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Greater Furano-Biei Tourism Promotion Association 2020

BIEI

KAMIFURANO

SEH % / Atsushi Hirata
LRI TN TR EBNRRGRRE

Chief, Tourism Promotion Section,Biei Town Commerce,Tour-
ism and Exchange Division

ifE M / Akira Takahashi
SR PENT R 86 R AR B IR B AR
Tourism Promotion Section,Biei Town Commerce, Tourism and
Exchange Division
FEH] #H# / Atsushi Shoji
s — et HE N E BT 2 FH R R

Secretary General,Biei Town Tourism Association

A EF / Takako Iwasa
— It BT N SEBEHT B 1 2

Biei Town Tourism Association
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Wt W1/ Yasushi Tsushima
e RN EEERAERRRE

Chief,Industries Section,Nakafurano Town Industries and

Construction Division

F il ¥% / Reina Kataoka
e R T S R AR AR

Industries Section,Nakafurano Town Industries and
Construction Division

KH £% / Kiyotada Ota
— A FE AN 230 OB R

Nakafurano Tourism Association

e

MINAMIFURANO

JIIET #K / Kenta Kawaguchi
BRI ET R R R DB R R R

Chief,Commerce and Tourism Section,Minamifurano Town
Planning Division

Commerce and Tourism Section,Minamifurano Town

Planning Division

/INFR M / Shigeo Kobayashi
NPOZEAMERE b0V BOLH R FHHM I EHERE

Managing Director and Secretary General, Minamifurano

J
. F&JL 1IE¥% / Masayoshi Isoe
TR R T ER A T R

Community Development Tourism Association

SHIMUKAPPU

Commerce and Planning Division

#HE h— / Koichi Soma
NPO#EANEE - Ao 0 B HHE

Shimukappu Community Development Tourism Association

K #i##% / Shiori Oshima
o e A £ T R B
Commerce and Tourism Section,Shimukappu Village
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KAM % / Minoru Matsuda
& B MY A I R 8 G AR T

Commerce and Tourism group,Kamifurano Town Planning,

Commerce and Tourism Division

£H A— / Koichi Nagata
—RHAFEA P ASLOTBEE A REER R

Secretary General, Kamifurano Tokachidake Tourism
Association

i i/ Jun Endo
—BHEEA»ASCOTBEB S

Kamifurano Tokachidake Tourism Association
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FHN % / Kaoru Ishikawa
—IBHFIEASNCOB G EEBRE

Secretary General , Furano Tourism Association

¥4t 5F—HB / Shuichiro Nomura
— A EE AN OB S

Furano Tourism Association

NI E B# / Katsuyoshi Kawakami
BRI TH AR B R

Director, Furano City Economic Affairs Department

AH EH / Hiroyasu Honda
ERBFTAFHE LBOLRER

Manager, Commerce and Tourism Division, Furano City
Economic Affairs Department

S /> / Kensuke Tsushima
ERBHHREBENE LB CHRBRE

Chief,Commerce and Tourism Division, Furano City
Economic Affairs Department

BHR &K / Yuta Sumi
ERB WA LB

Commerce and Tourism Division, Furano City Economic
Affairs Department

KN #ifk / Ai Oikawa
R AR e LEEER

Commerce and Tourism Division,Furano City Economic

® 9 (o D Wb

Affairs Department

timEREHRERARLE  EREHT =) R

Hokkaido Railway Company MOL Ferry Co., Ltd.
HA 22t X &2 4 0D REWFRME
Japan Airlines Co., Ltd. JA Furano

(Japan Agricultural Cooperative)
EHAEZEmRASH 35 BT A I M &
All Nippon Airways Co., Ltd. JA Biei

(Japan Agricultural Cooperative)
HAZXHHAIRDO A0 DS ABRA R4
AIRDO Co.,Ltd. Furano Bus Co.,Ltd.
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Furano-Biei Area Tourist Visitor Total 2020
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Percentage by area
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I 5 5 A Biei Town has the most.

Shimukappu Next is Furano City.
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Percentage by month
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Half of the visitors come in
July, August and September.
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Overnight Stay Visitors - Total Nights Sold

eeee fHIH K B 4AFF 462,600

AN AL 664,600

Overnight Stay Visitors Total

Total Nights Sold Total

155,200
c..
70,500
BT B R EPHT FE REFHT B R B E R EFE] A
Biei Kamifurano Nakafurano Furano Minamifurano Shimukappu
87,000 59,800 22,100 223,600 26,600 245,500
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International Overnight Stay Visitors - Total Nights Sold

eeee fE N E A AEFSTI

Overnight Stay Visitors Total
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Total Nights Sold Total
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Biei Kamifurano Nakafurano Furano Minamifurano Shimukappu
106 29 211 832 3 544
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W 4A/Apr.
Tourist Visitors by Month B 5A/May

International Visitors Overnight Stay Visitors - Total nights Sold

B 6//]June
it 1,295,300 W 7A/]July
NS¢ B 8)1/Aug. N - N " -
250,000 %ﬁﬁ% = o sent ooo RIEAR/ GRHTT N THEAE-R /A3 106
Tourist Visitors B 10A/0ct. &
200,000 > Percentage by B 11H/Nov.
. Month . M 12H/Dec.
W 17/Jan.
150,000 : W 271/ Feb,
W 3//Mar.
100,000
N B n o7
A
48 58 6A 7A 84 98 108 11A 128 1A 24 3A 20 .
S E A —a s
23,700 32,700 71,300 223,200 223,900 185,700 232,600 90,100 53,800 48,600 53,100 56,600 15 T~ Europe
Iqtgrnational . ;":}K
V:;gg: gzltsl North America
W Fe7r=7
nE=2 Y = - Oceania
FINE - T~ 5 o
Overnight Stay Visitors - Total nights Sold B 57/May
W 6A/]June
eee TEHEELE SHHE A~ A B 7/4/Jul ) o
. ERERGAFET 70,500 WM EIAE~E/ G 87,000 . SH/Au; > 7 MR 3% B TOPS
| H 3 b W 9A/Sept. 25 1. HHE 36 %
15,000 Overnight Stay Visitors W 10A/Oct. 2. EE]: . 4 %
12,800 Percentage by B 11A/Nov. 2.4 FZ‘ 7 4 %
12,500 o W 127/ Dec. 2. ~bFa 4 %
M 14/]Jan. NN
10,000 B 2A/Feb, 5.8 3%
' B 3/1/Mar. International Visitors Top 5
7.500 eee Asia Countries
1.Mainland China 36 visitors
5,000 = - 2.Korea 4 visitors
e .. 2.Indonesia 4 visitors
2.500 teee ol 400 oo oes 2Vietnam 4 visitors
0 _m 1600 m m_ 4. Taiwan 3 visitors
47 5A 6H 7H 8H 9A 104 11A 127 1A 28 3H 7T Bl Bl S At7r=7r
1,300 1,900 4,000 14,900 15500 16,300 13,100 7,700 5,700 2,700 2,100 1,800 68 5 15 18
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W 4A/Apr.
Tourist Visitors by Month 511/ May International Visitors Overnight Stay Visitors - Total nights Sold
Y 8 Y 8
W 6A4/]June
& EF 253,300 W 7A/]July
% ML T W 8//Aug. ) ) - )
a STt = 99/sent. e AR A2 W WEH ) A9
60.000 Tours Vistors W 1071/0ct 20
, Percentage by W 114/Nov.
Month B 12A/Dec.
50,000 W 1H/Jan.
M 2H/Feb,
10.000 B 3A/Mar.
30,000
20,000 I
15
10,000 l .
(== B wm B w S
10AH 11A 12AH 1A

Asi
48 54  6H TH  8H  9H 27 3A .
& H A4 E A W 3—myx
3,900 7,200 14,700 66,200 57,500 41,600 22,300 13,700 7,100 6,100 7,800 5,200 T~ 5 Europe
Iqtgrnatiunal . ;”ij
\/:Iggtrz ;ZEI North America
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W 4A/Apr. .
Overnight Stay Visitors - Total nights Sold . ZH;MW ",
H/ June ‘.
o AT 000 - A 5500 o - ;E?LZ KA HESEFRE 7.8 Hiz8E, 9
15,000 Tﬂﬁ%}é{}ﬁ%ﬁ; o on e ; HUEWEFELVHAEPHEITUS
n = Overnight Stay \;:;mrs W 10A/0ct. - EnG :{E ‘}:EH D Eﬁ % &:/H‘: = :}_‘H# 'ﬁ‘j
12,000 Percentage by B 117/Nov. 5 PR~ IFILHNTORH »
9700 Month B 124/Dec. 5 . WzTws,
coe B 1A/Jan. R B .
9,000 N B 27/ Feb, ‘s K The number of visitors is concentrated
0 RN ; W 3A/Mar. . R in July and August as in the previous
6.000 . o '-. o year, and the percentage of visitors in
' K e, '.. > September is higher than that of last
Y ‘e ," year, indicating that more visitors are
3,000 . °'. .-' coming to the Tokachi-dake area for
...--0‘".. il Ky < mountain climbing as well as for
0 M 0 v 0 sightseeing in the flower fields.
4H bH 6H TH 8H 9H 10A 114 124 14 2H 3H TIT S—myo8 B[ /S AeT=T
1,400 2,000 3,900 13,200 13,600 9,000 4,800 2,800 2,900 1,800 2,400 2,000 18 6 0 5
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Tourist Visitors by Month - 5A/May International Visitors Overnight Stay Visitors - Total nights Sold
B 6//]June
& 3F 383,800 W 7A/July
N W 8//Aug.
#40.000 SiTh B 97 sert. co EEEH 123 N WEIEH At 20
Tourist Visitors B 10A/0ct. 120
200,000 Percentage by MW 114/Nov.
Month M 127/ Dec.
160,000 W 15/]an.
W 27/Feb,
120,000 B 3H/Mar
100
80,000
40,000 w7y
. B =
0 I—uyos
48 58 6A 7A 84 98 108 11A 128 1A 24 3A 80 A, o
Wi H
700 3,400 17,600 233,500 74,200 28,200 19,000 3,500 1,400 800 600 900 T~ B B ik .
International North America
i sald B AeT=7
Oceania
I iy P R 60
FINE - T~ 5 o
Overnight Stay Visitors - Total nights Sold 5A/May
B 6H/]June
eee FEIHER / AEF 20,200 SHAE A~/ &EF 22,100 : W 77/ July B ) .
- TEIHE B/ Bt B N A . B 8 du FTRUE—DFEH 7T HOA R
! 5% A A H s W 9H/Sept. 40 /:/\ﬁzfgé) 6 HTHHROPFTH Y
Overnight Stay Visitors W 107/0ct. 700 2@ &1‘ »56 D ﬂ% gﬁ% 13 B’E '/'5'3 E
4,000 Percentage by W 114/Nov. Py TS EBEP 02 5
Month W 12H/Dec. FEREPE Y 7,
3,400 W 1A/]an.
3,000 i W 271/Feb, July, the lavender season, saw
< B 3H/Mar. the highest number of visitors
2000 o 20 among the six municipalities
' ." again this fiscal year. Hong
o I eee . Kong, which was the top foreign
1,000 . 1,200 1,300 e oo visitor last year, has dropped to
aent 1,100 "m zero, and China is the top
0 h 0 foreign visitor this year.
44 54 6H 7TH 84 94 10 11A 124 1H  2A  3H 7YTAmmyes e AL7=7
400 700 1,100 3,700 4,500 4,000 2,300 1,300 1,500 900 800 900 110 23 26 52
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Tourist Visitors by Month

“rat 1,059,900

200,000

4H/ Apr.
5H/May
6H/June
TH/ July
8H/ Aug.
9H/Sept.
10H/ Oct.

[N VNN
bR

Tourist Visitors
Percentage by
Month

1696

1A/ ]Jan.
2H/Feb,
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139

33,000 35500 80,500 185,900 174,200 142,400 105,500
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100,000
. I I I I I
N
4A 5A 6H 7H 8H 95 10 11 128 1A 2A

3H
54,900 57,400 61,200 59,800 69,600

5 ks i M 2y S B 4A/Apr.
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Overnight Stay Visitors - Total nights Sold o O e

. ) W 7A/]July

oo BRAKE/A7H155,200 W TRVVE~HC/ 27 223,600 & 8N A

40,000 Al B 9A/Sept.
, OvemightStay\l/)isitors B 10H/Oct.

Percentage

e W 1154/Nov.
W 12H/Dec.

30,000 W 1/ an.
W 2H/Feb,

B 3H/Mar.

20,000
10,000 . 11,000

1,800 1,300 S
| DS e

4A 5A 6H 7H 8H 98 104
3200 2600 6800 24300 30800 32100 33300
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1174 12A 1A 2H 3H

17,400 20,400 15,400 17,400 19,900
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114/ Nov.
12H/ Dec.

International Visitors Overnight Stay Visitors - Total nights Sold
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oo THIHER /AR 432 I 7 E R/ A 832
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(ERIEF IR~
International
Visitors Total
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i LEew, dbk - ALT7=T 90
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: Wb,
While the number of visitors
cocee from Asia has increased since
45 last year, the percentage of
visitors from North America
and Oceania has increased
since last year.

TIT a—mys ek Fe7=7
304 68 201 259

TIT
Asia

I—u YN
Europe

Bl S

North America

FT7=T

Oceania
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International Visitors Overnight Stay Visitors - Total nights Sold
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Tourist Visitors B 10A/0ct. 3.5
50,000 Percentage by B 11H/Nov.
Month W 12A/Dec.
40,000 W 1H/]Jan.
W 27/Feb, 5
30,000 S 3.0
20,000
10,000 - .
I | B |
0 —a s
4A 5H 6H 7H 8H 9H 10A 11A 124 1A 21 3H A, u ;m;/’
ol S El
11,200 6,400 18,100 52,400 59,600 44,400 32,100 13,100 7,200 6,600 7,600 10,400 : 15 T~ | IE|#S
20 . International North America
' : i sald W Aer=7
. Oceania
PN 2 R .
AR R IHE B o :
Overnight Stay Visitors - Total nights Sold W 5A/May L5
B 6H/]June e
eoe MEHER /45 24,900 N EIEIEEC/ G 26,600 W 77/ July .‘
9,000 EINEK B 8)i/Aug. :
H bk e :
8,000 . - B 107/ 0ct. :
R 7900 Overnight Stay Visitors / 1.0 o
7,000 = £ 0 Percentage by W 11A/Nov. . -
’ '.. Month W 12H/Dec. N
- 6,100 - . : anFOFEr. o 6 HITH
5.000 : s : O TR b S E A BUEH O K
4,000 - R : BB ST B,
‘ . * 0.5 :
3,000 - *5 N Perhaps due to Corona's
N ., ;' influence, the number of
B %, . foreign tourists visiting the
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b () | W . 500 I O 500 W 0.0 . . . other six municipalities.
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% 6 5H/May

Tourist Visitors by Month B 671/ June

W 7H/July

“rat 643,300 NN B 84/Aug.

' B A A

125,000 H?J]Jl;tjg W 9H/Sept.

S W 10A/0ct.

R ey W 117/ Nov.

100,000 D06 Month B 12H/Dec.

| W 1H/]Jan.

13% | 18% W 2/1/Feb,

75,000 J M 3H/Mar.
50,000
25,000

Lo [] ]
11A 12H 1H

4A 5H 6A 7H 8H 9H 10AH 3H
6,200 6,300 15,400 77,100 113,600 115,700 83,900 12,900 59,400 54,500 45,300 53,000
Oﬂﬁ%ﬁ% W 4H/A
e Sy A ey S pr
15 TH R - 18 THRE A~ 51/ May
B 6H/]June
Overnight Stay Visitors - Total nights Sold B 75/ July
5 w B 8//Aug.
oo MINEB/ARF49,200 W FEE B/ 47 245,500 0.3% ﬁrﬂ%iﬂg B 9A/Sept.
60,000 . ﬁ_ﬁ”ftjt W 107/ oct
" percentage by 4 W 117/ Nov.
50,000 Month MW 12A/Dec.
' i W 1A/]an.
W 2A/Feb,
40,000 eoe M 3H/Mar.
30,000 76400835 700
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10.000 100 it 100
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4A 5H 9A 108 114  12A

100 200 700 20,900 43,200 54,200 52,000 700 25,700 15,700 12,700

FURANO BIEI 2020

19,400
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International Visitors Overnight Stay Visitors - Total nights Sold

cee EEH /A4 EEE ETESH/ G 54

250
200
mrer
Asia
| EE=EPA
E
7 SR E A e
150 5 T RE ~ B [ B[S .
International North America
e sad Ae7=7
Oceania
100
TYTHIEE AT =T Hi A
Aol RICKECEL
72,
50
There was a significant change
in the ratio of Asian and
Oceania regions to about the
same.
0 >
TIT EE=E2N B[ /S FeT7=T
206 29 98 211
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Tourist Visitors By Year

20144 20154 20164 2017+ 20184k 20194k 20204
6,675,000 6,992,838 7,064,200 7,502,200 8,038,200 8,002,300 3,904,700
cee fHINE 1 WA < £
Overnight Stay Visitors Total Nights Sold
- ceeente®eeaiiill,. 1,083,600
cse@esacccccoc@eer 1,224,300 feeeel il
PO R 1,139,300 " 1,179,700 G
1,046,600 ity
- ... I
| 462,600
2014 2015 20164 2017w 20184k 2019 20204 %
1,505,700 1,649,424 1,582,700 1,754,000 1,765,200 1,627,700 664,600
cee fHINE K (CRIERTRAS

Overnight Stay Visitors

Total Nights Sold

LeeeetttoeaL | 244,290
.0°° ®e,
285,060 <
I ...........-.-o" 249,218 '..
seee’ 196,720
71467501 185,178 .
..°,871
[ ]
20147 20154 2016k 2017FE 20184 2019#FE 20204
210,620 292,393 360,881 487,041 526,731 474,073 1,725

o

Visitor Satisfaction Level

AR EEEC:12314

123 Survey Answers

0] 25 2 AF A B HE SR (e b/ — %) L 10

ot [ sl a0 501 6Of roftplk  mEE

Survey Participants’Age Ratio | 13.8 _ 244 17.9 114 49 | (%)

(For all and single questions) 0.8 0.8
Q. AMIMTOSHDMEMEEILED( LTI »? Q. RHIK TOMAERHE 2B A TS 0,
Q. What is your overall level of satisfaction of this area? Q. How long was your stay here?
TE--92.7 - 0.8 | - Hifb---52 fidiH---44.7 -
RZERE] R [P R ME] b 6T b [R R Rk A R | R HiO CER)| HIi@Y (H) | LiH2H 2iH3H SHMULE | R
48.8 133.3| 10.6 3.3 0.8 - - ‘ 3.3 23.6 28.5 22.8 15.5 6.5 3.3

Q, ZHOMITOMITHEIZOCTHZITTI v,

Q. Please choose whom you traveled with.

Q, A~z S AEHD ZHKFHT T H?

Q. Including this visit, how many times did you visit this area?

?%%n 7%%)%03 S/ |moIn] KA ’5"&' LY | Z2oft | HEEE

309 | 12.2 | 30.9 4.1 14.6 0.8 6.5 - -

IR LOFELEL

AT T BB (AT Tl o7 — A 72 b OB RHEAE66% T3 &)

Travel Expenses (Per Person. Avg. of 66 respondents)

- JE—x—T715 -

6~9 | 10[EH
FHT | 2[H | 3EHE | 4EE | 5EHE HIE BLE $HE [ 2

25.2 14.6 11.4 9.8 8.1 7.3 20.3 3.3

Q. —HELPIZAHIRA~DRKE Z# METL & T H?

Q. Are you planning to return to visit within a year?

WHE  RiEE—8.1151 Z9EH-78.1 - Z2HE b 4.9 -
o o 5 . Z DAl = 5 RE 5 F 5 w5 [EHOTH| bib N1
R | B | EHE | KRR (HOwR| SO HREY | 2585 LY PRl |1° 00 BT Bbi e i [ 5

32,781 | 15,499 | 22,350 | 7,287 | 6,988 | 3,338 | 11,190 | 50,789

43.9 18.7 15.

ol

13.8 2.4 0.8 1.6 3.3

22— A Y REE/HRT - HHEO A AT TORARG L,
MEHEIINR (BB~ 2 0ft) I e 0EHHT0 HoBEx Gy, LROTNREHD
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Q, HLuK NIZAHRAZ A LT H?

Q. Would you recommend here to good friends?

Z985--91.1 - ZOEbL--1.6 -
KRE > FH > my EH6TH HEH |m |28 Az
Py ZHES [RRES e | Ebre Bb Hbe E R
50.4 29.3 11.4 4.1 1.6 - - 3.3
Q. AT & LTA IR % 38 A 17 KR O 1FWIF LT $H?
Q. Where did you obtain information that decided your visit?
DIRIRF | RKBERORN| BOEROD | icATHEEE | 20ft | 7 v ERm PEUN ML OAP ~ o |BUERML
L0 KAORA| 4t - | #AF | 4xx— |mcogn| sns |KIZHO Mignio) HAD. Toyd | senL | zof |
HEORE| - HE Zuas Tz Av b | v TRy = Tuz
49.6 15.5 19.5 28.5 12.2 30.9 28.5 8.9 10.6 1.6 7.3 5.7 14.6 B
*RUENRIT - e AR AL E
%@%,T_F. éﬂfg&iﬁﬂ%’b DY E_ﬂ_gﬁfﬁz’_f:ﬁs\ *}J@fﬁ{aén The number of day-trip repeaters increased this time,
ey but their overall satisfaction tended to be lower than

f:g}%‘i h ,ﬁéﬁ/@ﬁ{?‘?;{&h‘ {EEI_{:‘—J HoTw o, EF‘,C%) ‘ﬁ}\ that of first-time guests. In particular, they tended to

General Thoughts

F = ALK - L E RN T2 PRI A CIERA D B .
[SNSI EDA 2 —A v F LOBROFARIMT T
Y INZEE L ZRIERE~DT Tu—F HFERHERT 2
CETHEHEMOMEEI BT, TRIDETH S,

2020 4FHE OF 57 i JE HE A 7

give lower ratings to interpersonal services and sales
and souvenir facilities. The rate of use of information
on the Internet, such as SNS, is increasing, and it is
necessary to devise ways to approach people who have
been to Japan before in order to stimulate their
intention to come back.

ERE - EBEOLE WEH AT - 772) kb
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National Tourism Area Promotion Council Project Human Resource Development Training

BCHIIE DY)~ A =Ty —FHRIHE
2HE13OBNEOB MO Y =F—T ¥ — 2R T 2THE S ~S 1,

(% i H)20204E7 H13 H (24 &0/ 11 H9H (20 &5h)/ 12 H 8 H (19 &54m)

(PEfE771%:) ZOOM 2k 5 WEB &#

(FENA) XD TEZLBICE., BB EREGEOEZE, BtBo s sitovT, BIBORERR
PED AWM T YERICHETICEEIOCTHHB

Training for Tourism Regional Development Managers

[Date] July 13, 2020(24 participated) / November 9, 2020(20 participated) / December 8, 2020(19 participated)

[Method] Web Conference via ZOOM

[Main Contents] The importance of the Tourism Area Development Plan, the future of the tourism area, and the tourism area Importance of Tourism Areas, Future of
Tourism Areas The importance of tourism areas, the future of tourism areas Training on issues to be addressed in order to create stay contents that will enhance the

significance of the tourism area.

B o Y AME S 3

Human Resource Development Project for Tourism Regional Development

EREEBBOCT 7 I -~ GEY ~

6 NI O B, BOEH = N RFICHE 54 B2 0 S BDE R
DY DD O FHIRIZ 301 2 N B L% FE i

CHIK) 2020 4 8 H 6 H (24 #5Z)

(fiE) 5 R Y LB RBOEHEE i =

OChAT) & R 15

(PRI HAI TR TR - KH &N K/ BREZv—7 « AR BHE K
Furano Biei Tourism Academy - Empathy Dojo -

(Date) August 6, 2020(24 participated)

(Sponsored by) Greater Furano-Biei Tourism Promotion Association

(Location] Furano Theater Factory
(Instructor) Ryusuke Ota,Head of Furano Theater Factor/Takanori Kubo,Furano Group

TIORN—=r TAYZEREIF— BT 7 I—
(H B 2020 1 m~10A14H /5 2Rm~11H16H /% 3m~12H14H
(F #) ERWEBULSBDCHEGE R # S E R T
) avyanyaz777 2F h—n&ZOOM #iEH
(3% i) Web analyst ¥kt HAPPY ANALYTICS Rk « /NI B 1K
(F—=) 1E V=794 DoHr ek (38 £5M)
HoM Ty—vonbtar7roRiGHLIEE T EI(9 BEh)
FHa3mE M=zuFHob THROMr~52E (30 %50)

Digital Marketing Application Tourism Academy 2020

(Date) Day 1:October 14 (38 participated) / Day 2:November 16(29 participated) /Day 3:December 14(30 participated)

(Sponsored by) Greater Furano-Biei Tourism Promotion Association,Furano city

(Location] Utilizing the Concierge Frano 2F Hall & ZOOM

(Instructor] Taku Ogawa, Web Analyst, President of HAPPY ANALYTICS

(Themes) Part 1: "Analyzing and Improving Your Website / Part 2: How to attract customers using social media and content / Part 3: What to work on in the Corona disaster

FURANO BIEI 2020
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Distributed to respective tourist
information centers and major
facilities.

BRE-EHMREAZ T T7)—

Furano-Biei Stunning Scenic Spots Stamp Rally

FEDT—~ (M) 2o TQR=—
FR#GARAL AR ToED L,

MM :7H9H~10 A 31 H

SIEE 518 %

JIREEER 95 %

AFTMBANY b

d@ BT -0 P 0T - D0 PV RNGRRES - HIBY - O PRARRANR LA - ()
ERBACALLERNTE I EBADVISSTIV-RELAS T o R
Zue e s3msooR @?n

H—24~=—3 /https://furanobiei-rally.com
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Documents
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% /8 THl Pamphlet
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HAGE / HEEIR
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Japanese and English
editions revised, 5,000

FURANO BIEI
copies printed.Published : L Pr—
in May S > B ———ing
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Web Campaign

NIV aRTFR Y R—
Hashtag Campaign
HHD Ny 2 X7 ZHOTHERL IV ARILHL TS 5 EY A,

M 7H10H~2 A 14 H
30 AL © 46 %

< EREDTUANTA 7
=D
S EHT
i_ﬁﬁ
#XZLDURVTA 7

BlcouT

BunokEseRULES D
Imstagram © # LGEI4 T, RAE (furanshiellife) Aoyl ¥ FEIHTRBTEN p b nT,
AN~ AMONMTACESELANBETVALI A Y FHITRELES Y
HENEORRREECTENE T LY FEARTET,

http://8jm.info/furabi-insta/ #furanobieilife

V4 Aan )
QN e = UL
il 18 ¥ 13

With Coronavirus
Safety and Security Video
Production transmission

THEER : 5,172 |

PEERERE S AL fape 08 FURANORE
[——— s WA nee

https://www.youtube.com/watch?v=y768ikWHZXw
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Furano-Biei Active Mobility Promotion Project

FURANO BI€I CYCLING ROAD 4

F— B LIEET S,

A2V =T

AT NRA VMBI KT —ABYEL

A2V T2y TOYE

BT mE—vay

AV I — D
Cycle painting will be reviewed, and PR will be conducted
in cooperation with the Hokkaido Cycle Tourism Promotion
Council. In addition, we will invite influencers who have the

power to disseminate information in Japan to disseminate
information about travel for different purposes, including

cycle tourism.

YA A Vb

Tn TR TATHAEE

Golf Media Invitation Program

Web (Youtube®Instagram) TOZ7+u7—H%Z v [¥EHDH
BINTRF] A IV —ELLTHREL. BRFEHO T
TR TTVARKLURET R, 7 72—V 70BN b T S 28
RThsZteBHRRBEELL.

We invited "golf girls with the power to communicate" who have many followers
on the Web (Youtube and Instagram) as influencers, and sent out information

FAIN_AVPORBELZKY . LiBEYA 21y —) Aot HSL0EEOR T
PR #% i, 372, 2 o2 ELHNRKITCELTRENTORENOH 24 70vz s

[ZUANBREEEMEER MY TOREER]

[Improvement of the receiving environment and
preparation of the transmission for the summer season]
+ Add cycle paint and repaint each course.

+ Revision of the cycling map

+ Various promotions

« Invitation of influencers

about how they enjoy playing golf at golf courses near Furano and the fact that it (EMiE) 2020 46 10 A 27 H ~10 A 30 H  [Date] October 27 - October 30, 2020

is an environment where they can fully enjoy after-golf sightseeing. (BHEIHEBLTIN 7

B RH

R—— P B

Home page renovation

AR RWIERVAT I ID ) = a—TAR{Tv, FERHER S
Uy bDXTu—FEAERICLICM. 74847 F7) Tk
Ny VA RTHRETEALIIILI.

The layout has been redesigned and made compatible with smartphones, and the
annual report and brochures are now available for download, and the photo library
now has a hashtag search function.

http://furanobiei.hokkaido.jp/

[Invitees] Shirokanedai Women's Golf Club

FURANO BIEI 2020
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Tomamu-Furano Secondary Transportation Demonstration Project

2RBOCHT b=2 JETERBF 12 XA v MoK O JR B REHROF HEE~BT T

(SEHEWIR) 2020 £ 9 A5 H~9 H 22 Ho+H®KH (8 HiE) . 1
CH ML HBA~ N (BEEDA~VN) EERFR 120
Ay b EHEE LB RO 9 A O B A AR

2. BE=—XDE-WHYEIL/P=2BHEOERY -

SEBLBOC TR BMGR R OR Y A E R EE

3.BULEIR (B AR Es LY/ RBRTORHERE

WTEIREH / RO EREFHR R/ ey 25)
4 EAR. e F 4 20t 5

(r—F JEHY) Y= b= ER2EORMEAL D8 BFR

Directly connect the two major tourist destinations of Tomamu and Furano to promote the use of the JR Furano Line.

One flight per day on Saturdays, Sundays and national holidays (8 days) from September 5 to Sept

1. Local events (various food events) and the 120th anniversary of the Furano Line Measures to attract tourists during the

off-peak season of September in conjunction with events

2. Identify and uncover travel needs, stimulate demand for Furano and Biei tourism among Tomamu guests. 2. Identify and

H 1 fiE,
R4
FE=X—NAELT
FORHHAT
0
7 v — b E
W SRR L

J

ember 22, 2020.

uncover travel needs, stimulate demand for Furano and Biei tourism among Tomamu guests, and verify future self-propulsion

3.Improve tourism resources (including products and meals), utilize resources of Minami Fura

no on the way to Biei. Utilize As a monitoring bus Free of charge

the resources of Minami Furano town on the route, utilize the Furano line (especially the Norocco) in autumn 4

4. Korean population decrease, measures against new coronavirus.

Conducting surveys Verification of effectiveness

[Route] Hoshino Resort Tomamu — Tkuora Station — Roadside Station Minami Furano — Furano Station

T —iER

Questionnaire Results

Q, M5 - £ / Generation and age

- B OEE.THED6 4(25.0%) [ 118 4 (75.0%)

AEROFN G120 18110 4 (41.7%) LR b2 <130 {RUM40 12120 5 £(20.8%) .
10 1813 4 (12.5%) .

The ratio of male to female respondents was 6 (25.0%) for males and 18 (75.0%) for females.
In terms of age, 10 respondents (41.7%) were in their 20s, 5 respondents (20.8%) were in their 30s
and 40s, and 3 respondents (12.5%) were in their teens.

Q. 2 / occupation
TR E D716 £(66.7%) EfRbZC TATBHIN 2ot (FERKE) 1252 h 2 2 4(8.3%).

The largest number of respondents, 16 (66.7%), were "Company employees." and 2 (8.3%) each
were "Government employees" and "Others (organization employees).

Q, ’Y A Kﬁﬁfﬁ@f?% / Itinerary after getting off the bus
cTJRERBFHID 10 % (41.7%) TEREFEB vy a5 1559 £(375%) Lkh (AFT 194
(79.2%) »* S AR BRI HREHIR-TO 5,

10 (41.7%) took the JR Furano Line and 9 (37.5%) took the Furano-Biei Norokko Line, for a total of
19 passengers. (79.2%) took the Furano Line after getting off the bus.

Q. FEHEH / Entraining point

CEBH) Y= beanORELICAD 21 4 (87.5%) B GRE LI ADS 3 %4 (12.5%) .
EOFMESL DO LREF LA LE o1,

21 people (87.5%) took the bus from Hoshino Resort Tomamu, and 3 people (12.5%) took the bus
from Ikuora Station. No one boarded from Roadside Station Minami Furano.

Q, BELD % X% / Reasonable amount of payoff
s b a~EREH (0=21) 1,000 FI1»%9 % (42.9%) Likb %< (HIEETIITI31,456 M.
- RE~ERBFM (n=3) 2 #27500 M EE%,

Tomamu - Furano (n=21) The most common answer was "1,000 yen" by 9 respondents (42.9%),
and the average answer was "1,456 yen".
Between Ikuhora and Furano (n=3): 2 respondents answered "500 yen".

iEHEN T~V 72 A X E

Hokkaido Travel Festa

The even

20204 11 A2 8H.2 9HOD 2 HHBA FRE o100 Novembe

the event, only novelty items were produced. To be

/f ~ ]‘ ':F‘_Ij:o)ﬁj\/’\“/l/ 7—‘/[ @Aﬁ;ﬁko ;KQEELXK%(: (ﬁﬁﬂo used in the next year and beyond.

Q, Effﬂﬁ / Place of residence

AP 6 4 (25.0%) GBS 18 4(75.0%) L7 b R RTHEERIT 6 4(25.0%).

Six (25.0%) were from within Hokkaido, 18 (75.0%) were from outside Hokkaido, and the largest
number (6, 25.0%) were from Tokyo.

Q. FENF5E / Know-how

c AR L= (X6 DA JRACHEE) Y12 L by T RBEAZ— (R OB EH Y V'— b B E
REFHTN) %5 9 ., HiBIGE S - Web G507 3 L fi< o (BBCGERIRTTHE

The website (Furano Bus, JR Hokkaido) topped the list with 12 cases. Posters (at JR stations,

Hoshino Resort, in Minami Furano Town) and newspaper/web articles were cited in 9 and 3
cases, respectively. (You can select more than one)

Q, E=X—NAN LN 51267 / What if there was no monitor bus?

c HRITATIR THEIT 2 )25 18 4 (75.0%) [t 7@ BT 12 3 % (12.5%)

20 34 (12.5%) HTHRE T 512 JELIZ) AT AR HRICE REFHICES L
FELTH Y EREFROFBLIOLGoREEZLNS,

Eighteen respondents (75.0%) said they would travel to Furano by JR, and 3 (12.5%) said they
would take other transportation. Another 3 respondents (12.5%) said they did not go to Furano,

but would take the Furano Line after getting off the bus, which is thought to have led to the
attraction of the Furano Line.

Q, ﬁ?ﬁp{‘gﬁiﬁ@(ﬁﬁﬁ; / Satisfaction with intermediate stops

- MEBUL 14 4 (66.7%) 250 R L L EHIE,
HOBRRE 3O DI 12 £ (57.1%) H¥ e R e L E £ FE,
C X ASAH LSRR E BN F A TED L o7 AL 17 44 (81.0%)

14 respondents (66.7%) were somewhat satisfied or more with Ikuhora Station.

14 respondents (66.7%) were somewhat satisfied or more with Ikuora Station, and 12 respondents
(57.1%) were somewhat satisfied or more with Minami Furano Roadside Station.

17 (81.0%) of the respondents had no plans to stop at any of the stops without the monitor bus.

twas scheduled to be held for two days on
r 28 and 29, 2020.Due to the cancellation of
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National Tourism Area Promotion Council Project

eEBUCEHEE R RS (RF)

£H 13 0B NEEEIH A~ EELBEBHEEOM RN LR CRIeHEe. EMRICL 27 F54 2220 BIOLE 2
D77V PR EDHIDDEHER T2,
SEFBRILBEAEETva— 2B T4 2B L FHE PR -1,
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202141 H12H/3HA9H
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(Ern#E) SEBCELEFEE IR EE LI CLEOHEE. i

National Tourism Area Promotion Council (Conference)

Participated in a meeting of 13 tourism regions in Japan. Discussions were held on the effective implementation of projects common to the entire country, and plans were
made to enhance the brand of the entire tourism area with advice from experts.

This year, the creation of a model course for wide-area excursions was also on the agenda for commercialization.

[Date] July 14, 2020 / September 15, 2020 / November 10, 2020 / December 15, 2020 / December 15, 2020/ January 12, 2021/ March 9, 2021

[Method] Web conference via ZOOM

[Main Agenda] Planning of each project and the overall plan for the National Tourism Area Common Project Planning of each project and the overall plan for the National

Tourism Area Common Project, etc.

Ji e s £ 7 v v — b g X
WEY - EBEDEESE T AR - ERINCER - BRIl - HRDC T OB E R LBy 7Y R
TEBEFNA—ARMMRT 5 2 LT HATRMMES 2 A EABREORE 2R 5 2L HIL LI,

Creation of a model route for excursions and stays
The purpose of this project is to attract foreign tourists who stay in Japan for a long time by creating a model course that allows them to tour the tourism contents of Furano
and Biei, utilizing the spirituality, traditional lifestyle, history and culture, and adventurous experiences of the Furano-Biei tourism area.

BCE LA E T v a—2

Model course for wide-area sightseeing tour

BB R T a—2

Model courses by tourist area

Undiscovered lapan | 2 WHUNOECOVIRED |APAN
Maodel plan & UNDISCOVIRRD [AFAN WA - SwpmiE
e SARARLEITROTALONE

M3 - el S
1 LDk T

AREETRINI T BBEG IR LTV ary 7o yREF v a—2 2 G LM BOLEZPEET2E7va—2k 5 oL LER T3 |H7H
HELTec, Ly lanFoBREAP HEMRBEZORHBIZT.SRCMAT T T TOLRCIV T UIRETA T IV CORMOLDIZEELL
CIEORTM S LB AP HEBOLEBYEI Y ZCHEH. 2 TRMARE 2 —2 28R T2 BB LLT WD THRER X =y v oL 13 BtE B2
FYVEMPaA—ARBILL, 2D LT BT IR aOBRMER EEXEMT S RRSHRICAY TIERCERE T,

The objective of this project was to "create at least five model courses for touring the 13 tourist areas" by using the contents and model courses that had been developed and sold in each tourist area.

However, in the midst of the Corona disaster, at a meeting held immediately after the start of the project, many people in charge of each tourist area expressed positive opinions, saying, "We would

definitely like to change the contents and model plans that we want to recommend for the future to the latest ones. Therefore, as a preliminary step to creating a wide-area tour course, it was very

meaningful that we were able to verify the content materials and courses for each of the 13 tourist areas targeting Europeans, Americans, and Australians, and create and work on additional materials

to compile them.

FURANO BIEI 2020
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Web Promotion

[JR TITKERE - 28 2020 ] WEB L5

ERF . EHA~OBEAFRLPEHNEL TABEERLO ) 7ICHKELER > Tw 3 2—F =~ JR TORE» LD [ X—A v
MAGE#EEL . WEB A P~GFEL BAFELEET S,

(1) 2020 4F 7 H10 H~8 H31H (#4A) Google. Yahoo!. Facebook

"Furano / Biei 2020 by JR" WEB advertising results

In order to attract tourists to Furano and Biei, Internet advertisements will be distributed to users who are interested in Hokkaido and this area, and will lead them to the
website to stimulate tourism demand.
[Period] July 10th-August 31st, 2020 [Medial Google, Yahoo !, Facebook

(77/July)
BRLIGR B OB B B A SNS
Google7 4 A7 VvA L Yahoo! 74 2 7vA L Facebook

A : L

10H

~31H o

INH":}»‘“ 2
FREE | 2V 028 | 2V v 2R | FoREE | 2V9 28 | 2) v 2R | RREEL |2V 028 | 2) v 2% | KRB |2V 028 | 2) v 2%

&k | 1,160,020 5,141 0.44% 733,256 3,457 0.47% 43,336 1,919 4.43% 1,936,612 10,517 0.54%

FoREE (RS H3 R R S e [\ Display Number (# of times ads were displayed)

140,000
105,000 |— — —— —— ——— — — a1 —— —— —— —— — — —
70,000 |— — —— — — — — — — — — — — — — — —
35,000 f— — — — — — — — — — — — — — — — —
0
10) 11¢k) 12(7) 150K) 16(4) 17(8) 18(1) 19(r) 220K) 23(k) 24(%) 25(+) 26(m) 290k) 306k) 31(#)
(87/August)
BRIk B O e B Y SNS
GoogleT74 2 7vA it Yahoo! 74 2 7 v A L Facebook
8 it
1H
EAN-%E
~30H = 2020

T
WEE-RE 202

FREE | 2V 28 | 2V w28 | FREE |2V 028 | 2V v 28 | RREE |2V 028 | 2) v 2% | RREE | 2V v 28| 2) v o X

o
aul
=

1,698,177 7.861 0.46% | 1,076,474 | 4,466 0.41% 83,034 2,250 2.71% | 2,857,685 | 14,577 0.51%

FoREE (LS P RRSINIZEEL)  Display Number (# of times ads were displayed)
160,000
120,000
80,000

40,000

1) 20m 500 66K 7GR 8 9 1009 120k 136k 146 15 16 190k 200k 21 22(1) 23 260Kk 2706k 28(®) 29(1) 30(m)
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Attracting International Visitors

WO BEFR»IEH LI vt —2 a0 HE
(W7 TEVAFEEHFE vt —2 3 |

Promotion project using local tourism resources
[East Asia National Park Utilization Promotion to Attract Visitors]

HETHSA~FRIOECHAREREDA v 7y F—% 485 L. BRI -
LPHIRIZ U2 X OHARBECL 20 ML 0 TROR, nm%ﬁ B 1
F. A=V HEOUZHBOL OB CmA, HiflauFvA
2T AR BN KRB M LT b 6w, FETBICHI TZAL D
WeFELIC,

3512, ?E;%EL?:EIZ!KT“E/( VINZUH—FETNELTERE - EBH
BT AT R L. MO X OB A E & o 70 IR 2 i1
TaLEbIC, 7&/74/X7‘47’€’(ﬁmbﬁ%ﬂf’l§uﬁ§%1§%f\® A LG »1T-
72, ZNOOEHIZ L Y . e F IO ETTIC 30 2 KiE B O
PRAHZERIART A,

We invited influencers living in Japan who are highly appealing to the Chinese market, and asked
them to report on the winter tourism attractions of the Furano and Biei areas, such as the natural
winter scenery, unique local food, hot spring towns, tourist facilities, and snow resorts, as well as
safety measures and efforts regarding the new coronavirus, and disseminated this information to
the Chinese market.

Furthermore, we filmed a trip to the Furano-Biei area using invited influencers living in Japan as
models, and produced a video full of the winter tourism attractions of the area. Through these
efforts, we hope to stimulate the Chinese market's desire to come to Japan during the Corona
convergence period.

SHOHEEZF—20HESL Y MIE Weibo,
————  WeChat tvscHEM O SNS L2 #HHT S
General Thoughts 7o\ i I O MR B & 272 LTHA V2 b
WMREELITI DA Iy —1855c L
RI5.@8E PR BIBEROFIEL L T ERT
1A WeChat 7H V> b « BjEF v+ > AL TOD
NH. 2L TOMIRE (KITRKOL 72 bT
HAFHEFEI LAV =222 3727 - 58D
v HEEEET 2 3o0EEN L FELHC
T~—r 74 7MBORKIFIH-12EZATD
5, HIBHELT Tencent fHEiE#EL . WeChat
THY M RELTCA2HBEENCOHmETDH
b, ZOFEI I TR BR Y TH L v
AR TSI EEZ 50T D,

The key points of this project scheme are to send out direct
information based on the characteristics of the Chinese market,
which only allows the use of social networking services for its own
country such as Weibo and WeChat. The first step was to invite
influencers to send out direct information based on the
characteristics of the market, and the second was to produce a
tourism PR video and publish it on Furano City's official WeChat
account and video channel, and the third was to share and spread it
through pure advertising (travel-related KOL account, Gyoraku, and
Chinese press releases). It is rare in Japan for a municipality to have
a WeChat account in partnership with Tencent, and in this respect, I
think we can say that we were able to take on a new challenge ahead

of other regions.
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Inbound Promotion and Development Project to Create New Regional Attractions

East Kamikawa Region "Taisetsu and Tokachi Mountain Range Travel Product Development Project

AHZEL (D) AR LEILE S CEORITREMIEK. (2) ALIER ZEL » 2 FROHRAT i fhiE b
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The purpose of this project is to develop travel products for (1) summer, which includes full-scale mountain climbing, and (2) autumn, when
autumn leaves can be enjoyed. It is important that the target markets are Australia, the United Kingdom and Germany, and that both (1) and
(2) are travel products that take advantage of the magnificent nature of the Daisetsuzan and Tokachi-dake mountain ranges.

According to the Japan Tourism Agency's "Survey on Expenditure Trends by Foreign Visitors to Japan," Australia, the United Kingdom, and
Germany have in common the fact that more than 80% of visitors make personal arrangements, stay longer than one week, and visit "nature
and scenic spots" more than the average. Travelers from Europe, the U.S., and Australia like to be physically active, so activities such as
mountain climbing and walking are likely to be popular in the "nature and scenic spot sightseeing" category, and activities to enjoy nature
in the Daisetsuzan and Tokachi-dake mountain ranges are attractive and meet the demand. Since the first snow falls in September in the
Daisetsuzan mountain range, tour courses focusing on overnight or day-trip mountain climbing and activities to enjoy the autumn foliage at
the foot of the mountains are possible in the fall, and tourists from Europe, the U.S. and Australia tended to be highly interested in Ainu
culture. Asahikawa has many Ainu-related historical sites, most of which have been designated as Japanese heritage sites. Therefore, in
addition to activities that take advantage of the natural environment of the Daisetsuzan and Tokachi-dake mountain ranges, we also added
historical sites related to Ainu culture, the story of Takeshiro Matsuura, and Japanese culture. We also took the best possible measures to
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prevent coronas, referring to examples of such measures around the world.
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1. Evaluation that the Daisetsu Mountains, including the Tokachi Mountain Range, are a world-class destination

Participants in the two FAM tours conducted under this project gave high marks to the attractions of both summer and autumn, calling them "unique," "unparalleled."
and "world class. The judgment and language skills of the guides from the Mountain Guides Association who accompanied the tour were also highly evaluated. This
will be an encouraging tailwind for the expansion of travel products in the future, and for the promotion and sale of these products as attractive world-class products.
2. Issues in the development of travel products

During the four workshops, the lecturers raised issues from the perspective of the FAM tour participants, and the opinions and suggestions of the workshop
participants clarified issues that need to be improved in the development of travel products in the future. There are three points that can be summarized as follows:
first, improve the infrastructure related to mountain trails and designated camping sites; second, expand and improve indoor facilities that can be used in bad weather;
and third, develop accommodations and restaurants that can meet the needs (vegetarian services, language skills, etc.) of the target market of British, Australian,
German, and similarly inclined Western tourists with diverse cultural backgrounds. The third is to develop accommodations and restaurants that can meet the needs
(vegetarian services, language skills) of the target market of English, Australian, German, and similar European and American tourists with diverse cultural
backgrounds.
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