Glogou Inc.

2068 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

GLOGOU, INC.

HOW TO ATTRACT HIGHVALUE
TOURISTS FROM CHINAS A GUIDE
FOR TRAVEL AND DESNATION
MARKETING

2086 Walsh Avenue, Unit C

Santa Clara, CA 95050, USA

Phone: 508 -309-2110 Fax: 978-568-1788
E-Mail: help@glogou.com Web:



http://glogou.com/

Glogou Inc.

2086 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

- -~

Best Digital Strategiesfo# EET A6 O /11 ElyA 40AO0AT )T AO

Table of Contents

~

EXECUTIVEBUMMARY. ... tttteeesaittette e e e et beeee e e s aasbtet e e e e e st et e e e s 2aabbe e e e e e s aas b ee e e e e e a b bR ee e e e s 4 ms b ee e e e e e et b beeeeeesanrbeeeeessannnneeaenanns 3.
CHINALEISURBMARKETOVERVIEW ANGHARACTERISTICS ...t .uttttteeeautteteaesssutseeaessaaasteeeaessanssseneasssausseessessaassseesssssansssees 4
#EET A6O 40A0AT )1 AOOSategies. Al.OA. . #EAEL..ALA..L.QAQA....6
)T AOOO0OU 6AlI OA #EAET .IL.E.ZEELABL.Q..L.00ALQIL.A. .. 40AQ0AL.7
#EET AGO /11 ET A 40AOdkteges.l.A00.00U4...".AQ0..$.E.CEQAL...3.09
CHINAMCIMARKETOVERVIEW ANGHARACTERISTICS. 1.t ttttteetauutttttasaaanseeetasaaautseeeasssaunseeesassaaussseesessasssesessssanssessesaans 11
GLOBALTRAVELNDUSTRYADAPTING TO GROWINGNAVE OFCHINESETOURISTS ..ttttteeeiiutteeeeesssirrneeeesssmnreesessssssneeeaessanns 12
COMPLETECHINAMARKETINGPLAN FOR AOREIGNREGIONPROSPECTIMAARKETHAWARD ......cveiviitienieirecteereeree e 13
, AEOOOA - AOEAO 01 OAT OEAIL..ALA..L.BRI.QOQILEQEAQ..ELQ.I18AXA
&1 OAECT 2ACEIT 1 8 ®@resefm®i®@hind...... AQEAOEL.Coeeieeee e, 14
Offline Promotional Strategies and ACHVITIES. .......oi i urieiiiiiiiiieie ettt e e e rirreeee e 29
Other Marketing Strat@QIES......uuuuuueeeeeieiiieeeee i e e ettt se e e e e e e eeeeeeeeeee s s s as s s e e e rerarrrreerereeaaeeeeeessssnaaansnnnns 34
Typical China MCI Market Strategies for FOreign REQIQIS........uuurirrriiiieeeeiiie s ieeecsiiierieeeee e ererseaee e e e e s e sesnnaes 34
MCI ONliN€ Promotion SOIULIONS. .....uuuieiiieeiiiiiee e i e e e e e s s s e e e e e e e e ee e e e e s e s s s san et reeereerereaeaaeeessssssaannnnnns 36
MCT OFfliNE PrOMOTIONS. ....eeiiiiiitieee ettt ettt e et e e e et et e e e s s aaab et e ea e e s aabbee e e e s aaabbbeeeeesaannrneeaens 37
Foreign Region Marketing EXpenditure ESHMAES.......uuuiiiiiiiiieeeee e es s e e e e s e e e e e e e e e e e s s s ssnnenreeeeeeeeees 37
CASESTUDIES ONCHINATOURISMMARKETING. .. ceeetttteettuenntrnnuusaseeeeeseeeeeeeesnsssnnnnasaasasaesaseeeeessssssnsnnnsssseeeeeseeeeeeeeennnnns 38
Case 1: Search EngiMarketing: Dubai Government Agency in ChiNa.........c..ueeiiiriiiiiiieee i 38
Case 2: China Website and Digital Marketing for USA REQIONS.........cccoiiiieccieiiiiireeere e e e e e e e e e e e s e ee s snennenes 39
Case 3: Marketing European Travel Packages t0 ChiN@.........uueiiiiiiiiiiiiiaeieeeee e e e e 43
WHAT TO LOOK FOR AN AGENCY FORHINADESTINATIOMIARKETING. .....tveeeeetiiuurtetieeeaiiieeeaessantbeeeassssaseeeeeaseasnnreeeaeeas 44
AAPPENDIXES ¢ttt et tsuutttetaesaautteeteaesaautbeeeaesaauseteeeeeeaaunbee e e e e e e aE b e e e e e e 4R b b e e et e e e e oM R EE et e e e e AR E R et ee e e e anEEeeeeeeaanEbeeeeesaannneneaeesaan 45
Appendix 1: Multlanguage Translation Of @ WEDSITE..........cccuueiiiiieiiiie i e e e e e e 45
Appendix 2: Social Media Marketing ChiN@..........coii it e e snbeeea e 46
Appendix 3: Redesigning a RegioNal WEDSILE..........uuiiiiiiiiiiiieieeee e e e e e e e s s s neeeeees a7
Appendix 4: Mobile App for Destination Marketing.............eeeeeiiiiieeeiinneeiiiiiiriieeeeee e e e e e e e seneeeeee 48
Appendix 5: Search Engine Marketing in ChiMAL..........ueeiiiiiiiiiee ettt e e eeeee e e 49
Appendix 6: 10 key accounts for MCI travel froBNING............uueeriiiiiieeieie e e e e e e e e e 50
Appendix 7: Complete China Marketing Plans for HAWAIL ...........oooiiuuiiimiiiiiieeeeee e 50
Appendix8:53UAAO (AxAEBE $AOOET AOET 1..-.AOQEAQEL.C..0L.AL..BBb #E



Glogou Inc.

2068 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

Executive Summary

#EET A EO AAATTET ¢ OEA x1 Ol A8 @e nuint@iof GhiteSeftdu@is A OT C
continues to rapidly increase, expenditures on travel have accelerated even more quickly. For many
countries, attracting these tourists is very important for local businesses.

The goals of Destination Marketing for China ate:

Promote a region as the dream travel destination to China tourists
Attract more Chinese tourists by prolonging their stay

Improve the quality of their travel experience

Contribute to the quality of life for local and business residents
Advance sust@able growth in the local tourism economy

Grow market share against competing destinations

Stimulate travel business during shoulder periods

E R N

Glogou will also showbDestination Marketing Organizations (DMOs) how thegan leverageSearch
Engine Marketing (SEM) and Search Engine Optimization (SEO) engines so that customers can find vital
information about destinations, trip planning, and arrangements for their activities.

While many travel agencies provide SEM and SEO servicesdhanot always pertinent to destination

i AOEAOGET ¢ch '11 ¢l O ApPI EAO OAI AGAT O 1 AOOEAO OEAC
are at the vanguard of digital marketing innovation, and based upon extensive research into the needs

of DMOs.

This white paper presents the best destination marketing practices for targeting Chinese tourists,
highlighting the strategies, principles and methods that can apply to many destination countries.
Various case studies will show the important aspects of efteve marketing to Chinese tourists, and the
captivating travel destination of Hawaiwill be analyzed for its destination market potential.
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China Leisure Market Overviewand Characteristics

Over the past decade,lte world has seera steadyrise of Chinese visitors. Thanks to the highly stable
economic growth and more open and supportive policy adopted by the Chinese government, the
average annual growth rate othe Chineseoutbound tourism market reached 18%. The year 2012
marked China as th biggest visitor source country with 83.18 million visits (equal to the whole
population of Germany) as well as thdargest visitor spending group reachingUS$102 billion in

consumption.

According to Chinese Luxury Travelgn 2013, France and the U.8ere the most popular international
travel destinations among Chinese luxury consumers, followed by Singapore, Switzerland, Britain and
Italy. A Global Refund report indicated that Chinese travelers purchase a quarter of all fhaty goods

globally.

China National Tourism Administration reported that nearly 38 million Chinese traveled overseas in the
first five months of 2013, up 17.3%hile the number of inbound tourists was 22.93 million, a decrease

of 4.06%The amount of aitbound visits from China is expected to reach 94.3 million in 2013, a year
year increase of 15%, while spending is to hit a recordbU57.6 billion, a yean-year increase of 20%.

The encouraging policies of the government maintain this growth momeuwnh going for the

foreseeablefuture 8

100MMuvisits, however China authorities believe this goal will be meboner,in 2015.
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Figure 1. Decade of Chinese OQOutbound Visitor Growth: 1992 to 2012
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representing precious opportunities for foreign travel destinations to establish themselves as the
preferred placesthat Chinese visit

Expand Through Channels

The industry has shiftedrom aSeller§ - A OEBW@rdO1- MOE A Oh captresx ET AOA
#EET AOA OO4Awind. 1 #Arave destibalichsbould present theawesome qualitieso
Chinese visitors vighe wide assortment of available and emerginghannels

LuxuriesMore Accessible

In the booming Chinese economyoverseas traveisless of a luxury, no longelimited to the
privileged few. Increasingly more average Chinese citizestan affordto choose international
travel. In general, 40% of the Chinese have traveled abrdaolwever, the average spending per
visitor, especially on luxury shoppings expected toremainlevel or decline slightly as a result of
OEA AEAT CA 1T &£ OEA OOAOAI AOOGS AAI T COAPEEAS

Travel Preferences Evolving

#EET AOA 1 OOAT OT A OOAOAIT Ado.On201R,@rdt Mede@dvélehsA O A OA
accounted for 58.9% of the outbound travel populatiomvhile more than 40% haveaveled

abroad multiple times. Rpeattravelersd D O A &skebAcbrAiny more sophisticategshifting

away from the simplesightseeingof newbie travelerswhose notion of travelers rarely veered
fromOCAO 1T £&£ OEA AOO OI OtheBALO OHbling rédvd hhadde AT A CAO
knowledgeable they now want experiential vacations with deep immersion into the local

culture, along with theother usualtravel objectives. (Seeigure. 2) Also, Chinese are more
inclined to travel independently Familygroups or individuals). Theyenjoy the newfound

freedom and flexibility, instead oftaking professional tourswith a toodarge complement of
travelers. F.I.T (Foreign Independent/Individual Tourist) accounted for over 70%ravelers last
year.

Percentage ‘ 60
] “ Sightseeing 20118 2012%
0

40 Leisure
30
20
10 Business/MCl
0 -—

v 5 g q? é‘ PLAI ¢
-{;> é\ Q'* @” W ‘\ P 0’
“\"

Type of outbound travels

Figure 2: Chinese Qutbound Travel: 2011 vs. 201Zypes, Percentage and Composition
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Youthful Pursuits

Chinese tourists are youngy, with 90% of them under 45 years age. Travel has become the 2nd life
style choice for Chinese womenmight after fashion and cosmeticsaccording to market research

ATl T AOGAOAA AU #EET A8O #A1 OOAI 4A1 AGEOEIT T 8

DestinationsAdaptto Travelersds 0 OAEAOAT AAO

#EET AGO 1 OOAT OT A O OOEOI 1 AOEAO EO Ail OOAT O1 U A
destinations to monitor these changes anddapt to the everchanging demands and behaviors of

Chinese travelers.

Travel Deficit Encouraged

# E E leddioygrowing steadily, fostered bya stable political environmentso nomajor concerns

about market volatility are predictedat this point. Thenex | AAAAOOEED 1 £ #EET A E
$ OAAT 6h xEEAE thAt@ happhés©df peope @l dd sirength of the natiohavethe

same importance. Travel has become an important indicator of taell-beingl £ # EET AOA DAT
The (inese middle class (350MM in 2012, 630MM by 2020), the continuous appreciation of RMB
(Chinas currency)AT A OEA 1T 1T O0ATETC T £ OEOA PI 1 EAU AOA OE
%OAT OET OCE #EET A30O EIT OAOT ASBEd billidniin 201D dndid éxpedichl BE A E
reach US$68.3 billion in 2013, the government officials have made it clear that they will continue to
support outbound travel, and resulting in increasedontributions to world economic growth.

# EET A6 O IW@s&Y\Value Chainand Overall Strategies

Fulfilling destination marketinggoalsin Chinais done viaa combination of traditional and digital
marketing strategiesimplemented through a series of offline and online activities.

Traditional marketing chaonels in China are quite mature and stabl@hereindustry norms are
established and changetake placeslowly.

Traditional marketingis now beingcarried outin a wide variety oA EAT T AT Oh x1 OEET C A
strategies to make immediate sales:

1 Promotional Fairs

9 Travel Trade Education Events

1 Trade RmiliarizationTrips

1 ConsumerShows

Destination Marketing OrganizationgDMOs)are responding to the constantly changing China online

travel market by leveraging the capacity adnline channels tobest promote its travel resources. All the
ITTTETA O11 1 Cotratedi€s® Arani0hineSealddiets'dnterests to your region.

" EOAT OEA ET AOAAOGET ¢ Ei T OOATAA 1T &£ OGEA )1 OAOT AC
platforms and offline promotions have become inseparable for a successful marketing endeavor in

China. According to research conducted by industry experts, the Internet has become the major

6
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channel for Chinese travelers to obtain travel information, book travel products and fileneplaints.

Over 40% of domestic travelers are searching for information from websites, BBS and forums; 60% for
inbound travel, and 50% for outbound travelt is crucial for DMOs to design and execute an integrated
digital marketing presence in Chinia order to effectively connect Chinese travelers with your
destination.

Of course, it is difficult to delineate betwen online and offline because mangf the marketing
activities will be promoted across all the channels. But for better understanding, we \ay out the
online and offline strategies and solutions separatelgointing out where onling/offline cross
promotion exists.

) 1T AOOOOU 6A1 OA #EAEIT | &# #EEI A3O [/ OO

A brief look at the value chain of China's outbound travel industshowshow our strategies align with
DMOs overall marketing goals in China.

It is commonly agreed that 2005 is the dividing point betweehe traditional andstart of the new value
chain of the travel industry in China. Figure 5 and Figure 6 illustrate the stdpvalue chain and major
players in each sectobefore and after2005. Traditionally, brickand-mortar travel agenciesand later
OTAS (Online Travel Agenciesplayed a critical role in shaping how Chinese traveled abroad. They
acted as the only major itermediaries between foreign travel destinations and Chinese visitors. While
there were nascent players emerging, they had not yet formed an influential force in the traditional
value chain. As a result, ithe pre-2005 era, foreign travel destinations degnded heavily on the travel
agencies to promote their travel resources and build brand awareness in China.

Travel destinations ,*  Service > ; . Chinese
| /~ providers Masketine / Travellers
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OTA (Online d

Travel
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Pre-2005 China outbound tourism value chain dominated by online/offline travel agencies

Figure 5: Pre2005 value chain of China outbound travel industry

Since 2005, e explosive growth of the Internet has disrupted the traditionaravel industry. (Figure 6) |
During thistime, OEA OAl1 OA AEAET 1 £ HassEehtAdntdjoriciaiydsiTielfirdtis OT O (
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the proliferation of myriad online travel service providers imll market segments conneang Chinese
visitors andtheir foreign travel destinations The other isthe change ininteraction between foreign
travel destinations and Chinese travelers fromone-way to atwo -way relationship. Underthis new
industry value chain, more players serve as intermediaries between ovessteavel destinations and
Chinese travelersThis results ira better and healthierindustry infrastructurewith more channels for
DMOs to buildtheir brand image in Chinaultimately connecting with Chinese travelers.
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Post-2005 China outbound tourism interactive value chain driven by t llers and vertical hes ,SNS, UGC

Figure 3: Pre-2005 Value Chain of China Outbound Travelddustry



Glogou Inc.
2068 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

Travel Content Created Especially for DMOs
#EET AOA OOAOAI AOOS6 AAEAOEIT OO EAOA Al Oi (Adgard?),CAA
travel activitiesnow havecircling effects. Typically, a travel circle includes gravel activities (travel
planning, travel research, and travel booking),4mavel activities (activities that happen in the travel
destination) and posttravel (sharing travel experience, commestand recommendations). One
OOAOAIT AOGb and/driedonndendatiorsx I O1 A AA OEA ET AAT OEOGA &I O
and the circle goes on and on. The circle presents both an opportunity as well as a challenge for travel
destinations because bth good and bad impressions can be circled and strengthen&uccessful

formulas for managinga travel destination pay attention to every phase in this cir¢hich then

creates positive brand image all the waythrough the process Travel content created forDMOs should

be the main focus, which caattract customers, encourage sharingand attract more visitors. This

array oftravel resources will become availabledirectly to Chinese travelers and inspire consumption

and spending.

—_—

Travel
Comments

Chinese
Travellers
Travels Activities Circle

Travel ‘
Planning

Travel ‘

&arChInJ

Travel
Booking

Chinese travellers Activities Circle in a more fragmented market

Figure 4: Chinese TavelerséDecision Circle Shows a Fragmented Mrket

#EEIT AGO /11 ET A 4BedtOiyital Ptiafe® e&sO O U

#EET A6 O | tiahséclioAs reachdd@vieil U$27.4 billion and arexpectedto rise 26%n 2013and
another 44% by016. Although the online transaction amounts apimarily from air tickets and hotels,
the fastest growing section in the next 5 years is online leisure travdhich totaled US$3.4 billion and a
market share of 12.4% in 2012. Outbotradvel accounts for 37.7% of the online leisure travel, with a
YQOY growth of 63.6% and transactisof US$1.2 billion.

Chinese consumers are savvy Internet users and quick adapten® leverage online resources to

obtain knowledge, make self-educated decisions and finish transactions online. Travel is no longer
about tours or packages. With the rapid development of the Internet and mobile devices, the younger
generation is quicker than ever to share the concept of fun. They are young plkowith a free spirit of
0) AAAEAA TU 1T x1 OOAOGAI EOET AOAOEAOGGH S
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Theever changingpreferences ofChinesetravelers is shown in the booming world of online travel,

where traveling with atour has morphedto F.I.T. (Foreign Independeat Trave), callingfor DMOs to
incorporate digital media strategy intaheir overall marketing efforts in China.

execute a winning strategy that produces the highest RQiresentingits products and services

properly to Chinese travelersletting the digital efforts have a longer lasting effect. Tdé 2 provides an

overview of effectivedigital solutions(Taking an Overseas Markets an example)which will be
elaborated separately.

DMOs can design and

# Overview of Digital Solutior
1 [Maintain and manag®estination Region Websitee.g. DESTINATIONREGIONWEBSI
2 |RunSocialMedia Gimpaignon social networks: Weibo and WeCl
3 |TWINS Twitter/Facebook to Weibo Integration Sern
4 |Produce and promot&treaming Weosof travel to Destination Region, maintain video account Y
Build and maintaiDestination RegiorTravel Ratform Websiteto connect Chinese tourists/tour operators
5 |withl NBIA2YyQa UNF ISt AYyRdzZA,UNE YR LINRY2UAY3I UKS. |
Build and maintairDestination RegiorTravel Ratform Mobile Appto connect Chinese tourists/tour operators
6 [witht NBEIAZ2Yy Q& UNI @St AyRdZAGNEZ LINBY2GAY3I GKS
BuildDestination RegioMCI Website that targets Chinese businesses, government organizations, meeting
7 |planners, and travelgencies
8 |DevelopSocial Mtwork Apps
Develop Gme Appsby inviting game developers to use a Destination Region as a background with specific
9 |(relatedi 2 GKIFO | NBFHXZ SPIPY | |61 AQAY 5Aa0208SNRAY 3
10 |SEO for websites and social network accc
11 [SEM
12 |Other digital advertisin

Table 2: Overview of Dgital Solutions for China Marketing

Underthese overall digital solutionsthe travel platform, together with social networks and other
online presence will act as a hub to connect Chinese tourists with travel experiences in creative,
interactive and influential ways. This ntegration will give Chinese tourists and tour operatorfsesh
new concepts and experiences in destination travel.

10
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China MCI Market Overviewand Characteristics

Meetings, Conventions and Incentives

TheChina outbound MCI market has been rapidly growing as more Chinese companies and
organizations are looking at oversesdestinations to hold and attend company activitiegspecially
Fortune 500 companies, multinationals another well-known Chinese companies. On one hanithey
canmore effectively promote company culture in a foreign destinationyhile they grant their staff
unique experiences with exotic cultures.

The most popular MCI destinations for Chinese companies have been Asian countries and regions such
as Macau, Korea and Singapore. But Australia and North America have become popular destinations
recently, followed by Europe andhe Middle East.

Meeting incentivesis still the major part of MCI for Chinese companies. The most prongsuertical
industries are DestinatiorMarketing, Insurance, ITAutomobile, Pharmaceuticals andBanks. As early
players inthe outbound travel market in general, travel agencies still play a critical role in influencing
AT I PAT EAOS AET EAA Qardefrospeadtivéddkporatd oliedt® &ndl rAaoENICI teavel
agencies congregate in geographicallyst tier cities such as Beijing, Shanghai and Guangzhou
Prominent MCI travel destinatios havemuch growth potential in China.

Primary Reasons thaChinese companie§onsidera Destination for an MCI Location
(Some DMOs have already made efforts to diss these issues)

Safety

Local Hbspitality andOpenness
Exoticand Rich culture

Natural Resources

40A0A1 $AOOET AOEIT I
Ease ofAcquiring aVisa

Travel Time

Support from the destination OOAE A O O#diogranh 2 AAAUOG

50 "OAT A )i ACA

= =4 8 -4 -4 48 -5 9

We see timingasthe best opportunity to address the China MCI marke@utbound MCI travel is still
new to the China market compared to outbound leisure travel. No single destination outside of Asia
has gained a significant leading position in the market. Eying the raprdwth potential of the markets,
MCI destinations from all over the world are tryintp tap the China market. DMOsan seize the
opportunity to build a differentiated image on MCI travel and strive to gain the leadership in a rather
fragmented market. On tke other hand, Asian countries have lost the allure gradually and Chinese
companies are more actively looking faadditional exotic locationsfarther away. Alsq MCI travel has
double effects: not onlycanMCI travel itself bringmore sizable profits for DMDs the participants are
also more likelyto plan family trips to the destinationsf the MCI travel experience was pleasant.

11
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We do not see major concerns about the development of the market as what we observed and

analyzed in the leisure markett is achallenge more than a concerwvhen the Chinesegovernment

recenty AAT T AA O40AOGAT AO 0O0AI EA6O w@bAl OAo O AT i A
usually misunderstand MCA OPDAAEAT 1 U ET AAT OEOA 1 AAQEsciitreibad 04
tendency to resist or underplayengagementin MCI activities. The China marlk@&@or awareness of

MClis exceeded by their lack of expertise regarding hoMCl in foreign destinations can be organized

and arranged successfullyBut these challenge€an beopportunities when DMOdgake onthe challenge

to gain expertiseand promoteits MCI resources.

Chinese governments have made developing China adWCl destination a strategic goal for

PDOT i T OET ¢ #EET AJd Gelpatieat©onbaniesfkotiallo@eAtdevorid.IMCI was a rather
unknown concept in China and therbas been mucheducation in the past several year§Vhen

focusing on developingthe AT | AOOEA - #) | AOEAOh #EEén@Withthd | DAT
Chinese public will have a leer understanding of how MClhelps to resultin amitigation of the tainted

Ei ACA 1T £ - #)0 OAD 6BADOBRIS AO

Global Travel Industry:Adapting to
Growing Wave of Chinese Tourists

A Arizona Tourism Bureau announced it had established a representative office in Beijing for
media promotion, marketing and trade relations in China. Its tourism focus will be on U.S.
state's natural wonders, national parks, outdoor sports, setfrive routesand Native American
culture.

A Asia ranks second to Europe as a source of tourists to Germany with a 2012 market share of
10.5%. Overnight stays by Chinese in Germany were nearly 1.6 million in 2012, followed by
Japanese at 1.3 million. The biggest revenfuem tax-free goods in Germany came from China,
with a share of 32%. The German National Tourist Board is investing in online travel agencies due
to the potential for growth in online platforms in China

A Tourism Australia and Air China signed a thrgearagreement to work together to promote
travel between Australia and China. The two parties will cooperate on advertising, PR and
events to attract the Chind A O EDAwihdJnderd. China is Australia's fastest growing
international inbound market.

A Theriseot EET A AO . Ax dHakgést tdutisik dnérkefaAddhie Wak Chinese visitors
spend their money, is changing the Kiwi tourism industry. China overtook Britain last year to be
second to Australia in NZ's inbound visitor market and also producgmatic contrasts in
credit card spending. Chinese tourists last year spent §&51 million (U$506.61 million) which
was more than any other country except Australia.

12
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Complete China Marketing Plan for a Foreign Region
001 OPAAOEOA - AOEAOY (AxAEGBE

This section presents a complete China destination marketipigin for a prospective foAECT AT OT O
regional travel aithority (Foreign Travel AuthorityFTA). In this sample hie same pinciples and

methods thatapplyfor OEA D OT OP A A OE O Aan@ldo@iply for oiheErediohs< AE § E
organizations and businesse®ther regions can either adapt the whole strategy or employ partial
solutions: such as digital marketinSEO, SEM, Social Media marketing, etée)yeragingmobile

Internet or offline marketing, and instructive lessons omow to work with more industry players in

both the online and offline travel industry.

, AEOOOA - AOEAO o1 OAT OEA1 AT A [/ BPDPI OO

#EET AOA OOAOAT AOOS 1 Aeepimidrsivh tiavelEkperiereds Qachds A 1 E OU h
(AxAEGE 2ACEI 160 1T OAOAI 1T 1T AEAAOGEOAO 1T £ POTI11 OEI
OEOEOI OO OEOI OCEI 66 OEA OACEI 180 AAO £ 61 ¢ EOI A

The constraints of U.S. visas and the paucityo AEOAAO &I ECEOO O1 (AxAEBE
to Chinese travelers choosing this exotic locale as their sole travel destination. Chinese are value
minded individuals who want to maximize the value of the visa and the international plane ticket.

A4EA AEEZEAOI OU EI CAOOETI ¢ AEOAAO £l ECEOO &I O A
#EET A O DOl OEAA OOAOAT DPAAEACAO OEAO bPI AAA (Ax
often results in a comparatively short sty with limited activities.

Facilitating and easing the U.S. visa application process is definitely a big step forward to attract more
#EET AOA OEOGEOI OO0 O (AxAEGE8 !10ih OEA Al OEAEDA
barriersevenlc AO8 ' 11 ¢CT O OAAO 11 O0A 1T BPI 0001 EOEAO O1 b
which will increase the LOS.éngthof SOAUQ AT A OPOAAA OOAOGAT AEOOOEA
islands, thereby reducing expenditures and giving visitors more time temore various areas of

cultural distinction.

I OPAAEAI 1 bbPi OOOT EOU OEAO OEA (AxAEGE OACEITT A
tier cities, southwest regions and the middle kingdom of mainland China. In Singapore, the visitors
from# EET A6O T1 A OEAO AEOEAO ET AOAAOGAA Tip EI TPZI-
Shanghai and Guangzhou was merely 18%. The difference is remarkable and indicative: the future
COIl xOE 1T &£ #EET A0 1 OOAIT O1 AwinQ 2nd énd 3rdtierGities. E1 1 AT | A

The Chinese also prefer exotic theme travels, so compared to their competitors in Southeast Asia,
(AxAEGE EAO 11 OA O 1T E£EAO #EET AOA OEOEOI OOh xEI
destinations. Maldives, Baland Saipan have been ov#érraveled and are already losing their allure to
OEA #EET AOA8 (AxAEGE AAT OAEUA OEEO 1 BBl 0001 EOL
destination for Chinese travelers.
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&T OAECT 2ACET 180 #OOOAT O -mMmOEAOQET C
Compared to its major competitors mA ET 1 AT A #EET A OOAE AO - Al AEOAO
accessible and difficult to understand. Putting aside objectionable reasons such as visas and distance,
ITA T £ OEA AOE OE A Adr anj &her fdrefyh regfo®neéuls tA &ldrésdis theE 6 E h
repositioning of their image as a preferred, highnd travel destination, a paradise that exists not only

ET A QbutoAdittabis obtainable by the average Chinese tourist and can provide rich viaca
experiences.

7A T AOAOOAA OT 1T A T &£ OEA Al 11T xETC I EOATTAAPOET I

0 In 2012, the 10 most popular outbound destinations for Chinese travelers included three Asian
islands, which are Phuket (Ranked No.3), Maldives (No.4) and Bali (No.6)(bdkx AEOE AEA
get onto the list. While it is true that Asian islands prevail in the China market because of easy visas,
geographic proximity and the convenience of direct flights, they have also done a very good job in
brand positioning and buildinga market in China. With its white, silky beaches, emerald water and
tranquility, the average Chinese equates the Maldives with the perfect honeymoon locale,

ET xAOAOh OEAU 1 AAE OEA ET &£ Oi AGET T OEAO ( AxAE
i Figure 3belowshow§ Ax AEOESO CAT AOAT EI POAOGOGEITT AlTTC ;
AAOxAAT (AxAEOE AT A - Al AEOAO8 (itBeompetioisby AAAO (

developing its own unique and immediate connection with Chinese travelers.

Troublesome Dream Tranquil

Paradise Liiilarics Paradise

America

Injuneag
Injuneag

Visa Romantic Asia

Sunshine Best white Sunshine

Pearl sand

0‘ah
— Harbor beaches Honeymoon

Expensive Easy on visa

_ GO before
Shopping e it is gone Close

Roast piglet

9AIsuadxy

Hawai'i vs. Maldives

(Increase Size of above text: ( Ax AEG§) 6068 - Al AEOGAO

ligure 5 # EET AOA 40AO0A1T AOOGS EG& DD MOIOiEelsT O T £ ( Ax A
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U Bigtravel agencies such as CITS, CTS, CYTS, Ctrip andnaldibgen playing a dominant role in
OEAPEIT ¢ OEA xETIT A OAI OA AEAET 1 & #EET A30 1 004
tours was considered a better and safer choice for Chinese citizens new to overseas travel. As a
result, travel agencies cotrolled the travel choices and experiences for Chinese traveleRather
OEAT AAET C POT i 1T OAA AO Al ET AEOGEAOGA]T OOAOAI
last economical stop in the itineraries of U.S. mainland travel. Thus, Chinesandidjet a chance

01 AoPAOEAT AA OEA OAAIh xETITA (AxAESEAT ) Ol Al
| OAEOh 7AEEEEE AAAAE AT A A AAx EEOOI OEAAI OEC

z A s oA~z

)T T OAAO O AOAAE] Iikentady otbedtra@@iéstingtidris As in(ufgenfnEed of

s L B oz oA

i Inrecentyears, we have seensonte]l AADAT AAT O (AxAEOQOEAT OOAOAI
strategic efforts, however China tour operators tend to focus on price competition and sellso

AAT T AA OAl OA PAAEAGCAO8 4EAOCA OAOACAOOG (AxAEOE

sightseeing, shopping, and economy lodging and faf&tod dining. This poblematic business
model is merelyan example oflow price competition pitting the dominating travel agencies
against each other. The good news is that the evolution of the Chinese travel market from highly
concentrated to fragmented means many new playsrthave emerged. This diversity has created a

AAOOAO ET AODOOOU ET £AOAOOOOAOOOA OEAO (AxAEOQE &

stand out from competitors and to present a welrounded image to Chinese travelers.

OEAEO EOI AT AOh (AxAEQE]I AAD OAADADA EDAADAECEDI AC

exotic flavor should be highlighted, strengthening the reputationsa place for romance, rich culture,
and abundant natural wonders.

#EET AGO 1 OOAT OT A OOAOCAIT 1 AOEAO EAO AAAT NOEAEI L

the value chain of the industry has shifted, too. At the core of the changing forces are the new
demands of the Chinese travelers. FTA needs to adopt thismgiag dynamic to capture the heart of
Chinese travelers. For the next 5 years, the keywords of the actions are EDUCATE the market,
DIFFERENTIATE from competitors and CONNECT with Chinese travelers.

Chinese
Market

3 actions for the next 5 years

Figure 6: Triangle Positioning to Engage ChineseTravelers for Hawaidi Market
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The aboveoverviewl OO1 ET AO OOOAOACEAOh bl AT 6h AAOEOEOEAOD
AOOAAT EOE AT A POT i1 O0A (AxAEOE EI OEA #EET A [ AOE
OEA #EET A | AOEAO AT A O AOAAOA A T AAOOOAAIT A ET A
an international travel destination for Chinese travelers.

In the following sections, we identify existing problems, solutions, and five digital solutiomsthe China
i AOEAO O1 ET AOAAOA OOAOGAI AAI AT AOGh AOGEI A AOATA
destination

HawatE 6 O # OOOAT O $ E CRaohifor Im@ovenkrit AA ET #EET A

(4! AT A EOO Ai 1 OOAAOT O EAOGA 1 AAA O1T 1T A AECEOAI A
and Sina Weibo profile pagedawatE 6 O # EET AOA ixA&AEBAH AIA x>ABAGEBA | EFA
website mairtains the same look as the major English website, there is a lack of content in Chinese

1 ATCOACA AEAOAAOAOO8 4EA 1100 EIi DI OOAT O POI Al Al
the Chinese from a SEO (Search Engine Optimization) point ofwiBaidu, the dominant search engine

ET #EET Ah EAO 11 0 EIT AAg-ARaseach fanAk ALBdEdedih Ghikdse oh O A
"AEAOh OEAOA AOA ./ OAAOAE OAOGOI OO T & "1 (AXxAEBE
presence in China.

' AAEOET T AT T Uh OEAOA EO AT AAAAOO EOOOA &I O CI EA
websites with servers locatedutside of China. One option is to use the uxiaweiyi.com server in China
for easier access so the website cantruly ast0 A AEOAAO AT 11T AAQOEI T AAOxA
travelers.Given how important a role digital presence plays to directly connect Chinese travelers with
travel destinations nowadays, this is a very serious issue to address.

Increase Visibility on Baiu

Chinese webpages indexed by Baidan quickly achieve high ranking organic search results. This SEO
OAAOEA xEI 1 AOET C OECI EZEAAT O 1T OCAT EweastimgAndneyD O A A/
that can be better used for advertising

CreateAttractive Web Content

#OO0O0OAT O #EET AOGA AT 1 OAT O EO OAOU [T ETEIi AT h O EO
localized content to attract Chinese travelers and their specific needs. A high conversion rate of web
traffic can beattainedbU A AT T AAT OOAOAA 3%/ A£EAI 00 01 AOOOAIZ
Build Web Link to China

Hawai'i needs to build workable search functions and a database in Chinesd;BaA should take

advantage of existing software products to solve this problem. For example,] T CT 06 O AECEO.
product, EWG (Entire Website Globalizer, see appendjwiill translate the many hundreds of activities
webpages in English to Chinese across all islands, bngdaChinese languageéata basethat is
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searchableby Chinese visitrs. Also, the EWG is capable of doing translations betwemany other
languages makingit extensible to marketing activities in other countries, too.

Enhance Social Networking Interface

Social featurescannot belacking onthe$ A OOE T A O E Wdbsite2 AltgsEnipbratice to have
prominent iconslink to Sina Weibo, the Chinese Social websitad to Youku, the video streaming site.
The$ AOOET A QE iiskrinrfaczEliolldbé refined and enhanced to make it resembie local
travel area,and for it to belive, dynamic, and eyeatching.

RegionalTourism BureausCan Create Thei©Own Official Webpages at Sina Weibo

Social media platforms have become an essential tool for Chinese travelers to seek travel tips and
share travel experiencs, pictures, andvideos. Weibo marketing is one of the major digital channels to
connect Chinese travelers with foreign travel destinationboasting one of the highest ROI. Chinese are
also heavy social media useend sharers. According taesearch byKPCBKIleiner, Perkins, Caufield &
Byersiinternet Trends Report) the percentage of respondents fron different countries indicatesthey
OEAOA OAOAOUOEET Co .Whidethd ivdridaVeraQesis=2koand dSAis 159, EEhidafesr
abovethese levelsat an impressive 34%See Figure 8)his presents a very promising future fa

2 A C E $otiadn@dia marketing effort in China, alBBM researchhasfound that 62% of respondents

feel that Internet and social media enablethem to make travel plans easieaind better.

% of Respondents Indicating They Share ‘Everything’ or ‘Most Things’ Online, 5/13
70%

60% =
&
P

30% World Average = 24%

20% 15%

. |||||III

N il
RY

Kot & &
‘_ » ,@ &
«’ \° & +° & o“ s \‘ & & e o" w.o,,\‘ «‘ “aQ \QQ« «(v ,&:& &

\ \
oo S ¥ v

9°° X o

KPCB

Nigure 7d, + 0 # "ede@rcl2 onnature of Sharing Among Different Countries

Thereare hugeareas toimprove in the current Weibo account management:

Weibo is a very powerful marketing tool with manways to effectively manage the content andan
base Content is undoubtedly the key to makingWeibo attractive to Chinese travelers. More content,
more fand 7 A E Adurfe content is not managed well, despitea fair amount ofmaterial which by
nature is very fragmented and inconsistenfdept management of Weibod fnctional tools can
managethe content, thereby maximizing its value to attract andbetter serve Chinese travelerddash
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Tags(#) can be usedo aggregatecontents, guiding Chine® travelers to explore the abundant
resources in categoriess variedasremote areas specialattractions, food, entertainment, cultural
experiences shopping, etc.

Weibob gbwerful media platform can act as digital Public RelationgPR center, targeting both media
and tourists. Many things can be done to suA O A @niarketing @oals in China. For example

1 Repostmore high qualitytravel packages from major agencies

1 Start a column to introduceRegionaltravel agencies servces to
individual Chinese travelers

1 Reduce the negative image tourists have of obtaining a US visa by
publishing the latest visa policy and processing timanformation
from the US Embassy

1 Share celebritiesdotravel news ina regionto inspire travel choices
etc.

Weibo marketing KPIs are not only fan based, but alsate the quality of fans, OPLs (Opinion Leaders),
andinter-activities. Qurrent efforts in this area are very minimakolook to our later discussionon
mobile Internet strategy regarding social sharing.

Wechat, the newcomer and highly influential social media marketing toolthre social sector, is also a
very powerful way to engage Chinese travelers and build the virtual community.
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Combinatiors of Sina Weibo and Wechatvith offline and traditional meda for Public Relation
Campaigns can give DMOs more advantages. Weibo and Wechat promotions and activities will be
involved in the following Public Relation Campaigns:

PR and Marketing Integrate Campai¢
(online and offline

Deliverable:

Impact on KF

Impact on Overall Marketing Goe

reporters, celebritie

Culture presentation/Brin
leads

Room Nightg, New tc
Hawai'i Conversic

All Yea |Promote Destination Region as dree 1. Increase independe 1. Number of arriva  |1.Reinforcevn S 3 A 2 y Qa 6,
travel destination for Chines destination tour: 2. Average Visitt 25AFFSNBYyGALGS
2. Brand reposition/life sty Length of Ste other destination:
G5 NBI Y 2014Tor 10 segment-family vacatiol 3. Island Distributio  |3. Brand Region as dream tra
RSalGAYyLlGAzZ2 3. Shoulder period promotic  |of Visitor: destination for Chines
4. PPP
Jan/Fel |Promote Region as trendy destinatic 1.Increase high end trig 1.Numberofarriva [LwSAY F2NDS wS3IA;
& for upscale (Romantic/Golf/Affluent (Romantic/Golf/Affluent trave  |2. Average Visit( 25AFFSNBYyGALGS
July/Aug [travel, vacations, events and activitie 2. Brand reposition/life sty Length of Ste other destination
"Most trendy destinations for romantic ai |segmentRomance, Golf ar 3. Island Distributio  |3. Brand Region as the tren
golf vacations" campai Affluent of Visitor: destination fo
4. PPP romantic/Golf/Affluent vacatior
ApriMay|[ | dzy OK wS3A 2y Q& wsz |1 Brand reposition/life sty 1. Numberofarriva [LwSAYF¥2NDS 1| 61 ;
& during off-peak months segment-Romantic trave 2. Average Visitt 2.NYYR 1 gl
Sep/Oc | [ 2@0S Ay I 6k AWAw |2 increase romantic vacatio |Length of Ste destination for romantic trave
Yy2ad NRYIFYyGAO 3. Shoulder period promotic ~ |3. Island Distributio  |3. Increase visitors and LOS du
of Visitor: shoulder perioc
4. PPP
AllYea [t NEY23GS 1 61 A WA 11 gl AW 1. Number of arriva  [1. Increase awarene:
"I gl AWA [ dzf G dzNE: representatior 2. Average Visit( familiarization, and understanding
monthly featured festivals/events, produc (2.1 I & | A WA /activities Length of Ste I I g1 A WA, place and cultur;
and cultural topics and products promotio 3. Island Distributio  |2. promote HTA industry progran
3. Shoulder period promotic of Visitor: Signature festivals and ever
4. PPP sports, and county produ
enrichment program
AllYea [t NEY2GS | F g AWh,resorts |11 | g1 A W) 1. Number of arriva  |1. Increase awarene:
and culture representatior 2. Average Visitt familiarization, and understanding
5A&02@SNJ I:Culture, history (2.1 | g+ A WA Ayl Length of Ste I I g1 AWA,place and cultur;
and individual islands and resor representatior 3. Island Distributio  |2.NB Ay F2 NDS St
campaign and knowledge cont 3. Shoulder period promotic of Visitor: positior
4. PPP
Media Familiarization Trig
to Hawai'i (FAMS
Fek Leisure market media FAM tour (Feb) me |Brand repositio /I I ¢ A' |1. Numberofarriva |. N} YR | | g+ A WA |
reporters, celebritie Culture presentation/life styl 2. Average Visit( destination ani
segment-Golf and Romant Length of Ste romantic/golf/affluent vacatiol
travel destinatior
May MICE media FAM tour (May) me Brand repositio /1 I g I A ' |Nights Hotel Booke NI YR I gk AWA

destination in China mark

Table 3:

Public RelationCampaigns Overview
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Weibo and Wechat content and topics will be planned and managed@amonthly, weekly and daily
basis. At least twd-oreign Travel Association (FTA)gnature festivalsévents willbe covered every
month. Featured community and festivals/events will be selected from County Product Enrichment
Program (CPEP).

Top 5Recommended Digital Initiatives

Digital Solution#1: Builihg a Destination ReC E | 1w Oigital Platform

Traditional travel agenciesare still a major driving forcebut cand O A0 AE
F4 ! 8g@als, such as

1 Promoting a Regionas a sole travel destination

T SAOEOZAUET ¢C A 2ACEI 1T 80 lisitrbAting OOfAcEelemnly I A /
among AT AOAAB®8O | Al On thd dthedlitahd, @8re and more
outbound tourists are utilizing the Internet searching for air tickets,
hotels or customized travel packages to suit thie individual needs.

1 Regionsneedto build a dedicated travel platform ecommerce
website that:

0 Integrates resources of China and®E A 2 A Ctéalel hdustry

o Attracts Chinese tourists tothe Regionwith a one-stop
booking/shopping solution

o PromotesOEA 2 A CtEalell pr@ducts online, facilitating
online transactions.

This website not only connects Chese travelersmore directlywith local Regionalservice providerso
generate revenue, buit alsodirectly benefits Regionaltravel industries, including hotelsthe cruise
industry, golf resorts, and other culturaldestinations.

Digital media has higheROI than traditional media in reaching Chinese travelers. Social media
marketing and search engine marketing campaigns also make offline promotions and activities more
effective. Under the overall digital solutionthe travel platform together with social networks and

other online presence will act as hubs to connect Chinese tourists watliRegionin creative, interactive
and influential ways Chinese tourists and tour operatorgain fresh new concepts and experiences
traveling throughout a Region
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A mobile app can also help Regionincrease the demand for travelo that area. TheRegional
e-commercetravel platform website and mobile application will connect Chinese tourists/tour
operatorswith a2 A C E iralebi@lustry, promoting itstours, hotels, destinations, stores, etc.

A Regioncan consider builthg a new website withtheir own domain name
e.gwWwWw.OACET T & O O.enk Ahidnlitéraly nfeans travel tathe Regionin Chinese, refeto
screen shots in Appendix 2).

The website will:

T

Suppott major online transaction methods in China such as Unionpay and Aligagilitating online
booking helps tolower international transaction barriers for Chinese travelersvhile it increases
online booking forA 2 A Chitéld, tduds, and destination tickets.

Serve as both a B2C and B2B website, which not only connects Chinese tourists with tour
operators, but also connecs tour operators and tourists with the RA C E Tlotabti@vel industry
players including local tou companies, hotelsthe cruiseindustry, car rentalsand other special
destinations.

Use responsive designs and templates whenever possible to make the site mobile friendly.
Advanced search engine optimization (SEO) efforsspecially for Chinese seah engines will be
applied to the site to attract more organic search traffic.

Feature online video Chat function on both website and mobile apps to answer questions from
Chinese tourists and tour operators and help them book tours, flights, hoteds)d destination
tickets online.

Contentand service providershould becarefully selectedsothat they are attractive to Chinese
travelers. The following content is preferred bynost Chinese visitors:

(Items with a have Online Booking Feature)

7 Hotel information with online booking feature
72 Shopping information, discounéd digital/downloading coupons, shopping is important for
many Chinese travelers
§ Sores featured with local culture and specialtie®tc.
8 Major outlet malls, super storesand tourist ariented conveniencestores nearby
8§ Luxury shopping centers, such as Coach Storesc.
40A0A1T OAOEAxO &EOI i 9AIlI P 1 O FAmtiinétravelers 1 A6 0 O
especially always do extensive research about an experience befdraveling somewhere
a Localcar rental companies
a Local travelagents and tour information
a Chinese travel agencies/ meeting planneshowcasng the 2 A C E fiodr iaf@mation
a Flightinformation
Recommended listof nearby restaurants featuring top Chineseeateries, toa Whilea
2ACEI T80 O1 ENOGA AOQI ET A Q wtteritidn Gtift hebdSto 1@ Raid®@ thd A A
#EET AOAGO OOT 1 AAEO8 # EEIT thehded fokat MBkesht mdals bfA  x
instant noodles in hotel roomsor other subpar food.

MMM MNEMN ™
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72 a Cruise

72 a Travel attractions introduction andicket information

E News and articles related to travel experiense

72 Deals and promotions section featurin@ E A 2 AhGt&ld, dirlé3 and tour operators

Content generation will bedone asan ongoing process. Constaty refreshing contentnot only
attracts repeat web visitors and cates to changing demand, but also enhance the SEO of the site.

Digital Solution #2: Work with More Players inOnline Travel Industry

FigureBET | OOOOAOAO OEA 1 AOEAO OEAOA AT I BIOGEOEIT 1T £
agencies such as Ctrip (with a market share of 33.7%) still play a significant role in promoting foreign
destination travel in Chinathough its importance has beemeclining and will continue to drop in the

next 5 yearslt isimportant to cooperate with these big players who have been playing a critical role in
promoting a Regionin China. The problems are that the packages and itineraries these travel agencies
provide generate more totheir ROIs instead of fullA I T O E A A Qoiidrall magkétingbgGalsAdding
more single destination travel andgpreadingtraffic distribution throughout the Regionare more

Ei bl OOAT Oo ddfires&thid pdolentTA kedto convey goals more clearly and specifically to
these big players and work with them together to design and sell more packages thaHitA'soverall
marketing goals in China.

201 24 h R ifH B2 R IR T B4
(FHHAELS)
China online outbound travel industry market share
composition
Others = #= Ctrip
VR~ /_:3 %

Sis__—

Lvmama #55—

i l
Tong Cheng s:= us]

You Zai 65% Tuniu

Figure 8: China OQutbound Travel Online Market Share Gmposition in 2012

Figure8 also showshow the newly emerged players in the vertical online travel market together have

i OAE 11T OA Ei PAAO EIT OE A D EFT@neetsicfdcds dspecidlljon develbpin® O A C
relationships with these new and prominent playersThis is done to takdull advantage of the available
digital channelsto build OE A 2 Ab@idiinhagedh China and connect with Chinese consumers

directly. While the vertical online travel market can be described as a @iltle, we identify a couple of
outstanding players to work with:
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U  Tuniu.com, a website site that focuses on promoting travel itinerarigs 2nd with a market share
of 15%makingitoneofOEA 11 OO0 ET £l PREVEAAO Pl APDR daGayBrOA I
lacks interesting itinerariesTuniutackles the problem by working withFTA to build the Region as
a hot leisure travel destination. While one Regional destination may have a high number of
choices and attraction introductions, Tunia designsteresting itineraries that combine traveling
resources and rich culture acrossRegion.

U  Mafengwo.com, a travel website thafocuseson social travel, is a prominent player in travel blogs
and travel tips with 482MM registered users. People who have teled cometo mafengwo.com
to share travel experiences regarding everything frorimary attractions, to dining, shopping
entertainment, etc. The contents are user generatedhavea personal touch andare very viral. We
seehuge opportunities to cooperatewith them to promote all facets ofa Region from local shops,
restaurants, and fun spots to everything uniqui the Region

U  Websitesthat focus solely on traveling abroad such as Qyer.conare also worth the effort to
explore. Do It Yourself DIY) travel is very likely to becomenainstream in the next 5 yearslhis

independent travelers.

There are many more online travel platforms tha Regioncan work with inChina.FTAneedsto
identify all of them after receiving feedback frommarket operators. Again, the China travel market is
constantly changing and tere are no fixed perfect market plars. The key is to constantly adjust the
market plan based orfresh feedback.

Also,FTAneedsto work with various partners tofacilitate independent trips toa Regionthrough
chartered flightsand by opening up direct flights to increasethe length of stayof independent trips
and more extensive trips © areasthroughout the Region

Digital Solution #3: Leverage the Mbile Internet

As smart phones and other mobile devices become standard deviceshe average Chinese, the

Mobile Internet that serves 1 billion Chinese mobile users will see an explosive growth in thd ne

couple of years. Given that travel is an activity on the go by nature, the combinatidmnmobile and
OOAOGAT EO AAOOET AA OF OAOGI 1 OOET T EUA OEAToET AOOOC
Guidesnab| AEAOO6 8

Research showshat most travelers use mobile for their trips:
29.80% - Searchfor information

18.27%- Share travel stories and pictures

14.27%- Check outprices oftravel products

13.79%- Use mobile to make bookings

24.77%- Accounted for by others

= =4 =8 4 A

Figure9 illustrateshow Chinese traveles use mobileduring their travels.

23



Glogou Inc.

2086 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

Others

Bookings

T IRFTIT,
—F 13.79%
Check out prices 'gmﬁq%m

Wi 077 RARBES

28, 90%

What Chinese use mobile for during travel? |

Search for
travel info

_ SEmie4®Es | Share stories and

¥R 18.27% | pictures on the go

Figure 9: ChineseMobile Usage for Various Purposes with Search and Share Ranked

Chinesemillenials, thoseA T O1

ET

O E 4 ard tie@eéheratibnésingfrdidle the most for travel

planning; so having a mobile Internet strategy is even more important to capture these two

demographics.

Almost all the playersincludingmost of the 2 A C E prdvidu® local partners have made strides the
mobile Internet market. They wilhelp introduce and sellmoré £ OE A tavkI@dsdurices @a this

channel.FTAl AAAO Oi
ET x O Al ECI

O1T AAOOOAT A ET x
(4160 CAT AOAI

#EET A

EOO PAOOT AoQandi 1T A
i AOEAOET ¢ CIT Al

It is crucial thatFTAS design and executeheir own mobile Internet strategies

The best and most effective strategy is to develop mobile apps for Chinese &iavs to use while they
are travelingto various RegionsThe Mobile appthat Glogoudeveloped (see Appendix 4jor the

DOl OPAAOEOA

I A © #eligheditodeldresa thedpEpbloms of Bhinese travelers (F.1,T)

primarily providing information on thespot to help them decidewhere to eat, stay, go, shop andeek

entertainment.

Kaanapali Beach Hotel

Hyatt Regency Maui Res... ¥
]

<
] $203

Figure 10: Screen Shot of Mobile Apps for Hawadi Region
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I 2ACEIT T ehileAdplizdioniwill significantly increase the daily spending of Chinese visitors in
a givendestination. Consumption at the travel destination is usually impetuous atite string on most

# EET A OA Gends  bdvekyQddse Traditionally, tour gudes controlled this part of consumption,

but for the growing group of F.1.T.Chinese travelersa2 A C E T $tain@evdldpedmobile app will help
them to explore everything freely inn the Region,no matter what attractions, restaurants, local

cultural experiences, shops or special local merchandiaee being sought by the travelerThe app will
integrate with LBS (Location Based Search), SNS (Social Network Services) and WeiboofNig) so

that the travelers can search, explore and shaimerealtime. With the LBS feature, the app camake
various recommendations for travelers based on their default or selected locations. The integration
with SNS and Weibo will create more user generated digital content and more social sharing. The more
pleasant/rich traveling experience the travelers have iaRegion the more social sharingand

therefore more future visitorswill comefrom China. The virtuous circle previolysmentioned would be
formed and strengthened. Many more featuresught to be added to the2 ACE T T & GhobleGapOl |
aiming to promote amore even distribution of visitor trafficto the local culture.

Other mobile Internd solutions include game appfeaturing Regionaltravel resources and culture to
engage, educate and interact with Chinessonsumers in a fun way.

Digital Solution #4 SEM SEOand Other Online Advertising
An essential part of online advertising is SEM (Search Engine Marketing) and SEO (Search Engine
Optimization). China SEM, SEO plans éoRegionabnline presence are listed below:

1. SEOforA 2 A Quelbsited a@dd social network accounts

Content optimization in SEO

Keyword optimization in SEO

CommonSEQgood practices

Use of properkeyword and description

Make page content relevant to page titlekeyword, description

Make search engineasierto navigate

= =_ =4 4 4 -4 -2

Plan website structure carefully, making deeply embedded content easier to reach by search
engines.

2. SEM (Search Engine Marketing)

1 Launch Baidu payer-lick keywords campaign and banner campaigoga content network to
promote A 2 A CQuavelladdhtegrated activities.
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3. Other Digital Advertising:

1  Advertisingwill be placead on social networks, portal websites and travel related websites to
promote A 2 A Ctavelladdhtegrate activities based o market feedback adjusting
constantly to achieve the highest ROI.

T FiguelEl | OOOOAOAO #EETAB80 T1T1ETA 1 AOEAO OEAOA
except for Baidu, Alibaba is a prominent player. Taobao, the most powerful B2Zbemerce
website, owned by Alibaba, recently joined the online travel market as well.

2013Q1PEEHKN/ ~HiZER AN HER

»E5E318%
= FEEE15.5%

HB24.2%

Others SBRPMS.8%

Baidu = BiRA7%

- M4.4%

- MH3.6%

R " R32%
360 24% 6%
!ﬂ.ﬁiﬂl T R360 24%

i ? RURSREEL0%
19593.6%
vs;u-u Alibaba i
& .

Google China |
#*§ BNES SENES oINS www.enfodesk.com
SOURCE: EnfoDesk © Analysys International www.eguancn

Figure 1l #1 AAO , AAAAOOnliheAAdvweEtEBind Blarket: Baidu and Alibaba
Digital Solution #5: Multimedia andOther Tools

It isimportant be on the forefront of new technologies that bring significant resultsbut with less cost
Some other digital solutions includgbut are not limited to:

1. Hosting online Webinars to connect iavel Trade andto provide training programs in both Leisure
and MClsegments

2. Target Chinese tourists by producingnd promoting streaming videosvia the video website YouKu.
These videos canact as themost direct visual connection betweera Regionand Chinese travelers.

3. Identify and build social network applications thiaserve social marketing and other purposes.

I 2 A Ctiavel piatform, website, social media presence, webinars and SEM campaigns are designed
for the China market by considering the special preferences and the need€hbfnese travelers. The
strategiesand plans serve the goals to achieve measurable KRlsd the general promotional goals of

A 2 A qudellindudtry andlocal culture. FTAs can create and increase demand in China by providing
fresh onlineRegionalexperiencesthrough these integrated dgital channels.
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Integrated Public Relations and Marketing Campaigns
Table 4 givesah OAOOEAx T £ A POT OPAAOEOA 2ACEIT 180 EIT OAC
campaigns for 2014. These campaigns can@dine andor Offline, providing webinars and virtual
events inthe China marketwhile positivelyimpacting KPl andO E A 2 Agérierhl imarkating goals.

The following campaigns and integrat activities will be conducted through multiple channels
including social networks websites, meda (Digital and Taditional), and online and offline activities and
promotions.
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2014 A WA tw | YR al NJ Sanline and offling, Webinars and Virtual Events in China Mar
Descriptior
Time Webinars Deliverable: Impact on KF Impact on Overall Marketing Goe
Travel Trade Educational Eve
Sep Organize Virtual Events for Ch 1.Build relationships and establ Nights Hotel Booked Room Niglg|t NE Y2 4GS | | g A Y
Nov Outbound Tourism Market : MICE t  |cooperation with Chinese MICE (meet |bSg G2 | | 6t destination in China mark
operatorsand major targeted compani |Incentive, Convention, Exhibition) tc
operators
2.Build relationships with major target
companies
Apr, Organize Virtual Events for Ct 1. FIT trip, immersion trip, independe 1. Number of arriva 1. Cooperate with Chinese tour operat
Jur Outbound Tourism Market : Leisure tc |destination tou 2. Average Visitor Length of &  |to develop independent destination to
operators 2.L Yy (i N2 RdzOS 'stour routes an |3. Island Distribution of Visitt  [F YR AYYSNBEA 2VY;
accommodation in other islands besit 4. PPP 2. Increase group tours through charte
O'aht direct flights
3. Joint marketing program/the spec 3.Brand repositio/l | ¢ A WA |
promotion agents in Chit presentation/life style segmenGolf anc
Romance
PR and Marketing Integrate Campaic |Deliverable: Impact on KF Impact on Overall Marketing Goe
(online and offline
AllYea [t N2Y2GS g1 A 1. Increase independent destination to  |1. Number of arriva INBAYF2NDOS || 6;
independent islands travel destinatic |2. Brand reposition/life style segmes 2. Average Visitor Lengthof S |25 AFFSNBYGAFGS ||
for Chinesi family vacatiol 3. Island Distribution of Visitc islands trip
& 5 NB I Y 2014top 1Cisland: 3. Shoulder period promotic 4. PPP 3.N}YR I kgl At
RSaGAYIl GA2 independent islands travel destination
Jan/Fel [t N2 Y23GS 11 gt A 1.Increase high end travi 1. Number of arriva EPRRrcel g+ A WA o
& destination for upscale (Romantic/Golf/Affluent trave 2. Average Visitor Lengthof S [25AFFSNBYGA LGS 1|
July/Au¢ |(romantic/Golf/Affluent) travels, 2. Brand reposition/life style segme 3. Island Distribution of Visitc islands trip
vacations, events and activitie Romance, Golf and Afflue 4. PPP 3. Ny R IFglAWA | &
"Most trendy destinations for romant for romantic/Golf/Affluent vacatior
and golf vacations" campai
ApriMay|[ | dzy OK | I ¢ A WA w2 |1. Brand reposition/life style segmes 1. Number of arriva LwSAYyF2NDS | sl
& during off-peak month: Romantic trave 2. Average Visitor Lengthof S (2. N} YR | F gl A WA |,
SeplOc | [ 28S Ay 1 &1 A WA o2. increase romantic vacatio 3. Island Distribution of Visitc for romantic travel
Y2aid NBYLFYyGAO 3. Shoulder period promotic 4. PPP 3. Increase visitors and LOS du
shoulder perioc
AlYea [t NEY23dS |16 AWA L1 gl AWA [ dzt Gc 1. Number of arriva 1. Increase awareness, familiarization,
"I gk AWA [ dzt G dzNX: 2.1 I & A WA/activities and produc |2. Average Visitor Lengthof S [dzy RSN& G+ y RA Yy 3, place
monthly featured festivals/event promotion 3. IslandDistribution of Visitor and culture
productsand cultural topics 3. Shoulder period promotic 4. PPP 2. promote HTA industry progran
Signature festivals and events, sports,
countyproduct enrichment progran
AllYea [t N2EY23GS |1 gk AW LI Fgl AWA [ dz G 1. Number of arriva 1. Increase awareness, familiarization,
resorts and cultur 21 F 61 AWA AYRADA Rz |2. Average Visitor Lengthof S [dzy RSN&A G YRA Y 3, place
54402 @S NJ L Culture history |3. Shoulder period promotic 3. Island Distribution of Visitc  |and culture
and individual islands and resor 4. PPP 2NBAYF2NDS SI OK
campaign and knowledge cont
Media Familiarization Trig
to Hawai'i (FAMS
Fet Leisure market mediBAM tour (Fet Brand repositio/l I 6 A WA | 1. Number of arriva .NFYYR 1 gl AWA |
media reporters, celebritie presentation/life style segmenGolf anc (2. Average Visitor Length of S |destination and romantic/golf/affluer
Romantic trave vacation destinatio
May MICE media FAM tour (May) me Brand repositio/l | g A WA | Nights Hotel Booked Room Nigly|. NI} YR | F g A WA | & |
reporters, celebritie presentation/Bring leac New to Hawai'i Conversii in China marke
Virtual Consumer Shov
Jan Virtual Consumer shov-C NB & K 1. Enhance brand image and reposi 1. Number of arriva 1L.NYYR 1T FgFAWA |
Apr, experiency luxury tour, | F g+ AW, [l F 6 AWA | & G(KS 2. Island Distribution of Visitc destinationand romantic/golf/affluen
Sey and festival Romance/Golf/Affluent travel and fam  |3. Total expenditur vacation destinatior

vacation

2. increase awareness, familiarization,
dzy RSNEGF yRAY 3 |, culture
and individual island

2. Increase awareness, familiarization,
dzy RSNE G yRAY I ,place
and culture

Table 4: Prospective Region:2014integrated Public Relations and Marketing Campaign
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Offline Promotional Strategies and Activities

FTAsneed to execute a series of promotional activities and attend travel shows to implement the
OPOOEOG OOOAOAcCU O ET AOAAOA OO0A GaRegioAThéyAlsakeé toA T A
integrate the resources of tour operators, meeting planners, artie Regionaltravel industry.

Cooperating with them to develop new routes and new markets in Chineancreate new demand and

increase leisure and MQltips to the Regionin the following ways:

1. Partner withA 2 A CuaellinduStry to develop new routes and new services catered for Chinese
visitors

2. Partner with Chinese tour operators to develop independent destinatis@and deep immersion
tours to the Regionthrough chartered directflights

3. Qeate campaigns, evens and activities catered for peak season, offeak season and shoulder time
around the year.

4. Target theme campaigns and evestto specific groups

5. Ensure that campaignsnd activitiesare designedfor all areas of a Regioro reinforce its brand
position and maintain cultural integrity

Make sure tochoosesubcontractors who have extensive experience in executing foreign destination
marketing strategies, professional networks and government relationships in China.

Southwest China Solutions

overz8T AEI T ETT #EET A O Aer titeigkijing, Siiatgkal SuahgzBouy ahéthed 6 O
wealth gap between 1st and 2nd /3rd tier citigmsbeen shrinking very quickly. For marketers, this
meansthat more opportunities lie inthese 2nd and 3rd tier citiesETA &xknowledge the importance

of those Chinese living outside of 1sier cities andfor the last two yearshasmade efforts to target 2nd
tier cities by having promotion fairs in Hangzhou

The best next stop to haveA 2 A CTialel PGofotion Fair is in Chengdu. The promotional fair is
expected to receive extensive media coverage this southwestern area with spilover effect to the
whole country, andis likely tobring a large amount of 4t time travelers toa Region Chengdu, the
capital city of Sichuan Province and Chongqing, the foutdrgestmunicipality in China, are the two
most important 2nd tier cities in southwestern China. The two largest airportsimand China are also
located in these two cities. In 2012, Chengdu ranked No. 7 and Chongqging ranked No. 10 among the
biggest outbound departure cities in Chindn recent years, he economy of Southwest China has been
developed very quickly witthe# EET AOA C1 OA@al | AT 680 O0OPDI
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Travel consumption is highly aoelated with economic growth, with research shoving that from

January to November 2012, travel agencies in Shanghai organized 1,530,600 outbwipsda YOY

growth rate of 27.88%, while the number from Chongqging wa2®600,or 84.14% OY.

Figure 2illustrates travelagencyAE OOOEAOOET T AiT1 C #EET A8O | AET O
Beijingand Guangdong on top, followed by Zhejiang and Shandong, where Hangzhou and Qingdao, the
last two stops of A 2 A CREomdtiGn@air are located separately. THe A C E Prontdn Fair held in
Chengdu will covethe southwest region, whichincludesChongging, Sichuan and Yunan. The

combined size of travel agencies in the area is bigger than Zhejiang or Shandong and clodeeteite

of Guang Dong province. This further proves the choice will not oty a strategic move, but also will
attract a large crowd of travel agencies to the fairgesulting in morevisitors to the Region forboth

leisure and MCI.

Travel 300

y ~ Beijing
agencies o
¥

20115 D2012%

L E B ETLC LR ERE ATWARANB U AT E S
Yt REIATAR *nmsru ,,l«mnrmm.nnw,eﬁuﬁ

Southwest
China

Cities/provinces

Below isa brief description of the fair:

Foreign RegionTravel Promotion Fair:Southwestern Chinaz Chengdu stop (2 days)

Organizers: A digital agency, contractor in Sichuan, Sichuan Tourism Administration and Sichuan
Tourism Association

Attendees: FTArepresentatives, officials fromthe American consulate, government officials from
southwestern provinces such as Sichuan, Chonggingnvan and Guizhou, travel agencies,
representatives from big corporations and organizations, Sichuan golf club, majeedia outlets
(Estimated 400 people)

Description:

In lieu of the big promotion fair, digitakigencieswork with local partners to execute promotions
throughout the yearin the southwest region Online and offlinemarketing maximizes the buzz created

by the fair,utilizesOEA AADPAAEI EOEAO T £ OEA DA CGhektattd AGOAT
governments to promotea PO A E C1T sardvél redolirées with Chinese travelers, corporate clients
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(for MCI) and industry players in the area. It is a comnigmecognized challenge for foreign
destinations to market MCI travel to inland citiesz=TAneedsto choose a marketer witha strong
presence and network in Southwest China to heliine Foreign Regiorbecomethe first foreign travel
destination to successfully tackle the market.

Travel Trade Education Events with KeghineseTravel Agencies

FTA and the digital agency organize three more evis in Tier 1 cities (Beijing/Shanghai/Guangzhou) to
promote leisure and MCIoOE A &1 OAECT 2 #esE dvénfisBoweasednd gudlity and
diversity of OE A 2 AsEeRelry| aBt<& cultureheritage sites activities, unique attributes and
conventions. Newly designed routes and pricing enricthe customer experience, extend stayand
managea more evendistribution amongareas of the Foreign Region

The purpose of Trade Education is to change the current negative images associated aviloreign
Regionas previously analyzecandto reposition the Regionas a luxury and relaxation paradise with
emphasis on golf, honeymoon and family travels. The events also focus on promothmgForeign
Regionas a sole travel destination by presentinpe multifaceted featuresthat are prevalent
throughout the Region

FTAs also emphasizdree trip and deepimmersion trip introductions by cooperating witha Foreign
2 A C E lbdal@r&yel operators restaurants, andhotels to design new routes and dig out special
features of eacharea

Event promotions are built on the past succe$sl experiences of A & H International Travel Co., Ltd (A

& H) in promoting over 30 international destinations with leisure and MCltire China MarketFT/As can
increase distribution channels to 14 top China agencies and 3 special agents targeting East China, South
China and North China separatelywhile establisting strategic MClcooperation with C¥ 3 AT A #) 4
head office. Chart shows a artial list of travel agencie$=TAs may want to work with.

Trade Familiarization Trips FAM9

FTAscan use FAMs to promotdd & T O A E C tourignias miiltiplé themes (Real EstatEamily, Golf,
Honeymoon) to China travel agents, travel mediairlines, wholesalers, and MCI/Corporate targeted
clients during spring shoulder period~oreign Regions cateverage Special Theme Monther Travel
Professionals. The participating agents will first experience the new enriched roytasd accordingly
sell the travel products toalarger group of Chinese clientele within their sales network.

The two FAM trips will targetthe leisure market and MCI with 20 agents respectively. For METAs
should targetcorporate clients such as Amway, Lenovo, Hai€&ree, and some private banks for
incentive traveling cooperation.

The two FAMs aim to increase awareness, familiarization and understandindof & T OAECT 2 AC|
people, places and culture among China travel industry players, who will further push thequai
experiences to broader audiences and make the sales. It will also serve the purposes of promatiag
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Foreign Regioras a single travel destinatiowhile extending stays, and increasing the number of
visitors and total expenditures.

Trade and Consmer Shows

There are two key trade showsvorth attending: the China Outbound Travel & Tourism Market Show in
April and US. Tourism Industry Road Show in OctobeRestination booths of the Foreign Regiorwill

be set up with professionally designed high ipact displays to effectively delive© E A 2 Ap@emilnk 8 O
image as a travel destination.

FTAscan also hold a consumer show to showcas§eE A &1 O A E I9dal cdtkeCTRdsé corGumer
shows are typicallyheld inearly summer monthsand will feature photos and videos of individual

cultural aspects of the RegionOnline marketing promotion will be used to enhance the participant and
news coverage and the show will bring direct interaction with consumerso stimulate sales.

Potential participantsinclude: large audiencs oftourists, travel enthusiasts, photographers etc.

Description of the event:

vV SetOb AEODI AL
hanging flags etc.

V  Set up promotional desk sets, promotional materia and arrange onsite consultingp tourists
to explain and educate passengers. Activities the background can be attached to the
respective& | OA E C1T LQJOGEAd pictéré&xyith brief text description of the impact of
tourists.

V  Distribute promotional materials and giveaways to participating visitors in the game to
facilitate a direct impact onthem.

V A main exhibition auditorium will be setip with projectors to share the beautiful scenery of
the Foreign Regionalong with pictures, recommended travetoutes, food, culture, special
activities and shopping.

V  Setup anonsite lucky drawng to attract eye balls

V  Prepare a oneveek Foreign Region SceniEhotography Show

T
T[ pa . ~ ~ e ~ - ~ T ~ - P
O 1 A& bdalAttraktionddnfo@nh core bbads, ibdndels,

EducatingTour Operators

Buildinga marketing relationship is a tweway effort, wherefocusing on cultural intricaciescanreally
show hospitality and care to Chinese travelers. Aside from authentic Chinese breakfastsMandarin-
language signsmany other fine touches carshow genuine care, likeChinese concierges, Hoom tea
kettles with loose tea leaves and boiling water, slippers, toothbrush and toothpaste, translated
restaurant menus, orsite translationservices, among other things.

Table 5 gives an overview of 2014 offline promotions and activities:
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2014+ 61+ A WA L y G (ffneYiniCEinaMarkeh @A G A §
Time Descriptions Deliverables Impact on KPI Impact on Overall Marketing Goals
Travel Trade Education - Joint Agent/Location
Trade Education
Mar |Organize Show for China Outbound Beijing 1. FIT trip, immersion trip, Single tour |1. Number of arrivals Brand repositionl | 6 A WA | 23
Tourism Market A y (i N2 RdzO § destination 2. Average Visitor Length of Stay presentation/life style segment -Golf an
travel routes to industry & MICE 2. Joint marketing program/the specia|3. Island Distribution of Visitors Romance /
(200 persons from 100 agencies) promotion agent in North China 4. PPPD Promote MICE to meet KPI target
3. Strategic cooperation with China |5.b A 3K & 1 238t . 24
Youth Travel Service (CYTS) and ChifNew to Hawai'i Conversion
International Travel Service (CITS) he|
office
Mar |Organize Show for China Outbound Shanghai |1. FIT trip, immersion trip, Single tour |1. Number of arrivals Brand repositionl | 6 A WA | 2§
Tourism Market A y (i N2 RdzO S destination 2. Average Visitor Length of Stay presentation/life style segment -Golf an
travel routes to industry 2. Joint marketing program/the specia|3. Island Distribution of Visitors Romance /
(200 persons from 100 agencies) promotion agent in North China 4. PPPD
Apr |Organize Show for China Outbound Guangzhg 1. FIT trip, immersion trip, Single tour [1. Number of arrivals Brand repositionl I ¢ A WA | 23
Tourism Market A y (i N2 RdzO § destination 2. Average Visitor Length of Stay  |presentation/life style segment -Golf an
travel routes to industry 2. Joint marketing program/the specia|3. Island Distribution of Visitors Romance /
(200 persons from 100 agencies) promotion agent in North China 4. PPPD
Sep (I F 61 AWA ¢ NI @St t NPChengdu |1. FIT trip, immersion trip, Single tour |1. Number of arrivals Brand repositionl I ¢ A WA | 23
Attendees: HTA , American consulate, destination 2. Average Visitor Length of Stay presentation/life style segment -Golf an
officials from southwestern provinces, 2. Joint marketing program/the specia|3. Island Distribution of Visitors Romance /
travel agencies, big corporations, Sichu promotion agent in North China 4. PPPD
golf club, major medias (Estimated 400
people)
Trade Shows
Apr |participate COTTM (April, 2014) 1. Brand repositionl | g I A WA  ||1. Number of arrivals Brand repositionl | ¢ A WA | 23
presentation/life style segment -Golf |2. Average Visitor Length of Stay presentation/life style segment -Golf an
Beijing |and Romance 3. Island Distribution of Visitors Romance /
2. CPEP programs 4. PPPD
3. Shoulder period promotion
Oct |participate CITM (Oct, 2014) 1. Brand repositionl | g I A WA | |Number of arrivals/Average Visitor |Brand repositiohl I ¢ A WA | 2 §
presentation/life style segment -Golf |Length of Stay/Island Distribution of |presentation/life style segment -Golf an
Shanghai [and Romance Visitors/PPPD Romance /
2. CPEP programs
3. Shoulder period promotion
Trade & Media Familiarization Trips
(FAMS)
Feb |Leisure market FAM tour (Feb) 20 key Brand repositiohl | ¢ I A WA | 2/1. Number of arrivals ONFYR IFESFAWA & g
agents Lt gt Rﬁfts\entationllife style segment -Golf |2. Average Visitor Length of Stay destination and romantic/golf/affluent
and Romance vacation destination
May [MICE trade FAM tour (May) 20 key age IS, 41 d repositionl | 6+ A WA 1 2b A EIKL"{ a 1268t .22 NI YR I} glAWA | & H
presentation/Bring leads bS¢g 02 1 gL AWYA [/ 3inChina market
Consumer Shows
July [Consumer show | ¢ | A WA-MaiS & LYGN2RdzOS | | 61 A WA|L NudBeDdf brivalsd dzt G dzNB [1.. N} yR | I ¢+ A WA | &
Plein Air Painting Invitational 2. Island Distribution of Visitors destination and romantic/golf/affluent
3. Total expenditure vacation destination;
Chengdu I
2. Increase awareness, familiarization,
dzy RSNE Gl yYRAY 3 3zlfcel
and culture;
Aug |Consumer show | & | A WA-HeW&I4| LYGNRBRdzOS || 1 A WA|L Bud®eDdf brfivald dzt G dzNB [1.. NI yR | | 6+ A WA | &
YIdzZ- WA LI hN}Yyl ¢H 2. Island Distribution of Visitors destination and romantic/golf/affluent
3. Total expenditure vacation destination;
Chengdu S
2. Increase awareness, familiarization,
dzy RSNE G YRAY 3 3zlfcel
and culture;
Consumer Promotions
Sep |One couple free honeymoon trip -Drean 1. Reposition brand image/Position  |1. Number of arrivals 1. Brand Hawaii as best islands travel
honeymoon destination-competition honeymoon theme/ 2. Island Distribution of Visitors destination and romantic/golf/affluent
2. increase awareness, familiarization|3. Total expenditure vacation destination;
Chengdu |, YR dzy RSNEGF yRA Y3 2. Increase awareness, familiarization,
place and culture/ dzy RSNE Gl YRAY 3 lfcel
3. Promotion and culture;

Table 5: Offline CampaignOverview z promotions and activities

Other Marketing Strategies
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I AAT OAET C O +0#" 680 1 AxAOO OA OtRefUS Atitne spénk ohfoth A A 1 A
Mobile and Internet.ConverselyRadio and Print have become a very small part of ChinesedivSee
Figure B.

Traditional advertising in TV, print and radio are very expensive in China and less measuytiabseare
graduallybeing abandoned by marketers. Internet and mobile marketing have much higher Rapig
are more tractable and measurableTherefore, we suggest puting more emphasis on digital marketing
than traditional media marketing.

China Leads USA in Mobile + Internet Time Spent vs. TV =

China @ 55% vs. 38% in USA

% of Time Spent in Media, USA vs. China, 2012

mUSA = China

22%

14%

% of Total Media Consumption Time

Print Radio Internet Mobile

KPCB China e tinespni i pr MisunenSystoms & a5 pory o el vy o650 s s 1215 88

Figure 13 China leads USA in Mobile + Internet time spent vs. TV

A good marketer can help identify opportunities t@ooperate with wellkknown movie/TV directors to
feature your destination as the shooting location. @ popularsongO- U 9 AAO T £ AN Y Qo6
influx of Chinese travelers to Hong Kongs did apopular TV sitcom did to New Yorland a recent

movie -O7 EAT " AEEET C disdddidydo Saakld Q. imBeiided iarketing works and
canhave a huge impact on instaty drawingvisitorsOT A &1 O A Brgnd imagd Gekping itd O
become apremier travel destination.

Typical China MCI Market Streegies for Foreign Regions

FTAsneedto focus on the pyramid of EDUCATE, POSITION and CONNECT in the market. Given the fact
that leisure is targeting individual customers and MCI is targeting corporate clierft3 Aneeds to focus
more on B2B (Business tBusiness) marketing practices.

As analyzed in the market overview above, both Chinese companies Hrepublic are not only lacking
knowledge about MCI, but also have a misunderstanding about incentive travel. So education about
the MCI market is evemore critical thanthe leisure market.FT/As can start a series of initiatives to help
Chinese companiebetter understand MCI resourceand thus benefit from MCI travel activities.
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MCI travel is a corporate purchasing behaviawhere the decision processs similar tomost other

ATl OPT OAOA DPOOAEAOAO8 / OO OAOAAOAE OEIi xO Q AOEOA
destination for MCI and howa Foreign Regiortan address these questions to score highan

ATl i PATUGBO AET EAAOS

1. Safety comes first. NCI involves flying a large amount of company employees to an oversea
destination. The challenge of logistics is paramount to Chinese companies that are generally still
lacking knowledge about foreign destinationsThe Foreign Regiomeeds to emphasize itsa
stable political environmentwith well-managed communities and low crime rates. The goal is to
let Chinese knowthe Region isdefinitely a very safe place.

2. Chinese are starting to look further beyond Asian countries for MCI travel. This is good nfews
most Foreign RegionsThe opportunity and challenge heresfor the Foreign Region taclearly
position and differentiate itself fromits competitors.

3. The overall image as a travel destination is an important elemeftE A &1 OAE @dvel 2 ACE |
imageas a preferred travel destination for leisure travel will contribute to this decision criterion.

4. 3xEOAEET C Z£01Ti1 AEC 1 AOOI PIT EOAT AEOEAO O1 1AC
especially places with beautiful natural scenesdrich aultures. The Foreign Regioganplacea
major focus on this pointo make their travel locationstand out from competitors. The challenge
here for a Foreign Regionis how to convey the natural beauty and culture to Chinese in a direct
and interesting way.

5. Thelengths thatlocal residents and communitiego to extend hospitalityto Chinese travelers are
very important. The personal experiencef MCI travelerswill be enhanced when their language is
considered in a friendly manner, making themfeel welcomed.When a Foreign Regioemphasizes
the open, passionate, hospitable traits aheir native spirit, they are likelyto win the game. A
good marketer can helpghe Foreign Regiorto understand the cultural intricacies in these areas
helping the Regionto becomeO# EET A . 2 AAAUOG

6. Local supportandinfrastructure is important.4 EA &1 O A E @umer@ud epdicedridh O
experiences and leading positiom the MCI industry argust a fewof the items that need to be
presented clearly, visually, personally and d&eO1 U O #EET A80O DPAOOPAAOE

7. Theease of acquiringavisa, especially group visas and direct flights are also majonsiderations
thatassist# EET AOA AT I PAT BErfn@Kingihfokmed apdidesiSim@arlyin the leisure
area, a good marketer can helfTAAAEEAOA OEA ClI AT O T £ 1 PATET C |
major cities toForeign Regions

Most MCI travel happens at the end or at the beginning of the yeasthe booking season usually
starts in September, so, apre-Septemberperiod is the decisiormaking stage. MCI annual marketing
AUAT A0 xEI 1 1T AAU AslaridBdbpt Bakkéting abtikitegdc@didingly. AUAT A

MCI1 Online Promotion Solutions

35



Glogou Inc.
2086 Walsh Avenue, Unit C, Santa Clara, CA 95050, USA

There isoften a complete lack ofadigital presence ofO1 | A &1 O A E @Al traefiCEhind. As@
B2B service, a dedicated offici&doreign RegiorMCI website in Chinese is extremely important
because the target clients are corporate clients, whose preferences are very different frdmat of the
leisure market.Such awebsite should address the 7 decision criterithat Chinesecorporate
management considerThey wish to see the Foreign Regi@resenttheir MCI resources in a
comprehensive, interesting and businessentered way.Thiswebsite shouldintegrate all the resources
that are relevant to MCI travel inhe Foreign Regionfocus on the benefits of having MCI ithe Region
and feature speciamessagingfor Chinese corporate clientshat highlight successful cee studies
Featuring these case studies will show how MCI meetings heldtime Foreign Regiorcan be a very
effective way to strengthen company culture, team spirit etc. The websiteeds tobe very well
designed featuring MCI resources descriptions, pictures, videos, casedies and presening MCI
experiencesin a dynamic wayFTAneeds to build and maintain the B2B website as a direct and efficient
communication platform that offers one-stop shopping, as well aghe options to plan business
activities and preferred experienes.

SEO/SEM is a proven effective method for B2B business to get sales leads. As MCI is a big executive
decision for companies, extensive 1st hand research of destinatiessuallyconducted viamajor

online search engine giant Baid&TAneedsto hire an experienced digital agency to run search engine
marketing for the B2B website on Baidu by carefully selecting the keywords suclvesrseasincentive
meetings, targeting corporate clients precisely an@apturing the sales leads. Both CPC (Cost Peclgli
and display adsl(mnage Adg will be playedon all the major online websites and are expected to bring
large amount of quality leads. The digital agency will also constantlfilize SEQon the website to
achieve high organic rankings on search enginast bring targeted traffic to the B2B website.

FTAalso needs to take full advantage of social media marketing to promaleE A &1 OAERCI 2 A(
travel resources. For example, adding a diedted section for MCI travebn Sina Weibowill allow use of

MCI hash tags to organize MCI topics on Weibo to achieve the highest exposutaaesocial media

space.lt isalso necessary to build an officidoreign RegiorMCI Travel Weibpas bothare seen as

necessary to better target and serve corporate clients.

E-mail marketing coupled with brochure distribution is also a proven effective method to market MCI
travel resources This is achieved byompiling the email list of all prospective Chineseompanies and
sending monthly newsletters to educate and inforhemi £ OEA &1 O &dvelresorcBsCET 1 6

Tpbetter educate thecorporate market, FTAs needs to publish a large amount of wellritten, high
quality articles These pieces shoulmtroduce MClandD E A &1 OA E RICI refodr@&ih afods

interesting ways to catch broader interest from the publicThis is similato the leisure marketwhere
FTAs can conduct online webinars to promote Foreign RC E 1 ttadeQesources.

MCI Offline Promotions
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Travel agenciesas previousy analyzed, still play a critical role in influencing corporate buyers via their
own established network.FTAneeds to work with the major travel agencies, especially those
specialized in MCI traveAn example of this is workingwith CYTS and CITS headquarteéosfocus on
incentive travel. As the 7 criteria pointed out above, China Ready is very important in determining the
final deal closure, as are the service level and flexibility of the packages in negiotg with big

corporate clients. A good marketer can helpTAs facilitate multilateral parties to make sure the needs
are met to increase the deal closure rate. A drawback of travel agencies is that they over protect their
clients by keeping MCI travedctivities of their clients lowken x EAOAAU OEA MEitr@ABIE C1
OAOI OOAAO xT1 160 AA AdFordign@égiorOBODAAT AOT AAPAB A31T 1
to promote MCI solely. Thi future success depends on direct integration anolilding strong

relationships with targeted clients.

FTAsalso needs to attend the MCI trade shows availabletine China market. Based on theay trade
showscaninfluence industry expertise in the MCI markethere aretwo major trade shows to attend
in 2014: COTTM Beijing in April and CITM Shanghai in October.

Travel Promotion Fas can highlighta Foreign Regiorn Chengduwhile Trade Travel Education Events,
FAMs,and Trade and Consumer Shows introduced tine leisure travelmarket canalso feature MCI
promotion. The focus is to inform and educatthe China travel market about MCI travel resourcesd
abundant varieties, high quality services, established international recognition and infrastructure, rich
culture, and gourmet and cruisdifestyles.

Building upon the monthly email marketing newsletters FTA needto design and print quarterly
marketing brochures and deliver them directly to the corporatmanagement This will further engage
with corporate clients directlyto seize sale®pportunities.

Foreign RegionMarketing Expenditure Estimates

Regardingmarketing expenditures, FTAs have 11 campaignthat includetravel trade education, trade
shows, FAMs, consumer showsand various Internet marketing campaigntgrgeted to bring significant
amounts ofvisitors to Foreign Regionsn 2014Integrated marketing efforts focus on immersion and
FIT trips of 8 days or longerand LOScan be extendedo 6.5 days.More fundsshould be allocatedo
Q2 shoulder period to facilitate

1 Airlift strategy for direct flights from Beijingto Foreign Regions

1 Targeting big jumps in visitor numbers from northern regions of

China
1 Increasingunique web visitors by leveraging SEO strategy
i Interactively solving visitor's issues inreal-time

Details of expenditure plans and budgets are in the attached EXCEL worksheet.
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U 2014 Expenditure Plan Worksheet
U 2014 Leisure KPI Worksheet
u 2014 MCI KPI Worksheet

Case Studies on China Tourism Marketing

Glogou tourism team has been helping worldwide clients promote tasm resources in ChinaAsa
leader in China digital marketingve offer extensive experience ircreative online marketing to Chinese
tourists, andcooperate closelywith top travel agencies in China.

Case 1: Search Engine Marketindubai Government Agency in China

In 2012, Glogou helped the government agency Dubai Evenfr&motions Establishment (DEPE) plan
and managea China digitaimarketing campaigndesigned to promote Dubai as a destination for
conferences, concerts, exhibions, and festivals related to culture, art, fashion, health, and sports.

DEPE hosts the Dubai Calendar, the official listing of business and leisure events in that country, at
www.dubaicalendar.ae/en. The desire was to driveore traffic to that website and thus attract more
Chinese tourists and business travelers through digital means.

qﬂl@ s $urc [
DUBAI v Comncttn |t () 80 B

Figu're'14: Dubai Calendar Interface

The campaign set a goal of attracting 20,000 clicks or 1 million impressions within 20 days from
targeted internet users through Baidu Content Network display ads.

The challenge was to get a huge number of impressions within the client's limited budgatdin an
extremely short period of time. In order to get the best results, th&logouteam handpickedand
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managed more than one thousand keywords related to the events on the Dubai Calendar and created

eye-catching web content. Furthermore, our team carefully selected the popular trawellated
websites, such asvww.qunar.com, www.lotour.com and www.mipang.com sites whichare mostlikely
to deliver to targeted audiences.

The campaign started in late December 2053, theGlogou team worked around the clock during the
Christmasholidays, closely monitoringthe campaign progress tensure thatthe promotional
messages had been successfully delivered to the targeted audiences.

Our delivery of the results depended upoa particular best practicethat Glogou adopted constantly
monitoring campaign results and givingnmediate feedback to our clientswhich allowed adjustments
to be made in a timely manner. In the beginning of the project, the client required us to run the
campaign using the keywords they provided. We monitored tlmmpaign for about three days and
based on the KPI report, our SEM team discovered thhe effectx AO £ZAO £OI I OEA
expectations. We communicated theroblem to the client, broadenedthe keywordslist via our
researched suggestions, and initiateohore creative display ads. Ultimately whulfilled all of the client's
requirements and turnedthe campaign into a great success.

Case 2: China Website and Digital Marketing for USA Regions

Glogou is currently helpingo promote the Capital Regionn the USA(CRUSAlocated in the

Washington, DC,, Virginia and Marylandegion,AO OOAOAT AAOOET AGET T O OI

China marketing contractor, we are in charge of design angderation of the entire digital marketing
plan in the yeas of 2013 and 2014.

CRUSA is the official regional destinatidar a marketing organization whose mission is to attract more
overseas visitors to the Washingto.C, Virginia, and Maryland area, and to get those tourists to stay

longer and spend more moneyuring their visit.

We are performing ongoing SEO analysis of the CRUSA websites, nsites, and landing pages, and
providing pragmatic recommendations to manage their SEM campaigns. Given the importance and
effectiveness of social media marketing ondwel destination promotions, Glogou has developed the

z A Nz

allAoi 61 A O1T AEAT 1 AAEA Ai 1T OAT O OOOAOAGCU AAIT x

Goal Social media will communicate the brand strategy of Capital Region US
(CRUSA): fhEbepeti @efice hteh&€apital

Target International tourists, including Chinese tourists

Positioning Social media is used to build an online platform and community to intro
CRUSA to more international users, and to increase the number of Chi
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visitors and theitravelexpenditures
Content Topics include: lifestyle information, such asehgreat outdoors, urban
Strategy excitement, indulgence, history and culture; travel information such as
requirements, accommodations, shopping, food, transportation, money
insurance; sharing of travele | at ed posts from i
Q&A
Form: videos, postings, photos, etc.
Sources: capitalregionusa.org web portal and Facebook/Twitter pages,
YouTube videos, influencersodo bl
Update deal, event, and accommodation information
Load links of videos onto social media pagel display them on a pre
determined rotation schedul e (wl
partners)
SocialMedia | Consi stent with the styéandTwitér CR
Design presence, but adding Chinese elements to catch Chinese eyeballs and
Key Number of followers, Key Opinion Leaders (KOLS), posts, shares,
Performance |comments, interactions, etc.
Indicators
(KPIs)
Reporting Weekly update for KPI, kegomments, feedback, and sentiments
Social Media  |Operated by Glogou Social Media Team
Management
Glogou Team: overall strategic planning, content planning, developmer
and posting, comment response, weekly update report and developme
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WASHINGTON, 0 - .u imm o
NART ANy WHEEIN am - we [BE
VIRGINIA

CAPITAL REGION USA

EXPLORETHEREGKON ~ TRPIDEAS  EVENTS  DEALS  ACCOMMODATIONS  TRAVELPLANNING

o S
o e

MARYLAND »

EXPLORE OUR INTERACTIVE MAP »

FUN & FREE

in Washington, DC »

We invite you to explore the Capital Region USA.

Iconic monuments and inspiring museums are just the beginning, Discover breathtaking

Figure 15 Screen shot of the website for Capital Region USA

Figure 16: Capital Region USA, Social Media Presences in China
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