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1.	Coronavirus	(COVID-19)	Outbreak	in	China	–	as	of	2	April,	2020	



1.	Coronavirus	(COVID-19)	Outbreak	Outside	China	–	as	of	2nd	April,	2020	

The	number	of	confirmed	cases	outside	China	doubled	in	1	week’s	time	from	309,549	to	849,623.	USA	is	grown	to	be	
the	hardest	hit	nation	worldwide,	followed	by	Italy	and	Spain.	

Many	countries	have	declared	nationwide	lockdowns	to	slow	the	spread	of	the	virus	and	have	closed	their	borders	or	
otherwise	dramatically	restricted	travel.



2.	Impacts	on	Tourism	Industry	&	Outbound	Travelling

Tourism	Related	Policies			

24th	JAN	|	Still	Valid	|	China	has	ordered	all	travel	agencies	to	suspend	sales	of	domestic	and	international	tours	as	
part	of	an	effort	to	contain	the	spread	of	a	novel	coronavirus		

24th	JAN	|	Still	Valid	|	The	Ministry	of	Culture	and	Tourism	of	China	and	its	branch	offices	have	issued	official	notice	
in	written	that	since	24th	 January,	all	 travel	companies	should	suspend	businesses	of	package	tour	as	well	as	“air	
ticket	 +	 hotel”	 tour;	 for	 those	 ongoing	 tour	 groups,	 they	 can	 continue	 to	 complete	 the	 itinerary	 but	 the	 travel	
companies	 should	 pay	 close	 attention	 on	 tourists	 healthy	 condition.	 Also	 all	 travel	 companies	 should	 deal	 with	
tourists	demands	properly	for	refunding	or	itinerary	adjustments.	

5th	FEB	|	Still	Valid	|	The	Ministry	of	Culture	and	Tourism	issued	a	notice	to	temporarily	refund	80%	travel	service	
quality	guarantee	deposits	to	travel	companies.	In	2003,	in	order	to	help	travel	agency	companies	survive	the	crisis	
caused	by	 SARS,	 the	 former	National	Tourism	Administration	 and	 the	Ministry	 of	 Finance	 also	 issued	 a	notice	 to	
temporarily	refund	some	of	the	quality	guarantee	deposits	of	travel	companies.	

26th	March	|	Still	Valid	|	Foreign	airlines	limited	to	one	flight	per	week	starting	March	30th.	Every	foreign	airline	
will	be	required	to	maintain	only	one	air	route	to	China	and	operate	no	more	than	one	flight	a	week	said	by	the	Civil	
Aviation	Administration	of	China.	



3.	Coronavirus	Update		
–	What’s	Happening	in	China

25th	March	|	Fashion	brands	embrace	digital	tech	to	counter	epidemic	
impact.	 Livestreaming	 has	 become	 the	 latest	 darling	 of	 traditional	 brick-
and-mortar	stores	 to	keep	visitors	on	the	hook	as	 the	outbreak	has	 largely	
minimized	offline	social	interactions.		

26th	 March	 |	 China	 suspends	 entry	 of	 foreign	 nationals.	 China	 has	
decided	 to	 temporarily	 suspend	 the	 entry	 into	 China	 by	 foreign	 nationals	
holding	valid	visas	or	residence	permits	because	of	the	rapid	global	spread	
of	COVID-19,	according	to	an	announcement	by	the	Foreign	Ministry	and	the	
National	Immigration	Administration.	

30th		March	|	China’s	mental	health	counsellors	reach	out	online	to	help	
those	 affected	 by	 coronavirus	 pandemic.	 Amid	 the	 coronavirus	 health	
crisis,	 physical	 and	 mental	 health	 care	 apps	 have	 become	 more	 popular.	
Chinese	users	spent	20	per	cent	more	time	on	such	apps	in	the	first	week	of	
March	compared	with	the	same	period	in	January.

A	model	helps	promote	fashion	sales	via	
livestreaming	at	a	shop	in	Zhuzhou,	Hunan	province

Free	mental	assistance	
service	organized	by	

Alibaba

Paid	mental	assistance	
service	organized	by	

Sina.com



3.	Coronavirus	Update	–	What’s	Happening	in	China

31st	March|	Schools	in	Chinese	cities	gradually	open,	universities	remain	closed.	After	
Qinghai	Province	-	the	first	province	to	start	schools	in	early	March	after	Spring	Festival	-	
many	more	provinces	across	China	will	 resume	school	 in	 late	March	and	April,	 including	
Shanxi,	Yunnan,	Sichuan	and	Hunan	provinces.	China's	national	college	entrance	exam,	also	
known	 as	 Gaokao,	 will	 be	 postponed	 by	 a	 month	 to	 July	 7	 and	 8	 due	 to	 the	 novel	
coronavirus	 disease	 epidemic,	 said	 the	 Ministry	 of	 Education.	 The	 length	 of	 summer	
holiday	might	be	shortened	due	to	these	changes.	

31st	March	|	Medical	team	from	all	over	the	country	gradually	leave	Wuhan.	Wuhan's	
17	railway	stations	are	welcoming	once	again	inbound	trains	and	six	metro	lines	in	the	city	
have	 resumed	operations.	Precautions,	however,	 are	 still	 in	place.	Wuhan's	117	bus	 lines	
are	also	back	 in	business,	accounting	 for	30	percent	of	 the	 total	 capacity	of	 the	network.	
Bus	service	will	be	adjusted	according	to	the	passenger	flow.	Domestic	passenger	flights	at	
Wuhan	Tianhe	Airport	will	resume	from	midnight	on	April	8.	

1st	April	|	China	is	using	digital	coupons	to	entice	people	to	get	shopping	again.	One	of	
the	key	ways	China	 is	 incentivizing	people	to	do	so	 is	 through	the	use	of	digital	coupons,	
which	 are	 issued	 by	 some	 local	 governments	 and	 delivered	 to	 users	 via	 third-party	
platforms	 such	 as	 payment	 app	 Alipay	 and	 WeChat	 pay.	 One	 of	 the	 key	 ways	 China	 is	
incentivizing	 people	 to	 do	 so	 is	 through	 the	 use	 of	 digital	 coupons,	which	 are	 issued	 by	
some	local	governments	and	delivered	to	users	via	third-party	platforms	such	as	payment	
app	Alipay	and	WeChat	pay.	 Passengers	take	a	bus	at	Hankou	railway	

station	in	Wuhan	

Students	are	taking	temperature	check	
before	entering	campus

Campaign	page:	Hangzhou	coupon	
collection	page	



4.Market	survey	–	McKinsey	Chinese	consumer	behavior	post-COVID-19			
sample	size:	2500	(two	waves:	the	first	between	February	21	and	24	and	again	between	March	20	and	23)	

Chinese	consumers	are	gradually	regaining	their	confidence	
as	the	COVID-19	crisis	subsides,	suggesting	the	majority	will	
resume	higher	levels	of	spending	in	some	categories	over	the	
coming	months;

According	to	the	survey:	

• More	than	70%	of	consumers	spent	the	same	amount	
of	 time	or	more	 time	browsing	 skincare-	 and	beauty-
related	content,	with	Key	Opinion	Leaders	(KOLs)	the	
most	popular	form	of	engagement.		

• As	 a	 result,	 online	 generated	 a	 15–30	 %-point	
incremental	 share	 of	 purchases	 across	 a	 range	 of	
categories.	

Brands	 reacted	 fast	 to	 a	 rise	 in	 digital	 engagement,	
shifting	their	focus	to	social,	e-commerce,	and	O2O



4.	Market	update	:	Chinese	Shopping	Mall	Consumption	

On	the	opening	day	of	Hangzhou	Tower,	consumers	lined	up	at	
the	entrance	for	temperature	check

The	Hangzhou	tower	shopping	mall,	which	has	
been	closed	for	more	than	10	days,	sold	more	
than	 11m	 RMB	 in	 5	 hours	 after	 it	 officially	
reopened,	 more	 than	 12	 hours'	 sales	 on	 the	
same	day	last	year

After	 the	 release	of	pent-up	 consumer	demand,	
the	 burst	 of	 purchasing	 power	 is	 far	 beyond	
the	expectations	of	the	industry.

Live	broadcasting	brings	profits

Hangzhou	Intime	Retail:	
The	number	of	consumers	
served	by	a	brand	guide	on	
live	broadcasting	for	3	hours	
is	equivalent	to	6	months’	
consumer	flow	before	
COVID-19.	Sales	generated	
by	a	live	broadcasting	equals	
one	week’s	previous	
performance.	

Many	outlets	in	China	are	
also	doing	live	broadcasting	
to	increase	sales.	

Suzhou	 Village:	 actively	 held	
live	broadcasting	show



5.	COVID-19	Paths	to	Recovery	Roadmap		

MARKET		
PANIC

NEW		
NORMAL

OPEN	DOOR		
WITH	

CAUTION

NORMAL			
CAPACITY

- Information	not	transparent	
e.g.	travel	ban	requirement,	
what	facilities	open/close,	
quarantine	requirement,	
where	to	get	the	latest	
update,	etc	

- Panic	buy	for	food,	masks,	
toilet	paper,	etc	

- People	don’t	understand	
much	about	COVID-19	and	
how	to	protect	themselves

- People	get	better	
understanding	about	
COVID-19	and	how	to	
protect	themselves		

- People	get	to	used	to	work/
study	from	home	

- People	developed	new	
skills/habits	e.g.	using	
ZOOM,	attending	online	
training,	social	shopping,	
filming	short	videos	to	share	
with	friends,	adapting	VR	
entertainment/travel,	etc.	

- Number	of	infection	largely	
decreased	

- Travel	ban	lifted	and	may	
come	with	some	conditions	

- Air	service	back	with	limited	
frequency	

- Some	measurements	in	
place	to	identify	whose	who	
has	COVID-19	symptoms	

- More	trade	and	consumer	
activities	

- Domestic	travel	back	to	
normal	

- Business	back	to	normal	
- Air	service	back	to	normal		
- People	are	very	eager	to	

travel		
- Many	destinations	are	

investing	large	amount	of	
marketing	budget	to	do	
promotion		

- Trade	partners	will	be		
more		selective	for	
destinations	they	want	to	
promote	

CHINA

Recovery	Planning	Mode	 Recovery		
Implementation	Mode	Crisis	Management	Mode Aggressive	Sales	&		

Marketing	Mode



6.	Market	Changes	Lead	to	New	Opportunities

Consumers	are	
reminiscing	about	
the	old	days	when	
everyone	was	free	to	
go	anywhere

People	are	more	
eager	to	connect	
with	others	after	
long	time	being	at	
home	and	lack	of	
social	activities

The	COVID-19	crisis		
will	push	
consumers	toward	
more	healthy,	
environmentally-
conscious	choices.

People	are	getting	
used	to	consume	
short	video/video	
and	do	some	
shopping	via	social	
media	platforms	

1 2 3 4

OPPORTUNITY:		
Create	content	to	
show	positivity	and	
be	ready	to	welcome	
back	consumers	
when	the	
outbreak	is	over.

OPPORTUNITY:		
Reach	out	through	
online	channels	is	very	
trendy	and	hugely	
effective	today.	In	
recovery	consumers	
will	go	out	again	and	
outdoor	exposure	will	
need	to	be	utilized.

OPPORTUNITY:		
To	show	consumer	
with	place	importance	
on	becoming	fitter	and	
leading	a	healthy	
lifestyle.

OPPORTUNITY:		
Travel	via	VR	&	Live	
Streaming,	consumers	
are	expecting	more	
immersive	experience	
and	sharing	from	locals.


