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Target 
-  

- Double the spend from China by 2020, reaching GBP1bn p.a. 
- Spread half of the tourism benefit into nations and regions 

  

Strategy  
 

- Improve Britain’s strategic competitive position  
in this key market for long term growth 
- Grow Britain’s market share in China 



3 

+143% 
Visits to the UK,  

2006-2016 

2016 rank for inbound 

visits to the UK 

394% 
Spending in the UK, 

2006-2016 

2016 rank for inbound 

visits to the UK 

24th 

12th 

Source: International Passenger Survey 

A Market of the Future for Britain 
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International Arrivals from China (in millions) 

2006-16: 

+264% 

86m  

3rd market  

by visits 

(US 104mand 

Germany 101m) 

2016-20: 

+28% 

World’s No.1 

Tourism Market  

by Value 

$262bn, 2015 

 

Less than 10% passport holders  

A Market Important for Future 
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Our Target Customer – Who Are They? 
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Our Target Customer – Who Are They? 
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A new Approach  - The Customer Journey 

A conscious shift in 

approach to recognise:  

 

• Partner influence 

across journey  

 

• Increased Brand 

awareness  

 

• Reach to our target 

audiences in new 

channels  

 

• Amplified advocacy  

  

• Market specific 

partners alignment 
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• WeChat Pay 
– 889m WeChat users 

– 200m making payments 

– $1.2tn in transaction pa 

 

Partnership Alignment Along the Chinese Customer Journey 
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How does that translate?   

Retail 
• Pilot VB online shop 

through existing  
Chinese e-marketplace 
such as AliTrip and 
Ctrip.com 

Route Development:   
• Chinese carriers 

such as Hainan 
Airlines; Tianjing 
Airlines, China 
Eastern, Cathy 
Pacific  
 

Product Development  
& Distribution:  
• Chinese DMCs e.g. China 

Holiday, Titicaca.com; 
• Caissa Touristic, GZL, CITS, 

CTS, Jinjiang, Ctrip, Nanhu; 
Zanadu 

 Content:  
• Mafengwo.com; 

Qyer.com;  

Marketing Campaigns:  
• BA, Virgin, JLR,  
• AirBNB, EPL, SONY 

Picture;  
• Thomas Cook, Durex,  
• PDPs  

Reach – Consumer Database:  
• WeChat; AliTrip; 

Tuniu.com; Ctrip; Caissa 
Touristic: Qunar.com 

Reach –website:  
• Travel verticals such 

as Qunar.com; 
Ctrip.com; Tuniu.com 

Reach – Social Media:  
• WeChat; Weibo; 

Loyalty Programmes 
• HH.com; Zanadu.com 
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Local Partnership Activities – Ctrip 

Key Campaign Messages： 
• Working with China’s No.1 online travel platform to promote 

Britain as a destination that’s full of exciting unexpected experiences 
• Product design and distribution through Ctrip’s extensive reach 
 
Achievement: 
• Campaign reached 74 million Ctrip’s users.  
• UK flight sales on Ctrip up 50% in Mar & April, up 60% and 105% on 

local purchase in Mar and April respectively.  
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Partnership Activities – Hainan Airlines Feb - Mar 2018 

Key Campaign Messages:  
• Promote Hainan Airline’s Beijing-Manchester route,  
• establish Manchester as gateway for Northern England 
 
Achievement: 
• Campaign reached 55 million (25% up) and 1279 Hainan airtickets sold within 1 month 

HNA Homepage Promotion Skyscanner Promotion Programmic Media Buy 
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Local Partnership Activities – UKVI  

Key Campaign Messages： 
• Going to the UK is easy! 3 simple step to get a 2 Year multiple 

visa 
• Britain is inspiring in all seasons  
Achievement: 
• The campaign was promoted through Qunar.com (equivalent 

of Skyscanner) and WeChat, between March and April 2017, 
reaching over 92million of people in China, doubling the KPI.  
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Local Partnership Activities – Food is GREAT with DEFRA & DIT 

Key Campaign Messages:  
• Working with DEFRA & DIT to challenge and change poor perception of British Food in China 
• Promote 4 food hubs in Britain: London, Scotland, Yorkshire and Devon & Cornwall, and the 

relevant F&D experiences in these areas.  

Achievement:  
• Working with 7 Chinese key influencers in realm of F&D to discover 4 food hubs in Britain, 

creating inspiring content on food & drinks.  
• Increased 7,000 social media followers on VB’s Weibo & WeChat, reaching a total 75million 

people in China 
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Partnership Activities - English Premier League  

Key Campaign Messages:  
• Use football to trigger travel to Britain 
• Promote Britain’s regions around football cities. 

 

Achievement: 
• High engagement sweepstake and impactful social media were used to 

drive immense traffic to partner Super Sport’s website, achieving 
800million reach in China (7 times up on 16/17 campaign) 

 

SuperSports App promotion 

TV Broadcasting Promotion 

H5 Landing Page 
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Partnership Activities: British Airways  

Key Campaign Messages: 
• Promote Britain as a place full of exciting and unexpected moments. 
• Build immediacy to travel.  
• BA, especially premium and business class, is a top choice for flying to 

Britain. 
 

Achievement: 
• Utilise multiple channels such as programmatic advertising platforms and 

popular Chinese online marketplace such as Alibaba’s Tmall shops to 
promote British tourism content and BA offers, reaching a total audience of 
155 million.  


