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Your Japan 2020

Exclusive travel deals and offers

Experience Hokkaido's
latest adventure
programs

Experience a magical
snowy winter in the
Tohoku region

Hi B INTO2018~2020F [ &E™IS A 70OFE
—av it

SEE ALL

Intellectually-stimulating
tours in the scenic
surroundings of
Togenkyo, lya

Indulge in authentic
Japanese food with
Savor Japan

2020 Niigata Sake-no-
Jin Fair: Niigata sake
seminar for inbound
tourists

2020 commemorative
Lake Hamana
gastronomy tour

Satoyama journey

Hi B2 : INTOl Your Japan/]

for the Nagara River
railway and Gujo City
sightseeing spots

A Japan first—stay in the
restored wooden keep of
Ozu Castle

Special 2020 discounts

Spiritual trek—the
sacred sites along the
Shikoku pilgrimage

Visit Sado for an
authentic island
experience

Explore the hidden gems
of Totsukawa

Tokyo Bay Night Cruise
2020

Experience Inuyama in
2020

Awaji Flower Festival
20th Anniversary:
Flower and Greenery
Fair (Fall Season)
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AUDIENCE SEGMENT ECONOMIC PROFILE

ULTRA HIGH NET
WORTH INDIVIDUALS
(UHNWI)

TH

SUPER $534K+ MEAN HHI
AFFLUENT ($250K+ MINIMUM HHD
Ultra Affluent as defined by Ipsos

SO N o SR VI,
1 IS A ST IO A S AN

% SUPER AFFLUENT SUPER AFFLUENT
NUMBER OF SUPER VS. TOTAL SUPER AFFLUENT MATURE (GEN X/

MARKET
AFFLUENT POPULATION MILLENNIAL BOOMERS)

6.697 MIL

1145 MIL

289,000

Hi B : Visit California [ California The Golden State of Luxury ]
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WHAT MATTERS?

I live life to the fullest.

~ Thie Confident Connoisseur has
) camedthe right to splurge, and will
do 50 as long as the experience is
authentic. fulfilling and worthwhile.

I'm at the top of my game.

Years of experience maka them

influencers and great sources of
advice and insight across all their
passions, from wine and food, to travel,
health and parenting.

I'm sharing, not bragging.

Collected experiences and wisdom
are sources of pride. The Confident
Connoisseur's genuine interest in
sharing with others is what
mictivates advice.

International Super Affluent Traveler: Key Nuances

These travelers are more likely to brag via social
networks—aware that their LS. vacation reflects their style
(UK., China and Brazily and status (Canada and Brazil).

CONTENT CONSIDERATIONS

Sense of discovery is important to the Confident Conngissaur. They respond well to content that resonates and pulls them—

dent Connoisseur

A [ZEELLWRILY T DERTE

e

GLOBAL SUPER AFFLUENT
PERSONA

I’'m wallet-savvy.

“T kerow
The Confident Connoissaur a great little
expects quality and convenience, place in Napa— T;;"Hida chance fo

b bl et me reach out i Galapagos, go

but taking advantage of a great Pl I— early in the year so you

value is also considerad a win P ;m- can catch the sea turties
= nesting on the beaches.
- It's remarkabie.”

I'm in pursuit of what's next. ¥

Truly unigue experiences are
resganched, daydreamed and discussed.
The potential for the next wonderful
meeal. trip or adwenture is a source of
endless curiosity and seaking.

My jeweler invifed
me bo a private
trunk show Iast
weekend and | got
a greal deal on 3
Rolax watoh.”

Wine Speclalar

| seek luxury without pretense.

Mat interested in the latest fad or empty
experiences, the Confident Connaisseur
has developed a taste for comfort,
craftsmanship and personalization,
and will pay a premium for it.

International Super Affluent Traveler: Key Nuances

= Internaticnal travelers are relatively less wallet-savwy. Travelers from .mm
China, Brazil, Australia, Canada and the U K. indicate that they are pass me by—
willing to pay fior quality. While travelers from Mexico do not indicate I want to be
that they are willing to pay for guality, they do state that they buy w

based on guality and not price. Travelers from China and the LLK.
also share a preference for buying based on quality and not price.

= Despite an overall preference for quality, Canadian and Australian
travelers enjoy discounts and deals.

from visual stimuli and native advertising, to tools that help uncover “what's next”™ and messaging from approachable, peer-like influencers.

Hi B : Visit California [ California The Golden State of Luxury] 24



WHAT MATTERS?

lenjoy thefiner side of life.

- The Cuttured Cosmopolitan
enjoys the finer things—from food,

to home, to travel—and seeks out
experiences that will provide learming,
cultural insights and unique discoverias.

| want things on my terms.

Quality and convenience drive
purchase decisions, and immediate
satisfaction is paramount. The Cultured
Cosmopolitan is willimg to pay maore for
the products, brands and services that
mieet these high expectations.

I'm not slowing down.

The Cultured Cosmopolitarn is
active all the time. and maintains
a health-conscous lifestyle to keep
up with this on-the-go pace.

International Culture Traveler: Key Nuances

+ While the majority enjoy the finer side of life,
they are careful about the financial impact.

» Travelers from the UK. and China are willing to
pay more for guality. Mearly all (excluding China)
are careful with money, and most (excluding China
and Mexico) enjoy discounts and deals.

CONTENT CONSIDERATIONS

The Cultured Cosmopolitan likes to get more detail and understanding from content—whether in the form of unique stories behind people and
places, deeper insights into the local culture, or native advertising unearthing a historical insight. Varied interests also allow for cross-pillar activity.

=

A [ZEELLWRILY T DERTE

e

Cultured Cosmopolitan

T'm hosting an event at the

GLOBAL CULTURE

houwrse for one of my favorite I'M A
charities. My kids are heljping
pERSUNA me as co-hosts. It's good for CITIZEN
them to be exposed fo
important sswes.” OF THE
' WORLD

| seek to broaden my mind.

The Cultured Cosmopolitan continuously strives to be worldlier,
keoping updated on world events and news, traveling the
globe, and leaming about foreign cultures and traditions.

While not likely to be an influencer, they surround
Q c
%
‘l

themsahwes with influencers to leam new thimgs, be

motivated and challenge themselves intellechually. “When | travel,
I wani to come
badk changed —
with a real
appreciation of
the destination
and itz peopie.”

I’m free and confident.

Thie Cultured Cosmapolitan is optimistic about

thie future and their finances, and wants to enjoy

thie status they*we achieved. Opportunities to
travel are seized, and books, maovies and concert

performances add to the pleasure of daily life } TRAVE .+

EISU E ’h..

I'm active and involved.

The Cultured Cosmopalitan is the activity director

for the family. They also fuel their intallectual

interests by staying active im politics, the local
community, environmental causes and fundraising.

International Culture Traveler: Key Nuances
Most are less likely to be driven by image.

A just booked a weskend for

Travelers from China, however, place importance hymif;rw myselfat the spa. Meditation
on material possessions and celebrity. health and my sessions, baguly treatmeants,
hy fread. fitness and nutrition counseling.
Exactly what | need after that
two-wesk business trip.”

Hi # : Visit California 'California The Golden State of Luxury |

25



2H) TR Fr—I—1) X Ls

FRA yv‘“’{'_“/ —X L IaY—YZXL GY= Y=Y X Ls
#11EM
¥T7EBALBRIIEL 23N Sgﬁm 43ﬁm

PI2T4ET12BUTX{LEBRAEE BEOREFELHEHNXEORIL+HE BEABROEFZRHIPZICHY.Z

BRI3EVORITE2AE2TEIIHE BHEROBESZHITEHXADE hEELTERPEXEICHMN

DI_AS - ZAHTHY) HE/BR-VXAT0F S8V B XOEAEBEF -
EVF1ZER. EE,

fovF T AR
—. Ty,
YLD T E

B2

HE: (—#) BRTZRRUFr—Y— X LIGESR
0,0%0%% %% o ”
SOOI
ﬁ}&ﬁéﬁb&ﬁéﬁ
90%0% %% %% %°
ﬁfU%%ﬂfJU%P

ooewss PRPRR 11T #911

H1=0F=HITVELR —
WRITE

RAFv—HAL, EOELVEH.
iﬂsﬁ:@ﬁs F—B— I\ T
T1ET«RBM HE

- = = (1) P RAVF ¥ —
Y =) ZLRITE

Iy =JSRITE
100 A A

H # - Adventure Travel Trade Association
26



TR F—bIRNILDA— Y- RV F
> FISEINNEEFHIKFEZEZEL EDFEE
> $97E| A EYR75,000USDLL _E D F UK #E
> YAVRE YL THESHN DA —TUTAUR T BEOCBARANDEENE LY

FARAN

B|yc, (i£%-133Z

- FLWPAT7ICEDI¢E
T-3VI) BHET. B EEELANDOBEEA
MEZAL. BIEHTH HBLEZRD
DEWEEATWNS

RECKERY.
ZOHICIFEEI Z RN

ESV RN TERNE

BICERLTHY, IRITIE

BEDHMBZE ) LR

ZO R F VRSP
12174 O A EL FRITH
CREXMRRERELDIEEE
=ik mERTETAIL 8
(CB O E PR S
(BT RILEEER
MEEE LTS
H{ B - Adventure Travel Trade Association
,— — ~
[ATHRITE DR E)

> PMEGRBELEOMIFZZELD (BL, [FHRITVE, IS E. WebIRIZITIHE, IRIE
[CEEE L= @M E>MZHREEID)

> 20~30kmiEnH AT HFLELZLN

> RITEHFRBLI=-Fr—2—EFIALZE0N

27



FEW (BRLEREE3E)

> BB, FCERR N KITIARSE

> A—N\—Y— X LDMAE., FEFEELHEREEZOBIOSEE AN, ALY
FERITEZESBERIZO DRI RE(ZD=ODRA—Y < —4
TAVT DLE)

> IRITEDA—T IR ORIV FIZLYKRD LR BITELGD, (RBBEKET
Xt G RERITEIEMESRERITEINOBRRE D THRETIE?) #h
BOD2RBIIF—TIDRENIL, SV LDEBETED

> XIBERVELGZOIXEFHZIEER (RO —IXERIZWESN? ICHh—FFIB®D
A&, BRI ETORE -HE. BHESLGE) EFIFATEHWeb, 5587
ENIRE

> B DGEIX. Fr—3—RBUNAY—, F¥—32—/N\R)D;ERALAIEE

x FEHEIE?
HEREEVIE - BREBEGEADEHEDEIZFERIEAT-IRE

28



KT —

1. 8RS~ DEAF
2. Bt~V —
3. R DER

7ok (BA-ERR)

(1) F—"\—Y—1 X L
(2) IRITEDERILITE - BRI DER]
(3) &RJe T ~O)EEJ'E$JZH5‘

DERE

DL E X

@A)

Oy

THIL=7 DEEEEHI
NOFv—Y—) X LDEH|

4. REDH (BRIHRRERE)

[EEREIRY
D/NTA
@57 L

JBABEREFv—3—I2 851

ok EER It ST E O R ST BB 0D E R

BIR/N\RETOEHIREN

29



INT A DFEH (]

"D HHIL—ET
i

TAFFADNEIR

' ; ﬂs ToOETT Waikiki Trolley

2 LD DT > JTB
R</ILIL |:“V i>/E|JI:/7 IS

=& L2y’ WINGIY

g =]

JUTAAAS N AN NEE NN

E Ala Wai Bﬁld Ala Wai BN

Hyatt u
© Regency W

7 g
|
.

|
n 24348
™ 434
Royal Hawaiian Ctr. Westin Moana Hotel u
.llllllllll-llllllllllllll'
’ Waikiki Beach

Royal Hawaiian Hotel

877

vivawPhe Bus(/\7")‘y9)w b

178 ENHERD 73 81)

RITEY
TLELTRE—F
FREDERD F=/3T )y O3 EF A DHNH
T EDENR D (T =W ZF o= ikiTE D HIH

—E RELT19945F(ZIJTBAYOLIOLI, R

PSOLEA ALA WAl CANAL 7”.3?’_9‘#

Z H’—t
YUyoh=phs 1 A-IUFY
I 8D KUMIO AVE 7

& = =
= =3 ) u
L 5 ?! = £ ]
o = o [ I
S S S oY H B u
g % g Z =
< 28 m ® -
[
[ ]

an g
ovr2  GETEIAN

wvmwfr/ 9%y
i

-Kalakaua Ave E DT )

;th/‘
d 7zw 7Ry

P = 07 - )
O‘YOU * r/b/y;; nomsﬁ '5
PLAZA | R—

\Z(EREE) L — b

30



7 LOEFI(ERDESR)

BEE L, LAMLAMY 7 —(TBEEERZ) , 1988FE LY B ARARITEH—EX
B HIET, ERFIANEHE,
ITBORITEEITTHE ER. th
i Ee SEE DR

H

DIKITEGELERE(BARANLSDFI A

k>’ > ELys ' —AXAFRELRC

—SEL AT - eh AN
T
- ST TR ST KT b - RES R * AR
R A A B NACEER
SURFZIE B - DL A
Pt A
— AN b
SR 252 R A A NBERER

HIIF

AR{ LB o
PO

Tk

p=-naw
B gz 78 — +73% =
o o P FFAO-F 5 YEVH
M ~

ErD - s
Yo [20) o7 “gmsveaes nQia, oy

3 T &

A\ " ;-. 1

m-'/wf&. pPRveT IS
ramee S W? pr—
P
Posrhr@tin
[P Ri-T2 1Y

~ BANTIET
"
.z

L]
9T AN
2

=\
@ w-res

F—vaoncssc B

\h

FPH=EP
aver ey s~
FH ARG G

1000~21:00

At
Debn
ana

@
*

3

&

7

3

5
71\

*
)

TH457 by DFS &UREN

OEE R
(EN =) BV ad B

SRIHNT-OY

B

SWHMIEE 2

~
/@ BO<O W=Z83A

6 avrer B
e BTV NA YA

O~ \NT A

/
| eESR RN ST
Br = SwNHA
o — S
Fowvaovde
SIBEIDICE
\ \ [ x ERCURTEC N
P B-VVRE—CTINA
6 |, Tebe
. 1%
B N>
- //\\.\o Bt —weraNE
%

B ey
Brcownibay

P T E e

[ #29-Ke—Fus—h @\///\

47 [ B
P R ®- - t Z
% 7/ 0 < B 5
e g ; 5 N ERETECN ] “ 3qomavr %
[ © T o / ] 1T B P = ww K
e § 7O & ] 212 1 a2 5N o (50 o -
L 4 Fr N 5d 215 L IE= 7L g BN BT || : L
v-.w,,® 3 10:00~21:00 ¥ Zlar {,"» o - 01 0
ﬁaumn 2 x GPO K, ) ,_._._—./ _// e
Y 5 \\ 2 —'/ AX
NN &

)

b4
]
N
AL
H
]
i
&

-m,m“#, o
a8 SoolAaag

\‘ \ - : -
Apmﬁay: - 1FHROL 5

\\. - RRBET AR a e a g Eu (c3)

. e : s s

LE] , . , wo m s P AN~

BATEH(TCELN) ‘i o182
1 i yom
Ny oume

[NH=7 | EAgC

ALz THERe N creuez s E E IRAVEE V]
= PMT  mem nec
neennry - [Tlnesusrs-  9ke- L1

31



UNWTO & # - %25t

BT RIT- BB EEIMRHE

BETTABNEADFEEER 1T 30(2018) &

UNWTO/ International Tourism Highlights 120164, 20194

UNWTOI Global survey on the perception of residents towards city tourism: impact and
measures |20194F

INTOl Your Japan] https://www.japan.travel/2020/en/

INTOl2018~20205F £ 8#E™IHZ BT AE—a At
https://www.jnto.go.jp/jpn/projects/promotion/vj/190704 pp_korea.pdf
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Visit California [ California The Golden State of Luxury ]
https://industry.visitcalifornia.com/partner-opportunities/campaigns/golden-state-of-luxury-
initiative
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https://atjapan.org/adventure-tourism/

Adventure Travel Trade Association
OLIOLIZNJ A .com  https://www.oliolihawaii.com/bus

O F+Web  https://www.konchaweb.com/guam-bus/
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