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Significance of Tourism Nation (@) Japan Tourism Agency

1. Promotion of international tourism strengthens our country’s soft power

Building a sound relationship with other countries is a national issue

Grass-roots exchanges through international tourism supplement and strengthen the international diplomacy and significantly contribute to security assurance
The number of tourists from China and the Republic of Korea has rapidly increased

The annual number of tourists from China is 1.01 million and from the Republic of Korea 1.59 million (in 2009, the two countries account for 38.2% of the total
number of tourists)

2. Tourism is an ace for economic revitalization in the age of declining birthrate and aging population

® Tourism promotion (=expansion of exchange population) and economic revitalization by creating demand are effective in the matured society with
declining birthrate and aging population

® The domestic consumption for tourism is 22.1 trillion Yen and the production ripple effect is 48 trillion Yen. The employment effect is 4.06 million
people (6.3% of the total number of employees) (FY2009)

®  [oreign tourists are main players of consumption activities hard to be ignored (the consumption of foreign tourists in FY2009: 1.2 trillion Yen)

‘3. Regional revitalization by expanding the exchange population

® New approach for regional promotion measures is required in rural areas. The expansion of the exchange population by tourism
is a key for regional economy

® Unique regional development to attract more tourists promotes the spirit of self-sufficiency and independence

4, Improving the quality of people’s life through tourism nation

® The baby-boom generation entering the retirement period is looking for a new purpose of life. The expansion of tourism
exchange contributes to enhancing the quality of life including mental activities

® Promotion of tourism nation is a process of rediscovering our country’s historical and cultural value leading toward the revival of
Japanese attractions

~ Revival of Japan by expanding the tourism exchange population~




Inbound Travel Expenses (2009)
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IL Contribution toward Economy of Japan (Economic Effect)

4 )

¥53.1 trillion ==-6. 1% (of national accounting output)
¥27.1 trillion ---5. 8% (of nominal GDP)

4.62 million === 7. 3% (of national total employed)

¥7.4 trillion === 9. 6% (of national & local taxes)

Productive Ripple Effect
Added Value Effect
Employment Effect
Tax Revenues Effect

\_

Source: Ministry of Land, infrastructure, Transport and Tourism, “Consumer Outlook Survey in Tourism”.
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Current movements surrounding tourism administration (@) Japan Tourism Agency

2003

2006

2007

2008

2009

2010

January 31 Prime Minister Koizumi stated in the policy address that “the number of foreign tourists visiting Japan will be raised to 10 million”

April 1 Start of Visit Japan Campaign

December 13 Enactment of the Tourism Nation Promotion Basic Law (unanimous vote) ﬁf”.!

June 29 Cabinet decision on the Tourism Nation Promotion Basic Plan

October 1 Establishment of Japan Tourism Agency

March 13 Tourism Nation Promotion Strategy Council has summarized the “Realization of the Age of 20 Million Foreign Tourists Visiting Japan”
June 23 The Basic Economy and Fiscal Policy 2009 was decided by the Cabinet. It mentions “the realization of world-leading tourism nation (the
number of foreign tourists visiting Japan will be raised to 20 million by 2020)” and “the promotion of taking a vacation and its

decentralization”

July 1 Start of issuing the tourist visa for Chinese people
September 16 Hatoyama Cabinet was established

October 15 "Program of 30 million foreign tourists (FY2010 Budgetary request)

October 26 First “Growth Strategy Council” Ministry of Land, Infrastructure, Transport and Tourism

December 9  First “Tourism Nation Promotion Headquarter” @:Japan. Endless Discovery.

May 17 Summarization by the Growth Strategy Council, Ministry of Land, Infrastructure, Transport and Tourism
June 8 Kan Cabinet was established

June 18 New Growth Strateqy: Blueprint for Revitalizing Japan was decided by the Cabinet. “Tourism Nation/Regional Revitalization Strategy” was

chosen as one of the 7 strateqic fields

“Program of 30 Million Foreign Tourists” and “Decentralized vacation” were chosen as the national strategic project

July 1 Relaxation of the requirements for issuing tourist visa for Chinese people


http://www.visitjapan.jp/

Japan Tourism Agency

Organization for promoting tourism nation (@) Japan Tourism Agency
S

) Council of advisors hosted by the Minister of Land, Infrastructure,
Sl Growth Strategy Council Transport and Tourism to deliberated on issues related to the national
land and transport administration including the “promotion of tourism
nation”

Ministry of Land, Infrastructure
Transport and Tourism

N1k LA el b IS Ve [=1a[8YA (Development of tourist destinations, transmission of attractions of

Japanese tourism, promotion of the tourism industry, etc.)

LB R REREERRERNERRERRERNERNNRERNERERERERNERRERENERNERERERERNERNENERRERRERERNERNENENRERERNERNERNREHNHN DiStriCtTranSport Bureau

(Tourism promotion in

=eaeene JNTO(Japan National Tourism Organization)
overseas, etc. )

L[ Tourism Nation O Presided by Minister of Land, Infrastructure, Transport and Tourism consisting
Promotion Headquarter of the vice ministers of all the ministries and agencies
Cooperation with the private
™ Ministry of Justice (Enhancement of the immigration system, etc.) sector and local governments
= Ministry of Foreign (Public relations through foreign diplomatic

Japan Association of

Affairs missions, review of visas, etc.) Local governments
Travel Agents

L. Ministry of Education, Cultureconservation and utilization of cultural heritages, promotion of

Sports, Science and Technologyiture, exchanges with foreign students, educational trip, etc.) Nippon Keidanren

— Ministry of Health, (Facilitation of taking vacations for workers, environmental ~ Tourism Committee
Labour and Welfare' hygiene management of hotel facilities, etc.)

All Nippon Travel Agents
Association (ANTA)

_ Ministry of Agriculture, (coexistence of cities and rural areas and exchanges between

Forestry and Fisheries them, social infrastructure development of rural areas, etc.) el O I A LTI S

and Industry Japan Tourism Association

Ministry of ECONOMY, (cCreation of the service industry, development of the Tourism Expert Committee

Trade and Industry contents industry, industry tourism, etc.)

Ministry of the (Conservation of national parks, world natural heritages, ecc Tourism Industry Association ~ Other organizations
Environment tourism, etc.) of Japan (T1J) (hotels and inns)

— Others -
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Tourism Promotion Polic @ = m Agency

[Seven Strategic Areas]

Environment and Energy

Health

Asian economy

Tourism and Local Revitalization

Science, Technology and IT

Employment and

Fpstering Human Development (New Growth Strategy -

Finance adopted by the Cabinet on June 18, 2010)

5§ S<<3HBHH-—

1. Increase the number of foreign visitors to Japan to 25 million per year by
the beginning of 2020 and to 30 million in the future.

2. Promote creating new types of tourism and new destinations
3. Promote efforts to stagger vacation times

(Growth Strategy Council: Ministry of Land, Infrastructure, Transport and Tourism)



. o . L Japan Tourism A
Correlation between the five fields subject to consideration at the Growth Strategy P s seibraai e Saord.

The five fields subject to consideration at the Growth Strategy Panel are important for the
economic growth of Japan and they are closely related each other. Therefore, it is necessary to
actively implement measures for exercising the synergy effect to the maximum extent by organic
correlation shown below under the big goal of realizing the growth of Japan by incorporating the

economic growth in Asia

In order to realize the goal of 30 million foreign

tqurists visiting Japan, the capacity of airports in the - - -
metropolitan areas will be expanded and the AVl ation fl el d
transfer costs will be reduced
Promotion of cruises based on [ Strengthening of international ]
safe and comfortable ports competitiveness of metropolitan areas
Improvement of attractions of each city
and effective utilization of tourism resource
Maritime field Housing and urban
development field
{Promotion of the privatization of port management] tilization of PPP and infrastructure funds for developin
infrastructures together with urban development
Promotion of PPP . . . . . . Promotion of PPP
{ of tourism facilities T [ International expansion/public and private collaboration field ] [ for developing airports
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International comparison of the number of foreign touristd) J2pan Tourism Agency

Number of those leaving the Number of those entering
eountry(2008) Y2
K4 (Germany) 73,000 75> (France) 200
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- - 07 (Russia) 19,420
the world and 2nd in Asia |&i# (Hong Kong) sezs
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=M (Australia) 5,808 Fa=T7F (Tunisia) 6,901
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10000 20000 30000 40,000 50,000 60000 70000 80000 90,000
Thousand people Thousand people  (Source) Materials of INTO -7-



The expanding international tourism market in the world ®
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In terms of the number of arriving international tourists, East Asia and the Pacific are expected to grow

and the best market of international tourism .
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Source: Based on UNWTQO'’s “Tourism 2020 Vision”
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Raito of foreign tourists visiting Japan by country and re

Russia Australia
0.05million 0.23million
Germany (0.6%) (2.6%) L
0.12million Other (2010 estimation by JNTO)
(1.4%) 0.79
- million
rance (9.1%)
0.15million Korea
(1.8%) ore
2.44million
England
0.18million Europe (283%)
(2.1%) Canada 0.51million
0.15million 5.9
(1.8%) United North TOtaI
States America ASia
India 0 73million 0.88million 8_6 1 6.21million
0.07million - (10.2%) - (72.1%)
(0.8%) — [ (84% million /
Malaysia 4
0.11million - China
(1.3%) Singapore 1.41million
0.18million
(2.1%) (16.4%)
Hong Taiwan Black Priority market (FY2003~)
Thailand Kong o Blue Priority market (FY2004~)
0 2a1| a.TI. 0.51million 1.27million Red Priority market (FY2005~)
(.2.5;;1; ion (5.9%) (147%) Green Priority market (FY2010~)




Apsatry of Lamil befrastrecouse, Tomport e Tousinm

Program to Attract 30 Million International Visitors to Japan (@) Japan Tourism Agency

|| Assuming the global economy and foreign exchange rates are stable, with no outbreak of war or pandemic.

# of Visitors : Million

35
Expected Growth
Rate 7.7%
30
30 Phase Il
Expected Growth - ”
Rate 10.1% - ~ L7

25 Expected Growth

Rate 20.3% I Phase Il

g
20
p

15

Launch of the Visit
Japan Campaign

10 _I / -8'-?-—’

7.3
6.1 6.7
5.
| I
0 L L L L

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Target:
15 million

-10-
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ActionProgram for Achieve 25million International Visitors to Japan (.

China 141 390 3.86 600 154 P
Korea 244 350 220 430 1.23 X
Taiwan 127 190 1.86 210 1.11 P
Hong Kong 51 70 156 75 1.07 P
Thailand 21 60 3.33 80 1.33 P
Singapore 18 40 267 45 113 P
Malaysia 11 35 3.89 50 143 DS
India 7 30 500 60 200 PS
England 18 26 144 35 1.35 DS
Germany 12 15 1.36 20 1.33 P
France 15 19 1.36 25 132 P
Russia (5} 14 280 30 214 PS
United Stats 73 95 1.36 120 1.26 PS
Canada 18 20 1.33 255 1.25 P S
Australia 23 35 167 45 1.29 PS
Other 80 111 1.59 150 1.35 PS
Total 861 1,500 221 2,000 1.33 X

><Each targets for 2019 will be set by reviewing and changing external environment and the achievement of 2016 -11-



Visit — Japan foreigners 30 million program (Visit-Japan tour program promotic@rdj_’;é,&f_h”'.i"“‘ Agency

i, bfrastracture, Toniport ol Tousiam

Aiming to achieve the 1% term objective to make the number of visit-Japan foreigners15 million from the total
30 million visit-Japan foreigners project, positioning East Asian countries ranging from China, at this moment,
the most significant market, establishing an optimal marketing plan based on the assessment result of KPI
(Key Performance Indicator: objective indicator with respect to advertisement effects, etc.) and develop
effective overseas promotion by selection and concentration.

Drastic marketing research Assessment of KPI Promotion Efforts
O Extraction of potential visit-Japan tourist classes in each O Based on instructions by project screening, conduct a fix
market and grasping trends of travel agents, etc. point observation for promotion outcomes by KPI to be
newly introduced from FY 2010.

| Develop the Best Marketing Plan |

———— =
Projects for overseas consumers Projects for local travel agents
O Advertisement and PR for overseas local O Invitation of overseas local travel agents to Japan and
consumers implementation of commercial negotiations
O Invitation of overseas local news media to Japan O Implementation of education programs for employees of
O Booth display to travel fairs and so forth overseas local travel agents
O Joint advertisement for visit-Japan travel g_;oods

N

Government budget draft for 2011
Visit-Japan promotion project— ¥6.05 billion
Key points:
OPlanning of optimal promotion strategy based on
marketing research and KPI observation results
O Further strengthening of the promotion of East
Asian 4 markets
O Promotion development of programs in parallel
with the Cool Japan transmissions.
le-

Canada [i i




Measures to increase Chinese Visitors to Japarg) Japan Tourism Agency
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Issue

Measure

I Strengthening of the promotional system in China

1. Increasing base stations for promotion

(Till 2008) Shanghai and Beijing = an additional base in July 2009 in
Guangdong

2. Securing budget increase for promotional expenses

(FY2009 budget) ¥2.5 billion =Added ¥4 billion during term (* concentrated
promotion of the newly established private tourist visa)

(FY2010 budget) Increase of budget for Visit Japan Project of ¥27.9
billion—most of the increase to ¥86.5 billion was use in 4 east Asian
markets including China

I Enlargement and strengthening of domestic reception facilities

1. Augmenting Chinese directives in accommodation facilities
and installation of broadcasting system in Chinese language

Maehara MLIT Minister requested cooperation of organizations for
accommaodations facilities (11.19. 2009)

Conducted trial operation in 2010 for manuals in Chinese for use of
accommodation and broadcast system in Chinese language.

2. Increasing the number of Chinese interpreters

Installation of guides-for-pay in addition to interpreter-guides is being
planned

3. Increasing shops that accept China Union Pay card,
Ginren

Memorandum of cooperation between JTA and China Union regarding D
establishing “China Union Japan Travel Pay Card, Ginren” and @JTI will
solicit domestic shops for handling China Union Pay Card (7.16.2010)

4. Review of tourist visa qualifications

Relaxation of private tourist visa qualifications (7.1.2010~)

5. Reconsideration of Chinese airliner landing permits at New
Chitose Airport

Maehara MLIT Minister made a request to Kitazawa Defense Min
(11.18.2009)

Chinese airliners to land on Tues PM (12:00-16:00)3.28.2010~)

I Quality improvement of travel goods for Japan visit

1. Removal of ban against outbound shops in China

Mehara MLIT Minister requested Director Shao Qiwei of China’s National
Tourism Administration (10.18.2009)

Still requesting Chinese Gov. to implement as soon as possible

2. Strengthen measures against low-quality Japan visit packs and
guestionable tour guides

Established Japan Tour Improvement Desk (5.1.2010)

-13-
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Tourist Visa Acquisition Requirement Relaxation for Chinese Tourist ) sl et S

Following changes were made for requirements for Chinese private tourists visa (effective July 2010).
@ Relaxation of the requirement, “person of ample economic ability”.
= Visa shall be issued to a person in a clear “professional position” and having “economic ability”
@ Even when the said person is not present, any relation of the 2nd degree or closer may receive the visa

@ Embassies accepting visa application and Chinese travel agencies were expanded
(Embassies in Beijing, Shanghai, Guangdong (48 agents) — 7 other embassies in overall China
(290 agents) as of July 2010)

% In July 2011, on the basis of past year’'s experience (Jul 2010 — Jun 2011) adjustments were made.
(“Realization of New Growth Strategy 2011” Cabinet Decision, Jan 25, 2011)

Ref(D Group Tourist Visa (Sep 2000~)

<Applicant> All Chinese citizens (no restrictions for income: 4 — 40 persons/group g ' ;

<Guide> 1 each from Japan & China tour agencies (2 persons) & - e

~embassv Iocatlons
(Changes in enlargement of regions subject to the issue of group tourist visa) t__:? :

B Sep 2000~ 1.1 trillion ™
= Sep 2004~ 3.7 trillion RSt
[ 1Jul 24, 2005~ 13 trillion :'_-,__

Ref@ Private Tourist Visa (Jul 2009~)

<Applicant> ’pers,\erun of ample economic ability” & Acco@panvinq family (Relation of the 3rd degree of closer)

<Process> Secure guarantee of Japan travel agent, request visa issuance via Chineg/e travel agent

<Guide> None

<Anti-Disappearance Measure> In case of disappearance of tourist, penalty on Travel Agent (a given period of permit suspension) is
heavier than that for group tour.

<Effectiveness> Trial starting in July 2009 in emba@sies in Beijing, Shanghai and Guangdong along with system improvement
of the foreign embassies 114-




Japan Tourism Agency
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Multi-Visa Issued to Chinese Private Tourist Visiting Okin

| <Okinawa> Tourist Multi-Visa <All Japan> Private Tourist Visa

Commanding a clear occupational position and
economic ability and relatives of the 3 degree
or closer (accompaniment of the principal not
required for relatives of the 2nd degree or
closer)

Person of ample economic security and his
accompanying relation of 2nd degree or
closer (even on 2" or later entry, the latter
must be accompany the former)

Applicant

Multiple entries (multi-visa): during effective
No. of Entries period, multiple entries are available Once (single-visa): only once
(effective for 3 yeas after issuance)

Period of Stay 90 days or less 15 days or less

On first visit, must visit Okinawa (at any time
_ during stay must spend at least overnight in
Travel Requirements  Okinawa). Must show itinerary, air ticket

e re . : _ _ No restrictions (on requesting visa, presentation
(visiting sites) reservation stub (or boarding stub on ship)

of itinerary is required)
No restrictions on 2" or later visit (visiting
Okinawa is not required)

Travel Agency (First time only)
Warranty * On 2" or later visit, personal reference is Travel Agency
not required

Issuance Fee Excused 200 yuan (c. ¥2,600)
July 2009
Effective Date July 2011 ( Restrictions for acquisition conditions were

relaxed in July 2010) 15-



Improvement of Foreign Visitor Acceptance (@) !apan Tourism Agency
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In order to solidify a tourism-based country, it is necessary to heighten foreign visitors’ expectation about touring Japan through raising

perceptive by effective promotions and at the same time to satisfy them through providing hospitality and convenience of access. Toward this
end, improvements of the tour environment and HR development efforts and other measures must be implemented to upgrade the overall quality
of visitor acceptance.
4 Environmental Improvement )
2. Reduction of the language barrier for foreign visitors
1. Upgrading of acceptance of foreign visitors Implemented multi-language facilitation measures from the main access points through
Government will select locations among areas frequently toured by foreign to tour sites in 13 districts throughout Japan by supplementary budge of FY2010.
visitors to undertake development of model areas. About 25 such model
areas will be developed in FY2011. A-%-8- 04
HEIEIZE T A
Sapporo, Hakodate, Noboribetsu, Urayasu, Tokyo MISELh
(Akihabara, Ginza, Kamata), Yokohama, Fuiji- M2BE i For Qita Airport
Kawaguchiko-Fuefuki, Kyoto, Osaka, Fukuoka Y KT E
Hakone-Yugawara-Atami, Yuzawa, Kanazawa, ) X
Takayama, Iseshima, Nara, Tanabe-Shirahama, fgand Alzuwakamarsu . . . .
Matsue, Kochi, Beppu, Kagoshima 3. Promotion of Utilization of Information and
Communications Technology
I Installation of environment for free-of-charge LAN service is ongoing in public
x spaces such as main airports and Visit Japan Bases.
_ 4. Provision of hotel information and broadcast system in Chinese
L In order to establish and improve assess utility, provision of hotel information in
Ry video disks and in-house broadcasting systems using Chinese are under way.
L J

Human Resources Development

5. Interpreter-Guide System in Overall Special Districts  ©. Hospitality Service Support Assistance

Passing tests to be interpreter is required to obtain a license Dispatching residential foreign students as hospitality service supporters

to work for foreign visitors for pay under current regulation. to all tour sites in Japan not only helps cultivation of new tourism
A regulatory amendment for Overall Special Districts is being resources, but also will provide idgas of info tran,‘?‘.mission ar\d .
considered to permit a person other than interpreters trained by improvement measures from foreigners’ standpoint to help identify
special municipal organizations to implement guide for pay. changes required for increasing foreign visitors to Japan. -16-



Bolstering ICT Terminal Network for Tour—-Guiding (@) Japan Tourism Agency

In order to enlarge availability of multi-language tour-guiding, visitors of the Hiroshima Peace Memorial Park may use the
TV-telephone terminals for trial use located in its rest house and Municipal Youth Hostel to obtain tour-guiding from the
TIC in Tokyo in English and Chinese.

Dlsplay

. TmH—GwdmgURL i
I Skype Display Page . site in Hiroshima City
N

Contents & Environment

* Centered on touring sites
and transportation. Info on
other Japanese touring
sites are also available.

Contents

TIC Tokyo
(Chiyoda—ku)

» Contents are presented in

Lang English or Chinese.

» Terminals are located in
the Peace Memorial Park
Loc Rest House and

Peace Memorial Park Rest House Hiroshima Municipal
Youth Hostel.

JUswWuoJIAUg

-17-



New tourism resources (@) Japan Tourism Agency
S

N t i tated in the Touri Nati . . .
ew tourisms stated in the fourism INation New fields of tourism collaboration

. Promotion Basic Plan (June 2007, cabinet decision) | \
[ o
< Definition > <Example>
Experience and learn from natural environment and
Eco tourism historical culture without damaging them (whale Neighborhood sightseeing by professional
watching and plantation volunteer tour, etc.) Sports tourism | sports viewers and participants in sports

events such as marathon and walking

Leisure activities with stay to enjoy nature, culture and
Green tourism exchanges with local residents in rural area
(experience of agricultural work, home stay in rural
families, food education, etc.)

Foreigners visit Japan for the purpose of
) , receiving treatment and medical
Medical tourism

cu , Satisfying intellectual necessity for cultural checkups in medical institutions and
ulture tourism factors such as Japanese history and tradition they also enjoy sightseeing in Japan

Tourism with learning and experiences in factories with
historical and cultural value and those with their

Industry tourism
Yy remains, machineries and state-of-the-art technologies

Fashion, food, Visit Japan trip for enjoying Japanese
movie, animation fashion and food, visit to location places of

tourism hit movies and animation-related places,

Recover, enhance and maintain health by visiting | etc.
areas with rich nature and enjoying nature, hot
springs and nutrient food, and healed mentally and
physically

Health tourism

Others Flower tourism, long-term stay tourism, etc.

- _/

Comprehensive promotion measures are considered in collaboration with prefectures

-18-



Promotion of sports tourism (@) 2apan Tourism Agency
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Various sports resources in Japan

World-class sports for watching Popular sports for participating for all generations
Baseball, J-league, rugby, volleyball, golf, sumo, judo, Marathon, walking, cycling, mountain climbing,
etc. skiing, golf, amateur baseball, etc.

“Spark” for expansion of inbound, domestic tourism promotion and regional
revitalization by utilizing attractive sports resources to the maximum extent

Sports Tourism Promotion <For the time being>
Goals of efforts Liaison Conference
Speedy consideration and implementation
it i {Member] Founded on May 18, 2010 X i
* Transmlttlng sports I’?SOUI’C.GS in Related governmental agencies, professional sports organizations, sports } Qicemonstiative experments
Japan to overseas and improving umbrella organizations, sports associations, tourism organizations, tourism-
access related companies, sports-related companies
E':S)UT:S :0 be considefre?]t e imvitation of international Sbort < train } Formation of interim summarization and
uture course of strategic invitation of international sports events, traini
‘ Promoting sales of leisure SpOI’tS ng camps and conferences (2) Measures for internationalization of sports a response to the budgetary request

nd promotion of international exchanges

tourism to the Asian market (3) Measures for promoting sports watching and creating tours for particip

ation
(4) Measures for improving the ticketing from overseas . .
e . (5) Measures for improving the appeal of sports facilities Creating atmosphere for sports tourism
@ Inviting international games such (6) Measures for promoting the city development using sports as a key accord the framework of organizations
as the world cup and the Olympic (7) Future course of promotion organization of sports tourism
games, training camps, and related (" )
and related conferences Transmission of information by sports tourism website

Information on sports and tourism of neighboring areas is provided by linking websites of different sports associations

. h | of Collaboration with sports associations
* I'r'n'provmg the appeal of sports Sports are used as contents for transmitting information on tourism and the support for sports events contributes to
facilities promotion of sports and encourages mutual development

Promotion and awareness raising by sports tourism maisters
¢ Sports tourism city development Persons who have influence in each sports field are appointed as maister to promote sports tourism and raise awareness

J
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Coordination with International Sports Events (@ i2pen Toutsm Agency

F1 Japanese Grand Prix World Women’s Volleyball

Official name: 2010 FIA F1 World Championship, Round 16, Japanese Grand Prix Official name: Women'’s Volleyball World Championship

Schedule: October 8 (Friday)-10 (Sunday), 2010 Schedule: October 29 (Friday)-November 4 (Thursday), 2010

Place: Suzuka International Racing Course (Suzuka, Mie Prefecture) Place: Tokyo, Osaka, Nagoya etc.

The leading motor sport in the world. | Volleyball Event with History and Tradition
A total of about 600 million people watch it on TV! World champlonshlp every four yearsl

% Advice to local council —
PR activities around the world on the volleyball tournament

% Cooperation to attract visitors to Japanese GP together with information on neighboring tourist sites

and Korean GP 7th World Travel Fair (WTF), Shanghai [Chlna]

B : " e e : May 27 — 29
* “F1 + Mie Prefecture” familiarization trip KOTOFA [Republic of Korea]

. : : o , June 3 -6

% Creation of tourism products in coordination with Japan Festival, Expo 2010 Shanghai [China]

neighboring tourist sites July 15 — 21
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Efforts for winter sports tourism in collaboration with Japan Skiing 100 Year Commemorative Cor@ee..,-_..ufw et Tyt s sl

100 years have passed since Major Lerch from Austria introduced skiing for the first time to Japan in January 12, 1911. “The Japan Skiing 100 Year
Commemorative Committee” was established by joint efforts of administration which involves in snow sports and snow resorts (prefectures), private companies,
organizations and media. The Japan Tourism Agency cooperates for deliberating on and implementing measures for revitalizing snow resorts

Comprehensive organization of efforts for
anniversary of skiing

Local governments

Parties concerned in the
ski industry, ropeways,
etc.

Snow sports
organizations

Transmission of attractions of snow leisure to overseas

@ Advertisement is put in other countries using the symbol mark developed by the Japan
Skiing 100 Year Commemorative Committee, “SNOW RESORT JAPAN”
@ Holding the project for inviting travel agencies which handle snow leisure travel (October)

@ Advertisement (as needed for the demand for winter travel) utilizing Japanese snow leisure
in other countries (newspapers, magazines, websites, etc.)

@ Promotion support at Travel Expo, Travel mart, etc. (November)
@ Survey on demand for snow leisure is conducted for Europe and Australia and
advertisement is put in accordance with the survey (from January)
@ Skifan Trip as a demonstrative experiment (planned in January)

Specific example of promotion for the Australian market

Approach the family class from 30's to 50’s and the
affluent class from 40's to 60’s, and approach other
classes interested in winter sports in a combined way

-Various advertisement on the Internet

- Advertisement on magazines (2 magazines)

+Qutdoor advertisement in Sydney and Melbourne (2 types,
October and November)

*Promotion of powder snow in the campaign site
»Snowboard game in FACEBOOK

-Experience-based exhibition event

- Introduction of snow in a few pages of booklet of introducing
Japan

Promote high-quality ski resorts in
Japan using the word, “Think powder”

revitalization in the 100t

Japan Tourism Agency, related
administrative agencies,
tourism-related
agencies/companies

Promotion of domestic snow leisure

@TOKYO SNOW WORLD in ODAIBA

Events are held to commemorate the 100" anniversary by the Japan Skiing 100 Year
Commemorative Committee from 17t to 19t of December (supported and backed up by
Japan Tourism Agency) -

@ Monitor tour survey is planned to be implemented in various locations to stimulate the
demand for winter sports tourism (planned from the end of January)

Monitor tour example

Cross-country skiing
Relaxing snow resort tour for seniors experience tour

Resort tour for satisfying the
seniors not only skiing but also
snow shoes, food and hotels

Learning cross-country skiing
as a way to enjoy snow
resort and new motivation to
enjoy winter travel

@ Symposium for revitalizing winter sports tourism (planned on January 27)
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# == Summary of Basic Policy on Sports Tourism Promotion @) Jva @ BXEE

Wity of L Japan Tourism Agency

T
An Ideal Fusion of Sports and Tourism

“Enriching Japan’ s Tourism” An effort to create a new tourism attractions via sports, actualize various local tourism resources, and vitalize visiting Japan and inland travel

* Further Fusion of Sports and Tourism” Intentional fusion will give new reasons to visit the sites and appreciation will create new business opportunities

 Japan. Endiess Discovery ' isi A2 int’ , , R vk Q%
5@ UL Increase foreign Japan visitors ks  More int’l events to be held Increasing accommodations and & v /*
expenditures on inland tours

tﬁg?_ﬁ’_;}g ”Snt?a\'iveitghy Slpalls et . ] ] Promote regional hgrmony by closer_ relations
for Sports Nation” Establishment of Tourism Nation among regional, tourism sports & business orgs.
tourism
Demonstrations & | : ' Economic Effects
Research | Marketing |

Basic Direction for Promoting Sports-Tourism

Establishing sports-based community

e S 2 Agg:gSSl:lelv lr:wtlng t Makl.ng travel rfac.kages. : : HR development in sports-
contents of sports spectacles international sports events and promoting transmission of information tourism and their employment
*Development of community sports *Development of skills in enticement

*To establish qualifications for sports-

contents linked with community and management of events *Development of brand of sports=tourism 4o, jsm HR and concentrate HR

; of Japan and aggressive broadcasting Information
development policy -Instituting national system to support -Establishment of ticket sale T i retired top athletes f
«Establish local sports commission holding of int’ | sports events mechanism and information transmission n?a;]%crgrlnerﬁt}remr&%ign :f ‘és o?trs
commonly with municipality, sports I . : by multiple languages ; event% P P
o o , -Coping with regulations by sharing +To conduct tailor-made promotion -To involve foreigners for content
an oqnsn_m orgam;a lons information and promoting understanding based on objective, and study needs in . . .
*Enhancing information and cooperation by local residents detail development and information transmission
processing/transmission and , +Direct sports-tourism promotion for «Increase opportunities for sports
development of infrastructure for Motqn_tt_poweffultma::\ketlng e;nd ad domestic consumption & by awards & travel participation also in education
—— —— —

Establishment of All Japan Sports-Tourism Promotion Association (JSTA)

We will strengthen all domestic sports & tourism orgs. and business networks and provide above four support services to foreign counterparts.
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Medical Tourism in the World

Estimated Medical Tourism Market*1 Flow Patterns of Medical Tourists*2

Medical Travelers by Source and Destination®
Units: 100 million dollars
( ~ ) To |Asia Europe Latin Middle North
1 ,200 Average annual From - America East America
1000 growth rate: 9% 1,000 Africa 95% 4% 1%
Asia 93% 1% 6%
800 Europe 39% 10% 5% 13% 33%
600
600 A"at'!’ 1% 129% 87%
OO merica
4 :
400 ' Middle 32% 8% 2% 58%
North .,
200 - America 45% 26% 2% 27%
Oceania 99% 1%
0
2004 2006 2012

 Definition of Medical Tourism in Japan : Engaging in tourism activities while visiting an economy for medical service

(medical examination and treatment).

» Three medical service areas are included—*health checkups,” “medical treatment,” and “cosmetic care and wellness.”

Sources:*1: Estimated and predicted values appeared in Medical Tourism: Global Competition in Healthcare (National Center for Policy Analysis). Whether tourism activities in the
visited economy are included in the data or not is not clearly stated.

*2: McKinsey “Mapping the market for medical travel”.
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Examples of Medical Tourism In Japan

Health Checkups f
oo T P Health Checkups
G D .

{1 Health Checkups .: i
E “ | Cosmetic Care and |
{_:’ Wellness

Tl
% Jos

A i
(~Q

ﬂ@?w — Meg;al Treatment |
," " ° &
= | T

i s

/

Q qu
Q
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Forest x Tourism ~2011, the Int’' | Year of Forests, Corroboration with Forestry Agency Japan Tourism Agency

B International Year of Forests y‘ "
|\

* Year 2011 is the UN-Declared Year of Forests (IYF)
- UN is encouraging member nations to promote appropriate activities (sustainable forest management, protection and e

* Forestry agency will offer a variety of local programs (tree-planting ceremonies, support program for forest workers, pr

studies, conferences, photograph exhibitions, etc.)
- National Committee for the International Year of Forests in it'’s first meeting (Dec 16, 2010) set its motto:

"Explore Forests”
~Revitalize Our Forests for Our Future ~ 2011 International Year of Forests

~The Starting Year for Forests and Forestry Revitalization ~ Reference Information
The “International Year” selected by and voted on in the UN General Assembly is a period

in which specific items, particularly priority items call for attention of member countries,
various organizations and individuals of the word to urge to resolve the issues .
Exs: 2009 Int'l Year of Astronomy, Natural Fibres, Reconciliation

2010 Int’l Year of Biodiversity, Rapprochement of Cultures, Youth

B Corroboration between Tourism Agency and 2011 Intl Year of Forestry, Chemistry
Forestry Agency during IYF

Feb 18 In the Native Product Contest 2011 instituted “IYF Special Award” (Playing House Set)

Mar 08 Attended assignment ceremony of IYF Child Ambassador
(Musical principal actor in Freddie the Leaf)
Message from Commissioner dressing as Freddie to urge the activities of IYF

Mar 09 At the Native Product Contest 2011 Ceremony, the IYF Child Ambassador performed at the
opening and assisted the Commissioner of the Forestry Agency when granting “I'YF Special

Award”

Mar — May (Plan) Events to “explore forests” with Ambassadors of various countries , _
Reference: Musical Freddie the Leaf

. . . . . . . Musical presentation of a best-seller
- As apart of IYF promotion projects, programs in tourism promotion and enlarged social exchange using forests planned by Director Shigeaki

in or near tqurism areas (in planni_ng) _ _ _ Hinohara of St. Luke’s International
(Holding of in-forest events, creation of production of eco-tourism merchandise, etc.) Hospital
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Japan Now on Youtube
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