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Abstract

There is still a big gap between the development level of inbound tourism in Zhejiang Province
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and the developed tourism provinces. In the post-epidemic era and the background of high-quality
development, it will also face new opportunities and challenges. Based on Zhejiang inbound tour-
ism data, this paper comprehensively analyzes the characteristics and differences of the develop-
ment level of inbound tourism in Zhejiang, as well as the characteristics of the inbound tourism
source market. The conclusions show that the differences in the development of inbound tourism
in Zhejiang Province have changed significantly, the standard deviation value has increased year
by year, and the coefficient of variation is greater than 1; the source countries (region) of inbound
tourism are quite different, but the market concentration is very high. Spain has always been in the
star market, and the rest of the countries (region) have Alternating between the thin dog market
and the problem market, the main source countries (region) are located in Asia and Europe, the
number of pro-King countries (region) accounts for 55%, and the number of strong pro-King coun-
tries (region) is relatively small. We should actively stabilize the traditional advantageous source
countries (region) such as Japan, South Korea and the United States, effectively expand the Hong
Kong, Macao, Taiwan and European markets, and adopt differentiated marketing strategies ac-
cording to the tourism consumption needs of different source markets to promote the high-quality
development of inbound tourism in Zhejiang Province.
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MRE 3 S EFRAR I RN, RT3 3856 5(Dy > 2)s 3E50(1 <Dy <2). §5Bi5%(0.5 <Dy
< DAERH R TH(0 <D, <0.5). FRERIGIN, AT EHRNM A IR R TR s, X
FIRTTHRAT EAL, 248 RSN, A MEHTF R BRI =, 35 B B 20 3R R S
2.2. BUEKIR

ASCAE I B IR S s P RIR T 2008 R E 2020 0 (hESGEFEE)  (PERIESHHFEE)  CPE
W) (WL G EE) .

3. BRSO
3.1. AIENEIRFL REAKE

WL NEGRIE R K AL T A E R 51, (S5 7RIE Rk 8 2 BE 0K S84 T8 (4% 1). 2008~2017
FEAENERIFIMNCINH 408.43 B4 2 1234.18 143570, FHIMMEN 13%; #IVLA H 30.24 H2% 35.86
{370, FIHEMEA 2%. 2017 FWLE NBRIFIMNCEANESEHAE 5, S 3%, URT) &R, Lk
W dbs LI,

WA N B N B 2 EHEL G BT F (2 2), 2008~2017 FHEL S 3 BREEE 4. 1F 2008~2017
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Table 1. Foreign exchange income of inbound tourism (billion US dollars)

= 1. NEHRESNCIA (2 & T)

FEhy 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
eS| 408.43  396.75  458.14  484.64 50028  516.64 1053.8 1136.5 1200 1234.18
Jbxt 44.59 43.57 50.45 54.16 51.49 47.95 46.08 46.05 50.70 51.30
ki 49.72 47.44 63.41 57.51 54.93 52.45 56.02 58.60 64.19 66.99
LI 38.80 40.16 47.83 56.53 63.00 23.80 30.33 35.27 38.04 41.95
WriL 30.24 32.24 39.30 45.42 51.52 53.93 57.53 67.88 31.28 35.86
IR 91.75 100.28 12.38 139.06 156.11 162.78 171.06 178.85 185.77 199.60
pN ] 10.08 11.72 13.24 16.09 19.47 24.18 24.21 28.76 30.75 35.50
e BERIET 2008~2017 4 (PESEHELE)  (CPERESHESE) 5.
Table 2. Number of inbound tourists (10,000 person-times)
2. NEIRFEABE AR
FAhy 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
et 13,003 12,648 13,376 13,542 13,241 12,908 12,850 13,382 13,844 13,948
Jext 379 413 490 520 501 450 427 420 417 393
i 526 533 734 669 651 614 640 654 690 719
M 544 557 654 737 317 288 297 305 330 370
Wi 540 571 685 774 373 338 371 459 526 589
J"%R 2568 2748 3166 3332 3489 3398 3355 3450 3507 3655
P 250 284 329 395 303 288 287 308 600 668
VE: BUERVE T 2008~2017 4 (P ESHES)  ChEIRIESGHES) 5.
Table 3. The coefficient of variation of inbound tourism in Zhejiang Province
3. INIANRERFERRE
F prRifEE A5t R H
2008 28047.4 1.2211
2009 28047.4 1.2211
2010 30075.4 1.2121
2011 30078.5 1.2119
2012 31009.2 1.2294
2013 31009.2 1.2294
2014 32453.7 1.2293
2015 33006.3 1.2264
2016 33155.4 1.2253
2017 32500.9 1.2295
TE: BERIET 2008~2017 4F (P ERIFS LD .
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SR VG BN B T 3 AR R I T 3 R WAL T T s AR & E K X)) $AAL T8 T
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HIERT3%5 0 3558 B i o, 6T 2R T R BAIKE AR, Rk £ 1 1 RN & IR T 3 =
REEHR, 2K AHETYS.

Table 4. Classification of inbound tourism market in Zhejiang province
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Table 5. Inbound tourist source market in Zhejiang Province
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