






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%, Asia·Pacific1.2%, America3.0%, 

Africa4.1%, Middle East18.2%

Classification Total Europe Asia·Pacific 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

ńWorld tourist arrivals in 2008: market segmentation



Classification Total* Asia Japan China Taiwan
Hong 
Kong

America Europe Oceania

Number of 
tourists 

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

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

* Total includes other regions

ńForeign Inbound Tourists : Market Segmentation (Jan~Aug, 2009)

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 market 
(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%, respectively.



Classification 2005 2006 2007 2008 Jan~Jul
2009

Foreign 
Inbound 

Number of foreign visitors 
visiting Korea

(in ten thousands)
602 616 645 689 510

Tourism revenue
(in thousand million USD)

57.9 57.6 60.9 90.2* 63*

Domestic 
Outbound

Number of Koreans traveling 
abroad

(in ten thousand)
1,008 1,161 1,332 1,200 651

Tourism expense
(in thousand million USD)

120.3 143.4 169.5 126.4* 59*

* Tourism revenues and expenses for 2009 are tentative

Tourism balance as of August 2009 shows a surplus of 420 million US dollars
-Tourism revenue : $6.3 billion US (growth rate from a year ago : 27.3%)

-Tourism expense : $5.9 billion US (growth rate from a year ago : -41.2%)

ńVisitor Totals & Tourism Revenue and Expense



Competitive Advantage Competitive Disadvantage

Information, communication and

technology (ICT)infrastructure (8th)

Cultural resource (13th)

Land transportation infrastructure (15th)

Human resource (19th)

Tourism infrastructure (71st)

Natural resources (91st)

Price competitiveness (102nd)

National tourism awareness (114th)

#ÏÍÐÅÔÉÔÉÖÅÎÅÓÓ )ÎÄÅØ ÆÏÒ +ÏÒÅÁȭÓ ÔÏÕÒÉÓÍ ÉÎÄÕÓÔÒÙ ÒÁÎËÅÄ .ÏȢ ΩΧ ÏÕÔ ÏÆ ΧΧΩ
economies in the world, and 6 out of 25 in Asia and the Pacific Region
(2008 World Economic Forum)





A great number of tourists have been attracted to

Ȱ$ÏÕÂÌÅ 9ÏÕÒ *ÏÙ ÁÔ (ÁÌÆ ÔÈÅ 0ÒÉÃÅȱ
an aggressive exchange rate marketing program (2008)

4Ï ÄÅÆÅÎÄ +ÏÒÅÁȭÓ ÉÎÂÏÕÎÄ ÍÁÒËÅÔ ÁÇÁÉÎÓÔ ÔÈÅ ÒÅÄÕÃÅÄ ÄÅÍÁÎÄ 
globally for overseas tourism incurred by global economic turbulence
-*ÁÐÁÎȭÓ ÏÕÔÂÏÕÎÄ ÍÁÒËÅÔ ÓÈÏ×ÅÄ Á έȢάϻ 

decrease from the previous year, 
while Taiwan displayed a 5.6 % decrease 

-'ÒÏ×ÔÈ ÏÆ #ÈÉÎÁȭÓ ÏÕÔÂÏÕÎÄ ÍÁÒËÅÔ ÓÌÏ×ÅÄ
from the year before (18.6%ŕ11.6%) 

Succeed in attracting a large number 
of shopping tourists making 
use of favorable exchange rates 
escaping the standstill, 
ÏÎÌÙ Ϋͻά ÂÉÌÌÉÏÎ 53 ÄÏÌÌÁÒȭÓ 
of tourism surplus

Trends in Exchange Rates 

Classification Dollars Yen Yuen 

Average exchange 
rates of 2007

929 790 122

Average exchange 
rates of 2008

1,100 1,073 159

Rate of fluctuation 
from the previous 

year
18% 36% 30%



Establish CEO-centered timely countermeasures such as regularoperation
of a war room so as to attract the target number of foreign tourists

Build strategy in response to the decreasing number of 
ÆÏÒÅÉÇÎ ÔÏÕÒÉÓÔÓ ÆÒÏÍ +ÏÒÅÁȭÓ ÔÁÒÇÅÔ ÍÁÒËÅÔÓ 

Strategies
Implement an aggressive

shopping campaign,
making use of favorable

exchange rates,
targeting the major

target markets

The global tourism market
turned to minus growth
in the second half of 2008

Consumer confidence
shrank due to the global
stock market crash and
the economic recession

The Asia·Pacific inbound
market was projected to
slow down in the second
half of 2008

Future prediction was difficult
because of abrupt changes in
key factors including oil prices,
stock price and exchange rates



Mass advertisements targeting consumers

Promote favorable exchange rates in the foreign press, make use
of the innovative slogan Ȱ$ÏÕÂÌÅ 9ÏÕÒ *ÏÙ ÁÔ (ÁÌÆ ÔÈÅ 0ÒÉÃÅȱ

Classification Japan Greater China

Slogan

Ads

Major
media reports

Ȱ#ÏÍÅ ÔÏ +ÏÒÅÁ /Î 4ÈÅ 7ÅÁËÅÎÅÄ 7ÏÎȦȱȰ$ÏÕÂÌÅ 9ÏÕÒ *ÏÙ ÁÔ (ÁÌÆ ÔÈÅ 0ÒÉÃÅȦȱ

A total of 33 ads, including those posted
in Asahi Newspaper 
Ads in the subways of Tokyo (Oct) 
Interactive ads making use of the Korea 
7ÁÖÅ ÓÔÁÒ Ȱ,ÅÅ $ÏÎÇ-ÇÅÏÎȱ
ĄWebsite traffic : 690 thousand visitors

A total of 68 ads promoting Korea as a 
shopping spot by KTO branches in China, 
Hong Kong  and Taiwan (52 newspaper ads,
16 radio ads)
Ads on buses (46 buses) and 
an outdoor ad by a KTO branch in Taiwan

Produced a special TV program, which was 
aired (4 times) on major media outlets such 
as Fuji; the program was reported 53 times
/ÐÅÒÁÔÅ Á Ȱ&!- ÔÏÕÒȱ ÔÁÒÇÅÔÉÎÇ *ÁÐÁÎÅÓÅ 
ÊÏÕÒÎÁÌÉÓÔÓȟ ÔÏÇÅÔÈÅÒ ×ÉÔÈ *ÁÐÁÎȭÓ ÆÁÍÏÕÓ 
stars in the field of fashion and beauty

32 news articles in local major media
/ÐÅÒÁÔÉÏÎ ÏÆ Á ÓÈÏÐÐÉÎÇ Ȱ&!- ÔÏÕÒȱ 
ÔÁÒÇÅÔÉÎÇ 'ÒÅÁÔÅÒ #ÈÉÎÁȭÓ Ω ÍÁÊÏÒ 
newspapers and TV Stations (Dec)



#ÒÅÁÔÅ Á ÂÏÏÍ ÆÏÒ Ȭ+ÏÒÅÁ 3ÈÏÐÐÉÎÇ 4ÏÕÒÉÓÍȟȭ ÓÐÕÒÒÅÄ ÂÙ ÔÈÅ +4/ ÁÄÖÅÒÔÉÓÅÍÅÎÔÓ

Promote favorable exchange rates in foreign presses, making use
of the innovative slogan Ȱ$ÏÕÂÌÅ 9ÏÕÒ *ÏÙ ÁÔ (ÁÌÆ ÔÈÅ 0ÒÉÃÅȱ

Dramatic increase in TVÒÅÐÏÒÔÓ ÏÆ +ÏÒÅÁȭÓ ÁÔÔÒÁÃÔÉÖÅÎÅÓÓ ÁÓ Á ÓÈÏÐÐÉÎÇ ÓÐÏÔ ÁÎÄ ÉÎÑÕÉÒÉÅÓ 
about Korea shopping tourismfrom the industry, triggeredby the KTO ads

Since the very date the ad was posted, giant media companies, including Fuji TV (Oct 30) 
ÁÎÄ .ÉÈÏÎ 46 ɉ.ÏÖ ΨɊȟ ÈÁÖÅ ÉÎÔÒÏÄÕÃÅÄ ÔÈÅ ÁÄ ÁÎÄ ÒÅÐÏÒÔÅÄ ÏÆ +ÏÒÅÁȭÓ ÁÔÔÒÁÃÔÉÖÅÎÅÓÓ 
as a shopping destination (a total of 53 reports)

A full page advertisement in Asahi Newspaper of Japan
.̆Ï× 'Ï ÔÏ +ÏÒÅÁ ×ÉÔÈ 7ÅÁËÅÎÅÄ 7ÏÎȦȱ  ɉ/ÃÔ ΩΦȟ ΨΦΦήɊ



Develop special exchange rate products 

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

Classification Number of Product
Developments

Performance
in Attracting Tourists

Japanese Market 24 products

Greater Chinese
Market

Total

12 products

36 products

7,789 persons

3,637 persons

11,426 persons



Develop and promote tourism products targeting individual
tourists on-line

Offer shopping information and hold a draw for free tourism products 
ÔÁÒÇÅÔÉÎÇ ÉÎÄÉÖÉÄÕÁÌ ÔÏÕÒÉÓÔÓ ÏÎ +4/ȭÓ ÏÆÆÉÃÉÁÌ ×ÅÂÓÉÔÅ

5ÐÌÏÁÄ ÐÒÏÍÏÔÉÏÎÁÌ ÁÒÔÉÃÌÅÓ ÒÅÇÁÒÄÉÎÇ +ÏÒÅÁȭÓ ÆÁÖÏÒÁÂÌÅ ÅØÃÈÁÎÇÅ ÒÁÔÅÓ 
at Journalist Networks such as Shanghai TV
ĄPublish promotional articles at 34 presses including Business wire, 

Yahoo News, and AFP

0ÏÓÔ ÂÁÎÎÅÒ ÁÄÓ ÁÎÄ ÔÅØÔ ÁÄÓ ÏÎ #ÈÉÎÁȭÓ ÆÁÍÏÕÓ ÇÁÍÅ ÐÏÒÔÁÌ ȬÏÕÒÇÁÍÅȭȟ 
*ÁÐÁÎȭÓ +ÏÒÅÁ 7ÁÖÅ ×ÅÂÓÉÔÅ Ȭ7Ï× +ÏÒÅÁȟȭ ÅÔÃȢ



4ÕÒÎ Á ȬÃÒÉÓÉÓȭ ÉÎÔÏ ÁÎ ȬÏÐÐÏÒÔÕÎÉÔÙȭ ÂÙ ÐÒÏÍÏÔÉÎÇ Á ÔÉÍÅÌÙ ÒÅÓÐÏÎÓÅ 
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) 

in November and December up from a year ago
- The Chinese market has changed from a minus growth trend in December 2008 

( 5.1%) to a plus growth trend in January 2009

+ÏÒÅÁȭÓ ÉÎÂÏÕÎÄ ÍÁÒËÅÔ ÓÈÏ×ÅÄ ÓÉÇÎÉÆÉÃÁÎÔ ÇÒÏ×ÔÈ ÄÅÓÐÉÔÅ ÔÈÅ ÇÌÏÂÁÌ 
tourism market slowdown in the first half of 2009



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

Expense per visitor to Korea exceeds
ȬÆÏÒÅÉÇÎ ÔÏÕÒÉÓÍ ÅØÐÅÎÓÅ ÐÅÒ +ÏÒÅÁÎȭ ÆÏÒ ÔÈÅ ÆÉÒÓÔ ÔÉÍÅ ÉÎ ÌÁÓÔ έ ÙÅÁÒÓ

Classification 2001 2002 2003 2004 2005 2006 2007 2008

Revenue per
person (A)

Expense per
person (B)

Balance (A-B)

1,241 1,110 1,129 1,045 968 936 945 1,309

1,127 1,333 1,224 1,169 1,247 1,235 1,272 1,054

114 223 95 124 279 299 327 255



Core targets

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

Performance in attracting 
female tourists in the target 

market in Nov. and Dec.

12,3mil.

16,8mil.

2007 2008

36%

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



Efforts to diversify tourist attractions to local regions (2009)

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

%ÓÔÁÂÌÉÓÈ Á ÓÈÏÐÐÉÎÇ ÔÏÕÒÉÓÍ ÃÁÍÐÁÉÇÎ ÉÎ ÃÏÏÐÅÒÁÔÉÏÎ ×ÉÔÈ *ÁÐÁÎȭÓ ÂÉÇÇÅÓÔ 
credit card company JCB (60 million members)

- Project purpose : To increase tourism revenue by attracting a greater number of shopping tourists 
and encouraging more shopping expenditures (Period : Aug 2009Ȭ-ÁÒ ΨΦΧΦɊ

- Project goal : Increase sales to 20.8 billion won, Promote Koreas tourism whose 
financial value amounts to 0.4 billion yen (approximately 5.2 billion won)

Oct 2008 Jan 2009
Mar ~ Apr

2009 Apr 2009 Jun 2009

Shopping tourism
campaign centered
on Seoul

Establishment of
strategies for
extending shopping
campaign to
local regions

Intensive reports of
shopping tourism
in Busan, such as 
Centumcity
(17 medias)

Operate a shuttle
bus connecting
Gangbuk to
Gangnam (since April)

Opening of a website
Ȭ)ËËÏȭÓ *ÅÊÕ 3ÔÏÒÙȭ

Diversification of
shopping tourists
into local regions 

Balanced regional
development

-Decentralization from Seoul
- Increase of the total

number of tourists 
accommodated 



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

2007 2008 2009 2007 2008 2009

42% 42%

52%
Increase of 10% 

in the first quarter

1,79mil. 1,64mil.

2,53mil.
Increase of 54% 
(January~April)  

Increase of 10% in the number
of shopping tourists from a year ago

Increase of 54% in the number 
of Japanese tourists visiting Busan





New Growth Engine

Improvement of Quality of Life and Environment

Contribution to
)ÎÔȭÌ #ÏÍÍÕÎÉÔÙ 



Local people aware 
the importance of 

environment

Planting More Reeds

Pulling out Electric Poles

Farmers feed wild birds

Declare Ecological Capital of Korea

More Tourists





2Km Wide Zone Across Border

Unintentionally Protected Heaven
for Wildlife

Develop 545km Long Tour Course

PLZ(The Peace and Life Zone)

DMZ(Demilitarized Zone)





(ÏÎÅÙÍÏÏÎÅÒȭÓ 
Destination

Ȭ/ÌÌÅ 4ÒÁÉÌÓȭ ÁÔÔÒÁÃÔ 
more tourists


