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Chinese Outbound Travel — Booming Market
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Structure of Chinese Outbound Traveler Flow
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The Number of China Outbound Travel Agencies
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The First-tier Tourist Generating Regions
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The Second-tier Tourist Generating Regions
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The Third-tier Tourist Generating Regions
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Business Situation by Tour Operators 2016Q1
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Business Situation by Tour Operators 2016Q2
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Business Situation by Tour Operators 2016Q3
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Market Forecast by Tour Operators 2016Q4
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CHINA OUNTBOUND-TOURISM PRICE INDEX
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CHINA OUTBOUND-TOURISM PRICE INDEX
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Outbound Tourism Product Structure
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China Outbound-Tourism Price Index (Jan. 2016-Nov. 2016)

150.0

N
o
o

90.0

60.0

30.0

China Outbound-Tourism Price Index

0.0

N

2016-1 2016-2 2016-3 2016-4 2016-5 2016-6 2016-7 2016-8 2016-9 2016-102016-11 Month

&

3C Ik 3k A

IVY ALLIANCE




HAM B B HBE R85

China Outbound-Tourism Price Index by Regions
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China Outbound Travel Price Index of Main Destination
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China Outbound Travel Price Index by Europe Destination
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QSC Outbhound-Tourism Price Index

o HFARBEMBEETEIE (0PI) WAL,
Upgrade and Enrichment of OPI System

o ATHREHFKIET F AR ER, W RME D FARIEH XA .

An index system based on quality tourism products and
released monthly to travel trade and tourists
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China Outbound Tourism in Transformation

v SRR RERSIIN, SRR X FIIE KK

Outbound Tourist continues to increase. The second-tier tourist B
generating regions have great potential to grow.

. WEBRETA. MULRRAL; V] PS8 D A A1
Tourists demands are increasingly diversified, personalized and e = LI
fragmented. 2014-2015
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Quality tourism suppliers will be more and more welcomed and
recognized by Chinese buyers and tourists.

y TPEVEESAMNE ALK, EIFGETEMENSEA,
Chinese outbound tourists spending overseas continues to
grow, but will become rational.

»  BHEATIG R R MERE AL B g R 2 iz fE B i,
The rapid development of FIT market has expanded from
the short-haul neighboring destinations to mid/long-haul
destinations;

»  OTAPREAJE, WRRINLESENZ L.
OTAs develop fast. Outbound travel industry has growing
trend of diversification.

More Information: ivy@outbound-tourism.cn

SRR A

IVY ALLIANCE




IR AR R AR 55 M2 & 11 % (Qsc Program)

China Outbound Tourism Quality Service Certification Program

CC

Chinese tourism industry’s most recognized quality # )

certification on outbound tourism services.

» Non-profit Program Promoting Tourism Service Quality @ sRuRRBRER A

> Authoritative Certification China Outbound Tourism e
Industry

» Win the Trust of Chinese Travelers and Buyers

» Highway to China Tourism Market

Supported by

11 3 s <
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1 Wft HDE"‘“‘ UNWTO \ —_—— | W)/ 900 SKAL INTERNATIONAL
orld Touri: Pacific Asia Travel Association A
World Tourism Cities United Nations World China Association of Pacific Asia Travel World Federation of Skal International
Federation Tourism Organization Travel Services Association Chinese Catering

Industry




Supporting & Cooperated Organization
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1. Recognize overseas tourism

. . . PEIRREF TIAURAE
Suppllers! Who can prOVIde qua“ty APPROVED BY QUALITY SERVICE CERTIFICATION
. . . . CRITERIA OF CHINA OUTBOUND TOURISM
services according to QSC Criteria,
and promote to Chinese travelers a )

and travel agencies;
2. Help Chinese travelers to attain a
trusted, comfortable and quality

travel experience;

3. Help Chinese tour operators and = B s
travel agenCieS to provide h|gh China Outbound Tourism

Quality Service Certification

guality, diversified and personalized

tourism products.




Benefits

Media Reports on QSC Program

*Win the Trust of
Special Chinese Travelers and
Marketing Buyers
Tool *Highway to China
Tourism Market s M

Brand « Attain Quality
Recognition Certification & Label
in China - Listed on official website
Market of QSC

Q China Outbound Touris
Quality Service Certificati

~——— - "-¢§_‘ '/'
*Promotion to Chinese
outbound tour operators
Optional + Opportunities to join
Services business exchange event
in China (e.g. IFCOT)
*More...
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Cooperation Intent of Tour Operators with QSC Quality Suppliers
HBERAT H P 7 T TR S 7

Travel Service-type Suppliers Hotel Accommodation-type Suppliers
Extremely

. e
Strong Intent Strong Intent

Strong Intent [ strong Intent |

Moderate . Moderate -
No Intent F No Intent F
0% 20% 40% 60% 0% 20% 40% 60%
V40 ¥R i A N 7 BIRRSRALN FE

TR 5 | RN

Shopping Store-type Suppliers Tourist Attraction-type Suppliers

Restaurant-type Suppliers

Extremely

Strong Intent

Strong Intent

Moderate

No Intent

—
—
—

!

0% 20% 40%

Extremely
Strong Intent

Strong Intent

Moderate

No Intent

———
——
—

!

m

tremely Strong
Intent

Strong Intent

Moderate

No Intent

0% 20% 40%

60%

—
——
—

!

0% 20% 40%

60%



Highlights

Who can join QSC Recommendation Letter

* Travel Agencies * Regional / city level « Start from Registration online or
« Hotels & Accommodations (Convention &) Visitors Bureau submit Registration Form
 Shopping Stores
« Tourist Attractions » QSC cooperated Chinese  Assessments can be done in
- Restaurants & Catering outbound tour operators about 2 weeks after the
Services complete submission of
« Transportation Services « Other cooperated organizations application materials
« Travel Financial Services of QSC Program

* QSC Certification : Free of
Charge

« Other Suppliers with multiple
service types

* QSC value-added promotion
services : Optional, only if
needed by applicants.
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Executing Organization of QSC Program
Tel: +86-10-62279624, 63486575
Fax: +86-10-62279624, 62237479
Email: certification@qualitytourism.cn
Official Website: www.qualitytourism.cn
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International Forum on Chinese Outbound Tourism

razu L 2 nu 1511

95,2011 + INTERCONTINENTAL Bagng Becran
£ VLT R 1S A NUH
versified Demands and Quality Tourism



Y Se iy E bR g

Introduction of International Forum on Chinese Outbound Tourism

International Forum on Chinese Outbound Tourism (IFCOT) is a high-end travel industry summit supported by China
National Tourism Administration, China Tourism Association, China Association of Travel Services, World Tourism
Organization and Pacific Asia Travel Association. First launched in 2003, IFCOT has been successfully held for over 10
times with a total of more than 4,000 participants, including industry elites, senior officials of destinations tourism
departments, experts and media that come from over 50 countries. As a professional, high-standard and authoritative
event, IFCOT is highly recognized by Chinese outbound travel trade and has attracted a great deal of media spotlight.

IFCOT has significant impact on the Chinese outbound travel industry.
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Mr. Du Jiang, Vice Mr. Xu Jing. Regional Ms. Phomsiri Mangham
Chairman of CNTA Representative for Asia Governor. Tourism
IFCOT 2003/2010 and the Pacific, UNWTO Authority of Thailand

IFCOT 2003 IFCOT 2008

Ambassador of Malaysia Hon. Qbediah Hercules Approaching
Welcome Speech Wilchcombe. Minister of Asia-Pacific
IFCOT 2012 Bahamas Ministry of Tourism IFCOT 2008

Welcome Speech
IFCOT 2014

i supporter:

0 Tourmm A % o

am Autho™ 4 oy
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DRato.Sri Dr. Ng Yen Yen, Mr. Murat Salim Esenli.
Minister of Tourism Malaysia Turkish Ambassador
IFCOT 2009 IFCOT 2013

Chinese Short-haul and Tourism boards officials, industry
Medium-haul Outbound Tour elites. professionals and media
IFCOT 2010 attending IFCOT
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Professional Platform for Promotion and High-end Networking

First launched in 2003, IFCOT has been successfully held for over 10 times. Many organizations including different
overseas tourism boards made excellent promotion through IFCOT platform.

Destination Theme Sessions Theme Luncheon & Awards Ceremony

IFCOT consolidates
abundant industry
resources and has

s L
. e earned its reputation
Approaching Destination — MNerth America Tourism: Malaysia Theme Luncheon Guam Night & Awards as:
Focus on Thailand Opportunities, Trends and Ceremony

Challenges

»Wind vane of the
Chinese outbound
travel industry;
»The most valuable
B2B business

Approaching Destination - Approachlng De_stm»atxon - Tufkey Theme st T promotlon and
Focus on Guam New lsland Destination and h Wel n . .
Bahamas Luncheon Welcome Luncheon marketmg p|atf0rm’

»Best occasion of
high-end networking
with Chinese
government officials
and business leaders.

Destination Theme Session— ‘Eiestintatign Theme iﬁslignj  China Comfort Travel
Samoa Tourism and Holiday vanuat-ounsmanci-onday Signing Ceremony with IFC
Products Products of World Bank Group

IFCOT Awards Ceremony
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One to One Business Exchange

i

One on One Business Business Exchangebetween Bahamas Tourism Supplier Oneon OneBusiness Exchange Business Networking during
Exchange between Exhibitors Foreign Tourism Bureau Rep. Business Exchange with between Vanuatu Tourism Office Coffee Break
and Local Buyers and Top Chinese Tour Chinese Travel Agencies Delegates and Chinese Travel
Operators Trade

Business Exchangeduring One on One Business One on One Business One on One Business Chinese Media Interview
Coffee Break between Exchange between Samoa Exchange between Foreign Exchange between Exhibitor with Delegates of Bahamas
Exhibitors andLocal Buyers Tourism Authority Delegates Destination Tourism Supplier and Travel Trade Buyer Ministry of Tourism

and Chinese Travel Agencies and Chinese Travel Agencies
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Participant Structure of Past IFCOT

_ Travel agencies/wholesalers and special tourism Cao _ Government departments / International arganizations _— Destinationtoursm boards /MTOs

Hotels/Cruises/Aidines/Airpaort groups Others Media

IFCOT2014 IFCOT2013 IFCOT2012 IFCOT2011 IFCOT2010
30" Jun, 2014 (330 participants) 24™ Jun, 2013 (330 participants) 14" Jun, 2012 (310 participants) 157 Jun, 2011 (300 participants) 2379 .24™ Jun, 2010 (400 participants)
Renaissance Beijing Capital Renaissance Bejing Capltal Renaissance Beifing Capital InterContinental Beging Beichen Grand Millennium Beifing Hotel
Hotel (5-star) Hotel (5-star) Hotel (5-star) (5-star) (5-star)
Challenges and Opportunities Proguct Structure Optimization & Quality Suppliers & Shaping New = Diversified Demands and Quaity Quaity Service, Proouct Upgrading
Under the New Market Model Quality Suppliers Models Tourism and Sustainable Growth

IFCOT2009% IFCOT2008 IFCOT2007 IFCOT2005 IFCOT2003
24™ Apr, 2009 (300 participants) 16™ Apr. 2008 (280 participants) 13" May, 2007 (260 participants) | 207 -21% Nov, 2005 (350participants) | 17 .18% Nov, 2003 (300
Beijing Marriott Hotel (5-star) Sofitel Wanda Beijing (5-star) Hotel Kuniun Besing (5-star) Great Wall Sheraton Hotel Beljing participants)
Chinese Qutbound Tourism Approaching New Destinations Cooperation and Win-win (5-star) Shangri-La Hotel Shenzhen (5-star)

Transition and Revokaion Growth and Orderty Development Development & Co-operation
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Part of IFCOT Travel Trade Partners

IFCOT has close partnerships with hundreds of outbound travel agencies all over China, including (listed in no particular order) :
Major travel groups and leading outbound tour operators:

CITS (China International Travel Service), GZL (GuangZzhi Lv International Travel Service), CTS (China Travel Service
Head Office),

Jinjiang International Travel, CYTS (China Youth Travel Service), U-tour,

BTG(BTG International Travel & Tours), Hua Yuan International Travel CO., LTD, CCT (China Comfort Travel), etc.
Leading MICE operators:

CHINA CYTS M.I.C.E. SERVICE CO., LTD., CITS (China International Travel Service),

CCT (China Comfort Travel), CTS (China Travel Service Head Office)

More....

=i S i#ddsn (& Xrantasasmns SLilL
% CYTS ¢E ﬁ” & xl'ltl\ﬁl@l ??\% *‘PE CTS cChina Travel Service Head Office Co.,Ltd. | MMARIRETIE

BTG inteenational Travel & Tours
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IFCOT Media Partners

IFCOT has established close cooperation with dozens of mainstream industry and public media, who gave a great amount of
reports on IFCOT event. Some of the media were invited to interview IFCOT VIP delegates. Following are part of the media

partners:
@ N‘ﬂl Jan kil Wi
Print Media:
{{*Mi fl‘ll.w{;ﬂ ______ v [ Lk

Wi Travell TTG wsimizs DL v 8

MR gaTn Nmﬁm%ﬂ'ﬂ W

Television & Radio:

z (8L F ) CNR RBC ¥ | /"*ﬁﬁﬂﬂ

Gmp Seeney SAATANE wanazavs el XK i
Internet Media:
A A0S e FEEE QU1 0121

sq,a ,ﬁm RYH m\ # GEESH Theme !”“p‘f"ﬁs SIEIL:T"

gy travel sohu.com

20 e T Each IFCOT attracted over 50 media. These mainstream
! 5 s aman (e - s e . .

@y Ty 020 8 41 e, SR o ‘ media have released extra-large reports and live

e BHAE g -"-"*EW broa}dcastlng, which made the forum well-known and high-
B e — profile.
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