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The Number of Japanese Travelling Abroad in 2017
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Numbers of Overseas Travelers by Gender and Age Group

More people of both genders traveled overseas. The sharpest increase was for young women.

The  number of men increased by 3.8% to 9.63 million, while women increased by 7.9% to 7.49 million. Analyzed by gender  
and age, all segments increased. The sharpest increased was registered for  young women over 10 and  under 20, up 13.2% 
year-on-year, followed by women in their 20s(up 13.0%), so all young women saw high growth rates.
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Destinations by Market Segment

Men concentrated on China and Southeast Asia, with business travel a major factor. Women were scattered 
among different popular destinations by segment. 
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Purpose of Travel

70% of travel was for tourism. Proportional  trends were maintained.

In terms of the purposes of travel, there were no major change from the previous year(2015), with the result that 
trips were taken most frequently for  tourism, at 70%, followed by business, which was slightly lower at 12.2%. The 
purposes of travel are maintaining similar trends.
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Source: JTB Tourism Research & Consulting Co. “Factual Survey of the Overseas Travel Situations”
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Travel Duration: Europe/Russia

Trips to East Asia took up to four days. For Hawaii, five to seven days were usual. Trips to the U.S. Mainland 
slightly lengthened.

For most  remote destinations, such as Canada, Europe & Africa, etc., trips lasting at least eight days accounted 
for about 60%.
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Travel Companions

Family travel increased for the second straight year. Travel with friends or acquaintances continued to decline.
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Travel Costs by Destination : Europe/Russia

Total expenditure exceeded 400,000 yen for remote destinations. The tour participation costs dropped for Europe 
& Russia.

The total expenditure for Europe & Russia, at 369,000 yen, was well below the previous year(2015), reflecting a 
major reduction of 37,000 yen in tour participation cost. The lowest total expenditure was, as it was the previous 
year(2015), the 113,000 yen for East Asia.
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Travel Arrangement by Destination: Europe/Russia

Fewer honeymooners used package tours. Many more first-time travelers made their own overseas travel 
arrangements.
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Preferred Purpose of Travel

Enjoying “nature and scenery” 
retained top place foe the 
13th;”rest and relaxation” 
declined slightly.
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Japanese Travel Trade



10,100 
companies in 

2016

Category Ⅰ

708

Category Ⅱ

2,827

Category Ⅲ

5,668

Referral Agent

810

How many travel agencies in Japan ?

Organize packages
• Overseas
• Domestic
Sell packages
• Overseas
• Domestic
Ordered 
• Overseas
• Domestic

Organize packages
• Domestic
Sell packages
• Overseas
• Domestic
Ordered 
• Overseas
• Domestic

Sell packages
• Overseas
• Domestic
Ordered 
• Overseas
• Domestic

Consignment 
sales under the 
name of travel 
agents.

J.A.T.A.



Structure 

Land Operators
Travel agents
Whole sellers

Accommodations

Restaurants

Transportation

Guides

Activities

Retailers
Consumers

Airlines



Japanese consumer behavior



Japanese generally
• They have very limited linguistic ability 

• Well known as good manner people

• Their holidays are quite short

Trend going on
• Group traveling →Individual traveling

• Ordinary sightseeing →Purpose led programs

• Touring around → Single destination



Important Segment – Travel Savvy Seniors

GREY Worldwide Inc. 17

“I don’t want to miss the world’s must-see 

touching sites/experiences in my life”

Demographics

• 60s +

• Rich senior couples

• Retired

Who they travel with

• Travel on her own

• With Husband, or 

Female friends



Important Segment - Culture oriented girls
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“I like to travel as if I were living like 
stylish locals…”

Demographics

• 25 – 45 year old female

• mid to high income

• Living in metropolitan areas

•Travel on her own

•With Husband, or Female 

friends



Decision making process

• Ladies are decision makers

• Influence by 

short-haul destination: word of mouth

long-haul destination: HP of tourist offices & 

agents



Preparation period
• Japanese still appreciate printed materials in 

Japanese

• They want to get as much as practical 
information such as weather, cloths, 
transportations, map e.t.c.

• Concrete proposals are more attractive for 
them. 



During trip

• Smiling is worth while million euro promotion

• Japanese are not so active people. 

• Wifi is must service in accommodation

• “Enjoy yourself “ doesn’t work

• We can treat them in local way, but a bit more 
explanation



After trip

• They are potential repeat travelers

• Complains come afterward
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Market Trend



Movement of Japanese travel trade
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• Online travel agents are very active and getting market share.
• Package business gradually loose market share.
• Inbound business to Japan continues to increase
• More flights by Finnair, Polish Airlines.  



Consumer’s behaviors
Security
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(Source: JTB report 2017)



Consumer’s behaviors
Food
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Consumer behaviors
Digital (Smartphone)
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(Source : Nielsen research,  Orange line is smartphone) 

Internet users by PC(Yellow) and Smartphone (Red)



Consumer behaviors
Digital (Instagram)

The comparison of the number of users of application  



Consumer behaviors
Digital (Sharing economy)



April 13 – 18 FAM Trip 
with 6 travel agencies 



Feedback of FAM Trip
• Products of high reputation

(LV) 

• Kemeri National Park

• Bread baking at Caunites

• Birini castle 

(EE)

• Local dinner and smoke sauna story at Mooska Farm

• Avinurme Wooden Handicrafts Centre

• Lydia Hotel in Tartu

(FI)

• Walking in Tammisaari and guest house Alapiha

• Fiskars village

• Tytyri Mine Museum



• What could be USP (unique selling point) for our area 
in Japanese market?

(LV) Tradition of Latvian nature worship (animism / 
paganism) is so much connected to the Latvian people’s 
lifestyle and culture.

(EE) Smoke sauna and its spirituality 

(EE) Homemade dishes in the farm

(FI) Local products for local consumption organic food

(FI) Good taste design and art surrounded by nature

(LV)(EE)Many companies are relatively new and 
enthusiastic about the promotion. 

Feedback of FAM Trip



Feedback of FAM Trip

• What were missing?

(LV) (EE) (FI) Experiencing rural life with local people,  
like picking herbs/berries/mushrooms and cooking 
with them.

(EE)(FI) Experiencing what clients of the participants 
likely to do. (Smoke sauna, public transportation, 
shopping)

(EE) Clearer explanation about each facility at the 
beginning of the visits. (What the facility is for? / the 
purpose of the visit / what they expect the travellers )



The result from FAM Trip
Alis Tour
Both products are for individual travelers. So far they haven’t got booking, yet.  

Slow life in rural town, Finland and Estonia
(Helsinki, Tanmisaari, Tallinn, Tartu ) 

Rural scenery from Latvia and Estonia
(Riga, Bauska, Sigulda, Tartu, Vihula, Tallinn)



The result from FAM Trip
Nihonbashi Traveler’s Club : Group package tour. 
Island of tradditional textile, Kihnu and Helsinki with archipelago tour
(Tallinn, Parnu, Lahemaa, Helsinki (4 nights))   3 departures (5/24,  7/12, 9/6) proposed, 
Tour was not materialized due to minimum participants



The result from FAM Trip

Finntour : They created 8 pages pamphlet with 7 tours  (1 group package, 7 individual
Tours) Sales will start from April,2018  



The result from FAM Trip

Group to Tallinn, Kihnu and Riga Individual tours to  Estonia Individual tours to Latvia



July 11 – 13 Baltic Roadshow



July 11 – 13 Baltic Roadshow
• We organized seminars in three cities – Fukuoka,

Osaka and Tokyo

• Asnate and 4 related tour operators introduced 
themselves and CAITO Project at the end of 
seminars 

• Presentation of each country contained some 
elements of rural tourism.

• Reception time became good opportunities for 
networking and information exchange

• The number of participants: 

Fukuoka 28    Osaka 56    Tokyo 99



August 28 – September 3  
Press Trip with 7 media-related people



Feedback of Press Trip
• Products of high reputation

(LV) 

• Avotini herb garden (explanation of medicinal plants and drinking green 
smoothy)

• Mushroom picking and cooking/dinner at at Ungurmuiža manor

and Karlamuiza Country Hotel. 

(EE)

• Klaara-Manni Holiday-and Conference center (sauna experience)

• Santa’s Chimney Farm

• Tori-Jõesuu Cider and Wine Farm

• Lunch at Restaurant Eagle and Maria Farm

(FI)

• Hanko nature tour

• Lunch, shops and exhibition at Kuparipaja, Fiskars

• Mushroom picking and dinner at Calliola resort

• Kayak experience in Siuntio river 



• What could be USP (unique selling point) for our area in Japanese 
market?

Nature
• Easy-to-walk forest
• Can feel the blessing of nature with five senses
• Forest industry of Finland interests one participant

Food
• High quality of ingredients and fresh vegetables
• Warm hospitality 
• Not too much portion, but sophisticated although natural
• Wild food of Finland was impressive, hope it will be popular in Japan

Stylish
• Interior design 
• Food layout
• Life style and life environment

Feedback of press Trip



Feedback of press Trip
• What needs to be improved?

Accessibility
• It is not so easy for Japanese tourists to travel by rental car. 
• It would be nice if people of each facilities can pick visitors up at the closest 

large bus terminal or at the accommodations.

Rules in the number of visitors 
• Some accommodations and activities/facilities  accept only big groups.
• Most Japanese who travel individually (not in a group tour) don’t go with so 

many people.

Schedule of the trip was too tight
• The dinner time tend to start and last until late in the evening.
• For a good coverage, it s ideal to go maximum 3 places in a day and 

concentrate on one place. 
• Shopping time in the capital is also important for introducing in the media.



Output of Press Trip
Liniere

December 2017 issue
(Released on Oct. 20)

6 pages articles 
in fashion & lifestyle magazine 
"Linier" about Finland 

Illustrations & diary: 
Mariko Hirasawa
Photos: Yumiko Miyahama

Page charge:1.8 mil. JPY / page
Fabrication cost: 

375,000 JPY / page



Output of Press Trip
Liniere

February 2018 issue
(Released on Dec. 20)

6 pages articles 
in fashion & lifestyle magazine 

"Linier" about Latvia and Estonia 

Illustrations & diary: 
Mariko Hirasawa

Photos: Yumiko Miyahama

Page charge: 1.8 mil. JPY / page
Fabrication cost: 

375,000 JPY / page



Output of Press Trip
SERENDIP TRAVEL  Vol. 01

- Special issue on Finland -
(Released on Dec. 16)

8 pages articles 
in newly published travel 
magazine ”SERENDIP TRAVEL”

The article covers Finland, 
Estonia and Latvia

Photos & texts: 
Miho Kakuta

Fabrication cost:
100,000 JPY / page



Travel website Trip Planner 
by Miki Noguchi
52 articles

300,000 UU (Unique Users)
850,000 PV (Page Views)

Ads value:
about 500,000 JPY per page

Travel website GOTRIP! 
by Ayan (Kozue Koide)
15 articles

Travel blog UKOARA.COM
by UKOARA (Yuko Arakawa)
17 articles

Lifestyle & travel blog
Warashibe’s Lifestyle blog
by ayan (Kozue Koide)
16 articles

Many posts on Instagram and Facebook.

Output of Press Trip ー Online articles



September 21 – 24 Tourism EXPO Japan



November 21 Rural Tourism Seminar 
at Embassy of Latvia in Japan

・36 participants of travel trades
・Presentation with videos 
・Different local foods were offered 
・Buffet reception and networking



Sales calls along with the seminar in Japan

November 20 - 21

We had 4 meetings. 

・Finn Corporation

・Tumlare Corporation
(B2C/website 
department)

・Tumlare Corporation
(B2B department)

・MIKI Tourist
(B2C/website and B2B)



Agent’s Product Manual  /  Tourist Brochure
Translating, proofreading and printing of 2 types of  new brochures. 

7,000 copies

Completed in June 2017
Completed in September 2017

1,000 copies   
For travel professionals    



Purpose
Tourist Brochure Feedback Campaign

(1) We made 5 questions in questionnaire (see next slide) by  Survey Monkey. 
(2) Main target
・General public who are interested in rural areas and in our regions.
・We can also ask travel professionals.

(3) How can they get the brochures?
・Downloading from CAITO website
・Posting from Foresight Marketing office.
・We will also ask embassies, travel agencies and design shops 

to place and distribute brochures in their offices.
(4)The number of  responses we need for analyzing: 100-200

How to proceed the campaign?

Gifts to the respondents 

Gathering comments / opinions for “GO RURAL Tourist Brochure” 
and learn what we should improve / add when we revise. 

Postcards of rural Latvia



【Q.1  Are there useful information for you in GO RURAL tourist 
brochures?】

Strongly agree・Agree・Neutral・Disagree・Strongly disagree 

（Especially useful information:                                                       ）

【Q.2  Do you want to travel in rural areas of south coast Finland, 
Estonia and Latvia having GO Rural tourist brochure in your hand?】

Strongly agree・Agree・Neutral・Disagree・Strongly disagree

【Q.3  Are there any points/contents that can be improved?】

【Q.4  Are there any contents that are currently missing but should be 
included?】

【Q.5  Would you like to tell us more in your own words? If so, please 
add any comments in below.】

Tourist Brochure Feedback Campaign
Questionnaire



(1) We mainly announce this campaign by ourselves 

・Facebook page and website of CAITO

・Facebook page and website of Foresight Marketing Co., Ltd. 

・Japanese Facebook page of Visit Finland and Visit Estonia

(2)We will ask following organizations/companies for 
announcement.

・Finnish, Estonian, Latvian Embassies in Japan

・Finnair

・Travel agencies

(Finntour, Tumlare Corporation, MIKI Tourists, ALIS Tour)

・Finnish and Baltic design shops in Japan

Tourist Brochure Feedback Campaign
Announcement  



Image Brochure
Revising and reprinting of image brochure. 

2,000 copies



Newsletter Vol. 01
Issued on August 8

Topics: 
(1) About the CAITO Project
(2) Smoke sauna week in Haanja, 
Estonia
(3) Apple festival in Dobele, Latvia
(4) Fiskars village and Finnish handicraft

The number of recipients: 1,538 
(Travel trades and press people)

Open rate: 41.2%

Click rate: 0.6%

Most clicked link:
http://www.balticsea.countryholidays.in
fo/?lang=ja
(Japanese website of CAITO Project)

http://www.balticsea.countryholidays.info/?lang=ja


クリスマスの食事

クリスマスの食事は夕方の早い時間に食べられます。 家族や友達が集まって温かい食事を

お祝いの雰囲気の中で食べ、 色々な種類の伝統的なクリスマスの食事を楽しみます。 米粥

とプラムジュースがクリスマスイブの伝統的な朝食です。 米粥の中にはアーモンド が一粒

隠されており 、 それを見つけた人は翌年幸運になると言われています。 フィ ンランド 人に

とってクリスマスの食卓に欠かせないものは次の３ つで、 １ つがオーブンで焼いた豚ハ

ム、 もう １ つがビーツや卵などを使ったカラフルなサラダ、 そしてもう １ つが野菜のキャ

セロールです。 クリスマスの食事でこの3つが食べられないとフィ ンランド 人は何かが足

りないよう に感じます。 飲み物ではグロッ ギと呼ばれるホッ ト ワインがお気に入りです。

さ らに詳しい情報は：  https://www.visitsouthcoastfinland.fi/en/blog/traditions-are-

important-in-the-finnish-christmas-table

ウィ ンターアクティ ビティ

1月と 2月は、 フィ ンランド の北部と東部においてはほぼ常時雪が降っています。 フィ ンラ

ンド 北部の雪のシーズンは11月から少なく と も 5月まで続きます。 フィ ンランド の最北部

は北極圏にあり 、 冬の間約1か月間は日が昇りません。 完全に暗いわけではなく 、 正午の

前後数時間は薄明りが見えます。 このよう な極夜はフィ ンランド 語でカーモス

（ kaamos） と呼ばれています。 もしウィ ンターアクティ ビティ を楽しみたいのなら、 丘

の上からソリ滑りや、 凍った海や街中のスケート リ ンクで楽しむアイススケート がお勧め

です。 忘れてはならないのがフィ ンランド 人の重要な文化であるスキーです。 誰でも楽し

Newsletter Vol. 02
Issued on December 18

Topics: 
(1) CAITO seminar in Tokyo
(2) Japanese Facebook page opened
(3) Christmas in Finland
(4) Christmas in Estonia
(5) Christmas in Latvia

The number of recipients: 1,740 
(Travel trades and press people)

Open rate: 20.6%

Click rate: 1.5%

Most clicked link:
https://www.facebook.com/Caito.japan
ese/
(CAITO Project Facebook page in 
Japanese)

https://www.facebook.com/Caito.japanese/


Facebook page 
Opened on December 7, 2017

22posts (as of March 22,2018)

270 Likes

282 Followers

The effect of paid advertising
from January 10 to 15 (5 days) 
It increased by 
173 Likers and 176Followers.



CAITO Facebook Engagement analyzing
Current Situation (as of March 23) 
We opened it on Dec. 7th, 2018.
The page has 270 Likes and 282 Followers.
We have made 44 posts.

Average recent engagement: 
Reach: approx. 100 (the highest 355)
Like to each post: 10〜20

We need to increase the number of Likes
and Followers to the page, as well as engagement.

Purpose
To analyze what kind of post (contents, posting timing and others) could 
get more numbers of engagement, and apply the result for future posting 
activity. We can also apply it for paid advertising.                             

Next pageAnalyzing Methods



CAITO Facebook Engagement analyzing
A/B testing 1: Posting similar contents on different time    

Contents: Both are online article from press trip last year 

Sunday 12:00                                        Sunday 16:00

167 reaches
10 likes
1 share

355 reaches
21 likes
1 share



CAITO Facebook Engagement analyzing
A/B testing 2 Posting different contents on same time    

Different topics.
Posting all in the evening (18:00) 
on weekdays.

Topic 1 : Events / Festivals

Topic 2 : Foods Topic 3 : Handmade



THANK YOU


