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1. Macro Drivers in China 
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3. Ctrip –how to engage with the Global Shopping Programme 

4. How to develop Brand Awareness 

5. How to satisfy demand online 

 



1.Macro Drivers in China 

• Urbanisation 

• Mobile and Wechat – social sharing 

• China’s middle class today is expected to reach 630 million 

by 2022  according to management consultancy McKinsey* 

• Safe heaven for investing money 

• International is synonymous with quality 

• International Students travelling abroad  

• One Child policy- Larger families are expected to impact just 

about every category of products and services, including 

food and dairy, education, real estate, and baby care 

• Tier 3 4 and 5 cities offer great potential 

 
http://www.mckinsey.com/insights/consumer_and_retail/mapping_chinas_middle_class 

http://www.mckinsey.com/insights/consumer_and_retail/mapping_chinas_middle_class


Heritage and Tech 

4 



City Living 



Healthier Lifestyle 

6 



2. Tourism 



China’s outbound tourism to the UK 

What is the YOY growth of number of Ctrip flight orders, looking at the months after 

Brexit? 

Source: Ctrip, 2017. 



Top Tourism Cities in the UK 

Where are they staying when in the UK – London vs Manchester vs 

Edinburgh 

Source: Ctrip, 2017. 

NO

. City 

1 London 

2 Manchester 

3 Birmingham 

4 Edinburg 

5 Glasgow 

6 Newcastle 

7 Belfast 

8 Leeds 

9 Bristol 

10 Aberdeen 



Duration in the UK 

How long are people staying in the UK for? 

Source: Ctrip, 2017. 



Some profiling 

• Average spend £3000 - £6000 per person with shopping 

taking 30%-50% 

• Booking takes place 1-2 months prior to travel with research 

1-3 weeks before then 

• Spring Festival-summer-National Day 

• Shopping – Eating – sightseeing 

 
• How does Ctrip think this behavior will change. 
Now the language isn’t an obstacle and more and more young 
generation will travel as FIT.  

 

 



Chinese HNWI – Standing Out 

“The whole idea about travel when you go deep down in the 

research is that they’re going to places they’ve never been, 

buying products they’ve never had, and eating food they haven’t 

tried. It’s a lot of local immersion.” 

 

• Travel itineraries now include activities like diving classes, 

yoga retreats, sporting events, spas, and road trips. 

• Increasingly they seek out destinations not for their famous 

shopping streets, but for what types of experiences they can 

gain.  

• However : 69 percent of respondents still listed shopping as a 

hobby   Jan – Dec  2016 

 

Report by Agility Insights April 2017 – 300 Chinese millionaires. 

 



Whisky Exports to China 
Year-on-

Year 

Year-on-

Year 

% OF 

TOTAL

Quantity 

±%
Value ±% VALUE

United Kingdom 5,921,898 47,507,192 11.3 16.1 87.5%

United States 619,559 3,281,491 22.3 12.3 6.0%

Japan 181,457 1,790,219 27.3 14 3.3%

Taiwan 44,183 579,813 203.5 99.2 1.1%

Country Quantity Value

Year-on-Year  Year-on-Year 
% OF 

TOTAL

Quantity ±% Value ±% VALUE

United Kingdom 12,267,298 98,677,238 -8 -5.1 86.9%

United States 1,475,745 8,015,399 -6.3 -9.5 7.1%

Japan 353,460 3,262,146 9 20.2 2.9%

Country Quantity Value

Jan – May 2017 

• Jan – Dec  2016 – more than 70 Distilleries 



Why Scotland? 

• Chinese consumers’ growing demand for a healthy lifestyle, a 

desire to get away from crowds, pollution have all helped to 

fuel a hunger for new experiences. 



3. Ctrip 



Global Shopping Programme (GSP) 



Business Model 



Marketing Resources 



Cross Promotions 



SMS targeting 



Geo-Fencing 



GSP Profiles 



Social Media Promotions 



4. Building Brand Awareness 



Wechat and KOLs 



KOL Platforms and Agencies 

• ParkLu –  http://www.parklu.com/  

• Newrank –  http://www.newrank.cn/   

• Weizhishu - http://www.weizhishu.com/  

• Robin8 -  http://www.robin8.com/  

• Mihui -  https://www.mihui.com/  

• Weiboyi -  http://www.weiboyi.com/  

http://www.parklu.com/
http://www.newrank.cn/
http://www.weizhishu.com/
http://www.robin8.com/
https://www.mihui.com/
http://www.weiboyi.com/


ParkLu.com 



KOLs – how to use KOLs. 

• Start by asking what the KOL's followers want and what travel 

services they'd like to see. Work with them to create new 

offerings which target markets other brands haven’t yet 

penetrated.  

• Brands should announce far and wide that they are working 

with particular KOLs. It makes the KOL feel valued.  

• Remember that working with some good brands is great 

kudos for KOLs 

• Deeply insightful market research doesn’t need to cost a 

fortune if you have a strong relationship with your KOL. 

 



How to use KOLs for Tourism 

Travel KOLs are supposed to be experts, so brands should help 

them expand their expertise. This means providing exclusive 

insights into locations, trends, and services which travellers will 

find valuable. 

People start following a KOL because they provide unique value 

and perspectives. For most China-travel-focused KOLs, new 

information will create valuable interest to their niche audience 

and is worth much more than discounts or merchandise. 

Provide the KOL with exclusive images and videos that are 

worth posting. This strategy is especially useful if the KOL will 

not be traveling. Give him or her as much support as you would 

an in-house employee to produce content. After all, they are 

taking the role of an employee. 

  



‘Dolce & Gabbana Loves China’ 



Crackdown 

On June 8, the Chinese Government shut down 60 accounts on 

some of the biggest social media platforms, including WeChat 

and Sina Weibo, among others, for publishing celebrity news 

and gossip because they undermined socialist values.  

 

Beijing’s Cyberspace Administration ordered internet companies 

including Tencent and Baidu to “take effective measures to 

contain the glorification of scandals and the private lives of 

celebrities, the sensationalization of their conspicuous 

consumption and low taste.” 



Don’t forget the Students 



Chinese Student Engagement 

http://www.honglingjin.co.uk/  

http://www.honglingjin.co.uk/


Export Opportunities www.great.gov.uk  

https://opportunities.export.great.gov.uk/opportunities/china-tour-destinations-wanted-by-a-qingdao-company  

http://www.great.gov.uk/
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5. How to satisfy demand online 

 

Routes to market:-  

 

• Live Streaming 

• WeChat 

• Marketplaces 

• Experience stores 

• Websites 



Diverse and enormous potential 



Tmall or Tmall .. That is the Question 

  



Eyes wide open on costs and resources 

Listing on a marketplace is not free and you need to check all costs 

involved including:-  

• Listing 

• Commission  

• Currency charges,  

• Delivery options , returns and local support.  

• Local language speaker on hand to provide customer service 

• Trusted Partner (TP) to run your store. 

• Marketing Spend 



TP Service – set up and ongoing 

• Prepare documents required 

• Register Tmall Global Store  

• Industry investigation and analysis 

• SWOT analysis for both brands 

• Prepare products description 

• Structuring stores' layout and design 

• Product page design and uploading 

• Competitor's analysis 

• Staff recruiting, training and testing  

• Userbility AB testing 

• Order accessibility AB testing 

• Obtain promotion resources for grand 

opening 

 

• Customer behaviour analysis  

• CRM management 

• Strategic planning of Tmall promotions 

• Implementation of free and paid marketing 

activities 

• Marketing oriented data analysis 

• Daily operation management 

• Daily order management 

• Daily CS training and management 

• Strategic planning and execution for 

improvement 

• System and sales oriented data analysis 

 



Main Shopping Days 

• Valentines Day  - May 20th (or “520” as the holiday is known 

in China—in Chinese, “520” is also a homophone for “I love 

you”)  

• Chinese New Year  

• JD Birthday 6.18 ( + Fathers Day) 

• Singles Day 11.11 

• Children’s day  

• Moon Festival  

• Double 12 
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