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1. Introduction: Pre—COVID-19 Tourism situation

& the Impacts of COVID-19
[F—EEStHEINT0E
International Tourist Arrivals
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" Achual data is prefiminary and based on estimates for destinations which have not yet reported fulkyear resifis

International tourist arrivals in 2020: Scenarios and actual
results (y-o-y monthly change, %)
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(B T8iB®E20201 ) (Inbound & Outbound in Japan)
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Visitor Arrivals to Japan in Sept. 2021
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Japanese Overseas Travelersin Sept. 2021
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2. JNTO Tourism Revitalizing Policies & Keidanren(JBF) Proposals
[UNTOEEBUR & ZMHE- 12 E | (by JNTO)

JNTO’ s a three—steps roadmap to revive the inbound travel market.
(Travel Voice: July10,2020) I 12/ U REMHIL-O—K <y 1 (JNTO)

STEP 1 (travel restrictions are still effective both in Japan and the rest of the world)
(4} HHIBR - B A HEE)

1.Consecutive delivery of information to Japan fans on SNS

2.Delivery of information for B to B on webinars

STEP 2 (reopening of domestic travel both in Japan and the rest of the world, and entry
restrictions into Japan are lifted step by step)

(BXESLFUHFETCERRITHIEREL. BE~DAEFIRE SRR f#E)

3. Delivery of safe and security information

4. Support local DMOs in creating products designed for new trends

5. Appealing public images of travel in Japan in accordance with new trends

STEP 3 (travel restrictions on tourists are lifted worldwide)
BAEOABHFEI’BEERESN, €1 2/1\D Y FOZABBENRE > -KR)

6. Restart of promotional campaigns with travel companies or airlines

1. Inviting media, foreign travel agents or SNS influencers to Japan >




2. JNTO Tourism Revitalizing Policies & Keidanren(JBF) Proposals
[UNTOHEBEE & EFIE- 125 (by JBFif& ;&)

» @Proposal from KEIDANREN(JBF) [Travel Voice] 07Sept.2021

[Keidanren ( Japan Business Federation ) submitted its three
proposals for activation of social and economic activities living with
COVID-19 to the Japanese government. |

1) Reinforce a thorough medical system for COVID-19 treatments
[REAEZATRE L T S EERRBAFI D)
2) Active COVID-19 test [TRIBEREDER]

3) Shorten the mandatory quarantine NFE - ABZREEEOEIE /5 EEA1E ]
) (period from 14 days to up to 10 days=>Now,3days)
4

»(July,2021)[A vaccination passport] Keidanren proposed that it should be used
[P0 FUNAR—OBREEREZRD B]



3. My proposal of Revitalizing

—Domestic & Int’ | Tourism (Part 1)
[FADEFEFEZ—EN &EREERL(1)

D15t stage) ERELDIER

Domestic tourism promotion
(Travel within prefecture =
Travel in a Region®™Travel nationwide)

(22 stage) ERsEX DR

Int’ | tourism promotion
(Focusing on Int’ | tourism:

Inbound & Outbound)

DOMESTIC TOURISM CONSUMPTION
(2019 : 27.9 Trillion Yen)

(MFXI-31) BREACHITDIRITHESR
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4. My proposal of Revitalizing —Cross Border EC (Part 2)
[FADEEFiE—HIREC] (2)

Impact of Recent Increase in International Visitors to Japan

mpact (1): Impact on Consumption (Sales);HE (Fs L&)
mpact (2): Regional effectsihigi#F 7
mpact (3): Impact on Investment}z &

Impact (4): Impact on Exports (Cross—border EC)#giH} (HiZEC)
[White Paper on Tourism in Japan (Rt EHE)2018]

The increase in international visitors to Japan contributes to not only “tourism
consumption” but also an increase in “exports.” For example, purchases of Japanese

products made t

@®[EC:E-Comm

hrough cross—border E-commerce after travel to Japan have increased.

erce]: Cross—border shopping is an electronic commerce between a

consumer and a business with a nationality other than the country where the consumer
resides(METII& EE & —Ministry of Economy, Trade and Industry)

@ [Cross—border shoppingl: is any purchase made by consumers from retailers or providers
located in a country other than the country in which a particular consumer is resident.

(EU COMMPFRINEFESE)




Int’ | Tourism & Cross Border EC

Estimated Scale of Purchases through Cross-border EC Made after Travel to Japan (2017)

Top 5 countries and regions in
the ranking of the number of

: : e China
international visitors to Japan
(including China)

(1) Purchases made after one’s
own travel to Japan i 9,000
(2) Purchases made after one’s
family member’s or acquaintance’s 1,500 1,200
travel to Japan
Total amount of Japanese products 15.500 11.100

purchased through cross-border EC

Source: JTA document based on a questionnaire survey
Note 1:5 countries/regions: China, Taiwan, South Korea, Hong Kong, and the United States
Note 2:B to C transactions fall under cross-border EC.

Note 3:Figures above indicate the purchase amount in each country and region.
The figures include fees for cross-border EC and do not indicate the amount of exports from Japan.
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Int’ | Tourism & Cross Border EC

- About 40% of them have purchased Japanese products since they traveled to Japan.

- Popular Japanese products purchased through cross—border EC are cosmetics, food, and pharmaceuticals.

Popular Products Purchased through Cross—border EC

in China and Reasons for Purchase

(Multiple options, n =962 (2016/10), 992 (2017/8))
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Source: JTA document based on Survey on Chinese Consumers’ Awareness of Japanese Products (JETRO)



Cross Border EC (Case Study in Japan 1)

[1] Cross Border EC—Hida TAKAYAMA(GIFU)

Iz BB I - FReEE = | LI[Before COVID-19/ May,2017]

(BH: ABBEEANVIET O v/

https://www.softopia.or.jp/events/201705190ouentaiseminar/)
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[GIFU-Pre.] WITH COVID-19
(Mar.2021)

Promotion[Cross Border EC X Tourism]

{Traditional Industry>
-MINO/ Washi (Japanese) Paper [ =B
- SEKI/Blades ES D F ¥ |

«TAJIMI Toki/Ceramic Ware [ [8H 25 ]

Uo#iEE2PR: 75 REE(-T: & 15 B IR &PRTIMES]
W75 AEE hitps://fr.shopping.rakuten.com/event/qifu



https://www.softopia.or.jp/events/20170519ouentaiseminar/
https://fr.shopping.rakuten.com/event/gifu

Cross Border EC (Case Study in Japan 2)

[3] ONLINE TOUR X Cross Border EC

[DMOBNDFEER 5 HiiRH1E[Yosano Musume brewery ]

ONLINE TOUR] by DMO Umi no Kyoto (2021)
(BEENOS TravelE—/X FSR)ILFETER/
& https://www.kyotobythesea.com/ HP)
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S. FINALLY

*Domestic tourism promotion
=Int’ | tourism promotion
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YcRepeating Visitors & Shopping Repeaters for Cross Border EC
(BAVE—2—&MIRECUE—FRASE)

Thank you for your attention
CREEHYMNESITENVEL,
E-mail : masarusuzuki0308@gmail.com
http: //tourism-nippon.com



