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Abstract 
The 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.    However, there has also been challenges faced by tourist stakeholders in Fiji which is mostly related to 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. Chinese tourists have a very different cultural background compared to Western countries and therefore have different preferences and motivations. The aim of this paper is to outline the major challenges faced by tourist stakeholders in Fiji in targeting the Chinese outbound market.  The objectives were to evaluate the perceptions of key tourist stakeholders in Fiji on the growing Chinese tourism market to Fiji and to make recommendation on whether targeting the Chinese tourist market to Fiji is viable and sustainable for Fiji’s tourism industry. 




















1. Introduction 
The China outbound travel market has been one of the fastest-growing international markets over the past decade (Li, Lai, Harrill, Kline & Wang, 2010; Jang, Yu & Pearson, 2003) and 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 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).  
In recent years, however, with more and more Chinese tourists travelling abroad, 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). 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).  Chinese tourists have a very different cultural background compared to Western tourists and therefore have different preferences and motivations (Zhang and Heung, 2002).  There have been existing studies whereby cultural models of tourist behavior have been constructed to explain their behavior (Reisinger & Turner, 2002; Weiermair, 2000).  This paper will firstly outline the importance of tourist stakeholders and further elaborate on some of the major challenges faced by five tourist stakeholders in Fiji in targeting the Chinese outbound market. 
2. The importance of tourist stakeholders  
Destination management cannot be successful without the involvement and effective coordination of key stakeholders.  There have been a number of tourism studies that have highlighted the importance of tourist stakeholders (Byrd, 2007; Hardy & Beeton, 2001; Vernon, Essex, Pinder & Curry, 2005).  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, being the tourists, tourism sector organizations, community, environment and Government. 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.  
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.  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).  
However, despite the rising interest in stakeholders, effective stakeholder involvement is complex, problematic and often underestimated (Friedman & Miles, 2006).  This is mostly due to the existence of multiple and diverse stakeholders that often hold different viewpoints. Furthermore, Waligo, Clarke & Hawkins (2013) stated that it is also imperative to recognise stakeholders when managing tourism more sustainably and to take account of their different perspectives on the issues. More specifially, the DMO needs to know what proesses work because tourism development can result in the heavy exploitation of a locality’s resources by the developers, the visitors and other users if not managed well (Haywood, 2006).  

3. Research methodology 
This study used semi-structured interviews with five tourist stakeholders in Fiji that target the Chinese outbound market.  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).  Qualitative research also tends to use interviewees in comparison to quantitative research (Patton, 2002).  It is also noted that other research methods were not employed, which was mostly due to limited time and financial constraints. 
[bookmark: _GoBack]The interviews took place between November 2013 and August 2014 and were carried out to gauge 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.  The interviews also established feedback on the major challenges that are faced in meeting the demands and expectations of Chinese tourists to Fiji.  The following organizations were interviewed: 
	Organization
	Schedule

	Tourism Fiji 
	November 2013

	Mana Island Resort 
	November 2013

	Rosie Holidays 
	November 2013

	Namale Resort  Fiji 
	August 2014

	Musket Cove Island Resort 
	August 2014 



[bookmark: _Toc411336368]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.

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. 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 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 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 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. [bookmark: _Toc411336401]Challenges of targeting the Chinese outbound market 
The results from the interviews with the above five tourist stakeholders showed that despite the 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.  
One of the major challenges 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” (Mana Island Resort, 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:  
“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 famil[footnoteRef:1], 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” (Rosie Holidays, personal communication, 11 June, 2013).  [1:  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.  ] 

“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” (Musket Cove Island Resort, personal communication, 23 August 2014). 
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” (Tourism Fiji, personal communication, 11 June, 2013). 
A growing number of tourism stakeholders in Fiji are also 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. 
[bookmark: _Toc411336402]4.1 Objectives for targeting the Chinese outbound market   
Overall, there is a mixed reaction and feedback from key tourist stakeholders as there are different agendas and objectives for targeting the Chinese outbound market.  For the Ministry of Tourism and Tourism Fiji, the main objectives are increasing tourist numbers and maximize 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” (Intercontinental Resort, 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 trend and for Fiji to do the same” (Musket Cove Island Resort, personal communication, 23 August 2014). 
It is evident that there needs to be a coordinated approach between key tourism stakeholders, as well as other Ministries such as the Ministry of Transport and Ministry of Health in order for Fiji’s tourism industry to be sustainable. 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 (Fyall & Leask, 2004; Heath & Wall, 1992; Sofield, 2003)
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 Ministry is ultimately responsible for the delivery of the nation’s destination marketing and promotion (Ministry of Tourism, 2007).
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 Government needs to make an ongoing contribution to marketing for destination development (Ministry of Tourism, 2007).  
4.2 Marketing activities for the Chinese outbound market    
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.   
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 attending the annual Bula Fiji Tourism Exchange[footnoteRef:2]; 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.   [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 ] 

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.  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.   
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) 
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. 
4.3 Understanding Chinese culture 
A major challenge highlighted in interviews with key tourism stakeholders was also 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.  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).  Research has suggested that etiquette is heavily dependent on culture (Zhang, 2013) 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 (Zhou, King & Turner, 1998), 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).
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.  
“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” (Musket Cove Island Resort, 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” (Intercontinental Resort, personal communication, 16 August, 2014). 
The Chinese market is 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.  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 arrangements were made, as well as announcements to tourists from traditional countries that there were Chinese tourists in-house as well.
“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” (Intercontinental Resort, 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” (Musket Cove Island Resort, personal communication, 23 August 2014). 
4.4 [bookmark: _Toc411336403] 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, 2014).  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 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” (Musket Cove Island Resort, 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” (Intercontinental Resort, personal communication, 16 August, 2014). 
5 Conclusion and research implications 
This study suggests that if tourism stakeholders in Fiji are willing to target the Chinese outbound market, then it is critical that their respective staff, especially front-line staff is aware and have an overall understanding of the different aspects of the Chinese culture. The hosts’ 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.  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 to increase 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, 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 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.  
Whilst adequate knowledge and viewpoints was extracted from the five tourism stakeholders, it would have been valuable to have more stakeholder representation that contribute to the tourist experience such as retail shopping outlets, restaurants, excursions and tour operators to obtain additional insight into the Chinese tourist to Fiji.    
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