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Pa3Butue 3xoHOMMKH Typu3Ma B besapycu BbICTyNaeT BaXKHOHN 4acThIO HALIMOHAJIBHOM CTpAaTeruu yCTOMUUBOIO pa3BU-
tusi. B Kurae, KoTopbiii O5U1 MUPOBBIM JIHAEPOM I10 BBIE3LY TYPHCTOB, KAK OJKHJIACTCS, YBEIMUHUTCS KOJIMYECTBO TYPHCTOB
n3 benapycu u akTUBU3UPYETCs Bbe3AHOM TypHu3M. B HacTosee Bpems benapyce npeanpuHsia MHOTOYHCIEHHBIE MEPBI
JUI TIOTy4eHUs MPEeUMYILecTBa B MIPUBJIEUEHUN TypUCTOB U3 Kuras, a1 uero mpeaycMOTpeHbl BO3SMOXKHBIE PELICHUS
TI0 ONITHUMU3AINHN OEIOPYCCKUX TYPUCTHIECKHX Iu1aTopM. B riccienoBanuy ¢ IOMOIIBIO CPAaBHUTEILHOTO aHAIM3a BhI-
SIBJISIFOTCSI CHJIBHBIC U CJIa0bIe CTOPOHBI OEJIOPYCCKUX TYPUCTHYECKHX IIaTPOPM, pacCMaTpUBAIOTCSl HOBbIE TEHICHIMN
B aHAIM3UPYEMOH cdepe 1 N3ydaroTcst TPYIHOCTH, BO3HHUKatoImue y Typucto 3 Kutas. Crparerun ontumusanun 0eno-
PYCCKHX TypHUCTHUECKHX TIAaT(OPM BKIFOYAIOT COJEHCTBIE HHTErPALMK M COBEPIICHCTBOBAHUIO KOCUCTEMBI, IPOJIBHU-
YKEHHE HMHHOBAIIMOHHBIX METOZ0B IIPON3BOCTBA M HHHOBAIIMOHHBIX OM3Hec-Mozesnel. CrenaH BbIBOA 00 9 QeKTHBHOCTH
ONTHUMHU3AINN TypUCTHUECKHX MIaTdopm berapycn ¢ TOUKN 3peHHst 5KOHOMHKH.

Kniwouegwie cnosa: typuctinueckas miardpopma; benapycs; Typuctsl u3 Kuras; ontumunzanms.
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The development of the tourism economics in Belarus is an important part of the national sustainable development stra-
tegy. As once the largest tourist outbound country, China is expected to increase the number of Belarusian inbound tourists
and to improve the level of inbound tourism consumption. At present, Belarus has taken numerous measures to give it an ad-
vantage in acquiring Chinese tourists. In order to further attract Chinese tourists, the optimisation of the Belarusian tourism
platforms provides possible solutions. The authors of the article use the comparative analysis method to study the relative
strengths and weaknesses of Belarusian tourism platforms. Then they analyse the new travel trends and dilemmas of Chinese
tourists. Strategies for Belarusian tourism platform optimisation include promoting the integration and improvement of the
ecosystem, promoting the innovation of production methods for the co-creation of tourist value, and promoting the innova-
tion of business models. Finally, the effectiveness of Belarus tourism platform optimisation on the economics is concluded.
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Introduction

The tourism economics occupies a very significant place in the national economics and sustainable develop-
ment economics. International tourism is an essential part of the tourism economy. International tourism plays
an important role in increasing international cultural exchange and cooperation, boosting foreign exchange
reserves, bridging the trade deficit. Belarus has excellent natural conditions for tourism, such as culture, his-
tory and a unique natural landscape. The development of online tourism platforms is breaking down space
barriers in the development of international tourism and is a new growth point for the tourism economics. In
order to promote the development of the tourism industry, in the National strategy for sustainable socio-eco-
nomic development of the Republic of Belarus for the period up to 2030, Belarus clearly stated the develop-
ment goal of making country’s tourism revenue account for 0.1 % of the world’s development target for the
development of tourism [1]. Therefore, increasing the number of Belarusian international tourists to develop
international tourism potential is the key direction for the development of tourism economics in Belarus. In
recent years, relations between China and Belarus have grown rapidly and attracting more Chinese tourists
could provide new insights into the growth of the Belarusian tourism economics.

There are some contemporary researches on this topic. L. M. Gaidukevich studied the history of tourism
cooperation between Belarus and China during 2013-2020 [2], Li Yuanyuan used data analysis to find that the
development of China — Belarus tourism plays a key role in the national economy, but cultural insufficient under-
standing and other issues hinder the development of tourism between the two countries [3], S. Holubeu, V. Suhak,
A. Avsyuk, Jianbo Chen analysed Belarus’ tourism service exports to China from a macro level [4], M. V. Sauchuk
and E. A. Hrechyshkina proposed that Belarusian tourism and hotel-related enterprises use Internet marketing to
be more competitive [5]. Based on the relevant literature, it is found that China — Belarus tourism has gradually be-
come a hot issue. Internet marketing and publicity are important ways to develop Belarus’ tourism exports. In order
to access more Chinese tourists, this paper will analyse the relative advantages and disadvantages of choosing
the Belarusian platforms as a tool based on the study of Belarus’ strengths. And after consideing the new trends
in Chinese outbound tourism and the plight of tourists, it proposes an optimisation strategy for the Belarusian
platforms. It is expected to provide a reference for the development of the Belarusian tourism economics.

Reasons for targeting Chinese tourists

Unique advantages of Belarus in attracting Chinese tourists. Compared to other countries, Belarus has
a great advantage in attracting Chinese tourists. First of all, Belarus has good natural conditions for the tourism
economy, such as beautiful natural scenery. Also, both China and Belarus have historical origins [6]. Belaru-
sian history and culture are key factors in attracting Chinese tourists. The two countries implemented mutual
visa-free access in 2018. The implementation of the policy has cleared numerous obstacles for Chinese tou-
rists to travel to Belarus. Furthermore, Belarusian commerce has strengthened its cooperation with UnionPay.
The popularity of China UnionPay cards in supermarkets and automated teller machines has provided Chi-
nese tourists with consumption convenience [7]. Belarus has also enhanced its signage in Chinese at airports
and hotels, providing travel convenience. Besides, the promotion of Belarusian culture in China has been en-
hanced. For example, 2018 has been designated as the year of tourism in Belarus and China. There is already a
certain foundation for Chinese tourists to travel to Belarus. Further, in 2023 China — Belarus relations took a new
step forward and developed into an all-weather, comprehensive strategic partnership. And in the statement, it was
emphasised that they will further expand cooperation in the field of tourism and increase the number of direct
flights between the two countries. The implementation of these new measures provides convenience for the travel
of Chinese tourists, which is conducive to further releasing the potential of Chinese tourists travelling to Belarus.

Potential of Chinese tourists travelling to Belarus. Chinese tourists have a vast demand for outbound tra-
vel. Accordmg to World Tourism Organisation (hereinafter - UNWTO) data', the number of outbound tourists
showed an increasing trend from 2016 to 2019, reaching 154.63 mln people in 2019 Compared to China’s huge
outbound travel population, the number of Chmese tourlsts travelling to Belarus is relatively small. However,
there has been an upward trend since before the epidemic?, and it rose to a record high of 47 thsd in 2019. China
became the fifth-most frequent visitor to Belarus this year. But since the outbreak, Chinese outbound tourism
has almost come to a halt, and the number of Chinese tourists travelling to Belarus has fallen sharply. In 2023,
the optimisation of China’s management policy has restarted outbound tourism and brought about a revival in
demand for Chinese outbound travel. Belarus already has a unique advantage in the face of China’s huge outbound
tourism market. If the problems encountered by Chinese tourists on their way to Belarus can be solved, it will
help Belarus further to develop the Chinese market and to increase the number of Belarusian tourists (table 1).

'Global and regional tourism performance — 2023 [Electronic resource]. URL: https://www.unwto.org/tourism-data/global-and-
regional-tourism-performance (date of access: 24.05.2022).

*Number of organised visitors — 2023 [Electronic resource]. URL: http://dataportal belstat.gov.by/Indicators/Preview?key=223404
(date of access: 22.05.2022).
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Table 1
Related tourism numbers statistics, mln people
Year
Indexes
2016 2017 2018 2019 2020 2021 2022

Number of Chinese outbound tourists 135.13 143.04 149.72 154.63 20.33 - -

Number of Chinese tourists entering
Belarus

Number of inbound tourists to Belarus 1.09 1.11 1.15 1.18 3.56 3.36 4.92
Note. Developed by authors, based on the data of the UNWTO and National Statistical Committee of the Republic of Belarus.

0.0185 | 0.0182 | 0.0307 | 0.0470 | 0.0189 | 0.0104 | 0.0043

Spending potential of Chinese tourists to Belarus. Chinese outbound tourism can generate significant
inbound tourism spending potential for Belarus. The table 2 provides statistics on the level of Chinese out-
bound tourism spending per capita, Belarusian inbound tourism spending per capita, and world international
tourism spending per capita for 2016—2022. Taking the data before the epidemic as an example, the per capita
consumption of China’s outbound tourism in 2019 was 1647 US dollars, far higher than the world’s per ca-
pita consumption level of international travel of 1 thsd US dollars. However, the per capita consumption level
of Belarus inbound tourism is only 76 US dollars, and its inbound tourism consumption is still relatively low.
Chinese outbound tourists have strong consumption power. If the consumption of Chinese tourists in Belarus
can be increased, it can bring considerable economic momentum to Belarus. In order to further strengthen the
consumption potential of Chinese tourists, it is necessary to provide Chinese tourists with high-quality pro-
ducts and services, establish a complete online tourism consumption system, and promote the consumption of
Chinese tourists in Belarus more systematically and comprehensively.

Table 2
Related tourism consumption statistics, US dollars
Year
Indexes
2016 2017 2018 2019 2020 2021 2022
Chinese expenditure per departure 1852 1803 1852 1647 6445 _ _
Travel receipts per arrival in Belarus 65 72 77 76 100 127 _
Global inbound travel receipts 985.48 | 988.52 | 1017.03 | 1000.72 | 1351.13 | 1375.26 | 1050.59

Note. Developed by authors, based on the data of the UNWTO and National Statistical Committee of the Republic of Belarus.

Research on tourism platforms in China and Belarus

As an essential driving force in the development of the tourism economics, online tourism platforms provide
tourists with convenient, comprehensive and rich tourism services that can offer solutions to the problems they
encounter in their travels. Belarusian tourism platforms and Chinese tourism platforms are important options
for Chinese tourists travelling to Belarus. Faced with the choice of dozens of online travel platforms in China
and Belarus, it is difficult for Chinese tourists to determine which travel platform is the best to choose. And
neither in China nor in Belarus any tourism platform can meet all the needs of tourists. Therefore, tourists
need to switch between multiple platforms to avoid situations where the journey is blocked due to insufficient
information collection. The information on different platforms is not updated in time, resulting in information
deviation. Tourists need to distinguish and filter out useful and accurate information. This is a very difficult
challenge, which will greatly increase the cost of judgment and psychological pressure on tourists, especially
for first-time tourists to Belarus. This runs counter to the direction of tourism cooperation between China
and Belarus. Therefore, in order to meet the travel needs of Chinese tourists, obtain higher tourism benefits,
improve to the level of tourism services, and better meet the development needs of the Belarusian tourism
economy, it is particularly important to create a one-stop, comprehensive tourism platform. The author of article
compare three travel platforms recommended by the Embassy of the Republic of Belarus in China with two
Chinese headline travel platforms and analyse them to conclude that Belarusian tourism platforms have relative
advantages and are more suitable for optimisation and improvement (table 3).
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Relative advantages of Belarusian tourism platforms. Firstly, the platforms have an industry-chain ad-
vantage. On the one hand, it expands on the upstream resource side and gathers travel resources from all over
Belarus. The platforms integrate relevant resources through agents and links to provide tourists with a wide
range of travel products and services, capturing the Belarusian market. This includes hotel and homestay re-
servations, group and independent tours, tour guides, and introductions to attractions, food, shopping venues,
etc. Compared with the Belarusian tourism platforms, the Chinese tourism platforms have less content related
to Belarus-related tourism, for example, a lack of development of tourist routes, inaccurate tourism policies,
absence of car rent, tour guides, and other services. Belarusian platform at the downstream end has carried out
channel penetration. Belarusian travel agencies mostly cooperate with online platforms and offline stores, which
can solve problems encountered in the journey for customers in a timely manner and easily gain a stronger
sense of trust. Therefore, compared with the Belarusian tourism platforms, the Chinese tourism platforms have
a higher cost to open up the industrial chain.

Secondly, Belarusian tourism platforms have a price advantage. Belarusian tourism platforms are deeply
rooted in the local tourism market and serve millions of tourists a year. Their travel resources and customer
resources allow them to offer better prices to tourists.

Thirdly, the platform has an information advantage. Important information on most websites can be linked
directly to the official website. Especially for visas, it has more comprehensive information for Chinese tourists
and can give more accurate and timely assistance. Therefore, in the face of Chinese huge market and consump-
tion power, the construction of Belarusian tourism platforms with Chinese tourists as the main target group
has strong relative advantages. However, there is still a gap between the Belarusian tourism platform and the
Chinese market, so further optimisation is needed.

Weaknesses of the Belarusian tourism platforms. The gap between the Belarusian platforms and Chinese
tourists can be divided into five main points. Firstly, international service content on the platform is lacking.
For example, issues such as purchasing air tickets for international travel, insurance, and visas have not been
completely resolved, causing tourists to be full of worry and anxiety about the trip. The increased uncertainty
during the trip can add to the purchasing burden of tourists. Secondly, the promotion of Belarusian tourism
platforms is mainly focused on social media, such as /nstagram, with zero promotion on popular Chinese so-
cial media. This results in Belarusian tourism platforms having less visibility in the Chinese market and being
usually only known to a very small audience of people who have previously lived in Belarus or traveled there.
It is therefore very important to find a suitable promotion for Chinese tourists to open up the Chinese market.
Thirdly, the payment system is still limited. Because most payment systems do not support common Chinese
methods such as UnionPay, Alipay and WeChat Pay, Chinese tourists are somewhat restricted in their spending.
Fourthly, there are some language issues. At present, there are still gaps in services such as page settings, cus-
tomer service, and tour guides. Fifthly, the single form of platform interaction does not conform to the habits
of Chinese tourists and is less likely to attract their interest. On the whole, the Belarusian tourism platforms
are more oriented towards tourists who have already arrived in Belarus and is less in line with the habits of
Chinese tourists. As a result, the Belarusian tourism platform still have numerous shortcomings for Chinese
tourists throughout their journey. Only by further upholding the unique strengths of Belarusian tourism plat-
forms while addressing their weaknesses they can become the first choice for Chinese tourists visiting Belarus.

New trends and dilemmas in Chinese outbound tourism

New trends in Chinese outbound tourism. As the external environment and China’s policies change,
the trends of Chinese outbound travelling are also changed. According to the latest research following the
Chinese desegregation policy, the latest trends in Chinese tourist travel are characterised by the following®.
In terms of population characteristics, the number of the first batch of outbound tourists has returned to the
trend of more women than men, accounting for about 6 to 4. This group is dominated by a younger group of
23-33 years olds, who account for 57.1 % of trips. In terms of consumption characteristics, China’s outbound
travel consumption is relatively high*, and those who spend more than 10 thsd yuan account for 48.5 %. Young
people are more willing to pay for high-quality travel products and more in-depth, personalised experiences. For
example, airplanes and mid-range hotels are the main consumption choices. In terms of travel characteristics,
the group has three main features. Firstly, group travel is the most popular, with 77.7 % of visitors choosing
to travel with friends, couples, or families. Secondly, the number of days of travel is longer, with more than
57.4 % travelling for more than a week”. Therefore, Chinese holidays provide convenience for the integration of

*Where did the first group of young people who went abroad go? [Electronic resource]. URL: https://hub.traveldaily.cn/report/364
(date of access: 23.05.2022).

*Ibid.

*Ibid.
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travel time. Thirdly, as outbound travel has become a fashionable way to travel for younger groups, making tips
as well as sharing travel has also become one of the main factors in Chinese tourists’ travel decisions nowadays.
According to data from Mafengwo, it has updated 150 guides for more than 100 overseas destinations, helping
more than 10 min travel users®. Now that Chinese outbound travel has entered a new phase, Belarusian tourism
platforms can only achieve growth in Chinese tourists by proposing new ideas for developing and attracting
clientele based on changes in the characteristics of the Chinese tourist population, consumption characteristics,
and travel characteristics.

The dilemmas of Chinese tourists travelling to Belarus. Tourism is an industry based on the provision of
tourism services, which dictates that the most fundamental and important task of tourism is to understand
the tourists’ dilemmas and, to enhance the experience they receive during their trip. In order to better describe the
needs of Chinese tourists travelling to Belarus, it is necessary to explore their behaviour, feelings, and thoughts
during the stages of the trip and capture their customer experience throughout the journey. The paper maps
the omnichannel process of Chinese tourists travelling to Belarus by creating a customer journey map. The
omnichannel process of travel is divided into three parts according to the timeline: prepare-travel, in-travel,
and post-travel, as shown in the table 4.

Customer journey map of Chinese tourists travelling to Belarus

Table 4

Prepare-travel
Phases In-travel Post-travel
Research Booking (fly and stay) (depart and sharing)

Touchpoints | e Baidu, Google, Douyin, e Belarusian tourism plat- e Belarusian tou-| e Map platform

Kuaishou forms rism platforms (Yandex Go)
e Belarusian tourism plat- e Airline platform o Airline platform| e Belarusian tou-
forms o Viber, Telegram, WhatsApp | e Map platform |rism platforms
o Airline platform (Yandex Go) e Airline plat-
e Government official web- form
site
Doing e Search travel website o Flight hotel (homestays), o Flight status in-| e Booking trans-
o Attraction information car rental quiry portation
inquiry e Picking up a travel itinerary | e Booking in e Tax refund
o Smart travel itinerary (tour group, tour guide) travel activities e Travel informa-
planning recommendation e Insurance, visa (tour group, tour | tion sharing
(reviews) guide)
e Flight, accommodation, e Views itinerary
food, shopping, other trans- e Find a restaurant
portation e Shopping
e Policy requirements (visa
policy, insurance)

Problems e Non-acquaintance with the | e Lack of opportunity to pay | e Need to switch | e Lack of plat-
Belarusian website or tourist | for UnionPay, Alipay and between different | form for experien-
attractions WeChat Pay platforms increa- |ce sharing

e Inaccessibility of Chinese | e Non-acquaintance with ses workload
version insurance purchase and visa

e Non-acquaintance of poli- |details
cy details e Inconvenience of commu-

e Lack of opportunity to nication software
make travel plans

Ideas for e Promotion in Chinese e Addition of payment me- e Integration of e Increase of the

improve- social media thods in China resources during | sharing part of the

ment ¢ Creation of the website in | e Increase of the way of com- | travel to reduce strategy
Chinese munication in China the difficulty of
e Addition of detailed e Detailisation of insurance, | travel
attractions description and visa and other positions
reviews
e Increase of the part of
travel planning

SWhere did the first group of young people who went abroad go?..
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The dilemmas need to be addressed for Chinese tourists to Belarus focus on three main points. Firstly, in
terms of increasing the country’s attractiveness to Chinese tourists before travelling, it is necessary to strengthen
publicity and increase Chinese tourists’ understanding of Belarus. Belarus has a unique history, culture, ethnic
characteristics, beautiful nature and sanatoriums, but these advantages are not fully showcased. Secondly, from
the perspective of travel operations, it is necessary to reduce the difficulties in the whole journey process. For
example, tourists are not familiar with Belarus-related visas, websites, etc. and need to switch between several
local software programmes to complete tasks such as ticket purchases. In addition, customer service commu-
nication software is also different, causing communication barriers. The above problems place higher demands
on the personal quality of tourists and increase their workload. Therefore, it is urgent for Chinese tourists to
solve the various problems they encounter during their travels. Thirdly, from a psychological level, after the
trip, it is necessary to satisty the sharing desire of Chinese tourists and realise a complete travel experience.

Optimisation strategies for Belarusian tourism platforms

Integration and optimisation of the ecosystem. Although the current Belarusian platforms are attempts to
integrate services for Chinese tourists into the construction of the platform, there is still a fragmented state and
no way to achieve complete interconnection between Chinese tourists and the Belarusian tourism platforms.
In order to create a one-step tourism service platform, there is a need to integrate resources in terms of content
and optimise the allocation of resources. Resource integration is not only about connecting online and offline
resources, linking different terminals and mediums, but also completing services for the whole journey before,
during, and after the trip, forming a complete ecosystem for tourists.

The platforms should have the following functions and characteristics before and after the trip. Firstly,
they should promote and release of scenic spot information that presents localised characteristics and increase
of the publicity on the Chinese platform. Secondly, there should be travel procedure inquiry and processing.
These include visas, insurance, landing policies, round-trip vaccination policies, and other inquiries and rela-
ted processing services. As well as increasing multilingual customer service and expanding customer service
methods. For example, web chat and other forms break down the barriers of services. Thirdly, transport and
accommodation services for travel are needed. The platform needs to provide the purchase of tickets for air
tickets, trains, and buses, as well as car rental, hotel booking, and homestay. In addition, new payment methods
commonly used by Chinese tourists, such as UnionPay, Alipay and WeChat Pay. Fourthly, social networking
and sharing services should be functions accessed before and after the trip. Based on this service, relevant travel
strategies are recommended for tourists who are about to travel, and itinerary sharing services are provided
for users who have already traveled. Fifthly, the needed points are services provided for groups and individual
tours. For example, the group tour service is provided for groups, personal route planning and other services
are provided for individual tours. According to the time characteristics of China’s outbound travel, consi-
der China’s holiday arrangements in terms of travel time, and launch high-quality travel itineraries that meet
their holiday arrangements. Furthermore, the functions that can be realised during travel that are following
provision tourists with related supporting services such as ticket sales information, reservations, and consul-
tations during tourism activities and making food and shopping recommendations.

A production approach that promotes the co-creation of value for tourists. Although the production
method of the Belarusian tourism platforms is based on tourists, the product and service designs are based on the
common needs of most tourists. Its production logic remains a continuation of mass production and standardised
production. For example, the group tour service has a tour route designed for the needs of most tourists. However,
the younger, higher consumption, and longer travel time of Chinese tourists have driven their travel needs towards
personalisation and diversification. In response to the travel needs of Chinese tourists, the application of tourist
value co-creation is more conducive to the sustainable development of the Belarusian platforms. The co-crea-
tion of tourist value is a production mode with two-way influence. In the production process, tourists are not li-
mited to buyers of products and services they can also play an active role in the production of products and
services, making the model more diversive. For example, the social and interactive functions of the platform
can be strengthened through various methods, such as community building and strategy sharing, so as to realise
the interaction between Chinese tourists and the platform, as well as the real-time sharing between Chinese
tourists. On the one hand, it can not only satisfy the sharing desire of existing travellers so that they can obtain
a sense of satisfaction and recognition, but also provide more references for new users’ travel and increase
their understanding of the journey. On the other hand, increasing the feedback data of Chinese tourists after
purchasing on the platform helps them indirectly participate in the service construction of the platform. In the
process of optimising the Belarusian tourism platforms, the production method that promotes the co-creation
of tourist value can increase the number of users and user stickiness.

Promoting of business model innovation. The process of integrating and improving the Belarusian tourism
platforms ecosystem increases the demand for human and technical resources. Therefore, in order to reduce the
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costs incurred in the process of optimising the platform, it needs to promote innovation in its business model.
For example, the traditional model of services will be transformed into a traditional model plus an outsourcing
model. The outsourcing model can attract talented people from different fields of expertise. People from the
field of technical expertise and amateurs have become new service providers, providing more possible services
for Chinese tourists. The platform acts as a service provider as well as a supervisor. Tourists can make precise
choices on the Belarusian tourism platform according to their individual needs. New service providers can take
over services through the platform. The outsourcing model increases the platform’s access to external human
resources. The involvement of a large group of service providers will not only solve the problems of talent
shortages, development costs, and staff hiring costs on the platform but also make it more mobile and flexible.
The employment model and the contracting model can form a new kind of healthy competition.

In addition, the innovation of the business model can also absorb many marketing and publicity methods
to form a new model with a unique style. Nowadays, Belarusian platforms have a relatively weak presence in
China. To further strengthen the promotional efforts, it is necessary to build up one’s digital identity on Chinese
social media platforms. In order to reduce publicity costs and get a greater publicity impact, a new model of
travel plus grouping can be developed, taking into account the new travel trends of Chinese tourists [8]. This is
in line with the tendency of Chinese outbound travellers to travel in groups with friends and family. The travel
plus grouping model is a one-person-driven multiplayer mode. Tourists can share their chosen travel products
on their own social media accounts and reduce the price of group purchases with everyone’s help in bargaining.
And by introducing the act of grouping together, the more people involved in the grouping, the greater the dis-
count can be. Through this model, it is possible to increase the platform’s promotion on Chinese social media,
reduce the amount of publicity spent in China, and at the same time increase the sales of products and services.

Effects of Belarusian tourism platforms optimisation on the economy

The economic utility of Belarusian platforms optimisation is mainly reflected in optimising the supply side,
improving the efficiency of the tourism platform, reshaping the value of the subject and object, and changing
the consumption habits of tourists.

Optimisation of the supply side and improvement of efficiency. The optimisation of the Belarusian
tourism platforms, with its integration and well-developed content, has increased the supply of products and
services, solving problems such as lack of information, poor communication, and restricted payment. It helps
provide tourists with more accurate and timely news and richer content. In addition, the process of optimising
the production chain of the platform reshapes the operational process and solves the barriers to transactions,
allowing for smoother transactions between multiple stakeholders such as tourism companies, platforms, and
suppliers and a substantial increase in efficiency.

Reshaping of the value of subject and object. In tourism economic activities, travelers and tourism
companies are the main subjects as buyers and sellers. After the platform optimises the production model
and business model, more stakeholders will be introduced to generate more diversified economic benefits. In
addition, the object has also changed from a tourism product to an emotionally interactive tourist experience.
The value connection between subject and object has changed.

Changing of tourist consumption habits. A well-developed tourism eco-chain allows Chinese tourists to
move from point to point in their tourism consumption. It no longer stops at the consumption of a single tourism
product but forms a complete consumption system. The formation of systemic consumption makes it possible
to upgrade the consumption of tourists. In addition, the implementation of the travel plus grouping business
model will also change the way travellers spend their money and attract more tourists to join.

Conclusions

With the return of travel demand from Chinese tourists, the Belarusian tourism economy should seize this
opportunity to establish a more attractive tourism system. The optimisation of the Belarusian tourism platforms
are to be achieved through the integration of the ecosystem, innovation in production methods, and business
models, so as to create new value and realise the development of the platform and the upgrading of the industry.
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