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ABOUT  
THIS  
REPORT

This report is the third sustainability management report containing the KTO’s efforts to promote the Korean tourism 

industry and the fruits of these efforts. In particular, the KTO has named the 2010 report ‘Sustainable Tourism Management 

Report.’ It reflects the KTO’s will to work with stakeholders to make tourism sustainable in Korea. 

With the publication of this report, the KTO would like to conduct an interim review of its sustainability management, and 

hopes that this report becomes a channel of communication for delivering its desire to continuously grow with stakeholders.  

Sustainability Management Report 2010

The KTO publishes the sustainability management report every year, and this report mostly covers its activities between 

January 1 and December 31, 2010. To give stakeholders a better understanding of the KTO’s efforts, the KTO reported 

trends spanning more than 2 years in some cases, and when necessary, the KTO included excerpts from the 2009 report. 

Regarding the organization chart and governance, what was determined at the BOD meeting in January 2011 was included 

in the report.  

This report covers the key activities and performances of the KTO’s main office, domestic and overseas branches and  

5 regional promotional offices, and the companies that the KTO has invested in are not included in this report. 

Period and scope of the report

Reporting guidelines

This report was prepared in compliance with the GRI (Global Reporting Initiative) G3 Guideline, and underwent official 

GRI review. The KTO reflected those activities related to the ISO 26000 self-assessment items and UN Global Compact’s  

10 principles. Information on indicators can be found in the index pages of the Appendix, and information on ISO 26000 

self-assessment can be found in the ‘Building the infrastructure for sustainability management’ section of this report.  

Also, the financial definitions, standards and data in this report comply with International Financial Reporting Standards (IFRS). 

Assurance of reliability

The general contents of this report were internally reviewed at TF meetings consisting of working level staffs, and the 

Institute for Industrial Policy Studies conducted the third-party assurance to ensure the reliability of the data. The assurance 

report is included in the Appendix of this report. 

You can visit the KTO website to obtain more information, and download the Korean and English PDF file of this report.  

If you would like to express your opinions about this report, please use the questionnaire in the back of the report or contact 

the KTO as follows: 

Additional information and feedback on the report

• Relevant department : CS management Center                          • E-mail : csteam@knto.or.kr   

• Phone : 82-2-7299-625           • Fax : 82-2-728-9701~2             • Website : http://kto.visitkorea.or.kr 



HIGHLIGHTS

Foreign tourists hit a record high of 8.8 million

In 2010, domestic tourism did not fare well because of H1N1, the Navy Ship 

Cheonan Incident and the Yeonpyeong Island incident, but thoroughgoing risk 

management based on the KTO’s monitoring system and its customized global 

marketing enabled the KTO to attract 8.8 million foreign tourists in excess of 

its target of 8.5 million. 

Multi-cultural family social contribution activities 

 The KTO selected ‘multi-cultural’ as the core keyword of social contributions 

in 2010. At the ‘2011 Happy Plus Social Contribution Award’ ceremony co-

hosted by the Korean Society of Consumer Studies and Donga Ilbo, the KTO’

s consideration and aid for multi-cultural families were recognized and received 

the grand prize in the ‘multi-cultural social contribution’ category.

Great Work Place Award  

The KTO was the only public corporation to receive the grand prize for 4 years 

in a row from 2008 for excellence in financial status and welfare and social 

contributions at the ‘2011 Great Work Place Evaluation’ hosted by Hankyung 

Magazine. 

The first green tourism website in Korea 

The KTO built the ‘Green Tourism’ website for the first time in Korea, and 

plays a leading role in invigorating the green tour. The Organization also made 

a promotional video and brochure describing the necessity of Green Tour, the 

guidelines for citizens’ participation in green tourism and related programs, and 

is conducting a green tour campaign.

2010 Grand Prize for Excellence in Sustainability Management

The KTO received the Minister of Knowledge Economy Award in the public 

corporation & nonprofit sector in recognition of its CSR achievements and 

economic, social and  environmental achievements at the 5th Sustainability 

Management Award Ceremony hosted by the Ministry of Knowledge Economy 

and the Small & Medium Business Administration. 

Achieved the highest level in public-service customer 

satisfaction for 4 years in a row 

The KTO scored 93.6 points in the public corporation satisfaction research 

conducted by the Ministry of Strategy and Finance, and achieved the highest 

level (AA: 90~100 points) for 4 consecutive years from 2007, and scored 

92.5 points in the KTO’s own customer satisfaction research, maintaining the 

90-point level for 4 years in a row. 

No. 1 in Internet Communication Satisfaction Index    

The KTO was named the No. 1 public corporation in the ‘Internet 

Communication Satisfaction Index ’  at  the ‘2010 Korea Internet 

Communication Competition’ hosted by the Korea Internet Communication 

Association. This award shows how well corporations and institutions 

communicate with customers through the Internet. 

COVER STORY

In celebration of the publication of the third sustainability management 

report, the KTO invited its employees to a naming contest, and 

‘Preservation, Co-existence and Tourism - Sustainable Tourism 

Management Report for the Next Generation’  won first prize. It expresses 

the desire to ‘preserve’ tourist resources such as nature, society and culture, 

‘co-exist’ with stakeholders by helping and supporting each other, and 

put forward efforts to make ‘tourism’ enjoyable for present and future 

generations.  

K
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Dear customers, shareholders, and stakeholders!

Due to rising tourism risks, such as the global economic recession, increasing uncertainty of the future, the 

financial crisis of Japan and Europe, and diseases, the global tourism market is facing stagnation. Thanks 

to the spread of Hallyu and aggressive Korean tourism marketing, however, we had 8.8 million foreign 

visitors in 2010 alone. The number of foreign tourists visiting Korea has continuously grown. Numerous 

international events including the G20 Summit were held in Korea, and many more important events are 

upcoming. It is more than evident that our goal of receiving 10 million foreign visitors to Korea will soon be 

realized. 

As interest in Korea is increasing, so are the responsibilities and efforts of the Korea Tourism Organization 

(KTO). Korea is a fascinating place full of Gi (universal energy), Heung (intrinsic sense of joy) and Jeong 

(attachment, affection and consideration) which are entirely unique to Korea, and I would like to share all 

of Korea’s wonderful charm with the world. I want to help all stakeholders related to tourism understand 

and communicate with one another, and endeavor to create higher value in doing so. I will also help Korea 

become an advanced country in tourism in hopes to benefit all stakeholders.  

CEO MESSAGE
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 In 2010, to ensure that the KTO would become more customer-oriented and future-oriented, I presented ‘RIO CHARM’ as 

an external business policy. RIO stands for Relationship with customers, Interest in customers, and Observation of customers. 

It represents the ways in which the KTO employees value and support their customers and clients. CHARM is a collection of 5 

essential elements of the tourism industry based on the unique colors of Korea, and the Yin-Yang and the Five Elements theory. 

It is short for Creation, Harmony, Attraction, Resonance and Movement.  With RIO CHARM, I would like to create a more 

exciting and enjoyable tourism culture in Korea. 

In October 2010, the KTO received the grand prize in the public corporation/nonprofit category at the 5th Sustainability 

Management Award C eremony hosted by the Ministry of Knowledge Economy and the Small & Medium Business 

Administration. The award was well-received, but the KTO must continue to work harder. The Organization will carefully listen 

to what stakeholders have to say, and concentrate its energies on creating opportunities for communication, and fulfill its social 

responsibilities as a public corporation without hesitation. 

I love the mountains of Korea. The silhouette of Korean mountains harmonize with the sky. You can see range after range of 

mountains. They create a mysterious atmosphere. Like the mountains that always stand firm and silently in their place, wearing 

diverse colors in different seasons, the KTO will always do its part in its own place as a respected public corporation, and play 

various roles to give wider publicity to inspiring tourism in Korea.  

I hope that all of our stakeholders will continue to support and show interest in the KTO so that it can become a public 

corporation that fulfills its social responsibilities and practices sustainability management. 

A wonderful country to travel in is a great place to live in.

CEO of  KTO, Charm Lee
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KTO makes Korea attractive for tourists 

The Korea Tourism Organization was established in 1962 when tourism was not 

yet recognized as an industry. The purpose of its establishment was to pioneer a 

new market for tourism. Now, the KTO has transformed the tourism industry 

into a new source of energy  for Korean industries. Powered by a forward-

thinking attitude, innovative improvement of its business environment and 

harmony based on coexistence and preservation, the Organization is growing 

into a creative public corporation leading the global tourism industry.

2010 Korea Tourism Organization   

Sustainability Report
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KTO makes Korea 
attractive for tourists

General information

According to the Act for the Establishment of the 

International Tourism Corporation, the Korea Tourism 

Organization (KTO) was established in 1962 with the 

role of contributing to the economic development of 

Korea and improving national welfare by promoting the 

Korean tourism industry. 

The KTO promotes domestic and overseas tourism 

businesses, develops tourism resources, fosters and trains 

tourism professionals, and continuously carries out R&D 

and other diverse projects to develop the tourism industry.  

As of January 2011, the KTO employs a total of 609 

persons in Korea and 19 foreign countries. 

Business overview

Aiming to become a ‘Total Service Provider’ for the 

development of the Korean tourism industry, since its 

establishment, the KTO has been focusing on attracting 

foreign tourists, and cooperating with its partners, i.e. 

local governments and the tourism industry to develop 

various tour products. The KTO is also providing 

tourists with various kinds of tourist information, and 

tries to contribute to the development of the Korean 

tourism industry by improving tour readiness. The 

KTO’s business areas are largely divided into promotion 

of promotion of overseas tourism, promotion of 

domestic tourism, inter-Korean tourism exchange, 

development of tourism resources, and other revenue-

making businesses (a duty-free shop and a golf course).

Overview of KTO

As of November 2011

Corporate name KTO CEO Charm Lee

Date of establishment June 26, 1962 Number of employees 609 (quota 544)

Objectives To foster and promote the national tourism industry Capital KRW32.4 billion

Main office 40 Cheonggyecheonno, Jung-gu, Seoul Number of foreign tourists 8.8 million

【Overview of KTO】

【Business overview】

Promotion of 
overseas tourism 

- Tapping into overseas markets:  developing inbound tour products, etc.

- Attracting international conventions: identifying and attracting international conventions  
   and supporting PR

- Global cooperation: participating in tourism-related international organizations including  
   UNWTO (UN World Tourism Organization)

- International tourism event marketing: supporting domestic events to attract foreign tourists  

- Operating foreign-language tourist information sites (8 languages, www.visitkorea.or.kr) 

Promotion of 
domestic tourism

 - Improving tour readiness: accommodations, tourist information, improvement of transportation,  
   and fostering and training tourism professionals 

- Tourism information service: tourist information site, tourism information line (24-hour 1330 TT   

   Call Center, Korean, English, Japanese and Chinese), tourist information centers (a total of 5  
   tourist information centers at the Main Office and international airports) 

- Cooperation with local governments: cooperation in tourism infrastructure improvement projects  
   and local tourism product development

- Promoting domestic tourism: developing domestic tour products, PR and operating supporters

Inter-Korea 
tourism exchange

Supporting development of tour products in connection with North Korea, e.g. Mt. Geumgang

Development of 
tourism resources

developing and planning tourism resources, tourism development consulting, and participating  
in tourist and leisure cities

Fundraising
Operating DUTY FREE KOREA and Jungmun Beach Golf Course    

* Gradually taking measures to comply with the Government’s plan to privatize public corporations
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KTO makes Korea attractive  
for tourists 

Organization

As of January 2011 KTO has 4 divisions, 13 departments, 38 teams and centers. It also operates 5 domestic branches, 5 regional promotional offices, and 28 overseas 

branches in 19 countries. 

【Organization】

Executive Vice President
for Marketing

Executive Vice President
for Tourism Competitiveness

Senior Vice President
Vice President

for Pollcy Project

Audit Office

Planning and
Coordination Department

Planning and 
Coordination Team

Budgeting Team

Performance
Evaluation Team

General
Administrantion

Department

General Affairs
Team

Human Resources
Team

Finance & 
Accounting Team

Subsidiaries Support
Team

Domestic Tourism 
Department

Domestic Tourism
Promotion Team

Tourism Quality
Improvement Team

Tourism Sevice 
Improvement Team

Tourist Information
Service Team

Tourism Information
Department 

U-Tourism Team

Global U-Tourism 
Team

Publications Team

Information
Technology Center

Tourism Culture 
Team

Promotion Offices
(Gyeongsang-do,
Chungcheong-do,

 Jeolla-do, Gangwon-do)

Global Consulting 
Department 

Tourism 
Consulting Team

Tourism Investment
Support Team

Tourism Resources
Development Team

Jeju Office
Seonam Office
Jeonbuk Office
Jungmun Beach 

Golf Club

Overseas Marketing
Department

Marketing Planning 
Team

Japan Team

China Team

Asia & Oceania
Team

Europe and
The Americas Team

MICE  Bureau

MICE Strategic
Planning Team

Convention Team

Incentive &
Exhibition Team

International
Events Team

CS
Managment Center

Legal Affairs
Team

Emergency
Planning Team

Duty-free Business 
Department

Tourism Infrastructure
Department

Strategic
Project Center

Green Tounism
Center

Tourism
Academy

Inter-Korea
Tourlsm Center

Geumgangsan
Office

Tourism Brand & 
Product Department

Brand MarKetiong 
Team

Strategic Tourism 
Product Team

Medical Tourism
Department

Tourism R&D
Center

Overseas Offices

PresidentBoard of Directors Auditor General

Creative Management Office Public Relations Department
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1970'S

• 1961 Enacted the Tourism Promotion Act

• 1962 Established International Tourism Corporation (currently KTO)
Implemented the qualification system for tourism workers

• 1968 100,000 foreign tourists visited Korea (103,000).

• 1971 Started development of the Gyeongju Bomun Lake Resort Complex

• 1975 Established the Gyeongju Tourism Development Corporation (subsidiary)

• 1977 Opened the Tourist Complaint Center
Opened the Tourism Training Center in Gyeongju

• 1978 1 million foreign tourists visited Korea (1.08 million)

• 1980

 

Established the Jeju Tourism Development Corporation (subsidiary)
Launched the Jeju Jungmun Resort Complex development plan

1960'S

【Establishments】

London

Frankfurt

Moscow 

Istanbul

Dubai

New Delhi 

Tokyo

Nagoya

Shangha

Fukuoka
Osaka

Guangzhou

Manila
Kuala Lumpur 

Singapore

Jakarta

Sydney

Vladivostok

Shenyang

Beijing

Taipei

Bangkok

Hong Kong 

Hanoi

Paris
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KTO makes Korea attractive  
for tourists 

• 1982 Renamed ‘Korea National Tourism Corporation' (KNTC)

• 1989 M&A of the Jeju Tourism Development Corporation

1980'S

1990'S

 • 1991 Established the Haenam Hwawon Resort Complex 
(currently Oceano Resort) Development Plan

• 1994 Hosted “Visit Korea 1994” Events

• 2000 The number of foreign tourists visiting  
Korea exceeded 2 million

• 2007 Officially announced the brand for Korean tourism

• 2008 Changed its English name   

(Korea National Tourism Organization   
  Korea Tourism Organization)

• 2010 The number of foreign tourists visiting Korea 
exceeded 8.8 million

LA

New York 

Toronto

28 overseas  
branches  

in 19 countries

Germany Frankfurt Branch United Kingdom London Branch

Thailand Bangkok Branch France Paris Branch

Russia Moscow Branch, Vladivostok Branch  Singapore Singapore Branch

USA LA Branch , New York Branch Taiwan Taipei Branch

Japan
Tokyo Branch , Osaka Branch, Nagoya Branch,
Fukuoka Branch

China
Beijing Branch , Shanghai Branch, Guangzhou Branch, 
Hong Kong Branch, Shenyang Branch 

Australia Sydney Branch UAE Dubai Branch

India New Delhi Branch Malaysia Kuala Lumpur Branch

Canada Toronto Branch Philippines Manila Branch (will be opened)

Turkey Istanbul Branch (will be opened) Indonesia Jakarta Branch

Vietnam Hanoi Branch

2000'S
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Strategy system

The KTO’s mission to ‘make tourism into a new 

growth engine and contribute to the development 

of the national economy and improve the quality 

of life of people’ embraces the raison d'être and 

basic values of the KTO. Its vision of ‘a global 

public corporation making Korea attractive to 

tourists’ represents what the KTO wants to be by 

accomplishing the mission. 

The core values that the KTO employees adhere 

to in order to realize the mission and vision are 

‘Serve customers’ on the basis of ‘Creativity,’ 

‘Professionalism,’ and ‘Reliability.’ The KTO’s 

management policies are underpinned by these 

core values. The management policies are the 

CEO’s management philosophy and will, and 

can be divided into external business policies and 

internal management policies. 

Vision and policy

The Korea Tourism Organization is continuously striving to become a sustainable public corporation by realizing the 

customer-oriented values. 

Our future Total Service Provider for the Korean Tourism Industry

External business 
policies

RIO CHARM

Core values

Creativity Professionalism

Serve customers

Reliability

Internal management 
policies

Creative Fairness Open Communication

Mid-to long-term  
goal for 2015

Attract 13 million foreign tourists

Ensure the GDP contribution of the tourism industry to 10%

Reinforce the competitiveness of the tourism industry to the global top 10

Strategic directions
Secure a competitive edge in 

global tourism marketing
Build a tourism cooperation 

network
Lay the foundation for 

competitive tourist services

Enhance the customer-driven 
sustainable management 

system

Mission
Make tourism into a new growth engine and contribute to the development of the national economy  

and the improvement of the quality of life of people 

Vision A global public corporation making Korea attractive to tourists

【Strategy system】
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External business policies 

The external business policies, i.e. ‘RIO CHARM,’ 

represent customer-centrism, i.e. thinking and 

working from the viewpoint of customers. ‘RIO’ 

represent employees’ mindset to satisfy customers, 

whereas ‘CHARM ’  represent the elements 

essential to the KTO operations in dealing with 

customers. RIO stands for ‘Relationship’ with 

customers based on communication and love, 

‘Interest’ in customer needs, and ’Observation’ of 

customers, while CHARM is short for ‘Creation’ 

full of creativity and passion, ‘Harmony’ sharing 

the values of KTO, ‘Attraction’ making Korea 

attractive to tourists, ‘Resonance’ delighting 

customers, and ‘Movement’ of challenge and 

innovation.

Internal management policies

The KTO’s internal management policies, i.e. 

Creativity, Fairness and Open Communication, 

represent the management environment enabling 

individual employees to bring their creativity 

into action and guaranteeing fair compensation, 

and the organizational mindset enabling open 

communication. 

 ‘Movement’ 

challenge  
and innovation

‘Resonance’

delighting  
customers

 ‘Creation’ 

full of creativity and 
passion

‘Harmony’ 

sharing the values of 
KTO

‘Attraction’

making Korea  
attractive  
to tourists

CHARM   
Five elements essential  

to KTO operations  
dealing with customers

【RIO CHARM】

Relationship

Love customers

Interest

Interest in consumer 

needs

Observation

Observe customers

RIO 
Employees basic mindset 

and attitude to satisfy 

customers
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Efforts to create  
a sustainable future

A leap toward a sustainable future

The tourism industry creates eco-friendly added values as well as jobs, and 

economic effects like balanced regional development and revitalization of the 

national economy. It is a sustainable industry that provides great support for 

other industries by widely publicizing the national brand and image of Korea 

around the globe. As a leader of the tourism industry and a public corporation 

appreciated by the people, the Korea Tourism Organization is fully aware of its 

economic, social and environmental responsibilities, and endeavors to fulfill its 

corporate social responsibilities.

2010 Korea Tourism Organization   

Sustainability Report
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Vision

The Korea Tourism Organization recognized 

sustainability management as the growth engine 

of the future, and established strategies for 

sustainability management and selected key tasks to 

ensure systematic implementation and management.

Due to the nature of the tourism industry, the 

KTO has business operations not only in Korea, 

but also overseas, and these business operations 

serve both locals and foreigners. Accordingly, the 

KTO’s sustainability management must also comply 

with global trends, be compatible with regions and 

local residents, and take regional environment into 

consideration as much as possible. 

In the economic sector, the KTO’s strateg y is 

to ‘reinforce global competitiveness through 

innovation, creation and advanced management.’ 

It presents the direction of sustainable growth of 

tourism, and carries out innovative tasks to reinforce 

the competitiveness of the tourism industry. In 

the social sector, the KTO established the strategy 

of ‘securing competitiveness by sharing ,’ i.e. 

growing while being considerate of and respecting 

stakeholders and endlessly communicating with 

stakeholders. When it comes the environmental 

sector, which is emerging as a global issue, under the 

strategy of ‘reinforcing eco-friendly competitiveness 

by leading green tourism,’ the KTO is practicing its 

own green management, and is striving to publicize 

green tourism and develop eco-friendly tourism 

resources for a greener tourism industry. The KTO 

will try and become a leader of the tourism industry 

with global competitiveness in the economic, social 

and environmental sector through sustainability 

management. 

Infrastructure for sustainability management

Mission

Vision

Strategy

Key tasks

Reinforce global competitiveness  
through innovation, creativity  
and advanced management

Infrastructure 
for sustainability 

management 

· Build a global  
  network

· Establish ethical     
  corporate culture

· Revitalize the BOD

Innovation 
& creation 

management 

· Financial health

· Attract foreign    
  tourists

· Invigorate domestic   
  tourism

· Explore new growth   
  engines

Customer

· CS management

· Provide tourist    
  information

· Improve readiness

Partner
(government/Local 

government/tourist industry)

· Coordinate opinions

· Invigorate regional  
  tourism

· Improve    
  professionalism in  
  tourism

Supplier

· win-win  
  management

· Support for small  
  and medium  
  enterprises

Local community

· Sharing

· Strategic social  
  contributions

Employee

· Respect human  
  rights

· Nurture global  
  talents

· Balance between  
  work and life

Environment

· Green management

· Develop green tour  
  products

· Develop eco- 
  friendly tourist  
  resorts

Gain competitiveness by sharing  
with stakeholders

Reinforce eco-friendly competitiveness  
by leading green tourism

Play a leading role in making tourism a new growth engine, and contribute to the development of the national economy  
and the improvement of the quality of the life of people.

Capitalize on the competitiveness empowered by sharing and eco-friendly competitiveness to help the tourism industry gain global 
competitiveness and lead the sustainable tourism industry.

【Sustainability management system】

Efforts to create  
a sustainable future



016
Chapter 2.
Infrastructure for sustainability management

Efforts to create  
a sustainable future

Sustainability management organization

The Sustainability Management Committee 

under the Board of Directors oversees the 

KTO’s sustainability management organization, 

and the organizations in charge of economy, 

society and environment are working organically 

for sustainability management with the CS 

Management Center playing the central role. 

 2007

Action stage

•  Join the UN Global Compact and comply with principles

•  Implement the sustainability management system

•  Publish sustainability management reports

Maturity stage

• Diffusion of the sustainability management activities  
   of suppliers/partners

• Systematization of the stakeholder participation process

• Building the green management system

• Measuring the sustainability management performance

 •  Global leader in sustainable tourism

Advanced stage

 2009  2011  2013

【Sustainability management organization】

Economy

Planning, management, finance, 
customer satisfaction, crisis 
management, purchasing,  
overseas tourism promotion, 
tourism R&D, MICE 

Society

CSR, social contributions, tourism 
infrastructure, tourism environment 
improvement, tourism consulting, 
regional promotional offices, talent 
development, tourism academy, 
domestic tourism promotion

Environment

Sustainability Management Committee

Green tourism, resource 
development, tourist resorts, 
management support

CS Management Center

CEO

【Sustainability management roadmap】

KTO SI

KTO SI (KTO sustainability index system) is 

a performance management system first to be 

developed by a public corporation in connection 

with sustainability management. KTO SI is a system 

for managing the KTO’s general sustainability 

management index. It is a self-assessment program 

that calculates indexes by area/individual/

department and general indexes on the basis of 

various performances, such as efforts to practice 

ethical management, employees’ social contribution 

activities and CS mileage. The assessment results 

are disclosed to employees through the KTO 

Ethics Index (KEDEX) system, and the system 

allows them to view the score of each individual/

department/KTO. This self-assessment system 

helps the KTO and employees to improve their 

sustainability management competencies.  

【KTO SI KTO sustainability index system】

Classification Items checked Cycle Type of output Use

Effort to practice 
ethics

Ethical management 
implementation

Ad-hoc
Once a year

KEDEX index

• Assessment and  
   evaluation of ethical  
   management level

• Identification of  
   strengths/ 
    weaknesses

Business  
ethics

Ethical management  
operations

Ad-hoc
Once a year

Ethical 
management 
awareness

Ethical management 
performance

Ad-hoc
Once a year

Personal social 
contribution

Personal social contribution 
activities (Green Mileage)

Ad-ho
Composite score of 
the department

• Applied to internal  
   evaluation

• Applied to incentivesCS mileage
CS mileage management 
activities

Ad-hoc
Personal/  
departmental score
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Tourism industry crisis management 

activities in 2010

The major issues of 2010 were health risks like 

H1N1, and security risks like the Navy Ship 

Cheonan incident and the Yeonpyeong Island 

incident. The KTO delivers the facts as is. The 

Organization informs foreign countries of how 

Korea responds to these risks and the social and 

economic atmosphere as usual. When H1N1 broke 

out, we highlighted the image of ‘Safe and Clean 

Korea’ through overseas announcements, and 

during security risks like the Yeonpyeong Island 

incident, the KTO sent a letter about the safety of 

Korea to overseas travel agencies and journalists, and 

invited them to Korea so that they could see how 

safe Korea is. Thanks to these efforts to respond to 

crises, foreign groups withdrew cancellations, and 

8.8 million foreign tourists visited Korea in 2010, 

outnumbering its target. The KTO is working 

hard to not only actively respond to crises, but also 

prevent them to deliver the message that foreign 

tourists can safely travel to Korea.

【Tourism industry crisis responses in 2010】

Description

Situation

Response

Performance

Due to H1N1 the number  
of foreign visitors continued  

to decline.

H1N1 (throughout 2009)

• Carried out marketing  
   activities to restore demands  
   on Korean tourism

 • Overseas advertising was  
    concentrated in the first half  
    of 2010: highlighting  
    ‘Safe and Clean Korea’

• The number of foreign    
   visitors started to increase  
   in March.

Fear abut safety spread 
throughout Asia.

Navy Ship Cheonan Incident 
(March 2010)

• Sent guidelines on how to  
   respond to the Navy Ship  
   Cheonan Incident (May 27)

• Branch managers sent letters  
   about the safety of travel to  
   Korea (May 27 ~ June 30)

• Invited 59 foreign travel  
   agents and journalists in 12  
   countries (June 9 ~ June 13)

• The number of Japanese  

   tourists began to increase in  

   May and June.

School trips and incentive  
group tours were cancelled  

or postponed.

Yeonpyeong Island Incident 
(November 2010)

• Formed the crisis response  
   team (November 23)
 • Announced the KTO-RTO joint  
   declaration (November 25)
 • Announced the ‘Letter about  
     Safe Travel to Korea’ in the  
    name of the Minister of  Culture,    
     Sports and Tourism (November 30).
 • Gave a presentation on the  
    safety of travel in Korea to  
    foreign correspondents and  
    foreign ambassadors in Korea  
    (December) 
• Conducted an year-end intensive  
   campaign and special advertising 

• 27 groups, including    
   Akashinishi High School,     
   withdrew their cancellation.

• Maintained the upward trend  
   by replacing cancelled visits  
   of large groups  by individual  
   tourists.

Risk management system

The KTO’s crisis factors cover non-financial crises 

more extensively than financial crises due to the nature 

of KTO operations. Non-financial crises are divided 

into tourism industry crises, such as security & public 

order and disasters, and business management crises, 

such as HR organization and safety of facilities. The 

KTO manages a total of 47 crisis factors including 

financial crisis factors. 

The KTO’s emergency response system is divided into 

Blue, Yellow, Orange and Red according to the degree 

of crisis, and if a crisis factor is detected, a meeting is 

held and an appropriate measure is taken according to 

the crisis level. If a warning more serious than Orange 

is issued, the CEO will chair the response team, and 

the Crisis Management Team will be formed to actively 

respond to the crisis. In 2010, the existing issue/crisis 

system was changed into the risk/crisis system, and 

the crisis management work was transferred to the 

Creative Management Office directly under the CEO 

to reinforce the ability to respond to crises. 

【Crisis management response system】

Collect info on  
crisis factors

Regularly monitor 
crisis factors 

Conduct in-depth 
investigation  
of crisis factors

Register crisis

Re-evaluate crisis 
level

Establish crisis 
scenario

Additional 
monitoring

Run Emergency 
Response HQ

Normalize(complete 
crisis response)

Form the crisis management committee  
and respond

Self-evaluateCall evaluation meeting

Monitor Perceive Prepare Respond Normalize/
evaluate

【Types of crises】

KTO crises

Non-financial crisis Financial crisis

Tourism business

25 factors in 4 areas, such 
as war and diplomacy  

18 factors in 4 areas, such 
as safety of facilities

Liquidity crisis and 
appropriate financial 

structure

Exchange rate,  
interest rate

Financial structureBusiness management Market crisis
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Sustainability management networking

UN Global Compact 

In September 2007, the KTO joined the UN Global 

Compact, which emphasizes compliance with global 

sustainability management. Fully identifying with 

the 10 principles in the four categories of human 

rights, labor, environment and anti-corruption, 

KTO complies with them in all its management 

activities, and is striving to spread them across the 

tourism industry. 

The COP (Communication on Progress) about 

the 10 principles is replaced by the sustainability 

management report, and for information on 

connection with the 10 principles, please see the 

UN GC Index in the Appendix of this report. 

Sustainability management award 2010 

The KTO received the grand prize (Minister of 

Knowledge Economy award) in the public corporation 

and nonprofit sector at the 5th Sustainability 

Management Awards Ceremony hosted by the 

Ministry of Knowledge Economy and the Small 

& Medium Business Administration as its social 

responsibility, economic, social and environmental 

performance was recognized. 

Ethical management SM Forum

The K TO joine d the Business  Ethics  and 

Sustainability Management for Top performance 

(BEST Forum), a multi lateral forum that spreads 

ethical management and leads the ethical corporate 

culture in Korea, in June 2008, and has since 

been attending the monthly meetings. At the 

regular meetings, the KTO shares sustainability 

management practices and discusses improvement 

directions with 77 member companies, and searches 

for ways to develop sustainability management. 

In March 2010, the KTO declared ‘Ethical 

Management CEO’ along with other member 

companies.  The KTO was able to enhance 

public awareness about the KTO’s will to carry 

out sustainability management by declaring the 

CEO’s will to carry out ethical management and 

sustainability management. 

KoBEX SM

KoBE X SM (Korean Business Ethics Index – 

Sustainability Management) is a sustainability 

management survey of major public corporations and 

private enterprises in Korea that is jointly conducted 

each year by the Ministry of Knowledge Economy and 

the Institute for Industrial Policy Studies. The KTO 

scored 86.3 points in the sustainability management 

survey of major corporations, which is above the 

average of 79.4, and obtained the AA grade. The KTO 

reflected the evaluation results in its sustainability 

management strategies, and has been strengthening its 

sustainability management leadership. 

【<KoBEX>scores by area】

Sustainability management vision

Environmental 
management Governance

Workplace

Suppliers

Local  
communities

Customers

100

50

0

KTO Average
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ISO26000 self-assessment

ISO 26000 self-assessment process

I S O  2 6 0 0 0  i s  a  g u i d e l i n e  m a d e  b y  I S O 

(International Standardization Organization) about 

social entities’ fulfillment of social responsibilities. 

It consists of 21 core elements, i.e. the principles 

regarding 7 social responsibilities, CSR subjects in 7 

areas, and 7 execution standards. 

ISO is encouraging the use of the ‘ISO 26000 self-

assessment checklist’ to check the implementation 

level. The self-assessment makes it possible to 

check the 8-step social responsibility system 

implementation process and the 7 core subjects, 

and to analyze the current status on the basis of 196 

items with the total score being 1,000 points.   

Assessment result

The ISO 26000 self-assessment is divided into 

4 levels depending on the final score. The KTO 

scored 902 points out of possible 1,000 points, and 

was found to belong to level 4, the highest level.  

In the process category, the KTO scored highest in 

stakeholder identification and participation, and 

the score on strategy was relatively lower, meaning 

that it needs improvement. In the performance 

category, the KTO had high scores in organizational 

governance and consumer issues, whereas the scores 

on environmental items were the lowest. It is believed 

to be the case because the promotion of tourism, 

the business of the KTO, is not highly related with 

direct use of resources or emission of pollutants.As 

the Jungmun Golf Club operated by the KTO is 

included in the environmental assessment, and basic 

unit management was inadequate in terms of use of 

resources and management of emissions, the KTO 

is considering quantifying environmental control 

targets and introducing management of the basic 

units of environmental substances.The KTO is 

pondering on strategies and targets with a view to 

improving those items found to be insufficient by 

the self-assessment, and planning to conduct self-

assessment every year to check the current status 

of sustainability management and come up with 

improvements. 

As ISO 26000, the international standard regarding sustainable growth and social responsibility, was established in 2010, 

the KTO is planning to conduct ISO 26000 self-assessment by way of interim review of sustainability management and will 

disclose the result. The result of the ISO 26000 self-assessment will be reflected in the sustainability management plan 

with a view to upgrading KTO’s sustainability management level.  

【ISO26000 self-assessment process and result】

92%Awareness of social responsibilities
Empowered by the CEO’s will power, review the current status of the organization. 100%

Organizational governance
Respect the principles of social responsibilities, and link them to the existing 
system, policies and practices.

92%
Human rights
Respect, protect and realize human rights within the organization and in areas 
under the influence of KTO.

89.8%
Labor practices
Policies and practices affecting the labor environment of workers of KTO and 
suppliers.

78.6%
Environment
Take an integrated approach in consideration of the meanings of the organization’s 
decisions and activities to reduce the impact KTO has on the environment.

92.3%
Fair operations
Activities interested in the ethical trade between KTO and partners, suppliers  
and other organizations.

95.8%
Consumer issues
Consumer right protection activities, such as consumer education, fair and transparent 
marketing information, contracts and protection of sustainable consumption

89.1%
Participation and development of local communities
Efforts to recognize and respect the rights of local communities, and maximize 
resources and opportunities.

100%
Identification and participation of stakeholders
Review the interests and needs of stakeholders and establish strategy for their 
participation.

93.3%Analysis of key subjects and issues
Make a list of issues by reviewing issues and analyzing internal competency

86.7%
Prioritization and establishment of execution strategies
Prioritize issues needing improvement in consideration of the competency  
of the organization, and establish goals and action plans.

95%
Execution
Carry out strategies, vision, goals and action plans, and periodically monitor 
social responsibility performance.

90%Communication
Prepare performance reports and communicate with stakeholders.

93.3%Verification
Activities and reporting to improve the reliability of performance.

92%Improvement
Ensure continuous improvement by periodically reviewing performance.

Integrated social responsibilities across the organization

Process assessment (8 steps) Performance assessment (core subjects)
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Stakeholder communication

Definitions of stakeholders

The Korea Tourism Organization’s stakeholders are divided into six groups according to their influence and importance in KTO’s management activities and the 

development of the Korean tourism industry: end customers, policy partners, delivery partners, suppliers, local communities and employees. The KTO sincerely strives to 

communicate with stakeholders by continuously improving two-way communication with them and listening to their ideas and opinions.

① End customers

End consumers refer to domestic and foreign 

tourists and the general public who consume tour 

products and services and can evaluate them. Due 

to the nature of the KTO’s main business, i.e. 

promotion of tourism, it does not create economic 

value directly form tourists, but is working to 

improve end consumers’ satisfaction with tourism 

by providing tourist information and improving 

readiness.

② Policy partners

They refer to those partners like the Government, 

academics and related agencies who discuss tourism 

policies with the KTO with a view to enhancing 

the competitiveness of the tourism industry and 

improving the national image. The KTO is making 

efforts to become a reliable partner that can create 

greater synergies by operating opinion gathering 

councils and actively sharing policies with the 

Government.

③ Delivery partners

[Tourism industry]

They refer to the individual agents of the tourism 

industry: the tourism industry, the airline industry, 

the transportation industry and the culture and 

art industry. The KTO enters into business 

agreements and alliances, and works cooperatively 

with them. The KTO also supports the promotion 

of the tourism industry, e.g. nurturing professional 

manpower and consulting.

⑤ Local communities

In the narrow sense, they refer to the areas where 

the Main Office, domestic branches, and regional 

promotional offices are located, and in the wider 

sense, they refer to all of Korea in general. The KTO 

is developing tourist values across the country, and 

striving to be recognized as a corporation fulfilling 

its social responsibilities.

⑥ Employees

They refer to its employees working in its Main 

Office, domestic branches, regional promotional 

offices and overseas branches. They are valuable 

partners who are leading the KTO. The KTO is 

working hard to nurture employees who have the 

spirit of innovation and a sense of responsibility 

and help them become global experts, and taking 

the leadership in ensuring the balance between 

employees’ work and life. 

 

[Local governments]

The y refer  to  the  lo ca l  and metrop ol itan 

governments and Regional Tourism Organizations 

(RTO) that are part of the joint network together 

with the KTO. The KTO is contributing to 

improving their tourism competency by supporting 

the improvement of the tourism infrastructure and 

providing consulting services as well as carrying out 

joint projects with local governments and engaging 

in tourism PR and marketing. 

④ Suppliers

KTO’s suppliers refer to the enter into contracts 

with the KTO in its revenue-making business, office 

supply vendors and service providers. The KTO 

is seeking ways to grow and prosper with suppliers 

through fair and transparent transactions, and 

priority purchases from SME products.

End customers

Local communities
Suppliers

Employees

Delivery partners  
(tourism industry,  

local governments)

Policy partners
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Communication with stakeholders

To build trust with stakeholders, the Korea Tourism 

Organization has diverse communication channels 

to listen to the voice of the stakeholders. The KTO 

organized the opinions of the stakeholders by issue, 

and reflects them in actual management activities, 

and the key outcomes are described in relevant parts 

of this report.

Internal awareness survey with regard to 

sustainability management

The Korea Tourism Organization believes that true 

sustainability management can be realized only when 

its implementation is backed by the participation 

of stakeholders, and promotes sustainability 

management which diverse stakeholders can joyfully 

take part in. The KTO surveyed its employees to 

investigate the degree to which KTO’s sustainability 

management issues are translated into action with a 

view to reflecting on what it has done over the years 

as far as sustainability management is concerned. 

According to the survey, employees were very 

supportive of KTO’s sustainability management, 

ethical management, and gave a high score to 

stakeholder communication, whereas they required 

a greater interest in green growth or contributions 

to the local community. To improve awareness, 

this report provides an in-depth description of the 

KTO’s will and practice as to green management, 

and classified contributions to the local community 

by theme so that social contributions can be 

meaningful. 

In the comments section, many of the respondents 

prom ise d  to  p ar tic ip ate  in  susta inab i l i t y 

management and sent a message of support. The 

KTO reflected the result of the survey in the 

sustainability management strategy, and is planning 

to reflect the opinions of stakeholders in the 

sustainability management report. 

【The result of a international awareness survey with regard to sustainability management】

Strongly 
disagree

Disagree Neither Agree
Strongly 
agree

KTO is leading in transparent ethical management. 1% 1% 14% 51% 34%

KTO is always aware of diverse stakeholders and striving to improve  
relationships with them. 1% 4% 16% 50% 29%

KTO tries to create a great work place and fair corporate culture. 1% 3% 18% 45% 33%

KTO’s operations and activities are contributing to the revitalization  
of the local economy. 2% 2% 20% 41% 36%

KTO carries out various activities for the sake of low-carbon green growth. 1% 4% 25% 40% 31%

KTO strives to contribute to the local community. 1% 3% 23% 38% 35%

KTO is fulfilling its social responsibilities in various ways. 1% 3% 19% 43% 34%

Classification Who they are Key issues Key management methods Communication channel

End 
customers

Foreign tourists
Domestic tourists

• Providing tourist information
• Improving tourism  
   environment and readiness

• Improving customer satisfaction
• Diversifying tourist information  
   channels
• Protection of privacy
• Accommodations, food and  
   shopping brand management
• Korea Pass

• Tourism supporters
• Public campaigns
• Website
• Internet cafe
• CEO blog
• Twitter, Facebook
• Overseas tourism supporters
• Customer satisfaction  
   surveys
• Field surveys

General public • Citizens' participation
• Korea tourism supporters
• Tourism idea bank

Policy 
partners

Government

• Operating opinion gathering 
   councils
• Revitalizing the regional  
   tourism industry

• Sharing policies with the  
   Government and the National  
   Assembly
• Korea Tourism Industry Council

• Opinion gathering councils
• Meetings
• Conferences
• Workshops

Universities, research 
institutions,  
and tourism-related 
institutions

• Operating opinion gathering  
   councils
• Enhancing the professionalism  
  of the tourism industry

• Korea Tourism Industry Council

Delivery 
partners

Local government

• Operating opinion gathering  
   councils
• Revitalizing the regional  
   tourism industry

• Regional tourism promotion  
   councils
• Standardization of regional tourist  
   information

• Tourism industry councils
• RTO meetings
• Newsletter  
  (Cheongsachorong)
• Customer presentation
• Meetings with officials  
   of the tourism industry

Regional Tourism 
Organizations

• Operating opinion gathering  
   councils
• Revitalizing the regional  
   tourism industry

• Joint projects with RTO’s

Tourism industry,
airline and transportation 
industry, culture and art 
industry

• Enhancing the professionalism  
   of the tourism industry

• Korea Tourism Awards
• Fostering tourism service manpower

• Tourism industry councils
• Newsletter (Cheongsachorong)
• Customer presentation

Suppliers

• Win-win management
• Fair trade
• Supporting small and  
   medium enterprises

• Integrity Pact
• Supplier satisfaction survey
• Priority purchasing of SME products,  
   products from companies that  
  developed new technology, companies  
  run by women, and eco-friendly products

• Integrity survey
• Contracted customer  
   satisfaction survey

Local communities 

• Multi-cultural
• Medical Tour Nanum
• Guseok Guseok Volunteers 
• Green mileage

• Guseok Guseok Volunteers 
• Green Mileage
• Strategic social contributions
• Social contributions by theme

• Hold information  
   meetings between  
   KTO's branches  
   and local communities

Employees

• Equal employment opportunity,  
   respect for human rights
• Fair performance evaluation  
   and compensation
• Fostering global professionals
• Rational labor-management culture
• Sharing corporate vision and value
•  Improving employee welfare  
   and environment

• Creating jobs
• Prohibition of discrimination and  
   respect for human rights
• Performance management  
   monitoring and utilization
• Nurturing core talents 
• Innovative personnel change
• Expanding labor-management  
   communication
• Making a Great Work Place

• Ethical/sustainability  
   management awareness  
   surveys
• Employee satisfaction surveys
• Labor-management council
• Meetings on priority projects
• Intranet, e-mail
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Materiality test

Materiality test process

In preparing the sustainability management 

report, it is very important to understand what 

stakeholders are interested in and the impacts on 

corporate management. The KTO established its 

own materiality test process and prepares a report on 

issues that all stakeholders are interested in, and have 

high potential impacts on management activities. 

• Step 1: Identify issues

The KTO analyzed recent trends in sustainability 

management and its sustainability management 

issues, and created a pool of 166 sustainability 

management issues.  

Media research:  the KTO used domestic daily 

newspapers, broadcasting and communication as 

well as regional newspapers and magazines to analyze 

11,106 cases of media coverage about the KTO from 

January 1, 2010 to February 28, 2011 and classified 

the issues into 4 categories: tourism, economy, society 

and environment. 

Stakeholder sur vey : To conduct management 

diagnosis and establish mid-to long-term strategies, 

the KTO listens to the opinions of diverse 

stakeholders every year, and in 2010, conducted a 

survey by area and stakeholder: i.e. domestic tourist, 

overseas customers, the tourism industry, local 

governments, suppliers and employee. Stakeholders’ 

opinions were combined with the result of the 

Public-service customer satisfaction index survey. 

Global standard analysis: the KTO analyzed the 

10 principles of the UN Global Compact, the 

sustainability management network in which 

the KTO takes part, and used the ISO social 

responsibility guideline to analyze global standards 

like KoBEX SM, and GRI G3, and benchmarked 

leading institutions in sustainability management to 

identify the recent sustainability management issues.  

• Step 2: Analyze and diagnose internal policies

Policy analysis: the KTO carried out the ‘Future 

Project’ in 2010 and re-established the core values 

of the KTO and presented a new customer-oriented 

future image. The KTO analyzed key internal 

policies, such as core performance indicators 

according to new strategic directions and mid-to 

long-term strategic tasks, and identified issues with 

the greatest potential influence on management 

activities. 

Sustainability management diagnosis: The KTO used 

the ISO 26000 implementation level self-assessment 

checklist to check the current status of the KTO’s 

sustainability management. The self-assessment 

showed that the level of the KTO’s sustainability 

management was high, but the environmental sector 

needed to be checked further. For more details, please 

refer to and read the relevant section of the report.   

• Step 3: Prioritize

Among the pool of identified sustainability 

management issues, issues in which stakeholders 

are highly interested in and have a great potential 

influence on management activities were selected, 

as the KTO conducted the materiality test. 

Stakeholders’ level of interest was determined on the 

basis of issue analysis, frequency of exposure and the 

result of the stakeholder satisfaction survey, and the 

potential influence on management activities were 

analyzed through the employee survey. 

• Step 4: Review

The selected issues were confirmed as issues to be 

reported in the sustainability management report 

after the internal review of the TF team and the 

approval of the management. In addition, the 

sustainability management report is assured by a third 

party unrelated to the KTO. For more details, you 

can read the third-party assurance report at the end 

of this report.

【 Materiality test process】

1. Identify issues

- media analysis

- stakeholder participation

- analysis of global standards 

2. Analyze and diagnose 
internal policies

- KPI(key performance indicators)
/ innovation projects

- ISO 26000 self-assessment

3. Prioritize

- Prioritization of issues

4. Review

- report publication
- task force team
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Result of the materiality test and composition of the report

The issues identified through the materiality test were classified into three groups (High, Medium and Low), The keywords of 

sustainability management in 2010 include the seven core keywords, such as customer satisfaction, multi-cultural support, 

green tour products, internal & external business policies, external communication, management innovation, and fostering a 

new growth engine, and 56 other keywords.  The issues of high importance to the KTO’s sustainability management mostly 

came from the social (stakeholder) sector, followed by tourism, economy and environment in that order. 

 【Result of the analysis of key issues】 

【Configuration of the report】 

With focus on the issues of high importance in the Priority I and II areas, a total of 56 issues are evenly reported in each part so that the KTO’s sustainability management 

activities can be well represented.  This report is largely divided into the infrastructure for sustainability management, economic, social and environmental performance. 

High

Social interest

Low

Welfare, Labor relations,

Enhancing supplier satisfaction,

Information disclosure,

Privacy protection

Sustainability management networking,

Reinvigorating regional tourism,

Equal employment opportunity,  

Respect for human rights,Fair trade

Domestic and overseas partnership

Compliance with laws, Facility management, 

Inter-Korean tourism exchange, 

Environment and safety management, 

Environmental impact assessment, 

Overseas exchange sharing

Low

Ethical management, Nurturing talents,

Diagnosing sustainability management,

Climate change, Utilizing social media,

Protecting tourism environment,

Creating jobs

Nurturing tourism professionals,

Providing tourist information, 

Risk management system, Green management, 

Storytelling, Local community sharing,  

Awards, Medical tourism

Governance, Introducing IFRS, 

Purchasing eco-friendly products, 

Privatization of revenue-making businesses, 

Developing eco-friendly tourist resorts

Impact on management activities

Customer satisfaction, Multi-cultural support

Green tour products, Internal & external 

business policies,External communication,

Management innovation,

Fostering a new growth engine

Reinforcing overseas promotions, 

Medical Tour Nanum, Financial performance, 

Win-win management, Invigoration of MICE, 

Improving tourism culture, 

Cultural tourism sharing

Administering the tourism promotion fund, 

Developing convergence products, 

Revitalizing domestic tourism, 

Industrial leadership, Improving the national brand, 

Improving readiness

High

Infrastructure for sustainability management

Optimizing management performance

Reinforcing the competitiveness of the tourism industry

Enhancing customer satisfaction

Innovating tourist services for end customers

Building the network for cooperating with partners in tourism

Creating a Win-win culture with suppliers

Making happiness with local communities

Transforming employees into global talents

Practicing low-carbon green management

Developing green tour products/developing  eco-friendly tourism resources

➍ ➏ 

➍ ➐ 

➊ ➎ 

➋

➌ 

➊ ➌

➓

➑ ➒ 

➎

➐



➒ 

➋ ➏

➏

➊ Customer satisfaction
➊ Ethical management

Priority No. 1  I areas Priority No.  II areas

➋ Nurturing talents

➌ Sustainability management diagnosis

➍ Climate change

➎ Social media 

➏ Job creation

➐ Fostering tourism professionals

➑ Reinforcing overseas promotion

➒ Medical Tour Nanum

➓ Financial performance

 Win-win management

 Improving tourism culture

➋ Multi-cultural support

➌ Green tour products

➍ Internal and external  
     business policies

➎ External communication

➏ Management innovation

➐ Fostering new growth    
     engines



024
Chapter 2.
Infrastructure for sustainability management

Efforts to create 
a sustainable future

Sustainability management performance indicators and goals

Classification  Performance indicators Unit 2009 performance 2010 goal 2010 performance 2011 goal 

Infrastructure 
for 
sustainability 
management

Sustainability 
management 
networking 

UN Global Compact -
Submitted 
Communication on 
Progress

Submitted 
Communication on 
Progress

Submitted 
Communication on 
Progress

Submitted 
Communication on 
Progress

Implement sustainability management -

Published the report 
and internalized 
sustainability 
management culture 

Published the report 
and internalized 
sustainability 
management culture 

Published the report 
and internalized 
sustainability 
management culture 

Published the report 
and internalized 
sustainability 
management culture 

Ethical  
management 

Result of integrity measurement level
Highest level of 
integrity

Highest level of 
integrity

Inadequate level of 
integrity 

Highest level of 
integrity

Revitalize BOD meetings No. of times 15 times 
More than once a 
month

 13 times 
More than once a 
month

Economy  
Innovation & 
creation

Debt ratio (%) % 68.5 75.4 42.5 86.7

Labor productivity per person ￦1 million 447 566 461 596

No. of foreign tourists 10,000 persons 781 830 880 930

Revenues from tourism $100 million 93.9 95 97 95

Total domestic tour days 1 million days 432 400 400 450

No. of convergence products developed - 36 46 49 50

No. of people using visit Korea products 10,000 persons 48 53 53 57

No. of foreign tourists participating in 
international conferences

1,000 persons 61,889 68,000 68,686 74,000

Society

CS management Customer satisfaction level A (highest level) A (highest level) A (highest level) A (highest level)

End customers 

Readiness to receive foreign tourists 
point / Out of 
5points

3.99 4.10 4.02 4.13

Number of Korea tourism supporters person - 2,100 2,789 3,100

Daily online (domestic and overseas) 
 tourist information use  

page views 1,287,000 views 1,416,000 views 1,432,000 views 1,623,000 views 

Tourist information contents satisfaction % 87 72 92.97 90

Delivery partner  

Local government tour development 
consulting services

No. of case 17 21 20 22

Improve the professionalism of tourism 
professionals (no. of training participants)

person 1,952 2,140 2,261 2,360

Suppliers
Percentage of SME products purchased % 93.8 90.0 95.3 91.1

Percentage of procurement by electronic 
contracts

% 16.6 18.3 22.2 20.1

Local communities Social contribution mileage miles 15,210 20,000 20,917 24,000

Internal  
customers  

Percentage of female employees % 41.5 50 33.3 35

Percentage of the disabled % 2.06 2 1.8 3

Education/training hours hours 26,667 27,467 23,731 25,000

No. of labor disputes - 0 0 0 0

Environment

Green  
management

Energy saving percentage % 4 0.4 1.23 2

No. of energy-saving projects - 6 5 5 5

Percentage of eco-friendly products purchased % 97.4 90.4 78.1 90.4

Green tourism
No. of green tour campaign participants person 1,053 - 1,035 1,500

No. of green tour products developed person - - 14 15

Eco-friendly  
tourism resources

Environmental impact assessment
(tourist complexes)

- Below standard Below standard Below standard Below standard
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Ethical management goals and system

To become globally competitive and maintain a 

Win-win relationship with local communities, the 

KTO is receptive to changes in global tourism trends 

and implementing aggressive and proactive ethical 

management that incorporates the characteristics of 

public corporations. 

The KTO has had a dedicated organization for 

systematic practice of ethical management since 

2004, established the code of ethics code of ethics, 

and implemented the ethical management system. 

The KTO also has diverse systems for eradication of 

corruption and practice of ethical management, and 

the auditing system in a bid to firmly establish ethical 

decision-making.  

The KTO strives to implement ethical management 

that stresses Win-win relationship with stakeholders 

and takes local circumstances into consideration 

as much as possible. In 2010, there was no case of 

internal audit or outside reporting due to evasion 

of duty, interference with fair job performance, and 

asking for favors from politicians. 

Mechanism of ethical management

The KTO will practice ethical management in the broad sense, i.e. compliance with the overall business ethics of the KTO, 

rather than economic ethics and ethics in the narrow sense related to business operations. 

【Ethical management system】

KTO vision

Ethics vision

Ethics goals

Strategic directions

Strategic tasks

Excellence in ethical 
management

Build a sustainable ethical 
management system

· Re-establish an ethical  
  management strategic  
  system
 · Continuously supplement  
   and improve the ethical    
   management system

20,000 green miles

Fulfill social responsibilities as a 
corporate citizen

· Establish KTO’s own social  
  contribution system
· Fulfill enterprise-wide social  
  responsibilities

External recognition of 
sustainability management

Internalize and spread ethical 
and transparent culture

· Internalize and spread  
  an ethical and transparent  
  management and  
  organizational culture
· Comply with international  
  standards

A global public corporation making Korea attractive to tourists

Build sustainability management system

【Ethical management organization】

Ethical management organization Organization Role

Ethics Committee
Making decisions on ethical management
Deciding direction of KTO’s social contributions

CCO Overseeing practice of ethics

CS Management Center
Establishing, executing and supporting ethical 
management strategies Diagnosis/evaluation

Duty-Free Business 
Department Clean 
Committee

Practicing ethical management

Ethical management
Change agent

Monitoring change agents
Spreading cases and providing education

Clean Manager
Identifying system improvements
Identifying best practices

Officer in charge of the 
code of conduct

Investigating compliance with the code of conduct
Giving advice on compliance with the code of 
conduct

Clean Manager

Secretary, officer in 
charge of investigation

Advisors

Monitoring

Officer in charge 
of the code of 

conduct

Customer 
advisory 

committee

Preventive 
management
(legal team)

Ethical 
management
Change agent

Duty-Free 
Business 

Department 
Clean Committee

CEO

Ethics 

Committee

Chief Culture 
Officer

CS Management 
Center

Ethical  
management practices
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Ethics Committee activities

The Ethics Committee is the highest-level decision-

making body that proposes and decides on key policy 

agenda related to ethical management. It is chaired 

by the CEO, and consists of 4 outside members, who 

are experts, and 4 internal members. The committee 

holds a regular meeting every quarter to ensure that 

ethical management becomes part of the corporate 

culture. In 2010, the Ethics Committee identified 

22 projects in a total of 7 areas, including anti-

corruption, integrity and ethics policy.

Ethical management code of conduct

To strengthen its ethical management system, the 

KTO has  the ethics charter at the top, which is the 

highest-level ethical values and standards. Below 

the ethics charter are the employee code of conduct, 

practical guideline and code of ethics. The code of 

ethics serves as the standard for ethical decision-

making and value judgment, and the employee code 

of conduct is the behavioral standard for employees. 

The practical guidelines consist of the ‘Practical 

guideline for the employee code of conduct’ 

containing the detailed behavioral guideline for 

employees, the ‘executive job integrity provisions’ 

containing the integrity obligations of executives 

during their term of office, and the ‘guideline 

on whistle-blowing and protection’ containing 

information on violations of the code of conduct 

and protection of whistle-blowers.

Spreading ethics education

To internalize the ethical management culture, the KTO 

has been providing ethics education for employees since 

2006. The KTO made ethics education mandatory. In 

particular, the Organization is offering differentiated 

education programs for overseas branches requiring a 

higher level of ethical responsibilities, and for employees 

working in areas like tour development and duty-free 

shops.In 2010, the KTO attended the CEO integrity 

meetings, and provided special morning lectures on ethics 

and sustainability management and correspondence 

education for employees. Also, the KTO published 

the ethics guidebook and made an e-book on ethical 

regulations. It offered ethics education through diverse 

channels. As a result, the number of education per person 

rose from 4.37 hours in 2009 to 6.24 hours in 2010. 

Area No of projects

Reinforce efforts to autonomously practice integrity policies 4

Integrity education and PR 4

Prevent corruption by removing corruption-inducing factors 1

Autonomously improve systems 5

Impose strict sanctions on wrong-doers 2

Firmly establish ethics 3

Spread ethical management 3

【Ethics Committee resolutions】

【Ethical management standards】

Ethics charter

Code of ethics

Employee code of conduct

Practical guidelines

Practical guideline for the 
employee code of conduct

Provisions of the employee 
integrity pact

Guideline on whistle-blowing 
 and protection

Ethical management organization

The ethical management organization consists of 

the Ethics Committee directly under the control 

of the CEO and the practice unit. The Chief 

Culture Officer (CCO), overseeing practice of 

ethics, instituted a unit in charge of ethics under 

the Ethics Committee, which establishes the ethical 

management system and culture, whereas the 

officer in charge of the code of conduct investigates 

compliance with the code of conduct and provides 

counseling service. Also, in 2005, the KTO instituted 

Clean Managers (Compliance Officers) at frontline 

departments, and appointed team leaders as ethical 

management change agents (CA) to practice ethical 

management. The Duty-Free Business Department 

installed the ‘Clean Committee (chaired by the head 

of the Duty-Free Business Department)’ in 2006 to 

oversee the practice of ethical management, which is 

separate from the Main Office, and prevents unethical 

behavior by strictly applying ethical standards. 
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Integrity Pact

The Integrity Pact, which has been in force since 

2004, applies to all contracts including KTO’s 

services, and in 2009, the contract guideline 

according to detailed behavioral standards was 

put into force for contracts between foreign 

corporations. Information on the integrity pact is 

disclosed to stakeholders on the KTO’s website.

Result of integrity measurement

The ultimate KPI for ethical management is the 

accomplishment of the highest level in the integrity 

measurement done by the Anti-Corruption and 

Civil Rights Commission. The KTO scored 9.4 

points in 2007, and was selected as an excellent 

institution. Therefore, the KTO was exempted from 

the integrity survey in 2008 and 2009. However, 

the KTO scored 8.7 points in the 2009 composite 

integrity survey, and was rated as insufficient 

in integrity. The main reason was ‘cases of HR 

operations and superiors’ unfair work instructions’ 

as disclosed by the internal integrity survey probe. 

Accordingly, the KTO held meetings to find ways 

to innovate the organizational culture and improve 

integrity. The KTO reinforced integrity education 

for all employees, and made the pledge of ethics 

mandatory. It is reinforcing preventive auditing 

across the organization ranging from internal HR 

operations to contracts. 

Integrity ombudsman

To promote the anti-corruption integrity culture, 

the KTO appointed an external lawyer in 2008, and 

has since been enforcing the integrity ombudsman 

system. In 2009, the KTO appointed an additional 

ombudsman, and gave the ombudsmen the right to 

observe service review and evaluation. Anyone can 

report the violations and unfair practices of KTO 

employees in relation to their jobs, and the identity 

of the whistle-blower is known only to the integrity 

ombudsman so that their identity can be protected. 

Clean card system and transparent accounting

The KTO introduced the Clean Card System in 

April 2005. The objective was to systematically block 

inappropriate use of expenses and ensure that all 

employees can use expenses transparently. Also, to 

enhance the transparency of accounting management, 

the KTO introduced the Strategic Management 

System (SMS) and improved the overseas branch 

accounting system, and uses this system to monitor 

all KTO company credit card uses.

Clean Management Center

The KTO is operating the ‘Clean Management 

Center’ to provide counseling on ethical problems 

and receive reports on ethical problems, and 

appointed the code of conduct  officer to monitor 

violations of the code of conduct and provide 

counseling service. Since 2007, the KTO has 

been carrying out the ‘never-give-or-take-holiday-

presents-campaign.’ If someone receives anything 

worth more than ₩30,000 from stakeholders, the 

money is sent back at the KTO’s expense. In case 

of articles difficult to return, they are auctioned off 

internally, and the money goes to the social service 

fund. In 2010, 19 cases were reported, and the 

articles were returned or donated. The KTO also 

avoids unnecessary wining and dining by adjusting 

the meeting time and place. In case of family events, 

often regarded as acts of mutual aid, executives 

cannot give more than ₩100,000, and employees 

cannot give more than ₩50,000, and employees are 

encouraged to return amounts exceeding the ceiling. 

Daily practice of ethical management

Monitoring ethical management activities
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SMART 2010

The KTO introduced SMART 2010. This system 

shifts the paradigm of internal auditing to ensure 

that the internal audit system can serve as an actual 

internal control system. The Organization identified 

and carried out 5 SMART 2010 strategic tasks to 

innovate and improve the preventive audit system 

across the board in an effort to realize autonomous 

auditing based on the KTO’s own system auditing. 

e-audit system

With a view to reinforce the monitoring and 

internal control of operations, such as preliminary 

and performance auditing, the KTO  introduced 

the e-audit system (CAS: Cyber Audit System) in 

April 2008. The KTO is now able to autonomously 

control and check ethical behavior, and intensively 

manages self-identified areas vulnerable to 

corruption and data-based cases of real-time online 

counseling to share them with all employees. As a 

result of reinforced daily auditing, the number of 

returned documents rose from 171 in 2009 to 340 

in 2010, and the number of withdrawn or re-drafted 

documents increased from 6 in 2009 to 40 in 2010, 

thereby preventing ₩2.1 billion of budget from 

being wasted.  

Improving the internal control system

The KTO has a triple internal control system. The 

triple internal control applies to the accounting 

operations and contracts of overseas branches, and 

the scope of application was switched from vertical 

business units to horizontal business units. Self-

examination based on the checklist improved the 

efficiency of internal control.  

In 2010, the KTO conducted internal audit 

performance evaluation on a trial basis, and 

utilized the performance management indexes 

of 3 evaluation groups to carry out performance 

evaluation. Through 2011, the KTO will give non-

monetary compensation to outstanding auditors 

and offers education to unsatisfactory auditors 

according to evaluation results, but starting in 2012, 

there are plans to link evaluation results to bonuses. 

External auditing network

To overcome the limitations of internal auditing, the 

KTO became the first public corporation to enter 

into an inter-agency auditing MOU with the Korea 

Agro-Fisheries Trade Corporation, and conducted 

cross-auditing. The cross-auditing conducted in 

October 2010 showed that the KTO was able to 

reduce credit risk to the tune of  ￦224.8 billion 

on an annual basis by improving the credit system 

of the subsidiaries. The KTO also benchmarked 

reward programs. 

【SMART 2010】

1 SImprove effectiveness of autonomous auditing

5 strategic tasks

Strategic target
Realize autonomous auditing based on KTO’s  

own system auditing

SMART 2010

Build and operate the strategic internal auditing 
performance management system.

2 MAdvanced auditing program Enhance the cyber auditing system

3 ABuild a strategic auditing management system Improve the daily routine auditing process

4 R

5 T

Build a Preventive audit system

Reinforce the anti-corruption auditing system

Shift to a risk-based auditing management system

Reinforce the competency of internal auditors

【Three Line of Control】

Management Standing auditors

Headquarters Head of the audit departmentCSA Committe

Head of department

Internal auditors

CSA Coordinator

Responsible person of the department CSA manager

1st Line Control 2nd Line Control 3rd Line Control
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Shareholders

The KTO’s shares are owned by the Ministry 

of Strateg y and Finance, the Korea Finance 

Corporation, the Korea Railroad Corporation, 

the Financial Supervisory Service, and Korean 

Reinsurance Company, and their percentage of 

shareholding is as shown below respectively.

Transparent governance

▒ Financial Supervisory Service                            0.17%

▒ Korean Reinsurance Company                          0.17%

▒ Ministry of Strategy and Finance                   55.20%

▒ Korea Finance Corporation                             43.59%

▒ KORAIL                                                                0.87%

100%

Composition of the Board of Directors 

For  the  sa ke  of  e f f ic ient  and transp arent 

management activities, the KTO operates the 

Board of Directors in pursuit of sustainability 

management. The KTO’s BOD is the highest-level 

decision-making body chaired by the CEO. The 

BOD consists of 4 executive directors and 5 non-

executive directors, and complies with the KTO’

s articles of incorporation and the Regulation on 

the Operation of the BOD. The BOD has two 

subcommittees to provide management consulting 

on core agenda.

Revitalization of BOD operations

Directors (as of January 17, 2010)

Executive directors

• CEO Charm Lee: male, Chairman of the BOD

• Bong Gi Kim: male, Senior Vice President

• Jae Gyeong Lee: male, Executive Vice President for Marketing

• Jeong Bo Shim: male, Executive Vice President for Tourism Competitiveness

Non-executive directors

• Il Seop Baek (culture): male, entertainer

•Hwa Bok Lee (media): male, former Donga Ilbo reporter

•Yun Su Oh (history): male, Dalian University visiting professor

•In Gi Ahn (Hallyu): male, former KBS PD

•Chun Gyu Kim (Society): male, the Forum of Korea Future

【BOD composition】

Subcommittees 

Overseas Marketing 
Subcommittee

• 3 non-executive director (Yun Su Oh, Chun Gyu Kim and Il Seop Baek),  
   Executive Vice President for Marketing

Tourism Competitiveness 
Reinforcement 
Subcommittee

• 2 non-executive director (In Gi Ahn and Hwa Bok Lee),  
   Executive Vice President for Tourism Competitiveness

BOD meetings

• 13 BOD meetings • Processing time per  
  agenda was 31 minutes

• 64% of opinions voiced by   
   non-executive directors

• 17 management suggestions  
   were made by non-executive  
   directors.

【BOD meetings】

The KTO is creating a transparent and fair 

management environment by ensuring fair BOD 

operations and reinforcing the activities of non-

executive directors. The regular BOD meeting is 

held once a month, and if other major management 

issues arise, temporary BOD meetings are held to 

handle emergency agenda.

① Reinforcing and utilizing the expertise of non- 

      executive directors

Non-executive directors are comprised of experts 

with expertise and experience in culture, media, 

history, Hallyu and society, and give professional 

advice on major management issues, thereby 

improving the efficiency of management and 

holding the management in check. To help non-

executive directors better understand the Korea 

Tourism Organization and induce them to actively 

make management suggestions, the KTO allows 

them to participate in domestic and overseas 

operations and provides them with management 

information on a regular basis. The percentage of 

opinions voiced by non-executive directors rose 

from 61% in 2009 to 64% in 2010, and the number 

of suggestions reflected in management activities 

increased to 17. 

【Examples of non-executive directors’ participation in domestic and overseas operations】

Domestic

• Business information session for customers (January)             
• Inspiring Night in Korea (June)                     
• BP Competition (December)

Overseas

•  visiting the Korean booth at Shanghai Expo (June)
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② Subcommittee operations

To get professional management consultation and 

carry out projects more efficiently, the KTO is 

operating the 'overseas marketing subcommittee‘ 

and the ‘tourism competitiveness reinforcement 

subcommittee‘ within the BOD. 

Based on the suggestions made by the subcommittee, 

the KTO planned seasonal products for Southeast 

Asia and theme products for Europe and Americas, 

and increased the number of foreign tourists by more 

than 25% as compared to the previous year, and opened 

a food community site and published a Korean food 

storytelling book for globalization of Korean food. 

Also, to effectively attract individual Chinese tourists, 

the KTO made the ‘Independent Tour of Korea with 

Xing Er’ and increased the number of Chinese tourists 

visiting Korea by 76% as compared to the previous year.  

Executive recommendation committee

The KTO appoints executives, such as the CEO, 

auditors, executive and non-executive director, 

through the Executive Recommendation Committee. 

The purpose of this committee is to enhance the 

transparency and fairness of the process of appointing 

executives, and to normalize the internal check system by 

reinforcing the role of executives who conduct internal 

checks. Executive Recommendation Committee 

members are comprised of non-executive directors 

and non-governmental members appointed by the 

BOD, and the committee is chaired by a non-executive 

director in accordance with internal regulations. The 

Executive Recommendation Committee determines the 

method and procedure of recommending executives, 

and makes a final recommendation of candidates to the 

Public Institution Steering Committee (or the person 

who has the appointive powers).

Executive evaluation system

In 2010, the KTO took the government policy, 

vision and strategy into consideration, and derived 7 

quantitative indicators centered on current issues as 

CEO evaluation items. The CEO will be evaluated 

according to the ‘CEO management plan’ and if 

the evaluation result is inadequate, the CEO may be 

requested to resign. Also, bonuses vary depending 

on the result of the CEO evaluation. 

Evaluation of executives was also improved in such 

a way as to reinforce the connection with their 

duties. In 2010, to evaluate how well they support 

the CEO’s leadership, the CEO management plan 

evaluation result was reflected in the evaluation of 

executives. The executives’ term of office is 2 years, 

and can be extended by one year once. Bonuses 

will be paid within the limit of 100% of their basic 

annual salary in accordance with the government 

wage rates. 

Description of suggestions Suggestions reflected in projects of the BOD

“Need to develop theme products targeting Asia,  
  Oceania, Europe and Americas”

• Developed Southeast Asian Hallyu products,  
   school trips and seasonal products
   - Attracted 86,000 tourists with seasonal products  
     (up by 32% from the previous year)

 • Developed cultural experience products, flight  
    connection products and medical products for Europe  
    and Americas
    - Attracted 86,078 tourists with KTO’s own products    
      (up by 25% from the previous year)

“Need to comprehensively oversee individual regional  
  projects to globalize Korean food properly”

• Built the food community site (koreataste.org)

• Published a Korean food storytelling book  
   (15,000 copies in English/Japanese)

“Need to effectively attract individual Chinese tourist”

• Produced the ‘Independent tour of Korea with Xing Er’

• Attracted 46,638 Chinese FITs  
   (up by 176% from the previous year)

【Suggestions reflected in projects of the BOD】

Evaluation areas 2010

Institutional management evaluation 50%

CEO 
management 
plan evaluation

CEO leadership 10%

Public institution 
enhancement

20%

Rationalization of the compensation & performance management system
Manpower and functional adjustment and other improvements
Rationality and improvement of collective bargaining

KTO’s own projects
20%

Number of foreign tourists /Satisfaction with readiness to accommodate tourists

【CEO evaluation items】

Strengthen the role of the BOD

System
• Establishing the BOD operating plan
• Installing a team exclusively for the BOD
• Improving regulations related to the BOD

Checking and 
supporting 
management

• Installing the preliminary consultative body
• Reinforcing and improving participation in management sites
• Actively reflecting management suggestions

Performance 
measurement

• Government management evaluation
• Internal management evaluation
• Self-evaluation by the BOD evaluation team

Feed-Back
• Analysis of evaluation results 
• Reflecting what was pointed out in the evaluation
• Reflecting next year’s operating plan

【Implement the BOD operatingsystem】
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Tourism industry and KTO’s role

According to research conducted by the World Travel & Tourism Council (WTTC), the DGP contribution of the global 

tourism industry was 9.2% in 2010, and is expected to rise to 9.6% in 2020. The culture and tourism industry is one of the 

top three industries of the future along with the information and communication industry and the environmental industry. 

The entire world is scrambling to promote the tourism industry. In Korea, the tourism industry is regarded as one of the top 

three local service industries along with the medical and business service. It is in the spotlight as an important new growth 

engine with plenty of growth potential.

The primary role of the Korea Tourism Organization, which was established with a view to promoting the tourism industry 

of Korea, is as follows. First, it is to identify and develop tourist attractions, tourism materials and products that can publicize 

the charm of Korea. Secondly, it is to invigorate the tourism industry through PR and marketing activities. Lastly, it is to 

improve the readiness of the tourism industry and services including tourism facilities, infrastructure, food, transportation 

and language. As a public institution, the KTO does not place its emphasis on generating its own profits. It is making efforts 

to generate profits in the tourism industry while stressing its relationship with stakeholders.

【[KTO’s roles in the tourism industry】

Tourism

- Improving readiness

Developing the tourism 

industry

- Enhancing the attractiveness  

of tourism

PR & marketing

- Providing tourist information

· Improving tourism readiness

· Educating tourism manpower

· Improving tourist culture

· Develop and promote eco-friendly tourism resources

· Develop innovative and creative tour products

· Tourism researches and surveys

· Publicize the Korea brand

· Supporting efforts to attract foreign tourists

· Cooperating with partners of the tourism industry

· Providing tourist information

Contributions  
to the state and society
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Contributions to the state  
and society

The tourism industry’s contribution to GDP in Korea was 7.1% in 2010, and is forecast to rise to 7.5% in 2020. The tourism 

industry has economic effects, such as creation of jobs, balanced regional development and boosting the national economy. 

In addition, it generates value added eco-friendly services, and publicizes the Korea brand widely overseas and supports 

other industries. It is a sustainable industry. Accordingly, the KTO realized that its roles and responsibilities were changing 

due to the economic, social and environmental characteristics, and established management strategies in response. 

KTO's effort for sustainability management

Economic aspects

The KTO is trying to contribute to the development 

of the national economy and the improvement 

of the quality of life of people by invigorating the 

tourism industry and making the ‘tourism industry 

sustainable.’

The World Travel & Tourism Council predicts that 

the global travel and tourism industry will grow by 

4.3% every year in the next decade. In Korea, 8.1% 

of the population is contributing to the tourism 

industry, and if it maintains the growth trend, the 

tourism industry will account for 8.5% of all jobs in 

2020.  

Accordingly, the KTO is working hard to measure 

the tourism demands of the new paradigm, 

identify a new growth engine tourism industry and 

strengthen the infrastructure of the high-value-

added tourism market, and eventually increase 

the future value of the tourism industry. Also, by 

responding more proactively to the changes in the 

business environment due to the government’s 

need for advanced public corporations, and the ever 

increasing competition of neighboring countries 

to attract foreign tourists, the KTO will do its best 

to solidify the foundation of the tourism industry, 

accomplish the mid-to long-term goal of attracting 

13 million foreign tourists, and ultimately make the 

tourism industry account for 10% of  GDP.

Social aspects

The KTO is leading ‘social sustainability’ while 

listening to the voice of stakeholders ranging from 

tourists to employees and maintaining the win-

win relationship. Empowered by the government’s 

will to reinforce the infrastructure of the tourism 

industry, the KTO is striving to strengthen its 

strategic partnership with the private and the public 

sector and improve tourism policies. 

Furthermore, it is concentrating its energies on 

delivering the know-how and nurturing professional 

manpower to improve the tourism competency of 

local governments, and expand the demands on 

regional tourism by improving and increasing tour 

readiness at the global level. 

The KTO will spare no effort to improve the 

convenience and quality of life of local residents, 

and continue to pay attention to employees’ career 

development and their satisfaction with their 

working life based on the work-life balance. 

Environmental aspects

The KTO is working hard to rediscover the 

beautiful scenery and social and cultural tourism 

resources scattered around the country, and publicize 

them in an eco-friendly way. In other words, it is 

striving for ‘environmental sustainability.’ 

To this end, the KTO is not only developing new 

tour products, but also pursuing low-carbon green 

growth that places the greatest emphasis on the 

greater values in developing and operating tourist 

complexes. The KTO is cooperating with the 

government, local governments and the tourism 

industry to take the sustainability of the ecosystem, 

and inducing tourists to take part in the green tour 

campaign.  

The KTO will do whatever it can to make more 

people feel the charm of Korea in every nook and 

corner of the country, and realize that natural, social 

and cultural resources are worth preserving.   
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Tourism
관광

035	 Innovation & Creation Management 

036	 Optimization of operating performance

040	 Reinforcing the competitiveness of the tourism industry

Economic performance
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Creating the highest level  
of performance

Tourism and the Korea Tourism Organization

The Gi (energy) of Koreans flows here. It is filled with the Heung (excitement) 

of Koreans. The Jeong (affection) of Koreans is felt here. You are always happy 

here no matter how many times you visit. The KTO never stops striving for 

the development of the Korean tourism industry. Empowered by management 

innovation, the KTO is leading the development of the Korean tourism industry 

as the Total Service Provider. 

2010 Korea Tourism Organization   

Sustainability Report
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The Korea Tourism Organization will concentrate its efforts on the customer-oriented core business and reinforce the 

competitiveness of the tourism industry. In 2010, 8.8 million foreign tourists visited Korea, the greatest number ever. The 

KTO will ensure that 13 million foreign tourists will visit Korea by actively publicizing Korea and developing diverse tour 

products. Furthermore, it will improve the competitiveness of the tourism industry of Korea, ranked 31st in the world as of 

2009, to the top 10 by expanding and improving the infrastructure, improving government policies and tourism-related 

systems, and ensuring the growth of tourist hubs in different areas like ecology, medical service and convention. It will 

raise the tourism industry’s contribution to GDP 10% in 2015, the average GDP contribution of the tourism industry of 

OECD countries as of 2008 by developing more new high-value-added products and attracting more business-related tour 

products and individual tourists.

Financial  
management

Fostering a new  
growth engine

Reinforcing  
overseas  

promotions

Leading the new  
tourism culture

Developing  
diverse  

tour products

Vision

Mid-to long-term goals of 2015

Strategic directions

Attract 13 million foreign 
tourists

Secure a competitive 
edge in global tourism 

marketing

Ensure the GDP contribution of 
the tourism industry to 10%

Build a tourism 
cooperation network

Reinforce the competitiveness 
of the tourism industry to the 

global top 10

Lay the foundation for 
competitive tourist 

services

Enhance the customer-
driven sustainable 

management system 

A global public corporation making Korea attractive to tourists

【Key issues】

Innovation &  
Creation Management 
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Attracting the greatest number of foreign tourists

In 2010, the domestic tourism environment was not 

favorable due to H1N1, the Navy Ship Cheonan incident 

and the Yeonpyeong Island incident, but 8.8 million 

foreign tourists visited Korea, outnumbering its target of 

8.5 million. The number rose by 12.5% as compared to 

2009. It is mainly attributed to marketing customized to 

individual markets, large-scale international events and 

incentives, systematic management of global tourism 

risks. 69,000 foreign tourists participated in international 

events like international conferences, an 11% increase 

over the previous year.  

Creating economic values

The KTO’s business operations are largely divided 

into public services and revenue-making businesses. 

The KTO operates public services at home and 

abroad with the profits from revenue-making 

businesses like the Duty-Free Shop and the Jungmun 

Beach Golf Course, and the tourism promotion 

fund in order to promote tourism. As it succeeded 

in restructuring and improvement of management 

efficiency, KTO’s operating profit went from ₩53 

billion in the red in 2009 to ₩2.1 billion in the 

black in 2010. Its net profit was ₩177.5 billion, 

a record high. Empowered by the optimization 

of business, such as high-quality product strategy 

and attracting more foreign tourists, and long-term 

restructuring according to the public corporation 

improvement policy, the KTO will try it best to 

improve the competitiveness of Korean tourism and 

raise the value of the Korea Tourism Organization.

Creating economic value

【Condensed income statement】  (Unit : ￦million)

2008 2009 2010

Sales 300,414 297,486 277,240

Cost of sales 209,486 227,053 158,383

Selling, general and administrative expenses 122,225 123,385 116,796

Operating profit (-)31,296 (-)52,952 2,061

Non-operating income 72,390 275,654 234,563

Non-operating expenses 9,681 10,764 9,105

Income tax (-)1,739 54,916 50,029

Net profit 33,152 157,022 177,490

【Stability】

Year 2008 2009 2010

Debt ratio (%) 90.10 68.54 42.5

Credit rating AAA AAA AAA

① Stability

The KTO is striving to secure sustainable financial 

health and the best capital structure for the purpose 

of maintaining the targeted credit rating of AAA. 

The KTO reduced its debt by ₩18.3 billion with 

the funds raised by disposing of its non-core non-

value-added operations, i.e. selling its 19% share 

of its subsidiary Grand Korea Leisure in 2010, the 

profits from the sale of its remaining share of the 

Jungmun Tourist Resort and the increased sales 

from the Duty-Free Shop. It maintained the AAA 

credit rating for 6 years in a row. As the debt ratio 

also dropped by 26.0% to 42.5%, the KTO secured  

liquidity, and was able to internally raise 100% of 

the funds to be invested in the priority projects of a 

new business. The KTO will try and establish a mid-

to long-term fundraising strategy in consideration 

of new businesses and continue to secure a growth 

engine independently. 

▒ Unit _ 10,000 persons

【Number of foreign tourists】

6892008

7822009

8802010

Optimization of  
operating performance



2010 Korea Tourism Organization   
Sustainability Report037

② Labor productivity

The KTO’s labor productivity per person in 2010 

was ₩4.61 million, a 3.0% increase over 2009. 

Labor productivity is the value added generated by 

a worker. It can be increased by the improvement 

of the worker’s skills, the enhancement of the will 

to work, and technological innovation. The KTO 

saw its value added increase by 5.3% due to the 

profits from the sale of its share of a subsidiary and 

the increased sales of the Duty-Free Shop, and the 

average number of employees rose by about 2.2%. 

Improving the efficiency of executing the 

tourism promotion fund

As a public corporation under the Ministry of 

Culture, Sports and Tourism, the KTO benefits 

from the tourism promotion fund. To efficiently 

execute the fund, the KTO classified the businesses 

it supports into 10 general businesses (34  detailed 

businesses), and allocates funds and settle accounts. 

The KTO managed fund execution for each 

detailed business to reduce unnecessary red-tapism 

and improved efficiency by speeding up business. 

In 2010, the KTO generated ₩414,104 million 

in sales and ₩177,490 million in net profits 

through the sale of products and the businesses it 

supports. The economic values generated by the 

KTO are evenly allocated to major stakeholders like 

shareholders, employees, the government, suppliers, 

local communities and delivery partners in the form 

of jobs, taxes, win-win development of suppliers, 

contributions to local communities, and support to 

partners in the tourism industry.

Allocating values

【Labor productivity】

2008 2009 2010

Value added 261,719 419,165 441,546

Average no. of employees 979.6 936.8 957.5

Labor productivity 221 447 461

【Tourism Promotion and Development Fund】

2009 2010

Budget (regular) 103,139 125,639

Settlement 107,919 133,047

【Major allocated values】

Created economic values 2010

Total revenues 648,668

Allocated values

Stakeholders Details

Partners (Local  governments, tourism industry) Support to partners 138,514

Shareholders Dividends 177,490

Government Income tax 50,029

Suppliers Cost of sales and selling expenses 161,583

Local communities Donations 149

Employees

General administrative expenses 111,947

Wages and welfare expenses 36,119

Other general administrative expenses 75,828

Others Non-operating expenses, etc. 8,956

- The cost of sales excludes the support to partners.

- Wages and welfare expenses are the aggregation of wages, miscellaneous allowances, retirement benefits, welfare expenses,  

   and travel and transportation expenses.

- Others are the aggregation of non-operating expenses minus donations, and other expenses and revenues.

 (Unit : ￦million)

 (Unit : ￦million)

 (Unit : ￦million)
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Management innovation activities

Re-establishing the future image

Upgrading the mid-to long-term goal

Carrying out the Future Project 

To re-establish its values, the Korea Tourism 

Organization has been carrying out the ‘Future 

Project’ from October 2010 to December 31, 2010. 

The CEO led the project. The KTO listened to the 

opinions of internal and external stakeholders, and 

harnessed them to find ways to further improve the 

ability to execute its management policies. 

To start, the KTO diagnosed its core values, re-

established the future image it needs to accomplish 

its vision, and modified its existing mid-to long-

term goal challengingly. The ‘Creative Management 

Office’ is in charge of executing internal management 

policies, whereas the ‘CS Management Center’ is 

in charge of executing external business policies. It 

reinforced the infrastructure for sharing by increasing 

the common channels and two-way communication 

opportunities, and tried to establish it as part of 

the corporate culture. Also, the KTO will manage 

and readjust its performance by improving the 

performance evaluation system and re-establishing 

performance goals with regard to the current agenda. 

 As the paradigm of tourist services is changing and 

a creative relationship with stakeholders is required, 

the KTO changed its existing supplier-centric future 

image of the ‘Control Tower of the Korean Tourism 

Industry’ to the stakeholder-centric future image of 

the ‘Total Service Provider of the Korean Tourism 

Industry’ in 2010. It is specifically the future image 

of the KTO, i.e. a site-driven professional enterprise 

that harnesses its excellent professionalism to 

provide advanced tourist services for customers in 

a timely fashion and thus present a blueprint of the 

Korean tourism industry.  

The KTO upgraded its mid-to long-term goals 

of 2015. The mid-to long-term goals of 2015 are 

macroscopic goals that took the Government’s 

policy of fostering the tourism and leisure industry 

and can present the blueprint of the Korean tourism 

industry. It contains the challenge aimed at raising 

the tourism industry to the global level. The 3 

goals are to attract 13 million foreign tourists by 

carrying out customer-oriented business, to raise 

the competitiveness of the tourism industry to the 

global top 10 by improving and reinforcing the 

tourism infrastructure, and to make sure that the 

GDP contribution of the tourism industry to 10% 

by expanding high-value-added tourism. 

【Roadmap for realizing the future image】

【Improved mid-to long-term goals and strategic directions】

Vision

Mid-to long-term 
goals of 2015

Strategic directions

Attract 13 million foreign 
tourists

Secure a competitive 
edge in global 

tourism marketing

Ensure the GDP contribution 
of the tourism industry  

to 10%

Build a tourism 
cooperation network

Raise the competitiveness  
of the tourism industry  

to the global top 10

Lay the foundation  
for competitive  
tourist services

Enhance the 
customer-driven 

sustainable 
management system 

A global public corporation making Korea attractive to tourists

Upgraded to12 million foreign tourists 13 million foreign tourists

Replaced by
Foreign tourists’ satisfaction with readiness  

4.5 points points
Raise the competitiveness of the tourism  

industry to the global top 10

Replaced by250,000 participants in international conferences 10% GDP contribution of the tourism industry

Replaced by
Maintaining the highest level of customer 

satisfaction
Managing alternative indicators as mid-to  

long-term goals

ClassificationExisting 4 goals New three goals

Reorganization with focus  
on core functions

· Competitive edge of tourism  
  marketing
 · Tourism cooperation network
 · Competitiveness of tourist services
 · Establishing the future image of a  
   Total Service Provider

Concentrating on core business to 
reinforce customer-oriented services

· Minimize the non-core business
· Secure a competitive edge  
  in global tourism 
· Reassign overseas branches 
· Expending local core-work
· Concentrating on core business

Improve marketing and high-
value-added activities for the 

sake of the future image

 · Reinforcing services to accomplish  
   mid-to long-term goals
 · Structuralizing global marketing
 · Continuously identifying new  
   growth engines with a high value  
   added
 ·KTO fit for the new paradigm

A
dm

inistrative * m
anagerial 

organization

Site-driven professional organization

▶ 2010 ▶ 2013 ▶ 2015

Optimization of 
operating performance
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Improving financial health

+10 & -10 project Efforts to maximize the revenues from the 

Duty-Free Shop

Reducing non-core functions

Building the IFRS(International Financial 

Reporting Standards)-based accounting 

system

The purpose of this project is to cut down expenses 

by 10%(-10) and increase profitability and corporate 

value by 10% (+10). It aims at enterprise-wide 

budget reduction and efficient execution of budgets. 

Starting in March of 2010, the KTO reduced 

expenses by 10% in the 1st phase, applied the sunset 

law to unexecuted budgets in the 2nd phase, applied 

the sunset law to unnecessary budgets in the 3rd 

phase, and returned unused budgets in the 4th 

phase. As a result, the KTO reduced expenses by 

₩12,835 million in total. 

Through aggressive marketing aimed at maximizing 

the revenues of its duty-free shops, the KTO saw its 

sales go up by 12.9% from ₩160.1 billion in 2009 

to ₩180.7 billion in 2010. The KTO introduced 

new outstanding brands through the Duty-Free 

Shop Steering Committee meetings, expelled poor 

sellers, and revamped major shops. As a result, the 

KTO generated an additional ₩3.3 billion in sales. 

When it comes to customers, the KTO’s duty-free 

shops became the first in the industry to enter into 

an alliance with Union Pay Card, which more than 

95% of Chinese credit card users are members of. 

By expanding its strategic alliance, sales went up 

by another ₩1.6 billion. The KTO is also very 

active with marketing, e.g. promotions for transfer 

passengers and expanding VIP card issuance. In 

addition, as the KTO entered into an MOU with 

the new cruise terminal at the Incheon Harbor, it 

has secured the rights to operate a revenue-making 

business. Consequently, the KTO expects to see its 

net profit increase by more than ￦40 million a year. 

According to the Government’s public corporation 

enhancement policy, the KTO is gradually reducing 

non-core functions while reinforcing core functions. 

As the KTO closed the Cheongju International 

Airport duty-free shop in June 2010, all of its Duty-

Free Shops began to turn profits. The KTO sold 

part (49%) of its shares in GKL (Grand Korea 

Leisure), a company the KTO invested in, and raised 

funds internally. By reducing non-core functions 

and reinforcing the competency of core functions, 

the ratio of manpower in core businesses rose from 

49.3% in 2009 to 73% in 2010. 

In May 2010, the KTO implemented the 

International Financial Reporting Standards 

(IFRS), and began to build the IFRS-based 

accounting system. If the system is completed 

by 2011, the IFRS is expected to enhance the 

transparency of accounting and help lay the 

foundation for advanced management.

The KTO continuously reduces expenses and increases revenues and leads public corporations in rational execution of budgets. 

KTO, Union Pay Card and BC Card entered into a tri-party MOU (November 18)
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of the tourism industry

Spreading the sustainable tourist culture

Sustainable tourism is not a tour product. Rather, it 

refers to a tourism culture that takes environmental, 

economic and socio-cultural sustainability into 

consideration in the process of travel. Sustainable 

tourism is a fair travel that respects local culture and 

local residents, and helps revitalize the economy, and 

a travel without any discrimination meaning that 

no one is neglected during this travel, and a carbon-

reducing green tour that preserves the Earth.

Supporting travel without discrimination

Support of travel without discrimination, as well 

as Nanum Travel, a social contribution program, 

represents the KTO’s will to create a bright tourist 

culture. The KTO supports the Barrier Free 

campaign, and published and distributed a Braille 

tour guidebook for the visually challenged, and a tour 

guidebook for the disabled titled ‘Travel Together.’ 

The ‘Barrier Free’ campaign, conducted in 2010 

to raise the awareness of the general public, is a 

program that introduced the concept of tourism 

to the ‘Barrier Free’ movement aiming to remove 

physical and institutional barriers in order to make 

the world a better place for the aged or disabled. The 

KTO introduced disabled-friendly travel courses and 

supported the PR for tourism without discrimination, 

and will continue to carry out this campaign.  

Supporting fair travel

Fair travel, which is in the limelight recently, means 

a travel that respects the life and culture of the local 

residents of tourist attractions, preserves the natural 

environment, and that ensures that the profits from 

the money spent on the travel will be helpful to the 

life of local residents. To publicize fair travel more 

widely, the KTO published a fair travel guidebook 

titled ‘I am also a traveler for the Earth’ and opened 

‘My Fair Travel’ blog and posted it on You Tube. 

The KTO uses over 20 channels to publicize 

fair travel. As of the end of 2010, the guidebook 

recorded about 60,000 page views. Also, the KTO 

supported the production of the 25 episodes of 

“Shall we go on a good trip?” and it has been aired 

on TV since July 2010. In 2011, the KTO will make 

efforts to use a general travel information medium 

providing fun and exciting information to publicize 

fair travel widely. 

Leading the new tourist culture

UCC PR video Live Broadcast Today “Shall we go on a good trip?”  

【10 ways to do fair travel】

1 Use accommodations, restaurants, transportation and travel agencies operated by locals.

2 Never buy souvenirs made of endangered species of animals and plants (shells, coral and ivory).

3 Do not watch shows or be part of a tour that abuses animals.

4 Refrain from using airplanes that accelerate global warming. Save electricity and water.

5 Instead of excessive shopping, use fair trade products, and do not ask for excessive discounts.

6 Learn local greetings, songs and dance, and prepare a small gift.

7 Respect the local lifestyle and practice good manners.

8 Donate instead of giving alms, and donate 1% of your travel expenses to a local charity organization.

9 Keep the promise you made with locals, and send the pictures or articles you promised.

10 Record your travels and share the travel records.

A tour guidebook for the disabled

Reinforcing the 
competitiveness of the 
tourism industry



2010 Korea Tourism Organization   
Sustainability Report041

Developing high-value-added 

convergence products

 Fostering the medical tourism industry

Small theme-based school tripsVacation culture improvement project

In the belief that a piecemeal vacation culture would 

not guarantee wholesome opportunities to get 

recharged, the KTO is campaigning for a vacation 

culture calling for a vacation longer than 2 weeks. A 

long leave will not only improve personal productivity, 

but also revitalize the domestic tourism industry, 

thereby creating about 340,000 jobs. 

To spread the long-term vacation culture, the KTO 

carried out a national vacation promotion campaign 

with the catchphrase being ‘A long leave needs a long 

vacation’ and published a booklet. A few corporations 

joined the KTO and started the ‘2-week leave system’ 

in 2010. A ‘long-term leave’ is becoming a new 

tourism culture.  

Convergence tour products refer to high-value-added 

tour products based on the convergence between the 

tourism industry and other industries like medical 

service, sports and education. The KTO researched 

the current status of other industries, and examined 

the possibility of creating tour products, and is trying 

to develop products by building an inter-agency 

network. Currently, the KTO is carrying out a project 

to invigorate tourism in connection with medical 

service/sports/education/cruise, and upgrading the 

quality of visit-Korea products. It is trying to hike 

prices of tour products, induce revisits by improving 

the satisfaction level and preference of tourists, and 

attract more tourists. In 2010, the KTO developed a 

total of 49 convergence products, and is planning to 

expand into knowledge tourism, such as video and 

religion. 

To comply with the Government’s policy to promote 

medical tourism, a new growth engine, the KTO 

built a cooperative system, and is playing a central 

role in developing medical products and overseas 

marketing. In addition to conventional products, the 

KTO developed new products like female-oriented 

products (medical service+SPA), products combining 

medical service and leisure (medical service + skiing), 

and medical incentive products (health examination 

+ tourism), and is tr ying to attract tourists. 

Furthermore, to reinforce the competitiveness of 

Korean medical tourism and PR, the KTO joined 

hands with Yonsei University Health System to open 

the ‘Korea U-Healthcare Center’ in Russia, thereby 

laying the foundation for new media medical tourism 

marketing. It is also contributing to improving 

domestic readiness by nurturing medical tourism 

professionals. In 2008, 25,000 medical tourists visited 

Korea, and the number more than quadrupled in 

2010 to 85,000, and only two years after the KTO 

began its marketing, Far-East Russia became the 

biggest consumer of medical tourism. 

To promote a proper school trip culture among the 

youths who will lead tourism in the future, the KTO 

researched the actual conditions of education tours, 

which used to be group trips, and proposed small-

scale school trips to the Ministry of Education, 

Science and Technology. The KTO developed 47 

courses for school trips, intended for individual 

classes, and switched to the multiple-supplier contract 

system, while it selected school trip pilot schools and 

offered culture classes, thereby contributing to the 

establishment of a transparent and quality school trip 

culture.

New growth engines

Developed 21 long-term vacation courses
Published a refresh tour booklet. 

▒ Unit _ person

【Number of medical tourists】

25,0002008

55,0002009

85,0002010
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② Nurturing and educating multi-cultural caregivers

To ensure that medical tourists experience medical 

treatment in a comfortable environment in the 

presence of caregivers who are their compatriots, 

the KTO is offering the ‘medical tour caregiver 

education’ to multi-cultural family members in 

Korea. The care-giving of multi-cultural family 

members will not only help foreign patients with 

their psychological stability, but also help multi-

cultural family members establish themselves as 

members of society with expertise. The education, 

offered in April and September, produced a total 

of 73 professional caregivers. They were assigned 

to appropriate locations, and this program will be 

extended to local governments as well. 

① Building the medical tourism network

To foster the medical tourism business, the KTO 

has been hosting the ‘International Medical Tourism 

Conference, convention (IMTC)’ every year 

since 2008. The domestic healthcare industry and 

overseas buyers gather together here. A total of 1,770 

people attended ITMC in 2010. To successfully 

host ITMC, the KTO invited 6 overseas buyers and 

arranged business meetings with domestic healthcare 

industry officials, and supported their visit to 

medical institutions. At the ‘Busan International 

Medical Tourism Conference (BIMTC 2010)’ held 

in September 2010, 8 MOU’s were concluded, 

and at the ‘Seoul International Medical Tourism 

Conference (KIMTC 2010)’ in November, 346 

business meetings  were held and 16 contracts were 

concluded. To help medical tourism firmly establish 

itself, the KTO will make continuous efforts to lay 

the foundation for medical tourism, and develop 

oriental medicine tour products. 

③ Medical Tour Nanum

Medical Tour Nanum is a program that combines 

medical tourism with social contribution activities. 

In cooperation with medical institutions, this 

program invites patients who cannot be cured in 

their own countries to Korea, and makes sure that 

they can benefit from the excellent medical service 

of Korea. Medical Tour Nanum was introduced by 

major media in many countries. This program is also 

contributing to publicizing the humanism of Korea.

Multi-cultural caregiver education

 Number of countries                   Number of overseas buyers

【IMTC growth trends from 2008 to 1010】

2008 2009 2010

14

103

131

272

23
18

【[Cooperative system for invigoration of medical tourism】

Agents recruiting overseas 
medical tourists

Professionals  
like coordinators

Government Local governments

 · Support sales promotion

  · Support development of  
   overseas products

 · Identify policy-driven  
   improvement projects

  · Nurture and educate  
    professional manpower

  · Support job seekers

  · Medical tourism consulting
 · Support nurturing  
   professional manpower
 · Joint effort to recruit  
   overseas medical tourists

  · Induce policy support  
   by identifying projects to  
   improve systems   · Medical tourism one-stop  

   service center

  · Overseas advertising, media    
   coverage, product development

Hospitals and clinics

Potential overseas  
medical tourists
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Invigorating the MICE business

M I C E  i s  s h or t  f or  Me e ting s ,  In c enti ve s , 

Conventions and Exhibitions. It is the KTO’s main 

business sector in compliance with the direction of 

its tourism policy.

① MICE invigoration strategies

To establish MICE as a new growth engine industry 

with global competitiveness, the KTO entered into 

strategic alliance with relevant institutions, and is 

laying the foundation for nurturing the industry and 

reinforcing its support. Internally, it installed the 

MICE Bureau, and established strategies by type to 

carry out professional activities. 

② Supporting the promotion of MICE

The KTO formed the Korea MICE Alliance, a 

joint marketing consultative body of the MICE 

industry, with the aim of inducing 90,000 foreigner 

guests to attend international conferences in 2013. 

Furthermore, the KTO implemented the K-MICE 

system, an integrated information system for 

supporting the work efficiency and decision-making 

of the MICE industry stakeholder and conducting 

industrial statistical surveys. In 2010, it hosted the 

‘Meet in Korea’ event. It invited important figures 

of the MICE industry to visit domestic MICE 

facilities, and provided them with an opportunity 

for networking. 

As a result, 228 meetings were successfully held out 

of all it supported in 2010, recording 90% success 

ratio for 2 years in a row, and 68,000 foreign guests 

attended these conventions.

③ Korea MICE Expo

In November 2010, the Korea MICE Expo was 

held in Seoul. As the Korea Expo Expo was held 

at the same time, synergies were maximized. 

The Korea MICE Expo turned into a MICE 

festival encompassing the general meeting and 

subcommittee meetings of the MICE Alliance, 

Meet in Korea, the convention symposium. 225 

overseas buyers from 27 countries attended the 

Korea MICE Expo. Its size and budget more than 

doubled as compared to the previous year.

【MICE implementation strategies】

▒ Unit _ person ▒ Unit _ %

【The number of business meetings/incentives KTO supported】

【The number of participating countries increased】 【The number of overseas buyers rose】 【The satisfaction level of domestic corporate participants rose】

7522008

1,4632009

112009 1562009 762009

1,7622010

272010 2252010 832010

【The number of conventions KTO hosted and supported】

1832008

2052009

2282010

· Reinforce efforts to host conventions

· Reinforce activities to host business  
  meetings/incentives

· Reinforce support for convention  
   hosting organizations

 · Reinforce support for business  
   meetings/incentives hosting  
   organizations

· Establish the industrial strategic system

 · Build the IT infrastructure for MICE

 · Foster a global brand for MICE

· Reinforce industry support through  
  MICE Alliance

 · Reinforce support for local  
   governments to ensure balanced  
   development 

Differentiate  
activities by type

Reinforce support  
of MICE hosting

Build the infrastructure for fostering 
the MICE industry

Invigorate the MICE industry  
and support balanced development  

of local governments

Establish the MICE industry as a new growth engine by reinforcing its global competitiveness

· Strategic MICE promotion activities based on cooperation with relevant institutions like overseas branches, local governments and the business circles
·  Lay the foundation for systematically fostering the industry and reinforce support for the industry

Business goal

Strategies

Directions

Key tasks
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Developing diverse tour products

Storytelling 

① Guseok Guseok campaign

To give wider publicity to the differentiated charm 

of Korean tourism, the KTO is carrying out the 

‘Korea Guseok Guseok campaign,’ a storytelling-

based strategy for publicizing Korean tourism. 

Storytelling is a unique PR strategy of telling an 

interesting story and giving tourists an opportunity 

to directly experience the stor y so that the 

participation of tourists can be induced. In 2010, the 

KTO focused on the theme of ‘Travel in search of 

delicacy in stories.’ Tourists could find the full taste 

and joy of travel in stories about Yeonipbap (lotus 

leaf rice) of Gimpo, Gyeonggi-do, Baekhaptang 

(Meretrix lusoria casserole) of Buan, Jeolla-bukdo, 

and Heotjesabap (Boiled Rice Used for the Fake 

Memorial Service) of Andong, Gyeongsang-bukdo. 

The KTO will continue to find storytelling themes 

and enhance the competitiveness of Korean tourism. 

② Guseok Guseok cafe

The ‘Guseok Guseok café,’ a customer-participatory 

online travel community, induces the participation 

of customers through diverse activities. The ‘Guseok 

Guseok Textbook Tourist Spots’ grouping tourist 

attractions appearing in textbooks by grade, and 

the ‘Monthly Recommended Tourist Spot’ selected 

by members’ recommendation are much loved by 

families. Also, the KTO receives donations of the 

points provided according to members’ activities, 

and use the points to support the children of multi-

cultural families. In recognition of its activities, 

the café received the best brand blog award in 

the blog and café category at the ‘2010 Korea 

Communication Awards’ ceremony.

③ Digital tour guide

The digital tour guide is a tour guide service that 

combines storytelling and digital technology. It uses 

the smart phone and MP3 to provide a story-type 

audio tour guide of a drama format, and visual data 

like a map. Currently, the history and culture of Silla, 

Baekje and Gaya are serviced, and the Mt. Bukhan 

Dulegil and the National Museum of Korea are 

serviced as well on a trial basis. The KTO is trying 

to continuously monitor and expand narration to 

provide tour guide services as lifelike as if you are 

walking right next to a cultural tour guide.

inter-Korean tourism exchange

In 2010, the inter-Korean tourism exchange was 

not very active due to the tension between the two 

Koreas. The KTO prepared a comprehensive system 

manual that complies with government policies 

and responds to the revitalization of inter-Korean 

tourism. In November, the KTO held a joint seminar 

with Hyundai Asan, the Ministry of Unification, 

and the South and North Korean Economic Forum. 

The Organization operates a continuous and regular 

system of sharing information on major issues. 

To create a consensus about peaceful coexistence 

instead of a negative image, the KTO joined hands 

with the Ministry of Unification to send college 

students to the Peace & Life Zone (PLZ), and 

multi-cultural families, and hosted a familiarization 

tour for medical tourists and Chinese public officials 

three times. 

 * PLZ (Peace & Life Zone) :  It is the inter-Korean border region including the DMZ (Demilitarized Zone). The ecosystem of the DMZ, the one and only in the world, was preserved, restored and transformed into tourist resources.. 

2010 theme - Travel in search of delicacy in stories 2010 theme - Travel in search of delicacy in stories The 2010 Korea Communication Awards ceremony Digital Tour Guide

Year 2006 2007 2008 2009 2010

Theme Where am I? 4 seasons of Korea That place in a movie Family trip in textbooks Travel in search of delicacy in stories

【Guseok Guseok campaign themes by year】
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▒ Unit _ person

▒ Unit _ person ▒ Unit _ person ▒ Unit _ person

Developing new markets and diversifying 

tour products

As the global tourism market is changing, the KTO is 

reinforcing its marketing in the secondary markets in 

China and Russia, potential markets like Brazil, and 

search markets like Northern Europe. It reshuffled its 

network of overseas branches to secure new bases in 

Asian emerging markets like Vietnam, and is trying 

to present Korea as a destination that will gratify your 

senses by developing customized products for different 

markets. In 2010, the number of foreign tourists 

visiting Korea grew by 12.5% as compared to 2009. 

The KTO is planning to upgrade the class of products 

for Japan with a high level of satisfaction with Korean 

tours and diversify them. A good example is a product 

connected to the ‘Great Baekje World Festival,’ 

which was held for over a month from September 18, 

2010. The ‘Great Baekje World Festival’ is a cultural 

tourism festival jointly hosted by Chungcheong-

namdo, Gongju and Buyeo-gun to shed a new light 

on the history and culture of Baekje. The KTO has 

conducted sales promotions in the Japanese market 

that has a great interest in the Baekje culture. The 

KTO conducted preliminary marketing, and as a 

result,  4,567 Japanese tourists participated in the 

festival, the largest number ever for a single festival 

product. The Organization is attracting tourists by 

expanding the spectrum of its tour products. 

Meanwhile, the KTO developed large group products 

for the elderly and youth school trip products for the 

Chinese market where it is possible to recruit large 

numbers of tourists. Thanks to regional cultural 

exchange events and expansion of the Chinese 

narration program, the number of elderly tourists 

rose by 67%, and tourists using school trip products 

increased by 104% as compared to 2009. Also, to 

raise the Chinese tourists’ satisfaction with their visit 

to Korea, the KTO strengthened the management 

standards for outstanding visit-Korea products in 

China and is developing shopping tour products and 

Samsung Premium products for VIPs. 

In the Southeast Asian market where interest in Korea 

is mounting in recent years, various seasonal products 

featuring autumn leaves and winter tours are being 

introduced, and sales promotion of special interest 

tourism (SIT) like products for student groups is 

being reinforced. In the Muslim markets, including 

Malaysia, Indonesia and the Middle East, the KTO 

is conducting special marketing , i.e. expanding 

convenience facilities for Muslims like prayer rooms 

and halal restaurants. In 2010, seasonal products grew 

by 15%, SIT by 12%, and Muslim products by 10%.

【Strategies】

【Number of elderly Chinese visiting Korea】

【No. of Southeast Asian tourists using seasonal products】 【No. of Southeast Asian tourists using SIT products】
【No. of Southeast Asian Muslims】

54,3492008

43,0002008 8,6732008 1,1792008

68,4622009

65,0002009 9,2362009 1,9742009

114,2112010

86,0002010 11,4922010 2,4682010

▒ Unit _ person

【Number of Chinese youth school trip visiting Korea】

8,8012008

7,1992009

14,6702010

(신종플루)

Japan

Stable + mature market
High-class market

SIT products,  
Hallyu products, etc.

Induce revisits by 
developing diverse 

products

China

Mature + potential 
market

Intermediate-to high-
class market

Silver and group products 
and school trip products

Develop large-group 
special products

Attract large-volume 
tourists

Southeast Asia

Special market
Intermediate-class 

market

SIT, seasonal Hallyu 
products, etc.

Develop special-need 
products according to 

market needs

North America

Niche market
High-class market

SIT, educational tour 
products, etc.

Develop niche products 
by analyzing  
the market

Region

Market 
characteristics

Strategic product

Strategy
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Reinforcing the competitiveness 
of the tourism industry

Reinforcing overseas promotions

Visit Korea Year

‘Visit Korea Year’ is a large-scale tourism campaign 

to attract more foreign tourists and improve 

readiness. The Ministry of Culture, Sports and 

Tourism designated the years from 2010 to 2012 as 

Visit Korea Years. 

This Visit Korea Year is newly defined as the ‘year 

of revitalization of regional tourism’ and made 

connections to local festivals while running free 

shuttle buses for foreigners plying between Seoul 

and Gangwon, Gyeongju or Jeonju. From June to 

December, a total of 6,243 used this service. Also, 

the KTO operated ‘One More Night,’ i.e. if you 

stay at a designated hotel for 3 nights or 4 nights, 

one night is offered free of charge, and made it 

more convenient for foreigners to shop in Korea 

by expanding the Korea Grand Sale program and 

publishing the Visit Korea Year coupon book. In 

2010, a total of 50,000 foreigners used the special 

Visit Korea Year products to visit Korea.

Korea Plaza

To use them as an advance base where foreign 

customers are first exposed to Hallyu and as the 

base for publicizing Korea, the KTO opened Korea 

Plaza in various overseas locations, and provides 

the culture & art, tourism and cultural contents of 

Korea in a one-stop-service manner. In 2010, over 

120,000 foreigners visited the Korea Plaza locations. 

Interactive drama Haru

Interactive drama is an advertisement capitalizing 

on the drama format. This technique induces 

consumers’ participation so that more direct 

responses can be drawn out. The KTO produced 

an interactive drama called ‘HARU’ 2010 in 2010. 

This omnibus-style advertisement about ‘Korea’ 

created a great sensation.

Reinforcing marketing for female free 

independent tourists (FIT)

Thanks to the Hallyu fever encompassing TV 

drama and K-POP, female free independent tourists 

are increasing. Many of them come from China, 

Japan, Hong Kong and Taiwan, and their main 

purpose of visiting Korea is shopping. So the KTO 

is actively attracting them to Korea by publishing 

a guidebook exclusively for female FITs, launching 

indigenous brands, developing outstanding tour 

products certified by the KTO, and simplifying the 

VISA issuance process.

As Korea welcomed 8.8 million foreign tourists in 2010, the KTO aims at 11 million foreign tourists and tourism revenues 

of $12.2 billion in 2013. To achieve these goals, it is providing tour products taking advantage of Korea’s own unique 

characteristics and rolling out aggressive overseas marketing campaigns. 

Free shuttle bus for foreigners One More Night A guidebook for female FIT Production briefing for web drama Haru
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The KTO works with its stakeholders to 
create sustainable tourism in Korea

Coexistence expresses the state of ‘two things or phenomena which exist 

together at the same time or in the same place.’ It represents the win-win 

cooperation between the KTO and its stakeholders. All of its stakeholders, i.e. 

end customers, the tourism industry, local communities and employees, are 

core elements in creating the true values of the KTO. The Organization and its 

stakeholders care for and respect one another, and make new relationships in 

order to create sustainable tourism in Korea.

2010 Korea Tourism Organization   

Sustainability Report
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Customer satisfaction strategy 

Under the CS (Customer Satisfaction) vision of 

‘Providing charming tourist services by creating 

customer values’ the KTO has goals and tasks, and 

carries out enterprise-wide customer satisfaction 

management. In 2010, under the slogan of ‘A friend 

to the citizens of the world, KTO’, the Organization 

viewed relationship with customers as a ‘companion 

like a friend.’ The KTO listens to their opinions 

through an interactive communication channel. It 

aims at CS activities for empathy with customers. 

Definition of customer

To become a ‘global public corporation making Korea 

attractive to tourists,’ the KTO places the greatest 

emphasis on customer satisfaction. The KTO’s 

business is a service-oriented industry in which 

public interest and profitability are in harmony. 

Mutual development based on cooperation with 

stakeholders is directly connected to enhancement of 

the KTO’s values. Based on the previous stakeholder 

classification of this report, the KTO classifies 

customers as follows according to their business and 

cooperative relationship with the KTO. 

Customer satisfaction organization and system

The KTO’s customer satisfaction is systematically 

organized with the CEO at the center so that CS 

can be implemented step by step all the way down to 

the frontline operations. 

The Senior Vice President, who is also the Chief 

Culture Officer (CCO), oversees customer 

satisfaction management, and the CS Management 

Center is in charge of enterprise-wide CS activities. 

The KTO has a consultative body comprised of 

external experts, and the Customer Satisfaction 

Officer (CSO) is responsible for the CS activities of 

individual department. The frontline departments  

CS angels and MOT leaders quickly responds to 

customer complaints. MOT leaders spread the 

guidelines set up by the CS Center, monitor CS 

activities, and respond to VOC within 60 minutes. 

CS management system

【Customer satisfaction system】

【KTO customers】

Employees

Goods and service providersSuppliers

End 
customers

General public, domestic and 
foreign tourists

Government, academic societies, 
relevant institutions, tourism 
industry, local governments

Partners

CS network

Counseling and support for CS activities

60 MOT leaders

CS Organization

KTO CS activity organization

Functions of the CS Organization

Roles and responsibilities

Emergency response organization

Emergency control organization

Consultative organization

CS Committe

Deliberative organization

Information Disclosure Council

Monitoring 

KTO Customer Monitor

CS driver

CEO

• Will to practice CS management

• CS leadership

• Overseeing CS management

• Chairman of the CSO Advisory Committee

• Establishing CS strategies and action plans

• CS performance management and compensation

• Providing one-stop customer service

• Responsible for conducting CS activities

• Overseeing CS activities of individuals

• Spreading CS guideline in each department

• Managing CS activities of each department

• CS improvement activities of each department

• Operating customer management weeks 

CS management director

Chief Culture Officer

CS Department

Customer Satisfaction Center

CS MOT organization

Customer Satisfaction Officer(36 CSOs)

75 CS angels

Main office

38 teams and 
centers

Overseas branches

28 overseas 
branches

Domestic branches

3 domestic branches
4 regional promotional offices

5 duty-free shops

MOT

One-stop windows, tourist information 
centers, complaint center, Korea Plaza 

Enhancing customer 
satisfaction

External custom
ers

Internal 
customers
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Service quality management

To lay the foundation for customer-oriented 

management and provide high-quality services, the 

KTO implemented the service quality level management 

system, and continuously improves the system.

① Service standardization

To carry out customer-oriented management and 

provide quality public services, the KTO established 

the ‘Customer Service Charter’ in 2005, and 

announces the results on its website. The service 

charter consists of the ‘Preface’ specifying the 

principles and directions for improving customer 

satisfaction and the ‘body’ that standardizes the 

definition of customer and the terms of service use. 

To manage the service level and internalize quality 

indicators, monitoring is done twice a year, and 

education is provided continuously. As a result, the 

standard compliance ratio has exceeded 90% every 

year, and it was 99.9% in 2010.   

② CS angel mileage

To provide kind and speedy service for customers and 

delight them, and to establish the CS culture within 

the KTO, the Organization implemented the ‘KTO 

CS angel mileage’ program in 2007, and has since been 

operating this program. The CS angel mileage program 

is the KTO’s own CS activity management system that 

gives mileage to employees and departments which 

understand customers’ expectations and needs and 

provides high-quality service. 

The CS angels mileage program is comprised of 10 

items, which are modified each year to fit the changes in 

the organization and business environment. Each team 

is given the target of 104 miles. If they meet the target, 

they receive incentives. The compensation system is 

conducive to reinforcing customer satisfaction activities 

at the corporate level. As a result, the KTO has been 

able to maintain the highest level in the public-service 

customer satisfaction for 4 years in a row, and selected 

as an outstanding public corporation in customer 

satisfaction for 3 years in a row. 

Efforts for customer satisfaction 

【Service quality management system】

Service 
level quality 
management

• Service standard monitoring once a year

• Announce the standard compliance ratio  
   to the outside

•  Reflection of CS mileage

Phone and face-
to-face response 
monitoring

• Twice a year for all employees

 • Internally announce service quality  
    management

 • Reward excellent employees

 • Provide education to improve customer  
    response service

PCSI • Once a year under the supervision  
   of the Ministry of Strategy and Finance

• Reward departments excellent in customer  
   satisfaction

• Have departments with a low satisfaction level  
   establish measures to improve satisfaction

KTO -CSI / ICSI • Conduct the customer satisfaction survey  
   once a year on its own

• Reflect the result in internal management  
   evaluation
• Conduct the inter-department support  
   satisfaction survey

• Hold feedback workshops and improve

Improve Customer 
Satisfaction

【KTO Customer Service Charter】

As a key player in promotion of the tourism industry of Korea, the employees of the Korea Tourism 

Organization will do the following to become a reliable corporation by serving customers with a view to 

realizing the vision of a ‘Public Corporation making Korea attractive to tourists.
- All employees of KTO

1. We will join hands with customers to turn the tourism industry into a growth engine of the future.

2. We will contribute to the balanced national development and revitalization of regional economy by promoting local tourism.

3. We will create a tourism environment so that the quality of life can be improved through travel.

4. We will build the Asian tourism hub network and make Korea a leader in tourism that the citizens of the world will come and enjoy.

5. We will strive to provide quality service for customers by practicing customer satisfaction management.

【Service standard compliance ratio】

Year 2008 2009 2010

Compliance 
ratio(%)

94.9 99.9 99.9
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Customer satisfaction survey Information disclosure

The KTO conducts the PCSI (Public-service 

Customer Satisfaction  Index) survey for external 

customers, the KTO-CSI (KTO’s own customer 

satisfaction index) survey, and the ICSI (Internal 

Customer Satisfaction Index) survey for internal 

customers every year. The KTO provides customer-

oriented services, identifies CS weaknesses of each 

key task, and reflects the results in service standards 

to provide better service. 

Also,  the KTO upgraded its customer satisfaction 

evaluation model, has a full range of customer 

satisfaction evaluation systems, and is reinforcing 

CS mindset through continuous CS education. As 

a result, the KTO scored 93.6 points in the public-

service customer satisfaction index survey conducted 

by the Ministry of Strategy and Finance in 2010. It 

maintained the highest level (AA: 90~100 points) 

for 4 years in a row from 2007. The KTO scored 

92.5 points in its own customer satisfaction index 

survey, maintaining a high level in the 90’s for 4 

years consecutively. The KTO tries to provide 

the best customer-oriented service by establishing 

strategies for intensively managing items found to 

need improvement by the survey and continuously 

improving the system. 

To win customer trust and secure transparency 

of management, the KTO systematized various 

internal systems, and actively discloses management 

information. Important management information 

of the Korea Tourism Organization is disclosed 

throug hout the year  via  the KTO website 

(www.visitkorea.or.kr) and Alio(www.alio.go.kr), 

the Management Information System for public 

institutions. The disclosure manager is clearly named 

so that feedback can be received from customers. 

The KTO publishes the disclosure operating manual 

in a bid to efficiently manage information disclosure. 

Enhancing customer satisfaction 

Voice of customer (VOC)

The KTO did not settle for listening to the voice 

of the customer. It believes that solving problems  

by catching VOC more quickly and accurately and 

giving speedy feedback is true CS management. 

The KTO operates the VOC (Voice of Customer) 

system for integrated management of customer 

information, statistics and surveys. 

Voice of customer is automatically assigned to 

a responsible department according to type. In 

principle, satisfaction surveys are conducted in real 

time and replies are sent to customers within 60 

minutes. In 2010, over 2,000 VOCs were handled 

in 54 minutes each on average, and customer needs 

collected through diverse channels are actively 

utilized for establishment of business strategies, 

improvement of laws and systems, improvement 

of business processes, and development of new 

businesses. 

【[Integrated VOC analysis system】

【Core VOCs reflected in business】

Classification VOC Results

Establish business 
strategies

KTO exhibits poor level of empathy with 
regard to supplier-oriented service

Established customer/site-oriented mid-to long-term 
management strategies 
Reinforce departments in charge of customer management

Improve systems
Chinese tourists are increasing, but the 
VISA system is inconvenient

Proposed no-VISA entry for Chinese tourists
Expand multiple VISA targets
Relieve group qualifications

Improve 
processes

No one should feel left out in acquiring 
tourist information.

Reinforced map-based easy-to-use travel information.
Made new travel information menu for the disabled, and 
published a Braille tour guidebook.

New business
Need to radically revitalize regional 
tourism

Korea tourism supporters visited tourist attractions and 
provided advice on improvement plans

Receive 
VOC

Reflect 
VOC and 
improve

Monitor  
VOC  

handling

Integrated 
CRM system

Evaluate VOC satisfaction

Manage satisfaction 
performance

VOC analysis tool

Identify core customer needs 
and values

Classify VOC

Assign responsible 
departments

Inform the person in charge 
(KTO-Net)

Handle VOC

【Public-service customer satisfaction index survey result】

2008 2009 2010

KTO (points) 93.5 93.7 93.6

All public corporations 
(points)

89.4 92.0 92.9
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Innovative tourist services  
for end customers

Definition of end customer

All customers interested in Korean tourism, 

including domestic and foreign tourists and the 

general public, are the KTO’s end customers. End 

customers are important partners who directly 

experience and make wonderful Korea. 

Key issues

Vision and policy

The KTO strives to provide the best tourist services 

with a view to become a ‘Total Service Provider of 

the Tourism Industry’ that harnesses outstanding 

professionalism to provide the best tourist services 

customers want at the right time. To provide the 

tourist services end customer want, the KTO uses 

diverse approaches, and tries to offer a satisfactory 

tourism environment by improving the tourism 

environment and readiness.

Responsibilities and efforts for end customers

 Citizens' participation
Providing tourist 

information

Improving tourism 

environment and readiness

Innovative tourist services 
for end customers
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Korea Tourism Supporters

The ‘Korea Tourism Supporters’ is a voluntary 

or g an i z ati on .  Ever y on e  intere ste d  in  th e 

development of regional tourism and willing to 

take part are welcome to join the organization. The 

supporters participate in regional tourism events, 

monitor them, and offers tourism ideas. They help 

the KTO provide a higher level of tourist services. 

In June 2010, the KTO hosted the ‘Inspiring Night 

in Korea’ event at the Changdeok Palace. The 

tourism supporters went into action with this event. 

Currently, a total of 2,789 supporters, including 976 

experts and 1,813 ordinary citizens, are working 

with 39 local governments. In 2010, they visited 

and monitored 9 regional tourist attractions, and 

participated in developing 11 storytelling products. 

Mungyeong and Suncheon, which the supporters 

visited, saw their tourists increase by 12.4% and 

14.7% respectively over the previous year. They 

are expected to have positive impacts on the 

revitalization of regional tourism. 

Also, starting with Kuala Lumpur in May 2010, 

Singapore (September), Sydney (October) and 

Nagoya (October) organized Korea supporters 

groups, and now there are 3,700 overseas members. 

Accordingly, the KTO now has interactive channels 

with which to listen to the voice of potential 

tourists. The KTO is considering integrating them 

with domestic supporters and having them visit 

regional tourist attractions in person. 

Citizens’ participation for development of the tourism industry

Creative tourism project

The creative tourism project is  the KTO ’s 

participatory program that encourages customers 

interested in the tourism business to discover 

new ideas related to the tourism industry, and 

harnesses their creativity, innovation, openness and 

technology to turn them into tourism businesses. 

After internal planning, the KTO is going to host an 

idea competition in 2011. Adopted business ideas 

will provide various kinds of customized support, 

such as startup consulting , education through 

the tourism startup school, and support based on 

cooperation with venture-related agencies. 

Supporters BI Inspiring Night in Korea

【Overseas supporters】

• Launched on May 22, 2010

• 1,250 supporters

• Hosted 2010 Korea Supporters Awards

Kuala Lumpur ‘I Love You Korea’

• Launched on October 7, 2010

• 306 supporters

Nagoya Korea supporters

• Launched on September 15, 2010

• 1,900 supporters

Singapore ‘Wah! Korea Club’

• Launched on October 10, 2010

• 250 supporters

• Hosted the ‘Charm of Korean Tourism Convention’

Sydney Korea supporters

【Division of roles of KTO, supporters and local government】

• Year-round operation of  
   supporters

• Each local government  
   organizes supporters.

• Supporters-local government  
   affiliation

• Operate supporters council

• Performance management

KTO

• Manage supporters of each  
   local government

• Monitoring and supporting  
   consultation meetings

• Reporting results, etc.

Local government

• Select area of consultation

• Apply to a local government

Supporters

Development of 
tourism resources

PR & marketing

Festivals

Storytelling

PR

Apply Apply

PR



054
Chapter 4.
Stakeholder communication

Innovative tourist services  
for end customers

Tourism idea bank

Implemented with a view to fully utilizing 

customers ’  creative  idea s  in  mana g ement 

activities, the tourism idea bank is a representative 

participatory suggestion site for the development 

of the tourism industry. If ideas are registered at the 

website, action ideas are selected after the evaluation 

and discussion of netizens and panels, and may be 

translated into actual projects. A total of 252 ideas 

are registered in the tourism idea bank, which was 

launched in June 2010, as of December 2010, and 

27 out of 252 registered ideas were adopted. Seven 

of the 27 adopted ideas were translated into actual 

projects, e.g. revitalization of KTO information 

centers, and the space for travel essayists.

【Operating system】

Tourism idea bank

• Register ideas

• Evaluation by netizens and panels

• Decide whether to commit the  
   ideas to discussion

Submit suggestions

• Discussion by netizens and panels

• Review by department in charge
• Decide whether to commit them  
   to evaluation

Discussion

• Decide whether to hold the idea  
   screening committee

Evaluation

• Establish project plans

• Carry out the projects

• Reward suggesters

Carry out projects

Due to the rapid rise of smart phone users and advances in the network, information became more accessible, and the methods 

are being diversified in recent years.  The KTO wants to improve the convenience of tourism, and deliver a great number of 

stories and a greater variety of information, which could not be covered in its PR publications, conveniently and safely to 

satisfy customers. In recognition of its proactive provision of information using the Internet, the KTO was named No. 1 public 

corporation in the ‘Internet Communication Satisfaction Index' category at the ‘2010 Korea Internet Communication Awards’ 

ceremony hosted by the Korea Internet Communication Association  affiliated with the Ministry of Knowledge Economy. This 

award demonstrates how actively corporations, institutions and customers use the Internet to communicate with each other. 

Providing more tourist information

1330 tour information telephone

To provide local and foreign tourists with various 

kinds of information on domestic travel. The KTO 

operates the 24-hour tourist information telephone 

1330 TT Call Center. The tourist information 

telephone 1330 is a one-stop telephone service. 

It provides foreign tourists with not only travel 

information for foreign tourists in English, Japanese 

and Chinese, but also interpretation service in order 

to minimize language problems. 

Cheongsachorong

Cheongsachorong is a monthly tourist magazine 

covering domestic travel information and major 

tourism policies. Striking a balance between the 

pictorialism of a magazine and the informativeness 

of a newspaper, it delivers interesting travel 

information and news. 

▒  Unit _ No. of calls

【1330 TT Call Center Use】

93,9092008

127,3612009

169,2482010
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Smart phone service 

The KTO became the first in the world to launch 

the smart phone apps called<Korea Guseok 

Guseok> (Korean) and <Visit Korea> (English). 

These apps cover the entire country. The <Korea 

Guseok Guseok> app provides tourist information, 

photographs of tourist attractions and travel videos. 

The 1330 tourist information telephone and the 

Search Nearby feature will immediately reduce 

inconvenience while traveling. So just two months 

after the launch, this app was downloaded by more 

than a million users. Also, the KTO offers the 

‘Smart Tour’ service (Android OS). This app allows 

users to immediately get the tourist information of 

the nearby location through augmented reality in 

cooperation with a common carrier.

In addition, the KTO is planning to develop and 

service programs related to its main services, and 

expand smart tourist services in response to new 

mobile devices like the tablet PC and improve 

tourism satisfaction. 

Personal information

The KTO’s privacy policy applies commonly to all 

web pages operated by the KTO, and acquisition 

of personal information through websites and 

unauthorized collection of e-mail are prohibited. 

The KTO collects, holds and processes personal 

information, such as name and e-mail address, only 

in accordance with the 『Act on the Protection 

of Personal Information Maintained by Public 

Institutions』 or if the user agrees. The KTO properly 

handles personal information only for the purpose 

of public services and protection of the rights and 

interests of the general public. Also, the KTO can 

provide information only to the extent allowed by 

the 『Act on the Protection of Personal Information 

Maintained by Public Institutions』. In 2010, there 

were no violations of laws or civil complaints with 

regard to protection of personal information. 

Integrated tourist information site 

The KTO built the integrated tourist information 

site called Visit Korea, and provides diverse kinds of 

information online for the purpose of revitalizing 

domestic tourism. For foreign individual tourists 

(FIT), the KTO upgraded contents on shopping, 

transportation and regional tourism, and augmented 

contents on Korean culture, and contents on Hallyu 

trends, such as drama, food, fashion and K-POP. 

The Organization analyzed user preferences to 

produce customized contents, and raised the 

satisfaction of tourists.

QR code book 

The code book has 100 or so QR codes that 

contains information (including videos), such 

as country information, food, accommodations 

and tourist attractions by theme and region. One 

QR code book is thought to be equivalent to 100 

volumes of printed matters, and in recognition of 

its originality and excellence, it received the Bronze 

prize in the brochure-tourism category at the US 

ASTRID Awards ceremony. 

Utilization of social media

To provide interactive service for customers, the 

KTO is using social media to provide information. 

On Facebook, the KTO operates the largest 

number of multi-language PR channels in the 

tourism industry. They are available in 4 languages: 

English, German, French and Spanish. In 2010, the 

Organization provided information services 14.43 

million times using social media. 

【Number of social media views】

Media No of views

Renren 3.48 million

Twitter 0.42 million

Facebook 6.23 million

YouTube 4.3 million

Total 14.43 million

Korea Guseok Guseok

Smart tour

▒ Unit _ 1,000 page views

【Daily average number of page views】

4072008

4502009

4992010

▒ Unit _ 1,000 persons

【Daily average number of visitors】

722008

1182009

1832010
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Innovative tourist services  
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Efforts to improve accommodations and 

tourism environment

As mega events are held in Korea successively, 

about 16,000 guest rooms will be in short supply in 

Seoul in 2012. Accordingly, the KTO is selecting 

and managing various types of accommodations, 

whose quality is guaranteed by the KTO, to provide 

comfortable and enjoyable accommodations. 

Improving tourism environment and readiness

The KTO operates the certification system for accommodations, food and shopping with a view to securing a high level 

of tourism readiness that can satisfy both local tourists and foreign tourists. The Organization will increase the number 

of certified business establishments, and provide education for maintenance and improvement of service quality, and 

ultimately raise the level of tourism satisfaction.  

① ‘BENIKEA’ a low-to medium-priced hotel chain

‘BENIKEA’ is short for ‘Best Night in Korea.’ This 

is a Korean-style low-to medium-priced hotel chain 

launched in 2007. As of 2010, the KTO has 44 

franchised hotels, and aims to increase the number 

to 50 by 2011. The expansion of the BENIKEA 

chain is expected to expand tourist accommodations 

in response to the trends in accommodations for 

foreig ners shifting from luxury hotels to low-to 

medium-priced hotels, and revitalize regional tourism. 

③ ‘Goodstay’

To secure g eneral  accommodations ( g eneral 

hotels, motels, inns, etc.) and promote wholesome 

accommodation culture, the KTO has been operating 

the Goodstay program since 2006. Only those 

accommodations which meet the “ Standards for 

Designation as Outstanding Accommodations,” 

e.g. open front/parking lot, card payment and 

child lock, can be designated as Goodstay. As of 

2010, 277 establishments across the country are 

designated as Goodstay, and the KTO is reinforcing 

the competitiveness of the tourism infrastructure by 

securing newcomers and improving service every year.

② Experience Hanok

To publicize the traditional culture of Korea, the 

KTO has been operating the Hanok PR website 

called ‘One Day in Hanok’ since 2008. Backed by 

90 Hanok supporters, the KTO has continued to 

improve services for high-quality Hanok experience 

by adding new Hanok tour courses. In 2010, the 

level of satisfaction with Hanok was 89%. 

         1)Providing unused rooms in average homes for foreign tourists staying in Korea for a short period of time

          2) Homestay offering an opportunity to experience the Korean family life and  B&B providing a room and breakfast for people who stay in Korea for a short period of time  

④ Korean-style B&B ‘Korea Stay’  

The KTO changed ‘Bed & Breakfast (B&B)1)’ into 

a Korean-style urban home stay, and branded it 

‘Korea Stay2).’ The KTO selects those householders 

who meet the KTO’s certification standards, 

including the level of facilities, guest rooms and 

proficiency in foreign languages, as hosts, and give 

them the certificate and certification plaque. In 

2011, the KTO is planning to operate the ‘Korea 

Stay Academy’ where they will learn about guest 

room management, how to serve guests and global 

etiquette. 

【Efforts to improve accommodations】

2009 2010

No. of certified 
accommodations

Goodstay 188 277

BENIKEA 37 44

Foreign tourists satisfaction 
with accommodations  
(points/out of 5 points)

4.06 4.05

BENIKEA
Relax at a reasonable price.

Goodstay
Outstanding accommodations designated by the Korea Tourism Organization

Hanok
See, feel and experience traditional culture here!
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Improving food service for foreign tourists

To widely publicize Korean cuisine and outstanding 

restaurants for foreigners, the KTO built a foreign-

language (English & Japanese) food community 

site (koreataste.org), produced a booklet containing 

food menus and phrases for receiving guests, and 

distributed it to food-related establishments and 

institutions with a view to improving food service. 

The KTO is also taking an active part in widely 

publicizing Korean food around the world. The 

CEO of the KTO is serving as a member of the 

government-initiated ‘Promotional Group for 

Globalization of Korean Cuisine.’ The KTO 

installed the ‘Korean Food Booth’ inside the Tourist 

Information Center of the Main Office where 

foreign tourists can taste and make Korean food. It 

also selected 170 menus from across the country, 

and added stories about the culture and history of 

the menus, thereby providing local governments 

with an opportunity to brand their representative 

cuisine.

Invigorating shopping tour

Foreign tourists are increasingly interested in 

shopping tours in Korea, but because of the high-

pressure selling and rip-off prices of some shops, 

the KTO introduced '1st Premium shopping,‘ the 

first premium shop certification system in Korea, in 

December 2010. 

Premium shops were chosen according to strict 

evaluation standards, such as the characteristics of 

the products sold at the shops, prices, employees 

and supplementary services. On a trial basis, 120 

shops in Seoul and Busan, frequented by foreign 

tourists, have already been selected. In 2011, the 

KTO will expand the premium shop certification 

program nation-wide, and try to improve foreigners’ 

shopping tour satisfaction.

Korea Pass

Launched in 2010, Korea Pass is a card for the 

convenience of local and foreign tourists. As the 

unique patterns of Korea are expressed after the 

fashion of in-laid mother-of-pearl, the cardholders 

will feel Korea the minute they lay their eyes on it. 

It can be used at tourist attractions. Prepaid/check 

cards are available for foreigners, whereas credit/

check cards are available for locals. 

Prepaid cards can be used in stores across the 

country where credit cards are accepted, and 

allow cardholders to enjoy many additional 

benefits at over 6,000 affiliates in transportation, 

accommodations, food and performance. Travel 

points are accumulated for the amounts purchased 

with credit cards. They offer benefits essential to 

overseas travel, such as discounts off airplane tickets 

and admission tickets. 

Korean food storytelling Premium shopping logo Korea Pass

▒ Unit _ point / out of 5 points

【Foreign tourists food satisfaction】

3.952008

4.022009

4.052010

▒ Unit _ point / out of 5 points

【Foreign tourists’ shopping satisfaction】

3.932008

4.032009

4.082010
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Building a network for cooperation 
with partners in tourism

Definition

① Policy partners

They are partners like the Government, academics 

and related agencies who discuss the direction of 

tourism policies with the KTO in order to enhance 

the competitiveness of the tourism industry and the 

national image. 

② Delivery partner-tourism industry

It refers to the individual entities of the tourism 

industry, i.e. the tourism industry, the airline and 

transportation industry, and the culture and art 

industry.

③ Delivery partner-Local government

It refers to the local and metropolitan governments, 

and regional tourism organizations (RTO) that 

are part of a common network to which the KTO 

belongs.

Vision and policy

① Policy partners

The KTO operates a  consultative body to 

coordinate business directions with government 

policies, validate opinions and business directions 

with academics, and fine-tune business interests 

with agencies related with tourism while creating 

synergies between partners. 

② Delivery partner-tourism industry

The KTO pays attention to the difficulties that 

delivery partners have, and strives to reinforce its 

long-term competency to build a win-win culture. 

The KTO enters into an MOU and alliance with 

the tourism industry, and carries out joint projects 

with it, and supports the coordination of interests 

between partners and the planning of tour contents 

and products. 

③ Delivery partner-Local government

The KTO contributes to the reinforcement of the 

competency of regional tourism by publicizing 

and marketing joint tourism projects with local 

governments, supporting the improvement of the 

tourism infrastructure, providing consulting services, 

and nurturing professional manpower. 

Key issues

Responsibilities and efforts for partners

Operating the opinion 

gathering council

Revitalizing the regional 

tourism industry

Enhancing the 

professionalism of the 

tourism industry

Building a network  
for cooperation with 
partners in tourism



2010 Korea Tourism Organization   
Sustainability Report059

Sharing policies with the Government and 

the National Assembly

As the core organization leading Korean tourism, 

the KTO is making efforts to help develop the 

national economy and improve the quality of life 

of people through the tourism industry. To provide 

policy support for the promotion of the tourism 

industry, the KTO shares government policies 

and strategies by dispatching manpower to policy 

organizations like the Blue House and the Ministry 

of Strategy and Finance, and hosts joint workshops 

every other month with the Ministry of Culture, 

Sports and Tourism. It also hosts policy debates 

for the reinforcement of the competitiveness of the 

tourism industry, and visits the National Assembly 

to propose bills for the promotion of the tourism 

industry while continuously sharing policies with 

the legislature. In 2010, the KTO proposed 8 bills, 

and the CEO met with National Assembly members 

29 times. 

Korea Tourism Industry Committee

In March 2010, 130 people from the National 

Assembly, the Government, the tourism industry 

and academics gathered together, and launched 

the first large-scale tourism network in Korea, 

i.e. the ‘Korea Tourism Industry Committee.’ 

The committee has five subcommittees (air 

transportation, accommodations & food, MICE, 

tour products, and consultation & public service) to 

discuss the future direction of the tourism industry. 

It will play a pivotal role in getting the tourism 

industry to reach an agreement with regard to 

policies.  

Future Search Conference 

To professionally discuss the future of the tourism 

industry, the KTO and 330 tourism professors 

joined forces in October 2010 to launch the ‘Future 

Search Conference’ for the first time in the history 

of tourism. On seven occasions, tourism scholars 

were invited to meetings and provided consultation 

on system improvement and strategies in 26 areas 

of expertise, and they are engaged in 4 joint projects 

including the shopping certification program.  

Opinion gathering council

Korea Tourism Industry Committee

【[Korea Tourism Industry Committee】

• Ways to increase the number of foreign tourists
Air  

transportation

• Ways to improve Accommodations & food
Accommodations 

& food

• Ways to develop the MICE industryMICE

• Increase the number of foreign touristsTour products

• Improve public systems to reinforce the competitiveness of tourism
Consultation and 

public service

130 people from the industry, academics, Government and RTOsComposition

5 subcommittees
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Consultative body for the promotion of 

regional tourism

To contribute to the balanced national development 

and the revitalization of regional economy, the 

KTO built an organic cooperative system with local 

governments, RTOs, and its regional promotional 

offices, and holds a meeting twice a year to discuss 

key issues. In 2010, the Organization joined hands 

with local governments to carry out regional 

tourism remodeling projects, and held customer 

presentations together with the tourism industry, 

and creates synergies for accomplishing its vision by 

operating a consultative body in each market. 

Standardization of regional tourist information

To reduce overlapping tourist information provided 

by local governments and prevent confusion 

among tourists due to the differences in how this 

information is presented, the KTO is allowing 

the local governments to use its electronic map 

infrastructure, and provides tourist information 

consulting service so that standardized contents 

are available across the country.  The KTO spent 

about ₩400 million to support the standardization 

of tourist information in 9 local governments and 

1 public corporation in 2010. As a result, 3,980 

contents were developed in total. 

Joint projects with RTOs

The KTO is carrying our 4 joint projects with 

RTOs including the New 7 Wonders of Nature 

project with the Jeju RTO.

New 7 Wonders of Nature

The most beautiful 7 wonders of nature will be 

selected by global voting and their values will be 

publicized around the world. To ensure that Jejudo 

will be chosen as one of the ‘New 7 Wonders 

of Nature,’’ the KTO, Jejudo and Jeju RTO are 

working together to conduct the campaign for 

encouraging more people to vote. The KTO also 

appointed celebrities like Eunhye Park and Jisung 

Park as honorary ambassadors and held diverse 

events to encourage more netizens to vote. 

Tourism consulting support

To support the revitalization of regional economy 

by diversifying visit-Korea products,  the KTO 

capitalized on its tourism marketing know-how to 

build an integrated consulting system and a standard 

model. It has been providing differentiated tourism 

consulting service for local governments. The KTO 

supports development of new tourism resources, 

e.g. Jeonju Hanok Village, and proposed projects to 

improve the tour readiness of local governments. It 

is presenting where tourism-related entities should 

be headed, and plays a pivotal role in the exchange 

between them and their cooperation. The KTO 

consulting about 10 project in 2010. As a result, The 

new contract worth around ₩2.1 billion, that up by 

253% as compared to 2009. 

Also, the Organization is planning to use the first 

standard model of tourism consulting in Korea 

and join forces with KOICA (Korea International 

Cooperation Agency) and KOTRA to export tourism 

consulting business to underdeveloped countries.

Revitalization of the regional tourism industry

【2010 joint projects of RTOs】

Seoul I Tour Seoul project

Gyeonggi Overseas joint marketing

Incheon Airport transfer products

Jeju New 7 Wonder of Nature

【Consulting in various areas】

Attraction  
of investment

5 cities and counties  
in Jeolla-namdo

Product  
development

Ganghwa-gun, Incheon 

Inje-gun, Gangwon 

Festivals Daejeon 

Ecology Paju, Gyeonggi-do

Development  
of tourism  
resources, etc.

Yeosu, Jeolla-namdo 

Ongjin-gun, Incheon 

Milyang, Gyeongsang-namdo 

Boryeong, Chungcheong-namdo 

Buan-gun, Jeolla-bukdo 

【A standard model of tourism consulting】

Integrated and practical guideline for all  
sectors of the tourism industry

Tourism  
consulting  

manual
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Building a network for cooperation 
with partners in tourism
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‘Korea Tourism Awards’

To identify individuals and organizations that 

contributed to the development of domestic tourism 

with creative ideas, the KTO joined forces with 

6 organizations, such as the Ministry of Culture, 

Sports and Tourism, and the Korea Tourism 

Association, to select recipients of the ‘Korea 

Tourism Awards.’ The Korea Tourism Awards 

started in 2010, and the recipients are selected by 

experts and the general public. The awards were 

given out in 10 categories, including excellence in 

vacation culture and outstanding tourist facilities 

for the disabled. At the 2010 awards ceremony, 

a total of 64,477 online votes were cast, and as a 

result, Hallyu star Bae Yong Jun, Jeju Olleh, the TV 

entertainment program One Day Two Nights, etc. 

were honored. In 2011, the KTO is planning to add 

‘Tourism Frontier’ and ‘Smart Information Service’ 

to the existing categories, support exploring and 

developing new tourism trends, and contribute to 

expanding the base of tourism culture. 

Fostering tourist service professionals

By offering selective education courses, the KTO is 

trying to nurture professional tourism manpower, 

which cannot be done in the private sector alone, 

and improve the quality of tourist services.

The KTO offers courses for medical tourism 

professionals, multi-cultural caregivers, and 

globalization of Korean Cuisine, and is the first in 

Korea to offer courses for culture & eco trail experts 

and practical education for the general public. Eco 

trail experts are taking part in the development of 

new trails. 

The KTO is also working with local governments to 

educate and foster professionals in regional tourism. 

The Culture and Tourism Narration Meister Course 

for reinforcing the job skills of culture & tourism 

narrators of each local government, is divided into 

the course for sign-language narrators and humorous 

narrators and the course for preparing storytelling 

scripts to place emphasis on expertise. The KTO 

formed an organization of narrators across the country, 

and creates synergies through networking. The KTO 

also operates the Gyeongbuk Tourism Academy, and 

contributes to enhancing the professional skills of 

tourism professionals and public officials. 

Improving the professionalism of the tourism industry

【Tourist service manpower in 2010】

Education courses No of participants

Medical tourism professional 799

Multi-cultural caregivers 73

Medical tourism food coordinator -

Globalization of Korean Cuisine 70

Culture & eco trail (professionals) 82

Culture & eco trail (professionals) 89

Culture & Tourism Narrator-sign-
language narration

30

Culture & Tourism Narrator-
humorous narration

31

Culture & Tourism Narrator-
storytelling

33
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Definition and Key issues

The KTO’s suppliers are defined as contracted 

customers in revenue-making businesses and providers 

of office supplies and services. 

Vision and policy

To support small and medium enterprises, the KTO set up ‘Enhancement of the Self-reliance of SMEs and sustainable growth’ as its vision, and is building a model of win-

win cooperation with suppliers with the aim of building the foundation for the growth of SMEs and reinforcement of their competitiveness. For fair and transparent trade, 

the KTO is enforcing the Integrity Pact, and tries to find ways to grow together with suppliers through priority purchasing of SME products and products from companies 

run by women.

Responsibilities and efforts for suppliers

Win-win 
management

Fair trade Support for SMEs

Win-win supplier management

Enhancing supplier satisfaction

With a view to improving the efficiency of working 

with suppliers and responding quickly to their 

complaints, the KTO allows the suppliers to freely 

express their opinions through the ‘VOC’ menu of 

its website, and tries to handle the received VOCs as 

quickly as possible. 

Through the annual public corporation integrity 

measurement, the KTO surveys the suppliers to 

evaluate the practice of bribery and treatment when 

the KTO works with suppliers, the fairness of 

transactions and the ease of raising objections. The 

2010 measurement showed that the suppliers gave 

9.20 points to the KTO’s integrity, which is quite a 

high score.

Looking at individual items, however, the KTO 

scored the lowest in terms of the ease of the 

suppliers’ raising objections. To make improvements 

on this matter, the KTO equalized the bidding 

conditions for large corporations and SMEs, and 

simplified the document submission procedure and 

shortened the processing time. It is in the process of 

improving the program in order to raise the fairness 

and speed of transactions. 

Win-win culture  
with suppliers
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【Continued increase of e-procurement】

【Purchases of SME products】SME support program and results

In compliance with the Government’s SME support 

policy, the KTO is taking the lead as a public 

corporation in purchasing SME products first, and 

reinforcing job training for SMEs. In 2010, 95.3% 

(₩50 billion) of the total purchases of the KTO 

were SME products, and the KTO gives top priority 

to purchasing products from companies that 

developed new technology, and companies run by 

women when making purchase plans.

SME support program

Integrity Pact

To reinforce its SME support and play the leading 

role as a public corporation, the KTO is enforcing 

the e-procurement system, and provides fair bidding 

opportunities. It also secured the transparency and 

fairness of contracts by introducing the prior notice 

of tender system, the improved service contract 

screening system and the tender disclosure system. 

To eliminate unethical transactions with suppliers 

and firmly establish ethical management, the KTO 

abides by the rule strictly. To encourage suppliers 

to participate in ethical management, it entered 

into the ‘Ethics Compliance Agreement with all 

suppliers transacting with the Duty-Free Business 

Department in 2007. In addition, the Duty-Free 

Business Department independently organized the 

‘Clean Committee,’ which monitors transactions 

with suppliers at all times.

Also, the KTO continuously sends letters to 

suppliers to encourage them to take part in ethical 

management. It is actively publicizing its will 

to enforce ethical management.  As a result of 

the KTO’s thorough-going practice of ethical 

management, it has never been involved in any case 

of bribery or illegitimate treatment.

Unit  _ %

2008 2009 2010

14.2

22.1

16.6

Unit  _ %

2006 2007 2008 2009 2010

91.5

95.5 95.3

84.3

93.8

【Small and medium enterprise PRM (Partner Relationship Management) system】

Improvement of the self-reliance of SMEs and sustainable growth

General SMEs Small and medium tour operators

Lay the foundation for the growth of SMEs Reinforce the competitiveness of small  
and medium tour operators

Try to purchase SME products Support small and medium tour operators  
and strengthen cooperation

Tasks

Goals

Targets

Support vision

【SME products KTO purchased in 2010】

▒ SME products 95.3%

▒ Products from companies that  
     developed new technology 

2.6%

▒ Products from companies run by women 4.6%

100%
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Bringing Happiness to local 
communities

Definition

In the narrow sense, local communities refer to the 

areas where the KTO business operators, such as 

the Main Office, domestic branches and regional 

promotional offices, are located, and in a wider 

sense, they refer to the entire land of Korea. 

Key issues

Vision and policy

Under the vision of ‘Living Together Through 

Nanum (Sharing ) and Empathy,’ the KTO is 

engaged in diverse social contribution activities. It is 

well aware of such social problems as human rights, 

poverty, environmental concerns, cultural alienation 

and social discrimination, and as corporate citizens 

in a public corporation, feels obligated to resolve 

these problems. In 2010, the KTO selected ‘Multi-

culturalism’ and ‘Nanum+Tourism’ as key issues in 

social contributions, and is approaching these issues 

strategically so that it can concentrate its efforts on 

them. In addition, the KTO conducts the Guseok 

Guseok Nanum initiative to become a respected 

public corporation contributing to the prosperity of 

local communities and the national development. 

Responsibilities and efforts for local communities

Multi-culturalism Guseok Guseok  
Volunteers

Medical Tour Nanum Green mileage

Bringing Happiness to  
local communities
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Guseok Guseok Volunteers

The KTO’s official social volunteer group ‘Guseok 

Guseok Volunteers’ is a reflection of the employees’ 

determination to become a person who shares their 

love and warm heart in every nook and corner of the 

world. Launched in 2006 with 150 volunteers, the 

group is headed by the CEO, and now all local and 

overseas employees are taking part. The volunteers are 

engaged in systematic social contribution activities 

for the socially and culturally neglected class. 

Green Mileage

Green Mileage is the personal social contribution 

points given when employees participate in 

social contribution activities or propose social 

contribution activities, and it is linked to the internal 

management evaluation system. In 2010, the KTO 

employees acquired a total of 20,197 miles, up by 

37.5% as compared to 2009. 

Reward program

To encourage social contribution activities and 

share best practices, the KTO rewards domestic 

and overseas branches and departments with 

outstanding performance, and selects the Nanum 

King. Departments with outstanding performance 

in social contribution activities will be selected 

through case review, and the Nanum King is selected 

based on personal Green Mileage.  

Social contribution system

【Nanum King Green Mileage Accumulation】

1st place Green Mileage 802 miles

2nd place Green Mileage 702 miles

【Green Mileage】

【Examples of excellent social contributions】

Grand prize Creating overseas jobs in tourism

Gold prize Nanum medical tourism

Silver prize Developing Hanok tour courses by selecting Hanok supporters

Guseok Guseok Volumteers Guseok Guseok Volumteers

▒ Unit _ miles

13,1822008

15,2102009

20,9172010
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Together with multi-culturalism

More than 1.1 million foreign residents are living in 

Korea, and the number of multi-cultural families is 

continuously increasing. To find ways to contribute to 

this society as a public corporation, the KTO chose 

‘multi-cultural’ as the keyword in social contribution 

of 2010.  Mr. Charm Lee, the first naturalized Korean 

citizen to become the CEO of a public corporation, 

said ‘multi-culturalism will become the foundation 

not only of Korean tourism, but also a richer Korea 

down the road,’ and is taking the lead in supporting 

multi-culturalism.  

The KTO has been hosting events for multi-cultural 

families since 2009 so that they can learn the history 

and culture of Korea, experience Korea through 

tourism, and thus understand Korea and become part 

of the Korean society. Also, the Organization is trying 

to provide the members of multi-cultural families 

with opportunities to become leaders of the Korean 

society: e.g. the ‘multi-cultural medical tour caregiver 

training course.’ The KTO’s consideration and aid for 

multi-cultural families are regarded as future-oriented 

social contribution activities that will enrich the entire 

society, and as a result, the Organization received the 

grand prize in the ‘multi-cultural social contribution’ 

category at the ‘2011 Happy Plus Social Contribution 

Award’ ceremony co-hosted by the Korean Society of 

Consumer Studies and Donga Ilbo. 

Nanum + Medical + Tourism

Nanum medical tourism combines medical tourism 

and social contribution activities. This program 

invites underprivileged people from around the 

world who cannot be cured locally to Korea, and 

pays the medical and living expenses during their 

stay in Korea so that they can benefit from the 

excellent medical service of Korea. This program 

is implemented in Russia (cleft lip and cleft palate, 

total knee arthroplasty), Mongolia (cleft lip and cleft 

palate, top model facial contouring surgery, cochlear 

implant), China (varicose vein), and the Middle East 

(vertebral disease, facial burn). It will be extended 

to advanced countries like New Zealand so that 

the level of Korean medical service can be widely 

known. The KTO received a letter of appreciation 

for the medical volunteer service from the Russian 

Embassy, and the medical nanum program is cited as 

an exemplary case by major media across the world. 

It is contributing to publicizing the level of Korean 

medical service and the humanism of Korea.

Strategic social contributions of 2010

【Track record of the medical nanum program】

Country Hospital Disease Media

Russia Busan Dong A University Medical Center Cleft lip and cleft palate NTV

Chonnam National University Hwasun Hospital Hip joint/ knee joint PTR

Mongolia Konkuk University Medical Center Cochlear implant UBS

Korea University Anam Hospital Facial deformity MNB

China Yonsei SK Hospital Severe varicose vein Dalian Daily

Lebanon
Jaseng Hospital of Oriental Medicine

ANA Clinic

Vertebral disease

Facial burn
LBC

【Support for multi-cultural families in 2010】

Date Name of activity Description

April 2010 1st multi-cultural caregiver training Professional caregiver training is given to 
members of multi-cultural families. A total of 
73 professional caregivers were produced.September 2010 2nd multi-cultural caregiver training

May 2010
Multi-cultural families’ exciting 
experience of Korean culture

40 members of multi-cultural families from 
Chuncheon, Gangwon-do visited Seoul.

June 2010
Train travel of multi-cultural 
families

Under the supervision of the Honam Regional 
Promotional Office, 72 people participated in 
the Muju Firefly Festival.

Date Name of activity Description

September 
2010

Multi-cultural Family Forum
Multi-cultural families attended the Multi-cultural Family 
Forum hosted by the Ministry of Gender Equality and Family, 
and Mr. Charm Lee, CEO of KTO gave a special lecture.

October  
2010

Gyeongju Hanuri Experience 
event 2010

118 multi-cultural family members from Seoul and 
Gyeonggi experienced Korean culture in Gyeongju.

December 
2010

Fun Nanum Ski Camp 2010
235 children from multi-cultural families and 
low-income families participated in the Ski 
Camp.

2010 Fun Sharing Ski Camp A 19-year-old Russian girl wears a bright smile after a facial deformity surgery.

Bringing Happiness to local 
communities
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Social contribution activity areas

To ensure that its core competency is fully utilized 

and to find efficient solutions to social problems, 

the Korea Tourism Organization divides its social 

contribution activities by theme. The KTO’s social 

contribution activity areas are largely divided into 

local community nanum, culture & tourism nanum, 

tourism environment protection, and support for 

overseas exchange.  

Sharing with local communities

The KTO is caring for local communities and 

helping the needy neighbors through welfare support 

activities for the neglected class of people, such as the 

learn fare/cultural experience of the neglected class 

of people, the support for social welfare facilities, and 

the 1-company 1-village movement. 

Social contribution program

① A beautiful day with the Beautiful Store

Guseok Guseok Nanumi (volunteers) had a 

wonderful day in March 2010. They displayed and 

sold products donated by employees, including 25 

computers and 300 books, at the  Beautiful Store 

near Anguk Station, and settled accounts.The 20 

or so volunteers donated all the proceeds from this 

event to the Beautiful Foundation, which used the 

money to help the less fortunate in society

② Baebuduk Village tree planting and helping hands

Guseok Guseok Volunteers visited the Baebuduk 

Village in Pyeongchang-gun, Gangwon-do, which is the 

home of invigoration of green tourism and the KTO’s 

sister village, and planted trees in April and provided a 

helping hand in October. After setting up a sisterhood 

relationship with the KTO in 2004, the Baebuduk 

Village received tourism development consulting, 

attracted tourists with the farming experience center, 

pensions and multi-purpose facilities using shut-down 

schools, and increased their income as a result.  

③ Free meals at Senior Welfare Center

On May 26, during Family Month, the KTO joined 

hands with the Jeju branch to serve free lunch at the 

Seoguipo Senior Welfare Center, and donated goods 

necessary for the operation of the center worth  

₩2 million. 

【Social contribution activity areas and major Guseok Guseok Volunteer activities】

Local community 
nanum

Welfare support activities for the neglected class of people like the low-income group and 
broken homes
- 26 times including a beautiful day with the Beautiful Store

Culture and tourism 
nanum

Discovering, nurturing and widely publicizing wonderful tourism resources and cultural 
contents hidden around the country
- 6 times including the Nanum Travel for the neglected class of people

Tourism environment 
protection

Protection and preservation of valuable cultural heritages and tourism resources
- 6 times including protection of cultural properties

Tourism environment 
protection

Using the network of overseas branches to support Third World countries
- 7 times including Korea-Vietnam international volunteer service program
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Cultural tour nanum

Cultural tour nanum is the KTO’s representative social 

contribution program that uses ‘travel’ as a means of 

cultural communication between classes. This program 

develops tourism resources in every nook and corner 

of the country, and distributes socio-cultural benefits 

to the culturally neglected class of people through 

travel and cultural experiences, e.g. the Guseok Guseok 

Nanum Travel, multi-cultural family Happy Camp, 

and support for cultural activities of the less fortunate.  

① Warm travel of hope for the disabled

In February 2010, the children of the Chungju Sacred 

Heart Rehabilitation Center for the Blind and KTO 

volunteers, 47 in total, participated in a cultural tour 

experience event at Seoul Lotte World and Hanji 

Museum. After the events were over, the Chungju Sacred 

Heart Rehabilitation Center for the Blind sent the KTO 

a letter of appreciation saying that they cherished the 

works of art made by the children on the day of the event 

and it was a great pleasure to the children. 

② Blue Ocean Hope Recharging

Blue Ocean Hope Recharging is the name of the program 

that sends the family of childhood cancer patients, 

supported by the KTO, to Jeju Island. This program 

was started back in 2006, and is now in its 5th year. To 

give dream and hope to the families of childhood cancer 

patients who must be treated in isolation oftentimes, it 

takes place in Jeju Island around September each year. The 

KTO hosts the blood drive and fundraiser, and prepares 

the Jungmun Beach Golf Course tour. The KTO delivers 

hope to these children with diverse programs. 

 
③ Cultural experience travel for families of single mothers

In April 2010, the Yeongnam Regional Promotional 

Office joined hands with the Social Welfare Society 

to invite 26 family members of single mothers, who 

do not have many tourism and welfare opportunities 

to Goryeong and Hapcheon, Gyeongsang-namdo. 

They stayed in a traditional Hanok and had fun at 

the Goryeong Daegaya theme park. The Yeongnam 

Regional Promotional Office sent them a message of 

support.

Support for overseas exchange and social 

contribution activities of overseas branches

The KTO used the network of overseas branches to 

contribute to the enhancement of the national brand 

through active social contribution activities like the 

adopted children support project, book donations, 

and international aid work. The 28 overseas 

branches in 19 countries are establishing themselves 

as close corporate citizens through various social 

contribution activities. 

① Youth Vietnam Volunteers

In August 2010, the Vietnam volunteers did 

volunteer work in Hanoi, Vietnam under the theme 

of “Understanding diversity” for 4 nights and 6 days. 

During this period the 20 or so youngsters painted 

murals, visited the Rehabilitation Center, engaged 

in cultural exchange, and performed the Global 

Citizen School activities. They said they learned the 

true meaning of sharing and the value of parents and 

the state. 

② ’20th Anniversary of the establishment 

of diplomatic relations between Korea and 

Mongolia’

In August 2010, the Beijing Branch held the ‘2010 

Korea Rainbow Tourism Festival in Mongolia’ in 

Ulaanbaatar, the capital of Mongolia to promote 

the friendship between the two countries and 

widely publicize Korean culture in celebration of 

the establishment of diplomatic relations between 

them. About 2,600 Mongolians watched the Nanta 

and B-Boy performance at the Dom Kultury, and  

the Beijing Branch invited 50 or so unfortunate 

Mongolian youths to the event. The KTO is 

planning to continue with the projects that will 

deliver our warm heart and our interest in them. 

Protection of tourism environment

The KTO preserves cultural heritages and tourism 

resources through cultural property keeper activities 

and by monitoring tourist spots, and delivers social 

services in environmental disaster areas to give wider 

publicity to the meaning of socio-cultural tourism 

resources and raise their values. 

① Cultural properties keepers

On April 24, 2010, the KTO held the ‘Tending-

Local-Cultural-Property-Day’ event. Cultural 

property keepers and ordinary citizens participated 

in this event, which was held at the sites of cultural 

properties across the country. The cultural property 

keepers cleaned the cultural properties, serviced 

the facilities in the surroundings, and conducted 

fire prevention and surveillance activities at the Mt. 

Bukak Seoul Fortress, the prehistoric site in Amsa-

dong and the Changgyeong Palace. 

② Youth Travel Volunteer Service Program

To raise youths’ awareness of tourism, and publicize 

tourist sites in Korea, the KTO conducted the 

travel volunteer service monitoring at Soongmoon 

High School in July 2010. This event was featured 

by a lecture on UCC making, a visit to Namsangol 

Hanok Village N Tower, and the watching of the 

‘Jump’ performance. After the event, the travel 

volunteer service UCCs of the youths were posted 

to the KTO website.

Bringing Happiness to local 
communities
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Definition

The KTO employees working at the Main Office, 

domestic branches, regional promotional offices, 

and overseas branches are the driving force and 

valuable partners. 

Vision and policy

The KTO believes that the most important resource 

for a corporation to survive the knowledge-based 

economy of the future is ‘people.’ In particular, as 

the tourism industry is a delicate field that moves 

the mindset of people, it is more important than 

anything else to create an atmosphere in which 

creative and professional people can make the most 

of their ability. 

The KTO is fostering talents with ‘a challenging 

and innovative spirit, global professionalism, and a 

sense of autonomous responsibility’ and is taking 

the initiative in ‘creating a family-friendly corporate 

culture’ and ‘making a great work place’ in a bid 

to realizing a satisfactory working life based on 

the balance between work and life. Furthermore, 

the KTO is creating a corporate culture without 

discrimination through open recruiting and 

respect for human rights, and complies with the 

labor policies of domestic and overseas labor 

organizations.

Key issues

Responsibilities and efforts for employees

Equal employment 
opportunity, 

Respect for human 
rights

Fair performance 
evaluation and 
compensation

Nurturing global 
professionals

 Rational labor-
management 

culture

Sharing corporate 
vision and value

Improving 
employee welfare 
and environment

Making employees into 
core global talents　
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Making employees into core 
global talents　

Employee status

To provide equal opportunities, the KTO does 

not discriminate against employees in recruiting 

and promotion on the basis of gender, age or 

religion. The only standard applied is the official 

job performance evaluation result. As of the end 

of 2010, the total number of employees at the 

KTO is 609 including 5 executives. 375 employees 

are working at the Main Office, 161 at domestic 

branches, and 73 at overseas branches. The number 

of non-regular employees is 225. The average of 

length of service is 16.4 years, and employees who 

worked for more than 20 years account for 46% of 

the total, and 19.3% of them are female workers. 

In accordance with the government’s plan to 

advance public corporations, the Korea Tourism 

Organization adjusted the quota to concentrate 

manpower in core businesses in the key business 

sectors. The quota was reduced by 28.9% to 

544. However, the KTO is inducing voluntary 

reduction through special voluntary resignation 

and natural retirement without any separate forced 

restructuring. In 2010, 10 employees retired at the 

regular retirement age, and 121 applied for special 

voluntary resignation. The KTO held a retirement 

ceremony for those who retired at the regular 

retirement age, and a farewell party for those who 

voluntarily resigned. The KTO also paid them 

special compensation. It uses the online site ‘KTO 

Future Plan Center’ to provide resocialization 

education for those employees about to retire or 

change jobs.

Creating new jobs

To improve the recruiting process, the KTO had 

external experts take part in the interview process 

and adopted the simulation interview method to 

recruit 22 new employees, 9 open recruits including 

area experts and lawyers, and 10 foreign specialists. 

In a word, the Organization hired diverse talents 

fit for the global talent fostering policy. Due to its 

improved working environment and recruiting 

process, the KTO was ranked No. 2 in the list of the 

public corporations that college students want to 

work at in 2010. 

In compliance with the Government initiative to 

share jobs, the KTO hired 22 young interns in 2010, 

and plans to more than double the figure in 2011. 

It also hired 68 student trainees, 12 foreign student 

trainees, and 15 work-study program participants, 

thereby contributing to job creation

Equal employment opportunity, respect for human rights

【No of employees by function and by rank (current)】

Executives General Technical Administrative Tourist interpretation Total

5 485 39 72 10 609

Average length of service Turnover rate (%) No. of employees recruited

16.4 1.31 22

【% of employees by length of service】

【Changes in quotas and actual number of employees】

▒  0  ~ 5 6%

▒ 6 ~ 10 23%

▒ 11 ~ 15 4%

▒ 16 ~ 20 21%

▒ 21 ~ 25 33%

▒ 26 ~ 30 8%

▒ 31 ~ 5%

Actual No.

2008 2009 2010

733

765 765

609

544

722

QuotaUnit _ person
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Ban on discrimination and respect for 
human rights

The KTO prohibits discrimination based on 

gender, age, religion, education, physical disability 

or region, and complies with the Labor Standards 

Act and ILO regulation on the abolition of forced 

labor. The KTO operates the grievance committee 

with the secretary-general of the labor union and the 

Chairperson of the Human Resource Development 

Committee playing the central role, and the labor 

and the management appoint one honorary equal 

employment inspector respectively. The honorary 

equal employment inspectors give guidance on 

compliance with regard to discrimination and 

human rights. Also, the KTO drew up guidelines 

on prevention of sexual harassment and protection 

of non-regular employees, and distributed them 

across the organization so that discrimination based 

on gender, age and type of employment can be 

prevented. 

The KTO implements government-recommended 

policies, i.e. mandatory employment of the disabled, 

preferential employment of persons of national 

merit and open recruiting, and in 2010 a total of 

38 person of national merit and 18 disabled people 

are working at the KTO. Also, the KTO complies 

with the regulations on human rights and working 

conditions, and maintains the wages above the legal 

standards.

Recruiting local talents and science & 
engineering majors

Since 2004, the KTO has been enforcing the ‘Open 

Recruitment System’ that abolished or alleviated 

unnecessary qualifications. In 2010, graduates from 

provincial universities accounted for 13.6% of new 

employees, and 30.4% of all employees, i.e. 185, are 

graduates from provincial universities. The KTO 

also hires local manpower. It fills a certain number 

of positions like marketing manager with local 

manpower where domestic and overseas branch are 

located,  establishing itself as a community-based 

public corporation. 

In addition, the KTO accepted the Government’s 

guideline on improvement of the hiring process 

of public institutions wholeheartedly, and has 

maintained the percentage of employees who 

majored in science of engineering above 14% of all 

employees.

Encouraging the employment of women

The KTO is enforcing a balanced personnel system 

by prohibiting discrimination based on gender in 

HR management and by implementing the female 

employment quota system and fostering female 

leaders. Female workers at the KTO account for 

33.3% of all employees, the highest level among 

public corporations, and 17 new employees were 

females accounting for 77.3% of new recruits in 

2010. Females class 3 or higher, which are executive 

positions, continue to increase every year, and a 

female executive was promoted to class 1 in 2010. 

High-ranking females are on the rise. In particular, 

many female employees are heads or deputy heads 

of departments and overseas branch managers. 

For the increasing number of high-ranking female 

employees, the KTO is offering education programs 

like the female CEO course.  

The KTO established and implemented the 3-step 

female manpower development plan, and dispatch 

female workers to overseas branches and send them 

to overseas training programs. By actively supporting 

females, the KTO is improving productivity and 

reinforcing corporate competitiveness. Currently 5 

female workers, 50% of its core talents, are receiving 

education abroad. 

【Number of employees by region】

Yeongnam 
region 

Chungcheong 
region 

Honam 
region

Gangwon 
region 

Total 

2 2 2 1 7

【Number of local employees by overseas region】

Japan China 
Asia & Middle 

East
Americas Europe Total

13 24 21 17 12 87

【% of high-ranking females】

Rank Class 1 Class 2 Class 3 Total

Percentage (%) 4.76 6.15 16.88 13.00

【KTO’s own step-by-step female manpower development program】

Background and 
direction

• Established the step-by-step (3 steps) female manpower development plan

• Maximize KTO’s own service, knowledge-based job skills and emotional leadership

Step 1

•  Increasing need of reestablishing the role of females in the organization

 - Lectures by prominent figures and group discussions

 - KTO Jump! 

Step 2

• Systematically reinforce the competency of female workers

 - KTO developed and operates its own female leadership program.

 - Outsourced training to reinforce the competency of female workers

Step 3

• Corporate-level support for development of female leadership

- Placement of female workers based on competency

- Invigorate training of core female manpower
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【Competency-oriented human resource development】

Performance management monitoring

The KTO is trying to establish the performance-

based management culture by enhancing the 

performance management system. To manage and 

evaluate performance more systematically, the 

KTO began in 2010 to use the SMS signal light 

system based on goal attainment ratios to manage 

performance. The Organization reduces the weight 

of internal processes when setting up performance 

goals and takes the overall balance among all 

indicators into consideration. To reinforce the future-

oriented organizational competency, it is increasing 

the weight of the learning and growth indicator. 

Utilization of the results of performance evaluation

By enlarging the maximum/minimum performance-

based pay distribution ratio, the KTO motivates 

employees to create performance, and expanded the 

differences in performance-based pay. 

Evaluation results are linked to the personnel system, 

and the link between internal evaluation results 

and promotion, overseas education and transfer to 

overseas branches is being reinforced. 

Non-wage compensation program

To relieve the work-related fatigue of employees and 

enhance their pride, the KTO is taking advantage 

of diverse non-wage incentives. A typical example 

is the ‘Team of the Month’ program, which has 

been implemented since June 2010, and there are 

many other programs, such as domestic & overseas 

training, special leave, and compensation related to 

internal evaluation. 

Vision of human resources development

With the aim of fostering the ‘best tourism elites’ proactively responding to changes in internal and external business environment with a sense of ownership and global 

awareness, the KTO has a competency-oriented and job-oriented education and training system. 

Fair performance evaluation and compensation

Nurturing global professionals

【Signal lights for goal attainment ratios】

Goal attainment ratio 100% or higher 93.75% or higher 87.5% or higher 81.25% or higher Lower than 81.25%

Signal light (Blue) (Greeen) (Yellow) (Orange) (Red)

The right people for KTO

Challenging and innovative spirit, global professionalism, and sense of autonomous responsibilityThe right person 
KTO wants

Directions of 
education

Education 
courses

Common competencies Managerial competencies Job skills Global competencies CS competencies

· Ethical management

· Proficiency in foreign languages:  
  expanded

· CS education: improved

· Communication education: new

· Computer/OA education: new

· Correspondence education:  
  expanded

· CEO education: expanded

· Management leadership  
  education

· Education for promoted  
  employees

· KTO business school 

· On-the-job training

· T2 Academy: expanded

· Education for employees  
  scheduled to work overseas:  
  improved

· Overseas studies/language study

· Dispatch to KDI and KAIST:  
  expanded 

· Overseas studies

· Overseas language study

· Hawaii University Travel &  
  Tourism Management  
   Program

· Dispatch to KDI and KAIST

· Ethical management education

· CS education

Making employees into core 
global talents　
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Education and training process

The KTO classifies jobs into a total of 5 areas and 20 

job classes, and makes sure that each employee creates 

a career development plan with regard to competency-

based education courses and job-based standard learning 

path with the aid of 1:1 coaching. The KTO employees 

benefit from systematic education course from entry to 

retirement. To make sure that each employee has one 

specialty, the KTO allows each person to select various 

education programs from among internal education, 

outsourced education, mobile education, cyber training 

and correspondence education as fits the situation, 

thereby enhancing the efficiency of education and 

satisfaction. In 2010, the total employee education and 

training hours were 23,731, and the education hours 

per person was 14. The KTO is planning to provide 

diverse education opportunities to raise the number of 

education hours per person to 15.6 in 2011.

Fostering core manpower

The KTO has an open manpower pool focused 

on development and cultivation, and supports 

education for cultivation of foreign language 

experts, area experts and core professionals necessary 

for tourism industry policies and marketing. 

Innovative personnel restructuring

As a leader of continuous innovation and change, the 

KTO conducted innovative personnel restructuring. 

The Organization used job postings for job-oriented 

and performance-oriented HR management, and 

hired recruits at the level of a team leader. It has 

expanded the positions open to civilians, and is 

actively recruiting outsiders with expertise. To 

reinforce the competitiveness of overseas branches, 

the KTO evaluates employees working at overseas 

branches in the middle of their term of office, and 

reshuffled them into field-oriented organizations 

for developing new markets. Poor performers go 

through a screening process, and receive a notice 

of warning and step-by-step education. For two 

years from 2009, seven employees received special 

education, and 9 received a notice of warning. 

The KTO’s innovative personnel restructuring 

was recognized outside of the organization, and 

in March 2010, the KTO was selected as the best 

practice in HR system innovation at the Blue House 

public institution workshop, and received the ‘Korea 

HR Management Award’ from the Korea Economic 

Daily. 

2009 2010

Recruits hired by job posting - 82

Number of recruits hired to 
fill positions open to civilians

2 9

No. of foreign experts 9 10

【Innovative personnel restructuring】

【Education & training】

2008 2009 2010

Education budget (₩100 million) 13.5 15.9 17.6

Education satisfaction (points) 71.6 72.5 75.2

Education & training (hours) 25,344 26,667 23,731

【Education & training strategies by class】

Develop competency  
(common education)

Common 
competency Job skillsManagerial 

competency
Foster  

core talents
Professional 

education

Foster core talents Basic knowledge

Specialization

Class 
1

Class 
2

Class 
4

Class 
3

Class 
5

Education related 
to manager-

level common 
competency

Education related 
to section-chief-
level common 
competency

Education related 
to sclass-4 
common 

competency

Entry-level 
education for new 

employees

Manager 
leadership 
education

Outsourced 
education, 

education for 
employees 

appointed to 
an overseas 

position

T2 Academy

OA training

Foreign language classes

Foreign language tests

Overseas benchmarking

Support for em
ployees enrolled in night graduate schools

D
om

estic M
B

A

O
verseas academ

ic training

C
EO

 course

Language study

K
TO

 business school
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Improved labor-management communication

Labor-management communication channel

Grievance handling system

The KTO is building advanced labor relations based 

on close cooperation between the labor and the 

management, and reinforcing the competitiveness 

of the organization and making a great work place 

based on trust and respect and through increased 

participation and cooperation. Employees class 3 

or lower (excluding team leaders) can join the labor 

union. As of November 2010, 500 employees, 83% 

of all employees, are members of the labor union. In 

2010, the KTO concluded the collective agreement 

in the shortest time, and there has been no labor 

dispute for 36 years since the labor union was formed.

To advance labor relations, the KTO uses 1:1 

conversation and many other programs in which 

both the labor and the management participate. 

To ensure communication, it holds the labor-

management council meeting every quarter. It also 

operates unofficial communication channels, and 

harnesses a program called ‘COP (Communication 

of Practice) for realizing labor-management common 

values’ and held a joint workshop 4 times a year.

To resolve workers’ grievances, the HR Development 

Team leader and the secretary-general of the labor 

union gather together and form the grievance 

committee. If a grievance is received through the 

anonymous bulletin board or via e-mail, online or 

offline, the grievance committee quickly gets down 

to resolving the grievance. 

Rational labor-management culture

【Grievances handled】

Classification Working condition Education Welfare Other Total

No. of grievances received 38 10 80 7 135

No. of grievances handled 31 9 77 7 124

% handled 81.6% 90.0% 96.3% 100% 91.9%

【Official communication channels】

【Unofficial communication channels】

Discuss and make 
decisions on key 

management issues

Share info on urgent  
issues and exchange 

opinions

Conclude wage and 
collective agreement

Collective bargaining
Labor-management council 

Prior discussion of agenda and 
coordination of opinions

Coordinate opinions  
on key issues

Develop new joint 
programs

Share information on 
 major issues in real time

Implement programs fit to 
the nature of KTO  

(linked to downtown tours)

Handle g ordinary 
complaints/

sexual harassment

Collect employees’ 
opinions

Improve the flexible  
welfare point plan 

Investigate working 
environment of branches 

and hear complaints  
(overseas branches)

Labor-
management 

council

Interview

Collective 
bargaining

Joint workshop

Working-level 
committee

Study group

Working-level 
meeting

One-mind event

Grievance 
Committee

Presentation to 
employees

Intra-company 
Labor Welfare Fund 

Council (BOD)

Investigate the 
working environment 

of branches

Win-win labor-
management 

relations

Win-win labor-
management 

relations

Making employees into core 
global talents　
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Internal contest in search of new growth engines

To encourage active participation in creative 

management, the KTO opened the idea bank and 

invigorated the suggestion system. It capitalized on 

an internal contest to find new growth engines of 

the KTO, such as storytelling. 

V-KTO

V-KTO means winning a Victory in competition 

by building a customer-value-oriented challenging 

(Venture) and Voluntary corporate culture. It is the 

corporate culture slogan for renewing the Korea 

Tourism Organization. On April 8, 2010 KTO 

declared the V-KTO corporate culture with all 

employees present. 

【Storytelling contest winners】

Grand prize Experience the space of life and death of the Joseon Dynasty, and its spirit and culture

Gold prize Hahwa Island, an island of flowers, full of fragrance, where you sorrow will be cured

Silver prize Imperishable love of the country witnessed at Jinju Fortress

【V-KTO】

Declaration of V-KTO corporate culture

Labor relations satisfaction survey

The KTO conducts an annual survey for employees 

to evaluate the level of cooperation between 

the labor and the management. In 2010, the 

score on the labor relations satisfaction survey 

exceeded 90 points, but there were complaints 

about communication between the labor and the 

management, corporate culture, and initiative in 

conducting business. To improve labor relations and 

communication, the KTO announced V-KTO, and 

held the future strategy champion event and the 

new growth engine contest. 

Reinforcing management policy communication

With a view to establishing a corporate culture that 

all employees make together, the KTO is reinforcing 

communication by giving employees opportunities 

to meet the CEO 1:1, e.g. Happy Hour, CEO 

on the spot, and tea time with the CEO, while 

continuously communicating with them about the 

vision and core values, and industrial strategies. 

According to the result of the internal survey on the 

awareness of vision and strategy, the score rose from 

3.78 points in 2009 to 4.3 points (out of 5 points) in 

2010.  

V - KTO

Value

VictoryVoluntary 

Venture
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GWP (Great Work Place) Economic support

Work-life balance

The corporate culture pursued by the KTO is a 

familial atmosphere in which everyone takes part 

and enjoys working. The KTO contributes a certain 

portion of its net income before tax to the welfare 

fund so that the money can be used to enhance 

the welfare of employees, and has been operating 

the flexible welfare service since 2002. Thanks to 

its across-the-board effort to become a great work 

place (GWP), employees’ job satisfaction rose from 

3.72 to 3.85 points (out of 5 points), and won the 

grand prize at the ‘2011 Great Work Place Awards’ 

ceremony hosted by the Korea Economic Magazine. 

It is the 4th consecutive year the KTO has received 

this award since 2008.

The KTO operates and lends the living stabilization 

fund and a portion of the costs for buying a house 

to all employees including regular employees, and 

offers student loans to employees’ children. 

Support for the pension system

The pension system serves as a guarantee of old-

age income in preparation for the aging society, 

and improves employees’ real income. The KTO’s 

pension system is operated according to legal 

standards. The superannuation scheme accumulates 

the funds for severance payment in a financial 

institution, and when employees retire, they can 

choose between a lump sum or pension. They also 

subscribe to the national pension system, and the 

KTO subsidizes 4.5% of total annual wages. All 

employees subscribed to the retirement pension and 

the national pension.

To keep a balance between work and family, the 

KTO improved the childcare leave system, and pays 

money to congratulate employees on their child 

birth according to the number of children. In 2011, 

it is planning to introduce the flexible workplace 

system that allows employees to adjust the time they 

report to work and leave work. Also, for the sake of 

its corporate culture placing emphasis on the family, 

every Wednesday is designated as the ‘Inspiring 

Day,’ and everyone must leave the office on time. 

Five times a year employees’ families are invited to 

a ski camp, and visit the KTO to experience what 

their parents are doing at work. 

KTO triple-joy vacation system

The triple-joy vacation system represents the joy 

of planning , the joy of leaving , and the joy of 

remembrance. This long-term vacation system offers 

two-week-long vacation. 16.8% of KTO employees 

take advantage of this long-term vacation system. 

Improving employee welfare and working environment

Safety and health

① Safety management

A t  t h e  K T O ,  b o t h  t h e  l a b o r  a n d  t h e 

management sit on the Industrial Safety and 

Health Committee, and the KTO appoints 

external experts as the safety manager and 

health manager. All its employees are covered by 

group accident insurance. To prevent tourism 

accidents, the KTO provides regular safety and                                                                                                                                              

health education. 

②Health and medical exams

The KTO places foremost importance on the 

health of employees who are its assets. Accordingly, 

employees, including non-regular employees, and 

their spouses get a free medical checkup every 

year. All employees, including those who are on 

leave of absence or working at overseas branches, 

their spouses and children are covered by the 

group accident insurance. They are insured against 

various diseases, such as cancer or acute myocardial 

infarction. They can receive outpatient treatment 

when they are injured. The KTO practices family-

friendly management.

【No. of disasters and absenteeism rate】

2008 2009 2010

No. of accidents due to 
occupational cases

2 1 1

Absenteeism rate(%) 0% 0% 0%

【Intra-company Labor Welfare Fund Support】

▒  Expenses for congratulations and condolences 12%

▒ Welfare points 81%

▒ Souvenirs 6%

▒ Fund management expenses, etc. 1%

Making employees into core 
global talents　
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Mechanism  
of green management

2010 Korea Tourism Organization   

Sustainability Report

Korean tourism pursues green management 

Preservation means to ‘protect and maintain integrity.’ It does not simply imply 

keeping things intact, but rather, it refers to discovering true meanings and 

delivering them to a great number of people for an extended period of time. 

The Korea Tourism Organization is not only emphasizing green management 

internally, but is also developing green tour products and eco-friendly tourism 

complexes that can enhance the value of the natural, social and cultural resources 

with a view to creating eco-friendly tourism in Korea.
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Definition

To ensure the sustainable growth of the surrounding environment and ecosystem that can be utilized as tourism resources, the KTO works with the Government, local 

governments and the tourism industry to develop green tour products, and conducts a campaign to diffuse sustainable tourism including green tourism. Also, in response 

to the Government’s low-carbon green growth policy, the KTO instituted the energy management organization, and implemented eco-friendly office space in an effort to 

gain eco-friendly competitiveness. 

Responsibilities and efforts for the environment

Key issues

Energy  
management

Water  
management

Eco-friendly  
office space

Climate  
change response

Chemical and  
waste  

management

Enhancing  
awareness of green 

tourism

Environmental  
impact of  

development of  
tourism  

complexes

Developing  
green  

tour products

Eco-friendly  
tourism complexes

Green management 
mechanism
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Mechanism  
of green management

Vision and goal

In April 2009, the KTO became the first public 

corporation to establish the green management 

vision and strategies, and declared its green 

management vision. Under the vision of ‘Low 

Carbon & Green Tourism Platform’ are three 

strategies: ‘Practice low-carbon green management,’ 

‘Develop green tour products,’ and ‘Develop eco-

friendly tourism resources.’ The Organization is 

carrying out the detailed tasks in each phase. 

Green management system 

【Green management vision】

【Green management vision】

Vision

Strategies
Practice low-carbon green 

management
Develop green  
tour products

Develop eco-friendly  
tourism resources

Low Carbon & Green Tourism Platform

Goal KTO leading low-carbon green management

Practice  
low-carbon green  

management

Develop green  
tour products

Develop eco-friendly  
tourism resources

2009 ~ 2010 2011 ~ 2013 2014 ~ 2015

Phase 1
Lay the foundation for 
green growth

Phase 2
Reinforce green growth 
competencies

Phase 3
Secure green growth 
leadership

Introduce low-carbon green culture

Promote green tourism culture

Invigorate eco-friendly procurement

Develop tourism complexes in an eco-
friendly manner

Open the green 
tourism center

Implement the GHG 
management system

Build the ‘green 
tourism’ website 

Spread low-carbon green culture

Develop the green tourism  
business model

Eco-friendly office space

Develop eco-tourism resources

Implement efficient use of energy/resources

Build the network for  
inter-agency cooperation

Complete low-carbon 
 green culture

Diffuse the green management of 
the tourism industry

Support systematization of green 
tourism including the green label

Green building

Build a pilot eco-friendly 
tourism complex

Diffuse energy/
resource efficiency BP

Diffuse green tourism 
technology
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Green management organization

① Energy-saving committee

The KTO harnesses the energy-saving committee 

and energy keepers to save energy. The energy-

saving committee is a decision-making body for 

rational energy management. It deliberates and 

makes decisions on energ y management and 

execution. Chaired by the Senior Vice President, the 

committee held a meeting in February and August, 

and the team leaders of departments are committee 

members. The committee analyzes energy-saving 

performance 12 times a year. 

② Green Tourism Center

In January 2011, the KTO opened the Green 

Tourism Center. The Green Tourism Center is in 

charge of corporate-wide oversight of systematic 

green tourism, provides tourism development 

c onsu lting  for  e c o - fr iend ly  and e f f ic ient 

development of mountainous areas and coastal 

areas, which are natural tourism resources, develops 

government projects, and carries out projects in 

cooperation with local governments. The KTO 

contributes to enhancement of the image of eco-

friendly tourism, revitalization of local economy and 

balanced national development through eco-friendly 

development and operation of tourism complexes, 

and development of eco-tourism resources.

Green management education

To instill a green mindset in employees and spread 

green knowledge, the KTO planned and operates 

education programs focused on practicable 

tasks. To ensure that all employees practice green 

management, the Organization showed them eco-

friendly videos, and announced practical ways to 

save energy every Friday. The KTO also invites 

experts to give lectures on green growth, and 

provides correspondence education and supports 

education for fostering low-carbon green growth 

experts. The KTO tries to provide customized 

educational contents to fit the situation. 

Environment and safety risk management

To provide against unexpected accidents during 

the construction of a tourism complex, the KTO 

reinforced safety education and response drills for 

employees in charge of development projects to 

improve their ability to manage risks. In case of 

an accident, the KTO can promptly handle the 

situation and recover from it by cooperating with 

other departments within the organization and 

outside agencies.

【Energy-saving Committee】

Secretary
Peron in charge  

of energy

Member
Head of the planning  

and coordination

Member
Head of the Budget  

Team

Member
Head of the Marketing 

Planning Team

Member
Head of the Green Tour 

Development Team

Situation room

Emergency call 
Contact relevant agencies

Record and report situation

Site team

Emergency recovery
Mobilization of manpower

Site control

Communication team

Unification of media response channel
Negotiation with families of victims, 

etc.

Situation room

Collection of information,  
investigation of causes of accident, 

assessment of damages, etc.

Chairman
Senior Vice President

HQ (Branch manager)

Vice chairman
Head of the management 

support team

General manager (Situation room team leader)

【Environmental safety organization】
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Scope of the energy and resource 
management report

The energy and resource management performance 

of Sustainability Management Report 2010 is 

reported with focus on the Main Office with the 

largest number of users, but only partial information 

on the Jeju Jungmun Resort Complex and Jungmun 

Beach Golf Course, which have great environmental 

impacts, is provided here. 

Energy consumption

LNG is not supplied to the Jungmun Resort 

Complex, and as the employee cafeteria was closed, 

LPG is not used either. The Main Office uses only 

the city gas (LNG) and electricity as energy sources, 

and the areas used for the basic unit are the cooling 

area in case of fuel, and the total area in case of gas. 

Energy management

【Main Office】

▒ Unit _ TOE2008

701.5Electricity usage

126.8Gas consumption 
(LNG) 

▒ Unit _ TOE2009

698.0

127.8

▒ Unit _ TOE2010

721.5

124.9

【Energy consumption basic unit analysis(Main Office)】

▒ Unit _ kgOE/㎡ · yearFuel 

6.92008

6.72009

6.82010

▒ Unit _ kwH/㎡ ·yearElectricity 

122.42008

121.82009

125.92010

▒ Unit _ kgOE/㎡ · yearTotal

33.22008

33.12009

33.82010

【Jungmun Beach Golf Course】

▒ Unit _ TOE2008

118.7

75.6

5.9

▒ Unit _ TOE2009

130.9

76.8

5.8

▒ Unit _ TOE2010

128.4

73.4

5.1

【Jungmun Resort Complex】

▒ Unit _ TOE2008

26.6

6.8

▒ Unit _ TOE2009

22.6

6.8

▒ Unit _ TOE2010

38.5

7.5

* toe (Ton of Oil Equivalent): It is a unit of energy specified by the International Energy Agency (IEA). Different types of energy sources are standardized by 10KCal, the caloric value of one tone of crude oil. 

* kgoe (kg of Oil Equivalent): It is 1/1000 of toe (Ton of Oil Equivalent). It is used to represent KTO’s small quantities of energy consumption. 

Low-carbon green 
management

Electricity usage Electricity usage

Gas consumption 
(LNG) 

Gas consumption 
(LNG) 

Electricity usage

Electricity usage Electricity usage Electricity usage

Electricity usage Electricity usage

Kerosene 
consumption 

Kerosene consumption Kerosene consumption Kerosene consumption 

Kerosene 
consumption 

Kerosene 
consumption 

Gas consumption 
(LNG) 

Gas consumption 
(LNG) 

Gas consumption 
(LNG) 
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Energy diet

The Main Office is campaigning to maintain 

appropriate temperature :  18℃  for heating 

and 28 ℃ for cooling. In 2010, the KTO saved 

390,000kWh by operating elevators alternately, and 

85,000kWh by using anode interruption power 

strips. The KTO also introduced an energy-saving 

system for the entire building, and replaced some 

lamps with energy-saving LED lamps (380) and 

saved ₩1.95 million. In addition, the KTO used 

the central power control system to maintain the 

power factor at the 98% level, and provided energy 

manager education for facility managers 12 times 

a year. For  low-carbon green growth, the Jungmun 

Resort Complex replaced the 13 tourist information 

signs for vehicles and 2 general information 

boards with LED lamps. They also introduced 40 

electric bicycles and 2 electric vehicles, low-carbon 

pollution-free means of transportation, on a trial 

basis, and use them on the Jungmun Olle course and 

at tourist facilities. 

Low-carbon green culture campaign

Every floor of the Main KTO offices has an 

assigned energ y keeper, and the keeper checks 

energy consumption in the office, and encourages 

employees to save energy. The Organization banned 

the use of personal electric heaters, and encourages 

employees to unplug unused electric office devices 

and use scrap paper. It is also enforcing the car-free 

day program. The KTO is saving energy wherever it 

can in everyday life. 

Energy consumption target vs actual

The target energy consumption of the Main Office in 2010 increased over 2009 because of the increased number of business machines in 2010 (327 computers and 70 

printers). As compared to the average electricity consumption of 2008~2009, the electricity consumption in 2010 was expected to increase by 29.91 TOE. The KTO 

harnessed diverse energy diet programs to reduce energy consumption by 1.23% of the target. The energy consumption in 2010 was 846.45TOE. 

【Energy consumption target vs. actual (Main Office, unit: toe)】

2008 2009 2010

Target Consumption % reduced Target Consumption % reduced Target Consumption % reduced

Electricity 699.46 701.49 -0.29 718.84 698.04 -2.89 729.68 721.53 -1.12

LNG 164.25 126.79 22.81 141.58 127.77 -9.75 127.28 124.91 -1.86

Total 863.71 828.28 4.1 860.41 825.81 -4.02 856.96 846.45 -1.23

【Results of the energy diet of the Main Office in 2010】

Power saving (kWh/year) savings CO2(TOE/year) amount saved(won/year)

Alternate operation of elevators 389,229 11.3 5,500,000

Anode interruption power strip 85,536 18.3 8,980,000

LED lamp replacement (8W) 15,196 3.26 1,600,000

LED lamp replacement (7W) 3,370 0.72 350,000

Fluorescent lamps out 14,483 3.1 1,520,000

【Energy consumption target vs. actual (Main Office, unit: toe)】

• Unplug unused office machines. • Ban on the use of personal coolers and heaters.

• Turn out lights near the window in the office and lights in unused spaces. • Maintain an appropriate temperature in the office.

• Operate elevators alternately. • Recycle scrap paper.

• Turn out lights during lunch hour and turn lights on alternately. • Increase the use of compact cars and operate vehicles for business use on a 10-day rotation basis. 

• Turn lights on only where they are needed at night. • Encourage the use of public transportation.

Participation in energy saving events

The Ministry of Knowledge Economy and Korea 

NGO’s Energy Network are hosting the ‘Energy Day’ 

event to publicize the need to control peak electric 

power and practice energy-saving in the summer. The 

KTO participated in this event. At 2:00pm, August 

16, 2010, the KTO turned off air-conditioners and 

turned out lights at 9:00pm. Additionally, on Earth 

Day, April 22, the Organization turned out lights 

for 10 minutes, and participated in the ‘Earth Hour’ 

event in (for one hour from 8:30pm). It has taken an 

active part in various events to publicize the necessity 

of saving energy.  
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Climate change response strategy

To comply with the ‘Framework Act on Low 

Carbon Green Growth’ and respond to climate 

change, the KTO set up its own GHG reduction 

goal in 2009, and established step-by-step plans 

for green management. As the KTO was selected 

for participation in the GHG and energy target 

management system for the public sector, the KTO 

implemented the GHG information system in 

compliance with the Government policy, and aims 

to reduce 20% of the 3-year (2007~2009) average 

GHG emissions (2,280.3 tCO₂) by 2015.  The 

Jungmum Resort Complex complies with the 

‘low-carbon green tourism resource development 

guideline’ of the Ministry of Culture, Sports and 

Tourism, and when an important international event 

is held in Korea, it observes the ‘low-carbon green 

event guideline’ of the Ministry of Environment 

, and is planning to calculate estimated carbon 

emissions and introduce a program for offsetting the 

emission. 

Water consumption

The water used by the Main Office and the 

Jungmun Resort Complex is tap water, and the water 

consumption of the Jungmun Beach Golf Course 

includes some underground water consumption. 

Reducing water consumption

The KTO is continuously conducting the corporate-

wide water saving campaign. The Main Office used 

water-saving washbowls and showers, and one-

touch valves to reduce water consumption by 13% 

as compared to the previous year. As the Jungmun 

Beach Golf Course uses underground water, it 

turned out that it does not affect the surrounding 

ecosystem, but to reduce underground water 

consumption, drain pipes were installed, as well as 

rainwater tanks so that rainwater could be recycled. 

The rainwater tanks were installed at 5 locations in 

total, and they can hold up to 20,000㎥ of rainwater 

per month. The collected rainwater is used as 

landscaping water for the turf or for the pond. The 

rainwater recycling initiative will be carried out 

on a trial basis from 2011 after the completion of 

construction work. 

Waste water treatment

The wastewater from the Jungmun Beach Golf 

Course is treated at the West Sewage Treatment 

Plant. Also,  KTI installed a pond serving as a 

buffer water tank in the golf course, and induced 

the deposition of organic matters to prevent water 

pollution in the lower reaches of the river due to the 

use of fertilizers. In 2010, the KTO measured the 

amount of sediments in the pond, and to secure a 

stable capacity, it dredged up the sediments from 

the pond. The KTO is trying to secure a sufficient 

buffer capacity on its own, and minimize the use of 

agricultural chemicals to prevent water pollution. 

Greenhouse gas emissions

The GHG emissions of the Jungmun Beach Golf 

Course, directly operated by the Main Office and 

the Korea Tourism Organization, are as follows:

Climate change response

Water and waste management

▒ Unit _ tCO₂eq

【Greenhouse gas emissions】

2,3522007

2,2092008

2,2802009

2,2832010

【Water consumption】

▒ Unit _ tonsMain Office

24,6342008

23,9542009

20,8822010

▒ Unit _ tonsJungmun Resort Complex

6,4292008

7,8012009

8,3452010

▒ Unit _ tonsJungmun Beach Golf Course

218,2842008

237,2422009

178,2192010
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All waste occurring at the Main Office is outsourced 

to a specialist. Internally, it is reducing waste by 

minimizing disposable products, using electronic 

documents, and controlling copying and printing, 

and the waste is thoroughly separated for collection. 

Clippings account for the largest portion of the 

waste of the Jungmun Beach Golf Course. They 

are outsourced to the Southern Incinerator of Jeju 

Special Self-Governing Province. Additionally, 

waste oil, which is a specified waste, oil cloth, and 

used batteries are outsourced to a licensed company 

in accordance with a legitimate process. Also, the 

Environmental Resource Research Institute of the 

Special Self-Governing Province of Jeju checks 

whether highly toxic prohibited agricultural 

chemicals are used more than twice a year. 

Furthermore, an official testing agency examines 

soil pollution every year in compliance with the Soil 

Environment Conservation Act, and there was no 

violation of environment-related laws during the 

reporting period.

Chemical and waste management

【Types and quantities of waste of the Main Office】

【Major waste of the Jungmun Beach Golf Course】

▒ Unit _ tonsWaste paper (recycle)

732008

732009

722010

▒ Unit _ tonsClippings

522008

502009

552010

▒ Unit _ tonsWaste

9.82008

5.42009

5.42010

▒ Unit _bagsGarbage (100L garbage bag)

2,6482008

2,5082009

2,2782010

▒ Unit _ ℓWaste oil

8002008

3862009

2202010

▒ Unit _ millon sheetPaper towel

3002008

3502009

3002010

▒ Unit _ kgOilcloth

582008

482009

422010

▒ Unit _ kgUsed batteries

6,6782008

3,9032009

1,7652010

▒ Unit _ kgWaste sand 

982008

812009

432010
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Purchasing eco-friendly products

In accordance with the ‘Act on Encouragement 

of Purchase of Environment-Friendly Products,’ 

the KTO purchases eco-friendly products on 

the preferential basis. Most of them are eco-

friendly office machines, construction materials 

that acquired eco labels, or recycled paper. As the 

equipment and material purchase budget was 

reduced, and because it was impossible to find eco-

friendly certified products for use in the Jungmun 

Beach Golf Course drain pipe installation project 

in 2010, the percentage of eco-friendly products 

purchased in 2010 was lower as compared to 2009. 

The KTO set the target for the eco-friendly product 

purchase ratio at 90.4% in 2011, and is planning to 

continuously expand the number of eco-friendly 

products it purchases.

Integrated communication system

T h e  K T O  i m p l e m e n t e d  a n  i n t e g r a t e d 

c o mmun i c a t i o n  s y s t e m ,  i n c l u d i n g  v i d e o 

conferencing , internal messenger& mail and 

Internet broadcasting, and took advantage of it to 

reduce the movement and resource consumption 

necessary for meetings and communication in an 

effort to save energy. As for video conferencing, the 

Organization held 82 video conferences between 

overseas branches, and 4 video conferences between 

domestic branches, i.e. 7 times a month on average. 

In emergencies like the Yeonpyeong Island incident, 

20 branches held a joint video conference. The KTO 

is going to expand the use of video conferencing to 

save energy.

Installing the carbon sink zone

The carbon sink zone refers to using part of the 

space like lounges, lobbies and cafeterias as eco-

friendly office spaces. In the carbon sink zone, the 

use of disposable products and energy is minimized. 

If disposable products or energy must be used at all, a 

system for offsetting the carbon emitted in the space 

will be installed. The KTO is planning to extend it 

beyond the Main Office to branches and tourism 

complexes so that they can be used to propagate 

and publicize low-carbon green management. In 

2010, the KTO made the ‘Sky Park’ on the roof of 

the Main Office building, serving as an eco-friendly 

place to relax with plants growing. Also, the KTO 

designated the Main Office building as a smoke-

free building, improving the indoor air quality by 

as much as 90%, and placed flower pots in various 

locations to absorb carbon.

Eco-friendly office space

【Purchase of environment-friendly products】

▒ Unit _ ₩10,000, %2008

21,883Total amount of equipment 
and material purchases 

21,118

96.7Ratio 

▒ Unit _ ₩10,000, %2009

101,587Total amount of equipment and material purchases 

99,073Amount of eco-friendly product purchases 

97.4Ratio 

▒ Unit _ ₩10,000, %2010

86,880Total amount of equipment and material purchases 

67,870Amount of eco-friendly product purchases 

78.1Ratio 

【Integrated communication】

System 2009 2010

Video conferences
224

(saving ￦314 million)

86

(saving ￦166 million)

Messenger and e-mail
2,200,000

(saving ￦218 million)

4500,000

(saving ￦446 million)

Amount of eco-friendly 
product purchases 

(Unit _ No. of times)
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Significance of green tourism

Green tourism is a concept that combines the 

existing eco-friendly tourism, which minimizes 

environmental impact, with ‘low-carbon green 

growth’ proactively responding to climate change 

due to global warming. The objective is to try and 

reduce the 1.37 billion tons of CO2 emitted by 

tourism across the globe. To put it simply, green 

tourism is a voluntary initiative consisting of such 

activities as ‘reducing CO2 by walking, enjoying 

fresh food at your destination, and saving energy 

resources during your travel.’ 

Promoting green tourism culture

To promote green tourism, the KTO built the ‘green 

tourism’ website in 2010, and made PR videos 

and brochures describing the necessity of green 

tourism, a guideline on civic participation in green 

tourism, and related applications as part of the green 

tourism campaign. The KTO is conducting various 

campaigns for spreading the green tourism culture 

in an effort to give wider publicity to green tourism 

not only for Korea, but also for global environment. 

In 2010, a total of 1,035 people participated in the 

green tourism campaign, and KTO aims to get 1,500 

people involved in the campaign. 

Green Tour Essay Contest

To get the general public to take interest in and 

sympathize with green tourism, the KTO held the 

「Korea Green Tour Essay Contest」 from August 2, 

2010 to September 30, 2010. The grand prize went 

to ‘The meandering trail Byeon Gang Sae walked 

to gather firewood’ which is a story about Byeong 

Gang Sae and Jirisan Dule Trail. In addition, ‘Our 

Special Travel,’ a story about the eco-tour to the 

Taeanhaean National Park, and ‘Upo Wetland-A 

Place Where Time Goes By Slowly,’ a story about 

the trip to Upo Wetland, received the Gold Prize. 

A total of 31 prizewinners, which depicted Korea’s 

green tourism resources in a realistic and fun way, 

were announced. 

Enhancing awareness of green tourism

Jirisan Dule Trail Green travel brochures Upo Wetland

Development of Green 
Tour Products
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Development of Green Tour 
Products

Riverside tours

The KTO developed the riverside tour program for 

familiarization with the rivers of Korea. The KTO 

developed the riverside trip products that combined 

13 riverside trails along 5 major rivers, including the 

Han River, the Geum River and the Nakdong River, 

with tourism, and to enhance the effectiveness of 

the riverside courses, it published and distributed 

the riverside tourist route guidebooks and riverside 

storytelling books. 

Also, to get the general public to realize the value of 

our rivers, and raise their awareness of green tourism, 

the KTO hosted the ‘Korean River Photograph 

Contest’ to show the beauty of our rivers. Five 

thousand or so photographs entered the contest, 

and 28 outstanding photographs were introduced 

in December through the ‘Go Korea’ corner, the in-

car video program on Seoul Subway Line No. 3 and 

Incheon Subway

Cultural & Eco Trails

The KTO classified ‘Cultural & Eco Trails’ that 

combine history, culture and life with trails by 

theme, and is inducing fun and useful green tourism. 

After selecting 7 trails in 2009, the Organization 

added 10 trails in 2010. The new trails are 

categorized into 4 themes: Old trails, History trails, 

South Coast Art and Culture Experience Trails and 

Slow City Experience Trails. The level of difficulty 

and route are shown for each trail so that beginners 

and family tourists can walk the trails easily. In 2011, 

the KTO is planning to discover cultural and eco-

friendly trails under the themes of Period-by-period 

History Trails, Samnamdaero Old Trails, Scenic 

Temple Trails, and Mediation Trails filled with Love 

and Romance, and will join hands with broadcast 

media to publicize cultural & eco trails to the 

general public. 

Development of green tour products 

According to the survey the KTO conducted in December 2009, green tour consumers are highly-educated, high-income 

FITs (free independent travelers) in the 30’s and 40’s. To raise the general public’s awareness of green tourism and make 

it easy for FITs to access green tourism easily, the KTO listened to the opinions of the green tourism advisory council and 

developed theme-based green tour products. 

【10 culture & eco trails of 2010】

Ttangkeut Trail (Haenam)

Saejaeneomeo Sojoryeong Trail (Goesam, Mungyeong)

Daegwallyeong Neomeo Trail (Gangneung, Pyeongchang)

Baekeuijonggunro (Sancheong, Hadong)

Toseongsanseong Eoul Trail (Gwangju, Hanam)

Soedulepyeonghwaburi Trail (Cheolwon)

Toyeong Yiya Trail (Yongyeong)

Namhae Narae Trail (Namhae)

Cheongsanyeosu(靑山麗水) Trail (Wando)

Jeunggo Mosil Trail (Sinan)

【13 Riverside trails】

Han River

① Kkotbyeorujae Trail

② Dumulmeori Trail

③ Yeogangnaruteo Trail

Geum River

④ Mujubyeori Trail

⑤ Baekjeyeoksabidangang Trail

⑥ 3 Pogu Trail

Nakdong River

⑦ Teogyeosol Trail

⑧ Nakdonggangwonryu Trail

⑨  Jeontongyugyomunhwa Trail

⑩ Eunbitmorae Trail

Seomjin & Yeongsan River

⑪ Damyangsumokwon Trail

⑫ Namdosikdorak Trail

⑬ Seomjinganggicha Trail

Riverside tourist route guidebook

Korean river photograph contest Gold Prize Winner: Dawn of 
Yangsuri _ Migyeong Kim
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Eco tour

In 2010, the KTO selected top 10 eco-tour 

attractions, such as DMZ(demilitarized zone) 

wetlands, habitats for migratory birds, coastal 

sand dunes, natural caves, mountains and rivers, 

and produced and aired a video introducing eco-

tour attractions ‘Be Inspired by Nature.’ The green 

tourism website ‘To Nature’ provides information 

on travel offering eco-experience. The KTO also 

holds the eco-tour photograph contest to induce 

eco-tourism. 

DMZ eco-tours

The KTO selected the clean DMZ as the eco-

friendly eco-tourism area, and is supporting 

systematic preservation of ecological resource 

and development of local economy through 

revitalization of tourism. The KTO transformed the 

Demilitarized Zone (DMZ) symbolic of division 

and war, and adjacent areas, into the ‘Peace Life 

Zone (PLZ)’ and made them into world-class eco-

tourist attractions, thereby contributing to the 

enhancement of not only the local economy, but 

also the national brand. 

In 2010, the KTO established the 「Korean 

Peninsula Eco -Peace Belt」  master plan and 

developed an integrated brand giving shape to the 

Peace & Life image. Travel agents, scenarists and 

foreign correspondents participated in one of the 4 

monitoring tours, and it was received favorably.

Preservation of wetlands

The wetland purifies pollutants and provides a 

habitat for numerous species of organisms. It is 

a repository of bio-diversity. The KTO selected 

wetlands across the country as materials for Korean 

green tours and is providing online contents.

It is taking advantage of the 62,000 copies of the 

2010 tourism calendar to publicize the Suncheon 

Bay, a wetland preservation zone, and posts special 

articles in 10 languages, including Korean, English 

and Japanese, on its website (www.visitkorea.or.kr). 

It will continue to preserve wetlands and seek ways 

to further improve eco-tours.

Local government eco-tourism consulting

The KTO is capitalizing on its tourist attraction 

development experience and know-how to provide 

local governments with eco-tour consulting about 

top 10 eco-tour attractions. In 2010, out of the 

9 local governments that asked the KTO for 

consulting, Taean and Hwacheon completed eco-

tour plans, and they are going to start construction 

in 2012, and the remaining 7 local governments 

will establish the development plan by 2011 after 

additional discussions about construction and 

infrastructure. 

【Top 10 eco-tour attractions】

Type Name

Coastal resources Sinduri Sand Dune

Coastal wetlands Suncheon Bay

Inland wetlands Upo Wetland

Habitats for Migratory Birds Cheonsu Bay

Fossils/caves Baekryong Cave

Mountains/rivers Mt. Sobaek / Demi Spring

DMZ East DMZ/West DMZ

Islands Jeju Island Geomunoreum

【New resources and tour programs discovered through consulting】

Otter

Bisugumi Valley

Lotus, Lake Paro, etc.

Expansion of eco festivals

Migratory bird observation

Bats and wildcats

Sinduri sand dune

Duung wetland

Wetlands (Chopyeongdo, Jangdan)

Imjin River starlight

* Selected by the Ministry of Culture, Sports &  
   Tourism and the Ministry of Environment 

Eco-tour PR material

Korea Demilitarized zone

DMZ  Monitoring Tour
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Green Nara Giljabi

Green Nara Giljabi is a product that transformed the 

existing farming village tour focused on experience 

villages to a family-oriented weekend theme product 

and helps increase real income. Aimed at revitalizing 

the outstanding farming experience villages, the 

‘Green Nara Giljabi’ contributed to increasing the 

number of tourists using farming village experience 

products. The number rose by 25.8% to 21,632 as 

compared to the previous year. 

The Yeongnam Regional Promotional Office 

operated the ‘Green Nara Natural Eco-Experience 

Train’ that combined the Green Experience Village 

with a railroad. A total of 1,343 tourists participated. 

As it was linked to the representative festivals of 

Jeolla-namdo like Hampyeong Butterfly Festival, it 

was well received. 

The Chungcheong Regional Promotional Office 

linked the field experience activities of elementary 

schools with farming village tourism. A total of 6,464 

people from 50 institutions like elementary and 

middle schools, visited the experience villages. The 

survey of visitors’ satisfaction showed that they were 

highly satisfied with this program. The satisfaction 

survey was conducted in 2 locations in Daejeon, 7 

in Chungcheong-namdo, and 7 in Chungcheong-

bukdo. 

Slow City

As part of the representative contents of the tourism 

sector with regard to low-carbon green growth, 

recently promoted by the Government, the Slow 

City (identical to Cittaslow) is in the limelight.

The slow city is a campaign to improve the quality 

of life of local residents through leisurely life based 

on the natural environment and tradition of the 

region. It aims at protection of natural ecology, 

protection of traditional culture, passing down local 

products and handicraft, and localization focused 

on local residents. 

Currently, 6 locations, including Sinan Jeungdo-

myeon, Jang heung Yuchi-myeon, Damyang 

Changpyeong-myeon, Wando Cheongsando, 

Hadong Akyang-myeon and Jeonju Hanok Village, 

were selected as slow cities for the first time in Asia. 

In particular, 4 slow cities are concentrated in Jeolla-

namdo. So the Honam Regional Promotional Office 

is taking the leadership in developing and promoting 

Namdo slow city walking tour products. In 2010, a 

total of 7,071 people visited the slow cities in Jeolla-

namdo, and the number of visitors to Damyang 

Changpyeong-myeon increased the most, and the 

greatest number of people visited Sian-gun Jeungdo 

(an annual cumulative total of 707,580 people). The 

‘Jeonju Hanok Village’ in Jeonju is the world’s first 

slow city in the urban area. Thanks to the KTO’s 

consulting, the ‘Jeonju Hanok Village’ was chosen 

for the Ministry of Culture, Sports and Tourism’s 

local government policy project, and designated as a 

slow city in November 2010.

The KTO is planning to solidify the tourism 

industry’s foundation for green management by 

supporting the PR of areas certified as slow cities, 

preliminary support for would-be slow cities, post-

management, and supporting attraction of tourists.

Minister Choi's house in Pyeongsa-ri

▒ Unit _ points

【The Chungcheong Regional satisfaction survey】

89.4

89.7

78.7

Jeonju Hanok Village

Daejeon

Chungcheong-namdo

Chungcheong-bukdo

Development of Green Tour 
Products
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Environmental impact assessment

The development sites are divided into the 

underg round water  preser vation area ,  the 

ecosystem preservation area and the landscape 

preservation area depending on the characteristics 

of the environment. Accordingly, the KTO takes 

the characteristics of each preservation area into 

consideration for eco-friendly development. Based 

on the Ministry of Environment’s ‘Environmental 

Impact Assessment Act (referred to as the 

“Assessment Act” hereinafter),’ the Organization 

conducts environmental impact assessment once a 

quarter, and maintains all emissions below the legal 

standards. The latter part of this report records the 

average measurement values of the Jeju Jungmun 

Resort Complex, the Jeongeup Mt. Naejang 

Resort, and the Haenam Oasis Tourist Complex, 

which are sites conducting environmental impact 

assessment. As each development site is different 

than the manufacturing industry due to the nature 

of development projects, it does not directly emit 

pollutants, but it is affected by external factors such 

as other construction sites in the vicinities and 

climate change. Therefore, it is evaluated every year 

by the environmental monitors linked to the local 

government, and there was no legal sanction in 

relation to environment. 

Preservation of biological diversity

① Phase 2 area of the Jeju Jungmun Resort Complex

The phase 2 area of the Jeju Jungmun Resort 

Complex contains cultural heritage protection 

areas like the community of big cone pines along 

the coastline,  Natural Monument No. 378 

Cheonjeyeon Warm-Temperate Forest Area, and 

the Columnar Joint Area. To preserve biodiversity, 

the KTO used indigenous species like camellia, 

Ilex rotunda and silver magnolia to plant trees in 

harmony with surrounding vegetation, and the big 

cone pine forest which is well preserved along the 

coastline are continuously preserved and managed.  

② Jeongeup Mt. Naejang Resort  

The Jeongeup Mt. Naejang Resort Development 

area is a clean region where the Korean buzzard, 

endangered wild life grade II, was observed during 

the field sur vey in March 2008. It preser ves 

Seodangcheongol, the habitat for various aquatic 

plants, amphibians and fishes. Also, the green 

natural area with healthy vegetation like pine groves 

in the south of the complex is well preserved. 

Managing environmental impact of development of tourism complexes

Development of eco-friendly tourism resources is to preserve all living things, components of the ecosystem, and preserve the 

functionality of the human ecosystem. The KTO will ultimately develop tourism complexes as eco-friendly low-carbon green 

tourist spots and turn them into future-oriented advanced tourist spots where nature and people can coexist in harmony.

③ Haenam Oasis Tourism Complex

The post-environmental impact assessment of the 

Haenam Oasis Tourism Complex showed that 

the construction had no impact on the marine 

ecosystem. The community of big cone pines within 

the project site is also well preserved, and as for the 

trees damaged by the construction of the golf course, 

the damaged and transplanted trees are  listed.

④ Southwestern Coast Tourism and Leisure City 

To m in im ize  environmenta l  imp acts ,  the 

Southwestern Coast Tourism and Leisure City 

planted trees so that a multi-layered structure 

and species diversity can be ensured and the 

ecological stability can be maintained. It allows 

natural permeation of rainwater and built a water 

tank within the complex to ensure that the water 

circulation system is working. 

Development of eco-friendly 
tourism resources
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Development of eco-friendly 
tourism resources

Eco-friendly management of the Jungmun Beach Golf Course

The Jungmun Beach Golf Course, operated by the KTO, plants 100 tall trees and 3,000 shrubs every year, and regularly removes weeds and Kudzu creepers to tend the 

natural environment. Tree management activities leave byproducts like branches behind. According to the advice of design experts, the KTO is making preparations to 

transform them into three-dimensional artworks expressing the nature like insects and Jeju Oreum, and this initiative is scheduled to be completed around 2012. As for 

grass management, the agricultural chemicals and fertilizers was reduced, and for the sake of eco-friendly preservation, 25 ducks, serving as the natural enemy of harmful 

insects, were set loose. The ducks not only remove harmful insects, but are also loved as the eco-friendly mascot of the golf course. 

Eco-friendly tourism complexes

Tables of key 'environmental impact assessment' measurement values of the development sites of the Korea Tourism Organization

【Air】 【River water quality】

【Seawater quality】

【Noise and vibration】

Site Environmental 
standard

2008 
measurement

2009 
measurement

2010 
measurement

2011  
target

Phase 2 Area 
of the Jungmun 
Resort Complex

PM-10

NO2

60

0.027

47

0.007

40

0.008

28

0.002

40

0.006

Haenam 
Hwawon Resort 
Complex

PM-10

NO2

100

0.06

28.2

0.01

24.9

0.01

24.9

0.01

30

0.01

Mt. Naejang 
Resort Complex

PM-10

NO2

100

0.06

42.9

0.01

41.9

0.01

44.4

0.01

44

0.01

Site Noise vibration Environmental standard 2008 measurement 2009 measurement 2010 measurement 2011 target

Phase 2 Area of the 
Jungmun Resort Complex

noise(day/night)

vibration(day/night)

70 or less/55 or less

65 or less/60 or less

45.5 / 44

24 / 22.4

47.4 / 40

15.8 / 15

50.4 / 41.5

25.1 / 22.0

50 / 45

25 / 25

Phase 2 Area of the 
Jungmun Resort Complex

noise(day/night)

vibration(day/night)

70 or less/55 or less

65 or less/60 or less

44 / 38.8

23.4 / 18.3

44.8/ 38.1

22.9 / 18.0

45.4 / 37.5

25.0 / 18.3

50 / 40

25 / 20

Mt. Naejang Resort 
Complex

noise(day/night)

vibration(day/night)

70 or less/55 or less

65 or less/60 or less

44 / 37

15 / 15

48 / 42

15 / 15

47 / 41

14 / 11

47 / 41

14 / 11

Site Environmental 
standard

2008 
measurement

2009 
measurement

2010 
measurement

2011  
target

Phase 2 
Area of the 
Jungmun 
Resort 
Complex

pH

COD

T-N

T-P

colicount

7.8 ~ 8.3

1.0 or less

0.3 or less

0.03 or less

1,000 or less

8.3

0.9

0.2

0.02

23

8.1

0.9

0.1

0.02

Not detected  

8.3

0.8

0.22

0.03

Not detected  

8.3

0.8

0.3

0.03

20

Haenam 
Hwawon 
Resort 
Complex

pH

DO

COD

T-N

T-P

colicount

6.5 ~ 8.5

5.0 or more

2.0 or less

0.6 or less

0.05 or less

1,000 or less

8.2

8.8

1.4

1.3

0.04

63.6

7.8

12.0

2.0

0.51

0.04

18.2

7.9

9.8

1.4

0.659

0.043
Not detected  

8.0

10.0

1.5

1.0

0.05

50.0

Site Environmental 
standard

2008 
measurement

2009 
measurement

2010 
measurement

2011  
target

Phase 2 
Area of the 
Jungmun 
Resort 
Complex

pH

BOD

SS

colicount

6.5~8.5

1.0 or less

25.0 or less

50 or less

7.1

0.7

0.7

17

7.1

0.8

1.1

45

6.9

0.5

0.6

20

7.0

0.7

1.0

20

Haenam 
Hwawon 
Resort 
Complex

pH

BOD

SS

DO

colicount

6.5~8.5

5.0 or less

25.0 or less

5.0 or less

5,000 or less

8.2

2.2

13.6

9.2

735.7

7.3

2.6

10.5

11.4

83.3

7.80

2.07

8.9

10.27

304

7.7

2.5

9.0

10.0

300

Mt. Naejang 
Resort 
Complex

pH

BOD

COD

SS

T-N

T-P

colicount

6.5 ~ 8.5

3.0 or less

4.0 or less

100 or less

Over 1.5

Over 0.15

1,000 or less

7.5

2.1

1.3

1.6

1.0

0.2

376

7.1

1.6

1.2

2.8

1.0

0.2

228

7.1

1.4

1.5

4.4

1.4

0.1

154

7.1

1.4

1.2

2.8

1.5

0.2

150
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Code of Ethics

• All Koreans are proud of the Korea Tourism Organization. We have been contributing to the  

   enhancement of the national welfare and the national economy by reinforcing the global competitiveness  

   of the tourism industry.

• With pride and self-esteem, we will transform ourselves into a world-class tourism and marketing  

   institution loved and trusted by the people through ethical management and compliance management.

• Accordingly, we will accomplish our mission with creative thoughts and a challenging spirit, conduct    

  business with integrity and fairness based on high ethical values, and strive to create a fair and  

   transparent corporate culture.

• We will provide customers with the best products and services, and always place customer service as  

   our first priority through management which will satisfy customers, as well as by creating new values.

• We will comply with the law, respect the market order of free competition, and build a cooperative  

    community relationship with all stakeholders in pursuit of shared prosperity.

•We will respect the personality of each and every employee, never discriminate, and ensure fair 

opportunities and evaluation, while striving to improve the quality of life of employees.

• As a member of society, we will take an active part in public-interest activities, and endlessly create new  

   values, thereby contributing to the development of the country and society.

• We will take the leadership in protecting nature and environment by developing sustainable tour  

    products, and do our best to hand a clean environment down to prosperity.
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Sustainability Management Network

Classification Names When KTO joined them Why KTO joined them

Domestic

Korea-U.S. Economic Council, Inc. 1973 Forming a Human Network

Korean-American Friendship Association  1977 Forming a Human Network

Korea Golf Association May 1989 Striving to the development of Korean golf by promoting and spreading the sport of golf

Korea Golf Course Business Association May 1989
Improving the rights and interests of member golf courses and enhancing the golf 
culture of Korea

World Toilet Association 2002 Improving the toilet culture

The Council for the Korean Pact on Anti-Corruption 
and Transparency in Public Corporations

June 2005 Cooperating for anti-corruption and transparency in public corporations

World Toilet Association June 2007 Improving tour readiness

UN Global Compact September 2007 Practicing sustainability management

BEST Forum January 2008 Spreading ethical management and establishing the corporate culture

BEST CEO Club January 2008
Spreading ethical management practices and establishing the ethical management 
CEO culture

Service Science National Forum May 2008
Contributing to promoting the development of the service industry and enhancing the 
competitiveness of the tourism industry

Classification Names When KTO joined them Why KTO joined them

Overseas

PATA  
(Pacific Asia Travel Association) 

1963
Cooperating with travel agents in the Asia-Pacific region and revitalizing 
tourism in the region

ASTA  
(American Society of Travel Agents) 

1973 Publicizing Korean tourism to American travel agents

ICCA  
(International Congress and Convention Association)

1977
Networking with the international convention industry, and utilizing ICCA 
statistics

UNWTO  
(UN World Tourism Organization) 1977

Contributing to economic development through tourism, enhancing 
international understanding, cooperating with the international tourism 
industry in tourism policy coordination and improving the image of Korea

UIA 
(Union of International Associations)

1980 Utilizing the UIA data and statistics

TTRA
(Travel and Tourism Research Association)

1981
Conducting tourism researches, publishing research data, and exchange  
of academic data between experts

AACVB  
(Asian Association of Convention and Visitor Bureaus)

1983 Cooperation between convention bureaus in Asia

DMAI  
(Destination Marketing Association International)

1985 Cooperating and networking with the international convention industry

APTA  
(Asia Pacific Tourism Association)

2000 Publishing journals and networking

ASAE & The Center 
(American Society Of Association Executives &  
The Center For Association Leadership)

2008 Market researches and exchange of information on research activities

WYSETC  
(World Youth and Student Educational Travel 
Confederation)

Joined FIYTO in 2003,
Patron member of WYSETC 
since 2006

Publicizing Korea to the world youth and student tourism industry
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Awards (2010)

No. Date Name Awarding institution Reason

1 January The Best Overseas Destinations Ctrip.com & Elite Traveller The best overseas travel destination selected by the citizens of Shanghai

2 January 12 Plaque
Korea Internet Professional 
Association/Web Award 
Committee

Selected as an outstanding mobile service provide in recognition of its introduction 
of QR code in its calendar

3 January 12 Mayoral citation Busan Metropolitan City Contribution to attracting more Japanese tourists to Busan

4 January 27 2010 Korea HR Excellence Award Korea Economic Daily Contributing to the development of the national economy through HR management

5 February 22 Appreciation plaque Gangwon-do
Active support for 2009 Gangwon-do WEEK' and contribution to attracting more 
tourists

6 April 27 18th Best Consumer Advertisement Award
Korea Advertisers Association 
Korea National Council of 
Consumer Organizations

Good TV advertising award in relation to the Guseok Guseok campaign

7 May Best NTO Award
2010 Shanghai WTF  
(World Travel Fair)

Selected as an excellent marketing department by the Fair organizing committee, 
and high level of satisfaction according to a consumer survey

8 June 10 Great Work Place Award Korea Economic Magazine Creation of a corporate culture based on trust

9 September 1 Citation Busan Metropolitan City Revitalization of medical tourism in Busan

10 September Appreciation plaque World Airline Service
In appreciation of its contribution to the receiving of the 17th Tour of the Year 
Ministry of Land, Infrastructure, Transport and Tourism Award

11 October 7 TTG Award‘Destination of the Year Award' TTG ASIA MEDIA
Efficient enhancement of the image of Korea and contribution to attracting more 
tourists

12 October 7 Hosted Buyer Voted Best Stand EIBTM Best PR institution selected by EIBTM

13 October 13 2010 5th Sustainability Management Award
Ministry of Knowledge 
Economy

Excellent economic, social and environmental performance

14 November Appreciation plaque Andong
Planning and implementing the Project to Attract Japanese Tourists to the Andong 
International Mask Dance Festival

15 November 11 Korea HR Excellence Award Korea Economic Daily Contribution to the development of the national economy through HR management

16 December 2 Stickiest National Pavilion Bronze IT&CMA 2010 Excellence in Booth Design Award at IT&CMA

17 December 3 2010 Korea Internet Communication Award
Korea Communication  
Award Committee

Active communication with customers by operating the domestic online site and 
carrying out SNS marketing

18 December 8
2010 Korea Communication AwardBest brand 
café award in the blog and cafe category

Korea Business Journalism 
Association 

Voluntary exchange of information and communication between ‘Korea Guseok 
Guseok’ cafe members

19
December 17 Appreciation plaque Club Tourism In appreciation for the joint planning of the project to attract Japanese tourists to 

the Andong International Mask Dance Festival

20 December 21
Special Achievement Award in ethical 
management

Institute for Industrial Policy 
Studies

Active participation in and contribution to the Ethical Management SM Forum

21 December 23 Letter of Appreciation
Russian Consulate General  
in Korea

Promoting the bilateral relationship between Korea and Russia through  
Korea-Russian Nanum Medical Service Project, and free treatment of the less 
fortunate in Russia

22 December 25 Appreciation plaque Gangwon-do Development of the 'Hallyu Tourism Train' product and attracting foreign tourists

23 December 31 Appreciation plaque Korea National Park Service
Development of contents and provision of service for efficient operation of the Mt. 
Bukhan Dule Trail digital storytelling service'
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Third Party’s Assurance Report 

To the Management of the Korea Tourism Organization Sustainability 
Management Report 2010

Upon request of Korea Tourism Organization, the Institute for Industrial Policy Studies 

as a “third party assurance provider” (hereinafter referred to as the “Assurance Provider”) 

presents the following third party’s assurance report on the “Korea Tourism Organization 

Sustainability Management Report 2010 (hereinafter referred to as the “Report”)” 

Accountability and Objective

Korea Tourism Organization is held accountable for all information and claims contained 

in the Report including sustainability management goal setting, performance management, 

data collection and report preparation. The objective of this assurance report is to check 

whether the Report is free of material misstatement or bias and whether the data collection 

systems used are robust, and to offer advice on improving the quality of the Report through 

identifying sustainable management issues and reviewing its reporting process. 

Independence

The Assurance Provider has no relations with Korea Tourism Organization regarding any 

of its for-profit operations and activities. In addition, the Assurance Provider has carried 

out its assurance process with independence and autonomy as it was not involved in the 

preparation of the Report except for offering comments in the process.

Criteria for Assurance

The Assurance Provider assessed the Report against the following guidelines: 

AA1000 Assurance Standard (2008) 1

BEST Guideline 2

Global Reporting Initiative(GRI) G3 Sustainability Reporting Guidelines 3

Type and Level of Assurance 

The Assurance Provider conducted assurance process for the Report in accordance with 

Type 1 and Moderate Level of AA1000AS (2008). 

The Assurance Provider evaluated the reliability of the data compiled in the Report for 

Type 1 assurance, and assessed publicly disclosed information, reporting system and 

performance management process based on the three core principles of AA1000AS 

(2008), namely Inclusivity, Materiality and Responsiveness. However, this assurance 

engagement does not provide the evaluation of the credibility of the offered data. The 

Assurance Provider pursued moderate level of assurance where sufficient evidence has been 

obtained and limited sampling has been conducted at each performance sector to support 

its assurance report such that the risk of its conclusion being in error is reduced but not 

reduced to very low or not zero. 

Scope and Methodology

The Assurance Provider carried out the following activities in order to (1) review the extent to 

which The Report applies the principles of Inclusivity, Materiality and Responsiveness and (2) 

assess the Report’s application level of the GRI/BEST Sustainability Reporting Guidelines. 

Evaluating the sources of publicly disclosed information and internal parties involved 

Verifying the performance data collection systems and processes 

Conducting interviews with managers and staffs responsible for dimension-specific 

performance 

Completing on-site review focusing on the head office from June 07, 2011 to June 09, 2011 

Evaluating the Report for the extent of adherence to the GRI/BEST Guidelines  

 

Limitations

A review of the accuracy and reliability of data and interviews with persons in charge of 

data collection and performance-related information at management levels 

Verifying the data and inquiries into each functional manager and information collection manager 

On-site validation focused on the head office 

Assurance engagement based on data and publicly available information only during the 

current reporting period 

Evaluation of the reliability of the performance data being excluded 

Conclusions

The Assurance Provider did not find the Report to contain any material misstatements 

or bias on the basis of the scope, methodology and criteria described above. All material 

findings of the Assurance Provider are provided herein, and detailed findings and follow-up 

recommendations have been submitted to the management of Korea Tourism Organization. 

[Inclusivity] : 

Does KTO have adequate strategies and engagement processes in place for stakeholder 

participation?

The Auditor noted continuous efforts by the KTO to put in place a process for 

stakeholder engagement based on recognition of its key role towards achieving 

sustainability management. Aiming to better reflect stakeholder views into its 

management activities, the KTO has adopted various stakeholder-specific channels of 

communication by clearly defining each group based on their respective materiality and 

influence. The following points were found to be particularly commendable.  

- Providing a diverse range of stakeholder engagement channels such as customer  

  satisfaction surveys, sustainability management awareness surveys for management    

  and employees, a feedback review council, local community forums, etc. to facilitate  

   engagement with its stakeholders. 

- Diversification of different channels for open communication such as Internet cafes, a  

   CEO Blog, Twitter, Facebook, academic forums, etc. 

- Reporting on the performance of seven projects launched under the KTO Tourism  

   Idea Bank initiative and efforts to reflect stakeholder views into its business activities -  

   incorporating the VOC into business strategy, offering an extended scope of eligibility  

   for persons applying for tourist visas into China, and reinforcing policies for tourism  

    information services. 

Going forward, the Auditor suggests providing further details, not only on which 

channels of stakeholder communication have been newly established, but also on its 

actual company-wide execution, strategy-setting, and engagement processes. 
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[Materiality]: 

Does the Report contain information that is of the utmost material importance to KTO 

stakeholders across the economic, social, and environmental dimensions?

It is the Auditor’s view that the Report does not omit or exclude issues of material 

importance to the stakeholders of the KTO. We verified that the Company has identified 

issues material to KTO stakeholders through a method of materiality testing which 

includes media analysis, stakeholder surveys, analysis of global standards, etc., to provide 

relevant information that can support stakeholder decision-making and judgments. The 

following points were found to be particularly commendable.

- The KTO has systematically established the order of priority for various issues  

   identified to be of material interest via its materiality testing method. 

- The Report categorizes main issues identified to be of material stakeholder interest  

  regarding sustainability management into different categories – general, economic,  

  social, and environment – while utilizing findings from its materiality testing to provide  

  links between the various issues and the issue-specific reported content so that readers  

   can easily locate relevant material. 

Going forward, however, the Auditor suggests breaking down the key material issues by 

different stakeholders in addition to the current categorization of general, economic, social, 

and environment so that readers can readily establish which issues are relevant to each of 

the respective groups. The Company is also advised to strengthen reporting on negative 

issues and/or underperforming areas. 

[Responsiveness]: 

Does the Report respond adequately to stakeholder requirements and interests?

It is the Auditor’s view that the KTO has been working to collect and respond to issues 

of material stakeholder concern by establishing various stakeholder-specific channels of 

communication. The following points were found to be particularly commendable. 

- The Report lists various efforts undertaken by the Company such as stakeholder  

    surveys and forums designed to collect stakeholder requirements and other feedback. 

- The Report provides an account of various initiatives launched by the KTO in response to  

   various issues of stakeholder concern such as tourism information services, work to improve  

   the tourism environment and tourism preparedness, fostering new growth drivers to  

   strengthen the competitiveness of the tourism industry etc. as well as their respective outcomes. 

In the interest of achieving greater balance in its responsiveness, however, the Auditor suggests 

listing feedback received from its business partners and the local community accompanied 

by the KTO’s response and plans going forward. The Company is also advised to provide a 

detailed account of comments collected from each of its stakeholder groups, as well as its goals 

and achieved outcomes regarding its proposed response so that stakeholders can follow how 

the KTO has been responding to stakeholder requirements and issues of concern. 

[GRI Application Levels]

The Assurance Provider found the Report to apply to GRI G3 Reporting Framework at the level of A+. 

[BEST Fulfillment Levels]

The Assurance Provider found the Report to fulfill 96.38% of the reporting requirements 

necessary to qualify for a Level 4 Report (from among Level 1 ~ 5)

Recommendations

The Auditor found the “Korea Tourism Organization Sustainability Management Report 

2010” commendable on the following counts. The Report 1) incorporates the newly 

developed KTO SI index for sustainability management; 2) provides a quantitative account 

of KPIs specific to the different dimensions and actual performance against stated targets; 

and 3) identifies key tasks for each of the respective dimensions via its sustainability 

management initiative program.

For future reports, the Auditor suggests the following considerations. 

- Clarify which internal organization is wholly responsible for sustainability management  

   so that it can spread the KTO’s internal commitment and awareness toward sustainability  

   reporting to maximize the objective of its sustainability reports. 

- Maximize efforts to develop a unique concept for future reports to better reflect the  

  characteristics of the tourism industry and produce a differentiated report with focused  

   coverage on concrete issues of concern.  

- Present how the KTO has been managing both emergent and existing issues of material  

   concern relative to the prior year’s report.  

Eligibility of IPS as an Assurance Provider 

Established in 1993, the Institute for Industrial Policy Studies (IPS) has accumulated broad 

expertise in the areas of ethics management, corporate social responsibility and sustainable 

management since 2002, and serves as a third party assurance provider for the sustainability 

reports published by local companies. IPS has conducted the assurance engagement upon 

request of Korea Tourism Organization and assembled a team of six assurance providers 

who are professors at Korea’s top universities or professionals with accreditation and 

extensive experience in sustainability management after majoring in business management, 

accounting or environmental science. 

June 28, 2011 

Jae-eun Kim 

President, The Institute for Industrial Policy Studies 

1. AA1000 AS(Assurance Standard) is a sustainability reporting standard developed by Accountability in its pursuit to promote 

overall organizational performance and accountability by improving the quality of social and ethical accounting. As a U. K. 

based not-for-profit organization focusing on corporate social responsibility and business ethics, Accountability first developed 

AA1000AS in 1999 and amended the standards in 2008 for application in 2010. 

2. BEST Guideline or BEST Sustainability Reporting Guideline is a guideline for the preparation and assurance of sustainability 

reporting and offers five levels of reporting quality assessment. It was jointly developed by the Ministry of Knowledge 

Economy (MKE), the Institute for Industrial Policy Studies (IPS), and the Korea Chamber of Commerce and Industry (KCCI) in 

the Business Ethics Sustainability Management for Top Performers (BEST) forum in their endeavor to promote sustainability 

reporting among local companies. 

3. GRI G3 Guidelines: The Global Reporting Initiative (GRI), which was jointly convened by the Coalition for Environmentally 

Responsible Economies (CERES) and the UNEP in 1997, first released its G3 Sustainability Reporting Guidelines in October 

2006. The G3.1 Guidelines, which is an update and completion of the G3, was published in March 2011, featuring broader 

guidance on how to report on human rights, gender, and local community issues. G4, the fourth generation of Guidelines, is 

due to be launched in 2013.  
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UN Global Compact Index 

UN Global Compact membership and compliance

Since it joined the UN Global Compact in September 2007, the Korea Tourism Organization has complied with the 10 principles in 4 categories: human rights, labor, 

environment and anti-corruption.

The KTO is further reinforcing its social responsibility activities, and establishing ethical and transparent management. Compliance with UN Global Compact and 

activities are disclosed through the sustainability management report.

Principle Related regulations and policies Page

Human rights

1. Businesses should support and respect the protection of internationally proclaimed  
    human rights; and

Article 34 of the Collective Agreement (Burden of proof for discipline),
Article 55 of the Rules of Employment (Status guarantee)

70-71

2. Make sure that they are not complicit in human rights abuses. Article 55 of the Rules of Employment(Status guarantee) 70-71

Labor

3. Businesses should uphold the freedom of association and the effective recognition  
    of the right to collective bargaining; 

Article 12 of the Collective Agreement (Exclusive bargaining representation system),
Article 10 of the Collective Agreement (Guarantee of union activities)

74-75

4. the elimination of all forms of forced and compulsory labor;
Article 27 of the Privileged Government Position Employee Management Regulation 
(conditions for using temporary workers)

71

5. the effective abolition of child labor; and
Article 27 of the Privileged Government Position Employee Management Regulation 
(conditions for using temporary workers)

71

6. the elimination of discrimination in respect of employment and occupation. Chapter 6 of the Collective Agreement (Gender equality and maternity protection) 71

Environment

7. Businesses should support a precautionary approach to environmental challenges; Practical guideline on neotourism 79-81

8. undertake initiatives to promote greater environmental responsibility; and Practical guideline on neotourism 79-92

9. encourage the development and diffusion of environmentally friendly technologies. Preface to the Code of Conduct for Employees 79, 87-92

Anti-corruption

10. Businesses should work against corruption in all its forms, including extortion  
       and bribery.

Chapter 2 of the Code of Conduct for Employees Basic attitudes of employees
Chapter 5 of the Code of Conduct for Employees Prohibition of unfair enrichment

25-28,  63
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GRI Index

Number Indicators Reporting status Page BEST index

기업개요

1. Stretegy and analysis

1.1 Statement from the most senior decision-maker of the organization  3~4 A_1

1.2 Description of key impacts, risks, and opportunities  3, 17 A_2

2. Organizational Profile

2.1 Name of the organization  7 A_3

2.2 Primary brands, products, and/or services  9, 10 A_4

2.3 Operational structure of the organization, including main divisions, operating companies, subsidiaries, and joint ventures  9~10, 40~46 A_5

2.4 Location of organization's headquarter  7, 9~10 A_7

2.5 Number of countries where the organization operates, and names of countries with either major operations or that are specifically relevant to the sustainability issues covered in the report  7, 9~10 A_7

2.6 Nature of ownership and legal form  29 A_8

2.7 Markets served (including geographic breakdown, sectors served, and types of customers/beneficiaries)  7, 9~10 A_9

2.8 Scale of the reporting organization, (number of employees, net sales, total capital, products and services, etc.)  7, 9~10 A_10

2.9 Scale of the reporting organization, including: * Number of employees; * Net sales (for private sector organizations) or net revenues (for public sector organizations);  1 B_8

2.10 Awards received in the reporting period  Appendix CO8

3. Report Parameters

3.1 Reporting period for information provided  1 B_3

3.2 Date of most recent previous report (if any)  1 B_8

3.3 Reporting cycle (annual, biennial, etc.)  1 B_6

3.4 Contact point for questions regarding the report or its contents  1 B_9

3.5 Process for defining report content  22~23 B_4

3.6 Boundary of the report  1 B-1

3.7 State any specific limitations on the scope or boundary of the report  1 B-2

3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced operations, and other entities that can significantly affect comparability from 
period to period and/or between organizations  7, 9~10 A_6

3.9 Data measurement techniques and the bases of calculations  82~85 -

3.10 Explanation of the effect of any re-statements of information provided in earlier reports, and the reasons for such re-statement  1 -

3.11 Significant changes from previous reporting periods in the scope, boundary, or measurement methods applied in the report  1 B_5

3.12 Table identifying the location of the Standard Disclosures in the report  Appendix B_10

3.13 Policy and current practice with regard to seeking external assurance for the report  1, Appendix B_7

4. Governance, Commitments, and Engagement

4.1 Governance structure of the organization, including committees under the highest governance body responsible for specific tasks, such as setting strategy or 
organizational oversight

 29~30 GR1

4.2 Indicate whether the Chair of the highest governance body is also an executive officer  29 GR1 GR3

4.3 For organizations that have a unitary board structure, state the number of members of the highest governance body that are independent and/or non-
executive members

 29 GR2

4.4 Mechanisms for shareholders and employees to provide recommendations or direction to the highest governance body  29 GR12

4.5 Linkage between compensation for members of the highest governance body, senior managers, and executives, and the organization's performance  30 GR7

4.6 Process in place for the highest governance body to ensure conflicts of interest are avoided  29 GR13

4.7 Process for determining the qualifications and expertise of the members of the highest governance body for guiding the organization's strategy on economic, 
environmental, and social topics

 29 GR4

4.8 Internally developed statements of mission or values, codes of conduct, and principles relevant to economic, environmental, and social performance and the 
status of their implementation

 50, Appendix -

4.9 Procedures of the highest governance body for overseeing the organization's identification and management of economic, environmental, and social 
performance

 29~30 GR5

4.10 Processes for evaluating the highest governance body's own performance, particularly with respect to economic, environmental, and social performance  29~30 GR6

4.11 Explanation of whether and how the precautionary approach or principle is addressed by the organization  17 GR11

4.12 Externally developed economic, environmental, and social charters, principles, or other initiatives to which the organization subscribes or endorses  50, Appendix GR10

4.13 Memberships in association advocacy organizations in which the organization  Appendix A_11

4.14 List of stakeholder groups engaged by the organization  20~21 C_1 C_2

4.15 Basis for identification and selection of stakeholders with whom to engage  20~21 C_1

4.16 Approaches to stakeholder engagement, including frequency of engagement by type and by stakeholder group  21~22 C_2

4.17 Key topics and concerns that have been raised through stakeholder engagement, and how the organization has responded to those key topics and concerns, 
including through its reporting

 22~23 C_3

● Reported        ◦ Not reported        ⋄ N/A        ◐  Partially reportde
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GRI Index

Category Indicators Reporting level Page BEST

Economic                     Disclosure on Management Approach   24

Economic 
performance

EC1 Direct economic value generated and distributed, including revenues, operating costs, employees compensations, donations and other community 
investment, retained earnings, and payments to capital providers and governments

 36~37 EC1

EC2 Financial implications and other risks and opportunities for the organization's activities due to climate change  17, 24, 32, 79, 80, 
81, 84, 87, 91 

EC2

EC3 Coverage of the organization's defined benefit plan obligations  76 EC3

EC4 Significant financial assistance received from government  37 EC5

Market 
presence

EC5 Range of ratios of standard entry level wage compared to local minimum wage at significant locations of operation  70 EM4

EC6 Policy, practices, and proportion of spending on locally-based suppliers at significant locations of operation  70 EC4

EC7 Procedures for local hiring and proportion of senior management hired from the local community at locations of significant operation ◦ EC4

Indirect 
economic 
impacts

EC8 Development and impact of infrastructure investment and services provided primarily for public benefit through commercial, in-kind, or pro bono engagement  63~68 EC6

EC9 Understanding and describing significant indirect economic impact, including the extent of impacts  37, 70, 76 EC7

Environmental            Disclosure on Management Approach  24

Materials
EN1 Materials used by weight or volume  92 EV10

EN2 Percentage of materials used that are recycled input materials  85 EV11

Energy

EN3 Direct energy consumption by primary energy source. ◐ 82 EV7

EN4 Indirect energy consumption by primary source ◐ 82 EV8

EN5 Energy saved due to conservation and efficiency improvements  84~85 EV5

EN6 Initiatives to provide energy-efficient or renewable energy based products and services, and reductions in energy requirements as a result of these initiatives  84~85 EV5

EN7 Initiatives to reduce indirect energy consumption and reductions achieved  83~85 EV5

Water

EN8 Total water withdrawal by source  84 EV9

EN9 Water sources significantly affected by withdrawal of water  84 EV20

EN10 Percentage and total volume of water recycled and reused  84 EV18

Biodiversity

EN11 Location and size of land owned, leased, managed in, or adjacent to, protected areas and areas of high biodiversity value outside protected areas  88~90, 91 EV22

EN12 Description of significant impacts of activities, products, and services on biodiversity in protected areas and areas of high biodiversity value outside protected areas.  88~90, 91 EV22 EV26

EN13 Habitats protected or restored.  88~90, 91 EV27

EN14 Strategies, current actions, and future plans for managing impacts on biodiversity  91 EV6 EV26

EN15 Number of IUCN Red List species and national conservation list species with habitats in areas affected by operations, by level of extinction risk  91 EV28

Emissions, 
effluents  
and waste

EN16 Total direct and indirect greenhouse gas emissions by weight  84 EV12

EN17 Other relevant indirect greenhouse gas emissions by weight ◦ EV13

EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved  82~84, 86 EV4

EN19 Emissions of ozone-depleting substances by weight  84 EV14

EN20 NOx, SOx, and other significant air emissions by type and weight ◦ EV15

EN21 Total water discharge by quality and destination  84~85 EV17

EN22 Total weight of waste by type and disposal method  84~85 EV16

EN23 Total number and volume of significant spills ⋄ EV21

EN24
Weight of transported, imported, exported, or treated waste deemed hazardous under the terms of the Basel Convention Annex I, II, III, and VIII, and 
percentage of transported waste shipped internationally  84~85 EV29

EN25 Identity, size, protected status, and biodiversity value of water bodies and related habitats significantly affected by the reporting organization's discharges of water and runoff  84~85 EV19

Products  
and service

EN26 Initiatives to mitigate environmental impacts of products and services, and extent of impact mitigation  91, 92 EV23

EN27 Percentage of products sold and their packaging materials that are reclaimed by category ⋄ EV24

Compliance EN28 Monetary value of significant fines and total number of non-monetary sanctions for non-compliance with environmental laws and regulations  84~85 EV31

Transport EN29 Significant environmental impacts of transporting products and other goods and materials used for the organization's operations, and transporting members of the workforce ⋄ EV30

Overall EN30 Total environmental protection expenditures and investments by type  39, 81, 89~90 EV1

● Reported        ◦ Not reported        ⋄ N/A        ◐  Partially reportde
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Labor Practices and Decent Work         Disclosure on Management Approach  24

Employment

LA1 Total workforce by employment type, employment contract, and region ◐ 70 EM1

LA2 Total number and rate of employee turnover by age group, gender, and region ◐ 70~71 EM5

LA3 Benefits provided to full-time employees that are not provided to temporary or part-time employees, by major operations  76 EM20

Labor/management 
relations

LA4 Percentage of employees covered by collective bargaining agreements  74~75 EM12

LA5 Minimum notice period(s) regarding significant operational changes, including whether it is specified in collective agreements  74~75 EM13

Occupational health 
and safety

LA6 Percentage of total workforce represented in formal joint management-worker health and safety committees that help monitor and advise on occupational health and safety programs  76 EM14

LA7 Rates of injury, occupational diseases, lost days, and absenteeism, and number of work-related fatalities by region.   71 EM19

LA8 Education, training, counseling, prevention, and risk-control programs in place to assist workforce members, their families, or community members regarding serious diseases  71 EM18

LA9 Health and safety topics covered in formal agreements with trade unions  76 EM15

Training and education

LA10 Average hours of training per year per employee by employee category ◐ 72~73 EM27

LA11 Programs for skills management and lifelong learning that support the continued employability of employees and assist them in managing career endings  72~73 EM28

LA12 Percentage of employees receiving regular performance and career development reviews  72 EM29

Diversity and equal 
opportunity

LA13 Composition of governance bodies and breakdown of employees per category according to gender, age group, minority group membership, and other indicators of diversity  29, 72~73 EM2

LA14 Ratio of basic salary of men to women by employee category  70~71 EM3

Human Rights                               Disclosure on Management Approach  24

Diversity,  equal 
opportunity,  Non-
discrimination

HR1 Percentage and total number of significant investment agreements that include human rights clauses or that have undergone human rights screening  62~63 PN2

HR2 Percentage of significant suppliers and contractors that have undergone screening on human rights and actions taken  62~63 PN3

HR3 Total hours of employee training on policies and procedures concerning aspects of human rights that are relevant to operations, including the percentage of employees trained  71 EM30

HR4 Total number of incidents of discrimination and actions taken  71 EM7

Freedom of association 

and collective bargaining HR5
Operations identified in which the right to exercise freedom of association and collective bargaining may be at significant risk, and actions taken to 
support these rights  74 EM8

Child labo HR6 Operations identified as having significant risk for incidents of child labor, and measures taken to contribute to the elimination of child labor ⋄ EM9

Forced and 
compulsory labor

HR7
Operations identified as having significant risk for incidents of forced or compulsory labor, and measures to contribute to the elimination of forced or 
compulsory labor

 71 EM10

Security practices HR8 Percentage of security personnel trained in the organization's policies or procedures concerning aspects of human rights that are relevant to operations ⋄ EM31

Indigenous rights HR9 Total number of incidents of violations involving rights of indigenous people and actions taken   65~66 CO2

Society                                            Disclosure on Management Approach  24

Community SO1 Nature, scope, and effectiveness of any programs and practices that assess and manage the impacts of operations on communities, including entering, operating, and exiting  20~21, 64~65 CO2

Corruption
SO2 Percentage and total number of business units analyzed for risks related to corruption ◐ 25~26 CO5

SO3 Percentage of employees trained in organization's anti-corruption policies and procedures.   25~26 CO5

Public policy
SO4 Actions taken in response to incidents of corruption  25~26 CO5

SO5 Public policy positions and participation in public policy development and lobbying ⋄ CO6

Anti-competitive 
behavior

SO6 Total value of financial and in-kind contributions to political parties, politicians, and related institutions by country ⋄ CO7

SO7 Total number of legal actions for anti-competitive behavior, anti-trust, and monopoly practices and their outcomes  25 CS3

Compliance SO8 Monetary value of significant fines and total number of non-monetary sanctions for non-compliance with laws and regulations  55, 84~86 CO9

Product Responsibility               Disclosure on Management Approach  24

Customer health and 
safety

PR1 Life cycle stages in which health and safety impacts of products and services are assessed for improvement, and percentage of significant products and services categories subject to such procedures   23, 49 CS4

PR2 Total number of incidents of non-compliance with regulations and voluntary codes concerning health and safety impacts of products and services during their life cycle, by type of outcomes ⋄ CS11

Product and service 
labelling

PR3 Type of product and service information required by procedures, and percentage of significant products and services subject to such information requirements   49~51 CS5

PR4 Total number of incidents of non-compliance with regulations and voluntary codes concerning product and service information and labeling, by type of outcomes  ⋄ CS12

PR5 Practices related to customer satisfaction, including results of surveys measuring customer satisfaction  49~51 CS9

Marketing 
communications

PR6 Programs for adherence to laws, standards, and voluntary codes related to marketing communications, including advertising, promotion, and sponsorship ⋄ CS13

PR7 Total number of incidents of non-compliance with regulations and voluntary codes concerning marketing communications, including advertising, promotion, and sponsorship by type of outcomes  ⋄ CS14

Customer privacy
PR8 Total number of substantiated complaints regarding breaches of customer privacy and losses of customer data  ⋄ CS15

PR9 Monetary value of significant fines for non-compliance with laws and regulations concerning the provision and use of products and services ⋄ CS12



2010 Korea Tourism Organization   
Sustainability Report103

ISO 26000 Index

Issue Description Page

Organizational governance

Decision-making process and structure
KTO has the will to fulfill its social responsibilities in the decision-making process, strategies, goals and compensation system. 15-16, 24

KTO has a process of communicating with stakeholders and encourages it. 20-21

Human Rights

Due Diligence KTO is aware of the real or potential impacts on human rights, and conducts due diligence to prevent infringements on human rights and solves problems. 27-28, 63, 71

Human Rights Risk Situations In case of human rights risks, KTO gives priority to respect for human rights, and reinforces due diligence. 27-28

Avoidance of Complicity KTO is against infringements on human rights or anti-social activities, and will not enter into any cooperative or contractual relationship with any risky partner. 63

Resolving Grievances KTO's Human rights grievance resolution system protects victims, and the victims can monitor operations and acquire necessary information. 27

Discrimination and Vulnerable Groups KTO has an employment policy prohibiting discrimination, and strives to enhance the rights and interests of vulnerable groups (women and multi-cultural). 66, 71

Civil and Political Rights KTO guarantees freedom of expression, and freedom of assembly and association. 74

Economic, Social and Cultural Rights KTO respects the economic, social and cultural rights of local residents in consideration of local situation, and takes the lead in improving their rights and interests. 64-68

Fundamental Principles and Rights at Work KTO complies with the Constitution of the International Labour Organization, and supports satisfactory working life by reinforcing the communication between labor and management. 70-71, 74-75

Labor Practices

Employment and employment relationships Equal opportunities are guaranteed for all employees, and there is no direct or indirect discrimination in any labor practice. 70

Conditions of work and social protection KTO provides appropriate wages, and working conditions that can ensure balance between work and life. 70, 76

Social dialogue KTO respects the right to bargain collectively, reinforces communication with employees about its management policies, and there has been no labor dispute since the establishment of the labor union.  74-75

Health and safety at work
KTO has a system for the health and safety of employees and a response system. 76

KTO conducts regular health examinations to improve the health of employees, and  provides group accident insurance covering employees and their families. 76

"Human development and training in the
KTO operates programs to reinforce the competencies of employees, and provides equal opportunities. 72-73

KTO operates programs to help prospective retirees with their resocialization. 70

The environment

Environmental Management System KTO is aware of the environmental impacts of its management activities, and tries to lead low-carbon green growth. 79-80

Prevention of Pollution KTO tries to identify the causes of pollutants and waste, and improve them. 85

Sustainable Resource Use

KTO identifies where energy, water and other resources are used, measures and records them. 82, 84

KTO uses recyclable materials as much as possible, and reuses water. 83.84

KTO purchases eco-friendly products on a preferential basis, and uses the byproducts of landscaping for sculptures. 86, 92

Climate Change Mitigation and Adaptation
To mitigate climate change due to its management activities, KTO identifies direct and indirect GHG sources, and defines the scope of responsibility. 84

KTO uses the methods defined in internationally agreed standards to measure, record and report severe GHG emissions. 84

"Protection of the Environment and 
Restoration of Natural

In developing tourism products and tourism complexes, KTO takes measures to preserve indigenous species, endangered species or habitats. 87-92

In developing tourism complexes, KTO places importance on preservation of the ecosystem, measures the impact of development on surrounding 
environment, and takes measures to minimize it. 

91-92
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Issue Description Page

Fair Operating Practices

Anti-corruption
KTO identifies corruption risks, and its management takes the leadership in carrying out the anti-corruption policy. KTO operates programs to prevent 
corruption,  ripoff, etc.

15-16, 24

Responsible Political Involvement KTO does not get involved in politics. 27-28, 63, 71

Fair competition KTO supports fair competition, and has a procedure for preventing involvement or complicity in anti-competitive behavior and protective measures. 27-28

Promoting social responsibility in the value 
chain

KTO tries to enhance supplier satisfaction by conducting appropriate investigation and monitoring of suppliers. 63

KTO purchases products of SMEs, companies developed new technologies, companies run by women, and eco-friendly products on a preferential basis, 
and fulfill its social responsibilities. 

27

Respect for property rights KTO does not recognize activities that infringe on others' property rights and interests, and pay a fair amount of money if it uses their property rights. 66, 71

Consumer issue

Fair marketing, factual and unbiased 
information and fair contractual practices

KTO delivers fair and factual information to tourists and people working in the tourism industry, tries to provide necessary information appropriately at 
the right time.  

17, 54-55

Consumer data protection and privacy KTO thoroughly protects personal information in accordance with the law. 55

Protecting consumers' health and safety
As a public institution in charge of promoting tourism, KTO does not have direct influence on consumers' health and safety, but develops tour products in 
consideration of consumers' utilization level. 

40, 56, 87

Consumer service, support, and complaint 
and dispute resolution

KTO conducts customer satisfaction surveys, and review customer complaints, and take actions in response. 51

KTO makes it a rule to handle complaints within 60 minutes when it comes to service quality management. 50

Access to essential services Essential services like electricity and gas are not applicable to KTO which is a public institution in charge of promoting tourism. -

Education and awareness of sustainable 
consumption

As a public institution in charge of promoting tourism, KTO does not have direct influence on sustainable consumption, but is carrying out a campaign to 
raise awareness by building a sustainable tourism culture. 

40

Community involvement and development

Community involvement and development
KTO encourages its employees to get involved in local community service through social contribution activities, and performs social contributions by 
them. 

67-68

Education and culture

KTO provide support through education so that members of multi-cultural families can establish themselves in society. 66

KTO cooperates with local governments in fostering professional manpower responsible for local tourism. 61

KTO protects social and cultural heritages in local communities. 68

Employment creation and skills 
development

According to the procedure for local hiring, KTO hires local residents. 71

KTO has an open recruitment policy, and hires graduates from local universities, and participates in the job sharing initiative. 70-71

Wealth and income creation KTO contributes to creation of economic values by promoting the tourism industry. 32,60

Health support Through nanum medical tourism, KTO ensures that the less fortunate living overseas, who do not receive health benefits, can receive medical care. 66

Social investment
To maximize synergies in the tourism industry and engage in supplementary activities, KTO cooperates with other organizations, including the 
Government, corporations and academics.

59-61





Reader survey

Korea Tourism Organization welcomes the valuable opinions of our stakeholders.

Please fill out the following form, and mail or fax it to us. We will actively reflect your opinions in performing our future sustainability management activities and improving our report.

01. Which group do you belong to?

02.  Did this report help you better understand the sustainability  

        management activities of KTO?

  Very helpful      Helpful     So-so     Not helpful     Not helpful at all

03.  What in this report were you most interested in?  
        (You can make multiple selections.)

  About KTO 

  Infrastructure for sustainability management 

  Economic performance 

  Social performance 

  Environmental performance

  Other 

04. What in this report was most satisfactory? 
        (You can make multiple selections.)

  About KTO 

  Infrastructure for sustainability management 

  Economic performance 

  Social performance 

  Environmental performance

  Other 

05. How useful was the information contained in this report?

06. . Please evaluate the following:

07.  Please state your opinion about this report freely.

Very useful Useful So-so Not useful Not useful at all

About KTO     

Infrastructure for sustainability management     

Economic performance     

Social performance     

Environmental performance     

Very useful Useful So-so Not useful Not useful at all

This report is easy to understand.     

 This report is well organized.     

This report provides sufficient and useful 
information about important issues.

    

This report is designed so that it is 
easy to find the information I want, 
and it is easy to read.

    

This report is trustworthy.     

 Customer                     

 Employee                     

 Shareholder 

 Investor                 

 Supplier                 

 Government/Public servant 

 Industry          

 Academics                         

 Journalism and media 

 Local resident and local government            

  Civic and social organizations like NGO

 Sustainability management expert 

 Other

• Address _ 40, Cheongyecheonno, Jung-gu, Seoul 100-180        • Department _ CS Management Center       • Fax _ 82-2-728-9701~2       • E-mail _ csteam@knto.or.kr

Thank you for your time.

D
otted line



HIGHLIGHTS

Foreign tourists hit a record high of 8.8 million

In 2010, domestic tourism did not fare well because of H1N1, the Navy Ship 

Cheonan Incident and the Yeonpyeong Island incident, but thoroughgoing risk 

management based on the KTO’s monitoring system and its customized global 

marketing enabled the KTO to attract 8.8 million foreign tourists in excess of 

its target of 8.5 million. 

Multi-cultural family social contribution activities 

 The KTO selected ‘multi-cultural’ as the core keyword of social contributions 

in 2010. At the ‘2011 Happy Plus Social Contribution Award’ ceremony co-

hosted by the Korean Society of Consumer Studies and Donga Ilbo, the KTO’

s consideration and aid for multi-cultural families were recognized and received 

the grand prize in the ‘multi-cultural social contribution’ category.

Great Work Place Award  

The KTO was the only public corporation to receive the grand prize for 4 years 

in a row from 2008 for excellence in financial status and welfare and social 

contributions at the ‘2011 Great Work Place Evaluation’ hosted by Hankyung 

Magazine. 

The first green tourism website in Korea 

The KTO built the ‘Green Tourism’ website for the first time in Korea, and 

plays a leading role in invigorating the green tour. The Organization also made 

a promotional video and brochure describing the necessity of Green Tour, the 

guidelines for citizens’ participation in green tourism and related programs, and 

is conducting a green tour campaign.

2010 Grand Prize for Excellence in Sustainability Management

The KTO received the Minister of Knowledge Economy Award in the public 

corporation & nonprofit sector in recognition of its CSR achievements and 

economic, social and  environmental achievements at the 5th Sustainability 

Management Award Ceremony hosted by the Ministry of Knowledge Economy 

and the Small & Medium Business Administration. 

Achieved the highest level in public-service customer 

satisfaction for 4 years in a row 

The KTO scored 93.6 points in the public corporation satisfaction research 

conducted by the Ministry of Strategy and Finance, and achieved the highest 

level (AA: 90~100 points) for 4 consecutive years from 2007, and scored 

92.5 points in the KTO’s own customer satisfaction research, maintaining the 

90-point level for 4 years in a row. 

No. 1 in Internet Communication Satisfaction Index    

The KTO was named the No. 1 public corporation in the ‘Internet 

Communication Satisfaction Index ’  at  the ‘2010 Korea Internet 

Communication Competition’ hosted by the Korea Internet Communication 

Association. This award shows how well corporations and institutions 

communicate with customers through the Internet. 

COVER STORY

In celebration of the publication of the third sustainability management 

report, the KTO invited its employees to a naming contest, and 

‘Preservation, Co-existence and Tourism - Sustainable Tourism 

Management Report for the Next Generation’  won first prize. It expresses 

the desire to ‘preserve’ tourist resources such as nature, society and culture, 

‘co-exist’ with stakeholders by helping and supporting each other, and 

put forward efforts to make ‘tourism’ enjoyable for present and future 

generations.  
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