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2 BEFLAREEES. AREHEERR (B9 ®)

B B F7IQ AL AT A2 A7) A2 A3 SUAATE o2 9EQ] BB FANAo]
o g Ao ddHn Jovt 2UY HR7 S0l olF HAMEH ALAR] BAYEE o F
I Qe Ee G AFART o2} &3 V1Y A A BAY B2 vlF 714 S0l B
g Aog dieo] g,

AgrA 518 3982 1 5 74 3987 939 348 A8 A% vHAE dee 74
ol 52 ot do2e I7PHE A RS sl A AR A dgte
B2AQ v 9] B840l v 27HR

E d7e vFshet nlA gl g oA 8% DS AN 2N tavet 24 u
| A dA =&o] 37t gt

2. i e

1) 7y

EA7e 39 vpA" Al B3 o8 WA v]FA G i g BHL S HE, 85
BAZAAE Travel Weeklys ERXALE FallM @785 £99] v 25 A2 A2aA
E17 399 T39S S48 B9AE R v AgA s d7aste] vEs 3 24,

olg| AFATE T EAA S Fetetn o) g RIS TSk

2) A8
AeAiA B17 349 L39S 202 TAAEE AARS Ao uj2ZA A tigt niA)
B Az B3 3] A4

. 3=l A= Bl ek Hia B5%
1. OpiE Fepo| olojot &

oAR Aeole #& 7190 AYBEES AEH 0T BASY Aslo] SRS Wl thal
SR AES AR ASAA v Ade] e 2T A ade 33 £uY
3 obed %49 U ABAUE Gusl 1] A% Qe B B Aoz Fo ¥4 9
q,.l)

259 (Photler) = SR Aol /19843 A48 430 83| Ael B olske SYA
o2 7|9l a3 Yk vPIY =S Amshe PHol, o)t obIY ¥g5Ee 2F, ob
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u]}\

LJ

E o 2|1 EFAFoly AR (customer segment) S A CE SAE vlHE AN &
208 3] o8] Ads e Aolgtm 4t ?

oA e Heke] EAole 33 A7) By S40) g},

B3 5L AR AR g 2 dokslelr] fRe] 2R oSk Ak
< Zollie diA S Arehs Zlolm #2ld £ AE(product), 712 (price), AZ(place),

%2 (promotion)9] o] 24} 4PZ FH = vpAE UAE F402 o|ojA 1 YUt} V1Y) EA

P & oA vt BRG] £U9E of olA" §59 tiAo] He SR YU 32E 4
A= Hojc}?

>

it

2. SUNWIE M2t3} SO oja

SEeIY Wk 3d0] wAs) 479 WRE 22N A%l AR T £ U BE S| £
Folgkn ) ¢ 4 gon, AdA 1Y JHL vlAE s Aed Ybildn ¥ 4
SIch.9

SEoAY A 7R SnAE 210 APo] SFoHE ZERSE o)) Edshuie) &
A9t 2HER 95Y sUnAR e SUsAY UaRe FAE ol shorke) elgl
o

o] EWRY =2 Wk AA, 3] AFASo 2N ANUTE L 53, S AMSE 58
g4 slo} s} B8] AEe) 2Folakn & & e AHAM 20 BH A AT RN soka,
EA, 399 AAAgo 2N sdade) AAREA, 24 HHe FET, AATAY AGA A
B 54 5 44719 04719 AR BABA, o4 S5E B4slok gt

A, 399 BrizuAEo ey nASANY, 31, AR D THolA 53 2AAE S 35
Aok Bt YA, 398l TARAAZ Ao ey DAFAAE, nASN AdHe AAT], 2
AGANBAS 5 Basop Pt.?

2eEz 92 Jel BRsde o A of oY ox dze] 22 AHeH 1 oY

2) P. kotler, Marketimg Management, 4th ed, Prentice-Hall 1980, p.88
3) B, AT 7 BH3d vhHE A 2l B A7, Addigtam B =2, 1989, p.20
4) 4=, sduiA ", WAEBAL 1996, p.107

5) @&, AA=E, PP.37-38
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4 BEECAPESE, SREEERR B 98)

. 3= BYMRf TSR] 5%
1. 012 2Q0iAIE S8

1) vi3 e Pie 9 58
uj591e) Zoo P& vjxe) FUAA, vlZge sl dlg) 71 T Tk wat Age) Was
Ho|z it}

(& Dol ehd n) 3] 2ol Fo]8 BH 19919 Az whit 2 H4), §4 54
o " H¥ o2 Adgy] 6.9% 74 41,5663 % 0|A 2 199234 43 GDPY 2.32% A
R IFEARA LN 297% 71 1=AAY Al Wslol dduiy] 5.6% 71 43,8974
olitt. 19933 ANAQ 7] 2% 7128 fA el whet AP 2iert 7.1%9] ¥ St
2 vehl oy |5 oozt A9 of 1/38 Hohe UAIZ WA 5.1% AR AA F9)d]
P 1.1% 371 a3

1994130 SoiM= 42 GDPY 4.1%2) 43733 44 7 E 7HALE9] 3.6% 57 522 Ad
H] 4.6% F7FtAaL, 1995 HlFE % AEH ol F AY SH g 7t ¥ n45ES
FAFo 2N Adriy] 8.2%9 & 3718 Bt

1996\ v|=5Ql F9] A&7} &= 4.7% F71e 52,6004 )it

(E 1) 0|32 F2foi8xi 0l
TE 1991 1992 1993 1994 1995 1996
AP (1) | 41,566 43,897 44,385 46,450 50,252 52,600
4E (%) .9 5.6 1.1 46 8.2 4.7

L ER LR ES R

2. 0= &Y Wet S8

D) A 33 iy oju] w3t wl3el 74 % 534 34

(B 2)5 B3 1990 AA et A9 73815 11.0%F AA S n|=ZolSo) A& 7hast
7l 19963 58 B4 EHA 1997d0E 10.9%S 24515t}

gk Q2247 1990 2,958,839 o)Al 1997 3,908,140 0.2 32.1% Z7}515) a1 whghn) =0l
£ 90d 325,388 04 1997 424,258 0 2 30.4% 2 A9 v4e 271 4538 el gl

6)J=ZRHFFAL, v AFAIAHY, 1996, PP.116-117
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A58 2 4519 33 g Bl B8R AT 5

(& 2) T Lot 2f2H2y the| Y3t oj=el 74|

(1990-1997)

A= ik Ris e 7491 (%) B =ed S3H8(%)
1990 2,958,839 325,388 11.0 26
1991 3,196,340 315,828 9.9 -2.9
1992 3,231,081 333.850 10.3 5.7
1993 3,331,226 325,336 9.8 -2.6
1994 3,580,024 332.428 9.3 22
1995 3,753,197 358,872 9.6 8.0
1996 3,683,779 399,300 10.8 8.4
1997 3,908,140 424,258 10.9 6.3

A8 FRWF A FFUFEA
2) E2d e v)3d 4

(F 3% B3ld] B2 4 n]=eS B4 EY 1997d ol e #3502 HA) 68.2%E
A3k 289,486W 0] YEP 0 AEEH 02 10.7%< 45,2649 0] 121 FEEHZ 5.0%
21,310%0°] ¥=3kitt.

o] AE ¥EEAEE YFdte valE ez viAw Agrd B vHY 852 sk
o] wf-¢ Fasivhe 2L gujgtz gt

3) 4 wisl B A

A2 347k Az w29l B8 FAE 2 AR 93 571 AS) Wl §18E Kol F1 %)
30thel™) 2 thgo] 40th, 20t} &0 Vet

. #3714 wol

XL odgle

AL L0

) W wiFele] B AR
W 029 BT AAVIRE 959 13292 e Fav $aAst A7 vas ey o
(E 3) 54 Yt ol=0l A= 8y
= 1996 1997

Sk A () 7434 (%) ¢ (%) /34 (%)
W 271,560 68.0 289,486 68.2

& 44,583 11.2 45,264 10.7

& 21,721 54 21,310 5.0

7Ie} 61,436 154 68,198 16.1

A 399,300 100.0 424,258 100.0
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6 BEEUCAREEE ARKHERHE (B0 8)

(& 4) Hy u|2Ql Wik 4|(1993-1995)

dz | 0~20 | 21~30 | 31~40 41~50 | 51~60 61013 A
1993 | 55621 | 60274 | 80,057 74,487 | 47958 22,859 | 341.256
% (16.3) (17.6) (23.4) (21.9) (14.1) (6.7) (100)
1994 | 56,687 | 61,675 85,317 77,111 | 50,902 23,822 | 355,514
% (15.9) (174) (24.0) (21.7) (14.3) 6.7) (100
1995 | 58,805 | 73,995 | 100438 87,114 | 59,127 28,056 | 407,535
% (14.4) (18.2) (24.6) (21.4) (14.5) (6.9) (100)

AR A VYT TZBREA
Hglo] 3.1, thulclo] 4.4YU, FFo] 4.2%, F=<l0] 799, U] 11.19, ZF2Rl0] 8.5
o ol utaj 71 21 A2 YERT
g} o] X g F7ke) e vl 119 o] 904 olste] A7IAFAF vluwA B7] o
Bl AujA oz BFAA 7izte] A vehd Aoz M=y dAZ 953z 75 i n=}l
o} 67%7F 109 olat AF3 Aoz Yeht thy-iel Wit njZle 109 olate] Wizt &<t &=
o] AF3t1 e Agoltt.

5) Wit wi3]le] o3 Hej 3 57

P22 sl AL tidez FFBAFFANA 93~95d7A] 3o} A AE Al AF
5 30 24 3% 2 F8 FFoA 22ALE ANT ARE T8 viFAe Wk FBFHl /L
A o33 Fe L AYEI)E (E 59 (F 6)F 2k o3 g B NEAge) 4 & vl
AXsta glong P o2 sourced ZAF BAsto] of7|o] Gt fX] Mk £UY Yo
o] 2A 2749},

(& 5) Yt oj=le| o{YHEY

4= ERK: o3}, A 3 AT o5GH), 3AE Fo{ Y
1993 70.9% 11.2% 17.9%
1994 81.6% 5.8% 12.6%
1995 63.4% 1.9% 34.7%

(& 6) st oj=Qlef {YUSI|
Ax oA a3 | AFAA FAH | dFuA) a2 HE Uig 7Vet
1993 2.5% 18.2% 1.1% 8%
1994 7.2% 16.4% 0.3% 76.1%
1995 3.0% 12.4% 2.6% 82.4%
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Brse it obAY Gl Gl AR B¢ MR 7

( 7) 0|2 F2 4 ojgAl dgHConsortium)

Consortium 3| A
THOR 24 9,000
Travel Graphics 9,000
World Independent, Network 7,000
ABC Corporate Service 4,500
Woodside Travel Trust 4,000
Business Travel International 2,700
e TN
3. 0|3 (YA B
D) vlF Q4N ¥R

)2 F 33,6000070Ak) daialzt Qlom) A gyz WA FRo 29%, AR 21%, FF
of] 23%, A ¥ 27%2 EE5 o] it

FEA YAME 27%E FTFE AHYALZA QzE 28 HEA] 490%HE = FUE &2l
913, 5009 o)Akl thE AYPAke 14%E A8k ATt

American Express, Carlson Wagonlit Travel, Thomas Cook¥} 2-& 491 507] th& A=
Aegnd gx)o) XFshe Age] lon] W AR dgiks AE #RAL HAFAAY I8
EojgAte} Adshe Al ok

ojAE w887, P4 A, dEFE 53 AL 28 A, V1€, 1A AdFds 2

& 0rlgde olde A AAY AE 3 vF dYArE Anlo| o] FadPAL A

(Consortium), Al E& ZAje|2 Y|E 30 7I9l=e] Jlth. T2 B ol2@ oAt o
o] 3d9] 2§ o 23 (Reservation Source) 2 533t 3t

1996\ Travel WeeklyZAtol] olahd vl ojaalse] 90 AL o] 61%, TF= o
14%, 39 d2k 10%, A5t AL 7%, 7€k 8% 2 FAE] glor nl=5R1e] o7} APAHELS
AAlolA] 58 HES o) Eshe vl go] 66%0]n AL APAS S JYAldlA 5 AY & go]
57%9 Aoz ventn gch. 23 o A} dlof ATl golA I oo ulFo] 69%, A5 ok
Bl Zo] 31%9.21 3 o2kA] CRSE F3l o sl ¥l &2 61%v HATt

2) ¥FWRAE A Tour Operat,or uy
19974 % n]2o| A d+FPackagetES 378 Tour Operatory Aol 47/JAL, B4l 3570
A}, E8o] 137042 3 95704kl 2B 32 Tour Operatore (X 8)3 Zt}.

7)Travel Weekly, 1996, U.S.Travel Agency Survey, 1996, p.20
8)e=wFFAL HAA, p.250
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8 WEICARESE, AREHERTR (o)

(X 8) 8= A AAE 23 Tour Operator

Tour Operator AR (F) FERE
Orient Flexi-Pax CA 24 39 AE
AMPAC Tours WA 2ut 39U N &
Regency Pacific Tours WA 54 6 A&
Japan & Orient Tours CA 28 3d Mg
Pacific Holidays NY 788 ME AF
TBI Tours NH 7489 Mg BF
Pacific Bestour - NJ 5et 6 A& Al
Passport Travel FL 3ut4g A&
Dearborn Travel IL Revisit Korea

e @2 ABEA
R R B = s
1. Ul g si%

D L3 39S ¥

AeaA 518 39 L'3de 29 9714 A% 3764 F 134749 A4S it Ju
AEEAF 1670973, A313o] 1571, 1,174% 9] Fitness Club?} 476% <] Saunas FHAHE &
ZHE A 96T FulE AR L AdniEo] 45,794M %, A FaviEe] Ag]ulE 14,6059
WS ¥ 56,2689 vtglo 1 7| el &-& 3,736 T 02 FulSo] 105,798 o] it

FEE AN E B Au)Eo] 43.3%, A&EE0] 53.2%, 7IebZo] 3.5%2 A7 A-F3t
RIL, A% FES EAS LR o) 2o] Adw] 4.5% SV 47,8604 w0l 1 A3juES
g3 HerulE Adn] 5.8% 244d 52,9879, 7l &L Al 7.8% 571 4,026
uigto 2 FujE-2 2du] 0.9% A% 104,8828 %4 olQict.

(#9) F2 24 Zo0iE &% (96~ 97) (GERE))
A 1’39 Sz ‘H 34 Tzd
TE 9% 97 '96 97 '96 97 96 97

3 45794 | 47,869 | 21,350 | 25177 | 24,879 | 27,196 | 30,181 | 31,443
HE® | 56,268 | 52987 | 35593 | 40,580 | 34,827 | 33,353 | 36,732 | 39,001
(A3]) |(14,605) |(13.326) |(14.726) |(14,653) {(10,421) |(9,972) |(8,977) |(8,701)
7|t 3,736 4,026 | 12447 6,329 5,739 3,413 8,807 | 7,806
ZA | 105,798 | 104,882 | 69,390 | 72,086 | 65445 | 63,963 | 75,720 |78,251

AR QR BT}
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Borsd @t obrl e il AR B¢ R 9

34 u|279v = Al Eo] 45.6%, A5 aE0] 50.5%, 7Elni&o] 3.9%F A8tz 3t

2) T3 Avia B4

T'5d 96d% Aduias BARE FAv)7bsd 47} 482,3884, 8447} 376.8604
Z B A /&L 78.1%, A4 Bt Wldrke 1215159, Yield Rate( i) & 94,932
94, AA &L 45,7948 0| At

97d A AAE FWed 471 481,0704, Sl A7t 391,4614, HE AL 4§
81.4%, A4 A Aozt 122,2814, Yield Rate 99,5059 02 WA vl wsiA AAd{-&0]
2.3% F7retela A4 Fawedst 7669, Yield Rate 4,573¢9¢] 247F 7ttt gz 244
"i&& 4.5% S71%t 47,8699 vl o)A},

97d Aduj2e L 393 ZA39 'S'3d, 'H 39, Tadad va AsiRd Fo44
B woid7tet Yield Ratert AlE Woth &2 Addnle] Jxq Yield Ratert MY Hrke
AL RS vlgiA vj¢ Bl A o2 A4S st £ + Ut

2. “L"SH 0|3AI% ojEE

T 399 Pj5A1R =€ BA F6A4F vFA $5249] f{go] drilAl oI i
2 T 57F AR 1D Yehd 97d = 3248 EX 88 B vSAL 14.0%% 34 3 39
Hop 78 20%4 W2 vTA RS e ok L' sde dEgle] 78 56.0% A4
she YEAIGA U #EE30 o2 97dE BV A AXA viAE #74Q AAA
30 FHetL sle @ A o sEA oz diAs] e 53] AdRnFHE 9
AHE ZARA . A7} F7HH] FEASER sl dRAIZ R HE A 832 B
AF7t 71 AL 2 s vSARd riAR RS A5E 8ol a7z

(Z10) F2 Y HMojE ##('96~ 97)

kA 1’39 ‘S3d ‘H 34 T34

TE 9% 97 96 97 96 97 96 97

Bof 7 482,388 1481,070(182,356 | 181,090 {251,900 {251,485 | 218,502 | 27,905
Hoj s 376,860 |391,465 116,129 144,405 184,089 (199,733 | 185,948 {175,107
B AL E(%) 78.1 814| 637 79.7 73.1 794 85.1 80.4
Adgadeie7HY) | 121,515 (122,281 183,851 174,352 {135,147 136,164 | 162,311 {179,563
Yield Rate(®) 94,932 99.505(117,081|139,032 | 98,765(108,143 | 138,129 {144,296
2 uf 2 () kel 45,794 | 47,869 21,350] 25,177 | 24,879 27,196 | 30,181 | 31443

g P ABFA
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10 BESOLAEEE, ANEHEETRRE (B 9®)

END) T2 MY §524 % (291:%)

4 1’29 Szd ‘H3d T3d
ik 96 97 96 97 9% 97 96 91
ol 14.6 14.0 36.8 35.0 40.0 35.2 42.0 41.0
de 52.3 56.0 25.3 219 18.9 204 13.0 14.0
A 8.5 6.9 135 13.9 13.2 22.1 14.0 13.0
ofAJo} 114 11.9 8.0 78 16.5 12.2 14.0 15.0
= 54 51 11.0 16.1 1.9 6.8 11.0 12.0
71t 7.9 5.9 54 5.2 3.6 3.3 6.0 5.0
A 100 100 100 100 100 100 100 100

Az gRRRRA

3. "L"sH AlZ MiEs U DISAIEE Aaml &N

D “L'3 A1 A3 9 A3E A

T3 e A AESE 9 Z3 7 o9 Source® ¥ A3l AAlstm gidt.

FITE F87194, ¥4 7194, SYSTEM, 334}, sielajgis}, =ulojsiAl, PACKAGE, 319l
ARRA, WALK INo2 2F3tAed, 72 7194 L' 397 Corporate RateAl2%+E 22 71
Alolx 4 71Y¥ A= Corporate RateA| 2+ A Astn YA ¥ 7IgA 2 FEHY, SYSTEMS
Seld ek 7|72l UTELLZ SUMMIT INTERNATIONAL HOTELS o9, 3-g2Ale tighst
F, ool 33 FUiA AT FFAlelH, HeAFie L' dY vlFe 74, A4
2, 429§, A FFI ARFAE TR

GROUP< Tour Group, 8§JAH#4, CONVENTION, INCENTIVE, CREWE &&3l1 o},

olg AR AAHE A FAmjAdRe (§ 12)9 #oh 97dE AHE EAEH FIT9
GROUPY H|&& 41.1%:58.9%°|% FITANe F27I447} 7887542 A S¢S
20.1%2 HAfsta Udx, AL 23,8804, 5.8%w°ly GROUPE Tour Groupe|
116,3164 2 29.7%, Crew7} 66,3634, 17.0%, sl AFEA 41,0494 10.5%%°|t}.

‘L' 3de] FITH)&°] 41.1%% “S 349 93.2%, ‘H 549 67.6%, T 54 92.1%%! Al 8] s}
2 of )¢ e How ANBNTLe Vield Rater} 713 & AR 9elo] Yo}, o] R FIT
Aozl 152,4729.2.2 GROUP A4 #utiziel 99,0914 Bt #X 7] v Folc}.

2) U3 vl A2t A3 44

IR L 39 AR AE AARudA S TAE R R0 vSASAA deld Adw
A (E 13)3 2t
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Btsd @ oA B $EHEC S HE 11

(12) 974 U3 Mi2st AZY ZalTio) 4

T Bl | A8 (%) & B A | A (%)
Z 27194 78875 | 201 TOUR GROUP | 116,316 | 19.7
ZX9A | 22880 | 58 EONEES 41,049 | 105
SYSTEM 8,691 2.2 G ["CONVENTION | 5.216 1.3
A} 3,753 1.0 R | INCENTIVE 1,540 | 04
FTajeloqdaat 3,851 1.0 O | CREW 66,363 | 17.0
[ | Sl 12,549 3.2 U
T |PACKAGE | 6.716 17 :
EEIERN 23367 | 6.0
WALK IN 297 0.1
27 160,979 | 411 a7 230484 | 589
27 391,463 | 100.0

A2 F3BFA

AEE B 79l 3192048 58.4%< Afstn dx FUZIYAZREH 11,5698
21.2%, e&AMFA 5,2904 9.7%, SYSTEM 2,7904 5.1%<22 Jehtz i}

Ak sourceE U<} vlmoE TR B S ook $74, JIgA, FFAL FujeigAl,
PACKAGE F°ll4 44,4332 <lofste] 81.3%F H-fata v|ZollA ook SYSTEM, 8] &

At A4, CONVENTIONT A 10,2384 2 18.7%& df3tx it
(B13) 974k U 24 0|3 MEst ARy ATl 45

s T TN | AZARRRAE /AR %)
EYEEE 9.792 17.9 124
22 7194 1777 32 78
SYSTEM 2790 51 32.1

F i gz 598 11 15.9
SEEEEN 581 11 15.1
T | ayaan 320 06 26
PACKAGE 2% 0.1 04
CERERN 5,573 10.2 238
e 21457 393 133
& | TOUR GROUP 3 01 01
R | A 28 0.1 0.1
5 | CoNVENTION 1,232 2.2 23.6
U | NeeNTIvE
o 334 66,363 17.0
e 33,214 60.7 144
3 A 54,671 100.0 14.0
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12 GEECLEUHSE, RIEHSERE (B 9®)

o<k sourced 2 $A3he AL AadAu) A £]0) 7HF F2 A8t Bt

T3 AFEE 2Pl v FA A BojASE dels)2E AARA A e Hf-gol
14.0%9) A& 7102 8o FITOA 334}, sjeloddAL, sl9AMRA, SYSTEM Al 3] 7184 &
A8]8k3 913 GROUPY) A& CONVENTION# 4590 7|2 AH8la A o2 2AgT

V. "L 3= S v
1.Usd 038 =3

T 329 AJAnE A3 A" R (28 1)3 2} Adgdeldd Ao BAYES Fof o
Z1d3, #3299, ditFA, A4 29, ConciergeB3 S #3381 % st

BE1REE G3AL S 9 AP, B5719, s dAHEAHE], SystemBe] & T2 Aot B2
gL 7194, %, 38 T2 3, HYARAE SHAREAR vFd] New YorkAFEA, LA,
AL AEed 57, AL FF27) 37 AARAE T3 Sl

New YorkARf-4A& v|2 5529 S 933811 LAATAE v|F 229§ gl gl

TEEL L3939 22 AG3dg LW 3de %3 FRE 3 2o ql7] gl FAjujal
T AAEEUY At old 714gEdd Bell T3 ok 2 BR uFAIAE 9dehe 23
& 37194, HF YA, FaroPALA G consortium), WA ¢ 307182}, BAREAEY
A, Tour Operator, 334} 5& Bdhe FEARFAS LAARATL 3 Al & #1970
A AY EAR o7t Bol o T A 2 FUAHALE gt viAY 85 3t dx, @

(37 1) U sdopig =3

[ dEIA ]
BEEEEEE
L | %‘—Hl% |

BEEEEESE

[ Adg ]
O ARA - W Z:27) ~‘§_%137HJ
— T |
[ #3199 || =®z29% || #A4¥9 | | Concierge % |
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BOEsd it mhAlY EE) YRl B9 B 13

29I vl=719A A4 R £ oSt 2a gt
T3 NeaA §15 3LFoIN e viFo] 24 AHEAS AXshed nFAge 3

84< A4sta 242 FAskx AA
2. "US8 0IZAIE OBHIE X2

T 39 vFAFE 4o vpAY A 22E o] F= nlAlE] A Agke] T8 A
F(product), 7+4 (price), 57 Z(place), 2 (promotion) & B s 1Rl AR n}
A 22 ke st TEFtL AT AT A9 vHE BEE 4pEE A BAsEA
o oA =l A A2 39 vpAE dEke] B o] 27 nEdA ApsiyRe] sdo] 1Ay
o] &7¢ YA g FENT7] st AR & Qe BE Foe Egoln, nAdA A 4%S
oA tHEs] Aed A dgolgtn B & 4 gl a3Eg Ui upAR 9a A A A
A ARTHEHE H etz ot

1) AEN

L 399 AFL A7|x Ao P& s 2aal Ao vrolz oo dukAao)
4FF 9094, Suite Roome] 12%F 584011, Al#dle dutde] 325 3154, Suite Roomo]
1257 5342 ¥ 3157 1,335 2 Bt ok, aela F5240] Bl Au] A9 9JReyd g vt
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—-178 —



Borsdd dt vle AR kAR BE B 17

A 7avigoR 19 2uuiglolglon ojAL 97TEE AA Fuwlel 15.4%0lH, =9 FmH|
25.4%% AR hom FPAI ] T 8uiwkYS A&t T FanlY 19.4%, LEAFo
19902 24.9%, olrlo} Al 19} 24 2uivtgo g 28.8%¢°l vHlwaj i AN F45249 14%
g AR SlE vEA e ke £ u Fan]e A uiiel glojA nlFAelnt T84S
F1 3on (& 1604 Yehtze] thd A3 ae 2 vlFA 4 AH]RE0] B News Week,
Institutional Investors ¥yt A Bl 39-E Mg st & H|52 ZAI8l= Travel Weekly,
Business Travel News, Hotel & Travel Indexs #3333 Bolo] FAREo] F2 HE o4 3
Ao o] B 32 T2 Ut

ORIk

FelojA 9] o1F sl e dAwu), Ashan), WAl E A7k F8 9o Yol A4S Qi)

L' 2de] - A8 ES AFPEE ARSI FHNEE d7dAe L5 93, 23 5o
B3 BE dokS T3 e o3 FEHA (Corporate Travel Department), o] o9& of 3)A}9}
AR A Fete] Aol So19} Qle o ths) o aAH(House Agent), ¥R A ] P59 3],
2% 5o 39 & MAAd ke gy AL FA9 AL A (Consortium) S hFe g F-817
< fA8t Qo o] FE FUldA e plR7IHdAS ) AAF B dARMY 214G D oo}
GAE g4 og B €53 e Wta do

ol AR 2 AAES FA8] HalA 58 vl dAt S d R B e S Al B
g5 3t o 22y dAAS fA8] YA = Package #3% 4ES /L Bk
Tour Operatorg W32 FFHFZAF vlFR| k] P& Ao FEMLA FE FF AU
AHEsEE D502 A AU AF MY Fet 59 394% & W s AFHEE
A B2 (Sales Call)3tx F3 Tour Operator# 37 % Bl 52 37| % g},

294 9 oS §2)817] YsiA= ASAE(American Society Association Executives)] 3¢

(F16) 979 "L 4 x| ZH| X|F LA

(291 mhe))
i CONSUMER TRADE A
o) % 35 67 102
z | &% 30 48 78
9 | 2B 76 24 100
SFA]of 80 22 122
2 221 181 402
ED) 259
B 661

13)Alastair M. Morrison, Hospitality and Travel Marketing, Delmar Publishers Inc, 1989, p.395
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ABSTRACT

A Study on Improving the Overseas Marketing Activities of Tourist Hotels
- Focused on American Market of “ L “ Hotel -

Song, Yong Dok

It is expected that marketing environment of the hotel industry will change much this
year. Hotels should make strategic marketing activities to cope with the rapid change of
the environment, positively.

With the case study of marketing activities for American market of “ L “ Hotel, a deluxe
hotel in Seoul, this study is to present the ways of improving marketing activities of a
tourist hotel.

U.S.A market has been emerging as the most important market in deluxe hotels with
strong value of U.S. dollar currency. To get more Ameriean staying guests, hotels had
better make effortis in American market as follow.

First, hotels should select corporate market as main target market in U.S.A market.

Second, hotels should make preferred corporate rate contracts with corporate travel

departments of corporate accounts as their house agents

Third, hotels should recognize Global Distribution System as major eservation network

in US.A

Fourth, hotels should advertise effectively in G.D.S in order that agents may reserve the

hotel with its visual information.

Fifth, hotels had better make the most use of three branch offices of K.N.T.O and sale

offices of their affiliated reservation system to get useful information on corporates
and travel agents.
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