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RESEARCH ON THE DEVELOPMENT STRATEGY
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CyMchKuil HaljioHaABHMI arpapHuit yHiBepcutet, M. Cymu

Sn Ai,

3A00yBad cTyneHs AOKTOp dirocodii, Cymcpruit HaioHaAbHMIT arpapHuit yHiBepcuret, Cymu

AOCAIAKEHHSA CTPATETII PO3BUTKY TYPUCTUYHUX ITIATIPUEMCTB B KUTAT

The article analyzes, systematizes scientific research and presents ways to improve the development strategy of
tourism enterprises in China.

In 2024, China is forming a financially prosperous society with a comprehensive improvement in the living standards
of its citizens. Cultural tourism is a good indicator for people to express their desire for a better life. Against the backdrop
of the country's comprehensive promotion of rural revitalization strategy, cultural tourism has become an excellent
choice for the ecological, industrial, cultural, labor, and even organizational revitalization of rural areas. In this context,
many traditional enterprises, especially real estate enterprises, have begun to explore the cultural and tourism industry,
especially "rural tourism,” which has become a new "testing ground" for these enterprises.

Four different development strategies are explored, and specific measures that can be taken for each strategy are
analyzed. Cultural tourism enterprises, in order to actively renew the tourism industry, increase the competitiveness of
collective work, in combination with internal and external matrix analysis, it is proposed to choose the SO development
strategy, in addition to developing the SO strategy, should also avoid strategic disadvantages and risks of WT as much
as possible. Combined with diversified development, improve network services, enhance teamwork ability, and promote
the implementation of foreign business opportunities.

In today's business environment, the organization of a high-quality development strategy for Chinese tourism
enterprises is of undeniable relevance. When forming its main components, it should focus on: market demand and be
guided by innovations, continuous optimization of the organizational structure, improvement of the quality of products
and services, strengthening of existing human resources, and development of its own brand. In order to prevent potential
problems in the future, sensitivity and flexibility to market changes should be taken into account at the same time.
SWOT analysis can be one of the tools for studying the activities of a particular business entity. Based on the analysis of
the internal and external environment of a cultural tourism company, the opportunities, threats, advantages and
disadvantages are summarized. Taking into account the proposed components of integrated strategic planning will have
a positive impact on the development of Chinese tourism enterprises both in the near future and in the long term.
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V crarTi npoBepeHO aHaAi3, CMCTEeMaTHM30BaHO HAYKOBI AOCAIAJKEHHS Ta MPEACTABAGHO LIASIXM YAOCKOHAAEHHS CTpa-
Terii pO3BUTKY TypUCTMYHMX mipnpuemcTB B Kurai.

V 2024 poui Kurait Gopmye diHaHCOBO AOCTATHE CYCHiABCTBO 3 BCeOIYHMM MOKPALIEHHSIM PiBHS JKUTTS BAACHUX TPO-
MaAsH. 3AICHEHHS KYABTYPHOTO TYPU3MY BUCTYIIA€ XOPOIIMM IHAMKATOPOM AASI BUCAOBAEHHS AFOABMM CBOTO IIParHeHHS A0
kpamoro xutts. Ha TAi Bce6iunoro npocyBaHHs cTpaTerii BiAPOAKEHHS CiAbChKOT MiCL{eBOCTi B KPaiHi KYyABTYPHMII TYPU3M
CTaB YyAOBUM BUGOPOM AASI €KOAOTIYHOTO, IPOMUCAOBOTO, KYABTYPHOTO, TPYAOBOTO i HaBiTh OPraHi3aliifHOro BiAPOAIKEH-
HS CiABCBKOT MicueBOCTi. ¥ 1[bOMY KOHTEKCTi 6araTo TpapuLiiiHUX NiATPUEMCTB, OCOGAMBO MIANPUEMCTB, IO 3aMMAIOTHCS
HEPYXOMiCTIO, TOYAAM AOCAIAJKYBATH KYABTYPHY Ta TYPUCTUUHY IHAYCTPi0, 0CO6AMBO "CiAbCHKMI TYpU3M", SIKUI CTAB HO-
BUM "TIOAIrOHOM" AASI AQHUX IIATIPMEMCTB.

AocaipskeHo yoTupu pi3Hi cTparerii po3BUTKY, a TAKOK MPOAHAAI30BAHO KOHKPETHI 3aX0AHU, IKi MOKYTH OYTH BXRUTI
AASI KO3KHOT ctparerii. IliAmpueMcTBaM KyAbTYpPHOI'O TYPU3MY, AASL AKTMBHOTO OHOBAEHHS TYPUCTUYHOT raAy3i, miABuU-
IeHHSI KOHKYPEHTOCIPOMO3KHOCTI KOAEKTUBHOT po6OTH, Y MOEAHAHH] 3 BHYTPIilIHIM Ta 30BHIIIHIM MaTPUYHMM aHAAI-
30M, IPONOHYETHCS 06paTu cTparerito po3Butky SO, Ha A0AATOK A0 po3po6ku cTparerii SO, cAip TaKOXK MaKCUMaABHO
YHMKATH cTpaTeriynux HepoAikiB Ta pusukiB WT. IloeanaBumm 3 AuBepcudikoBaHUM PO3BUTKOM, BAOCKOHAAIOBATH Me-
pesKeBi MOCAYTH, MOKPAMYBATH 3AATHICTh KOAEKTMBHOT POGOTH, COPUATH iMIIAeMeHTaLil MOKAMBOCTEN iHO3EMHOTO
Gisuecy.

3a cyyacuux GisHec ymMOB, opraHisanis po3po6Kyu AKiCHOT cTpaTerii pO3BUTKY KUTANCHKUX TYPUCTUYHUX MiANPUEMCTB
BUPi3HAETHCA Ge33anepeyHoro akTyarbHicTO. IIpn dopMyBaHHi OCHOBHUX 1i KOMIIOHEHTIB CAip OPi€EHTYBAaTUCH HAa: PUHKO-
BUJ IONMT Ta KePYyBaTHUCS iIHHOBAL|iIMY, TOCTIVHY ONTMMIi3alio OpraHi3anifHOI CTPYKTYpH, HOKPaNeHHS SIKOCTi MPOAYKL il
Ta MOCAYT, 3MilJHEHHS HASIBHUX AIOACBKMX PECYPCiB, po3GyAOBY BAacHOrO 6peHAY. 3 MeTOI0 3am0GiraHHs NOTeHLiIHNM IPO-
6aremam y MaiiGyTHbOMY, OAHOYACHO CAiA BPaXOBYBAaTM YYyTAMBICTD i FHYYKiCTh m[OAO puHKOBuX 3MiH. SWOT anaais moke
BUCTYIIUTU OAHMM i3 iIHCTPYMEHTIB AOCAIAKEHHS AIIABHOCTI OKPEMOTO rocnoAaporyoro cy6'ekra. Ha ocHosi anaaisy BayT-
PIIIHBOTO Ta 30BHIIIHBOI'O CePEeAOBMINA KOMIAHII KyABTYPHOTO TYpPU3MYy y3araAbHEHO MOSKAMBOCTI, 3arpo3y, mepeBaru ta
HeAOAiIKHM. BpaxyBaHHS 3anpONOHOBaHMX CKAAAOBUX KOMIIAEKCHOTO CTPATeriYHOr0 MAAHYBaHHS, NO3UTUBHO BIIAMHE Ha PO3-
BUTOK KMTaMChKUX TYPUCTUYHMX MIATPUEMCTB K y HAMOAMIKYi TePMiHM TaK i HA MEPCIEKTUBY.

Keywords: corporate strategic planning, development strategy, digital technologies, management,
tourism enterprise, tourism industry, SWOT analysis.

Katouo6i caoba: xopnopamubre cmpameziune naanybanns, cmpamezin posbumxy, 0i10:xuman mex-
HoA02i1, ynpabainus, mypucmuune nionpuemcmbo, mypucmuuna cihepa, SWOT ananis.

GENERAL STATEMENT OF THE PROBLEM
AND ITS CONNECTION WITH IMPORTANT
SCIENTIFIC OR PRACTICAL TASKS

The domestic tourism revenue for the whole
year of 2024 will reach 6.03 trillion yuan, with a
recovery rate of 23% compared to 2019;
International tourism revenue is expected to reach
$107 billion, with a recovery rate of 38% compared
to 2019. Except for the impact of the epidemic
from 2020 to 2022, the growth rate of tourism
revenue in other years has been higher than that
of GDP. China's cultural tourism industry has
encountered unprecedented development oppor-
tunities and a golden period. Due to the low entry
mechanism of the cultural tourism industry, a
group of cultural tourism companies have emerged
in recent years, which has brought increasing
competition to cultural tourism companies [8].

N

A Cultural Tourism Company was esta-
blished in 2015 and is rooted in third tier cities
in Henan Province. In terms of business scope,
it mainly engages in customized tourism
services, catering and hotel services, and co
creation of scenic cultural and creative pro-
ducts. With the increasingly fierce competition
in the cultural tourism market this year, A
Cultural Tourism Company has gradually
shown its shortcomings. Although the overall
business volume is gradually increasing, it lacks
core competitiveness and strong brand com-
petition. Therefore, how to utilize and develop
itsown advantages is a key issue that the Chine-
se tourism industry needs to consider. How
Chinese tourism enterprises can formulate
strategic plans to occupy the consumer market
is a key issue worth considering.
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ANALYSIS OF THE LATEST RESEARCH
AND PUBLICATIONS

From the perspective of domestic research on
the development strategy of cultural and tourism
enterprises, the content and direction of the
research are relatively diverse, but most of them
are based on market and operational aspects to
study the business and functional strategies of
certain types of cultural and tourism enterprises.
Zhang Jing (2022) constructed a comprehensive
evaluation model for the strategic performance
of online travel service enterprises through in-
depth interviews and the comprehensive
application of various management theories and
methods, providing an effective evaluation tool
for the strategic management of online cultural
and tourism enterprises [11]. Zhang Lu, et al.
(2021) used A Tourism Company as an example
to analyze how cultural and tourism enterprises
can timely adjust their development strategies to
scientifically respond to external threats and
opportunities in the context of significant changes
in the domestic macroeconomic and social
environment [2].

Sun Yanlin (2020) analyzed the innovative
mechanism of management optimization and
social responsibility operation of tourism
enterprises from the perspective of the impact of
marketing strategies on the value creation effect
of social responsibility of listed tourism
enterprises [4]. Yang Cheng (2018) conducted a
questionnaire survey on 127 travel agencies,
focusing on the impact of travel agency marketing
capabilities on corporate service strategy
orientation and performance [12]. Li Yanling et
al. (2024) focused on ice and snow sports tourism
enterprises and provided specific opinions and
suggestions on the formulation of marketing
strategies from the perspective of market practice
[3].

From the perspective of relevant foreign
research, there are also many fields involved. For
example, Bauman Nataliia (2019) In terms of
Ukraine's tourism marketing strategy towards
China, itis necessary to focus on the development
of Ukraine's tourism products and resources
towards China, enhance Ukraine's support for
tourism infrastructure, strengthen tourism
cooperation between Ukraine and China, and
innovate tourism marketing and publicity
strategies based on actual problems [10].
Krisnawati et al. (2016) pointed out through their
research that in competition, companies only
need to formulate strategies that match the
company's adapting to oneself and the external
environment, whether adopting a cost leadership

\

S

N\

A RN \n\\{ N ‘w@:‘}i ¥ N \t\}ﬁ\i\yﬁ»

strategy or a differentiation strategy, can help
power enterprises occupy an advantageous
position[5].

It goes without saying that in the modern
innovative economy the outline of the enterprise
and branches development strategies should be
grounded on the reliable information provision.
It involves the coherence of the results of
diagnosing the potential dangers and identifying
the potential opportunities considering the
variability of the business environment. The
above-mentioned issue highlights the need for the
search and implementation of new tools and
methods for managing enterprises. In practical
terms, their implementation will optimize the
structure of resource potential, improve
production processes, outline the ways to
increase investment attractiveness, identify
strategic guidelines that will enhance the
potential opportunities to increase the economic
development of the entities. The process should
take place considering the persistent changes in
the external environment and latent risks [6].

FORMULATION OF THE OBJECTIVES
OF THE ARTICLE
The purpose of writing a scientific article is to
analyze, systematize scientific research and find
ways to improve the development strategy of
tourism enterprises in China.

PRESENTATION OF THE MAIN RESEARCH
MATERIAL

In the comparison of national tourism market
data over the past five years, the data reflects the
strong recovery of China's cultural and tourism
industry after resisting the impact of the epidemic.
It also indicates the strong vision of the Chinese
people for tourism demand and the strong vitality
of the Chinese tourism market. Among them, the
number of tourists in 2023 reached 1.216 billion,
and domestic tourism revenue increased by 69.50%
year-on-year. With the support of the National
Day holiday and the May Day Labor Day holiday,
there has been a significant increase in the number
of tourists and total tourism income.

At the same time, the number of inbound and
outbound tourists and total tourism revenue in
China have shown a promising growth trend.
According to data from the China Tourism Re-
search Institute, the number of domestic tourists
in China will exceed 6 billion in 2024, and domestic
tourism revenue is expected to exceed 6 trillion
yuan; The total number of inbound and outbound
tourists is expected to exceed 260 million, and it is
expected that international tourism revenue will
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Table 1. Statistical table of tourist reception data during the May Day holiday of 31 provinces
in the past 5 years, ten thousand person-times

N Provincial Years
B capital 2019 2020 2021 2022 2023
1 | Guangdong 3066.60 1861.50 [4278.10 | -- 793.10
2 | Jiangsu 302.54 806.15 |3537.57|845.09
3 | Shandong - 1265.80 | -- -- 1196.09
4 | Zhejiang 2080.01 796.00 |2456.60 | --
5 |Henan 3639.12 1692.11 | 5526.03 | 1025.29
6 | Sichuan 4322.87 688.96 |5658.34[4401.08 |2019.39
7 | Hubei 3806.60 735.86 [4321.59(282.13
8 | Fujian 1736.78 1153.11 1716.39 | 2644.32
9 |Hunan 233331 1972.93]780.59 |539.58
10 | Anhui 3652.32 2044.35(4427.70
11 | Shanghai 560,00 707.00 |1688.90 1564.94
12 | Hebei 3105.44 3474.52
13 | Beijing 685.10 463.30 |842.60 |306.10
14 | Shaanxi 4105.11 1130.62
Province
15 | Jiangxi 3982.26 2895.41[4115.93
16 | Chongqing 2559.65 415.38 |1019.80|848.50
17 | Liaoning 1238.80 525.50 | 1650.00 1481.57
18 | Yunnan 996.62 1783.80(1192.80(996.62 |1783.80
19 | Guangxi 785.42 1508.42 | 737.56 |2229.09 |785.42
20 | Shanxi 3984.03 | 1128.05[2351.49
21 | Nei Monggol 3984.03 | 1128.05|2351.49
22 | Guizhou About 330 [3912.42(2309.49 [ 3412.14 | About 330
23 | Xinjiang 402.64 337.82 [440.20 [500.11 |402.64
24 | Tianjin - 44642 1166.50 |642.21 |--
25 |the - 114.37 11390 [880.93 | -
Heilongjiang
River
26 | Jilin - 610.86 [443.23 [794.77 |-
27 | Gansu 1650 1060.00 | 1690.00
28 | Hainan 132.66 165.20 |133.54 [295.31 |[132.66
29 | Ningxia 137.87 179.07 |74.00 |264.14 |137.87
30 | Qinghai 122.30 246.80 |164.88 |122.30 |246.8
31 | Xizang 67.40 36.04 [47.44 |70.67 67.40

Source: Summary of data released by the Ministry of Culture and Tourism.

once again reach the threshold of 100 billion US
dollars. The report also paid special attention to
one of the data: the number of outbound tourists
from China will significantly increase from over
87 million in 2023 to 130 million in 2024.

As shown in Table 1, the statistics of tourists
during the May Day holiday in 31 provinces of
China in the past five years show that the

consumption ability and desire of Chinese
residents are very considerable. It can be seen that
there is still room for growth in the domestic
tourism market. and online platform resources.
In summary, if tourism enterprises want to
achieve sustainable development in competition,
they must adhere to building their own core
competitiveness.

Table 2. Analysis of SWOT Enterprise Strategic Advantages and Disadvantages

superiority

inferior strength or position

S1: Policy support and
assistance of national and local
policies for the development of
A cultural tourism enterprises,

W1: The lack of competitiveness in the
salary performance system leads to the
lack of timely renewal of the original
human structure and the lack of talents

as well as the strategic
adjustment ability of A
cultural tourism enterprises.
S2: A, cultural tourism
enterprises themselves have A
certain brand influence.

S3: With the strong support of
the provincial government, A
cultural tourism enterprises
have A good growth and
operation ability and have A
large space for development.

with high ability and high quality

W 2: A There is A lag in the
information communication of cultural
tourism enterprises, and the internal
system also lacks innovation.

W 3: A cultural tourism enterprises
themselves lack of popularity and
influence.

W 4: The total profit amount of A
cultural tourism enterprises in the past
five years is at A low level in the same
industry.

SWOT analyses

Source: Obtained from the author's analysis of survey data.
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Table 3. Enterprise strategic plan based on SWOT analysis

N

, 0%

Inferior strength

Inferior strength

difference method
for the salary
system, increase the
introduction and
management of
cultural and tourism
talents, and improve
the overall strength
of tourism
enterprises.

2. Develop and
innovate cultural
and creative
products, and use
Internet technology
to strengthen the
management and
development of
online and offline
dual channels.

3. Improve the
management of the
internal system and
mechanism of
tourism enterprises,
improve the internal
organizational
structure of tourism
enterprises, and
enhance the core
competitiveness of
tourism enterprises.

and other countries in the
world, promote the
exchanges between Chinese
tourism enterprises and
other countries in the world.
O 2: The Guiding Opinions
on Promoting the
Development of Regional
Tourism will accelerate the
development,
transformation and
upgrading of the entire
tourism industry.

O 3: The provincial capital
where A cultural tourism
enterprise is located has
complete transportation
capacity. Both high-speed
railway construction and
aviation construction have
reached A certain level,
which is convenient for
tourists to carry out travel
activities.

O 4: A cultural tourism
enterprises will accelerate
the brand upgrading of the
tourism industry and
increase the new mode of
«Internet + cultural
tourismy.

O 5: The overall growth of

experience of smart
tourism, strengthen in
the development of the
tourism market,
improve the interactive
experience of scenic
spots, VR immersive
tourism experience, and
promote the overall
service quality of
tourism enterprises.

2. Use the new model
of «Internet + cultural
tourismy to strengthen
the connection between
the tourism industry
and the big health
industry, and integrate
the scale of innovative
industry.

3. Make use of the
national reform
mechanism innovation,
improve the basic
management system,
salary and performance
system and
organizational structure
of A cultural tourism
enterprise, and improve
the enterprise’s cultural
tourism operation

China’s tourism industry capacity
provides A development And talent
opportunity for the A of competitiveness.

cultural tourism enterprises,
and the residents have
considerable tourism
enthusiasm and ability.

O 6: The change of the
information age and the
arrival of the 5G era provide
a changing environment for
the innovation and
development of tourism
enterprises.

already have a solid
industrial
foundation, improve
the existing product
system, increase the
launch of
personalized
products, so as to
improve the
competitiveness of
the industry.

2. Expand the scope
of the souvenir
market, increase the
product research and
development with
the same brand, and
increase multiple
categories and
regional marketing.
3. Strengthen the
operation capacity
of the cultural and
tourism industry and
try to expand the
extensive publicity
business such as
multimedia and film
and television
production, so as to
better serve the
group company.

4. Improve the
integrated industrial
chain of «food,
accommodation,
transportation,
travel, shopping and
entertainmenty, and
expand product
projects.

SWOT analyses Superiority or position Superiority or position
favourable circumstances Scheme 1: Plan 2: Plan 3: Plan 4:
SO strategy The WO strategy ST strategy WT strategy
O1: With the continuous Growth strategy: Reverse strategy: Diversified strategy: | Defense strategy:
exchanges between China 1. Promote the new 1. Adopt the 1. Ensure that you 1. Unstable market

environment: The
tourism industry is
greatly affected by
political, economic,
natural disasters and
other factors, with
an unstable market
environment and
high operational
risks.

2. Depend on the
development of
tourist destinations:
the development of
the tourism industry
is affected by the
tourist destinations.
If the destination is
unstable, such as
political turbulence
and security risks, it
will have a negative
impact on the
industry.

Source: Obtained from the author's analysis of survey data.

From the above table, it can be seen that the
domestic tourism market in China has strong
potential, and the number of tourists and tourism
revenue have gradually recovered and developed
after the epidemic. Therefore, as a tourism enter-
prise, we should pay more attention to the
improvement of our own strategy, continuously
expand our competitiveness, create brand effects,
and highlight our own characteristics and
advantages in the same industry [7].

From the data in Tables 1, it can also be seen
that the development of the tourism market in
China's 31 tourism provinces in the past five years,
and the tourism reception capacity during the May

Day holiday alone, reflects the tourism consum-
ption ability and desire of the Chinese people.
Therefore, combining the above data, tourism
enterprises need to increase their development
effortsinstrategic planning, continuously improve
their competitiveness and comprehensive strength.

This paper will use the strategic analysis tool
SWOT A culture tourism enterprise strategic
analysis: in the Chinese A cultural tourism
enterprises after case analysis, one by one tease out
A culture tourism company facing opportunities,
threats, advantages, disadvantages, through the
SWOT strategic analysis tool for the combination
of the four kinds of strategy. Thus, specific paths
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for the development strategy of A cultural tourism
enterprise can be derived.

Strategic positioning and planning

(1) Qualitative analysis of the SWOT matrix

Based on the above analysis of the internal and
external environment of A cultural tourism
Company, the opportunity threats, advantages and
disadvantages are summarized, presented in
SWOT, and different development strategies are
formed. According to table 3 above, four different
strategies of SO, WO, ST and WT are formed, and
specific measures can be taken for each strategy
are analyzed. For A cultural tourism
enterprises[10], the provincial and its own
development strategy, to actively upgrade tour
industry, improve brigade operation com-
petitiveness, combined with the internal and
external matrix analysis, suggest to choose SO
development strategy, in addition to the
development of SO strategy, should also be as far
as possible to avoid WT strategic disadvantages and
risks, but also should be combined with diversified
development, improve the "eat live line shopping
entertainment” industry chain services, improve
the brigade operation ability, improve the ability
of foreign business.

2) Strategic positioning and planning

l.strategic positioning:

The responsibility and mission of tourism
enterprises is to tell a good brand story, spread the
brand voice, take China's tourism market as the
platform, strengthen the integration of national
tourism resources, and focus on the development
of competitive business combined with their own
advantages, so as to enhance the core
competitiveness of enterprises.

2. Strategic overall thinking

According to the internal and external environ-
ment analysis and strategic selection of A cultural

N

Quick money

Alipay
73% |

tourism enterprise, A cultural tourism enter-
prise should focus on the development of SO
strategy and carry out diversified development
based with the actual situation. In general,
should be based on the "revitalize the internal
system mechanism, to expand tourism market
and service as the direction" concept, in perfect
A culture tourism enterprise organization
structure, personnel structure, salary using diffe-
rentiation, strengthen the talent introduction
and training, focus on the intensity of advantage
business development, improve the tourism
reception "Internet + brigade" brand effect,
develop brigade industry chain [9].

(3) Analysis of PEST Macro Environment for
A Cultural Tourism Enterprise

1. Political environment analysis

The tourism industry is known as the "sunrise
industry" and is one of the fastest-growing
industries in the world. China's relevant policies
have issued certain guiding documents for the
tourism industry, such as the "Several Opinions of
the State Council on Accelerating the Develop-
ment of the Service Industry", which proposes to
vigorously develop investment and support in
cultural tourism and other livelihood service
industries. Moreover, the increasing living
standards of Chinese residents also stimulate new
development momentum in the tourism industry.
The tourism service industry has become an
indispensable part of people's lives. Therefore, how
tourism enterprises can formulate strategic plans
and continuously improve their institutional
mechanisms and scale has become a question that
tourism enterprises need to consider. In the new
era, the tourism industry is also facing structural
adjustments and restructuring, in order to leverage
the dividends of the times to achieve its own
growth.

2. Economic environment analysis

The median per capita disposable income of
Chinese residents is 23408 yuan, an increase of 6.3%
compared to the previous year, which is 76.3% of
the average. The median per capita disposable
income of urban residents was 30834 yuan, an
increase of 6.2% or 83.0% compared to the
previous year.

The median per capita disposable income of
rural residents was 10969 yuan, an increase of 6.4%
or 7.9% compared to the previous year. The
Chinese economy is currently in a phase of rapid
decline to slow growth, with an overall upward
trend.

3. Analysis of social and cultural environment

Firstly, the education level of residents. At
present, China has popularized nine-year com-
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Components of comprehensive strategic planning for the

development of Chinese tourism enterprises

rleducIing an in-depth analysis of current market trends, competitive environment,

and customer needs. Using market segmentation and target customer positioning,

identify the market areas that are most suitable for the development of a particular
tourism enterprise and formulate an appropriate market strategy.

Developing an effective competitive strategy to increase market share and
competitiveness. This strategy includes differentiated competition, cost leadership,
centralization, etc. Clear short-term and long-term goals should be defined to ensure
its implementation.

Implementation of innovations in products and services. Developing new
technologies, optimizing product features and improving service quality, providing
customers with unique and valuable experience to strengthen and enhance their
market position.

\

Optimizing the organizational structure and ensuring cooperation and
communication between departments. At the same time, improving business
processes, increasing efficiency and responsiveness to adapt to the changing market
environment.

J

AN

(" Personnel is the main resource for the development of enterprises. Develop a A
comprehensive human resource management plan that includes recruitment,
training, motivation, and performance evaluation. Create an efficient and
professional team that will provide strong support for the development of the
enterprise. Human resources are the basis of competitiveness for the long-term
development and growth of enterprises. Human resources mainly include the
following aspects: recruitment, training, salaries, personnel structure and technical
relations. In the recruitment process, the main focus is on students studying tourism
management.

/

o

Strengthening marketing and brand building to increase brand awareness and
reputation. Through diversified marketing methods, such as social media marketing,
content marketing, event marketing, etc., to attract more potential customers and
increase their loyalty.

(" To ensure the stable development of the company, the formation of scientifically i
sound financial and investment plans. To ensure a stable financial position of the
company through careful budget management, cost control and fund management.
Active research of investment opportunities and provision of financial support for

L the company's expansion and sustainable development.

J

e

i Creating a comprehensive risk assessment and management system to identify and i
respond to potential risks in a timely manner. Ensuring the stable development of
the enterprise by formulating a risk response strategy, creating risk prevention
mechanisms and strengthening their monitoring.

v

Fig. 2. Components of comprehensive strategic planning for the development
of Chinese tourism enterprises

Source: created by the authors based on the conducted research.

pulsory education, increased investment in
education, and the education level of residents has
been increasing year by year. Therefore, when
engaging in tourism consumption, the demand for
tourism product culture, historical culture,
regional characteristics, and services is gradually
becoming customized and personalized. Therefore,
when designing tourism products, we need to
consider the education level of consumers and
specify suitable tourism products for different
consumer groups. Secondly, China has 56 ethnic
groups, and there are significant cultural
differences and consumption habits among each

ethnic group. Therefore, when designing tourism
products, it is also necessary to respect the
behavioral habits of different ethnic groups, in
order to broaden the audience of tourism
products. Especially for consumer groups with
religious beliefs, attention should be paid to the
contradictions and conflicts between different
religions in the marketing process, and corres-
ponding strategies should be changed to avoid
unnecessary losses to the development strategy of
the enterprise.

4. Technical environment analysis

As of December 2023, the number of online
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payment users in China has reached 954 million,
anincrease of42.43 million compared to December
2022, accounting for 87.3% of the total number of
internet users. Online applications related to
offline have seen sustained and rapid growth, such
as cultural and tourism consumption, the king of
experiential consumption, related movie per-
formances, train services, car services, online
tourism, etc., with year-on-year growth of 172.3%,
66.7 %, 46.8%, and 34.1% respectively; Of course,
public transportation services, idle transactions,
takeout services, and local living have continued
to be popular, with growth rates of 48.2%, 29.1%,
16.1%, and 12.4%respectively. The continuous
expansion of mobile Internet payment transaction
scale hasundoubtedly played a role in boosting the
success of the new model of "Internet plus
tourism". As shown in the figure 1, Alipay 73%,
Lakara 3.0%, Tenpay (WeChat+HandQ) 18%,
Baidu Wallet 2%, Yibao Pay 1%, Quick money 1%,
Ping An Pay 1%, JD Pay 1%.

Emerging technologies such as digital maps,
smart wearables, search, LBS, and other virtual
reality technologies are gradually integrating
in the tourism field and are also a more impor-
tant part of tourist travel. The development
trend of the tourism industry is also consistent
with that of the tourism industry. Mobile is the
core, which is why 0TA moves Internet plat-
forms to mobile platforms one by one; The real-
time social functions provided by social
platforms have promoted the rapid growth of
mobile network usage and the development of
localized applications; Real time positioning
provides a foundation for location-based
information queries, reservations, and more.

Intoday's fiercely competitive market environ-
ment, comprehensive corporate strategic planning
is key to achieving long-termssuccess for businesses.
This strategic plan aims to clarify our direction,
goals and actions to meet market challenges,
achieve sustainable growth and profitability (figu-
re 2).

Conclusions and prospects for further
research in this area. In today's business
environment, the organization of a high-quality
development strategy for Chinese tourism
enterprises is of undeniable relevance. When
forming its main components, it should be
focused on: market demand and guided by
innovation, continuous optimization of the
organizational structure, improvement of the
quality of products and services, strengthening
of existing human resources, and development
of its own brand. In order to prevent potential
problems in the future, sensitivity and flexibility

N

to market changes should be taken into account
at the same time. SWOT analysis can be one of
the tools for studying the activities of a
particular business entity. Based on the analysis
of the internal and external environment of a
cultural tourism company, the opportunities,
threats, advantages and disadvantages are
summarized. Taking into account the proposed
components of integrated strategic planning will
have a positive impact on the development of
Chinese tourism enterprises both in the near
future and in the long term.
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