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Part A
Background




20245 EA B N\ IR BRibF A 203212019 [G] HA7K *F

The number of inbound and outbound tourists during the 2024
Qingming holiday is close to the level of the same period in 2019
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Inbound Tourists Outbound Tourists

1,041,000 @ 992,000
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The demand for Hong Kong and Macao residents to return to their hometowns to worship their ancestors, visit relatives and friends, and go sightseeing and
shopping has increased, and the number of overseas Chinese from Southeast Asia and other short-distance markets entering for tourism has increased significantly.
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In terms of outbound travel, Japan, Thailand, South Korea, Hong Kong, Malaysia, Singapore, Australia, Macau, Indonesia and the United Arab Emirates are
popular destinations.
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We've also heard some voices about the future of high-end travel
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When it comes to the outlook for high-end tourism in the next two

years, what words and content will first come to mind?

0.46% ppl

mentioned
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Tailor-made Service Expectable
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Part B
Let’s talk about the business
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2024-2025%F, RATIEREFNEEREKESTHETITLAR?

What is the expected total annual family travel budget for your

~

company's mainstream customers in 2024-2025?
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What is the estimated times of outbound travel for your company's

mainstream customers in 2024-2025?

22.6%  63%

6.2% 8.2%

172 times }® 374 times /X 576 times /X over 6 times /X
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Which of the following options do you think will be highlighted in your

company's pitch to enhance your company's high-end tourism image?
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Between "corporate brand" and "travel advisor's charisma", how will

your company develop in the future?

o 7O .
38.4%
35.6%
.0 3;72A
ENTEER mAE M mhEAE h&4T 5 B8] B9 T A R FNFTERRITEIE]) Ay
Make every Mainly focus on Hhh=E AN
effort to build a cooperate brand Mainly focus on Make every effort
corporate brand travel advisor’s to build travel

charisma advisor’s charisma



AATIMEARKET MRS PEIA TATEEE: . TBmts FaME1E?

Your company's current or future tendency to introduce "artificial

intelligence", "automation", etc. into its products and services
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What products or services would you like to acquire from DONG?

70.5% 66.4% 55.5% 45.9% 40.4% 39.7%
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Advocacy and restraint for the healthy
Jo|n|- resource procuremenf and development Of the high-end tourism

More small industries

: Meetup & Communication
industry

Recommended high-end negotiation capacity pooling

tourism resources




Part C
Let’s talk about the products
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In the 2024-2025 snow season, what are the likelihoods that Harbin and Changbai Mountain in Northeast China

will become popular tourist destinations for your company's mainstream high-end customers?
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In 2024-2025, the National Day and Spring Festival Golden Week will be more competitive than Phuket, Koh Samui,

Langkawi, Sabah, Bali and other Southeast Asian islands?
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In 2024-2025, the 3 most important considerations for your customers when choosing a Southeast Asian island

destination are...

Safe and friendly Flight conditions
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Meet your family's total Accommodation
travel budget conditions such as luxury
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In 2024-2025, how likely is it that your company's mainstream customer base will travel to a Middle Eastern tourist

destination (UAE, Saudi Arabia, Qatar, etc.) for 1 vacation?
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In 2024-2025, how many high-end customers do you estimate to travel to Western and Southern Europe (Britain,
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France, Italy, Switzerland, Spain, Portugal, etc.)?
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In 2024-2025, to what extent will Antarctic and Arctic tourism enter the field of choice of your company's mainstream

customer base?

40% ...................................................................................................................................................

20% .....................................................................................................................
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What do you think is the best way to introduce high-end shopping villages and shopping malls to customers??

76%
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VIP reception services such as

private shopping guide, skip-the-
line entry, lounge and so on

51.4%

China Ready:
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Ve
China Ready:

Chinese service, WeChat/
Alipay payment, etc

32.9%
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Pack it in advance for
your trip

32.9%
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Arrange hotel
accommodation, activities
and more close to the
Village

32.9%

30.8%

30.8% 12.3%
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Regular in-village sales
brand sales, etc
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Reservation rates for
popular items
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Which description is closer to your company's hotel strategy for the next 2 years, between luxury hotel chains (e.g.,

Four Seasons, Mandarin Oriental, Rosewood, etc.) and luxury independent hotel co-branded hotels (e.g., SLH, Relais &

Chateaux, Preferred, etc.)?

56.2% 25.3% 13% 2.7% 2.7%
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%14:@?@ Independent hotel alliances

Chain brands are the mainstay, There is a tendency to use are the mainstay,
supplemented by independent hotel chain brands supplemented by chain

alliances brands

There is no inclination, it is completely
determined by the quality of the hotel
in the destination, location, value for
money, matching customer needs, etc
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If a hotel's OTA rate is in any way lower than the official website rate (BAR), your attitude is...
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Blocking: Definitely Amplify its Try best to persuade If the customer insists, : Let the customers make
. : : Book low prices for .
not selling, do your disadvantages and customers to choose a we will be reluctant to the reservation by
1 : : : : : customers on OTAs
best to avoid it ignore its advantages competing hotel continue the booking themselves

lower at
5% ~ 10%

lower beyond
10%

lower at

3%~5%
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If you want to use a hotel brand to match your company's brand image, which hotel brand would you most like?

Mandarin Oriental

i
One&Only Four Seasons =T

i ya)

The Peninsula *

Capella

E.{m ,’-_T—\ Rosewood
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MNP

Ritz-Carlton
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Bulgari

Shangri-la

Chateaux
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THANK YOU



