ngh -level Meeting on
Chinese Outbound Tourism
to Africa

Addis Ababa, Ethiopia
20 April 2017

John G.C. Kester
Director Tourism Market Trends Programme







Outbound tourism from China

300 — International departures (million) US$ 261 bn

250 International tourism expenditure (US$ 249.8

221.3

200

YEAI
JJJJJ

150

100

50

4578 47.7

27 45 81 92 1091 13.9 154 152 e

5, 84 a7 105 121100

Source: World Tourigm%rgl%%gtigr?ahm 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016*



China became number 1 outbound market in
2012 and strong growth continues
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China: population by age group, 1950-2100

China population

Current population 1.4 billion
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Source: compiled by UNWTO based on World Population Prospects, the 2015 Revision, 2015-2100 medium-fertility variant, United Nations, Population Division (http://esa.un.org/unpd/wpp/)




Growing prosperity
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Growing prosperity

China share in the world
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Figure 2.3 Chinese Provinces, Autonomous regions and Municipalities by Gross Regional Product per capita (CNY), 2011
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International tourist arrivals to Africa by

region of origin
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Source: World Tourism Organization (UNWTO)
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International tourist arrivals to Africa by
region of origin, 2015

Europe (25%)

Africa (47%)
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Origin not specified 15%

Middle East (4%)—" \— Americas (5%)

_

Total arrivals from Asia and the Pacific
2.3 million in 2015

Asia and the Pacific (4%)

Source: UNWTO



Where do Chinese travel

International tourist arrivals from China
50 as reported by destinations, 2015
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Where do Chinese travel

International tourist arrivals from China

200,000 as reported by destinations, 2015
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Where are Chinese tourists from?

Beumg 24, 82%
Tianjin 1 1
1 Nanjing | 4% =&

Suzhou 1 9%

Shanghal 27. 63%

Hangzhou 3.21%
Wuhan 0 74%

" fShenzhen 4. 31%
Guangzhou 5 774

Chengdu = 52%

(source: CNTA, 2014-2015)



Where are Chinese tourists from?

First-tier cities and eastern China are steady outbound tourist sources.

Second-tier cities and south-western China show great potential.

%

Source province/city of Chinese

outbound tourists

>65%

8%-12%

5%-10%

3%-5%

3%

Beijing, Shanghai, Guangdong

Jiangsu, Zhejiang, Tianjin o R
Liaoning, Shandong, Hubei, Sichuan, \{}\
Chongqmg UNWTO

Heilongjiang, Hebei, Shanxi, Henan, Anhui,
Hunan, Fujian, Guangxi

Jilin, Inner Mongolia, Ningxia, Qinghai, Xinjiang,
Tibet, Gansu, Yunnan, Guizhou, Jiangxi, Hainan



Where are Chinese tourists from?

Outbound travel tendency in first-tier cities

Sample city Outbound travel tendency

Increasing family and MICE tourists
Leisure holidays in short-haul destinations
Sightseeing trips in long-haul destinations

Beijing

Shanghai

Guangzhou

Expanding demand in high-end products
Decreasing demand in low-end products
Increasing family and MICE tourists

Expanding demand in long-haul destinations
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Where are Chinese tourists from?

Outbound travel tendency in second-tier cities

Sample city Outbound travel tendency
Hangzhou
ingdao . . A hmwiouys
Qing . Traveling for showing-off Ko RS
Nanking Shopping with lower taxation N
Chengdu More convenient foreign destinations P
Suzhou Strong consumption power
Expanding demand in emerging destinations
Wuhan P 8 BINg

Chongging



Who are the Chinese tourists?

Chinese citizens born in late 1940s
and early 1950s, already retired

® Time, Money and desire to travel

Over 60% outbound travellers ,
are young people

®“Ba Ling Hou” (travelers born in the 80s) take
up 54% of China’s outbound tourist market.

® “Jiu Ling Hou” (travelers born in the 90s)
take up 11% of China’s outbound tourist
market.

They have higher education

Over 70% of Chinese outbound tourists are
graduated from colleges or universities.

(Source: China Tourism Academy, 2014 China Outbound Tourism Report )



Rise of the consumer class

 Disposable income
» Urban o (o))
 Connected

Generally young
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How do Chinese travel?

Over 70% of Chinese outbound tourists

tend to travel with friends or family.

Most Chinese outbound tourists
choose destinations based on:

» Good experiences of friends, family
and colleagues

> Information available on the internet

» Recommendations and brochures
from travel agencies

(Source: China Tourism Academy, 2014
China Outbound Tourism Report .
Analysis based industry researches.)



How do Chinese travel?

® Over 60% of Chinese outbound
tourists travel abroad more than
once a year.

® Over 70% of Chinese outbound
tourists travel by themselves. - Koo bl

® About 25% of Chinese outbound tq
tourists travel in groups |

organized by agencies.

(Source: China Tourism Academy, 2014 China Outbound Tourism Report)



MEET CHINA'S NEW WAVE

OF INDEPENDENT TRAVELERS

SOPHISTICATED, SELF-RELIANT & SPONTANEOUS

OF WANDERLUST AND (BIG) WALLETS

A new breed of Chinese travelers is starting to emerge -
Dubbed the Free Independent Travelers (FITs), these individuals are craving
the adventure away from group tours, with their wallets ever at the ready!

......................................................................................................................
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Source: China Unbounded: The Rapid Rise of China’s Outbound Millions, Phocuswright sponsored by TripAdvisor




WHO ARE CHINA'S FITs?

52,
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ON AVERAGE, THEY ' 5 1 I'} INTERMATICMAL TRIPS
HAVE ALREADY TAKEN \ha‘ K IN THEIR LIFETIME!

Source: China Unbounded: The Rapid Rise of China’s Outbound Millions, Phocuswright sponsored by TripAdvisor



THEY ARE INDEPENDENT AND IMPULSIVE

,

910

BEUY SEPARATE CHOOSE DESTINATIONS
TRAVEL COMPONENTS 1-2 WEEKS BEFOREHAND

PREFER TRAVELIMG
40 % 91 %

STAY 4 -6 HaL
PREFER SHORT- L
NIGHTS AEROAD DESTINATIONS

7 RBGHTS O MORE
PO 173 TR TAEM DURING
THE MATIOMSL DA FOUDSY

324,

TOF 10 TRAVEL ROTSMOTS:
JAFER, THSILAND, SOUTH KOAES, UNETED STATES, MALATEA,
IINGERORE, FRARDE, UNITED KBGO, FTALY, TAMADS

:
Source: China Unbounded: The Rapid &f Chi tbound dgllions, Phoquswright sponsored by TripAdvisor



TRAVEL ASPIRATIONS & MOTIVATIONS

56“/0 470/0

MATURE.,
CULTURE &
HISTORY

! SAFE AND POLITICALLY STABLE 65 |
L . |
' CLEAN WITH LOW POLLUTION 36+ |

L
MATURAL FEATURES AND LAND>CAPES

DESTINATION CRITERIA

Source: China Unbounded: fhé-}i’éﬁiaﬁ’f-s-é-Ef-éﬁiﬁé-;é-bb-fb-&]ﬁif Millions, f’ﬁaéﬁg\}\}ffght sponsored by TripAdvisor



HOLIDAY INDULGENCES

AVERAGE SPFEND PER TRIF

+$2,729

TOF SFEMOERS:
BELANG, SOHUAN, SHEMGHA
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ACCOMMODATION AIRLINE TICKETS - \
~$473 %691 = 21O @
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CAH PEACH = USRI FOTE

A BRIGHTER FUTURE BECKONS

In the next 2 years, nearly half of outbound Chinese FITs plan to take more trips

for a with a
LONGER ! BIGGER
period : budget

Source: China Unbounded: The Rapid Rise of China’s Outbound Millions, Phocuswright sponsored by TripAdvisor



Understanding Chinese outbound tourism

Outbound market ‘netnographic’

studies based on the analysis of the

blogosphere

ETC
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Understanding Chinese
Outbound Tourism

What the Chinese blogosphere is saying about Europe
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Major themes

*Yearning for simplicity and authenticity

*Increasing demand for in-depth keavel.e .. __
*Shopping and luxury Tﬂujbeétlc“ilVast iy
I"**fLatm:Isc:a}:be nnnnn
aVillage IN) ARRCLAL - LU WW
*Remaining price sensitive’= - a,:;ogcgtg:;mdlvBlue K qLeisire
“ Tranquil QUi€t Vacation
*High potential in lower- tler CIUTEE - Rezatt, Siazaci=s Peaceful
*Honeymoon boom

*Travel goes mobile

*Fringe phenomena spreading to the
mainstream

°The visa hurdle



Yearning for simplicity and
authenticity

The ideal destination is one with
few people. If you want to talk,
you talk. If you want silence, you
keep silent

Azure Uni
Guestho ouse . Activity Ancient Lake Ty .

Project Sty-le Beautiful scenery HOtEI Beache )

Tourist spols HObbY iness Bustling

A thoﬁ sonson t Ei:penence
ustic Ym
u e n I Like Bul ldlngs ast ;Eaﬂul

Tourism N A“'““m‘s w axation Mountain
al lif
Landslbogp:ee t
Local Village =

M People ECO- frngﬂglyBl““‘“““‘“‘ Ky, Lelsure
Destination_ T'ourist city Suniohs .pm.t Clean pjace
atural

< Tranquil Quilét Vacation

Journey Photography y

Enviamen RESOIt  Characteristic Peaceful
Authenticity  Energy Park Tour Clty

Forget about Paris and London!
The small towns in Europe are
so much more beautiful than
the big cities. But most travel
agencies won’t take tourists
there, we can only go on our
own.
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Blue skies — an underestimated
advantage

Take a picture in any direction and it will
show a beautiful landscape. Look
anywhere and you will see a sky bluer
than what you’ve ever seen in Beijing.




Honeymoon travel

The tenth wedding anniversary is a very
special day, so | asked my wife where she
would like to go for a make-up
honeymoon.

2017

| and my beloved wife travelled to i
amazing Greece. We experienced the
sweetness and romance of the myriad
Greek islands, embraced the
serendipitous blue sky at the Aegean
Sea, kissed in front of temple ruins, and
felt the warm breeze on a passionate
boat trip. We will forever live happily
together.

Courtesy of Chai Ran and Huang Yanfang.



Wedding photo travel

Amima’s Trip

Courtesy of Chai Ran and Amina Xu.

My plan is to
travel to
Hungary, Austria
and Italy next
year. | will have a
wedding veil
made and bring
it with me to take
photos.
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Visa facilitation: UNWTO jointly with partners is working
closely with stakeholders to move agenda forward

A number of meetings have taken place and three reports have
been prepared taking stock of and analysmg the current situation:

The Impact of avel |
Visa Facilitation Visa facilitation: % Tourism Visa TN SR
on Job Creation Stimulating economic growth i ’ J ¥ Openness Report N §

and development through tourism =
in the

G20 Economies

Report prepared for the
th T20 Ministers’ Mesting
| ico, 16-16 May 2012

For more information and download of reports, see
http://rcm.unwto.org/en/content/facilitation-tourist-travel
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Safe and seamless travel

Visa requirements for visitors from China

visa free: Mauritius, Cook Islands, Hong Kong, Dominica, Grenada, Turks & Caicos Islands

visa free recently introduced: Morocco, Indonesia, Micronesia, Niue, Fiji, Macao, Taiwan (China),
Vanuatu, Antigua & Barbuda, Bahamas, Cuba, Ecuador, Haiti, Jamaica

visa upon arrival: Comoros Islands, Seychelles, Cambodia, Laos, Maldives, Samoa, Sri Lanka,
Thailand, Timor-Leste, Tuvalu, Bahrain

A 2017
% INTERNATIONAL YEAR

i % OF SUSTAINABLE TOURIS|

visa upon arrival recently introduced: Cape Verde, Djibouti, Ethiopia, Guinea-Bissau, Kenya, " ==

Madagascar, Malawi, Mauritania, Mozambique, Tanzania, Togo, Uganda, Bangladesh, Iran, Nepal,é}qﬁa&
Azerbaijan, Tajikistan, Guyana, Jordan, Lebanon, A\

UNWTO

e-visa recently introduced: Cote d'lvoire, Gabon, Rwanda, Sao Tomé e Principe, Zambia, Zimbabwe,
Australia , Bhutan , India, Malaysia, Myanmar , Singapore, Georgia, Turkey, Colombia, Montserrat, St
Kitts & Nevis, United Arab Emirates

Visa needed: Algeria, Angola, Benin, Botswana, Burkina Faso, Burundi, Cameroon, Central African Republic, Chad, Congo, Democratic Republic of Congo, Equatorial Guinea,
Eritrea, Gambia, Ghana, Guinea, Lesotho, Liberia, Mali, Namibia, Niger, Nigeria, Reunion, Senegal, Sierra Leone, Somalia, South Africa, Sudan, Swaziland, Tunisia, Afghanistan, Brunei,
French Polynesia, Japan, Kiribati, Korea DPR, Korea ROK , Marshall Islands, Mongolia, Nauru, New Caledonia, New Zealand, Pakistan, Papua New Guinea, Philippines, The, Solomon
Islands, Tonga, Vietnam, Albania, Andorra, Armenia, Austria, Belarus, Belgium, Bosnia & Herzegovina, Bulgaria, Croatia , Cyprus, Czech Republic, Denmark, Estonia, Finland, France,
Germany, Greece, Hungary, Iceland, Ireland, Israel, Italy, Kazakhstan, Kyrgyzstan, Latvia, Liechtenstein, Lithuania, Luxembourg, Macedonia, Malta, Moldova, Monaco, Montenegro,
Netherlands, The, Norway, Poland, Portugal, Romania, Russian Federation, The, San Marino, Serbia, Slovak Republic, Slovenia, Spain, Sweden, Switzerland, Turkmenistan, Ukraine, United
Kingdom, Uzbekistan, Anguilla, Argentina, Aruba, Barbados, Belize, Bermuda, Bolivia, Bonaire , Brazil, British Virgin Islands, Canada , Cayman Islands, Chile, Costa Rica, Curagao,
Dominican Republic, El Salvador, French Guiana, Guadeloupe, Guatemala, Honduras, Martinique, Mexico, Nicaragua, Panama, Paraguay, Peru, Puerto Rico, Saba, St Eustatis, St Lucia, St
Maarten, St Vincent & Grenadines, Suriname, Trinidad & Tobago, United States of America, Uruguay, Venezuela, Egypt, Iraq, Kuwait, Libya, Oman, Qatar, Saudi Arabia, Syria, Yemen
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Handbook on E-marketing
for Tourism Destinations

Fully revised and extended version 3.0

UNWTO/ETC
Marketing Handbooks

data in marketing

Handbook on
Tourism Destination Branding

With an introduction by Simon Anholt
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Recommendations

» Vitamin 4c: communication, cooperation,
collaboration and coordination

» With Chinese travel trade

> In the region
» Establish presence in China |
> Professional trainings
> Language, signage U4
» Participation in travel shows in China
» Film/tv shot in African destinations

» Need for an image specially for China market:
culture needs translation, religion needs interpreting,

people need introduction, food needs sharing

» Payment: more places accepting Union Pay cards



European Travel Commission (ETC)
Meet the Chinese Travellers Brochure

T S FASTEST m 9
MEET THE CHINESE TRAVELLERS T T .. ese®

market in the world

Are YOU ready to take your share?

2006 2007 2008 2009 2010 2011

| Chinese Outbound Departures (mn) |
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Chinese travellers are on their way to Europe.. 1 forecasted annual 4 through 2018=10% -

tonrlnnqondarsinthewnm
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Chi es II re ry
If we have t =\\7/=
a package tol urtr ell d elforg l edtr aveller

www.etc-corporate.org/china-operations-group
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‘What Chinese travellers do before and during a trip?

‘What does travel mean to the Chinese?

S 0 6 O «

Huang

Travel is for sightseeing - the more

Hierarchy of the Chinese travellers' needs thelbetter! The attitude to tra

Travel is to explore outside the
cities' center and get in-depth
experiences

N\
Unique destination features Word of mouth, TV, websites  What inspires them to ¢ome to Europe? Websi:’es.f elect:?'nic
i word of mou
China friendly services/gastronom:
______ el oDl Sy Travel agents Where do they search for travel information? ~ Online search,
= : \ i travel agents
...... \ia!.uiff Sl a."f s Travel agents ‘Where do they pmﬁbm the trip? Independent online booking,
/] i | travel agents
Guaranteed quality as seen from the Chinese point of view,
............................. Full schedules of must-see sites ir main activiti Sigh g and relaxing

entertainment
Safe and low risk

Shopping! Shopping!
> = d’;(.ron_g in(ere':tAin fgm(liqs .t;:a:\;:ls - Personal interest in shopping
= igations to bring back "gifts’ from is important
.etc-corporate.org/china-operations-group By g i
special go
‘When do most Chinese travel?
We booked our rip witha L
g Qﬁlﬁ‘m [ : %mm ackpackers!
Ist week of May-Oct Jul-Aug st wealc of miliarso usl i :
May X Oct |
- 2017
INTERNATIONAL YEAR
OF SUSTAINABLE TOURISM
FOR DEVELOPMENT
siness High prices Blue

%« avel T The Golden . igh . sky ¢~

TheGolden 2 iy Weef | ; <

r eef Lack of Chinese langu High level of cultural <

ekl e/ information & rrm-rl'fl. sophistication
\We s
Chinese debit cards Clean, peaceful cities 7
cannot be used and beautiful landscape \ )

‘Where do they spend Unwro
most of their money

at the destination?

Friendly, helpful people

Long queues at tourist attractions

Shops close early Convenient public transport

2
é Needtomﬂlemof

:
Delicious and safe food (=)
2

13%

66% 92%

of Chinese internet users of Chinese travellers search of Chinese internet users of Chinese consumers
book their trip online the web before making a visit social media pagesat  trust a company that is
travel decision least 3 times a week active on weibo

(micro-blogging sites)



TOP 8 TIPS TO WIN THE CHINESE!

Besure to
provide
Chinese food!

‘our brochul
should contain
more pictures.

than text

TIP 6

TIP 7

Welcome

Hello

How are you?
I'm fine, thanks. And you?
What's your name?

My nameis ...

Pleased to meet you
Thank you

Sorry

Good morning

Good evening/good night

hi,
celebrig;,
e/..'}ff."'

BOm LR DU ] (hudnying gudnglin)

{/&tf: (ni hio) - ifrm
{54f (nin hio) - frm

PRUFEE? [{R45753] (i hido ma)
ARARLF, TRUE? (wo hén hio, ni ne)

il 4,2 (nin guixing daming) (frm)
Rt 112 4“7 (ni jiao shénme mingzi)

JR4E . (wo xing ...)
SR . (wo jido ..)
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‘The only thing that is constant is change’

Heraclitus, c. 535 - 475 BC P\
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