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Japan’s domestic tourism market has led a sheltered life with culturally distinct, well organized tourism patterns and little involvement from outside, be it tourists or foreign capital. Only when the Yen started to rise in the mid 80s, travel to foreign countries became popular and globalisation of the market set in. This paper will address three aspects of the globalisation process. First, the number of outbound tourists from Japan rose in 20 years from 4 mio in 1980 to 17.8 mio (2000). This meant increasing competition for domestic destinations, which were essentially left with the short trip segment of the market. Second, the number of inbound tourists also increased more than four times during the same period, based on the growing economies of nearby Asian countries, but is still only about one forth of outbound tourists. In 2002, the government decided to promote the aim of doubling inbound tourist numbers until the year 2010. This declaration has set off activities in many destinations around the country that hope for foreign visitors to fill the gap left by Japanese tourists traveling abroad. Foreign capital has also become involved in Japanese resort facilities. Third, like other aspects of Japanese popular culture, Japanese travel patterns and tourism structures have a strong influence on Korean, Taiwanese and Chinese tourism development. 

