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Executive Summary

Over the past few years, the outbound market for Soltorea has grown significantlggegistering

a Compound Annual Growth Rat€AGR of 8.2% from 2011 to 2@1™. Singapore has benefited
from this strong demand for outbound travebs Visitor Arrivals (VA) from South Korea to
Singapore saw a comparable 9.08AGRover the same periodThis has propelled the South
Koreanmarket from 13" to 9" positionin terms of VA to Singapore.

South Koreans tend to be experienced travellers who avoid the inflexibility of packaged. tours
Rather, theyprefer to make their own travel plans and arrangements. They mostly take short trips
to minimise imposing on their cavorkers who cover their duties while they are away. As most
South Koreans work long hours, they often view travel as a meamslafing. Hence, ease takes
top priority when it comes to their travels. They want a simple and-fuss experience from the
time they start researchingn their trip to the point where they are finding their way around their
destination of choice.While generally comfortable with English,South Koreansstill prefer
consuming information in their native language.

In 204, 1 in 3 arrivals fror8outh Korea visited Singapofer business purposef these business
travellers less than 1 in 1@ere willing to extend their trip for leisure.Of those who visited
Singapore for BTMICE, 39% we@®@A OU 1 E Ekdyotd éevisit Sing&pore in the nexttb 2
years for leisure? the foremost reason for this being that they have always wanted to visit
Singapore 6r a vacation.When shoppingBTMICE travellersvill almost feel obligated to buy
something for their colleaguego thank them for covering their duties while they were away
Therefore they would look out for giftshat areeither premiumor unigue to tle destination.

Methodology of STB Primary Research Sources

Figures from this reporvere gathered from STBiaternal researctandLJdzo f A Of & F @F Af | 6t S & 2 dzND S & ® erseksY/isifors Supvay
(OVS)the Leisure Segmentation Study (SEBsiness Traveller Study (BTS), Brand Health Tracking StudydBM&®Rs various interviews and focus groups.
Overseas Visitors Survey (OMS)onducted annually at exit points iln8apore, the OVS covers visitors from every nationality. The sample size is usually arou|
28,000 per year.

Leisure Segmentation Study (SEonducted in 2013 in key markets, SEG sought to understand the needs of different segments of frequenvallenswithin
our key markets ofhe United Kingdom, Germany, Hong Kamgl South KoreaThe sample size w860 per market, for a total of 200.

Business Traveller Study (BT)onducted over 201-R012 in Singapore, BTS covers over 2,000 businessléna/from our key business source markets to
understand their pretrip and durirg-trip considerations, behaviour and touch points. Markets covered include Australia, S, Korealndia, Indonesia,
Philippines, Thailandhe UK, US and Vietnam.

Lesure Traveller StudyFGDY; conducted in October 2014 in South Korea to gain a deeper understanding of South Korean travellers, including their travel
motivations and habits, as well as attitude towards and perception of Singapore.

Visitor Experience Stud(VESY, conducted annually in Singapore since 2014, covering Leisure and BTMICE visitors from 14 top source markets to gain a dd
understanding of the experiences they consume here and-postal satisfaction with their Singapore experiences.
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About The Market

Population (million) @ 51.4 (May 2015)

2011: 12.7
Total Outbound Travel 2012: 13.7
(million) @ 2013: 15.0
2014: 15.5

China
Japan
USA
Thailand
Philippines

Top 5 Travel Destinations
in 2013Y(6000)

Leisure:
Business
Education:
Others:

Type of Outbound Trips ©

Seasonality of All Outbound
0000)

Trips (0008®00

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

5 | STB Market Insightg South Korea



The South Korean Traveller

The South Korean economipas rebounded strongly since the 20309 global economic
downturn. In 2014 South Koreasaw GDP growth 08% yearon-year (based on US$rnd since
2011 grew at a CAGR of 6.5%. This in turn, has driven upthe disposable incomef South
Koreans, along withtheir appetite for international travel. As a result, the number of South
Koreans travelling oversedmsbeen growing at a rate of at least 8% annually sig®11"

With 15.5 million outbound travellers in 2014, South Korea recorded the third largest outbound
market in Asia Pacific, lagging only behind China (40 million) and Japan (17.3 fillliorine with

their highly frequent travels and preference for resdairg travel information online,South
Koreans, especially Seoulites, tend to leeperiencedtravellers who preferthe flexibility of
planning their owntrips, rather than going on fulboard package tours

Outbound travel fromSouth Koreacomprised mostly regional destinationwith 9 out ofthe top

10 destinations visited in 201®ing inAsia®. China and Japan were the most popular outbound
destinationsdue to their close proximity to South Koredihe USAwasthe only non-AsiaPacific
destination to make it to the Top 10 list This couldbe becausethe US is regarded as an
aspirational destinatior{2"-most aspirational destination after Paris/Frafcad the relaxation of
visa requirements since 200&hichhasmadethe countrymore accessibléo South Koreans

( )
Taiwan, 0.4 Arrivals from South Korea in 2013 ('000,000) 4
Cambodia, 0.4
Singapore, 0.5
Vietnam, 0.8
Hong Kong, 0.8
Philippines, 1.2
Thailand, 1.3

Japan, 2.0
China, 4.0

& J

While over 50% of South Koreans travelleds ) _ _ _
domestically on LowCost Carriers (LCC,sne"rtr"fwe',m Korea ;Sml h,a§ an image 9f be,'nAg .

: : _ OPOAI EOI 6 AT A +1 OAAT DPAT DI
FulkService Carriers (FSCS)Nere still O E i C)i A P C‘)I o) E A A OA OO E A A < E E
preferred for international travel ™. South OPAAEAI 8 Al A AAlI 6A OEAO i A
Koreans view travel as premium pursuiand OOAT OPT OHBADET T OBAE AO OAE
thus expect full services when travelling by
air. However, with the emergence of LCCs

offering cheaper alternatives to more

Hakjin Park,

Managing Vice President of Passenger Support

Department, Korean Air Vd
overseas routes, the sharof LCC travel to n
short and midhaul destinationsis expected
to grow.
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Overall Media Landscape

Although terrestrial TV and cable TV consumptinstill relatively high compared to other media,
South Koreans in their 20and 30s are consuming more contet online. While terrestrial TV
maintained its market shardead, it is gradually being erroded by cable TV, including General
Service Channels that cover all content ranging from drama, entertainpeews (e.g. JTBC, TV
Chosun, Channel And MBN) and PayTV ®. Drama and entertainmenivere the most popular
content on TV for viewers across all ages, but viewers in theid28g&the evolution of VideeOn-
Demand (VOD) consumed through multipldevices such as mobilephones tablets, and
computers®.

Given the importance of TV, marketegre increasingly leveraging TV content to drive brand
awareness through product placemesdind branded contentTerrestrial and cable TV advertising
spend led tle advertising market with a 35% share, followed by digital search advertising and
print. Though mobile advertising has the lowest proportion currently, it expererexponential
growth, increasing by69% in 2014,

Although readership of printed newspapers has been on the decline, their content (particularly
that of key newspapers such as Choslogngang, DongA and Maeil) has been actively consumed
by PGAAOAA TTITETA AT A 1TTAEI A DI AOAN Oi © mdieAE
applications and NAVER cast. Brands continue to invest in the key newspgap&snain reasons:

to drive product awareness and cultivate -going relationships so that they may potentially
manage any negative articleB1 order to claim a stakia the important TV marketespecially after
deregulation of the media market in 2009, key newspapers have ventured into the TV network

AO

business. As of 2012, these key newspapers have set up their own General Service Channels (e.g.

TV Chosun by Chosun,BCT by Joongang, Channel A by DeAgnd MBN by Maeil)

Digital Media Environment and Consumption Habits

South Kored IBternet penetration, at over 929 was the highesin Asig and one of the highest
in the world In 204, more than9 in 10South Koreanswere active hternet users which made
digital platforms and communications crucial in the South Korean marlSsiuth Koreaalso
recorded one of theyoungestinternet bases globally, with close to 100% athose agedbetween
10to 39beingInternetusers

On averageSouth Korearinternetusers speni3.9 hours weeklyor 2 hours dailypn theInternet.

They usedthe Internet mainly for socialisingsharingpersonal interess, hobby and leisuregndto

get information ornews. Internet usage also varied widely across age groups, thitse in their

20s dang more Internet shopping andselling (81%)while those aged 30to 40 conducting more
financialtransactiors (72%).

Naver was the most frequentlgccessedsite among SouthKorears, followed byGoogle with
both the Korean (Google.co.kr) and internatiorsile (Google.comYaking the 2°and 3° positions
respectively irthe Top 10 list of most accessed websités
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( )
Top 10 websites in South Kore&?
NAVER
. 4 Daum.net
5 Amazon.com
=
. Naver.com -. 6 Youtube.com
Google.co.kr h 7 Facebook.com
Google.con
8 Ppomppu.co.kr
9 Tistory.com
10 Gmarket.co.kr |
g W,

South Kore& digitallandscape was dominated by local players such as NaveDamah, with

Naver accounting for a 70% market share of online advertising. Other international portals such as
Yahoo! lagged behind these local players. South K@reigital environment is uniquie the sense

that local portal sites handle searches with their own algorithms, rendering Search Engine
Optimisation (SEQO) ineffective. As a result, many brands and companies-bsgZmarketing

(i.e. blog marketing) as the alternative.

South Koreahasone of the most developed and active social media user bases globally. South

Koreans in their 20s and 30s used social media to strengthen relationships with their network of
contacts, while those in their 40s used it to find information andrBRted activties. Facebook

was the largest social media platform in South Korea with over 13 million active users. However,
KakaoStory was the moatsed local social media platform, so government agencies and
businesses used it for marketing and communications. Blegee also very popular among South

Koreans, with 84% of social media users reading or maintaining a blog. Ovethimds of these

OOAOO | AET OAET AA A OIETEEIT I PUGKh 31 OOE +1 O0AAT O
personalised online spaces set up thgh the Cyworld network.

More than half of South Koreamternetusersmade online purchasesverthe pag year, with 23%

doing sowithin the last month “®. The majority of online shoppers transacted using computers
(86%) canpared to smartphones (43%) and laptops (18%). On average, South Korean consumers
made 1.2 purchases per month, with 9% of them making online purchases more than thrice
weekly. Cosmetics formed the most populaitems bought online, followed by
clothing/footwear/sporting goods or accessories, and bookings/reservations (which include both
hotel and restaurant bookings).
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South Korean Visitosto Singapore

2012 2013 2014

LIS 8 I P
6 EOEOI O ! OOl
30% . 26% . Transport
: : $457 $586 . FaB
Tourism Recelpts ' 2% Mm%
($mil/% )** : Shopping

)

Tourism Receipts z per
capita (%)

» = =

19
9 10 | VFR
37 34 :

X

Weekly Flight Statistics

(Flight Freq. to oosn | 12947
Singapore/ Seat 38 45 48
Capacity) | | :

14,494

*All visitors are classified by country of residence unless otherwise stated. Visitor arrivaleiattivigitors arriving by air and sea and f®outh Korearmitizens arriving by
land. **Sightseeing, entertainment and gaming expenditure has been excluded from tourism receipts in the country breakeldsvoatnmercial sensitivity of iarmation.
Other TR Components include expenditure on airfares, port taxes, local transportation, business, medical, educationiawditcass

*** Others include those here for educatidmalthcare work-related purpses, accompanyingassengersnd personal events.



South Korean Visitors to Singapore

In 2014 Visitor ArrivalgVA)from South Koreaeached its highessince 200and was ranke®" in
terms of VAto Singapore whichhad grownat a Compound Annual Growth Rat&€AGR)f 11%
from 2010 to 2014, Of every 3 visitors to Singapore from South Korea, 1 visited &iage for
BTMICE purposes.

Driven bystrong VA growth,TourismReceipts(TR)from South Koreasaw acorresponding CAGR
of 11%from 2010 to 2014.0n the other handPer-Capita ExpendituréPCEyemainedstableover
the same period registeringa CAGR 00.5%. The averagdength of stay (ALOS) amon§outh
Koreanvisitors alscheld steady aR.9 days

In 2014 accommodationmade up the largest component efkpenditure forSouth Korearvisitors

in Singapore(41%), followed by food and beveragy16%) and shoping (2%). Expenditure on
accommodation and food and beveragdacreased steadily by a CAGR 0fl6% and 17%
respectivelyfrom 2010 t02014 Shopping PCE, on the other hand, registered a smalkGRof

only 3% over the same perio@he high expenditure omccommodation could be due to South
Koreangpenchant for comfort when travelling, corroborated by the fact that 4 in 10 South Korean
visitors to Singapore stayed ipscale or luxury hotels.

The South KoreanLeisure Traveller

Needs of the South KoreanLeisure Traveller

South Koreas regardtravel as a wayof (ealingd and ( )
maintaining their personal webeing, as it offes an Top Travel Needs
opportunity to rest and recuperate fronthe stres®s of " § -

daily living ™ They also see travellipas a form of (57)

personal enrichmentto broaden their horizons and ga '

new experiences. Getting away from daily stress

South Korean traveller generallyprefemred short trips
that lasted 5 days or lessnaking regional destinations
popularamong them The reason for this could be th

South Koreans feel it is an imposition on their colleagires Recharging and come back

who have to cover their workload while they are away. full of energy
South Koreans tendo pack as much as possible into |a

single trip and prefer alh-one destinatiors that offer 0
opportunities tounwind along \ith the convenience of

city living. Hence,their ideal destinationwas one thats @ "
relaxing(e.g. beaches), yatloseto the city centre where
they canenjoy a variety of activities and amenities such as.
shopping and sightseeing

Reward myself
Y y,
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Considerations for Travel

Themost important travel consideration for South Koreans
is the needs oftheir travelling companio(s). The travel
decision maker typically considers the needs of all travellir )
on the trip and then works out a budget based on thos
demands.

South Korens who travel without children list budget and

getting value for money as their foremost travel

consideration. In contrast, those travelling with childrer

bi AAA OEAEO AEEI AOAT G0 1 A/A J AT 1T OEA/
latter prefer destinations that offer ugue cultures and

experiences that cannot be found back home. Englisl

speaking destinations are also popular as they provide tf 2

opportunity for children to practice speaking the language.

Family travellers also prefer morgestination travel as they deem tioo tiring to travel to several

countries in a single trip.

Planning and Booking Trends

The majority of South Korean travellers planned and booked their trips only within a month of
their travel dates. This could be attributed to the fact that mosttbéir trips were to familiar
regional destinations that require less plannifig

Scheduled school holidays during the months of December/January and August were the most
popular travel periods for family travellers. Thod®t travelled with friends, spouse or partners
tended to take advantage of public holidays and long weekends. Increasingly, the latter are
travelling during the Seollal Holiday in January/February and the-AMithmn Festival in
Septenber, which are tradibnally reserved for family reunions.

Being relatively experienced and Internsavvy travellers, South Koreans are comfortable making
travel bookings online, either via travel agents and aggregator websites or directly from airlines or
accommodation proiders. Unlike other consumers that tend to make price comparisons on
multiple channels before booking (such as those from Hong Kong or China), South Korean
travellers consulted an average of just 1.6 channels prior to booking. This might explain their
preference for aggregator websites, which allow them to book multiple trip composdagether,

or online travel agents that offer airtel (airfare and hotel) atay-tour packages.

Information Sources Before and During Travel

South Koreans conducted most dieir pre-trip research online through search engines such as
Naver and Google, and preferred websites that offer travel content and booking options in their
native language.
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They also preferred usagenerated content such as travel blogs and forums,chilthey consider
richer, less biased and most up to date. Examples of such content include travel blogs and forums,
which South Koreans regarded as the most useful information soufdes-commercial ogs

were considered the most trusted sources, followsgd Naver Cafes (forums) because the content

on these sites contain firdtand accounts contributed by viers to the destinations. Websites of
National Tourism Organisation®\N{T Os)were mainly accessed for the downloading efeuchers,

deals and officibguidebooks*?

Recommendations from relatives and friends who had lived in or travelled to the desired
destinations were the most trusted offline sources of information. South Korean travellers also

relied on brochures frontravel agents or tour operators, followed by travel guidebooks. Travel
magazines were less trusted because they were perceived to contain sponsored articles. South

Korean celebrities or key opinion leaders (KOLs) played an important role in raising asareh

or inspiring visits to travel destinatiod¥’. For example, air ticket sales to Istanbul, Barcelona and

6 EAT OEAT Ah xEAOA OEA EOCAIT U DibpdI A0 DPOI COAITAOG
&1 1T xAOO6h AT AxAOOBOxAOAO AL | AARh ET AOAAOGAA AU X Wi
20149 International celebrities tend to havkessinfluence over the travel decisions of South

Koreans

During their travels, online sources such as tlaexiew sites and search engines continued to be

the most popular channels for gathering information and also served to complement offline
sources such as travel guidebooks. South Korean travellers tended to rely on these online sources
for information onshopping, dining and attractions during their trips. Many also turned to mobile
applications for dining recommendations. Travel review forums or websites were very popular
because of the swift responses provided by other users. One South Korean tranegltmted
receivinga reply within minutes of posting a request for recommendations for gpa€ddiatricians

to treat her sick child during a trip®)

Advocacy

When it comes to sharing their travel experiencaselatively igh 40% of South Korean travellers
surveyed said they were likely to post their experiences online or talk to family and friends about
it. In terms of online sharing, they would either blog about it or post pictures on social media sites
both while at thedestination and after their trif*®.

South Korean Leisure Visitors in
Singapore

South Korean leisure travellers perceive Singapore as a safe destination that is relatively accessible
and easy to get around. They view tisdand as a place thatan offerthem a resoristyle travel
experience and sightseeing options at the same time. This fulfilled their top travel needs of
escaping from the daily grind and the flexibility of trip plannifhgy South Korean visitorstayed in
Singaporefor an average o8 nights.
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In 2014, 7 in 10 South Korean leisure visitors to Singaporefirstrme visitors*®. Among their
top reasons wagisiting friends and relatives, andhe fact that Singapore fulfilled their need for an
all-in-one destination that combines beaches and city amenities.

About 40% of South Korean visitors to Singapore came as part of wdegfination trips. Most of
them visited Indonesia (42%), followed Malaysia (19%), Vietnam (9%) and Hong Kong (9%) on
the same trip.

Leisure Activities in Singapore

-1 OA OEAT ¢om 1T &£ 31 00E +1 OAAT OEOEdP Gldchwasi A OI
significantly higher thanE A C1 1T AAT AOAOACA T &£ Yim8 ! DAOO £OI i

Chinatown, the Integrated Resorts, Merlion Park, Sentosa and Gardens by the Bay wen®she
popular places for sightseeing (in descending order of preference). The popularity of Chinatown
could be attributed to the fact that South Korean travellers, coming from a homogeneous society,
appreciate learning more about other cultures when abr8adAs for the popularity of Marina Bay
Sands, anecdotal evidence points to the fact that many South Koreans know it was built by a
South Korean construction company and thus feel compelled to visit it as a result of nigtidce.

Unlike in other top source marketsshopping was not one of the top activities for South Korean

visitors in Singaporewhichcorresponded with the lovwshopping spend recordedrhis could be

attributed to the fact that Singapore was not perceivada shopping destinatioin comparisorto

other regional cities such as Thailanénd Hong Kong.Whenthey did shop, the most popular

shopping areaswvere Changi Airport, Orchard Road, Chinatowtihhe Marina Bayarea (Marina

Sauare Raffles City/ Suntec) andarina Bay SandgThe Shoppes They spent most o0 & AOEET 1

AT A 1 AAAOGOT OEAOGSENh AT 11T -hAAO7ARU 1 O AIOIGA AATRR EAAOIOMBANS
31 OOAPEOOG

Barriers to Visiting Singapore

Cost and a general lack® Ax AOAT AOO 1T £ Gwele thk ke) badiert o dsiting/EAA OET
Singapore™). South Korean travellers perceived Singapore to be expensbraparedto other

countries in the regionMany who had never \ited Singapae were not inclined to find out more

about its offerings and continue to think that Singapore lacks unique tourist experiences or new
attractions. In surveys conducted, many South Korean respondents mentionedknein

landmarks such as the Merlion andhliha Bay Sands, and were unaware of newer attractions such

as Gardens by the Bay or the Marine Life P&tk

Nevertheless there are good reasons why Singapore could be attractiv€dath Korean family

travellers:It is peceived as a clean and safe Englggieaking country, traits desired by South

Korean parents travelling with children. They see the English language as impddattteir

AEEI AOAT 60 AAOGAAOQCEIT AT A EOOOOAh-speaking cottie® O x AT O
through travel. Naturally, parents also appreciate a safe travel environment for their families.
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South Korean BTMICE Visitor In
Singapore

In 2014,South Koreawas ranked the 3°-largest business travel market iAsia and8"-largest
globally, with business travel expenditure growirlly anaverageof 6% annually over the last
decade”. The aggressive overseas expansion undertaken by many large conglomechtebpls
in South Koreasincethe 1990s was one of the key contributors to strongtbound business
travel.

BTMICE VA grew at a CAGR of 0.5% over 2010 to Zaldh ~
+1 OAABO "4-)#% 42 3ATA0EO0 EARIINAGR GG Expbrditire ih £
TR with a Per Capita Expenditure (PCE) that was Bfffter | singapore (per trip)

than that of a leisure visitor (S$1,561 vs. S$921 respectively).

Approximately 60% of BTMICE expenditure was contributgd
by Accommodatiors, followed by F&E~20%) More BTMICE
visitors from South Korea (80%) chose to stay at raitd
highertier hotels compared to the average BTMICE visitor
Singapore (60%).

S$ 1,561

Average Length of Stay in
(o . .
Singapore (per trip)

4 out of 5BTMICE visitors to Singaporeere male, the 2.9 days
majority of which were senior management or decisior\_ y
makers.Almost 9 in 10 BTMICE travellers from South Koeegagedin some leisure adtities
while on businessn the islandcity. However less than in 10indicated that they wouldextend
their business trips for leisul®”. 4 EEO AT O1 A AA AAAAOOA EO xAO ACAE
policies On avera@, South Korean BTMICE visitors stayed for 2.9 daygingaporée™®.

The majority of South Korean BTMICE visitors to Singapore were repeat vidittwse to 80%)
with about90% havingoeen to Singapore in the pagear.

Information Sources

Typically, South Korean BTMICE visitors do not conducttgperesearch. During their trip, most

of them (63%) relied on friends, family or colleagues residing in Singapore as their main sources of
information. Because of the languadmrrier, South Korean BTMICE visitors preferred not to seek
information faceto-face, such as from hotel concierges or taxi drivers. Therefore, a possible way
of availing information to them would be arrival guides in Korean with content customised for
time-strapped BTMICE travellers.

South KoreanB T MI CE \Leisie Acbiwvitiss’

South KoreanBTMICE visitorgypically worked beyond standard office hours even during their
trips. While 41% o#ll BTMICE visitorsurveyedfor the Business Traveller Studgilocated the

14 | STB Market Insightg South Korea



period from 6pmto 9pm for leisure activities61% ofSouth Korean BTMICE visitors alloedtthat
sameperiod for work ‘9. After-hours entertainmentwas consideredn official work commitment
and an importantavenuefor building relationshipswith colleagues or clients

While shoppingbuying items that refleced the local identity of the destinatiorwas the most
important considerationfor South Korean BTMIC#sitors The preference forQocalb items was
significantly higher than other markets surveyed, and travellers almigdt obligated to buy
something for their colleagues to thank them fopveringtheir dutieswhile they were awayAs
such, the gifs musteither be premium (eitherin valueand/orquality) or unique to the destination.

Findings and Implications

With increasing competition when it comes attracting South Koreanswho are largely

experienced travellers that want distinctive experiencest is a challenge to engage them and

create a sudinable desire to travel to a particular destination. The main reason for South Korean

leisure travellers not visiting Singapore is a lack of awareness of what the destination offers. It is
therefore imperative that news, offerings and updates about SingapAd O O OOEOI OAA
communicated to them regularly. This should be done for the BTMICE segment as well.

Below are the key insights and opportunities we have identified:

Finding #1: Leverage the right celebrities and influencers to drive awareness an d
the desire to consume the experience personally

With content disseminatedacross all media platformsmarketas in South Korea compet
intensively to stand outApart from developing the right contentit is therefore critical to deliver
the content sucessfully tothe targetedconsumersn a timelyfashion

Many successful marketing campaignse popular celebrities and influencers, such as power
bloggers to drive brand messdgg or product awarenesss suchproduct placements in popular
Korean drama and variety showare common with their influenceextendng beyond the shore

of South KoreaMost consumer productgnd servicesn South Korea are endorsed byKorean
celebriieswhile power Hoggerswere frequently used to drive awarenessproductsand services
Though South Koreanconsumerswere aware that these bloggers angart of the marketing
process their endorsementswere still an important avenue for informatiomn products or
services.

Destinations are also competing to increase their ighaf the lucrative Korean outbound market

by working with media partners and celebrities. This is an approach that has proven to be
AREEAAOEOAS &1 O AgAi PI Ah OEA O' OAT ADAOT3EOOAQOT" I
travel to thefeatureddestinations, benefiting markets such as Taiwan, Peru and Croatia.
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Tips for the Industry:

A Food is a trendy topic in South Korea now
Food has been the hottest trendingpicET 317 OOE +1 OAA OET AA
passionfor food andtheir tendency to experiencd A A O O EdltukeQtiEdudh obd, the
unigueness oits dining experiences is something to highlight

A Work with popular Korean influencers
These influencersauld be celebrities, TV personalities or bloggers. They are critical in
delivering content amids8 | O OE ellttededl Aédia landscape.

Finding #2: Play up the uniqueness of Singapore as a modern city offering
exciting and exceptional experiences that they cannot find back home

South Koreans who haveemer visited Singaporethink it is no different from other cities such as

Hong Kong, or even Seoul, albeit more expensive and further to travel to. In addition, they
inevitably compare the cost of travelling to Singapore with that of neighbouring Southeast Asian
countries.4 EAOA £ OAh xEAT |1 AOEAOGET ¢ 3ET CADPI OA ET 31 OC
offerings has to be explicit

Our researchhasindicated that South Korean travellers are not excited by there fact that
Singapore is home tonany cultures. If they wanted to experiencdifferent cultures, such as
Chineseor Indian cultures, they wdd travel to China or IndiaHowever, what South Korean
travellers could be interested in is discovering how Singap@assuccessfully blended and shaped
its myriad cultues to create a distinctive Singapore identity. Immersioal&important to them,
and where possibleSouth Korean travellersvould like to participate in local activities and
festivities.

Tips for the Industry:

A Not just good for business, but an exciting leisure destination.
To change their perception, communications should play up the excitement and fun
Singapore has to offer, and the fact that Singapdeea travel destination providing
diverse and unique experiences. This will attract both leisure and BTMICE visitors.
A Showcase uniqueness and authenticity
While Singapore is a wethown cosmopolitan city, South Korean visitors want origir
experiencedhat are unique to Singapore and that will create distinctive ameimorable
AobDAOEAT AAO8 4EAOCA AoPAOEAT AAOG AT Odulidire
(e.g. participating in cultural activities, experiencingthe Singapore lifestyle)enjoying
one-of-a-kind attractions to tastinglocal dishes.

F nding #3: 0 Heal i ntigael need; hamight eage,osafétyaand
convenience to further reinforce the message

WhenSouth Koreandravel, it is the only time they cabreak away from the stresses of work and
rejuvenate. The ability to offer an environment in which they can fully relax and experprae
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of mind while travelling are unique selling points that Singapore can highlight. To further alleviate
the stress of travelling, information should be easily accessible and availabikeeilKorean
language

Within a quick &ay trip, which is the dation preferred by most South Korean travellers,

Singapore offers the safety and convenience that meet their needs, especially those with children.

Often, when marketing Singapore we do not highlight our high hygiene standards, but these are

critical factd O OEAO COAAOI U ATl i Pl AT AT O 3ET CADPI OAGO AAOC

Tips for the Industry:

A Koreanlanguage information and collaterals are a MUST

For South Koreans, a pain point when travelling is the language barrier. They ne
consume information in Korean both be#® arrival and during their trips. They re
heavily on Korean content online to make travel decisions or plan their itineraries. At
destination, they feel more comfortable receiving information in their native langua|
Therefore if signages or infmation are not available in Korean, mobile applications
even audio guides that can be downloaded in advance and used during the trip co
developed.
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