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Abstract

This Dissertation was undertaken in order to gauge Wales’ interest in the ever growing, lucrative Chinese tourist market, according to the following objectives; 
· Research and critically analyse academic literature, to gain a deeper understanding of the subject.
· Conduct primary research, gauging Wales’ interest in the Chinese tourism market, and investigate strategies used by Welsh tourism and other stakeholders.
· Analyse and evaluate findings, highlighting potential benefits and challenges of Chinese tourism in Wales and offer recommendations for possible improvements.
The study provides an insight into tourism development and the development of China, the rise of its middle class and the outbound Chinese tourist market, which has over the years become one of the most influential tourist markets globally. It examines the socio-economic impact of this tourist market on Europe, the UK and vitally focussing on Wales, as this is the main purpose of this study. The various research methods introduced variations between qualitative and quantitative data, collection and analysis, which were used in the primary research carried out.  These results were analysed with some predicted, but also surprising findings. This study then concludes findings, highlighting areas of possible future improvements, in order to entice the Chinese market.
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[bookmark: _Toc9428899]1.0. Chapter 1 – Introduction

A sharp rise in Chinese tourism in recent years has seen countries globally competing for this tourist segment. The United Kingdom has also benefited, and London in particular, has seen the biggest draw for this tourist segment. Other parts of the country, such as Scotland, are also proving very popular, having equally experienced a rise in this tourist market. This therefore raises questions, whether Wales could also benefit from attracting this target market.

[bookmark: _Toc530231934][bookmark: _Toc9428900]2. Aims and Objectives 

[bookmark: _Hlk9199594][bookmark: _Toc9428901]2.1 Aim

The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations which could benefit Wales in targeting this tourist market.

[bookmark: _Toc530231936][bookmark: _Toc9428902]2.2 Objectives

i) [bookmark: _Hlk508806546]Research and critically analyse academic literature, to gain a deeper understanding of the subject.
ii) [bookmark: _Hlk530142084]Conduct primary research, gauging Wales’ interest in the Chinese tourism market, and investigate strategies used by Welsh tourism and other stakeholders.
iii) Analyse and evaluate findings, highlighting potential benefits and challenges of Chinese tourism in Wales and offer recommendations for possible improvements.

The above targets have been designed in accordance with the SMART objectives, ensuring they are Specific, Measurable, Attainable, Realistic, and Time bound.   According to the University of Glasgow (2018), “SMART Objectives are structured in a clear, concise and succinct way’… And …’are useful in…setting expectations for what can be achieved’. Meeting these criteria therefore aims to provide a sound base for successful research.


[bookmark: _Toc9428903]3. Rationale

With the recent rise of the Chinese middle class, has come not only a higher disposable income, but also, as Peterson and McCaffrey (2018) point out, a different mind-set.  Whilst the new middle-class consumers pay a lot of attention to their status and purchasing high end products, Peck (2017) explains, that Chinese consumers also increasingly seek travel and new experiences.  According to the BBC (2016), the UK has also seen a rise and has benefited from Chinese tourism, especially in London and Scotland. 
This therefore raises questions, whether Wales could also benefit from this tourist market.  The Welsh Government survey in 2016 also suggests, that almost half of visitors to Wales are European, therefore, with the looming uncertainty of Brexit, Wales may need to review its strategies in attracting an alternative international tourism market, perhaps from further afield. Therefore being one of the highest financial contributors globally, China could prove to be a strong contender for Welsh International tourism (Chen, 2018).  
Therefore, within its literature review chapter, this Dissertation aims to provide an insight into tourism growth, with particular focus on China.  With UNWTO (2018) stating that Europe has been rising in popularity within the International scene, the document will highlight the benefits the Chinese tourist market brings to this continent, whilst also bringing attention to cultural concerns, which have been experienced by some European countries, such as Switzerland.  The document will then further examine and discuss whether the United Kingdom also benefits from Chinese tourism and whether Wales is equally taking an interest in this tourist market.  The methodology chapter is where the researcher will discuss the various techniques, which were used in primary research data collection and their effectiveness.  The research findings will be analysed and discussed within the analysis chapter, with the final chapter discussing the overall findings, whilst offering possible recommendations for any future improvements.



	


[bookmark: _Toc9428904]2.0. Chapter 2 - Literature Review 

[bookmark: _Toc9428905]2.1 Introduction

This chapter will examine the development of tourism and highlight its contribution to the global economy. It will investigate the rise of the Chinese middle class and the growth of its tourism industry. It will discuss its contribution to the European market and examine whether Wales is equally taking advantage of this lucrative tourist segment. 

[bookmark: _Toc9428906]2.2 Aim
[bookmark: _Hlk9016366]
The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations in order to establish whether the country is benefiting from this tourist market.

[bookmark: _Toc9428907]2.3 Objective

i) Research and critically analyse academic literature, to gain a deeper understanding of the subject.


[bookmark: _Toc9428908]2.4 Global tourism development and contribution

[bookmark: _Hlk4755907]In recent years, travel and tourism have become an integral part of many people’s lives and in many cases could be viewed as a necessity rather than a luxury (Torberg, 2017).  Although Mathieson and Wall (1982), cited in Taillon (2014) p.1 describe tourism as “The temporary movement to a destination outside the normal home and workplace, the activities undertaken during the stay, and the facilities created cater for the needs of tourists”, Ryan (1991) argues, that tourism does not only meet physical, but also psychological needs, as he further defines tourism as;
“The means by which people seek psychological benefits that arise from experiencing new places, and new situations, that are of a temporary duration, while free from the constraints of work, or normal patterns of daily life at home” (Ryan 1991, cited in Taillon 2014, p.1).
It could therefore be suggested that, that due to the psychological value to the recipients, tourism could be seen not only as a matter of choice and luxury, but also as a matter of necessity and fulfilment.
Tourism begun to significantly develop since the 1960s, and as Theobald (2005) explains, since then, it has been growing continuously for the next three decades.  This has vitally contributed to the global economy by creating new jobs, developments and infrastructure not only benefiting tourists, but equally supporting and sustaining host communities (Department of Economic and Social Affairs, 1999; Eurostat, 2018).  In fact, Abonoouri et al (2012) point out that countries which place a strong emphasis on tourism, tend to display greater growth.  Despite the industry experiencing several setbacks such as terrorism, or even facing past health scares from the SARS virus, the industry continues to move forward (Wilder-Smith, 2006).  The vast financial gain the industry brings is widely recognised by governments globally, who continue to invest in new developments and infrastructure, in order to meet increasing demand (Theobald, 2005).  The tourism sector is an ever-growing industry and according to the World Travel and Tourism Council (2018), it has contributed $8,272 billion (10,4%) to the global Gross Domestic Product (GDP), with direct GDP increase of 4,6% in 2017.  The industry also created 313 million jobs, amounting to 9,9% of total employment in the same year (Travel and Tourism Council, 2018).  The UNWTO (2018) therefore emphasises the growing importance and global demand for this industry.  The UNWTO (2018) further states that until recently, the USA has been the leading global spender, though new ‘BRIC’ economy markets (Brazil, Russia, India and China) have been catching up (Steinbock, 2018).  Smith (2018) reports that, China in particular has been one of the fastest growing outbound tourist markets on the current global scene, showing a great future growth potential.  

[bookmark: _Toc9428909]2.5 The Development of China  

Over the past 30 years, China has grown from one of the world’s poorest countries, to what is now one of the strongest global economies (Atmons and Dixit, 2009; Yueh, 2015).  Nevertheless, even as late as 2000, only 4% of the Chinese urban population were categorized as middle class, though this has soared to 68% by 2012 (Barton, n.d). It is predicted that by 2022, China’s urban middle class will reach 76%, with a 45% rise in middle class for the whole population (Barton, n.d).  Barton (n.d) states, that it is the cities which have seen the biggest growth in an investment, as well as income.  In fact, Barton (n.d) goes on to say that urban workers are likely to earn around three times as much, as those in rural areas.  Jain-Chandra et al (2018) concurs saying, that income disparity between the more affluent urban areas and the poorer rural areas of China continue to be evident, with at least 30 million people still classed as below the poverty line (Jennings, 2018).  Official figures in 2018 suggest however, that the Chinese government has already ‘lifted’ 12,89 people out of poverty via its village by village scheme, improving infrastructure in harder to reach areas, as well as enticing potential investors to consider more rural areas (Jennings, 2018).  
The rise of the Chinese middle class however cannot be solely attributed to investment but also possibly to the control of overpopulation.  Wesley (2017) points out, overpopulation needs be controlled, if strains on resources and the environment are to be avoided.  Therefore, with China’s population reaching more than one billion in the 1970s, the Communist Government decided to take drastic action, by imposing a strict one child policy rule (Babones, 2017; Myers et al, 2019; Wesley, 2018).  This was seen as an economically beneficial step, aiming to improve productivity and relieving financial strain on the state.  Whilst some have condemned the Chinese Government’s one child policy decision, other experts believe that this has been the main turning point in the country’s sharp economic rise (Yang, 2018).  Professor of Sociology in the University of California, Feng Wang stated, that the one child policy has enabled families to save, thus contributing to their disposable income.  As a result, families were able to invest into their child’s education, creating a skilled workforce and this was seen as vital in creating a more prosperous and stable future for China (Yang, 2018).  Zhu (2013) reveals the one child policy law has created a child orientated society, where parents and grandparents invest significant amounts of money into their child’s upbringing and education.  For instance in Beijing, parents spend twice as much on their offspring’s English education and after school activities, then anywhere else.  The aging population has however created difficulties in itself, causing a socio-economic imbalance, with possible future negative growth (Myers et al, 2019).  To restore the balance, in 2013, the Chinese Communist Government revoked their decision from a one child policy to two, though Myers et al (2019) state that the Chinese population numbers continue to decline.  Mayers et al (2019) warn, that If this continues, it could have negative ‘demographic, economic and political impacts on the country.  
Nevertheless, Atsom and Dixit (2009) reveal, that presently, 80% of the richest Chinese consumers are under 45, compared with 30% in America and only 19% in Japan. There are significant differences in consumer leisure behaviour between the rich and the mainstream, such as sporting activities, visiting spas and dining out. Technology and the use of the internet have also risen in popularity, now with more than 802 million users (57.7% of the population) and 98% being mobile (McCarthy, 2018). Young Chinese are increasingly dependent on Social Media such as WeChat and as Flora (2016) points out, these can be very influential.  Swarbrooke and Horner (2007) explain that for instance socio-economic factors, as well as perception by others, can have strong influences on consumer motivation which seems to be the case with the young Chinese population.  Messenger apps such as WeChat, are also used for purchasing high end goods, though it is not only material products they are interested in, but increasingly experiences and especially travel (Plotnic, 2018; Xinhua, 2019).

[bookmark: _Toc9428910]2.6 China Tourism Development

With the rise of the middle classes and associated disposable income, as well as the Chinese government’s more relaxed approach to foreign travel, Chinese tourism has in recent years undergone major changes (Eurostat, 2018; Glick and Spiegel, 2011; Reed, 2016; UNWTO, 2013).  Zhou (2019) explains, that throughout the 1990s, the Chinese central government strongly encouraged domestic tourism, in order to ‘stimulate consumption’ (Zhou, 2019).  With the rise in the Chinese middle class came a higher disposable income but also, as Peterson and McCaffrey (2018) point out, a different mind-set and the desire to travel overseas (Bakir et al 2017; Chen et al, 2018).  Xinhua (2019) reports that according to research carried out by the Hilton Worldwide Holdings Inc. and Nielsen (global measurement and data analytics company), the Chinese like to travel in style, purchasing luxury holidays and travel products.  The Chinese tourism industry is therefore growing rapidly with tourism revenue growing by 10.5% each year, rising to approximately $891 billion in 2018 (Xinhua, 2019).  
Since 2005, Chinese outbound tourism has skyrocketed from 31 million in 2005, to 116.9 million in 2015 and according to Chen et al (2018), it is now the biggest outbound tourist market in the world (KOF Swiss Economic Institute, 2017). Whilst the rising middle-class consumers tend to pay a lot of attention to their status and high-end product purchases, Peck (2017) explains, that Chinese consumers also increasingly seek new travel experiences.  In 2016, more than 70 million worldwide trips were taken, resulting in an increase of 11.7% since 2015.  Figures also indicate that 70% of China’s outbound visitors typically take short hall trips to destinations such as ‘Hong Kong, Macau or Taiwan’, although as Smith (2018) stipulates, the Chinese are increasingly interested in long hall destinations, prompting for example European countries, to attract this lucrative tourist market.
Despite the sharp rise in travel, Smith (2018) reports that mere 7% of Chinese nationals actually possess a passport, in comparison with around 40% of American and 76% of British nationals (Chen, 2017).  Dai et al (2017) also points out that in fact, only 5.21% of the Chinese population actually travel abroad.  Whilst at first these figures appear very low; it is important to remember that China’s population has now reached around 1,4 billion.  Therefore in comparison with the UK’s population of a mere 66 million, even a small percentage such as 5.21% of Chinese overseas tourists proves to be significant, presenting a great opportunity worldwide (Babones, 2017; Office for National Statistics, 2018; Smith, 2018).  Though Dai et al (2017) reports that in proportion with other developed countries, China still fares behind, the China Outbound Tourism Research Institute (COTRI) forecast predicts a rise of 255 million of Chinese residents travelling overseas by 2030 (Smith, 2018). 
Whilst travelling, the Chinese are also known for their expensive tastes. According to Chen et al (2018), Chinese holidaymakers spend more money in a single trip than any other nation.  The UNWTO (2018) figures show that the Chinese spend has reached 24 billion Dollars in 2006, rising to 261 billion Dollars in 2016, making China one of the highest global tourism spenders, along with the USA ($135 billion) and Germany ($84 billion), spending almost twice as much as the Americans (GTP, 2018; UNWTO, 2018).  This trend has therefore created global competitiveness for this tourist market (World Tourism Organisation (UNWTO), 2018). 
Many countries around the world have already taken advantage of this growing tourist market, with many taking steps in preparation for welcoming Chinese tourists by being ‘China ready’ (Edinburgh Tourism Action Group, 2019).  Europe, as Peck (2017) explains, has been growing in popularity amongst this tourist market and TTR Weekly (2018) claims that Europe has seen almost double the amount of Chinese visitors in 2018, than in the previous year.  This could be attributed to the ‘China-Europe tourist year’, meaning that Chinese visitors to Europe have had easier access to flights and visas.  The Chinese Tourism Academy which screens ‘Chinese tourist flow, consumption structures, behaviour characteristics and travel experiences’ states, that Europe has in fact become the second most popular tourist destination amongst Chinese visitors.  

[bookmark: _Toc9428911]2.6 Chinese tourism in Europe

European Union statistics for 2016 indicated that over the past decade, Chinese tourism in Europe has tripled, with the Chinese overtaking non-EU inbound tourist markets such as Brazil, Russia and even the United States (Eurostat, 2018).  Peck (2017) explains that Chinese middle-class clientele looks for luxurious goods and holiday destinations, wishing to experience Europe’s various cultures.  Statistics indicate that the United Kingdom (31%), Italy (18%), France (13%) and Germany (10%) are among the most popular European countries amid this tourist market, with shopping in particular being one of their favourite pastimes in the many European capitals (Eurostat, 2018; Peck, 2017). Since past terrorist attacks in Western Europe, Eastern Europe has been slowly increasing in popularity, with places such as Serbia, Croatia or the Czech Republic amongst their favourites and Prague ranking in the top 10 most popular cities with the Chinese (TTR Weekly, 2018). 
Peck (2017) reports that shopping for high end brands such as Gucci and Louis Vuitton, purchasing goods such as clothing, leather products, perfumes and jewellery are their favourite pastimes and this is what reportedly the majority like to spend their money on (Hosokawa, 2018). Paris Gucci store sales have risen by 44%, with net profit of 2,35 billion Euros, whilst Geneva also reported a rise in sales of their luxury brands (Hosokawa, 2018).  In the UK, as Featherstone (2017) reports, Chinese tourists spent £29 million in shops, during Golden week alone. It seems that shopping is the driving factor for this tourist market wanting to visit Europe, which is very positive not only for the retail industry, but also tourism.  Nevertheless, Chen et al (2018), argues that research carried out by McKinsey & Company shows that the Chinese in fact give preference to travel experiences, as opposed to shopping, as has been previously believed.  
Travel however can present its own challenges, as cultural differences and high visitor numbers contribute to cultural dilution and at times potential inter-cultural conflict.  According to the Local.ch (2018), the Swiss have been experiencing their fair share of problems, mainly due to differences in shopping habits, i.e. Chinese visitor touching food products without purchase or crossing streets in large groups whilst taking photos, not considering others.  BBC (2015) however reports, that inappropriate code of conduct by some Chinese visitors, resulting in growing tensions, prompted the Swiss authorities to intervene, by ensuring separate forms of transport are used for the locals and visitors (Fan, 2015).  Due to the rise of similar incidents, thus projecting the wrong image of the Chinese nationals, has prompted the Chinese Government to act by refusing any offenders the right to travel for up to several years (Kuhn, 2015).  The great economic benefits however outweigh some intercultural issues, with Chinese tourism still recognised as very beneficial to the global economy.

[bookmark: _Toc9428912]2.7 Chinese Tourism impact in the United Kingdom 

With UK receiving 31% of Chinese inbound visitors to Europe, it appears to be one of the most popular European destinations (Eurostat, 2018).  
[image: ]
Figure 1- Tourism nights spent by residents of China in EU (Eurostat, 2018)

The BBC (2016) reports, that whilst first time visitors make London and England as their primary stop, Scotland is not too far behind (see figure 1) (Visit Wales, 2017). 
[image: ]
Figure 2- Regional Spread Chinese Tourist Market (Visit Wales, 2017)
To continue to entice this tourist market, Visit Britain has thus developed the ‘GREAT’ China welcome campaign, offering businesses advice on getting ‘China ready’.  Equally, this campaign serves visitors by offering information and suggestions in terms of the best accommodation, shopping and attractions to name a few (Visit Britain, 2019).
Similarly, to the Visit Britain campaign, Visit Scotland has a dedicated section which provides information as well as a ‘China Toolkit’, specifically designed for businesses aiming to target Chinese visitors (Visit Scotland, 2019).  The highlands and especially the beautiful historic town of Edinburgh, are a big draw for Chinese visitors.  Visit Scotland (2018) has reported that in 2010, Chinese tourism spend alone has amounted to £7 million, which by 2017 has further risen to £44 million, with an increase of £37 million in 7 years (Scottish Government, 2018).  The First Minister Nicola Sturgeon stated that “Tourism is a vital part of Scotland’s economy, and these figures demonstrate the growing significance of Chinese visitors to our country” (Scottish Government, 2018).  She went on to say, that with so much potential, it is vital to continue to build strong links with China, especially since the confirmation of the new direct air route between the two countries (Scottish Government, 2018). With direct flights to Beijing since 2018, Scotland’s connectivity to China now makes it an even more attractive option for this lucrative tourist market.  
As experienced in Scotland, sightseeing is equally high on the agenda for the Chinese, hoping to explore English cities such as Cambridge. Whilst at first it may seem beneficial to see the arrival of large tour groups, hoping for a significant contribution to the local economy, Ferguson (2018) reports, that these visits rarely benefit these communities.  Ferguson (2018) further states that similarly to the Swiss, this at times causes friction amongst residents and visitors, as the visitors reportedly ‘bring their own food and leave rubbish behind’, leaving locals unhappy.  This ‘hop on, hop off’ Chinese culture, therefore raises questions as to the value of mutual benefits, in terms of visitor spend at a destination and the value of the visitor experience for the Chinese. 
Park and Santos (2017) describe the tourist experience as;
‘…holistic and multi phased, encompassing a broad range of interconnected processes and dynamics involving anticipation, moving to the site, on-site experience, moving back, and post travel recollection’ (Park and Santos, 2017).
Although some elements do not appear to reflect the Chinese tourism experience, others such as the anticipation of a destination, travelling around and reflection, sharing images with friends on Social Media ring true (Sotiridaris and Gursoy, 2016).  The Chinese increasingly seek new experiences and destinations, therefore one that remains relatively unknown to them, is Wales.  Offering safety, miles of stunning coastline and clean air, which is often sought out by this tourist market (Kim, 2017).

[bookmark: _Toc9428913]2.8 Chinese Tourism development in Wales	

Wales is a beautiful, safe and relatively undiscovered destination, though in terms of tourism figures and expenditure, Wales seems to lag behind the rest of the UK, with Scotland and England taking the lead (see Figure 1). According to the Statistics for Wales (2018), in 2008, Wales has received 987, 000 visitors, contributing £339 million to the economy, marginally rising to 1,079 000 in 2017, with visitor spend of £369 million.  The Welsh Government figures for 2016 show that, Wales largest inbound tourist contributors were from the Republic of Ireland (129,000), France (105,000), Germany (97,000) and the United States (91,000).  The Welsh Government survey in 2016 equally suggests, that almost half of visitors to Wales are European, therefore raising questions whether Wales should consider alternative International tourist markets.  
With focus on the Chinese visitors, lack of information available would suggest, that this market is not high on the agenda. This appears to be the case, as Welsh Government (2018) reports, that in fact 90% of Wales visitors are domestic, as is demonstrated on the recent Welsh Tourism Barometer survey below.
[image: ]
Figure 3- Tourism stakeholder opinions on who Visit Wales marketing campaign should target (Welsh Government, 2018)
This could be due to restricted marketing funds, as Roberts (2014) reports that with a mere £7 million marketing budget, in comparison with Visit Scotland’s £47.5 million, Ireland’s £36 million and England’s £11 million on their marketing campaign, Wales is left behind. Despite this, Visit Wales aims to focus on attracting business events to Wales, which have been predicted to be worth more than £24 million to the Welsh Economy.  Similarly, with rising numbers of Chinese students in Wales, International education is another area of growth targeted by Wales. The Welsh Government will be reportedly investing £3 million into a campaign, to attract international students in growing markets (Welsh Government, 2018). 
The Welsh Government (2018) reports, that North Wales has succeeded in targeting the Japanese tourist market, therefore it would be beneficial to equally replicate this success with the Chinese market as well.  According to Professor Pritchard, although International markets form only a small percentage of visits, their high spend is very much needed, contributing greatly to the economy (BBC, 2014). Therefore creating opportunities for the affluent middle-class Chinese market could prove very prosperous for Wales.
If the Chinese tourist market is to be seriously considered, taking into account that a majority of affluent Chinese visitors are likely to come from large cities such as Beijing and Shanghai, transport expectations will therefore be high, and this is an area of deficiency for Wales. In saying that, Transport for Wales reports £5 billion investment into Welsh rail services (Welsh Government, 2019). On the contrary, bus services, according to Future Generations (2018), are ‘in serious long-term decline’.  Nevertheless, the Welsh Government aims to bring Wales to the forefront by investing into the infrastructure, such as the purchase of Cardiff Airport and more recently securing a contract with one of the world’s leading airlines, Qatar.  BBC (2018) reports that since the Cardiff Airport takeover in 2013 and spending £52 Million, the Welsh Government further invested £6 million on improvements to its terminal.  This was seen as a very positive step for Cardiff Airport, who according to the BBC (2018) were making significant losses.  This therefore would not only increase its potential value but more crucially make the airport more competitive amongst its rivals, such as Bristol. Furthermore, this would also aim to increase footfall on the Welsh soil, bringing international visitors to Wales directly. Although it is unclear whether Cardiff Airport currently targets the Chinese market directly, Qatar Airways operating from Cardiff offers one stop flights via Doha to 150 destinations, including China’s Shanghai (Cardiff Airport, 2019).  Furthermore, the Welsh Government and Cardiff Airport representatives have recently participated in ‘World Routes China’, a global event designed for aviation industry professionals (Routes Online, 2018). 
Being one of the highest financial contributors globally, could therefore mark China to be a very attractive option for Welsh tourism (Chen, 2018).  Likewise, with a good safety record in the current volatile climate and clean air, often sought by the Chinese, due to very high pollution levels in their home cities, Wales could prove to be an attractive choice (BBC, 2017).  Dai et al (2017) explains however, that host communities need to be culturally aware, to prevent conflict, as was experienced by the Swiss. Taking simple steps such as enhancing language development to prevent language barriers, ensuring host communities gain an understanding of the different culture, providing Chinese visitors with relevant television channels, books and other reading materials would significantly improve their visitor experience (Dai et al, 2017).  Equally, Wales needs to consider factors such as product development, investing into high class 5* and 4* accommodation, improving transport links, developing its national brand and identity to raise its global profile, similarly to Scotland and Northern Ireland.  To summarise, whilst competition is strong, Wales needs to ensure that it focuses on the above areas, with Visit Wales pushing forward to promote its identity, receiving equal recognition, as is the case with Northern Ireland and Scotland.
















[bookmark: _Toc9428914]3.0. Chapter 3 – Research Design and Methodology

By gaining a deeper understanding of the subject from the previous chapter, this chapter focuses on the various data collection methods used, as they form a vital element in this study.  

[bookmark: _Toc530231935][bookmark: _Toc9428915]3.1 Aim

The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations in order to establish whether the country is benefiting from this tourist market.

[bookmark: _Toc9428916]3.1.1 Objective

· Conduct primary research, gauging Wales’ interest in the Chinese tourism market, and investigate strategies used by Welsh tourism and other stakeholders.


[bookmark: _Toc9428917]3.2 Research 

Research is vital in gaining new information, which aims to identify and provide clearer understanding of any potential issues.  Identifying these, it aims to establish the most effective ways in which these could be dealt with, based on the presented findings (National Institute for Health Research, 2019).  Sutton and Austin (2015) identify research as a data collection process, involving the accumulation of large volumes of information, by means of various methods and strategies (Bryman and Cramer, 2001; Veal, 2011).  In this instance, the researcher has carried out a study evaluating Chinese tourism in Wales, by examining the effectiveness of existing strategies used by Visit Britain, Visit Wales and other, smaller tourism organisations.  This study therefore aimed to identify potential shortfalls, in order to provide solutions and the best course of action to take.  
In order to gain deeper understanding of the subject, the researcher used both, secondary and primary research data for the purpose of this study.  Collis and Hussey (2014) describe secondary data as data collected from previous research using a wide variety of sources (Brown, 2018).  For the purpose of this particular study, the investigator used secondary research to collect information by selecting a combination of sources such as library books, e-books, academic journals, articles, as well as online sources, in order to enhance the research quality.  In contrast, Collis and Hussey (2014) further explain that primary data is data collected first-hand via interviews and questionnaires, as was the case for the purpose of this study (Brown, 2018).  Both methods have then compared past and present data results to gauge an overall project outcome.  
Data collection is a vital element of any research, contributing vital new information to a study and this was therefore the key in this primary research, as demonstrated in the Research onion below (see in figure 1) (The Office of Research Integrity, n.d.). The Research Onion concept offers a clear guidance, whilst demonstrating the role and importance of each layer, necessary to successfully conduct the research (Saunders et al, 2009).  For the purpose of this research, it was decided that an inductive approach would be the most appropriate approach to take, as it was unclear to what extent, if at all, Chinese tourism was being targeted in Wales.  Due to time restrictions, the researcher opted for the Cross-Sectional time horizon, as opposed to the longitudinal time horizon, which would require to be carried out over a longer period.  Mixed methods (Triangulation) were also used, utilising Interviews, questionnaires and a case study, aiming to achieve a balanced research result.

[image: ]
[bookmark: _Toc8989212][bookmark: _Toc9240192]Figure 4- Research Onion (Saunders et al, 2009)

[bookmark: _Toc530231941][bookmark: _Toc9428918]  3.3 Research Methodology

According to Veal (2011), research methodology refers to the study of data collection processes and the various methods used, as seen above in figure 1.  Collis and Hussey (2014) add that these methods are required to ‘address the research questions’ (Collis and Hussey, 2014).  For instance the way the research is carried out can vary in the time this takes, such as the Cross-sectional and Longitudinal methods.  Whilst both, the Cross sectional and Longitudinal studies are observational, meaning they do not manipulate the research environment, the Learning Hub (2018) states that, the ‘…difference is that cross-sectional studies interview a fresh sample of people each time they are carried out, whereas longitudinal studies follow the same sample of people over time’ (Institute for Work and Health, 2015; Saunders et al, 2007).  Whilst collecting data, it was vital for the researcher to understand that the information provided represented the participant’s views and feelings at that given time.  Time, in terms of research, is represented by the cross sectional and longitudinal time horizons, differing in the way they are studied. This study therefore aimed using the Cross-sectional time horizon approach, allowing data collection from various sources in a relatively short time.  This approach, however, could be considered superficial in comparison with longitudinal approach, only offering a snapshot of that given time and not giving a sufficient long-term overview (Saunders et al, 2012).  Therefore, in order to increase the reliability of this study, further research may need to be repeated in the future.  Reliability, according to Collis and Hussey (2014) refers to the accuracy and the lack of disparity between data collected now, and again in the future.  Another credibility aspect adding to the research accuracy is validity.  Similarly to reliability, validity also requires any subsequent research to produce the identical result (Collis and Hussey, 2014).
[bookmark: _Hlk529648975]This study has used the ‘Mixed Method Approach’, also referred to as Triangulation. This means that the research was carried out using a combination of surveys in the form of questionnaires and interviews, as well as the Chinese tourism in Wales case study (Collis and Hussey, 2014).  Using these methods, the researcher therefore aimed to gain unbiased information from several stakeholders, increasing the survey credibility (Saunders et al, 2012). 
Due to the nature of this study, an inductive approach has been used (linked with realism), aiming to build a theory through the research process and consequently gaining a deeper understanding of the subject matter (Gabriel, 2013).    

[bookmark: _Toc530231943][bookmark: _Toc9428919]3.4 Qualitative and Quantitative  

A mixture of Qualitative (Phenomenological) and Quantitative (Positivistic) methods, as well as case study, referred to as the Mixed Method, were used to gain necessary information (Veal, 2011).  Punch (1998: 4, cited in Finn et al, 2000) describes quantitative research as …’where data are in the form of numbers, and qualitative research where the data is not in the form of numbers ‘.  There is therefore a distinct variation between the two methods in the way they are collected, presented, as well as analysed.  Quantitative data (questionnaires) presented more challenges in terms of data collection, due to low and unpredictable participation numbers. Once results were present however, analysis proved to be relatively simple using figures, data entry using Excel and graphs.   
Qualitative data (interviews) on the other hand were more predictable in terms of guaranteed participation once appointments were arranged, though this was not the case with two potential participants (Visit Wales and Cardiff Airport) who were unable to respond in enough detail, due to their time constraints. This data gathering technique proved to be more complex in terms of information gathering, than the quantitative method, though recording equipment was used to mitigate this.  Additionally, the large volume of information required transcription for each individual interview, making the task lengthy and complex to analyse.  Finally, the data has been analysed by searching for repeat and key words and common themes, using Matrix table, to offer easy information access (Finn et al, 2000).  

[bookmark: _Toc530231942][bookmark: _Toc9428920]3.5 Sampling 

Sampling refers to a specific method which, as Bryman and Cramer (2001) state, aims to examine and analyse a small sample of a target group, representing that particular demographic (Collins et al, 2007). Whilst it was not possible or practical to survey all stakeholders, the researcher has decided to carry out random sampling (probability) for the majority of stakeholders, with a target audience consisting of accommodation, attraction and food and beverage providers (hotels and B&Bs). This has been conducted via questionnaires, as it was not initially clear, which stakeholders cater for the Chinese tourist market and how.  
Purposeful sampling using qualitative method (interview), has been selected to target specific participants (see section 3.9), which have been selected due to the value they could add to this study, in gaining current information, but equally to evaluate, how the situation has changed over time. The collected data further aimed to offer a representation of the stakeholder’s performance, gauging whether any aims and objectives set by Visit Britain were being met, whilst bringing attention to any discrepancies (Saunders et al, 2012; Veal, 2011). 

[bookmark: _Toc530231944][bookmark: _Toc9428921]3.6 Strategies

[bookmark: _Toc530231945][bookmark: _Toc9428922]3.6.1 Interview and data design

Interviews were used to purposefully target specific organisations, as opposed to the questionnaires which were targeting random industry sample groups (see section 3.5).  Interviews therefore aimed to provide more in-depth information, offering the researcher as well as the participant certain flexibility to elaborate on any questions given.  The depth, quality and volume of information therefore contributed to the data accuracy, as opposed to limited information acquired by questionnaires.   
In first instance, the researcher aimed to carry out six interviews, rising to seven in depth and one partial interview from specific stakeholders (see section 3.5).  Although the researcher has achieved a higher number of interviews than anticipated, due to time restrictions by Visit Wales and a lack of response by Cardiff Airport, the participant target audience needed alteration. 
This method presented some difficulties in terms of the date and place arrangements, the length this would take, ensuring suitability for both, the researcher and the participant (Saunders et al, 2012; Veal, 2011). Once arranged, each semi-structured interview lasted approximately 20 minutes with questions carefully designed to suit each candidate in order to gain more in-depth information in comparison with usual questionnaires. Using open questions allowed the participants to elaborate further, thus adding to the reliability factor (Collis and Hussey, 2014).  As Collis and Hussey (2014) explain, both, reliability and validity will be of a great significance, as this will decide the overall credibility of the research. 

[bookmark: _Toc530231946][bookmark: _Toc9428923]3.6.2 Questionnaire and data design

This method has been selected primarily due to the potential suitability of data collection ease and analysis (see sections 5.1 and 6), with a combination of paper and online questionnaires aimed to gain qualitative and quantitative data (see section 5.4).  Initially, the researcher has opted for detailed paper questionnaires (see appendix questionnaire 1), aiming to gain an in-depth information, in comparison with an online version.  Due to difficulties experienced with the questionnaire distribution however and lack of response during the pilot study stage, the researcher selected alternative approach via an online research platform.  This from of data collection was also more cost effective and efficient, using platforms such as social media to encourage participation.  Using this method therefore aimed to increase participation and reach wider audiences, although this by no means guaranteed a higher participant response rate, as was the case in this research.
A mix of open and closed questions, as well as Likert style questions, have been designed to gain quantitative data.  Nevertheless, as closed questions can be prescriptive and not always offering the most relevant choices to participants, open questions aim to allow for further elaboration.  Moreover, by ensuring that questions are not leading or suggestive in any way, aimed to provide the researcher with unbiased data.


[bookmark: _Toc9428924]3.8 Pilot study 

This was one of the most significant stages, as issues were identified.  A significant time scale has been allowed for the planning and preparation of the questionnaires, which were then pilot tested, to gauge the ease of ability to understand the questions and the data entry to participants (Saunders et al, 2012).  Pilot study is vital in the success of research, to ensure its feasibility and avoid any complications prior to actual research being carried out (Hassan et al, 2006; Vogel, 2017). 

[bookmark: _Toc9428925]3.9 Data Collection

A significant timescale has also been allocated for data collection, insuring maximum participation and results.  Nevertheless, this still did not produce the response hoped for. The purposefully selected stakeholders, using qualitative data collection methods (interview),  were Visit Wales, Cardiff Airport, Visit Carmarthenshire, Swansea Bay Tourism, the National Botanic Garden of Wales, Carmarthenshire Tourism Association, National Waterfront Museum, Wales Tourism Alliance, Former South West Wales Regional Tourism Partnership Representative and former Director of European and Eternal Affairs for the Welsh Government.  
All other stakeholders were then targeted using quantitative method, as being most suited for the purpose.  A mixture of interviews (3.6.1) and questionnaires (3.6.2) were then used to collate data.

[bookmark: _Toc9428926]3.10 Analysis

There was a distinct difference in the way both, the qualitative and quantitative data needed to be analysed.  Quantitative data required data entry using Excel programming and creating graphs, whilst Qualitative data required data analysis via common themes and key words, which were then entered into a Matrix table, allowing a quick and easy point of reference. These methods will be discussed in more detail in chapter 4.


[bookmark: _Toc9428927]3.11 Limitations and directions for a future study

· Questionnaires – paper questionnaires were detailed, though too long, resulting in a lack of response by participants. Difficult distribution and costs involved.  
· Online Questionnaires - proved more effective, though it was difficult to predict participation. Not as in depth as paper versions and questions could have been more in depth, with overall better questionnaire design improvements (some questions should have had a multiple-choice option, rather than offering free choice, as this provided difficulty at the time of analysis)
· Pilot study - more time consuming than anticipated/ required an alternative, thus delaying the research.

                                                                               (University of Southern California, 2019).

[bookmark: _Toc9428928]3.12 Summary

This chapter has focused on various research methods used for the purpose of primary research.  It has highlighted and discussed the positives and the shortfalls, the researcher has been presented with during this process.  If this study was to be repeated, it would greatly benefit from a wider participation of stakeholders.














[bookmark: _Toc9428929]4.0. Chapter 4 - Analysis and Data Findings

[bookmark: _Toc9428930]4.1 Introduction

Data analysis is a vital part of research of any field and is used ‘to uncover hidden patterns, correlations and other insights’, ultimately aiding decision making (SAS, 2019). With the previous chapter discussing the various techniques used in primary research data collection, this section will focus on the data analysis, presentation and discussing research findings in order to gauge Wales’ interest in Chinese tourism.  

[bookmark: _Toc9428931]4.2 Aim

The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations in order to establish whether the country is benefiting from this tourist market.


[bookmark: _Toc9428932]4.2.1 Objective

Analyse and evaluate findings, highlighting potential benefits and challenges of Chinese tourism in Wales and offer recommendations for possible improvements.


[bookmark: _Toc9428933]4.3 Quantitative 

Quantitative study refers to research, focusing predominantly on gaining information via questionnaires.  As mentioned in 3.4, this type of data is easily analysed, using graphs and percentages to demonstrate findings.  The questions used (appendix 6), were designed to gain enough data, yet kept short as not to deter participants from taking part.


[bookmark: _Toc9428934]Questionnaire 1 	

Investigation into Chinese tourism in Wales 
In total, 45 participants, took part in this survey, consisting of accommodation, food and beverage and attraction providers, though this number was lower than originally anticipated by the researcher.  The participants ranged from Bed and Breakfast providers (B&B) to 4-star hotels, cafes, pubs and restaurants and attraction providers such as The National Show caves Dan Yr Ogof. From the 45 participants, 27 (63.3%) accommodation providers, 10 (23.10%) food and beverage providers and equally, 11 (23.10 %) attraction providers participated.  The final figure of 48 as opposed to 45 participants suggests, that 3 participants identified themselves as accommodation as well as food and beverage providers. 


[bookmark: _Toc9240193]Figure 5- Business Type

Initially, the researcher anticipated the largest response from food and beverage providers, followed by accommodation providers, with attraction provider numbers expectations being the least. This was taking into consideration the wider number of food and beverage establishments, in comparison with accommodation and especially attraction providers.  It was surprising to see such a low response rate amongst the Food and Beverage participation group, which could indicate that this participant group may not have a particular interest in this type of visitor segment.
Despite every effort made to gain an equal perspective from across the whole of South and West Wales, a large proportion of respondents were predominantly from Dyfed with 58.1%, followed by West Glamorgan with 23.3%, South Glamorgan with 11.6% it was therefore decided to restrict the areas of research to the southern, eastern and western areas of Wales, to gauge the variation between the more urban south Eastern part, compared with the more rural western parts of Wales.  As mentioned, the graph below (see figure 5), demonstrates, the response variation between the west Wales area and the east, with the west demonstrating highest overall response rates.  This was a surprising result, as it was anticipated that the Capital city of Cardiff and the second City of Swansea would show higher interest in this tourist market, largely due to being more cosmopolitan, having international hotel chains such as the Hilton, Marriott as well as known brands of food and beverage outlets, accommodating the needs of this tourist market well.
Figure 6- Business/Organisation Location











[bookmark: _Toc9240195]Figure 7 - Current Tourist Market
In terms of current tourist markets, participants receive predominantly domestic (83.33%) (see figure 4), as oppose to the international (64.29%) tourist markets, although the percentage figures would suggest that many businesses receive both, the domestic and International tourist markets.  Despite showing preference for the domestic market, 13.64% of participants have rated International tourism as somewhat important, 45.45% of participants have rated International tourism with highest importance and only 6.82% have rated it as unimportant (see figure 5).  Based on these findings, it would appear that although the domestic market is given precedence, International tourism continues to be given an important consideration.  

[bookmark: _Toc9240196]Figure 8- Importance of International Tourist Market
In terms of international tourism, when asked in additional comments to state specific tourist market preferences, participants predominantly expressed their interest in the American and European international markets.  Nevertheless, with the current political uncertainty between the UK and the EU (Brexit), the researcher was curious to see, whether this could alter the type of international market businesses are or could be targeting. Whilst 66% of participants felt that they will remain unaffected, 33% felt otherwise (See figure 6).  In facts, some participants appeared to have already been experiencing reductions in booking from both, the domestic and the international markets. One participant even stated that due to the very high percentage of their EU tourist market they catered for, they felt that the uncertainty caused by ‘Brexit has ruined their business’. 







Figure 9- Political situation impact (Brexit)


Considering the EU are the biggest International market in Wales thus taking Brexit into account, the researcher was curious to see whether the political uncertainty could present an opportunity for an alternative tourist market such as the Chinese. The presented findings however provided surprising results. Data collected shows that more than half of businesses (55%) do not show interest in this tourist segment, though 44% state that they would consider it in the future. With 44.4% of participants considering this target market, it therefore raises questions as to the information and support businesses receive from key organisations such as Visit Wales to provide information, guidance and support. 
Whilst the researcher anticipated that due to Brexit, participants may consider alternative international markets such as the lucrative Middle or Far Eastern tourist markets, it was surprising to learn that participants in fact give preference to domestic market.  
Figure 10- Targeting Chinese Tourist Market


The results further show that a mere 22.2% of participants were aware of current marketing campaigns by Visit Wales and Visit Britain, although they did not state the exact campaign they were familiar with. The vast majority, with 78% of participants however were not aware of any current marketing campaigns, such as the ‘Great’ China welcome campaign by Visit Britain.  This could mean that businesses who may potentially be interested in Chinese tourism may not be receiving the information and support needed from Visit Britain or in fact from Visit Wales, to be able to target this tourist market.  

Figure 11 - Visit Britain/Visit Wales Marketing Campaigns

 With Brexit in mind, the researcher was interested to find, whether those with any Brexit concerns would consider, if they have not already done so, targeting alternative tourist markets such as the Chinese.  Some businesses found this to be an attractive opportunity, which they would like to pursue, however, they were unsure as to how to approach this tourist market.  Furthermore, with only 22.7% being aware of a marketing campaign of participants and 77.2% of participants not being aware of any current marketing campaigns by either Visit Wales or Visit Britain, means that they are unable to target the Chinese tourist market, if they wished to do so.  Additionally, a mere 13.6% stated, that they have received information with regards to this tourist market, whilst 86.3% of participants stated that they have not received any information with regards to this tourist market at all.  


The presented findings suggest that the main target groups received by businesses have been couples with 71.4%, followed by families (66.6.%), senior travellers (45.2%), groups (42.8), business travellers (38.1%), solo travellers (30.9%) and finally disabled travellers being the lowest group received 11.9%.  These figures indicate that participants do not place concentration on specific target markets. Although some show preferences for couples only in their additional comments, as they may be unable to cater for larger groups, including the Chinese.  
Disabled

A brief statement from a Welsh Government representative in Beijing (Appendix 8)  to the researcher explains, that following a period of working with Chinese tour operators, they have been notified that Wales is not suited for hosting large groups, which also appears to be the case from findings presented.  This was the main concern highlighted, especially by small accommodation providers, who do not feel that they are able to cater for large groups, which can usually be associated with the Chinese tourist market.  Nevertheless, whilst the vast majority of participants (81.8%) did not share any cultural concern, with only 18.1% of participants raising concerns such as differences in the code of conduct when it comes to this tourist market.  Similarly to case studies involving Switzerland and France, there were predominantly difficulties in providing specific services/language translation for this tourist market, as well as some concerns in terms of the way some Chinese visitors conduct themselves, based on either personal experience, or by being aware of other accommodation providers negative experiences with this tourist market.  The figures show however that it is only 17.78% of participants that show some concerns when it come to this tourist market, with a vast majority of 82.22% not having any cultural concerns.


[bookmark: _Toc8989219][bookmark: _Toc9240199]Figure 12






Questionnaire 2

The perception of Wales as a tourist destination from the Chinese visitor perspective
Visitor

Figure 13- Reasons for Visiting Wales
Whilst all groups of Chinese visitors were targeted, the biggest response was seen from the student community in Swansea.  Nevertheless, their perspective added equal value to this survey, as their presence is felt locally.  Swansea Bay Tourism representative states that Chinese students are regularly seen using the local public transport to the Gower Peninsula.  Although visiting Wales as a holiday destination may not be their primary purpose, their contribution locally is vitally important.  Whilst 5% of participants had a negative experience, 40% rated their experience as neither positive or negative, 15% as positive and 40% as very positive.  These mixed results indicate that on the whole, participants had a more positive than negative experience, though with 40% staying neutral, this could possibly be attributed to mixed feelings due to a different cultural adjustment.

Figure 14- How has your experience been in Wales
Yes

Figure 15- Would you visit Wales again

Figure 16- Recommend Wales to Family and Friends

As these figures combined reach more than 100%, it indicates that participants choose to stay in more than one type of accommodation whilst travelling (see figure 17).  50% of participants stated that they stay in 4* hotels, which Wales has a large selection of.  20% of participants however choose to stay in 5* accommodation and whilst this figure is not very high it is apparent that Wales has a shortage of this type of accommodation, particularly when it comes to 5* international hotel chains.  Smith (2018) reports that when it comes to ‘food, accommodation and transportation’ expenditure, the Chinese give precedence to spending large amounts of money on shopping.  This appears to be the case, as only 20% of participants stay in 5* accommodation.  However, it is vital to consider that this target audience may in fact contribute more via secondary spend, than higher visitor numbers staying in lower budget accommodation.  There are many 5* boutique hotels throughout Wales, which could serve as an alternative option to those wishing to have a more luxurious stay, though transportation would need to be taken into account.  

Figure 17 - What type of accommodation do you stay in

Following the result analysis, the common themes are; that whilst many Chinese visitors, in this instance specifically students, come for the purpose of study, they equally enjoy Wales as a holiday destination, participating in a number of trips such as historical castles and taking part in cultural experiences. and would recommend it to their friends and relatives. Their favourite activities were sightseeing and cultural experiences, equally stating that the sea was amongst their favourite ‘attractions’. This could be due to their place of origin being inland, making the sea an attractive option. 
Whilst shopping was mentioned by some participants, it was by no means more popular than the activities mentioned above.  This would therefore coincide with Chen et al (2018), who argued that the Chinese gave preference to travel experiences, as opposed to shopping, as has been previously believed.
When asked to elaborate on what would improve their future experience in Wales, most participants stated improved public transport services.  Lack of transportation could prove to be an issue in terms of day trips, but equally, getting to their accommodation, as well as to attractions and other places of interest.  Chapter 2 also highlights the fact that Chinese visitors are likely to come from large cities, meaning they are used to efficient public transport. Whilst the Welsh Government continues to tackle this issue, is remains an area needing more investment and development.  Swansea Bay Tourism (SBT) representative however states that groups of Chinese tourists tend to use the local busses, visiting the Gower Peninsula.  The area is very well connected using public transport, thus allowing easy access.  Whilst Cardiff, Swansea and the Gower Peninsula provide easy access, via efficient public transportation, many Chinese participants felt that public transport in Wales was not sufficient enough, for them to explore other parts of Wales.  

[bookmark: _Toc9428935]Qualitative Research

Qualitative data, as described by Pathak (2013), gains ‘non-numerical data via for instance interview techniques, providing an in-depth information and quality as opposed to questionnaires. To analyse this data, the researcher used common themes, which were recorded in the Matrix table below (see Table 1). 




[bookmark: _Toc8989421]Table 1- Interviews
	Themes
	P1 
National Botanic Garden of Wales
(NBGOW)

	P2 
Carmarthenshire Tourism Association
(CTA)
	P3 
National Waterfront Museum
(NWM)
	P4 
Small
Accommodation Provider
	P5 
Swansea Bay Tourism 
(SBT)
	P6
Wales 
Tourism Alliance
(WTA)

	P7
Former South West Wales Regional Tourism Partnership Representative
	P8
Former Director of European and Eternal Affairs

	Int. vs domestic tourist market importance
	15-20% International market (Germany, France, Holland, Italy) 
	International tourism as growing in importance.  West Wales areas target Europeans (Ireland, Germany, France) and USA
	5% of overseas visitors, USA and Germany to coincide with Visit Wales targets
	5% Int. visitors (France, Germany, Holland, USA, Saudi and Australia).  Targeting Domestic audience







	Very important (German, Spanish) American, Canadian, increasing number of Chinese  
	Important but receive only 2% 
	
	Key markets were the United States, Germany, France.

	Brexit
	Could see reduction in International market but it could present an opportunity for the domestic market
	Uncertainty impacting tourism.
Members report lower visitor numbers international and domestic.  Members report staffing issues due to EU staff leaving
	May affect museums in for instance Cardiff as its more popular with International visitors
	Not all concerned. Will concentrate on the domestic market
	
	Uncertainty amongst businesses
	Uncertainty as consumers may be reluctant to book


































	

	Visit Wales/
Visit Britain
	Work closely with Visit Wales.  In line with Visit Wales target markets, rather than own target markets, which could be the Chinese 
	Visit Wales to carry out marketing campaigns.  Restricted budgets, mean they do not target specific audiences
	Do not liaise with Visit Britain.  
Regular meetings with Visit Wales but not segment specific. Visit Wales could do more to put Wales on the map
	Work with Visit Wales but have not been interested in the Chinese tourist market
	Visit Britain -No.
Visit Wales main point of contact. 
	Wales not being equally promoted abroad
	Wales not given enough priority and not enough resources




	Wales not promoted equally. Visit Britain needs to do more

	Chinese 
Tourist Market
	Would consider, though Visit Wales and Visit Britain are the best to target this.  Would consider naming monuments in Mandarin in order to attract the Chinese tourist market
	Future workshops for businesses focusing on their specific target markets, which could be the Chinese.  But this area is the responsibility of Visit Wales
	Do not target specifically– Mainly domestic, though we have plans to translate information into Chinese 
	Do not consider this tourist market, but would consider Japan and India from the non-European tourist markets
	Yes. Well-connected area for the Chinese (Buses, bikes), Information Website to entice the Chinese. Promoting Wales to Chinese tour organisations. Gower – draw for this market
	Transactions made through different apps Wales is not accustomed to. Product and people development. Cultural differences awareness improvement.
	Great potential market, not given enough importance. Could be very beneficial 
	UK disadvantage – non Schengen 




[bookmark: _Toc9428936]Table Summary

International vs Domestic Markets
· Predominantly focus on domestic market.
· Very low overall International visitor numbers (below 10-20%) mainly EU countries and non-EU the USA

Brexit
· Uncertainty affecting visitor numbers, International and domestic


Visit Britain/Visit Wales 
· No Visit Britain involvement and the Great China Welcome campaign.
· Businesses are highly reliant on Visit Wales, following their target markets, though some prefer alternative markets

Chinese Tourist Market 
· Some, though not great interest in this tourist market. Larger organisations showing more interest, whilst smaller do not.

More in depth views and comment from all participants can be viewed in appendix 7 (Interviews)

[bookmark: _Toc9428937]Summary

This qualitative research has presented four common themes (see table 1) indicating that International tourism in Wales of any type, is surprisingly very low, between approximately 10-20%.  The most popular International tourist market identified was as expected, the European market, possibly due to the very close proximity to the UK.  With looming Brexit however, some participants such as the Carmarthenshire Tourism Association (CTA) and Wales Tourism Alliance (WTA) have stated that this has caused uncertainty amongst some of their members.  The National Botanic Garden of Wales (NBGOW) has reported lower International figures, though they feel this could positively impact on their domestic market and this view was equally shared with the small accommodation provider.  
None of the participants have been involved in the ‘Great’ China Welcome campaign by Visit Britain, nor have they reported of being aware of any other campaign by Visit Wales.  Participants do not market themselves or their members internationally, as they feel this is the responsibility of Visit Wales.  Additionally, in many cases, participants follow in line with Visit Wales targets, despite having preferences for alternative International target markets. The NBGOW, CTA, WTA and SBT would all consider the Chinese market, the NWM and the small accommodation providers give precedence to domestic markets instead.
Carmarthenshire County Council were approached via email (See appendix 8).  Although they were unable to offer an interview, they provided a statement, that any international marketing would be the responsibility of Visit Wales.  Visit Wales website examination, offers a wide variety of information such as accommodation providers, transportation information as well as attraction and events information.  However, there is no evidence, that the organisation targets the Chinese audience. When contacted, due to time restrictions, Visit Wales were unable to offer an interview in person, nor via online.  They have however provided a short statement (see appendix 8)













[bookmark: _Toc9428938]5.0. Chapter 5 – Conclusion and Recommendations


[bookmark: _Toc9428939]5.1 Aim

The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations in order to establish whether the country is benefiting from this tourist market.


[bookmark: _Toc9428940]5.2 Objectives

Objective 1

· Research and critically analyse academic literature, to gain a deeper understanding of the subject.

The literature review chapter has brought attention to the Chinese tourist market, examining the past and present socio-economic developments of this Communist country and the impact this has had on the rise of the Chinese middle class, and as such rising outbound tourism.  It has highlighted the importance of Chinese tourism globally, with specific focus on Europe and the United Kingdom.  The main aim however was to establish the importance of this tourist segment to Wales and whether, similarly to other countries such as Scotland, Wales is taking an advantage of this lucrative market.  From past research, it appeared that Wales tried to target this tourist segment previously, by running campaigns such as naming monuments in Mandarin.  It is therefore unclear as to why this appears to have changed in recent years. 


Objective 2 

· Conduct primary research, gauging Wales’ interest in the Chinese tourism market, and investigate strategies used by Welsh tourism and other stakeholders.

Primary research conducted has collected data from various stakeholders to gauge an interest in the Chinese tourist market.  In the initial stages, paper questionnaires were designed to gain in depth information which, following a pilot study did not prove effective.  This therefore required alteration as the researcher has opted for an online version instead.  Although the anticipated data amount was not reached, this decision had proved to be easier to reach participants.  Interviews were also a vital part of this research, aimed at specific participants some of which were retired, as well as participants still currently working in their current position.  This was to provide an insight into how things have evolved in recent years.



Objective 3 

· Analyse and evaluate findings, highlighting potential benefits and challenges of Chinese tourism in Wales and offer recommendations for possible improvements.

It was clear to see that whilst larger companies show an interest in this tourist market, the smaller businesses were less keen, predominantly due to limited budgets and being unable to cater for larger groups, which the Chinese are known for.  


[bookmark: _Toc9428941]Summary

As discussed in chapter 4, common themes included Brexit uncertainty amongst some stakeholders, leaving the researcher curious whether this could lead to a shift in international target audience.  Surprisingly, rather than focusing on alternative tourist markets, participants preferred to give precedence to the domestic market instead, as an easier option in terms of marketing and cultural awareness. Those that would however consider targeting Chinese tourism were unsure as to how this could be done.  This is therefore an area needing to be addressed by Visit Wales, offering businesses more guidance in terms of targeting this tourist market.




Recommendations	

· Visit Britain needs to ensure that Wales is represented equally overseas, as other areas of the United Kingdom
· Wales needs to develop training schemes for businesses, offering the opportunity to learn more about the Chinese culture and the language
· In line with the Partnership for Growth strategy for tourism 2013-2020, continue to develop high quality products such as high-end hotels, spas and heritage hotels (Welsh Government, 2016)
· Continue to develop ‘all year-round attractions, activities and cultural experiences
· Develop transport links, particularly in West Wales and increase overall connectivity not only within Wales but into Wales as well
· Improve communication between organisations such as Visit Wales and universities to work in cooperation to attract Chinese potential students to Wales
· Improve and increase marketing in London, Doha (as a central hub between the East and the West), as well as China 
· Promote the National Botanic Garden of Wales and the Great Glass House in China, with a possible second name in Mandarin. This could raise the profile of this attraction, as well as attract potential investors

This research has highlighted the potential of the Chinese tourist market, although the response rate was much lower than anticipated.  Future, and more in-depth research would be recommended to aim for higher participation and more in-depth data collection, in order to establish if there could be a real potential in attracting this tourist market and how.
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	Questionnaire for Businesses Questions 
	Reasoning

	Q1 Please select your location
	This question aimed to gauge where businesses are located, thus indicate which areas may be interested in this tourist market

	Q2 Please state your tourism business sector below
	This would indicate which sectors are interested in this tourist market.  Additionally, if attractions are interested in the Chinese but accommodation and F&B providers are not interested, this could present a problem

	Q3 What is your current tourist market?
	This would gauge potential interest in an international and potentially the Chinese tourism

	Q4 Which market segments do you generate most of your businesses from?
	This would highlight which segment businesses target to gauge their interest in the Chinese tourist market. For instance if they target solo travellers, they may not be likely interested in the Chinese groups

	Q5 Please rate the importance of the International tourist market
	This would gauge an interest in international tourist market.  If businesses are targeting domestic markets, they may be unlikely to target the Chinese

	Q6 Has the current UK/EU political uncertainty impacted on your existing tourism target markets?
	If businesses are targeting the EU markets as their international audience, the current political situation may entice them to consider different tourist target audience

	Q7 Are you aware of any current marketing campaigns by Visit Britain or Visit Wales, targeting Chinese tourist market?
	 This could mean that there is no current marketing campaign, or if there is, it is questionable whether these are being effectively promoted, reaching the target groups. 

	Q8 Have you received any information from Visit Wales or any other tourism organisation regarding the potential Chinese tourist market?
	This question aims to gauge how well informed stakeholders are by Visit Wales with regards to new tourist markets, in this instance, China

	Q9 Taking cultural differences into consideration, do you have any business concerns regarding the potential development of a Chinese tourism market in Wales?
	This is to gauge if cultural differences pose potential issue and if so, how could these be improved or overcome in the future

	Q10 Would you consider targeting (or are you currently targeting) the Chinese tourist Market?
	This question aimed to gauge the interest of businesses in the Chinese tourist market.  In case of high interest, Visit Wales may need to consider targeting this tourist market
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My name is Lucie Johnson and I am in my final year at University of Wales Trinity Saint David, studying International Travel and Tourism Management.  I am currently undertaking a research project, investigating the Chinese tourism market in Wales.  As you may be aware, the Chinese tourism market is one of significance, and in recent years has been greatly considered within Britain. It is these areas that I aim to further explore.

“China Remains World’s Top Tourism Spender” - World Tourism Organisation (UNWTO) 2017
“Wales’ history, countryside, food and unique character all appeal to the Chinese market and we look forward to welcoming more visitors from China in the near future.” - Antoniazzi, Chief Executive of Visit Wales, 2014

I understand your time is valuable, but I believe your opinion is key in the research success and I therefore greatly value your input.  Thank you in advance for your time and participation. All information generated will be kept confidential and will be for the purposes of the current academic study only. Please date and sign below if you agree to take part in this interview.

Please state your organisation name:…………………………………………………………………

 
Date ……………………………………………………………………..

Signature ……………………………………………………………..



[bookmark: _Toc9428953]Interview Question examples
 (Although these were adapted to suit the participant’s organisation)

1) What is your current tourist target market?

2) How important is International Tourism to your organisation?

3) Do you do you think Brexit could affect this?

4) If applicable, do you plan to target an alternative tourist market in case of a downturn in the European tourist market?

5) With Chinese tourism growth increasing worldwide, contributing £196 billion in 2017 to the global economy, making the Chinese number one contributors, does your organisation therefore target this tourist market?

6) Are you aware of any marketing campaigns by Visit Britain or Visit Wales targeting Chinese tourism?

7) If so, have you also adapted your strategies in targeting this tourist market?

8) Do you liaise with or are supported by Visit Britain or Visit Wales in order to target this tourist market?

9) Would you consider targeting this tourist market in the future?

10) Would you like to add anything else regarding the Chinese tourist market?

[bookmark: _Toc9428954]Interview 1 – The National Botanic Garden of Wales

Interviewer (I)
Participant 1 (P1) Business Development Representative
Participant 2 (P2) Marketing Representative

I: How important is International Tourism to the National Botanic Garden of Wales?
P1: I think it’s worth making the point that, we are the National Botanic Garden. That means we like to claim that we play for Wales in the world stage and we are entrusted in capturing as many visitors from overseas to Wales as we possibly can. In terms of proportion, I’d say it’s no more than around about 15-20% of our visitors in any one major season are from overseas. We still rely a great deal on local visits, those who are holidaying in the UK and in terms of demographic, I would say the majority of our overseas visitors in any one Summer are from Europe and in that I would put Germany, France the Netherlands, maybe Italy, bit those are the preponderance of the international languages you hear in the garden during the visiting season.

I: In terms of Brexit, how do you feel that Brexit could affect this?
P1: There are two things to think about.  Clearly, any reduction in the value of Sterling makes potentially the UK more attractive as a holiday destination, however, Brexit throws up its own challenges in terms of getting an admission to the country.  People could err on the side of caution and think it could be too difficult to get into the country.  Clearly the message that has been sent out is Britain is an unwelcoming country. The emphasis clearly in terms of Brexit debate has been about emigration and the welcome or otherwise that people from overseas might get here, so I think there is lot of negative publicity about that.  We’d like to think that it presented an opportunity.  I think at the moment we would struggle to predict any major increase in overseas visitors, certainly in the short term.
P2: Yes, we are the glass half full attitude really saying that if there is going to be a lot more Brits staycationing then Brexit provides the opportunity, but I can’t help thinking that our withdrawal, although geographically, we haven’t moved, I think psychologically that is a just has got to be a barrier doesn’t it? But it’s hard to think that it will encourage people to visit. 
P1: People could think well we don’t know what we are going to get in the UK. Let’s go to the Riviera 
P2: Yes, that’s the uncertainty 
I: So you feel that they may instead consider other destinations, rather than coming here
P1: Yes, but I think there is an upside from our perspective it might mean increase in UK visitors here.  

I: So this leads me to my next question, whether you as a result, plan to target alternative audience? For instance China, which according to Visit Britain is currently the number one in terms of spend.
P2: We tend to leave the big international job to Visit Wales. They’ve got the resource and its also their remit, but that doesn’t mean that we kind of wash our hands of the whole thing.  
P1: We have engaged with China in the past. In terms of direct marketing to overseas markets, but we are very limited as to resources and effectively the world is a very big place so where do you start and how do you approach this market.  Organisations such as Visit Wales and Visit Britain have far more highly developed infrastructure in those markets to, I’d say, put forward range of messages about the attractiveness of Britain as a destination 
I: Would you say that you work in collaboration with both, particularly with Visit Wales? 
P1: From my perspective the perception is that we’ve not had perhaps enough direct influence on the strategic objectives from Visit Wales.  They set their target markets and whilst we might think that there is a great opportunity in a particular part of the world or the other, if we happen not to be under that strategic umbrella that Visit Wales has set then we have to adapt our messaging to fall in line with them, rather than us as a tourism destination in Wales driving those strategic decisions.  Having set that, we do work closely with Visit Wales. We are a national destination in Wales and with the Great Glass House, we have an iconic landmark for Wales, which is recognisable, certainly beyond Wales borders.
I: Am I correct in saying that at the time of build, it was the largest single span glass house in the world? 
P1: I’m still saying that it is 
P2: Yes it still is
I: That’s great, so is that fact being promoted enough? 
P1: The interesting thing from the China perspective, we have hosted visits from China, particularly to look at the Great Glass House.  It’s Fosters only building in Wales and at the moment, we are contemplating the fact that in the future, not too many years from now, it will be a Grade I listed building and that means that it’s very important from the heritage perspective, as well as looking quite futuristic.  So there is a perception out there of that building more broadly and that’s chiefly of the back of Fosters international reputation as one of the world’s leading architects.  
P2: In terms of what we can do, to influence visitors, the areas we are working are a UK based agency, so there is all manner of group travel publications, who print special features on how you can attract Chinese visitors.  We also deal with an agency that deals directly with coach trips that major in Chinese visitors and we are also linked in with Cruise Wales, although I don’t remember there being a Chinese cruise coming at Milford Heaven. But all of those are group visits, whether they come by air, sea or land.  When they come to us, they will be in a coach, in a group so where we have some influence over what they might choose to see or do, is really in the UK rather than trade fairs or overseas events and so on.
P1: And also from the niche perspective, we are a garden and there is an international appetite for visiting gardens around the world, so we have for example had visits from the united states from garden societies where they have arranged a trip to the UK and they are visiting key gardens around the UK and we quite often feature on their itinerary as one of the must visit gardens.

I: Would you be interested in targeting the Chinese tourist market specifically in the future?  
P1: Very difficult for us, directly to target the Chinese market. We’ve had some significant dealings with China in the past and those have been pretty much typically on the back of Welsh Governments policy agenda relationships with parts of China.  So for example, the Chinese expo in 2011 was a big sighting part of region in China Chong Ching, so effectively, our engagement has been after that broader diplomatic relationship building exercise that the Welsh Government engage and we are doing something similar this year, for the major expo in September or November in Beijing …
Foreign office led initiative for one which holds up the opportunity to do something else for us from the Wales perspective as well. 

I: Visit Wales had a campaign where they name certain landmarks and monuments in Mandarin. Is that something you would consider in order to attract the Chinese tourist market?
P1: Absolutely yes, I mean two or three years ago we had our key visitor documents translated into Mandarin and Chinese, although I’m not certain as to what extent we have made use of them.  Where we probably had the most success with the Chinese market is with Chinese students in Wales, through our engagement with Wales based universities, we have done number of projects and we are doing one at the moment with the Chinese who are here for the two, three or for years.  So effectively, if you tend to see Chinese people visiting the garden, it has been principally students and the students themselves have lot of connections with the Chinese societies based in Wales. There is one in Swansea and one in Cardiff and they tend to be key members of the community. So it’s Chinese nationals who live in Wales, Chinese nationals who study in Wales and there have been visits arranged by those groups as well.  

I: Another area I would like us to discuss is the new Qatar Airways route to Doha, serving as a hub to Shanghai.  My question is, could there be an opportunity for the garden to possibly collaborate with the Welsh Government and participate in a Wales marketing campaign in Doha?
P1: We would certainly be happy for our images to be used as part of the Worldwide Visit Wales campaign in those markets, as we have rich store house of images that are appealing to visitors, which maybe they should be making a greater use of.  
I: Having recently flown to Doha myself, I would have liked to seen promotional images of Wales and possibly the Great Glass House as a key landmark.
P2: I have just received the media pack from Cardiff Airport, for all of those reasons and more, we are keen to have presence at the airport. They are charging some eye watering prices, but that is because they’ve seen such an increase in passenger traffic and they know that, like us, and many other people want to be there, so they know that there is a premium on it and Visit Wakes do visit us regularly to update their photographic library and they also have a moving footage.  So we know that wherever they advertise, they could choose us if they wanted to. I’m not entirely sure I know the path to influence them to use our pictures rather than yet another castle, just to display something slightly different.  
I: I agree. Seeing a landmark such as the Great Glass House would be a real selling point
P1: We are quite clearly a minor provider of some intellectual assets of some materials that could be included in the future as a part of any promotional campaign. I think Wales in particular has a particularly difficult job in respect of the Chinese market. We are all aware of the growing and much more affluent middle class, where frankly, although they are predicting a gloomy 6% year on year forecast for the UK. People are having greater disposable income.  The difficulty that I see with regards of the Chinese market is that there is that ‘in UK triangle’, where those visitors seem to restrict themselves, so effectively its London, Oxford and if you want to stretch the point of the triangle, its Scotland.  Scotland has some key brands that make it very recognisable around the world.  Wales is less blessed in that regard, so actually getting those people to travel outside that triangle is really quite difficult.  

I: In terms of collaboration with other attractions or significant places within Wales, for instance, St. David’s being the smallest city in the UK, is that something that you could make work together, to attract visitors? 
P1: We are working in collaboration with other destinations.  If you ask me to put my finger on what created the strongest narrative in terms of attracting people, what Wales has more of than most other parts of the UK is heritage, for all sorts of historic reasons. Wales is well blessed with more than 700 castles, it has a history of leading all sorts of developments, not least the industrial revolution, and there are very many destinations in Wales which reflect different periods of history.  So in terms of the heritage market, there are a number of key players that we are working quite closely with and whether castles appeal to the Chinese as much as they do to other demographics, I don’t know. But certainly to the visiting American public, they love castles and they love anything that is more than 150 years old. That is where I think our particular strength is. 

I: Could promoting Wales as a country in its own right be the key to better recognition and in attracting visitors?
P1: That is something I’ve been working on for the past 25 years and the individuality promotion for Wales is a tricky thing to achieve.  I think there are particular reasons for it. If you look at the Scottish and Irish diasporas around the world, which are significant, they tend to be communities that preserve their identities.  Welsh was of doing things was actually much more to simulate themselves into those markets and gradually to lose that typical nationalistic identity, so consequently there is very little that is recognisably Welsh that endures to this day.  You look at St. Patricks day in New York, St. David’s Day does not have the same resonance at all.  That’s because the Irish maintain that national identity.  
I: Is there anything else that you would like to add with regards to the Chinese tourist market that has not already been mentioned?
P1: I think China is a very interesting market. There is an increasing liberalism, although the country still may have some issues, there has been an increase in the number of people with disposable income and they are looking what to do with it.  That represents a real opportunity. The real challenge is how do the parts of the UK capitalise on that opportunity.
P2: And there is that frightening figure of 70% of the UK inbound tourists, who get to London and never leave.  The two main obstacles are when people ask ‘what part of England is Wales’ and the majority of visitors never leave London which feels like you are pushing treacle up hill, but I think there is another aspect to it which is, that our organisation is still struggling to come to terms with proper segmentation for our audience, the local audience, the regional audience and I think that you have to take that approach to China as well.  They can’t be treated a one big ………….. It’s going to take the same level of detailed understanding as it would with any market and like I say, as an organisation, we are still coming to terms with defining the different segments of the audience we’ve got here in West Wales and I wonder how far and how deeply have Visit Wales looked at China specifically in those terms. You kind of see the castles, landscapes, Welsh Cakes, Film.

I: And of course Wales is getting better known in terms of sports
P1: The fact that we still have professional football club that’s in the Premier Ship does help, there is clearly the appetite and the growing interest in football in China is well known.  That can only help. 
P2: But also it is known as the English Premier League, so I wonder what real benefit there is, unless you had a Chinese player or Chinese Sponsor 
I: Yes, sports is a great way to promote a destination globally
P1: and of course you may have English player in China, which could lead to a curiosity as to where has our new player come from, which would help to raise the profile of the UK.
I: Thank you for your help and taking part in this interview









[bookmark: _Toc9428955]Interview 2 - Carmarthenshire Tourism Association 

Interviewer (I)
Participant (P) Chief Executive Officer

I: How important is International Tourism to Wales?
P: It’s definitely important and I think it is growing in importance as well I would say.  From Visit Wales point of view, the markets that they tend to focus on and prioritise are Ireland, specifically from the Pembrokeshire/Carmarthenshire point of view, so that is a key international for us.  This is followed by USA, France and Germany.  

I: You mentioned Ireland, Germany and France…how do you think these tourist markets will be affected by Brexit?  
P: At the moment its wait and see, but it is causing uncertainty which is affecting tourism at the moment.  When we are speaking to some of our members, they are noticing things going a bit quiet, which could be due to people waiting to see what is going to happen. The airlines are struggling as they are not getting those forward bookings, especially those that come from certain markets where people are not buying their flights in advance as they are waiting to see the impact. 

I: So you feel that your members haven noticed the difference in terms of the European markets?
P: Yes, and I think that domestic as well.  	
I: Has there been an increase in the domestic market? 
P: From what the businesses are saying to us, it is not just seeing the international market going quiet, they are seeing that British people are just waiting to what is going to happen, before they decide where they are going to go on their holiday.  It is not only visitor numbers that concern our members and their businesses but also their staff working in hotels and other businesses.
I: Are there many European workforce employed by your businesses?
P: Yes and that of course will have an impact on that level of business, as staff are unsure now whether they will stay. It is a big topic currently within the tourism and hospitality sector not only here in Wales but across the UK as well, so it will be a challenge. 
I: So this could potentially impact on any visitors, not only European, as owners may not have the staff to run their businesses.
P: Yes

I: In view of Brexit and in terms of International tourism other than European markets, are you targeting any other tourist markets? 
P: We as a CTA don’t necessarily do that and I think the Carmarthenshire County Council are mirroring Visit Wales, so it is pretty much about complimenting what they do, but I’m not aware of any changes at the moment, not that they have indicated.  In terms of Qatar airlines, Wales is trying to reach those emerging markets through Doha as the hub, from places like China, but there have not been any big announcements, that have come through Visit Wales in the last meeting.  In the last meeting, we have been given the same key markets, although that could change as the Qatar route opens up new markets to Wales.  
I: So the American and European markets are still at the forefront in terms of target audience
P: Yes, in terms of their budgets and marketing campaigns.

I: What about Visit Britain and their Great campaign targeting the Chinese tourist market? Is that something that Visit Wales follows on from?
P: Visit Wales do things like advertising campaigns, such as going out to those countries to work on any campaigns.

I: Would you say that Wales is seen as a country in its own right or is there a strong association with England in terms of how its viewed Internationally?
P: There is an effort to push it as its own destination. In terms of International visitors, there is still a long way to go to increase that brand and that awareness of Wales generally, not only in terms of visitors. This is something that is happening with the Welsh Government promoting Wales not only as a visitor destination, but also as a destination for business, manufacturing and investment. Wales really needs that, because when I used to work for Visit Britain, lot of the overseas visitors first trip to the UK would be London, Edinburgh or maybe the Lake District. Those are the key places where they would go first and maybe only visit Wales on following visits, once they’ve been to the UK a few times.  

I: Since the launch of the new route to Qatar from Cardiff, have your members noticed any rise in the Far or Middle Eastern tourist markets?
P1: Not that I am aware of, as it hasn’t been that long and there haven’t been any reports released yet.  

I: Are there any particular parts of Wales which you feel attract visitors the most? 
P1: Visitors usually first come to Cardiff but of course also to North Wales.  Those numbers tend to be higher than those that come to Carmarthenshire, although if you speak to our members, they do have visitors from all sorts of countries.  The foreign market does come here but maybe not in the numbers that you might see in North Wales or Cardiff.  Caravanning and camping businesses seem to attract the Dutch tourist market, who also like to visit the gardens.  

I: Do you feel that Wales has enough to offer, or would be able to cater to the Chinese market? 
P1: I think the product is there. We offer business support we are thinking of doing some training days for businesses to prepare them for specific target markets, for instance their target audience profile, what they are looking for and what can be done to meet their needs.

I: So do you support the Great China Welcome campaign?
P1: Not at the moment and it is not our remit to do any marketing as it is Visit Wales that deals with marketing to foreign markets, although due to restricted budgets, it is more general marketing rather than targeting specific tourist market.  
I understand that Discover Carmarthenshire also offer their website in many different languages and even Mandarin.

I: Have any of your members expressed an interest in the Chinese tourist market? 
P1: The National Botanic Garden has expressed their interest in the Japanese tourist market as they have a Japanese garden, but there is a potential.  It may be something we could certainly consider in the future Tourism Summit and bring up this topic and to highlight this emerging market.  It is about being prepared and getting themselves ready to attract them.  That is certainly something that should be looked at.  It is very much about Visit Wales and where they put their efforts in terms of marketing and then we can link that up with businesses.  

I: Visit Scotland is doing well in attracting the Chinese tourist market.  Do you think Wales could learn from their strategies?
P1: Yes, certainly that is something that Visit Wales could be doing although they are probably waiting to see what is happening and to see what they are going to do next, to see what benefits from their activities there have been, to plan the next ones. The danger is that if Wales does not do enough, they could miss out as visitor would then again go to places like London and Edinburgh.  It would be a shame to miss out, especially with the new Qatar route from Cardiff 















[bookmark: _Toc9428956]Interview 3 – National Waterfront Museum 

Interviewer (I)
Participant (P) Marketing Representative

I) What is your current tourist target market?
P) Tourists (Individuals, couples, families, groups)
Potential to spend the shop, café and restaurants
· From the rest of Wales
· UK
· Overseas

Our target market is not broken down into any specific territories, though we have Visit Wales’s targets in the back of our minds which highlights USA and Germany as major targets.
As a Museum we do not advertise abroad or specifically target overseas visitors. The only times we come into contact with these markets directly is as part of the World Travel Market expo, when Amgueddfa Cymru (the umbrella brand for seven museums of which we are part) has a place on the Visit Wales stand.

I) How important is International Tourism to your organisation?

P) The National Waterfront Museum is very much a community museum, running a full programme of events which attract local people on the whole. Amgueddfa Cymru survey results from 2015/16 * (we do a 3-yearly study) shows just 21% of visitors were from outside Wales – and this will also include a lot from England, rather than international travellers. A more recent summer survey (this runs for two months rather than the year of the survey mentioned above) carried out just in the National Waterfront Museum showed 31% of visitors were from outside Wales with just 5% from overseas. The higher “outside Wales” figure reflects that this is a seasonal survey conducted in July and August when tourists are more likely to be in the area. 

I) Do you do you think Brexit could affect this?
P) We believe that Brexit may affect visitors to some of the other Museums – for instance the National Museum in Cardiff, which has an international art collection and looks after national history had 43% of visitors from outside Wales as you would expect for a capital city which is a major tourist destination. This may be affected more by Brexit, however as the National Waterfront Museum predominantly caters to the local area and attracts a lot of visitors from the Midlands and other parts of the UK we may benefit if they decide on a by the-sea staycation rather than going abroad.

I) If applicable, do you plan to target an alternative tourist market in case of a downturn in the European tourist market?
P) No – the majority of our advertising is aimed at the year-round market, so although we do look at specific tourist advertising such as the Mumbles Land Train which appeals mainly to visitors, the majority will be going into publications such as Primary Times, which appeals to a family audience, and Swansea’s What’s On magazine, which offers listings for the city.  

I) With Chinese tourism growth increasing worldwide, contributing £196 billion in 2017 to the global economy, making the Chinese number one contributors, does your organisation therefore target this tourist market?
P) No. I think the cost of specifically advertising one Museum to that market would be large and would have little cut through. Our best approach to reach that market is to make sure that we support Visit Wales, which will actively encourage overseas tourists to try the country – and then to hope to encourage them into the Museum once they are here. The Museum offers a unique look at how the industrial revolution was led to a large extent by innovations from Wales which then spread across the world, so we believe that overseas visitors can learn a lot about the country in one visit – but it is more about attracting people to it when they are already in Wales. 

I) Are you aware of any marketing campaigns by Visit Britain or Visit Wales targeting Chinese tourism?
P) Not specifically, no. However I understand that the market is a burgeoning one and I believe Visit Wales needs to do more to ensure Wales is on the main tourist itinerary for those from China, which usually takes in Edinburgh, Belfast, Bath, Oxford and places like that – missing out Wales altogether! 

I) If so, have you also adapted your strategies in targeting this tourist market?
P) No – as discussed above, we concentrate on attracting visitors once they reach Wales, rather than reaching out overseas. As just one of four attractions within a 500m radius, we are far too small as an individual museum to make any impact.

I) Do you liaise with or are supported by Visit Britain or Visit Wales in order to target this tourist market?
P) We have no links with Visit Britain beyond offering a few photographs for their web pages. This relationship is managed via Visit Wales – though there is no reason that we do this other than custom and practice. We may – on an Amgueddfa Cymru wide level – revisit this relationship. 
We do liaise with Visit Wales holding regular meetings with them (at an Amgueddfa Cymru level) and they did sponsor our inclusion in World Travel Market. They also hold regular roadshows to update the local tourism industry about their current focus – for instance they held a conference to talk about the Year of Discovery 2019. However these are very general conferences and do not specifically look at targeting a specific market; more at inspiring local providers to fit in with their theme.

I) Would you consider targeting this tourist market in the future?
P) Budget wise, it would be impossible for us to target such a vast market.

I) Would you like to add anything else regarding the Chinese tourist market?
P) As a very community focused Museum, for the past two years the National Waterfront Museum has hosted the celebrations for the Chinese community’s Chinese New Year. In 2018 this resulted in the largest number of visitors on one day since opening! With such a vibrant community in the area, we hope that they will talk to relatives and friends in China who may be tempted to visit, though this would obviously be on a small scale. We are however looking to improve the facilities for overseas visitors. For instance, other than a small piece on our website, the Museum has nothing in any other language than Welsh and English. We are going to combat that this year by producing a series of laminated sheets in different languages, including Chinese, which will give an overview of each of our 15 galleries, so that Chinese visitors will at least be able to gain some knowledge of what we are about if they do not have English or Welsh language. 
*Beaufort Research: Amgueddfa Cymru Visitor Profile Survey 2015-16
[bookmark: _Toc9428957]Interview 4 – Small Accommodation provider

Interviewer (I)
Participant (P)

I: In terms of tourism, do you target international or domestic markets?
P: We market through Airbnb, so they have an International presence, but our Webpage is designed for the domestic market.  

I: Do you receive International visitors?
P: Yes, we do. 

I: What is the approximate percentage?
P: Probably around 5%. It’s not very many but we’ve had visitors from Germany, Holland, France California, Saudi and some Australians over the last two years, since our apartment opened, so a real mix.  There hasn’t been any spike in international visitors as such, it tends to be more sporadic.  

I: Have you specifically targeted those tourist segments?
P: No. Whether Airbnb particularly focused on certain regions with their marketing campaign, I can’t say that I particularly followed the information from them which can collaborate that.

I: You mentioned Saudi, do you target any other markets from the Middle or Far East?
P: No, that is probably the furthest regions we’ve had. 

I: With Brexit fast approaching, do you have any concerns regarding your Dutch and German market?
P: Not in the slightest. I think the scaremongering is doing more harm than the reality.

I: Will you place more concentration on the domestic market or are you hoping to attract alternative tourist markets?
P: Yes. I think that there is a large enough domestic market.  We are not a huge tourism operator. It’s a little apartment here in the Brecon Beacons so probably I would like to attract different demographic. But I’m certainly perfectly happy with the domestic market.

I: Do you have any involvement with Visit Wales?
P: Yes, we do have involvement with Visit Wales as they are the ones that have graded our apartment 5*. We have links on our Website and we also have listing on their website for our self-catering listing.  

I: Do you feel supported by them?
P: We have not needed them for anything else.

I: In terms of Chinese tourism and the new Qatar links to Shanghai via Doha, would you be interested to target this tourist market?
P: I’m not very interested in the Chinese market, specifically in terms of their behaviour and how they conduct themselves around the world. In terms of business, I understand that we need to open our doors to different cultures, but I am also aware of other hosts having negative experiences with this tourist market and I can’t take that risk with my property. 

I: If not the Chinese, would you consider other tourist markets 
P: Yes, Japan or India, as they are very honourable and respectful people and we are happy to entertain cultures which we feel are respectful of our belongings.  

 



[bookmark: _Toc9428958]Interview 5 – Swansea Bay Tourism Representative

Interviewer (I)
Participant (P)

I) Could you tell me little bit about Swansea Bay Tourism?
P) We are completely independent with businesses forming committee, who run it and there is myself and the director with the rest being volunteers. We look after the needs of our members.  We cover two areas, Swansea and the Neath Port Talbot area.  

I) How much do you value international tourism?
P) Very much

I) What type of international tourism demographic do you see in your area?
P) German, American, Canadian, Chinese and Spanish

I) Do you target any particular tourist market? 
P) Tourism Swansea Bay doesn’t do destination marketing itself, but on the ground, looking after the hotels and the tourism operators but we work with the attractions, so I see the people that go there.  I don’t drive so I get the bus regularly into the Gower peninsula so I see the tourists on the bus, the different nationalities and especially in the Summer and I would say the most common nationality I see on the bus are the Chinese.  I would say that they are probably students because of the new Engineering in Swansea University which has got lots of Chinese students and they keep advertising that they want more.  Although these are students, they are also three-year tourists, who may also bring their friends and families will come to visit and show them around.

I) Interestingly, you have mentioned the Chinese using busses.  Some of the feedback from the Chinese visitors is that they would like to see more, as well as improvements to the public transport, but obviously from what you say, Gower is well connected?  
P) Yes, it is a lot better connected than people think.  Many tourists use busses especially during the Summer period. They put on a Sunday bus and this year its starting a little earlier, from the 21st of April through to the end of September.  The busses run roughly every hour and stop in all the major locations such as the Three Cliffs Bay, Rhosilli and Caswell Bay.

 

We also run a project called ‘Digital promotion of sustainable transport in rural Swansea or ‘Swansea Bay without a car’ which is easier to remember.  The whole point of the website is to show people that you don’t need a car to get around if you don’t want to and to encourage people who like walking and cycling to go on the bus, so it is related to the environment as well. 
The whole website purpose is to promote the area, so for example on the Gower peninsula page there are various links to the area, links to walking and cycling in Gower, there are also some walk routes which can be downloaded as PDFs the phone so the visitors can just take it out, as the connection isn’t always that good down the Gower. There is also an app called ‘This is Gower’ and again it has loads of walking and cycling routes on there.  Another thing that we are doing which will be very useful for any tourist is offering some kind of discount for sustainable travels, so that they can show their bus ticket and get some kind of a discount such as a drink in a café.  These will be highlighted on the website.  Currently the website is only in English and in Welsh but we would be opened to translating it into other languages as well

I) Do you think that the area meets the needs of Chinese tourists, as they like to travel in groups? 
P) In terms of the Swansea Gower area and transport, yes.  That particular bus I use go to Rhosilli Bay so maybe it’s the sea that they like as some of them may not have that back home.  

I) I have also found that when carrying out my research. Some university student from Wuhan have stated that the sea and the scenery is one of the best attractions here in Wales.
P) Yes, the area has lots to offer.  Swansea Tourism Bay represents both the Swansea and Neath Port Talbot areas although Swansea gets more tourists, but I feel that Neath Port Talbot as the ‘waterfall country’ gets overlooked. With the new Afan Forest development and the Banksy being a new attraction in the centre of Port Talbot.  There is going to be a permanent exhibition with that piece, other Banksy pieces and other local artists, which will be a new tourism attraction.  There is a great cycling in the Afan forest and there is also a bat cave from the movie ‘The Dark Knight Rises’ with Christian Bale, it’s one of the waterfalls that is used as the entrance to the bat cave which many people don’t know about and which is not being promoted.  Film locations bring the tourists in, which would be the responsibility of the National Trust.
We have recently returned from the British tourism and travel show in Birmingham. I spoke to a few Chinese tour organisations and I was promoting to them Neath Port Talbot as well as the Gower Peninsula.  They offer a nice mix of the coast and the mountains with waterfalls and you can walk behind some of them, which again would be promoted to the international tourist markets.  This could be maybe something the Chinese could be interested in as this is not something that they would necessarily get home in their cities, so this could be something else to promote to them. They might enjoy it.  

I) Are you aware of any marketing campaign by either Visit Wales or Visit Britain targeting Chinese tourist specifically?
P) No, as we tend to liaise more with Visit Wales than we do with Visit Britain.  We sign up to their newsletters where there may be information regarding this tourist market.  We work closely with Visit Wales and in each area of Wales there are regional engagement officers and we have two for our area.  They come to our events, we keep in touch with them and they feed us information like what is going on so that we can feed it to tour members.  

I) What type of information do you receive from them in terms of Chinese tourism? 
P) I know that they have campaign and they are pushing this Wales Away where they are targeting international markets.  We would like to extend the Wales Away campaign as we feel a bit left out.  







[bookmark: _Toc9428959]Interview 6 - Wales Tourism Alliance

Due to the inability to record the interview, only key points were made

Key points
· Competition - The participant discussed the issues and competition Wales currently faces internationally but also nationally.  The participant felt that Wales lacks distinctiveness in comparison to Scotland and Ireland and is not seen as a country in its own right, as much as it could or should be.
· Whilst Scotland has received 9% in terms of international tourism, Wales has only received 2% of visitors, which according to statistics, has only changed slightly in the last 20 years.  
· Wales only has a small international airport which does not offer many routes, although the new Qatar airlines operating from Cardiff is a big bonus, as long as Wales takes advantage of this.
· The participant felt that whilst all countries are being promoted abroad, possibly less concentration was placed on Wales than other countries.
· Scotland and England also have better connectivity which is the key to increasing tourism
· Budget - Wales has a much lower budget than Scotland due to budget cuts and this is apparent especially in the Marketing area.
· Scotland is well known for Whiskey, bag pipes and Edenborough.  Scotland’s figures are rising whilst Wales figures are falling.
· Wales serves more as an add on destination rather that a destination in its own right.
· Wales has seen rise in cruise ship tourism although this does not include the Chinese tourist market
· The participant felt that perhaps Wales is not prepared for the Chinese tourist market due to lack of skills training, people and product development in order to meet the Chinese visitor needs.  Furthermore, lack of understanding in terms of cultural issues could also present problems, as businesses may not have full and clear understanding of the best or more appropriate way to meet this type of visitor needs.  
· Transactions are made through different apps Wales is not accustomed to
· Brexit causes uncertainty and this affects consumer spending 
· Wales needs to consider markets beyond Britain and America, and develop people and product 
· The proposition of having a Chinese village in Carmarthenshire possibly did not happen at the right time.
· The participant felt that in order to attract this lucrative market, we have got to think out of the box 
· From the Wales Tourism Alliance perspective, there are some businesses who hold a perception that Visit Wales could do more to engage with them, although equally, businesses also need to take some responsibility in terms of self-promotion and marketing.
· More could be done by Visit Britain to promote Wales internationally 
· USA are the highest spending current market
· Visit Britain to cross party meeting – Visit Britain reports that Wales is being seen as strengths food tourism adventure tourism destination
· Britain became a cheaper place for overseas visitors but it needs an increase in funding and more support
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Interviewer (I)
Participant (P)

I) Can you give me a little background?
P) Just to break it down, Visit Britain have the overall responsibility for bringing people into the United Kingdom, but the home countries could say that they don’t do this sufficiently well enough to bring them into their own constituent paths.  And then you have Visit England, Visit Scotland, Visit Wales and Visit Northern Ireland who do their own thing to a limited degree overseas.  Each one of these have their own particular target audiences according to how much money they’ve got.  I don’t think it’s any secret to say that Scotland, Ireland and England have hugely more resources than what Visit Wales has ever had, so Visit Wales have had to focus on what they consider their key markets which are the Germanic speaking markets, Germany, Belgium, Holland.  Virtually nothing in places like Spain but Ireland is a big one and the United States but in comparison to Scotland, England and Northern Ireland its minimal.  
Beneath Visit Wales we have the local authorities, which in West Wales are Swansea, Carmarthenshire, Pembrokeshire etc and working alongside of those you have trade associations. Now the lower down you go, the less amount of resources you’ve got. The local authorities can’t do it individually because they can’t afford it either.  

I) As you have mentioned, Visit Wales are targeting predominantly the EU countries, therefore with the current political uncertainty of Brexit, do you think they should begin to consider targeting alternative tourist markets such as the Chinese?
P) Yes, there is lots of uncertainty in terms of tourism, because I would imagine that there are lot of people that are saying we won’t go this year or maybe next year until we know what is going to happen.  Similarly, there are lots of people, myself included, who have decided not to go to France because they don’t know if there are going to be complications so the uncertainty is there, which may unfold in many different ways.  It may be that we get less people coming in that could lead to more domestic tourism.  Similarly, if the deadline gets extended, there may be many people who will travel this year because they don’t know what will happen next year.  The biggest issue is the uncertainty which makes it a lot harder for people to make a decision.  

I) are you aware of the Visit Britain and their Great China welcome campaign and whether it is being effectively promoted to Welsh tourism businesses?

P) The relationship between Visit Wales and Visit Britain was certainly much better 20 years ago than what it is today.  Visit Wales used to work in collaboration with Visit Britain.  To give you an example, 20 years ago when the National Botanic Garden of Wales opened, it was one of the big millennium schemes of the UK, so the garden, myself and ……would have part taken in join sales missions to places like Canada, Washington, New York, Vancouver, Tokyo, the Far East not China, but quite a lot on the European mainland and that was in collaboration with Visit Britain which meant that you had to work closely together and by doing that, you do work with Visit Scotland, Visit England, Visit Wales and Northern Ireland to provide presence at the ITB, working in collaboration with colleagues from the other countries working under the banner of Visit Britain.  If you were to go to the World Travel Market in London which is mostly domestic, you would go under Visit Wales, so you would have Swansea, Carmarthenshire and so on, all working under the umbrella of Visit Wales.  That degree of collaboration is a must if you are to address the issue of not having sufficient resources, because if Visit Wales to do it on its own, they can’t afford it.  But their track record of working with the local authorities and associations such as the CTA has not been getting any better over the years.  It’s not what I would call strategic partnership.  They need the help and assistance of the trade bodies because ultimately, whatever marketing you do, you need the products there in order to explain it properly, it needs to be specific and tangible.  Come to Wales to see the castles and to see the coastline, you need people there that will say, these are the hotels, these are the Gardens, these are the castles.  

I) What I’ve been finding is that whilst Visit Britain have their Great China welcome marketing campaign targeting the Chinese specifically, the message doesn’t seem to be going down to all the small businesses in Wales.
P) For the past 20 years of working alongside of Visit Wales and other Wales tourist boards I never saw anything involving China.  Looking at the Chinese market, if you look at the outbound tourism, the UK is 6th as a destination in terms of Chinese Visitors, 134 million visits, which is up by 5% from the previous year and this is only for a small proportion of Chinese people that have passports, but this is growing at a rate of millions with the rise in the middle class and the potential spend.  
I went to Tokyo 20 years ago with Visit Britain and what I found was that when I met the WDA which was Welsh Government who had their own office and the Wales tourist board also had their own office and they never worked together so even though there are some sectors of the Welsh Government working out in China, I would imagine, unless things have changed dramatically.
Universities are going out to China and I would say that Cardiff University, Swansea University and maybe less so Carmarthen, have got some sort of activity going on in China.  If they are there trying to recruit students to Wales, why aren’t Visit Wales working with them to promote Wales, because you don’t just go to that country to learn, but you also want to visit the place, explore and enjoy the place.  
I did have some involvement with Chinese developers, they were looking to open up a holiday village not too far from Llandeilo.  There is a big holiday time share village with log cabins and the Chinese development company, must be 7 or 8 years ago were interested in buying it and I think negotiations and discussions were ongoing to the point where I met them to investigate what they were looking for and it was quite interesting, three of four of them turned up and they were quite serious about it and one of them pulled out his laptop and he showed me real time Beijing because I asked them why Wales.  He showed me Beijing and what he was pointing out to me was pollution.  They want clean air, get away from it all and if you take it that the vast proportion of up and coming, wealthy, middle class Chinese people are either from Beijing or Shanghai where the levels of pollution are now getting to the point of poisonous, what they are looking at is clean air.  
It is quite interesting, I made a point of talking to Japanese tour organisers 20 year ago and what they found particularly attractive in Wales was at that point, personal safety.  The Japanese put personal safety over and above most other things and even more so these days and that’s why they find Wales to be an attractive destination.  If the motivation for people coming from Beijing or Shanghai is to find clean air and a safe place Wales is ideal for it.  But one would still come back to the same issue time and time again, how much resources is Wales prepared to put into the Chinese market.  If one looks at the business operator let’s say in West Wales in particular, you have next to nothing in terms of chain hotels large corporations which as opposed to say London and to less extent, Cardiff, that have got the Hiltons and the Marriott’s and the big hotel chains that are managed and market themselves for their return on investment predominantly, many businesses in Wales are very small, so their interest in marketing is very small indeed.  They find sufficient what they get.  
One of the biggest mistakes I made was assuming that lot of small businesses in west Wales was looking for growth, looking for more customers, looking for new customers, when in fact a significant proportion of them isn’t looking for growth.  The tourism season in west Wales is predominantly 10 weeks June till the end of August, I think you get 70% of visitors coming 30% of the year, so how could we extend that season to the Winter season but then I found out that hoteliers made their money in the Summer, they were quite happy to take 2 or 3 months off. Their motivation is not there because they have sufficient money coming in so they are satisfied with what they’ve got.  So West Wales does not seem to be ‘hungry’ for the big hotels.

I) What happened with the Chinese village in the end?
P) Well I did not attend the public meeting, but I was told by those that did attend that local feeling was against the development.   The element of the community that didn’t want this to happen were not indigenous to the community. 

I) What are your views on the new Qatar Airways route from Cardiff to Doha? 
P) Lot of these initiatives, especially from the airports are designed to take people out of the country and not to bring people in, but the infrastructure is a key part to it. We’ve also found that vast proportion of overseas visitors come to London.  The viewpoint from most people is that there is a perception gap. They seem to feel that Wales is much further than what it actually is. That perception gap exists within the visitor market and it also exists within higher education.  For instance Visit Wales should look at what universities are doing out in Beijing and Shanghai and work with them in terms of raising Wales profile over there. There are many opportunities but they’ve got to work together.  There does not seem to be enough collaboration between organisations   
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Participant (P)

I) What was your role whilst working for the Welsh Government
P: I was responsible for Visit Wales and they did attach importance to international visitors.  They focused mainly on key markets, and their key markets at the time I was there, were the United States, France, Germany and the rest of the UK.  They tended to leave responsibility for marketing Wales for the long hall, such as the Far East Japan, India and China to Visit Britain.
I didn’t feel that Visit Britain did enough to promote Wales and they didn’t appear to know enough about Wales to be able to promote it actively and positively.  So when I was there, my role wasn’t focused on tourism, it was much wider range, but I was keen to promote tourism as well.  

I: In terms of the Chinese market, what was your exact role?
P: One of my responsibilities was for the Welsh Government overseas offices in all the countries where we had presence.  We focused on key priority markets, if I can call it that, like the United States, China, Japan, India and Europe. 

I: It’s good to hear that China was part of that
P: Yes but the Welsh Government were not totally convinced of the potential in China and as I say, Visit Wales tended to leave the marketing of China and India to Visit Britain and as I said earlier, I don’t think they’ve been very effective in that.

I: Would you say that there is a good collaboration between Visit Wales and the Government?
P: I think it has improved, but certainly when I was there, I didn’t feel that there was sufficient collaboration between the different departments.  My own department, which was External Affairs, the Economy Department and the Tourism Department Visit Wales, I don’t think that they worked closely enough together. They tended to work in sort of sylos and there were examples of where, if there had been collaboration between them for example the Department of Culture and Visit Wales, I think we could’ve had much more impact. 

 I: Would you say that Wales has enough to offer to the Chinese Visitors and what they are looking for? 
P: Yes, in abundance.  One of the problems Wales has, is that it doesn’t have the profile for example Scotland and Ireland have and there have been surveys in the past by British Council, many years ago and of the four nations, Wales came bottom in terms of recognition.  And we are always behind Scotland in terms of profile.  Scotland had built in advantages, they have Edinburgh, Whiskey, their Kilt and they had Braveheart, the film and I know that is a bit simple but when you talk to people those are the things that they recognise.  In Wales it was Princess Diana, Coalminers, Rugby and Sheep. But if you look at what Chinese want, then I think that Wales has lots to offer, the shopping, castles, countryside, beaches, golf and so on.  I think what is interesting, when I was working at the Chinese office, I used to go to China twice a year, and when we were trying to promote Wales through the offices we did it without much support from Visit Wales at that time in targeting Chinese tour operators and talking to them about how we could get tourists from China to visit Wales.  Chinese tourists are the biggest spenders per capita 

I: This is what gave me the idea for this research. Whilst travelling around Europe, I have come across Chinese tourist who were spending extortionate amount of money on a Swiss watch.  So after carrying out some secondary research and seeing how countries such as Switzerland, France and Even the UK were benefiting, I was intrigued to see if Wales was doing the same.

I: I am also interested in the Chinese perspective and whilst also carrying out a research into what the Chinese would look for in Wales and what improvements they would like to see, what keeps coming up, is improvements to transport.  
Most Chinese travel in groups, and when I was talking to the Chinese tour operators in Beijing for example, I was asking them what is it that would attract tourists to a particular area, and I was saying if they were interested in a particular theme like shopping or Golf, mountains or the countryside, and museum and castles, then Wales has all that to offer.  They could base the tour group in Cardiff and within 45 minutes you have all of those in abundance, the Beacons, the Gower, museums and castles, and I was asking them whether that would attract them and they said well, maybe, but what the Chinese like to do is to visit as many places as possible.  If you look at typical Chinese tour to UK, certainly when I was working, then they spend an awful lot of time on the coach, taking them to Oxford, Stonehenge, Bath, Cambridge, Bicester (the shopping village), and they would be on the coach for about an hour and half, stop, get of, spend 15 minutes taking pictures, back on the bus and then travel another hour and half. So what we are trying to do there is to encourage the Chinese tour operators to include Wales as part of their program, because any international visitor, particularly from the states of China, India or Japan, when they come to UK, they all go to London.  We were successful in getting UK included, so they would come and have ten days in the UK and they might do two days in Wales, stay in Cardiff or maybe North Wales

I: North Wales seems to be doing very well in terms of tourism
P: Yes, they have a good tourism operation and I know that they have been very successful with Japan.   I could see what is happening with Japan, as we also have office in Tokyo as part of our team and they are working with North Wales tourism.  I think that it is improving but what I don’t know is now, just how many of the Chinese tour operators include Wales in their programs.  I think when I left, five were the biggest ones included Wales, maybe just for one or two nights, included Cardiff, for example.  What we want to do is to try and get them to spend more nights and time in Wales 

I: And with the new Qatar Airlines coming into Cardiff, there is a great potential 
P: My reservation about the Doha was that Qatar Airlines, their links for example between Chinese cities and Doha  and they now have the Doha Cardiff route which I think is a great development, but what I wasn’t sure about was, when somebody gets on a play for example in Chon Chin to Doha, would they then get on a plane to Cardiff or would they go somewhere else? And at one time, we were working with the Chon Chin Government, we’ve been going to Chong Ching since 2006, and we’ve got an office there, we’ve got three people working there, we were working with Chong Ching government, because they wanted that direct airlink to the UK.  They didn’t have one at the time, and they thought that we would be able to help them and they were quite keen to have a direct flight lick from Chong Ching to Cardiff, and we were talking initially by charter, but it needed quite a lot of subsidy to make it work for the tour operators. The discussions were going quite well, and the first minister  was involved as well, and then they had the opportunity to become part of a scheduled air link from Chong Ching to Gatwick and that game them a schedule as oppose to charter which we were looking at, and a direct link to London from Gatwick.  I don’t know how successful the Doha Cardiff route is. 
I know that the Welsh Government is supporting Qatar Airlines and working with them and I suspect there is a financial element there and I know that Qatar are promoting themselves and Wales in China working with Visit Wales and I understand at the moment that they are working with quite a famous Chinese actor, to promote Wales and I think that this is a joint effort by Qatar Airlines and Visit Wales, which is great.

I: I have recently seen a promotional video by Qatar Airlines promoting Wales, although in my opinion it has concentrated predominantly on the cuisine and not as I have expected, the Nature, castles etc.
P: I don’t think that food is what they are looking for, because when we have Chinese delegations coming, they always found food bland.  It’s very different to them. I think that things like castles and museums would’ve been good.  Cardiff City, being in the Premier League, because the Chinese love football, would be a huge selling point.  
In China if you get famous actor or singer, or a politician promoting something, then the Chinese tend to follow that.  So an indorsement by a popular figure would actually be worth a lot and raise the profile. 

From what I understand, Visit Wales concentrates predominantly on the domestic market and only small percentage of that is international, mainly European, although they also target the American Market. So with the uncertainty that comes with Brexit, there could be the potential to target alternative tourist markets.  
I think one of the problems that the UK has  in terms of International tourism and specifically China, is that they are not part of the Schengen arrangement so if Chinese visitors were to come to the UK, they’ve got to buy separate visa, whereas if they go to Italy or Austria, it means the Schengen gives them access to all the other countries, so it’s an additional cost and I don’t think it’s cheap.  
Visit Wales and the Welsh Government have limited resources, so they have to prioritise.  They prioritise the States, I think they are doing quite well there, but I think that if they were to focus more effort on promoting Wales a s a tourism destination with the tour operators. I think the situation is still the same where most of the visitors come in groups.  So it’s done through the tour operators and I think the trick is to promote Wales to the tour operators, because they were quite successful when I was working getting five or six tour operators to Wales, but I don’t know what the situation is now.  
Most of the work on the tourism side was done through Susan Jang in the Welsh Government office in Beijing, singlehanded, and I know when I was there, I met two or three of the key tour operators and had also discussions with them.

Visit Wales will also tell you how many of the main tour operators include Wales in their tours and how many nights, as I recall they would offer ten/fourteen-day visits to the UK.  That was certainly the way to go about it is trying them to visit Wales and only Wales because Bath and Stonehenge, Cambridge and of course the shopping aspect as well.  Whenever Chinese visitors come to Wales, it doesn’t matter what the itinerary was, they would always go to Bicester and we would like to include that as a cultural element of the program.    
Whenever we could, we would take them to McArthur Glen which has some of the big brands, but nothing like Bicester and that was added attraction and I think that its worth looking at two types of tourism.  One is the ordinary tourist which will come with a tour group and then you’ve got the business delegations. I remember one business man came from China, he was in Cardiff and we had a free afternoon so we went shopping, went to the Rolex shop and bought Rolex so there is no shortage of money and when we have a business delegation coming over, they would pay the hotel bill in Cash.  So I think that the business side has a great potential. 
I know that in the past, where we were trying to promote Wales and when there was a business delegation coming over to the UK, in terms of comparison, they recognised Edinburgh, whereas Cardiff doesn’t have the same profile and even with all the aspects we have to offer, we are still well behind Scotland. 
I think Focusing on the tour operators and getting them to include Wales for a couple of nights is a start.  And as I was saying earlier on, you cannot expect any international visitor who come to the UK, not to London. And I think Visit Wales accept that and in terms of the American market, I think they target the second time visitor.  So first time they tend to come to London and then the second time they may come to Wales.  Certainly, that’s how it was when I was involved in it.  

I: It’s really interesting to understand how things were and to see if this has changed or altered in any way. 
P: I am out of touch now.  I still keep in touch with my colleagues in Cardiff and in China and on the Visit Wales side, but I know that they are now working with Qatar Airlines and hopefully they will be very successful.  I don’t know how much they still rely on Visit Britain.  I remember having a meeting with Visit Britain representative in Beijing and this was five, six years ago and she said the problem with Wales is that it is isolated. That was coming from the Visit Britain representative and I said it is not isolated, its 40 minutes from Bath, its 2 hours from London, we’ve got an international airport, and so on.  Therefore it is important for Visit Britain to be inclusive and I don’t think that they’ve put enough effort.  It may have changed now but certainly at the time I didn’t feel they’ve done enough for Wales. I don’t think that Visit Wales or the Welsh Government out enough pressure on Visit Britain to get what we are entitled to.  We are part of the UK and therefore deserve to be promoted equally.  
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[bookmark: _Toc9428964]Questionnaire 1

Investigation into Chinese tourism in Wales - Paper Questionnaire example

6. Has the current UK / European political uncertainty impacted on your existing tourism target markets?
 

Yes                                                                                                                       No 

[bookmark: _Hlk621383]
[bookmark: _Hlk2150968][bookmark: _Hlk896719]Please explain ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………..……………………………………

7.  Are you aware of any marketing campaigns by Visit Britain or Visit Wales, targeting the Chinese tourist market?

Yes            (Go to question 8) 		                            No                   (Go to question 10) 


 

8.  Do you incorporate this into your current business marketing strategies?

Yes          				                            No             



Please give details 
[bookmark: _Hlk622449]………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………….…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

9. Are you planning to incorporate this into your future business marketing strategies?

Yes 	    please give details on how this is to be incorporated

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………….…………….………………………………………………………………………………………………………………….…………….……………………………………………………………………

No           please state reasons

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
                           
10. Have you received any information from Visit Wales or any other Key tourism organisations regarding the potential Chinese tourist market?


Yes                                                                                            No           

                                                            
If yes, please specify what information has been received.  ……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

[bookmark: _Hlk8393748]


















[bookmark: _Toc9428965]Questionnaire 1 - Investigation into Chinese tourism in Wales 

1) Please select location
2) Please state your tourism business sector below
3) What is your current tourist market?
4) Which market segments do you generate most of your businesses from?
5) Please rate the importance of the International tourist market
6) Has the current UK/EU political uncertainty impacted on your existing tourism target markets?
7) Are you aware of any current marketing campaigns by Visit Britain or Visit Wales, targeting 
   Chinese tourist market?
8) Have you received any information from Visit Wales or any other tourism organisation regarding   
    the potential Chinese tourist market?
9) Taking cultural differences into consideration, do you have any business concerns regarding the 
     Potential development of a Chinese tourism market in Wales?
10) Would you consider targeting (or are you currently targeting) the Chinese tourist Market?
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1) What are your reasons for visiting Wales?
2) Has your experience in Wales been? (0=Negative, 5=Neutral, 10=Positive)
3) What type of activity do you like to do when visiting a new destination?
4) What attractions or activities do you like to do whilst in Wales? (i.e. castles and churches, 
    gardens, theme park, shopping, sporting events, nature and wildlife etc.)
5) What type of activity or attraction would you like to experience in Wales in the future? (i.e.  
    castles and churches, gardens, theme park, shopping, sporting events, nature and wildlife, animal   
    park etc.)
6) What would improve your visitor experience in Wales in the future?
7) Would you visit Wales again?
8) Would you recommend Wales to your friends and family?
9) What type of accommodation do you like to stay in whilst away?
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[bookmark: _Toc9428969]Carmarthenshire Council Representative
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[bookmark: _Toc9428972]Emails to survey participants

These participants from the eastern areas of Wales such as Cardiff/ Bridgend/ Swansea areas were contacted in the hope of increasing participation by taking part in this research.  Unfortunately, the response rate was extremely low. Below is an example email, as well as email addresses of participants who were contacted.  Where applicable, participant names have been removed for privacy reasons, stating company only.

Chinese communities and Associations were also contacted, asking for possible contribution. There was unfortunately no response.
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SECTION E: Details of Research Activity

	Indicative title:
	Investigation into Chinese Tourism in Wales

	Proposed start date:
	October 2018
	Proposed end date:
	May 2019

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	
[bookmark: _Toc9428974]Aim

The main aim of this research was to gauge Wales’ interest in the Chinese tourist market and offer possible recommendations which could benefit Wales in targeting this tourist market.

[bookmark: _Toc9428975]Objectives

ii) Research and critically analyse academic literature, to gain a deeper understanding of the subject.
iii) Conduct primary research, gauging Wales’ interest in the Chinese tourism market, and investigate strategies used by Welsh tourism and other stakeholders.
iv) Analyse and evaluate findings, highlighting potential benefits and challenges of Chinese tourism in Wales and offer recommendations for possible improvements.


(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	The use of surveys and questionnaires



(this box should expand as you type)




	Location of research activity
Identify all locations where research activity will take place.

	
Various locations
(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	

(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☐
	☒

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☒
	☐

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☒



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 


SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☐
	☒

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☒



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	65 questionnaires and 8 interviews
this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 

	Did not use observation


(this box should expand as you type)






	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	


(this box should expand as you type)





SECTION H: Anticipated Risks

	[bookmark: _Toc9428976]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc9428977]Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☐


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	

(this box should expand as you type)

	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	

(this box should expand as you type)

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	

(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	

(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	

(this box should expand as you type)





	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☐




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	


 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	


 (this box should expand as you type)

	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	


(this box should expand as you type)






SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☐

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☐

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☐

	University computers?
	☐
	☐

	Private company computers?
	☐
	☐

	Home or other personal computers?
	☐
	☐

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☐

	“Cloud” storage or websites?
	☐
	☐

	Other – specify:

	☐
	☐

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	



(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☐

	Sharing of data with others at the University?
	☐
	☐

	Sharing of data with other organisations?
	☐
	☐

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☐

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☐

	Publication of data that might allow identification of individuals?
	☐
	☐

	Use of data management system?
	☐
	☐

	Data archiving?
	☐
	☐

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	




(this box should expand as you type)



	List all who will have access to the data generated by the research activity:

	


(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	


(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	


(this box should expand as you type)




SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	Lucie Johnson
	Date:
	22/05/2019



For students:
	Director of Studies/Supervisor:
	Kathryn Flynn

	Signature:
	Lucie Johnson


	Date:
	22/05/2019



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	
I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)


	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.







Business Type	[VALUE]



Accommodation	Food and Beverage	Attraction	0.62790000000000001	0.2326	0.25580000000000003	

Business/Organisation Location

Series 1	
Gwent	South Glamorgan	Mid Glamorgan	West Glamorgan	Dyfed	Powys	Gwynedd	Clwyd	2.2700000000000001E-2	0.11360000000000001	6.8199999999999997E-2	0.25	0.54549999999999998	9.0899999999999995E-2	4.5499999999999999E-2	4.5499999999999999E-2	Column2	
Gwent	South Glamorgan	Mid Glamorgan	West Glamorgan	Dyfed	Powys	Gwynedd	Clwyd	Column1	
Gwent	South Glamorgan	Mid Glamorgan	West Glamorgan	Dyfed	Powys	Gwynedd	Clwyd	


Current Tourist Market

Current Tourist Market	
Domestic	International	0.83330000000000004	0.64290000000000003	Column2	
Domestic	International	Column1	
Domestic	International	



Importance of the International Tourist Market

Column1	
Not at all important 	Slightly important	Neutral	Very important 	Most important	6.8199999999999997E-2	0.13639999999999999	0.20449999999999999	0.13639999999999999	0.45450000000000002	



Has the current UK/EU political uncertainty impacted on your existing tourism target markets?	


Yes	No	0.33329999999999999	0.66669999999999996	

Would you consider targetting Chinese tourism in the future?

Column1	


Yes	No	0.44440000000000002	0.55559999999999998	

Are you aware of any current marketing campaigns by Visit Britain or Visit Wales, targeting Chinese tourist market?	[CATEGORY NAME]
[PERCENTAGE]



Yes	No 	0.22220000000000001	0.77780000000000005	
Have you received any information from Visit Wales or any other key organisation regarding Chinese tourism?

Column1	

Yes	No	0.15559999999999999	0.84440000000000004	Column2	
Yes	No	Column3	
Yes	No	


Existing Tourist Segment

Series 1	
Solo Travelers	Group travelers	Families	Couples	Business	Senior Travelers 	0.3256	0.44190000000000002	0.6512	0.69769999999999999	0.37209999999999999	0.46510000000000001	0.1163	Column1	
Solo Travelers	Group travelers	Families	Couples	Business	Senior Travelers 	Column2	
Solo Travelers	Group travelers	Families	Couples	Business	Senior Travelers 	


Cultural differeneces concerns

Column1	


Yes	No	0.17780000000000001	0.82220000000000004	


Reasons for visitng Wales

Series 1	



Study	Business	0.95	0	0.1	Column1	
Study	Business	


How has your experience been in Wales?

Series 1	
Very Negative	Negative	Neutral	Positive	Very Positive	0.05	0	0.4	0.15	0.4	



Would you visit Wales again?

Column1	


Yes 	No	0.8	0.2	
Would you recommend Wales to your friends and family?

Column1	
Yes	No	1	Column2	
Yes	No	Column3	
Yes	No	


Accommodation type

Column3	5*	4*	3*	Bed and Breakfast 	Self Catering	Camping	0.2	0.5	0	0.3	0.3	0	
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Inbox
Hello Lucie

Thank you for your email and we shall help in any way possible although on an international
marketing query such as yours, you are better directed to the Visit Wales or Visit Britain teams and
not us in Carmarthenshire County Council. We are active in UK audiences but not China. | have
personally met some Chinese representatives some years back on tourism parallels (they liked
what we were doing here in Carmarthenshire) but that s as far as my dealings
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Mon 25/03, 05:45

Hi Lucie

Have you had a look at the Visit Britain information online? We work alongside VB
There’s a fair bit on the Chinese market place.
https://www.visitbritain.org/markets/china

China is not a current priority market for Wales.

90 % of Wales’ business is domestic orientated and our international priority markets
that bring 1 million visitors a year are, currently, the US, Germany and Ireland. That
doesn’t mean that we don't also do some work in other markets to lesser degrees e.g.
Netherlands and France and indeed China when opportunities to do so effectively
present themselves. Specifically by working with Visit Britain via campaign involvement
and in key trade exhibitions such as Destination Britain China.

Good luck with your dissertation Lucie, sorry that we haven’t been able to meet in
person.




image13.png
Susan.Jiang@wales-uk.com B & & Replyal v
Mon 08/04, 09:03
Lucie Johnson (P147172) ¥

Inbox

Hi, Lucie,

Before Gary retired, he was supportive for us to promote tourism in market. So | was active in
promoting tourism with dealing with tour operators directly at that time. Afterwards, | was told
that Wales is not suitable for hosting big tour groups, so | stopped working on that area, that’s
why | don’t have the updated figure you requested. And message you got is correct. VW is more
relying on VB to promote Wales, we only get involved when we are asked to do so.

Hope this is helpful.

Regards,
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Dear Dan,

1 wonder if you may be able to help me please. My name is Lucie Johnson and | am a final
year student at the University of Wales Trinity Saint David. | am currently undertaking a
Dissertation research, investigating Chinese tourism in Wales and whether Wales is
taking an advantage of this lucrative and growing market.

1 was therefore wonderingif it would be possible please for you to take part, by filling in
the questionnaire below. This should take no more than 5 minutes to complete and it
would make a vital difference to this research and hopefully provide some very
interesting results.

https://www.surveymonkey.co.uk/r/THKSY6Z

I understand how busy you are, but | would greatly appreciate any help you may be able
to offer.

Best wishes,
Lucie
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