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Why social
media are so
important today?

Because they:

* generate traffic to
companies/organizations
channels

* produce engagement

 build direct relations with
customers

* their performances can be
measured at a very detailed
level.



Eyes on China,
land of digital innovation

The most relevant business developments
of Chinese market and social media
environment can provide functional insights
on the future of digital transformation all

over the world.

® Digital innovation
® Diversity of China

® Data driven society Observing, monitoring and analyzing what is happening
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in China offers a useful overview to understand the
trends of the near future




Why does contemporary China have a lot to say
about the present and the future?

General Lesson from

acceptance of the experience
innovation of 2003
Technology The experience with
advancements are not the SARS virus had
perceived in contrast accelerated the

Py with traditions, but it’s digitization processes

| s associate to the idea of of Chinese society.

| country development. Today is phase 2.



China is a distinctly digital
market with mobile and
social playing a key roles in
marketing success.

The platforms place a lot of emphasis
on their ability to accompany the user
throughout the day, 24 hours per day,
/ days per week.



The ubiquity of e-commerce in the consumers daily life

Chinese consumers are used to using e-commerce All the thematic platforms on music, sports,
platforms for an incredible plurality of services. increasingly offer online purchases.



Consumption and social media
are strongly interconnected

Social networks have expanded their function, gradually
becoming a fundamental channel and widely used by
consumers to obtain information on products and check
their quality before proceeding to purchase.

Advice, comments and reviews
read on social media are
increasingly important in
purchasing decisions



China’s unique internet ecosystem

@ Source: Kawo, the ultimate intro to China social media



WeChat
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cHINESE NAME: X5

LAUNCHED: 2011

OWNERSHIP: TENCENT

5° most used social
media app in the world

66 mins everyday
inside WeChat per
user

|.1 billion transactions
everyday through
WeChat Pay

45 billion messages
sent everyday (6.1
billion voice notes)

WeChat occupies 34% of
internet traffic in China




Weibo is a self-publishing tool for broadcasting to the public.

It’s the right platform to increase awareness.
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CHINESE NAME: {nX |55

LAUNCHED: 2009
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OWNERSHIP: ALIBABA GROUP

Quickest microblog to | 90s generation user
go viral in China base
Comparable with 56% male

Twitter 44% female
Facebook user base

Weibo has 229 million
daily
active users, with 80%
of those
under the age of 35




Douyin J

J =
CHINESE NAME: }LI' H LAUNCHED: 2016 OWNERSHIP: BYTEDANCE

Short video-sharing

. Young user base Monthly average usage
platform, lifestyle and from tier | cities is 26,2 hours
glamour
48% male
52% female

513.4 million MAU
user base




RED Xiaohongshu @
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CHINESE NAME: /J \é_ _:.IJ LAUNCHED: 2011

OWNERSHIP: Alibaba and Tencent

Social e-commerce 85 mil MAU

4% male and

UGC, fashion luxury 86% female user base.

lifestyle, food, travel 76%+

of the users are Post-90s




Online travel agencies

25% owned by Baidu ¥, 100% owned by Ctrip

Ctrip n
$EE 2 Qunar.Co
o s MIE B OB R OB R AT
MAU MAU
210 million (2019) 41,3 million (2019)
The largest OTA of China, The 2° largest OTA in
it also owns Trip.com and China, it attracts more
Skyscanner in overseas mature users, especially
markets. couples.
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W%, 100% owned by Alibaba

rFliggy

To Dreams and Beyond

MAU
28,8 million (2019)

Alibaba’s OTA is featured

inside Taobao and benefits

from its native traffic. 80%
of users are under 35.



Travel reviews sites/app

8% owned by Tencent
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f A dianping.com

MAU
60 million (2019)

Most used review website for restaurants, shops
and tourist attractions. Similar to Yelp/Tripadvisor
with more functions.

Most of the user base is female between 25-35
years old. It has been invested by Booking.

$250M by Tencent v
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M D E 5=
MAU
23 million (2019)

Mafengwo is a UGC travel review platform like
RED where customers can share their through
about brands and places.

It also provides travel booking services and
livestreaming functions.



Digitalization
in the tourism sector

These social trends are naturally reflected in
all areas, including the tourism sector, which
has seen a deep transformation.

Besides travel agencies, potential tourists
today love to get info independently on
social media by following celebrities and
travel guides, reading comments and reviews
from influencers and other consumers. As a
result, new methods of tourism promotion
have appeared.
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In the post-Covid era, This does not mean that online marketing can replace the offline
social networks are experience, but social networks show undeniable advantages in
essential in tourism tourism promotion thanks to their versatility when interacting directly

promotion. with the public of operators and customers.



Advantages for operators

They can offer great visibility to destinations
Social media can attract a lot of attention in a short
time and have a strong impact on the public.

They amplify the messages of influencers
Platforms such as Douyin and Kuaishou have played a

role decreeting the success of cities like Chongging,
Xi'an.

They can influence consumer decision making

Social media can play an important part in influencing
consumer decision-making, thanks to celebrity online
recommendations.
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Advantages for customers

Social media provides a higher variety in information, allowing
consumers to achieve a deeper degree of personalization.
Consumers can choose the most suitable destination based on
economic capacity and individual interests.

They can offer intelligent travel services

Smart services such as checking the available seats for a specific
event, reserving entrance tickets and paying in advance, getting
information on tourist flows in real time.

They present travel stories and experiences

On the web you will find information not only about hotels and
restaurants, but also about all the special and "niche" experiences
that can be done in a specific place.
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Gen Z and tourism

The growth of Gen Z has also had a significant impact in the tourism sector: knowing the tastes and preferences
of this segment is strategic for success in the post-Covid tourism industry.

These are independent travelers
looking for unique and original
travel experiences, often
inspired by influencers and highly
personalized. This generation
seeks detailed information on
every single moment of the
travel experience and is
extremely attentive to travel
personalization and
customization.
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Plan more and more in advance

After Covid-19, consumers are very cautious
about overseas travel. People is tending to plan
more and more in advance detailed itineraries.

Chinese tourists want to immerse themselves in
the local culture and seek the experiences and
advice of people they know, or whose reviews
are available online before planning their trip.
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The social inspiration: Weibo

Although it’s often likened to Facebook
and Twitter, Weibo in particular is actually
more similar to Instagram in terms of user
behaviour and the style of content. Weibo
allows a variety of content formats and
the users scroll through the feed, stopping
when a pretty image or video catches
their eye. Thus it’s the perfect platform
for travel content.
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The social inspiration:
RED Xiaohongshu

This app is mostly used by Millennials
and Gen Z women from top-tier cities
in China. Red’s main purpose is review
and recommendations, including for
travel.

Apps like Douyin and RED allow KOLs
to pin down the location they talk
about. When follower clicks on that
link, more information could be
available about the spot.
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Useful tips and information on Wechat

WeChat articles are also a popular source of travel
inspiration. For example, the popular travel account 24
Hours shares and creates content comparable to the most
important online travel publication.

Many of China’s top travel KOLs become popular not only
for sharing beautiful images but for the useful tips.

Even though content tends to be very inspirational, travel

articles tend to perform better if they are not only beautiful
but also provide useful information about the destination.
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Contents on travel media

But independent travellers go to China’s OTAs (online travel
agencies) when they really want to visit a location. In China, OTAs
are also social platforms filled with their own set of travel KOLs.

A popular travel community among young travellers is Mafengwo,
the app show user-generated travel guides and Q&A forums. The
most popular guides are long-form, in-depth guides which share
every detail of their travel experience. Content creators can grow a
following and become travel KOLs for the site.

Many OTAs in China such as Ctrip, Fliggy, have similar features and
networks of KOLs.

i



Video apps are more and more popular

Video has been a key component of successful tourism marketing
in China for years, and has become increasingly prevalent, moving
from “nice to have” to “must have.” At the same time, video
platforms and types of video in China have changed and

proliferated.

Short videos are extremely important on all platforms, especially
Weibo, Douyin and Red, but last year also Wechat joined the field

introducing CHANNELS, a public stream of short video contents.



Virtual tours & livestreaming: s :
domestic experiences - 5 9

Public and private institutions in China have invested heavily in recent
years in the VIRTUAL REALITY sector, creating guided tours to enhance
the Chinese cultural heritage.

VR tours in China are highly sophisticated and the industry is very
advanced, so users are familiar with these tools and have high
expectations in terms of usability.VWhile Chinese users' readiness for live-
streamed experiences has been well established since 2015, recent travel
restrictions and relative economic stability in China have accelerated the
trend of this highly engaging digital channel.
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The museum at home

In 2020 Douyin launched the "Moving Museum
at Home" a service that allows internet users to
view and visit important national collections and
museums.

The initiative is promoted by the Chinese State
Administration of Cultural Heritage and has
involved numerous cultural institutions in the
country: including the National Museum of
China, Dunhuang Academy, Nanjing Museum,
Hunan Provincial Museum, Zhejiang Provincial
Museum, Liaoning Provincial Museum, Shandong
Museum , Shanxi Museum and the Guangdong
Provincial Museum.

@ Hunan Provincial Museum



Qinhuangdao museum

* On February 2020, the Qinhuangdao City Glass
Museum WeChat public account launched "VR
Digital Museum" tour.

* In this sophisticated replica of the museum, users
can move around the structure while listening to
an introductory voice. Images and texts can be
clicked to get more information and details.

* Link to the virtual museum
https://87 14x5uf3.wasee.com/p/483fntjr5/VVasee/Ci
tyhome/panodetail?id=1493&from=singlemessage

e The museum is completely integrated inside the
bigger Qinhuangdao City VR experience (EE5
REZ I




Traveling in Dunhuang

In 2020, Dunhuang Research Institute, People's
Daily New Media, and Tencent jointly launched
the “Travel in Dunhuang” miniprogram.

"Traveling in Dunhuang" tour is totally
customizable: users can organize a tour based on
specific categories or filter, for example murals,
colored sculptures, shape of caves, etc.
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Museums on Tmall:
Paris opera house

In November 27, 2020 the Paris Opera House officially
opened its doors to Tmall Global, which hosted the
first live broadcast for China, inviting Chinese tourists
to visit the museum.

It was one of the most successful recent campaigns in a
travel industry hampered by the restrictions of journey
of COVID-19. The broadcast attracted more than

|.25 million viewers.
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Livestream on Alibaba:
the case of Switzerland

After broadcasting tours of famous destinations
tourist sites such as the British Museum in
London and the Palace of Versailles in France,
Alibaba coooperated with the Swiss Tourism
Board and the Sino-Swiss Economic and Culture
Center for virtual reality tour of Switzerland.

The platform Alibaba Taobao Live offered a live
broadcast presenting the attractions landscapes
such as the Alps, as well as renowned brands
Swiss like Tissot and Carma Chocolate.
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Tour ambassador: the European Travel Commission
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In March 2021 European travel commission
started a cooperation with the celebrity new
journey Zhu Zhengting as ambassador in a
communication campaign to promote
destinations to independent travellers called
“Wanderlust, wonder Europe”.

B

35 regions and countries are included in this
project and hashtag #E2 S KXfEZ 5 , BIE#FHE
ZIik ( Discover the wonders of the European
continent and embark on a new dream journey).
Got more than 54 millions of views and more
than 120,000 comments.
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UGC (users generate contents): the case of Australia

Australia tourism board launched a digital
campaign to call for followers to share their
autumn memories in WeChat, Weibo,
Xiaohongshu, Douyin and Bilibili, sharing
content, pictures, videos, texts and add hashtag
# BT K HAustralianConfession.

This call-for-memories sharing action will cover
millions of followers and the other Australian
states’ tourism board can also use the contents

which help the tourism board get big exposure
and engagements without any media cost.

WeCha Weibo Xiaohongshu
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KOL: Great Britain

The Great Britain started a campaign to
welcome audience participate
#mystorywithLondon, such as videos,
pictures and texts to tell story with the city.

Long is a Chinese dancer, Kungfu master and
influencer in RED and he also joined this
campaign creating a fusion between his
dance jumps with tourism attractions, which
also connect Chinese martial arts with
London’s elements.
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Travel specialist course:
the case of New Zealand

New Zealand create a campaign on Wechat that
push the users to use their spare time learning about
New Zealand destinations.

Users can get the "New Zealand Tourism Expert
Medal" if they complete the || sessions through the
mini-program and pass the online exam.

Of course users can also choose to learn advanced
courses to achieve a more professional and
systematic knowledge of New Zealand tourism
destinations.
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To sum up:
the Chinese travellers digital journey

Gen Z and Chinese millennial tourists rely on online resources
to plan their trip. The younger the tourist, the more likely to
use online sources.

Chinese travelers are highly digitized, careful about the advice {
of influencers and accustomed to innovative messages
conveyed through digital channels.

Chinese users get inspiration from many social networks
(Weibo, Red, Douyin..), check in advance reviews apps such us
Mafengwo and Dianping, and also Wechat to get more specific
information and tips and read experiences and finally the go to
OTA apps and website to buy.
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Social media are an essential resource to attract

customers. The main focus is on contents

Travel KOLs can have an enormous impact on the
entire customer journey. They can provide travel
inspiration and help consumers discover new
destinations on social platforms.

User-Generated Content (UGC): Consumers will
naturally trust recommendations from their peers —
other Chinese travelers — over official content, so
encourage and repost good user-generated content is
mandatory.
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From "Online-travel Products Consumption’
in To “Online-travel Contents Consumption”
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