
 
BELLE | TOURISM | INTERNATIONAL |  CONSULTING  



 
BELLE | TOURISM | INTERNATIONAL |  CONSULTING  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

City 
Chinese International Travel Trade Representatives 

Interviewed by BTI 

Beijing

 
 

National Geographic Traveler 

China Swan International Tours 

China Travel Service Head Office (Outbound and Domestic) 
(two interviews) 

China CYTS Outbound Travel Service 

China Ocean International Travel Service Co., Ltd. 

China Comfort Travel Group, Ltd. 

China Environment International Travel Service Co., Ltd. 

China Travel International Ltd. 

Beijing East Century International Travel Co., Ltd. 

Guangzhou 

Comfort International Travel Service(GZ) Co., Ltd. 

China CYTS Tours Guangzhou Co., Ltd. 

Guangdong China Travel Service 

Guangdong Peace Travel 

China Youth Travel Service Guangzhou 

CITS Guangdong Co., Ltd. 

GZL International Travel Service Ltd. 

CYTS Tours Guangdong Rail Way Co., Ltd. 

Shanghai 
 

 

Shanghai CYTS Tours Corporation 

Shanghai China International Travel Service Ltd. 

Spring International 

CITS Group (Shanghai) 

Shanghai Airlines Tours International (Group) Co., Ltd. 
Outbound Travel Company of SAT (two interviews) 

Shanghai China Travel International Ltd. 

Shanghai Jinjiang Tours Co., Ltd. (Shanghai) (two 
interviews) 

China Merchants Group Shanghai International Travel 
Service., Ltd. 

Synwalk Travel Co., Ltd. (Shanghai) 

Travelling Scope 
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Overview 

 
Thirty interviews were made face-to-face with the 
key players in the Chinese travel and tourism 
industry, mainly from travel agencies and travel 
magazines. The vast majority of participants were 
travel agencies and tour operators with annual 
revenues of 20 million RMB or more. Actually, 
these travel agencies are the biggest ones in each 
of the three cities, and they all have rich 
experience in the outbound travel market from 
China.  
 
Travelling Scope and National Geographic 
Traveler are both popular consumer travel 
magazines in China. They especially appeal to the 
younger, high-level education travelers.   

 
Major Findings 
 
Best-selling Destinations Outside of Asia 
 
Australia was mentioned most by interviewees, or 
10 times. Since Australia and several European 
countries received ADS approval earlier than 
African and American nations, the best-selling 
destinations outside of Asia are mainly there. 
Seventy-six percent of all the countries mentioned 
were in Europe. Australia and New Zealand 
accounted for 18.3 percent of the countries 
mentioned. Some agencies thought that certain 
destinations in Eastern Europe, South America and 
Africa will become popular in 2008. 
 
 
 
 
 

 
 
 
Customer Criteria for Selecting Long-haul Vacation 
Trip Destinations 
 
Some 42.9 percent of the interviewees felt that the 
resources of destinations were the most important 
criteria for Chinese tourists in selecting long-haul 
vacation places. Price (35.7%) was the second 
most important criterion for Chinese customers. 
Since long-haul vacation trips account for a 
significant proportion of disposable income, tourists 
only consider packages they can afford. When 
travel agencies offer special prices for selected 
packages, these are very welcomed by customers. 
Higher-level tourists consider the quality of travel 
products to be the most crucial when choosing 
long-haul vacation destinations. Quality includes all 
the services received across the complete itinerary. 
Accessibility is another key element. 
 
Most Important Information for Travel Agencies 
 

 
 
 

 
 
 
Major Competitive Weaknesses of the U.S.A 
 

 
 
The above figure indicates the major competitive 
weaknesses of the U.S.A. All of the interviewees 
considered the visa policy to be the greatest 
weakness at the current time. The qualifications 
required of visa applicants are much higher relative 
to that for other countries. The visa decline rate is 
also significantly greater than for European 
countries. If the U.S. Consulate declines a visa, it 
may also have a negative impact on a personôs 
applications to other countries. Though many 
Chinese people want to go to the U.S.A., they do 
not want to take the risk of being declined and 
bringing themselves more trouble. In this case, 
they may choose other destinations as their first 
long-haul destinations instead of the U.S.A.  
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To better understand the Chinese outbound travel market to the United States and to get a general idea of the communications between Chinese tourism bureaus and 
foreign DMOs, 32 tourism government official interviews were conducted in person and by telephone. The interviewed Chinese tourism bureaus were as follows: 
 
The 32 interviewed tourism bureaus can be divided into the following five geographic regions: Northeast region; Bohai Sea Rim Region; Yangtze River Delta region; Pearl 
River Delta region; and Xinjiang Minority Population Autonomous region (Right Figure). 
 
 

· China National Tourism Administration 
· Beijing Tourism Bureau 
· Shanghai Tourism Bureau (two interviews completed) 
· Tourism Industry Administration of Luwan District, Shanghai 
· Jiangsu Tourism Bureau 
· Shandong Tourism Bureau 
· Fujian Tourism Bureau 
· Heilongjiang Tourism Bureau 
· Anhui Tourism Bureau 
· Shenzhen Tourism Bureau 
· Zhuhai Tourism Bureau 
· Inner Mongolia Hohhot Tourism Bureau  
· Xinjiang Urumqi Tourism Bureau 
· Hainan Tourism Bureau 
· Hangzhou Tourism Commission 
· Nanjing Tourism Bureau 
· Wenzhou Tourism Bureau 
· Ningbo Tourism Bureau 
· Shaoxing Tourism Bureau 
· Jinan Tourism Bureau 
· Hefei Tourism Bureau 
· Suzhou Tourism Bureau 
· Xuzhou Tourism Bureau 
· Nantong Tourism Bureau 
· Changzhou Tourism Bureau 
· Wuxi Tourism Bureau 
· Lianyungang Tourism Bureau 
· Huaiôan Tourism Bureau 
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According to the interviewees, Europe is the most popular destination region for Chinese travelers outside of Asia. European countries such as Belgium, France, Russia, 
Switzerland, Sweden, Italy, Spain, Austria, Finland, the U.K., Germany, Denmark and Holland are the most visited long-haul destinations.  Meanwhile, nine out of the 32 
interviewees thought that Oceania, especially Australia, has become a very popular outbound travel destination region among Chinese travelers in recent years. North 
America ranked in the third place with only six out of 32. The government official respondents often stated that most tourists went to the U.S. and Canada on business 
trips rather than for leisure or vacations. South Africa (4/32) and South America (3/32) were in the fourth and fifth places respectively.  
 
Main Reasons for Travel from China to the U.S.A 
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