Affluent Insights™ Report Summary:
2015 Asian Travel Consumer Report

» Driven by income growth, the Asian Millennials’ expenditure on
international travel is expected to increase by 1.6 times to
US$340 billion by 2020

» Southeast Asia’s dynamic economies, powered by a rising middle
class, are strengthening in and outbound travel throughout the
region.

*Source: Travel Rave

This report is based on findings from the Affluent
Insights™ Luxury Travel Surveys:

 Fielded online in May/June 2015.
» Covers eight Asian markets: China,

India, Hong Kong, Singapore, China CNY 180,000+
Malaysia South Korea, Taiwan, Japan. |ngia INR 12,00,000+
* Over 2,900 respondents Singapore SGD 100,000+
(350+/market). All respondents Hong Kong HKD 720,000+
defined as affluent with annual Malaysia MYR 100,000+

household incomes as per the table | South Korea  KRW 78 million+
on the right, and have travelled in the ~ T&Wan TWD 960,000+

Japan JPY 10 million+
past 12 months.

Full Report Price: USD 12,500
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Key Findings from the Report:

* Top destinations for planned trips in the next 12 months:

RANK

Tokyo
Hong Kong
Osaka
Singapore
Paris
London
Seoul
Bangkok
Taipei
Bali
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* In all markets, except Japan, affluent consumers indicate strong
increase in likelihood to travel abroad for a vacation.

* Chinese and Indian travelers are most likely to say that their travel in
the next 12 months will be more luxurious. These two nationalities
are also most likely to fly in first class.

« Consumers in China indicate the highest likelihood to purchase both
airline tickets and hotel stays in the next 12 months.

« Consumers in China also spend the most on hotel stays, while
Hongkongers spend the most on airline tickets, and Taiwanese on
cruises.

* Incidence of travel for leisure purposes is the highest in Singapore
and Hong Kong, and the lowest in Japan.

« Consumers are generally looking for a more localized travel
experience.

* There is a strong reliance on digital media for information on airline

tickets, cruises, and hotels across markets covered.
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