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Volume 2: East Asian Market Promotion

EXECUTIVE SUMMARY

2. East Asian Market Promotion

2.1 Background and Objectives

Despite its total market size, East Asia is currently a
comparatively small market for South Africa, e.g., with about
65,000 arrivals in 2000 from the five countries subject to
study (Japan, Korea, Hong Kong, Singapore, and Taiwan),
accounting for 1.1% of total visitor arrivals and 4.3% of total
arrivals from overseas (excluding those from Africa).

Japan, with 18 million people travelling abroad a year, is a
market where a significant number of people have gained
international travel experiences, of which many could

Background: potentially consider South Africa as their next destination.
Tapping into the East A high level of income coupled with the increasing travel
Asian market would experience is an important factor that could draw more
prove to be highly Japanese to long-haul destinations such as South Africa.
lucrative Other parts of East Asia including Hong Kong and

Singapore also show these tendencies, and still others like
Korea, Taiwan and some of the Southeast Asian countries
will soon be reaching this point as their income level and
travel experience increase further.

East Asian outbound travellers have grown fastest in the
world and are also known as big spenders. South Africa’s
attempt to capture this opportunity will benefit its tourism
sector with high return.

Objective:

Increase East Asian Tourists
&
Foreign Exchange earnings

Form ulating a Prom otion Strategy
&
Action Plan
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Objectives:

To increase the number of East Asian tourists to South

Africa generating more foreign exchange earnings.

Objectives & Emphasis Emphasis:
Putting much emphasis on formulating plans that are of
realistic, concrete measures immediately implementable, so
that tangible results would be brought about in the soonest
time possible.

2.2 Present Situations

—Japan

Taiw an
e—Hong Kong
Malaysia

Korea

Long-Haul Tourist
Arrivals from Largest
——sSingapore Source Markets (2000)

® Stagnantgrowth
® Butgood sign: Japanese AustréliaA-
20% up in Jan-June 2001 Belgium Emmp

LA 138,195

SWirciEQGl 133,181

Arrivals from East Asian have been generally stagnant in the
past several years - much room for improving the situation.

Good sign is that Japanese travellers went up by 20% in
Jan-June 2001.

The number of arrivals is not big but, the total arrival figure
comes after the top five “long-haul” markets if summed up
for the five source markets of Japan, Hong Kong, Singapore,
Taiwan and Korea.

Arrivals from East Asia
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East Asia Promotion means reducing seasonality.

Fluctuation of monthly arrivals in 2000 (Ave. = 1.0)

Europeans vs. Japanese Europeans vs. Other Asians

1.60

1.40

1.20

1.00

0.80

0.60

0.40

S O & & @
W @ R @é N

N O > &R O
PN 6& (o & P

: === Other Asia
Outbound I ) EUCEE
o
Q

Incl. visitors from Hong Kong,
Singapore, Korea and Taiwan

The proportion of East Asian arrivals during low season in
the annual arrivals is higher than that for European tourists.

Reducing seasonality Developing this market will contribute to flattening

seasonality and have a positive impact on cash flows of the
tourism industry in general.

Understanding the East Asian Market

Using Surveys

-Japan

-Korea, Hong Kong,
I I
Ope elo Singapore & Taiwan

-South Africa

Vs Iitors Prom otion
to S A Measures
- Japan
Airportinterview - Dubai

Operators’ interview surveys in five target countries and SA
were done.

Understanding the East Ap interview survey of East Asian tourists at Johannesburg

Asian

market  using and Cape Town Airports; and

survey results

A survey on promotion measures in both Japan and Dubai
as a successful case in East Asian tourists’ promotion.
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2.3 Assessment
A ction Plan Formulation was made as follows

A ssessm ent
M ark et T ourist

Segm ents Blarriens Draw Cards

—

Prom otion Strategy

—

Prom otion Action Plan

M arket Assessment was made in three aspects

The three parts results of Understanding the market segments and potentials;

market assessment Existing barriers against desirable growth and how to crack

) ) them down; and
Promotion strategies and

an action plan were based Tourist draw cards or selling points of South African tourism
on these assessment powerful enough to attract tourists from Eat Asia.

Current Segments of East Asian Visitors are Apparent

Age Distribution of Package Tourists to SA

80 %
WJapan 98k EHong Kong
60 % ESingapore -
CiKorea 0% ETaiwan
40 %
0 %
0 %
0 %
0% ]
v
Japan: Senior dominant ® Middle age/over dominant
Korea: Similar but younger ® Younger segments also
(youth also non-negligible) comparatively large

Source: Major South African ground operators handling East Asian tourists

Japan: over 60 years of age, or senior.

Korea: similar to Japanese tourists, but younger, young
segment from Korea, particularly students, is not negligible.

Others: middle aged people, including 40s and 50s, but the

proportion of younger segments including 20s and 30s are
comparatively large.

Market segment
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Reasons for Choosing South Africa are Concentrated.

Survey Results: “Holiday” Tourists

90 % 0%
809 0% EHong Kong
50% mJapan oot @ Singapore
o6 COKorea e 00 W Taiw an
:: 40%
0% 0%
0% 0%
0% 0%
09

® Attracted to “scenic/naturalwonder” & “wildlife/flora & fauna”
® Victoria Falls is essential for Japanese
® “Value for money” is low

The first is scenic beauty and natural wonder, and the
second is wildlife and flora & fauna.

Primary reasons for Japanese tourists are attracted also to major tourist

choosing South Africa attractions in neighbouring countries including Victoria Falls
and Chobe National Park.

Value for money for their trip to South Africa is not high.

East Asian Visitors are Experienced Travelers.
Survey Results: “Holiday” Tourists

: Average Total
Pastoverseas travel experience .
P Expenditure (US$

W10 times/more
[@5-9 times

Hong Kong

Singapore

Taiwan

2
<)
o
«
o
n

1,000 2,000 3,000 4,000 5,000

A large part of tourists have more than 10 times of previous

overseas travel experience, and most of them have five
times or more.

Japanese spend about 4,500 US dollars on the average,
and those from other countries spend 2,000 to 2,600 dollars.

They are good customers although they may not be easy to
satisfy.

East Asian travellers are
experienced
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Penetration into East Asian Market is Minimal.

W Arrivals in SA
O Total outbound

Outbound: 50 or over

QA
0 O’@ &O \9/,7 . almost

op 7?2 Q 7 >
0.14% 0.16% 94,09@'0 % JQ,OQ negligible

0.14%% {So0.22% ¢
Market Share : 0.16%™ 0.42%

Current stage: just the beginning

Potentials: Current penetration into East Asian Market is so little (0.15%
Current penetration is low to 0.2%).

However, significant potential for future  market

Significant potential for development.

future development

W hat are Barriers to South African Tourism ?

e Awareness e Negative image

SERMERNURAENN | M arket exposure

e Faraway e Product appeal

Product e High price

Agents e Passive to sell SA
Operators e Inform ation on SA

e Seat capacity

Alirlines e Direct flights

Prom otion e Budget e Collaboration
activity e Piesence
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Potential consumers: low awareness of South Africa; low
media exposure; and negative images about South Africa,
particularly the security problem.

Barriers: Tourism product: faraway destination for East Asians;

. expensive; and overall product appeal is relatively weak.
Potential consumers P P PP y

Tour operators and travel agencies in the source market are

Tourism products generally passive in selling tours because this business is
currently not attractive to them and they do not know well
Agents/operators enough about South African tourism.

Airlines seat capacity is insufficient and there are no direct

Airlines flights except for Hong Kong, Singapore and Bangkok.

Promotion activities Institutionally, there is low promotion budget, non-existence
of the representative office of SA Tourism except in Japan;
and insufficient collaboration among SA Tourism, South
African embassies and South African Airways.

Barrier No.1 : Little Awareness & Negative Image

General Destination Negative
Awareness Awareness Image
j Security
. Knowledge Low media Asian concern
inherently poor exposure Japan: Top concern
I I hindering overseas travel
Media Mostly satisfied
disinterest with the trip

10% 20% 30% 40%

el o
Not cost effective| Much room for |eVisible police

to tackle improving ®Improve market
awareness image

It is quite difficult and not cost effective to rapidly enhance
East Asians’ “general” awareness of South Africa.

) Much easier to improve the awareness of South Africa in the
Barriers: Consumer target segment, because who actually visited South Africa

) are mostly satisfied with their trip, and willing to tell the story
Little awareness & to the others.

negative Image

Very important to recognize that the perceived lack of safety
is a major barrier, particularly in this security-conscious
market like Japanese.
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Barrier No.2 : Faraway & High Price

Standard Japanese Package Tours

e Tour Price

Packag

South Africa
||

Kenya I

South Africa

Kenya

South America South America

Australia Australia

Canada Canada

London London

Paris

- |
[ 1]
-
Paris I
- |

[ ]
| T

Italy Italy

e 0
Incl. transit time

(0] 1000 2000 3000 4000
uss

Product appeal is extremely important

Source: Asahi Newspaper, Playguide Tour, Look JTB, World Air Service, Eurasia Travel

The price level of package tours to South Africa is no
comparison with the tours to Europe, and is comparable to

Barriers: Product South America.
) ] While there is a limit in flight time reduction, the tour price
Faraway & high price could go down as tourist volume increases, but not in the
~ short-term.

Product appeal is N )

extremely important Under these unfavourable conditions, product appeal is
critically important for tourism promotion in the East Asian
market.

Barrier No.3 : Passive Operators and Agents

Overseas Travel Type (Japan) Large Travel Agencies (Japan)

WmPackage tour Oindividual OOthers

0% 20% 40% 60 % 80% 100%

v

® Package tour dominant ® Passive as aresult

® Operators/agents quite ® Need to “"PUSH”
influential operators/agents

Low Low media
awareness exposure
v
Low & uncertain

demand

Overall
average

Seniormen

Senior
women

Middle-aged
women

=
Avoid risky

investment
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Japanese
Agents/Operators:

Operators/Agents are

influential

Package tour dominant

Need to “PUSH”
operators/agents
Give  them stronger

motivation to sell South
Africa

Important Information Source
“Holiday” Travelers to SA

Operators and agents are very influential especially in
Japan. They are quite influential on the decision making of
potential tourists.

Package tour sold by agents, is a dominant form in the entire
overseas travel market, and this tendency gets stronger for
senior and middle age segments.

Currently, the power of operators and agents is significantly
underutilized; even the very basic effort such as provision of
information on South Africa is in short supply.

Critically important to “push” influential operators and agents
and let them actively sell South African tours. Significant
effect can be expected if giving them a stronger motivation

Comments from many of the operators interviewed revealed
that South Africa has a good potential to achieve significant
growth in their markets easily at least up to three times as
much as the current number, if promotion activities are
actively done.

Power of marketers
underutilized

B Tour brochure OGuidebooks OWord of mouth OWeb/internet

NEVED

Korea

Hong Kong

Asian operators and

agents generally
very influential

= m

Singapore

Lack of inform ation

Taiwan

on South Africa

0% 20% 40%

Source: East Asian departing passenger survey

Other East Asian
Agents/Operators:
Operators/Agents are
influential

Broachers are the
primary source for

choosing trip

60% 80% 100%

v

Give them stronger
motivation to sell
South Africa

Operators and agents are very influential not only in Japan
but in other Asian countries as well.

Among the holiday travellers to South Africa, tour brochure
is the top important information source about the tour to
South Africa “before” they made a trip.

Currently, however, the power of such influential operators
and agents is significantly under-utilized.

Significant effect may be expected if giving them stronger
motivation to market South African tours.
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How should we Market South Africa ?
Powerful Draw Cards Typical Package Tours
. e Table Mt. Viic Falls
scenic e Cape Point Chobe
W onders e Cape Town b Y
?rgéoria’
2 2 e Flowers g burg
Wiild life e Variety of
Flora & Fauna LIRS
; e Sun City,
=R AN AR N NN ¢ Pilanesberg
& Others (EchJapan.)
e Blue Train
. . e Vic. Falls
Nieighboring e Chobe N.P.
Countries e Kalahari
(For Japan)

The distance between powerful destinations requires air

transport, it is difficult, for example, to include Kruger
Tourist Draw Cards: National Park in typical package tours, and instead
Japanese operators include Chobe National Park in
Botswana that can be easily accessed from Victoria Falls,
which is essential for Japanese typical package tours to
Distance between tourists  South Africa.
draw cards is another
issue

Powerful draw cards do
exist but not many

For other East Asian markets, Sun City is a must, and the
tours typically include game viewing at Pilanesberg, rather
than at Kruger National Park.

South Africa Overall -
Cape Town HOllda
Wine Route] -
Tourists
Blue Train|
Cultural/ Histosr_i;:al % Of th ose
Chobe N.P ratlng as
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% “ G O O D -
Hong Kong Singapore Taiwan

South Africa Overall

Cape Town
Wine Route

|
\
\
Blue Trainfl— ‘

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% 20% 40% 60% 80% 100%

Note: Blank items are those with small sample.

The rating of “South Africa Overall”, which is not particularly
high for most of these markets. Even Cape Town is rated

Importance to Enhance lower than Victoria Falls.

Product Appeal Extremely important to further strengthen the existing major
draw card destinations, since they are the ones that have a
truly strong tourist drawing power in East Asia.
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Enhancing Product Value can be Done.
Principle of Branding Cost Effective Measures

Total Brand Major Tourist Sites
Value = ® \World-class site
presentation

® Interpretation

® Visitor facilitati

Fundamental
Value

Informational
Value

Attract
Promotion channel
i & media
® Provide val u/e-F
adding information

® Strengthen “Fundamental | | @ Feature valued

Value” _ add-on products
® Add “Informational Value” (besides major ones)

Peripheral
Value

Source: The Manual of The Brand Marketing Strategy, 2001

The basic and effective approach is to strengthen the
fundamental value, and add some informational value.

Cost effective measures in the relatively short term include:

Improve the way to present the major tourist sites to visitors

including introducing world-class presentation, interpretation
Enhancing Product Value and visitor facilitation.

On the promotion side, it is effective to provide value-adding
information and stories about the draw card attractions. This
would work for capturing the interest of marketers or tour
operators and various kinds of media in the source market.

Take cost effective
measures

Another important measure is to feature valued add-on
products that will enhance the value of the existing powerful
draw card attractions and destinations.
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Quality and Services must also be Improved.

Hotel servid

Tourist informatio|
Souvenir (qualit
Restaurants (food/men

Tourist transpo
Tourist guid

Sanitary conditio|
Customs & immigratio|

20% 40%

Hong Kong

Hotel servic

Tourist informatio
Souvenir (qualit
Restaurants (food/men

Tourist transpo

Korea

Holiday
Tourists

% of those

rating as
60% 80% 100% f| 0% 20% 40% 60% 80% 100% “GOOoD”
Singapore Taiwan

Tourist guid

Sanitary conditio|
Customs & immigratio|

20% 40%

All  kinds of tourist
services are not rated
highly

Need to get serious

20% 40%

60% 80% 100%

20% 40%

60% 80% 100% 60% 80% 100%

Generally, tourists’ services are not rated highly by East
Asian tourists, particularly by Japanese, Koreans and
tourists from Hong Kong.

If targeting East Asians who are used to high quality service
in their own countries, there is much room for improvement
in tourist service in general in order to meet the standard
expected by them.

We can Learn from Dubai’s Experience

Learning from Successful
cases in Dubai for East
Asian tourists promotion

Principles can be
transferred to South
African promotion
strategy

Dubai claims as a completely safe destination.

Offers a superlative experience with customization to source
markets. Staffs in representative offices are trusted to
promote the destination as best fits the source market.

Devotion to customer satisfaction and commitment by all
relevant players, including Department of Tourism,
Commercial Marketing, Departments of Civil Aviation,
Immigration, and Police, etc.

Aggressively packaged and offers concentrated visitor
experience, which is an important consideration for East
Asian tourists.

In short, Dubai’s success is due to the devotion of all those
concerned with tourism sector, both public and private,
attempting to enhance the value of total tourist services and
achieving customers’ satisfaction.
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2.4 Promotion Strategy

Strategy: Target Segments - Japan
Japanese Outbound Travelers Assessment

Current Segments
: - Senior/middle-age
- ! - Potential

040s

m30s ' -V d
I lI =so: : ery goo

Marketers

N
. ; - Reluctant to attract
mENE : young & FIT

1990 1995 2000 1990 1995 2000 e ——
Immediate Focus

® Seniors: 65 /over
(Couplel/single)

agac T ® Empty Nesters

women (55-65)
I N I

0.0 0.5 1.0 1.5 2.0 o M]ddle Aqe/OVGI’
Note: Middle-aged: 45-59; Elderly: 60/over; Single: men=18-44, women=18-29 M arr ] e d W omen

single
men

women

Midd le-
aged

Middle-

Elderly

Source: Japanese Ministry of Justice, JTB Overseas Travelers Survey

Promotion Strategy for The best, most cost-effective strategy is to target the
Japanese market segments that are the easiest to penetrate. These segments

are the senior market, either couple or single; empty nesters
Target the segments that whose children have already grown up and left their home;
are the easiest to andmarried women who are middle aged or over.

penetrate Average spending proves that those are capable to afford

the travel to South Africa.

Strategy: Phased Approach

Positioning in Japanese Market Other Asia: Immediate

Di if
tol\\//v%rrsalsy Hong Kong

Inefficient yommg e Singapore & Taiwan

g%' segments

Z l\ Middle age / over
SO
IS

Young & monied
‘ Senior
Short- Empty nester

professionals
Business/ MICE/ VFR

term  Mid-age women
Low High Korea

Students (esp Taiwan)
Penetration into Each Segment

Senior market

MO

siuawbas BulnLy Jo AlIsianlg

® Senior
® Go for easiest segments ® Middle age
® Achieve critical mass (50,000) || ® Business/ MICE
® Then diversify the focus ® Youth (Students)
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Phased approach is

recommended

Go for easiest segments

Achieve critical mass
first then, diversify the
focus

Same approach can be
used for other East Asian
markets

For Japanese market, in the short term (3 years), promotion
activities should be focused on the existing predominant
segments. Once the annual arrival figure reaches a critical
mass of 50,000, then diversify the focus towards younger
segments.

Specifically, the immediate and short-term target segments
for Hong Kong, Singapore and Taiwan should include those
as shown in the box, and the immediate target segments for
Korea should include those as shown in the box.

Strategy should be as follows from Market Perspective

Push

Marketers

Concerted
Effort

Enhance
Product Appeal

® Take advantage
of their power

® Collaborate
aggressively

® Information &
incentives

® Provide
value-adding
information

® SA Tourism,
embassies &
SAA

® Consistent,
synergistic
activities

® Strengthen

tourist draw
cards

® Economies of
scale

® Effective use
of media

“From Market Perspectives”

Push marketers
Enhance product appeal

Concerted effort

Push marketers to actively sell South Africa. It's quite
effective to take advantage of their power by aggressively
collaborating with powerful operators and agents and
providing information and incentives valuable to them.

It is essential to enhance product appeal from the East
Asian perspective. The existing powerful tourist draws
should be strengthened and media attention should be
captured by providing value-adding information, featuring
valued add-on products, and improving the presentation of
major tourist sites.

All  promotion activities should be carried out by
well-coordinated collaboration among SA  Tourism,
embassies in the source markets and South African

Airways. Information and image to be delivered should be
consistent and synergy of activities should always be taken
into account
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2.5 Promotion Action Plan

Action Plan - Japan

/ Framework \\
/ SA Tourism Tour \\
gm&)assy & | Operators Staggered PKG

N

Phased Media
Promotion

Tie-in Tour Development

- Product Enrichment

- Adding Informational
Value

Immediate /
Short Term
(1 — 3 years)

Framework for the
Japanese market action
plan
Establish
collaborative working
arrangement among
South African promotion
bodies

close

Working closely  with
marketers
The series of actions

should be undertaken in
phases

® Senior (60 over, couple & single)
® Empty Nester (55-65, couple)
® Middle age / over: Women (45-65)

Firstly, South African promotion bodies in the source market,
including, SA Tourism, embassy and South African Airways,
establish a close collaborative working arrangement, and
then initiate close joint marketing relationship with some of
the major Japanese tour operators and travel agencies.

Working closely with these operators, and using attractive
and appealing information package, active media promotion
should be undertaken in phases by tie-up with these
operators. And at the same time, package tours that are
consistent with this media promotion should be developed
and advertised jointly by these operators and the South
African promotion bodies.

In this process, it is essential to select and use the media
that can effectively reach these short-term target segments.

Very importantly, this series of actions should be undertaken
in phases or in waves in order to make this framework
effective.
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Action Plan - Japan

Consolidation
of Trade Tie

STAT TTo U ris
Em bassy
SWAWA

Clear
essage

Travel
Inidiu sitry,

Determination

Closer ties Further
with 5 TOs AEﬁﬂ@;ﬁﬁ Expansion
® TO in-house Actiloins
seminars I Geogiraphy
® Costsharing Expand

-Brochures

PPT / New PKG

2nd / 3rd

Accelerate
Appeal to
Media

1st Year

>

Focused
Approach

Expanded
Actions

® Focused ads
® In-house

seminars .

. . Tie-in

Y EdltorlaIC
New

New Appeal

: ls:oocpuesrgtt:ioarl?js S Tie-in J National paper
. go 3emtinars M agazine Ads stb
roauc PPT o
planning tri——JEXpand ren?:egtsi?)};
® SA event / fair # New b KG
In the initial three months, consolidate trade ties, specifically
by announcing the determination of South Africa to
penetrate into Japanese market using trade media.
Then select 5 Japanese tour operators that are keen on
selling South Africa, and advertise package tours through
tie-in with these operators, by using right magazines for the
target segments.
At the same time, offer Product Planning Trip (PPT) to the
selected operators to develop new package tours. This
process is a preparation for the next phase.
Immediate actions The second phase is to take focused actions by establishing
(1-3yeas) closer relationship with the chosen operators. In-house

Consolidation of

Trade Tie
Focused approach
Expanded actions

Accelerate
media

appeal

the

to

seminars for these operators should be held for their Tokyo
and Osaka branches to upgrade the capacity of frontline
sales clerks.

Simultaneously, provide cost-sharing support for brochure
production for the package tours developed in the previous
phase. And then advertise these new package tours in more
magazines.

The next phase is to expand previous actions and, introduce
new promotion activities including national newspaper ads
with tie-in tour packages newly developed by PPT, a South
African embassy reception to help promote the launch of the
newly developed packages.

In the second and third year, further expand all activities in
various dimensions including geographic expansion of
in-house seminar, introducing and placing ads on new
attractions, approaching TV directors and program
producers, introducing magazine editorials, assigning
celebrity figures matching the image to be delivered. These
actions should be taken always with a tie-in to specific tour
packages.
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Medium to Long Term - Japan

Market Expansion by Tapping New Markets

Market Segments

® Senior
e Empty Nester

e Middle Age /
Over Women

Shifting
i y u
e Single Women
- 30-45
e Single Women
- 20s
e College Students
e Single men

- 20s
Medium to long term
actions
Market expansion by

tapping new segments

Basic Framework

Staggered PKG Tour

Phased Media
Development

Promotion

- Develop New Product
- Add Informational Value

Media Meeting their tastes (examples)
Promotion |e special / niche interests:
Value- wine, train, music, dance,
Adding Info nature, adventure, culture

Cheaper & more freedom
e FIT / Skeleton PKG

e SIT PKG

e Youth Exchange PKG

Tie-in / New
PKG Tours

Once the arrivals from Japan has reached 50,000, then the
next step of medium to long-term measures will be to
expand the target segments, and focus primarily on younger
segments.

The basic framework to be used for this phase is essentially
the same as that for the short-term action plan.

The difference is that contents of the ads, and value-adding
information to be delivered should be those that will meet
the tastes of young potential tourists.

Newly developed tie-in tour packages should also be those
that will meet their tastes, particularly those that are cheaper
and with more freedom, including FIT package, Skeleton
package, SIT package, youth exchange package etc.
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Counter

security
concern

Action Plan - Other East Asia
Common Elements

Capture Attention Air Link PKG Module /
of Marketers New Product
® Active information e Facilitative sales PKG Deployment
release (K:in Korean)| | approach . ﬁrOUpéF'T/S'T/
. . . eme
e Posting Singapore | |® Examine SAA e Business visitor
rep of SA Tourism alliance/code :
. . option modules
e Regular roving share with local e Youth Exchange
sales call airlines (S,K & T) | | e MICE modules
® Support for news- New Product
paper ads of TOs ?M r Same e | atest travel info
(o=l aDDJroaCh \ & product update
Two-HUb (effective J | asJapan ~\4 |ntroducing new
‘Operation SeouN products
BKK Hong Kong, Singapore, Taiwan |Korea
KL e Middle age / over e Senior
e Young & monied professionals e Middle age
Si Jakarta | e Business/ MICE/ VFR e Business/MICE
Ingapore e Students (esp Taiwan) e (Students)

Other than Japan in East Asia, there is no SA Tourism
representative office, promotion is limited in these markets,
and even SA Tourism itself is not well known by tour
operators there. This situation must be changed.
Recommended approach is common to all markets.

More active information release is necessary, and this will
contribute to countering the negative image of South Africa.

In order to improve the presence of SA Tourism in the

region, we recommend that a representative be posted in

] Singapore who will be responsible for regular roving sales
Action Plan for Other East  c3)is to ethnically similar Hong Kong and Taiwan markets as
Asia countries well as emerging Malaysian, Indonesian and Thai markets.

) The figure shows this two-hub operation in the East Asian
Capture  attention  of market.

marketers - ) )
In addition, provide major operators support for tour

Air link package ads on newspapers that is the most cost-effective
means for market package tours.

Package module/new mprovement would also be needed for airlines, including

product facilitating sales approach and move toward establishing
alliance or code share with local flagship airlines where such
arrangement has not been made.

A similar framework in Japan should be taken for promotion.
Assist selected operators in developing new tour packages
that will meet the tastes and needs of the target segments.

Support to be provided for developing new product includes
provision of latest travel information and product update,
offering of PPT, and customization of service matching East
Asian tastes and wants.
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