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DESMARCHELIER (Benoît), FANG (Eddy), « Marchés émergents et
développement des services touristiques »

RÉSUMÉ – Les services touristiques connaissent un changement qualitatif avec
le développement économique : initialement, la principale demande à
satisfaire est composée de touristes étrangers, alors que les nationaux gagnent
ensuite en importance. Les deux articles présentés ici soulignent cette dualité.
L’article de Ha V. Luong examine les spécificités du Vietnam aux yeux des
touristes étrangers, tandis que Yingchan Luo, Linjia Zhang et Jingjing Du
étudient les comportements de réservation des touristes chinois.

MOTS-CLÉS – Tourisme, développement économique, changement qualitatif,
comportements, modèle d’affaires

DESMARCHELIER (Benoît), FANG (Eddy), « Emerging markets and the
development of tourism services »

ABSTRACT – Tourism services undergo a process of qualitative change
alongside the economic development: in early stages, the main demand to be
satisfied is made of foreign tourists, while nationals later become increasingly
important. The two papers presented here highlight this duality. Ha V.
Luong’s contribution investigates the attributes that make Vietnam standing
out as a location in the eyes of foreign tourists, while Yingchan Luo, Linjia
Zhang and Jingjing Du focus on the booking behaviours of Chinese tourists.
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business model



EMERGING MARKETS  
AND THE DEVELOPMENT  

OF TOURISM SERVICES

Benoît Desmarchelier1,a 
Eddy Fang2,b

a University of Lille, France
b Xi’an Jiaotong-Liverpool 
University, China

Services represent an ever-increasing share of employment and output 
in emerging economies. This growth is accompanied by a process of 
diversification and sophistication: brand new services are being delivered, 
and many see their business models reinvented, for instance with the 
use of social media to customize propositions of value. Among service 
activities, tourism also presents the specificity of being a major source 
of income in all stages of development. In traditional societies, much 
effort is spent on the provision of services for inbound foreign tourists, 
while in emerging markets the rise of middle classes also creates domes-
tic markets for tourism services. This major qualitative change in the 
demand side is a potentially powerful driver for the emergence of new 
services in – and in relation to – the local tourism industry. 

Vietnam stands as a perfect archetype of this process of progressive 
replacement of foreign visitors by domestic tourists in touristic spending, 
since 50.7% of this spending was made by foreigners in this country 
in 2017 (WTTC, 2018a, p. 3). Foreign tourists are hence still a major 
source of touristic income, but nonetheless service providers will need to 
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increasingly adapt their offerings to local preferences and requirements. 
In this context, Luong’s contribution to this special section investigates 
the attributes that make Vietnam standing out as a location in the eyes 
of foreign tourists in their post-trip reports on social medias.

On the other hand, China provides a case of a tourism service demand 
that is increasingly domestic in nature. Indeed, Chinese nationals repre-
sented as much as 87% of tourists’ spending in China in 2017 (WTTC, 
2018b, p. 3). Luo, Zhang and Du are hence focusing on the study of 
Chinese tourists’ behaviours – in particular their propensity to use 
social media platforms when making booking decisions. Interestingly, 
the study finds significant age and gender difference. 

Collectively, the two papers in this special section exemplify the 
complex equation facing service firms in touristic sectors of develop-
ing countries when elaborating their business model. The demand is 
indeed rapidly evolving and the greater importance of nationals implies 
concurrently facing heterogeneous consumers’ profiles. This diversity 
comes both from abroad, with the mix of international and domestic 
travelers, as well as from within the country, with rapid economic growth 
generating increasing gaps between generations. Reading from these 
papers, social media seem a promising tool to address this increasing 
heterogeneity. 
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