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ABSTRACT 

This study explored whether the diversification into the Chinese outbound 

leisure tourism market improved resilience and sustainability of tourism in Fiji.  This 

study is of particular importance for the tourism industry in Fiji, as there is presently 

a paucity of evident research to determine whether the option for Fiji to diversify to 

the Chinese outbound market is wise, viable and promising.  

Tourism has become the major driver of economic growth in many Pacific 

Island Countries, most notably, Fiji, Cook Islands, Vanuatu and Samoa (Harrison & 

Prasad, 2011). Fiji is also the dominant tourism destination in the Pacific region and 

received 657,706 international visitors in 2013, which accounted for 42% of the 

region’s arrivals (SPTO, 2014).  

The characteristics and constraints of Less Developed Countries and Small 

Island Developing States pose major challenges in destination management and 

marketing due to their small size and often restricted access to global markets.  The 

development of tourism in Fiji dates back to the 1920s where the main source 

markets for Fiji’s tourism industry have been Australia, New Zealand and the United 

States.  The heavy dependence on this trinity of source markets (Hall & Page, 1996) 

is a major cause for concern because any down-turn in these traditional markets 

would in turn affect international arrivals to Fiji. As a result, many tourism 

destinations are diversifying to new markets, and specifically to the Chinese 

outbound market in order to sustain their tourism industry.  According to the United 

Nations World Tourism Organization (UNWTO), China will be the world’s top 

tourist destination by 2020, receiving a total of 140 million arrivals annually and is 

expected to rank as the fourth largest outbound tourist generating country 

contributing 100 million visitors annually to the world travel market.  For Fiji’s 

tourism industry, China represents one of the most important emerging markets, 

alongside India and Russia (Ministry of Tourism, 2012).     

This study sought to develop an understanding of the perceptions and 

expectations of Chinese tourists to Fiji, identified and discussed conditions, 

opportunities and constraints of diversifying to the Chinese market, and how these 

implicate private industry practices and public policy. 
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The findings from this study reveal that whilst traditional markets of 

Australia, New Zealand and United States are still important, tourism stakeholders in 

Fiji also see the importance of diversifying into new markets and China has proven 

to provide the necessary visitor arrival numbers during downfalls or low seasons 

from traditional markets.  China is also the fastest growing emerging market 

compared to India, Asia and others and this recognition resulted in the segregation of 

Chinese visitor arrivals by the Fiji Bureau of Statistics; granting of visas upon arrival 

for Chinese nationals; inaugural flights to Hong Kong by Fiji Airways.  

A basic understanding of the socio-demographic profile of the Chinese tourist 

to Fiji showed that although gender does not play a major role in influencing the 

decision to visit Fiji, it was found that they were both married couples and singles 

below the age of 24 years with most married couples being above the age of 24 

years.  In addition, Chinese tourists to Fiji are highly educated and hold a university 

degree and/or postgraduate qualifications. The usual place of residence for Chinese 

tourists are Beijing, Shanghai and Guangzhou – however it is important to note that 

although Guangzhou recorded the lowest number of visitors, this region recorded a 

higher percentage of tourist expenditure from past travel experience.  Furthermore, 

Chinese tourists to Fiji are fairly well-traveled with the majority having visited 

Europe.  In addition, Maldives is noted as an island destination in the top five 

countries visited.   

The findings also showed that scenery and safety are very important 

destination attributes which greatly influence the decision of the Chinese tourist to 

visit a particular tourism destination.  The main reason for travel to Fiji is for a 

holiday, followed by business and education with the average length of stay being 1 

– 7 days.  The most preferred tourism regions in Fiji (in order) are Nadi, Denarau, 

Mamanucas and Yasawas.   

The perceptions and expectations of Chinese tourists were also analyzed and 

discussed to provide an understanding to key tourism stakeholders in Fiji of the 

different motivations and preferences that the Chinese outbound market have in 

comparison to traditional markets. Specifically, if tourism stakeholders are willing to 

target the Chinese outbound market, then it is critical that their respective staff, 
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especially front-line staff are aware and have an overall understanding of the 

different aspects of the Chinese culture. 

It is anticipated that the findings and recommendations outlined in this study 

will assist key tourism stakeholders and destination marketers in Fiji to firstly, 

recognize and appreciate the importance of the Chinese outbound market to Fiji in 

terms of its ability to sustain Fiji’s tourism industry in the event of downfalls 

experienced in traditional markets due to exogenous shocks. Secondly, it is further 

anticipated that the findings from this study will also provide tourism practitioners 

with the realization and acknowledgement of the evident need to regulate the 

Chinese inbound market to Fiji.  Tourism destinations such as Maldives, Seychelles, 

Mauritius, Australia and New Zealand have opened their doors to the Chinese 

outbound market and are now experiencing challenges in dealing with a mass market 

that is difficult to control and is affecting repeat visitors from traditional markets.  

Whilst many tourism developers and operators are following good practice, 

Fiji lacks the framework to ensure such practices are adopted across the tourism 

industry.  The findings and recommendations in this study not only seeks to assist 

key tourism stakeholders and destination marketers in Fiji to recognize and 

appreciate the importance of the Chinese outbound market to Fiji; but also 

recommends that tourism practitioners in Fiji acknowledge and recognize that 

suitable adequate planning is critical to avoid the possibility of mass numbers of 

Chinese tourists which can adversely impact tourists from traditional markets and 

also have social impacts on the destination.  
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1.1 BACKGROUND 

The tourism industry has become a solution for Less Developed Countries 

and Small Island Developing States alike due to its potential to promote economic 

growth, increase employment opportunities and improve the social standards of 

states (Benavides & Ducy, 2001).  For many Pacific Island Countries (PICs), 

including Fiji, tourism has progressed to the forefront of economic growth and 

development (Harrison, 2003; Rao, 2002; Reddy, 2010).  Although the extent of 

dependence on tourism differs between Pacific Island Countries, one factor remains 

common, their vulnerability.  PICs are faced with multiple challenges which include 

geographical isolation and remoteness, high costs of development, constraint on 

transport and communication, vulnerability to natural disasters, geographical 

dispersion and access to international markets (Carlsen & Butler, 2011; Seetanah, 

2011). The feeling that the tourism industry is vulnerable is especially felt in those 

destinations that were hit by exogenous shocks, with developing countries suffering 

the biggest losses.  In addition, exogenous shocks during the last decade have 

demonstrated that vulnerabilities in the South Pacific remain high whilst efforts to 

build resilience have been insufficient (United Nations Economic and Social 

Commission for Asia and the Pacific [UNESCAP], 2010). 

Tourism is now Fiji’s largest industry, employing over 40,000 people and 

generating more foreign exchange than any other sector since 1989 (Ministry of 

Tourism, 2012).  Tourism in Fiji has also been a key driver of economic recovery 

despite the political coups in 1987, 2000 and 2006, thus showing the resilience of 

tourism to the political environment in Fiji (Harrison & Pratt, 2010).  However, since 

the start of development of tourism in Fiji in the 1920s, the main source markets for 

Fiji’s tourism industry has been Australia, New Zealand and the United States.  The 

heavy dependence on this trinity of traditional source markets since the 1920s (Hall 

& Page, 1996) has not changed until now and this is a major cause for concern as any 

economic recession or unease in the political environment in these traditional 

markets can result in the likely decline of international tourist arrivals to Fiji.    

Many tourism destinations have resorted to diversification of source markets 

in order to compete with other tourism destinations and gain a larger share of tourist 



 

3 

 

arrivals (Agrusa, Kim & Wang, 2011; Hines, 2011; The Jakarta Post, 2011; Xinhua, 

2007) but more specifically, a growing number of tourism destinations are looking 

towards the Chinese outbound market as a potential source market to offset the 

decline of visitor arrivals from traditional source markets that have been affected by 

exogenous shocks (Song & Lin, 2009; Song & Witt, 2006; Tourism New Zealand, 

2011).  The risk of major global financial risks have increased, thus calling for a 

greater need for tourism destinations to reduce reliance on traditional source markets 

to improve resilience and perhaps, explore possible diversification into other source 

markets that are better sheltered from future global financial shocks.  The option to 

diversify to the Chinese outbound market was also considered attractive due to 

findings that the Chinese economy is less likely to be affected by global financial 

shocks relative to other countries due to its closed financial system (Chiu, 2009).   

Tourism researchers and practitioners have indicated that studying tourism 

motivation may be the key to attracting more tourists, satisfying the needs of current 

visitors and understanding what influences travelers’ decisions (Cha, McCleary & 

Uysal, 1995; Goeldner, Ritchie & McIntosh, 2000).  However, most tourism 

literature have focused on tourists’ perceptions and level of satisfaction in relation to 

traveling in Western countries and few studies specifically focused on Asian 

countries.  There is also the suggestion of the need for tourism destinations to 

appreciate that China is not a homogenous market (Zhang and Heung, 2002).  Over 

the past decade, there have been a growing number of studies carried out to identify 

and understand the motivations of Chinese outbound tourists and their decision 

making process in order to attract this growing outbound market (Hanqin & Lam 

1999; Hsu & Lam, 2003; Ki, Guo & Agrusa, 2005; Lo & Lam, 2004; Pan & Laws, 

2001).   

It is also important to note and discuss further that although many tourist 

destinations have diversified to the Chinese outbound market, there are evident 

challenges and problems that have been highlighted in terms of meeting the different 

demands and expectations of this market.  Previous studies have stated that although 

destination countries welcome the tourism dollars that Chinese tourists spend, they 

also loathe the chaos and hassle that some Chinese tourists bring upon their cities and 

to other tourists in the destination (Kaphle, 2013; Li, 2013).   
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1.2  PURPOSE OF THE STUDY 

This study will explore whether the diversification into the Chinese outbound 

market will improve resilience and increase sustainability of tourism in Fiji.  China is 

one of the fastest growing outbound travel markets in the world and there has been 

an increasing number of research and studies to ascertain the viability of targeting the 

Chinese outbound market.  For example, Pan & Laws (2007) undertook a study on 

the nature of the Chinese market and its implications for Australian tourism product 

suppliers and marketers.  Likewise, Guo (2002) explored strategies for Australia to 

enter the Chinese outbound market.  In addition, Sparks & Pan (2008) drew upon the 

Theory of Planned Behaviour (TPB) to develop a survey to investigate potential 

Chinese outbound tourists’ values in terms of destination attributes and attitudes 

towards international travel.  Furthermore, Li, Harrill, Uysal, Burnett & Zhan (2009) 

employed an empirical study to estimate the size of the Chinese outbound market 

with recommendations on which cities to target.  

This study is of particular importance for the tourism industry in Fiji as it will 

determine whether the option for Fiji to branch out to the Chinese outbound market 

is wise, viable and promising.  This study will explore this question by developing an 

understanding of the perceptions and expectations of Chinese tourists to Fiji, 

identifying and discussing conditions, opportunities and challenges of diversifying to 

the Chinese market and how these consequently implicate private industry practices 

and public policy.  In other words, what tourism practitioners in the private sector 

and policy makers in the public sector should do and be aware of when dealing with 

Chinese tourists.  

1.3  THE PROBLEM AT HAND  

Whilst much research has been carried out on the implications of the Chinese 

outbound market in developed countries such as Australia (Pan & Laws, 2007; 

Sparks & Pan, 2009), New Zealand (Tourism New Zealand, 2011; Zhao, 2006) and 

the United States (Ritchie, Amaya & Frechtling, 2010), there has been limited 

research carried out on the Chinese outbound tourists to Pacific Island Countries 

(PICs).  For Fiji, the decision to focus on the Chinese outbound market has been 

attributed to the rapid growth in visitor arrivals from China.  There have been no 



 

5 

 

evident quantitative or qualitative studies conducted on the Chinese outbound market 

to Fiji.  Therefore, there is an identified gap in academic literature where there is a 

lack of research carried out on the Chinese outbound market especially to PICs and 

Fiji.    

1.4 OBJECTIVES OF RESEARCH  

In line with the title of this study: “Diversification of Fiji’s tourist market: A 

study of Chinese tourists to Fiji”, there are five primary objectives of this research: 

� To provide a better understanding and contribute to the body of 

knowledge on the following areas: the development of tourism in the 

South Pacific and in Fiji; the development and growth of Chinese 

outbound tourism; diversification to the Chinese outbound market; and 

the profile of the Chinese visitor;  

� To identify the socio-demographics of Chinese visitors to Fiji and to 

assess their perceptions of Fiji as a tourist destination following their 

visit;  

� To evaluate the perceptions of key tourism stakeholders in Fiji, namely 

the National Tourist Office (Tourism Fiji), inbound operator (Rosie 

Holidays) and resorts (Mana Island Resort, Musket Cove Island Resort 

and Namale Fiji) on the growing Chinese tourism market to Fiji;  

� To evaluate the perceptions of the Approved Destination Status (ADS) 

outbound operators based in Mainland China; and  

� To evaluate and make recommendation on whether targeting the Chinese 

tourist market to Fiji is viable and sustainable for Fiji’s tourism industry.   

1.5  ORGANIZATION OF THE THESIS   

This thesis is divided into six chapters.   

� Chapter 1 serves as an introduction to the thesis.  The chapter provides 

the background to the research problem at hand and elaborates on the 

purpose of the study in terms of its importance and relevance to Fiji’s 

tourism industry.  The chapter also outlines five key objectives of the 
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study as well as the organization of the thesis to provide a better idea of 

how the thesis is structured;  

� Chapter 2 provides a review of existing literature to support this study.  

The chapter firstly provides an overview on the characteristics of Less 

Developed Countries and Small Island Developing States to provide an 

understanding of the multiple challenges and problems implied on 

international tourism.  The important concepts of destination management 

and marketing, tourist motivations, visitor experiences and the tourist 

decision making process is also discussed as they have become critical 

areas in the development of domestic and international tourism.  

Furthermore, this chapter also elaborates on the Chinese outbound travel 

market by highlighting the findings from past studies that have 

contributed towards defining and providing an overall understanding of 

the profile of the Chinese traveller and factors that influence their 

decision to travel to different tourism destinations;  

� Chapter 3 firstly provides the relevant background on the development of 

tourism in the South Pacific to highlight the important role that tourism 

plays on a regional scale.  The chapter also provides a background of 

tourism in Fiji by elaborating on the tourism products and tourist areas in 

Fiji.  It also discusses the economic importance of tourism to Fiji as well 

as the challenges of tourism development in Fiji.  Furthermore, the 

chapter also discusses the marketing strategies carried out by Tourism Fiji 

specifically on the traditional markets of Australia and New Zealand in 

comparison to the Chinese market as well as the strategies that are 

outlined in the Fiji Tourism Development Plan 2007 – 2016 in terms of 

destination management and marketing;  

� Chapter 4 outlines the research methodology and research methods 

carried out in this study.  This chapter firstly discusses the research 

problem at hand and the importance of carrying out this study for Fiji’s 

tourism industry.  Each research objective is linked to specific research 

methods that will be employed to collect empirical data for this study and 
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this is done to effectively show a clear link of how the research objectives 

of this study will be achieved.  

� Chapter 5 provides an analysis and discussion of the findings from this 

study.  The findings from the study are based largely on the responses 

from the questionnaires distributed to Chinese tourists to Fiji and also 

from interviews with key tourism stakeholders in Fiji that currently target 

the Chinese market.   The findings are analyzed and the discussion is built 

in a thematic banner to address each research objective. This chapter 

firstly provides an understanding on the basic socio-demographic profile 

of the Chinese visitor to Fiji, their previous outbound experience and an 

evaluation of their tourist experience in Fiji.  In addition, the chapter also 

looks at respondents’ experience during their time in Fiji and whether the 

destination attributes or experience met their pre-trip expectations.  

Furthermore, the perceptions of tourism stakeholders in Fiji was 

discussed in terms of the positive perceptions about the growth and 

potential of the Chinese outbound market to Fiji as well as the major 

challenges of targeting the Chinese outbound market in regards to 

marketing Fiji as a tourism destination.   

� Chapter 6 outlines the conclusion and recommendations to key tourism 

stakeholders in Fiji in terms of improving their services to the Chinese 

outbound market as well as possible control measures that could be put in 

place to regulate and manage the Chinese inbound market to Fiji.   
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2.1   INTRODUCTION  

This chapter firstly presents an overview on the charateristics of Less 

Developed Countries and Small Island Developing States.  LDCs and SIDS are 

increasingly part of the tourism network, and rely heavily on tourism for their 

prosperity (Harrison, 1992A; Neto, 2003).  However, LDCs are also faced with 

multiple challenges and problems which have implications on international tourism 

as a development strategy (UNESCAP, 2010).  

This chapter also provides an introduction to the concepts of destination 

management and marketing as they have become critical areas in the development of 

domestic and international tourism.  Past research on tourist motivations are also 

covered as findings have indicated that studying  tourist motivations may be the key 

to attracting more tourists, satisfying their needs and understanding travelers’ 

decision making process (Cha, McCleary & Uysal, 1995; Goeldner, Ritchie & 

McIntosh, 2000).   

The China outbound travel market has been one of the fastest-growing 

international markets over the past decade (Jang, Yu & Pearson, 2003; Li, Harrill, 

Uysal, Burnett & Zhang, 2010) and China will be the world’s top tourist destination 

by 2020, receiving a total of 140 million international visitors annually (United 

Nations World Tourism Organization [UNWTO], 2014).  As a result, there have 

been a growing number of studies carried out to understand the motivations of 

Chinese outbound tourists and their decision making process (Hanqin & Lam 1999; 

Hsu & Lam, 2003; Ki, Guo & Agrusa, 2005; Lo & Lam, 2004; Pan & Laws, 2001).  

As the primary focus of this thesis is based on evaluating the perceptions and 

motivations of Chinese tourists to Fiji,this chapter will also highlight the findings 

from past studies that have contributed towards defining and providing an overall 

understanding of the profile of the Chinese traveler and factors that influence their 

decision to travel to different tourism destinations.   

2.2 TOURISM IN LESS DEVELOPED COUNTRIES   

The category of Less Developed Countries (LDCs) was officially established 

in 1971 by the United Nations General Assembly with a view to attract special 

international support for the most vulnerable and disadvantaged members of the UN 
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family (UN Office of the High Representative for the Least Developed Countries, 

Landlocked Developing Countries and Small Island Developing States [UN-

OHRLLS], 2011). However, what constitutes a less developed country continues to 

remain a matter of debate (Harrison, 2001).  For example, the International Monetary 

Fund [IMF] classifies less developed countries from developed countries by using a 

flexible classification system that considers per capita income level, export 

diversification and the degree of integration into the global financial system (IMF, 

2011). On the other hand, the World Bank distinguishes countries by one parameter, 

their capita income (Opperman & Chon, 1997; The World Bank, 2012;). 

2.2.1 Characteristics and constraints 

Some of the characteristics of LDCs highlighted by the United Nations are 

low levels of socio-economic development which is characterized by weak human 

and institutional capacities, low and unequal distribution of income, governance and 

political instability (UN-OHRLLS, 2011).  LDCs also rely on the export of few 

primary commodities as major sources of export and fiscal earnings, which makes 

them highly vulnerable to external trade shocks.  The current list of LDCs include 48 

countries, the majority (33) being in Africa.  The LDCs in the South Pacific include 

Kiribati, Samoa, Solomon Islands, Tuvalu and Vanuatu.    

Less developed countries are increasingly part of the tourism network, and 

Small Island Developing States (SIDS) and islands rely on tourism for their 

prosperity (Harrison, 1992a; Neto, 2003). Since the 1990s, tourism as an instrument 

to reduce poverty has been an important research topic, particularly in less developed 

countries (Zeng & Ryan, 2012). Tourism is increasingly viewed as the best 

opportunity and the most viable option for the sustainable economic and social 

development for less developed countries (Benavides & Ducy, 2001) and represents 

the only realistic means of earning much needed foreign exchange, creating 

employment and attracting overseas investment (Sharpley & Telfer, 2002). 

According to UNESCAP (2010), tourism is already the leading service export sector 

in 24 less developed countries and is the first source of foreign currency exchange 

earnings in seven of them. Therefore, many less developed countries and small island 

economies are now moving away from traditional exports such as sugar and copra 

and towards tourism and related construction (McElroy, 2003; Opperman & Chon, 
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1997).  Furthermore, Harrison (1992b) also emphasized that one of the important 

reasons for focusing on tourism in less developed countries is that their Governments 

are anxious to promote economic growth and international tourism, although, some 

Governments involvement in tourism come in many different forms and levels 

(Opperman & Chon, 1997).  

An example of the importance of tourism in less developed countries is 

Kenya.  Kenya was one of the most popular tourism destinations in Africa, and 

tourism was a key foreign exchange earner for the country (Kareithi, 2003).  

However, the result of poor governance and political tensions were the cause of the 

economic downturn that ultimately affected foreign investments, infrastructural 

expenditure and maintenance. Some of the consequences of the tourism decline 

resulted in a drop of over 70% of total monthly income for households and 

enterprises, increase in family feuds due to debts amongst family members and close 

social networks, and a reduction in the Government’s income from tourism which 

contributed to the problems of maintaining infrastructure across the country.   

Less developed countries are also faced with multiple challenges and 

problems, which include isolation, small scale, remoteness, geographical remoteness 

and dispersion, vulnerability to natural disasters, fragility of their ecosystems, 

constraint on transport and communication, vulnerability to exogenous economic and 

financial shocks, weak economies, high costs of development, and limited access to 

markets (Carlsen & Butler, 2011; Seetanah, 2011). In addition, there are usually 

substantial economic leakages in less developed countries due to the high 

dependence on imported goods and employment of foreign labor (Twining-Ward & 

Butler, 2002).  According to Sofield (2003), SIDS exhibit many of the characteristics 

of less developed countries in general, but island tourism economies also have their 

own special problems, such as the micro size of some island states which works 

against their economy viability because of the impossibility of achieving economies 

of scale which heightens their vulnerability (Sofield, 2003). This is also illustrated by 

Craig-Smith (1996) who states that one of the greatest economic handicaps to the 

South Pacific nations is the size of the land area.   

It was not until the late 1980s that sustainable development became a popular 

buzzword in development studies and in tourism research in particular (Zhenhua, 
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2003). The relationship between sustainability and sustainable development is 

usually traced to the ideas of tourism in less developed countries, where it is often 

argued that existing forms of mass tourism development are unsustainable in terms 

of the negative impacts on the environment, the local cultures and where economic 

benefits are reduced due to the foreign ownership of tourism entities (Mowforth & 

Munt, 1998).   

On the other hand, a study by Scheyvens & Momsen (2008) attempted to 

present an alternative and more positive view of SIDS by focusing on their strengths.  

For example, whilst isolation is often considered a drawback to trading products 

around the globe, for tourism it may be beneficial as it tends to make the destination 

more attractive and exotic.  In addition, SIDS possesses strong cultural, social and 

natural capital which is a draw card for tourism; therefore, the strong economic 

performance of many SIDS is often related to the strength of their tourism sector.  

Importantly, given the unique appeal of SIDS because of geographical, cultural and 

social specificities, many SIDS have high levels of repeat visits thereby suggesting 

that tourists may have a stronger emotional attachment compared to more developed 

tourism destinations (Prayag & Ryan, 2012). 

2.2.2 Tourism dependency, resilience and sustainability  

Tourism in less developed countries and small island developing states are 

viewed as a dependent industry because of its geographical isolation, small size of 

the economy and dependence on international trade (Ghina, 2003). There are 

implications for less developed countries and small island states when they depend 

on international tourism as a development strategy (UNESCAP, 2010).  For example, 

tourism is subject to disruptions by a range of events, some of which are referred to 

as “shocks” (Prideaux, Laws, & Faulkner, 2002; Zahra & Ryan, 2007). Exogenous 

shocks fall into several categories, such as security (wars, insurrections, terrorist 

attacks), natural (hurricanes, tsunamis, pollution) and financial (fluctuation of 

commodity prices and currency) (Evans & Elphick, 2005; Read, 2010). Some 

examples of exogenous shocks that have had a negative impact on international 

travel and tourism during the past decade include the terrorist attacks of September 

11, 2001, the coalition invasion of Afghanistan, the Bali bombings, the outbreak of 

the Severe Acute Respiratory Syndrome (SARS), war in Iraq, Madrid train 
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bombings, London bombings as well as the global financial crisis (Read, 2010; 

Ritchie, 2004). Less developed countries, in particular, are disproportionately 

affected by exogenous shocks which are closely correlated with growth.  Negative 

shocks have effects on households and on the economy, and very often lead to 

increases in poverty (Varangis, Varma, dePlaa, & Nehru, 2004).   

The feeling that the industry is vulnerable has reached many sections and is 

especially felt in those destinations that were hit by exogenous shocks, with 

developing countries that suffered the biggest losses.  According to Aramberri & 

Butler (2005, p. 297) “the status of the tourism industry as a vulnerable industry 

seems assured for the predictable future”.  Therefore, the concerning rise in external 

disturbances have resulted in the increasingly frequent discussion on the concept of 

resilience and sustainability (Scott, Laws, & Prideaux, 2008). The one factor that 

Pacific Islands Countries (PICs) have in common is their vulnerability.     

Whilst there are many definitions of resilience in different disciplines of 

study, the definition of resilience that will be used in the context of this research is 

the ability of an economy to recover from or adjust to the negative impacts of 

adverse exogenous shocks and to benefit from positive shocks (Read, 2010). The 

issue of recovery is viewed differently by various sectors, for example, travel 

industry officials refer to recovery when tourist arrivals and earnings return to pre-

external shock levels. Economists, on the other hand, view recovery as destinations 

achieve the record number of visitor arrivals had the external shock not occurred 

(Bonham et al, 2006).  Furthermore, Scott, Laws & Prideaux (2008) imply that there 

is more to recovery than the restoration of normal services. In other words, tourism 

destinations need to implement innovative strategies and explore avenues to improve 

tourism resilience to exogenous shocks. However, the ability for destinations to 

recover from shocks depends on the strength and effectiveness of the governance 

systems in place (Calgaro & Lloyd, 2008). In addition to exogenous shocks, there are 

also internal shocks that occur within countries such as terrorism and political 

instability.  Political instability describes the condition of a country where a 

Government has been toppled, or is controlled by factions following a coup, or where 

basic functional pre-requisites for social order control and maintenance are unstable 

or disrupted (Sonmez, 1998).   
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Therefore, as stated in the above discussion, tourism in LDCs and SIDS are 

viewed as a dependent industry due to its geographical isolation, small size of the 

economy and dependence on international trade (Ghina, 2003).  As a result, 

destination management has become a critical area of study in terms of dealing with 

change across a wide range of key external and internal factors; as well as 

maintaining market share and expanding markets to compete with new destinations.  

2.3  TOURISM DESTINATION MANAGEMENT   

Destination management and destination marketing are considered two highly 

interrelated concepts in tourism (Morrison, 2013).  Existing literature on destination 

marketing consists of a number of important related concepts such as destination 

image and attributes, destination branding, and destination competitiveness. 

However, it has been highlighted that it is critical to firstly understand destination 

management as it represents the broader concept and includes destination marketing 

and associated activities to manage tourism within a destination.   

Nowadays, a tourist destination is no longer seen as a set of distinct natural, 

cultural or environmental resources, but as a complex and integrated portfolio of 

services that supplies a holiday experience which meets the need of a tourist 

(Cracolici & Nijkamp, 2008).  As a result, tourist destinations create competition by 

not only maintaining their market share, but also expanding their market to compete 

with new destinations.  This is where destination management plays a critical role, 

and that is, to manage and organise resources efficiently in order to provide a 

memorable holiday experience for tourists.  According to Morrison (2013, p.40), 

“effective destination management requires a strategic or long-term approach based 

upon a platform of destination visioning and tourism planning”.  

Another crucial element of successful destination management is the ability 

to recognize and deal with changes across a wide range of key external and internal 

factors (Dwyer, Edwards, Mistilis, Roman & Scott, 2009).  Some of these changes 

relate to channels of distribution, changing market conditions and patterns of 

booking (King, 2002).  The changes in visitor numbers are also of great interest and 

have considerable implications for all those involved in tourism, whether they are 
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associated with attractions, transportation, accommodation, food and beverage, 

planning and management (Yan & Wall, 2003).   

Destination management also involves tourism planning which has been a 

widely adopted principle in tourism development at both regional and national levels 

(Lai, Li & Feng, 2006).  According to Hall (1996) tourism planning normally occurs 

within the context of the local government and community interest groups.   A 

normal approach to planning is the formulation of tourism master plans which 

outline an overall development strategy to guide broad development as well as clear, 

concise policy statements which outline specific recommendations to be 

implemented.  According to Opperman & Chon (1997), tourism master plans are 

recommended because they force the Government to focus on tourism and the 

objectives of their tourism strategies.  In addition, Dwyer et al (2009)  commented 

that many National Development Plans in the South Pacific viewed tourism as a 

contributor to many economic goals such as increasing foreign exchange earnings, 

generation of employment, and establishing linkages with elements of the non-

tourism sector as well as enhancing local culture and preserving local traditions.   

However, whilst tourism master plans have succeeded in increasing tourist 

arrivals and the development of hotels and resorts, it has also failed to deliver 

development to parts of the destination that are poor or particularly disadvantaged 

(Burns, 2004).  For example, there are particular areas within Fiji where tourist 

development are causing serious environmental degradation.  In the Mamanucas and 

Yasawas where the supply of water comes from wells and rainwater collection, 

tourist developments have put a strain on water resources particularly for hotels and 

resorts (Ministry of Tourism, 2007).  In addition, from a technical perspective, such 

plans are too complicated and involve far too much commitment from Government 

in the form of financial and human resources.  In addition, these plans encourage a 

reactionist approach where destinations are developed and changed to meet the 

requirements of market segments and tourists.   

In a saturated market, the fundamental task of destination management is to 

understand how a tourism destination’s competitiveness can be enhanced and 

sustained. Destinations are also considered the most difficult entities to manage and 

market because of the complexity of the relationships and sometimes conflicting 
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interests amongst local stakeholders.  A suggested guiding principle to a 

destination’s competitiveness is through appropriate matches between tourism 

resources and management support by tourism stakeholders, especially between 

Government and tourism industry managers (Gomezelj & Mihalic, 2008).  

Destination Management Organizations (DMOs) are usually established to enhance 

destination competitiveness through the design and implementation of marketing 

communication strategies that match destination resources with market opportunities 

(Pike & Page, 2014). Furthermore, DMOs are typically the most powerful 

organisation within a country and sets the overall agenda for tourism (Morrison, 

2013).   

2.3.1 The role of the DMO  

There has been substantial research conducted to explore the roles of DMOs.  

Ritchie and Crouch (2003) identified two core competencies of successful DMOs 

which were on marketing and coordinating destination stakeholders.  Heath and Wall 

(1992) also suggested that DMOs fulfil four main tasks, namely, the formulation of 

strategies,  representing stakeholders’ interests, products development and marketing. 

Morrison (2014) also suggested that a DMO’s core role encompasses leadership and 

coordination; planning and research; product development; marketing and 

promotion; partnership and team-building and community relations.  In other words, 

the key roles of the DMO are to work towards enhancing the well-being of 

destination residents, ensuring the profitability of the stakeholders and to do 

everything necessary to help ensure that visitors are offered satisfying and 

memorable visit experiences whilst also ensuring the provision of effective 

destination management.   

2.3.2 Stakeholders in destination management  

Destination management cannot be successful without the involvement and 

effective coordination of key stakeholders.  Garcia, Gomez & Molina (2012) suggest 

that stakeholders are divided into primary and secondary stakeholders.  Primary 

stakeholders have a direct interaction and impact on the brand equity whilst 

secondary stakeholders have an indirect interaction. In addition, Morrison (2013) 

suggested that there are five main groups of stakeholders in destination management, 
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being the tourists, tourism sector organizations, community, environment and 

Government.  

It is essential for the DMO to liaise with all key stakeholders through 

consultation as they all contribute albeit in varying degree to the success of tourism 

within the destination.  Wang & Krakover (2012) suggest that understanding the 

working relationships among tourism businesses in a destination is a critical 

prerequisite to the success of many collaborative destination-marketing programs.  

On one hand, the tourist destination offers a unified tourist product in relation to 

other destinations, on the other hand, within the destination there is competition 

between the different elements of the tourist product.  Therefore, the success and 

development of the destination can be affected on whether the different stakeholders 

collaborate with one another.   

In order for collaboration to succed in destinations, the DMO needs to act as a 

strong unifying force that is able to bring all components of the destination together 

and develop the wider destination in its entirety (Fyall & Leask, 2006). A common 

but critical activity that all tourism stakeholders undertake relate to destination 

marketing and the promotion of the tourism destination in key target markets.   

2.4  DESTINATION MARKETING   

Destination marketing as defined by WTO (2004, p.10) “covers all the 

activities and processes to bring buyers and sellers together; focuses on responding to 

consumer demands and competitive positioning; is a continuous coordinated set of 

activities associated with efficient distribution of products to high potential markets; 

and involves making decisions about the product, branding, price, market 

segmentation, promotion and distribution”.  

An element of destination marketing involves the promotion and awareness 

of a destination’s key attributes such as scenery, climate, facilities and mostly a 

combination of destination image and personality (Chen & Phou, 2013).  In order to 

create a lasting impression of a destination, destination marketers primarily turn to 

branding to distinguish their destinations and to convey a positive message that will 

motivate tourists to visit the destination.  Destination marketing is viewed as a 

partnership between key tourism stakeholders and recognizes that the overall tourism 
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product is a combination of products and services provided by a destination.  

Furthermore, the initiative to market a destination is the primary responsibility of 

governmental agencies and national tourism organizations are expected to support 

the marketing of all stakeholders implicated in the provision of the tourism product.  

Whilst NTOs my be public, semi-public, or private, the current trend around the 

world is towards semi-public NTOs which involve a partnership between the private 

sector and the Government (Middleton, 1994).     

2.4.1 Destination branding  

A brand as defined by Keller (2003, p.4) is “a product, but one that adds other 

dimensions that differentiate it in some way from other products designed to satisfy 

the same need”.  A strong brand can differentiate a product or service from its 

competitors by reducing search costs, minimizing perceived risks, indication of high 

quality and satisfies consumers’ emotional needs (Hosany, Ekinci & Yusal,  2007).  

Geographical locations, like products, can also be branded to make people aware of 

the location and link desirable associations to create a favorable image to entice 

travelers to visit.  Destination branding is vital in current destination management 

practices as the broadening of tourist opportunities and travel locations have resulted 

in increased options of tourist destinations (Pike, 2009; Usakli & Baloglu, 2011).   

The destination brand is also described as a powerful tool with the ability to 

create emotional appeal and brand image which is crucial to the marketing success of 

a tourism destination (Leisen, 2001).  Usakli & Baloglu (2011) also agree that 

destination branding associated with the personality of the destination has a positive 

impact on intention to return and the intention to recommend for family and friends 

to visit.  One of the most important concepts linked to branding is brand equity 

which refers to the added value to the brand’s attributes such as reputation, symbols, 

associations and names (Tsiotsou & Ratten, 2010).  Some examples of destination 

branding campaigns and slogans are “100% Pure New Zealand”, “Australia: A 

different Light”, “Paris is for Lovers”, “Fiji, where happiness finds you”.  According 

to Ye (2012), Chinese tourists are influenced by destination brand personality which 

ultimately affects their decision to travel.  For example, the United states is widely 

known as the land of freedom and Chinese people view the American culture as a 

typical western culture which is the exact opposite of their own culture.  Therefore, 
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Chinese tourists visit famous theme parks such as Disneyland and Univeral Studios 

and spend money on luxury shopping. In addition, for many Chinese couples, France 

is synonymous with romance and is popular for weddings and honeymoons.  The 

French icons such as the Eiffel tower and luxury brands such as Coco Chanel, Louis 

Vuitton and Hermes are widely admired in China.  Furthermore, Chinese people 

perceive the United Kingdom as one of the most sophisticated tourist destinations in 

the world with its principal attraction being the royal culture, fine dining, elegant 

lifestyle and luxury shopping (Attract China, 2014).  

Destination branding also plays a broader role and includes the network of 

stakeholders within a destination.  According to Sautter & Leisen (1999), DMOs 

should not only consider those stakeholders consistent with the guidelines of the 

strategic plans of tourism, but also other perspectives or services in a wider scope 

that are indirectly associated with tourism. In addition, the sustainability of the 

destination brand is related not only to the message delivered but also to a degree of 

shared meaning that is contained in the message delivered through the brand.  

Therefore, all stakeholders within a tourism destination need to have a shared 

contribution to upholding a destination’s brand and communicating this effectively to 

its target markets (Foley & Fahy, 2004).   

It is critical that branding is incorporated in strategic marketing strategies of a 

destination.  Reige and Perry (1998) identified three approaches for marketing, being 

the traditional consumer-oriented approach, the competition-oriented approach and 

the trade-oriented approach.  Many tourism destinations have adopted the consumer-

oriented approach and trade-oriented approach to focus either on the entire product to 

cover the market or differentiated marketing to focus on specific target markets.  In 

addition, travel trade intermediaries are also utilized in distributing traditional 

marketing materials such as brochures and travel maps.   

The information source and outlet that is utilized for different target markets 

is important and it is vital that relevant research is carried out by tourism destinations 

to identify the relevant information outlets that are accessed by different market 

segments.  DMOs and tourism stakeholders utilize a wide range of information 

outlets to feature their advertisements and promotional campaigns via television, 

websites, pamphlets and brochures.  Word of mouth has also been a very important 
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source of information and mostly from family and friends (Murphy, Marscardo & 

Benckerndorff, 2007).  These influences are especially important in the hospitality 

and tourism industry where intangible products are difficult to evaluate prior to their 

consumption.  Furthermore, the phenomenal growth in social media has enabled 

direct consumer to consumer communication where comments posted on Trip 

Advisor, Facebook and Twitter can be viewed, shared and re-twitted repeatedly.  In 

other words, strangers have become sources of information and points of reference.  

According to Litvin, Goldsmith & Pan (2008), the internet facilitates new ways of 

capturing, analyzing, interpreting and managing online interpersonal influence or 

electronic Word of Mouth and is seen as a potentially cost-effective means for 

marketing hospitality and tourism. Some research findings also note that tourism 

destinations that coordinate a sequence of publicity campaigns followed by 

advertising elicits a stronger, more positive reaction to message acceptance and 

response among consumers (Loda & Coleman, 2005).   

Some of the challenges identified for destination marketers include limited 

budgets, destination politics due to the complexity of the tourism product, the 

number of stakeholders and the complexity of the relationships between 

stakeholders.  In addition, destination marketers use scarce resources for marketing 

communications across an increasingly fragmented media space and in multiple and 

diverse markets which effectively position the destination against both direct and 

indirect competitors (Murdy & Pike, 2012).  Destination marketing is also 

challenging because hospitality and tourism offer products that are seen as high-risk 

purchases since they are intangible goods, seasonal and cannot be evaluated prior to 

their consumption (Lewis & Chambers, 2000; Rao & Singhapakdi, 1997).  

2.4.2 Destination image and attributes    

A destination’s image and attributes play a major role in destination 

marketing strategies in influencing potential tourists to visit a particular tourism 

destination.  The common definition for a tourist destination image is highlighted in 

research by Crompton as “the sum of beliefs, ideas and impressions that a person has 

of a destination” (Crompton, 1979, p. 18).  A similar definition is that a destination’s 

image is generally interpreted as a compilation of beliefs and impressions based on 

information processing from various sources over time that result in a mental 
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representation of the attributes and benefits sought of a destination (Zhang et al, 

2014).  It is critical to understand the aspects of a destination’s image as it heavily 

influences a tourist’s travel decision-making and behaviour and assists in the 

segmentation of markets and facilitates the formulation of marketing strategies 

(Jenkins, 1999; Zhang et al, 2014). 

According to Pan et al (2014), a positive destination image should be unique 

and pleasing and destinations are usually promoted through photogenic 

representations because tourism is a unique visual experience.  However, some 

studies have shown that destination managers can no longer base their entire virtual 

promotional efforts on official websites as official websites no longer fulfil the 

current needs and interests of consumers in terms of planning their trip (Hans & 

Mills, 2006).  Nowadays, the use of social media as marketing tools is a popular 

topic in tourism research and peer to peer tourism information exchange is perceived 

as a better source of information because it is based on experiences and emotions of 

individuals.   

Destination attributes are a combination of different elements that attract 

travelers to a particular destination and they are critical as tourists compare the 

attributes of destinations when choosing which destination to visit (Kim, 2014).  

Destination attributes consist of the physical products in the destination mix, as well 

as people, packages and programmes (Morrison, 2013).  The physical products relate 

to attractions, facilities, transportation and infrastructure.  People refer to the human 

resources or hosts within a destination and are a critical part of the destination 

product as the interaction between hosts and guests contribute to a memorable 

destination experience.  Packaging in tourism is usually carried out by tour operators, 

hotels and resorts and refer to a combination of services that are offered online for 

sale via websites.  Programmes relate to events, festivals and other activities to 

attract tourists to a particular destination.   

Furthermore, the attributes of a destination also influences the formation of 

the image of a destination which then influences tourists to compare the attributes of 

different destinations when choosing a particular destination to visit.  The assessment 

of a destination image can then assist tourism providers to identify the strengths and 

weaknesses of their destination, help predict tourists’ behavioural intentions and 
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provide critical insights for managing and developing tourist destinations (Lee, 

2009). 

2.5 TOURIST MOTIVATIONS     

The primary focus of this research is to evaluate Chinese tourists’ experience 

of Fiji  in order to gain an understanding of their expectations and motivations which 

would provide tourism stakeholders in Fiji with the knowledge and understanding on 

how to improve their services and facilities to better cater to the growing Chinese 

tourist market.   

A tourist’s decision to visit a destination is usually associated with a 

collection of ideas, beliefs and perceptions that people have about a destination and 

the attributes that are attached to that particular destination (Lin, Morais, Kerstetter 

& Hou, 2007). 

Researchers have indicated that studying tourism motivation may be the key 

to attracting more tourists, satisfying the needs of current visitors and understanding 

what influences travelers’ decisions (Cha, McCleary & Uysal, 1995; Goeldner, 

Ritchie & McIntosh, 2000). Travel behavior and travel motivations can be 

considered as one of the most important psychological influences of tourist behavior 

(March & Woodside, 2005; George, 2004). The prediction of travel behavior and 

knowledge of travel motivation play an important role in tourism marketing so that 

policies can be developed and implemented to increase the demand for tourism 

(Decrop, 2006; Holloway, 2004). However, the difficulties in studying tourist 

motivations are also considerable (Pearce, 2005). The frequently measured purpose 

of travel is considered to be public and self-explanatory, but the motivations of 

underlying reasons for travel are covert in that they reflect an individual’s private 

needs and wants.   

Previous studies on tourist motivations have found that past behavior could 

guide future behavior and influence a tourist’s decision making process (Ajzen & 

Driver, 1992). Meng & Uysal (2008) also suggest that learning about the interests 

and activities of potential visitors from a gendered perspective is vital to the planning 

and marketing of tourism destinations and some research has found that more males 

are noted for travelling for business purposes, whereas more females on the other 
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hand travel for recreational purposes.  In addition, it is also suggested that tourists 

whose main preferences included novelty or change would not be very interested in 

revisiting a destination where as tourists who were more compelled at taking risks 

would visit new destinations (Alegre & Juaneda, 2006).  Furthermore, Leisen (2001) 

also suggested that tourists’ choices to travel to a particular destination were usually 

associated with their availability in finance and leisure time.  Age, distance and risk 

have also been suggested as factors that would influence destination choice (Kozak, 

2002).    

It has also been stressed that understanding tourists’ motivations is essential 

for planning a target group aligned service and product range for the future 

(Boksberger & Laesser, 2008).  Segmentation is understood as the division of the 

market into groups of tourists with similar characteristics (Kotler, 1982). In addition 

to market segmentation, tourism marketers could also use further insights into tourist 

motivation for the purposes of product development, service quality evaluation, 

image development and promotional activities such as positioning (Fodness, 1994).  

Furthermore, effective tourism marketing is impossible without an understanding of 

consumer’s motivations (Goossens, 2000).  

Most studies on market segmentation in tourism utilize demographic, 

geographic, behavioral or a psychographic approach (Tsiotsou & Ratten, 2010).  

Two particular studies carried out by Li & Cai (2009) and Kau & Lim (2005) 

revealed that different motivational factors differed significantly between 

demographic segments concerning age, income and educational levels as well as 

gender.  

2.5.1 Conceptual Framework  

There have been a significant numer of studies carried out on travel 

motivation.  A brief review of travel motivation research (Table 2.1) below was 

extracted from three major tourism journals – Annals of Tourism Research, Tourism 

Management and Journal of Travel Research to provide an overview of existing 

studies that have covered travel motivation.  It is important to highlight however that 

most of the prominent models on travel behaviour were developed in Western 

countries (Hsu, Cai & Li, 2010).   



 

24 

 

Table 2.1  Approaches to understanding tourist motivations  

Author Study 

Crompton (1979) This study was concerned with identifying motives of 
pleasure vacationers which influence the selection of a 
destination.  Nine motives were identified, seven of which 
were classified as socio-psychological.  The two remaining 
motives whch were novelty and education formed the 
alternate cultural category.   

Dunn Ross and Iso-
Ahola (1991)  

Iso-Ahola’s theory asserted that personal escape, personal 
seeking, interpersonal escape, and interpersonal seeking 
motivate tourism and recreation.    

Mansfeld (1992) The role of motivation in travel behaviour and its complex 
nature  

Fodness (1994) A measurement scale was developed for leisure travel with 
20 items  

Kozak (2002) Differences of motivations among tourists visiting different 
destinations and tourists from different countries visiting 
same destination with respondents from the United 
Kingdom and Germany  

Yoon & Uysal (2005) Casual relationship between push-pull motivations, 
satisfaction nd destination loyalty.  

Jang & Wu (2006)  Influences of sociodemographic factors, economic status, 
health status and positive and negative affects on travel 
motivation among senior Taiwanese.    

Rittichainuwat (2008) Ravel motivation to a tourism destination, using the disaster 
hit beach resort in Phuket as an example.  

Many tourism researchers (Chon, 1989; Weber, 2001; Tikkanen, 2007) base 

their theoretical background on Maslow’s five-stage hierarchy of needs theory 

(Maslow, 1954).  Maslow’s theory offers one systematic approach to motivational 

structure (Figure 2.1) whereby travel needs are in hierarchical order of increasing 

motivational importance: physiological, safety, social, esteem, and self-actualization.  

A person will try to satisfy the most basic needs first.  When a person succeeds in 

satisfying a lower level need, it will cease being a current motivator and the person 

will try to satisfy the next most important need.   
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Figure 2.1 Maslow’s Hierarchy of Needs  

      (Source: Maslow, 1954)  

 

Pearce (1988) also developed a model known as the Travel Career Ladder 

(Figure 2.2) whereby travelers differ with respect to their travel career level due to 

their motives for travel.  Whilst it is expected that a traveler will ascend the ladder 

over time, it is also recognized that the same traveler may vary in his/her travel 

career level depending on the travel situation.  For example, family holidays are 

perceived as opportunities for quality family time that allow bonding to ensure the 

happiness and togetherness of the family (Schanzel, Yeoman & Backer, 2012).  This 

would be related to ‘relationship needs’ which is quite high up in the Travel Career 

Ladder as shown in Figure 2.2.  Importantly, the family market (families with 

dependent children) account for about 30% of the leisure travel market around the 

world and represents an important current and future market for tourism providers 

(Schanzel, Yeoman & Backer, 2012).   
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Dann (1977) also proposed two factors as travel motives: anomie and ego-

enhancement which were viewed as push factors.  Anomie refers to the desire to 

transcend the feeling of isolation obtained in everyday life where the tourist simply 

wishes to get away from it all.  In addition, ego-enhancement derives from the need 

for recognition which is obtained through the status conferred by travel (Fodness, 

1994).  Dann also noted push and pull factors in a travel decision whereby people 

travel because they are pushed by their internal forces and pulled by external forces 

such as destination attributes.   

This thesis will focus on the conceptual framework proposed by Gnoth 

(1997) on tourism motivation and expectation formation.  The model (Figure 2.3) 

starts from motives that cause individuals to search the environment for objectives 

that satisfy them and their needs and value system then determine their attitudes and 

expectations.  In Gnoth’s model, attitudes are separated in singular form and placed 

Figure 2.2  Travel Career Ladder  

              (Source: Pearce, 1988)  
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after expectations and follows the event which is defined as the perception of 

experiences.  The model suggests that attitude is tantamount to satisfaction or 

dissastisaction of the experience.  

 

 

 

 

 

 

 

 

    Figure 2.3 Tourism motivation conceptual framework  

       (Source: Gnoth, 1997, p. 286) 

As highlighted in Chapter One, one of the main objectives of this study is to 

understand the perceptions and attitudes of Chinese tourists prior to their visit to Fiji 

and post-visit experience. The conceptual framework model suggested by Gnoth 

(1997) is ideal for this study as it analyses these three concepts in a holistic 

perspective to provide an understanding about the motivations and expectations of 

Chinese tourists to Fiji and that their perceptions are determined by the positive or 

negative tourism experience in Fiji.  

2.5.2 Tourists’ decision making process  

The study of tourists’ destination choice is becoming an increasingly 

important topic in tourism studies as it sheds light on the nature and pattern of 

individual tourism demand (Josiassen & Assaf, 2013; Yang, Fik & Zhang, 2013).  

Understanding tourists’ expectations and motivations is critical to marketers. The 

various factors that motivate tourists to travel to a particular destination are usually 

identified by assessing their level of satisfaction during their visit experience (Li et 

al, 2010).  Satisfaction is one of the most researched topics in the field of tourism 

research (Kozak, Bigne & Andreu, 2003) and has been approached from different 
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perspectives and theories.  One of the most common is the disconfirmation paradigm 

which suggests that tourists have previous expectations which they compare with the 

perceived outcome of the service (Oliver, 1980)   

Destination marketers or managers are usually advised that, in addition to 

physical attributes, it is important to focus on key variables of the tourist-destination 

relationship such as satisfaction, trust and attachment (Chen & Phou, 2013).  

Individual tourists who have trust towards a destination will also feel more attached 

to it, and thus a positive emotional relationship can be developed that can increase 

tourist loyalty.  Trauer & Ryan (2005) also suggest that location may be secondary in 

that the quality of experience is primarily determined by the intimacies that exist 

between local people and visitors. This then leads to the intention to revisit and 

willingness to recommend it to family and friends which is crucial for the success of 

destination tourism development and sustainability (Chen &Tsai, 2007).   

A tourist’s consumption process can be divided into three parts: pre-visit, 

during and post visitation (Ryan, 2002).  The pre-visitation involves the image 

viewed by visitors about the destination.  During the visitation includes service 

delivery which is an intangible process and includes factors such as reliability, 

responsiveness, assurance and empathy. Post-visitation is then linked with a visitors 

satisfaction where visitors analyze their experiences after their visit to a destination 

and decide whether this would impact them visiting the destination for a second time 

or recommending it to family and friends through positive word of mouth.  The pre-

visitation phase is mostly related to information gathering and it is generally 

accepted by psychologists as well as other social scientists that, as in other decisions, 

a certain risk is involved in deciding where to go (Etzel & Wahlers, 1984; Sheldon 

and Mak, 1987).  Nolan (1976) found that information from friends and relatives, 

although ranking lowest in credibility was the most comprehensive whereas 

information given by official sources (such as guide books and tourist offices) ranked 

high in terms of both credibility and quality.  In addition, travel agents are seen to 

play an important role in situations in which tourists have only vague ideas of where 

they want to go (Mill & Morrison, 1985).  Therefore, it is critical for destination 

marketers to have some understanding on the tourist’s consumption process so that 
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suitable marketing strategies are implemented during pre-visit, during the visit and 

post visitation.    

2.5.3 Visitor experiences  

The visitor’s experience at a destination consists of interactions with many 

attractions, regions, resources and groups of facilities and services (Feng, Morrison 

& Ismail, 2002).  Most recently, tourism researchers and practitioners have expressed 

a renewed appreciation for understanding the visitor experience in order to enhance 

their satisfaction and destination sustainability (Weiler & Yu, 2006; Tung & Ritchie, 

2011).  

Satisfactory visitor experiences generate positive word of mouth and 

increased visitor numbers, which in turn creates a ripple effect through increased 

economic and social well-being of local communities by way of increased revenue, 

employment, regional development and social stability.  More importantly, tourist 

satisfaction promotes the long term steady growth of tourism, particularly in the 

areas of management and marketing (Soderlund, 1998; as cited in Lee, 2009).  As 

many tourism destinations rely heavily on repeat visitors, understanding revisit intent 

has become an important topic for practitioners and academics (Assaker, Vinzi & 

Connor, 2010).  Repeat visitors are generally regarded as desirable because 

marketing costs needed to attract repeat visitors are lower than those required for 

first-time tourists (Alegre & Juaneda, 2006; Fuchs & Reichel, 2011).   

Furthermore, it has been found that cultural variations in value orientations 

and social behavior have direct impacts on tourist holiday experiences (Plangmarn, 

Mujtaba & Pirani, 2012).  Culture refers to the values, ideas, attitudes and 

meaningful symbols as well as arifacts elaborated in a society and are transmitted 

from one generation to another and serves to shape human behavior (Luiz, 1987).  

The hosts’ ability to respond effectively to a culturally different tourist is an 

important element determining positive tourist holiday experiences and satisfaction 

(Plangmarn, Mujtaba & Pirani, 2012).   

It is therefore noted from the above discussion that the understanding of 

tourists’ decision making process, tourists’ motivation and visitors’ experiences are 

inter-related and undoubtedly significant in contributing to the overall objective of 
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any tourism destination which is to enhance its destination image through destination 

branding and to provide a positive tourist experience to boost repeat visit.      

2.6 DIVERSIFICATION TO NEW SOURCE MARKETS  

Market diversification has been considered an important business strategy for 

increasing market share and profitability (Lee & Jang, 2007). Dundas & Richardson 

(1980, p.3) viewed diversification as “differentiating markets and pursuing more than 

one target market” and some studies have found that diversification and partnerships 

can minimize vulnerability to crisis and lead to rapid economic recovery (Zeng, 

Carter, & Lacy, 2005).  In addition, according to Chen, Jang & Peng (2011), 

diversification is a risk management technique that mixes a variety of investment 

tools within a portfolio and reduces the risk of an entire portfolio being diminished 

by a single investment’s loss.  Moreover, diversification can reduce volatility over 

time.   

Many tourism destinations are diversifying their source markets in an effort 

to improve tourism resilience and ensure the sustainability of its tourism industry. 

Tourism seasonality is one of the most prominent features of tourism (Hinch & 

Jackson, 2010) as many tourism destinations spend considerable time, money and 

effort to modify these seasonality patterns through the development and 

implementation of strategies designed to provide tourist numbers during the low 

seasons. One of the earliest and most influential works in tourism seasonality was 

published by BarOn (1975) which examined seasonality in 16 countries using data 

covering a period of 17 years.  BarOn’s work confirmed that the arrivals and 

departures of tourists fluctuate from month to month due to seasonality and other 

predictable factors that can be measured to improve forecasting, policy making and 

marketing of tourism destinations.   

However, most of the literature on tourism seasonability describes seasonal 

variations in visitation as a problem that results in a number of negative effects on 

the destination and the people living within that destination (Edgell, 1990; Laws, 

1991; Poon, 1993).  As highlight in the above discussion, this is where destination 

management plays a crucial role in terms of recognizing and dealing with change 

which relate to changing market conditions (King, 2002).  The aspect of tourism 
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seasonality is discussed in this study as the Chinese outbound market to Fiji has been 

seen to be a different emerging market with different seasonality patterns compared 

to traditional markets.   

Furthermore, to achieve destination competitiveness, a destination must 

differentiate itself favorably from its competitors or positively positioned in the 

minds of the consumers (Lee, Lee & Lee, 2014). For example, Jamaica was heavily 

dependent upon the U.S market, which accounted for over 2.9 million visitors 

annually. The erosion of the economic position in the United States meant a 

reduction in arrivals and the slowing down of investment activities.  As a result, 

Jamaica took a proactive approach to diversify the tourism market which resulted in 

the courting of emerging markets in South America and Eastern Europe (Hines, 

2011).  Furthermore, Bali’s tourism industry has been heavily reliant on the Japan 

market which ranks in the top five markets for the country’s tourism industry.  The 

impacts of the global financial crisis resulted in a significant drop in the number of 

Japanese visitors to Bali in 2009 and 2010, resulting in several hotels in Bali 

diversifying their products to different markets (The Jakarta Post, 2011).  

However, despite many tourism destinations diversifying into new source 

markets, the tourism industry is not a simple industry to develop.  A study by 

Sharpley (2002b) on rural tourism and tourism diversification in Cyprus, highlighted 

the challenges of establishing good relationships with the major tour operators in the 

new source market.  Likewise, the lessons learnt from a study on Abu Dhabi 

(Sharpley, 2002a) showed that tourism has considerable advantages over other 

economic sectors, but gaining a share of the global tourism market is a complex and 

expensive process, and requiring a significant degree of Government support.  

Therefore, whilst tourism has been generally regarded as a private sector activity, 

many governments are active participants in tourism development (Sofield, 2003) 

and much of the involvement is related to policy formulation, to a greater or lesser 

degree which would impact upon tourism, directly or indirectly. According to Tyrell 

& Johnston (2007), many small states are potentially more vulnerable than large 

developing countries due to the lack of diversification, trade dependence and the 

impact of natural disasters and Government response can positively influence the 

recovery from tourism decline.   
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The Global Financial Crisis (GFC) is one such exogenous shock which 

created an adverse impact on international tourism in 2009 (Griffith-Jones & 

Ocampo, 2009; Smeral, 2009; Velde, 2008), through the decline in merchandise 

exports, rising unemployment and rapidly eroding consumer confidence 

(Papatheodorou, Rossello, & Xiao, 2010; Smeral, 2010).   

According to the UNWTO Barometer, international tourist arrivals declined 

by 8% in the first quarter of 2009, compared to the same period in the previous year 

(UNWTO, 2011). The highest impact was felt in Europe, with a 10% decline in the 

first quarter of 2009, followed by Americas by 5%, with Asia and the Pacific decline 

being faster than expected at 6% (Papatheodorou, et al., 2010).  However, the 

greatest decline in demand for foreign travel in 2009 was estimated for Japan and 

United States at 22% and 14.5% respectively, partly because of their relatively high 

demand elasticities. The US economy was severely affected with weak consumer 

demand, general uncertainties about the future, a weak labor market, rising 

unemployment, and significant loss in wealth and tight credit conditions which led to 

households being extra cautious about spending money (Smeral, 2010).   

However, the outlook on the Chinese outbound market during the global 

financial crisis appeared more promising. For example, Song & Lin (2009) 

undertook a study on tourism demand in terms of inbound tourism to Asia and 

outbound tourism from Asia by considering the possible impacts of the current 

financial and economic crisis. The findings showed that China and Hong Kong were 

the only two source markets within Asia that experienced positive growth in tourist 

expenditure in 2009 and that this trend was likely to continue in the future.  

Likewise, to replace the significant decline in Japanese visitors as a result of the 

global financial crisis, Hawaii turned to one the fastest growing economy in the 

world, being China, to sustain the tourism industry (Agrusa, Kim, & Wang, 2011). 

Therefore, the global financial crisis proves that the effects of major global 

financial recession are far reaching, thus there is a need for tourism destinations to 

explore the possibility for diversification into other tourist source markets that are 

better sheltered from global financial shocks in order to improve resilience.  
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2.7 THE DEVELOPMENT OF TOURISM IN CHINA    

As this study focuses on the Chinese traveler to Fiji, it is necessary to have an 

understanding on the overall development of tourism in China.  The tourism industry 

in China has evolved from a state of almost non-existence to become a niche of 

growth for the Chinese economy (Bowden, 2005; Sofield & Li, 2011). China’s 

tourism dates back thousands of years when emperors, scholars, monks and other 

religious people were frequent travelers because they had positions of power, 

intellectual interests or free time (Arlt, 2006).  In fact, the notion of travel is deeply 

rooted in Chinese culture which is reflected widely in Chinese literature through age-

old proverbs and sayings that underline the importance of travel as part of life among 

the Chinese (Tse & Hobson, 2008).   

However, the wars of the late 1930s and 1940s put an end to all pleasure 

travel in China and the travel and tourism industry was considered as a form of 

political activity (Keating & Kriz, 2008). During the Mao era, there were restrictions 

on travel within China where permits were required on internal passports to travel 

from one town to another, and hotel guests were required to register with the police 

upon arrival at their destination.  The only people allowed to travel abroad were the 

Communist elite, diplomats, spies, opera singers, musicians, world class athletes and 

other privileged people (Hays, 2008). 

The Chinese economy grew rapidly since China started economic reforms in 

1978 which subsequently led to the rapid development of the tourism sector (Witt 

&Turner, 2002). The outbound tourism trend by Chinese citizens grew again in the 

early 1980s with tours to visit friends and relatives (VFR) in Hong Kong and Macau, 

and was followed by cross-border day trips in the late 1980s to Russia, Korea and 

Mongolia (Kline & Wang, 2010; Li, Lai & Harrill; Xie & Li, 2009).  A major change 

in the Central Government’s policy on international travel in 1990 officially enabled 

Chinese nationals to join leisure tours organized by the China Travel Service (CTS) 

to Hong Kong, Macao and several Asian countries, namely, Malaysia, Singapore and 

Thailand (Lew, Yu, Ap, & Guangrui, 2003). In addition, the Chinese Government 

has been acting as a regulator in formulating and implementing positive and forward 

looking tourism policies (Witt &Turner, 2002).  However, there are factors which 

worry the Government as outbound travel by Chinese nationals means a hard 
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currency drain from state funds.  Therefore, in order to manage this market, the 

Chinese government implemented several controls, one of which was the 

implementation of the Approved Destination Status (ADS).     

The Approved Destination Status (ADS) is a status granted to a foreign 

country by the Chinese government which allows outbound Chinese tour groups to 

travel to that country.  Without an ADS agreement, a destination country is not 

allowed to receive tour groups from China and vice versa, and it cannot promote its 

tourism business in China (He, 2010).  It serves as a transitional program for the 

Chinese Government to establish a well-managed, orderly and controlled system 

which allows a greater number of its citizens to travel abroad.  

Basically, the mainland Chinese Government indicated seven guidelines to be 

met by countries in order to receive ADS and therefore to receive Chinese tourists 

(Kim, Guo & Agrusa, 2012).  First, countries should generate outbound tourists to 

China. Second, the country should have a favorable political relationship with China.  

Third, the countries should have attractive tourist resources and suitable facilities for 

Chinese travelers.  The safety of the Chinese travelers should also be guaranteed 

along with freedom from discrimination. Fifth, the destination countries should be 

easily accessible by transportation.  Sixth, the outbound tourists from the destination 

countries should have a balance with China in terms of tourists’ expenditures. Lastly, 

the market of tourists from foreign countries to China, along with tourists from China 

to these countries should be increased reciprocally.  

The first ADS destinations were Australia and New Zealand, which were 

approved in 1999 (Pan & Laws, 2007; Xie & Li, 2009). From then, the speed with 

which approvals were granted accelerated and by the end of 1999, fourteen countries 

and regions were recognized as designated tourist destinations for Chinese residents.  

Dai (2008) also noted that traditionally, Chinese outbound travel was highly 

concentrated within Asia, but a growing number of Chinese tourists have become 

more interested in and are comfortable with long-haul travel.  In fact, a survey by Li 

(2010) showed that 11.5 million Chinese had travelled or planned travel to 

destinations outside of Asia.  The individual travel scheme (ITS) which was later 

introduced in 2003 also allowed mainland Chinese from certain provinces to travel 

freely to Hong Kong and Macau (Fischer, 2005). 
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The adjustment of the holiday system in China also changed people’s leisure 

time and influenced their choice of tourist destination (Xie & Li, 2010).  China first 

started the practice of giving two days off in a week and four years later in 1999, the 

3 week-long holidays (Spring Festival, May Day Holiday and National Day holiday) 

were introduced.  These significantly increased people’s leisure time and contributed 

to the development of China’s outbound travel market.  In 2008, the Government 

further extended the statutory holiday by retaining four traditional festivals being the 

Eve of Spring Festival, Tomb Sweeping Day, Dragon Boat Festival and Mid-Autumn 

Festival to the list of public holidays.   

The China outbound travel market has been one of the fastest-growing 

international markets over the past decade (Li et al, 2010; Jang et al, 2003) and 

according to the UNWTO, China will be the world’s top tourist destination by 2020, 

receiving a total of 140 million international visitors annually.  In addition, China is 

expected to rank as the fourth largest outbound tourist generating country 

contributing 100 million visitors annually to the world travel market.  The increase in 

ADS destinations has also widened the range of choices for Chinese travelers (Xie & 

Li, 2009).  Chinese travel expenditure is also expected to be the second-fastest 

growing in the world at close to twice the global average (UNWTO, 2011).  A study 

in Australia indicated that the average consumption of a Chinese tourist in Australia 

is four times that of a Japanese visitor, and it is estimated that by 2014, Chinese 

tourists visiting Australia would be spending AU$5.9 billion per annum (Lau & 

Mold, 2006 in Xu & McGehee, 2011).  The result of increases in leisure time and 

finance in ADS countries are linked with motivational theories (See Table 2.1).  

Specifially, Maslow (1954) and  Pearce (1988) suggest that these changes will result 

in Chinese visitors becoming more experienced tourists and as a result, their 

motivations will change as well as the places they want to visit.  

Although the Chinese outbound market has grown remarkably over the past 

decade, it is important to note that the national DMO in China, China National 

Tourism Association (CNTA) has comparatively low administrative status and weak 

bargaining power.  Although CNTA acts as a primary and principal initiator for 

tourism policy, it lacks real political authority (Airey & Chong, 2010).  In addition, 

studies have suggested that China’s tourism planning especially by the China 
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National Tourism Administration has come to the end in its present form for lack of 

innovations (Lai, et al, 2006).  Furthermore, it has been highlighted that China’s 

tourism administrations and bureaus are not performing all of the roles of destination 

management to the same extent as those DMOs outside of China.  For example, there 

is strong focus on product development with less focus on research, marketing and 

promotion, and community relations (Morrison, 2013).   

2.7.1 Profile of the Chinese traveler   

The current tourism literature have focused mostly on travelers’ perceptions 

and satisfaction levels in relation to traveling in Western countries but there are few 

studies which addresses Asian countries.  As highlighted in the above discussion, 

China has a very different cultural background compared to Western countries and 

therefore have different preferences and motivations (Peterson, 2009). There is also 

the suggestion of the need for tourism destinations to appreciate that China is not a 

homogenous market (Zhang and Heung, 2002).  Over the past decade, there have 

been a growing number of studies carried out to learn about the motivations of 

Chinese outbound tourists and their decision making process (Hanqin & Lam 1999; 

Hsu & Lam, 2003; Ki, Guo & Agrusa, 2005; Lo & Lam, 2004; Pan & Laws, 2001).   

The discussion below focuses on findings from a recent report by the 2014 

China International Travel Monitor which examined the profile of the average 

Chinese traveller by looking at the reasons for their international travel, the length of 

their trip, whether they prefer to travel independently or as part of an organized 

group, their preferred travel companions, the most popular travel times and their 

average spend (China International Travel Monitor, 2014).  The  findings from this 

particular report is compared with findings from other similar studies that have 

contributed at some length to define and identify the attributes of the average 

Chinese international traveler.  It is interesting to note that there are some 

discrepancies between what Chinese travelers consider important attributes which 

influence their travel decision and what they actually request from hoteliers and 

tourism destinations. For example: 39% of Chinese travelers mentioned that the 

provision of in-house Mandarin speaking staff need improvement however this issue 

was only raised with 15% of hotels.  In addition, travel and tourism guides are 
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mentioned by 48% of Chinese travelers surveyed but only 17% requested this from 

their hotel (China International Travel Monitor, 2014).   

Increase in travel abroad  

Firstly, the findings from the 2014 China International Travel Monitor 

showed that Chinese international travelers now take more trips abroad than ever 

before.  In 2014, Chinese travelers traveled 4.67 times in the past five years 

compared with 3.53 trips in 2013 (China International Travel Monitor, 2014).  

China’s economic boom has generated a wealthy minority that has a strong appetite 

for luxury goods and services including travelling abroad.  According to He (2010), 

the upper middle-class is the main source of Chinese outbound tourists and consists 

of mature householders and high-income earners.  Mature householders are a middle-

aged subgroup whose children have left home and become financially independent. 

They enjoy a higher per capita income, larger amount of discretionary funds, well-

educated and look for new experiences such as overseas travel (He, 2010). China’s 

international travelers are also amongst the wealthier of China’s citizens with an 

average annual household income of US$39,784 in 2013 (China International Travel 

Monitor, 2014).  

Reasons for travel and length of stay  

Secondly, nearly all of China’s international travelers travel abroad for leisure 

purposes (China International Travel Monitor, 2014).  In addition, previous studies 

have shown that Chinese tourists’ motivation to visit short-haul destinations was to 

acquire new knowledge and build stronger relationships as well as a desire for 

shopping in a destination where transportation systems and available services were of 

the highest standard (Hanqin & Lam, 1999).  On the other hand, a key driver of long-

haul travel by Chinese tourists was the attraction of visiting a capitalist society (Hsu 

and Lam, 2003).  

Recent findings also note that the most popular activities for Chinese 

travelers are sightseeing (73%); dining (64%) and shopping (56%) which clearly 

shows that whilst shopping is an important attribute for Chinese travelers, 

sightseeing is seen as a more important destination attribute (China International 

Travel Monitor, 2014).  There are also a number of different and conflicting sources 
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of data on Chinese expenditure whilst on travels abroad.  For example, shopping is at 

the top of the agenda for Chinese tourists who visit the United States with over 87% 

of visitors spending an average of US$4,400 per trip on high-end hotels to cosmetics 

which has made them the second-biggest spenders after visitors from India (Boycoff, 

2014).  However, findings from a study on Chinese tourists to Victoria, Australia 

appear to contradict the notion that Chinese are big spenders by stating that Chinese 

consumers always look for cheaper prices when making purchasing decisions and 

that they do not really pay much attention to quality (Weiler & Yu, 2006).  Some of 

the reasons suggested for this are the standard of living whereby Chinese tourists 

may be restricted financially; knowledge of quality tourism products whereby 

Chinese tourists are unaware of which tourism products are of good quality; and 

travel motivation, that is, if Chinese tourists are traveling for the sole purpose of 

shopping.  

In terms of length of stay, Chinese travelers typically spend between one to 

two weeks away when travelling internationally.  Leisure trips are generally shorter 

(1.4 weeks on average) whilst trips to visit friends and relatives or for education 

reasons are the longest in length.  In addition, at least 54% of Chinese travelers travel 

with a partner and children or with family members (China International Travel 

Monitor, 2014).   

Group travel  

There have been opposing views on the preference of Chinese tourists 

travelling on group tours in comparison to independent travel.   According to Huang 

& Weiler (2010), it is expected that a growing number of Chinese travelers will 

choose a more independent travel mode as the market matures.  However,  in the 

foreseeable future, it is expected that the majority of Chinese travelers will continue 

to use package tours which include tour guiding as their core services.  Likewise 

Xinjun (2011) also confirmed that Chinese tourists prefer (in order) package tours, 

semi-free independent travel, free independent and incentive tour.  A study by Yu 

and Weiler (2001) also indicated that Mainland Chinese holidaymakers to Australia 

preferred package travel because of convenience and reasonable prices as it is much 

more difficult to acquire visas when traveling independently compared with tour 

groups on a package holiday.  However, according to recent findings, a growing 
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number of Chinese travelers (67%) say that they prefer to make their own travel 

arrangements when travelling abroad rather than joining an organized group.  This 

development is also reinforced by hoteliers in Mainland China who say that 71% of 

their Chinese guests now travel independently (China International Travel Monitor, 

2014).  

Booking trends and main tourist generating cities   

There have been studies carried out on Chinese travelers’ decision-making 

process of selecting a vacation destination (Lam & Tsu, 2004). Social media has 

played a significant role in influencing Chinese tourists and suggests that travel and 

social media share a strong connection in China (Kristensen, 2013).  A distinct 

characteristic about the Chinese travel market is that it is the experienced tourists and 

not the travel professionals that are trend setters.  Recent findings showed that 91% 

of Chinese internet users reportedly have a social media accout and many Chinese 

travelers now share their photos and experiences on social media during and after an 

international trip (China International Travel Monitor, 2014).    

In terms of the main tourist generating cities in Mainland China, it is noted 

that although Beijing, Shanghai and Guangzhou continue to remain the key tourist 

generating cities, the attractiveness of outbound tourism is also spreading towards 

many of the smaller regions in China and that this change should be adequately 

reflected in the travel products that are packaged and promoted by ADS countries 

(Kim et al, 2005).   

Destination wish list  

One of the findings from the 2014 China International Travel Monitor 

examined the destinations that Chinese travellers would choose to visit in 2014 in 

comparison to the destinations they visited in 2013. There is a far greater appetite to 

see new destinations rather than returning to former favorites (China International 

Travel Monitor, 2014).  European destinations are the most popular amongst Chinese 

travelers in terms of places they wish to visit in the second half of 2014 (Table 2.2).  

According to the China National Tourism Administration (2008), Europe is the 

continent with the most ADS countries and China’s outbound tourist flow to Europe 

is becoming more intricate as the number of ADS countries continues to grow.  Asia 
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is next with 53% of the vote and the continent is slightly more popular amongst 

younger travelers below the age of 35 years (China National Tourism 

Administration, 2008).   

Table 2.2 Destinations that Chinese travelers would like to visit in 2014 

 

Rank 

 

Destination wish list 

 

Reality 

1 Australia USA 
2 France Hong Kong 
3 New Zealand Thailand 
4 USA Japan 
5 Switzerland France 
6 Canada UK 
7 UK Italy 
8 Singapore South Korea 
9 Hong Kong Taiwan 
10 Germany Malaysia 

 

It is interesting to note that Chinese travelers in this study identified Australia 

as the most welcoming country, followed by Singapore, France, New Zealand and 

South Korea.  In addition, Hong Kong is at the top of the list of destinations searched 

for on the Hotels.com Chinese website during the first five months of 2014 (China 

International Travel Monitor, 2014).   

Although Fiji is not mentioned in the above destination wish list, it is 

imperative to note that Fiji has access to Australia, New Zealand and Hong Kong 

with Fiji Airways which operates direct flights to these destinations. In addition, 

Australia and New Zealand are in close proximity to Fiji. As elaborated in the above 

discussion, one of the challenges for long-haul markets is for destinations to be 

presented or packaged along with other places as an attractive stopover that either 

complements the main destination or possesses such unique attributes that a visit is 

deemed essential to the overall enjoyment of the trip (McKercher & Wong, 2004).  

In addition, it is important to note that significant competition exists in China’s 

outbound tourist market and therefore a destination and tourism-related enterprises in 

the destination need to not only adapt to the preferences of Chinese tourists but also 

react appropriately to the marketing strategies of other destinations (Tse & Hobson, 

2011).    

Source: China International Travel Monitor, 2014  
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Therefore, Fiji is in an advantageous position with direct flights and access to 

Australia, New Zealand and Hong Kong.  More focused destination marketing 

strategies should be employed to raise the profile of the destination to Chinese 

travelers in Australia, New Zealand and Hong Kong.   It would also be valuable for 

Fiji to evaluate new Chinese migrants to Australia and New Zealand in terms of the 

family market so that they consider including Fiji in their travel itinerary either as a 

secondary destination or post-business destination.   

2.8 SUMMARY   

This chapter provided the relevant background and understanding on the 

important concepts of destination management, destination marketing, tourist 

motivations and preferences which are crucial in establishing destination 

competitiveness and influencing tourists’ decisions to visit a particular destination.  

The conceptual framework by Gnoth (1997) is used in this study as the concepts of 

motivation, expectation and attitude are anayzed in the survey to understand the 

perceptions and attitudes of Chinese tourists to Fiji.   

Many tourism destinations are diversifying to new markets, and specifically 

to the Chinese outbound market to sustain their tourism industry.  China has also 

been the fastest growing emerging market for Fiji, however it is noted from the 

above discussion that China is not a homogenous market and that their motivations 

and expectations differ from people from Western countries or even those from other 

parts of Asia.  There have been numerous studies that have been carried out on the 

Chinese outbound market that have attempted to define the profile of Chinese 

tourists in terms of the attributes that influence their decision to travel, where they 

travel to and what activities they carry out.  The findings outlined in the China 

International Travel Monitor (2014) reveal that there are differences between where 

Chinese travelers want to go and where they actually went as well discrepancies 

between what Chinese travelers consider are important to them and what they 

actually request from hoteliers and tourism destinations  
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TOURISM IN THE SOUTH PACIFIC AND FIJI  
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3.1 INTRODUCTION  

This chapter provides the relevant background on the development of tourism 

in the South Pacific and in Fiji and an analysis of Fiji’s Tourism Development Plan 

and review of Tourism Fiji’s marketing strategies.   

3.2  THE DEVELOPMENT OF TOURISM IN THE SOUTH PACIFIC    

Tourism, which was positively discouraged by many Governments in the 

South Pacific during the 1970s (Scott, 1970) has now become one of the key drivers 

of economic growth and sustainable development for many Pacific Island Countries 

(Harrison & Prasad, 2011) through its contribution to the Gross Domestic Product, 

government revenue, employment, foreign exchange and bringing in lease money for 

collectively-owned land.  However, the dependence on tourism differs between PICs. 

For example, Fiji and Papua New Guinea occupy the largest land mass in the South 

Pacific and are the top two countries that attract the largest number of international 

visitor arrivals.  In contrast, the micro size of Tuvalu, Niue and Nauru works against 

their economic viability to achieve economies of scale, which increases their 

vulnerability (Sofield, 2003).  Figure 3.1 below shows the number of international 

tourist arrivals to the PICs between 2008 to 2010 which clearly shows that Fiji takes 

the lead in the South Pacific with the largest number of international visitor arrivals.  

 

 

 

Figure 3.1 International tourist arrivals to PICs: 2008-2010  

           (Source: SPTO, 2010) 
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In addition to the economic benefits of tourism, there have been case studies 

carried out in Vanuatu and Fiji which indicate that earnings from tourism improve 

workers’ housing and village infrastructure and can reduce rural-urban migration 

(Kuilamu, 2011; Movono, 2011).  However, the urban drift is still an evident 

problem as Fiji’s Tourism Development Plan continues to focus development on 

tourist areas instead of rural areas as these areas will require substantial development 

in terms of providing the appropriate medical services, shopping and activities that 

appeal to international tourists.  Therefore, there needs to be a closer collaboration 

within different Government Ministries.  In terms of accessibility, there is a need to 

work with the Fiji Roads Authority and the Ministry of Tourism and Transport; for 

the lack of accommodation, it is critical to work with the Ministry of National 

Planning and Native Lands Trust Board (NLTB) and the Department of Town and 

Country Planning and  Investment Fiji (WWF, 2003).   It is also important to 

mention that, following the 2014 elections in Fiji, Lorna Eden, a board member of 

the Fiji Hotel and Tourism Association and owner of the Savusavu Hotsprings hotel, 

was elected and appointed the new Assistant Minister for Finance, Public Service, 

Public Enterprise and Trade and Tourism.  Recent media reports (Fiji Times, 2014) 

noted Lorna Eden’s important inclusion in Fiji’s Government and that she would 

champion issues relating to the rural-urban drift by addressing the need to create 

more jobs in rural areas and for Government to be more involved in specific 

infrastructure needs.  

The benefits of tourism, along with other aspects of the Western consumer 

society have created a mixed blessing to the Pacific Islands (Boniface & Cooper, 

2009). For example, although tourism, in some cases, has helped to revive the 

folklore of the islanders and provide new markets for their traditional handicrafts, 

much of the spending by tourists is not spread evenly throughout the local economy.  

For example, all resorts on Denarau Island in Fiji are transnational owned which 

results in the repatriation of profits offshore and considerable imports of food and 

beverage as well as facilities to meet tourist requirements.  

However, the outlook on tourism in the Pacific is promising with destinations 

in Asia and the Pacific being expected to dominate global economic growth in the 

travel and tourism industry (UNESCAP, 2010).  In 2011, international visitor arrivals 
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to the Pacific showed a year-on-year increase of 7% (SPTO, 2011).  Some of the 

factors that contributed to the strong performance and growth in tourist arrivals in the 

Pacific included the rising levels of disposable income; improvements in 

transportation and the introduction of low-cost airline services; easier access from 

traditional source markets and the emergence of new source markets, such as China 

and India. Likewise, the Pacific Asia Travel Association [PATA] report stated that 

even in times of economic uncertainty, the Asia-Pacific region continues to perform 

strongly, reinforcing its image and position as a powerhouse of international travel 

and tourism (PATA, 2011). The report further revealed that the source market mix 

was also changing, with more traditional markets such as Australia and New Zealand 

losing ground to the emerging markets of China and India.   

3.3 INTRODUCTION TO THE REPUBLIC OF FIJI  

The Republic of Fiji comprises an archipelago of more than 332 volcanic and 

coral formation islands in the South Pacific Ocean about 1,100 nautical miles 

northeast of New Zealand’s North Island (Ministry of Tourism, 2012).  As shown in 

Figure 3.2 below, Fiji’s  closest neighbors are Vanuatu to the west, New Caledonia to 

the southwest, Tonga to the east, Samoa and Wallis and Futuna to the northeast and 

Tuvalu to the north.   

 

 
     Figure 3.2 Map of the South Pacific   

                                                      Source: http: www.homecast.net   
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Fiji has the largest and most developed economy in the South Pacific 

(International Union for Conservation of Nature [IUCN], 2012).  The country also 

has strong trade relationships with larger economies such as Australia and the 

European Union and contains a diverse array of industries from textile production to 

film making and also benefits from a rich endowment of natural resources that range 

from pristine coral reefs to tropical rainforests (Narayan & Prasad, 2007).  Today, the 

main sources of foreign exchange are its tourism industry and sugar exports 

(Ministry of Tourism, 2012). The country’s currency is the Fijian dollar.  The climate 

in Fiji is tropical and warm year round with minimal extremes.  The warm season is 

from November to April and the cooler seasons last from May to October.  The 

temperature in the cool season averages 22 Degrees Celsius.  

From the 2007 census of population, i-taukei or indigenous Fijians stood at 

475,739, Indians at 313,798 and others at 47,734 (Fiji Bureau of Statistics, 2013).  

There are two major islands in Fiji (Figure 3.3), Viti Levu and Vanua Levu which 

account for 87% of the population (IUCN, 2012).   

 

   Figure 3.3 Map of Fiji Islands    

   Source: http: www.fijilive.com  
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Fiji’s culture is a rich combination of indigenous Fijian and Rotumans, Indo-

Fijian, Asian and European traditions.  The Fijian society has evolved over the past 

century with the introduction of traditions such as Indian and Chinese as well as 

significant influences from Europe and Fiji’s Pacific neighbors, particular Tonga and 

Samoa.  The traditional ways of life and community structures are still very strong 

and influential in Fiji and 86% of Fiji’s land area is still under traditional ownership, 

meaning that developers and investors cannot buy native land outright but must 

negotiate for time-limited permission to develop (IUCN, 2012).   

As an island nation, air access is critical to Fiji.  Nadi International Airport is 

the main international gateway for the Republic of Fiji as well as an important 

regional hub for the South Pacific (Ministry of Tourism, 2012).  The Nausori Airport 

in Suva caters for many domestic flights and a small number of international flights.  

In addition to the Nadi and Nausori  airports, Fiji also has a total of 13 outer island 

airports.  Fiji’s international airline, Fiji Airways, operates international and domestic 

flights around the Pacific as well as to Australia, New Zealand, United States and 

Hong Kong. Through code-sharing partnerships, Fiji Airways also enables 

connections to Fiji from the United States, Europe, China, Southeast Asia and the 

Middle East (Ministry of Tourism, 2012).   

3.4  TOURISM PRODUCTS AND TOURIST AREAS IN FIJI  

Fiji has a rich diversity of tourism products with accommodation ranging 

from small bure 1style village run resorts to large integrated resorts with international 

chain hotels, local cruise ships, dive operators and sea kayaks, horse riding, 

parasailing and white water rafting.  Much of Fiji’s tourism has a strong cultural 

aspect as well as presenting spectacular natural landscape. In contrast to French 

Polynesia, Fiji is attractive to a wider range of tourist demographics and budgets, 

including backpackers, adventure tourists, culture and nature interested tourists, 

diaspora tourism as well as a variety of niche markets (Harrison & Brandt, 2003).   

Every destination has certain regions or areas that are popular amongst 

tourists.  According to Cracolici & Nijkamp (2008), tourist areas are a set of specific 

                                                 
1 Bure is the Fijian word for a wood and straw hut, sometimes similar to a cabin.  In its original sense, 
a bure is a structure build of anything that comes to hand.  
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physical, natural, cultural and human resources which are rare, inimitable and non-

substitutable and can become useful to develop competitive advantage.  There are 

designated regions in Fiji that are identified as main tourist areas and these are 

highlighted below.  The information and background on each of these main tourism 

areas was extracted from the Tourism Fiji website (www.fiji.travel.com).  Chapter 5 

of this thesis identifies the main tourist areas where Chinese tourists frequent, 

therefore it is essential to provide some basic understanding on the different tourist 

areas in Fiji as well as the available infrastructure and facilities.    

3.4.1 Denarau Island 

Denarau Island is situated on the main island of Viti Levu and is the largest 

integrated resort in the South Pacific.  It is less than 10 kilometres from Nadi and 

boasts eight large resorts (Sheraton Fiji Resort, Westin Denarau Island Resort & Spa, 

Sheraton Villas, Sofitel Fiji Resort & Spa, Raddison Blue Resort & Spa, Wyndham 

Resort, Fiji Beach Resort & Spa managed by the Hilton and the Denarau Golf & 

Racquet Club), an 18-hole championship golf course and most recently, the Port 

Denarau Retail & Commercial Centre which opened in 2007.     

3.4.2 Nadi  

Nadi Town was established in 1947 as a “Government station” on the higher 

grounds of Nadi and established itself as Fiji’s tourist hub in the 1960s.  There are 

several affordable hotels along the main road between the international airport and 

downtown, most of which offer complementary shuttles from the airport.  Nadi has a 

good selection of shops selling clothing, books, jewelry and souvenirs.    

3.4.3 Mamanuca Islands  

The Mamanuca group of islands (Figure 3.4) is a favourite destination for 

those looking for an island holiday in Fiji.  As shown in Figure 3.4, the Mamanuca 

group has over 25 idyllic tropical islands located just off the west coast of Viti Levu.  

The group of islands can be accessed with flight transfers from Nadi International 

Airport or daily boat transfers.  There are a number of well-known resorts located in 

this group of islands which caters to different types of travelers.   
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        Figure 3.4 Map of the Mamanuca Islands  

                                                                 Source: http: www.fijitravel.com    

3.4.4 Yasawa Islands  

The Yasawa group of islands (Figure 3.5) holds some of the most picturesque 

and scenic islands in Fiji and offers quite a different experience.  While there are 

luxury resorts, the Yasawas is better known for its backpacking tourists.  Most 

resorts are on communal land and are locally owned and operated by family groups.  

Backpackers stay in dorms or shared rooms, whereas flash packers stay in their own 

villa or bure options.  The quality of resort bures or villas is normally about 2 to 3 

stars.  
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3.4.5 Suva 

Suva is Fiji’s capital and the largest city as well as being one of the most 

cosmopolitan cities in the South Pacific.  It is both the political and administrative 

center of Fiji.  Suva is a modern city which still has many buildings dating back to 

the colonial era, parks, gardens, museums, outdoor activities, trendy shopping malls, 

farmers markets, restaurants and entertainment.   

3.4.6 Coral Coast  

The Coral Coast is an 80km stretch of beaches and bays along the Queen’s 

Highway between Nadi and Suva and is a well-established tourist destination 

offering both the full resort experience and a chance to visit the real Fiji in the many 

villages along the way.  In fact, the Coral Coast is the birthplace of Fiji tourism with 

the Korolevu Beach Hotel which was built in the 1950s by pioneer hotelier Bill 

Clarke on 76 acres of prime real estate and was an immediate hit with the colonial 

expatriates of Australia, New Zealand and the United Kingdom.  

Figure 3.5 Map of the Yasawa Group in Fiji    

                                      Source: http: www.fijitravel.com    
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3.5 DEVELOPMENT OF TOURISM IN FIJI  

Tourism has become a solution to less developed countries and small island 

developing states alike due to its potential to promote economic growth, increase 

employment opportunities and improve the social standards of states.  For many 

Pacific Island Countries, including Fiji, tourism has progressed to the forefront of 

economic growth and development (Harrison, 2003; Rao, 2002; Reddy, 2010).  In 

particular, Fiji’s tourism industry is the largest of all South Pacific nations, and on 

average, Fiji receives more than double the number of tourist arrivals per annum than 

its nearest competitor, French Polynesia (SPTO, 2009).   

Tourism began during Fiji’s colonial days when steamship routes through Fiji 

provided the earlier initiatives by local Europeans to establish a tourist product for 

consumers (Hall & Page, 1996).  The major events which led to the development of 

tourism in Fiji are outlined in Figure 3.6 below.  

 

 

It is important to note that Fiji’s tourism industry relies heavily on the 

cooperation of the local populations (Kanemasu, 2013).  In its infancy stage, tourism 

in Fiji primarily capitalized on its tropical climate and natural environment.  

However, from the late 1960s onwards, the reputation of the Fiji Islanders as 

Few hoteliers in 
Fiji emerged; 
Formation of the 
Suva Tourist 
Board, which 
later became the 
Fiji publicity 
Board and 
Tourist Bureau 

Colonial 
administration 
implemented an 
immigration 
policy, which 
withdrew all 
passport 
requirements for 
inbound ship 
passengers 

Improvements to 
local 
infrastructure 
(Nadi 
International 
Airport, Queens 
Highway and 
development of 
accommodation 
facilities and 
services) 

Fiji experienced a 
‘tourism boom’ with 
the expansion of 
hotel rooms, 
development of the 
aviation sector and 
increased marketing 
initiatives by the 
National Tourist 
Office.  

         Figure 3.6 Development of tourism in Fiji 

 Source: (Britton, 1983)  
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naturally hospitable and friendly people created a key competitive advantage of Fiji’s 

tourism product (Samy, 1980).  

Fiji was one of the first Pacific nations to embrace tourism after World War II 

and its long history and experience with tourism is characterized by a relatively 

strong and effective national tourism organization.  Currently, Fiji has a much wider 

source market than its major competitors with most of Fiji’s tourist arrivals coming 

from Australia, New Zealand, United States, Europe, Japan, Korea and China.  In 

comparison, Fiji’s main competitors, namely Maldives, Mauritius and French 

Polynesia are largely dependent on long-haul markets in Europe and South Africa 

(Narayan, 2000).  Given the geographic proximity, Australia and New Zealand 

continues to be Fiji’s dominant source markets (Figure 3.7) with a combined market 

share of 70% whilst Asia is a growing market for Fiji with China maintaining its 

market share of 4% in 2013.   

  

 

 

3.5.1 Economic importance of tourism to Fiji   

Tourism is one of the major drivers of Fiji’s economic growth and is the 

largest source of foreign exchange (Ministry of Tourism, 2012).  The direct 

contribution of travel and tourism to Gross Domestic Product (GDP) in 2013 was 

Figure 3.7 Visitor arrivals to Fiji in 2013  

                  Source: Fiji Bureau of Statistics, 2014  
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FJ$1, 055.1m (13.8% of GDP) and this is forecasted to increase by 7.9% in 2014 

(World Travel and Tourism Council, 2014). This primarily reflects the economic 

activity generated by industries such as hotels, travel agents, airlines and other 

passenger transportation services, restaurants and leisure industries directly support 

by tourists.   Travel and tourism in Fiji also generated 43,000 jobs directly in 2013 

(12.4% of total employment) and this is forecasted to grow by 6.4% in 2014 (World 

Travel and Tourism Council, 2014).  

Tourism earnings have shown positive growth over the past three years 

(Table 3.1).  As highlighted in the above discussion, Australia, New Zealand and the 

U.S continue to be Fiji’s largest source markets with China fast becoming the largest 

earning emerging market.     

Table 3.1 Tourism earnings for Fiji: 2010 – 2013 

TOURISM EARNINGS  

[FJD Millions] 

(2010) 

1,194 

(2011) 

1,287 

(2012) 

1,300 

(2013) 

1,318 

Australia 624.2 689.2 699.1 704.8 
New Zealand 187.1 200.7 215.6 206.3 
United States of America 97.6 99.8 102.2 106.6 
Continental Europe 58.6 63.5 59.1 61.9 
Pacific Islands 52.8 44.3 46.6 49.3 
United Kingdom 47.0 47.6 35.3 41.4 
China 31.0 42.1 44.3 40.7 
Canada 21.8 24.7 24.4 23.7 
Rest of Asia 17.4 25.8 18.5 19.5 
Japan 26.0 19.4 14.3 18.3 
Others 12.8 9.7 10.2 13.7 
Korea 11.8 9.4 7.8 9.1 
India 2.8 3.5 6.3 7.5 
Cruise Ship passengers* 2.6 4.3 3.8 7.2 
Taiwan 2.5 3.9 11.5 6.7 
Malaysia 1.0 2.9 1.0 1.5 

(Source: Ministry of Tourism, 2014)  

Tourism in Fiji has also been seen to be a key driver of economic recovery 

despite the political coups in 1987, 2000 and 2006.  The trend of total visitor arrivals 

from 1980 to 2011 (Figure 3.8) shows that the political uncertainty in Fiji had a 

negative impact on international tourist arrivals.  Consequently, tourist earnings also 

declined due to the perceived uncertainty of the safety to visit Fiji during these 
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periods.  More specifically, the 1987 coup caused a 26% decline in arrivals, the 2000 

coup caused a 28% decline in arrivals and 29% decline in earnings, whilst in 2006 

only a 1% reduction in visitor arrivals was recorded with a 5% decline in earnings.  

As stated earlier, resilience refers to the ability of an economy to recover 

from or adjust to the negative impacts of adverse exogenous shocks and to benefit 

from positive shocks (Read, 2010).  Economists, on the other hand, view recovery 

when destinations achieve the record number of visitor arrivals had the external 

shock not occurred (Bonham et al, 2006).  In the case of Fiji, whilst tourism arrivals 

did not fully recover to anticipated pre-coup arrivals, this trend, to some extent, was 

the result of heavy discounting and marketing, but also shows the resilience of 

tourism to the political environment in Fiji (Harrison and Pratt, 2010).  In addition, 

tourism also stood as a key driver during the Global Financial Crisis in 2009 

whereby tourism earnings brought in over F$280 million in comparison to F$200 

million brought by the sugar industry (Reddy, 2010).  

 

 

3.5.2 Distribution of tourist expenditure in Fiji  

Tourist activities and expenditure in Fiji is primarily concentrated in the 

Southern and Western side of Viti Levu and its surrounding islands (Figure 3.9).  

Figure 3.8 Tourist arrivals to Fiji: 1980 -2011  

    Source: Narsey, 2012  
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The distribution of tourist expenditure and economic benefits from tourism are 

unevenly spread and this is mostly due to resorts and tourist developments 

concentrated around the Nadi area and surrounding islands of Mamanucas and 

Yasawas.    

 

 

 

 

3.6 FIJI’S TOURISM DEVELOPMENT PLAN  

As outlined in Chapter 2 (See Section 2.2), a normal approach to tourism 

planning is the formulation of tourism master plans which outlines an overall 

development strategy to guide the development of tourism with clear and concise 

policy statements to be implemented on the ground (Hall, 1996; Opperman & Chon, 

1997).  For the South Pacific in particular, national tourism development plans 

viewed tourism as a contributor to many economic goals such as increasing foreign 

exchange earnings, generation of employment and establishing linkages with 

elements of the non-tourism sector as well as enhancing local culture and preserving 

local traditions (Dwyer et al, 2009).     

The Fiji Tourism Development Plan (TDP) 1998 – 2005 was developed as a 

joint exercise by the Fiji Ministry of Transport and Tourism, Tourism Council of the 

Figure 3.9 Estimated total overseas visitor expenditure by area of stay 

Source: Ministry of Tourism (2001): Fiji International Visitor Survey 
Summary Report, Suva, Fiji Islands     
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South Pacific (now south-pacific.travel) and Deloitte & Touch (Ministry of Tourism, 

1998).  A review of this plan was carried out in 2003 by the World Wide Fund for 

Nature – South Pacific Programme and the Asian Development Bank to assess the 

environmental and sustainable development impacts of the plan in order to allow the 

Ministry of Tourism and its partners to make future plans as sustainable as possible.  

The main findings from this review noted the following:  

� There are particular areas in Fiji where tourist development is causing 

serious environmental degradation.  For example, tourist developments 

have put a strain on water resources particularly for hotels and resorts in 

Mamanucas and Yasawas where the supply of water comes from wells 

and rainwater collection.  Likewise, Sheraton Denarau which has its own 

golf course also demands considerable quantities of water.   

� Some estimates indicate that more than 60% of the money coming in 

from gross tourist spending is leaked out of the country. 

� Whilst alot of tourist developers and operators are following good 

practice, Fiji lacks the frameworks to ensure such practices are adopted 

across the industry.  Much of the policy, legislation and regulation needed 

to ensure good practice are not implemented or enforced. 

Based on the above findings, the TDP 1998 – 2005 was then reviewed and 

revised by the Ministry of Tourism in association with the Sustainable Tourism 

Development Consortium (STDC) and the University of the South Pacific (USP) to 

prepare the Fiji Tourism Development plan 2007 – 2016 which identifies and 

prioritizes tourism development management and marketing strategies for Fiji’s 

tourism industry (Ministry of Tourism, 2007).  The challenge highlighted in this 

revised plan was to balance tourism demand with quality environmentally 

sustainable tourism experiences.  According to the TDP 2007 – 2016, the vision for 

Fiji’s tourism is that in 2020, tourism will:  

� Exceed expectations of all visitors in service, places and product;  

� Be the key aspirational destination for the South Pacific tourism 

experience;  
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� Have strong destination comparative advantage based on natural 

resources, tradition and cultural diversity;  

� Be seen as a benefit by all people of Fiji, creating prosperity for business, 

community and government;  

� Be an industry that embraces social and cultural traditions and practices 

of all people in Fiji;  

� Support conservation and have reduced its ecological footprint;  

� Support poverty alleviation. Reduce urban migration and assist regional 

prosperity;  

� Provide its own infrastructure, support its communities;  

� Support many Fijian service and supply enterprises; and  

� Make a substantial contribution to national economic growth and be 

driving Fiji toward Developed Nation Status.  

It is important to note that it is stated in the Fiji TDP 2007 – 2016 that the 

growth of tourism in Fiji and the target of 1.1 million visitors by 2016 do not appear 

to be possible without significant growth in new markets such as China, India and 

South America (Ministry of Tourism, 2007).  There is mention that the growth in 

tourist arrivals from these emerging markets relies heavily on creating the necessary 

air links and ensuring that Fiji offers tourism products which match demand and this 

will require major branding and tactical marketing to create Brand Fiji. There is also 

the need to have a strong and coordinated collaboration between the national airline, 

national tourist office and major tourism products to develop these markets as well as 

new alliances with wholesalers and outbound operators.  Specifically for China, it is 

noted that there is a need for major efforts to create tourism products which meet 

Chinese demands and these include cuisine and shopping products (Ministry of 

Tourism, 2007).   

It is further noted in Fiji’s Tourism Development Plan that whilst the 

Ministry of Tourism is responsible for sourcing funds from the Government for Fiji’s 

tourism promotion, it channels those funds through Tourism Fiji for management and 

implementation.  Tourism Fiji, with its own legislation and Board reporting to the 
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Ministry is ultimately responsible for the delivery of the nation’s destination 

marketing and promotion (Ministry of Tourism, 2007). The following section will 

provide a review of Tourism Fiji’s marketing strategies with the aim to provide an 

analysis of the different strategies carried out in traditional source markets (Australia 

and New Zealand) and in China.   

3.7  REVIEW OF TOURISM FIJI’S MARKETING STRATEGIES   

The Fiji Visitors Bureau – now renamed Tourism Fiji is a statutory body 

funded by the Government of Fiji and represents the marketing arm of the Ministry 

of Tourism.  The marketing objectives of Tourism Fiji are to stimulate increased 

visits from international target markets, coordinate overseas promotional activities 

and to ensure Fiji’s marketing operations are innovative, effective and efficient to 

maximize available growth (Bossen, 2000). The marketing strategies implemented 

by Tourism Fiji abide by a number of guiding principles, namely:  

� Branding: the need to emphasize branding to provide the umbrella for all 

Tourism Fiji campaigns;  

� Timing: to ensure that campaigns are aligned with seasonality demand;  

� Measurability to have performance indicators for all activities carried out;  

� Fluidity: the ability to change course to react to market conditions; and  

� Online presence: expanding resources in the online space.  

Despite the above clear objectives, it has been noted that that one of the 

challenges that Tourism Fiji faces is the inability to measure the effectiveness of its 

initiatives due to the backlog of obtaining weighted visitor arrivals from the Bureau 

of Statistics and the breakdown of these figures by source markets (Tourism Fiji, 

2009).  In addition, due to financial shortfalls, Tourism Fiji is only able to partner 

with major hotel chains which consequently results in Tourism Fiji neglecting small 

operators, specifically the indigenous owners who do not have funds available for 

such marketing undertakings (Tourism Fiji, 2009).  Interestingly, it is also noted in 

Fiji’s Tourism Development Plan that the existing marketing by Tourism Fiji is 

appropriately managed but under-funded relative to the task required and that 
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Government needs to make an ongoing contribution to marketing for destination 

development (Ministry of Tourism, 2007).   

The funding and scale of marketing activities carried out in traditional 

markets of Australia and New Zealand are much more extensive in comparison to 

emerging markets such as China.  Obviously this is because Fiji has been marketing 

itself as a tourism destination to Australia and New Zealand since the 1960s and that 

these source markets represent the top ranking source markets for Fiji in terms of 

visitor arrivals and tourist earnings.  It is important to note also that Tourism Fiji’s 

regional offices are based in these traditional source markets and essentially drive the 

core marketing and awareness campaigns.  This is in comparison to China which 

does not have a regional office but only a regional representative to work with key 

tourism stakeholders within the target cities of Beijing, Shanghai and Guangzhou and 

spearhead all marketing activities for the Chinese outbound market.    

Some of the key marketing strategies in Australia and New Zealand include 

strong branding across print, outdoor, smart channels, television and online media by 

revamping images and messages that appeals to the target audience (Tourism Fiji, 

2009).  There is also the inclusion of magazine lift-outs in key Australian newspapers 

and substantial allocation of co-op funding with wholesalers and airline partners.  

The number of familiarization trips and key media visits increases every year and in 

2008, at least 450 travel agents from Australia had visited Fiji on familiarization trips 

(Tourism Fiji, 2009).  The meetings and incentives market is also an important niche 

market for Fiji with many key conferences and meetings being held in Fiji which 

further boosts visitor arrivals out of the Australian and New Zealand market.   

China represents one of the most important emerging markets for Fiji, 

alongside India and Russia.  The researcher reviewed Tourism Fiji’s marketing plan 

from 2008 – 2013 with specific focus on analysing the marketing initiatives being 

carried out on the Chinese outbound market.  It was evident that there were similar 

marketing activities that recur every year which focused on ongoing maintenance of 

the Chinese website (www.fijiislands.com.cn); hosting media outlets under the 

international media and television programme; invitation of Chinese media and trade 
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attending the annual Bula Fiji Tourism Exchange2; attendance at key promotional 

shows in China; publication of Chinese brochures and pamphlets; media and joint 

cooperatives with outbound operators to target the prime holiday season in China. 

The closure of the Tourism Fiji Shanghai Office in 2012 subsequently resulted in the 

shutdown of the Tourism Fiji Chinese website which would have affected the 

consistency in marketing.  However, there is a positive outlook for the future with 

marketing strategies to be put in place once a Tourism Fiji China representative is 

appointed by December 2014.    

As elaborated in Chapter 2 (See Section 2.6.1), China has a very different 

cultural background than the Western countries and this means that we should not 

take their preferences and motivations for granted and certainly should not expect 

theirs to be the same as the ones motivating people from the Western countries or 

even those from other parts of Asia (Zhang and Heung, 2002).  For Fiji in particular, 

the traditional markets of Australia and New Zealand provide more repeat visitors 

relative to China where most of the Chinese tourists to Fiji are first time visitors. 

Therefore, in terms of destination marketing, Fiji needs to facilitate and spearhead 

more focused marketing on specific target markets in the Chinese outbound market.   

In line with the Fiji TDP 2007 – 2016 and as outlined in the literature review 

(See Section 2.3.1), destination branding is critical to distinguish destinations and to 

convey a positive message that will motivate tourists to visit the destination 

(Middleton, 1994).  Fiji’s previous branding slogan ‘Fiji me’ and current branding 

slogan ‘Fiji, where happiness finds you’ is tailored to all target markets, whether it is 

for the wedding and honeymoon market, adventure market and family market.  In 

addition, this same branding is used for all Fiji’s source markets, whether it is 

Australia, New Zealand, Korea, Russia and China.  Therefore, it is critical that 

different branding slogans be re-created specifically for the Chinese market and 

includes a positive message that is tailored to different sub-groups.  

                                                 
2 Bula Fiji Tourism Exchange (BFTE) is the premier travel mart for the South Pacific and is an 
economical way to meet and contract with multiple wholesalers to market and promote tourism 
destinations and sell tourism products  
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3.8  DIVERSIFICATION TO THE CHINESE OUTBOUND MARKET   

Many destinations are targeting Chinese tourists and actively promoting their 

tourism destination in China with aggressive marketing and promotion (Tse & 

Hobson, 2011).  For example, within Asia, China has already become the largest 

source market of outbound tourism and has already become New Zealand’s fourth 

and Australia’s fifth largest source market (Li et al, 2010).  Chinese tourist numbers 

to the South Pacific region are small with only Fiji noting a significant rise in arrivals 

over the last decade.  It was only in 2009 that Fiji recorded 4,087 visitor arrivals 

from China which was a mere 0.8% of total visitor arrivals to Fiji.  However, the 

number has soared to 26,395 for 2012 (Fiji Bureau of Statistics, 2013) as highlighted 

in Figure 3.10 below.  This represents a 545% increase from 2009 – 2012.     

 
                  

(Source: Fiji Bureau of Statistics, 2013) 

 

The growing statistics were also supported by past media statements by 

Tourism Fiji and the South Pacific Tourism Organization:  

According to the former Chief Executive Officer of Tourism Fiji, Josefa 

Tuamoto, “The Chinese market has become a new growth point for the tourism 

industry in Fiji as it has shown an upward trend year by year”.  In 2009, the Chinese 

market was also proven to be one of our strongest performers and is expected to 

grow into the future (Fiji Times, 2009). The Embassy of the Republic of China’s 

Counselor also reaffirmed that the new direct flight from Nadi to Hong Kong was a 

Figure 3.10 Visitor arrivals to Fiji: 2009 - 2012  
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positive move in helping to increase the number of tourists from China.  In addition, 

Mr Tuamoto also stated that Fiji was the essence of a tropical island paradise with 

white sandy beaches, swaying coconut trees, pristine ocean and waterways and a 

range of things to do and see that would appeal to the most discerning traveler 

(Serelini, 2010).   

Likewise, South Pacific Tourism Organization Chief Executive Officer 

Ilisoni Vuidreketi stated that part of the South Pacific region’s plan is to attract some 

of the 400 million visitors that are expected to visit the East Asia Pacific region in 

the next 10 years – which accounts for 25% of the 1.6 billion visitors that will travel 

the world. He also mentioned that the National Airline’s direct flights to Hong Kong 

and Korean Airlines non-stop service to Seoul made marketing Fiji as a destination 

easier to the Chinese outbound market (Baselala, 2010).  

Similarly, China has also been identified as a growing emerging market for 

Fiji. The friendship between the Fijian and Chinese people date back to before Fiji 

was ceded to Great Britain in 1874 when the first Chinese crossed the vast ocean and 

made Fiji their home.  It was in 1975 that Fiji became the first Pacific Island Country 

to establish diplomatic relations with the People’s Republic of China which was 

followed by the signing of the joint communique in 1976 when the Chinese 

Government established its Embassy in Suva.  

Fiji first entered the Chinese outbound market in 2004 with the signing of the 

Approved Destination Status (ADS) between the Government of the Republic of Fiji 

and the Government of the People’s Republic of China.  However, it was not until 

2007, whereby new developments in the Chinese tourists to Fiji took place. 

According to Opperman & Chon (1997), one of the factors that hinder tourism 

development, which is sometimes purposely done, is visa regulations. Relaxed visa 

requirements, or even renunciation of such can be a great facilitator in tourism 

development. Fiji overcame this barrier to the development of the Chinese market 

through the issuing of visa exemptions for Chinese nationals in 2007.    

The visitor arrivals from China have also shown vast improvement since Fiji 

first entered the Chinese market in 2004, when the visitor arrivals from China were 

estimated to be 1,000 – 2,000.  In 2009, the National Airline, Fiji Airways (former 

Air Pacific) provided an additional service to Hong Kong to tap into the larger 
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Chinese market.  This was one of the objectives highlighted in the Fiji TDP 2007 – 

2016 where it is mentioned that an air link with Hong Kong or a mainland China port 

is essential (Ministry of Tourism, 2007).  In addition, in 2010, Fiji adopted an 

increasingly proactive foreign policy ‘Look North – One China Policy’ to strengthen 

its relations with Asia in general and China in particular.    

Therefore, this growing recognition of the potential of the Chinese inbound 

market to Fiji has prompted more tourism stakeholders in Fiji to tailor their products 

and services to suit this market by hiring Chinese coordinators to assist with 

language interpretation and bookings, providing signage in the Chinese language as 

well as extending office hours in line with the time difference in China to allow for 

flexibility in bookings.   

However, in recent years, with more and more Chinese tourists travelling 

abroad, some Chinese citizens’ poor habits have severely damaged China’s image 

and tourism destinations are becoming increasingly uncomfortable when confronting 

Chinese tourists’ poor behaviour and causing concern and criticism (Zhang, 2013).  

Some of the case studies reflecting poor behaviour of Chinese tourists include 

defacing an ancient temple in Egypt; throwing cigarette boxes into the sea in the 

Republic of Palau; soaking feet in the fountain outside the Louvre Museum in Paris; 

Chinese graffiti on London’s St Paul’s Cathedal (Zhang, 2013).  Research has 

suggested that etiquette is heavily dependent on culture (Fraser, 1990) and what is 

excellent etiquette in one society may be a shock in another.  With 5,000 years of 

civilization, China is supposed to have a culture that values courtesy and propriety 

(Zhu, 2012), however the latest incident of Chinese tourists’ poor behaviour is 

suggested to be resulting from a lack of education both in the home and at school 

about the basic virtue of propriety, sensible and appropriate behaviour, honesty and 

possessing a sense of shame (Zhang, 2013).  In response to these recent negative 

reports of Chinese tourists’ poor behaviour, the Chinese National Tourism 

Administration issued a 64-page etiquette handbook that includes tips on what is 

acceptable and unacceptable behaviour during an international tour.  In addition, 

China Central Television also aired educational clips aimed at promoting polite 

tourist behaviour (Xinhua, 2007).   
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3.9 CHALLENGES OF TOURISM DEVELOPMENT IN FIJI  

There are fundamental challenges to maintaining the competitive position of 

Fiji in providing a perceived safe destination, being price competitive and remaining 

attractive for investors. Three critical challenges are highlighted, they are the uneven 

distribution of tourism earnings and development throughout the country, the 

absence of certain destination attributes which appeal specifically to the Chinese 

outbound market and the heavy dependence of Fiji on its traditional markets.     

Firstly, although tourism is the top earner of foreign exchange in Fiji, it has 

not reached its potential to contribute effectively to poverty-reduction and 

development in the past (NLTB, 2006).  More specifically, whilst the tourism 

industry in Fiji has been successful in generating substantial amounts of foreign 

investment, the development has been uneven and benefits have not necessarily 

trickled down to the poorest groups.  For example, the Fiji Tourism Development 

Plan (2007-2016) concentrated the tourism industry by focusing on major tourist 

regions in Fiji.  As a result, a recommendation from the Strategic Environmental 

Assessment of Fiji’s Tourism Development Plan was that as a matter of national 

priority, all development activities should spread economic benefits to all parts of the 

country with efforts to promote tourism.  For example, tourist development which is 

more aligned to small-scale community based ecotourism3, run or jointly owned by 

local populations as this type of tourism is more reliant on local expertise as well as 

products (WWF, 2003).  It is also suggested that greater benefits from tourism can be 

spread to the poor by encouraging a wider range of players (community, private 

sector, civil society, government) working at a range of scales (local, national, 

regional) to spread the benefits of tourism more widely and unlock livelihood 

opportunities for the poor within tourism and connected sectors.  This would 

ultimately lead to improvements in policy and labour practices of hotels and resorts.   

Secondly, research carried out by Stollznow Research  (Australia, 2003, New 

Zealand 2006) on the competitive position of Fiji showed that compared to other 

locations, Fiji does not perform well on destination attributes such as ‘shopping’, 

‘lots to see and do’ and ‘nightlife’.  For Chinese tourists in particular, it is noted that 

                                                 
3 Ecotourism is a form of tourism involving visiting fragile, pristine relatively undisturbed natural 
areas.  It is intended as a low-impact and often small scale alternative to commercial tourism.    
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shopping is the top priority for many Chinese tourists (Boycoff, 2014), and Chinese 

travel expenditure is expected to be the second-fastest growing in the world at close 

to twice the global average (Fischer, 2005).  As clearly noted in the Fiji TDP 2007 -

2016, creating a demand for Fiji from China will be a challenge (Ministry of 

Tourism, 2007) and major efforts to include cuisine and shopping products to match 

demand is essential.   It has been highlighted in recent reports that one of the major 

reasons for Chinese to travel abroad is to buy luxury products.  This is due to the 

high tariffs that China charges for imported luxury products.  However, shopping in 

Fiji is not found in modern malls and high-end department stores with luxury 

branded products.  Instead, this activity is common within resorts, hotels and 

boutiques along city streets and is mostly limited to handicraft products such as 

hand-woven baskets, mats and jewelry.  Recent reports (China International Travel 

Monitor, 2014) however have found that although Chinese tourists do more shopping 

than other tourists, it has also been found that scenery and culture are becoming 

bigger draw cards that influences Chinese tourists to visit a particular tourism 

destination. Therefore, although shopping in Fiji is quite limited compared to other 

developed countries, the destination does possess certain attributes that appeal to 

Chinese tourists more than shopping.  

The heavy dependence on the tourism industry, and in particular, on 

traditional markets of Australia, New Zealand and the U.S. is also a cause for 

concern because the impacts of exogenous shocks in tourist source markets affects 

international travel. This was echoed in a statement by the Indonesia Tour and Travel 

Agencies Association Bali chapter chairman, Aloysius Purwa, that “over-reliance on 

a single major market was similar to putting all of one’s eggs in a basket.  If 

something bad happens to the basket, you might end up with no eggs at all” (The 

Jakarta Post, 2011).  Therefore, diversification has become a key word for tourism 

destinations to ensure resilience and sustainability of their tourism industry.   

Finally, as elaborated in Chapter 2 (Section 2.2.2), the challenges to tourism 

development in Fiji also depends on the collaboration between different stakeholders.  

Fiji as a tourist destination offers a unified tourist product in relation to other 

destinations, however, within the destination there is competition between the 

different elements of the tourist product.  This is where destination management 
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plays a critical role in facilitating a coordinated approach between key tourism 

stakeholders in Fiji.  

3.10 SUMMARY   

This chapter outlined the background of Fiji and its development of tourism.  

It also discussed the marketing strategies carried out by Tourism Fiji specifically on 

the traditional markets of Australia and New Zealand in comparison to the Chinese 

market as well as the strategies that are outlined in the Fiji Tourism Development 

Plan 2007 – 2016 in terms of destination management and marketing.  The 

challenges of tourism development was also highlighted to provide understanding on 

the difficulties that Fiji as a tourism destination faces in terms of ensuring an equal 

distribution of tourism earnings and development throughout the country; 

diversifying to new markets and ensuring that the destination products and attributes 

matches the demand.  An appropriate and relevant conclusion to this chapter is noted 

by Scott (1970, p.10) who provides an encouraging statement for Fiji’s tourism 

providers to take heed of, in terms of the vulnerability of Fiji’s tourism industry to 

outside factors but the ability to control the quality of the travel experience of 

visitors, once they arrive in Fiji.   

“Fiji is dependent on outside factors and agencies over which we have little 

or no control.  We are dependent on the frequency with which the carriers 

operate into and through Nadi, or Suva in the case of ships.  We are partly 

dependent on the attractions of Australia and New Zealand for the American, 

European and Japanese markets.  We are at the mercy of expansion and 

recession cycles in the economies of the countries that send us our visitors.  

But in regard to the quality of the travel experience that we provide for them 

when they get here, we are our own masters”. 
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4.1  INTRODUCTION   

In order to assess the perceptions and attitudes of the Chinese tourist to Fiji, it 

is critical that a suitable research methodology and relevant research methods are 

employed.  To date, there have been no evident quantitative or qualitative studies 

carried out on the Chinese inbound market to Fiji, and in particular, on analyzing and 

understanding the characteristics of Chinese tourists travel motivations and visitor 

experiences in Fiji.  In addition, there is also no evident analysis of the perceptions of 

key tourism stakeholders in Fiji on the growing number of Chinese tourists to Fiji 

and this information is critical in order to determine whether it is worthwhile for Fiji 

to tap into the China outbound market and whether Fiji has the appropriate facilities 

and suitable services to cater to the Chinese market.  It is clearly stated in Fiji’s 

Tourism Development Plan 2017-2016 that, “there is potential for new direct links 

with China, but the potential demand of Fiji’s tourism product needs to be assessed” 

(Ministry of Tourism, 2007, p. 40).   

This chapter will firstly discuss the research problem at hand and the 

importance of carrying out this study for Fiji’s tourism industry.  Each research 

objective is linked to specific research methods that will be employed to collect 

empirical data for this study and this is done to effectively show a clear link of how 

the research objectives of this study will be achieved.  

4.2  RESEARCH PROBLEM  

China is one of the fastest growing outbound travel markets in the world, 

which has led to in an increasing number of research and studies conducted by 

developed countries on the viability of targeting the Chinese outbound market (Guo, 

2002; Li, et al 2008; Pan & Laws, 2007).  The rapid growth of the Chinese outbound 

tourism not only has drawn much research attention in the academic community, but 

also has been acknowledged as an important emerging market by many tourism 

destinations.  It is further highlighted that it is critical for tourism organizations to 

develop informed strategies to capitalize on this opportunity – in particular, buying 

behavior, travel patterns, holiday preferences and accommodation needs (Department 

of Industry, Tourism & Resources [DITR], 2005).    
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Presently, the academic literature in this area is sparse and provides little 

guidance on the decision-making processes of Chinese outbound tourists and how to 

best service this market.  In addition, whilst much research has been carried out on 

the implications of the Chinese outbound market on such developed countries as 

Australia (Pan & Laws, 2007; Sparks & Pan, 2009), New Zealand (Ryan & Mo, 

2001; Zhao, 2006) and United States (Ritchie, Molinar & Frechtling, 2010), little 

research, if any, has been conducted on the Chinese outbound tourism market to 

Pacific Island Countries (PICs).  For Fiji, in particular, the decision to focus on the 

Chinese outbound market is based on rapid growth in visitor arrivals from China and 

the apparent lack of available information and literature in this regard. The identified 

gap is the rationale for this specific research, i.e. to analyze the perceptions and 

attitudes of the Chinese tourist to Fiji to sustain the tourism industry in Fiji.  As 

confirmed by Sharpley, Tyrell & Johnston (2007), it is critical to understand the 

characteristics, perceptions and satisfaction levels of target markets for tourism 

destinations to be able to plan, develop and market their products effectively to 

satisfy the needs of the tourists.   

In addition, the recent observations of Chinese tourists appear to contradict 

themselves and it is therefore questionable whether Chinese tourists’ travel patterns 

and characteristics can be generalised.  As highlighted in Chapter 2 (See Section 

2.6.1), there are some discrepancies between what Chinese travelers consider are 

important attributes which influence their travel decision and what they actually 

request from hoteliers and tourism destinations. For example: 39% of Chinese 

travelers mentioned that the provision of in-house Mandarin speaking staff need 

improvement however this issue was only raised with 15% of hotels (China 

International Travel Monitor, 2014).  In addition, whilst shopping is at the top of the 

agenda for Chinese tourists visiting the United States (Boycoff, 2014); findings from 

a study on Chinese tourists to Victoria, Australia contradicted the notion that Chinese 

are big spenders by stating that Chinese consumers always look for cheaper prices 

when making purchasing decisions and that they do not really pay much attention to 

quality (Weiler & Yu, 2006).   

As highlighted in Chapter 2, Chinese tourist preferences are not homogenous 

and there exists both mass and niche markets.  In addition, as the Chinese outbound 
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market matures, the niche market will also expand and more types of tour packages 

will need to be created to cater to Chinese tourists that have different preferences and 

budgets.  Subsequently, destination managers have found that in order to serve a 

diverse market profitably, they must have complete and accurate information about 

the individuals who make up each segment (Li, Zhang, Mao & Deng, 2011). 

Furthermore, it is important to note that significant competition exists in 

China’s outbound tourist market and therefore destination and tourism enterprises  

need to not only adapt to the preferences of Chinese tourists but also react 

appropriately to the marketing strategies of other destinations (Tse & Hobson, 2011).    

4.3 RESEARCH OBJECTIVES   

Table 4.1 Research objectives and research methods  

Research objective Research method  

1. Provide a better understanding and 
contribute to the body of knowledge on 
the following areas:  
� The development of tourism in the 

South Pacific and in Fiji; 
� The development and the growth of 

Chinese outbound tourism;  
� Diversification to the Chinese 

outbound market; and  
� Profile of the Chinese visitor.  

Literature review (Journals, reports, 
textbooks, previous studies)  

2. To identify the socio-demographics of 
Chinese visitors to Fiji and to assess 
their perceptions of Fiji as a tourist 
destination following their visit 

Survey questionnaire to Chinese 
tourists  

3. To evaluate the perceptions of key 
tourism stakeholders in Fiji on the 
growing Chinese outbound market to 
Fiji 

Semi-structured interviews with: 
� Tourism Fiji  
� Mana Island Resort  
� Rosie Holidays  
� Namale Resort Fiji  
� Musket Cove Island Resort 

4. To evaluate the perceptions of the 
Approved Destination Status (ADS) 
outbound operators based in Mainland 
China; and  

Survey questionnaires to ADS 
outbound operators based in Mainland 
China  
� Shenzhen Shenhus International 

Service;  
� Guangzhou Meiya e-commerce 

international business travel service 
co. Ltd;  
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� Fiji Airways General Sales Agent 
based in Hong Kong.  

5. To evaluate and make 
recommendations on whether targeting 
the Chinese tourist market to Fiji is 
viable and sustainable for Fiji’s tourism 
industry.   

Analysis of feedback from survey 
questionnaires to Chinese tourists and 
semi-structured interviews with key 
tourism stakeholders in Fiji   

4.4 METHODOLOGY  

Methodology refers to the framework within which research is conducted and 

consists of theories and practices to guide how research should be carried out in 

terms of the appropriate methods to utilize (Braun & Clarke, 2013).  Tourism 

research is pertaining to the behaviour of tourists, that is, a study of people as social 

entities within the context of travel away from home (Ryan, 2005).  The choice of 

method to employ is dependent upon the nature of the research problem or social 

phenomena to be explored (Noor, 2008).   

Tourism research is primarily guided by either a positivist or post-positivist 

approach. Positivism is an approach to the creation of knowledge through research 

which emphasizes the model of natural science (Noor, 2008).  The quantitative 

paradigm is based on positivism (Sale, Lohfeld & Brazil, 2002), whereby there is 

only one truth or an objective reality that exists independent of human perception.  

On the other hand, post-positivism is about a reality that is socially constructed rather 

than objectively determined (Noor, 2008).  This qualitative paradigm is based on 

constructivism, where there are multiple truths based on one’s construction of reality.  

The emphasis is primarily based on processes and meanings.  According to Maykut 

& Morehouse (1994), while qualitative research does not confront statistics, the tasks 

of understanding and presenting qualitative research is as demanding as the task of 

understanding statistics.  

This research will employ the triangulation research method as it has been 

used in a wide range of past studies on the Chinese outbound market.  It is important 

to note that much of the strategies in this research was aligned to a similar study 

carried out on sustainable tourism in New Zealand, in the context of the Chinese 

inbound visitor market to New Zealand (Chan, 2009).  
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4.5 TRIANGULATION OR MIXED METHODS APPROACH  

Triangulation or mixed methods approach represents a social science research 

approach that encourages integration of two major approaches: quantitative and 

qualitative (Symonds & Gorard, 2010).  It is defined as the “class of research where 

the researcher mixes or combines quantitative and qualitative research techniques, 

methods, approaches, concepts or language into a single study” (Johnson & 

Onwuegbuzie, 2004).  In addition, it is seen to be an inclusive, pluralistic and 

complementary form of research as it suggests that researchers take a diverse 

approach to method selection. Triangulation means looking at the same phenomenon 

or research question from more than one source of data.   

 Triangulation is seen to increase validity when multiple findings 

either confirm or confound each other.  In addition, as all methods have limitations, 

the use of only one method to assess a given phenomenon will inevitably be biased 

and have limited results (Decrop, 1999).  Qualitative methods produce a wealth of 

detailed information about a much smaller number of people and cases, whereas 

quantitative approach is able to measure the reactions of a larger number of people to 

a limited set of questions (Patton, 1990).  According to Jackson, White & Schmierer 

(1996), the research approach that has been of greatest value to the tourism industry 

has been qualitative-based data where researchers have directly asked tourists what 

they perceive about their tourism experience and the industry that services it.  In 

order to achieve the desired outcomes of tourism research, it is critical to consider 

alternative methods conjointly, from experiments and surveys through to participant 

observation, histories and ethnographies (Beeton, 2005).  
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4.6 RESEARCH METHODS AND DATA COLLECTION  

Figure 4.1 outlines the research methods to be used in the collection of data 

for this study.  

 

Figure 4.1    Outline of research methods  

4.6.1 Literature Review   

A thorough systematic literature review is critical to identify what has already 

been researched and what remains to be explored (Booth, Papaioannou & Suttin, 

2012).  As outlined in Table 4.1, a thorough literature review was undertaken using 

information from secondary sources such as textbooks, journal review articles, 

annual review volumes, handbooks and encyclopedias.  As noted by Krathwohl 

(1993), secondary sources are research reports that use primary data to solve research 

problems.  Secondary sources do not report the original data but they are summarized 

and used to support a researcher’s argument.   

4.6.2 Survey questionnaire   

The main research method used to assess the perceptions of Chinese tourists 

to Fiji was a survey questionnaire (Appendix A) collected using accidental sampling.   

This survey method is popular in sociology because surveys are particularly suited to 



 

74 

 

obtaining information from large numbers of people (McIntyre, 2005). In addition, 

surveys are also especially appropriate for discovering basic demographic 

information (such as age, sex, income, marital status, and educational background).  

They also allow the researchers to obtain information about things that cannot be 

observed directly, such as attitudes.  Accidental sampling is a common approach in 

participant-based research and refers to a sample being selected because it is 

accessible to the researcher (Patton, 2002).  There have been a number of studies 

carried out on the Chinese outbound market that have used accidental sampling 

(Kim, Guo & Agrusa, 2005; Lam & Hsu, 2006; Nelson & Qu, 2000; Sparks & Pan, 

2009; Wong & Kwong, 2004).   

 It is imperative to note that there are likely to be differences between the 

sample statistics and the population parameters and researchers must always try to 

find differences within an acceptable level to use the sample estimates and conclude 

that they are true and unbiased estimates of the population.  In this particular survey, 

as with most tourism-related surveys, the method of accidental sampling was used to 

collect data where respondents were accessed as and when convenient.  This was 

done to reduce error and eliminate potential selection biases. The sample size was 

149 which was a little short of the expected sample size due to limited time 

constraints and financial limitations and access to Chinese tourists.  Chi-square test 

was used as it is the most appropriate test to use since the data in this study is 

categorical data (qualitative) rather than numerical data (quantitative).  The chi-

square tests were used to examine whether there was any statistically significant 

association or difference between variables and findings from the test would provide 

information to key tourism stakeholders in developing marketing strategies, and 

more importantly, strategies that are directed and aimed at the target market. 

4.6.3 Design of the questionnaire  

The questionnaire design was based on previous studies that utilized a similar 

process to collect data (Agrusa, Kim & Wang, 2011; Ryan & Mo, 2001; Wu, Zhang 

& Fujiwara, 2011;  Zhao, 2006). The questionnaire contained four categories of 

questions.  Section I and II of the questionnaire outlined the social and demographic 

information of the Chinese tourists and previous outbound experience. Section III 

and IV required the Chinese tourists to indicate the destination attributes that are 
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important when choosing a destination.  In a similar study by Ryan & Mo (2001), the 

questionnaire was based on an importance –evaluation mode of attitude 

measurement, meaning that consumers are more likely to repeat behaviors in 

activiites that are important to them.  These destination attributes were attained from 

a similar study carried out by Zou (2007) which examined the perceived image of 

Canada by potential Chinese tourists.  These questions were aimed at understanding 

the characteristics, perceptions and levels of satisfaction of the Chinese visitor to Fiji.  

According to Sharpley (2002), it is critical to study consumers’ perceptions of 

destination attributes of a destination in order to provide insight to practitioners in the 

tourism industry for the effective promotion of the destination to target consumers.  

This view is also reinforced by Sparks and Pan (2008), that travel intentions of 

tourists can be investigated by developing insight into issues such as perceptions or 

attitudes about a destination, as well as key influences and constraints such as 

cultural differences.  

The questionnaire was translated to Mandarin at the Confucius Institute at the 

University of the South Pacific.  The results and answers were then translated back to 

English by an independent translator.  The questionnaires were administered to 

Chinese tourists in Fiji through two media: through the Chinese coordinators at Mana 

Island Resort and Rosie Holidays respectively.  The researcher met with these 

coordinators to brief them about the purpose and importance of these questionnaires. 

As Mana Island Resort and Rosie Holidays were based in the Western side of Fiji, 

the researcher couriered the questionnaires to the Chinese coordinators.  Assistance 

was also received in the form of translation of responsesfrom Mandarin to English, 

after which the completed questionnaires were then sent back to the researcher for 

coding and analysis.   

4.6.4 Population and sample  

Since Nadi is the location of Fiji’s international airport, the researcher gained 

approval from Mana Island Resort and Rosie Holidays to assist in the distribution of 

questionnaires to their Chinese tourists.  The collection of data took place from July 

to November 2013.  The questionnaires were administered during the Chinese 

tourists stay in Fiji and collected prior to their departure from Fiji.  There are very 

few studies whereby data is collected after the actual visit as this method would 
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require respondents to recall underlying reasons for their visit from which bias is 

then expected (Hsu, Cai & Li, 2010). Ideally, it would have been preferred for 

Chinese tourists to fill in the questionnaire before their travel to Fiji, however this 

was problematic due to confidentiality issues imposed by Rosie Holidays and Mana 

Island Resort.   

4.6.5 Interviews   

Qualitative research tends to use interviewees than quantitative research 

(Patton, 2002).  This study included semi-structured interviews with tourist operators 

and hotels that cater to the growing Chinese tourists in Fiji.  This research method 

was chosen as it was also utilized in a study conducted by Pan & Laws (2003) on 

examining the recent developments and issues for Australia in developing the 

Chinese market since Australia had been granted Approved Destination Status 

(ADS).  In addition, semi-structured interviews was used as it is a good and 

immediate method of obtaining information because it is direct and based on an 

interview guide which is a list of questions and topics that need to be covered in a 

particular order (Bernard, 2001).   

In Fiji, the exact number of tourism operators and properties that target the 

Chinese market is not known.  Therefore, this research utilized snowball sampling as 

a means of locating one or more key individuals and asking them to name others who 

would be likely candidates for the research.  Snowball sampling is used in studies of 

social networks where the objective is to find out who people know and how they 

know each other (Bernard, 2001).  The interviews also gauged the perceptions of 

tourism stakeholders on whether it is worthwhile for Fiji to tap into the China 

outbound market and whether Fiji has the appropriate facilities and suitable services 

to cater to the Chinese market.   

According to the interview schedule (Table 4.2),  semi-structured interviews 

first took place with the National Tourist Office (Tourism Fiji) to identify the key 

tourism stakeholders that target the Chinese market. The purpose of these interviews 

was to gain a better understanding of the role that tourism plays in Fiji’ economy and 

how tourism is prioritized in future tourism plans, strategies and policies. The 

interviews also established feedback on whether the option to diversify to the 
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Chinese outbound market is regarded as a way to improve resilience and support the 

sustainability of the tourism industry.   

4.6.6 Interview schedule  

The interviews (Table 4.2) took place in November 2013 and August 2014. 

Table 4.2 Interview schedule  

Organization  Interviewees Schedule  

Tourism Fiji  Thomas Valentine – Manager Fiji  November 2013 

Mana Island Resort  Sunny Yang – Chinese 
coordinator  

November 2013 

Rosie Holidays  Adeline Lee Erasito – Business 
Development Manager  

November 2013 

Namale Resort  Fiji  Hudson Mitchell – former 
Director of Sales & Marketing 

August 2014 

Musket Cove Island 
Resort  

Olivia Mavoa – former General 
Manager 

August 2014  

4.6.7 Background of the tourism organizations  

Tourism Fiji (Former Fiji Visitors Bureau)  

Tourism Fiji is the marketing arm of Government under the Ministry of 

Tourism.  Tourism Fiji is funded by the Government with an annual budget of 

FJ$23.5m which is split amongst its regional offices, globally and those funds are to 

promote the destination and to increase visitor arrivals into the country.  The main 

Tourism Fiji office is located in Nadi (See Section 3.4.2).    

Mana Island Resort  

Mana Island Resort is a Japanese owned resort and located 32km West of 

Nadi and situated on a 300 acre island nestled in the heart of the Mamanuca group 

(See Section 3.4.3).  The resort offers an extensive range of accommodation from 

honeymoon bures to luxury suite rooms or the modern yet traditional Fijian bures. 

Rosie Holidays  

Rosie Holidays Fiji is a tourism industry icon and is also a name synonymous 

with the pioneering of innovation and operational excellence in Fiji’s tourism.  Rosie 

Holidays has become a multi-million dollar international business servicing over 
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85,000 visitors to Fiji.  It is 100% locally owned and a family-run company which 

operates and markets the Fiji Islands in over 30 international markets: Australia, New 

Zealand, USA, Canada, United Kingdom, Ireland, Germany, Italy, Switzerland, 

Austria, Netherlands, Finland, Denmark, Russia, France, Spain, China, Taiwan, 

Japan, India, Singapore, Brazil, Middle East and Greece.   

Namale Resort Fiji  

Namale is owned by renowned motivational speaker, Tony Robbins and 

located in Savusavu, on Vanua Levu (See Figure 3.3) and has been rated as Fiji’s 

number one Resort and Spa, offering luxury, intimacy and splendour.  Some of the 

world’s influential executives and celebrities have stayed at Namale, including actors 

Russell Crowe, Edward Norton, Meg Ryan, Mike Myers and Oprah Winfrey.  There 

are only 19 bures and private villas at Namale Resort and caters to only adults and 

children aged 12 years and above.   

Musket Cove Island Resort  

Musket Cove Island Resort is located on Malolo Lailai in the Mamanuca 

Group of Islands.  The resort consists of 55 air-conditioned villas and bures scattered 

along the beachfront and tropical landscaped gardens.  Musket Cove is spread along 

400 acres of hills and beaches and there is never a sense of crowding.  The resort also 

has a world-class marina offering a vast selection of water-sports and activities.  

4.6.8 Questionnaires to Fiji ADS China outbound operators  

There are currently 27 Fiji ADS China outbound operators that are based in 

the main target areas in China – Beijing, Shanghai and Guangzhou provinces (Table 

4.3).  Questionnaires were also distributed to Fiji ADS China outbound operators 

based in China to gauge the status of Fiji as an international tourism destination for 

Chinese outbound travelers.   
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Table 4.3 ADS China outbound operators based in Mainland China  

Beijing  Shanghai Guangzhou  

China Comfort Travel Corp 
Co  

China Comfort Travel Corp 
Co 

China Comfort 
Travel Corp Co 

China Intl Travel Service 
(CITS) 

China Intl Travel Service 
(CITS) 

China Intl Travel 
Service (CITS) 

China Merchants Intl Travel 
Co 

China Merchants Intl Travel 
Co 

China Merchants 
Intl Travel Co 

China Palace Intl Travel 
Service  

China Palace Intl Travel 
Service 

China Palace Intl 
Travel Service 

China Travel Intl Ltd (CTI) China Travel Intl Ltd (CTI) China Travel Intl 
Ltd (CTI) 

China Youth Travel Service 
(CYTS 

China Youth Travel Service 
(CYTS 

China Youth 
Travel Service 
(CYTS 

China Women Travel Service  Newsway Shanghai Intl Ltd  Donguan Intl 
Travel Service 

 Shanghai Vantage 
Consulting Co 

Guangdong China 
Travel Service 

 Spring Vacations 
International  

Newsway 
Guangzhou Intl 
Ltd  

 Transglobal Travel 
Consultant  

 

 Shanghai China Intl Travel   
 

The questionnaire (Appendix B) designed for the above Chinese outbound 

operators was based on a study by Guo (2002) on exploring strategies for Australia 

to enter the Chinese outbound market.  The researcher received assistance from the 

desk officer for the China market at Tourism Fiji to distribute these questionnaires.  

Three Fiji ADS China outbound operators completed questionnaires and findings are 

outlined in Chapter five. 

4.6.9 Limitations of the study  

There were several limitations faced in this study, which have been 

highlighted in the above discussion such as confidentiality issues imposed by tourism 

operators (Rosie Holidays and Mana Island Resort) which restricted Chinese tourists 
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from filling in the questionnaire prior to their travel to Fiji.  In addition, the exact 

number of tourism operators and properties that target the Chinese market was not 

known, therefore, the key contact to provide this information was from Tourism Fiji.  

Furthermore, the sample size was a little short of the expected sample size due to 

limited time and financial constraints as well as access to Chinese tourists. Therefore, 

given the above limitations, a pilot study would have been beneficial to refine the 

questions in the tourist survey.  

In addition, the researcher had changed supervisors four times over the course 

of writing this thesis which was mostly due to supervisors leaving the University.  

This slightly affected the progress of the thesis.  

4.7 SUMMARY  

This chapter has detailed the methodology and research methods used to 

collect the primary and secondary data for this study.  As stated earlier, a suitable 

research methodology needs to be employed as there presently lacks substantial 

studies carried out on analyzing and understanding the characteristics of Chinese 

tourists travel motivations and visitor experiences in Fiji.  In addition, there is also no 

evident analysis of the perceptions of key tourism stakeholders in Fiji on the growing 

number of Chinese tourists to Fiji.  This information is critical in order to determine 

whether it is worthwhile for Fiji to tap into the China outbound market and whether 

Fiji has the appropriate facilities and suitable services to cater to the Chinese market.   
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CHAPTER 5 

 

 FINDINGS, ANALYSIS AND DISCUSSION 
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5.1 INTRODUCTION  

This chapter outlines the findings from this empirical study based on the 

responses from the questionnaires distributed to Chinese tourists to Fiji and also from 

interviews with key tourism stakeholders in Fiji that currently target the Chinese 

market. The findings were analyzed and the discussion was organized in a thematic 

manner which seeks to address the following research objectives:   

1. To provide a better understanding and contribute to the body of knowledge of 

tourism in the South Pacific and in Fiji; the development and growth of Chinese 

outbound tourism; diversification to the Chinese outbound market; and the 

profile of the Chinese visitor.   

2. To identify the socio-demographics of Chinese visitors to Fiji and to assess their 

perceptions of Fiji as a tourist destination following their visit;  

3. To evaluate the perceptions of key tourism stakeholders in Fiji, namely the 

National Tourist Office (Tourism Fiji), inbound operator (Rosie Holidays) and 

resorts (Mana Island Resort, Musket Cove Island Resort and Namale Resort Fiji) 

on the growing Chinese tourism market to Fiji;  

4. To evaluate the perceptions of Approved Destination Status (ADS) 4 outbound 

operators based in China on the outlook of Fiji as a tourism destination in the 

Chinese outbound market; and  

5. To evaluate and make recommendations on whether targeting the Chinese tourist 

market to Fiji is viable and sustainable for Fiji’s tourism market.  

5.2  THE PROFILE OF THE CHINESE VISITOR TO FIJI  

A total of 250 questionnaires were distributed to Chinese tourists in Fiji, 

however, due to time and financial constraints and access to Chinese tourists, this 

study was only able to collect 149 completed questionnaires with assistance from the 

Chinese coordinators at Rosie Holidays and Mana Island Resort.  There have also 

                                                 
4 Approved destination status is granted to overseas destinations through a bilateral Government 
agreement and only concerns tourism groups handled by assigned Chinese local travel agencies.  i 
purpose of ADS is to have a control mechanism on the organizing parties on both sides (local travel 
agencies and international tour operators) in order to guarantee safe and reliable tourism services for 
Chinese tourists (Kim, Guo & Ausa, 2012).   
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been other studies that have used small sample sizes.  For example, a study carried 

out on Chinese tourists to New Zealand involved a sample size of 384 which was 

calculated as an appropriate sample size that would produce data that is significant at 

the 95% confidence level for a population of 35,000 (Ryan & Mo, 2001).  In 

addition, a study on Chinese tourists’ perceptions to the US was also based on a 

small sample size of 206 business tourists and those visiting friends and relatives 

(Jang, Yu & Pearson, 2003) 

The objective of this research method was to identify the socio-demographic 

information of Chinese tourists to Fiji and to build a profile of the average Chinese 

tourist to Fiji.  There have been a number of studies carried out in different tourism 

destinations to identify the socio-demographic information of Chinese tourists (Kim, 

Guo & Agrusa, 2012; Li, 2008, Sparks & Pan, 2009, Li & Stelchenkova, 2011).  

More importantly, there are studies that focus on the relationship between destination 

choice and the Chinese tourists’ socio-demographic profile (Um & Crompton, 1999; 

Weaver et al, 1994; Woodside & Lysonski, 1989; Zimmer et al, 1995).  Furthermore, 

as highlighted in Chapter 2 (See Section 2.4); socio-demographic and geographic 

information affect travel motivation and should be considered in predicting variation 

in tourist motivation to travel (Jonsso & Devonish, 2008). The socio-demographic 

information highlighted in this questionnaire included gender, marital status, age, 

education and the usual place of residence.   

A chi-square test was carried out on all socio-demographic variables (Table 

5.1) to show if there was any statistical significant association or relationship 

between the demographic variables and other variables.  Although some studies on 

the Chinese outbound market suggests that females tend to take more vacations than 

their male counterparts (Chinese Travel Trends, 2012; Zhang & Chow, 2003), this 

particular sample of respondents showed that there was no difference between 

marketing to females or males.  This is supported by previous studies (See Section 

2.4) that indicated that gender did not emerge as an important determinant in 

affecting travel motivation (Jonsso & Devonish, 2008).  

However, there was evidence that there is statistical significant association or 

relationship for marital status, age, education and usual place of residence (p-value = 

.000).  
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Table 5.1  Socio-demographic information of Chinese tourists to Fiji  

Socio-demographic 

variables 

Results df p-value 

Gender  

 

55% females  

45% males  

1 .219 

Marital status  

 

67% married  

33% single  

1 .000 

Age  

 

21% between 18 – 24 years 
of age;  

49% between 25 – 34 years 
of age   

14% between 35 – 44 years 
of age;  

12% between 45 – 54 years 
of age;  

Remaining 4% is above the 
age of 55 years;  

2 .000 

Education 

 

8% have high school 
qualifications  

79% have a university degree  

13% have postgrad 
qualifications  

 

2 .000 

Usual place of 

residence  

30% reside in Beijing  

16% reside in Shanghai  

8% reside in Guangzhou  

4% reside in Tianjin 

42% reside in ‘other’ areas 
of China   

4 .000 

5.2.1 Marital status  

A chi square test of independence showed that there was no statistical 

significant association between the following variables.   

� Marital status and gender (p-value = .157); 

� Marital status and education (p-value = .061); and  

� Marital status and usual place of residence (p-value = .512)   
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However, there was statistical significant association between marital status 

and age (p-value = .000).  Whilst respondents younger than 25 years of age are still 

single, there are still a slightly higher proportion of them that are already married 

(Table 5.2).  Therefore, in terms of destination marketing, it is recommended that 

different marketing communication strategies be carried out for different age groups.  

More specifically, there is an evident need for further research to look at the 

difference in age and marital status and taking into account their different 

requirements and preferences.   

Table 5.2 Relationship between marital status and age (n=149) 

 Age Total 
<24 25-34 35-44 

Marital status Married 56 39 5 100 
Single 49 0 0 49 

Total 105 39 5 149 

5.2.2 Age  

A chi square test of independence showed that there was no statistical 

significant association between age and education (p-value =.559). However, there 

was statistical significant association between age and gender (p-value = .004) where 

there was 63% of females below 24 years of age and 66% of males above 25 years of 

age (Table 5.3).  

Table 5.3   Relationship between age and gender (n=149) 

 Gender Total 
Female Male 

Age <24 67 38 105 
25-34 13 26 39 
35-44 2 3 5 

 

The age profile of respondents in this particular study also correlates with the 

general age bracket of Chinese visitors to other tourism destinations.  For example, 

70% of Chinese tourists to Australia are categorized as young singles under the age 

of 35 or young couples without children (Kim, Guo & Agrusa, 2012).  Furthermore, 

the largest population groups in China are aged between 30 years and 44 years and 

account for 27% of the population (Tse & Hobson, 2011).  The UNWTO (2010) also 

identified that the average age of Chinese travelers slightly reduced from 41.7 years 
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to 39.9 years. According to recent findings, younger travelers under the age of 35 

years are more interested in urban pastimes such as dining (69%), shopping (61%) 

and going to see shows and concerts (10%).  In addition, nearly 31% of those aged 

under 35 years tend to share their photos and experiences on travel review sites, in 

comparison to older travelers who are more likely to use emails to send messages 

and inclined to show people conventional printout photos in person (China 

International Travel Monitor, 2014).  This suggests that Tourism Fiji along with 

other tourism stakeholders in Fiji that target the Chinese outbound market should 

align their marketing initiatives to this particular age segment by promoting more 

adventurous activities related to outdoor activities and sports and maximizing social 

media to raise the profile of Fiji as a tourism destination to the Chinese outbound 

market.       

In addition, only 4% of the respondents in this study were above 55 years of 

age.  Zhang et al (2003) explained that there is a general lack of participation by 

older Chinese due to the lack of suitable travel products to cater for older Chinese 

travelers.  Older Chinese travelers aged 55 years and above are more likely to choose 

in-house Mandarin speaking staff, Chinese TV programmes, in-room kettle, free Wi-

Fi and slippers (China International Travel Monitor, 2014). Furthermore, with old 

age, health issues may become a concern, and travel especially long haul, can get 

physically tiring. This is also reaffirmed in the interview with Mana Island Resort 

stating that the resort does not receive a lot of elderly Chinese couples:  

“Not really, it is mostly the younger generation.  Almost maybe 20 -30 years 

of age” (Sunny. Y, personal communication, 10 June, 2013).   

As elaborated in Chapter 2, although the senior market draws attention in the 

tourism industry, there has been little attention paid to this market and it is suggested 

that increasing attention should be directed to the senior market mainly because of its 

size, increasing purchasing power and time flexibility after retirement (Jang & Wu, 

2006).  
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5.2.3 Education  

There was no statistical significant association between education and gender 

(p-value = .559); education and marital status (p-value =.061) as well as education 

and usual place of residence (p-value =.323).   

Although there was also no statistical significant association between 

education and age (p-value = .559), Table 5.4 shows that from this particular sample 

of respondents,   91% below the age of 24 years held both Bachelor’s degree and 

postgraduate qualifications.     

   Table 5.4   Relationship between education and age (n=145) 

 Age Total 

<24 25-34 35-44 
Education High School 9 1 1 11 

University 79 32 3 114 
Graduate School 14 5 1 20 

Total 102 38 5 145 

5.2.4 Usual place of residence  

There was statistical significant association for the usual place of residence 

with 54% of respondents residing in the key tourist generating cities in China, being, 

Beijing, Shanghai and Guangzhou. The interviews with both Rosie Holidays and 

Mana Island Resort also confirmed that the primary cities for Chinese tourists to Fiji 

were from Beijing, Shanghai and Guangzhou, but these tourism stakeholders are also 

exploring new regions in China as well.   

“For Rosie Holidays, it started to take off with our primary tier cities of 

Beijing, Shanghai and Guangzhou. But starting to look at some of the 

secondary cities along the lines of Huangzhou, Jian’ou, Chengdu, Wuhan” 

(A. Erasito, personal communication, 11 June, 2013).  

“In 2012, majority of our Chinese guests to Mana Island Resort were from 

the Northern part of China but this year, we are anticipating guests from the 

South part as well.  But our main visitors are basically from the big cities like 

Beijing, Shanghai, and Guangzhou and sometimes from Hong Kong and 

Taiwan”(S. Yang, personal communication, 10 June, 2013).   
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 This is also supported by previous reports on the changing trends of the 

Chinese outbound market whereby the attractiveness of outbound tourism is also 

spreading towards many of the smaller regions in China and that this change should 

be adequately reflected in the travel products that are packaged and promoted by 

ADS countries (Kim et al, 2005).   In addition, Tourism Australia has accelerated its 

geographic expansion strategy in China with consumer marketing activities in 

Chengdu, Chongqing and Qingdao (China International Travel Monitor, 2014).   

The primary aim for finding out the socio-demographic information of 

Chinese tourists to Fiji was to identify possible target markets within the Chinese 

tourist market to assist tourism stakeholders in Fiji to formulate marketing campaigns 

that are specifically targeted at relevant market segments.  As highlighted in the 

literature review, studies on the Chinese outbound market suggest motivational 

factors differed significantly between demographic segments concerning age levels, 

income and education levels as well as gender (Li & Cai, 2009).   

The above findings suggest to key tourism stakeholders in Fiji that marketing 

campaigns should be targeted to both females and males.  Married and singles below 

the age of 24 years should be targeted with mostly married couples above the age of 

25 years.  In terms of age, marketing campaigns should be tailored to females below 

the age of 24 years and males above the age of 25 years.  It is interesting to note that 

the levels of education of Chinese tourists do not necessarily play a role in 

influencing their decision to visit Fiji.  Furthermore, the majority of Chinese tourists 

to Fiji reside in Beijing, Shanghai and Guangzhou.  However, interest is shown by 

other smaller cities within China such as Huangzhou, Jian’ou, Chengdu and Wuhan, 

and key tourism stakeholders in Fiji will need to implement focused marketing 

strategies within these regions as well.   

Whilst the above findings are important and does provide an understanding 

on the different sub-groups to target; the critical question and way forward is to 

identify how marketing campaigns can be effective in targeting the different sub-

groups as highlighted above.  As elaborated in Chapter 3 (See Section 3.7), the 

marketing initiatives carried out for China are very similar to initiatives being carried 

out in Fiji’s traditional markets of Australia, New Zealand and the United States in 

terms of development of travel websites, invitation to media on familiarization trips 
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to Fiji and attendance at key travel shows.  As outlined in Chapter 2 (Section 2.4.1), 

destination branding is critical to distinguish destinations and to convey a positive 

message that will motivate tourists to visit the destination (Middleton, 1994).  Fiji’s 

current branding slogan is “Fiji, where happiness finds you”; however, this generic 

branding is tailored to all target markets, whether it is for the wedding and 

honeymoon market, adventure market or family market.  In addition, this same 

branding is used for all Fiji’s target markets; Australia, New Zealand, Korea, Russia 

and China.  According to Peterson (2009), China has a very different cultural 

background than the Western countries and therefore their expectations, preferences 

and motivations would differ from people in the Western countries.  As highlighted 

in Chapter 2 (Section 2.4), there is a need to link marketing efforts to geography as 

tourists in certain locations may have travel motivations and preferences that differ 

from tourists in other locations (Jonsso & Devonish, 2008).  

5.3  PREVIOUS OUTBOUND EXPERIENCE   

A number of empirical studies have suggested that past experiences with a 

destination were likely to influence visitors’ perceived destination image and future 

behavior (Chen & Lin, 2012; Chi, 2012; Mao & Zhang, 2012). In addition, effective 

tourism marketing strategies require destination marketers to not only understand 

what people do on vacation, but also how they make their travel decisions (Fodness, 

1992).  Previous studies also argued that previous travel experience would provide 

insights when studying travel motivation (Pearce and Caltabiano, 1983; Woodside & 

Jcobs, 1985). Destinations are also encouraged to measure tourists’ previous 

destination choices and believe that this could form the basis for actual repeat 

propensity (McKercher & Tse, 2012).  This is important as visitor loyalty remains an 

important indicator of successful destination development (Prayag & Ryan, 2012).   

Based on the findings of this study, 74% of respondents had travelled 

overseas in the past three years. The socio-demographic background of the 74% of 

respondents are outlined below:   

� 15% had high school qualifications; 75% had university degrees and 10% 

held postgraduate qualifications;  

� There were 52% females and 48% males;   
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� 29% were from Beijing; 17% from Shanghai; 6% from Guangzhou; 3% 

from Tianjin; and 45% from ‘other’ areas within China. 

A chi-square test was carried out to find out if the usual place of residence is 

associated with whether respondents had travelled overseas before. The results 

showed that there was statistical significant association between respondents usual 

place of residence and whether they had traveled overseas in the past three years (p-

value = .000).  As highlighted above, 29% of respondents who had traveled overseas 

were from Beijing, 17% from Shanghai and 45% from ‘other’ areas within China.  

Beijing and Shanghai are the more affluent cities in mainland China and research 

carried out by Feng (2004) on the lifestyles in these cities included enjoyment of 

cultural performances and opera, less time spent at home and high percentage of 

involvement in sporting activities.  These factors may act to influence and encourage 

international travel.  Previous research also showed that Chinese travelers living in 

primary cities have the highest level of long haul travel experience whilst those 

living in secondary cities are only slightly less experienced (Tourism Australia, 

2014).   

5.3.1 Destinations travelled  

The 74% of respondents who had travelled overseas had visited the following 

countries in the past 3 years (Figure 5.1).  From this sample, 22% of respondents had 

visited Europe, thus showing that whilst the Chinese outbound market is well 

travelled within the Asia Pacific region, it is not only confined to short-haul 

destinations but also long-haul.  In addition, Europe is the continent with the most 

ADS countries and China’s outbound tourist flow to Europe is becoming more 

popular as the number of ADS countries continues to grow (CNTA, 2008).  

Furthermore, Arlt (2006) confirmed that long-haul destinations such as Europe, 

Australia and New Zealand have seen fast growth with strong momentum, owing to 

their recently obtained ADS status and aggressive marketing efforts.   
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Interestingly, Maldives is ranked in the top five destinations visited by this 

particular segment of tourists that traveled to Fiji.  The Maldive Islands are an 8-hour 

flight from Beijing and have roughly 350,000 people spread over 90,000 square 

kilometres on about 200 inhabited islands (Cripps, 2013).  As discussed in Chapter 3, 

for island tourism, Chinese tourists continue to be the largest inbound market for 

Maldives with their main reason to visit being honeymoon, holiday, relaxation and 

diving.  There were 103,734 Chinese tourist arrivals in the first seven months of 

2013, which was more than 66% from the same period in 2011.  The fact that 

Chinese tourists are attracted to the Maldive Islands places Fiji in a favourable 

competitive position as an island tourism destination with similar destination 

attributes such as the weather, beaches, over-water bungalows and diving (Cripps, 

2013).     

5.3.2 Tourist expenditure  

Many existing studies have used tourist arrival numbers as a measurement of 

international tourism demand (Lim, 1999), however the tourism product is comprised 

of a bundle of goods and services purchased by tourists (Song & Witt, 2000).  The 

Figure 5.1 Destinations travelled by respondents in the past three years    
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use of tourist arrivals statistics does not sufficiently reflect consumption patterns and 

expenditures and is inadequate as a measure of economic impacts of tourism on the 

destination. According to the World Travel and Tourism Council, China has become 

the largest spender in international tourism globally in 2012.  With the 2012 surge, 

China leaped to first place, surpassing both top spenders Germany and second largest 

spender United States (UNWTO, 2013).  In addition, a study in Australia indicated 

that the average consumption of a Chinese tourist in Australia is four times that of a 

Japanese visitor and it is estimated that by 2014, Chinese tourists visiting Australia 

would be spending AU$5.9 billion per annum (Lau & Mold, 2006 in Xu & 

McGehee, 2011).   

For Fiji, tourism earnings from China in 2013 was FJ$41m (Table 5.5) and 

represent the highest earning emerging market for Fiji (Fiji Bureau of Statistics, 

2013).  As outlined in Chapter 2 (See Section 2.6), the Global Financial Crisis (GFC) 

is one such exogenous shock which created an adverse impact on international 

tourism in 2009 (Griffith-Jones & Ocampo, 2009; Smeral, 2009; Velde, 2008), 

through the decline in merchandise exports, rising unemployment and rapidly 

eroding consumer confidence (Papatheodorou, Rossello, & Xiao, 2010; Smeral, 

2010).  However, the outlook on the Chinese outbound market during the global 

financial crisis appeared more robust whereby China and Hong Kong were the only 

two source markets within Asia that experienced growth tourist expenditure in 2009.  

This therefore suggests that China is a potential key source market for Fiji in terms of 

improving resilience and sustainability of Fiji’s tourism industry in the event of 

exogenous shocks.     
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Table 5.5 Tourism earnings for Fiji per country  

Tourism earnings (FJD) 2010 2011 2012 2013 

Australia 624.2 689.2 699.1 704.8 
New Zealand 187.1 200.7 215.6 206.3 
United States of America 97.6 99.8 102.2 106.6 
Continental Europe 58.6 63.5 59.1 61.9 
Pacific Islands 52.8 44.3 46.6 49.3 
United Kingdom 47 47.6 35.3 41.4 
China 31 42.1 44.3 40.7 

Canada 21.8 24.7 24.4 23.7 
Japan 26 19.4 14.3 18.3 
Korea 11.8 9.4 7.8 9.1 
India 2.8 3.5 6.3 7.5 
Taiwan 2.5 3.9 11.5 6.7 
Malaysia 1 2.9 1 1.5 
Rest of Asia 17.4 25.8 18.5 19.5 
Others 12.8 9.7 10.2 13.7 

(Source: Ministry of Tourism, 2013)  

Based on this study, the respondents identified their average expenditure per 

trip (excluding costs of flights, accommodation and transfers) over the past three 

years.  This expenditure was on shopping, dining and other miscellaneous expenses.  

The histogram (Figure 5.2) below shows the distribution of spending (FJD) which is 

evidently right-skewed; therefore the median is generally considered to be the best 

representative of the central location of the data. The more skewed the distribution, 

the greater the difference between the median and the mean, therefore, a greater 

emphasis should be placed on using the median as opposed to the mean. In this 

study, the median which was a proper representation of the average tourist spend was 

approximately FJ$5994.   

However, as elaborated in Chapter 2 (Section 2.7.1), findings from a study on 

Chinese tourists to Victoria, Australia appear to contradict the notion that Chinese 

are big spenders by stating that Chinese consumers always look for cheaper prices 

when making purchasing decisions and that they do not really pay much attention to 

quality (Weiler & Yu, 2006).  This correlated with feedback from the interview with 

the former General Manager of Musket Cove Island Resort who indicated that 

Chinese tourists are not big spenders whilst they are in Fiji.   
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“The expectation from the Chinese market is that they pay so much and 

expect much more.  For the traditional markets, the sun, sea and sand is 

enough but for the Chinese market, it is different – for example, they pay $5 

but expect $6 in return” (O. Mavoa, personal communication, 23 August 

2014).  

In addition, the types of shopping and expenditure by tourists from traditional 

markets and those from the Chinese tourists differ as further indicated in the 

interview with Musket Cove Island Resort:  

“Australian and New Zealand tourists buy sulus, swim wear and cheap 

souvenirs.  On the other hand, the Chinese market want the high-end 

products such as black pearls”(O. Mavoa, personal communication, 23 

August 2014).  

  

 

In addition, the box plot (Figure 5.3) compares the distributions of tourist 

expenditure between the various target cities in China. 

Figure 5.2 Distribution of Chinese tourist expenditure 

to other countries  
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Overall, tourists from Beijing, Shanghai, Guangzhou and others seem to have 

a similar level of distribution of spending, however their median levels of spending 

are slightly different.  In addition, a Mann-Whitney U test was also carried out to 

find out whether there was a statistical significant association between tourist 

expenditure and socio-demographic variables used in this study.  The results showed 

that there was no significant statistical association between tourist expenditure and 

gender (p-value = .598); marital status (p-value = .811); age (p-value = .146); 

education (p-value = .337); and usual place of residence (p-value = .318).  In other 

words, the test suggests that the average expenditure for all respondents was 

approximately the same, regardless of gender, marital status, age, education and 

place of residence.  

5.4  EVALUATION OF CHINESE TOURISTS EXPERIENCE IN FIJI  

A key objective of this study was to assess the perceptions of Chinese tourists 

based on their experience in Fiji to assist key tourism stakeholders in developing 

appropriate marketing strategies and more importantly, strategies that are directed 

and aimed at the target market.  The experiences of this sample of Chinese tourists to 

Figure 5.3 Distribution of tourist expenditure between target cities 
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Fiji are assessed in the following section and discussion of the findings from the 

questionnaire was based on first-time and repeat Chinese visitors to Fiji.   

It has been noted that understanding the different motivations and group 

compositions of first-time and repeat visitors can provide insights into  tourist 

behavior that will influence the positioning of a destination (Fuchs & Reichel, 2011).  

In addition, the importance of identifying whether these Chinese tourists to Fiji were 

first-time visitors is critical as first-time and repeat visitors develop loyalty 

differently (Fuchs & Reichel, 2011).  There are studies that suggest that satisfaction 

played a more important role in increasing destination loyalty for first-timers than for 

repeaters (Chi, 2012).  There are also studies on repeat visitations to mature sun, sea 

and sand holiday destinations which showed that although repeat visitors are more 

likely to make a further visit to a destination, its main determinant is a high level of 

satisfaction (Alegre & Cladrea, 2006; Beerli & Martin, 2004).  In addition, first-time 

visitors tended to be more explorative and adventurous in nature with a greater 

interest in sightseeing and geographically dispersed vacations.  On the other hand, 

repeat visitors concentrated most of their time in a more limited area than first-timers 

and tend to assign higher value to shopping and dining (Agrusa, Kim & Wang, 

2011).  Furthermore, understanding revisit intent has become important to both 

practitioners and academics alike with many destinations now relying heavily on 

repeat vacationers to induce visit flow (Assaker, Vinzi & Connor, 2011).   

5.4.1 First-time and repeat visitors to Fiji  

From the 149 respondents, 93% were first-time visitors to Fiji where as 7% 

were repeat visitors.  This is similar to Chinese tourists to the Maldives whereby a 

high percentage of Chinese tourists (95%) are first-time visitors (Cripps, 2013).  A 

chi-square test was carried out to examine if there was statistical significant 

relationship between first-time and repeat visitors to Fiji and various socio-

demographic variables and the results showed (p-value = .061) that statistically there 

was no significant difference between first-time and repeat visitors.  In addition, 

there were differences in the reasons for travel between first time and repeat visitors 

to Fiji (Table 5.6).  From the respondents, 86% of first time tourists visited Fiji for 

holiday, followed by business (8%) and education (2%).  On the other hand, as 

shown in Table 5.7, an interesting finding to note is that the high percentage of this 
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segment that visited Fiji more than twice had returned for business; followed by 

holiday then education.  Interestingly, recent findings revealed that business travelers 

continue to be younger on average and half of all business travelers live in one of 

China’s most prosperous provinces (China International Travel Monitor, 2014).   

 Table 5.6   Main reasons for first-time travelers to Fiji (n=147) 

 Main reason Total 
Business Holiday Education Visiting 

Friends/Family 
First time Yes 13 129 3 2 147 

 

 Table 5.7   Main reasons for repeat visitors to Fiji    

 Main reason Total 
Business Holiday Education 

Times travelled Once 0 1 0 1 
Twice 4 3 2 9 
Three or More 2 0 0 2 

Total 6 4 2   12 

 

Repeat visitation is an important phenomenon with significant implications 

for tourism destination marketing (Shani, Reichiel & Croes, 2012).  In addition, 

repeat visitors are a preferable market segment and prevalent in tourism and 

hospitality sectors as it is evident in the abundance of loyalty programs and 

incentives offered for repeat visitors.  According to the UNWTO (2010), the 

proportion of Chinese outbound tourists to travel abroad for the second time or more 

will increase as a result of the development of China’s outbound market and the 

increase of countries with Approved Destination Status.   

The above views however, are not agreed or supported by key tourism 

stakeholders in Fiji who have confirmed that there is a low percentage of repeat 

visitors to Fiji from China:  

“We haven’t found a lot of repeat visitors.  I think that just considering for 

any of us, if you are going on a flight that is more than 8 hours long, you are 

not going to do it twice unless they are coming to visit family or coming for 

business.  Our returnee rate is a lot higher just with our short haul 

destinations of Australia and New Zealand, even for North America.  If they 
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do do it again, it would be in their next generation – so it would be almost 

like they came here when they were little with their parents, by the time they 

get married they would come again, and if they have children, then they 

would come again. That is the sort of the repeat.  It’s not that they did Fiji 

this year, three years down the line we will do Fiji again” (A. Erasito, 

personal communication, 11 June, 2013).  

A justification for the small number of repeat visitors for Rosie Holidays is 

that findings show that Chinese repeat visitors to Fiji tend to return primarily for 

business reasons; therefore, generally it would be unlikely for these visitors to 

contact a destination management company to arrange their travel in Fiji since they 

would be familiar with the country or that they would most likely be met upon arrival 

by their business associates in Nadi.  To support this finding, in 2005, it was also 

reported that repeat visitors were less likely to book their accommodation and flights 

through travel agents and inbound operators; instead they preferred to make their 

bookings directly with the hotel or resort (Fiji Tourism Development Plan, 2007 – 

2016).  

Mana Island Resort also indicated that their main market with repeat visitors 

will continue to be Australia and New Zealand because of the short haul travel.  

“For China, the main thing is because of the flights. In the future, if Fiji has 

direct flight from Shanghai then it will be a big and different change” (S. 

Yang, personal communication, 10 June, 2013).   

Therefore, from the above discussion, it is evident that Fiji will continue to 

receive repeat visitors from the short-haul markets, being Australia and New Zealand 

instead of from China.  Recent findings (China International Travel Monitor, 2014)  

also note that there is a far greater appetite for Chinese tourists to visit new 

destinations rather than returning to former favourites.  More specifically, 95% of 

Chinese international tourists say they are more interested in visiting different 

international destinations rather than returning to places they have enjoyed in the past 

(China International Travel Monitor, 2014).    

However, it is important to note that Fiji has been marketing itself as a 

tourism destination to traditional markets of Australia, New Zealand and the U.S 
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since the 1960s.  The findings from this study show that currently, the Chinese 

market will continue to primarily supply first-time visitors to Fiji as Fiji only began 

marketing itself as a tourism destination to the Chinese outbound market for the past 

decade only.  In addition, as indicated in Chapter 4 (See Section 4.6.5), there are only 

a handful of tourism operators in Fiji that target the Chinese outbound market with 

the majority targeting the traditional markets.  This study suggests that, at this point 

in time, it would be difficult for Fiji as a tourism destination to attract repeat visitors 

and that more research and efforts to understand the different needs and expectations 

of Chinese tourists needs to be carried out.   

5.4.2 Chinese tourist target markets  

The importance of finding out the main reasons for Chinese tourists travel to 

Fiji also seeks to identify the target or niche markets.  For Fiji in particular, three 

target markets have been identified: honeymooners, luxury and diving segments. As 

stated by Tourism Fiji:  

“We basically position Fiji as a honeymoon destination.  So obviously we are 

targeting young lovers, and also target the luxury and diving segments.  So 

for starters, we will start off with those three there and basically our 

marketing activities will determine on the marketing dollars available.  As far 

as your question is concerned, those are the three.. You know, the FITs, 

honeymooners and top-end as well as diving.  Shark diving in Pacific 

Harbour is very popular so we are trying to build on that” (T. Valentine, 

personal communication, 11 June, 2013).  

The feedback from Chinese respondents also indicated their preference of Fiji 

as a honeymoon destination.  For example:  

  “The honeymoon house is fantastic”  

“Fiji is the best place to go for honeymoon”  

Likewise, for Mana Island Resort, 80% of the target market includes couples 

and honeymooners.  Many young Chinese couples use the occasion of their nuptials 

to take their first trip abroad (Art, 2013). The earlier destinations of Thailand and the 
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Philippines have also been replaced by more exotic and extravagant places which in 

many cases, are the islands (Chong, 2011).  

The dive market in Mana Island Resort and Rosie Holidays also continues to 

be very popular amongst Chinese tourists 

“Even though Chinese tourists to Fiji are afraid of too much sunshine, they 

still go out diving and on sea spray for fishing.  It is only once a year that 

they have 10 days holiday so they definitely have to do something special”  

(S. Yang, personal communication, 10 June, 2013).   

“The dive market, for us is growing incredibly.  Yes – they may not want to 

sun tan but it doesn’t mean that they don’t want to do activities.  If its tours 

and scheduled activities, they will do it – but just to lie out on the beach or lie 

out by the pool is something that they won’t be interested in” (A. Erasito, 

personal communication, 11 June, 2013).  

However, the above feedback from interviews with tourism stakeholders in 

Fiji appear to contradict recent findings that Chinese tourists do not rate sports and 

outdoor activities highly while away from home (China International Travel Monitor, 

2014).  In addition, recent trends show that when it comes to avoiding sun, it seems 

that Chinese creativity is unlimited.  For example, in addition to special UV-blocking 

sun umbrellas which can be attached to bike handles and sun-blocking removable 

sleeves, the Chinese have also invented the ‘face-kini’ as shown in Figure 5.4 which 

protects against the sun (BBC, 2014)  
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    Figure 5.4 Chinese tourists avoiding the sun  

        Source: BBC, 2014 

5.4.3 Seasonal travel to Fiji  

The adjustment of the holiday system in China has changed people’s leisure 

time and influences their choice of tourist destination (Xie & Li, 2010).  As 

elaborated in Chapter 2 (See Section 2.7), China introduced three week-long holidays 

(Spring Festival, May Day Holiday and National Day holiday) and these paid holiday 

entitlements significantly increased people’s leisure time and contributed to the 

development of China’s outbound travel market.   

For Fiji, Mana Island Resort also confirmed that the resort receives a great 

number of Chinese tourists during these  Chinese holidays.   

“This year (2013) has seen plenty visitors from China, maybe about 80% - 

90% occupancy from China.  I heard from the ex-Chinese coordinator that 

during the past two years, the China market has grown very fast.  In Chinese 

New Year, we have about 100 tourists in one group at one time” (S. Yang, 

personal communication, 10 June, 2013).   

As indicated in Chapter 2 (See Section 2.6), most of the literature on tourism 

seasonality describes seasonal variations in visitation as a problem that results in a 

number of negative effects on the destination and the local communities (Edgell, 

1990; Laws, 1991; Poon, 1993).  However, for Fiji, the different seasonality of the 

Chinese tourists visiting Fiji occur during the low seasons from traditional markets 

which suggests that the Chinese market could help increase the sustainability of 
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Fiji’s tourism industry since this emerging market provides the required tourism 

numbers during the low seasons from traditional markets.  

“What we saw was that there was an increase in Chinese tourist arrivals 

during Chinese New Year, so Musket Cove was happy to accommodate the 

Chinese market because it provided the numbers during our low season”(O. 

Mavoa, personal communication, 23 August 2014).  

It is interesting to note, however, that upon review of the visitor arrivals from 

China from 2012 – 2013 show that the peak periods of the Chinese inbound market 

to Fiji appears to be in the months of July – August.   The numbers then increase for 

October, thus coinciding with the October holidays in China.   

This correlates with the interview with Rosie Holidays which also identifies 

this trend:   

“There are marked seasons that Chinese tourists generally travel with the 

two peak seasons that we have of Chinese New Year and Golden Week.  

However, we are noticing August time period is when they have school 

holidays, we are finding a bit of a peak there as well”  (A. Erasito, personal 

communication, 11 June, 2013).  

Figure 5.5 shows the time series of Chinese tourists’ to Fiji between 2011 and 

2013.  Based on the graph, there was a significant drop in total Chinese visitor 

arrivals between 2012 and 2013 by 11% which was subsequently reflected in the 

tourism earnings from China, a decline of 7%.   
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Some of the reasons attributed to this decline were due to Tropical Cyclone 

Evan in late December 2012 and early January 2013 as well as the absence of a 

Tourism Fiji representative in China as elaborated in the interview with Tourism Fiji.  

The closure of the Tourism Fiji Shanghai Office in 2012 subsequently resulted in the 

closure of the Tourism Fiji Chinese website (www.fijiislands.com.cn) which would 

have affected the consistency and presence in marketing.  However, there is a 

positive outlook for the future with marketing strategies to be put in place once a 

Tourism Fiji China representative is appointed by December 2014.   

“Right now, we do not have a China representative. Our focus now is to 

appoint a suitable candidate who is able to drive China’s visitor arrivals to 

new heights. Because of Air Pacific’s re-alignment from Japan to now Hong 

Kong, it’s crucial that the National Airline and National Tourist Office work 

together for obvious reasons.  So the plan is to appoint a representative 

responsible for China and surrounding markets of Asia to be based in Hong 

Kong.  So that is going to be our first plan to conquer, once we get the 

suitable representative to be based in Hong Kong, we will then develop the 

necessary strategies in order to increase visitor arrivals from 26,000 to the 

Figure 5.5 China visitor arrivals by month: 2011-2013 

              Source: Fiji Bureau of Statistics, 2013 
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new level that we want to achieve”(T. Valentine, personal communication, 11 

June, 2013).  

A further justification for this drop in visitor arrivals as elaborated by Rosie 

Holidays dealt with the reduction in the airline inventory due to the introduction of 

the new Fiji Airways airbus.   

“I think that we deal with fewer inventories in terms of airline seats.  So for 

this year alone (2013), it’s nice that Fiji Airways has the brand new aircrafts 

but you are dealing with 60% less in terms of seat inventory. What used to 

take over 400 passengers (the former Fiji Airways Boeing 747), now the new 

Airbus is going still twice a week but only taking 200 passengers.  Looking at 

that, Korean Air hasn’t changed, their seat inventory stays, however a lot 

more Chinese tourists to Fiji are seen to be coming off our Hong Kong flight, 

mainly due to price. Therefore, the China market is still increasing, but it’s 

more plateauing off whereas you had a higher peak last year (2012) 

compared to the year prior” (A. Erasito, personal communication, 11 June, 

2013).  

5.4.4 Preferred flight to Fiji  

There are currently two major ports of entry for Chinese inbound visitors to 

Fiji, through Hong Kong via Fiji Airways or through Seoul via Korean Air.  There 

are also some Chinese tourists visiting Fiji as an add-on destination after Australia or 

New Zealand.  For both first-time (Table 5.8) and repeat visitors (Table 5.9) Hong 

Kong appears to be the preferred flight route to Fiji, followed by Seoul, Australia and 

New Zealand.   

 Table 5.8   Flight route for first-time Chinese tourists to Fiji (n=139) 

 Flight route Total 
Seoul HK Australia NZ 

First 
time 

Yes 25 96 16 2 139 
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Table 5.9   Flight route for repeat Chinese tourists to Fiji     

 Flight route Total 
Seoul HK NZ 

Times 
travelled 

Once 0 1 0 1 
Twice 2 5 2 9 
Three or More 1 1 0 2 

Total 3 7 2 12 

 

According to Mana Island Resort, most of their Chinese tourists choose Fiji 

Airways due to the considerably low airline prices:  

“Most Chinese tourists choose Fiji Airways as the price is low. I think 70% 

come through Hong Kong and 30% through Seoul via Korean Air.  If tourists 

are coming from Northern part of China, then it is cheaper to use Korean Air 

flights” (S. Yang, personal communication, 10 June, 2013).   

This is also in agreement with Rosie Holidays that confirms that their 

Chinese tourists travel both routes, via Hong Kong and Seoul, however:  

“Anyone that travels from Northern China generally travels via Seoul on 

Korean Air.  However, we have found a lot more people coming off our Hong 

Kong flight.  I think for Rosie Holidays as well, we always support our 

national carrier flight so Fiji Airways is always preferred” (A. Erasito, 

personal communication, 11 June, 2013).  

 As discussed and confirmed above, Chinese tourists prefer to travel via the 

Hong Kong route on Fiji’s national airline – Fiji Airways because it is cheaper and 

more convenient if they are based in the south of China.  Chinese tourists from the 

north of China would most likely travel on Korean Airlines.   Due to the reduction in 

seat inventory on the Fiji Airways Hong Kong flights, the airline has increased its 

frequencies through four flights a week from Nadi to Hong Kong. This shows that 

the Chinese market is one of the long-haul emerging markets that support the 

sustainability of Fiji’s tourism industry as the market uses Fiji’s national airline 

compared to Korean Airlines.   
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5.4.5 Average length of stay in Fiji 

There is an increasing recognition in past literature that length of stay is one 

of the most important determinants of tourists’ expenditure whilst on a trip (Thrane, 

2012).   As per the questionnaire, there were only three options provided to 

respondents to identify their average length of stay in Fiji (1-7 days; 8-14 days; more 

than 28 days).  In this study, 72% of first time visitors stayed between 1 – 7 days in 

Fiji (Table 5.10).  On the other hand, there was an equal distribution of repeat 

visitors that stayed between 1 – 7 days; 8-14 days and more than a month (Table 

5.11).  Recent findings also identified that Chinese tourists typically spent between 

one to two weeks away when traveling internationally (China International Travel 

Monitor, 2014).   

 

                                  

 

 Average length of stay Total 
1-7 days 8-14 days > 28 

days 
Main 
reason 

Business 4 4 4 12 
Holiday 106 26 0 132 
Education 1 1 0 2 
Visiting 
Friends/Family 

0 1 1 2 

Total 111 32 5 148 

 

The above finding is also supported by Mana Island Resort whereby Chinese 

tourists to the resort stayed in Fiji for about 7 nights: 

“Average stay for Mana Island guests is 3 or 4 nights, then 1 or 2 nights on 

the Mainland which makes their total stay in Fiji about 7 nights” 

(S. Yang, personal communication, 10 June, 2013).   

 Average length of stay Total 
1-7 days 8-14 days > 28 days 

First time Yes 
No 

107 
4 

28 
4 

3 
3 

138 
11 

Total 111 32 6 149 

Table 5.10 Average length of stay for first-time visitors (n=149)   

Table 5.11   Average length of stay based on reasons for travel to Fiji (n=148) 
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5.4.6 Main regions and hotels visited in Fiji   

Nadi remains the most visited region in Fiji by Chinese tourists with 63%; 

followed by Denarau (24%); Mamanucas (9%); Yasawas (2%) and Suva (1%).  The 

findings (Table 5.12) also outlined the hotels within this region whereby Chinese 

tourists spent most of their time which also indicates that there are only selected 

hotels and resorts in Fiji that are classified as preferred accommodation for the 

Chinese inbound market.  

 

 Frequency Cumulative 
Percent 

Valid Mana Island Resort 
(Mamanucas)  

69 46.3 

Hilton (Denarau)  19 76.5 
Sonaisali Island Resort (Nadi)  12 84.6 
Plantation Island Resort 
(Mamanucas) 

6 88.6 

Westin (Denarau) 4 91.3 
Yasawa Island Resort 
(Yasawas)  

3 93.3 

Novotel (Nadi) 2 94.6 
Sofitel Fiji Resort & Spa 
(Denarau) 

2 96.0 

Castaway Island Resort 
(Mamanucas) 

1 96.6 

Holiday Inn 1 97.3 
Likuliku (Mamanucas) 1 98.0 
Lomani (Mamanucas) 1 98.7 
Radisson (Denarau) 1 99.3 
Sheraton (Denarau) 1 100.0 
Total 123  

Mana Island Resort in the Mamanuca Islands was identified as the most 

preferred accommodation for Chinese visitors to Fiji.  Most Chinese tourists choose 

to stay at Mana Island Resort for various reasons as highlighted in the interview with 

the Mana Island Chinese coordinator:  

“Firstly it is because of the difficulty in language.  Main reason they choose 

is because there is a Chinese coordinator at Mana Island, and second Mana 

Island is the biggest resort in Mamanuca and able to hold large groups. Our 

guests mostly come in groups and other resorts find it hard to take group 

Table 5.12   Main regions in Fiji where Chinese tourists spent most of their time 
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bookings.  For Chinese New Year, there is about 100 tourists in one group at 

one time” (S. Yang, personal communication, 10 June, 2013).   

 It is important to note also that 94% of visitors to Mana Island Resort were 

on holiday with 68% being married couples so this segment most likely would be on 

honeymoon, anniversary or any normal holiday that couples would take. Similar 

findings are also confirmed for Hilton and Sonaisali whereby a higher percentage of 

their visitors were on holiday with majority being married couples.  

 

 Main reason Total 
Business Holiday Education Visiting 

Friends/Family 
Castaway Island 
Resort 

0 1 0 0 1 

Hilton 2 17 0 0 19 
Holiday Inn 0 1 0 0 1 
Likuliku 0 1 0 0 1 
Lomani 0 1 0 0 1 
Mana Island 
Resort 

2 65 1 1 69 

Novotel 0 2 0 0 2 
Plantation Island 
Resort 

1 5 0 0 6 

Radisson 0 1 0 0 1 
Sheraton 0 1 0 0 1 
Sofitel Fiji Resort 
& Spa 

1 1 0 0 2 

Sonaisali Island 
Resort 

0 12 0 0 12 

Westin 2 1 1 0 4 
Yasawa Island 
Resort 

0 3 0 0 3 

Total 8 112 2 1 123 

The findings identified Hilton, Mana Island Resort and Sonaisali Island 

Resort as the top three favoured or preferred hotels whereby respondents spent most 

of their time whilst in Fiji (Table 5.13). It is important to note that virtually all the 

hotels favoured by Chinese tourists to Fiji are transnational-run and these are 

particularly prone to leakages through imported items to meet guests’ demands. 

International hotel chains are the most popular choice for Chinese business travellers 

Table 5.13   Hotels where Chinese tourists spent most of their time (n=123) 



 

109 

 

and star rating is viewed as the most important influencing factor in comparison o 

price (China International Travel Monitor, 2014).   

 Large hotel chains usually import equipment, food, drink and other goods 

and certain extent of the tourist expenditure ends up abroad.  In addition, 

transnational-run companies are also prone to leakages when the overseas investors 

repatriate profits.  This has major implications on tourism policies in Fiji.  As 

elaborated in Chapter 3 (See Section 3.6), The Fiji Tourism Development Plan 1998-

2005 concentrated the tourism industry by focusing on major tourist regions in Fiji.  

A recommendation from the Strategic Environmental Assessment of Fiji’s Tourism 

Development Plan 1998-2005 was that as a matter of national priority, all 

development activities should spread economic benefits to all parts of the country 

with efforts to promote tourism.  For example, tourist development which is more 

aligned to small-scale community based ecotourism5, run or jointly owned by local 

populations as this type of tourism is more reliant on local expertise as well as 

products (WWF, 2003).  However, it was highlighted in Chapter 3 (See Section 3.9), 

that due to financial shortfalls, Tourism Fiji is limited to partnership marketing only 

with the major hotel chains and forces them to neglect smaller operators, specifically 

the indigenous owners who do not have the funds available for marketing 

undertakings (Tourism Fiji, 2009).   

As discussed earlier (Section 5.2), it is important to find out the socio-

demographic background of visitors so as to identify specific target markets.  Table 

5.14 outlines varying differences in the socio-demographic background of 

respondents that stayed at each of these three hotels, being Mana Island Resort, 

Hilton and Sonaisali Island Resort.  It is interesting to note that Mana Island Resort 

and Hilton mostly accommodated tourists between 25 – 34 years of age where as 

Sonaisali catered to mostly 45 years and above.    

 

 

                                                 
5 Ecotourism is a form of tourism involving visiting fragile, pristine relatively undisturbed natural 
areas.  It is intended as a low-impact and often small scale alternative to commercial tourism.    
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Table 5.14 Socio-demographic background of respondents that stayed in the top 

3 hotels in Fiji (n=123) 

Variable Mana Island 

Resort 

Hilton Sonaisali Island 

Resort 

25 – 34 years 59% 25% 16% 
45 years and above 24% 26% 50% 

5.4.7 Main information source  

As highlighted in Chapter 2, it is vital that relevant research is carried out by 

tourism destinations to identify the relevant information outlets that are accessed by 

different market segments.  According to recent findings, Chinese tourists like to 

conduct thorough research about how and where to choose a holiday destination 

(China International Travel Monitor, 2014).  Travel guides, books, friends and online 

travel websites are still the most popular sources of information when making 

decisions with increasing preference for social media. The findings showed that at 

least 91% of Chinese internet users reportedly have a social media account and many 

Chinese tourists now share their photos and experiences on social media such as 

Wechat and Weibo during and after an international trip (China International Travel 

Monitor, 2014).   

The results from a chi-square test carried out showed that there was statistical 

significant association between the main information source and hotels visited (p-

value = .031).  In other words, it was  identified that the information that visitors 

received for Mana Island Resort are well spread out between advertising media 

(travel agency, word of mouth, TV advertisements and newspaper/magazines) which 

suggests that the resort’s marketing team have utilized different advertising media 

and therefore enjoyed the maximum exposure. On the other hand, visitors that stayed 

at Hilton and Sonaisali Island Resort identified travel agencies as their main 

information source.  This is shown in Table 5.15. 
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Resort  Travel 
Agency 

Word of 
Mouth 

TV 
Advert 

Newspaper/ 
Magazine  

Total  

Hilton 8 1 2 2 13 
Mana Island 
Resort 

21 9 13 13 56 

Sonaisali Island 
Resort 

5 0 1 1 7 

5.4.8 Group travel  

Many studies have shown that group tours are the preferred mode of 

outbound travel for most Chinese tourists when taking vacation overseas (Wen & 

Laws, 2001; Wong & Lau, 2001).  It is interesting to note that the results from this 

particular study indicates otherwise that the majority of respondents (64%) to Fiji 

were not on a group tour and 51% were females within the age bracket of 25 – 34 

years of age.  The reason for this is that Fiji has a waiver visa requirement which 

makes it easy for Chinese tourists to travel to Fiji independently.  Many countries do 

not issue independent Chinese tourists visas fearing they would overstay.   

 

 

 

 

 

 

 Age Total 
<24 25-34 35-44 

Group travel Yes 31 15 4 50 
No 69 23 0 92 

Total 100 38 4 142 

 

Based on Table 5.16, the 36% of respondents that did travel as part of a group 

tour to Fiji, there were a higher percentage of married couples (78%) compared to 

singles (22%).  In addition, Table 5.17 shows the different age groups of Chinese 

visitors that travelled to Fiji as part of a group and it is important to note that 

 Group tour Total 
Yes No 

Marital status Married 39 56 95 
Single 11 32 43 

Total 50 88 138 

 

Table 5.15   Main information source for visitors at top three hotels     

Table 5.16 Married couples travelling with a group (n=138) 

Table 5.17 Age group of Chinese visitors on group travel to Fiji (n=142)     
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although the sample size is small for this particular study, it does indicate that 

visitors within the age bracket of above 35 years of age tend to travel in groups.     

 

 Age Total 
<24 25-34 35-44 

Info source Travel Agency 28 15 3 46 
Word of 

Mouth 
47 12 2 61 

TV Advert 9 2 0 11 
Newspaper/Magazine 20 8 0 28 

Total 104 37 5 146 

Based on Table 5.18, the majority of respondents identified word of mouth as 

their main information source at 42% followed by travel agencies at 32%.  Some 

interesting findings from the above data were that 51% of respondents between 25 – 

34 years of age did not travel in a group to Fiji and their main information source 

was through word of mouth.  On the other hand, 26% of respondents above the age 

of 45 years travelled as part of a group tour to Fiji and identified travel agencies as 

their main information source. This is a critical finding and feedback to key tourism 

stakeholders on the evident need to identify the most common advertising medium to 

employ for different target markets so as to maximize returns.  Recent findings also 

correspond with the above finding that social media (electronic word of mouth) is 

much more influencial on younger travellers when deciding on travel destinations.  

The most popular networks are Wechat and Weibo (China International Travel 

Monitor, 2014).  In addition, younger travellers under the age of 35 years are more 

interested in booking accommodation directly with resorts or hotels or through an 

online travel company, in comparison to older travellers who are more likely to use 

travel agents.  

As noted in the above discussion, that Mana Island Resort is popular amongst 

Chinese tourists travelling to Fiji because it is the largest resort in the Mamanuca 

group of islands and capable of accommodating large groups.  

“Chinese only come in groups.  It is very hard for other resort to take group 

bookings” (S. Yang, personal communication, 10 June, 2013).   

However, China’s outbound tourism is increasing whereby group tours with 

heavy itineraries are no longer attractive to Chinese travelers. Similarly, Du & Dai 

Table 5.18 Main information source based on age groups (n=146)   
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(2006) note that the pioneer high-income tourists now hesitate to visit multiple 

countries in a single package tour but prefer a slow-paced , high-quality holiday that 

will provide them with an unforgettable experience.  This trend is expected to 

become more widespread as China’s middle class increases travel abroad.    

The feedback from the interview with Rosie Holidays also correlates with the 

above changing trend that many Chinese tourists are beginning to travel on their 

own.    

“There has been a shift when in the past, there has been more of group 

travels, but nowadays it is quickly balancing out where you have a lot of 

Chinese tourists who have travelled to other destinations that feel 

comfortable travelling on their own” (A. Erasito, personal communication, 

11 June, 2013).  

5.4.9 Pre-trip planning  

It has been noted that it is critical to find out the time taken for Chinese 

tourists to plan their trip to Fiji.  According to Boerjan (2005), the amount of pre-trip 

planning required for long-haul travel can act to mitigate some of the psychological 

risks where Chinese outbound travelers assess the cultural similarities of the county 

to be visited.  The findings outlined in Table 5.19 showed that there were some 

differences in the Chinese visitors that took 2 weeks to plan their travel compared to 

those that took 1 month to plan their travel to Fiji.   
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Table 5.19 Differences in pre-planning phases of Chinese respondents to Fiji  

Variable  2 weeks   1 month  

First time vs repeat 

visitors 

A chi square test 
showed that 
statistically, there is 
significant association 
between first-time 
visitors and repeat 
visitors and their plan to 
travel to Fiji (p-value 
=.000) 

50% of repeat visitors took 
2 weeks to plan their travel 
to Fiji.   

A higher percentage of first 
time visitors (38%) took 1 
month to plan their travel 
to Fiji.  

Previous outbound 

experience  

A chi square test 
showed that 
statistically, there is 
significant association 
between the plan of 
travel and previous 
outbound experience  
(p-value =.000) 

41% of visitors who had 
travelled overseas before 
had taken only 2 weeks to 
plan their trip to Fiji 

42% of those who had not 
travelled overseas before 
took a longer time to plan 
their travel to Fiji.   

Educational 

qualifications  
A chi square test 
showed that 
statistically, there is 
significant association 
between the plan of 
travel and level of 
education (p-value 
=.000) 

More educated visitors took 
lesser time to plan their 
travel. 38% of visitors with 
university and postgraduate 
qualifications took 2 weeks 
to plan their travel to Fiji 

34% with university and 
postgraduate qualifications 
took 1 month to plan their 
trip. 

 

Age category  

(above 45 years of age)  
A chi square test 
showed that 
statistically, there is 
significant association 
between the plan of 
travel and age (p-value 
=.000) 

12% of respondents below 
the age of 45 years took 2 
weeks to plan their travel to 
Fiji 

16% of respondents above 
the age of 45 years took 1 
month to plan their trip to 
Fiji. 

 

Usual place of 

residence  

38% of visitors from 
Beijing took 2 weeks to plan 
their travel 

42% of visitors from 
Shanghai took 1 month to 
plan their travel 
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In addition, Table 5.20 shows that the majority of respondents (74%) took 2 

weeks to 1 month to plan their travel to Fiji, whether their reasons to visit were for 

holiday, business, and education or for visiting friends and relatives. A chi square 

test also showed that statistically, there is significant association between the plan of 

travel and main reasons to travel to Fiji (p-value =.000) 

 

 

 2 
weeks 

1 month 2 months > 3 
months 

Total 

Main 
reason 

Business 4 4 0 3 11 
Holiday 47 47 18 18 130 
Education 1 2 0 0 3 
Visiting Friends 1 1 0 0 2 

Total 53 54 18 21 146 

5.4.10 Dining experience  

According to recent findings, Chinese travelers rate food as the most 

important amenity provided by a hotel.  In addition, 73% rate the provision of 

Chinese-specific food-related items as among the most important services provided 

by a hotel, with 37% voting for Chinese room service options and 33% for Chinese 

breakfast (China International Travel Monitor, 2014).  From this particular sample of 

Chinese tourists to Fiji, it was identified that 49% preferred Chinese food; 35% 

preferred Fijian food; 10% preferred Western whereas the remaining 3% was divided 

between Indian and others (seafood) respectively.   

However, a chi-square test was conducted with the results highlighted in 

Table 5.21 which showed that whilst there was no statistical significant association 

with the preference for Fijian food (p-value = .867); there was statistically significant 

association in relation to the preference for Chinese food, Western food, Indian food 

and others (p-value = .000).   

 

 

 

 

Table 5.20 Pre-planning time to Fiji based on reasons for travel (n=146) 
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 Preferred food  Results df p-value 

Chinese food  49% 148 .000 
Fijian food  35% 3 .867 
Western food  10% 1 .000 
Indian food 3% 1 .000 
Others   3% 1 .000 

In addition, a chi-square goodness of fit test was also carried out between 

first-time visitors and repeat visitors in relation to the preference of food.  For first-

time visitors, it was interesting to note that more Chinese tourists (54%) did not 

prefer Chinese food whilst in Fiji, but instead they preferred Fijian food.  The 

preference for Fijian food may be attributed to the low quality and lack of choices for 

Chinese food available in Fiji which were noted in the negative feedback highlighted 

in the questionnaire that strongly indicates the need for considerable improvement to 

the selection of foods at resorts.   

“Not too much choices for food….”  

“Food was not good and better to provide Chinese food….”  

“Local food should reach Chinese demand”  

“Improve the food”  

“Food not suitable for Chinese visitors”  

Interestingly, a study carried out by Chang (2010) on food preference of 

Chinese tourists in China showed that whilst many of the participants were eager to 

try local food, they explicitly stated that it was impossible for them to consume local 

food at every meal.  Furthermore, there have been many studies carried out on the 

Chinese outbound market that indicate that Chinese tourists are not satisfied with 

their dining experience (Chang et al, 2011; Guo, Kim & Timothy, 2007). In addition, 

many participants emphasized that the variety of dishes is an essential criterion for 

them to appreciate local cuisine.  It was suggested that a meal should comprise of a 

variety of different dishes. For many hotels and resorts in Fiji, buffet style of dining 

is common; however the variety of dishes and the style of cooking these dishes are 

limited.  Furthermore, Chinese people place emphasis on extending hospitality and 

Table 5.21 Chinese respondents on preferred food   
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generosity to others and it is common practice for them to order as many dishes when 

they dine out with friends (Wright, Nancarrow & Kwok, 2001).   

5.5  OVERALL DESTINATION ATTRIBUTES AND FIJI EXPERIENCE  

The earlier section (Section 5.3) of this chapter looked at the respondents’ 

previous outbound experience and whether different destination attributes influenced 

their decision to travel to a particular destination.  The following section will look at 

respondents’ visit experience during their time in Fiji  and whether the destination 

attributes or experience met their pre-trip expectations.  This discussion is aligned to 

the conceptual framework by Gnoth (1997) as discussed in Chapter 2 (See Figure 

2.3).  According to Gnoth (1997),  motivations, expectations and attitudes are linked, 

however, attitudes are separated depending on the post tourist experience in terms of 

whether it was positive or negative.  This is supported by Ryan (2002) that as part of 

a tourist’s consumption process, it is vital to analyse post-visitation as it is linked to 

how visitors analyse their experiences after their visit to a destination and decide 

whether this would impact them visiting the destination for a second time or 

recommending it to family and friends through positive word of mouth  

For Tourism Fiji, understanding Chinese inbound tourists’ intentions to travel 

to Fiji is critical in order for Fiji to deliver a more effective and efficient service:  

“Fiji as a destination, first of all we need to understand the fundamentals of 

the Chinese market.  You need to get your product in tune to the Chinese 

traveller, and that’s by way of language barriers – you have your Chinese 

coordinators to overcome that. You provide as far as Food & Beverage is 

concerned, you provide menus in Chinese, Chinese dishes and it’s about 

basically understanding the needs and characteristics of the Chinese 

traveller. Once you understand that, you are able to define and ascertain how 

you wish to position your product in the midst of this vast outbound travel 

coming out of China. It is not just for China, the same too goes for India, 

massive outbound numbers but you need to understand them in order to 

satisfy their travel needs, otherwise you will be left out.  You need to 

understand the culture, obviously and basically put yourself in Chinese shoes 
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in order to meet their needs better”(T. Valentine, personal communication, 

11 June, 2013).  

In line with the research objective of assessing the perceptions of the Chinese 

tourists in Fiji, this study used a 5-point Likert scale to gauge the level of importance 

and agreement on various destinations attributes.  From the questionnaire survey, 

respondents were asked to rank the destination attributes that influenced their 

decision to visit a country.  Based on Figure 5.6, respondents provided their 

responses as not important at all (1); not very important (2); neutral (3); important 

(4); and very important (5).  

 

 

The stacked bar plot above essentially indicates that safety is the main 

destination attribute that takes precedence when Chinese tourists choose to visit a 

tourism destination.  It is interesting to note as highlighted in Section 5.3 above that 

although 74% of these respondents had travelled abroad in the past three years, 

safety continues to remain a critical destination attribute that influences their decision 

of whether to travel to a particular destination.  Interestingly, the findings from this 

study contradicts Pearce’s Travel Career Ladder Approach in Chapter 2 (Figure 2.2) 

whereby safety is emphasized more by those with less travel experience compared 

with more experienced travellers.   According to recent findings, safety is the 

primary concern that influences Chinese travellers decision with 59% of travellers 

Figure 5.6 Rating of destination attributes  
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admitting that anxieties over safety would influence them not to make bookings 

altogether.  In addition, 46% also admit that the political situation would also be a 

deterrent to travelling (China International Travel Monitor, 2014).   

Scenery (including weather and beaches) as well as people also constitute 

important destination attributes.  A study carried out by Kim, Guo & Agrusa (2012) 

specific to long-haul travel also stressed the importance of safety and beautiful 

scenery as two preferred destination attributes for Chinese tourists.  In addition, 

research carried out on Chinese tourists to Canada also indicated that the top three 

criteria for Chinese tourists in choosing a destination were scenery, safety and 

sanitation (Canadian Tourism Commission [CTC], 2001).  Furthermore, the 2013 

Maldives visitor survey identified that the main reason for Chinese tourists choosing 

to travel to Maldives was the natural environment.   

It is interesting to note the findings from the Tourism Fiji 2009 marketing 

plan that Fiji is perceived to be the safest destination by Australians.  In fact, the 

safety rating for Fiji is higher than Bali, Thailand and comparable to Vanuatu despite 

extensive media coverage of the last four political coups (Tourism Fiji, 2009).  

Therefore, it is critical that Fiji as a tourism destination work towards creating an 

image of Fiji as a safe destination to visit for the Chinese outbound market.    

One of the major characteristics of Chinese outbound tourists is their passion 

for shopping and a recent study noted that Chinese tourists were one of the world’s 

biggest spenders for shopping (Cripps, 2013). Based on the results of this study, 47% 

of respondents ranked shopping as being an important destination attribute which is a 

high percentage and is then aligned to the findings from previous studies (Boycoff, 

2014; Hanqin & Lam, 1999; Hsu & Lam, 2003) as elaborated in Chapter 2 that 

shopping is an important destination attribute for Chinese tourists.  However, recent 

findings also found that the most popular activities for Chinese travelers was 

sightseeing (73%); dining (64%) and shopping (56%) which clearly suggests that 

although shopping is an important activity for Chinese travelers, sightseeing is 

primarily the main or most popular activity that Chinese travelers carry out when 

they travel abroad (China International Travel Monitor, 2014). 

In addition, the results from this study also showed that only 59% of 

respondents indicated that the ease of obtaining a visitor visa was an important 
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destination attribute to consider, thus showing that this particular segment of tourists 

to Fiji did view obtaining visas as a major constraint to travelling overseas.  

According to recent findings, the ease of applying for a visa has fallen slightly in 

importance as more and more countries improve their visa application process for 

Chinese travelers (China International Travel Monitor, 2014).  However, other 

studies have noted that the difficulty of obtaining entry visas to other countries for 

Chinese tourists was a major constraint (Zhou, King & Turner, 1998).  The study 

also suggested that tourism destinations wishing to tap into the China market should 

simplify their procedures with particular reference to visa issuance. On the contrary, 

although some developed countries see China as a tempting market for tourism, they 

are also aware and concerned of the possibility of overstaying tourists from China 

and it is for this reason that many destination countries are very cautious in issuing 

tourist visas to Chinese nationals (Li et al, 2011).   

Furthermore, a Mann-Whitney U test was carried out to show if there was 

any statistical significant association or relationship between the overall desired 

attributes and socio-demographic variables.  The results showed that there was no 

statistical significant association between all destination attributes (p-value = .359) 

meaning that all Chinese tourists, irrespective of their gender, marital status, age, 

education and usual place of residence considered all desired destination attributes as 

important to very important.   

From Table 5.22, 97% of respondents confirmed that their visit to Fiji had 

lived up to their pre-trip expectations and that they would recommend Fiji to their 

colleagues, friends and relatives 

 

 Recommend Fiji Total 
Yes No 

Pre-trip 

expectations 

Yes 129 1 130 
No 1 2 3 

Total 130 3 133 

Respondents were also asked to rate their impression or satisfaction on 

selected destination attributes following their visit to Fiji. The results in Figure 5.7 

show overall that their experience in Fiji exceeded their expectation as these were 

Table 5.22 Did your overall visit to Fiji exceed your pre-trip expectations? (n=133) 
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rated highly in the questionnaire. These positive responses also show that clearly Fiji 

does have favourable destination attributes that attract Chinese visitors to visit Fiji.   

 

 

As elaborated Chapter 2 (See Section 2.5.2), the most common method to 

assess satisfaction was the expectation/disconfirmation paradigm. Consumers 

develop expectations about a product before a purchase is made.  After the purchase, 

consumers compare actual performance to these expectations and if actual 

performance is better than the expectation, then there is positive disconfirmation (i.e 

satisfaction) results and vice-versa (Oliver, 1980).  The above findings show that 

there is positive disconfirmation or satisfaction from Chinese tourists based on their 

experience in Fiji.  This is a critical finding for key tourism stakeholders in Fiji 

which basically shows that Fiji as a tourism destination does offer favourable 

destination attributes to the Chinese outbound market.  

Each destination attribute is unique to each respective tourist; therefore the 

following section will analyze and discuss the perceptions of Chinese tourists based 

on some of the main destination attributes, namely 

� Scenery;  

� The people;  

� Services, facilities and activities;  

Figure 5.7 Rating of impressions of Fiji  
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� Way of life and culture; and  

� Shopping.   

5.5.1 Scenery  

Scenery takes into account the climate, islands, beaches, clear and clean 

water.  According to Kirillova, Fu, Lehto & Cai (2014), a destination’s aesthetic 

qualities such as scenery have been an integral element of many satisfaction and 

perceived image scales used in tourism research.  Based on the findings of this study 

and as elaborated in Table 5.23, 92% of respondents rated scenery as an important to 

very important destination attribute when choosing a tourism destination to visit.   

A Mann-Whitney U test was carried out to examine the relationship between 

scenery and socio-demographic variables or previous outbound experience.  The 

results showed that there was no statistical significant association found between 

scenery and related socio-demographic variables and previous outbound experience 

with 5% level of significance.  This means that for tourism marketing purposes, 

targeted advertisements that focus on scenery reaches out to all target markets 

regardless of their demographics, including marital status, levels of education and 

normal place of residence.     

 

The above findings was also supported by the positive comments from 

respondents whereby at least 80% of feedback focused on the beautiful environment 

in Fiji:  

 Scenery (impression) Total 
Neutral Good 

Impression 
Very 
Good 
Impression 

Scenery 
(destination 
attribute)  

 

Not Important at 
All 

0 1 2 3 

Not 
Important 

1 0 1 2 

Neutral 1 2 3 6 
Important 1 7 25 33 
Very Important 1 8 88 97 

Total 4 18 119 141 

Table 5.23 Rating of scenery as a destination attribute vs. impression of Fiji (n=141) 
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“Beautiful beach and sunshine”  

“Colourful ocean. Life here was is happy, warm and exciting” 

“Perfect weather, beautiful ocean” 

“Beautiful nature. Comfortable climate” 

“Amazing beautiful place” 

“Outstanding and beautiful natural beauty” 

“Air and water was very good – no pollution”  

“Beautiful sea view and scenery.  Clean water and fresh air” 

“Ocean and sea was amazing” 

The above findings show that Fiji has favorable destination attributes in terms 

of its scenery and environment.   With reference to Pearce’s Travel Career Ladder 

(See Figure 2.2), scenery is an externally oriented motive when people feel the need 

to escape; and for Chinese tourists, this appears to be an important factor that 

influences their decision to travel.  Therefore, key tourism stakeholders should 

ensure that this is effectively captured in marketing collaterals to influence Chinese 

tourists to visit Fiji.   

5.5.2 The people  

Based on the findings, 74% of respondents rated people as an important 

destination attribute when choosing a tourism destination to visit.  However, upon 

analyzing their visit experience to Fiji (Table 5.24), 91% of respondents indicated 

that they had a good to very good impression of the people in Fiji.  Similar to scenery 

as a destination attribute in the above discussion, destination marketing that focuses 

on ‘people’ as a desired destination attribute reaches out to all target markets, 

regardless of their gender, marital status, age, place of residence.  With reference to 

academic literature, people as a destination attribute would refer to relationship needs 

and is situated higher up in Pearce’s Travel Career Ladder (See Figure 2.2).   In this 

case, Chinese tourists feel that it is important to affiliate with people in the host 

country which ultimately contributes to a positive visitor experience.  
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 People (impression)  Total 
Bad 
Impression 

Neutral Good 
Impression 

Very Good 
Impression 

People 
(destination  
attribute) 

Not Important 
at All 

0 0 1 1 2 

Not Important 0 0 1 1 2 
Neutral 1 4 11 9 25 
Important 2 3 13 27 45 
Very 
Important 

0 2 5 56 63 

Total 3 9 31 94 137 

As elaborated in Chapter 2, it is important to focus on the tourist-destination 

relationship such as satisfaction, trust and attachment and that the quality of 

experience is primarily determined by the intimacies that exist between local people 

and visitors (Chen & Phou, 2013; Traur & Ryan, 2005).  Therefore, it is critical for 

Fiji to continue to maximize on the relationship or interactions between the locals 

and the Chinese tourists.  Some of the positive comments from respondents include:   

 “The local people was very friendly”   

“Friendly people and relaxing lifestyle” 

“Everything here is so excellent, especially the people they are so kind, 

friendly” 

“The people were so nice and friendly just like our family” 

“Native people is so kind and warm” 

“People are friendly and nice” 

“Fijian way of living is very relaxing, hospitable and very welcoming”  

“Local people are warm and lovely”  

5.5.3 Service, facilities and activities at the hotel/resort  

It was noted from the findings that although 88% of respondents indicated 

that they were satisfied with the service, facilities and activities provided at their 

respective hotel or resort, there were also notable comments which recommends 

needs for improvement in terms of services, facilities, and activities provided by 

resorts and hotels in Fiji.   

Table 5.24 Rating of people as a destination attribute vs impression of Fiji (n=137)   
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“Facility in the hotel was too old. Travelling with an 8 year old child and not 

too many activities she can do”  

“Went for sports fishing, cost us around FJ$900 with doing nothing but 

watching captain and staff to do fishing”  

“Bure staff service was poor and swimming pool in Mana Island was too 

small”  

“No free wi-fi and no TV in the rooms”  

“Consuming prices was too high and not too much choices for food as well 

as shopping options. Internet facilities were also poor so we couldn’t 

communicate with outside world” 

“No toothbrush in the room. Internet use was not convenient and hotel 

facility was too old” 

“Accommodation in Mana is too expensive”  

According to China Travel Trends (2012), the new Chinese tourists are 

demanding higher quality service.  In a study by Li et al (2011), price level and 

quality grade requirements were two problems indicated by many Chinese 

respondents.  In addition, the quality of facilities and variety of activities available in 

the resorts was also identified being less than adequate and interesting to note that 

many Chinese hotels traditionally provide a large set of standard amenities which 

include toothpastes, toothbrushes, combs, shampoo and lotion, slippers and even 

disposable razors and shaving cream (Li et al, 2011).  

5.5.4  Way of life and culture   

The findings suggest that 67% of respondents enjoyed the Fijian way of life 

and culture during their visit. However, there were comments about the insufficient 

time or opportunity to experience the local Fijian culture and crafts as elaborated in 

the comments below.   

“Hoped to learn more about the local culture, how people live and have more 

exposure to the locals”  

“Very less local crafts for shopping”  
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“Too short to stay in Fiji, don’t know much about the local culture”  

A study carried out by Du & Dai (2006) on Chinese tourists that travel abroad 

suggested that the primary consideration for choosing outbound travel products is the 

culture of the destination, rather than the price.  

5.5.5 Shopping  

It was noted that 47% of respondents indicated that shopping was an 

important destination attribute when choosing to visit a tourism destination.  Some 

studies have indicated that tourism shopping has become a particularly important 

activity for tourists and especially for Chinese and Japanese tourists who seem to 

have developed an affinity for outbound shopping (Wong & Wan, 2013).  Recent 

research suggests that Chinese tourists spend significantly more than tourists of other 

nationalities (Pottinger, 2002; Rosenbaum and Spears, 2005).   

The respondents from this study however provided some negative comments 

related to the shopping options available in Fiji and this might be due to the existing 

knowledge of limited options for shopping in Fiji.  

 “Not too much choices for shopping options”  

“Most of the shopping malls are small and dark. Nadi town is very small and 

nothing to buy” 

It has been highlighted in recent reports that one of the major reasons for 

Chinese to travel abroad is to buy luxury products.  This is due to the high tariffs that 

China charges for imported luxury products.  However, it has also been highlighted 

that although Chinese tourists do more shopping than other tourists, it has also been 

found that scenery and culture are becoming bigger draw cards that influences 

Chinese tourists to visit a particular tourism destination. The shopping in Fiji is not 

found in modern malls and high-end department stores with luxury branded products.  

Instead, shopping in Fiji is found within resorts, hotels and boutiques along city 

streets and is mostly limited to handicraft products such as hand-woven baskets, mats 

and jewelry.  As elaborated in the above discussion, scenery and safety were 

identified as the top two preferred destination attributes for Chinese tourists.  

Therefore, although the shopping in Fiji is quite limited compared to other developed 
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countries, Fiji does possess destination attributes that appeal to Chinese tourists more 

than shopping.  

5.6  PERCEPTIONS OF TOURIST STAKEHOLDERS IN FIJI  

One of the objectives of this study was to evaluate the perceptions of key 

tourist stakeholders in Fiji, namely, the National Tourist Office (Tourism Fiji), 

inbound operator (Rosie Holidays) and resorts (Mana Island Resort, Namale Resort 

Fiji and Musket Cove Island Resort) on the growing Chinese tourism market in Fiji.  

This was carried out through semi-structured interviews and there was a general 

agreement that the Chinese outbound market represents a promising market that can 

support the sustainability of Fiji’s tourism industry.  

 “It may get bigger and bigger but I think main market is still Australia and 

New Zealand, because it is 3-4 hours from here.  But for China it is more 

than 24 hours.  Even the flight from Hong Kong or Seoul is only 10 hours, but 

from different part of China to Hong Kong, Beijing or Seoul takes a lot of 

time.  The main thing is because of the flights.  In the future if they have 

direct flight from Shanghai to here, it will be a big and different change” 

(S. Yang, personal communication, 10 June, 2013).   

“It would definitely.  For us as a company, we have seen that when we have 

seen strong dips or a little bit of dip here and there in traditional markets, the 

Chinese market has basically been the one that has held on and actually 

helped us increase.  But I think all that is totally dependent on accessibility, 

so as long as there is flight access coming through or even the possibility of 

having chartered flights for direct service – we will definitely continue to see 

rapid increases within the China market”.  

(A. Erasito, personal communication, 11 June, 2013).  

“Well when you look at the numbers, when you are looking at say last year, 

we had 660,000 – half of that is Australia and New Zealand.  So to answer 

that question, maybe not now – obvious too early. China is still at its 

embryonic stages, we are only looking at 26,000 – compared to that to 

Australia and New Zealand you are looking at 400,000.  So it wouldn’t be 
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fair that at this point in time that China’s arrivals are able to sustain Fiji.  

The numbers just doesn’t quite stack up, but over time, China is a force to be 

reckoned with – as I mentioned earlier on, further down the latter as far as 

visitor arrivals are concerned, but give them time and with the marketing 

activities by Fiji, and by Fiji I mean Tourism Fiji, Fiji Airways and our 

industry partners – that will grow significantly” 

(T. Valentine, personal communication, 11 June, 2013).  

As elaborated above, the Chinese outbound market represents a promising 

emerging market for Fiji’s tourism industry.  The interviews with key tourism 

stakeholders in this study also reaffirmed this positive stance.  Rosie Holidays 

perception is that the Chinese market has shown positive growth but sustainable 

growth would only be guaranteed with coordinated efforts between the airline and 

resorts.    

“The market is good.  For us, I think it just makes us not too reliant on the 

traditional markets of Australia, New Zealand and North America. These 

markets are still relevantly important but at the same time, for us it’s about 

diversifying the product range that we have and also tapping into new 

markets.  China market is one we’ve seen with very positive growth but 

again, a lot of the growth would go hand-in-hand with airline inventory, how 

the resorts actually cater to the Chinese clients and with that I think we firmly 

work with a lot of our resort partners to ensure that that’s well taken care of”  

(A. Erasito, personal communication, 11 June, 2013).  

Similarly, the perceptions of the Chinese market from Tourism Fiji also 

agreed that the China market is a promising market for Fiji and the national tourist 

office is working towards committing resources to this emerging market to 

encourage growth in the upcoming years.     

“For us, we know that China is the market moving into the future. If we look 

at it globally, China is just like a sleeping giant. Everything you see around 

you is almost made in China. And if you look at the global trend in terms of 

manufacturing, innovation and creativity – all these seems to be coming out 

from China, you know, their foreign reserves, the ability to have a very solid 
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platform in terms of the economy is concerned, thus causing the discretionary 

income of their Chinese citizens to travel abroad is testament to how much 

wealth that this country has. So Fiji is no exception.  We will strive, with you 

know, all our resources available to us to ensure this growth continues over 

the next couple of years” (T. Valentine, personal communication, 11 June, 

2013).  

 Furthermore, this growth in the Chinese inbound market to Fiji has also been 

recognized by other sectors apart from the tourism industry such as the banking 

sector.  In 2012, the Bank of the South Pacific (BSP) announced the ability of BSP 

ATMs to accept China UnionPay credit and debit cards which would now allow 

China Union Pay’s 3.1 billion cardholders the ability to conduct financial 

transactions at any of the BSP’s 100 ATMs or 1,000 EFTPOS terminals when 

visiting Fiji (Valemei, 2012).  Recent findings also note that Chinese tourists saw the 

provision of facilities such as China Union Pay as the most important Chinese 

service to be provided by accommodation when travelling internationally (China 

International Travel Monitor, 2014). 

5.6.1 Challenges of targeting the Chinese outbound market  

Despite the above positive perceptions about the growth and potential of the 

Chinese outbound market for Fiji, there are also major challenges and factors to take 

into serious consideration in regards to marketing Fiji as a tourism destination and 

managing the demands and meeting expectations  of Chinese tourists to Fiji.  The 

Chinese market are a different market with different expectations compared to 

traditional markets of Australia, New Zealand and the U.S.  A study by Sofield & Li 

(2011) indicated that many of the marketing initiatives that work for Fiji’s current 

source markets will fail to hit the mark in China and that it is critical to have an 

understanding of the key aspects of the Chinese value system, the culture, philosophy 

and world view of the Chinese people.  One such example is that Chinese enjoy 

nature, but on their terms, meaning that nature needs to be packaged, tamed and 

beautified with landscaped gardens, concrete paths and stairs for trails that run 

through forests.  Whilst Westerners may view this as spoiling nature, the Chinese 

however view this as men being in harmony with nature.    



 

130 

 

There is also evidence from tourism destinations such as Maldives which has 

experienced problems in dealing with the Chinese outbound market.  A result of the 

limited advance planning and preparation for Chinese tourists to Maldives led to 

many resort operators being ignorant of how to cater to the different needs and 

expectations of Chinese visitors and the lack of Chinese brochures, signage, speakers 

and cuisine led to misunderstandings and irritation for both the host and tourists 

(Sofield & Li, 2011) In addition, some of the examples of questionable behavior by 

Chinese tourists in Maldives was the cooking of crabs in hot water jugs which 

resulted in the destruction of thousands of jugs in hotels and increasing concern 

about the lack of environmental principles. There were also cases where Chinese 

tourists would produce fake marriage papers in order to take advantage of 

honeymoon discounts and free dinners at hotels.  Further to this, Chinese tourists 

were seen to be loud, smoking and spitting which has led to some resorts segregating 

Chinese visitors from other nationalities especially during meal times (Johnstone, 

2011).   

The main problems highlighted by Mana Island Resort when dealing with the 

Chinese market involved the high expectations of Chinese tourists:   

“Sometimes the guests are fussy and there are some problems.  They 

complain.  For example, the main thing is that they pay alot of money to the 

agents and they come here with high expectations.  And they only stay here in 

island bures with ocean views. It is quite different in China.  In China, you 

pay a lot of money and you enjoy lots. So the complaint is mostly about the 

island bures” (S. Yang, personal communication, 10 June, 2013).   

The above complaint is justified by recent findings whereby hotels remained 

the most popular type of accommodation amongst Chinese tourists.  More 

importantly, a hotel’s branding and reputation, comfort and facilities mainly drive the 

booking decision whereas price is less of an issue (China International Travel 

Monitor, 2014).   

Likewise, the challenges faced by Rosie Holidays and Musket Cove Island 

Resort were also based on the high expectation that Chinese tourists have of Fiji 

before they arrive:   
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“I think alot of it is all based on perception.  They would like to travel to Fiji 

but they need to be aware of the varied activities that are available and also 

the understanding that although we are a small destination, there is quite a 

lot of logistics involved. So I think that once they come down and do a famil6, 

there is a lot more understanding on Fiji, what is involved, and they see the 

need for actually using a local operator to see their customers through their 

entire process” (A. Erasito, personal communication, 11 June, 2013).  

“Compared to traditional markets where tourists know what they wanted to 

do, they went out surfing, they went out to swim.  Whereas the Chinese 

markets, their wants are different, they don’t want to go into the water, they 

want to go up to the mountains and they expect someone to take them.  I think 

it is the expectation when they come to Fiji, from their perspective they pay so 

much and they expect so much.  We don’t know what has been promised to 

them, but when they come to this destination, we are promising them the 

world but in other traditional markets, we are promising them the world but 

they come knowing that the sun, sand and sea is enough” (O. Mavoa, 

personal communication, 23 August 2014).  

In addition, there are many key tourism stakeholders in Fiji that are now 

beginning to recognize the need to employ Chinese coordinators to service this 

growing outbound market.  For example, Mana Island Resort has two Chinese 

coordinators and their responsibilities include checking in and checking out of 

Chinese guests, bookings for activities and translation.  Likewise, Rosie Holidays 

have a Chinese department with 14 staff based locally in Fiji and 3 full-time staff 

based in Beijing.  Some of the services they provide to Chinese tourists to Fiji 

include language translation, tour guiding services, meet and greet facilities, transfer, 

tours and accommodation. They also cater to niche markets where there are Chinese 

guides that specifically look after this for the weddings and honeymoon and dive 

markets.  

                                                 
6 A fam trip or familiarization trip is a destination sponsored trip (usually organized by tourism 
bureaus) to help operators or travel agents familiarize themselves with a destination or unfamiliar 
area.  This term is most often used in the tourist industry to give tourists a piece of mind before 
travelling to their destinations.   
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However, although key tourism stakeholders in Fiji do have Chinese 

coordinators to provide this essential service to Chinese tourists visiting Fiji, many 

respondents continued to highlight the language barrier as a common constraint 

whilst visiting Fiji.  For example:  

 “Language problems, hope there are more Chinese staff here”  

“Could not speak English so I had communication problem, lack of Chinese 

signage boards”  

“Lack of Chinese information and Chinese our guide. Example: we went for 

day cruise, no idea what was going on”  

“Need more Chinese speaking services in Fiji” 

This obstacle or challenge has also been identified by Tourism Fiji and efforts 

are being undertaken to tailor services according to the expectation of the Chinese 

inbound market to Fiji:  

“I guess the only challenge that we have is because we don’t have a Chinese 

speaking representative, language is an obstacle, but never the less, there is a 

huge amount of Chinese upcoming young generation who now speak English.  

Research tells us that we need to tailor content to suit your target audience 

and in this case, it has to be in the Chinese language.  So our collaterals, our 

website, Nat Geo that they are able to read about Fiji etc in the language that 

they best understand” (T. Valentine, personal communication, 11 June, 

2013).  

5.6.2  Understanding the Chinese culture  

One of the major challenges highlighted in interviews with key tourism 

stakeholders is the ability of tourism operators and especially front-line service 

providers in Fiji to firstly understand the Chinese culture and why Chinese tourists 

act the way they do.  The feedback from two properties, Musket Cove Island Resort 

and Namale Resort Fiji highlighted that the major difficulty in serving the Chinese 

market was educating their own staff to deal with the different expectations and 

demands from Chinese tourists.   
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“We realized that the Chinese market was quite a different market compared 

to traditional markets so we had to get our team to realize that this was a 

different market with different demands.  They are not just numbers, this 

market is quite different with different expectations” (O. Mavoa, personal 

communication, 23 August 2014).  

“There are few things that need to happen before Fiji targets this Chinese 

market.  Fiji is ready for this market, but one of the things that we need to do 

is to understand the culture – why Chinese tourists do the things they do 

when they are in Fiji and for us not to be quick to pass judgment.  When 

people in Fiji begin to understand the culture, looking after the Chinese 

culture would be much easier” (H. Mitchell, personal communication, 16 

August, 2014).  

The Chinese market are a different market with different expectations 

compared to traditional markets of Australia, New Zealand and the U.S.  Fiji has 

been targeting these traditional markets since the 1960s and tourism operators and 

properties are familiar with the demands and expectations of these tourists especially 

since tourists from traditional markets are primarily repeat visitors.  According to 

Musket Cove Island Resort, tourists from traditional markets visit Fiji and know 

what they want to do in terms of activities, in comparison to Chinese tourists.  In 

addition, the tourists from traditional markets are satisfied with the sun, sea and sand 

whereas Chinese tourists have different expectations when they visit Fiji.  This 

feedback is aligned to suggestions from Dr Trevor Sofield, Australian Professor of 

tourism and expert who stated that, “sunshine and sandy beaches will not work in 

attracting this particular Chinese market.  If Fiji wants to attract Chinese travelers, 

the marketing will need to be done differently from that currently being done in 

countries like Australia and New Zealand where sandy beaches and sunshine are able 

to attract tourists” (Lal, 2011, p.7).   

Furthermore, there had been similar incidences experienced by both Namale 

Resort Fiji and Musket Cove Island Resort whereby Chinese tourists are loud and 

thus separate dining arrangments were made, as well as announcements to tourists 

from traditional countries that there were Chinese tourists in-house as well. 
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“What we realized is that the Chinese market is very loud, so what we did 

was to coordinate separate dining arrangements.  However, it was no 

expenses spared for Chinese tourists, as it was only a matter of service” (H. 

Mitchell, personal communication, 16 August, 2014).  

“When Chinese tourists came, they would be separated from tourists from 

traditional markets and during cocktails, the staff would then announce to 

guests from traditional markets that there were Chinese tourists staying at the 

property” (O. Mavoa, personal communication, 23 August 2014).  

5.6.3 Regulating the Chinese market to Fiji    

The feedback from interviews with key tourism stakeholders is that there 

needs to be a more coordinated approach to targeting the Chinese outbound market 

and also in terms of regulating this emerging market so as not to encounter the same 

problems that other tourism destinations such as Maldives have experienced in terms 

of mass numbers of Chinese tourists which have impacted other guests  as well as 

creating social impacts on the host destination such as gambling.  Tourism Australia 

unveiled its China 2020 Strategic Plan which aimed at nearly doubling the number of 

Chinese visitors to 860,000 over the next eight years.  However, Australia is not 

promoting the culture side of the destination, but instead promoting itself as a high-

end destination for the super-rich where Chinese tourists can stay in five-star hotels, 

buy luxury bags and gamble in glitzy casinos (Ho, 2011).  Some of the social impacts 

related to gambling include financial, personal and family costs including financial 

hardships, debts, asset loss, bankruptcy, stress, depression, anxiety, suicide, poor 

health, the neglect of family, relationship breakdown and violence (Deery, Jago & 

Fredline, 2012).   

For Musket Cove Island Resort, some of the existing strategies to regulate the 

Chinese inbound market to Fiji include opening up the resort to Chinese guests only 

during the low season.  This ensures that the property capitalizes on revenue during 

the low season as well as having the resources, time and ability to efficiently 

accommodate to the different demands and expectations of the Chinese market.  

Likewise, Namale Resort Fiji regulates the influx of Chinese tourists by limiting the 
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number of bures available for Chinese guests, including separating Chinese guests 

from traditional guests during dining.  

“Fiji has to learn from what we have been through in the past, with the 

Korean market and Japanese market and tour operators have learnt from 

these. If we say yes to the Chinese market, then yes only to a particular time 

and that is during the low season.  We know that the challenge is there but it 

is easier to deal with that challenge when we don’t have a big number of 

traditional guests” (O. Mavoa, personal communication, 23 August 2014).  

“We need to regulate this market to limit the numbers.  Australia, Mauritius, 

Seychelles have all had an overflow of Chinese tourists.  Fiji as a tourism 

destination needs to understand the lessons learnt from other countries where 

other countries have not regulated this market and are now having 

problems” (H. Mitchell, personal communication, 16 August, 2014).  

Overall, there is a mixed reaction and feedback from key tourism 

stakeholders as they have different agendas and objectives for targeting the Chinese 

outbound market.   For the Ministry of Tourism and Tourism Fiji, the main concern 

is the tourist numbers and earnings.  However, there is minimal concern highlighted 

in Fiji’s National Tourism Development Plan 2007-2016 or marketing plans that 

address the evident problems with targeting the mass numbers of Chinese tourists 

and the associated economic, social and environmental impacts that could arise as a 

result of inadequate planning.  More importantly, there is no mention of the need for 

any preparatory work to be carried out beforehand in terms of educating the front-

line service staff as well as the Chinese tourists themselves on what to expect during 

their trip to Fiji.   

“The Tourism body should be the main organization driving the regulation of 

the market. However, Fiji does not have the people who can drive meetings 

with stakeholders on how to regulate this market.  The only way to regulate 

this market is through the resorts and hotels or the properties on the ground” 

(H. Mitchell, personal communication, 16 August, 2014).  

“Destination marketing and management needs to be driven by the industry 

itself and not just from the National Tourist Office directive to follow a global 
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trend and for Fiji to do the same” (O. Mavoa, personal communication, 23 

August 2014).  

Furthermore, for Fiji’s tourism industry to be sustainable, there needs to not 

only be a coordinated approach between key tourism stakeholders themselves, but 

also between other Ministries such as the Ministry of Transport and Ministry of 

Health.  As elaborated in Chapter 2 (Section 2.4.1), DMOs should not only consider 

those stakeholders consistent with the guidelines of the strategic plans of tourism, but 

also other services in a wider scope that are indirectly associated with tourism 

(Sautter & Leisen, 1999).  In addition, gaining a share of the global tourism market is 

a complex and expensive process, thus requiring a significant degree of Government 

support (Sharpley, 2002) and although tourism has been generally regarded as a 

private sector activity, many governments should be active participants in tourism 

development (Sofield, 2003) 

5.7  EVALUATING THE PERCEPTIONS OF FIJI ADS OUTBOUND 

OPERATORS IN CHINA  

Chinese tour operators are only allowed to organize or promote tour groups to 

overseas destinations if they have been granted Approved Destination Status (ADS).  

There are only a handful of Fiji ADS outbound operators7  in China (See Table 4.3).  

An objective of this study was to assess the perceptions of Fiji ADS outbound 

operators in China to gain a better understanding in terms of marketing and selling 

Fiji as a tourism destination to the Chinese outbound market.    

With the assistance of Tourism Fiji’s desk officer responsible for the China 

market, questionnaires were distributed and feedback received from the following 

outbound operators based in Mainland China.  

1. Shenzhen Shenhua International Travel Service; 

2. Guangzhou Meiya e-commerce international business travel service Co. Ltd;   

3. Fiji Airways general sales agent (GSA) based in Hong Kong.   

                                                 
7 Fiji ADS outbound operators are the approved travel agencies in Mainland China that are authorized 
to promote Fiji as a tourism destination to Chinese tourists.  
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It is noted that due to time and distance limitations, and also the absence of a 

Tourism Fiji representative based in China, only three outbound operators had 

responded and therefore it is recommended that future research take into account 

further in-depth analysis into the perceptions of the outbound operators based in 

China.  Previous surveys targeting tourist businesses also tended to have a lower 

response compared to those involving consumers (Blain, Levy and Ritchie, 2005).  In 

addition, previous attempts to survey DMOs often have not yielded high responses 

due to uncertainties about how the survey would benefit their business (Park & 

Petrick, 2006).    

5.7.1 Background of the above companies  

Generally, the above three companies have been in operation for more than 

10 years with the major areas of operation being international outbound travel with 

focus on the Asia and the Pacific region.  The advertising media used by these 

outbound operators were mostly (in order of presence), television, newspaper, 

magazine, radio and billboards. All companies regarded development of international 

outbound travel with focus on Australia, Hong Kong and Fiji as highly important.  

The clients from all three companies travel mainly to Australia, New Zealand, Hong 

Kong and Fiji.   

5.7.2 Staff knowledge of the Fiji travel industry  

A 5-point Likert scale was used to identify if the company staff had no 

knowledge, some knowledge or in-depth knowledge of Fiji’s travel industry. All 

three companies noted that their staff had some knowledge of Fiji’s travel industry.  

However, it was also noted that whilst the company was well connected with 

inbound operators in Fiji, only 25% of their staff receive specialized travel training 

or participate in familiarization trips to Fiji.  

5.7.3 Type of Chinese outbound travelers  

The Chinese outbound operators were asked to identify the characteristics of 

Chinese tourists visiting Fiji. The feedback was that they were:  

1. Experienced outbound travelers; and 

2. On vacation or official business.   
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This information correlates with the above discussion where 89% of Chinese 

respondents in this study indicated that their main reason for travel to Fiji was for 

holiday or vacation. In addition, 74% of respondents indicated that they had travelled 

abroad in the past three years.   

The partnership and business relationships between Fiji tourism stakeholders 

and Fiji ADS outbound operators in China is critical as these outbound operators in 

China can be instrumental in assisting a developing Pacific Island Country such as 

Fiji to be differentiated from other competitors that are contending for a share of the 

Chinese outbound tourism market.  A recent example is the coordination of 20 

Chinese couples who embarked on an eight-day tour of Fiji in May 2014 which was 

organized by a travel company in China called the Fiji-China Economic & Culture 

Exchange Centre Limited. The event was covered by Chinese broadcast, print and 

online media in an effort to showcase Fiji to a wider audience in China (Chaudhry, 

2014). Tourism Australia has also embarked upon a new high yield distribution 

strategy in China whereby Tourism Australia will work closely with a targeted group 

of travel agencies, each highly committed to developing new and innovative 

Australian tourism products for Chinese travelers (Tourism Australia, 2014).   

5.8 SUMMARY  

This chapter outlined the findings from the survey questionnaire to Chinese 

tourists and interviews with key tourism stakeholders on their perceptions of the 

growing Chinese outbound market and whether the option to diversify to the Chinese 

outbound market is wise, viable and promising.    

A summary of the socio-demographic information of respondents was 

provided to create a basic understanding of the profile of the Chinese tourist to Fiji 

and the findings are summarized below:  

1. Chinese tourists to Fiji are both males and females and gender does not play a 

major role in influencing the decision to visit Fiji.  However, there are both 

married couples and singles below the age of 24 years with mostly married 

couples above the age of 24 years;  

2. Chinese tourists to Fiji are highly educated and hold a university degree 

and/or postgraduate qualifications;  
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3. The usual place of residence for Chinese tourists are Beijing, Shanghai and 

Guangzhou – however it is important to note that although Guangzhou 

recorded the lowest number of visitors, this region recorded a higher 

percentage of tourist expenditure from past travel experience;   

4. The Chinese tourists to Fiji are fairly well-traveled with the majority having 

visited Europe.  In addition, Maldives is noted as an island destination in the 

top five countries visited;  

5. Scenery and safety are very important destination attributes which greatly 

influence the decision of the Chinese tourist to visit a particular tourism 

destination;  

6. The main reason for travel to Fiji is for holiday, followed by business and 

education with the average length of stay being 1 – 7 days;  

7. The most preferred tourism regions in Fiji (in order) are Nadi, Denarau, 

Mamanucas and Yasawas.  The most preferred hotels are Hilton, Mana Island 

Resort and Sonaisali Island Resort.  It is noted that both Mana Island Resort 

and Sonaisali Island Resort do have Chinese coordinators.  Hilton is also one 

of resorts whereby Rosie Holidays recommends to their clients and the 

company also organizes their Chinese coordinators to assist and plan the 

travel arrangements for their Chinese clients to Fiji.  

Based on the above socio-demographic information of Chinese tourists to Fiji 

and their perceptions and expectations, Chapter 6 then provides in further detail, 

recommendations to key tourism stakeholders in Fiji in terms of further promoting 

Fiji’s presence as a tourism destination for the Chinese outbound market and 

improving their services and facilties to cater to the different demands and 

expectations of this market.  

This chapter also highlighted feedback from interviews with key tourism 

stakeholders in Fiji that China is a potential and growing emerging market for Fiji.  

Whilst traditional markets of Australia, New Zealand and United States are still 

important, tourism stakeholders also see the importance of diversifying into new 

markets and China has proven to provide the visitor arrival numbers during 

downfalls or low seasons from traditional markets.  China is also the fastest growing 

emerging market compared to India, Asia and others and this recognition resulted in 
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the segregation of Chinese visitor arrivals by the Fiji Bureau of Statistics; granting of 

visas upon arrival for Chinese nationals; inaugural flights to Hong Kong by Fiji 

Airways.  

The perceptions and expectations of Chinese tourists were also analyzed and 

discussed to provide an understanding to key tourism stakeholders in Fiji of the 

different motivations and preferences that the Chinese outbound market have in 

comparison to traditional markets.  Depending on whether tourism stakeholders in 

Fiji take a positive or negative stance towards the Chinese outbound market, there 

needs to be a combined effort and a coordinated approach between Government 

Ministries, the National Airline, the National Tourist Office, tour operators, resorts 

and hotels and the host community.  Tourism does not exist in a vaccum and the 

development of the tourism sector is closely linked to various other sectors that are 

important to national development.   
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6.1 INTRODUCTION  

The aim of this study was to determine whether the option for Fiji to diversify 

to the Chinese outbound market is wise, viable and promising.  This study explored 

this question by developing an understanding of the perceptions and expectations of 

Chinese tourists to Fiji, identifying and discussing conditions, opportunities and 

challenges of diversifying the Chinese market and how these consequently implicate 

private industry practices and public policy.   

China is one of the fastest growing outbound travel markets in the world, and 

an increasing number of research and studies have been conducted by developed 

countries on the viability of targeting the Chinese outbound market.   

In line with the title of this study: “Diversification of Fiji’s tourist market: A 

study of Chinese tourists to Fiji”, there were five primary objectives of this study. 

This research employed the triangulation research method to achieve these objectives 

as it has been used in a wide range of past studies on the Chinese outbound market.  

The response to each objective and the extent to which each objective was dealt with 

is highlighted in Table 6.1 below.    

Table 6.1 Summary of research objectives  

Research objective   Research method Extent to which the 

objective was dealt with 

1. To provide a better 
understanding and 
contribute to the body of 
knowledge on the 
following areas:  
� The development of 

tourism in the South 
Pacific and in Fiji; 

� The development and 
the growth of Chinese 
outbound tourism;  

� Diversification to the 
Chinese outbound 
market; and  

� Profile of the Chinese 
visitor.  

Literature review  
(Journals, reports, 
textbooks, previous 
studies)  

There was sufficient 
secondary sources that 
provided the necessary 
information and 
knowledge on the areas 
highlighted in Objective 1.  
 
It has been highlighted in 
the above discussion, 
however, that whilst there 
are many studies carried 
out on Chinese tourists in 
developing countries, there 
are a limited number of 
studies carried out on 
Chinese tourists to Pacific 
Island Countries.   
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2. To identify the socio-
demographics of Chinese 
visitors to Fiji and to 
assess their perceptions 
of Fiji as a tourist 
destination following 
their visit 

Survey questionnaire to 
Chinese tourists  

The responses from the 
questionnaires was 
sufficient to provide a 
basic understanding of the 
socio-demographics of 
Chinese tourists to Fiji.  
However, the 
questionnaire should have 
been piloted so that 
questions could have been 
strengthened and refined.  
The sample size was quite 
small due to time and 
financial constraints, 
however, it would be 
valuable to have a larger 
sample size with a refined 
survey questionnaire for 
future research.  

3. To evaluate the 
perceptions of key 
tourism stakeholders in 
Fiji on the growing 
Chinese outbound market 
to Fiji 

Semi-structured 
interviews with: 
� Tourism Fiji  
� Mana Island Resort  
� Rosie Holidays  
� Namale Resort Fiji  
� Musket Cove Island 

Resort 

Whilst adequate 
knowledge and viewpoints 
was extracted from the 
five tourism stakeholders, 
it would have been 
valuable to have more 
stakeholder representation 
to yield more anecdotes 
and narratives, thereby 
opening up the level of 
evaluation and analytical 
discussion. For future 
research of this nature, 
other key tourism 
stakeholders that 
contribute to the tourist 
experience such as retail 
shopping outlets, 
restaurants, excursions and 
tour operators should be 
interviewed to obtain 
additional insight into the 
Chinese tourist to Fiji.     

4. To evaluate the 
perceptions of the 
Approved Destination 
Status (ADS) outbound 
operators based in 
Mainland China; and  

Survey questionnaires 
to ADS outbound 
operators based in 
Mainland China  
� Shenzhen Shenhus 

International 
Service;  

The feedback from the 
ADS outbound operators 
based in Mainland China 
provided a very basic 
understanding of the 
perception of Fiji as a 
tourism destination in 
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� Guangzhou Meiya 
e-commerce 
international 
business travel 
service co. Ltd;  

� Fiji Airways 
General Sales 
Agent based in 
Hong Kong.  

China.  However, the 
sample size was small and 
this was due to limited 
access to these outbound 
operators.  It would be 
recommended to increase 
the sample size of the ADS 
outbound operators for 
future research.  

5. To evaluate and make 
recommendations on 
whether targeting the 
Chinese tourist market to 
Fiji is viable and 
sustainable for Fiji’s 
tourism industry.   

Analysis of feedback 
from survey 
questionnaires to 
Chinese tourists and 
semi-structured 
interviews with key 
tourism stakeholders in 
Fiji   

The analysis of feedback 
from Chinese tourists and 
key tourism stakeholders 
in Fiji yielded two 
different but critical 
viewpoints of the growing 
Chinese tourist market to 
Fiji.   
Overall, the perceptions of 
Fiji as a tourism 
destination and the visitor 
experience was positive 
from the viewpoint of 
Chinese tourists to Fiji.  
There was also mention 
about room for 
improvements in terms of 
services and facilities.  
Tourism stakeholders in 
Fiji was also positive 
about the growing Chinese 
tourist market to Fiji.  
However, the interesting 
yet critical point that needs 
to be taken into account is 
the evident challenges that 
can be encountered with 
targeting the Chinese 
outbound market and the 
need to regulate this 
market so as not to impact 
negatively on existing 
traditional markets.   

The following recommendations to key tourism stakeholders in Fiji are based 

on the findings from the data provided by Chinese respondents and interviews with 

key tourism stakeholders that target the China tourist market to Fiji. 
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6.2 RECOMMENDATIONS FOR FIJI’S TOURISM INDUSTRY  

As highlighted in the above findings, the motivations and expectations of 

Chinese tourists differ from traditional markets and if tourism stakeholders in Fiji do 

decide to target this emerging market, then it is vital to firstly understand the Chinese 

culture by educating or training their front-line staff to tailor their services according 

to the demands and expectations of Chinese tourists.  Tourism stakeholders also need 

to acknowledge that targeting the Chinese outbound market requires substantial 

investment into tailoring their infrastructure and services to suit the Chinese 

outbound market as well as recognizing that accommodating Chinese tourists could 

also have an impact on existing tourists from traditional markets.  This is where 

regulation and control measures need to be addressed in regards to limiting the 

number of Chinese visitors to Fiji through targeting Chinese visitors during 

traditional low seasons only, allocating a limited number of rooms for Chinese guests 

or separating Chinese guests from traditional guests during dining.  

If tourism stakeholders decide to target the Chinese outbound market, the 

following recommendations are suggested for destination marketing in terms of 

raising the profile of Fiji as a tourism destination in China.  

  

1. Safety should be emphasized in promotional campaigns and advertising 

media  

Safety as a destination attribute has been identified to heavily influence 

Chinese tourists’ decision to visit a tourism destination. At present, 

promotional campaigns by tourism stakeholders focus on the beautiful 

scenery of Fiji to attract the honeymoon market, luxury and dive market.  

Based on previous studies, it is crucial from a destination management 

perspective to find ways to mitigate and alleviate the risk perceptions with 

Fiji from the perspective of both first-time and repeat visitors.  Whilst not 

much can be done by tourism policy makers to alleviate risks such as crime 

and political unrest, a well-designed marketing strategy offering accurate 

information to travel agents through the internet and other media can 

contribute significantly to the alleviation of risk perceptions. 

 



 

146 

 

2. Tourism stakeholders to encourage and coordinate more familiarization 

trips to Fiji for ADS travel agents who sell Fiji as a tourism destination in 

China 

The findings from this study (See Section 5.7.2) shows that only 25% of ADS 

inbound operators in China receive specialized training in Fiji.  It is important 

that ADS travel agents in China are correctly informed of the target markets 

that book group tours to Fiji in comparison to those that travel as individuals; 

which age group they belong to; what services they expect and what preferred 

hotels in Fiji provide services such as Chinese interpreters and coordinators.  

As noted in Chapter 5 (See Section 5.7.3), Tourism Australia has embarked 

upon a new high yield distribution strategy in China whereby the NTO will 

work closely with a targeted group of travel agencies, each highly committed 

to developing new and innovative Australian tourism products for Chinese 

travelers (Tourism Australia, 2014).  It is recommended that Tourism Fiji 

should proactively lead in a similar destination marketing strategy by 

working closely with a targeted group of travel agencies in China to tailor 

Fiji’s tourism products for Chinese travelers.  

 

3. Tour operators in Fiji should collaborate with tour operators in Australia 

and New Zealand to incorporate Fiji as a stop-over for 2-3 days on a single 

itinerary.  

As elaborated in Chapter 2 (See Table 2.2), Ausralia and New Zealand are 

ranked in the top five countries on the destination wish list for Chinese 

tourists (China International Travel Monitor, 2014). Fiji is in an advantageous 

position with direct flights and access to Australia and New Zealand and 

focused destination marketing should be employed to raise the profile of the 

destination to Chinese tourists who visit the above destinations to consider 

including Fiji in their travel itinerary either as a stop-over destination or post-

business destination.  
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4. Tourism stakeholders and resorts in Fiji to improve their facilities and 

services for the Chinese market   

This can be done by way of hiring Chinese coordinators, provision of 

additional amenities in the hotel rooms (such as toothbrushes and slippers), 

wi-fi or internet connection in individual rooms or alternatively in a business 

center.  According to findings in Chapter 5 (See Section 5.2.2), Chinese 

travelers rate food as the most important amenity provided by a hotel 

followed by the business center. More specifically, free Wi-Fi was ranked as 

the most important individual product and service provided by a hotel.  In 

addition, tourism stakeholders should note that Chinese tourists prefer more 

opportunity and time to experience the local culture and crafts but this again 

needs to be aligned to the need for Chinese speaking staff to ensure correct 

interpretation and assistance, where necessary.  

 

5. Tourism stakeholders should identify whether their Chinese guests are 

first-time visitors or repeat visitors to Fiji as these would assist in providing 

the relevant service quality and expectation 

As highlighted in Chapter 5 (See Section 5.4.1), first-time visitors mostly 

visit Fiji for holiday whereas a high percentage of repeat visitors return to Fiji 

for business purposes.  It is recommended that key tourism stakeholders in 

Fiji keep track of repeat visitors through a database and also carry out 

necessary communication with first-time visitors to continuously raise the 

awareness of current specials and rates in Fiji.  In addition, travel websites on 

Fiji should be designed based on the information requirements of different 

groups.  For example, websites designed for repeat visitors should have more 

of an analytical orientation such as a personal and private space on the 

website for individual visitors; features for first-time visitors could be more 

interactive such as expert suggestions, online group discussions, personal 

testimonials and other types of virtual communities (Lehto, Kim & Morrison, 

2006).  
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6. The national tourist office and national airline to coordinate a joint 

campaign whereby Chinese passengers on board that are traveling to Fiji 

are given brochures on Fiji or shown promotional videos in the Chinese 

language 

This is to promote Fiji to Chinese tourists and showcase the destination even 

before arrival. The national airline may also consider hiring Chinese 

coordinators or Chinese interpreters specifically on their Hong Kong flights.  

This is similar to Korean Airlines whereby some flight attendants are 

Chinese.  Furthermore, the national airline may also consider providing the 

option of serving Chinese food on board their Hong Kong flights.  

 

7. The national tourist office and key tourism stakeholders should organize 

awareness road shows and sales calls to universities and graduate schools 

within the three target cities of Beijing, Shanghai and Guangzhou 

Based on Chapter 5 (See Section 5.2), repeat visitors comprised mostly of 

respondents with postgraduate qualifications and visited Fiji mainly for 

business. It is recommended that advertising media such as university 

magazines and newspapers as well as university websites are utilized and 

marketing collateral to be tailored to promote Fiji as a post-business holiday 

destination.   

 

8. Carry out detailed research to explore marketing strategies from Maldives 

A recommendation to Tourism Fiji is to carry out detailed research to explore 

the marketing strategies carried out by Maldives and possibly follow suit 

since Maldives is a competitor to Fiji.  The findings from this study on 

previous outbound experience showed that respondents ranked Maldives in 

the top five destinations visited over the past three years.  Therefore, it would 

be ideal for Tourism Fiji to identify the marketing strategies employed by 

Maldives and to indicate whether these would work for Fiji as well. As 

highlighted in Chapter 2 (See Section 2.6.1), destination and tourism-related 

enterprises in the destination need to not only adapt to the preferences of 

Chinese tourists but also react appropriately to the marketing strategies of 

other competing destinations (Tse & Hobson, 2011).    
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9. In addition to diversification of source markets to China, Fiji should also 

look into the diversification of its tourism products  

As elaborated in Chapter 2, there are studies that have suggested that relative 

to the sun, sea and sand (3S’s), Chinese visitors seek experiences that include 

interaction with local people and culture (Weiler & Yu, 2006).  In addition, 

Chinese enjoy nature, but on their terms, meaning that nature needs to be 

packaged, tamed and beautified with landscaped gardens, concrete paths and 

stairs for trails that run through forests (Sofield & Li, 2009). It is 

recommended that Fiji diversifies its tourism products to reduce the heavy 

dependence on the 3S’s to enhance resilience and to ensure that tourism 

benefits are spread throughout the country.  As highlighted in Chapter 3 (See 

Section 3.7), presently, and mostly due to financial limitations, many locally-

owned community resorts do not partner with the national tourist office on 

promotional campaigns in China.  It would then be recommended that the 

Government through the Ministry of Tourism should consider subsidizing the 

costs of locally-owned tourism businesses to participate in promotional 

campaigns in order to increase their visibility and presence in China and to 

ultimately attract tourists to visit the non-tourism areas in Fiji.  Furthermore, 

as elaborated in Chapter 3 (See Section 3.2), the inclusion of Lorna Eden as 

the newly elected Assistant Minister for Finance, Public Service, Public 

Enterprise and Trade and Tourism may indicate a slight shift towards the 

promotion of non-tourism areas whereby issues relating to the rural-urban 

drift may be addressed through the creation of more jobs and infrastructure in 

the rural or interior areas in Fiji.    

 

10. Finally, it is recommended for further in-depth research be carried out on 

destination brand management as research in this area has been poor and 

only exploratory 

Previous findings indicated that consumer or tourist perspectives are usually 

analysed, however, customer-based brand efficiency occurs when the 

consumer is familiar with the brand and holds some favourable, strong and 

unique brand associations in the memory.  More research should take into 
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account other factors or individuals that provide value to the brand, such as 

entrepreneurs, local people and communities.  It is therefore recommended 

that further in-depth research be carried out on destination Fiji’s brand and 

the emphasis should be placed on both the tourists perspectives as well as the 

perspectives from tourism suppliers or stakeholders.  In addition, the 

researcher worked for two years at Tourism Fiji from 2007-2009 and was 

responsible for the China market.  During two promotional trips to Beijing 

and Shanghai in 2008, the researcher had the opportunity to discuss with 

travel agents on aspects of Fiji’s destination branding.  The destination 

branding and slogan in 2008 was ‘Fiji me’ which did not seem to have a 

positive impact on the Chinese outbound market.  More specifically, Chinese 

tourists found it difficult to understand the meaning of the brand.   Therefore, 

the recommendation from travel agents in China was to re-create a brand 

specific for the Chinese market that is easily understood and appealing to the 

Chinese outbound market.  In a combined desktop research carried out by 

Tourism Fiji and Fiji Airways (former Air Pacific), it was suggested that the 

brand ‘Fiji me’ be changed to ‘My Fiji’ specifically for the China market.  A 

further recommendation was that the logo should also be changed to a style 

which is inspired by the genuine art that Fiji stands for as well as the colour 

to be changed from red as it is considered a warning colour rather than a feel-

good colour.  

To conclude, it is evident that the academic literature in this area is sparse and 

provides little guidance on the decision-making processes of Chinese outbound 

tourists and how to best service this market.  It is anticipated that the findings and 

recommendations outlined in this study will assist key tourism stakeholders and 

destination marketers in Fiji to recognize and appreciate the importance of the 

Chinese outbound market to Fiji in terms of its ability to sustain Fiji’s tourism 

industry in the event of downfalls experienced in traditional markets due to 

exogenous shocks. In addition, if tourism stakeholders are willing to target the 

Chinese outbound market, then it is critical that their respective staff, especially 

front-line staff are aware and have an overall understanding of the different aspects 

of the Chinese culture.  As highlighted in Chapter 2 (See Section 2.4), the hosts’ 
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ability to respond effectively to a culturally different tourist is an important element 

determining positive tourist holiday experiences and satisfaction. What was also 

highlighted in the interviews with key tourism stakeholders is that if tourism 

operators are keen to target this market, they need to ensure that they have the budget 

and the commitment to be consistent in targeting this growing emerging market.  

More importantly, marketing strategies need to be aligned to the appropriate market 

segment and via relevant media.   

It is further anticipated that the findings from this study will provide tourism 

practitioners with the realization and acknowledgement of the evident need to 

regulate the Chinese inbound market to Fiji.  There have been past experiences with 

tourism destinations such as Maldives, Seychelles, Mauritius, Australia and New 

Zealand that have opened their doors to the Chinese outbound market and are now 

experiencing challenges in dealing with a mass market that is difficult to control and 

is affecting repeat visitors from traditional markets.  As China is an emerging market 

for Fiji, it is critical that tourism stakeholders take heed of lessons from matured 

destinations and to try and regulate this market.  At present, Fiji does not have direct 

flights to China which although could be seen as a deterrent for the Chinese 

outbound market, it can also be seen as a way of regulating the market to avoid mass 

numbers of Chinese tourists visiting Fiji.  In addition, tourism stakeholders can also 

consider targeting the Chinese outbound market only during the traditional low 

seasons; or to assign a specific number of rooms for the Chinese market so as not to 

impact existing guests from traditional markets.  Furthermore, destination marketing 

and promotion plays a key role in how Fiji positions itself in the Chinese outbound 

market and as the Ministry of Tourism and Tourism Fiji’s main prerogative is the 

increase in tourist numbers, the onus then rests on the properties (i.e hotels and 

resorts) to position Fiji to target luxury Chinese travellers and also to implement 

strategies in terms of controlling and regulating the Chinese inbound market to Fiji.  

As highlighted in the Fiji Tourism Development Plan 2007 – 2016 (See 

Section 3.7), the growth of tourism in Fiji and the target of 1.1 million visitors by 

2016 do not appear to be possible without significant growth in new markets being 

China, India and South America.  However, the Fiji Tourism Development Plan 2007 

– 2016 also fails to highlight the evident challenges of targeting the Chinese 
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outbound market due to their different demands and expectations.  In addition, whilst 

many tourism developers and operators are following good practice, Fiji lacks the 

framework to ensure such practices are adopted across the tourism industry.  Much 

of the policy, legislation and regulation needed to ensure good practice are not 

implemented or enforced.  Tourism practitioners in Fiji need to acknowledge and 

recognize that the possibility of mass numbers of Chinese tourists can adversely 

impact tourists from traditional markets and also have social impacts on the 

destination if proper preparation and adequate planning are not taken into account by 

Government and key tourism industry stakeholders.   
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APPENDICES  

Appendix A: QUESTIONNAIRE  
 

Chinese tourists to Fiji 

 

SECTION I: DEMOGRAPHIC INFORMATION  

 
1. Gender:  :  1. Female    2. Male  

 
2. Marital status:  1. Married       2. Single   

  
3. Age:  1.Under18 18      2.19-24        3.25-29         4.30-34         

5.35-39   6. 40-44 7. 45-49         8.50-54             9.55-59        10.60 or 
over  
 

4. Education:  
      1. High school  2. University     3. Graduate school  

 
5. Which city/province do you reside in? /  

1. Beijing        2. Shanghai         3. Guanzhou         4Tianjin  
5. Other   

 

SECTION II: YOUR PREVIOUS OUTBOUND EXPERIENCE 

 

 
1. Have you ever travelled outside of Mainland China before? 

  
      1. Yes        2. No
 
2. If yes, please list the destinations traveled in the past three years, the reasons and 

the average spend per trip  

5  
 

1. Destination  
 

2. Reason for travel 
 

3. Average spend on 
trip  
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  SECTION III: DESTINATION ATTRIBUTES  

When choosing a destination for an overseas trip, which attributes are important to 
you? Please indicate how important they are to you by placing a tick in the boxes 
behind the appropriate number.  

 

Not important Not very important  Neutral      Important  Very  important 

                             : 

(1)         (2)                           (3)                 (4)                      (5)  
     

Trip attributes  

    

1. Scenery  
2. Weather  
3. Interesting and friendly local people  

 
4. Local food  
5. Nightlife and entertainment  

 
6. Ease of obtaining a visitor visa  

 
7. Shopping  
8. Direct flights to Fiji  
9. Local crafts  
10. Beaches for swimming and sunning  

 
11. Golf  
12. Personal safety  

 

 SECTION IV: FIJI EXPERIENCE   

1. Was this your first time to travel to Fiji?  
1Yes      2. No  
 

2. If no, how many times have you traveled to Fiji? 
    

     1. Once             2.  Twice          3. Three and more  
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3. What is your main reason for travel to Fiji?    
1.Business   2.Holiday   
3.Education     4.Visiting friends/relatives             
5. If other, please explain   
 

4. Through which of the following was your flight route to Fiji?  
  

1.Seoul        2.Hong Kong            3.Australia       
4.New Zealand            5.U.S.A  
 

5. How many nights did you stay in Fiji?   
1.1-7 days           2.8-14 days         
3.15-21 days           4.22-28 days        5. More than 28 days  
 

6. Are you on a package tour?   
1. Yes   2. No  
 

7. How long did it take you to plan your travel to Fiji?
   

1. 2 weeks 2   2. 1 month 1    
3.2 months 2  3 months and more 3  

 
8. What was your main information source for this trip? 

(tick one only)    
1.Travel agency            2.Word of mouth            
3. Friends/relatives 

  4.TV advertisement          5. Newspaper/magazine /  
 
9. Please tick the regions you will be visiting on your stay: 

    
1.Denarau             2. Nadi              3.Mamanucas    
4.Yasawas       5. Coral Coast

Pacific Harbour Suva  
 
10. In which hotel did you spend the most time? 

……………………… 
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11. Please check the type of local transportation you most preferred. 
     

1.Private vehicle     2.Rental car  3.Bus     4.Taxis  

 
12. Please tick the type of food you most prefer to eat during your stay in Fiji (tick 

one only)    

1.Chinese        2.Western       3.Fijian    4. Indian    

If other, please explain  

13. What are your impressions of Fiji? 

Not important Not very important  Neutral      Important  Very  important 

                             : 

   (1)        (2)                            (3)                 (4)                      (5)  

1. The people  
2. The scenery/nature /  
3. The climate  
4. Relaxing/peaceful /  
5. The islands  
6. The beaches  
7. Clear/beautiful water 

        
8. Culture/craft /  
9. Food  
10. The way of life  
11. Facilities at hotel/resort 

      /  
12. Snorkelling  
13. Activities  
14. Hospitality      
15. Service at hotel/staff 

            /  
16. Other  
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14. Overall, did your visit to Fiji live up to your pre-trip expectations?  
, ?  

 
1.Yes      2. No  

a. If yes, please explain what part of your trip exceeded your expectation?  
  ,  

 
  
        

…………………………………………………………………………………… 
        

…………………………………………………………………………………… 
         

 

b. If no, please explain if you encountered any problems during your stay in Fiji? 
   , ? 

…………………………………………………………………………………… 

…………………………………………………………………………………… 

…………………………………………………………………………………… 

15. What is your general feedback about Fiji? ? 
 

…………………………………………………………………………………… 

…………………………………………………………………………………… 

…………………………………………………………………………………… 

…………………………………………………………………………………… 

 
16. Would you recommend Fiji to your friends, family and 

colleagues? , ?   

1.Yes   2. No  

 

Contact information  (optional )  

Name :    

Email address: :  
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Appendix B: QUESTIONNAIRE  

Fiji ADS Chinese outbound operators 

 

1. How many years has your company been in the tourism business?   
 
………………………………..…….….. 
 

2. What are your major areas of operation? Please tick the appropriate box.  
Domestic   
Inbound  
Outbound  
 

3. To which countries does your company currently have outbound operations?  
America      
Europe  
Pacific  
Asia 
 

4. How many retail outlets does your company operate in China? ………. 
 

5. What advertising medium does your company use? Please tick the appropriate 
boxes 

   
Advertising 
medium  

No use Some use  Medium 
use  

Heavy 
use  

Very 
heavy use  

1. TV      
2. newspaper      
3. Internet      
4. Magazine      
5. Radio       
6. Billboard      
7. Other      

 
6.  How important is it for your company to develop the following out-bound travel? 
     Please tick the appropriate boxes:  

 
 Not important  Some importance  Highly important  

1. Australia     
2. New Zealand     
3. Hong Kong     
4. Fiji     
5. Others     
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7. Do your clients travel to the following countries?  
     Please tick the appropriate box(es) 

 
 Yes No 

1. Australia    
2. New Zealand    
3. Hong Kong    
4. Fiji    
5. Others    

 
8. Have your staff a working knowledge of the Fiji travel industry?  

Please tick the appropriate box (es).  
 

No   Some    Strong   
    knowledge                      knowledge           knowledge 

1          2                 3                   4               5 
 
 
 

9. What percentage of your staff receives specialized travel training in Fiji?  
Please tick the appropriate box (es).  

 
0%  25%  50%  75%  100% 
 
 
 

10. Is your company well connected with Fiji inbound operators?  
Please tick the appropriate box (es).  

 
No   Some       Well     

     connection                     connection             connected 
1         2                   3                  4                 5 

 
 
 

11. How could the Fiji Government help generate Fiji-bound growth?  
Please tick the appropriate box (es).  

 
  Not      Somewhat          Very  

       essential                              essential                       essential    
1          2         3     4                5 
  
       
      
Marketing Fiji  
Promoting e-business  
Promoting fam tours  
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Other suggestions: …………………………………………………………………….. 
 

12. What is the general knowledge of Fiji in China?  
 Please tick the appropriate box (es).  

 
No                      Some          Strong  

    Knowledge                  knowledge           knowledge  
     1                2                  3                 4                 5 
       
 

Trip attributes        1      2         3           4            5  
1. Scenery  
2. Weather 
3. Interesting and friendly local people  
4. Local food 
5. Nightlife and entertainment  
6. Ease of obtaining a visitor visa  
7. Shopping  
8. Direct flights to Fiji  
9. Local crafts 
10. Beaches for swimming and sunning  
11. Golf  
12. Personal safety  

 
13.  Fiji-bound customers from China are most likely to be:   
       Please tick the appropriate box (es).  

  
First-time outbound travelers;   Experienced outbound travelers;  
Repeat travelers to Fiji;    On vacation;  
Visiting Friends & Relatives;   On official business;  
For education purposes;  
Other 

 

 

 

 

 


