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Postgraduate Programmes

Experiential learning is one of
the most powerful ways in which
education can be delivered. The
SHTM’s postgraduate programmes
take full advantage of that dynamic,
ensuring that students have ample
opportunities to experience the
complexities of the hospitality and
tourism industry first-hand.
Take the School’s ground-breaking
Doctor of Hotel and Tourism
Management as a prime example.

The Hong Kong leg of the
Master of Science (MSc) in Global
Hospitality Business programme,
delivered in conjunction with
the Lausanne Hotel School in
Switzerland and the Conrad N.
Hilton College at the University
of Houston in the United States,
continued to offer high-impact field
trips during the year. The 2018-19
cohort had already been exposed
to industry practices and leaders
in Italy and Berlin, and went on to

Unparalleled

Exposure
The professional programme,
designed for academics, senior
industry executives and senior
administrators, features a residential
field trip unparalleled in the way
it exposes participants to best
practice in the hotel sector.

In August 2018, the Asian
Paradigm in Hospitality
Management class, led by
P ro f e s s o r K a y e C h o n , S H T M
Dean, Chair Professor and Walter
Kwok Foundation Professor
in International Hospitality
Management, toured and
participated in seminars and lectures
delivered by senior management
at The Peninsula Hong Kong,
Dusit Thani Bangkok and the
Mandarin Oriental Bangkok. The
students analysed and evaluated
the practices they encountered
and presented their findings as the
culmination of the trip.
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experience the same in Washington
DC and Las Vegas. During their
Hong Kong semester they visited
Macau in January to understand
the context of the city’s rapidly
developing hospitality and tourism
industry. A second trip to mainland
China in March featured exposure
to the operations and senior
management of leading hotels in
Beijing and Shanghai, along with
a visit to Chinese multinational
Alibaba in Hangzhou.
Also featuring in the programme
wa s s t u de n t pa rt i c i p at i on i n
consultancy projects focusing on
organisational issues within leading
hospitality companies. Likewise, the
MSc programmes in International
Hospitality Management and
I n t e r n a t i o n a l To u r i s m a n d
Convention Management featured
the Management Practice subject
in which students undertook paid
internships for 480 hours at Hotel

ICON, and consultancy projects
delivering fresh ideas and insights
for sector leaders such as the Grand
Hyatt Hong Kong, the Mandarin
Oriental and Grayline Tours.
Students in the MSc in
International Wine Management
programme spent two weeks
during May on an intensive tour
of Piedmont and Tuscany in Italy,
learning about the wine production
and management practices of
estates such as Castello di Grinzane
Cavour and Tenuta di Biserno.
In all of the SHTM’s postgraduate
programmes, learning extends well
beyond the classroom, widening
student perspectives in ways that
make them ideal future leaders
of the hospitality and tourism
industry. H
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Raise a Glass to Wine Tourist Diversity
Not all Chinese wine tourists are
the same. Although wine tourism
is becoming more popular in China
according to a study published
recently by a group of researchers
including SHTM professors Hanqin
Qiu Zhang and Brian King, there
is wide variation in tourists’ level
of involvement in wine-based
activities. Drawing on the findings
of a survey measuring levels of
involvement in and perceptions
of wine tourism, the researchers
provide useful information for
marketers aiming to develop
targeted trips and marketing
strategies.

Chinese Wine Tourism
Interest in wine tourism has
increased worldwide as tourists
seek “authentic and individualistic
experiences” while on vacation,
the researchers state. Chinese
consumers’ increased interest in
wine tasting and general wine
consumption is particularly notable,
probably developing as new
opportunities to experience wine
culture have emerged. For instance,
in 2012 the Australian government
introduced a number of measures
to increase the number of Chinese
wine tourists, including Chineselanguage websites and wine tours
with Chinese-speaking staff.
Indeed, the researchers observe
that although the emergence of
Chinese wine tourism has “elicited

considerable industry attention”,
little effort has been made to
understand and segment this
new market. To develop effective
marketing strategies, they claim,
destination marketers need
information about differences in
consumer behaviour, motivations
and attitudes. For instance, wine
tourists may be “motivated by
wine, lifestyle experiences that
involve food and wine” or by the
“passive enjoyment of the natural
beauty of wine regions”.
Central to understanding these
sorts of consumer behaviours is
the concept of “involvement”. The
level of tourist involvement in an
activity or product is influenced
by many factors, such as their
perceived importance and risk and
their anticipated pleasure.
The researchers contend
that including the concept
of involvement in market
segmentation studies provides
more sophisticated information
than merely measuring sociodemographic and behavioural
factors. Hence, they set out to
differentiate Chinese wine tourists
based on their involvement, travel
behaviour and demographics.

Involvement Measured
Following interviews with 19
tourists attending wine tasting
events in China, Hong Kong and

Australia, and a pilot study, the
researchers developed the Wine
Tourism Involvement scale. They
then incorporated this scale in
a survey of Chinese tourists in
Australia between December and
February, a peak period for visits.
The 503 tourists who completed
questionnaires after winery visits
were mainly aged between 18 and
55, and about 60% were female.
More than 60% were from the
mainland, and the rest were from
Hong Kong, Macau and Taiwan.
Just over half had visited the
country before, but only 36% were
“serious wine tourists”. Still, more
than 60% indicated that they were
looking forward to “experiencing
excellent wine”.

Segmenting Wine
Tourists
In analysing their findings, the
researchers identified the four
key dimensions of Interests and
Importance, Risk Importance and
Possibility, Risk Avoidance, and
Status Value. Just over 20% of the
respondents scored low in all four
dimensions and were classified as
“low involvement wine tourists”.
More than half of these came from
Hong Kong, Macau and Taiwan,
and they regarded wine tourism as
an incidental activity. Indeed, they
were more interested in the overall
experience than in trying excellent
wine.
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In contrast, 27% of respondents
scored high on all four dimensions
and were classified as “highly
involved wine tourists”. For many
of these, who originated in “diverse
locations across Mainland China”
according to the researchers, wine
tourism and tasting excellent wine
was their main purpose of visit,
and they were highly involved in
the activities on offer.
The third category was the
smallest, representing 18% of the
respondents, who again were more
likely to come from the Chinese
mainland. This group of “interestdriven wine tourists” scored highly
on the Interests and Importance
dimension, with almost 80%
saying that they were mainly
interested in tasting excellent wine.
The fourth and biggest category,
accounting for almost 34% of the
respondents and largely comprising
Hong Kong, Macau, Taiwan and
Beijing residents, were “high winerisk perception wine tourists”.
These respondents reported low
levels of involvement but high
levels of risk perception and
avoidance. They were concerned,
for instance, that they might
be disappointed if they bought
wines that did not live up to their
expectations. Hence, they were
likely to choose familiar or famous
wines to avoid making the wrong
decision.
The researchers note that tourists
in the fourth category were
quite similar to those in the “low
involvement” category. For them,
wine tasting was only an incidental
part of the trip and they were less
involved in wine-related activities.

Marketing Wine
Tourism
Even so, the four categories of
Chinese wine tourist were quite
distinct, which would not have been
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as obvious had the researchers
adopted a more conventional
route to understanding market
segments. Comparison of the
four tourist groups showed “more
similarities than differences” in their
demographic and socio-economic
characteristics, which are far more
commonly measured.
The findings, then, will provide
marketers with a better basis for
targeting wine tourists with different
strategies and destinations. For
instance, only a minority of the
respondents considered wine to
be the focus of their trips. This
reflects the recent emergence of
interest in wine among Chinese
consumers, but also works against
any presumption that wine is the
primary motive for wine tourists.
Indeed, marketing organisations
promoting tours should be aware
that Chinese tourists usually include
visits to wineries only as part of
what the researchers describe as “a
wider mix of attractions”.
Moreover, the respondents noted
that sharing their experiences with
others was an important motivation
for undertaking wine tourism.
The researchers interpret this as
suggesting that marketers could
design activities “in an interesting
way” to provide opportunities for
tourists to “show off their lifestyle
and taste within their social circle”.
The perception of risk amongst
respondents could also provide
an opening for marketers.
Although many of the respondents
considered wine a “good quality
gift”, an equally large number
perceived it to be rather risky, as
buying the wrong wine could mean
losing face. To reduce their concern,
marketers should emphasise the
features and qualities of different
wine regions and categories. Even
more importantly, the researchers
suggest, service employees could
“develop an understanding of
consumer demands and of Chinese
gift-giving culture” so that they

could provide more appropriate
information and assistance.

An Evolving Market
Concerned with helping to
“establish future marketing
strategies and destination
positioning”, the researchers ably
demonstrate the heterogeneity of
Chinese wine tourists. Yet they
note the market’s dynamism,
pushed by “the combined forces
of globalisation and the Internet”,
and conclude with a call for further
investigations in the area. Wine
consumption and culture are, after
all, evolving rapidly among Chinese
consumers.

POINTS TO NOTE
• Wine tourism is an evolving and
growing market among Chinese
travellers.
• Chinese wine tourists can be broadly
classified as “low involvement”,
“highly involved”, “interestdriven” and having “high wine-risk
perception”.
• Most of the tourists include wine
tasting as one of a variety of
activities.
• Marketers could benefit from
helping to increase Chinese tourists’
knowledge of wine to reduce
perceived risks when gift-giving.

Qiushi Gu, Hanqin Qiu Zhang,
Brian King and Songshan (Sam)
Huang. (2018). “Wine Tourism
Involvement: A Segmentation
of Chinese Tourists”. Journal of
Travel & Tourism Marketing ,
Vol. 35, No. 5, pp. 633-648.

The State Isn’t That Great
Types of ownership can be crucial
determining factors in hotel firm
performance. Indeed, domestic
and international institutional
shareholders have different effects
on the performance of hotel firms
in China, according to the SHTM’s
Henry Tsai and his co-researchers.
In a recent study, the researchers
found that firms with high levels of
state ownership performed poorly
in terms of future growth potential,
but the effects of domestic and
international shareholders were
rather more complex.

Institutional
Shareholding in China
China’s hotel industry has grown
tremendously in recent years,
from 137 hotels with less than
16,000 guest rooms in 1978 to
11,180 hotels with 1.5 million
rooms in 2014. The researchers
note that this expansion began
with the introduction of the Open
Door policy, which allowed many
international hotel chains to enter
the market, accompanied by
“surging demand” from domestic
tourists. The Belt and Road initiative
of investment and infrastructure
development through 65 countries,
implemented in 2015, has brought
further noteworthy opportunities
for the hotel sector, and indeed
the entire hospitality and tourism
industry.
With these developments, the hotel
sector has become an important
constituent of China’s economy,
and its performance deserves
“careful attention”, according to
the researchers. In particular,
how the ownership structure of
Chinese hotel firms affects their
performance should be monitored,
because the state has “maintained
a strong influence in many publicly
listed hotel firms”.

The Complexities of
State Ownership
Unfortunately, although stateowned firms have become more
profitable, they still underperform
non-state-owned firms by about
10%. One reason for their poor
performance, the researchers
suggest, is their failure to
“prudently separate management
from ownership”, which leads to
poor monitoring and control. In
developed economies, institutional
investors tend to engage in active
monitoring of management and
to voice disagreement when
dissatisfied, because it is “more
beneficial and lucrative” for them
to boost stock performance than to
“exit and sell their stocks at a loss”.
This seems to suggest that allowing
institutional investors to invest in
state-owned hotel firms in China
might improve their monitoring and
corporate governance. Institutional
investors have, in fact, become
what the researchers describe as a
“strong force” in China’s securities
market since 2000, and have
been influential in “shifting hotel
ownership from the state to nongovernment enterprises”. However,
it is not unusual for the government
to intervene in the tourism sector
by helping firms to “obtain funding
from the securities market and
incentivise investment”, which
may complicate firm governance
and prevent effective monitoring,
leading to underperformance.
Hence, it is unclear whether
institutional investors have an
overall positive effect in China.
The situation is further complicated
by the difference between foreign
and domestic institutional investors.
Foreign investors in developing
economies usually have positive
effects on economic development

and employment because they
bring advantages such as greater
technological, financial and
human expertise and international
experience. Domestic institutional
investors, on the contrary, may
have less positive effects on firm
performance because they are
more likely to be government
affiliated, less profit driven and less
vigilant in their monitoring role.
The researchers thus aimed to
clarify the various influences of
foreign and domestic institutional
investors to examine “how
China’s share reform may have
influenced the performance of
hotel firms” and to offer insights
into “how corporate governance
in the transitional economy can be
improved”.

Six Hotels Analysed
The researchers conducted a
series of analyses to examine the
effects of institutional holdings on
firm performance. They selected
six hotel firms – Century Plaza,
Huatian, Lignan, Dadonghai,
Jinjiang and Jinling – and collected
information on their performance
over 18 years. They also collected
information on the proportion
of shares held by international
shareholders, domestic
shareholders and the state.
To assess firm performance, the
researchers used various measures,
including return on assets and
return on equity to measure past
performance and stock returns and
a variant of Tobin’s Q to measure
future growth opportunities. Tobin’s
Q, the researchers comment, is a
“commonly used corporate finance
measure”, which is high when the
firm “has valuable intangible assets
in addition to its physical capital”
and indicates the firm’s growth
potential.
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