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Intlang Consulting Group offers cross cultural marketing and 
business solutions to Australian businesses, helps them identify new 
opportunities in overseas markets, breaks down cultural barriers, 
creating optimised investment or joint venture operations, ultimately 
bringing different values, strength and business practice together.

Australian – Sports, Chinese – Shopping!

With the AFL Grand over the weekend, The West Australian reported airfares to Melbourne rocketed with 
Jetstar and Tigerair flights sold out and Qantas and Virgin Australia having to add more flights.

Though an order of magnitude larger, the equivalent in China, has been the Mid-Autumn Festival (22 - 24 
September), ahead of the week-long National Day holiday starting on 1 October. Many Chinese travellers 
have decided to take extended holidays and the 16-day period allows travel to Europe, the Middle East, 
Africa, the United States, Canada, Australia, and New Zealand. 

What Chinese like to do on their travels?
1. The young nouveau riche kids go to major European capital cities and hit the shops; 
2. Middle class Chinese often travel in groups, coaches and umbrella-wielding Chinese guides are a frequent     
    feature; 
3. If it’s classed as “luxury”, you’re guaranteed to find some Chinese tourists, but spending far more on
    shopping than on hotels.  
4. Chinese tourists spent an average of nearly $8,000 a visit.

Boston Consulting Group and Tencent jointly released a report highlighting key trends in China’s luxury 
industry:
1. Online luxury goods information on Chinese mobile super apps continues to attract more than 50%  of
    buyers.
2. Social media accounts for the top 30 online celebrities draw 3.2 percent of luxury buyers.
3. Brand social media accounts have become an effective communication platform to connect with 
    consumers, as stories posted reach 20,000 up to 100,000 viewers.
4. Young consumers of luxury goods prefer to seek information online, and shop at the store.
5. 16 percent of online luxury buyers come from Chinese third-tier or below.
6. 12 percent of all luxury goods in China get purchased through online platforms.

To understand the consumer habits of the Chinese consumer – Intlang can help – contact us today. 
Previous China Business Newsletters are available at the Newsletter section of Intlang website: 
www.icc-australia.com.au (1 October 2018).


