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Seattle and Washington
Tourism Promotion-Japan
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Japanese Overseas Travel Trends

Approximately 17 million Japanese expected to travel
overseas in 2004--up 25% over 2003; Japanese travel
Industry goal of 20 million overseas travelers by 2007

Market recovery well underway due to:
--Long awaited Japanese economic recovery
--Fewer concerns about SARS, Bird Flu, other ilinesses
--Reduced fears of terrorism/war
--Pent up demand for travel from 3 million plus Japanese who
chose not to travel during 2 years between 9/11 and Fall 2003

Popular overseas destinations

Europe 30%
YA 23%
China 17%
Korea 13%
Thailand 8%

Oceania 6%
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Demographics 6

55% Male; 45% Female

67% Leisure travelers

17% Business travelers
6% Visiting family/friends
2% Students

Average length of stay: 5-7 days
Average spend: ¥293,000 (approximately $2,600)

Experienced travelers--over 58% have traveled abroad at
least once
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Japanese Overseas Traveler
Demographics (cont’'d.)

Highly influenced by world events and popular trends, e.g.
terrorism, war, disease on negative side; fashion, athletes,
movies on positive side

Popular activities:

--Viewing nature/scenery
--Shopping

--Sightseeing

--Dining

Young single women were market leaders in 1990s.
Japanese over 60 are the fastest growing market
segment today



Japanese Overseas Travel to U.S.

Japanese Travelers to the U.S. 2000-2003

6000000
5000000
4000000
3000000
2000000
1000000

2000 2001

3.1 million to USA: 23%
of total market

Hawali 1,369,000
Guam 621,000
Mainland 1,180,000

(39% of US market)
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13.6 million travelers in
2003-market severely
affected by war fears,
SARS and weak Japanese
economy

U.S. market recovering
steadily since October
2003--Forecast to grow 7%
to 3.4 million in 2004
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Japanese Visitors to Washington State

Year 2000 2001 2002 2003
Arrivals 116,600 116,600 95,700 66,000
% Change | 0% -18% -31%

Largest international market for Washington State

Since 2001 number of visitors declined along with total visitors to
U.S. due to combined impact of fears of terrorism, wars, SARS,

and weak Japanese economy

2002-2003 numbers especially influenced by loss of business and

student travelers
--Businesses did not resume overseas travel until Fall 2002; Stopped again

when SARS surfaced and did not return until Fall 2003
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Japanese Visitors to Washington State
cont’d.

--Washington state is second to California in number of Japanese high school
and college students studying in state. Parents’ fears of terrorism in U.S.
caused sharp drop in number of Japanese going abroad for study

Leisure market stable despite difficult times

--Seattle one of only a handful of U.S. destinations promoted by Japanese
travel industry since 9/11thanks to popularity of Mariners baseball
and Living Cool, Loving Nature theme



Japanese Visitors to Washington State
cont’d.
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Sample Package Tours
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Japanese Visitors to Washington State
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Sample Package Tours




Japanese Visitors to Washington State
cont’d

Sample Package Tours
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Japanese Visitors to Washington State
cont’d.

Average leisure traveler stay: 5 nights
Average leisure traveler spend: $112/day

Major target markets for Partnership

--Baseball fans: all ages; young; families
--Shopping/dining/relaxation: women in 30s
--Nature/outdoors: seniors; families

--Cruise: seniors

--Education (short and long-term)/experiential: young; seniors
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Seattle and Washington Tourism Office
Major Programs 2001-2004

Establish Identity: Living Cool, Loving Nature

Travel Concept Guide Japanese-language Website
30,000 distributed Average 5,000 Visitors/Month

Result: Logo consistently used by tour operators and media to promote
Seattle and Washington. Themes of “cool” and “nature” basis for
all product development and promotion
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Seattle and Washington Tourism Office
Major Programs 2001-2004

United Airlines Seminar, Northwest Airlines Fam Tours: Educated
approximately 130 travel agents & tour operators over 3 years

Tour Package Development: More than 45 package tours on market each
year --up from none in early 2001

Trade Show Participation: Active America; Pow Wow, SeeAmerica Week

Tourism Missions: One per year directly reaching over 450 tour operators
and media

Regular inquiries: 1,113 to office over 3 years

Result: New package tours, increased market visibility & awareness
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Seattle and Washington Tourism Office
Major Programs 2001-2004

Media visits and fam tours: Over 100 journalists hosted on themed fam
tours organized with airlines (featuring Seattle overall, cruise, winter fun)
or individually to pursue stories; More than 150 articles over 3 years

Travel Guidebooks: Advertising and editorial support for 9 guidebooks
reaching over 5 million readers

Regular media inquiries: 372 Inquiries over 3 years

Result: Over $13 million in media coverage over 3 years reaching
over 15 million readers
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“Living Cool, Loving Nature”: Sponsored by Partnership; 8 free trips

Eddie Bauer: 3 separate campaigns promoted directly to over 500,000

Eddie Bauer customers; 93,000 participants for 9 free trips; $75,000 in
direct exposure

Brother Bear: Movie and Danone tie-up; over 44,000 participants in

Danone campaign for 1 free trip; direct appeal to over 5,000 moviegoers;
Brother Bear branded package tours; $100,000 in direct exposure

Consumer products campaigns: More than 10 major campaigns
(Northwest Airlines, Starbucks, Tully’s, Prudential, Radio Nippon, Pepsi,

Mastercard, Morinaga, AM/PM, Shiseido) reaching millions of Japanese
consumers

Result: Over $1 million in exposure for Seattle and Washington
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Economic Impact of Japanese Tourism

$465,000 spent over 3 years by Partnership

Approximately 300,000 visitors spending over $168
million in Washington State

Over $14 million in media and promotional coverage



1iv mg Cool ) Low;
’la

Smtﬂ

Trends & Future Direction

Increased focus on “Loving Nature” side of state--fly/drive

Continued emphasis on “Living Cool” side of Seattle &
Baseball Plus

Develop extended stay options for Japanese of all ages
(study, health/medical, relaxation, city living experience,
sports, cultural)

Expand promotion for cruise, cruise & stay, cruise & drive-
-Over 2,000 cruise passengers expected in Summer 2004
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