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Cultural Tourism in a Global 
Economy: The Search for Local 
Authenticity
Introduction 
Cultural tourism requires careful curation and investment in the cultural assets 
and life of a town or city. Such investment not only enhances the experience 
for the tourist but also the liveability of the place, and in turn creates jobs and, 
if successful, reinforces the dynamics of a strong service economy. To achieve 
this balance cultural destinations must prioritise the physical, the social and 
the digital. They must also manage the tension of retaining and projecting local 
authenticity in an increasingly global and virtual world. 

An important dimension of the trend in cultural tourism is where it confronts 
technological trends in the experience economy. This dimension is intensified 
by the innovation and experimentation that is taking place in China. This report 
will explore the nature of the Chinese cultural tourism offer, highlighting where 
cultural experiences are created in a powerful authentic local offer, but also 
where it is intensified through the virtual, augmented and the immersive. 

This report has been commissioned by the historical town of Anren in the region 
of Sichuan, China and therefore gives special focus to Anren. It explores the 
featured town, including the Jianchuan museum cluster, and reflects on the 
importance of the town as a pioneering cultural tourism destination in the China 
context. The report offers recommendations for partners in Anren on future 
development and how to highlight best practice lessons for other cultural town 
initiatives across China.

In reviewing these trends and surveying cultural attractions and towns around 
the world, we have concluded that the town of Anren is a leading cultural 
innovator in tourism both domestically and internationally. Anren succeeds in 
achieving a careful balance between authenticity and innovation. It preserves 
local history and public memories, offering an insight into a way of life, and 
telling a local story through the latest digital technology. In this respect Anren 
has a leading role among Chinese cities in reinventing the cultural tourism 
experience. It has significant potential to grow in attracting further international 
attention.    

The report has also been commissioned by OCT Group, who are not only 
developing Anren but are leading the next phase of the transformation of 
China’s tourism infrastructure. The group is investing significantly across China 

to develop the country’s tourism experience to world-class standards thereby 
capturing the growth potential of the domestic tourism market and creating 
cultural experiences with international appeal.  

A group of international experts from tourism, culture and branding have 
contributed to this report, a number of them visiting Anren and sharing their 
expertise and recommendations with local officials, cultural entrepreneurs and 
tourism providers.

About BOP Consulting
BOP Consulting is an international research and strategy firm specialising 
in culture and the creative industries. We combine top-class research and 
analytical skills with an in-depth knowledge of the creative economy. We work 
with national and city governments, support agencies and cultural and creative 
businesses, making use public and private resources to create supportive 
environments for the sector. Many of our projects result in published work, 
which is of the highest editorial quality and effectively targeted at policy-making 
and/or business audiences. BOP also manages and convenes the World Cities 
Cultural Forum, which currently includes five Chinese cities, among  
them Chengdu.
www.bop.co.uk 

Credits

Written and prepared by
Written by David Adam with Rachel Kuhn and Summer Fu

Thanks to BOP staff and associates John Howkins, Bethany Lewis, Yvonne Lo 
and Lisheng Zhang

http://www.bop.co.uk
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1. 
WORLDWIDE TRENDS IN 

CULTURAL TOURISM

Cultural tourism is a truly 21st century phenomenon. It offers one of the 
most significant perspective shifts in personal experience for millions of 
people worldwide in the past 50 years. Growth in global tourism is a result 
of economic growth, greater disposable income, and new technologies 
enabling cheaper travel. But that demand is increasingly accompanied by 
an expectation for a fuller cultural experience. Tourism demand has moved 
beyond the search for sun, sea and sand to a desire to experience history, 
art and culture in person rather than simply through books, recordings or 
on screen.

In just two or three generations, the opportunity to experience the breadth 
of global culture has gone from being the privilege of a tiny elite to a form 
of mass consumption and a possibility for millions more. 

A world of opportunity is opening up for many, but this phenomenon is not 
without its challenges and downsides. Environmental challenges through 
increased carbon emissions, over-tourism leading to city congestion, 
under and over-employment and resource depletion, mean that national 
governments, cities, tourism authorities and cultural institutes all need to 
be aware of the challenges as well as the opportunities presented by this 
trend. 

This report seeks to outline some of the key trends in cultural tourism 
worldwide and to identify examples of best practice, with a specific view to 
detailing opportunities for the fastest growing market of all: China.

1.1 Rising middle class demand for cultural experience
The context of a growing demand for cultural experience must be 
understood against the backdrop of global economic development. The 
world is not short of problems and poverty is still a huge challenge facing 
many nations. However, in the past few years the trend has appeared 
to move toward greater affluence across multiple economies. In 2018 
Brookings identified this phenomenon as a tipping point and as one of the 
greatest shifts in human history:
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“For the first time since agriculture-based civilization 
began 10,000 years ago, the majority of humankind 
is no longer poor or vulnerable to falling into poverty. 
By our calculations, as of this month (August 2018), just 
over 50 percent of the world’s population, or some 
3.8 billion people, live in households with enough 
discretionary expenditure to be considered ‘middle 
class’ or ‘rich.” 1

Accompanying this economic shift is a similarly significant demographic 
shift. A growing younger middle-class cohort can be identified with 
ensuing implications for changing consumption patterns. Often referred to 
as Millennials and Gen Z, this group of current and future consumers will 
have a significant impact on the future shape of cultural tourism. 
 
Pew Research defines Millennials as being born between 1981 and 
1996, and Gen Z as those born from 1997 onwards.2 The affluence of 
the Millennial cohort is broadly disputed, and where identifiable, it is 
geographically uneven3. However, there is evidence to show that this 
group is shaping a demand for ‘experience over things’.  A recent survey of 
attitudes commissioned by Eventbrite4, a digital event directory, presented 
data showing that in the US, Millennials are seeking to spend disposable 
income on experiences.

“When it comes to money, ‘experiences’ trump ‘things’: 
More than 3 in 4 millennials (78%) would choose to 
spend money on a desirable experience or event over 
buying something desirable, and 55% of millennials say 
they’re spending more on events and live experiences 
than ever before.”

  1
A global tipping point: 
Half the world is now 
middle class or wealthier, 
September 2018, Brookings. 
Available from: https://www.
brookings.edu/blog/future-
development/2018/09/27/a-
global-tipping-point-half-the-
world-is-now-middle-class-or-
wealthier/
  2
Defining generations: Where 
Millennials end and Generation 
Z begins, Pew Research Center, 
17 January 2019. Available 
from: www.pewresearch.org/
fact-tank/2019/01/17/where-
millennials-end-and-generation-
z-begins
  3
“Middle-class consumption 
accounts for over one-third 
of the global economy, and it 
is growing by around 4 % in 
real terms. This is faster than 
GDP growth; middle-class 
consumption does appear to be 
a driver of growth, but the rate 
of middle-class consumption 
growth is still a full percentage 
point or more below what it 
was during the 1960s and 
1970s when middle-class 
consumption in Europe and 
North America was booming.” 
- https://www.brookings.edu/
wp-content/uploads/2017/02/
global_20170228_global-
middle-class.pdf
  4
Eventbrite, Millenials: Fueling 
the Experience Economy, 2017. 
Available from: www.eventbrite.
com/blog/academy/millennials-
fueling-experience-economy

Southbank Village, Anren. Image by BRWCCC

https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier/
https://www.brookings.edu/wp-content/uploads/2017/02/global_20170228_global-middle-class.pdf
https://www.brookings.edu/wp-content/uploads/2017/02/global_20170228_global-middle-class.pdf
https://www.brookings.edu/wp-content/uploads/2017/02/global_20170228_global-middle-class.pdf
https://www.brookings.edu/wp-content/uploads/2017/02/global_20170228_global-middle-class.pdf
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This kind of data suggests that the search for new, varied and live 
experiences will continue to fuel growth in cultural tourism. In a 2017 
report, UNWTO5 identified that tourism has grown above average, at 
around 4% per year, for eight consecutive years, with almost 400m more 
people travelling globally in that period. The report also identified the trend 
that tourism is predicted to grow. When we combine this data with the 
drive towards increased spending on culture, we see mounting evidence 
of a growing demand for cultural tourism. As a recent McKinsey report 
concludes from World Bank data, across the world; 

“With rising income, a smaller share of spending 
goes toward necessities such as food, and the share 
of spending on services such as restaurants, hotels, 
recreation, and culture rises.”6

In fact, the UWTO estimates that cultural tourist arrivals – defined as those 
international arrivals who participate in a cultural visit or activity as part of 
their stay – in 2015 accounted for 40% of all international arrivals and is 
growing steadily compared to overall international arrivals.7

“The World Tourism Organisation defines cultural 
tourism as: ‘all aspects of tourism that can teach 
visitors about their past and inheritance, as well as their 
contemporary lifestyles.”

  5
World Tourism Organization 
(2018), UNWTO Annual 
Report 2017, UNWTO, Madrid, 
DOI. Available from: doi.
org/10.18111/9789284419807
  6
McKinsey Global Institute, 
2016, Urban World: The Global 
Consumers to Watch. Available 
from: www.mckinsey.com/global-
themes/urbanization/urban-
world-the-global-consumers-to-
watch/~/media
  7
World Tourism Organization 
(2018), Tourism and Culture 
Synergies, UNWTO, Madrid, 
DOI. Available from: doi.
org/10.18111/9789284418978

1.2 Consumers from new geographies
A significant proportion of those new, young, affluent, middle-class, 
experience-seeking and culture-hungry consumers are located in 
fast-growing economies across Asia. Of the 4bn middle-class people 
projected by 2020 and 5.3bn by 2030, almost 9 out of 10 will be Asian. 

“In China, Gen Z will make up 36% of the population 
by 2027. These younger generations will consume at a 
higher rate than their predecessors and may also be less 
price conscious”.8

The profile of these new consumers is primarily urban.  Against a backdrop 
of rapid urbanisation in Asia and specifically China, we can expect to 
see a correspondingly significant growth in demand for cultural tourism 
from the average urban Chinese citizen. Given that cities have the largest 
concentration of cultural activity, the rise of an affluent urban Chinese 
consumer creates opportunity for cities outside China seeking to attract 
Chinese tourists just as it does for domestic cities. 

1.3 Digital economy, mobile payment, and marketing
Cultural experience is not defined simply by heritage and tradition. 
Continuous technological innovation in the digital economy, the fields 
of mobile payments and the shared economy are transforming the way 
visitors consume and experience culture all over the world. Platforms 
such as AirBnB are reshaping the potential for the authentic cultural 
experience as generated through the intimacy of opening one’s home 
to a visitor, Google Flights is replacing the role of the travel agent into a 
relationship with an algorithm, and Apps which share recommendations 
such as Foursquare, or personal insights such as Instagram and Snapchat, 
are enabling consumers to build networks founded upon personal 
recommendation. These disruptive technologies are restructuring tourism 
markets and challenging established players in the tourism sector, as 
witnessed in the recent demise of UK high street travel agent, Thomas 
Cook. 

  8
A global tipping point: Half the 
world is now middle class or 
wealthier, September 2018, 
Brookings. Available from: www. 
brookings.edu/blog/future- 
development/2018/09/27/a- 
global-tipping-point-half-the- 
world-is-now-middle-class-or- 
wealthier

http://doi.org/10.18111/9789284419807
http://doi.org/10.18111/9789284419807
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-global-consumers-to-watch/~/media
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-global-consumers-to-watch/~/media
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-global-consumers-to-watch/~/media
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-global-consumers-to-watch/~/media
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-global-consumers-to-watch/~/media
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
http://www.brookings.edu/blog/future-development/2018/09/27/a-global-tipping-point-half-the-world-is-now-middle-class-or-wealthier
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Where there is market disruption there are also winners - new players with 
new business models designed to maximise potential benefits. China is 
leading the way in adopting a system of electronic payments tied into a 
system of personal recommendation; a kind of ‘electronic Guanxi’. National 
governments and businesses are leading the way in creating innovative 
platforms which reduce transactional friction and enable sharing platforms 
to easily unlock the power of personal recommendation and enhance the 
potential of the tourism destinations. 

For instance, WeChat, which began life as a messaging service, is evolving 
into a one stop solution for discussion, payment, and recommendation. 
The incentive offers available to consumers are transforming the way 
cultural tourism will be consumed and successful destination marketeers 
must integrate it into their strategies in order to maintain success. 

1.4 The experience economy realised in the museum and cultural 
experience
This shift towards culture and the potential of technology is realised within 
the growth of the experience economy. 

In 1998, Pine and Gilmour in their seminal article for the Harvard Business 
Review9, forecasted the rise of this trend – giving birth to the term 
‘Experience Economy’. They summarised the Experience Economy as the 
idea that visitors or customers would primarily choose to engage with an 
organisation or a company because of the experience it offers rather than 
solely because of the service it offers. 

They forecasted that this would become the most important economic 
trend of the 21st century. This forecast has indeed proven accurate, largely 
driven by affluent ‘baby boomers’, a growing global middle class with 
high levels of disposable income and the millennial generation. Pine & 
Gilmour’s idea of the experience economy has become central to how 
many retailers and brands think about their businesses with far reaching 
implications for how we choose which organisations to engage with. 

Many sectors contribute to the experience economy including museums 
and galleries; events and festivals; hotels and hospitality; food and 

  9
Pine II, B. & Gilmore, JH. 
(1998). The Experience 
Economy. Harvard business 
review. Available from: hbr.
org/1998/07/welcome-to-the-
experience-economy

Scene from Mirroring Anren. Image by BRWCCC
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beverage and retail. There are also a number of other sectors able to 
apply the experience economy principles to their practice such as health, 
education, customer service and financial services.

This growing emphasis on experiences across a broad range of sectors 
means consumers are “now spoilt for choice, and […] becoming more 
sophisticated”10 in their decision making. Consumers are increasingly 
demanding products and services that provide them with a sense of 
feeling, learning, being and doing11. They are looking for active, immersive, 
participatory – experiencing ‘there’ instead of simply being ‘there’12. 

“The growing attention placed on experiences can be 
regarded as a mega-trend, and has given currency to 
the proposition that experiences function as a personal 
source of information for the stories people tell about 
their lives and are important for their self-perception.”13

Museums and galleries have to compete in an expanding ‘experience 
economy’ but they are well placed to compete in this climate. The key 
outputs of the experience economy are memories and social credibility. 
Carefully designed/considered museums and galleries offering unique 
visitor experiences are able to provide both of these. Provenance, 
authenticity and an understanding of why the experience matters is really 
important. Museums and galleries are experts in interpretation and are able 
to demonstrate this to their visitors. 

However, to compete in the crowded tourism and leisure market against 
theme parks, theatres, live music, clubs, cinemas, visitor attractions and 
other cultural and heritage experiences they will need to continually 
evolve and develop their offer in order to remain competitive – particularly 
if they are to capture repeat visits. They also need to ensure that every 
touch point within and attached to the museum / gallery is delivering an 
experience. 

From the gift shop to the café, event spaces to the toilets the overall 
experience must be considered.

  10
Nick Booker, Branding the Visitor 
Attraction Experience, Attract 
Marketing Ltd, 2005. Available 
from: www.attractmarketing.
co.uk/articles/branding_visitor_
attractions.pdf
  11
Mehmet Mehmetoglu & Marit 
Engen (2011) Pine and Gilmore’s 
Concept of Experience Economy 
and Its Dimensions: An Empirical 
Examination in Tourism, Journal of 
Quality Assurance in Hospitality 
& Tourism, 12:4, 237 -255, 
DOI:  10.1080/ 1528008X. 
2011.541847
  12
Thu Thi Trinh & Chris Ryan (2013) 
Museums, exhibits and visitor 
satisfaction: a study of the Cham 
Museum, Danang, Vietnam, 
Journal of Tourism and Cultural 
Change, 11:4, 239- 263, DOI:  
10.1080/ 14766825. 2013.82 
9481
  13
Mehmet Mehmetoglu & Marit 
Engen (2011) Pine and Gilmore’s 
Concept of Experience Economy 
and Its Dimensions: An Empirical 
Examination in Tourism, 
Journal of Quality Assurance 
in Hospitality & Tourism, 12:4, 
237-255, DOI: 10.1080/ 
1528008X.2011.541847

1.5 Convergence of forms: traditional culture and entertainment 
Finally, there has been a trend towards a flattening out of cultural 
experience. A once clear distinction between high and low culture has 
been blurred as increasingly culture becomes available to all. This trend 
has its origins in the West, initially any distinction questioned within 
academia, and by the late 90s government policy and arts funding actively 
building incentive frameworks to further an inclusion agenda for culture 
and the arts. The process has been accelerated through globalisation, 
two dimensions of which are technology and cheaper transport costs: 
technology has opened up access to culture, shortcutting the gate-
keepers, and also enabling mass tourism resulting in cheaper travel  
costs. As a result, culture is a readily consumable commodity for the 
average city visitor. 

This trend is of particular importance and relevance to understand the 
Chinese cultural tourism market. China is a society that has developed 
economically, politically and culturally more rapidly than any other nation 
in history. In the span of a single lifetime, many Chinese people will have 
witnessed change on a scale and at a pace that in western societies 
took place over centuries. In a society moving at such speed, distinctions 
between tradition and modernity are less readily discernible, and this is 
evident in the appetite among Chinese consumers for cultural activity 
which fuses the old and the new. This is an area in which China is 
innovating, for example taking historical storytelling and combining it  
with augmented reality light displays. The result can often manifest  
itself as a kind of technological hybrid, a 4D experiential celebration of 
cultural tradition.

http://www.attractmarketing.co.uk/articles/branding_visitor_attractions.pdf
http://www.attractmarketing.co.uk/articles/branding_visitor_attractions.pdf
http://www.attractmarketing.co.uk/articles/branding_visitor_attractions.pdf
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2
CHINESE CULTURAL 
TOURISM AND THE 

IMPORTANCE OF 
EXPERIENTIAL TRENDS

2.1 Understanding Chinese visitor profiles
Tourism plays a significant role in the Chinese economy. China’s income 
from tourism increased by an average of 15% annually over the past 
decade and in 2018, tourism contributed 11% to GDP and more than 
79m jobs in China economy14. Growth in this sector reflects an important 
shift in the Chinese economy away from manufacturing and towards 
services. For example, China’s travel and tourism sector is now larger 
than the automotive or mining sector. The sector is forecast to grow 
significantly, with domestic tourism expected to grow faster than the 
national economy.15

International visitors 
China forecast 65m international arrivals in China for 2019, spending 
more that CNY 850bn whilst in China. The majority of international arrivals 
are recorded as originating from Hong Kong (44%), with south-east Asia 
constituting the next largest cohort (25%).

  14
Travel & Tourism Economic 
Impact 2019 World, World 
Travel & Tourism Council. 
Available from: www.wttc.org/-/
media/files/reports/economic-
impact-research/regions-2019/
world2019.pdf
  15
Tourism Flows in China, 
Euromonitor, 2019. Available 
from: www.euromonitor.com/
flows-in-china/report

http://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2019/world2019.p
http://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2019/world2019.p
http://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2019/world2019.p
http://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2019/world2019.p
http://www.euromonitor.com/flows-in-china/report
http://www.euromonitor.com/flows-in-china/report
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China of course has the capacity and appeal to attract significant numbers 
of international visitors from further afield. Many individual country arrivals 
are forecast to grow by at least 10% over the next 5 years. This is a 
significant proportion of world market share and will create a competitive 
internal market for international visitors. 

Domestic visitors 
China’s domestic visitor arrivals have grown from 1.6bn to 5bn in the past 
10 years.16

The majority of these visitors, more than 400m, are urban, with higher 
value spending habits and higher expectations of high quality cultural 
experiences.  As the China Tourism Academy, a China-based think tank, 
notes, this is in keeping with the current government domestic policy of 
integrating tourism with culture: 

“The year of 2018 witnessed a favourable opening of 
culture and tourism integration, which is carried out 
in accordance with the work method of “integrate 
the suitable, integrate the possible; develop tourism 
through culture, enhance culture through tourism”17

This desire for integration may be reflected in a recent Ministry of Culture 
announcement recording the growing demand for Chinese cultural 
consumption: the country’s per capita spending on education, cultural 
products and entertainment increased by 6.7% to 2,226 yuan ($331) in 
2018, representing 11.2% of per capita consumer spending.18

  16
China National Tourism 
Administration; Ministry of Public 
Security China (2007-2017). 
Available from: www.statista.
com/statistics/277254/number-
of-domestic-trips-in-china
  17
General Situation of 2018 
Tourism Market, China Tourism 
Academy, 22 May 2019. 
Available from: eng.ctaweb.org/
html/2019-5/2019-5-22-15-23-
75986.html
  18
Domestic Tourism Continues to 
Grow in China, Tourism Review, 
4 February 2019. Available 
from: www.tourism-review.com/
chinese-domestic-tourism-
keeps-growing-news10925

http://www.statista.com/statistics/277254/number-of-domestic-trips-in-china
http://www.statista.com/statistics/277254/number-of-domestic-trips-in-china
http://www.statista.com/statistics/277254/number-of-domestic-trips-in-china
http://eng.ctaweb.org/html/2019-5/2019-5-22-15-23-75986.html
http://eng.ctaweb.org/html/2019-5/2019-5-22-15-23-75986.html
http://eng.ctaweb.org/html/2019-5/2019-5-22-15-23-75986.html
http://www.tourism-review.com/chinese-domestic-tourism-keeps-growing-news10925
http://www.tourism-review.com/chinese-domestic-tourism-keeps-growing-news10925
http://www.tourism-review.com/chinese-domestic-tourism-keeps-growing-news10925
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Credit: Chengdu Media Group

Domestic visitor profiles: 
While there is a growing literature on outbound Chinese tourists and 
their cultural consumption, there is less research profiling the Chinese 
domestic cultural tourists. By looking at the overall tourism statistics, 
policy, investment, and the trends in the tourism market, nevertheless, it is 
possible to draw a general picture of cultural tourists in China.

National Tourism policy is supported by investment in public transportation 
and mobile infrastructure. A significant proportion of domestic 
tourists, 96.5% out of 4bn domestic travellers in 2015 in China, travel 
independently across China19. Independent travel is especially popular 
with Millennials and Generation Z, a cohort which as this report sets out 
increasingly value experiences and are actively spending more of their time 
and income on them.

Online platforms and social media are enablers of cultural tourism. They 
offer significant potential to meet the needs and tastes of the rising 
middle class in China, by creating unique moments for personal branding 
stories. To respond to the fast-changing behaviours of the primary targeted 
audience, the cultural tourism industry in China shows high flexibility in 
adapting itself to digitalisation, with AR/VR production being one of the 
most sought-after additions to traditional tourist attractions to offer a more 
immersive experience with a local touch.

Red Tourism

Definition: 
Cultural and historical sites which record and reflect the history of 
China’s revolutionary period and encourage citizens to understand and 
embrace their revolutionary heritage. 

Chinese citizens have a growing appetite for Red Tourism. In 2018, 
domestic visitors who travelled to Red Tourism destinations recorded at 
660 million, accounting for 11.9% of total domestic tourists, with tourism 
revenue of RMB 425.8 million, accounting for 7.13% of total domestic 
tourism revenue.20

  19
Global Independent Travel 
Report, Maguofeng, 2016. 
Available from: bigfile.
mafengwo.net/s9/M00/67/36/
wKgBs1haJ2aAFixNAMGu4-
Yxv7M990.pdf
  20
China Tourism Academy. 
Available from: www.
traveldailymedia.com/chinas-
domestic-arrivals-to-grow-8-8-
in-2019/

Exhibition from Museum of Badges, Clocks and Seals, Jianchuan Museum Cluster. Image by BRWCCC

http://bigfile.mafengwo.net/s9/M00/67/36/wKgBs1haJ2aAFixNAMGu4-Yxv7M990.pdf
http://bigfile.mafengwo.net/s9/M00/67/36/wKgBs1haJ2aAFixNAMGu4-Yxv7M990.pdf
http://bigfile.mafengwo.net/s9/M00/67/36/wKgBs1haJ2aAFixNAMGu4-Yxv7M990.pdf
http://bigfile.mafengwo.net/s9/M00/67/36/wKgBs1haJ2aAFixNAMGu4-Yxv7M990.pdf
http://www.traveldailymedia.com/chinas-domestic-arrivals-to-grow-8-8-in-2019/
http://www.traveldailymedia.com/chinas-domestic-arrivals-to-grow-8-8-in-2019/
http://www.traveldailymedia.com/chinas-domestic-arrivals-to-grow-8-8-in-2019/
http://www.traveldailymedia.com/chinas-domestic-arrivals-to-grow-8-8-in-2019/
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According to the China Tourism Academy, most of the domestic tourism 
activity to date has been to the big cities such as Beijing, Shanghai, 
Guangzhou and Shenzen, but the trend is towards an opening out to the 
rural and the southwest. This presents a huge opportunity for a number 
of new players in the market: cities and towns who are prepared with the 
right offer and the right marketing will be well positioned to capitalise on 
this growing demand. 

As our report has highlighted so far, those destinations which focus on 
creating a product which is high in experiential quality, has ease of access 
and incentives through digital payment platforms, but which also has 
a strong authentic cultural dimension, will be well-placed to attract the 
attention of the growing young, affluent, consumer. 
  
2.2 Urbanisation and the role of tourism in defining sustainable 
local economy
The speed of China’s urbanisation has presented a number of challenges 
to achieving geographically and socially equitable economic development. 
The national goal of expanding the service economy and boosting 
domestic consumption are well served by a growing and dynamic tourism 
sector. But rapid urbanisation also leads to infrastructure bottlenecks, 
creates overcrowding in cities and oversupply of labour in megacities. 
At the same time, rural regions can experience underemployment and 
population displacement as people follow jobs to bigger cities. The 
tourism economy presents an important opportunity to contribute towards 
sustainable growth and achieving national government strategic objectives 
in relation to urbanisation.

As the tourism sector is set to grow across the Sichuan region, cultural 
towns and major attractions which seek to train and employ local 
people as part of their projects will be able to lead the way nationally in 
developing stable growth in the transition towards a service economy.

Integration of the local community into tourism projects and cultural towns 
is also fundamental for their long-term success. In place-branding terms, 

the active engagement of the community can make the difference between 
an authentic and inauthentic experience for the consumer. In his recent 
book, Imaginative communities, place-branding expert Robert Govers 
argues that among many factors, successful place reputations are built 
upon strong community engagement:

“What does make a difference is the way in which 
audiences experience community spirit. Very specific 
icons, celebrities, art works, historical events or 
productions of popular culture are ingrained in people’s 
minds. Community leaders should be paying more 
attention to finding imaginative ways in which these 
can facilitate real and virtual experiences of community 
identity”
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3. 
CULTURAL TOURISM: 

WORLD EXAMPLES AND  
THE CASE OF ANREN

3.1 Historic, cultural towns and villages
There is no universal definition of a ’cultural town’, but in China there is a 
designation of a ‘characteristic cultural and historic town’. The category 
was created echoing UNESCO principles of preserving intangible cultural 
heritage, and with the purpose of preserving China’s rich historical legacy. 
There are over 500 officially recognised Historical and Cultural towns in 
China.

Along with the rise of cultural tourism, the policy focus of the designation 
broadened from conservation to innovation. Under the “National New-type 
Urbanisation Plan (NUP)”, the development of ‘Characteristic Towns’ is 
seen as a way to improve rural living conditions and make them more 
attractive to live in, create new jobs and thus to relieve the population 
pressure in megacities.

OCT Group  
China has been championing cultural elements in the tourism industry 
with the intention of driving consumption, diversifying tourism offers, and 
harnessing cultural heritage in response to the rise of the experience 
economy. This policy focus has led OCT Group, one of the largest 
state-owned enterprises specialising in culture and tourism, to develop 
corresponding strategies and plans. 

Having established itself as a leading enterprise in theme parks nationwide, 
OCT Group founded OCT WEST in 2016 and started experimenting 
with a new business model of ‘culture + tourism + urbanisation’ in Anren. 
Based on the existing resources, including more than 20 old mansions 
and a private museum cluster, OCT joined forces with local governments, 
Chengdu Culture & Tourism Developing Group, Chinese Culture 
Promotion Society and many more creative teams to bring Anren Biennale, 
Anren Forum, Renowned Cultural Town EXPO to the town. A more 
international ambition is emerging, with at least three international trading 
platforms for artefacts or cultural property already established.
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In 2018, Anren and surrounding areas received almost 6.7 m visitors 
with 1.9 bn RMB revenue. Most noteworthy, according to OCT, that 
cultural tourism industry employs 36.9% residents in Anren, with another 
23.1% residents indirectly benefited, an achievement clearly in line with 
the government objectives to improve rural living quality, create job 
opportunities, and develop a sustainable local economy through building 
towns into new type tourist attractions 21

3.2 Museums and galleries using digital to engage, absorb and 
immerse visitors
As outlined previously, the last twenty years have seen a shift in social 
values, with less emphasis placed on ownership and more on experiences. 
Pine and Gilmore explored the concept of experiences covering four 
realms (education, entertainment, escapism and aesthetics) falling across 
two continuous dimensions:

“The first dimension indicates either active or passive 
customer participation. Passive participation 
implies that the customer does not affect the staged 
experience, such as someone watching an orchestra 
performance on television or taking a virtual tour of 
a heritage museum. Active participation, the other 
extreme, implies that the customer plays a key role 
in co-creating the experience, for example, playing 
the violin in the orchestra performance, or joining 
in the cultural dancing performed at the museum. 
Connection, the second dimension, comprises two 
extremes – absorption and immersion. Being absorbed 
in an experience implies being mentally involved 
in the experience, such as listening to an orchestra 
performance, or watching a live cultural dance 
demonstration, while immersion implies being  
physically involved in the experience, for example, 
when participating in the cultural dancing.”22

  21
Anren: A model town for a 
harmonious coexistence of people, 
infrastructure, environment, 
and economy (2019). Oriental 
Outlook. Available from: share.
gmw.cn/local/sc/2019-
10/14/content_33231612. 
htm?from=timeline&isappinstall 
ed=0
  22
Radder, Laetitia & Han, Xiliang. 
(2015). An Examination Of The 
Museum Experience Based On 
Pine And Gilmore’s Experience 
Economy Realms. Journal of 
Applied Business Research. 
31. 455-470. 10.19030/jabr.
v31i2.9129.
  23
Pine II, B. & Gilmore, JH. (1998). 
The Experience Economy. Harvard 
business review. Available from: 
hbr.org/1998/07/welcome-to-the-
experience-economy

Anren Town. Image by Summer Fu

http://share.gmw.cn/local/sc/2019-10/14/content_33231612.htm?from=timeline&isappinstalled=0
http://share.gmw.cn/local/sc/2019-10/14/content_33231612.htm?from=timeline&isappinstalled=0
http://share.gmw.cn/local/sc/2019-10/14/content_33231612.htm?from=timeline&isappinstalled=0
http://share.gmw.cn/local/sc/2019-10/14/content_33231612.htm?from=timeline&isappinstalled=0
http://share.gmw.cn/local/sc/2019-10/14/content_33231612.htm?from=timeline&isappinstalled=0
http://hbr.org/1998/07/welcome-to-the-experience-economy
http://hbr.org/1998/07/welcome-to-the-experience-economy


28 29

Pine & Gilmore Harvard 
Business Review 1998

Pine and Gilmore describe education experiences as requiring active 
participation that absorbs the visitor. Entertainment experiences – 
whilst still absorbing – require less participation and are more passive 
experiences. Escapist experiences, again, require active participation 
from visitors who immerse themselves into a scenario or space, whilst 
experiences in the aesthetic realm involve low levels of participation.

‘The richest experiences are those encompassing 
aspects of all four realms, forming a “sweet spot” 
around the area where the spectra meet.’23

Exhibition from Museum of Badges, Clocks and Seals, Jianchuan Museum Cluster. Image by Summer Fu
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The arrival of ‘immersive’ technologies is changing the way people 
interact and perceive the digital world and the world around them. Digital 
experiences are no longer tied to one device (e.g. a PC or mobile phone). 
Consumers are able to tap into digital experiences across multiple 
platforms thanks to the advent of cloud applications and improvements  
to connectivity. 

Immersive technologies are building on this by using new technology  
such as virtual reality (VR), mixed reality (MR), augmented reality (AR)  
and gamification, to change how people experience the world through  
a digital lens. 

Museums and galleries are beginning to understand that utilising these 
technologies can assist in creating high-impact, immersive experiences. 
Historically, museum and gallery spaces were designed and curated to 
separate the senses – visitors are encouraged to look, but not touch. 
As architect Mark Wigley describes in his essay ‘The Museum is the 
Massage’24

“Every detail in a museum gallery, from the walls, ceiling, 
the little wooden frames declaring images as paintings, 
as art and not say wallpaper, to the beautifully designed 
furniture, is set up to magnify the art on display – and 
to reduce your role as a viewer.  The museum gallery 
is structured in a way that when you enter it is clear 
the world of your senses and the world of art occupy 
separate spheres. You can look but not touch. To 
put it differently the museum gallery is like a sensory 
deprivation tank, bringing everything down to the 
optical frame, producing an isolated subject and object 
that are spaced both physically and conceptually.”

In contrast, using immersive technology in these spaces engages the 
visitors’ senses and draws them into the content in a multi-sensory way. 
Visitors are no longer detached from the artefact or art. 

Galleries and museums’ fundamental purpose is the exploration of culture, 

  24 
Mark Wigley (2016). Discursive 
versus Immersive: The Museum 
is the Massage. Stedelijk 
Studies Issue 4. Available from: 
stedelijkstudies.com/wp-content/
uploads/2016/07/Stedelijk-
Studies__Discursive-versus-
Immersive_Wigley.pdf

history and art. In their day-to-day lives, visitors are using technology to 
research, explore and interrogate their surroundings – pretty much any 
query can be answered through an online search engine. Thus, there is 
now an expectation that comes from the prevalence of technology in our 
everyday lives: that museum and galleries will be providing or utilising 
technology to allow visitors to explore their collections. As technology 
evolves and advances, this expectation goes far beyond the basic touch 
screens or digital gallery interactives. 

3.3 Worldwide comparator sites

Meow Wolf, Santa Fe, USA. Upcoming in Denver, Las Vegas,  
Washington DC
Meow Wolf is an immersive art installation. The space is freely explorable 
by the public who can interact with different technologies in multiple 
environments. The space is being built by a collaboration of 100 artist 
and combines elements of children’s museum, art gallery, jungle gym, and 
fantasy novel. 

The installation, which is called The House of Eternal Return, is not relying 
purely on complex technologies. Most of the exhibits are made by found 
materials and light or sound effects. Immersion is produced by the size of 
the installation (20,000 square feet), the nonlinear storytelling that absorbs 
viewers and the freedom of exploration given to the public. For its future 
expansion cutting edges technologies will be used to create a credible 
mixed reality environment and to realize this next step investments have 
been secured by a financing round of 18 million and a partnership with 
Microsoft.

The House of Eternal Return It is widely appreciated by all ages because 
the control of the experience is up to the viewer. It took 14 months to be 
installed in a former bowling alley bought with the help of George R.R. 
Martin, who supported initially the project with 3 million dollars. In the  
first year of opening it drew 400,000 visitors, six times the population of 
Santa Fe.

http://stedelijkstudies.com/wp-content/uploads/2016/07/Stedelijk-Studies__Discursive-versus-Immersive_Wigley.pdf
http://stedelijkstudies.com/wp-content/uploads/2016/07/Stedelijk-Studies__Discursive-versus-Immersive_Wigley.pdf
http://stedelijkstudies.com/wp-content/uploads/2016/07/Stedelijk-Studies__Discursive-versus-Immersive_Wigley.pdf
http://stedelijkstudies.com/wp-content/uploads/2016/07/Stedelijk-Studies__Discursive-versus-Immersive_Wigley.pdf
http://hbr.org/1998/07/welcome-to-the-experience-economy
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Puy Du Fou, Vendée, France
Puy Du Fou is a theme park that provides an immersive experience on the 
subject of French history. It was created in 1978, by enacting the bloody 
history of Vendee on the ruins of a former castle. Today the experience 
covers many centuries of French history. It consists of shows that re-enact 
a specific moment, with hundreds of actors and animals, helped by mind-
blowing special effect, leading the viewer onto a multi-sensorial journey. In 
addition to the shows, the whole park is a well reconstructed environment 
that offers all the comfort, and services of theme parks. 

The technology used is mostly directed towards stage effects, using 
special effects used in cinematography to create natural elements as well 
as war scenarios.

The park is able to draw the public into scenarios that seem perfectly real. 
This involves powerful setups with many actors, and the use of effects like 
water or fire as well as living animals makes it a merge of circus, theatre 
and cinema.

The park welcomes 2.3 million visitors per year and is second only to 
Disneyland in France. It has been awarded Best theme park of the world 
for several years.

Historium, Bruges, Belgium
Historium Brugge takes the viewer across seven scenarios of the medieval 
City of Bruges. Key spots of the city in medieval times are brought back to 
life with a combination of actors, videos and audio guides. The viewer can 
explore behind the scenes elements of masterpiece paintings or stories 
the active harbour activity. 

Computer generated images, real life actors and sound effects are 
combined with VR headset for a further exploration of the ancient town. 
Visitors can explore details and get the feeling of a regular medieval day; 
the ambient sounds are well reconstructed and the audio guide helps 
bring the visuals to life. 

However, the degree of immersion is not very high. There is a clear 
separation between the public and the scene, making this closer in 
experience to a regular museum visit.

La Renaissance du Château. Image by Puy Du Fou
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3.4 Anren and the Jianchuan Museum Cluster 
The town of Anren is a historic town in southwest China on the outskirts 
of Chengdu, in the county of Dayi. It is part of a constellation of satellite 
designated ‘cultural towns’ growing around the city of Chengdu. Anren is 
the hometown of many military leaders of the Chinese Republican Period 
and retains dozens of mansions built in the same period, with Liu Xiang’s 
mansion being one of the most renowned.

Anren, Sichuan, China 
The town of Anren first staged its immersive show ‘Mirroring Anren” in 
2018, the third large-scale show of its kind in China After ‘Sleep No 
More’ in Shanghai and ‘Zhiyin Hao’ in Wuhan. Produced by the team 
behind CCTV New Year’s Gala, the show takes the audience through four 
old mansions and deploys a number of augmented visual technologies 
such as naked-eye 3D and holographic projection to tell a story in four 
stages of historically significant moments including the history of the 
mansions and the town in modern times. This celebrated show might be 
the most prominent example of how the town fuses history, heritage and 
technology to transform traditional buildings into contemporary attractions, 
but is not the only one.  

The old town has a significant integrated digital infrastructure. The 
first permanent exhibition space of the reality TV programme ‘National 
Treasure’ opened in Anren in 2018, introducing these treasures through 
various multimedia, including VR, AR and voice interaction. An innovative 
bookstore chain Fangsuo had its ‘Fangsuo 4.0’ in Anren, combining 
bookshop, cafe, public space, art exhibitions and a hotel, that is accessible 
24/7 with WeChat scanning.

The town has already established a reputation as a leading innovator in 
Chinese cultural towns, through a combination of preserved heritage and 
innovative technology. The town has gained an international reputation and 
success as a cultural destination over a sustained period founded upon 
the initial investment and vision of a single entrepreneur.

The Jianchuan Museum Cluster 
The Jianchuan Museum Cluster is part of the town of Anren; named after 
its founder, entrepreneur Fan Jianchuan. Jianchuan Group started the 
construction of the museum cluster in Anren in 2003. Jianchuan Museum 
Cluster is now a National 4A level tourist site and a National Cultural 
Industry Demonstration Base. In 2015, it was awarded ‘China’s most 
innovative museum’ by the Chinese Museum Association. 

From the beginning, Fan envisioned the museum complex to be an 
important part of the town’s urbanisation prospects, and was an early 
contributor to the redevelopment vision of Anren as a ’cultural town’.



36 37

The project is characterised by both its philanthropic and commercial 
components, which are at times in conflict but also working harmoniously 
together. To navigate the project between a business venture and an 
enterprise for the public good requires a nuanced form of moral reasoning 
that can be linked to Fan’s personal and professional experiences. It is a 
project with a mission and vision to help preserve and create a space for 
public memory.

The museum cluster has fused historical narration with artistic works. 
Notably in this are two commemorative installations. The Handprint Square 
of Resistance War Veterans shows a collection of veteran handprints 
mostly donated by their families. The museum has collected more than 
4,000 of such handprints. The Group Sculpture Square of Chinese Heroes 
is a group representation of Resistance War military leaders. With the 
Nationalist and Communist members put side by side, the two installations 
are intended to commemorate the two parties’ cooperation during the 
period of Resistance War Front. 

The Jianchuan cluster is able to lend its brand reputational success to the 
wider Anren story and attract attention internationally as a cultural pioneer. 

Memorial of Heroes of the Chinese War of Resistance against Japan (1931-1945). Image by David Adam
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CONCLUSION Culture and the visitor experience are rapidly integrating, driven by multiple 
economic, demographic and technological trends. This is creating a new 
and highly competitive market for cultural tourism globally. In order for 
the town of Anren to continue to establish itself as a successful cultural 
tourism destination there are a number of factors that can be learned and 
considered from its own success to date as well as from international case 
studies:

Innovation, but not at the price of authenticity 
The expansion of the experience economy demands that all visitor 
destinations need to ensure their offer is rich, accessible and up-to-
date. Historical cultural towns and heritage sites need to give special 
consideration to the specific interests of the visitors they are trying 
to attract. There is space for integrating the traditional and the digital 
however, the appropriate balance between digital and traditional 
experience should be sought so as to not risk alienating various audience 
segments, e.g. international or senior cohorts.

Community engagement as a driver of success
Communities are integral to unlocking the sense of authenticity which 
is vital to the visitor experiencing the local culture. An engaged local 
community can help to create a stand-out or definitive experience for 
the visitor. Local knowledge can enhance the product, but needs to be 
matched by skills investment in hospitality. Importantly in the context of the 
Chinese economy, investment in and engagement of the local workforce 
has the potential to play a major role in harnessing the catalytic dimension 
of tourism and hospitality, as China moves towards a service economy. 
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Alignment of partnership objectives
Cultural projects are contingent upon many factors, and success is often 
generated over long periods of time and through carefully managed 
partnerships. The town of Anren presents an example of careful alignment 
of objectives between national and regional government and business 
objectives. The town of Anren’s close attention to partnership presents an 
example of navigating complexity, one which is critical to success and can 
deliver the ultimate goal of nuance and complexity required in creating an 
authentic cultural experience.

Cultural destinations seek a fine balance between preserving local 
character and reflecting the latest innovations in international trends. But 
by integrating digital innovation, developing community engagement, and 
by carefully aligning public and private partnerships cultural destinations 
have a better chance of delivering the local authenticity which ultimately 
defines success.

Traditional Chinese garden, Anren. Image by David Adam
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RECOMMENDATIONS Between the 6–8 November 2019, BOP Consulting and the Belt and 

Road World Cities Culture Centre hosted a study tour of international 
experts from culture and tourism engaging with officials, cultural specialist 
and local entrepreneurs, and participated in the World Cities Cultural 
Tourism Forum. The delegation visited the Jianchuan Museum Cluster, 
Anren Old Town, Liu’s Mansion, the Anren Biennale at the OCT Cultural 
Park, Southbank Village, Inkstone House OCT Linpan Cultural Centre, and 
attended the cultural show ‘Mirroring Anren’. 

At the end of the tour the delegation gave their recommendation for the 
future development of Anren as an international destination.  

Juan Carlos Belloso, Founder & Director, Future Places 
• Anren and the Dayi county are an area of huge potential. For the 

uninitiated one of the first characteristics one is struck by is dimension: 
the scale of the town is impressive. Next one is struck by its diversity, 
the range of cultural offer from the number of museums, to the breadth 
of Liu’s mansion through to the Biennale are a truly diverse range of 
assets.  

• In order to maximise this, Anren might consider developing more of a 
concept which is brings the scale and diversity together as a whole. 
The concept should be a compelling story - Anren should focus on 
‘connecting the dots.’ 

• This theme of connection is important not just in terms of the physical 
assets of the town. 

• It is also important to connect with citizens - the local authenticity of 
experience sought after by the visitor is often found by connecting to 
citizens.  

• On the same theme, tourists and visitors are seeking opportunities to 
connect with themselves. Solitude, new experiences, opportunities to 
learn, all create moments to reconnect with oneself. This is a crucial 
part of the Anren offer. 
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• Anren is a hidden gem but its offer is so rich that it must consider how 
to manage the challenges presented by catching international attention. 
One way to approach this is to engage with visitors by asking them 
to consider themselves as ‘temporary citizens’ of the town, thereby 
generating a sense of shared and collective responsibility for the place. 

• There are specific improvements that might be made to direct the 
international visitor towards Anren, better digital signposting, a clearer 
brand for the museum cluster and so on.  

• Finally it is important to recognise and continue to be inspired by the 
imagination and passion of Mr Fan and the people of Anren. The town 
has achieved national prominence as a result of the unique vision which 
created it.

Nicole Van Djik, Curator, Rotterdam Museum 
• It is important to create a cultural experience between the people who 

are living here and the visitors. To unlock local people’s experience, and 
to consider it part of the local cultural offer.  

• Anren may wish to think about projects which document the process 
and experience of building the cultural offer. The final outcome is not the 
only point of interest for the visitor, the process can be of interest too.  

• The cultural offer can be seen as a specific type of industry, once which 
is important for Anren. This type of industry is always determining the 
way culture is developing. Anren can study how the cultural industry is 
influencing the culture of daily life. 

Denis Ricard, General Secretariat, Organisation of World  
Heritage Cities
• Anren is a town of tremendous potential for greater international interest. 

From the old town through to the museum cluster the range of the offer 
is astounding.  

• The authenticity of the old town shines through. It is clearly of 
great interest to the local audiences but could widen its appeal to 
international visitors, in fact to become a UNESCO site - and this is 
surely possible - it must be Internationally known. In the first instance 

this might be about shaping a marketing campaign, and making some 
investment in a digital footprint. 

Paul Kirkman, Trustee, Royal Armoury
• As with the comments of other experts, one is immediately struck by the 

scale of activity in Anren. A significant investment has been made which 
is very impressive for western visitors.  

• But it is important that Anren should remember that ‘people make 
the place’. In attracting visitors it is important to not only invest in 
infrastructure but also to invest in the welcome and engagement of 
people. Anren was very welcoming to us but there is always further 
one can go in developing a welcome for the diversity of the range of 
international audiences for which Anren clearly holds appeal.  

• People like surprises. Anren offers something novel to an international 
audience. But it could also nurture greater unpredictability e.g. streetlife 
experiences, meanwhile spaces and temporary activities 

Yereth Jansen, Product Development and Marketing Expert, 
UNWTO
• Anren has significant assets, it might now give consideration to the 

cultural tourism value-chain of the wider local economy. Such a focus 
has the potential to enhance the visitor experience focussing on 
building all aspects of the local economy with a visitor experience 
touchpoint.  

• There is further specific tailored westernised focus which Anren might 
consider. This is likely to need further investment, but OCT might 
consider creating a western guest house and building a number of 
specific tailored products such as location maps, digital signposting 
and physical wayfinding. 

• Finally, Anren now needs to give focus to a brand and marketing 
strategy. Anren should undertake proper audience segmentation 
analysis in order to create a total marketing package with wide appeal. 
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Bryan Sitch, Deputy Head of Collections and Curator of 
Archaeology, Manchester Museum
• As with all fellow delegates Anren has astonished with its rich diversity 

of offer. There is a danger which Anren needs to consider the tourism 
authorities should approach any internationalisation strategy with care – 

“they might kill the goose that lays the golden egg”. They risk spoiling the 
authentic nature of the attractions they currently have in encouraging to 
many people to visit.  

• Anren is a beautifully maintained series of experiences and attractions,  
it may be ‘South West China’s best-kept secret.’ 

Terry Watkins, Senior partner, TWResearch 
• Culture is a reason to discover a city just as much as the city is a reason 

to discover a cultural attraction. Anren has a series of museums which 
can be a reason to discover the city.  

• Therefore Anren currently has time and an opportunity to think carefully 
about what it wants. 

• Anren should think about appropriate level marketing – perhaps 
not mass tourism, but marketing directed towards the right people. 
Attract the people you want that will continue to reinforce the brand, 
experience and reputation of what have already created. 

Rachel Kuhn, Co-founder, Visitor Experience Forum
• Try to embed the idea of storytelling not just providing information – help 

visitors understand why what they are seeing is important and get them 
thinking. This storytelling can happen on a one-to-one basis between 
staff and visitors or locals and visitors, through your printed collateral, 
exhibition interpretation etc.   

• To ensure that the authenticity of the place is credible be clear about 
what is original and what is reproduction. If its reproduction – explain 
why this is. 

• Design significant parts of the visit to be self-directed with visitors 
actively encouraged to explore and move freely without too much 
guidance. Ensure they have the opportunity to join tours or speak to 

From left to right – Xi Song, Terry Watkins, Bryan Sitch, John Howkins, Juan Carlos Belloso, Paul Owens, Yereth Jansen, Yonglin Fu, Paul Kirkman, Hua 
Lian, David Adam, Jianchuan Fan, Denis Ricard, Tao He, Rachel Kuhn, Nicole van Dijk, Yan Xue, Yuli Shi. Image by BRWCCC
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staff but avoid making this compulsory. Anren should their role as 
responsible for staging not stage managing the visitor experience. 

• Allow the staff to surprise and delight visitors, to tailor the visit to the 
needs of the visitors – things need not to be too formulaic or overly 
scripted and instead.

John Howkins, Chair, Belt and Road World Cities Culture Centre 
Anren has a wonderful range of heritage and culture of China ranging from 
traditional heritage to the 20th century history museums to new villages 
and community centres. Its mansions and museums of China in the 
20th century are important and interesting to Chinese and foreign visitors, it 
needs to be better known so more visitors can enjoy it. 
 
Three steps:
1. A sustained marketing programme to identify potential visitors and 

their needs.
2. A realignment of Anren facilities, respecting both local authenticity and 

visitor numbers and expectations.
3. A programme of cultural interaction and exchange so visitors can 

share in people’s culture and daily life.

In this way Anren will make a contribution to culture and creativity within 
the Belt and Road initiative.

Alley leading to Drunk Pub, Anren. Image by Summer Fu
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