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This report provides a summary of activities the Japan representative undertook during April-June 2008.
TRAVEL TRENDS

Japanese Outbound Travel Continues to Fall: The Japan National Tourist Organization recently reported that Japanese outbound travel declined year-on-year for the 13th straight month in May. Outbound travel is down 4.3% in 2008 and all forecasts call for this trend to continue. Factors holding down travel remain high fuel surcharges, reduced seat capacity for popular long-haul destinations, the worsening economy and an overall lack of interest in travel by young people. 

Airlines React Immediately to Rising Fuel Costs:  It took no time at all for the airlines serving Japan to react to the latest rise in the price of oil. Carriers quickly announced plans to reduce frequency on some routes and eliminate others entirely. Northwest and United both announced plans to cease paying commissions to travel agencies effective April 1, 2009. All of the other carriers are expected to follow. Steep increases in fuel surcharges on all overseas flights attracted considerable media coverage—all of it negative. Several broadcasts compared the cost of fuel surcharges for a family of four with the cost of airfare and demonstrated that often the surcharges are now higher than the airfare. Japanese law requires that fuel surcharges be shown separately from the published airfare and this practice has caused consumers to see the surcharges as excessive and a kind of scam perpetrated by the airlines and the travel industry. The Japanese government recently revised the law to allow surcharges to be included in the published price of package tours which the travel industry hopes will mitigate some of the mistrust consumers feel.

JTB Summer Forecast: JTB’s recently released forecast for the peak summer travel season anticipates overseas travel will be down 7% from 2007 to just 2.25 million travelers. All of the factors cited above are affecting demand. Fuel surcharges are especially burdensome for families so family destinations will be hardest hit. JTB cites a worrisome indicator that travel is becoming a luxury in the minds of many Japanese. Those who have money, primarily seniors, are willing to spend considerably on overseas trips such as expensive Mediterranean cruises, while the majority of Japanese feel travel is out of reach. Trips for most travelers this summer will be to close-by, cheap destinations such as Guam or Korea, and they will shorten their stays to save money. Despite the negative forecast overall, 
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JTB is projecting travel to the U.S. mainland will be up 3.4% over 2007 due to the return in popularity of escorted group tours to major U.S. destinations. Demand is primarily from seniors who are shifting to the U.S. from high-priced Europe where the yen is very weak against the euro.

Young Traveler Research:  According to a recent Japan Tourism Marketing study, for Japanese youth in their twenties, the travel companion matters as much as cost and length of trip when deciding on an overseas holiday. When asked with whom they like to travel most nearly half of respondents (45%) choose "spouse/boy (girl) friend", followed by "a few friends" (21%), "family" (18%) and "alone" (14%). The majority of married respondents with children prefer to travel as a family with their children. Single female respondents prefer traveling with a group of friends, while unmarried male respondents prefer traveling solo.   

The survey indicated that young people typically travel to enjoy nature and scenery and sampling local cuisine. When traveling in Japan, young respondents indicat they prefer relaxing at hot springs with friends or family. This response indicates that being together itself can be one of the purposes of travel for young people traveling with someone close to them. 

When traveling in a group, respondents prefer to travel with others who share their same interests, such as visiting theme parks or enjoying sports. Hobby-oriented travel is favored by solo travelers because they do not have to worry about a companion’s interests. The survey results illustrate that Japanese youth in their twenties adapt their style of traveling to suit their travel companion.   

In terms of obstacles to travel for Japanese youth, survey respondents cite common difficulties both for domestic and overseas travel. The top three are: 1. financial constraints, 2. difficulty in taking time off from work,  3. difficulty in coordinating travel schedule to travel companion’s schedule. The second reason cited for not traveling domestically and the third reason for not traveling overseas was: "There are other things/occasions to spend money on". The results reflect the economic challenges Japanese young people face in their everyday lives. Many rely on lump-sum payments such as bonuses to cover their daily expenditures because their monthly incomes are limited.   Other obstacles to overseas travel include concerns about language, terror attacks, contagious disease such as SARS, safety & security, sanitary conditions and food safety.
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APRIL-JUNE ACTIVITIES

Inquiries

The following is a breakdown of inquiries to and sales calls made by the Japan office during April-June. A complete database of contacts and the nature of the inquiries is attached.  

Total
Trade
Media
Consumer/Other

All
58
40
14
4


Arkansas
2
2
0
0

Illinois
5
4
0
1

Iowa
1
1
0
0


Kentucky
20
12
2
6



Louisiana
30
16
8
6

Minnesota
9
3
1
5

Mississippi
90
58
19
13

Missouri
4
3
0
1

Tennessee
59
39
8
12

Wisconsin
4
2
2
0

Total
173

(The above totals exceed the total number of inquiries as some callers requested information on multiple states.)

Summary of Activities: Public Relations
Media Exposure

Travel Trade:
9 articles; \15,649,997 ($147,672)

Consumer:
2 articles; 1 guidebook \343,428,000 ($3,250,076) 


Broadcast:
5 programs \90,000,000 ($849,057)


Value for year-Print: \385,119,474 ($3,591,528)


Value for year-Broadcast: \98,400,000 ($922,379)

The attached spreadsheet provides a complete listing of all publications and articles received during April-June 2008. Note: Media values have been recalculated from previous figures to reflect a valuation of three times the standard advertising rates for publications/programming.
Mississippi River Country USA Japanese Website: A report of access to the Japanese website is attached. The numbers of page views and unique visitors continued to increase each month with total page views for the first six months of 
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2008 already exceeding total page views for all of 2007. In June the Kentucky mini site opened which also helped to increase search engine hits for the site overall. 

Mississippi River Country USA E-mail Newsletter: The seventh issue of the e-mail newsletter was distributed to approximately 2,000 travel trade and media on June 18. The newsletter theme was Fall 2008 events and included the following features:

· Arkansas: Four States Fair & Rodeo (Little Rock)

· Illinois: Wine Festival (Geneva) and Corn Festival (Morris) 

· Iowa: River City Festival (Mason City) and Madison County Covered Bridge Festival 

· Kentucky: Civil War Days (Munfordville)

· Louisiana: Gumbo Festival (Chackbay) and French Food Festival (Larose)

· Minnesota: Big Island Rendezvous (Albert Lea) and Harvest Festival (Taylor Falls)

· Mississippi: Tupelo Elvis Festival

· Missouri: National Harvest Festival (Branson) and Folklife Festival (Hannibal)

· Tennessee: Grand Master Fiddler Championship (Nashville) and Mountain Makins Festival (Morristown)
· Wisconsin: Oktoberfest (Lacrosse and Rhinelander)

The newsletter is available in the What’s New and Press Room sections of the MRC Japanese website. Separate newsletters for Memphis & Mississippi, Kentucky and Louisiana were also distributed during the April-June period.
Ongoing Media Projects: During April-June the office assisted with the following media projects involving the Mississippi River Country region.
· Patchwork Quilt: Magazine for quilting enthusiasts. Published 10-page article on Paducah and other Kentucky quilters in April 2007 and a 12-page article on Kentucky in April 2008. Visited Louisiana and Mississippi in mid-April for two 8-page articles on quilting and travel in the two states. The office assisted with accommodations, rental car and provided advice on arts & crafts-related attractions in each state. The writer indicated the trip was one of the best she has ever experienced.
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· Mainchi Ga Hakken (Every Day Is A Discovery): Monthly lifestyle magazine for primarily women over 60. Interested in visiting Kentucky in June for an 8-page feature. Regrettably the editor changed her mind in April and decided to postpone the story. The office is continuing to follow up. 
· Discover USA on Foodies TV: Cable/satellite channel of major national television network. Airing a video series of all 50 states highlighting travel and food. Planning to film in Wisconsin in early July. The office provided story ideas and advice. The project will be sponsored by Harley-Davidson and the Wisconsin agriculture industry. Wisconsin Tourism handled all arrangements and accommodations.
· Humidor: High-end magazine for cigar enthusiasts. Interested in doing story on Southern music and cigar culture featuring New Orleans, Mississippi Delta and Memphis. The office met and discussed possible visit in July contingent upon securing partial air support. Regrettably no airline was able to sponsor this project so it has been postponed until later in the summer. 

· Nikkei Architecture: Freelance writer Koko Shinoda visited New Orleans in mid-June for 6~8 page story about rebuilding. The publication was especially interested in Brad Pitt’s Make It Right effort because a Japanese architect designed one of the model homes. The writer will also file stories on her visit with Yomiuri Weekly (weekly lifestyle magazine) and web magazine www.luxknoledge.com. The office assisted with arranging meetings with the New Orleans CVB, Musicians Village and city officials.
Summary of Activities: Marketing   
Bloom Partners: Advertising agency working on a sweepstakes campaign for Asahi Beer, the Japanese distributor for Jim Beam. The campaign designed to encourage a younger demographic to associate Jim Beam with music was being promoted in over 8,000 clubs and music venues throughout Japan during May and June. Three pairs of winners will be selected for a 5-day trip to Nashville and Kentucky including a VIP tour of Jim Beam and a barbecue at the owner’s home. The office provided images and destination information for a promotional poster and is continuing to follow up with travel advice for both states.
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Mississippi & Memphis Joint Sales Mission: The first Memphis and Mississippi joint sales mission co-sponsored by Mississippi River Country USA took place the week of April 7, 2008. The mission included a travel trade and media seminar in Tokyo on April 8 followed by a media dinner, a travel trade and media seminar in Osaka on April 9 and sales calls in Tokyo and Nagoya on April 7 and April 10. Participants were Mississippi Tourism, Memphis CVB (represented by Advance International), Tupelo CVB, and Oxford CVB. A total of 54 travel trade and media attended the seminar in Tokyo and 33 attended in Osaka. Mississippi and Memphis hosted 10 journalists for the media dinner. While the focus of the program was Memphis and Mississippi, a number of attendees expressed interest in learning more about the Mississippi River Country and those requests are included in the inquiries report.

Kentucky John Manjiro Whitfield Grassroots Summit: The office is assisting this organization with its “Grassroots Summit” to be held in Kentucky in October 2008. The annual summit brings together Japanese and American citizens of all ages to discuss issues affecting the two countries. The mission is peace through friendship and its activities are endorsed by the Japanese and U.S. governments. Over 200 Japanese participants will stay with Kentucky families and also have an opportunity to take optional tours to Memphis and Nashville; Chicago; Washington, DC; and Boston. The office spoke about Kentucky at several recruiting events in May in Tokyo.

DiscoverAmerica.com Launch: The U.S. Department of Commerce and TIA launched the new DiscoverAmerica.com Japanese site on May 20 at a press conference and luncheon for key travel trade and media. Japan was the first country where the new site was launched and the initial reaction was quite positive. The site includes information on all 50 states plus selected city information featuring detailed attraction, restaurant and shopping listings plus suggested itineraries and feature stories on how to enjoy the city. Cities covered in the MRC region are Minneapolis, Chicago and New Orleans. Because the site is a translation from English the information lacks specific information to appeal to Japanese travelers, however, TIA hopes that information will come as consumers begin to post stories and photos. So far this feature of the site does not appear to be used by visitors.
Pow Wow: This year’s Pow Wow was held in Las Vegas from May 31-June 4. The number of Japanese delegates was down significantly from last year with just 96 travel trade and 13 media attending. Fully half of the travel trade delegation came from U.S. offices of Japanese operators. Marjorie attended Pow Wow as a Mississippi Tourism delegate and also assisted several other MRC states with Japanese appointments. Prior to Pow Wow, the Japan office contacted all 
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registered Japanese delegates to inform them of the MRC states participating and invite them to stop by. Follow up is being completed by the individual states and the Japan Office is assisting where necessary.
*********
