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RESEARCH PROBLEM
3 = " Strong spending power

One of the highest income -11% of the income in foreign

per capita in the world spending (6.3billion RMB)
with O public debt level. _58% in Mainland China

) 2 GUILIN .

The falling growth rate of inbound tourists ' 40% (45 to 65 years old) inbound tourists
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Research Question

Research objective:
Exploring new market for the development of a
sustainable rural tourism

Research questions:

How to attract Macau tourists from Gen Y and Gen Z
(new generation)?

How to retain Macau tourists from the middle to old age
group (old generation)?
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Research Objectives

M Quantitative research:

# How eWOM influences
the travel motivations
of Macau tourists?
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- Why eWOM - Example of #Shareacoke

People reliability of Internet

3
Wide application of e-marketing
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Warm up exercise

Review platforms/ Destination
official website/ Social
networking sites/ B S5 Wt %M e
Communication app/ Video

@ Tripadvisor

. : MR CarolineJA 3% 7—RiF: » 2021565 Comments from experts;
sharing site s OITHRERN - 24 IRHH - 4 AseRE Comments from friends/family
B T - Imagesﬁfe@osl
N g s e ( it ‘ e B|Q§§it§
Review . B LY S R Stream/ .
Ratings I ==L - T | X

fla=| EXig\ 4
WY, LB, B3
@ i, $E

00000
Private Family Tour

a¥aw - —AMARASHZREETE

Google §li%

Reviews that are more or Mr. Lee did a fantastic job catering to our young family of five. | told him the things we wanted to see and he
less similar to your own made our dreams a reality. When we needed to make modifications for our family Mr. Lee was very flexible
. and accommodating. He has worked with local and foreign tourist and we would highly recommend his
perceptlon services! Thank you so much for a wonderful tour of Guilin and Yangshou!
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Methodology ( quantitative & qualitative)

Methods of data collection Quantitative research Qualitative research
Surveys In-depth interviews

Targeted group Macau residents who has never Macau residents who has
been to Guilin never been to Guilin

Total respondents 322 valid samples 29 interviewees

Structure 55% of the respondents came 14 new generation (born after
from young generation (age 15- 1980)
34) 15 old generation (born before

1980)

Analysis method SPSS — T-test / Regression / Coding

Correlation
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Respondents’ travel information

Travel frequency 70% 1-3 times
Length of stay 62% 3-4 days
Travel budget 42% 2,000-4,000 MOP
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(Credibility &
Usefulness)
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The current destination image of Guilin could not pull Macau
nd their travel intention is weak.
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Destination image (New generation)

different culture

good environment many natural view  great mountain place of interest
rni a—" lot of air natural resources
i little image Laal e
Chandeller cave much knowledge £ iconic association
scenery of guilin good view

lot of mountain special products

busy work

1 environment

terraced fielg

many impression

many plae gl“lln SCBnery

travel agency post cave of japan

rural city different city magnificent view

many mountain

famous scenery internet information
local characteristics

& B
specific place
geographic structure

mom experience trave| agellcy
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sightseeing
landscape

many people

shop >

leisure time

children . scenery of guilin pl
CIty different culture ace
example

infrastructure

relaxation
expectations

food
famous scenery

internet

young people
different city interest
green environment local characteristics

sports




New generation characteristics
Do not have much knowledge about Guilin

Adventurous, local experience, cost-effectiveness,
photos

o .
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Destination image (Old generation)

comfortable environment .
specific spot

=== onilin rice noodles

fresh air water scenic spot
remote place liu sanjie performance

many scenery
Feautiful mountain W 0 rl d | l_ -
prrtures lot of mountais —— ‘ 4 Ju
‘m

many mountain
al r nature

many green area  Polluted place

river cruise

raudiful scenery

wonderland

good vie crew noodles

ouilin |

environment

big city  youjiang

snacks

elephant trun

iconic associatid yangchun we

shili gallery leisure




snall ..........................

leisure
zuo i river
hope local
anything sightseeing

talactit
RARRCET food specialty

elephant trunk hill

people excessive peop

interested products

breath
Eak b star rock natural scenery
expectations specialty
uilin noodles
river cruise guilin buckle meat g

T 1
boat attractions scenic spot I j ng rl
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Old generation characteristics

Food, scenery, activities in nature, accommodations
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Recommendations

2. Cultural and
tourism
Integration

3. Sanitary and
safe tourism
environment

1. Branding &
Promotion
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Branding

e .
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Create strong iconic tourism products

Build solid image focusing on experiential tourism that
triggers tourists' emotions.

1. Disclosed the interesting side of Guilin to tourists.

2. Local experience for youngsters

3. Develop a resort area in nature

- In-depth sightseeing tours

- Food and heritage itinerary

19
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Official destination videos — experiential tourism, resorts in
nature

Tripadvisor, Ctrip, Mafengwo: Expert opinions and website

reviews to promote the cost-effectiveness of Guilin tourism.
(higher credibility)

Promotion

Social media with an unopened relationship chain such as
WeChat, Line: family, friends, classmates and colleagues.
Users has higher credibility in the content about natural
scenery.

(Travel KOL) to promote Guilin's activities for youngsters.
For examples, rock climbing, rafting, cycling and mountain

biking.




Cultural and tourism integration

Combine the cultural
customs and traditional E Create "Instagrammable”
festivals into tourism spots

activities.
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Sanitary and safe
tourism environment

* As per the findings, intimate relationship between Good
value of money and hygiene & cleanliness.

* Maintain high standard of cleanliness in public washrooms




A CLEAN SHOP
ISA

SAFE SHOP Establish a cleaning standard for shops and hotels

Praise shops and hotels that meet hygiene standard

Vaccinated pins for staff

m'i] Promote the campaign and pins to tourists
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Suggestions for "iZ1EM" app

Assist tourists to design their own routes (include days for nucleic acid test)

Tourists access for nucleic acid test

Remind tourists nearby festivals and events

Show forecasted visitors flowrate

Update on time pandemic announcements of Guilin and near regions, and the place tourists
come from.

Pre-travel: inform tourists pandemic regulation in Guilin. Red/yellow area
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