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Two Sections of This Lecture
 A Global Overview
 China:  When West Turns to East
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A Case of China
Sustainability is playing a key role in the sport 
moving forward, with new forms of water 
management being implemented that allow 
golf courses to be constructed in parts of the 
world that previously you would not have 
imagined possible. All in all, it could lead to 
another boom in golf tourism. 
I always get asked where I think the next big 
golfing destination will be, and I can’t look 
past China.

Colin Montgomerie, 30 times champion of the 
European Tour
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IAGTO
 In 2012 along, more than 120 Asian 

companies joined IAGTO, and its Asian 
membership had accounted for more than 
15% by then;

 More than half of IAGTO's tour operator 
members sell Asia golf destinations;

 In 2012, 1.6 million  golf tourists travelled with 
IAGTO operators
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Practices of Emerging Economies 
 Thailand and Indonesia continue to represent wonderful 

value and offer golfing experience that is unparalleled.
 Malaysia is seeing and increase in the number of golf tourists 
 Golf tourism industry in Thailand expected to grow 15% to 4 

billion USD by 2015. Up 50% in last three years
 Golf tourism is now a core pilliar in Abu Dhabi's long-term 

tourism strategy 
 Vietnam has constructed a number of luxury courses 

including Ho Chi Minh Golf trail consisting of six luxury courses 
and resorts 
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A SWOT Analysis of China As A Golf Tourism Destination

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

• Enhanced Consuming 
Power on Golf

• Popularization of Golf 
Tourism

• Emergence of 
Government Support 

• Growing Maturity of Golf 
Tourists

• Low Level Operation
• Low Level Marketing in 

Both Local and National 
Level

• Shortage of Professional 
Tour Operators and 
Staffs

• Attractions As the Most 
Emerging Economy

• Novelty As Golf Tourism 
Destination

• Host of Higher Level 
Tournaments

• Challenges From Other 
Emerging Economies

• Visa Limitation

Internal 
factors

External
factors
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Key Factors When Choosing A Golf 
Destination
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IAGTO:  Importance of Golf Destinations
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Future Golf Trend in China（2013）
Very Active: Yunnan, Hainan, Hebei, Shandong, Sichuan
Active: Jiangsu, Zhejiang, Guangdong, Hunan, Hubei, Chongqing, Guizhou
Normal Active: Fujian, Guangxi, Jiangxi, Anhui, Liaoning, Beijing, Henan
Not Very Active: Shanxi, Shan'xi, Tianjin, Heilongjiang, Neimeng, Jilin
Not Active at All: Shanghai, Ningxia, Xinjiang, Gansu, Qinghai, Tibet
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Total Golf Rounds in China (2013)

Guangdong  Beijing  Shandong  Shanghai  Jiangsu   Hainan  Yunnan    Hebei    Zhejiang  Liaoning    Fujian     Tianjin   Sichuan Guangxi    Hunan    Hubei   Chongqing  Anhui

Top Three are Guangdong, Beijing and Shandong
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Regional Characteristics of  Chinese Golf 
Travellers（2013）

Top Three are Guangdong, Beijing and Shanghai

Guangdong  Beijing  Shanghai  Tianjin  Hainan  Hubei  Jiangsu  Hunan  Yunnan  Shanxi  Neimeng  
Shanxi  Sichuan  Zhejiang  Jiangxi  Shandong  Hebei  Anhui  Liaoning Guangxi  Gansu  Fujian Henan  
Jilin  Heilongjiang



Demographic Characteristics of 
Chinese Golf Travellers（2013）

Gender Age

12-17 Yrs      18-29 Yrs       30-39 Yrs       40-49 Yrs      50-59 Yrs       60-69 Yrs      Over 70 Yrs

Male Female
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Changes of Future  Travel Expectations of 
Chinese Golf Travellers（2011-2013）

Dramatic Increase      Moderate Increase                   Similar to 2011         Moderate Decrease       Dramatic Decrease



Golf Tourism in Hainan（2014）
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Samples of Hainan Golf Travel Products

Link：
http://sports.sina.com.cn/golf/2013-06-27/10446641247.shtml
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Dilemmas of Hainan Golf
 Facing Scale Inflexion
Unbalanced Locations
Unbalanced Hign and Low Seasons
 Low Level Management and Marketing
 Improper Positioning in Terms of Service and 

Marketing 
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Thank You！


