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ABSTRACT

Due to the rapid development of coastal tourismeicent years, coastal tourism has become an impbttaurism realm

and also a key issue in domestic and foreign tauriBhus, this study aims to make good use of thengaiges of its own
coastal tourism resources as the background, randeof local cultural characteristics to enhance tompetitiveness,
founding a coastal tourism city brand, expanding fopularity of the city brand, attracting touriseyes and promoting
the development of coastal tourism. In this stulg,main methods are through literature analysisl éhe preparatory
work of field visits, relevant information is calted, and by means of the questionnaire surveyntenstand tourists'
satisfaction and suggestions. Finally, trying todfiout the problems existing in Zhanjiang's coasialism, meanwhile to
analyze the causes of the problems, and explorstthtegy of founding the brand of Zhanjiang cistastal tourism in
combination with relevant theoretical knowledge, & to promote the development of Zhanjiang's ebasurism,

attracting more tourists to visiting and playingattjiang.
KEYWORDS:Coastal Tourism; Brand Founding; Tourism Resouré@sgstionnaire Survey

INTRODUCTION

Tourism is the way most people choose to releas@ithssure and annoyance of life, among them tastaictourism is a
very popular way to visit. Coastal tourism is teading industry of marine industry under normalditons, it is also a
hot spot in domestic and foreign tourism. The inearfithe coastal tourism industry has a significatdationship with the
gross output value of marine industry and locakgroational products (Sun, 2014). Thus, developoastal tourism is
one of the best ways to improve the gross outplitevan the marine economy and the correspondingubwalue of

tertiary industry.

Coastal tourism appeared in Latin America and tlagibBean first, and then it is becoming more andemo
popular all over the world. However, how to stamtl foom such a dazzling array of coastal tourisodpicts has become a
favorite coastal tourism product for tourists, aslvas how to build an eye-catching and endurirgstal tourism brand to
meet the diverse needs of tourists are the reseapits of the current coastal tourism developn{@hiang, and Tian,
2007; Zhang, 2021).

Zhanjiang is speeding up the development of coastalsm and making great efforts to build coastairism
brands. However, the most important thing in buaiidicoastal tourism brands is how to make effectise of coastal
tourism resources. Thus, this paper mainly stuthes problems of coastal tourism resources and bianlding in

Zhanjiang and puts forward some suggestions (Lid@@3; Chen, 2009).
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STUDY AREA

Zhanjiang also known as “Guangzhou Bay”, is locatethe southernmost tip of the Leizhou Peninstimainland China
in the southwest of Guangdong Province, which sumding by the sea on three sides, the South ChaéaairSthe east,
Hainan Province in the south, and Beibu Gulf inwest. With a coastline of more than 2,000 kilomgtZhanjiang is a
passionate seaport city. It is a city with a popafaof 8 million, five counties, four districtsisw as Figurel), which has
many special characters such as one national edonamad technological development zone, six naticg@dnomic
development zones, China’s first open coastal €tyna’s seafood and food capital, national garlgn China’s top ten

cities and China’s urban life demonstration citya{Bnd Guangxi, 2011;Jane and Yang,, 2021).
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Figure 1: The Administrative Zoning Map of Zhanjiang City.

Additionally, many particular advantages here,if@tance fresh air, Zhanjiang's air quality ranksag the top
in the country all year round. Both beaches anccthentryside are natural oxygen bars, and the negakygen ions are
four times higher than the standards issued bwibeld Health Organization. The average annual teatpee is only
23.2C, and the vegetation is evergreen broad-leavedtfonéth long summers and no winter all year rouHdat's why it

is the best place for vacation and tourism.

The coastline occupies 1/3 of Guangdong Provintigtwis the city with the longest coastline amongfgcture-
level cities in China. There are countless islaaitd bays. Meanwhile, namely Special City, SouthrdSiea, East China
Sea, Weizhou Island, Nanping and Zhanjiang Bay,cetastitute the "five islands and one bay" coastatist area, along
which has many tourism resources distributed sigiClaina's No.1 Long Beach, Xuwen National Coral fRé&ture

Reserve, Special City Mangrove National Nature Resand Weizhou Island which is the largest volcasland in
Chinfrror! Reference source not found.
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Besides, the biggest feature of the delicious Zbhagjseafood which pays attention to its originaldr, thus
attracts many tourists visiting here because afidsiral quality, freshness and lightness. Zhagjip@ople have a history
of eating seafood for more than 700 years in CHmancient times, Zhanjiang's people cooked sehfppthe sea, which

was a purely natural cooking method. Until todéshérmen in Zhanjiang prefer to cook in this wahjah is unique.
RESEARCH METHODS
Document Analysis

The main purpose of document analysis method imtterstand the past, insight into the present aedigi the future.
For this, the collection content should be as &ol broad as possible. After analysis, inducticsh iategration, and then
analyze the origin, cause, background, impact ampliéd structural significance of the event. In iéidd, because
document analysis method does not contact with Ipesopd things recorded in the document, it is akted non-contact
research method. The document analysis methoddieslfour steps: reading and organizing, descriptitassification and

interpretation (Zhang, et al., 2021).

In this study, after the theme selection is deteedj the relevant information is found accordinght® research
object of the research theme, and the domesticf@mein literature and materials related to thisesrch are obtained
from the main databases including CNKI, Superstardal, Wanfang, Baidu Academic as well as sogon,cand the
relevant information of coastal tourism resourcesZhanjiang is obtained from the websites of officivebsite of
Zhanjiang Tourism Bureau, sogou Baidu, etc. Onbthsis of reading a lot of relevant literature aneloties, combined
with Zhanjiang's current neglect of coastal tourigsources, and the actual situation of brand fagndf coastal tourism

city, herein this paper makes an in-depth discuassio
Questionnaire Servey

This paper mainly uses Zhanjiang coastal tourissources to create brand-related strategic issueishvis the main
research content, and carries out random quesii@srend related research. The questionnaire sangetonly the citizens
in Zhanjiang City, but also tourists from other asdn Guangdong Province and other areas outs@@rtbvince. The
guestionnaire content involves tourists' specifielihgs about coastal tourism in Zhanjiang City andgestions on brand
founding of coastal tourism. The study personalgnto Zhanjiang to carry out on-the-spot invesitgg and personally
experienced the current situation of coastal towiis Zhanjiang, so as to obtain first-hand reseanakerials more directly

and ensure the authenticity and availability ofithestigation materials (Shu,1995).

In order to understand the experience, satisfactiwhimprovement suggestions of tourists on Zhagjieoastal
tourism, a questionnaire survey was used to olitenreal ideas of tourists. Using the statistiaalgsis method, the
different ideas of tourists of different ages, eiéint purposes and different tourist sources anated, then the existing

problems of Zhanjiang coastal tourism are summdrize

There are 19 questions in the questionnaire, wéiieldivided into two parts. The first part is thasic description
data of the respondents, including six demographaracteristics such as age, occupation, regiorgander. The second
part mainly wants to know the respondents' undedstg and satisfaction with Zhanjiang coastal temi The 19
guestions in the questionnaire are set as multipéee questions to ensure the effectiveness ofjtlestionnaire. The

guestionnaire is sent and collected in the formjuegstionnaire stars, tourism forum posts, fieldtsjsetc. The collected
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guestionnaires are screened, and the invalid qurestires are eliminated. Finally, 320 valid questares are obtained
(Hao, 2003).

INVESTIGATION, ANALYSIS AND DISCUSSION

Problems of Coastal Tourism in Zhanjiang City

According to the data of investigation and analy#i® utilization of coastal tourism resources &ndnd building in
Zhanjiang mainly show the following 4 problems, luding low popularity, underdeveloped transportat@nd poor
infrastructure, lack of local characteristics ofiist attractions, and weak enthusiasm for sociatigipation, which are

respectively describing as follows(Zhang, 2021).
Low Popularity

Nowadays, Zhanjiang's image of urban tourism ismmiing "Blue Sea, Clouds and Waves", and the toupsopaganda
slogan is: “Blue Sea, Blue Sky”. Honestly, the slogand propaganda are indeed in line with Zhanfgauadan tourism
image. However, after investigation of this stuiiys found that such vivid propaganda slogansratedeepen rooted in

people's minds, but also little known.

As for the brand promotion of coastal tourism citye survey results show that 40.31% of tourisisktthat
"Zhanjiang is abundant in resources, but its pafiylés not high, and its prospects are not vergdjo as shown in Figure
2. From this point of view, the brand image promwotof coastal tourism city in Zhanjiang is not lage. At present, the
propaganda means of Zhanjiang's tourism city beaedmainly the tourism information published on tiegwork by the
official website in Zhanjiang Tourism Bureau ané ftropaganda of some local travel agency storehahjiang only.
This kind of propaganda approaches not only spséaaly but also spreads in a narrow range, obvipitsk difficult to

attract the attention of tourists (Chen, et al030

m Rich resources and great
development potential

W Itisrichin resources, but its
popularity is not high, and its
prospect is not very good
Rich in resources, but many have
not been paid attention to, and
the prospect is relatively worrying

M Resources are not abundant, and
there is not much development
prospect

Figure 2: The Analysis Result of the Question "Whatlo you Think of the Development Prospect of Coasta
Tourism Resources in Zhanjiang?".

Underdeveloped Transportation and Poor Infrastructure

The developed tourism industry must be supporteddweloped transportation, but by March 24th, 2@#3njiang old

airport had only 21 air routes, which were ope@ccities. Among them, there are 19 domestic roates?2 international
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and regional routes. Due to the small size of thmod, the small throughput of tourists, the higist of air tickets and the
small number of flights, it is not conducive forutests from outside the province to take direcghis Zhanjiang. At
present, it is understood that there is only oglsipeed rail to Zhanjiang which is Guangzhou-Ziaaj high-speed rail.
For provincial and international tourists, if theyant to get to Zhanjiang by high-speed railway,ytmeust get to

Guangzhou South Railway Station and transfer. Asofainary trains, Zhanjiang Railway has openedhhiz Line,

Sanmao Line and Yuehai Railway, and only openeectiipassenger trains with Beijing, Shanghai, Guamgz\Wuhan,

Nanjing and other cities (Chen, 2019).

As for the bus situation in Zhanijiang, it is knottrat the bus in Zhanjiang is divided into six dids, namely the
city bus, bus lines, bus lines in Potou DistriotDievelopment Zone, in Suixi as well as in Wuchuamong them, there
are 58 bus lines in the city, and the operatior tisnfrom 6: 00 to 23: 00, of which all bus linege aetween 4 minutes and
half an hour, and most bus lines are more thandmatiour apart. As a tourist city without a subwayhlic transportation
has become a popular choice. Compared with 124%inmssin Guangzhou, 58 bus lines in Zhanjiang obsiy can't meet

the demand of tourists.

For now, Zhanjiang's amusement infrastructure @ pahich can't meet the needs of tourists in teom¥ood,
lodging, transportation and entertainment”. Theitbueception facilities in some scenic spotsgradually aging and not
updated, the roads are damaged, and the numbéghstlass hotels is small13. The level and numbeshopping malls
cannot meet the needs of tourists. The survey teeshiow that, as shown in Figure 3, 46.25% of stsirthink that
Zhanjiang's infrastructure is not perfect enougir. €&ample, the shower facilities and the numbedenfs and cool chairs
in Jinshawan Beach, the lighting facilities in rslaresorts, catering facilities, etc. It can't gigarists a high-quality sense
of experience in quantity and quality, which affetite tourist’s volume of Zhanjiang tourism, andstfyoes against the

brand founding of Zhanjiang coastal tourism city@tal., 2012).

WHave a bad impression of Zhanjiang

[WLocal people are not enthusiastic
about development.

- 59.06%
78.13% s Governmentsupport is not strong.

29.06% WLack of capital investment

50.31%

PBackward developmentof tourism
Inadequate infrastructure

WPropaganda is not enough

lThe characteristics of tourist

attractions are not distinct.

Figure 3: The Analysis Result of the Question "Whatactors do you think Hinder the Development
of Coastal Tourism in Zhanjiang?".
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Lack of Local Characteristics of Tourist Attractions

As for the local characteristics of tourist attracs, the survey results show that 40.31% of ttatisink that "Zhanjiang
coastal tourism has too few tourist attractions #axks local characteristics”, as shown in Figuréde image of
Zhanjiang's city tourism is marked as "blue sea skyl clouds and waves are shining", which takegaathge of
Zhanjiang's coastal merits and high-quality climaterironment for publicity. However, such public#jogans do not
reflect the vivid cultural connotation and partaulcharacters of Zhanjiang. For instance, therenareerous coastal
tourist cities in China, such as Qingdao is knowentlae beer city of the world, Xiamen is the gardenthe sea,
Qinhuangdao is the backyard garden of Beijing aizhjin, as well as Sanya is the Oriental Hawaiil a0 on (Zhang,
2014).

From the above-mentioned famous coastal tourigtsgiit can be seen that "coastal advantage" alehsant
climate" are the common characteristics of thesestet tourist cities, however what they focus oonpoting is not the
commonness of coastal cities, but their uniqueastiaristics, forming tourist attractions with locdlaracteristics. Thus,
from this point of view, Zhanjiang's promotion afastal tourist city does not combine with localtgrdl characteristics,

and does not form tourism products with local chemastics and brand effects, that's why it catitaat tourists.

M inadeguate transportation

M Poor infrastructure

28.13% 52.50%

Tourism products are similar and
there is no innovation.

W The limited passenger flow in the
scenic spot is too large, and there
isno good rest experience.

M There are too few tourist
attractions and lack of local
characteristics.

Figure 4: The Analysis Results of the Question "WhaProblems do you Think Exist in Zhanjiang
Coastal Tourism at Present?".

Weak Enthusiasm of Social Participation

According to the survey results, the enthusiasmoafal participation in brand founding of Zhanjiacmastal tourism city
is not strong, and all social participants haveommon goal, but their respective development ladkesion, forming a
decentralized development state (Zhang, 2016)ty’sdiourism brand founding should be led by gowent departments
to create brands, and all social subjects shoutiicEate in the brand actively to create a bramat ts beneficial to multi-
development. However, according to this study’sanstinding, the tourism of four districts, five atias and cities in
Zhanjiang is in a state of their own developmeritheut combination. For example, Suixi’s theme risphasis on "lion-
awakening culture", Leizhou takes Leizhou cultuseita theme, and Lei Ju and Xuwen are famous feir tipineapple

sea'.
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In the study periods, when visiting the local resits of Zhanjiang and asked them if they knew tlemtity of
Zhanjiang's tourism image, most of them didn't knelrat the identity of Zhanjiang's tourism image Walsie sea, clouds
and waves". It can be seen that no matter thesimudeveloping departments of various regions innghag or every
individual involved in society, they are not vergncerned about and energetic involved in brand downof Zhanjiang
coastal tourism city. Thus, | guess the main redsotihis is that the relevant government’s deparita ignore the target
audience, lack guidance and appeal to the targkéace, and introduce relevant preferential pdid attract all social
subjects to participate in the brand-founding eyt Which leads to the low enthusiasm of the taegalience to

participate in the brand founding for Zhanjiang stahtourism city (Zhang, 2021).
ANALYSIS OF THE CAUSES’ PROBLEMS IN COASTAL TOURISM
Insufficient Exploitation of Coastal Tourism Resources

The brand founding for Zhanjiang's coastal touristy is mainly based on the theme of "blue sky dhte sea”, and
featuring as the coastal tourism resources. Howdverrelevant departments of Zhanjiang's touriswetbpment have not
fully utilized the coastal tourism resources, esgdhcthe exploration of marine tourism resourceistorical and cultural
resources. The brand positioning of a city canmoséparated from the local culture, due to culbgieg the brand of a
city. Thus, in terms of brand positioning it mustter reflect the value of a city to the peoplecdhtains practical and

impractical values, such as experience, emotiorcatidre.

When developing coastal tourism in Zhanjiang, thenitipal government failed to grasp the unique tadas
tourism resources, such as unique mangrove resusdcguangyan, the most typical Maar Lake in theldyabundant
island resources, and unique history as well atuulof Guangzhou Bay. In the era of fierce contipetiin coastal
tourism, the relevant departments of tourism dgualent in Zhanjiang will inevitably lose out in tlierce competition if
they don't pay more attention to the exploitatidragailable coastal tourism resources, formulatevent development

strategies, and mobilize various departments tp Bbeanjiang coastal tourism city brand founding.
Lack of Sciengific Planning Guidance

For Zhanjiang city, the development of coastal igmarcity brand lacks scientific planning guidange. develop coastal
tourism in Zhanjiang city, we should persist in maiing the development of coastal tourism city braattracting tourists
as the development goal, and build our own cultcoahotation as the focus. We need relevant govenhoepartments to
formulate scientific planning guidance, grasp thevedopment focus, contact the relevant tourism ldgveent

departments in four districts, five counties antlesj stick to one development goal, and constaptlymote the
development of local coastal tourism, thus drivthg six elements of tourism, namely, "food, lodgitrgnsportation,

traveling shopping, entertainment” and other relateustries.

However, in the process of brand founding for Zlzarg's coastal tourism city, there is a lack ofestific
planning guidance, and the development ideas aftabtourism city brands in the whole city are oobsistent. Different
regions have different tourism developing ideasulting in different developing priorities and dégng plans in
different regions. In the long run, it is not cood to brand founding for Zhanjiang’s coastal tenr city, meanwhile it is
not conducive to spreading the stable and distiadbrand image for coastal tourism city to the ioletsvorld, and it is

difficult to make the brand of coastal tourism diby leave a deep impression in the eyes of théiqub

| Impact Factor(JCC): 6.0879 — This article can be dowatted fromwww.impactjournals.us




| 28 Wenting Lv & Ruei-Yuan Wang|

Lack of Capital Investment and Insufficient Government Support

As we all know, if you want to build a brand ofitydourism, first of all, the tourist destinationust have tourist attractions
that can attract tourists, triggering touristsveting desire. Secondly, the tourist destinati@s ltertain accessibility and
perfect tourism infrastructure, including six agpecfood, lodging, transportation, traveling shiogp and entertainment".
However, according to the study’s understanding gibvernment departments of tourism developmeghahjiang are very

scarce in funding for tourism development. As shawiFigure 3, 47.5% of tourists think that the €ast hindering the

development of coastal tourism in Zhanjiang incltltelack of funding. The construction of basidlftes in scenic spots is
backward, and most tourist service centers in scgots lack functions. The number of parking Itts,level and number of

recreational facilities, and the number of restfiomal areas are far from meeting the demanduwofsts.

Implementing the brand war for the coastal tourigty of Zhanjiang depends on the joint participatiand
efforts by all Zhanjiang citizens and tourism deyghent government departments. The government dhakk the
initiative to guide all Zhanjiang citizens and wduce corresponding preferential policies to attratevant investors to
join in the brand founding activity. However, Zhi@ng municipal government's support for tourismedepment is far
insufficient. As shown in Figure 3, 50.31% of tatsi think that insufficient government support ige @f the important

reasons that restrict the development of Zhanj@ragtal tourism.
COUNTERMEASURES TO FOUND COASTAL TOURISM BRAND
Mining the Coastal Tourism Resources and Launch th8rand of Characteristic

To build the brand for Zhanjiang’s coastal tourisity, we must find out the positioning of Zhanjiaoiy and its future
development direction. Zhanjiang is a beautifulstabcity, facing the sea on three sides, with dbahcoastal, ecological
and cultural resources. The coastline is 2043 &mélters long, with 134 islands and 101 harborsnjfdrag Port has a
unique resource advantage, especially the tow$sturces are very abundant. Additionally, Such aset National Coral
Reserve is the largest, most concentrated andobestrved coral reef in China. Zhanjiang is abuhdaeeafood, known
as the seafood capital of China, the top ten toeisorts in China, the first batch of national marparks, and the South
Three Islands, one of the top ten most beautifahis in China. Jinsha Bay won one of the ten rheautiful beaches in
Guangdong. The most beautiful wetland in Guangdsidangrove National Park. In 2021, it was listedoae of the top
ten "comfortable cities" in 2020-2021 and one & thp 100 brand cities in China. Also, it was raasd third-tier city in
2021, and ranked 29th in China's urban environnheotafort index in the first quarter of 2021. Thasgque advantages

provide a broad space for the development of touris

In order to endow these natural resources withl logitural characteristics, it should combine Zfiamy's cultural
characteristics and launch a coastal tourism ciyndb with local characteristics (Peng, 2012). Baneple, Zhanjiang has
8 items in the national intangible cultural hergdigt as follows: such as the traditional danckarfiang People's Dragon
Dance and Suixi Lion Dance; Traditional art Leizh&tone dog; The folk custom of Wuchuan floats; Fitrature
Leizhou song; Traditional drama Lei Ju. Traditiodeama Wuchuan cantonese opera southern schawitarZhanjiang's
natural seaside scenery as the background andduottatal characteristics as the rendering, thedbraf coastal tourism
city with local characteristics will be launcheddadeveloping the characteristic tourism industily be accelerated. As
shown in Figure 5, the survey results show tha8B%. of tourists are attracted to Zhanjiang's Ismnic spots, thus

which are more important for tourism in Zhanjiang.
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m Local characteristic scenic spots
m Eco-tourism, green consumption

m Internal and external traffic
28.13% convenlence, including traffic facilities in
scenic spots

37.81% m Tourism service level of enterprises

2B.75%
36.56% B
28.75% - ) m Coastal tourism orientation

30.31% AR ;- { m Civilization of the city and hospitality of
| local residents

32.19%

m Tourism marketing

32.81%
m Service facilities and quality of scenic

32.81% spots, such as toilets, explanation

systems, reception facilities, ete,
m Scientiic planning of tour routes
33.44%

w Local specialities and culture

m Wisdom tourism construction

m Tourism market order and complaint
handling

m Preferential policies and efforts of
tourism

m other

Figure 5: The Analysis Results of the Question "lfjou Travel to Zhanjiang, What do you Value or
Care about Most?".

Strengthenintra-Regional Tourism Cooperation for Canmon Development

Regional tourism cooperation refers to the optiralbcation and combination of regional resources dzpnomic
organizations according to specific principles,asoto achieve maximum economic, social and ecabgienefits (Bian,
2019). In view of the problem that the tourism oftuf districts, five counties and cities in Zhangais developing
independently, Zhanjiang Tourism Bureau should fdat® a unified and long-term development plansimfdate a
development concept to promote the common developofecoastal tourism in the whole city. Meanwh#&rengthen the
coastal tourism cooperation among regions, to ptentbe development of coastal tourism in variougioms. For
example, strengthen the cooperation between thetaloturist attractions in Zhanjiang city and thda five other

counties and cities, and develop with the sameegainc

As we known, Jinshawan, Guanhai Promenade and figdstand Resort in Zhanjiang urban area will bdtbu
into a tourism group with Suixixian Islands Resd#st Island Resort, Nansandao Resort, Weizhonddiaternational
Cultural Tourism Resort and Jizhaowan InternatioDakan Resort Cluster, etc., so as to realizeidrafirrier-free
between scenic spots. All regions aim at foundheghirand of Zhanjiang coastal tourism city, whiglmiore conducive to

spreading the brand to the outside world and rieglithe goal of all regions.
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Enhance the Tourist Transportation and Basic Suppading Facilities

In order to attract more tourists and build Zhamjia brand as a coastal tourist city, an importa@p is to ensure the
convenience of tourist transportation and the p#da of tourist supporting facilities. Zhanjiangaould further promote
the integrated development of transportation amgligm, speed up the construction of Zhanjiang eaatif Guangdong
Binhai Highway, Zhanjiang Wuchuan International prt and high-speed railways such as Hezhan, Zlznhgh
Guangzhan Passenger Dedicated Line and Baohaiogew®re flight routes, expand the airport, inceett®e throughput

of airport tourists, and build a convenient, fasd @omfortable tourist transportation network.

To form a comprehensive tourism transportation esystvith distinct levels, smooth connection, reabtma
layout, safety and high efficiency, increase thpattture frequency of buses in the city, set up nb®lines, shorten the
distance between bus stops, meet the needs o$tand citizens for public transportation, imprémerist buses, set up
more tourist special lines between scenic spotsamre the convenience of tourist transportation emthnce tourists'
sense of experience, and realize the importan@itytenter, transportation hub and major scen@sspgreenways and
transportation hubs. For example, do a good jotwa@d construction from Huguangyan Scenic Area tagghg Avenue,
the southernmost point of Chinese mainland, Aniakéiflage and other tourist attractions, so agmhance the landscape

experience of tourists entering the "last mile'tteé scenic spot.

As a coastal tourist city, Zhanjiang should imprate supporting facilities in six aspects: "fooadging,
transportation, traveling shopping, entertainmett"bring tourists a good experience. Zhanjiang igipal government
should improve the basic supporting facilities ofirist attractions, increase the amount of equignterensure the
coverage in the scenic spots, such as the consimuat lighting equipment, leisure and cool fagé#, etc., and introduce
preferential policies to attract investors to buibdirist hotels in Zhanjiang, and build accommaatatiotels of different
grades to meet the different needs of differentistar Naturally, there is no shortage of largdesamater amusement
places in coastal tourism. Build large-scale wareusement parks along the sea, and build a cdastém city brand

that combines viewing and playing.
Intensify Publicity and Expand Brand Awareness

In view of the low brand awareness of Zhanjiangastal tourism city, Zhanjiang Tourism Bureau statkengthen the
publicity of tourism brands. The mode of commurimatcan be through TV broadcast media, local tragencies, paper
media, internet, etc. As shown in Figure 6, 63.7%ourists know about coastal tourism productZlianjiang through
TV broadcasts. Therefore, the spread of Zhanjiazwgstal tourism products through TV broadcastiag échieved initial
results. Also, Zhanjiang Tourism Bureau should stwaore funds to cooperate with many TV statiomd, anly to buy

advertisements in local TV stations, but also tonpote Zhanjiang's coastal tourism city brand toienzks in Guangdong
Satellite TV and tourism channels, etc., so astti@a more domestic or foreign tourists. As foflioé marketing, as
shown in Figure 6, 57.81% of tourists learn abaatstal tourism products in Zhanjiang from locavéleagencies. Thus, it
is a good way to attract Zhanjiang citizens andingltourists by increasing the frequency of officivebsite push by

travel agencies, and increasing the intensityaresiarketing and poster leaflet sending by trageincies.

In this information age, online video has becomeftvorite content of contemporary people, andcth@ent of
online video is all-encompassing. Therefore, thelstthinks that online video is the best way torpote the brand of

Zhanjiang coastal tourism city. However, the survesults show that as shown in Figure 5, only 2G%ewple know
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about Zhanjiang through network media. Obviousty,order to make good use of the sharp weapon ohéteork,
Zhanjiang Tourism Bureau, government departmerasildhregard online video as the main force to prienhanjiang
brand. For example, registering official accoumsSina Weibo, WeChat WeChat official account, TakTXiaohongshu,
Aauto Quicker and other platforms to publish prooml videos can attract tourists from other proet in China and
even international tourists. In addition, the goweent can also cooperate with Zhanjiang citizerth waffic to guide
them to actively publish videos and posts to pr@nigianjiang's tourism brands, which can stimulaepfe's sense of
identity with Zhanjiang's coastal tourism city bdarand achieve better brand promotion effect.

15% M Television media

16.88%
B Network media

‘ Paper media
57.81% A M relatives and friends

m travel agency
The brand is loud and famous.

M other

Figure 6: The Analysis Result of the Problem "How @ you know about Zhanjiang Coastal
Tourism Products?"

The Government Encourages Social Participation

Zhanjiang municipal government should unite soc@isensus and actively encourage social subjegartwipate in the
brand founding of Zhanjiang’s coastal tourism cihanjiang municipal government can spread thandiste brand
concept of coastal tourism city, mobilize the seas®wnership of local entrepreneurs, residentsjasmrganizations,
experts and scholars and other social subjectsstimlilate their enthusiasm for participating i thrand creation of
coastal tourism city of Zhanjiang, so as to gui@egle to actively promote the brand of coastalismurcity, so as to
attract more people to visit Zhanjiang.

Therefore, first of all, we should mobilize the miasm of the citizens. In the process of branahding of
coastal tourism city, the government should alwstysngthen its leading position, making full usdtsfcoastal tourism
resources, using scientific theories and methodsmdlating scientific development plans and manggthem
scientifically, and enhancing the self-confidenéesacial subjects in brand founding of Zhanjiang&mastal tourism city,

SO as to encourage every social subject to paatieiim the brand founding plan.
CONCLUSION

In this paper, through literature analysis, theppratory work of field visits, relevant informatide collected, and
guestionnaire survey is used to understand thefaetion of tourists and suggestions. Finding batgroblems existing in

Zhanjiang's coastal tourism, analyzing the caudethe problems, and exploring the strategy of fangdZhanjiang's
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coastal tourism city brand with relevant theordticaowledge. Promoting the Zhanjiang's coastal igrarindustry into
developing new opportunities and attracting moreisbs to visit Zhanjiang, so as to promote thenecoic development
around Zhanjiang and promote the development ofigou Therefore, this paper studies the brand fogf

Zhanjiang’s coastal tourism city and draws theof@ihg conclusions:
In order to founded a brand of coastal tourist witth unique Zhanjiang characteristics;

First of all, we should make full use of Zhanjiamgbastal tourism resources, taking Zhanjiang'®nedj culture

as the foundation and its unique coastal tourisandbias the carrier.

Secondly, promoting the brand of coastal tourisnZladinjiang, the government should first start with local
residents, and strengthen the publicity of the thrah coastal tourism in Zhanjiang through variouays; especially

through online media, so that more people can dortiee brand of coastal tourism in Zhanjiang.

Thirdly, ensuring the high-quality tourist expemenof tourists, the government must increase invest,
ensuring convenient transportation, improving suppg facilities, meeting the six needs of "foodddjing, transportation,

traveling shopping, and entertainment" and proyjdiigh-quality tourist experience.

Fourthly, realizing the long-term development ofarfiang's coastal tourism brand, the local govemirsbould
play a leading role in the construction of Zhanjancoastal tourism brand, formulating a long-tefevelopment plan,
improving the talent introduction policy, establigl and improving the government's work incentivectranism, and

promoting the long-term development of Zhanjiamgastal tourism city.
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