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\‘N Chinavia

China’s outbound travel market is growing exponentially while Europe’s economy and consumption are stagnating. China’s middle class is on
the rise and with 80+ mio. outbound travellers in 2012, Chinese tourists are quickly becoming the travel industry’s number one growth
segment. The rapid development and huge potential of the Chinese source market have also been felt in Europe, where European cities across
the continent have seen an average of two digit annual growth rates in Chinese bednights since 2007, skyrocketing from 2009 onwards and
surpassing an average annual growth of 30% in 2011.

Flying the Dragon, while avoiding its burn...

But with this impressive growth comes more than just numbers. Tourism creates jobs, builds relations — politically, culturally and economically.
Tourism connects companies, schools, universities, organisations and governments and most importantly: People

That’s why Chinas outbound travel market is a must-win battle for Scandinavia. And that’s why the Chinavia project was launched in 2012 in
collaboration between Wonderful Copenhagen, Goteborg & Co, Stockholm Visitors Board and Helsinki Tourism & Congress bureau. The aim of
the project is to gain a deeper insight into the Chinese travel market, the preferences of the modern Chinese travellers and the performance of
our destinations in serving them.

The project has accomplished all of this and hereby presents one of five market studies all documenting the vast potential promised by the
Chinese market and the great affection many Chinese visitors have for Scandinavia. But the studies also identify Scandinavia’s common
challenges in gaining attention and visibility in the digitalized Chinese travel market and difficulties of engaging in dialogue with the Chinese
netizens. Another main alert is the fact that the welcoming and service of Chinese tourists in our cities need to be much better if we are to
sustain or even gain market share in the fierce competition with continental destinations.

In this report we present the results of a survey of the marketing activities towards the Chinese market of 13 European city tourism
organisations. The survey provides insights into best marketing practice among these cities and benchmarks Scandinavian city efforts against
those of other European cities.

The Chinavia pilot project has been managed and executed by Wonderful Copenhagen in close cooperation with the project partners. All
elements of the Chinavia research package are made publicly available with thanks to the project partners and gratitude to the many Chinese
visitors who participated.

In the spirit of sharing, we hope, you will find this report informative and useful.

Peter Romer Hansen Signe Jungersted
Vice President, Business Development & Communications Project Manager, Chinavia Project
prh@woco.dk sij@woco.dk
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EXECUTIVE SUMMARY: MAT B

European city destinations look to China for tourism growth as the Chinese outbound

travel market is on the fadtack to becoming the biggest source market for global tourismecent years, European

cities have experienced substantial growth in the number of Chinese bednights, and while a few destinations have bee
quick to target the Chinese travel market, other destinations are only just beginning to appreciate the growth potential
of this new market and its increasingly affluent consumers. This suryabearcity destinations, performed in 2012,
outlinesthe Chinesenarket priority and activity level of European city destinations, identifies European frontrunners and
left-behinds in targeting the Chinese market and points to new market trends that may affect the Chinese travel market

in the coming years.

European cities’ priority of the
Chinese market

The below paragraphs outline the main results
concerning European city destinations’ priority of the
Chinese market.

High strategic priority of the Chinese
market

The Chinese market is a high strategic priority to
European city destinations. 8 out of 13 of the cities,
participating in this survey, have performed analyses on
the Chinese market potential and 12 out of 13 expect an
annual Chinese market growth of 5% or more over the
next 5 years. 7 respondents furthermore rated the
Chinese market as an above average strategic priority
over the next 5 years.
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High priority not necessarily reflected
in action and budget

While expressing a high level of strategic priority, 8
respondents estimate their organisation’s activity level
as moderate or below moderate. Meanwhile, 8
respondents indicate a budget scope between EUR 0 —
100.000. General budget size will naturally vary between
the cities, and a budget size of EUR 0 - 100.000 could
also be reflective of a more general budget strain among
European city tourism organisations.

China’s travel market not a priority to
industry partners

Similarly, only 4 respondents rate the importance of the
Chinese market to tourism industry partners as above
average. This could imply a lack of support base for the
high strategic priority and expectations to the market’s
growth of the cities’ destination marketing organisations.



Marketing activities targeting the
Chinese market

In the below paragraphs we outline the main
marketing activities of the surveyed European city
destinations in targeting the Chinese market.

Most cities have printed Chinese
tourist materials

10 out of 13 cities have produced tourist brochures
and other printed materials in Chinese. On average,
the organisations have produced between 2-5
different publications.

City tourism websites are only
partially available in Chinese

6 out of 13 surveyed cities have a Chinese version of
the city tourism website. 3 of the cities have a
marketing website hosted in China and only 1 has a
.cn domain. Meanwhile, the Chinese language
version of the city tourism websites are only partially
available in Chinese. In addition, 3 out of the 6 city
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tourism websites have fully customized content to
target the Chinese audience.

Online media: Limited social media
presence

5 out of 13 organisations are present on Chinese
social media, all on the microblog site of Sina Weibo
and 1 organisation is also present on Renren, the
Chinese Facebook equivalent. The activities on social
media are especially concentrated on blog posting
and online competitions.

Inhouse language expertise and
market representation

9 out of 13 organisations have inhouse expertise
related to Chinese language and culture, while only 3
out of 13 have expertise related to Chinese PR and
digital media. Meanwhile, 6 of the organisations are
directly represented in China through local
representation offices.



Timeline of marketing activities
towards the Chinese market

In the below paragraphs we summarise the overall
timeline among the surveyed cities of initiating
marketing activities towards the Chinese market.

Frontrunners leading on B2B
marketing means

Among the surveyed cities some are clearly early
starters, including Munich, Amsterdam, Helsinki and
Vienna. However, the early efforts are generally

concentrated on more traditional, mainly B2B marketing

means including PR activities, famtrips and printed
materials. In relation to new digital marketing means,
including social media presence and the development
of mobile apps, the cities are more on the same level.
The cities present in Chinese social media have only
recently initiated these activities, while none of the
surveyed cities have developed Chinese mobile apps.

Scandinavian cities are left-behinds
With the exception of Helsinki, Scandinavian cities are
not frontrunners. On the contrary, the efforts of the

Swedish cities and Copenhagen are mainly focused on
traditional means with very little or no activity online,
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including a lack of city websites in Chinese and lack of
presence in Chinese social media.

Market trends according to European
CTOs

The two paragraphs below summarises the overall
Chinese market trends as identified by the surveyed
European city tourism organisations.

Success depends on convenience
According to the respondents of the European city
tourism organisations, the 3 most decisive factors in
shaping a successful destination to Chinese visitors are
all related to the convenience of the visitor, namely: 1)
direct flights, 2) information in Chinese and 3) hassle-free
visa process.

Targeting a new traveller segment

According to respondents, the overall development
trends of the Chinese travel market are primarily centred
around the development of a new traveller segment. This
is a younger segment that prioritises leisure travel and
looks for more in-depth experiences, while also
demonstrating a willingness to travel further for the right
kind of experience.



EXECUTIVE SUMMARY: MAIN'RE 'E TIONS

The results of the survey among European city destinations outline the field of competition in
which the Scandinavian city destinations need to manoeuver. The results show generally high expectations to the Chin
market growth potential, while also indicating that a few cities have been early to target this growing market through
traditional marketing channels. These market frontrunners should, however, be careful not to sit back while new digital
channels and the expanding role of B2C communication changes the landscape and new destinations catch up and ov
them in the competition to attract the attention of Chinese visitors. Based on these results, we summarize three overall
recommendations to the Chinavia cities related) following up on market potential witboncrete action2) taking the

lead by adopting new digital marketing channels and 3) catering to the specific needs of Chinese visitors. The overall
perspectives and recommendations are outlined below.

Cities should walk the talk Take the lead, don’t just tag along
The survey results show high expectations to Chinese The Chinese market activities of the surveyed

market growth potential, though not necessarily organisations vary, demonstrating the existence of a
reflected in concrete market activities. As European few frontrunners, a large number of followers and
destinations witness impressive growth rates in terms finally the few left-behinds. The activities of

of Chinese bednights, competition is intensifying. frontrunners, however, primarily focus on traditional
Scandinavian city destinations need to develop a long- B2B marketing means. Efforts should include, but not
term strategy with concrete market activities be limited to these means of targeting B2B in China.
specifically targeting the Chinese market and involving New digital channels of communication point to the
a firm base of industry partners to make destinations future of B2C marketing to the Chinese market.

ready to welcome the Chinese visitors.

n:

fully customizedh
Chinese interne
mers

h expectationsn
evelopmenstrat

akedestination
dyto welcomethe
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Catering to the needs of Chinese
visitors

The success factors in shaping a China-ready
destinations, as pointed out by survey respondents,
mainly evolve around the convenience of the
Chinese visitors with direct flights, hassle-free visas
and provision of Chinese information. In addition,
the development trends identified in the survey
point to a new traveller segment of young,
independent travellers looking for more in-depth
travel experience.

Accordingly, Scandinavian cities need to ensure
access and convenience in order to be successful
destinations to the Chinese visitors. While direct
flight connections and an easy visa process help
ensure the destination’s accessibility to Chinese
visitors, it is also important to provide plentiful and
relevant Chinese information to guide the Chinese
visitors through the city and provide access to the
city’s different offerings.
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In order to ensure that the information available to
Chinese tourists is both updated and relevant,
destinations should supplement printed materials
with new digital channels of information, including
Chinese language versions of marketing websites and
the development of mobile apps with information
and guidance to both the more traditional tourist and
the more in-depth experience seeker.




YO chinavia 0



Introduction
p. 13

Market priority Efforts and

p-17 expertise
p.23
Success factors &
Marketing activity devec:opment
timeline trends Appendices
4 p-33 p- 39 1-3
]

YO chinavia 11



YO chinavia ”



.
I '

YO chinavia

Introduction

Survey of European
city destinations’
marketing to the
Chinese market
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ABOUT CHINAVIA |

Chinavia - a Scandinavian project
Chinavia is the title of a Scandinavian cooperation
project targeting the Chinese outbound travel
market. Initiated in 2012, the present project phase

is a one-year pilot probing a larger, strategic roll-out.

The objective of this pilot phase is to identify the
main issue areas and opportunities in terms of
reaching and servicing the Chinese consumers.

The Chinavia package

The Chinese travel market is a highly complex, fast-
moving market. The research deliverables of the
Chinavia pilot reflect this complexity in focusing on
different aspects of the market, contributing to a
more comprehensive understanding of the market
anno 2012 and forward. In addition to present
survey, the list of deliverables also includes:
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A Market Review A desk research review of existing
knowledge and research on the Chinese outbound
travel market, outlining the main market
perspectives for Scandinavian city tourism.

A Chinesevisitor survey A survey profiling the
Chinese tourist in Scandinavia and identifying main
travel motivations and experiences of the Chinese
tourists travelling to the Scandinavian destinations.

Ve

A Europeanmarket study: A statistical benchmark
analysis of Chinese market growth potential to the
European and specifically Scandinavian tourism
industry (by Claus Sager, Tourismdesign).

A Explorativeweb study: A mapping of the Chinese
internet landscape, providing a snapshot of
Scandinavian online presence in China.
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BEST PRACTICE SURVEY. |

Benchmarking marketing efforts

As part of the Chinavia research package, the
objective of this survey is firstly to identify best
practice of European cities’ marketing efforts
towards the Chinese market, secondly to benchmark
Scandinavian cities against this level and degree of
effort. Who's leading the pack and who’s been left
behind?

Methodology

A The survey was conducted as an online survey,
providing each participant with a link to the
qguestionnaire. The majority of invited
participants were approached according to the
list of participants in the European Cities
Marketing meeting in Zagreb, June 2012. The
contact details of an additional number of
participants were found online through the
cities’ marketing websites.

A In total, 25 cities were invited to particpate. Few,
however, responded to the initial invitation. All
participants received e-mail reminders. Two
cities’ representatives were interviewed in
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person and the results entered in the online
survey.

A Upon closing the survey, the response rate was

52% (13 out of 25 cities).

Survey qualifications and
limitations

Wonderful Copenhagen takes part in the working
group of Research & Statistics within the European
Cities Marketing framework. In this group there is a
mutual understanding of participation in the
members’ surveys in the name of sharing knowledge
and they were naturally all invited to participate.

As the members of the Research & Statistics working
group are primarily from their respective
organisations’ research departments, several aired
difficulty in responding to the survey questions
regarding marketing activities. Some forwarded it
internally in their organisation to departments
demmed more fit to answer.
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When looking at the company positions of the A Effortsandexpertiseof Europearcities
different respondents, 4 respondents have indicated Determining the activity level of European cities
positions related to research and statistics, whereas in marketing to the Chinese market, as well as the
an equal number of respondents are specifically level of inhouse expertise specifically oriented
from marketing related departments. The remaining towards the Chinese market.

5 respondents are all director level positions working

within areas of general and market management, . .
development and sales. A Assessmenbf the Chinesanarket

Identifying success factors and main market

. trends as perceived by European tourism experts.
Structure of analysis

The survey questionnaire consists in total of 27
questions that mainly fall within three overall
themes, outlining the efforts and activities targeting
the Chinese travel market. These three themes:

Please refer to questionnaire, appendix 3.

A Priority of the Chinese market

Assessing the priority of the Chinese travel
market to European city destinations and how
this priority is reflected in strategy and budget.
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A

Market priority

Priority of the Chinese
market to European city
destinations
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Cities perform analyses on Chinese
market potential

8 out of 13 respondents indicate that their
organisations have performed analyses / surveys on
the Chinese market potential to their cities. This
implies a common interest in and awareness of the
Chinese market potential.

Yet moderate marketing efforts

However, when asked to rate their organisation’s
level of activity in terms of targeting the Chinese
market as compared to other targeted markets, the
results point to a very average effort distribution.

11 out of 13 respondents have chosen the mid-
values, rating their efforts from low to high, while
only 2 have indicated their efforts as either very high
or very low.
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Moderate activity level as compared to other
markets

5 (very high)h l 1

1 (very low) . l 1

0 1 2 3 4 5

Q: Howwould you rate the current activity level / efforts of youorganisationin
terms of targeting the Chinese market segment compared to other targeted
markets?

Note! The horizontalaxisindicate the numberof organisationsresponding
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High expectations to market
growth

Expectations to the Chinese market growth potential
are clearly high. A total of 12 respondents expect an
increase in annual growth of 5% or higher, half of
them expecting an annual growth of more than 10%
over the next five years. Only Frankfurt expects
approximately the same level of growth as the past
five years, whereas no respondents expect a
decrease as compared to the past five years.

High strategic priority of Chinese
market

Reflecting the high expectations to the Chinese
market growth potential, respondents also indicate a
high priority of the Chinese market in their
organisation’s strategic plan for the next 5 years.

More than half (7 in total) rate the Chinese market
as an above average priority, out of which 2
respondents indicate the Chinese market as a major
priority.
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High expectations to Chinese market growth

Increase of more than 10% 6

Increase between 5-10% 6

Increase of less than 5%

Approximately the same level 1

Decrease in annual growth

Q: How would you rate the Chinese market growth potential for your city over the course
of the next five years?

The strategic priority of the Chinese market to
your organisation over the next 5 years

5 (a major priority) : 2
4 5

3 4
2 1
1 (not a priority ) 1

Q: How would you estimate the priority of the Chinese market in your strategic plan for
the next five years?
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Small budget reserved for tourist marketing to High strategic priority not

the Chinese market necessarily reflected in budget

The high priority of the Chinese market, both

strategically and in terms of expectations, is not

EU_Fi ?n(?ﬁ.ooo immediately reflected in the cities’ budget for tourist
oriented marketing related to the Chinese market.

respondent)

EUR
0-50.000 The majority of respondents choose the lower budget
EUR (3 respondents) scopes; 8 respondents indicating a budget scope
100-250.000 between EUR 0 — 100.000.

(1 respondent

No respondents chose the top two budget categories
of EUR 1 million and above.

Considering, however, the financial situation in
Europe, the budget scopes may well be reflective of
the overall budgetary situation and not necessarily
the priority of the Chinese market.

Q: What is the total budget of your city for tourist oriented marketing related to the
Chinese market (incl. print, digital, partner fundiregc.)?

b2GSH H NBaLRyRSyilia AYRAOIGSR aL R2yQl 1y26¢é |yR KIFE@S y2i 0SSy AyOfdzRSR Ay | 0208
graph.
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The Chinese travel market not as Moderately important market to industry
important to industry partners partners

In view of both high expectations to the Chinese 7
market growth potential and high strategic priority
of the Chinese market, respondents indicate a rather
moderate estimate of the importance of the Chinese T

market to industry partners (ie. hotels, airline 4 - - 4

partners, consumer goods etc).

No respondents have indicated the Chinese market 3 - - S

as very important. While 4 respondents, though, rate
the market as important to their partners, only 2

estimate the Chinese market as less important. 2 - - 4

As most tourism organisations work in close
cooperation with industry partners, often depending
on them for financing or other kinds of support, this ' ' ' ' ' '
assessment of the market importance to partners
could well point to a difference of interest and Q: How important is the Chinese market to your partners in the tourism industry (ie. for
opinion, where the Chinese market is concerned. your hotels, partner airlines, shopping, e{@

Note! The horizontal axisindicate the numberof organisationsresponding

5 (very important)

1 (not important at all)

YO chinavia 8



YO chinavia &



YO chinavia

Efforts &

expertise

Activity level in
targeting China’s travel

market

23



10 out of 13 cities have printed Distribution of printed materials

Chinese tourist materials

For the main part, the number of different materials In our city, ie. in tourist information — 5
is between 2-5 with only 1 respondent choosing a offices etc.

higher number and 1 respondent choosing just 1 1

publication. In China, ie. by local representatio_ 6
etc.

Distribution through tourist offices
and local representation By mail to travel agencies in China 2

The distribution channels of these materials are 1
mainly in the city itself (through tourist information
offices and similar) as well as in China (through local
representation and partners).

1
Other 5
In addition, 5 respondents picked "Other” as

distribution channel, exemplifying this as through
roadshows and trade missions, airlines and
embassies and at international expos.

Not relevant

Q: How is your printed material distributed

Note! The horizontalaxisindicate the numberof organisationsresponding
Thegraphssums to morethan the total numberof respondents as it habeenpossibleto
indicate more than oneanswer

YO{ Chinavia



Limited online content availability in Chinese on
city websites

ey ouidee, __I
/ city guides

Restaurants /
bars

Tourist
attractions

Online hotel
booking access

|

H Yes, section included and content entirely available in Chinese
B Yes, section included and content partially available in Chinese
B Yes, section included, but content not available in Chinese

No, not included

Q:Please indicate which of the below sections are included in your Chinese website

and to what extent the content is also available @hinese
Note! Thehorizontalaxisindicate the numberof organisationsresponding
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50% have a Chinese website, but
not all content available

6 out of 13 respondents answer that their
organisation’s city tourism website is available in
Chinese.

However, the existence of a Chinese website does not
necessarily mean the availability of all content in
Chinese. Respondents were therefore also asked to
rate the degree of availability of different sections on
their website, ie. whether the sections are either
entirely, partially or not at all available in Chinese.

In terms of content availability in Chinese, the top 3
sections are: Touristattractions shopping and
transportation/city guides 2 respondents have
indicated that the content on tourist attractions is
entirely available in Chinese, namely Berlin and
Helsinki.
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Degree of web content customization to the
Chinese market segment

Partially customized I 1
Not customized I 1

o
[SN
N
w
N

Q: Pleasendicate to which degree the available Chinese content of your website has
beencustomised(ie. NOT translated directly from original language version) to target

the Chinese markesegment?
Note! Thehorizontalaxisindicate the numberof organisationsresponding
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No hotel booking online, but
interest specific sections

None of the organisations have content available in
Chinese in relation to online hotel booking. Yet, some
have additional sections with Chinese information
regarding special interests and technical visits, as well
as MICE-related information and information on
specific city brands.

Customized web content

Out of the 6 respondents with a Chinese language
website, 3 indicate that the content of their cities’
tourism website has been fully customized to target
the Chinese market segment. These cities are
Frankfurt, Vienna and Helsinki.

Berlin indicates that the website content has been
partially customized and the remaining either that it’s
not customized or the respondent doesn’t know.
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Only 1 city with a .cn domain 3 cities’ marketing websites hosted in China, but

To circumvent Chinese government censorship, it can only 1 .cn domain
be advantageous to host a website in China. This,

including a Chinese domain, will optimize the website’s L
. . . . . Yes, our own website is
ranking on the leading Chinese search engine, Baidu. hosted in China 3

Of the 6 respondents with a Chinese website, 3 cities

have their own marketing website hosted in China o

(Berlin, Vienna and Helsinki), whereas 1 city share a Yes, a website with our NTO. I 1
. . . . . is hosted in China

hosted website with their national tourism

organisation (Munich). The websites of the remaining

2 organisations are not hosted in China (Frankfurt and

Paris). No, our website is not hosted 2
in China

The sites listed by respondents are:

http://zh.parisinfo.com/ (Paris) 0 1 2 3 4

www.laibolin.com (Berlin)

http://www.muenchen.de/int/zh (MumCh) Q: Do you have a marketing website hosted in Chtha
http://www.weivena .info/ (Vien na) Note! Thehorizontalaxisindicate the numberof organisationsresponding

Only 1 website has a .cn domain; namely Helsinki’s
Chinese website: www.visithelsinki.cn
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http://zh.parisinfo.com/
http://www.laibolin.com/
http://www.muenchen.de/int/zh
http://www.weiyena.info/
http://www.visithelsinki.cn/

Moderate social media presence

5 out of 13 respondents indicate the presence of
their organisations in China’s social media space. On
the basis of only 13 respondents, it is difficult to
determine if this indicates a high or low number. It
does, however, indicate an awareness among
European city tourism organisations of China’s social
media landscape.

Majority are present on China’s
microblog, Sina Weibo

This awareness is limited to a small number of
different social media sites as the organisations are
primarily concentrated on one site: Sina Weibo,
China’s biggest microblog site. The cities present on
Weibo are: Berlin, Frankfurt, Copenhagen,
Amsterdam and Helsinki.

Only Helsinki indicates that the city is also present
on the Chinese Facebook equivalent called Renren.
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5 out of 13 organisations have a presence on
Chinese social media sites

Yes 5

No 8

0 2 4 6 8 10

Q:Does yourorganisationparticipate or have any presence in Chinese social media

space?

Primarily present on Sina Weibo, China’s biggest
microblog site

Sina Weibo 5

Renren 1

Q: In which of the below Chinese social media sites is yortganisationpresent /
engagedNote! Thegraphsums to morethan the total numberof respondents as it
hasbeenpossibleto indicate more than oneanswer
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Main online activities are blogs and
competitions

Of the 5 respondents, whose organisations have a
social media presence, the main activities are blog
posting/commenting and online competitions.
Berlin, Copenhagen and Helsinki are active in
blogging, while Berlin, Copenhagen and Amsterdam
have online competitions.

Only Copenhagen also indicates activity in sharing
videos and photos online, while Berlin has plans to
become more active in this area.

YO chinavia

Online activities of European city tourist
organisations

Video / photo-
sharing

Blog posting /
commenting

Online
competitions

=
N N
=

Active
m Not active, but planning to become active
m Not active and no plans to be active
m Don't know

Please indicate to which degree yoorganisationis active in Chinese social
media space (according to list of different activity areas)
Note! Thehorizontalaxisindicate the numberof organisationsresponding
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9 out of 13 have inhouse Chinese
expertise

The majority of respondents (9 out of 13) indicate
that their organisation has inhouse expertise related
to Chinese language and/or culture.

Only 3 out of 13 have inhouse
expertise for Chinese digital media
or PR

In relation to the other listed expertise areas of
expertise, namely Chinese digital media and Chinese
PR/media contact, only 3 respondent out of 13
indicate the availability of inhouse expertise.

Except for 2 respondents planning to acquire
expertise in relation to Chinese PR/media contact,
the remaining organisations have no plans to acquire
such expertise.

YO{ Chinavia

Areas of inhouse expertise: Mainly language and
culture

Chinese
language and
/ or culture

Chinese PR/
media contact

Chinese
digital media

N
\l
IS

Yes, we have expertise inhouse
m Not yet, but we plan to acquire
®m No, and no plans to acquire

Please indicate if youorganisationhas or plans to acquire anpmhouseexpertise
related to the below listedareas
Note! Thehorizontalaxisindicate the numberof organisationsresponding



Almost 50% directly present in 6 organisations directly present in China
China

6 out of 13 respondents already have direct

presence in China, whereas the remaining 7 are not

directly present and have no plans to become so in We are already directly 3
the near future. present in China

Though difficult to generalise on the basis of a
limited number of respondents, the number of 1
organisations surveyed that have a direct city

presence in China appears comparatively high.

We are not directly present
and have no plans to be in the 7
near future

Please indicate if youorganisationalready has ohas plango establish a direct,
physical presence in China?
Note! Thehorizontalaxisindicate the numberof organisationsresponding
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Marketing
activity timeline

European frontrunners
and left-behinds
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Offline activities: Traditional activity areas first

Survey respondents were asked to indicate the appropriate year when their organisations initiated specific activities in
relation to the Chinese market. Prior to 2000 and from 2000 onwards, the efforts of European city tourist
organisations are primarily concentrated on traditional B2B marketing channels; PR activities, famtrips and printed
tourist materials in Chinese. From 2004 onwards, the focus of the tourism organisations expand. As more
organisations hire specialised inhouse expertise and establish a market presence, there is an increase in the
awareness and perhaps understanding of the Chinese market in European city tourism organisations. Whereas the
traditional means are common to several markets, inhouse expertise and establishment of market offices or local
representation indicates a both expanding and more focused marketing effort towards the Chinese market.

Numberof 14
citiesactive

PR activities /
press visits

Workshops /
famtrips

Tourist brochures
/ printed
materials

Inhouse Chinese
expertise
Market office /
representation

Chinese city
events

0 T T T T T
Prior to 2000 2000-01 2002-03 2004-05 2006-07 2008-09 2010-11 2012

Note! Thevertical axisindicate the total numberof organisationsactivein the listed activity area
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Online activities: Widening the scope of activities

As the general development of online media gain speed, the activity scope of European tourism organisations also
expand. With the exception of Munich, that had a city website in Chinese before 2000, the first cities initiated the
development of Chinese city websites from 2001 onwards. By 2011, a total of 8 organisations have Chinese language
websites. Four years later, starting 2008, the awareness of China’s online landscape is reflected in the cities” marketing
activities with 5 organisations initiating the establishment of a presence in Chinese social media. Meanwhile, by 2012,
no organisations have developed mobile apps specifically for Chinese tourists.

Numberof 7
citiesactive
6 City tourism
website in
Chinese

Presence in
Chinese social
media
3 / / Marketing
website hosted
in China
1 / / /
0 T T T T

Prior to 2000 2000-01 2002-03 2004-05 2006-07 2008-09 2010-11 2012

\ O\

Mobile APPs for
Chinese tourists
=no activity

\

Note! Thevertical axisindicate the total numberof organisationsactivein the listed activity area
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Status 2012: Still mainly traditional
means and B2B activities

As of anno 2012, the major areas of activity among
the European cities surveyed continue to be B2B
related activities, like press visits and famtrips as
well as the production and distribution of printed
materials in Chinese. Apart from the development of
mobile apps for Chinese tourists, where no
organisations to date have initiated activities, the
least active areas include marketing websites hosted
in China and Chinese city events with only 4 active
organisations in total.

Frontrunners: Mainly in terms of
traditional offline activities

Among the surveyed cities, Munich, Amsterdam,
Helsinki and Vienna form a group of frontrunners,
clearly ahead of the rest. Especially Munich, Helsinki
and Vienna have initiated activities before 2000,
getting a head-start primarily in relation to the more
traditional offline marketing activities. Munich,

YO chinavia

however, has also been online in China well before
the rest, initiating Chinese language website activities
and hiring inhouse expertise before 2000. Meanwhile,
in terms of new and innovative channels of
communication, Munich is left behind by cities like
Amsterdam and Helsinki who are present on Chinese
social media and have a China-hosted marketing
website. In this context, also a city like Berlin is at the
forefront, being the first among the surveyed cities to
establish a presence in China’s social media already in
2008-09.

Scandinavian cities left behind

Whereas a relatively large group of cities are
somewhere in the middle group of tag-alongs, the
Scandinavian cities (with the exception of Helsinki)
are at the bottom of the table falling within the group
of left-behinds. The areas of activity, if any at all, are
primarily centred on the traditional channels, with
very little to none activity in relation to digital
channels of communication.

36



Overview and timeline of the cities’ marketing activities towards the Chinese market

acti\ll,ilt‘ies / V\/I;);;str:iops b;‘:;‘r:izs tofli!'ti‘;m_ Icr:i':::: Ic\:lf;:ircl:(ee /t Chgir;‘e,se hc::::;rg Prg:?nn;:ein Ah;c_l;:i;zr

press visits PS | in Chinese Wgz?:‘t::em expertise rZ?J(:::‘;. events hocsrt‘?:aln .-sno(:(l]?; f::l':les i:

Munich Before 2000| Before2000 | Before2000 | Before2000 | Before2000 | Before2000 | No activity | No activity | No activity | No activity
Amsterdam | Before2000| 2000-01 200203 Active 200809 200607 Before2000]  Active 201011 No activity
Helsinki Before2000 | Before2000 | Before2000| 2002-03 201011 No activity 200405 200607 201011 No activity
Vienna Before2000 | Before2000 | Before2000| 200405 Before2000 | No activity | No activity| 200405 No activity | No activity
Frankfurt 200203 200203 200001 200607 200809 Active 200405 | No activity 201011 No activity
Berlin 200001 200001 200607 200809 200607 200607 No activity 200809 200809 No activity
Barcelona | Before2000 | Before2000 | 200405 200607 200607 200405 No activity | No activity | No activity | No activity
Paris 200405 200203 200405 Active No activity No activity | No activity| No activity | No activity | No activity
Copenhagery 200405 200607 No activity | No activity 2012 200001 No activity | No activity | No activity | No activity
Lisboa 200809 200809 200809 No activity | No activity No activity | No activity| No activity | No activity | No activity
Rome 2012 2012 201011 No activity [ No activity No activity 2012 No activity [ No activity | No activity
Stockholm 2012 2012 2012 No activity | No activity 2012 No activity | No activity 2012 No activity
Gothenburg| No activity | No activity | No activity | No activity | No activity 2012 No activity | No activity | No activity | No activity
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Success factors
& development

trends

Making sense of the
Chinese market
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Success factors in shaping a
successful destination

To assess the general perception of Chinese tourists
and the priorities of destinations in catering to this Direct flight connections
travel segment, respondents were asked to rate the

importance of a list of 12 factors in shaping a

successful destination to Chinese tourists. The

respondents represent cities of different size and Available info in Chinese

Top 3 factors in shaping a successful destination

geography, which is naturally reflected in the factors
considered both relevant and important. However, 3
decisive factors are clearly demarcated from the rest
as well as the 3 least decisive factors. Hassle-free visa process

Most decisive success factors:

i i i 4 5 (Very Important
Ensuring tourists convenience w5 (very Important

The three most importa nt factors in shaping a Q:Please select thenostdecisive factors shaping a successful destination to Chinese
tourists.
successful destination to Chinese tourist s (rated as Note! Thehorizontalaxisindicate the numberof organisationsresponding

4: Important or 5: Very important) are:

A Direct flight connections Also Chinese dining, luxury shopping and historical
< - . . . attractions are perceived as relatively important
A Availability of information in Chinese . .p . Y . P

factors in shaping a successful destination.

A Hassle-free visa process

YO{ Chinavia



Least important success factors: Least important factors in shaping a successful
Signs and partnerships destination

The least important factors to a destination in the
context of Chinese tourists are the availability of
Chinese street signs in the destination, the

destination’s partnerships with Chinese cities and Partnerships with Chinese cities

Chinese street signs

the possibility to enjoy exclusive, international
dining.

Exclusive international dining

Providing information in Chinese -  (notimportant at al) "2 "3

both most and Ieast im porta nt Q: Please select thenostdecisive factors shaping a successful destination to Chinese
tourists.

SUccess fa ctor Note! Thehorizontalaxisindicate the numberof organisationsresponding

Providing information in Chinese is rated as one of

the. most deci.sivej §uccess factors of desjcinat.ions, Chinese version of the city website, most

while th? availability of Chinese street signs is rated organisations surveyed are already trying to fulfill this

as least important. success criteria. From the rating of factors, it is

however clear that the information considered

important is mainly in print or digital versions, but not
As 10 out of 13 respondents already have activities necessarily on street level as Chinese signs.

related to the publication of printed Chinese tourist
information materials and 6 respondents have a

YO{ Chinavia .



Assessing the future of the market Top development trends: leisure, youth and long-
haul
To assess European cities’ perceptions of the Chinese —

market, including the expectations to the market’s
development trends, survey respondents were asked

R ; : . Larger share of
of their view of the main market trends. Rating a list leisure travel 3
of trends from 1 to 5 (1: not important at all and 5:
very important).

Top development trends: new travel
segments and patterns

Younger travel

segment
The top three trends are depicted in the graph to the
right. An additional trend (a move in demand from
traditional tour groups to individual experience) is ]
rated as “very important” by most respondents, yet
scores lower when summarising trends rated as either Willingness to travel
4 or 5. further

The top trends primarily point to the development of ' '
o . 0 5 10
a new traveller segment, also debated in international
research on the Chinese travel market. This new 4 m 5 (Very important)
traveller segment is younger, prioritising holiday
Q:0On a scale from 1 to 5. (1: not important at all and 5: vémportant) Pleaseate the

importance of the development trends of the Chinese market segment as youtsem.
Note! Thenumberin the columnsndicatethe numberof organisationsesponding

YO{ Chinavia v

Source : Essential China Travel Trends, 2012; TUI, 2012; SOAS, 2011



travel as an important element in self-education and Bottom trends: Green travel and relaxation
expression. This new traveller segment also involves
a move from price-based to experience-based travel
choices, involving both a move away from traditional
tour group travel as well as a willingness to travel

further for the "right” kind of experience. Green travel as

consumer priority

Bottom trends: Green and relax

Green travel as consumer priority is rated as the
least important trend, followed by relaxation as the
key purpose of travelling.

It is interesting that specifically these two trends are

perceived as the least important trends. In the visitor Relaxation as key
survey of Chinese tourists performed in the purpose of travelling
Scandinavian cities August 2012 (also as part of the

Chinavia pilot project) green and clean were

specifically identified by Chinese tourists as the key

motivation to visit Scandinavia. . . .
0 2 4 6

Though difficult to generalise on the basis of a small 1 (Not important at all) m2
Q:0n a scale from 1 to 5. (1: not important at all and 5: very important) Please rate the

) ) importance of the development trends of the Chinese market segment as you see them
Source: Essential China Travel Trends, 2012; TUI, 2012; SOAS, 2011 Note! Thenumberin the columnsindicate the numberof organisationsesponding
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number of respondents, this could potentially indicate a
lack of understanding of the Chinese mindset or simply
a change in the travel motivation and Scandinavian
perception of the Chinese. The recent netnographic
study of Kairos Future, however, also points to a similar
perception of the remaining parts of Europe.

Indecisive trends: Online vs offline

A few of the market trends listed seem to be parting the
seas between respondents. These are primarily centred
on the move towards online media as opposed to more
traditional offline means.

In light of the relatively large number of respondent
organisations with a Chinese website and a Chinese
social media activities, it is surprising that this
development trend seems to divide respondents — with
6 respondents rating it as either 2 or 3 in terms of
importance. Online booking as a development trend
similarly sees a large indecisive group (5 respondents
rating it with the neutral score of 3).

Source The Mind of the Chinese Traveller (Kairos Future), 2012

YO chinavia

Indecisive trends: Online and offline communication
channels

Online campaigning
as best means to
reach consumers

Increase in online
travel booking

Travel agency as the
main booking
channel

m2 m3 m4

5 (Very important)

Q:0n a scale from 1 to 5. (1: not important at all and 5: very important) Please rate the
importance of the development trends of the Chinese market segment as you see them
Note! Thenumberin the columnsndicatethe numberof organisationsesponding

44



Appendices

YO chinavia -



APPENDIX 1: LIST OF RESPOND

List of respondents:

Amsterdam Tourism & Convention Board
Frankfurt am Main

Goteborg & Co

Helsinki Tourism & Congress Bureau
Muenchen tourismus

Parisinfo

Roma Capitale

Stockholm Visitors Board

Turisme de Barcelona

Visit Lisboa

VisitBerlin

WienTourismus

vy Dy D> Dy D> D>y D D D

Wonderful Copenhagen

YO chinavia
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APPENDIX 2: SOURCES OF REFE s

A Kairos Future, The Mind of the ChineSeavelley netnographic study - as presented at China Day
conference, November 2012 Copenhagen

A Latham, Kevin (School of Oriental and African Studies, University of London), Blue Paper: How the Rise of
Chinese Tourism Will Change the Face of the European Travel Indctsiivgr 2011, commissioned by
Hilton Hotels & Resorts

A Thraenhart, Jens (DragonTrail), EssentiaChina Travel Trends 202Pragon Edition2012

A Z_punkt The Foresight Company in cooperation with the TUI Think Tank at TUI AG, New Chinese Tourists in
Europe from 20172012
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APPENDIX 3: SURVEY QUESTIONNAIRE

a Increaseinannual growth of lessthan 5% overthe nextfive years
a Increaseinannual growth between 5-10% over the next five years

a Increaseinannual growth of morethan 10% overthe nexdtfiveyears

[m]

a 1 {nota priorityin the strategicplan)
Q  tiverylow) a =
a =2 a s
[ [
a 4 a 5 (a major priority in the strategic plan)
O  5&(veryhigh)

a Wes a 1 (notimportant at all)
a MHa a 2
a | don't know a 3

[

a & (very important)

a Decreasein annual growth as comparedto the pastfive years

a Approximately the same level of annual growth as the pastfive years
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EUR 0-50.000
a Distributed by mail to travel agencies inChina

EUR 50- 100.000
a Mot relevant

EUR 100- 250.000

EUR 250 - 500.000

EUR 500.000- 1 mill.

EUR 1 mill. -2 mill.

Marethan EUR 2 mill.

| don't know

O 0Ooooooao

es

MNo-Goto19
3 NG =

O Mo-Goto!d O Idontknow-Goto1%
o-olo

: — _

“es, section es, section ‘es, section
included and included and included, but
content entirely content partially contentnot  No notinduded | don't know

a 1 available in available in availablein
Chinese Chinese Chinese
a 2-5 Online hotel
booking a a a a a
a 6-10 ACCESS
Tourist
a 11 ormore attractions a a a a a
Events a a a a a
Shopping a a a a a
a Distributed in our city, ie. intourist information offices and other similar locations Restaurants /
pest a a a a a
a Distributed in China, ie. by local representation, agents, partneragencies etc. Transportation O o O 0 O
/ city guides
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_ D mmm—
a Ma

g MNo-Goto 15

“es (ifyes pleasestate)

_ O es

a Entirely availablein Chinese ] Mo

[} Partially available in Chinese a | don'tknow

a Contentnot available inChinese

Fully customised T o
Partially customised

Mot customised

000 o

| don't know

a Yes
a Mo-Goto22

4 | don'tknow- Goto22

g Yes, we have our ownwebsite

a “es, we share a website with other public partners

YO chinavia "




Not active, but Mot active and no

Active plannir;gmgecome plans to be active | don't know
Sonrlr;r::ueetitions Q = =
omrmenting” a 0 0
e o : : .

If other kinds of online campaigning, please briefly descrbe:

In which of the below Chinese social media sites is your organisation present /engaged?
(Multiple answers allowed)
a Sina Weibo
TencentWeibo
renren
Kaixin001
Youku
Jiepang

Douban

0O0o00o0odd

Qzone

Other (please state)

YO{ Chinavia

Please indicate if your grganisation has or plans to acquire any inhouse expertise related to the
below listed areas

( State only one answer per question)
“es, we have Motyet, but we plan Mo, and noplans to I ;

expertise jnhouse to acquire acquire
nd ) or cutre” Q - - -
e ot a . . -
Enh;giezase digital O O a a

Please indicate if your organisation already has or plans to establish a direct, physical presence in
China?

(State one answer only)
3 Weare already directly present in China

a Weare not direclly present, butwe plan to be in the near future

Wearenotdireclly presentandhave no plansto bein the near future
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#
Please indicate approximately whenyour organisation initiated activities targeting the Chinese On a scale from 1 to 5. (1: not important at all and 5: very important)
market segment
Please rate the importance of the following factors in shaping a successful destination to Chinese
tourists?
[ State only one answer per question)
Active,
Aprox,  Aprgx,  Aprox,  Aprox but State esti
Frw 200020 2002120 200420 200620 200820 201020 ABI2E  cannot MO (State only one answer per question)
o 03 05 o7 09 11 activity ! i"ma;";f'rj?”a"‘ z 3 4 o e | dont knaw
e portanty
Taurist Chinesestrest
Brochures fiignﬁ in (
ar similar estination [on
%2 = 0 O 0O O 0o O o O o destination (on 2 . o 3 e
“1':;: :e attraction
sites)
Oty
tourism Chinese-
e a a a a a a a a a a speakingstaff
T Snine in tourist 0 O o 0 | o
Maricating infarmation
=== 2 O O O O O O O 0O 0O offices
Crina: Hassle-free
wiaricshaa visa application O a a ) a o
5 ang/ar pracess
:{n;m - O o ] O a | a a a Available
infarmationin
E;;:E Chinese (digital = H a0 H d a
- and/or print)
“‘;ﬁ"—e‘ Direct flight
andqar .
areiz = d | | d d d d u u gonnectans O a 0 a | 0
skt fram fram China to
Crina destination
Crin=ss a d | a ] ] a a a a with Chinese O O a O O a
EDATTCAT )
Tﬁ::e international O O a a a a
o a a a a a a a a a a ini
ms =]
Fee Chinese dining ) o o o a o
Habill=
BDDCHTD
=" s 0 0O O o 0O 0o o o o L i i . i} i .
tourises? shopping
i Souvenir
agem | 3 a o o a a o o a a i';?ﬂ'ﬁéﬂﬁnm 0 o a o a o
TEDTBLETE.
atan? attractionsites
Chin=ss . .
cny Histprcel o o o o a o
ayans, & m
st a a a a a a a a a a
;
Madern
= : o a a a a a
testiats attrastians.
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1 {not important at
E)

A movein
demand from
traditional tour
groupsto
individual
Bxperiences
Willingnessta
travel furtherta
reach destinations

Travel agencyas
the mainchannel
farbooking

Increasein online
travel booking

The young
professional
Chinesewithhigh
income asthe
major consumer
segment

online
campaigning as
best means to
reach consumers

Largershare of
leisurztravelta
drive Chinese
outbound travel
demand
Relaxationtakes
priarity as key
purpose of
travelling
Greentravel asa
Chinese consumer
priarity

Other. plaage indicale:

& {yeqy 1mportant)

Thank you for participating in our survey.

To end the survey and registeryour answers, please press'Endsurvey’
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