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Module 2 & Enabling Experiences

Welcome
This module provides insight into the Chinese F

outlining practical and tactical strategies to use as an easy start point to establishing and
building successful and effective customer engagement practices.
In this module we will cover:

Cultural insights

AThe Chinese FI T-séttogether & mind

A Cultural navigation

A Help and assistance

A Chinese language

A Planning tools for our visitors

A Deals

A Bookings and payments

A Being found

A Building networks 2
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| t0s easy to touch Chi

DELIVER GREAT EXPERIENCES

with greater cultural understanding
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The Chinese FIT 0t oge!l
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CHINESE FIT OFTEN TRAVEL TOGETHER
BEING TOGETHER AND SHARING ISKBY T6 S AN ETHOS

Can you deal with last minute bookings for a group?
Can you process groups quickly?

Do you offer layered experiences for different members of the group?
Do you have a contingency plan if someone is not happy?

How can you keep groups together?

Can some members watch 8 is there somewhere for them to wait and still be engaged?
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They are more accustomed to
communal sleeping arrangements

They socialise together
They play together They eat together

They stay together The group will splitup & but no one will be left alone

We must understand clusters & and how to optimise their experience

A There need to be options so people can do different things together. Watching can be as

rewarding as doing.

A There doestendtobealeader ot he | eader needs to feel prepared ar
idea or experience to the rest of the group.

A We have to be flexible and make it work 0 e.g. eating together may mean shifting the cutlery to

other rooms in a motel.

A If one person is not enjoying it, the trip will be cut short (no -one is left behind) & be prepared to
change if needed.
A Those that travel together, play together. Socialising together can be noisy dand they dondt

want to annoy others  d how can we facilitate this?
A Time management can be important with groups of sometimes over 20. How do we facilitate
this easily and ensure everyone enjoys the experience? 6
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Cultural Navigation
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CHINESE FI'® RESPECTFUL VISITORS
Be confident to outline the rules with respect —
Chinese do not want to offend

Chinese have a social desire not to lose face and not to offend. They do not want to embarrass
themselves, their family or their country.

A They therefore spend time upfront prior to arriving in New Zealand checking legal rules and
responsibilities, guidelines, protocols and requirements

i They do want to learn the regulations and rules more than other nationalities.
i They have a need to know the rules to build confidence.

U Outline the guidelines & If we provide the information they will read it (transport, biosecurity, driver
safety, accommodation guidelines etc.)

U Consider O0toned i noAeewe beind raspectiyl, havecarowe make it work?

U English is fine, but if the matter is very important having information available in Chinese ensures
understanding de.g. link to a QR code, printed guidelines etc.
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A welcome is extremely important to Chinese
It builds a sense of connection and respect and creates engagement.

A A welcome starts before visitors get to us:

d this is a conversation starter and shows interest.

; Welcome to . . .

(|l hoBBIton

How clear and welcoming is our web page?
How cl ear is our signage that we are Gopeni?
How obvious is it that this is the right place?

Do we have a welcoming and easy booking system?
How welcoming and present are our front of line team?
A simple hello in Mandarin  Ni Hao goes a long way.
Ask where in China our visitors are from
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RESPECT, RELATIONSHIP AND STATUS IS IMPORTANT

Treating others with respect  has a number of implications with which we

may not be familiar.

A Deals can be as much about recognition as the actual discount. Itis an
acknowledgement that you recognise and value your guestsd busi
token of appreciation can go a long way. A deal does not need to be a big
discount.

A Chinese are very unlikely to complain directly 0so dondét take an absen
complaints as a reflection of no issues. Direct complaints are most likely to come
from unfair or inequitable treatment. Even if you ask, they may not tell you directly.

A Relative placement becomes important 0 pay attention to seating, room allocation.
Often this will be discussed prior to sitting down and deciding who gets each room.

Round tables or larger tables are easer to manage re status than long tables.
Rooms with similar facilities make this easer.

A Reviews and recommendations from people who share the same backgrounds or
interests may be more important than independent information.

A Recognition of Chinese needs is highly valued . Show that you understand the
needs of your Chinese guests, e.g. by offering a separate dining area that other
Chinese guests have enjoyed, or suggest a dish that other Chinese have liked. A

tailored experience (often shorter or more dramatic and personalised) is valued. 10
NZCN
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ASSISTED CHALLENGES WITH EASE

Chinese are often looking for assisted experiences and an
opportunity to learn.

A They are very open to being helped and would like assistance to do some activities,
or even parts of activities. Being there and experiencing can be more important
than doing the whole activity.

A They do not necessarily need to, or want to, do all aspects. E.g. they are happy to
watch the Contiki being put out for fish, or to pull the fish in at the end rather than
do all of the O6hardd wor k.

A ENCOURAGE8Show how to participate and 6enjoyd thi
encourage participation. Often there is hesitance but a real desire to participate.

AR
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VERY RECEPTIVE IF INFORMED

Chinese are very open to new and different experiences 3
especially if we manage their expectations ahead.

A Tell and explain how to enjoy the facility or experience e.g. how to prepare and
cook a New Zealand BBQ with a meat pack and New Zealand recipe d and how
to clean the BBQ afterwards. What clothing to bring, what order to eat the meal in
etce

A Explain what to do to get the most out of the experience e.g.:

i to walk quietly along the track without talking, stop and listen and hear the Tui
and see the glow worms

i To wake up early and watch the sun rise and have a cup of tea on the deck
i To take a small bottle to collect the fresh water to drink.

A Manage expectations about facilities and level of accommodation , Style of food,
level of challenge.

o .‘v

12
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REDUCING STRESSRELAXATION

Make it easy and relaxed.
The Chinese are coming from a very stressful lifestyle.

rus hed

They do not want to be stressed or
0 the silen

rosesdo, take a photo, I|listen to
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PHYSICAL CAPABILITY

Many Chinese do not have physical dexterity . They are not
experienced in many of the activities and experiences that are common for us.

A People may not have the balance or strength that we would expect 0 and this
needs to be taken into consideration when planning experiences.

A Chinese often do not have great physical stamina. We need to consider are there
options to make the trip easier 0 e.g. sports bikes, pulling behinda  motorised boat,
a ride to the top of the hill é?

A Consider how you will manage with less and more capable people in a group
activity that requires strength and some skill.
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ASSISTED CHALLENGES WITH EASE

Make it easy

A Consider shorter experiences & two hours is ideal for many as they can then fit in
morning, afternoon and evening experiences.

A If there is a climb, paddle, walk & do you have a way to manage those who may be
slower or want an easier option?

A Consider offering the experience highpoint with an easier route 0 e.g. gaiter ride,
golf cart, helié ?

15
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APPEARANCES CAN BE DECEIVING

The most wealthy often donot | ook 1iI1t. En
and expect all may want the premium offer or experience 0 just ask.

Young people can be very wealthy:

A 20 -30 year olds have family money

A 30-40 year olds have made money

A The very wealthy are moving away from a
conspicuous show of wealth. “oslh o

‘ It is important to welcome everyone and be open to
suggesting personalised trade ups to all.

16
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ZERO DISTANCHMMERSION- EVERYTHING CLOS‘

Chinese FIT visitors want a Zero distance, hands on experience 0 Consider how to enable and
build this - with ease.

ol want to pedbseaaill Ywbteé® hterr @

ol want to explore an

o | wan-t t o mel t Il nto natur ebod

M
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ZERO DISTANCE IMMERSIONEVERYTHING CLOSE

100% Pure |
New Zealand ' |

/

FRESH VIBRANCY ./
2 - ,ig of original
M ‘§ untouched nature
L &“\ ”_,I \\ ) w ’
. Y'Y PLACE ~Chipese FIT visitors want to.
Activation = + EZr:g;hoenth;\i::er:eo ‘t;) o]!
EXPERIENCE gag

able to say | did this, was

EVERYTHING CLOSE t here, oOam abl e

Zero Distance experience—bacek
immersion learning, experiencing,
doing

Feelit, seetit, touch it, do it, taste it. share It
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FOOD IS VERY IMPORTANT TO THE CHINESE

| t s al most an obsessi on

Make our food experiences accessible

Food is not just functional

(@]}

s a source of enjoyment and "
S an opportunity to be social',muto
I I'tds about respect and acknowl edgement
i They enjoy the ritual nature of eating and marking of special occasions.

(@]}

Food is a part of the greeting and welcome.

T The importance of food is evidenced even in common historic language. A common greeting is not just
ONHaod 1 .e. Ohell o0 but abhasbe@dn measni hyg DBeladWi yohi eat e

While there is a strong preference for Chinese style food and flavours, this is changing with more well travelled

Chinese and younger people preferring to have and experience local cuisine.

Accessing Western food outlets can be more daunting than Asian outlets in that menus are often not easily

understood, especially blackboard menus. Often they can be hesitant to enter.

A Recommending great places to experience good food will certainly add to their NZ holiday and shows to
the Chinese that you are keen for them to experience NZ.

A Share and let them know ahead the opportunities and what is unique and possible in your area. It @ a great
opportunity to introduce New Zealand food and eating styles and make them feel more comfortable with,
and excited about, the New Zealand way, specialties and must do experiences.

AProvide Chefds speci al s dthroughrhand auts erddR codelioks. Chi ne s e 19
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Help and assistance

Support systems will help to elevate
travell erso experi e

NZCN
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Chinese FIT can find
exploring NZ problematic
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PRODUCT CONSIDERATIONS

Chinese are looking for support systems

There is currently a support gap in New

Zealand
Especially for the less confident independent traveller

A Personalised professional guidance:
d over half want this NOW.
A i-SITE knowledge understanding and delivery:

[ 85% of visitors who have been to NZ have no knowledge of this
service

[ 91% want to use it when told about it
[ 69% want a Mandarin language capability at I-SITEs.

A Opportunity for higher level of Mandarin speakers in tourism sector overall
and more translated information.

A The concierge role at hotels is very important.
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They are looking for support systems

There is currently a support gap in New Zealand

Especially for the less confident independent traveller

= Risk of poor experiences and rip offs =

There is a need for good Opportunity to build The concierge role at Opportunity for higher

quality professional I-SITE knowledge hotels and level of Mandarin
guidance understanding and accommodation is very speakers in tourism
delivery important sector overall and more

translated information

Some FIT are relying on
loose arrangements

through contacts which
are under delivering

Require MORE Mandarin
speaking specialist
guides e.g.:

AGuide for a day
ASpecialist experience
assistance

Need greater visibility of,
and access to, guides
Aia i-SITEs, hotels, car
rentals, travel sites
Alinked to activities e.g.
golf, snow,

Limited knowledge and
confidence aroundi -SITEs

Build awareness of thei -SITE
service offer

Aawareness of its independence
and that it is a free service
Aawareness of Mandarin
language speakers/virtual
concierge

Aawareness of the ability to book
Aawareness of comprehensive
offers and cover within the region

cycling/ wal kingté
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Variable assistance

Customer service in
accommodation needs to
include providing
comprehensive information
Anformative

ANhat is open when
Aavailable late and early
Arinted and verbal
A.g.on
weather/temp/how many
layers of clothes

Language will always

make it easer

Increase website translation
and language delivery
overall. This will:

Amprove story telling and
building the brand
experience

Amprove understanding of
safety and instruction
Amprove confidence
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KNOWLEDGE OF WHAT IS OPEN ALL YEAR ROUND

Avallability and facilities that are open

A There is an opportunity to provide a comprehensive regional understanding of
what is open at any time of the year d this would enable any operator,
accommodation provider and information centre to confidently direct visitors to
great seasonal experiences.

A Consider a regional directory by month and opening hours.

24
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GUIDE SERVICEOPPORTUNITIES
There is a need for good quality professional guidance

A Chinese FIT are very interested in guided services  (especially those guides with specialist tourism
knowledge).

A Chinese FIT have higher income and service expectations. They are willing to pay for guidance
services. There is considerable interest in engaging with various levels of guided experiences at
various levels.

Base: respondents who travelled as FIT

Guide service preference last time in New Zealand
n=233
A driver guided experience to get you to \
more places in a shorter time frame 0 With 57%

special tourism knowledge

Short experience 0 guide service for

special attractions (e.g. guide for glacier 57% Considerable interest
Ik, wildli i . . . .
walk, wildlife spotting etc.) | > in engaging with
various levels of
Half-day or a day set tour 38% gu|ded experiences_

Driver only service to get you to more
places in a shorter time frame then by your 25% /
self & No special tourism knowledge

Not interested in any of the above | 9%

Questions:
A9. If available on your trip, which of the following types of guide services would you use or have used? 25
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