JAPAN – A MARKETING OVERVIEW
By Bradley Brouwer
Bradley Brouwer, SA Tourism’s ‘Man in Japan’ (and elsewhere!) gives us his thoughts on marketing to Japan based on his experience in this fascinating market.  

MARKETING TO JAPAN AFTER THE WORLD CUP 
During the World Cup period, more-than-usual number of Japanese travelers will be visiting South Africa. It’s important to communicate ‘Welcome Home’ messages to all Japanese supporters who visited SA and to encourage them to share their souvenir stories - triumphant, excited, passionate, celebratory experiences in SA – with a view to making them authentic word-of-mouth destination ambassadors.  

Evidence stories and episodes of ‘We had such a jol!’ “Congratulations to a nation for a job well done, ‘We all played the game and we all won’” and things we did between games – stories of making friends, times at a fan park or pub, etc. would be the story elements. 

It’s also important to reiterate the World Cup legacy to improve the destination perception and to build up confidence among travel trade and consumers by emphasising South Africa’s success stories – “We hosted the world. Now we are ready and waiting to welcome you.” In these respects, SA Tourism in Japan will, once again, launch its ‘Picture Perfect’ photo and episode competition by using its Japanese website as a centre of gravity to generate word of mouth effects and to engage with future ambassadors and brand advocators for SA.

MARKET BACKGROUND 
The Japanese population (total: 125 million) is declining and aging. 

There are 1.26 children to every woman. 

63.6 per cent of the population is 15-64 years 

13.4 per cent is 0-14, while 23 per cent is 65 and over. 

The Japanese economy is the third largest in the world, but its outlook is poor. 

The economy has experienced a major slowdown starting in the 1990s following three decades of unprecedented growth 

Japan’s huge government debt, which totals 177 per cent of GDP and the aging of the population are two major long-term problems. 

Deflation is anticipated to remain at -0.8 percent in 2010 

Unemployment is relatively low at 5.1 per cent (May 2010) 

GDP is expected to grow in 2010 but at a low rate 3.3 percent (2010) 

Total Japanese outbound was down in 2009 and arrivals to SA have declined. 

Total outbound was 15.44 million in 2009, down 3.4 percent on 2008. 

Arrivals to SA were 31,855 in 2007, 27,621 in 2008, and 24,655 in 2009. 

Japan is a mature travel market in terms of age and size but the traveler doesn’t behave like the other mature markets i.e. less confidence, language problems 

Approx. 80 percent of outbound travel is to Asia Pacific region.
Only around 4 percent travel to Africa/ME/South America 

Approx. 25 percent of Japanese are interested in ‘off the beaten track’ destinations 

SUMMARY AND HINTS ON MARKETING IN JAPAN 

· Keys to success would be to partner with Japanese travel trade and media to promote SA as an iconic destination brand in order to close the deal with first time holiday travelers 

· Position SA as a destination with must-visit icons, emphasising scenic beauty, culture and safaris 

· Continue building iconic itineraries which promote scenic beauty, wildlife and adventure 

· Use the right trade and media who are 

· Capable of selling long haul 

· Can reach our target market 

· Have online presence and capability 

· Content-rich information must be provided and be accessible to consumers, including messaging on safety and security and offsetting barriers 

· Equip the trade and media with the right tools 

· Images used must be unique and iconic 

· Dial up authentic and unique experiences 

· 53 percent of Japanese tourists are aged between 25 and 44 years

· Share of holiday tourists has declined from 52 to 48 percent

· Majority of Japanese travelers buy packages that have Japanese-speaking guided tours 

· The international travel population is concentrated in four regions, Kanto, Kinki, Tokai and Kyushu. 

· Over 60 percent of arrivals to SA come from Tokyo (Kanto)

· Approximately 20 percent of arrivals to SA come from Kinki (Osaka) 

· Japanese visitors are primarily first time holiday travelers, but business arrivals have increased from 35 to 41 percent 

· Share of business travel is up from 35 to 41 percent 

· Japanese tourists are predominantly first timers (66 percent) however that has declined from 69 percent 

• Source of information and Bookings 

• Internet Travel Agent = 60 percent, Traditional Travel Agent = 58 percent 

• Sources of Info (first mention): Book 46 percent and Website 46 percent 

• Online and mobile are huge channels in Japan 

• Japanese travelers know SA as a separate country but they buy it as part of a region 

• 48 percent of tourists to SA visit other African countries 

• Zimbabwe = 32 percent 

• Zambia = 16 percent 

• Botswana = 15 percent 

• 27 percent of Japanese tourist used SA as a base to visit other African countries 

• The Victoria Falls is a big attraction, which results in people visiting the region (SADC). 

• Safety and security is important in this market 

• SA is perceived as not being affordable largely because of the cost of the air ticket. ‘Time to get there’ is a major barrier to coming to SA. There is no direct air link between Japan and SA. 

• SA is not perceived to be friendly before Japanese tourists visit but their perception changes once they have been to SA 

• Scenic beauty, wildlife, flowers, culture are the key drivers to travel to SA. 

• Content-rich information media are important sources of travel information and the number one information source is the Internet, followed by travel magazines, travel brochures, travel books, and travel website 

• The Japanese trade is structured and it is easy to identify who to play with. However personal relationships are still important. 

• Large retail operators have a retail network and some even have specialised shops by target segments 

• The Japanese leisure market is sold by traditional and direct sales agents 

• Major SA inbound operators typically have a GSA or equivalent in Japan 

• The wholesale/retail level is highly concentrated with the top 10 players that control over 60 percent of international travel across all tiers 

• There are over 10k travel agents categorised into 4 tiers by the regulatory authorities 

• The market is consolidated among top 4 inbound operators controlling the package market 

• Knowledge of the destination builds confidence with the trade and helps them to sell the destination 

• We have a high seasonality index with two peaks; one in August (school holiday in Summer) and one in October (Jacaranda) 
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