Tourism Intdligencelnternational | SSN 1023-0122

Tourism Industry Intelligence

Strategic Information for Decision-Makers

Destination China " ApIiT 2000

A growing economy China'sGross DomesticProduct (GDP) grew atarateof 8.3% in 2000
and amounted toover US$1,000billion. Itisestimatedthat 5.7 million
Chinese are unemployed. However, the Chinese government i s taking
steps to reduce unempl oyment.

Increasing arrivals Chinais the largest destination in Asia Pacific. In 1999, atotal of 73
million tourist arrivals were recorded. This was greater than the
combined arrivalsin Hawaii, Hong Kong, Thailand, Sngaporeand
Malaysia. Most of Chind s arrival s (85%) is from neighbouring Hong
Kong and M acau.

Contribution to The tourism industry contributesto 20% of China’s total services
PO receipt while spending by visitors has doubled in the past five years.
China's economy Visitor spending is mainly done in Beijing, Shanghai and Guangdong.

Pur f travel Three-fifths (60%) of China’stotal visitors were on leisure vacation
urpose ot trave whilethe other 40% travelled for budness. Inthecaseof China itis
important to notethat thevisiti ngfriendsandre atives(V FR’ s) component

is confused because much of the domestic travel has aVFR dement.

Visitor profile Half of China’svisitors(49%) arein the 25-44year sagegroup. The
second largest is 45-64 years group (33.5%), followed by 15-24 years
group (8.1%), over 65 years group (5.9%) and the under 14 years age
group (3.4%). Most of thesetravellers are male (66%).

Growing markets There is a growing trend towards Adan/Pacific tourists visiting
China Indonesiatopped thelist with a74.9% increasein visitors. This
was followed by Korea (56.8%) and Thailand (43.0%). Chinais aso
popular among the Taiwanese, Japanese, Russian and Americans.

' P Chinahaseight major airlines. Theseare: Air
What's I nside: - Improved China,Chin%SouﬁJﬁern,ChinaEastern,China

« Market & Consumer| transportation Northern, ChinaNorthwest, China Southwest,
China Xinjiang and China Yunnan. The

Trends government has also undertaken extensive
roadworks. This makes Chinaamore accessible

e Hotd & Resort destination.
Trends The future There is still much development to take place in
China. However, China is on a steady path
e Cruise News towards developing a viabletourism indugry.

A sizeable businesshasbeen built up for trave
« Focus: The Business from HongKong. Foreign air linesare pushing
Traved Market for more frequencies into China and a new
moreliber al agreement withthe USA will bring
similar agreementswith other countries. Hotel
groups are adso investing in China with Bass
Hotel sand Shangri-Laal ready mai ntainingastrong
presence. China is posed to become a leading
N tourism destinati on in the next decade.
* Destination Watch Source Trave & Tourism Intelligence, 2000.
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Market & Consumer Trends

Small towns and Rural tourism is gppeding to many Americans, with 62 percent of all

. U.S. adultstaking atrip to asmall town or villagein thepad three
villages appeal to years, according to a specid Travel Poll by the Travel Industry
U.S. travellers Association of America (TIA). This translates to 86.8 million U.S.

adults. Themgority of thesetripswere for leisure purposes (86%) and,
by far, the most popular reason overal for travellingto asmall town or
rura areais to visit friends or relatives (44%).

Internet casinos Millions of peopleare logging onto Internet gambling sites. Thereare
boom some 1,300 websites that seek to project the look and sounds of actual

machines. Gamblers wagered US$1.4 billion in 2000 on online
casinogames, lotteriesand sport events. Toplayers, | nternet gambling
is convenient and chegper.

Men spend more at Men arestill by far the bigger spenders when it comes to the mini-

the bar bar and topaying for roundsof drinksat thebar . For women, wine
has replaced water asthemost popular drop inthemini-bar. Women aso
aremore likely to make complaints in hotels (57%) and likdy to send
food back according to arecent survey conducted by Novotd .

Hotel & Resort Trends
Accor haslaunched anew hotel brand in Europewhich opened in
lNeW thtc?l concept March, of itsfirst Suitehotel in Paris. The Suite%ot_el Paris—pPorte de
aunche Montreuil, offers166 suites and sell sfor US$145 per night. Accor says
Suitehotd isanew hotd concept, inthe 3 star category, designed to cater
toindividua businesstravel lers. Each suite, with asurfacearea of 30 sg.
metres, ismul ti-purpose, with are axation areaand aworking area that
can beisolated using asliding screen. Theworking areais fitted with
adirect telephoneli newith voice-messaging, twotelephones, acomputer

connection and Internet access.

Walt Disney to cut Media, enter tainment and themeparksgiant Walt Disney isto shed
staff 4,000 staff, or some 3% of itsworkforceasa result of “increasingly
pressingchallengesof thesofteningeconomicenvironment.” Disney
claims that the job cuts will save US$350 - US$400 million in annua

savings.
Hotel reservations Morethan half of all hotel reservationsarecheaper when booked on
cheaper on the thel nternet,accordingtoasurvey published by KPMG. A pproximetely
internet 90% of hotd chains in the UK now offer full-service reservations
including online confirmati on.
Cruise News
E-cruise sign Online marketi ng channd for the cruise lineindustry, has entered into

i i amarketing partnership with Norwegian CruiseL ines (NCL). E-cruise

N.O rwegian Cruise will bethe exclusive I nternet pro?/?der of personalized experiences

Lines toboth potential and booked NCL guests Thiswill assist Norwegian
Cruise Lines in the creation of a highly strategic, targeted suite of
customer service offerings for the E-cruise site user.

Meetings at sea on Bookingsfor meetingsat seacould incr easeby asmuch as20% this

therise year compared with 2000, according to Landry & Kling. As more
cruiselinesincorporateflexible spacein new and renovated ships, more
pure corporate meetings are being held at sea. Cruises are not anymore
just for incentive groups. Over the last year, ships have added business
services, Internet access and Internet cafes, reacting to demand from
leisure travelers. A trend towards more shorter cruise offerings aso
helped boost the number of cruise meetings, according to the Cruise
Lines International Association (CLIA).
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Focus: TheBusiness Travel Market

A lucrative market

Who is the
business traveller?

Business travellers
insist on
technology

Future prospects

Business trave is a significant segment of the world travel and tourism
industry. Close to onefifth (17.9%) of all international trips are
undertaken for busness and professional purposes. Consider that:

» Despite video-conferencing and e-mail, nothing seems to best
personad contact for business. As such, this market is growing
worldwide.

* Internationa business trips will increase by 29% next year.

*  Over onethird (37%) of corporate travel lers are expected to take
more than 15 business trips per year.

Europe is expected to average an annud growth rate of 3.7% between
1998-2010 and increase spending from U S$186 billi on to U S$360billi on.

Corporate Travd ler sto afiliated offices (within the company). These
tendelto have the support of their head offices or subsidiaries when they
travel .

Visits to business partners (no corporate base at destination). These
travel lers have agreat need to stay connected.

Professional service providers — consultants, finance and accounting
professions, lawyers, etc. They also have a great need to stay connected
whiletraveling.

Salespersons— very frequent travellers, may or may not overnight, very
largeproportion of travel isdomestic and regiona. Thissegment represents
a very large share of the business travel market and the need to be
connected while traveling. For salespersons, the greater the distances
travelled; the greater the trave frequency and the greater the number of
overnights invol ved.

Travelersto meetings and conferences, tradefair s and exhibitions.
Like those travelling without corporate presence in the visiting country,
these travell ers dso have a great need to stay connected.

Corporate travellers are demanding a fully integrated and secure
office environments from the comfort of their hote r ooms.

* Overtwo-thirds (68%) of corporatetravel lers believe hotel rooms
will evolveinto ‘virtual offices’ next year.

» A total of 87% of business executivesbelievethatitisessential for
ahotel room to contain amodem, fax and Internet connecti on.

» Just over aquarter (27%) of corporate travellers keep productive
by using ther laptops in-flight and over atenth (11%) using on
board e-mail/internet faciliti es. _

. Alrzlxljy more than 90% of corporatetravel lersuse alaptop while
traveling.

Nearly three-quarters (74%) of corporate travelers have already
used eticketing with 98% expecting to use the srvice next year.

Thebusinesstravel marketisagrowing areaof opportunity for travel and
hospitality providers. Typically, 35% of a corporation’s revenue is
consumed by indirect operating costswith between 10% and 30% of
this relating to travel and entertainment (T& E) expenditures. In
other words between 1¢ and 8¢ of every US dollar goesto T& E expenses.
Source Tourisminteligencel nternational, American ExpressYear 2000 Travel Trends
urvey, American Express Survey of Business Travd Management, 2000.
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Editorial

Thebusnesstravel marke iIsstrongandgrowing. Theavallabilty of new technologiessuchase-mail, theinternet
andtele-conferendng hasnot reduced the needfor busnesspeopleto travel and meet each other. Technology is,
however, havingagreat impactonthe meansof booking businesstravel; facilitating busnesstravd andproviding
necessary servicesfor thetraveller while away onbusiness. We expect the businesstravel market to continueto
grow as more ‘road warriors taketo the skies and highways.

Trendsto Watch

Sports tourism on the Almost 700 million peoplemadeatrip toaforeign country in 2000,
rise spendingan estimated US$476 billion for sporting purposes. The

sport contribution to Gross Domestic Product (GDP) of a country is
between 1 and 2 per cent, whilethecontribution of tourismis between
4 and 6 per cent according to astudy conducted by the Ecole Hotel iere
deLausanne. Theemphasisin holidaysisshifting fromthe ideaof rest
and relaxation to more hedth-related and quality of life experiences
including active and sport-oriented trips. The survey showed tha
sport-oriented trips by Germans, for example, increased 17 per cent
between 1997 and 1999.

British package tour After decades of superiority, Britainisthe corporate loser anditisthe
. German holiday giants who are now poised to dominate the world.
our out of ten package holidayssold in the UK thissummer wi

firms lose outtothe F f kg holid Id inthe UK th Il

Germans befrom German tr avel companies. The UK’ smarket leaders of the
last 25 years, Thomson Holidays and Thomas Cook, were bought by
German Tour Operators, Preussag and C&N. Preussag and C&N now
control 42% of the UK market.

- United Airlineshaslaunched theworld’slongest non-stop service

L.OngeSt non-stop withflightsflying_dai!ybetween New York’sJFK and I—]ore%Kong.
flight Thetotd journey timeis 15 hoursand 40 minutes. Theairlinehasalso
started non-stop flightsto Chinawith dail y links between Chi cago and

Bejing.
Destination Watch

Thailand re-positions Thegovernment of Thail and successfully repositioned a “maturing”
. Thailand, resultingin great success. Latest statistics show anincrease
with success of 11.34% (6.94 million) in arrivals during January-September 2000
over the sameperiodin 1999. Thestrong promotion of theAmazing

Thailand 2000 with itsuniquefocuson nichemarkets contributing

to health, eco-tourism, adventure, culinary tourism and golf/

sportstourism isbeing cited for Thailand’ ssuccess. Political and

economic stability; recovery of major Asian Markets; strong

growth in arrivals from new markets likethe Middle East, I ndia

and China and Thailand’s policy on visa-free or visa-on-arrival

access to citizens alsoattributed to Thailand’ sincreasing appeal.

Mozambigue’s eco- Biggerthan A ustraiabutapopulationaki ntoNetherl ands, M ozambique
q is saddled with international debt and has been torn apart by civil war
appeal for many years. However,theWorld Tourism Orgainsation (WTO)

and the Mozambican Government is confident that promoting
good quality tourism can increaseM ozambique sappeal and turn
around the country’s economic position. The immediate objective
is to woo regiond tourists. Mozambique is aso keen to attract the
intercontinental market by devoting its attention to eco-tourism. The
country has arich variety of floraand fauna and provides an exciting
dternati ve to the eco-traveller.
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