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By MICKEY ALAM KHAN

As travel spend by Chinese consumers continues to reach new highs, hospitality brands must be responsive towards
changing attitudes and preferences among this valuable audience.

According to a new report from Resonance Consultancy, Chinese travelers will account for a quarter of all
international tourists within the next 10 years. Destinations need to capitalize on this opportunity by showcasing what
makes each location unique and embracing technology.

"2017 saw Chinese tourists travel internationally on approximately 145 million occasions, a number expected to
grow to more than 400 million by 2030," said Dianna Carr, vice president of storytelling and lead author at
Resonance Consultancy, New York. "What I find equally interesting and this is also perhaps the most surprising is
how quickly Chinese tourists went from being passive observers of the world from the seat of a bus to active,
adventurous experience-seekers similar in their desires to highly experienced travelers.

"This evolution has been greatly facilitated by mobile technology, which we describe as the ultimate travel
companion even solo Chinese international travelers can explore with confidence," she said.

For the report, Resonance Consultancy and China Luxury Advisors surveyed more than 3,000 mainland Chinese
tourists who traveled internationally between March 2017 and March 2018. Seventy-one percent were between ages
20 and 36, and 32 percent live in tier 1 cities.

Traveler growth
Although only 7 percent of Chinese citizens hold passports, international travel spending by Chinese travelers
reached $261.1 billion in 2016. The number of Chinese traveling abroad is expected to triple in the next decade.

More than 60 airports throughout China are currently being built or planned, which will make international travel
even more accessible to citizens who live in third- or fourth-tier cities.

In the past, Chinese travelers have been known for traveling in large tour groups, but more independent travel is
coming into favor, especially among millennials. One in 10 Chinese millennials will travel solo, although most
Chinese prefer traveling with family members or close friends.

Australia is the most preferred destination among Chinese tourists. Image credit: Resonance
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As mainland China has changed from an agrarian society to a more modern and urban culture, travelers have found
themselves drawn to destinations that highlight unique natural environments. After safety, quality of natural scenery
was listed as the second most important consideration when making travel plans.

One country that has benefitted from these changing travel attitudes is Australia, which is relatively close to Asia and
home to diverse environments. Respondents listed Australia as the most popular future destination.

As Beijing prepares to host the 2022 Winter Olympic Games, many Chinese travelers are also becoming more
interested in cold-weather activities.

Other intended destinations popular among Chinese travelers looking to embrace nature and adventure include the
United States, Canada and New Zealand. Canada saw a 12 percent boost in Chinese tourists in 2017 from 2016, with
many traveling during the off-peak season in the winter.

"Chinese travelers have become more active and have developed an appetite for risk they're engaging in outdoor
recreation of all kinds, from skiing and surfing to wake boarding, stargazing in the desert to following the Northern
Lights," Ms. Carr said.

Regarding accommodations, 60 percent of Chinese travelers still favor full-service hotels and resorts over boutique
hotels and non-traditional options such as Airbnb. Seventeen percent of respondents prefer luxury hotels in
particular.

Leveraging mobile technology is also crucial for destinations that want to attract Chinese tourists, especially
millennials. Eighty percent of millennial Chinese travelers engage with official WeChat accounts of destinations
they visit on an occasional or daily basis.

Alipay is the world's largest mobile and online payment platform with more than 520 million active Chinese users.
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Mobile payment platforms, including WeChat Pay and Alipay, are commonplace in China and are becoming more
expected by tourists going abroad. Ninety-one percent of respondents claim that they would be more willing to
purchase goods or services if more overseas vendors supported Chinese mobile pay platforms.

Recently, Alipay worked with the Singapore Tourism Board to show how easy cashless payments at various travel
sites are.

A group of Chinese visitors were given itineraries catered to their personal interests, which promoted the retailers
who are equipped with Alipay created by STB for the Foodies, Collectors and Explorers tribes. Meals,
accommodations, transportation, gifts, souvenirs and entertainment experiences were all purchased without the use
of cash (see story).

Tourist trends
Another trend responsible for the increased presence of Chinese travelers is affluents who have real estate
investments in the U.S. and use the country as a springboard for more overseas travel.

Chinese ultra-high-net-worth individuals who are considering emigration are looking to the United States and United
Kingdom as the most popular investment destinations.

According to Hurun's annual "Chinese Immigration Index," 37 percent of respondents are currently considering
immigration, a drop of 10 percent compared to 2017. Another 12 percent of respondents are in the process of
emigrating or have already done so.
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emigrating or have already done so.

American cities dominate the list of preferred destinations for overseas property purchases, with Los Angeles taking
first place. New York, Boston, San Francisco and Seattle round out the top five (see story).

Despite a shift towards more experiential travel, many affluent Chinese consumers still look to purchase upscale
items while traveling abroad.

Chinese affluent look to purchase luxury goods while traveling abroad, and Chinese consumers spend the most out
of any group while traveling. YouGov's Affluent Perspective 2017: Chinese Luxury Shoppers in America found that 56
percent of Chinese affluent are planning a trip to the U.S. within the next two years.

Luxury buyers from Mainland China start younger compared to other cultures, beginning at 35 years old and buy
more frequently. These consumers purchase luxury goods about eight times a year and 249 million will purchase
products through cross-border ecommerce, known as "haitao" (see story).

"Luxury brands of all kinds, including hospitality brands, can work to satisfy the hunger for fresh experience by
combining familiar social tools like WeChat with exciting destinations, from National Parks to luxury shopping
malls, that affluent Chinese want to learn about and experience," Ms. Carr said.
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