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This report looks at the following areas:

+ Impact of COVID-19 on the travel market and key trends to watch post- “Seniors will become an

COVID-19 important consumer group in

» Understanding today’s senior population in China and their travel the future travel market, not

preferences )
 The role of digital platforms in marketing to senior travellers only because the growth in

* Marketing communications that work on senior travellers the populc‘rion of seniors and
their travel frequency, but

As is the case globally, the Chinese travel market has been severely impacted more importantly because

by the COVID-19 outbreak during the first quarter of 2020. However, since they are among the first group
lifting the lockdown in April, the fravel market in China has started fo recover, of consumers to piCk up travel

holiday in May have seen more consumers going out, but the market is still after CC?V|D_]9’ dlfe fo more
going fo experience a significant decline compared to 2019. stable disposable income.
- Saskia Zhao, Research

Analyst — 30th April 2020

but at a slow pace. The Tomb-Sweeping holiday in April and Labour Day

COVID-12 has temporarily set seniors back from travelling, but this is not going
to change their leisure preferences. In fact, given their relatively more stable
disposable income and strong desire for going out, seniors will become a more
importfant consumer segment for travel companies fo target during the
recovery period, and as the population ages, this segment will confinue to
grow in importance over time. Buy this report now
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seniors, December 2019

Figure 39: Penetration of two types of group tours among
seniors, by age, December 2019
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INTERESTED TRAVEL ACTIVITIES

Seniors interested in cultural sites and local food
Figure 52: Interested travel activities among seniors,
December 2019

Motivate overseas non-takers with...
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reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/994760/

Marketing to Senior Travellers (Incl Impact of COVID) - China - April 2020

Report Price: £3695 | $4995 | €4400

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

Theme parks and amusement parks have opportunities to
target seniors

Figure 54: Interest in theme parks and amusement parks
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amusement parks vs not interested, December 2019
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Figure 57: Seniors’ consideration factors for choosing travel
products, December 2019

High spenders pay more attention to carefree and comfort
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Purchasing takes place mainly offline, with focus on value-
for-quality products

Figure 63: Seniors’ attitudes towards travel and leisure time —
product purchasing, December 2019

Visa-friendly overseas destinations are more appealing to
seniors

Figure 64: Seniors’ attitudes towards travel and leisure time —
attractiveness of visa-exempt destinations, December 2019
Female seniors are digital-savvier

Figure 65: Preferences of payment methods in overseas

travel, December 2019
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