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Preface 
 

Tourism revenues in China are expected to reach 2.9 trillion yuan in 2013, 
with a growth of 120% in five years. The rise of Chinese social media 
ōŜŎƻƳŜǎ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ōƻƻǎǘŜǊ ǿƘƛŎƘ ŘǊƛǾŜǎ ƛǘ ƛƴǘƻ ǇŜƻǇƭŜΩǎ ƭƛǾŜǎτ 
Where to go? How to get there? What are you looking for? What do you 
want to experience and How you experience it? Travel has become the 
ƘƻǘǘŜǎǘ ǘƻǇƛŎ ƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ŀƴŘ ǎǘƛƳǳƭŀǘŜǎ ƳƻŘŜǊƴ ǇŜƻǇƭŜΩǎ ŘŜǎƛǊŜ ŦƻǊ 
travel. 
 
¢ƻ ǘƘƻǎŜ ōǊŀƴŘ ƳŀƴŀƎŜǊǎΣ ƛǘΩǎ ŀ ƎƻƭŘŜƴ ƻǇǇƻǊǘǳƴƛǘȅ when people are on a 
journey. Leaving behind familiar environment and escaping the normal pace 
of life, people set out a journey in a cheerful mood and with a bulge wallet. 
They search for all sorts of possibilities to broaden their life experience,  
which is a perfect opportunity for brand to communicate and build up 
relationship with them. 
 
We look into the business opportunity in travel through 29.6 million travel-
related posts and over 10 thousand travel enthusiasts. From ǘǊŀǾŜƭŜǊǎΩ 
perspectives, thinking about their concerns, a brand can provide valuable 
service and unique product to them. Not only in travel category, almost all 
brands can use it to build their brand experience via such a great opportunity. 
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Research Methodology 

ÅBased on the deep analysis of Chinese online travel category from GroupM and CIC, this collaborative IWOM 

²ƘƛǘŜ tŀǇŜǊ ƻƴ ǘƘŜ ¢ǊŀǾŜƭ LƴŘǳǎǘǊȅ ƎƛǾŜǎ ŀƴ ƻǾŜǊǾƛŜǿ ƻŦ /ƘƛƴŀΩǎ ǘǊŀǾŜƭ ƳŀǊƪŜǘ όŦǊƻƳ ǎƻŎƛŀƭ ƳŜŘƛŀ ǇŜǊǎǇŜŎǘƛǾŜǎύΣ 

along with a focus on key consumer segments, online platforms and hot topics related to the travel industry. 

ÅCIC monitored and collected travel- ǊŜƭŀǘŜŘ ŎƻƴǘŜƴǘ ŀŎǊƻǎǎ /ƘƛƴŀΩǎ ƳŀƛƴǎǘǊŜŀƳ ǎƻŎƛŀƭ ƳŜŘƛŀ ǿƛǘƘ ƛǘǎ ŘŜǾŜƭƻǇŜŘ 

advanced text mining technology and unique analysis model. Besides, ǿƛǘƘ /L/Ωǎ rich experience on IWOM 

research, the professional research consultant team analyzed millions of buzz related with travel then made a 

focused research on the travel-related vertical web, BBS, travel review sites and Sina Weibo.  

 

Data Source 

ÅGroupM Knowledge provided macro travel industry data and trend analysis. 

ÅAll social data was collected from the CIC Travel Panel. 
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Source: CIC Travel Panel Data, June 2012 ς May 2013 

BBS & Review Sites 

Travel Verticals / BBS 

Å 8264.com (Ủᶸ ᾔ ) 

Å Mafengwo ( )  

Å Qyer ( ╙ )  

Å Flyertea ( Ḭ )  

Å Sina Tour Forum (ᾚ⌐ᾞ╙ ᶓ)  

Å Moreé 

Review Sites 

Å Ctrip (Ὡ ᾞ )  

Å Elong ( ᾞ ) 

Å Lvping ( )  

Å Tuniu ( ◑ᾞ╙ ᶓ)  

Å Uzai ( ᾞ╙   (ש

Å Moreé 

29,591,861 
Posts Sina Weibo 

1,511,284 
Tweets 

Å Travel Industry 

Å Business Travel 

Å Luxury Shopping Travel 

Å Self-driving Travel 

Å Package Tour 

Å Backpacking 

Å Moreé 
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Chapter I 
Travel Industry Overview 
 P 6 - 10 

ÂTravel Industry Trend  

ÂSocial Media Landscape of Travel Industry 

ÂTravel Buzz Volume Seasonality 
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wŜǾŜƴǳŜ ƻŦ /ƘƛƴŀΩǎ LƴǘŜǊƴŀǘƛƻƴŀƭ and Domestic 
Travel Industry, 2009 - 2013 

For 5 Years China Tourism Revenue Has Increased by 120% 

Chinese international and domestic tourism revenue is expected to be nearly 3,000 billion yuan for the year 2013. 

E-travel showed strong momentum of development, with five years of over 20% growth. 

Source: China Commerce Year Book 
bƻǘŜΥ ¢ƻǳǊƛǎƳ ǊŜǾŜƴǳŜǎ ƛƴŎƭǳŘƛƴƎ ǘƘŜ ǘƻǳǊƛǎǘǎΩ ƴŜŎŜǎǎŀǊȅ ŜȄǇŜƴŘƛǘǳǊŜǎ ƻŎŎǳǊǊŜŘ 
in tourism (e.g. transportation, accommodation fees, tour fees) and the 
probable consumption expenditures (e.g. telecommunication, health care, 
repair costs, consulting fees and shopping costs). 

Unit: Billion RMB 

27.0% 

53.7% 
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Evolution of China e-Travel Market Size 
2009 - 2013 

Evolution of China e-Travel Market Size Growth Rate 
Unit: Billion RMB 

Source: iResearch 
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Mobile Social Joined Social Media Landscape 

Aside from the original 

platform segmentation by 

functionality, Mobile Social 

(i.e. WeChat, APPs) has 

emerged as a new driving 

force changing the 

landscape of the industry. 

Note: Bubble size represents the buzz volume 

Search & Booking Sites 
Primarily: Provide 3rd-party Search & Booking 

Travel e-Commerce Sites 
Sales of Tourism Products 

Travel Review Sites 
Provide Detailed Travel Reviews 

Lifestyle Sites 
Share Life Experience 

Vertical Travel Sites 
Share Travel Guide / Travel 
Tips/ Travel Experience 

Wechat & Travel  
Related Apps 

Execute CRM /  
Booking / Marketing 
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Tomb-sweeping Day Holiday Triggered A Buzz Peak 

Travel industry buzz saw buzz seasonality, climbing in summer (from August) and remaining high until next January 

(CNY). In addition, the temporary holiday policy (e.g. Tomb-sweeping Day) showed obvious effects to trigger netizensΩ 

talks on travel planning. 

Source: CIC Travel Panel Data, June 2012 ς May 2013 
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Travel Buzz Volume Trend 
Jun 2012 - May 2013 

2012 Ӭזὗᶽ□ᵢᴂ+ ᶢṟᶂḲԇ ҙḒ ▫ // Self-

driving summer vacation in Canada (Link) 

 

12ẉᶂẏ ᴇ ѳ ᴂј ᷉romana anatara ᶽ

mandara dalat palace ᶺᶃ῭ᾺḢ⅞ // National Holiday 

travel in Vietnam (Link) 

 

2012ᶇ 20ʒ ᶂѳι-- ᶝ ᴂ └ᶱ ╒

ἾᾹ Ᾱז ᶷḍ᷄ // Christmas 20-day tour in U.S.A (Link) 

 

Җ Ӄ 2013 ῒ ִ ִֹԈψ ל῎ ắḲּף

ᴮᶝ ╓ ỵᴩṣ ᷈ љ Ḽ

ừή // 2013 Chinese New Year Holiday travel in Hunan (Link) 

 

Ὕᴇ ᵙṌ ▐῎ Ψ ѠᴇΨ ɒ Ἃ׳ Ḽɓɒ Ԍ

Ḽɓɒט₧₃ּזɓɒṇ Ḽɓɒ ỊіḼΨέ‛‴☿ṵɒ ↓

ι ≥ ιᾋẽ▫ή // Tomb-sweeping Day Holiday Travel in 

Guizhou (Link) 

Sample Posts 

Unit: Post  

Summer Vacation / 
National Day Holiday 

Christmas Day /  
Chinese New Year Holiday 

Tomb-sweeping Day  
Holiday 

http://www.liba.com/t_33_7188206_1.htm
http://bbs.lvye.cn/thread-601385-1-1.html
http://bbs.55bbs.com/thread-8576058-1-1.html
http://bbs.lvye.cn/thread-601385-1-1.html
http://bbs.lvye.cn/thread-759319-1-1.html
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Temporary Holiday Effect of Tomb-sweeping Day 

Source: CIC Travel Panel Data, June 2012 ς May 2013 

1. Turn 3 into 8 days 
ς Long Vacation Tips 

▐῎ὔӬṾטᶂԓ ▫   Ү
Έ Ḿ ᶺι ⱫḄ  ι▐῎
3ᶾṇ Ӭӵ ιј ιҞẉ▐῎￼

│ḧᾣӬḠὴ֧ᵅι іẦḊ♬
ӬΆιᴱ 3ᶾӬιṏ ῶ8ᶾ￼
ҶỤῊ Ҟẉ▐῎ι▫ Қᾭ

⅝ᴞẉᵃῼᶺ҃50%ιᶂԓ ѕҍ
(  )ᵙ (  )Ҡῗῳᶽ♬  

// Long vacation trips leverage the long trip 
for Tomb-sweeping Day holiday (Link) 

ɋɋ  ι▫₯  

2. Discussion on Travel Planning 
ς Hot Vacation Discussion in Tomb-sweeping Day Holiday 

ἁ══ι≡Ҁֹ♀ ιӑҪ ῶ▓ Ҁֹ♀

ѱό  // Do you have any other way to buy the 

train ticket? 

♀ ҃,ᴞ ҖֹἝṩ, Z30ר, ₭,06 ,20,і. // 

Train Number Z30, Carriage 06, ƭŜǘΩǎ ƎƻΦ 

Ṱᴨ ể֧ᴧ κκ LΩǾŜ Ǝƻǘ ǘƘŜ ǘƛŎƪŜǊ ŀƴŘ ǊŜŀŘȅ ǘƻ 

go. (Link) 

NetizensΩ wŜǇƭƛŜǎ 

View: 259,073 Reply: 21,721 

http://weibo.com/3241754355/zp4QLi6cS
http://bbs.lvye.cn/thread-758471-1-1.html
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Travel Consumer Insight & Case Study 
  P 11 - 61 

Chapter II 

Low Buzz High Buzz 

Self-driving  
Travelers 

Luxury Shopping 
Travelers 

Package  
Tourists 

Backpackers Business  
Travelers 

Consumer Social Networking Passion Index 
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Will ingness to spend more time 

Consumers Travel Perception Matrix 

Different travelers reflected various psychological needs and perceptions on Time and Money. 

Business Travelers 

Luxury Shopping 
Travelers 

Self-driving Travelers 
Package Tourists 

Backpackers 
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Note: Bubble size represents the buzz volume 

e.g. אᶈἑᴧא ḁҚṾ ӡּזᴊ֧Ṯῗᶺ
ѱᴵ ᶈ ￼׆ᵢҝז ᶾῊ ꜝ
ⱶιἫRalph Lauren ￼ᵩ ᵔ ҃ Ṯ
♇ᴡҀ҃Swan￼ ιỏӊ ֧ᵬẖ

Barberry ≡Ὴ ᴞ babana￼
Ḅӝḩι їҀ҃4ҭ Ԝ ᶾιӂ
ԇṏ ᵥ҃  // I bought so many things in 

one day when I was on the business travel 
(Link) 

e.g. 10ῄ ₰ѳιιᴞṫ│ᶂιּׁשᶱιỴᶽ
ַᵙɒᶝѧѳᶂɓ ṽֲԊ4ѦᶂḲιḄ
ﬞήήᾠ ṫ ᴱ chanelץι pradaא
ᶮ εἅ ṫḄ ￼ζι Ḿᶊᶃ ẦỌ~
ỳҀ￼ Ҁֹ҃ι ṫᴱ ~ץ Ѧ ṏ⅝
ҚҀṫήј ᶼᵯ// I was so happy that I 
bought Chanel bag and Prada sunglasses in the 
10-day western Europe tour (Link) 

e.g. ֧  ᶾιᶈײ ᴗ￼҇ײᶺ
ẉῳ⸗ָ￼ ᵕι ᴐồѸӼḫι
ᴗ≡ῶᴾӊιᴿ ӌі￼ј Ẕᶈ

Ҟᶾ֧ᴧᴞᶽתι іᵺײᶺ ￼
ιץ ệ ™҃ιẋ ￼ᶈ҇♇ᾉі҃

῀ῷᴤ ⁴εיִ ζ￼ ή
ᵺ₭ ℓἔ ἄוΧΧ ᵱ ￼ᴿ
ᶊῷᴤ,ε ἅҪ￼ᵮ ᵙ ồ
ζ// It's already been 10 days, I had the 

most special week in Lijiang , tired but 
happy (Link) 

e.g. ḚḒ￼ ṷҡẉѕײṏ ֧ᴞ
ﬞι і ṩι№∏ι ≠ι ι
’ι ṩι ι ẏι Ḡι Ҟ ≡ᵻ
￼Ỵộ ҺﬞӸήẉ ￼ יּ ў
Ḅήῶ ῶ ῶ  ή κκ aȅ ŎƘƛƭŘΩǎד

ǘŜŀŎƘŜǊ ǿŀǎ ǎƻ ǊƛŎƘ ŀƴŘ ƭŜƛǎǳǊŜ ǘƘŀǘ ƘŜ ŘƛŘƴΩǘ 
return from his self-driving tour (Link) 

e.g. ᵽᶁⱡḄ Ґ҃ ֹῄḒ  but⅛
Ѧ῟♇ῳᶺӯּ2פH ⅛ᶾΈ ṏ
ệᵙꜟῗ￼ іẙ ￼Ὴ ז ⅝ﬞ
￼ᶺѕӤ ּי ᶁⱡḄ ⅝ᵽ Ҏ҃ ј
ⱡҜѱ ᵎ ṯ ҃ᴵҨјᴞ ỳﬞ֡♇
ok ₭ ệᴞᴶ▲⅝֧ᶂ ֝ᶵ￼ ᶺ

= =ἅ ѭ ᶂ ￼ᶊΆ ῗỄḳ῏
ṏ ᴞ￼ᵭ // Package tour was light-hearted 
and cheaper than individual travel (Link) 

http://weibo.com/2961914260/z3CMra35E
http://weibo.com/1792678233/y3LsK4Xm5
http://weibo.com/2574941024/z3kqa9MCS
http://weibo.com/2574941024/z3kqa9MCS
http://weibo.com/1272342713/zqUPJ2pPf
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Business 
 Travelers 

Luxury Shopping 
Travelers 

Self-driving  
Travelers 

Package Travelers 

Backpackers 

The Pragmatist  
Value-oriented 

The Magician 
Transformer, be at other place, long for dynamic change 
 

The Trend Setter 
Gaining attention, importance and recognition 
 

The Connoisseur  
Astute Discriminating  In-the-Know 

The Hero 
²ƘŜǊŜ ǘƘŜǊŜΩǎ ŀ ǿƛƭƭΣ ǘƘŜǊŜΩǎ ŀ way 
 

The Outlaw 
Rules are made to be broken 
 

The Sage 
The truth will set you free 

Explorers 
5ƻƴΩǘ ŦŜƴŎŜ ƳŜ in 
 

The Care Taker/Giver 
Love your neighbor as yourself 

Everyman 
Ease and comfort 
The fun-seeker  
You only live once 
The lay-back  
We are young and free 

The Personality Prototypes of Travelers  

WŜ ƳŀǘŎƘŜŘ ǘƘŜǎŜ ŎƻƴǎǳƳŜǊ ǎŜƎƳŜƴǘǎ ǿƛǘƘ /ŀǊƭ WǳƴƎΩǎ ǇŜǊǎƻƴŀƭƛǘȅ ǇǊƻǘƻǘȅǇŜǎΣ ōŀǎŜŘ ƻƴ ǘƘŜƛǊ ǎƻŎƛŀƭ ƳŜŘƛŀ 

behavior to understand their inner image and motivations. 

Will ingness to spend more time 
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Note: Bubble size represents the buzz volume 
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Business Travelers 
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Geographical 
Distribution 

Top 5 Cities 

Base: 2,290 

Business Travelers Lifestyle and Profile Preview 

bƻǘŜΥ LŘŜƴǘƛŦƛŜŘ ōȅ ǎƻŎƛŀƭ ŀŎǘƛǾŜ ōǳǎƛƴŜǎǎ ǘǊŀǾŜƭŜǊǎΩ ǘŀƎǎ 
Source: CIC Weibo tracking, random sampling of tag with business travel (API data access of followers profiles) 

They are Business Driven, 

Hotel and Airline Frequent Travelers 

άaŀŘ hǾŜǊǘƛƳŜ ²ƻǊƪŀƘƻƭƛŎǎέ  

They focus on Timeliness, Comfort and Health 

When they have a day off , they prefer ά½Ƙŀƛέ ŀǘ 

homes,  but some also take positive rest ά/ƘŀǊƎŜ ǘƘŜ 

.ŀǘǘŜǊȅέ  

 

Consumer Insight: 

Å 90s travelers likely to read Military and Sports 

Magazines 

Å 80s travelers likely to read Finance Magazine 

Å 70s travelers prefer to watch Finance News on TV 

Beijing 
20.3% 

Shanghai 
16.0% 

Guangzhou 
8.2% 

Hangzhou 
4.0% 

Shenzhen 
3.7% 

1st-tier Cities 
44.5% 

2nd-tier Cities 
30.8% 

3rd-tier Cities 
7.6% 

ά²Ƙƻέ ŀǊŜ ǘƘŜȅΚ 

9 : 35 : 1 

Base: 580 

Higher Education 

66% 
Male vs. Female 

1.3 : 1 
Base: 2,290 

vs. vs. 

Base: 970 

90s 80s 70s 
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Snapshot of Typical Business Traveler 

e.g. ￼֧Ṯ Ẃ╦ ӌדι
ѧ҅֫᷇ ￼ ѿѼӆѶ←ῂҶᾯ
￼ ҺιҞᶾᶽᶤ￼ ҭ￼ᶴתᴡ
ᴉּ҃זᶽᴁᶾ￼Ὴ ιὶїọ
ḄḄҶỤι῎ᶾ Ѧ5ԇ  κκ LΩƭƭ 
take a 5-km jog tomorrow! (Link) 

Fitness 

e.g. ᵻֹḶ Ṱ ᴁᶻιῂҶ₿￼
םז םז ΧΧ⅛ᶾ֡Ѷםז
ᶶ￼ṪӐιᴐṖ֧ј ‾ Ὰ
￼ ιỵ ṯӵ ♀ ᵔι
҈ ᵘΧΧҡ῾ỵ ֹ￼ ιἅᴱ
Ḡ ṯ ῗ ἄ ￼ọ ѳ
ᵌ ἅᶈ:Tudor Lawns // Overtime 

is endless for me. (Link) 

Overtime 

e.g. ᾠὖ￼ ιᴡ ẦḊ

ῂ₿ᶫ￼֧Ṯ // There is my 

luggage packed by my wife . My 

business travel is endless. (Link) 

e.g. ᵼѭ֧Ṯ  ῝♇⅛₭ ј
֝Ὴᵻ♀ ήỘѱἅҪ ѱ
ιἑіםјֹ ẉHiltonṰ ֗
ᴊιSPGїѦῴṏ״platinum
ἅᶈ: 5th Ave // We became the 
Hilton HHonors gold card  member 
in 1 year for business travel. (Link) 

Busy on Business Travel Hotel and Airlines Frequent Traveler 

e.g. ḙѽ ἅ Ἕι֧Ṯᵻ

ᶃѿ ιїםῊ ὶ ᵻḲ

Ԉ ѦḲẛῄιỳỳᵤ ᴞﬞ 

κκ LΩƳ ǎƻ ǇǊƻǳŘ ƻŦ Ƴȅ ƭŜŀǊƴƛƴƎ 

attitude! (Link) 

e.g. Ḅјḳ῏֧Ṯᵻ҃ι ᶈ
ṯḲ￼Ẑі ῗẋ ᵑι

҃ιῃⱡј ᾡᴪι ṏἫј ồ
￼҆ ốὲιḁҚ Ḿ ṯḄ
♇ ῝Ḡᵯᴿӈ // The happiest 
thing is having a sleep in my own 
bed. (Link) 

LŜŀǊƴƛƴƎ όά/ƘŀǊƎŜ ǘƘŜ .ŀǘǘŜǊȅέύ άZhaiέ ŀǘ IƻƳŜ 

http://weibo.com/1880576095/zzpzJ4I3n
http://weibo.com/2747877943/zrBpDAfIT
http://weibo.com/1792253755/z3FQeviWx
http://weibo.com/1770504480/zzcU47YRW

