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1. Introduction—Recent Tourism movement (World & Japan)

[Int’ | Tourism] Today, after introducing on the current tourism trends before

COVID—-19, I wish to talk a drastic change of tourism in the world and Japan.
Meanwhile, I would like to propose my ideas of revitalizing tourism mainly in Japan
towards Post—COVID-19 pandemic. According to the UN World Tourism
Organization (UNWTO), int’ | tourist arrivals grew by 3.5% in 2019, reaching a 1,458
million. The growing rate of int’ | tourism is significant in Asia & the Pacific.
Surprisingly, average growth rate was 7.1% in Asia & the Pacific in the years of

2009-2019. This region has increased its share in both arrivals and departures.
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[Tourism in Japan] The Japanese Government initiated a campaign aiming
Japan to be a “Tourism Nation” during the era of former prime minister, Mr. Koizumi
in 2003, launching the Visit Japan Campaign with the aim of achieving 10 million
overseas visitors by the year 2010.
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Although, foreign travelers number declined due to the Great East Japan earthquake
in 2011. The number reached 10 million for the first time in 2013. The number of
inbound travelers to Japan reached 31.88 million in 2019. Now the Japanese
government has a target of 40 million int’ | visitors by 2020 and 60 million by 2030.
. The Impact of COVID-19. According to the latest data from the UNWTO, the
COVID-19 crisis could result the world tourism business an annual decline of
between 58% and 78%, compared to 2019 figures.




Domestic demand is expected to recover (NO.4)

faster than int’ | demand according to the T impace of COVIDIOON o & dapan
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UNWTO experts survey. The majority
expects to see signs of recovery by the
final quarter of 2020 but mostly in 2021. e ey e e e e

The number of int’ | travelers to Japan was heavily (NO.5)

affected by the spread of COVID—19 since February. i impacor covivisoworias sapan
According to JNTO, the estimated number in June ——— = e =
was 2,600, while declined by 99.9% compared to the

previous year. The half-year total reduced by 68.7%. 2 |
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On the other hand, the drop rate in outbound in

Japan was almost the same as the foreign travelers.

IM. Tourism & “ the New Normal” We may see great revolution of working and vacation

style in Japan. Many Japanese may move from city into regional areas and work from home
using digital technology and enjoy flexible vacation. The government has been developing
a national initiative to encourage businesses to offer the employees ‘workations’ .
The term ‘workation’ is an amalgamation of the words ‘work’ and ‘vacation’.
Government officials and business managers are trying to change the work culture
by pushing a new way of working style. If long vacations more than 2—-3 weeks are in
common in Japan, we can avoid congestions during the holiday time such as the
golden—week, the year-end & new year period, summer Obon holidays. Decentralization of
our vacations can boost utilization of weekday lower rates of accommeodation, aiflines, trains.
Eventually, we can make our holidays relaxing and enjoy cheaper travel expenses. The
Japanese Government is recommending people to avoid the three C's: closed
spaces, crowded places, and close—contact settings. COVID-19 pandemic has
transformed the world of travel. Many people are likely to prefer to short—-term
and short—distance travels to avoid COVID-19 infection risks. Percentage of
FIT has grown in recent years. The importance of “experiences” tourism products is
growing to do with the environmental awareness. The preferred travel styles
trends are enjoying spa, relaxing at destinations and staying with family or
friends, driving car or riding bicycle. Now online travel has been experiencing a

boom.



IV. Tourism Revitalizing policies by Government and organizations in Japan

eGovernment  The government commenced discussions on [Business track],
[Residence track], [Travel bubble], after lifting “the state of emergency”. Firstly,
business essential travel, followed by foreign student and trainees will travel, finally tourists
will travel. We should be prepared for careful tests of COVID—19 upon arrivals from any
countries.

eRevitalizing policy—“GO TO” series A campaign for revitalizing of local economies

has started from July 22. The government has budgeted 1,680 billion yen for “GO TO
Campaign”, in which “GO TO TRAVEL” benefits a traveler with a coupon equivalent to a half
of a product price paid or up to 20,000 yen per night through travel agents etc. Also, the
central/local governments provide the private tourism sectors with recovery
funds.

e A Roadmap to revive the inbound (JNTO) Japan National Tourism Organization

has supposed a 3 steps roadmap to revive the inbound travel market. The followings
are 3 steps for supposed promotional activities (Travel Voice July10,2020).

[STEP 1] (travel restrictions are still effective) 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)

3. Delivery of safety and security information 4. Support local DMOs in creating
products designed with new trends 5. Appealing public images of travel in Japan in
accordance with new trends

[STEP 3] (travel restrictions on tourists are lifted worldwide) 6. Restart of
promotional campaigns with travel companies or airlines 7. Inviting media, foreign

travel agents or SNS influencers to Japan.

o[ Revitalizing steps for outbound] (JATA) (NO.6)

Japan Association of Tourism Agents shows on the

webinar that 3 recovery steps of travel products for

Japanese travelers will been taken (NO.6).



[My proposal of Revitalization in Japan] We would like to continue promoting tourism

as follows: 1°* stage)Domestic tourism promotion: Travel within a prefecture = Travel
in a region®™ Travel nationwide. At 1% stage, we wish to focus on revitalizing firstly
from the domestic consumption by Japanese. 2™ stage) Int’ | tourism promotion.

1% stage) Domestic tourism promotion: (NO.7)

In 2019, domestic tourism consumption by Japanese and V- Tourim Revializing

1) DOMESTIC TOURISM CONSUMPTION (2019 : 27.9 Trillion Yen)

27.936M

int’ | visitors was 27.9 trillion yen. Domestic tourism

||||||

consumption by int’ | visitors accounted for 4.8 trillion yen,
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17.2%. The others are [Japanese domestic overnights
trips], [Japanese domestic sameday trips], [Japanese

overseas travel(domestic)], totally 23.2trillion yen, 82.8%.

Please pay attention to the total Japanese domestic tourism consumption. Travel to

a neighboring prefecture is Preferred. In addition, it is very welcomed if more than 20

million Japanese people, who were traveling overseas spending 3.7 trillion yen in a
year,

spending their 3.7 trillion yen to domestic travel instead.

2" stage) Int’ | tourism promotion— slow and steady Many people expect prompt

re—open. However, as far as [ see, we should wait until many troubles solved. China
and South Korea use to have large shares in Japanese inbound tourism, however it
is depending upon their political movements. In addition, the risk management is
very important in the inbound tourism industry, inbound tourism could decrease
drastically when political problems occur. We must build a stable and strong
foundation to be a “Tourism Nation”. Another large problem is a tourism leakage, i.e
“Zero dollar tourism” (The ASEAN Post, 27August 2018), which has little economic
effects to the destinations. This happens because all the arrangements are handled
by foreign travel agents. We should point out many illegal tourism operations to the
authorities including tour guides, taxi, bus, hotel/minpaku, tour operations. The
Government must prohibit illegal tour operations and promote healthy operation.

V. Finally Let me suggest the measures for revitalizing tourism measures in Asia &
the Pacific, especially in the North East Asia region (NEA).

1) Promoting Two—way tourism It may be a long time before the revitalization

stage, meanwhile, we should plan the strategy for the time of complete recovery.
During the “Post—-COVID-19", we wish to promote and boost “Two-way tourism”
for both inbound and outbound with suiting countries.

2)Exchanging tourist information including the status of COVID-19 Up—to—date

tourism information, such as the status of COVID-19, security information, statistics



are very important for the tourism industry and the consumers in the NEA.

3) Boosting development of tourism human resources  Future strong tendency of

tourism will be drastic changes to FIT, nature/local/staying tourism. The guests
will
be luxury class repeaters. Moreover, professionals in tour planning and marketing

are required. Cultivation of skilled tourism human resources is the key. (Thanks)
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II. Impact of COVID-19(World & Japan)
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