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World Tourism Trends

Major Trends in 2008 ]

W

The growth rate of the world tourist arrivals in 2008 drastically decreased
from the previous year
- Estimated at 922 million tourists, 1.9 % up from a year ago

- Regional segmentation: Europe 0.1%, AsiaPacifz%, America.0%,
Africa4.1%, Middle East8.2%

n World tourist arrivals in 2008: market segmentation

Classification

Total ‘ Europe ‘ AsiaPacific America ‘ Africa Middle East
Tourist arrivals (in million) 922 488 184 148 47 55
Market share (%) 100 53 20 16 5 6
Growth rate (%) 1.9 0.1 1.2 3.0 4.1 18.2
Tourism revenue (in billion USD) 944 473 208 188 30 45
Market share (%) 100 50.1 22.0 19.9 3.2 4.8
Growth rate (%) 1.8 -1.1 3.4 4.9 -2.0 16.8

* Source: UNWTO(2009), World Tourism Barometer



Domestic Tourism.lrends

Tourism Trends 1

v Foreign inbound travelers to Korea 5.1 million (August 2009), growth rate of

14.9% bucking global trends

- The Asian market showed more than 22% increase, with Japan as the biggest regional mark
(39.3% of market share) leading the growth by 2 million arrivals,
37.4% up from a year ago

- In Greater China, the growth rate of inbound travelers increased due to the increase
of visits related to the lunar New Year festival, Labor Day and Easter;
China recorded 12.6% while Taiwan and Hong Kong showed 18.7% and 35.8%, respectivel

n Foreign Inbound Tourists : Market Segmentatigan~Aug, 2009)

] 1
Classification Total* ‘ Asia ‘ Japan ‘ China Taiwan Eggg America | Europe Oceania

Number of
tourists 509.7 394.9 200.2 87.3 26.8 14.0 50.8 39.7 8.0
(in ten thousand)

Growth rate (%) 14.9 21.9 37.4 12.6 18.7 35.8 1.7 1.7 -0.6

* Total includes other regions



Domestic Tourism.rends
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Tourism Revenue Trends 1

v Tourism balance as of August 2009 shows a surplus of 420 million US dollars

- Tourism revenue : $6.3 billion WY&owth rate from a year ago : 27.3%)
- Tourism expense : $5.9 billion Wgowth rate from a year ago-41.2%)

n Visitor Totals & Tourism Revenue and Expense

I Jan~Jul

Number of foreign visitors

visiting Korea 602 616 645 689 510
Foreign (in ten thousands)
Inbound
Tourism revenue N .
(in thousand million USD) 57.9 57.6 Lo S &
Number of Koreans traveling
abroad 1,008 1,161 1,332 1,200 651
Domestic (in ten thousand)
Outbound
Tourism expense 120.3 143.4 169.5 126.4* 59*

(in thousand million USD)

*Tourism revenues and expenses for 2009 are tentative
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Domestic Tourism irends

Figures of Tourism Industry Competitiveness 1

V41 i DPAOEOEOAT AOO )1 AAG A O +1 OAABO Of ¢
economies in the world, and 6 out of 25 in Asia and the Pacific Region
(2008 World Economic Forum)

Competitive Advantage Competitive Disadvantage

@ Information, communication and
technology (ICTinfrastructure (8th)

@ Cultural resource (13th) @ Natural resources (91st)

@ Tourism infrastructure (71st)

@ Land transportation infrastructure (15th) @ Price competitiveness (102nd)

& Nar :
© Human resource (19 National tourism awareness (114
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’ﬁ' Major Marketing Strategies
In Response to Economic Crisis
- Launch an exchange rate campaign
making use of favorable exchange rates

- develop tourism products making use
of Green Tourism




A great number of tourists have been att_r_act\ed to
O$1 OAI A 91 OO *T U AO (/A

an aggressive exchange rate marketing program (2008)

—
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Vai AAEAT A +1 ORAABO ETAIOT A | AOEAO ACGAE
globally for overseas tourism incurred by global economic turbulence
-* ADAT 60O 1 OOAT OT A | AOEAO OFEI xAA A £8am
decrease from the previous year, © Trends in Exchange Rates
while Taiwan displayed a 5.6 % decrease ] [
Ol xOE I & #EET A0 1T ( assification Dollars | Yen ! Yuen
from the year before (18.6%011.6%) Average exchange 020 o -
¥ Succeed in attracting a large number ~ "atesef2007
of shopping tourists making Average exchange 1 ;o0 073 150
use of favorable exchange rates rates of 2008 | |
escaplng the standstill, Rate of fluctuation
iT10 Yoa AEITEIT 55"NRYTI A@s O %  s0%

of tourism surplus



T Build strategy in response to the decreasing number of
Al OAECT O OOEOOO #0111 +1 OAAGO
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Establish CEGcentered timely countermeasures such as regularperation
of a war room so as to attract the target number of foreign tourists

@ The global tourism market S— © Consumer confidence
turned to minus growth ~ N shrank due to the global
in the second half of 2008 \ stock market crash and

/ Strateg es \ the economic recession

[ Implement an aggressive| |
L; shopping campaign, W}
making use of favorable
exchange rates,

@ Future prediction was difficult targeting the major @ The AsiaPacific inbound
because of abrupt changes in target markets market was projected to
key factors including oil prices, S R slow down in the second
stock price and exchange rates " half of 2008

—



2 Promote favorable exchange rates in the foreigNn press, make use
of the innovative sloganO$ I OAT A 91 OO *T U AO

W

Mass advertisements targeting consumers

Japan ‘ Greater China

Slogan eO#1 1 A O +1 OAA /1T 4&$IT7RAIERTAIOT I+TIAL AO (

@ A total of 33 ads, including those posted @ A total of 68 ads promoting Korea as a

in Asahi Newspaper shopping spot by KTO branches in China,
@ Ads in the subways of Tokyo (Oct) Hong Kong and Taiwan (52 newspaper ads,
@ Interactive ads making use of the Korea 16 radio ads)

7A0A OOAOCA] RA $1 1 CeAdsonbuses (46 buses)and

A Website traffic : 690 thousand visitors  an outdoor ad by a KTO branch in Taiwan

Ads

@ Produced a special TV program, which wa® 32 news articles in local major media
aired (4 times) on major media outlets suct/ DPAOAOEIT T 1T £ A OEI BbE
Major as Fuji; the program was reported 53 times OAOCAOET ¢ ' OAAOAO #EE
media reports ¢/ D AOAOGA A 0&! - 01 00 denwdpapac dndB/iSttionsAled 1 AOA
ET 60T Al EOOOh OiI CAOEAO xEOE *APAT 80 Z£AIT O
stars in the field of fashion and beauty




2 Promote favorable exchange rates in foreign presses, making use
of the innovative sloganO$ 1 OA1T A 91 OO *T U AO

# OAAOA A ATTi1 &£ O O0+1 OAA 3EI PPEI C 41 C

Dramatic increase inTOADPT OO0 1T £ +1 OAA6 O AOOOAAOQEOD

about Korea shopping tourisrfrom the industry, triggeredoy the KTO ads

NS

Since the very date the ad was posted, giant media companies, including Fuji TV (Oct 30)
AT A . EEIT 46 j.10 wgh EAOA EIT OOl AOGAAA OEA
as a shopping destination (a total of 53 reports)

o wavemery
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:F:-fa/;gg @ A full page advertisement in Asahi Newspaper of Japan

im:."‘;:é I x T O +1 OARAA xEOE 7AAEAT AA 711 ¢/
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3 Develop special exchange rate products

W

Develop special tourism products in cooperation with large travel agencies such
as JTB of Japamand Travel Expert of Hong Kong

—_— Number of Product Performance
Classitication Developments in Attracting Tourists

Japanese Market 24 products 7,789 persons

Greater Chinese

Market 12 products 3,637 persons

Total 36 products 11,426 persons
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4 tourists on-line
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Develop and promote tourism products targeting individual
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Offer shopping information and hold a draw for free tourism products
Ol OOEOOO 1|

OAOCAOEI C EIT AEOEAOAI
5Dl T AA DOl T T OEITAI
at Journalist Networks such as Shanghai TV
A Publish promotional articles at 34 presses including Business wire,

Yahoo News, and AFP
Yoi 66 AATTAO AAOG Al A OAGO AAO 11
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Exchange Rates Marketing Malkin

Bxchange

7 4001 A OAOEOEOS6 ET OF Al OfI pbBI C
strategy in accordance with the changing external environment

¢ After initiating the exchange rate campaign, the number of foreign tourists
visiting Korea increased 8.9% in November and December up from a year ago
-The Japanese market showed an increase of 31% (487 thousand visitors)

iIn November and December up from a year ago

- TheChinese market has changed from a minus growth trend in December 2008
( 5.1%) to a plus growth trend in January 2009

+1 OAAGO EIT AT OT A | AOEAO OEI xAA OEC’
/ tourism market slowdown in the first half of 2009



2 Expense per visitor to Korea exceeds
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Due to the increase in the number of shopping tourists, tourism expense per
visitor exceeds foreign expense per Korean

Classification 2008

|~:| g

2001 I 2002 | 2003 ‘ 2004 ‘ 2005 ] 2006 l 2007

Revenue per

person (A) 1,241 1,110 1,129 1,045 968 936 945 1,309
Expense per
Balance (AB) 114 223 95 124 279 299 327 255




Exchange Rates Marketing,Malk )

FavorablejBxchange

~ Attraction of core targeted tourists in November
3 and December showed a growth of 36% from a year ago

Performance in attracting
female tourists in the target
market in Nov. and Dec

Core targets

16,8mil.

® Female tourists in their 12.3mil.
20s and 30s in the target
markets (Japan and China),
whose primary purpose of
travel is shopping

369t

2007 2008
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Efforts to diversify tourist attractions to local regions (2009)

PrOJect of encouraging shopping tourists to visit Busan, Jeju and Gangnam

Mar ~ Apr

Oct 2008 Jan 2009

Shopping tourism
campaign centered
on Seoul

W

Establishment of
strategies for
extending shopping
campaign to

local regions

2009

Intensive reports of
shopping tourism
in Busan, such as
Centumcity

(17 medias)

Operate a shuttle
bus connecting
Gangbuk to
Gangnam (since Apr

credit card company JCB (60 million members)

- Project purpose : To increase tourism revenue by attracting a greater number of shopping touris

Opening of a website
O) EEIi 80 * AE

1)

%OOAAI EOE A OEI DPBPEI ¢ Ol OOEOI

Diversification of
shopping tourists
into local regions

¥

o Bal@eegrgggponal
development
-Decentralization from Seou

- Increase of the total
number of tourists

accommodated

AAI DAECIH

and encouraging more shopping expenditures (Period : Aug 2009 AO Yo X d

- Project goal :

financial value amounts to 0.4 billion yen (approximately 5.2 billion won)

Increase sales to 20.8 billion won, Promote Koreas tourism whose



2 Attractive shopping campaign contributes to maintain shopping
tourism boom and increased tourism revenue

i il

Increase of 10% Increase of 54%

0 q
in the first quarter °2% (January~April) 2Bl
42% 42%

L,79mil. 4 g4mil.

P

2007 2008 2009 2007 2008 2009

Increase of 10% in the number v Increase 0f54% in the number
of shopping tourists from a year ago of Japanese tourists visiting Busan

v

Dres



Green Tourism Destination

Suncheonman Bay
DMZ(Demilitarized None)
Olle Trails in Jeju Island



Green Growth Pollcy e ===
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Contribution to
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New Growth Engine

|

St-ruttunng Circlelof

v Improvement of Quality of Life and Environment



Product Development. makingjuselofiGreenyouri O
Suncheonman

More Tourists o e
— Sl . \

Local people aware 4
the importance of
environment

¢ Planting More Reeds 5 22

N e
Pulling out Electric Poles
W

W

Farmers feed wild birds
Declare Ecological Capital of Korea
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emilitanized)Zone)

v 2Km Wide Zone Across Border

¥ Unintentionally Protected Heaven
for Wildlife

¥ Develop 545km Long Tour Course

¥ DMZ(Demilitarized Zone)

¥ PLZ(The Peace and Life Zone)




Product Development maklng use @?@j@@m‘ﬁ@mﬂ'
Emilitanize diZone)




Product Development. makingjuselofiGreenyouri

Destination
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more tourists
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