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Advanced	
  Technology	
  	
  
SoluAons	
  

	
  
• 	
  Chinatravelbuzz.com	
  

• 	
  Tripshow.com	
  
• 	
  Social	
  Media	
  
	
  	
  	
  ApplicaIons	
  

Localized	
  Web	
  
Presence	
  

	
  
• 	
  Chinese	
  web	
  site	
  	
  
	
  	
  	
  Development	
  
• 	
  SEO/SEM	
  

• 	
  Email	
  MarkeIng	
  

Social	
  Media	
  
Management	
  

	
  
• 	
  Social	
  media	
  program	
  

	
  	
  	
  management	
  
• 	
  Social	
  media	
  campaign	
  

	
  	
  	
  development	
  &	
  	
  
	
  	
  	
  execuIon	
  

Integrated	
  Digital	
  
Campaigns	
  

	
  
• 	
  Media	
  Management 

• 	
  Campaign	
  Management 
• 	
  Media	
  AcIvity 

Dragon	
  Trail	
  InteracAve	
  



www.chinatraveltrends.com	
  	
  	
  	
  	
  	
  |	
  	
  	
  	
  	
  	
  www.chinatraveltrendsbook.com	
  	
  







The	
  World’s	
  largest	
  consumer	
  market	
  by	
  2020	
  





“OVER	
  400	
  MILLION	
  CHINESE	
  OUTBOUND	
  	
  
TOURISTS	
  IN	
  THE	
  NEXT	
  5	
  YEARS”	
   XI	
  JINPING	
  –	
  PRESIDENT,	
  PR	
  CHINA	
  (2013)	
  







The	
  Fasted	
  Growing	
  
Consumer	
  Market	
  	
  

in	
  the	
  World	
  



WHAT	
  TO	
  DO?	
  

SOME	
  QUICK	
  TIPS…	
  



1.	
  Understand	
  the	
  Market	
  









KEY	
  MOTIVATIONAL	
  DRIVERS	
  

















2.	
  DEVELOP	
  A	
  STRATEGY	
  



China	
  MarkeAng	
  Approach:	
  Either?	
  

Clicks	
   Bricks	
  

or	
  

•  Over	
  650	
  milion	
  users	
  
•  92%	
  social	
  media	
  engaged	
  
• Web	
  =	
  THE	
  source	
  of	
  informaIon	
  

•  Call	
  to	
  AcIon	
  
•  Digital	
  WOM	
  >	
  Retail	
  Marketplace	
  



&	
  

All	
  Touch	
  Points	
  -­‐	
  Reach	
  consumer	
  online	
  and	
  
offline	
  in	
  integrated	
  way	
  	
  

China	
  MarkeAng	
  Approach:	
  Both!	
  



3.	
  TARGET	
  THE	
  RIGHT	
  CHINESE	
  CONSUMER	
  













FROM	
  THE	
  NOVICE	
  TRAVELLER	
  



TO	
  THE	
  EVOLVED	
  TRAVELLER	
  

I	
  work	
  hard	
  and	
  am	
  successful;	
  	
  
I	
  want	
  to	
  get	
  the	
  most	
  out	
  of	
  

life.	
  

I	
  am	
  not	
  looking	
  for	
  the	
  
ordinary	
  &	
  am	
  prepared	
  to	
  pay	
  

for	
  something	
  different.	
  	
  

I’ve	
  seen	
  the	
  sights.	
  	
  
I	
  want	
  to	
  be	
  inspired.	
  





4.	
  WATCH	
  CHINESE	
  MILLENIALS	
  



They’re	
  more	
  inclined	
  to	
  spend	
  more	
  than	
  their	
  parents.	
  However,	
  these	
  
consumers	
  aren’t	
  spending	
  recklessly:	
  80	
  percent	
  stated	
  that	
  spending	
  wisely	
  is	
  
more	
  important	
  than	
  earning	
  a	
  lot	
  of	
  money.	
  
	
  
Social	
  media	
  is	
  an	
  integral	
  part	
  of	
  their	
  lives.	
  More	
  than	
  half	
  of	
  Chinese	
  millennials	
  
clearly	
  see	
  social	
  media	
  as	
  a	
  key	
  part	
  of	
  their	
  idenIty.	
  Amazingly,	
  51	
  percent	
  say	
  
that	
  when	
  things	
  they	
  post	
  online	
  aren’t	
  shared	
  or	
  commented	
  upon,	
  they	
  actually	
  
feel	
  bad	
  about	
  themselves	
  as	
  a	
  result.	
  
	
  
They’re	
  global	
  ciAzens.	
  Chinese	
  millennials	
  are	
  looking	
  for	
  educaIon	
  and	
  work	
  
opportuniIes	
  worldwide.	
  Seventy-­‐eight	
  percent	
  agreed	
  that	
  going	
  to	
  college	
  
abroad	
  helps	
  career	
  prospects,	
  while	
  55	
  percent	
  said	
  they	
  would	
  consider	
  moving	
  
to	
  another	
  place	
  for	
  work.	
  74	
  percent	
  of	
  them	
  believe	
  they	
  have	
  more	
  in	
  common	
  
with	
  young	
  people	
  in	
  other	
  countries	
  than	
  with	
  old	
  people	
  in	
  their	
  own	
  country.	
  
	
  
Social	
  responsibility	
  is	
  important.	
  90	
  percent	
  say	
  that	
  their	
  generaIon	
  is	
  thinking	
  
less	
  about	
  “me”	
  and	
  more	
  about	
  what	
  “we”	
  can	
  do	
  together	
  to	
  address	
  global	
  
issues.	
  	
  

CHARACTERISTICS	
  OF	
  CHINESE	
  MILLENIALS	
  













5.	
  LEVERAGE	
  CHINESE	
  BACKPACKERS	
  





CHARACTERISTICS	
  OF	
  CHINESE	
  BACKPACKERS

CHINESE	
  BACKPACKER WESTERN	
  BACKPACKER

Mostly	
  Female Both	
  Male	
  and	
  Female

More	
  educated	
  and	
  get	
  married	
  later During	
  School	
  and	
  University

Interested	
  in	
  Culture	
  and	
  Shopping Interested	
  in	
  Having	
  Fun

Quality	
  AccommodaIon Cheap	
  AccommodaIon

Restaurants	
  (good	
  food) Street	
  Food	
  (cheap	
  food)

Backpacking	
  as	
  Adventure	
  &	
  Romance	
  
(don’t	
  want	
  to	
  join	
  tour	
  groups)

Backpacking	
  as	
  Saving	
  Money	
  	
  
(cannot	
  afford	
  luxury	
  travel)

Travel	
  mostly	
  with	
  friends	
  from	
  home Travel	
  many	
  Imes	
  alone	
  and	
  find	
  friends

Share	
  their	
  travel	
  on	
  social	
  media	
  to	
  
wide	
  audience	
  (ie	
  Weibo)

Share	
  their	
  travel	
  on	
  social	
  media	
  among	
  
their	
  friends	
  (ie	
  Facebook)

Influencing	
  Chinese	
  people	
  where	
  to	
  
travel	
  –	
  all	
  segments	
  (also	
  luxury)

Are	
  not	
  influencing	
  luxury	
  travelers	
  (only	
  
possibly	
  other	
  budget	
  travlers

Can	
  gain	
  ‘celebrity’	
  status	
  as	
  people	
  
follow	
  their	
  travels	
  and	
  adventures

Are	
  considered	
  as	
  cheap	
  travelers

Source:	
  2013	
  PATA	
  –	
  The	
  Rise	
  of	
  the	
  Young	
  Asian	
  Traveler	
  –	
  “The	
  Chinese	
  Backbacker”	
  by	
  Jens	
  Thraenhart	
  



CHINESE	
  BACKPACKERS….

…TRAVEL	
  INFLUENCERS	
  &	
  BRAND	
  BUILDERS



5.	
  BE	
  LOCALLY	
  RELEVANT	
  







CHINESE	
  CONSUMERS	
  ASSOCIATE	
  IRRELANT	
  ONLINE	
  
EXPERIENCES	
  WITH	
  BAD	
  OFFLINE	
  EXPERIENCES	
  

CHINATRAVELTRENDS.COM	
  (2012)	
  



6.	
  MARKET	
  VIA	
  SOCIAL	
  MEDIA	
  



	
  

The	
  Internet	
  
has	
  become	
  
the	
  most	
  
popular	
  

medium	
  for	
  
Chinese	
  
travellers	
  
seeking	
  

informaAon	
  
about	
  their	
  

trips	
  	
  
	
  

	
  
Source:	
  Nielsen	
  

China	
  
Outbound	
  

Travel	
  Monitor	
  

	
  

	
  

Social	
  Media	
  
has	
  become	
  
the	
  most	
  
influenAal	
  

media	
  channel	
  
in	
  modern	
  
China.	
  
	
  
	
  
	
  
	
  

	
  
Source:	
  
McKinsey	
  
Consul:ng	
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7.	
  FOCUS	
  ON	
  MOBILE	
  









8.	
  ENGAGE	
  WITH	
  TOP	
  BLOGGERS	
  (KOLs)	
  



DIA Blogger Matchup 
Chinese Bloggers 

Bangkok/Thailand, June 2013 
@ China Travel Marketing Boot Camp 









9.	
  BUILD	
  RELATIONSHIPS	
  VIA	
  CAMPAIGNS	
  







VIDEO:	
  
hjps://www.youtube.com/watch?v=Fq7PqcKZ3P0	
  





	
  
WHERE	
  DO	
  WE	
  GO	
  FROM	
  HERE?	
  

	
  





CONTACT:	
  	
  
JENS	
  THRAENHART	
  

W:	
  WWW.THRAENHART.COM	
  
E:	
  JENS@THRAENHART.COM	
  	
  

	
  T:	
  +66-­‐8555.44234	
  


