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Introduction 
UNWTO aims to market countries along the Silk Road as a sustainable tourist destination, at 

the same time attracting investment, increasing employment and nurturing cultural exchange. 

The activities of the UNWTO’s Silk Road Action Plan focus on promotion and Marketing, 

capacity building, destination management and travel facilitation. This project focuses on 

marketing, promotions and capacity building for China, proposing ways to tackle the urban 

migration problem, with the vision of creating a Geotourism destination on the Silk Road in 

China. 

Country assessment 

Upcoming trends in China and their implication on tourism 

The high GDP growth (10.4% in 2010 and at 9.2% in 2011), together with the increasing 

disposable income (from 2001 to 2011 an annual cumulative growth rate of 12.3%) for 

China’s population, lead to a higher purchasing power, increased expenditure on tourism as 

well as higher investments in hotels and tourism related infrastructure. These trends are 

further supported by the fast growing middle class, rising to 700 million people by 2020. 

(National Bureau of Statistics of China, 2011) 

Moreover, the internet penetration rate and the alternative social media use are increasing due 

to growing number of internet users (505 million in 2011). This leads to facilitated online 

booking, marketing and access of information on tourist destinations, attractions and hotels. 

(news cnet) (Digital journal) (China internet watch) (tech in asia) 

Societal issue 

Urbanization is a growing concern in China.  Strong migration of workforce from rural to 

urban areas is influenced by better transportation, which by 2015 will lead to three times more 

rail and ten times more bus transit. This will cause major problems in both, urban and rural 

areas.  Possible reasons for urbanization could be the higher level of entrepreneurial activities 

and the better chances for economic stability available in urban areas. (Small) 

Demand analysis 

Domestic tourism 

Today, tourism in China is primarily domestic, representing ~95% of overall tourism in the 

country (Travel China Guide, 2012), with an average annual growth of 10% (Euromonitor, 

2011). Even though environmental issues are becoming an important topic for Chinese, a 

research on Chinese domestic tourists’ shows, that sustainability isn't yet a criterion in their 

choice of destination. In fact, domestic tourism focuses on visiting cultural and natural sights 
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in convenience, not on the local culture. Chinese domestic tourists also have a skeptical 

attitude towards sustainable tourism (Yan, 2008). However, this is gradually changing. In the 

long run, they will move from tour groups to seeking individual experience, like cultural 

activities and soft adventure (China Travel Trends, 2012). 

Inbound tourism 

Inbound tourism, forecasted by TUI, shows undeniable potential with an average annual 

growth of 8.7%.  In a few years, China will be one of the most attractive tourism destination 

worldwide (China Travel Trends, 2012). In 2011, the inbound tourism represented 100 

million tourists with more than 47% only for leisure (CNTO - China National Tourism Office, 

2010). According to WTO, Asia-Pacific will see an annual increase of 43 million international 

tourists over the next 20 years, this number will soar to 1.8 billion by 2030 (China Travel 

Trends, 2012).  

Furthermore, TUI states that lesser known destinations, like the Silk Road, will increasingly 

attract inbound travelers. These tourists demand tailor made travel routes, interactive 

experiences, soft adventure and cultural immersion, which is an unexplored opportunity. 

Travel habits on the Silk Road 

Due to the complicity of organizing an individual trip for the whole Silk Road, both, domestic 

and inbound tourists, tend to use tour operators and travel agents (Shaanxi tourism bureau, 

2010). However, foreign travelers would prefer to discover it individually (China Travel 

Trends, 2012); but face the challenges in the language barrier and unknown transportation 

network. 

Targeted tourist segment – Geotourism 

Geotourism 

The concept of Geotourism, initiated by the National Geographic Society, aims to sustain or 

enhance the geographical character of a place, its environment, heritage, culture and the well-

being of its residents. (National Geographic, 2002)  This trend is followed by international 

travelers and will catch-up with a growing domestic travel segment.  Due to the values it 

shares with the UNWTO’s sustainability, it is an appropriate fit to the Silk Road tourism 

project. 

Geotourist profil 

Geotourists are distinctive by their psychographic profile, this allows for simultaneously 

targeting inbound and domestic. To assure the perfect match of the offer, official studies have 

been analyzed to understand their behavior and motivations while travelling. 
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Source : (Travel Industry Association of America, 2003) & (Mamoon, 2011) 

Destination Selection 

North Western provinces 

The Silk Road, initiating in Xi’an, the ancient capital, runs up to Kashgar, from where it 

continues west. It runs through only five provinces located in Northwest, thus narrowing 

down the choice of region.  

Shaanxi Province 

After comparing the three provinces (Gansu, Xinjiang and Shaanxi) showing most tourism 

potential, Shaanxi was selected based on criteria’s such as infrastructure, tourism potential in 

terms of arrivals and revenues. (Shaanxi tourism bureau, 2010). 

The Gateway to the Silk Road – Xi'an 

The Ancient City: Xi’an, the capital of Shaanxi, is the historical starting point of the Silk 

Road, and one of the oldest cities of China, with more than 3000 years of history, which is the 

reason for its cultural and gastronomical richness. (Xi'an tourism China, 2012). 

The transportation network: Xi’an is Western China’s transportation hub, being connected 

to all major cities by train and highway as well as featuring one of the largest airports in the 

region, serving international and domestic destinations. Being such an iconic and accessible 

city, travelers often start their trip from Xi’an, but spend only a day or two, without enjoying 
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enough the historic sights due to insufficient information and facilities in the more rural area.  

However, Xi’an will be used as a base city to attract geotourist, who will be encouraged to 

explore the historic monuments located in neighboring cities and villages. 

Tourism Strategy 

The tourism strategy is built on three main pillars: Geotourism, a generic replicable model and 

the empowerment of rural population. 

Geotourism is the backbone of this tourism strategy; it drives the major decisions to develop 

the region by preserving its natural heritage sites, the environment and supports sustainable 

practices in the local community. The concept is aimed at the issue of urban migration. The 

flight of rural residents to cities is primarily due to the lack of financial independence, poor 

infrastructure and support. The initiatives aim to encourage entrepreneurship and empower 

the rural communities.  The strategy proposes development and concepts that can be easily 

replicated in other provinces of the Silk Road.  The region used in this report Xian – 

Hanzhong is an illustration of how the strategy may be implemented. 

 

To promote the rural region between two cities deeply tied with the 

history of the Silk Road, Xi’an and Hanzhong have been chosen.   

Criteria’s such as intercity connectivity, presence of various historic 

sites such as the tomb of Zhang Qian, the pioneer of the Silk Road, 

located in Hanzhong have been taken into consideration.   

 

Proposed Offer 

Tourism packages 

The Geotourist would be able to customize their own visits to the most authentic activities and 

geotouristic places on a newly developed website. It would feature packages, according to 

their interests like culture, nature, experience, adventure and religion. Along their 

personalized courses, the website will offer a choice of local Bed and Breakfast which can be 

book directly online to accommodate foreign tourism and to get past the language barrier. 

Bed & Breakfast 

Instead of investing in the accommodation infrastructure such as hotels which do not offer 

very authentic experiences to the guests, use of Bed & Breakfast (B&B) establishments 

located in the rural areas has been decided. The local residents who agree to participate would 
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have the opportunity to take loan or external investment to renovate and enlarge their current 

accommodation facilities.  

The main reason of choosing B&B is to involve the local community in the areas surrounding 

the tourist hotspots. By housing guests and offering meals for a fee, the locals benefit from an 

additional source of income, generated along with cultural exchange. The converting of rural 

family houses into B&B requires lower investments and fosters the entrepreneurial spirit and 

independence. 

Capacity Building 

Local & Sustainable Tourism Coordinating Committee (LSTCC) 

For the B&B concept to function efficiently an organizing committee will be set up, that 

coordinates the supply and demand of all B&B in a region. The committee consists of a 

regional president, who works with representatives from each rural community. The 

representatives scout for families willing to host tourists, who satisfy the housing criteria and 

educate them about the benefits and requirements of hosting tourists. As this is a new 

experience for the rural population, the committees’ responsibilities include different 

measures of education. The committee will also responsible on the B&B’s operation 

management, training, administration and marketing campaign, as well as the business 

development. On the other hand from the plan, the committee will also get an annual 

management fee from each B&B property. 

Educating local population on Tourism (campaign) 

To broaden the appeal and acceptance of this tourism strategy, several local social awareness 

campaigns will be run. These campaigns aim to create awareness about the positive effects of 

tourism and explain people about the preservation of their heritage, cleanliness, hygiene and 

hospitality. It targets the rural population along with other stakeholders in the regional tourism 

industry such as tourist guides, taxis, tourism offices and other personnel interacting with the 

tourist. These campaigns are broadcasted over radio, television, billboards and door to door 

awareness through the committee members. 

Marketing 

Current marketing strategy 

Presently, Silk Road is mainly sold through travel agencies and tour operators as customized 

packages for large groups that have inflexible schedules, travel up to 20 days and stay in 

luxury city hotels. 
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Differentiation 

To differ from current offers, this tourism concept promotes the richness of the rural areas by 

preserving the traditions of the locals and sustainably developing a geotouristic tourism 

destination. 

Branding the destination 

China is the recognized as the starting point of the Silk Road. The 

iconic tomb of Zhang Qian, pioneer of the Silk Road, will be used as 

logo and his story, to brand this fact and multiply the recognition and 

association of China as a cultural and sustainable Silk Road 

destination. 

Sustainable Communication & Promotion 

National Geographic partnership: Through the partnership with National Geographic, the 

tourism concept will be certified and branded sustainable and geotouristic. National 

Geographic’s’ logo supports the credibility of the concept and increases its visibility through 

an additional promotion channel. 

Sustainable Tour operator: Wiser World Travel is a “green travel agency” that promotes 

sustainable trips along the globe. It would fit their portfolio to promote the concept of a 

sustainable Chinese Silk Road destination. 

Digital Communication & Promotion 

Official website:  It provides tourists the opportunity to experience a tailor-made cultural 

immersion stay directed to their needs or interests. It will be the exclusive reservation tool for 

the B&B and personalized travel itinerary on the entire Silk Road. The objective is to avoid 

mass tourism, optimally distribute the visitors over the area and reduce intermediate costs. 

Social media:  This channel will be used as a digital way of spreading the word of mouth and 

share tourist’s experiences. It can generate reservations through an external link to the official 

website.  To stimulate domestic interest, popular micro blogging website SinaWeibo will be 

used.  

Cultural communication & promotion 

Travelogue (souvenir booklet) 

A travelogue will be provided to every tourist upon his arrival at the B&B, that will serve as a 

symbolic document that will demonstrate the journey on the Silk Road. 

The purpose of this travelogue is to refresh memories and promote the destination to potential 

Silk Road visitors in a story-telling way. 
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Signalisation 

Each step of the Silk Road will be marked by signals reminding travelers that they are still on 

the Chinese Silk Road. It will aim to facilitate the recognition of the Chinese Silk Road brand. 

Stakeholders 

Some stakeholders involved in this tourism project are plotted on the stakeholder matrix in 

order of their importance: Please refer to appendix n°1 

The primary step in managing the stakeholders in this project is informing them about the 

tourism strategy, its benefits, and required commitment from them and understanding their 

expectations. Using negotiations and persuasion, the project aims to influence the 

stakeholders to be involved. 

Financial projection 

For our B&B offer we designed two scenarios and simulated financial performances to 

examine the feasibility. With the assumed investment of 300,000 rmb (cost of renovation), the 

B&B property project will bring a NPV of 5.49 million, IRR of 23% and payback period of 

7.1 years in scenario I; and a NPV of 5.13 million, IRR of 21% and payback period of 6.62 

years in scenario II respectively. The second scenario will involve an external investor with 

60% equity and the rest will be taken by B&B owner as debt, giving the B&B owner lower 

risk on debt; whereas the B&B owner will take the full amount as debt in scenario I but will 

have no interest/annuity payment for the first three years. For detailed information please 

refer to appendix n°2 

Timeline plan and Evaluation 

For more information about the initiatives and steps to be taken to implement this strategy 

over the next five years and to take note of the measures and KPI to control the success please 

refer to appendix n°3 

Conclusion 
Combining the market researched data together with our offer and projection, we are 

confident that the offer is sustainable, practical, and feasible. Due to the various policies and 

limitations for different regions, the actual result by the time may vary. However this plan can 

be applied to further cities/regions along the Silk Road in China.  

Reflecting on the millennium goals of the United Nation, it can be said that this concept has 

elaborated ways to fight poverty in rural areas, build on the goal of increased sustainability, 

and touches on goals like improved education and hygiene. 
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Appendix 2 Comparison between two scenarios 1 

Scenario I Cost of investment
Price per sqm
Floor area per B&B
Cost of construction
LTL interest
Annuity

Scenario I 2013 2014 2015 2016 2017
No. of guest room sold per year 104           208        229        252        277        
ADR 300           350        368        386        405        
Revenue from room 31,200      72,800   84,084   97,117   112,170 
Room cost 3,120        7,280     8,408     9,712     11,217   
Room profit 28,080      65,520   75,676   87,405   100,953 
F&B average exp per head 30             32          33          35          36          
F&B revenue 3,120        6,552     7,568     8,741     10,095   
F&B cost 1,248        2,621     3,027     3,496     4,038     
F&B profit 1,872        3,931     4,541     5,244     6,057     
Amenities 1,040        2,080     2,288     2,517     2,768     
Operating profit per year 30,992      71,531   82,504   95,166   109,779 
Administraion & Marketing 5,000        5,250     5,513     5,788     6,078     
Capex Reserve FF&E 3,000        3,000     3,000     3,000     3,000     
EBITDA 22,992      63,281   73,992   86,378   100,701 
Depreciation 15,000      15,000   15,000   15,000   15,000   
EBIT 7,992        48,281   58,992   71,378   85,701   
LTL expense -31,863 -31,863 
EBT 7,992        48,281   58,992   39,516   53,839   
Income tax 1,998        12,070   14,748   9,879     13,460   
Net Income 5,994        36,211   44,244   29,637   40,379   
Profit margin 17.0% 44.5% 47.1% 27.3% 32.3%
FCF 20,994      51,211   59,244   44,637   55,379   
NPV 549,513    IRR 23%
payback period 7.11          

2,500                        
120                           

300,000                    
7%

-31,863                     

20 years fixed annuity, start 

to pay back fro 4th year

2 

Scenario II
Renovation price per sqm (rmb) 2,500        WACC 9.57%
Floor area per B&B 120           
Cost of construction 300,000    
60% equity investment 180,000    
Long term debt 120,000    
LTL interest 7.05%
Annuity -11,371    

Scenario II 2013 2014 2015 2016 2017
No. of guest room sold per year 104           208        229        252        277          
ADR 300           350        368        386        405          
Revenue from room 31,200      72,800   84,084   97,117   112,170   
Room cost 3,120        7,280     8,408     9,712     11,217     
Room profit 28,080      65,520   75,676   87,405   100,953   
F&B average exp per head 30             32          33          35          36            
F&B revenue 3,120        6,552     7,568     8,741     10,095     
F&B cost 1,248        2,621     3,027     3,496     4,038       
F&B profit 1,872        3,931     4,541     5,244     6,057       
Amenities 1,040        2,080     2,288     2,517     2,768       
Operating profit per year 30,992      71,531   82,504   95,166   109,779   
Administraion & Marketing 5,000        5,250     5,513     5,788     6,078       
Capex Reserve FF&E 3,000        3,000     3,000     3,000     3,000       
EBITDA 22,992      63,281   73,992   86,378   100,701   
Depreciation 15,000      15,000   15,000   15,000   15,000     
EBIT 7,992        48,281   58,992   71,378   85,701     
LTL expense -11,371    -11,371 -11,371 -11,371 -11,371    
EBT -3,379      36,910   47,620   60,007   74,330     
Income tax -845         9,227     11,905   15,002   18,583     
Net Income -2,534      27,682   35,715   45,005   55,748     
Profit margin -7.2% 34.0% 38.0% 41.5% 44.6%
FCF 12,466      42,682   50,715   60,005   70,748     
NPV 513,597    IRR 21%
Payback period 6.62          

20 years fixed annuity

15% of ROE

 3 
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Appendix 3 Strategic overview and time plan 

Strategic objectives 

 Introduce sustainable tourism through targeting the niche of Geo tourism 

 Rise awareness for the environmental issues to sensitize the local population  and 

change their behavior in the future 

 Create entrepreneurial opportunities in rural areas in order to help the economic 

situation and to slow migration to bigger cities 

 Create experiences for tourists to immerse them into the culture and increase tourism 

expenditure in the rural area 

 Attract national investments 

 Form alliances and partnerships in order to promote sustainable tourism 

 

 

 

 

 

 

 

 

Regional Development 

 Geo tourism 
Development 

Cultural 

Development 

Economical and job 

creating development 

Infrastructure 

Development 
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KPI Measure for the region 
Information & Importance Target 

Tourism expenditure  In order to monitor and manage tourism expenditure Form Y1 to Y5 increase of 
7% 

Number of tourist visiting To make sure the numbers stay reasonable for the area From Y1 to Y5 8% annually 
( linked with the  annual 
growth rate of China) 

LOS in the area Important to monitor to know how well the product fit the 
customers 

Monitor in order to get 
better understanding of 
customer profile 

Customer satisfaction Measure  the fit of the product to the expectations After Y2 above 90%, 
otherwise check for 
reasons 

% of customer who have or will refer the area Measure word of mouth  

Ratio domestic/inbound To know if it necessary and how the marketing should be adapted  

Ratio of Tourist comparing to local population To ensure sustainability  

Economic benefit in the area To measure the positive impact of the concept on the local economy  

Income level To measure the positive impact of the concept on the local economy  

Distribution of jobs To monitor what kind of jobs, and how many people have what jobs 
in order to manage future job creation and investment 

 

Satisfaction of the local community To check that the tourist concept is in line with the local community 
and they are well informed on its benefits etc 

After Y2 above 90%, 
otherwise check for 
reasons 

Number of new businesses developed ( diversification)  To measure the level of entrepreneurial activity in the area  

Amount of waste per capita Waste Management  

Ecological food print Measure sustainability  

% of population under the poverty line 1196 Yuan/year current nationally defined poverty line, measure to 
see if the tourism concept has a positive impact 

Within Y1 and Y2 improve 
by 2 % 

Level of education (language, quality of service, 
environmental consciousness) 

To measure if the educational effort and activities have had an 
positive impact 

 

Level of hygiene ( educational, infrastructural) Important because higher level of hygiene will attract affluent 
tourist 
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Strategic time plan of initiatives and action

Initiative Description 
When to implement? 

By Whom? 
What investment/financing? 

Y1 Y2 Y3 Y4 Y5 

Committee setup Recruit members to form the 
committee 

     Tourism Board Not sure if this column is 
useful 

Discussions with all 
stakeholders 

Negotiate & convince all 
stakeholders about the benefits 

     Committee  

Scouting regions for B&B 
development 

Committee members will look for 
suitable houses to start B&B 

operation 

     Committee  

Convincing the local 
population 

Convincing the rural population 
about the B&B initiative 

     Committee  

Local social awareness 
campaigns 

Increase awareness about tourism 
benefits, heritage, hygiene, 

cleanliness 

     Committee, Ministry of 
Broadcasting for TV, 

Radio 

 

Contacting National 
Geographic 

To become part of their 
geotourism initiative 

     Committee  

Attracting investors Potential investors who will be 
willing to invest in the B&B 

renovation process 

     Committee  

Refurbishment of houses 
into B&B 

Refurbishing selected houses to 
increase space and quality of the 

establishment 

     Committee, Investors  

Website development Start developing the website to 
create traffic and reservations 

     Committee, Website 
developers 
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