Winds of change blowing for a focus on
upmarket tourism
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Introduction
Don‘t panic!

e |nbound Tourism to China slowed down
e QOutbound Tourism from China boosted
e 13.6 mio Chinese outbound trips (2007), 3.8 mio to Europe
e 15 mio. Chinese outbound trips (2008),

e Outbound travel growth: + 5% (2007)
+ 10% (2008)

» Crisis favours growth of niche markets: LUXURY TRAVEL
 New middle class in emerging markets
« UNWTO study: Age group 30+
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Rethinking the type of tourism to attract
Tourism Organizations act now!
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Can upmarket Chinese tourism beat the
financial crisis?

o Key segments of the|,Luxury Consumer*

Traditional Business Elite

New Luxury Shopper

Empowered Woman

Little Emperors

« Motivations: Status, self-reward, luxury experiences
* Motivations: hard work, plain living, saving for old age
Younger consumers less concerned about saving

Source: http://www.chinasuccessstories.com/2008/03/04/chinese-luxury-shopper/
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Can upmarket Chinese tourism beat the
financial crisis?

,YES, IT CAN!If....
 Identify upmarket Chinese tourists needs

o Consistency of offers (innovative programs, quality,
value and unique/authentic/emotional experiences)

o Targeted marketing (high-end market)

« Brand awareness/affinity (younger generation)
e Shopping as a leisure activity
 Individuality/Freedom to choose/Flexibility
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Case studies: Italy/Costa Cruises
Target Group: Business Traveller
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Case studies: Italy/Costa Cruises
Target group: Leisure Traveller (Shopping)
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http://www.costachina.com/B2C/RC/Shopping/
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Case studies: Hong Kong
Tourism company: China Elite Focus

U Empowered woman U Little emperors

Source: http://www.chinaelitefocus.com/services/
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Case studies: Australia
Tourism company: Australia Tourism Board

« Background : drop in quality, increased price competition, poor
experience by visitors from China.

« Lesson learned: Focussing on yield rather than growing numbers
« Identification of upmarket Chinese tourist needs

* Individual Benefits for the upper-end holiday market, including
550,000 Visa Gold Card and Platinum Card holders in Belijing,
Shanghai, Guangzhou and Shenzhen.

« Flexibility of tour packages

 Freedom to choose: explore a single destination in depth, or
experience the various activities offered in different parts of Australia.

« Targeted marketing : “Australia Prefers Visa Campaign”
AUD1,0 million advertising campaign seen by hundreds of millions of
Chinese over a few months.

Source: http://www.
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Take your chance!

Email: m.echtermeyer@fh-bad-honnef.de
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