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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.

Market Share by Destination (2016)

Middle East/Africa
etc.; 1.4%

Latin America & the
Caribbean; 1.4%

No answer; 0.3%

Oceania; 3.1%
South Pacific islands;

0.7%
China; 6.8%

Source: JTB Tourism Research & Consulting Co. “Factual Survey of the Overseas Travel Situations”



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.

Purpose of Travel (2016)

m . 1.89
® Conference attendance; Others; 1.8%

0,
1.4% \l Overseas study/School

trips; 1.4%

No answer; 0.8%
B Training/inspection
trips; 2.1%

B To visit family or friends;
5.7%

B Honeymoon; 4.6%

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%.

Travel Duration by Destination (2016)
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Source: JTB Tourism Research & Consulting Co. “Factual Survey of the Overseas Travel Situations”



Travel Companions

Family travel increased for the second straight year. Travel with friends or acquaintances continued to decline.

® Husband or wife B Family/ relatives M Friends/ acquaintances
B Fellow employees H Alone m Others

™ No answer
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Source: JTB Tourism Research & Consulting Co. “Factual Survey of the Overseas Travel Situations”



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.

B Tour participation costs M Local travel charges @ Shopping B Other costs

Overall average 0.8 Total: 25.6

3.1%)
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Source: JTB Tourism Research & Consulting Co. “Factual Survey of the Overseas Travel Situations”



Travel Arrangement by Destination: Europe/Russia

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

Travel Arrangement by Destination (2016)
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Source: Japan Tourism Marketing Co., “Factual Survey of the Overseas Travel Situation”
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Preferred Purpose of Travel

Nature and scenery

Historic sites and architecture

Local cuisine or favorite foods

Rest and relaxation

Shopping

Experience different cultures

Art galleries and museums

Water sports (windsurfing, scuba diving etc.)
Deepen friendship with companions or enjoy family get-togethers
Meet local people for cultural and other exchanges
Stay at famous hotels

Concerts or other musical events

Absorb foreign languages, expert knowledge
International sports events, carnival, etc.
Experience latest fashions/trends

Gambling, shows

Sports (tennis, golf, etc.)

Skiing or other winter sports

60.9%
4.8% Enjoying “nature and scenery”
5.8% retained top place foe the
4 2th.”, " 7 ”
4.3% 13 ; rest qnd elaxation
declined slightly.
4.5%
2.8%
2.4%
1.3%
0% 20% 40% 60% 80%

Source: JTB Tourism Research & Consulting Co. “Opinion Survey of Overseas Travel Preference”
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How many travel agencies in Japan ?

Cariaem

companies in

2016

JATA.

Category I Category II Category III Referral Agent
708 2,827 5,668 810

Organize packages Organize packages Sell packages Consignment
e Overseas * Domestic e Overseas sales under the
* Domestic Sell packages * Domestic name of travel
Sell packages e Overseas Ordered agents.
* Qverseas * Domestic * Qverseas
* Domestic Ordered * Domestic
Ordered e Overseas
* QOverseas * Domestic
* Domestic
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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

Demographics

« 60s +

 Rich senior couples
 Retired

‘I don’ ’rwon’r ’ro MIsS ’rhe world’s must-see
touching sfres/expenences in my life”

Who they travel with
* Travel on her own

* With Husband, or
Female friends




Important Segment - Culture oriented girls

Demographics
e ° 20 — 45 year old female
~ . mid to high income
e . Living in metropolitan areas
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“I like to travel as if | were living like

stylish locals...”

*‘Travel on her own

‘With Husbband, 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

apanese still appreciate printed materials in
apanese

(&

(&

"hey 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




Market Trend




Movement of Japanese travel trade

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.
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Consumer’s behaviors

Security

Security concerns

Simply don't feel like it
Language concerns

Costs too much

Do not like foreign food
Fear of flying

Anxiety about health
Concerned | may become ill

Cannot take time off

Dislike foreign travel 13.0
11.9%

11.6%

Tiresome travel applications and procedures
Need to care for family, animals and/or plants
Don't agree with foreign customs like tipping
7.6%
6.8%
4.8%
3.1%
2.5%
1.1%

No destination | would like to visit

Takes too long to get to airport

Overseas travel is extravagant

No one to go with

Hard to align holidays with desirable companions

No acceptable tour schedule/itinerary/price

(oL A% JTB report 2017)

51.6%

0% 20%

40%

60% o5



Consumer’s behaviors
Food

Natural & scenic attractions 59.7%

Gourmet sampling 63.2%

Shopping 61.7%
Historic and cultural attractions
Art galleries & Museums

W 2016
W 2015

Rest & Relaxation
Beauty treatments/Massage
Swimming

Theater...

Theme parks

0% 20% 40% 60% 80% 100%
26



Consumer behaviors
Digital (Smartphone)

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

il
L [ ]
6,22175 A 6,568 A

pO[IE: 3
+26% +16% +13% +1 1% ]S

20094 20104 20114 20124 20134 20144 20154 20164 20174
10-12H 10-12H 10-12H 10-12H 10-128 10-12H 10-12H 10-12H 10-128

(Source : Nielsen research, Orange line is smartphone)
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Consumer behaviors
Digital (Instagram)

Instagram a1y
LRI A enjoylatvia
. . . A % A
The comparison of the number of users of application 7N BE7I2E  7A00-7832A  90AETAO—#
'.'\f.. Y 4 ? Enjoy Latvia Latvia's official travel profile. Use #enjoylatvia or
‘.— 3 / #atklajlatvijunojauna for a chance to be featured and help us tell the story of our
2 76 SEA - land
! www.wor ds.com/vote-for-i d- genc...

-1+ 18% 2,250F A

2,336 A 3%

2,078F A 1,8185 A

>
I+48%

1,232A A

Twitter Facebook Instagram




Consumer behaviors
Digital (Sharing economy)
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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

(F1)
* Walking in Tammisaari and guest house Alapiha

e Fiskars village
* Tytyri Mine Museum



Feedback of FAM Trip

 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
 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 )
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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
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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
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The result from FAM Trip

Group to Tallinn, Kihnu and Riga
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July 11 — 13 Baltic Roadshow
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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



ple

\

’
p
“,

0

e

pe

,.,w,/?; : ) i 4 d‘..w

SR - ©
oM %
o .0
o} M
=
Q. &
o~

t

28-S
ip\

gu
-~ Press Tr

£
>

<

t

-

IR

=

-~

-




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 Ungurmuiza manor
and Karlamuiza Country Hotel.

(EE)

e Klaara-Manni Holiday-and Conference center (sauna experience)
e Santa’s Chimney Farm

* Tori-Joesuu Cider and Wine Farm

* Lunch at Restaurant Eagle and Maria Farm

* Hanko nature tour

* Lunch, shops and exhibition at Kuparipaja, Fiskars
* Mushroom picking and dinner at Calliola resort

* Kayak experience in Siuntio river



Feedback of press Trip

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

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

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

Interior design
Food layout
Life style and life environment



Feedback of press Trip

What needs to be improved?

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.

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.

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.



. Outputo 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
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Output of Press Trip
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SERENDIP TRAVEL Vol. 01

Output of Press Trip

Finland -

issue on
(Released on Dec. 16)

- Special

SOUTH COAST FINLAND TO BALTIC STATES
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Output of Press Trip — Online articles
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Travel website Trip Planner
by Miki Noguchi
52 articles

300,000 UU (Unique Users)
850,000 PV (Page Views)
Ads value:
{bout 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.
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Noverg:r 21 Rural Tourism Seminar
bassy of Latvia in Japan o
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November 20 - 21
Sales calls along with the seminar in Japan

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.

Completed in June 2017
e ' Completed in September 2017

GO RURAL

HEZKLES
T4V FEEE TANZ T T hET
RITERITRAHTR

7D97F7 1771

1,000 copies 7,000 copies
For travel professionals



Tourist Brochure Feedback Campaign
Purpose

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

How to proceed the campaign?
(1) We made 5 guestions 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? GO RURAL
Downloading from CAITO website ::::;M;' i
“ 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: 1%07200

Gifts to the respondents B

Postcards of rural Latvia A ,‘




Tourist Brochure Feedback Campaign

Questionnaire

[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

Announcement
(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



Image Brochure

Revising and reprinting of image brochure.

www.balticsea.countryholidays.info 2,000 copies

‘_




B — U s - = 2 LS Newsletter Vol. 01

Vol. 01 Issued on August 8

Campaign Preview HTML Source Plain-Text Email Details

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

http://www.balticsea.countryholidays.info View this email in your browser

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

HEY—YXL+Za—AL%—
Rural Tourism Newsletter Vol. 01 August, 2017

Openrate: 41.2%

News from CAITO Project CIiCk rate: 0 6%
CAITOZOY Y hRE D

7Oy hMZ2oWT

\ | | | | Most clicked link:
SEL DTiitfa\?iFore&ght l\\/lark\etlngéj:EU?’El vzohk iD—’J Rural/‘[ourlsm\Promotlorl . . .
S e B e a e http://www.balticsea.countryholidays.in

D 7HAY Y ~(CAITO)IEBaltic Country Holidays (JN)LF w7 - AV KYU—RUF
—) . Estonian Rural Tourism (TX k =7HEY—Y XAWHR) | Visit South Coast _

Finland (7« >3 > RERSERER) 75 hC7REBEARY —U XL - 7/0— kX fo/?lang=ja

Yk, IZXNZPEEERB. VYR - 715V ROBADE IS 3ERICHIZD A . .

DR 54 RSB T IBTOSY N ETIE- S 3 T EEDTE, (Japanese website of CAITO Project)
SRET. TARZFP 74V SV RERBICIE T 7 —L « ATAPRYFT—/I\DX + AT

P e B R B 2 L e & e ] N AT 4 B O LR /5 N == >

https://us13.admin.mailchimp.com/campaigns/show?id=1066485 1/6 R—


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

Newsletter Vol. 02

Issued on December 18

Topics:

(1) CAITO seminar in Tokyo

(2) Japanese Facebook page opened
., (3) Christmas in Finland

) SR G (4) Christmas in Estonia

HYRTZDBEEIFORVEMIZARD hET, RRORENEE-> TN REE (5) Christmas in Latvia
BRUOBESOH TR, BARBEDEHNEY Y ATAOBEE KL #FT, KB
ETSLS1—RBY Y RIRA T DEHNEABTT, KBOBICET—ELF A—
BENTHY . 2hEBOH-AGBESBEIALE EHATNET, T4 25K Al

Eo>THUY RTADRELRAER N DERDS DT, 1 DA —T & THN IR/ The number of recipients: 1,740
L. 351 ORE—YPMHELEEFS> NS TAESSE, TLTEHS 1 DHBEOF Y
tA—LTYT, Y RAIZDRETI DIDABRS WENE T4 V5V F AZFANHR (Travel trades and press people)

YRBRWES IZRL FT, B3I TEI Ay FEFEEhERY b T4 UABRIZAY TY,
S5 (TEEL LMERRIE:  https://www.visitsouthcoastfinland.fi/len/blog/traditions-are-
important-in-the-finnish-christmas-table

Open rate: 20.6%
Click rate: 1.5%

Most clicked link:
https://www.facebook.com/Caito.japan

D4R —TIOT14ET«

1BE2A1E. 74 05K QILEE BHIEHVTIHEERETAB> TOET, T4 07 ese/

VR ABOBOL —RY FUAMS S LHSAETHREET, 74 252 F OBILH . .
FAEEISHY . 2OMPLL ARIZENRY FtA, TRISHONDIFTRES . EFO (CAITO Project Facebook page in
MEMEMEERY ARAET. C 0L BERET( V5 VK BTH—ER

( kaamos) EFEENTNET, HLYI4 V4 —FI T4 ET4 EELBLLOHS . B Japanese)

DLEMG VY EY O, o BOPEHPORT— ) VI TELETA AR T7T—k B’E#8H
TYo BNTRESBVDONT 4 VFUF NADEELGXETHHAF—TY, #HTHLEL


https://www.facebook.com/Caito.japanese/
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Opened on December 7, 2017

/22posts (as of March 22,2018) A

270 Likes

k282 Followers )

5 S i The effect of paid advertising
™ AV I\ ; }:_F@ from January 10 to 15 (5 days)

cara EaxmL L5 It increased by
@Caito.japanese 173 Likers and 176Followers.

FLLIECES Total Page followers
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CAITO Facebook Engagement analyzmg

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: Q NIV SR EDH
Reach: approx. 100 (the highest 355) ST BERU LS

Like to each post: 10~20 ceeeee

FLLRIBES

mmm) We need to increase the number of Likes Z = p:
and Followers to the page, as well as engagement. ##ss  sx  #&3z ~-vzEs

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.

Analyzing Methods wmss)  Nextpage



CAITO Facebook Engagement analyzing

A/B testing 1: Posting similar contents on different time
Contents: Both are online article from press trip last year

PN ;(;bhgsﬁﬁga)mm:gmb;g c::_o LB REOHMERL &S

CAIYO s mrt &% (2] 3811 12:00 - @ Sunda 12 OO == el 2/ &% (2] 3818H 16:00 ‘Sunda 16 OO

IRARNZFPOA—H=Zv Y - \—TH-—F> T X . 77—1“ AfT-T ZhEFORBEMAICHZIZObVWWHAY MY —KRFIL f73 =)L v LA
JvRER) (byayan)

& &S ! (by ayan)
http://gotrip.jp/2017/10/75225/ http://gotrip.jp/2017/10/74387/
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I e S ' N 3EARY—FLELL 1 Shar?
ik vt () axvr93 A VIPTR 2 ) Wa ! O axvrs3 2 v1FPT3 av
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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.
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