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China has a significant opportunity to enhance both
the quality and scale of its inbound tourism. This
Green Paper, developed by PATA in collaboration
with WTCF, highlights the potential for growth
in China's inbound tourism sector. It provides
a thorough analysis of the sector’'s strengths,
challenges, opportunities, and threats. By assessing
the current landscape and identifying key areas
for improvement, WTCF and PATA aim to unlock
China's vast potential as a leading destination in the
Pacific Asia Region.

In 2023, tourism supported 78 million jobs and
contributed 7.3% to China's GDP, with projections
indicating growth to 107 million jobs and a 13.5%
GDP contribution over the next decade. Beyond its
economic impact, tourism plays a vital social role
in China, enhancing public well-being and driving
socio-cultural development.
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China’stourism industry is rapidly evolving, fueled by
several key factors with the potential to significantly
boost the nation's economic and cultural growth.
The expanding middle class has greatly increased
demand for diverse travel experiences, both within
China and abroad. Enhanced infrastructure,
including high-speed railways and expanded flight
routes, hasimproved accessibility and reduced travel
times. There is a growing interest in cultural and
heritage tourism, with travelers seeking authentic
experiences that explore China's rich cultural
history. Additionally, the integration of technology
has transformed the travel experience, making it
more convenient and personalized, especially for
Chinese-speaking tourists.

As a global cultural and historical powerhouse, China
has emerged as a significant player in international
tourism, with vast growth potential and the
capability to assume global leadership in the sector.
Spanning 9.6 million square kilometers and with
a history of over 5000 years, China offers a diverse
and compelling array of attractions for international
visitors.

Tourism has become a key aspect of modern
Chinese life, and this trend is expected to continue
its steady growth, supported by favorable economic
conditions and positive consumer sentiment.
However, to fully benefit from its tourism economy,
authorities must carefully evaluate current
performance and seeks ways to improve the
profitability and competitiveness of the sector,
particularly inbound tourism movements. Notably,
the flourishing tourism sector has the potential to
drive the prosperity of other industries, exemplifying
the concept that when one industry flourishes, all
industries flourish.

This Green Paper is divided into four sections
including State of Play of the Chinese Tourism
Economy, International Competitiveness of China
Tourism,  High-level Recommendations and
Concluding Remarks.
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China’s Tourism Economy State of Play

o [ i s 22 557 3R

China has a robust tourism economy consisting of FEMKELFTEINARE  SFEENR

domestic, inbound and outbound activities. The
following sections provides a state of play summary
of each.

Domestic Tourism E ARz

The robust revival of the domestic tourism market in
2023 hasfueledongoingconfidenceandmomentum
in the industry. According to the Ministry of Culture
and Tourism, nearly 4.891 billion domestic trips were
made in 2023, marking a substantial 93.3% increase
from the previous year. However, this figure still falls
short of the 5.5 billion trips recorded in 2019, when
domestic tourism expenditure was estimated at
$862 billion.

The expansion of high-speed railways, new air routes,
and enhanced tourist facilities has significantly
contributed to the growth of domestic tourism.
Across the country, destinations have capitalized
on the power of short videos and social media to
boost their appeal and reputation. Successful city
marketingcampaignsin2023,suchasZiboBarbecue,
Village BA/Super, Tianjin's Diving Grandpas, and
Harbin Ice and Snow World, underscore the crucial
role of city marketing in promoting destinations and
sparking travel interest.
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Prior to the pandemic, China was the global leader
in outbound tourism expenditure, underscoring its
importance as a source market. Given the global
economic slowdown, it is wise to improve the
balance of trade within China’s tourism economy
by enhancing inbound tourism and managing
monetary outflows. Encouraging Chinese tourists to
explore domestic destinations rather than traveling
abroad can support this goal in the short term.
During the pandemic, there was a notable rise in
domestic travel as many Chinese opted to discover
their own country.

Inbound Tourism AIEiRi

In 2023, China recorded 82 million inbound tourism
arrivals, including visitors from Hong Kong SAR,
Macao, and Chinese Taipei, which represented 67%
of the 145 million visitors in 2019 when inbound
tourism spend was estimated at US$136 billion. The
Pacific Asia Travel Association (PATA) forecasts that
China will return to this 2019 visitor level by 2026
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Figure 1: International Visitor Arrivals to PRC
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These dimensions and characteristics of the
current international inbound market should be
carefully considered as China embarks on an effort
to boost inbound tourism grown. In addition to
implementing favorable visa-friendly policies,
recovering international flight capacity, and
enhancing products and services to expand market
reach,Chinese authorities needto better understand
the current drivers of tourism in the country.

Current trends for inbound tourism show the rising
popularity of snow tourism is significantly boosting
expectationsforinboundtourismin NortheastChina.
The Chinese government is actively leveraging
Harbin's fame to expand snow tourism across the
region, promoting collaboration to enhance the
unique qualities of major tourist destinations and
create strong regional tourism brands.

Meanwhile, East and South China remain the
primary destinations for inbound tourism,
benefiting from major international cities like
Shanghai, Shenzhen, and Guangzhou. These
areas enjoy frequent international exchanges
and economic activities, supported by abundant
resources and comprehensive facilities in tourism
hubs such as Suzhou, Hangzhou, and Guilin.
Additionally, residents in these regions have the
highest propensity for international travel.

When comparing the tourism appeal of various
regions across the country, North, Central,
Southwest, and Northwest China boast historic
and cultural cities as well as world-renowned
attractions. However, East and South China hold a
more significant advantage in tourism appeal due
to their earlier development of the tourism industry,
higher levels of internationalization, and a more
diverse range of tourism resources.
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Outbound Tourism iRk %

In 2019, China produced 134 million outbound
trips, with Chinese travelers spending a substantial
$258 billion on tourism-related products and
services, accounting for one-fifth of global tourism
expenditure. U.S. travelers ranked second, spending
$135 billion.?

By 2023, China's outbound tourism industry was on
the path to recovery, with over 87 million outbound
tourists, reaching about 50% of 2019 levels. Some
Chinese travelers are opting to temporarily forgo
overseas trips, choosing instead to explore domestic
destinations. Factors such as current visa policies
and changes in international flights have boosted
outbound tourism, particularly to Asia. However,
challenges like instability in the international
political situation continue to pose deterrents.

The “Singapore-Malaysia-Thailand” route remains
a popular choice among Chinese tourists, while
emerging destinations along the “Belt and Road” in
Central and West Asia are gaining traction.

Europe is seeing increased popularity due to a rise
in flights, now reaching 90% of 2019 levels. However,
entry barriers for Chinese citizens remain relatively
high, with visa fees on the rise. The outbound
tourism supply chain has yet to fully recover,
keeping travel costs elevated. Outbound tourism to
North America remains slow, with Chinese citizens
primarily traveling for study and business purposes.

From a purely balance of trade perspective, China's
tourism imports are nearly double its exports.
Therefore, a concerted effort to increase inbound
tourism activities is clearly of national fiscal interest.

Analysis by Pacific Asia Travel Association
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Tourism+ State of Play i&iif\l + R BIR 5%

China holds a significant comparative advantage
in tourism-related green and digital technologies.
These innovations can be exported across the Pacific
Asia Travel Association (PATA) region to support
the Belt and Road Initiative, enhancing regional
tourism infrastructure and promoting sustainable
development.

To advance the tourism supply system, it's essential
to shift the foundational ideas towards a “ tourism
+" approach. This strategy emphasizes tourism'’s role
in empowering the high-quality development of
related industries, thereby amplifying the spillover
effects of tourism consumption.

Starting with the digital economy, the goal is
to build a modern tourism ecosystem centered
around digital platforms. This ecosystem will adapt
to different tourism consumption patterns, creating
tailored tourism spaces, products, and industries.
The result will be a comprehensive tourism industry
chain that works in tandem with the tourism
facilitation system, driving high-quality tourism
development in China and across Asia.
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The integration of tourism with health and wellness
sectors is already booming, particularly in Traditional
Chinese Medicine (TCM).Additionally,guidingtourism
enterprises to embrace technological innovations,
cultural creation, and other new productive forces
will further the high-quality development of the
industry. Continuous innovation in business models
and products will foster smart tourism, enhancing
convenience and enriching the tourist experience.
This approach advocates for tourism that benefits
society, providing warm and inclusive services for
special groups, such as the elderly.

Despite national tourism policies prioritizing
digitalization, Southeast Asia's SMART tourism
ecosystem development faces challenges, including
insufficient funding, limited digital skills, urban-
rural digital divides, and evolving legal frameworks.
China is well-positioned to offer assistance in these
areas to its ASEAN neighbors.

To accelerate the deep integration of tourism with
related industries—such as culture, transportation,
sports, and agriculture—China must launch world-
class tourist attractions, routes, destinations, cities,
resorts, and complexes. The aim is to cultivate
globally influential tourism enterprises, including
tourism groups, hotel chains, service providers,
cultural creators, on-line travel agencies (OTAs),
and operators of transportation services. This
integration will lead to significant breakthroughs in
tourism facilitation, furthering the construction of
a comprehensive tourism supply system driven by
the “Tourism +" strategy.

MPEAERFR ST

L SEAFAFINMEELENA
& BEHEPEDM - L4 - 515
ki WHRE R eI - XEBIESE
MErFA - R —DHOE L S5
EXRE - BTN a9 AT eI
e ERRBENAR - BRSEN
BAE - FERFENRTER - XiP
AAESKEERLS  AZFEASF
R RIEOEERMERRIRS -

REE KR BRI A MRT
I BEAEINERREESR
gxRIDEImESkE - BREEA
&~ BFEEEAR - W2 HFI8AU
BAUTE TR RER - PEEXLE
DB ERN R RBEBERESE -

MRHE R BOE W S3E ~ R38 ~ &
B RUWERRWHRERS - F
Eo A St FRENKRERK - &
B BRth - W ERXNEE
i* - B2 BB EREEREMIRMK
TN - SRS - EBUAE
RERHE - EBIREW - LK
e (OTA) -~ KT AN EAR
FLEBE - MBS R EIREEF
ERRIBERRY - H—LHL

8 V4 =PSB O S i i
BIERER -



UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS

Achieving World Class Tourism SCH 5 2R AR 5\

China’s International Competitiveness T EHNE[FZSE /]

Understanding and addressing weaknesses, as well
as mitigating challenges, are crucial for effective
tourism development. China's rich cultural heritage,
diverse landscapes, and historical landmarks offer a
strong foundation for inbound tourism. The World
Economic Forum’'s biennial Travel and Tourism
Development Index (TTDI) serves as an excellent
benchmark for international tourism standards,
measuring factors and policies that drive sustainable
development. This index provides valuable insights
into opportunities and challenges in the context
of global and regional market trends. China has
consistently improved its rankings, scoring 15th
position out of 140 countries in 2019, 12th out of 117
countries in 2021 and 8th out of 119 countries in 2024.
Figure 2 provides an overview of China's impressive
8th rank performance in 2024.
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Figure 2: 2024 Travel and Tourism Development Index Results for PRC
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For comparative purposes, the 2024 rankings for
Japan (#3) and Singapore (#13) are presented in
Table 1 to showcase regional best practices. These
examples can serve as valuable references for China
as it develops its own vision and strategy for future
inbound tourism growth.

Table 1: 2021 Travel and Tourism Development Index Ranking 3

2021 FHR1TAMRNE R R EHES

Index/Sub-Indices #5|/H2 &5l

m
P

Ech
Jdd eulyd
R0 Y
aiodebuis

Enabling Environment E=EIEZN 32 18 5
Business Environment [ERIEZSC 41 19 1
Safety and Security zefER 8 39 1
Health and Hygiene BESDIE 49 12 53

o Human Resources/Labour Market ~ + ANEB/BSHNTER 0 2 7
L ICT Readiness - EEMBEEAMERS 00 19 25 5
T&T Policy and Enabling Conditions T&T BERFMB RS 65 54 25

Prioritization of Travel and Tourism RERTHRBENLIERE 89 40 10
Openness to Travel and Tourism BRAT AR UE 65 60 2
Price Competitiveness MEzEEN 42 79 114
Infrastructure E g5 38 14
Air Transport Infrastructure Mz E MR 16 14 4
Ground and Port Infrastructure HEAE O E RS i 22 4
Tourist Service Infrastructure IROBEARS B 84 56 21
T&T Demand Drivers T&T BKRIBzNE R 1 3 54
Natural Resources BARTIR 4 11 109
Cultural Resources AEHEIR 4 66
Non-Leisure Resources FERREIR 5 4 25
T&T Sustainability T&T £ 65 51 48
Environmental Sustainability Him oLt 18 28 55
L Socioeconomic Resilience and Conditions - HREFERNMKE 13 . 44 56
. T&T Demand Sustainability - TRT TR THSE 62 106 39
Overall Ranking (out of 117) SZakB (B2 117459) 8 3 13

P E AR KRS

(TTCI ) #2021 FhirfTAIME X REHHES -

2World Economic Forum (WEF). Travel & Tourism Competitiveness Index 2019 Edition and Travel and Tourism Development
Index 2021 Edition.
HREZFCIE (WEF) - 2019%F "RITSRERZSDIEH"
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China'shighrankingislargelydrivenbyitsexceptional
performance in the T&T Demand Drivers sub-index,
which identifies key motivators for travel, including
natural, cultural, and non-leisure resources:

+ Natural Resources: Measures natural
capital, including landscapes, parks, and
biodiversity, considering attractions such as
UNESCO natural World Heritage Sites, fauna
richness, and protected areas. Digital demand
for nature-related activities is also considered,
reflecting how well these assets are marketed.

« CulturalResources:Evaluatesculturalassets
like archaeological sites and entertainment
venues, considering protection, development,
and promotion efforts. This includes the
number of UNESCO cultural World Heritage
Sites, large stadiums, and UNESCO Creative
Cities, alongside digital demand for cultural
sites and entertainment.

» Non-Leisure Resources: Focuses on factors
driving business and other non-leisure travel,
significant for T&T revenue. This includes
the presence of multinational corporations,
globally integrated cities, quality universities,
and online searches related to business,
academic, and medical travel.

These strengths underscore China's strong
positioning in the global tourism market and
provide a roadmap for further enhancing its
international competitiveness in inbound tourism.
The below SWOT analysis provides a summary of
China Tourism'’s challenges and opportunities.

UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS
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Table 2: China Tourism SWOT Analysis
*=2: PEIIREFWSWOT 2 4

China Tourism SWOT

o & hieibz L SWOT 43 #fr

Strength %

« Rich Cultural Wealth: China's millennia-old
history, represented by iconic landmarks
like the Great Wall and the Forbidden
City, is a significant strength, attracting
international tourists seeking cultural
immersion.

o FEXIEME : UKBNNSSEREEER
AREKWPETEREZ—ANMSE - K5IEIK
AR ERREE -

- Diverse Landscapes: China's diverse
geography, ranging from vibrant
metropolises to serene natural wonders,
offers a spectrum of experiences for tourists
with varied preferences.

o ZHMNMMEM . FEMRZEF - BBETTH
EDWKRET - WETHNERFW - AAEE
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+ Remarkable China’s modernization:
Ongoing and established infrastructure
in transportation (e.g., high speed railway),
accommodations (e.g., smart hotels), mega-
event legacy (e.g., Olympics), and tourist
facilities (e.g, VR Immersive experience)
contribute to an improved and eye-opening
fresh experience.
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IR (M BRIE =) iR i (VRIDE TR 50)
HENED - BRTRABEEER - IEAKITR
.

BNPEARRE RSN

Weakness 5553

« Large Cultural Disparities: China faces
challenges in presenting a clear and
compelling image, limiting its appeal and
acceptance to a broader international
audience.

c BAMNNXIEZR : KALXENERHNKX
Al ERPEERNEW - SINEENERSE
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« Language Barrier: The prevalence of
Mandarin and limited English proficiency
in some regions poses a communication
challenge for non-Chinese-speaking
tourists.
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« Inconvenience of Cultural and Tourism
Consumption: The reservation rules and
consumption environment for foreign
tourists’ travel in China need to be
improved, including but not limited to
foreign passport booking, foreign currency
payment, foreign language service, etc.
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Table 2: China Tourism SWOT Analysis (Continued)

x2: PEIREEWSWOT S 4

China Tourism SWOT

o & hieibz L SWOT 43 #fr

Strength (Continued) %

« Strong Government Support: Supportive
government policies, including visa facilitation
and tourism promotion initiatives, bolster
the attractiveness of China as a destination.

« BFBBEAXE BT BT XHRER RN
B - MBAEAMEMRIE WIS F - 1B s
EE NN B Bt IR 517 -

« Rural tourism revival: Along with the
deepening of rural revitalization and
the construction of beautiful villages,
rural tourism become more appealing to
international tourists as new destinations
to explore.

o ZHIRFENEN : BEEZIRMNANEME AN
BIRRGRA - 2 MR EAFRIARN B 893X E
PR E RS R K -

Weakness (Continued) 55531

- Imbalanced Regional Marketing:
Disparities in destination marketing
may result in some regions receiving
inadequate exposure, affecting their

visibility to potential international visitors.

- AHEMHMKENH  PESENMMEHRSE
MAEEROUBESSH—EMXPWBERA
& - FIWENEEEREENHNZE -

« Fragmented Destination Branding:
Due to the geographical and cultural
diversity, there are too many tourism
brands across China with limited
integration to the national brand.

- EEMmMESE c BTHIRSUENERS
¥ RESMAREmERS - SE XK@
WREEAMR -

« Shortage of Qualified Human Resources:
The current supply of hospitality and
tourism personnel across the tourism
value chain are not entirely suited to
inbound tourism.

- ANEBEE : BRI EEPHE
AR WA RO BRI RS2 2 R & A BRI
HEAEK -

Opportunity 18

« Cultural Exchanges: Leveraging
China's cultural heritage for immersive
exchange programs can attract tourists
seeking authentic experiences.

UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS

Threat Eifih
« Political Instability Challenge: Global

political tensions can deter tourists due to
concerns about safety and security.
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Table 2: China Tourism SWOT Analysis (Continued)

x2: PEIREEWSWOT S 4

China Tourism SWOT

o & hieibz L SWOT 43 #fr

Opportunity (Continued) #li8

o REX(EXRR®A : JAMAPEXEIE
HRSIREREORIE - K55 KESKAEKRAY

HE -

- Benefits of Visa-free transit policy:
China’s 72 or 144-hour transit visa-free policy
has greatly simplified the procedures for
foreigners coming to China and facilitated
inbound tourism.

o TIRGBHRMAYGE : PESLITHNT2 2144
NRERREBRRABIE L INEAREFE -
AANEIRFERE L EF] -

+ International Social Media WOM
Enhancement: Strengthening China's
online presence through social media
word-of-mouth (WOM) and  travel
platforms can significantly influence
international travelers’ decisions.

o ERRMRREOERERE . BEARfEORE
M FamaPEIMERLSR - aIRAE
M) Bl B 3 B2 O TR 2R

Threat (Continued) E i

. EIRBUABBHE . DIKEKNBCARRE S
WEEENZZMEREEBIL - NMEMHL -

« Pandemic Concerns: Ongoing health
crises may lead to travel restrictions,
impacting inbound tourism globally.

o XRITRAVIEM
FAT PR -

SENRERITESE
FIMEIRAR R

« Regional Competition: Similar cultural
destinations in neighboring countries may
pose a competitive threat.The multiple
competing  tourism  brands create
complete confusion in the market and
knowledge about and interest in China
wanes.

- XEARFMED : XEASEZEBH L
fiis BBt ol BEM MR R B - S PR ERFH
M mEETD ES5EMNERE - MMHIZEX
DERY B - RS0 -

All of these factors affect China's potential to LEMZFEFRHPDENFPEERREFRALE
grow international inbound tourism and must be REFFENEHRFIN - BIEEEE R

considered in any growth strategy.

BNPEARRE RSN

R RS P ERUINAE S -
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High Level Recommendations 5 EX&E1X

Growing Inbound Tourism to China & & E AFERH

Based on the above situational analysis, this Green
Paper provides six high level recommendations
to improve the value and impact of international
inbound tourism in China.

ETLEAEHT - A (BEH) BE AR - B&
R P EER A SRR ENFm -

The following are some recommended strategic
considerationsthatnational,provincialandlocaltourism
authorities might consider in their orchestrating the
sustainable growth of inbound tourism to China.

UNE—LEaEZEEN  BX - gt izl )& 7
E P EARHOBFR DT LR RIT O BEES MU ZE RS -

Recommendation #1: Build on Comparative Advantage and Strength

BiN— BTHEREER - KELLRAS

China is often cited as a global leader in natural,
cultural, and non-leisure resources based on several
international benchmarks. For instance, China leads
in the number of elements inscribed on UNESCO's
Representative List of the Intangible Cultural Heritage
of Humanity. Thisincludes traditional practices, festivals,
and crafts that are recognized globally for their cultural
importance. Given China’s high standing in world-class
cultural and natural heritage sites, the country should
focus on developing its core comparative advantages
in cultural tourism, such as cultural events, educational
tours, and wellness/medical tourism offer significant
potential for further development and refinement.

China should particularly focus on developing
environmentally friendly tourism by leveraging
its abundant natural resources to promote eco-
tourism and sustainable tourism. In the planning
and development of tourism, careful consideration

UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS
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should be given to ecological protection and
the rational use of resources. Environmental
assessments should be conducted thoroughly to
prevent over-development or over-tourism from
consuming the eco-system.

China's tourism sector has the opportunity to
enhance these assets and strengthen the country's
tourism brand, ensuring that marketing and
advertising campaigns prominently feature these
themes. On the supply side, tourism circuits, routes,
and itineraries should be crafted around these core
themes and niches. Additionally, the development of
the Meetings, Incentive, Convention, and Exhibition
(MICE) industry should be a key component of
inbound tourism, with a particular focus on urban-
based tourism across China’s cities.

FEAETMS  BRTEFAMTE
HRhE WA ST IERDEFE -

PEREEBI SR ARXLENR
B BEEXRMKFmE - FRERE
WA SENREXLEER - £f#f
N7 - N SR %0 E B AN
BT EMRIF LS ~ BRI - Ut
Sh - W RIRE - IWHRR
(MICE)17 WV Ay A& f& R B A A\ SR i35 RY
RBAME D - LENREPESH
Y ER T AR -

Figure 3: China’'s Comparative Advantages in Tourism
ER3 : PERFWALERA S

TR
4 \\J\

g

BHPEARRERS

%

A _\\\

\ =
\S===
\§r 8

/N

»
A)

Y52
28

FE—AA A

17



UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS

Recommendation #2: Advancing Towards Culture Tourism 3.0

Bi) — : #snEhihd A 3. 08

Since ancient times, the Chinese people have
embraced the idea of “reading 10,000 books
and traveling 10,000 miles.” Tourism plays a vital
role in cultural inheritance and the creation of
civilization, making it essential to enhance cultural
self-confidence and soft power as part of building
a strong tourism nation. As China has achieved
widespread material prosperity, the demand for
spiritual and cultural enrichment has become
increasingly prominent, with people eager to explore
both the spirit of scholarship and the broader world.

However, China’s current model of cultural tourism
is lagging behind the rapidly growing market
demands, where innovative initiatives are critically
needed. This current model is characterized by one-
way communication, limited engagement, and a
heavy reliance on traditional tour operators/guides.
This has resulted in the persistence of well-worn
itineraries centered around destinations like Beijing,
Xi'an, Shanghai, and occasionally Guilin, Chengdu,
and the Yangtze River—an approach that hampers
the effective dispersion of inbound tourism across
the country.

To revitalize itsimage, China must be rebranded as a
dynamic, contemporary destination with engaging
and vibrant people. The shift should be towards
a more interactive and collaborative cultural
experience, where visitors actively participate in
hands-on and immersive activities. The focus should
be on providing authentic cultural experiences
that allow tourists to deeply connect with Chinese
culture. Furthermore, local community involvement
is essential to ensure that they benefit both
economically and socially from tourism activities.

Culture Tourism 3.0 emphasizes dynamic, co-
created, experiential forms of tourism. To advance,
China needs to transition from its traditional,
passive cultural tourism (1.0) to a more dynamic

UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS
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B (3.0) B - HUERED - b
EARKRSHHAENMEERZO
MOl R o XA P E AN 8l
MXERENASE - NEERHE
EIDRANEESNGEEN - S2IKREE
AR AR EHIS -

and co-created model (3.0), where the Chinese
people themselves become central tourism
assets throughout the entire value chain. This
transformation will position China as a leader
in innovative cultural tourism, offering visitors a
truly immersive and participatory experience that
resonates with the evolving demands of global
travelers.

Table 4: Understanding the Dynamics of Culture Tourism 1.0, 2.0 and 3.0
=4 . TEESERE 1.0 ~ 2.0 1 3.0 WARBHS

Culture Tourism 1.0: Traditional Cultural 2.0: Interactive Cultural 3.0: Collaborative and

Sustainable Cultural Tourism
BIESTFER X EiRHz

Tourism

=Rz 5p g logii)i A\l

Tourism

e 43T B ARzl

Phase

XAEAN ARz W BB ER

Features
Y

This phase represents the This phase reflects a shift This phase emphasizes

toward more interactive collaborative and
and participatory

experiences for tourists.

traditional form of cultural
tourism, where visitors sustainable practices in
primarily seek exposure cultural tourism.
to the heritage, history,

X—MEBRRE T EEER‘EER

NS SHERNET -

X — I R BIE SRR T AL
TR -

and cultural artifacts of a
destination.

X—MHrEAR T UEMRFRIE
g - BEETESIKEMB
BRI ~ [ISEANSCA) -

Visitors seek hands-on There's a focus on co-

and immersive cultural creation, where tourists
activities, such as actively contribute to
workshops, cooking classes, and participate in the

Tourists are passive and cultural events. preservation and promotion

observers, and the focus of local culture.

HEIKFEESFRNFIHHEIZHN

XABESN - TR - RPN BEREHECNE  IDBEERR

XABED BHMS 51 M SRR A
i: I

is on historical landmarks,
museums, and traditional
cultural performances.

HEERINMNEE  ERE
FIsEhAr - BYIEMER XL
E

There's a growing interest

in understanding the Sustainability, responsible

local way of life, customs, tourism, and community

and traditions beyond engagement are integral to

Interaction with the traditional tourist the experience.

local community may attractions.

be limited, and the
experience is often
curated by tour operators.

S5EMAXMNEHIESIR -
mE XM AR T EHKEES
EERUL -

BT EARIRER =2 - Af]
MR R T R =t A& TS
=N~ JERES

SRR - REMREMALX
S5EXM AR AT R —
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UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS

Table 4: Understanding the Dynamics of Culture Tourism 1.0, 2.0 and 3.0 (Continued)

&4 TEES{ERRIF 1.0 ~ 2.0 A 3.0 WERRES

Culture Tourism 1.0: Traditional Cultural 2.0: Interactive Cultural
Phase Tourism Tourism
(BN e B9 B ER s opd kit BB ER bR

3.0: Collaborative and
Sustainable Cultural Tourism
BIESTHEER X EiRHE

Characteristics: One-way communication: Two-way communication:

e Tourists consume cultural  Tourists actively engage
experiences presented by  with the local culture,
the destination without participating in activities
active participation. and connecting with the

community.
BrffEkEEErENES
WER OERERMEIN  RERHR : HERREAS M

B85 - X1t - & 5&1EN - SHEKE
B % -

Limited engagement:

Interaction with the Immersive experiences:

local community and The focus is on providing

immersion in authentic tourists with authentic,

cultural activities are hands-on experiences

minimal. to enhance cultural

understanding.
BRINSE5: 55T XN A
MEENEESNINRAY NERER:EREANRERE
R - BEXxEM4Y - PUEB#H b
HRAE -
Tour operator-led: It is
often organized through Rise of independent
guided tours and travel: Tourists may
packaged experiences. explore cultural elements
independently, seeking
RITEEEES . BEBENIS personalized and unique
TR BRI SR AR - experiences.

BERFME R E T SRR
SETEE - SRAMEL - 1
B -

Co-creation: Tourists
become contributors to
the cultural experience,
actively participating in
cultural preservation and
enhancement.

SRS : HEARXICER
RTINS - RS SILRIFR
5t -

Sustainability: Emphasis

on responsible tourism
practices to ensure the long-
term well-being of cultural
and natural resources.

oI S R I R STAV R LB -
PIHBRAEM B AR R
&l -

Community involvement:
Local communities play a
significant role, benefiting
economically and socially
from tourism activities.

X285 At KAEEEE
fER - MIRIFEE D PIRIF AT
M
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Recommendation #3: Brand China as a Vibrant Destination

BiX = : R ETEMFIRIE IRV B A9t

To be competitive in international inbound tourism,
China must establish a market-oriented and
professional national tourism promotion agency,
integrating tourism into key multilateral platforms
such as the Belt and Road Initiative, the Shanghai
Cooperation Organization, the BRICS mechanism,
and China-ASEAN. Strengthening both international
and domestic tourism promotion is crucial to
enhancing China's global appeal and influence.

It is recommended to create a National Tourism
Promotion Bureau dedicated to the comprehensive
planning and implementation of China's overseas
tourism promotion efforts. This includes developing
suitable tourism products and improving public
tourism services for visitors from visa-free, visa-on-
arrival, and transit visa countries. Additionally, the
construction of domestic tourism infrastructure
should be prioritized, alongside initiatives that
promote the concept of “Beautiful China.”
Financial support should be allocated for the green
transformation and global development of the
tourism industry.

Furthermore, to elevate the standard of inbound
tourism facilitation, it is essential to launch a national
inbound tourism revitalization plan. This plan should
focus on the development of world-class tourism
cities and the enhancement of inbound tourism
services. Continuous improvements in areas such
as visa processing, mobile payments, international
data connectivity, and the internationalization of
public interpretation systems will be key. These
efforts will not only promote Chinese culture
globally but also reduce China’s service trade deficit
and position inbound tourism as a stabilizing force
in the international environment, contributing to
the advancement of China's soft power.
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Figure 4: China International Destination Branding
ElZk4 . PEEFRE /@ ERIR

o>
Nihao £
hina! & pr i
Chrece

To correspond with the need to shift China's
approach to culture tourism and to nurture the
growth of inbound tourism, it is recommended that
China be branded as a vibrant destination with lively
and engaging people. A nation’s tourism brand is a
powerful tool for economic development, cultural
exchange, and global recognition, making it a crucial
aspect of a country's overall strategy for growth and
international engagement.

While the new Nihao! China is certainly eye catching,
it is important to identify how the logo and slogan
can be used in a creative way to portray China as
vibrant, hipand contemporary, particularlyinregards
to youth culture. There is great potential to gain
popularity worldwide, introducing global audiences
to Chinese storytelling, fashion, and lifestyle.

Appreciating that destination brands are
complicated and sensitive topics, it may be prudent
to conduct a third-party assessment of how to build
the Nihao! China brand to produce the desired
results. An overall assessment of tourism brands
is also prudent; as it is a critical success factor in
developing inbound tourism that there consistent
brand and messaging across national, provincial and
municipal tourism promotion campaigns aimed at
international visitors. A critical success factor will be
thefullengagementand coordination ofthe network
of 46 Culture and 23 Tourism offices located overseas.
It may be that these 69 representation offices are
underutilized and lack brand coordination. The key
is to align the branding with the aspirations and
needs of each target audience, creating a narrative
that resonates and inspires action.
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Recommendation #4: Establish Targeted Marketing Strategies

B : HIERH X THIRE HKEE

Effortsshould focusonthedemandside oftourism by
adjustinginstitutional constraintsthatcurrently limit
the release of tourism consumption potential. The
diversity of China's tourism offerings and the growth
of tourism consumption depend on the variety and
type of tourism demand. However, various systems
and policies from relevant departments have
restricted the emergence of new tourism demands,
such as research tourism, recreational vehicle
tourism, and skill-based tourism. To address this, it
is essential to reform the institutional constraints on
tourism demand and establish a supportive system
for various forms of tourism. Expanding the scale
and variety of tourism consumption will ultimately
lead to a new development pattern for mass tourism.

In the endeavor to enhance China's global image as
a diverse and inviting inbound tourism destination,
the implementation of targeted marketing
strategies becomes paramount. This approach
entails crafting and disseminating messages
tailored to resonate with the varied interests and
preferences of international travelers. Achieving
this goal necessitates a nuanced understanding
of diverse markets and the creation of compelling
narratives that showcase China's rich cultural
heritage, scenic beauty, and warm hospitality.

Through a well-planned and integrated marketing
strategy, China can exhibit its multifaceted appeal
and position itself as a people-centric destination
that is not only fun, welcoming, and captivating
but also attuned to the diverse interests of inbound
tourists. Utilizing digital platforms, social media,
and other communication channels is crucial for
disseminating captivating stories about China's
cultural legacy. These narratives should spotlight
iconic landmarks, festivals, and traditions to weave
a vivid and enticing narrative around the concept of
Culture Tourism 3.0.
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Additionally, forming partnerships with international
travel influencers, bloggers, and media outlets can
amplify positive narratives, showcase the country’s
attractions, and dispel misconceptions. For instance,
a series of promotional campaigns can highlight
China’'srichculinary heritage,featuringthemedtours
focused on regional cuisines, cooking classes, and
food festivals to provide travelers with an immersive
taste of China's diverse gastronomic traditions.
Actively promoting and organizing cultural festivals
and events celebrating various aspects of China's
heritage serves as magnets for travelers interested
in arts, music, and traditional festivities.
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Emphasizing China's breathtaking landscapes by
curating soft adventure packages, including eco-
tours, hiking expeditions, mountain tourism, and
nature retreats, caters to travelers seeking outdoor
activitiesand natural wonders. Moreover, developing
wellness-themed retreatsthat emphasize relaxation,
traditional Chinese medicine, and spa experiences
responds to the growing segment of travelers
prioritizing health and rejuvenation.

China should also focus on developing regional
tourismm brands and strengthening the joint
promotion of tourism products with neighboring
countries, such as Silk Road tours and Lancang-
Mekong River Basin tours. Establishing a regional
tourism information-sharing platform that offers
real-time travel information and data can enhance
cultural exchanges with neighboring countries
and boost tourism development in northwest and
southwest China.
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Recommendation #5: Position Chinese Cities as Dynamic Tourism Hubs

BiX & HREMHEMAFRE IR A

As clearly advocated by WTCF, Chinese cities
possess the potential to significantly contribute to
inbound tourism due to their unique features such
as cultural richness, business activities, museums,
universities and cityscapes, alongside state-of-the-art
conference facilities and event infrastructure. There
are more than a dozen cities across China that could
emerge as leading global MICE (Meetings, Incentives,
Conferences, and Exhibitions) destinations, garnering
substantial market share in regional and global
events. To achieve this, it is crucial to craft a narrative
that captures the essence of each city, highlighting
its distinctive offerings for residents, businesses,
and visitors. This narrative should be adaptable to
cater to various predetermined target audiences.
A comprehensive and impactful Cities of China
campaign should be implemented, supported by an
omnichannel marketing strategy, leveraging digital
platforms, social media, traditional media, and direct
engagement. Ensuring consistency in messaging
across channels is essential for a unified and effective
promotional effort.
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Inresponsetothe growinginterestin urbanroaming,
county tourism, and rural tourism, efforts should be
made to preserve local culture based on regional
characteristics, improve supporting facilities, and
develop tourism products and services that are
intimate, charming, and welcoming. These initiatives
aimto create ashared, livable,and convenient leisure
environment for both hosts and visitors. Leveraging
natural resources such as national parks, nature
reserves, mountains, forests, fields, lakes, grasslands,
and deserts, eco-tourism and research tourism
should be developed in a structured and sustainable
manner. Additionally, by utilizing national cultural
parks and world-class, national, and local historical
and cultural resources, as well as intangible cultural
heritage, more cultural relic-themed trails can be
cultivated to achieve a balance between social and
economic benefits.

Successful city tourism promotion campaigns,
targeting residents, businesses, and visitors is vital.
Emphasizing quality of life, community events, and
infrastructure development is important to local
residents, fostering a sense of belonging and pride.
Showecasing city improvements and future plans can
instill ownership and encourage local pride. Forming
partnershipswithlocalbusinessesalignstheirgrowth
with the city’s brand. Highlighting success stories of
businesses, investment incentives, infrastructure,
and the business-friendly environment can attract
more enterprises. For prospective visitors, spotlight
cultural attractions, events, and unique experiences
to position the city as a must-visit destination for
leisure and cultural exploration. Another approach
is to promote the city as an education hub by
collaborating with universities, research institutions,
and industry leaders, showcasing academic
excellence and opportunities for international
students.
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Recommendation #6: Establish a SMART Tourism Framework for International Tourists

BN : NEFRERIUE SR ESR

In the era of SMART Tourism, prioritizing the
enhancement of digital services is crucial for
delivering a seamless and enjoyable experience to
inbound tourists. While China stands out as a global
leader in developing and adopting digital payment,
delivery, and booking systems like Alipay/WeChat,
Meituan,and Trip, these platformsand China's digital
ecosystem are often difficult to access and use for
outsiders. Complications arise due to difficulties in
accessing payment platforms, language barriers,
and restrictions on commonly used social media
platforms overseas like Facebook and Google.

To elevate the overall inbound tourism experience
and boost visitor spending, China should work on
improving accessibility to its digital ecosystem. This
involvesaddressinglanguagebarriersandleveraging
online platforms to provide inbound tourists with
easy access to relevant information, fostering a
more enjoyable and accessible travel environment.
The promotion of SMART city technologies can
further enhance the overall experience for residents,
businesses, and visitors, positioning the city cluster
as a forward-thinking and technologically advanced
destination. Additionally, priority should be given
to continuously optimizing visa policies, including
piloting the implementation of an e-visa system to
reduce the time required for tourists in obtaining
visas. Simplifying how foreigners book internal train
and air tickets online should also be prioritized.
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UNLOCKING CHINA'S INBOUND TOURISM COMPETITIVENESS

Tosuccessfullyadvancethedigitalization of citiesand
destinations across China to prepare for the coming
inbound tourism boom, collaboration with influential
online travel platforms and social media channels is
imperative. By partnering with platforms that boast
significant user bases and influence in the tourism
sector, visibility can be amplified, reaching a broader
audience. Intherealm of SMART tourism, destination
digitalization can be further enhanced with
features like real-time information updates, digital
payments, interactive maps, exclusive discounts on
attractions, and personalized recommendations
based on user preferences. As cities embrace digital
transformation, the integration of SMART tourism
in urban destinations becomes not just a practical
convenience but a strategic move to attract tech-
savvy tourists and elevate the destination’s image as
an innovative and visitor-friendly urban center.

T j{‘\“

Through SMART tourism initiatives, cities and
destinations across China can also create tailored
content that highlights the unique attractions and
experiences available to inbound tourists. This can
be achieved by leveraging engaging visuals, virtual
tours, and interactive elements to showcase the
diversity of offerings in each location, contributing
to a more immersive and personalized travel
experience. WTCF and PATAwill continuetoadvocate
for advancing digital development in China’s cities,
particularly within the framework of SMART tourism
initiatives.
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Concluding Remarks
LERIE

This Green Paper confirms the vast prospects to
grow China’s inbound tourism sector provides six
specific recommendations on how to unlock this
potential. Addressing challenges and capitalizing
on opportunities outlined will not only enhance the
country’s appeal but also contribute significantly to
the global tourism landscape. As China continues
to evolve as a major player in international tourism,
strategic initiatives as recommended in this Green
Paper will pave the way for a vibrant and sustainable
future for its inbound tourism sector.

PATA and WTCF stand ready to support China's
tourism leaders to accelerate the growth of
inbound  tourism. Through the PATA/WTCF
partnership, a variety of activities aligned with the
six recommendations provided above in terms
of research and reporting; capacity building and
training; marketing and promotion strategies;
and event organization. To implement the
aforementioned recommendations, it may be
prudent to establish working groups that include
members of government, industry, academia and
civil society.
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