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Listening in - what’s next for the

Chinese market?

Economy and Politics

0025 has started with a rollercoaster
for China. With Sino-US trade tensions
at a peak, economic uncertainty and
currency fluctuations hit a high in Q1.
However, China’s relatively composed
reaction and robust preparation has
solidified its role as a global partner.
Sino-Swiss relations are in excellent
shape and Swiss businesses remain
firmly committed and seeking deeper
engagements to diversify operations.

While Hong Kong and Taiwan too have
been hit by the tariff threats, they
weathered the storm by strengthening
economic ties in the APAC region.

Travel and Consumption

Despite sluggish consumption especially in
Mainland China and Hong Kong, the appe-
tite for travel is stronger than ever.

While budgets are being optimized and
offers considered more carefully, Chinese
are not willing to cut down on travel.

The high exchange rate and prices in
Switzerland may lead to a short-term slow
down. However, Switzerland remains a top
aspirational destination for Chinese.

The catch is to stay ahead of emerging
competition as more destinations are fight-
ing for market shares. For Switzerland it
will be key to target the right audience with
Innovative activities, keeping up with the
‘China speed’ and making us stand out in
the crowd.
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The Age
of Asia

00924 was a record year of
travel across the globe, and
people’s fondness for travelling
remains high.

Guests from the Asia Pacific
region are expected to double
their travel activities in the
future and show impressive
travel dynamics.

Arrivals in international tourism
Globally according to region of origin, 1995-2034, in billions
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Greater China: Opportunities
Source Regions
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2024 Global
Overnights

Since September 2024, the
Greater China market is once
again the largest market in the
APAC cluster and the 6™
largest priority market of
Switzerland Tourism, with a
YOY growth of 37%,
overtaking GCC and Italy.

In October 2024, Greater
China has cracked the 1 Mio
overnight mark for the first
time after the pandemic.
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ST Source Market

Germany 3789117
United States 3’486°894
United Kingdom 176177789
France 17483258
BeNel ux 1972073
Greater China 719’208
Italy 876’654
GCC 813’321
India 666’641

Southeast Asia 053’979

+0.5%

+13.9%

-41%

+6.1%

-0.7%

-0.2%

4.4%

+10.6%

13.2%



Overnights:
YOY 2024-2026
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reater China: Market Trends
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‘Rising Infltience of

Al and Social Media

Rapid technological advancements lead to a shift
in travel consumption. Especially the early phase of
the customer journey (inspiration and planning)
will be reshaped by new technology such as Al and
generative Al.

Independent and
Personalised Travel

One fits all is a thing of the past for most Chinese
travelers. Now, the consumer wants personalised
and tailor-made experiences - either for
individuals or small groups. It will be crucial for
destinations to keep up with attractive offers for
these changing demands.
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Budg_“e\t and Safety !
Conscious Travel

The economy has hit the middle class hard in
China. Many households are facing job and
investment insecurities and are therefore
considering cost options more carefully. While
Chinese are not willing to compromise on travel,
they might opt for cheaper offers, destinations or
seasons.

Themedand
. Experiential Travel .

Experiences remain key among the new travel
patterns of travelers all across Greater China.
Luxury shopping and big name brands are
becoming a thing of the past and unique locations,
experiences and connections are must haves on
every itinerary.
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Key Partner Package



Key Partner Package 2026 - what’s

newe

As the Swiss tourism industry marks
another record year in 2024, new
challenges and opportunities arise for
the destination and its partners.

While the Chinese middle class is still
on the rise and travelers from Greater
China have left every other source
market behind when it comes to global
outbound travel spend, ST Greater
China is focusing on a sustainable travel
development strategy in line with the
global ‘“Travel Better’ approach:

The right guest
at the right time
in the right place.

Partner Proposal 2026 - what’s new:

AFocus on innovation and technology: The
Chinese consumer market is extremely
dynamic. To stay ahead of the curve, we
need to explore emerging tech trends -
such as artificial intelligence.

ASystematic integration of travel better:
Instead of only focusing on Swisstainable,
we target different pillars of the travel
better strategy, depending on partners
needs and offers.

AConsumer-driven: We listen and learn
from actual needs of Chinese consumers.
This also means we need to be flexible and
dynamic with our activities and rely on our
partner’s trust.
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Tailor-Made Key Partner Package 2026.

Key Account Key Media Campaign Highlight

Management Management & Activation Campaigns

Basic KMM Service Basic C&A Service

F())uz;r‘cerle/J Kdeyt Q - exposure to 120 media reps Q - integration into spcial, central STE Greater China
artner LUpaate - at least one media conference & seasonal campaigns

- ongoing placements - public promotion
Basic KAI\/I Service - digital pocket guide Taipei Travel Weekend
- Toolkit / WeChat Trade Corner
- Sales Calls / Fairs Media Rep Visits Social Media Package

S/M/L

Simplified Chinese Market Development Tour

Sales Manual + Ad

Switzerland Spring & Swiss Winter Campaign

Autumn Academy

Greater China FamTrip Travel Better

92x Mainland China
1x Hong Kong & Taiwan
Spring Festival Video

Hong Kong:
Exclusive VIP Event
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Basic KAM



Quarterly
Briefing

Quarterly updates on trends,
policy changes, industry
insights and activities in the
Greater China market. This
ormat is open for sub partners
ree of charge and takes place
times a year.

our Benefit

A Open for all sub partners

Daniela Chiani

Siiess Damian

Cindy Yu
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Monthly overnights from Greater China in 2019, 2023 and 2024
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- Government measures to stimulate consumption are slowly taking + The overall economic 2025 will be a cautious outlock. GPD = Taiwan's economic growth is expected to stabilize in 2025, driven by a i e )
° ° Economy effect. Further rate cuts and fiscal stimuli are expected in 2025. growth is expected an average of 2.3% from 2025 to 2028. rebound in exports and continued investment in green energy and Between October and November il f‘,',":; - ‘;}(:x;;u
- Low consumption due to weak domestic demand and deflationary ~ + Rising tensions between US and China are anticipated to technology sectors. < s
FVE'F\ risks remain the top concems for the economy. constrain stock market performance. « Inflation remains moderate, but rising living costs are a growing concern we partnered with upcoming FIT o1 8%,
{I} i ‘II = Looming tariff i inthe US cause inty with a + However, excellent connectivity with the mainland and rest for middle- and low-income households. 3% travel agent YouXiaKe to promote
downward pressure on China's GDP for the upcoming years. of the world provide opportunities for HK to emergeasa - The semiconductor Industry continues to play a critical role, with 4 P
- China and Switzerland are currently negotiating a possible extension hub for innovation and technology. government-backed initiatives supporting innovation and talent the Autumn season in our partner
of the Free Trade Agreement. development.
destinations with a digital
- Domestic and intemational travel has picked up strongly during HK residents have shown a strong interest in international - Domestic travel remains popular, with new initiatives promoting eco- 5 ¥ b
Travel 2024, with domestic travel still trending and outpacing pre- travel, with a preference for destinations in Asia, Europe tourism and cultural heritage experiences. campaign as well as offline events P T ———
Industry pandemic levels. and North America. - International travel is strongly recovering, with outbound tourism 2019 P
° ° + International travel s silllagging behind with consumers being HK travellers tend to prioritize safety, canvenience and showing increased interest in Europe, particularly Switzerland, and product development of a
more cost-sensitive. Globally outbound travel has recovered around value for money. There's a growing interest in personalized = Taiwan's visa-free travel agreements and direct flight routes to key . | - EBNRABELFREL
W 60-70% in most destinations, with the Middle East and APAC travel, luxury ions, unique cultural experi i continue to bolster travel convenience and accessibility. mono Swiss Autumn travel e BB AT BN LS
recovering the fastest and North America the slowest. and sustainable travel. « The tourism industry is focusing on high-value experiences to attract 155 iti =
@/ - Flight and visa developments have plateaued. + Major airlines are gradually increasing flight capacity. HK customers, including luxury travel and customized tours. itnerary. o BeE o8 Q
Int’l Airport remains a crucial hub for global destinations. December & & 8 N
Projection
. = 102025 China and Switzerland are celebrating 75 years of diplomatic = Beijing’s tightening grip on the region is permanently = Taiwan is focusing on sustainability and innovation, with the government \
Society & relationship, which will be celebrated with a ‘Sino-Swiss Year of altering Hong Kong's societal and political development, policies izing green living and i 105 \
Politics Culture and Tourism’ impacting almast every realm of everyday Iife. « Bilateral relations between Taiwan and Switzerland are strengthening \

- Nevertheless, the political landscape is expected to remain

stable.

through cultural exchanges and joint events, highlighting shared values
and mutual interests.
Cross-strait relations remain a focal point with stability being a key

Results

= 536 event participants

= 2.6 Mio Impressions

* >300 UGC content pieces

@ priority for Taiwan's government. -
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Basic KAM

Collection and maintenance of partner news / presentations,
ongoing on- and offline sales activities incl. ITB/ITF Taiwan, up to
date trade corner (WeChat). Maintenance of DMC list, inclusion in
the annual Desk Calendar distributed to approx. 2’000 contacts.
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