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ABSTRACT

Compared with general servicetrade, tourism service trade has higher requirements for timeliness and accuracy of
information. According to the statistics of the Tourism Bureau of Zhejiang Province, the tourism economy of Zhegjiang
province has kept steady development in the last ten years. In 2017, the number of inbound tourists in Zhgjiang
reached 641 million, up 9.63% year-on-year, and foreign exchangeincome from Zhgiang’ stourism continued toincrease.
In the context of current international environment, the government and enterprises shoul d actively seek the way out
for the devel opment of Zhejiang's tourism servicetrade. This paper analyzesthe current situation of tourism service
trade in Zhejiang, expounds the problems and carries out a strategy analysisto promote the devel opment of tourism

servicetradein Zhegjiang.
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1. INTRODUCTION

In recent years, China's tourism service trade has
maintained steady development and maintained a
favorable balance. With the development of global
economy and theincrease of peopl€ sincome, moreand
more people chooseto trave aoroad, and many regions
and countries can seize this opportunity to improvethe
local tourismservicetradeindustry [1]. Tourismservice
traderefersto theactivities of tourism serviceindustry
to providetourismservicesand remuneraionto domestic
and foreigntourists. Compared with thegenera service
trade, tourism service trade has high demand for
timeliness and accuracy of information [2]. Zhejiang
provinceislocatedinthe southeast coastal areaof China.
Thetourismresourcesare very rich, which haslaid a
good foundationfor the development of touriam service
trade. The tourism service trade in Zhejiang has
developed very rapidly with diversified tourism service
trades. The Zhejiang provincia government hasmade
grest effortsto develop thethird industry. By promoting
the sustainable development of ecologicd environmenta
protection, the tourismtrade products are constantly
upgrading, the foreign exchange income of Zhejiang
provinceisgrowing continuously, the number of inbound
tourismisrising, and tourism servicetradeisdeveloping
very well [3]. Between 2007 and 2017, the foreign

exchangeincomeof Zhgiang'stourism servicetrade has
increased from 2.708 hillion US dollarsto 8.276 hillion
USdollars, up nearly 3 times. However, withtherapid
development of tourism servicetrade, thereare gtill some
problemsintermsof unbaanced development of touriam
service trade between Zhejiang and surrounding
provincessuch as Shanghal, Fujian, Zhgiang and Fujian.
For example, foreign capitd inthetourismservicetrade
related industries lack sufficient funds [4]. With the
development of the Hangzhou G20 Summit and
preparation of the Asian Games, Hangzhou began to
enter the international arena, and thus brought new
challenges and opportunities to the development of
Zhejiang's tourism service trade [5]. Because of the
uniquenessof thetourismindugtry, thegovernment should
increase the support and guidance for thetourismservice
trade in Zhgjiang, promote the transformation and
upgrading of thelinkageindustry of tourism servicetrade,
grengthenthetraining of professiona high-qudity talents
engaged in tourism service trade, and continue to
promote the brand concept of the poetry and painting of
Zhejiang [6]. Therefore, in the context of current
international environment, both the government and
enterprises should actively seek the way out for the
development of Zhgjiang'stourism servicetrade, and
solve existing problems so as to promote the
development of tourismservicetrade in Zhgjiang.
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2. CURRENT SITUATION OF TOURSIM
SERVICE TRADE IN ZHEJIANG

Overview of tourism servicetradein Zhgiang

Zhgjiang provinceislocated inthesoutheast coagtd area
of China. Thetourismresourcesarevery rich, including
historical and cultura resourcesand natural landscape
resources. Inaddition, theinfrastructure of Zhejiang is
very perfect. Intheseyears, thetourismservicetradein
Zhejiang has developed rapidly [ 7]. During the period
of 2008-2016, the number of inbound tourists in
Zhejiang continued to grow rapidly. The number of
inbound tourists in 2017 reached 12.117 million, up
9.63% as compared with 2016, and the number of

foreigntouristscontinued to rise. According to Zhegjiang
Tourism Development 13th Five-Year Plan, the number
of tourists in Zhejiang will be expected to reach 715
million by 2020, and Zhejiang tourismservice trade will
continueto develop.

Accordingto Table 1, from 2008 to 2017, thetota
tourism income of Zhejiang has seen arapid growth,
rising from 225 billion yuan to 932.2 billion yuan, up
314%. With the growth of GDPin Zhgiang Province,
Zhejiang'stotal tourismincomeisalso increasing. In
2017, Zhgjiang'stota touriamrevenueinZhgiang'sGDP
accounted for 18%, increasing 1% year-on-year. Thus,
the contribution of Zhejiang’stourism servicetradeto
GDPhas steadily rising year by year, and thetourism
servicetradein Zhgjiang is playing animportant role.

Table 1 Zhejiang’'s total tourism revenue and GDP growth in recent years (100 million yuan)

2008
2250
21462

2009
2644
22990

2010
3312
27722

2011
4080
32318

Year
Total tourism revenue
GDP

2012
4801
34665

2013
5536
37756

2014
6361
40173

2015
7139
42886

2016
8093
47251

2017
9322
51768

Source: Zhejiang Provincial Bureau of Statistics (http://tjj.zj.gov.cn/)
Tradevolumein Zhgjiang'stourism service

According to the statistics of the Tourism Bureau of
Zhejiang Province, in 2017, the number of inbound
tourigtsin Zhejiang hasincreased year by year, and the
tourismeconomy in Zhgjiang hasmaintained asustained
growth, and the annud target isliterally completed. The

number of tourigsto the provincereached 12.117 million,
an increase of 8.3% year-on-year, and the foreign
exchange income of international tourism was 8.276
billion USdollars, anincrease of 10.54% year-on-year.
Meanwhile, the number of inbound tourismin Chinawas
about 139 million, an increase of 0.8% year-on-year.

Table 2 Foreign exchange income of tourism in Zhejiang (2008-2017)

2008
3024

2009
3223

Year

International Tourism Foreign
Exchange Income (millions of dollars)

Year-on-year growth (%) 11 6 21

2010
3930

2011
4541

2012
5151

2013
5392

2014 2015
5753 6788

2016
7431

2017
8276

15 13 4 6 17 9 11

Source: Zhgjiang Provincial Bureau of Statistics (http://tjj.zj.gov.cr/)

Asshownin Table 2, from 2008 to 2017, foreign
exchange earnings of Zhejiang’stourism servicetrade
increased steadily. The foreign exchange income of
tourismin 2008 was 3.24 hillion dollars, and theforeign
exchange earnings of inbound tourism reached 8.276
billion dollars in 2017, increasing nearly 3 times.
Accordingto thedata, the year-on-year growthrates of
foreign exchangeearningsin 2008 and 2009 were 11%
and 6% respectively. After acertain economic recovery,
thegrowthrate of internationd tourismforeign exchange
income increased sharply to 21%in 2010, and the year-
on-year growth rate of foreign exchangeincome after
inbound tourismbeganto dedine gradualy, and therate

of growth in 2013 reached aminimum pesk. From2013
to 2015, the growth rates of forelgn exchange earnings
werelessthan 5%, and the economic development was
inagtablegstate. Since 2015, it hasmaintained an overall
growthraeof 10%, and tourismforeign exchangeincome
isontherise. Inaword, it can be concluded that the
total amount of foreign exchange income of tourismin
Zhejiang provinceisvery considerable, and the trade
volume of tourism service continuesto grow and hasthe
roomand potential to continueto improve.

Export market structureof tourism servicetrade
in Zhgiang
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In the past years, the number of inbound tourists in
Zhgiang hasbeenincreasing, and thestructure of tourism
service trade export market haschanged[8]. In2017,
the total number of inbound touristsin Zhegjiang was
12.117 million, with an increase of 8.3% over last year.
Thenumber of foreign tourigtsis8.15 million. Thereare
373.7 milliontouristsfromAsia, accounting for 20.3%
of the total number, an increase of 4.7%; 2.78 million
tourigsfromEurope, accounting for 14.8%; 1.158 million
fromAmerica, anincrease of 1.6%; 307 thousand tourists
from Oceania, an increase of 15.7%; 282 thousand
tourisisfromAfrica, anincrease of 9.6%.

From the export market structure of Zhgjiang's
tourismservicetrade, thetotal number of touristsfrom
thethreecountries (Korea, Japan and the United States)
accountsfor 1/4 of thetota number. Among them, the
proportion of Korean touristsisthelargest, accounting
for about two timesthe number of tourigsfromthe United
States and Japan. The number of Korean tourists
declined significantly in 2017, while the number of
Japanesetourigtsincreased sharply, up 42.2%. Thetotd
number of touristscoming to Zhgiang ismainly Asian
tourigs, withatota number of 3.737 million, nearly three
timesthetotd number of tourigsin Europeand America,
mainly dueto thesimilar cultureamongAsian countries
[9]. Theyear-on-year growthrate of UStourigsreached
14.6%, whichis basically the same as 2016. Malaysia,
Britain, Sngaporeand other countrieshavealarge number
of inbound tourists, and inrecent years, thegrowthrate
of the number of touriststo Zhgjiang Provinceismore
than 10%. In addition to Russia, Holland and Sweden,
the number of touriststo Zhegjiang Provinceissmall, but
the growth rateof touristsin 2017 isvery consderable.

In 2016, thereisavery obvious difference between
variouscitiesin Zhgjiang regarding the proportion of the
foreign exchange income. Among them, Hangzhou is
42.4%, Ningbo 12.3%, Wenzhou 10.8%, and Jinhua
10%. Theforeign exchange income of these four cities
accountsfor 75.5% of thetota inbound tourismforeign
exchangeincomein Zhejiang. It can be concluded that
the utilization rates of tourism resourcesin these cities
arerdatively high, and thereisno good economic benefit
of tourismservicetrade{10].

2.4 The utilization of foreign investment in
Zhgiang'stourism servicetradein Zhgiang

MNC:s, financial institutions and individuals are big
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playersin international investment, and they play an
important roleininternationa investment [11]. For the
tourism service trade, the main investment object of
MNCsistourianrdated enterprises, suchastheZhgiang
International Tourism Group [12]. Theforeigndirect
investment introduced in Zhgjiang provinceis mostly
invested inthethird industry. Thetotd investment inthe
third industry accounted for 64% of thetotal, and the
proportion of the actud utilization of foreign capital was
58.5%. The amount of foreign capital used in the
accommodation and catering industry was 0.13%, and
theactua utilization of foreign capital wasonly 0.133%.
Therefore, the utilizetion of foreign capitd inthetourism
service trade of Zhegjiang province is very low, so
Zhejiang should improve the policy to attract foreign
investment, accelerate the improvement of foreign
investment environment, expand the utilization efficiency
of foreigninvestment, and introduce foreign capita into
thetourismindustry [13].

3. MAJOR PROBLEMS OF TOURISM
SERVICE TRADE IN ZHEJIANG

Regional development imbalanceof tourism service
tradein Zhgiang

Zhejiang province'stourism service trade volume, the
number of inbound touristsand other important indicators
are becoming better. However, Hangzhou, Ningbo and
Wenzhou are the main contributorsto the indicators,
among which, Hangzhou isthe provincid capitd dity, its
indicatorsareranked first [14]. According to the statitics
of Zhgjiang Tourism Bureau, Hangzhou international
tourism (foreign exchange) reached 3.1494367 hillion
USdollarsin 2016, accounting for 42.38% of thetotd.
The annual international tourism revenue of Ningbo
accounts for only 29.1% of Hangzhou. It can be
concluded thet the foreign exchangeincome gap between
Zhgjiang provincesisvery wide. Thisfully illugtratesthat
theinternationa tourismservicetradeinHangzhouisin
thetop place. Inadditionto the city of Hangzhou, the
number of inbound touristsand the foreign exchange
income fromother citiesare very low. Therefore, this
also leadsto the problem of the overall low benefits of
thetourismservicetrade of Zhgjiang province[15].

Lack of high quality tradepractitionersin tourism
services
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Tourism servicetrade requireshigher quality of tourism
prectitioners, thushighlevel servicescanbetter meet the
needs of foreign tourists. High quality tourism service
can guaranteethe development of tourism servicetrade
in Zhgjiang. Although Zhejiang hasalarge population
and abundant human resources, the quality of the
practitioners in tourism service trade is not high. In
Zhgjiang, thelanguageleve of thetourigt practitionersis
low, and thereare only alimited number of tour guides
who can useforeign language skillfully. Therefore, it is
very important to strengthen the language level of the
practitioners[16]. Secondly, at present, the number of
high level internationdl tourist servicetrade practitioners
in Zhejiang province is small, especially with the
experience of learning and practice abroad, and the
complex talents who are familiar with international
standards, have professional overseas training and
experience, and are ableto engagein international trade
and characterigictourismare more scarce. Lack of talents
will greatly impede the sustainable development of
tourismservicetrade.

L ow proportion of Zhgiang'stourism servicetrade

Zhgjiang'sinternationa tourism market share has been
increasing inrecent years, but thereisgtill agap between
Zhgiang and other citiesin China[17]. According to the
dataof China's tatistical yearbook, the international
tourismforeign exchangeincome of Zhejiang province
in 2016 is 31.275 million US dollars, which accounts
for only 48% of Shanghai and 16.8% of Guangdong
province. Thus, it can be seen that the tourism service
trade benfit of Zhgiang isnot matched with itseconomic
gatus. However, from 30.24 million USdollarsin 2008
to 82.76 million US dollarsin 2017, the international
tourismservicetradein Zhgiang isstill growing steadily,
while the market share of tourismin Zhegjiang isaso
increasing. But compared with Shanghai and Guangdong,
thereisadtill abig gap interms of theforeign exchange
income.

I nsufficient international customer mar ket

Throughtheanalysis of the current situation, themain
source of Zhegjiang inbound tourism comesfrom South
Korea, Japan and the United States, among which, South
Koreantouristshavethelargest proportion, accounting
for about two timesthe number of tourigsfromthe United
Statesand Japan. The data has shownthat thegrowth

rate of Korean tourists has declined, while the number
of touristsin Jgpan hasincreased significantly. Asaresult
of the proximity of geographica locationand convenient
traffic, touriststo Zhejiang are mainly fromthe Asian
region. In2017, the total number reached 3.737 million,
nearly three times the total number of European and
Americantourigs. Europeanand American marketshave
seenasmall increasein recent years, for example, the
growthratesof tourigsfrom Britainand theUnited States
have remained at around 15%. | naddition, the datahave
shownthat tourist marketsinAfrica, the Middle East,
South Americaand Oceaniahave great potential. The
tota number of inbound touristsfromMalaysia, Britain,
Singapore and other countriesislarge, and the number
of people coming to Zhgjiang inrecent yearshasincreased
by morethan 10%. Generally speaking, the market of
Zhgjiang's source country can continueto expand. At
present, the development of tourist market in many
countriesisfar fromenough.

| nsufficient introduction and low utilization rate of
foreign capital

INn2016, thethird industry in Zhgjiang using the contract
foreign capitd accounted for 64% of thetota amount of
foreign capital used in the contract. The proportion of
actual utilizetion of foreign capitd is58.5%. Theamount
of foreign capital used inthe contract for catering and
accommodationrelated to tourismservicetradeisonly
0.13%, and the actual use of foreign capital amount is
only 0.133%. Therefore, generdly speaking, theforeign
investment in the tourism service trade of Zhegjiang
provinceisverylow, and theforeigninvestment can bring
many advantagesto the tourism servicetrade industry.
Besides capital support, Zhejiang can also introduce
advanced international management experience, and
advanced tourist servicefacilities. If Zhgjiang wantsto
better develop tourism servicetrade, it isnecessary to
dlocateforeign capita morerationdly, invest moreforeign
capita into tourism servicetrade, and so improvethe
utilization efficiency of foreign capital [18].

4. STRATEGY ANALYSIS OF PROMOTING
THE TOURISM SERVICE TRADE IN
ZHEJIANG

Coordinatingregional development and narrowing
regional gap
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Through the continuouseffortsintheseyears, the uneven
development of tourism servicetradein Zhegjiang has
been improved. The proportion of Hangzhou's total
number of vistorshas decreased from 42%in 2006 to
32%1n 2016, but thisstuation fill needsto beimproved.
Inorder to reducethedifferencesbetweenregions, all
regions in Zhejiang province should promote the
development of tourism servicetrade according to local
tourismresourcesand cultural characteristics. Firstly,
Zhgiang shouldimprovethe overal tourisnservicetrade
benefits. Theareaswith better tourismservicessuch as
Hangzhou, Ningbo and Wenzhou should strengthen the
radiation effectsonthe other regions, actively promote
thetourismcongtructionin variousregions, and striveto
achieve the common development of all regions. The
government needsto support the development of less
developed areas, strengthening local infrastructure
congruction, improving relevant supporting facilities, and
developing new tourist attractions. Local tourism
enterprises candraw onthe experience of many excellent
tourig citiesboth at home and abroad, make good use
of loca resources, innovate constantly, launch new local
tourism products, keep pace with thetimes, and use a
variety of mass communication methodsto promotethe
tourism so asto attract the tourists both at home and
abroad. In addition, the provinces and regions should
also cooperatewitheach other 0 asto avoid Smilarities
in many scenic spots and develop together. Zhgjiang
should also make use of the surrounding big citieslike
Shanghai to enhance the popularity of the city through
cooperation between regions and promote the
development of tourism servicetrade.

Strengthening thetraining of personne intourism
servicetrade

The quality of tourism service trade practitioners
determines the quality of tourism service. Zhejiang
province hasrich human resourcesand alarge number
of tourism service trade practitioners. In 2017, more
than 100 colleges and universities had tourismmajorsin
Zhgjiang province. However, at present, thequality level
of thewholepractitionersisnot highand theinternationa
talentsare still in short. Therefore, the higher level of
talent training plan is urgently needed. Firstly, the
government can promote the cooperation between
provincial tourism institutions and local tourism
enterprises, and therefore college gudentscangrasp the
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skills needed for the future jobs. Meanwhile, Zhejiang
should promote the international development of
professond tourismservicetadents education, Srengthen
the exchange and cooperation betweentourism colleges
and foreign universities and colleges, and cultivate
students’ international vision. For example, Tourism
College of Zhgjiang China has exchangeand cooperation
projects with many countries, and sends outstanding
sudentsto the United States, theUnited Arab Emirates,
Audtrdiaand other countriesevery year. These sudents
know the advanced management methods of various
countries, international rules, and arefamiliar with the
tourism environment in Zhejiang. In addition, the
government should exerciseitsown functions, maintain
afar and orderly tourismmarket, andimprovethewelfare
of the practitionersrelated to thetourism servicetrade
SO as to attract more outstanding talents. Travel
professional training institutions should also develop
related businessprojects, such asworking with tourism
companiesor tourismassociations, organizing regular
training for in-servicetourism practitioners, promoting
their language skills to serve oversess tourists, and
grengthening thetraining of related <kills Thegovernment
also needsto strengthen the supervision of personnel
behavior intourismenterprisesand improvetheoverall
qudlity of practitioners.

Making full use of superior resources to create
characteristictourismin Zhgiang

Zhgjiang provinceiswell-knownfor “ Seven mountains,
one water and two fields’ and has very rich natural
resourcesand cultural resources[19]. East Zhgjiangis
adjacent to the East China Sea, with Zhoushan and
Shengsi archipelago. The central region has many
historicd and cultura origins, such asXitang, Wuzhen,
and Nanxun. Thetown of Water Townshipwith antique
fragrance can create a tourist resort in the south of
Yangtze River with elegant natural environment and full
of higtorica and humanigtic flavor. Central and southern
Zhgjiang have good ecological environment. Thereare
many forestsand natural reserves, which can satisfy the
desire of modern peopleto returnto the mountainsand
forests. In addition, Zhejiang Jinhua Yiwu small
commodity market, Haining L eather City, and Wenzhou
trade city have unique market tourismresources. While
Hangzhou hasdeveloped very well intourism service
trade, other areasof Zhejiang should make use of loca



22 Yi LIU, Shuweng WANG

tourism resources and create local tourigt attractions.
While developing characteristic tourism, Zhejiang can
attract foreign tourists by developing distinctive and
creative high-tech tourism products to promote the
tourism servicetradein the province. In addition, the
richand colorful nature, humanitieslandscapeand good
ecologica environment arethe bassfor the development
of tourismservicetradein Zhejiang. Therefore, inthe
congtruction and development of scenic spots, al regions
should also seek protective development measures,
adhere to the policy of sustainable development, and
protect thetourism resources and thelocal ecological
environment. The development of Zhgjiang'stourism
servicetradewill be more stableand lasting.

Optimizing marketing strategy and strengthening
over seas marketing

Currently, Zhejiang does not have ahigh international
reputation, and thereis till abig gap between Zhgjiang
and big cities like Beljing and Shanghai. In order to
changethisstuation, thetop priority isto improvethe
overseas popularity of Zhgjiang tourism. Firstly, to learn
the variousneeds of different nationdity tourists, and
formulate the overseas marketing plansfor the demand,
such as improving the redevelopment of tourist
attractions, pricing Srategies, and investment inoverseas
advertising so asto enhancethe popularity of tourism
and ultimately promote the development of tourism
servicetradein Zhegjiang [20]. Secondly, to adjust the
current tourism marketing strategy of innovation based
onmediamarketing methodsin other countries. Thirdly,
to combine some network platformsand popular TV
programs. Inrecent years, many scenic spotshave been
popular through some hot trave variety shows, and redlity
shows. Zhgjiang can aso make good useof the celebrity
fans to attract the attention of domestic and foreign
tourists. In addition, network marketing is becoming
more and moreimportant recently, spreading fairly fast
and efficiently. By YouTube and other social networks,
we can propagate Zhgjiang'stourismresourcesinashort
time through netizens praise and forward. At the same
time, the updated websites can help tourists to book
flight tickets, traintickets, and hotdl roomsahead of time,
and provide customized online travel routes and
diversified tourist attractions, and meet the needs of
touriststo different tourist attractionsaswell. Inaword,
all regions in Zhgjiang should strengthen the brand

publicity of local tourig attractions, createadistinct brand
image, optimizethe marketing strategy, and enhancethe
internationa popularity.

Expanding the financing channels of capital
introduction and improving the mechanism of
capital introduction

Foreign investment can bring financial support to the
tourism service tradeindustry, together with advanced
international management experience, international
management concept, and advanced tourism service
fadilities. At present, regarding the use of foreign capital,
a large number of foreign capital are introduced in
Zhegjiang province every year, and the proportion of
investment into the third industry is more than half.
However, theproportion of invesment totourismservice
isvery low. Fromthe Zhgjiang foreign direct investment
data, it isconcluded that the current accommodation
and catering industry in Zhgjiang has received the
contracted foreign capita of 58.76 millionUSdollars,
accounting for only 0.3% of foreign capita contracted
inthe sarviceindugtry, and theactud utilization of foreign
capital is51.67 million US dollars, accounting for only
0.5% of the actual utilization of foreign capital inthe
service industry. Nowadays, the foreign capitals are
mainly invested instar hotelsand restaurants, and only a
small percentagego to travel agencies, tourismtraffic
and tourism products, partly dueto relevant policiesin
China. However, the contribution of foreigncapita should
not be overlooked. Thedirection of attracting foreign
investment can begradualy liberalized. Frstly, Zhejiang
can attract foreign capital to builditstourist traffic. In
recent years, the number of tourist arrivasin Zhejiang
has continued to rise, and the number of international
tourists is increasing. These all require the further
improvement of Zhejiang’stourismtraffic, and many
aress still need developed transportation facilities.
Attracting foreigninvesment can beavery good choice,
and more capita can beinvested inthe construction of
subway, railway and airport. Secondly, Zhejiang can
attract foreign capitalsto sometourigt attractionswhich
are il not fully developed.

To sum up, Zhgjiang needs to make better use of
foreign capital and dlocateit rationadly, attract foreign
investment to thehotd and catering, and further liberalize
therestrictionsonforeign investment into the market,
provide relevant policy convenience for foreign
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enterprises, andthuspromotethe development of tourism
servicetradein Zhgiang.

5. CONCLUSION

Through the above research, it can be concluded that
thereare still many problemsinthetourism servicetrade
inZhgiang Province. Frstly, thedeve opment of tourism
servicetradein Zhejiang provinceis still unbalanced,
mainly relying on Hangzhou, Ningbo and Wenzhou. The
overd| benfit of tourismservicetradein Zhgjiang isnot
obvious. Secondly, although Zhgjiang province hasrich
humean resources, itislack of highquality tourismservice
practitioners who know multi-languages and have
businessknowledge. Thirdly, the proportionof Zhgiang's
tourism service trade is not high. Compared with
Shanghal, Guangzhou and other cities, Zhgiang'stourism
service trade volume and overall market share are
relatively low. It still needsto be further developed.
Fourthly, theinternational tourist market in Zhejiang
province has many limitations. The current Asian
countriesarethe main tourist destination countriesin
Zhejiang Province, while the number of touristsfrom
Africaand the Middle East isrelatively small and the
growthrateisrdatively high. Finaly, theintroduction of
foreign capital in Zhgjiang isinsufficient and theutilization
rateisnot high. Mog of theforeigninvestment introduced
in Zhejiang provinceisinvested inthe serviceindustry,
and the proportion of investment intourism serviceis
very low, whichwill regtrict thedevelopment of Zhgiang
tourism service trade and the promotion of overall
competitiveness. Based on these problems, relevant
drategic analysisis put forward. Firstly, Zhgjiang needs
to narrow regiona differencesand improvethe overall
efficiency of tourism servicetrade. Largecitiessuchas
Hangzhou and Wenzhou should give full play to the
radiation effect and actively lead lessdeveloped areas.
Andthelanding areashould make use of thelocal touriam
resources, srengthentheinnovation of tourism products
and create specia tourism. Each scenic area should
optimize the marketing strategy, create its own
characterigtic brand and increase the marketing intengty
of overseas market, make special overseas marketing
plansand improvethetourist attractionsaccording to
the potential tourist market. The quality of service,
optimization of pricing strategies, and promotion of the
oversess popularity of the scenic areawill eventualy push
the development of Zhejiang’stourism service trade.
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Because of the current utilization and distribution of
foreign capital, theinvestment amount of the Zhejiang
provincia government isvery small, and thepolicy can
giveforeigninvestment someincentivesand atract them
to enter the market with reasonable allocation of funds
toincreaseinvestment inrelated industries.
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