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GENERAL ECONOMY 

CHINA OUTBOUND 

01 Mitigation of US/China Trade Tensions

02 155m trips (2025), 13% CAGR 2032

03 US$ 159B, +13.5% vs. $140B in 2024

04 Strong CNY (RMB) vs. USD

Market size and CAGR: ResearchAndMarkets.com's "China Outbound Tourism Market 

and Forecast 2025-2033" (October 10, 2025)

The old engines (property, massive low-end 

exports, debt-driven construction) are being 
powered down.

The new engines (EVs, green tech, high-tech 
manufacturing) are being started up and are 

getting stronger.
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OUTBOUND TRAVEL TRENDS

Visa Ease

Visa-free/eVisas 
expand

Gulf, SE, Europe

Mobile Booking

Digital savvy (80% mobile 
bookings)

Wellness, sustainable, 
event and foodie tourism

Event Tourism

FIFA World CUP 2026

2028 Summer Olympics

Rethink Shopping

Shift from luxury to local, 
value-driven products

Distinctive quality, lifestyle 
appeal

AI

AI tools (e.g., TripGenie) 
dominate

Itinerary design

Potential

Top U.S. destination (+46%) 
YoY interest growth)

10M U.S. visa holders; 
Millennials/Gen Z
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COMPETITIVE LANDSCAPE

Chinese Outbound Travel Forecast: 2026 vs. 2025
(All figures in millions of travelers)

DESTINATION
2025 Actual / 

Estimate

Recovery vs. 

2019
KEY DRIVERS (Updated)

Growth % (2026 

vs 2025)

United States ~1.8 – 2.0 m ~60–65%
Slow visa processing and limited air capacity; long-

haul FIT interest
+10–18%

Europe ~10 – 11 m 100%+
Schengen visa ease, luxury shopping, viral 

destinations (Norway, Iceland, Spain)
+12–20%

Middle East ~2.5 – 2.7 m 100%+
UAE & other visa-free policies, Saudi tourism push, 

and sharp decline in March due to Iran war
-30 to -40%

Australia ~1.05 – 1.1 m ~70–75%
Student travel, improved flight capacity, long-haul 

appeal
+15–25%

New Zealand ~0.35 – 0.4 m ~75–80% Adventure & eco-tourism niche +20–30%

Maldives ~0.28 – 0.30 m 120%+ Visa-free access, Instagrammable luxury resorts +8–12%

Japan 9.1 m
100%+ (early 

peak)

Strong cultural appeal and shopping in first 10 

months; sharp decline from Nov onward due to 
diplomatic tensions

-35% to -45%

S. Korea ~5.5 – 6.0 m 80%+
K-pop/drama tourism, short-haul ease & visa 

waivers
+15–25%
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HAWAIʻI STAYS WITH YOU CAMPAIGN – Q1 

Platforms

WeChat, RedBook, Weibo, Douyin

Impressions

Total impressions: 390,726 

Travel Trade
Reach: Over 580 travel agent 
representatives

Tactics

Social media feature, offline showcase
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TRAVEL TRADE EDUCATION – Q1

01 “Best of the U.S.” roadshow in 

Hunan in January

02
150+ travel professionals 

specializing in North American 
tourism 

03 Strengthened Hawai‘i’s 

presence in Hunan’s outbound 
travel sector

01
AITS Discover North America 2026 

roadshow in Nanjing, Suzhou and 
Hangzhou in March

02 Conducted 3 sessions and 

more than 450 attendees

03 Focused on partnerships, 

development, and product 
planning
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SOCIAL MARKETING – Q1 

TOTAL 42 POSTS, 910k+ IMPRESSIONS, 4 PLATFORMS (2026 YTD MAR) 
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TRIP.COM + KOL CNY CAMPAIGN – Q1

Spark Inspiration 
(Social Reach)

Drive Cultural 
Relevance 
(Engagement)

Capture the Demand 
(Conversion)

Leveraged the influence of KOL "叔式生活" alongside HTC’s 

official channels to establish Hawai‘i as the premium family 

choice.

Captured the CNY spirit through limited-

edition WeChat Red Covers, pushing 

brand presence into private, high-trust 

social circles.

Directed all accumulated social intent to 

a customized Ctrip landing page, utilizing 

exclusive discounts and a gamified lucky 

draw to trigger immediate purchases.

KOL Weibo HTC Weibo HTC WeChat HTC RedNote & Douyin Red Pocket
Ctrip Booking Page
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Q2 PROGRAMS & ACTIVITIES 
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ROAD TRIP INFLUENCER-LED CAMPAIGN – Q2 

Collaboration

Hertz Rental Car for self-driving exploration

Structure
Season 1 (2026: O‘ahu & Hawai‘i Island); 

Season 2 (2027: Maui & Kaua‘i)

Content

Short-form vlogs on cultural stops, local 

dining, sustainable practices

Objectives

Inspire FIT travelers (Gen Z/millennials); 

Promote accessibility, island uniqueness

Tactics
Recommended itineraries, rentals/deals; 

Embed Mālama tips/messaging
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TRAVEL TRADE EDUCATION – Q2

01
US Consulate Guangzhou 

Commercial Service Travel And 
Tourism Roadshow (B2B) in April

02
Macao International Travel 

(Industry) Expo Roadshow in 
April

03 Training session to travel/ MICE 

agents like WEMICE, UTOUR, 
Dear Voyage, etc.
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2026 TRADE MISSION (06/03-06/05)
Expanding Trade Outreach

01.
Goals
Forge partnerships, promote the 
latest offerings/ experiences 

02. Markets
Shanghai, Hangzhou, Suzhou

03.
Partnerships
Major OTA: Fliggy, Tongcheng and 
AITS

04.
Impacts
Boost visitation, strengthen OTAs 
market presence
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PARTNERSHIP OPPORTUNITIES

01.
Social Media Content 
Collaboration (ongoing) 

02.
US Embassy & Consulates Tourism 
Roadshows (quarterly)

03.
Coffee Meets Culture Immersive 
Agritourism  (Mar-Jun 2026) 

04.
Trade Mission – Eastern China 
(June 2026)

05.
HTC + Hertz road trip multi-year 
influencer-led digital series (April 2026)

info@htchina.net.cn 

mailto:info@htchina.net.cn


Mahalo 
谢谢!
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