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Our	  Findings 
Millionaires’	  New	  Media	  Habits: 



Our	  Digital	  Media	  Products	  

iPad	  Magazine	  hurun.net	  Social	  Media	  



Total	  Monthly	  Unique	  
Visitors:	  2,223,946 

Mobile	  Download	  ：1,719,800	  *	   
Print	  Magazine	  ：343,533	  ** 
Hurun.net	  ：58,610 
Electronic	  Direct	  Mail	  ：35,016 
Social	  Media	  ：66,987 
  
*Mobile	  downloads	  includes	  smartphone	  and	  
tablets	  
**Hurun	  Report	  magazine	  comes	  out	  every	  month	  
with	  BPA	  circulaPon	  of	  114,511	  ,	  each	  magazine	  
could	  cover	  three	  audience	  
	   
With	  Hurun	  Report’s	  high	  brand	  awareness,	  as	  of	  
December,2014,	  relevant	  informaPon	  in	  Baidu	  was	  
34,	  800,000	  ,	  relevant	  news	  was	  566,000.	   

Reaches 2.2m  who have or aspire to US$5m 



Chinese Travelers  -  then 



Chinese	  Millionaire	  Treats	  NYC	  Homeless	  to	  Lunch,	  Sings	  "We	  
Are	  the	  World"	  

Source:  US News and World  Report 



•  40	  Pages	  
	  

•  FiHh	  consecuIve	  year	  

•  2	  Bespoke	  surveys	  

•  New—	  Greater	  China	  

•  5	  popular	  travel	  desInaIons	  



2.Hurun	  Luxury	  Travel	  Buyers	  
Survey	  

	  ·∙	  	  72	  luxury	  hoteliers	  
	  	  	  	  	  “Which	  are	  the	  three	  most	  

important	  luxury	  travel	  
buyers	  from	  China	  that	  you	  
currently	  do	  business	  
with?”	  

	  ·∙	  	  	  For	  the	  first	  Ime,	  the	  survey	  
	  	  	  	  	  	  asked	  for	  the	  luxury	  travel	  

buyers	  from	  Hong	  Kong,	  
Macau,	  and	  Taiwan.	  

Surveys 
	  
1.  Hurun	  Chinese	  Super	  

Travellers	  Survey	  
	  ·∙	  	  	  	  	  291	  China’s	  super-‐rich	  	  
	  ·∙	  	  	  	  	  40	  years	  old	  
	  ·∙	  	  	  	  	  with	  net	  worth	  of	  USD$13	  

million	  
	  ·∙	  	  	  	  	  have	  a	  13	  year	  old	  child	  
	  ·∙	  	  	  	  	  have	  	  worked,	  studied	  or	  

lived	  overseas	  2	  years	  



	  

	  

Greater	  China	  (+83)	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
478	  US$	  Billionaires	  

‘Known’	  	  Wealth	  

‘Hidden’	  	  Wealth	  
	  

	  

Greater	  China	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
700	  US$	  Billionaires	  

THIS	  IS	  WHERE	  WE	  ARE	  TODAY	  

Source: Hurun Research 2015 

US$bn	  Globally	  

4600	  	  indiv	  	  64yrs	  	  

US$bn	  Greater	  
China	  

1200	  indiv	  	  53yrs	  
	  
Dollar	  Millionaires	  	  
2.9m	  indiv	  	  39yrs 
 

Size	  of	  Market	  Globally	  (+202)	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2089	  US$	  Billionaires	  

Globally	  	  	  	  	  	  	  	  
2500	  US$	  Billionaires	  

 



1.	  Fast	  increase	  in	  overseas	  travel 

	  ·∙	  	  4	  Imes	  	  
	  ·∙	  	  	  33	  days	  
	  ·∙	  	  65%	  of	  outbound	  travel	  for	  leisure	  
	  ·∙	  	  Travel	  days	  increased	  from	  18	  to	  20	  days	  
	  ·∙	  	  	  Outbound	  trips	  in	  2014—	  116	  Million	  
(	  17.8%	  Increased)	  

	  

	  
 



	  2.	  Luxury	  travel	  buyers	  influence	  grew 
•  The	  influence	  of	  travel	  

agencies	  has	  shown	  a	  
dramaIc	  increase	  

•  When	  choosing	  a	  trip,	  37%	  
of	  travelers	  favored	  the	  
agency’s	  standard	  trips	  

	  



	  2.Luxury	  travel	  buyers	  influence	  grew 

Hotel	  reservaIons	  were	  mostly	  made	  through	  travel	  
agencies,	  accounIng	  for	  more	  than	  half	  the	  bookings	  



Mainland	  China	  Outbound	  Luxury	  Travel	  Agencies	  
2015	  Top	  12 



3.Travel	  desPnaPons	  with	  Chinese	  characterisPcs	  	  

·∙	  	  	  	  	  49%	  —airacted	  by	  the	  
mysIcal	  landscape	  
	  
·∙	  	  	  	  	  US$30,000	  –average	  per	  
capita	  spend	  
 
	  

AntarcPca 

Sanya	  &	  Tibet 



3.Travel	  desPnaPons	  with	  Chinese	  characterisPcs	   

Maldives	  –have	  grown	  in	  
popularity	  -‐-‐last	  two	  years	  	  
Third	  
	  
Australia	  -‐-‐top	  posiIon	  	  
	  
France	  a	  firm	  second	  
	  
Dubai	  strong	  growth	  these	  
past	  few	  years	  Fourth	  
	  
European	  	  
UK	  &	  Italy	   	   
 



Specific	  comparison	  between	  US,	  Japan,	  France,	  
Australia	  and	  the	  UK 

•  US—Been	  most	  frequently	  
	  	  	  	  	  	  	  	  	  	  	  	  	  5	  trips	  in	  lifeIme	  
	  	  	  	  	  	  	  	  	  	  	  	  	  plan	  to	  go	  a	  further	  twice	  Next	  3	  years	  
	  	  	  	  	  	  	  	  	  	  	  	  	  for	  business	  and	  visiIng	  friends	  &	  family	  
	  
•  Japan—shopping	  &	  culinary	  experiences	  

•  France—shopping	  &	  business	  

•  Australia—	  highest	  for	  leisure	  

•  Culinary—Japan>UK>France>Australia>the	  US	  



4.Most	  memorable	  trip	  last	  year	  and	  Chinese	  New	  
Year 

The	  most	  memorable	  trip	  
	  
13-‐day	  trip	  
	  
with	  6	  friends	  

•  In	  both	  cases,	  half	  	  
	  	  	  	  	  travelled	  business	  	  
	  	  	  	  	  class,	  compared	  	  
	  	  	  	  	  with	  only	  a	  third	  last	  	  	  
	  	  	  	  	  year. Chinese	  New	  Year	  	  

	  
with	  family	  
	  
a	  smaller	  group	  of	  4	  people 



5.When	  to	  travel 

·∙	  	  	  	  	  	  The	  top	  choice	  for	  travel	  Ime	  was	  the	  summer	  
holiday,	  followed	  by	  October	  holiday	  and	  Spring	  
fesIval	  

	  	  
·∙	  	  	  	  	  	  Spring	  fesIval	  was	  the	  peak	  season	  for	  family	  travel	  
	  
·∙	  	  	  	  	  	  	  93%	  were	  travelling	  with	  family	  members	  or	  friends 
	  
·∙	  	  	  	  	  	  	  56%	  of	  respondents	  chose	  the	  off	  peak	  season,	  an	  

11%	  increase	  over	  the	  previous	  year.	  
	  



6.Hotels 

•  The	  most	  popular	  was	  the	  Peninsula,	  
followed	  by	  the	  Mandarin	  Oriental,	  
whose	  popularity	  has	  soared.	  	  

•  Reward	  cards	  Hilton	  and	  Marrioh	  led	  
the	  way	  for	  29%	  and	  26%	  
respecIvely. 

•  More	  than	  half	  of	  China’s	  super	  travelers	  
made	  their	  own	  hotel	  bookings.	  	  



7.Air	  travel 
•  Air	  China	  topped	  the	  list,	  with	  

66%	  of	  respondents	  reporIng	  
acIvity	  with	  the	  Air	  China	  
membership.	  

	  
•  internaIonal	  airlines:	  

Singapore	  Airlines	  was	  
preferred	  business	  /	  first	  class	  
airline. 

•  The	  average	  group	  size	  was	  four	  travelers,	  with	  an	  average	  of	  12	  travel	  
days	  

•  	  47%	  travelled	  business	  class,	  while	  economy-‐plus	  classes	  airacted	  
43%,	  a	  12%	  increase	  over	  the	  previous	  year	  

 

 



8.Looking	  forward	  3	  years 

·∙	  	  	  	  	  	  Leisure	  travel	  &	  seeing	  the	  
world	  –most	  commonly	  
reported	  moIves	  over	  the	  
next	  3	  years.	  

•  There	  is	  a	  clear	  trend	  towards	  experienIal	  travel	  
•  More	  business	  travel	  than	  ever	  before.	  
•  Physical	  and	  spiritual	  relaxaIon	  lies	  at	  the	  heart	  of	  their	  leisure	  travel	  needs	  
•  demonstrated	  in	  the	  rise	  of	  medical	  tourism	  
•  Europe	  47%	  and	  America	  45%	  -‐-‐expect	  to	  lead	  the	  way	  for	  Chinese	  luxury	  

travelers 



9.Impact	  of	  smartphones 

	  
•  WeChat	  overtook	  email	  as	  the	  most	  used	  funcIon	  on	  smartphones	  at	  58%,	  

up	  19%.	  
•  WeChat	  was	  also	  the	  most	  widely	  accessed	  source	  for	  travel	  news,	  at	  42%,	  

followed	  by	  travel	  apps	  



9.Impact	  of	  smartphones 

•  94%	  of	  respondents	  have	  installed	  travel	  APPs	  on	  their	  smartphones	  

•  	  led	  by	  Ctrip	  (49%)	  and	  Qunar	  (15%)	  

•  	  For	  taking	  photos,	  smartphones	  have	  overtaken	  professional	  cameras,	  
although	  half	  of	  the	  respondents	  claimed	  to	  have	  a	  camera	  cosIng	  more	  
than	  USD$3,000,	  with	  Canon	  leading	  the	  way. 



10.Travel	  retail 

.	  	  	  	  	  In	  the	  past	  five	  years,	  tourists	  from	  the	  Mainland,	  Hong	  Kong,	  Macau	  and	  
Taiwan	  have	  sat	  firmly	  atop	  the	  chart	  for	  internaIonal	  travel	  and	  shopping,	  
making	  up	  35%	  of	  the	  total	  world	  consumpIon	  in	  those	  areas	  

.	  	  	  	  	  Russia	  trailed	  by	  a	  large	  margin	  at	  13% 



10.Travel	  retail 

.	  	  	  	  	  	  Europe	  was	  the	  desInaIon	  of	  choice	  for	  luxury	  shopping,	  with	  
France	  leading	  the	  pack	  for	  22%	  of	  respondents	  

.	  	  	  	  	  	  About	  54%	  of	  the	  pieces	  purchased	  by	  Chinese	  tourists	  were	  
	  	  	  	  	  	  	  fashion	  or	  clothing	  items	  
.	  	  	  	  	  	  For	  giHing,	  Apple	  overtook	  Hermes	  to	  become	  the	  preferred	  

luxury	  brand	  to	  giH,	  although	  spending	  on	  giHing	  declined	  5%	  
year	  on	  year,	  on	  the	  back	  of	  the	  government’s	  anI-‐corrupIon	  
campaign 



	  
Chinese	  Travelers	  

	  



Chinese	  Travelers'	  Profile	  	  

Source: Chinese International Travel Monitor 2014  



What	  to	  do?	  



What	  to	  do?	  



Travel	  Companions	  



Foods	  



Important hotel amenities	  



Product/Services	  most	  requested	  





Sources	  of	  informaIon	  used	  



How	  they	  book	  their	  trips?	  



How	  travelers	  share	  their	  experiences	  



Travelers’	  Profile	  



Travelers’	  Profile	  



Independent traveler profile	  



Conclusions	  




















