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Tourism & Crises
 Tourism – a fragile industry highly susceptible to 

numerous shocks (Shekhar, 2009)

 Crises can be described as “ sudden challenges which 
might test the organization’s ability to cope.” 
(Faulkner, 2001)

 The only way for an organization to minimize crisis 
damage is either to avert crisis if possible or to 
manage it effectively. (Pearson, 2002)
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Source: Adapted from the World Tourism Organization (2005) and Cambell (1999)



Korea Market Overview
 GNI per capita US$ 19,231

 Population 48.6 million

 13.3 million outbound (+14,8%) 
(2007)

 Tourism deficit US$ 10.1 billion

 Double digit tourism growth 

 Drivers for overseas trip

 Growth in private consumption

 Five-day work week system

 Stronger Korean won currency

Year Departures 

(Mil.)

Change

(%)

1989 1.2 67.3

1996 2.4 18.4

2001 6.1 10.5

2004 8.8 24.5



Korea Market Overview
 Real exchange rates had 

negative impact on Korean 
outbound in years 1997 & 
1998

 Impact of SARS & Iraq war in 
year 2003

 Real exchange rates had 
negative impact on Korean 
outbound in year 2008 
onwards

Year Departures 

(Mil.)

Change

(%)

1997 4.5 - 2.31

1998 3.0 - 32.3

2003 7.0 - 0.5

2008 11.9 - 9.9
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Korean Outbound 2008



Korean Outbound :  January –August, 2009

Month No. of Tourists Change (%)

January 812,901 - 38.6

February 753,642 - 33.5

March 702,043 - 28.6

April 734,681 - 28.4

May 737,396 - 33.0

June 731,137 - 27.2

July 996,695 - 12.3

August 1,041,527 - 10.5

Total 6,510,022 - 26.6

Source: KTO



Destinations Number %

Japan 1,041,785 - 42.4

Taiwan 116,449 - 39.4

Hong Kong 424,942 - 36.3

Singapore 200,514 - 37.2

Vietnam 253,404 -22.7

China 2,201,200 -24.0

Major Destinations Situation 2009 (Jan. ïAug.)



Exchange Rate 2007 - 2008:
Korean Won / US$

http://www.marketvector.com/exchange-rate/


Exchange Rate 2009: 
Korean Won/US$
 Korean won fell 

significantly against

the US dollar, exchange

rate variable is one of

key constraints for Korean 
outbound.

 Exchange rate and relative 
prices are the most 
important explanatory 
variables in deterring/ 
influencing outbound 
Korean

Quarter Average End of 

Quarter

Q1 1,415.22 1,377.10

Q2 1,288.68 1,284.70

Q3 1,240.89 1,188.70

Source: Bank of Korea



Composite Consumer 
Sentiment Index 2009
 Most travel and tourism 

involves discretionary 
expense.

 During tough economic 
times, people conserve 
their cash to cover the 
essentials of life, food and 
other necessities.

 Koreans are highly risk 
averse and long-term 
oriented (Hofstede,1980, 
2001)
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Inbound Tourism Korea 2009

 Depreciation of a 
destination’s currency vis-
à-vis the origin country’s 
would lead to an increase 
in international tourism 
demand for the destination

 Strong demand from 
China and the weak 
Korean won for Japan and 
South-East Asia

Month Number Change 
(%)

January 607,659 25.3

February 666,928 25.7

March 724,177 22.2

April 688,586 20.8

May 574,559 0.8

June 530,506 -1.7

July 609,258 7.2

August 695,880 19.8

Total 5,097,493 14.9



UNWTO Roadmap for recovery 2009
 Be realistic

 Embrace change in markets

 Harness the power of technology

 Boost public/private partnership

 Remind the world that travel means jobs, 
infrastructure, trade and development



Collaboration in tourism marketing
Must provide participants with greater perceived 

benefits and opportunities than any individual 
action would (Jantarat,1996)

 Situations such as economic recessions and 
demand uncertainty create impetus for joint 
tourism initiatives.



Collaboration in tourism marketing

 Benefits include

 Marketing economies

 Access to tourism information

 Increased demand

 Technological assistance

 Future potential gains such as legitimization, 
enhancement of their image 





Statistics in Amazing Thailand Years 
1998 –1999
 Foreign exchange earnings

1998  - 242 billion baht 

1999 – 252 billion baht

 Number of tourist arrivals

1998 – 7,842,760 (+ 7.52%)

1999 - 8,651,260 ( + 10.31%)



Key success factors for collaborative
Marketing of Amazing Thailand 1998 - 1999

 TAT officials and government support

 TAT developed the campaign

 Government had the authority to provide funding

 Personal charisma of individual TAT officials

 TAT ‘s realistic approach:

 Not asking for any stakeholders to make major changes in their 
current marketing strategies

 Personal relationships with TAT officials contribute to the 
stakeholders to endorse the campaign

 Individual manager has good communication skill and interpersonal 
skills



Case Study : Amazing Thailand Campaign 
(1998 –1999)
 Stage I: Proposal to stakeholders

A meeting chaired by the minister to the prime 
minister’s office (June 2,1997)

 To signal to industry representatives the importance of the 
meeting and to legitimize their proposal 

 To call for a joint national tourism planning approach to alleviate 
the problems caused by economic downturn

 To stress the support of key stakeholders



Case Study : Amazing Thailand Campaign 
(1998 –1999)
 Stage IIȡ 4!4ȭÓ ÒÏÌÌÏÕÔ ÓÔÒÁÔÅÇÙ ÆÏÒ ÔÈÅ 

campaign

 Careful identification of ‘key’ stakeholders and a major 
effort to involve them as an important step in the 
successful implementation of  the campaign

 Media groups

 Tourism industry associations

 Governmental bodies

 Community groups

 Companies



Case Study : Amazing Thailand Campaign 
(1998 –1999)
 Stage IIȡ 4!4ȭÓ ÒÏÌÌÏÕÔ ÓÔÒÁÔÅÇÙ ÆÏÒ ÔÈÅ 

campaign

 A second meeting between the TAT and identified 
stakeholders was held on August 13,1997

 Discuss details of the planned program and to encourage 
stakeholders to support the campaign

 Highlight major festivals and events as part of the campaign



Case Study : Amazing Thailand Campaign 
(1998 –1999)
 Stage II: 4!4ȭÓ ÒÏÌÌÏÕÔ ÓÔÒÁÔÅÇÙ ÆÏÒ ÔÈÅ ÃÁÍÐÁÉÇÎ
 Followed by informal talks between TAT officials and 

selected stakeholders

 Manager of the campaign spoke with key stakeholders 
individually which include managers  of

 Thai airways and Star Alliance

 National Chamber of Commerce

 Local transportation associations

 The Kodak and Fuji film companies

 Telecom Asia, Department Stores

 Hotel Association



Case Study : Amazing Thailand Campaign 
(1998 –1999)
 Stage III : Launching activities

 First Amazing Thailand activities and shows took place 
between December 27,1997 and January 4, 1998 at 
Sanam Luang, Bangkok

 Using the catchword “Amazing”, the TAT designed a 
marketing campaign that cover many aspects  of the 
tourism products and services sought by international 
visitors

 Nine themes of amazing tourism products were 
identified
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