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Market Research Report on

Chinese Outbound Tourist (City)
Consumption (2014-2015)
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Following The Market Research Report on Chinese Outbound Tourist (City) Consumption in
2014 successfully released at Beijing Fragrant Mt. Tourism Summit 2014, the World Tourism Cities
Federation (WTCF) decided to design a comprehensive new research with more items and
questionnaire. It once again, entrusted Ipsos, one of the world’s top three market research
firms to conduct the research and questionnaire survey across China independently. Finally
with the help form all parties, The Market Research Report on Chinese Outbound Tourist (City)
Consumption in 2015 is successfully completed.
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The scope of the research has been
increased in terms of width ever,
and even through various ways and
channels of cooperation, the Internet
and microblogging, WeChat and other
means. The quantitative questionnaire
survey is carried out through Chinese
outbound tourists, and by means of the
integrity and effectiveness screening,
ultimately 7,813 valid questionnaires are
determined.

Compared with the research in 2014,
this research specially highlights the
following characteristics:

|. Focus on impact of emotional factors to
the Chinese outbound tourists in terms
of travel decisions. The research shows
that emotional factors are influenced
by “communication” and “personal
experience” .

II. It adds the new researches on the
Mediterranean, African and other
emerging tourist destinations.

In order to better reflect the market
segments and geographical
characteristics and to better help the
tourist cities and operators to understand
Chinese tourists, the survey adds new
researches on the Mediterranean and
African tourist destinations.

E b
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ll. It investigates the concern of Chinese
tourists to the relevant of travel agencies
and brands for their travel abroad. It also
investigates the preferences of Chinese
tourists regarding to tourism service
providers.

IV. It adds the researches on the
customer civilization. The relevant items
shows that the sense of respect to the
tourism resources, the friendly behaviors,
in—depth understanding of laws and
appreciation attitudes have received
general recognition.

WTCF hopes the research by the all
efforts will be able to boost the sound
development of Chinese outbound
tourism and carry forward further its
core concept  “Better City Life Through
Tourism” . The outstanding orientation
of WTCF is to promote the exchange
and cooperation between member cities
for the effective operation and business
prosperity.

. Group Characteristics of Chinese
Outbound Tourists

Where are they from?

As the traditional larger tourist source
provinces (municipalities) of Chinese
outbound tourists, Beijing, Shanghai
and Guangdong generated the biggest

number of Chinese outbound tourists
in the year 2014-2015. Following them
are the coastal provinces (municipalities),
such as Tianjin, Jiangsu, Zhejiang and
Liaoning, and Sichuan is also a province
having the larger number of outbound
tourists at home.

What are their desired destinations?
According to the survey, Chinese
outbound tourists reached every corner
of the world in the year 2014-2015. Asian
cities are still the destinations chosen by
the largest number of Chinese outbound
tourists (77.67%), followed by European
cities (32.07%) and then American cities
(20.29%).

In terms of short-distance travel,
the cities in Japan, South Korea and
Southeast Asia are most popular with
Chinese tourists. Over the past year in
short-range travel, Chinese outbound
tourists have chosen the top 10 target
cities are: Seoul, Bangkok, Tokyo, Osaka,
Nagoya, Jeju Island, Singapore, Incheon,
Kobe and Nara.

The most popular three regions of long—
distance travel are Europe, the United
States, and Australia. Over the past year
in long-range travel, Chinese outbound
tourists have chosen the top 10 target
cities: Paris, London, Sydney, Los
Angeles, Rome, New York, Washington,
San Francisco, Melbourne and Venice.

As for Chinese outbound tourists, when
they travel abroad again, Seoul, Tokyo
and the Maldives are the most popular in
the short-range tourism; while London,
Paris and Sydney are the most popular in
long—range travel.

What are their humanistic characteristics?

Those born in 1980s and 1970s have
become the main part of China’ s
outbound tourists, accounting for
70.61% of the total. They receive higher
education, and most of them are married
and have minor children. In terms of
outbound tourism, they go out with
their minor children to broaden their
horizons, and travel with their parents
to enjoy their family union happiness.
These characteristics are more apparent

compared with those in 2013-2014.

Those people born in 1950s and
1960s account for 18.01%, and as a
group of the people with good financial
resources and abundant leisure time,
they deserve the attention. For example,
of Chinese outbound tourists aged over
60, those making several outbound travel
arrangements each year account for
48.83%, far higher than any other age
groups of fourists.

From a gender perspective, female
tourists are outhumbered than males.

Chinese outbound tourists are generally
higher income groups of people. The
average monthly income is about 12,224
yuan for each person and about 21,615
yuan for each household. The personal
average monthly income is five times
the monthly disposable income of urban
residents per capita of 2014 (2,417 yuan).
What are their travel characteristics?

The survey shows that Chinese tourists
won’ t stop once they set foot in a foreign
land for the travel purpose. Chinese
tourists have a rich experience in
traveling abroad, with 4.8 overseas trips
on average. Chinese tourists traveling
abroad at least once a year account
for37.17% while those traveling abroad
several times a year make up 36.86%.

In most cases, Chinese outbound
tourists choose to travel abroad during
the Chinese Spring Festival holiday,
the National Day holiday and summer
holiday, accounting for 65.57% of the total
annual Chinese outbound tourists.

With the increasing popularity of paid
vacations, more and more tourists will
choose non—holiday days to travel
abroad. Compared to the tourists
choosing to travel abroad in holidays, a
large part of these tourists are born in
1980s, single or married with no children,
and their income is below the overall
income level (the household average
monthly income is 18,375 yuan while
the personal average monthly income is
10,155 yuan).

Different forms of tourism meet the needs
of various tourists, and group travel and
independent travel are the most popular
two forms of tourism with Chinese
outbound tourists. However, compared
with that of the year 2013-2014, there is
a more significant decline (3.5%) in the
proportion of the tourists selecting guided
group travel.

With the increase in overseas travel
experiences, Chinese outbound tourists
call for a gradual increase in travel
personalization and differentiation. In

2014-2015, 1.57% of the tourists chose

“customized travel”  which is a tourism
itinerary and program arrangement
tailored by a travel agency according
to tourists’  specific needs. Relatively
speaking, there is a more apparent
demand for this on the part of long—
distance tourists.

Chinese tourists often take about six
days to travel abroad, excluding the days
for round trips. Most short-distance
outbound tourists travel 3-5 days while
long—distance tourists travel 8-10 days
or more than 10 days.

With other members of tour groups
calculated in the survey, the average
number of Chinese outbound tourists
traveling together is about 10 people.
Chinese outbound tourists prefer to
travel together with family members
(6714%) and then with friends (44.08%).
Especially Chinese tourists over the age
of 60 tend to travel with their families,
accounting for 80.56%.

A variety of travel expenses are
calculated in this survey. For Chinese
outbound tourists who select package
travel, their average spending is about
17,402 yuan, of which short-distance
travelers’ average spending is about
11,864 yuan while long—distance
tourists’ average spending is about
22,691 yuan. For Chinese outbound
tourists who select independent travel,
their average spending is about 25,103
yuan.

Overseas spending is mainly used for
shopping. 65.31% of the tourists express
that their biggest overseas spending
is used for shopping, which increased
7.55% comparing to the year 2013-2014.

Il. Impact of Emotional Factors on
Chinese outbound tourists in terms of
Travel Decisions and Behaviors
Emotional Factors and marketing are
closely linked, and for this reason the
corresponding survey items are added
to the survey. The survey reveals
that emotional factors influence travel
decisions and behaviors of Chinese
outbound tourists, and on the one hand
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the emotional impact comes from the

“others] and on the other hand it also
derives from “self.” The influence
of “others” is embodied in the

“communication; while the influence of

“self” isreflectedinthe “experience.”
Nice experience and longing for
another travel after returning are the
biggest drivers of Chinese outbound
tourists traveling abroad again, but are
also the prime power for their mutual
recommendations and building word—of—
mouth referrals.

From others’ communication

“Word—-of-mouth” plays an important
role in helping Chinese tourists choose
overseas tourism cities. Before they travel
abroad, 74.64% of them tend to obtain
relevant travel information by joining in
relevant WeChat groups, QQ group and
BBS while 44.12% seek advice from
friends and relatives.

Figure 2 Reliance of Chinese

Outbound Tourists on
“Word-of-Mouth”

74.64%

44.12%

Dependence

on "Internet
communication”

Dependence on
“word-of-mouth”

“Communication” has become the
norm behavior of Chinese outbound
tourists after returning from traveling
abroad, and with the great popularity of
the Internet, especially the mobile Internet
among Chinese outbound tourists
(90.52% and 84.40% of the tourists
surf the internet through computers or
mobile devices respectively) the forms
of communication have become even
more diverse.

WeChat, MicroBlog and other mobile
Internet media have become the
main channels for Chinese tourists
to disseminate travel information,
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followed by “oral recommendation” to
others. Travel notes and blogs are also
necessary approaches to recommend
and spread the information of tourism
destinations.

Figure 3 Communication

Behaviors of Chinese Outbound

Tourists after Returning Home
from Traveling Abroad

Release information

Wechat

Produce and release
rkied R

Release travel notes at
o rhe: NG <

Recommend to others 77.60%

From their own experience

Whether Chinese outbound tourists
are satisfied with travel experience
determines their revisit willingness
and the attitude and intensity of their
communication. Good experience will
bring higher revisit ratio, and will generate
positive and active communication,
otherwise it will produce negative and
passive communication.

In terms of revisit wilingness, the tourists
with  “definite” revisit willingness
account for 68.55% of pleasant
tourists (satisfaction rating of 9-10

scores), 43.12% of satisfactory tourists
(satisfaction rating of 8 scores) and
just 26.52% of dissatisfactory tourists
(satisfaction rating of 1-7 scores).

In terms of recommendation wilingness, the
tourists with  “definite”  recommendation
wilingness account for 83.02% of pleasant
tourists, 58.22% of satisfactory tourists and
just 41.80% of dissatisfactory tourists.

I1l. Methods used by Foreign Tourist
Cities to Attract Chinese Outbound
Tourists

Overseas tourism cities may attract
Chinese outbound tourists by taking the
following measures:

Improve the visa policy.

In terms of improvement of visa policy,
what Chinese outbound tourists expect
most is to reduce visa barriers, simplify
visa procedures and shorten the visa
processing days.

With the increasing demand for
outbound tourism in Chinese provinces,
autonomous regions and municipalities,
Chinese tourists hope that visa
processing services can be provided on
a commission or by mail at those cities
where there is no embassy or consulate.

Break special tourism routes.
In terms of exploring special tourism
routes, Chinese outbound tourists hope

that special shopping tourism routes,
nice food tourism routes and in—depth
exploration tourism routes with local
cultural characteristics can be opened
up.

Due to the popularity of Chinese
outbound travel reality shows, they are
also utilized to open up special tourism
routes, in addition to the popular movies
and TV plays.

Carry out targeted marketing campaign.
Travel lectures and large—scale public—
oriented promotion activities carried out
at international travel shows and travel
fairs in China, are the best marketing
campaigns to attract Chinese tourists.
Following them are seasonal promotion
activities.

Open up non-stop flights, passenger liners,
chartered planes or trains.

46.14% of Chinese outbound tourists
said that Opening non-stop flights,
passenger liners, chartered planes or
trains will attract them.

Increase the tax refund ratio or discount ratio
of goods.

43.99% of Chinese outbound tourists
express that an increase in the Tax
rebate proportion or discount ratio of
goods will attract them to travel abroad.

IV. Methods used by Foreign Tourist
Cities to Improve the Experience of
Chinese Outbound Tourists

The whole overseas travel process —
Information inquiry

More than half of Chinese outbound
tourists tend to inquire the information
on attractions, restaurants, lodging and
shopping in related tourism cities prior
to their departure. In time of such query,
they often use the names of such cities
or attractions as search keywords.

Improving the richness of available
information is still the biggest expectation
of Chinese outbound tourists in terms of
the information inquiry experience.

The whole overseas travel process—— Visa
Handling

What Chinese outbound tourists expect
most in terms of visa processing is that
there is a valid long—term multiple—

entry visa within ten years or five years,
which can contribute to planned in—
depth travels of Chinese tourists to tourist
destinations for several times.

The whole overseas travel process —
Catering

Most Chinese tourists prefer foods and
beverages with local characteristics
and styles in overseas tourism cities,
especially when they travel to tourism
cities in Japan, South Korea, Southeast
Asia and Africa. And, most Chinese
tourists prefer Western—style food when
they travel to tourism cities in Europe and
America.

What Chinese outbound tourists expect
most in terms of dining experience is
that Chinese—version menus can be
offered at restaurants in such tourism
cities; secondly, the tastes of Chinese
restaurants can be improved and some
services or help can be provided in
Chinese.

The whole overseas travel process ——
Lodging

Chinese outbound tourists willing to
spend a night at high—end hotels are
more than the counterparts willing to
stay at mid-range hotels for a night for
the first time. Thus high—end hotels have
become the most hotel type chosen by
Chinese tourists in 2014-2015.

What Chinese outbound tourists expect
most in terms of lodging experience
is that hotels can increase Chinese—
using signs (or internationally—used
graphic logos) and provide assistance in
Chinese.

The whole overseas travel process —
Transportation

The coach is the main transportation
for China outbound tourists, especially
those tourists choosing group travels. For
tourists choosing other travel forms, they
prefer to take taxis, subway and buses.
Tourists choosing customized travel tend
to travel by taxi more often.

What Chinese outbound tourists
expect most in terms of transportation
experience is that Chinese—using signs
(or internationally-used graphic logos)
can be provided in public transportation
vehicles.

The whole overseas travel process ——
Sightseeing

Natural landscape is the most attractive
category selected by Chinese outbound
tourists while traveling abroad, which is
followed by historical sites.

What Chinese outbound tourists expect
most in terms of travel experience is that
Chinese~using signs (or internationally—
used graphic logos) can be increased at
tourism attractions.
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The whole overseas travel process ——
Shopping

Shopping is a necessary “plan” for
Chinese tourists while traveling abroad.

Duty—free shops are the most popular
shopping spots for Chinese tourists
while traveling abroad, followed by
large department stores and shopping
centers.

Special souvenirs are the largest goods
purchased by Chinese outbound tourists,
followed by cosmetics. In addition,
Chinese tourists also purchase larger
quantities of daily necessities, luxury
goods and clothes.

On average, Chinese outbound tourists
spend 10,130 yuan on goods.

What Chinese outbound tourists expect
most in terms of shopping experience
is that Chinese—using signs (or
internationally—used graphic logos) can
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be increased and Chinese—speaking
shopping guides can be provided at
shopping places, compared with 2013—
2014. In absence of Chinese signs,
Chinese—speaking shopping guides
are very important in assisting Chinese
tourists to go shopping and enhancing
their shopping experience.

The whole overseas travel process ——
Entertainment

More than 80% of Chinese tourists tend
to choose entertainment when traveling
abroad, especially male tourists aged
below 45 with the monthly income of
more than 15,000 yuan.

Evening parties/flavor gardens are the
most entertainment places chosen by
Chinese outbound tourists, followed by
bars/nightclubs, theaters/cinemas.

What Chinese outbound tourists
expect most in terms of entertainment

experience is that Chinese—using signs
(or internationally-used graphic logos)
and assistance provided in Chinese at
entertainment places.

V. Travel Service Providers Selected
by Chinese Outbound Tourists
Insurance Company

The survey shows that the vast majorities
(88.90%) of Chinese outbound tourists
agree to and accept travel insurance
products, mainly for the aim of preventing
various risks during travel.

Chinese outbound tourists often buy
travel insurance through travel agencies
or travel websites underwritten by
Chinese State—owned insurance
companies.

Travel Agency

In 2014-2015, 86.10% of Chinese tourists
tending to travel abroad choose group
travel, independent travel and other travel

products offered by travel agencies.

Official websites of travel agencies is the
most welcomed reservation channel
selected by Chinese tourists, followed by
tourism stores.

More than 85% of Chinese tourists
when traveling abroad in the future still
continue to select the types of travel
products offered by travel agencies, of
which independent travel (including half-
independent travel) is most demanded,
followed by group travel products.

More than 64% of Chinese tourists
traveling abroad tend to choose self-
funded items, and therefore travel
agencies can provide differentiated self—
funded items according to the types of
fourists.

Travel Website

More and more Chinese outbound
tourists, especially those choosing
independent travel and self-guided
travel tend to rely on travel websites while
traveling abroad.

Chinese outbound tourists querying
relevant information or booking
accommodations and air tickets through
travel websites account for over 50%
respectively.

Paying Agency

Visa credit cards, cash, Master Card and
UnionPay cards are the most popular
payment patterns for Chinese tourists
while traveling abroad.

The survey shows that UnionPay card is
the most frequently—used bank card by
Chinese tourists for daily consumption
at home, and is also the most common
payment method selected by Chinese
tourists while traveling abroad. However,
UnionPay card is still limited to some
business places in a foreign land which
do not accept the payment by UnionPay
card. This inhibits the spending of
Chinese tourists to a certain extent.

Cruise Company

The survey indicates that the cruise
tour in Southeast Asia and Northeast
Asia and other countries around China

is the most welcomed cruise travel
type selected by Chinese outbound
tourists in the past year. In terms of long—
range cruise tour, there is the gradually
increasing number of Chinese tourists
choosing the Mediterranean cruise
routes and Caribbean Cruise routes.

In the future, Chinese outbound tourists
will prefer an ocean liner, and in particular
those tourists repeatedly choosing
cruise travel will tend to travel to the
Mediterranean and the Caribbean by
Cruise.

VI. Special Survey

Mediterranean Tourism

42.70% of Chinese outbound tourists
have toured the Mediterranean region,
most of them choose to travel to the
Mediterranean region during the 4th or
5th overseas travel.

Most Chinese outbound tourists traveling
to the Mediterranean region will give
priority to the central region, namely:
Italy, Greece, the Aegean Sea and other
southern European regions.

Sightseeing is the primary purpose for
Chinese outbound tourists choosing to
tour the Mediterranean region, followed

by going on holidays. Humanistic
characteristics and the natural landscape
are most attractive to them.

Improving the visa policy and opening
up the special tourism routes are the
best approaches to attract the Chinese
outbound tourists to travel to the
Mediterranean.

Africa Travel

The survey shows that in the year 2014—
2015 only 4.37% of the respondents
traveled to Africa, which attracts the
smallest number of Chinese outbound
fourists in all the continents.

Sightseeing is the primary purpose of
Chinese outbound tourists choosing to
tour the African cities, followed by going
on a holiday. Compared to all other
tourists in China, more tourists travel
to Africa because of special interests.
Natural attractions and humanistic
characteristics are most attractive to
them.

Improving the visa policy, conducting
special promotion activities and opening
non-stop flights, are the best methods to
attract Chinese outbound tourists to the
African cities.
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