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1. Executive Summary
This report investigates ways to attracting Chinese tourists to visit Clyne Farm Centre since they are one of the groups with the highest purchasing power (Smith, 2017).  After conducting a market research by handing out questionnaires to Chinese students studying in the United Kingdom as well as searching for information on the Internet, books, newspaper and journals, the consultant firmly believes that Clyne Farm Centre has the potential to be popular with Chinese tourists.  As a result, the consultant has come up with some suggestions and plans to attract Chinese customers based on the preferences of the respondents and the data from secondary research.  

2. Introduction
Since China opened itself up in 1978, its economy has been growing rapidly.  It is now the second largest economy (Bajpai, 2019) and has an average growth rate of approximately 10% per year (Bajpai, 2019).  As the country gets richer and richer, the demand for overseas travelling also increases extremely quickly.  This report will discuss ways for Clyne Farm Centre to attract more Chinese tourists.
3. Project Aims and Objectives
The project title has changed from How to Raise Accommodation Occupancy Rate by at least 10% to How Can Clyne Farm Centre Attract Chinese Customers because this is what both the client and consultant feel is more appropriate and helpful to the business.  As a result, the objectives have also switched from the followings:
-increasing marketing efforts
-attracting customers from new potential markets 
-analysing the needs of the current target groups so as to better suit their needs 
to the points below:
-conducting market research through questionnaires
-searching for information on the Internet, journals, books and newspapers.  
4. Research Methodology
Research methodology is the process of collecting data and information (Johnson, 2001).  The consultant has employed the following research methods in this process.
4.1 Questionnaires (Primary Research)
This report involves 25 questionnaire respondents.  All of them are Chinese students who are currently studying in the UK.  There are various benefits of conducting research using questionnaires, for instance, this is a very effective method because the researcher can gather a lot of information from many respondents easily, unlike interviews, which can consume both the researcher and respondents a lot of time and effort; the results of questionnaires can be easily analysed and guaranteed effective unlike interviews, ensuring the anonymity of the respondents so as to give them the confidence to answer sensitive questions, etc.  However, there are also some drawbacks, such as the misinterpretation of questions since respondents may misunderstand the questions and survey fatigue (respondents are tired of answering questionnaires so they simply choose random answers).  These factors will inevitably lead to inaccurate results even though the consultant has tried her best to minimise all sources of error.
4.2 Searching for information on the Internet, Books, Newspaper and Journals (Secondary Research)
The consultant has also conducted secondary research.  This is because there is plenty of data readily available out there and there is a lot of information that is impossible for the consultant to find out through primary research (Stewart, 1993).  However, there are still possibilities of error, for example, outdated or biased information (Lieu, 2011) even though the consultant has tried her best to select the most accurate information possible.
4.3 Sampling Method
Sampling method is the way of choosing a group of people for research purposes (McLeod, 2014).  The consultant has made use of both random sampling (posting the questionnaire on social media for people to complete) and convenience sampling (asking friends to fill out the questionnaire).  The reason for employing convenience sampling is that not only it is convenient, but also ensures the respondents are suitable for this project because they are all hand picked by the consultant.  However, this may be biased and does not reflect the whole picture (Walker, 2003) since all respondents come from the same group (friends of the consultant).  Therefore, the consultant has also adopted random sampling.  This will mean people from different groups can be included in this research so as to reduce sampling biased and reflect a bigger picture.
 
5. Why Should Clyne Farm Centre Receive Chinese Tourists?
There are a number of reasons for Clyne Farm Centre to start attracting Chinese tourists.  Firstly, Clyne Farm Centre fits the preferences of Chinese tourists as 45% of Chinese tourists would like to visit natural sceneries (Ali Pay and Nielsen, 2018); 36% prefer staying in the country side; 82% of post-70s are keen on having a relaxing travel experience(Ali Pay and Nielsen, 2018) ; 56% consider the uniqueness and scenery of their accommodation area and attractions as a top priority (Wang, 2019); 61% say that they were willing to try out non-traditional accommodation options, including farm stays and self catering accommodations (Lee, 2017) and the post 90 are well known for being adventurous and open to new experiences (Li, 2015).  Therefore, Clyne Farm Centre definitely has an advantage when it comes to attracting Chinese tourists.  Secondly, the Chinese have very high purchasing power.  In 2017, outbound Chinese tourists spent an average of USD 5 565 per person (China Tourism Organisation, 2018).  This is expected to reach USD 5 715 in 2018 (a 3% growth) (CTO, 2018).  In terms of expenditures at the tourist attraction, the average was USD 3 064 per person (CTO, 2018).  Having customers with such strong purchasing power will certainly give Clyne Farm Centre high profit margins.  As a result, Clyne Farm Centre should jump on the global trend of attracting Chinese tourists as soon as possible.
6. Findings
This section shows the questionnaire finds.
6.1 Current Awareness

The consultant would like to know if Chinese students are aware of the existence of Clyne Farm Centre (Q 1. Have you ever heard of Clyne Farm Centre?).  Unfortunately, 84% of them have never heard of it.  This is likely due to the fact that Chinese students neither have the habit of using Facebook, Instagram and Twitter (these social media websites are banned in China) nor reading newspapers that Clyne Farm Centre advertises on.  As a result, the business should consider advertising on the most popular Chinese social media instead, such as Wechat, which has 1.08 billion monthly active users in China) (China Internet Watch, 2019) and Weibo, which has 290.05 million active users in China (Statista, 2019) and Google Ads.
6.2 Interest in Farms

It is important to know whether Chinese people are interested in visiting farms as this heavily influences marketing strategies.  Fortunately, most of the respondents (80%) would like to visit farms (Q 2. Would a farm be of interest to you as a visitor attraction?)  Hence, Clyne Farm Centre is clearly at an advantage.

6.3 Holiday Accommodation Choices
  
This survey discovers that most respondents prefer B and B (44%) (bed and breakfast), followed by self catering (40%) and half board (16%) according to the question ‘When you book holiday accommodation, what do you prefer to book?’ The recent rise in popularity of self catering accommodation (Buckley, 2018) may be due to the fact that the economy has evolved from service economy to experience economy (Gilmore and Pine, 1998).  This means customers not only want quality goods or services, but also memorable experiences (Newman, 2015).  In the case of holiday accommodations, catering for oneself will result in more memories and experiences, which is what people tend to pursue now.  As a result, self catering holiday accommodations such as Clyne Farm Centre are on trend. 








6.4 Activity Choices
It is worthy to know what activities Chinese tourists prefer since Clyne Farm Centre also organizes many activities apart from providing self catering houses.  The questionnaire offers all activities available for respondents to choose from (Q 4. Clyne Farm Centre provides the following activities. Which of them would appeal to you?) and they simply have to tick the ones they are interested in.  The most popular activities are cycling (96%), raft building (84%), rock climbing (76%) and archery (72%) respectively.  Therefore, Clyne Farm Centre can try to promote these activities to Chinese tourists.  

6.5 Booking Medium

Knowing where target customers look for and book their holiday accommodations plays a key role in attracting customers.  Question 5 provides respondents with some websites that can be used to book holiday accommodations and respondents just have to tick all that apply (Q 5. When booking holiday accommodation, which of the following would you use?)  The most popular options are websites of the accommodations (100%), followed by Chinese social media giants Wechat (92%) and Weibo (92%), Trip Advisor (76%) as well as Booking.com (68%).  As a result, Clyne Farm Centre can focus on these websites so as to be as visible as possible to the Chinese market.

6.5 Considerations When Choosing Accommodations

With so many competitors on the holiday accommodation market, Clyne Farm Centre needs to know what its target customers want in order to win them over.  The consultant discovers the 3 most popular factors are overall quality (100%), user reviews (96%) and facilities (80%).  Therefore, these factors should be the primary focus and selling points.
6.6 Launching Chinese Translations and Employing Chinese Speaking Staff


Many tourist attractions around the world offer Chinese translations and Chinese speaking staff to assist Chinese tourists.  The consultant has found out that 92% of respondents want their holiday destinations/ accommodations to have Chinese translations (7. Would you like your accommodation/ tourist attraction to have Chinese translations?) while 100% are in favour of the employment of Chinese speaking staff (Q 8. Would you like to have Chinese speaking staff at your accommodations/ tourist attractions?)  These high percentages are absolutely no surprise to the consultant as most of the population have little to no knowledge in English (Liu, 2014)	and the ones who know it are too afraid to speak it because they are worried about their accents and pronunciations (Yeung, 2017).  As a result, the consultant believes Clyne Farm Centre should hire Chinese speaking staff. 

6.7 Reasons for Renting the Same Accommodation Again


Customer retention and loyalty are arguably the most important elements of a business.  This is because not only businesses heavily rely on word of mouth and reputation, which have the ability to send new customers their ways, but also researches show that it costs 5 times to attract a new customer than retaining an existing one as well as raising customer retention rate by merely 5% can massively increase company profit by 25% to 95% (Reichheld, 2010).  As a result, the consultant has looked into what makes Chinese tourists return by asking them to rank their reasons for renting the same accommodation again (Q 9. Please rank what makes you want to rent the same accommodation again?).  The three top reasons are expectations met (92%), overall quality (80%) and good facilities (60%) respectively.  Therefore, it is advisable for Clyne Farm Centre to put the above three factors on high regard.
6.8 Introducing Mobile Payment Methods (Alipay and Wechat Pay)
Mobile payment is one of the most popular payment methods in China and the market share of it is growing rapidly.  It is expected to increase from USD $29.93 trillion to USD $96.73 trillion (approximately 3.2 times) from 2017 to 2023 (Frost & Sullivan, 2016).  Another forecast indicates the total number of active mobile payment users will reach from 562 million in 2017 to 956 million by the year of 2023 (F & S, 2016).  In recent years, 28% of Chinese tourists are employing mobile payment methods.  This almost surpasses the percentage of cash transactions (30%). 
An alternative market research shows that around 93% of Chinese tourists are likely to use mobile payments services when they are on holiday if more foreign businesses will accept mobile payments (Alipay and Nielsen, 2017) while 91% of respondents will probably consume more goods and services if more overseas merchants will make mobile payment available (Alipay and Nielsen, 2017).  
The consultant also asked whether respondents would like to use mobile payment services to pay for accommodation/ tourist destinations.  With 88% expressing they are willing to do so (Q 10. Do you want to use mobile payment services (Wechat Pay, Ali Pay) to pay for your accommodation/ tourist attractions?), Clyne Farm Centre should begin offering Chinese mobile payment services alongside with cash and credit card.





7. Launching Additional or Improving Current Facilities/ Products
Since both the client and consultant believe that Clyne Farm Centre should launch extra/ improve its facilities in order to cater for Chinese clients, the consultant has visited the property and come to the following conclusions: 
7.1 Installing Fans or Air Conditioners
Given that fans or air conditioners are inseparable from Chinese people’s lives (Chen, 2011), 77% prefer renting accommodations with either of them over accommodations (Chen, 2011) and there have been unprecedented heat waves in the UK, the farm should consider installing one of them.  
7.2 Providing Chinese Customers with Chopsticks
The Chinese are well known for eating with chopsticks but unfortunately most places only provide cutleries.  Hence, having chopsticks available is definitely an excellent way to impress Chinese customers.

8. Conclusion
To conclude, most of the respondents have a very positive attitude towards visiting farms, the activities available at Clyne Farm Centre and renting self catering houses   Therefore, the farm should definitely consider pursuing the opportunity to host Chinese tourists and take the consultant’s suggestions.
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10. Appendices 
My name is Miranda Law and I am a student at the University of Wales Trinity Saint David.  I am currently undertaking a consultancy project for Clyne Farm Centre in order to investigate how to attract more Chinese tourists.  Please be ensured that all data will be kept confidential and be only used in this project.  Should you have any enquiries, please kindly contact me at wlaw.149345@student.uwtsd.ac.uk.  Thank you very much for your help.
1. Have you ever heard of Clyne Farm Centre?
a. Yes                        b. No
2. Would a farm be of interest to you as a visitor attraction?                                 
a. Yes                        b. No
3. When you book holiday accommodation do prefer to book?  Please choose one.
a. Self-catering,                c. half board 
b. B&B4.
4. Clyne Farm Centre provides the following activities. Which of them would appeal to you?
a. Horse riding                      h. Rock hopping
b. Raft building                      i. George walking
c. Muddy assault course              j. Surfing
d. Cycling                           k. Problem solving
e. Rock climbing                     l. Bush craft
f. Indoor climbing                   m. Survival
g. Archery                   
5. When booking holiday accommodation, which of the following would you use? Please choose all that apply.
a. Trip Advisor                      e. Facebook
b. Booking.com                      f. Instagram
c. Weibo,                           g. Email
d. Wechat         h. the websites of accommodations/ tourist attractions
6. Please rank the factors you consider when you book your accommodations? 
_value for money                 _quality
_distance                        _user reviews 
_facilities                        _environment
7. Would you like your accommodation/ tourist attraction to have Chinese translations? 
a. Yes                    b. No
8. Would you like to have Chinese speaking staff at your accommodations/ tourist attractions?
a. Yes                   b. No
9. Please rank what makes you want to visit an accommodation/ a tourist attraction again? 
_friendly staff                   _expectations met
_reasonable price level            _nice environment
_great entertainment nearby        _good facilities                          
_high quality
10. Do you want to use mobile payment services (Wechat Pay, Ali Pay) to pay for your accommodation/ tourist attractions?
a. Yes                             b. No
11. How much do you usually spend to rent your accommodation per person per night?
a. less than £70                   d. £111-£130
b. £70-£90                       e. £131 or above
c. £91-£110
The End.  Thank You.
Q 5. When booking holiday accommodation, which of the following would you use?

Series 1	
Trip Advisor	Booking.com	Wechat	Weibo	Websites of the accommodation	Series 2	
Trip Advisor	Booking.com	Wechat	Weibo	Websites of the accommodation	0.76	0.68	0.92	0.92	1	Series 3	
Trip Advisor	Booking.com	Wechat	Weibo	Websites of the accommodation	



6. Please rank the factors you consider when you book your accommodations?

Series 1	
Overall Quality	User Reviews	Facilities	Series 2	
Overall Quality	User Reviews	Facilities	1	0.96	0.8	Series 3	
Overall Quality	User Reviews	Facilities	



Q7. Would you like your accommodation/ tourist attraction to have Chinese translations?

Sales	
Yes	No	3rd Qtr	0.88	0.12	

8. Would you like to have Chinese speaking staff at your accommodations/ tourist attractions?
 

Sales	
Yes	1	

Q 9. Please rank what makes you want to rent the same accommodation again?

Column1	Expectations Met	Overall Quality	Good Facilities	Series 2	[VALUE]
60%%

Expectations Met	Overall Quality	Good Facilities	0.92	0.8	0.6	Series 3	Expectations Met	Overall Quality	Good Facilities	


Q 10. Do you want to use mobile payment services (Wechat Pay, Ali Pay) to pay for your accommodation/ tourist attractions?

Sales	
Yes	No	0.88	0.12	

11. How much do you usually spend to rent your accommodation per person per night?

Sales	
less than £70	£70-£90	£91-£110	£111-£130	£131 or above	0.08	0.04	0.08	0.6	0.2	

Q 1. Have you ever heard of Clyne Farm Centre?

Sales	
Yes	No	0.16	0.84	

Q 2. Would a farm be of interest to you as a visitor attraction?

Sales	
Yes	No	0.8	0.2	

3. When you book holiday accommodation, what do you prefer to book?

Sales	
Self Catering	Half Board	B and B	0.4	0.16	0.44	

Q 4. Clyne Farm Centre provides the following activities. Which of them would appeal to you?

Series 1	
Archery	Rock Climbing	Cycling	Raft Building	Series 2	
Archery	Rock Climbing	Cycling	Raft Building	0.72	0.76	0.96	0.84	Series 3	
Archery	Rock Climbing	Cycling	Raft Building	


