Generation Y

Chinese Luxury Travelers
Come of Age

The Chinese Luxury Traveler 2016

LAS VEGAS

strategic partner in association with

& A\arrioft 5RJEE & G-




Foreword

Rupert Hoogewerf

Hurun Report Chairman and Chief Researcher

In the past year, although the growth rate of the Chi-
nese economy has slowed down, the impact of a steadily
growing number of high net-worth individuals witnessed
over 120 million Chinese citizens traveling abroad of
which, 70 million were tourists.

According to statistics from the International Tour-
ism Organization, in 2015, Chinese tourists spent over
US$215 billion, 53% higher than the previous year, be-
coming the largest outbound tourist group in the world.

Under the background of these fast growing trends
in overseas travel by consumers from China, Hurun Re-
port were pleased to work with Marriott International
for the first time. The result of our collaboration is this
2016 Luxury Traveler White Paper, which focuses on
the habits and characteristics of young luxury travelers
and their attitudes towards travelling.

The data included in this White Paper was sourced
from 525 young luxury travelers who spend over
RMB200, 000 annually on travel and tourism. More
than half of them are 2nd generation of a wealthy family
or heirs of a family business, they have many assets, are
young and energetic, have sufficient time for travel and
leisure and are active on social networks. Among them,
there is also a sub-group of young luxury travelers who
are strongly interested in how technological innovation
can streamline and enhance their travel experience.

In this White Paper we will explore a number of in-
teresting topics, including: How does the young energet-
ic 80s generation see themselves in the role they play on
tourism? What are their most favored travel destinations

and what do they like to do most? What are their behav-
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ioral and consumption habits when travelling overseas?

What unusual requirements do privileged young luxury
travelers expect in their choice of hotels’ services, facili-
ties and from technology? What is the growth trend of
Chinese luxury tourism for the next three years as re-
flected by their behaviors?

The statistics included in the 2016 Luxury Traveler
White Paper by Hurun Report comprehensively reflects
the tourism characteristics of young luxury travelers
who were born in the 1980s, and the trend of tourism in
the future. As international travel grows and the young
luxury traveler increases in influence, we hope this Pa-
per will serve to highlight key insights of the values and
consumption habits of most relevance to this important
demographic. We hope you find the Paper informative
and worth reading and we welcome your valuable feed-
back.

Enjoy the read.
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Welcome

Peggy Fang Roe
Chief Sales & Marketing Officer
Asia Pacific, Marriott International

As a global leader in the hospitality industry, Mar-
riott International is delighted to enter a multi-year
partnership with Hurun Research Institute. This is the
first collaboration of its kind between a leading global
travel & hospitality company and the leading authority
on Chinese luxury travel.

Since our entry into the China market with the open-
ing of Ritz-Carlton in 1998, we have observed rapid
evolution of the Chinese affluent consumer market.
Through this strategic relationship, we are matching
Marriott’s leadership in luxury offerings worldwide
with Hurun’s nearly 20 years of experience researching
China’s high net worth individuals. This collaboration
will enable Marriott to remain at the forefront of indus-
try trends — gaining deeper insights and hence provid-
ing unparalleled luxury experiences for our customers
in China and around the world.

This year’s Chinese Luxury Traveler report focuses
on young, high net worth travelers — China’s generation
Y. This is an important customer segment for Marriott
and we are dedicated to providing best-in-class luxury
offerings to meet their travel needs. Our current luxury
portfolio in China spans more than 20 properties, with
another 30 on the way. The introductions of Asia’s first
EDITION property in Sanya this year, along with the
BVLGARI Shanghai opening in 2017 are just some of
our key additions to this exceptional market.

Among other findings this year, we are particularly
encouraged to learn that many young affluent travelers
prefer electronic guest services, as opposed to the more
traditional telephone concierge. Marriott is commit-
ted to servicing our guests in channels that are most
preferred. Our Marriott Mobile App provides guests

the capability to manage bookings and make requests
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straight from their mobile device. We are also collaborat-
ing with Alipay to offer convenient payment experiences,
and communicating with guests more seamlessly on Weibo
and through our WeChat travel partner.

The hospitality industry in China and across Asia is
dynamic and thriving. Alongside Hurun, Marriott looks
forward to further uncovering the trends that drive this
burgeoning travel landscape — boosting our competitive
edge and continuing to deliver unrivalled experiences to

our customers, including yourself.
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Abstract: Highlights of the
Young Luxury Travelers Survey
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@ Overall: Experienced Travelers
With High Spending Power

This year’s report focuses on young,
luxury travelers born after 1980. Relatively
wealthy, these “Generation Y” travelers spend
an average of RMB 420,000 on tourism per
household, per year, and an average of RMB
220,000 on tourist shopping. While shopping
abroad, they spend the most on clothing,
bags, watches and jewelry. Their average ho-
tel budget is RMB 3,100 per night.

They are experienced travelers, who have
been to an average of 13 countries and have
been abroad 3.3 times in the past year for an av-

erage of 25 days, 69% of which was leisure travel.

© Destination: Europe and Ja-
pan Are Popular Destinations

Europe, and France in particular, is the
destination of choice for young luxury Chi-
nese travelers. It was their most visited tourist
destination last year and will likely be their
top destination for the next three years. Japan
was the most memorable destination for “Gen-
eration Y” luxury travelers in 2015, and was
their most visited destination over Chinese
New Year 2016. Travel to Japan was strong
last year due to its close proximity to China,
coupled with convenient shopping, attractive
dining experiences, and a modern, sophisti-

cated culture.

@ Travel Time: Flexible and
Family-Oriented

I I A I A A A AA I,

55% of young, luxury travelers said that in
the next year, they are most likely to travel
whenever it fits their schedule. National Day
Golden Week was the second most popular
period, with 36% of respondents claiming
this as their preferred travel period. It is in-
teresting to note that most “Generation Y”
luxury travelers have either very young kids
or no kids, and that only 20% are interested
in traveling over the summer. Family travel
peaked during Chinese New Year, with 56%
of young, luxury travelers going abroad last
year over this period. 90% traveled with fam-
ily or friends, in a party of four people on

average, and stayed abroad for 8.5 days.

@ Travel Purpose: More and
More Diverse

Compared to 2015, young luxury travelers
are expected to seek more diverse travel ex-
periences in the next three years. Leisure and
vacation travel is still the most popular reason
to travel, however young travelers also seek
novel experiences and embrace challenges.
They may choose adventure travel, polar
exploration and road trips that take them fur-

ther afield, around the globe.

@ Hotel Selection: What Influ-
ences Choice of Accommodation

The most important factor for young
luxury travelers is the condition of the room,
followed by friendliness of hotel service (37%),
the hotel's location (26%), high-tech facilities
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(22%) and the hotel's design and style (21%). Travelers want
luxury hotels to provide a better guest experience. They
enjoy butler service and interactive digital services, and
expect an enhanced level of personalized service that’s not
overly attentive. They favour hotels that provide high-tech
digital equipment, like WiFi (73%) and Smart TVs (55%),
which offer not only a more enjoyable stay but also more
intimate, personalized and convenient service. They prefer
brands and hotels with unique art and design that make

the travel experience feel unique and fun.

@ Loyalty Programs and Travel: Air Chi-
na and Lufthansa Are the Top Choices for
Domestic and International Travel

In terms of frequent flier programs, Air China is the
clear winner (51%), followed by China Southern Airlines
and China Eastern Airlines. For international travel,
Lufthansa is the top choice due to a diverse selection of
European routes and convenient transit (19%). In contrast,
awareness of hotel loyalty programs is low among young

luxury travelers, with Shangri-La's being the most popular.
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@ Information Channels: WeChat and
Third-Party Travel Apps Are Primary
Travel Information Channels

Young luxury travelers primarily receive informa-
tion through official WeChat subscription accounts
(48%), WeChat Moments shared by friends (47%), and
websites (42%). WeChat is the primary information
channel for young travelers, who use this digital plat-
form to obtain travel information from official WeChat
accounts, friends and professional travel advisors.
Third-party apps are also important information chan-
nels and popular platforms include C-Trip, Qunar,

and Tuniu.

© Popular Destinations: Insights
Japan: Popular for shoppers and foodies

USA: Important business travel destination

France: Popular destination in Europe, shopping paradis
Australia: Popular choice during the Golden Week na-
tional holiday

UK: Popular for travelers visiting friends and relatives

i
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Average Young Luxury Traveler

Section 1: Travel
Habits and Lifestyle of
China s “Generation

Y” Luxury Traveler

Years Studied/

Worked Abroad Countries Visited

The subjects of this survey were Chinese luxury
travelers aged 18 to 36 years old, with an average age of
28 and an average personal wealth of RMB 38,770,000.

55% were male. Their main sources of wealth were from

investment returns, at 42%; followed by personal salary,
at 23%; and inheritance, at 20%. 77% of respondents ousenold B el Shoon

ouseno. rave! O 11
were married, and of those, 75% have one child. On Travel Spending Spendir}g :

average, they have worked or studied abroad for 1.6

years and have visited 13 countries. Young luxury 4 ZO,QO 2 ZQ,OQ

travelers have strong spending power, with average
household travel spending of RMB 420,000, of which
an average of RMB 220,000 was spent on shopping.

Europe and Japan - Popular With

Reasons for Travel Destinations Visited
Young, Luxury Travelers

Abroad in the Past Year  Abroad in the Past Year

The 525 young, luxury travelers included

% 32% Eumpe— 61% in this survey have each visited an average of 13
Exploring the World Japan & Korea countries. In 2015, they went abroad approxi-
D 40% D 58% .

International Cruise America mately 3.3 times and stayed an average of 25
— 26% — 39% days. 69% of this time was leisure travel, lasting
Adventure Travel South & SE Asia

(______J 23% [ 349 an average of 17 days.

WR“OWW 17% wﬂwan 390, Leisure travel was the most common reason
Polar Exploration Pacific Islands & Oceania that young luxury travelers ventured abroad, at
[ ) 16% () 27% o . 0
Celebrations & Events North & South Pole 82 A’ followed by explormg the WOl‘ld, at 40%. Eu-
- 12% = 10% rope and Japan/Korea were the most popular des-
Road Trips Africa

- 129% - 8% tinations, visited by 61% and 58% of respondents,
Honeymoon Middle East res tivel

- 11% - 3% pectively.

Study

[ ) 11%

Golf Loyalty Programs and Travel:

o e Air China and Lufthansa Are Top

v
@
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Frequent Flyer Program Membership

‘Wr): Air China O -

China Southern Airlines b-)—

é China Eastern Airlines o )-)-
Lufthansa Lufthansa L ** """

@

o
\

¥

Emirates @

> Cathay Pacific e i—)— """

Singapore @ oo )-)— """

Hainan Airlines [ )—)- ,,,,,,
(04
% Dragonair *~ )-)— ,,,,,, .
AaRFRANCEZ - Ajr France [ )—)- ,,,,,,
srmisiarwas < British Airways o - %— ,,,,,,

‘W Virgin o )-)- e

51%

27%

26%

19%

18%

17%

16%0

14%

13%

12%

10%

8%

Source: Chinese Luxury Traveler and Lifestyle Survey 2016 by Hurun Report. Si

ERJEES

HURUN REPORT]

Choices for Domestic and Inter-
national Travel

For frequent flyer programs, Air China
is the clear winner (51%), followed by China
Southern Airlines and China Eastern Air-
lines. For international travel, Lufthansa is
the top choice a diverse selection of European
routes and convenient transit (19%). In con-
trast, awareness of hotel loyalty programs is
low among young luxury travelers, with Shan-
gri-La's program being the most popular.

Young luxury travelers have been on cruis-
es an average of 2.4 times, and only 15% have

never been on a cruise ship.

Young Luxury Travelers Care
Most About Personalized Ser-
vices When Choosing a Travel
Agency
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Reasons for Favoring Travel Agencies

Personalized
Service

=107

54%

Expertise Itinerary

Planning

Creativity of
Travel Plan

28% 11%

Hard-to-Get  Similarity of Tour Regular
Resources

Group Members Contact

Most Dissatisfying Tour Agency Service

Flight

Travel Planning

2

Food

27

Hotel Facilities/
Environment

1

Tour Guides

5

Tour Leader

1111
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When choosing travel agencies, young
luxury travelers listed personalized travel
services (70%), expertise (57%) and itinerary
planning (54%) as the three most important
factors. More than 50% of respondents said
that these three factors influenced their
choice of agency.

Young luxury travelers have been most
dissatisfied with travel agencies in terms of
their ability to book flights (28%), plan an itin-
erary (27%) or make food arrangements (27%).

Young luxury travelers strongly prefer
personalized travel services, with 73% saying
they have tried personalized travel services

offered by a travel agency.

Have You Tried
Personalized Travel Services?

. Yes
. No




Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

Most Popular Domestic Travel Destinations

Hainan 49%

Yunnan

Tibet

Hong Kong

Taiwan

Zhejiang 28%

Xiamen

Macao

Sichuan

Shandong

Xinjiang

Shanghai

Beijing

'”“m“lm

Liaoning 1%

Most Popular International Travel Destinations
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Hainan Island and France Are the Most
Popular Destinations for Domestic and
International Travel

49% of young luxury travelers listed Hainan Island
as their preferred domestic destination due to its well-
developed tourist infrastructure, coupled with a unique
environment and beach views. Yunnan was ranked sec-
ond (43%) because of its rich natural resources, diverse
ethnic minorities and convenient transport. Tibet was
ranked third at 41%.

France, a duty-free shopping paradise with a rich
architectural history and relaxed, romantic atmosphere,
is the most popular international destination of young
luxury travelers. Japan and Australia were ranked sec-

ond and third, respectively.

#10
Canada

#13
South Korea

Maldives

#15
Thailand
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Section 2:

The Average
Young Luxury
Traveler Survey

Who Chose
the Travel
Destination

B ser
. Family

Friends

Hotel Booking
Decision Maker

B Myself
[ Friend
[ Family
[ Secretary

Local people

> 12

Most Memorable Travel Destination in 2015

@® Japan
“ France
v@» Korea
&
y% USA
? Australia
5] A North & South Pole
®

TTm]]

Topic 1: Most Memorable
Travel Destinations in 2015

Japan was ranked the most memorable
travel destination in 2015, at 24%, followed
by France (10%) and Korea (8%).

Japan attracts China's young luxury
travelers primarily because of its geograph-
ical proximity to China. Visitors also enjoy
its clean environment, convenience, afford-
able shopping, scenic sites and landscapes.
Although France was ranked second glob-
ally, it was first among European countries

for its romantic atmosphere, historic archi-

What Inspired You to Travel

tecture, food and attractive shopping.

89% of those interviewed said their most
memorable travel experience was with fam-
ily or friends. On average, they traveled
in groups of three. 48% traveled alone or
with another person, while 44% traveled in
groups of three to six. The average length
of each trip was nine days.

When asked what inspired them to
travel, respondents’ answers varied. En-
couragement from friends (40%) was most
common, but travel plans were also moti-

vated by the internet and social media, at

Hotel Reservation Method

Friends  Online Travel agency Family Magazine TV

Third-party reservation website

Travel agency

23 %

Hotel website

3%

Commercial partners
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2016 Spring Festival Travel Destination

®  Japan _
i@"  Korea _
% USA _
?/ Thailand _
v Hong Kong P
> Singapore P
“ France P
e A North & South Pole P
Who Chose
the Travel 36%, followed by travel organizations
Destination (34%) and family (33%). In terms of desti-

nation choice, 79% of young luxury trav-
elers said they were the major decision-
maker.

Young luxury travelers have strong
opinions on which hotel to book. 73%
said that they chose which hotel to

book, rather than friends or family.

W sei Third-party reservation websites (42%)
. Family

Friends

were the primary means of booking
hotels, followed by travel agencies (32%)
and hotel websites (23%).

Decision-Maker for

Hotel Booki
otel Bookings What Inspired You to Travel

During Spring Festival

Topic 2: Traveling Abroad
Over Chinese New Year

During Chinese New Year 2016, 56%
of young luxury travelers traveled abroad.
90% traveled with family or friends, on
average in groups of four. Their typical
length of stay was 8.5 days. Travel destina-
tions were primarily short-haul visits to
neighboring countries, most commonly
Japan at 19%, followed by Korea at 17% and
the USA at 11%.

Although family (23%) was the most im-
portant motivating factor for young luxury
travelers over Chinese New Year, they also
received travel inspiration from the me-
dia, including the internet, television and
magazines. The internet was the second
most frequent source of travel inspiration,
at 21%.

Young luxury travelers are also very
independent in choosing their destination,
with 72% naming themselves as a primary
decision-maker.

The respondents mainly made Chinese
New Year hotel reservations by themselves
(68%). Third-party reservation websites, at
41%, were the primary hotel booking channel.

Hotel Reservation Method

4-1 %

Third-party reservation website

30%

Travel agency

. Myself

. Friend Hotel website

[ Family 3%

. Secretary Family ~Online Friends Travel agency Magazine TV Commercial partners
Natives
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Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

Topic 3: Trends Around
the Young Luxury Traveler
in the Next Three Years

Leisure travel and exploring the
world are the top reasons young
luxury travelers want to travel in the
next three years, at 68% and 50%,
respectively, followed by adventure
travel (35%) and cruises (28%).

Compared to 2015, young luxury
travelers have more diverse reasons
for wanting to travel in the next three
years. Although leisure travel still

tops the list, in terms of percentage,

ERJEES

HURUN REPORT]

Traveler Trends in the Next Three Years

Reasons for

Reasons for Travel

Travel in 2015 Trend in the Next 3 Years
o Leisure travel 829%, I Q 68%
e Exploring the world 40% - —— 50%
6 Adventure travel 23% — 0 — 35%
O cruises 26% — ) —— 28%
© rotar exploration 16% — ) 229%
O rowavip 12% - ) 21%
o Health & recovery 17% I @ | 21%
@ soneymoon 11% - @) = 12%
0 Celebrations & events 12% _— Q - 9%
@ Study 11% | Q | 9%
@ Golf 7% - Q [ 5%

Travel Destinations in the Next Three Years

2015 Travel Preferred Travel Destinations

Destinations Trend in the Next 3 Years
o Europe 61% I— ) E— 5
e America 39% L] ‘ | 50%
e Pacific Islands & Oceania 27% — 0 — 41%
@ Japan & Korea 580 a— Q) — 36%
@ sounssEasia 34% el P e— 24%
e HK, Macao, Taiwan 32% e Q — 19%
o Africa 8% L ‘ I 23%
O middie East 8% - G - 18%
e North & South Pole 10% L Q L 17%

Planned Number of Trips

it decreased to 68% (down 17% from
last year). Newer and more challenging
reasons have appeared - exploring the
world, adventure travel, polar explo-
ration and road trips have captured
young luxury travelers' imagination,
with each of these increasing by 25%,
52%, 38% and 75%, respectively.
Europe and America are young
luxury travelers' preferred destinations
in the next three years, at 65% and 50%
respectively. These were followed by

the Pacific Islands & Oceania at 41%

?

30%

3~5
60%

L

10%
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Compared to 2015,
young luxury travel-
ers hope to explore
a wider range of
destinations.
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and Japan & Korea at 36%.

Compared to 2015, young luxury
travelers hope to explore a wider range
of destinations. There is declining inter-
est in neighboring countries like Japan
& Korea, Southeast Asia & South Asia,
and Hong Kong, Macao and Taiwan.
Longer haul countries such as the USA,
the Pacific Islands & Oceania, Africa,
the Middle East and the North & South
Poles have seen more interest, increas-
ing by 27%, 49%, 179%, 129% and 73%,

respectively.

In the next year, 55% of young luxury
travelers say they are likely to travel
when they have time. National Day was
the second most popular travel period, at
36%, while summer vacation and Chinese
New Year accounted for 27% and 24%,
respectively.

Young luxury travelers’ passion for
travel remains high in 2016, with respon-
dents planning to take 3.4 trips abroad
in the next year. In terms of expected
frequency, 60% of those surveyed expect

to take three to five trips.
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Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

Topic 4: Travelers' Preferences
Across Popular Destinations

Japan: Shopping and Dining Are Popular
Among Young Luxury Travelers

Japan has become a popular destination
among young luxury travelers — 35% of whom
responded that they have visited Japan more
than any other country. Respondents said that
they plan to return around 2.6 times over the
next three years. Of these respondents, 49%
plan to revisit one to two times while only 12%
have no interest in returning. Leisure travel
is the major reason (84%) to visit Japan, while
shopping is another motivating factor (68%).
Japan ranks first among the top five shopping
destinations (countries). 47% of travelers go to

Japan for food and 23% for business.

The United States: An Important Destina-
tion for Business Travel

16% of young luxury travelers responded
that the USA is their most visited country, and
average visits per person are relatively high. Re-
spondents expect to return to the USA an aver-
age of three times over the next three years. Of
those who responded, 31% of plan to return one
to two times, 23% of them plan to return three
to five times, and 29% have no interest in going
again. Leisure is the most common reason to
return (68%), followed by shopping (40%). 30%
of travelers said they traveled to the USA for
business, and out of every destination, the USA

ranks first for business travel.

ERJEES
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Japan has be-
come a popular
destination
among young
luxury travelers
- 35% of whom
responded that
they have vis-
ited Japan more
than any other
country.
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Travelers' Preferences in Different Popular Destinations

.

[
[ |

N/
* N

Australia

Japan UsS

Business l l

Visiting friends

and family

Celebrations ‘

and Events
Healthcare I ) |
@ Others I

——_— 4 4 \V/

France: Popular in Europe and a Shopping Paradise

France ranks third (10%) among the most visited
countries for young luxury travelers. Respondents plan
to return 2.2 times on average in the next three years. Of
these respondents, 39% plan to revisit one to two times
and 29% have no interest in returning. 84% of travelers
surveyed said they would revisit France primarily for lei-
sure. 49% of them would go again for shopping and thus,
France is ranked second among the top five shopping
destinations. Food (21%) and celebrations and events (19%)

followed.

Australia: Top Leisure Destination
8% of travelers cited Australia as their most visited

country. Australia ranks second amongst travelers’ most

> 18

frequently visited destinations. Travelers also plan to re-
turn to Australia 3.3 times in the next three years — more
frequently than any other destination. Reasons for a return
visit include leisure (88%), visiting friends and family, busi-

ness, food and shopping, all over 20%.

The United Kingdom: A Top Destination to Visit
Friends and Family

5.6% of travelers said that the United Kingdom is one
of their top five most visited countries. Respondents plan
to return 2.9 times over the next three years, on average.
Of these, over 50% plan to go three to five times. Leisure
(65%) is the top reason for future returns. Visiting friends
and family (39%), shopping (30%), business travel (26%) and

dining (22%) round out further travel motivations.
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Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

Topic 5: Media Channels and Sources for
Travel Information

Mobile phones are essential to the young luxury trav-
eler. They use their mobile phone to communicate via
WeChat (79%), to browse the Internet (61%), to view photos
(58%) and to shop online (56%).

In the digital age, information can be obtained more
conveniently and from increasingly diverse channels. Mo-
bile devices are a clear favorite for young luxury travelers
seeking travel information. Respondents said that official
WeChat accounts and WeChat Moments are their major
travel information sources, at 48% and 47%, respectively. In
order of descending popularity, travelers also turn to web-
sites (42%), app push messages (37%) and WeChat shares by
travel advisers (35%). In regards to gender, male travelers
tend to obtain information from websites while female trav-
elers prefer WeChat shares and friends' recommendations.

Third party apps are also major travel information
sources. Ctrip, Qunar and Tuniu are the most popular mo-

bile apps.

Travel Information Sources

Major Mobile
Phone Functions

WeChat

D —— 797 &

Browsing the internet
Viewing photos

Online shopping
Checking emails

Weibo (Chinese Twitter)

Videos

Music

SMS

Games

e Y —
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Usage of
Travel Related
Mobile Apps

WeChat official 180 4.8%)
subscription accounts 7 29%
WeChat Moments 17 %
(50%
Websites @
(377
(39%)

A h

pp push messages @ @
WeChat shares by 35% 35%,

. 270

travel advisers @
Friends’ (29%)
recommendations (36%)

TV
Magazines 21% —
(12%)
Email
11%
Newspapers @ m— 13%)
SMS 99% (10%)
7%
Sales calls 7%

ST-N-T- T 1= T T T 1= T e 1= e T = 1)

)
A



o \\arriott

Annual Household Travel Spending (RMB)

Section 3. Travel

Spending Amongst
Young Luxury

T]/’avelel/‘s .................................................................................... .

100,000 ~ 310,000 ~ 510,000 ~
100,000 ‘300,000 500,000 1,000,000 1000000
Over the past year, annual household travel
spending has averaged RMB 420,000, of which
retail spending accounted for an average of RMB
220,000. Young luxury travelers have strong travel Travel Shopping Spending (RMB)

spending power.
Young luxury travelers prefer to buy clothing,

bags, watches and jewelry — while their interest in

local specialties, electronic products and alcohol is
relatively low. On average, over 60% of respondents 48‘70
said clothing, bags, watches and jewelry are their fa-

vorite items to shop for while traveling. 96% of these

items are purchased for the traveler, 68% are gifts,

and the remaining 12% are purchased on behalf of
<50,000 50,000 ~ 200,000 210,000 ~ 500,000 >500,000

friends or family.

Items Purchased

299000

. Local Electronic
Clothing Bags Watches Jewelry specialties products Alcohol
72% 69% 65% 64% 52% 44% 36%

O O © © 06 @ 6
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Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

Section 4: Young Luxury

Travelers' Hotel Preferences

The Ritz-Carlton is the Most
Popular Luxury Hotel Choice

Young luxury travelers’ hotel preferences
are increasingly diverse. The Ritz-Carlton
topped the voting for most favored hotel
luxury brand last year, followed by Four
Seasons and The Peninsula. Mandarin Ori-
ental, Shangri-La, Banyan Tree, St. Regis
and Park Hyatt rank from fourth to eighth.

Hilton is the Most Popular
Upscale Hotel Choice

Hilton was the most popular upscale ho-
tel for young luxury travelers over the past

year, with Marriott ranking second. Kem-

Membership of Hotel

pinski, Sheraton, IHG and Sofitel came in

next, in descending order.

Hilton Honors (Hilton Hotels &
Resorts’ loyalty program) At-
tracted the Greatest Amount

of New Loyalty Members and
Golden Circle (Shangri-La’s
loyalty program) is the Program
that Travelers would Most Like
to Join. The Ritz-Carlton Re-
wards Has the Best Reputation
amongst Its Members

Hilton Honors attracted the most new

loyalty members amongst young luxury

Member of

Favorite Reputation of

Membership being Good

Hilton Honors
(Hilton Hotels & Resorts)

Golden Circle
(Shangri-La Hotels & Resorts)

IHG Rewards Club
(InterContinental Hotels & Resorts)

Marriott Rewards

(Marriott International)

SPG
(Starwood Hotels & Resorts)

Ritz-Carlton Rewards
(The Ritz-Carlton)

Gold Passport
(Hyatt Hotels & Resorts)

Kempinski Discovery
(Kempinski)

Le Club
(Accor Hotels)

TN
$$???????
T
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Most Popular
Luxury Hotel
Brands

The Ritz-Carlton

Four Seasons

The Peninsula

Mandarin Oriental

Shangri-La Hotels & Resorts

Banyan Tree Hotels & Resorts

St. Regis

Park Hyatt

Most Popular
Upscale Hotel
Brands

Hilton Hotels & Resorts

Marriott Hotels & Resorts

Kempinski

Sheraton Hotels & Resorts

InterContinental Hotels

Sofitel Hotels & Resorts

Wanda Hotels & Resorts

21 4
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travelers (36%), followed by Golden Circle (29%), Marriott
Rewards (28%), IHG Rewards Club (28%) and SPG (20%).
Travelers said that they would most like to join Golden
Circle (17%), followed by Hilton Honors (16%) and THG Re-
wards Club (15%).

The Ritz-Carlton has the best reputation amongst its

Considerations When Choosing Hotel

members — 61% of The Ritz-Carlton Rewards members
rank the luxury brand’s program as their favorite, fol-
lowed by Shangri-La (59%) and IHG (54%). Young Chinese
luxury travelers do not have a strong desire to apply for

loyalty memberships. They usually apply for membership

programs because of recommendations from friends or

0

Room cleanliness

;4

Personalized service

e

Hi-tech facilities

?

Price / performance ratio

i

Good reputation

Location

:

Brand position

i

Reflecting local culture

1

)4

View from guestroom

/4

Comfortable bed and beddings

/s

Style of the hotel Spacious room size
Quality toiletry Diverse and delicious dining offers

I

Member benefits

I

Others
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Average Budget for Hotel Room per Night (RMB)
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hotel staff. Member benefits don’t appeal to
young luxury travelers, as these programs
are viewed as low in value and virtually the
same from one rewards program to the next.
Respondents pointed out that different lux-
ury hotel memberships mostly offer points,
complimentary stays and buffet vouchers.
For young luxury travelers, exclusive mem-
berships are more popular. This kind of
membership can reflect members' premium
status and provide bespoke and personalized
benefits and services. Membership manage-
ment systems that record members’ prefer-
ences can provide more unique and elite

experiences.

Room Condition is the Prime
Consideration when Selecting a
Hotel, Followed by Hotel Service

For the general traveler, room cleanli-
ness (41%), personalized service (37%) and
quality of bedding (33%) are three major
factors when choosing a hotel. For young

travelers with a household net worth over

RMB 100 million, personalized service (42%)
is their first consideration followed by the
guestroom view (40%).

Young luxury travelers have higher
quality standards in hotel guestrooms. They
prefer rooms in luxury hotels to provide a
high quality experience, including an elegant
scent, new facilities and soft, cozy lighting.
They want beds and bedding to be comfort-
able (neither too soft nor too hard). For pil-
lows, they want a selection to choose from.
They like unique or panoramic views from
the guestroom and designs that reflect local
culture and characteristics.

Other less important considerations in
descending order are personalized service
(37%), location (26%), hi-tech facilities (22%)
and style of the hotel (21%). Young luxury
travelers are less concerned over price/per-

formance ratio and dining offers at the hotel.

Young Luxury Travelers’ Hotel
Budget Averages RMB 3,113 per
Room, per Night

Favorite Hotel
Services

Butler style

v

Digital interaction

e,

Traditional room

requests by telephone
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Young luxury travelers have
an average hotel room budget of
RMB 3,113 per room, per night.
26% of respondents have a budget
from RMB 1,001 to RMB 2,000
and 20% budget between RMB
2,001 and RMB 3,000.

Butler Service and In-
teractive Digital Ser-
vices are Most Popular,
Coupled with Hi-tech
Digital Facilities

Butler service (68%) and in-
teractive digital services (61%)
are most popular among young
luxury travelers. They expect
hotel staff to be personable and
friendly. They want the hotel to
anticipate their needs and, if ap-
propriate, provide solutions — en-
abling the guest to feel that they
are thoughtfully taken care of.
In addition, they want the hotel
team to learn their personalized
preferences and extend ‘surprise
and delight’ experiences from
time to time. At the same time,
travelers also state a need for
personal space and don't want
service to be overly attentive.

Respondents also revealed
that WiFi (73%) and Smart TV
(55%) are relatively important
when choosing a hotel. Digital
devices/facilities not only provide
new and interesting guest experi-
ences, but also increase custom-
ers' enjoyment of a cozy, person-
alized and convenient stay. For

example, Smart TV can issue a

Favorite Digital Facilities

U

Smart TV
55%

WiFi
73%

Smart curtains/lighting
38%

iPad service interface
37%

iPhone charging station
35%

Smart bathroom
37%

Smart instant check out
34%

Key card connected

to mobile app
31%
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Data source: The Travel and Lifestyle of Chinese Luxury Traveler 2016 of Hurun Report

personalized welcome message when guests enter the
room. Furthermore, customers can order room service,
check out and make service requests using this smart
technology. Young luxury travelers don’t just expect the
hotel room to have hi-tech devices — they want technol-
ogy that will automatically record and manage their
personal preferences. For example, they want the hotel
to know their preferred room type, floor, bed/bedding
and facilities. With this information already in hand, the
hotel can surprise them and also satisfy their needs dur-

ing their next stay.

Other Accommodations Considered

Private boutique hotel

l

Cruise/yacht

!

Private short term vacation rentals, like Airbnb

|

Staying at the home of a friend/family member

Favorite Hotel Style
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When Choosing a Hotel, Young Luxury
Travelers Prefer a Unique Brand Style
and Artistic Design

Young luxury travelers want to stay in a hotel with
a unique brand style (42%) and artistic design (40%).
They also prefer a hotel’s design to be locally inspired
(38%) and rich in culture (37%). This group of travelers
considers five-star hotels to be standardized and lacking
in unique characteristics — making them unable to offer
new and interesting experiences. Instead, they prefer
hotels with a unique style that can aesthetically surprise
and delight.

In addition to traditional five-star hotels, young
luxury travelers will also consider other accommodation
choices, including private boutique hotels (63%), cruise/
yacht stays (54%) and private short term vacation rentals

(37%).

Besides Guestrooms, Travelers also
Evaluate the Quality of Private Dining
Facilities in Which to Host a Private
Dinner, either Chinese, Western or a Lo-
cal Cuisine

N
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Unique Artistic Locally Rich in Cozy Luxurious Subtle Cutting
brand style design inspired culture like home and prominent and sleek edge
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To the luxury traveler, a hotel is not just a guest-
room - it is also a place to entertain. These travelers
will often visit hotels to host private dinners (46%),
exercise at the fitness center (33%) and entertain at
bars (29%).

Young luxury travelers prefer diverse cuisine of-
ferings. Their favorite cuisines are Chinese, Western
and local cuisines — all three were favored by over
50% of respondents. When traveling, they prefer to
dine at specialty restaurants or food streets near the
hotel. Most of the time, they only choose the hotel’s
dining options for breakfast, late-night snacks or

when the hotel neighborhood lacks dining options.

Private Dining Rooms are Important,
Primarily to Host Private Dinners

Young luxury travelers pay relatively high atten-
tion to private dining facilities at hotel restaurants.
86% of respondents feel it is quite important or very
important that these facilities are appropriate for
hosting private dinners (71%), business dinners (47%)

and business meetings (33%).

Favorite Cuisines

Hotel Functions besides Accommodation

Hosting private E 46%

o dinners

O rnescner EE—— 33%
g ) 299

e the hotel bar ¢
Hosting business

0 . E—) 28%
inners
Business meetings/

6 - ) 28%
conventions

G Spa —) 28%

0 Weddings [ 9%

Young Luxury Travelers Use Local Hotels
for Events Close to Home

Young luxury travelers use hotels even when they’re not
traveling. 24% of respondents said they visit a local hotel
at least once a month for private dinners (53%), business

meetings (40%) or business dinners (34%).

Chinese

Western

Local

Japanese

Buffet

60%
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The Importance of Providing Occasions Organized at Frequency of
Private Dining Rooms Private Dining Rooms at Using Local
at Hotel Restaurants Hotel Restaurants Hotels
Very important Private dinners Once a month or more
Relatively important Business dinners Once every 273 months
Normal Business meetings/conventions Once every 6 months
Relatively unimportant Gathering at bars Once a year
Highly unimportant Weddings Once every 273 years or less
Occasions at Local Hotels
Third Party Apps, Ho- @ oo dinnen I 5
tel Apps and Websites
are Major Sources of e Business meetings/conventions — 40%
Hotel Information @  Business dinners TN 34%
Young luxury travelers use a e Family wath 9800
amily gathering I o
diverse selection of resources to
obtain hotel information. Mobile e Gathering at bar 26%
apps top the list. Third party o Gym and swimming 299
apps are the most mentioned
source (48%), followed by official o Spa 19%
hotel apps and third party travel e Weddings 10%

websites (39%).

Sources for Obtaining Hotel Information

GQQQQ

48% 45% 39% 37% 36% 27% 26%
Third party Official hotel Third party Hotel official ~ WeChat subscription Friends' WeChat
travel app travel website website accounts recommendations Moments
18% 8% 8% 7% 5% 5% 5%
WeChat shares Magazines TV SMS Email Newspapers Sales Calls

by travel agents
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According to the latest data provided by ILTM and  Macau and Taiwan.
GHC Asia, My Tour, Ctrip, 8 Continents, HHtravel, In Mainland China, Imperial Tours and CITS Amex
Zanadu, MAGIC TRAVEL, Imperial Tours, CITS, CITS are new in the top 12 this year. In Hong Kong, Wincastle
Amex, Diadema, CYTS, Wild China and CTS are the top ~ came out on top, while American Express is considered the

12 luxury travel agents in mainland China, Hong Kong, best outbound travel agent in Macau and Taiwan.

Mainland China Outbound
Luxury Travel Agencies 2016 Top 12

Logos of Mainland China Outbound Luxury
Travel Agencies 2016 Top 12

. Ctri
MysTour O, a5

EEhRT My Tour
#®iz Ctrip N
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J\NKiMbinF 8 Continents contlne“ls HH traVEl
SN e Bk
B EGIR hE HHtravel / \ j( /JH ER /}J—?r
BaE Zanadu : § v /yyt
i‘ zanaduwsmwy m
SRS MAGIC TRAVEL " MAlgclTR}ffVEL4T
ERILMW Imperial Tours
A iy
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=/ DEE
EixiziE CITS Amex
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Source: Hurun Report, GHC Asia, ILTM
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Hong Kong Outbound Luxury Travel Agencies 2016 Top 5

FiSiH Fun iff Wincastle Kb Swire Travel
i itidi Westminster Travel EZ= R Cathay Pacific Holidays
XEISE American Express

Macau Outbound Luxury Travel Agencies 2016 Top 5

EEIZE American Express Aevifiis Swire Travel
BEHOREAS Carlson Wagonlit Travel skl Westminster Travel
EIIPEERRER T CITS Macau

Taiwan Outbound Luxury Travel Agencies 2016 Top 5

XEISE American Express Seascape Escape Seascape Escape
b2 Lion Travel EREREE Royal Jetway Express
W& RHRIT ITIS

Note: Hurun Report, ILTM and GHC Asia conducted a survey with 56 respond-
ents from senior hotel management during April-May 2016.

Question: Which three travel agents do you think perform the best in the out-
bound travel markets covering mainland China, Hong Kong, Macau and Taiwan?

29 4
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Introduction to Marriott International

Marriott International is a global leading lodging company with nearly 4,500 properties in
87 countries and territories. As Marriott evolves, the company’s core values stay the same —
putting people first, pursuing excellence, embracing change, acting with integrity and serving

the world.

Global & Regional Footprint

Marriott International operates and franchises hotels
under 19 brands in nearly 90 countries - offering the top
brands in the world’s most desirable destinations and em-
powering our guests to achieve their goals. In Asia Pacific,
Marriott has 200 properties and expects to double our
presence in the next few years. Marriott’s footprint in Chi-

na spans 91 properties, with over 140 more in the pipeline.

Luxury at Marriott

Luxury is instinctive at Marriott, with 150 luxury prop-
erties globally under brands including The Ritz-Carlton,
BVLGARI Hotels & Resorts, EDITION, and JW Marriott
Hotels & Resorts. Marriott’s luxury portfolio in China con-
sists of over 20 properties with approximately 30 planned,
including Asia’s first EDITION property opening in 2016
in Sanya, Hainan Island. The BVLGARI Shanghai is also
expected to open by 2017.

Marriott Rewards

With Marriott Rewards, members can fuel their pas-
sions for exploration with 17 participating brands and
more than 4,200 participating hotels worldwide. Members
enjoy personalized experiences from the Marriott Mobile
app with check-in, checkout and Mobile Requests, and

partnerships offering VIP access to exclusive events and

opportunities — including culinary demonstrations, con-
certs and catwalks, and sports competitions such as the
NBA Global Games in China. In recognition for our mem-
bers, Marriott Rewards offers free Wi-Fi for every stay, ev-
erywhere and Member Rates — the guaranteed lowest rates

anywhere when they book direct on Marriott channels.

Leveraging Technology

Marriott is leveraging new technology to improve the
travel experience and communicate with guests more seam-
lessly, through the channels that are most relevant to them.
The Marriott Mobile App offers personalized service in-
cluding direct bookings, mobile check-in and checkout, and
mobile requests for Marriott Rewards Members — allowing
guests to tailor their experience and enjoy interactive con-

cierge services before, during and after the stay.

Employment & Ethics

Since 1927, Marriott has been known for a culture that
puts people first. Marriott has been consistently recognized
as a top employer and for its superior business ethics. Smart,
socially responsible policies drive customer loyalty and ensure
that Marriott maintains its founders’ commitment to serving

customers, associates, the environment and communities.

For more information or reservations, please visit our website at
www.marriott.com, and for the latest company news, visit www.
marriottnewscenter.com

3 QO Ve
2 AUTOGRAPH @ A
BVLGARIT [EDITION  swwMarriorr CO:EETCEIISON RENAISSANCE® DELTA aﬁﬂﬁmﬂn Aarrott
nnnnnnnnnnnn HOTELS MARRIOTT VACAT[ON CLUBW
THE RITZ - CARLTON IW BB E 0 4 7 HEAEE HOTELS AND RESORTS AETRLAE -
3\3 AC COURTYARD® .
Narrioft Residence SPRINGHILL FAIRFIELD /5 TOWNEPLACE PROTEA HOTELS Yo
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About Hurun Report Inc.

since 1999

Established as a research unit in 1999, Hurun Report Inc. has grown

into a leading media group targeted at China and India high net worth
individuals. Its flagship is the Hurun China Rich List and, since 2012, the
Hurun Global Rich List. Headquartered in Shanghai, Hurun Report has
offices in Beijing, Guangzhou, Chengdu, Sanya, London, Los Angeles,

Chicago and Cochin, Kerala in India.

Hurun Research

Hurun Research (‘Nobody Knows
China’s Rich Better’) has grown to be-
come the world’s leading authority when
it comes to understanding the Chinese
high net worth individual. Recent reports
include partnering with some of China’s
most important financial institutions, local
government, multinationals and luxury
brands, including Bank of China, Taikang
Life, Minsheng Bank, Minsheng Financial
Leasing, Industrial Bank of China and the

Changbaishan government.

Hurun Media
Hurun Media (“The Voice of Chinese

Entrepreneurship’) reaches between one
and two million unique viewers a week
through its digital platform and a further
485,000 a month through its print media.
Digital media is made up of 7 Wechat so-
cial media, an online business talk show
called MaShangHu, distributed through
iQiyi, CBN and Ningxia Satellite, and
Hurun.net. Our flagship Wechat media is
Hurun Business, with others including Hu-

run Education, Hurun Art, Hurun Horse

& Sports, Hurun Health, Hurun Property
and Hurun English.

Hurun Conferences
and Training

Hurun Conferences and Training hosts
over 100 events across China every year,
led by its flagships in Beijing and Shanghai
every year. Hurun Conferences and Train-
ing brings Chinese entrepreneurs aboard,
to the US, London, Singapore, Australia

and India.

Hurun International

Hurun International. Hurun Report
Inc established its India business in 2012,
which today is best-known for the Hurun
India Rich List, Hurun India Philanthropy
List and for hosting events with some of

India’s most respected entrepreneurs.

Hurun Investments

Hurun Investments includes a CNY
100m early-stage venture capital fund, and
strategic investments in media, education,

classic cars, financial services and luxury.
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For further information, see

www.hurun.net
Official Wechat platform:
HurunReport
Hurun international elite
school and HurunEnglish are
now officially launched under
the group of Hurun report,
welcome to join us
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Survey
Methods

Special thanks for the following travel
agencies on the support of this research
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The Chinese Luxury Traveler 2016 is a survey report presented
by Hurun Report. The report reveals the survey results regarding
travel preferences of high net worth travelers from Mainland China
born after 1980.

First we conducted eight meetings with qualitative focus group
in Beijing, Shanghai, Guangzhou and Chengdu, trying to discover
luxury travelers’ needs and common behavior. We then organized
a multi-sample qualitative survey, aiming to have a comprehensive
and in-depth analysis on luxury travelers’ preferences and future
trends.

The sample group of the qualitative survey includes 360 high
net worth individuals from Hurun's high net worth individuals
database. Furthermore, we invited 165 individuals through travel
agents — Diadema, 8 Continents, Magic and Zanadu to conduct
interviews. We collected 525 samples from 12 cities — covering first
tier cities Beijing, Shanghai, Guangzhou and Shenzhen; and second
tier cities Tianjin, Nanjing, Hangzhou, Chengdu, Chongqing, Qin-
gdao, Dalian and Fuzhou.

The team also utilized Hurun's research data from the past de-
cade and the Chinese Luxury Consumer Survey 2016 by Hurun
Report, as well as compiling publicly available information. All the
aforesaid efforts ensured and evaluated the accuracy of this report,
thus providing the market with insights into young Chinese luxury
travelers’ demands in travel and hotel to then create brand and me-

dia value.

Copyright

Hurun Report and Marriott International reserve all copyright-
related rights regarding the text, charts and figures in the Chinese
Luxury Traveler 2016 Report, which are protected by relevant
Chinese laws and regulations. No organizations or individuals can
include part or all of this report in commercial use without prior
written permit by Hurun Report Inc. and Marriott International.
Reprint please indicate the source

Data sources in this report include a special survey and publicly
available information. The opinions and conclusions in this report
are derived from objective observation and analysis on aforesaid
data. Please contact Hurun Report Inc. should any copyright in-

fringement issue arise.
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