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The needs and challenges for Chinese culture&tourism
enterprises and hotel brands going abroad
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1.Policy : “The Belt and Road” . Going global strategy. Fostering a leading tourism nation
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2.Environment: The Federal Reserve lowers interest rates. tax benefits and facilitation of market access are

all boosting the confidence of enterprises in going global
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3.Market:Revival of global tourism market,the gradual recovery of China's outbound tourism
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4.Industry:The influence wielded by China's culture&tourism companies is expanding,the robust rise of
indigenous hotel brands. ® 2023FE "£INEEEHR22138" Top50, REIFLBERER GHE191MERL
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Marriott International Bethesda, Maryland, United States 1,560,687 8,566 1491191 8,082

ST XERLEEER
(Top 10 Amusement/Theme Park O

1 Jin Jiang International Holdings Company Limited ~ Shanghai, China 1,342,161 B0 1266976 12,359
3 Hilton McLean, Virginia, United States 1,182,931 150 1127430 765
4 1HG Hotels & Resorts Atlanta, Georgia, United States 946,203 6,363 9n,627 6164
5 H World Group Limited Shanghai, China 912,444 9,394 809,478 8,543
6 Wyndham Hotels & Resorts Parsippany, New Jersey, United States 871,194 98 842510 9059
1 Accor Issy-les-Moulineaux, Paris, France 821,000 5,500 802,000 5,400
8 Choice Hotels North Bethesda, Maryland, United States 632,986 150 627,804 7487
9

ATTENDANCE
(in thousands)

BIG Hotels (Group) Co, Ltd. Xicheng District, Beijing, China 481,503 6,63 467,983 5983

2023 2022 BWH Hotels Phoenix, Arizona, United States 3954 39N 343220 3923

Hyatt Hotels Corporation Chicago, llinois, United States mu 13% 304108 1263

GreenTree Hospitality Group Shanghai, China 31,044 4,283 302,497 4,059

142,083 ,027 Keytel* Barcelona, Spain 316,530 350 285930 3177
Delonix Group Shenzhen, Guangdong, China 5,410 1,662

‘Sunmei Hotels Group Qingdao, Shandong, China 10,854 444 198,159 4145

HotelREZ Hotels & Resorts* Newark, Nottinghamshire, United Kingdom 186,569 1,85 177,686 2,796

FANTAWILD GROUP 85,690 40,530 Kimbridge Hosptaty Planofexas United States o8] W6 224467 153

Global Hotel Alliance* Dubai, United Arab Emirates 141,176 W 134984 765
Atour Lifestyle Holdings Limited Shanghai, China BN 1,210

MERLIN ENTERTAINMENTS GROUP 62,1 00 55,100 Preferred Hotels & Resorts* Newport Beach, California, United States 120,000 600 130,000 650

66 Hospitality Carrollton, Texas, United States 15,034 1,448 116,969
APA Group Minato-ku, Tokyo, Japan 106,107 n 100,598 686
The Ascott Limited Singapore, Singapore 911 629 94,986 601

LN HosPITAuTY

2023 RANK
OPERATOR
% CHANGE
2022-2023

DISNEY EXPERIENCES

—
2

UNIVERSAL DESTINATIONS & EXPERIENCES 60,810 51,380

Lingnan Hotels Guangzhou, China 92,685

CHIMELONG GROUP 36,090 14,540 Contact: Daisy Sh, Vice President

Email: daisy.shu@Inhotelscom
Website: www.Inhotels.com/group

Melia Hotels International Palma De Mallorca, Balearic Islands, Spain

HAPPY VALLEY GROUP CHINA 35,710 22,710 Sonesta ntemational Hotes Newton, Massauchusetts, United States

YIBON
CEDAR FAIR ENTERTAINMENT COMPANY 26,700 : Yo o Shanghai,China 0043

Contact: Zhongyong Zhang, Vice
President
Email: scb@100inn.cc

SIX FLAGS INC. 22,206 Website: wwwi00inn.cc

Highgate New York City, New York, United States
Minor Hotels Bangkok, Thailand

UNITED PARKS & RESORTS il haclly

Minyoun Hospitaity Ltd, Chengdu, Sichuan Sheng, China 7,509
Contact: Crystal Gu, Commercial Director

PARQUES REUNIDOS _ R R
Toyoko Inn Co, Ltd, Ota City, Tokyo, Japan
Funyard Hotels & Resorts Guangzhou, Guangdong, China
TOP 10 TOTAL ATTENDANCE Etended Sy Ameia Charott, North Carolina,United tates

B&B Hotels Montrouge, Paris, France

Barcel6 Hotel Group Palma de Mallorca, Balearic Islands, Spain
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Insight into the current situation
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1.0nline travel agencies: capitalize on individual advantages to expedite global expansion and
collaborative efforts
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2.Theme park operators: Pioneering overseas expansion, led by a light asset output model
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3.Integrated cultural tourism group: strong in strength, with extensive global layout and diverse
overseas expansion models
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1.The journey of China's hotel industry going global: it has experienced four stages, from initial attempts,

buying buildings to operate hotels, mergers and acquisitions expansion, to deepening strategic layout,
constantly exploring the path to internationalization. [ 2023 ES
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1.The first wave of hotel going global: Led by developers, adopting a heavy-asset model through the
acquisition of individual hotels or brands, with developed countries as the main target areas for expansion.
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2.The second wave of hotel going global: Hotel groups take the lead, favoring a light-asset model focused on brand
and management output, with destinations shifting towards Southeast Asia and emerging countries along the "Belt
and Road" initiative.
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O 3 Challenges of overseas expansion
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1.Multiple challenges: international brand competition, cultural differences, changes in policies and
regulations, market access barriers, technical adaptability, supply chain management, economic
fluctuations, international relations, employment systems, etc.
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2.Case and Enlightenment (I): Failed overseas expansion of Disneyland - Risks and challenges such as

cultural differences, financial pressure, racism and cultural conflicts, construction delays, and supply chain
impact.
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2.Case and Enlightenment (Il ): After overseas acquisition, continuous and efficient operation and long-
term stable rooting are more challenging.
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1.Not going global means being out of the game" has become a consensus among top cultural and tourism hotel
enterprises, and going global is the general trend.
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2.Going Global Strategy: light asset model, leveraging China's outbound tourism market, selecting quality partners,
market research and localization, compliance management, brand building and enhancement, etc.
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3.Target regions for going global: Focus on expanding into emerging markets along the 'Belt and Road' initiative, such as
East and Southeast Asia, the Middle East, and Africa, while also competing for opportunity markets in Europe and
America.
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4.Going Global Outlook: From imitation and following to creation and leadership, Chinese cultural tourism and hotel

enterprises will continue to provide momentum and inject vitality into the diversification and innovative development
of the global tourism industry.
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