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The research purposes of this study are (1) to study the current situation of
marine sport tourism in WeiHai city (2) to develop the strategy of marine sports
tourism resource management to promote tourist attractions in Weihai city (3) to
validate the feasibility of strategy of Marine sports tourism resource management to
promote tourist attractions in Weihai city.

This study adopted the R&D research method, which collected data through
the documentary analysis method, inquiry method, and interview method. The main
research tools applied to this study are a questionnaire and an interview form. The
author first conducted a questionnaire survey was conducted among 400 tourists from
four major marine sports tourism attractions (Weithai International Beach, Putao
Beach, Half Moon Bay Beach, and Naxianghai Tourist Attraction) to collect
quantitative data and then conducted interviews with 10 key informants to ollect
relevant qualitative data. The author then carried out a descriptive statistical analysis
of the quantitative data, a content analysis of the qualitative data, a SWOT analysis to
integrate the quantitative and qualitative data, a TOWS matrix to suggest pertinent
strategies, and a Connoisseurship session with 9 experts to validate the strategies, and
the feasibility of the strategy was validated again through interviews after
connoisseurship.

The results of the study found that: (1) the situation of marine sport tourism
in WeiHai city has 8 strengths, 8 weaknesses, 7 opportunities and 6 threats, which are
mainly manifested in the fact that WeiHai City has exceptional ecological resources
,unique cultural heritage ,significant geographical advantage,clear policy support,solid
infrastructure , but there is still room for improvement in terms of uneven resource
development ,severe product homogenization ,significant shortage of specialized
talent.(2) In response to the analysis of the current situation ofmarine sport tourism in
WeiHai city, this study proposed 7 SO strategies, 6 ST strategies, 7 WO strategies,
and 6 WT strategies, which covered such aspects as strengthening the linkage of
attractions, expand international tourist sources, exploring local culture and
developing winter specialty products;(3) The experts involved in the connoisseurship
agreed that these strategies have high feasibility and are in line with the current
development needs of marine sport tourism in WeiHai city, and except for a few
strategies that need to be merged, the final result is 5 SO Strategies, 3 ST Strategies,
6 WO Strategies and 3 WT Strategies.
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Chapter 1 Introduction

1.1 Background to the Study

With the growth of the economy and the improvement of people's living
standards, an increasing number of people are willing to leave their homes to explore
the world. The domestic tourism market is becoming increasingly prosperous, and
major tourist attractions are often overcrowded during holidays. With the end of the
global epidemic caused by the new coronavirus, people's concept of life has changed
accordingly, and they are eager to visit famous mountains, rivers, historical
monuments, and experience the customs of different regions. Tourism has become an
indispensable part of people's lives. The tourism industry has shown a booming trend.

To enrich tourism supply, promote the high-quality development of tourism,
further satisfy the needs of the people for a better life, and give full play to the
important role of tourism in promoting economic and social development, the General
Office of the State Council of China issued the Council (2023) “Several Measures on
Unleashing the Potential of Tourism Consumption and Promoting the High-quality
Development of Tourism” on September 29, 2023.

In response to the current situation of tourism consumption transformation,
tourism industry upgrading, and reconstruction of tourism development pattern in
Shandong Province, in December 2023, Shandong Provincial Department of Culture
and Tourism and other 10 departments jointly issued the Department (2023)
“Implementation Plan - for Promoting the High-Quality Development of Marine
Tourism (2024-2026),” which aims to take advantage of the current tourism industry
transformation and upgrading, and  the country's vigorous efforts to promote
high-quality development of the strategic opportunities through policy guidance,
incentives and coordination and collaboration role to push marine tourism in
Shandong Province to the track of high-quality development. It aims to take
advantage of the current strategic opportunity of tourism industry transformation and
upgrading, and the country's strong push for high-quality development to push marine
tourism in Shandong Province into the orbit of high-quality development through
policy guidance, incentives, and coordination.

Over the past two years, Zibo City in Shandong Province has capitalized on
emerging tourism trends to achieve a comprehensive industrial transformation.
Formerly recognized as a traditional industrial hub, Zibo leveraged the popularity of
its signature 'barbecue' cuisine as a catalyst to explore local history and culture. By
developing cultural tourist attractions and immersive experience projects, the city has



cultivated a unique tourism brand. This strategy successfully facilitated a shift from an
economy dominated by industry to one characterized by tourism prosperity.

Weihai, a prominent coastal city situated at the eastern extremity of the
Shandong Peninsula, possesses abundant marine resources and distinct geographical
advantages. The advancement of marine sports tourism represents not only an
innovation and expansion of Weihai’s tourism sector, but also an essential strategy to
stimulate economic growth, enhance the urban image, and address the increasingly
diverse demands of the public.

As an emerging type of tourism, marine sports tourism offers high added value
and strong economic benefits. It attracts many tourists and supports related industries
such as transportation, accommodation, catering, and retail trade. This leads to more
employment opportunities and increases local government revenue. Additionally,
developing marine sports tourism helps improve Weihai’s industrial structure. It shifts
the focus from traditional sightseeing toward Ileisure, vacations, and active
participation. This change strengthens the competitiveness of local tourism and
ensures sustainable economic growth.

As living standards improve and tourism consumption trends shift, more tourists
are no longer satisfied with simple sightseeing; instead, they are eager to participate in
more challenging and personalized activities. Marine sports such as sailing, surfing,
fishing, and diving provide unique experiences and excitement to meet the needs of
tourists of various ages, genders, and interests. By developing marine sports tourism,
Weihai can enrich its supply of tourism products, create diverse destinations, attract
more visitors, and enhance the vitality and attractiveness of the local market.

Weihai possesses a long coastline, vast sea areas, beautiful islands, and rich
marine ecological resources, which provide unique conditions for marine sports
tourism. By giving full play to these natural advantages and building a marine sports
tourism brand with distinctive local characteristics, the city can allow more people to
understand Weihai's marine culture and charm while enhancing its popularity and
reputation. In addition, the development of marine sports tourism promotes the
protection and rational utilization of marine resources, realizing a positive interaction
between ecology and the economy.

Located on the Shandong Peninsula, Weihai complements surrounding cities in
terms of marine resources and its tourism market. The development of marine sports
tourism strengthens regional cooperation with neighboring cities by jointly
developing tourism routes and hosting events, thereby realizing resource sharing and
the mutual exchange of tourists. This not only helps to expand the tourism market, but
also promotes regional economic cooperation and the development of the entire
region. Furthermore, developing marine sports tourism attracts tourists while
stimulating the enthusiasm of local residents for sports activities, which promotes
national fitness. By participating in marine sports, residents can enhance their



physical fitness, build their will, relax their minds, and improve their overall quality
of life.

At present, marine sports tourism in Weihai has reached a certain scale. Core
scenic spots such as the International Seaside Bathing Beach, Ban Yue Bay, Pu Tao
Beach and Na Xiang Hai have gradually introduced diversified projects including
sailing, kayaking, sea fishing and beach sports, covering various types such as
traditional sightseeing, leisure experience and niche adventure. These projects not
only meet the family-oriented leisure needs of parents and children, but also cater to
the novel and challenging demands of young people. Relying on the geographical
advantage of the China-Korea Free Trade Zone, some scenic spots have begun to
explore the Japanese and South Korean tourist markets, launching special routes such
as cross-border marine ecological observation and fisherman experience. However,
Weihai's marine sports tourism is still in its growth stage and there is still room for
improvement in product innovation, high-end service supply and balanced seasonal
operation.

In summary, it is necessary to carry out marine sports tourism in Weihai. This
initiative will not only inject new momentum into economic development, enrich
tourism products, and highlight unique urban characteristics, but will also promote
public sports and strengthen regional cooperation. To seize this development
opportunity, actively promote the high-quality development of marine tourism,
improve the leisure and vacation tourism system, set up and complete the tourism
experience pattern from seashore to island and from shallow sea to deep sea, promote
the development of marine tourism to speed up, cultivate and build several marine
style featured projects, and help Weihai build a strong city of the sea, Bureau (2024)
Weihai Bureau of Culture and Tourism released on June 18, 2024 the “Weihai
Municipality Promote the Implementation Program for High-Quality Development of
Marine Tourism.” To set up the tourism brand of WeiHai City characteristics, promote
what the tourism industry accounts for, and promote the development of scenic spots,
the development of marine sports tourism resources with characteristics of a
development strategy is imperative.

1.2 Research Purpose

(1) To study the current situation of marine sport tourism in WeiHai City

(2) To develop the strategy of marine sports tourism resource management to
promote tourist attractions in WeiHai City

(3) To validate the feasibility of the strategy of Marine sports tourism resource
management to promote tourist attractions in WeiHai City



1.3 Research Questions

(1) What is the current situation of marine sport tourism in WeiHai City?

(2) What kind of development strategy can develop the strategy of marine
sports tourism resource management to promote tourist attractions in WeiHai City

(3) Is it feasible to propose a strategy to promote the development of tourist

attractions with marine sports tourism resources management in Weihai?

1.4 Research Scope

1.4.1 Research content

The research of this study is to develop a strategy to promote the development of
tourist attractions by marine sports tourism resources management in WeiHai City.

1.4.2 Population and sample

(1) Population: Tourists to the four attractions involving marine sports tourism
projects in Weihai International Beach, Putao Beach, Half Moon Bay Beach, and
Naxianghai Tourist Attractions (according to data from Internet search, in 2023,
WeiHai City received 59.07 million visitors, and marine sports tourism accounted for
2.9%, or about 1.71 million visitors) network (2024)

(2) Sample: Participating respondents who were marine sports tourism tourists in the
city of Weihai. (Sample size determined to be 400 based on Krejcie and Morgan's
error) Docin (2020); (Morgan, 1970)

For attraction managers and tourism board leaders, purposive sampling was used
to select 10 people.

(3) Sampling method: simple random sampling; purposive sampling method.

1.5 Definition of terms

1.5.1 Marine Sports

Marine sports are sports and cultural activities that draw on people's knowledge
of the sea itself and its resources, including seawater, beaches, islands, and reefs. They
are characterized by their local context, ecological significance, spectacle,
participation, and entertainment value. It is a new direction for the development of
people's sports activities. According to the division of activity sites, marine sports can



be categorized into marine beach sports, including beach volleyball, beach soccer, and
beach tug-of-war, as well as other sports; marine water sports, such as swimming,
surfing, and sailing; and marine island sports, including sea fishing, among others.

1.5.2 Marine Sports Tourism

Marine sports tourism is a combination of marine tourism and sports, relying on
marine natural resources and humanistic landscapes, and using tourism as a carrier to
carry out a number of sports activities for the purpose of physical and mental pleasure,
entertainment, and leisure. The characteristics of marine sports tourism include the
maritime nature of the region, ecology, and the participation of tourists.

1.5.3 Tourism resource

Tourism resources refer to all kinds of things and factors in nature and human
society that attract tourists, are capable of being developed for tourism, and generate
economic, social, and environmental benefits. Tourism resources can be naturally
formed, such as mountains, rivers, lakes, forests, beaches, etc., or created by the
humanities, such as historical monuments, cultural heritage sites, folk customs,
modern architecture, etc. Additionally, they can include social phenomena, such as
festivals and sports events. Tourism resources are characterized by their diversity,
uniqueness, immovability, and innovativeness.

1.5.4 Tourism resource management

Tourism resource  management refers to -a series of management activities
including the planning, development, protection, utilization, and supervision of
diverse tourism resources. The purpose of tourism resource management is to realize
the effective protection and rational use of resources, thereby promoting sustainable
tourism growth. This approach aims to meet tourist expectations while generating
comprehensive benefits for the local economy, society, and environment.

1.5.5 Tourist Attractions

It refers to a comprehensive industry that, by virtue of its tourism resources and
facilities, is exclusively or mainly engaged in recruiting and receiving tourists and
providing them with six segments, such as transportation, sightseeing, lodging, food
and beverage, shopping, and recreation and culture. Its purpose is to satisfy people's
needs for leisure, entertainment, cultural experience, exploration, etc., and to create



economic value and promote employment and regional development through the
provision of various tourism products and services. Tourist attractions are
characterized by comprehensiveness, strong relevance and sensitivity, and are easily
affected by a variety of economic, social, and natural factors. At the same time, the
development of tourist attractions can also drive the synergistic progress of related
industries, which is of great significance to the regional economy, cultural exchange,
and social development.

1.5.6 Strategy

Strategy is the combination of the plans, tactics, or means used to reach a goal or
deal with a problem. It is a planned and purposeful course of action that is meant to
reach a certain goal or fix a certain problem. Usually, strategies are flexible and may
be altered or enhanced as the situation changes.

1.6 Research Benefits

The expected results and benefits of this paper are as follows:

(1) Sorting out the current development status of marine sports tourism resources
management in WeiHai City

(2) The proposing strategies for promoting the development of tourist attractions
with marine sports tourism resources management in WeiHai city

(3) Enrichment of theoretical research on marine sports tourism



Chapter2 Literature review

This paper utilizes domestic and international marine sports tourism theories,
development strategy-related theories, SWOT analysis and TOWS matrix, and other
related theories. (In addition, in the process of making questionnaires and interview
outlines, it is initially envisioned that core competitiveness theories, marketing theories,
tourist satisfaction theories, industrial integration theories, sustainable development
theories, and so on will be applied, which needs the professor's guidance and
discussion.) This paper describes the characteristics of bibliometric research through
bibliometrics and analyzes the advantages and disadvantages of the existing theories.
The main areas include the following:

1. Theory of marine sport tourism

2. Theory of strategy

3. Theory of SWOT Analysis and TOWS Matrix
4. Theory of tourism resource management

5. Previous study

2.1 Theory of Marine Sport Tourism

Currently, both domestic and foreign scholars have researched marine sports
tourism and its meaning sparsely.
Cui Ruihua (2018), in the article “Evaluation of the Competitiveness of Coastal

’

Sports Tourism in China's Coastal Areas,” combed the current situation of marine
sports tourism research. Foreign attention to sports tourism began in 1966, and Sports
and Tourism, written by Don Anthony, became the earliest literature describing the
interrelationship between sports and tourism. In 1970, Williams and Zelinsky shifted
their research perspective to sports event tourism and constructed the basic framework
of sports tourism research, including Sports Tourism: Relationships, Impacts and
Issues (Standeven & De Knop, 1999), Sports and Adventure Tourism (Hudson, 2003),
Sports Tourism: Relationships, Impacts and Issues (Ritchie et al., 2004), and
Development of Sports Tourism (Hinch & Higham, 2001). These publications
significantly increased scholarly attention to sports tourism. After the 1950s, with the
development of coastal tourism, some scholars have gradually carried out studies on the

measures of development of coastal sports tourism resources, the management system,



and the constraints. Some scholars gradually carried out research on the development
measures of coastal sports tourism resources, management systems, constraints, and
other factors. It is believed that the research on coastal sports tourism at home and
abroad is still in the primary stage and has not formed a unified research system.

Marine sports tourism is a tourist in their spare time carrying out various forms
of marine leisure sports as the motive, based on marine resources, to entertain the
body and mind, leisure and health, recreation, recreation, catharsis, and interaction for
the purpose of voluntary participation in the tourism process to participate in and
watch a variety of marine sports as the main content, so as to obtain the unique
experience of the body and mind and to achieve the physical and mental development
of the harmony of the tourism activities. Zhang Zecheng (2016)

Zhang Weike (2015) considered that marine sports tourism is carried out by
tourists in their free time, with marine sports tourism as the motive, based on marine
water resources and the ecological environment system, voluntary participation, not
limited to the strict rules of time and activities, and certain physical movement as the
basic means of sea-related sports programs.

In summary, the current research on Marine Sports Tourism is still in the primary
stage and has not formed a unified research system. In this paper, “marine sports
tourism” is defined as a combination of marine tourism and sports, based on marine
natural resources and humanistic landscape, with tourism as a carrier, to carry out a
number of sports activities for the purpose of physical and mental pleasure, recreation,
and leisure activities. The characteristics of marine sports tourism include the maritime
nature of the region, its ecological nature, and the participation of tourists.

2.2 Theory of Strategy

“Strategy” is commonly defined as a course of action and the way and means to
achieve a specific goal. It is difficult to trace its origin back to a single source with
certainty, as the term “strategy” has been widely used and discussed in various fields
and periods of history. It has been used and elaborated on in many fields, such as the
military, politics, business, and management. Western political and military writings,
as well as ancient Chinese military arts and codes, discuss and utilize similar concepts.
Therefore, the definition of “strategy” in this paper is that it refers to the sum of plans,
methods, or means adopted to achieve a goal or to cope with a certain situation. It is a
deliberate and systematically planned course of action designed to achieve a specific
purpose or solve a specific problem. Strategies are usually flexible and adaptable,
capable of being adjusted and optimized in response to changes in the actual situation.

In article “The Path to Financially Efficient Value Creation - Inspiration from
the book Strategy is Simple,” Zhao Tuanjie (2024) argued that business models are
also continuously optimized. The internal logic is that the owner of an enterprise



defines the business model for a certain period of time by formulating the company
strategy, and as the internal and external environments change, the enterprise needs to
adjust its business model at the right time. It is important to take into account the
actual situation of the enterprise and formulate a corresponding reasonable strategy to
bring out the relative advantages.

Sun Wei (2024), in the article “The construction of China's coastal sports tourism
industry picture and the path of high-quality development,” uses literature, logical
analysis and other methods to analyze the status quo of China's coastal sports tourism
industry, development dilemmas, and puts forward high-quality development
strategies. China's dilemma in developing the coastal sports tourism industry includes
an unreasonable project layout, a need for improved business service quality, a
requirement for stronger industrial integration, and a scarcity of core industry
elements. From the core elements, functional mechanism, and endogenous power to
build China's coastal sports tourism -industry development picture. High-quality
development path: based on the strategic synergy mechanism, continue to optimize
the project layout; based on the mechanism of mutual benefit, effectively improve the
quality of operation and service; based on the mechanism of industrial integration and
resource sharing, strengthen cross-border integration; based on the mechanism of
environmental symbiosis, deeply stimulate the value of core elements.

Jing (2018), in the “Marine Leisure Brand Positioning and Promotion
Countermeasures Research,” used of tourism image shaping theory, tourists'
satisfaction theory, and core competitiveness theory, along with the literature method,
fieldwork method, and other methods, to carry out a detailed analysis of Zhoushan.
The article believes that the development of the marine leisure tourism industry
requires better use of the advantages of the established resources and the accurate
positioning of the brand so as to be more effective in promoting The article argues
that the development of the marine leisure tourism industry needs to better utilize the
existing resource advantages, accurate brand positioning, and more effective
promotion. Marine leisure brand positioning and its promotion countermeasures are
proposed.

Ruijing (2016), in the article “Strategic Concept of Creating a ‘Blue Sports
Tourism Belt’ in the Blue Economic Zone of Shandong Peninsula,” through a
combination of qualitative research, quantitative research, and the use of theories such
as the location theory, the tourist satisfaction theory, the marketing theory, the core
competitiveness theory, etc., analyzed the seven coastal cities in Shandong Province:
Qingdao, Yantai, Weihai, Weifang, Rizhao, Dongying, and Binzhou. It is concluded
that the linkage between marine tourism and sports development in Shandong
Province is not strong, the theme of marine sports tourism is not prominent, and there
is no brand awareness of marine sports tourism.

b

To summarize, the term “strategy,” in this paper, can be defined as a feasible
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course of action to promote the development of the corresponding scenic spots after
an in-depth investigation of the current situation of the development of marine sports
resources in WeiHai City.

2.3 Theory of SWOT Analysis and TOWS Matrix

The theory of SWOT analysis was originally proposed by Wyrick, a professor of
management at the University of San Francisco, in the early 1980s. SWOT analysis is
a situational analysis method based on the internal and external competitive
environment and competitive conditions. By comprehensively evaluating and
analyzing the strengths, weaknesses, opportunities, and threats of the analyzed object,
the SWOT analysis draws conclusions to clearly identify the resource advantages and
deficiencies of the analyzed object through the organic combination of internal
resources and external environment and to understand the opportunities and
challenges faced by the analyzed object so that it can be used at both strategic and
tactical levels and then be used as a basis for the development of a strategy. In order to
adjust the methods and resources at both strategic and tactical levels to ensure the
implementation of the analyzed target to achieve the goals.

The TOWS Matrix is based on the SWOT analysis, also known as the “Inverted
SWOT Matrix,” which regroups the factors in the SWOT analysis to form four
strategic alternatives.

1. Strengths-Opportunities (SO) strategy: Utilizing internal strengths to seize
external opportunities.

2. Weakness-Opportunity (WO) strategy: Overcome internal weaknesses to seize
external opportunities.

3. Strengths-Threats (ST) Strategy: Utilize internal strengths to avoid external
threats.

4. Weakness-Threat (WT) strategy: reduce internal weaknesses to avoid external
threats.

The TOWS Matrix is more focused on strategy development and selection than a
SWOT analysis and provides more targeted and actionable strategic guidance to an
organization or individual by considering a combination of factors.

In the article “SWOT Analysis of the Development of Coastal-type Sports
Tourism Project in Hainan Province,” Chen Tao (2024) adopts literature review,
SWOT analysis, and field survey methods to analyze the current situation and
characteristics of coastal-type sports tourism project development in Hainan Province.
The results show that: (DAdvantages (S) of coastal-type sports tourism projects in
Hainan Province include rich natural resources, sports characteristics plus support,
and significant policy support. @ Weaknesses (W) include poor infrastructure
construction, insufficient domestic competitiveness, and lack of senior sports
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programs. (3)Opportunities (O) include national policy support, increased market
demand, and upgrading of tourism industry. @Threats (T) include natural disasters,
environmental protection pressure, and lack of talents. The SWOT analysis matrix
deduces the four development strategies of reversal, growth, diversified development,
and defense, and puts forward suggestions: make full use of the policy dividend,
create high-quality projects, optimize the infrastructure, increase publicity, improve
the management system, and improve the quality of tourism.

Xu Yanwei (2021), in “Research on the Development Strategy of China's
Coastal Sports Tourism Industry Based on SWOT-AHP Type Structure—Taking
Dalian City as an Example,” stands from the perspective of industrial management,
and takes Dalian's coastal sports tourism industry as an example to explore the
advantages, disadvantages, opportunities, and challenges of industrial development.
Construct the SWOT-AHP analysis model of the Dalian coastal sports tourism
industry, and derive the optimization route of industrial development by calculating
the judgment matrix: insist on the policy attraction to drive the construction of
supporting infrastructure, strengthen the macro-control and resource integration,
optimize and upgrade the industrial structure, promote the development of the
modernized city, and guide the public to improve their consumption concepts and
consumption level. Increase the value of cultural connotation of the industry, adjust
the contradiction between supply and demand of the industry, improve the seasonal
difference of the coastal sports tourism industry, and promote the sustainable
development of China's coastal sports tourism industry with scientific development
strategies.

Gala Kai (2013), in_ “SWOT Analysis of the Development of Marine Sports
Industry in Shanghai,” used the literature method, interview method, SWOT analysis
method, and questionnaire survey method to analyze the current situation of the
development of Shanghai's marine sports industry, based on the advantages,
disadvantages, opportunities, and competition of Shanghai's development of the
marine sports industry, and put forward the countermeasures for the development of
Shanghai's marine sports and leisure industry.

To sum up, this study will use the theory of SWOT Analysis and TOWS Matrix
to analyze the main internal strengths and weaknesses and external opportunities and
threats that are closely related to the marine sports tourism resources of WeiHai City
and sort them out in the form of a matrix. Then appropriate development strategies
will be proposed.

2.4 Theory of Tourism Resource Management

Through field investigation and literature review, Lee (2024) believes that the
development of tourism resources and forest eco-tourism management in Dali the
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development of forest eco-tourism is still in its infancy. According to the present
situation of Dali's tourism resources, this paper analyzes the main characteristics of
Dali's tourism resources and puts forward some -effective strategies for the
development of Dali's tourism resources and the management of forest eco-tourism.

Through field investigation and SWOT analysis, Limengyuan (2024) believes
that Xinjiang sports tourism has developed to a certain extent under various efforts, but
there is still a lack of integration of sports resources and tourism resources, which
greatly hinders the rapid development of sports tourism in Xinjiang, and there is still a
gap with other domestic tourist attractions of a similar nature. This paper systematically
analyzes the characteristics, development conditions, and environment of sports and
tourism resources in Xinjiang, evaluates the potential of resource development, and
puts forward the idea of integrating sports and tourism resources, aiming to promote the
deep integration of tourism and sports in Xinjiang, cultivate and strengthen the sports
tourism industry, and promote the healthy and sustainable development of the sports
tourism industry in Xinjiang.

Xu (2017) believes that the explosive growth of network information has brought
opportunities and challenges to the tourism resource management system. The
traditional tourism resource management system only electricizes the operation process
of travel agencies and realizes the preliminary electronic office. However, the system
lacks real-time analysis of tourism resources related to people's food, clothing, housing,
and other needs, as well as an analysis of user characteristics, making it difficult to
provide personalized and customized services. Based on this, this paper divides tourism
resources into four categories: food, clothing, housing, and transportation. To realize
the personalized recommendation function of these four types of tourism products, we
first use the web crawler to automatically obtain tourism information and use natural
language processing tools to extract features of various information. At the same time,
the behavioral characteristics of registered users are analyzed. Through the feature
extraction of tourism resources information, the characteristics of tourism information
are generated. According to the analysis of user behavior characteristics, the user
interest is produced so as to realize the personalized recommendation system of tourism
information.

Huanhuan (2015) studied the implementation methods and key technologies of
the tourism resource management system, introduced the Map World public service
platform, designed a thematic database of tourism resources, and realized the data
storage management mechanism and call process. Based on the Map World
geographic information public service platform, the functions of integrated query of
tourist attractions, recommendation of boutique routes, and bus transfer were realized.
The application results of the service-oriented tourism resource management system
show that the designed management system can provide visual and networked travel
tourism geographic information services for the public and provide strong technical
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support for the scientific management and decision-making of urban tourism.

Dongping (2015) believes that a scientific and effective system for managing
tourism resources is the fundamental guarantee for the sustainable development of
those resources. On the basis of combing and practical analysis of the innovation
literature of tourism resource management systems at home and abroad, the author
points out that the ownership reform is the core to solving the problem of tourism
resource management in China. Based on the principal-agent theory, government
regulation theory, and stakeholder theory, the author puts forward the idea and
framework design of the innovation of China's tourism resource management system,
that is, the central government (provincial government) exercises the sole ownership;
integrates the management rights of all tourism resources counterpart departments and
builds a vertical management system; actively introduces market players; improves
laws and regulations; and establishes a management system for the harmonious
development of responsibilities, rights, and interests.

As the basis of the development of the tourism industry, Fu (2014) tourism
resources are an indispensable part of the tourism system. The author examines the
issues present in the current tourism resource management system. Based on the
simple description of the system and the analysis of user requirements by using the
data flow diagram and data dictionary of the structured method, a five-layer software
architecture composed of user layer, operation layer, function layer, service layer, and
data layer is designed.

According to the survey of ZangMin (2010), the scenic spot has gathered a large
number of the most precious natural and cultural heritage resources in China, and has
formed a resource industry with great influence at home and abroad. The national,
provincial (district) and municipal (county) three-level scenic spot system and
management institutions implement unified planning and unified management of
scenic spots. These institutions have played an important role in the protection,
planning, management, construction and development of scenic spots, and have
completed the transformation of scenic resources from loose management to national
standardized management. China once implemented a planned economy dominated
by the government, but there has been no clear institutional arrangement for the
management of public resources, especially the national natural and cultural heritage
resources. In name, the property rights of national natural and cultural heritage
resources belong to the whole people; in fact, due to the adoption of multi-head
management, the main body of property rights is not clear, and the state lacks a
special, stable and authoritative body to exercise the ownership function on behalf of
the state, resulting in the absence and falsification of the owner's facts.
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2.5 Previous Study

2.5.1 Domestic China

Xiang (2024), in “Research on the Sustainable Development of China's Marine
Sports Tourism Public Services Based on the Perspective of Low-Carbon Economy,”
adopts the research methods of literature analysis and expert interviews to discuss the
connotation of the concepts of a low-carbon economy and marine sports tourism and
analyzes the connection between the two in depth. Simultaneously, Xiang (2024)
analyzes in depth the problems faced by China's marine sports tourism public service
from the perspective of a low-carbon economy. It is found that there are problems such
as insufficient publicity for low-carbon marine sports tourism, inefficient utilization of
marine natural resources, lack of professional talents, high thresholds of participation,
and poor standardization of market operation. To promote the sustainable development
of China's marine sports tourism public services under the perspective of low-carbon
economy, it is necessary to vigorously publicize low-carbon sports tourism, increase
the opening up of marine sports tourism scenic spots to the outside world, promote the
innovation of scenic spots, actively cultivate professionals, and formulate policies on
low-carbon marine sports tourism, and it is suggested that the government should play
a guiding role in the process.

Sun Wei (2024), in the article “The construction of China's coastal sports
tourism industry picture and the path of high-quality development,” uses literature,
logical analysis, and other methods to analyze the status quo of China's coastal sports
tourism industry, development dilemmas, and puts forward high-quality development
strategies. China's coastal sports tourism industry development dilemma: the project
layout is not reasonable, the quality of business services needs to be improved,
industrial integration needs to be strengthened, and the core elements of the industry
are still scarce. From the core elements, functional mechanism, and endogenous
power, to build China's coastal sports tourism industry development picture.
High-quality development path: based on the strategic synergy mechanism, continue
to optimize the project layout; based on the mechanism of mutual benefit, effectively
improve the quality of operation and service; based on the mechanism of industrial
integration and resource sharing, strengthen cross-border integration; based on the
mechanism of environmental symbiosis, deeply stimulate the value of core elements.

Yao Yunhao (2024), in “Research on Driving Factors and Innovation Paths for
High-Quality Development of Marine Sports Tourism Industry in Liaoning Province,”
utilized the literature method to find the driving factors and innovation practice paths
for the high-quality development of the marine sports tourism industry in Liaoning
Province from the realistic background of the stage of China's high-speed economic
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growth turning to high-quality development. The results show that policy dividend
driving force, consumption upgrading pulling force, industry integration driving force,
and science and technology empowerment supporting force are the driving factors to
promote the high-quality development of marine sports tourism in Liaoning Province;
combining with the current situation of the development of marine sports tourism in
Liaoning Province, it puts forward innovative paths of high-quality development:
policy guidance and system guarantee, technology empowerment and innovation
driving force, environment optimization and scenario innovation, and resonance of
supply and demand and factor agglomeration.

Li Zhigang (2023), in “Study on the Role of the Government in Marine Tourism
Development under the Perspective of Natural Resource Tenure,” it was proposed that
the natural resources involved in marine tourism development are complex, public, and
holistic, and that addressing the issue of natural resource tenure is a prerequisite for the
development of marine tourism. The complexity of the ownership of marine natural
tourism resources leads to a variety of challenges in the development of marine tourism
resources, the emergence of confusion over resource tenure definitions, configuration
inefficiency, quality degradation, and fuzzy boundaries of rights and responsibilities,
etc., so the development of marine tourism must be led by the government in order to
overall control the development planning, effectively manage resource tenure,
standardize the operation of the market-oriented operation, and coordinate all the
parties' main body responsibilities so as to promote the development and utilization of
marine tourism resources. Protective development and utilization of marine tourism
resources.

In “Location Logic and Spatial Layout of the Development of Marine Sports
Industry in China at the New Development Stage,” Miao Zhiwen (2023) based on the
theory of new economic geography, analyze the advantages of the development
environment in three aspects of resource endowment, policy support and market
demand, and put forward the location logic and spatial layout strategy of the
development of the marine sports industry in response to the four constraints and
shortcomings. The study concludes that: (1) marine sports industry should be
committed to the development of sports program space, sea-land integration space and
coastal city cluster space; (2) the layout of the project development according to
spatial planning and location elements, to enhance the participation of marine sports;
(3) innovation of the construction of marine sports industry carriers, the formation of
the “ocean - inland - inland water” radiation effect; ( (4) Promote the high-end of
marine sports manufacturing industry, and build “production, learning, research and
use” state-owned brand high-tech industry chain; (5) Financial empowerment for the
high-quality development of marine sports industry, and construction of special
industrial agglomeration functional area.

Dongmei (2022) quantitatively analyzed the spatial distribution characteristics of
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marine tourism resources in Shandong Province based on the spatial perspective,
using Python to count the marine tourism resources of seven coastal cities in
Shandong Province, and utilizing the methods of nearest-neighbor index, geographic
concentration index, Gini coefficient, imbalance index, and kernel density estimation,
as well as ArcGIS 10.2 software. By analyzing the influencing factors of the spatial
distribution of marine tourism resources in Shandong Province, the following
conclusions are drawn: geographic environment and social culture are the necessary
conditions for the formation of marine tourism resources; national strategies and
policy orientations influence the planning and development of marine tourism
resources; by calculating the geographic linkage rate, it is found that the level of
socio-economic development is closely linked to the spatial distribution of marine
tourism resources; by doing buffer zone analysis of transportation routes, it is found
that marine tourism resources points are mostly concentrated in the buffer zone of
transportation routes. Through the buffer zone analysis of the transportation routes, it
is found that the marine tourism resources are mostly concentrated in places with
convenient transportation.

In the article Wang Ji (2021), “Research on the Development of Marine Sports in
China in the Era of Big Data,” the literature method was used to study and explore
the development path of marine sports in China in the era of big data, how to optimize
the structure of the marine sports industry, and promote its sustainable development.
The results of the study found that: at present, China's marine sports still exist in the
misallocation of resources, the lack of market management, and poor publicity,
wearable smart devices have not been integrated, and the data linkage platform has
not yet been established, and other issues. The application of big data in the field of
marine sports can scientifically allocate marine sports resources, promote the
transformation and upgrading of marine sports, boost the deep integration of marine
sports and related industries, and realize the scientific and technological development
of marine sports. The data development path of marine sports in China is proposed:
scientific operation to improve quality and efficiency; precise decision-making and
intelligent management; common sharing and regional linkage; integration of body
and medicine and innovative services; scientific early warning and risk avoidance.

Chen Enze (2021), in “Development Strategy of Hainan Marine Sports

2

Characteristic Cultural Tourism Resources,” the literature method was used to
analyze the current status of marine sports tourism in Hainan Province and then made
further discussion on the development strategy. It is believed that tourism is a sunrise
industry that promotes economic development, and the combination of ocean, sports
and tourism to form a new type of marine sports tourism will become a pioneer
industry that promotes economic growth and also promotes the development of
tourism to a large extent. However, when developing marine sports tourism products

in Hainan Province, the irreplaceability, interactivity, and non-productivity of marine
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sports tourism products are neglected. Suggestions are made to promote
diversification of products, promote cooperative development of the sector, and
establish multi-channel training institutions to provide comprehensive training for
practitioners.

W. L. Xu Pengzhan, Shang Ningning (2021), in the “Hebei marine sports and
tourism industry integration status and countermeasures research,” the use of
literature and data method, field research method, etc. on the integration of marine
sports and tourism in Hebei status quo analysis, in the integration of the status quo on
the basis of the integration of the construction of integration and development model
ideas, and puts forward the path of the integration of the marine sports and tourism
industry in Hebei countermeasures, that is: in the integration of the ideas to be
Scientific positioning, coordinated development, based on the Beijing-Tianjin-Hebei
region, radiation in North China and Northeast China; scientific layout, increase the
marine sports tourism boutique project group tourism resources development, such as
the integration of sports and tourism resources, to achieve the sports and tourism
brand share driving “sports + tourism’ industry chain.

W. L. Xu Pengzhan, Shang Ningning, Song Junlin (2021), in “Research on
Measures for the Integration and Development of Marine Sports and Tourism
Industry in Qinhuangdao City,” this paper analyzes the current situation of the
integration of the marine sports and tourism industry in Qinhuangdao City and the
problems that exist by applying the literature method, the fieldwork method, the
interview method, etc., and in the measures for the development of the integration, it
mainly proposes the synergistic development of the industry for mutual benefit; the
innovation of marine sports and tourism resource development and integration;
creating a new model of regional tourism; formulating marketing strategies and
developing intelligent sports tourism; and promoting the extended development of
other industries in marine sports tourism and other development paths.

To summarize, for the study of marine sports tourism, at present, Chinese
domestic experts and scholars have adopted a variety of theories and perspectives on
the study of marine sports tourism. In terms of research theories, the theoretical
frameworks of various disciplines have been applied, such as the sustainable
development theory in tourism, which emphasizes the rational development and
protection of marine sports tourism resources; the industrial integration theory in
economics, which explores the interpenetration and synergistic development of the
marine sports and tourism industries; and the hierarchy of needs theory in sociology,
which analyzes the motives and needs of tourists participating in marine sports
tourism. However, there are some limitations in the current study, which mostly
adopts qualitative research methods, such as insufficient quantitative analysis of
certain influencing factors.
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2.5.2 Outside of China

Song and Kang (2023) studied “The Relationship between Marine Sports Tourist
Destinations, Social Responsibility, and Environmentally Responsible Behavior,” it
was investigating the structural relationship between tourist destination identification
and environmental responsibility practices based on the social responsibility activities
for visitors of marine sports tourist destinations, where domestic travel has been
active since COVID-19. Furthermore, we aimed to provide academic and practical
implications by investigating the relationship between DSR, a major variable in
sustainable marine sports tourism, and ERB. Data from a survey of tourists who
participated in marine sports (n = 392) were analyzed using structural equation
modeling and Hayes PROCESS macro with bootstrapping procedures. According to
the analysis results, it was found that marine sports tourist DSR positively affected
destination identification and ERB, and that tourist destination identification
positively influenced ERB. Second, it was shown that the effect of the social
responsibility of a marine sports tourist destination on ERB is mediated via the
influence of tourist destination identification.

Darmawan et al. (2022) aims to identify the potential of water sports tourism
on “Development of Water Sport Tourism Based on Sustainable Tourism in Pramuka
Island, Thousand Islands DKI Jakarta.” This research uses qualitative research
methods with reference to the concept of sports tourism, water based tourism and
sustainable tourism. The population in this study was in the form of a social situation,
namely Pramuka Island (land and water areas) with participants in it, Thousand
Islands National Marine Park (TNLKPs), local tourism industry and Pramuka Island
community. Research instruments in this study are observation, interviews and
literature studies. Data analysis using the Miles and Huberman model with data
triangulation. The results of this study indicate that Pramuka Island has the potential
to be developed into a sports tourism destination in particular is skin diving,
snorkeling, fishing. The strategy for developing sports tourism in Pramuka Island is
increasing community participation in tourism activities, especially sport tourism
based on water tourism, zoning area for marine sports tourism activities so as not to
be confused with marine conservation areas and improving supporting facilities and
infrastructure for marine sports tourism activities.

Handayani and Prasita (2021) aims to understand about “Optimization of The
Role of The Department of Youth Culture And Sports Tourism of Sumenep Regency in
The Development of Integrated And Sustainable Gili Labak Marine Tourism Area”
and describe the role of the Department of Tourism, Culture, Youth and Sports of
Sumenep Regency in tourism development in the Gili Labak Island Region. By using
qualitative research methods, the results of this study state that the role of the Tourism,
Culture, Youth and Sports Office of Sumenep Regency in the development of the Gili
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Labak Maritime Area consists of 3, namely as a motivator, dynamist and facilitator. In
general, the development of marine tourism areas on Gili Labak Island is good, but
tourism facilities and infrastructure in the area need to be improved so that tourism
services to visitors are better.

Martinez Vazquez et al. (2021) found out that“Analysis and Trends of Global
Research on Nautical, Maritime and Marine Tourism” was related to the sea and
boating activities are becoming increasingly popular and revolve around a range of
leisure, water sports, nautical, or other maritime activities. This article studies the
main scientific contributions in this area, bearing in mind the complexity of finding a
suitable definition of this concept. Hence, this paper aims to analyze the scientific
production from 1986 to 2020 in impact journals of the terms “nautical tourism”,
“maritime tourism”, and “marine tourism”, considering the following variables:
number of documents, number of articles, period being studied, Hirsch citations, and
index. The results show an increasing trend in terms of both the number of published
articles and citations publications from 2007 onwards, and the review of the literature
raises the need to define a new concept: “blue tourism”. Future trends in research
include terms such as tourist ports, quality of websites and blue economy.

(Jae-Yong, 2018) was carried out “The Phenomenological Study of
Multifunctional Fishing Ports for Revitalization of Marine Sports” as a
phenomenological study of multifunctional fishing ports for revitalization of ocean
sports. Study methods included in-depth interviews and participatory observation as
qualitative methods, and a literature review. This study verified the fact that it is
difficult for marina, a place to enjoy ocean sports, and a fishing port, a place for
fishing, to coexist. The greatest difficulty was caused by the prejudice of fishermen
that marina is an elite sport for rich people. Such multifunctional fishing ports are
becoming advanced bases for ocean sports. However, it is not easy to promote shared
growth of marina for leisure activities and a fishing port for livelihood. In addition,
businesses operating in ocean sports and fishermen have considerable conflicts in that
they are sharing the same sea.

Saayman and Saayman (2017) investigated “How Important Are Blue Flag
Awards in Beach Choice?” whether the Blue Flag status necessarily attracts a
different beachgoer. It asks whether clear differences can be found between
beachgoers at Blue Flag and non-Blue Flag beaches. Surveys of beachgoers were
conducted during summer (March to April 2014) at six beaches near Cape Town and
three near Mossel Bay. Four of these nine Western Cape beaches had Blue Flag status.
The data from 374 completed questionnaires collected via random sampling were
analyzed using principal component analysis and logistic regression analysis. The
results showed that seven beach-specific attributes attract beachgoers, with the most
important ones being beach cleanliness and infrastructure. The results of the logistic
regression showed that Blue Flag beachgoers are more likely to be locals, travelling in



20

larger groups, and are motivated to visit the specific beach on the basis of
attractiveness. They also regard visual beach cleanliness as more important. The paper
has several findings, namely, it identified unique motives for travelling to a beach, and
it identified the attributes that mattered to beachgoers. It also highlighted the need for
educational activities as well as environmental issues. Another important finding is a
clear distinction between Blue Flag and non-Blue Flag beachgoers. This innovative
study made a contribution in terms of literature and practice.

Lagarense and Walansendow (2016) aimed to examine “Developing Marine and
Coastal-based Sport Tourism on the Waterfront: The Case of Manado Waterfront,
Indonesia” about the existence of marine and coastal-based sport tourism on the
waterfront. They are dependent on certain types of coastal environment or condition
including surfing, windsurfing, fishing, scuba diving, snorkeling, water-skiing and
sailing and parasailing. Each of these activities has millions of regular participants.
Tourism communities realize the value of marine sports attached to waterfront and
marine sport events continue to grow in size and number. This study uses on-site
observation and interviews to the people at and around Manado waterfront. The
results show that a number of benefits can be realized by communities of all sizes that
have developed a strategic marine sports tourism plan such as 1) economic
development for the city with increased benefits to host community and to the city in
general; 2) marine sports system development by hosting events that are strategically
planned leading to increased capacity within the city’s marine sport system; 3) social
and community development with trained volunteers increases community pride and
the opportunity to enrich facility infrastructure. The community needs to be well
equipped with a high standard of knowledge, skills and attitude to be employed in

marine sports tourism sectors.

Hoon and Ho (2015) was conducted on “The Impact of Marine Sports
Experience on Life Satisfaction.” This study aims to find how participants’
experiences in marine sports impact life satisfaction. There are 391 participants
currently living in the ‘S’ city of South Choongcheong province in Korea who were
selected as subjects of this study. The collected data were processed to carry out the
frequency analyses, factor analyses, reliability validation, and multiple regression
analyses. Results obtained from the study are as follows: First, sub-variables of the
‘Experience,” such as ‘Satisfaction of Experience,” ‘Educational Experience,’
‘Deviant Experience,” and ‘Aesthetic Experience,” appeared to have a direct impact
upon ‘Satisfaction of Physical Activity.” Second, sub-variables of the ‘Experience,’
such as ‘Satisfaction of Experience,” ‘Educational Experience,” ‘Deviant Experience,’
and ‘Aesthetic Experience,’ also appeared to have a direct impact upon ‘Satisfaction
of Rest.” Third, sub-variables of the ‘Experience,” such as ‘Satisfaction of
Experience,” ‘Educational Experience,” ‘Deviant Experience,” and ‘Aesthetic
Experience,” appeared to have a direct impact upon ‘Satisfaction of Social Activity.’
Such results suggested that the experiences of participants in marine sports influenced
the participants’ life satisfaction. Also, it was identified that the participants’
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experiences of marine sports positively impacted the satisfaction of ‘Physical
Activity,” ‘Rest,” and ‘Social Activity’ of people.

In summary, foreign experts and scholars have not formed a unified research
system on marine sports tourism. The research of foreign experts and scholars on
“marine sports tourism” is characterized by multiple dimensions. In the economic
aspect, they think that marine sports tourism has huge market potential and economic
benefits. Through reasonable planning and marketing, it can promote the sustainable
growth of the regional economy. From the environmental perspective, experts
emphasized the vulnerability of marine ecosystems. They pointed out that the
development of marine sports tourism activities must be based on environmental
protection to avoid damage to marine ecology. At the socio-cultural level, studies have
shown that marine sports tourism helps to promote communication and integration
between different cultures as well as the integration of different social groups. In the
process of participating in marine sports activities, tourists are able to experience the
unique local marine culture and enhance their understanding of and respect for local
communities.
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Chapter 3 Research Methodology

3.1 Type of Research Methodology

A mixed research method was used in this study. Quantitative research was
conducted through the questionnaire survey method. Qualitative research was
conducted using the field investigation method, the interview method.

R1: Review related literature; conduct fieldwork to understand the relevant
background, characteristic tourism projects, and infrastructure construction of the
development of marine sports tourism resources in WeiHai City; hold a focus group
discussion; seek the professor's guidance to prepare the ‘“Questionnaire for
Participants of Marine Sports Tourism in WeiHai City”; test the reliability and
validity of the designed questionnaire; grasp the current situation of the development
of marine sports tourism in WeiHai City; and carry out a SWOT analysis.

D1: Propose a preliminary to develop the strategy for marine sports tourism resources
management in WeiHai City.

R2: To validate the feasibility of the strategy through connoisseurship.

D2: Modify the strategy according to the opinions of experts in R2 to obtain the final
development strategy of marine sports tourism resources management in WeiHai
City.

3.2 Research methods

3.2.1 Interview method

This study plans to organize ten experts to conduct focus group discussions on
the development of marine sports tourism resources management in WeiHai City.

3.2.2 Questionnaire survey method

In order to make the research smooth, analyze the development status of marine
sports tourism resources in WeiHai City, as well as the specific needs of marine sports
tourism tourists. The questionnaire survey method was used to collect data and design
the questionnaire. And five experts were invited to test the reliability of the
questionnaire. The questionnaires were issued and recovered using a combination of
online and offline methods.
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3.3 Research area

Development Strategy of Marine Sports Tourism Resources Management in
WeiHai City

3.4 Population and sample

3.4.1 Population

Tourists to the four attractions involving marine sports tourism projects in Weihai
International Beach, Putao Beach, Half Moon Bay Beach, and Naxianghai Tourist
Attractions (according to data from Internet search, in 2023, WeiHai City received
59.07 million visitors, and marine sports tourism accounted for 2.9%, or about 1.71
million visitors) network (2024)

3.4.2 The sample

Participating respondents who were marine sports tourism tourists in the city of
Weihai. (Sample size determined to be 400 based on Krejcie and Morgan's error)
Docin (2020); (Morgan, 1970)

For attraction managers and tourism board leaders, purposive sampling was used
to select 10 people

The sampling methods used were simple random sampling and purposive
sampling.

3.5 Research tools

3.5.1 Questionnaire

To understand the development status of marine sports tourism resources in
WeiHai city, a survey questionnaire was designed using a variety of theories related to
the theory of marine sports tourism, the theory related to the development strategy, the
theory of tourist satisfaction, and other related theories. And based on the Likert
five-point data interpretation standard.

The construction process of the questionnaire is as follows:

Step1:Study and analyze the relevant literature, concepts, theories, and studies.

Step2:Construct a preliminary questionnaire on the development status of marine
sports tourism resources in WeiHai City, and send it to the dissertation supervising
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professor, who will modify the content according to the suggestions.
Step3:The objective consistency index (IOC) of the questionnaire was examined
by three experts. The objective consistency index (IOC) exceeded 0.5.
Step4:The questionnaire was modified according to the experts' suggestions.
StepS:Pre-administered 30 questionnaires for the Cronbach's alpha test.
Step6:The questionnaire was distributed to 400 tourists for the survey. The
reliability of the questionnaire was tested using Cronbach's alpha coefficient.

3.5.2 Interview Form

After clarifying the current situation of the development of marine sports tourism
resources in WeiHai City, combining the theory of marine sports tourism, the theory
related to development strategy, the theory of tourist satisfaction, and other related
theories, and referring to the existing relevant research results, and under the guidance
of professors, we constructed the interview framework of the problem and carried out
the structured design and preparation of the interview outline.

The construction process of the Interview Form is as follows:

Step1:To study and analyze the related literature, concepts, theories, and studies.

Step2:Construct a preliminary interview form on the development status of
marine sports tourism resources in° WeiHai City, and send the interview form to the
dissertation supervising professor, who will modify the content according to the
suggestions.

Step3:The objective consistency index (IOC) of the interview form was
examined by three experts. The objective consistency index (IOC) was greater than
0.5.

Step4:The interview form was modified according to the experts' suggestions.

Step5:Determining the time and place of the interview.

3.6 Data collection

Quantitative data: The data collection for the quantitative study was mainly based
on questionnaires. The questionnaire data came from online and offline field
distribution.

Qualitative data: Interviews were conducted with my consent to record the data
collection for the qualitative research, and then the interview materials were organized.
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3.7 Data analysis

Data collected from the questionnaire were analyzed using descriptive statistics.
Content analysis of data collected from interviews.

Content analysis of the interview. Statistical Analysis of the Questionnaire.
Quantitative statistical analysis of the collected data was performed using SPSS and
software.
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Chapter 4 Data Analysis and Results

This study aims to propose strategies for managing resources related to marine
sports tourism to promote tourist attractions in WeiHai City. It first examines the
current state of marine sports tourism in Weihai, proposes relevant strategies to
enhance scenic area development, and validates and optimizes these strategies. This
chapter employs descriptive statistics for quantitative analysis of questionnaire data
and utilizes content analysis for qualitative analysis of interview data.

This chapter uses the SWOT analysis method, combined with quantitative and
qualitative data, to find out the advantages, disadvantages, opportunities, and threats
of Weihai marine sports tourism. Using the TOWS matrix, the corresponding ST
strategy, SO strategy, WT strategy, and WO strategy are proposed. Then, nine experts
are invited to appreciate and verify the feasibility of these strategies and improve the
strategies according to the appreciation results. This chapter is divided into three
parts:

1. The current situation of marine sport tourism in WeiHai City

2. The strategy of marine sports tourism resource management to promote tourist
attractions in WeiHai City

3. Validate the feasibility of the strategy of marine sports tourism resource
management to promote tourist attractions in WeiHai City

4.1 The current situation of marine sport tourism in WeiHai City

To study the current situation of marine sports tourism in WeiHai City, the
researcher first conducted a questionnaire survey on 400 tourists visiting the city to
collect quantitative data. Then the researcher interviewed 10 people to collect the
qualitative data, including the 4 managers and related staff of the four scenic spots
with marine sports tourism resources in WeiHai City, 2 leaders in the Weihai Cultural
Tourism Bureau, and 4 managers of tourism companies in WeiHai City.

4.1.1 Weihai Marine Sports tourism current situation questionnaire Survey

Results

In order to investigate the current situation of marine sports tourism in WeiHai
City,The researchers used questionnaires to collect quantitative data. The research will
analyze the research results from three parts: the basic information of tourists, the
current situation of marine sports tourism in WeiHai City, and the satisfaction of
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tourists.

4.1.1.1 Basic information of tourists

In the part of basic information of tourists, the research focuses on the gender,
tourism origin, age, occupation, education level, monthly income and other aspects of
tourists. The details are as follows (Table 1).
Table 1: Basic tourists information.

Content Choice f Percentage
Male 189 47.25%
Gender Female 201 | 52.75%
Wei Hai City 49 12.25%
) Inside Shandong Province (except Wei Hai 90 22.5%
Tourist s
Origin Outside Shandong Province 255 63.75%
Abroad 6 1.5%
18 - 25 years old 125 31.25%
26 - 35 years-old 156 39%
Age
36 - 50 years old 119 29.75%
Other 0 0%
Enterprise employees 231 57.75%
) Freelancers 101 25.25%
Occupation
Civil servants / public institution personnel| 50 12.5%
Other 18 4.5%
High school and below 83 20.75%
Junior college/senior college 122 30.5%
Education level
Bachelor's degree 155 38.75%
Master's degree and above 40 10%
0—-4,000 CNY 107 26.7%
4,001 — 8,000 CNY 163 40.75%
Monthly
income 8,001 - 12,000 CNY 87 21.75%
More than 12000 CNY 43 10.75%

Gender distribution: the proportion of female tourists is slightly higher than that
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of men, and women account for 53.45 % (217 people). The proportion of men is
smaller than that of women, and the gender difference is smaller.

Age distribution: The young guest group is the absolute core, the 26-35-year-old
guest group accounts for the highest proportion, the 18-25-year-old and
36-50-year-old are important supplements, and the guest group over 50 years old has
no participation record.

The distribution of tourist sources: tourists from outside the province accounted
for more than 60 %, and foreign tourists were very few (1.97 %, 8 people).

Occupation distribution: employees are the absolute main force, freelancers
account for 25.37 % (103 people), and the total proportion of the two types of
occupations exceeds 83 %, all of which are ' fixed holidays and stable consumption
ability ' workplace groups.

The distribution of education level: 48.53 % (197 people) have bachelor's degree
or above, and 30.54 % (124 people) have college degree. The overall cultural literacy
of the guest group is high.

Monthly income: The monthly income analysis shows that the middle and low
income group is the main body, the monthly income group of 4,001-8,000 yuan
accounts for the highest proportion, and the middle and high income group (more than
8,000 yuan) accounts for 32.51 % (132 people ).

4.1.1.2 Present situation of Weihai marine sports tourism

In the part of the current situation of marine sports tourism in WeiHai City, the
research mainly investigates the preferences of tourists, including tourism purpose,
understanding channels, tourism forms, tourism residence time, consumption habits
and other aspects. The details are as follows (Table 2).

Table 2: Marine sports tourism situation in WeiHai City.

Content Choice f Percentage
Relaxation 316 79%
E i 1 4 .59
Main purpose of marine xperience novelty 35 88.5%
sports tourism Pursuing stimulation 363 90.75%
(optional) Other 8 2%
Social media 312 78%
Travel i 194 48.59
Channels obtain ravel agencies 9 8.5%
information on marine Friend recommendation 350 87.5%
sports tourism Other 4 1%
(optional)

Richness of tourism resources 368 92%
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Traffic convenience 200 50%
Th ti rtant
© most importan Price rationality 245 61.25%
factors (optional)
Other 19 4.75%
Within 1 day 133 33.25%
- 222 .59
Stay in WeiHai City for 2 -3 days 55.5%
marine sports tourism | 4 -5 days 37 9.25%
Other 8 2%
Hotels 183 47.75%
) 115 759
Accommodation ARes, 28.75%
options Camping 89 22.25%
Other 13 3.25%
Local food 195 48.75%
. . Seafood 369 92.25%
Catering consumption
(optional) Fast food snacks 191 47.75%
Other 8 2%
501 — 1,000 CNY 88 22%
. . 1,001 - 2,000 CNY 194 48.5%
Per capita consumption
budget 2,001 — 3,000 CNY 67 16.75%
More than 3,000 CNY 51 12.75%
Tourism program 322 80.5%
. ) Accommodation 334 83.5%
Main consumption
items (optional) Catering 193 48.25%
Other 34 8.5%

Consumption motivation: the composite demand of 'stimulation + novelty +
relaxation' is presented. 'Pursuing stimulation' accounts for the highest proportion,
'experiencing novelty' takes second place, and 'relaxation and leisure' accounts for
79.06%.

Information acquisition channels: 'Friend recommendation' accounted for the
highest proportion of 87.44%, and 'social media' accounted for a relatively small
proportion, both of which were absolutely mainstream; 'travel agency recommendation’
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accounted for 48.28%, which was a professional supplement.

Destination selection factors: 'tourism resource richness' is the absolute core
(91.62%, 372 people), and 'price rationality' and 'traffic convenience' are important
support.

Duration of stay and accommodation choice: the duration of stay is mainly '2-3
days,' supplemented by 'within 1 day,' with a total of more than 88%, highlighting the
attribute of 'short-distance experience tour'; the proportion of long-term stays of more
than 4 days was only 11.33% (46 people).

The choice of accommodation presents a pattern of 'three pillars': the hotel
accounts for nearly half of the standardization advantage, and the homestay and
camping are diverted by nearly 52% of the guest group with 'characteristic experience.'

Catering consumption characteristics: 'Seafood' is the absolute core of catering,
and local specialty dishes and fast food snacks account for about 48%, respectively. It is
necessary to further strengthen the integration of 'seafood + sports' scenes.

The consumption budget is dominated by '1001-2000 yuan,' and the total of
'501-2000 yuan' is more than 70%, which belongs to the mass consumption market. The
middle- and high-end budget (more than 2000 yuan) accounts for 29.07% (118 people).

The consumption structure focuses on 'accommodation + marine sports experience'
(accounting for more than 164% of the total), and derivative consumption (cultural and
creative, equipment leasing) is only 8.87%.

4.1.1.3 Tourist satisfaction

For the Weihai marine sports tourism-related tourist satisfaction part. The
research mainly investigates the adaptability of tourists to the core resources of
Weihai marine sports tourism, the richness and selectivity of Weihai marine sports
tourism projects, the rationality and convenience of the layout of marine sports
facilities (docks, equipment rental points) in the scenic spot, the maintenance status of
scenic facilities, safety and security reliability, service professionalism, environmental
cleanliness, the rationality of the development of Weihai marine sports tourism
resources, the protection of biodiversity by the design of marine sports projects, the
transparency and rationality of the pricing of marine sports tourism projects, the
uniqueness of cultural experience with local marine cultural characteristics, the
personalized service for different tourists ' needs, the traffic convenience in the scenic
spot, and the tourists ' expectation for the future development of the scenic spot. The
details are as follows (Table 3).
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Table 3: Tourist satisfaction.

Content n Mean S.D.
The Marine sports resources is very much 400 3.72 1.07
Program are interesting 400 3.59 1.23
Many kinds of activities 400 3.56 1.30
Facilities is reasonable and convenient 400 3.53 1.29
The scenic facilities have high quality 400 3.59 1.23
The activities are high security 400 3.54 1.28
The level of marine sports tourism service 400 3.54 1.23
Environmental sanitation 400 2.43 1.33
Development reasonable 400 2.39 1.33
Biodiversity protection in mind 400 2.46 1.29
Marine ecosystem conservation 400 2.39 1.31
Pricing is transparent and reasonable 400 2.37 1.33
Integrating local Marine cultural 400 2.40 1.34
characteristics
Provides differentiated services 400 2.37 1.32
Transportation connections in the attraction | 400 3.60 1.18
are convenient
Promotion with travel agencies and sports 400 2.40 1.30
associations
) Introduction of technology(VR experience, | 400 2.45 1.30
intelligent tour)
Strengthen policy support 400 3.47 1.27
The publicity work 400 2.43 1.28
Visit Weihai again 400 2.36 1.33

A total of 400 valid samples were collected for the evaluation of Weihai maritime
sports tourism. On the whole, tourists ' evaluation of Weihai maritime sports tourism
is at a relatively recognized level.

It is believed that Weihai's resources can support marine sports tourism, which is
relatively high in the evaluation, indicating that tourists are more recognized for the
resource base of Weihai 's marine sports tourism.

Weihai marine sports tourism project is very interesting; it is believed that there
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are many kinds of marine sports tourism projects in WeiHai City, and the two mean
values are also at a relatively good level, reflecting that tourists have a certain
recognition of the interest and richness of marine sports tourism projects.

The layout of marine sports facilities (docks, equipment rental points) in the
scenic spot is reasonable and convenient for tourists to use. The facilities in the scenic
spot are in good condition, and there is no obvious aging or safety hazard. The
average value of these aspects is relatively close, indicating that tourists ' evaluation
of the layout, maintenance, safety measures and professional level of service
personnel of the facilities in the scenic spot is above the middle level, but the standard
deviation has a certain value, indicating that there is a certain cognitive difference
between tourists.

The opinions on the evaluation of environmental health in Weihai marine sports
scenic spots are relatively low in all evaluations, reflecting that the environmental
health of scenic spots may need to be improved. On the rationality of the development
of Weihai marine sports tourism resources; biodiversity conservation in the design of
marine sports projects (such as avoiding coral reef areas and limiting fishing); the
protection of the marine ecological environment in the operation of the scenic spot
(such as garbage disposal, current limiting measures); the rationality of pricing
transparency of marine sports tourism projects; in the development of marine sports
projects into the local marine cultural characteristics (such as fishermen's tradition,
seagrass house elements); and the average value of differentiated services provided by
scenic spots (such as family packages and professional training camps) is relatively
low, indicating that there is still much room for improvement in the evaluation and
experience of tourists in terms of rationality of resource development, ecological
protection, pricing, cultural integration, differentiated services, cooperation and
promotion, and willingness to revisit.

The researchers used the overall average value of the questionnaire 2.5 as the
division standard to divide the strengths, weaknesses, opportunities, and threats. The
average satisfaction higher than 2.5 was divided into strengths and opportunities, and
the average satisfaction lower than 2.5 was divided into weaknesses and threats. After
determining the advantages and disadvantages of Weihai's marine sports tourism
status based on tourist satisfaction, these advantages and disadvantages are further
subdivided according to the average ranking, as shown in Table 4 below.
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Table 4: Analysis of Strengths and Weaknesses of Tourist Satisfaction.

Strength Mean Ranking
Marine sports resources are much 3.72 1
Convenient transportation in the scenic spot 3.60 2
The project is interesting 3.59 3
The scenic facilities are high quality 3.59 4
Many kinds of activities 3.56 5
Reliable safety measures 3.54 6
The level of marine sports tourism service 3.54 7
The facility layout is reasonable 3.54 8
Policy support Strength 3.47 9
Weakness Mean Ranking
Low willingness to revisit 2.36 1
Insufficient pricing transparency 2.37 2
Lack of differentiated services 2.37 3
Uneven resource development 2.39 4
Insufficient ecological protection 2.39 5
Insufficient cultural integration 2.40 6
Weak cooperative promotion 2.40 7
Poor sanitation 2.43 8
General effectiveness of publicity 2.43 9
Less introduction of science and technology 2.45 10
Insufficient biodiversity conservation 2.46 11

4.1.1.4 Summary

According to the questionnaire survey, the overall development trend of Weihai
marine sports tourism is stable, the market positioning is clear, and the consumption
characteristics are distinct. At the same time, there is room for optimization in some
links, mainly in the following aspects:

1. Tourist subjective factors

Tourists to Weihai's marine sports tourism exhibit distinct characteristics: female
tourists slightly outnumber males, with minimal gender disparity. The core
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demographic primarily consists of young adults and middle-aged individuals,
reflecting an overall youthful orientation. The source market centers on
out-of-province visitors (accounting for 63.75%), extending to domestic
cross-provincial groups. Tourists generally possess higher cultural literacy, with
corporate employees forming the dominant consumer base. Income levels
predominantly fall within the middle-income bracket, positioning the market as both
mass-market oriented and possessing potential for high-end upgrades. The core
consumer motivation is a composite demand for seeking thrills, experiencing novelty,
and relaxing. The pursuit of excitement and novelty are key attractions, with leisure
needs serving as an important supplement, indicating a clear demand orientation.
Information acquisition is primarily driven by trust and content. Word-of-mouth and
social media influence are significant, while travel agency promotions serve as a
professional supplement, collectively = forming the mainstream information
dissemination pathways. Destination selection follows an “experience value first,
balancing cost and convenience” logic. Abundant tourism resources are the core
consideration, supported by reasonable pricing and convenient transportation. Travel
patterns predominantly feature 2-3 day short-haul experiences, with medium-to-long
stays yet to gain significant traction. The market overall exhibits short-duration,
experience-driven characteristics. Accommodation choices form a three-pronged
structure: hotels as . the mainstay, supplemented by homestays and camping. Both
traditional standardized lodging and distinctive experiential accommodations
collectively meet market demand. Seafood dominates dining consumption,
complemented by local specialty dishes and fast-food snacks. This highlights regional
culinary characteristics while accommodating convenience-driven consumption. In
terms of spending, per capita budgets center on mass-market consumption, with a
reasonably distributed consumption tier structure that holds potential for upgrading.
The consumption structure leans toward essential, foundational experiences, while
value-added consumption scenarios remain ripe for further exploration.

2.Strengths

The advantages of Weihai marine sports tourism are mainly reflected in the
following points. (1) The marine sports resources are extremely rich, which is its
outstanding advantage. (2) The traffic connection in the scenic spot is convenient, and
the traffic conditions in the scenic spot are good, which is convenient for tourists to
travel. (3) The marine sports tourism project is interesting, and the Weihai marine
sports tourism project has strong attraction. (4) The quality of the facilities in the
scenic spot is high, and the facilities can provide a good experience for tourists. (5)
The types of activities are rich, and the forms of marine sports activities that tourists
can participate in are diverse. (6) Safety measures are in place. (7) The level of marine
sports tourism service is high. Weihai has achieved certain results in ensuring the
safety of tourists and providing tourism services. (8) The layout of facilities in the



36

scenic spot is reasonable and convenient for tourists to use. (9) For tourists, there is
strong policy support across all aspects.

3.Weaknesses

According to the questionnaire, the shortcomings of Weihai marine sports tourism
are mainly reflected in the following points: (1) Tourists have a low willingness to
revisit Weihai marine sports tourism; (2) the pricing transparency of marine sports
tourism projects is insufficient, and the transparency and rationality of project pricing
need to be improved; (3) Lack of differentiated services, and there are deficiencies in
providing personalized services for different tourists; (4) Uneven development of
resources, Weihai Marine Sports Tourism in the rationality of resource development
needs to be improved; (5) The ecological protection is insufficient, and the ecological
environment protection needs to be improved; (6) The integration of characteristic
culture is insufficient, and efforts need to be made to excavate local marine culture
and integrate it into tourism projects; (7) The cooperation promotion is weak, and
there are shortcomings in the promotion marketing through multi-party cooperation;
(8) Poor environmental sanitation, environmental sanitation scenic spot there is no
small problem; (9) The publicity effect is general, and the effect of Weihai marine
sports tourism publicity is not good; (10) The introduction of science and technology
is less, and the use of emerging technologies to enhance the tourism experience is
relatively lacking; (11) Biodiversity protection is insufficient, and insufficient
attention is paid to the protection of marine biodiversity.

4.1.2 Analysis of the interview results of Weihai marine sports tourism

The research interviewed 10 people, covering tourism company managers (4
people, from Weihai Huaxia International Travel Agency Co., Ltd., Weihai China
Travel Agency Co., Ltd., Weihai Sunshine International Travel Agency Co., Ltd.,
Weihai Kanghui International Travel Agency Co., Ltd.), tourist attraction managers
and related staff (4 people, from Weihai International Sea Bathing Scenic Area,
Weihai Grape Beach Scenic Area, Weihai Naxiang Sea Scenic Area Management Co.,
Ltd., Weihai Half Moon Bay Scenic Area Management Committee), Tourism Bureau
staff (2 people, all from WeiHai City Culture and Tourism Bureau), in order to fully
understand the development of marine sports tourism in WeiHai City.

Based on these aspects of the interview results, the author summarizes the
advantages, disadvantages, opportunities and challenges of the interview results.

(1) Strengths:

All interviewees unanimously acknowledged Weihai's distinctive advantages in
developing marine sports tourism, primarily concentrated in four areas:

1. Solid ecological resource foundation. Scenic area managers noted that over 80%
of Weihai's nearly 1,000-kilometer coastline maintains water quality at Class II or
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higher. Its cool summer climate and pristine sandy beaches create natural appeal,
particularly suited for outdoor marine sports like sailing and paddleboarding.

2. Unique cultural resources. Cultural tourism bureau staff highlighted
significant potential for integrating the red culture of the First Sino-Japanese War (Liu
Gong Island) and Jiaodong fishing culture with marine sports scenarios. The Liu
Gong Island sailing study program has already established an initial brand identity,
creating a unique selling point distinct from Qingdao and Sanya.

3. Significant geographical advantages. Tourism industry managers highlighted
the city's role as a frontier within the China-Korea Free Trade Pilot Zone, noting
substantial potential in the short-haul cross-border tourist market from Japan and
South Korea. Though currently accounting for a small share, these visitors
demonstrate strong repeat visit intentions, with future growth achievable through
enhanced cross-border collaboration.

4. Clear policy support.

Cultural and Tourism Bureau representatives stated that Weihai's 14th Five-Year
Plan for cultural tourism has designated marine sports tourism as a key sector.
Supporting policies include venue construction subsidies and event hosting incentives,
providing robust safeguards for industry development.

(2) Weaknesses:

Through consolidation and refinement of interview content, the core weaknesses
in Weihai's marine sports tourism development have been distilled into seven key
points, all frequently cited pain points by interviewees:

1. Uneven resource development: Western districts like Rushan and Wendeng
exhibit high rates of marine sports resource underutilization, starkly contrasting with
the project density in eastern areas like Huancui District and Rongcheng City. Scenic
area managers admitted that some western beaches only offer basic bathing facilities,
lacking specialized marine sports offerings.

2. Severe product homogenization: Most enterprises still rely primarily on basic
offerings like sailing experiences and beach buggies. High-end customized and
immersive cultural experience products account for a low proportion. Tourism
managers noted that over 70% of orders concentrate on standardized basic projects,
indicating insufficient capability in developing differentiated products.

3. Significant shortage of specialized talent. Few practitioners hold professional
certifications like ASA sailing credentials or international paddleboard instructor
qualifications, while high-level planning and marketing talent remains scarce. Scenic
area managers’ report that certified instructors constitute only 9% of the workforce,
leading to frequent staffing shortages during peak seasons, where one person often
handles multiple roles.

4. Absence of ecological management systems. Routine mechanisms for beach
litter cleanup and dynamic seawater quality monitoring are lacking. Scenic area
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managers highlighted persistent issues after peak tourist seasons, including delayed
beach waste removal and insufficient water quality monitoring frequency, which
hinder subsequent project implementation.

5. Weak international service capabilities. Multilingual services are incomplete,
and payment/guidance systems tailored for Japanese and Korean tourists are
inadequate. Tourism managers report that most service staff cannot communicate in
Korean, limiting cross-border visitor experiences.

6. Significant seasonal constraints. Winter sees high suspension rates for marine
sports activities, with stark revenue disparities between peak and off-peak seasons.
Site managers report over 80% of marine sports projects halt operations during winter,
resulting in a peak-to-off-peak revenue ratio of approximately 1:7 and substantial
operational pressure for businesses.

7. Short industrial chain. Integration of sports experiences, cultural and creative
products, and food/lodging remains inadequate, resulting in low added value. Tourism
managers admit most businesses focus solely on project experiences without
extending into follow-up consumption scenarios, making it difficult to increase
average spending per customer.

(3) Opportunity:

1. Rising Demand for Short-Distance Travel: Tourism industry managers noted
that with the expansion of high-speed rail and expressway networks, demand for
short-distance and weekend trips to neighboring cities (such as Beijing, Tianjin, and
Shenyang) has continued to climb. By 2023, this customer segment accounted for 35%
of the market.

2. Policy Support for Ecotourism: Cultural and Tourism Bureau officials stated
that both national and Shandong provincial governments have introduced specialized
ecotourism support policies, offering subsidies for non-motorized water sports and
ecological observation projects. Weihai's premium marine ecological resources can
directly leverage these policy benefits, reducing project development and promotion
costs.

3. Significant potential for customer segmentation: Scenic area managers noted
that visitor demands now exhibit distinct characteristics—families prioritize safe
parent-child activities, young people seek novel and thrilling experiences, and
business travelers require high-end customized services. However, Weihai currently
lacks targeted product offerings, leaving substantial untapped potential in segmented
markets.

4. Smart Tourism Promotion: Cultural Tourism Bureau staff mentioned that
Weihai is advancing the construction of a smart tourism platform. This initiative
supports scenic areas in establishing online booking systems, visitor flow monitoring,
and intelligent navigation systems. Such technological infrastructure provides
essential support for marine sports projects to achieve “targeted marketing and
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efficient operations,” significantly enhancing visitor experiences and industry
efficiency.

5. Sports + Emerging Business Demand: Tourism industry managers have
observed the rise of emerging business models such as sports + winter sports, sports +
wellness, and sports + educational tours. Weihai can leverage its marine resources to
expand into winter beach snow sports, marine wellness experiences, and maritime
educational programs, breaking through the boundaries of traditional offerings.

6. China-Korea Free Trade Zone Development: Cultural and Tourism Bureau
officials indicate that following the expansion of the China-Korea Pilot Free Trade
Zone, cross-border tourism facilitation policies (such as visa simplification and
increased flight frequencies) are gradually being implemented. As a frontier city,
Weihai can conveniently connect with marine sports tourists from Japan and South
Korea to expand its international market.

7. Cultural and Creative Product Development: Scenic area managers noted the
current scarcity of marine sports-related cultural and creative products. Most
interviewed enterprises suggested that developing themed cultural and creative
offerings (such as commemorative merchandise and experiential workshops),
integrating fishing culture and the Sino-Japanese War of 1894, could extend the
consumption chain and enhance industrial value-added.

(4) Threat

Based on interviewees' feedback regarding the industry's external environment,
the core challenges facing Weihai's marine sports tourism development center are
around the following six points, directly impacting the industry's sustainability:

1. Impact of Extreme Weather: Scenic area managers consistently report that
frequent summer typhoons frequently suspend activities like sailing and jet skiing,
with an average of 12.days of program cancellations due to typhoons in 2023. In
winter, severe cold halts over 80% of outdoor marine sports, highlighting seasonal
operational disruptions that directly cause revenue losses and visitor attrition.

2. Competition from Similar Cities: Tourism managers acknowledge that
Qingdao, leveraging its Olympic Sailing Games legacy and comprehensive high-end
yacht facilities, and Sanya, capitalizing on its tropical climate and year-round
operations, are diverting both high-end and mass-market clientele. Additionally,
neighboring cities like Yantai and Rizhao are intensifying their focus on marine sports
tourism, heightening regional competition and necessitating further differentiation for
Weihai.

3. Project Homogenization and Price Competition: Both scenic area managers
and tourism operators noted that Weihai's marine sports offerings closely resemble
those of neighboring cities, primarily consisting of basic activities like sailing
experiences and beach ATV rides, lacking distinctiveness. Some small enterprises
resort to low-price strategies to attract customers, compromising service quality and
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safety standards. This not only depresses industry-wide profitability but also damages
the regional brand image.

4. Improper Market Management: Cultural and Tourism Bureau officials noted
that the industry currently suffers from issues such as false advertising. Some small
agencies operate marine sports programs without proper licensing, and equipment
safety inspections are lacking. Meanwhile, market oversight lags behind, with
insufficient enforcement against low-price dumping and illegal operations, disrupting
normal market order.

5. Macroeconomic Factors Impacting Tourist Spending: Tourism enterprise
managers report that visitors are adopting more rational spending habits due to the
macroeconomic environment. Bookings for high-end customized offerings (e.g.,
private yacht parties, deep-sea fishing) have declined by 15% compared to last year.
Mass-market customers are also increasingly focused on value for money and have
become more price-sensitive, putting pressure on corporate revenue growth.

6. Ecological pressures: Scenic area managers highlighted that beach litter surges
during peak tourism seasons, with daily cleanup volumes tripling compared to
oft-peak periods. Untimely disposal risks marine pollution. Additionally, certain
operations (e.g., jet ski activities, equipment maintenance) may pose potential impacts
on nearshore ecosystems. Coupled with increasingly stringent environmental policies,
the challenge of balancing ecological conservation with operational activities
continues to intensify.

4.1.3 Summary of the questionnaire survey and interview

Based on the questionnaire survey and interview results, the author summarizes
the advantages, disadvantages, opportunities, and challenges of the interview results.

(1) Strengths:

1. Exceptional Ecological Resources: Over 80% of its nearly 1,000-kilometer
coastline boasts Class II or higher water quality. With cool summers and premium
sandy beaches, it provides a natural foundation for marine sports.

2. Unique Cultural Heritage: The red culture of the First Sino-Japanese War
naval battle and Jiaodong fishing village traditions can be integrated with marine
sports scenarios, creating a distinct identity different from Qingdao and Sanya.

3. Significant Geographical Advantage: Located at the forefront of the
China-Korea Free Trade Pilot Zone, it taps into substantial potential from short-haul
cross-border tourist markets in Japan and South Korea, with strong repeat visit
intentions.

4. Clear Policy Support: Included as a key cultural tourism sector in Weihai's
14th Five-Year Plan, with dedicated policies such as venue construction subsidies and
event introduction incentives.
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5. High Project Appeal: Marine sports tourism projects offer high entertainment
value, meeting tourists' core desires for excitement and novel experiences.

6. Solid Infrastructure: The scenic area features convenient transportation,
well-planned facilities with high maintenance standards, and no significant signs of
aging or safety hazards.

7. Diverse Activity Offerings: Programs range from traditional sailing and
surfing to niche kayaking expeditions, catering to varied visitor preferences.

8. Robust Safety Measures: Professional first responders, comprehensive
accident insurance coverage, and thorough safety protocols ensure high visitor
confidence in secure experiences.

(2) Weaknesses:

1. Uneven Resource Development: Projects are concentrated in eastern Huancui
District and Rongcheng City, while western Rushan and Wendeng District have over
60% resource idleness.

2. Severe Product Homogenization: Dominated by basic offerings, high-end
customized and immersive cultural experiences account for less than 15% of products,
lacking innovation.

3. Significant shortage of specialized talent: Only 9% of coaches hold
certifications, with scarcity of high-level planning/marketing and multilingual service
personnel.

4. Lags in Technology Application and Promotion: Emerging technologies fall
short in enhancing user experience, yield mediocre promotional results, and lack
tech-enabled scenarios (such as smart guides or virtual experiences), leaving both
market appeal and dissemination capabilities in need of improvement.

5. Absence of ecological management systems: No routine mechanisms for
beach litter cleanup or seawater quality monitoring, with prominent environmental
pressure during peak seasons.

6. Low consumer retention: Low visitor revisit intent, poor pricing transparency,
and lack of differentiated service offerings.

7. Pronounced seasonal constraints: Over 80% of outdoor activities cease in
winter, with peak-to-offseason revenue disparity reaching 7:1, creating significant
operational pressure.

8. Short industrial chain: Insufficient integration of sports experiences + cultural
creativity + dining/lodging, resulting in low added value and absence of secondary
consumption scenarios.

(3) Opportunity:

1. Growing demand for short-distance travel: With the expansion of high-speed
rail and expressway networks, demand for short trips and weekend getaways to
neighboring cities is rising, aligning with Weihai's 2 - 3 day experience cycle.

2. Policy support for eco-tourism: National and provincial subsidies for
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eco-friendly marine sports projects reduce development and promotion costs.

3. Significant potential for customer segmentation: Families, young groups, and
business travelers exhibit distinct needs, creating substantial gaps in targeted product
offerings.

4. Empowerment through smart tourism: Weihai's advancement of smart tourism
platforms enables precise project marketing and intelligent visitor flow management.

5. Expansion of sports + business models: Emerging demand for sports + winter
sports/wellness/educational tours breaks traditional project boundaries.

6. China-Korea FTA Benefits: Streamlined visa processes and increased flight
frequencies facilitate expansion into Japanese and Korean international markets.

7. Significant potential for cultural and creative product development: Marine
sports-themed cultural products remain scarce, and integrating local culture can
extend the consumption chain.

(4) Threat

1. Extreme weather effects: Summer typhoons frequently halt projects, while
winter cold snaps cause widespread project suspensions, resulting in significant
revenue losses.

2. Similar city competition: Qingdao (Olympic Sailing IP) and Sanya (tropical
climate) divert customer traffic, while neighboring cities like Yantai and Rizhao
accelerate their development plans.

3. Project homogenization and low-cost competition: Small enterprises engage in
low-price dumping, compromising service quality and safety standards, which
damages the industry's reputation.

4. Unregulated Market Practices: Illegal operations and false advertising persist,
while lagging oversight contributes to market disorder.

5. Volatile  Consumer Demand: Macroeconomic factors drive more rational
spending among tourists, leading to declining bookings for premium offerings and
heightened price sensitivity among mass-market customers.

6. Eco-environmental Pressure: Beach litter surges during peak seasons, certain
operations may harm nearshore ecosystems, and environmental regulations are
tightening.

4.2 The strategy of marine sports tourism resource management to
promote tourist attractions in WeiHai City
By systematically combing the questionnaire survey data (400 valid samples)

and interview results (10 interviewees : 4 managers of tourism companies, 4 managers

/staff of scenic spots, 2 staff of Cultural Tourism Bureau), integrating all the
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advantages and disadvantages mentioned in the questionnaire and interview, refining

opportunities and threats, forming a SWOT analysis of the current situation of marine

sports tourism in WeiHai City, and based on this, constructing a TOWS strategy

matrix to provide targeted strategies for the development of scenic spots.

4.2.1 SWOT analysis of the current situation of marine sports tourism in

WeiHai City

Based on the quantitative results of the comprehensive questionnaire and the

qualitative point of view of the interview, the researcher sorted out 8 strengths, 8

weaknesses, 7 opportunities, and 6 threats of Weihai marine sports tourism.

Table 5: SWOT analysis of the current situation of Marine sports tourism in WeiHai.

Strengths

Weaknesses

S1:
S2:
S3:
S4:
S5:
S6:
S7:
S8:

Exceptional Ecological Resources

Unique Cultural Heritage

Significant Geographical Advantage.

Clear Policy Support.
High Project Appeal

Solid Infrastructure
Diverse Activity Offerings

Robust Safety Measures

W1: Uneven Resource Development
W2: Severe Product Homogenization

W3: Significant shortage of specialized

talent

W4: Lags in Technology Application and

Promotion

W5: Absence of ecological management

systems
W6: Low consumer retention
W7: Pronounced seasonal constraints

WZ&: Short industrial chain

Opportunities

Threats

O1: Increased demand for short-distance

travel

02: Eco-tourism policy support

O3: The potential of customer

segmentation is great

04: Promotion of smart tourism

T1: Extreme weather effects
T2: Similar city competition

T3: Project homogenization and low-cost

competition

T4: Chaos in the market order
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O5: Sports + new business needs T5: Volatile Consumer Demand

06: China-Korea Free Trade Zone

Development

T6: Eco-environmental pressure

O7: Exploration of cultural and creative

products

4.2.2 Weihai marine sports tourism current situation TOWS matrix

Based on the above SWOT analysis, using TOWS matrix, from SO (Strengths +
Opportunities), WO (Weaknesses + Opportunities), ST (Strengths + Threats), WT
(Weaknesses + Threats), 26 Weihai marine sports tourism resource management
strategies are proposed to promote the development of Weihai marine sports tourism

scenic spot as in Table 6.

Table 6: TOWS Matrix of the current situation of Marine sports tourism in WeiHai.

Strengths (S)

S1: Exceptional Ecological

Resources
S2: Unique Cultural Heritage

S3: Significant Geographical
Advantage.

S4: Clear Policy Support.
S5: High Project Appeal
S6: Solid Infrastructure

S7: Diverse Activity
Offerings

S8: Robust Safety Measures

Weaknesses (W)

W1: Uneven Resource

Development

‘W2: Severe Product

Homogenization

W3: Significant shortage of

specialized talent

W4: Lags in Technology

Application and Promotion

W5: Absence of ecological

management systems
W6: Low consumer retention

W7: Pronounced seasonal

constraints

WZ&: Short industrial chain
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Opportunities

O1: Short-distance
travel demand is
rising

02: Ecotourism
policy support

0O3: Customer

segmentation

potential is great

0O4: Smart
Tourism

Promotion

05:

New Business

Sports +

Requirement

06: China-South
Korea Free Trade

Area Development

O7: Exploration of
Cultural and

Creative Products

SO Strategies
1.S1+S2 + O1: Sailing &

Camping Weekend Premium

Package.

2.S1 + S8 + O2: Develop
eco-friendly marine-themed
product lines to build core

brands.

3.S5 + S7 + O3: Developing
Kayak Expeditions +
Uninhabited Island
Observation: A Niche

Innovative Project.

4.S6 + O4: Smart Facility
Early Warning and Operation

Management Platform.

5.54 + O5: Developing
Winter Specialty Products for
Sports Plus.

6.53 + 06: Develop and
Promote Cross-Border Marine
Life Observation and
Fisherman's Experience
Products in Japan and South

Korea.

7.S2 + O7: Extend the
consumption chain and
promote collaborative
development of cultural and

creative products.

WO Strategies
1.W1 + Ol: Develop

short-distance routes and joint
ticket programs linking eastern

and western resources.

2.W5 + O2: Developing a
Co-creation Model for
Ecological Governance and
Ecological Experience Products

with Tourists.

3.W6 + O3: Develop
customized experience products
for target customer segments
and establish a membership

system.

4.W2 + O4: Establishment of a
Transparent Pricing System and
Multi-Channel Content

Promotion Project.

5.W7+05: Develop year-round
product innovation initiatives to

overcome seasonal limitations.

6.W2 + 06: Deeply explore the
cultural landscape of the
Japanese and Korean markets to
develop high-end customized

product initiatives.

7.W4+W8 + O7: Integrating
cultural creativity with
technology to expand

consumption scenarios.




46

Threats

T1: Extreme

weather effects

T2: Competition
among cities of the

same kind

T3: Homogenized
low-price
competition

T4: Chaos in the

market order
T5:

Volatile Consumer

Demand

T6:
Eco-environmental

pressure

ST Strategies

1. S8 + T1: Develop
emergency response plans for

extreme weather.

2.S1+ S5 + T2: Promoting
kayaking + Liu Gong Island
coastal defense study tours
and other differentiated

product offerings.

3.S7 + T3: Increase the
proportion of specialty
programs and establish an
industry self-regulation

alliance.

4.S8 + S4 + T4: Standardized
Qualification Certification
and Training for the Marine

Sports Industry.
5.84+ T5: Optimize

promotional strategy policies
and implement a
subsidy-based tiered pricing

structure.

6.S1 + T6: Collaborate with
multiple stakeholders to
establish an incentive
mechanism for zero-waste

tourism.

WT Strategies

1.W7 + T1: Marine Sports
Digital Experience Center

Construction Project.

2.W5 + T2: Establish a
multi-party collaborative
supervision system and
implement quantitative

assessments of cleanliness.
3.W2 + T3: Innovative
Development of VR
Technology to Empower
Marine Sports Products Project.
4.W6 + T4: Guidance Price
Announcement for Marine
Sports Activities and Market
Anti-Counterfeiting

Collaboration.

5.W3 + T5: High-End Service
Talent Recruitment and
Development Project with
Customized Client Package

Development.

6.W5 + T6: Winter Beach
Ecological Restoration
Volunteer Activities Linked to

Member Benefits.
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4.2.3 Weihai marine sports tourism resource management strategy to

improve the development of scenic spots

By applying SWOT analysis and TOWS matrix techniques, management
strategies for marine sports tourism resources in WeiHai City to enhance the
development of scenic spots were proposed. These strategies include 7 SO strategies,
6 ST strategies, 7 WO strategies and 6 WT strategies, along with corresponding

activity plans. The details are as follows:

(1) SO Strategies

SO1: Sailing & Camping Weekend Premium Package.

Integrate the core resources of sailing + camping, create short-distance high-end
packages on weekends, and accurately explore the tourist market in Northeast China
and North China. Deep plowing takes Weihai as the center, and the core urban circles
in Northeast China and North China (such as Beijing, Tianjin, Shenyang, Dalian, etc.),
which are accessible by high-speed rail for 3-5 hours, accurately focuses on young
white-collar workers, small families and group construction guests who pursue
short-term, high-frequency and high-quality travel experience. We launched activities
such as Weekend Short-Distance Package (2-day 1-night sailing + beach camping),
which directly matched the core needs of the group's micro-holiday over the weekend
(Friday evening to Sunday evening). With the emotional appeal of escaping from
daily life and rejuvenating your body and mind, Weihai was shaped as the coastal
back garden of Beijing-Tianjin-Hebei and Northeast China.

SO2: Develop eco-friendly marine-themed product lines to build core brands.

Strive for ecological policy subsidies, develop ecological pro-marine product
series (no power paddle board, no mark sea fishing, etc.), and establish the core brand
of ecological marine sports.

The two flagship products of the silent oar board ecological tour and traceless
sea fishing scientific release are launched, which are matched with environmental
protection equipment and professional ecological explanation. Set up a special group
to be responsible for docking ecological policy subsidies, ensure that funds are used
for product innovation and brand promotion, and evaluate and optimize the effect
every quarter. Strive for one year, build Ecological Marine Sports as Weihai's core
tourism IP, and significantly enhance the competitiveness of product differentiation.

SO3: Developing Kayak Expeditions + Uninhabited Island Observation: A Niche
Innovative Project.

For young enterprise employees, a new niche project of canoeing adventure +
unmanned island observation is added to meet the needs of novel experience.
Accurately anchoring the core needs of employees aged 26-35 in the pursuit of
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novelty and self-challenge, we have successfully transformed Weihai's marine and
island resources into unique product competitiveness by carefully creating the scarce
experience of a kayaking expedition + unmanned island observation. The activity not
only provides in-depth ecological exploration and high-intensity teamwork scenarios,
but also transcends the traditional tourism category with professional safety assurance
and immersive task design. It has become a boutique outdoor plan designed to
enhance team cohesion and meet personal accomplishment and effectively achieves
the strategic goal of niche projects, leading market differentiation.

SO4: Smart Facility Early Warning and Operation Management Platform

Connect with the smart tourism policy, build a early warning facility platform
(real-time display of equipment status, wharf flow), and improve operational
efficiency.

Deeply docking the smart tourism policy, through the construction of a smart
operation management platform integrating real-time monitoring, data analysis, and
intelligent early warning, it aims to achieve the dual improvement of scenic spot
operation efficiency and tourist experience. It breaks through the limitations of
traditional manual management, and its functions are specifically extended to three
dimensions: First, at the facility management end, the life cycle management of
sailboats, kayaks and other equipment is carried out through the Internet of Things
technology, and the loss data is returned in real time and the risk of failure is predicted.
The transformation from passive maintenance to active maintenance is realized, and
the operation interruption rate is effectively reduced. Secondly, at the passenger flow
dispatching end, the passenger flow density in key areas such as terminals and
beaches is monitored in real time through the heat map, and the intelligent diversion
and early warning are carried out by the ticketing system, so as to fundamentally
alleviate congestion and ensure safety. Finally, the platform transforms the
precipitated operation data into a decision support kanban, which provides an accurate
basis for project configuration, personnel scheduling and marketing strategy. This
move can not only significantly reduce the cost of manpower and materials, but also
comprehensively improve the modern management level and core competitiveness of
Weihai Marine Sports Scenic Area by creating a knowable, visible and controllable
intelligent operation center, and effectively transform policy opportunities into
sustainable development momentum.

SOS: Developing Winter Specialty Products for Sports Plus.

Combined with brand activities, develop sports + ice and snow (winter beach ice
and snow carnival), sports + health (paddle board yoga) to fill the winter gap.

Create an ice and snow wonderland integrating coastal snow scenery, sports and
entertainment in the core beach areas such as the international sea bath. The core
projects include : characteristic ice sculpture snow sculpture area : taking marine
elements such as whales and sailboats as the theme of creation, setting up 'snow sea
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view ', strengthening Weihai 's unique snow and sea blend landscape ; the ice and
snow sports experience area : the introduction of snowmobiles, curling, snow flying
saucers and other mass projects, and set up a parent-child play snow area to attract
local and surrounding family guests ; in the indoor heated pool such as Naxianghai, a
series of health care products are launched. The core projects include: (1) paddle
board yoga course: coached by a trainer who holds the qualification of a rehabilitation
teacher, design a special style for shoulder and neck relaxation and core training. (2)
Warm seawater therapy and physiotherapy: combined with the concept of ocean
therapy, providing water stretching, warm pool bath and professional physiotherapy
services. (3) Health management package: health tea, healthy light food and health
lectures are provided to create a complete winter healing experience.

S06: Develop and Promote Cross-Border Marine Life Observation and
Fisherman's Experience Products in Japan and South Korea.

Jointly with Japan and South Korea travel agencies to promote marine biological
observation + fisherman experience and expand international tourist sources.

In order to accurately open up the Japanese and Korean markets, relying on the
location advantages of the China-Korea Free Trade Zone, we jointly launched the
Weihai Ocean Sports Experience characteristic tourism product with well-known
Japanese and Korean travel agencies. The project takes marine sports as the core, and
designs a 2-day 1-night deep experience trip : sailing cruise + marine ecological
observation ' on the first day, sailing experience under the guidance of professional
coaches, and marine biological observation using underwater observation equipment
on the way ; the next day, arrange canoeing exploration + fishing village sports
experience, organize tourists to canoe to visit the island, and participate in the
characteristic activities of combining traditional fishing labor with modern marine
sports in the fishing village. The entire tour is equipped with Korean / Japanese sports
coaches and security teams to ensure the professionalism and safety of the sports
experience. Through in-depth cooperation with Japanese and Korean travel agencies,
we jointly design marine sports tourism products that meet the preferences of
Japanese and Korean tourists, and establish a cross-border booking service platform to
realize one-stop booking services for sports events. Through the experience of
characteristic marine sports tourism, Weihai will create a differentiated
competitiveness in the tourism market of Japan and South Korea, and continue to
expand the scale of international tourists.

SO7: Extend the consumption chain and promote collaborative development of
cultural and creative products.

Link up local cultural and creative enterprises, develop fisherman culture +
sports cultural and creative (war ship modeling souvenirs), set up sales areas in scenic
spots, and extend the consumption chain.

Combined with local cultural and creative enterprises, we will deeply explore the
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elements of Weihai fishermen 's culture and marine sports, and develop a series of
characteristic cultural and creative products. Core products include assembly models
inspired by Jiawu Battleship and modern sailing ships, sports hand-made with fishing
net weaving technology, and fishermen 's style T-shirts printed with marine sports
illustrations. A ' cultural and creative experience museum ' will be set up in Liugong
Island, Naxianghai and other scenic spots to create a consumption space integrating
display, experience and sales. AR interactive area is set up in the museum, and tourists
can watch sailing video by scanning products. Open a DIY workshop to provide
sailing model assembly, fishing net weaving and other experience courses. At the
same time, supporting the development of cultural and creative + sports joint tickets,
and purchasing cultural and creative products can obtain preferential sports
experience. Through the linkage of online malls and offline experience halls,
combined with social media card promotion, a complete cultural and creative
consumption chain is created to -achieve the dual promotion of cultural
communication and economic benefits.

(2) WO Strategies

WOL1: Develop short-distance routes and joint ticket programs linking eastern
and western resources.

Joint cultural and tourism bureaus and travel agencies to jointly promote
east-west linkage short-distance travel routes and joint tickets.

It is possible to design East-West Linkage Short-Distance Tour Lines -series of
mature projects such as Eastern Banyue Bay and Naxianghai and potential projects
such as Western Rushan Silver Beach, and launch ' 1-3 Days Short-Distance Joint
Tickets ' (including traffic connection and project experience). At the same time, the
income of the joint tickets is used to feed back the infrastructure upgrades of the
western scenic spots (such as the expansion of parking lots and the addition of toilets),
which not only balances the development of regional resources, but also matches the
convenience and high cost-effective needs of short-distance tourists through unified
line + cooperative promotion to make up for the shortcomings of western facilities
and regional coordination.

WO2: Developing a Co-creation Model for Ecological Governance and
Ecological Experience Products with Tourists.

Create a perceptible ecological experience and shape core brand differences. To
build a new model of ecological governance of tourist co-construction.

To apply for ecological special subsidies, on the one hand, implement
the eco-tourism points system in the scenic spot (tourists participate in beach garbage
collection, use unpowered projects to obtain points, exchange project discounts), add
ecological trash cans, and designate projects to be banned from the ecological zone
(such as coral reef protection zone); on the other hand, the development of marine
ecological observation + unpowered exercise combination products (such as 'paddle
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yoga + offshore biological observation'), equipped with professional lecturers to
popularize ecological knowledge, not only strengthen ecological protection measures,
but also reduce the cost of enterprises through policy subsidies to make up for the
shortcomings of ecological management and product ecologicalization.

WO3: Develop customized experience products for target customer segments and
establish a membership system.

Create exclusive experiences for different customer groups and deeply bind
through the membership system.

Differentiated products and services can be developed according to the type of
customer group: for the family customer group, the parent-child water park + children
's sea fishing teaching package is launched, equipped with children 's exclusive safety
equipment; for business customers, upgrade yacht facilities and provide customized
services of private yacht party + business negotiation; in view of the elderly customer
base, we will create a gentle sea health care (such as beach tai chi) + offshore
sightseeing project, and at the same time launch a customer group exclusive
membership system (members enjoy project discounts, priority participation
activities), improve customer satisfaction and revisit rate through precision services,
and make up for the shortcomings of experience stickiness and service differentiation.

WO4: Establishment of a Transparent Pricing System and Multi-Channel
Content Promotion Project.

Establish consumer trust with transparent pricing, expand market volume with a
content matrix, and promote price transparency and publicity through smart platforms.

Relying on the construction of smart tourism platform: on the one hand, develop
a transparent pricing system, publicize the cost composition of each project (such as
equipment loss and labor cost) in the official applet, and update discount activities in
real time (such as weekend excursions) to solve the problem of opaque pricing ; on
the other hand, integrate platform publicity resources, open a tourist experience
sharing area in the small program, synchronously link the official accounts of Tik Tok
and Xiaohongshu, regularly publish project experience short video + web celebrity
live broadcast notice, and use intelligent pricing + online publicity to enhance
consumer trust and market exposure, and make up for the shortcomings of pricing
perception and publicity channels.

WOS: Develop year-round product innovation initiatives to overcome seasonal
limitations.

The whole season of products is realized by sports + technology, and the new
format of winter is spawned by sports + cross-border, which systematically makes up
for the seasonal and innovative shortcomings.

While applying for special subsidies for new formats, on the one hand, joint
technology enterprises develop sports + technology products (such as VR deep-sea
exploration and virtual sailing events), summer as an outdoor project supplement and



52

winter as a core experience project; on the other hand, create sports + ice and snow,
sports + wellness winter products (such as beach ice and snow carnival + indoor
ocean sports science popularization, paddle board yoga + beach recovery exercise),
supporting the construction of indoor temporary experience venues, through the
development of new formats and technology empowerment, to fill the gaps in winter
operations, enhance product innovation, and make up for the shortcomings of
technology applications and seasonal operations.

WO6: Deeply explore the cultural landscape of the Japanese and Korean
markets to develop high-end customized product initiatives.

Create a unique selling point with cultural deep ploughing, establish a quality
benchmark with high-end customization, and jointly make up for the shortcomings of
products and services in the Japanese and Korean markets.

Focus on the needs of Japanese and Korean tourists to optimize products: on the
one hand, deeply explore the fishermen's culture and the red culture of the
Sino-Japanese War, and develop culture + sports characteristic projects (such as
imitation of the Beiyang Navy 's ship experience + maritime research, fishermen 's
traditional fishing + offshore sightseeing), supporting Korean / Japanese interpreters
and cultural manuals; on the other hand, upgrade high-end yacht facilities, introduce
Japanese and Korean professional yacht operation teams, develop high-end sea
fishing + seafood cuisine tasting customized products, and cooperate with Japanese
and Korean travel agencies to carry out targeted promotion, attract Japanese and
Korean customers through cultural differentiation + high-end services, and make up
for the shortcomings of cultural experience and high-end product supply.

WO7: Integrating cultural creativity with technology to expand consumption
scenarios.

Activate cultural IP with technology empowerment, broaden consumption
scenarios with experience extension, and overcome the problems of cultural
transformation and product innovation.

Joint local cultural and creative enterprises and technology companies: on the
one hand, develop culture + sports + technology integrated cultural and creative
products, such as AR fishermen 's sports theme dolls (scanning dolls to watch
fishermen's sports videos), Ocean sports custom VR postcards (scanning code can
immersive review project experience); on the other hand, we will set up a cultural and
creative experience area in the scenic spot, set up a DIY workbench for cultural and
creative products (such as customized beach sports T-shirts, hand-painted marine
sports theme keychains), and open a cultural and creative online mall through the
scenic area's smart applet. Extending the consumption scene not only strengthens
cultural integration but also enhances the attractiveness of cultural and creative
products through technological empowerment and makes up for the shortcomings of
cultural transformation and product innovation.
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(3) ST Strategies

ST1: Develop emergency response plans for extreme weather.

Joint meteorological departments to build an extreme weather warning system
and formulate a suspension emergency plan.

Joint meteorological departments to build an early warning system and
implement a hierarchical response mechanism: after receiving the yellow warning,
immediately start the emergency plan, and notify the tourists through multiple
channels such as small programs and text messages to adjust the project; when the
warning is orange and above, the outdoor project is completely suspended and
seamlessly switched to the indoor 'Storm Laboratory' theme science exhibition. The
exhibition sets up three major areas: the meteorological knowledge area explains the
causes of typhoons through animation; marine sports historical area to show the
evolution of wind and wave equipment; the interactive experience area provides
immersive activities such as sailboat model assembly, VR surge simulation and
marine biological observation. The site is equipped with professional lecturers to
carry out interesting popular science classes, and an ' emergency service desk ' is set
up to provide rescheduled vouchers and hot drinks. At the end of the event, the
weather researcher certification card is issued, and the cardholders can enjoy
exclusive discounts for subsequent projects, which not only ensures safety, but also
transforms passive waiting into a unique popular science experience, effectively
maintaining the reputation of the scenic spot and customer stickiness.

ST2: Promoting kayaking + Liu Gong Island coastal defense study tours and
other differentiated product offerings.

Highlight the advantages of high-quality resources + niche projects, promote
differentiated products of canoeing + Liugongdao research, and avoid high-end
competition in Qingdao/Sanya.

Give full play to the historical resources and ecological advantages of the sea
area of Weihai Liugong Island, avoid competition with high-end resorts in Qingdao
and Sanya, and now launch the theme research product of " coastal defense explorer.
The product takes canoeing around the island + coastal defense history research as the
core to create a differentiated experience. The activity plan is as follows; In the
morning, under the guidance of professional coaches, the basic training of canoeing
around the island is carried out, through the historical sites such as Donghong Fort,
and the history of the Sino-Japanese naval battle is explained by the accompanying
research tutor. At noon, land on Liugong Island to visit the site of the Navy Office and
carry out the task of coastal defense password deciphering. In the afternoon, organize
the warship model assembly competition and share the theme of coastal defense. The
whole process is equipped with a bilingual research manual, a safety escort boat and a
historical image data package. Through the unique form of sports exploration +
historical immersion, it not only meets the physical challenges and thirst for
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knowledge of young people, but also deepens patriotism education, forming a unique
market competitiveness different from traditional coastal vacations.

ST3: Increase the proportion of specialty programs and establish an industry
self-regulation alliance.

Increase the proportion of niche projects, establish industry self-discipline
alliance in joint scenic spots, agree on the lowest service standards, and curb low-cost
competition.

In order to optimize the industrial structure, the development strategy with
quality control quantity as the core is implemented. The specific implementation plan
is as follows: Joint the main scenic spots to establish the Weihai Marine Sports
Tourism Quality Alliance, first of all, the proportion of niche projects will be
increased from 20% to 35%, focusing on the development of sea shooting, sea diving,
paddle board yoga and other characteristic projects. The league jointly formulated the
Weihai Marine Sports Service Standard to clarify the minimum service time of the
project (such as beach motorcycle experience = 30 minutes), safety equipment
configuration requirements and coach certification standards. Establish a price
monitoring + joint inspection mechanism to implement restrictive measures such as
alliance notification and deadline rectification for enterprises that violate regulations
and reduce prices. At the same time, the Weihai Preferred certification system is
introduced. The certified enterprises can obtain traffic tilt on the official platform and
enjoy insurance purchase preferences. Through the dual-track parallel of industry
self-discipline and quality certification, we will guide enterprises to shift from price
competition to service competition and gradually form a healthy market environment
of high quality and high price.

ST4: Standardized Qualification Certification and Training for the Marine Sports
Industry.

Relying on safety and professional services, the Joint Cultural Tourism Bureau
formulates qualification audit standards, “conducts regular training, combats
unqualified operations, and standardizes the market.

In order to standardize the market order, a three-level qualification certification
system will be established in conjunction with the Cultural and Tourism Bureau, the
Sports Bureau and the Industry Association. The scheme is as follows: first, classify
the project categories according to the risk level, implement the filing system + annual
audit for high-risk projects such as sailing and diving, and require enterprises to
provide coach qualification certificates, equipment inspection reports and safety plans;
secondly, establish a training-assessment-certification closed loop, organize
professional training such as safety rescue and equipment operation every quarter, and
issue star coach certificates to those who pass the assessment; at the same time, we
will carry out joint special rectification of government and enterprises, conduct
monthly investigations on unlicensed operations and over-range operations, and
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incorporate the results of investigations into corporate credit files. A qualification
publicity platform is set up, and tourists can check the status of enterprise certification
by scanning the code. We will give incentives such as preferential insurance rates and
preferential publicity resources to enterprises that meet the standards, form a market
mechanism of good money drives out bad money, and comprehensively improve the
professional level and safety guarantee of the industry.

STS: Optimize promotional strategy policies and implement a subsidy-based
tiered pricing structure.

Relying on policy support to optimize product pricing and promotion strategies,
reduce the impact of volatile consumer demand on operation.

Aligning with Weihai's marine sports subsidy policy, we introduce off-peak
consumption incentives: During non-weekend and off-season periods when visitor
spending is low, offer 15%-20% policy-subsidized discounts to guests booking core
activities like sailing experiences and kayaking adventures. This lowers decision
barriers and boosts baseline foot traffic. Design tiered product packages featuring a
base experience + flexible upgrades: - Base packages (e.g., 1-hour beach buggy ride +
light meal) target price-sensitive mass-market demand, priced under ¥500; Upgrade
packages (e.g., sailing workshop + seafood dinner) preserve spending opportunities
for high-end customers. Simultaneously, introduce tiered discounts like Base package
+ ¥50 upgrade to premium experience, ensuring both customer base stability and
enhanced average transaction value resilience against fluctuations.

ST6: Collaborate with multiple stakeholders to establish an incentive mechanism
for zero-waste tourism.

In order to systematically reduce the ecological pressure of tourism activities, the
incentive system of zero waste tourism is constructed by combining hotels, catering,
and scenic spots. The specific plan is as follows: First, design a standardized
participation process. Visitors can receive reusable environmental garbage bags and
the Weihai Zero Waste Guide when they check in at the cooperative hotel. After
participation, they can collect 10 yuan project discount vouchers or catering vouchers
through the small program by collecting the collected garbage to the designated
exchange points of each scenic spot and verifying by the staff. The cooperative hotel
synchronously implements the green room plan and does not actively provide
disposable toiletries; the cooperative restaurant fully adopts degradable food boxes
and presents ecological snacks to tourists who practice CD Action. Establish a
quarterly environmental protection score list, and the tourists with the highest
cumulative scores are awarded the title of Weihai Ecological Honor Citizen and
rewarded for free accommodation. Through the tripartite linkage of cultural tourism
bureau supervision + enterprise profit + tourist participation, the goal is to reduce the
amount of beach garbage by 30 % in the peak season, and to build a virtuous cycle of
ecological protection-consumption incentive-brand promotion.
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(4) WT Strategies

WT1: Marine Sports Digital Experience Center Construction Project.

Build a digital experience hall to create a full-time, all-weather new marine
sports experience.

It can apply for special subsidies for smart tourism and new business forms,
which can be used as a strategic fulcrum to build a Marine Sports Digital Experience
Museum in the scenic spot - open VR sailing simulation, deep-sea exploration and
other digital projects on summer typhoon days to replace the suspended outdoor
projects; in winter, relying on the digital museum, the Ocean Sports Science Course +
VR Ice and Snow Sea Project was launched to fill the gap in winter operations. At the
same time, the impact of extreme weather on tourists was reduced by scientific and
technological means, and the idle rate of resources was reduced.

WT?2: Establish a multi-party collaborative supervision system and implement
quantitative assessments of cleanliness.

Carry out cleaning performance appraisal, linkage visitor evaluation and cultural
tourism bureau spot check, institutionalized means to ensure environmental quality,
improve the competitiveness of scenic spots.

A quantitative assessment standard was established, including three dimensions:
basic sanitation (the number of garbage per 100 square meters < 3), dynamic
cleaning (toilet inspection once per hour), and garbage disposal (garbage bin overflow
rate < 5%). All indicators are directly linked to tourist satisfaction. Scan code
evaluation points are set up in each key area of the scenic spot, and tourists can score
the health status in real time. Establish incentive mechanism: monthly score = 90
points reward 200 yuan, 80 - 89 points reward 100 yuan, less than 70 points deduction
50 yuan. The ' Star Cleaner ' title and a special bonus of 500 yuan were awarded to
those who were evaluated for three consecutive months. The Cultural Tourism Bureau
adopts the double random and one public spot check mode, and carries out two
unannounced visits every month, focusing on verifying areas where tourists reflect
more problems. The establishment of the problem rectification ledger requires the
completion of the rectification and feedback results within 2 hours, and the results of
the spot check are directly included in the annual quality rating assessment of the
scenic spot. Relying on the smart tourism platform, the exclusive module of health
management is developed to display the cleaning status, tourist evaluation data and
problem rectification progress of each region in real time.Through big data analysis,
the dynamic deployment scheme of cleaning force is generated to realize the
transformation from passive cleaning to active prevention.

WT3: Innovative Development of VR Technology to Empower Marine Sports
Products Project.

Focus on the dilemma of homogenization and low price competition, and
implement technology empowerment and product innovation.
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Can rely on the application of special subsidies for science and technology
cultural tourism. On the one hand, joint science and technology enterprises to develop
marine sports + VR innovative projects (such as VR immersive sea fishing and virtual
sailing events), create differentiated products through technology empowerment, and
reduce dependence on traditional homogeneous projects; on the other hand, for
families and young customers, a technology experience + physical project
combination package (such as VR deep-sea exploration + short-distance kayaking) is
designed to avoid low-cost competition with a unique experience. At the same time,
through product differentiation, the willingness of customers to pay is enhanced, and
the market pressure brought by homogenization is alleviated.

WT4: Guidance Price Announcement for Marine Sports Activities and Market
Anti-Counterfeiting Collaboration.

Joint Cultural Tourism Bureau issued project guidance price, unified in the
official new media publicity, cracked down on false propaganda, and regulate the
market.

In order to standardize the order of the tourism market and establish a fair and
transparent consumption environment, Weihai Municipal Bureau of Culture and
Tourism, market supervision departments and industry associations jointly implement
the publicity system of guiding price for marine sports. Establish a project price
guidance directory, according to the equipment loss, labor cost, operation and
maintenance of the three major sections of the cost of publicity. According to the eight
categories of projects such as sailing and canoeing, the three-level price ranges of
basic experience (30 minutes), in-depth experience (2 hours) and professional training
(half-day) are formulated respectively, and the floating coefficients of peak season
(July-September) and normal season (April-June, October) are set. Set up a price
inquiry zone on the official platform of Weihai Wenlv, and synchronize with OTA
platforms such as Meituan and Ctrip. All business entities are required to hang a
unified price bulletin board at a prominent position in the business place, setting out
the project duration, service content, price range and complaint channels. Develop a
price comparison program, and visitors can scan the code to view the real-time
reference price of similar projects in the city. A price supervision class composed of
Cultural Tourism Bureau, Market Supervision Bureau and Industry Association was
set up, and double random spot checks were carried out every month. For operators
with false publicity and more than 20% over the guidance price, they are ordered to
rectify and publicize for the first time, are included in the list of dishonesty for the
second time and suspend their business qualifications. Establish a price violation fast
processing channel to ensure that complaints are processed within 24 hours.

WTS5: High-End Service Talent Recruitment and Development Project with
Customized Client Package Development.

Apply for subsidies to introduce high-end service talents, develop family/
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business exclusive packages, improve customer adaptability, and reduce the impact of
brain drain.

Introduce professional service talents through policy subsidies, develop
differentiated customer group products, and improve service quality and market
competitiveness. Apply for municipal high-end talent introduction subsidies, focusing
on recruiting internationally qualified maritime sports coaches, multilingual service
commissioners and customer relationship management experts. Establish a tutorial
system training system, with senior talents leading new recruits, and implement a
step-by-step training plan, covering modules such as service etiquette, emergency
handling, and product knowledge. Design Ocean Explorer package for family guests,
including child-friendly sailing experience, parent-child kayaking teaching and
marine knowledge science popularization activities; for business customers, we have
launched a Distinguished Navigation package, which provides special services such
as private yacht customization, maritime business reception and high-end sea fishing.
Establish a service quality monitoring mechanism, and continuously optimize the
service process through visitor satisfaction surveys and mysterious customer
evaluations. Set up a talent career development channel, improve the salary incentive
system, provide housing subsidies, children 's education and other welfare guarantees
for core talents, and control the brain drain rate within 10 %.

WT6: Winter Beach Ecological Restoration Volunteer Activities Linked to
Member Benefits.

Carry out Beach Ecological Restoration Voluntary Activities in winter (tourist
participation is discounted in the following year) to improve ecology while increasing
stickiness and reducing seasonal idle effects.

Carry out two monthly Guardian Blue theme volunteer activities, set up three
types of tasks: garbage cleaning, sand dune restoration, and seagrass planting. It is
equipped with a professional environmental protection kit, including degradable
garbage bags, planting shovels and protective gloves. The duration of each activity
was controlled at 2 hours to avoid participant fatigue. The line volunteer service
points system: 50 points for completing one activity, a total of 150 points can be
converted into 8 discount coupons for the next year 's tourism season, and 300 points
can be upgraded to the annual membership to enjoy exclusive rights and interests.
Monthly selection of environmental stars gives extra rewards. Cooperate with local
enterprises to set up public welfare funds to ensure the continuous development of
activities. Record ecological improvement results through social media to enhance
participants sense of achievement. Develop the winter ecological restoration + hot
spring health special package to enhance the comprehensive attraction.
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4.3 Validate the feasibility of strategy of Marine sports tourism

resource management to promote tourist attractions in WeiHai City

4.3.1 Connoisseurship

In order to assess the feasibility of the proposed "The strategy of marine sports
tourism resource management to promote tourist attractions in WeiHai City" by the
researchers, the researchers will currently adopt the method of connoisseurship. The
researchers have invited three leisure tourism experts, the deputy director of the
Weihai Municipal Government Office, the deputy manager of Weihai Huaxia
International Travel Service Co., Ltd., the manager of Weihai China Travel Service
Co., Ltd., the manager of Weihai Sunshine International Travel Service Co., Ltd., the
director of the Weihai Grape Beach Scenic Area Management Office, and a tour guide
from Naxianghai Scenic Area, totaling nine experts, to participate in this evaluation
activity. The aim is to further adjust and improve the proposed strategy. The

evaluation results are as follows:

Table 7: The Results and adjust of Connoisseurship.

Strategy Expert recommendations Improvement
SO1: Sailing & Nine experts highly endorsed
Camping Weekend the SO1 strategy, believing that
Premium Package. this strategy precisely matched

the core customer base (the
3-5-hour high-speed rail circle)
and the core demands
(combining stimulation and
leisure), with huge market

potential and in line with local

policies.
SO2: Develop Seven experts believe that
eco-friendly establishing the "ecological

marine-themed product | marine sports" brand is the key

lines to build core to differentiated competition,
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brands.

which can effectively utilize the
high-quality water quality of
Weihai and coordinate with the
international tourist source
(S0O6) strategy. Two experts
think that the policy orientation
is strong, and the resource
endowment provides support,
but the market acceptance needs
to be guided, and there are risks
in terms of product appeal and
profitability. Five experts
suggest merging with WO2

SO3: Developing Kayak
Expeditions +
Uninhabited Island
Observation: A Niche

Innovative Project.

Nine experts highly endorsed
the SO3 strategy, which
perfectly meets the core
customer group's demand for
"novel and scarce" experiences.
It has strong market
competitiveness. However, the
safety risks (tides, signals) and
transportation costs of the
uninhabited island project are
the biggest constraints. During
its implementation, safety

should be the top priority.

SO4: Smart Facility
Early Warning and
Operation Management
Platform.

Nine experts unanimously
agreed and believed that this
strategy is the inevitable trend:
it is a fundamental solution to
the current operational problems
and can significantly enhance

management efficiency and
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visitor experience. Currently,
the technology is mature, the
policy support is strong, and the

feasibility is extremely high.

SOS5: Developing
Winter Specialty
Products for Sports Plus.

Eight experts unanimously
agreed with this strategy,
believing it to be the key
breakthrough point for
overcoming the low season in
winter tourism and enabling
balanced operations throughout
the year. One expert, however,
thought the concept was correct
and the profit model was clear.
They suggested strengthening
the tag "Only in Weihai can you
see it", in order to avoid getting
caught in the homogenized price
war with inland ice and snow

projects.

S06: Develop and
Promote Cross-Border
Marine Life Observation
and Fisherman's
Experience Products in

Japan and South Korea.

Nine experts believe that the
location advantage is obvious,
with geographical proximity
and cultural affinity, and the
market potential is huge. Three
experts pointed out that the
implementation of this strategy
is rather difficult. It is not
simply about translating
products but requires a
systematic project in areas such
as visa facilitation, language

services, cultural adaptation,
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and cross-border cooperation.
Government and enterprise
collaboration is needed. The
strategic direction is correct, but
the implementation cycle is
long. Eight experts suggested
merging SO6 + WO6. Both
strategies precisely focus on
international tourists from Japan
and South Korea. After the
merger, resource allocation,
product development, and
market promotion can be more
focused, avoiding the dispersion

of forces.

SO7: Extend the
consumption chain and
promote collaborative
development of cultural
and creative products.

All 9 experts unanimously
agreed with this strategy. They
believed that it is necessary to
break free from the
homogenized trap of "cultural
creation in scenic spots across
the country" and establish a
strong connection with the
marine sports projects in
Weihali, transforming the
"purchase" behavior into a part

of the "experience".

WOL1: Develop
short-distance routes and
joint ticket programs
linking eastern and
western resources.

Nine experts fully endorsed this
strategy. They unanimously
believed that this strategy is the
fundamental solution to the
imbalance in resources and

development between the
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eastern and western parts of
Weihai. Through the
market-based "combined ticket
subsidy" mechanism, it provides
continuous funds for
infrastructure construction in the
western region, and the model is

innovative and sustainable.

WO2: Developing a
Co-creation Model for
Ecological Governance
and Ecological
Experience Products

with Tourists.

Same as SO2

recommendation

SO2+WO2+ST6+WT6:
Build Weihai'
ecological marine
sports ' brand system
and sustainable
operation mode. The
ecological marine
sports will be built as
the core tourism IP of
Weihai, and the high
differentiation of
products and the
significant
improvement of brand
competitiveness will be
realized by providing
unique ecological

value.

WO3: Develop
customized experience
products for target
customer segments and
establish a membership

system.

Nine experts unanimously
agreed that it has high
feasibility. Precise matching of
demands and customized
services tailored for the three
major customer groups can

significantly enhance
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satisfaction and revisit rate.

The group profile is clear, the
demands are explicit, and the
business model is
straightforward. This is an
effective means for scenic spots
to increase service value-added
and establish competitive

advantages.

WO4: Establishment of
a Transparent Pricing
System and
Multi-Channel Content
Promotion Project.

Nine experts unanimously
agreed with this strategy.
Currently, the technology is
mature and it is supported by
government smart tourism
projects, making it highly
feasible. However, they also
pointed out that the platform
must be extremely simple and
easy to use, and must fully
consider the usage habits of
special groups such as the

elderly.

WOS: Develop
year-round product
innovation initiatives to
overcome seasonal

limitations.

Nine experts unanimously
agreed that this is a strategic
measure to solve the seasonal
problem of "imbalance between
winter and summer" in Weihai
tourism. Seven experts
suggested that the four
strategies - WOS5 (Special
Subsidy for New Business
Models), WT1 (Digital
Experience Center), WT3 (VR
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Innovation Project), and WT7
(Interactive Platform for Young
Customers) - all focus on using
digital technologies (VR/AR,
mini-programs, interactive

platforms) to address the issue.

Their goals are highly

consistent.
WO6: Deeply explore Same as SO6 SO6 + WO6: The
the cultural landscape of . lan f
the Japanese and Korean | recommendation Construction Plan for

markets to develop
high-end customized
product initiatives.

the Weihai -
Korea-Japan Marine
Culture, Sports and
Tourism Community.
Product System
Reconfiguration: Create
exclusive products that
deeply integrate
culture, sports and
ecology; Service
Standards Upgrade:
Establish an
"International
Reception Service

Standard System"

WO7: Integrating
cultural creativity with
technology to expand
consumption scenarios.

Nine experts unanimously
agreed that this strategy is an
effective tool for addressing the
issue of "low cultural
integration" and boosting
secondary consumption. DIY
has created unique "travel

memories", significantly
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enhancing the emotional value
and purchasing desire of
cultural products. During the
implementation process, the
uniqueness and cost need to be
balanced. Cultural products
must have a strong "Weihai
marine sports" brand identity to
avoid being similar to other
tourist attractions across the
country. At the same time, the
technological cost must be
strictly controlled, and the
pricing should be in line with
the consumption expectations of

the mainstream customer group.

ST1: Develop
emergency response
plans for extreme

weather.

Nine experts unanimously
agreed that this is an essential
risk management tool for
dealing with the seasonal
climate threats in Weihai. The
technology is mature, the policy
support is clear, and it can
significantly reduce economic

losses and tourist complaints.

ST2: Promoting
kayaking + Liu Gong
Island coastal defense
study tours and other
differentiated product

offerings.

Nine experts highly praised this
strategy as a wise move to avoid
direct competition with Qingdao
and Sanya and to open up a blue
market. By ingeniously
combining the historical and
cultural advantages of Weihai

(such as Liu Gong Island) with
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its natural resource advantages
(such as excellent sea areas), a
unique product core was

formed.

ST3: Increase the
proportion of specialty
programs and establish
an industry

self-regulation alliance.

All 9 experts unanimously
agreed that in the face of the
chaotic low-price situation in
the market, forming an alliance
and setting bottom-line
standards is the inevitable path
to improving the overall service
quality and image of the
industry. 7 experts suggested
that ST3 (Industry
Self-Regulation Alliance) + ST4
(Qualification Review
Standards) + WT2 (Cleaning
Performance Evaluation) +
WT4 (Project Pricing) be
combined. These four strategies
jointly target the internal
governance weaknesses of the
Weihai tourism market, aiming
to establish a standardized,
transparent, and trustworthy

market environment.

ST4: Standardized
Qualification
Certification and
Training for the Marine

Sports Industry.

Same as ST3

recommendation

STS: Optimize
promotional strategy
policies and implement a

Seven experts believe this is a
powerful measure to counter
consumer volatility.
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subsidy-based tiered
pricing structure.

ST6: Collaborate with
multiple stakeholders to
establish an incentive
mechanism for

zero-waste tourism.

Nine experts unanimously
agreed that the concept is novel,
in line with the trend, and the
cost is controllable (especially
with subsidies), which can
effectively enhance the brand
image of "ecological marine
sports" in Weihai. The strategy
ingeniously transforms this
external pressure of
environmental protection into
an opportunity for interaction
with tourists and enhancing the
brand image. By guiding tourist
behavior through economic
incentives, it is an innovative
measure for achieving

sustainable development.

Six experts suggested merging
ST6 (Zero Waste Tourism) +
WT6 (Beach Ecological
Restoration)+WO2 as both
strategies are based on the
perspective of ecological
environmental protection,
converting the internal
"environmental pressure"
weakness into an opportunity to
shape the brand image of a
responsible tourism destination.
The two are highly coordinated

in terms of concepts and
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actions.
WT1: Marine Sports Same as WO5 WOS5 + WT1 + WT3:
Digital Experience recommendation Developing the Weihai

Center Construction

Project.

Smart Ocean Sports
Metaverse
Project.Build online
and offline integration
experience: online
development and
management platform
and interactive applet to
realize intelligent
scheduling and
gamification drainage;
a digital experience
museum is set up
offline to provide
alternative projects
such as VR sailing and
deep-sea exploration in
bad weather and winter,
and transform the
operation window
period into a
technology experience
window. At the same
time, AR interactive
punch points are set up
to stimulate social
communication.
Finally, it will achieve
uninterrupted operation
throughout the year,

significantly reduce the
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idle rate of resources,
and form differentiated

competitiveness.

WT?2: Establish a

Same as ST3 ST3 + ST4 + WT2 +

multi-party collaborative

supervision system and | recommendation WT4: Implement the

implement quantitative Weihai Marine Sports

assessments of Quality Certification

cleanliness. Program. Establish a
unified standard: Led
by the Cultural and
Tourism Bureau, with
the participation of
industry associations
and enterprises, a
comprehensive quality
standard system
covering service
hygiene (WT2), clear
pricing (WT4), service
procedures (ST3), and
personnel and
equipment
qualifications (ST4) is
formulated.

WT3: Innovative Same as WO5

Development of VR recommendation

Technology to Empower

Marine Sports Products

Project.

WT4: Guidance Price Same as ST3

Announcement for recommendation

Marine Sports Activities
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and Market
Anti-Counterfeiting

Collaboration.

WTS5: High-End Service
Talent Recruitment and
Development Project
with Customized Client

Package Development.

Five experts repeating the same
point as WO3, both the
government and enterprises
have already implemented
measures in talent recruitment.
Relying on the existing
professionals to train new
recruits extensively, reduce the
risk of personnel loss affecting
the operation of scenic spots.

Expanding Professional
Talent Pool: Establish a
complete
mentor-mentee system
and standardized
training. Leveraging
Experienced Staff to
Mentor Newcomers
and Mitigate
Operational Impacts
from Staff Turnover.
Utilize subsidies and
other policies to
precisely introduce top
talents in fields such as
commercial yacht
operation, high-end
health care, and
international study
tours.

WT6: Winter Beach
Ecological Restoration
Volunteer Activities
Linked to Member
Benefits.

Same as ST6, recommendation

Overall, all 9 experts agreed that the strategy is highly feasible in general and is

in line with the current situation of marine sports tourism development in WeiHai City.
It can also meet the future development needs of marine sports tourism in WeiHai
City and enhance the attractiveness of the scenic area. However, some parts of the
strategy need to be adjusted and improved. The final strategies after adjustment and
modification according to the expert suggestions in Connoisseurship are 5 SO
strategies, 6 WO strategies 3 ST strategies, and 3 WT strategies, as follows:

SO Strategies:

SO1: Sailing & Camping Weekend Premium Package.

Integrate the core resources of sailing + camping, create short-distance high-end
packages on weekends, and accurately explore the tourist market in Northeast China
and North China.

SO2: Developing Kayak Expeditions + Uninhabited Island Observation: A Niche
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Innovative Project.

Aiming at the customer group of young enterprise employees, a niche project of
kayaking expedition + unmanned island observation is added to meet the needs of
novel experience.

SO3: Smart Facility Early Warning and Operation Management Platform.

Connect with the smart tourism policy, build a early warning facility platform
(real-time display of equipment status, wharf flow), and improve operational
efficiency.

SO4: Developing Winter Specialty Products for Sports Plus.

Combined with brand activities, develop sports + ice and snow (winter beach ice
and snow carnival), sports + health (paddle board yoga) to fill the winter gap.

SOS: Extend the consumption chain and promote collaborative development of
cultural and creative products.

Link up local cultural and creative enterprises, develop fisherman culture +
sports cultural and creative (war ship modeling souvenirs), set up sales areas in scenic
spots, and extend the consumption chain.

WO Strategies:

WOL1: Develop short-distance routes and joint ticket programs linking eastern
and western resources.

Joint cultural and tourism bureaus and travel agencies to jointly promote
east-west linkage short-distance travel routes and tickets.

WO2: Construct Weihai ecological marine sports brand system and sustainable
operation mode.

The ecological marine sports will be built as the core tourism IP of Weihai, and
the high differentiation of products and the significant improvement of brand
competitiveness will be realized by providing unique ecological value.

WO3: Develop customized experience products for target customer segments
and establish a membership system.

WO4: Establishment of a Transparent Pricing System and Multi-Channel
Content Promotion Project.

WOS: The construction plan for the Weihai-Japan-Korea Marine Culture, Sports
and Tourism Community.

Aims to restructure the product system: to create exclusive products that deeply
integrate culture, sports and ecology; upgrade service standards: to establish an
international reception service standard system.

WO6: Integrating cultural creativity with technology to expand consumption
scenarios.

Activate cultural IP with technology empowerment, broaden consumption
scenarios with experience extension, and overcome the problems of cultural
transformation and product innovation.
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ST strategies:

ST1: Develop emergency response plans for extreme weather.

Joint meteorological departments to build an extreme weather warning system,
formulate a suspension emergency plan (typhoon day switching indoor science
exhibition), and reduce losses.

ST2: Promoting kayaking + Liu Gong Island coastal defense study tours and
other differentiated product offerings.

Highlight the advantages of high-quality resources + niche projects, promote
differentiated products of canoeing + Liugongdao research, and avoid high-end
competition in Qingdao / Sanya.

ST3: Optimize promotional strategy policies and implement a subsidy-based
tiered pricing structure.

Relying on policy support to optimize product pricing and promotion strategies,
reduce the impact of volatile consumer demand on operation.

WT Strategies:

WT1: Digital technology empowerment strategy. Developing the Weihai Smart
Ocean Sports Metaverse project.

Build online and offline integration experience: online development and
management platform and interactive applet to realize intelligent scheduling and
gamification drainage; a digital experience museum is set up offline to provide
alternative projects such as VR sailing and deep-sea exploration in bad weather and
winter, and transform the operation window period into a technology experience
window. At the same time, AR interactive punch points are set up to stimulate social
communication. Finally, it will achieve uninterrupted operation throughout the year,
significantly = reduce - the idle rate of resources, and form differentiated
competitiveness.

WT2: Weihai Marine Sports Quality Certification Program.

Establish unified standards: Led by the cultural and tourism bureau, with the
participation of industry associations and enterprises, a comprehensive quality
standard system covering service hygiene, clear pricing, service procedures, and
personnel and equipment qualifications will be formulated.

WT3: Establish a Talent Reserve System for Marine Sports Tourism

Establish a complete mentor-mentee system and standardized training.
Leveraging Experienced Staff to Mentor Newcomers and mitigate operational impacts
from staff turnover. Utilize subsidies and other policies to precisely introduce top
talents in fields such as commercial yacht operation, high-end health care, and
international study tours.
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Chapter 5 Conclusion Discussion and Recommendation

The purpose of this study is to study the current situation of marine sports
tourism in WeiHai City, to formulate strategies for the management of marine sports
tourism resources to enhance the attractiveness of WeiHai City tourist attractions, and
to verify the feasibility of the strategy. Based on the relevant research at home and
abroad, the investigators used the R&D research method to collect the quantitative
data of 400 tourists from four scenic spots with marine sports tourism projects in
WeiHai City through questionnaires, and then collected the qualitative data of 10
people through interviews, such as the leadership and related staff of Weihai Tourism
Bureau, scenic spot managers, tourism company managers, tour guides, etc.
Qualitative data were analyzed by descriptive statistics, and then qualitative data were
analyzed by content analysis. Through the integration of quantitative data and
qualitative data, SWOT analysis is carried out to study the advantages, disadvantages,
opportunities and threats in the current situation of marine sports tourism in WeiHai
City; then, the TOWS matrix is