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About International Luxury Travel Market Asia (ILTM Asia)

Mow entering its 3th year, ILTM Asia is the leading luxury travel event for the Asia Pacific region. ILTM
Asia 1s an invitation-only event, where the very best travel agents and advisors from across Asia meet
the world' s very best luxury travel experiences.

For more information on ILTM Asia, please visit wwwiltm.com/asia

About International Luxury Travel Market (ILTM)

International Luxury Travel Market is a portfolic of global, regional and specialist luxury travel events.
Alongside the global flagship event in Cannes, ILTM has core international events in the Asia Pacific
and Amencas regions and two speaalist events; ILTM Japan and ILTM Africa.

For more information on ILTM events, please visit wwow.iltm.com
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10 Hey Findings

1 _Fast increase in overseas travel. Chinese high net worth indnaduals, defined as indraduals
with wealth of CNY 10 million (equivalent to US$1.6m), travelled overseas four times last year, totaling 33
days, of which leisure travel made up 20 days, up 10% or two days, and business travel made up 13 days.
Total number of cutbound trips in 2014 increased 17 8% year on year, to 116 million, according to the
China Tounsm Academy

2 Luxury travel buyers influence grew. More than two thirds of China' s super travellers,
defined as individuals who spent U5530,000 or more on travel last year, arranged their leisure travel with a
luxury travel agency. Customized service and well-planned itineraries were the key considerations for a
good travel agency.

* Mainland China Outbound Luxury Travel Agencies 2015 Top 12: (alphabetical
order): Blontinents Travel, Ctnp, CT5, CITS, CYTS, iadema, HH Trawvel, Mytour Travel, Magic Travel, Sinbad
Travel, Wild Travel and Zanadu.

® American Express was the outstanding performer across Hong Kong, Macau and Tamwan. Hﬂ'ﬂg Kﬂ!'ﬁg
Outbound Luxury Travel Agencies 2015 Top 5 were: American Express, Cathay Pacific
Holidays, Swire Travel, Wincastle Travel and Westminster Travel. Macau Outhound Luxury Travel
Agencies 2015 Top 5 were: American Express, Hong Thai Travel Service, JIT Macau, Macau CT5 and
Macau CITS. Taiwan Outbound Luxury Travel Agencies 2015 Top 5 were: Asuka
International Travel Services, American Express, IT IS, Lion Travel and Royal Jetway Express. Rupert
Hoogewerf, Hurun Report Chairman and Chief Researcher said: "For luxury hotels around the world,
Mainland Chinese luxury travellers now spend as much as those from HE, Macao and Tanwwan. This is why
Hurun Report has, for the first time, added in the luxury travel agencies from Hong Kong. Macau and
Tamwan.”

3. Travel destinations with Chinese characteristics.

® Antarclica was the destination of choice last year for Chinese super travelers, especally during the
Chinese Mew Year holiday. 49% went for the landscape. The Maldives have grown in popularity as a
destination these last two years, surging to third place in the preferred international luxury travel
destinations. AUSIIAlI3 retained its top position with France afirm second. UDA! has also seen a
strong growth these past few years, coming in fourth. Among European destinations, UK and ltal ¥
showed significant increases in popularity. Domestically, Sanya and Tibet led the way.

+ Specific comparison between US, Japan, France, Australia and the UK. The US
was the country respondents had been to most frequently, with 5 trips in their lifetime, and plans to go a
further twice in the next three yvears. It also scored highest for business and visiting friends and family.
J{ti:l' 411 scored highest for shopping and culinary experiences. France and the UK scored well for
shopping and business. AU 511313 scored highest for leisure. Interestingly, for these Chinese respondents,
the best culinary experiences were to be had in Japan, with the UK beating France into third place.

4 Most memorable trip last year and Chinese New Year. The most memorakle trip of
2014 was a 13-day trip with & friends, one day and one friend in the group more than last year. For Chinese

Mew Year, it was with family, and a smaller group of 4 people. In both cases, half travelled business class,
compared with only a third last year.



5- When to travel. The top choice for travel time was the summer holidays, followed by the October
national holiday and Spring Festival. However, 36% of respondents chose the off peak season, an 11%

increase over the previous year. Chinese New Year was the peak season for family travel. 93% were travelling
with family members or friends.

6_ Hotels. More than half of China’ s super travellers made their own hotel bookings. The Feninsula
topped the list of preferred luxury hotel brands for the first time, followed by the Mandarin Oriental.
Shangri—La. which topped the ranking for the past decade, dropped down to the fifth this year. However,

for reward cards, HUTOMN and Marriott led the way for 29% and 26% respectively. Hoogewerf said,
"China” s luxury travellers may prefer the idea of luxury hotel brands like the Peninsula and Mandann Onental,
but their most-used reward cards are still with the Hilton and Marriott.”

7. Airtravel. Air China, the leading Chinese member of the Star Alllance, was the run-away winner
of the best frequent flyer program, with 66% of respondents being members. There has been a surge in flying

business class in the past year. SiNgapore Airlines was the winner of the best business and first class.

8_ Looking forward 3 years. There is a clear trend towards experiential travel, especially as China’ s
high net worth individuals are doing more business travel than ever before. Physical and spintual relaxation
lies at the heart of their leisure travel needs, demonstrated in the rise of Medical TOUrISM. Eurcpe and
America can expect to lead the way for Chinese luxury travellers, coming in first and second 47% and 45%
respectively.

9im pact of smartphones. WeChat overtook email as the most used function on smartphones at
58%, up 19%. WeChat was also the most widely accessed source for travel news, at 42%, followed by travel
apps. 94% of respondents have installed travel APPs on their smartphones, led by CIriD (49%) and Ounar
(15%). For taking photos, smartphones have overtaken professional cameras, although half of the
respondents claimed to have a camera costing more than USD$3,000, with Canon leading the way. The
subject matter of their photos has shifted to people (475%), rather than rivers and oceans (42%), animals (41%],
and natural scenery like hills and mountains (31%).

1 U Travel retail. The Chinese luxury consumer is now the absolute Mumber One consumer of luxury in
the world, with 35% of the total consumption of luxury, according to a recent report by tax refund brand
Global Blue. Russians came in a distant second place with 13%. Europe was the destination of choice for

luxury shopping, with France leading the pack for 22% of respondents. For gifting, APPIE overtook

HEermes to become the preferred luxury brand to gift, although spending on gifting declined 5% year on
year, on the back of the government’ s anti-corruption campaign.
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Chapter 1: China’s Wealthiest — Lifestyle Review
The results presented in this report were obtained from a bespoke survey of 291 super lhuwoury travellers, defined as
individuals who spent US$30,000 or more on travel in the past 12 months, making this the largest and most
significant survey of the Chinese outbound lwoury travel sector. Hurun Research Institute carried out the survey
between March and May in association with three of China’ s leading luxury travel agencies: Diademna, HH Travel
and Magic Travel. HH Travel and Magic Travel are the bespoke luxury travel brands of listed companies Ctrip and
UTour respectively. The survey asked respondents for their travel trends, and three specific case studies: Their most
memorable trip last year; Their Chinese New Year trip this year; and their leisure travel plans for the next three years.

55% of respondents were from the first-tier cities of Beijing, Shanghai and Guangzrhou, with the rest from 23
provinces and including HE, Taiwan and Macao for the first time. Respondents were 40 years on average, married
and with a 13-year-old child. They have a net worth of US$13 million and last year spent an average of US$58,000
on travel with the family. They were very intemational, having worked, studied or lived overseas for two years,
travelled to 27 countries and taken 2.5 cruises. One third had travelled to Antarctica last vear.
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Last year, the favourite themes for holidays centered around leisure travel (60%) and polar explorations (28%). The
most common destinations were Europe, at 47%, and the US, at 40%. Southeast Asia and the Morth and South
Poles were also popular destinations, making up a third of tours taken last year. Opportunities to travel to the
Morth and South Poles have increased over the previous yvear. Of the 300 Chinese super travellers who travelled
last year, 100 made the journey to the North or South Pole.

Travel Subject for the Past Year Travel Destinations in for the Past Year
Letsure Travel I G0 Europe
Polar Exploration IE——— 8% America
Global Travel I— 21% Morth and South Poles
Cruises IS 19% Southeast Asia and South Asia
Road Trips NN ] 7% Japan and South Korea
Mild Adventure M— 15% Oceania and Islands
Learning B 8% Africa
Health Rejuvenation 7% Heng Kong, Macau and Tawan
Honeymoon W 6% The Middle East

Cﬂmammm-“% Source: Hunm Chinese Super Luoosry Travellers Su s
Golf = 35, : Ty

Source; Hunen Chinese Super Luosry Travellers Survey 2015




ERNE

I | [T T

i 1 | RN RN (RRSSNFRTETS (W of . . A i _— . e
-’7-.!:' | hino, thE FrEMErred AlFinEs of oupef T:'.'.--_-:—;':|'::'-

In choosing travel agencies, the super traveller puts great emphasis on customised service and well thought out,
well planned itineraries, evidenced by the 60% of respondents who stated this preference. In addition, super
travelers also expect travel agencies to provide unique, innovative travel experiences, with 41% of respondents
indicating a preference for innovative itineraries and 36% ranking the specialised resources available through the
agent as a high priority. With regard to air travel, more than half of the super travellers hold gold card or higher
status in an airline loyalty program. Air China topped the list, with 66% of respondents reporting activity with the

national carrier.

The Reason for Preferring te Use a Travel Agent Preferred Airline Layalty Card
Air Chira 66%
LTI S . Emirates 32%

2 e on Vel Parmend ey . . BI%  ChinaSouthemn Airlines 21%

T SR InnovativeMnerary 4%  China Eastem Airlines 20%

A Effective ProblemSobing | 38% Star Alliance 18%

SRR, SpecialisedResourees 36%  dingapore Airlines 15%

& Compatible Fellow Travellars 25%, Hainan Aifdines 13%
= P!-'D;ﬂl'.'l:._ﬂ'l'l"l'l ' _____ wsans . T Lufthansa 12%

Source: Hunn Chiness Super Luury Travellars Survey 2015 Cathay Pacific 11%

SkyTeamn Alliance 10%

|
Sources Hurun Chinese Super Lusury Trovellers Sureey 2015
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The range of hotels the super-rich cpt for has grown
increasingly diverse. The Peninsula ranked highest,
followed by the rapidly soaring Mandarin Oriental Hotels.
The Shangri-La, the most popular among the super rich
for the past 11 years, dropped to fifth place this year. The
Marriott and Sofitel have shown significant improvements
in their ranks.

Tap 15 Preferred Luvury Hotels

Rank Hotel Ratio

R S Peninsula = 198%
2t Mandarin Criertal 14.2%
3 Ritz Carfton 14.0%
4t Park Hyatt 13:5%
54 Shangri-la 13.8%
&l Four Seasons 136%
7t The Marriott 12.0%
8t The Hilton 116%
o _Thel !
e Dherdtun e
11 Intercortinental 6.1%
“13new Somd AT%
‘140 GrandHyaz a5
‘15¢ " Fammemt T31%
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Samya ranked as the top travel destination in China for the
fifth consecutive year, with Tibet coming in second and
Hong Kong third. Yunnan, Hangzhouw, Xinjiang and Macau
all dropped im the rankings, marking the second
consecutive year Yunnan and Hangzhou and Xinjiang
hawve fallen. Entering the top ten for the first time this year
are Taimwan, Shanghai and Xiamen.

Maost Popular Travel Destinations Within China

1 Sanya. __ 3%
2t ___Thet 5%
3 Hong Kong 130%
4new  Tawan 1705
5l Yunnan 162%
Gnew Shanghai GE%
e e e
- Macau = e
9new  Xiamen 7%
‘10 Xmjang 0 458

Source: Hurun Best of the Best Awards 2015

r'm:hhwmmm'hlﬁ' from last year; | - Deonease in ranking
feoen last peair; - Sanse rank os last yesr now = Rlew i the st

m =
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The Hilton ranked top (29%) for reward cards used
by super-rich travellers, followed by the Marriott
(269%), Shangn-La (25%) and Ritz Carlton (23%).

Tep 10 Mast Used Hatel Rewards Card

Ranik Rewards Card Ratio
1 The Hifton 295
g ThelEmion DTG
3 Shangri-la 25%
4  ReCaon 3%
g Stanwood 27
7 Hyat 16%
Source: Hunen Best of the Best Swards 200%
Wil = +hir e (| 0 | ."_:: rot

In the international tourism sector, the Maldives has
spared in popularity among the super rich over the
past two years. Australia retains its top position, with
France ranked second. Among Eurcpean destinations,
the UK and Italy showed significant imcreases in
popularity, while the appeal of Germany and
Switzerland declined. The U5 was not among top
rankers, since many of China’s wealthy class travel
there for business rather than leisure. However, owverall,
China' s super travellers still made the most trips to the
Us. Places with distinctive features, such as Hawaii or
Dubai, have also been favourite destinations among
wiealthy Chinese travellers in the past 2 years.

Mest Popular International Travel Destinations

Rank  Destination Ratio
2- Fance _______BT%
3t Maldwes = 21%
. DA e, ST
ab____owizerand  143%
Grew Ray ________________133%
i o St SRR AR 5 1.3
3 Japan : : 3.1%
10 Mew Zealand 2.5
11t Hawail 6.1%
12~ Thadand 2%
13t Camada A4T%
14 Singapore 45%
15! Garmary 31%

Source: Hunan Best of the Best Awards 2015

fabes 1= Inorease inn from fast year; | - Decrease in raniking
froen last year: - Same rank as last year new - Bew in the list
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92% of super travellers will record their travel memories through photography. 47% said people were the most
popular subject, followed by rivers and oceans (42%), animals (41%), and natural scenery like hills and mountains

(31

Popular Subjects for Photography

People 47%
Rivers & Oceans 42%
Animals 41%

Hills & Mountains 31%
Flowers 8t Plants m
Might Scenery _lﬂ'ﬂu

Source: Hunun Chinese Super Lusury Travellers. Sunary 3015

For taking pictures, super travellers prefer to use their cell phones (49%), but when choosing professional cameras,
half of them cost more than USD$3,200. Canon remains the hottest brand constituting a fourth of the market

share.
Faveurite Photography Equipment
Mobile Phone | 49%
Cannon 41%
Milon 2%
Leica 8%
Card Machine I- %

Sounce: Huron Chinese Super Lusung Trawellers Sunasy 2015

Picture of Everedt is shot by Huang Nuba, who i one of the

endrepreneurs in Humn Global Rich list 2015,
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Travel decisions include inspiration and motivation, planning itineraries and reserving hotels. Different kinds of
trips call for different travel decisions. This study does an analytical comparison between the most memorable
trips im 2014, and Spring Festival trips made in 2015

—The North and South Poles are the most popular destinations for both trips, (28% and
34% respectively)
.—Mc;n.e tII';E.m 0% of the respondents chose the destinations on their own

-The percentage of standard packages booked was the highest (37%), while the
proporfion for self-designed travel packages dropped greatly from last year

-For shghtly altered packages, the greatest changes were made in the number of
attractions visited

-Most respondents travelled with family and friends, making up more than 90% of
travelers, the same trend as the previous year

-f'.l-1c:.n=_-.1-:|-'|-a.n hal’r: |::|f the respondents made hotel reservations themseles
-Most reservations were made through travel agencies (28% and 60%)

Bigi=y=y'm== _The most memorable trips were motivated by friends (34%), but Spring Festival trips
were motivated by family members (42%), both of which decreased, by 11% and 10%
respectively
-It is worth noting that in both types of trips, there was a significant increase in the

proportion of travellers being motivated by travel agencies

-21% of the .mer;'l.nrable trips were self-designed, but Lunar Mew Year trips ranked
higher in self-designed tnps (29%)

- Amnng .1:11& rrie-rnnmh[e- trips, 38% of respondents reserved hotels through a third
party website, while the same method of reservation only accounted for 28% of Spring
Festival trips, for which the majornity of respondents reserved their hotels through travel
agencies

+ Shanghal Formuls e international Race 2004,
r is going tior hold Vintage cor race-in
seplermber of this wesr, which s from Hong Kong 1o Beling.
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Welhot public poge, the most widely orcessed sowrce for travel news

The super—m:h turmed ‘I:I'IEII' attention back to S-I:H:Iil activities this year, with traditional media remaining the main
source of news. Television ranked number two, and newspapers fourth, Worth noting is the fact that social media

networks have become an especially lively scene, represented by WeChat, which ranked number three.

In contrast, China's fernale super rich population has a greater enthusiasm for gaining information, demanding
broader choices of media streams and channels of communication. They prefer social media networks, and more
female than male respondents prefer WeChat and Weibo. The male super rich are more partial to television

Media and Channel of Communication Used by the Super-Rich

Rank Type Ratio tdale Femnale
TR Social Activites 478%  503%  SO4%
2 1 TR - SN . T .
3 WieChat 342 318% 41.3%
R .. T—— i -

CSource: Husnan Bt of the Best Awards 205

Besides basic functions such as making calls, the most commonly used add-on function of cell phones is WeChat,
at 58%, a 19% increase over last year. It saw the fastest growth in popularity in the past year, followed by email
{38%) and photos (32%), with the former declining in popularity by 14% and the latter increasing by 6%. Users of
Twitter have continuously declined, falling 14% from the previous year to reach a low of 11.8% this year.

Mabile Phane Usage Patterns

Wechat 5E%
Email 38%
Photography 32%

Message 21%
Music 123%

Websita 18%
Video 13%

Shopping 10%

Game 10%
Waibo 10%

Sowrce: 015 Hunun Chinese Super Lwsoury Trreellers. Sy 2015
Following the rapid rise in popularity of WeChat, the WeChat public page has become the most widely accessed

source for travel news, at 42%. Second most popular was travel apps at 26%. 94% of respondents installed travel
apps, by far the most popular being C-trip (49%), followed by qunar.com (15%).

C-trip Qunar elomng Tuniu Tongcheng Ali Trawel  Lvmama Dacdac Others Mone
4 5% 15% 7% 5%, 3% 3% 2% 1% 1% 0%

Sowroe; Hunan Chinese Super Luosny Trawelbers Sursey 2015



China's super travellers show a great preference for watching television
ower reading magazines and mewspapers. Mearly 40% watch television
eyvery day, and 30% watch one to five days a week. By contrast, 29% of
the respondents do not read magazines, and 40% only read magazines
one to three days a month. 37% do not read newspapers, but the
percentage of daily readers is not low, at 25%, most of whom are clder.
32% of the respondents owver 45 read the newspaper every day.

Frequency of Media Use
B Everyday | 1-5 days per week [ 1-3 days per month [} None

16 days per week 2.5 day per week 3.7 days per week

:
|

Magazine Mewpaper Television

Sowrcer Hurun Chinese Super Lusury Travellsrs Sunvey 2005
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Super Traveller’s Most Memaoroble Overseos Trip SN
in the past veor Cose Study 1

Im the past one year, trips to the Morth and Rank Dt Ratio
South Poles were the most memaorable for

super travellers, trending upward to 28%. - 1 - Hurt_h E“.d SE"H‘P'DIE‘ - 23% .
America ranked second (10%), followed by el = s AR
European countries (B%, represented by 3 Europe 8%
France and England). Worth noting is that 4 Afrnca oL
South American countries have gained A e e e
appeal for the super travelers because of e | T e P e e
their local customs and practices, ~-ss----—==--=c--——c-oooonoo oo
represented by interest in Mexico (2%) and : 1"1, E.En"" g.lx',
Peru (2%). Amid seeking extreme challenges Sounce: Hurun Chines Super Lisury Travedlers Survey X115

and novel experiences, Chinese super
travelers still wish to relax in their travels
and vacations.

Im this most memorable trip, 20% of the respondents travelled with family or friends. Compared to 2013,
the average number of people travelling together has increased from one to six pecple. The number of
travel days have also increased from one to six days. Those who took business class increased from 15%
to 49%. Those who toock economy class fell from nearly 60% to 47%.

Friends' recommendations (34%) were the main motivation for this most memorable trip, falling 11%
from last year. By comparison, family (25%) and travel agencies’ (21%) opinions have both gone up by
L%. More than 60% of the super travellers selected their own travel destinations. The proportion of
travellers who let family members choose the destinations has significantly increased, reaching 26%. For
this trip, 53% of the super travellers booked their own hotels, mainly through travel agents and third
party websites (47% and 38% respectively).

Inspired Travel Meotivation Destination Decision Maker

TV 4% -
_ Magazine 7%

Internet 9%

Source Hurun Chinese Super Loy Travellers Sureey 200% Sournce: Hurun Chimese: Super Luowry Travelbers Sureey 200%

Hatel Baaker

Source: Hurun Chinese Super Lisaury Travellers Suney 5015



Super Traveller’s Most Memoroble Overseas Trip
in the past year

Im choosing itineraries, more and more super travellers are giving more attention to standard travel
packages. There is an obvious decline in self-designed packages, slipping from 42% to 21%. The
greatest preference is for standard packages (37%), of which fully standard and sfightly attered packages
make up 24% and 23% respectively. The most altered item of the package is the number of attractions
{51%), followed by hotels (27%), number of travel days (27%), and meals (26%).

Itinerary Chaice
Standard travel package I — S 3 7
Full customization _ 24%
Slightly altered package I 3%
Self-designed package IEEEEEEEEE————— 1%

Sowrce: Hurun Chinese Super Lusury Travellers Sursey 200%

Maest Frequently Slight-Altered Item in Package

Mumber of attraction T > 1 %5
Hotels ISSS—— 7 5o

Mumber of travel days IEEE———— 0

Meal _ 26%
Flight Class upgrade I—————
Hotel upgrade —— 15%
Transfer or non-stop flight T 1%
Car logistics m—10%

Sourees Hunan Chimess Super Luwury Travelers Sureey 2015

Heotel Beoking Methed

Business partners 5%
' Hotel official website 10%

Third-party online bocking site 35%

Source: Horon Chinese Super Lusung Trvellers Suneey 2015



Super Travelers’ 2015 Spring Festival Travel

This year, the percentage of super travellers going - Dt Rabio
overseas during the Spring Festival decreased,

declining from last year's 54% to 44%. Among them, - 1 _  SouthPole  34%
93% travelled with family or friends. The average __ ? ______ !iﬂa_“ _______________ E_Ef' _____
number of travellers per group was four, with an 3 - HI S : : E'}E_ =
average of 12 travel days. The most commeon number 4 Korea B%

of travel days was five to eight days (34%) ormore 5 Maldiees = 5%
than 15 days (32%). Those who took business class "~ ~7 77777 E]'-tﬁ;zl-s """"""" -'ii'ir- T

{47%) outnumber those who took economy class
{43%), a 12% increase over last year. In choosing travel oo 2015 Sty on Lusary Tewsl and Lilsstys by Hunm Report
destinations, 34% of super travellers chose to visit the

South Pole during the Spring Festival, with polar trawel

becoming a hot travel fad. Short trips have also

imcreased from last year, with lapan, Bali and Korea

being popular choices.

Family opinions (42%) presented the most commaon reason for travel during the Spring Festival, declining
10%. Mext, friends” recommendations (29%) showed a slight increase. Compared to last year, more super
travellers chiose the travel destinations on their own, reaching 64%, while destinations chosen by family
members dropped to 28%. More than half of the super travellers reserved hotels themsehees during the
Spring Festival, but most did so through travel agencies (60%). Reservations through a third party website
account for 28%.

Inspired Travel Motivation Destination Decision Maker

FMagazine 5%
e Internet 6%

! el agenoed
18%
Friends
280
Source: Hurun Chinsete Supser Lusury Travelbers Sunaey 2015 Sowrce; Hunen Chinese Super Luosry Travellers Survey 3015
Hetel Bsoker
Secretary 1%

s

Eﬂ Friends
' 20%

Source; Hurnan Chinese Super Lusury Traveflers. Suneey 5015
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Engaﬁntlyﬂ Super Travelers’ 2015 Spring Festival Travel

This Spring Festival, super travellers showed an extreme preference for customised travel packages. The
percentage of self-designed trips fell from 68% to 29%. Among the customised travel packages,
standard packages were the most popular (37%). Completely customised and slightly altered packages
came in at 18% and 16% respectively. In contrast to the memorable trips, those who opted for
customised packages did not alter much of the package. The majority of changes were made in the
number of attractions (30%6), meals (163%), travel days (15%), and hotels (14%).

Itinerary Cheice
Standard travel package IT%
Self-designed package 29%
Full customization 18%
slighthy altered package 16%

Source: Hurun Chinese Super Lusuny Travellers. Suney 5015

Mast Frequently Elight-Altered Item in Package

MNumber of attractions 30%
Meals

Mumber of travel days
Hotels

Flight Class upgrade

Hotel upgrade

Car logistics

Transfer or non-stop flight

Source: Hurnun Chinese Super Lusury Travellers Suneey 5015

Hetel Booking Methed

Business partners 5%
' Hotel official website 8%

Third-party online bocking site 27%

Source: Hurun Chinese Super Lusaury Travellers Suney 5015
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Leisure (42%) and global travel (36%) are set to be the themes for super travellers for the next three years.
Mext is polar exploration (32%), with its rising popularnty im recent years. This shows that super travellers,
whilst hoping to try novel and extrerne challenging experiences, crave physical and spiritual relaxation
during their travels and vacations. Thiz arises from the fact that the Chinese super-rich hawve been busier
the past year, making more overseas business trips.

When asked about ideal travel destinations for the next three years, Europe, the traditional leisure travel
destination, topped the chart at 47%. America ranked number two, at 45%. There was an increase over last
year in the number of respondents who chose Europe and America as desired destinations. Other hot
destinations include Africa (425%), the Morth and Sowth Poles (36%), and Oceania and the Pacific Islands

(33%]). These places are full of mystical charm, with strong unigue regiomal features, a paradise for
exploration and adventure.

Dream Travel Theme

Lesure I— ]
Global travel IE————— 150
Folar exploration na———— 0
Mild adventure IIEEEEEEE————
Self-drmee I 07
Cruise n— 1%
Celebrations and races I 9%
Healthcare mm 8%
Learning e 5%
Golf 4%
Honeymoon travel mm 4%

Sousroir Hurun Chinese: Super Luoury Travellers Sunay 2005

Dream Travel Destinatien

Eurupe | e
America I <55
South Pole and Morth Pole I 7o %
Oceania and islands I %%
Middie East n— 1 8%
South East Asia and South Asia I 13%
Japan and Korea s 10%
HK, Macau and Tawan Il 5%
Mo idea I 43

Sowsrce: Hurun Chinese Super Luswury Travellers Sureey 2015
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About 49% of the super travellers who made the journey to the Morth and South Poles reported that they
were attracted by the mystical landscape, 19% by the chance to sight rare animals and foliage, and 17%
by the novelty of the trip.

Reasan for Interest in Palar Exploration

Mystical Landscape

Sight rare animals and foliage
Movelty of the trip

Challenge salf-limits

Culture experience
Self-expression

Mo interest

Sowrcer Hurun Chinese Super Liswury Travellers Survey 200%

When it comes to the popular time to travel for next year, most of the super travellers prefer variable
travel times, 11% more than last year, at 57%. Most of them prefer to travel during the summer holidays
(2T%), followed by Movember {22%), and the Spring Festival (21%). When asked about the number of
trips, super travellers hope to travel an average of 2.5 times. Those wha pick less than five trips reached a
high of 95%. Among them, 57% prefer one to two trips. This shows that they value the guality of travels
rmore than the guantity.

Maszst Desired Travel Time Intended Travel Times af Mewxt Year
e Iiﬁti_mesm' more 1%
Irregular &7% 4%
Summer holidays
1t Oichobeer Golden Wiesk
Spring Festival et .
May day Holiday 3-5 times -

Mid-autumn Festival
Dragon Boat Festival

Lource Hunan Chinese Super Lusury Traveliers Suraey 2015 Sowsrce: Hurum Chinese Super Lusry Travellers Survey 2005
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Analysis of Travel Hobits of Popular Travel Destinations [EEE=Re ¥ VRS

Trawvel habits differ with different destinations. About half of the super traveliers have been to the U5,
America, Japan, France, Australia and the UK, are the five most popular travel destinations. The travel
habits of these five places have certain representative features.

The US possesses hidden uolue for development os o trovel destinatian

Among the five most popular destinations, the U5 is the place more than half of the super travellers hawve
been to most frequently. On average, every traveller has been there five times, 34% of them have been
there five to ten times, and plan to go there two more times in the next thres years. The average length of
a wisit is 11 days. 45% stay about 9 to 15 days. It is worth notimg that to most super rich, the U5 is a
business destination, not 5o desirable for leisure travel. The super travellers likes going to the US,
travelling there more than the super rich, so the U5 has a great developmental value as a travel

destination.
Times of Having Travelled ts Times Planned to Travel o for the Next 2 Years
112X tivies oz L0R2%
LT N f
o
35
times
5-10 times Luﬁluﬂ 17%
34% 4 Gfimes
’ T 1-2 times
465%
Source Hunan Chinese Super Lusury Trovelliers Sunoy 2015 Sowroe: Hunn Chinese Super Lumsry Travellers Survey 2015

75% of the respondents trawel to the US mainly for leisure, followsd by business (33%] and visiting relatves and
friends {20%). Shopping and food are nof factors. 72% of the super travelers go to the US with famaly, 58% with
friends, and the awverage individua! consumpdion per frip is USD$11,200, with more than T0% of them budgeting

USD53, 200 to LISDE16, 000,
Reason of Travelling to US Epending budget per person and trip
LS04 32000 and mone
i ' 5% Less than USD$3,200
]
e ik USD$16,000-32000 i
Business I 3 3% . 2
Visit relatives I 20%
Shopping mm 15% I

Food mm 8% UsD$3.200

Studying M7% USD46.000 8,000

-16. F
Celebrations and races 12%

Sounce: Hunun Chinese Super Lusury Tronvedlers Suney 2015 Sowroe; Hunen Chinese Super Luoey Travellers Survey 2005



un

is of Travel Hobits of Populor Trovel Destinations

Jopon

Japan is also one of the countries to which the super travellers makes multiple trips. On average, each
person has been there four times. 72% went there five times or less, with each planning to repeat the trip
14 times in the next three years. Among the five most popular destinations, lapan is the nearest, so each
trip is shortest, about 8.6 days. 6% spend five to eight days.

Times of Having Travelled to Times Planned to Travel to for the Next 2 Years

11-20 times G-10 times
2%

none

1-2 times
41%

%

Source: Hurun Chinese Super Luwsy Travelbers Survey 2005 Source: Hunsn Chiness Super Luwury Travellers Senasy 2015

Leisure is the main reason for travel to Japan (60%). Besides that, 57% of super travellers are attracted
by Japan's favorable shopping environment, 45% drawn by the food, and 7% by business. Being a
haven for shopping and delicious food, B0% of super travellers visit Japan with family and friends. On
average, the consumption budget for each person per trip is USD$8,000. Close to 60% of the
respondents have a budget of USDE3, 200 to USDEE,000.

Reasan of Travelling to Japan Epending budget per person and trip
UED432.000 and more 2%
uso 3%
: §16.000-32 000 . I."—
Leisure () - hess USD43,200
Shopping I 5 %0 =
Food _— 45% [I=D4s 000

-16,000 '}

Business F T% SR

Healthcare - %
Wisit relatives 2%

LS0E3,200

-3,000
5%

Sowsroes Hurun Chimese Super Luwry Travelbers Survey 200% Sources Hunun Chinese Super Lusury Trovelers Surey 2015
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Analysis of Trovel Haobits of Populor Travel Destinotions [E=C =0 V1S

FHrance

France is the most popular travel destination in Eurcpe. On average, each person has been there 4.4 times,
with a plan to repeat the visit 1.6 times within the next three years. The average number of travel days per
trip is ten days. 41% stay from nine to 15 days.

Times of Having Travelled to Times Planned to Travel to for the Next 2 Years

11-20 times More than 10 times
455 404

35

trmes

1796 Mot

41%

1-2 times
35%

Source Hurun Chimese: Super Luwry Travelbers Sureey 200% Sounce; Hunsn Chinese Super Lusuny Travellers Sunsary A015

Leisure remains the maim reason for travel, at close to 0%, followed by shopping (34%) and business {32%).
Almost 80% of super travellers visit France with family, 72% with friends. On average, each person’s
consumption budget per trip is USD$12.200. Those who have a budget of USD$3.200 to USDE3,000, and
those with one of USD$E,000 to USDE16,000 each account for 3836,

Reasan of Travelling to France Epending budget per person and trip

USD432 000 and mara Less than UsD43 200

Leisure 79%
Shopping 3%
Business 32%
Food 11%
Visit relatives 4% usofsoon 0
Celebrations and rmces 1l 4% -16,000

J806

Sowurce: Hurun Chinese Super Luasry Travellers Survey 200% Source Hunan Chinese Super Lusury Travellers Sureey 2015
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Analysis of Trovel Hobits of Popular Travel Destinotions

Avctrolio

Australia is a fawourite travel destination among super travellers, with each having been there 3.5 times. On
average, each super travellers plans to go to Australia once more in the next three years. The number of

travel days per trip is nine days. 48% stay 9 to 15 days.

Times of Having Travelled to Times Planned te Travel to for the Mext 2 Years

3o

Hirmes

18%

1-2 times

Sourcer Hurun Chirete Super Lusury Trovellers Suney 2015 Sowsrce Hurun Chinese Super Ly Travellers Suresy 20014

Leisure soars to the top to become the main reason for travel to Australia, at 96%.This is definitely related to
the vast land and scarce population of this charming island. 75% of the super travellers choose to travel with
family or friends, with an average consumption budget for each person per trip of USD510.300. Most of
them (43%) have a budget of USD43,200 to USD$2.000.

Reasen of Travelling ta Australia Epending budget per persen and trip
usngison-a2non eSS then USDEE200
Leisure 95% L%
Business 1™
Food 13%
Visit relatives 9%
Shopping IR 4% LSD%5,000

Celebrations and races I 4%

Sowrce: Hunn Chinese Super Luasry Travellers Survey 2005 Lource Hunan Chinese Super Lusury Travelers Surey 2015
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Analysis of Trovel Habits of Populor Travel Destinotions [E=E=R=1:1 R

LIH

According to the feedback from super travellers who went to England most frequently, each has been there
four times. 76% have been there less than five times. On average, each person plans to visit there cne more
time in the next three years. The average number of travel days per trip is 10. About 65% stay 9 to 15 days.

Times of Having Travelled to Times Planned ta Travel to for the Next 3 Years

i

Source: Hurun Chinese Super Luswry Travellers Sureey 200% Source: Hsnan Chinese Super Luoury Trawellers. Suney S015%

Similarly, leisure is the main reason for visits to England (65%). Shopping ranks second (29%), and delicious
food follows (24'%), then business (22%). Super travellers prefer going there with friends (81%), rather than
family {56%). Colleagues account for 19%. On average, each person’s consumption budget per trip is
UsD412,900. About 80% have a budget of USD4$3,200 to USDE16,100.

Reasen of Travelling to England Epending budget per persan and trip

LISD$16.000-32,000

15%

Leisure _ B5%
Shopping E——— 0%

Food m— 4% UEDSsm
Business I 2% USD$6,000 | 445
Visit relatives mm 6% -16.000

37

Source: Hurun Chinese Super Luasry Travellers Survey 2015 Spurces Hunan Chimess Super Lusury Travelers Sureey 2015
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Chopter 3: An Analysis of China’s International
Tourism Retail Industry

internotionol Shopping Tows for Moinknd Chino, Hong Kong ond Toiwon
Trovellers ronked Frst in the World for Fve Concenutive Yeors, ormounting for 35%

China is the world's largest consumer group of duty free Comparison in Global Duty Free Shopping by Country

shoppers, followed by Russia and the United States. Country/Region Total Consumption Ratio
Maindand China 0%
The numbers of China's wealthy overseas travellers Russia 13%
increased significantly last year. The holidays are longer, ﬁnﬂu 4%
and the enthusiasm for travel continues to rise. Over the - Japan = ﬁ
past year, the development of the international travel “Halwan 3w
retail industry grew rapidly, rising 20% over the previous I-htaﬁnng 2%
year. Nearly 70% of luxury brand clothing is purchased Thailand 2%
from major foreign shopping centres and duty free shops, %"ﬂh“ 2%
such as Harrods in the UK, Lafayette in France, Neiman L
Sowrce: Global Blue 2005

Marcus in the US, and lucury shopping malls. Foreign . A
Motec T+ Inorease in ranking from la -}« Decrease in ranking from last
exchange levels always influence trends in international it _Ts._ -n‘:, bty _’Hr::;n tha st T

travel retail, as fluctuations in the Swiss Franc exchange
rate had a serious impact on Swiss brands in the global
retail market.

Inorense n Short Shopping Trps by Chinese Tourists, Folling Averoge Consumption

Chinese tourists took maore short shopping trips last year, especially to places such as Seoul and Japan, but the
awerage consumption dropped. With the relaxation of visa policies, the appreciation of the RME, and the increase in
the number of flights between China and Eurcpe, changes also occurred in the intemational travel retail market.

1 The mumber of middle class travellers increased. resulting in a significant increase in the nurmber of transactions, up
2% compared to the previous year's growth rate. Because the consumer stremgth of this group of singles is relatively
weak, the overall decline of the average consumption expenditure of Chinese tourists fell from EURE31S to ELURETI6.
21n addition to lwoury brands, many niche brands and niche sightseeing destinations are gaining popularity among
Chinese tourists.

3.0utbound travel is rising 2ach year, with an average annual growth rate of 15%. Most of the destinations are in Asia,
though the number of European sites has increased significanthy.

Average total consumplion and changes of Glabal tourists ﬁiﬂ{ﬂ €50 (+10%1 €512 (+29%)
Avarage total comsumplion and changes of Chiness tournists &736 | +168% | €315 (+20%) EETS (+57%)

- Globad Blue H01%

54% of Chinese tourists’ international shopping consumption was in fashion and clothing. Looking at total
consumption, Europe is the duty-free shopping paradise of Chinese tourists, with France firmly on top, followed by
Germany, the UK and Italy.

Sources: Global Blue 201%
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Armwunl Towrism Consumption recches USO%58, | per Super Trovellers Family

LN

angd USD%ACE,600 for travel shopping per Copita

In the past year, the average household of the super travellers’ tourism consumption was USD$58,000, an increase of
maore than 5.5% over 2013, including consumer spending in the range of USD$L,600-4,800 accounting for 43%. The
per capita shopping expenditure reached USD$2Z,600, 41% of which reported expenditures of USD$8.000 to
UsSD$32 200.

Yealy Family Travel Consumption Consumption in Shopping Tourism

UsSDE1800000 and prreose US40 000 and more
Less than USD$16,000 5_'%;-

UsS04E.000 %
-32,000
368%

1=D445,000
50,000
28%

Souroe; Hurun Chinese Super Luoneny Trawelbers Sureey 200% Source: Humun Chinese Super Lusung Travellers Suney 5015

Local specialties (56%), bags (53%), and apparel (48%) were the three main items purchased, with a slight dedine in
watches and jewellery. 32% of super travellers’ shopping was for personal use, 47% for gifts, and only 9% of
purchases were made on behalf of others.

Purchased Item for Travel Shepping
Local specialtios I ———— 5 (%
Jags em—— 1
Appare] IE— 4%
Watch m——— 30%
Jewellry mE— 3%
Electronic product m—m—m 13%
Alcohol m— 15%

Sourcec Hunun Chinese Super Lusury Trovelers Sunsey 2015
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Gifts

Crwerall in the past year, enthusiasm for purchasing gifts fell once again by 5%, declining a total of mﬁﬂnﬁ
0% in twao years. The increase in the number of owerseas trips the super rich made led to the AT
development of international tourisrn and retail, with 7 out of 10 lwoury goods being bought abroad. 2015
Men prefer branded gifts, and the selling point of electronics products last year was impressive. Apple
products replaced Hermes as the top men’s gifts brand, and Samswng made its first appearance in the
top ten. Louis Vuitton and Chanel were ranked second and fourth. Gueci and Baotai showed a rapid
increase, with Maotai continuing as the only Chinese brand in the top ten. Compared to last year, F AL &
Hermes slipped from the leading position to seventh, while traditicnal gift brands Prada, Armani and Burberry fell out
af the top ten. Apple products have also becormne women's top favoured gift. Chanel ranked second. and Dior
continueed its annual increase, cimbing to fowrth place this year. Samsung makes its first appearance as the ladies' top
ten branded gift item. Owerall, branded electronic products are the maost popular gifts fior the rich.

Top 10 Favoured Gift Brands for Wealthy Men

Brand Ratio
Apple. | .
Louis Vuitton | 13.4%
Gucao 0.8%
Chanel 5.5%
MontBlanc 4.2%
Maotai 4. 7%
Hermes 3.8%
Cartier 3.6%
Buvigari 3.5%
10 mew Samsung 2.3%

Sowrcer Hurun Best of tha Best Asvards 2015
Mot = Increase in manking from last yeas § - Decrease in mnking from last year; - Same rank as last yeas new - Mew inthe list

Top 10 Favoured Gift Brands for Wealthy Women

Brand Ratio
Apple 18.8%
Chanel 13.2%
3] Lowis Vuitton 10.2%
4 Dior 5.1%
5 Hermes | 4.1%
8 Cartier | Al
T Tifany 3.8%
8 Giorgio Armani 3.5%
£ Samsung 34%
Gucci 1.7%

Sosrce: Hurun Bast of the Best fevards 2015
Mot = Increass in rankimg from last year § - Decrease in mnking from last year, - Same rank as last yean new - New inthe list
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Gift purchases have always been an important part of shopping tourism among the super rich. When examining
tremds in men’ s gifts in recent years, it is evident that watches are performing poorly, but are still ranked first, showing
some rebound (here, the main player has been watches below USD$3,200). For the first time, this year, electronic
products ranked maore than red wine. Wine, which was ranked second, has become a popular choice, at 15%,
representing a two-fold increase compared to the previous year. The overall decline of wine has been rapid, but
billionaires have not lost their taste for it at all. Tobacco and digars ranked fifth.

In women's gifts, jewellery ranked top for the third consecutive year, at more than 30%, followed by apparel, for
which enthusiasm among the rich rose significantly. It is worth noting that electronic products have become the new
darfirg this year, rising 40% compared to last year. Although health care products and works of art retained their rank,
the degree of enthusiasm has declined.

When purchasing gifts for the elderly, tourism preducts and medical products gained popularty for this year, with the
degree of enthusiasm increasing by 40% and 19% respectively, embodying the Chinese high-end crowd' s strong
pursuit of a new path toc good health. Health care products are showing a downward trend. When choosing a gift for
children, nearly half of the rich chose electronic products, followed by clothing. Billionaires preferred housing as gift.

Women's Gifts*  Ratlo (Growth Companed o Last Year)

10.2% (+37% 35.1% [+4%)
Electrenics 14.8% (+21%) 19.3% (+39%)
. Wine | 14.7% (-37%) 11.5% [+40%)
Ligquor | 13.1% ) 11.3% (-9%)
| CigarettesfiCigars | 11.2% (+15%) B.0% {-8%)
— | High End Spirits 8.1% [new) 5 1% {-36%)
Art 6.4% [+4%) 4.9% [37%)
| Tourism Products 5.0% [+5%) 2.3% (-40%)
Gift for Elderly  Ratio (Growth Compased to Last ‘Year) Ratio [Srowth Compared o Last Yesr)
32 6% (-20%) 47 7% (-12%)
21.7% (+40%) 20.2% (+51%)
20.0% {+19%) 13.0% (+70%)
9.5% [-120%) 7.3% [-18%)
7.3% [+16%]) 4.5% [-37%)

Source: Hunan Bect of the Best Awards 3005
Mode: §= Increase in ranking from lest year; | - Decrease in ranking from last year; = Same rank a5 last year, new = Mew in the st
* Linder 20,000 RMB

Palfhrﬂ'n-ﬁ.l-pﬂ't will taks almost B entreprensurs to
Mclbairne again for attending The Melbourne cup hocs
“gace i Foreern b of this year
|

¥
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Chapter U4: 2015 Greater China’s Top Outbound
Luxury Travel Agencies

According to the latest statistics of ILTM, the top 12 most popular cutbound lusury travel agencies are 3 Continents,
CITS, Ctrip, CTS, O¥TS, Diadema, HH Travel, Magic Travel, Mytour Travel, Sinbad Trawvel, Wild Travel and Zanadu.

It is worth noting that this is the first time Mainland China, Hong Kong, Macau and Taiwan are included in these
statistics. In Mainland China, HH Trawvel are the top recommended travel agencies. In Hong Kong, Macau and Taiwan,
American Express is currently the top travel agency in the outbound tourism market.

The CEC of Hurun Report, Rupert, said that "The gap of outbound travel consumption betweean Mainland and HE,
Macaud: Tatwan is much shorter than before. We include HE, Macau and Taiwan in the ressarch this year, because for

those hotels, it is very similar of the consurnption ability and travel habits of travellers from Mainland and these three
areas.

& Continents ﬂnurrl.lnnlts CYTS é 'EE:"E ?1”

PIADEMA  <inbad

R : Plans | - =]ty Je
é’ﬂﬁ; @ ik Travel ﬁh“}“
i Cxrirs
R a5

- @

?u’i&-'l

American Express Wincastle Trawvel |
ESS 'F!F

: E ot Hay Pac Swire Travel
Cathay Pacific St fu s o
Hohdays m Sk SWIRE INTERRATHINAL TRATL SERVEES

Im Abhphabedical Order

Westminster
Trawel




Macau CITS @

Hong Thai @ﬁﬁﬁiﬂ' Macau CTS
Travel Services I T TRAEE:

T Macau

American ; i, SES
i Ligm Trawvel Eﬁmr_iﬁ_m
aveve. iont-svel com
Tap 5
Ak Tommon
L1] Lt AR B ]
Il'ltElﬂatiﬂn‘al RE}I'-EI J—E't'dlﬂ}' % ."'.l"q\._'q.l.'."\!:;f.l'!;'r.'.w;l::,- tLIE-1] D'rth]"r":l LuHL'Y

Trovel Agencies

In Aiphabetical Order

Travel Services

Sources Hurun Repart, LT and GHC

Note:

The results of the best outbownd lwoury travel agencies were based on a bespoke survey of 72 luxury hoteliers, carried
out betweean April and May in association with ILTM and GHE, a leading lwxury travel PR agency. Respondents replied
to an unprompted question: “Which are the three most important lusury travel buyers from China that you currently
do business with?” For the first time, the survey asked for the lwsury travel buyers from Hong Kong, Macaw, and
Tarwan.
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Chapter S:China’s Luxury Tourism Market

The Lifestyle of China’s Wenlthy

Profile of Millionaires :

- 6% are male, with an average age of 328 years

- 25% are second-generation rich; their main source of wealth is inheritance

- On average, own 4 watches and 3 cars(per family)

- 60% non-smokers . 60% drink alcohol, mainky red wine and whisky

- Average annual leave of 8 days (excluding national holidays), travelling abroad 4 times, and 8 days per month for
business

- Travel & days a month usually for leisure, reading and road trips, with preferred destinations being France and the
klaldives

- Medical tourism destimations such as Maldives and Bali are preferred

- Like to collect ancient caligraphy, painting and watches

- Average daily consumption of USD$322,000, mainly for daily lwoury items, traveling and children’ s education

Chine’s Wealthy Market Size Eﬁ ﬁEE

& millionaires 100 rillionaines T T
450,000 11,200 THE
420,000 8,100
114210 2700 RICHEST
121 500 3,000 PEOPLE IN CHINA
754,560 20,650
999,730 20,250

Profile of Billionaires

- T0%: are male, with an average age of 39 years

- T0%: are male, with an average age of 39 years

- On average, own 5 watches and 4 cars (per family)

- Mare than 50% do not smoke, more than 70% drink alcohol, preferring wine and cognac

- Average annual leave of 12 days (except national holidays), travelling abroad & times, and 11 days per month for
business

- Trawel for leiswre, road trips, and family activities: Australia is the preferred travel destination

- Medical towrisrn destinations such as the Maldives and the US are preferred

- Like to coflect ancient calligraphy and contemporary art

- Average daily consumption of USD3480,000, mainly for daily luxury items, travelling and children’s education

Tourism, the Primory Form of Entertoinment for Chinese TyCoons

As Chinese tycoons' choices for leisure and

entertaimment has become more diversified, the

percentage of those choosing travel has declined

compared to the previous year, but still retained top

paosition as the most popular form of recreation. The

second is reading and drinking tea, the same as last 3 Family Activities

year, but the level of enthusiasm has declined. Road lﬁnu?m-ul I:lring

trips rose to fourth place, while family activities are Fizhing

extremely important to the female rich and Yachts

billionaires. It is worth noting that food, fishing, and %:ﬂ Taiina o

yvachts represent trendy leisure activities and are Faranke 7o

garnering more atbention. Faat Spa 21%
Pet Keapi Z0%
Pholograp 1.6%
Gardening 0.1%

Sowrcer Hurun Best of the Best Swards 2015
Mot T= Increase im rankdng from last yeac § - Decrease in rmnking from last year;
= Same rank as last year new - Mew inthe list
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Aunning, the Fostest Rising Sports Activity in the Lost Two Years

For the rich, especially men, golf, swimming, and running are the most commion sports activities. The rich female
shows a preference for yoga, of which popularity has grown to 27%, followed by golf. The level of enthusiasm of
running is risimg fast, up 33% from last year. The popularity of horse riding and skiing also increased significantly.

TMMMHHMHIHEU!HHH

The hast P-npq.ll.:r Sports Activity Of Famale

Batio Sports Ratio

2% Yogs 7%

; 1%, Golf _ 14%
! 13% Skiing 13%
10% Mm&ﬁ 12%

0% Harse Riding 10%

E% Running E%

™ L} =%

| E% Badminton A%
4% Tennis 3%

2 Rl Bririg L

Source ; Hunsn Best of the Best Awards 2005
Bote: B Increase in ranking from last year; | - Deonease in ranking from last yesr, - Same ranik as last year new - Bew in the list

Medical Touriem, o New Woy for the Rich to Maintoin Heolth

While creatimg wealth, the rich also pay more attention to physical and mental health. In health management, up
to 90% of the rich opt for regular physical exams, followed by family doctors (or health consultants), physical
therapy, and health care products. Physical therapy, massage, and spas have been popular with the rich. In
addition to traditicnal health care products, health care, and health clubs, medical tourism as a new mode of
health care has become a hot topic. 60% of rich Chinese have engaged in medical tourism in order to refax.
Wealthy men also valued the function of medical tourism, while wealthy women were more concerned abouwt
beauty treatments. For this year, the Maldives, Bali, and the U5 were the top three medical tourism destinations
favoured by the rich.

For a regular physical examination, the first choice of hospitals for the rich is still their local domestic hospitals (or
institutions), at a rate of 7:3 over foreign hospitals. The gap narrows greatly when treating an illness, where the
preference for foreign hospitals reaches 40%, an increase of 6% owver last year, especially for billionaires, nearly
&0% of whom favoured foreign hospitals. When seeking gynecological treatrment, domestic and foreign hospitals
are favoured equally. When purchasing insurance products, the rich generally focused on pension, accident and
medical care.

Top & Favoured Medical Tourism Destinations Top 5 Medical Tourism Destinations

Destination Ratia Destination Batia
Maldives | 17.5% nmpmumnljt 54.1%
 Bali Island l 12.1% Phyul:d examination T221m
United States | 11.2% Beauty 16.9%
Swdizerland 9.4% Antl Aglng 1002%
Canada 4.5% Plastic Sungery 4.9%
Germany £4%

Sownce: Hunn Best of the Best Awards 200%
Mote; f- Increase in ranking from et year; | - Decrease in ranking from last vear, - Same randk a3 last yvear, new = Mew in the list
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Overspos Education, Immigrotion and Investment Promote Outbound Touriem

B0% of wealthy Chinese plan to send their children to study abroad. Ower the years, the US and UK have
been the top countries favored by students, followed by Ausiralia, Canada and Mew Zealand. It is
noteworthy that the preference for high school and below is to study in the UK, while endergraduates

more often prefer the US.

Prefarred Country/Reglon for Children to Study Abrosd
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Source: Hunun Best of thae Best Awards 015

The wend of investment immigration has promoted
the development of international tourism. The US
and Canada are the top twao immigration investrnent
countries, with Los Angeles, San Francisco, and
‘Vamcouwer being the most popular destinations for
immigrants, accounting for 13.9%, 13.7%, and 13.4%
respectively. The third choice for the China’ s rich to
immigrate is Australia, and New Zealand is China's
wealthy class’s third choice.
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Source: Immigration and the Chinese HRWI 2014

Investrment in real estate ranked first in the
imvestment category list, at nearly 30%. Moreover,
owverseas investment is hottest right now, accounting
for more than 40%. With the local real estate market
slowing down, overseas purchases are increasing,
with North America being especially popular. Loz
Angeles, 3an Francisco, and Vancouver are the
preferred foreign cities for property purchases by
China' s wealthy.

The interest in purchasing a vacation home
continues to rise. Locally, Sanya is still the city that
the rich favour for their vacation home, accounting
for 30%. It is the favorite spot of billionaires,
followed by Hong Kong. This year, 15% chose to buy
vacation homes overseas, ranking third.

Mast Popadar Citles for Purchasing a Holiday Home

Sl e = i ——




ikl

|y
j Y e [ 1 Ll ey e i = n'}__
AU L Lt '..-'T | | - R | e

Established as a research unit in 1999, Hurun Report Inc. has grown inte a leading business and lifestyle media
platform targeted at China's high worth individuals, on the back of its flagship Hurun China Rich List and, since
2012, its Hurun Global Rich List. Headquartered in Shanghai, Hurun Report has offices in Beijing, Guangzhouw,
Chengdu, Sanya, Hong Kong, London, Los Angeles, Chicago and Cochin, India.

The Hurum Rich List has grown to rank the richest individuwals of China and India. In 2015, the Hurun Global Rich
List ranked 2089 dollar billionaires, benchmarking China's and India’s top entreprensurs in the context of their
global peers.

Digital Media. Hurun Report Inc has an award-winning digital media platform, reaching 470,000 unique Chiness
high met worths monthly. Hurun Report’s digital media is composed of an active social media programme on
We{hat and Weibo, mobile and tablet Apps and the hurun.net website.

Traditicnal Media. 4 print magazines, reaching 435,000 on average a month: Hurun Report targeted at Chinese
luxury consumers aspiring to wealth of US$5m { ‘Nobody Knows China’s Rich Better’ ); the Hurun Schools Guide
series targeted at Chinese parents looking to send their children overseas [ 'Unlocking the Doors to the World' s
Best Schools’ ); Wings & Water targeted at Chinese super luxury consumers with or aspiring to US$50m
{ 'Beyond First Class’ ) and Horse & Polo China { For Horse Lovers’ L

Conferences: Hurun Report Inc hosts over 100 events across China every year, led by its 4 flagships in Shanghai,
Beijing, Shenzhen and Samya every year. Hurun Report Inc hosts a further ten in the US, London, Singapore,
Australia and India) every year.
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For further information, see Hurun Report’ s official website (www hurun.net)
You can follow us on Weibo (weibo.com'\hurunreport) and Wechat {HurunRepaort)
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DIADEMA Profile

Ciadema is the leading Intermational travel management company in China market, which was
founded in Hamburg, Germany in 2001, and soon set up offices in Guangzhou, Beijing, Shanghai. We
focus on developing promoting various thematic leisure tour. Make your dream real, it is cur honor to
make your dream real!

Diadema offers high-gquality tailor-made services to all guests. Our concept is that More than a travel.
We concentrate on developing Chinese high-end leisure travel market and provide all tailor-made
service of high quality for banks, car clubs and so on.

Diadema is the first organization in China to offer private tailor-made travel service, also is the No. Lin
China to organize the Polar trip professionally, which is the best vendor for the banks, finance
organizations, luxury brands, clubs and so on.

We also focus on theme tour, such as Safan tour in Africa, European Luxury tour,
Cruise, Health tour, Family travel, golfing, self driving and etc.

Diadema have organized more than 1400 people to Antarctica, 300 people to
Arctic in past & years, and is the NO.1 in this market in Asia now.




An icon of luxurious hospitality with bespoke services, The Ritz-Carlton, Sanya embarks on a new
Journey, begins an excting chapter in its history, the "Golden Age™ |, in 2015. This milestone implies
many new privileges and services have been rolled out this year, such as complimentary breakfast
for all guests under 12 and provision of 30 children care amenities.

Hotel boasts nearly 30 international ladies and gentlemen from owver 13 countries, The Ritz-Carlton
Sanya, Yalong Bay took advantage of their multi-cultural staff to completely refresh one of the
resort’ s favorite culinary offerings, enlivening guests” travel experences in the tropical splendor of
Sanya and creating unforgettable culinary memornies.

Hotel also launched a new and revolutionary Intelligent Digital Concierge Service through WeChat
enlivens guest experience in the context of everyday technology. This offers travelers a convenient
and seamless way to discover the destination. Mo matter where they are located, the real-time
service allows visitors to immediately connect with the hotel’ s golden key concierge staff, who wall
assist with any quernes, from transportation services and local travel information to weather
conditions and hotel and restaurant reservations.

As The Ritz-Carlton Sanya, Yalong Bay moves into "Golden Age” | the resort prioritizes guest
services and maintains a commitment to ever-pursuing a higher level of service excellence,
especially as it is located on the exclusive Yalong Bay of Sanya in Hainan - the only tropical island in
China.
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