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Long-haul vs Short-haul Holidays
- China

“While growth rates of both long- and short-haul
holiday markets are slowing down, consumers see their
holiday goals more clearly with a preference for
sightseeing and relaxation, thanks to the greater volume
of holiday information they can acquire. Common travel
products and services are not attractive any longer, since
CONSUMErs ...
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Theme Parks - China

“In China theme park market, 2016 will be the marker —
the year when international theme park brands and
domestic brands began to compete directly with the
opening of Shanghai Disneyland. Faced with this game-
changing competition, domestic brands need to further
consolidate their existing advantages, such as
penetration in lower ...
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Cruises - China

“The overseas cruise market is booming in China. With
more players joining the competition, driving awareness
and establishing unique identities is vital. There is
potential for brands to exploit older consumers. To
sustain growth, more destinations should be explored.”

— Terra Xu, Senior Research Analyst
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