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Management Summary. 
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§ We asked 60 key contacts from the travel trade in Mainland China, Taiwan and 
Hong Kong about the needs and expectations from Chinese travelers who travel 
to Switzerland. 

§ Key learnings
§ There is in general a high satisfaction with the destination Switzerland, 

praising especially public transportation, safety and friendliness of the 
destination, availability of information about the destination and quality of 
service. 

§ The main points are the lack of Chinese language offers (guides, instructions 
and information) as well as Food & Beverage offering and shopping 
experiences



Method. 
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Overall Experience

Shopping and tax refunds

Food & Beverage Services

Chinese language service is available

Quality of service

Quality of accommodation

Experiences and Entertainment

Content and Information about Switzerland

Friendliness of the destination

Transportation options

Destination Safety
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Main Pain Points. 
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Pricing

High prices (meals, 
accommodations, flights) have 
reached a paint point for 
Chinese tour operators and 
guests. Operators are under 
increased pressure to make a 
profit. 

More affordable options 
(meals, accommodations) 
would be appreciated. While 
prices are difficult to change, 
we could encourage off-season 
travel or offer loyalty systems 
and on top services instead. 

Language

Lack of available material and 
service in Chinese is a major 
stumbling block – not only for 
individual travelers. 
Accessibility, comfort and 
safety are compromised. 

F&B

While most Chinese guests are 
very eager to try the local 
cuisine, they are not used to 
our food. For most Asians (not 
only Chinese) the food is too 
salty and lacks in variety. 

Capacity

Many tour operators struggle to 
book hotels or seats in popular 
destinations or train routes. 
Some have mentioned the lack 
of service quality (although 
few) or unfriendliness due to 
shortage of staff. 

While prices are difficult to 
change, we could encourage 
off-season travel, point out 
affordable alternatives 
(accommodation) or offer 
loyalty systems and services 
instead. 

If you are serious about 
marketing to Chinese guests 
we recommend providing a 
minimum of information, 
leaflets or audio guides in 
Chinese – ideally offer 
Chinese speaking guides. This 
will make a major difference. 

More diversity of Swiss and 
Asian restaurant options is 
desired, with a broader menu 
variety and more creative 
concepts (e.g. ambiente or 
fusion)

Make sure to point out 
alternative options or off-
season offers during your sales 
activities. 
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The voices of our local key account partners. 
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所有关键景点博物馆
如能配中文讲解耳机

It’s preferred to have professional 
Chinese speakers who know the 

local area well

Wholesaler from North China

客人每到各地區可自動收到當地衣食住
行等支援中英文信息

Guests can receive automatic 
information on local customs food 

and attractions in English and Chinese

Retailer from Hong Kong

定制客户会选择包车，火车其实也很方
便的，但确实没有包车方便

The train is very convenient, but still not 
as convenient as a coach for tailor-

made groups. 

Tailor-made agent from 
South China

疫情之後觀光景區的治安狀況有惡化的跡
象，發生事情時，找警察報案也基本不會

有下文 (沒有攝影機或是其他線索)
After the pandemic, the public safety 

seems to have deteriorated. When 
something happened, there was hardly 

any follow up by the police

Retailer from Taiwan

擴展電子支付更便提，
可免提現金更安全等。

Having more electronic 
payment options would be 

preferrable – and safer. 

Retailer from Hong Kong

以體驗瑞士當地料理(西式料理) 為主，一個在
當地10天的行程，大多需要1~2次中式料理
Guests are eager to experience the local 

cuisine, but on a 10-day trip they will require 
to eat Chinese food at least once or twice. 

Retailer from Taiwan



3 Factors
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Systemic Factors Hygiene Factors Motivational Factors

Factors we can’t really 
influence, such as exchange 
rate, state of the economy, 
consumer sentiment etc. 

Small and easy details that 
only matter when they are not 
fulfilled. Easy to fix, but won’t 
make a big difference in terms 

of guest satisfaction

Small to big factors that can 
make a big difference for 

guests

High prices, flight capacity,  
geopolitical tensions, cultural 

differences…

Water kettle, room amenities, 
instant noodles, instructions in 

Chinese…

Personalised greetings, 
Chinese speaking guides, 
loyalty programmes etc.



Reception & Concierge Service: 
Recommendations. 

üProvide signages and information in Chinese such as welcome letters, brochures 
with attractions as well as information on local happenings, weather and transport. 

üIf Chinese speaking staff is not available, a Chinese greeting can go a long way.
üWelcome gifts are also especially custom in Chinese hospitality
üSmall decoration or a greeting card during popular Chinese festivals such as the 

Mid-Autumn Festival, Dragon Boat Festival or Spring Festival would impress guests
üWelcomes or farewells with a ‘Swiss touch’ would be of high interest 
üLoyalty programmes, raffles, gift cards, discounts are all quite customary 
üEqual service quality for groups is strongly desired
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Rooms & Amenities:
Recommendations. 

üA water kettle in the room was the number one wish and mentioned by almost every single 
respondent. A note that the tap water is drinkable could also help. At least a public hot water 
dispenser would be required. 

üChinese guests appreciate the availability of amenities (hair dryer ideally not tied to the wall, 
single-use slippers and toothbrushes as well as shampoos). To ensure sustainability, these 
amenities could be offered on display in the reception. 

üLuggage rack / space for the luggage as well as porter service (with care) 
üNeed for (spacious) family rooms with separable beds
üA selection of instant noodles for night-time cravings (including the fork!)
üOther mentions: balcony with a view, hot pool (and showers with good pressure), Chinese TV 

channels, instructions in Chinese on how to regulate heating etc. 
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Excursions: 
Recommendations. 

üProvide information and guides in Chinese (Simplified & Traditional)
üMore information about local customs and culture
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Transportation: 
Recommendations. 

üAlready great! Maintaining punctuality, security and guest streams is important
üEnsure ticket availability on popular routes (e.g. Glacier Express
üSignage, information and announcements in Chinese would be very helpful, 

e.g. with a QR code or recording when there is a technical issue
üAccessibility of apps, e.g. RailEurope App is not available on Huawei phones
üInclude a ‘Swiss style’ or service car on the train (服务用车)
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Payment: 
Recommendations. 

üIf possible, try to incorporate a more diverse range of payment options and 
alternative to cash suitable for the Chinese customers: 
ü Mainland China: WeChat, Alipay and Union Pay, Cash
ü Taiwan: LINE Pay
ü Hong Kong: Credit Cards, Apple Pay

üOffer mobile and digital payments
üExtension of money exchange services 
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Food & Beverage:
Recommendations. 

üOffer a wide range of menu options, ideally with pictures
üLess salty food and more warm meals
üFusion: a mix of local and Chinese / Asian food experiences
üOffer Chinese / Asian breakfast options
üMore diversity in terms of the food landscape, more creative concepts and restaurants

with special ambiente or spectacular location would be great
üMore healthy Western and Chinese food options
üMore options and restaurants that are open for groups
üOf course Chinese speaking waiters would be fantastic
üMore flexible opening times
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Safety & Comfort: 
Recommendations. 

üOffer clear instructions about medical services, emergency lines and procedures
üInterpreters or emergency hotlines with Chinese speakers would be great
üIncrease security on trains and tourist spots, this was mentioned several times: 

ü Lack of Chinese announcement on trains leads to a feeling of insecurity
ü Feeling of tour operators (especially in Hong Kong and Taiwan), that quality of safety has detoriated in 

Switzerland and follow up on incidents is slow and sloppy
üOpen shops on Sunday 
üClearer signage on hiking trails and ski resorts in Chinese
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If you’re interested in the data – let me know J
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