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"Loyalty is more important than ever now in the travel
market, as consumers are provided with increasingly

diversified travel options, from home rental to car sharing,
and price-hunting tools at their disposal."

- Alice Li, Senior Research Analyst

This report looks at the following areas:

• Travel loyalty programme members are deal hunters at heart
• Use data to personalise rewards and services for members
• Tackle the privacy issue carefully

A travel loyalty programme is no longer a novelty to Chinese consumers, as they travel more and more
frequently and seek better travel experiences. Travel loyalty programmes are considered to be helpful
in making travel more comfortable and reducing costs. Financial benefits (eg discounts, points and
rewards) are more persuasive factors that drive consumers to join travel loyalty programmes, but
consumers’ favour and trust of the brand are also key for programmes to expand membership.
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Figure 38: Reasons for joining travel loyalty programmes, by consumer segmentation, September 2018

Figure 39: Redeemed rewards from travel loyalty programmes, by consumer segmentation, September 2018

Opportunity

Deal Seekers

Demographics

Characteristics
Figure 40: Travel loyalty programme enrolment, by consumer segmentation, September 2018

Figure 41: Attitudes towards travel loyalty programmes – any agree, by consumer segmentation, September 2018

Opportunity

Older Mintropolitans are worth more attention
Figure 42: Travel loyalty programmes enrolment, by consumer classification and age, September 2018

Mintropolitans value exclusivity
Figure 43: Attitudes towards travel loyalty programmes – any agree, by consumer classification, September 2018

Figure 44: Reasons for joining travel loyalty programmes, by consumer classification, September 2018

Methodology

Abbreviations

Meet the Mintropolitans

Appendix – Methodology and Abbreviations

Report Price: £3302.97 | $4460.00 | €3717.16

Loyalty Programmes in Travelling - China - December 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/862353/
mailto:reports@mintel.com

	Loyalty Programmes in Travelling - China - December 2018
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	Key Market Milestones in Airline
	Key Market Milestones in Accommodation
	Key Market Milestones in OTA
	The Consumer – What You Need to Know
	Travel Frequency
	Travel Loyalty Programmes Enrolment
	Reasons for Joining Travel Loyalty Programmes
	Desired Rewards from Travel Loyalty Programmes
	Attitudes towards Travel Loyalty Programmes
	Barriers to Joining Travel Loyalty Programmes
	Consumer Segmentation
	Meet the Mintropolitans
	Appendix – Methodology and Abbreviations



