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The World’s largest consumer market by 2020
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“OVER 400 MILLION CHINESE OUTBOUND
TOUR'STS IN THE NEXT 5 YEARS” XI JINPING — PRESIDENT, PR CHINA (2013)



Chinese travelers rank
#1 globally In terms of

overseas tourism spending,
exceeding $130 billion




Exhibit 31: Travel spend in Ching and ASEAM countries is st lowr In abealuts terms
comparieon of par-cagits aperding an meval (FY 2013, LSS
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1. Understand the Market




- Chinese equivalents
GDP GOF per person Population Exports

Population
2010, millions
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Some city clusters are economically larger than entire countries

2010 GOP for urban clusters Urban clusters in China and
% Billion= thalr hub citles
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High SEEHding Power 1n Tier 2 cities

» Top 10 ranking by spending levels

#  Bhenzhen replaces Beijing as the top spending city in 24,
= Watch out for Zhengzhow, Nanjing, Wuohan, Chengdo and Chongoging. They are
now 1o Lthe op 10!
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1} Distance: Mumber of flight hours, Visa requlation
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Chira’s interriet & mobile internet users

B obile internet users
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WITH ONLY 4 7.5% PENETRATION, CHINA STILL HAS ROOM FOR GROWTH
INTERMET USERS AS PERCENTAGE OF POPLILATION
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2. DEVELOP A STRATEGY




China Marketing Approach: Either?

Clicks Bricks

* Over 650 milion users
* 92% social media engaged
* Web = THE source of information

* Call to Action
* Digital WOM > Retail Marketplace



China Marketing Approach: Both!




3. TARGET THE RIGHT CHINESE CONSUMER




Three decades of communism were followed by three decades capitalism.
Mow China slowly transitions into three decades of consumerism.
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Le's take & cioser lock al theallitcas, needs & habrs of
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Novice

Chimcso Losune Travelors

Crvar FU% o all obound tps Tom China wie e mage in the 25t o yaars, whic™ means
a signiica~ proasorion of Chinese are raveling for the firstimea o in recent vears.

CHINESE NOVICE TRAVELERS ARE: AS A RESULT THEY PREFER:
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Experienced & Evolved

Crinesz L2sye Traveles

Expenenced Chinese fravelers
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I’'ve seen the sights.
| want to be inspired.

| work hard and am successful;
| want to get the most out of
life.

| am not looking for the
ordinary & am prepared to pay
for something different.




Gmoup rawvel still dorminates, but indepandent travellers are becorming

mora conspleunus.

Independent travellers tend to be:

Younger

39.7% 34.6%

2510 34 years ald A5 1o 44 years old

Wealthier

Soe 73%

have an of the Loxury
annual income consumear markat is
2_53 hiliy by tender 45 years odd
than avecrage

More educated

-

829%

nave a4 Bachelor degree or higher

Prefer authenticity

fH

]

54%

prefer a hotel
wiiths Lrcal Tlavaur






CHARACTERISTICS OF 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 identity. 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 citizens. Chinese millennials are looking for education and work
opportunities 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 generation is thinking
less about “me” and more about what “we” can do together to address global
issues.
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“Brands can reflect my status and my taste/aspirationin life.”
-ELAINE, 20, BELING




Brands win if they power the peer conversation
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"Our unique
agset is our host
eammunity.”

Mathan
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The channels consumers rely on to be reassured are
peer-to-peer, rather than brand-to-consumer

When millennizls want to learn about ¥ f& i ‘
brand Innovatan, thelr go4o channels % ﬁ'
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CHARACTERISTICS OF CHINESE BACKPACKERS

CHINESE BACKPACKER WESTERN BACKPACKER

Mostly Female

More educated and get married later
Interested in Culture and Shopping
Quality Accommodation

Restaurants (good food)

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

Travel mostly with friends from home

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

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

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

Both Male and Female
During School and University
Interested in Having Fun
Cheap Accommodation
Street Food (cheap food)

Backpacking as Saving Money
(cannot afford luxury travel)

Travel many times alone and find friends

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

Are not influencing luxury travelers (only
possibly other budget travlers

Are considered as cheap travelers

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



¥ CHINESE BACKPACKERS....




5. BE LOCALLY RELEVANT
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CHINESE CONSUMERS ASSOCIAEIRREEANTONLINE
EXPERIENCES WITH BABROFFEINE EXPERIENCES

CHINATRAVELTRENDS.COM (2012)




6. MARKET VIA SOCIAL MEDIA
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Social Media
has become
the most
influential
media channel
in modern

China.

Source:
McKinsey
Consulting

|

i|

|

The Internet
has become
the most
popular
medium for
Chinese
travellers
seeking
information
about their
trips

Source: Nielsen
China
Outbound
Travel Monitor




China’s Social Network Universe
By Mumber, Age. & Locafion of Users

M

@

Facebook

Source; Blogger Insight, 2009

Age 20
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The New Way
To Connect

WeChat
Avaitable on - (i W' g







7. FOCUS ON MOBILE




Xiaomi phone

100,00

Jegpite the boaming popularty of Apple In China, the ¢lear

winners are the masses of pepple purchasing v and

smartphones powered by Google's Android O5. This is the default
slatform on hundreds (soon, thousands) af chezap, low-end sman
nhones and subseguently the first choice for many consumers
heyond Tler 1 cities (whether or nat they know the solftware |15
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ANDROID DOMINATES IN CHINA

MARKET SHARE BEY DEC 2014
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21.5% 7Y%



BUT i0OS USERS SPEND MORE
MOEILE PURCHASES ON TAOBAO PLATFORMS
ARE MADE VIAiPHONES AND IPADS
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8. ENGAGE WITH TOP BLOGGERS (KOLs)
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DIA Blogger Matchup

Chinese Bloggers

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

Blogger Match Up
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TYPICAL COST PER KOL POST AND KOL SIZES:

&

small
KOL

< 100K
followers

4
U T

Medium
KOL

<1 Millican
falloveers

Qe gy

Large
KOL

= 1 Million
fallowers
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Integrated Mobile Campaign

Canada, You Can Be a Star







Generations of Chinese Travellers Yet to Come!







EXperience




CONTACT:
JENS THRAENHART
W: WWW.THRAENHART.COM
E: ENS@THRAENHART.COM
T: +66-8555.44234




