travelers will number 100 millions spending USD 100 billion outside
China. Given the current government support of tourism and constantly growing figures of
Chinese outbound travelers it is expected that in the future China will become a world’s

number one source market, [At2011]
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6 KEY FACTORS FOR CHOOSING THE CZECH REPUBLIC AS A
TARGET DESTINATION

Czech-Chinese relationship in the area of tourism officially started in 2004 upon signing a
bilateral agreement of ADS, [World Tourism Organization 2008, Annex 11 gjnee then, the amount of
Chinese tourists coming to the Czech Republic has been steadily growing. In 2010, the
total number of Chinese visitors in the Czech Republic was 79 186 which represents an
increase of 28,1% to 2009. According to the data collected by a Research and Analysis
Department of Czech Tourist Authority CzechTourism, the main reasons for choosing the
Czech Republic as a target destination were sightseeing (57,1%), shopping (49,6%) and
entertainment (42,1%). The most visited regions were Prague (65,5%), South Bohemia
(15,4%), Karlovy Vary (8,2%) and South Moravia (5,2%). The high season starts in May
and ends in October- [ €zehTourism. al Ap average time spend in the country was 1,73 days. In
2011 the number of tourists raised by 37,4% to 108 802, [czechTourism. b]

Generally speaking, there is a lack of deeper research concerning Chinese tourists,
although the Czech Statistical Office and CzechTourism provide some basic statistics in
this field. However, in attempt to identify the main factors determining the choice of the
Czech Republic as a target destination it is possible to use the information provided by
research focused on the image of the whole Europe as a destination for Chinese tourists.
Following chapter is based on the findings summarized in the survey The Chinese
Outbound Travel Market with Special Insight into the Image of Europe as Destination
published by World Tourism Organization in 2008. Consequent conclusions imply the
results of my working experience in the field of Chinese outbound tourism as well as
information obtained at interviews with Chinese tour-operators focusing on outbound

travels.

6.1 Factors encouraging Chinese tourists to visit the Czech Republic
According to the aforementioned survey, Europe is perceived by Chinese people as
a “dream” destination comprising of various regions with individual characteristics. M
Tourism Organization 2008, XV1 1y e to the high price resulting from the long-distance flight costs,
Europe is still unreachable for most of Chinese people. However, if they decide for holiday
in Europe they are willing to pay the higher price. Concerning the fact that most of the
Chinese travelers visit several countries during one holiday, the Czech Republic with its

position in the middle of Europe is almost unavoidable for those travelers who decide to
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visit central Europe including countries like Poland, Slovakia, Hungary, Austria and/or
Germany.

The Czech Republic can benefit not only from the strategic position in the middle
of Europe but also from the membership in Shengen Area. Chinese tourists travel to the
Czech Republic on Shengen visa which applies also to other countries within the Shengen
Area. As a holder of Shengen visa, the tourist can travel also to other European
destinations.

The most popular activity of Chinese travelers is shopping. [VVorid Tourism Organization 2008,
XV Due to the high tariffs that are imposed on imported luxury goods in China, the prices
of the luxury products in the country of the origin are very attractive for Chinese visitors.
[vang Ning. 20111 c76ch-made products that raise the biggest interest of Chinese people are
mostly glass products, such as Bohemian crystal, Moser glass and other hand-made glass
articles. Biggest Czech cities also offer shops of famous world brands which attract
Chinese customers with relatively low prices.

In the mindset of Chinese people, image of Europe is closely related to the history.
[World Tourism Organization 2008, XV] 57ach Republic is a place with very high density of castles,
chateaus and other monuments of high historical value; twelve of the Czech sites are
included in the UNESCO World Heritage list. Although Chinese are familiar with the
famous European symbols like Eiffel Tower in Paris, Big Ben in London or Colosseum in
Rome, the Prague castle can be no less appealing to them and has the potential to become
another “must see in Europe” site.

More experienced Chinese travelers are interested in the customs of local people.
[World Tourism Organization 2008, XV The tradition in the Czech Republic and especially in Moravia
is still very lively. During the whole year, countless folklore festivals with traditional music
and dance performances are held throughout the country. Czech folklore tradition is
distinct from the traditions of other European countries and with an appropriate promotion
it can become a unique attraction of the Czech Republic.

Chinese tourists in general do not want to risk their safety and security while
traveling. [Vorld Tourism Organization 2008, 741 Natyral disasters as earthquakes and tsunami in Japan
or Thailand, political unrests as demonstrations in Middle East countries or severe
epidemic diseases as the deadly flu in Mexico are unlikely to happen in the Czech

Republic. Another point worth mentioning is, that unlike for example in the USA, in the



TBU in Zlin, Faculty of Humanities 40

Czech Republic it is forbidden to carry a gun. Therefore the country represents a place of

safety holiday.

6.2 Factors discouraging Chinese tourists to visit the Czech Republic

Besides above mentioned factors that create a positive image of the Czech Republic
there are also several facts that could discourage Chinese people from the visit in the Czech
Republic. The most emphasized constraint is the visa application process [Werld Tourism
Organization 2008, XV11 asen though it has been already simplified by implementing the Shengen
visa. Chinese travelers can apply for visa either at the Czech Embassy in Beijing or in the
Czech consulate in Shanghai depending on their residency. But unfortunately, the visa
procedure is more complicated and takes more time than in other Central European
consulates. Furthermore, unlike other European countries, Czech Republic has not yet
accepted Euro as a currency, therefore the visit in the country bears more inconvenience for
foreign travelers.

Another disadvantage comparing to other European countries is the lack of direct
flights to and from China. For most of the travelers, long-haul flights are very exhausting
and the necessity of further traveling to get to the Czech Republic can be crucial factor for
abandoning the country from the itinerary.

Last, but not least obstruction is connected with differences in cultures. Chinese
visitors often complain on the customer service of European service providers. They
criticize an unfriendly approach which arouses their feeling of unwelcomed visitors. This
problem is related to language barrier as well as to bad understanding of Chinese taste.
[World Tourism Organization 2008, XVI] garyice providers in the world have already noticed that
Chinese customers require different treatment, and with the enormous development of
Chinese outbound tourism, they are getting wiser in how to treat Chinese tourists. However
the Czech service providers have not done much effort to comprehend this large and
important issue.

Next chapter offers several suggestions that can help to solve aforementioned

problems and create more hospitable environment attracting more Chinese tourists.
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7 RECOMMENDATIONS INCREASING THE ATTRACTIVENESS
OF THE CZECH REPUBLIC FOR CHINESE OUTBOUND
TOURISTS

A strategy that would help to increase the attractiveness and strengthen the competitiveness
of the Czech Republic among other world destinations should be carried out
comprehensively by a number of tourism-related subjects. The recommendations are
therefore divided into three parts according to the addressee of proposed suggestions. The
first part is aimed on governmental bodies such as Ministry of Foreign Affairs, Ministry of
Regional Development and Czech Embassy and Consulates in China who have the power
to upgrade current policy towards Chinese incoming tourists. The second section addresses
the Czech Tourist Authority - CzechTourism responsible for the promotion of the Czech
Republic in China. Last set of recommendations is assigned to Czech providers of tourism-
related services whose quality can have significant impact on spreading either good or bad
reputation of the Czech Republic as a destination country among potential Chinese visitors.
All of above mentioned bodies, companies and service providers should be aware of the
fact that Chinese tourists are becoming very important players on the field of incoming
tourism to the Czech Republic and therefore the changes necessary to be made for their
satisfaction are worth considering. The recommendations are designed according to the

complaints and advices of interviewed Chinese outbound tour-operators.

7.1 Recommendations for Government Authorities

Negotiations on the government level should be held regularly to enhance the
relationship based on mutual benefit and reciprocity. The government bodies should try to
upgrade ADS agreement in order to set more convenient conditions for Chinese travelers
and thus encouraging them to choose the Czech Republic as a target destination. Our
government authorities should support trade, cultural, educational and other exchanges in
order to establish relationship on the level of individuals of both countries. Greater efforts
to introduce direct flights to China should be made in cooperation with local airlines. The
constant growth of visa applicants should be reflected by Czech Consulates both in Beijing
and in Shanghai by recruiting more staff to handle the visa applications. Following a

successful example of some countries which have eased the visa requirements, Czech
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Consulates in China should liberalize the complicated visa application formalities so as not

to discourage potential Chinese tourists from visiting the Czech Republic.

7.2  Recommendations for Czech Tourist Authority in China

Regarding the severe competition among destination countries trying to win
Chinese tourists, the Czech Republic should be massively promoted in China. The first step
towards Chinese people is to launch the official tourist website introducing the Czech
Republic in Chinese. The promotional materials should include also the information about
Czech habits and morals so as to prevent eventual misunderstanding. Czech Republic
should be portrayed as a safe destination with number of diverse touristic spots and many
shopping possibilities. The promotion should also emphasize uniqueness of local products
that can be reached only in the Czech Republic. The new areas should be introduced to the
Chinese market. Nowadays, Chinese travelers are familiar only with Prague and
surrounding cities but by promoting other places like Moravia and Silesia with their
distinct folk tradition could attract more mature travelers. The Research and Analysis
Department of the CzechTourism should conduct more research that would analyze
Chinese tourists’ behavioral patterns and establish a system evaluating the satisfaction of

Chinese tourists in the Czech Republic.

7.3 Recommendations for Czech service providers

The Czech service providers should focus not only on the consumption of the
Chinese tourists but also on understanding the special needs of this more and more
demanding group. They should adjust their services to individual tourist’s interests and
requirements. The biggest concern they should bear in mind is that Chinese tourists must
feel welcomed. In order to achieve this goal, they should improve their professionalism and
focus on details that could be crucial for the final satisfaction of Chinese guests. Education
and training on the topics related to the Chinese behaviour, habits, attitudes and culture
should be introduced. As language barrier represents one of the biggest problems, hotels as
well as shops with luxury products should encourage their staff to learn Chinese. With a
view to bigger spending, they should be also willing to accept Chinese currency and
Chinese credit cards. Chinese newspapers and TV programmes should become a part of

standard services provided by hotels. Touristic spots should provide Chinese mutations of
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their informational materials. For developing the industry and becoming competitive, it is
necessary to constantly develop more diverse, tailor-made products, like offering new

undiscovered areas, theme tours, unique experiences or luxury traveling.
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8 CONCLUSION

Recent economical boom in China together with open-up policy conducted by Chinese
government caused a rapid growth of Chinese tourist traveling abroad. Due to the
distinctive cultural background and short history of outbound travels, the Chinese outbound
market represents a young, promising but also very special and challenging market. In
order to satisfy the needs of Chinese tourists, it is necessary to comprehend their values,
motivation and expectation connected with traveling abroad. The main goal of this thesis
was to define typical characteristics of consumer behaviour of Chinese outbound tourists
and use the outcomes of the subsequent analysis to recommend solutions that would
enhance the attractiveness of the Czech Republic for Chinese tourists.

The work applied experience and knowledge that I have obtain during my year-and-
half work for a incoming travel agency focusing on Chinese market as well as information
provided by Chinese tour operators in personal interviews. | have also employed the data
from studies written on related topics.

The thesis was divided into two parts. The theoretical part focused on defining the
basic concepts concerning tourism, consumer behaviour, economical situation in China and
Chinese tourism. The practical part was devoted to analyzing consumer behaviour of
Chinese tourists when traveling. The analysis was supplemented with current statistic data
in the field of Chinese outbound tourism. The final part of the work comprised of the
analysis of possibilities that the Czech Republic as a target destination can offer to Chinese
tourists. At the end, the recommendations for increasing the attractiveness of the Czech
Republic were provided.

From the conducted analysis emerged several results. China is very likely to be the
main source of international tourists in the near future. Chinese tourism is, unlike in other
parts of the world, very tightly bound with the state government regulations. Although
most of the Chinese outbound tourists are first-time travelers requiring common itineraries
for the lowest possible cost, there is a considerable part of experienced tourists willing to
pay higher prices for unique, tailor-made tourism products. The motivation for traveling
abroad is connected to the basic values of Chinese society, as gaining prestige, enhancing
the social status and radiating soft power. Shopping is the most favourite activity of when
traveling abroad, Chinese tourists are especially interested in the world-brand products and
unique local goods of high quality. The biggest problems arising from traveling abroad is

the language barrier, cultural differences and difficult visa procedure.
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Europe represents an attractive but expensive holiday destination. In the year 2011 the
Czech Republic has hosted more than 108 000 Chinese travelers. Most of them visited
Prague and surrounding touristic spots, as Karlovy Vary and Cesky Krumlov. Key factors
leading to choosing the Czech Republic as a target destination were defined as follows:
strategic position in the middle of Europe, membership in Schengen area, good shopping
opportunities, historical monuments including several listed in the World Heritage
UNESCO, rich folklore tradition and safety. On the other hand, there are still many reasons
that discourage Chinese tourists from visiting the Czech Republic. Among the most
important was the difficult visa procedure, absence of direct flights, non-acceptance of
Euro and above all the misunderstanding of local service providers arising from language
and cultural differences.

The increase in the number of Chinese tourists coming to the Czech Republic
should be reflected by changes to be made at all levels of interaction with this unique and
promising market, ranging from the Czech Ministry of Foreign Affairs to Czech tourism-
related service providers. The recommendations offered at the end of the thesis can serve as
clues to enhancing the competitiveness of the Czech Republic among other world

destinations trying to attract Chinese outbound tourists.
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RMB 1 001 -3 000
Less than RMB 1 000
No income

0% 5% 10% 15% 20% 25% 30%

Source: Data adapted from China Tourism Academy 2011, 69.

APPENDIX P IV: PURPOSE OF OUTBOUND TRAVELS OF MAINLAND
OUTBOUND TOURISTS IN 2010

Purpose of Outbound Travels

Others

Conference

Culture and educational exchanges
Vigiting friends and relatives

Business

Leisure

Sightseeing

0% 5% 10% 135% 20% 25% 30% 35% 40% 45% 350%

Source: Data adapted from China Tourism Academy 2011, 70.



APPENDIX P V: SOURCE OF INFORMATION OF MAINLAND
OUTBOUND TOURISTS IN 2010

Source of Information

Others

Outdooradvertissment

Promotion activities from destinations
TV/Radio

Travelagency

Newspapers/Magazines/Books

Recommendation of friendsand family |

Internet

0% 10% 20% 30% 40% 50%

60%

Source: Data adapted from China Tourism Academy 2011, 71.

APPENDIX P VI: FACTORS INFLUENCING THE CHOICE OF
DESTINATION OF MAINLAND OUTBOUND TOURISTS IN 2010

Factors Influencing the Choice of Destination

Others

Food and beverages

Lodging

Local transportation

Leisure environment

Tour eXpenses

Tourist sites

T T T T T T T
0% 5% 10% 15%0 20% 25% 30% 35%

40%

Source: Data adapted from China Tourism Academy 2011, 72.




APPENDIX P VII: TOURS DURATION OF MAINLAND OUTBOUND
TOURISTS IN 2010

Tours Duration

Morethan 1 month
1 month

2 weeks

1 week

2 -3 days

1 day . . . . .’ .

0%  10% 20% 30% 40% 350%

Source: Data adapted from China Tourism Academy 2011, 74.

APPENDIX P VIII: EXPENDITURE OF MAINLAND OUTBOUND
TOURISTS PER CAPITAIN 2010

Per Capita Expenditure on Outbound Tours

Morethan 10,000 RMB ]
5,001-10,000RMB 1
3,001 -5,000RMB 1
2,001 - 3,000 RMB 1
1,001 -2,000RMB 1

Less than 1,000 RMB

T T T T T 1
0% 5% 10% 15%0 20% 25% 30% 35%

Source: Data adapted from China Tourism Academy 2011, 75.



APPENDIX P IX: DISTRIBUTION OF EXPENDITURE ITEMS OF
MAINLAND OUTBOUND TOURISTS IN 2010

Expenditure Items

Others ]

Board ]
Entertainment ]
Lodging ]
Admission fees ]
Transportation ]
Shopping ]

0% 59 10% 15% 20% 25% 30%

Source: Data adapted from China Tourism Academy 2011, 75.

APPENDIX P X: LIST OF CONTACTS INTERVIEWED AT THE
TOURISM TRADE FAIR COTTM IN BEIJING IN APRIL 18 — 20, 2012

Yang Ling, China Sunrise Travel Service, Authorized Outbound Tour Center, Beijing
Sun Weijuan, Easytour International Tours Co., Ltd. Guomao Branch, Beijing

Robin Geng, China Golden Bridge Travel Service Co., Ltd., Beijing

Grace Wang, China Commercial International Travel Service Co., Ltd., Beijing
Nathie Sun, Aijiatu, Beijing

Cui Jing, Beijing Refendo International Tours Co., Ltd., Beijing

Liu Wenhong, CITS Overseas Travel Co., Ltd., Beijing

Feng LiNa, CTS Sport Travel Service Co., Ltd., Beijing

Yuan Jiang, Mandarin International Tours Co., Ltd., Beijing

Zhou Ping, A. M. O. International Business Service Center, Beijing



Lian Hong Bin, Beijing Dragontours International Travel Service, Beijing

Chen Botao, China M&R Special Tours, Beijing

Lei Wang, China Sunrise Travel Service, Beijing

Ning Shi, China Bamboo Garden International Travel Service Co., Ltd. Beijing
Bao Xue, Harbin Efengxing Int’l Travel Service Co., Ltd., Beijing

Feng Yang, Tainjing Silent Bay International Travel Service Co., Ltd., Tianjin
Hao Zhigang (Jason), Leader Ground M.1.C.E. Service Co., Ltd., Inner Mongolia
Du Yang, China Environment International Travel Service Co., Ltd., Beijing
Michael Li, China Travel Service

Lily Zhou, C.Y.T.S. of Liaoning Province, Shenyang

Jack Lee, NJM International Travel Agency, Taiyuan

Zhang Ying (Sissi), Lv Mama, Shanghai

Candy Lee, China Classical Holiday, Tianjin

Zhang Yi, China Comfort Travel, Tianjin

Wu Qingwei, CTS Jiangsu China Travel Service Co., Ltd., Nanjing

Alice Xu, Guangdong Tianma International Travel Co., Ltd., Guangzhou

Lv Cheng Gang, Dalian Overseas Toursit Co., Ltd., Dalian

Bao Liang, CITS Henan China International Travel Service Co., Ltd., Zhengzhou
Yang Ying, Tianjin Prestige Holiday International Travel Service Co., Ltd., Tianjin
Liu Hui Ling, CITS Ningxia China International Travel Service Co., Ltd., Ningxia
Yan Tie Jun, Hubei Easy To Travel The World of International Travel, Jianghan

Wu Qingwei, CTS Jiangsu China Travel Service Co., Ltd., Nanjing



Ma Nan, Tianjin Seastar Business Travel Co., Ltd., Tianjin

Hao jing fei, CITS Handan China International Travel Service, Handan

Fiona Yang, Jiangsu Sainty Overseas Tourist Co., Ltd., Nanjing

Wang Yifei, Ningxia Yifei International Travel Service, Ningxia

Jessica Wang, Zhejiang Feiyang International Tourism Group Co., Ltd., Zhejiang
Jing Yu, Chengdu Everbright International Travel Service Co., Ltd., Chengdu
Sun Xiao Tong, CTS Sports Travel Service Co., Ltd., Beijing

Berry Bai, China Environmnet Int’l Travel Service Co., Ltd., Beijing

Ricky Bai, Beijing Global Tour International Travel Service Co., Ltd., Beijing
Dora Shen, Royal Holidays, Beijing

Isabelle Shi Ge, Beijing Harmony Int’l Travel Service Ltd., Beijing



APPENDIX P XI: PHOTOCOPIES OF BUSINESS CARDS OF THE
INTERVIEWED TOUR-OPERATORS

ik . . A PR
(@BTR) China Sunrise Travel Service N“\\A-tcur S L-RI-GI00I0A

Authorized Outbound Tour Center

Cui Jing Manager
Yang Lin
g g BEIJING REFENDO INTERNATIONAL TOURS CO., LTD
Add: Room 536C, JianYe Office Building, NO.7 SongYu North Rd., Chaoyang Dist.,

N e . BeiJing 100021, China

A‘dd‘ M).35. (A) i-uvwﬂ Street, 1‘L| :(010)68990171 Tel, +8610 87374372 Fax: +8610 87385203 400 088 0286-2
Xicheng District, Beijing 100037 China Fax: (010)58948956 G ATSATIT
Http://www.cststour.com.cn Mobile:13701113327 Mobile: +86 13801261541 :

MSN: gallop_sl@hotmail.com Email: adelecui0628dsina. com MSN: adelecuiémsn. com

easytour gy’ @‘?ﬁ CITS @@ﬁ;ﬁ&ﬁfﬁﬁggsﬂma

easytour.cn \m; :b E’Ej S
SBEF
‘e Business Tour Professional
Sun Wei juan X1 3T 4T
Manager Liu Wenhong
m#%me
Easytour International Tours Co.,Ltd. Guomao Branch O iR DRt lgA
7
Add: Rm310 Jiecheng Office Builiding No.7 Songyu North Road, »__f” Dirsctor wiose TA TA
Chaoyang DistrictBeijing. 100021 stk L FAAPA RSN A #7228 ) K WS08E i o

, %:100020
Tel: +8610-87709112 Fax: +8610-87385205 Add: RM 508 Prime Tower,No.22 Chaowai Ave.,Chaoyang DistrictBeijing 100020 China
Mob: 13520019166 QQ: 328590395 1% (Tel):(8610)65880063/65884929-356 W (Fax):(8610)65886273
E-mail: swj7886@126.com MSN : weijuan_88@hotmail.com gg‘j‘;;;’;%ﬁ%g@s'"a com Webs"eww;;i"?'féfa%??a?;
Licence No.: L-BJ-CJ00138

* CTS Sports Travel Service co., Ltd.
Outbound Travel Licence L-BJ-GJ00062
CTS

China Golden Bridge Travel Service Co.,Ltd.

Add: Room 307,171A, Di An Men West St., Beijing,
China .
P.C100035 Feng LiNa
-
Tel: 86-010-68990262 .
:902B Pu International Plaza, Chaoyang District, Beijin
Fax: 86-010-83280788 444: 9028 Hua Pu latemationa #sts - B0ES e

Tel : (8610) 6580 3896 Fax : (8610) 6580 2190
The Operation Manager of ~ Cell: 15010631595 13693521831 Mobile:134 2611 1752 Postcode:100020
International Exchange Dep  E-mail: robin.xg@hotmail.com Q Q: 137375405

Web: www.chinagoldenbridge.cn E-mail : feng.1ina2008@163.com

Robin Geng

-

®
MANDARIN TOURS
v ¥ 4 &5 MANDARIN INTERNAT |ONAL TOURS CO.,LTD
V CECITS Add: Rm301 Disanzhiye Buikding A, Shuguangxili
China Commercial Inlerr:a!ional Travel Service Co., Ltd . No.1, Chaoyang District, 100028 Beijing, China
Yuan Jiang .., s somm s 2ie/ e
Manager of Central and Fax: 8610-58222217

Grace Wang Intemational Communication Depatment Manager

Add: No.502 Haocheng Plaza Zuojiazhuang Zhongjie Chaoyang South America Department  Mobile: 13910130143
District, Beijing
Tel: +8610-84606709 QQ: 1273764906

Fax: +8610-84606769 MSN: bbh_ynanj@hotmail.com
Mobile: +86-13466361826

E-mail: jingjingwang007 @163.com E-mail: yyuanjiang@163.com

: m ﬂ!kﬂhﬁﬁgﬁﬁ*p

AM.O, INTERNATIONAL BUSIN

: ZHOU PING Qutbound tourism operations division

Mob : 13661167939
Tel : 010 - 65802213
Fax : 010 - 65804175
E-mail ; pingpingzh331@sina.com

Nathie Sun

Outbound Product Manager

; Room 1009, Hua Pu International Plaza,
No.19 Chao Wai Avenue,Beijing China
- www _chinaamo.com
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LIAN HONG BI

M 28
SALES MANAGER

Je 3 e BRI AT AL FR A S A

BEIJING DRAGONTOURS INTERNATIONAL

TRAVEL SERVICE DONGCHENG BRANCH
HE P L
EXIT CENTER

it EERHEBETH ORI 00FLBBWER11S

ADD NO. 411HUA TENG COMMERCE OFF | CE BUILDING

DENG SHI KOU STREET BEIJING CHINA
W% P.C 100006
N giETEL 86-10-65593612 65284488
& MFAX 86-10-65220060
FHIMOBILE 13910869121

QQ: 1040538125
MSN | 1anhongbin6@hotmail com

Lok

CHINA M&R
TOUFS

BRTE 38

VEEE

i i %k k& At #

China M&R Special Tours
25 e

Mk AERPER XL LIS R A MARSE
Hi%: 010-68000226

f£3(: 010-68000226

FHl: 13511088759

W4H: cynthia6985@gmail. com

Q Q: 1147299267

http://01107454. member. lotour. com

www.holylandtour.cn

k;i'y Wang
General Manager of Sales Department
SR

China Sunrise Travel Service

Add:Room 706,No.35(A)Fuwai
Xicheng Dist,Baijing éhi’na 10:)83';8“
Te!:86-10-88382856. 88386084
68992936, 88358061
88358120-809
Fax:86-10-58948805
Cell: 18611631373 13426338983
Email:#gholylendmur.cn
131389
LTI Ve
http://www. holylandtour.cn

Pl oo S TR T

CHINA BAMBOO GARDEN INTERNATIONAL TRAVEL SERVICE CO..LTD
Outbound Brand VISTA

aﬁ@ﬁ\ﬁﬁ?ﬂiﬁﬁﬁﬂa

Ning Shi mansge of Operaton deparument

Add:  15th Floor, Tower2, ZhuBang 2000 Business Center,
No.99 Balizhuangxili, Chaoyang District,
Beijing,P-R.Chian

Tel:  (8610) 85867676-6136

Fax:  (8610) 85867991

Mobile: 13811059370

Q Q 1410842490

MSN: shiningbomb@hotmail com

Http: /Awww vitschina.com

a8 E snre=

BAO XUE Operations Manager

EFENGXING INT WVEL SERVICE CO.,LTD
' TR B Bas Sk W ek MR

Add_Floor 4 China Interational WaterElectric Building.

No.3 East of Guangqu Aoad Chaoyang Dist Beijing
E(Tol) 010-56400666 Mobile 15210560153
MR(Fax) 010-57795270 57795275
QQ 2514758514
MSN bxsheep@hotmail com

BwRRARTE wAHARAE
HAR!

TRZPIB

p) WHOTESI Head of Up-Marke:
‘EJ % Mobile: +86 137 525 491 05

p ZrtpBERRTHEERAE

LTD

TIANJIN SILENT BAY INTERNAT

Add. PEEIHHERENEI2S
Tel +86-22-2325 6880

Http //www.seabochina.com

Fax 86-22-838321211P.C 300203 | E-mail Ivyfeng84@yahoo.cn
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cER GROUVUND

FEAMSUREARFELR

Leader Ground M.LC.E Service Co., Ltd

’*F .“E; F‘l'] 0tk msmmmﬁmﬁ&gasnm‘l
: 0L

: 010010
Jason :ﬁ: 0471-8939970 6939505
EFHEEE 4 X 0471-4603046

PN

F #l: 13500699970
MSN: hao616_6@hotmail.com

GoF

| Fashion Travel

tRAABBERABRARLA

China Environment International Travel Service Co.,Ltd.
et ALRIPARARE (BFRT)E01R1611E  ARBERED 100102

Du Yang
Add Room1611,No 601 Building, Wangjing Yuan(ULO Park),
PEP—F L Chaoyang District,Beyjing 100102
Wangjng Soles Department 215 /Tel 86-10-84787881/7882, 64398020/8021
R /Fax:010-64398022 FHL/Mobile 13801128448
'3 E-mail-yglw)@126.c0m Msnjessiedu(@hotmail com
Manager it www.changyous.com QQ:1071264032




. . General Manager Assistant
MlChagl Ll Outbound Department
Tel: 0531-82926558
Mobile: 13156014680
Fax' 0531-82926258
QQ: 2458187727

J8 B W

LILY ZHOU
£ S 3% 4
Tourism Products
Manager

PESTERBHAEXLNEEH8S

No.28 North 4 Jing St Heping Dis,Shenyang China

Tel : +86-24-22871133 Zip Code: 110003

Fax: +86-24-22871133

Hp: +86-18602447690 QQ: 1821130313

Htép://wwancyts,com

MSN/Email: Incyts @ hotmail. ;
yts@hotmail.com since 1985

Outbound Department

Jack Lee

Depariment Manager

[ﬁ-
o —
:‘e ) Add: The Crossing Of Nanzhonghuan ST.And
Tiyu Rd In Taiyuan
Tel: 0351-5285215 5628888 turn 600
ﬁnﬁﬁlg Fax: 0351-5285190 PostCode: 030006
Call: 18903518251 Q Q :1843028040
£-mak: xjsg18251@189.cn
Web: www.njmits.com
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www lvmama com

Outbound Wholesale
I
Operation Supervisor

400-666-6699

it LEHEPITMI7598 ZiETAMBERE (200333)

Add-7~12F,Block B,St.NOAH Plaza,No 1759 jinshajiang Rd ,Shanghai(200333)
HiET. (86)2160561748 & W/F. (86)2162628179

FHUM: (86) 13524688468 E-mail:sissi0417@126 com

TIANJIN COMFORT INTERNATIONAL TRAVEL CO.LTD. gog

Add: No.10,Baoding Road,Heping
District, Tianjin,P.R.C 300040
Tel: 022-23315776
Fax: 022-83280431
Mobile: 13132590257
QQ: 717437734 1351801089
CHINA COMFORT E-mail: annies76520@tom.com
MSN: annies76520@hotmail.com
TRAVEL Web: www.tjkanghui.com

Zhang Yi outbound Tourism Center

Department Manager

WWW.TJKANGHULCOM IATA

JIANGSU CHINA TRAVEL SERVICE CO., LTD.
CTS Outbund Tour Center

Wu Qingwei Vice General Manager

313 N Zhong Shan Rd Nanying 210003 China
rel:(025)83430085 &
Fax.(025)83344922

Mobile (0)13951836787

E-mail: 963082166(@qq com

Herp: / wone jscts.com

FEERDL B RAATEAEAE

GUANGDONG TIANMA INTERNATIONAL TRAVEL CO .LTD

BABLE snin

Alice Xu  Operation Manager
13929520340

ik MRS BE501-507 8 R A A A 1888 (510045)
Add:18/F Dongjian Building,501-507DongfengRD.Guangzhou,china
QQ:1461604469 Fax:86-20-83541401  Tel:86-20-28981479
MSN:lan. .cn E-mail:alice_ 163.com
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s China Classical Holiday
Add: B-28B

Mobile: 0086-1329994

E-mail: iwenlin I\_hl\ com:cn

vhotmail.com
te: hitp:/i .chts.com.cn
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{% % Bao Liang 13592645710

B Manager

Bt BE - BREUERFISREAEELI6R #B%:PostCode:450008
Add:16F West Towerof Y No.1NongyeRoadE: hengzhou,China
H35Tel:(0371)65851005 65851003 QQ:1141275425
£ HFax:(0371)65851902 B FEE-mail:1141275425@qq.com
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13821089916

Tianjin Prestige Holiday International Travel Service Co. Ltd
Rm.1803, Asia Pacific Tower No 35 Nanying Road, Hexa District
Tianym 300200, China

Tel: 86-22-23028327 Emuil.yangymg@23025566 com
Fax: $6.22-23134108 Web: www 23025566.com ‘a%
Msn yangying0929@hotmail com IATA
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* ¥ Trustee
Manager
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Business Af
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NINGXIA CHINA INTERNATIONAL TRAVEL SERVICE

o R

t
fairs Tourism Center

3% (TEL ) :0086-951-6717841

. TEBITARS 7?255,‘.;,“ {6 (FAX) :0086-051-6732498
4

1-2nd Floor, Tourism Bulldlng.
Dong Lu, Yinchuan,Ningxia,
#4%i ( POSTCODE ): 750004

MSN: liuhuiling3721@hotmail.com Wit (Http): WWW.NXGits.com

BEHE sem o
Yan Tie Jun General Manager Mjﬁ‘} 3\1:
aMaT KkEME

LB wsR FERIRITAL

Hube: Easy To Travel The World of International Travel

ILE ) : 0086-13995170285
4l (MOBILE) ]

RABTRELRKE76S XM AMAR 1262
Jianghan District Xingcheng Building, 176 Avenue, 12th Floor, Block A

Tel | 86-27-85310953 Mob / 8615827276636
Fax/ 86-27-65683447 QQ /756657646

JIANGSU CHINA TRAVEL SERVICE CO,, LTD.
CTS Outbund Tour Center

Wu Qingwei Vice General Manager

313 N. Zhong Shan Rd. Nanjing 210003 China
Tel:(025)83430985 83589829
Fax:(025)83344922

Mobile:(0)13951836787

E-mail : 963082166@qq.com

Hitp: / www jscts.com
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SEASTAR TIANJIN SEASTAR BUSINESS TRAVEL CO.LTD

B

Seuk: FORA MR E RS B 5: 86-22-23410808

LSRR P<CRES03E HK: 86-22-23410888
#B4&: 300381 51 13821260296

MSN: manan8165@hotmail.com

ors WM MEERET IR

DEEE Yandan China Intermational Travel Service

F

Hao jing fei

Add: HE¥BTHEEE 1285 (AL
. 0310-8085111 = Fax: 0310~
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; Wang Yifei ceo

Mobile: 18795088666 13709591453
Tell: 0951-6890011 Fax: 0951-5011638
{ MSN: yfzt1@hotmail.com QQ:347171310
| Zip code:750001 v
Add: Beijing middle road Fortune building A part 12fioor Ji
district, Yinchuan city of Ningxia china #
Net address: Http//www.nxix.com
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JessicaWang  European Special Line Manager
L EERREEAERAT
Zhejiang Felyang International Tourism Group Co. Ltd
M: +86133 2574 4507 E: 1972335247@qq.com | ]
T: +86574-8723 8612 F 87238536 www.feiyang.cn

Chengdu Everbright International Travel Service Co., Ltd
Tourism & Official and Business Group &Visa, FIT

\
Aﬁn\
eALN Outbound line & VIP service center

ng Yu ADD 3rdF loor DufuBardenBusinessBuilding
Manager No 2 theEastern Longteng Rd Wuhou
District. Chengdu post 610041
TEL 0086-28-66050881 66050882
FAX 0086-28-66050919
00 1932914977
E-mail 396049552@qq com

mobile. 13540751022




Sun Xiao Tong

Travel Abroad Department Manager

G
@
fry e CTS Sports Travel Service Co.,LTD.
Youanmen Department
' Add: Rm,347,JintaikaiyangBuilding,
NO.48BanbugqiaoStreet, XuanwuDIS,
-~ BeijingChina, 100054
Tel: 86-10-51232690
Fax: 86-10-51232680
Mobile: 13901109006
o O AR R 0T

E-mail: sunxiaotong1023 @hotmail.com

Beijing Global Tour International Travel
Service Co.,Ltd

LICENGE NO L-B5-CJ00130

Ricky Bai Vics Generai Manager

Add: Room B-715 Bejing Business World, No.56 East Xinglong Street
Chongwen District, Beijing, China. 100062 -

Mobile: 13910905960 f’-

Tel 010-51655513-123 67019859 L

Fax 010-66088866 67018166

MSN/E-mai. batnses66666@hotmail.com -

Hup: //www wizhouxing com
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Berry Bal Tour Operator

4/, Mobile 13720035785

AR 2 AR A5

Leadtime Tour

N
il

B LERARREHBE mu“ms:
Adcress Room

“naowang Distc muw.
@1% Tel +86-010486743600-223
5 Fax +86-010-86743609
BHJE-mall bayuBleadtime cn
MSN baiyu6128hotmail com
QQ 1614131510 N
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Travel Different

ROYAL HOLIDAYS

Add: 15F,Golden Land Building,
No.32 Liang Ma Qiao Road,

Dora Shen Chaoyang District,BeijingP.R.C
Opertiiiy Direchor A m;:ﬁ 6460 2888 ext 200
. el: + -
MobllesSoetielns Fax:  +86-10-6465 4972/92
E-mail: dorashen@royalholidays.com.cn
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Beijing Harmony Int'l Travel Service Ltd

Isabelle SHI Ge

Deputy General Manager

A-=702, Nen Xin Cang Intemational Tower, A 22, Dong Si Shi Tiao,
Dongeheng District, Beijing 100007, China

Tel  : 0086 105169 0226/ 0086 10 5169 0016 Ext 116

Fax : 0086 10 5169 0221 / 0086 10 5169 0507

Mobile: 0086 1380 118 9391

E-Mail : shige@h-travel.com

www.chinaharmonytravel.com www.alachine.com
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