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Long Haul Tourism Analysis is a joint project between the Nordic DMOs ïInnovation Norway, Promote Iceland, Visit 

Denmark, Visit Finland and Visit Sweden ïas well as the DMOs of the Nordic self-governing regions ïVisit Faroe Islands, Visit 

Greenland and Visit Åland (hereinafter ñNordic DMOsò). This joint project is financed by the Nordic DMOs and by the Nordic 

Council of Ministers.

The main purpose is to provide an in-depth understanding of the target group of High Spending FITs from China, and make 

recommendations accordingly in brand building, product development, marketing strategy and marketing action plans in order 

to achieve sustainable tourism growth from China.
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1.INTRODUCTION OF COTRI

ñCOTRI is the worldôs leading institute for research and consulting services related to the Chinese 

outbound tourism market, and cooperates with all leading international and Chinese tourism 

organisations.ò  (China Daily, March 2016)

COTRI offers services around to customers around the world since 2004 as an independent institute 

research and consulting, led by Prof. Dr. Wolfgang Georg Arlt FRGS FRAS. 

Offices are located in Hamburg/Germany and Beijing/China, with a global network of regional partners on all 

continents. 

COTRI IN GERMANY

COTRI Headquarter

West India House

Eiffestraße 68

20537 Hamburg

Germany

COTRI IN CHINA

21th Fl, Wangjing

Greenland 

Center B Hongtai East 

Street, Chaoyang District 

Beijing 100102
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1.INTRODUCTION OF ASAP+

ASAP+ is a full service digital agency headquartered in Shanghai, with additional offices in Sydneyand 

London. Our team of 150 industry professionals caters to global brands seeking to ¯bridge the gaps° 

between their digital offerings and Chinese audience.  

ASAP+ connect brands to their Chinese audience by combining global brand strategy with the latest Chinese 

market insights. 

Our client pool is focused primarily on the travel and tourism industry, with extensive experience servicing 

international travel destinations and destination management partners seeking to increase both the number 
of inbound Chinese visitors as well as individual yields in a strategic and sustainable way.

SHANGHAI:

Room 903 - 908, No.1, Building 4, 

Lane 838, HuangpiRoad (South), 

HuangPuDistrict, Shanghai 

info@asaplus.com.cn

021-50936616

LONDON:

200 Union Street London, SE1 0LX

info.uk@asaplus.com

+44(0)7403690220

SYDNEY:

333 George St, NSW, 2000 

info.au@asaplus.com.cn
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1. Project Background

Long Haul Tourism Analysis

Å Part of the Long Haul TourismAnalysis

Å Eight Nordic DMOs

Å BusinessFinlandas coordinator

Å COTRIand its partner ASAP+

Å To achievesustainabletourism growth from China

CONTENT OF THE REPORT

Defining Chinese High Spending FITs 

Supply analysis

Demand analysis

Competition analysis

Findings and recommendations

BACKGROUND

Å The Chinesemarket is gainingmore importance for Nordic destinations

Å Opportunitiesand challengesemerge

Å Nordic DMOs require updated analysis

Å Market segmentof High SpendingFree IndividualTravellers(HiSpFITs)

PURPOSE

Å Increaseawarenessof the Nordic region as a whole

Å Identifymultiple interestingplaces to combine in the same trip

Å Increasesustainabletourism from China to differentNordic destinations

GOALS

Å Identification of common Nordic Unique Selling Propositions (USPs) and market

specific USPsin China

Å Recommendationsfor marketingstrategy and action plan in China

Å Recommendationsfor product adaptationand development
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1. Project Background

DATA SOURCE

DATA SOURCE

Nordic DMOs® marketing activities in China collected by a questionnaire

Social media items collected on Chinese travel related social media platforms for netnographyanalysis

Interviews with 20 individual Chinese HiSpFITtravellers

Interviews with 20 industry experts who are currently working in the field of outbound tourism businesses from China to the 

Nordic region

Various sources of data have been gathered and woven into the discussion of this analysis report, including:

Itineraries collected on major Chinese OTAs® websites

Data collected for USPs, branding and marketing

Desktop research - including COTRI database, published and unpublished studies and research papers as well as 

materials from the extensive, daily updated, COTRI database of articles from online and offline media on a global level.

SECTION IN REPORT

Passim

Appendix A

Appendix B

Appendix C

Appendix D

Appendix E

Passim
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2. SETTING 
THE SCENE
1. INTRODUCTION

ÅHigh Spending FITs
- Definition

- Market size of HiSpFITs

ÅMarket overview
- Departure growing

- Destination shift

- Spending changing

- Visits to Europe

- Formation of HiSpFITs

2. SETTING THE SCENE

3. DATA ANALYSIS

4. FINDINGS AND RECOMMENDATIONS

5. Q & A
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HIGH SPENDING FITs

ñHigh Spending FITs (HiSpFITs ) are travellers who spend considerably higher amounts compared 

to the average of Chinese outbound travellers spending in a destination, by spending more per 

person per day and/or by staying longer in the destination.ò

FITs: The term FIT (Free Individual Travelleror Fully Individual Traveller) is used to refer to those who take their 

trips in all forms that are NOT ¯package group tours°. FITs are all forms of tours for a fixed group of people 

(or a single traveller) who travel with or without the partial or complete help of tour operators or travel agents 
(including customised tours organisedby tour operators either in China or in the destination) and 

DEFINITION

Å know each other before departure and travel together (family, friends, colleagues, expert groups, pilgrim

groups, etc.) for the whole trip and

Å can freely decide on changes of the itinerary on the spot without having to follow the command of a tour guide

or the fixed programme of a tour operator

Å travel predominantlyfor non-businesspurposes

Å spend considerablyhigher amount of money compared to the averageChineseoutbound travellers
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HIGH SPENDING FITs

When discussing the profile of HiSpFITs, it is 

important to consider the total amount of 

spending per HiSpFITduring one trip, 

compared to per day, as the research results 

point to the fact that HiSpFITsare more likely to 

stay longer in one destination or to have a 

longer total stay in Northern Europe compared 
to other Chinese travellers.

PROFILE

AVERAGE SPENDING

Difficult to obtain, need to consider whole tripé 

2,335 USD for the whole trip 1,186 EUR per day 

Source: FGRT Source: Business Finland, 2017
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HIGH SPENDING FITS
Market Size and Forecast of HiSpFITs to Northern Europe

Å High Spending FITs ïincluding all Mainland Chinese non-fixed package tour travellers (FIT + customised groups + Semi-FIT) with considerably above-average non-shopping spending (meaning at least 33% more

than average non-shopping spending) travelling not solely for business reasons.

Å Forecast based on global tourism development and Chinese economic, social and political mid-level scenarios without major Black Swan events.

Percentage of non-fixed package tours varies between destinations: Higher percentage of FIT for main cities and for destinations which are not yet covered by tour operator itineraries.
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Year Market Condition % Total Amount

Now

2017

Size of the current Chinese market to Nordic destinations in 2017 was 1.7 millions overnights 100% 1.7 million

Chinese arrivals to Nordic destinations in 2017: averagely 2 nights per country, so Chinese arrival number = 1.7 mio. : 2 Divided by 2 850,000

Number of Chinese visitors in 2017: averagely 2 countries per trip, so the number of Chinese visitors = 850,000 : 2 Divided by 2 425,000

Out of these 425,000 Chinese visitors, 45% are non-fixed package tours, so the non-fixed Chinese visitors to Nordic = 425,000 x 45% 45% 191,250

Out of these 191,250 non-fixed package tours, 25% are HiSpFITs, so the number of Chinese HiSpFITs = 191,250 x 25% 25% 47,800

Then

2022

Size of the potential Chinese market to Nordic destination in 2022 with CAGR 15%. So the total overnights to Nordic destinations in 2022 = 3.42 million 100% 3.42 million

Chinese arrivals to Nordic destinations in 2022: averagely 2 nights per country, so Chinese arrival number = 3.42 mio. : 2 Divided by 2 1.7 million

Number of Chinese visitors in 2017: averagely 1.8 countries per trip, so the number of Chinese visitors = 1.71 mio : 1.8 Divided by 1.8 950,000

Out of these 950,000 Chinese visitors, 60% are non-fixed package tours, so the non-fixed Chinese visitors to Nordic 950,000 x 60% 60% 570,000

Out of these 570,000 non-fixed package tours, 30% are HiSpFITs, so the number of Chinese HiSpFITs in 2022 = 570,000 x 30% 30% 171,000



DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET
Market Size and Forecast of HiSpFITs to Northern Europe

The overall number of border-crossings out of Mainland China reached a new peak of 145 million in 2017.

COTRI Forecast 2018: 156 million

COTRI Forecast 2030: 390 million
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET
Top 15 Destinations By Number Of Arrivals 2017

Chinese outbound visitors are looking for alternatives to Greater

China and South Korea; Southeast Asian destinations, such as

Cambodia, Indonesia, Vietnam, Philippines, all recorded more than

40% YoY growth rates in 2017, providing such alternatives in

proximity, low price, offering streamlined visa requirements (or

visa-free entry) and increased aviation connectivity.

Nine out of the top ten destinations are still all located in Asia, the

only exception being the United States. At the beginning of the

decade, these ten destinations were responsible for more than

80% of all border-crossings from Mainland China. By 2017 their

share has fallen to just over 60%.

DESTINATIONS SHIFT

15

Source: COTRI

Ranking 

2017
Destinations

Ranking 

2016

Arrivals of Chinese 

Visitors (in million)

YoY Change in 

%

1 Hong Kong 1 44.4 3.9

2 Macau 2 22.2 8.5

3 Thailand 3 9.8 12.0

4 Japan 5 7.4 15.4

5 South Korea 4 4.2 -48.3

6 Vietnam 10 4.0 48.6

7 Singapore 9 3.2 12.7

8 USA 8 2.9 -2.8

9 Taiwan 6 2.8 -20.7

10 Malaysia 11 2.3 7.4

11 Italy 7 2.1 21.3

12 Indonesia 13 2.1 41.6

13 France 12 2.0 19.0

14 Germany 14 1.6 13.5

15 Russia 15 1.5 16.4
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET
Chinese Arrivals to Europe (2017)

ÅMost major European destinations saw strong growth in

Chinese arrivals return in 2017

ÅñClassicalòWestern European countries have largely

recovered

ÅCentral and Eastern European destinations are benefitting

from being seen as novel, less well-trodden routes

ÅNorthern European destinations offer distinctively clean

and unique outdoor (soft adventure) activities

ÅSouthern European destinations continue to attract curious

Chinese visitors with warm weather, renowned local

cuisines and the possibility to be easily combined with

several North African destinations with recently-liberalised

visa policies for Chinese passport holders.

Note: Finland, Sweden, Denmark, Iceland, Estonia and the Netherlands are overnight figures.
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET
Chinese Outbound Touristsô Expenditure (in billion USD)

China again consolidated its leadership as the top 

spender with 258 billion USD in expenditure (a +3% year-

on-year growth).

Significant changes in spending behaviour are 

continuously taking place, particularly among more 

experienced Chinese travellers.

Less per head spending on shopping has been reported 

at various destinations as Chinese travellers turn 

increasingly towards enjoying high-quality local resources 

during their overseas trips

Note: Finland, Sweden, Denmark, Iceland, Estonia and the Netherlands are overnight figures.
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DEVELOPMENT OF CHINESE OUTBOUND TOURISM MARKET IN GENERAL

CTRIP APPROACH: 

Difference Among Chinese Package Group Tours, 

Customised Travel and FITs

Growing number of Chinese travelling as FITs.

But FITsôexperience is not suitable for everyone.

Customised tours start to take significant shares.

According to Ctrip 2017:

Åpackage group tours 44%

ÅFIT related products 42%

ÅPrivate groups and customised tours 14% 

FORMATION OF HISPFITS SEGMENT
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3. DATA ANALYSIS 
ïSUPPLY ANALYSIS

1. INTRODUCTION

Å Supply point of view

2. SETTING THE SCENE

3. DATA ANALYSIS

4. FINDINGS AND RECOMMENDATIONS

5. Q & A

- Answers from collected questionnaires 

distributed among Nordic DMOs

- Usage of ñNorthern Europeò

- Chinese market development

- Tourism infrastructure

- Current product and offers

- Destination marketing

Å Demand perspectives

Å Competition analysis

19 Marino Thorlacius / Visit Iceland
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SUPPLY POINT OF VIEW
KaytripôsPan-Europe ñhop-on hop-offò bus tour 

- product brochure

Å"Northern Europe" ( ) - this term is the most 

familiar one for Chinese travellers as Chinese tour 

operators used to package Denmark, Finland, 

Norway and Sweden together for package products 

and brand them as the ñNorthern Europe Four 

Countriesò route (see the tour map by Kaytrip).

ÅNorthern Europe is still used in the market place, 

e.g. 2017 destination marketing and Mafengwo

promotion including aforementioned countries. 

ÅThe terms "Scandinavia" and "the Nordic countries" 

are both rather vague terms for the Chinese market 

as these terms haven't been marketed consistently 

(collectively or individually) or sold by Chinese tour 

operators in consistency in their package products.  

THE USAGE OF ñNORTHERN EUROPEò IN CHINA
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SUPPLY POINT OF VIEW

ÅThe classic ñNorthern Europe four countriesò itinerary ïDenmark, Finland, Norway and Sweden

ÅñBlackhorseò - Iceland started gaining traction since early 2014 

STRONG INCREASE OF OVERNIGHTS

DEVELOPMENT OF CHINESE OVERNIGHTS 2009-2017 NORDIC COUNTRIES' SHARE OF CHINESE OVERNIGHTS 2017
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*Note: The Chinese Overnights in Sweden only include overnights from Mainland China, while the Chinese overnights in all other four countries in the above graph include overnights from both mainland China and Hong Kong.

Source: Visit Finland. Rudolf Statistic Service: Statistic Finland, Statistics Denmark, 

Norway, Sweden, and Iceland
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SUPPLY POINT OF VIEW

With the strong increase in Chinese arrivals and usage of tourism accommodation and other 

resources, the management of seasonality become more urgent for Nordic destinations. 
SEASONALITY CAN BE SEEN CLEARLY 

CHINESE OVERNIGHTS IN THE NORDIC COUNTRIES, 

WINTER SEASON (DEC-APR) 2009-2017

CHINESE OVERNIGHTS IN THE NORDIC COUNTRIES,  SUMMER 

SEASON (JUN-AUG) 2009-2017
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*Note: The Chinese Overnights in Sweden only include overnights from Mainland China, while the Chinese overnights in all other four countries in the above graph include overnights from both mainland China and Hong Kong.

Source: Visit Finland. Rudolf Statistic Service: Statistic Finland, Statistics Denmark, Norway, and Sweden

THENORDICS.COM

BACK TO TABLE OF CONTENTS



SUPPLY POINT OF VIEW

NORDIC VISA SERVICES AND CENTERS ARE AVAILABLE

ÅAll Nordic destinations obtained ADS in 

2004

ÅChinese citizens need to obtain a visa 

mandatorily to visit any of the Nordic 

country

ÅBy the end of 2017, Nordic destinations 

have established four visa application 

centres as shown in below table. 

Dozens of visa application centres of 

other Schengen countries in China 

have eased the accessibility of visa to 

the Nordic region for Chinese visitors.
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Visa application centre in China

Beijing, Guangzhou, Shanghai 

Beijing, Changsha, Chengdu, Chongqing, Fuzhou, Guangzhou, 

Hangzhou, Jinan, Kunming, Nanjing,  Shanghai, Shenzhen 

Shenyang, Wuhan, Xian

Beijing, Changsha, Chengdu, Chongqing, Hangzhou, Jinan, 

Kunming, Nanjing, Shanghai, Shenzhen, Shenyang, Wuhan, Xian

Beijing, Changsha, Chengdu, Chongqing, Fuzhou, Guangzhou, Hangzhou, 

Jinan, Kunming, Nanjing, Shanghai, Shenzhen, Shenyang, Wuhan, Xian

Destination

Iceland

Denmark

Greenland

Faroe Islands 

Finland

Åland Islands

Sweden

Beijing, Guangzhou, ShanghaiNorway



SUPPLY POINT OF VIEW

CONVENIENT AND AFFORDABLE FLIGHT CONNECTIONS BETWEEN THE NORDIC REGION AND CHINA IS ACCESSIBLE

POPULAR GATEWAY CITIES FOR CHINESE VISITORS

Flight connections between China and the 

Nordic region are frequent, affordable and 

reaching Chinese lower tier cities as well as 

Nordic regional cities. This claim can be 

substantiated by data from netnography, 

individual travellers interviews and expert 

interviews. The well-developed infrastructure 

is also favourite conditions in developing the 

market segment of HiSpFITs.
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Final destination

Norway

Final city

Aalesund Vigra

Gateway country Gateway city

Netherlands

France ²Belgium

Turkey

France

Russia

Netherlands

Turkey

France

France ²Denmark

Finland

Russia

France

Sweden

Qatar

Qatar

France

Netherlands

UAE

France

Russia

UK

Netherlands

Amsterdam

Paris-Brussels-Oslo 

Istanbul-Oslo

Paris-Oslo

Moscow

Amsterdam

Istanbul-Oslo 

Paris-Oslo

Paris-Copenhagen

Helsinki

Moscow

Paris

Stockholm 

Doha 

Doha

Paris

Amsterdam

Dubai

Paris 

Moscow

London

Amsterdam 

Beijing 

Guangzhou

Shanghai

Beijing

Guangzhou

Shanghai

Beijing

Chengdu

Guangzhou

Shanghai 

Xiamen

Bergen

Oslo

City in China



SUPPLY POINT OF VIEW
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City in ChinaFinal destination Final city

Reykjavik

Nuuk

Ilulissat

Gateway country Gateway city

Iceland

Greenland

Finland

France

Netherlands

UK

Switzerland

Germany

Germany 

Sweden

UK

Finland

Belgium

Netherlands

France

Germany

UK

Netherlands

Finland- Iceland

Sweden-Iceland

Finland- Iceland

Sweden-Iceland

Finland-Iceland

Sweden-Iceland

UK-Iceland

Finland- Iceland

Sweden-Iceland

Helsinki 

Paris 

Amsterdam

London

Zurich

Munich 

Frankfurt

Stockholm 

London

Helsinki

Brussels

Amsterdam

Paris

Frankfurt 

London

Amsterdam

Helsinki- Reykjavik 

Stockholm ²Reykjavik

Helsinki- Reykjavik

Stockholm-Reykjavik

Helsinki- Reykjavik 

Stockholm ²Reykjavik

London- Egilsstadir

Helsinki- Reykjavik

Stockholm-Reykjavik

City in China

Beijing

Shanghai

Guangzhou 

Beijing

Shanghai

Beijing

Shanghai

Final destination Final city

Helsinki

Gateway country Gateway city

Finland DIRECT FLIGHT

Sweden

Denmark

Stockholm DIRECT FLIGHT

Copenhagen DIRECT FLIGHT

Beijing

Shanghai

Beijing

Shanghai

City in China

Beijing

Shanghai

Chongqing

Xi­an

Guangzhou

Chengdu

Kunming

Nanjing



SUPPLY POINT OF VIEW

NORDIC DESTINATIONSô PRODUCT DEVELOPMENT

Å̄ classic° product remains popular even until 

today, and variations are to add other countries 

onto the basis of these four countries.

ÅMore Chinese visitors are seeking lesser 

travelled European routes such as those in 

Northern Europe and Central and Eastern 

Europe, and this shift was further enhanced with 

increasingly aggressive destination marketing 

efforts made by Nordic DMOs.

ÅCaution should be taken while promoting 

¯Northern Europe° in China at this stage.
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SUPPLY POINT OF VIEW

NORDIC DESTINATIONSô MARKETING ACTIVITIES IN CHINA ïTRADE MARKE TING

Finland, Norway, Denmark, and Sweden 

Take active steps towards B2B marketing, 

focusing on roadshows, workshops, conferences, 

exhibitions, sale visits, FAM trips, travel and trade 

shows, training, and seminars. 

Finland stands out as the destination with the 

highest effectivity in B2B integration, while 

Sweden still remains lesser known and 

understood despite B2B efforts. 

Norway, Denmark, and Sweden often work 

together in B2B promotions and activities, 

through all of these, Norway overall receives the 

greatest recognition. 

B2B efforts show inconsistency of destination 

awareness. 

Greenland, Iceland, Faroe Islands and Åland

Imbalanced efforts in B2B outreach; in particular, 

Iceland has made active B2B outreach despite 

without collaboration with other Nordic DMOs.

Greenland has limited but growing B2B efforts.

Faroe Islands and Aland Islands haven't started 

B2B works with the Chinese market yet.

China-based travel agents and tour operators in 

China struggle with a deficiency of information 

from these destinations and are thus unable to 

adequately sell their products in the Chinese 

market.
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SUPPLY POINT OF VIEW

DIGITAL PERFORMANCE & BRANDING

Methodology:

The analysis of the DMO®s current digital performance and branding took place in two stages. 

The first stage is digital performance, which is done through analysing each brand on the basis of five key areas: search index, social 

media, website, campaigns/KOLs and partnerships. Each of these categories is given a score from 1 to 5- with 1 being the lowest and 5 

the highest.

The second stage of the methodology concerns each DMO®s brand positioning in the market. For this section, each brand®s own digital 

platforms in the Chinese market are first analysed through the eyes of a FIT. Information from the last six months was then sorted into 15 

categories covering the three themes of Culture and Lifestyle, Nature and the Great Outdoors, and Metropolitan and Activities. Each of 

the 15 categories was given a score out of 5 corresponding with the relevancy of the theme in the brand®s owned content.

28
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SUPPLY POINT OF VIEW

FINLAND
ÅDigital Performance:Strong partnershipperformancedigitally, interaction with followersthrough social

media channelshave potentials to further optimize

ÅBranding & USPs:Focus on natural beauty and cultural heritage, with a diverse range of other topics,

USPsincluding Nature & scenery, Unique outdoor Sports & Santa Clauserelated attractions.
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Digital Performance Branding & USPs
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SUPPLY POINT OF VIEW

SWEDEN

Digital Performance Branding & USPs

30
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ÅDigital Performance: Social media engagement and interactions are the best within all Nordic destinations, 

while search frequency is relatively low.

ÅBranding & USPs: Cultural heritage is the main brand column, USPs including cultural heritage, healthy 

and happy lifestyle



SUPPLY POINT OF VIEW

NORWAY
ÅDigital Performance: High affinity for campaigns and KOL interactions, high viewership and audience 

interaction with campaign-based content while few partnership were observed.

ÅBranding & USPs: Largely focus on natural landscape, destination itineraries are secondary brand platform 

which also tie back to natural scenery, USP like Fjords were the most mentioned
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