
 

1 

APAC News 
Q3 2008 

Inside this Issue: 
Top News -----------------------------------  
• 2009 to Witness Improvement in Asian Air Traffic 
• Scandinavian Carrier Optimistic on Asia’s Potential 
• Couples Market Across Asia Booming 
• SAS in Partnership with the Copenhagen Climate 
Council 

• “The Scandinavian Experience”  
• Danish Royal Couple Visit Exhibition in Beijing 
Travel Trends ------------------------------    
• Cruises for Japanese Honeymooners 
• Australia: Understanding Tomorrow’s Travelers  
• Strategizing China’s Outbound Market 
Online Travel ------------------------------        
• Asia Behind in Web Distribution, But Shows  
Significant Potential for Growth 

• Social Networks on the Rise in Japan 
Mobile Technology ------------------------       
• H.I.S. Co., Ltd. to Sell Tickets Via Cell Phones 
Airlines -------------------------------------       
• SAS “Særlig” Offer Via Beijing to Europe at  
AUD 1,250 Nett 

• SAS Launches Gay Website for Scandinavia 
• SAS Begins Copenhagen-Delhi Route in October 
• Premium Indian Travelers Targeted by Carriers 
• Less Outbound Traffic at Japan’s Major Gateways 
Country Highlights  
Australia -----------------------------------  
• First Swedish Film Festival in Australia 
• Australians Still Prefer Travel Agents 
• Baby Boomers Rule! 
China ---------------------------------------  
• Affluent Chinese Travelers Fancy Global Luxury Brands 
• Flourishing Chinese Outbound Market 
India ---------------------------------------     
• Indian Globetrotters Still Prefer Offline Bookings 
• Strong Business for India Outbound Travel 
Japan --------------------------------------  
• 2008 Japanese Travel Forecast Dips Sharply 
• Over 40s Japanese are Highest Spending Shoppers 
Overseas 

Korea --------------------------------------     
• Korean Overseas Spending Dips for First Time in Five 
Years 

• Koreans Spending Less on Overseas Study 
Taiwan ------------------------------------     
• Taiwan Outbound Figures Down 10% in July 
Quick Figures:  
Asian Nights in the Nordic Region 
2nd Quarter ’07 and ’08 ------------------  
 

2009 to Witness Improvement in Asian Air 
Traffic 

Top News 

Asia Pacific and Africa are the only two regions 
expected to do better in 2009, according to the 
Center for Asia Pacific Aviation (CAPA) in spite of 
the gloomy financial outlook released in September 
by the International Air Transport Association 
(IATA) for the international airline industry.  
 
Asia Pacific is expected to report better 
domestic/international traffic as well as capacity 
performance for the coming year. Overall regional 
traffic, led by China and India, is expected to reach 
3.3% for 2008 and rise to 3.9% in 2009.  
 
However, much of the traffic growth is likely to be 
capacity led as a result of the anticipated receipt of 
new aircrafts by regional airlines at a growth rate of 
4.1% this year and 4.3% next year. In view of that, 
load factors are predicted to fall. 
 
Source: eTravel Blackboard, September 2008 
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Cruises for Honeymooners 
Travel Trends 

Avanti & Oasis, a division at H.I.S. Co., Ltd. exclusively handling 
overseas wedding/honeymoon, has launched “Honeymoon Cruise 
Plans” featuring Aegean Sea/Mediterranean cruises by Costa Cruises to 
meet the growing demand from couples. Cruising has gained popularity 
among senior travelers in Japan. And Avanti & Oasis aims to broaden 
cruise programs by developing promotions with exclusive brochures 
such as the cruise plan for honeymooners.  

Newly-wed Japanese Couple 
 

Programs include a total of four courses: two onboard the Costa 
Fortuna and Costa Concordia. Departures will be in October and 
November for the convenience of honeymooners. The other two 
courses will be on the Costa Luminosa and Costa Pacifica, brand new 
ships of Costa Cruises, set to make their maiden voyages in May and 
June 2009, respectively.  
 
Part of the cruise package includes a welcome letter from the ship 
captain, a wedding cake, assorted fruits and a bottle of champagne for 
the honeymooners. 
 
Source: Travel Journal International Online (TJI Online), July 2008 

Understanding Tomorrow’s Travelers 
Online travel agents (OTAs) in Australia have yet to fully capitalize on the 
younger demographic of travelers according to Scott Blume, Chief 
executive of Zuji, a leading online travel company in the Asia Pacific region. 
OTAs presently have a 20% share of the market and they have yet to take 
advantage of online activities frequented by the younger generation such 
as social networking sites like Facebook.  

In fact, many may never even visit a brick and mortar travel agency simply because it is not in their psyche to 
do so, adds Blume. Computers and rapid communication are the norm in today’s society, wherein the younger 
generation feels weighed down by landline telephones preferring instead to live and communicate instantly via 
their cell phones.  
 
The youth travel segment is one of the fastest growing sectors of the tourism industry. Consequently, 
educational institutions, employers, official tourism organizations, and governments worldwide are starting to 
recognize the personal, social, and economic value of youth, student, and educational travel. A joint study by 
the United Nations-World Tourism Organization (UNWTO) and its affiliate member, the World Youth, Student, 
and Educational (WYSE) Travel Confederation underscores the importance of youth travel to the continued 
growth of the tourism industry.  

Australian Students 
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The Nordic countries have a lot to offer the youth travel market as the region is widely known as a prime 
destination for education, particularly in the fields of design, social welfare, and environment. Japan and 
Australia are prime markets for youth travel followed by China and India.  
 
Source: News@PATA 2008, August 2008 

Strategizing China’s Outbound Market 
Destinations are laying out their tourism initiatives in a bid to attract the Chinese outbound travel market, 
which is forecast to become the world’s fourth-largest source of outbound tourists by 2020 with more than 100 
million departures each year (WTO). Destinations within Asia Pacific are very aware of this and as such are 
continually adapting various marketing strategies to catch the attention of this lucrative market. 
 
For instance, Tourism Australia intends to invest AUD 5.7 million during 2008-09 to maximize the destination’s 
potential growth. According to the Australian Minister for Tourism Martin Ferguson AM MP, Tourism Australia 
would employ a variety of promotional activities from television to outdoor, as well as print and online 
advertising. Public relations activities through the Visiting Journalist Program will also be used to target 
Chinese tourists. 
 
Source: News@PATA 2008, August 2008 
 

Online Travel 
The increasing number of internet users in Asia Pacific shows potential for the 
significant growth of online travel distribution in the region. 

Asia Behind in Web Distribution, But Shows Significant Potential for Growth 
Asia Pacific is booked online compared to more than 
60% in the US. However, the report also stresses 
the potential for the significant growth of online 
distribution in the region as Asia Pacific leads the 
way in the number of internet users.  
 
The report further reveals that consumers 
increasingly favor dynamic packaging, a mix of 
hospitality services based on need and budget, as 
opposed to purchasing fixed packages. However, 
this is not being addressed effectively on the 
internet, since some suppliers have not yet linked 
electronically with online intermediaries that 
package or establish internet presence. 
 
Source: TravelWeekly.com.au, August 2008 

Asia is behind in web distribution compared to the 
rest of the world as leisure travelers in the region 
still favor traditional distribution methods, according 
to the Thought Leaders in Interactive Distribution 
Roundtable Report.  
 
The study commissioned by the Cornell Nanyang 
Institute of Hospitality Management also revealed 
that consumers in Asia Pacific are more price-
sensitive and impatient compared to their western 
counterparts when it comes to booking travel 
online.  
 
The report refers to research by PhoCusWright that 
shows only 20% of all travel revenue booked in 

http://www.pata.org/patasite/index.php?id=1870#1
http://www.pata.org/patasite/index.php?id=1870#4
http://www.travelweekly.com.au/articles/10/0c059310.asp


 

7 

APAC News 
Q3 2008 

Total Unique Visitors  Total Japan –   
Age 15+, home and work locations June 2007 June 2008 % Change 
Total Internet 53,716,000 56,220,000 5% 
MIXI.JP 12,367,000 12,738,000 3% 
MYSPACE.COM 1,137,000 1,245,000 10% 
Orkut N/A 638,000 N/A 
FACEBOOK.COM 172,000 538,000 213% 
Gree 531,000 455,000 -14% 

Total Japan –   
Age 15+, home and work locations 

Average usage 
days per visitor 

Average 
minutes per 
visitor 

Average pages 
per visitor 

Total Internet 14.9 1,053.1 2,129 
Orkut 11.5 454 1,557 
MIXI.JP 7.5 134 246 
Gree 3.5 130.5 214 
FACEBOOK.COM 3.5 40.5 98 
MYSPACE.COM 3 34.7 81 

Social Networks on the Rise in Japan 
A study on online social networking in Japan based on data from the comScore World Metrix service reveals 
that competition among Japanese social networks is heating up particularly with the recent introduction of the 
Japanese language version of Facebook, which in the past year had more than tripled its visitation numbers. 
But an analysis of selected social networking sites revealed that Mixi.jp held the leading position in the 
Japanese market with 12.7 million visitors in June. 

Although its visitor statistics are lower compared to other social networking sites, Orkut ranked as the most 
engaging social networking sites across several measures that include: average usage days per visitor, 
average minutes per visitor, and average pages per visitor. Figures are presented in the table below. 

* Selected social networking sites based on comScore’s Social Networking category 
** Does not include traffic from public computers like Internet cafes, access from mobile phone or PDAs 

As newer sites attract larger audiences and become more familiar in the Japanese market, engagement among 
users will certainly grow, according to Maru Sato, managing director of comScore Japan. 
 
Social networking is one of the key technologies under Web 2.0, an umbrella term for the second wave of the 
World Wide Web. The medium offers User Generated Content (UGC), which has become a valuable source of 
information for many people seeking firsthand knowledge about nearly everything under the sun.  
 
Travel marketers are picking up on this new trend as the social media can help draw attention to a region 
based on the viewpoint of someone who has visited the area, which in turn adds value to the vacation planner.  
 
Source: comScore, August 2008 

* Selected social networking sites based on comScore’s Social Networking category 
** Does not include traffic from public computers like Internet cafes, access from mobile phone or PDAs 

http://www.comscore.com/press/release.asp?press=2375
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Mobile Travel 

H.I.S. Co., Ltd. to Sell Tickets Via Cell Phones 

Mobile technology shows great potential in Asia Pacific as the cell phone becomes a major part of 
peoples’ lifestyle.     

Starting this fall, H.I.S. Co., Ltd. will begin selling tickets to overseas destinations via cell 
phones. The new service will allow customers to reserve seats and pay using only their cell 
phone. Payment options include credit card, electronic money, and in-store payment.  
H.I.S. is targeting a new generation of consumers that may not have personal computers 
but like purchasing items online using their mobile phones.  

Gradually, the agency plans to enhance the service in the future to enable customers to complete travel 
transactions such as purchasing hotel coupons, rent-a-car vouchers as well as optional tours at destinations on 
their phones.  
 
In 1999, Air Nippon Airways (ANA) and Japan Airlines (JAL) started offering a similar reservation/purchase 
program using NTT DoCoMo’s i-mode service, targeting mainly business users. Nearly 70% of airline ticket 
sales are purchased through online sales with only 6% to 10% of those tickets currently purchased via a cell 
phone connection to the internet. 
 
Source: Portelligent Tech Alert Service, August 2008 

Airlines 
SAS “Særlig” Offer Via Beijing to Europe at AUD 1,250 Nett 
Beginning September, SAS offers the “Særlig”, which means “special” in Danish, Post-Games 
deal for Australian departures via Beijing to Europe for only AUD 1,250 nett for economy class. 
With their choice of European gateway, Copenhagen or Stockholm, the deal also offers a side 
trip to over 30 European destinations including London, Paris, Vienna, Amsterdam, and Berlin. 
The sale is until October 31, 2008. Nett plus taxes and surcharges start from AUD 620. 
 
Source: eTravel Blackboard, July 2008  

SAS Launches Gay Website for Scandinavia 
Scandinavian Airlines recently launched a dedicated gay website 
making it the first European airline to express its commitment to 
the gay, lesbian, bisexual, transgender/transsexual market. The 
site provides a ‘gay’ counterpart to the popular SAS crew tips, as 
the carrier’s own gay crew members provide insights into the best 
that Stockholm and Copenhagen have to offer. The site was 
launched in time for the celebration of EuroPride in the Swedish 

Gay Travelers 
 

https://tji.tjnet.co.jp/news.asp?news=4775
http://www.portelligent.com/TechAlerts/CompetitiveAlert/2008/Q3/CA080821.aspx#CA080821-01
http://www.etravelblackboard.com/showarticle.asp?id=80380
http://www.bbt.be/images/interview/052004/SAS_Logo2.jpg
http://www.zoomvacations.com/New%20Zoom/ZoomRioTravelers.jpg
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capital last July 30 to August 2. In 2009, Copenhagen will host the second World Out Games from July 25 to 
August 2 with SAS as a proud strategic partner and official airline of the event.  
 
The Scandinavian flag carrier has partnered with the Stockholm Visitors Board, Wonderful Copenhagen, 
Swedish publisher QX, and Copenhagen Gay Life. The site provides gay maps, guides, and an events calendar 
updated daily for both cities.  
 
The gay market across Asia Pacific has developed over the years and is now considered a potential travel 
segment keen on spending money purely on pleasure and recreation. They like to try out new things, fancying 
fashion, design and gastronomic delights. Gay travelers are also known to use the internet often as a source 
for travel information. In Australia, numerous magazines, newspapers, and travel agents target this segment 
in the island continent. Sydney is widely perceived as one the gay capitals of the world. 
 
Source: eTravel Blackboard, July 2008  

SAS Begins Copenhagen-Delhi Route in October 
Beginning October 27, Scandinavian Airlines will fly direct from Copenhagen to Delhi three times a week. 
Strong demand among SAS’ Scandinavian customers has promoted the region’s flagship carrier to launch a 
new intercontinental route to India as the country is currently one of the most exciting business and leisure 
destination for western travelers. Flights from the Danish capital are scheduled on Mondays, Wednesdays, and 
Saturdays while return flights from Delhi are on Tuesdays, Thursdays, and Sundays. 
 
The new route will make a good selling point for Indians from Delhi visiting Northern Europe as it offers a 
direct connection to Copenhagen. From there, travelers can depart for other countries in the region by land 
(Eurorail), sea (Hurtigruten), or air (SAS).  
 
Source: Embassy of Denmark, New Delhi, September 2008  

Premium Indian Travelers Targeted by Carriers 
International carriers are setting their sets on the Indian outbound 
market as the US departures slowdown. Offerings such as flat beds, 
wider business class seats, and luxury car airport services await India’s 
premium travelers. In spite of rising fuel prices, the Indian aviation 
sector continues to register double-digit growth, according to Mark D 
Martin, senior adviser at KPMG. And since international airlines pick up 
about 60% to 65% of the onward traffic from India, many carriers 
consider this the ideal time to improve their luxury quotient to ensure 
yields go up although the load factor is down.  
 
For instance, Singapore Airlines is improving its premium offering on 
flights from Mumbai and Delhi. Its first class section has significantly 
wider seats and offers the biggest beds in the sky. The airline gets no 

http://www.etravelblackboard.com/showarticle.asp?id=79616
http://www.ambnewdelhi.um.dk/en/servicemenu/News/SASLaunchesDirectRouteCopenhagenDelhi.htm
http://www.staralliance.com/en/meta/airlines/SQ.html
http://www.staralliance.com/en/meta/airlines/LH.html
http://www.emirates.com/au/english/
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Less Outbound Traffic at Japan’s Major Gateways 
Japan’s three major gateway airports reported lower traffic in July as 
the Japanese outbound travel market continues to slow down. 
 
At the Narita Airport, some 2,869,433 international passengers passed 
through the airport, down 5.83%, of which Japanese passengers 
accounted for 1,456,548 also down by 7.89% compared to a year ago. 
Between January and July, the tally of international travelers fell by 
3.15% to 19,119,400. The count of Japanese travelers for the same 
period fell by 6.07% from a year ago to 10,092,215. 
 
International passenger numbers at Kansai Airport slipped 4.52% to 900,660 owing to the 8.6% drop in 
Japanese travelers to 552,300. For the period of January to July, the tally of Japanese passengers dropped 
6.89% to 3,913,803. 
 
At Centrair Airport, 944,349 passengers passed through the airport, 2.46% less than a year ago. Passenger 
traffic on international routes slipped for the fifth month in a row to 428,900 (-4.97%). The tally of 
international passengers for January to July period went down by 3.24% to 3,114,461. 
 
Source: Travel Journal International Online (TJI Online), September 2008 

Japanese Passengers at Narita 
 

less than 80% load factor from India with 30% to 40% of revenues coming from business class passengers.  
 
For Lufthansa, the airline offers a 48 flat bed configuration for the all business class onboard the Airbus A319, 
which flies six times weekly from Pune to Frankfurt. The route offers a spacious cabin layout and exclusive 
service for passengers. Over the past few years, the carrier has seen strong traffic growth in India and we are 
confident this will continue, says Lufthansa director Werner Heesen.  
 
Emirates recently introduced chauffeur-driven car services to its first-class and business passengers in Mumbai. 
The carrier flies 125 times to India weekly. 
 
Source: Business Standard (India), July 2008 

First Swedish Film Festival in Australia 
The first Swedish Film Festival in Australia was launched last 
August 29 in Melbourne. The event showcases an extensive 
collection of old and new Swedish films for the whole family.  
 
As a proud sponsor of the event, Scandinavian Airlines gave away 
double movie passes to the first 50 people in each city. The 
opening feature film of the festival is the movie “Suddenly”, which 
was filmed just outside the capital, Stockholm, on one of the 

Country Highlights 
The latest news in and around the Asia Pacific Region 
AUSTRALIA 

http://www.business-standard.com/india/storypage.php?autono=329737http://www.etravelblackboard.com/showarticle.asp?id=80380
https://tji.tjnet.co.jp/news.asp?news=5006
https://tji.tjnet.co.jp/news.asp?news=5006
http://www.thevine.com.au/gig-guide/entertainment/2008-swedish-film-festival.aspx
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24,000 islands of the archipelago. After Australia, the festival will carry on to New Zealand and open in 
Auckland in October during the Swedish Style New Zealand. 
 
The Festival continued to Canberra and Sydney, on September 4 and 10, respectively. 
 
Source: Embassy of Sweden (Canberra), August 2008 
 

Australians Still Prefer Travel Agents 
New research by Google on leisure travel trends in Australia reveals 65% 
of Australian travelers that research holiday online end up booking 
through a travel agent, indicating that travel agents are still an important 
part of the booking process. Additionally, more than 50% consult a travel 
agent before booking an international trip compared to only 15% of 
domestic travelers. According to Google senior industry analyst Nikolai 
Pitchforth, a lot of people still like talking to travel agents; they feel more 
comfortable booking through an agent in case something goes wrong.  

Baby Boomers Rule! 
Baby boomers, i.e. travelers over 50, will continue to be a key sector for the 
travel industry according to the results of a study released by the research 
firm, Roy Morgan at a seminar on industry trends of the Association of National 
Tourist Office Representatives (ANTOR). This particular traveler segment is 
becoming an essential target for travel companies as they are more likely to go 
on a holiday, spend more money and take longer breaks.  
 
In reference to the report, Angela Smith, Roy Morgan Travel, Tourism, and 
Leisure account director said 69% of baby boomers now take holidays and 
spend AUD 8,495. The study also revealed that 71% of travelers in this age 
group book an overseas holiday with an agent. 
 
Source: TravelWeekly.com.au, September 2008 
 

An analysis of Australians booking habits shows 20% booked a holiday within a month after starting their 
research which indicates people love to think about travel and are willing to dwell on it. International travelers 
book flights 3.5 months in advance compared to 2.2 months for domestic travelers.  
 
The research further reveals that 20% of travelers were unable to book their last trip online and 7% of those 
that booked offline did so because the website they wanted to use would not work. 
 
Source: TravelWeekly.com.au, August 2008  

Baby boomers are more likely to 
go on holidays, spend more 
money, and take longer breaks 

http://www.swedenabroad.com/News____21476.aspx?slaveid=78697
http://www.tcf.org.au/images/img_agent.jpg
http://www.travelweekly.com.au/articles/c6/0c0597c6.asp
http://www.travelweekly.com.au/articles/07/0c05a807.asp
http://www.theaustralian.news.com.au/common/imagedata/0,,5331125,00.jpg
http://www.aolcdn.com/channels/05/03/47050c70-0006a-06ecd-400cb8e1
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The recent MasterCard Worldwide study of affluent Chinese in Beijing, Shanghai, and Guangzhou reveals them 
to be earnest travelers with a preference for world-famous luxury brands. 21.8% of Chinese nationals residing 
in these key cities are known to travel overseas three to four times a year while 8.2% travel more than five 
times. 94% of respondents consider brands as very important or important. Factors that determine the 
strength of a brand are high quality, wide recognition, and environmental friendliness, not only status symbol.  
 
However, despite their preference for foreign, world famous luxury brands Chinese nationals choose to fly with 
national carriers like Air China, China Southern Airlines, and China Eastern Airlines for their domestic and 
international trips. Singapore Airlines is the fourth most preferred carrier for international flights. 
 
 
 
 
 
 
 
 
Source: TTG Asia, July 2008 

A giant Louis Vuitton ad at the 
Plaza 66 shopping mall in 
Shanghai 

An illuminated billboard ad for 
French fashion house Chanel 
in Shanghai 

CHINA 

Affluent Chinese Travelers Fancy Global Luxury Brands 

Flourishing Chinese Outbound Market  
Today, leisure travel accounts for 85% of all Chinese outbound trips as Chinese citizens seek foreign 
attractions and shopping. According to Roy Graff, managing director of ChinaContact Travel Solutions this new 
trend is welcomed by the Chinese government. While inbound tourism is important, outbound tourism is 
viewed by the Chinese government as a reciprocal act that binds countries to send more tourists to China.  
 
Despite government regulations and the small number of Chinese travel agencies arranging foreign excursions 
(only 4.3% or all travel agencies or about 800 out of 18,000 are allowed to organize outbound tours)*, foreign 
travel is growing.  
 
In the last five years, outbound departures from the mainland have more than doubled from 16.6 million in 
2002 to 40.9 million in 2007. The increase is primarily caused by the country’s sustained economic growth 
since 1978 and has led to the increase of affluent Chinese residents able and eager to travel. Moreover, the 
liberalization of visa restrictions and new international agreements make it easier for Chinese citizens to travel 
abroad.  
 
According to Sandra Carvao, deputy chief in the Market Trends and Competitiveness Section of the United 
Nations World Tourism Organization (UNWTO), the rise in the number of holidays, the increasing number of 
ADS (approved destination status) agreements with destinations around the world, as well as the Individual 
Visitors’ Scheme for individual travelers from the mainland to Hong Kong are the main reasons behind the 
increase in Chinese outbound travel,  
 
Many travel to Asia for shopping and Europe for culture. Business travel is greater than before owing to the 

http://www.chinadaily.com.cn/english/doc/2004-11/30/content_396017.htm
http://www.chinadaily.com.cn/english/doc/2004-11/30/content_396017.htm
http://www.ttgasia.com/index.php?option=com_content&task=view&id=14295
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Although India is ranked as the fifth largest online travel market 
worldwide, Indian globetrotters still prefer using offline support 
networks namely travel agents, according to Himanshu Singh, 
managing director of Travelocity. The use of e-portals in the country is 
still limited to a niche segment, the young and internet-savvy.  
 
Travelocity, the sixth largest travel portal in the US, recently forayed 
into the Indian market. Research conducted by the company reveals 
consumers still lack the confidence to shop for holiday packages online 
or confirm itineraries with e-holiday vendors as they suspect hidden 
costs will surface later on.  

INDIA 
Indian Globetrotters Still Prefer Offline Bookings 

The volume of holiday booking traffic has yet to achieve growth targets and according to Singh, one reason for 
poor traffic volume on internet travel sites is the low rate of internet penetration in the country.  
 
“India is not yet a mature market compared to other global markets,” says Vikas Jawa, co-founder of 
Zommtra.com, an Indian travel search engine, as the idea of using the internet for complex tasks such as 
holiday planning has yet to catch on. Only internet-friendly youngsters and singles with unlimited access to the 
internet use the sites for holidays and to research their itineraries.  
 
When planning their vacations, the big-budget family travel segment still prefer to visit the nearest travel 
agent, according Karan Anand, business development head of Cox and Kings. A major constraint to using the 
internet relates to credit card limits as most global credit cards are limited up to INR 200,000. The average 

country’s strong economic performance as well as its increased presence and interactions in the world 
economy, adds Carvao.  
 
Highlights from the 2007 Nielsen China Outbound Travel Monitor Report  
 
Chinese travelers spend an average of USD 2,913 per trip, per person. Their top dream destination is Europe 
followed by Australia, and New Zealand. For the rest of the decade, Chinese outbound tourism is forecast to 
grow by 20% to 30% annually.  
 
The number of Chinese leisure travelers to the United States has been very small accounting for only 0.7% of 
the number of inbound tourists in the US. However, with the latest agreement between China and the US, 
Chinese travel agencies can now market tour packages to US destinations. Moreover, United States companies 
can now market directly to Chinese citizens.  
 
*The Top 200 China Outbound Tour Operators Directory: Handbook to the China Outbound Travel Market” 
 
Source: University of Southern California, US-China Today, August 2008 

http://uschina.usc.edu/(A(h74yELkyyQEkAAAAYmZmYTQ5OGUtYzc4NC00ZGIzLWIzNWEtMDEwZmQ2MDk3OTk5F52u8RWgxtl8VLpA7OfAgZr6E9s1)X(1)S(o425ss45bxpyjdrwyo4tzx45))/ShowFeature.aspx?articleID=2373&AspxAutoDetectCookieSupport=1
http://www.tribuneindia.com/2005/20050405/biz1.jpg
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Strong Business for India Outbound Travel 

holiday budget of large families varies from INR 400,000 to INR 500,000. Moreover, many people prefer to pay 
cash for their holiday bookings to avoid income tax surveillance. 
 
Source: India eNews, July 2008 

trips of Indian travelers are corporate in nature. 
Business travel is usually the last category to be 
affected by price increases.   
 
International airlines have also not raised their 
fares, which creates the impression that overseas 
travel is still within reach, adds Motwani. In fact, 
overseas carriers have launched a number of 
discount schemes. For instance, customers that 
book tickets before a specific date would still get 
discounted fares. And though fuel surcharges are 
high, occupancy and load factors are coming down 
and this translates to good deals for travel 
companies, a benefit travel companies like SOTC is 
passing on to its customers through attractive 
schemes. 
 
Source: The Hindu Business Line, August 2008 

Indian travelers continue to head overseas in spite 
of rising travel costs owing to the depreciation of 
the Rupee. The price of outbound packages has 
increased by 15% to 20%, according to Madhavan 
Menon, Managing Director of Thomas Cook India. 
But the currency fluctuation has had a selective 
effect on customers, says Subhash Motwani, 
director of the Mumbai-based travel agency, 
Compact Travels.  
 
Outbound travel to dollar-dominated countries such 
as the US as well as places in the Far East and 
Egypt are not affected by the price increase. But 
the higher appreciation of the Euro against the 
Rupee has seen a marginal impact of 10% on the 
price of packages to euro-dominated countries. 
However, travel industry experts state the price 
increases are insignificant to frequent outbound 
travelers. At the same time, many of the outbound 

JAPAN 

2008 Japanese Travel Forecast Dips Sharply 
Overseas travel numbers from Japan are expected to drop by no less 
than -5.1% in 2008 to 16.4 million compared to the previous year, 
based on research by the Japan Travel Bureau Foundation (JTBF). 
Outbound figures for 2009 are expected to rise only 16.75 million. 
JTBF has revised it earlier forecasts as a result of weaker travel 
demand to China and Europe, which have led outbound travel in 
recent years.  
According to JTBF, the number of Japanese women in their 50s traveling to China has fallen at the same time 
as corporate demand has dropped. For younger Japanese, travel to Europe will likely be affected by the rise of 
fuel surcharges on tickets for the period of July to September. The expected drop in outbound traffic would be 
the largest since 2003, when travel demand was affected by the threat of SARS. 
 
Source: Moodie Report, July 2008 

http://www.indiaenews.com/business/20080716/132247.htm
http://www.blonnet.com/2008/08/17/stories/2008081751290100.htm
http://www.chicagotribune.com/media/photo/2008-05/38636763.jpg
http://www.moodiereport.com/document.php?c_id=1113&doc_id=18229
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The women of this segment commonly purchase luxury items including bags, leather goods, shoes, and 
clothes, purchasing items more likely for themselves than as gifts for others. The survey also showed that 
women in this age group, 40-49, visit duty free shops more often than other age groups but they are less 
satisfied with the product line-up and the atmosphere. “Good prices” on luxury branded items offered are seen 
as a depreciation of the brand’s value. Instead they prefer shopping at brand boutiques where they find better 
collections, ambiance, and genuineness of the international premium brand.  
 
Another survey undertaken by the Mainichi Shimbun newspaper reveals France has overtaken Hawaii as the 
favored country of Japanese travelers for shopping overseas. Other favorites shopping destinations include 
Italy, Hong Kong, South Korea, and Singapore.  
 
Source: Moodie Report, July 2008 

Over 40s Japanese are Highest Spending Shoppers Overseas 
A survey by the Japan Tourism Marketing (JTM), the “Overseas Shopping 
Trends Survey” reveals Japanese travelers in their 40s and families with 
children below 18 years of age were the highest spending shoppers in 
overseas locations in 2007. According to JTM, the strength of the over-40s 
sector is in part due to the fact that most men in this age group are 
frequent business travelers. This allows them the opportunity to buy gifts 
and souvenirs.  
 
Secondly, those in their 40s belong to a generation that prospered because 
of the major changes in Japan after the economic woes of the early 
nineties. They are less affected by the ensuing economic reforms and the 
adjustments to employment conditions. The over-40s segment is a key 
consumer group in and out of the country.  

KOREA 

South Koreans have tightened their purse strings at 
home and abroad as a result of the surging global 
inflation and the weakening of the Korean Won 
(KRW) versus the US dollar. Moreover, slow income 
growth due to a tight job market and the 
deterioration of business conditions has discouraged 
many from heading overseas.  
 
According to the Bank of Korea (BOK), overseas 
spending fell 15.3% to KRW 7.7 trillion for the first 
half of 2008, the first decrease in five years. For the 
period of January to June 2008, the ratio of 
spending abroad to total household consumption 
stood at 3.95% - down from 4.8% in 2007 and 
4.53% in 2006.  

Korean Overseas Spending Dips for First Time in Five Years 

http://www.intomobile.com/wp-content/uploads/2007/10/file-754757.jpg
http://www.moodiereport.com/document.php?c_id=6&doc_id=18095
http://www.koreatimes.co.kr/www/news/biz/2008/09/123_30768.html
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The number of outbound tourists declined 12.5% to 1.14 million in July from a year ago, contributing to the 
drop in the nation’s overseas consumption.  
 
The Korean Won has decreased in value by over 16% versus the US dollar because of the massive foreign 
selling of local stocks and bonds as the global credit crunch worsens. Plus, mounting household debts and 
slowing income growth have also hit consumer sentiment hard. Thus, officials project the continued decline in 
households’ overseas spending for the rest of the year.  
 
In spite of this consumer confidence for August improved according to the National Statistical Office (NSO) as a 
result of the fall in international oil prices and its downward effects on consumer prices. The consumer 
assessment index, which measures consumer confidence and living conditions for the next six months, rose to 
91.2 from 84.6 in July. But this is still below 100, a sign that the outlook of more people on the economy, 
spending, and their financial well-being is still pessimistic. 
 
Source: The Korea Times, September 2008  

Koreans Spending Less on Overseas Study 
Korean spending on overseas study for the first half of 2008 fell by 5.8%, the 
biggest margin since the 1997 financial crisis. Based on the Bank of Korea report 
on the balance of international payments, Koreans spent USD 2.256 billion or 
USD 138 million year on year on overseas training.  
 
The drop is attributed primarily to worsening financial conditions in Korea as a 
result of the weakening of the Korean Won (KRW) and a slowing economy. 
However, some attribute it to the reduced preference of Koreans for studying 
overseas and language training as it becomes an increasingly heavy financial 
burden for parents of children studying overseas, according to an official of a 
local study center.  

Yan Jae-ryong, chief of the BOK’s balance of international payments statistics team, says parents are less 
inclined to school their children overseas hoping the domestic English education system would pick up. They 
have also realized the difficulty of caring for their children when they are overseas. 
 
Source: Digital Chosunilbo, August 2008  

TAIWAN 

Taiwan Outbound Figures Down 10% in July 
hit the Sichuan Province in May have also dissuaded 
the Taiwanese to travel out of the country adds Liao 
Pei-yuan, vice president of South-East Travel 
Agency. Travel agencies in Taiwan have complained 
of the sluggish overseas travel season this summer 
says Yao Ta-kuang, chairman of the Travel Agent 
Association of the ROC.  

Outbound figures from Taiwan fell by 10% in July to 
746,000 from a year earlier. The decline according 
to Tourism Bureau, under the Ministry of 
Transportation and Communications, was a result of 
the poor performance of the local stock market and 
the rise of air ticket prices. The start of the 2008 
Beijing Games and the devastating earthquake that 

http://www.koreatimes.co.kr/www/news/biz/2008/09/123_30768.html
http://www.youngtimes.co.kr/images/news/55/college3.jpg
http://english.chosun.com/w21data/html/news/200808/200808180013.html
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because of the worsening financial ability of 
consumers. However, agencies are still gearing up 
for the usual boom in overseas travel before the 
start of the school year in September by offering 
preferential travel prices.  
 
For example, ezTravel launched a promotional 
program that offers a five-day trip to Tokyo Disney 
for only TWD 19,000 with accompanying children 
enjoying 50% off. The company is offers a six-day 
trip to Guam at a minimum cost of TWD 9,999. 
 
Source: The China Post, August 2008 

The sharp increase in ticket prices for Europe and 
the US has undermined the enthusiasm and ability 
of the Taiwanese to travel abroad. Even regional 
trips to Japan and South Korea are hard to organize 
as travelers have become reluctant to inquire. The 
tourist market has become a seller-oriented market 
says Chen Ming-ming, vice president of Star Travel 
Agency, as travel agencies need to reduce prices to 
get more consumers.  
 
Local travel agencies anticipate a further decrease 
of about 200 outbound tourist groups in August, 
partly because the Ghost Month or the seventh 
lunar month falls within this period and also 

Quick Figures: Asian Nights in the Nordic Region 
2nd Quarter 2007 and 2008 

Denmark 

Statistics from Finland are not yet available Finland 
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