Introduction

The substantial growth of demand for tourism activities has proved that tourism industry is one of the major contributors to global economy and employment. In terms of maintaining peace of the world, tourism activities are able to enhance the understanding between nations. These suggest the importance of tourism development, in particularly, on the worldwide scale. Nevertheless, both of inbound and outbound tourist markets have long been dominated by only few industrial countries. Although some emerging countries, like the People’s Republic of China, has started contributing a growth in international tourism since the twenty century, the benefits that tourism may brings in need to be reevaluated in the context of globlisation that developing countries tend to be more vulnerable.

The outward tourism from mainland China has long been constrained by considering the mobility control of Chinese citizens; the protection of national tourism enterprises; and the prevention of leakage of domestic currency. ‘Approved Destination Status (ADS) programme’ enables the citizens of China to engage in international tourism. Although there is still small proportion of Chinese citizens who mainly concentrate on the economically developed areas is able to afford outbound tourism products, the demand for international tourism from mainland China appears strong. It is believed that this suppressed demand will be activated when circumstances allowed (Swarbrooke 1999), implying a large market potential based on a considerable size of entire population and the uneven yet speedy development of economy in the country.

Nevertheless, the long ignorance and strict constraints of tourism, especially outbound tourism, development has led to the underdeveloped status of the industry in mainland China before the nineteen century, while, along with the growth of economy and the stability of political environment, the development of tourism industry has been speeded since then. The entry of foreign tourism investments has consequently being restricted unless the activities can assist the development of tourism infrastructure; can bring in foreign capital; can improve management skills; and, thus, can accelerate the development of domestic tourism industry. In outbound tourism sector, a number of protectionist policies, meanwhile, have been granted to limited amount of national tourism agencies in order to encourage internal competition before the fair contest will take place on the global level. 

As one of the affluent cities in China, Shenzhen Special Economic Zone (SEZ) was the pilot city of economic reforms and opening policy. The city is possessing of not only a considerable size of existing outward tourist market, but also a large potential market due to the increasing number of immigrants. However, this market has been underrepresented by published researches. As a result, the outbound tourist market from Shenzhen will be in depth analysed in the subsequent research.

Aim

The main purpose of this research is to evaluate the outbound tourism market from Shenzhen in order to provide a parameter for further marketing researches and tourism strategy planning.

The purpose is approached in achieving the following objectives:
Objectives

· To analyse the strengths of the outbound tourism market from Shenzhen

· To evaluate the weaknesses of the outbound tourism market from Shenzhen

· To estimate the opportunities of the outbound tourism market from Shenzhen

· To analyse the threats of the outbound tourism market from Shenzhen

Chapter One Global Tourism Industry 
1. 0 Global Tourism Industry

1. 1 Fundamentals of Tourism Industry

The Definitions of Tourism

It is widely acknowledged that there is no one single definition of tourism which can be universally accepted and is applicable to any situation (Youell 1998). This is due to its multifaceted and multidisciplinary attributes. Many different interpretations are established to meet only the specific purpose.

Chadwick (1994, p. 65) described tourism as “the field of research on human and business activities associated with one or more aspects of the temporary movement of persons away from their immediate home communities and daily work environments for business". 

Tourism has been defined by World Tourism Organization (WTO 1993, p. 5) as ‘the activities of persons traveling to and staying in places outside their usual environment for not more than one consecutive year for leisure, business and other purposes’, specifying the duration and the purpose of tourism.

Both definitions above attempt to distinguish tourism activities from either the routine resident activities or migration movements. 

As to the purpose of tourism, Goeldner and Ritchie (2002) have further specified it into four categories, namely leisure and recreation, visiting friends and relatives (VFR), business travel, and other tourism activities, such as shopping. 

Adapted from the concepts above, the following definition of ‘tourism’ is applied to the specific use of this thesis. Thus tourism is:

· The movement of people who travel away from the normal place of residence and work; for 

· A temporary stay in a destination; for

· Leisure and recreational purpose. 

Tourism can be classified into domestic tourism and international tourism in terms of tourism destination, while international tourism comprises inbound and outbound tourism (Sorensen 1997). The tourism activities were taken place by the residents travel outside the residential country is defined as outbound tourism. In contrast, inbound tourism refers to the tourism activities involve tourists travelling in a country different from their usual country of residence (Sorensen 1997). In terms of distance of travel, long-haul international tourism is used to indicate that ‘an outbound visitor has traveled to one or more countries outside the multi-country region in which the visitor lives’ (Frechling 2001, P.41); and short-haul international tourism indicates ‘outbound travel by the residents of a country to other countries within the same region’ (Frechling 2001, P.42). 

The Structure of Tourism Industry

Tourism industry is unique from the common term of “industry” which refers to manufacturing enterprises. It is rather indicated to a ‘collection of businesses’ than one industry (Gee et al. 1997).
Youell (1998) suggested that four core components, destinations, visitor attractions, transportation, and catering and accommodation; as well as two intermediaries, tour and travel agents, make up of tourism industry. However, it merely considered the corporations that provide direct tourism services. 

In addition to the elements Youell (1998) mentioned, Chris Cooper et al. (1998) tended to believe that government organisations that are important for long-term tourism development should be included in tourism industry. 

Gee et al. (1997) provided a more comprehensive concept that tourism industry is divided into three categories, namely, direct providers, secondary supporters, and tourism developmental organisations. Direct providers that are more visible to the tourists, such as accommodation, transportation, catering, travel agencies and retail shops, fall into the first category. The support services are classified into the second category, including specialised services, such as travel research companies, and tour organisers; and basic supplies and services, such as contract food service. The third category includes planners, government agencies, financial institutions, real estate developers, and educational and vocational training institutions, which deal with long term tourism development within an area (Gee et al. 1997).
An adjusted concept of industry structure of tourism is accordingly revealed based on the above definitions. Tourism industry includes direct providers, secondary supporters, and tourism developmental organisations where tourism intermediaries assemble the direct providers and link customers with these providers.

1. 2 Attributes of Tourism Products

The unique characteristics of tourism products distinguish them from physical products (Hill & Gandhi 1992; Lovelock et al 1998; Zeithaml& Bitner 1996). These characteristics, which may assist to understand the decision-making process of tourism products, are generalised as follows (adapted from Baron 1975; Woodruffe 1995; Youell 1998; Weaver & Oppermann 2000):

· Tourism products possess intangibility nature makes it difficult to be experienced and evaluated in advance, especially when customers are lack of prior experience of consuming. Tourism products cannot be tried out before purchase, thus a high level of insecurity is involved on the part of consumer.

· Tourism services are characterised by inseparability, with production and consumption occurring simultaneously. Both of tourists and tourism product providers are parts of the tourism product, with the outcome of interaction.

· Thus, a tourism product is influenced by a large number of subjective factors that make it hard to be confined in precise standards. It is the variability nature of tourism products.

· Composing of a range of services, tourism products cannot be stored. It would be lost if supply and demand are not able to match precisely. This is the perishability nature of tourism product, which helps to explain the last-minute strategy of some hotel or airline businesses.

· Tourism has one of the most highly seasonal patterns of demand which a tendency for tourist demand to be concentrated into relatively short period of time. Several factors, such as climatic conditions, school and work leaves, and the staging of events, contribute to seasonality. The results of seasonality are different market conditions of price and quantity of “tourism products traded” at different times of year.
· Tourism is generally luxury product in comparison with daily necessities. Normally, it could be only afforded when sufficient discretionary income is available. During times of economic depression, for example, the amount of travel declines (Gartner & Hunt 1987).

1. 3 Factors Affect Decision-making Process

Internal Factors

All individuals have a unique set of characteristics that determines their physical and psychological nature, resulting in an immense demand for tourism products. Generally, the preference of consumers to certain tourism products is influenced by a wide variety of underlying factors:

Both of the terms personality and self-concept are normally used to targeting customers by positioning products. It is believed that a brand with certain personality is likely to attract the consumers with the same personality trait (Belk 1988). It is suggested that an actual self-concept may differ from ‘ideal self-concept’ that people expect themselves to be; and from the ‘others-self-concept’ (or “social self-concept”) that people perceive how others view them (Cannon 1992). In collective society like China, for example, where ‘social self’ is generally viewed as more important than ‘actual self’, luxurious products appear to be consumed as symbols of conveying social prestige and status.

An individual is motivated to act when a ‘need’ is inspired to an adequate level of intensity. This is meanwhile influenced by the perception of the consumer in the situation of purchasing (Hofacher 2001; Pickton & Broderick 2005). However, people learn from new information during the perceptual processes while only the information supports the attitude and beliefs the individual holds is likely to be retained (Mowen & Minor 2000). It implies the importance of information in decision-making process.

Lifestyle is basically the way people live, presenting their self-concepts. It is determined by the past experiences, innate characteristics, and current situation of an individual (Zaltman 2003). It frequently provides the basic motivation and guidelines for purchases in an indirect subtle manner (Cannon. 1992; Mowen & Minor 2000). Together with self-concept, lifestyle influences the demand for tourism more readily (Cooper et al.1998).

Culture is a set of values, beliefs, rules, and institutions held by a specific group of people (Hofstede 1991; Mowen & Minor 2000). Personal norms are rooted in values and social norms (Schwarts & Howard 1981). It is the unique patterns of behaviour and social relations that characterise a society and distinguish it from other societies (Baker 1993; Joynt & Warner 1996). The consumer behaviour of Chinese populations, for instance, are strongly influenced by traditional Chinese culture values which will be further analysis in the subsequent chapters.

Social influence includes the influence by a group, or a role and status (Baker 1993). Almost all consumer behaviour takes place within a group setting, with which the members share a set of norms, values, and beliefs (Vellas & Becherel 1999; Zaltman 2003). Consumers are affected by these reference groups which include family members, friends, peers, and experts, through word-of-mouth communication. 

Family household is the basic consumption unit for most of products (Williams 1993). Different demands place on different stages of family life cycle, since it is not only reflects different stages of age but also represents fluctuations in discretionary income and changes in social responsibilities (Cannon 1992). In terms of tourism product consumption, the individual possesses different requirements for tourism in different stages of family life cycle.

Due to the intangibility, inseparability, variability, and luxury attributes of tourism, the level of perceived risk in purchasing these products is relatively higher in comparison with physical products for, especially, inexperienced consumers. To reduce the uncertainty, consumers tend to rely on tangible clues (George & Berry 1981). Future purchase decision of a tourist, for instance, will be influenced by the past and the present tourism experience (Moutinho 1987). These experiences may be widely spread through word-of-mouth communication in terms of social influence which highlighted above. It is especially the case between Chinese consumers under the collectivistic society that will be further analysed in the subsequent chapters.

External Factors

Besides the internal factors that affect the preferences of tourism product consumption, there are certain factors that influence tourism demand are outside the control of the individual which are highlighted as follows:

Economic Circumstances

Due to the luxury nature of tourism which was highlighted above in ‘1.2 Attributes of Tourism Products’, the decision of purchasing a tourism product depends not only on the propensity to travel, but also on the affordability and the attitudes toward spending and saving (Mowen & Minor 2000). These are primarily determined by the discretionary income of an individual. The propensity to engaging in tourism is greater among higher income groups of a society (Burton 1995). 

The concept ‘elasticity of demand’ is usually used to measure the impact of income to tourism demand (Miller & Fisher 1995). The demand for products to fulfill basic needs is relatively inelastic. In contrast, the demand for luxury items like tourism is elastic which are subject to fluctuations, such as income or price (Bull 1995). However, “necessity” and “luxury” is a pair of comparative concepts (Sowell 2003). A holiday package may be luxury for lower income families, for example, meanwhile could be necessity for higher income groups (Sowell 2003). Namely, a luxury product becomes necessity when a household moves from a lower to a higher income group. Thus, an equal income distribution may result in an overall level of tourism demand in wealthier countries (Burton 1995) where tourism products are necessity items rather than luxury products. 

Time for Leisure

Sufficient time allocating is apparently the other basic condition for accomplishing tourism activities. As historical evidences showed, the introduction of holiday entitlement has contributed to the increased demand for tourism (WTO 1999). Sufficient paid holiday enables tourists to access longer distance of destinations as well as longer duration of staying (Lynch & Veal 1996). 

Employees are entitled to paid annual leaves after working continuously for more than one year in mainland China. The length of leave is various between seven and fifteen days based on the length of service and the specific rules of local governments in different areas (Labour Act 1995 (L. 45)). However, the majority of outbound tourism activities, in particularly to long-haul destinations, from mainland China mainly take place in “golden week” public holidays, three week-long vacations, which are allocated on May, October, and February respectively (Xin Hua Online 2004 Citation).

Freedom for Travel

Freedom of movement under a political regime is a fundamental condition of travel. Approaches taken by governments can greatly influence the participation of tourism. In the People’s Republic of China, for instance, the overseas travel could mainly be official visitations until 1978, making outbound tourism inaccessible. Besides, most direct economic controls on tourists are imposed as part of ‘balance of payments’ policy (Bull 1995). For example, the demand for outbound tourism can be restricted by available amounts of currency exchange. These constraints, however, are likely to be placed in the early stages of country development for political and economic concern (Weaver & Oppermann 2000).

Just as the governments in generating countries can influence the demand for international travel so can those in destination countries. Regulation can directly limit the number of incoming tourists through visa restrictions. 

Destination Image

Destinations are, by their very nature, of prime importance in tourism since it is often the destination image that attracts a tourist in the first instance. As a consequence, destination image is a core component of tourist experience (Heath & Wall 1992). It could not only affect the next time decision-making of a certain consumer but also widely influence others by means of ‘word-of-mouth’ communication which is believed to have a high degree of credibility among potential customers as an image formation agent (Gartner 1993).

The relative importance of the factors introduced above to an individual changes over time. Each of these factors is merely part of a complex and interrelated mechanism that shapes the motivation of an individual for tourism demand (Youell 1998).

1.4 The Patterns of International Tourism Demand

Temporal Dimension

Prior to the eighteenth century, merely a small number of privileged and wealthy sectors of society were able to travel for leisure and recreational purpose to short-haul destinations. 

It was only possible for mass tourism to develop when the conditions of both supply and demand were met by economic development from industrial revolutions (Bull 1995). The development of technology enabled the reduction of tourism cost, resulting in rapid growth of international travel to short-haul destinations in western developed countries during eighteenth and nineteenth centuries. The upper class of society, meanwhile, moved on to more exclusive long-haul surroundings (Weaver & Oppermann 2000). A similar development occurred in certain Asian societies in nineteenth and twentieth centuries (Swarbrooke & Horner 1999). 

Transportation has also played a crucial role in the diffusion of tourism. The introduction of steam power in the early nineteenth century; and the rapid advance in aviation technology after the Second World War that result in the growth of economical airlines, has facilitated the expansion of international tourism (Jenkins).
Couple with political stability, economic growth, holiday entitlement, and demographic changes, the international tourism have experienced a continually speedy growth across large areas of the developed countries after the Second World War.

The development of information technology has empowered tourists with more flexible and less expensive tourism options, enlarging international tourism market (Cabrini 2002). The sophisticated in tourism consumption has shifted the dominance from suppliers to consumers since the twenty century, appealing the implementation of market segmentation and high quality of tourism services (Swarbrooke & Horner 1999). With advanced information technology, meanwhile, tourism suppliers were able to customised arrangements without increasing costs.

Similar theory has been applied by Burton (1995) that suggested that the tendency for a society to participate in tourism increases through a set of four phases that relate to the concurrent process of increased economic development. In general, the scope and volume of tourism increases as a society becomes more economically developed and as more discretionary household income is subsequently made available to an ever-widening portion of the population. In the early stages of the development process, tourism is feasible only for the wealthy elite. It is believed that the tourism market in the People’s Republic of China is representing the characteristics of the second phase in this participation sequence.

	PHASE
	ECONIMIC DEVELOPMENT
	TOURISM PARTICIPATION

	ONE
	Mainly subsistence-based and pre-industrial

Rural, agrarian

Large gap between poor masses and small elite
	No mass participation in tourism

Elite travel to domestic and international destinations

	TWO
	Industrialising 

Rapid growth of urban areas

Growing middle class


	Widespread participation in domestic tourism

Increased scope of international tourism by elite



	THREE
	Almost industrialised

Population mostly urban

Middle class becoming dominant
	Mass participation in domestic tourism, and increase in short-haul international tourism 

Elite turn towards long-haul international tourism



	FOUR
	Fully industrialised, ‘high tech’ orientation

Mostly urban

High levels of affluence throughout the population
	Mass participation in domestic and international (long-haul and short-haul) tourism


Table Tourism Participation Sequence

Spacial Dimension

The Receiving Regions

Most inbound tourism is accounted for by economically developed countries at the global scale (Weaver & Oppermann 2000 Citation). The ranking of France has remained prominent with seventy-seven million inbound tourists and a share of eleven percent of international arrivals in 2002. Spain has surpassed the United States of America for the second position since 2001. Following the United States of America, Italy stays in the fourth as receiving region. However, the share of less developed countries is gradually increasing with the emergence of new destinations such as the People’s Republic of China and Singapore in Asia, and Hungary, Poland and Czech Republic in Eastern Europe (Weaver & Oppermann 2000 Citation). Low values of Asian currency is believed to promote international arrivals continually (Cetron 2001).The international arrival of the People’s Republic of China has been dramatically increasing with a growth rate of eleven percent, lead to the fifth position of the country in terms of international tourism destination since 2002. The top five countries occupied over thirty-five percent of the international arrivals worldwide (WTO 2003a).

The Generating Regions

As the major generating region, the outbound tourists of Europe occupy more than half of total international tourist arrivals. The share of America declined to approximately seventeen percent, with an increased proportion of Asia and the Pacific Rim in nineteen percent, the region lost the original second position as a source market in 2002. The increasing economic position and rising levels of urbanisation enhanced the substantial growth of outbound tourism from Asia and the Pacific Rim (Swarbrooke & Horner 1999). The emerging market like the People’s Republic of China combine with the more developed countries, such as Japan and Australia, contributed to the evolution (Todd 2001). Africa and the Middle East all together represent around five percent of outbound tourists (WTO 2003c)

1. 5 Impacts of Tourism
As it analysed above, there is a rising tendency of demand for international tourism both at temporal scale and in special dimension. However, tourism brings with it a range of benefits and disadvantages which affect economics, environments, and social cultures.

Economic Impacts of Tourism

International tourism receipt is an indicator of reflecting tourist spending, such as the purchase of accommodation of a destination and admissions of attraction sites. In this aspect, the tourist receiving countries possess tariff-free exports. Thus inbound tourism has been promoted actively in the People’s Republic of China, for instance, long before domestic and outbound tourism were developed.  Multiplier analysis is usually used to measure the economic impact by tourist expenditure (Pearce 1989). Tourist expenditure permeates from the direct tourism providers to their suppliers by economic activities. During this process, some proportion of expenditure accrues to local economy, others leak out of the circulation as imports and taxation (Archer 1977). Therefore, the tourist expenditure may not benefit the host economy entirely because of the leakage by Multinational Corporations (MNC) in many cases. Bull (1995) noted that by lacking of supporting industries, less developed countries with higher propensity to import are likely to possess high leakage rates. It partly provides the explanation that foreign investments are restricted in outbound tourism sector in the People’s Republic of China which will be further analyse in the subsequent section. 

“Gross Domestic Product” (GDP) is an indicator of nation wealth (Cooper et al 1998). A country that depends heavily on revenue from tourism will have a high relative figure for contribution to Gross Domestic Product, and vice versa (Mason 2003). However, in the case of international business investment in tourism infrastructure, for example, is included in the Gross Domestic Product whether the profits are actually taken out the country or reinvested in the host economy (Tribe 1999.). Therefore the Gross Domestic Product may overestimate the amount of income which tourism makes available to residents of the host country.

The balance of payments accounted for a country includes all imports and exports (Tribe 1999). The contribution of tourism to the overall balance of payments of a nation is calculated by working out the difference between the amount spent by overseas visitors in a country and the amount spent overseas by residents of the country. Thus inbound tourism development can improve the balance of payments by bringing in foreign spending to the local economy, meanwhile adding value of the national currency which known as the exchange rate effect of tourism (Lundberg et al 1995). For instance, inbound tourism has been promoted much prior to the development of domestic tourism and outbound tourism in the People’s Republic of China in the early-1980s in order to gain foreign currencies; based on the same reason, outbound tourism from the country has been originally constrained, in particularly, when the country was suffering form the economic hardship.

Tourism is able to create employment opportunities in a relatively simple and economical way in comparison with that in the traditional manufacturing industry (Tribe 1999). However, in the case of Multinational Corporations (MNCs), local population may not be able to acquire higher managerial position (Mules 2001). A sustained year-round employment of these positions could not be guaranteed due to the seasonality nature of tourism (Tribe 1999). Moreover, a high level of unemployment takes place when the tourism industry enters a recession (Faulkner & Russell 1997).

Socio-cultural Impacts of Tourism

It is suggested that if a tourist generating region has a ‘stronger’ economy than a receiving region, the values and attitudes of the former tends to be transferred to the latter (Tomlinson 1999). It is difficult to make accurate assessments of the extent to which the socio-cultural unfavourable influences brought by tourism because it is not only less tangible and occurs gradually, but also complicated by the nature of more general socio-cultural change (Meethan 2001). As a result, socio-cultural consequences of tourist activities tend to affect host countries in a long term.

The positive socio-cultural influences that tourism may bring in are that it enhances understanding and peace by exchanging cultural information, ideas and beliefs (Goeldner & Ritchie 1995); tourism may also contribute to improvements in the quality of life for the local communities of tourism destinations by facilitating them with cultural and social events as well as travel and leisure facilities (Mathieson & Wall 1982); and tourism may assist in the conservation of cultural traditions and heritage in the host region (Tribe 1999). 

On the negative aspect, tourists could influence local residents by demonstration effect (Weaver & Oppermann 2000). Tourists may be, at least, visibly wealthier than local populations. For status or role model reasons, some local residents seek to emulate tourists, meanwhile influencing other members of the community with their changes (King & Stewart 1996). Local populations may be consequently encouraged to work for improving their lives; on the negative sense, however, some individuals may turn to illegal means to obtain the level of wealth they desire (Tomlinson 1999). Although there is no universal agreement on whether tourism development leads to increased crime in a locality, it is often the catalyst for the growth of crime (Pizam & Mansfeld 1996).

Moreover, tourism may threaten traditional indigenous cultural values in two ways. Local cultures and traditions may be viewed as inferior by young generations due to demonstration effect, especially, in developing areas (Tomlinson 1999). Yet it is argued that the forces of change are varied, the influences brought by tourists are far less than that of media such as television, or multinational corporations (MNC) like Coca Cola so that tourism is merely one of the catalysts on this level (Meethan 2001). Secondly, although dying traditions and performances may be preserved by tourist visitations, these customs may be distorted with commercialised attributes to satisfy the increased intake of visitors (Greenwood 1989; King & Stewart 1996).

Nevertheless, the degree of on socio-cultural impacts that tourism brings about depends on a wide range of factors, such as the size of country, general spread of tourism activity, and basic cultural and religious strengths. Besides, culture is a dynamic living concept and changes continually in order to capture and embrace the needs of society in the present time period. From this point of view, the adaptation of traditional cultures may be a process of cultural evolution (Tomlinson 1999). 

Environmental Impacts of Tourism

Tourism generates various types of pollution in numerous ways, such as noise from crowded visitors and tourist transports; and swage and garbage from tourism operators (Wang & Miko 1997). It can also have an adverse impact on the physical environment. For instance, the promotion of tourism without the provision of an adequate infrastructure to cope with increased visitor numbers may cause a decline in urban environmental quality (Hall 1992) Furthermore, development of facilities and subsequent tourist use may lead to ecological destruction in the long term (Marion & Farrell 1998). Ecotourism is supposed to assists in conservation of environment, notwithstanding, the rapid growth of nature-based tourism, for example, may lead to the disruption of wildlife behaviour (Aitchison et al 2000).

However, it is argued that to focus on tourism as a form of negative impacts on the natural environment is to miss the far greater environmental problems which arise from other forms of economic development, because the impacts of tourism have often failed to be distinguished from other forms of development impacts, such as overpopulation, and poor resource management (Aitchison et al 2000). Moreover, what often at issue are cumulative impacts rather than effects that can be related solely to tourism development (Hall 1992). Without an attractive environment, tourism will not remain sustainable in the long term. Thus tourism could be an incentive for preserving and enhancing environmental assets of destinations (Doswell 1997). Besides, tourism revenue may assist to improve the environment with financial means (Page 1995).

1.6 Summary

Tourism industry has been introduced in the worldwide dimension in this chapter. A definition which was adapted from Chadwick (1994) and World Tourism Organisation (1993) is employed to meet the purpose of this thesis. 

Result from its multifaceted nature, tourism industry involves large a range of various businesses which is, however, primarily composed of direct providers, secondary supporters, and tourism developmental organisations (Chris Cooper et al. 1998; Gee et al. 1997) that tourism intermediaries assemble the direct providers and link customers with these providers (Youell1998).

The characteristics of tourism products, which include intangibility, inseparability, variability, perishability, seasonality, and luxury, differentiate them from physical products (Hill & Gandhi 1992; Lovelock et al 1998; Zeithaml& Bitner 1996). These attributes may assist the understanding of the consumption behaviour in tourism products.

A consumer will be affected by a number of factors during the decision-making process of a tourism product. These factors include the internal factors of the consumer and external factors which sometimes beyond the control of an individual. Both of the characteristics of tourism product on the supply side, and the internal as well as the external factors on the demand side are applied to understand the consumer behaviour in tourism products.

The patterns of international tourism demand were analysed under the temporal and the spacial dimension respectively. Due to its luxurious attribute, tourism has been the ‘privilege’ of upper class in a society. The development of technology, political stability, economic growth, holiday entitlement, and demographic changes led to an increase in international travel. International tourism activities have been dominated by few economically developed countries; some emerging countries, however, started contributing a growth in inbound and outbound markets.

The growing demand for tourism and the sequential active development of tourism infrastructure result in some positive as well as negative influences on economic, socio-cultural, and environmental aspects in international scale where developing countries tend to be more vulnerable under the globlisation process. 

Chapter Two Tourism in the People’s Republic of China

2. 0 The Tourism System in Mainland China

2. 1 General Introduction of the People’s Republic of China
The People’s Republic of China has been founded in 1949. It is the third largest country in the world, bordering fifteen countries on land and five countries by East and South China Sea respectively which is showed in figure no. 

The mainland Chinese population was 1,270 million by the end of 2000 (NBSC 2001), representing the largest amount of population worldwide. Birth rate was decreased due to “one-child policy” which has been approached since 1978. However, the total population is still on an upward trend with an average annual growth in 12.79 million due to the large population base (NBSC 2001). With changing lifestyles as well as ‘one-child policy’, the size of family unit has been reduced, especially, in urban areas.
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Mainland China has been dominated by centrally-planned economy system until 1978. Thus only limited options of domestic products with dismal quality were available in the market. By military necessity and from Soviet example, the People’s Republic of China has long targeted heavy industry as its strategic industrial sector with an economy body of state-owned enterprises. The country has even isolated from the world during the ‘Cultural Revolution’ which has taken place between 1966 and 1976. However, the country has experienced a series of transitions since 1978 when a range of economic reforms and the ‘opening policy’ were launched (CNTA 2000c). A wide range of product selections as well as diverse exotic cultures which represented a trend toward contemporary consumption and materialistic lifestyles have entered mainland China since then (Cui 1997).  In addition to the encouragement of foreign trades and foreign direct investments, the economy system of the country has been incrementally transformed from centrally-planned economy to a ‘socialist market economy’. The People’s Republic of China has consequently become one of the fastest growing economies in the world (UN 2003). 

As a result, national income has been growing steadily, improving the living standards of the average mainland Chinese citizens. Three major economic regions have come into being, including Beijing and Tianjin Belt which covers Beijing and surrounding developed cities; the Yangtze River Delta which covers the Eastern ‘Open Costal Cities’ within Jiangsu province and Zhejiang province; and the Pearl River Delta which includes some Southern Open Costal Cities, two Special Economic Zones (SEZs)-Shenzhen and Juhai, and two Special Administrative Regions (SARs)-Hong Kong and Macao. The living standard of the population in these areas has increased by benefiting more from the opening policy and the inflows of foreign investment than the western and central hinterland. In line with the uneven development of economy, the population distributes unequally. Majority of Chinese residents concentrate on east and south-east costal areas, in comparison with the sparsely populated distributes over the west hinterland which the most rural and the most destitute areas. 

[image: image2.png]China: Population Density





Notwithstanding, the economic reforms along with the participation of World Trade Organisation (WTO) cause a series of problems in the country simultaneously. The sequential restructuring of the state-owned enterprise system led to a conspicuous increase in unemployment. The redundancy rate varies widely across industries and regions that generally concentrated on relatively capital-intensive industries located in the indigent areas, such as the north-east and the west regions.

2. 2 Debate of Opening up Tourism Industry in Mainland China

As it evaluated above in “1.5 The Impacts of Tourism”, the growth of tourism industry is positively correlated with economic development, being the most important provider of output and employment in many industrial countries (Burns & Holden 1995; McIntosh et al. 1995). Nevertheless, tourism has being regarded as “unproductive” industry by the government of the People’s Republic of China even though after the economic reforms have already spread out in many other industries. Besides, as it noted above in “1.4 patterns of international tourism demand”, it has been proved in the worldwide context that large scale of tourism development was merely possible when the conditions of both supply side and demand side match. At the inception of economic reforms in the 1980s, neither was there sufficient discretionary income that enables the purchases in luxurious products, nor necessary physical conditions that apply to large-scale tourism (Zhang 1997). Therefore, tourism industry in China has long remained underdeveloped.

Notwithstanding, the opening up of tourism industry in mainland China is inevitable in several aspects. In many cases, Multinational Corporations (MNCs) are induced by the government of the host economy to set up an operation for completing the scanty or inappropriate resources in certain industries (Bull 1995). It is believed that foreign investment is able to assist the exploration and utilisation of tourism resources in the country, some preferential conditions were granted by the government of the People’s Republic of China, for instance, to encourage foreign investment in the construction of tourism infrastructure in western hinterland (Citation). The participation of international tourism corporations may also be able to avail domestic counterparts of acquiring capital and improving management skills for industrial development (Citation). As a result, foreign companies are allowed to own hotels and restaurants; and are permitted to invest in recreational resorts in the country.

The host industry, however, tends to be monopolised by these Multinational Corporations (MNCs) unless the host government impose conditions on the entry of foreign investments (Bull 1995). Tourist expenditure is likely to be leaked out by multinational tourism corporations; and higher managerial positions in Multinational Corporations (MNC) tend to be remained to their native employers (Mules 2001). The substantial competition between domestic enterprises and their foreign counterparts may lead to the substitution in ownership structure of state-owned enterprises, exacerbating the unemployment problem of the country. Therefore, a series of protectionist strategies for the national enterprises in outbound tourism sector were applied. Foreign travel agencies are merely permitted to operate inbound and domestic travel in form of join venture with international Chinese counterparts in certain regions by sharing the minority of ownership (CNTA 2000a; China Tourism News 2001). By restricting foreign access to the outbound tourism sector, it is believed that competitive edges may be improved by the champions between domestic enterprises before the genuine competition will take place in a worldwide level.
2. 3 The Tourism Industry in Mainland China

Inbound and Domestic Tourism in Mainland China

Domestic tourism was neglected when inbound tourism has being encouraged in order to finance the foundation of modernisation development in the 1980s (Check on Citation). Between 1979 and 1996, the inbound tourism receipt reached a sum of twenty billion US Dollars, making up seven percent of the total amount of foreign capital in mainland China. Due to the rapid progress of reforms, Chinese residents were started experiencing a political stability and an increasing economic wealth (Sofield 2000). By the end of the 1980s, the tourism strategy has been changed from ‘mainly attracting international tourists’ to the ‘simultaneous development of both international and domestic tourism’ (CNTA). The infrastructure and attractions that developed for inbound tourism have been adopted easily, which enabled domestic tourism to a large scale of development (Zhang 1997). 

Outbound Tourism in Mainland China

Outbound tourism has been traditionally restricted in the People’s Republic of China by concerning about the mobility control of the Chinese citizens and the leakage of domestic currency. The majority of outbound travel has been issued for diplomacy purpose until 1978. In line with the actively promotion of inbound and domestic tourism since the mid 1980s, outbound tourism has started being developed in ‘an appropriate way’ (CNTA 2000a). 

By regarding the destination, the outbound tourism from China can be classified into three categories: travel to Hong Kong and Macao; travel to boundary countries; and travel to Approved Destination Status (ADS) countries (He 2000; Don & Dou 200). Due to its authenticity in terms of outbound tourism which in comparison with travel to Hong Kong and Macao; and its universality in terms of geographical participation which in comparison with travel to boundary countries, merely the outbound tourism under the ‘Approved Destination Status programme’ will be further explored in this thesis. As a provisional system applies to the present circumstances, the Approved Destination Status programme has been launched since 1990 which officially first enabled outbound tourism from mainland China (Li et al 1996). 

The Definition of Chinese Outbound Tourist

The focal market is necessary to be defined before the subsequent analysis. The residents of mainland China will be evaluated as a current as well as a potential market for the outbound tourism. The following definition of “Chinese outbound tourist” will be applied to this thesis:

A Chinese outbound tourist is a resident of the Mainland of the People’s Republic of China, who travels abroad to the countries with Approved Destination Status for leisure and recreation purpose, on one’s own expenses.

2. 4 The Travel Intermediaries in Mainland China

The China National Tourism Administration (CNTA) is the ministry responsible for the tourism industry which reporting directly to the State Council. It draws up guidelines to develop the industry, issues legislation and produces industry standards. Most of the travel intermediaries are under the control of it on either central or local level. The international tourism issues are not only regulated by the China National Tourism Administration (CNTA), but also heavily influenced by the Ministry of Public Security and the Ministry of Foreign Affairs. 

As it highlighted above in ‘1.1 Fundamentals of Tourism Industry’, travel agency and tour operator compose of tourism intermediaries in the context of international tourism industry where tour operators assemble the component parts of a holiday, such as transportation, accommodation, tourism facilities, excursions and other services; and travel agencies link consumers with a range of these travel providers (Youell 1998). However, the tourism distribution system has not such division in mainland China. Under the Approved Destination Status (ADS) programme, travel agencies can be simply divided into two types, which are the one can only handle domestic tourism; and the one is able to deal with, apart from domestic and inbound travel, outbound tourism. In 2002, there are totally seventy-seven hundred and twenty-five domestic travel agencies and twelve hundred and fifty-six international travel intermediaries, of which sixty-seven were licensed to handle outbound travel (CNTA 2001; WTO 2003d). The authorised international travel agencies are selected mainly according to their inbound tourism performance that the ones received the most inbound tourists are licensed to operate outbound tourism. The qualified agencies will be fined with revoking license if any of their consumers overstays in an overseas country. Similarly, merely limited number of designated tour operators in the host countries is able to deal with the outward tourism business from mainland China under the Approved Destination Status programme.

2. 5 Travel Regulations – Passport and Visa Issues

Passports can be mainly divided into two types in mainland China, including public and private passports, which under the control of the Ministry of Foreign Affairs, the Ministry of Public Security and the Ministry of Communications respectively. The procedure and duration of passport application have been simplified since 2002. It passed over the complex investigation stage which normally costs several months; and the requirement of invitation letters from destination countries. The length of passport acquirement was shortened to ten working days. The number of private passport holders has been apparently increasing since then (MFAC).

Tourism visas were unobtainable until the implementation of Approved Destination Status programme because the receiving countries have been reluctant to remove the entry restrictions by concerning about overstays and illegal immigrants (Roth 1998). Overseas countries could be accessed mainly for business, study, and visiting relative purposes, while the business visa was attained more easily in comparison with the rest of options. Thus the majority of outbound travel to unapproved destinations was registered as business, representing more than fifty percent of the total overseas trips in 1999 (Bailey 2001; Strizzi 2001).

A new sort of visa that valid only for one year, one exit and one entry was introduced under the Approved Destination Status programme to facilitate traveling to the approved destinations, while the visa holders have to take part in a tour group which organised by an authorised outbound travel agency (Check on Citation). Mainland Chinese citizens were able to visit the approved destinations without pretexts. The number of outbound tourism has consequently increased meanwhile the quantity of outbound business travel has dropped down. For instance, more than ninety percent of Chinese travelers to Thailand were for leisure and recreation purpose in 2001 whereas business travel merely accounted for less than four percent (WTO 2002).

2. 6 Approved Destination Status (ADS)

The Approved Destination Status (ADS) programme was developed by the Chinese government to establish a manageable system of outward tourists, ensuring the outbound tourism sector to be developed in a controlled way. It is based on bilateral tourism agreements between the People’s Republic of China and the receiving countries. Each destination country negotiates with the China National Tourism Administration (CNTA) individually, thus the content of agreements are slightly different between countries. The applications are discussed by tourism authorities that stress the commercial aspect; and by immigration authorities that emphasise potential illegal immigration (STB 2002). Thus an Approved Destination Status (ADS) Agreement involves restrictions as well as benefits for both sides of the countries. By the end of 2004, there were sixty-three countries obtained the Approved Destination Status (CNTA 2005).

Group tours which arranged by authorised travel agencies is obliged under the Approved Destination Status (ADS) programme. However, merely a limited number of travel intermediaries are qualified to handle travel to the destinations because they are responsible for the overstaying and illegal migration of their outbound tourists. As a consequence, a screening procedure to the visa applicants is usually conducted by the authorised travel agents before the formal application take place. The practice of the Approved Destination Status programme led to a remarkable increase of Chinese tourists as well as a significant reduction of overstaying in the active Approved Destinations. There are 120,656 Chinese visitor accessed Australia in between 2001 to 2002, for example, in comparison of the figure of 8,892 in between 1991 to1992 before the country acquired the Approved Destination Status. Yet, the overstay-rate went down from 5.1 percent to 0.28 percent under the programme (DIMIA 1993). 

2. 7 Outbound Tourist Market from Mainland China

Traditional Cultural Values 

As it noted above in “1.3 The Factors Affect Decision-making Process”, culture is multidimensional which acquired by different nations to interpret experience and to generate social behaviour (Hofstede 1991). Although it may not be the sole force, specific cultural values are imprinted through reinforcement and social interaction with different socialisation agents, contributing to the cross-national differences in consumer decision-making process (Hofstede 1991; Joynt & Warner 1996).
Collectivism
The extended family structure based on authoritarian values was applied to provide a secure basis for social order when the clans and lineages were predominant elements in traditional Chinese society. It increased the strength and stability of the family group by maintaining peace and harmony (Hofstede 1980). On this aspect, a Chinese individual is not viewed as a complete entity but a part of a group. This emphasises the conformity to group norms, social acceptance, and hierachical interpersonal relationships (Triandis 1995; Han & Schmitt 1997; Triandis & Gelfand 1998; Gürhan-Ganli & Maheswaran 2000). Social needs are stressed more than private needs under these interdependent relationships (Hwang 1987). Relating to consumer behavior, luxury products are likely to be consumed as a symbolic social gesture under these cultures (Belk 1988; Wong & Ahuvia 1998). 

Uncertainty avoidance
The individuals in collectivistic society appear to be threatened by ambiguous and novel situation so that avoid uncertainties (Tse 1996). As a result, general Chinese populations are likely to avoid risk-taking behaviour. Reflected in tourism consumption, these consumers tend to stay with well-established products to decrease financial uncertainties (Moore & Lehmann 1980; Steenkamp et al. 1999). It is especially the case when it is lack of experience and information of certain product. Thus, word-of-mouth communication is perceived as more influential in collectivistic society like China (Brown and Reingen 1987)

Filial piety
Filial piety was an integral part of Chinese culture. Children were taught filial piety as a foundational virtue for it is believe that filial piety, with its connotations of obedience and loyalty, is the root of maintaining peace and harmony in the country (Huang 1997). To reciprocate the dedication of their parents, the offspring was supposed to approach respect and obedience in the highest regard. 

Along with the changing lifestyles, the size of core family unit has been reduced in mainland China; and the modern Chinese individuals are becoming more individualistic and materialistic. However, closed affectional ties with parents were still maintained by children in bringing genuine care and concern as well as bringing material supports (Hallisey 2002).

Education

Education has been highly valued since the Confucius time. It was an exclusive way for career promotion in the hierarchy society of ancient China. Therefore, education has being perceived as a stepping stone to success (Huang 1997). Under the increasingly competitive environment, nowadays, the parents strive to ensure the only child to receive the best education. In comparison with their western counterparts, the motivation for the students in China to be excellent is not only personal wealth but also the honourabel they are able to bring in for the family. Aside from the formal study, knowledge acquisition from practical experience is valued as part of education.

The Demand for Outbound Tourism

The country with a large population can be expected to produce more outbound visitors than the country with a small population (Frechtling 2001). It has been estimated that 25 million Chinese population possessed adequate income for overseas tourism. However, it merely represented two percent of the total population of China (Windle 2005). Due to the unevenly developed economy in the country, presently the international tourist generating market from mainland China mainly distribute in a couple of economically developed regions which has been highlighted in “2.1 General Introduction of the People’s Republic of China”, implying a strong market potential.

Burkart and Medlik (1981) suggested that the propensity to tourism is able to strongly influence the demand for tourism products (Burkart & Medlik 1981). This depends on cultural values, attitudes, and lifestyles of the populations from originating countries. Two generating markets with similar levels of economic and political conditions, for example, may have different propensities to tourism (Burkart & Medlik 1981). The populations of mainland China represent keen tendency to outbound tourism. Apart from traveling to Hong Kong, Macao, and Taiwan, the outbound travelers from mainland China were counted more than four million and five hundred in 2000, with the visitors for private purpose accounting for 53.77 percent, up 31.99 percent than in 1999 (CNTA 2000b). 

It is suggested that, besides the apparent actual demand, there is ‘suppressed demand’ which will potentially become actual demand when circumstances allow (Swarbrooke 1999). With the rising of discretionary income and stable political situation, there is an apparent upward trend in the demand for outbound travel since the Approved Destination Status programme has been practiced in the 1990s. The number of outward tourists is expected to increase along with the rising of living standard in mainland China. The country is predicted to become the fourth largest originating market in the world in 2020, with an estimated 100 million outbound travelers, which is six point two percent of the world total (Strizzi 2001).

2. 8 Shenzhen Special Economic Zone (SEZ)

The Pilot City of Economy Reforms

As a trial area of economic reforms and opening policy, Shenzhen has been designated as Special Economic Zone (SEZ) with which a high degree of granted autonomy to manage the local economic affairs and tax incentive schemes for attracting foreign capital and technologies, mainly, in manufacturing and other industrial sectors since 1978. It has experiencing a rapid economic growth by benefiting from foreign investments, enhancing its competitive advantages over other cities in mainland China. The per capita Gross Domestic Product of Shenzhen was 53, 900 Yuan (for about 6,737 US Dollars) in 2003 (The Shenzhen Government 2003), ranking the second in 2004 in terms of the most competitive cities in the country (People Daily 2005). As a consequence of the successful experience in Shenzhen, a series of cities have been opened up for overseas investors, making up the economic developed regions in mainland China.

Geography and Demography of Shenzhen

Shenzhen is located in southern China borders Hong Kong, belonging to Guangdong (Canton) Province. More than 200 million overseas Chinese are distributed in more than 100 countries and regions were originally from Guangdong (China Business Guide 2004) that the majority of the Hong Kong and Macao citizens have their origins in Guangdong, sharing the same language, Cantonese, with Cantonese residents. 

The original residents of Shenzhen were mainly farmers and fishermen. Elite migrants are encouraged for assisting the city development. A large number of technological professional has immigrated for developing the high technology sector in recent years. 
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2.8 Summary

The importance of tourism industry has long been ignored in the People’s Republic of China, while inbound tourism sector was first encouraged in order to draw on foreign capital for the economic development in the early stage of economic reforms, following by the development of domestic tourism sector. The growth of outbound tourism sector has been controlled in “an appropriate way” (CNTA 2000a) by considering the mobility control of Chinese citizens; the protection of national tourism enterprises; and the prevention of leakage of domestic currency. As a consequent, ‘Approved Destination Status (ADS) programme’ was introduced to facilitate outbound tourism from mainland China, meanwhile, places several restrictions in practice. For instance, outward tourists are obliged to tour group that organised by eligible outbound travel agencies.

However, the demand for outbound tourism has been increasing along with the improving living standard, stable political environment, and relaxing restrictions on outbound tourism. Under collectivistic society, the social needs of Chinese populations are stressed more than private needs (Hwang 1987) so that luxurious items, such as outbound tourism products, are preferred by considering the symbolic values they content (Belk 1988; Wong & Ahuvia 1998). However, the international tourist markets are merely originated from a small number of economically developed cities at present. As one of the most affluent cities in China, Shenzhen Special Economic Zone (SEZ) has been introduced in this chapter. The outbound tourist market from Shenzhen will be focused for further analysis in the subsequent research. The suppressed demand will be activated when circumstances allowed (Swarbrooke 1999) so that a strong outbound tourist market potential is suggested due to the large population base and the uneven development of economy in China. 

The propensity of further development is inevitable under the worldwide trade environment. It is believed that foreign tourism corporations were able to assist the exploration and utilisation of tourism resources; bring in capital; and improve management skills. Nevertheless, it is argued that negative results, such as monopoly and the leakage of tourism expenditure, may be generated by multinational tourism corporations unless the government of China places conditions on the entry of foreign investments (Bull 1995). Furthermore, the competition between the immature national tourism enterprises and their foreign counterparts may lead to the substitution in ownership structure of state-owned enterprises, exacerbating the unemployment problem of the country. By restricting foreign access to the outbound tourism sector, the government of China tried to encourage competition internally. On this aspect, foreign travel agencies are not allowed to operate outbound tourism business; and among large quantity of national tourism intermediaries, only limited number of them is eligible to deal with outward tourism from mainland China.

Chapter Three Methodology 

3.0 Research rationale
A structural overview of the tourism industry in worldwide environment to the outbound tourism sector in China was applied as a protocol for the primary research in the outbound tourism market from Shenzhen. 

The demand of international tourism thrives the economy in receiving countries, meanwhile, however, brings in negative effects. Developing countries tend to be the most vulnerable under these influences, providing part of the explanation of restrictions on outbound tourism in China, in addition to the specific economic and political situation of the country. The economic development and traditional cultural values results in the increasing demand of outbound tourism from the country, offering a literature for the results analysis in the following chapter.

Research Aim and Objectives

The main purpose of this research is to evaluate the outbound tourism market from Shenzhen in order to provide a parameter for further marketing researches and tourism strategy planning.

The purpose is approached by achieving the following objectives:
· To analyse the strengths of the outbound tourism market from Shenzhen

· To evaluate the weaknesses of the outbound tourism market from Shenzhen

· To estimate the opportunities of the outbound tourism market from Shenzhen

· To analyse the threats of the outbound tourism market from Shenzhen

3. 1 Apply Methods Used 
‘Qualitative research is an inquiry process of understanding based on distinct methodological traditions of inquiry that explore a social or human problem. The research builds a complex, holistic picture, analyses words, reports detailed views of informants, and conducts the study in a natural settings.’ (Creswell 1998, P. 15) Qualitative methods possess a number of advantages which will be analysed in comparison with quantitative methods as follows. “Qualitative research is able to generate rich, descriptive data…” by studying relatively few subjects through extensive and prolonged engagement (Rees 1996, P375). New concepts and explanation can be built up by analysing patterns and relationship of these meanings. Quantitative methods, in contrast, generate relatively limited amounts of data on a large number of subjects, providing statistically generalisable sets of findings that tend to obscure some of the important information that the researchers needed to uncover by offering conceptual approaches with explicit, fixed, and conventional format for measuring (Killion 1998). Thus, qualitative research is likely to explore undiscovered markets while quantitative research inclines to examine existent markets.

Case studies have been used to build upon theories in many disciplines. It is ‘a strategy for doing research which involves an empirical investigation of a particular contemporary phenomenon within its real life context and multiple sources of evidence’ (Yin 1994, P. 13). The advantages of case study for this thesis are that it is public accessibility; and thus facilitates an understanding of complex genuine phenomena (Yin 1994).

There is scarce published research has examined the outbound tourism market from Shenzhen that appeals to build up a structure and dynamics of the market in a tentative way (Deshpande 1983). Qualitative methods were consequently applied to the primary research. The outbound tourism market from Shenzhen has been focused by conducting case study approach. 

3. 2 Survey

Semi-structure interviews were adopted in March, April and July 2005 for data collection (Flick 1998). It enables researcher to gather further extend responses by more relax interview setting and follow-up questions which structure interviews could not reach (Clifford 1973; Killion 1998). In comparison with unstructured interviews, semi-structured interviews are fluid in nature while follow a prompt list of issues that focus the interaction (Flick 1998). 

Telephone interview technique has been adopted for this research by regarding the distance between the United Kingdom and the People’s Republic of China. Telephone interviews are usually costly when compare with mail surveys and face-to-face interviews. However, low rate long-distance telephone access between the People’s Republic of China and the United Kingdom (0.02 GBP per minute) reduced not only the expanses of printing and posting questionnaires but also the costs of personnel employment. In addition, geographical barriers of mail surveys could be eliminated where filed work periods were able to be minimised (Sarantakos 1998); and personal contact was realised result in follow-up appointment were easily effected, thus high productivity and quick turnover of quality controlled data makes for cost-effective research. 

To assist in targeting and formulating the questions, a literature review that provides some insights into the acceptance of an experimental prototype to perceive the singularity of the research objects has been conducted in advance (Yin 1994). 

Each interview ranged in length from approximately forty-five minutes to one hour and thirty minutes. A trail of clues has been prepared in advance which led the researcher in a particular direction until the questions have been answered (Robson 1993). The detailed questions emerged in the course of fieldwork based on the information in the fore during an interview (Killion 1998). Meanwhile, written notes have been taken so that uniformity and consistency can be assured in the data (Yin 1994). With multilingual ability of the researcher, interviews could be conducted in either Chinese language – Cantonese or Mandarin, in conformity of the choice of respondents. Data was recorded and analysed in Chinese then translated into English for presentation. The researcher simultaneously served in the role of author, preserving the authenticity of interview questions, data recording, and results analysis. 

As it showed in Table no., there were four tourism personnel and one tourism organiser have been selected as pilot samples to examine the applicability of the data gathering method, and the feasibility and effectivity of the interview questions. The researcher made adjustments of the problematic areas based on the results from the pilot samples.

	Pilot Sample

	X. Luo     S E Asian Dept               China Comfort Travel Service Shenzhen Branch 

K. Zheng   Overseas Department          CYTS Shenzhen CO. LTD

L. Shang   S E Asian Dept                Shenzhen Port China Travel Service Co., LTD

Y. Hong    Oceanian Department          China Comfort Travel Service Shenzhen Branch 

Rangmei Di                      Shenzhen general institute of architectural design and research




Table no. pilot sampling

Research data were collected in two stages. All of the questions were considered usable.  As it displayed in table no., he first-stage questionnaire was administered to tourism staff and tourism organizer purposive sample and snowball sample (n=15) in order to attain basic information and expert opinions of the outbound tourism market from Shenzhen. The purposive sampling which allows the selection of subjects whose qualities and experiences permit an understanding of the phenomena in questions was used by considering the specialist knowledge and professional opinions that the tourism professionals could offer. Following by snowball sampling, more tourism personnel and tour organiser were able to be accessed. 

	Purposive Sampling

	F. Qiu                        China Comfort Travel Service Shenzhen Branch 

Q. Zhou  European Department   Shenzhen Tourism (Group) Corporation 

D. Guo   Oceanian Department  Shenzhen Port China Travel Service Co., LTD 

X. Chen  Operation Department  China International Travel Service Shenzhen Co. LTD

F. Jia                         Shenzhen Middle School

Y. Shen                       Shenzhen Dianlian Electrical Equipment Company

	Snowball Sampling

	M. Yu    American Department   China Merchants International Travel Co. LTD
P. Zhou                       China Travel Service Shenzhen Co. LTD
X. Zhu   Overseas Department   Shenzhen Shenhua International Travel Service
Q. Lin                        Shenzhen Orient International Travel Service Co. LTD
W. Han   Oceanian Department   Shenzhen Tourism (Group) Corporation

S. Li     S E Asian Dept        Shenzhen Zhongqiao International Travel Service Co. LTD

Y. Zhu    S E Asian Dept        Shenzhen Louhu International Travel Service Co. LTD




Table no. stage-one interview

To avoid the dependent on a single source of information, outbound tourism product consumers and potential consumers have been involved in stage two to verify the authenticity by corroborating the evidence obtained from the subjects of the first-stage (Denzin 1984). The subjects of stage two were selected by conducting convenience sampling (n=20), while aimed at representing a broad range of demographic characteristics which is listed in table no. as follows. Respondents were selected by using quota sampling procedures that were designed to guarantee approximately even representation between genders, among occupations, and across age groups. Relatives and friends of respondents were evaded during the participant selection procedure to avoid the same sphere of influence.

	Characteristics


	Quantity

                                                             

	Occupation

Urban farmer

Retiree

Re-employee

Hi-tech professional

Architect

Doctor

Teacher

Accountant

Lawyer

Business owner

Student
	3

3

2

3

2

1

1

1

1

2

1

	Age

Under 20

20-29

30-39

40-60

Over 60
	          1

          3

          7

          4

          5

	Gander

Male

Female
	                    10

                    10

	Status of Marriage                    

Single                                            

Married

Divorce

Widowed 
	                              5

                              11

                              2

                              2

	Annual income range (,000 RMB)

Under 60

60-96

97-120

121-240

Over 240
	                                        2

                                        4

                                        5

                                        6

                                        3                                   

	Size of core household unit 

Less than 3 persons

3 person

More than 3 persons
	                                                9                                               7                                                 4

	Total respondents (N=20)                  

                                                                    


Table no. Stage-two interview

3. 3 Data Analysis

Multiple sources of data and the considerable quantity of subjects of interviews enhanced the reliability of the responses while simultaneously increased the complexity of the data analysis in the research. However, the establishment and the systematic organisation of the data base enabled the researcher to assist with categorising, coding, tabulating, and recombining data efficiently for analysis (Yin 1994; Stake 1995).

A constant comparison technique was used to build up patterns of relationships from data collection (Stainback & Stainback 1988). The process of constant comparison involved repetition of reviewing the data for recurrent attitudes, opinions, and realities, setting up categories to accommodate these patterns. When the patterns emerged, certain evidences were perceived to be distinct in conflict with the patterns. Follow-up focused interviews were accordingly conducted to confirm and correct the initial data. 

3. 4 Validity and Reliability

Validity is ‘the extent to which an account accurately represents the social phenomena to which it refers’ (Hammersley 1990, P. 57); and ‘reliability refers to the degree of consistency with which instances are assigned to the same category by different observers or by the same observer on different occasions.’ (Hammersley 1990, P. 67)

Qualitative methods that have been successfully applied across many disciplines were undertaken for the research. The reliability of qualitative research tends to be criticized that the results are not widely applicable to providing a generalising conclusion by involving limited amount of participants (Mason 1996). Nevertheless, the adaptability and flexibility nature of qualitative research enables the generation of abundant data (Geertz 1973). In this respect, the quality of data is likely to be more important than quantity of participants who hold the similar opinions (Seale 2000).

As an instrument of qualitative research, the role of researcher in data collection and analysis measurement tends to be subjective, while personal involvement could be reduced by composing protocol in the preliminary stage of the research (Yin 1994). Furthermore, due to the dual role of the researcher as also the author in this thesis, the interviews could be handled in a adaptive and flexible way during various situations; and the data analysis could be processed with a full understanding in the interview context. From this point of view, qualitative methods facilitate the researcher with comprehensive quality control of data at all states (Mason 1996). 

Thirdly, qualitative research is likely to involve a large investment in time and personnel, while a well established protocol, which includes an overview of the research, field procedures, research questions, and a guide for the report, is able to assist the researcher in handling large amount of data from multiple sources in an efficient and systematic way (Yin 1994). A literature framework has been prepared to provide guidelines for the research on the outbound tourism market from Shenzhen, while final protocol has been determined by examining pilot sampling.

The dependence on a single case tends to render it incapable of providing a generalizing conclusion. Due to the uneven development of economy in the People’s Republic of China, the outbound tourism markets are various between areas. The results of the outbound tourist market from Shenzhen may not be applied by other tourist markets in the country. Nevertheless, the goal of this thesis is to facilitate further researches on this specific market and similar markets. In this respect, a single case is applicable.

The validity of the methods and interpretations of this research was strengthened through the data source triangulation techniques and by establishing a range of patterns that represent the intersections between evidences (Denzin 1984; Yin 1994). The information and opinions that the subjects of stage one bring out have been proved by conducting the interviews with the participants of the second-stage, addressing the correlations between variables. When common evidences have been corroborated by multiple sources of data, the patterns were set up during the data analysis process. Constant comparisons between multiple sources of data were proceeding after the follow-up interviews with conspicuous subjects, ensuring the reliability of the results (Glaser & Strauss 1967; Stainback & Stainback 1988).

Chapter Four Survey Results and Ananlysis
4. 0 SWOT Analysis of the Outbound Tourist Market from Shenzhen
4. 1 Objective one: Analysis the current Strengths of the outbound tourist market from Shenzhen

Summary of Literature Review

The literature highlighted that the People’s Republic of China is experiencing a large scale of domestic tourism with expanding proportion of outbound tourism. According to Burton’s (1995) “tourism participation sequence”, it is in the “phase two society.

The citizens of mainland China desire outbound tourism, displaying a large international generating market. However, this market merely represents the minority of the total population in the country, since the distribution of outbound tourist market from mainland China is uneven, concentrating on the economically developed regions. Guangdong (Canton) province is one of the largest outbound tourism generating market in mainland China.
As it noted in literature ‘2.2 Brief Introduction of the Tourism Industry in Mainland China’, under the Approved Destination Status Programme, group tour organised by eligible travel agencies is the only travel mode to accomplish outbound tourism. Under collectivistic society, Chinese populations tend to be threatened by ambiguous and novel situation that associate with unacquainted circumstances, cultures, and languages can be decrease by engaging in group tours which are able to provide full-ranged services when outbound tourism takes place.
Summary of Research Results
	      Strengths of the outbound tourist market from Shenzhen

· Large Market: The market was composed a large quantity of population with increasingly discretionary income

· Strong Demand: The market represented a strong demand in outbound tourism products

· Strong ‘suppressed demand’ for Prime Destinations:  The tourism products to industrial countries may not be affordable by the majority of the outbound market, yet still desirable 

· Strong Spending Power of Main Market – ‘Elite Migrants’: As an emigratory city, Shenzhen possessed a majority of residents with elite migrants that represented strong spending power in outbound tourism products consumption.

· Prime Market – ‘urban farmers’: ‘Urban farmers’ shows a particular outbound tourist market from Shenzhen. They were costly outbound tourism products purchasers; and they were frequent outbound tourists.

· Reliance on All-inclusive Group Tours: The outbound tourist market from Shenzhen depended on all-inclusive group tours.




Results and Analysis

Large Market

The population in Shenzhen has been growing from twenty thousand in 1979 to more than six million in 2000 (documentation). Up to ninety percent of the current residents of Shenzhen were immigrants, with an average age of twenty-seven (documentation, the interview).The city ranked the second in terms of per capita Gross Domestic Product in 2004, being one of the most competitive cities in mainland China (the interview, documentation). Nine out of fifteen participants in the first stage interview revealed that Shenzhen was the largest international tourist generating market in Guangdong (Canton) province in the last three years.

As it evaluated in the literature review, mainland China is generating a large outbound tourist market although it is merely the minority of the total population. The research results showed that Shenzhen was the largest outbound tourism originating market in Guangdong (Canton) province. The province which has been introduced in the literature that one of the largest outbound tourist market in the country. Thus the population in Shenzhen represented not only a massive quantity but also a relatively strong purchasing power, contributing a large proportion of international tourists from mainland China. 

It implies the importance of the outbound tourist market from Shenzhen so that it is worthy to be identified and analysed.

Strong Demand
During the interviews, all interviewees in stage one interview indicated that both experienced and non-experienced outbound tourists were keen to travel to overseas countries. This result was confirmed by the interviewees in the second stage interview. Half of them would like to increase knowledge about the destination countries; eight out of twenty participants preferred physically relax during outbound tourism; fourteen out of twenty indicated that they would like to experience different lifestyles; and thirteen of them preferred visiting cultural or historic attractions abroad. 

The populations in Shenzhen showed a strong demand for outbound tourism which was the same as that evaluated in the literature. As it highlighted in ‘2.7 Outbound Tourist Market from Mainland China’, knowledge acquisition from practical experience, as part of education, is highly esteemed under Chinese culture. A Chinese apothegm declared that being a sage, one needs to ‘peruse thousands of volumes, and travel thousands of miles’ (“读万卷书，行万里路”). Being isolated for decades, the populations also desire drawing on diverse knowledge by traveling to different countries. In particularly the individuals who were already familiar with other cultures and histories by theories keen to have experiences in the original countries. As it analysed in ‘1.3 Factors Affect Decision-making Process’, couple with self-concept, lifestyle normally provides basic motivation for purchases in a subtle way (Cannon. 1992; Mowen & Minor 2000) so that influences demand for tourism more readily (Cooper et al.1998). In the collectivism society like China, it represents as social needs in terms of consumer behaviour in outbound tourism which will be analysed in the following section.

It suggests a potential of exploring learning-oriented and culture-relative tourism products. Activities, such as gallery and museum visiting, historic and heritage site tours, local life experiencing, and cultural events participation, can be put into the itineraries. 

Strong ‘suppressed demand’ for Prime Destinations
As it summarised in table no., Malaysia, Thailand, and Singapore were the first range of countries that attained Approved Destination Status. Thirteen out of fifteen participants in stage one interview indicated that the products involved these countries were the least expensive and thus the most popular in the city, attracting repeated market as recreational destinations. In the second stage interview, seventeen out of twenty participants have been to these countries; and eight of them considered traveled to these countries for holiday. 

Nine out of fifteen participants in the first stage interview revealed that there was a growing proportion of tourists could afford to the early approved industrial countries like Australia and New Zealand; they were regarded as recreational destinations for the higher income groups, and new outbound destinations for the middle income groups; however, multi-destinations visiting under an intensive schedule were typical arrangement of existing all-inclusive products to Oceania. Thirteen out of twenty interviewees in the second stage has been to these countries. 

Finally in the first stage interview, twelve out of fifteen participants showed that only a small amount of tourists were able to engage in the products to long-haul and newly approved industrial desitnations, such as European Union countries, which were viewed as exotic, yet desirable. Eight out of twenty participants in stage-two interview had long-haul tourism experience, while eighteen of them showed strong interests to be there.

The decision of purchasing a tourism product depends not only on the propensity to travel, but also on the affordability and the attitudes toward spending and saving (Mowen & Minor 2000).

	Destination
	Year of ADS
	Price Range (RMB)
	Market



	Malaysia, Thailand, and Singapore
	1990
	1,000-6,000
	Medium Income Groups 



	Australia and New Zealand
	1999
	6,000-10,000
	Medium Income Groups and Higher Income Groups



	European Union countries


	2003
	8,000-20,000
	Higher Income Groups




Table no. 

Under the collectivism society, the consumers in Shenzhen approach more social needs than private requirements in consumption with the consumers in individualism societies (Hwang 1987).  From the sociological perspective, social identity is important in a transitional society which characterized by income disparities and status mobility (Alden et al. 1999). Perceived social position of an individual could be enhanced by purchasing international tourism products which associated with social and symbolic values. It is especially the case for those whom admire industrial countries for their materialism lifestyles thereby the tourism products based on destinations like European Union countries were the most desirable from Shenzhen. In this aspect, the tourism products to South-east Asian country were less favourable in terms of social expression. When financial situation allows, the South-east Asian market may move on to higher level of consumption, such as to Australia and New Zealand. 

The research results suggest that, in the short term, pricing strategy is likely to assist tourism intermediaries in maximising profits. Consumers can be categorised into different levels of consumption. For example, prestige pricing can be applied to the products to European Union countries by targeting privilege and wealthy sectors of the society in Shenzhen because it will be able to present the associate symbolic benefits by setting a high price; and these sectors are likely to have less priced sensitive. For the products to Australia and New Zealand, appropriate price reduction may attract more tourists from lower price level of products because the demand of these consumers tends to be elastic for Oceanian tourism products. 

In the long term, however, pricing could not provide a durable standpoint by maintaining customer loyalty, and meanwhile may lead to price competition so that branding strategy is appealed. Product differentiation based on high quality and professional services may be able to distinguish certain product or company to build up a conspicuous brand name. It is believed that a brand with certain personality is likely to attract the consumers with the same personality trait (Belk 1988), and thus product positioning can be achieved by analysing personality and self-concept of target consumers. For instance, tourism products based on destinations, such as Thailand, Malaysia, and Singapore, can be branded by setting varied themes. Because the demand for these products is likely to be relatively inelastic, a given decrease in price may not be able to stimulate a substantial demand from this market. 

Strong Spending Power of Main Market – ‘Elite Migrants’

The number of ‘elite migrants’ have been increasing since Shenzhen has been titled as ‘Special Economic Zone’. In recent years, “high-technological elite immigration” policy has been implementing by offering the eligible migrants privileged conditions in the city in order to accelerate the development of high technology sector. Thus a large number of technological professional has immigrated with an average age of twenty-seven (interviews). Eleven out of fifteen interviewees in stage one indicated that the outbound tourist market from Shenzhen was mainly composed of elite migrants. 

As it showed in the literature, the economy distribution of the country is uneven. In contrast, Shenzhen was experiencing a general level of affluent. With an average age of twenty-seven, the majority of the residents in Shenzhen was married with stable incomes and established careers. Working parents with one child is a typical household unit in Shenzhen. These populations possessed a strong purchasing ability in outbound tourism products in comparison with the average Chinese market. By considering the “tourism participation sequence” of Burton (1995), mainland China is likely to be in the phase two society as it evaluated in the literature review. However, because the mass market already engaged in outbound tourism to nearby countries, and the elite has already traveled to long-haul destinations, such as Ocianian countries and European Union countries, Shenzhen could be put into the category of phase three society. 

These results suggest that outbound tourists from Shenzhen should not be simply viewed as a mass market but a couple of homogenous subgroups that shared certain common characteristics and behavioural patterns, thereby market segmentation is appealed.

Prime Market – ‘Urban Farmers’
Eight out of fifteen participants in the first stage interview revealed that “urban farmers” occupied a considerable proportion of the outbound tourist market from Shenzhen; and they were characterised with flexibility of travel time and budget. Three ‘urban farmers’ who has been interviewed in the second stage all showed that they preferred recreational and entertainment-based tourism when they were traveling aboard.

“Urban farmers” was an important component of the outbound tourist market from Shenzhen. In the early year of economic reforms, the government of Shenzhen has levied large section of land from villages with repaying them considerable compensation. The others who still own the land have started leasehold businesses by using their increasingly value-added land. This segment is not only affluent but also disengaged by work, thus the frequency of their engaging in costly outbound tourism is relatively high. By residing closely, the individuals in a village society are connected by strong relationship ties, possessing typical collectivism characteristics in terms of tourism consumption behaviour. Thus this segment tends to have strong customer loyalty although they may be experienced in overseas travel.

These imply that consumer franchise may be obtained by the travel agent that is capable to set up and maintain consumer loyalty of this segment. For achieving this, branding, establishment of consumer relationship distribution, and a range of marketing mix activities based on further market investigation are suggested.

Reliance on All-inclusive Group Tours

All interviewees in the stage-one interview indicated that all-inclusive group tour was currently the most popular travel mode in outbound tourism from Shenzhen. It is especially the case for first-time outbound travelers, initial tourists of a destination, and senior populations. These interviewees also discovered that the majority of outbound tourists from Shenzhen were accompanied by family members, friends, or colleagues. The manager of European Department in Shenzhen Tourism (Group) Corporation, Qi Zhou, mentioned that no more than twenty percent of the tourists from Shenzhen were independent in the tour groups to European Union countries. Mingzhong Yu who dealt with business trips to the United States of America represented a similar situation in the business travel that more than half of the travelers have been to the United States of America with associates. 

The same as it was presented in the literature, group tour is the only way for the tourists from Shenzhen to fulfill their outbound tourism. It is an inflexible travel mode with predetermined itineraries, normally, to some popular destinations. However, under collectivism society, a considerable amount of these tourists tend to avoid vague and unacquainted situation by engaging in a group tour which stresses the crucial role of travel agents. It is especially the case for outbound tourism product due to its luxurious and intangible natures. Besides, as one of the useful worldwide languages, English is a compulsory subject in primary education in Shenzhen, while it started after the “Cultural Revolution” in the 1980s. Thus, older generations could merely engage in group tour for overcoming the langue and culture barriers. 

However, this strength could be converted into threats when the outbound tourists from Shenzhen become more sophisticated and the freedom of travel abroad, for it is believed that perceived risk may diminish over time when more experiences have been achieved (Moore & Lehmann 1980). Furthermore, the younger generations which are more internationalised and capable of language skills tend to be able to travel abroad independently. These will be further analysed in the subsequent sectors ‘weaknesses analysis’ and ‘threats analysis’.

Two types of group tour consumers are disclosed from the results analysis, which are genuine consumers who rely on group tours and obliged consumers which are capable of overseas independent travel. Therefore brands development based on consistent and high quality of services is likely to sustain consumer loyalty from the former; while product variation with flexible arrangement based on external communication with existing and potential consumers may be able to retain the latter.

Summary of Research Implications:

The large outbound tourist market and strong demand for outbound tourism products from Shenzhen implied the necessary of market segmentation.

Due to different levels of demand for outbound destinations, pricing strategy in the short term and branding strategy in the long term were suggested. 

‘Urban farmer’ is a unique market in Shenzhen, possessing strong purchasing power and flexible leisure time. They are experienced in outbound tourism while tend to be brand loyalty by holding collectivism values. These results imply a consumer franchise may be gained by branding and consumer relationship maintaining based on further investigation of this market.

Under the obligation of group tour, the consumers of outbound tourism group tour were composed of genuine consumers which rely on group tour and obliged consumers which were ready for independent travel. These results suggested that brands development based on consistent and high quality of services is likely to sustain the loyalty of genuine group tour consumers; and product variation with flexible arrangement tends to delight and thus retain the obliged consumers.

4. 2 Objective Two: analysis the current Weaknesses of the outbound tourist market from Shenzhen

Summary of Literature Review

As it highlighted in the literature, the Approved Destination Status program is based on bilateral tourism agreements between the People’s Republic of China and the receiving countries that the countries with Approved Destination Status are officially accessible for Chinese tourists. According to the data from the China National Tourism Administration, there were sixty-three countries have attained the Approved Destination Status by the end of 2004 (CNTA 2005). 

Under the programme, individuals have to be obliged to group tours which arranged by designated travel intermediaries when they are willing to travel in an approved destination. It is considered as a manageable way of preventing illegal immigration because the authorised travel agencies undertake the responsibility. They will be fined with license being revoked if any of their outbound tourism consumers overstay in an overseas country.

As it evaluated in literature ‘2.2 Brief Introduction of the Tourism Industry in Mainland China’, although the demand for outward tourism is strong in mainland China, there is merely a small proportion of the total population in the country are able to afford because of the relatively high costs of the products.

Employees in mainland China are entitled to seven-to-fifteen-day annual leave with pay as long as continuously work for more than one year, while the specific terms of annual leave entitlement are various in different areas (Citation). However, outbound tourism mainly takes place in the three “golden week” public holidays.

Summary of Research Results

	      Weaknesses of the outbound tourist market from Shenzhen

· Limited Destination Options: There were seventy-six countries obtained Approved Destination Status by 15th of September 2005

· Constrain of Travel Mode: Travel style were constrained in all-inclusive packaged group tour and tailor-made tour

· Price Barrier: The entire advance payment, included extra expenses and genuine cost, made outbound tourism products expensive

· Lack of Information Distribution: Current distributions of tourism information in Shenzhen were mainly limited to television text channel, printed distributions, and tourism personnel, representing an immature tour market infrastructure

· Short of annual leave entitlement: The annual leaves were not assured in practice




Results and Analysis

Limited Destination Options
Twelve out of fifteen participants in stage-one interview confirmed that there were seventy-six countries were accessible by tourists from mainland China under the Approved Destination Status programme by 15th of September 2005.

As in the initial stage of the Approved Destination Status programme, the alternatives of accessible destination countries are limited, apparently restricting the participation of potential tourists. The data represented in the literature showed that by the end of 2004, there were sixty-three Approved Destinations. However, the updated results from the research displayed that, within nine months, there were seventy-six countries were newly approved by September 2005. Thus, although limited options of accessible destination was a weakness for outbound tourism sector in Shenzhen, it also implied an opportunity by speedy increase of approved destination which will be further discussed in the ‘opportunities analysis’ sector.

The research results suggest that acceleration of Approved Destination Status negotiation could overcome the shortage of limited number of accessible destination countries. It is also important for non approved destination to perceive the tourist market potential from mainland China.

Constrain of Travel Mode
The interview results represented that there were twenty authorised outward travel agencies in Shenzhen. Eleven out of fifteen participants in stage-one interview showed that all-inclusive group tour and tailor-made tourism were the only travel modes for international tourism from Shenzhen, while tailor-made products include ‘small group tour’ (小包团) and ‘individual tour’ (自由行). Under the small group tour products, customers can choose participants for group composition. Travel consultants design the products according to the requirements of these group members. These products were more expensive than the similar level of all-inclusive packaged tour. Ten out of eleven interviewees in the stage one interview indicated that the populations from some high income groups and, in particularly, “urban farmers” were mainly the markets of these products. Individual tour was currently the most costly while the most flexible mode of outbound travel that the products are customised for individual needs. Merely few customers engaged in these products. 

For economy concern, ten out of fifteen interviewees in the stage one implied all-inclusive group tours were still the dominant outward tourist market form Shenzhen.  All of them showed that it was extensively popular when outbound tourism has been first granted in the 1990s. However, nine out of twenty participants in the stage-two interview indicated that the intensive itineraries and invariable activities could not satisfy them. There were only four out of fifteen interviewees in stage one interview perceived this problem.


[image: image4]
Similar as the findings in the literature, the results of research showed that outward tourism modes were restricted to all-inclusive packaged tour and tailor-made travel in Shenzhen where genuine independent travel is still not allowed. Although the living standard in Shenzhen was higher than the average level in mainland China, it was relatively low in comparison with that of some developed countries. Due to the comparatively inexpensive costs; and the absent of other economical travel modes, such as “back-packing” independent travel, the all-inclusive group tour was still the most popular travel mode among the outbound tourists from Shenzhen. It suits the first-time travelers and the initial tourists to certain destinations by offering all-inclusive services in low prices which is able to cover a large number of “must-seen” attractions in a short period. However, along with the increasing experiences in outbound travel, the unaltered packaged products were not able to sufficiently satisfy the needs of these outbound tourists from Shenzhen. 

The research results imply that part of the existing outward tourists from Shenzhen was obliged for all-inclusive group tour mainly by considering the costs of products. These consumers are likely to shift to more flexible travel modes when more alternatives will be available. Thereby product diversification may be able to retain this market when the restriction of travel mode will be relaxed.

Price Barrier

As it showed in the preceding sector ‘Strong “suppressed demand” for Prime Destinations’, the research results revealed that the price of South-east Asian products were on the lowest range of outbound tourism items, and also gaining the majority of market from Shenzhen; by staying on the medium range of prices, Australia and New Zealand were gaining medium income upward groups from the city; and there were limited number of tourists engaged in the newly approved or industrial destinations like European Union countries. The manager of Europe Department, Qi Zhou introduced that there were mainly two sorts of products to these destinations which were multi-countries general tour and one country detailed exploration. The former was more popular by considering the prices and the quantity of places can be visited. A nine-day-six-country product costs 8,998 RMB (for around 650 GBP), while the expenses of an eight-day product to Germany was 15,280 RMB (for around 1,100 GBP).

Seven out of fifteen interviewees in stage-one interview explained that deposits were normally required for most of the developed-country products to prevent illegal immigration which is between 20, 000 (for approximately 1,428 GBP) RMB and 50, 000 RMB (for approximately 3,571 GBP). The comparison of original prices and advance payments of the products are summarised as follows in table no. The consular approval of the tourism intermediary will be revoked when overstaying occurs. However, eleven out of fifteen participants in the first stage interview indicated that the propensity of illegal migration from Shenzhen was relatively low in comparison with other regions in mainland China.

	Destination


	Original Price(RMB)
	Total Advance Payment (RMB)

	South-east Asian Countries


	1,000-6,000
	1,000-6,000

	Australia and New Zealand


	6,000-10,000
	56,000-60,000

	European Union Countries


	8,000-20,000
	58,000-70,000


Table no.

As it analysed in the literature, only small proportion of the citizens of mainland China can afford for an outbound tourism product. By taking the responsibility of preventing overstaying, the travel agencies in Shenzhen approached to charge high-priced deposit which even higher than the original expenses of the products. It is believed that economy status of the citizens and political stability of the country are the main reasons of migration. Populations that suffer from poverty and political instability are most likely to migrate (Bliji 1993; Kuby et al. 2002). Along with the improving economy, stable political environment, and increasing freedom of traveling abroad, the illegal overseas migration rate from Shenzhen has being low. The certain amount of deposit may not be able to effectively restrain potential migrates in the long term but likely make up a price barrier for potential customers. 

The research results imply that develop a wealthy and stable environment could prevent migration from the city in the long term. In the short term, the improvement in visa screening process may be able to reduce the risk of travel agents meanwhile expand market by minimising the price barrier.

Lack of Information Distribution
According to the research results, there is barely television commercial for outbound tourism aside from a text channel for tourism products. Only few of the travel agencies possess websites with simple function. Tourism brochures are not free of charge but available. 

The opinions from experienced tourists were viewed as crucial for a customer in decision-making process. There were seventeen out of twenty interviewees in stage-two interview revealed they valued the information from prior tourists; sixteen of them declared they would choose the destination that most people value; and twelve of them would visit certain country or take certain outbound tourism product that their acquaintances have been to and merited. The stage-two interviewees also regarded the advices from tourism personnel as compulsory information to the experiences of other outbound tourists that it could be even important when the influence of experienced tourists is absent. 

Information gathering through Internet is common among younger generations who were born by the end of 1970s upward. Tourism information is not only collected from the websites of tourism organizations, but also from online communities based on tourism subjects. Nine out of fifteen first stage interviewees revealed the countries without Approved Destination Status could not be advertised as destinations in Shenzhen. The results from the participants in stage two showed that the countries that possess economic, education or some other relationships with mainland China, even though without Approved Destination Status, were more perceived by the populations in Shenzhen.

As it analysed above in literature ‘1.3 Factors Affect Decision-making Process’, new information is learnt by an individual during the perceptual processes (Mowen & Minor 2000), implying the importance of product information during decision-making process. As a transitional market, however, present commercial distribution of tourism information in Shenzhen was mainly limited to a television text channel, printed distribution, Internet presence of some travel intermediaries, and tourism personnel. Consumers may find it more difficult to evaluate in advance when the product is dominated by intangible and luxurious nature like outbound tourism (Herr et al 1991) so that consumer seek more tangible information to reduce the perceived financial risks. It is especially the case in a collectivistic society which individuals tend to avoid uncertain situation (Tse1996). It is believed that during the information learning process, only the information supports the attitude and beliefs of an individual will be retained (Mowen & Minor 2000). Thus the opinions from non-commercial reference groups tend to influence the judgment of an outward tourism product more effectively. Genuine tourism experience and opinions, sometimes with visible evidence like photographs and videos, could be widely spread and accepted through ‘word-of-mouth’ communication. 

A wide variety of information in the world becomes more accessible through Internet; and the geographical spread and the transmission speed of word-of-mouth communications are increased via online communities (Smith & Taylor 2004; Pickton & Broderick 2005). Internet offers possibilities for motivated and interactive communication that are not available from mass media or from the immediate physical environment which could be a potential threat for the tourism intermediaries that will be further analysed in “threat analysis” section.

The research results imply the crucial role that information distribution act at in outbound tourism sector. In considering the existing situation in Shenzhen, the outbound tourism information distribution could be improved by enhancing the quality of sales personnel, issuing cost-free brochures, and building up multi-functional websites. The provision of a full range of comprehensive outbound tourism information may assist to shape the travel agents with professional image. Consumers only accept the information that supports their attitude and beliefs, the promotional messages of an outbound tourism product are consequently suggested to be designed to fit the key influencing factors of different market segments. By considering the perceived risks of purchasing international tourism products, some tangible clues may be able to reduce these uncertainties. For example, articulate and expert front-line personnel as well as a clean and professional office setting may increase the reliability of the companies; finally, printed photographs, three-dimensional on-line photographs, and on-line videos may be able to convey realistic images to prospective and potential outbound tourists.

Short of Annual Leave Entitlement
Apart from the three “golden week” holidays, the guidelines of “annual leave” were different depend on companies in practice. Six out of twenty interviewees in the stage-two interview, for instance, were able to receive only part of their salary during the period of their ‘entitled holiday’. As a result, a number of these staff would rather, sometimes, secure their income than taking vacation; the results from stage one interview showed that the high seasons of tourism are the golden weeks so that an explosion in demand of outbound tourism occurs.  

Different from the literature displayed, the national annual leaves, in practice, were not able to assure sufficient leisure time for the residents in Shenzhen. It virtually places an obstacle for accessing long-haul outbound tourism. As it evaluated above in the preceding chapter, the introduction of paid holiday entitlement and the increases in leisure time in the majority of western industrialized nations have contributed to the increased demand for tourism. As a consequent, outbound tourism mainly comes off during “golden week” public holiday in mainland China. The findings from this research showed that the majority of the outbound tours from Shenzhen also concentrated on “golden weeks”, makes it became peak seasons of outward travel from the city. As it analysed above in ‘1.2 Attributes of Tourism Products’, seasonal fluctuations in the demand for tourism can not only cause serious problems to destination areas but also make it more expensive and less flexible for the traveling of outbound tourists from Shenzhen.

The research results suggest that active policies that drew out by the government of Shenzhen may be able to ensure a flexible time of annual leave entitlement. It could not only enable the long-haul and long-length outbound tourism but also promote a larger scale of domestic tourism participation. Targeted marketing may be able to remove some segments, such as pensioners and ‘urban farmers’, from the main flow of outbound tourists in high tourism seasons.

Summary of research implications

The research results imply that accelerating the negotiation of Approved Destination Status may be able to provide outbound tourists from Shenzhen with more alternatives of destination.

It is also suggests specific guidelines for annual leaves that drew out by government may enable long-haul and long-length overseas tourism from the city; and some outbound tourist segments with more flexible leisure time could be removed from the high tourism seasons by product differentiation.

Speed up economic development and maintain a stable society environment may, in the long term, prevent the illegal migration from Shenzhen. In the short term, tourism enterprises could improve visa screening process instead of setting price barrier by requiring for deposits. 

The results discovered the shortage of tourism information distribution in Shenzhen. In considering the existing situation, it is suggested that it can be improved by enhancing the quality of sales personnel, issuing cost-free brochures, and building up multi-functional websites. To consolidate the influence of these distribution channels, some tangible clues, such as comprehensive information, photographs and online videos, and professional image of front-line personnel and office settings, may be able to assist in reducing the perceive risks.

4. 3 Objective Three: analysis the current Opportunities of the outbound tourist market from Shenzhen

Summary of Literature Review

As it evaluated in the literature ‘2.2 Brief Introduction of the Tourism Industry in Mainland China’, the current outbound tourist market from mainland China merely displayed a small proportion of entire population, while Chinese populations represent a strong aspiration for outbound tourism. It is believed that suppressed demand will turn into actual demand when circumstances allow (Swarbrooke 1999). 

As it analysed in the literature ‘2.7 Outbound Tourist Market from Mainland China’, apart from the limitation of discretionary income, the restrictions against outbound tourism, by the government of the People’s Republic of China and by the government of receiving countries, obstruct the development of international tourism from mainland China. The gradual relaxation has already led to the expansion of outbound tourism market from the country. Since the Approved Destination Status progrmme has been launched, for instance, the number of traveling abroad for leisure and recreation purpose was increasing where the quantity of outbound business travel dropped down, showing that the citizens of mainland China are able to engage in international tourism without excuses.

With increasing disposable income relaxing outbound tourism regulations, the demand for outbound tourism from Chinese populations could be fulfilled. Thus it was predicted that China will become the fourth largest generating market of international tourism in 2020 (Strizzi 2001).

Summary of Research Results
	Opportunities of the outbound tourist market from Shenzhen

· Relaxing Restrictions: The relaxation degrees may lead to larger scale of outbound tourism participation

· Growth of New Markets: Apart from salary-earning groups and ‘urban farmers’, there was an increasing number of younger and older participants reinforced the outbound tourist market.

· Large Potential Market: The continually expanding population was recruiting potential consumers for the market

· Limited Competition: Within the existing outbound travel intermediaries, there was not an outstanding brand of travel agency 




Results and Analysis

Relaxing Restrictions
The outbound travelers from Shenzhen have proceeded abroad normally with business reasons before outward tourism was available, while eleven out of fifteen interviewees in the first stage interview revealed that a significant component of sightseeing was included in the itineraries of this business travels. It was still the case for the destinations without Approved Destination Status. Through the interview, Mingzhong Yu in the America Department of China Merchants International Travel Company indicated that some of the arrangements, such as visiting Disneyland or multi-city tour across the country, were still inclusive in the existing business trips to the United States of America. Four stage one interviewees confirmed that the same phenomenon has happened in the product to South-east Asian destinations before these countries were titled. Eight out of fifteen stage interviewees predicted that the proportion of people traveling with private passports would be most likely to further expand, along with the gradual relaxation in outbound tourism sector. 

The government of the People’s Republic of China place the restriction against outbound tourism mainly for three reasons, namely to control the mobility of Chinese citizens; to protect the interest of national tourism enterprises; and to limit the outflow of capital. As it evaluated above in literature ‘2.2 Brief Introduction of the Tourism Industry in Mainland China’, the number of outbound tourists has been increasing in mainland China since Approved Destination Status programme has been accomplished. It was also the case in Shenzhen, offering the outbound tourism sector with considerable opportunities. The releasing of other restrictions, such as increases of disposable income and rising number of destination options, enhanced this effect. Along with the development of tourism industry, further relaxation in outward tourism sector is expected to be realised. Meanwhile, however, it is also likely to generate potential threats from foreign tourism business competitors which will be analysed in the following section.
The research results suggest that the government of China is frustrated by three primary barriers, which were highlighted above, to eliminate the constraints against outbound tourism. A substantial growth in living standard and a stable political environment is likely to stablise the residential movement from the country; instead of protectionist policies towards national tourism enterprises, competitive ability of national industry may be more effectively enhanced by fair competition between national tourism companies; and a long-term plan of establishing active tourism destination image which based on the corporation between the government and tourism planning bodies may be able to balance the payments of China by gaining inbound tourists. Once these barriers are removed, the restrictions against the development of outbound tourism sector tend to be released. 

Growth of New Market
Nine out of fifteen stage-one interviewees noted an increasing number of family holidays took place, resulting in the expanding proportion of young outbound tourists. Fang Jia, a travel organiser in Shenzhen Middle School who was interviewed in the first stage, estimated that about ten percent of students turned abroad for education in the second or the third year of high school study. A large amount of these families would join group tours to the education destinations for observation as well as for tourism. Similar results were generated by two others participants in stage-one interview – there were an increase in family tourists engage in the products to Australia and New Zealand; and these countries were popular destinations of overseas study from Shenzhen.

Besides, four of the first stage interviewees indicated an increasing quantity of senior residents engaged in outbound tourism to, in particularly, South-east Asian countries from Shenzhen.

Increasing number of young populations and pensioners were recruiting the outbound tourist market from Shenzhen, providing tourism suppliers with new market opportunities. Under the one-child policy, the only child in the family becomes the focus of not only the parents but also the grand parents. As it analysed above in the literature review, education has been traditionally valued in China; being educated abroad in, especially, industrial countries is believed to have bright prospects; and family outbound travel is readily to be fulfilled with a certain amount of disposable income. To attain tangible cognition of the education destination, family tourism takes place.

The spending power of pensioners is supposed to decrease with the change in their financial status. However, the economic support from offspring as well as an improving social security system enables the pensioners in Shenzhen to be wealthier. Apart from their pensions, a number of capable retirees are re-employed, obtaining extra income which makes them more economically independent. Thus, the pensioners in Shenzhen are more active and more dynamic, placing a high value on the ability to travel. As a result, the demand of this segment for overseas tourism is getting up. 

The research results imply an opportunity of developing new products for the emerging outbound tourist market. Education-related tourism to popular study destinations tends to attain the market share of family holiday-makers; and certain tourism arrangements by targeting senior tourist sector may be able to satisfy this market.

Large Potential Market
As an immigrant city, the population of Shenzhen has been growing, representing the largest originating market for international tourism in Guangdong province (the interview). The population in Shenzhen is expected to continually grow as the ‘bian fang zheng’ (边防证) system has been repealed since 2004 (the interview).

As it showed in the literature, the scale of outbound tourism participation in mainland China is small, while according to the results of research, there was already a universal participation of international tourism from Shenzhen. Nevertheless, the market potential in the city still remained strong, as the increasing number of immigration provides a continual supplement for the outbound tourism market. This effect may well be reinforced by the repeal of ‘bian fang zheng’ (边防证) system. 

The results suggest an adjustment of existing products and an establishment of new products based on further market investigation may be the key factors to satisfy this potential market.

Limited Competition
Seventeen out of twenty second-stage interviewees showed that the existing authorised travel intermediaries were offering similar services and unvaried international tourism products; and thus they perceived more financial risks by trying different companies; and fifteen of these interviewees declared they could not be adequately satisfied by the quality of products provided by the travel agents they have engaged.

It is difficult to make a comparison between the performances of intangible service. Consumers seek for tangible justification and knowledge of these tourism intermediaries to make the right decision. It makes outbound tourism products more ambiguous without the identification of values. Among limited amount of eligible travel agents that served customers with undifferentiated tourism products, it suggested a considerable space of business development.

Thus the research results imply that branding based on substantial quality and expert services could provide consumers with identifiable values, and thus commanding consumer loyalty. Under collectivism society, the outbound tourists from Shenzhen tend to possess more brand loyalty. Thus the tourism intermediary that first builds up its brand name by improving quality of tourism products and by providing consumers with professional services may be able to be prominent in the market.  

Summary of Research Implications

The research results showed a potential of market expansion by relaxing restrictions. Thus it is suggested the improvement of economy and political environment; the encouragement on relatively fair competition on the national level; and the development of inbound tourism tend to accelerate the release of outbound tourism constraints in the long term.

The results implied the opportunities of emerging outbound tourist market from Shenzhen. It is suggested that education-related tourism products are likely satisfy the requirements of some family travellers; the adaptation of existing international tourism products based on further market investigation could assist in developing senior tourist market and new migration market.

The results also suggested that effective branding may be able to gain consumer loyalty under the collectivism society like Shenzhen.

4. 4 Objective Four: analysis the current Threats of the outbound tourist market from Shenzhen

Summary of Literature Review

As it analysed above in the literature ‘2.2 Brief Introduction of the Tourism Industry in Mainland China’, tourism business operation of foreign investors is firmly controlled in the People’s Republic of China for many reasons. Presently a limited number of foreign travel corporations are merely allowed to deal with inbound and domestic tourism in form of join venture with Chinese tourism agencies in certain regions of the country (CNTA 2000a; China Tourism News 2001). The underdeveloped status of tourism industry in mainland China makes up the distance between national tourism organisations and the foreign counterparts. A series of protectionist policies were granted to a small number of designated travel enterprises in order to enhance competitive edge between domestic enterprises before the entire opening to overseas rivals. However, the completely open up of the tourism industry, in particularly outbound tourism sector, in mainland China is urged by the development trends. Equal competition is believed to no sooner take place.

The distribution of international tourism originating market is uneven in mainland China. When the majority of outbound tourists from China is still first-time overseas travelers (Zhang & Tang 2002), a considerable amount of the international tourists from Guangdong province were already sophisticate in outbound tourism.

Summary of Research Results
	Threats of the outbound tourist market from Shenzhen

· Lack of Competition: Travel intermediary sector in Shenzhen was dominated by state-owned enterprises, forming an oligopoly market structure

· Growing Sophisticating Consumers: The outbound tourist market from Shenzhen represented a large number of experienced international travelers

· Rigid Product design: The current overseas tourism products that the designated travel intermediaries provided were not able to entirely satisfied some experienced outbound tourists

· Short of Supplementary Services: The current tourism agencies were not able to provide supplementary services




Results and Analysis

Lack of Competition
Eleven out of fifteen first stage interviewees revealed that neither private orgnaisation nor foreign investment was allowed to operate outward tourism business in Shenzhen. The outbound tourist market from the city was dominated by twenty state-owned travel enterprises.

The situation of outbound tourism supplying in Shenzhen was the same as that in the mainland China context which was predominantly controlled by a small number of state-owned enterprises that each of them possessed substantial market share in the city. In order to manage the enterprises of outward tourism sector in an orderly way, privately-owned companies were not be able to take part in the sector. The government intended to stimulate competition between state-owned tourism enterprises in outbound tourism sector by restricting the entry of foreign investment. 

Under the protectionist option, the authorised state-owned enterprises were restrained by means of fiscal and regulatory measures so that decreased the pressure on these tourism intermediaries to engage in market oriented activities and to improve the skills associated with market orientation. Along with the altering requirements of the outbound tourists over time, the travel arrangements and supplementary services of these state-owned enterprises have being changed slowly or remained unchanged which was no longer able to entirely satisfy the expanding proportion of experienced outbound tourists from Shenzhen.
The research results imply a long-term trend towards decentralisation so that a comparatively fair competition is appealed. The participation of private enterprises may be able to bring in incentives of self development among state-owned tourism companies so that strengthen the competitive edge of domestic enterprises before equal competition take place on the worldwide level. Certain interventionist policies from government may be able to positively assist and regulate the development of national enterprises. For instance, an appropriate regulatory framework could prevent the adverse effects, such as monopolisation and unethical practice, by private tourism enterprises; and public funding can be granted for tourism staff training. Under this dispensation, consumers would have a relatively direct, decisive influence over the shape and character of the industry.
Growing Sophisticating Consumers
Fourteen out of fifteen stage-one interviewees declared that the residents of Shenzhen have possessed more opportunities to engage in business overseas travel long before the practice of Approved Destination Status programme. Eight out of twenty stage-two interviewees have non approved destination for business reason. Eight out of fifteen stage-one interviewees noted the proportion of studying abroad has been expanding since the 1990s. All stage-two interviewees who has travel abroad for non tourism purpose declared that they would like to return to certain destinations with their family or friends for tourism purpose. 

The key benefits brought by customer satisfaction are repeat purchases, favorable word-of-mouth publicity, reduced customers' price elasticity, and increased loyalty (Fornell 1992). 

Satisfaction will be realised only if the services and products are able to meet or exceed the expectations of consumers (Swan & Combs 1976) Consumer expectation is a complexity built up by personal needs, past experiences, and commercial and non-commercial information of the product (Kasper et al. 1999).

The literature showed that international tourism is a luxurious item in the context of mainland China. Genuine outbound tourism market merely concentrates in certain economic developed regions of the country. However, the results of research represented a universal participation in outbound tourism from Shenzhen. When the majority of outbound tourists from mainland China were still first-time overseas travelers, certain amount of the international tourists from Shenzhen were already sophisticated. As the pilot city of reforms, the residents of Shenzhen possessed more opportunities on business travel abroad due to the relationship with foreign investors; and overseas study rates kept growing up, result from the improving living standard in city. These non-tourism activities increased the knowledge of overseas countries and the experience of traveling abroad so that travelers tended to expect more professional services and arrangements from tourism providers than inexperienced travelers.

The research results suggest that along with the increasing experience of overseas travel from Shenzhen, the existing outbound tourism products may not be able to meet the expectation of these tourists if they remain unchanged. It also implied that the outbound tourist market from Shenzhen can no longer be considered as a mass market which is served with similar array of tourism products. Market segmentation based on certain homogenous characteristics and behavioural patterns is appealed. 

Rigid Product design
The results of stage-two interview showed that well-educated young populations and experienced outbound tourists were becoming increasingly dissatisfied by the rigid arrangements of all-inclusive group tours. As to the accommodation arrangement, for example, the results showed that tourists were normally settled down in the stared-hotels which were located far away from cities or attractions in order to satisfy consumers with luxurious accommodation meanwhile minimise fixed costs. In line with intensive schedules, tourists were compelled to catch time for traveling between the accommodation and certain attractions, spending a large proportion of time on road traveling. Fourteen out of twenty second-stage interviewees complained uncomfortable and unfavourable of these arrangements. Sixteen of these interviewees revealed that stared hotels were not necessary, while the basic criterias of preferred accommodation were clean, tidy, economical, and en suite. It was also found out that some other substitutable accommodation modes, such as Bed and Breakfast, Guest House, and Pension, were not universally perceived by the tourists from Shenzhen. Stared accommodations were mainly appealed by higher income groups and destination repeaters which expected relax and enjoyable recreation. Some experienced outward tourists and younger populations indicated that they would choose less restrictive modes of travel when situation allow.

There were sixteen out of twenty stage-two interviewees possessed computer; seven participants were proficient in computer skills; eight of them frequently access Internet; seven of them implied that they normally sought for tourism information before the outbound travel would be engaged; and eight out of twenty of them would try online tourism providers when they are available.

Along with the changing requirements of the outbound market from Shenzhen, unaltered outward tourism products could hardly satisfy the entire market. The dissatisfaction of accommodation arrangement, for instance, was caused by two aspects of factors. Guiding by tangible clues, tourists relied on perceived established characteristics such as members of standardised stared hotel chain. For lacking of information and experience, they were reluctant to take the risk of engage in lower-priced of accommodation form which is able to offer similar conditions and services to stared hotels. On the aspect of travel intermediaries, they insistently arrange stared hotels in outlying location in order to draw an indication of quality product as well as reduced fixed costs. Neither could it thoroughly satisfied consumers nor consequently increased profits in the long term. Once the fair competition takes place internationally, this tourist market may be lured by the rivals which able to provide customised tourism products.

As travelers gain more routine so that desire for new innovative products and new experiences. When the restrictions on independent travel are released the importance of tourism intermediary will be diminished. The function of travel agencies for avoiding uncertain situation in an unfamiliar environment is weakened when outbound tourists are increasingly sophisticated.

The young generations will be the major market of outbound tourism from Shenzhen. With better language abilities, excellent computer skills and the experience of overseas study, they were capable to travel abroad independently. 

Information technology not only enabled high productivity with low operational costs but also new methods for marketing and sales. The accessibility of online travel websites reduces the importance of travel agencies; and may ultimately result in travelers bypassing travel agencies. Tourism providers, such as airlines, hotels, car hiring, and conventional tour operators have been able to equally take full advantage of information technology in the efforts for most effective distribution like direct marketing to ultimate consumer trough Internet in several industrial countries (Affolter). With low overheads, online travel providers, such as Expedia, Travelocity, and “lastminute.com”, are able to reduce margins, offering tourists with economical products and contenting customers with maximum flexibility. 

The research results imply that along with the increasing sophisticated outbound tourist market and the foreseeing worldwide competition, it is crucial for the authorised travel intermediaries to understand the specialised demands of different outbound tourist segments in Shenzhen; and fulfill these requirements by flexible production techniques and logical service transformation process. It is worthy to set up a distribution for maintaining customer relationship. A well-established Internet presence of a travel agency is also important by considering the online rivals.

Short of Supplementary Services
Four senior interviewees explained that they preferred continental travel mainly for health and safety concern that the eligible outbound tourism intermediaries were not able to provide professional medical cares. 

The development propensity appeals outbound tourism sector in Shenzhen to further open up to their foreign rivals. The state-owned tourism enterprises will then have to take responsibility for their profits and losses when it will be transformed into legal entities. In addition to the efficient management system, the increasing commercial abilities of foreign tourism suppliers make it effectively to attract markets by introducing and marketing specific tourism products. 

Besides, market segmentation that the products are designed to meet the needs of particular segments has been practising in many industrial countries. The spcialised travel companies in these countries were already able to offer comprehensive services for certain target segment. SAGA company, for example, is viewed as the travel expert especially for people aged over fifty-five which is able to provide professional medical cares and travel insurance. A number of the current outbound market from Shenzhen could well be drawn by these potential competitors. Some senior tourists, for example, may be able to realise their long-haul travel by joining these professional travel intermediaries, like SAGA.

The research results imply the importance of supplementary services in a tourism product. Thus the development of such services is able to enhance the competitive position of a travel intermediary.

Summary of Research Implications:

The research results imply that without market orientation, the outbound tourism products provided by authorised travel agents could not completely satisfy the increasingly experienced outbound tourists from Shenzhen. 

These suggest the participation of private enterprises may be able to bring in incentives of competition between national tourism enterprises so that enhance competition ability before international competition take place. Instead of protectionist policies, the government could assist in the industry development by granting public funding for, for instance, tourism staff training.

Chapter Five Conclusion and Recommendation

5. 0 Conclusion and Recommendation

The outbound tourist market from Shenzhen has been investigated as a case in the context of the People’s Republic of China. It aimed at providing a parameter for further marketing researches and tourism strategy planning. Thereby the study was set up to find out:

· The strengths of the outbound tourist market from Shenzhen

· The weaknesses of the outbound tourist market from Shenzhen

· The opportunities of the outbound tourist market from Shenzhen

· The threats of the outbound tourist market from Shenzhen

The literature highlighted that there is a large potential outbound tourist market from China. The existing market merely represents the minority proportion of the entire market, and it concentrates on few economically developed regions due to the affordability of consumers. However, the demand for outbound tourism has being strong since the implementation of Approved Destination Status (ADS) programme in the 1990s. It is believed that the suppress demand will be effective when conditions allow (Swarbrooke 1999). With increasing disposable income relaxing outbound tourism regulations, the demand for outbound tourism from Chinese populations could be fulfilled.

As it analysed in the literature, the constraints on the development of outbound tourism sector place the barriers for potential tourists to engage in outbound tourism. The gradual relaxation has already led to substantial growths of this market.

The literature indicated that there was only small amount of approved destinations, limiting the tourism destinations for the potential outbound tourists from mainland China. Eligible outbound tourism agents are authorised to process the screening of visa application. They are thereby obliged to take the responsibility of illegal overstay of their consumer in the destinations.

Under the Approved Destination Status programme, group tour organised by eligible travel agencies is the only travel mode to accomplish outbound tourism. Under collectivistic society, Chinese populations tend to be threatened by ambiguous situation which associate with unacquainted circumstances, thus relying on group tour.
As it highlighted in the literature, employees in mainland China are entitled to seven-to-fifteen-day annual leave with pay as long as continuously work for more than one year, while the specific terms of annual leave entitlement is various in different areas. However, outbound tourism mainly takes place in the three “golden week” public holidays.

As it analysed in the literature, the operation of multinational tourism corporations is strictly restricted under the protectionist policies of national enterprises. The underdeveloped status of tourism industry in mainland China makes up the distance between national tourism organisations and the foreign counterparts. A series of protectionist policies were granted to a small number of designated travel enterprises in order to enhance competitive edge between domestic enterprises before the entire opening to overseas rivals. However, the entirely open up of the tourism industry in mainland China is urged by the development trends. Equal competition is believed to no sooner take place.

The research highlighted several key results which included implications of the outbound tourist market from Shenzhen. These included the following:

Strengths of the outbound tourist market from Shenzhen

As it was highlighted in the literature, there is a large potential outbound tourist market from mainland China due to its large population base. The existing outbound tourist markets concentrate on few affluent regions in the country result from the uneven distribution of economy, merely representing the minority proportion of the entire market. The research results revealed that the outbound tourist market from Shenzhen was presenting not only large potential in market growth but also substantial consumption of the existing market. 

The research results also revealed the ‘migrant elite’ and ‘urban farmer’ is the major contributor of this market. According to the results, ‘urban farmers’ is a unique market in Shenzhen. By possessing sufficient disposable income and leisure time, they were normally prime outbound tourism products consumers.

Besides, the international tourist market from Shenzhen displayed a strong demand for industrial tourism destinations which may be able to fulfil the perceived social needs. Although the majority of population could not afford these products, the suppress demand is believed to be effective when financial circumstances allow. 

The research results showed that group tour is the only travel mode to outbound tourism from Shenzhen which was the same as it represented in the literature. Being characterised by collectivism culture value, most of the outbound tourists from Shenzhen are rely on group tour. This is market strength for the outbound tourism agents. 

Weaknesses of the outbound tourist market from Shenzhen

Although, as it was pointed out above, group tour was the only travel mode to fulfil outbound tourism from mainland China, it is long-term trend to allow the existence of other travel modes. When the outbound tourists become sophisticated, and when the young generation which capable in foreign language skills and in foreign culture environment dominate the outbound market from Shenzhen, the travel agents may loss the advantage of securing group tour reliance. 

The results of the research revealed a couple of obstacles that against the development of outbound tourist market from Shenzhen. Firstly, as in the initial stage of the Approved Destination Status programme, the accessible tourism destinations are still limited. However, by comparing with the statistic by December of 2004 showed in the literature, the new data by September of 2005 from the research indicated that the number of newly approved destinations has been increasing speedily. Secondly, the literature showed that apart from three ‘golden week’ holidays, the employees of mainland China who work for more than one year constantly is entitled paid annual leave. However this entitlement, which revealed by the research, has not ensured genuine paid holiday in practice, making it more difficult for potential outbound tourists from Shenzhen to engage in long-haul and long-length overseas destinations. Tourism activities thus concentrated on ‘golden week’ holidays, causing tourism seasonality problems. Thirdly, to prevent illegal migration, consumers were obliged for costly deposits. It made up a price barrier for the potential tourists. Finally, information distribution is particularly essential for tourism business development due to the natures of tourism products. For avoiding perceived risks, consumers seek for information to draw tangible clues which was especially the case under collectivism society of Shenzhen. Word-of-mouth thus became an influential tourism information distribution channel.

Opportunities of the outbound tourist market from Shenzhen

As it analysed in the literature, the relaxing of outbound tourism restrictions has led to apparent increases in consumption. The results from the research showed that the proceeding expansion of outbound tourist market from Shenzhen was expected along with the further relaxation take place.

The results revealed that there were rising number of family outbound tourists and senior outward tourists from the city; and the continuous increase of new immigrants provided the outbound tourism business with a large potential market. The growth of new market could bring outbound tourism sector with several new opportunities. Under the restricted competition environment, there was considerable space for outbound tourism business development. 
The research results also indicated that under the protectionist business environment, the limited number of rivals was lacked of competitive abilities, implying a large development space.

Threats of the outbound tourist market from Shenzhen 

The literature indicated that within a large amount of travel agents, only few is authorised for outbound tourism business. Similar findings were represented by the research that twenty state-owned tourism agents dominated the outbound tourism sector in Shenzhen. Intended to develop internally in a manageable way before the liberal competition take place internationally, the results revealed that neither foreign companies nor national privately-own enterprises were allowed to operate in the outbound tourism sector in Shenzhen. However, these designated tourism enterprises were lack of pressure to engage in market oriented operation. On the demand end, the results showed that outbound tourists from Shenzhen were increasingly sophisticated; and on the supply end, potential rivals, include multinational travel agents and operators, and online travel providers, may be able to dominate the market share of outbound tourist by implementing efficient management skills and by carrying out market oriented strategies.

Evidence from some of the results implied that several actions need to be taken by outbound tourism industry, the government of China, and both of existing and potential destination countries.

Tourism development actions

 The potential threats from foreign rivals are appealed to be sufficiently perceived by the authorised outbound travel intermediaries. It is also suggested that they need to draw out systematic business plans. Market segmentation is necessary for the outbound tourism market from Shenzhen. Each company targets different part of the market that it is specilised rather than competes in an entire market. A series of marketing performances, such as product development and marketing mix, could base on the requirements of targeting segments. 

In the case of Shenzhen, the tourism products to long-haul developed countries could be tailored for ‘elite migrants’, meanwhile more relaxed and recreational arrangements could be added into South-east Asian products; by targeting ‘urban farmers’, product design is suggested to aim at luxurious arrangements and entertainment-based activities; tourism products that contain study-relative activities could be developed for the family outbound tourists; evidence from some of the results also implied that product development that targeting senior outward tourists could contain necessary supplementary services, such as medical care, health and safety instruction, and travel insurance. Besides, instead of intensive multi-destination visiting, more flexible and relaxed arrangements are recommended by considering the experienced outbound tourists.

With regard to the distribution of tourism information, a multi-functional website can not only spread information widely but also influence word-of-mouth communication to some extent. The website design rather target middle-aged downward generations; outbound tourism product sales personnel is the other word-of-mouth distribution. Thus sufficient training for these frontline employees tends to be necessary by considering the importance of service delivery process; meanwhile, consumer relationship system is worthy to be established for further communication with customers; printed distribution, such as cost-free brochures, newspaper and magazine, are suggested to target, in particularly, middle-aged and upward outbound tourists. The costs of brochures could be reduced by getting sponsors and setting advertisement sections.

Government action

The results suggested that there is a need for the government of the People’s Republic of China to remove the protectionist policies on state-owned tourism suppliers and reduce the administrative interference on the operation of outbound tourism sector. In order to stimulate competition between national enterprises, private-owned companies may need to take part in the sector. Government intervention, however, is likely to assist the development of national economy by granting public funding for tourism personnel training; and, in order to gain the balance of payment, the corporation with tourism planning bodies may be able to attain tourism import by drawing out sustainable tourism plans for the country rather than retain domestic currency by constrain outbound tourism activities. 

Besides, evidence from some of the results suggested that speed up the development of economy may be able to increase disposable income of potential outbound tourists from Shenzhen, meanwhile diminish the propensity of illegal migration in the long term. The negotiation of Approved Destination Status agreements needs to be actively proceeded to gain more destination alternatives. Annual leave entitlement which may enable long-length and long-distance international tourism need to be ensured in practice by granting corresponding guidelines. 

Destination action

The evidence of some of the results also implied that governments and tourism bodies of Approved Destination countries need to sufficiently perceive the benefits that outbound tourist market from mainland China may bring in. Market segmentation tends to be necessary for starting up systematic marketing practices. For attracting target tourists, the country could differentiate itself by establishing destination image. Active promotions, such as exhibitions, television commercials, cost-free brochures, and Internet presences, could take place in mainland China. All of these actions can be co-operated with the tourism bodies in China.

The governments of non-approved desitnation countries are also suggested to understand the potential of outbound tourist market from mainland China so that take part in the negotiation of Approved Destination Status (ADS) agreements.

The results of the case study on the outbound tourist market from Shenzhen showed that there are several strengths as well as opportunities of this market could be benefited by the companies in the outbound tourism sector, the government of China, and the receiving destinations. These advantages, however, could also turn into weaknesses and threats when, sometimes, they are affected by these parties interrelatedly. Thus it appeals some respective as well as joint actions to be taken by these parties so that maximise the ultimate profits generated by the outbound tourist market from Shenzhen.

The case study on the outbound tourist market from Shenzhen has identified the underrepresented yet valuable market. It may not be generalised for other outbound tourist markets on the national scale. However, it could be applied to the similar markets in the country; and as a pilot study to the further investigations of the outbound tourist market from Shenzhen. 
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