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Abstract

With social progress and economic development, the improvement of people’s living
standards and the pursuit of quality of life, tourism is developing rapidly. The tourism
industry is taking up a larger part of the global GDP. The good development of tour-
ism has a wide driving effect on regional economic development and is the leading in-
dustry of many local economic development.

The Belt and Road Initiative (OBOR) emphasizes the promotion of multiple forms of
people-to-people exchanges with countries along the OBOR, which will bring conven-
ience and opportunities for tourism. Finland as one of the countries along the OBOR,
OBOR will promote and improve the tourism industry between China and Finland. This
thesis will analyze how the Belt and Road Initiative will affect the tourism industry, how
to increase the number of tourists from the two countries to each other on the basis of
the current travel demand of the two countries’ residents.

The qualitative research method and inductive reasoning approach are used in this
thesis. The data was collected from secondary and primary sources. The secondary
sources were electronic articles, official releases, press releases, official statistics,
and questionnaires. In the qualitative research method, 15 interviews were con-
ducted, divided into three groups, as primary sources and then analyzed the answers
to understand prevalent attitudes

The findings of the thesis show that there are still some problems with mutual tourism
between China and Finland. Through the Belt and Road Initiative, tourism between
China and Finland will be improved, and the number of tourists from the two countries
to each other can be increased.
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1 INTRODUCTION
1.1 Thesis Background

Tourism as one of the largest economic sectors in the services industry, affects the econ-
omy in various ways. Tourism is composed of multiple industries to serve and support for
domestic, international, business and leisure tourists. Tourism can create jobs and drive
exports, and also, tourism can create attractions, restaurants, entertainment and better
services in a community. Tourists contribute to sales, jobs, income and tax revenues in a
region. The most immediate effects occur in the main tourist sectors, such as accommo-

dation, restaurant, transportation, amusement, and retail trade.

Tourism affects most sectors of the economy through secondary effects. For example,
tourism has a positive impact on agriculture and manufacture. Through indirect and in-
duced effects, the change of tourist spending can affect the economy in one way or the
other way almost every economic sector. (Stynes 2019, 4-6; Manzo 2019, 3; Choudhary
2017.)

Tourism is likely to drive up housing and retail prices in the region, and tend to be sea-
sonal. And tourism may lead to changes in the quality and quantity of goods and services.
Property taxes and other taxes levied to pay for local services can be higher or lower as
local tourism booms. In some cases, taxes levied directly or indirectly on tourists may re-
duce taxes on local schools, roads, etc. In other cases, local residents may be taxed more
heavily to pay for increased infrastructure and service costs. The social and environmental
impact of tourism can be positive or negative. For example, traffic congestion would in-

crease travel costs for households and businesses. (Stynes 2019, 5.)

According to the World Travel & Tourism Council’'s (WTTC) annual report, which quanti-
fies the impact of tourism on the global economy and employment in 185 countries and 25
regions, tourism accounted for 10.4% of global GDP, creating 319 million jobs and ac-
counting for 10% of global employment in 2018. Continued growth in the number of mid-
dle-class households and steady growth in global consumer spending has pushed the
tourism industry's growth rate to 3.9%. The United States, China, Japan, Germany, and
the United Kingdom were the top five tourism markets in 2018, accounting for 47% of
global tourism GDP. (Manzo 2019, 3.)



Table 1 Travel and Tourism's contribution to GDP, employment, visitor exports, and in-
vestment (Manzo 2019, 7)

2018 2018 2019 2029
WORLD usDbn' % of total Growth? % of total Growth®
3.6 36

Direct contribution to GDP 2,750.7 32 4,065.0 35

Total contribution to GDP 8,311.0 104 3.6 13,0857 .5 3.7
Direct contribution to employment* 122,891 3.8 22 154,060 43 21
Total contribution to employment* 318,811 10.0 29 420,659 7 25
Visitor exports 1,643.2 6.5 4.0 24839 72 38
Domestic spending 4,060.1 4.8 35 6,031.9 53 37
Leisure spending 44753 25 3.8 6,780.7 28 39
Business spending 1,228.0 0.7 3.0 1,735.1 0.7 32
Capital investment 940.9 44 44 1,489.5 5.0 42

Table 2 The economic contribution of Travel and Tourism growth (Manzo 2019, 10)

WORLD
Growth! (%) 2013 2014 2015 2019E
1 5.4 5.2 4.6 25 5.3 42 4.0 3.8

Visitor exports

Domestic expenditure

(includes government individual spending)

= i i
Internal tourism consumption 37 34 4.4 37 5.0 4.0 37 37

(=1+2)
4. Purchases by tourism providers,
including imported goods 3.8 31 3.2 34 4.8 41 37 38

(supply chain)

5. Direct contribution of
Travel & Tourism to GDP 3.6 37 5.8 4.0 51 39 3.6 3.6

(=3+4)
Other final impacts
(indirect & induced) 4.9 4.0 4.5 4.0 4.5 3.4 33 41

6. Domestic supply chain

7. Capital investment 7243 415 51 B! 6.4 4.0 4hslh 4172

8. Government collective spending 1.7 19 31 29 24 34 3.0 28

Imported goods from indirect 41 05 10.2 15.8 10.9 51 46 15
spending

10. Induced 4.0 31 5.0 35 4.0 3.0 3.5 34

1. Total contribution of
Travel & Tourism to GDP 39 S5 52 4.2 5.0 3.6 3.6 37

(=5+6+7+8+9+10)
Employment impacts ("000)

12. Direct contribution of Travel & 15 21 27 18 2.0 27 27 21
Tourism to employment

1. Total_ contribution of Travel & 24 21 32 25 27 23 29 25
Tourism to employment

Other indicators
71 10.1 47 26 42 35 44 3.5

4. Expenditure on outbound travel



The numbers in the two tables shown above clearly illustrate the contribution of tourism to
global GDP in recent year, and its contribution to investment and employment around the
world are showing a trend of volatility. Promoting the country’s tourism industry can have
a beneficial impact and improve the local economy and employment. Base on this, this
paper is devoted to research to improve the tourism industry in China and Finland, in-
crease the flow of tourists between two countries, and further develop the economy and

employment of both countries.

The One Belt, One Road initiative (OBOR) has been described as” the most significant
and far-reaching plan that China has ever put forward”. China estimates that OBOR will
affect more than 60 countries and 4.4 billion people. The initiative aims to promote con-

nectivity and better cooperation among countries along the OBOR. (Ovesea 2017.)

The initiative proposes to attach equal importance to cultural exchanges and people-to-
people exchanges while focusing on the peaceful and friendly development of economy
and trade with countries along the OBOR. Over the past five years, China has carried out
diplomatic activities in a wide range of areas and various forms of cultural exchanges with
countries along the OBOR enhanced mutual understanding and identification and laid a
solid cultural foundation for promoting the construction of OBOR. China has held joint
Tourism Year with many other countries along with OBOR and launched cooperation
mechanisms such as the Silk Road Tourism Promotion Union, Maritime Silk Road Tour-
ism Promotion Alliance, and Tea Road International Tourism Alliance. China has signed
visa exemption agreements with 57 OBOR countries and 19 agreements or arrangements
with 15 countries, simplifying visa application procedures. In 2018, There were 150 million
outbound Chinese tourists and 30.54 million inbound foreign tourists. (Belt and Road Por-
tal 2019.) According to People’s Daily Online, 150 million Chinese outbound tourists are
expected to spend $200 billion from 2016 to 2020 in countries and regions along the
OBOR. (Hua 2018.)

1.2 Thesis Objectives, Research Questions, and Limitations

The purpose of this study is to find out how to improve the tourism industry between China
and Finland through researching the outbound travel demand in the two countries, travel
preference of Chinese and Finnish people, and the development status of local tourism
industry in China and Finland, and areas that both countries still need to improve to attract
more foreign tourists. Meanwhile, this study also focuses on whether the OBOR would

promote the development of tourism between China and Finland.



When tourists make travel consumption decisions, it is a comprehensive decision-making
process, which includes information collection and decision based on tourists’ experience
and subjective preferences. The two main factors influencing the decision of tourists are,
the first pair of overall environmental perception, which comes from the information col-

lected by tourists, the second is the maximum benefit or the best cost performance, tour-

ists prefer to get the most travel experience in less time. (Luo, Chau & Shen 2017, 40.)

Travel destination marketing makes tourists willing to spend time and money to visit a
place. The first step in marketing a travel destination is that analyze its features and bene-
fits that can offer to tourists. The marketing of travel destinations is different from normal
products or services marketing, promotion is the most important part of it. Promotion is
mainly about establishing and communicating information to potential tourists, so that they
will be interested and motivated to travel. Effective destination marketing is to establish a
city image and brand, then corresponding to the potential target group of tourists. (Kolb
2006, 22-23.)

Some policies and regulations promulgated by countries or regions can directly or indi-
rectly affect the development of various industries (Williams 2019). Nowadays, national
and international policies tend to improve globalization, increase international cooperation
and reduce business barriers (Sarokin 2019). The introduction of some policies can effec-

tively increase the flexibility of business operations.

The research questions of this study are:

What is the current development status of local tourism in the two countries?
What should the two countries improve to attract more foreign tourists, espe-
cially tourists from each other countries?

® How will the One Belt, One Road Initiative affect and promote tourism between

the two countries?

The limitation of this study need to be pointed out. Firstly, the analysis of OBOR's impact
on tourism only focuses on the relationship between China and Finland. Secondly, the
analysis of the local tourism industry only focuses on international and leisure tourism ra-
ther than domestic and business travel. Thirdly, in the analysis of how to increase the
number of tourists, only focus on tourist travel preferences and tourist information collec-

tion methods.



1.3 Research Methodology and Data Collection

There are three methods in research, namely quantitative research, qualitative research,
and mixing method. Qualitative research is empirical research, data collection is not in
digital form, the purpose is to understand as much as possible individual, group and cul-
tural social reality. Qualitative research has a variety of research methods, such as inter-
views, open-ended questionnaires, videos, documents and so on. Quantitative research is
to issue a large number of questionnaires and present the results in the form of numbers.
(McLeod 2017, 1-3.) The mixing method combines research and data of both qualitative
and quantitative approaches to reduce the limitations of both types of research (Brannen
1992, 31-32).

There are two different kinds of research approaches which are deductive reasoning and
inductive reasoning. Deductive reasoning is the process from a theory to a concrete ob-
servation, usually starting with a statement or hypothesis, and drawing a concrete logical
conclusion through scientific reasoning and testing. Inductive reasoning, by contrast,

draws conclusions from actual observations and data. (Bradford 2017.)

In order to have an in-depth understanding of tourists' attitudes and preferences, people's
views on OBOR and local tourism, | chose the face-to-face or video call interview methods
and interviewed 15 people, divided them into three groups, as the primary sources of this

study.

The interview consists of three groups of interviewees, a total of 15 persons, and four

parts of questions.

The Group 1 interviewee was Chinese people living in China, and some interviewees
have the experience of living abroad for a short time. The Group 2 interviewee was for-
eigners living or studying in Finland, including Chinese living in Finland. The Group 3 in-

terviewee was local Finnish people.

The first part of the questions was about the interviewees’ travel preferences. The second

part of the questions asked interviewees what they think of One Belt, One Road Initiative?
The writer prepared a brief introduction for the interviewees who did not know OBOR.

The third part of the questions was about interviewees’ travel willingness. Asked interview-
ees what they think of China or Finland. The Last part of questions asked interviewees

what they think of the current tourism development in China or Finland.

All of the interview questions can be found in the Appendix.



And second sources come from official press releases and statistical data, news releases,

questionnaire results of authoritative organizations, published books and online articles.

Thus, qualitative research and inductive reasoning are appropriate research methods for

this study.
1.4 Thesis Structure

This thesis mainly consists of three parts. Firstly, Chapter 2 will show the analysis of cur-
rent tourism development in both countries. Secondly, in Chapters 3 and 4, by analyzing
the needs of Finnish and Chinese people for outbound travel, their travel preferences, to
find out how to increase the number of residents of the two countries traveling to each

other country. Thirdly, Chapter 5 introduce OBOR and analyzes its impact on the tourism

between China and Finland.

Readers can find the answer to research questions, analysis of the validity and reliability
of the study, the writer learning from the study and suggestions for further research in
Chapter 6. The grouping of respondents and summaries of the interview responses in Ap-

pendices.

- > 2.Current local tourism development situation

U

3. Finnish people travel to China

5. One Belt,

6. Conclusion (

One Road 4. Chinese people travel to Finland

Figure 1 Thesis structure

Chapter 1 has four sub-chapters that minly introduce the background of the paper, the re-
search direction, the limitations of the research, the research questions, the methods used

in the research and reasoning approach, as well as the structure of this paper.

Chapter 2 is divided into two parts to analyze the development of current tourism industry
development in China and Finland. This chapter mainly discribes the people and culture of
China and Finland, the development of inbound tourism, the expectations of foreign tour-
ists for China and Finland, what can be brought to foreign tourists when traveling to China

and Finland, and the obstacles to current development in both countries.



Chapters 3 and 4 respectively study how to attract Finnish people to travel to China and
attract Chinese people travel to Finland. According to the travel preferences and needs of
tourists from China and Finland. At the same time, the barriers for Chinese and Finnish

tourists to travel to the other country are analyzed.

Chapter 5 introduces the background of the One Belt, One Road, the areas involved, the
impact on some industries, and introduces the impact on tourism between China and Fin-

lad, and the economic impact on Finland.



2 SECOND CHAPTER
2.1 Tourism Development in Finland
2.1.1 People and Culture

As the comic called “Finnish Nightmares” shows that, Finnish people are mostly intro-
verted. Finns are shy and quiet. This makes it seem like they do not fit in when they are
with strangers. (VAMK 2019.) Finns rarely initiate conversation with strangers unless they
feel a strong urge to do so. Finns are surprisingly silent on the subway, bus or tram. How-
ever, the hospitable Finnish people will give up their traditional reserve to offer enough
help when tourists or strangers ask for help or advice. Meanwhile, Finnish people value
equality in social interaction. They usually introduce themselves without emphasizing their
title or official position. (Alho 2010.)

Finland is a country that attaches great importance to equality between men and women,
women held relatively high positions in political and other social fields (Alho 2010). Finland
was the first country to give women full political rights. Finland has made many efforts to
change the traditional status of women and make women equal to men. This process is
not short. As early as 1906, Finnish women became the first women in the world to gain
full political rights. The 1970s also saw the emergence of a gender equality institutions,
like, in 1972, the Council for Gender Equality was established. In 1987, Finland enacted
the Act on Equality Between Men and Women that banned sex discrimination and sup-
ported equality between men and women in work and life. The construction of the Finnish
welfare state, including the development of social security and pension systems, had
greatly benefited women and had comprehensively strengthened gender equality in soci-
ety. (Auvinen 2019.)

In terms of religion, the topic of religious belief is not particularly sensitive in Finland,
where the majority of Finnish people officially belong to the Evangelical-Lutheran Church,
about 83% of Finnish people, and 1.1% to the Finnish Orthodox Church. There is not

much difference between believers and others in daily life. (Alho 2019.)
2.1.2 Inbound Travel Development

According to tourism accounts from the Ministry of Economic Affairs and Employment of
Finland, tourism has become increasingly important to the Finnish economy in recent

years. In 2017, there were 6.7 million overnight stays of foreign tourists. Revenue of tour-



ism in Finland reached 15 billion euros, and foreign tourists spent 4.6 billion euros in Fin-
land. The direct gross added value generated by tourism increased by 5 billion euros,
which was 8% higher than the year 2016. And tourism industry clusters provided employ-
ment for 140,200 people, which is 5.5% of all employed people in Finland. The develop-
ment of tourism has also had significant effects on other industries, such as construction,
transportation, and commerce. According to the importance of tourism accounts, tourism
to the Finnish economy has maintained a market share of 2.6% of GDP in 2011-2017.
Russia remains the most important market, while the biggest growth comes from China.
(Kyyra 2019.)

In 2016, about 265,000 Chinese tourists visited Finland, and in 2017, the number in-
creased to 432,000. Chinese tourists spent on average around 1533 dollars. Chinese
tourists spent in Finland increased by 39% in 2017, with a total of 412.5 million dollars.
(Hinsdale 2018.)

2.1.3 What do Tourists Expect?

Paavo Virkkunen, head of Visit Finland, said that the centenary celebration in Finland has
attracted unprecedented media attention and topped a list of the world's most interesting
tourist destinations. There were four areas of particular interest, with the greater Helsinki
region the most popular, with overnight visitors up 13% last year and Lapland up 22%.
Finnish Lakeland is also increasingly developed, the night visitors increased by 12%, and

the coastal areas and archipelago of tourists has increased by 8%. (Tarvainen 2018.)
The following contents will briefly introduce the top tourist attractions of Finland.
Land of a thousand lakes

In fact, there are 188 000 lakes in the country, from the metropolitan area around Helsinki
up to Inari in Lapland. Finland is full of pure blue oases. Drive through Finland in the sum-
mer, you will find that the forest landscape is dotted with patches of water, or in some ar-
eas, vice versa. With so many lakes, Finland has earned the nickname “land of a thou-
sand lakes”. (Visit Finland a 2019.)

Northern lights

Between September and March, the northern lights shine about every other clear night in
northern Lapland. And in southern Finland, they are visible on about 10 to 20 nights a

year. Finland is one of the best places to spot the northern lights. (Visit Finland b 2019.)

Home town of Santa Claus
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Each day of the year, in Rovaniemi, children and adults can visit Santa’s office which lo-
cates on the mysterious Arctic Circle and enjoy a private chat with him. The Arctic post of-
fice receives more than half a million letters a year from all over the world, Santa Claus

will reply one by one, as long as you write a clear address. (Visit Finland ¢ 2019.)
One of the happiest countries in the world

According to the World Happiness Report 2018, which ranked countries on the basis of
six key variables that support well-being: income, healthy life expectancy, social support,
freedom, trust and generosity, Finland was ranked as the first happiest country (Helliwell,
Layard & Sachs 2018). While traveling, experience the source of happiness for Finnish

residents.
2.1.4 Analysis of Benefits and Existing Challenges

For architecture lovers, Finland offers a wide variety of buildings, from the ancient wooden
structures that have stood since Swedish times, to the modern designs of buildings.
Meanwhile, Finland can provide more relaxing ways for tourists to travel. During the sum-
mer, thousands of lakes are a paradise for anglers and boating enthusiasts. Or follow
Finnish tradition and opt for a rustic lakeside cottage away from the city for a quiet and
comfortable summertime with family or friends. With 39 clean, beautiful national parks, it
will be a great place for hikers and campers. In winter, Finland is rich in wither sports,

which can provide more choice for winter sports fans.

Finland is the 17" safest country, and Helsinki is the second safest city in the world, the
violent crime rate in Finland extremely low, which provides a safe and secure travel envi-
ronment for tourists. (Wood 2017.) Finland also has a relatively high level of service indus-

try, which enables tourists to have a more comfortable trip.

According to the answers of interviewees, it can be concluded that there are three prob-

lems existing in the current tourism industry in Finland, are the following:

Insufficient passenger capacity, for example, respondents said that many Chinese travel
agents in Helsinki had to book accommodation in the surrounding cities, like Lahti, be-

cause they could not find enough accommodation in Helsinki.

Lack of tourism promotion, some interviewees said that, if they choose to travel to Finland,
they would prefer to visit Helsinki and Lapland, they do not know anything about other
places or projects in Finland. And one interviewee who works in the government tourism
department said that there is not enough coordination between the relevant departments

and companies.
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Last, insufficient tourism industry development, based on statistics from Statistics Finland
on overnight stays by foreign tourists, in 2018, in the four major regions, shows that the
overnight stays by foreign tourists increased in Helsinki and Lapland, but decreased in
Coast and Archipelago and Finnish Lakeland (Business Finland 2019). Coast and archi-
pelago and Finnish Lakeland are rich in natural tourism resources, but they have not been

fully developed, leading to little understanding of the two areas.

The table below clearly shows the development and changes of tourism in the four major
regions. The decline in numbers means that the interests from touristsin the local area
have decreased. According to the interviews, this may be due to lack of publicity and in-
sufficient development. It is also a proof that the current tourism industry in Finland still

has great potential for development, especially in terms of natural scenery.

Table 3 Overnight stays by foreign tourists in 2018 (Business Finland 2019)

Change Change
in in
nights nights
spent, spent,
Night spent, pc pc %

+85

WHOLE COUNTRY 6 828 000 000 +1.3%
+36

CAPITAL REGION 2 902 000 000 +1.3%
44

COAST AND ARCHIPELAGO +1 031 000 000 -4.1%

FINNISH LAKE DISTRICT 1176 000 -2 800 -0.2%
+96

LAPLAND AND KUUSAMO 1719 000 000 +59%
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2.2 Tourism Development in China
2.2.1 People and Culture

China is one of the countries with the earliest cultural development in the world, it has rec-
orded history of nearly five thousand years. After a long historical evolution, Chinese tradi-
tional culture is mainly dominated by Confucianism, Taoism, and Buddhism. The three
ideological systems are interdependent and influence each other. The Confucian ideology
is based on benevolence, righteousness, propriety, wisdom, trustworthiness, forgiveness,
loyalty and filial piety to restrict people’s behavior. Taoist ideology advocates “Man is an

integral part of nature”, “Tao way following the natural rules.” and “Doing nothing.” In

Buddhism, compassion and devotion are the two main spirits. (Wang, YU & McLean 1997,
85-93.)

Chinese people are very humble, when talking with others, especially the elders or people
of high status, Chinese people will not use the first person “I” directly, but change to self-
deprecatory expressions, and will not call others’ first name, but change to honorific salu-
tations. Chinese people have great respect for their elders and attach great importance to
positions and titles. In a business setting, or when meeting someone for the first time, Chi-
nese people will address the person by their surname and title. (Wilkinson 2000, 103-
105.)

Different from western individualism, the tradition of China is collectivism. Chinese people
are all community-oriented, for example, they care more about the gains and losses of the
whole family or community than the personal gains and losses. In society, Chinese people
attach more importance to interpersonal relationships, which are called “guanxi” in Chi-
nese. In business, for example, relationships can determine the development of business
cooperation. (Alon 2003, 12.)

Chinese people are very hospitable and most of them are relatively outgoing. There is a
saying in China that is “Is it not a joy to have friends come from afar?”. When Chinese
people entertain guests or friends, they do their best to make guests or friends feel at

home.
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2.2.2 Inbound Travel Development

China is now the third most popular travel destination in the world only after France and
the United States. According to the prediction by the United Nations World Tourism Or-

ganization (UNWTO), China is expected to become the world's top tourist destination in

2020. (Zhou 2019.)

In 2017, the tourism contribution rate of GDP in China was ranked second in the world,
the income of the tourism industry reached $1349 billion, 799.9 million people employed in
the tourism industry, ranking the first in the world. And China invested $155 billion in tour-
ism infrastructure, second only to the United States at $176.3 billion. The foreign tourists
mainly from South Korea, Japan, Myanmar and etc. (CSIS 2019.) The figure below inte-
grates statistical data and clearly displays the majority foreign tourists from which coun-
tries, travel to China. This also proves that there is a lot of room for growth for Finnish

tourists to travel to China.

Tourists Visiting China

Tourists per year from selected locations, excludes Hong Kong, Macau, and Taiwan.

25M

20M

15M

10M

Number of Tourists

5M

0

2009 2010 20M 2012 2013 2014 2015 2016
Country
(Click to hide)
@ Australia @ singapore ® Malaysia @ Mongolia
@ Pphilippines @ Russia ) United States Japan
@ Vietnam @ south Korea

CSIS China Power Project | Source: UN World Tourism Organization

Figure 2 Foreign tourists visited China from 2019 to 2016 by nationality (CSIS 2019)
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The latest statistics show that in 2019, China made 142 million inbound trips, and the in-

bound tourism revenue reached $127.3 million (Baatarsuren 2019).
2.2.3 What do Tourists Expect?

Magnificent historical buildings, impressive scenery, more modern public facilities, all

these attract more and more foreign tourists to travel to China (Baatarsuren 2019).
Chinese cuisine

Chinese cuisine is the general term for all kinds of dishes in different regions and national-
ities in China. With a long history, with exquisite technical requirements, rich category, and
genre, distinctive style characteristics. Chinese cuisine is the crystallization of the devel-
opment of Chinese cooking for thousands of years, is one of the three major cuisines in
the world. Chinese cuisine contains eight major cuisines, in addition to the eight major cui-

sines, there are also some influential cuisines in China.
Scenery

China’s landscape tourism resources are very rich. These scenic spots can be roughly di-
vided into eight types, including lake scenic area, mountain scenic area, forest scenic
area, landscape scenic area, seaside scenic area, leisure and summer resort, religious
temple scenic area and revolutionary memorial site. Among them, the Top Ten Places of

Interest in China selected by Chinese are the most representative of China.
Ancient Chinese architecture

The types of ancient Chinese architecture are classified according to the nature and func-
tion of the buildings, mainly including eight categories: residential architecture, palace ar-
chitecture, ritual architecture, religious architecture, mausoleum architecture, garden ar-

chitecture, facility architecture, and other architecture.
High-speed railway

Travel to China and experience China’s G-series high-speed trains and bullet trains are
also essential. China’s high-speed railway is defined as newly designed bullet trains run-
ning at 250 km/h (including reserved) or above. Now China’s high-speed train running
speed up to 350 km/h. Fast and steady are two characteristics of China’s high-speed

trains.

Traditional Chinese medicine
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Traditional Chinese medicine uses traditional Chinese medical herbs, acupuncture-moxi-
bustion therapy, naprapathy, massotherapy, cupping therapy, etc. to make patients re-

cover.
2.2.4 Analysis of Benefits and Existing Challenges.

China is a country with 5000 years of civilization. Therefore, it is important to approach
China from a historical and cultural perspective. The unique culture and centuries-old his-
torical background can provide tourists with different travel experiences. Completely differ-
ent from the western architectural style and landscape scenery can let visitors from west-

ern find everything fresh and new.

There are 56 different nationalities in China, each nationality has its own unique customs.
At the same time, the customs of each province or region in China also have their own
characteristics. Foreign tourists can experience a variety of different cultures and customs
in China. (Hinsbergh a 2019.)

With the rapid development of science and technology in China, such as 5G network, mo-
bile payment, high-speed rail and so on, tourists can experience modern China while

learning about the history and culture of China.

According to responses of the interviews, the interviewees think the problems in China's

tourism industry are as follows:

Firstly, the tourism management level is not high, especially the management of scenic
spots. Interviewees pointed out that some of the most popular scenic spots have a bad at-
titude towards service staff. At the same time, the popular scenic spots have too much
passenger flow, especially in some special holidays, when tourists are concentrated, the
scenic area is very crowded and cannot visit well. Also, large passenger flow leads to en-
vironmental pollution. Even in some natural scenic spots, tourists do not pay attention to
environmental protection, and the management of scenic spots is not in place, the pollu-

tion situation is very serious.

Secondly, for foreign tourists, interviewees generally think that Chinese service personnel
are still not familiar with English. A study by the Telegraph, in 2017, found that only about
10 million Chinese, less than 1 percent of the population, can carry on a conversation in
English. There are usually few or no English-speaking employees in hospitality services.
Normally, in luxury or upscale facilities will have more English-speaking staff than lower-

middle service facilities. However, in some tourist attractions, or service facilities, bilingual
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tour guides are available for tourists to use which can be provided to ease the language
barrier. (OptLingo 2019.)

Thirdly, it can be seen from the responses of respondents in Finland and other countries
that some non-Chinese residents still have insufficient understanding and knowledge of
China. This shows that the promotion of China's tourism industry or national image is still
not enough.
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3 FINNISH PEOPLE TRAVEL TO CHINA
3.1 Finnish People Outbound Travel Needs and Preferences

The Data from Trading Economics shows that the average monthly earnings in Finland in-
creased by 2.6 percent, from 3372 euros to 3534 euros between 2016 and 2019. And the
highest monthly living wage for a family is 1780 euros, and for individual is 1190 euros.
(Trading Economics 2019.) The average monthly wage in Finland is higher than in other
countries in the European Union, but the living cost in Finland is lower. This helps to in-

crease the number of trips and the number of people traveling in Finland.

Statistics from Statistics Finland shows that, in 2018, Finnish residents made 8.2 million
leisure outbound trips (Statistics Finland 2019). Data from Statista displays that, in 2018,
Sweden was the most popular destination in Finland to travel abroad, just under 2.2 mil-
lion trips. Estonia was the second, with roughly 2.1 million trips. (Jlirgensen 2019.) Aisan
countries are not able to enter the top ten list of popular travel destinations for Finnish
tourists. The annual expenditure on outbound travel in Finland, in 2018, was 5.6 billion eu-
ros. According to the annual expenditure statistics, the annual expenditure on travel

abroad in Finland presents a steadily increasing trend from 2012 to 2018. (Luty 2019.)

Spending in billion euros

2012 2013 2014 2015 2016 2017 2018** 2028%**

Figure 3. Annual expenditure on outbound travel from Finland (Luty 2019)
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According to the tourism survey done at the Matka Nordic Travel Fair, in Helsinki in Janu-
ary 2019, Finnish travelers are specifically interested in a relaxing trip and experiencing
local culture and everyday life. And Finnish travelers prefer to shop in the local shops ra-
ther than shop in large shopping centers or shopping opportunities at their hotels. Also,
62% of respondents to the survey said that they are more interested in visiting lesser-
known sites than popular tourist attractions. And 75% of respondents said that they prefer
to taste street-food rather than eat in famous restaurants. Finnish people travel mainly for
rest and relaxation. More than 60% of respondents said they prefer a holiday trip that
could over one week. And 84% of respondents would like to separate holiday trips from
their work. Many Finnish tourists would like to travel outside of the tourist season to

lighten the tourism load on destinations. (The Blue Swan Daily 2019.)
3.2 How to Establish and Develop

This chapter will analyze how to attract more Finnish tourists to travel to China according

to their travel preferences, and the possible obstacles to travel to China.
3.2.1 How to Attract More Finnish to Travel to China

The tourist survey from the Marka Nordic Travel Fair shows Finnish travelers are most in-
fluenced by the travel experiences of their friends and acquaintances when deciding
where to go or making travel plans. The second most influential factor in travel comes

from advertising by travel agents, airlines and hotels.

Young people get their ideas of traveling which are more influenced by updates and im-
ages of their friends on social media. A third of respondents of the survey influenced by
social media channels, such as Instagram photographs, blogs or YouTube videos. (The
Blue Swan Daily 2019.)

Chinese tourism agencies can make great efforts to cooperate with tourism agencies in
Finland for the connection of travel services, set up a website, do plenty of advertising on
Helsinki Vantaa Airport, and mainstream media, such as YouTube, Instagram. And also
do advertising on the online travel booking website, such as Booking, Airbnb. Cooperating
with Finnair will also be a good choice, for instance, launch flight ticket and hotel pack-

ages, or offer guided tour discounts for members of Finnair.
3.2.2 What are Potential Barriers Constraint Trip to China

First of all, the problem of English popularization discussed above will become the most

important problem for tourists traveling independently.



19

Then culture shock will become the second obstacle for foreign tourists. Chinese culture is
very different from European culture, and Finnish tourists may feel confused or annoyed

when they first travel to China.

Third, as China is currently the world's most populous country, crowds can be seen every-

where, which may make Finnish tourists uncomfortable (Hinsbergh b 2019).
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4 CHINESE PEOPLE TRAVEL TO FINLAND
4.1 Chinese People Outbound Travel Needs and Preferences

In 2018, Chinese outbound tourism reached 149.72 million, an increased of 14.7% over

the previous year, the statistics from the Ministry of Culture and Tourism (Zhang 2019).

With the development of China, the standard of living in China has been constantly im-
proving, personal income has increased annually by 7.4%, more than 400 million Chinese
have become middle-income people, and the figure is still on a quick rise. The statistics
from China’s National Bureau of Statistics show that China’s per capita deposable income
stood at 4099.4 dollars in 2017, with the median at 3556.8 dollars. Traveling abroad has
become a major measure of the happiness of China’s urban household and the younger
generation. With a growing middle-income population, more and more Chinese are travel-
ing overseas. This is good news for global economic growth. The statistics from the UN
World Tourism Organization show that overseas consumption by Chinese tourists ac-

counted for more than one-fifth of the total amount of global consumption. (Yang 2018.)

According to travel agency booking data, Belt and Road tourism products and route reser-
vations have become a new choice for outbound tourism (Zhang 2017). Europe is the
third major popular destination for Chinese tourists, Chinese tourists not only choose clas-
sic destinations such as Italy and France but also travel to emerging markets (Liu 2018).
Outbound tourism of Chia presents a personalized and diversified trend. And data from
the China National Tourism Administration shows that 82.6% of Chinese tourists prefer to

travel in the fourth quarter. (Zhang 2017.)
4.2 Chinese are Knowing More about Finland

China and Finland have established diplomatic relationship since 1950. In 2013, Chinese
President Xi Jinping and Finnish President Sauli Niinisto agreed that the two countries
should commit to building a new, future-oriented relationship. China is willing to
strengthen cooperation with Finland on global economic management, climate change,
arctic and other issues. And in 2016, When Zhang Dejiang, chairman of the Standing
Committee of the Chinese National People’s Congress met with Finnish President Ni-
inisto, Zhang said two countries have complementary economic advantages and huge po-
tential for cooperation in many fields, the two sides should work together to explore and
deepen cooperation in innovation environment, tourism culture, and sports. (Ju & Ma
2016.)
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The friendly relations between China and Finland can greatly facilitate the tourism be-
tween China and Finland and also promote friendly exchanges between the residents of

the two countries.

Chinese President Xi visited Finland

In April 2017, Chinese President Xi Jinping and his wife Peng Liyuan visited Finland.
When they and Finnish President Niinisto met skaters’ representatives from the two coun-
tries in Helsinki, the President Xi said, the two countries should take the opportunity of
Beijing hosting the 2022 Winter Olympics Games to strengthen winter sports exchanges
and cooperation, promote the development of their respective sports undertakings and im-
prove the health of the two peoples. And President Niinisto said Finland is willing to share
experience with China and deepen cooperation in winter sport and Olympic preparations,

Finland supports China in hosting a successful Winter Olympics Games. (Rao 2017.)

After President Xi and his wife Peng visited Finland, more and more Chinese know about
Finland, and willing to travel to Finland, China and Finland have subsequently signed a
number of tourism cooperation agreements. With the opportunity of the 2022 Beijing Win-

ter Olympics, there will be more cultural exchanges between the two countries.

More and more Chinese A-listers visited Finland

In recent years, more and more Chinese A-list stars have traveled to Finland to record
vlogs, and some Chinese reality shows have been filmed in Finland. These make Finland
familiar to more Chinese people. Star effect has also made more Chinese people would

like to travel to Finland.
4.3 How to Establish and Develop

The following two sub-chapters are respectively about base on the tourist preferences of
Chinese tourists to attract them to travel to Finland, and the possible barriers of Chinese

tourists to travel to Finland.
4.3.1 How to Attract More Chinese to Travel to Finland

In China, people have a different system for getting information. For example, the main
SEO is Baidu, popular social media platforms are Weibo, Zhihu, instant messengers are
WeChat and QQ, etc.
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Baidu has more than 82% of the market share. So, the best way to attract Chinese tour-
ists is to set up a Chinese website with a good ranking on Baidu to be visible (GMA 2018).
Or set up a WeChat official Account which applied by merchants, it is formed a main-
stream online WeChat interactive marketing. Weibo also called Microblog, which is a main
social networking platform for sharing short, real-time information, like Twitter. Applying for

a Weibo account about trips to Finland can also help to attract Chinese tourists.

Ctrip and Alitrip are popular online ticket booking platform, online travel agency. The ser-
vices include flight reservation, hotel reservation, attraction tickets reservation, tour reser-
vation and so on. Cooperate with these platforms can better launch related travel products
and services. For instance, Finnair has a long-term strategic partnership with Alitrip, which
committed to launching a series of tour packages aimed at bringing Chinese tourists to
Finland during the coldest months of the year (GMA 2018). Qyer is a travel services plat-
form, it includes travel guide, itinerary, travel community, and Q&A, intelligent travel plan-
ning solutions. Improving information on Qyer can help independent travelers to make bet-

ter travel routes and plans.

In order to attract and promote the consumption of Chinese tourists, understanding the
Chinese terms of payment is the best way. China UnionPay is a Chinese bank card or-
ganization that is used to pay in RMB, like Visa and MasterCard. Accepting China Union-
Pay card payment can better drive the consumption of Chinese tourists. Unlike western
countries, where people mainly pay with cash or bank cards. In China, most people pay
with mobile phone platforms, E-payment, like Alipay and WeChat Pay. Finland has had a
good cooperation with Alipay, Alibaba claims Finland is the world’s first “all- Alipay” desti-
nation. This will bring convenience to the consumption of Chinese tourists, so as to attract
more Chinese tourists to spend. (GMA 2018.)

Collaborate with airlines and hotels, like, Finnair has already partnered with Alipay. Finnair
becomes the first airline in the world to use Alipay as a method of in-flight payment. Part-
nering with famous airlines and top chain hotels can attract more Chinese tourists’ atten-

tion.

The Chinese have several major holidays throughout the year, two major holiday periods
are the Chinese New Year and the national holiday. Normally, the Chinese New Year in
January or February, which according to the Chinese lunar calendar, the family gets reun-
ion during that period, a few choose family outings. The national holiday in October, most

people choose to travel at this time of year. If domestic and international travel are both
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taken into account, then nearly 600 million Chinese people take vacations during this pe-
riod. (GMA 2018.) Besides, summer vacation, between July and August, and winter vaca-

tion, from January to March, are also popular times for traveling.
4.3.2 What are Potential Barriers Constraint Trip to Finland

According to a survey conducted by Visit Finland in 2014, the main obstacles for Chinese

tourists to travel to Finland are as follows:

Firstly, most of the respondents think the travel cost of Finland is the high. Most people
think prices are higher in the Nordic countries than in the rest of Europe. Another reason

is high exchange rate from Euros to the Chinese Yuan.

Secondly, it is difficult to get a Visa to Finland. Among the European Schengen countries,
the French Schengen visa is relatively easy. So many Chinese tourists would not choose

to apply for a Visa to Finland.

Finally, there is a lack of travel services offered for traveling to Finland. As discussed
above, Chinese tourists think that Finland has fewer items or places to visit than other Eu-
ropean countries. And because of the lack of relevant information, Chinese people know
much about Finland. (Suomi, Li & Wang 2014, 19-20.)
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5 ONE BELT, ONE ROAD

5.1 Introduction

One Belt, One Road (OBOR) Initiative was first launched in 2013 by President Xi and the
Chinese central government. The OBOR includes building Silk Road Economic Belt,
which establishes links between China and Europe through Central and Western Asia,
and 21st Century Maritime Silk Road, which connects China with Southeast Asian coun-
tries, Africa and Europe. (CityU 2019.)

Maritime Silk Road initiative Silk Road Economic Belt
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Figure 4. The OBOR routes (MAZARS 2016)

The OBOR has five routes that are included in both Silk Road Economic Belt and 21st
Century Maritime Silk Road. And the cooperation framework of OBOR is “Six Corridors,
Six Means of Communication, Multiple Countries, Multiple Ports”. “Six Corridors” means
six major international economic cooperation corridors. “Six Means of Communication” are
rail-ways, high-ways, seagoing transport, aviation, pipelines, and aerospace integrated in-
formation network. “Multiple Countries” means that China will first cooperate with a num-
ber of countries as a demonstration effect, and reflecting the OBOR concept and achieve-

ments, in order to attract more countries to participate. “Multiple ports” refers to China will
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work with countries along the OBOR jointly establish a number of key ports and cities to

promote maritime prosperity and cooperation. (Belt and Road Portal 2017.)
5.2 Objectives

The OBOR is committed to promoting economic development and corporation among
countries along the OBOR, as well as cultural and civilized exchanges. And also, at the
same time, the OBOR will safeguard world peace, stability, and prosperity (MAZARS
2016).

All countries participating in the OBOR, big or small, rich or poor, are equal, and partici-
pate in cooperation publicly, transparently and peacefully. All countries should consult,
build and share together to establish mutually beneficial, complementary, efficient, bal-

anced and sustainable cooperation. (Belt and Road Portal 2017.)
5.3 Corporation Fields

The OBOR will build various areas of corporation, from economic to cultural. While pro-
moting trade cooperation and economic development, the OBOR also attaches im-

portance to people-to-people and cultural exchange. (Belt and Road Portal 2017.)

Developing infrastructure and facilities, and promoting cross-regional connectivity. This is
a priority area of corporation of OBOR. China will encourage enterprises that have enough
strength and with a good reputation, to build rail, highway, port, electricity, information and
telecommunications facilities in countries along the OBOR route, to advance regional in-
terconnection and bring benefit to the populace. Boosting cohesive trade and economic
cooperation, establishing OBOR free trade area and pushing forward trade facilitation.
The OBOR is committed to promoting the economic and industrial development of all
countries and building a more balanced, equitable and sustainable trading system. (Belt
and Road Portal 2017.)

Expanding cooperation on production capacity and investment. This is another important
priority area for the OBOR strategy. China as an international major manufacturer will en-
courage native superior enterprises to make diversified investments in countries along the
OBOR route. China will support cross-regional investment and try to make it more con-
venient. And China will try to form a consensus of cooperation with more countries, also
China and cooperative partners which have already reached cooperation consensus, ac-
cording to market-oriented and mutual benefit rules, have implemented a series of cooper-

ation in various areas, such as raw material, equipment manufacturing, light industry,
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clean energy, and eco-friendly and high-tech industries, to create tax incomes and job po-
sitions. (Belt and Road Portal 2017.)

Improving financial cooperation, facilitating currency circulation and accommodation of
funds to build a stable financing circumstance for OBOR strategy, also this is beneficial to
attract all sources of capital to participate in developing the real economy and creating

value chain, to promote the global economy grow healthily. (Belt and Road Portal 2017.)

Strengthening cooperation on ecological and environmental protection. China aims to use
environmental and sustainable development concepts to lead OBOR cooperation. China

will share its latest ideas, technologies, and practices in the areas of ecological progress,
environmental protection, pollution prevention and control, ecological restoration, and cir-

cular economy. (Belt and Road Portal 2017.)

Developing the maritime trade, economy, and connectivity, building a number of ports and
maintaining the safety and smooth sea passage to establish the 21st-Century Maritime
Silk Road. Meanwhile, China also has built other fields of cooperation with countries along
the OBOR, such as marine science and technology, marine ecological environment pro-
tection, marine disaster prevention and reduction, and safety in marine law enforcement.
(Belt and Road Portal 2017.)

At the same time, OBOR can bring convenience and opportunities for friendly contact
among people of various countries and trade, culture, education, tourism, and other activi-
ties. China supports to develop cultural, people-to-people exchanges and cooperation at
multi-levels and in multi fields. (Belt and Road Portal 2017.)

5.4 Overall Contributions

Education

China provides government scholarships for 10 000 students, each year, from countries
along the OBOR (Belt and Road Portal 2017). In April 2017, China announced to provide
extra 3 000 scholarships to freshmen from OBOR countries every year in addition to exist-
ing scholarship programs. With OBOR development, majors related to language study,
trade and economic development, infrastructure construction, communication and trans-

portation, information, tourism, and energy trend to be popular. (Liu 2017.)
Tourism

There are 532 of World Natural Heritage Sites and World Cultural Heritage Sites along the
OBOR routes. And more direct flights connect China to countries along the OBOR. (Liu
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2017.) Travel between China and OBOR countries is becoming easier and more conven-
ient. In order to promote tourism activities and expand the scale of tourism cooperation,
China and OBOR countries hold “Tourist Year” in each other’s countries (Belt and Road
Portal 2017).

Medicial care

With the development of OBOR, more people share the knowledge and practice of tradi-
tional Chinese medicine, as well as advanced medical technology, to promote the health
of more people (Liu 2017). China attaches importance to promoting the prevention and
control of contagious diseases, medical systems and policies, health capacity building and
personnel training and exchange, and traditional medicine through the OBOR initiative
(Belt and Road Portal 2017).

5.5 Impact on Tourism

“With the in-depth implementation of the Belt and Road Initiative, the prospect of Belt and
Road tourism had become increasingly board (Zhang 2017).” Data from China National
Tourism Administration, in 2015, 120 million Chinese traveled abroad and spent a total of
94.06 billion U.S. dollars (Chen2017). In 2016, the number of Chinese outbound tourists
was 122 million, those tourists spent a total of 109.8 billion U.S. dollars (Cardon 2018).

In April 2016, Ujhelyi Istvan, vice-chair of the Transport and Tourism Committee of the Eu-
ropean Parliament, helped set up the Europe China One Belt One Road Culture & Tour-
ism Development Committee in Europe, which aims to promote cultural and tourism ex-
changes between China and Europe (Chen 2016). And in January 2018, China-EU Tour-
ism Year officially opened at the Doge’s Palace in Venice. The objectives of this 12-month
initiative included promoting sustainable tourism, encouraging investment opportunities,
improving connectivity (flight connections) and the safety of Chinese tourists, and advanc-

ing ongoing negotiations on visa facilitation. (Cardon 2018.)

So far, China has signed various visa exemption agreements with 57 OBOR countries and
19 agreements or arrangements with 15 countries, simplifying the visa application process
(Belt and Road Portal 2019).

5.6 Impacton Finland

Finland in the OBOR, as the second "road", which is the arctic shipping route. Climate
change has made the northern route from China to Europe even more promising. Finland

is closer to joining forces with other Scandinavian countries and could be at the heart of
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this strategy. China Ocean Shipping Company (COSCO) has planned to open a regular
route to Europe. The route will require new vessels and services and will bring many of
the technical challenges Scandinavian countries have faced for decades. It could also pro-
vide potentially very cheap return trips for goods from Europe to China, providing a poten-
tial advantage for Nordic manufacturing. And it will create opportunities for Finnish compa-
nies. (Enright, Scott & Associates 2016, 15.)
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6 CONCLUSIONS

This thesis aims to find out how to improve tourism between China and Finland, and how
to increase the number of people from the two countries traveling to each other's coun-
tries. This chapter deals with the research questions, then discuss the validity and reliabil-
ity of the thesis, and what the writer learned from this study. finally, the last sub-chapter

will give some suggestions for future research.
6.1 Analysis of Research Questions

The research questions were mentioned in the first chapter. Based on the study

results, the answers are as follows.

® What is the current development status of local tourism in the two countries?
For Finland, the service industry level is high, and tourism resources are rich, especially
winter tourism resources and natural tourism resources. However, tourism resources have
not been fully developed at present, leading to large passenger flow in popular areas but
insufficient passenger capacity. However, in other regions, there is a lack of travel pro-
grams and fewer tourists, so the overall tourism industry is heavily weighted. At the same
time, the country's tourism promotion is not enough to attract foreign tourists to travel in-

terest.

For China, tourism resources have been fully developed, but the overall management
level of tourism is not high, some scenic areas are seriously polluted, and the attitude of
service personnel needs to be improved. At the same time, English is not widely used in

the service industry.

® What should the two countries improve to attract more foreign tourists, espe-
cially tourists from each other countries?

For Finland, more tourism resources should be developed to provide tourists with more

tourism programs and facilities. Increase the publicity of the tourism industry, create a

travel atmosphere, so as to attract more foreign tourists.

For China, the management level of the tourism industry needs to be improved, and the
English popularization of the service industry needs to be enhanced. At the same time for
the phenomenon of crowded hot scenic spots, need to make some improvements, such

as timing limit passenger flow.
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® How will the One Belt, One Road Initiative affect and promote tourism between
the two countries?
Under the framework of the OBOR, Finland is not only one of the countries along the

route, but also a supporting point connecting China with the Baltic sea, China and Nordic.

While OBOR attaches importance to promoting the development of countries, it also fo-
cuses on cultural and people-to-people exchange among countries. After the launch of
OBOR, China and Finland launched many tourism activities or exhibitions, signed an
agreement to simplify the application process for Visa, and increase direct flights between
the two countries, providing great convenience for tourists to travel. And while increasing
trade cooperation between the two countries, it will also increase the mutual understand-

ing of the residents of the two countries.
6.2 What Has Been Learned

The tourism industry plays a significant role in the local economy. Improving or upgrading
the tourism industry is especially suitable for cities or regions in transition. A favorable city
image is the foundation of tourism development. Before starting to improve the local tour-
ism industry, analyze the problems existing in the current industry development, and make
corresponding improvements, such as improving the service quality and management
level of the tourism industry. The publicity and promotions are important parts to publicize
the image and advantages of the city to potential tourists so as to generate the driving
force of travel. investigating the travel preferences of the target customers and cooperat-
ing with well-known travel-related companies in the target customers’ regions are good
ways to promote. At the same time, some national and international policies can reduce
the barriers to tourism development and increase the opportunities for international tour-

ism development.

For China and Finland, travel demend from tourists from both countries is inscreasing
year by year, but the number of tourists from both countries to the other country is not
large, so it is not a difficult problem to increase the flow of tourists between the two coun-
tries. However, there are still some barriers. It is necessary for two countries to improve
and upgrade the local tourism induatry to increase the number of tourism. At the same
time, the One Belt One Road Initative provides the convenience of increasing the flow of
tourists between China and Finland, through the establishment of cooperation to enhance

awareness, and policy consultation.



31

6.3 Validity and Reliability

Validity is the measurement of how the outcome of an event corresponds to physical or
social reality attributes, characteristics, and changes. And reliability is the ability to meas-
ure an event in the same way and always get the same result under the same circum-
stances. (Middleton 2019.)

The secondary sources of this study come from noted literature, official release, press re-
lease, official statistics, and questionnaire. The empirical data were collected through
face-to-face or video call interviews. The interview questions designed closely match the
research questions. And to prevent interviewees from being unable to answer questions
about OBOR because they do not understand it. The writer prepared relevant background
information before the interview. Based on the above, it can be proved that this study is

reliable and veridical.
6.4 Final Analysis

The aim of this study is to find out how to improve the development of tourism between
China and Finland, according to the research on the travel preferences and needs of tour-
ists from both countries, and the impact of OBOR on tourism. The first chapter presented
the thesis background, thesis objectives, research questions and the structure of the the-

Sis.

The second chapter is to study the development of local inbound tourism in the two coun-
tries, the culture and people of two countries, and the advantages of attracting tourists. At

the same time, it paved the way for the following research.

The Chapter 3 and 4 respectively study the travel preferences and demands of tourists
from two countries, and found out how to improve tourism promotion and attract more tar-
get tourists according to their preferences and analyze potential obstacles to travel ac-

cording to the target tourists.

Chapter 5 briefly introduces the background of OBOR, the areas of cooperation, and the
benefits it brings to various industries, as well as the impact on the tourism industry and

Finland.

The final chapter answers the research questions, summarizes what the writer learned
from this study, analyzes the reliability and validity of this study, and puts forward some

suggestions for further study.
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6.5 Further Study

In the current context of globalization, countries are more closely connected, and tourism
can be directly and indirectly promoted. Here are some implications for further research.

Firstly, the content discussed in this study can be applied to other OBOR countries. Sec-
ondly, while studying the promotion of the international leisure tourism industry, business
tourism can also be added. Thirdly, additional quantitative studies could be added as a

supplement.
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7  SUMMARY

Nowadays, tourism is becoming one the largest economic sectors. It affects the economy
in various ways, and tourism contributes significantly to a region’s GDP and employment.
For China and Finland, the development of tourism is important to the national economy.
One Belt One Road Initiative (OBOR) concentrates on promoting cooperation between
China and countries along the route in various fields, such as economy, education, medi-
cine, and so on. And people-to-people exchanges is valued by the OBOR as well. So, the
tourism industry is an important cooperation area for OBOR. Finland is one of the coun-
tries along the OBOR. While the author is studying how to improve tourism between China
and Finland, the author is also studying the impact of the OBOR on tourism between
China and Finland.

The theoretical bases of the study are tourism marketing and the impact of policy on busi-
ness. Tourism marketing means that tourists mainly rely on information collection when
making travel consumption decisions. Two factors that can affect the decision are overall
environmental perception and the best cost performance. Building a city image and corre-
sponding to potential target tourist groups can make the marketing more effective. The im-
pact of policy on business is mainly reflected in the introduction of some policies that can

effectively increase the flexibility of business operations.

Based on the research questions, the research contents include inbound travel develop-
ment and existing problems, foreign tourists’ expectations and benefits from travelling, the
outbound travel demand in the two countries, travel preferences of Chinese people and
Finnish people, how to attract more Chinese tourists or Finnish tourists, potential con-

straint trip to China or to Finland, and the impact of OBOR on tourism industry.

The research method used in the study is qualitative research, the author conducted 15
interviews. In order for the interviews to cover all research contents, the author divided in-
terview questions into four parts, which are travel preferences, opinion about One Belt
One Road, the willingness of travelling to China or to Finland, and opinion about the cur-
rent tourism development in China or in Finland. And the interviewees include Chinese
people living in China, local Finnish people, and foreigners living or studying in Finland,
including Chinese people living in Finland. The findings in the study are withdraw in the

text.
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APPENDICES

Appendix 1. Group 1 Interviewee. The interviews in Chinese.

1) BRE L AMRIT—X ? (How often do you want to travel?)
HERTHHEZEEFME ? (How often do you travel abroad?)
2) BE—RRTHNEZZA ? (How long is a trip usually?)
BINABRIEENHERTREZEZ A ? (Whatis the ideal time for you to travel abroad?)
3) EEE=EWHARERST ? (When do you usually like to travel?)
4) BEWRRMBIRITHRITIEZBERTT ? (Do you prefer to travel with a travel agency or by
yourself?)
MR EHERTHIER ? (What about traveling abroad?)

5) BEMEIHMRITHN ? (How do you usually find a travel agency?)
BB MEBOI I RMEE, WEIREERTI ? H4F87) (How do you usually
book flights and hotels and make itineraries? from which platform?)

6) HBEEEMERIKRTENHE ? (How do you usually choose your travel destina-
tion?)

7) BREERELEZEZWNRER REZ/NARMIKIE=XIE ? (Do you prefer to go to famous
scenic spots or minority scenic sports?)

8) &7 fR—#—E’ID ? (Do you know about OBOR?)

9) &Xf OBOR F+4FE %L ? (What do you think of OBOR?)

10) IMRBEETRITHE ERTT, BRELFEEE OBORAIALERL ? (When you plan
to travel abroad in the future, will you first consider the countries along OBOR?)

11) &7 f#225=13 ? (Do you know about Finland?)

12) IR E R 52 1715 ? (Do you wish to travel to Finland?)
BREHARRER ? & BXNFZMEAFEM A7
(If yes, when would you like to go? & What do you expect from Finland?)

13) R R E Y RIRELNERBEH4EE ? (What do you think of current development of
tourism in China?)

14) N A R E N a0 E R 5 I B L 5MNEHE ? (What do you think China should do to at-

tract more foreign tourists?)
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Interviewee 1

Interviewee 2

Interviewee 3

Interviewee 4

Interviewee 5

International | Once every Twice a year Once a year Not sure, de- | Once a year
travel fre- two years pend on
guency schedule
Usually travel | 10 to 15 days | One to two 10 days Half a month | One week to
time weeks ten days
Ideal travel Two weeks 10 days 15 to 20 days | Three weeks | One month
time
Travel agency | Most are in- Independent | Normally Independent | Prefer to fol-
or independ- | dependent with tour low travel
ent travel group agency
How to de- Articles read Friends share, | Search from Social media Friends sug-
cide travel before, social media website gestions, so-
destination friends sug- cial media
gestions
Access to in- | Baidu, Ctrip Ctrip, Alitrip Ctrip, from Baidu Ctrip, Airline
formation website websites
Famous of Consider fa- Famous spots | Prefer famous | Famous spots | Half and half
minority sce- | mous spots spots
nic spots first
Know about Yes Yes Yes, but no Yes Yes
OBOR particular in-
sight
The view of Like the Mar- | Increase Connect Increasing Improve rep-
OBOR shall Plan, to | trade part- China with China's ex- utation of
stimulate the | ners and im- middle Asian | ports, but it China
economy prove na- countries, will cost a lot
tional image | mutual bene- | of resources
fit and reci- and technical
procity, not assistance
only for econ-
omy, also
people-to-
people ex-
change
OBOR coun- Will not fora | Will preferit | Will Will not fora | Will
tries as pre- while more than while
ferred desti- before

nation
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Know about Know a little Not so much | Not so much, | A little bit. Not so much.
Finland bit, from know some-
friends who thing about
have been the humani-
there ties
Willingness to | Interested Iceland has Very inter- More inter- If there's a
travel to Fin- better public- | ested in Nor- | ested in Nor- | chance
land ity, will dic countries | way and Den-
choose to go mark
to Iceland
The view of Local tourism | There will be | More and Scenic spot There are too
current tour- | management | more and more Chinese | service needs | many tourists
ism develop- | still has prob- | more Chinese | like abroad to be im- in scenic
ment in China | lems tourists going | travel proved spots during
abroad holidays
Suggestions Scenic spot The popular- | Attitude of Environment | Restrict the
to improve management | ity of English | service per- protection, flow of peo-
local tourism | level sonnel especially in ple in scenic

spots

spots
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Appendix 2. Group 2 interviewee. The interviews main in English, some are in

Chinese.

1) How often do you want to travel? #i@ % £ A k17—
How often do you travel abroad? % ER{THMER S EFEMN 7
2) How long is a trip usually? B & —RiRTHIE 2L A ?
What is the ideal time for you to travel abroad? I\ A REANHERITNEEZ A ?
3) When do you usually like to travel? i@ & Z XK (4 BHRHRTT 7
4) Do you prefer to travel with a travel agency or by yourself? &=k IRFERTHRITIEE
BHT?
What about traveling abroad? N8R 2 4 Eix{TA91EVE ?

5) How do you usually find a travel agency? &8 &t SR TH N
How do you usually book flights and hotels and make itineraries? (from which platform)
TR ENETOIVENER, T HRTITR 2 ((F4AFES)

6) How do you usually choose your travel destination? ZiB % 2 EFEERTE N ?

7) Do you prefer to go to famous scenic spots or minority scenic sports? 2 EE=R L&
B R RIE 2/ N AR FRORF R X R 7

8) Do you know about OBOR? & 7 fi#— s —B&Ng ?

9) What do you think of OBOR #:xt OBOR HH A& % ?

10) Do you think OBOR will have an impact on Finland? (for Finnish, and all foreigners in
Finland) f&3A 25 OBOR £ % 25 2 = 4£ 20 g ?
If yes, what do you think is the impact? A A IS EH A ?
If no, what is your reason? {Ef9IEHE ?

11) Why did you choose to live or study in Finland? Rk 252 S F 4 EHNEREH
A

12) What do you think of the current development of tourism in Finland? {RX$ 2% = 24 B jikiiF
VYHERREHLEE?

13) What do you think Finland should do to attract more foreign tourists? #&IA 425 = 3% 40
ARSI E ZIMEFE ?

Alternative questions: to Chinese people living in Finland
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14) What do you think of the current development of tourism in China? {3t # & 2 B iR
VYHEREMTALEE?
15) What do you think China should do to attract more foreign tourists? &I\ b 4 E 1% 40

AR5 E S SRR 7

Answers of Group 2

Interviewee 1

Interviewee 2

Interviewee 3

Interviewee 4

Interviewee 5

International | Everytwo or | Once to twice | Every two Once a year Once a year
travel fre- three months | a year months
quency
Usually travel | One week Three to four | One to two One to two About one
time days weeks weeks week
Ideal travel Two or three | Less than one | Around one Two weeks 10 days
time weeks week week
Travel agency | Now more Independent | Independent | Independent | Independent
or independ- | preferinde-
ent travel pendent
How to de- Search infor- | Search infor- | Friends' sug- | Social media, | Choose fa-
cide travel mation from | mation from | gestions or friends’ mous country
destination Internet Internet suggestions or cities
Access toin- | Expedia, Ctrip | Finnair, Ctrip, Agoda | Booking, Booking, offi-
formation Momondo, Airbnb, cial airline
Booking, websites
Airbnb
Famous of Not to mind Choose a Prefer minor- | Famous spots | Famous spots
minority sce- landmark for | ity spots
nic spots the first trip
to a place
Know about Yes Yes No Did not know | Not so much
OBOR before
The view of To promote It means a No comments | It can boost
OBOR trade and great pro- the economy
economic de- | gressin
velopment China-Finland
between relations




45

China and Eu-
ropean coun-
tries
The impact of | For example, | Shorten the No It will, be-
OBOR on Fin- | One Plus co- | export trans- cause Finland
land operate with | portation is one of
Elisa time between countries
China and along it.
Finland, re-
duce the
transporta-
tion cost
The reasons Education Thinking Fin- | Better aca- High quality Low tuition
to come to costs less land is a safe | demic atmos- | of education | fee
Finland than in UK place for a phere
and USA girl to live in-
dependently
The view of There are still | Winter tourism | Compared Service in- Geographical
current tour- | many tourism | resources and | with other dustry level is | location and
ism develop- | resources un- | natural tour- European higher, but cultural land-
ment in Fin- exploited ism resources | countries to | capacityisin- | scape has no
land are very exten- | lag behind sufficient advantage
sive, but the
lack of public-
ity
Suggestions Increase the | Strengthen Increase Develop Increase the
to improve propaganda publicity publicity in more travel propaganda
the tourism in the media resources
Finland
The view of Outbound More and The current
current tour- | tourism is de- | more Chinese | development
ism develop- | veloping bet- | travel from of tourism is
ment in China | ter and better | Western Eu- pretty good
rope to places
like Nordic
Suggestions Let more for- | The popularity | The attitude
to improve eigners know | of English, im- | of tourism
the tourism in | about China provement of | service per-
China public facili- sonnel needs
ties, such as fa- | to be im-
cilities for disa- | proved

bled persons




Appendix 3. Group 3 interviewee. The interviews in English.

1) How often do you want to travel?

How often do you travel abroad?

2) How long is a trip usually?

What is the ideal time for you to travel abroad?

3) When do you usually like to travel?

4) Do you prefer to travel with a travel agency or by yourself?

What about traveling abroad?

5) How do you usually find a travel agency?
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How do you usually book flights and hotels and make itineraries? (from which platform)

6) How do you usually choose your travel destination?

7) Do you prefer to go to famous scenic spots or minority scenic sports?
8) Do you know about OBOR?

9) What do you think of OBOR?
10) Do you think OBOR will have an impact on Finland?

If yes, what do you think is the impact?

If no, what is your reason?

11) Do you know about China?

12) Do you wish to travel to China?

If yes, when would you like to go? & What do you expect from China?

13) What do you think of the current development of tourism in Finland?

14) What do you think Finland should do to attract more foreign tourists?

Answers of Group 3

Interviewee 1

Interviewee 2

Interviewee 3

Interviewee 4

Interviewee 5

International | Asmuchas!| | Threetofive | Twiceavyear | Twiceayear | Pretty much
travel fre- can times a year

quency

Usually travel | Between 3 Less than One week Around one 5 days to one
time and 5 days week, around week week

5 days
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Ideal travel Less one One or two Around one One week Less two
time week weeks week weeks
Travel agency | Independent | Independent, | Independent | Independent | Mostinde-
or independ- normally pendent
ent travel
How to de- Friends Google Depends on Google, Insta- | From some
cide travel posted in In- costs gram introductions
destination stagram
Access to in- | Skyscanner, halvatlen- Momondo, Booking, offi- | Skyscanner,
formation Booking not.fi Airbnb, cial airline Momondo
hotels.com website
Famous of Both prefer minor- | Famous Not crowed Depends
minority sce- ity spots spots, espe- place
nic spots cially muse-
ums
Know about Did not know | Did not know | Yes Did not know | Know a little
OBOR before before before bit
The view of The connec- It will in- It is good for | Itis good for | Connect
OBOR tion between | crease oppor- | logistics and business. China and Eu-
China and Eu- | tunities economy, but rope
ropean also it can be
some nega-
tive
The impact of It could im- Itis good for | It connects
OBOR on Fin- prove tourism | rail road, China and Eu-
land between Asia | maritime and | rope
and Finland business
Know about Traveled to Not so much, | Yes Something Been to China
China China many what learned many times
times before | from school
Willingness to | Would like to | The foods Interested in | The history is | Really love
travel to China again, and architec- | culture, his- attractive Chinese food.
China to other tures are at- | tory, develop-
countries tractive ment of new
cities and
food.
The view of A good con- Helsinki and More oppor- | Helsinki is a Foreign tour-
current tour- | nection with | Lapland are tunities can good transit ists are in-
Asia. The more popular | be developed | point for creasing

than other
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ism develop- | flights are so | part of Fin- Asian tourists
ment in Fin- expensive land to Europe
land
Suggestions Increase the More travel Make some Offer more
to improve flight and re- | agencies, may | packages for | choices for
local tourism | duce airfares | be intensive tourists
to attract for- tourists, de-
eign tourists velop more

cities for

tourism.




