
Professor David Simmons : Conference Summary 

2017 : year of China – Australia Tourism 
and 

International Year of Sustainable Tourism 



Agenda 

 

• The Chinese Market in OZ  (Tourism Australia) 

 

• Digital Connectivity  (AliPay) 

 

• David’s Takeouts 
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China is incredibly important for Australian tourism 

and commerce 

• Median 9 nights 
• Largest for total visitor 

nights 

Visitor 

Arrivals1 

Total 

Spend2 

Visitor 

Nights2 

• 1.2m 
• 2nd largest 

• $9.2bn 
• Largest spend 

Estimated 3.3m tourists by 2026
3 

Potential to be worth $13bn by 2020
3 

Sources: 1. Department of Immigration and Border Protection, December 2016. 2. Tourism Research Australia, International Visitor Survey, 
December 2016  3. Tourism Australia, China Market Profile 

Mr George Lawson (Alipay): Connecting with Alipay in Tourism 
 

Mr Edison Chen (CTrip): Destination marketing from  perspective of “big data" 



(NZ) Annual State of Industry Report 



















Social platforms 

Financial services 

Life services 

Ten million merchant resources 

Fixed Term Yu’e Bao 

Ant Check Later Zhima Credit 

Love Pay Lucky Money 

Friends 

Mobile Top-Up 

Utilities 

Transfer 

City Service 

Restaurants 

Entertainments Shopping 

Travel & Leisure 

Alipay is a must-have APP for Chinese users’ daily life as 

a Super APP, which covers a wide range of functions.   

Alipay App is a Lifestyle Super App 

Koubei 

Ant Loan My Insurance 

Movies Go Dutch 



Coverage: reaches 70% of outbound Chinese tourists 

• High penetration in China 

particularly in tier 1-3 cities 

Shanghai, Beijing, 

Shenzhen, Guangzhou, 

Hangzhou, etc.  

• Major locations for 

outbound Chinese tourists 



Fliggy (Alitrip) – targeted audience pre-trip 

Book airline ticket on 
Fliggy 

T T+1 

Receive merchant info. 
of destination on Alipay  

200M memberships and 10M visitors per day 
 
 

 
 

 
 

 
 

500+ 

250,000 

2,000,000 

8000 

IATA Members 

Hotel & Resorts 

Tourism Products 

Tourism Attractions 



Discover – a platform to present your business to Alipay 

customers (1) 

Fix users’ region based 
on real-time LBS 

Ongoing local 
promotions 

Stimulate spending: 
Competitive exchange 
rate 

Easy to find: 
Alipay’s #2 Icon 

Find popular 
nearby merchants 
based on users’ 
LBS location 

Recommendations 
based on 
popularity index 
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Recommend nearby 
merchants based on LBS  

Display merchant 
content guides 

Discover – a platform to present your business to Alipay 

customers (2) 

Merchant information 
and user reviews 

Allow users to claim 
coupons pre-trip 
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THE 
EVIDENCE 

BASE 

COMMUNI
CATIONS & 
NETWORK 

ING 

      
LIVELIHOODS        
WELLBEING 

SUSTAINABLE 
DEVELOPMENT 

The Chinese Dream  
The Eco-Civilisation 

Environmental/ 
LT Perspective 

Business / ST 
perspective 



David’s Takeouts! 

• The Chinese are here 
– And they are still coming 

• Imbalanced flows  
– And imbalanced development / product / 

experiences  (food and language) 

• Massive (not understood) social connectivity 
– From purse to product 

• “Eco” means different things! 

• How do you tell and retain the unique 
Australian story… and protect it from 
overtourism 

 
 



Thank you for your attention 
 

 

David G Simmons 
Professor of Tourism  
David.Simmons@Lincoln.ac.nz 

 
 

www.lincoln.ac.nz/leap  
Sustain.pata.org  (Sustainable Tourism Online)  

 
Thanks to Ms Nirmi 

mailto:David.Simmons@Lincoln.ac.nz

