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

Japanese Outbound Travel Continues to Fall: The Japan National Tourist Organization recently reported that Japanese outbound travel declined 5% for the first six months of 2008 and all forecasts call for this trend to continue. All major airports reported decreases in departures between 5-8% and regional airports (Fukuoka, Sapporo, Sendai, etc.) saw even sharper declines in the double-digits. Although total figures through August have yet to be released, Tokyo’s Narita Airport reported departures were down 8% year-on-year. Factors holding down travel remain high fuel surcharges, reduced seat capacity for popular long-haul destinations, the worsening economy and an overall decline in travel by young people. 

Visit World Campaign Passport Campaign: At the recent JATA World Tourism Congress, Visit World Campaign director Hiroshi Sawabe detailed specific plans for the next six months. Following on the successful “train jack” campaign conducted in September prior to JATA World Travel Fair (featuring blanket unified advertising on 6 train lines in the Tokyo area), the VWC will launch a nationwide “Passport Campaign” to encourage the 30 million existing passport holders to use or renew their passports and enter a sweepstakes to win travel overseas. Prizes include 10 package tours, 30 airline tickets, 40 hotel stays and 100 copies of the Travel Trends 2009 book being published by JATA and Globetrotter. Over 100 organizations are sponsors of the campaign including the Mississippi River Country Japan Office. The campaign will be heavily advertised and publicized through the mass media over the next six months.

Young People Still Interested in Overseas Travel:  According to a July survey of young people conducted online by the VWC and Wakayama University, 41% of respondents indicated they definitely want to travel abroad and another 21% stated some interest in overseas travel. Further, fully 77% of women in their twenties expressed strong interest in overseas travel. These findings suggest that young people are far more interested in overseas travel than the travel industry had come to believe. However, the actual numbers show young people are not traveling. Of the respondents surveyed, over 70% stated the perceived high prices for travel and the cost, procedures and time involved with acquiring a passport as the main deterrents to travel. Other reasons cited were difficulty in taking extended days off, 
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lack of money to spend on travel or hobbies, and the distance from home to an international airport. Reasons that have been commonly cited by the travel industry as to why Japanese young people are not traveling—e.g. do not see travel as relevant to their lives, concern over negative environmental impact, and see no need to travel because they can visit anywhere in the world virtually online or through television and video—were mentioned by only 20% of respondents. These findings seem to suggest that there is opportunity to motivate young people to travel again if issues such as high prices and what they see as the hassles of travel (e.g. getting a passport, getting to the airport, taking time off) can be resolved.

JULY-SEPTEMBER ACTIVITIES

Inquiries

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

Total
Trade
Media
Consumer/Other

All
103
49
28
26


Arkansas
2
0
1
1

Illinois
6
3
2
1

Iowa
1
1
0
0


Kentucky
36
14
13
9



Louisiana
17
5
5
7

Minnesota
12
7
5
0

Mississippi
26
11
6
9

Missouri
4
1
1
2

Tennessee
26
11
6
9

Wisconsin
5
1
4
0

Total
176

(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:
17 articles; \4,449,993 ($42,301)

Consumer:
2 articles; 1 guidebook \152,572,500 ($1,427,846) 


Broadcast:
2 programs \37,200,000 ($354,285)
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Value for year-Print: \157,022,493 ($1,470,147)


Value for year-Broadcast: \37,200,000 ($354,285)

The attached spreadsheet provides a complete listing of all publications and articles received during July-September 2008. Media values 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 unique visitors continued to increase reaching a record high in August. 

Mississippi River Country USA E-mail Newsletter: No newsletter was issued during the quarter. Separate newsletters for Memphis & Mississippi and Louisiana were distributed during the July-September period.
Ongoing Media Projects: During July-September the office assisted with the following media projects involving the Mississippi River Country region. 
· 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. Filmed in Wisconsin in early July and the program aired September 7. The office provided story ideas and advice. The project was 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. A planned October visit was postponed due to the publisher’s schedule conflict. Discussions are continuing for a visit in Spring 2009.

· Fuji TV: Largest commercial network. Visited Memphis to film Elvis Presley car collection for motorsports program sponsored by Toyota. Worked with a coordinator to visit Graceland on August 21 and 5-minute program aired September 9.  

· Ocean Life: Magazine for boating enthusiasts focusing on travel and lifestyle. Will produce a year-long series on “Life Along the Mississippi” beginning April 2009 and featuring a 6-page story on a different state 
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    each month for 10 months. The office assisted with the initial planning  

    for a visit to Minnesota and Wisconsin in October.

· Hot Bike: Magazine for motorcycle enthusiasts. Interested in doing a story on the new Harley-Davidson Museum in Milwaukee. The office assisted with initial arrangements for a visit in October.

· Link USA: Travel website supported by NWA. Mississippi River Country sponsors the website through link advertising to the MRC Japanese website and state sites. Planning visit by blogging reporter to Memphis area in mid-October to feature driving trip to Clarksdale, Oxford, Tupelo, Natchez Trace Parkway, Nashville, Memphis, Hot Springs and Little Rock. The office worked with states involved to arrange accommodations and recommend itinerary. 
· Nouveau: Television production company in Osaka. Produce a weekly Saturday morning show which airs nationwide introducing families around the world. Very interested in featuring a Kentucky horse farm family and the things that make them proud to live where they do. Kentucky Tourism will follow up with recommendations for family and locations to feature. Filming would likely be in Fall 2009.
Summary of Activities: Marketing 

“America Week” at Oi Racetrack: The Tokyo Oi Racetrack organizes an “America Week” annually as part of the July Santa Anita Cup held in partnership with California’s Santa Anita Racetrack. This year Japan Visit USA Committee members were asked to provide brochures for a travel table staffed by H.I.S. during the duration of the week. The office provided the MRC Japanese guide.

DiscoverAmerica Week: The seventh DiscoverAmerica Week in Japan was held in Tokyo from September 16-21. The events were organized by The Japan Visit USA Committee, TIA and the U.S. Embassy Commercial Service. Travel trade activities included the following events.

· TIA Media Marketplace—September 16, Roppongi Hills. A tabletop workshop for media organized by TIA. Mississippi River Country had one table. The marketplace attracted 95 members of the travel trade and general media. MRC had four pre-scheduled appointments and 
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    additional walk-up appointments during the afternoon. A reception for 

    the media followed the workshop where TIA presented its “Travel  

    Writer of the Year” award. This year’s winner was a feature on a 

    fitness trip to New York in Jane.

· JATA World Travel Fair—September 19-21, Tokyo Big Sight. This year’s show attracted 109,391 visitors—70,084 consumers and 39,307 travel trade and press. The U.S. Pavilion was very large and well organized by the Visit USA Committee. MRC had a 1.5 booth space. The travel trade day included scheduled appointments for the first time. MRC had a total of 5 scheduled appointments plus a number of walk-ups. A seminar and Happy Hour Reception was held in the complex during the late afternoon/evening of the first day for travel executives and media. The Japanese franchisee for Café du Monde of New Orleans provided café au lait for Happy Hour attendees and discount coupons for consumers. During the consumer days an auction, entertainment and a stamp rally game encouraged a steady flow of visitors. The Mississippi River Country booth included a music trivia quiz featuring music legends from all 10 states. The show generated 45 new inquiries for the Mississippi River Country.

World Air-Sea Service Travel Fair: The leading tour operator for upscale escorted senior tours held a special travel fair for their clients on September 15. The office was invited to attend the all-day event and provided brochures and advice to visitors. The company currently has product only into Louisiana (New Orleans, River Road Plantations) but the president indicated he definitely plans to expand U.S. product in 2009. There is strong interest in a product featuring the Mississippi River. The office will continue to follow up.

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 wrote an article about Kentucky for the organization’s newsletter and website and supported recruiting efforts throughout the quarter.
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Kentucky September Visit: Commissioner Cooper and tourism representatives from Lexington and Northern Kentucky visited Japan in late September. The office organized a “Kentucky Bourbon Tasting” media reception and sales calls in Tokyo and Osaka. The media event attracted 35 people from the travel trade and consumer print and broadcast media.

*********
