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Abstract

This research was carried out to analysis the heha¥ Chinese tourists to Sri Lanka and the redsefnind the
low consumption of Chinese tourists in Sri Lankal drow Sri Lanka can attract high consumption Chenes
tourists in future. Both primary and secondaryadatere collected in this survey. Self-administered
guestionnaire and unstructured interview method®wseed to collect primary data. The survey waslaoted
over period of four weeks in month of September528id a total of 100 questionnaires were decodeddta
analysis. This study provides data of Chineseidtipreference during their holiday in Sri Lankaconsists of
their demographic information, their consumptiastom, purpose of visit, average duration of stag dneir
preference when selecting outbound tourism degtimafhe survey results indicate that majority dfi@se
tourists were attracted by exotic atmosphere of Lanka followed by nature beauty. For Sri Lankag th
uniqueness which can be promoted to Chinese outbtaurists is the rich culture experience. Thee @so
several recommendations were given to attract bggisumption Chinese outbound tourists at the enthisf
essay.
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1.1 Introduction

Sri Lanka expected to be more attractive in thairfutas a tourist destination. Therefore as ‘Macoto P
described Sri Lanka is “the finest island of itgesin the world”. Wonderful pristine beaches, lggben hills,

majestic waterfalls, corals, wild life, heritagéesi, pilgrimage sites, exotic cuisine-Sri Lanka @asrything that
a tourist can imagine. It has something to offegtteryone’ (Chathuranga, 2010)

In the report which titled aJourism development strategies 2011-201@ublished by The Ministry of
Economics Development has identified the followasgkey objectives:

® Double hotel room capacity from around 23,000 t®@6 by 2016

® Accommodate 2.5 million annual arrivals as compaoe6b0,000 in 2010

® |ncrease foreign exchange earnings from $501 miitin2010 to $2.75 billion in 2016

® Attract $3 billion in Foreign Direct Investment Wi next five years

® |ncrease tourism employment to 500,000 by 2016

® Position the country as one of the most attrade&inations in the world.

With the rise of personal incomes and living staddathe outbound tourism of China grows rapidlgerg
years. Chinese people are eager to go sightsegargeas which creates an immense market for soamdyne
countries. In 2014, the number of outbound tourietched 107 million, an increase of 19.49% over32@\t

present, China has increased the number of pedhuoiterseas destinations for the citizens to 140tims and
regions. A further and sustained growth of outbotmatism is expected.

1.2 Literature Review
1.2.1 Trends

In 2014 the Chinese outbound tourism turned intstable growing period from the previous explosively
growing period. The origin of travelers is not lted to the first tier cities in developed eastawra any more,
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but also second and third tier cities in middle amestern China. Traveling abroad is enjoyed noy dny
officials and the elite class any more, but alsacbsnmon people. Fewer Chinese traveled abroachfpsng,
while more traveled to experience different cultuaad appreciate different scenery. A large nurobtravelers
traveled by themselves.

China Confidential, a Financial Times research isefvestimates that total spending by Chinese lees@n
outbound trips hit $498 billion in 2014. Spendimg Chinese tourists is now greater than total sppgndn
household consumption of around $436 billion indneisia and $442 billion in Turkey. And this figuseeven
more remarkable given that the Chinese outboundstoutrend is at a relatively early stage. Althouble
number of Chinese outbound trips grew 20 per ceat-pn-year to 107 million in 2014, according tdicddl
tourism statistics, less than 6 percent of the fagjoun hold a passport.

Table2.1.1 Number of trips, average and total sipgnioy Chinese outbound travelers
(1 Rmb~= 21 Rs, 1 US$ 6.3 Rmb)

Number of trips, average and total spending by Chinese outbound travellers

2013 2014
No. of outbound trips (m) T 117
Average spending per capita per trip (Rmb) 28,908 26.197
Total spending (Rmb bn) 2,804 3.065

Sowurces: China National Tourism Association, China Confidenitial

While the amount of current spending and the pa@kfdr growth remain enormous, there are signs ithany
travelers are starting to cut back on spendingentindveling overseas.

In particular, China Confidential’s latest annuaport on outbound tourism, a survey which based4,888
outbound tourists and 40 travel agencies nationwidientified a 6.2 per cent year-on-year slowdowrpéer
capital spending on travelers’ outbound trips dyrd915, following a 9.4 per cent decline betweet3and
2014. The most recent contraction was led by aar&ent year-on-year decline in spending on shappin

Table 2.1.2 Average spending breakdown on moshtenerseas trip
(1 Rmb= 21 Rs, 1 US$ 6.3 Rmb)

Average spending breakdown on most recent overseas ftrip

Household income group

RmMb200,000 or less Rmb200,000-350,000 Over Rmb350,000

Rmb YoY Rmb YoY Rmb YoY
Shopping 8,676 2.3% 12,131 -7.1% 16,440 -34.4%
Accommodation 3,119 -5.8% 4,295 -6.6% 7,165 6.7%
Transportation 2,948 -16.6% 4,467 4.1% 5,578 -3.6%
Food 2,007 -2.0% 2,733 -7.8% 4,110 -13.9%
Entertainment 1,474 -17.1% 2,090 -33.0% 7.131 31.1%
Other services 1,490 -2.6% 1,724 -25.4% 7.597 78.6%
Total spending 19,546 -5.0% 27,436 -10.7% 48,022 -7.7%

Q: How much did you spend on the following categories on your most recent overseas trip?

Source: China Confidential

The lower spend on shopping is in part relatedamestic conditions. The general macro economic cibavn
may have prompted some travelers to rein in thEEnding during overseas trips, while Beijing’s asdiruption
drive has resulted in a marked reduction in gifflugchases among wealthier travelers in particular.
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However, it would be wrong to view this slowdowrnrgly in macro or policy terms. Instead, lower spagdn
shopping is part of a broader shift in spendingnities, with wealthier travelers increasingly piiizing

experiences over luxury purchases. On averagdstsim the high-income cohort spent 31.1 per cemte than
they had a year earlier on entertainment and 78r6cpnt more on other services including car reatal
excursions. Those making purchases are increasipgiyg for more affordable or lesser known brama$oing
trends seen domestically.

These shifting priorities should broaden the paéériteneficiaries of the Chinese outbound trendobeythe
luxury retailers that have been the chief winneysdate. Rising spending on experiences should henef
hospitality, entertainment and tourism service Btdas to a far greater extent than in the pasgnmmany
Chinese overseas travelers scrimped on hotels, &at activities to spend more at the shops. And the
beneficiaries will not just be the big-name hotaljeestaurateurs and tourist attractions.(Overspanading by
Chinese tourists nears $500bn

Matthew Plowright)

1.2.2 Ten Facts about Luxury Chinese Tourists

1. Fastincrease in overseas traveChinese high net worth individuals, defined asviiaials with
wealth of CNY 10 million (equivalent to US$1.6nmavelled overseas four times last year, totaling 33
days, of which leisure travel made up 20 days, @ dr two days, and business travel made up 13
days. Total number of outbound trips in 2014 inseeh17.8% year on year, to 116 million, according
to the China Tourism Academy

2. Luxury travel buyers influence grew. More than two thirds of China'’s super traveleiefined as
individuals who spent US$30,000 or more on traast yyear, arranged their leisure travel with a tyxu
travel agency. Customized service and well-plantieeraries were the key considerations for a good
travel agency.

3. Travel destinations with Chinese characteristics.

* Antarctica was the destination of choice last yeaChinese super travelers, especially during the
Chinese New Year holiday 49% went for the landsc@pe Maldives have grown in popularity as
a destination these last two years, surging tal thliace in the preferred international luxury tlave
destinations. Australia retained its top positidthwrance a firm second. Dubai has also seen a
strong growth these past few years, coming in foktnong European destinations, UK and Italy
showed significant increases in popularity. Donuadlly, Sanya and Tibet led the way.

e Specific comparison between US, Japan, Francerdlissand the UK. The US was the country
respondents had been to most frequently, withps iri their lifetime, and plans to go a further
twice in the next three years. It also scored hsgfar business and visiting friends and family.
Japan scored highest for shopping and culinaryreqpees. France and the UK scored well for
shopping and business. Australia scored highedéisure. Interestingly, for these Chinese
respondents, the best culinary experiences wdre tad in Japan, with the UK beating France into
third place.

4. Most memorable trip last year and Chinese New YeaiThe most memorable trip of 2014 was a 13-
day trip with 6 friends, one day and one friendhia group more than last year. For Chinese New,Year
it was with family, and a smaller group of 4 peopieboth cases, half travelled business class,
compared with only a third last year.

5. When to travel. The top choice for travel time was the summer laylg] followed by the October
national holiday and Spring Festival. However, 56Ptespondents chose the off peak season, an 11%
increase over the previous year. Chinese New Yearthe peak season for family travel. 93% were
traveling with family members or friends.

6. Hotels.More than half of China’s super travelers madertbein hotel bookings. Theeninsula
topped the list of preferred luxury hotel brandstfe first time, followed by th®andarin Oriental.
Shangri-La, which topped the ranking for the past decadepied down to the fifth this year.
However, for reward cardklilton andMarriott led the way for 29% and 26% respectively.
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Hoogewerf said, “China’s luxury travelers may prefee idea of luxury hotel brands like the Peniasul
and Mandarin Oriental, but their most-used rewandis are still with the Hilton and Marriott.”

7. Airtravel. Air China, the leading Chinese member of tir Alliance, was the run-away winner of
the best frequent flyer program, with 66% of resfents being members. There has been a surge in
flying business class in the past yesingapore Airlineswas the winner of the best business and first
class.

8. Looking forward 3 years. There is a clear trend towards experiential traeghecially as China’s high
net worth individuals are doing more business tréhen ever before. Physical and spiritual relaati
lies at the heart of their leisure travel needsalestrated in the rise ofiedical tourism. Europe and
America can expect to lead the way for Chineseryxavelers, coming in first and second 47% and
45% respectively.

9. Impact of smartphones. WeChatovertook email as the most used function on srhartps at 58%, up
19%. WeChat was also the most widely accessededmré¢ravel news, at 42%, followed by travel
apps. 94% of respondents have installed travel AfPRkeir smartphones, led Ryrip (49%) and
Qunar (15%). For taking photos, smartphones have overnt@kofessional cameras, although half of
the respondents claimed to have a camera costing than USD$3,000, witBanon leading the way.
The subject matter of their photos has shiftedetopte (47%), rather than rivers and oceans (42%),
animals (41%), and natural scenery like hills armimains (31%).

10. Travel retail. The Chinese luxury consumer is now the absolute urne consumer of luxury in
the world, with 35% of the total consumption of luy, according to a recent report by tax refunchtra
Global Blue. Russians came in a distant seconaepléth 13%. Europe was the destination of choice
for luxury shopping, with France leading the pagk22% of respondents. For giftingpple overtook
Hermesto become the preferred luxury brand to gift, alifio spending on gifting declined 5% year on
year, on the back of the government’s anti-corarptiampaign.(Hurun Report: The Chinese Luxury
Traveler 2015)

1.2.3 Demographic and Economic Overview

The national census of 2010 recorded the populatiothe People's Republic of China as approximately
1,370,536,875. About 16.60% of the population witeyears old or younger, 70.14% were between 158nd
years old, and 13.26% were over 60 years old. Dpelation growth rate for 2013 is estimated to F6%.

1.2.4 Top 10 Most Popular Destinations

Top 10 most popular outbound destinations for CGdgrteurists in the first half of 2015.
1. South Korea

2. Taiwan, China

3. Japan

4. Hong Kong, China

5. Thailand

6. France

7. ltaly

8. Switzerland

9. Macau, China

10. Germany

Three main reasons for Chinese outbound touristsfepences: no language barriers, abundant shogs an
excellent cuisine.

Analyzing from travel destinations, Asia still darated China’s outbound tourism market. From Jantahay
2015, South Korea still ranked as the No.1 destinatountry. Nevertheless, the situation changsel MERS
broke out on May 20th, which meant Japan movedfirdbplace. As for European countries, Germangaiee
popular among Chinese tourists as a result of #iegblvisa application procedures. In the firstfhaf| 2015, the
number of Chinese visitors to Germany was 1.7 tithasof the same period of previous year. Fratialy, and

52



Journal of Tourism, Hospitality and Sports www.iiste.org
ISSN (Paper) 2312-5187 ISSN (Online) 2312-517An International Peer-reviewed Journal 5-'—.!l1
Vol.27, 2017 IIS E

Switzerland, famous among Chinese citizens for rdmaulture and art, also took a large market sh@he
number of mainland tourists visiting Hong Kong doed dramatically by over 50% due to the protestsrey
mainland shoppers.(China outbound tourism in 20t&vel China Guide)

1.3 Research Problem

Recently, Chairman Sri Lanka Tourism Promotions €aur Rohantha Athukorala logic of targeting the
minimum threshold traveler of $250 was that givies high cost of construction and labour in Sri Lanknless
Sri Lanka have a hotel property that can attra$230 it will not be financial viable. “If not the owner will
have to wait for asset enhancement alone whichoisanstrong business model that can be marketec for
potential investor he commented. Whilst we can tlottee focused B2B marketing on a private-public
partnership for us to attract a $250 tourist. Smka needs a strong brand building communicationpaégn
targeting UK/Europe traveler who nets in a 22%haf het proceeds. Though the Asian travelers acdourat
higher footfall due to India and China, the revenaethe country is only 13% which clearly justifitise
argument for the core market to be Europe. Thesta is that for the last 3 years we have negiethe
western markets by pumping in a colossal Rs.86Bomito China alone which needs to be balanceckifare to
name the industry financially attractive.” said Athukorala.

Under above situation, this extended essay maddyd on 3 questions.

1) How can the services be improved for Chinesadtiu

2) How to attract $250 Chinese tourist by analtisisbehavior of Chinese tourists.

3) What strengths does Sri Lanka have that carsée to promote Chinese tourism development?

Chinese tourists made great contributions to thesldpment of outbound destinations in many aspegtsg

the year, including hotels, restaurants, attrastiairlines and retail industry. The destinatiourddes also
adopted new policies to attract the Chinese, saakeareasing visa fees, simplifying visa applicatjmperating
more international flights to China and employingjrigse tour guides and salespersons.

Undoubtedly, Chinese market is becoming the mogtomant one in the tourism industry. According to
Hotels.com's Chinese International Travel Moni©FT(M) report, the average Chinese overseas tragglends
about $1,086 per day while on vacation in 2014Jugling accommodation costs. Compare with their ager
spend in Sri Lanka, there are so many strategiedeapplied to stimulate Chinese tourists’ congiongn Sri
Lanka.

1.4 Objective of the Study

Satisfied customers are the main asset to an indu@atering beyond the expectations of Chinesedtsuwill
develop Sri Lanka as one of the top class tourisatidation and lead to the delightedness of custame
There are 3 objectives of the study:

e To analyze the behavior of Chinese tourists duttiegy holiday in Sri Lanka.

« Recommend suitable strategies to attract high ¢opsan Chinese inbound tourists to Sri Lanka.

e To identify the specific attraction of Sri Lanka f8hinese tourists.

1.5 Methodology

1.5.1 Primary data

Self administered questionnaire has been distribataong 100 Chinese tourists randomly in differergnery
spots and hotels to understand their experiences whveling in Sri Lanka and how they feel abbeirttrip in

Sri Lanka. Two instructed interview were used tem primary data, of which the participants argnager of
Chinese market of Walkers’ Tours, manager of Clanaarket of Jetwing travels.

1.5.2 Secondary data

Available secondary data relevant to the subjeet extracted from the web based publications such as

“Hotel.com”, official statistics, journals, newspararticles and previous research report publistmethe subject
of Chinese outbound tourism.
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1.6 Results and data analysis
1.6.1 Analysis of data collected from tourists

According to the survey results female Chineseistairare 55%, male Chinese inbound tourists are.45%
Majority of the tourists were in the age group Z§60%), they are the main consumer group of Chinese
Majority of the tourists’ income is less than US8Q(67%). Survey research shows that majority ef th
tourists(88%) are not first time abroad travel istuand half of the tourists travel once a yeaty di8% of them
travel more than twice a year. Further the suresplts confirmed that 43% of the tourists travelimy their
annual leave, and 45% of them have no plan anldeasame time majority of the Chinese tourists id_8nka
stay for 5-10 days. only 21% of them stay over ag¢sd

Survey results revealed that, 67% of the Chinesests to Sri Lanka are individual tourists. Fodiwidual
tourists, they always choose car and driver rerthateto move, so strictly regulation should beuésk to
control the drivers’ behavior, make sure they widit destroy the image of Sri Lanka. Further, 67Pthe
Chinese tourists spend $100-300 during their wmifBii Lanka, and this amount include accommodateomds
airfare, that means we still have a big space tonpte. The average airfare is about $600 for rouay trip,
divide this amount, the average cost is betweer2BB0 Majority of the Chinese tourists are satibfigth their
trip in Sri Lanka(67%), 3% of them are dissatisfleetause of the problem of their belongings sadety the
satisfied Chinese tourists will recommend Sri Lattkéheir friends(70%) and almost every Chineseistaiwill
buy souvenirs more or less cause Chinese peopéethawcustom to bring souvenirs to friends and ffami

According to the survey results, 96% of the Chirntesgists purchased Ceylon tea during their trigj 83% of
them bought handicrafts, only 24% of them bougm&gwelries. Since the price of gem&jewelries aighh

although the percentage is comparatively low, hatlienefits for relative business people is hidi¥ ®f the
Chinese tourists are attracted by the exotic atimrgpof Sri Lanka, 42% of them come for the naheauty,

only 6% of them think Sri Lanka has Highly costeetive. 55% of the Chinese tourists complain albeeitpoor
transportation of Sri Lanka, it took too much titeemove from one place to another. 33% of them libaee
problem with local food. Chinese people are notuatmmed with Sri Lankan food, they prefer Chinesedf

And also, the lack of excursion is another probléray might have motivation to spend more money there

is no activities offered. Survey results also stateat, when selecting abroad destinations, sagetile most
important factor, following is the accommodationod and traffic condition is also important for Gé&se
tourists.

1.7 Conclusion

This study aimed at to better understanding trenativation, constraints and decision behavior & ¢bntext of
Chinese tourists to Sri Lanka. These variables plaignificant role in influencing their future el behavior.
According to the survey results, the exotic atmesphof Sri Lanka is the most important factor fdiin@se
tourists. One of the main reasons for this largareslis that China has totally different culturenfr&ri Lanka,
and they like to experience new things.

The average spend of Chinese tourists in Sri Lasksill low, there are a lot of promotions can dmne to
stimulate the consumption of Chinese tourists duthreir tours in Sri Lanka. The survey results shbat the
poor road situation of Sri Lanka is the biggestiearduring Chinese tourists’ trip. The move fromeagplace to
another spend too much time that makes them feel. tSocial medias play a major role in develof@ng.anka
as a tourism destination among Chinese tourist§hiisese tourists relies more on the reviews oéisthwhen
making their decisions on travel.

The average period stay is about 5-10 days andrityajuf the tourists were on 7-day tours. Until no@ri
Lanka is not a luxury tourism destination at alleang Chinese tourists. According to the researchltsgsve can
easily know that the largest consumption during n€éké tourists’ tour in Sri Lanka is for airfare and
accommodations, and most of them are not accustamith western food, so some of them will bringtfas
noodles especially old age tourists.
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1.8 Limitation of the Study

In this study, it has limited the discussion unther following aspects. No enough literature is e locally
with regards to the Chinese inbound tourism maykét As the time frame is limited and only few widuals
were interviewed which may not represent the ewsfiteation.

1.9 Recommendations

Chinese tourists love gem stones, but not all efrtltan afford it, the per capital income in Chimanly $7000.
But when we look at the black tea, things are lyp@ifferent, there are many promotions can be d@tenese
people love tea, tea as gift is also a custom tiivdbhe ages. Almost every Chinese tourists will traymore or
less. What we can do now is to push out high gtadebrand, increase the quality and packaging.eSimc
China, the highest grade green tea can be soldG&0#%00g or even more. Compare with the price efl@h
tea, we have a large space to develop. But thétgualst be improved as well.

More activities should be offered to Chinese tdarishe trend is that Chinese tourists begin tmdpmore
money on entertainment. Fire balloon, more excarsiute and other possible activities should besliped to
attract more high consumption Chinese tourists.

Another thing that should be done is the infrastree construction, the poor transport is an issueChinese
tourists. Ms. Huang who interviewed with me mengidithat the transportation is too poor to makeshésfied.
She engaged in a 7nights 8 days trip which chat§@®and her itinerary is:

Day 1: Arriving, Pinnawala Elephant Orphanage, Ddlab

Day 2: Sigiriya, Matale Spice Garden, Kandy darueis Temple of the tooth

Day 3: Peradeniya Royal Botanic Garden, Peradeyarara Eliya by train, Visit tea plantation

Day 4: Nuwara Eliya- Yala, Safari

Day 5: Yala- Galle

Day 6: Galle city tour, leisure

Day 7: Galle- Colombo by train, Colombo City Tour

Day 8: Departure

Since the move took too much time, she felt vengdtiwhen they arrived, and has no energy to gassging,
just want to stay in the hotel. And there is or@erthing she has complained, in the itineraryy e supposed
to stay in Galle on the 5th day, but their hotdhi¥Kaludara, it took them one and half an hougtoKaludara,
and then on the 7th day, they need to go baclatte @nd take the train to Colombo. From this casecan get
some information about the travel agency, hotelKatutara will request less than Galle. But they rdu
mention this in the itinerary, the lack of regubais to control travel agencies lead to a bad intddgri Lanka
tourism industry.

And also, compared with other competitors, Sri Laaiigk more expensive than them, cause the airfanegig
what we can do is to open more direct flights fréhina to Sri Lanka and do our best to decreaspribe of air
tickets.

On account of that there are lots of artificial geare selling in many tourist spots, governmentdneedo
something to control the gems relative businesmaintain the image of Sri Lanka as a tourism dasitin.
Culture tourism and buddhist tourism can be prothédeattract new segment of Chinese tourists. ithfgortant
that the websites in Chinese to introduce Sri Laakawell as the popular social media such as Wéiterhat,
printed manuals and traditional media. Adding mimfermation on local commaodities, history and cuds)
scenic spots, food, transportations, local custantspractices, festivals and celebrations will leeeruseful for
tourists. This will create more diverse, thorougtgcise and practical tourism information.

Introductions of the tour routes and scenic spadtls lwcal characteristics should be practical aodvenient for
Chinese tourists to make decision. At airportantsations or tourist information centre, toutistndbooks in
Chinese covering information of local customs, laaved regulations, emergency calls, prices of diffier
transportations should be helpful for Chinese siariollow the local customs and rules. Hotelseareouraged
to provide free WiFi, hot drinking water and oth®sic services complying with Chinese habits; rtestats,
shopping spots and entertainment places are ergamlite support the payment through Union pay PQS. T
protect the legal rights and benefits of touriststourism risk management system should be intrxdiuo
Chinese tourists.
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