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Chairman of CTG Travel
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Endeavors to Create
New Opportunities
amid Difficulties

— An Exclusive
Interview with Lei
Haisu, Chairman of
CTG Travel Services
Corporation Limited

O wicF @ LeiHaisu

China Tourism Group (CTG) has a directorship
and the position of Vice Secretary-General within
the World Tourism Cities Federation (WTCF), and
it chairs WTCF's Committee of Tourism-related
Businesses. Being CTG's wholly-owned subsidiary
CTG Travel Services Corporation Limited (herein
after CTG Travel) provides travel services to
customers, with its products and services covering
inbound tourism, outbound tourism, domestic
tourism, customized tourism, MICE tourism,
business travel, and visa and certificate business.
At present, CTG Travel's exhibition business ranks
first in the industry. It operates China visa application
centers in 26 countries and regions around the
world, consistently occupying the largest market
share in the industry. Entrusted by China's National
Immigration Administration (NIA), it is the only agency

designated to handle the renewal or reissuance
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of the Mainland Travel Permit for Hong Kong and
Macao Residents (commonly known as the "Home
Visit Permit") and the Mainland Travel Permit for
Taiwan Residents (commonly known as the "Taiwan
Compatriot Permit") in Hong Kong.

What measures has CTG Travel taken to cope
with the huge impact brought by the COVID-19 on
the world tourism industry? What are CTG Travel's
experience and suggestions? In order to find out the
answers to these gquestions, we had an exclusive

interview with CTG Travel Chairman Lei Haisu.

@ China Tourism Group was formed in
2016 through the strategic merger of China
Travel Service (HK) Group Corporation
(HKCTS) and China International Travel
Service (CITS) Group Co., Ltd.. As the
flagship of China's tourism industry, CTG

is the only Chinese tourism enterprise
with tourism as its core business, and
also a leading tourism enterprise with the
longest history, a complete industrial chain,
a large business scale and high brand
value. CTG Travel, as one of CTG's seven
business units, plays an important role in
the development of the group. Please give
us an idea of CTG Travel's main lines of
business.

@ CTG Travel is CTG's wholly-owned subsidiary
providing travel services. After the restructuring, CTG
Travel provides a wider range of tourism products
and services. It is now a large tourism enterprise
integrating travel agency business (including inbound
tourism, outbound tourism, domestic tourism,
customized tourism, and innovative tourism, etc.),

exhibitions, business travel, air ticket business, and
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visa and certificate business. It is also the travel
service enterprise with the largest scale and the
greatest influence in China's tourism industry.

CTG Travel has 60 branches in 29 countries and
regions around the world, serving more than 20
million tourists per year, and it has formed a modern
business network covering both domestic and global

markets.

@ The COVID-19 raging around the world
has exerted a huge impact on the tourism
industry. How has CTG Travel responded
to the impact of the pandemic by actively
transforming itself? Would you please
share with us some of the cases?

@ ndeed, normalized COVID-19 pandemic
prevention and control has brought huge impact
on travel service enterprises. In that light, CTG
Travel has been actively promoting its business
transformation and product innovation. In 2020, the
operations of inbound and outbound tourism were
brought to a halt due to the pandemic. With years
of experience in inbound tourism and destination
promotion, CTG Travel keenly discovered this
potential market, and tried to innovate its business
model through resource integration. It took the
lead to launch the business model of "foreigners in
China touring China", providing travel services for
embassy staff, foreign employees of enterprises,
overseas students in colleges and universities,
foreign teachers, foreign media and foreign travel
agents. CTG Travel continues to develop new
lines of business and products. All our products,
with rich content and distinct features, provide
services from bilingual guides or foreign experts.

With these exclusive resources and features, our
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products have stood out in the market, attracting

customers from more than 50 countries. So
far, CTG Travel has launched more than 100
products on its B2B platform, and created for the
international cultural tourism market a new media
matrix consisting of such Chinese and English
official accounts as "Travelearn", "International
Trends of Cultural Tourism", "Global Tour Expert",
and "CTGTravelSolution", in an effort to reach new
customers.

In order to further promote the development of
inbound tourism in China, CTG Travel cooperated
with China's Ministry of Culture and Tourism (MCT) to
launch the "China Travel Course" in 2021, and built an
online training platform for the "China Travel Course".
Hosted by MCT's Bureau of International Exchange
and Cooperation and undertaken by CTG Travel,
the platform aims to provide information about the
tourist destinations and routes in China for overseas
tourists and foreign travel agents engaged in tourism
business in the country. The content of the online
course caters to overseas tourists by taking their
needs and consumption habits into consideration,

and high-quality tourism products targeting
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overseas mainstream markets have been released
to enhance the attraction and influence of Chinese
tourism brands. Phase | of the project, including
English and French versions, was delivered online in
early 2022. The project was first widely promoted in
Europe and received positive feedback from cultural
centers, tourism offices and operators in European
countries, local residents and overseas Chinese. At
present, we are vigorously promoting Phase Il of the
project. New courses will be provided, and German
and Spanish versions will be added to attract more
customers.

CTG Travel has also launched a series of novel
and unique personalized tourism products in the
domestic tourism market, such as RV camping,
parent-child and study tours with cultural and
educational connotations, and outdoor sports
tourism. Up to 106 routes under 8 categories have
been developed for parent-child tourism alone,
among which products such as "Little Monster in the
Forbidden City", "Wisdom of the Forbidden City",
"Acoustic Miracles in the Temple of Heaven"
and "Stories behind the National Treasures in
the Forbidden City" are very popular with the
majority of consumers, attracting 20,000 family
customers every year, and providing high-quality
and wonderful cultural and travel products for
more than 5000 families. In November, 2021,
"CTG Travel Parent-child and Study Tours
Service Project" was selected as one of the key
culture and tourism investment and financing

projects (2022) rolled out by Beijing Municipality.

@ CTG Travel operates more than half
of the China visa centers globally and a
total of 50 visa application centers in other
countries and regions, and its market share
has always been ranking first. Has CTG

Travel resumed its services? Could you tell
us something about the main services and
work at present, as well as the China visa
service in the future?

G The overseas visa service is one of the four
segments of CTG Travel's international business. At

present, the company operates 50 overseas visa
centers in 26 countries and regions, accounting for
54% of the 93 China visa centers in the world, and
CTG Travel's visa centers has top market share.
The global outbreak of the COVID-19 has brought
unprecedented difficulties and challenges to our
visa centers. In response, we have cooperated
with Chinese embassies and consulates abroad to
implement the pandemic prevention policy of "strictly

preventing inbound cases" and ensure the epidemic
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prevention safety of the service windows. In addition,
we have set up "green channels" for visa services
targeting personnel on urgent business trips to
China, business personnel chartering flights and
international students. During the 2022 Beijing Winter
Olympics and Paralympic Games, the overseas visa
centers did a great job providing support services to
1,944 athletes and personnel from 25 countries and
regions. CTG Travel's outstanding performance won
unanimous praise from overseas Chinese embassies
and consulates and applicants, and demonstrated
the strong sense of responsibility of CTG Travel as a
leading enterprise in the industry.

At present, due to COVID-19 and the interruption
of international flights, most of CTG Travel's visa

centers are still providing China visa services by
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means of online reservation and flexible application.

Meanwhile, CTG Travel cooperated with Chinese
embassies and consulates abroad to promote the
innovative service mode of "Internet + Consulate +
Notarization", which has been promoted overseas
since May 2022. We have also launched the
remote video notarization service system to provide
overseas Chinese citizens with easier access to

notarizations.

@ What are CTG Travel's vision and
upcoming measures for continuous
innovation—driven development and better
customer services?

@ CTG Travel strives to build itself into a competitive
one-stop tourism service operator with a wide

range of quality products and services as its core
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competencies. We will focus on developing domestic
businesses and providing business—end services
once these businesses show good signs of recovery
after the pandemic. And we will integrate international
businesses and incubate innovative businesses, so
as to fully tap into the integrated functions, overall
strength and competitiveness of the tourism industry.

Firstly, CTG Travel will shift the focus of business
development to domestic tourism, business travel,
exhibitions, and sub—-markets in key regions and
fields, and actively explore the new business model
of "tourism experience store service complex"
featuring services in daily life, higher consumption
frequency, immersive and interactive experience, and
business value sharing.

Secondly, CTG Travel will accelerate the layout of

international business. Relying on overseas travel

agencies and visa centers, the company will integrate
and acquire online and offline resources, and enter
the international cross-border tourism market,
preparing for the recovery of outbound and inbound
tourism after the pandemic.

Thirdly, CTG Travel will cultivate new business
areas such as differentiated and customized space
tourism, sports tourism, study tours, cultural and
educational exchanges, rural revitalization activities,
health care and medical treatment programs, to meet
the needs of medium and high-end tourist sources
with its medium and high—-end scarce resources,
products and services, so as to gradually form new
lines of business and profit growth points.

Finally, CTG Travel will compensate for the
traditional weaknesses of travel agencies and
vigorously carry out digital transformation. We will
upgrade business models, and innovate products
and services by making use of digital, web and Al

technologies.

@ What do you think will happen to the
tourism market after the pandemic? What
are your expectations for the future tourism
market?

G In the future, scenic spots, hotels, restaurants
or other tourism operators in the industry should
greatly enhance their awareness of safety services.
Thanks to the numerous smart tourism platforms,
the scenic spots have been constantly improving
their online ticket purchasing systems, and the
hotels are able to provide contactless check-in and
robot services. Innovation will be seen everywhere
in the future tourism market. Take leisure tourism
as an example. With tourists' increasing demand
for cultural elements, the tourism industry should
actively explore the connection points of various links

in the industrial chain. New tourism scenarios such
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as "cloud tourism" and "VR panorama" emerged,
new products such as E-sports hotels and travel
mystery boxes appeared on the market, and new
business forms such as "culture+" and "tourism+" are
booming. Under this backdrop, the tourism industry
should accelerate intelligent digital transformation,
and strengthen cross—-boundary integration and
innovation, so as to bolster its capability of quick

response and drive sustainable development.

@ What projects has CTG Travel carried
out in cooperation with WTCF?

G CTG Travel has been maintaining friendly
exchanges with WTCF. We are very grateful to this
international organization in the tourism industry for
its constant attention to the development of tourism
enterprises and strong support to many Chinese and
international enterprises and tourism cities.

As mentioned before, CTG Travel is the travel
service enterprise with the largest scale and the
greatest influence in China's tourism industry.
And WTCF is the world's first international tourism
organization focusing on cities. CTG Travel is looking
forward to exploring new cooperation opportunities
and models with WTCF, so as to jointly reform and
innovate the tourism industry under the backdrop of
recovering world tourism industry and normalizing
pandemic prevention and control. We are looking
forward to cooperating with WTCF on the marketing
and promotion of world tourism cities. We hope to
establish contacts and strengthen communication with
international tourism cities, institutions, organizations
and tourism enterprises through the platform of WTCF,
and assist them to expand the market in China. With
CTG Travel's model role in the industry and WTCF's
international platform, we will be able to jointly boost
the confidence of the tourism industry and create new

impetus to drive tourism consumption.
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