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Chinese travelers’ spend will continue to balloon
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As luxury marketers look to reach the valuable and growing population of Chinese outbound travelers, it is
imperative for them to capture this segment's attention before they leave home since they are planners.

According to a new white paper from iClick, outbound Chinese tourists’ interest in foreign independent tours and
customized itineraries is growing, reaching 42 percent compared to the 44 percent of traditional packaged tours. In
addition, 52 percent of these travelers plan their trips and itineraries two to six months ahead of departure.
“T he traditional style of market segmentation is not compatible with the current Chinese landscape," said Sammy
Hsieh, CEO of iClick. "Based on iClick’s experience in the travel retail segment and our proprietary market
intelligence platform, iAudience, we believe marketers need a more granular approach to effectively target this
group.
“T he findings from this report also demonstrate the powerful and extraordinary capabilities of our data, which can
be leveraged by marketers from all sectors to generate insights specific to their industries," he said.
Chinese travelers
As these factors continue to grow, so do the profiles of the Chinese travelers.
T he white paper states that while those from the top tier cities in China remain the biggest spenders while traveling,
their interest in brand prominence and product quality is growing.
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Chinese millennials are also growing in the retail and travel landscape, but many marketers are using this group’s
behavior as a model for all Chinese travelers. T his mindset is to the detriment of the marketer.
IClick has categorized the Chinese traveler into three segments: the dark horse, the walking wallet and the awakened
generation.
New affluents from the new first-tier cities make up the dark horse group, which primarily consists of males with
disposable income to spend. T he younger half of the group, aged 25 to 34, enjoy planning their trips themselves
while those between the ages of 45 to 54 would rather purchase a packaged tour.
T he walking wallet is categorized as one who enjoys spending on luxury items while overseas, who will account for
44 percent of the total global market by the year 2025. While the dark horse is mostly made of males, the walking
wallet is mostly females, who are driven by material and spiritual aspects.
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T hese shoppers travel three to four times a year and will frequent certain luxury brands.
Chinese consumers born from 1990 to 1999 are the post '90s group, which iClick has dubbed the awakened
generation. As the first generation of digital natives in China, most of what they do is manifested through their
smartphones, which can be thought of as similar to a body organ.
Additional insight
T he United States is becoming a highly coveted travel destination among affluent Chinese consumers, and due to
their spending habits the demographic has proven extremely influential, according to a recent report from YouGov.
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 finds that 56
percent of Chinese affluent are planning a trip to the U.S. within the next two years (see story).
As Chinese consumers now account for 32 percent of spend on luxury goods worldwide, even luxury retailers in the
United States need to focus on catering to them by understanding the culture and adopting mobile trends.
Speaking at the Luxury Marketing Forum, the CEO of Attract China detailed the importance of catering to affluent
Chinese travelers, explaining China will be the top source of visitors in North America by the year 2020. T hese
travelers spend an average of $7,200 per individual, likely reaching a total of $61.5 billion by 2020 (see story).

“We’re proud to have been chosen by iClick to publish this compelling thought leadership document,” said Martin
Moodie, founder and chairman of T he Moodie Davitt Report. “T his white paper attempts to explore beyond the
clichés, to consider not just the tourism and spending numbers and projections but to examine consumer dynamics,
varying customer profiles and key behavioral components, including travel and shopping trends.”
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