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USA’s income by age China’s income by age
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59% < 30 years old 2/3 of China’s international

29% > 50 years old travellers < 35 years old
Pew McKinsey
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China’s Dynamic Youth

Post-80s Generation Post-90s Generation
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Pizza Hut & Hu Ge
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75% of Chma s 280 mlihon éffluent consumers
Will live in ‘smaller cities” by 2020
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Chinese research like no one else
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Online Customer Journey for Wine
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Easy Analysis of Ecommerce Sellers
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Research starts 3-6+ months

before a trip overseas

Chinese visitors to Australia

0 travelling Chinese share
O 84 /O their experiences on

social media

Baidu searches for
‘Australia February
Weather’ grew 275%

was 53% in 2014)

** online luxury travel
42 % reviews globally are from

Chinese

0 used the Internet to
80 A) research travel in 2015 (it
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Packaging Helps Build Trust & Even Go Viral
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Using WeChat Groups Content to Grow

Following, Engagement & Insights
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To sum up

« Chinese consumers often view things differently than we do
« Growth is being driven by China’s Millennial consumers
« Those consumers are living all over China

« Meaning ecommerce is one of the most effective ways to
reach them

 But a lack of trust means Chinese do a lot of research before
they buy, much of it online on channels such as social media,
search and ecommerce

« Transparency on ecommerce helps identify and assess
vendors and platforms

« Use other channels to promote products on ecommerce
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