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Abstract

The objective of this research is to study the key success factors of the walking street model in
Guangzhou and Hangzhou, China and the key success factors that result in future intention to revisit.
Quantitative data were collected by employing in-depth interviews and focus groups with 12 officials of public
sector and entrepreneurs from Beijing Walking Street and Shangxiajiu Walking Street in Guangzhou and 12 from
Hefang Walking Street in Hangzhou. In addition, data were also collected from 199 Chinese tourists who visited
Beijing Walking Street and Shangxiajiu Walking Street, Guangzhou and 200 from Hefang Walking Street,
Hangzhou. The result shows as follows:

Most of Chinese Tourists are female, age below 25 vyears old, marital status is
single/divorced/separated, obtain bachelor or higher degree, most are students, and having household income
lower than 1,350 yuan.

In Guangzhou, innovation management in term of offering creative products and product risk in terms
of safety and fair price influence on Chinese tourists’ future intention to revisit for 34.2%. Marketing strategies of
product differentiation in term of product value in customers’ mind and marketing promotion to publicize the
walking streets influence on Chinese tourists’ future intention to revisit for 42.9%. Moreover, sustainable
competitive advantage in terms of superior product difference/quality of the products sold on the walking streets
and the time advantages of selling products ahead of other walking streets influence on Chinese tourists’ future
intention to revisit for 42.9%.

In Hangzhou, innovation management in term of originality and product risk including of quality
credibility influence on Chinese tourists’ future intention to revisit for 33.8%. The marketing promotional strategies
by displaying attractive products, product tasting/testing, friendly service and price tags influence on Chinese
tourists’ future intention to revisit for 40%. In addition, sustainable competitive advantages in term of being the

cost leader and value for money influence on Chinese tourists’ future intention to revisit for 34.4%. Moreover,
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sustainable competitive advantage of the administrative committee of Hangzhou’s walking street is more superior
to that of Guangzhou, whereas Hangzhou has less time advantages than Guangzhou at statistical significance at
.01 level.

The key success factors of the walking street model in Guangzhou and Hangzhou, China are as
followed: (1) The development policy of the walking streets in Guangzhou and Hangzhou, China. The public
sector of China is able to regulate policies and enforce the communities to cooperate in developing permanent
walking streets by selecting only the areas full of history and culture: (2) the cultural and historical components
should be restored and conserved to enhance the learning value: (3) physical and environmental components in
term of the architectural authenticity should be retained and the location of the walking streets should be close to
tourist attractions and in spacious areas. (4) Product zoning plan should be divided into 5 lines consisting of
historical and cultual line conserving local culture and their ways of life, shopping product line, food product line,
handicraft line, and recreational area line. (5) Administration of the public sector and stakeholders is divided into 3
parts; agencies who directly manage the walking streets, cooperation between public sector, private sector and
stakeholders and government promotion using public relation. (6) Innovation of walking streets: using cultural
renovation by integrating originality of architectures and historical streets with modernity, thereby making

the walking streets attractive enough for generating repeated visits of the tourists.

Keywords: Key success factors, Walking street model in China
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