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Abstract 

China has become the number one country for sending tourists and spending abroad. At 

present, one out of every ten international tourists are Chinese. In 2025, 220 million Chinese 

residents will travel overseas spending a total of USD 450 billion. Long-distance destinations, 

which offer a combination of unique cultural and natural attractions, will be a preferential choice 

for middle and upper class Chinese travellers.  

Europe, which receives over 11% of the total outflow of Chinese tourists that spend on average 

between EUR 1,500 and EUR 3,000 per trip, is the second main choice (after Asia) for Chinese 

tourists. Its popularity is growing. 

Overseas exotic islands are the third most popular type of destination for wealthy Chinese 

people. Island travellers account for 30% of total outbound travellers. Young couples’ families 

and female tourists are particularly fond of islands. Island holidays are ranked as the first 

choice for the Post-80s generation. All top island destinations are in close geographical 

proximity to China, but well-off Chinese are already traveling far away. DESTINATIONS cities 

and islands, which combine sea and inland beautiful landscapes, as well as very old cultural 

backgrounds, are an alternative to the traditional water and resort oriented islands the Chinese 

have been visiting. Their healthy food, clean and safe environments, and political stability make 

them attractive to Chinese travellers. Moreover, the fact that the periods when most Chinese 

go on vacation are low/mid-season times for most DESTINATIONS’ cities shows that they will 

receive a significant number of Chinese outbound tourists in the near future.   

These economically positive Chinese travellers’ outflow will bring mobility challenges for 

DESTINATIONS cities and other similar European middle-sized tourist cities. 

DESTINATIONS cities and other similar European small-medium sized tourist cities shall pay 

attention to Chinese tourists’ specific needs and incorporate them in their policies and actions, 

to minimize their mobility impacts. Some recommendations are:  

• to have a mobile friendly website and mobile phone applications that inform Chinese 

tourists in Mandarin about the different modes of transport available;  

• to teach drivers of local car rental companies basic Chinese phrases and etiquette, and 

provide Chinese travellers with driving maps in Mandarin;  

• to assure that mobility actors provide Chinese tourists with information in Mandarin on 

where to find and rent environmentally friendly transport modes;  

• to encourage local travel agencies to be in close contact with local transportation 

companies to provide Chinese travellers with sustainable transportation alternatives;  

• to foster mobility and accommodation / high-end local restaurants / shopping’s actors 

to team together to show in a WeChat app information on the alternative sustainable 

transportation modes and timetables to reach their sites; 

• to allow payments with Union Pay card, AliPay or WeChatPay/QR codes, and provide 

with free Wi-Fi in public transportation alternatives. 
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1 Introduction 
 

This document provides an overview of the mobility implications for DESTINATIONS cities and 

other similar European middle-sized tourist cities of receiving Chinese Outbound Tourists. The 

document assesses Chinese tourists’ behaviour and needs and explains how those European 

cities’ mobility and urbanization actors shall incorporate them in the design and implementation 

of their sustainable mobility policies, to minimize the mobility impacts of Chinese tourists’ flows.  

After the explanation of the methodology used, the document begins with a very brief 

introduction of Chinese outbound tourism, Chinese outbound tourism distribution all over the 

world and the locations most often visited, including islands. 

The document then describes Chinese outbound tourists’ characteristics, needs and 

behaviour, to understand their mobility implications. 

Afterwards, the document analyses the experience with Chinese tourists in Civitas 

DESTINATIONS cities, and the profile and travelling behaviour of the Chinese tourists they 

would like to have as visitors. 

Then, the document describes the reasons why Chinese Outbound Tourists will come to 

DESTINATIONS cities and islands. 

Finally, the document addresses how these flows of Chinese Outbound Tourists will bring 

mobility management challenges for DESTINATIONS and other similar European middle-sized 

tourist cities, and formulates recommendations on how these cities shall proceed to minimize 

their mobility impacts, while remaining attractive to Chinese worldwide travellers.  
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2 Methodology 
 

This document has been developed using many sources of data and information which have 

already been published or empirically gathered by us. To begin, we have used our background 

company’s knowledge of both China’s and DESTINATIONS cities’ situations. We have also 

used background information from third parties (see the references section at the end of the 

document) and analysis of materials available from each of the DESTINATIONS sites. 

We began by using background sources of information, but due to the very limited availability 

of information, we requested the DESTINATIONS sites to complete questionnaires (prepared 

by us) on their experience with Chinese tourists. These questionnaires were addressed to the 

islands as a whole, not just to the DESTINATIONS cities, since Chinese tourists will rarely just 

travel to these cities exclusively but will visit them as part of their trip to the island, which will 

be the main visiting purpose.  

The questionnaires and the summary of the replies to them are included in annexes 1 and 2 

of this document.   

The analysis of these questionnaires (although only partially filled-in in most cases) has 

provided some empirical information on the issue. The difficulties the sites faced in answering 

the questions were mostly due to their extremely limited or almost inexistent experience of 

dealing with Chinese tourists. The analysis of the questionnaires has been useful in helping to 

formulate the recommendations that DESTINATIONS cities and other similar European tourist 

middle-sized cities would need to follow to minimize the mobility impacts that Chinese 

Outbound tourists’ inflows may generate, while keeping these sites attractive to Chinese 

worldwide travellers.  

Finally, our presence with a booth at ITB China in Shanghai between May 10 and May 12, 

2017, where we were visited by over 1,500 tourism professionals and spent some time 

interacting with approximately half of them, confirmed the findings we had already identified 

during the process of preparing this document, in particular the lack of available information 

on Chinese outbound tourists’ travel behaviour.  
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3 China Outbound Tourism 
 

Chinese tourists are embracing the world with unprecedented speed and vigour. Tourism has 

become the most preferred leisure activity for Chinese high net worth individuals 

(HNWIs). In fact, Chinese outbound tourists have become China’s biggest export.  

Already, one out of ten international tourists is Chinese. Since 2012, China became the number 

one country in expending abroad. According to the China Tourism Academy (CTA), in 2016 

there were 122.3 million Chinese outbound tourists and they spent USD 256 billion, 

marking increases of 9.3% and 25% respectively, compared to the previous year (see the 

figure below). 

 
Source: World Bank & CNTA 

Figure 1: Chinese Outbound Tourists’ Departures and Expenditures 

If such significant numbers are possible when only about 4% of the Chinese had a passport, 

one can further expect an even more spectacular jump in Chinese tourists’ future presence all 

over the world. In fact, there is a lot of room for growth in the Chinese outbound tourists’ 

absolute figures (see the China National Tourism Administration (CNTA) figure below). 

 

Figure 2: Inbound / Outbound Chinese Tourists’ Distribution 
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Goldman Sachs predicts that 12% of China’s population will be passport bearers in ten years’ 

time. Oxford Economics predicts that 61 million more Chinese households will be able to afford 

international travel by 2023, cementing China’s place as the top origin market. According to 

Goldman Sachs, in 2025, 220 million Chinese residents will travel overseas expending in 

total USD 450 billion. 

Asia is still the preferred choice of Chinese outbound tourists but, in the last years, they have 

begun to more often choose middle and long-distance travel. Their first choice is 

Europe (see the Goldman Sachs and Ipsos figures below).  

Europe receives 11% of the total outflow of Chinese tourists. Culture and shopping still shape 

travel choices to Europe, but factors such as experience and adventure are becoming more 

important, particularly as the segment of independent tourists expands. In 2017, the top 10 

destination countries in Europe were: Italy, France, Germany, England, Switzerland, Russia, 

Spain, Portugal, Turkey and the Czech Republic. 

 

 

Figure 3: 2025 Chinese Outbound Tourists Destinations' Forecast 
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Figure 4: Chinese Outbound Tourists’ Destination Preferences based on Income Level 

 

Chinese tourists coming to Europe tend to spend one or two weeks on a sightseeing tour. 

The average trip length is 12 days. Themed tours are very popular among Chinese tourists, 

including wine tasting events, chateau visits, shopping or wedding/honeymoon trips. The 

demand for high quality travel products and customized products will become more and more 

popular in Europe, especially for: travel products that combine one to two destinations in one 

trip, independent traveller trips, and semi-independent traveller trips. 

Due to the air pollution problem in China, visiting fresh air overseas islands is 

increasing rapidly in China. Island travellers account for 30% of the total China 

outbound travellers. Families and female tourists are particularly fond of islands. 95% of the 

Chinese travelling to islands are below 50 years old, 60% of them are female, and 58.4 

of them travel with their family or their spouse. The split is quite even between Chinese people 

travelling independently (42%-47%) or in groups (58%-53%) to foreign islands. On islands, 

Chinese travellers spend a maximum of a week, with 5 days being the most frequent duration 

of their trips. 
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4 China Outbound Tourists’ Characteristics 
 

This section of the document describes Chinese outbound tourists’ characteristics, needs and 

behaviour, to help DESTINATIONS cities and other European cities understand their mobility 

implications. 

 

Chinese Outbound Tourists’ Trip Duration 

About 80% of Chinese outbound tourists go on holiday for more than 6 days and 37.26% of 

them go for more than 8 days (see the CNTA figure below). 

 

 

Figure 5: Chinese Outbound Tourists’ Trip Duration 

 

 

Chinese Outbound Tourists’ Requested Services 

In relation to the outbound services Chinese tourists pay more attention to, it is interesting 

to notice that traffic/transportation occupies the first place (33.7%), while attractions 

(20.9%) and foods (15.4%) occupy the second and third place respectively. Shopping services 

come afterwards (6.5%) (see the CNTA figure below). 

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  14 / 35 

 

 

 

Figure 6: Chinese Outbound Tourists’ Requested Services 

 

 

Chinese Outbound Tourists’ Peak Travelling Times 

The peak travelling times of the Chinese are: 

Winter vacation: This is when the most important festival of the year, the Lunar New Year, is 

celebrated. It falls sometime between late January and mid-February.  

Labor Day vacation: This is a seven-day holiday around 1st. May, when most Chinese travel 

to another location.  

Golden Week: This is a seven-day holiday around 1st October (China’s National Day), when 

most Chinese travel to another location.  

Summer vacation: From early July to the end of August, students take a summer break.  

 

Chinese Outbound Tourists’ Expenditures 

Chinese travellers spend a lot of money shopping abroad. Chinese shoppers purchase 

almost half of all the world’s luxury goods. Hotels and transportation take 17.82% and 

10.88% of the expenses respectively (see the figure below). 
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Figure 7: Chinese Outbound Tourists’ Expenditures 

 

When it comes to payments, Chinese today either use their mobiles to pay through AliPay 

and WeChatPay, leaving their wallet at home (see the WeChat/QR codes information below 

in this report), or use UnionPay, which is the most popular credit card among Chinese 

consumers - quite often it is the only credit card they have. According to CITM, when traveling 

abroad the most used payment methods, across age groups, are: UnionPay (62%), Visa 

Card (39%), cash (36%), AliPay (31%), Mastercard (16%) and WeChat Pay (9%).  

At home many Chinese people pay just using their mobiles, since Chinese digital players have 

made it very easy by integrating everything into a mobile-centric finance solution. In China, 

Chinese people can do almost anything, anywhere, just by swiping their smartphone. 

This together with the fact that effective from September 1st 2017, Chinese travellers who 

spend more than 1000 RMB (approximately USD 147) overseas will be put on a government 

watch list, giving foreign destinations a sign of the path to follow to attract expending by 

Chinese tourists by making it possible for the Chinese to pay with WeChatPay and AliPay, 

which, in 2016, together processed USD 2.9 trillion in payments, registering a 3,500% user 

growth rate in just four years.  

 

Chinese Outbound Tourists’ Income 

An analysis carried out by InterContinental Hotels Group (IHG) on income and travel spending 

patterns, identified household income of close to USD 20,000 as the threshold at which 

Chinese households can afford leisure travel. Those households making more than USD 

35,000 per annum find international travel more affordable, therefore, taking more long-haul 

trips. The number of Chinese households earning above USD 35,000 rose to an estimated 

27 million in 2013 from 6 million just ten years ago, and will rise to 14 million in 2023. China’s 

middle class will rise to more than a third of the 1.3 million population by 2030. 
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Chinese Outbound Tourists’ Gender 

In 2016, females were the main force in outbound tourism. They accounted for 

approximately 56% of outbound tourists (68.488 million).  

Male travellers preferred visiting North America, New Zealand and Australia, while female 

travellers preferred Europe (63% of the Chinese tourists visiting Europe are women), 

Japan and South Korea. Female travellers like to go shopping and enjoy the historic 

buildings in Europe, while male travellers like to go see natural scenery.  

 

Chinese Outbound Tourists’ Age 

When focusing on the age of the Chinese travellers, Millennials, also known as Generation Y 

or post-80s and post-90s by Chinese marketers (16-35 years old) account for 25% of the 

total population and 67.48% of outbound tourists in China (80,976 million) (see the World 

Tourism Cities Federation (WTCF) Ipsos figure below). 

 

 

Figure 8: Chinese Outbound Tourists’ Age Distribution 

 

Over half of Chinese outbound tourists are the post-80s who, according to the Hurun 

report, rank beach and island holidays as their first choice. 

Trends among Young Chinese couples traveling have been changing in recent years. While 

some still choose to travel in large, organized tours, many are opting for a more personal and 

unique experience.  

Chinese engaged couples are doing something quite unique. They are traveling to exotic 

and picturesque destinations to do their wedding photos before their wedding takes 

place. Destination weddings are popular with Chinese couples. They are looking for a 

destination that is romantic, unique and impressive. 
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The senior Chinese segment of the market is also expected to increase its share of outbound 

travel in the future, as the Chinese population ages. Trends among Middle-aged and Retired 

Chinese couples (32.52%), who now have the time and the money to enjoy better things in 

life, have also been changing in recent years. Many have begun to opt for a more personal 

and unique experience, instead of travelling in a group. 

 

Chinese Outbound Tourists’ Group Travelling vs. Independent Travelling 

According to the CNTA, around 70% of the 120 million Chinese outbound tourists 

preferred independent travel to package group tours. In 2017, Europe has seen an 81% 

increase for group travellers and a 26% increase for independent travellers. The top 10 

destination countries were: Italy, France, Germany, England, Switzerland, Russia, Spain, 

Portugal, Turkey and the Czech Republic. Millennials prefer to plan and move 

independently while traveling. More and more often they are being accompanied by their 

parents who can now easily travel independently with the help of their son/daughter, that can 

manage other languages (in particular English) and has a great deal of internet skills to plan 

and organize itineraries. Once the parents have been exposed to independent traveling, they 

venture themselves to travel alone especially when they are retired and have plenty of time to 

enjoy life. 

Chinese tourists, especially in second, third and fourth-tier cities and regions, still travel in 

groups, but individual travel will be an irresistible main trend in near future. 

Among China outbound online travel users, already 37.2% of them take Free & Easy trips (self-

guided tours), while the remaining 62.8% take group trips or self-organized trips with travel 

agents. 

 

Chinese Outbound Tourists’ Future Profile 

Several studies foresee what the next generation of Chinese travellers will be: younger, with 

higher income levels, more educated, more sophisticated, fully independent, used to 

travelling abroad, more connected and demanding. 

When it comes to Internet use, WeChat already overtakes email as the most used function on 

smartphones. WeChat is used by almost 900 million Chinese on a daily basis. When it comes 

to payments, unlike Europeans, most Chinese leave their wallets at home and use WeChat. 

A by-product of WeChat’s ubiquity in China is the rise of the QR code. In China, QR codes are 

on business cards, billboards, signs, posters, stores, products, even used by panhandlers. 

Chinese tourists take WeChat and their affinity for QR codes with them wherever they travel.  

When thinking about the profile of China’s future travellers and their use of Internet, the “I can 

do anything”, also called “i-can” generation should not be forgotten. More than 95% of these 

digital “i-cans” are connected via their smartphones, from where they make payments and 

buy all kinds of goods and services, from food takeaways and products to services, included 

transportation. 

Those of the “i-can” generation are more selective about where they spend their money. 

They seek a more balanced life where health, environmental protection and tailored 
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experiences take priority. As such, they are likely to spend a greater share of their income on 

health care, lifestyle, entertainment, and services, such as tailored sustainable traveling. 

The Chinese Millennial generation (people born between 1980 and 2000) makes up for 

about 70% of all outbound travellers from China.  

About two-thirds (2/3) of this group are already wealthy people and are expected to continue 

getting wealthier over time. These tourists are increasingly seeking out more unique, 

novel, authentic and personalized travel experiences.  

78% of Millennials agree or strongly agree: “when I go on holiday, the most important thing 

for me is to experience the authentic culture of the place”.  

Chinese Millennial Tourists not only want authenticity of experience, but also want to be able 

to share it on social media. Millennials are highly active social media users.  

Millennials are much more skittish than their older counterparts about travelling alone. 

Safety is important for this generation.  

The Chinese luxury consumer is now the absolute number one consumer of luxury in 

the world, with 35% of the total consumption of luxury (recent report by tax refund brand 

Global Blue). 40% of the Chinese Luxury Travellers have a preference for innovative 

itineraries. Among these Chinese Luxury Travellers, there is a segment of particular potential 

for European destinations: the Chinese Young Luxury Travellers. 

Chinese Young Luxury Outbound Tourists are luxury travellers aged 18 to 36 years old, 

with an average age of 28 years old and an average personal wealth of USD 6,200,000.  

According to Hurun´s report “The Chinese Luxury Traveller 2016”, leisure travel (68%) and 

exploring the world (50%) are the top reasons young luxury travellers will want to travel in 

the next three years, followed by adventure travel (35%) and cruises (28%). 

Europe and America will be the preferred destination for young luxury travellers in the next 

three years, at 65% and 50% respectively. France, a duty-free shopping paradise with a rich 

architectural history and relaxed, romantic atmosphere, is the most popular international 

destination for young luxury travellers.  

Mobile phones are essential to the young luxury traveller. They use their mobile phone to 

access their travel information sources, the most popular of which by far is WeChat.  
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5 Experience with Chinese Tourists of 
Civitas DESTINATIONS' sites  

 

The presence of Chinese outbound tourists in the CIVITAS DESTINATIONS cities and islands 

is growing, but the numbers are still much lower than in other non-European 

cities/islands with similar characteristics. 

According to the data provided by the DESTINATIONS sites in Questionnaire #1 (see annex 

1 of this report), in 2015, 1,309 Chinese tourists arrived in Madeira, 385 in Elba, 3,930 in Malta, 

and 2,508 in Cyprus (see the figure below). 

 

 

Figure 9: Number of Chinese Tourists in Civitas DESTINATIONS Sites in 2015 

 

DESTINATIONS sites have very little information on the profile of their Chinese tourist visitors. 

They are mainly between 18 and 55 years old, but in most cases, nothing is known about their 

gender, socio-economic level or occupation. There is also no information available on the split 

between group travellers and independent travellers.  

There is also very little information regarding the purpose of their trips. 

With respect to their travelling period of the year, there is no clear pattern so far.  

Chinese tourists mostly travelled to DESTINATIONS sites by plane from other countries, since 

there are no direct flights from China to any of these islands. In the case of Elba, all Chinese 

tourists arrived in 2015 by ferry, which is in line with how other tourists normally travel to this 

island (see the figure below).  
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Figure 10: Travel Modes used by Chinese Tourists to arrive to Civitas DESTINATIONS 

Islands 

In regard to their preferred accommodation, the Chinese tourists prefer to stay in hotels and 

hotel-resorts of 4 and 5 stars. They appreciate comfortable accommodation that has room 

service and other accessories, with free Wi-Fi being the most important one. Their average 

stay varies between 2 nights and 7 nights. It is only in Cyprus where 65-70% of the Chinese 

tourists stay more than 7 nights.  

The hotel staff’s communication was in English and, as such, only possible when the 

Chinese person of the group that could speak English. All the information provided to them 

was in English; none was available in Mandarin.  

The hotels they chose were usually located in the centre of the main city (e.g., Funchal, in the 

case of Madeira) or in the outskirts of the main city (e.g., Limassol, in the case of Cyprus).  

As for the means of transportation, in DESTINATIONS cities Chinese tourists travelled mainly 

by bus (mostly private, i.e., coach) and some by foot, but not exclusively. For instance, in 

Cyprus’ cities 60% of them use coaches, 20% use taxis and 20% use rental cars. Some buses 

in Crete have free Wi-Fi, which is very much appreciated by Chinese tourists. 

Chinese tourists generally used private transportation (i.e., coach or rented car), and in 

some few cases public bus, when travelling outside of DESTINATIONS cities. In Cyprus 

10% of them travelled by taxi.   

With respect to activities in which Chinese tourists participated in DESTINATIONS sites, they 

normally: took bus sightseeing tours; visited local culture and heritage sites (in particular all 

relevant local buildings in the cities’ centre); participated in local and cultural events; relaxed 

in health and wellness centres (e.g., spas), and visited unique natural and wildlife spots to take 

pictures. Quite often, they also took vineyards and winery tours, and went to theme parks.  

Regarding Chinese tourists’ shopping behaviour at DESTINATIONS sites there is almost no 

information available. It is only known that Chinese tourists normally bought in shopping 

centres, in shopping avenues in the city’s centre and in hotels.  
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Based on the replies to Questionnaire #2 (see annex 2 of this document), the Chinese 

tourists’ profile DESTINATIONS sites would like to receive is the following (see the table 

below): 

 Big groups: Gran Canaria, Malta and Cyprus. 

 Small groups: Madeira, Elba, Malta and Cyprus. 

 Families: Gran Canaria, Elba, Crete and Cyprus. 

 Couples: Madeira, Gran Canaria and Crete. 

 Individuals: only Madeira. 

 Weddings: Elba, Malta and Crete. 

 MICE: Gran Canaria, Malta and Cyprus. 

 Investors: Malta and Cyprus. 

 

 
Madeira 

Gran 
Canaria 

Elba Malta Crete Cyprus 

Big Groups 
( >12 people) 

 X  X X X 

Small Groups 
(8-12 people) 

X  X X  X 

Families  X X  X X 

Couples X X   X  

Individuals X      

Weddings       

Honeymoons   X X   

MICE*  X  X  X 

Investors    X  X 

Students       

*MICE: Meetings, Incentives, Conferences and Exhibitions 

Table 1: Segments of the Chinese Outbound Tourism Market DESTINATIONS sites would 

like to get 

 

Given the characteristics of DESTINATIONS sites and Chinese outbound tourism trends, it 

seems very likely that they will receive a significant number of independent travellers whether 

travelling in small groups of 8 to 12 people, with the family, in couples, or as individuals.  

All DESTINATIONS sites would like Chinese tourists to arrive and leave by plane. Elba, 

because of its reduced availability of flights, would also welcome them coming from other 
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Tuscany destinations by ferry. Most of the sites (Gran Canaria, Malta, Crete and Cyprus) would 

also like to see Chinese arriving there as part of a cruise.  

Most DESTINATIONS cities (but Las Palmas and Valletta) would like Chinese tourists to 

walk. To use a rented bike (very popular in China these days) is only foreseen in Rethymno 

and Limassol. Las Palmas and Funchal would like the Chinese to use public transport. To 

travel by coach and rented car is desired by Elba and Malta, and to travel by taxi is desired by 

Gran Canaria. 

For travelling around the island, most DESTINATIONS sites would choose the following 

transport modes for Chinese tourists to move around: coach, public transportation, and rented 

car.  

 Coach: Madeira, Elba, Malta, and Cyprus. 

 Public Transportation: Madeira, Gran Canaria, Crete, and Cyprus. 

 Rented Car: Gran Canaria, Elba, Malta, and Crete. 
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6 Why China Outbound Tourists will come 
to DESTINATIONS' cities 

 

Around 81% of the Chinese tourists that come to Europe visit EU countries. The European 

Commission (EC), together with the CNTA, are organising the EU-China Tourism 

Year (ECTY) 2018, which may accelerate the pace at which Chinese tourists increase their 

presence in DESTINATIONS cities. Among the main reasons why these cities are potentially 

very attractive destinations for Chinese tourists visiting Europe are the following: 

 

SCHENGEN VISA 

All the CIVITAS DESTINATIONS countries (Portugal, Spain, Italy, Malta, Greece), except 

Cyprus belong to Schengen.  

 

SAFETY 

DESTINATIONS sites belong to stable, pacific countries, with a good police presence. These 

sites have avoided the terrorist attacks that main EU cities have suffered. 

 

PRICES OVER THE YEAR 

Three of the DESTINATIONS sites that can receive tourists in winter have low season during 

this time of the year, namely: Madeira, Malta and Cyprus. Only in the fourth one, Gran 

Canaria, is high season. This is important for Chinese travelling around their Chinese New 

Year vacation (end January to mid-February, the main vacation period in China, by far), since 

the high season in Asian islands visited by the Chinese basically run from December to April, 

with December and January being the busiest months.    

Around the first week of May, the second peak of Chinese outbound tourism, is medium 

season in all DESTINATIONS sites, which is also important for the Chinese.  

 

CLIMATE, NATURE AND LANDSCAPE 

All DESTINATIONS sites boast an amazing climate, all year round. They have many months 

of sun, warm water and safe swimming (no sharks). They have no risks of cyclones or 

monsoons. They are also geologically safe, with no volcano eruptions or earthquakes. 

The Chinese like beautiful landscapes and national parks, in particular those declared 

“Natural World Heritage” by the UNESCO, and DESTINATIONS sites are full of those.  

In DESTINATIONS sites, because of their clean air and low artificial light, their night skies are 

beautiful and perfect for taking pictures, a passion for Chinese tourists. 

 

 

http://ecty2018.org/
http://ecty2018.org/
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RESPECT FOR THE ENVIRONMENT AND FOSTERING OF SUSTAINABLE MOBILITY 

DESTINATIONS sites pay a lot of attention to environmental protection and sustainable 

mobility and urbanization. This is very important for Chinese tourists eager to travel to clean 

destinations to avoid their cities’ smog and dirtiness. 

 

CULTURE AND HERITAGE 

Culture and heritage is the main reason Chinese tourists visit Europe. All DESTINATIONS 

sites have cities with historical centres that can be visited by foot and other places of 

interest, such as unique buildings, museums, and/or archaeological remains of lost 

civilizations. They also have unique historical sites and, in some cases, UNESCO World 

Heritage Sites. 

 

FAMOUS PEOPLE 

Visiting places that are linked to famous people is also interesting for Chinese tourists and 

most DESTINATIONS’ sites have them. For instance: 

• Maderia is the home place of world famous soccer star Cristiano Ronaldo and of his 

new CR7 Museum in Funchal.  

• Gran Canaria is the island where the very famous Taiwanese writer San Mao used 

to live with her husband (a Spaniard). Her house in Telde (very close to Las Palmas) 

can be visited, as well as many locations in the island where she used to spend time.  

• French Emperor Napoleon I was exiled to Elba after his forced abdication in 1814, 

and remained there for 300 days. The place where he used to live can be visited.  

• Doménikos Theotokópoulos, most widely known as El Greco ("The Greek"), was a 

painter, sculptor and architect of the Spanish Renaissance, born in Crete. 

 

SHOOTING LOCATIONS AND FILMS 

Different locations at DESTINATIONS sites have been chosen in the past to shoot films and 

serials. There are already Chinese film directors interested in shooting films at 

DESTINATIONS sites. When those films are shoot and exhibited in China, the site will become 

immediately well-known all over China.  

 

OUTDOOR ACTIVITIES AND SPORTS 

The great climate boasted by DESTINATIONS sites shall allow Chinese tourists to enjoy many 

outdoors activities, which include a combination of water and land sports. In some cases, they 

could have a unique in the world experience by travelling to a DESTINATIONS site. This is, 

for instance, the case of Cyprus, where they could wreck dive in Zenobia, one of the world's 

top 10 wreck diving sites; or the case of Madeira where they could hike its Levadas or travel 

in its “Carreiros do Monte” (Monte sledges). 

https://en.wikipedia.org/wiki/France
https://en.wikipedia.org/wiki/Napoleon_I
http://www.scubatravel.co.uk/best-wreck-dives.html
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EVENTS  

DESTINATIONS sites local festivals and singular events attract participants from all over the 

world. Based on the experience of Asian islands, Chinese people will love participating in these 

local and singular events and capturing instant moments in photographs.  

Additionally, big Chinese companies interested in compensating their employees with some 

days in a faraway paradise destination shall be attracted (in particular, in their low session 

period of the year) by the range of MICE opportunities DESTINATIONS’ cities offer. 

Finally, DESTINATIONS sites have plenty of facilities including historical buildings such as 

castles, churches, etc. that are being used these days to host private events, such as 

weddings. This shall be extremely interesting to younger generations of Chinese travellers 

that are looking for places all over the world to get married and spend their honeymoon.  

 

NEAR-BY FAMOUS TOURIST DESTINATIONS 

All DESTINATIONS’ sites, but Cyprus, offer the possibility of visiting other near-by famous 

tourist destinations, which enhance their attraction for far away Chinese visitors.  

 

SHOPPING OPTIONS. LOCAL PRODUCTS 

DESTINATIONS sites can offer Chinese tourists the possibility of buying many quality items 

and local products, for themselves or as presents for friends and family. Among the products 

common to all of them are: wines, olive oil, cheeses, and a variety of fruits, vegetables and 

fishes, which Chinese people associate today with health.  

 

TRADITIONAL FOODS AND DRINKS  

The food of DESTINATIONS sites is based on the internationally recognized, healthy, 

Mediterranean diet, which includes a lot of fruits, vegetables, fish and meat, as well as olive oil 

and wine.  

DESTINATIONS cities also have high-end restaurants (in the case of Funchal and Las Palmas, 

Michelin-Star restaurants), which are a preference for the high-middle class to wealthy Chinese 

visitors.  

 

HEALTH AND WELLNESS 

All DESTINATIONS sites have a variety of health and spa outlets, which are usually well 

appreciated by Chinese tourists. 

Some of the sites have unique in the world health and wellness sites that would be very 

attractive to Chinese tourists. For instance, Madeira Islands have the Porto Santo Beach, 

whose sand has healing properties; and Elba Island has the Terme San Giovanni that uses 

mud therapy and respiratory treatments, as well as algae and marine plants that grow 

spontaneously on the seabed.  



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  26 / 35 

 

7 Mobility Management Challenges for 
European Cities of Receiving Chinese 
Outbound Tourists. Recommendations to 
overcome them 

 

Already, one in every ten international tourists is Chinese. China has become the number one 

country in sending tourists and spending abroad. If such a significant growth is possible when 

only about 4% of the Chinese has a passport, one can expect a much more spectacular jump 

in the future. According to Goldman Sachs, in 2025, 220 million Chinese residents will travel 

overseas spending in total USD 450 billion, up from the current 120 million residents and 

USD 250 billion spending. Chinese millennials (15-35 years old) also known as Generation Y 

or post-80s and post-90s generations, will be major contributors to this, while Free Independent 

Travellers will continue the growth. Long-distance destinations, which offer a combination of 

unique cultural and natural attractions, will be a preferential choice for middle and upper 

class Chinese travellers. The Chinese traveller of the future will be: younger, with higher 

income levels, more educated, more sophisticated, fully independent, used to travelling 

abroad, more demanding, and more connected. The Internet will be their main source of travel 

information, travel experience sharing channel, and payments (WeChatPay and/or AliPay). 

Outbound Chinese tourists will be present in countries and regions all over the world. Europe 

is the second main choice (after Asia) for Chinese tourists and its popularity is growing. It is a 

preferred option among Chinese women: 63% of the Chinese outbound tourists visiting 

Europe are females.   

Because of their heavily polluted cities, Chinese tourists are nowadays being attracted by 

outbound pollution-free destinations, with unique beautiful landscapes and unspoiled 

nature. Islands are at the top of this type of destinations’ list. For wealthy Chinese travellers, 

visiting overseas exotic islands occupies the third most favoured destination place. 

Families and female tourists before 50 years old are particularly fond of islands, travelling either 

independently or in groups (almost 50/50%) and for an average of 5 days. Island holidays 

are ranked as the first choice for the Post 80s generation.  

DESTINATIONS cities and islands that combine both sea and inland beautiful landscapes, 

as well as a very old historical background, reflected in their culture and architecture, and 

very healthy food, are a very different alternative to the traditional water and resort oriented 

islands the Chinese have been visiting so far and, as such, will for sure become magnets 

for the Chinese travellers of the future. The fact that these cities and islands are very safe, 

politically stable, with low criminality, and that there are no earthquakes and typhoons will also 

be highly valued by Chinese tourists. Moreover, since the periods when most Chinese people 

go on vacation (end January/beginning February first week of May, and first week of October) 

are low/mid-season times for most of DESTINATIONS sites, this will be another important 

factor to attract Chinese tourists to them. 
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While these flows of Chinese tourists will economically benefit DESTINATIONS cities, it is 

also true that they will impose mobility management challenges to them and to other similar 

European small-medium sized tourist cities.  

An example of these challenges can be found in Saipan (part of The Commonwealth of the 

Northern Mariana Islands (CNMI)). Saipan’s central business and tourism district –Garapan, 

where most China tourists’ activities concentrate, has become affected by negative impacts 

related to traffic. Now there are morning and afternoon rush hours, and parking has become 

a nightmare. Chinese tourists who are not familiar of CNMI’s traffic rules have also caused 

some problems on the road, with some drivers stopping in the middle of the road without 

warning or making sudden turns that have almost caused accidents.  

DESTINATIONS cities and other similar European small-medium sized tourist cities need to 

pay attention to Chinese tourists’ volume and behaviour when designing and 

implementing their urban planning and mobility measures. Otherwise, they may be totally 

overrun and unprepared, as has already happened in some similar Asian tourist destinations.  

Transportation occupies the third place (10.88%) in the expenses incurred by Chinese 

outbound tourists, and the first place in the attention they are paying to outbound services 

(33.7%). Until now, there is not much information on Chinese tourists’ travel behaviour 

(e.g., preferred transportation mode, places they need to reach, travelling times, comfort, Wi-

Fi and other requirements, etc.), after they arrive to a destination. It has only been published 

that the efficiency of local transport is highly valued by them. At ITB China 2017, it was found 

that, for Chinese travel agencies, how to move around after reaching the destination is not an 

issue, since they expect Chinese tourists to be moving around the island in the same private 

vehicle (either a coach or a rented vehicle) that they will use when arriving at the destination’s 

airport. 

DESTINATIONS cities and other similar European small-medium sized tourist cities shall pay 

attention to Chinese tourists’ specific needs and incorporate them in their policies and 

actions, to minimize their mobility impacts, while keeping these cities attractive for Chinese 

worldwide travellers. The following recommendations can be given to them: 

• Since most Chinese tourists have trouble communicating and understanding guides, 

pamphlets, and maps, in a foreign language, all alternative transportation modes’ 

information should be provided in Mandarin and with a minimum of words. 

Timetables, images, drawings, symbols, etc. are the best option for this, in particular 

since DESTINATIONS (and other similar European small-medium size tourist) cities 

want to motivate them to use the most sustainable transportation modes. 

• Since most Chinese tourists are mobile oriented and tend to make decisions on-the-

go, DESTINATIONS (and other similar European small-medium size tourist) cities 

should inform them, on their official mobile friendly Mandarin website and mobile 

phone Mandarin applications, about the different modes of transport around the 

island, emphasizing those that are the most sustainable.   

• Since Chinese tourists travel locally to visit attractions and participate in events, all 

mobility related information provided by DESTINATIONS (and other similar 

European small-medium sized tourist) cities should be oriented to help them to reach 

those attractions and events in a timely fashion.  
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• Since, both for lack of validation of their drivers’ licenses and/or lack of understanding 

of the local language, may prevent Chinese FIT from renting a car by themselves, 

mobility actors of DESTINATIONS (and other similar European small-medium size 

tourist) cities shall teach drivers of local car rental companies some basic Mandarin 

phrases and Chinese etiquette / cultural nuances (e.g., Chinese travellers would expect 

to be given a water bottle each at the beginning of the morning, afternoon and evening). 

Also, for the most adventurous self-driving Chinese travellers, to provide them with 

driving maps in Mandarin (showing not only the roads, but also the parking areas and 

petrol stations), and the installation of some street and roads information signals 

in Mandarin language, would be most appreciated. 

• Since bike sharing and electric vehicles are so popular in China nowadays, mobility 

actors of DESTINATIONS (and other similar European small-medium size tourist) cities 

should provide Chinese tourists with specific and detailed information in Mandarin 

on where to find and rent these more environmentally friendly transport modes. 

• Since quite often Chinese tourists may travel in small self-organized groups, local travel 

agencies at DESTINATIONS (and other similar European small-medium size tourist) 

cities should be in close contact with local transportation companies to provide 

Chinese travellers with the kind of sustainable transportation alternative they are 

looking for. Also, minor Chinese customization details, such as having water bottles 

in the vehicle should be offered at the beginning of the morning, afternoon and evening 

as this would change Chinese tourists’ valuation of the travelling experience. Since 

most Chinese tourists do not use cash or credit card for payments at home, but instead 

use AliPay and WeChatPay/QR codes for payment, these (for the Chinese) more 

convenient means of payment should be incorporated by the mobility actors of 

DESTINATIONS (and other similar European small-medium sized tourist) cities.  

Horários do Funchal is already incorporating QR codes as a means of payment, in their 

buses. The provision of QR codes should be linked to the provision of free Wi-Fi 

on-site, since roaming charges are expensive, and can discourage potential Chinese 

users from scanning the codes. In addition, QR codes links should land on a mobile-

friendly page, as most Chinese users will access it via a smartphone. 

• More and more often Chinese travellers are looking for unique travel experiences and 

pictures. DESTINATIONS (and other similar European small-medium sized tourist) 

cities should highlight and show very clearly where to find old traditional 

transportation modes used in the past, even if it is being kept today just for 

nostalgia and enjoyment. An example is the case of the “carro do Monte” in Funchal, 

Madeira. 

• Since Chinese tourists are becoming more fond of cruises, the mobility actors of 

DESTINATIONS (and other similar European small-medium sized tourist) cities should 

closely follow-up this trend to be ready to increase (when the convenient time arrives) 

the frequency of Chinese friendly buses close to the port, and/or arrange specific 

Chinese friendly tourist buses which follow itineraries which provide them with a very 

quick overview of the site’s culture, landscape and shopping alternatives.  

• Since the majority of Chinese tourists decide where to stay before their travel, to 

motivate them to use sustainable transportation modes, accommodation and 
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mobility actors of DESTINATIONS (and other similar European small-medium sized 

tourist) cities shall team together, to show in their Chinese websites and mobile 

apps information about how to reach the different accommodation alternatives, in 

particular by environmentally friendly transportation modes. This is particularly 

important nowadays, since more and more Chinese FIT is looking for accommodation 

alternatives beyond the traditional 4 and 5 stars urban hotels.  

• Since Chinese tourists are attracted by locations where famous films and/or serials 

have been shot, mobility actors of DESTINATIONS (and other similar European small-

medium sized tourist) cities should take this into account to design specific 

photographing/video shooting routes similar to the hop-on hop-off urban tourist 

buses, with information provided in Chinese language. 

• Chinese tourists want to visit as many places as possible at far-away destinations 

where they may never go back. One of the great assets that DESTINATIONS sites 

have is that there is always the possibility of visiting other near-by famous tourist 

destinations. Local mobility actors (airlines, ferry companies, bus companies, taxi 

drivers, etc.) and travel agencies should join efforts to organize short-stay 

itineraries to near-by destinations (e.g., a day, when possible, so that they do not 

have to change their accommodation), with information in Mandarin. 

• Since Chinese tourists like to try high-end local restaurants, high-end local 

restaurants and mobility actors of DESTINATIONS (and other similar European 

small-medium sized tourist) cities should team together, to show on their Chinese 

websites and mobile apps information about how to reach these restaurants, in 

particular by environmentally friendly transportation modes.  

• Since Chinese tourists love to buy high quality items and local products, mobility 

actors and shopping centre and shops at DESTINATIONS (and other similar 

European small-medium sized tourist) cities should join efforts to provide them with 

specific information in Mandarin on the location of the shops, sustainable 

transportation modes’ alternatives and timetables to reach them, and accepted means 

of payment. 

As a matter of fact, allowing payments with Union Pay card or AliPay or WeChatPay is a key 

factor to influence Chinese outbound tourists’ mobility behaviour and make it more sustainable. 

This becomes even more relevant this year, given the fact that it is the EU China Tourism Year 

2018 (ECTY 2018), and a number of actions are being undertaken to attract Chinese outbound 

tourists to Europe and, in particular, to lesser known European cities and sites.  
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https://www.destinationcanada.com/en/markets/china 

http://www.discoveringmadeira.com 

http://dragontrail.com 

http://www.ecty2018.org 

http://edwardzammitlewis 

http://www.elbamovie.com/en/ 

http://www.elba-online.com 

http://www.eloundamare.com/en/old-mill 

http://www.eloundapeninsula.com/en/dining-restaurants-calypso-wine-cellar 

http://eleouthkia.com.cy/the-park 

http://en.ccg.org.cn 

http://www.europapress.es/islas-canarias/noticia-gran-canaria-promocionara-obra-escritora-

chica-sanmao-ruta-cultural-20161125125141.html 

https://www.forbes.com 

http://www.foxnews.com/travel/2017 

https://www.fungglobalretailtech.com 

http://www.germany.travel 

http://greece.greekreporter.com 

http://grancanaria.com/patronato_turismo/283.0.html 

http://www.grutasecentrodovulcanismo.com/en/ 

http://www.guampdn.com 

https://www.h2omadeira.com 

https://www.hellocanaryislands.com/gran-canaria 

http://www.helloguidemadeira.com 

https://www.incrediblecrete.gr 

http://www.independent.com.mt 

http://ilgallodoro.portobay.com/en/ 

http://www.islamadeira.es 

https://madeira.best  

http://www.madeiraguide.com 
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http://www.madeira-live.com 

http://www.madeiraislandsguide.com 

http://www.madeira-web.com 

http://mt.majjistral.org/home 

http://www.marketing-interactive.com 

https://www.merics.org 

http://www.museoelder.org 

http://www.museuartesacrafunchal.org  

http://www.museucolombo-portosanto.com/ing/home.html 

https://museucr7.com   

http://www.museudabaleia.org 

http://www.mycyprusguide.com 

http://www.nbs.gov.sc 

http://newsroom.mastercard.com 

http://news.travel168.net 

https://www.okgrancanaria.com/en/ 

https://www.onthebeach.co.uk/destinations/madeira/garajau 

http://www.psiloritis-natural-park.gr/Home/2/1.html 

http://www.scmp.com 

https://www.spain-grancanaria.com/en/ 

http://www.straitstimes.com 

http://www.teldeactualidad.com/hemeroteca/noticia/cultura/2016/11/25/6085.html 

https://www.theguardian.com 

http://www.todayonline.com 

http://www.tourism.jp 

https://www.travelchinaguide.com/tourism 

http://uk.businessinsider.com 

https://www.usnews.com 

https://www.ustravel.org 

https://v.qq.com/x/page/z0321g1zx5l.html 

http://www.visitarcanarias.com 

https://www.visitbritain.org 

http://www.visitelba.info 
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http://www.visitelba.com 

https://www.visitgozo.com 

http://www.visitmalta.com 

http://www.visitmadeira.pt   

http://www.visitportosanto.pt 

http://www.visitfunchal.pt 

http://www.vinhomadeira.pt 

http://www.visitcyprus.com 

http://www.visitnicosia.com.cy 

http://whc.unesco.org/en/tentativelists/6081 

http://whc.unesco.org/en/ 

https://www.wttc.org 

 

 

 

"The views expressed in this publication are the sole responsibility of the authors and the 

DESTINATIONS project consortium and do not necessarily reflect the views of the European 

Commission." 
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Annex 1: Questionnaire #1: PREVIOUS 
EXPERIENCE WITH CHINESE 
OUTBOUND TOURISTS - Replies 
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Annex 1: Questionnaire #1: PREVIOUS EXPERIENCE 
WITH CHINESE OUTBOUND TOURISTS - 
Replies 

 

A. GENERAL STATISTICS 

A.1 Total number of Chinese travellers (per year) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete (5) Cyprus 

2012 496 

n/a 

- 938 

n/a 

1014 

2013 1201 - 2964 1404 

2014 977 - 3217 1837 

2015 1309 385 (4) 3930 2508 

2016 (1)

 1050 (2) - (3) 2295 

 

(1): Until 31th October 

(2): Madeira: Until 31th September 

(3): Malta: Data 2016 will be published during the 1st quarter 2017 

(4) Elba: Chinese tourists, residents in Toscana 

(5) Crete: Total Chinese travellers to Greece in 2015: 55.097 

 

Table 1: Total number of Chinese travellers (per year) in DESTINATIONS sites 
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A.2 Where they came from? (in %)  

 

Year 2015: 

Same table Year 2016 (until 31th October):     

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

directly from 

China
 

n/a n/a n/a n/a 

- - 

from other no 

EU country
 

X    80 % 

from other EU 

country
 

X 20 % 

Table 2: Chinese tourists to DESTINATIONS sites’ origin 

 

A.3 How did they arrive to the island? (in %)  

 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane    67 % 

n/a 

- 100% 100% 95 % 

cruise   33 % - - - 5 % 

ferry - 100% - - - 

sailboat - - - - - 

helicopter - - - - - 

Table 3:  Chinese tourists’ arrival transportation mode to Civitas DESTINATIONS islands. 

Year 2015. 
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Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane    71 % 

n/a 

- 

n/a 

100% 95 % 

cruise   29 % - - 5 % 

ferry - 100% - - 

sailboat - - - - 

helicopter - - - - 

Table 4: Chinese tourists’ arrival transportation mode to Civitas DESTINATIONS islands. 

Year 2016. 

 

 

A.4 How did they depart from the island? (in %)  

 

Year 2015:  

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane    67 % 

n/a 

- 100% 100% 95 % 

cruise   33 % - - - 5 % 

ferry - 100% - - - 

sailboat - - - - - 

helicopter - - - - - 

Table 5: Chinese tourists’ departure transportation mode from Civitas DESTINATIONS islands. 

Year 2015. 
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Year 2016 (until 31th October):  

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane    71 % 

n/a 

- n/a 100% 95 % 

cruise   29 % -  - 5 % 

ferry - 100%  - - 

sailboat - -  - - 

helicopter - -  - - 

Table 6: Chinese tourists’ departure transportation mode from Civitas DESTINATIONS islands. 

Year 2016. 

A.5 How were their visits distributed over the year? (in %) 

Year 2015:   

 
Madeira 

Gran 

Canaria (1) 
Elba Malta Crete (2) Cyprus 

Jan. 9 % X 

n/a n/a 

3.5 % 7.97 % 

Feb. 17 % - 7.5 % 15.87 %    

March 8 % - 4 % 6.42 % 

April 7 % - 13 % 4.86 % 

May 3 % - 14 % 6.78 % 

June 5 % - 11 % 9.13 % 

July 8 % X 8 % 12.6 % 

August 5 % X 8.5 % 14.79 % 

Sept. 4 % - 9 % 7.89 % 

Oct. 4 % X 10 % 0 % 

Nov. 7 % - 11 % 7.06 % 

Dec. 22 % X 0.5 % 6.22 % 
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(1)  Gran Canaria: Students usually travel in summer and for the rest, they do it between 

Chinese New Year and the National Day (1st of October) 

(2) Crete: Estimation 

 

Table 7: Distribution of 2015 Chinese Outbound Tourists visits in DESTINATIONS sites 

 

 

 

Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria (1) 
Elba Malta Crete (2) Cyprus 

Jan. 11 % X 

n/a n/a 

4 % 18.3 % 

Feb. 17 % - 8.5 % 11.29 % 

March 9 % - 4 % 14.64 % 

April 14 % - 15 % 7.67 % 

May 7 % - 16 % 10.59 % 

June 8 % - 12 % 11.37 % 

July 13 % X 9 % 10.68 % 

August 14 % X 10 % 1.18 % 

Sept. 7 % - 10.5 % 3.36 % 

Oct. - X 11 % 10.94 % 

Table 8: Distribution of 2016 Chinese Outbound Tourists visits in DESTINATIONS sites 
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A.6 Type of the accommodation they stayed in (in %)  

 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

hotel-resort 0 % - 

n/a n/a 

X - 

hotel 63 % X X 100% 

hostel/B&B 4 % X - - 

cottage 2  % - - - 

apartment 19 % - - - 

other 12  % X (1) - - 

 

 (1) Gran Canaria: Family houses 

Table 9: Type of the accommodation Chinese Outbound Tourists stayed in DESTINATIONS 

sites. Year 2015. 

 

Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

hotel-resort 0,5 % - 

n/a n/a 

X - 

hotel 56 % X X 100% 

hostel/B&B 3 % X - - 

cottage 1  % - - - 

apartment 25 % - - - 

other 14.5  % X (1) - - 

Table 10: Type of the accommodation Chinese Outbound Tourists stayed in 

DESTINATIONS sites. Year 2015. 
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A.7 Where was this accommodation located? (in %)  

Year 2015: 

 
Madeira 

-

Funchal 

Gran 

Canaria - 

Las Palmas 

GC 

Elba -

Rio/marina 

/Portoferraio 

Malta -

Valletta 

Crete -

Rethymno 

Cyprus -

Limassol 

centre city 

main city 
78 % 

n/a n/a n/a 

X - 

outskirts 

main city 
- - 100% 

centre city 

other town 
- X - 

outskirts 

other town 
- - - 

countryside - - - 

Table 11: Location of Chinese Outbound Tourists’ Accommodation in DESTINATIONS sites. 

Year 2015. 

Year 2016 (until 31th October): 

 
Madeira 

-

Funchal 

Gran 

Canaria -                  

Las Palmas 

GC 

Elba -

Rio/marina 

/Portoferraio 

Malta -

Valletta 

Crete -

Rethymno 

Cyprus -

Limassol 

centre city 

main city 
79 % 

n/a n/a n/a 

X - 

outskirts 

main city 
- - 100% 

centre city 

other town 
- X - 

outskirts 

other town 
- - - 

countryside - - - 

Table 12: Location of Chinese Outbound Tourists’ Accommodation in DESTINATIONS sites. 

Year 2016. 
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A.8 Only for Hotels and Hotel-Resorts, Category of the hotel which they 
overnight (in %)  

 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

 54 % - 

n/a n/a 

100 % 60 % 

 34.5 % - - 40 % 

 10.2 % x - - 

- 1.3 % - - - 

Table 13: Hotel’s Category which Chinese Outbound Tourists Overnight in DESTINATIONS 

sites. Year 2015. 

 

 

 

Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

 43.4 % - 

n/a n/a 

100 % 60 % 

 48.1  % - - 40 % 

 6.9  % x - - 

- 1.6 % - - - 

Table 14: Hotel’s Category which Chinese Outbound Tourists Overnight in DESTINATIONS 

sites. Year 2016. 
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A.9 How many days they stayed in the island? (in %)  

 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< 3 days - X 

n/a n/a 

- - 

3-7 days (1) - 100 % 30 % 

7-15 days - - - 70 % 

> 15 days - - - - 

 

 (1) Madeira: Average number of nights sleeping in Madeira was of 3.5 

 

Table 15: Length of Chinese Outbound Tourists' stay in Civitas DESTINATIONS islands. Year 2015. 

 

 

Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< 3 days - X 

n/a n/a 

- - 

3-7 days (1) - 100 % 35 % 

7-15 days - - - 65 % 

> 15 days - - - - 

 

 (1) Madeira: Average number of nights sleeping in Madeira was of 3.8 

Table 16: Length of Chinese Outbound Tourists' stay in Civitas DESTINATIONS islands. Year 2016. 
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A.10 How many days did they stayed in their accommodation? (in %) 

 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< 3 nights - 

n/a 

0 % 

n/a 

- - 

3-7 nights (1) 0 % 100 % 30 % 

7-15 nights - 0 % - 70 % 

> 15 nights - 0 % - - 

 

 (1) Madeira: Average number of nights sleeping in Madeira was of 3.5 

 

Table 17: Length of Chinese Outbound Tourists' stay in their Civitas DESTINATIONS sites' 

accommodation. Year 2015. 

 

Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< 3 nights - 

n/a 

0 % 

n/a 

- - 

3-7 nights (1) 0 % 100 % 35 % 

7-15 nights - 0 % - 65 % 

> 15 nights - 0 % - - 

 

(1) Madeira: Average number of nights sleeping in Madeira was of 3.8 

 

Table 18: Length of Chinese Outbound Tourists' stay in their Civitas DESTINATIONS sites' 

accommodation. Year 2016. 
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B. PROFILE 

 

B.1 Age (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< 18 years 

n/a n/a n/a n/a 

- 5 % 

18-35 years X   15 % 

35-55 years X 60 % 

> 55 years - 20 % 

Table 19: DESTINATIONS sites’ Chinese Outbound Tourists’ Age 

 

 

 

B.2 Gender (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

male 

  n/a n/a n/a n/a n/a 

45 % 

female 55 % 

Table 20: DESTINATIONS sites’ Chinese Outbound Tourists’ Gender 
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B.3 Socio-economic level (income in China) (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

High 

> € 300,000 

n/a n/a n/a n/a n/a n/a 

High-

medium 

€ 300,000 -

200,000 

Medium 

€ 200,000 -

100,000 

medium-low 

€ 100,000 -

40,000 

Low 

< € 40,000 - 

0 

Table 21: DESTINATIONS sites’ Chinese Outbound Tourists’ Socio-economic level 
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B.4 Occupation (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

entrepreneur 

n/a n/a n/a n/a n/a n/a 

employee 

student 

retired 

Other 

(housewives, 

children, 

unemployed, 

etc.) 

Table 22: DESTINATIONS sites’ Chinese Outbound Tourists’ Occupation 

 

 

B.5 Only for entrepreneurs (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

company 

leader 

n/a n/a n/a n/a n/a n/a company 

manager 

freelancer 

Table 23: DESTINATIONS sites’ Chinese Outbound Tourists’ Professional Profile 
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C. HABITS 

 

C.1 How did they travel? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Big Group 

( >12 persons) 

n/a n/a n/a n/a 

X 

n/a 

Small Group 

(8-12 persons) 
X 

Friends, known 

(3-7 persons) 
- 

Family 

(3-5 persons) 
- 

Couples - 

Individuals - 

Table 24: DESTINATIONS sites’ Chinese Outbound Tourists’ Traveling Profile 
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C.2 Only for Hotel and Hotel-Resort: What type of room did they book? 
(in %) 

 

Year 2015: 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

room  

1 person 

n/a n/a n/a n/a 

- 13 % 

room  

2 persons 
X 87 % 

room  

3 persons 
X - 

room  

4 persons 
X - 

Table 25: Type of Room Chinese Outbound Tourists stayed in DESTINATIONS sites. Year 2015. 

 

 

Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

room  

1 person 

n/a n/a n/a n/a 

- 15 % 

room  

2 persons 
X 85 % 

room  

3 persons 
X - 

room  

4 persons 
X - 

Table 26: Type of Room Chinese Outbound Tourists stayed in DESTINATIONS sites. Year 2016. 
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C.3 How did they book their accommodation? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

directly by phone 

n/a 

- 

n/a n/a 

- - 

directly by email - - - 

directly  

through Internet  

(Web page) 

- - 40 % 

through a travel 

agency 
X 100 % 60 % 

Table 27: How Chinese Outbound Tourists book their Accommodation in DESTINATION sites 

 

C.4 Their booking included (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

just the room 

n/a n/a n/a n/a 

- - 

room + breakfast X 100 % 

half board 

(room+breakfast+    

1 meal) 

X - 

full board 

(room+breakfast+  

2 meals) 

X - 

Table 28: DESTINATIONS sites’ Chinese Outbound Tourists’ Type of booking 
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C.5 Did they request additional services during their stay? (in %) 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

request 

  n/a   n/a   n/a   n/a 

X 75 % 

no request - 25 % 

Table 29: Chinese Outbound Tourists requested additional services during their stay in 

DESTINATIONS sites 

 

If yes, what did they request? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

meal served 

in the room 

n/a n/a n/a n/a 

- 35 % 

laundry 

/ironing 

service 

- 30 % 

private car 

park 
- 0 % 

left-luggage 

service 
X 10 % 

car hire X 15 % 

ticket sales 

(museums, 

transports, -

shows) 

- 0 % 

spa/gym - 10 % 

Table 30: What Chinese Outbound Tourists requested in DESTINATIONS sites 
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C.6 What was the purpose of their travel? (in %) 

 

Year 2015:  

Same table Year 2016 (until 31th October): 

 

 

 

Madeira 

Gran 

Canaria 

(1) 

Elba Malta Crete Cyprus 

MICE* 

Tourist n/a 

- 

n/a n/a 

- - 

Investors - - 15 % 

Leisure 

n/a 

X 

n/a n/a 

X 85  % 

weddings - X - 

Honeymoon - - - 

students X - - 

 

*MICE: Meetings, Incentives, Conferences and Exhibitions 

 

(1) Gran Canaria: Others  -  Chinese who visit the family members living in island 

- People who pass through the island while there are travelling to 

other countries mainly to the African continent for labour reasons. 

If the connection is not on the same day, they are housed in hotel 

establishments near the airport of Gran Canaria or in Las Palmas 

de Gran Canaria. 

 

Table 31: Chinese Tourists in DESTINATIONS sites’ Purpose of travel 
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C.7 Which was the language of communication between the Chinese and 
the accommodation staff? (in %) 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

English 

n/a n/a n/a n/a 

100 % 100 % 

Local language - - 

Chinese - - 

Other EU 

language 
- - 

Table 32: Language of Communication between Chinese Tourists and Accommodation Staff 

in DESTINATIONS’ sites 

 

C.8 Who among the Chinese did communicate with the accommodation 
staff? (in %) 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Every person of 

the group 

n/a n/a n/a n/a 

- - 

Only the leader 

of the group 
- - 

Only the person 

that could 

speak English 

100 % 100 % 

Only the person 

that could 

speak Local 

language 

- - 

Table 33: Who Chinese communicated with the accommodation staff 
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C.9 Did the Chinese tourists receive official information from your island 
in Chinese (brochures, maps, ..)? 

(Please, indicate with an “X”) 

 

Year 2015: 

Same table Year 2016 (until 31th October):  

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

yes 

n/a n/a n/a n/a 

- - 

not X X 

Table 34: Civitas DESTINATIONS sites' provision of Information in Mandarin to their 

Chinese Tourists 

 

 

C.10 Did they receive information in Chinese at the hotels about:  shops, 
transportation alternatives, restaurants …? 

(Please, indicate with an “X”) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

yes 

n/a n/a n/a n/a 

- - 

not X X 

Table 35: Civitas DESTINATIONS hotels’ type of Information provided to their Chinese 

Tourists 
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C.11 How did they prefer to move around the island? (in %) 

 

Year 2015: 

 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

coach 

n/a 

- 

n/a n/a 

X 80 % 

bus or tram 

public 
X X - 

rented car X X 10 % 

taxi - - 10 % 

Rented 

motorbike 
- - -- 

Rented bike - - - 

walking - - - 

Table 36: Chinese Outbound Tourists’ traveling mode around Civitas DESTINATIONS 

islands 
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C.12 How did they prefer to move around the city? (in %) 

 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 

 

Madeira 

-Funchal 

Gran 

Canaria 

- 

Las 

Palmas 

GC 

Elba -

Rio/marina 

/Portoferraio 

Malta -

Valletta 

Crete -

Rethymno 

Cyprus -

Limassol 

coach 

n/a 

- 

n/a n/a 

-  60 % 

bus or tram 

public 
X -  

rented car - X  

taxi - - 20 % 

Rented 

motorbike 
- -  

Rented bike - -  

walking X X 20 % 

Table 37: Chinese Outbound Tourists’ traveling mode around Civitas DESTINATIONS Cities 
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C.13 When did they request the use of Wi-Fi? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

upon their arrival 

in the hotel 

n/a n/a n/a n/a 

X 100 % 

on the first night 

at the hotel 
X - 

on the following 

day after their 

arrival 

- - 

not requested at 

all Wi-Fi 
- - 

Table 38: Chinese Tourists' use of Wi-Fi in DESTINATIONS sites 

 

C.14 In which places could they use Wi-Fi outside of their hotel?  

(Please, indicate with an “X”) 

Year 2015: 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

restaurants 

n/a n/a n/a n/a 

X X 

shops - X 

coaches - - 

public 

buses/trams 
- - 

taxis - - 

Table 39: Places where Chinese tourists could use Wi-Fi outside of their hotel in 

DESTINATIONS sites. Year 2015. 
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Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

restaurants 

n/a n/a n/a n/a 

X X 

shops - X 

coaches - - 

public 

buses/trams 
X - 

taxis - - 

Table 40: Places where Chinese tourists could use Wi-Fi outside of their hotel in 

DESTINATIONS sites. Year 2016. 

 

C.15 How did they prefer to pay with? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Union Pay 

card 

n/a n/a n/a n/a 

- 

n/a 

Visa card X 

Master card X 

other credit 

card 
- 

cash - 

Table 41: Payment alternative used by Chinese Tourists in DESTINATIONS sites 
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C.16 What type of breakfast did they have? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

local food 

n/a n/a n/a n/a 

X 

n/a 

Chinese food - 

continental food X 

international food X 

Table 42: Type of Breakfast preferred by DESTINATIONS sites' Chinese Tourists 

 

 

C.17 What type of food did they have for lunch and dinner? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

local food 

n/a n/a n/a n/a 

X 

n/a 

Asian food - 

Chinese food - 

continental food X 

international food X 

Table 43: Type of Food preferred by DESTINATIONS sites’ Chinese Tourists 
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C.18 In what type of restaurant did they eat? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

  
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

buffet 

n/a n/a n/a n/a 

X 

n/a 

Fast food - 

restaurant 

not 

expensive 
- 

middle 

price 
X 

expensive X 

Table 44: Type of Restaurant preferred by DESTINATIONS sites' Chinese Tourists 
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D. ACTIVITIES 

 

D.1. Did they visit the following sites and/or participate in the following 
activities?  

(Please, only marks 1 cell per row with an X) 

Years 2015&2016: 

1. MADEIRA: n/a 

 

2. GRAN CANARIA 

GRAN CANARIA 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

1. Culture and heritage     

 Historic/Special architecture buildings (palaces, castles, 
churches, hermitages) 

X    

 Historical city centre X    

Table 45: Gran Canaria Chinese Tourists' Sites visited and Activities engaged in 

 

3. ELBA: n/a 

 

4. MALTA: n/a 

 

5. CRETE 

CRETE 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

1. Culture and heritage     

 Historic/Special architecture buildings (palaces, 
castles, churches, hermitages) 

 Χ   

 Art museums/galleries  Χ   

 Natural/Botanic museums    Χ 

 Archeology/History museums  Χ   

 Archaeological sites  Χ   
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CRETE 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

 Historical city centre  Χ   

2. Enjoy Island life     

 Casinos, gaming houses    Χ 

 Theatres (Plays, Music: Opera, concerts …)  Χ   

 Open-air venues (Plays, Music: Opera, concerts 
…) 

  Χ  

 Music Festival: Opera, Jazz, Classic music, 
Modern music 

   Χ 

 Local/Special day Festival  Χ   

 Cinemas (movie houses)    Χ 

 Theme parks   Χ  

 Nightclubs and bars   Χ   

 Live music nightclubs  Χ   

 Discotheques; listening and dancing clubs  Χ   

3. Shopping     

 Shopping centres/Shopping avenues/city centre   Χ   

 Fish markets/food markets   Χ  

 Medieval Fairs/Crafts  Χ   

 Hotels  Χ   

4. Health and Wellness     

 Health and spa outlets  Χ   

 Beauty outlets   Χ  

 Spa, thermal and medical treatments   Χ  

5. Outdoor land sports and activities     

 Relaxing at beach or pool  Χ   

 Taking photos of nature or wildlife  Χ   

 Vineyards and wineries tours  Χ   

 Adventure clubs    Χ 

 Kid adventure clubs    Χ 

 Visit filming locations   Χ  

 Bike tours    Χ 
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CRETE 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

 Walking tours  Χ   

 Horse tours    Χ 

 Bus sightseeing tours  Χ   

 Sports in Hotel Resort or beach (Tennis, volleyball, 
boules) 

 Χ   

 Golf    Χ 

 Caving, Canoying, Climbing    Χ 

 Jumping and other extreme sports     Χ 

6. Outdoor flying sports and activities     

 Hang gliding or paragliding    Χ 

 Parachuting    Χ 

 Ballooning    Χ 

 Light Aircraft, gliding experience    Χ 

7. Outdoor aquatic sports and activities     

 Boat tours   Χ  

 Submarine tours     Χ 

 Snorkelling, Scuba diving    Χ 

 Canoeing, kayaking    Χ 

 Surfing,  windsurfing, kitesurfing, Jet skiing, Water 
skiing 

  Χ  

 Natural trip, whales and dolphins sighting    Χ 

8. Courses     

 English Course or English Camp    Χ 

 Diving Course    Χ 

 Climbing course    Χ 

 Surfing or windsurfing course    Χ 

 Light Aircraft or gliding course    Χ 

 Parachuting course     Χ 

 Hang gliding or paragliding course    Χ 

 Other (please, specify)    Χ 

Table 46: Crete Chinese Tourists' Sites visited and Activities engaged in 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  35 / 41 

 

 

6. CYPRUS 

CYPRUS 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

1. Culture and heritage     

 Historic/Special architecture buildings (palaces, castles, 
churches, hermitages) 

X    

 Art museums/galleries  X   

 Natural/Botanic museums     

 Archeology/History museums X    

 Archaeological sites X    

 Historical city centre X    

2. Enjoy Island life     

 Casinos, gambling houses    X 

 Theatres (Plays, Music: Opera, concerts …)   X  

 Open-air venues (Plays, Music: Opera, concerts …)  X   

 Music Festival: Opera, Jazz, Classic music, Modern music  X   

 Local/Special day Festival  X   

 Cinemas (movie houses)    X 

 Theme parks  X   

 Nightclubs and bars    X  

 Live music nightclubs   X  

 Discotheques; listening and dancing clubs   X  

3. Shopping     

 Shopping centres/Shopping avenues/city centre  X    

 Fish markets/food markets    X 

 Medieval Fairs/Crafts   X  

 Hotels X    

4. Health and Wellness     

 Health and spa outlets  X   

 Beauty outlets  X   

 Spa, thermal and medical treatments  X   
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CYPRUS 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

5. Outdoor land sports and activities     

 Relaxing at beach or pool   X  

 Taking photos of nature or wildlife X    

 Vineyards and wineries tours  X   

 Adventure clubs   X  

 Kid adventure clubs   X  

 Visit filming locations    X 

 Bike tours    X 

 Walking tours   X  

 Horse tours    X 

 Bus sightseeing tours X    

 Sports in Hotel Resort or beach (Tennis, volleyball, boules)   X  

 Golf   X  

 Caving, Canoying, Climbing    X 

 Jumping and other extreme sports     X 

6. Outdoor flying sports and activities     

 Hang gliding or paragliding    X 

 Parachuting    X 

 Ballooning    X 

 Light Aircraft, gliding experience    X 

7. Outdoor aquatic sports and activities     

 Boat tours  X   

 Submarine tours     X 

 Snorkelling, Scuba diving  X   

 Canoeing, kayaking    X 

 Surfing,  windsurfing, kitesurfing, Jet skiing, Water skiing   X  

 Natural trip, whales and dolphins sighting   X  

8. Courses     

 English Course or English Camp    X 

 Diving Course    X 
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CYPRUS 

 A lot 
Quite 

often 

Not too 

much 

Not at 

all 

 Climbing course    X 

 Surfing or windsurfing course    X 

 Light Aircraft or gliding course    X 

 Parachuting course     X 

 Hang gliding or paragliding course    X 

 Other (please, specify)    X 

Table 47: Cyprus Chinese Tourists' Sites visited and Activities engaged in 

 

 

E. SHOPPING 

E.1 What was their total spending in the hotel (shops, restaurants, bars, 
…) excluded accommodation costs? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

€ 0
 

n/a n/a n/a n/a n/a n/a 

< € 200/person
 

€ 200-1000/person
 

> € 1000/person
 

Table 48: DESTINATIONS sites’ Chinese Tourists’ Expenditures in the Hotel, excluded 

accommodation costs 
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E.2 What was their total spending in shops (with and without tax free)? 
(in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

€ 0
 

n/a n/a n/a n/a n/a n/a 

< € 200/person
 

€ 200-1000/person
 

> € 1000/person
 

 

 

Table 49: DESTINATIONS sites’ Chinese Tourists’ Expenditures in (with and without tax 

free) Shops 

 

 

E.3 What was their total spending in shops with tax free? (in %) 

 

Year 2015: 

Same table Year 2016 (until 31th October): 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

€ 0
 

n/a n/a n/a n/a n/a n/a 

< € 200/person
 

€ 200-1000/person
 

> € 1000/person
 

Table 50: DESTINATIONS sites’ Chinese Tourists’ Expenditures in Tax Free Shops 
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E.4 What did they buy? 

(Please, only marks 1 cell per row with an X) 

 

Years 2015&2016: 

 

 A lot Normal A few Nothing 

Jewels and brand watches     

Brand clothes and shoes     

Local clothes and shoes     

Local food     

Technology products     

Beauty products     

Medicinal products  (it includes herbs)     

Handicraft products     

Souvenirs     

Table 51: Type of Products bought in Shops by DESTINATIONS sites’ Chinese Tourists 

 

1. MADEIRA: n/a 

2. GRAN CANARIA: n/a 

3. MALTA: n/a 

4. ELBA: n/a 

5. CRETE: n/a 

6. CYPRUS: n/a 
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F. DEGREE OF SATISFACTION 

F.1 Are the accommodation staff satisfied with Chinese customers? 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Totally 

satisfied
 

n/a n/a n/a n/a 

100 % 100 % 

More or less 

satisfied
 

- - 

Not satisfied
 - - 

Table 52: Accommodation Staff Degree of Satisfaction with Chinese Customers 

 

 

 

F.2 Are the shops / shopping centres satisfied with Chinese customers? 

 
 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Totally 

satisfied
 

n/a n/a n/a n/a 

100 % 100 % 

More or less 

satisfied
 

- - 

Not satisfied
 - - 

Table 53: Shops and Shopping Centres Degree of Satisfaction with Chinese Customers 
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Annex 2: Questionnaire #2: ATTRACTING 
CHINESE OUTBOUND TOURISTS 
(ACOT) - Replies 
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Annex 2: Questionnaire #2: ATTRACTING CHINESE 
OUTBOUND TOURISTS (ACOT) - Replies 

A. SITE’S OBJECTIVES 

A.1 What segments of the Chinese Outbound tourism market would your 
city and island like to get? 

(Please, indicate with an “X”. You can a select a maximum of 3 options) 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Big 

Groups 

( >12 people) 

- X - X X X 

Small 

Groups 

(8-12 people) 

X - X X - X 

Families - X X - X X 

Couples X X - - X - 

Individuals X - - - - - 

Weddings - - - - - - 

Honeymoons - - X X - - 

MICE* - X - X - X 

Investors - - - X - X 

Students - - - - - - 

 

*MICE: Meetings, Incentives, Conferences and Exhibitions 

 

Table 1: Segments of the Chinese Outbound Tourism Market DESTINATIONS sites would 

like to get 
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A.2 What mobility behaviour would you like Chinese tourists to have 
when they transfer to and move in your city and island? 

 

 

A.2.1 When they arrive or depart to use 

(Please, indicate with an “X”.) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane X X X X X X 

cruise - X - X X X 

ferry - - X - - - 

sailboat - - - - X - 

helicopter - - - - X - 

Table 2: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they Arrive or Depart 
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A.2.2 When they visit your city / cities 

 

(Please, indicate with an “X”. You can a select a maximum of 2 options) 

 

 

Madeira 

-Funchal 

Gran 

Canaria - 

Las 

Palmas 

GC 

Elba -

Rio/marina 

/Portoferraio 

Malta -

Valletta 

Crete -

Rethymno 

Cyprus -

Limassol 

coach - - X X - - 

bus or tram 

public 
X X - - - - 

rented car - - X X - - 

taxi - X - - - - 

Rented 

motorbike 
- - - - - - 

Rented bike - - - - X X 

walking X - X - X X 

Table 3: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they visit its Ciity / Cities 

 

 

 

 

 

 

 

 

 

 

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  7 / 29 

 

A.2.3 When they move around the island 

 

(Please, indicate with an “X”. You can a select a maximum of 2 options) 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

coach X - X X - X 

bus or tram 

public 
X X - - X X 

rented car - X X X X - 

taxi - - - - - - 

Rented 

motorbike 
- - - - - - 

Rented bike - - - - - - 

Table 4: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they move Around the Island 
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B. WHAT YOU CAN OFFER 

 

 

B.1 Can your city and island offer a world competitive tourism 
experience in the periods where Chinese have official vacations? 

(Please, indicate with an “X”.) 

 

 

1. MADEIRA 

 

MADEIRA 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End January to mid-February 

Chinese New Year 

X - X - - 

First week of May 

International Workers' Day 

X - - X - 

First week of October 

The National Day of the People's 

Republic of China 

X - - X - 

Table 5:  World Competitive Tourism Experience offered by Madeira in the periods where 

Chinese have Official Vacations 

 

 

 

 

 

 

 

 

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  9 / 29 

 

2. GRAN CANARIA 

 

GRAN CANARIA 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End January to mid-February 

Chinese New Year 

x - - - x 

First week of May 

International Workers' Day 

x - - x - 

First week of October 

The National Day of the People's 

Republic of China 

x - - - x 

Table 6: World Competitive Tourism Experience offered by Gran Canaria in the periods 

where Chinese have Official Vacations 

 

3. ELBA 

 

ELBA 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End of January to mid-

February 

Chinese New Year 

n/a - - - 

First week of May 

International Workers' Day 

X - - X - 

First week of October 

The National Day of the People's 

Republic of China 

X - - X - 

Table 7: World Competitive Tourism Experience offered by Elba sites in the periods where 

Chinese have Official Vacations. 
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4. MALTA 

 

MALTA 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End January to mid-February 

Chinese New Year 

X - X - - 

First week of May 

International Workers' Day 

X - - X - 

First week of October 

The National Day of the People's 

Republic of China 

X - - X - 

Table 8: World Competitive Tourism Experience offered by Malta in the periods where 

Chinese have Official Vacations. 

 

 

5. CRETE 

 

CRETE 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End January to mid-February 

Chinese New Year 

n/a - - - 

First week of May 

International Workers' Day 

Χ - - Χ - 

First week of October 

The National Day of the People's 

Republic of China 

Χ - - - Χ 

Table 9: World Competitive Tourism Experience offered by Crete in the periods where 

Chinese have Official Vacations 
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6. CYPRUS 

 

CYPRUS 

Date YES NO 
Low  

Season 

Medium 

season 

High 

season 

End January to mid-February 

Chinese New Year 

X - X - - 

First week of May 

International Workers' Day 

X - - X - 

First week of October 

The National Day of the People's 

Republic of China 

X - - - X 

Table 10: World Competitive Tourism Experience offered by Cyprus sites in the periods 

where Chinese have Official Vacations. 
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B.2 What main activities can you offer them when they will travel to your 
city and island? 

 

(Please, indicate with an “X”. You can a select a maximum of 3 options) 

 

  
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Historical & 

Cultural 
X X X X X X 

Adventure - X - X X - 

Sport 

inland X X X - - - 

water X X X X X X 

air - - - - - - 

Cultural Events - X X X - - 

Business Events - - - - - X 

Health Care - - - - - - 

Education - - - X - - 

Shopping - X - - - - 

Table 11: Types of Activities that DESTINATIONS sites can offer Chinese Tourists 
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B.3 Types of Activities that DESTINATIONS sites can offer the Chinese 
Tourists  when they will travel to its city and island 

(Please, indicate with an “X”. You can a select a maximum of 2 options) 

1. MADEIRA 

MADEIRA 

Singularities of Madeira Description 

Special landscape • Biggest area of Laurissilva Forest in World (World 

Natural Heritage Site by UNESCO) 

http://whc.unesco.org/en/list/934 

• Levada Walks (unique in the world) 

• http://www.visitmadeira.pt/en-gb/madeira/10-top-

reasons-to-visit-madeira/levadas-a-walk-of-sensations 

• http://www.visitmadeira.pt/en-gb/what-to-do/walking-

routes 

• 2/3 of Madeira island are protected areas and natural 

parks; 

• Underwater natural reserves;  

 
http://www.visitmadeira.pt/en-

gb/explore/detalhe/garajau-parcial-nature-reserve- 

Famous worldwide known films 

were filmed in the island 

• Moby Dick (1956) 

 
http://www.imdb.com/title/tt0049513/ 

Attractive or unique Filming 

locations 

 The whole island is very unique, due to its Vulcanic 

origin, high peaks, deep valleys, dramatic seacliffs, 

subtropical flora, botanical gardens and parks, lush 

forests, mountain trails, and unique viewpoints 

scattered all around. The neighbour island of Porto 

Santo is a strong contrast to Madeira and also very 

unique with its 9 km long golden sandy beach. 

 
http://www.visitmadeira.pt/en-gb/madeira/madeira 

Special sports  Mountainbiking, Canyoning, Trekking, Trail Running, 

Surfing, Windsurfing, Diving and Scuba Diving, stand-

up paddle, sailing, whale & dolphin watching, 

birdwatching, Paragliding. 

 
http://www.explore-madeira.pt/?lang=2 

http://whc.unesco.org/en/list/934
http://www.visitmadeira.pt/en-gb/madeira/10-top-reasons-to-visit-madeira/levadas-a-walk-of-sensations
http://www.visitmadeira.pt/en-gb/madeira/10-top-reasons-to-visit-madeira/levadas-a-walk-of-sensations
http://www.visitmadeira.pt/en-gb/what-to-do/walking-routes
http://www.visitmadeira.pt/en-gb/what-to-do/walking-routes
http://www.visitmadeira.pt/en-gb/explore/detalhe/garajau-parcial-nature-reserve-
http://www.visitmadeira.pt/en-gb/explore/detalhe/garajau-parcial-nature-reserve-
http://www.imdb.com/title/tt0049513/
http://www.visitmadeira.pt/en-gb/madeira/madeira
http://www.explore-madeira.pt/?lang=2
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MADEIRA 

Singularities of Madeira Description 

A house of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

• Cristiano Ronaldo 

 
https://en.wikipedia.org/wiki/Cristiano_Ronaldo 

• Christopher Columbus (in Porto Santo) 

 
http://www.visitmadeira.pt/en-

gb/explore/detalhe/christopher-columbus-house-

museum 

A museum of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

• Cristiano Ronaldo Museum 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa/cr7-museum 

• Christopher Columbus Museum (in Porto Santo) 

 
http://www.museucolombo-

portosanto.com/ing/home.html 

A tomb of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

• Charles I, last Emperor of the Austrian-Hungarian 

Empire (died 1922) 

 
https://en.wikipedia.org/wiki/Charles_I_of_Austria 

Singular museum (science/ cars, 

.) 

• Madeira Wine Museum 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa/madeira-wine-museum 

• Religious Art Museum 

http://www.museuartesacrafunchal.org/eng/homepage

.html 

• Toy Museum http://www.visitmadeira.pt/en-gb/what-

to-do/culture/pesquisa/toy-museum 

• Embroidery and Handicrafts Museum 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa/embroidery-and-handicrafts-

museum 

• Whale Museum  

http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa/whale-museum 

Singular building or monument • Farmers Market 

https://en.wikipedia.org/wiki/Cristiano_Ronaldo
http://www.visitmadeira.pt/en-gb/explore/detalhe/christopher-columbus-house-museum
http://www.visitmadeira.pt/en-gb/explore/detalhe/christopher-columbus-house-museum
http://www.visitmadeira.pt/en-gb/explore/detalhe/christopher-columbus-house-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/cr7-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/cr7-museum
http://www.museucolombo-portosanto.com/ing/home.html
http://www.museucolombo-portosanto.com/ing/home.html
https://en.wikipedia.org/wiki/Charles_I_of_Austria
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/madeira-wine-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/madeira-wine-museum
http://www.museuartesacrafunchal.org/eng/homepage.html
http://www.museuartesacrafunchal.org/eng/homepage.html
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/toy-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/toy-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/embroidery-and-handicrafts-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/embroidery-and-handicrafts-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/embroidery-and-handicrafts-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/whale-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/whale-museum
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MADEIRA 

Singularities of Madeira Description 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa-cultura/mercado-dos-lavradores-

(farmers%E2%80%99-market) 

• Cathedral 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa-cultura/cathedral-(se) 

• Saint James Fortress 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa-cultura/saint-james-fortress 

• Mudas. Contemporary Art Museum 

  http://www.visitmadeira.pt/en-gb/what-to-

do/culture/pesquisa/mudas--contemporary-art-

museum 

 

Singular restaurant (e.g., with 

Michelin stars, in the Guiness 

Book, etc.) 

• Il Gallo d’Oro (2 Michelin Stars) 

http://ilgallodoro.portobay.com/en/ 

• William (1 Michelin Star) 

 
http://www.belmond.com/reids-palace-

madeira/madeira-restaurants 

Singular world event (e.g., Sheep 

shearing contest, Rock Rio, 

Fallas,Saint Juan night) 

• New Year’s Fireworks (world Guiness Book of 

Records) 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/events/search/madeira-christmas-and-end-of-the-

year-festivities 

• Madeira Flower Festival 

 
http://www.visitmadeira.pt/en-gb/what-to-

do/events/search/madeira-flower-festival 

Medicinal water springs No, but the sand of the Porto Santo beach has 

therapeutical properties 

Singular handicrafts, typical 

product 

• Madeira Wine 

 
http://www.vinhomadeira.pt/English-139.aspx 

http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/mercado-dos-lavradores-(farmers%E2%80%99-market)
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/mercado-dos-lavradores-(farmers%E2%80%99-market)
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/mercado-dos-lavradores-(farmers%E2%80%99-market)
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/cathedral-(se)
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/cathedral-(se)
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/saint-james-fortress
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa-cultura/saint-james-fortress
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/mudas--contemporary-art-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/mudas--contemporary-art-museum
http://www.visitmadeira.pt/en-gb/what-to-do/culture/pesquisa/mudas--contemporary-art-museum
http://ilgallodoro.portobay.com/en/
http://www.belmond.com/reids-palace-madeira/madeira-restaurants
http://www.belmond.com/reids-palace-madeira/madeira-restaurants
http://www.visitmadeira.pt/en-gb/what-to-do/events/search/madeira-christmas-and-end-of-the-year-festivities
http://www.visitmadeira.pt/en-gb/what-to-do/events/search/madeira-christmas-and-end-of-the-year-festivities
http://www.visitmadeira.pt/en-gb/what-to-do/events/search/madeira-christmas-and-end-of-the-year-festivities
http://www.visitmadeira.pt/en-gb/what-to-do/events/search/madeira-flower-festival
http://www.visitmadeira.pt/en-gb/what-to-do/events/search/madeira-flower-festival
http://www.vinhomadeira.pt/English-139.aspx
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MADEIRA 

Singularities of Madeira Description 

• Embroidery 

 
http://www.visitmadeira.pt/en-gb/madeira/regional-

products/embroidery 

• Wicker 

 
http://www.visitmadeira.pt/en-gb/madeira/regional-

products/wickerwork 

Typical food • Espetada (beef skewer); 

• Tuna steaks; 

• Black scabbard fish; 

• Bolo-do-caco (typical bread); 

• Fried Maize; 

• Exotic fruits and vegetables;  

Singular theme park • Madeira Theme Park 

 
http://www.visitmadeira.pt/en-

gb/explore/detalhe/madeira-theme-park 

Near-by singular islands to visit • Porto Santo 

 
http://www.visitmadeira.pt/en-gb/madeira/porto-santo 

• Desertas Islands (with special permit) 

 
http://www.visitmadeira.pt/en-

gb/explore/detalhe/desertas-islands- 

Other: a singular mean of 

transportation 

• Monte Sledges 

 
http://www.visitmadeira.pt/en-

gb/explore/detalhe/monte-sledges 

Table 12: What Unique in the World has Madeira that could be offered to these Chinese 

Tourists 

 

 

 

 

http://www.visitmadeira.pt/en-gb/madeira/regional-products/embroidery
http://www.visitmadeira.pt/en-gb/madeira/regional-products/embroidery
http://www.visitmadeira.pt/en-gb/madeira/regional-products/wickerwork
http://www.visitmadeira.pt/en-gb/madeira/regional-products/wickerwork
http://www.visitmadeira.pt/en-gb/explore/detalhe/madeira-theme-park
http://www.visitmadeira.pt/en-gb/explore/detalhe/madeira-theme-park
http://www.visitmadeira.pt/en-gb/madeira/porto-santo
http://www.visitmadeira.pt/en-gb/explore/detalhe/desertas-islands-
http://www.visitmadeira.pt/en-gb/explore/detalhe/desertas-islands-
http://www.visitmadeira.pt/en-gb/explore/detalhe/monte-sledges
http://www.visitmadeira.pt/en-gb/explore/detalhe/monte-sledges
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2. GRAN CANARIA 

 

GRAN CANARIA 

Singularities of Gran Canaria Description 

Special landscape The whole Island (Dunes, Amazing beaches, 

wonderful canyon and mountains) 

Singular archaeological legacy Risco Caido, Cueva Pintada 

Famous worldwide known films were 

filmed in the island 
Fast and Furious 6, Allied, Rec 4 

Attractive or unique Filming locations The whole Island 

(https://www.youtube.com/watch?v=3-IT-LJvAPA) 

Special sports Nautical and Outdoors sports all over the year 

(Windsurf, Surf, Scuba Diving, Climbing, Biking, 

etc) 

A house of a famous 

person(artist/performer/writer/historical 

character/sportsman-woman) 

Sanmao, Chinese writer. Lived in Telde. Gran 

Canaria island.  

A museum of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

Casa de Colón (Columbus house), Casa Museo 

Pérez-Galdós 

Singular museum (science/ cars, .) Museo Canario (where ancient canarian 

mummies and culture can be visited), Elder 

Museum of Sciencie and Technology 

Singular building or monument Santa Ana Cathedral, Basílica de San Juan 

Bautista 

Singular world event (e.g., Sheep 

shearing contest, Rock Rio, Fallas, 

Saint Juan night) 

Carnival, “Romerías” (Traditional parties) 

Singular handicrafts, typical product knives, wicker baskets, ceramics, jewelry 

Typical food Gofio (Ground corn flour), Mojo Picón (Spicy 

Sauce), Papas arrugadas (Little potatoes), 

Bienmesabe (almond and honey dessert) 
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GRAN CANARIA 

Singularities of Gran Canaria Description 

Singular theme park Acuatic parks, Aquarium, zoo, karting. 

Near-by singular islands to visit 6 singular Islands to visit (Fuerteventura, 

Lanzarote, Tenerife, La Gomera, El Hierro, La 

Palma) 

Table 13: What Unique in the World has Gran Canaria that could be offered to these 

Chinese Tourists 

 

 

3. ELBA 

 

ELBA 

Singularities of Elba Description 

Special landscape YES 

Singular archaeological legacy YES 

Attractive or unique Filming locations YES 

Special sports YES 

A house of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

NAPOLEON 

A museum of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

NAPOLEON 

 

Table 14: What Unique in the World has Elba that could be offered to these Chinese 

Tourists. 
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4. MALTA 

 

MALTA 

Singularities of Malta Description 

Special landscape Blue Mediterranean, historical cities, coastline 

Singular archaeological legacy UNESCO World Heritage Sites 

Famous worldwide known films were 

filmed in the island 

Troy, Gladiator, Game of Thrones, Assassins 

Creed 

Attractive or unique Filming locations Valletta, Mdina, Dwejra 

Singular building or monument Cathedral 

Near-by singular islands to visit Sicily, Gozo 

 

Table 15: What Unique in the World has Malta that could be offered to these Chinese 

Tourists 

 

 

5. CRETE 

 

CRETE 

Singularities of Crete Description 

Special landscape 
Many Natura 2000 sites http://www.ecovalue-

crete.eu/en/natura-sites 

Numerous special landscapes, gorges, caves, plateaus, 

beaches.  

http://www.cretanbeaches.com/en/(section nature)
 

Psiloritis Natural Park Unesco Geopark 

Samaria Gorge National Park (Sfakia) 

Melidoni Cave  

Diktaean Cave  

Elafonissi Beach (Elafonissi) 

Balos Beach and Lagoon (Kissamos) 

Preveli Monastery and Beach area 

Lake Kournas (Kournas) 

Chrissi Island (Ierapetra) 

http://www.ecovalue-crete.eu/en/natura-sites
http://www.ecovalue-crete.eu/en/natura-sites
http://www.cretanbeaches.com/en/(section
https://www.tripadvisor.com/Attraction_Review-g2396903-d254264-Reviews-Samaria_Gorge_National_Park-Sfakia_Chania_Prefecture_Crete.html
http://www.cretanbeaches.com/en/caves/melidoni-cave
http://www.cretanbeaches.com/en/caves/diktaean-cave-psychro
https://www.tripadvisor.com/Attraction_Review-g1535800-d1536672-Reviews-Elafonissi_Beach-Elafonissi_Chania_Prefecture_Crete.html
https://www.tripadvisor.com/Attraction_Review-g1028265-d1549927-Reviews-Balos_Beach_and_Lagoon-Kissamos_Chania_Prefecture_Crete.html
https://www.tripadvisor.com/Attraction_Review-g660486-d1755392-Reviews-Lake_Kournas-Kournas_Apokoronas_Chania_Prefecture_Crete.html
https://www.tripadvisor.com/Attraction_Review-g189418-d580064-Reviews-Chrissi_Island-Ierapetra_Lasithi_Prefecture_Crete.html
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CRETE 

Singularities of Crete Description 

Vai, palm forest 

Matala 

Lassithi Plateau (Lasithi Prefecture) 

St. Anthony Gorge (Rethymnon) 

In RETH, in specifically: 

· 4  Natura 2000- 13121.4200 acres areas 
· 10 of the most famous caves of Crete - Ideon Andron  

(the birth cave of Zeus) 

· 12 walking trails  (E4) 
· 8km cycling path in the historic centre and 1059km 

covering 22 cycling paths in the broader area 
· 11 small and large, impressive gorges 
· 65km sandy beach, where 12km begin in the historic 

city centre 

· 150 nests of endangered sea turtle Caretta caretta,  
which lays its eggs every year on the 8 BLUE FLAGS 
beaches in the municipality 

· 1,624 native wild plants with 170 endemic plant and 
1,000 animal species 

Singular archaeological legacy 
Minoan civilization, the first civilization in Europe, since 
7th millennium BC. Ancient Greece civilization, Roman 
and Venetian influences. 
Μany archaeological sites in island: Palace of Knossos 

and archaeological museum (recently visited by the 

Chinese Prime Minister in 2014 and by the first ranked 

Secretary 

of the CPC Central Secretariat in charge of cultural issues) 
in 2016 with their official delegations), 

 

Ancient Eleftherna in Rethymno, etc)+Archaeological and 

historical museums and monuments.  
 

https://www.incrediblecrete.gr/museums-sights/ 

(http://www.destinationcrete.gr/en/museums#),  

Famous worldwide known films were 

filmed in the island 

El Greco (2007 film), partially 

Zorba the Greek 

Who Pays the Ferryman? 

The Moonspinners (1964)
 

Attractive or unique Filming locations All the above landscapes plus historic /old cities, castles 

and famous monasteries (Old venetian harbour, Historic 

centre of Rethymno, Fortezza castle, Arkadi monastery, 

Ida/Psiloritis Moutain), traditional mountainous villages, 

medieval settlements 

Famous people born in Crete http://cretewest.com/famouscretans.html 

http://www.imdb.com/search/name?birth_place=Crete,%

20Greece  

https://www.tripadvisor.com/Attraction_Review-g1852994-d197744-Reviews-Lassithi_Plateau-Lasithi_Prefecture_Crete.html
https://www.tripadvisor.com/Attraction_Review-g189421-d2390622-Reviews-St_Anthony_Gorge-Rethymnon_Rethymnon_Prefecture_Crete.html
http://www.imdb.com/title/tt0058371/
http://cretewest.com/famouscretans.html
http://www.imdb.com/search/name?birth_place=Crete,%20Greece
http://www.imdb.com/search/name?birth_place=Crete,%20Greece
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CRETE 

Singularities of Crete Description 

A museum of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

Museum of the painter El Greco (Domenikos 

Theotokopoulos), born in Crete 

MUSEUM OF ELEFTHERIOS VENIZELOS 

Museum of Nikos Kazantzakis, writer 

Singular museum (science/ cars, .) Cretaquarium Thalassocosmos (Gournes Pediados) 

Natural History Museum of Crete
 

Singular restaurant (e.g., with Michelin 

stars, in the Guiness Book, etc.) 

Golden Chef’s Hats Awards (Toque d’Or) Old Mill, 

Ferryma, Xasteria, Chrysostomos)
 

Singular handicrafts, typical product Numerous, check www.incrediblecrete.com  

Typical food Cretan food is famous, numerous typical recipes, 

gastronomy tourism is flourishing check 

www.incrediblecrete.com  

Singular theme park Cretaquarium Thalassocosmos (Gournes Pediados) 

Psiloritis Natural Park Unesco Geopark 

Near-by singular islands to visit Santorini, Mykonos 

Table 16: What Unique in the World has Crete that could be offered to these Chinese 

Tourists 

 

 

6. CYPRUS 

CYPRUS 

Singularities of Cyprus Description 

Singular archaeological legacy Thousands of years of history 

A museum of a famous person 

(artist/performer/writer/historical 

character/sportsman-woman) 

Medieval Castle of Richard the Lionheart, King of 

England 

Table 17: What Unique in the World has Cyprus that could be offered to these Chinese 

Tourists  

https://www.tripadvisor.com/Attraction_Review-g1191572-d1371598-Reviews-Cretaquarium_Thalassocosmos-Gournes_Pediados_Crete.html
http://www.incrediblecrete.com/
http://www.incrediblecrete.com/
https://www.tripadvisor.com/Attraction_Review-g1191572-d1371598-Reviews-Cretaquarium_Thalassocosmos-Gournes_Pediados_Crete.html
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C. TO PROMOTE YOUR ISLAND IN CHINA 

 

C.1 How much could you invest in the next 4 years? 

(Please, indicate with an “X”) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

< € 50,000  - 

n/a 

X - 

n/a 

X 

€  50,000 - 

100,000 
X - - - 

€  100,000 - 

200,000 
- - - - 

€  200,000 - 

300,000 
- - - - 

€  300,000 - 

400,000 
- - - - 

€  400,000 - 

500,000 
- - - - 

€  500,000 - 

1,000,000 
- - - - 

> € 1,000,000 - - X - 

 

Table 18: Investments DESTINATIONS Sites Could Perform in the Next 4 Years to Attract 

Chinese Outbound Tourists 
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C.2 What initiatives could you undertake (or improve)?  

Please, add at the end the additional ones relevant for your island 

(Please, indicate with an “X”. You can a select a maximum of 5 options) 

 

1. MADEIRA 

 

MADEIRA 

DESCRIPTION Yes No 

To To organize FAM trips X - 

Training of hotels, shops, public transport operators … staff - - 

Design and print Brochures in Chinese  X - 

Design and print Maps in Chinese X - 

Design and maintain a new web page in Chinese in a Chinese 

server 

X - 

Design and maintain Apps in Chinese - - 

To participate in Chinese social networks, in particular 

WeChat 

- - 

Actively promote your island in Chinese media: TV, Radio, 

Newspapers, Magazines,   

- - 

To organize particular events aimed to Chinese audiences - - 

T   To promote a type of tourism with advertising, gifts, discounts, 

raffle free trips, … 

- - 

T   To improve relations between China and the island (Visa, more 

flights, cruises that stop in the island …)  

- - 

To promote your island in China among film makers and 

advertising agencies 

X - 

Other:   

Table 19: Initiatives that Madeira could undertake to Attract Chinese Outbound Tourists 
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2. GRAN CANARIA: n/a 

 

3. ELBA: n/a 

 

4. MALTA 

 

MALTA 

DESCRIPTION Yes No 

To To organize FAM trips X - 

Training of hotels, shops, public transport operators … staff X - 

Design and print Brochures in Chinese  X - 

Design and print Maps in Chinese X - 

Design and maintain a new web page in Chinese in a Chinese 

server 

X - 

Design and maintain Apps in Chinese X - 

To participate in Chinese social networks, in particular 

WeChat 

X - 

Actively promote your island in Chinese media: TV, Radio, 

Newspapers, Magazines,   

X - 

To organize particular events aimed to Chinese audiences X - 

T   To promote a type of tourism with advertising, gifts, discounts, 

raffle free trips, … 

- - 

T   To improve relations between China and the island (Visa, more 

flights, cruises that stop in the island …)  

X - 

To promote your island in China among film makers and 

advertising agencies 

X - 

Other:   

Table 20: Initiatives that Malta could undertake to Attract Chinese Outbound Tourists 
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5. CRETE 

 

CRETE 

DESCRIPTION Yes No 

To To organize FAM trips X - 

Training of hotels, shops, public transport operators … staff - - 

Design and print Brochures in Chinese  X - 

Design and print Maps in Chinese X - 

Design and maintain a new web page in Chinese in a Chinese 

server 

- - 

Design and maintain Apps in Chinese X - 

To participate in Chinese social networks, in particular 

WeChat 

- - 

Actively promote your island in Chinese media: TV, Radio, 

Newspapers, Magazines,   

- - 

To organize particular events aimed to Chinese audiences - - 

To To promote a type of tourism  with advertising, gifts, discounts, 

raffle free trips, … 

- - 

To To improve relations between China and the island (Visa, more 

flights, cruises that stop in the island …)  

- - 

To promote your island in China among film makers and 

advertising agencies 

X - 

Other:   

Table 21: Initiatives that Crete could undertake to Attract Chinese Outbound Tourists 
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6. CYPRUS 

 

CYPRUS 

DESCRIPTION Yes No 

To To organize FAM trips X - 

Training of hotels, shops, public transport operators … staff X - 

Design and print Brochures in Chinese  X - 

Design and print Maps in Chinese X - 

Design and maintain a new web page in Chinese in a Chinese 

server 

- - 

Design and maintain Apps in Chinese - - 

To participate in Chinese social networks, in particular 

WeChat 

- - 

Actively promote your island in Chinese media: TV, Radio, 

Newspapers, Magazines,   

- - 

To organize particular events aimed to Chinese audiences x - 

To To promote a type of tourism  with advertising, gifts, discounts, 

raffle free trips, … 

- - 

To To improve relations between China and the island (Visa, more 

flights, cruises that stop in the island …)  

- - 

To promote your island in China among film makers and 

advertising agencies 

- - 

Other:   

Table 22: Initiatives that Cyprus could undertake to Attract Chinese Outbound Tourists 
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C.3 Could you organize Familiarization trips (FAM trips) for the Chinese 
financed by you?  

 (Please, indicate with an “X”) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Yes X 

n/a n/a 

X X X 

No - - - - 

Table 23: DESTINATIONS Sites’ Ability to organize Familiarization trips for the Chinese 

 

 

If yes, how much could you spend in these familiarization trips? 

(Please, indicate amount in “€”) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

€ 5000 / 

year 
n/a n/a 200,000 20,000 10,000 

Table 24: DESTINATIONS Sites’ Budgets to organize Familiarization trips for the Chinese 

 

C.4 Could you finance training of your city and island tourism related 
professionals on how to attract Chinese tourists to your 
destination? 

(Please, indicate with an “X”) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Yes 

n/a n/a n/a 

X - X 

No - X - 

Table 25: DESTINATIONS Sites’ Purposes train professionals on how to attract Chinese 

tourists to their destination 
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If yes, how much could you spend in this training of your city and island 
to tourism related professionals? 

(Please, indicate amount in “€”) 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

€ n/a n/a n/a 10,000 - 3,000 

Table 26: DESTINATIONS Sites’ Budgets to train tourism professionals on how to attract 

Chinese tourists to their destination 

 

 

C.5 Could you mobilize private actors in your city and island to 
financially support the above marketing initiatives? 

 (Please, indicate with an “X”) 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Yes 

n/a n/a n/a 

X X X 

No - - - 

Table 27: DESTINATIONS Sites’ capabilities to mobilize private actors to financially support 

marketing initiatives to attract Chinese tourists 
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If yes, which actors? 

(Please, indicate with an “X”) 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Hotels 

n/a n/a n/a 

X X X 

Shops - X - 

Museums X X - 

Airlines X - - 

Cruise 

companies 
X - - 

Luxury 

products’ 

brands 

- - - 

 

Table 28: Actors that DESTINATIONS Sites could mobilize to attract Chinese tourists 
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Annex 3: INTERNATIONAL TOURISM TRENDS, 
TOWARDS 2030 

 

1. INTRODUCTION 

 

Over the past six decades, tourism has experienced continued expansion and diversification 

to become one of the largest and fastest-growing economic sectors in the world. Many new 

destinations have emerged in addition to the traditional favourites such as Europe and the 

USA. 

Tourism has boasted virtually uninterrupted growth over time, despite occasional shocks, 

demonstrating the sector’s strength and resilience. International tourist arrivals have increased 

from 25 million globally in 1950 to 278 million in 1980, 674 million in 2000, and 1186 million in 

2015 (UNWTO Tourism Highlights 2016). 

Likewise, international tourism receipts earned by destinations worldwide have surged from 

USD 2 billion in 1950 to USD 104 billion in 1980, 495 USD billion in 2000, and USD 1260 billion 

in 2015 (EUR 1136 billion). 

Tourism is a major category of international trade in services. In addition to receipts earned in 

destinations, international tourism also generated USD 211 billion in exports. This was due to 

international passenger transport services, rendered to non-residents in 2015, bringing the 

total value of tourism exports up to USD 1.5 trillion, or USD 4 billion a day on average. 

  

Figure 1: International Tourism Distribution in 2015 
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Most of international travel takes place within travellers’ own continents, with about four out of 

five arrivals worldwide originating in the same continent. Source markets for international 

tourism have traditionally been concentrated largely in the advanced economies of Europe, 

the Americas and Asia and the Pacific. 

Europe (51%) is currently the world’s most chosen region to travel to, generating half of the 

world’s international arrivals, followed by Asia and the Pacific (24%), the Americas (16%), the 

Middle East (3%) and Africa (3%) (see UNWTO figures below). 

 

 

 

Data Source: World Tourism Organization  

Figure 2: International Tourists Arrivals per Continent 

 

However, with rising levels of disposable income many emerging economies have also shown 

fast growth over recent years, especially in the markets of Asia, Central and Eastern Europe, 

the Middle East, Africa and Latin America. 

International tourism now represents 7% of the world’s exports in goods and services which 

represents an increase from the 6% in 2014, as tourism has grown faster than world trade over 

the past four years. 

As a worldwide export category, tourism ranks third after fuels and chemicals, and ahead of 

food and automotive products. In many developing countries, tourism ranks as the first 

exporting sector. 

 

The number of international tourist arrivals (overnight visitors) in 2015 increased by 4.6% to 

reach total of 1186 million tourists worldwide. This is an increase of 52 million tourists 

compared to the previous year. It was the sixth consecutive year of above-average growth in 

international tourism following the 2009 global economic crisis (see the UNWTO figures 

below). 
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Tourism flows were influenced by three major factors in 2015: the unusually strong exchange 

rate fluctuations, the decline in the price of oil and other commodities, and the increased global 

concern about safety and security. 

 

 

Figure 3: World Inbound Tourism Evolution 

 

 

Figure 4: International Tourist Arrivals Evolution 

 

The World Tourism Organization (UNWTO) reports that the Americas and Asia and the Pacific 

both recorded close to a 6% growth in international tourist arrivals. While Europe, the world’s 
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most visited region, recorded 5% increase, arrivals in the Middle East increased by 2%, 

while in Africa they declined by 3%, mostly due to weak results in North Africa. 

Income from international tourism grew by 4.4%, mirroring the growth in international arrivals. 

Expenditure by international visitors on accommodation, food and drink, entertainment, 

shopping, etc. in the destinations reached USD 1260 billion (EUR 1136 billion) in 2015.  

Traveling for holidays, recreation and other forms of leisure accounted for just over half of all 

international tourist arrivals in 2015 (53% or 632 million). A total of 14% of all international 

tourists reported travelling for business and professional purposes. Another 27% travelled for 

other reasons such as visiting friends and relatives (VFR), religious reasons and pilgrimages, 

health treatment, etc. The purpose of travel for the remaining 6% of arrivals was not specified 

(see the UNWTO figure below).  

 

 

 

Figure 5: World Inbound Tourism by purpose of visit 

 

 

2. WORLD TOP TOURISTS DESTINATIONS 

For yet another year, the top four ranked countries in international arrivals and tourism income 

are the same countries, albeit in a different order:  The United States, China, Spain and France.  

The United States is the world’s top tourism earner with USD 205 billion recorded in 2015, 

being the second most chosen destination with 78 million arrivals. China is the second largest 

earner with USD 114 billion, being the fourth most chosen destination with 57 million arrivals. 

Spain comes third, both in income (USD 57 billion) and in arrivals (68 million). France is the 

fourth largest tourism earner, having reported USD 46 billion in 2015, but the world’s top 

destination in terms of arrivals with 84 million tourists in 2015 (see the UNWTO tables below). 
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Table 1: International Tourist Arrivals and Receipts per Country 

 

3. UNWTO TOURISM FORECAST TOWARDS 2030 

World Tourism Organization “Tourism Towards 2030” is UNWTO’s long-term prognosis, and 

an assessment of the development of tourism over the next two decades, between 2010 and 

2030. 

Some of its key outputs are quantitative projections for international tourism demand over a 

20-year period, using 2010 as the base year, and ending in 2030. The updated prediction has 

been enriched through an analysis of the social, political, economic, environmental and 

technological factors that have shaped tourism in the past, and which are expected to influence 

the sector in the future. 

According to this report, international tourist arrivals worldwide are expected to increase by 

3.3% a year between 2010 and 2030, reaching 1.8 billion by 2030. 

Over time, the rate of growth will gradually slow down, from 3.8% at the beginning of the period 

to 2.9% in 2030. At the projected rate of growth international tourists arrivals worldwide are 

expected to reach 1.4 billion by 2020 and 1.8 billion by 2030. 

Thanks to this increased growth, the global market shares of Asia and the Pacific (22% in 2010 

to 30% in 2030), the Middle East (6% in 2010 to 8% in 2030) and Africa (5% in 2010 to 7% in 

2030) will all increase. As a result, Europe (51% in 2010 to 41% in 2030) and the Americas 

(16% in 2010 to 14% in 2030) will experience a marked decline in their share of 

international tourism. This is mainly due to the slower growth of the comparatively mature 

destinations in North America, Northern Europe and Western Europe (see the WTO table 

below). 
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Table 2: UNWTO Tourism Towards 2030: International Tourism by Region of Destination 

 

International tourist arrivals in the emerging economy destinations such us Asia, Latin America, 

Central and Eastern Europe, Eastern Mediterranean Europe, the Middle East and Africa will 

grow at double the rate (+4.4% a year). As a result, the number of arrivals in emerging 

economies is expected to exceed those in advanced economies before 2020. In 2030, 57% of 

international arrivals will be in emerging economy destinations (versus 30% in 1980) and 43% 

in advanced economy destinations versus 70% in 1980) (see the UNWTO figure below). 

 

Figure 6: UNWTO Tourism Towards 2030: Actual Trend and Forecast 1950-2030 
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Annex 4:  China Outbound Tourism 

 

1. CHINA AND THE WORLD 

In 2015, global outbound travel growth was once again driven by Asia and the Pacific (+5%) 

and North America (+5%), while South America (+4%) performed surprisingly well. European 

outbound travel grew by a good 4.5% driven by improving economic conditions. The Middle 

East grew by a strong 9% but Africa dropped by 6% (see the CNTA figure below). 

 

 

Data Source: China National Tourism Administration  

Figure 1: World Outbound Tourists’ Distribution by Region 

 

China, the United States and Germany led outbound tourism in their respective continents in 

2015, fuelled by strong currencies and economies. 

Looking at the developments that have taken place during the past ten years as they are 

revealed by the statistics of the World Bank, one can notice that not only the number of Chinese 

tourists and their expenditures were on the rise, but also the average expenditure per tourist, 

an extremely valuable index for the assessment of Chinese outbound tourism potential. 

China continues to lead global outbound travel, benefitting Asian destinations such as Japan 

and Thailand as well as the United States and various European destinations. The total 

outbound travellers rose 9.3% to 117 million travellers. Spending by Chinese travellers 

increased 24.5 % in 2015 reaching USD 205 billion. 

The USA is the world’s second largest source market in tourism expenditure. The United 

States increased its tourist expenditure by 1.1 % in 2015 reaching USD 147 billion, while the 

number of outbound travellers grew by 7.7 % to 73 million. 

In Europe: expenditures from the United Kingdom, the fourth largest market globally, 

increased 9% reaching 63 billion. The United Kingdom, the fourth largest source market, led 
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growth in outbound demand in Europe, supported by a strong British pound compared to the 

euro. UK residents’ visits abroad were increased by 6 million to 64 million in 2015 (9.9% 

increase). By contrast Germany, the world’s third largest market, reported a small decline in 

spending abroad (USD 88 billion), partly due to the weaker euro. France’s expenditure on 

outbound tourism reached USD 47 billion, Russia’s USD 38 billion, and the Republic of Korea 

and Australia a total of USD 28 billion (see the World Bank figures and the table below). 

 

 

Source: The World Bank 

Figure 2: World Outbound Tourists’ Departures by Region. (Current USD) 

 

 

 

 

Table 1: International Tourism Departures and Expenditures per Country 

 

Rank 2014 2015 2014 2015 Rank 2014 2015 2014 2015

China 1 107.22 117.19 9.20 9.30 8.79 1 164.86 205.25 28.22 24.50 12.29

Hong Kong 2 84.52 -- 0.12 -- 6.93 11 22.03 -- 3.85 -- 1.64

Germany 3 83.01 -- -5.09 -- 6.80 3 106.63 88.57 1.08 -16.93 7.95

United States 4 68.30 73.61 10.39 7.77 5.60 2 145.68 147.31 7.01 1.12 10.86

United Kingdom 5 60.08 66.05 3.96 9.93 4.92 4 79.94 63.03 8.99 -21.15 5.96

Russian Federation 6 45.89 36.79 -15.13 -19.83 3.76 6 55.38 38.35 -6.93 -30.75 4.13

Canada 7 33.52 32.32 1.66 -3.58 2.75 7 33.82 29.41 -21.52 -13.02 2.52

Italy 8 28.46 28.77 2.38 1.10 2.33 10 28.86 24.45 7.08 -15.28 2.15

France 9 28.18 28.18 7.38 0,00 0.97 5 59.38 46.82 11.15 -21.15 1.34

Korea, Rep. 10 16.08 19.28 8.32 19.88 1.32 9 25.91 27.92 5.92 7.76 1.93

Spain 11 11.78 11.78 4.78 -- 0.75 12 17.97 -- 9.34 -- 2.38

Australia 12 9.11 9.51 3.95 4.40 2.31 8 31.86 28.36 -9.47 -10.98 4.43

Source World Bank&CTA

Change 

(%)

DEPARTURES EXPENDITURES

Share

 (wordwide)

 (%)

Share
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(million)
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Expenditures 
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Source: The World Bank (Current USD)   

 

Figure 3: World Outbound Tourists’ Departures by Country 
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Source: The World Bank (Current USD)   

Figure 4: World Outbound Tourists’ Expenditures by Country 
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Already, one in ten international tourists is Chinese. Since 2012, China became the number 

one country in expending abroad. If such significant growth is possible when only about 4% of 

the Chinese had a passport, one can further expect an even more spectacular jump in China’s 

future international tourism expenditures.  

The number of China's total outbound tourists has increased from 47.66 million in 2009 to 120 

million in 2015; the growth rate was 12.1%. Southeast Asia, Japan, and South Korea are the 

most popular destinations for Chinese travellers in 2016. 

Goldman Sachs has reported that in 2015, 120 million Chinese tourists travelled overseas, 

with 70 million traveling to Hong Kong/Macau, around 5 million to Japan, Korea, and Taiwan, 

12 million to ASEAN, and 2 million to the US.   

Chinese millennials (15-35 years old), also known as Generation Y or post-80s and post-90s 

by Chinese marketers, account for 25% of the total population and 73% of outbound tourists 

in China. In 2015, China's outbound tourists spent 215 billion dollars in total, with a growth rate 

of 30.5%. 

In total, 62.8% of China's outbound online travel users take group trips with travel agents while 

the others take Free & Easy trips (self-guided tours). In terms of outbound online group trips 

with travel agents, the total transaction in 2010 was 2.11 billion Yuan (USD 314.15 million) and 

it increased to 23.16 billion Yuan (USD 3.46 billion) in 2015. 

According to Goldman Sachs, in 2025, 220 million Chinese residents will travel overseas 

expending in total USD 450 billion, up from 120 million residents spending USD 250 billion 

in 2015.  

Under such circumstances, for the countries providing tourism services all over the world - 

many of which were strongly affected by the global economic crisis - Chinese tourists have 

become a primary target. This makes international competition for outbound Chinese 

tourists increasingly fierce. 

 

 

2. CHINA OUTBOUND TOURISM HAS A LOT OF ROOM FOR 
GROWTH 

 

China’s economic ascent in the last three and a half decades is the most spectacular 

accomplishment in the history of economic development. This economic development has 

been unique in magnitude, high pace of growth and outstanding by many of its outcomes.  

In a very short time span, China has become the second largest economy in the world, the 

largest manufacturer and the number one global commercial power. It is also the holder of the 

most sizeable foreign exchange reserve and the dominant force in many international markets. 

Equally remarkable is that its economic progress pulled out of poverty several hundred million 

people leading to an important - although unbalanced - growth of their incomes. This has 

lengthened their life expectancy and improved their living standards. 
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The Economist Intelligence Unit (EIU) expects China’s middle-income bracket to bulge in the 

next 15 years, with important implications for consumer habits and spending. The income 

growth we anticipate in the period up to 2030 will result in a significant reduction in low income 

population, many of them jumping into what we broadly define as middle-class. At the top end 

of the income spectrum, there will also be a strong expansion in the number of affluent 

consumers (from a relatively low number in proportional terms in 2016). 

In parallel, Chinese international travel has surged over the past decade, changing the 

landscape of the global travel industry (see the World Bank & CNTA figure below). According 

to the China Tourism Academy (CTA), in 2016 there were 122.3 million Chinese outbound 

tourists and they spent USD 256 billion, an increase of 9.3% and 25% respectively. Hong 

Kong, Taiwan, South-east Asia, Japan and South Korea are among the most popular tourism 

destinations for outbound Mainland Chinese travellers. It is estimated that, in 2017, the figure 

will increase to 127 million outbound tourists. 

 

 
Source: World Bank & CNTA 

Figure 5: Evolution over Time of Chinese Outbound Tourists' Departures and Expenditures 

 

 

Chinese tourists are embracing the world with unprecedented speed and vigour. Tourism has 
become the most preferred leisure activity for Chinese high net worth individuals 
(HNWIs). In fact, Chinese outbound tourists have become China’s biggest export. However, 
Chinese trends are ever fluid and quick to change. 

 

Some factors have contributed significantly to the current growth levels of China outbound 

tourism: 

 A strong Chinese Yuan (CNY) encourages Chinese citizens to travel abroad as their relative 

spending power increases. Many different branded and luxury products are more affordable 
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abroad than in China, due to lower taxes. According to a recent study by Ctrip1, 16% of 

tourists said the exchange rate was a major factor in their choice of destination. 

 

 Increased exposure to the outside world linked to new technology, particularly the 

internet. Allied to this is the progressive internationalisation of Chinese society, with many 

foreigners living in China and growing numbers of Chinese working or studying abroad. 

 

 It has become much easier for Chinese passport holders to travel abroad. In 1995 the 

Chinese Government introduced the Approved Destination Status (ADS) Scheme (the ADS 

is a bilateral tourism arrangement between the Chinese Government and a foreign 

destination, whereby Chinese tourists are permitted to undertake leisure travel in groups to 

that destination). Since then, many foreign nations have made it easier for Chinese citizens 

to get long-term tourist visas, so that they can travel as independent tourists. In 2016, there 

were 151 countries and districts opened as Effected ADS Destinations to Chinese citizens 

so far. In January 2017, China signed visa exemption and visa-on-arrival agreements with 

61 countries, an increase in 9 countries compared to the previous year. Many more 

European countries also launched the visa free policies to Chinese citizens. Also, in 

January 2017, Serbia began to waive visa requirements for Chinese citizens. Followed by 

US, Canada, Singapore, Korea, Japan, Israel, and Australia, all of which agreed to allow 

the Chinese to be able to apply for a 10-year multiple entry visa. Because of these easing 

visa requirements, some countries have become dark horse destinations receiving 

increasing Chinese tourists, such as Vietnam, Philippines, India, The United Arab Emirates, 

Sri Lanka, Japan, Singapore, Thailand, UK, and Canada (see the WTCF table below). 

Schengen biometric visa demands (i.e., ease of obtaining a visa) is an important 

consideration for 22% of regular Chinese travellers when choosing a holiday 

destination, according to a 2016 Global Blue report. 

 

Table 2: List of Countries Relaxing Requirements for Chinese Tourists 

 

                                                

1  Ctrip is a Chinese provider of travel service 
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There are important regional variations to consider when assessing the Chinese outbound 

tourism market. Much of the surge in outbound travel has been driven by higher-income 

consumers, who are mainly clustered in major urban centres. This is partly due to the fact that, 

although already very large in absolute figures, the percentage of Chinese outbound 

travelling is still only 21% of the total Chinese tourism market (see the CNTA figure 

below). There is a lot of room for growth in the Chinese outbound tourists’ absolute 

figures. This becomes very clear if we realize that today only about 5 per cent of Chinese 

people have passports. Moreover, in 2016, more than 65% of the consumption was for 

outbound travel (with only 35% for domestic travel), which indicates that Chinese tourists are 

increasingly keen on outbound travel.  

 

 

Figure 6: Inbound / Ourbound Chinese Tourists’ Distribution 

 

Shanghai, Beijing, Guangzhou and Shenzhen definitely are the four main doors to the outside 

world, while “new first-tier cities” and “second and third-tier cities” also contribute numerous 

travellers whose consuming capacity are almost the same as the ones from first-tier cities (see 

the China Tourism Academy (CTA) tables and WTCF-Ipsos map below). 
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Table 3: Top 20 Outbound Departure Cities in China in 2016 

 

 

 

Table 4: Top 10 Cities with the fast growth Outbound Tourists in China in 2016 

 

 

 

Table 5: Top 10 Outbound Departure Cities with the most per capita spending overseas in 

2016 (RMB) 

 

1. Shanghai 11. Xiamen

2. Beijing 12. Xi'an

3. Shenzhen 13. Changsha

4. Guangzhou 14. Kunming

5. Hangzhou 15. Qingdao

6. Chengdu 16. Shenyang

7. Nanjing 17. Ningbo

8. Tianjin 18. Zhengzhou

9. Wuhan 19. Nanning

10. Chongqing 20. Dalian

Top 20 Outbound Departure Cities

 in China in 2016

1. Zhuhai 6. Kunming

2. Nanning 7. Shenzhen

3. Hefei 8. Qingdao

4. Zhengzhou 9. Chongqing

5. Changchun 10. Xi'an

Top 10 Cities with the Fast Growth Outbound 

Tourists in china in 2016

1. Beijing 6203

2. Shanghai 6126

3. Changchun 5440

4. Shenyang 5361

5. Guiyang 5328

6. Kunming 5266

7. Xi'an 5116

8. Nanjing 4869

9. Chengdu 4866

10. Qingdao 4784

Top 10 Outbound Departure Cities with The 

Most Per Capita Spending Overseas in 2016 

(RMB)
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Figure 7: Region of Origen of Chinese Outbound Tourists 

 

Most outbound travel from China to Europe is generated in the major urban centres of 

Beijing, Shanghai, Guangzhou and Shenzhen. 

According to CNTA 2015 data on domestic travel organised by travel agencies, Shanghai, 

Chongqing and Zhejiang sent the highest percentage of domestic tourists. This could also be 

an indication of areas in China with major potential for generating outbound travelling 

Goldman Sachs predicts 12% of China’s population will be passport bearers in ten years time, 

versus the 4% of today. Oxford Economics predicts that 61 million more Chinese households 

will be able to afford international travel by 2023, cementing China’s place as the top origin 

market. China is currently on par with the US as a source market and is set to become the 

largest long-haul source market surpassing the UK, US, and Germany by 2020. 

Forbes hails China as the “largest international tourism source market in terms of trips and 

spending”; China’s outbound travellers will transform global tourism worldwide. 
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3. CHINA OUTBOUND TOURISTS’ CHARACTERISTICS  

 

Naturally, not all Chinese tourists have the same motivations to choose a destination. 

Therefore, it is the destinations’ job to adapt their offer to the emerging Chinese tourism market. 

Knowledge on the characteristics of Chinese tourists is, then, very important, to be able to 

promote the destination in a way that suits Chinese tastes and makes it attractive and different 

to them. 

The rapid escalation in social and economic mobility in China has brought a relatively rapid 

increase in discretionary income available for travel. Chinese travellers are therefore more 

eager than westerners to increase their spending on travel. As Chinese incomes rise further, 

travel to more expensive and time-consuming destinations shall become more commonplace. 

Over the years, the travelling destinations of Chinese outbound tourists gradually expanded 

from Asia to the world. Asia is still the preferred choice of Chinese outbound tourists but, in the 

last years, they have begun to more often choose middle and long-distance travel. Their 

first choice is Europe, then America, Oceania and Africa (see the Goldman Sachs and Ipsos 

figures below). 

 

 

Figure 8: 2025 Chinese Outbound Tourists Destinations' Forecast 
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Figure 9: Chinese Outbound Tourists’ Destination Preferences based on Income Level 

 

Oxford Economics predicts that 61 million more Chinese households will be able to afford 

international travel by 2023, cementing China’s place as the top origin market. China is 

currently on par with the US as a source market and is set to become the largest long-haul 

source market, surpassing the UK, US, and Germany, by 2020. 

With respect to their trips’ duration, about 80% of Chinese outbound tourists go on holiday for 

more than 6 days and 37.26% of them go for more than 8 days (see the CNTA figure below). 

 

 

Figure 10: Chinese Outbound Tourists’ Trip Duration 

 

In relation to the outbound services Chinese tourists pay more attention to, it is interesting 

to notice that traffic/transportation occupies the first place (33.7%), while attractions 
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(20.9%) and foods (15.4%) occupy the second and third place respectively. Shopping services 

come afterwards (6.5%) (see the CNTA figure below). 

 

 

 

Figure 11: Chinese Outbound Tourists’ Requested Services 

 

3.1. CHINESE OUTBOUND TOURISTS’ PEAK TRAVELLING TIMES 

The vacation times of the Chinese are different to those of Europeans. There are a few definite 

peak travelling times to note: 

 

(1) Winter holiday: This is when the most important festival of the year, the Lunar New 

Year, is celebrated. It falls sometime between late January and mid-February. Working 

adults are typically given 7 to 10 days off. Students can often be granted more than a 

month off from school. During this time, many Chinese family travel trips happen. Many 

grown children ignore traditional rules and create an experience for their older parents 

by traveling abroad. 

 

(2) Golden Week: This is a seven-day holiday beginning on October 1st when most 

Chinese travel to another location. Because so many people travel at this time, it can 

cause domestic travel issues, deemed “The Golden Mess.” Thus, getting out of the 

country can be a welcome experience. Those who get away have a lot of money they 

can spend (see below in this report). 

 

(3) Summer holiday: From early July to the end of August, students take a long summer 

break. Chinese family travel happen while many young Chinese students travel 

independently or with their parents, who also take work leave. This is a time when they 

can focus on relaxation, exploration, and sightseeing.  
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3.2. CHINESE OUTBOUND TOURISTS’ EXPENDITURES 

Chinese travellers spend a lot of money shopping abroad. According to the Chinese 

Ministry of Commerce, in 2015 Chinese tourists spent USD 183 million shopping abroad —an 

increase of almost 80% in just 2 years. In total, 53.6% of outbound Chinese jetsetters cited 

shopping as their main reason for travel, lavishing 55.8% of their overall budget on shopping 

abroad. This is because foreign consumables purchased overseas are wildly popular with 

Chinese people due to the common mind-set that they are guaranteed to be authentic and 

offer greater quality at lesser prices. 

Moreover, the China Daily newspaper reports that of the total spent in 2015, 63 %( USD 116 

million) was spent on luxury goods (50% of which was spent in the USA) and Chinese 

shoppers purchase almost half of all the world’s luxury goods. A report from McKinsey 

and Company states that nearly 70 per cent of Chinese luxury consumers buy their luxury 

items such as Hermes scarves and Louis Vuitton bags abroad to avoid the almost 60 per cent 

mark up at home. Chinese outbound tourists not only like shopping, but also like sightseeing, 

relaxing, good entertainment, museums and medical tours. Until last year, shopping played 

the most important part in Chinese tourists’ outbound travel expenditures, averaging around 

58%. Hotels and transportation take 17.82% and 10.88% of the expenses respectively. 

Eating used to be a less popular part of traveling because of the culture and language barrier. 

Now, more Chinese are using helpful APPs and OTA (Over-The-Air) platforms to find local 

authentic cuisines to spend their money on, so that now eating takes 5.85% of expenses, and 

it is increasing. The Chinese are now learning to make their travel plans more unique and 

memorable, rather than giving a hurried and cursory glance at the main tourist attractions; this 

is why, although other activities only account for 3.74%, they are the ones growing faster (see 

the CIW figure below). 

 

 

Figure 12: Chinese Outbound Tourists Expenditures’ Distribution 
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According to the 2017 Chinese International Travel Monitor (CITM)’s sixth edition report on 

China's international travel, shopping is no longer the prime reason for travel and dropped to 

only 33% of the Chinese travellers’ daily spend.  

According to this same report, Chinese travellers are becoming increasingly sophisticated 

in their tastes, and they are spending more and demanding more from what they buy. 

The report found that, in 2016, Chinese travellers on average spent USD 3,623 -28% of 

their income. The millennials were the biggest spender group, allocating 35% of their 

income. In 2017, Chinese travellers intend to spend an average of 10% more on international 

travel. With respect to the distribution, on-site restaurants were still the highest hotel 

expense, and on-site shops, room service, and business centre continued to be important for 

Chinese tourists (see the figure below.) 

 

 
Figure 13: Distribution of Chinese Outbound Tourists Hotels’ Expenditures 

 

Spending by Chinese tourists has significant economic value to the key destination markets. 

A comparison of travel spending estimates shows that the impact of Chinese tourism is 

greatest for destinations in the Asia-Pacific region, with Macao, Taiwan and Hong Kong each 

receiving more than 40% of their total travel spending from Chinese visitors. Excluding Asia, 

the USA, Italy, Australia, UK, Canada, South Africa, Germany, France, Brazil, and Russia are 

also among the top 25 Chinese expenditure destinations. 

Thailand, Japan, South Korea, the U.S., Maldives, Indonesia, Singapore, Australia, Italy and 

Malaysia were the top 10 countries where Chinese tourists spent the most money. 

Whereas the cities where Chinese tourists spent the most money were Seoul, Bangkok, 

Tokyo, Osaka, Singapore, Chiang Mai, London, Moscow, New York, Rome and Sydney. 
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The countries where the most money is spent on itineraries are Argentina, Chile, 

Madagascar, Ethiopia, La Polynésie Française, Tahiti, Mexico, Brazil, Kenya, and l'Ile de la 

Reunion.  For instance, in South America, where the number of Chinese tourists has increased 

by 200%, they spent up to USD 7,224. 

Half of Chinese travellers spent an average of USD 4,200 during their travel, while 8.39% of 

them spent more than USD 6,500 on a trip. Only 6.85% of Chinese tourists spent less than 

USD 800 per trip. On average, Chinese travellers visiting Europe spend between EUR 

1,500 and EUR 3,000 per trip. Chinese travellers are notoriously price conscious, but they 

become lavish when it comes to shopping, to which they allocate typically a third of their 

travel budget, a much higher share than any other market. In total, 35% of Chinese travellers 

look for malls, 33% look for famous brand stores, and 31% look for products better than those 

found back home (Fung Global Retail & Technology, August 2016). May and October are 

expenditure peaks since they are very busy months for Chinese outbound tourism that takes 

advantage of the national first week May and first week October holiday period. 

Over the next years, growth in Chinese outbound spending will continue expanding. In 

absolute terms, the United States will see the greatest increase in Chinese travel spending, 

more than quadrupling by 2023. Thailand will see Chinese travel spending more than double 

by 2023, and Taiwan is poised for similar gains. Several long-haul destination markets, 

including Italy, the UK, South Africa, and Brazil, will also see strong increases in spending 

by Chinese tourists by 2023 (see the NSO, Tourism Economics figure below). 

When it comes to payments, Chinese today either uses their mobiles to pay –through Alipay 

and WeChat Pay-, leaving their wallet at home (see the WeChat/QR codes information below 

in this report), or use UnionPay, which is the most popular credit card among Chinese 

consumers –quite often it is the only credit card they have. According to CITM’s above 

mentioned report, when traveling abroad the most used payment methods, across age 

groups, are: UnionPay (62%), Visa Card (39%), cash (36%), Alipay (31%), Mastercard (16%) 

and WeChat Pay (9%).  

Using their mobiles to pay has become a way of life for many Chinese people at home, since 

Chinese digital players have made it very easy by integrating everything into a mobile-centric 

finance solution. For instance, Alibaba and Tencent are integrating different payments of daily 

life e.g., for utilities, transport and hotels, into their mobile platform. In China, Chinese can do 

almost anything, anywhere, just by swiping their smartphone. 

This together with the fact that effective from September 1st 2017, Chinese travellers who 

spend more than 1000 RMB (approximately USD 147) overseas  will be put on a government 

watch list, gives foreign destinations a sign of the path to follow to attract expending from 

Chinese tourists’: make possible for the Chinese to pay with WeChat Pay and Alipay, which, 

in 2016, together processed USD 2.9 trillion in payments, registering a 3,500% user growth 

rate in just four years. This would allow Chinese outbound tourists to continue spending as 

much money as they want in buying whatever they are interested in acquiring at the place of 

destination. 
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3.3. CHINESE OUTBOUND TOURISTS’ INCOME 

An analysis carried out by InterContinental Hotels Group (IHG) on income and travel spending 

patterns, identified household income of close to USD 20,000 as the threshold at which 

Chinese households can afford leisure travel. Those households making more than USD 

35,000 per annum find international travel more affordable, therefore, taking more long-haul 

trips. The number of Chinese households earning above USD 35,000 rose to an estimated 

27 million in 2013 from 6 million just ten years ago, and will rise to 14 million in 2023 – a 

much bigger increase than any of the other BRIC nations (see the NSO, Tourism Economics 

and Oxford Economics figures below). 

 

 

Figure 14: Chinese Household Income Distribution’s Evolution over Time 

 

 

Figure 15: Evolution of Middle Class Households in China 
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Chinese incomes are set to grow further over the coming decade and beyond, catching up 

further with developed countries in terms of average income. China’s middle class will rise 

to more than a third of the 1.3 million population by 2030. According to consulting firm 

McKinsey & Company, by 2022, 76% of the urban population in China (i.e., more than 550 

million people) will be earning between USD 10.000 - USD 30.000 per year. 

According to EIU, middle-class Chinese travellers will forgo luxury living conditions and 

settle for simpler accommodation, if it means more in their pockets to go shopping. 

Global hotel brands are starting to take notice, developing inexpensive hotels near prime 

shopping locations and big brand outlets.  

Perhaps the most striking consumer trend is the way in which the number of high-income 

Chinese consumers is set to leap ahead over the next two decades (see the Oxford Economics 

Global Cities 2030 figure below). 

 

 

Figure 16: 2030 Chinese High-Income Consumers' Forecast 

 

Chinese students abroad are also an income-linked phenomenon. Over 30% of the 1.04 

million foreign college students in the United States come from China, according to U.S. 

government-supported data. Their number has grown five-fold in 10 years, making Chinese 

students the largest foreign contingent by a wide margin. Many middle-to-high income parents 

travel regularly to the US to visit boarding schools and universities for their children and, 

afterwards, to visit them.  

After the United-States, Europe is the second destination Chinese students consider when 

applying for an overseas education. The United Kingdom remains by far the most popular 

destination in Europe due to the language, while France and Germany also host a large 

community of Chinese students. Italy continues on European ranking for Chinese student 

choice. 

Australia and New Zealand have always been main destinations for Chinese students studying 

abroad. Most universities and institutes in Australia and New Zealand adopt a modern and 
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innovative teaching style, charge relatively low tuition fees. Furthermore, better opportunities 

for applying for work permits after graduation, low costs of living, low-barrier immigration 

policies, and safe and stable social environments, have enabled these two countries to attract 

large numbers of Chinese students. China has become the first source of international 

students in both countries. 

Japan, South Korea, and other Asian countries such as Singapore and Malaysia, are also 

destinations for Chinese studying abroad with high levels of internationalization in education. 

The development of these countries is fairly mature and sound in various fields with good 

education and cultural environments especially because these countries are geographically 

adjacent to China, and Chinese students could more easily adapt to their culture and 

environment (see the UNESCO Institute figure below). 

 

 

Figure 17: World Distribution of Chinese Students in 2015 

 

 

3.4. CHINESE OUTBOUND TOURISTS’ GENDER 

Nowadays, there is no gender bias in travelling, as men and women travel in a very similar 

proportion. Earlier in the century, Chinese outbound travellers were very often sent by 

governments on official missions, financed by those governments (national, regional, local); 

therefore, in those days, more men travelled than women. Thereafter, with the increase of 

passengers travelling at their own expense, the proportions of men and women became more 

balanced.  

In 2016, females were the main force in outbound tourism. They accounted for 

approximately 56% of outbound tourists (68.488 million). The other 44% are male, about 

58.812 million (see the CNTA figure below). 
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Figure 18: Distribution of Outbound Chinese Tourists by Gender 

 

Male travellers preferred visiting North America, New Zealand and Australia, while female 

travellers preferred Europe (63% of the Chinese tourists visiting Europe are women), 

Japan and South Korea. Female travellers like to go shopping and enjoy the historic 

buildings in Europe, while male travellers like to go see natural scenery.  

 

3.5. CHINESE OUTBOUND TOURISTS’ AGE 

An age related trend is inter-generational Chinese family travel. This is fast becoming an option 

that many Chinese citizens enjoy. That includes not only parents with young children, but often 

young adults taking their parents on a trip. Over the years, Chinese families have become 

smaller. Grown children, involved with the many demands of their own lives, have limited time 

to spend with their parents. When they do have time off, strong family ties remain very 

important. Thus, young professionals are flying their parents and family to them, or to another 

destination to spend time together depending on where they are based. 

When focusing on the age of the Chinese travellers (see the figure below), millennials, also 

known as Generation Y or post-80s and post-90s by Chinese marketers (16-35 years old) 

account for 25% of the total population and 67.48% of outbound tourists in China (80,976 

million). 

 

Figure 19: Age Distribution of Chinese Outbound Tourists 

 

56% 44%
Female Male

Outbound Travel Analysis in 2016

>
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Very senior Chinese people have not generally been willing to travel overseas due to traditional 

cultural reasons and health problems. However, some very senior Chinese do take holidays, 

generally choosing to visit overseas family and / or their children pay for the holidays. In 2016, 

the oldest Chinese tourist was 101 years old. Chinese travellers to Europe and Australia tend 

to be older than the average outbound traveller: they tend to be between 35 and 60 years old. 

The senior Chinese segment of the market is also expected to increase its share of outbound 

travel in the future, as the Chinese population ages. 

Trends among Middle-aged and Retired Chinese couples (32.52%), who now have the time 

and the money to enjoy better things in life, have also been changing in recent years. Many 

have begun to opt for a more personal and unique experience. And they also want to send 

home great pictures of the things they are seeing, enjoying and purchasing. 

The main characteristics and interests of Chinese travellers when focusing on age are 

described in the next table: 

 

 Post- 50/60s Post- 70/80s Post 90s 

Per cent 6.11% 82.62% 11.27 % 

Who they are Older Chinese with 

money and leisure time, 

and desire for quality 

travel experiences 

Chinese who have both 

parents and children to 

care for 

Most are single young 

people who just started 

or will start their job 

Defining traits Travel is their most 

desired thing in life 

Travel helps them to stay 

in touch with their family 

and to show the world to 

their kids 

Curiosity about the world 

and eagerness to go 

explore  the world 

through traveling around 

Interests Cruise tourism and 

family tourism 

Parent-child / family 

/cruise tourism 

Marriages/Honeymoon 

tourism and cruise 

tourism 

Source: Ipsos-2015-2016 

Table 6: Main Characteristics and Interests of Chinese Travelers based on Age 

 

Over half of Chinese outbound tourists are the post-80s. Given the characteristics of their 

families’ life cycle and the one-child status, parents focus more on their children’s growth. Thus, 

family tours with minor children have featured in Chinese outbound tourism as a way to 

broaden their horizons. 

Trends among Young Chinese couples traveling have been changing in recent years. While 

some still choose to travel in large, organized tours, many are opting for a more personal and 

unique experience. The new middle class that has emerged has the time and money to travel. 

Young Chinese couples are more interested in figuring out what kind of life they want to live, 
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what dreams they have and how to make them real. It is not like their parents’ generation; 

whose primary goal was a stable lifestyle just like everybody else. 

Chinese engaged couples are doing something quite unique. They are traveling to exotic 

and picturesque destinations to do their wedding photos before their wedding takes 

place. The idea is to create a romantic fantasy that will express their love for each other and 

impress family and friends back home. The wedding industry in China is anticipated to 

generate USD 580 billion dollars in 2020 and a hefty chunk of that is being spent on wedding 

photos. To some Chinese, wedding photos are meant to show their love – but they are more 

the epitome of wealth and appearance. For the average Chinese, wedding photos are meant 

for show. 

Destination weddings are all the rage with Chinese couples. They are looking for a 

destination that is romantic, unique and impressive. The Chinese couples traveling for a 

destination wedding, great location for their pre-wedding photo shoot and romance is not the 

tourist of yesterday. They are more knowledgeable, more discerning and more likely to want 

something extraordinary, not an organized pedestrian tour or destination. Couples who 

travel for honeymoons, destination weddings or just a romantic getaway want luxury shopping 

to be a part of their experience. While they want to enjoy a luxury resort or hotel with 

services, they also want a high-end outlet mall to be easily accessible. 

 

 

3.6. CHINESE OUTBOUND TOURISTS’ GROUP TRAVELLING VS. 
INDEPENDENT TRAVELLING 

According to the Chinese Tourism Academy (CNTA), around 70% of the 120 million Chinese 

outbound tourists preferred independent travel to package group tours. However, group 

travelling (generally organised by travel agencies) has been the most often used mode of long-

haul travel for Chinese tourists. In Europe, 50% of Chinese tourists travel in a group. This is 

mainly due to the lack of experience of these tourists, as many have never travelled abroad 

before. The language barrier is also a very important reason. Many Chinese travellers do not 

speak English or French and therefore need to travel with a guide. Also, choosing tours offered 

by agencies can save trouble and time, as they facilitate obtaining the visa; they decide the 

travel itinerary, book tickets and accommodation, etc. These tours are much cheaper as 

generally, bigger groups tend to get better prices and provided with accommodation in non-

central locations (generally, on the outskirts of the cities).  Therefore, for the very busy, 

inexperienced, middle aged,Chinese tourist, travelling in a group has been a time-effective 

solution to get an overview of the best of Europe (visiting a pre-defined itinerary). In the first 

half of 2017, Europe has seen a 81% increase for group travellers and a 26% increase for 

independent travellers. The top 10 destination countries were: Italy, France, Germany, 

England, Switzerland, Russia, Spain, Portugal, Turkey and the Czech Republic. 

Nevertheless, as awareness of the disadvantages of group tours has spread, Chinese 

travellers have begun to seek out more customized travel plans, in order to have a unique and 

authentic experience. As early as 2014, both local and international travel firms noticed an 

increase in the popularity of customized travel itineraries. In other words, younger travellers 

crave more independence and control over their travel. Rather than following a guide and 
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moving around with a large group of strangers, millennials prefer to plan and move 

independently while traveling. More and more often they are being accompanied by 

their parents that can now easily travel independently with the help of their son/daughter, that 

can manage other languages (in particular, English) and has a great deal of internet skills to 

plan and organize itineraries. Once the parents have been exposed to independent traveling, 

they venture themselves to travel alone especially when they are retired and have plenty of 

time to enjoy life. 

Agencies that have been quick to respond to this trend have seen great success by offering 

customized travel packages. Marketed as “private tours”, these travel plans are designed for 

families, small groups and couples. Such travellers receive a customized itinerary for the cities 

they intend to visit and also get access to exclusive services, such as discounted car rentals 

or a personal guide throughout the trip.  

Currently, more and more Chinese tourists like independent tours because they are more 

flexible; they can travel freely without any restrictions. Tourists can make their own travel 

itinerary and visit their desired locations. In 2016, the growth in the acquisition of customized 

trips (400% increase), themed programs (250% increase), and entrance tickets (100% 

increase) was spectacular. Among the 122 million outbound tourists, group travellers 

accounted for 40% and individuals for 60% (over 70 million people) –see the CNTA figure 

below.  

 

 Figure 20: Chinese Outbound Tourists’ Expenditures by Traveling Profile 

 

Chinese tourists, especially in second, third and fourth-tier cities and regions, still travel in 
groups, but individual travel will be an irresistible main trend in near future. 

In 2016, the most popular destinations for independent Chinese travellers were: Thailand, 

Maldives, Japan, South Korea, Indonesia, United States, Singapore, Mauritius, Vietnam and 

Malaysia. 

As the Chinese outbound market matures, there will be more independent travellers and fewer 

who opt for package tours. It is interesting to note that 55% of Chinese travellers that look for 

non-hotel accommodation do it to have a more local travel experience (Agoda 2017 Travel 

& Tech Study of non-hotel accommodations). This means that foreign tourist destinations 

will need to develop new types of tourism products and new arrangements for Chinese 

independent tourists. These products should pay attention in particular to the unique features 

of the tourist destination, such as historical events, art, culture, cuisines, natural environment 

and ecology. 

60% 40%
Group Travelers

70 million 50 million

>

China Outbound Individual Travel VS Group Travel in 2016

Individual Travelers



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  28 / 87 

 

3.7. CHINESE OUTBOUND TOURISTS’ FUTURE PROFILE 

Several studies foresee what the next generation of Chinese travellers will be: 

• Younger: 60% of them will be in the consumer “sweet spot” between 25 and 45 years 

old. 

• With higher Income level: over 80% of them will have an annual income over USD 

9,500. 

• More educated: The vast majority of them at least will have bachelor’s degrees. 

• More sophisticated, fully independent, and used to travel abroad: many will be 

studying or have already studied in other countries. Even if they not fluent in foreign 

languages, they will not be afraid to deal with locals of foreign destinations by 

themselves. Younger Chinese travellers are worldlier than their parents, but still proudly 

Chinese. 

• More connected: The Internet already is the main source of information for 

independent Chinese tourists. They see Internet and social networking access as a 

major necessity. They often consult friends for travel advice and use first-hand 

travelogues in blogs when planning a trip. According to CITM, 94% of Chinese 

travellers currently use online planning and booking, visiting online price comparison 

sites when planning their trips. 

• Demanding: The Chinese generation of single children that grew up at home in relative 

abundance is accustomed to a high quality and attentive service and will demand it no 

matter where they go. 

 

When it comes to Internet use, WeChat overtakes email as the most used function on 

smartphones. WeChat is used by almost 900 million Chinese on a daily basis. WeChat offers 

businesses a chance to connect with their customers sharing the latest company news, sales 

and promotions to build their brand. WeChat is also the most widely accessed source for travel 

news. When it comes to payments, unlike Europeans, most Chinese leave their wallets at 

home and use WeChat. 

A by-product of WeChat’s ubiquity in China is the rise of the QR code, its importance 

exemplified by a recent speech by WeChat’s founder, who mentioned QR codes once every 

four minutes. The benefits of QR codes are manifold: QR codes can be used to gather 

information on products, access coupons, transfer money, pay for purchases large and small, 

and simply open a company’s website or video. As a result, Chinese tourists take WeChat and 

their affinity for QR codes with them wherever they travel. The reason that QR codes work so 

well for Chinese tourists is pure convenience and the ease of placement. In China, QR codes 

are on business cards, billboards, signs, posters, stores, products, even used by panhandlers. 

Today, the WeChat scanner is integral to the Chinese lifestyle. 

95% of Chinese travellers have installed travel APPs on their smartphones such us Ctrip and 

Qunar. When performing Internet searches, the favourite themes for holidays are centred on: 

leisure travel (60%), polar explorations (28%), global travel (21%) and cruises (19%). The most 
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common destinations are: Europe (47%), the US (40%), North and South poles (32%), and 

South & Southeast Asia (30%). 

When thinking about the profile of China’s future travellers and their use of Internet, the “I can 

do anything”, also called “i-can” generation shall not be forgotten. Emboldened by years of 

economic growth, this generation is now empowered by the rising digital economy in China, 

represented by a new Taobao-WeChat digital purchasing and communication axis. China’s “i-

cans” leapt from the pre-web era straight to the mobile Internet, skipping the personal computer 

altogether. More than 95% of these digital “i-cans” are connected via their smartphones, 

from where they make payments and buy all kinds of goods and services, from food takeaways 

and products to services. 

The demographic characteristics of the “i-can” generation are very unique: combining the 

features of the West’s baby boomers and millennials. What this means is that they have all the 

opportunity, optimism and wealth the baby boomers had, with all the modern technology 

at their fingertips. They are more globally minded than their parents. As products of the one-

child policy, they have acquired a can-do attitude. This new generation is also worldlier, 

entrepreneurial, individualistic, open-minded and willing to spend. The “i-can” cohort 

represents more than 400 million people, or almost a third of China’s population. Those of the 

“i-can” generation tend to be sophisticated and internationally minded consumers. They are 

more selective about where they spend their money, shifting from products to services 

and from mass to premium segments. They seek a more balanced life where health and 

tailored experiences take priority. As such, they are likely to spend a greater share of their 

incomes on health care, lifestyle, entertainment, and services, such as tailored traveling. 

 

 

The two most attractive segments of the future China Outbound Tourism market: 

 

A. Chinese Millennial Outbound Tourists 

The Chinese Millennial generation (people born between 1980 and 2000) is one of the largest 

generations in history. It makes up for about 70% of all outbound travellers from China.  

About two-thirds (2/3) of this group are already wealthy people and are expected to continue 

getting wealthier over time. Unlike previous generations they are very interested in travelling. 

For this reason, the industry is evolving to meet the demands of the millennial traveller.  More 

Chinese millennials than ever before seek to travel internationally, with overseas trips expected 

to rise by 25% over the next three years 

Thanks to social media, this generation has grown up with deeper connections to the world 

than previous generations, and therefore they have a stronger desire to enrich their lives 

through travel and in turn, they will do so in a host of colourful new ways with challenging new 

attitudes. These tourists are increasingly seeking out more “unique, novel, authentic and 

personalized travel experiences”. Whether it is cross-country trips by car, an Arctic 

expedition, or a behind-the-scenes tour, it is important that it is unique. Hotel selection, in fact, 

is a key factor for travellers headed abroad: service, location, high-tech facilities, design and 

style. 
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Chinese millennial tourists are known to do the majority of their trip research online, but they 

usually book the trip through a travel agency. The agency helps them to put together a 

personalized promotion package, quite often through third party apps like Ctrip, Qunar, and 

Dianping. 

On paper, Millennials do not significantly differ from non-Millennials in how much they claim to 

prioritise the authentic culture of the places they visit, although what they define as 

“authenticity” is somewhat different. Self-determination is the strongest measure of authenticity 

for this group. It is the perception of having chosen their destinations, activities and 

companions for themselves, which underpins the feeling of authenticity. They want to have 

experiences that are unique and that differ from what the previous generations have chosen.  

In total, 78% of Millennials agree or strongly agree: “when I go on holiday, the most important 

thing for me is to experience the authentic culture of the place” (see the Expedia/Future 

Foundation figure below). 

 

 

Figure 21: Holiday Experience of Millennial Travelers 

 

Chinese Millennial Tourists not only want authenticity of experience, but also want to be able 

to share it on social media (see the Expedia/Future Foundation figures below). 
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Figure 22: Motivation of Millennial Travelers to go on Holiday 

 

 

Figure 23: Social Media use of Millennial Travelers While on Holiday 

 

A third of the Millennials across the globe report that not only do they describe idealised 

versions of themselves on social media –likely underreported – but that they wish they were 
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actually more like their social media selves. Millennials who travel internationally at least once 

a year are even more likely to admit to the above.  

In total, 42% of Millennials think that social media is a better way to record photos than physical 

albums compared to only a quarter of Non-Millennials; 2 in 5 Millennials use social media to 

“keep a record of the most important moments in my life” compared to only 1 in 5 of Non-

Millennials. The challenge for Millennials is how to negotiate all of this in what is ultimately a 

very public space. 

30% of Millennials rate sharing or collecting images of things online as extremely valuable to 

their entertainment – suggesting that not only is it a functional habit for research or booking 

purposes, but a veritable pastime. 

 

Figure 24: Social Media use of Millennial vs Non-Millennial Travelers While on Holiday 

 

However, and although social media might influence Millennials, but when it comes to actually 

choosing and booking holidays, other sources come into play as well – advice from family or 

friends, travel agents, anonymous reviewers and more. Millennials are reaching out for 

inspiration to a much wider variety of sources on average than their older counterparts 

(see the Expedia/Future Foundation figure below). 
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Figure 25: Number of Sources consulted by Millennial and Non-Millenial Travelers when 

booking their Vacation 

 

Millennials are much more skittish than their older counterparts about travelling alone. 

Instead, they are significantly more international than older generations. It is the first generation 

that has studied abroad in masse, or to have made digital pen-pals over social media. They 

are keen to look for friends abroad who they can visit (see the Expedia/Future Foundation 

figure below). 

 

 

Figure 26: People Millennials and Non-Millennials go with to enjoy their Vacation 

 

Despite their stated need for authentic experiences, Millennials are unwilling to have them at 

any cost. Safety is important for this generation. They will try new experiences as long as 

they are safe and highly rated (see the Expedia/Future Foundation figure below). 
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Figure 27: Value attributed to Safety at Destination by Millennial and Non-Millennial 

Travelers 

 

As the first “digitally native” generation, Millennials are highly active social media users.  

 

B. Chinese Luxury Outbound Tourists 

Luxury consumers continue to reassess their values and are increasingly focused on getting 

the most out of life. Luxury travel has entered a new phase, in which great consumption is 

giving way to conscientious consumption as well as a desire for wellbeing and luxury 

experiences. 

The Chinese luxury consumer is now the absolute number one consumer of luxury in 

the world, with 35% of the total consumption of luxury (recent report by tax refund brand 

Global Blue). Russians came in a distant second place with 13%. Europe has been the 

destination of choice for luxury shopping, with France at the top getting 22% of the market.  

According to Hunrun`s report 2016 “The Chinese Luxury Traveller 2015”, Chinese Luxury 

travellers have a net worth of USD 13 million and they spend more than USD 30,000 on 

traveling with the family per year. They are very international, having worked, studied or 

lived overseas for two years on average.  

More than half of Chinese Luxury travellers make their own hotel bookings. The rest organize 

their trip through a luxury travel agency, such as: 8 Continents, Ctrip, CTS, CITS, CYTS, 

Diadema, HH Travel, Mytour, Magic Travel, Sinbad Travel, Wild Travel and Zanadu, Hong 

Thai Travel Service, JIT Macau, Asuka International Travel Services, etc. Customized service 
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and well-planned itineraries are the key considerations in deciding which luxury travel agency 

to work with.   

In fact, 40% of the Chinese Luxury Travellers have preference for innovative itineraries. 

Among these Chinese Luxury Travellers, there is a segment of particular potential for 

European destinations: the Chinese Young Luxury Travellers. 

 

 

Chinese Young Luxury Outbound Tourists 

Chinese Young Luxury Outbound Tourists are luxury travellers aged 18 to 36 years old, with 

an average age of 28 years old (i.e., the so called “Generation Y”) and an average personal 

wealth of USD 6,200,000. There is not much difference by gender: 45% of them are females, 

while 55% of them are males. 

More than half of Generation Y-Luxury Travellers are the second generation of a wealthy family 

or heirs of a family business. Most of them are married (over75%), and have one child. On 

average, they have worked or studied abroad at least one year and have visited other 

countries. Young Luxury Travellers spend on average USD 67,500 per household of which 

about USD 35,500 is spent on shopping. They prefer to buy clothing, bags, watches and 

jewellery, while their interest in local specialties, electronic products and alcohol is relatively 

low. 

This Generation Y Chinese has many assets; they are young and energetic, have sufficient 

time for travel and leisure and are active on social networks. Among them, there is also a sub-

group who is strongly interested in how technological innovation can streamline and enhance 

their travel experience. When it comes to why they have travelled, 80 % of these wealthy 

millennials consider “leisure” as their primary reason for traveling, while 40% of them also did 

it for “exploring the world”. They often searched trips with words such as “adventure,” “road 

trip,” and “polar expedition”. 

 

According to Hurun´s report “The Chinese Luxury Traveller 2016”, leisure travel (68%) and 

exploring the world (50%) are the top reasons young luxury travellers will want to travel in 

the next three years, followed by adventure travel (35%) and cruises (28%) (see the Hurun 

Report figure below). 
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Figure 28: Forecast of Chinese Outbound Luxury Tourists’ Type of Activities they will 

engage 

 

Europe and America will be the preferred destination for young luxury travellers in the next 

three years, at 65% and 50% respectively. These were followed by: the Pacific Islands & 

Oceania at 41%, and Japan & Korea at 36% (see the Hurun Report figure below). France, a 

duty-free shopping paradise with a rich architectural history and relaxed, romantic atmosphere, 

is the most popular international destination for young luxury travellers.  
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Figure 29: Forecast of Chinese Outbound Luxury Tourists’ Destinations 

 

Young luxury travellers strongly prefer personalized travel services. 70% of them have tried 

personalized travel services offered by a travel agency (see the Hurun Report figure below). 

 

 

 

Figure 30: Reasons Chinese Outbound Luxury Tourists will Favour Travel Agencies 
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Young luxury travellers have strong opinions on which hotel to book: 68% said that they 

themselves chose which hotel to book, rather than relying on advice from friends or family. 

Third-party reservation websites (41%) were the primary means of booking hotels, followed by 

travel agencies (30%) and hotel websites (25%) (see the Hurun Report figure below). 

 

  

Figure 31: Chinese Outbound Luxury Tourists’ Hotel Reservation Methods 

 

Mobile phones are essential to the young luxury traveller. They use their mobile phone to 

communicate via WeChat (79%), to browse the Internet (61%), to view photos (58%) and to 

shop online (56%) (see the Hurun Report figure below). 
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Figure 32: Chinese Outbound Luxury Tourists’ Most used Phone Functions and Apps 

They use their mobile phone to access their travel information sources, the most popular of 

which by far is WeChat (see the Hurun Report figure below). 

 

 

Figure 33: Chinese Outbound Luxury Tourists’ Travel Information Sources 
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4. CHINA OUTBOUND TOURISM DESTINATIONS 

 

With the growth in income, Chinese tourists’ destinations have gradually expanded from Asia 

to the world. Asia was the preferred choice of Chinese outbound tourists, but as their incomes 

rose, they began to choose middle and long-distance travel, first to Europe, and afterwards to 

America, Oceania and Africa. 

The most popular destinations among Chinese outbound tourists were mainly nearby Asian 

countries. There are three reasons for this:  it is a relatively short journey and won’t cost too 

much; short-distance trips need shorter time and do not require a long holiday; the recent 

frequent terrorist attacks happening in Europe have made many tourists change their mind 

and choose safer Asian countries (see the CTNA figure below). 

 

 

Figure 34: Chinese Outbound Tourists' Most Popular Destinations Included Hong Kong, 

Macau and Taiwan 

 

Asian countries are still the most chosen destinations by Chinese outbound tourists (72%), 

followed by European countries (11%) and American countries (9%) (see the CTNA figure 

below).  
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Figure 35: Chinese Outbound Tourists' Most Popular Destinations Excluded Hong Kong, 

Macau and Taiwan 

 

Asian countries such as Thailand, South Korea and Japan have, for a long time, been 

prioritized for short haul trips, followed by cities in Southeast Asia. For Chinese travellers more 

interested in western culture, France, the United Kingdom, Italy, Germany, Australia/New 

Zealand and the USA have been the most popular destinations for long hauls. China has, in 

fact, become the top tourist source country of many countries such as Thailand, Japan, South 

Korea, Maldives, Russia, and the United Kingdom. In Europe, the most visited countries are: 

Russia, Italy, United Kingdom, Germany and France and in America, it is the United States 

and Canada (see the CTA table below). 

 

 

Table 7: Top 20 Most Popular Destinations for Outbound Chinese Tourists in 2016 

 

 

1. Thailand 11. Cambodia

2. South Korea 12. Russia

3. Japan 13. Australia

4. Indonesia 14. Mauritius

5. Singapore 15. Italy

6. U.S.A. 16. The Unites Arab Emirates

7. Malasya 17. Sri Lanka

8. Maldives 18. UK

9. Vietnam 19. Egypt

10. Philippines 20. Germany

Top 20 Top 10 Most Popular Destinations for 

Outbound Chinese Tourists in 2016
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In general, cities with direct flights are most visited by Chinese outbound tourists. The top ten 

cities Chinese outbound tourists chose for short-distance travels over the past year were: 

Seoul (South Korea), Bangkok (Thailand), Tokyo (Japan), Pattaya (Thailand), Singapore, 

Kuala Lumpur (Malaysia) and Phuket (Thailand). The larger cities in Asia will receive a greater 

share of new Chinese visitors, relative to smaller cities. Yet, percentage growth rates appear 

to be low for these markets. In terms of volume, Tokyo and Bangkok will be the largest 

recipients of new Chinese visitors in the region over the next eight years – each are expected 

to receive close to an additional 700,000 arrivals from China by 2023.  

The most popular cities Chinese outbound tourists chose for long-distance travels over the 

past year were: Paris, London, Sydney, Los Angeles, Rome, New York, Washington, San 

Francisco, Melbourne, Milan, Frankfurt, Firenze and Venice. When traveling again to an 

already visited city, Chinese outbound tourists chose Seoul, Tokyo and the Maldives most for 

short-distance tours, and London, Paris and Sydney for long-distance tours. 

The top ten attraction sites for Chinese outbound tourists are: Phuket (Thailand), Grand 

Palace (Thailand), Wat Phra Kaew (Thailand), Gyeongbokgung (South Korea), Lotte World 

Gung (South Korea), Sensōji (Japan), Myeong-dong (South Korea), Mt Fuji (Japan), Dual 

Bridges Before Imperial Palace (Japan), and Osaka Castle Park (Japan). All of them are 

located in Asia. 

The mystic Himalayan kingdom of Bhutan and Mexico's ancient ruins are also expected to be 

top destinations in the years to come. Meanwhile 30 per cent of the people who visited the 

famous Angkor heritage site (Cambodia) come from China. 

As the air pollution problem in China is very serious, air quality and the natural environment 

have become important factors when choosing a destination. Therefore, idyllic landscapes or 

sunny beaches with fresh air have attracted more and more Chinese visitors. For example, 

Island travellers account for 30% of the total outbound travellers. See below the CTA 

table with the top 10 Chinese tourist outbound islands destinations, none of them in Europe.  

 

  

Table 8: Top 10 Most Popular Islands for Outbound Chinese Tourists in 2016 

 

Family tours are also very popular in the outbound travel market. Some examples being 

Universal Studio in Singapore, The Coca Cola London Eye, and Universal Studio in Los 

Angles. See below the CTA table with the top 10 Chinese tourists outbound family attractions. 

 

1. Phuket 6. Maldives

2. Bali 7. Sabah

3. Jeju 8. Nha Trang

4. Okinawa 9. Saipan

5. Boracay 10. Sri Lanka

Top 10 Most Popular Islands for Outbound 

Chinese Tourists in 2016
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Table 9: Top 10 Most Popular Family Attractions for Outbound Chinese Tourists in 2016 

 

The top four museums listed in the top ten most popular museums chosen by Chinese tourists 

in 2016 are: Metropolitan Museum of Art in New York, Louvre Museum in Paris, Vatican 

Museum and The British Museum (see the CTA table below). 

 

  

Table 10: Top 10 Most Popular Foreign Museums for Outbound Chinese Tourists in 2016 

 

Nowadays, medical tourism has become quite popular among Chinese tourists. Wealthy 

Chinese spend huge amounts of money on medical tourism. In Europe, Germany occupies 

the fifth place and Switzerland the eight one, among the top 10 most popular medical Chinese 

outbound tourism destinations (see the CTA table below.) 

 

Top 10 Most Popular Family Attractions 

for Outbound Chinese Tourists in 2016

1.  Disneyland Hong Kong

2.  Ocean Park Hong Kong

3.  Universal Studios Singapore

4.  Universal Studios Los Angeles

5.  London Eye

6.  Universal Studios Osaka

7.  Disneyland Tokyo

8.  Taipei 101

9.  Lotte World

10. Burj Khalifa Towe

1. Metropolitan Museum of Art

2. Musée du Louvre

3. Vatican Museum

4. The British Museum

5. The Uffizi Gallery

6. National Museum of Marine Biology 

and Aquarium in Kenting, Taiwan

7. Dubai Museum

8. Teddy Bear Museum in Jeju

9. Playk-pop Museum in Jeju

10. National Air and Space Museum 

in Washington, DC

Top 10 Most Popular Foreign Museums for 

Outbound Chinese Tourists in 2016
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Table 11: Top 10 Most Popular Medical Tourism Destinations for Outbound Chinese Tourists 

in 2016 

 

5. CHINA OUTBOUND TOURISM IN ASIA 

 

Asia receives 72% of the total outflow of Chinese tourists. In 2016, of the top 10 China 

outbound tourism countries all, but the USA, were in Asia: Thailand, South Korea, Japan, 

Indonesia, Singapore, Malaysia, Maldives, Vietnam and Philippines.  

In terms of arrivals, the top seven city destinations for Chinese travellers are all in the 

Asia-Pacific region:  Seoul (South Korea), Bangkok (Thailand), Tokyo (Japan), Pattaya 

(Thailand), Singapore, Kuala Lumpur (Malaysa) and Phuket (Thailand). These cities 

comprise around two-thirds of total Chinese outbound travel. 

Asia has been a prime destination for Chinese, due to its proximity andmore similar culture 

and food. In Asia, Chinese entrepreneurs have also been very active in performing real estate 

investments. In particular and since gambling is banned in Mainland China, Chinese 

businesses have been prolific builders of casinos in several Asian countries, such as Laos and 

the Pacific island of Saipan, destinations that have become very popular with Chinese 

gamblers. 

 

Hong Kong-Macau-Taiwan 

Hong Kong, Macau and Taiwan account for 78% of the Chinese travellers that stayed within 

Asia. 

1.  Japan

2.  South Korea

3.  U.S.A.

4.  Taiwan

5.  Germany

6.  Singapore

7.  Malasya

8.  Switzerland

9.  Thailand

10. India

Top 10 Most Popular Medical Tourism 

Destinations for Outbound Chinese 

Tourists in 2016
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Until 2013, Hong Kong, Macau and Taiwan 

were the preferred destination for China's 

mainland outbound tourists. This was 

driven by its cultural similarity, lower travel 

costs and accessibility via short-distance 

travel. On top of this, Hong Kong used to 

be considered a shopping paradise, and 

that was a strong motivating factor for 

Chinese mainland tourists at that time. 

 

 

Figure 36: Chinese Outbound Tourists’ Asian Destinations 

 

But since 2014, increasing numbers of China's outbound tourists have been opting for other 

Asian destinations that offer historical and cultural experiences, as well as shopping (see the 

CNTA figure above). 

 

Thailand 

Thailand is a close destination with much to offer and almost more importantly, it is very easy 

to get tourist visas. In 2016, Thailand welcomed 8.87 million Chinese tourists, an increase of 

45% per cent from 2015, dominating Thailand’s list of foreign tourists. The Thai government 

expects to see 9 million Chinese visitors in 2017, boosting its tourist industry, which already 

accounts for 11 per cent of Thailand’s USD 395 billion gross domestic products (GDP). In 

2016, holidaymakers from China accounted for about 27% of the income Thailand earned from 

foreign tourists (see the figure below). 

 

 

Figure 37: Revenue Generated by Foreign Tourism in Thailand 
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Destinations within Thailand are the second most visited global cities by Chinese travellers, 

and they enjoy a high average length of stay. The top three global destinations measured in 

terms of hotel rooms sold to Chinese tourists are within Thailand. Bangkok is a key gateway 

to the country and also to the region as a whole, with short-haul leisure travel representing the 

bulk of international trips by Chinese travellers. There are airlines that can directly connect 15 

cities in China with the main Thai destinations. Chinese travellers’ most favoured destinations 

in Thailand are: Bangkok, Pattaya, Phuket, and Chiang Mai. 

Thailand is well-known among Chinese tourists for its beach and island holidays with 

destinations, especially Phuket, with Krabi, Ko Samui and Ko Chang becoming increasingly 

popular. Chinese tourists who enjoy luxury also seek out big hotel brands, many of which are 

well represented in Thailand. The kingdom is also well known for resorts, which are the most 

popular style of luxury hotel: 81% of Chinese tourists voted for them in the 2017 Hurun Report. 

Good personalised service, for which Thailand is renowned, also plays a part and was the 

most important factor with 49% of Chinese tourists saying service played the main role when 

it came to choose a hotel. 

The most popular boutique hotel in Thailand among Chinese tourists in 2016 was the Anantara 

Lawana Koh Samui Resort in Koh Samui. The most popular luxury hotel was the Rayavadee 

Hotel in Krabi. These hotels were on a 14-point list of top destinations, resorts, activities, and 

luxury hotels for Chinese visitors chosen as the best by the 2017 People’s Choice Awards. 

The awards are voted on by Chinese visitors online and released by the Tourism Authority of 

Thailand (TAT). 

Keyword searches for travel to Thailand jumped in 2013, as the country benefitted from the 

domestic popularity of a Chinese film, lost in Thailand, released the previous year. Searches 

for the country have subsequently remained elevated.  

This film cost less than USD 5 million to make and has recently made over USD 130 million in 

just two weeks, since its release in China. A win-win dark horse for both film makers and travel 

agencies, as the low-budget Chinese comedy has driven a throng of Chinese tourists to 

Thailand.  Places featured in the movie have become tourist hotspots. In December of 2013 

alone, up to 10,000 people purchased trips to Thailand – this tripled the number of purchases 

from the previous year. 

With the aim of promoting Chinese acquisition of Thai made products, the government is 

launching what is called a ‘shopping paradise’ campaign to attract more Chinese tourists to go 

shopping during their stay in Thailand. Transportation and accommodation, ranging from 

services at Suvarnabhumi International Airport to tour buses, taxicabs, and hotels would be 

conveniently provided for Chinese tourists. 

To lure more Chinese visitors, the Tourism Authority of Thailand is opening its new office in 

China’s Guangzhou City in 2017, in addition to those already in place in Chengdu, Shanghai 

and Beijing. It will also step up its tourist promotion campaign in these cities. 

Thailand is also looking (together with Taiwan) to attract Chinese people having plastic surgery 

operations abroad. 

http://lawana-chaweng.anantara.com/
http://lawana-chaweng.anantara.com/
http://www.rayavadee.com/en/
http://www.rayavadee.com/en/
http://asia.etbtravelnews.global/321991/thailand-announces-14-thai-tourism-favourites-as-voted-by-chinese-visitors/
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When it comes to destinations, Phuket island remains one of the most desirable destinations 

for high-income Chinese tourists (per capita wealth of nearly USD 3.2 million, and expenditures 

on average per trip of around USD 57,800), according to figures published in the latest Hurun 

Report, which was released on June 2017. This survey shows that the Tourism Authority of 

Thailand (TAT)’s policy of targeting luxury tourists to Thailand is working and that Phuket is a 

perfect year-round destination for Chinese travellers looking for unique vacations. According 

to TAT, Phuket not only offer a wealth of stunning natural wonders including the world’s best 

beaches and stunning sunsets, but it also boasts luxury experiences including sumptuous five-

star hotels and luxury pool villas, spas with every kind of bodily pampering, designer malls, 

and tailored-made activities aimed at people seeking unique luxury holidays. 

Phuket and Thailand score highly in all three categories of the Hurun Report 2017. These 

are:  Most Memorable Travel Destinations; Most Popular Summer-Autumn International Travel 

Destinations and Most Popular Winter-Spring International Travel Destinations. 

In the Most Memorable Travel Destinations, Thailand took sixth place among all respondents, 

but in among the Post 80s Generation (those born in Mainland China between 1980 and 1989), 

Phuket took the first place, showing the huge enthusiasm for beach and island holidays among 

the younger generation of Chinese travellers. 

Phuket was ranked as the top travel destination in the Most Popular Summer-Autumn 

International Travel Destinations by 27% of respondents. Among the Post 80s Generation, 

Phuket ranked second on the Most Popular Summer-Autumn International Travel Destinations 

with 29% of the vote. In the Most Popular Winter-Spring International Travel Destinations, 

Phuket was voted second favourite holiday destination overall (18%) and for Post 80s 

travellers (15%). Phuket is the only destination to be on both the Summer-Autumn and Spring-

Winter lists. 

Koh Samui (Samui Island) is also a popular destination with Chinese tourists. Chinese 

tourists’ influx in the island is evolving quickly, with a continuing shift from tour groups in hotel 

accommodation to smaller groups and families booking private villa rentals and with Chinese 

visitors now investing heavily in real estate on the island. The number of new recent direct 

flights from Mainland China to Koh Samui makes it more attractive. Bangkok Air’s 4 new weekly 

direct Koh Samui flights connecting with Chengdu and, 1 direct weekly flight with Guanzhou, 

and 3 weekly services with Chongqing. And Tibet Airlines has new 3 weekly services 

connecting Chengdu and Samui.  

 

South Korea 

About eight million Chinese tourists travelled to South Korea in 2016, nearly half the total 

number of overseas visitors.  

Seoul is the most visited city by Chinese travellers (outside Hong Kong and Macau) but it only 

enjoys the fifth largest number of overnight stays, with very low reported average length of stay 

by Chinese visitors across Korea. Therefore, Seoul essentially acts as a hub to other 

destinations - it is a very popular city for connecting flights to, from and within the Asia-Pacific 

region. The fact that the average length of stay is just one night is partially due to Seoul Incheon 

International Airport offering travellers with long-enough layovers between flights a 
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complimentary overnight stay and city tour. Chinese tour groups can incorporate this into their 

itineraries on trips to other destinations within the region or beyond. 

Of the Chinese travellers to South Korea, about half visited Jeju Island, a trend that started in 

2008. Back in 2008, Jeju Island implemented a 30-day, visa-free policy for Chinese tourists 

which turned the tiny island into Chinese tourism gold mine. In total, 2.6 million foreigners 

visited Jeju in 2015, 85.3% of those were Chinese who busied themselves shopping at the 

island's duty-free shops. Signs and notices in simplified Chinese characters can be seen at 

the tourist sites around the island. The Teddy Bear Museum in Jeju billed itself as one of the 

“world’s top 10 popular museums among Chinese visitors”. Next to it, the K-Pop Museum 

became a centre for Chinese fans of Korean pop culture. Popular Chinese domestic mobile 

payment apps such as AliPay and WeChat Pay can be used, from duty-free department stores 

to street corner convenience stores. 

But, after the missile shield dispute escalated in early March 2017 and the Chinese government 

barred some travel agencies from selling South Korean tours and discouraged citizens from 

visiting the country, the number of Chinese tourists to South Korea as a whole has plummeted. 

In March, 360,782 Chinese visited the country. That compares with 601,671 in the same month 

last year, a drop of 40%. 

The Chinese tourists that are still in Jeju are particularly individual travellers, outside tour 

groups. Their appetite for South Korean products and cheap international brands still appears 

to exist. 

Jeju Island is turning to renewable energy and electric cars pursuits to power its economy and 

reduce its reliance on tourism and agriculture. 

A relevant segment of Chinese outbound travel to South Korea is for cosmetic surgery. 

According to the China Association of Plastics and Aesthetics, South Korea is the top 

destination chosen by the Chinese to have plastic surgery. In 2014, around 60,000 Chinese 

went there to have a plastic surgery operation an increase of 45% compared to the previous 

year. Currently, buoyed by the Korean Wave, as well as the Chinese penchant for Korean 

cosmetics/skincare and cosmetic surgery, the South Korean government expects record-

topping 8 million Chinese visitors. With the Chinese pursuit for physical perfection stepping up 

in recent years, this could translate into a big business for South Korea. China’s cosmetic 

surgery market worth is poised to double to 800 billion Yuan (USD 122 billion) by 2019. 

 

Japan 

Japan has only emerged as a popular destination since 2014 a period that has coincided with 

a weakening of the Japanese Yen against the Renminbi. 

According to the Japanese National Tourism Organisation, 5 million of the total visitors to 

Japan in 2015 came from China; well over 50% of the total number of tourists that visited the 

country (see the JNTO figure below.) In 2016, this figure grew to 6 million, with more and more 

independent travellers, a trend that started about three years before and that has been 

accelerated since January 2016, after the Japanese government relaxed requirements for 

high-income Chinese tourists, by extending the validity of multiple-entry visas from three years 

to five years. 
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Figure 38: Evolution of Chinese Outbound Tourists in Japan 

 

Tokyo is the top city destination within Japan, accounting for nearly half of Chinese travel to 

the country. Tokyo is also the sixth most visited destination worldwide and is favoured with a 

high length of stay by Chinese visitors. In terms of room nights, the city overtakes Kuala 

Lumpur, despite receiving fewer Chinese travellers. Japan is also one of the hottest ports for 

Chinese cruise ships to call on, especially as Chinese cruise visitors enjoy visa-free entry into 

Japan. Particularly popular are cruises around Kyushu and the Okinawa islands in southern 

Japan.  

Other Japanese cities which currently receive a smaller share of Chinese outbound arrivals, 

but still relevant, and that are experiencing significant increases are: Kyoto and Osaka. Osaka, 

for instance, will see close to 220,000 additional Chinese visitors by 2023. Other destinations 

that are becoming very popular among Chinese that seek environmentally friendly cities 

are: the Northern and Southern islands of Hokkaido, Kyushu, and Okinawa, and small 

villages in Niigata and Tokushima all with clean air and a pristine environment. 

Chinese outbound tourists are increasingly interested in new tourism products, such as the 

customized itinerary of hiking in Yakushima and watching turtles spawning, or the medical tour 

for Cancer Screening in Japan. 

In Japan, where Chinese tourists once made headlines for snapping up Japanese electronic-

heated toilet seats, medication2 is the latest hot item for Chinese visitors to buy. A study by the 

Japan National Tourist Agency (JNTA) revealed that 63% of Chinese visitors bought cosmetics 

and perfume, 55% bought food, spirits, and cigarettes, while 52% bought over-the-counter 

                                                

2 The Home Medicine Association of Japan has launched a Chinese-language website offering information on 80 

products from 26 membership companies to cash in on the Chinese wave. 
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(OTC) medicines and toiletries. In fact, Chinese tourists expenditures in Japan soared by more 

than 200% last year and they are expected to remain big spenders in this country. The amount 

they spent hit 1.4 trillion yens (USD 12.49 billion), which accounts for 40% of all international 

tourists spending in Japan. Chinese cruise tourists spent on average USD 950 on their one-

day port calls in Japan. This Chinese tourist shopping phenomenon has spawned a new 

buzzword, known as “Bakugai”, which translates to “explosive shopping” in Japanese. 

Nevertheless, and although shopping still remains a key activity for many Chinese travellers 

to Japan, more Chinese tourists are traveling independently to discover the country’s culture 

and local experiences. 

In April 2016, the Chinese government increased the customs duty applied to items both 

brought into China and to items delivered by post. The rate increased from 20 per cent to 30 

per cent for regular home appliances, from 30 per cent to 60 per cent for luxury wristwatches 

and from 50 per cent to 60 per cent for cosmetics. 

With the Tokyo Olympic and Paralympic Games planned for 2020, Japan’s surge in popularity 

will soar with Chinese tourists in the next few years. JNTA expects to get at least 7 million 

Chinese tourists at the time of the Olympics. 

 

Indonesia 

Travel to Indonesian cities is less attractive to Chinese travellers than other regional centres, 

with a majority of travellers visiting this country choosing leisure trips to Bali. Nevertheless, 

there is also a relatively large proportion of business travel, which generally involves short 

stays. 

Indonesian Central Statistics Agency (BPS) show that even though there was a 25 per cent 

annual increase in the number of Chinese tourists visiting Indonesia in 2016, the increase only 

resulted in 1.43 million tourists, falling short of the original target of welcoming 1.7 million 

Chinese tourists. The goal for 2017 is to attract 2.1 million Chinese tourists. 

The Indonesian government has the ambitious goal to attract 10 million Chinese tourists by 

2019. This is a very challenging goal since until 2016, Indonesia has just attracted 3.6 million 

Chinese tourists and there are only direct flights from China to Bali and Jakarta, even though 

the visa requirement was scrapped in 2015.  

Since most of the airlines connecting Chinese cities and Indonesia are charter flights from 

Beijing, Guangzhou and Shanghai, the Indonesian government plans to work with more 

airlines, in 2017, to provide wider access. Indonesian Chamber of Commerce and Industry 

supports that the number of direct flights from China needed to be increased, with connections 

to at least 25 Chinese cities. 

With these new flights, other Indonesian destinations which currently receive a smaller share 

of Chinese outbound arrivals could also experience considerable gains. For instance, it is 

estimated that Banten could see close to 220,000 additional Chinese visitors by 2023. 
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Singapore 

Since the relaxation of visa regulations for Chinese nationals in 2015, Chinese tourist arrivals 

to Singapore have surged. Singapore’s reputation as one of the safest cities/countries has 

been one of the key reasons why Chinese travellers are choosing it as a favoured travel 

destination. According to the Singapore Tourism Board (STB), in 2016, Singapore received 

2.86 million Chinese tourists, a leap of 36% from the previous year. There were also more 

visitor arrivals from Tier 1 and Tier 2 cities in China. Although Chinese occupied the second 

place among outbound travellers (after Indonesians, but very close to them since the difference 

was 0.2% (see the figure below), they were the leaders in spending totalling 18.5% of all the 

outbound expenditures (vs. the 12.8% of Indonesian tourists -see the figure below). Chinese 

expenditures grew by 13.9%. 

 

 

Figure 39: Origin and Expenditures by Origin of Foreign Tourists in Singapore 

 

STB's strategy of pursuing Tier 2 cities in China where income and propensity to spend are on 

the rise is bearing fruit. The growth of local brands with unique offerings, new walking trails 

and Singapore's first Michelin Guide which launched last year have also enhanced Singapore's 

attractiveness for Chinese. 

In April 2017, the Singapore Tourism Board (STB), Singapore Airlines and Changi Airport 

Group announced a USD 24.2 million joint investment over three years to market Singapore 

as a stopover hub. The partnership will target travellers within six hours’ flight of Singapore -

China, Japan and Australia, in particular- to spend a few days in Singapore as part of a longer 

trip before heading to other regional destinations, such as Bali and Phuket. STB expects that 

this initiative will increase very significantly the total number of Chinese tourists, which will most 

probably become Singapore's leading outbound tourist nationality. 

 

Malaysia 
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According to Malaysia’s Ministry of Tourism and Culture (MTC), in 2016, the total Chinese 

tourists arrivals in Malaysia reached 2.1 million, an increase of around 26% over the 2015 

record of 1.67 million and expenditures of more than RM5.7 billion (around USD 1.33 billion) 

during their stay. China is currently the third largest source country of tourist arrivals to 

Malaysia. MTC intends to lure 3 to 4 million tourists from China, in 2017, and aims to double 

the number to eight million by 2020. This sentiment is buoyed by visa relaxation, increased air 

connectivity and a series of in-market trade events. 

The Malaysian government has set up visa processing centres in five cities of China: Shanghai, 

Beijing, Guangzhou, Kunming, and Xiamen. The Malaysian government has also introduced 

the Electronic Travel Registration & Information (ENTRI) and e-visa facilities in March 2016 for 

tourists from China. ENTRI allows tourists from China to visit Malaysia for a period of not more 

than 15 days, without the need for tourist visas. Those travelling for between 15 and 30 days 

must apply on-line for an eVisa, which is approved within 24 hours on working days. Plans to 

increase the number of flights to Malaysia from major China cities had been arranged. 

Also MTC has recently launched the new smart tourism digital mobile application called 

HARTAR that will serve as a One-Stop Tourism Centre where tourists can browse for all kinds 

of tourism related information, such as: Tour Packages, Hotels, Public Transportation, Tour 

Guides Searching, Tourist Services, Ticketing, Medical Tourism, Eco-Parks, Art Galleries, etc. 

This platform also lists and promotes NGO's Cultural Activities, Associations related Tourism 

Activities, Public Tourism Activities, and commercial tourism activities. 

Direct flight connections are also helping to attract Chinese tourists to Malaysia. Currently, the 

country enjoys 470 connections from China, the largest for countries in its medium haul 

network. In the first part of 2017 alone, Malaysia Airlines has launched nine new routes to 

China, while Air Asia commenced three-weekly flights between Langkawi and Shenzhen, and 

Air Asia X began daily Kuala Lumpur-Wuhan flights. 

Malaysian Association of Tour and Travel Agents (MATTA) states that, while the visa waiver 

programme and direct flight connections have made Malaysia more attractive, the country’s 

tropical beaches and other attractions have always appealed to Chinese tourists. MATTA also 

states that the fact that Malaysia shares historical ties and similarities in food, language and 

culture with China, is also very much appreciated by Chinese people. Since Chinese people 

love durian, easy access to durian, especially of the Musang King variety, is another reason 

why Chinese tourists flock to Malaysia. The Musang King eaten in Malaysia is not the same 

as the Musang King exported to China. 

In September 2017, MATTA will participate together with Malaysia-China Chamber of 

Commerce in the 2017 Guangdong 21st Century Maritime Silk Road International Expo at 

Dongguan; MATTA is providing free booths, accommodation and transportation at the expo 

for its inbound members participating in the show. In 2018, MATTA will plan a sales mission 

to Nanning, Guilin, Shenzhen and Guangzhou, following 2017 sales mission collaboration with 

Tourism Malaysia to Shenzhen and Guangzhou. For MATTA, the roadshows are a cost-

effective manner for small and big players to join and build their contacts, expand market share 

and ultimately draw more arrivals into Malaysia. 

Malaysian Inbound Travel Association (MITA) is also looking at conducting seminars on the 

needs of the Chinese travellers, targeted at inbound agents seeking to expand business by 
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venturing into the Chinese market. MITA also plans to offer basic Mandarin classes for the 

travel trade front-liners, which may include personnel from the immigration department, tourist 

police and taxi drivers. 

When it comes to Malaysian destinations, Sabah in Borneo Island (see below) is the most 

popular for Chinese tourists, due to its distance, accessibility and attractions (blue sky, 

beaches, warm seas, food, people, and culture). From Hong Kong to Sabah it takes about 

three and a half hours, so it can be easily accessed by Chinese even just to spend the weekend 

there. 

Kuala Lumpur also receives a large number of visitors. It is the fourth most visited city by the 

Chinese. It acts as a tourist destination, business centre and a gateway to the rest of the 

country. The proportion of Chinese that travel to Kuala Lumpur for business is much higher 

than to other countries, such as Thailand. 

 

Vietnam 

According to the General Statistics Office (GSO), 2.7 million Chinese travellers came to 

Vietnam in 2016, twice as many as 2012 and 50% more than in 2015. Vietnam National 

Administration of Tourism (VNAT) estimates the country will welcome 4 million Chinese tourists 

by the end of 2017, more than a third of the forecasted 11.5 million tourist arrivals for 2017. 

Chinese arrivals in 2016 accounted for 27% of the total number of international tourist arrivals 

to Vietnam. 2017’s outlook could see Chinese tourist arrivals dominating the market share at 

35%. 

VNAT has been taking action to better satisfy the demands from Chinese travellers. For 

instance, VNAT is working with popular destinations such as Quang Ninh, Da Nang, Nha Trang 

and Khanh Hoa to find ways to improve tour quality and ensure travel agencies deliver the 

content they have advertised and promised Chinese tourists. Da Nang, for example, is training 

more tour guides who can speak Chinese to attract more travellers from the vast market, and 

has published an etiquette booklet written in Chinese to be given to mass Chinese tourists.  

VNAT is also organising promotions in China to boost travel demand, and roadshows to 

promote Vietnam’s tourism (e.g. in Nanning, Fuzhou, Nanjing and Hefei). The roadshows in 

China are part of the national tourism promotion programme and should give the travel industry 

an opportunity to expand their business through Chinese travel enterprises. 

The most popular Vietnamese destinations chosen by Chinese tourists are Hanoi, Halong, and 

Ninh Binh in the north; Da Nang, Hoi An, Hue and Nha Trang in the central region; and Ho Chi 

Minh City and Phu Quoc (the largest island in Vietnam) in the south. It is estimated that, in 

particular, Nha Trang, Cam Ranh and Phu Quoc will see new supply sources in two to three 

years. Coastal destinations such as Da Nang and Nha Trang, and Phu Quoc Island are chosen 

because of their beaches, historical sights and seafood. As an example, in 2015, the number 

of Chinese tourists to Nha Trang reached 180,000, an increase of 5.4 times compared to 2014 

(33,000 people). 

Airlines have recently opened a series of direct air routes linking Chinese localities and 

Vietnamese tourist cities such as Nha Trang, HCMC and Phu Quoc.  

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  54 / 87 

 

 

The Philippines 

In 2013, The Philippines was dubbed the "Best Tropical Island Destination", by Chinese daily 

Shanghai Morning Post. Then, travel restrictions came and the number of Chinese tourists 

visiting The Philippines did not increase as much as it could have happened. 

Following the lifting of Beijing’s travel restriction against the Philippines in October 2016, 

Chinese arrivals surged to 675,663 by last year-end, from 490,841 in 2015 (an increase of 

37.7%). The spike in Chinese arrivals continued into the first half of 2017, climbing 33.4 per 

cent to 454,962 from last year’s 340,958. Chinese posted the fastest growth of 57.3 per cent 

among the top five markets in May 2017 with 73,649 arrivals (see the figure below). More than 

1 million Chinese tourists are expected to flood into the Philippines this year.  

 

 
Figure 40: Origin of Outbound Tourists in The Philippines Islands 

 

They’re going not just for the Southeast Asian nation’s famed white-sand beaches, but also for 

its casinos as an anti-corruption drive in Macau sends gamblers to Manila. 

Boracay Island, known for its powdery white beach and wide range of accommodations and 

activities, is among the most popular destinations for Chinese travellers. In the first two months 

of 2017, Chinese nationals continue to dominate the tourist arrivals in this resort island: there 

were 40,036 Chinese tourists recorded. This is why Xiamen Airlines has recently inaugurated 

direct flights to Kalibo, Aklan. 

Xiamen Airlines currently flies to Manila and Cebu with no less than 67 flights weekly. Xiamen 

Airlines operates flights to Manila, not only from Xiamen, but also from Fuzhou, Quanzhou, 

and Zhangzhou (all in China Fujian province). The Department of Tourism (DoT) targets to 

open more direct flights from China to Cebu, Clark Pampanga, Davao and Cagayan de Oro. 

Philippines DoT and China National Tourism Administration (CNTA) will be holding marketing 

and communications campaigns, familiarization trips for media and tour operators, tourism-

http://tinyurl.com/82fybjz
https://www.bloomberg.com/news/articles/2017-05-18/world-s-best-casino-stock-buoyed-by-duterte-s-detente-with-china
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related workshops and capacity building sessions for travel professionals, as well as official 

visits by tourism heads and joint travel fairs. 

Recently, the Philippines has started implementing visas on arrival to Chinese visitors to boost 

tourism and investment. The programme is open to: Chinese nationals who are members of 

tour groups organised by tour operators accredited by the Tourism Department; businessmen 

endorsed by local and foreign Chambers of Commerce, and other government agencies; and 

athletes and delegates to conventions and exhibitions. The visa-on-arrival facility is available 

at the Ninoy Aquino International Airport and eight other international airports (Clark, Mactan, 

and Kalibo) and seaports (Manila, Puerto Princesa, Subic, Laoag and Caticlan) in the country. 

Chinese nationals may, through their tour operator, apply for their landed visas at the 

Philippines Bureau of Immigration for an initial authorised stay of 30 days, which may be 

extended up to six months. This latest initiative is likely to catapult China as a top source 

market of visitors to the country.   

 

6. CHINA OUTBOUND TOURISM IN EUROPE 

 

Europe receives 11% of the total outflow of Chinese tourists. In fact, Europe is the second 

main choice (after Asia) for Chinese tourists and its popularity is growing (see the table below). 

Culture and shopping still shape travel choices to Europe, but factors such as experience and 

adventure are becoming more important, particularly as the segment of independent tourists 

expands.  

The leading European destinations are Russia (including Russia’s Far East), France, 

Germany, the UK and Italy. Estimates suggest that trips to Europe fell in 2009 but increased 

again in 2010. Approximately 12.5 million Chinese travellers ventured to Europe in 2015 

(source: ETC), a number set to grow rapidly in the years ahead.  
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Figure 41: Chinese Outbound Tourists’ presence in Europe 

 

 

By country, Italy, Germany, France and Switzerland are the ones that have been taking the 

biggest share (see the figure below.) 
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Figure 42: Chinese Outbound Tourists’ presence in European Countries 

 

 
In the first half of 2017, the top 10 destination countries in Europe have been: Italy, France, 
Germany, England, Switzerland, Russia, Spain, Portugal, Turkey and the Czech Republic. 
Major drivers have been: the Danish “Oyster” PR, the devaluation of British Pound, watching 
the aurora in Finland, and the popular entertainment program “Keep Running” shooting 
location in the Czech Republic. 

It is predicted that 5.5 million Chinese visitors to Europe in 2017. Europe region will become 

the third largest destination for Chinese tourists, just followed with Southeast Asia and East 

Asia. Half of the tourists come from East China, with Shanghai occupying the first position 

among the top10 departure cities. 

Chinese tourists heading to Europe tend to stay longer at a single destination. Many 

visitors tend to spend one or two weeks on a sightseeing tour. The average trip length is 12 

days. Themed tours are very popular among Chinese tourists, including wine tasting events, 

chateau visits, shopping or wedding/honeymoon trips. 

The demand for high quality travel products and customized products will become more and 

more popular in Europe, especially for: travel products that combine one to two destinations in 

one trip, independent traveller trips and semi-independent traveller trips. 

 

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  58 / 87 

 

Germany 

According to the German National Tourist Board (GNTB), more than 1.5 million Chinese 

visitors came to Germany in 2016, with a 10% increase over the previous year in their overnight 

stays.  This figure will double by the 2030 (See the figure below.) 

 

 

Figure 43: Growth in the Number of Inbound Overnight Stays in Germany by Visitors from 

Asia/Pacific up to 2030 

 

German major cities and metropolitan regions proved to be the engines of growth for inbound 

Chinese tourism in 2016. The top performer among the city states was Bavaria, which received 

28.2 % of the visits. Next was Hessen, with 19.7%, and then Baden-Württemberg with 13.3% 

(see the figure below.) 

 

 

Table 12: Top Non-European Outbound Tourists Destinations in Germany 
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According to Global Blue, Chinese tourists remained by far the highest spenders in Germany 

in 2016, totalling 39% of the outbound travellers’ expenses. The most popular products they 

bought were fashion / clothing (44%) and watches / jewellery (22%) 

According to a recent survey by the Bavarian Trade Association, Chinese tourists in Germany 

spent on average 513 Euros per day in Munich, in 2016, which is much more than what other 

outbound travellers spent there (e.g., the Arab visitors just spent 367 Euros).   

Chinese tourists were also the leaders, of all outbound travellers, for tax-free purchases in 

Germany, buying 32% of them. On average each Chinese traveller spent 610 euros.   

One of the main attractions for Chinese tourists, in Germany, is the house where Karl Marx 

was born, now the Karl Marx House museum, in the city of Trier. About a quarter of its, over 

32,000 visitors are from China. Most of the museum's Chinese visitors opt for a smartphone 

photo taken at the Marx plaque outside, and some of them also purchase "red souvenirs" in a 

shop located at the museum’s entrance. After May 5, 2018, Chinese visitors will also be able 

to take pictures at the Marx bronze statue that will be given by the Chinese government to 

Trier, as a present on the occasion of Marx's 200th birthday. The statue, which has been 

designed by Chinese artist Wu Weishan, will stand next to the city museum.  

Trier is already a stop on the Germany tourist trail followed by Chinese travellers, welcoming 

around 150,000 visitors from China annually in recent years, but few stay for long. The city is 

trying to change this by participating in Chinese tourism fairs, where it uses Karl Marx’s name 

to promote its other tourist assets, including premium wines and an ancient architectural 

heritage. 

 

Italy 

Italy was the most favourite destination for the Chinese tourists in Europe in 2015 and first 

quarter in 2017. Driven by the 2015 Milan World Expo, the number of Chinese travellers to 

Italy reached its zenith last year, with 3.3 million arrivals, a 45% increase from the year before. 

The country also capitalized on the fame and recognition factor of Marco Polo in China.  

The top three most visited cities by Chinese travellers, in Europe - Milan, Florence and Venice 

- are all within Italy, with Rome in 5th place.  

Italian cities are popular city destinations for the Chinese but show relatively low average trip 

lengths compared to other European cities (1.3-1.7 days vs. 2-4.6 days in other European 

cities), as trips tend to incorporate multiple visits to other cities (see the table below). 
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Table 13: Average Stay of Chinese Outbound Tourists in Europe 

 

Enamoured by its culture, fashion, history, food, and lifestyle, it’s easy to see how rich Chinese 

tourists consider Italy a top holiday destination in Europe. 

Italy’s duty-free shopping and luxury goods are also major drivers, especially when the weak 

Euro offers savings of over 50%, and where else better to shop than in one of the world’s 

fashion capitals? 

Chinese tourists were the biggest group of tax-free spenders in Italy in December 2016, 

accounting for 35% of luxury sales in Italy. 

With exhilarating experiences like watching the Ferrari F1 race or the Italian Series A football 

league matches live, and custom itineraries specialising in specific tours ranging from 

educational tourism to heritage tourism, Italy is well-positioned to continue enticing Chinese 

tourists. 

The Italian government is striving hard to court the Chinese. In the last few years, they have 

made the visa process easier (Shanghai’s Italian consulate now offers a 36-hour turnaround 

visa application for Chinese travelling to Italy) and negotiated more direct flights from China to 

Italy. 

 

 

France 

France is the second most visited European country by Chinese travellers, but only Paris ranks 

in the top 10 European destination cities. Paris accounts for around a quarter of all Chinese 

overnight stays in the whole country and for 60% of overnight travel to the Isle de France. 

Chinese love taking selfies next to the Eiffel Tower, the Notre Dame cathedral, visiting the 
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Louvre museum and shopping. They are enamoured over French luxury and cosmetics 

brands. 

Due to the terrorist attacks and delinquency, there has been quite a large drop in Chinese 

tourism in France, in 2016: from 2.2 million in 2015 to 1.6 million in 2016. But even in the wake 

of the terrorist attacks in Paris last years, the Chinese love affair with France and everything it 

represents – romance, wine, culture, and luxury – remain strong, and the French government 

knows this. 

Just as the Italians are doing, the French government is also courting Chinese tourists. They 

have improved the tax exemption procedures, increased police patrols and have cut the visa 

processing duration. As a sign of the increasing international clout of the PRC passport, the 

French government decided to issue five-year multiple-entry visa to more Chinese nationals in 

2015, combined with the fact that the Chinese Yuan is still performing strongly against the 

Euro, and that the Chinese zeal for retail and luxury consumption remains very strong, there 

is every reason to believe 2017 will see an even bigger wave of Chinese sightseers descending 

upon France. 

 

 

Switzerland 

Famed for its majestic Alps and crystal clear Alpine waters, luxury watches, cheese, and Alpine 

chalets, Switzerland is one other dream destination for China’s affluent, which has emerged 

as one of the main drivers for the Swiss tourism industry. 

1.38 million Chinese travellers stayed overnight in Switzerland in 2015, a record-breaking 

number that grew by 33.3%. 

Even Chinese day-trippers and brief visitors are an economic boon to Switzerland – the 

average Chinese tourists who enter and leave within 48 hours spend CHF 350 (USD 354) per 

day on average, compared to the average CHF 176 (USD 180) spent by other tourists. 

Behind the success in luring Chinese visitors lies tremendous efforts by the Switzerland 

government and tourism agencies – they were the first Europeans to set up a national tourism 

office in China back in 2002, and even published a guideline to educate the industry on how 

to treat Chinese visitors.  

Today, Chinese signage can be seen peppered over most major hotels and shops in 

Switzerland, and Mandarin-speaking ski instructors can be found up on the slopes. 

Combined with the boom in Chinese passion for winter sports, thanks to the 2022 Beijing 

Olympic Winter Games 27, Switzerland should easily retain its spot in the top 10. 

 

 

United Kingdom 

From Buckingham Palace to the Big Ben to the Harry Potter Studio Tour, the UK is an 

evergreen holiday destination for China’s well-heeled.  
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Throw in a medley of British fashion, the romanticised reputation of British gentlemen, and the 

swoon-worthy crisp British accent…it is not hard to see why the UK fascinates Chinese. 

Over 269,500 Chinese visited the UK in 2015, spending GBP 586 million (USD 620 million) in 

total – a 45.7% boost from 185,000 Chinese travellers in who spent GBP 497,50 million in 

2014. In 2016, the number of visits decreased to 260,432 (-3.41%), possibly as a result of the 

terrorists attacks, but the length of Chinese's stays increased significantly. Going on holidays 

and visiting London and other places in England were their preferred options (see the figures 

below). 

 

Figure 44: Evolution of Chinese Inbound Visits to UK 
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Figure 45: Journey Purpose and Regional spread of Chinese Inbound Visits to UK 

 

 

Spain 

In 2015, Spain welcomed 320,000 Chinese tourists, which means an increase in 11.5 per cent 

from 2014. The Spanish government has set an ambitious target of 1 million Chinese visitors 

a year by 2020, boosted by improved flight connections and a significant reduction in 

bureaucratic hurdles for visa applications. The number of Chinese tourists to Spain is expected 

to surge in the following years thank to the introduction of three new direct flights between the 

two countries and the inauguration of 12 new Spanish visa processing centres across China. 

 

 

Figure 46: Evolution of Chinese Outbound Tourists in Spain 
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Culture, gastronomy and a good climate are the three main reasons why Spain is becoming 

one of the most popular destinations to Chinese tourists. Chinese tourists prefer culture, 

history, art and architecture tours; they are not interested in lying on Spanish beaches. 

Chinese tourists arrive to Madrid, Barcelona, Seville or Malaga because they are interested 

in seeing and being in contact with their local cultural and habits. They visit Picasso, Prado 

and Thyssen museums and Real Madrid FC Stadium in Madrid, La Sagrada Familia church in 

Barcelona, Maria Luisa Park in Seville, etc. They like to see a bullring or to eat paella. In 

addition, they are interested in shopping, and especially shopping for luxury products. Chinese 

tourists spend on average USD 1,000 per person in renowned shopping streets like Serrano 

in Madrid, Passeig de Gràcia in Barcelona, and in boutique stores such as Louis Vuitton, 

Prada, Chanel, Cartier, and Tiffany or El Corte Ingles shopping centre. 

 

Portugal 

In 2014, the government used Cristiano Ronaldo’s image rights to promote the country in 

China. In 2015, 154,000 tourists from China came to Portugal while in 2013 only half that 

amount visited that country (see the figure below.) The new direct flight between Beijing and 

Lisbon will help, by improving the connectivity, to attract more Chinese tourist to Portugal. 

 

 

Figure 47: Evolution of Chinese Outbound Tourists in Portugal 
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Historical cities such as Lisbon, Porto or Sintra are tourist attractions. But Portugal’s most 

stunning coastlines in Europe (with The Algarve being a favourite with tourists thanks to its 

pristine beaches, golf courses, and great weather) are still to be discovered by the Chinese. 

 

Greece 

150,000 tourists from China came to Greece in 2015, while in previous years the annual 

arrivals did not exceed 40,000. 

More and more Chinese tourists discover Greece as an ideal destination in Europe. Either for 

a relaxing holiday, a honeymoon, for shopping, or for cultural tourism, the Chinese keep 

on coming to the world of destinations Greece generously offers. They visit Athens, Santorini, 

Delphi, and Rhodes. 

Santorini is the top choice destination for the Chinese, being also a favourite for wedding 

ceremonies. The number of Chinese honeymooners visiting Greece has increased over the 

past few years, as has the number of young Chinese choosing to get married on one of 

the country’s many islands. 

Santorini saw a rise in the number of Chinese tourists after the movie Beijing Love Story was 

filmed on the island, just as the island of Skopelos saw a rise after the 2008 release of Mamma 

Mia!   

 

 

7. CHINA OUTBOUND TOURISM IN AMERICA 

 

America receives 9% of the total outflow of Chinese tourists; the USA is by far the destination 

that gets the biggest flow. 

 

The USA 

The USA remains a perennial favourite with droves of well-heeled Chinese tourists, young and 

old alike. America’s diversity – a spectacular combination of nature (Yosemite, Yellowstone, 

and the Grand Canyon), shopping malls, historical attractions, and entertainment – holds 

great appeal for Chinese travellers. 

The boom in Chinese tourism to the US has been triggered by the rise in living standards and 

the introduction of bilateral 10-year, multiple entry visas, which make it easier for Chinese 

citizens to travel to the country. 

In 2015, 2.67 million Chinese tourists visited the USA and spent USD 31.1 billion. This number 

increased by 14.7 per cent from 2015 to 2016. Chinese citizens using the travel service 

provider Ctrip booked a record 1.3 million air tickets in 2016. This trend is predicted to continue, 

with an average growth of 8.5 per cent each year between 2016 and 2021. According to 

Mastercard, 5 million Chinese tourists will visit the USA and will spend USD 80 billion. 
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The Chinese President Xi Jinping proclaimed 2016 as “China-US Tourism Year" which was 

officially launched on 29 February. The Tourism Year was initiated as an opportunity for both 

countries to review policies, processes and product offerings to ensure that Chinese visitors to 

the United States had an enjoyable travel experience. 

According to China CYTS tours, about 45%of Chinese tourists preferred not to travel in the US 

as part of a group, and about 37% of them undertook unsupervised self-driving trips, so 

that they could explore the country by themselves, especially on self-driving road trips that 

allowed them to discover scenic spots that group tours can't reach. 

On average, Chinese travel to the US tends to involve visits to two or more cities per trip. 

This is largely due to the extensive US air travel network and universal visa access throughout 

the country, which increases the ability to travel between cities.  

The US also has a more diverse city offering than many other countries and lacks a single 

dominant city in terms of arrivals. Three cities stand out as receiving a notably larger than 

average proportion of Chinese travel: New York City, Los Angeles and San Francisco. 

Together these cities account for around half of the nights spent by Chinese travellers in the 

US. All three cities are ranked among the top 15 global markets in terms of Chinese arrivals 

and room nights and are expected to remain the most visited within the wider region over the 

next ten years. 

Some of the largest growth opportunities are evident for US cities, with the major gateway 

cities of New York City and Los Angeles expected to benefit most from their popularity among 

Chinese travellers. Both cities will see the number of Chinese visitors almost triple over the 

next eight years. San Francisco, Washington DC, and Las Vegas will also see robust growth, 

given their diverse historical attractions and entertainment offerings. 

Miami will experience considerable room demand growth by 2023, as affluent Chinese tourists 

are attracted to its high-end shopping and entertainment offerings. However, relatively low 

average trip length will prevent Miami from becoming a top city destination within the Americas. 

Yellowstone National Park will also benefit from a rising number of Chinese room nights, 

given its popularity among group tours to the American West. 

When it comes to shopping, products featuring a “Made in USA” label are heavily favoured 

with Chinese – those travelling to the US tend to flock towards American luxury brands, 

skincare and cosmetics such as Benefit, Kiehls, and Clinique, and health supplements from 

GNC and Puritan’s Pride. 

 

Canada 

In 2015, Canada received 483,000 Chinese tourists but 2016 marked an all-time high for 

arrivals from China, up 26% year-on-year to 610,000 arrivals. 

China is Canada’s third largest market in terms of arrivals, and as of 2016, is the second largest 

in terms of tourist receipts. 

47% of Chinese travellers came to visit friends and relatives in 2015 (1.3 million Chinese 

Canadians) and 50% of recreational travellers from China were 35 to 54 years old, and 26% 

travelled to Canada with children. 
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Chinese travel to Canada tends to revolve around urban centres (e.g. Vancouver in British 

Columbia and Toronto in Ontario) with day trips throughout the rest of the province. Several 

Canadian destinations will see greater Chinese room demand as well, with Alberta and 

Quebec each expected to receive close to 200,000 additional Chinese room nights by 2023. 

These Canadian cities have seen a relative increase in benefits, measured in terms of 

overnight stays and rooms sold. These cities enjoy a higher average length of stay than US 

cities. 

According to China National Tourist Office (CNTO) News, Canadian Prime Minister Justin 

Trudeau, who recently visited China, announced new tourism initiatives to create a stronger 

and more stable long-term relationship with China by boosting cultural exchanges and the two-

way flow of tourists. Canada and China will make 2018 the Year of Canada-China Tourism. 

Both countries will facilitate tourism promotion activities in Canada and China, including, for 

example, the Canada China International Film Festival in Montréal. Canada will open seven 

additional visa application centres in China to help serve a growing number of Chinese tourists 

who are crossing the Pacific to explore Canada. Chinese travellers are currently able to fly to 

Canada from 11 cities in China. 

 

 

Latin America 

Travel from China to Latin America is relatively low compared to the rest of the region, with 

business taking up a greater proportion of the trips.  

The development of tourist exchanges between the China and Latin America is still in the very 

early stages. Right now, the main challenge is transportation. Latin America is the furthest 

place from China someone can travel. Flights and tour package prices have also remained 

relatively high. Due to these limitations, Chinese visitors to Latin America are still mostly high-

income individuals or retirees. 

The Chinese tourist focused on places in Latin America that are nothing like China, so they 

like to see glaciers, whales and penguins in Patagonia, the Iguazu waterfalls of Argentina and 

Brazil, and Machu Picchu in Peru. 

According World travel Market (WTM), Mexico was by far the most popular destination for 

Chinese visitors in Latin America, accounting for 110,000 trips. Brazil is in second place 

(54,000) followed by Venezuela (34,000) and Argentina (32,000), Peru (20,000) in 2015. 

In 2016, Brazil was by far the Latin American country that grew the higher proportion of 

Chinese tourists. Some cities in Brazil have seen a relative increase in benefits, measured in 

terms of overnight stays and rooms sold. These cities all enjoy a higher average length of stay 

than US cities. Sao Paulo – the largest city in the Americas – is favoured by a relatively high 

length of stay, given the presence of the most heavily-used airport in Latin America with 

regional service to key destinations in Brazil and much of South America. Sao Paolo will 

receive more than double the number of Chinese tourist arrivals by 2023 as travel to Brazil 

becomes increasingly popular. Brazil’s hosting of the 2016 Summer Olympics in Rio further 

boosted the number of arrivals as Chinese spectators were introduced to the cultural offerings 

and tourism attractions of the city and surrounding area. Rio will see the greatest increase in 
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Chinese room nights in the American region outside of the US, as 250,000 new arrivals are 

expected by 2023 – nearly five times the 2013 value. 

Mexico is the next largest Latin American country destination for Chinese travellers. Mexico 

offers Chinese tourists history, cultural sites, archaeology, gastronomy, and shopping. During 

their travel, Chinese can learn and know a lot about the Mayan culture. Mexico City – the 

country’s top city destination, but still receives only around 10,000 Chinese visitors.   

 

 

8. CHINA OUTBOUND TOURISM IN AFRICA-MIDDLE EAST 

 

While Asia and the Pacific, Europe and the Americas lead as the main destination regions for 

Chinese travellers, the growth in the Middle East and North Africa (MENA) region over the past 

decade has improved, yet overall flows are still modest, about 5% of the total outflow of 

Chinese tourists. 

Middle East cities receive far fewer Chinese travellers on average than destinations in other 

regions of the world. The tendency for longer-than average lengths of stay raises the value of 

Chinese visitors to the region, however. 

After the reputation of Arab nations as travel destinations has been somewhat undermined 

by the terrorist attacks in the recent years, they are now trying to revive tourism as an important 

economic sector and have begun to also target the China market. 

Countries in North Africa and the Middle East have been managing to rebuild the image of 

tourism after the Arab Spring, but this attempt was seriously deterred last year by a series of 

terrorist attacks which shook the confidence of foreign tourists on the tourism development of 

the area.  

However, a new opportunity for tourism in Middle East and North Africa has emerged. 

Morocco, with its beaches, historic bazaars and mosques, is becoming a new hotspot. The 

CTA said Morocco had seen a tripling of tourists from China since May 2015 because the 

country removed visa restrictions. 

Other countries in the Middle East and North Africa are also on the way of luring more tourists. 

Following President Xi Jinping’s recent visit to the Middle East, it can be foreseen that the 

relationship between China and the Middle East will likely be intensified in the future. For 

Chinese tourists, the Islamic culture in these countries presents a different kind of 

cultural fascination than that of Europe and America. And the countries in the Middle East 

are currently still not popular travel destinations in China, which gives these countries potential 

to attract more Chinese tourists in the future. 

A rising Muslim population in China has contributed to an increase in family and religious 

related trips to the region. According to Pew Research, the Muslim population in China 

comprised 1.8% of the nation’s total population in 2010, a 38.4% increase from two decades 

prior. The rapid expansion of China’s Muslim population has resulted in inflated demand for 

travel from China to centres of the Islamic faith. 
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Opportunities for additional growth in Chinese travel to the Middle East are present for both 

leisure and business purposes. 

China’s Muslim population is expected to reach 2.1% of its total population by 2030, 

representing a 28% increase over 2010 levels. This increase will drive demand for trips to the 

primary Islamic city centres in the region. 

Over the next decade, growth in arrivals and nights spent in Dubai and Abu Dhabi is expected 

to top that of other major city destinations throughout the world, such as London and Paris in 

Europe and Sydney in the Asia Pacific region. Similarly, travel from China to Mecca and 

Medina is forecast to rise by 50% by 2023. 

 

Turkey 

In 2015, 313,000 Chinese tourists visited Turkey with an increase of 57% compared to the 

previous year. In 2016, this number dropped to 167,000 due to security concerns arising from 

regional reasons. However, over 80,000 Chinese tourists were welcomed during the first five 

months of 2017 and that this figure is expected to increase in the second half of the year. 

Turkey’s Culture and Tourism Ministry want to turn the 2018 Turkish Tourism Year in China 

into an opportunity and expect to host a record number of tourists in this country within the 

scope of 2018. They expect to reach at least half a million Chinese tourists next year. 

 
Chinese tourists are particularly interested in Istanbul, Cappadocia, Pamukkale, Safranbolu, 
Konya and Black Sea destinations. 
 
Turkish Airlines (THY) have daily flights to Istanbul from three Chinese cities: Beijing, 
Shanghai, and Guangzhou. 

 

 

Egypt 

In 2015, the number of Chinese tourists visiting Egypt rose considerably from 60,000 in 2014 

to 135,000. The reason partly attributes to the direct flights between China and Egypt, but 

also the growing interest of Chinese tourists in Egypt. As the number of Chinese outbound 

travellers has been growing steadily, many of them are now interested in exploring countries 

which are not so widely famous in China, but still have a spectacular culture. For those 

tourists who wish to experience something exotic, Egypt is an ideal destination. 

This new and increasing interest that the Chinese have in Egypt is very positive for the 

country’s tourism. As tourism is one of the most important industries in Egypt, attracting more 

Chinese tourists would also mean better economic opportunities for Egypt, which is a win-win 

situation for both China and Egypt. 

 

United Arab Emirates 

Medina and Mecca have largely benefited from this trend. The travel, retail and entertainment 

centres of Dubai and Abu Dhabi have led the region, attracting an increasing number of 
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Chinese tourists on leisure trips and cruises. Chinese visiting the Middle East tend to stay 

longer than in the average long-haul destination for two main reasons. First, religious visits 

tend to last longer than other leisure trips. For instance, a trip to the Islamic centres of the 

Middle East might incorporate sightseeing and participation in religious ceremonies or 

events, which can last for several days; as opposed to sporting or entertainment events which 

might take place on a single day. Second, cruises in the Middle East – popular among Chinese 

leisure visitors – often involve one major coastal city as a base for overnight lodging and 

departures for day excursions to other destinations in the region. 

Dubai’s unique fusion of Middle East and cosmopolitan culture is capturing the attention and 

interest of more and richer Chinese. 450,000 Chinese visited Dubai in 2015, a 29% increase 

and that makes China one of their most important tourist markets. 

This is the fruit of Dubai’s efforts to become more China-friendly, where many hotels and 

attractions offer Mandarin-speaking staff, Chinese TV channels, special Chinese menus, 

Mandarin websites, and Union Pay services. 

Another factor is the convenience of daily direct flights to Dubai, courtesy of Emirates Airline, 

which offers direct flights from Beijing, Shanghai, Guangzhou, and now, Yinchuan (Ningxia Hui 

Autonomous Region) and Zhengzhou (Henan). Also, Dubai’s Department of Tourism and 

Commerce Marketing announced that they have inked a strategic partnership with Union Pay 

and top online travel portal Tuniu. 

All these factors, combined with the recent interest stirred up by Chinas President Xi Jinping’s 

first state visit to the Middle East, should see more Chinese travellers heading to Dubai in next 

years.   

 

 

9. CHINA OUTBOUND TOURISM IN OCEANIA 

 

Oceania receives 3% of the total outflow of Chinese tourists, getting Australia the major part 

of it: 70%. 

 

Australia 

Australia still remains a firm favourite of rich Chinese tourists and investors. Australia is a 

destination with a high length stay and a relatively low share of business travellers. 

Melbourne and Sydney have become the primary long-haul city destinations in the region as 

Chinese leisure travel has grown. 

This makes the Chinese the second biggest group of foreign tourists in Australia after 

New Zealanders, yet they reign as the biggest spenders. Chinese visitor arrivals have 

increased from 100,000 in the year 2000 to 1.2 million in 2016; according to statistics released 

by the Australian Bureau of Statistics (ABS) with an average annual growth rate of 18 per cent 

since 2010 (see the figure below.) Chinese travellers splurged up to USD 4.7 billion in 

Australia, approximately USD 2,500 per person.  
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Figure 48: Evolution of Chinese Outbound Tourists’ Arrivals in Australia 

 

According to Tourism Research Australia (TRA), this important growth could be due to the 

rising numbers of Chinese students choosing to further their studies in Australia, as it is also 

common for Chinese parents to have long visits with their children at least once or twice a 

year. 

With the Chinese Yuan performing strongly against the falling Australian dollar, combined with 

the 10-year visa deal signed last year between China and Australia, the future looks bright for 

the Australian economy as Chinese travellers may even soon surpass New Zealanders to 

become its largest group of overseas visitors. Second-tier cities in China, like Nanjing and 

Hangzhou, because of their increasing middle class population, also send relevant amount of 

Chinese tourists to Australia. 

Chinese travellers are attracted to Australia because of its: 

 Amazing flora and fauna 

 Clear blue sky and clean air  

 Beautiful beaches along the Indian Ocean 

 Same time zone as China & close proximity to Asia 

 Fresh seafood: Chinese really like sea food and fresh local products (like wine) 

 Relaxed lifestyle and spaciousness 

 People: Chinese appreciate that Australians are: friendly, easy-going, and warm. 

 Diverse landscape, that comprises: desert, mountains…natural wonders, including the 
Pinnacles, Wave Rock, Ningaloo Reef, etc. 

The majority of Chinese tourists are interested in the history and culture of Australia, 

including its indigenous population. 
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Chinese travellers would like to be engaged in many different activities such as: gambling in 

casinos, playing golf, cruise shipping, crabbing, sand-boarding, and swimming with whales, 

sharks and dolphins. They also appreciate watching a sunset on the Indian Ocean.  

Most Chinese love photographing Australian landscape, or local people. They do so to be 

able to show their experiences with their close circle of friends, when they come back to their 

country. 

Chinese tourists also do a lot of shopping in Australia. They usually have done, before 

arriving, their research online for popular local products (lanolin cream, emu oil, fish oil, 

formula baby milk powder, UGG boots, abalone and organic skin care products and vitamins) 

to buy during their trip. Wealthy Chinese travellers might spend time shopping for Argyle 

diamonds, pearls and gold. 

 

 

Chinese tourists take photos in front of the 

Sydney Opera House, which is lit up red to 

welcome in the Lunar New Year, in 

February 2016.  

Source: chinadaily.com.cn 

Picture 1:  Chinese Tourists in front of the Sydney Opera House 

 

Australian restaurants have started to use Chinese language menus to attract Chinese 

tourists. Some restaurants have not only introduced translated menus, but they have also 

trained their staff in the type of dishes and eating habits that Chinese visitors enjoy, such as 

group dining. And also on some Chinese manners, such as great respect for the oldest person 

at the table, that shall always be addressed to despite the fact a younger person may have 

better English. 

 

 

New Zealand 

New Zealand is another favourite destination of Chinese tourists. In 2015, 405,504 Chinese 

tourists arrived to New Zealand, a 14% growth when compared to the 356,000 in 2014. 

Average expenditure was USD 3200 per visitor and the average stay was 8.5 days. 

In 2016, around 50,000 Chinese holidaymakers arrived in New Zealand during the so called 

"Golden Week" for Chinese tourists. This week coincides with the Chinese Lunar New Year, 

which is now used by Chinese people to travel abroad.  
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The New Zealand Tourism Forecasts 2016-2022 elaborated by the Ministry of business, 

innovation & employment of the New Zealand Government shows the following evolution of 

Chinese tourism in the country, over this period (see the graph below): 

 

 

Figure 49: 2016-2022 Forecasts of Outbound Chinese Tourists in The New Zealand 
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10. CHINA OUTBOUND TOURISM IN ISLANDS 

 

Visiting overseas islands is increasing rapidly in China. Exotic island getaways and 

underwater adventures are an emerging trend in China, and multitudes of deep-pocketed 

Chinese are becoming island lovers and diving fanatics.  

Families and female tourists are particularly fond of islands. Around 58.4 of Chinese tourists 

visiting islands travel with their family or their spouse, and around 60% of Chinese tourists 

visiting islands are female.  

The high level of pollution Chinese cities have has pushed Chinese tourists to travel to 

unpolluted foreign destinations, in particular islands in Asia. According to China on-line travel 

agency C-Trip, many travellers select their pollution-free destination first according to air 

quality and climate, and secondly according to the distance from home in terms of kilometres 

or in terms of comfortable air connections. The top fresh air islands destinations for Chinese 

travellers are, according to Ctrip: Thailand’s islands, Japan islands, Indonesia islands, the 

Maldives, Mauritius, and the Seychelles.3 Package tours have accordingly been changing 

the marketing of these destinations, which are now offered as “air clean oxygen lung wash” or 

(in winter) “direct connection warm winter without haze.” 

So far, Chinese tourists’ visits have concentrated on the closer distance islands. The most 

frequently visited island destinations are: Phuket (Indonesia), Bali (Indonesia), Jeju (South 

Korea), Okinawa (Japan), Boracay (Philippines), Maldives, Sabah (Malaysia), Saipan (CNMI, 

Micronesia), Sri Lanka, Mauritius, Samui (Indonesia), Palau (Micronesia) and Phu Quoc 

(Vietnam).  

The most relevant issues for Chinese tourists when travelling to islands are: Hotels, Itinerary, 

Guide, Flight, Service, Landscape and Beach, Time, Price and Shopping.  

New destinations and new products are needed to serve the Chinese outbound tourists 

islands lovers’ demand. 

Shanghai occupies by far the first place among the top 10 Chinese cities sending tourists to 

overseas islands. Suzhou occupies the second place, with respect to Beijing, Hangzhou and 

Nanjing that follow respectively in the third, fourth and fifth place. Suzhou, Hangzhou and 

Nanjing are also quite close to Shanghai. 

By age, 95% of the Chinese travelling to islands are below 50 years old. For this group 

the split is quite even between Chinese travelling independently (42%-47%) or in groups (58%-

53%) to foreign islands. For the remaining 5% older Chinese, as in other cases, the majority 

(over two thirds) prefer to travel to islands in a group. 

The Hurun Report 2017 reflects the popularity among wealthy Chinese tourists for beach 

and island holidays, which ranked first choice with the Post 80s generation getting 46.4% 

of the vote in the Travel Theme in the Past Year section of the report. Beach and island 

                                                

3 The other top fresh air outbound destinations for the Chinese tourists are: Australia, New Zealand, the 
United States, and Canada. 
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holidays took third place generally with 23.4% of respondents expressing a preference for this 

type of holiday after Leisure (41%) and Polar Exploration (30.5%). 

On islands, Chinese spend a maximum of a week, being 5 days the most frequent duration of 

their trips. 

 

Bali 

Bali’s 23% growth in international tourism to almost 5 million visitors throughout 2016 was 

fuelled by an increase in visitors from China. In 2016 Australians made up 23% of inbound 

tourists holidaying in Bali, while Mainland Chinese travellers accounted for 20% of visitors. But 

in 2017, the mass Chinese market is forecast to overtake the traditional Australian market, 

according to Horwath HTL and C9 Hotelworks. The Indonesian Statistics Bureau Agency 

(BPS) shows that the number of visits by Chinese tourists to Bali shot up 92.32% to 147,928 

in January 2017 (from 76,919 in the same month of 2016). Chinese visitors contributed 32.10% 

from a total of 460,824 foreign visitors who visited the resort island in Bali during January 2017. 

Most of them came with direct flights to Bali's Ngurah Rai airport from several cities in China, 

while a tiny number of them came with cruise ships. 

The increase in the number of tourists from China to Bali followed the opening direct flights 

between Denpasar and a number of large cities in China. The country flag carrier Garuda 

Indonesia serves direct flights regularly between Ngurah Rai Airport and a number of cities in 

China. In addition, the government has offered visa free travel for Chinese tourists. 

At the moment, most Chinese tourists use group travel and itineraries that have been 

organised and prepaid before they step on to the island. This is bringing income to big 

transportation companies, big hotels and the big souvenir halls that can accommodate big 

groups. As a matter of fact, Chinese travellers to Bali pay less for accommodation (due to the 

fierce competition in the island) and spend much less that other nationalities. The Horwath 

report found that the average Chinese tourist spends about a quarter of what European or 

Australian tourists do in Bali. Therefore, and interestingly enough, while the proportion of 

Chinese tourist arrivals into Bali is increasing, the economic benefit brought by them is 

reducing the benefit per tourist in the island. 

 

Sabah 

Sabah, one of the two East Malaysian states on the island of Borneo, is a Chinese favoured 

destination. According to Sabah Tourism Board (STB), close to 3 million Chinese tourists had 

visited Sabah since 1997 and new direct flights connecting Chinese cities to Kota Kinabalu 

International Airport has been introduced every year. Sabah continues to attract tourists to the 

state despite recent setbacks, including incidents of kidnapping over the last few years. In 

2016, 33.2% of tourists to the state were from China, and new and additional flights from 

Wuhan, Shenzhen, Shanghai and Fuzhou brought weekly to a total of 79 flights from China to 

Sabah. 2017’s forecast shows a potential average of 33,000 arrivals from China monthly. 

Sabah offers amazing landscapes and a rich culture, where people from different ethnicities 

live in peace and harmony. Sabah’s landscapes range from Mount Kinabalu, the highest 

mountain in South East Asia to the many islands, long sandy white beaches, world-class 

https://en.wikipedia.org/wiki/Borneo
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scuba-diving sites, and marine parks like Sipadan, Pulau Tiga, Tunku Abdul Rahman Park. 

Sabah's lush rainforests is home to unique wildlife and many species of flora endemic to the 

state.  

In addition to this, Sabah is famous for its fresh seafood along with local and international 

cuisines offered in many restaurants, cafes and hawker stalls. 

STB will target incentive groups from China as it has a huge potential because of the many 

large corporations there. It is already working on enticing them to come. Sabah has already 

received some groups and noted that it is ready to host large-scale events. It is very close to 

completing the Sabah International Convention Centre. An estimated USD 7.60 million 

economic impact is expected to flow into Sabah. 

 

Maldives Islands 

The Maldives are a top holiday destination for Chinese tourists, particularly for newlyweds 

on their honeymoon. 

Hotels, agents and resorts offer special room discounts or free meals to newly married couples. 

These special offers may also include complimentary spa visits, or sometimes a simple basket 

of fruit or a bottle of champagne. Most resorts require tourists to apply within six months of 

their marriage date. The Maldives has found a niche market, and knows how to exploit it (see 

the pictures below).  

 

 

Source: Chinese freeware video streaming website created by Tencent 

https: //v.qq.com/x/page/z0321g1zx5l.html 

Picture 2:  Video Image on a Chinese Website Promoting The Maldives. Example 1 
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Source: Chinese freeware video streaming website created by Tencent 

https: //v.qq.com/x/page/z0321g1zx5l.html 

Picture 3:  Videos Images on a Chinese Website Promoting The Maldives. Example 2 & 3 

 

  

Source: Chinese freeware video streaming website created by Tencent 

https: //v.qq.com/x/page/z0321g1zx5l.html 

Picture 4:  Videos Images on a Chinese Website Promoting The Maldives. Example 4 & 5 

 

The Maldives advertisements shout out: personalized attention; dream heaven; walk on the 

beach; wait for the sunset; beautiful star sky; explore the sea world; jet ski; boat trips; snorkel, 

scuba dive, musical nights, knowing our traditions. 

Chinese travellers are by far the largest number of outbound tourists in the Maldives. However, 

the total number of Chinese tourists travelling to the Maldives is already more or less stabilized. 

As a matter of fact, it reduced from 363,626 to 359,514 between 2014 and 2015 (see the 

figures below). 
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Figure 50: Tourists Arrivals in The Maldives by Nationality 

 

 

Figure 51: Evolution of Chinese Outbound Tourists’ Arrivals Chinese in The Maldives 
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With tourism as their life source, the Maldives know that they have to adapt to Chinese tourists’ 

needs, and they are doing so. Beyond offering the convenience of direct flights, visa-free 

entry, and UnionPay banking, all 55 five-star hotels in the Maldives now employ either 

Chinese staff or Mandarin-speaking employees. Also, many Maldivian shops and 

restaurants now accept payments in Chinese Yuan too. 

With its aim to lure 1.5 million Chinese annually in the future, the Maldivian government plans 

to upgrade their Chinese-language websites, offer flight and hotel discounts during 

certain seasons, honeymoon packs, and special itineraries for Chinese tourists. 

Maldives Visitor Survey (MVS) of the Ministry of Tourism conducted a survey in February 2016. 

The most interesting findings regarding Chinese tourists were (see the figures below): 

1. They travel most often not only in their main vacation periods (Chinese New Year, 

Summer Vacation, and Golden Week), but also in winter. 

2. The three main motivations for choosing the Maldives as a destination were its beach, 

underwater beauty and weather. 

3. They mostly travel there to relax, for their honeymoon or to go snorkeling. 

4. Internet and word of mouth are the main sources of information they use for travelling 

there. 

5. Most of them spend 4 to 7 nights there. 

 

 

 

Figure 52: Evolution of Chinese Outbound Tourists’ Arrivals Chinese in The Maldives by 

year and month 
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Figure 53: Outbound Tourists’ Motivations for Choosing The Maldives as a Destination 

 

 

 Figure 54: Outbound Tourists’ Purpose of Visit to the Maldives 
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Figure 55: Source of Pre-arrival Information for Outbound Tourists traveling to The Maldives 

 

 

Figure 56: Number of Nights Spent in The Maldives by Outbound Tourists 
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Sri Lanka 

According to Sri Lanka Tourism Promotion Bureau (TPB), over 270,000 Chinese tourists 

arrived in Sri Lanka in 2016, with China recording the strongest growth of 26.4% compared to 

the previous year. In 2015, 214,783 Chinese tourists arrived in Sri Lanka, making China the 

second largest country with the most number of tourist arrivals. 

The Ministry of Tourism of Sri Lanka is expecting a substantial increase in Chinese tourists, in 

2017, as more resorts and hotels throughout the country are making efforts to cater to the 

Chinese market, and more locals are learning the Chinese language in order to guide tourists. 

Sri Lanka Tourism is continuing its promotion campaigns in major cities across China. In 

addition, Sri Lankan Airlines have direct flights from Mainland China.   

Several Chinese investors have expressed enthusiasm for opportunities in Sri Lanka, because 

of its variety of attractions, such as ancient temples, wild elephants and unspoilt beaches, all 

within close range of each other. The Sri Lanka government has designed the three years, 

2017-2019, as investment years with special concessions to overseas investors. 

 

 

Micronesia 

Forecasts and current data indicate a rosy tourism outlook for the Chinese market, a region of 

thousands of islands scattered in an area of 2.9 million square miles. 

 

Federated States of Micronesia (FSM) 

Chinese investors have big plans for Yap, which receives about 5,000 visitors a year. 

The company Entertainment & Travel Group (ETG) plans to build a mega resort of up 

to 1,500 rooms, coupled with an offer to open a regular, direct airline service from 

China.  

Yap and its atolls have a population of 7,000 people and the island has a land area of 

only 100 square kilometres. The advent of China into the tiny island has polarized the 

community. While the mega-development is touted to contribute a great deal to the 

local economy, not everyone is happy. 

Many Yapese believe that they will be placed into a “native” reservation somewhere on 

their island, and will be reduced to just doing cultural dances for Chinese tourists. 

Besides the social and cultural aspect, observers underscore the underlying political 

and geopolitical issues. In December 2015, FSM expressed its intent to end the 

Compact of Free Association with the United States by 2018. And using what political 

pundits call “check book diplomacy,” China is positioning itself to build alliance with a 

region of key strategic interest to the United States. China is challenging the US 

hegemony in the Pacific Island countries with the US Compacts of Free Association set 

to expire in 2023. 
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Palau 

For the past years, Chinese tourists have dominated Palau’s tourism market with a 

market share of 38.44% in overall 2016 arrivals to 150,000. In Koror, the capital of 

Palau, more Chinese restaurants have sprouted to cater to the outbound China tourists’ 

market. 

Investors from Mainland China have also been showing greater interest in Palau, where 

they have bought apartment buildings and converted them to bed and breakfast 

facilities. Some of them are locally-fronted such as Vacation Hotel, Paradise Resort 

and Nemo Hotel among others. While this investment has been good for the national 

economy, it hurts local tour operators. Many local boat drivers are not happy that 

Chinese businesses are taking over the tour industry, supposedly a protected sector 

exclusive only for Palauan ownership, Locals and Palauan front for Chinese customers 

which takes away from the locals who have invested in their own boats and their 

livelihood depends on it. 

Leasing of lands to new investors has also opened unintended consequences that 

make Palauans unhappy. Displaced families are being evicted from their apartments 

as Chinese investors have taken over buildings and other properties to build lodging 

facilities. Chinese investments have driven up land prices and make it harder for locals 

to purchase/lease land, especially for first time homeowners and those looking to build 

homes. 

Since Palau is a very small island with a population of about 20,000 and scarce 

resources, there is also the issue of its carrying capacity. As the number of Chinese 

tourists on the island has jumped, the potential environmental impact is at the forefront 

of the minds of many locals. Palau Visitor’s Authority has acknowledged that, since 

they have never experienced this much tourism before and the magnitude is really 

giving them a lot of pressure, they are facing many unknown challenges. 

But Palau does not want to become overly reliant on one market. Since early 2015, the 

Palau government has taken measures to limit charter flights from China and has 

introduced not only visa fees (USD 50) but an additional Environmental Impact Fee 

(USD 100), which is to be implemented from April 2017. Although the Environmental 

Impact Fee will result in a 10-20% extra travel cost for Chinese visitors, it is hoped that 

this will increase the exclusivity of holidays to Palau, given the nation sells itself to 

Chinese tourists on the strength of its unspoiled air and beautiful scenery. To date, the 

halving of the number of flights between Palau and China has already had the positive 

impact of increased tourism spending in the Pacific country, in a move also employed 

by other destinations hoping to attract tourists looking for exclusivity and unspoiled 

nature. 

With the same aim of attracting high value Chinese tourists, at the end of 2016, the 

Palau government signed a law to reform its Foreign Investment Law, preventing front 

operations, shutting down foreigners from using Palauan name to establish local 

businesses. The reform was designed to attract high paying investors and limit budget 

traveller accommodations to local businesses. 
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The Commonwealth of the Northern Mariana Islands 

The Commonwealth of the Northern Mariana Islands (the CNMI), in the western Pacific 

Ocean, is becoming a premier destination for high-end Chinese tourists, through 

Mariana Visitors Authority (MVA) marketing efforts and through the marketing efforts 

undertaken by key stakeholders in the travel industry who jointly promote the CNMI in 

China. 

This is one of the reasons there are now more China flights to Saipan, the largest CNMI 

island. Saipan is receiving four weekly’ Beijing Capital Airlines flights from Shanghai; 

three from Beijing; two from Guangzhou; and two from Hangzhou; as well as eight 

weekly flights from Hong Kong. The entry of charter flights and other low cost carriers 

flying non-stop from major cities in China to Saipan also helped in the growth of tourism 

here: China Eastern, Dynamic, Sichuan Airlines, Hong Kong Airlines and low cost 

carrier counterpart Hong Kong Express have daily non-stop flights. 

Chinese arrivals to the CNMI has increased since the fiscal year 2006. MVA records 

show that Chinese arrivals, including tourists from Hong Kong, were 38,385 in 2006, 

while in 2016 they climbed to 206,538, without Hong Kong tourists, a 438.07% 

increase, the highest the CNMI has seen since. Chinese arrivals made up 41.18% of 

total visitor arrivals in 2016. 

Chinese investments also poured in with Hong Kong-based Imperial Pacific 

International the biggest contributor to the Northern Mariana Islands’ economy with its 

multi-million dollar casino resort project. Car rentals, grocery stores, restaurants, shops, 

tour agencies and even wedding photography have sprouted with the latter attracting 

wealthy Chinese couples who dream of experiencing a romantic exchange of “I Dos” 

at the beach with the setting sun as background. 

Garapan, Saipan’s central business and tourism district, is the place where most China 

tourists’ activities concentrate. This has brought some negative impacts to this part of 

the city, in particular related to traffic. Now there are morning and afternoon rush hours, 

and parking has become a nightmare. Chinese tourists who are not familiar of CNMI’s 

traffic rules have also caused some problems on the road, with some drivers stopping 

in the middle of the road without warning, or making sudden turns that almost cause 

accidents. CNMI’s officials know that they need proper urban planning in order to solve 

key issues like the environment, traffic, and zoning. Otherwise, they may be totally 

overrun and unprepared for the volume of Chinese travellers.  

Recently manpower restrictions imposed by U.S. Congress is hindering the overall 

tourist experience of CNMI/Saipan, due to longer waiting times for U.S. Immigration 

clearance. 

 

 

Guam 
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With an economy heavily relying on tourism revenues, industry forecasts predict China 

to emerge as the third-largest source market for Guam by 2020. Riding on the island’s 

proximity to China, the Guam Visitors Bureau (GVB) created a 2020 tourism roadmap, 

with plans to attract 100,000 Chinese tourists without a visa waiver, and 350,000 with a 

visa waiver. According to GVB, a visa waiver status or interim parole authority is the 

greatest economic opportunity for the island. But even without the visa waiver, in 2016, 

visitors from Mainland China (21,359) grew by 51.3%. 

 

 

Hawaii Islands 

Like the Maldives, Hawaii is another island paradise that is becoming increasingly popular with 

Chinese tourists. 

While it is part of the US, Hawaii is mentioned separately due to its appeal. It is vastly different 

from the American mainland, thanks to its exotic islands’ charm, tropical year-round 

weather, volcanoes and inviting waters and waves. 

In 2015, around 181,000 Chinese tourists arrived to Hawaii (vs. 161,375 in 2014), spending 

USD 408.6 million to boost the Hawaiian economy. Hawaii Tourism China (HTC) predicts that 

360,000 Chinese tourists will visit Hawaii by 2020. 

Like the US, Hawaii stands to gain from the 10-year multiple entry visa deal – so much so 

that several airlines, such as Hawaiian Airlines, China Eastern Airline, and Air China have 

increased their China to Hawaii direct flights. Recently Brandstory Asia has been appointed to 

promote Hawaii to Asians. Due to all this Hawaii is quite positive that it will accomplish its goal 

of capturing more Chinese travellers. 

 

Mauritius 

According to Mauritius Tourism Authority (MTA), roughly 80,000-90,000 Chinese tourists 

annually have paid visits in recent years. The country hopes the figure could go up to 100,000 

in 2017 and reach as much as 200,000 in years to come. MTA is aiming to attract to "the pearl 

on the Indian Ocean" more China tourists, in particular from the following segments: family, 

honeymoon, outdoor sports and golf-themed tours. The country is also looking to woo more 

Chinese guests for meetings, incentive travel, conventions and exhibitions (MICE). 

Air Mauritius has opened direct flights between Mauritius and Beijing, Shanghai, Hong Kong, 

Guangzhou and Chengdu. 

An increasing number of local hotels have employed Chinese speaking staff to offer better 

experiences for Chinese tourists. And Chinese foods have been added to the menu. 

Mauritius' clean air, white beaches, and a superb natural environment are very attractive to the 

Chinese, as well as the island's unique animals and vegetation, and aboriginal culture and 

history. In addition, the country regularly hosts various festivals and events. Thrilling outdoor 

programs have also been held to cater to the needs of those Chinese tourists with an 

adventurous spirit. 
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According to MTA, Mauritius has a very good image in China, in light of recent surveys’ results. 

Mauritius was named the number one destination in a survey by the China National Tourism 

Administrative and Mafengwo.com. It was also named the best destination for families in 2015 

by Best Travel Media of China and gained an award in 2015 for being a wedding and 

honeymoon destination, among others. 

 

 

Seychelles Islands 

In 2014, Seychelles received The Best Island Travel Destination award from Best Travel 

Media –one of the most influential tourism industrial media in China4.  Seychelles is the 

only island state which received The Best Island Travel Destination award (see the picture 

below). 

 

 

Picture 5:  Seychelles Received The Best Island Travel Destination Award from China Best 

Travel Media 

 

Seychelles offers picturesque beaches along the Indian Ocean, hiking routes and an exotic 

culture. The Chinese love walking their long and big beaches and want to explore the natural 

reserves. 

                                                

4 China’s Best Travel Media reaches over 200,000 professionals in the travel industry. 
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The 115 islands of Seychelles are categorized into the granitic inner islands cluster and the 

coralline outer islands. 

Visitors can see flora and fauna that cannot be seen anywhere else as it is endemic to the 

Seychelles. They range from the iconic sea coconut (“coco de mer”) to the Aldabra giant 

tortoise, one of the largest tortoises in the world. 

Since Seychelles were ruled by the French and the British, their history is based on five 

cultures: British, French, African, Indian and Chinese; and their food are impregnated with 

flavours from all those five cultures.  

Safety is a main advantage the Seychelles has in attracting Chinese tourists that pay a lot of 

attention to this. The Seychelles is very safe, politically stable, with low criminality (although, 

beware of pickpockets), and there are no earthquakes and no typhoons. 

Another factor that attracts Chinese tourists that want to learn about history and culture, and 

gain some knowledge during their holiday, is that in the Seychelles, they always have 

something new to do, some new colourful event to participate in. 

According to the latest statistics published by the National Bureau of Statistics (NBS), out of 

the 217,636 visitors that disembarked in Seychelles 13,080 (i.e., around 6%) were from China 

-an increase of 7% from the previous year.  

When the Seychelles Tourism Board (STB) established its first office in China in 2011, the 

islands received only 2,120 Chinese tourists per year. Currently, STB has three offices in 

China, in Beijing, Shanghai and Hong Kong. The offices have been working with their Chinese 

partners to promote the Seychelles as a destination for Chinese visitors.  

In 2015, most Chinese visitors reached the Seychelles by catching flights from various transit 

points. The Seychelles authorities worked closely with their Chinese counterpart and a 

Chinese tour operator, so that now Air Seychelles operates with a direct flight between Beijing 

and the Seychelles. This is expected to bring an additional 25,000 Chinese tourists annually. 

China is the main emerging market in which STB will focus on. At the present they are highly 

focused on increasing the awareness of Seychelles even further with more FAM trips and 

media trips for the region.  

The Chinese filmed in Seychelles islands two episodes of the most famous China reality show: 

"We Are in Love". It was broadcasted in China in 2016. As a result, STB expects to get more 

Chinese tourists. 

STB has also established an exchange program with Chinese tourism schools to make it easier 

for local hospitality staff in Seychelles to communicate with Chinese tourists. STB also worked 

with China Union Pay, and two major banks in Seychelles now accept UnionPay credit cards. 

In the future, STB’s focus in China will be on social media and consumer promotion. 
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Annex 5: Attracting China Outbound Tourists 
(ACOT) to CIVITAS DESTINATIONS' sites 

 

1. INTRODUCTION 

Around 81% of the Chinese tourists that come to Europe visit EU countries. However, Europe 

occupies only the third place among the regions visited by Chinese tourists. Worldwide 

competition to attract Chinese tourists is fierce, and the recent terrorist attacks are 

discouraging a proportion of them to travel to what they consider unsafe European countries. 

This is why the European Commission (EC) is undertaking a number of communication and 

promotion activities to enhance the visibility of Europe as a tourist destination in China. They, 

together with the CNTY, are organising the EU-China Tourism Year (ECTY) 2018. This is a 

very timely opportunity for DESTINATIONS sites. In fact, Valletta, as the European Capital of 

Culture 2018, already shows this in the ECTY 2018 website (www.ecty2018.org, where 

information is just provided in English). 

 

Although it is certainly true that DESTINATIONS sites cannot themselves control issues, such 

as their national visa procedures or the initiation of direct flights from China, they can and shall 

develop and implement a timely strategy aimed at attracting a larger number of Chinese 

tourists, and providing them with a customized service, that can make them happy and willing 

to spend money on-site and recommend their friends to come. This strategy shall be 

implemented in cooperation with all relevant local tourism stakeholders (i.e., tour operators 

and travel agencies, transport companies, hotels, museums, shops, etc.), which shall be 

appropriately trained on the cultural differences and specific needs of Chinese tourists. 

DESTINATIONS sites shall benefit from benchmarking what Chinese premium outbound 

destinations and Asian islands have done to successfully attract Chinese travellers.  

 

Certainly, the very first thing to do before defining a strategy is to decide which segments of 

the China market the DESTINATIONS site wants to focus on. Based on the replies to 

Questionnaire #2, below summarizes the sites’ focus. 

 

 

 

 

 

 

 

http://ecty2018.org/
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Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

Big 

Groups 

( >12 people) 

- X - X X X 

Small 

Groups 

(8-12 people) 

X - X X - X 

Families - X X - X X 

Couples X X - - X - 

Individuals X - - - - - 

Weddings - - - - - - 

Honeymoons - - X X - - 

MICE* - X - X - X 

Investors - - - X - X 

Students - - - - - - 

*MICE: Meetings, Incentives, Conferences and Exhibitions 

Table 1: Segments of the Chinese Outbound Tourism Market DESTINATIONS sites would 

like to get 

 

Given the characteristics of DESTINATIONS sites and Chinese outbound tourism trends it 

would be advisable for the sites to focus on independent travellers whether travelling in small 

groups of 8 to 12 people, with the family, in couples, or as individuals. And thereby: 

 

 Big groups are a target for: Gran Canaria, Malta and Cyprus. 

 Small groups are a target for: Madeira, Elba, Malta and Cyprus. 

 Families are a target for: Gran Canaria, Elba, Crete and Cyprus. 

 Couples are a target for: Madeira, Gran Canaria and Crete. 

 While individuals are only a target for: Madeira. 

 Weddings are a target for: Elba, Malta and Crete. 

 MICE are a target for: Gran Canaria, Malta and Cyprus. 
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 Investors are a target for: Malta and Cyprus. 

 

The second thing to do before defining a strategy is to decide how the site would like to see 

the Chinese tourists arriving and leaving. Here, as expected, all DESTINATIONS sites would 

like them arriving and leaving by plane. Elba, because of its reduced availability of flights, 

would also welcome them coming from other Tuscany destinations by ferry. Most of the sites 

(Gran Canaria, Malta, Crete and Cyprus) would also like to see Chinese arriving there as part 

of a cruise. While only Crete claimed to welcome them arriving by any mean of transportation 

in particular sailboat and helicopter (see the table below). 

 

 

 
Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

plane X X X X X X 

cruise - X - X X X 

ferry - - X - - - 

sailboat - - - - X - 

helicopter - - - - X - 

Table 2: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they Arrive or Depart 

 

Afterwards and because it is linked to the target segments, it is key to define how the site would 

like Chinese tourists to travel in the cities and around the island.  

 

In the cities, most DESTINATIONS sites (but Gran Canaria and Malta) would like Chinese 

tourists to walk. To use a rented bike (very popular in China these days) is only foreseen in 

Crete and Cyprus. To travel by public transportation is only desired by Madeira and Gran 

Canaria. To travel by coach and rented car is desired by Elba and Malta and to travel by taxi 

is desired by Gran Canaria (see the table below). 
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Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

coach - - X X - - 

bus or tram 

public 
X X - - - - 

rented car - - X X - - 

taxi - X - - - - 

Rented 

motorbike 
- - - - - - 

walking - - - - X X 

Table 3: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they visit its Ciity / Cities 

 

 

Around the island, most DESTINATIONS sites would choose the following transport modes for 

Chinese tourists to move around: coach, public transportation, and rented car.  

 Coach: Madeira, Elba, Malta, and Cyprus. 

 Public Transportation: Madeira, Gran Canaria, Crete, and Cyprus. 

 Rented Car: Gran Canaria, Elba, Malta, and Crete. 

(See the table below) 
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Madeira 

Gran 

Canaria 
Elba Malta Crete Cyprus 

coach X - X X - X 

bus or tram 

public 

 

X X - - X X 

rented car - X X X X - 

taxi - - - - - - 

Rented 

motorbike 
- - - - - - 

Rented bike - - - - - - 

Table 4: Chinese Tourists’ Mobility behaviour DESTINATIONS sites would like to have when 

they move Around the Island 

 

 

Once these steps, which are all related to the segments of the Chinese tourism market that 

DESTINATIONS sites aim to attract, have been completed, the strategy for the Chinese market 

shall be defined around the following three main pillars: 

 

1. Branding and positioning of the destination in the Chinese market.  

2. Customization of products and services to Chinese tastes and preferences. 

3. Close and continuous follow-up of the evolution of Chinese tourists’ attitudes to the 

DESTINATIONS site, to further and more adequately customize its products and 

services.  

 

 

2. BRANDING AND POSITIONING IN THE CHINA MARKET 

 

2.1. MESSAGE TO SEND 

The first step to position the DESTINATIONS sites in China would be to choose the message 

to be sent, and the graphic elements that would be associated to it, taking into account that 

world competition to attract Chinese tourists is strong, and that Chinese tourists are looking 

unique world experiences.  
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To build their unique message for the China market DESTINATIONS sites shall use their 

unique historical and heritage sites; and/or unique famous people; and/or famous movies 

shooted there and/or unique food or drink. The message would be more easily reached if 

supported by photographs, a very important travelling motivation for the Chinese. 

As part of their branding, DESTINATIONS sites shall emphasize in particular their cultural 

assets, since Chinese tourists are drawn to places like London or Paris and their museums, or 

Beethoven’s home town (Salzburg), because of their culture heritage. Culture is, in fact, the 

main reason that attracts them to Europe. 

 

 

2.2. CITIES TO FOCUS ON 

The most developed areas of China generate most outbound tourists. In fact, much of the 

surge in outbound travel has been driven by higher-income consumers, who are mainly 

clustered in major urban centres. Guangdong, Yunnan, Guangxi, Liaoning, Heilongjiang, 

Fujian, Shanghai, Beijing, Inner Mongolia and Zhejiang are the main provinces sending 

Chinese tourists and, therefore, a broad priority for DESTINATIONS’ sites. Second-tier cities, 

such as Nanjing, Hangzhou and Chengdu, shall also be a priority because of the increasing 

number of the middle class population living there. 

 

2.3. INFORMATION CHANNELS TO USE 

Since Chinese travellers look for information on destinations via official websites, travel 

agencies websites, friends and relatives and social media (see the figure below.) it is extremely 

important for DESTINATIONS sites to adequately position themselves using these information 

channels, as well as provide Chinese with the categories of information they are looking for 

(see the figure below) . 

 

Figure 1: Chinese Outbound tourists Information Query Channels 
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Figure 2: Chinese Outbound tourists Information Search Category 

 

It is also very important that all this information is provided in Chinese, since most Chinese 

people do not understand other languages or have a hard time with them. Therefore, they feel 

more secure and comfortable before and during their trip if the site’s information is offered to 

them in their own language.  

Because of internet controls in China, the online information dissemination channels should 

be the ones available in that country and that are part of Chinese people’s everyday life (see 

the figure below). 

 

 

Figure 3: Research Resources used by Chinese Outbound Tourists for Planning Their Trips 
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Broadcasting a film shot on site in China could be the most effective information channel 

and branding strategy for DESTINATIONS sites, particularly if the film has been shot by a 

famous Chinese director. However, as already explained in this report, for this channel to be 

used, the site would need to invest a significant amount of money in developing and 

implementing a successful strategy. 

 

 

2.4. ONLINE STRATEGY 

China has the world’s biggest online use. Most Chinese people use the Internet to search 

for travel information. They plan where they will go and what they will purchase before their 

trip. Most of them search online information in Mandarin using  websites5 , forums-blogs, their 

local search engine (i.e., Baidu), and social networks such as WeChat and Weibo (see below 

in this report). The figure below summarizes how Internet is being used every 60 seconds in 

China. 

 

Figure 4: How Internet is Being Used Every 60 Seconds in China 

                                                

5 Over 50% of Chinese travellers compare information from at least 2 websites, while 18% of them compare 

information from at least 3 websites, and 9% of them from at least 4 websites. 
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DESTINATIONS sites shall use online media (and to the extent possible just Chinese online 

media) to develop their brand in China and promote their unique assets. The development and 

implementation of a Chinese online media strategy would allow them to:  

 

 Reach their Chinese target population more precisely. 

 Build a community around their services/products and get feedback on them. 

 Create the positive image of being connected to Chinese tourists. 

 Get anticipated online bookings, if links to accommodation’s websites are made 
available. 

 

Building a Website 

Since for most Chinese travellers, their search for travel destinations begins online, 

DESTINATIONS sites shall plan to have their website translated in Mandarin or, even better, 

to launch a website in Mandarin, in line with Chinese tastes and hosted in China. The latest 

is due to the fact that, because of China’s internet restrictions, Google cannot be used in China 

and finding information through Baidu (China’s leading searching engine www.baidu.com) from 

websites hosted in servers from other countries is quite often very limited. The website shall 

also be mobile-friendly, since most Chinese people do not use a computer when performing 

on-line searches6. 

To have a website hosted in China it will be necessary to register a domain with a “.cn” 

extension and to follow a moderately complex legal procedure. However, having a website 

hosted in China would also permit an increase in the downloading speed of pages, as well as 

the optimal indexation in the search engine, Baidu. It would be advisable for DESTINATIONS 

sites, then, to optimize their website for Baidu and then work on referencing it7 (see the figure 

below for an example of a search performed at top.baidu.com).   

 

                                                

6 China, there are over 1.1 billion mobile phones. Mobiles annual growth rate has been around 95%, while PC 

annual search volume growth rate has been less than 4%. The Chinese speak, chat, share, consult and pay 
purchases all on their mobile phones. According to the China Internet Network Information Centre, more than 90% 
of the estimated 731 million Chinese web users can access the Internet via a smartphone. 

 
7 According to Baidu, Chinese people searched the keyword ‘travel’ 120 million times on the portal. Outbound travel 

search volume increased gradually with a 35.15% growth rate, faster than domestic travel search one of 17.7%. 
Younger highly educated tourists dominated the outbound tourism market on Baildu. Outbound travellers aged 
between 20 and 29 were the largest outbound tour group. 
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Picture 1:  Screen Shot of the Web: www.baidu.com 

 

 

The website of a DESTINATIONS site shall have the following customized content as a 

minimum: general introduction; description of its natural environment; history and cultural 

background; unique in the world features; best locations and times of the day for taking 

pictures, in particular idyllic or romantic places and famous people related to the site.  

In addition, the websites should include information on UNESCO sites; must see buildings, 

museums, archaeological sites, natural spots, and other attractions, as well as their opening 

times and prices; other attractions and their opening times and prices; recommended tourist 

routes and new tourist products and services.  

Further information should be included on traditional products, shops where they can be 

acquired and their opening times; other shopping options (in particular, luxury shops) and their 

opening times; typical food and drinks, and most singular restaurants; outdoor activities and 

sports; films that have been shot there, and their filming locations; accommodation alternatives 

and price range; local and international events, and their location, timing and prices.  

Additionally, websites should include maps with points of interest; pictures of all important 

attractions and landscapes; relevant activities and events during the peak Chinese traveling 

periods; how can the site be accessed from China; transportation alternative modes, and their 

timetables and prices to move around in the cities and in the island; nearby tourist destinations; 

contact data. 

t would be convenient for the website to have a “useful local language phrases” section with 

sentences written in the local language and in Mandarin, such as: “Where is...?”, “Can I pay 

with this credit card?”, “I would like to go to ...”, etc. It would also be desirable if the website 

could have links to local hotels, attractions, and events, so that Chinese travellers could directly 

make their advance bookings. 

DESTINATIONS sites shall also make very clear in their Mandarin websites their extremely 

good environmental quality, and how much attention they have been paying to preserve it, 
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for instance by implementing urban transportation policies that reduce air pollution and 

traffic congestion. This shall be of particular interest to Chinese travellers seeking respite from 

heavy polluted cities. 

In this respect, it would be advisable that DESTINATIONS sites include in their websites 

detailed information (locations, updated timetables and prices) about more environmentally 

friendly transportation modes, to move around both in the cities and in the island, and about 

free-car zones. For those that still want to rent a vehicle, websites should include information 

about rental shops, petrol stations and public parking’s’ locations, operation times, and prices. 

The physical appearance of the website is also very important, in particular, because 

Chinese and Occidental people tastes’ are not always alike. Since Chinese people are very 

fond of pictures, including as much scenic information as possible is viewed positively. 

Including stories around important historical events and/or people associated with the site 

would also be positive, since it would help Chinese travellers retain information about the 

destination, as typically, they are not very familiarized with European history and culture.  The 

aim shall be to make the website for potential Chinese tourists attractive, very helpful, 

trustworthy, reliable, up to date, and useful8. 

Since Chinese tourists like to share online ideas, experiences, opinions and suggestions with 

their family and friends, before making a decision, it would be important that the websites of 

DESTINATIONS sites have links to the site’s accounts in Chinese social networks, such 

as Weibo and WeChat (see below in this report.)  

When building a website that would allow for bookings and payments, DESTINATIONS sites 

shall keep in mind that most Chinese travellers do not use VISA or MasterCard, but they use 

Union Pay Card and mobile payment systems, such as WeChatPay (accessible through 

WeChat –see below in this report) and Alipay (accessible through Weibo –see below in this 

report)9. For this reason, it is also important to clearly show in the website the names and 

locations of currency exchange bureaus since in many cases Chinese may not have other 

options but to pay with cash. 

 

As benchmarking examples, see annexes 6 and 7, which show the experiences of Canada 

and Spain in building their Chinese market websites. The Spanish one is very relevant, not 

only because Spain is a DESTINATIONS country, but also because the recently developed 

website is in Mandarin and hosted on a Chinese server. 

 

Having a presence in Chinese Social Networks 

                                                

8 For the Chinese travellers, the most credible, trusted source of information about a particular destination is its 

official website, where there is no commercial intention to sell specific brands, products or services. 
9 In China, mobile payments have become the most popular payment method. Currently, 304 million Chinese use 

some type of online payment. A number of studies predict that this figure will increase to 745 million, more than 
50% of the country's population, in the next 2 years. 
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Chinese people make very intensive use of their social networks10 91% of Chinese Internet 

users have at least one account on one of China's leading social networks. Social networks 

play a special role in the area of tourism, since Chinese people use social media to gather 

from other travellers precious information about the destination they are considering travelling 

to. This is not difficult at all, since Chinese tourists tend to publish in at least one Chinese social 

media outlet the photos, memories and experiences of their travels.   

Destinations that have an active presence in Chinese social media have proven to increase 

their number of Chinese visitors. When celebrities, such as Chinese film and television stars, 

or famous Chinese bloggers have been used to generate a buzz in the social network circle, 

results have improved considerably (see the example of New Zealand in annex 9).  In China 

there are bloggers with 17 million followers of all ages. Bloggers write about and document 

(i.e., with a video) their trips, helping Chinese tourists become familiarized before travelling 

with those destinations they have visited. For the destination this trip’s follow-up is basically 

one more marketing activity, since bloggers in China do write and document their travels for 

free. On the contrary, famous bloggers’ services are quite expensive these days, since there 

is strong competition to have them. 

Sina Weibo, China’s version of a hybrid between Facebook and Twitter is the most popular of 

China's micro-blogging service. It has 340 million monthly active users (30% up on the previous 

year). About 154 million people use the site daily, 91% of who access it via their mobiles. 

Weibo is the preferred platform for most Mainland Chinese newspapers and TV stations, which 

have millions of followers. Weibo has become the branding social media tool to use in China. 

In 2016, it got an annual growth of 89% in revenue from brand advertising. The top 20 clients 

invested 200% more than the previous year, in this type of advertising. Small and medium-

sized businesses and self-service people invested 97% more than the previous year in brand 

advertising. DESTINATIONS sites could also launch marketing campaigns in Weibo. Through 

their Weibo account, sites could post videos on Youku, the biggest Chinese video-sharing site 

(i.e., the Chinese version of Youtube)11 –see the picture below. 

 

                                                

10 Facebook and Twitter are not allowed in China 
11 Last year, seeing how popular live streaming video was becoming, Weibo launched its own live streaming app, 

Yizhibo, nicknamed "Yi". But, Youku still remains the most popular video-sharing site in China. 
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Picture 2:  Screen Shot of the Web www.youku.com 

 

Tencent's WeChat (China's answer to WhatsApp) had 938 million monthly active users, an 

increase of 23% from the previous year. WeChat is the preferred platform for Chinese people 

to share their travel experiences (see the figure below). WeChat, originally created to connect 

friends, is now being used by brands to connect with consumers. However, until now and 

despite the fact that users are spending more time on WeChat12, they have not been following 

official accounts for brands or companies. The majority of official accounts have less than 

10,000 followers and only 15% of consumers claim to have purchased a product through an 

official account. This is why businesses are getting creative with WeChat and are developing 

games, offering coupons, and distilling information on their official corporate WeChat page to 

encourage users to interact with their brand. To increase the number of followers, companies 

post their WeChat QR code for people to scan, which has proved to boost the brand’s appeal. 

One method of advertising that WeChat allows is the opportunity for businesses to send one 

message per day to their followers, which can include coupons, promotions, or other various 

marketing products. For DESTINATIONS sites to efficiently use Wechat as a B2C marketing 

channel, it would be advisable to use QR codes, send coupons/promotions, accelerate the 

branding process by using key opinion leaders, such as celebrities, famous people and 

bloggers. 

                                                

12 According to figures from the China Tech Insights Report, one third of WeChat’s monthly active users spend 

more than four hours per day on this messaging app; two times more people than previous year. The average daily 
time spent on WeChat has also increased in 2016, now it is 66 minutes.  
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Figure 5: Chinese Outbound Tourists' Preferred Platforms to Share Their Travel Experiences 

 

The success of mobile messenger WeChat has challenged Sina Weibo in recent years. But 

Sina Weibo has remained competitive by making a number of strategic partnerships that have 

given host to an array of new functions. In 2014, as a response to WeChatPay, e-commerce 

giant Alibaba, which owns a 31.4% stake of Weibo, helped boost the platform's e-commerce 

capabilities with the introduction of "Weibo Payment" that enables users to shop online using 

the service. Given the still strong competition Weibo and WeChat face in China, it would be 

wise for DESTINATIONS sites to have a presence in both leading Chinese social networks. 

Through them, DESTINATIONS sites could launch a number of marketing initiatives aimed at 

accelerating their brand building process in the Chinese market. For instance, sites could 

launch online photo contests and upload the pictures of the finalists on their website to motivate 

Chinese travellers to visit the contests’ photo album, as an excuse to attract them to their 

website. 

As benchmarking examples, see annexes 8 and 9 that summarize the experience of Australia 

and New Zealand using Weibo. 

 

2.5. TRAVEL AGENCIES 

The fact that Chinese people use the Internet as a tool to teach, plan, discuss, share, and 

make decisions about travelling abroad, does not mean that they do not need travel agencies: 

still over 80% of Chinese travellers booked off-line, and a very significant part of the online 
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bookings are being done through an online travel agency13 (see the figure below). Even FIT 

frequently use travel agencies because of lack of time and convenience in getting everything 

easily organized. Chinese travel agencies advise travellers on the best and most popular 

destinations, and on accommodation alternatives and how to deal with the on-site logistics. 

Furthermore, travel agencies ensure transactions and trade (insurances, quote, order tracking, 

invoicing and payment collection), and manage claims and reimbursements as well. 

 

 

Figure 6: Chinese Outbound Tourists' Tour Booking Channels 

 

 

In China, there are currently some 26,200 licensed travel agencies, only 8% of which are 

allowed to operate in outbound tourism14. These agencies are mainly gathered around Beijing 

and Shanghai, as well as in Zhejiang and Jiangsu provinces. 

 

The most important on-line travel agencies in China are shown below. For more information 

about them, refer to annex 10. 

 

                                                

13 C-Trip, the largest online tourism channel in China, has opened over 5,500 retail outlets in 22 provinces, and in 

second-, third-, and fourth-tier cities across China. The company plans to increase the number to 6,500 by the end 
of 2017. With this move, Ctrip is now also expected to become the largest offline tourism retailer and services 
provider in China. 

 
14 In China, business travel agencies are under strict state regulations. They hold a license issued by CNTA (China 

National Tourism Administration), after proven to possess managerial professional competence, financial security 
and professional liability insurance. The CNTA is competent for inspecting travel agencies and punishing those 
offering illegal or unauthorized overseas travel services and unapproved destinations. 
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Figure 7: On-line Travel Agencies in China 

 

DESTINATIONS sites shall, therefore, address their branding efforts in China also to off-line 

and online travel agencies and participate in B2B tourist events such as forums, fairs and 

congresses. With the same purpose, sites shall be in contact with traditional Chinese media to 

disseminate information in Chinese tourist professional circles and support B2B operators with 

their PR and social media work. 

 

2.6. FAMILIARIZATION TRIPS (FAM TRIPS) 

Familiarization Trips (FAM Trips) have been used strategically by destinations all over the 

world to quickly build their brand in the Chinese market. During these trips Chinese outbound 

tour operators, travel agencies and well known travel media (both traditional and bloggers) are 

invited (all expenses included) to the destination for about a week (included the arrival and 

departure days). This gives them an insight into the destinations’ tourism resources and 

culture, as well as an opportunity to communicate face to face with local tour operators and 

agencies.  

In some cases, this has been reinforced by also inviting a popular Chinese person that has a 

wide broadcasting presence in Chinese traditional and/or in social media. It is likely that this 

requires paying an additional service fee to this person. This is standard practice if there is a 

need for this person or for media to develop a special product, such as a video, during the trip, 

to be broadcasted later in China. 

Many Asian, African, American and European regions have for many years been organizing 

FAM trips as part of their branding strategy for the China market. DESTINATIONS sites shall 

profit from their previous experience and build upon it to organize FAM trips aimed to show 
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Chinese tour operators, travel agencies and media the unique assets all sites have. 

DESTINATIONS sites will need to allocate enough budget to organize successful FAM trips 

as described below15. 

A successful benchmarking example for DESTINATIONS sites is Finland. Visit Finland has, 

for many years arranged tour operator FAM trips all year round from the Chinese market, 

concentrating on FinRelax, Finnish Archipelago, StopOver Finland, Culture Finland and 

Outdoors themes. They have also arranged FAM trips addressed to incoming-agencies 

working with Chinese customers introducing Finnish summer products for leisure travellers 

and new winter products. Their aim has been to increase Chinese knowledge of Finland as 

versatile tourist destination and to ensure Finland a better visibility in Chinese tour operators 

and incoming-agencies’ programmes. 

Another one is Thailand, which has also organized FAM trips for tour operators and product 

managers from China to show them the diverse range of high-quality tourist attractions and 

services in different parts of the country. For instance, last year the Tourism Authority of 

Thailand (TAT) in cooperation with partner airlines16 organized the “Product Manager Business 

Trip 2016” (Between 29 October-4 November, 2016) to help the Chinese tour operators update 

their offers to their respective guests and clients. The trip covered products and services in 

Bangkok, Rayong, Pattaya and Samui17. TAT encouraged local tour operators to classify their 

tour packages in Silver, Gold and Premium categories to make it easier for the Chinese agents 

to sell. 

A different version of a FAM trip is what Greenland did in March 2014: to host a combined 

travel mart, FAM trip and workshop under the name “Chinese Arctic Travel Summit” which was 

the first of its kind ever in Greenland focusing on the Chinese outbound market. The goal was 

to increase awareness of Ilulissat and of Greenland in general not only as a winter destination, 

but also one that could cater to Chinese segments before or after the main season from June 

to mid-August. Chinese participants were spoiled with numerous excursions, including a trip 

to the inland ice in Air Greenland’s legendary S61 helicopter upon arrival to Kangerlussuaq, 

plus a fixed-wing airplane trip as well in Ilulissat. Other highlights included snowshoeing at the 

world heritage site, a town tour, and riding snowmobiles to Oqaatsut/Rodebay. Also a very 

high standard fashion show was organized with furs from Great Greenland, and latest trends 

from Isaksen Design and Nuuk Couture, and all evening dinners were specially created by 

master chef Jeppe Ejvind Nielsen with a focus on local food with an Asian touch. 

 

                                                

15 Based on the replies to Questionnaire #2, so far, only Malta has already assigned a reasonably realistic budget 

to the China market. Most DESTINATIONS’ sites would like to organize FAM trips, but the budget indication they 
gave is not realistic, unless they team with private tourist stakeholders (such as hotels, shops, museums, 
transportation companies, and airlines) to get sponsorship. 
 
16 The trip was supported by Thai Airways International, Bangkok Airways, Thai AirAsia, Thai Smile Airways, Nok 

Scoot Airline, China Eastern Airlines, China Southern Airlines, Spring Airlines, Hainan Airlines, and the Airports of 
Thailand (AOT). 
 
17 The FAM trip also included two business networking sessions with Thai tourism operators in Pattaya, for all 
Eastern Region participants, and another in Bangkok, for operators in the Thai capital and surrounding areas. TAT 
has invited more than 100 local tour operators in Bangkok and Pattaya to join. 
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2.7. MAKE LAUNCHING CAMPAIGNS AND ONE-TIME PROMOTIONS 

The Chinese show interest in one-time promotions and bargains. But they are not so interested 

in seasonal sales. Prime Chinese tourist destinations have, therefore, been making with 

success one-time promotions at the Chinese peak travelling periods, and during their low 

season. They had addressed them to different target groups, such as families, and couples. 

And have also launched them for particular events, such as weddings or honeymoons. These 

advertisement campaigns have been shown at different locations, such as shops and hotels, 

and sometimes included a raffle, with the main prize being a trip to the destination. This 

strategy worked, for instance, very well for the Maldives. 

Leading Chinese tourist destinations have also prepared preferential travel packages for 

Chinese people belonging to a specific group, such as governments, schools, and universities.  

DESTINATIONS sites shall learn from other destinations’ successful experiences, and 

similarly promote specific holiday vacation deals, and launch advertisements campaigns. Sites 

shall do this in particular for the peak time that Chinese tourists visit Europe, which last year 

was the third quarter of the year, around China’s National Day –the so called "Golden Week", 

a 7 -day holiday from October 1st to 7th (see the figure below). They shall do it as well for the 

other main Chinese vacation times, namely: Chinese New Year, Labour Day, and summer 

school vacation. See below the 2017 / 2018 / 2019 Chinese Public Holiday Calendar. 

 

 

Figure 8: Most Outbound Visited Destinations During Chinese Peak Vacation Seasons 
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  2017 / 2018 / 2019 Chinese Public Holiday Calendar 

Festival Date 
Legal 

Holidays 
2017 days off 2018 days off 2019 days off 

New Year's 

Day 
Jan. 1 1 day 

Dec. 31, 2016 - 

Jan. 2, 2017 

Dec. 30, 2017 - 

Jan. 1, 2018 

Dec. 30, 2018 - 

Jan. 1, 2019 

Chinese New 

Year 

subject to 

the lunation 

3 days (the 

first three 

days of the 

first lunar 

month) 

It falls on Jan. 28. 

The holiday is 

from 

Jan. 27 to Feb. 2. 

It falls on Feb. 16. 

The holiday is 

from 

Feb. 15 to 21. 

It falls on Feb. 5. 

The holiday is 

from 

Feb. 4 to 10. 

Qingming 

Festival 
Apr. 4 or 5 1 day 

It falls on Apr. 4. 

The holiday is 

from Apr. 2 to 4. 

It falls on Apr. 5, 

2018. The holiday 

is from Apr. 5 to 

7. 

It falls on Apr. 5. 

The holiday is 

from Apr. 5 to 7. 

May Day May 1 1 day Apr. 29 - May 1 Apr. 29 - May 1 May 1 

Dragon Boat 

Festival 

the 5th day 

of the 5th 

lunar month 

1 day 

It falls on May 30. 

The  

holiday is from 

May 28 to 30. 

It falls on Jun. 18. 

The holiday is 

from Jun. 16 to 

18. 

It falls on Jun. 7. 

The holiday is 

from Jun. 7 to 9. 

Mid-Autumn 

Day 

Aug. 15 

according to 

the lunar 

calendar 

1 day 

It falls on Oct. 4, 

within the  

National Day 

holiday. 

It falls on Sep. 24. 

The holiday is 

from Sep. 22 to 2. 

It falls on Sep. 

13. The holiday 

is from Sep. 13 

to 15 

National Day Oct. 1 
3 days  

(Oct. 1-3) 

Oct. 1-7 

(be prolonged to 

Oct. 8th) 

Oct. 1-7 Oct. 1-7 

Table 5: Chinese Public Holiday Calendar 

 

 

2.8. CUSTOMIZATION OF PRODUCTS AND SERVICES TO THE CHINESE 
TASTE 

For Chinese people, a good memory of a place visited is as important as having been there. 

A satisfied Chinese tourist not only spends more at the destination, but what may be even 

more important is that he or she becomes a very relevant communication channel in China.  It 

is then very important to provide Chinese travellers at the destination with personalized and 

friendly attention that shows them full respect of their culture and habits. Providing them 

information in Mandarin adds to this. 

 

The figure below shows how much Chinese outbound tourists rely on the experience of 

previous travellers, which they gather through the internet or simply through word of mouth. It 

also illustrates what has already been explained in this report about Chinese travellers 
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continuously transmitting their travelling experiences to their family and friends and uploading 

pictures of what they have seen and been exposed to. 

 

 

Figure 9: Chinese Outbound Tourists’ Communication Behaviour 

 

As explained in this report, the first contact Chinese tourists have with a destination is 

through online channels (i.e., websites, and social networks) and travel agencies. So, 

customization to Chinese tastes should start at this stage. Some clues for this have already 

been provided in this report.  

Then customization at the destination itself is necessary since 85% of independent Chinese 

travellers prefer to decide about their activities once they have already arrived at their 

destination. The figure below shows the logic of the on-line searches Chinese perform when 

they are already at the destination. 

 

 

Figure 10: Chinese Outbound Tourists’ Information Search Keyword 
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For DESTINATIONS sites to attract more Chinese tourists it is very important to learn a bit of 

their culture and habits to customize their products and services. For instance, they shall not 

be given a hotel room that ends by a “4”, since 4 in Chinese language mean also death. Or, 

when organizing a weeding for a Chinese couple, the red colour must be present, since it is 

associated with luck and prosperity. 

Here below are some of the issues that shall be paid attention to when thinking about 

customization for Chinese travellers:  

 

A. Hospitality and quality of service 

These are key factors. Hospitality encompasses two elements: the first includes a pleasant 

environment, hospitality, security and transportation; the second values confidence, efficiency, 

comfortable space and no unpleasant surprises. The friendliness when shopping, and the 

efficiency of transport are highly valued by Chinese tourists, as are easy access to information 

about face-to-face tourism information spots and (what is more important for them) Wi-Fi 

hotspots18. Chinese travellers also appreciate having printed brochures and maps in Mandarin, 

available at tourism offices, hotels, museums, and other tourist attractions. They also value 

respect to their cultural habits, such as not been looked directly in the eyes, or avoiding 

physical contact.  

 

B. “Chinese friendly” Authenticity  

Chinese tourists in Europe request authenticity, but they also want to have what they are used 

to at home. For example, Chinese travellers in Europe like to try the local cuisine, but they 

cannot take it every day and for all meals. So, especially for breakfast, they prefer to have 

Chinese food available. 

 

C. Language barriers 

The language barrier is a major obstacle for Chinese independent travellers in Europe. Most 

Chinese, especially the older generation, do not have a good command of English or other 

European languages, and extremely few Europeans speak Chinese. Body language, phrase 

books and electronic dictionaries are popular solutions. But, employing Chinese-speaking staff 

gives an obvious competitive advantage, which at least some DESTINATIONS sites’ luxury 

stores and hotel chains, which are seriously looking forward to attracting Chinese tourists, 

should not overlook.  

A tool that could help tourism staff of their DESTINATIONS sites to understand Chinese culture 

and to overcome the language barrier is the creation of an infographic to include easy to 

visualize information about Chinese tourists’ habits, such as: how they plan and book their 

trips, their hotel room preferences, their hotel room expectations (e.g., having a kettle in the 

                                                

18 During their stay at the destination, Chinese use their mobile phones all the time, to visit websites, use apps or 

simply share pictures and information about the destination with their friends. This is why is of extreme importance 
for them to have easy and frequent access to free wifi all around the destination. 
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hotel room is very important), their expectations of treatment at hotels and in shops and the 

etiquette rules that should be followed to more easily interact with them, etc.   

Local food and luxury restaurants at DESTINATIONS sites shall have a menu with the dishes 

written in Chinese and with some pictures besides them, since Chinese people like to see the 

food they are choosing. When Chinese tourists finish eating, the waiter could offer in Mandarin 

"a complimentary gift", such as to taste traditional local liquor. 

DESTINATIONS sites shall benchmark successful customization experiences, such are the 

ones implemented by some international hotels to ensure that Chinese guests feels “at home” 

even when they are on the road. For instance, the Intercontinental Hotel Group (“IHG”) 

launched its “Zhou Dao” China Ready Programme in 2015. This program offers translation 

services, Chinese menus and dishes, and acceptance of China Union Pay cards.  Hilton hotels 

offer Chinese guests in the USA, Mandarin-speaking staff and in-room amenities such as 

Jasmine tea, slippers, and Mandarin television channels. 

 

D. Shopping  

Since Chinese tourists love shopping for local products and (the much cheaper than at home) 

luxury brands, DESTINATIONS sites shall facilitate as much as possible their shopping 

experience, by making clear where shops are located and their opening times (to have a 

shopping map in Chinese would be desirable). Additionally, the sites’ hotels, merchants and 

travel agencies could collaborate to provide a "Chinese Tourists Shopping Pass", that would 

allow Chinese to buy with discounts in associated establishments. It would also be 

recommended to include a delivery service to the hotel (or her/his city of residence), so that 

Chinese tourists could continue shopping without having to carry heavy shopping bags. These 

initiatives have already been undertaken with success at many shopping centres of Chinese 

tourists’ prime destinations. 

DESTINATIONS sites shall also train employees, from shops and museum stores, on Chinese 

outbound shopping culture. For instance, Chinese shoppers do not like to buy goods “on sale”; 

they prefer “special discounts” on a product. As such, stores shall have posters written in 

Chinese and easily visible (e.g., placed on the window) advertising the discounts. Shops 

providing free Wi-Fi, accepting Union Pay credit cards19, accepting Alipay and/or WeChat 

Pay20 shall also show it in Mandarin and make it easily visible, to attract Chinese customers.  

A greeting in Chinese, when they enter a shop, offering them complimentary welcome 

beverages, offering a personal attendant to take care of their coats as they step inside a heated 

shop, offering products and accepting payments (whether cash or credit card) with both hands, 

and not pointing directly at merchandise with a finger (instead, using the hand, fingers flat and 

                                                

19 Almost all the cash machines in Switzerland, Austria and Iceland, and over 80% of the cash machines in Italy, 

Spain and Greece accept Union Pay cards. 90% of the shops in Denmark, and over 70% of the shops in Italy, 
Spain, UK, France, Germany and Switzerland accept Union Pay cards. 
 
20 WeChat Pay, which allows Chinese to pay through a mobile phone application with a QR Code, is increasingly 
being introduced in Western countries to attract Chinese tourists. WeChat Pay allows Chinese to buy products in 
different currencies such as Euro. And in some EU countries, such as Finland, it is possible to pay almost 
everywhere using Alipay. 
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together, and palm facing up) would also be most recommended. Boutiques in Paris are 

already going out of their way to pamper Chinese shoppers by offering Chinese tea specially 

made by tea masters. But there are other many things Chinese are doing at home with their 

domestic tourists that could be implemented in DESTINATIONS sites; such as labelling a bottle 

of wine with the picture of the Chinese visitor when they visit a winery. 

If the purchase is a gift, the product shall be carefully wrapped up, since Chinese shoppers 

have a large tradition of buying carefully and beautifully wrapped up gifts, for family and friends. 

Finally, and although Chinese tourists do not expect Europeans to speak Chinese, they 

nevertheless appreciate those who do and would shop with more confidence if they could 

communicate with retail staff in their own language. DESTINATIONS sites shall learn in 

particular from the successful experience of cosmetics stores, which have been using Chinese-

speaking staff to be able to explain product features and application techniques to Chinese 

customers. 

 

 

2.9. CONTINUOUS FOLLOW-UP OF THE EVOLUTION OF CHINESE 
TOURISTS’ BEHAVIOUR 

China is the most dynamic market of the world, and this applies to every sector of the economy, 

included tourism. So, for DESTINATIONS sites to make sure that what they were offering to 

Chinese tourists yesterday is in line with what they demand today, it is absolutely necessary 

to keep track of Chinese tourists’ behaviour in general and, in particular, at their site.  

Until today, DESTINATIONS sites know very little about the few Chinese tourists that have 

arrived there. However, since they want to attract many more of them over time and to create 

a brand in China that is linked to sustainable mobility and sustainable tourism management, it 

is extremely important that sites begin with systematically gathering and analysing data about 

Chinese travel behaviour at their destinations such as starting from keeping track of all arrivals 

and departures of Chinese tourists and of their profile, following with their accommodation, and 

their travelling behaviour, then with their shopping behaviour, and so on. Data shall also include 

the degree of satisfaction of Chinese tourists with the site’s assets, products and services.  

This information shall be gathered at: airports, harbours, tourist information offices, hotels, 

restaurants, shops, tourist attractions, and local tourist agencies. 

Another very useful tool that could be used to do a follow-up of Chinese travellers’ attitudes 

and social norms and to further customize the tourism products and services of 

DESTINATIONS sites is their Chinese website. For this to happen, sites shall allow Chinese 

people to register in their website and, afterwards, use this information and the one of the 

pages they download to create travellers’ profiles, as an input for new product development. 

Once again, this is especially important in the Chinese market, where the preferences and 

behaviour patterns of Chinese visitors keep changing very rapidly. 
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Annex 6: THE CANADIAN’S WEBSITE EXPERIENCE 

 

 

 

 

 

Picture 1:  Screen Shot of the Web www.destinationcanada.com 

 

The Canadian Tourism Commission (CTC) began simulating bookings to further understand 

Chinese tourism, and find a good strategy to stand out from other destinations. Thanks to these 

determinations the Canadians managed to turn the marketing concept upside down with the 

Canadian Signature Experiences (CSE). They created the slogan: ”keep exploring”, that has 

meant a whole new approach to tourism.  

The Canadian Signature Experiences (CSE) program is the heart of the strategy, the motor of 

the country’s experiential offer. By promoting very clear benefits for the participating firms and 

giving pragmatic support and guidance, CTC attracts private sector companies from all around 

the country to design top quality local experiences and apply them to CSE program. CSE 

qualified suppliers are represented prominently on national, regional and local destination 

webs. In addition, they qualify for co-marketing activities with CTC, e.g. in multi-media 

promotion and/or on trade fairs, etc. Suppliers benefit of great tools and professional guidance 

in order to increase the quality of their experiences, letting them reach more and happier 

customers. This means higher prices and margins, and more and better reviews. 

The program has a limited capacity because it has a formal application process and strict 

approval criteria. First of all, experiences have to be aligned with at least one of the declared 

USP themes of Canada, e.g. award-winning local cuisine, connecting with locals, or vibrant 

cities on the edge of nature, to name three. 
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Also, companies have to educate themselves via various guides, check lists, practical cases 

and take a quiz in order to confirm they have understood the program, application criteria, 

processes and success factors. 

 

Once accomplished that, operators can apply to join the program and hope to be selected. 

Each year new experiences are incorporated into the program, others rejected, and those 

current CSEs with quality problems eliminated in order to keep up the high quality of the 

experiences. This process involves a yearly renewal process every company has to go through 

and the analysis of their customer’s reviews at the website. 

Successful experience management and marketing CSE companies must be prepared to 

engage in trade marketing in a professional way. They must: 

 

 be willing to pay commissions and formalize international agreements  

 own a website with a site focused on the business 

 provide high quality and royalty free images and videos, 

 be willing to participate in FAM trip arrangements, 

 Commit to product features and specific price ranges for at least 12 consistent months. 

 

On top, CTC invites companies to engage in co-marketing actions directed towards both trade 

and B2C. Companies get a great deal of supporting tools in order to professionalize their offer 

and make the most of it. Also, face-to-face trainings and support meetings with CTC experts 

are available. 
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Annex 7: THE SPANISH’S WEBSITE EXPERIENCE 

 

The Spanish Tourism Institute (Tourspain) launched a website in 2016, exclusively in mandarin 

(www.hellospain.cn) and hosted in a Chinese server. This is specifically addressed to young 

independent Chinese tourists, which use social media to plan their trips. This type of tourists, 

that dominate languages and technology, are TOURSPAIN’s target. 

 

 

Picture 1:  Screen Shot of the Web www.hellospain.cn 

 

Tourspain’s website has been optimised, so that its content can be accessed from mobile 

phones, through Weibo and Youku.. Through their mobiles, Chinese tourists are able to know 

more about places of interest in Spain and plan their own itineraries. 

 

Picture 2:  Screen Shot of the Web www.weibo.com 
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Picture 3:  Screen Shot of the Web www.youku.com 

 

By using WeChat, Chinese travellers can find out the calendar with all of the national festivities 

in Spain. 

 

 

Picture 4:  Screen Shot of the weixin.qq.com 
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Picture 5:  Screen Shot of the Web www.mp.weixin.qq.com 
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Annex 8: THE AUSTRALIAN’S WEIBO 
EXPERIENCE 

 

Australia promoted itself via Weibo playing clips of a popular sitcom 再一次心跳?? (The 

Beatings of Love) set in Australia. The drama series was one of ten most popular subjects on 

the social network. The sitcom is also published and promoted on a popular online video 

sharing site called “Tudou”. 

The sentimental series begins in Australia (the movie is sponsored by the Commission of the 

Australian Tourism) and aims to promote the country unconsciously among Chinese Internet 

users. 
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Annex 9: THE NEW ZEALAND’S WEIBO 
EXPERIENCE 

 

Tourism New Zealand is one of the frontrunners in strategically utilizing Weibo. Tourism New 

Zealand launched a campaign called ‘Experience South Island’s Excellent Activities FOR 

FREE’ in July 2013, which offered product giveaways to various New Zealand excursions in 

order to target free and independent travellers. Weibo users simply had to retweet the post 

offering the free giveaway to be able to enter into the drawing for vouchers.  

Tourism New Zealand also saw the importance in partnering with a KOL and appointed Yao 

Chen, a Chinese film and television star, to be its Tourism New Zealand Brand Ambassador. 

Yao Chen has more than 71 million followers on Weibo and was ranked as one of TIME 

Magazine’s 100 Most Influential People in 2014. During the time of her wedding, Yao Chen 

posted photos of her stay in New Zealand to her Weibo account leading to comments and 

discussion of New Zealand as must-go holiday destination. Millions of posts and articles 

related to her wedding circulated the web. People gained interest in New Zealand as either a 

vacation or wedding destination. Tourism New Zealand directed this interest to a landing page 

where people could find out more information about Yao Chen’s wedding, New Zealand 

attractions, and vacation deals. Following her nuptial, more than 226,000 Chinese tourists 

visited New Zealand. 
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Annex 10: ONLINE TRAVEL AGENCIES IN CHINA 

 

Ctrip is a comprehensive travel website providing booking services for Chinese hotels, flights, 

tour packages, and other domestic travel services. It also provides global travel services for 

both Chinese citizens and foreign tourists seeking to visit China. It is the leading on-site travel 

website in China, and now aims to be the largest on-line and off-line travel agency in the 

country. 

 

 

Picture 1:  Screen Shot of the Web www.ctrip.com 

 

Tuniu (tuniu.com), a leading online tour operator in China was founded in Oct 2016 and its 

head office is in Nanjing, China. Tuniu provides tourism product booking service in 180 cities 

including Beijing, Shanghai, Guangzhou, Shenzhen and so on. So far, Tuniu provides 100 

million kinds of tourism products including group, self-help, drive, cruise lines, hotels, visa, 

tourism scenic spot tickets and company, etc. And it had already serviced 15,000,000 people 

for travel. 

Being able to have presence on Tuniu is also of great importance. Tuniu is a large travel 

community where both travelers and would-be travellers alike share insights and advice about 

destinations. 
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Picture 2:  Screen Shot 1 of the Web www.tuniu.com 

 

 

 

Picture 3:  Screen Shot 2 of the Web www.tuniu.com 

 

 

 

 

 

 

 

 



D10.2 – Mobility Implications for European Cities of Receiving Chinese Outbound Tourists 16/08/2018 

 

 

  4 / 6 

 

Lvmama, founded in 2008, is a leading self-service travel platform. The platform enables 

tourists to consult about and pre order their trip. It is a well-known B2C tourism e-commerce 

website in China (online tickets purchase, and hotels booking service). 

 

 

Picture 4:  Screen Shot of the Web www.lvmama.com 

 

China CYTS Tours Holding Co., Ltd. (CYTS), founded in 1980, is a leading china tour operator. 

CYTS business operations include inbound travel, domestic travel, outbound travel, 

conferences and Exhibitions as well as technical support, travel-affiliated resources 

development and online information services. CYTS has its head office in Beijing and 3 branch 

offices in Hong Kong, Japan and North America. 

Qunar is one of the most popular travel websites offering great discounts on flights and hotels. 

Compared to others in the market, Qunar has some of the lowest prices and best flight and 

hotel deals. 

 

 

Picture 5:  Screen Shot of the Web www.qunar.com 
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Sohu is one of China’s leading internet businesses, its forums are very influential in their own 

industries. “Fashion.Sohu” is a go-to for the fashion industry, travel.sohu is also a must-read 

in travel. Again, first you should decide where you want to start and keep managing the 

discussions so that travellers start thinking about your destination. Users can post the diary of 

their trips. 

Posting a diary and targeting the content to the audience maximises your reach. Images and 

the storytelling are compelling for the Chinese. Indeed, Chinese spend a third of their weekly 

25 hours online watching multimedia content. The aim should be to get onto the first page of 

the travel.sohu site. If you achieve this a few times, your destination will definitely attract 

attention. 

 

 

Picture 6:  Screen Shot of the Web travel.sohu.com 

 

Elong is a website for booking hotels and flights in China. The site includes thousands of hotels 

from across the spectrum, from luxury to budget. Overseas hotels are also available for 

Chinese citizens seeking to travel abroad  

U-tour, a leading tour operator in China, was the first private-owned company listed in the 

Shenzhen Stock Market in 2014. As one of China’s largest outbound travel operator, U-tour 

has played a leading role in China’s outbound travel market, especially in China’s long-haul 

outbound travel market and has received a bundle of awards including the Product Innovation 

award and the Marketing Innovation award. 
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Tongcheng (ly.com), a leading online tour operator in China was founded in 2004 and its 

head office is in Suzhou, China. For its fast growing innovative business model, in July 2015 

Tongcheng (ly.com) was recognised by the travel and tourism industry as one of the “Top 3 

Online Tour Operators in China”. Tongcheng (ly.com) has provided professional services for 

100 million tourists, achieving an average annual growth of 200%.  

 

 

Picture 7:  Screen Shot of the Web www.ly.com 
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