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ABSTRACT

Britain has been China’s largest tourist generating market in the
European Union for decades. However, little research has been done on
the market of British visitors in China, which is not in accordance with
the development of the British market. This project aims to help further
understand British visitors’ travel behaviour in China, offer grounds for
policy-making in tourism management, tourism resources planning and
development and tourism marketing, and provide reference for the
development of other international tourist generating markets.

The project has carried out a couple of surveys and interviews in six
cities of China which are Beijing, Shanghai, Guangzhou, Guilin,
Kunming and Xi’an. Based on a series of surveys and the latest official
statistics in both countries, the project has made qualitative and
quantitative analysis of British tourists’ consumer behaviour in the
perspective of geography, psychology and consumer behaviour. Excel,
SPSS software, and the attraction preference scale method were
employed in the quantitative and qualitative analysis respectively. It has
paid close attention to British tourists’ resources preference and their
travel decision-making in China. This study has Briefly introduced
tourism in Britain, British visitors’ travel tendency, and China’s

destination image in the eyes of British tourists. It has made SWOT
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ABSTRACT

analysis on Britain as a tourist-generating market.

This is the first research analyzing a number of factors that influence
British visitors’ decision-making in traveling China. It covers the specific
characteristics and development of British touristgenerating market. This
research has also analyzed China’s destination image for British tourists,
offering suggestions to further expand the British market and designed
advertisement slogans for marketing.

Six major conclusions have been made.

1. Features of China’s tourism resources for British visitors have
been uncovered which are “Human resources take up the most part;
natural resources are unique, but it is second to human resources in
variety and class; China’s tourism resources have a wide distribution with
remarkable features.

2. China’s destination image in British eyes is “ friendly and
prosperous destination known for her history and culture with beautiful
sceneries, vast land and low expense”. The principle of establishing
China’s destination image is to add new ideas on condition of
strengthening the original image. In image establishment, to promote
China’s climate resources, especially her sunshine resource to British
travelers is of importance.

3. Regarding population, most British visitors in China are between
25 and 44. The widely held view that “British visitors in China are mostly
the elderly” is incorrect. This research puts forward the “age priority
theory in travel” which says that to a great extent age determines whether
one travels or not. The privileged group in Britain, with higher income,
better health and education travels more than the underprivileged group.
Men enjoy better health than women in Britain and men enjoy higher

employment, a higher salary and more opportunities to make business
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trips, thus, they travel more frequently than the female.

4. Regarding decision-making, British visitors have a strong desire
to visit China. The first four motives are enjoyment, meeting local
people, seeking novelty and escaping from everyday environment.
Meeting local people should be attached greater importance to and be
taken full advantage of. The leading four channels to get information for
British visitors are travel guides, the Internet, travel agencies and
friends. Attractions, friendliness and price are the most important
factors in decision-making. Price and location determines choice of
accommodation. Britain and China vary in head season which offers a
great opportunity for China to expand the British market. Most British
visitors come to China for sightseeing and business conferences, while
few come to visit friends and relatives. The disposable time of different
professions determines the length of the trip.

5. Regarding spatial flow, three blocks have been identified which
are the Xi'an block, the Beijing-Shanghai block and the Guangzhou-
Guilin-Kunming block. Xi’an is an independent block. It attracts
British visitors with her unique human resources and can be regarded as
the bridge connecting the Beijing-Shanghai block and the Guangzhou-
Guilin-Kunming block. The Beijing-Shanghai block is both gateway
cities and tourist destinations. Guilin and Kunming are the further
destinations of the Guangzhou-Guilin-Kunming block. Guangzhou is both
a destination and bridge (stopover) of mainland China and Hong Kong.
Guilin-Kunming and Guangzhou-Hong Kong benefit from each other’s
popularity in attracting more visitors. The overseas flow of British visitors
is affected by cost, time, health and so on. Among British visitors in
China, those that return to Britain take up a higher proportion. The

project does research on gateway city choice by citing British backpackers
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ABSTRACT

in China. It has found out first that backpackers have a preference to
Beijing, Hong Kong and Shanghai; second, price affects choice
greatly; third, backpackers are eager to first visit their favorite tourist
attractions; and finally, different gateway cities indicate spatial and
time difference in tourist flow.

6. The results of SWOT analysis are as follows. British visitors’
novelty towards China, their interest in China’s human resources, their
high proportion of business trips in China, and China’s friendly image in
their eyes are all advantages in the development of the British market,
while more time and expense and British visitors’ one-sided knowledge of
China are all disadvantages. China’s rivals in the development of the
British market can be divided into the traditional market and the new
market. The former has a higher quota in the market. Although it
develops slowly or it may stop developing, it will keep the highest quota.
The latter includes other markets. It has a lower quota, but it develops
fast and threatens the traditional market. The opportunities are China
and Britain have been keeping friendly relations. They are each other’s
tourist generating market. Both the Beijing 2008 Olympics and the 2010
World Exposition in Shanghai offer wonderful opportunities for marketing
and for the world to know China better.

Suggestions for marketing have been made, such as to provide
leisure tour for British tourists; to develop sun tourism resources; to
alternate British visitors and Chinese visitors’ peak season of travel; to
design proper travel products targeting the elderly and open a new air
travel route introducing British visitors to China’s big west more

conveniently.
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