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China UnionPay and Ctrip Travel Group jointly released
the Big Data Report on Outbound Tourism Upgrade
during 2018 Spring Festival on February 28, 2018. The
report combined UnionPay’s tfransaction data of online
consumption and Ctrip's data on fravel orders and
overseas consumption. It finds a slew of new features of
outbound fourism during the Spring Festival, including
younger-aged tourists, expanding footprint, diversified
means of tourism, rational shopping behaviors, and
pursuit for quality consumption and comprehensive
services.

Number of outbound tourists grows further, with young-
aged tourists as the majority

The report shows that China’s outbound fourism hit a
new high during the Spring Festival of 2018, growing
by 5.7% to 6.5 million outbound frips. Tourists from the
coastal areas, such as East China and South China,
are still the mainstay of the outbound tourism, while
the number outbound tourists in Central China and
Southwest China increased rapidly. Judging from the
age groups, the post-70s and post-80s outnumbered
other age groups in terms of outbound trips during the
Spring Festival. However, more and more post-90s and
post-00s also jumped on the bandwagon of outbound
fourism during Spring Festival. As for the categories of
outbound trips, most outbound trips were family and
romantic travels.

Destinations of outbound tourism increases, turning
once less visited destinations popular

As the number of outbound travelers became younger,
Chinese fourists expanded their outbound fravel
footprint farther and farther. Among them, tourists from
first-tier cities fravelled to 100 countries and regions,
and the number of destinations for tourists from “new
first tier” cities grew even faster. Traditionally hot
destinations, such as Hong Kong and Macao, were

stilll among the most popular, but once the less visited
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destinations, such as Sri Lanka, Russia and Turkey, have
emerged as popular destinations on tourists’ radar.

Self-organized tours become a trend, with single-
country in-depth tours and personalized experience)

ours on the rise

I

With the popularity of self-organized tours, Chinese
tourists spent more on car renting in their outbound
trips during the Spring Festival of 2018, transaction at
overseas gas stafions doubled from the same period
of last year. At the same time, more and more Chinese
tourists preferred to choose niche destinations and
experience local cultures and customs to pursue
personalized travel experiences. The once popular
multinational packaged tours lost momentum,
compared with the rising single-country in-depth tours
and personalized experience tours.

Overseas consumption further expands, especially fo
tourists from Central and West China

Due to seasonal influence of the Spring Festival holiday,
the per capita final price for bookings of outbound
packaged tours and self-organized products increased
by 5.6% year-on-year. In addition to tourists from first-
fier cities, such as Beijing and Shanghai, and cities with
relatively high per capita income, such as Suzhou, Wuxi,
Hangzhou and Nanjing, fourists from cities in Central
and West China, such as Yinchuan and Zhengzhou,
were also at the top of the ranking in terms of per
capita spending in outbound frips. At the same time,
tourists from Ezhou, Shaoyang, Jiamusi and Huzhou
among other places, also joined the front rank in terms
of per capita spending in outbound trips. As for the most
expensive overseas destinations, the top 10 countries
and regions in terms of the unit price for a tourism
product were Antarctica, Argentina, Brazil, Tahiti,
Norway, Tanzania, Iceland, Mexico, New Zealand, and
Finland, with the average booking price for a single
household reaching RMB 100,000.

Shopping spree is no longer limited to luxury products|
and quality of outbound tourism consumption surges
significantly

In ferms of overseas spending, fourists’ overseas
shopping lists are not limited to luxury products in

recent years. Many hit products on the Internet are
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written into people’s shopping list, and Chinese
tourists’ overseas spending become more sensible
and personalized, and their shopping behavior and
preferences have been improved. The report tracked
hardcore outbound travellers who took outbound frips
during the Spring Festival for three consecutive years,
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and found that this group of high-income, highly-
educated and highly demanding tourists preferred
to purchase female products. The purchasing power
of male tourists also continued to increase, and
their scope of purchasing also ranged extensively
from electronic products, limited-edition products to
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overseas books.

As people paid more and more atftention on overseas
fravel experiences, they spent more on services such
as overseas dining, recreation and entertainment. For
example, tourists to Japan preferred local cuisine, while
visitors to Europe preferred to appreciate local culture,
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a frend that was particularly evident for tourists from
second- and third-fier cities. Judging from geography,
tourists in East China and South China were most
interested in tasting overseas food, and the proportion
of catering consumption in their overseas expending
during the Spring Festival joined the front rank in China
in the past two years. As for the proportion of overseas
accommodation in overseas spending during the Spring
Festival, tourists from North China took the lead and
tourists from the western region caught up significantly.
Moreover, more and more tourists from third-tier and
lower-level cities were willing to stay in high-quality
overseas hotels, and their overall expenses and single
item expenses increased fastest.

Supplementary services continue to upgrade,
increasingly enriching tourists’ experience

As outbound tourism consumption continues to expand
and consumption quality continues fto increase,
supplementary services for outbound tourism also
escalate. Currently, UnionPay’s network has covered
168 overseas counfries and regions. In addition,
cardholders can use UnionPay’s mobile QuickPass
service on nearly a million POS terminals in 18 countries
and regions, including Hong Kong, Macao, Singapore,
Australia and Russia. A large number of merchants in
countries and regions, such as Singapore, Hong Kong,
Macao, Nepal, Kenya, Djibouti, Vietnam and Taiwan,
have launched UnionPay QR code payment services
and exclusive promotions and benefits for UnionPay
cardholders.

At the same time, China UnionPay has also joined more
than 300,000 merchants in 38 countries and regions
to provide UnionPay cardholders with a convenient
tax refund service. UnionPay cardholders in European
countries, such as Germany, Italy, UK and France,
can enjoy immediate tax refund on consumption with
UnionPay’s downtown tax refund services, or claim
tax refund after returning to China. Ctrip also provides
domestic tourists with convenient exchange services,
which allow tourists to book online and receive the
banknotes offline, saving them from the complex bank
procedures of making appointment and queuing up for

exchanges.
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