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1. Current Status of International Tourism in Japan
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Trends in the Number of Inbound Visitors to Japan

(Year)

Jan.–Dec.
Approx. 42.68 mil.

○ The number of foreign tourists visiting Japan in 2025 was approx. 42.68 million (a 15.8% increase compared to  
2024), marking an all-time record.

○ By country, Korea, China, Taiwan and Hong Kong account for 65% of the total.

Jan.: 378 (41% increase)

Feb.: 326 (17% increase)

Mar.: 350 (14% increase)

Apr.: 391 (29% increase)

May: 369 (22% increase)

Jun.: 338 (8% increase)

Jul.: 344 (4% increase)

Aug.: 343 (17% increase)

Sep.: 327 (14% increase)

Oct.: 390

Nov.: 352

Dec.: 362

(10% increase)

(18% increase)

(4% increase)

*Figures in parentheses indicate YOY changes compared to 2024. 3



Trends in the Number of Thai Visitors to Japan

○ In 2025, the number of Thai visitors to Japan reached approx. 1.23 million, 
the highest among ASEAN countries.   (a 7.3% YOY increase)
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Inbound Tourism （Expenditure）
○ Oct.–Dec. 2025: Expenditure of JPY 2.5 trillion  (a 10.3% YOY increase) 

: Per capita travel expenditure of JPY 234,000  (a 0.5% decrease YOY)
○ Calendar year 2025: Expenditure of JPY 9.5 trillion  (a 16.4% increase YOY)
○ Calendar year 2025: Expenditure by country/region — Thailand: JPY 251.2 billion  (a 11.0% YOY increase)

Australia

JPY 410.4 billion

4.3%

2025

Expenditure of
inbound visitors

JPY 9.4559 trillion

（Breaking news）

Travel Expenditures by foreign visitors 
in Japan by Nationality/Region

Thailand
JPY 251.2 billion

2.7%
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China
JPY 2,002.6 billion

21.2%

Taiwan
JPY 1,211.0 billion

12.8%

Republic of Korea
JPY 986.4 billion

10.4%

Hong Kong
JPY 561.3 billion

5.9%

Others
JPY 2,909.0 billion

30.8%

United States
JPY 1,124.1 billion

11.9%
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Source: JTA, “Survey of Expenditure Trends of Foreign Visitors to Japan” and “Inbound Expenditure Trends Survey” Figures for 2025 are preliminary.
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Trends in expenditure 
by inbound visitors to Japan

JPY 9.5 trillion
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Status of Total Number of Foreign Guest Nights

Source: JTA, “Accommodation Travel Statistics Survey”
Note 1: The three major metropolitan areas refer to the eight prefectures of Tokyo, Kanagawa, Chiba, Saitama, Aichi, 

Osaka, Kyoto, and Hyogo. Regional areas refer to prefectures other than the three major metropolitan areas.

(10,000 guest nights)

Trends in the number of foreign guests Share of foreign guest nights by prefecture

Total: 164.4626 million guest nights

2024 Total
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2024 Thailand

Total: 3,829,490 guest nights
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Outbound Travel

1,712 

1,789 
1,895 

2,008 

317 

51 

277 

962 

1,301 

0

500

1,000

1,500

2,000

2,500

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

1,849 
1,747 1,690 

1,621 
1,712 

0

500

1,000

1,500

2,000

2,500

2012 2013 2014 2015 2016 (Year)

(10,000 persons)

○ In 2025, the number of Japanese outbound travelers reached 14 million for the first time in six years since 2019. 

(a 13.0% YOY increase)

Jan.:   91 (  9% increase)

Feb.: 118 (21% increase)

Mar.: 142 (17% increase)

(  8% increase)Apr.:   96

May: 108 (14% increase)

Jun.: 105 (13% increase)

Jul.: 121 (15% increase)

Aug.: 165 (15% increase)

Source: Immigration Services Agency of Japan

Sep.: 139 (15% increase)

Oct.: 124 (  8% increase)

Nov.: 133 (13% increase)

Dec.: 130 (10% increase)

Jan.–Dec.
Approx. 14.73 mil. (13% increase)

Figures in parentheses indicate YOY changes compared to 2024.* Figures up to 2024 are final; those for Jan.–Nov. 2025 are provisional; the figure for Dec. 2025 is estimated. 7



Trends in the Number of Japanese Visitors to Thailand
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○ In 2025, the number of visitors to Thailand from Japan reached approx. 1.09 million  (a 3.8% YOY increase). 

Since the COVID-19 pandemic, the number has shown a steady recovery trend.

*Source: Ministry of Tourism & Sports tourist statistics



2. Japan's Tourism Policy
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Everyday life rooted in the 
community

• Nature, landscapes, history, culture, and 

townscapes

• Local cuisine

• Livelihoods traditionally practiced in the region, 

such as agriculture and fisheries

By enabling travelers to experience local culture and traditional livelihoods, local residents can also rediscover their value and take pride 
in their own communities.

⇒ Change in awareness

Pride in one’s own culture 
and communityExtraordinary experiences 

and emotional impact
Mutual exchange and 
understanding

Tourism destinations that are 
“good to live in and good to visit”

By further enhancing regional appeal, a virtuous cycle for both tourists and local residents can be achieved.

Visit regions for tourism 
and other purposes

Enhanced regional appeal 
further attracts visitors 

Travelers

Local 
residents

Tourism Destination Development Aiming for “Good to Live In and Good to Visit”

• Rediscovery of the region’s strengths and 
uniqueness

• A sense of pride in the region and feelings of 
happiness

• Preservation and conservation of the environment, 
culture, and livelihoods of the region
• Increased income for local stakeholders and 
improved resident welfare

10



Basic Policy of the JTA’s Initiatives

Sustainable tourism destination development
Enhancing the profitability and productivity of the tourism industry and promoting the creation of mechanisms that 

generate positive spillover effects for local communities and economies

■ Promotion of DX

Expansion of interactions in Japan
Increasing domestic travel and promoting longer stays even amid 

population decline

■ Promotion of sustainable tourism through the prevention and 
mitigation of overtourism ■ Measures to address labor shortages

11

Barrier-free guest rooms
(promotion of universal tourism)

Prevention and deterrence of 
misconduct

Development and enhancement of the 
visitor reception environment

Smart check-in and check-out
(example of facility 

investment support)

Cashless payment
(example of support for 
introducing digital tools)

Securing foreign human 
resources

Planning and hands-on 
support for the 
utilization of DX

Inbound visitor attraction with a 
focus on regional areas

Emphasis on increasing expenditure and 
promoting travel to regional areas

Attracting high-value-added travelers
(example of providing special 

experiences)

Development of content
(provision of special 

experiences)

Promotion of MICE
(increasing visits to Japan by 
overseas business travelers 

and their expenditure)

Promotion of workationProvision of experience programs 
tailored to visitors’ needs

(creating a “second hometown”)



3. Roles and Challenges of DMOs and 
Initiatives by the Japan Tourism Agency
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Ensuring that the benefits of tourism
 are w

idely 
distributed throughout the region
R

evitalization of the entire region

Roles of DMOs

Accommodation 
facilities

Transportation 
operators

Commerce 
and 

industries

Restaurants

Agriculture, 
forestry and 

fisheries

Local residents

Building a framework in which local stakeholders actively participate, centered on a DMO

Local governments

National 
parks

Cultural 
assets Activities

DMO：Destination Management/Marketing Organization
Legal entities serving as the command centers for tourism destination development by collaborating with 
diverse local stakeholders and adopting a scientific approach.

Destination Management/Marketing
Organizations (DMOs)

[Command center for tourism 
destination development]
・Collection and analysis of tourism data
・Formulation of strategies for tourism 
destination development
・Consensus building with stakeholders
・Implementation of the PDCA cycle

・Formulation of tourism 
promotion plans
・Infrastructure development
・Transportation policy
・Various support measures

Formulating 
strategies such as 
targeting

Development of 
tourism content

Development of 
the reception 
environment

Expansion of local tourism
 

and travel consum
ption

⃝ To achieve the targets of 60 million inbound visitors and JPY 15 trillion in expenditure by 2030, regional visitor 
attraction and the expansion of travel consumption will be promoted in a sustainable manner.

⃝ In making regional tourist destinations more attractive and promoting travel to regional areas, DMOs play a 
significant role.

13



⃝ Under the “Guidelines on the DMOs Registration System”, legal entities that meet all registration requirements 
specified therein are registered by the JTA.

⃝ Registered DMOs are expected to perform their functions as the command centers for tourism destination 
development, in line with the policies of the Tourism Nation Promotion Basic Plan.

Registration System Overview

 Legal entities that undertake tourism destination development in cooperation with local 
governments.

 A legal entity that has at least 12 months (in principle, one fiscal year) of activity 
records prior to application for registration.

Eligible Entities

Application Acceptance
 Once per year

*Renewal registration applications are accepted twice per year until the end of March 
2027.

Renewal Registration
 Registration is valid for three years.
 A legal entity that wishes to continue its registration after the expiration of the validity 

period must apply for renewal during the validity period.

14



Wide-area collaboration DMOs: 
10 legal entities

Prefectural DMOs: 
38 legal entities Former regional collaboration DMOs: 

83 legal entities
Local DMOs: 

231 legal entities

360 legal entities are registered (as of the end of January 2026). 
*“Registered DMOs”: 331 legal entities; “Candidate DMOs”: 29 legal entities

<Local DMO>

⃝ Given that management areas of various scales are anticipated depending on the strategy, the three categories 
below have been established.

⃝ In areas where management areas overlap, coordination is important, including clarifying the division of roles for 
each registration category while ensuring collaboration, and pursuing synergies and overall optimization.

Registration Categories

Wide-area 
collaboration DMO

An organization that develops tourism regions by conducting management and marketing in 
tourism areas that encompass entire regional blocks.

Prefectural DMO An organization that develops tourism regions by conducting management and marketing in 
tourism areas covering the entire area of a single prefecture.

Regional DMO An organization that develops tourism regions by conducting management and marketing in tourism 
areas encompassing the area of a single municipality as well as areas spanning multiple municipalities.

15
KANSAI Tourism Bureau

Tohoku Tourism 
Promotion Organization

Okinawa Convention 
& Visitors Bureau

Tourism SHIKOKU

San’in
Tourism Organization

Kyushu Tourism 
Organization

The Inland Sea, 
SETOUCHI 

Tourism Authority

Central Japan 
Tourism Association

General Incorporated Association 
Kanto Regional Tourism Organization

Hokkaido Tourism Organization



Challenges Faced by DMOs

Areas recognized by DMOs as challenges   *Multiple responses allowed N＝305

41%
46%

59%
65%

83%
84%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

持続可能な観光地域づくりへの取組
情報発信・プロモーション

インバウンド関連
マーケティング・DX
人材の確保・育成

予算・財源

Source: Japan Tourism Agency, “FY2024 Survey on the Current Status of Registered DMOs”

 DMOs should, in principle, continually review and update their 
strategies and plans in response to changes in the tourism environment 
and in their roles; however, there is a shortage of highly specialized 
personnel.

 It is important to ensure that the know-how of external experts is 
transferred to DMO staff and internalized within each DMO.

 To secure competent personnel, it is necessary to offer salaries and 
compensation commensurate with their abilities; however, because 
a large portion of funding relies on government subsidies, the salaries of 
DMO staff cannot exceed public-sector pay levels.

Challenges in securing and 
developing human resources

Challenges in securing 
financial resources

 In many cases, DMOs rely heavily on subsidies from government 
bodies operating on a single-year budget basis, making the 
securing of stable operating funds a key challenge.

 In this context, initiatives to secure self-generated revenue are also 
important for achieving sustainable organizational management
without excessive reliance on public funds.

 From a medium- to long-term perspective as well, combining multiple 
sources of funding is effective.

16

Budget and financial resources

Securing and developing human resources

Marketing and DX

Inbound-related issues

Information dissemination and promotion
Initiatives toward sustainable tourism destination 

development

⃝ Approximately 80% of registered DMOs face challenges in securing “financial resources” and in “securing and 
developing human resources.”



Funding Structure of Registered DMOs

Source: Japan Tourism Agency, “FY2024 Survey on the Current Status of Registered DMOs”

N＝305

特定財源
(1%)

会費・寄付
(2%)

その他
(2%)

○ As a trend in the revenue breakdown of registered DMOs, approx. 60% consists of subsidies, grants, and 
contributions from national and local governments.
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Revenue-
generating 
activities

(17%)

Others

Membership fees and donations

Specific sources of funding

Subsidies, grants, and 
contributions from national 

and local governments
(56%)

Revenue from designated 
management and 

commissioned projects by 
local governments

(22%)

(2%)

(2%)

(1%)

Funding sources (revenue breakdown)



Staffing Status of Registered DMOs

Number of full-time staff Proportion of regular (proper) staff among full-time 
employees
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0% 20% 40% 60% 80% 100%

地域

地域連携

都道府県

広域連携

正規 出向 非正規／その他

(235 persons / 10 DMOs)

(821 persons / 80 DMOs)

(2,046 persons / 181 DMOs)

(751 persons / 34 DMOs)

Source: Japan Tourism Agency, “FY2024 Survey on the Current Status of Registered DMOs”

N＝305
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Wide-area collaboration

Prefectural

Regional collaboration

Local

Regular Seconded Non-regular/Others

〇 The average number of full-time staff in registered DMOs is 16. By registration category, 
the numbers are as follows: wide-area collaboration DMOs 23, prefectural DMOs 22, regional (outside    
prefectural) collaboration DMOs 10, and local DMOs 11.

〇 The proportion of regular staff among full-time employees in registered DMOs is 45.3%. By registration
category, the figures are: wide-area collaboration DMOs 28.0%, prefectural DMOs 32.3%, regional (outside 
 prefectural) collaboration DMOs 48.2%, and local DMOs 50.9%. In particular, Wide-area collaboration DMOs
have a high proportion of secondees, at 66.3%.
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Revision of the Guidelines on the DMOs Registration System

Background of the guidelines revision

Expert panel meetings for strengthening the functions of 
the DMOs(completed in June 2025)

Key points Main content

Making it mandatory to 
formulate tourism 

destination management 
strategies

⃝ Implementation of the PDCA cycle based on the 
tourism destination management strategies

⃝ Thorough scientific approach (setting 10 essential 
KPIs for tourism destination management)

Further strengthening of 
organizational structure

⃝ Establishment of a decision-making body to 
strengthen governance

⃝ Placement of three or more full-time staff

⃝ Mandatory participation in training

Strengthening the 
securing of stable 
financial resources

⃝ Setting a stable funding rate as a KPI to promote 
tourism destination management without relying on 
subsidies

⃝ Formulating a financial plan that shows the budget 
and procurement forecast required for the 
implementation plan

 The DMO system has been in place for about 10 
years. The number of registered DMOs is 360 (as of 
January 2026).

 With the need to prevent and mitigate overtourism 
while promoting visitor attraction to regional areas, it 
is necessary to establish local frameworks.

 As the command center for tourism destination 
development, DMOs have an increasingly 
important role to play.

Key points of reviewing registration (including renewal) requirements

○ To achieve the targets of 60 million inbound visitors and JPY 15 trillion in expenditure by 2030, each region will 
sustainably promote regional visitor attraction and the expansion of travel expenditure.

○ For the advancement of tourism destination management by DMOs, and based on the opinions of the expert panel, 
the “Guidelines on the DMOs Registration System” were revised in March 2025.



Objectives, background, and challenges of the project
○ While Japan has four distinct seasons and extends from north to south, peak and off-peak periods differ by block; however, at present,

there are no clear strategies for each block, and these seasonal differences have not been fully leveraged for inbound visitor attraction.
○ Meanwhile, the concentration of tourists in specific areas of the three major metropolitan areas has yet to be resolved, resulting in

issues such as overtourism and the failure of inbound tourism benefits to reach regional areas.
○ In addition, support for content development is fragmented and has not been fully utilized for wide-area visitor attraction efforts.

A framework in which the 10 wide-area collaboration DMOs nationwide serve as command centers and, under a consistent strategy, work in 
coordination with stakeholders to promote flexible and adaptable initiatives tailored to regional conditions.

Key points for improving these conditions, enhancing the sustainability of tourism, and achieving the target of 60 million inbound visitors by 2030

１ 2 3Data collection and analysis, and 
marketing research based thereon

Formulation of wide-area tourism 
strategies that take peak and off-peak 
periods into account

Content development and visitor 
reception environment 
improvements based on ① and ②

R
egional Transport 

B
ureau

W
ide-area collaboration 

D
M

O

Submission 
of strategies

Approval

Comprehensive DMOs Support 
Project

Project for promoting the 
contentization of regional 

tourism resources

Visitor reception environment 
development project

Organizational development 
and strategy formulation

Marketing research
Content development

Visitor reception 
environment development

Information dissemination and 
promotion

Promotion and Strengthening of Initiatives Based on Wide-Area Collaborative Tourism Strategies

To implement the following initiatives in an integrated manner, a total budget of approx. JPY 5 billion has been secured.

The Japan Tourism Agency will provide broad support for wide-area collaboration initiatives by DMOs through its various budgetary programs.

20

Comprehensive 
support



Examples 
● By utilizing the Tohoku Tourism DMP and 

implementing a data-driven PDCA cycle, the 
Tohoku Tourism Promotion Organization carries 
out efficient and sustainable tourism destination 
management.

〇 The Tohoku Tourism Promotion Organization has established the Tohoku Tourism DMP, which centrally manages 
mobility data, consumption and purchasing data, official statistical data, questionnaire survey data, and other 
datasets, and shares them with local governments and DMOs within the Tohoku region for use in tourism strategy 
formulation, marketing, and promotion.

[Provision of information to the JNTO and 
collaboration with it in information dissemination]

[Initiatives for tourism DX utilizing the Tohoku Tourism DMP] Visit analysis(Dynamic)

● To attract visitors to regional areas and promote 
wide-area tourism, the organization develops 
wide-area driving routes utilizing rental cars.

● In collaboration with the JNTO, the 
organization conducts promotional activities. 
It also attracts visitors to the “Tabi Tohoku” 
(DMO website) through advertisements by 
the JNTO and the media.

● In collaboration with the six prefectures of 
Tohoku and Niigata Prefecture, the 
organization promotes the long-stay project 
“Base! TOHOKU” in the Tohoku region. 

Example of DMO initiative ①: Development and utilization of wide-area data

■ Tohoku Tourism Promotion Organization (General Incorporated Association) [Management Area] Six prefectures in Tohoku (Aomori, Iwate, Miyagi, Akita, Yamagata, Fukushima) and Niigata Prefecture

21

Places visited before visiting the specific tourist spot specific tourist spot



 Targeting inbound visitors from Europe, North America, and 
Oceania, Kita Management is offering “castle stays” at Ozu 
Castle, stays at dispersed hotels utilizing traditional 
houses, breakfast experiences at Important Cultural 
Properties, performances of the intangible folk cultural 
asset “Kagura” by local residents, and guided town 
walks—realizing deeper historical and cultural stays.

 Kita Management is donating 5% of guided tour experience 
fees to local organizations and tourism operators 
engaged in town conservation activities and allocating the 
remainder to guide training.

Creation of immersive historical and cultural stays

▲ Accommodation facilities and cafés utilizing vacant houses ▲ Local resident–supported castle 
experience

Example of DMO initiative②
Area-Wide Revitalization of a Castle Town Through Public–Private Collaboration

○ In a castle town area with increasing vacant houses and cleared lots, Kita Management is promoting 
redevelopment through public–private partnerships.

○ It is working with a wide range of local stakeholders—including residents, agriculture, forestry and fisheries, and 
commerce and industry—to utilize Ozu Castle and the castle town’s historical resources.

▲ Breakfast featuring local 
ingredients

■ Kita Management [Management Area] Ozu City, Ehime Prefecture

 Kita Management, working with the city, has formulated a 
tourism community strategy and a machiya utilization 
plan targeting inbound visitors.

 By utilizing 32 traditional houses in an area-wide manner, it 
has created an attractive townscape featuring hotels, 
restaurants, cafés, and workshops.

 Kita Management is conveying the appeal of local history and 
culture to local students and fostering understanding of 
tourism destination development.

DMO-led promotion of the utilization of traditional houses

22



Example of DMO initiative③ Securing flexible activity funds

 Consideration began in August 2015. Promulgated in May 
2019. The accommodation tax rate is 2% of the 
accommodation charge, which serves as the tax base.

*The tax rate is scheduled to be raised to 3% from April 2026.
* Accommodation stays for school trips and stays associated with 
official duties of foreign ambassadors, etc., are exempt from 
taxation.

■ Kutchan Tourism Association [Management Area] Kutchan Town, Hokkaido

⃝ Kutchan Town is securing the financial resources necessary to maintain the quality and appeal of its international 
ski resort by introducing an accommodation tax and allocating approximately 40% of the tax revenue to the DMO 
as flexible activity funding.

⃝ The DMO is implementing initiatives such as expanding summer content to address issues caused by seasonal 
fluctuations in visitor numbers (e.g., difficulties in year-round employment and operations), securing secondary 
transportation, and providing resident discount services.

▲ Carries approx. 86,000 passengers 
during the ski season alone

▲ Introduction of the resident benefit 
service “Kutchan ID+”

Securing revenue through a “fixed-rate system”

<FY2024 Accommodation Tax Revenue>

Of approx. JPY 560 million, about JPY 217 million is 
allocated to the DMO (approx. 40% of total 
accommodation tax revenue).

 The DMO is developing summer MICE programs in collaboration 
with business operators. It is participating in domestic and 
international trade fairs and is working on DMC development. It is 
strengthening activities for tourists to enjoy vast natural settings 
and is enhancing gastronomic tourism.

 The DMO is operating a free shuttle bus to enhance 
circulation among Hirafu Ski Resort and surrounding 
restaurants. It aims to alleviate traffic congestion and improve 
convenience.

 By introducing the resident benefit program “Kutchan ID+” 
(November 2024), it is offering preferential prices for 
restaurants and lift tickets, is promoting appropriate price 
pass-through amid rising prices and labor costs, and is 
applying resident benefits and discounts.

23
Securing Flexible Activity Funding Through the Use of an 
Accommodation Tax



Thank you for your attention
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