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Introduction
In recent years, Chinese tourists have 
begun to move away from relying on 
cash and debit card to make payments 
for goods and services while travelling 
abroad. 

The rise of digital payment solutions in 
China has resulted in a need for overseas 
merchants to adapt their services to 
better accommodate the needs of 
Chinese travelling abroad. 

Alipay and WeChat Pay are the dominant 
players in China’s third party mobile
payment industry. Both have played a 
key role in revolutionizing the digital and 
mobile payment industry in the Middle 
Kingdom. 

Also recognized as digital wallets or 
e-wallets, AliPay and WeChat Pay are 
linked to a bank account, where 
transactions are processed without the 
use of the card itself. 

The millions of Chinese that are travelling 
abroad each year are adventurous, seek 
an authentic and local experience and 
are increasingly travelling 
independently or in smaller groups, a 
stark contrast to 10 years ago where large, 
guided tour groups were the norm. 

Adapting to this change in the market is 
crucial for Scottish merchants and 
businesses who wish to capitalize on and 
succeed in attracting and satisfying the 
needs of outbound Chinese tourists.

China is an important and growing 
market for the Scottish tourism sector 
with Edinburgh remaining the second 
most popular UK destination after 
London. 

Businesses such as Edinburgh Castle, 
Haggis Backpackers and Laing Jewellers 
have experienced a 40% 
increase in the number of Chinese visitors 
over the past year alone. 

The China Pay Insights guide is designed 
to walk you through the various options 
and decision points to help your business 
better engage with outbound Chinese 
tourists before, during and upon their 
return to China.

The guide focuses on the integration of 
Chinese mobile payments, tax-free 
shopping solutions and how your 
business can better market itself as a 
destination to the mainland consumer 
market.

Scottish Enterprise is Scotland’s main 
economic development agency and a 
non-departmental public body of the 
Scottish Government.

It works with partners in the public and 
private sectors to identify and exploit the 
best opportunities to deliver a significant, 
lasting effect on the Scottish economy.





Ryan Molloy
Email: contact@redfern.com.cn
Tel: (86-21) 6380 9856
Address: Room 1310A, Cross Tower, 
No.318 Fuzhou Road, Huangpu District
Shanghai 200001, China

RedFern Digital 
Born out of the need in market for more affordable, 
high-quality  digital solutions that effectively increase brand 
awareness and target the Chinese consumer. 

After 15 years in the China market we have grown alongside 
our clients, some of which are now among the most 
successful brands in-market.   

Identifying and asking the right questions to find brand and 
product opportunities in China is key to success. 

We work closely with our clients to help them establish the 
relevant marketing strategies in the offline world as well as 
the digital.

To learn more about how you can increase your brands’ 
presence in the China market, scan the QR code above!





Quick Response Code Guide:
What is a QR Code?

A QR code is a machine-readable code consisting of an array of black and white squares, 

typically used for storing URLs. They can be scanned using a purposely built QR code scanner or 

with a smartphone camera. 

In the context of this guide, QR codes have been placed at the beginning of the following 

chapters to provide an interactive, high level summary of the chapter.

• The Modern Chinese Traveller

• Payment Intermediaries 

• Tax-free Shopping

• Cross-border Social Payments

To benefit from this feature, please follow these steps:

(Note: A smartphone or tablet with an in-built camera is required)

1. Download the WeChat Application through the Apple Store or Google 

Play Store.

2. Open the application and sign up for a WeChat personal account using 

your mobile phone number. You will find it on your home screen or in the 

application file.

3. Tap ‘Discover’ at the bottom of the home screen

4. Select ‘Scan QR Code’, this will open your phone’s camera 

5. Hold your phone camera above the QR code to scan it. Once the code has 

been recognized, WeChat will load it automatically. 



Research Methodology 
Introduction
The purpose of the consumer research is to 
identify relevant and accurate 
understandings of Chinese consumers‘
perceptions and preferences towards the 
following offerings when travelling abroad.

• Chinese Payment Solutions.
• Tax-free Shopping Solutions.
• Destination Solutions.
• Cross-border Social Commerce.

The research survey was designed to 
examine Chinese consumers’ perception 
towards the above service offerings, how 
they improve the travel experience and to 
what degree their importance is for Scottish 
merchants to integrate to better engage 
with outbound Chinese tourists.

An online questionnaire related to the above 
service offerings was used to 
accomplish the quantitative method, while  
industry interviews and comment analysis 
was used to examine the qualitative.

Research Design
Step 1: Quantitative Study — Online 
questionnaire. 

• Survey Tool: Wix.cn
• Survey Channels: WeChat and Weibo.
• Population and Sample: 167   

respondents.
• Respondent Profile: 23% live overseas; 

53% travelled overseas; 24% normal  
consumer. 

Step 2: Qualitative Study — Industry   
Interviews.

Payment solutions: Alipay, Union Pay, 
WeChat Pay, banks, payment 
intermediaries and merchants.

Tax-free shopping: Solution providers in the 
United Kingdom and merchants.

Destination solutions: Regional tourism 
boards, government agencies, destination 
organizations.

Cross-border social commerce: Platforms, 
service providers and merchants.



The Modern Chinese 
Traveller

Connected 
Mobile Payment Solutions
Destinations 
Tax-free Shopping



Connected
Mobile payment transactions approximated RMB294.97 trillion last year in China. 
Over 90 percent of that sum stemmed from mobile payment apps that belong to 
China’s two biggest tech conglomerates: Alibaba’s Alipay (54 percent) and Tencent’s 
WeChat Pay (37 percent).

As of December 2017, China had 772 million internet users, 

or more than the entire population of Europe. And yet, that 

figure represents only 55.6 percent of China’s population. 

Perhaps most significant of all, more than 95 percent of 

China’s internet users—or 772 million people—access the 

web via a mobile device.

Mobile payment has spread rapidly, from online to offline,  

supermarkets to restaurants, taxis to high-speed railways, 

and even to snack stands and vegetable markets.

Mobile payment transactions reached approximately 

RMB294.97 trillion in China in 2017, an upsurge of 41.4% from 

RMB208.6 trillion in 2016, and are expected to hit RMB793 

trillion by 2021. 

Over 90 percent of that sum came from mobile payment 

apps that belong to China’s two biggest tech conglomerates: 

Alibaba’s Alipay (54 percent) and Tencent’s WeChat Pay (37 

percent).

• Only 1% of WeChat users are above the age of 55

• 17% year on year user growth

• 38 billion daily messages sent 

• 3.5 million monthly active official accounts 

• WeChat Smart Transport, allowing users to instantly 

pay for public transport 

• In Chinese the apps name is “Weixin” which  

translates to “micro message”



Along with the significant growth in per capita income of 

residents in China, the number of Chinese citizens traveling 

overseas has also been steadily increasing year on year. 

According to statistics published by the China National 

Tourism Administration, Chinese tourists traveled overseas 

on 12 million occasions in 2017, an increase of 5.7% from 22 

million in 2016. 

It was also revealed that overseas spending by Chinese 

tourists last year was as high as 261.1 billion U.S. dollars, 

increasing 4.5% over the same period (year-on-year) and was 

ranked first among all tourists worldwide.

Chinese tourists spending has been increasing steadily. 

In 2017, the average amount Chinese tourists spent while 

overseas reached USD5,565 and is expected to reach 

USD5,715 over the coming year, a projected increase of 3% 

year-on-year.

According to a recent report by the China Tourism Academy 

and online travel agency Ctrip, an estimated 6.5 million 

outbound Chinese travellers spent 2018’s week-long Lunar 

New Year holiday overseas. 

Each Chinese tourist was expected to spend an average of 

9,500 yuan (US$1,500) on traveling abroad, making the 

tourist rush worth $9.75 billion in potential revenue for 

tourist destinations worldwide.

Chinese travelers are becoming increasingly focused on 

their well-being and the purpose for making outbound trips 

has changed from sightseeing and shopping to enjoying 

high-quality services. 

According to Ctrip statistics, Ctrip’s tailor-made travel and 

local guide platform served millions of tourists in 2017. 

Such personalized trips designed by Ctrip travel planners are 

becoming a popular option for high-spending Chinese 

travellers. 

In terms of outbound travelers, those from Beijing, 

Shanghai, Suzhou and Wenzhou spent the most out of all 

parts of China. Lesser well-known cities are also seeing 

significant growth in outbound tourist numbers. 

Chengdu surprisingly overtook Guangzhou and Shenzhen 

and ranked third in the number of outbound tourists with 

other cities such as Changsha (200% increase) and Xi’an 

(300% increase) also experiencing a strong rise in outbound 

tourists.



Chinese tourists have developed a reputation for being high 

spenders.  In Japan, locals have even developed a 

special term – bakugai or ‘explosive buying’ – to describe the 

bulk-buying sprees of Chinese travelers. From cosmetics to 

luxury handbags, shopping now plays an increasingly key 

role in the travel experience.

In terms of tax refund solutions, according to Michael Yeo, 

research manager for financial and retail insights at IDC, 

“Offering instant tax refunds is a smart strategy by both 

Chinese  players  to capture further market share beyond 

what is likely to be a close to saturated market within the 

mainland”. 

“For both retail and hospitality in terms of traffic, Chinese 

tourists are absolutely huge,” Alexis Bonhomme, Co-Founder 

of digital marketing firm Curiosity China, tells Tech in Asia. 

“So the concept big retailers have in mind is the ‘global 

Chinese shopper, she lives in Shanghai – she purchases in 

Paris and London,” she explains.

“China’s increasing number of outbound tourists drives the 

internationalization of big Chinese tech companies,” says Eda 

Erbeyli, project manager at Daxue Consulting. 

From Baidu’s map service to Chinese social messaging app 

WeChat, Chinese tech giants are leveraging the country’s 

outbound travellers to make their businesses more global. 

However, the two have yet to make a dent in the global 

payments market. 

That’s where Chinese tourists come in. They’re the 

incentive for overseas companies – especially those in places 

that attract travellers from China – to partner with Alipay and 

WeChat Pay.

More than 95 percent of China’s 
internet users access the web 
via a mobile device. 



Mobile Payment Solutions
Nearly 65% of those researched chose Alipay as their preferred payment method, 
followed by Wechat Pay with nearly 23%. Adoption is expected to further increase in 
coming years.

The results reveal that Alipay with nearly 65% and Wechat Pay with nearly 23% are the most common 

type of payments that have been used in China and expected to increase in the coming years, which is 

mainly due to the convenience and promotions that come with Alipay and Wechat Pay. 

What is the most common payment 
method you use in China?

When asked the frequency of using Chinese mobile 

payments, 81% of all surveyed respondents said that they 

use mobile payments every day and it has become a 

necessary part of their daily life. 65% said most of their per-

sonal transactions were mobile payments.

What is the primary method of payment you 
will choose when travelling overseas? 



For Chinese tourists, the question of how to pay for various 

expenses has always been a key concern during their trips 

abroad. Cash is often considered inconvenient to handle. 

While mobile payments are regarded as convenient and safe .

Of all payment solutions, Alipay is the primary option when 

travelling overseas followed by UnionPay Credit Card. 

This can be attributed to traditionally, the tax refunds offered 

by Alipay and lower exchange rates provided by UnionPay. 

In total, 49% of Chinese tourists prefer mobile payments, 

33% prefer bank card payment and 18% still prefer cash 

payment. Cash was still popular for Chinese tourists, 

especially for middle-aged and elderly travellers who are not 

as familiar with digital payment solutions.

“I feel warm when seeing Chinese  
mobile payment solutions 
available overseas which we are 
familiar with in China.”                                                 
Mrs Zhu, 30, Shanghai

Have you ever used Chinese mobile   
payment solutions when travelling   
overseas?

Most Chinese tourists surveyed have used mobile payments 

overseas.

If no, what are the reasons for not using  
Chinese mobile payment solutions while 
travelling overseas?

In terms of the reasons for not using Chinese mobile 

payments while overseas, the top three reasons were the 

following:

• My preferred retailers do not offer this payment option

• I did not have access to internet 

• I did not have mobile payment solutions ready to use

Other issues included concerns around security, potential 

extra costs and the complexity of trying to complete 

payments. 

“Please introduce Chinese mobile  

payment solutions to Scotland soon.”

Post-90s generation, Scotland

“I have been to Scotland four times 

and neither mobile payment solutions 

or UnionPay was available.”

Post-90s generation, Located Overseas



If yes, of all spending while overseas in 2017, 
how many times did you use Chinese 
mobile payment solutions?

62% of outbound Chinese tourists made payments using 

mobile payment solutions, however of this group 41% 

claimed to only have used the systems for a small number of 

payments. 37% claimed to have used Chinese mobile 

payment solutions for just 1 payment.

While fewer respondents have experience in using mobile 

payments when travelling abroad, some of the reasons 

attributed were: 

• Lack of merchant availability

• Ignorance of the ability to pay even if the merchant  

offered it.

If Chinese mobile payment solutions were 
available, would you like to use them while 
abroad?

Nearly 96% of the respondents are eagar to pay through 

Chinese mobile payments if it’s available while travelling 

abroad. This certainly highlights the gap between 

preferences and realities. 

In terms of the reasons for the preference of using Chinese 

mobile payments, quicker checkout, convenience, and less 

hassle are the highest mentioned factors, with quicker 

checkout the most preferred benefit.

Saving time and cost continued to be the primary factors 

when people making the purchases overseas.



What is your preferred payment method 
when using Chinese mobile payment 
solutions?

84% of the respondents claimed that ‘Scan QR code’ is the 

most preferred method, indicating that this should be the 

primary consideration if foreign merchants are going to 

provide Chinese mobile payment solutions.

What are you most likely to spend money 
on with Chinese mobile payment solutions 
while overseas? (Multiple choice)

Chinese people purchase a wide range of products while 

travelling abroad with cosmetics, groceries and fashion at 

the top of the list. 

While tickets, gifts, and sightseeing are also popular with 

travellers this points out that merchants such as shopping 

malls, retail stores and travel sites are suitable for offering 

Chinese mobile payment solutions. 

8 of the respondents said that they will use Chinese mobile 

payment solutions for all the available payment scenarios.

An important purchasing driver for Chinese travellers is that 

they often have large families and social circles. 

Upon travelling abroad there is a strong desire to purchase 

souvenirs and gifts for relatives and friends back home. 

How much did you spend during your latest 
trip overseas? 

Our survey shows that 37% of the respondents’ spending on 

their itinerary and other items  ranged from GBP 683 to GBP 

4,550, only 6% of Chinese travellers spent more than GBP 

6,830 throughout 2017.



Destination
A desire to visit exotic scenery, tourist attractions and experience different cultures 
that offer a fresh approach to daily life are among the top reasons for travelling 
outside of China.

The majority of Chinese tourists are experienced travellers, with 43% of the surveyed respondents 

travelling at least once per year and 21% two times per year. 

How often do you travel abroad?

The majority of Chinese tourists are experienced travellers, 

with 43% of the surveyed respondents having travelled at 

least once and 21% having travelled two times per year.

A desire to visit exotic scenery, tourist attractions and 

experience different cultures that offer them a fresh 

approach to daily life are among the top drivers for travelling 

outside of China.

Chinese people are increasingly breaking traditions  in terms 

of the way that they travel over festival periods. Instead of 

family reunions in their home-towns, a shift to trips abroad 

to unique locations both within the mainland and outside  of 

China has been seen in recent years.

 6.5 million Chinese tourists travelled abroad over the 2018 

Lunar New Year holiday.

How often do you travel abroad?



What is your usual mode of travel?

Group travel still remains a dominant trend in outbound 

Chinese tourism. However, independent outbound travellers 

are becoming an increasingly fast growing demographic.

Among millions of outbound tourists organized by Ctrip, 

roughly half selected group tours and half opted for 

independent tours. 

It is important to note that Chinese tourists travelling for 

leisure will most often travel in larger, Chinese focused tour 

groups.

Agencies are responsible for taking care of Chinese tourists 

and often organize group travel programs. According to a 

recent report by China’s National Tourism Agency, 70% of 

Chinese people travel through agency organized groups. 

There are a number of reasons for this including:

• Language barrier: many Chinese citizens do not speak 

English and therefore require a guide when abroad.

• Visa difficulties: agencies take care of administration and 

visa applications which are often complicated and  

require a lot of document submission. 

• Fear of adventure: many Chinese people had never  

travelled abroad up until the last decade, resulting in a 

lack of confidence due to lack of familiarity. Travel agen-

cies offer a secure and planned service that can be relied 

on.

• The Chinese live in a more collective society where  

people are used to participating in activities in groups as 

opposed to independently. 

• Price benefits: traveling with a travel agency is much 

cheaper than traveling independently or in a small 

group. 



Among all Chinese tourists who travelled overseas in 2017, 

43% had travelled to other Asia Pacific countries and regions 

(including Hong Kong, Macao, Taiwan), while 50% had been 

to Europe, 5% to the Americas, and 2% to Africa & Middle 

East. 

From our survey, Europe was the most popular destination 

among Chinese tourists. It must be noted that 16% of 

respondents currently study in Europe, while 60% had 

followed the Discover Scotland Weibo page. 

Globally, Asia Pacific was rated as the  top destination region 

with a market share of 76%. Other parts of the world  

including the Americas, Europe, Africa and the Middle East, 

have also shown steady growth, as the Chinese become 

increasingly attracted to international travel to more diverse 

destinations. 

Countries in northern Europe have also become increasingly 

popular for travelling among Chinese tourists and many 

opted for trips to Scandinavia and Eastern Europe, 

encouraged by more flight connections, better exchange 

rates and fewer visa restrictions.

In terms of travel preferences, Chinese travellers are 

becoming increasingly focused on their well-being and the 

purpose of making outbound trips has changed from 

sightseeing and shopping to enjoying high-quality services.

How do you find your destination before 
you visit?

Where do you usually book your travel 
itinerary? (Multiple choice) 



Which apps do you use when you travel 
abroad? (Multiple)

Online resources are the most popular information sources 

among Chinese tourists of all age groups.

Travel websites/apps such as Ctrip, Booking, Airbnb, Trip 

Advisor and Google Maps are leading the travel platforms 

in China when travellers chose their destinations and book 

their respective itineraries.  

Along with the rapid development of Chinese social media 

such as Weibo and Wechat, more and more people are eager 

to share their lifestyle experiences through social media, 

especially Millenials. 

Chinese consumers are becoming an increasingly connected 

society. The use of social media has exploded and social 

platforms WeChat and Weibo have become part of daily life 

for many Chinese people. 

Many of those users are particularly influenced by their 

immediate social circle and family. Engagement with 

potential customers on social networks is therefore vital for 

foreign brands and merchants.

This trend is a clear indication that retailers and other foreign 

business types should invest in an online presence in China 

and develop a strategy to regularly push content and offers/

promotions to increase brand awareness and engagement 

among potential customers.

Having a strong presence on social networks increases the 

chances of your business being shared among social 

network users. Possibly because of cultural values 

emphasizing respect among friendship and family circles, 

Chinese people are particularly influenced by others’ 

recommendations, experiences, and opinions.



Tax Free Shopping
75% of the respondents experienced purchasing items in tax-free shops while 72% 
of them considered it is very important for foreign merchants to have integrated 
tax-free shopping solutions.

Cheaper luxury goods and high-quality products are key 

factors when Chinese tourists are planning to go abroad, 

especially among women.

A rapidly growing middle class population has resulted in 

millions of Chinese consumers possessing the ability to 

afford luxury goods and foreign products. However, due 

to heavy tariffs, the price is much higher for these goods in 

China compared to foreign countries. This has resulted in 

duty-free shopping traditionally being recognized as highly 

popular among Chinese tourists.

75% of the respondents had experienced purchasing items 

in tax-free shops while 72% of them considered tax-free 

shopping solutions a very important system for foreign 

merchants to have integrated. 

Cosmetics, groceries and gifts continued to be the preferred  

products purchased by Chinese travellers, which indicates 

that foreign merchants who engage in such categories 

should consider adopting Chinese mobile payment 

solutions as well as tax-free refund solutions to enhance the 

consumers shopping experience.

How important is it for foreign merchants to 
have integrated tax-free shopping 
solutions?

What type of products or services do you 
expect to be able to purchase with tax free 
shopping?



Cross-Border Social Commerce
Over 93% of Chinese tourists are willing to re-purchase commodities bought during 
their trip abroad, upon their return to China. 

Cosmetics, groceries and fashion products are the most popular categories selling 
on cross-border e-commerce.

Out of the surveyed respondents, 93% claimed that they would purchase products they had seen during 

their visit upon returning to China.

Would you like to buy the brand you have seen during your visit after you 
return home?

What type of product would you purchase 
on returning home? (Multi-choice)

Over 93% of Chinese tourists are willing to purchase the 

commodities they saw during their trip after they return to 

China.

Cosmetics, groceries and fashion products are preferred  

categories selling on cross-border e-commerce platforms 

such as Amazon and Tmall Global, which dominate the 

cross-border e-commerce market in China due to the  

authenticity and low cost of the products and ongoing 

promotions. 

Which cross-border e-commerce platform 
is your first choice?

What type of product you have seen during 
you visit will you purchase after you came 
back? (Multi-choice)
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Digital Payment 
Solutions

WeChat Pay
Alipay
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Digital Payment Landscape
Online payment systems have reshaped the way people pay for goods and services 
in China. Financial transactions have exploded and are increasingly being managed 
through smartphones. 

China is now increasingly becoming a cashless society.

Alipay and WeChat Pay are the dominant players in China’s 

third party mobile payment industry. Both have played a key 

role in revolutionizing the digital and mobile payment 

industry in the Middle Kingdom - a translation of it’s 

traditional name “Zhōngguó”.

Also recognized as digital wallets or e-wallets, AliPay and 

WeChat Pay are linked to a bank account, where transactions 

are processed without the use of the card itself, the system 

can be similarly compared to how PayPal’s system works.

China’s mobile payment sector is fiercely competitive 

between WeChat Pay and Alipay as both tech titans fight for 

market share. 

Alipay, once the heavyweight in mobile payments has 

recently seen its market share erode due to the rise of 

WeChat, who have strategically taken advantage of its 

popularity as a social media application and giant user base 

to get its users to adopt its payment tool. Mobile payments 

exploded in China thanks to Alipay’s first move to adopt the 

QR Code to handle transactions. 

Most commonly in an offline sense, digital payments are 

processed by customers scanning QR codes at the point of 

sale. 

By scanning the QR code the customer can complete a 

payment with WeChat Pay or Alipay and have the funds 

instantly withdrawn from their account and deposited into 

the merchants.

A lack of history using credit cards and historically a 

very centralized e-commerce market have been major 

catalysts in the expansion of mobile payments in China.
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WeChat Pay
WeChat Pay is a digital wallet and part of the social ecosystem of the WeChat Platform. 
WeChat now has more than 902 million daily logged in active users in China, with 600 
million of those being WeChat Pay users.

Initially starting off with very similar functions to ‘Whatsapp’, 

WeChat has now transformed into what is being known as a 

lifestyle application. In 2017 WeChat represented 

approximately 35% of the time users spend on their mobile 

phones, amounting to more than Baidu and Alibaba 

combined. 

WeChat is often described as the Swiss army knife super app 

that allows users to do anything they wish.  Despite having a 

vast range of features, the core function of WeChat 

remains its messaging function for users to communicate 

with friends, family and colleagues. 

• Only 1% of WeChat users are above the age 
of 55

• 17% year on year user growth
• 38 billion daily messages sent 
• 3.5 million monthly active official accounts 
• WeChat Smart Transport, allowing users to 

instantly pay for public transport 
• In Chinese the app’s name is “Weixin” which 

translates to “micro message”

Although many western marketers who are trying to expand 

their business in Asia appreciate the importance of WeChat, 

the messaging app is largely misunderstood outside of 

China. 

The three critical components of the app are Moments, 

Subscriptions and the Wallet function, however the app of-

fers an array of varied functions including:

• Read news

• Video chat

• Voice calling

• Ecommerce store integration

• Games

93%
Alipay and WeChat Pay’s mobile payment market 
share in China in 2017.
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Wallet
Tencent has invested considerably in the development of  

its WeChat Wallet function. In each WeChat users’ personal 

account there is a “Wallet” portal. Upon entering the wallet 

feature, users are provided with an array of different options 

such as “Utilities”, “Order Tax”, “Movie Tickets” and “Mobile 

Top Up”.

In order to access the WeChat Wallet feature, users must bind 

a bank card to their WeChat account which can be achieved 

simply by filling in their bank card number, bank card type, 

card-holder’s  ID number, mobile phone number and 

complete a mobile phone verification code authorization.

Moments 
A hugely popular feature much like Facebook’s Timeline and 

Twitter’s News Feed, users can share pictures and short 

videos with friends. WeChat’s moment’s feed allows users to 

switch between checking ones moments while also chatting 

with friends. The Moments function keeps WeChat users 

engaged and continuously returning to the app.

A key aspect of the Moments feature that distinguishes it 

from other platforms is the level of  intimacy and privacy. 

Your contact list is visible only to you and updates on your 

Moments can only be viewed by verified friends. 

Subscriptions 
Subscriptions allow WeChat users to connect with their 

favorite brands, celebrities, events and other services.

Subscriptions are a powerful content marketing tool for 

publishers and brands. It enables users to digest content 

from different companies and organizations by receiving a 

direct message from the brand account itself. 

Source: Walk the Chat
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Merchants Guide
WeChat Pay enables online and offline merchants to offer Chinese visitors to 
Scotland the opportunity to pay quickly and easily with one of their preferred Chi-
nese payment methods. 

Major currencies include but not limited to GBP, HKD, 

USD, JPY, CAD, AUD, EUR, NZD, KRW. WeChat Pay 

settles each transaction with foreign vendors based on 

the price in local currency. For unsupported currencies, 

transactions can be made in US dollar.

T+1 day settlement ensures a fast and safe payment 

transaction.

• Payment limits - limits vary between different               

categories of vendors to ensure valid transactions

• Data Encryption - all communications and data is 

encrypted between WeChat and banks ensuring data 

security 

• Phishing protection - Websites displayed within WeChat 

are under Tencent Safety Team supervision ensuring 

that all  suspicious websites are review for fraud

• Risk monitoring & control -  All WeChat user payments 

are monitored for suspicious activity

80% 
The percentage of WeChat users that have tried its pay-
ment service

Scottish merchants can set up WeChat Pay to receive 

payments from outbound Chinese tourists. You will 

need to apply for what is known as a WeChat 

cross-border account. 

To apply for this, you can either go through Tencent 

directly, or alternatively cooperate with a WeChat 

certified partner - which is the most popular option for 

merchants to use. WeChat certified partners are also 

referred to as payment intermediaries.

Working with a payment intermediary can make the 

process of setting up WeChat pay smoother. The 

payment intermediary communicates with Tencent and 

makes the application to set up WeChat pay on your 

behalf. 

Another factor in working with a intermediary is that 

they will manage payment transfers and settlements 

into your account.



Process and Qualifications
To set up a WeChat cross-border payment account, allowing your customers to pay 
in RMB using WeChat pay and receiving the funds in your Scottish bank account 
there are requirements set by Tencent that must be met by all foreign merchants.

WeChat Pay cooperates directly with overseas vendors 

throughout the globe.

It is important to note that the requirements to 

partner with Tencent are largely similar to those needed 

to working with a local payment partner. 

Requirements:

• Own a legal overseas entity

• Having your own URL or APP

• Your company must not sell products listed in the 

“Restricted Products” list.

85% 
of merchants worldwide choose to go through a WeChat 
certified partner

Documents:

• Business Registration Certificate

• ID certificates of Directors

• Main Contacts and Legal Representatives

Intermediary Process

WeChat Certified Partners

WeChat has partnerships with a number of payment  

intermediaries in the United Kingdom, please see below 

for an overview of well-established providers. 

Please refer to the Payment Partner Chapter of this 

report to learn more.
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“The next evolution for 
customers to being able to 
pay by card is WeChat. 

We feel that it is absolutely 
important to engage with 
Chinese tourists with a 
platform that they are fa-
miliar with. 

Ceri Davies, Camden Market

Through a partnership with payment intermediary 

SafeCharge, Camden Market integrated WeChat Pay to 

merchant’s POS systems to accommodate payments from 

both Chinese tourists..

In November 2017, payment intermediary SafeCharge 

partnered with Camden Market to integrate WeChat Pay 

across over 1,000 merchants. 

Ceri Davies, Operations Director of Camden Market said 

“With  hundreds of thousands of Chinese visitors coming to 

London each year, we feel that this is another way in which 

we can continue to promote the heritage of Camden Market 

abroad, and attract new visitors to our shops, stalls, and 

restaurants” 

“We believe that this is a great way to adapt to the growing 

number of Chinese locals and tourists who visit the market. 

We are constantly on the lookout for new and innovative 

ways to support our tenants, and hope that this 

integration will allow our merchants to continue to meet the 

needs of a diverse London”.

Case Study: Camden Market
London’s iconic Camden Market was the first tourist destination in the UK to integrate 
WeChat Pay at the point of sale



Born in 2004, AliPay was first created as the payment 

department of Taobao, the B2C platform of Alibaba Group. It 

was right after eBay acquired Eachnet.com in China, and 

Taobao saw this acquisition as a major threat for its 

marketplace business.

As of 2017, AliPay was supported in 70 overseas markets, with 

in-store payments covering more than 100,000 retail stores, 

while tax reimbursement via AliPay is currently supported in 

24 countries and regions. 

Consumers in China use Alipay most frequently for 

e-commerce, travel, gaming and food. Users can pay via the 

internet or on their mobiles using their Alipay login 

credentials or the Alipay application. 

Another key benefit of the payment platform is the reduced 

risk of fraud, due to the fact that payments must be 

authorized with the customers login credentials, making

dispute rates very low.

• Largest market share out of China’s      
online payment platforms (nearly 53%)

• 12,000,000 merchants in China
• Used during 120,000,000 overseas trips 

in 2017
• Over 520 million users
• The world’s largest mobile and lifestyle 

platform.

AliPay works directly with over 40 overseas financial 

institutions and payment solution providers to enable 

cross-border payments for Chinese travelling overseas and 

overseas customers who purchase products from Chinese 

e-commerce websites. 

Similarly with WeChat, partnering with Alipay directly is only 

recommended for large companies due to the nature of the 

application process and additional benefits that come with 

working with a partner. 

For more information please refer to the Payment Partner 

Chapter of this report.

Alipay
AliPay is a leading local payment services provider with a popular e-wallet function 
to facilitate online payments. 

The Alipay platform supports transactions within China as well as cross-border to 
foreign merchants.
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Alipay Cross-Border
Scottish businesses can integrate Alipay to accept payments 

from Chinese consumers paying in Chinese Yuan (CNY). 

Similarly with WeChat Pay, foreign merchants can apply for 

Alipay directly at Alipay’s global website, or alternatively 

cooperate with a local payment partner. If partnering with 

Alipay directly, merchants have two options for accepting 

cross-border payments.

1. Cross-border online payment - this allows your business 

to accept cross-border payments online such as through 

your official website or application.

2. Cross-border in-store payment - Chinese tourists in    

Scotland are able to make payments in physical retail 

stores, tourist locations, restaurants, hotels and more.

An important aspect to note when cooperating with Alipay 

directly is that it requires a significant amount of document 

submission. 

Requirements
• Valid Business Registration Document

• ID certificates of Legal Representative

• Shareholder and Primary Contact Person

• Valid URL to implement Alipay

The business category must comply with all applicable laws 

and meet Alipay requirements. 

How to: Alipay Integration
Account Registration

• Sign up with your email address and confirm to activate.

Merchant Qualification

• Provide your company information and upload certifi-

cate documents for first time application

Application for Payment Solution

• Select the Alipay solution that suits your business

Technical Integration

• Integrate Alipay API’s into your payment system, mobile 

site or app.

Alipay’s main target is providing service to 520 
million people who use mobile payment when 
they travel in the EU.

Liu Yu, Regional Head of Alipay

Merchants Guide
Alipay enables online and offline merchants to offer Chinese visitors to Scotland the 
opportunity to pay quickly and easily with China’s most preferred payment method.
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Payment Partners

Overview
Partner Recommendations
Feature: Latipay & Europass
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What is a Payment Partner?
Alipay and WeChat have developed extensive global networks and partnerships to 
increase their global footprint and help foreign merchants integrate their solutions to 
receive cross-border payment from Chinese tourists.

Payment Partners

Alipay and WeChat have developed expansive global 

networks of fin-tech and banking partnerships to help 

foreign merchants integrate both WeChat Pay and Alipay and 

receive cross-border payment from visiting Chinese tourists.

There are a number of benefits that come with working with 

a payment intermediary, and it is certainly the recommended 

route to take for foreign merchants as opposed to partnering 

with Tencent or Alipay directly.

All payment intermediaries must be regulated according 

to China’s State Administration of Foreign Exchange (SAFE) 

rules and is endorsed by SAFE and the People’s Bank of China 

(PBoC). SAFE, together with the PBoC, manages and controls 

foreign currencies in China.

Another important factor to note ensure that the payment 

intermediary is compliant in Scotland, the recommended 

partners that are highlighted in this report adhere to the 

local requirements and possess the relevant licenses to 

legally operate as a payment intermediary
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Website     http://www.latipay.net/ http://europasschina.
com/en/abouteuropass/ https://www.adyen.com/    http://www.valoot.com

WeChat Pay Yes Yes Yes Yes

AliPay Yes Yes Yes No

Unified Alipay 
& WeChat Pay 

Integration
Yes Yes Yes No

UnionPay No Yes Yes No

Service Focus
Retail, education, 

tourism, ecommerce, 
online payments

Retail, luxury, tourism Retail, ecommerce, 
online payments Retail

Merchant User 
Platform Yes Yes Yes No

Point of Sale 
Integration Yes Yes Yes Yes

Ecommerce 
Integration Yes Yes Yes No

Static QR 
Integration Yes Yes Yes Yes

Mobile Payment Yes Yes Yes No

Commission Fees

Other Fees 2.5% customer 
charge 

Recommended Partners
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Feature: LatiPay
The LatiPay platform allows Chinese shoppers to pay for both goods and services with Chinese Yuan, 

while their partner merchants receive payment directly in their home currency.

LatiPay has distinguished themselves in the payment intermediary space through the sophistication 

of their payment integration solutions. Their model places a 2.5% fee on the buyer as opposed to the 

merchant.

• 6 payment options
• No costs to merchant 
• Hotels, Education, Retail, Travel Agencies, 

Sole-traders
• Regulated according to SAFE
• Rapid expansion into the United Kingdom

Company Overview
Latipay is a New Zealand based financial technology 

company that provides online payment and invoicing 

solutions for SME’s and large scale businesses worldwide.

The Latipay platform allows Chinese consumers to make 

online purchases from foreign businesses in Chinese Yuan, 

while the foreign merchants are paid in their local currency. 

Shoppers can make payments through their preferred online 

banks with their WeChat, Alipay, JD Pay and Baidu Wallets.

Latipay offers solutions in a wide range of industries such as 

education, export, insurance, retail, software and travel. 

The solution was primarily built to assist with Chinese 

students paying tuition fees and expenses in New Zealand, 

for New Zealanders selling services and products in China 

and Chinese tourists spending while on holiday.

In 2017 Latipay won a major international award at global 

accelerator awards SXSW. Over 500 companies applied to 

present at the awards, Latipay was selected out of 50 finalists 

in 10 categories.

Compliance & Security
Latipay’s platform is regulated according to China’s State 

Administration of Foreign Exchange (SAFE) and is endorsed 

by the People’s Bank of China (PBoC). Both SAFE and PBoC 

manage and control foreign currency in mainland China.  

Latipay’s payment gateway is protected by SSL encryption 

and banking information is never stored.

Clients
The company’s clients operate in a range of industries 

including from tourism, to retail and telecommunications.
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Latipay Solutions
Latipay offers their merchants a range of payment 

integration options, all products come at zero cost to the 

merchant and there are no contracts required.

Merchant Portal
Once merchants are registered and are on-board with the 

Latipay system they will be provided with a personal login to 

access their merchant dashboard. 

For businesses this is regarded as the core of your Latipay 

platform and offers you the ability to manage users, wallets, 

transaction history and is where funds are withdrawn. 

How does Latipay work?

Regardless of the 
payment integration 

option used, the 
checkout process using 

Latipay is consistent. 

A unique QR code is 
generated for  

customers to scan and 
complete payments in 

Chinese RMB.

Funds arrive in your 
Latipay account 

immediately in GBP at 
the local exchange rate.

Transferred funds can 
be withdrawn into your 

local bank account at 
anytime worldwide.

The Latipay payment gateway allows for Chinese shoppers to make payments with 
both AliPay and WeChat pay through one system, unlike many other payment 
partners who only offer integration for one or the other.

It’s not about cost, but about a system that 
integrates payments and produces insights 
from sales reports.

Pat McMahon, Latipay Global Sales Director

The Latipay APP is a unique integration that allows customer 

to make payments instantly from both WeChat Pay and Ali-

pay in-store or on-the-go on your Android or IOS 

tablet/smartphone.

Many Latipay partner merchants choose to set-up the 

Latipay application on a tablet specifically for the store to en-

sure the payment process is as simple as possible. The 

Latipay APP is one of the more popular integrations due to 

ease of use for foreign merchants.

1. Login to Latipay APP

2. Tap “Payment Mode’ to create a new payment 

3. Input amount and optional reference. Select payment 

method

4. Request customer to scan QR code

5. Payment successful



POS Integration (In-store)
Hardware integration allows your customers to scan a unique 

QR code at your Point of Sale terminal and make payments 

instantly.  

Latipay integrates seamlessly into your businesses physical 

point of sale (POS) terminal. POS integration is ideal for 

physical stores, is simple and straightforward for both your 

staff and customers to use. 

1. Cashier selects either WeChat Pay or Alipay on the POS 

system

2. The terminal system will display the QR code based on 

the payment method selected by the cashier

3. The shopper then scans the unique QR code generated 

by the POS terminal with WeChat Pay or Alipay to  

process the transaction.

4. The shopper is then notified via WeChat Pay or Alipay 

while the merchant is notified via Latipay

Ecommerce Integration API
Latipay offer a fully integrated e-commerce solution allowing 

Chinese customers to pay directly on your company’s  

website simply by selecting ‘WeChat’ Or ‘Alipay’.

Customizable features can also be integrated at the request 

of the merchant.

1. Customer selects either WeChat Pay or Alipay as their 

preferred payment method at checkout.

2. Customer is then directed to the Latipay payment page 

where a unique QR code is displayed to scan.

3. Customer follows the payment steps via their Alipay or 

WeChat APP.

4. Latipay sends a notification to the merchant of status of 

the payment.

All the hard work had already been done! All it required to integrate WeChat Pay, Alipay 
and JD was one connection, Latipay.

Shannon Goodman, Comvita Global Technical Manager
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Static QR Code (In-Store) 
One of the more simplified integration solutions Latipay of-

fers is the static QR code. This is a unique QR code that is  

provided to merchants by Latipay which is usually displayed 

at the checkout or merchant counter.

Customers simply scan the QR code with either WeChat Pay 

or Alipay, input the payment amount and complete payment.

1. Customer scans the QR code displayed at the counter

2. Customer inputs the amount to be paid

3. Merchant receives a notification from Latipay of  

payment

All Latipay products come at no 
cost to the merchant and there 
are zero contracts required.
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Who can use Latipay?

Latipay can be used by any merchant that wishes to transfer 

Chinese Yuan (CNY) into their local currency.

Merchants that the platform is designed for include retail 

stores, exporters, education and travel providers. 

These businesses are able to send invoices, make payment 

requests to Chinese customers, provide order tracking  

updates as well as track payments made by clients in China. 

How much does it cost?
There are many benefits to using Latipay’s payment gateway,  

they include the following:

• Setting up a  Latipay account is free.

• When transactions are processed there is a small  

transaction fee that is  significantly lower than credit 

card services.

• A 2.5% fee is charged to the purchaser for all transactions

Service charges are applied by external payment providers , 

merchants should remain aware of bank fees for payments to 

overseas bank accounts.

For Merchants wanting to withdraw funds from their  

Latipay account, payment to the local bank account is free 

of charge, it must be noted that payments to overseas 

bank accounts outside of the merchant’s region may incur 

a bank fee of approximately 13 pounds per transaction. 

What about money flow caps  
coming out of China?
The annual USD$50,000 cap does not apply when sending 

money via the Latipay  payment gateway for particular  

industries. 

Latipay offers increased flexibility compared with other  

payment intermediaries in that for certain businesses that 

operate in healthcare, insurance, education and export for 

businesses customers can send up to US200,000 per month. 

To check whether your business qualifies please contact  

Latipay directly.

Integration
The Latipay payment gateway allows for Chinese 
shoppers to make payments with both AliPay and 
WeChat pay through one payment system.



In an effort to build prominence as a franchise, Auckland 

couple Cathy and Hugh chose to ride the Pandora franchise 

wave in the late 2000’s. Their aim was to have more Pandora 

branches throughout Auckland, New Zealand.

As the couple began opening their franchises in the popular 

shopping areas of central and east Auckland, the size of the 

local Chinese community grew exponentially and so did the 

number of Chinese tourists, who now make up a significant 

part of their clientele.

The couple firstly decided to invest in UnionPay to better 

accommodate Chinese credit card holders but they soon 

realized that it was simply not enough after continuous 

Case Study: Pandora Franchisee, 
Auckland, New Zealand

requests for e-payment options by Chinese customers. Their 

Chinese customers would often complain about the  

inconvenience of using traditional bank transfers as their 

Pandora purchases were often for their friends or family 

members in China. 

“The situation remained where Chinese people who had 

credit cards all had e-wallets but those with e-wallets did 

not necessarily have credit cards.

This created a problem where potential customers turned 

into window shoppers until they returned in a couple of 

days with enough cash to purchase goods.

Cathy and Hugh chose to incorporate Latipay into all three 

of their franchises along with bank transfer options from 19 

of China’s main banks through one platform.It has been an efficient pre and post 
sales process and Latipay has been  
simple to use. 

Having it has attracted more customers 
as we get to offer different payment 
varieties

Cath Luo
Franchise Owner
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Feature: Europass 
EuroPass is the European leader in the implementation of Chinese digital solu-
tions. 

Their goal is to encourage Chinese travellers to experience the charm of 
European cultures through offering their clients services in Chinese social media 
as well as implementing Chinese payment systems WeChat Pay and Alipay.

• WeChat Pay & Alipay integration
• WeChat marketing services 
• Integrated tax-refund system
• Tablet & POS Integration
• European WeChat marketplace
• Manage over 100 WeChat accounts

Company Overview
Europass is a Paris based Chinese digital solutions provider 

that is compliant with the Financial Conduct Authority of the 

United Kingdom . The company’s goal is to encourage Free 

Independent Chinese Travellers (FITs) to “experience the 

charm of European cultures”.

Designed specifically for European companies and   

institutions, Europass is a communications agency as well as a 

payment solution provider that offers services in:

• Creating vertified WeChat, Weibo and QQ accounts

• Developing marketing and communication strategies for 

foreign brands to better engage with the Chinese market

• Online and in-store WeChat and Alipay payment  

integration 

WeChat Pay is ideal for costs such as 
transport and affordable luxury up to 
EURO 3,000 - 5,000.

Guillaume de Roquefeuil
Founder & CEO Europass



48

Europass has developed a unique ecosystem that is dedicated 

to developing brand awareness of cities, tourist attractions, 

institutions and retailers across Europe. 

• Mobile ticketing services 

• Geolocalisation and drive-to-store features 

• WeChat store integration for products and services

Through a number of partners, Europass ensures that brands 

are strategically promoted to the Chinese market through 

WeChat and Weibo.

• Individual travellers: 25-35 years old, digitally savvy and 

high spending customers

• In China before their trip through a network of visa  

centers, airlines and travel partners 

• Upon arrival in Europe through geolocalization at  

airports. This means that when Chinese travellers land 

in Europe, they receive a ‘push’ advertisement in their 

WeChat moments to check for special offers and mer-

chant accounts nearby

• During their trip, with a network of over 100 POIs (Points 

of information), such as tourist attractions, retailers and 

points of transport

WeChat Marketplace
Europass has developed a unique ecosystem that is dedicated 

to developing awareness of cities, tourist attractions, 

institutions and retailers across Europe. 

• Pan-European platform with WeChat-friendly locations

• Several hundred POIs referred (touristic attractions,  

retailers transportation) 

• Over 100 accounts mutualize traffic on geo-localized 

marketplace 

Payment Platform
• 1 unique platform for several mobile payment solutions 

• Works globally, in Europe, China, and throughout Asia

• Online, web and mobile payment integration solutions

• Unique merchant platform with automatic update  

integration, no user maintenance

• “Pay & Follow” for WeChat marketing activities. Please  

refer to Page 50 for more information on “Pay & Follow”.
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‘Stand Alone’ Solution
Europass offers merchants a stand alone solution option where 

customers can either :

• Scan a merchant generated QR code 

• Generate their own QR code to be scanned by the  

merchant

Quick Pay
Show their barcode or QR code on WeChat’s Quick Pay page to 

the Vendor to scan in order to pay directly. This mode applies to 

offline payment scenarios.

• Customer generates a unique QR code from their WeChat 

account wallet

• Merchant inputs the transaction amount into the backend

• Merchant scans the QR code and collects the payments 

instantly

• Merchant and customer receive payment notification

QR Code Payment
Merchant creates a unique QR code, the Chinese shopper scans 

to complete payment.

• The Merchant inputs the transaction amount into the 

backend, generating a unique QR code

• The shopper then scans the QR code generated by the 

merchant, with the scan function within WeChat

• The shopper inputs their payment password to  

complete payment

• Merchant and customer receive payment notification
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POS Integration
Europass integrates with your existing POS system, providing 

a seamless WeChat Pay and Alipay experience. 

• Consistent with operating habits with the same front-end 

system.

• Reduces the need and cost to train cashiers

Merchant Onboarding. 

• Merchant completes ‘Know your client’ form

• Merchant provides : business license, shareholders’ list,  

ID documents and settlement bank account

• Integration period: 1 - 2 weeks

Implementation
• WeChat and/or Alipay

• Stand-alone device (purchase or rent)

• POS-integration if desired 

• APP available for smartphone or tablet

Money Flow

Fees & Practicalities
• 48-hour registration process

• “Know Your Client” process to ensure the merchant is 

compliant and meets the necessary tax registration  

requirements

• 4-6 week integration for larger merchants and   

department stores

• Transaction fee is paid by the merchant and ranges be-

tween 1.6% - 1.8%

• 48-hour fund settlement delay 
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Latipay & Europass: Marketing
 
Latipay and Europass offer the use of Alipay’s ‘Discovery’ Platform which helps Chinese 
tourists overseas connect, interact and engage with overseas merchants. Both companies 
assists your business with becoming visible within the Discovery platform.

Alipay Discover
An important value-adding feature that Latipay and  

Europass offer is the use of Alipay’s Discover platform. 

Discover is an Alipay in-app platform that helps Chinese 

overseas connect, interact and meet with local  merchants.

This is specifically designed by Alipay to implement ‘push 

marketing’ to drive traffic to merchants while also   

benefiting Chinese customers by offering discounts and 

running various discount campaigns. 

These offers are done on a geo-location basis, alerting  

potential customers in the area of your business, what  

products you provide and what promotions are currently 

being offered. 

According to an Alipay spokesperson, “Alipay’s Discovery 

platform helps European retailers target Chinese users who 

travel to Europe, and enables Alipay users to connect with 

European merchants to receive merchant information and 

promotional offers”.

Heat Map Insights
Through Alipay Discover’s heat map function, Latipay 

provides merchants with unique tracking analysis of Alipay 

wallet-holders’ movements and preferred destinations. 

Please note this function is through Latipay only.

What is the cost?
Latipay: Free

Europass: €1,000 per year including page management

Through Alipay Discover, users can 
search information on over 570,000 
merchants in 381 cities  across 20 
countries.
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WeChat Pay & Alipay: Drive and 
Capture
Alipay is not only a payment solution but a powerful traffic driving tool that can help your  
business attract potential Chinese customers before and upon arrival in Scotland, combining this 
with WeChat Pays ‘Pay and Follow’ feature means that your business stays connect with the con-
sumer upon their return to China. 

An important aspect to note when integrating WeChat Pay 

and Alipay are the value-added features that both platforms 

provide their partner merchants. 

AliPay’s ‘Discovery’, as earlier described in the Payment 

Partners chapter of this report is an in-app platform that 

helps Chinese overseas connect, interact and meet with 

local merchants.

It is designed by Alipay to implement push marketing and 

drive traffic to local merchants who have integrated Alipay. 

Pre-arrival and upon arrival in their destination, Chinese 

tourists are able to see which merchants in the area have 

integrated Alipay as a payment solution, it also provides an 

overview of the products and services provided and any 

existing promotions that are being run.

In this sense, Alipay is not only a payment solution but a 

powerful traffic driving tool that can help you attract  

potential customers to your business with a small   

investment. 

WeChat Pay’s role in this process is capturing the traffic that 

comes in to the store once they make payment. WeChat 

Pay has an built-in feature that allows merchants to connect 

their Official WeChat Account to their WeChat payment 

integration solution. 

This connection means that those who make payments with 

their WeChat wallet will automatically follow your brands’ 

WeChat account. 

This feature within the WeChat ecosystem is crucial in  

capturing and maintaining ongoing engagement with  

Chinese travelers after the sale is made and they return to  

China. It enables them to receive content pushed out 

through your Official Account as well as purchase products 

through your WeChat Official Store. 

According to Chozan, a resource platform for Chinese social 

media marketers, this setting isn’t automatic and the  

settings for different payment types are different.

Note the following:

• It’s the default setting for Quick Pay.

• In-App Web-based Payment and QR Code Payment can 

only activate this function when the payment is above 

5 RMB.

• It’s only available to well-known brands if the “In-App 

Payment” method is being used.

Note that subscription accounts are not able to access this 

setting. For service accounts that have more than 500,000 

followers, the system lets users decide whether to follow or 

not, in order to avoid the potential risk of overly influential 

official accounts.
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UnionPay

Overview
Accepting UnionPay
Benefits
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UnionPay International
UnionPay is an association for China’s banking card industry, operating under the 
approval of the People’s Bank of China. 

The UnionPay acceptance network has expanded to 168 countries and regions,  
covering over 2.3 million merchants and 1.64 million ATMs outside the Chinese 
mainland

Founded on March 26, 2002, China UnionPay is an   

association for China’s banking card industry, operating  

under the approval of the People’s Bank of China. 

The UnionPay acceptance network has expanded to 168 

countries and regions, covering over 2.3 million merchants 

and 1.64 million ATMs outside the Chinese mainland.  

UnionPay International is improving its global special offer 

system to enhance cardholders’ payment experiences. 

As the UnionPay network continues to expand in the  

overseas market and the services keep improving, UnionPay 

cards have become a favorite for outbound Chinese  

travelers.

To join in the UnionPay acceptance network, overseas  

merchants (both online and offline) should firstly find out a 

local bank or a provider of payment services which has  

authorized by UnionPay International in the country (region) 

and make an application to access UnionPay Online Program 

or POS Program in terms of its business model.

• Provides bank card services and a major credit card scheme in 

mainland China

• Part of the EFTPOS network

• Larger than Visa and Mastercard in terms of transactions, 

schemes and cards issued

• Accepted in 152 countries

• Accepted at all LINK ATM’s

• 2.5% service charge

The bank or payment services provider may require the mer-

chants to provide specific information such as company  

registration information, principles information, bank  

account details, business turnover etc. 

Once the application has been approved by the bank or  

payment services provider, the merchant will be authorized 

to access UnionPay Online Program. There is no standard 

commission fee for each vendor, the local partner of  

UnionPay will provide customized charging standards.

Partners
UnionPay International has partnered with financial  

institutions worldwide including BBVA, Barclays, Stefi, SIX, 

Societe Generale, Trionis, WorldPay and BS Card-Service to 

name a few.
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There are over 2.3 million merchants worldwide that accept 

UnionPay cards, in fact in the United States close to all ATM’s 

accept UnionPay cards for cash withdrawals, and 

approximately 80% of merchants accept the payment 

system.

Since 2009, UnionPay cardholders have been able to  

withdraw cash from the LINK network’s 70,000 ATM’s, close 

to every ATM in the United Kingdom.

It is important to note that as of 2015, annual withdrawals 

per person were capped at 11,600 (GBP) to minimize  

capital flows out of China.

The benefits in using UnionPay are wide, there are no 

commission fees or transactions limit, hence resulting in 

UnionPay becoming highly popular with high end retailers 

and service providers. These merchants were among some 

of the first to adopt the UnionPay system.

In terms of point of sale systems, there are numerous 

providers in the United Kingdom who are now integrating 

UnionPay into their enterprise payment solution packages. 

In the case where your business does not already support 

UnionPay payment, contact the UnionPay international 

office directly at https://www.unionpayintl.com/en/.

The process is quick and streamlined meaning your  

merchant account can be verified in as little as 48 hours.

Download an application form from the UnionPay Global 

website and fill out the necessary information. Upon sub-

mission at a Chinese bank branch or through the UnionPay 

Global  internet portal your account will be set up and 

verified meaning that your business will be able to accept all  

UnionPay cards. 

According to GlobalPay Ltd, “Once the customer has 

purchased a product, the Point of Sale terminal captures 

the customer’s data and sends it to the relevant banking 

acquirer to obtain permission from the customer’s bank to 

authorize payment to the merchant. Once the transaction 

is authorized, the message to proceed with the transaction 

is relayed back to the merchant. The merchant’s account is 

credited with the purchase amount.”

UnionPay also provides on-site payment acceptance  

training, decals, customized brochures and various promo-

tional items upon request. 

Accepting UnionPay
If your current merchant bank offers UnionPay, it can be as 

straightforward as downloading the most recent software 

to your existing payment terminal. 

Alternatively you may partner with a local payment  

intermediary that can install their application/system on 

your existing device or terminal. Further details on service 

providers that offer this integration are outlined in this 

chapter.
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Contact the UnionPay Cooperative Acquirer in your region 

to obtain further details on whether you are able to  

integrate UnionPay Card acceptance. 

UnionPay has existing partnerships with the following 

banks in the United Kingdom. 

• UK • WorldPay UK Ltd.  

• HSBC Merchant Services LLP 

• Bank of China (UK) Ltd. 

• B+S Card Service GMBH 

• Barclays Bank Plc

Customer Benefits
Currency conversion through an intermediary is not  

necessary, therefore no fee is charged to the customer. The 

UnionPay system mitigates any exchange rate risk for  

Chinese travelers by allowing settlements in RMB.

Merchant Benefits
The more flexibility that your business offers Chinese 

tourists in terms of payment options, the increased chances 

of increased spending and ‘spontaneous purchases’. 

UnionPay still remains an attractive payment method at POS 

and EFTPOS terminals, especially among older travellers 

who are less accustomed to using digital payment solutions.

What are the fees?
 The 1% - 2% currency conversion fees are exempt when 

using UnionPay cards overseas or withdrawing cash via the 

UnionPay Global Network. There is however, a low 

commission fee charged for ATM cash withdrawals with 

debit cards.

Who accepts UnionPay?
A wide range of merchants in the United Kingdom now 

offer UnionPay. This includes but is not limited to the 

following:  

• The Balmoral Hotel, Edinburgh

• The British Museum, London

• Cardhu Distillery, Moray

• Cardiff Castle, Cardiff

• The London Eye, London

• Marriott Park Lane, London

• National Museum of Scotland, Edinburgh

• National Museum Cardiff, Cardiff

• Selfridges, London
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UnionPay Tax Refund
UnionPay International cooperates with  Beijing United 

Money Co., Ltd. (hereinafter referred to as United Money).

 In a press release by UnionPay International, cardholders 

who shopped in Europe can claim a tax refund upon 

returning to China with UnionPay cards (card number start-

ing with 62). 

On average the refund will be processed into the 

cardholders account in three (3) working days. 

Both UnionPay debit cards and credit cards are supported.

The overseas tax refund scheme is in cooperation with tax 

refund solution providers Global Blue, Premier Tax Free, Tax 

and GB Tax Free.

UnionPay & Global Blue
Global Blue’s partners are now able to offer early refund 

services to global UnionPay cardholders.

 As of March 2017, Global Blue announced the launched 

services, offering UnionPay cardholders greater flexibility in 

terms of when and how they receive their VAT refunds while 

shopping, this includes both direct credit and early cash 

refunds. 

The new service enables merchants affiliated with Global 

Blue to offer customs VAT refunds upon making purchases 

before they are validated by Customs. 

According to Global Blue the UnionPay tax-refund options 

provided to customers include:

• In-Store Early Cash Refunding: Available to participating 

retailers, this option enables customers to secure a cash 

payment from a refund counter before leaving the store 

itself.

• In-Store UnionPay Refunding: Shoppers can chose to 

have VAT refunds transferred directly to their account 

the next working day, or deducted directly during the 

sale.

• Downtown Cash Refunding: In selected countries, 

travellers can shop more by getting early cash credit 

from a Global Blue Downtown Refund point, using their 

UnionPay credit cards as a guarantee.

• Airport UnionPay Refunding: For customers who prefer 

to get a refund in person, refunds to UnionPay   

cardholders are still available at the airport.

Shopper Benefits
The ability to claim refunds direct to the cardholders 

account significantly streamlines the entire refund process, 

which as outlined in the Tax-free Shopping chapter of this 

report, is often described as difficult and lengthy process.

Travellers are no longer required to queue for refunds at the 

airport, and those that wish to claim refunds from cash  

refund points can shop and spend more before departing.

UnionPay overseas tax refund volume 
grew by over 80% in the first half of 
2017.



58

WeChat Pay 
Alipay

WeChat Pay & Alipay 
Partnership



QR Code Payment
Merchant creates a unique QR code, the Chinese shopper 

scans to complete payment.

• The Merchant inputs the transaction amount into the 

backend, generating a unique QR code

• The shopper then scans the QR code generated by the 

merchant, with the scan function within WeChat

• The shopper inputs their payment password to  

complete payment

• Merchant and customer receive payment notification

Quick Pay
The Chinese Payer shows their barcode or QR code on 

WeChat’s Quick Pay page to the Vendor to scan in order to 

pay directly. This mode applies to offline payment scenarios.

• Customer generates a unique QR code from their 

WeChat account wallet

• Merchant inputs the transaction amount into the back-

end

• Merchant scans the QR code and collects the payments 

instantly

• Merchant and customer receive payment notification

WeChat Pay Integration Solutions
WeChat Pay offers a range of integration options to best suite your business ranging 
from Quick Pay Barcode payment to in-APP Web Payments. 



In-App Payment 
In-App payment also refers to a mobile-based payment in 

which the Vendor accesses the WeChat payment module in 

their mobile-based app to pay for transactions.

• The shopper then scans the QR code generated by the 

merchant, with the scan function within WeChat

• The shopper inputs their payment password to  

complete payment.

• Merchant and customer receive payment notification.

In-App Web Payment
The Chinese Payer opens the Vendor’s HTML5 page on their 

WeChat and connects to the WeChat payment interface.

This mode is applicable in the following scenarios:

• The Chinese payer enters the Vendor’s official WeChat  

account and completes their payment on the checkout 

page;

• The payer scans the payment QR Code displayed within 

the Vendor’s page and opens it in a browser to com-

plete their payment.

Payment Partners 
Local payment partners offer not 
only the payment integration 
options outlined above, but an array 
of customized solutions and  
add-on benefits to better suit your  
businesses needs. For further   
information please refer to the  
Payment Partners section of this 
report.
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Settlement & Fees
What currencies does Wechat Pay cover?

WeChat Pay supports major currencies including but not  

limited to GBP, HKD, USD, JPY, CAD, AUD, EUR, NZD, KRW. 

How is exchange rate determined?

The spot exchange rate is provided by partner settlement 

banks such as China Construction Bank or China Citic Bank 

for cross-border payment services.

When a buyer purchases a product from an overseas vendor, 

this spot exchange rate will be used to convert the foreign 

currency into CNY. 

The converted CNY amount will then be deducted from the 

buyer’s account after confirming the transaction in WeChat 

Pay.

How is payment settled?

Upon completing the payment, the funds are allocated to a 

partner settlement bank for currency exchange, the funds 

are withdrawn from the buyers account instantly.

WeChat Pay will purchase foreign currency T+1 day according 

to the daily spot rate provided by the settlement bank. 

Once the vendors turnover amounts to USD 5,000, WeChat 

will transfer funds to the merchants receiving bank.

Who will be charged?

WeChat Pay will pay the remittance fee for the settlement 

banks. WeChat Pay is not responsible for any fee charged by 

the intermediary or receiving bank.

Merchants have the option to directly set-up a WeChat 

cross-border account directly through WeChat parent 

company, Tencent Holdings Ltd, however this is only  

recommended for large corporations.

To cooperate with Tencent directly, merchants must follow 

the following process.

1. Submit Application http://global.tenpay.com/

2. Qualification

The verification procedure can take up to 15 business days. 

Once successful, the vendor will be advised their account 

information by email.

3. Agreement

Signed agreement upon confirmation of verification

4. Get Started with WeChat Pay

Technical integration
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Barcode Payment
The barcode payment solution provides the way to pay 

for an order by scanning the unique barcode on the 

customer’s phone. 

The merchant scans the customer’s Alipay barcode or 

QR code to collect funds.

How does it work?
1. Customer approaches counter to complete  

payment for goods, opens the Alipay app and   

selects the ’Payment’ option, exposing a unique 

barcode. 

2. Merchant places order details in the electronic cash 

register terminal then scans the customer’s Alipay 

QR code/barcode using the scanner or terminal 

3. System sends payment request to Alipay for 

authorization

4. Transaction is processed by Alipay,    

customer receives a text message confirming  

payment details and Alipay notified the   

merchant. 

Alipay Integration Solutions
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QR Code Payment
A merchant can use a static QR code to represent their 

cashier account. 

The required data is then extracted from the black 

square pattern, as shown to the right.

How does it work?
1. Merchant requests a QR code from Alipay;

2. Alipay generates a unique merchant QR code and 

returns to merchant;

3. The customer scans the QR code, input the payment 

amount and confirms payment;

4. The Alipay system sends a notification to the mer-

chant’s server.

5. At same time, the Alipay system sends a notification 

to the customer.

Transaction QR Code
Payment
The Transaction QR Code Payment solution is making

use of the dynamically produced QR code that is  

produced within Alipay to represent a transaction. The 

merchant is responsible for creating the Transaction QR 

code. 

To provide such a payment service, the merchant needs 

to integrate with Alipay system through the interfaces 

that have been developed for this system.

In terms of how this solution functions, the customer 

does not need to input the transaction amount and is 

only required to scan the generated QR code to com-

plete the payment.

It is important to note that as of April 1st 2018 a RMB 500 

cap per transaction . This shift in regulation is due to 

security concerns that have arisen around malicious/scam 

QR codes.
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How does it work?
1. Customer requests to purchase items from merchant

2. The merchant places an order  in the Electronic Cash 

Register (ECR Terminal) for the desired items

3. The ECR system will send a request to the merchants  

system integrator to create an order;

4. The merchant’s system will transmit the request to  

Alipay;

5. A response from Alipay containing URL links to QR codes 

of different sizes is sent to the merchant;

6. The merchant selects the desired QR code, thus  

connecting it to the ECR terminal; 

7. The ECR Terminal displays the QR code on the screen for 

the customer to scan and complete payment;

8. The Alipay system sends a notification to the ECR  

Terminal via the merchant system if the payment is  

successful.     

Website & App Payment
The customer scans the merchant’s unique Alipay QR 

code upon checking out on the merchant’s website or 

within the merchant’s third party application.

How does it work?
1. The user clicks the payment/checkout button, to make 

payment with Alipay on the merchant website or  

application

2. The user is then directed to the Alipay site to login and  

complete the payment with Alipay.

3. Once the payment is confirmed, the user will be  

redirected back to the merchant site with the payment 

result. 

4. A notification will be sent to the merchant with the  

payment result. 
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Tax-free Shopping

Overview
Tax Free Shopping Agents
Feature: Global Blue
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Tax-Free Shopping 
Overview
Tax-free shopping (TFS) is the purchasing of goods in a foreign country and 
obtaining a refund of the incurred sales tax which has been collected by the 
retailer of those goods. 

In the United Kingdom, Value Added Tax (VAT) is charged on 

an array of goods and services. Travellers who are leaving the 

European Union may qualify for what is known as Tax free 

shopping, allowing them to get a VAT refund on goods  

purchased to take home (this is not applicable for services).

Travellers that qualify for tax-free shopping must be able to 

prove this to the shop assistant and to customs upon leaving 

the UK. This can be achieved by showing their passport, visa 

or other documents to prove their non-EU residency.

The Industry, Trends and
Predictions
As negotiations surrounding Brexit continue to gather pace, 

experts have expressed some concerns around the Euro,  

Dollar and Pound moving into 2018. 

It is expected that even a moderate weakening in the Euro 

should serve to continue to enhance overall tourism and tax 

free shopping prospects in Europe.

Improved economic and political environments in   

(traditionally) top shopper markets China and Russia over the 

past year have seen visitors rediscover the UK as a destination, 

helping boost visitor spend for the year to date.

Guidelines
• VAT rate: 20%

• Decided by retailer when to offer, generally £50-£100 

• Check HM Revenue & Customs for a list of VAT Rates



Following the devaluation of the yuan, China’s   

economic position strengthened towards the second half of 

2017. Golden Week and CNY celebrations in the UK helped 

boost Chinese spending significantly in February by +103%, 

year-on-year. China has maintained its position as holding 

the biggest share of the UK international tax-free spending 

market and average spend per transaction, £922 ($1152),  

increased by 24%.

The tourist industry is already hugely important for the UK, 

accounting for around 9% of the whole of the UK’s GDP, with 

a value of £126.9bn, £24.2bn of which is generated by in-

bound tourism.

Who qualifies?
• Visit  the UK but live outside the EU and are going 

back home
• Are an EU resident leaving the EU for 12 months or 

more
• Are a non-EU resident but work or study in the UK 

and are leaving the EU for 12 months or more

Over the coming months, Global Blue will be discussing its 

manifesto with government, retailers and airports, agreeing 

on practical ways of improving every part of the customer  

experience so tourists are encouraged to spend more and  

return to the UK again and again.

Global Blue Manager Director of UK and Ireland, Gordon Clark 

said  “Working together, we can revolutionize tax-free  

shopping in the UK and create a system which is ultimately 

good for consumers, good for retailers and good for the British 

economy.”

A core focus of Global Blue is 
enhancing the United Kingdom’s 
attraction among Chinese 
outbound tourists. 
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VAT Retail Export 
Scheme
Often advertised by retailers as ‘Tax Free Shopping”, the 

VAT Retail Export Scheme allows those from outside the EU 

to claim a refund on VAT they have been charged upon  

buying goods when visiting the United Kingdom.

The scheme is entirely voluntary for retailers, they also have 

the flexibility to choose when to offer it. This is usually done 

through a minimum sale amount or through certain goods 

only.

To qualify for a VAT refund, tourists must spend a minimum 

amount which varies between retailers. Upon completing 

the sales process, foreign shoppers can request the  

merchant to provide them with a refund form.

Customers are charged a fee at the airport counter for cash 

refunds. Often there will be no fee for credit card or debit 

card refunds, however complaints have arisen that refunds 

do not get processed into their bank account upon returning 

home.

Companies including Travelex, International Currency  

Exchange and Moneycorp have partnered with refund  

operators such as Global Blue to assist with processing  

refunds and the handling of currency exchanges.

A Complex System
Tourism experts and overseas visitors from China have  

criticized the UK’s tax-refund system for being too complex 

and time-consuming to the extent where it threatens to  

impact the United Kingdom’s future of becoming a major 

global shopping destination. 

In an article published by state-owned Chinese media outlet 

the China Daily, according to Yangjing who is a lecturer on  

tourism development at the University of Surrey, “The poor 

VAT refund experience, as well as hidden fees, certainly  

decreases Chinese travelers’ satisfaction about their UK  

travel and lowers the UK image as a destination.”

• Chinese shoppers account for 26% of the tax free 

shopping market in the United Kingdom last year.

• Tax free sales turnover from Chinese shoppers  

increased +27% year to date in 2017.



69

Success or failure in 
business is caused more 
by the mental attitude 
even than by mental 
capacities.

“I’m very confused by the different rates charged by the 
retailer and the VAT refund operators”

“I had the experience of not receiving money from a card 
refund, and I couldn’t do much about it when I returned to 
China.”

Qian Sujia, a frequent visitor to the UK from Hangzhou, China Daily

I was appalled that those who want a refund in sterling are 
asked to take out every single item they have purchased 
to be checked, while those who want a foreign currency 
don’t. That is a clear indication that a sterling refund is 
discouraged, as the currency conversion rate at the refund 
booth is much lower than on the high street.

Lei Yamin, a Chinese tourist from Zhejiang, China Daily
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Traditional Refund Process
As a merchant you must follow this checklist to assist 

your customer in completing a VAT refund. Their  

permanent address must be outside the EU - see the list 

of Non-EU territories

• Their passport or identity number

• The name of the country that issued their passport or 

identity number

• Details of a bank or credit card account - for their refund

• The date they arrived in the EU

• The date they plan to leave the EU

• They must also sign and date the form

Fill in the form and authorize the till receipt

Complete the retailer’s section of the form, and:

• Give a full and accurate description of the goods, price, 

administration charge and the refund due

• Sign and date the form

• Mark the till receipt to show that the goods have been 

included on a VAT refund form, for example, stamp the 

form ‘VAT export’

Then give your customer a:

• Pre-paid envelope to return the refund form

• Copy of VAT Notice 704/1: tax-free shopping in the UK

Remind your customer that when they leave the EU, they’ll 

need to show customs their:

• Goods

• Receipt

• VAT refund form

For more information please visit https://www.gov.uk
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Tax Free Shopping Agents
The traditional VAT refund process can be time consuming  and exhausting for consumers. 

To overcome this hurdle there are a number of agencies that specialize in facilitating VAT  

refunds. These agencies work with merchants to streamline the VAT refund process.

If your business cooperates with a VAT refund agency, your 

customers will follow the standard purchase and customs 

paperwork process as mentioned previously, however upon 

passing customs and having the paperwork authorized, they 

must seek the agencies office/desk to help process the  

refund.

These storefronts are often located in international departure 

terminals of airports, at ship and ferry terminals, while some 

operate downtown offices. 

Cash, cheque or credit card refunds are the general choices, 

keep in mind that agencies may charge up to 30% of the  

refund amount as a fee for their services. 

The Benefits
• Increased profit as a portion of the VAT is returned to the 

merchant

• Simple refund process for customers

• Reporting and data analysis 

• In-store training 

• Online and offline marketing

• Online and offline marketing opportunities 

Major Tax Free Shopping Providers and 
Currency Exchange Agents
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Feature: Global Blue
In 2017 Global Blue extended its in-store Fast Refund service to Chinese Alipay users, 
allowing Alipay account holders to receive a VAT refund real-time in-store onto their 
personal AliPay account. A move that separated Global Blue from other players in the 
market. 

Key Figures 
• 1,800 employees
• (€) 21 billion sales in store
• 30 million tax-free transactions
• 12 million currency conversions
• 300,000 merchants 
• 9 million SHOP magazines
• 15 million SHOP website visits

Company Overview
Global Blue is a provider of tax-free shopping and currency 

processing services, the objective of the company is to  

create value for their business partners while offering the best 

retail experiences for ‘Globe Shoppers’, a term 

manifested in to describe the market segment of those who 

“consider shopping as a fundamental part of their travel  

experience”.

Headquartered in Switzerland, the firm was founded over 35 

years ago and now employs approximately 1,800 people in 

51 countries offering services to 300,000 merchants  

including retailers, hotels, restaurants and banks. It has since  

become a market leader in providing a wide range of services 

including:

• Dynamic currency conversion

• Marketing services

• Point-of-sale technology

• Retail staff education

• Customer intelligence

Global Blue is one of the founders of the UK China Visitor  

Alliance (UKVCA), the objective of the organization is to work 

with governments to significantly grow the number of  

Chinese visitors to the UK. Since the UKVCA was founded, the 

number of UK visitor visas issued in China increased by 152%.

Partners
Global Blue has an expansive global network of Tax Free  

Shopping and Dynamic Currency Conversion partners 

throughout the world the operate in a wide-range of  

industries ranging from large multi-national retail outlets to 

small to medium enterprises.

70% 
of Chinese travellers in the UK choose 
to claim their VAT refunds upon  
departure.
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Success or failure in 
business is caused more 
by the mental attitude 
even than by mental 
capacities.

Global Blue’s early refund services have proven to be a 
highly effective tool for retailers looking to attract and retain 
Globe Shoppers and we are delighted to be the first to offer 
them to Alipay users. 

China remains the most valuable origin market for the Tax 
Free Shopping industry and Global Blue is committed to 
offering the widest possible range of refund options to 
Chinese Globe

Tomas Mostany, Senior Vice President, Tax Free Shopping at Global Blue
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Issuing Solutions
Global Blue offers a wide range of different systems for print-

ing Tax Free Forms - these are referred to as issuing solutions. 

Please see below a snapshot of some of the solutions  

provided.

Web/PC-based systems
• Click and set up

• Intuitive user interface

• Instant issuing

• Refund tracker

• Use of existing hardware

Mobile Solution
• Built-in camera to scan documents

• Downloadable through app store

• Native support for thermal printers

Terminals 
• Integration of payment and Dynamic Currency   

Conversion functions

• Wi-Fi, 3G, Bluetooth and Ethernet

• Flexible connection options

POS Integration
• Full Point of Sale integration for automated capture of 

transaction information

• Customized flow 

TFS Process
Global blue facilitates the VAT tax refund process between 

Merchants, Globe Shoppers and Tax Authorities. 

Issuing of tax free form 
in-store 
• Shopper pays for goods, VAT inclusive

• Merchant issues a Global Blue Tax Free Form

Tax Free Form Validation
• Shoppers has the VAT refund form validated 

by customs 

Refund payment
• Shoppers has the VAT refund form validated 

by customs 

Refund Locations
Global blue offers an extensive range of refund locations 

throughout their network. For shoppers that are based in 

Scotland wanting to get a tax refund on Global Blue  

purchases the refund point can be found in downtown  

Edinburgh at the following address:

Fexco Money Exchange

Waverly Mall Shopping Centre

3-29 Prince Street

Edinburgh EH11BQ
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Real-time Refund
Global Blue have a particularly long-standing relationship 

with Alipay and have been working together since 2014 

across  9 European countries providing tax refunds to  

Chinese tourists. 

In February 2017 Global Blue and Alipay launched what has 

been called ‘real-time refunds’ for Chinese travellers using  

Alipay. Historically, Alipay refunds have taken between 5-10 

days  to process, the new technology is the first of its kind in 

terms of real-time digital refunds.

The service refunds VAT amounts directly into the shoppers 

personal Alipay account, instantly following electronic  

approvals at Global Blue’s counters in airports.

 According to Global Blue the real-time Alipay refund process 

is as follows: 

1. Chinese traveller makes purchase at Global Blue partner 

merchant and completes their tax-free form.

2. Traveller presents the refund operator with an Alipay 

generated QR code on their smartphone to the tax  

refund operator 

3. Operator scans the QR code, confirms the refund amount 

and approvals payment directly to their Alipay account

Digital Partnership
In June 2017, Global Blue acquired a stake in European WeChat 

payment specialist Europass. The move is part of the  

company’s push on focusing on the Chinese market, while 

aiming to offer merchant partners a range of payment and 

refund services to help them attract and engage with Chinese 

travellers.

Europass’ mobile payment solution allows Chinese travellers 

to use Wechat and Alipay to pay for transactions while in  

Europe. 

The exclusive partnership with Global Blue will allow tax  

refunds from transactions to be paid directly to the Chinese 

travellers WeChat and Alipay Wallets. 

In conjunction with this,  Global Blue will introduce its  

retailers to the Europass payment solution which allows 

businesses to facilitate WeChat and Alipay payments through 

tablet or POS integration.

Digital Tax-free Refund: Global 
Blue & EuroPass

Zero setup cost for the merchant and 
no  charge for using the Alipay refund 
service.

Since taking a stake in digital multi-payment platform provider, Europass, 
Global Blue secured a tax-free shopping industry first by offering refunds via Alipay.  It is 
expected that this service will be extended to WeChat Pay in 2018.
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4. Shopper then receives a real-time notification from  

Alipay confirming that the refund has been successful

5. The shopper receives a notification to confirm the  

payment has been successfully processed 

6. Merchant staff then issues the tax free form 

7. Traveller must validate the purchase at Airport Customs 

and return the form to Global Blue within 21 days. 

In-store Refund
As of December 2017, Global Blue began offering a new  

refund option directly in-store for Chinese Alipay account 

holders, just in time for the lead-up to Chinese New Year.

The system, through a partnership with Europass, allows 

Chinese shoppers to receive their VAT refund real-time  

in-store whereby the refund is transferred directly onto their 

Alipay account.

According to Global Blue, “Thanks to a straightforward  

process, once the Chinese shopper has completed their Tax 

Free Form, they simply have to present the refund operator 

from a Global Blue counter with the QR code generated by 

the Alipay app on their smartphone. 

Once the refund operator has scanned the QR code and con-

firmed the refund amount, the shopper will receive a  

real-time notification to confirm the refund payment was 

successfully delivered to their Alipay account”.

The Alipay refund system is exclusively available through 

Global Blue, this solutions offers significant benefits to  

Chinese travellers through the UK and Europe, of which 70% 

currently choose to claim their VAT refunds upon departure 

at the airport.

Global Blue CEO Jacques Stern stated: “Chinese Globe Shop-

pers are vital to the retail industry worldwide. WeChat is the 

number one social network in China and [an] increasingly 

important player in the global payments space, so it is a  

natural platform for [us] to focus on.”

Strong immediate growth plans in the 
United Kingdom and other European 
countries.

Global Blue blue plans to launch Mobile 
Customer Care, a service tool that will 
offer real-time support through WeChat.
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Process
According to Global Blue the in-store Fast Refund on Alipay 

Wallets is a quick and easy process:

1. Merchant staff scan the Alipay QR code generated by the 

shopper’s smartphone

2. A refund payment is trigged to the shopper’s Alipay  

account 

3. The shopper receives a notification to confirm the  

payment has been successfully processed 

4. Merchant staff then issues the tax free form 

5. Traveller must validate the purchase at Airport Customs 

and return the form to Global Blue within 21 days 

This system has been advocated as a gateway for merchants 

to providing a more efficient tax free experience for  

customers. It also allows your customers to enjoy increased 

spending power in store. 

Currently the Alipay refund is being tested in luxury stores 

throughout Europe in locations such as Vienna, Rome and 

Madrid.

Global Blue plans to launch Mobile 
Customer Care, a service tool that will 
offer real-time support through WeChat.



Marketing: SHOP 
SHOP is Global Blue’s marketing platform that offers a range 

of additional services to help their merchant partners better 

engage with and influence travellers at the planning stage of 

the trip through to their chosen shopping destination.

The focus of SHOP is to provide information on shopping 

destinations worldwide, giving insight into trending brands 

and products. The service has since expanded in recent years 

to offer the following services to Global Blue partners. 

• 81 magazines published per annum, with 3.2 million  

circulation

• 58 bespoke and brand-specific publications produced 

per annum, with 700,000 circulation

• 218 maps produced per annum, with 3.8 million  

circulation

• 14.8 million visitors to globalblue.com per annum,  

serving 50+ million page views

• 44 city destinations presented

• 6 different languages

Download the Global Blue SHOP TAX FREE Application by 

scanning the QR code below!

The SHOP TAX FREE application  developed by Global Blue is 

an intuitive platform that is described as ‘the best in class’ tax 

free shopping companion. It has sophisticated mapping  

technology and has a comprehensive range of tools for  

travellers to use to help them manage the tax refund process. 

• Track refunds instantly to assess how much they are  

saving

• Find favorite brands and stores that offer tax free  

shopping

• Calculate savings that can be made on purchases

• Autofill of digital tax free forms 

• Access tax free shopping regulations and information

• Locate the most convenient refund locations in the city 

or airport
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Overview
Chinese payments Solutions have become influential in three 
main ways.

1. In-store purchases abroad 

2. Bookings on platforms outside of China

3. Cross-border Ecommerce 

In this chapter we will look at how businesses can benefit 

from cross-border Ecommerce and the risk-averse options 

that it can present for selling product into the China market.
 

What is cross-border 
social commerce?
Cross-border Social commerce is unique to the Chinese  

market in that the major social platforms and in particular 

WeChat have cross-border commerce capabilities given their 

WeChat pay and/or Alipay functionality. 

Over the last 8 years, parallel imports (daigous) have thrived 

on these platforms and it is only recently that a lot of brands 

have started to realize their true potential. 

What is a daigou? Daigous, or shopping agents can be  

anyone based overseas who shops for goods based on a Chi-

nese customer’s shopping list and ships the goods to China.

It is a channel of commerce between mainland Chinese  

buyers and overseas professional shoppers, sometimes 

referred to as the “grey market”.

Platforms such as WeChat and Weibo help connect 

Daigou  with their customers, even to the point where the 

two parties hold live chats inside supermarkets and stores. 

Social Commerce payment on WeChat have been growing 

substantially year-on-year as WeChat shops and branded  

official accounts continue to gain both influence and  

traction. Although only a very small part of overall   

cross-border Ecommerce in comparison to other platforms 

such as Kaola, Tmall Global, JD Worldwide and VIP.com. 

The main advantages of WeChat commerce are that it is  

substantially cheaper to set up and has a high growth rate. 

The process in which the payment is settled is very   

similar to in-store Chinese payment solutions in that 

money is moved from the Chinese consumer’s bank  

account through a payment intermediary and then set-

tled in local currency
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The Cycle
1. Chinese tourist arrives in Scotland and through Alipay 

and WeChat pay advertising is drawn to the brand store 

or site.

2. The Chinese tourist will then look to pay using WeChat 

pay. The brand will have installed a system that means 

that in order to pay the Chinese consumer will have to 

click through and join the brand’s WeChat account. 

3. Once payment is complete and the Consumer has  

returned to China, they will be engaged with the brand 

through the account messaging. 

4. The brand can then establish a WeChat store in the  

account that will offer the same products to the Chinese 

consumer cross-border. 

5. The consumer will then be able to use WeChat pay to 

continue to buy these products from within China, 

spreading the message to friends and increasing sales 

into the market. 

6. Friends, family and associates of the initial tourist that 

has been buying product on social commerce into  

China may, when then visiting Scotland, visit the offline 

store and the cycle continues.

The importance of the above approach is that it achieves the 

following:

1. Presents in-store WeChat pay with a strong marketing 

potential rather than purely a shopper- convenience.

2. It will help build brand awareness with Chinese  

consumers before they have set foot in the market. 

Advantages
• No need to setup a legal entity in China

• No need for an import agent

• The brand has full control of the process

• Inexpensive start-up costs

• A great way to test the product in market

Disadvantages
• The shipping cost can be high if the direct 

mail option is used 

• WeChat shops generally have limited sales
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Cross-border payments 
for Ecommerce
WeChat pay and Alipay can both be used for these payments 

and there is usually a 3% transaction fee. The money can be 

received directly from overseas and settled in UK in GBP. 

The process in which the payment is settled is very similar to 

in-store Chinese payment solutions in that money is moved 

from the Chinese consumer’s bank account through a  

payment intermediary and then settled in local currency, the 

only difference being that the consumer isn’t in Scotland at 

the time of purchase.

 

Getting Started
There are a few steps that brands have to go through when 

setting up their cross-border WeChat store.

1. Need to set-up a personal account and an official WeChat 

account. 

2. You will need to verify the account, this can be done 

through Tencent or through working with a company 

in China that has a business license and can host your 

account.

3. You could design a mini-app or your own HTML5 and 

then link on a payment intermediary or you could find 

an agent that have already developed their own  

cross-border store template, many of which are in   

English.

4. The next step would be implementing the account into 

the WeChat official account. 

5. Setting up the logistics is important and also depends 

on whether you will be sending product through direct 

mail or through the free trade zones. Free trade zones 

are special economic areas where goods can be  

imported from overseas, handled, exported with direct  

intervention from Customs, as defined by China Briefing,

6. Finally you will need to find a digital agency that is able 

to create a strong H5 account functionality and also have 

the capability of driving traffic to your store. 

Agents such as WalkTheChat have designed template stores 

that have integrated Chinese payment intermediaries that  

allow Chinese consumers to purchase the product in China 

and of the payment to then be settled in GBP.

The cost of using their platform is often inexpensive and can 

be helpful for getting the right tips and advice for setting up 

their store. 

Given that the backend is also in English, this is a further  

bonus for brands running the account from abroad. Next you 

would need to ensure that the logistics are in place as this is 

not something that the platform can provide. 

Please see on the following page what platforms can accept 

cross-border payments.
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Payment Providers 
If you decide to choose or design your own shop inside 

WeChat that does not automatically link up to payment  

intermediary then you can also contact one of the providers 

listed in the guide that have Ecommerce capabilities and are 

able to integrate their payment solution.

Host Your Account
Verifying your WeChat account is important in China as it tells 

consumers that your brand is the actual brand and instills 

more trust. If you don’t have a Chinese Business Entity then 

there are two ways that you could verify the account:

1. Register through Tencent for an international account, 

although this limits functionality, takes a long time to 

set-up and costs.

2. Another method is to allow a trusted business to host 

your account and that way it takes about 5 business days 

and there are no costs involved. The only limitation with 

this option is that verification is only guaranteed for 

one year and if the regulations were to change then the 

brand could lose verification the next year round.  

However, verifying the account under a third-party is 

currently an ideal solution for brands in market given the 

added functionality and WeChat payment integration 

capabilities.

As of March this year Tencent (parent company of WeChat) 

began allowing companies the ability to transfer WeChat  

Official Account followers, meaning that once your brand has 

established an entity in China, RedFern is able to transfer  

account followers and article drafts from one company to  

another.
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Shipment
There are two models for shipping your product into China 

depending on variables such as weight, price, product type 

and chosen logistic solution:

1. DIRECT MAIL - if products are light, of high value and not 

too large then Direct mail can work as a good method 

especially when first opening the store and testing the 

market. 

2. STORE PRODUCT IN THE FREE TRADE ZONES –   

If products are food & beverage, heavy or inexpensive 

then shipping the products to a Free trade Zone  

becomes much more cost effective. 

Generating Traffic
Given the generally hidden nature of official WeChat  

accounts it is important that brands then look at how they 

can divert traffic to their shop, there are a number of ways in 

which this can be done:

1. Organically – This involves going out to groups, looking 

for online digital partners, placing QR codes on  

marketing materials and other creative assets. 

2. Offline – This would be from in-store payments.  

This would be a key method for Scottish brands that  

already have Chinese payment solutions on-site. 

3. Key Opinion leaders 

4. Paid advertising

Source: Walkthechat

Case Study: SaSa HK
There are two models for shipping your product into Chi-

na. Sasa is a Hong Kong based cosmetic retail platform that 

focuses on selling branded goods at discounted prices. The 

companies WeChat offers a range of sales options for shop-

pers including flash sales and final sales.

Payments from Chinese customers is accepted with WeChat 

cross-border payment. 
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The Big Picture
Throughout the guide we have discussed different payment 

solutions, their benefits and limitations and why it is  

important for brands to integrate them into their business. 

Chinese payment solutions offer a convenient service for  

Chinese consumers in market also helps drive traffic to offline 

retail sites. 

For retail brands it is also of importance because it is often 

a first step for them into the market. Please see the below 

recommended steps into market for risk-averse businesses:

1. STEP 1 – Set up WeChat payment in store  - Start by  

setting up WeChat payment in-store. 

2. STEP 2- Set up a WeChat account - Set up a WeChat  

account and then integrate the payment system into the 

account with a click-through and pay feature. This is  

crucial as it makes one of the steps of payment being 

that the consumer has to follow the account. 

3. STEP 3 – Set up a WeChat Store - Once the account has 

gained some traction and has acquired a relative  

number of followers, work with an agency to develop 

strong content and to help with reaching out to the ide-

al Key Opinion Leaders for the category which will help 

drive traffic. 

4. STEP 4 – Full China Market Entry - Once you have start-

ed to see strong performance sales through the WeChat 

store you can look to enter the market in a full capacity 

knowing that your brand has already built awareness in 

market. 

Case Studies: 
Walkthechat
WALKTHECHAT is a WeChat cross-border platform that helps 

small businesses to sell to the China market. They are also a 

knowledge base for brands wanting to know more about the 

power of Social commerce through WeChat. 

The main features of their platform are that it allows brands 

to sell cross-border, has an integrated Chinese payment  

solution and has a well design backend in English. Their  

platform is also one of the most inexpensive to choose from 

and they even offer a free trial. 



86

Destination Solutions

Destination Marketing
WeChat Mini Programs
CityExperience
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Destination Marketing
Destination Marketing is a form of marketing that promotes a particular  
destination (town, city or region) with the primary objective of increasing the 
economic impact of inbound tourism.

At the end of 2017, WeChat showcased 
the ‘CityExperience’ Mini Program 
through partnerships with Tourism Aus-
tralia, Dubai Tourism and VisitBritain.

Destination Marketing
Destination Marketing is a form of marketing that promotes a 

particular destination (town, city or region) with the  

primary objective of increasing the economic impact of  

inbound tourism. This form of marketing is managed  

generally by a regional Tourism Bureau, or a specialized  

Destination Marketing Organization.

In an effort to develop and enhance the attractiveness of their 

region a number of cities throughout the globe have made 

significant investment into making their destination an  

attractive tourism location for Chinese outbound travelers. 

The tourism boards of London, Sydney, and Dubai are prime 

examples where investment into their presence online in  

China as a destination has resulted in a significant increase in 

the amount of inbound tourists.

This part of the guide will give examples of what and how 

these cities have done in order to better engage with the  

rising number of Chinese outbound tourists.
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WeChat Mini Programs 
Officially released on January 9th 2017 WeChat Mini  

Programs were a key milestone for WeChat’s parent  

company, Tencent Holdings.

 ‘Mini Programs’ which are essentially small applications that 

exist within the WeChat platform itself. The functionality of a 

Mini Program is largely similar to real applications however 

from a technical perspective are more basic. 

WeChat Mini Programs have been described as the ‘use it and 

go’ within the WeChat platform. The design of Mini Programs 

means that users are not required to leave the WeChat app  

itself in order to use the programs, meaning more time spent 

by WeChat users within its own ecosystem. The programs 

can be used instantly to access their functions without any 

additional downloads. 

By October 2017, more than 10,000 Mini Programs had been 

developed within the WeChat platform, application and  

platform developers are scrambling to better understand 

how WeChat Mini Programs can be used for expanding their 

research and services. 

Popular Mini Program functions among users include ticket 

booking, video streaming, food delivery and online shopping. 

CityExperience 
At the end of 2017, WeChat showcased the ‘CityExperience’ 

Mini Program through partnerships with Tourism Australia, 

Dubai Tourism and VisitBritain. The focus of the programs is 

to enhance engagement with WeChat users while also  

offering a more powerful platform for global tourism  

destinations to connect with Chinese tourists before and after 

they travel abroad. 

WeChat CityExperience is a digital tool that local tourism 

boards, attractions and businesses can use to accommodate 

to the needs of Chinese travellers. One of the key aspects of 

the programs is to provide a more flexible system to  

accommodate to the purchasing and travel behavior of  

Millennials and Free Independent Travellers, offering these  

demographics more options in terms of making their own 

itineraries according to their preferences. 

Once a user opens the mini-program it is saved instantly  

within their mini-program folder.

WeChat plans to implement marketing 
campaigns within China where CityExpe-
rience QR codes are deployed in airports 
and travel booking sites.



89

The local tourism boards in each region partnered with trav-

el operators, tourist attractions and other local businesses to 

provide in-depth information on their destinations, 

highlighting the main attractions and key places to visit and 

experience.

The destinations that have developed through WeChat Mini 

programs over the past year has been astounding in terms 

of the value the service offering provides for foreign tourists. 

Dubai, Sydney and London have developed ‘digital maps’ to 

assist Chinese tourists in navigating cities and better 

understanding local history and culture. This is achieved 

entirely through the convenience of WeChat. Geolocation 

integration, photo galleries and in-depth audio guides in 

Chinese and English provide users with suggestions on 

itineraries and inspiration on attractions to explore. 

CityExperience is proving itself to be a valuable tool for 

destinations to adopt, and its potential moving forward is 

significant due to the simplicity of accessing the platform 

and navigation compared with other independent 

applications.

Case: Destination DC
Washington DC’s official marketing organization, Destination 

DC (DDC) established a partnership with Tencent in  

November 2017 to develop the DDC Experience Program. 

The partnership was the first of its kind in the United States.

The platform is updated on a weekly basis with new  

attractions and up to date content, there are also future plans 

to offer promotions for tours, retailers and dining out.

Mini Program features:

• Top attractions

• Opening and closing times, contact information and fees

• Audio tours in Mandarin

The next step in development for 
CityExperience mini-programs will allow 
travellers to book and make payments 
without having to leave WeChat
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The Mini Program will have new attractions and content 

added every week and will soon feature top dining,  

shopping and tour offers that tourists can take advantage of.

Washington DC has put significant investment into   

educating local businesses in constantly improving the way 

that they engage with Chinese tourists. In 2016 a check-list 

was promoted that hotels, tourist attractions, restaurants 

and museums should use to attract Chinese tourists. 

The checklist included:

• Accepting China UnionPay 

• Operating a WeChat and Weibo account

• Free Wi-Fi 

• Designated smoking room

The DDC Experience program is part of Washington DC’s 

larger Welcome China certification program. Local 

Washington businesses can earn the certification by meet-

ing a  minimum of 3 of 12 requirements in industries such as  

hotels, restaurants, sight-seeing attractions, transportation 

companies and retail outlets. 

The purpose of the program is to ensure local business create 

a welcoming environment for Chinese tourists and  business 

people. ““We have a program called Welcome China, so that 

restaurants, hotels and others that offer services to visitors 

know exactly how to offer services to make Chinese visitors 

feel at home,” Ferguson said.

“One of the biggest challenges for Chinese 
travellers in any western city is knowing where 
to go and what to do.” 

Elliott L. Ferguson, President and CEO of DDC
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The requirements for attractions and cultural institutions for 

example includes: 

• Map/materials in Chinese language

• Chinese language content or option on website 

• Accept UnionPay or China UnionPay ATMs

• Audio tours and subtitles in Chinese

• Chinese food/drink options (if applicable)

• Free Wi-Fi

• Signage in Chinese

• Chinese social media accounts (WeChat and Weibo)

• Participate in at least three Destination DC ‘Welcome 

China seminars’

• At least one Mandarin speaking staff member

“We are excited to work with Destination DC,” said Juliet Zhu, 

Head of WeChat Marketing. “We appreciate their   

commitment to Chinese travellers and look forward to 

 facilitating their engagement with our users on WeChat.””

As a result of the Welcome China program, WeChat furthered 

its relationship with DDC by allowing participating   

Destination DC members to register for a WeChat Official 

account through a more efficient system, bypassing the 

lengthy process that exists for foreign companies.

WeChat has played a significant role in Destination DC’s  

strategy for China, it achieved strong success and generated 

the highest growth in terms of traffic compared with other 

US cities. 
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Case: VisitBritain
Great China Welcome Charter is a program that was created 

by VisitBritain that aims to make Britain the top destination of 

choice for Chinese tourists. 

The core focus is the Great China Welcome Charter which is 

designed to help Chinese tourists find hotels, locations,  

merchants and tour operators.

Similarly to the program in Washington DC, members of the 

Great China Welcome charter are advised to be ‘China Ready 

in order to participate in the program. This can be achieved 

through a range of add-on services specializing in accommo-

dating Chinese tourists such as: 

• Translated websites, apps or literature

• Visitor-facing staff who have undergone training about 

Chinese culture and etiquette

• Some form of formal collaboration with a peer   

organization in China

According to VisitBritain “Signing the Charter costs nothing 

but the benefits are significant. As well as putting their name 

behind a campaign that is already gaining traction in China, 

businesses can use the GREAT China Welcome chartermark 

in their own collateral and receive regular updates about the 

Chinese market and upcoming opportunities. 

VisitBritain and our key partners also offer a number of  

exclusive benefits for Charter members, such as priority  

access to trade missions and networking opportunities.”

Signing the Charter costs nothing but the 
benefits are significant

VisitBritain
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How does it operate?
Great in terms of how the scheme operates, it is accessible to 

organizations across the United Kingdom which meet the  

criteria. Two examples of organizations outside of Scotland 

that were among the first 100 operators to sign up were the  

National Museum of Wales and Cardiff Castle. 

Sandie Dawe, former Chief Executive of VisitBritain, stated 

that the Museum and Castle were great examples to the rest 

of the tourism sector.

The National Museum of Wales qualified because it works on 

collaboration projects with the China Three Gorges Museum 

in Chongqing, while the museum also has Mandarin  

speaking staff and a handful of sites, their online platforms 

also have a Chinese language options. 

What are the benefits?
• Feature in the GREAT China Welcome directory which is 

distributed to tour operators throughout China and is 

publicly available online

• Receive regular market updates and developments on 

China

• Ability to use the Great China Welcome Chartermark on 

your businesses marketing material (China-facing)

• Priority to attend trade missions and networking  

opportunities 

 The GREAT China Welcome Chartermark will 
help Chinese visitors enjoy their visits more with 
quality services by the British practitioners

Cultural Minister Counselor Mr. Xiang Xiaowei 
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Useful Sources
WeChat 
WeChat is China’s largest multi-purpose social media and messaging application 

that is developed by Tencent Holdings. In 2018 it became among the world’s largest 

standalone mobile apps with monthly active users reaching over 1 billion. WeChat 

Pay is WeChat’s digital wallet service incorporated into the platform itself, which 

allows users to perform mobile payments and send money between contacts.

Website: https://www.wechat.com/mobile/en/contact_us.html

Headquarters: Shenzhen, China 

Contact: wepayTS@tencent.com

AliPay
AliPay is a third-party mobile and online payment solution that was  established 

in 2004 by Alibaba Group. It is the world’s largest payment platform and has 54% 

market share of China’s mobile payments market.

Website: https://global.alipay.com/

Headquarters: Hangzhou, China

Contact: global.service@alipay.com

Union Pay 

Founded on March 26, 2002, China UnionPay is an association for China’s banking 

card industry, operating under the approval of the People’s Bank of China. 

The UnionPay acceptance network has expanded to 168 countries and regions, 

covering over 2.3 million merchants and 1.64 million ATMs outside the Chinese 

mainland. UnionPay International is improving its global special offer system to 

enhance cardholders’ payment experiences. 

Website: https://www.unionpayintl.com/en/

Headquarters: Shanghai, China

Tel: 86-21-20265533



95

Payment Intermediaries
Latipay
LatiPay is a first to market, fully compliant financial technology (FinTech) business. 

LatiPay allows for Chinese payers to pay for goods and services with CNY (Chinese 

Yuan) while local businesses receive full payment directly in their home currency. 

The platform supports WeChat, Alipay, JD Pay and Baidu wallets.

Website: http://www.latipay.net

Headquarters: Auckland, New Zealand 

Contact: customerservice@latipay.net

Europass
Europass is a payment solution provider that is committed to encouraging Free 

Independent Travellers (FIT) to experience the charm of European cultures by  

providing online tickets booking, local experiences and VIP services among luxury 

brands in Europe.

Website: http://europasschina.com/en

Headquarters: Paris, France

Contact:  info@europass.paris

Adyen
A Netherlands based technology firm that provides end to end infrastructure con-

necting Visa, Mastercard and other payment methods including WeChat and   

Alipay. The company has offices throughout the world and serves more than 4,500 

businesses. 

Website: https://www.adyen.com

Headquarters : Amsterdam, Noord-Holland

Contact: info@adyen.com
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KsherWikaas
KsherWikaas provides your business with a user-friendly portal to help connect 

and grow your business through WeChat Pay.

Website: http://www.ksherwikaas.com

Headquarters : Uxbridge, Middlesex

Contact: info@ksherwikaas.com

Valoot Technologies Ltd.
A Holland based technology firm that provides end to end infrastructure   

connecting Visa, Mastercard and other payment methods including WeChat and 

Alipay. The company has offices throughout the world and serves more than 4,500 

businesses. 

Website: http://www.valoot.com/

Headquarters  Hong Kong

Contact: info@valoot.com

Tax Free Shopping Providers 
Global Blue
Global Blue is the worlds most renowned tax-free shopping solution provider, it 

also offers dynamic currency conversion, marketing services, point of sale  

integration systems and customer intelligence. 

Website: http://www.globalblue.com/

Headquarters: Nyon, Switzerland

Contact: https://secure.globalblue.com/customer-services/contact-us/
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Premier Tax Free
One of the UK’s leading tax refund organizations, they offer fast, efficient and  

secure point of sale technology that enables UK merchants to benefit from 

straightforward in-store processes and systems. 

Website: www.gbtaxfree.com

Headquarters: Galway, Ireland

Contact: customerservices@premiertaxfree.com

Tax Free Shopping Information
gov.uk is a United Kingdom public sector information website that was created by 

the Government Digital Service to provide a single point of access to   

HM Government services.

Website: https://www.gov.uk/tax-on-shopping/taxfree-shopping

Website: https://www.gov.uk/vat-retail-schemes

Cross-Border Social Commerce 
WalktheChat
WalktheChat is a WeChat cross-border e-commerce platform that enables small to 

medium companies sell directly to China. The company also provides free   

educational content focussing on marketing through WeChat.

Website: https://walkthechat.com

Headquarters: Beijing, China

Contact: info@walkthechat.com
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Welcoming Guests
Quick Tips
Mandarin Chinese is the official language of the People’s  

Republic of China, Taiwan and is also 1 of 4 official languages 

of Singapore.

Due to China’s sheer size, there are a number of different  

ethnic groups that possess different access and their own  

dialects. An important aspect to note Is that though  

speaking local dialect is preferred, the vast majority of  

Chinese people understand Mandarin.

In Hong Kong, Macau and Guangdong the spoken language 

is Cantonese, while the written language is Traditional  

Chinese. It may be necessary to provide this as a language 

option if tourists from this region are an important market to 

you.

China has over 1.2 billion mobile phone users, of which  

approximately 760 million are active users of mobile internet. 

80% of this demographic is under 39 years old, while 70% 

are urbanites – a group who see internet and Wifi access as 

particularly important at their destination

Hospitality - Restaurant & Bars
Dining out plays an important role when Chinese people 

travel abroad and how they view their overall experience at 

a destination.

There has been a particular increase in the desire for  

gastronomic experiences, while the ability to also enjoy  

Chinese cuisine is also perceived as important. Meeting their 

expectations by offering Chinese style options or   

recommendations to suitable venues that can satisfy their 

needs is important.

Tips:

• Provide menus with photos and descriptions of dishes 

in Mandarin where possible – tablets are often used as 

content can be updated as necessary 

• Private dining facilities are important for travelling  

business groups and guided tours 

• Tipping and other services charges are uncommon in 

China therefore it is important to advise your guests in 

advance if these are applicable

• Chinese visitors may request warm or hot water  

therefore it is important to keep this in mind during  

service
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Attractions and Sites
Chinese language signage, and an inviting, friendly service is 

appreciated by Chinese tourists. It is certainly a key driver in 

making decisions on where to visit. Cardiff Castle, for  

example provides Chinese tourists with a Mandarin audio 

guide  system, a tool that is frequently used in the local 

market. 

Providing detailed information about your attraction and 

destination is important, this can be done through signage/

brochures and other materials that are read. It is also  

recommended that these are made readily available to  

collect as they are often kept as souvenirs to share within 

family and social circles upon returning home. 

Tips: 

• Ensure that you have established idyllic areas for Chinese 

tourists to take photos – it is also important to place clear 

signage where photos are not allowed. 

• Articulate what makes your venue unique in terms of  

history and cultural significance. 

Accommodation:
Understanding your Chinese visitors and what their needs 

and expectations are when staying in your facilities will help 

improve their experience, as well as minimize the risk of  

misunderstandings. 

Tips: 

• Ensure elderly guests and high profile visitors are  

acknowledged with respect.

• Service charges and tips are not customary in China.

• Provide a breakdown of your services and how they  

operate in Mandarin to provide transparency to your  

visitors. Information may include check out times,   

breakfast times and recreational facilities.
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