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Trip.com vows
investment for
tourism push

Travel portal to invest 15 bln yuan over
5yearsto attract more foreign visitors

By LI JING
lijing2009 @ chinadaily.com.cn

Trip.com Group will invest 15 bil-
lion yuan ($2.2 billion) over the next
five years to promote China as a
travel destination globally, betting
that a post-pandemic rebound in
global travel demand and expand-
ing visa-free access can turn the sec-
tor into a major growth driver for
both the company and the world’s
second-largest economy.

The investment — announced on
Monday by Liang Jianzhang,
co-founder and executive chairman
of the board at Trip.com Group, at
an industry conference in Guilin,
Guangxi Zhuang autonomous
region — will fund overseas adver-
tising campaigns, influencer mar-
keting, destination promotions and
international partnerships aimed at
attracting foreign visitors to China.

The company also set a target of
bringing 200 million international
visitors to China over the next five
years.

“We used to sell Chinese products
to the world. Now it is time to sell
China’s services and experiences to
the world,” Liang said.

The move comes as China is dou-
bling down on services exports, with
policymakers having embedded
“encouraging and supporting services
exports” into the Government Work
Report as a key task for this year.

China’s travel services exports
surged 32.3 percent year-on-year to
105.35 billion yuan in the first quar-
ter, the fastest growth among all ser-
vices export categories, said the
Ministry of Commerce.

Inbound tourism has been boost-
ed by waves of measures spanning
visa facilitation, payment conve-
nience and streamlined departure
tax refunds. China has expanded
unilateral visa-free access covering
50 countries and introduced a 240-
hour transit visa-free arrangement
covering 55 countries at 65 ports. In
the first quarter, foreign nationals
made roughly 8.32 million visa-free
entries into China, representing an
increase of 29.3 percent year-on-
year, official data revealed.

Industry analysts said the strate-
gy is also closely aligned with the
company’s own international

expansion ambitions.
The company reported revenue
of 62.4 billion yuan in 2025, up 17

percent year-on-year. Internation-
al bookings on its overseas plat-
form Trip.com grew about 60
percent year-on-year, while the
company served approximately 20
million inbound travelers during
the year, according to company
disclosures.

The company does not separately
disclose revenue from inbound
tourism, but management has iden-
tified cross-border travel as one of
its fastest-growing businesses. The
company has spent heavily in recent
years building brand awareness for
Trip.com in overseas markets.

Analysts said attracting more for-
eign visitors to China would not
only increase transaction volumes
across hotels, flights and attrac-
tions, but also strengthen Trip.com’s
position against global online travel
agencies such as Booking Holdings
and Expedia Group.

To improve the visitor experience,
Trip.com has worked with more than
8,000 attractions to make ticket
bookings available to foreign travel-
ers, expanded multilingual services
and introduced airport assistance
programs for overseas visitors.

But despite the strong recovery,
challenges remain.

Tourism executives at the confer-
ence said language barriers, uneven
service standards and limited inter-
national awareness of many Chinese
destinations continue to constrain
growth. Liang also pointed to oppor-
tunities to develop more internation-
ally appealing entertainment, events
and cultural experiences to boost
spending by overseas visitors.

The United Nations World Tour-
ism Organization estimates global
international  tourist  arrivals
reached 1.52 billion in 2025, surpas-
sing pre-pandemic levels. The Asia-
Pacific was among the fastest-
growing regions, providing a larger
pool of potential visitors for China.

For the company, the 15 billion
yuan investment represents a long-
term bet that China’s tourism sector
can become a stronger export indus-
try for services, as foreign visitors
increasingly seek experiences ran-
ging from high-speed rail and digi-
tal payments to cultural heritage
sites and natural attractions.

“China has unique advantages in
tourism,” Liang said. “As a Chinese
company, we have a responsibility to
help the world discover them.”

Visitors gather at Trip.com’s booth during a tourism expo in Shanghai
on May 26. The company has set a target of bringing 200 million
overseas visitors to China over the next five years. PROVIDED TO CHINA DAILY
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Bayer expanded its China Center
of Innovation and Partnership
(CCIP) to Shandong province on
Wednesday, nearly two years after
launching its flagship hub in
Shanghai.

The expansion advances the
CCIP’s “in China, for the world” con-
cept, betting on the country’s fast-
expanding consumer health market
fueled by rising wellness awareness
and supportive government policies
for medical innovation.

At the inauguration ceremony of
the CCIP in Jinan, Shandong, Bayer
signed cooperation agreements with
the Shandong Institute for Food and
Drug Control, Jewim Pharmaceuti-
cal (Shandong) Co Ltd and Shan-
dong Freda Biotechnology Co Ltd.

“China is the number two market
in our global consumer health busi-
ness, and it is a very dynamic mar-
ket. Innovation plays a very
important role within China,” said
David Evendon-Challis, president of

global research and development
and chief scientific officer of Bayer
Consumer Health. “We continue to
invest in our brands, our science,
our innovation and our manufac-
turing and supply chains in China.”

The company is investing in a
new factory that will be put into
operation in 2028, with construc-
tion scheduled to finish this year.
The facility will enable Bayer to
steadily expand and launch new
products.

Built around the CCIP frame-
work, Bayer has established an
innovation ecosystem spanning
consumer insight analysis, joint
research, scientific verification and
commercial conversion, creating a
bridge for bringing achievements to
international markets.

One example is a joint product
developed with Sirio Pharma Co Ltd
based in Shantou, Guangdong pro-
vince, which has already been rolled
out in China and is poised to enter
overseas markets such as Australia.

Last year, Bayer generated 3.47
billion euros ($4 billion) in sales

from China, and the company antic-
ipates the consumer health market
will continue to grow consistently
over the next several years.

“We see a balance shifting from
treatment products to prevention
and daily care,” Evendon-Challis
said.

He also noted a huge increase in
e-commerce and digital commerce,
with artificial intelligence and large
language models helping people
make choices.

Karen Hackney, vice-president of
dermatology research and develop-
ment at Bayer Consumer Health,
said that skincare is evolving from
beauty into a key health segment,
driving sector growth.

“Aging populations and social
media influence fuel market expan-
sion, with skin barrier research
standing as a core innovation priori-
ty for the division,” she said.

Li Xiaomeng, head of R&D at Bay-
er Consumer Health China,
explained the rationale behind
choosing Shandong as the second
CCIP hub after Shanghai.

Bayer opens new innovation, cooperation hub in Jinan

“Shandong is China’s second
most populous province and the
third-largest economy;” Li said. “We
need a population base as we serve
consumers and want to reach more
people”

The province is also home to top-
tier hospitals, including Qilu Hos-
pital, whose gastroenterology
department ranks among the best
in the Asia-Pacific region. “This
provides a strong foundation for
collaborative product develop-
ment and clinical efficacy
research,” said Li.

Thorsten Umland, vice-presi-
dent of digestive health R&D at
Bayer Consumer Health, empha-
sized the importance of trusted
partnerships in innovation.

“One example is how we worked
with Jewim, a partner in Shan-
dong, who sat down with us to
improve the product and make
manufacturing more efficient.
They weren’t just a contract manu-
facturer. They helped us make the
product better and develop it fur-
ther;” he said.
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Chinese sportswear maker Anta
Sports Products Ltd has announced
a strategic partnership with domes-
tic motorcycle brand Zxmoto, posi-
tioning itself as the latter’s global
strategic cooperation brand.

Under the deal unveiled earlier
this week, Anta will support
Zxmoto at international racing
circuits, including world-class
motorcycle events, and debut a
co-branded line of athletic foot-
wear and apparel.

The collaboration coincides with
Zxmoto’s recent racing triumphs.
In March, the brand claimed both
podiums in the WorldSSP category
at the World Superbike Champion-
ship (WSBK) Portuguese round, a
milestone for a Chinese motorcycle
manufacturer in a competition his-
torically dominated by European,
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A loader transports bales of hay in Tancheng county, Linyi in East China’s Shandong provin
season, the county has stepped up efforts to recycle agricultural hay to improve its comprehensive utilization rate.

US and Japanese brands. By May,
at the Czech round, Zxmoto had
secured its fifth championship vic-
tory of the season.

Anta said that the partnership
reflects its broader strategy of bol-
stering Chinese sports brands and
supporting domestic industry
growth.

The first co-branded collection
draws inspiration from Zxmoto’s
championship-winning ~ 820RR
bike. Design elements such as the
“Champion Red” color and the
winning number “53” are featured
prominently across jackets, foot-
wear and apparel.

In Anta’s Tmall flagship store,
the line is front-and-center. Prices
start at 299 yuan ($44.13) for short-
sleeve t-shirts and 469 yuan for rac-
ing-style shoes.

According to Anta, the collection
aims to translate Zxmoto’s racing
success into wearable sportswear

for consumers, creating a tangible
link between domestic technologi-
cal achievement and lifestyle
branding.

The Anta partnership signals a
growing trend of Chinese brands lev-
eraging each other’s reputations to
gain global recognition, underscor-
ing the country’s shift from “Made in
China” to “Created in China” narra-
tives in global manufacturing.

The partnership comes as Anta
pursues international expansion.
The group recently launched its
first direct-operated flagship store
in Los Angeles, marking a signifi-
cant investment in North America.

The move is part of Anta’s broad-
er three-year plan, which includes
opening 1,000 stores across South-
east Asia, entering Middle Eastern
markets and expanding into major
international retail channels such
as Foot Locker and DSG in North
America and Europe.
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Anta, Zxmoto enter co-branded merchandise deal

Despite the marketing push, ear-
ly consumer feedback has raised
questions about the co-branded
products’ design.

Zhang Duo, senior editor at
Motorcycle magazine, hailed the
partnership as a win-win for the two
influential Chinese brands. But he
added: “Though the collection lever-
ages Zxmoto’s racing heritage, the
apparel lacks the technical design
features and fashionable cuts typi-
cally expected in motorsport collab-
orations.”

Zhang made a comparison with
co-branded offerings in Formula 1
and said other motorsports mar-
kets often feature more refined
design execution.

Zxmoto currently partners with
more than 40 companies, ranging
from domestic giants like Eastroc
Beverage, DJI, Midea and Honor,
to international suppliers includ-
ing Pirelli, Shell and SKF.

Birkenstock bullish on growth potential of Chinese market

By HE QI in Shanghai
hegi@chinadaily.com.cn

German footwear brand Birken-
stock sees China as one of its most
promising growth markets, with the
country becoming a key driver of its
global business expansion.

With the Chinese market being a
major driver, the company sees a 30
percent year-on-year growth in its
revenue in the Asia-Pacific region,
which accounts for 12 percent of its
global total, Jochen Gutzy, chief
communications officer of Birken-
stock, told China Daily in a recent
exclusive interview.

Gutzy said Birkenstock is bullish

on China’s long-
term  consump-
tion  potential.
“We are here to
stay and build a
sustainable busi-
ness,” he said.

Birkenstock’s
global setup cov-
ers three major global markets —
the Americas; Europe, the Middle
East and Africa; and APAC.

“APAC is the largest of all three
regions when it comes to the market
potential,” said Gutzy, adding that
though the Americas remain its
largest single market, the APAC
region delivers far stronger growth

Jochen Gutzy

momentum, which is still in its early
development stage, with China
retaining massive untapped market
space.

Tiffany Wu, managing director of
Birkenstock Greater China, said:
“We used to focus heavily on our
online business in China. However,
over the past two years we have
accelerated our offline store expan-
sion to reach broader consumer
groups. The unique value of our ana-
tomically designed footbed can only
be fully perceived through in-store
experience, which cannot be fully
conveyed via online channels.”

‘Wu said every newly opened Bir-
kenstock store in China can hit official

sales targets within six months. The
brand now operates six stores in
Shanghai, with a clear expansion
roadmap covering coastal core cities
and lower-tier inland markets.
Domestically, Birkenstock’s con-
sumer group has become significant-
ly younger, with 18 to 25-year-old
buyers emerging as the major
growth force. Unlike trend-chasing
consumers, young Chinese shoppers
prioritize brand heritage, functional
value and exclusive immersive expe-
rience over fleeting fashion fads.
Gutzy stressed that Birkenstock’s
steady organic growth in China is
driven by cultural resonance rather
than intensive marketing

investment. “The cultural fit
between the brand and the Chinese
market is even stronger than it was
in the US back then,” he said.

Strict German manufacturing
standards have also brought struc-
tural capacity constraints to the
brand’s Chinese business. “Demand
has always grown faster than capac-
ity since I joined in 2012, so we were
always sold out,” Gutzy said.

To ramp up its market penetra-
tion in China, Birkenstock launched
a four-day pop-up exhibition cele-
brating the 50th anniversary of its
iconic Boston clog in Shanghai from
May 28 to Sunday.

Nestled in a historic 1939 building
on Shanghai’s Changle Road, the
“House of Boston” exhibition show-
cased the company’s five-decade evo-
lution through archival displays,

original German manufacturing
equipment and documentary works
by renowned photographer Henry
Leutwyler. The Boston clog’s multi-
scenario, all-age inclusiveness fits
well with China’s family-oriented con-
sumption ethos, the company said.

The anniversary pop-up served as
a key offline experience for the
brand’s localized strategy. By show-
casing its original manufacturing
craftsmanship and the history of
product iterations, Birkenstock
aims to highlight its core technolog-
ical advantages over other similar
products in the market.

The brand intends to further tap
China’s market potential, adhering
to steady, high-quality channel con-
struction and sustainable growth
instead of blind aggressive expan-
sion, Gutzy said.



