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[Survey Overview]

Method

• Internet survey

• Screening survey (preliminary survey) was first conducted 

by the Internet survey firm (Micromill, Inc.) utilizing survey 

monitor panel the firm maintains and actual survey 

conducted to qualified respondents.

Survey 

Period
• Friday, January 22 and Saturday, January 23, 2021

Sample 

Qualifi-

cation

• Male/female 20 years old or older. Travels abroad at least 

once every 3 years and intends to travel abroad in the 

future.

*For each country, ensure to include at least 30 samples with 

experience of visiting the country.
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１．Objectives/Outline of Survey

Objectives/Outline of 

Survey

• In anticipation of resurgence of desire to travel in with-Corona and post-Corona periods, conduct a survey 

on travel intent among Japanese travelers (general consumers in their 20’s to 60’s who are interested in 

traveling) and obtain data that can be used to promote tourism in the ASEAN member countries.

[10 countries subject for the survey]

Brunei Darussalam, Cambodia, Indonesia, Lao PDR, Malaysia, Myanmar, the Philippines, Singapore, 

Thailand, Viet Nam

Overall Flow

In order to conduct an accurate Internet survey by a company specializing in marketing research, and to investigate 

the travel intent of "general consumers who are interested in travel", the survey was conducted as follows:

1. Prepare a survey questionnaire based on objectives and subjects of the survey

2. Conduct an internet survey

3. Collect and analyze responded data, report on findings

＊ Internet survey company

Contracted Micromill, Inc., one of the 

most experienced marketing research 

firms and listed on the first section of 

Tokyo Stock Exchange, to conduct an 

internet survey.

Overall Flow

(Conceptual image)

Prepare questionnaire Conduct survey Collect/Report

Prepare questionnaire 

based on past examples and 

preliminary survey

Conduct Internet survey by 

research firm.

Tally collected responses, 

analyze and report.
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１．Objectives/Outline of Survey

Survey Method • Conduct screening survey utilizing questionnaire panel maintained by the Internet survey firm (Micromill, Inc.) (Preliminary survey)

Survey Period • Friday, January 22, 2021 through Saturday, January 23, 2021

Respondents
• Males and females over 20 years of age, making travel abroad at least once every 3 years and intending to travel abroad in the future.

*    Ensure to include at least 30 respondents who have visited the respective countries.

Conceptual image of the survey Questionnaire respondents allocation

Allocation Samples Gender Age
Oversees travel 

frequency
Visit experience

Overseas travel 

future intent

Brunei Darussalam 31 

20 and over

Normal frequency 

for overseas travel: 

Once every 3 years 

or more

YES

Have future overseas 

travel intent 

(Respondents 

selecting one of the 

following)

(1) Want to travel 

abroad, regardless of 

destination, once 

restrictions are lifted.

(2) Want to travel 

abroad once travel 

restrictions to 

county/region I want to 

go are lifted.

(3) Want to travel 

abroad once COVI-19 

vaccine is available 

and treatments 

established.

Cambodia 31 YES

Indonesia 31 YES

Lao PDR 31 YES

Malaysia 31 YES

Myanmar 31 YES

Philippines 31 YES

Singapore 31 YES

Thailand 31 YES

Viet Nam 31 YES

M 20’s 73 

Male

20’s

M 30’s 73 30’s

M 40’s 73 40’s

M 50’s 73 50’s

M 60+ 73 60+

F 20’s 73 

Female

20’s

F 30’s 73 30’s

F 40’s 73 40’s

F 50’s 73 50’s

F 60+ 73 60+

Total 1,040

Panel maintained by survey firm (Survey respondents)

Screened respondents

Questionnaire

1. Conduct screening against entire panel to 

extract appropriate respondents.

2. Conduct actual survey against 

selected respondents

• Screening sample size: 200,000

• Screening questions: 3

* This report carries findings of 10,000 samples of 200,000 samples surveyed in the preliminary survey.

• Returned samples: 1,040

• Questions: 18
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２．Questions

ll No 対象者 設問形式
※ 設問内容(1) 設問内容(2) 設問の目的

Screening 
survey
(Preliminary 
survey)

SC1 All SC SAMT Usual frequency of traveling (domestic/overseas) For selecting respondents for actual survey. Qualification: A person making 3 or more Travel abroad per 
year.

SC2 All SC SAMT [10 subject countries] Visit experience For selecting respondents for actual survey. Use to identify Have visited/Never visited. Number of 
respondents having visited a subject nation to be set a N=30 or more.

SC3 All SC SA Travel abroad intent

Identify whether respondent still intends to make Travel abroad in the future or not. Persons with intent of 
making Travel abroad to be survey subjects.
*Assuming that some persons with frequent Travel abroad experience may not intend to make Travel 
abroad in the future

Conditions for selection for actual survey: Made Travel abroad in the last 3 years in SC1 and intent to make Travel abroad in the future in SC 3.

Minimum number of respondents required in actual survey: Persons having visited a survey subject nation. N=30 or more for each nation.

Actual survey

Q1 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Number of visits Collect information on number of visits to target country

Q2 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience 【[By each on 10 countries] Timing of visit
Collect information on timing of visiting target country (Provision in case the current conditions of the 
country may have changes since visitation by respondent.) 
*Persons with multiple visits to reply on the timing of last visit.

Q3 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Purpose of visit Collect information on purpose of visit. .
*Persons with multiple visits to reply on the purpose of making  the last visit.

Q4 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Accompanying person(s) Collect information on persons(s) accompanying visitation. 
*Persons with multiple visits to reply on the last visit.

Q5 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Reasons for selecting destination Collect information on reasons for selecting destination of travel. 
*Persons with multiple visits to reply on the last visit

Q6 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Satisfying factors Collect information on factors found to be satisfying in the past visit. 
*Persons with multiple visits to reply on the last visit.

Q7 Persons responding “Have visited” in SC2.  
(by nation) MAMT Detail information on past Travel abroad 

experience [By each on 10 countries] Unsatisfying factors Collect information on factors found to be unsatisfying in the past visit. 
*Persons with multiple visits to reply on the last visit. 

Q8 All MAMT Understand awareness of target country [By each on 10 countries] Image of the country Collect information on images held by respondents of each country.

Q9 All SAMT Understand awareness of target country [By each on 10 countries] Visit intent Collect information on intent to travel to respective countries for sightseeing purpose.

Q10 Persons selecting “Have intent to visit” in Q9. 
(by nation) MAMT Understand awareness of target country [By each on 10 countries] What you want to do in the 

country Collect information on what travel intending respondents want to do at the destination country.

Q11 Persons selecting “Have intent to visit” in Q9. 
(by nation) MAMT Understand awareness of target country [By each on 10 countries] Who will accompany the visit Collect information on with whom respondents want on travel: Family, friends, etc.

Q12 Persons selecting “Have intent to visit” in Q9. 
(by nation) MAMT Understand awareness of target country [By each on 10 countries] Reasons for selecting 

“No intent to go”

Collect information on reasons for not wanting to visit. Some may respond “I know nothing about the 
country to begin with.” and similar. Use as reference to identify “What prompts someone to want to visit a 
country overseas?”

Q13 All SAMT Understand awareness of target country [By each on 10 countries] Tourism resources awareness Collect information on tourism resources, about 5 for each of the 10 countries.

Q14 All SAMT
(image) Understand awareness of target country [By each on 10 countries] Preferred photo image Have respondent choose the photo image that he/she likes the best,. Show 3 photos for each of the 10 

countries.

Q15 All MA Intent on travel in general Usual method of obtaining travel information Collect information on travel information contact points.

Q16 All SA Intent on travel in general Mode of travel Collect information on mode of travel, e.g. FIT・PKG.

Q17 All MA/SA Intent on travel in general Key factors when selecting travel destination
In view of Covid-19 pandemic and warnings issued on infection prevention measure, collect information on 
key factors in selecting travel destination countries. Prepare one that asks respondents to list all factors 
that are important and another that asks for the most important factor.

Q18 All MA Intent on travel in general Changes in lifestyle/behavior Collect information on traveler awareness.

*Question format detail

SA： Single answer MA：Multiple answers MT： Matrix format (Table)

No.                 Respondent               Question format           Question content (1)             Question content (2)                                      Purpose of question
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１．Basic Attributes 8Screening Survey)

15.5

19.5

23.0

19.4

22.6

20’s 30’s 40’s 50’s 60+

8.5%

5.1%

18.9%

17.0%

38.5%

5.1%

4.6%

Kanto

2.4%

Hokkaido

Shikoku

Kinki

Tohoku

Chubu

Chugoku

Kyushu

50.0%50.0% MaleFemale

n=10,000

Unit: %

38.3%

61.7%

Single

Married

43.7%

56.3%

No child

With children

7.9

9.9

11.6

9.6

11.0

7.6

9.7

11.4

9.7

11.6

30’s30’s 20’s20’s 40’s 60+50’s 40’s 50’s 60+

Male Female

Age group Gender Marital status

Age Group Have children or not

Residing region
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１．Basic Attributes (Screening Survey)

10.2%

47.2%

15.9%

29.3%

3.7%

5.3%

3.9%

3.8%

6.0%

4.2%

28.4%

7.2%

31.9%

3.0%

2 times or more per year

About once a year

About once in 2 years

About once in 3 years

Less than once every 5 years

No plan to travel to begin with

About once every 4-5 years

12.5%

12.0%

6.2%

8.2%

13.8%

20.5%

18.5%

6.4%

1.9%JPY 15 mil or more

Under JPY 2 mil.

JPY 4 -6 mil.

JPY 2-4 mil

JPY 6 – 8 mil.

JPY 8-10 mil.

JPY 10 -15 mil.

Do not know

No reply

Domestic Travel

n = 10,000

Unit: %

9.2%

3.2%
2.8%

14.9%

16.3%

4.7%

14.8%

12.4%

14.5%

4.1%
1.4%

Office worker 

(technical)

1.7%

Self-employed

Civil service
Management /

Executive
Office worker 

(clerical)

Student

Office worker 

(others)

Freelance 

profession

Housekeeper

Part time

Others

Unemployed

Usual Travel Frequency
Occupation Household Annual Income

Travel abroad
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１．Basic Attributes (Actual survey)

15.6

18.5 18.4
20.4

27.1

60+40’s30’s20’s 50’s

5.7%

3.7%

19.3%

15.1%

50.0%

Shikoku

Kinki

Chubu

1.3%

2.5%Hokkaido

Tohoku

Kanto

Chugoku

Kyushu

2.5%

55.5%

44.5%

Male

Female

n=1,040

Unit: %

37.1%

62.9%

Single

Married

48.8%51.2%

No child

With children7.8

10.8
9.8

11.8

15.3

7.8 7.7
8.7 8.6

11.8

40’s20’s 30’s 60+50’s 20’s 60+30’s 40’s 50’s

Male Female

Age Group Gender Marital Status

Age Group Have children or not

Residing Region

Respondents: Travel overseas at least once every 3 years and intends to 

travel overseas in the future.
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0.5%
1.4%4.6%

24.5%

66.5%2 timer per or more

About once a year

Less than once every 5 years

About once every 3 years

About once every 2 years

About once every 4 -5 years

No intent to travel to begin with 1.0%1.4%

12.0%

8.6%

6.4%

12.7%

10.5%

15.1%

17.1%

14.7%

JPY 4 – 6 mil.

JPN 20-4 mil.

Under JPN 2 mil.

Do not know

JPY 6 -8 mil.

JPY 15 mil or more

JPY 8-10 mil.

JPY 10-15 mil.

No reply

2.9%

Domestic travel

n=1,040

Unit: %

8.7%

3.3%

10.0%

13.4%

5.7%

12.0%

12.3%

21.5%

3.1%

4.8%

2.5%

Office worker

(technical)

Office worker

(clerical)

Self-employed

Management/

executive

Civil service

Office worker

(others)

Freelance profession

Housekeeper

Part time

Student

Others

Unemployed

2.8%

Usual Travel Frequency
Occupation Household Annual Income

Travel abroad

18.7%

20.8%

39.7%

20.9%2 times a years or more

About once a year

About once every 2 years

About once every 3 years

＊Qualifying conditions for  actual survey 

respondent: Travel overseas once every 3 years or 

more. Therefore, travel frequency of respondents 

must be once every 3 years or more.

Respondents: Travel overseas at least once every 3 years and intends to travel overseas 

in the future.
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２．Intent to Travel Overseas in the Future

• We asked 10,000 persons (person with no intent to travel overseas included), male and female, over 20 years of age whether he/she intends to travel overseas in 

the future and found that the younger the more positive towards travel abroad. M20’s returned the highest for “Want to go right away” (11.8%). This age group is 

likely to be the first to move when restrictions on travel abroad are lifted. On the other hand, more than 20% of M/F 60+ responded as “Used to make travel abroad 

before, but I do not think I will make another travel abroad again,” (the highest among age groups), indicating that even if restrictions on travel abroad are lifted, the 

senior segments may not  travel abroad as before.

Intent to travel overseas in the future (Screening survey)
Q. Do you want to travel abroad for sightseeing in the future? Please select the answer below that best expresses your current feelings.

9.8%
4.7%

5.3%

9.7%

6.1%
9.5%

9.9% 7.2% 9.5%
7.6% 8.3% 9.0%

6.5% 8.4% 8.0% 5.9% 5.5% 7.5% 5.8% 4.6% 3.9% 4.8%

Total

34.0% 34.1%

60+

17.9%

43.1%

50’s

35.3%

17.8%

0.7%

20’s 50’s

0.9% 0.4% 0.7%

963

0.7% 0.6%1.0% 1.3%

I want to travel abroad when the travel restrictions

for the country/region I want to go are lifted

30’s 40’s 60 + 20’s 30’s 40’s

Others

I never travelled overseas before, and I do not 

think will do so in the future either.
35.5%

1160

I used to travel abroad, but I do not think I willl 

do it  anymore.

20.4%Even if travel restrictions are lifted and vaccines 

are being developed, I don't think I will travel 

abroad for the time being.

969

I want to travel abroad once COVID-19 vaccine 

becomes available and treatment methods 

established.

2.4%

0.9%

2.6%

1.2% 1.0%

19.9%

38.7%

14.8%

17.9%

As soon as the travel restrictions are lifted, 

I want to travel abroad and I am do not really 

mind where I go
11.8%

40.1%

18.5%

17.4%

10.1%

19.3%

16.0%

34.5%

20.2%

17.9%

10.8%

29.9%

20.7%

14.8%

16.8%

11.5%

18.3%

22.0%

14.1%

31.8%

20.1%

26.5%

19.0%

24.6%

19.0%

14.0%

18.7%

31.9%

15.2%

10,000 789 1162987 1102 760 966 1142

12.8%

Male Female

Intend to travel abroad

[A
ctual survey respondents]
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３．Form of Travel Abroad/Information Gathering, Important Factors in

making Travel abroad

• We asked respondents qualifying for the  actual survey on their normal form of travel abroad. “Book and purchase airline tickets and hotel 

separately” scored the highest with 42.1%, followed by “Package tour with airline tickets and hotels” with 37.4%.  “Tour with local guide and tour 

conductor” was used more frequently among 60+ and females tended to use this form more than males. More males tended to use “Book and 

purchase airline tickets only” and “Book and purchase airline tickets and hotel separately” than females. 

Frequently used form of travel abroad (Actual survey)
Q. What form of travel do you usually use when you travel abroad? Please only tell us the form you use the most.

7.7%

11.1%

13.4%

8.8%

7.3%

6.3%

12.3%

5.0%

11.1%

42.1%

42.0%

40.2%

52.9%

52.8%

47.8%

40.7%

43.8%

34.4%

38.2%

25.2%

37.4%

37.0%

38.4%

33.3%

31.7%

28.3%

43.2%

37.5%

40.0%

47.2%

44.7%

8.9%

1.2%

4.5%

1.0%

4.1%

16.4%

2.5%

7.5%

8.9%

11.2%

23.6%

0.1%

8.6%

3.6%

3.9%

0.8%

1.3%

6.3%

5.6%

4.1%

3.8%Total (n=1,040)

Female 20’s (N= 81)

Male 20’s (n=81)

Male 30’s (n=112)

Male 50’s (N=123)

Male 40’s (N=102)

Male 60+ (=159)

Female 30’s (N=80)

Female 40’s (N=90)

1.1%Female 50’s (N=89)

2.4%Female 60+ (N=123)

2.2%

3.3%

1.2%

Book and purchase

airline tickets and 

hotel separately

I don't know because I do not

make my own reservations

Package tour with 

Airline tickets and hotels

Book and purchase

airline tickets only

Tour with local guide 

and tour conductor
Others

Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future.
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Survey Findings > Respondent Attributes > Travel Intent

３． Form of Travel Abroad/Information Gathering, Important Factors in

making Travel abroad

• We asked respondents in the actual survey how they obtain information on travel aboard. “Travel magazines (including electronic version)” was used most 

frequently (52.0%), followed by “Online blogs and review sites” (48.7%). Preference varied with gender and age. Among F20’s,”Social media”(59.3%) was followed 

by “Word-of-mouth by family, friends and acquaintances” (53.1%), while “Travel agency website” and Newspaper articles and advertisement” were more frequently 

used among MF60+ compared to other age groups, indicating that it is advisable to employ PR media appropriate to each age group.

Gathering Information on Travel Abroad (Actual survey)
Q. How do you normally get information on overseas travel? Please give all applicable answers.

52.0
48.7

40.8 38.8
33.8 31.6 30.2 29.7

26.7

18.4 17.6

1.1 2.8

(%)

n=

T
ravel m

agazines 

(including electronic 

version)

O
nline blogs and review

 

sites

T
ravel agency w

ebsite

W
ord-of-m

outh by fam
ily, 

friends and 

acquaintances

T
ravel exclusive online 

m
edia and travel 

inform
ation sites (T

A
B

I 
LA

B
O

, T
A

B
IZ

IN
E

, C
R

E
A

 
T

raveller w
eb, etc.

T
ourism

 w
ebsites 

distributed by the locality, 
such as the country

’s 
national tourism

 
organization

T
V

 and radio

T
ravel features in 

general m
agazines 

(including electronic 

versions)

S
ocial m

edia, such as 

F
acebook, T

w
itter, 

Instagram

Info provider of travel 

agency

N
ew

spaper articles and 

advertisem
ents

O
thers

I don't do m
uch research 

on m
y ow

n, I don't collect 

inform
ation on overseas 

travel.

Total (1,040) 52.0 48.7 40.8 38.8 33.8 31.6 30.2 29.7 26.7 18.4 17.6 1.1 2.8 G
ender

Male (577) 51.3 47.0 38.5 31.7 37.8 34.7 29.6 28.1 25.8 17.3 20.6 0.9 3.6 

Female (463) 52.9 50.8 43.6 47.5 28.7 27.9 30.9 31.7 27.9 19.7 13.8 1.3 1.7 

A
ge

20’s (162) 43.8 37.0 35.2 43.2 35.2 20.4 18.5 25.3 46.3 21.0 14.2 0.0 2.5 

30’s (192) 51.6 49.5 32.8 42.7 38.0 23.4 22.9 26.0 37.5 19.8 12.0 2.1 4.7 

40’s (192) 51.6 56.8 40.1 39.1 35.4 32.3 32.8 30.7 28.1 13.0 14.6 0.0 3.1 

50’s (212) 53.3 56.1 38.7 37.3 36.3 43.4 34.0 37.3 23.1 15.6 17.0 0.9 0.9 

60 and over (282) 56.4 43.6 51.4 34.4 27.0 34.4 37.2 28.4 9.9 21.6 25.9 1.8 2.8 

G
ender / A

ge

M 20’s (81) 38.3 27.2 32.1 33.3 44.4 27.2 19.8 21.0 33.3 19.8 19.8 0.0 3.7 

M 30’s (112) 51.8 46.4 34.8 33.0 43.8 26.8 26.8 30.4 33.0 16.1 16.1 1.8 5.4 

M 40’s (102) 52.0 54.9 37.3 39.2 37.3 32.4 32.4 29.4 36.3 14.7 13.7 0.0 5.9 

M 50’s (123) 51.2 55.3 32.5 29.3 35.0 48.0 30.9 33.3 24.4 15.4 22.0 0.8 1.6 

M 60+ (159) 57.2 45.9 49.7 27.0 32.7 35.2 34.0 25.2 11.3 20.1 27.7 1.3 2.5 

F 20’s (81) 49.4 46.9 38.3 53.1 25.9 13.6 17.3 29.6 59.3 22.2 8.6 0.0 1.2 

F 30’s (80) 51.3 53.8 30.0 56.3 30.0 18.8 17.5 20.0 43.8 25.0 6.3 2.5 3.8 

F 40’s (90) 51.1 58.9 43.3 38.9 33.3 32.2 33.3 32.2 18.9 11.1 15.6 0.0 0.0 

F 50’s (89) 56.2 57.3 47.2 48.3 38.2 37.1 38.2 42.7 21.3 15.7 10.1 1.1 0.0 

F 60+ (123) 55.3 40.7 53.7 43.9 19.5 33.3 41.5 32.5 8.1 23.6 23.6 2.4 3.3 

Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future

If n > 30

[Difference in ratio]

Total  -10 points

Total   +5 points

Total   -5 points

Total -10 points
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Survey Findings > Respondent Attributes > Travel Intent

３． Form of Travel Abroad/Information Gathering, Important Factors in

Traveling abroad

• “Good public security” scored the highest (63.9%) for important factor in travelling abroad, as well as for the most important factor (24.3%). Factors 

related to safety and security in travelling abroad, i.e. public security and infection prevention measures, were concerns particularly among females. 

When travel abroad is resumed, more than ever, it will be important to provide accurate information on safety and infection preventions measures in 

place at destination countries.

Important Factors in traveling abroad (As many as applicable/Only one) (Actual survey)
Q. What do you value when you consider traveling abroad? Answer everything you value. Also, please tell us the thing you value the most. 

63.9

45.8 44.7 44.6
40.7 39.1 39.0 38.4 37.0 36.3 35.9

30.5
27.1 26.3 25.9 25.1

20.3
18.0 17.4 17.2

14.3 14.0 14.0 12.7 12.0 10.5
7.5

4.5

(%)

(As many as 
applicable)

S
afe and good public security

C
an enjoy food ingredients and cuisines 

unique to the area

S
cenery and atm

osphere is unique to the 

area

T
here are cultural and historical attractions 

such as places of interest and historic sites.

Low
 travel cost.

C
ountries w

ith o travel advisories issued by 

the M
inistry of F

oreign A
ffairs.

C
an enjoy nature unique to the area.

T
here is history and culture unique to the 

area.

N
o new

s of terrorism
, incidents etc.

G
ood transportation to the destination.

P
leasant clim

ate.

T
horough m

easures are in place to prevent 

infectious diseases, etc.

C
an buy souvenirs and products unique to 

the area.

D
eveloped transportation at the destination.

T
here are things adults can enjoy.

E
ven if the travel cost is high, can have an 

experience that is w
orth such a cost.

C
an enjoy a stay at a luxurious 

accom
m

odation.

H
igh quality food can be eaten relatively 

inexpensively.

Insurance and guarantees in event of a 

lockdow
n etc.

Q
uiet and relaxing.

H
ave the opportunity to see local culture 

and life and interact w
ith locals.

C
an buy high-end souvenirs, products and 

luxury brands at low
 price.

Japanese language is understood.

Lively.

C
an enjoy beauty and health program

s 

such as spas and yoga.

T
here things that children can enjoy.

C
an enjoy the nightlife, such as gam

bling 

and show
s.

T
here is an environm

ent that can support 

telew
orking, w

orkcations, and long-term
 stay.

Total (1,040) 63.9 45.8 44.7 44.6 40.7 39.1 39.0 38.4 37.0 36.3 35.9 30.5 27.1 26.3 25.9 25.1 20.3 18.0 17.4 17.2 14.3 14.0 14.0 12.7 12.0 10.5 7.5 4.5 

G
ender

Male (577) 58.6 41.2 41.1 42.8 38.5 32.2 35.7 34.3 29.5 32.8 32.4 25.6 22.0 21.8 22.7 21.3 20.1 19.9 16.6 20.3 15.8 13.7 13.0 13.0 9.2 10.1 9.4 5.7 

Female (463) 70.6 51.4 49.2 46.9 43.4 47.7 43.2 43.4 46.4 40.8 40.2 36.5 33.5 31.7 29.8 29.8 20.5 15.6 18.4 13.4 12.5 14.5 15.3 12.3 15.6 11.0 5.2 3.0 

Total (1,040) 24.3 6.0 8.0 10.2 7.4 5.0 2.8 4.9 3.4 1.6 1.6 3.0 1.2 1.0 1.7 3.8 2.3 1.1 1.0 1.3 1.5 0.9 1.8 0.6 0.6 1.1 0.7 0.4 

(Only 1: The most important factor)

Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future
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４．Mindset on Everyday Life

• We asked respondents on their current feelings and behavior. “I really want to travel, but worry about what people around me might think, so refrain from both domestic and overseas travel 

now.” scored the highest with 47.9% and detail breakdown showed that the older the respondents, higher the scoring. Although respondents may be refraining from making travels abroad 

for the time being, M 20’s and F20’s returned high scorings for “Collecting information on the Internet”. However, 9.5% of the respondents chose “Desire to travel abroad is dwindling”, an 

indication that although some may still be harboring desire to travel abroad, their desire to do so may dwindle depending on things develop in the future. Therefore, it can be said that it is 

important to maintain connection by continuing to communicate information even during period when people are refraining from travelling. In addition, it was notable that more than 2 times

more respondents chose “”I actually want to meet people and communicate face-to--face”  over respondents preferring “I feel that communication with people online is enough.”

Current feelings and lifestyle/behavior (Actual survey)
Q. Please tell us about your personal feelings. Have you changed your behavior or feelings lately? Please give all answers that best express your feelings and actions right now.

47.9
41.3

19.8
12.8 12.5 9.5 7.6

26.2 23.5 20.7
16.5

7.1 7.0

25.3 23.8
14.9 14.1

-16.3

(%)

n=

I really w
ant to travel, but w

orry about 

w
hat people around m

e m
ight think , so 

refrain from
 both dom

estic and overseas 

travel now

B
ecause I cannot travel abroad these days, 

m
y desire to travel abroad has increased even 

m
ore.

I cannot travel abroad now
, so I go on 

dom
estic trips.

I cannot travel abroad, but I collect m
ore 

inform
ation on the Internet.

I research in advance about the infection 

prevention m
easures, etc. of 

accom
m

odation/tourist facilities.

I have not been able to travel abroad for such 

a long tim
e that m

y desire to do so is 

dw
indling.

I have used/w
ant to use an online tour that 

connects w
ith the locality via the net to 

receive explanations from
 a guide in real tim

e.

I w
ould like to go and see for m

yself w
hat I 

saw
 in online videos and im

ages.

I w
ant to actually m

eet people and 

com
m

unicate face-to-face.

I shop online m
ore than in real-w

orld stores.

I do not have any problem
 using a behavior 

m
anagem

ent app if it is for urgent situations, 

such as infection prevention.

I feel that com
m

unication w
ith people online is 

enough.

I have becom
e conscious of choosing 

products of com
panies and organizations that 

are contributing to society and w
orking on 

S
D

G
s.

I refrain from
 spending m

oney on hobbies, 

travel, etc.

I am
 saving the m

oney that I w
ould have 

otherw
ise used for travel.

I do not refrain from
 spending m

oney for 

norm
al living expenses, hobbies, etc.

I have used the m
oney that I w

ould have 

otherw
ise used for travel on other things, such 

as eating and shopping.

Total (1,040) 47.9 41.3 19.8 12.8 12.5 9.5 7.6 26.2 23.5 20.7 16.5 7.1 7.0 25.3 23.8 14.9 14.1 

A
ge / G

ender

M 20’s (81) 23.5 28.4 21.0 16.0 18.5 12.3 14.8 30.9 21.0 23.5 22.2 17.3 13.6 24.7 29.6 14.8 21.0 

M 30’s (112) 31.3 33.9 18.8 15.2 17.0 13.4 15.2 21.4 22.3 17.9 13.4 12.5 9.8 21.4 23.2 12.5 12.5 

M 40’s (102) 43.1 34.3 20.6 21.6 16.7 10.8 10.8 23.5 21.6 21.6 17.6 10.8 10.8 28.4 23.5 15.7 12.7 

M 50’s (123) 45.5 42.3 20.3 17.9 13.0 6.5 9.8 17.1 27.6 21.1 19.5 5.7 9.8 27.6 17.1 13.8 13.0 

M 60+ (159) 50.9 45.9 22.6 8.2 11.3 10.1 5.0 23.3 16.4 15.1 13.2 2.5 4.4 22.0 21.4 17.6 11.3 

F 20’s (81) 43.2 51.9 18.5 14.8 11.1 13.6 4.9 29.6 37.0 35.8 19.8 7.4 3.7 33.3 32.1 14.8 18.5 

F 30’s (80) 57.5 45.0 21.3 10.0 7.5 7.5 5.0 36.3 26.3 32.5 25.0 7.5 3.8 18.8 17.5 22.5 21.3 

F 40’s (90) 53.3 43.3 16.7 10.0 10.0 10.0 5.6 26.7 25.6 15.6 11.1 5.6 6.7 27.8 26.7 10.0 14.4 

F 50’s (89) 67.4 43.8 16.9 11.2 11.2 5.6 4.5 34.8 20.2 20.2 12.4 1.1 5.6 27.0 23.6 7.9 13.5 

F 60+ (123) 60.2 43.1 19.5 5.7 8.9 6.5 1.6 26.8 22.8 13.8 15.4 4.9 3.3 24.4 27.6 17.9 9.8 

Travel related Lifestyle Mindset

Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future
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１． Visit Experience for the 10 ASEAN Countries

• We asked 10,000 people, males and females, over 20 years of age throughout Japan on their experience of visiting the 10 ASEAN countries and 

other regions/countries and found that Singapore scored the highest of the 10 ASEAN countries with 19.7%, followed by Thailand (16.9%) and 

Malaysia (11.9%).

Visitation experience of respective countries (Screening survey)
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１．Visit Experience for the 10 ASEAN Countries

• Examining people who responded as having visited the 10 ASEAN countries by gender showed that, with the exception for Singapore, more males 

than  females  responded YES. Males accounted for more than 60% for Brunei Darussalam, Lao PDR, Myanmar and the Philippines, significant 

difference. For regions/countries other than the 10 ASEAN countries, more females responded YES for Hawaii, Europe and Korea/Taiwan 

Visit experience for respective countries / gender ratio (Screening survey)
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２．Findings for the 10 Countries: Satisfying Factors, Images of Country, etc.

• We asked respondents who have visited the respective countries on what they found satisfying and unsatisfying. “Scenery/atmosphere”, “”Food/cuisines”, 

“Sightseeing/historical sites” scored well as satisfying factors. These 3 factors are also among the top choices in the preceding question: “Important factors for 

travel abroad”. Therefore, these factors can be appealed aggressively in advertising. ”Safe and good public security” ranked high.

• As for factors found unsatisfying, “Nothing in particular” ranked among the top 3 for every country. On the other hand, “Public security” was ranked high in many 

countries. The survey indicated that “Safe and good public security” is top priority when considering oversea travel. Therefore, it appears that measures to ease 

concerns that travelers hold for public security abroad will be required.

Brunei 

Darussalam

Cambodia Indonesia Lao PDR Malaysia Myanmar Philippines Singapore Thailand Viet Nam

Number of 

visitors 

(Respondents)
78 222 350 121 381 129 293 561 539 364 
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Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future
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２．Findings for the 10 Countries: Satisfying factors, Images of Country, etc.

• We asked respondents in the actual survey of images they hold of the respective countries. Cultural history and beautiful sceneries of the respective 

countries, e.g. “Beautiful nature/scenery”, “History /Culture”, “Sightseeing /historical sites” etc., appear to be have disseminated among respondents. 

Yet, “Hold no particular image” ranked into the Top 5 for 7 countries. Therefore, there is a need to further communicate attractions of each country 

and ensure that travelers receive such information.
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Respondents: Travel overseas at least once every 3 years and intends to

travel overseas in the future
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23３．Towards the Future

[Looking ahead on travel abroad in the future]

• We asked respondents on their feelings towards future travels abroad in this survey and found that the younger, the stronger the desire. 6.5% of the entire respondents 

responded that  “As soon as the travel restrictions are lifted, I want to travel abroad and I do not really mind where I go.” with 11.8% of male respondents responding so. It 

appears that the long term of travel restrictions under COVID-19 pandemic is fueling latent desire to travel abroad regardless of destination or purpose. 20’s and 30’s 

age groups, segments likely to be the first to make a move once restrictions on sightseeing travels abroad are lifted, are currently refraining from travelling, yet many of them 

responded that “Desire to travel abroad is rising and started to look up overseas information”, indicating that communicating information to these segments now to imprint 

awareness as potential destination for overseas travel will prove to be very beneficial.

 Objective of travelers is “to just travel overseas”. Therefore, the sooner travel restrictions are lifted and tourist from abroad accepted, higher the probability than 

before for them to select countries or regions they would not have considered previously for being perceived as “niche” locations.

• On the other hand, an unignorable proportion of respondents,  about 20% of male 60+ and female 60+ segments, responded as “Used to travel abroad before, but do not 

think I will do so anymore”, indicating that behavior among the senior segments may turn out to be different than before after overseas travel restrictions are lifted. 

Countries and regions that have targeted the senior segments may need to consider implementing alternative measures to draw the senior segments.

• As for key factors in oversea travel, response rate to safety and security of travel concerns, such as public safety/security and infectious disease prevention 

measures, tended to be high among females. It was verified in this survey of the respective countries that, with the exception for Singapore, males returned higher 

visit experience rate and tourism resource awareness rate than females. If the ASEAN countries intend to target female segments after travel restrictions are lifted, 

communicating accurate information related to safety/security and infectious disease prevention measures, utilizing female segment targeted  advertisements, media and 

means, will be more critical than before.  

 Normal means for collecting overseas travel related information among females 20’s are “Social media” (59.3%) and “Word-of-mouth from family, friends and 

acquaintances (53.1%). Male/female 60+ segments tend to rely more on “Travel agency website” and “Newspaper articles and advertisements” compared to other 

age groups. 

 In deploying future overseas travel promotion, it will be important for each county to take into account images held by potential visitors and factors found to be 

unsatisfying and to communicate measures that compensate weak points, as well as providing accurate information on the locality. Success will depend

on how well concerns held by potential visitors can be alleviated. 

• Prolonged movement restrictions and self-restraint imposed by COVID-19 pandemic brought about shifts in paradigm, i.e. remote work and online conference becoming more 

prevalent. Digital tools are commonly used than before. We asked respondents harboring intent to make oversea travel  in the future of their current feelings and behavior 

under such social conditions and found that more than twice as many respondents responded as “Prefer to communicate face-to-face” over “Online communication is 

sufficient” even after proliferation of digital tools. This trend was particularly high among female respondents. In addition, more than 25%  responded as “I like to go and see 

for myself what I saw in online videos and images”, indicating the desire to move about and travel to “See with own eyes at the locality” does not dwindle even if 

information are available from videos and photo images. However, it should be noted that 9.5% responded as “Desire to travel overseas is dwindling”, indicating that 

although some may still be harboring desire to go at this point in time, such desire may dwindle depending how thing develop in the future. It can be said that it is 

important to maintain communication with travelers by disseminating information so as not to sever connection with them and sustain desire to travel among travelers.


