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Experiencing the Arctic:
European and Chinese tourists in Greenland

Daniela Tommasini; Zhou Shenghan

Abstract; The Arctic, thanks to the fascinating allure of its
landscapes, fauna, and rather unknown population, is considered as a
mythical place in both Eastern and Western cultures. This paper, based
on fieldwork done in Greenland, considers two different cultural groups
of tourists ; the Europeans and the Chinese. The aim is to compare the
experience of Western and Eastern tourists to find out similarities and
differences regarding cultural representations and interpretations of their
extraordinary—physically and mentally—Arctic encounter in the context
of a holiday. The data was collected in 2014 with European visitors
and in 2016 with Chinese visitors. The results presented here look
primarily into the tourist experiences; the persistence of icons and
symbols and their new representations. Generally there is a growing
interest for new destinations that can give the visitors remarkable
memories of places and encounters, far away from their everyday life.
There is an increasing number of tourists motivated to visit the Arctic
due to public awareness about the fragile Arctic environment. The
feeling of a “ vanishing territory” brings the desire to travel to a
vulnerable , threatened Arctic.

Keywords: Arctic tourism; Chinese tourists; Tourist experiences;
Greenland
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Introduction

Experience is a life-long continuous, interactive process of actions and
reflections meaningful to each individual. Perspectives on the world and/or oneself
can be changed by an experience ( Snel, 2011 ) . The process of creating
experience is how we can add meaning to our lives ( Ahola, 2007 ) . An
individual’s interests and mood play an important role in the experience creation.
Primary experiences are the outcomes of what we sense and experience ourselves.
Secondary experiences are the result of experiences we gain as we talk about them
or when we share our thoughts and stories (Boswijk, Peelen & Olthof, 2012).

In today’s tourism industry, the staging of tourism experiences has become a
more important element. This relates to the notion of services becoming
experiences that involve consumers being presented with memorable offerings which
are achieved through the tourists’ participation in the creation of such offerings
(Buhalis & Darcy, 2011) . In other words, a tourism experience is not formed
beforehand but co-created by both experience stager and their guests. In such
circumstances, experience is (re) produced within the consumption process of
tourism products; consumers become an integral part of the (re) production process
for their own experiences.

In an international context, tourists tend to choose a destination with different
landscapes, cultures and lifestyles to experience something new (Kim & Ritchie,
2013) . Touristic memory and its narration are fuelled by both actual and desired
experience (Bendix, 2002) . When tourists go to a new place or a new country,
they want to learn about it—discover the history, visit interesting sites, eat
something “local” , and bring home something “typical” . It makes them feel for
a moment that they have witnessed and participated in something new and different
from their everyday life, in a culture unlike their own ( Laaksonen, 2010) .

When tourists come to new destinations, they rely on travel books, tourist
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information offices, tour guides, and friendly locals to help them move around,
make them aware of interesting places and events, and to know and understand a
destination ( Ooi, 2002) . Visiting, sightseeing, and communicating with local
people as well as immersing in the unique cultural atmosphere are all parts of the
tourism experience.

Since the experiences “are events to which the individual reacts and thereby
creales a memory, it is personal and no two people can have the same one” ( Pine
I, B. J., Gilmore, 1999 ) . The deeper the tourist can access the visit
experience, the more value can be produced by the interaction between the tourist
and other players. Two of the main principles of experience creation are based on
customer participation, which can range from passive to active, and connection
between the customer and the experience, ranging from absorption to immersion.
Clearly, the most memorable experiences are those that engage the customer in
active participation in an activity in which they are fully immersed ( Smith,
2009).

An increasing number of tourists are seeking to visit remote regions of the
Arctic in order to experience the extraordinary, and enjoy the astonishing natural
beauties. The attraction moulded into a dream becomes the mythical Arctic, with
its fascinating landscapes of tundra, icebergs, huge fjords, and its marvellous
animals such as polar bears, seals and whales. The Arctic is a new frontier for
tourists who wish to travel to new and not so known destinations. In this paper, we
investigate how the cultural background of the tourists influences their experience
of the Arctic. We will compare the experience of Western and Eastern tourists in
Greenland to seek similarities and differences in cultural representations and

interpretations of their Arctic encounter in the context of a holiday.
Arctic imaginary

The western imaginations of the Arctic can be traced back to ancient Greece.
At that time, the Arctic was considered as a place of peace and happiness, a
symbol of integrity, the probable seat of Paradise. In classical antiquity, the North

was a geographical place beyond the last stretch of land, which although unknown,
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was at least denominated. Situated in the sea free of ice, the extreme North was a
virginal land, uniformly white. The Arctic is described, celebrated in fables, as
the lost Eden and the aspiration is to rediscover the state of grace with God
(Navet, 1992) . The interest in the Polar Regions intensified in Europe in the
late 16th and early 17th century, stimulated by the wish to tap the passage to the
Orient and the riches of Cathay, to exploit a direct route to the Far East via the
Arctic. At the end of the 16th century, the Western imagination fixed the
stereotype of the Arctic as a mysterious place ( Loomis, 1977; Sugden, 1982;
Osherenko & Young, 1989) . The Arctic thus lured explorers seeking a challenge
to the human spirit.

In contrast, the Eastern tradition had limited records of the Arctic. Ancient
China had very colourful records of aurora as they had a special meaning in
Chinese traditional beliefs. According to a research project organized by the
Chinese Academy of Sciences, the Ministry of Education and the State
Administration of Cultural Heritage in 1974, there are more than 300 records on
the phenomenon of the Northern Lights in several Chinese ancient books ( Wang,
Liu, 2003) . The “Han Shu — Tian Wen Zhi” ( The History of Han Dynasty:
Astronomical Treatise) recorded that the Northern Lights were observed on October
24, 32 BC, this is one of the oldest aurora observation records in the world (Zhang
& Yu, 2013) . Among the different forms of the Northern Lights, a snake-like
band of lights is very common. They are often composed of numerous ever-
changing rays, looking like ribbons ( Liu, Chen, Zhou & Bao, 1984 ) . This is
similar with the image of the loong ( Chinese dragon) in ancient China which for
thousands of years, has been the totem of the Chinese nation. In the silk book Er
San Zi Wen of the Mawangdui Mausoleum of Han dynasty, Confucius emphasized
three characteristics of the loong: changes a lot, beautiful beyond any words, and
with unexpected exquisite pattern ( Lian, 2012) . In the description of ancient
Qin and Han dynasty, the loong also has the ability of acting in the dark.
Additionally, the loong-related cultural relics are limited in the northern and
central provinces ( Shitoubu, 2015) . The natures of the loong—luminous
capacity, no fixed shape, and spectacular beauty—suggest that the loong is not a

kind of animal, but more likely an astronomical incarnation of the Northern lights
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(Zhang, 1986).

Indeed, places are chosen to be gazed upon because there is anticipation,
especially through day-dreaming and fantasy ( Urry, 1995) . The mysterious
character of the Arctic and of the North makes the Arctic region a highly attractive
place to visit. Arctic places can offer both a sacred site and a sacred sight, for
instance a view of something very special, the midnight sun, a phenomenon that
seems to underline a cosmic impression of the site. Lynch (1960) suggests that a
desirable image is one that celebrates and enlarges the present while making
connections with past and future, and the feeling one gets from seeing the midnight
sun seems to be stronger than that of a sunset (Jacobsen, 1997) . The mystic
symbolism of the polar environment allows contemplation about the wider universe
(Sugden, 1989 ), this feeling of purity ( Viken, 1995), is an important
component of the tourist’s Arctic image. Another motivation of visiting the Arctic
has been associated with spirits of adventure on the edge of the world ( Weber,
2001; Gyiméthy, S. & Mykletun, 2004 ; Lee, Weaver & Prebensen, 2017) .
Some travellers need farther distances, extreme sensations and to surpass their own
previous achievements. To climb glaciers and hike where they hope other humans
will not have left a mark. The unique nature-based experiences have now given
way to a representation more suitable to the demands of its present user who is no
longer an armchair traveller. It is a representation that belongs to an active user
who participates in person, not just enjoying his journeys sitting in a room, his
imagination inspired by books and summaries. His experience is enriched by going
one phase farther. After having dreamed over books, films and the tales of friends,
with a very precise image, he travels to the place and gives life to his myth, give
substance to his dream, to his mental representation ( Tommasini, 2011).

Nevertheless, Osherenko and Young (1989 ) argue that the myth of pristine
wildernesses in the Arctic is rapidly vanishing as environmental interest groups
focus attention on increasing pollution, habitat disturbance, and destruction of the
wildlife in the Far North. Rapid change associated with a warming planet threatens
tourism resources, yet pushing a “see it while you can” mentality among nature,
cultural and adventure tourism markets ( Lemelin, Dawson, Stewart, et al. ,

2010; Snyder & Stonehouse, 2007 ) while producing uncertain regional benefits
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( Grenier & Miiller, 2011; Grimwood, 2015) . This “disappearing Arctic,”
attributable to global warming but also to increased development pressures,
paradoxically contributes to an increasing number of tourists to that vulnerable
region. For the eco-clientele, touristic activities in the Arctic must be
environmentally-conscious while opening up the vulnerable region to the increasing

number of tourists (Lee, et al. , 2017).
Methodology

In August 2016, questionnaires were sent to the tour members of “The Arctic
Low-Carbon Journey”, by the Shanghai CTS Private Overseas Affairs Co. , Lid.
All the 44 Chinese participants to the cruise ship to Greenland ( Figure 1) anwered
it. The questionnaire comprised 9 questions and was written in Mandarin to ensure
that all respondents could clearly understand all questions. Information on
motivation and first-hand tourist experiences were collected through the survey.
The questions were based on previous field research carried out in July 2014 in
Tasiilaq ( Ammassalik ) on the East Coast of Greenland ( Tommasini, 2014,
2015). (Figure 2) . In the 2014 fieldwork research, questionnaires were sent to
tourists and some additional questions were asked during interviews. The sample
included 80 interviews with visitors spending more than three days in a Greenlandic
location. The questions aimed at looking into the authenticity of the tourist
experiences, the knowledge of local culture, the reaction to promotional material ,

and the spatial perception of the place.

Findings

Demographic information of the respondents

Among the 44 Chinese respondents in the 2016 survey, 52% of them were men
and 48% were women with a wide age range from 6 to 68 years old. In the 2014
study, 80 people participated, 45% of them were men and 55% were women. The

majority of the visitors were from European countries, mainly Germany. As for
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non — European countries, visitors at the time of the survey came from Australia and
United States followed by tourists from Israel. About the age of the visitors, the main
cluster was from 60 onwards, retired people that very often were fulfilling a life
dream. The 50 - 59 years old cluster was visitors that could afford a high-priced
holiday to an Arctic place. Thirty-fivepercent were 30 — 39 years old, attracted by

the sport activities that can be performed undertaken in the area.
Motivations

For both groups of tourists, their first motivation in choosing a Arctic
nowadays is the wildness of the landscapes. Also, The Arctic is also attractive
because of its relatively unknown native inhabitants ( Tommasini, 2011) .
Another motivation is adventure. Figure 3 shows that unspoiled nature/environment
(58% ) and unique landscape (40% ) motivates many Chinese to visit an Arctic
place. Around half (48% ) of the respondents are also pushed by the curiosity of
the unknown place and 39% stated that this journey could enrich their knowledge
and their personal experience. As for representation and conception of Arctic
memories, the tourist photograph has already become an expert ( Crouch &
Lubbren, 2003) since 67% of the Chinese tourists came with the specific purpose
of taking photographs.

In the 2014 study, the majority of the tourists travelled with friends or with
relatives. For them, Greenland is a place where nature is one of the main
attractions and 1is also perceived as a place where to perform sport-oriented
activities (e. g, hiking, climbing, and kayaking) that may include camping
outside inhabited areas with friends. To summarize, the main motivations for the
western tourists are landscape and nature (60% ), outdoor activities (20.5% )

and local culture (19.5% ).
Impressions before visit

Because of the increasing availability of information through various channels
and the rapid development of social media, in the 2016 survey, Chinese tourists
showed a better understanding of the Arctic region. 60% of the participants said

they know the Arctic pretty good; there are even 25% of them stating they know
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Fig. 1 Travel motivations of Chinese tourists

this region very well. Besides the iconic symbols such as Northern Lights and
natural beauties, environmental considerations like the climate change, which
accelerated melting of the ice sheet, or the polar bears and other species in
danger, are mentioned by the Chinese visitors when they were asked about the
impressions of the destination. Chinese respondents were also aware about plans to
open an Arctic route through the ocean.

The European tourists had some pre-formed ideas about the Arctic before
visiting. For the 38% , this should be a place with beautiful landscapes; 30%
thought it has a cold and unpredictable weather; 24% that the place is remote and
has very few inhabitants. 9% of the interviewees came to the destination without
any idea about it since they wanted to be surprised. Nevertheless, 94% of the
European participants had certain knowledge of the local culture. The typical
information sources, such as books and travel guides were preferred by 45% of
European participants ( Figure 4) . Nonetheless the use of the web was very
relevant for 23% when gathering information and planning the holiday. The main
internet sources are the official website of the National Tourist Board (http; //
www. greenland. com) , followed by the local tourist organisation called Destination
East Greenland (hitp: //www. eastgreenland. com/) . 15% stated that they got

the idea of visiting the Arctic from school lectures and museum visits.
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Fig. 2 Sources of information for European tourists

Tourists’ experiences

For the Chinese tourists, the authentic experiences which can only be
gathered in a real Arctic place are considered to be remarkable and memorable.
When experiencing the rough sea during the navigation, some tourists felt how
humans are so tiny and helpless in the nature ( Respondents 14, 20, 23) . The
Greenland wind with force 10 also impressed the tourists. One of the participants
said “every time when I got down to the boat, we were sailing to the known
scenery against the wind, this experience is the most peculiar and exciting; it
doesn’t matter what I'm going to see, because everything in my sight is a unique
scenery in my life, the most memorable is the whole experience” ( Respondent
36). To get close to the glacier by boat and walk on the ice sheet; to climb the
rock on an small island and play in the hot spring among the glacier; as well as to
meet and communicate with the local people are those precious once —in — a —
life — time experiences for Chinese tourists ( Respondents 6, 14, 18, 30).

As the 2016 survey was carried out with a group of tourists from a very

specific eco-tour programme, some of their experiences are more related to the



Experiencing the Arctic: European and Chinese tourists in Greenland 179

environment protection. According to the description of the tourists, they witnessed
how global warming accelerates the melting of the ice sheet; as the capital Nuuk is
hot and foggy; as the polar bears survive in a worse living environment due to less
floating ice ( Respondents 3, 15) . For the European tourists, the most important
experiences during the holiday were the beauties of the landscape and its
impressive views (35% ) — 17% were deeply touched by the beautiful nature -
as well as the culture and the people (35% ); exciting activities that could be

done during the holiday (10% ) ; or the adventurous travel (4% ).

% 40
35k 35 35
30F
25+
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17

15
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Fig. 3 The most important experiences for the European tourists

Regarding activities undertaken in the Ammassalik area, hiking was the
favourite followed by boat tours, often arranged directly with the local hunters, and
by guided tours. More than 53% of the activities were organised by the hotel,
40% by the tourists themselves and 7% by the cruise staff.

Tourists were interested to meet the local population as this was the case for
72% ; the other 28% would have liked to but did not have the occasion. For
44% , the opportunity to meet local people was during an excursion; for the 37%
the encounter was in the villages or in the streets. For the 15% of the
interviewees , meeting the local people was during the stay at the hotel, and for the

4% the meeting was on the occasion of a cultural exhibition. About trying local

food, 41% did and other 28% would have liked to but did not have the occasion;
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10% who had the possibility to try did not like it and 20% did not have any
interest about testing local specialities.

About cultural activities, 34% of the interviewees has not seen any; 30% did
and it was a drum dance for 23% followed by song performance for 12% while 3%
saw a games or sport demonstration. A visit to the local art and crafts and souvenir
shop “Skazven” was a must for the 75% of the visitors, the majority buying maps
(27% ) , postcards (20% ) and DVD (20% ) , followed by calendars (13% ) and
accessories (13% ) ; and traditional art crafts made on sealskin, bones or narwhal
tooth (7% ) . Almost all the visitors went once to the bookshop Neriusaaq during

their stay in Tasiilaq. It is also a popular meeting point for locals.
Memories to bring back

Chinese respondents declared that these Arctic experiences were quite
significant. They could learn how to live a low-carbon lifestyle and be
environmental sensitive ( Respondents 17, 40 ); were interested by scientists
helping to better understand climate change issues ( Respondent No. 37); could
learn the culture of the indigenous population ( Respondent 2) . According to
their cultural Chinese background, the quality of life depends on the lifestyle, so
climate change will not only affect the future of our own generation, but also the
future of further generations ( Respondent 19) . The noteworthy experience was
emphasised by some respondents ( Respondents 21, 34, 38) as “with my eyes,
my body and my footsteps, 1 experienced the gifts of nature; I truly realized what
the consequence of human’s unfamiliarity with issues and the menace of global
warming was the irreversible answer of nature. I learned how to contribute to
environment protection; it starts with small actions” ( Respondent 21) . Many
respondents observed the landscape of the Arctic and learned how tiny climate
change will have a huge effect on many places.

As for memories to bring home, more than half (53% ) of the European
tourists will remember the beautiful landscape and the “views” or the scenic spots;
for 27% it will be the interesting people; peace and calmness (7% ); and
mosquitoes (7% ) . Cold (2% ), unpredictable weather (2% ), and social

problems (2% ) are also part of the memories of their journey (Figure 4).
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Fig. 4 Memories bring home for European tourists

Conclusions

This research was looking into the aspects of experience, image of the place,
expectations, and memories of two groups of tourists who visited Greenland in 2014
( European) and 2016 ( Chinese) . As reported by our results and popularized by
the media, the recent years have witnessed an increasing number of visitors to the
Arctic regions. As a “hit” destination, the Arctic will receive growing flows of
western and eastern tourists as individuals, groups, and on cruise ships. The
Arctic, especially for people from central and southern regions of Europe, is a
relatively new destination, very much popularised by the media and by tour
operators as a new, relatively close last frontier. For Chinese tourists, currently in
the process of becoming one of the world’s largest source-markets, the Arctic
destinations are attractive and thus affected by a growing trend.

In the case of Greenland, the reasons for this noteworthy and valuable interest
are the unique nature, the different culture, the animal life, and the pristine

environment. Pure, clean air and the huge vasiness of empty spaces are desired,
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and sought by both Chinese and European visitors. This paper highlighted the
similarities and differences in the approach and the lived experience of Greenland.
Both eastern and western tourists are visiting the Arctic with the wish to witness the
extraordinary natural beauties; to explore new and not so known places; and have
a once — in — a — life — time experience. Perhaps due to cultural differences,
Chinese tourists are more likely to have a pre — determined purpose when they
travel and emphasize their personal achievement gained through the journey. For
Europeans, the essential part of the experience is to “live” their dream, to meet
another culture, to perform sport activities, and to have a personal experience of

the Arctic.

References

Ahola, E — K. (2007) . Producing Experience in Marketplace Encounters: a
Study of Consumption Experiences in Art Exhibitions and Trade Fairs. PhD dissertation,
Helsinki School of Economics.

Bendix, R. (2002) . Capitalizing on memories past, present and future:
Observations on the intertwining of tourism and narration. Anthropological Theory,
2. 469 -487.

Boswijk, A., Peelen, E. & Olthof, S. (2012) . Economy of Experiences,
3rd edition. Amsterdam: European Centre for the Experience and Transformation
Economy.

Buhalis, D. & Darcy, S. (2011) . Acessible Tourism: Concepts and Issues.
Channel View Publications.

Crouch, D. , Lubbren, N. (Ed. ) . (2003) . Visual Culture and Tourism.
Oxford, BERG.

Grenier, A. A. &Miiller, D. K. (Ed. ) . (2011) . Polar Tourism: A Tool
for Regional Development. Quebec, QC, Canada: Presses de 1'Université du
Québec.

Grimwood, B. S. R. (2015) . Advancing tourism’s moral morphology:
Relational metaphors for just and sustainable arctic tourism. Tourist Studies, 15

(1):3 - 26.



Experiencing the Arctic: European and Chinese tourists in Greenland 183

Gyiméthy, S. & Mykletun, R. J. (2004) . Play in adventure tourism; the
case of Arctic trekking. Annals of Tourism Research, 31 (4) . 855 —878.

Jacobsen, J. K. S. (1997) . The making of an attraction. The case of
North Cape. Annals of Tourism Research, 24 (2) : 341 —356.

Kim, J. H. & Ritchie ] R B. (2013) . Cross — Cultural Validation of a
Memorable Tourism Experience Scale (MTES) . Journal of Travel Research; 1 —
13.

Laaksonen, A. (2010) . Making culture accessible; Access, participation and
cultural provision in the context of cultural rights in Europe. Council of Europe
Publishing.

Lee, Y -S., Weaver, D. & Prebensen, N. K. (Ed. ) . (2017) . Arctic
Tourism Experiences ; Production, Consumption and Sustainability. CABI.

Lemelin, R. H. J. , Dawson, E. J. , Stewart, etal. (2010) . Last Chance
Tourism: The Doom, the Gloom, and the Boom of Visiting Vanishing
Destinations. Current Issues in Tourism, 13 (5) . 477 - 93.

Lian, S-M. (2012) . SEHFH (- =TFM) Fik (an investigation
of the silk book " FEr San Zi Wen") . PUFH T (the journal of archaeology in
Western China) .

Liu, K., Chen, J., Zhou, L —S. & Bao, S — M. ( Translation) .
(1984). HuFi2EREML . The Commercial Press // Moore, W. G. A. (1976) .
Dictionary of Geography. A & C Black Publishers Ltd, Revised edition.

Loomis, C. (1977) . The Arctic Sublime. Nature and Victorian Imagination,
Berkeley: University of California Press.

Lynch, K. (1960) . The Image of the City. Harvard — MIT Joint Center for
Urban Studies, Mit Press.

Navet, E. (1992) . De la quéte de lailleurs a la vision de lautre; vers la
découverte de ’Amérique//Unesco, Destins croisée, . Cing siécles de rencontre
avec les Amérindiens, Paris; Albin Michel.

Ooi, C. S. (2002) . Cultural Tourism & Tourism Cultures — The business of
Mediating Experiences in Copenhagen and Singapore, 1st edition. Copenhagen Business
School Press, Denmark.

Osherenko, G & Young, O. (1989) . The Age of the Arctic; Hot Conflicts



184 JUAFEHR (48D

and Cold Realities. Cambridge: Cambridge University Press, 1989.

Pine II, B. J., Gilmore, J. H. (1999) . The experience economy: Work is
theatre & every business a stage. Boston: Harvard Business School Press.

Shitoubu. (2015) . “Je ERFFMRIT H5EEZ IR UL (the origin of the
loong and jade worship and the theory of Chinese nation came from the north)”
. Zhihu Column, accessed on 01 July 2016 via https: //zhuanlan. zhihu. com/p/
20363473.

Smith, M. K. (2009) . Issues in Cultural Tourism Studies, 2nd edition.
Abingdon, UK. ; New York: Routledge.

Snel, J. M. C. (2011) . For the love of experience; Changing the experience
economy discourse. PhD dissertation, Universiteit van Amsterdam.

Snyder, J. & Stonehouse, B. (2007) . Prospects for polar tourism, CABI
Publishing.

Sugden, D. (1982) . Arctic and Antarctic. A modern geographical synthesis,
Oxford, Blackwell.

Sugden, D. (1989) . The Polar Environment; Illusion and Reality.
Ambio, 18 (1).: 2 -5.

Tommasini, D. (2011) . Tourism Experiences in the Peripheral North,
Case Studies from Greenland. , Inussuk, Government of Greenland, Ministry of
Education and Research, Nuuk.

Tommasini, D. (2014, 2015) . Preliminary Report to the Ministry of
Research, Culture and Education, Nuuk.

Urry, J. (1995) . Consuming Places. London: Routledge.

Viken, A. (1995) . Tourism Experiences in the Arctic — the Svalbard Case.
Polar Tourism: Tourism in the Arctic and Antarctic Regions, John Wiley and Sons.

Weber, K. (2001) . Outdoor adventure tourism: a review of research
approaches. Annals of Tourism Research, 28 (2): 360 — 377.

Wang, S-G. , Liu, Z-X. (Ed. ) . (2003) . 20 {22 E25 AR K,
R, 25 aBF2E (20th Century Chinese academic collections: astronomy and space
science) . Fujian Education Press.

Zhang, M - H. (1986) . %l Je #1Jb#% % ( Zhulong and the Northern
Lights) . LR (the new exploration of the " Shanhaijing" ( Classic of the



Experiencing the Arctic: European and Chinese tourists in Greenland 185

Mountains and Seas") ), Chengdu: the Sichuan Academy of Social Sciences.
Zhang, M. & Yu, J-Y. (2013) . HEBFS ( The History of Chinese

Science) . Greenapple Data Center.

RGAER: . b BRI RS R 2 0 2 ik

(F) A4 - L HE

J Z ik

WE: L, aTEWYRAME AR, REABT =Y, LA
xR g AR, AR F X — EBOA A& — AN iE R T, KX
AR = B3 ATH S E B0 B el , X H T WA R SO B i 2 2%
. MMNAF R EA, B8 2R RN RATERRHATIE, Kd
AT AR IAD X AR ZATF B F 8 2 AL AR B v/, SO AR B4R
a7 K B 2014 S5 3RO I E 8 P AT LR 2016 S A x4 E R B R A, X
BRTWAR AR EEHRTIEERD | AR T o7 M R &
AHR, — MR, AN R A R R 20 12 09 37 X 0k 0 B AR R AR X
My XU ENMILBEE AR EFN T MER - FRETNEES
Ao B, ETARGRFPURAEFIOENRRNTCE, RRE S WIEE
AR, XM ELHEZ “HEANAL” WREEMET £EH,
% B e 0 AR ARAT B AT, VT X E SR, o E R R AR
fwFH - AT aHENE NFEEETHIAERE TN AR, T
WA E, RATRBEAZCNZLANABE, Wik 5 —F X, UKFES
(LS| Y

XEW: kE FEEE BKNEE O RAER BE=



ElH 14w B (CIP) #4E

JCUkEERTSS . 61 4/ i EEg . —— dbat: kSR
ECHR R, 2019. 12
ISBN 978 —7 —5201 —5638 —7

I.©OJt-- 0. Off1-- I OJbkEE - Xk - AT
IV. ©®D5 -55

rp [ A B B CIP 20E %7 (2019) 5 218984 &

FEKFRAR (F—8)

£ G/ B
Al E g/ (8 ]135E50K - SR (Michael Kniippel )

R A/ WEG
TG /A8

o RR /b aRESCk B A - ERIX 4 (010) 59367078
Mk AL AL =IA 29 SEHeAe e KB B4 100029
41k : WWAW. SSap. com. cn

K AT/ Wi EEFO (010) 59367081 59367083

Bl %/ =T mAREN S5 A BR A F

M M/ FF A 787mm x 1092mm  1/16
Bl o5k: 13.5 #5228 T
BR IR /2019 4E 12 A 1B 2019 45 12 A4 1 WERKI
5 /ISBN 978 -7 -5201 - 5638 -7
E A/ 89.00 5T

AU PR A, 5P RS L (010 -59367028 ) HE&
[A) IRINERE BRENSR



