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Abstract: The global ski tourism market has been in a relatively mature period. However, passenger flows are
stagnating in many countries and the growth perspectives are not very appealing. This change of the tourism
market troubled the entire ski industry with new challenges, leading to the ski tourism industry model established in
the 20th century failing to meet the current development needs. According to multiple data sources, including rel-
evant industry reports and the latest data from internetm, this article based on a variety of these reports and the
latest data from website, analyzed the ski tourism market’s both sides of supply and demand, systematically
summarized the evolution of ski tourism industry since the 21st century, discussed the process of the ski tourism
industry’s development and the economy’s growth, and revealed the relationship between the influencing factors of
ski tourism market’s potentials. Meanwhile, the main problems and challenges in the ski market were also summa-
rized. The results showed that global ski tourism had entered a mature stage since the beginning of 2000. Moreover,
there was a specific correlation between skiing participation rate and GDP, which varied with the regional economic
level and the maturity degree of skiing industry. Despite some impacts from COVID-19, the ski industry in most re-
gions exhibited signs of recovery in 2021. The Winter Olympic Games in China have brought new opportunities to
the skiing industry and have been expected to encourage global participation in skiing. However, some existing ski
resorts in different countries and regions may not significantly contribute to the future development of global ski
tourism, and the potential growth of ski tourism market might be small and mainly concentrated in China. At present,
the biggest threat to the ski market is baby boomers having long been the bulk of ski resort visitors. The ski market
is faced with this aging problem and the widespread phenomenon of ski culture fault. How to meet the needs of this
new generation of customers who lack ski backgrounds or cultures is a severe challenge for all emerging and ex-
isting ski resorts around the world. Besides, public transport accessibility, service quality and resorts operation ca-

pacity have also been the improvement direction of the ski market in dire need.
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1 Introduction

Ski industry is relatively poor in data about its development
before the 21* century. As surprising as it may be, most ski
markets had not paid a lot of attention for a long time to
gathering visitation data. Systematic data collection about
the global ski business started only 13 years ago, when the
International Report on Snow & Mountain Tourism was
published for the first time. Some previous attempts were
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revealed as inaccurate and remained unrepeatable. The most
reliable tentative was conducted by Lazard in 1999 (Hudson,
2000). Even in some long-existing markets, no centralized
data collection or national ski resorts associations had con-
centrated on reporting the consolidated revenues. It is
therefore difficult to make any globally quantitative analysis
which would date back to the mid of 20™ century when the
ski industry experienced a big boom in most of the markets
leading to today’s monopolies.
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In recent years, the research on ski industry has ranged
from the ski trip to the ski tourism management and its de-
velopment pattern (Goncalves, 2013), the ski tourism mar-
ket and its development strategy (Konu et al., 2011), the
skiing demand and the tourists’ consumer behaviour (Falk,
2015), the ski industry’s impacts on regional economic and
social developments (Lasanta et al., 2007), the sustainability
of ski tourism (Moreno-Gene et al., 2018; Kuscer and
Dwyer, 2019), and the influences from global climate
changes and responses (Knowles and Scott, 2021; Willibald
et al., 2021).

2 Materials

The present document compiled data from numerous
sources, together with estimates made with the absent or
insufficient reliability of available statistics. Besides the
personal historical database assembled by the author, there
were extensive data from web research, while the sources of
these detailed data are as follows (Table 1).

3 Quantitative evolution of markets since
early 2000’s

Globally, the ski industry has reached a very mature stage in
most of its markets since the early beginning of the 2000’s.
This was even emphasized in the 7 biggest ski resorts rep-
resenting about 72% of the global ski market in visitation.
Since winter season 2008/09, the global volume of 5-year
average skier visits had been oscillating between 355 and
370 million. Even at the aggregated regional level, the trend
curve had been rather flat, as some countries performed
better than the others even from the same region (Fig. 1).
The traditional ski tourism market in the Alps declined sig-
nificantly, while eastern Europe and Central Asia grew sub-
stantially from 2008 to 2011. After then, China became a

country rapidly rising in the global ski market. This was
typically reflected in the Asia & Pacific region’s flat evolu-
tion. Despite the tremendous growth experienced by the ski
industry in China, the global regional figure looked stagnant.
This was due to the declining Japanese and South Korean
markets.

Table 1 Data sources

Sources

Reports, web-pages and news from national or regional associations in
ski areas
Annual reports from large ski resorts’ operators

ATOUT France

China Ski Industry White Book

China Ski Resort Encyclopedia

CIA 2020 Factbook

Doppelmayr

Mechanical elevator

RRC Associates

Ski Afghanistan

Skiing around the world

Snow business

Snow Hunter’s World Weekly Snow News
South America Ski Guide

Cable car statistics OITAF 2009

The Story of Modern Skiing

UNWTO World Tourism Barometer
skiofpersia.com

skileb.com

skiinghistory.org

Webpages (among others) wikipedia.org

Wintersport analyse in Europa
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Fig. 1 Evolution of 5-year average skier visits per regions
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Despite this stagnant global trend, the market has been
growing both on the demand and the supply sides. The
number of skiers has also been rising overall. From an esti-
mated 110 million skiers worldwide in 2009, the current
estimate escalated to 135 million. The hard fact that this
growth failed to improve the visitation is a pain in the neck
of the industry. It is indeed a consequence of someissues
and challenges the industry faced today, which will be fur-
ther explored as below.

In Western and Japanese markets, some small ski areas
with limited equipment went out of business, either because
they were running out of the snow lines, or because of fi-
nancial problems (often a combination of both). But the
global number of ski areas still significantly increased over
the last decade (Fig. 2). Roughly 1000 new ski areas have
popped up since 2009. Most of them however were of lim-
ited sizes, because the number of those considered resorts
(owning 5 lifts of more) only rose by 40. China accounts for

a large part of new ski areas, with a 10-year rise by 570 ones.

The other major regions with the increase in ski areas is

Eastern Europe & Central Asia, where a lot of new ones
were also developed.

Despite the increase in ski areas, there has been a decline
in the total number of lifts. It is however insignificant of a
shrinkage of the supply. On the contrary, the new lift tech-
nology developed in the 1990°s and sophisticated in the
2000’s, which has achieved a tremendous increase in indi-
vidual capacity of new lifts. This made numerous older lifts
redundant, without reducing a resort’s total hourly capacity.
Very often, a new lift replaced several older ones, bringing
the benefit of a higher capacity. Alpine ski resorts have
sometimes been reported as running an arms’ race for the
most sophisticated lifts. These improvements have most
drastically increased the lift inventory in the Alps. Further-
more, a number of new ski areas developed in China were
only equipped with magic carpets (which were not ac-
counted in lift figures, usually limited to ropeways). Thus,
the impressive growth in Asian resorts number has not been
reflected in lifts figures.
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Fig. 2 Evolution of ski resort infrastructure

Note: Total: The total number of skiers in the statistics of this article. Source: Vanat, 2021.

4 External drivers of the ski market and their
impacts on market potential

Above data mostly refer to 5-year average visitation figures.

In fact, the change from one season to another varied around
plus 6% to minus 4% on worldwide numbers (with the ex-
ceptions of a few seasons, such as the 2006/07 down 13%
under awful snow conditions everywhere, the 2007/08 up
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14% returning to normal after the awful last season and the
2019/20 down 18%, the worst on record for the last 20 years,
because of Covid-19 impact). Beside the pandemic issue in
2019/20 (and this also happened for 2020/21 when France,
Italy and Germansy deciding to lock their ski areas), weath-
er and snow conditions became the strongest drivers shaping
the attendance at ski resorts, in the short term. These were
mostly connected to good snowfalls (but with the minimal
snowstorm), enough cold (but possibly not too much) and
nice sunny days (but not too warm). All these happenings
were at the right moment in the season (snow with cold on
the lowly attended days and sun on the peak days). Not
every year has the good alchemy in this regard. However,
despite the indisputable issue of global warming, it is diffi-
cult to state if it imposed a major long-term negative impact
on the ski business. Several analysts predicted declines in
the number of resorts operating and in the number of oper-
ating days, but snow-making and wise snow management
mitigated the recent effects. As mentioned above, some ski
areas certainly ran out of the snowline. However, these were
minor, usually very small and unviable businesses. Impacts
on global visitation remain imperceptible.

The states of the economy imposed few short-term im-
pacts on visitation. The best example of it was the 2008 cri-
sis. Despite the economy was severely hit after summer
2008, the ski season 2008/09 followed still made the second
best on record of 21* century. A sample limited to the major
ski markets for which yearly visitation records were availa-
ble in the International Report on Snow & Mountain Tour-
ism. They showed that the season was globally up by 2% on
the former one (which was already very good), while GDP
was globally down by 5% (World Bank Open Data, 2020).

GDP however exerted some long-term impacts on at-
tendances at ski resorts because it has been a driver for
market penetration of the ski industry. However, it has be-
come the diversely influential by the regions and the ma-
turity stages of both the ski industry and the local economy.

When per capita GDP was within a certain range, the ski
resort’s passenger flow grew with the increase of per capita
GDP. After reaching a certain level, the increase of per cap-
ita disposable income no longer significantly impacted the
number of skiers. From a dynamic point of view, over the
last two decades, for the 7 monopolies of the ski business,
visitation curves have been rather flat, or even declining,
when GDP per capita has been growing over the first decade
then stagnating over the second one at the level around USD
50000 per capita. This reflected that the highly mature mar-
kets with middle classes no longer grew significantly and
the GDP growths no longer impacted the ski resort visita-
tions.

For the other markets of the above sample, which could
be considered the challengers, skier visits continued to grow
over the first decade, even at a slower pace than GDP
growth. Over the second decade, when GDP began to flatten

or even slightly decline, at an average of USD 40000 per
capita, skier visits also stopped growing.

China is the exception of the research sample. Its GDP
per capita has been multiplied by 10 over the two decades to
excess USD 10000 and its skier visits rose from 1 million to
20 million.

This empirical observation would enable this researcher
to assume that there was a range of GDP per capita where
skier visits became more sensitive to increase in popula-
tion’s revenues. Up to a certain level, the increase in the
disposable income no longer significantly impacted the cu-
riosities for skiing.

This can be supported by some static empirical observa-
tions. Countries with ski resorts and a high GDP per capita
tended to generate a higher participation rate. Correlation
was not very good, as some other key drivers also imposed
major impacts on the participation rate. Although participa-
tion rate per country tended to increase with the growth of
GDP per capita, it seemed to stop at a cap near 20%. In fact,
very few countries exhibited higher participation rates. On
average, these rates in Europe and Central Asia seemed to
step by 2.5% for each USD 1000 of additional GDP per
capita. In Asia & Pacific, the steps seemed closer to 1.1%
participation rate for USD 10000 GDP per capita. It is in-
teresting to agrue that, if participation rate correlated in
some distant way with GDP, consumption per skier will
present a very low correlation. In several places, it seemed
that the number of skier visits per domestic skier did not
increase with the growth of GDP per capita.

Exchange rate was also quoted as another driver of eco-
nomic impacts on the ski tourism. However, its global ef-
fects on worldwide visitation numbers was not very signifi-
cant. Indeed, exchange rate issues mostly concerned in-
tra-regional skiers’ flows and could give advantage to one
country over another, as long as they did not use the same
currency, which was for instance seldom in Europe. It was
of most concern for United Kingdom outbound skiers,
Switzerland inbound skiers and Canadian/United States
cross-boarder skiers.

Nevertheless, significant international flows of skiers
were limited to a handful of Western nations. Those flows
over 200000 annual skiers are listed in Table 2 below by
descending order.

Table 2 International skiers flows over 200000 annual skiers,
ranked in descending order

Outbound country

Inbound - -
Yy Kingdom landy Peleium Denmark *T
Austria 1 5 4 13 21 9
France 14 3 7 8 70 20
Italy 2 11 17 42 86 40
Switzerland 6 19 18 35 66 N/A

Note: Source: Vanat, 2021.
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A minimal number of countries welcome the maximal
share of foreign skiers. The large flows were concentrated
within the Alpine countries. It was estimated that the global
proportion of international skiers (those go skiing in another
country than their home) has been limited to 10%, meaning
a worldwide total of only about 14 million skiers.

Thus, skiing was mostly a domestic practice and the
change in international tourist flows has been posing small
impacts on the visitation of ski resorts over the last decade.
Despite international tourists’ arrivals growing by 43% in
the countries featuring ski areas over the last decade, the
worldwide total of skier visits kept stagnating (UNWTO,
2020).

Another major driver impacting visitation in ski areas
over the world is the global competition against the ski in-
dustry. Rivalries from multiple sources diverted skiers from
the resorts. Over the last 20 years, it has been strongly in-
creasing. On the one hand, numerous tourist destinations
competed against each other increasingly within the ski
business. For a long time, sunny beaches have already pre-
sented a warmer alternative to the coldness of the winter.
However, since the development of low-cost carriers, com-
petition was multiplied. The seaborne destinations became
even more affordable and more challenged by city breaks
and other such competitions. The cruise industry was much
less popular 20 years ago. Today, shipowners compete to
build the largest possible ships, welcoming the increasing
passengers. From 10 million in 2000, cruise passengers
grew to 30 million in 2019 (CLIA, 2021). The theme park
industry also worked hard over the last 20 years to not only
construct new parks, but also turn them into genuine
4-season destinations, extending the stay duration by adding
new attractions and accommodations. World’s top 25 major
parks’ attendances escalated from 135 million visitors in
2000 to 254 million in 2019 (9 of these parks even did not
exist in 2000) (AECOM, 2019). These are just some exam-
ples of the exploration of competing destinations against ski
resorts.

On the other hand, competition were not limited to other
destinations. The leisure industry also developed massively,
fist at home with the expansion of video games, videos on
demand and whatever the Internet could offer. On top of this,
mobile phones and apps also captured the increasing utilisa-
tion time. Out of home, urban leisure centres have been of-
fering short breaks from daily life, enabling zapping cus-
tomers to switch easily from one activity to another. All
these competitions often provided much more conveniences
than ski resorts and enhanced customers’ expectations.

At the beginning of 2020, a new external driver impacted
the ski industry: The Covid-19 pandemic. Until now, it can
be considered only a fading impact. In fact, because of the
worldwide lockdown between February and March 2020,
the 2019/20 ski season was shortened. Attendance ended up
being the lowest of the last two decades. However, 2020/21

ski season already showed some good recoveries in many
countries. As ski was basically a domestic business, locals
were eager to escape the various lockdowns and restrictions
to enjoy fresh air on the slopes. The COVID-19 may have
greatly impacted the international skiing tourism, but it may
have also imposed a much smaller influence on the domes-
tic one. Numerous countries witnessed a rebound of domes-
tic visitation, which partially compensated the lack of for-
eign guests. Countries without high dependency on interna-
tional skiers managed to harvest a decent season or even
better. Worldwide attendance nevertheless suffered from the
lacks of overnight and foreign guests in Austria and the
closure of ski areas by some European Governments. With-
out these restrictions, businesses would have returned to
some kind of new normal in the ski resorts worldwide, cer-
tainly with protective measures and some manageable limi-
tations to their capacities. It remains too early to know, but
it can be hoped that the ski business will accommodate with
any future pandemic’s restrictive measures, without being
forced to closure. Thus, pandemic could be considered as a
mitigated disruption rather than a threat to the ski industry.

In addition to the above factors, the development of the
ski industry was found also closely related to the local ski
culture. Culture is the start of the skiing’s popularity, and
also is an internal driving force to promote the development
of the entire industry. For example, the Alpine region with
the most developed ski areas has created special cultural
customs from its special ecological environment. Skiing has
gradually evolved from a daily way of local travel into a
leisure sport for the rich. In the post-war economic devel-
opment, it has gradually matured into a popular leisure pro-
ject.

5 Major issues and challenges in the ski
market

5.1 Major issues

Japan is an example of a declining ski market. Despite its
exceptional powder in snow, the attendances at Japanese ski
resorts has been falling since the 1990’s. It is considered
that Japan was the largest ski market in the world, clocking
visitation number beyond what the best performers are do-
ing nowadays. Aging population, structural problems of the
local ski industry, competitions from the leisure industry
and home entertainment, all led to a slump in visitation by
50% over the last 20 years (TEA/AECOM, 2020).

South Korea is another example of a magnificent boom
in the ski industry failing to last. Between 1975 and 2007,
South Korea developed 19 state-of-the-art ski resorts. Fol-
lowing a growing pattern up to winter 2011/12, visitation
began to plummet. The drop reached 36% for the winter
2018/19 (disregarding 2019/20, which was even worse due
to Covid-19 lockdown). Even the 2018 Winter Olympics did
not revive the domestic enthusiasm for skiing. This sport
became highly fashionable in South Korea on early days,
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with TV series shot in famous ski resorts, which considera-
bly popularized skiing. However, it has merely been adopted
as a fun leisure activity, not a sport of dedication. As soon as
becoming less fashionable, it lost a substantial part of its
customer base who turned to other entertaining activities.

The newly emerging markets did not realize the expected
potential either. With the improvement of GDP and the up-
grade of ski resorts infrastructures, several Eastern Europe-
an countries looked promising. Some destination resorts
were developed into state-of-the-art and appealed to an in-
ternational clientele. However, except Russia, their domestic
customer bases did not develop sufficiently and their at-
tendance rates remained rather low over the years. Similarly,
not every expected project in Central Asia turned into reality
either, but the successful ones sill missed to attract parts of
the foreign customers they anticipated. Attendances never
grew to their economic viable levels.

Turkey also illustrated as a country making lots of efforts
to develop skiing. The number of ski areas doubled between
2000 and 2013. Some resorts were also constructed into
state-of-the-art, with numerous detachable lifts and snow-
making, good grooming, good hotel accommodation, easy
and short access to airports. Despite various initiatives to
increase participation, such as ski training clinics and holi-
day camps, skiing only attracted a small fraction of the pop-
ulation (an estimated 1% participated in skiing). Thanks to
the 2011 Winter Universiade which brought together 58
nations, this country got the chance of attracting more Eu-
ropeans. There were clearly over-expectations for the rising
number of foreign guests. Turkish ski resorts could entice a
figure of 10 million tourists quoted by some government
officials (as mentioned above, there were only 14 million
international skiers in the world and no way Turkey could
manage to catch more than 70% of this market). Currently,
attendance does not seem to develop as expected. Relying
excessively on unrealistic expectations for foreign visitors’
arrivals, Turkish resorts failed to initiate a broader domestic
interest for skiing.

Despite different backgrounds, all these markets also ex-
perienced the same pregnant issues as the other markets.
The challenge was to build or renew the customer base in an
environment that no longer matched with the traditional
ski-learning pattern. But they did not catch up with the par-
adigm shift.

The most threatening issue for the ski business is its own
market. In mature markets, ski business is still significantly
reliant on baby-boomers, which has been the most numer-
ous generation on the slopes for a long time. Although its
numeric weight already began to slightly decrease some
years ago, it remained significant in terms of ski consump-
tion. With improved carved skis and more comfortable lifts,
this generation remains keeping up longer than expected.
However, the days will come when more baby-boomers
start disappearing the slopes. Many mature ski markets fea-

tured the ageing populations and fight to renew their cus-
tomer bases.

The demographic changes on these markets have not on-
ly been affected by the average age of the population, but
also by its social mix. The melting pot of Western popula-
tion and the decrease in nationals’ birth rate resulted in a
large number of younger population, lacking of ski culture.
In the past, parents taught ski skills to their children. This
was the optimal way of ski learning. However, it was no
longer effective. Part of the youngsters do not have parents
able to teach them skiing.

At this point, the ski industry in the whole world con-
verged. The issue of lacking ski culture was also pregnant in
the developing ski markets of Asia. Therefore, the current
challenge everywhere is to teach skiing to generations with
no ski background and bring them back to ski areas. The
traditional teaching methods, either the family-based one
from parent to child, or the in-resort ski weeks are no longer
so effective. Paradigm shift is the cause for the latter phe-
nomenon. With no background of winter sports, part of the
new generations will not dedicate a full week to visiting a
ski resort and even try to get familiar with this sport, as
there is not any guarantee they will enjoy it. They have no
such tradition and many other priorities to allocated their
budgets, with the huge consumerist fever of the emerging
markets and the nearly unlimited attractions from other rec-
reational activities. This challenge is how to address this
customer base. None of the 68 ski nations has found the
magic formula yet (Vanat, 2021).

5.2 Addressing the current challenges of the ski
business

5.2.1 Learning to develop customer groups

Considering the ski industry is facing a demographic chal-
lenge, it becomes increasingly important for the mountain to
come and meet the public where it lives. That means in the
large cities, even if they are actually remote from the ski
resorts. Although as one of the newcomers to this industry,
China already performed pretty well in this regard. Opening
skidomes in Guangzhou and other southern places, spread-
ing urban indoor ski training centres on simulators (revolv-
ing carpets) in Shanghai and other cities of the country, with
the recent developments of dry slopes, all contributed to
bringing skiing far away from the mountains. In this way, it
attracted audiences that would otherwise be unlikely to take
a long shot. As new generations all over the world have de-
creasingly ski culture, this can be the right way to reach
them by going where they are, shaping an environment that
is much less foreign to them as ski areas. No need to travel a
long time, no need to carry on luggage, no need to care
about attires or ski gears, no need to worry about the cold
(except in skidomes). It all makes the journey to the skiing
much simpler. No need to sacrifice a whole day, you can do
this at lunchtime or after-work. You can arrive by the sub-
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way or your bike. No complicated trip. No need for a car.
However, the industry still needs to avoid leaving the be-
ginners unattended. Skiing is not like bowling of karaoke.
One needs the minimum training, some good tricks and
sometimes some physical assistance for the first trial. Here
is the key point: Those in the industry that performed well
will gain new clients and those acted badly will lose them
forever, so will the entire industry. Ski lessons to youngsters
in an urban environment is at a fully new area of renewing
competences of the ski industry. Unfortunately, it totally
lacks experience in this regard at all major markets. None of
European, American, Japanese and South Korean markets
developed core competencies in this field. With a fleet of 31
indoor centres, 45 dry slopes and 400 skis simulator, China
became the world leader in urban ski training (Wu, 2019).
However, it remained in its infancy. Even in this country,
there were still no massive partnerships between these urban
training centres and ski resorts. There remained very few
packages that would bundle five 2-hour urban learning ses-
sions and one weekend in a ski resort. Long-time skiers
dedicated to this activity as a healthy sport requiring prac-
tices. And opposite to numerous other sports, ski practice is
really gratifying, once you mastered the techniques and
equipment. But beginners need to be brought to this stage
rather than being kept to the funny leisure activity for one
evening ski trial. Still a big challenge!

5.2.2 Public transportation access

Young urban generations decreasingly own cars. So how
can an industry that requires a car to reach the place of prac-
tice expect to develop among these younger generations?
Many major markets, such as the United States or France,
do not consider reaching a ski resort by public transporta-
tion. No way, except that you are ready to dedicate a full
day just for this transportation experience. In some other
countries like Switzerland, ski resorts are well connected to
the rail networks or public bus services. However, even in
such countries, the proportion of skiers using the public
transportation remains relatively low. Except some places
like the Swiss resort of Zermatt (and some others in Swit-
zerland), the only way to arrive in the village is the train. In
fact, the ski resorts are often failed to offer full transporta-
tion packages with their lift passes. Even better would be to
sweeten the deal with the full equipment rental. Thus, travel
can be light. Given the sustainable development goals, ski
resorts all over the world begin to improve their public
transport connectivity. France is considering to build what is
called valley lifts in several places. That means cable-car,
gondolas or funiculars which depart from the bottom of the
valley are trying to avoid the lengthy drive uphill or the
parking problems in the ski resorts. Even better if they can
be connected to a rail link. Now Chongli resorts are linked
with a one-hour high speed train journey from Central Bei-
jing. As long as the neighbouring resorts manage to handle
the last mile properly, this travel will be very convenient

even for day visits. But still, public transport connectivity of
ski resorts is a domain where there is much more to do.

5.2.3 User-friendliness of the ski areas

This issue is not only complementary to the connectivity but
also partly associated with aspects of the last mile transpor-
tation and the full package offerings, like transportation and
ski gears. Unfortunately, the atomisation of numerous play-
ers at the traditional ski villages in the Alps did not set up
the best example for the global business of ski resorts. At
the beginning of the ski industry, there has been a lot of in-
dividualism. Each farmer had his unique lift in his field, and
everyone did everything to prevent its potential customers
from going to his neighbour. Fortunately, ski lifts designed
by larger companies usually ended up being managed by a
single operator for one destination, with a common pass.
But the lift operator focused on operating the lifts, while
every inhabitant wanted to make its own business with the
ski. Some turned into ski teachers, others started renting out
equipment, or offering foods and accommodations, running
souvenirs shops and else. This nice traditional picture of the
Alpine ski village got some troubles in a globalised world
where people wanted to book everything online in advance.
And still today, it is difficult to book a full stay on a
one-stop shopping platform in a resort of the Alps, not to
mention on an app. This makes purchasing of skiers hard,
which is far away from the younger generations’ consump-
tion patterns. Once you have enjoyed the convenience of a
comfortable base lodge where you arrived in casual wear,
got off your car in the underground parking lot, moved
straight through an escalator to the main lobby where you
can find everything you need, the standard was completely
set. The state-of-the-art base lodges in some Chinese resorts
look closer to shopping malls than to the ticket window
chalet in a traditional alpine resort. But they offer all the
conveniences that a modern skier needs before getting on
the slopes. And it sets high expectations for the next visit to
the next resort! Ski industry in general was incompetent at
developing such conveniences. It was as if necessary to suf-
fer for deserving the privilege of skiing. Young urban gen-
erations will never accept this. Want it or not. And there are
plenty of commercial opportunities that remain unexplored
in many traditional resorts. Guests are sometimes happy to
pay for some delightful privileges. They are happier to pay
for some extra conveniences. Let’s just mention the possi-
bility of renting a locker without needing to carry your skis
gears each time you visit. Some Chongli resorts got the idea
to offer their passholders a dedicated lounge at the top of the
mountain. Such features also existed in some places like
Austria and United States, but it remained quite rare. The
search for user-friendliness and convenience still leaves the
ski industry vast spaces to improve and surprise their cus-
tomers with an unforgettable experience.
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5.2.4 Operational excellence

The need to orchestrate all these requires course operational
excellence. It will be useless to obtain all the right features
but manage them badly. The only way to apply these fea-
tures is to have superior management teams of customer
services. There is no alternative. Lift operation demands
basically technical competences and this is the kind of skills
privileged for long in the history of ski resort business. The
technicians and engineers did get promoted to be ski area
managers, but managing it requires much more knowledge
than just to start/stop a lift or fix a grip. Since the end of the
1990s, the qualities of managements were widely improved
in Western ski resorts. Genuine management, marketing and
relevant skills have become prevalent within the new lead-
ers of resorts. But again, the weight of history remains in
many places. There are still old reflexes and sometimes
lacking of forward thinking or thinking out of the box. Ex-
traordinary ski resort leaders are not that numerous. But in
many ski countries, you can always find a few, who led their
ski resorts to be a prominent place, which created some
uniqueness for their resorts. That managed to bring excel-
lence in each aspect of the ski experience. It is necessary to
point out that this ski experience is actually a rather com-
plex process and the client’s experience will only be good as
the quality of the weakest link of the chain. Weak links will
jeopardise the whole process. Customer surveys highlighted
that some bad experiences of skiers had nothing to do with
skiing at all. Dickson and Faulks (2007) found that for Aus-
tralian ski tourists, experiences other than on-snow activities
and nightlife were fairly insignificant. According to them,
Australians differed from American and Swiss tourists who
felt that off-snow experiences were a crucial part of a skiing
trip. British (Richards, 1996) and other tourists in Alpine ski
areas (Matzler et al., 2008) also appreciated off-snow ser-
vices and experiences on their skiing trips. Matzler et al.
(2008) found that restaurants and bars were actually the
most central determinant of customer satisfaction in general.
Issues like problems at the parking lots, unpleasant clerks at
the ticket counters or unhelpful rental staffs can garble a full
ski day. Therefore, such a complex customer journey re-
quires highly qualified managers looking after each step of
the procedure to eliminate any weak link. Here again, the
ski industry is still looking for more great leaders that will
render customer experiences in their resorts pleasantly un-
forgettable.

6 Outline of future developing markets

In a market showing a general flattening trend over the last
20 years, identifying the emerging ski markets with future
growth potential for the ski industry is not a rocket science.
For the objective of this article, a tentative assessment was
performed on some empirical bases.

The first indication that a country can feature a future
growth potential for skiing is that for its GDP per capita. As

outlined above in this article, there are some empirical evi-
dences that over a certain level and below a superior cap,
GDP growth can increase the population’s participation rate
of skiing. Major audiences of ski sport belong to the middle
class. With increasing purchasing power, access to this sport
is resultantly widened to more people. However, it was clear
from several studies that the middle class is not currently
growing in many western countries. Countries showing a
growth in GDP per capita higher than 30% over the last
decade have been identified as more likely to offer a good
foundation for developing the ski industry.

Another sign of growth potential for the ski market is a
currently low penetration rate of skiing, in countries which
was already featured as ski areas. However, other indicators
could also demonstrate potentials for developments, such as
the increase in the number of ski areas, the growth in visita-
tion, or the rise in the number of skiers over the last decade.
This involves typically no unrealistic expectations by coun-
tries that feature some positive indicators but without glob-
ally presenting a favourable environment for the develop-
ment of skiing (Wu, 2019). It has been considered that
countries with a current participation rate lower than 5% of
the population maintained the highest improvement poten-
tial, as long as last decade’s historic record of such skier
visits was also on the growth.

With these pre-requisites, the list got quickly short. To
explore if some other countries may also present certain
growth potentials without fully fitting to the above condi-
tions, some wider searches have been conducted. Thus this
study was enlarged to countries with a GDP per capita
growth higher than 20% over last decade and a penetration
rate lower than 10%. Alternatively, countries featuring a low
load factor of lifts were also included (less than 10000 skier
visits per lift in a season). As long as other indicators were
positive, these countries would also be added to the list.

All selected countries were then processed through a pre-
dictive model to examine their potential for raising national
and foreign skier visits figure for 2050 in both a low and a
high case. Projections of GDP growth over the years had
also been made by basic prevision function computed on
former 10 periods. Participation rates had been based on the
country’s actual situations, with an additional 1% impact of
every additional 10000 USD GDP per capita for the low
case, and 2% for the high case. Only to assess the high
case’s figure had the number of visits per domestic skier
been also increased with the GDP growth. A flat 1% popula-
tion annual growth hypothesis had also been made in both
cases, even if it might be questionable, especially over the
long term.

After processing, only the countries with a high case po-
tential of over 100% increase in skier visits from 2020 to
2050 were short listed. In fact, besides China, the list of
emerging ski markets with development potential proved to
be rather limited. Only 7 Eastern European countries quali-
fied, featuring a total growth potential between 3 and 5 mil-
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lion new skiers, with a sum of 5 to 13 million additional
skier visits per winter in 2050. Needless to say that the sin-
gle potential of China was estimated beyond tenfold the
combined potential of the other countries.

Few ski nations with a significant GDP growth potential

may significantly impact the participation in skiing. More-
over, most countries that meet these requirements featured
only low volumes of skiers. Over the countries short-listed
in this analysis, only Poland showed some substantial po-
tential for increasing volumes of additional skiers.

National skiers per country-emerging markets with development potential

m Skiers 2020

Poland Hungary Serbia

m Skiers 2050 low case

Romania

Skiers 2050 high case

1
N W R L O o ©
Number (Million)

B R

Bulgaria

Estonia Armenia

Country (region)

Fig. 3 National skiers per country in emerging markets with development potential being short-listed after predictive modelling

7 Conclusions

With all the limitations and disclaimers that can be raised
towards this limited empirical analysis, it verified the per-
ception of most ski market players. In a mildly stagnating
Western market, China was found representing a tremen-
dous growth potential for the ski industry. It was never
matched by even combination of other countries’ potentials.
With 2022 Winter Games, China now presents a window of
opportunity for the ski industry worldwide and no surprise
that the whole ski world is currently reviewing China. Tak-
ing advantage of the ski upsurge brought by the Winter
Olympics, the Chinese government should rationally ar-
range resources inputs and policy supports according to the
current situations and expectations for the development of
China’s ski industry, for promoting the steady development
of the snow and ice industry. However, as China’s ski in-
dustry remains at the developmental stage, it needs to carry
out international cooperation with regions owning mature
ski industries like Europe, Japan and North America. China
should also introduce more enterprises to the winter tourism
industry, such as winter clothing, ice and snow sports facili-
ties, personal equipment and so on.

The potentials of other emerging markets for the ski will
remain limited. Working to maintain and slightly increase
the practices on large existing markets like the monopolies
did, will give much more rewards to the ski industry.

The future development trend of global ski tourism mar-
ket can thus be considered rather limited. It will focus on
customer renewals on traditional ski destinations, with the
demand to stabilize attendance levels. The global ski indus-
try will benefit from the current window of opportunity with

China to elevate its number of participants. Some existing
ski destinations may develop with only a very little value
added to the global ski industry. New ski markets may ex-
ceptionally prosper, but with the minimal potentials. The
challenges to all ski resort operators, at old and new markets,
will be complied with the requirements of a new customer
base that is becoming decreasingly familiar with ski culture.
The ability of the industry to address this paradigm shift will
reshape the future development trend of the global skiing
tourism market.

References

CLIA. 2021. State of the cruise industry outlook 2021. https://cruising.org/
en/news-andresearch/research/2020/december/state-of-the-cruise-indust
ry-outlook-2021.

Dickson T J, Faulks P. 2007. Exploring overseas snowsport participation by
Australian skiers and snowboarders. Tourism Review, 62(3): 7-14.

Falk M. 2015. The demand for winter sports: Empirical evidence for the
largest French ski-lift operator. Tourism Economics, 21(3): 561-580.
Goncalves O. 2013. Efficiency and productivity of French ski resorts.

Tourism Management, 36: 650—657.

Hudson S. 2000. Snow Business. http://snowbusinesshollywood.com.

Konu H, Laukkanen T, Komppula R. 2011. Using ski destination choice
criteria to segment Finnish ski resort customers. Tourism Management,
32(5): 1096-1105.

Knowles N L B, Scott D. 2021. Media representations of climate change
risk to ski tourism: A barrier to climate action? Current Issues in Tour-
ism, 24(2): 149-156.

Kuscer K, Dwyer L. 2019. Determinants of sustainability of ski resorts: Do
size and altitude matter? European Sport Management Quarterly, 19(4):
539-559.

Lasanta T, Laguna M, Vicente-Serrano S M. 2007. Do tourism-based ski



216

Journal of Resources and Ecology Vol.14 No.1, 2023

resorts contribute to the homogeneous development of the Mediterra-
nean Mountains? A case study in the Central Spanish Pyrenees. Tourism
Management, 28(5): 1326-1339.

Matzler K, Fiiller J, Renzl B, et al. 2008. Customer satisfaction with alpine
ski areas: The moderating effects of personal, situational, and product
factors. Journal of Travel Research, 46(4): 403-413.

Moreno J, Sanchez Pulido L, Cristobal E, et al. 2018. The economic sus-
tainability of snow tourism: The case of ski resorts in Austria, France,
and Italy. Sustainability, 10(9): 3012. DOI: 10.3390/su10093012.

Richards G. 1996. Skilled consumption and UK ski holidays. Tourism
Management, 17(1): 25-34.

TEA/AECOM. 2020. 2019 TEA/AECOM Theme Index and Museum In-
dex.https://www.teaconnect.org/images/files/TEA 369 18301 201201.
pdf.

UNWTO. 2020. International tourism and COVID-19. https://www.unwto.

AR Ml DR AR5
Laurent VANAT!, & =2

L DFAENE - TLAVRFE AT, HINTD 1224, Fits;
2. hERABEH IR SPHRETTAI, dLat 100101

org/tourism-data/international-tourism-and-covid-19.

Vanat L. 2019. 2019 International report on snow & mountain tourism—
Overview of the key industry figures for ski resorts. https://www.va
nat.ch/RM-world-report-2019.pdf.

Vanat L. 2021. 2021 International report on snow & mountain tourism—
Overview of the key industry figures for ski resorts. https://www.va
nat.ch/RM-world-report-2021.pdf.

Willibald F, Kotlarski S, Ebner P P, et al. 2021. Vulnerability of ski tourism
towards internal climate variability and climate change in the Swiss
Alps. Science of the Total Environment, 784: 147054. DOI: 10.1016/j.sc
itotenv.2021.147054.

World Bank Open Data. 2020. https://donnees.banquemondiale.org/indi
cateur/ NY.GDP.PCAP.CD.

Wu B. 2019. China’s ski industry white book (2019 annual report). https:/
www.sohu.com/a/376520666_503564.

 E: AR ERBETH LA TIERANS. LA, F2ERGETHEATHEIUGH AN, LT TER

M, ARFET 0 TAAL T Toakie & L @ W63 0Pk, 20 e S 9 St F LEX O RBERNENLREER. KLLTF S H+
ki = WAR R ARE AT AL P SER TR, T TRB T 09T R At RB AT Z RO, B2 T 21 #2UARE
Tapar ey EidAR, Wt THSRESLEREZFERZANAZ, BRESRETHOGERHEE, BRELTFTHR
WG AN 2P M A m e AL REY, ARFTHRF A 2000 FAnst N T R LRI, F TSR L £ 5 GDP
Z A B ARA M, FFEE RE IR R G KA Tk LR AR A BT 2%, RE X COVID-19 #)—E ik &, {2
AIRK I H R GG T TR T Wi 2021 FFZIE A F T %, AT 2022 FARAHRD A T = Ly kIpag, A2RG
AR ERBNAL R, R, RRERFREIA Q— LB THTRTARTTRBLLBORETHRAR, REBENTT
RHETHERAX TR L EEFTATE, BATESRES LB EGR KRS FTRETHEEML, KIPAREILH—K
RBEHHENEZMRA Y. BETHBEERTELNE, Tk GER TN ERL., WoITiH 827 T H T
FARE P BANERALRTAHERCATHRENOIIKR. H5, AEGETAMR, RFRERE TR LT THRBET R
FEREARI TG,

R Ak LR BB BT RS


https://doi.org/10.3390/su10093012

	J. Resour. Ecol. 2023 14(1): 207-216
	Current Situation and Future Development Trend of Global Skiing Tourism Market
	Laurent VANAT1, LI Yu2
	1  Introduction
	2  Materials
	3  Quantitative evolution of markets since early 2000’s
	4  External drivers of the ski market and their impacts on market potential
	5  Major issues and challenges in the ski market
	5.1  Major issues
	5.2  Addressing the current challenges of the ski business
	5.2.1  Learning to develop customer groups
	5.2.2  Public transportation access
	5.2.3  User-friendliness of the ski areas
	5.2.4  Operational excellence

	6  Outline of future developing markets
	7  Conclusions
	References



	全球滑雪旅游市场现状及未来发展趋势
	Laurent VANAT1, 李  宇2


