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Chinese Outbound Travel – Booming Market
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The Number of Chinese Outbound Travel Agencies

3803

2500

3000

3500

4000

LOGO
Page 3

0

500

1000

1500

2000

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016



Regional Structure of Chinese Outbound 
Tourist-generating Markets 
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The First-tier Tourist Generating Regions

The First-tier Tourist 
Generating Regions 
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The Second-tier Tourist Generating Regions

The Second-tier 
Tourist Generating 
Regions 
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The Third-tier Tourist Generating Regions

The Third-tier Tourist 
Generating Regions 
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China's first monthly monitoring system of Chinese 
outbound tour products and market price to global 
destinations.

China Outbound-Tourism Price Index (OPI)
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Based on big data acquisition and analysis.

Track the demand of Chinese outbound travel to 
worldwide destinations. 



China Outbound-Tourism Price Index 
(Jan. -Dec. 2016)
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Outbound-Tourism Price Index Month over Month Growth Rate



China Outbound-Tourism Price Index 
of Different Regions (2016)
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China Outbound-Tourism Price Index 
of Middle East & Africa Destinations (2016)
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China Outbound-Tourism Price Index 
of Major Middle East & African Countries (2016)
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Average Daily Price of Outbound Tour Products 
to  Middle East & African Countries (2016)

1500

2000

2500

3000

A
ve

ra
ge

 D
ai

ly
 P

ri
ce

 o
f F

ul
l P

ac
ka

ge
d 

G
ro

up
 

To
ur

s (
R

M
B

 y
ua

n)

LOGO
Page 13

0

500

1000

1500

Jan Spring 
Festival

Feb Mar Apr May Jun Jul Aug Sept National 
Day 

Holiday

Oct Nov DecA
ve

ra
ge

 D
ai

ly
 P

ri
ce

 o
f F

ul
l P

ac
ka

ge
d 

G
ro

up
 

To
ur

s (
R

M
B

 y
ua

n)

South Africa UAE Egypt



Chinese Outbound Tourism Development Trend 2017

Chinese outbound travel will continue to grow steadily 
at current level 1

With the upgrade of Chinese tourist consumption, overseas quality 
tourism suppliers will be more and more welcomed 2
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tourism suppliers will be more and more welcomed 2

Outbound tour product structures are increasingly diversified with 
more  personalized,  customized,  in-depth and theme tours 3

Outbound tour operators including OTA s are restructuring 
/remodeling  business  and product focuses 4



Chinese Outbound Tourism Development Trend 2017

Chinese tourists overseas spending will continue to grow,  
but will become rational5

Competition among tourism destinations is becoming 
more and more fierce6
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more and more fierce6

FIT market will continue to grow rapidly and expand from the short-
haul neighboring destinations to mid/long-haul destinations7

Chinese outbound tourism industry has become more diversified8



Tourism market of Chinese visiting Africa: 
Features, Opportunities and Challenges

Grow quickly, high 
potential

Ethiopia – Connecting 
point of Chinese visiting 
Africa
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Few popular, many 
unknown

Experienced travelers 
with high spending power

Highly affected by 
visa, airlines, safety



Market Solutions and Approaches to 
Attract Chinese Tourists

Highly Diversified Needs
Target Group Study 

Indepth and customized tour
High quality experience
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Increase destination 
awareness

Distinctive tour products

Weibo,Wechat, Alipay
IFCOT, QSC etc.



Chinese Social Media Network: 
Wechat & Weibo

Chinese 

768 million daily users
Average time spending  

90 mins/person/day
400 million daily users 

(2017 forecast)
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Wechat
Chinese 

Social Media 
Network

Weibo

Chat, Internet 
call, payment, game…

Contents, articles,
live video,  

advertisements…



Alipay- More than a popular payment tool 
for Chinese customers
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LOGO

Platform for Marketing & Intergrating Business Resources

A Brand Carefully Built from the Past Decade

Well known in China Outbound Toursim Industry

High LevelHigh Level AuthorityAuthority Professional Professional EffectiveEffective



China Outbound Tourism Quality Service Certification
(QSC Program)

LOGO

nNon-profit Program

nWin the trust of Chinese Buyers

nHighway to China Tourism Market

www.qualitytourism.cn

http://www.qualitytourism.cn


Ivy Alliance Tourism Consulting
www.ivyalliance.cn
david@ivyalliance.cn

http://www.ivyalliance.cn
mailto:david@ivyalliance.cn

