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1. Introduction of Tourism Statistics 

in Japan 
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The establishment of the Tourism Nation Promotion Basic Plan has initiated efforts for tourism 
statistics maintenance. 

Tourism Nation Promotion Basic Law: Enacted in December 2006 
 

   Article 25: The national government shall take measures required for maintaining 
statistics concerning tourism-related consumption, statistics concerning tourist 
accommodations, and other tourism-related statistics, in order to help develop and 
implement measures relating to the realization of a tourism nation. 

Tourism Nation Promotion Basic Plan: Established in March 2012 

 
○Maintenance of tourism-related statistics 

 

・ Implementation of economic surveys of regional tourism in cooperation with the 

economic censuses  

・ Application of common statistical standards for inbound tourists in all prefectures 

・ Understanding diversifying forms of accommodation 

・ Promoting utilization of tourism statistics  
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The standardization of Tourism Statistics is in progress under initiative of the UN World Tourism 
Organization (UNWTO). 

UNWTO is an international tourism organization (established in December 2003 as a special UN 

organization). 

It is making efforts to promote international comparisons of tourism statistics. 

Definition of tourist 

• A traveler who goes to and stays in a non-everyday place for less than one year for business, 

leisure, or other personal purposes. 

• Tourists are classified as domestic tourists (those who travel within their country), inbound 

tourists (foreign residents who visit the country), and outbound tourists (domestic residents 

who travel abroad). 

TSA (Tourism Satellite Account) 

• TSA is an account used to understand tourism economy systematically within the framework of 

the System of National Account (SNA). 

• Satellite accounts provide an adjunct framework in response to new economic activities that 

cannot be categorized within the traditional framework. They systematically position new 

activities within the SNA. In Japan, satellite accounts are being tested in environmental, nursing, 

NPO, and other fields. 

* Japan is recognized as a country that has introduced a TSA system. 
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[Reference] TSA (Tourism Satellite Account) as part of national accounts 

Tourism GDP 
 Added value created by the tourism industry 

Accumulation of added value from each industry that comprises the 

tourism industry 

Tourism employment  Number of employees in each industry that comprises 

the tourism industry 

Inter-industrial and international comparison is possible. 

1. Tourism consumption expenses (domestic expenses during 

visits to Japan) 

2. Tourism consumption expenses (domestic travels + 

domestic expenses for travels abroad) 

3. Tourism consumption expenses (expenses overseas for 

travels abroad) 

4. Tourism consumption expenses (total domestic expenses) 

5. Production accounts 

6. Domestic supply and tourism consumption 

10 principle indicators that should be maintained within TSAs 
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A TSA is used when estimating the tourism market size from travel/tourism consumption trend surveys. 

The various statistical surveys conducted by the Tourism Agency also aim to establish principle indicators for TSAs. 

7. Tourism employment 

8. Tourism gross fixed capital 

formation 

9. Collective consumption from 

tourism 

10. Non-monetary indicators 



Tourism statistics in Japan are maintained based on the following concept: 

 Definition of tourism as it is handled in tourism statistics 

 Tourism - Travel to a non-everyday area for whatever purpose, such as leisure, recreation, or business 

 Overnight travel - Any travel including a stay of one or more nights at a place away from home 

 Single-day travel - A travel to a non-everyday area the one-way distance of which is at least 80 km or 

the time (move + stay) required for which is at least 8 hours. 

   

 Number of people who stayed at hotels, inns, and other accommodation facilities (statistics on 
overnight travels in 2007 onward) 

 Amount of domestic travel/tourism consumptions (travel/tourism consumption trend surveys in 2003 
onward) 

 Number of inbound tourists and tourism consumptions by prefecture (from 2010 onward) 

 By accurately understanding the economic effects of tourism, the government can clarify the degree of 

tourism’s contribution to the country and local regions and utilize the obtained information when 

developing policies or engaging in marketing activities. 

 What can be learned from tourism statistics? 

 How should results of tourism statistics be utilized? 
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* The above definition is used for travel/tourism consumption trend surveys. 



 
 

○ Status of handling by major travel agents 
  ・・・ Information on total proceeds, agent organized travel turnover status, etc. is released. 
 

○ Survey on Status of Ryokan (Japanese-style inn) Operation  
  ・・・ Based on the results of hotel business surveys conducted by the Japan Ryokan & Hotel Association, the trends in region-specific capacity occupancy rate, etc. 

are released. 
 

○ Regional Tourism Economic Survey 
  ・・・ The purpose of this survey is to understand the basic structure of tourism industry (number of business operators, turnover size, employment/work status, etc.).                                                  

 
○National Tourism Survey (general statistics) 
  ・・・These surveys concern consumptions for domestic travels, the number 

of overnight travels by Japanese people, etc. Based on these surveys, 
the ripple effects of tourism on production and the TSA are also 
analyzed and the results are released. 

 
○ Accommodation Survey (general statistics) 
  ・・・The total and actual numbers of guests lodging in each region, capacity 

and room occupancy rates, etc. are surveyed quarterly and results are 
released. 

 
○ Statistics on Inbound Tourists by Prefecture 
      ・・・ In 2010, the Tourism Agency established common standards for 

statistical methods used to understand the trends in inbound tourists, 
and individual prefectures began surveys based on these standards. In 
the future, comparison among regions will be possible. 

 
○Number of Inbound Tourists 
  ・・・Released monthly by the Japan National Tourism Organization (JNTO) 
 

○Number of Japanese Tourists Who Travel Abroad 
  ・・・Release monthly by JNTO 
 

○JNTO Survey on Travel Destinations by Foreigners 
Visiting Japan 

  ・・・A survey about foreign visitors’ visitation rates by prefecture, purposes of 
visits, etc.     *This survey has ended. 

 
○Consumption Trend Survey for Foreigners Visiting 

Japan (general statistics)   
    ・・・Tourism consumptions (transportation, accommodation, and other 

expenses) and related matters of foreign visitors to Japan are surveyed 
and results arranged by nationality, quarterly period, and region are 
released.                     

The principal official statistics concerning tourism are as follows:1 

Inbound/outbound tourism Domestic tourism 

Tourism-related industries 
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* Statistics/surveys conducted by the Tourism Agency are shown in red. 



 Understand trends in consumptions by foreigners visiting Japan classified by 

nationality, percentages of repeat visitors, needs for visiting Japan, etc. 

 The destinations are included in the survey questions since fiscal 2011. 

 The survey target now includes accommodation facilities with fewer than 10 
employees. 

 Earlier release is achieved. 
 Understanding of trends in new key VJC markets (India, Russia, and Malaysia) 

 Increase the number of samples to understand amount of tourism consumption 

and liquidity by region, quarter, etc. 

 Earlier release is achieved (release of quick estimation)  

 A preparatory survey is being conducted to verify survey methods used to 
understand the basic structure of the tourism industry (number of business 
operators, turnover size, employment/work status, etc.). 

 In December 2009, the Tourism Agency established the common standards for 
statistics on inbound tourists so that survey data can be compared among 
prefectures.  

 In April 2010 onward, prefectures conduct surveys based on the common 
standards.  

  ⇒ The Tourism Agency sums up prefectural data into national data and 
releases the results. 

National Tourism Survey 
(quarterly) 

Maintenance of statistics handled by the Tourism Agency is promoted as follows: 

Accommodation Survey 
(quarterly) 

Consumption Trend Survey  

for Foreigners Visiting Japan (quarterly) 

Statistics on Inbound Tourists  

by Prefecture (quarterly) 

Regional Tourism Economic Survey 

 ・Understand trends in lodging at accommodation facilities 
 ・Conducted as general statistics approved by the Ministry of 

Internal Affairs and Communications in 2007 onward 

・The numbers of Japanese people's travels and nights spent during 
travels and the ripple effect of tourism consumption on economy are 
calculated. This survey has been conducted as general statistics 
since 2003. 

・The survey method for prefectural tourism statistics (number of 
inbound tourists and tourism consumption amounts) is not 
standardized, so survey result comparison among prefectures 
is impossible. 

N
ational level (im

plem
ented by Tourism

 A
gency) 

P
refectural level 

Efforts made by fiscal 2011 

Enhanced  

in 2010 

Enhanced  

in 2010 

Enhanced  

in 2011 

Start 

in 2010 

Standardi- 

zation 
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Available at present 

Preparation and study in progress 

Partially available 

・Conducted as general statistics in 2010 onward 
・Understand amounts of travel consumptions by foreigners visiting 

Japan classified by nationality, etc. 

・Preparation is going on for a full-scale survey to be conducted in 

fiscal 2012. 

Available at present 

Available at present 



2. Accommodation Survey 
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Statistics surveys are conducted (continued since 2007) on accommodation facilities in 
order to clarify the actual conditions of overnight travels in Japan. 

Survey overview 

[Target facilities]    
   Hotels, lodgments, resort facilities, etc. over the country 
[Survey periods] 
  Quarterly (Jan. to Mar., Apr. to Jun., Jul. to Sep. and Oct. to Dec.) 
[Survey method] 
   A questionnaire is mailed and the answers are examined. 
[Survey items] 

○ Plan and develop correct tourism measures for particular regions and verify     
results. 

 More appropriately allocate resources based on actual regional 
accommodation conditions. 

 Understand the influence of natural disasters, harmful rumors, etc. on 
tourism industry and analyze the ripple effects of tourism on local economy. 

○ Activate private business. 
 Appropriately locate facilities and develop investment plans based on 

demand forecast and other information, etc. 

Effects 

No. of employees Sample size Sampling ratio 

10 or more 
About 10,000 

accommodation 

facilities 

All accommodation facilities 

(exhaustive survey) 

5 to 9 
About 10,000 

accommodation 

facilities 
1/3 

0 to 4 
About 30,000 

accommodation 

facilities 
1/9 

[Facility sampling method] Sampling stratified by the number of 
employees and prefecture 

（関東版）
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ratios (January 2007 to December 2009) 

Basic items 
Facility type, number of 

rooms, etc.  

Guest status 
Japanese or foreigner, number of guests, guest's place of 

residence (nationality for a foreigner), etc.  
＋ 
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Survey overview 

2007 (capacity) 

2008 (capacity) 

2009 (capacity) 

2009 (room) 

Jan.   Feb.   Mar.    Apr.   May    Jun.    Jul.    Aug.    Sep.    Oct.   Nov.  Dec. 



36.8
35.3 34.9

29.6
30.8

28.0
25.4

32.1
29.6

35.6

47.8

35.5

31.9

2.14 1.09 1.12 1.59 1.53 1.48 1.88 1.72 1.74

25.6
26.9

32.0 31.6 31.9

37.7

50.1

37.9

32.3
34.5 33.2

1.77 2.14 2.09 2.80 2.31 2.12 2.80 2.59 2.16 2.46 2.16 2.10 1.97 0.50 0.79
0

10

20

30

40
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60

22.1 2 3 4 5 6 7 8 9 10 11 12 23.1 2 3 4 5 6 7 8 9 10 11 12

延べ宿泊者数(平成22年1月～12月) 延べ宿泊者数(平成23年1月～12月）

うち外国人宿泊者数(平成22年1月～12月) うち外国人宿泊者数(平成23年1月～12月)

[Output example 1] Changes in the monthly total number of guests 
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 The number of guests in Japan peaks in August when people take summer vacations. 

(Million person-

nights) 

Accommodation facilities with  

at least 10 employees 

All accommodation 

facilities in Japan 

* The Jan. to Dec. 2010 values are confirmed. The Jan. to Dec. 2011 values are based on tentative 1st, 2nd, 3rd, and 4th quarterly values. 

Changes in the total number of guests (January 2010 to December 2011) 

Total number of guests (Jan.-Dec. 2010) 
 

Number of foreign guests out of total (Jan.-Dec. 2010) 

Total number of guests (Jan.-Dec. 2011) 
 

Number of foreign guests out of total (Jan.-Dec. 2011) 
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[Output example 2] Changes in monthly accommodation facility occupancy rates 
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 A similar tendency is also observed in the time-series changes in monthly capacity and room 

occupancy rates. 

（％） 

Changes in capacity and room occupancy rates (January 2010 to December 2011) 

All accommodation 

facilities in Japan 
Accommodation facilities with  

at least 10 employees 

* The Jan. to Dec. 2010 values are confirmed. The Jan. to Dec. 2011 values are based on tentative 1st, 2nd, 3rd, and 4th quarterly values. 

Capacity occupancy rate Room occupancy rate 



その他, 17.6% 中国, 18.1%

台湾, 13.3%

韓国, 11.2%
アメリカ, 10.6%

香港, 7.4%

シンガポール, 3.3%

タイ, 2.7%

オーストラリア, 2.4%

イギリス, 2.2%

ドイツ, 1.9%

フランス, 1.6%

マレーシア, 1.4%

カナダ, 1.1%

インド, 0.8%

ロシア, 0.6%
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[Output example 3] Number of guests by nationality (shares in %) 

 China, Taiwan, and the Republic of Korea (ROK) rank first, second, and third, respectively, in the total number 

of foreigner accommodation guests. Guests from the top three countries represent more than 40% of all foreign 

guests. 

Total number of guests by nationality (4th quarter of 2011) 

* Prepared based on the result of a survey conducted on facilities with at least 10 employees. 

* Based on tentative 2011 4th quarter values 

China - 18.1% 

Taiwan - 13.3% 

ROK - 11.2% 
USA - 10.6% 

Hong Kong - 7.4% 

Singapore - 3.3% 

Thailand - 2.7% 

Australia - 2.4% 

UK - 2.2% 

Germany - 1.9% 

France - 1.6% 

Malaysia - 1.4% 

Canada - 1.1% 

India - 0.8% 

Russia - 0.6% 

Others - 17.6% 
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 Tokyo, Hokkaido, Osaka, Shizuoka, and Chiba rank first, second, third, fourth, and fifth, respectively, in the total 

number of guests in a particular prefecture. Guests in the top five prefectures represent over 30% of all guests. 

[Output example 4] Total number of guests in individual prefectures 

Total number of accommodation guests in individual prefectures 
(4th quarter of 2011) (10 thousand person) 

* Based on tentative 2011 4th quarter values 

Tokyo 

Hokkaido 

Osaka 

Shizuoka 

Chiba 

Kanagawa 

Nagano 

Kyoto 

Okinawa 

Aichi 

Fukuoka 

Hyogo 

Miyagi 

Niigata 

Tochigi 



　東京都,45% 　京都府,16% 　大阪府,11% 　千葉県,9% 　神奈川県,3% その他,17%

　東京都,41% 　神奈川県,16% 　千葉県,8%　愛知県,6%　大阪府,5% その他,24%

　東京都,36% 　北海道,17% 　大阪府,14% 　千葉県,8%　京都府,4% その他,21%

　東京都,34% 　大阪府,14% 　愛知県,9% 　千葉県,9% 　山梨県,6% その他,29%

　東京都,41% 　北海道,27% 　大阪府,9%　千葉県,5%　京都府,4% その他,13%

　東京都,52% 　北海道,10% 　千葉県,7%
　神奈川県,5%

　京都府,4% その他,22%

　東京都,57% 　京都府,12% 　大阪府,8%
　神奈川県,4%

　千葉県,3% その他,16%

　東京都,47% 　千葉県,10% 　大阪府,9% 　京都府,7%　神奈川県,6% その他,21%

　東京都,52% 　京都府,10% 　神奈川県,7%　千葉県,7%　大阪府,7% その他,17%

　東京都,46% 　大阪府,11% 　京都府,10% 　千葉県,9% 　愛知県,4% その他,19%

　東京都,43% 　千葉県,13% 　京都府,8%　神奈川県,6%　大阪府,6% その他,24%

　東京都,22% 　北海道,20% 　大阪府,10% 　京都府,5%　千葉県,5% その他,38%

　東京都,25% 　北海道,21% 　大阪府,19% 　沖縄県,10% 　京都府,4% その他,21%

　東京都,30% 　大阪府,16% 　千葉県,10% 　愛知県,7%　北海道,6% その他,31%

　東京都,28% 　大阪府,15% 　福岡県,10% 　大分県,7%　北海道,7% その他,33%
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[Output example 5] Breakdown of the total number of foreign guests into destination prefectures 

 In general, most guests stay in Tokyo, Osaka, and other large cities. 

 It is noteworthy that guests from Hong Kong and Taiwan often stay in Hokkaido, whereas guests from Europe often stay 

in Kyoto. 

* Prepared based on the result of a survey conducted on facilities with at least 10 employees. 

* Based on tentative 2011 4th quarter values 

Breakdown of the total number of foreign guests into destination prefectures  
(4th quarter of 2011) 
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UK 
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Singapore 

Thailand  
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Tokyo 
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Tokyo 

Tokyo 

Tokyo 

Tokyo 

Hokkaido Chiba 
Kanagawa 

Kanagawa 

Kanagawa 

Kanagawa 

Kanagawa 

Kanagawa 

Kanagawa 

Hokkaido 

Hokkaido 

Hokkaido 

Hokkaido 

Hokkaido 

Hokkaido 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Osaka 

Fukuoka Oita 

Osaka 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Kyoto 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Chiba 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Others 

Aichi 

Aichi 

Aichi 

Aichi 

Yamanashi 

Okinawa 



[Output example 6] Breakdown of accommodation guests by purpose 

   

*1 Facilities that answered that sightseeing guests were less than 50% of all guests.  

*2 Facilities that answered that sightseeing guests were at least 50% of all guests.   

Note: The Jan. to Mar. values concern facilities with at least 10 employees and the Apr. to Dec. values concern all facilities, including those with nine or fewer employees. 
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-5.4%

-8.2%

-35.4%
-28.3%

-16.2%
-10.8% -9.5%

-8.4% -7.1%
-10.6% -9.0%

-6.3%

-4.2% -3.9%

-19.2%
-11.2%

-9.1% -3.6%

-1.4%
1.5% 2.9%

-1.8% -0.7%
3.1%

-7.2%

-6.1%

-53.2%

-10.6%

11.3% 8.4%

-7.3%

-27.8%

-18.4%

-31.7%
-27.1%

-17.1%

9.1% 10.4%

-19.8%

37.1% 38.8%
42.8%

38.6%

21.4%
25.5%

18.1%

25.9% 27.9%

-60.0%

-40.0%

-20.0%

0.0%

20.0%

40.0%

60.0%

H２３年１月 ２月 ３月 ４月 ５月 ６月 ７月 ８月 ９月 １０月 １１月 １２月

【全国】観光客中心の施設

【全国】ビジネス客中心の施設

【東北３県】観光客中心の施設

【東北３県】ビジネス客中心の施設

% change over the year 

The % change over the year in the number of guests at business-oriented accommodation facilities (*1) in the three Tohoku 

prefectures (Iwate, Miyagi, and Fukushima) is significantly positive in April onward. This suggests that, for the earthquake disaster 

and related reasons, many affected people and people engaged in recovery and restoration used accommodation facilities. 

 It may be considered that sightseeing-oriented facilities (*2) also had similar accommodation demand. However, the % change 

over the year has stayed negative since July. This suggests that after affected people and others left these facilities, tourism 

demand has not recovered adequately. 

*Based on tentative 2011 values and confirmed 2010 values 

Sightseeing-oriented facilities  
[whole country] 
Business-oriented facilities  
[whole country] 
Sightseeing-oriented facilities  
[3 Tohoku prefectures] 
Business-oriented facilities  
[3 Tohoku prefectures] 

Jan. 2011        Feb.      Mar.                             Apr.           May            Jun.           Jul.            Aug.          Sep.          Oct.           Nov.           Dec. 



3. National Tourism Survey 
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Survey Overview 

Conduct a survey of 25,000 people per year in order to understand how Japanese 

people travel within Japan and abroad, how much they spend for traveling, etc. 

Based on the data obtained through the survey, estimate the travel/tourism 

consumption amounts in Japan and create a TSA. 

 It is possible to understand Japanese people's actual travel behavior by learning Japanese people's consumption for each category of 

items, average number per year of travels for each purpose, average number of nights spent during travels, etc. 

 It is possible to perform international comparison in the output and added values of travel and tourism industries by using survey 

results when creating UNWTO-advocated TSAs (Tourism Satellite Accounts). 

To develop materials based on the amount of travel/tourism consumption in Japan for estimating and analyzing 
economic ripple effects as well as for tourism planning/policymaking. 

Purpose 

   

Overview 

◆ Survey frequency: Four times a year 

◆ Target: Japanese people randomly sampled from the Basic Resident Register 

◆ Method: Questionnaire distribution and collection by mail 

◆ Sample size: 50,000 (25,000 persons x 2 times) 

◆ Survey items 

Effects 

Attribute 
Gender, age, etc. 

Travel behavior 
Number of travels [overnight, 

single-day, overseas travels] 

Actual 
consumption 

[Item x expense], etc. 
＋ ＋ 
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　　　付加価値 １２．３兆円 （ＧＤＰの２．６％）

　　　雇用 ２５１万人 （全雇用の４．０％）

　　　税収 ３．４兆円 （全税収の４．５％）

生産波及効果 ５３．１兆円 ＊1

付加価値効果 ２７．１兆円 ＊2

雇用効果 ４６２万人 ＊3

税収効果 ７．４兆円 ＊4

*1 ： 国民経済計算における産出額 874.3兆円に対応

*2 ： 国民経済計算における名目ＧＤＰ 470.9兆円に対応

*3 ： 国民経済計算における就業者数 6,328万人に対応

*4 ： 国税+地方税76.4兆円に対応

*5 ： ここで言う貢献度とは全産業に占める比率

旅行消費額２５．５兆円（国内産業への直接効果２４．４兆円）

波及効果

日
本
経
済
へ
の
貢
献
度

6.1%

5.8%

7.3%

0% 5%

直
接
効
果

9.6% 
＊5 

Travel consumption of 25.5 trillion yen (direct effects of 24.4 trillion yen on domestic 

industries 

D
irect effects 

Added values of 12.3 trillion yen (2.6% of GDP) 

Employment of 2.51 million people (4.0% of all employment) 

Tax revenue of 3.4 trillion yen (4.5% of all tax revenue) 

 

Ripple effect on production: 53.1 trillion yen (*1) 

Value-added effect: 27.1 trillion yen (*2) 

Employment effect: 4.62 million people (*3) 

Tax revenue effect: 7.4 trillion yen (*4) 

Ripple effects 

C
ontribution to Japanese 

econom
y (*

5) 

*1 Relative to the gross domestic output of 874.3 trillion yen in the SNA. 

*2 Relative to the nominal GDP of 470.9 trillion yen in the SNA. 

*3 Relative to the employment of 63.28 million people in the SNA. 

*4 Relative to the national + local tax of 76.4 trillion yen in the SNA. 

*5 The contribution referred to here means the percentage of the effects over all industries. 
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Source: Japan Tourism Agency "National Tourism Survey" 

2.92 
2.74 

2.48 
2.37 2.38 

2.12  

1.78  
1.71  

1.52  1.52  1.46  
1.34  

0.00  

0.50  

1.00  

1.50  

2.00  

0 

1 

2 

3 

4 

平成17年 

（2005年） 

平成18年 

（2006年） 

平成19年 

（2007年） 

平成20年 

（2008年） 

平成21年 

（2009年） 

平成22年 

（2010年） 

宿泊数 宿泊観光旅行回数 

Note: Up to 2008, the survey target was people aged between 20 

and 79. Since 2009, it is people of any age. 

Changes in the number of domestic sightseeing overnight travels and the number of nights 
spent during travels per person 

   2005           2006            2007           2008           2009            2010 

Nights Sightseeing overnight travels 



Japanese people's domestic single-

day travels: 5.5 trillion yen (21.5%) 

Japanese people's travels 

abroad (domestic 

expenses): 1.5 trillion yen 

(5.8%) 

Foreigners' travels in Japan: 

1.2 trillion yen (4.6%) 

Source: Japan Tourism Agency's press release dated April 28, 2011 

25.5 trillion yen 

Contribution to Japanese economy (economic effect) 

Ripple effect on production:  53.1 trillion yen  (6.1% of gross domestic output in SNA) 

Value-added inducing effect:  27.1 trillion yen  (5.8% of nominal GDP) 

Employment inducing effect:  4.62 million   (7.3% of employment over the country) 

Tax revenue effect:   7.4 trillion yen  (9.6% of national and local tax) 

[Output example 2] Domestic tourism market size (2009) 

Japanese people's domestic 

overnight travels: 17.4 trillion 

yen (68.0%) 
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◆Ripple effects on production 

Ripple effect on production is defined as an effect that is produced over the entire industry as the result of new demand. 

(For example, consumption for travels or sightseeing will increase the revenue of the suppliers of the raw or intermediate 

material involved in the travel or sightseeing and increase the salaries of employees of the suppliers, thereby initiating 

new production over the entire industry. Such consequential effects are included in the ripple effects on production.)  

Foodstuffs 

(groceries) industry 

1.82 trillion yen 

Retail industry 

1.69 trillion yen 

Accommodation industry 

4.10 trillion yen 

Food & beverage  

(restaurants, etc.) industry 

3.04 trillion yen 
Travel services, etc. 

1.79 trillion yen 

Transport industry 

5.67 trillion yen 

Agricultural, forest, & fishery industry 

0.31 trillion yen 

Foodstuffs  

(groceries) industry 

4.05 trillion yen 

Retail industry 

2.71 trillion yen 

Accommodation industry 

4.23 trillion yen 

Food & beverage  

(restaurants, etc.) industry 

3.39 trillion yen 

Travel services, etc. 

2.19 trillion yen 

Transport industry 

7.37 trillion yen 

Agricultural, forest, & fishery industry 

1.32 trillion yen 

Foodstuffs  

(groceries) industry 

211 thousand 

Retail industry 

584 thousand 

Accommodation industry 

423 thousand 

Food & beverage  

(restaurants, etc.) industry 

717 thousand 

Travel services, etc. 

198 thousand 

Transport industry 

401 thousand 

Agricultural, forest, & fishery industry 

492 thousand 

53.1 trillion yen 

25.5 trillion yen 

4.62 million people 

Travel consumption  
amount 

Ripple effects  
on production 

Employment  
inducing effect 

Economic effect of tourism on industries in Japan (2009) 

Source: Japan Tourism Agency "National Tourism Survey" 



International comparison based on TSA 

<Share of tourism in GDP> <Employment share of tourism industry> 
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The percentage of the tourism industry’s contribution to the GDP in Japan is lower than in other developed countries. 

Similarly, the employment share of the tourism industry is also lower. 

0.0 2.0 4.0 6.0 8.0 10.0 12.0 

スペイン’07(設備投資含) 

オーストリア’07 

ニュージーランド’08 

フランス'05 

オーストラリア’07 

イギリス’03 

ノルウェー’08 

ドイツ’00 

スイス’05 

スウェーデン’08 

アメリカ合衆国’07 

フィンランド'07 

日本’09 

カナダ’07 

(Unit: %) 

2.1%（10.1兆円） 

0 2 4 6 8 10 12 14 

スペイン'05 

オーストリア'07 

ノルウェー’08 

ニュージーランド’08 

オーストラリア’05 

スイス’05 

アメリカ合衆国’03 

スウェーデン’07 

カナダ’07 

日本’09 3.3%（209万人） 

(Unit: %) 

Canada '07 

Japan '09 

Finland '07 

USA '07 

Sweden '08 

Switzerland '05 

Germany '00 

Norway '08 

UK '03 

Australia '07 

France '05 

New Zealand '07 

Austria '07 

Spain '07 (including  
equipment investment) 

2.1% (10.1 trillion yen) 

Japan '09 

Canada '07 

Sweden '07 

USA '03 

Switzerland '05 

Australia '05 

New Zealand '08 

Norway '08 

Austria '07 

Spain '05 

3.3% (2.09 million) 



[Reference] Method for estimating tourism market size using TSA 

① Travel consumption amount (domestic consumption amount) 

Estimated to be 25.5 trillion yen as the result of accumulating values obtained from the travel/tourism consumption 
trend surveys, etc. 

Japanese people: Travel/tourism consumption trend surveys, etc. 

Foreign visitors to Japan: Estimation based on proportional evaluation of values in JNTO surveys on 
consumption trends of foreign visitors to Japan, based on the International Balance of Payments Statistics 

 

② Tourism GDP 

Estimated to be 10.1 trillion yen in total as the result of multiplying the travel consumption amount  by industry (①) by 
the value added ratio. 

Value added ratio = value added/domestic output (by industry) ... estimated from the SNA. 
 

③ Tourism GDP ratio 

Tourism GDP ratio = tourism GDP (10.1 trillion yen)(②)/nominal GDP (470.9 trillion yen in the SNA) = 2.1% 
 

④ Tourism employment 

Estimated to be 2.09 million in total as the result of multiplying the travel consumption amount (①) of each industry 
by the employment coefficient. 

Employment coefficient of industry = number of employees/domestic output (by industry) ... estimated from the 
inter-industrial relations table 

 

⑤ Tourism employment ratio 

Tourism employment ratio = tourism employment (2.09 million) (④)/total employment (63.28 million) (SNA) ＝ 3.3% 
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4. Consumption Trend Survey  

for Foreigners Visiting Japan 



○ Statistics survey on actual consumptions of foreign visitors to Japan is conducted to accurately 
understand travel trends of foreign visitors to Japan. 

A statistic survey is conducted to understand tourism consumptions (transport, accommodation, and other expenses), 
fluidity, etc. of foreign visitors to Japan (mainly from 15 countries/regions included in the key VJC markets) in a way 
that obtained information is arranged by nationality, quarter, and local block. 
 
<Survey overview> 

 ◆ Survey frequency: Four times a year                     ◆Places: 11 airports/seaports                   
 ◆ Target: Foreigners who are about to leave Japan      ◆Sample size: 26,000 in total(6,500 per quarter) 
  ◆ Method: Hearing by examiners 
  ◆ Survey items 

 

  
<Survey image> 

○Develop and plan tourism policies based on needs from foreign visitors to Japan and verify the results. 
 Perform promotion activities by running PDCA cycles based on the travel trends of foreign visitors to Japan. 

 Improve/maintain acceptance frameworks to suit or satisfy consumption trends and needs of foreign visitors to Japan (including the finding of nationality-

specific golden routes) 

 Analyze the economic ripple effects and cost-effectiveness of measures for inviting foreign tourists to Japan (on employment and tax revenue). 

○ Activate business targeted at foreign visitors to Japan 

 Effectively use the results of this survey for tourism marketing (such as the development of new travel routes) 

 Use the results of this survey when deciding on strategy for determining the location of commercial facilities, etc. 

Overview 

Effects 

Attribute 
Nationality, gender, 

age, etc. 

Travel behavior 
Place of entry to Japan, number of 

visits to Japan, companions, visited 

places, etc. 

Actual consumption 
[Item x expense], financial 

institute used, etc. 

Others 
Satisfaction, revisit willingness, 

logo recognition, etc. 
＋ ＋ ＋ 

Survey Overview 
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Promotion recognition 

Actual consumption Travel behavior Attribute 

Information source 

Satisfaction 

Survey items 

Date of entry 

Nationality 

Residence 

Gender and age 

Place of entry 

Number of visits to Japan 

Travel companions 

Purpose of visit 

Visited places and number 

of nights 

Type of accommodation 

facilities 

Travel style 

[Item x expense] and 
total expense, asked 

for each principal 
place visited 

Places of purchase 

Financial institute used and 

settlement method 

Logo recognition 

Tourism nation navigator 

recognition 

Information source useful 

before visit to Japan 

Information source useful 

after arrival in Japan 

Information felt as 

necessary 

Satisfying products, their 

prices, and reason 

Satisfaction for each activity 

item and revisit willingness 

Overall satisfaction 

Revisit willingness 

General statistics (approved by the Ministry of Internal Affairs and Communications) Awareness survey, etc. 

Understand actual consumptions in terms of monetary amount of foreign visitors to Japan in a way  
that obtained information is arranged by nationality and local block. 
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Survey on trends in consumption by foreigners visiting Japan: Outline of 2011 result values 

■Survey method 

 

○Target 

Foreign visitors who are about to leave Japan, excluding those who have stayed here for one year or longer, permanent residents, spouses of 

Japanese, spouses of permanent residents, long-term residents, and other people living in Japan, transit passengers not entering Japan, and 

members of aircraft/ship crew. 

○Places of survey 

International airline/seaway terminal boarding lobbies of principal airports/seaports (11 locations) over the country (New Chitose Airport, Sendai Airport, 

Narita Airport, Haneda Airport, Niigata Airport, Chubu International Airport, Kansai Airport, Hiroshima Airport, Fukuoka Airport, Naha Airport, and Hakata 

Seaport) 

○Time and sample size 

1st period: Jan. 20 (Thu) to Feb. 15 (Tue), 2011 - sample size of 6,649 (including 6,498 effective for consumption amount by nationality) 

2nd period: May 21 (Sat) to Jun. 29 (Wed), 2011 - sample size of 6,975 (including 6,886 effective for consumption amount by nationality) 

3rd period: Jul. 21 (Thu) to Aug. 29 (Mon), 2011 - sample size of 7,030 (including 6,965 effective for consumption amount by nationality) 

4th period: Oct. 6 (Thu) to Nov. 27 (Sun), 2011 - sample size of 6,829 (including 6,766 effective for consumption amount by nationality) 

○Method 

A hearing survey is conducted by examiners who speak foreign languages using a touch-panel PC supporting 10 languages or a questionnaire.  

The languages are English, Korean, Traditional Chinese, Simplified Chinese, Thai, French, German, Russian, Italian, and Spanish. 

 

<Notes on using the results of this survey> 

• The results were calculated using weighted averages based on the number of foreign visitors to Japan from each of the 15 countries/regions targeted 

for Visit Japan Project promotions and other countries/regions. 

• The number of foreign visitors to Japan is represented by data that was estimated by the Japan National Tourism Organization (JNTO) in March 2012 

based on the annual report of statistics on legal migrants, which is nationality-based statistics compiled by the Ministry of Justice. 

• The foreign exchange rate data is generally represented by averages of daily data that was released by the International Monetary Fund (IMF) during 

the survey period. However, Taiwanese dollar and Hong Kong dollar data, which is not included in IMF data, is represented by averages created 

based on Federal Reserve Board (FRB) data. 

• Since optional questions are not always answered by all respondents, the sample size varies from one question to another (refer to the sample size in 

the pertinent slide). 

• Use caution when handling numeric values obtained from a small sample (refer to the sample size in the pertinent slide). 
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インド

英国
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米国

カナダ

オーストラリア

その他

観光・レジャー 業務 その他

The purpose of one half of all foreign visitors to Japan is sightseeing and leisure. Especially, the percentage of 

"sightseeing and leisure" is high among visitors from Taiwan, Hong Kong, etc. 
 

In contrast, the purpose of business (exhibitions/fairs, international conferences, internal conferences (added since the 

Apr. to Jun. period in 2011), trainings, negotiations, or other business activities) represents 30.6% of all purposes. 

Especially, the percentage of "business" is high among visitors from Malaysia, India, and Germany. 
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Purposes of Visits to Japan  

All 

ROK 

Taiwan 

Hong Kong 

China 

Thailand 

Singapore 

Malaysia 

India 

UK 

Germany 

France 

Russia 

USA 

Canada 

Australia 

Others 

Sightseeing and leisure Business Others 



（人） （円/人） （円/人） （円/人）

国籍 標本数
a.パッケージツアー・

往復運賃支出
（旅行前支出額）

b.日本国内に
おける

旅行中支出額

c.総支出額
（=a.+b.）

全国籍 27,115 86,820 113,917 200,737

韓国 5,643 46,131 63,614 109,745

台湾 4,860 66,795 82,508 149,302

香港 1,587 72,271 95,381 167,652

中国 4,181 75,777 164,358 240,134

タイ 900 92,482 117,963 210,445

シンガポール 318 89,915 130,164 220,079

マレーシア 385 95,416 134,757 230,173

インド 501 103,762 135,938 239,700

英国 739 149,482 148,897 298,379

ドイツ 679 161,686 131,354 293,039

フランス 532 149,882 147,964 297,846

ロシア 325 97,001 205,207 302,208

米国 2,944 139,139 134,405 273,545

カナダ 555 130,221 135,583 265,805

オーストラリア 686 148,842 176,564 325,407

その他 2,280 148,815 159,909 308,724

The expenses spent during a travel by one foreign visitor to Japan in 2011 are estimated to be 113.917 yen on average. 

The expenses prior to the travel (package tour fees or fares for the round-trip to Japan) is estimated to be 86,820 yen on 

average. The sum is 200,737 yen. 
 

Data about expenses spent by travelers of each nationality during travels indicates that Russians spend the highest 

amount (205 thousand yen), followed by 177 thousand by Australians and 164 thousand by Chinese. 
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Expenses spent during travel by one foreign visitor to Japan 

(Persons) (Yen/person) (Yen/person) (Yen/person) 

Nationality Sample size 
a. Package tour fees or  

fares for round trip  

(expenses prior to travel) 

b. Expenses spent during 

stay in Japan 
c. Total expenses 

 (= a + b) 

All 

ROK 

Taiwan 

Hong Kong 

China 

Thailand 

Singapore 

Malaysia 

India 

UK 

Germany 

France 

Russia 

USA 

Canada 

Australia 

Others 



国籍

費目 購入率
購入者
単価
（円）

購入率
購入者
単価
（円）

購入率
購入者
単価
（円）

購入率
購入者
単価
（円）

購入率
購入者
単価
（円）

購入率
購入者
単価
（円）

菓子類 50.9% 8,067 55.3% 4,911 62.8% 7,874 60.1% 8,832 65.5% 11,933 27.9% 5,754

その他食料品・飲
料・酒・たばこ

45.8% 11,218 45.4% 8,238 42.1% 8,829 45.2% 10,716 49.9% 13,326 45.6% 13,394

カメラ・ビデオカメ
ラ・時計

9.7% 45,909 2.5% 17,090 5.4% 26,264 3.9% 34,440 29.8% 60,288 3.8% 31,194

電気製品 9.9% 33,286 3.7% 22,169 8.3% 23,953 5.4% 27,096 27.3% 43,623 5.0% 16,208

化粧品・医薬品・ト
イレタリー

34.8% 18,545 28.1% 12,383 56.8% 15,502 42.9% 11,689 65.3% 29,989 8.5% 7,084

和服（着物）・民芸
品

14.1% 13,793 4.2% 7,638 11.7% 10,431 11.9% 13,670 14.1% 13,765 24.1% 14,195

服（和服以外）・か
ばん・靴

29.4% 32,544 19.0% 22,114 42.8% 34,536 52.8% 36,782 36.6% 45,921 16.2% 20,390

マンガ・DVD・アニメ
関連商品

8.1% 10,019 4.8% 8,167 9.5% 10,373 10.7% 10,585 8.6% 9,559 7.4% 7,680

米国全国籍 韓国 台湾 香港 中国
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Percentage of each type of souvenir by nationality (limited to main nationalities) 

Data about the percentage of each type of product purchased indicates that “cakes & confections" are purchased at the 

highest percentage. About a half of all foreign visitors to Japan purchase cakes, followed by "other foods, alcoholic and 

non-alcoholic drinks, and tobaccos" and "cosmetics, medicines, and toiletries." 
 

Data about purchases by travelers of main nationalities indicates that the percentage exceeds 60% for “cakes & 

confections" by Taiwanese, Hongkongese, and Chinese and for "cosmetics, medicines, and toiletries" by Chinese. 

Nationality All ROK Taiwan Hong Kong China USA 

Item 

Cakes & 

confections 

Item 

Item 

Item 

Item 

Japanese clothes 
(kimono) and folkcraft 

objects 

Clothes  
(non-Japanese), bags, 

and shoes 

Cartoons, DVDs, and 
animation-related 

products 

Percentage 
Unit price 

in yen 

purchased 

Percentage 
Unit price 

in yen 

purchased 

Percentage 
Unit price 

in yen 

purchased 

Percentage 
Unit price 

in yen 

purchased 

Percentage 
Unit price 

in yen 

purchased 

Percentage 
Unit price 

in yen 

purchased 

Other foods, alcoholic 
and non-alcoholic 

drinks, and tobaccos 

Cameras, video 

cameras, and watches 

Electric appliances 

Cosmetics, medicines, 

and toiletries 



来訪目的
展示会・
見本市

国際会議 研修
商談等
その他

ビジネス

旅行中 全国籍 91,331 104,465 101,215 66,126 89,717 412,979 122,883 126,594 103,197 104,853 126,822 131,699 161,742

支出額 韓国 49,406 69,106 73,905 37,790 38,974 307,872 32,960 72,952 66,790 70,640 51,601 78,124 74,360

（円/人） 台湾 68,829 100,661 47,244 45,581 32,354 417,091 80,927 104,188 81,520 79,330 98,204 110,965 170,451

香港 91,290 97,388 141,395 - 124,519 332,457 37,080 102,067 87,069 65,232 78,843 110,798 253,061

中国 117,258 141,157 130,744 120,121 107,352 567,359 77,643 188,311 149,068 188,537 189,162 190,712 221,857

米国 125,445 102,761 175,912 113,440 65,029 348,665 60,000 135,875 166,490 92,523 142,007 140,001 155,351

【参考】 全国籍 2,839.8 621.1 32.2 45.0 35.9 630.3 17.4 2,405.6 122.4 192.5 361.4 1,729.2 498.0

消費額注） 韓国 432.8 99.6 3.0 13.8 2.2 100.1 0.3 375.2 36.3 26.3 34.3 278.2 32.7

（億円） 台湾 488.0 51.4 5.9 1.3 2.1 51.5 1.7 176.0 11.9 12.3 17.1 134.7 49.0

香港 280.3 10.3 2.2 0.1 2.4 4.3 0.4 39.0 2.5 2.2 2.8 31.5 7.6

中国 601.2 133.6 8.1 5.8 7.3 276.6 2.3 626.3 23.3 38.2 127.7 437.1 75.1

米国 165.7 116.2 4.9 11.1 3.2 53.6 0.2 296.7 8.3 21.3 41.3 225.8 107.4

目的別 全国籍 39.9 8.7 0.5 0.6 0.5 8.8 0.2 33.8 1.7 2.7 5.1 24.3 7.0

消費額 韓国 40.8 9.4 0.3 1.3 0.2 9.4 0.0 35.4 3.4 2.5 3.2 26.3 3.1

構成比 台湾 59.0 6.2 0.7 0.2 0.3 6.2 0.2 21.3 1.4 1.5 2.1 16.3 5.9

（％） 香港 80.9 3.0 0.6 0.0 0.7 1.2 0.1 11.3 0.7 0.6 0.8 9.1 2.2

ﾖｺ計=100 中国 34.6 7.7 0.5 0.3 0.4 15.9 0.1 36.1 1.3 2.2 7.4 25.2 4.3

米国 21.8 15.3 0.6 1.5 0.4 7.1 0.0 39.1 1.1 2.8 5.4 29.7 14.1

目的別 全国籍 310.9 59.5 3.2 6.8 4.0 15.3 1.4 190.0 11.9 18.4 28.5 131.3 30.8

外客数 韓国 87.6 14.4 0.4 3.6 0.6 3.3 0.1 51.4 5.4 3.7 6.7 35.6 4.4

（万人） 台湾 70.9 5.1 1.2 0.3 0.6 1.2 0.2 16.9 1.5 1.6 1.7 12.1 2.9

香港 30.7 1.1 0.2 0.0 0.2 0.1 0.1 3.8 0.3 0.3 0.4 2.8 0.3

中国 51.3 9.5 0.6 0.5 0.7 4.9 0.3 33.3 1.6 2.0 6.8 22.9 3.4

米国 13.2 11.3 0.3 1.0 0.5 1.5 0.0 21.8 0.5 2.3 2.9 16.1 6.9

観光・
レジャー

親族・
知人訪問

ハネ
ムーン

学校関連
の旅行

その他業務イベント 留学
インセン
ティブ
ツアー

Data about expenses spent during the travel by a traveler visiting Japan for a particular purpose indicates that a visitor coming for "sightseeing and 

leisure" spends 91,331 yen, a visitor coming for "business" spends 126,594 yen, and a visitor coming to visit relatives or acquaintances spends 

104,465 yen, etc. 
 

The size of the market segment corresponding to each purpose of visit can be estimated as follows: The expense amount spent during the travel for 

"sightseeing and leisure" is 284 billion yen, representing 40% of the total. The expense amount spent during the travel for "business", which is the sum 

of those for "exhibitions/fairs," "training," and "negotiations and other business activities," is 240.6 billion yen, representing 33.8% of the total. 

31 

Expenses spent during travel by one foreigner visiting Japan for each particular purpose 
(limited to main nationalities) 

Purpose of visit 
Sightseeing 

and leisure 

Visiting 

relatives or 

acquaintances 

Honey-

moon 

School-

related 

travel 

Event 
Overseas 

education 

Incentive 

tour Business Exhibitions

/fairs 

International 

conferences 
Training 

Negotiations and 

other business 

activities 

Others 

Expenses 

spent during 

travel 

(yen/person) 

[Reference] 

Consumptio

n amount* 

(100 million 

yen) 

Percentage of 

consumption 

amount by 

purpose (The 

sum across a 

row is 100.) 

Number of 

foreign visitors 

for each 

purpose (10 

thousand 

persons) 

* The consumption amount value above is obtained as the product of "expenses spent during travel" and "number of foreign visitors to Japan," so it does not include the domestic revenue contained in the package tour fees. 

All 

ROK 

Taiwan 

Hong Kong 

China 

USA 

All 

ROK 

Taiwan 

Hong Kong 

China 

USA 

All 

ROK 

Taiwan 

Hong Kong 

China 

USA 

All 

ROK 

Taiwan 

Hong Kong 

China 

USA 



23.2

20.5

27.7

32.2

21.9

18.4

11.6

17.6

16.5

6.4

21.9

2.4

21.5

29.3

26.3

30.3

15.5

17.8

25.5

22.9

16.8

17.8

13.3

41.4

11.4

4.3

8.2

6.1

24.6

7.7

6.7

5.5

4.5

7.3

2.8

12.3

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

全国籍

韓国

台湾

香港

中国

米国

衣類・ファッション雑貨 化粧品・医薬品など 菓子・食品・酒など

民芸品・生活雑貨など 電気製品・カメラ その他 32 

The most satisfying product purchased 

商品大区分 商品小区分
衣類・ファッション雑貨 衣類

ファッション雑貨
化粧品・医薬品など 化粧品

香水
医薬品・健康グッズ

菓子・食品・酒など 菓子類
その他食品
酒・タバコ類

民芸品・生活雑貨など 民芸品・工芸品
生活雑貨
書籍・絵葉書・音楽CD・芸術品
まんが・アニメ・キャラクター関連
スポーツ関連

電気製品・カメラ 電気製品
カメラ

その他 その他商品
サービス
その他

Respondents were asked to answer the most satisfying of all products purchased during this visit to Japan. The answers 

were classified into six categories. The result is 23.2% for "clothes and fashion items," 11.6% for "cosmetics, medicines, 

etc.," 21.5% for "cakes, foods, alcoholic and non-alcoholic drinks, etc.," 25.5% for "folkcraft objects, household goods, 

etc.," 11.4% for "electric appliances and cameras," and 6.7% for "others." 
 

Data arranged for main nationalities indicates that South Koreans rate "cakes, foods, alcoholic and non-alcoholic drinks, 

etc." the highest at 29.3%, Taiwanese and Hongkongese rate "clothes and fashion items" the highest at 27.7% and 32.2%, 

respectively, Chinese rate "electric appliances and cameras" the highest at 24.6%, and Americans rate "folkcraft objects, 

household goods, etc." the highest at 41.4%. 

Clothes and fashion items Cosmetics, medicines, etc. Cakes, foods, alcoholic drinks, etc. 

Folkcraft objects, household goods, etc. Electric appliances and cameras Others 

All 

ROK 

Taiwan 

Hong Kong 

China 

USA 

Large category Small category 

Clothes and fashion items Clothes 

Fashion items 

Cosmetics, medicines, etc. Cosmetics 

Perfumes 

Medicines and health goods 

Cakes, foods, alcoholic drinks, etc. Cakes 

Other foods 

Alcoholic drinks and tobaccos 

Folkcraft objects, household goods, 

etc. 
Folkcraft objects and craftworks 

Household goods 

Books, picture cards, music CDs, 

artworks 

Cartoons and animation and character 

related products 

Sport-related goods 

Electric appliances and cameras Electric appliances 

Cameras 

Others Other goods 

Service 

Others 



49.7

58.2

38.3

33.7

7.0

4.6

4.9

3.5

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

平成22年

平成23年

必ず来たい 来たい やや来たい 何ともいえない・来たくない

1.2倍

35.6

43.5

47.9

45.3

9.7

6.6

6.9

4.6

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

平成22年

平成23年

大変満足 満足 やや満足 普通・不満

1.2倍
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Satisfaction of travels to Japan and revisit willingness, compared with the previous year 

■The percentage of respondents who answered "Very satisfied" is 43.5%, 1.2 times the level in the previous year. 
○The percentage of "very satisfied" in 2011 is 1.2 times higher than the level in 2010 (35.6%).  

○Data arranged by nationality indicates that visitors from Thailand, Taiwan, Singapore, etc. are "very satisfied" at percentages that are particularly higher than those in the 

previous year. 

■The percentage of respondents who are very willing to revisit Japan is 58.2%, 1.2 times the level in the previous year. 
○The percentage of "very willing" in 2011 is 1.2 times higher than the level in 2010 (49.7%). 

○Data arranged by nationality indicates that visitors from France, Singapore, Thailand, etc. are "very willing" to revisit Japan at percentages that are particularly 

higher than those in the previous year. 

2010 

2011 

1.2 times 

Very satisfied Satisfied Somewhat satisfied Average or dissatisfied 

2010 

2011 

1.2 times 

Very willing Willing Somewhat willing Not sure or unwilling 



５． Statistics on Inbound Tourists by  

  Prefecture 

 （Statistics on Inbound Domestic and  

  Foreign Tourists by Prefecture） 
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Overview of common standards for statistics on inbound tourists 
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1. What are common standards for statistics on inbound tourists? 

The common standards that apply all over the country specify survey and aggregation methods for surveys 

conducted to obtain the number of inbound tourists, per-capita tourism consumption amounts, tourism 

consumption amounts, etc. 

2. Background of common standard establishment 

Before the common standards were established, since individual prefectures used their own survey and 

aggregation methods when taking statistics on inbound tourists, it was impossible to compare data among 

prefectures. 

The Tourism Agency established common standards in December 2009 so that resulting statistics were 

easily compared among prefectures and began in April 2010 to apply them to prefectures in sequence. 

・ The commencement of common standard application makes it possible to compare 

tourism statistics and trends among regions. 

・ Resulting statistics can be used as objective and reliable basis for developing strategies 

or policies concerning tourism promotion for individual regions. 



Study processes for common standard establishment 

May  2005   Establishment of the study conference concerning tourism statistics maintenance 

Aug. 2005    Suggestion concerning tourism statistics maintenance in Japan 

Dec. 2006    Enactment of the Tourism-based Country Promotion Basic Act 

Jun. 2007    Cabinet approval of the Tourism Nation Promotion Basic Plan 

Apr. 2008     Study conference's interim report on tourism statistics maintenance (April 22, 2008) 

Compilation of guidelines for statistics on inbound tourists and tourism consumption and other statistics, including 

survey and estimation methods, etc. that ensure survey reliability with consideration on the reduction of burden 

imposed on prefectural governments as survey agents.      

Prefectural tourism 
statistics study 

committee 

Study conference 
concerning tourism 

statistics maintenance 
Tourism Agency 

Tourism consumption statistics sub-conference* 

Statistics on inbound tourists sub-conference* 

Fiscal 2008 
 A test survey was conducted in Niigata and Okayama Prefectures to assess the validity, accuracy, etc. 

of the drafted guidelines and study to identify problems and the direction in which to solve them. 

 A test on the method for determining the number of inbound tourists to streets was conducted at the 

Bikan Historical Quarter of Kurashiki City. 

 Joint meeting for statistics on inbound tourists and tourism consumption statistics (March) 

Fiscal 2009 
Test surveys were expanded to a total of 14 prefectures. 

Holding of prefectural tourism statistics study committee (Apr., Aug., and Oct.)  

Joint meeting for statistics on inbound tourists and tourism consumption statistics 

(Sep. and Dec.) 

Prefectures were asked about opinions (Oct. and Dec.) so that their opinions would 

be reflected on the guidelines. 

Study conference concerning tourism statistics maintenance (Dec.) 

In December 2009, the Common Standards for Statistics on Inbound Tourists and Survey 
Procedure were established. 
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Survey process 

Compilation of lists of sightseeing spots, etc. 

Survey on the number of inbound tourists to sightseeing spots 

Sightseeing-spot parameter survey 

Correction with data provided by Tourism Agency 

Estimation, sharing, and release of statistical quantities 

Yearly 

Quarterly 

Quarterly 

Quarterly 

Quarterly 

 Number of inbound tourists      [Quarterly/yearly] 

 Per-capita tourism consumption   [Quarterly/yearly] 

 Tourism consumption    [Quarterly/yearly] 

Prefectures Municipalities 

Municipalities 

Prefectures 

Tourism Agency Prefectures 

Tourism Agency Prefectures 

○Check the number of inbound tourists to sightseeing spots, etc. that are handled as the basis of 

statistics. 

→Ask those who manage sightseeing spots, etc, hold festivals/events, etc. to present monthly reports on 

the number of people who visited the sightseeing spots and festivals/events held in the prefecture. 

⇒Total number of inbound tourists 

○Check tourists visiting sightseeing spots in the prefecture for parameters, such as the 

percentage of tourists with each attribute, the average number of spots visited, and the 

average per-capita consumption. 

⇒Actual number of inbound tourists 

○Identify sightseeing spots, festivals, and events and check what spots and events are added, 

modified, or abolished as of January 1 every year. 

→Check whether each spot or event is included in the target of statistics. 

○Prepare the following data of each prefecture and release it: 

・Number of overnight inbound tourists by tourism purpose and residence [quarterly] 

・Numbers of business-purpose and single-day sightseeing inbound tourists from outside the prefecture 

[yearly] 

・Per-capita tourism consumption by foreign tourists categorized by purpose and by the distinction 

between overnight and single-day travels [quarterly] 

○Prefectures perform estimation and share results with municipal offices and the Tourism 

Agency using shared formats. 

○The Tourism Agency releases the results as national statistics on inbound tourists. 



Image of statistics on inbound tourists based on common standards 
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How much has the region 

earned? 

How much has one 

person spent? 

How many have come 

actually? 

Number of inbound tourists 

to each sightseeing spot 

* A sightseeing spot as defined in the common standards is 
○A spot visited at least once a month by people the number of which is judged to be less than half the number of all tourists who visit the spot,  

○A spot visited by inbound tourists which can be appropriately counted, and 

○A spot visited in the previous year by at least 10 thousand inbound tourists or in a previous specific month by at least 5000 inbound tourists.  

Aggregation  

by each  

prefecture 

Calculation of the number  

of inbound tourists in  

prefecture X 

Sightseeing- spot parameter survey 

Examiner surveys are conducted at sightseeing  

spots (at least 10) in the prefecture. 

Per-capita tourism consumption Number of inbound tourists (actual) 

Tourism consumption amount 

    Prefectural statistics on inbound tourists                   National statistics on inbound tourists          

Survey on the number of inbound  
tourists to sightseeing spots, etc. 

Quarterly Municipalities Quarterly Prefectures 

Prefectures Tourism Agency Release 
Quarterly 

Thru year 

* Estimation based on statistics by residence (inside or outside the prefecture or foreigner), purpose of travel (sightseeing or business), and travel 
style (overnight or single-day) 

To learn the average number  
of visits to each spot by  
tourists with each attribute,  
the tourist consumption  
amount belonging to each  
category, etc. 



[Output example 1] Number of inbound tourists in prefecture A 

観光入込客数
観光入込客数（千人回）

観光目的 訪日外国人
宿泊 日帰り 宿泊 日帰り

県内 216 1,363 観光等 36 3
県外 1,158 44 ビジネス 17 -

参考値　ビジネス目的※
宿泊 日帰り

県内 89 19
県外 218 0
※日帰りはビジネス目的兼観光

An overwhelmingly large percentage of single-day tourists are from within the prefecture. 

A relatively large percentage of foreign tourists visit the prefecture for business. This percentage is nearly 50%. 

Note: Fiscal 2010 
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Number of inbound tourists 

Number of inbound tourists (1,000 person-times) 

* Single-day travels are for both sightseeing and business. 

Sightseeing 

Overnight Single-day 

Within the prefecture 216 1,363 

Out of the prefecture 1,158 44 

Foreign visitors to Japan 

Overnight Single-day 

Sightseeing, etc. 36 3 

Business 17 - 

Reference data: Travels for business* 

Overnight Single-day 

Within the prefecture 89 19 

Out of the prefecture 218 0 



[Output example 2] Per-capita tourism consumption in prefecture A 

観光消費額単価
観光消費額単価（円／人回）

観光目的 訪日外国人
宿泊 日帰り 宿泊 日帰り

県内 34,521 5,694 観光等 86,691 8,109
県外 99,900 1,777 ビジネス 137,845 8,109

参考値　ビジネス目的※
宿泊 日帰り

県内 34,219 4,831
県外 46,290 86,760
※日帰りはビジネス目的兼観光

In the case of Japanese people, the per-capita consumption of sightseeing tourists is larger. 

In the case of foreign visitors to Japan, contrastingly, the per-capita tourism consumption of business tourists is 

larger. 

Note: Fiscal 2010 
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Per-capita consumption amount 

Per-capita consumption amount (yen/person-time) 

* Single-day travels are for both sightseeing and business. 

Sightseeing 

Overnight Single-day 

Within the prefecture 34,521 5,694 

Out of the prefecture 99,900 1,777 

Foreign visitors to Japan 

Overnight Single-day 

Sightseeing, etc. 86,691 8,109 

Business 137,845 8,109 

Reference data: Travels for business* 

Overnight Single-day 

Within the prefecture 34,219 4,831 

Out of the prefecture 46,290 86,760 



[Output example 3] Tourism consumption in prefecture A 

観光消費額
観光消費額（百万円）

観光目的 訪日外国人
宿泊 日帰り 宿泊 日帰り

県内 7,460 7,763 観光等 3,115 23
県外 115,705 78 ビジネス 2,343 -

参考値　ビジネス目的※
宿泊 日帰り

県内 3,042 91
県外 10,081 7
※日帰りはビジネス目的兼観光

According to the data of total tourism consumption amounts, sightseeing overnight tourists from outside the prefecture 

represent the largest volume zone. 

According to the data of per-capita tourism consumption amounts, foreign business overnight tourists are the most contributory, 

but the absolute number of tourists in this category is small. 

Note: Fiscal 2010 
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Tourism consumption amount 

Tourism consumption amount (million yen) 

* Single-day travels are for both sightseeing and business. 

Sightseeing 

Overnight Single-day 

Within the prefecture 7,460 7,763 

Out of the prefecture 115,705 78 

Foreign visitors to Japan 

Overnight Single-day 

Sightseeing, etc. 3,115 23 

Business 2,343 - 

Reference data: Travels for business* 

Overnight Single-day 

Within the prefecture 3,042 91 

Out of the prefecture 10,081 7 



Status of the introduction of statistics on inbound tourists based on the common standards 
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Iwate 

Yamagata Miyagi 

Fukushima 

Chiba 

Gunma 

Yamanashi 

Tokyo Kanagawa Shizuoka Aichi Mie Wakayama 

Gifu 

Nara Osaka 

Fukui Ishikawa 

Kyoto  

Nagano Hyogo 

Toyama Niigata 

Shiga 

Hiroshima 

Shimane 

Okayama 

Tottori 

Yamaguchi 

Oita 

Fukuoka 

Kumamoto 

Miyazaki Kagoshima 

Okinawa 

Aomori 

Hokkaido 

Kochi 

Ehime 

Tokushima 

Kagawa 

Akita 

Ibaraki Tochigi 

Saitama 

Saga Nagasaki 

* As of July 1, 2012 

･･･ Common standards not in effect yet (2 prefectures) 

･･･ Common standards already in effect (45 prefectures) 



[Reference] Study of methods for accurately grasping the number of inbound tourists 

 Methods for surveying and estimating the number of inbound tourists at sightseeing spots where it is difficult to grasp the 

number inbound tourists accurately were studied at the Bikan Historical Quarter of Kurashiki City, Okayama Prefecture as 

part of efforts to create the common standards for statistics on inbound tourists (fiscal 2008). 

 Cost-saving methods for counting people accurately (analysis of images taken by video cameras) were studied at the 

Ueno Nakadoori (Uechun) shopping mall (fiscal 2009). 

 System outcome accuracies influenced by video camera installation position, time zone, and other factors that vary 

depending on particular conditions were verified in Numazu City, Shizuoka Prefecture and Ebino City, Miyazaki Prefecture 

(fiscal 2010).  

 Prefectures strongly request establishing methods for accurately grasping the number of inbound tourists not only at 

sightseeing spots, but also at festivals and other events. 

 Based on the results of the studies conducted in fiscal 2008 to 2010, methods for accurately 

grasping the number of inbound tourists at festivals and events were studied in fiscal 2011. 
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 According to the result of the traffic survey, the number of inbound visitors to the 

Bikan area was about 6,100 on a single day. 

 The total number of inbound visitors to the area in 2007 was about 3,200,000 per 

year, which is 525 times the number of people who visited the area on February 15. 

 The result of interviews about visited places indicates that about 24% of the 

respondents did not visit any admission-paid facilities, but only strolled in the streets. 

 It is possible to obtain the correct number of inbound visitors by calculating the 

product of the correct number of people who strolled at the riverside of the Kurashiki 

River and the reciprocal of the above percentage. 

83.3% 

[Example for reference 1] Understanding the "number of inbound tourists in the  
streets" of the Kurashiki Bikan Historical Quarter (2008) 

Of inbound tourists in the Kurashiki Bikan Historical Quarter, the number of users of 

principal admission-paid facilities (such as museums of art, etc.) within the area can 

be obtained from the number of admission tickets issued, whereas it is difficult to 

obtain the correct number of sightseers who pass through the streets, but do not use 

any admission-paid facilities. 
 

To address this issue, we tested and studied methods for estimating the number of 

inbound tourists in the Bikan area streets by relying on values that can be accurately 

grasped, such as the ridership of each major station and the number of users at 

admission-paid facilities. 

 Traffic survey 

 At the entrances (three points) to the Kurashiki Bikan Historical Quarter, a traffic 

survey was conducted to obtain the number of pedestrians who passed each 

entrance in each direction during each predefined time zone. 

 Interview survey 

   We interviewed pedestrians to hear about what was their attribute (tourist or 

local inhabitant), where they visited around the Kurashiki Bikan Historical 

Quarter, how long they stayed in the Kurashiki Bikan Historical Quarter, etc. 

<Content of survey> 

<Results of survey> 
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① Kurabo Memorial Hall 

② Kurashiki Museum of Natural History 

③ Kurashiki Archaeological Museum 

④ Kurashiki Museum of Folk Crafts 

⑤ Japan Folk Toy & Doll Museum 

⑥ Kurashiki Historical and Folklore Material Museum 

⑦ Ohara Museum of Art 

⑧ Kojima Torajiro Memorial Hall, Ohara Museum of Art 

⑨ Kurashiki City Art Museum 

⑩ Yumiko Igarashi Museum 

⑪ KAKE Museum of Art 

⑫ Ivy School 

⑬ Ohashi House 

⑭ Kurashiki riverside stroll 

⑮ Takasago Bridge 

⑯ Kurashiki morning market "Sansai-ichi" 

Town Visitors 



[Reference example 2] Grasping of the number of inbound tourists at the Ueno Nakadoori 
shopping mall (fiscal 2009)  

If inbound tourists are to be always counted, the general method might be to use examiners. However, it is 

practically difficult to always assign examiners to the task of counting. Therefore, there is demand for developing a 

less expensive method. 
 

To meet this demand, a demonstration experiment was conducted in fiscal 2009 as follows: Images taken at the 

Ueno Nakadoori shopping mall (Taito-ku, Tokyo) by a home video camera were analyzed using leading-edge 

imaging software to grasp the number of pedestrians. 

<Survey content> 

Pedestrians were photographed by a home video camera installed on the second floor of a commercial building that 
faces the Ueno Nakadoori shopping mall. The taken images were later analyzed using leading-edge imaging 
software that was being developed by a Japanese leading optics manufacturer (including an algorithm that 
recognizes a person from the shape of the upper half of his/her body). Errors between the software and manual 
counts were calculated. Photographing of moving pedestrians 
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 The recognition ratio of the imaging software exceeded 95% regardless of whether the time was during the day or evening. It is sufficiently accurate considering the general 

assessment that counts by examiners deviate from real values by about 5 to 10% due to fatigue and other factors. 

 The accuracy was sufficient both in the direction to move away from the camera (counting persons on their back) and in the direction to move towards the camera (counting persons on 

their front). 

 Since over 4,000 pedestrians were counted per hour, the quantitative performance was also satisfactory. 

<Survey results> 

時間帯 方向
時間 人手観測 画像処理 誤差 人手観測 画像処理 誤差 人手観測 画像処理 誤差

日中 13：00～13：29 574 545 94.9% 537 505 94.0% 1,111 1,050 94.5%
13：30～13：59 614 574 93.5% 629 588 93.5% 1,243 1,162 93.5%
14：00～14：29 644 609 94.6% 587 570 97.1% 1,231 1,179 95.8%
14：30～14：59 651 615 94.5% 637 649 101.9% 1,288 1,264 98.1%

計 2,483 2,343 94.4% 2,390 2,312 96.7% 4,873 4,655 95.5%

夕方 16：00～16：29 617 587 95.1% 643 631 98.1% 1,260 1,218 96.7%
16：30～16：59 705 674 95.6% 592 604 102.0% 1,297 1,278 98.5%
17：00～17：29 563 529 94.0% 598 569 95.2% 1,161 1,098 94.6%
17：30～17：44 281 251 89.3% 308 309 100.3% 589 560 95.1%

計 2,166 2,041 94.2% 2,141 2,113 98.7% 4,307 4,154 96.4%

時間帯計 合計 7,132 6,727 94.3% 6,921 6,737 97.3% 14,053 13,464 95.8%

方向①（Ａ駅方面） 方向②（Ｂ駅方面） ２方向計
Time zone Direction 

Time 
Direction 1 (towards station A) 

Manual Imaging Error 

Sum across two directions Direction 2 (towards station B) 

Day 

Evening 

Total across all 

time zones 

Manual Imaging Error Manual Imaging Error 

Total 

Total 

Total 



[Reference example 3] Grasping of the number of inbound tourists at  
Takaosan Shrine Festival in Numazu City (fiscal 2010) 

Verification was conducted to determine whether the traffic volume assessment system which is based on processing of video camera images and proved to be sufficiently 

accurate in fiscal 2009 could be used as a method for grasping the number of inbound tourists at festivals or events held under different conditions. 
 

For this purpose, how the accuracy of the system varied depending on the video camera installation position, time zone, and other factors that were different with the 

situation was verified. 

<Survey content> 
Video cameras were installed at 8 locations of the festival site to survey the number of inbound tourists. 

The imaging system used consisted of a small device capable of extracting persons from image data and a dedicated PC on which software for aggregating and 

displaying results was installed. 
 

During this experiment, video images were played back at an ordinary speed and were processed on a real-time basis as they played. 
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Problems with the traffic assessment system used during 

this experiment 
 

① The accuracy drops considerably at night when the light 

intensity is low. 

② The background of the person who is the video image 

target influences the accuracy. 

③ The size of the upper body of the person influences the 

accuracy. 

<Survey results> 

The images are analyzed to determine in which direction 
the triangle moves on the screen, so that both the 
incoming and outgoing traffic quantities can be estimated.  
10:00-10:59 X people coming and X people going 

As a result of 
image processing, 
a triangle 
determined by the 
head and two 
shoulders is 
recognized as a 
person. 

Photographing of pedestrian flows 
with video camera 

Profile line 

X people 
coming 

X people 
going 

DVD Video camera 

Video (moving) 
image 

Image 
processing PC 

Some problems can be alleviated by manipulating video 

images prior to the starting of image processing. It is therefore 

desirable to list up what is to be noted when installing video 

cameras on the site and to study subsequent manipulation. 



6. Local Governments' Efforts to Use 

Statistics on Inbound Tourists 
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• Select local governments that are highly aware of tourism statistics, as pilot local governments 

• Ask the pilot local governments about problems annoying them, the status of their efforts for 

tourism policies, etc. 

Tourism  

Agency 

Local  

government 

Hearing 

•Cases of utilizing existing statistics 

•Current problems 

•Various measures being implemented 

•Measures still to be implemented 

Information provision 

Leading efforts for utilizing survey results in cooperation with local governments 

-48- 



Examining methods of utilizing tourism statistics based on local governments’ problem 
awareness. 

• What relationship exists 
between problem awareness 
and measures? 

• What information is required to 
use statistics for measures? 

• What information is required to 
answer problem awareness? 

 

Clarification of  

problem awareness  

and measures 

Study of tourism  

statistics that  

can be used 

Output image  

creation 

Output image  

modification 

T
o
u
rism

 A
g
e
n
c
y 

L
o
c
a
l g

o
ve

rn
m

e
n
ts 

• Arrangement of existing statistics 
that can be used although not based 
on the common standard 

• Collection and arrangement of 
statistics held by local governments 
as their own resources 

 

Statistics inquiries 

Statistics provision 

Original 

statistics 

Output image  

acceptability assessment 

Output  

image 

Request for output  

image assessment 

Output image  

assessment feedback 

Output image  

completion 

• Based on the results of the hearing, create output images representing statistical results.  
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Common standard explanation conference 

Creating and sharing best-practice outputs 

Creation of best-practice  

outputs using common  

standard data 

T
o
u
rism

 A
g
e
n
c
y 

L
o
c
a
l g

o
ve

rn
m

e
n
ts 

Best practice release 

Best-practice  

output  

completion 

Best practice release  

at common standard  

explanation conference 

Best practice expansion 

Results of  
surveys  

conducted  
using common 

 standards 

Best practice  

created by  

local government 

Best practice 

created by  

Tourism Agency 

Best practice  

provision 

Use of best  

practice to  

develop  

and implement  

tourism  

measures 

Feedback of  

tourism  

statistics  

needs 

Improvement of  

tourism statistics  

utilization method 

Best practice  

created using  

common standards 

• Create best-practice outputs using common standard data, feed them back to local governments, and 
request their utilization. 

Other survey  

results 
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Good use cases: 

Results of country-wide statistics on 

inbound tourists surveys conducted 

using common standards 
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Significance and utilization of nationwide statistics on inbound tourists based on common 
standards 

• Nationwide statistics on inbound tourists based on common standards is characterized by the real total and actual 

numbers of inbound tourists, rather than counts that are defined differently among local governments, so that the 

"quality" of the real number of tourists can be compared among regions/areas. 

• Another characteristic is as follows: Since the real number of inbound tourists can be identified, it is also possible to 

grasp tourism consumption in individual prefectures accurately.  

• This material shows typical use cases of this statistics from the following viewpoint: 
   

No. Use case Prefecture used as an example 

1 Influence of the total and actual numbers of inbound tourists on 

tourism consumption amounts 

Not open (2 prefectures in one district) 

2 Grasping of the number of inbound tourists and economic effect Not open (2 adjacent prefectures) 

3 Identification of segments of tourists who spend money in local 

regions/areas 

Not open 

4 Identification of types of tourists on which the prefecture is more 

advantageous than other prefectures 

Hyogo, Wakayama, and Nara 

5 Grasping of the relative size of the prefecture's tourism industry Nagano 

6 Creation of indicators for prefectural tourism economy Multiple prefectures 
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[Reference] Basic information on individual prefectures 

Prefecture 

Total number of 

inbound tourists 

(1,000 person-

times) 

* limited to 

sightseeing spots 

Actual number of 

inbound tourists 

(1,000 person-

times) 

Tourist 

consumption 

amount (million yen) 

Population (1,000 

persons) 
Area (km2) 

Private final 

consumption 

expenditure 

(100 million 

yen) 

Nagano 15,308 8,977 108,956 2,159 13,562 42,638 

Hyogo 25,584 15,094 100,687 5,583 8,396 112,506 

Wakayama 3,8573 2,701 33,911 1,004 4,726 18,570 

Nara 10,572 5,007 39,607 1,399 １3,691 26,622 

Pref. A 5,313 2,870 35,857 999 1,877 19,786 

Pref. B 5,116 1,713 18,708 766 7,105 13,934 

Pref. C 15,308 8,977 108,956 2,159 13,562 42,638 

Pref. D 16,564 9,696 74,227 2,092 10,621 38,282 

Pref. E 10,547 4,446 65,380 1,179 9,323 21,417 

Source: Prefectural statistics on inbound tourists in April to June, "Social Life Statistics Indicators - Prefectural Indicators - 2011" released by the Statistics Bureau, Ministry of Internal 

Affairs and Communications, and the web pages of individual prefectures 



• The total numbers of inbound tourists in prefectures A and B belonging to the same district are nearly equal. 

• However, the actual number in prefecture A is about 1.77 times the level in prefecture B. 

• The tourism consumption in prefecture A is about 1.82 times the level in prefecture B. This suggests that the tourism 

consumption is proportional to the actual number, not the total number. 
   

Use case 1 "It is possible to understand that tourism consumption amount is proportional to 
the actual number of inbound tourists." 

10000 20000 30000 

B県 

A県 

0 5000 

B県 

A県 

Tourism consumption amount Total number of inbound tourists 

(1000 person-times) (million yen) 

* The values are only for Japanese tourists. The total number of inbound tourists includes the number of people not only at sightseeing spots, but also at festivals and other events. 

0 2000 4000 

B県 

A県 

Actual number of inbound tourists 

(1000 person-times) 
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Pref. A 

Pref. B 

Pref. A 

Pref. B 

Pref. A 

Pref. B 



• The number of inbound tourists in prefecture D is about 1.12 times larger than the level in prefecture C, 

which is adjacent to prefecture D. 

• On the other hand, the tourism consumption amount in prefecture C is no less than about 1.65 times 

larger than the level in prefecture D. 
   

Use case 2 "It is possible to understand the direction in which to develop measures for 
increasing tourism consumption amounts" ① 

10000 60000 110000 

D県 

C県 

0 5000 10000 

D県 

C県 

Tourism consumption amount Number of inbound tourists 

(1,000 person-times) (million yen) 

* The values are only for Japanese tourists.  

The tourism consumption 
is 1.65 times larger in 
pref. C than in pref. D. 

The number of inbound tourists 
is 1.12 times larger in pref. D 

than in pref. C. 
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Pref. C 

Pref. D 

Pref. C 

Pref. D 



• A large percentage of inbound tourists in prefecture D are single-day tourists from outside the prefecture. 

• The per-capita consumption by overnight tourists from within the prefecture is higher in prefecture D, whereas the per-capita consumption by single-

day tourists is higher in prefecture C. 

• As a result, in prefecture C, the per-capita consumption is higher, and the consumption by the relatively many overnight tourists from outside the 

prefecture and single-day tourists from outside the prefecture drives up the total consumption amount. The overall effect is an increase in tourism 

consumption amount. 

• For prefecture C, therefore, an increase in the number of inbound tourists will lead to an increase in consumption amount and, for prefecture D, 

an increase in the number of overnight tourists with high per-capita consumption and in the per-capita consumption by single-day 

tourists belonging to the volume zone will lead to an increase in consumption amount. 
   

Use case 2 "It is possible to understand the direction in which to develop measures for 
increasing tourism consumption amounts" ② 

0 10000 20000 30000 

D県 

C県 

県外日帰 県外宿泊 

県内日帰 県内宿泊 

0 20000 40000 60000 

D県 

C県 

県外日帰 県外宿泊 

県内日帰 県内宿泊 

Per-capita tourism consumption Tourism consumption amount 

0 2000 4000 6000 8000 

D県 

C県 

県外日帰 県外宿泊 

県内日帰 県内宿泊 

Number of inbound tourists 

(1000 person-times) (million yen) 

 
(yen/person-time) 

* The values are only for Japanese tourists.  -56- 

Pref. C 

Pref. D 

Pref. C 

Pref. D 

Pref. C 

Pref. D 

Single-day tourists from 

outside the prefecture 
Overnight tourists from 

outside the prefecture 

Single-day tourists from 

within the prefecture 
Overnight tourists from 

within the prefecture 

Single-day tourists from 

outside the prefecture 
Overnight tourists from 

outside the prefecture 

Single-day tourists from 

within the prefecture 
Overnight tourists from 

within the prefecture 

Single-day tourists from 

outside the prefecture 
Overnight tourists from 

outside the prefecture 

Single-day tourists from 

within the prefecture 
Overnight tourists from 

within the prefecture 



Use case 3 "It is possible to identify segments of tourists who spend money in the local area." 

• Tourists of the highest per-capita consumption in prefecture E are overnight tourists from outside the prefecture. 

• However, the total consumption by single-day tourists from outside the prefecture is about 2.7 times larger than that by overnight tourists 

from outside the prefecture. 

• Considering that the per-capita consumption by single-day tourists from outside the prefecture is no more than about 67% of that by 

overnight tourists from outside the prefecture, measures for increasing the per-capita consumption by single-day tourists from outside the 

prefecture, rather than increasing the number of overnight tourists from outside the prefecture, will have immediate effectiveness. 

0 10000 20000 30000 

県内日帰り 

県外日帰り 

県内宿泊 

県外宿泊 

0 20000 40000 

県内日帰り 

県外日帰り 

県内宿泊 

県外宿泊 

(million yen) (yen) 

Per-capita consumption by tourists in prefecture E Tourism consumption amount in prefecture E 

Ａ 

Reduction of the 
difference at A is more 
effective than reduction 
of the difference at B. 

Ｂ 

Source: Prefectural statistics on inbound tourists in April to June -57- 

Overnight tourists 

from outside the 

prefecture 

Overnight tourists 

from within the 

prefecture 

Single-day tourists 

from outside the 

prefecture 

Single-day tourists 

from within the 

prefecture 

Overnight tourists 

from outside the 

prefecture 

Single-day tourists 

from outside the 

prefecture 

Single-day tourists 

from within the 

prefecture 

Overnight tourists 

from within the 

prefecture 



Use case 4 "Per-capita consumption data makes it possible to identify types of tourists for 
which the prefecture has competitive advantage over other prefectures."① 

A/B = the ratio of the consumption by overnight tourists from outside the 

prefecture to the consumption by overnight tourists from within the 

prefecture 

A/C = the ratio of the consumption by overnight tourists from outside the 

prefecture to the consumption by single-day tourists from outside the 

prefecture. 

C/D = the ratio of the consumption by single-day tourists from outside the 

prefecture to the consumption by single-day tourists from within the 

prefecture. 

B/D = the ratio of the consumption by overnight tourists from within the 

prefecture to the consumption by single-day tourists from within the 

prefecture 

If this ratio is higher, overnight tourists 

should be invited from outside the 

prefecture to produce a higher economic 

effect per tourist. 

If this ratio is higher, single-day tourists 

should be invited from outside the 

prefecture to produce a higher economic 

effect per tourist. 

If this ratio is higher, tourists from outside 

the prefecture should be invited as 

overnight tourists to produce a higher 

economic effect per tourist. 

If this ratio is higher, tourists from within 

the prefecture should be invited as 

overnight tourists to produce a higher 

economic effect per tourist. 

Per-capita consumption by tourists in three Kinki prefectures 

県外（Ａ） 県内（Ｂ） 県外（Ｃ） 県内（Ｄ）
兵庫県 22,843 22,144 4,615 3,055 1.032 1.512 4.950 7.248
奈良県 27,791 17,032 4,940 2,829 1.632 1.746 5.626 6.021
和歌山県 28,442 18,344 9,375 4,032 1.550 2.325 3.034 4.550

B/D
宿泊（単位：円） 日帰り（単位：円）

A/B C/D A/C

Source: Prefectural statistics on inbound tourists in April to June 

* The values are only for Japanese tourists.  -58- 

Overnight (yen) Overnight (yen) 

Overnight (yen) Overnight (yen) Overnight (yen) From outside pref. (A) 

Hyogo Prefecture 

Nara Prefecture 

Wakayama Prefecture 

From within pref. (B) From outside pref. (C) From within pref. (D) 



• The consumption behavior of tourists varies among local areas even though they are in the same Kinki region. 

• Before a prefecture can take measures that have competitive advantage over adjacent prefectures, it should expand the 

segments of tourists over which the prefecture is competitively advantageous than other prefectures in terms of the per-

capita consumption and volume zone. 
   

Prefecture Tendency Direction to expand the segment (example) 

Hyogo 

The per-capita consumption by 

overnight tourists from within the 

prefecture is relatively large. 

•Promotion of stay-type urban leisure 

•Development of cheap, near, and short travels 

Nara 

The per-capita consumption by 

overnight tourists from outside the 

prefecture is relatively large. 

•Maintenance/improvement of accommodation facilities 

•Development of stay-type travels for tourists from outside 

the prefecture 

Wakayama 

The per-capita consumption by 

single-day tourists from outside the 

prefecture is relatively large. 

•Improvement of access from outside the prefecture 

•Development/maintenance of easily-enjoyable one-stop 

sightseeing spots 

Use case 4 "Per-capita consumption data makes it possible to identify types of  
tourists for which the prefecture has competitive advantage over other prefectures."② 
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Use case 5 "It is possible to understand the relative approximate size of the tourism industry.” 

• The tourism consumption in Nagano Prefecture, even though it is limited to the first quarter, exceeds the 

annual shipment from representative industries of the prefecture. 
   

0  40,000  80,000  120,000  

眼鏡レンズ出荷額（年間） 

小型モータ出荷額（年間） 

味噌出荷額（年間） 

ジュース出荷額（年間） 

観光消費額（4-6月期） 

Source: Prefectural statistics on inbound tourist s in April to June, shown on Nagano Prefecture's web page. 

(million yen) 

Comparison in size between the tourism consumption amount in Nagano Prefecture and the shipment  

from the prefecture's industries that rank first in Japan 

The quarterly tourism 
consumption amount is twice 

the annual miso shipment. 

* This table only shows the approximate size for reference because it compares demand and supply values. 
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Tourism consumption amount 

(April to June) 

Juice shipment (annual) 

Miso shipment (annual) 

Small motor shipment (annual) 

Spectacle lens shipment 

(annual) 



Use case 6 “A variety of indicators of prefectural tourism economy can be identified." 

Prefecture 
Number of tourists 

per resident 

Tourism consumption 

amount per resident (10 

thousand yen) 

Ratio of tourism 

expenditure to private 

final consumption 

expenditure (%) 

Tourist density 

(number of tourists per 

km2) 

Nagano 4.2 5.0 2.6 662 

Hyogo 2.7 1.8 0.9 1798 

Wakayama 2.7 3.4 1.8 572 

Nara 3.6 2.8 1.5 1357 

Prefecture A 2.9 3.6 1.8 1529 

Prefecture B 2.2 2.4 1.3 241 

Prefecture C 4.2 5.0 2.6 662 

Prefecture D 4.6 3.5 1.9 913 

Prefecture E 3.8 5.5 3.1 477 

Source: Prefectural statistics on inbound tourists in April to June, "Social Life Statistics Indicators - Prefectural Indicators - 2011" released by the Statistics Bureau, Ministry of Internal 

Affairs and Communications, and the web pages of individual prefectures 

• The following table shows various indicators obtained based on statistics of inbound tourists: 
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7. Examples of studies that make use 

of tourism statistics 
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【Example Study: 1】 Estimation of the number of nights spent by foreign visitors to Japan 
considering the effect of inter-regional cooperation 

• Associate Professor Tetsuo Shimizu at the University of Tokyo developed a model that estimates the number of 

nights spent by foreign visitors to Japan by nationality using the statistics on overnight travels and analyzed 

the influence of the effect of inter-regional cooperation on the changes in the number of nights spent by tourists. 
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[Estimated number of nights spent by foreign visitors in each prefecture by nationality] 

Source: "Construction of a model for estimating the number of nights spent by foreign visitors to Japan considering the effect of inter-regional cooperation" (Tetsuo Shimizu) 

This research won the 2009 Japan Tourism Agency Commissioner Award on Papers Concerning Demonstrative Analysis Utilizing Tourism Statistics. 
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ROK Actual  

Estimated 

Taiwan Actual  

Estimated 



【Example Study: 2】 Study on seasonal changes of the number of guests in Hokkaido 

• Mr. Shunichi Asakura at Docon Co., Ltd. analyzed the structure underlying the seasonal changes in the number of 

nights spent by tourists in Hokkaido as seen in the light of the statistics on overnight travels. 

◆Monthly changes in the number of accommodation guests in Hokkaido by their residence (2008) 
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道内客

道外客

The seasonal changes are 

mainly brought about by 

guests from outside 

Hokkaido. 

◆Peak to off-peak ratio of the number of guests in Hokkaido by type of guest (2008) 

(the ratio of the percentage of number of guests in peak months to the percentage 

of the number of guests in off-peak months) 

1.66

1.42

3.09

1.44

2.06

0 0.5 1 1.5 2 2.5 3 3.5

全国平均

道内客（観光）

道外客（観光）

道内客（業務）

道外客（業務）

The seasonal changes in 

the number of guests from 

within Hokkaido are small! 

Source: "Study on seasonal changes of the number of guests in Hokkaido" (Shunichi Asakura) 

This study won the 2009 Examination Committee Encouragement Award on Papers Concerning Demonstrative Analysis Utilizing Tourism Statistics. 
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(1,000 person-nights) 
Guests from 
within Hokkaido 
Guests from  
outside Hokkaido 

Jan.   Feb.   Mar.    Apr.    May.  Jun.    Jul.    Aug.   Sep.   Oct.    Nov.   Dec. 

Guests from within 

Hokkaido (for 

sightseeing) 

National average 

Guests from outside 

Hokkaido (for 

sightseeing) 

Guests from within 

Hokkaido (for 

business) 

Guests from outside 

Hokkaido (for 

business) 



8. Regional Tourism Economic Survey 
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The regional tourism economic survey is to analyze tourism from industrial viewpoints. 

• Conventional tourism statistics surveys lacked viewpoints of money by businesses and therefore 

could not be used to quantitatively understand the economic effect of tourism demands without 

difficulty. 

• The regional tourism economic survey is intended to overcome this difficulty. 

People flow Money flow 

Ordinary 

people 

Businesses 

Statistics on  

overnight travels 

Travel/tourism  

consumption trend  

survey 

Prefectural  

statistics on  

inbound tourists 

Survey on trends  

in consumption  

by foreigners  

visiting Japan 

Regional tourism economic survey  

<nationwide and for each tourism region> 

Position of each type of tourism statistics 
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Tourism Satellite Account (TSA) <nationwide> 



The regional tourism economic survey has been added to visualize the tourism industry. 

Existing statistical methods 

It is unclear what will  

result in the local  

economy when the  

number of tourists  

decreases. 

Ratio of tourism sales  

to the total sales 
 

Accommodation: X% 

Food service: X% 

Retail: X% 

Number of tourism  

industry business entities 
 

Accommodation: X entities 

Food service: X entities 

Retail: X entities 

It is unclear how  

many business 

 entities earn from  

tourism (tourists). 

Ratio of intra-regional  

procurement for tourism industry 
 

Agricultural, forestry, and  

fishery products: X% 

Processed foods: X% 

Miscellaneous goods: X% 

It is unclear how  

important the  

tourism industry is  

in the local economy. 

Administrators 

Tourism-related  

people 

Newcomers 

Tourism business  

operators 

Local financial  

institutes, etc. 

・Can use the survey results as basic 

information for tourism measures. 

・Can provide objective proof showing 

the local residents the importance of 

tourism. 

・Can use the survey results as basic 

information for tourism promotion. 

・Can identify what should be improved 

in comparison with other regions. 

・Can use the survey results to find 

when to invite investment. 

・Can use the survey as an opportunity 

for reviewing the business structure. 

・Can understand how tourism 

businesses are structured and use 

this information when deciding 

whether to start business in this 

industry. 

・Can use the survey results when 

deciding whether to invest in a 

particular business. 

・Can understand the position of tourism 

industry in the local economy when 

making efforts to bump up the local 

economy. 

Data indicating tourism  

industry "size" 

Data indicating the "ripple  

effect" of tourism industry 

Data indicating the  

"importance" of tourism 

R
eg
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n
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m
ic su

rvey 

 

67 



The regional tourism economic survey is a kind of unparalleled breakthrough. 
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Conventional statistical methods Regional Tourism Economic Survey Features of the regional tourism  

economic survey 

Accommodation 

Transport  

Retail 

Sales 

Accommodation  

Transport 

Retail 

Sales 

Tourism sphere X Type-X  

Sightseeing 

 spot 

Prefecture X Prefecture X 

Accommodation  

business 

Retail  

business 

Processed food  

business 

Service  

business 

Within the  

municipality 

Within the  

prefecture 

Out of the  

prefecture 

Data is only classified at prefectural or  

similar administrative level. 

Regional data can be summarized from 

the tourism viewpoint. 

Only this survey makes it possible 

to directly understand the move of 

money inside and outside the region 

(within the municipality, within the 

prefecture, or outside the 

prefecture). 

Only this survey makes  

it possible to understand 

regional data from the regional 

tourism perspective. 

Only this survey makes  

it possible to understand data 

of  business entities from the 

tourism perspective. 

The relationship between tourism demand and  

the sales of each industry is unknown. 

Sales of each industry can be summarized  

according to whether they are from tourism demand. 

To
u

rists 

To
u

rists 

Accommodation  

business 

Retail  

business 

Processed food  

business 

Service  

business 

Within the  

prefecture 

Out of the  

prefecture 

Money flows inside and outside the  

prefecture are understood only indirectly. 
Primary data shows money flows to three layers. 



Specific effects of the regional tourism economic survey 
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What can be done if it is 

possible to learn how 

money is moving? 

What can be done if 

regional data can be 

understood from regional 

tourism perspective? 

What can be done if 

business entity data can be 

understood from the 

tourism perspective? 

Specific effects Features of the regional tourism  

economic survey 

• Because it is possible to learn specifically what industries procure products 

and services from where, the actual status of regional production and 

consumption can be understood for each industry quantitatively on a 

monetary basis. Measures can thus be prioritized. 

• It will be easier to develop tourism strategy for each geographical space 

having a tourism demand, and verify its effect, regardless of which 

administrative units include this space. 

• Because the effect of tourism demand on the region can be understood 

regardless of what administrative units are involved, financial institutions 

and other investors can more easily make investment decisions when 

making efforts for comprehensive revitalization of sightseeing spots. 

• The contribution of tourism demand, which cannot be confirmed from cash 

flows of individual businesses, can be identified. This information is likely 

to add a positive factor when financial institutions make investment 

decisions and, as a result, promote financing to tourism-related industries, 

thereby possibly revitalizing the local economy. 



[Reference] Reasons that the regional tourism economic survey will help increase investments 
by local financial institutes 
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Tourism-related  

business  

operators 

• Given information as to what investment will produce what effect on local economy, rather than mere cash flow 

information, financial institutes can understand how much the local economy will grow as the result of investment in a 

particular field and can make policy-based investment judgment. 

• If the tourism industry declines in a region where the tourism industry pays to local business entities a lot of money, other 

industries will also decline in a chain reaction. 

• Therefore, if financial institutions fail to make policy-based investment in tourism business entities in such a region, they will be 

saddled with bad loans because the entire regional economy will decline. 

• Because financial institutions can understand how much a particular industry will benefit from tourism, they can more 

easily decide on investment in a business entity when an external factor that could increase the number of tourists is 

expected, even if the business entity's current cash flow is not so satisfactory. 

Accommodation 

 business 

Transport 

 business 

Retail 

 business 

Sales 
To

u
rists 

Tourism-related 

 business  

operators 

Tourism-related  

business  

operators 

Implementation of tourism 

promotion measures will improve 

the business performance to relax 

financing conditions. 

Money flow within  

the region 

Money flow to 

outside the region 

Money flow within  

the region 

Money flow within 

 the region 

Money flow to   

outside  the region 

Money flow to   

outside  the region 

The local economy will decline if tourism 

business operators in this region are not 

appropriately financed. 

Region A Region B Region C 



Overview of the preliminary survey conducted in 2011 for the regional tourism economic survey 

2. Numbers of survey target  

regions and business entities 
 112 regions (58 tourism areas): 52,754 business entities  

(See the next page.) 

3. Survey method 
 Send by mail a questionnaire to business entities that are considered 

to be engaged in an industry seemingly relating to tourists, and collect 

by mail answers from the entities. 

4. Schedule of the survey 

 November 11 and 14, 2011: Questionnaire sending  

 November 28, 2011: Deadline for answers to the questionnaire 

  Issuance of demand notices, inquiries about questionable points, and 

collection 

 March 2, 2012: Aggregation 

5. Survey target industries 

 Industries specified by UNWTO (United Nations World Tourism 

Organization), quoted from the list of establishments and enterprises in 

the "2009 Economic Census - Basic Survey" 

              + 

 Business entities listed in the sightseeing spot list created through the 

prefectural statistics on inbound tourists 

  To clarify the tourism industry related quantities, scales (sales, 

employment, etc.) and ripple effects on the region by collecting basic 

data, and to use this data to publish relevant statistics for tourism 

marketing, etc. 

1. Purpose of the survey 
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The preliminary survey was conducted in 112 tourism regions all over the country. 
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・ Preliminary survey was conducted in the 112 tourism regions (58 tourism areas) that were selected from 

survey target candidate regions. 

北海道 函館観光エリア 山梨県 富士河口湖観光エリア 島根県 松江市観光エリア

北海道 富良野観光エリア 長野県 飯田市観光エリア 広島県 呉観光エリア
北海道 ニセコ観光エリア 長野県 野沢温泉・野沢温泉スキー場 広島県 尾道観光エリア

青森県 弘前観光エリア 岐阜県 大井観光エリア 山口県 下関観光エリア
秋田県 男鹿観光エリア 岐阜県 白川郷観光エリア 山口県 萩観光エリア

秋田県 にかほ市象潟観光エリア 岐阜県 奥飛騨温泉郷地域観光エリア 山口県 宇部・美祢産業観光エリア
山形県 月山観光エリア 静岡県 浜松市観光エリア 徳島県 大歩危祖谷観光エリア

茨城県 那珂湊観光エリア 静岡県 熱海市観光エリア 香川県 琴平観光エリア
茨城県 奥久慈観光エリア 愛知県 伊良湖観光エリア 愛媛県 道後温泉観光エリア

栃木県 那須観光エリア 三重県 志摩市観光エリア 高知県 歴史と文教のまちエリア
群馬県 前橋観光エリア 三重県 鳥羽観光エリア 福岡県 糸島観光エリア

群馬県 草津観光エリア 滋賀県 水郷と城下町エリア 佐賀県 唐津観光エリア
群馬県 片品観光エリア 京都府 京都市観光エリア 佐賀県 古枝観光エリア

千葉県 南房総市観光エリア 兵庫県 姫路城周辺観光エリア 熊本県 高森観光エリア
東京都 浅草寺とその周辺エリア 兵庫県 明石駅周辺観光エリア 宮崎県 宮崎市観光エリア

東京都 大田区観光エリア 奈良県 桜井ひみこの里観光エリア 沖縄県 那覇市観光エリア
神奈川県 鎌倉観光エリア 奈良県 葛城市観光エリア 沖縄県 糸満市観光エリア

富山県 黒部・宇奈月温泉観光エリア 和歌山県 那智勝浦観光エリア 沖縄県 名護市観光エリア
富山県 氷見観光エリア 鳥取県 倉吉市観光エリア

福井県 勝山観光エリア 鳥取県 妖怪の観光エリア

Hokkaido Hakodate tourism area 

Hokkaido Furano tourism area 

Hokkaido Niseko tourism area 

Aomori Prefecture Hirosaki tourism area 

Akita Prefecture Oga tourism area 

Akita Prefecture Nikaho City Kisakata tourism area 

Yamagata Prefecture Gassan tourism area 

Ibaraki Prefecture Nakaminato tourism area 

Ibaraki Prefecture Okukuji tourism area 

Tochigi Prefecture Nasu tourism area 

Gunma Prefecture Maebashi tourism area 

Gunma Prefecture Kusatsu tourism area 

Gunma Prefecture Katashina tourism area 

Chiba Prefecture Minamiboso City tourism area 

Tokyo Sensoji Temple and surrounding area 

Tokyo Ota-ku tourism area 

Kanagawa Prefecture Kamakura tourism area 

Toyama Prefecture Kurobe and Unazuki Spa tourism area 

Toyama Prefecture Himi tourism area 

Fukui Prefecture Katsuyama tourism area 

Yamanashi Prefecture Fuji-Kawaguchiko tourism area 

Nagano Prefecture Iida City tourism area 

Nagano Prefecture 
Nozawa Onsen and Nozawa Onsen 

Ski Resort 

Gifu Prefecture Ooi tourism area 

Gifu Prefecture Shirakawa-go tourism area 

Gifu Prefecture Oku-Hida Onsen Village tourism area 

Shizuoka Prefecture Hamamatsu City tourism area 

Shizuoka Prefecture Atami City tourism area 

Aichi Prefecture Irako tourism area 

Mie Prefecture Shima City tourism area 

Mie Prefecture Toba tourism area 

Shiga Prefecture Canals and castle town area 

Kyoto Prefecture Kyoto City tourism area 

Hyogo Prefecture 
Himeji Castle and surrounding tourism 

area 

Hyogo Prefecture 
Akashi Station and surrounding tourism 

area 

Nara Prefecture Sakurai "Himiko country" tourism area 

Nara Prefecture Katsuragi City tourism area 

Wakayama Prefecture Nachi-Katsuura tourism area 

Tottori Prefecture Kurayoshi City tourism area 

Tottori Prefecture Yokai (specters) tourism area 

Shimane Prefecture Matsue City tourism area 

Hiroshima Prefecture Kure tourism area 

Hiroshima Prefecture Onomichi tourism area 

Yamaguchi Prefecture Shimonoseki tourism area 

Yamaguchi Prefecture Hagi tourism area 

Yamaguchi Prefecture Ube and Mine industrial tourism area 

Tokushima Prefecture Oboke and Iya tourism area 

Kagawa Prefecture Kotohira tourism area 

Ehime Prefecture Dogo Spa tourism area 

Kochi Prefecture 
Town of history, culture, and education 

area 

Fukuoka Prefecture Itoshima tourism area 

Saga Prefecture Karatsu tourism area 

Saga Prefecture Furueda tourism area 

Kumamoto Prefecture Takamori tourism area 

Miyazaki Prefecture Miyazaki City tourism area 

Okinawa Prefecture Naha City tourism area 

Okinawa Prefecture Itoman City tourism area 

Okinawa Prefecture Nago City tourism area 



Tourism industry business entities handled in the regional tourism economic survey 

• Business entities that are engaged in industries defined in the TSA (Tourism Satellite Account) international standard (table 

below). 

• Business entities that are engaged in other industries and listed in the sightseeing spot list created as part of the prefectural 

statistics on inbound tourists. 
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TSA tourism industry classification Japan Standard Industrial Classification (industrial classification in 2009 Economic Census - Basic Survey) 

Accommodation service 751 Hotels, 752 Common lodging houses, 75A Lodging facilities of companies and associations, 75B: Lodging places, n.e.c. 

Food service 761 Eating places, except specialty restaurants, 763 "Soba" and "udon" (Japanese noodles) restaurants, 764 "Sushi" bars, 

765 Drinking houses and beer halls, 766 Bars, cabarets and night clubs, 767 Coffee shops, 76A Japanese restaurants, 76B 

Chinese restaurants, 76C Grilled meats restaurants (Japanese style), 76D Miscellaneous specialty restaurants, 76E 

Hamburger shops, 76F "Okonomiyaki," "Yakisoba" and "Takoyaki" (Japanese snacks) shops, 76G Eating and drinking 

places, n.e.c., 771 Food take out services, 772 Food delivery services 

Passenger transport service 421 Railway transport (except cargo transport), 431 Common omnibus operators, 432 Common taxicab operators, 433 

Contracted omnibus operators, 439 Miscellaneous road passenger transport, 451 Oceangoing transport (except cargo 

transport), 452 Coastwise transport (except cargo transport), 453 Inland water transport (except cargo transport), 461 Air 

transport (except cargo transport), 693 Automobile parking 

Transport equipment rental service 704 Automobile rental 

Travel agency and other reservation 

service 

791 Travel agency 

Cultural service 802 Performances (except otherwise classified), theatrical companies, 82C Museums and art museums, 82D Zoological 

gardens, botanical gardens and aquariums, 941 Shintoism, 942 Buddhism, 943 Christianity, 949 Miscellaneous religions 

Sports and entertainment service 705 Sports and hobby goods rental, 785 Miscellaneous public bathhouses, 803 Bicycle, horse, motorcar and motorboat race 

track operations and companies, 80B Gymnasiums (sports hall), 80C Golf courses, 80F Tennis clubs, 805 Public gardens 

and amusement parks 

Retail 561 Department stores and general merchandise supermarkets, 569 Miscellaneous retail trade, general merchandise, 571 

Dry goods, cloth and bedding stores, 572 Men's clothing stores, 573 Ladies' and children's clothing, 574 Footwear stores, 

579 Miscellaneous dry goods, apparel and apparel accessories stores, 581 Grocery stores, 582 Vegetable and fruit stores, 

583 Meat and poultry stores, 584 Fresh fish stores, 585 Liquor stores, 586 Confectioneries and bakeries, 58A Delicatessen 

stores, 58B Retail food and beverage stores, n.e.c., 605 Fuel stores 



Tourism regions all over the country are stratified into five tourism region categories (layers). 
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・Based on the sightseeing spot classification in the sightseeing spot list, the tourism regions (including regions that have no 

sightseeing spot) are stratified into the five categories: 

Tourism region category  

(names are tentative) 
Characteristics 

Region category I:  

Full-set type tourism region 

Includes historical, cultural, or similar tourism resources, etc. as 

well as tourism resources that attract tourists who want to shop, 

drink, eat, etc. 

Region category II: 

Authentic type tourism region 

Includes historical, cultural, or similar tourism resources, etc. 

Region category III:  

Activity-centered tourism 

region 

Includes tourism resources that can serve as facilities for sports, 

recreation, or other activities. 

Region category IV: 

Originality-based tourism 

region 

Includes tourism resources, etc. other than the above. 

Region category V:  

Other regions 

Includes no sightseeing spot that attracts 10,000 or more inbound 

tourists per year. 
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Number of regions falling in each region category and number of business entities located in 
regions of each category all over the country 

・The number of tourism regions all over the country that fall in category I or II slightly exceeds 20%. In this area, which is 

slightly over 20%, about two-thirds of tourism industry business entities all over the country are concentrated. 

・In particular, it is obvious that there are a large number of tourism industry business entities in regions of category I. 

地域類型別地域数の構成特性Ⅰ

3.5%

特性Ⅱ

17.4%

特性Ⅲ

15.7%

特性Ⅳ

16.0%

特性Ⅴ

47.4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

地域類型別観光関連産業事業所数の構成特性Ⅰ

22.3%

特性Ⅱ

43.3%

特性Ⅲ

9.0%

特性Ⅳ

5.7%

特性Ⅴ

19.7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Ratio of each region category (in terms of the number of regions) 
Category I 

- 3.5% 

Category II 

- 17.4% 

Category III 

- 15.7% 

Category IV 

- 16.0% 
Category V 

- 47.4% 

Category I 

- 22.3% 

The number of tourism-industry-related business entities 

located in regions of each category 

Category II 

- 43.3% 
Category III 

- 9.0% 

Category 

IV - 5.7% 

Category V 

- 19.7% 



Overview of representative tourism regions belonging to each category included in the 
administrative area of the Chubu District Transport Bureau 
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・ The following table outlines the results of preliminary survey on the following four tourism 

regions (selected from all preliminary survey target regions). 

• The total number of inbound tourists was calculated  based on the values in the 2011 sightseeing spot list. 

主要な観光資源
延観光入込客数

（千人）
観光産業

事業所数　（件）

地域特性Ⅱ型

熱海市

（現： 熱海市）

地域特性Ⅱ型

浜松市

（現： 浜松市）

地域特性Ⅲ型

鵜方村

（現： 志摩市）

地域特性Ⅲ型

上宝村

（現： 高山市）

1,799

1,464 216

 ・熱海ロープウェイ
 ・ＭＯＡ美術館
 ・サンビーチ

 ・浜松科学館
 ・浜松城
 ・浜松市楽器博物館

 ・近鉄賢島カンツリークラ
ブ
 ・横山ビジターセンター
 ・阿児旅館街
・新穂高ロープウェイ
・道の駅奥飛騨温泉郷上
宝
・キャンプ場（上宝）

1,264

1,379 2,344

646 252

Major tourism resources 

Total number of 

inbound tourists 

(1,000 persons) 

Number of tourism 

industry business 

entities 

Region category II:  

Atami City  

(currently Atami City) 

・Atami Ropeway 

・MOA Museum of Art 

・Atami Sun Beach 
1,799 1,264 

Region category II:  

Hamamatsu City  

(currently Hamamatsu City) 

・Hamamatsu Science Museum 

・Hamamatsu Castle 

・Hamamatsu Museum of Musical 

Instruments 

1,379 2,344 

Region category III:  

Ugata Village  

(currently Shima City) 

・Kintetsu Kashikojima Country Club 

・Yokoyama Visitor Center 

・Ago Ryokan Street 
646 252 

Region category III:  

Kamitakara Village  

(currently Takayama City) 

・Shinhotaka Ropeway 

・Road Station "Kamitakara/Oku-Hida 

Onsen Village" 

・Campsite (Kamitakara) 

1,464 216 



Seasonal fluctuations in tourism sales and the number of users in Atami City (category II) 
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・ In Atami City, the sales from main business peak in August. 

・ The number of users also peaks in August. 

・ The fluctuations in the number of users and the sales from main business almost match. This suggests 

that the per-capita consumption amount (yen/person) is stable through the year. 

 

(Index: Relative to 1.00 in January) 

 Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. 

Number of 

employees 

Amount of sales from 

main business 

Number of working days 

for main business  

Number of users of 

main business 



Seasonal fluctuations in tourism sales and the number of users in Hamamatsu City (category II) 
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・ In Hamamatsu City, the sales from main business slightly drop in February and August, but the fluctuations are small. 

・ The number of users peaks in December. 

・ The fluctuations in the number of users and the sales from main business almost match. This suggests that the per-

capita consumption amount (yen/person) is stable through the year. (Since the number of users is generally under 1.00 

and the sales from main business are generally above 1.00, the per-capita consumption amount (yen/person) in 

reference January is higher than in the other months.) 

 

 Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. 

Number of 

employees 

Amount of sales from 

main business 

Number of working days 

for main business  

Number of users of 

main business 

(Index: Relative to 1.00 in January) 



Seasonal fluctuations in tourism sales and the number of users in Ugata Village 
(currently Shima City) (category III) 

79 

・ In Ugata Village, the sales from main business show a large peak in August and a small peak in December. 

・ The number of users shows a large peak in August. 

・ The fluctuations in the number of users and the sales from main business almost match. This suggests that 

the per-capita consumption amount (yen/person) is stable through the year. (The per-capita consumption 

amount is slightly higher in December.)  

 Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. 

Number of 

employees 

Amount of sales from 

main business 

Number of working days 

for main business  

Number of users of 

main business 

(Index: Relative to 1.00 in January) 



Seasonal fluctuations in tourism sales and the number of users in Kamitakara Village 
(currently Takayama City) (category III) 

80 

・ In Kamitakara Village, the sales from main business peak in May, August, and October. The peak in August is 

particularly large. 

・ The number of users also peaks in May, August, and October. 

・ When looking at the data in May, August, and October, we can find that the growth in the number of users is larger than 

the growth in the sales from main business -- this suggests that the per-capita consumption amount (yen/person) is 

slightly lower in these peak months. 

 

 Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. 

Number of 

employees 

Amount of sales from 

main business 

Number of working days 

for main business  

Number of users of 

main business 

(Index: Relative to 1.00 in January) 



Ratio of Tourism Sales by Business Type 

81 
Note: The figures above represent the sums of the sales of individual business entities that answered the questionnaire, not the total sales of the region. 

・ The ratio of the tourism sales to the sales from main business in the region is in the range from 7% (Hamamatsu City) to 

75% (Kamitakara Village). 

・ When tourism sales are broken down into industrial segments, different locations are found to show distinctive 

characteristics. Atami City and Kamitakara Village have high shares in accommodation business; Hamamatsu City has a 

high share in life-related service and entertainment business; Ugata Village has a high share in accommodation, retail, 

life-related service, and entertainment business. 

代表地域 全　体 小売業
旅客運送

事業
物品賃貸

事業
宿泊事業

飲食ｻｰﾋﾞ
ｽ事業

生活関連ｻｰﾋﾞ
ｽ、娯楽事業

社会教育
事業

その他 不詳

地域特性Ⅱ型 主な事業の売上（百万円） 21,205 6,557 1,390 243 8,502 2,963 516 494 540 3

熱海市 観光売上（百万円） 12,353 1,408 367 97 8,255 1,352 516 252 0 106

（現： 熱海市） （観光売上割合） (58.3%) (21.5%) (26.4%) (39.9%) (97.1%) (45.6%) (100.0%) (51.0%) (0.0%) (3122.7%)

地域特性Ⅱ型 主な事業の売上（百万円） 147,421 111,936 3,263 1,077 1,523 5,789 22,146 84 1,602 21

浜松市 観光売上（百万円） 10,086 104 1,888 106 179 337 6,681 7 0 785

（現： 浜松市） （観光売上割合） (6.8%) (0.1%) (57.9%) (9.8%) (11.7%) (5.8%) (30.2%) (8.3%) (0.0%) (3780.7%)

地域特性Ⅲ型 主な事業の売上（百万円） 2,947 1,469 61 40 437 672 265 0 3 1

鵜方村 観光売上（百万円） 1,106 274 10 24 430 102 265 0 0 0

（現： 志摩市） （観光売上割合） (37.5%) (18.6%) (16.8%) (60.0%) (98.5%) (15.2%) (100.0%) #DIV/0! (0.0%) (0.0%)

地域特性Ⅲ型 主な事業の売上（百万円） 5,285 583 930 0 3,623 69 55 0 26 1

上宝村 観光売上（百万円） 3,967 247 2 0 3,603 43 50 0 0 23

（現： 高山市） （観光売上割合） (75.1%) (42.3%) (0.2%) #DIV/0! (99.5%) (62.6%) (90.0%) #DIV/0! (0.0%) (3456.3%)

Representative 
region 

Total 
Retail 

business 

Passenger 
transport 
business 

Goods 
rental 

business 

Accommo-
dation 

business 

Food 
service 

business 

Life-related service 
and entertainment 

business 

Social 
education 
business 

Others Unknown 

Region category II: 

Atami City  

(currently Atami City) 

Region category II: 

Hamamatsu City 

(currently Hamamatsu 

City) 

Region category III: 

Ugata Village 

(currently Shima City) 

Region category III: 

Kamitakara Village 

(currently Takayama 

City) 

Sales from main business (million yen) 

Tourism sales (million yen) 

(Percentage Ratio of tourism sales) 

Sales from main business (million yen) 

Tourism sales (million yen) 

(Percentage Ratio of tourism sales) 

Sales from main business (million yen) 

Tourism sales (million yen) 

(Percentage Ratio of tourism sales) 

Sales from main business (million yen) 

Tourism sales (million yen) 

(Percentage Ratio of tourism sales) 



Atami City (category II): About 29.7% of the money that comes from tourism demand is 
circulating within the region. 

82 

Agricultural, forestry,  

and fishery products: 

655,780,000  

yen 
Processed foods  

and condiments: 

273,270,000 yen Temporary staffing  

services: 

160,060,000  

yen 

Petroleum and  

coal products: 

175,990,000 yen 

1,856,810,000 

yen 

Drinks: 

234,020,000  

yen 

Within the municipality 
(within the region) 

Within the prefecture 
(other municipalities) Other prefectures 

Agricultural, forestry,  

and fishery products: 

579,270,000  

yen 
Processed foods  

and condiments: 

276,180,000 

 yen 

Cleaning and  

laundry services: 

113,190,000  

yen 

Drinks: 

173,820,000  

yen 
Others (purchasing  

and material cost): 

235,260,000 yen 

1,647,880,000 

yen 

29.7% 

33.4% 36.9% 

2,050,430,000 
 yen 

Agricultural, forestry,  

and fishery products:  

534,210,000 yen 

Processed foods  

and condiments: 

614,880,000 yen 

Others (purchasing  

and material cost): 

186,940,000 yen 

Drinks: 

223,300,000  

yen 

Cleaning and  

laundry services: 

153,370,000 yen 

Tourism industry business entities 
(annual total purchasing and outsourcing cost: 

5,555,120,000 yen) 

* The figures are the simple sums of the values answered by individual business entities. 

* The sales amounts are the sums of the values from 

individual business entities that answered the 

questionnaire. 

Number of business entities that 

answered the questionnaire 399 

Sales from all 

industries 
35,238,830,000 

yen (*) 

Top three item types in the rate of procurement  

from within the region (50% or higher) 

1. Medicines and cosmetics:  87.9% 

2. Security services: 58.1% 

3. Building services: 54.4% 
 

Bottom three item types in the rate of  

procurement from within the region 

1. Ceramic and glass products:  0.0% 

2. Other manufactured goods:  2.9% 

3. Electric appliances: 3.1% 



Hamamatsu City (category II): About 28.7% of the money that comes from tourism demand is 
circulating within the region. 
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* The figures are the simple sums of the values answered by individual business entities. 

Agricultural, forestry,  

and fishery products: 

3,239,880,000 

 yen 
Processed foods  

and condiments: 

1,114,420,000 yen Others (purchasing  

and material  

cost): 

290,940,000 yen 

Petroleum and  

coal products: 

272,590,000 yen 

6,369,760,000 

yen 

Drinks: 

1,129,600,000  

yen 

Within the municipality 
(within the region) 

Within the prefecture 
(other municipalities) Other prefectures 

Agricultural, forestry,  

and fishery products: 

403,660,000 yen 

Others (outsourcing  

cost): 

1,298,180,000  

yen 

Drinks: 

429,690,000 

 yen 

Petroleum and  

coal products: 

371,950,000 yen 
Others (purchasing  

and material cost): 

883,600,000 yen 

4,671,160,000 

yen 

28.7% 

39.2% 32.1% 

5,226,520,000 
yen 

Agricultural, forestry,  

and fishery products: 

827,370,000 yen 

Others (purchasing  

and material cost): 

570,790,000 yen 

Others  

(outsourcing cost): 

1,097,650,000 yen 

Tourism industry business entities 
(annual total purchasing and outsourcing cost: 

16,267,440,000 yen) 

* The sales amounts are the sums of the values 

from individual business entities that answered the 

questionnaire. 

Top three item types in the rate of procurement  

from within the region (50% or higher) 

1. Feedstuffs and fertilizers:  100.0% 

1. Electric appliances: 100.0% 

3. Paper and wood products:  91.1% 
 

Bottom three item types in the rate of  

procurement from within the region 

1. Agricultural, forestry, 

and fishery products:  9.0% 

2. Building services: 16.4% 

3. Processed foods and condiments: 17.5% 

Textile and  

leather products: 

657,490,000 yen 

Petroleum and  

coal products: 

1,042,860,000 yen 

Number of business entities that 

answered the questionnaire 611 

Sales from all 

industries 
170,640,880,000 

yen (*) 



Ugata Village (category III): About 23.3% of money that comes from tourism demand is 
circulating within the region. 
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Agricultural, forestry,  

and fishery products: 

121,200.000 yen 
Drinks: 

6,410,000 yen 

Others  

(outsourcing cost): 

9,730,000 yen 

Temporary  

staffing services: 

6,280,000 yen 

254,140,000 

yen 
Others (purchasing  

and material cost): 

106,200,000 yen 

Within the municipality 
(within the region) 

Within the prefecture 
(other municipalities) Other prefectures 

323,040,000 

yen 

23.3% 

18.4% 58.3% 

807,510,000 
yen 

Processed foods  

and condiments: 

127,970,000 yen 

Drinks: 

247,370,000 yen 

Petroleum and  

coal products: 

248,260,000 yen 

Textile and  

leather products: 

40,810,000 yen 

Temporary staffing 

 services: 

79,810,000 yen 

Tourism industry business entities 
(annual total purchasing and outsourcing cost: 

 1,384,690,000 yen) 

* The figures are the simple sums of the values answered by individual business entities. 

* The sales amounts are the sums of the values from 

individual business entities that answered the 

questionnaire. 

Number of business entities that 

answered the questionnaire 76 

Sales from all 

industries 
4,140,820,000 

yen (*) 

Top three item types in the rate of procurement  

from within the region (50% or higher) 

1. Ceramic and glass products:  100.0% 

2. Temporary staffing services:  50.1% 

3. -  
 

Bottom three item types in the rate of  

procurement from within the region 

1. Textile and leather products: 0.0% 

1. Paper and wood products:  0.0% 

1. Medicines and cosmetics:  0.0% 

1. Books, newspapers, and magazines: 0.0% 

Agricultural, forestry,  

and fishery products: 

96,240,000 yen 

Others  

(outsourcing cost): 

19,420,000 yen 

Processed foods  

and condiments: 

13,890,000 yen 

Others (purchasing  

and material cost): 

101,540,000 yen 
Temporary staffing  

services: 

86,330,000 yen 



Kamitakara Village (category III): About 57.3% of money that comes from tourism demand is 
circulating within the region. 
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* The figures are the simple sums of the values answered by individual business entities. 

Within the municipality 
(within the region) 

Within the prefecture 
(other municipalities) Other prefectures 

Agricultural, forestry,  

and fishery products: 

101,430,000 yen 

Processed foods  

and condiments: 

27,940,000 yen 

Cleaning and  

laundry services: 

26,590,000 yen 

Drinks: 

24,700,000 yen Petroleum and  

coal products: 

111,150,000 yen 

57.3% 

37.8% 4.8% 

Tourism industry business entities 
(annual total purchasing and outsourcing cost:：  

554,050,000 yen) 

* The sales amounts are the sums of the values from 

individual business entities that answered the 

questionnaire. 

Number of business entities that 

answered the questionnaire 69 

Sales from all 

industries 
6,068,600,000 

yen (*) 

Agricultural, forestry,  

and fishery products: 

49,010,000 yen Processed foods  

and condiments: 

63,180,000 yen 
Cleaning and  

laundry services: 

8,350,000 yen 

Paper and wood  

products: 

8,230,000 yen 

Drinks: 

72,180,000 

 yen 

Agricultural, forestry,  

and fishery products: 

6,480,000 yen 

Drinks: 

6,450,000 yen 

Information  

processing/provision  

services: 

1,520,000 yen 

Textile and  

leather products: 

5,440,000 yen 

Cleaning and  

laundry services: 

1,700,000 yen 209,670,000 

 yen 

317,640,000 

yen 
26,740,000 

yen 

Top three item types in the rate of procurement  

from within the region (50% or higher) 

1. Ceramic and glass products:  100.0% 

1. Medicines and cosmetics:  100.0% 

1. Electric appliances: 100.0% 

1. Temporary staffing services: 100.0% 
 

Bottom three item types in the rate of 

 procurement from within the region 

1. Books, newspapers, and magazines: 0.0% 

1. Building services: 0.0% 

3. Textile and leather products: 15.9% 



The average sales of a non-corporate business is 14 million yen, whereas the average sales of a corporate 

business is about 210 million yen. 
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・ For non-corporate businesses, the sales amount and cost are similar. 

・ A noteworthy point on corporate businesses is that the sales commission is relatively high (about 12 million yen). 

Non-corporate businesses 

  Total Average 

Sales (revenue) amount (10 thousand yen) 204,413 1,400 

Total cost（sales cost + expenditures) (10 thousand yen) 148,915 1,146 

Corporate businesses 

  Total Average 

Sales (10 thousand yen) 2,964,176 21,173 

Sales cost (10 thousand yen) 911,873 7,728 

Selling expenses and general administrative expenses (10 thousand 

yen) 
1,503,800 13,427 

Purchasing and material cost (10 thousand yen) 714,032 6,611 

Outsourcing cost (10 thousand yen) 31,700 881 

Sales commission (10 thousand yen) 49,625 1,241 

Advertising expenses (10 thousand yen) 23,387 292 

Employee training cost (10 thousand yen) 1,285 41 

Atami City (category II) [average sales] 



The average sales of a non-corporate business is 23.2 million yen, whereas the average sales of a corporate 

business is about 770 million yen. 
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・ For non-corporate businesses, the sales amount and cost are similar. 

・ A noteworthy point on corporate businesses is that the sales commission is relatively high (about 25 million yen). 

Non-corporate businesses 

  Total Average 

Sales (revenue) amount (10 thousand yen) 617,158 2,320 

Total cost（sales cost + expenditures) (10 thousand yen) 454,007 2,027 

Corporate businesses 

  Total Average 

Sales (10 thousand yen) 12,852,784 76,963 

Sales cost (10 thousand yen) 6,805,071 47,257 

Selling expenses and general administrative expenses (10 thousand 

yen) 
5,061,963 36,949 

Purchasing and material cost (10 thousand yen) 5,679,402 46,552 

Outsourcing cost (10 thousand yen) 350,247 8,339 

Sales commission (10 thousand yen) 118,990 2,532 

Advertising expenses (10 thousand yen) 63,470 628 

Employee training cost (10 thousand yen) 14,913 382 

Hamamatsu City (category II) [average sales] 



The average sales of a non-corporate business is 9.64 million yen, whereas the average sales of a corporate 

business is about 130 million yen. 
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・ For non-corporate businesses, the sales amount and cost are similar. 

・ A noteworthy point on corporate businesses is that the outsourcing cost is relatively high (about 65 million yen). 

Non-corporate businesses 

  Total Average 

Sales (revenue) amount (10 thousand yen) 30,841 964 

Total cost（sales cost + expenditures) (10 thousand yen) 22,341 798 

Corporate businesses 

  Total Average 

Sales (10 thousand yen) 349,731 13,451 

Sales cost (10 thousand yen) 157,664 7,508 

Selling expenses and general administrative expenses (10 thousand 

yen) 
136,533 8,031 

Purchasing and material cost (10 thousand yen) 124,069 7,754 

Outsourcing cost (10 thousand yen) 26,226 6,557 

Sales commission (10 thousand yen) 8,163 907 

Advertising expenses (10 thousand yen) 2,405 241 

Employee training cost (10 thousand yen) 72 24 

Ugata Village (category III) [average sales] 



The average sales of a non-corporate business is 11.43 million yen, whereas the average sales of a 

corporate business is about 180 million yen. 
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・ For non-corporate businesses, the sales amount and cost are similar. 

・ A noteworthy point on corporate businesses is that the sales commission is relatively high (about 26 million yen). 

Non-corporate businesses 

  Total Average 

Sales (revenue) amount (10 thousand yen) 34,293 1,143 

Total cost（sales cost + expenditures) (10 thousand yen) 25,193 1,008 

Corporate businesses 

  Total Average 

Sales (10 thousand yen) 514,712 17,749 

Sales cost (10 thousand yen) 101,910 4,431 

Selling expenses and general administrative expenses (10 thousand 

yen) 
262,416 11,928 

Purchasing and material cost (10 thousand yen) 95,818 4,563 

Outsourcing cost (10 thousand yen) 2,624 656 

Sales commission (10 thousand yen) 28,899 2,627 

Advertising expenses (10 thousand yen) 8,103 477 

Employee training cost (10 thousand yen) 138 23 

Kamitakara Village (category III) [average sales] 



34.0 

4.2 

40.0 

82.5 

66.0 

95.8 

60.0 

17.5 

0 20 40 60 80 100

熱海市

浜松市

鵜方村

上宝村

(%)加盟している 加盟していない

Specific efforts [participation in a tourism association］ 
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・ The ratio of tourism industry business entities that participate in the tourism association is 34.0% in Atami 

City, 4.2% in Hamamatsu City, 40.0% in Ugata Village, and 82.5% in Kamitakara Village (these ratios are 

relative to the number of all respondents). 

Atami City 

Hamamatsu City 

Ugata Village 

Kamitakara Village 

Participate Do not participate 



Specific efforts [service provision status] 

91 

• As a whole, efforts for "2. Guidance display in foreign languages" are slow. 

• The percentage of the answer "7. We accept payments by credit cards" is the highest in Ugata Village, 

but it is still smaller than 40%. 

• Relatively few business entities answered "16. We have a parking lot for large buses." 

2: We provide guidance displays in one or 

more foreign languages. 

3: We have installed facilities designed for 

disabled people (such as, slope ways, 

barrier-free multifunctional toilets, and/or 

textured paving blocks). 

4: We provide our employees with training 

or a manual so that they can appropriately 

treat disabled people. 

5: We have a parking lot. 

6: We have a parking lot for large buses. 

7: We accept payments by credit cards 

(such as VISA, MasterCard, and JCB). 

 

8: We accept payments by electronic 

money (such as Edy, Suica, and WAON). 

 

9: We accept payments by debit cards 

(such as China UnionPay Card and 

Rakuten Bank Debit Card). 

10: We offer service in cooperation with one 

or more other businesses in the region. 

Atami City (N = 250) 

Hamamatsu City (N = 377) 

Ugata Village (N = 50) 

Kamitakara Village (N = 57) 

Atami City (N = 250) 

Hamamatsu City (N = 377) 

Ugata Village (N = 50) 

Kamitakara Village (N = 57) 



Specific efforts [implementation of advertising activities] 

・ In all regions, the ratios of business entities that returned a positive answer to "12. Running of a web page for mobile 

terminals" and "19. Use of social media" are relatively low. 

・ Kamitakara Village (where the ratio of business entities that participate in the tourism association is high) seems to have 

advanced in the use of IT and other media, as is evident from the high percentages of positive answers to "11. Running 

of a web page," "13. Information on web pages of related organizations," "14. Use of other businesses' web pages," 

"16. Information on municipal leaflets," and "17. Information on guidebooks, magazines, etc." 
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6: We have a parking lot for large buses. 

11: We run our own web page for PCs. 

12: We run our own web page for cell 

phones and other mobile information 

terminals. 

13: Our information is posted on the web 

page of the municipal office, tourism 

association, or the like. 

14: Our information is posted on one or 

more tourism agency sites or reservation 

sites, or other web pages run by a private 

organization. 

15: We have installed signboards for 

guidance to our location. 

16: Our information is posted on a tourism 

leaflet, etc., published by the municipal 

office. 

17: Our information is posted on a tourism 

guidebook, magazine, etc. 

18: We perform promotions in cooperation 

with one or more other businesses in the 

region. 

19: We perform promotions using social 

media (such as mixi, Facebook, or Twitter). 

Atami City (N = 250) 

Hamamatsu City (N = 377) 

Ugata Village (N = 50) 

Kamitakara Village (N = 57) 

Atami City (N = 250) 

Hamamatsu City (N = 377) 

Ugata Village (N = 50) 

Kamitakara Village (N = 57) 



0 20 40 60 80 100

20：顧客名簿がある

21：会員サービスを実施している

22：割引券・クーポンの発行・提供をしている

23：自社あるいは旅行会社が

ポイントを発行している

(%)

熱海市(N=250)

浜松市(N=377)

鵜方村(N=50)

上宝村(N=57)

Specific efforts [marketing] 
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・ A noteworthy point in Kamitakara Village is that about 50% of the answers to "20. Creation of customer 

lists" are Yes. 

・ Regarding other marketing activities, all regions still have much to do in the future. 

20: We have customer lists. 

 

 

 

21: We provide membership 

services. 

 

 

22: We issue discount tickets 

and/or coupons. 

 

 

23: We offer points of ourselves 

or a travel agency. 

 

Atami City (N = 250) 

Hamamatsu City (N = 377) 

Ugata Village (N = 50) 

Kamitakara Village (N = 57) 



代表地域
観光客個人
[直接販売]

観光客個人
[手数料支払販売]

企業・団体

地域特性Ⅱ型

熱海市

（現： 熱海市）

地域特性Ⅱ型

浜松市

（現： 浜松市）

地域特性Ⅲ型

鵜方村

（現： 志摩市）

地域特性Ⅲ型

上宝村

（現： 高山市）

0.0%

構成比 43.4% 47.3% 3.1%

構成比 97.3% 2.7%

構成比 65.2% 19.4% 3.9%

構成比 26.0% 7.0% 67.0%

Sales breakdown into different customer types and sales styles 
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・ In Hamamatsu City, business and other organizational customers represent at least two-thirds. In other 

regions, the ratio of personal customers is higher. Especially, in Ugata Village, personal customers 

represent 100%. 

・ Nearly all sales to personal customers in Ugata Village are direct sales. In Atami City, the percentage of 

direct sales is about 80% (= 65.2/(65.2 + 19.4)). In Kamitakara Village, direct sales and commission sales 

are fifty-fifty. 

Representative region 
 

Personal tourists 

[direct sales] 

Businesses and 

other 

organizations  

Businesses and 

other 

organizations  

Region category II:  

Atami City  

(currently Atami City) 

Sales breakdown 65.2% 19.4% 3.9% 

Region category II:  

Hamamatsu City  

(currently Hamamatsu City) 

Sales breakdown 26.0% 7.0% 67.0% 

Region category III:  

Ugata Village  

(currently Shima City) 

Sales breakdown 97.3% 2.7% 0.0% 

Region category III:  

Kamitakara Village  

(currently Takayama City) 

Sales breakdown 43.4% 47.3% 3.1% 



9. Future efforts that make use of 

tourism statistics 

-95- 



Supporting local governments in promoting their autonomous efforts to utilize statistics. 

• Using the regional tourism economic survey and existing tourism statistics, develop regional tourism 

measures and growth strategies. 

• Develop a PDCA-cycle framework to assure effective and autonomous implementation of various 

measures. 

Plan 

Plan strategies  

and measures  

utilizing statistics. 

Action 

Modify measures  

and solve problems  

as required. 

Do 

Implement  

nation-wide and  

regional measures. 

Check 

Check the status and  

effects of implemented  

measures, using  

statistics, etc. 

 

Tourism Agency 
Local governments, 

etc. 

Plan 

• Plan growth strategies 

and tourism strategies, 

using statistics. 

• Provide analysis 

frames for local 

governments, etc. 

• Plan regional tourism 

promotion measures, 

using statistics. 

Do 

• Implement planned 

tourism measures. 

 

• Implement planned 

measures. 

Check 

• Check the effects of 

measures using 

statistics. 

• Provide analysis frames 

for checking the effects of 

measures. 

• Check the status of 

implemented measures. 

 

Action 

• Modify strategies and/or 

measures and solve 

problems as required. 

• Verify the probability of 

what may result from 

modifications to 

measures, based on 

statistics. 

• Modify strategies and/or 

measures and solve 

problems as required. 
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Function as a hub for tourism statistics 

Function for providing tourism information 

Function for planning tourism strategies  

based on statistical analysis 

Function for summarizing various types of tourism  

statistics and keeping consistency among them 

The regional tourism economic survey will be added to existing statistical surveys, for more 
effective use of tourism statistics. 

Tourism 

 Agency 

Sharing of statistics on inbound tourists 

Administrative  

bodies 

Economic world/ 

private businesses 
NPOs 

Research 

 institutes 

Related  

organizations 

Consumption  

Trend Survey  

for Foreigners  

Visiting Japan 

Accommodation  

Survey 

National Tourism  

Survey 

Local governments, etc. 

• The Tourism Agency should, acting as a hub, provide individual stakeholders with tourism 

statistics and information obtained thereby. 
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Conducted in 

 2012 onward 

National statistics on  

inbound tourists based  

on common standards 

Regional Tourism  

Economic Survey 

Statistics-related inquiries 

Sharing of methods of using  

statistics and analysis examples 

Sharing of other statistics 

Information provision 

Accommo-

dation  

facilities 

Tourism- 

related  

businesses 

Ordinary  

people 

Foreign 

visitors  

to Japan 



[Reference] Use of Tourism Statistics 

Access the Tourism Agency web page, and select Information/Reference > Statistical Information (https://www.mlit.go.jp/kankocho/en/siryou/toukei/index.html). 

 

<To use published data (tourism statistics provided by Tourism Agency) for analysis> 

For each type of statistical information, 

time-series data is provided. Click the link 

to the statistical information you want to 

use. 

<In addition to published data, individual questionnaire data is also available if the specified conditions are fulfilled (Articles 32 and 33 of the Statistics Act)> 

 

 

 

 

 
[Purposes] 

・When producing statistics or conducting statistical research 

・When preparing lists of names to be used for surveys for producing statistics 

[Range of users] 

・Administrative bodies 

・Local governments 

・Independent administrative agencies, etc. (including national university 

corporations and inter-university research institutes) 

 

 These organizations can use the 

individual questionnaire data for their 

commissioned or joint researches. 

○Articles 32 and 33 (secondary use and provision of  

questionnaire information) of the Statistics Act 
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