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EXECUTIVE SUMMARY 
 

The purpose of this study is to investigate promotion within the tourism industry on the Gold 
Coast, Australia, focusing on tourism companies’ promotional efforts on the Japanese market. 
The aim is to answer the question ‘How can Australian tourism companies effectively promote 

themselves on the Japanese market?’  through five specific research objectives: (1) to get a 
better understanding of tourism- and attraction marketing, (2) to get familiar with the 

characteristics of the Japanese tourist and their travel patterns, (3) to investigate which factors 
in regards to culture, are influencing the tourism companies’ promotion in Japan, (4) to 

identify critical success factors for successful promotion of Australian tourism companies on 
the Japanese market, and (5) to identify similarities and differences between small and large 

companies when it comes to tourism promotion on the Japanese market. 
 

A variety of secondary data, including well-known theories and models were studied and 
presented in addition to a qualitative study investigating four tourism companies. It is found 
that the numbers of Japanese tourists to the Gold Coast has decreased over the last decade, 
much due to macro factors such as changes in aviation and exchange rates, and increased 

competition from short-haul destinations. However, Japan still represents a main international 
interest, which makes it crucial for tourism companies to be familiar with the characteristics 

of the Japanese tourist and their travel patterns. It becomes evident that Japanese tourists have 
changed over the last years, and findings show that existing cultural frameworks are 

inadequate to describe the Japanese culture and tourist. Our empirical results show that 
cultural adaptations are not as extensive as suggested by theory and that the main cultural 

adjustments are made in language. In addition, it is important to consider the Japanese have 
higher expectations of service, and are long-term planners.  

 
It is further found that promotional efforts in Japan do not differ greatly from how they 
promote their companies in Australia. The most important difference in this industry, 

however, is the power of the Japanese inbound wholesalers or travel agents (the trade), which 
highly determines promotional efforts. Such relationships are vital, as the Japanese still book 

their holiday trough traditional channels. 
Hence, the most effective promotional tool is found to be wholesalers travel brochures. The 
power of the trade renders Internet promotion less important, as companies are advised to 

make use of the wholesalers’ more sophisticated websites. Moreover, publicity is found to be 
essential promotional tool, including celebrity endorsement, travel TV programs, travel 

books, and piggybacking on local events. Finally, great benefits can be gained by 
participating in intra-destination collaboration. When it comes to similarities and differences 
between small and large tourism companies’ promotion on the Japanese market, it is found 
that these differences are not as large as we had expected much due to the importance of the 

trade.  
  
Key Words: Tourism Marketing, Japan, Japanese tourists, Japanese travel patterns, culture, 

promotion, trade relationships, collaboration 
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1.0 INTRODUCTION 
This chapter starts by highlighting the problem background followed by a problem definition, 
which includes a research question and five specific research objectives. Further, the purpose 
of this study is presented and discussed. We will also present the delimitations of our thesis, to 
narrow down the topic, and define reoccurring concepts and words. Finally, a disposition 
showing an overview of our thesis will be presented. 
 

1.1 BACKGROUND TO PROBLEM 
Over the past 20 years, the globalization of markets, the lowering of trade barriers and the 
emergence of modern communication and information technologies have contributed 
significantly to the internationalization of service firms (Knight 1999, Javalgi & White 2002). 
Many inbound service firms, especially within the tourism industry, are also marketing their 
services abroad, often helped by middlemen such as tour operators and travel agents, 
expecting customers to come to their home country where services are produced and 
consequently must be consumed (Björkman & Kock 1997).  
 
Today, the travel and tourism industry is the world’s largest and most diverse industry (World 
Tourism Organization 2007). Tourism is also important in Australia, and accounts for a major 
part of the Australian economy, where tourism businesses make up 4.5 per cent of the GDP 
and represents 6 per cent of all jobs in the Australian workforce (Braun & Hollick 2006). 
Australia’s inbound tourism market is diverse, with visitors coming from all over the world. 
Arrivals from Asia are dominating the market share, in particular Japan, which has grown 
from being a relatively small market in the 80’s, to becoming Australia’s largest single source 
of international tourists (Lim & McAleer 2005).  
 
In 1988, the number of Japanese arriving in Australia outnumbered tourists from any other 
country for the first time (Penberthy 1988). One of the main destinations was, and still is the 
Queensland Gold Coast, one of Australia's most significant global attractions, where tourism 
is also the main industry (Queensland Government 2005). The Gold Coast has many major 
tourist attractions, including surf beaches, national parks, and theme parks. Outbound travel 
from Japan more than doubled in the 1990s, as economic prosperity, lifestyle changes among 
the Japanese caused by increasing disposable income. A strong yen also contributed to the 
higher demand for international travel and other leisure- and recreation-related activities (Lim 
& McAleer 2005). Japan ranks as the world’s fourth largest market for international tourism 
(European Travel Commission 2006). Until today, Japan has remained one of the strongest 
foreign interests in Australia. Visitor numbers from Japan on the Gold Coast reached their 
peak in 1996, however the last decade has been characterized by ups and downs. Since 1997 
the market has experienced a general decline due to changing air capacity and major world 
events like September 11, the SARS epidemic and the Iraq war. However, despite recent 
decline, the Japanese numbers are still strong and the nation is rated as the second largest 
foreign interest on the Gold Coast (Japan Tourism Gold Coast 2007a). 
 
According to Maguire (2001) the large amount of Japanese tourists on the Gold Coast has 
resulted in tourism companies having to market themselves extensively and directly on the 
Japanese market. Marketing in Japan presents Australian tourism companies with a lot of 
challenges, as Japan is a very unique market, which is very different from Australia. Culture 
is in a constant change, and cultural models and tools can be used to analyze a target markets 
potential (Hofstede 1980, Hall 1976). Due to the cultural differences between the countries, it 
is vital that tourism marketers understand and adjust to the cultural characteristics of the 
Japanese tourists to promote themselves successfully (Nishiyama 2000, Gesteland 2003).  
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1.2 PROBLEM DEFINITION 

1.2.1 Purpose 
The purpose of this study is to investigate marketing promotions within the tourism industry 
on the Gold Coast, Australia, focusing on the tourism companies’ promotional efforts on the 
highly important Japanese market. We aim to identify characteristics of the Japanese tourists, 
along with cultural aspects and other critical success factors when promoting on the Japanese 
market. Through our analysis, we also to aim to illustrate the difference in promotion on the 
Japanese market between companies of different size. 
 
The knowledge in Japan concerning the Scandinavian countries has also increased over the 
last years (Scandinavian Tourist Board 2006). In addition to being helpful for Australian 
tourism companies planning to market themselves on the Japanese market, this thesis can be 
of inspiration and helpful guidance for Scandinavian tourist companies wanting to learn more 
about the Japanese tourists and market.  

1.2.2 Research Problem 
Based on the background presented and the purpose of our study our research question will 
be:  
 
‘How can Australian tourism companies effectively promote themselves on the Japanese 
market?’ 

1.2.3 Research Objectives 
To specify the information that is to be obtained in this thesis, we have divided our research 
question into five specific research objectives to be answered along the process:  
 
Research Objective 1: To get a better understanding of tourism- and attraction marketing. 
 
Research Objective 2: To get familiar with the characteristics of the Japanese tourist and their 
travel patterns.  
 
Research Objective 3: To investigate which factors in regards to culture, are influencing the 
tourism companies’ promotion in Japan. 
 
Research Objective 4: To identify critical success factors for successful promotion of 
Australian tourism companies on the Japanese market, such as which elements of the 
promotion mix are the most effective for Australian tourism companies to use in Japan. 
 
Research Objective 5: To identify similarities and differences between small and large 
companies when it comes to tourism promotion on the Japanese market. 
  

1.3 DELIMITATIONS 
We started out with the broad subject of international marketing. Having considered many 
possible markets, we chose to focus on Japan, as it is a unique and very interesting market. 
Wanting to look at the Japanese market from an Australian perspective, the Queensland Gold 
Coast became the natural choice of scope, as one of Australia's most significant global 
attractions where the Japanese interests are immense and growing. To narrow down our topic 
further, we made the choice to focus on tourism companies inbound in Australia, as this gave 
us the opportunity to look at the Japanese market without having to actually visit Japan. This 
way we could study the Japanese market, inbound in Australia.  
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We will also be focusing on the promotion part of the tourism marketing mix, as this shows us 
how to directly target the potential Japanese tourists. It would also have been interesting to 
investigate the other elements of the marketing mix more thoroughly (the 8P’s of tourism 
marketing are further discussed in Chapter 3), but we chose to delimit ourselves from this as it 
would make our topic too broad. However, other parts of the tourism marketing mix will be 
addressed as it is in direct connection with facilitating promotion. We will also in this study 
focus only on private sector companies within the tourism industry. We have chosen to see 
the problem from the company’s point of view. This is appropriate because we want to look at 
key factors such promotional tools, and other critical success factors, which are ultimately of 
interest for the company, not the consumer. As shown in Figure 1 below, we have narrowed 
our scope substantially to end up at our current topic. 
 

 
Figure 1 – Delimitation (own construction) 

1.4 DEFINITIONS 
In this part, reoccurring concepts and words are defined to facilitate understanding when 
reading this thesis.  
 
Attractions  - A permanently established excursion destination, which primary purpose is to 
allow public access for entertainment, interest or education; rather than being principally a 
retail outlet or venue for sporting, theatrical or film performances. It must be open to the 
public without prior booking, for published periods each year, and should be able to attract 
tourists or day visitors as well as local residents. In addition, the attraction must be a single 
business, under a single management, and must be receiving revenues directly from visitors 
(Fyall et al. 2003). 
  
Culture  - Culture has many definitions, and it affects everything people do in their society 
because of their ideas, values, attitudes, and normative or expected patterns of behaviour. 
Hofstede (1980, pp. 21-23) defines culture as ‘the collective programming of the mind which 
distinguishes the members of one group from another’ . One could say that culture is a set of 
shared and enduring meaning, values, and beliefs that characterize national, ethnic, or other 
groups and orient their behaviour (Mulholland 1991). 
 
Promotion – Promotion attempts to increase demand by conveying a positive image of the 
product to potential customers through appeals to the perceived demands, needs, tastes, values 
and attitudes of the market or a particular target market segment (Lawton & Weaver 2005). 
 
Service – ’Services are activities or series of activities of a more or less intangible nature that 
normally, but not necessarily, take place in interactions between the customer and service 
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employees and/or physical resources or goods and/or systems of the service provider, which 
are provided as solutions to customer problems’ (Grönroos, 1990, p. 27). 
 
Tourism – The temporary movement of people to destinations outside their normal place of 
work and residence, the activities undertaken during their stay in those destinations, and the 
facilities created to cater to their needs (Cook et al. 2002) 
 
Tour Operator – Company responsible for transporting and informing groups of tourists, 
providing daytrips or excursions, or and touristy journey involving a period of travel and 
overnight stay (Holloway 1998).  
 
Trade – Japanese wholesalers and travel agents whom primarily sell travel products to 
Japanese consumers (own definition).  
 

1.6 DISPOSITION 
The model below outlines the disposition of our thesis. 
 

 
Figure 2 – Thesis Disposition (own construction) 
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Throughout the thesis, we have originated in the background to our problem, research 
problem and purpose. Every part of our thesis is connected, from the problem background to 
the final conclusions, with individual research objectives corresponding to certain key 
concepts of the theoretical framework. The theoretical framework was also used as the basis 
of our interview guide and collection of empirical data. In the analysis, theory and empirical 
data is compared and discussed before the final conclusions and implications.  
 
Chapter 1 highlights the problem background, which illustrates the current situation in the 
tourism industry in Australia and the Gold Coast. This is followed by the problem definition, 
which contains of purpose, research problem and specific research objectives. Additionally, 
this chapter presents the delimitations, definitions, and this disposition. 
 
Chapter 2 addresses methodology, where our choices of action are presented and justified. 
Topics raised are research method, research design, data collection, analysis method, and 
reliability and validity.  
 
Chapter 3 comprises the theoretical frame of reference relevant for this study. Main topics 
include Tourism Marketing, Promotion, the Collaborative Approach, Japanese Market, 
Japanese Culture, and the Japanese Tourists.  
 
Chapter 4 presents the empirical data collected through out qualitative study, and comprises 
information concerning our companies of scope and the results from our interviews.  
 
Chapter 5 discusses, interprets, and connects the theoretical framework with the empirical 
findings in an analysis.   
 
Chapter 6 sums up the main findings of the thesis, suggests managerial implications and 
further research along this topic.    
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2.0 METHODOLOGY 
In this part our choices of action will be presented, describing our choice of research design, 
research method, data collection, and analysis method. In this conjunction we want to 
describe what intentions we have for the analysis as a whole, and how we want to pursue it. 
Finally, the reliability and validity of our study will be discussed. 
 

2.1 RESEARCH METHOD  
The choice between qualitative and quantitative approach is one of the major decisions in 
research methods. This choice will set the structure for the whole following study and the way 
it is outlined. The choice can be hard to make, but the researchers need to keep in mind what 
they want to achieve with the study and by doing so, choose the most suitable method 
(Jacobsen 2002, Zikmund 2003, Hartman 2004). Another important decision to make is 
whether to approach the study inductively or deductively.  

2.1.1 Qualitative vs. Quantitative Approach 
A qualitative approach gives the opportunity to look at details, and to receive a deeper 
understanding and a general picture of what the situation appears to be (Jacobsen 2002). 
‘Qualitative methods allow us to stay close to the empirical world. They are designed to 
ensure a close fit between the data and what people actually say and do. By observing people 
in their everyday lives, listening them talk about what is on their minds, and looking at the 
documents they produce, the qualitative researcher obtains first-hand knowledge of social life 
unfiltered through concepts, operational definitions, and rating scales’ (Taylor & Bogdan 
1984 p. 7). This method is characterized by flexibility and closeness to the test object. 
 
The opposite of the qualitative approach is the quantitative approach, which has its 
fundamental starting point in that the society can be measured by methods that give 
information in numbers (Jacobsen 2002). The quantitative approach gives the possibility to 
measure different opinions on a large number of questions from a large range of respondents 
(Creswell 2003, Zikmund 2003). 
 
We took a qualitative approach to this study, as our problem requires a deep insight, and we 
wanted to uncover several possible nuances of the subject. This is not possible to the same 
extent with a quantitative study. We had no intent of quantifying our data, because we find it 
unnatural in this kind of study, and wanted to be more concise by going deep instead of broad. 
This is more suitable when addressing complicated topics like culture and tourism behaviour. 
Zikmund (2003) suggests that a qualitative approach is suitable when the researcher want to 
get a greater understanding for a process or a situation.  
 
However, the qualitative approach also has some disadvantages for the results of the research.  
Due to the demanding nature of the approach, variables are often prioritised over units. We 
are aware that a quantitative approach probably would have given result that could have been 
generalised statistically. However, this was not the purpose of the study. A deep 
understanding is more suitable in this research than the results that would have been derived 
from a quantitative approach (Jacobsen 2002).  

2.1.2 Inductive vs. Deductive Approach 
The deductive approach goes ‘from theory to empiricism’. When a researcher adopts a 
deductive approach, he has to obtain certain expectations about how the world appears, and 
then collect empirical data to see if the expectations coincide with reality (Jacobsen 2002). 
The inductive approach goes the opposite way, ‘from empiricism to theory’. The researcher 
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goes into the reality without any expectations, collects all relevant information, and finally 
systematizes the data collected (Jacobsen 2002). 
 
Of these two approaches, we chose to use the deductive approach. We started by collecting all 
relevant theory on the subject through secondary data, and formed the collection of empirical 
data on this foundation. We chose this approach as we wanted to get our interview objects’ 
view of already defined and discussed theories (Hartman, 2004). However, the risk with this 
approach is that we collect information that only supports our own expectations. This can lead 
to that important and relevant information is ignored (Olstedt 2001, Jacobsen 2002). 
Therefore, our approach also boarders against being adductive, as we also aimed to get 
additional information from our interview objects in a more exploratory nature. The adductive 
approach is a mix between the inductive and deductive approach, combining already written 
material with new information received through interviews (Olstedt 2001). 

2.1.3 Small N-studies 
Having chosen to go deep instead of broad through conducting qualitative research, we find it 
suitable to use small N-studies, which are similar to case studies. The main difference is 
however, that in small N-studies, the focus is on more than one company, and it is not the 
company itself that is of interest (Jacobsen 2002). Instead, it is the phenomenon of marketing 
Australian tourism companies in Japan that is of interest and presents the context of this 
study. Jacobsen (2002) also mentions that if units from different contexts are mixed, the result 
will be a more diverse and rich description of the phenomenon. This way, it is also possible to 
illustrate the variation that can be found among the attraction companies. The chosen 
companies that will provide the base of this study are: Dreamworld, Warner Village Theme 
Parks, Tropical Fruit World, and Aries Tours. The first three companies are classified as 
Attraction Companies, while the latter is classified as a Tour Operator. To be able to 
distinguish similarities and differences due to the size of the companies, we chose two smaller 
companies, which are categorized as SMEs and apply with the term’s definition1, and two 
large companies. Tropical Fruit World and Aries Tours are SMEs, while Dreamworld and 
Warner Village Theme Parks (WVTP) are large companies, substantially exceeding the 
measurements of an SME.  
 

2.2 RESEARCH DESIGN 
Research design is the means by which researchers plan the collection of data to answer the 
research question. The researcher can choose between descriptive, causal and exploratory 
designs (Zikmund 2003, Gripsrud et al. 2004). Descriptive design is designed to describe 
characteristics of a population or a phenomenon, and is most commonly used in quantitative 
studies (Zikmund 2003, Gripsrud et al. 2004). As our aim with this study was not to draw 
conclusions regarding a whole population, or conduct a broad survey, this design was not 
appropriate. Causal design is concerned with how one variable affects or is responsible for 
changes in another variable, which was neither suitable for our study. Our aim was to get a 
deeper understanding of the topic in question, by conducting small N-studies of a few 
companies. This approach is best accompanied with an exploratory research design, which is 
used to explore an area that the researchers have little knowledge about in the starting point, 
and is preferably used in qualitative studies (Zikmund 2003, Creswell 2003, Gripsrud et al. 
2004). The goal of our study was initially to understand and interpret the phenomenon in 

                                                 
1 SME - a company with less than 250 employees, and either annual turnover not exceeding €50M or a balance 
sheet totaling €43M, and which is not part of a larger enterprise that would fail these tests (European 
Commission 2007). 
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question the best way possible (Gripsrud et al. 2004). We wanted to procure information that 
would illustrate how Australian tourism companies successfully targets the Japanese market.  
 

2.3 DATA COLLECTION      
Our study consists of both secondary and primary data. As mentioned, we started out by 
reviewing secondary data to gain a better understanding of the subject and to have a good 
foundation to build on when collecting primary data. 

2.3.1 Secondary data collection 
Secondary data is data that is already collected to serve another purpose, by other persons. 
This form of collecting data is much less expensive than primary data collection, and is easy 
and readily available (Gripsrud et al. 2004). The secondary data in this study includes books, 
publications, journal articles, practitioner articles and web sources. These sources have 
primarily been found by using search engines in connection with the University of the 
Sunshine Coast and Halmstad University. Books have been founds through the library 
catalogue databases at the two universities’ libraries; journal articles through search engines 
such as ABI/Inform, Emerald, and EBSCO Host; practitioner articles through governmental 
websites, Google and the Datamonitor search engine; and web sources by using company 
websites, Google and AltaVista.  
 
When working with secondary sources one can often get forced to build a valuation about 
how believable the sources are. The central question is simple: ‘Could the author of the 
source have had personal interests in mind when writing the source?’  If the answer is yes, 
the source should be interpreted with caution (Jacobsen 2002). 
 
During the process, we aimed to use as relevant and updated information as possible. 
However, some of the journal articles on the subject were written in the 1990’s, which made it 
important that we scrutinized them thoroughly, assessing the content to be relevant even 
today. Therefore it also became very interesting to find out through our collection of primary 
data, whether our assessment was correct. We were also aware that web sources might not 
hold the same credibility as books and journal articles. More neutral institutions are often 
more reliable because they do not have a subjective interest in displaying the situation a 
certain way (Jacobsen 2002, Zikmund 2003). Therefore we limited the amount of web 
sources, only using the ones we considered to be reliable and relevant within our chosen 
context.   

2.3.2 Primary data collection 
‘Primary data consists of information collected for the specific purpose at hand’ (Kotler et al. 
2005, p. 346). The researcher collects the information for the first time, going directly to the 
primary source, and the data collection is tailored for the specific problem. Primary data 
collection can be conducted through interviews, observations or surveys (Jacobsen 2002, 
Zikmund 2003). Our primary data was collected by conducting depth interviews with 
managers in four tourism companies on the Gold Coast. To specify our choice of companies 
and the way we conducted our primary data collection, sampling and interview method will 
be presented next.  
 

2.3.2.1 Sampling 
Sampling is the final stage in the research process before data is collected, and is concerned 
with identifying the objects for our primary data collection (Zikmund 2003). We based our 
sampling process on non-probability sampling, where units are selected on the basis of 
personal judgment or convenience (Zikmund 2003). It was important that the companies we 
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targeted fitted the context and scope of our study. We also wanted to be geographically close, 
to facilitate the process of conducting personal interviews. As our target market in this thesis 
was Japan, the Gold Coast of Australia was the perfect scope, due to its large Japanese 
interests. Using the web site of Japan Tourism Gold Coast, a non-profit organisation with a 
cross section of members involved in the Gold Coast and South East Queensland's Japanese 
inbound tourism industry (Japan Tourism Gold Coast 2007), we got the contact information 
of several tourism companies with a substantial focus on targeting the Japanese market.  
 
Our aim was to find four suitable companies, however ten were contacted to insure for 
possible reductions. Contact was initiated through email, enquiring for personal interviews 
with managers in positions to fit the context of our study. The response was mainly positive, 
and we chose to continue the process with four interesting companies of different sizes and 
characteristics. All managers that were to be interviewed have positions that are directly 
responsible for marketing in Japan.  
 

2.3.2.2 Interview method and process 
Two of our target companies had the possibility to meet with us in person, while the 
remaining two could only respond extensively via email, due to a busy work schedule. 
However, all companies followed the same interview guide. We chose to conduct 
unstructured interviews, as due to its qualitative nature provides a greater breadth of data than 
other interview methods. We also chose to use the traditional type of unstructured interviews, 
also known as the open-ended, ethnographic (in-depth) interviews (Denzin & Lincoln 2000). 
This method was the most suitable for our study as we aim to get deep and elaborate answers 
from our interview objects, gaining a better understanding of the chosen topic, influenced by 
the managers’ own experiences.  
 
Following the criteria for our chosen interview method, we formed our interview guide based 
on research objectives two till four, the purpose of our study, and the relevant theoretical 
framework. The first research objective was fulfilled through the theoretical framework, and 
the fifth research objective was fulfilled through our final analysis of the interviews. The 
open-ended question assisted us in getting the interview objects’ own thoughts and words on 
paper, and gave us the possibility to ask follow-up questions. Gripsrud et al. (2004) verifies 
this by stating that qualitative interviews should have open-ended answers due to the fact that 
the questions asked are of information-seeking characteristics. We divided our interview 
guide into five parts, addressing different topics. The fist part consists of introductory 
questions; part two addresses characteristics of the Japanese tourists, their travel patterns and 
culture; the third part addresses tourism promotion; the fourth part deals with critical success 
factors; and the final and fifth part wraps up the interview with some final questions (see 
Appendix 1).  
 
A tape recorder was used, and had been approved by the respondents, together with our own 
notes to get as much as possible out of the interview. All respondents were asked whether 
they preferred to be anonymous, or if we could use their names and companies as references, 
which all respondents approved. We also had the possibility to return with additional 
questions if necessary.  
 
The most important aspect with collecting primary data is to get a picture as equitable as 
possible and the interview object’s understanding and opinions of the subject. When being 
present we could also observe the respondents, and take notes of their reactions to the 
questions asked. This gave us additional information on the respondents’ attitudes, adding 
validity to the answers (Jacobsen 2002). When it comes to the email responses, we were 
aware that we could not correctly observe the actual context of the interview, which could 
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influence the answers. This conveys that the answers may not be as detailed and valid as the 
answers gained from the personal interviews (Denzin & Lincoln 2000). However, according 
to Jacobsen (2002), a positive aspect of email interviews is that the interview effect decreases. 
When conducting personal interviews, we were aware of minimizing the interviewer effect, 
keeping in mind the potential risk of undesirable interactions between us and the respondent, 
which could lead to biased results (Eriksson & Wiedersheim-Paul 2001). According to 
Dahmström (2000), this can be a result of tone or choice of words or even style of clothes. 
The personal interviews were also conducted at the respondent’s workplace, which created 
good conditions and a relaxed atmosphere, which in turn favoured the reliability and validity 
of the obtained information. The spoken or written word also always has a residue of 
ambiguity, no matter how carefully we word the questions and how carefully we report or 
code the answers (Denzin & Lincoln 2000). 
 

2.3.2.3 Ethical considerations 
Conducting interviews, there are some ethical considerations to take into account. As 
suggested by Denzin & Lincoln (2000), because the objects of enquiry in interviewing are 
human beings, researchers must take extreme care to avoid any harm to them. The interaction 
between the parties involved identifies several ethical questions as all parties expect certain 
rights and feels certain obligations toward the other parties. When it comes to ethical 
considerations for the respondents, they have the right to free and informed consent, privacy, 
anonymity, confidentiality, and not to be deceived. They also have the obligation to be 
truthful (Zikmund 2003).   
 
To minimize ethical issues towards the respondents in the collection of the primary data, all of 
these aspects were considered along the process. Respondents entered the interview by their 
own will, and did not have to give up their name or any other information that would identify 
them if they did not approve to do so. It was also clearly described to them what the interview 
was about and the purpose it serves.   
  

2.4 ANALYSIS METHOD 
For our analysis, we adopted Jacobsen’s (2002) three stages for analyzing qualitative data; 
description, systematization and categorization, and combination. Empirical results were 
described, systematised and categorized in our empirical findings, before it was combined and 
discussed in terms of the theoretical framework in the analysis. Jacobsen (2002) recommends 
to first looking closer into a topic before clarifying the opinions found by other persons. 
Findings from each interview where categorized by three main topics to give the reader a 
clear overview and to facilitate the following analysis.  
 
In the analysis, we originated from the theoretical framework, and subsequently connected it 
with our empirical findings to identify similarities and difference that occurred. To make sure 
that all of our research objectives were met along the process, the analysis chapter was 
divided into subsections according to these five objectives. We chose this process to identify 
the most vital collected information and be able to present it in a model (Jacobsen 2002). The 
building of our analysis is presented in Figure 3 below. 
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Figure 3 – Building the Analysis (own construction) 

 

2.5 RELIABILITY AND VALIDITY 
Reliability is about trusting the results of a research. One definition easy to understand is:  
‘Whatever we wish to measure, it is important that we measure it in such a way that the 
measure would agree with anyone else’s measure of the same variable in the same way’ 
(Graziano & Raulin 1989, p. 78). Validity is about having a good methodology to secure that 
what we measure is what we actually want to measure (Graziano & Raulin 1989, Jacobsen 
2002).   
 
Reliability is according to Yin (2003) to show that if anyone else where to follow the same 
procedures and repeated the study; the study would show the same results. What affects the 
reliability is that the researchers have preconceived notions concerning the topic, which 
influences the collection and interpretation of the data (Yin, 2003). Conducting this study, we 
were aware of this weakness and kept it in mind throughout the process. However, a degree of 
uncertainty is always present as assumptions need to be done, which could possibly lead to 
the reality not being mirrored correctly (Yin, 2003). 
 
Validity implies that one is measuring what is relevant in the context, while reliability implies 
that one is measuring it in a reliable way. One should always strive for both high validity and 
reliability. In this research process data is being filtered through our eyes. This implies that all 
our work concerning the analysis to a certain extent will be coloured by our perceptions and 
opinions. However, you cannot avoid personal interpretations when using a qualitative 
method (Creswell 2003). Having chosen our interview objects strategically has heightened the 
validity of our work, as the chosen objects are seen as optimal to fit the context and scope of 
our study.  
 
To increase the external validity (the degree to which it can be generalized) more companies 
would have to be investigated (Jacobsen 2002); however this was not the purpose of our 
study. Our interview objects are all very competent within the subject, having managing 
positions covering marketing efforts on the Japanese market. This increases the validity of our 
study. However, the managers are also captured inside their own pattern of thoughts, and 
might have based some of their statements on behalf of single incidents and personal 
experiences.   
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After having compared the theoretical framework with the empirical findings, we consider the 
thesis’ purpose, research problem, and research objectives to be answered. However, we need 
to scrutinize the chosen method and the way it was conducted in terms of reliability and 
validity.   
 

2.5.1 Reliability and Validity of Results 
The interview guides were based upon the theoretical framework, which was initially based 
upon the research problem, objectives, and purpose of this thesis. Hence, we were able to 
include the most important parts of the theoretical framework to facilitate the analysis process 
when the empirical findings were to be applied. We find this procedure to strengthen the 
validity of the thesis, something that is supported by Wisker (2001).  
 
To strengthen the reliability of our results, the interview guide was sent in advance to our 
respondents. The email respondents were given a generous amount of time to answer, and the 
respondent we were to conduct personal interviews with got time to prepare and reflect over 
the questions before the actual interview. We consider this to have increased the reliability of 
the results. A risk with this was however that there is a possibility that the respondents gave 
us the answers that they were expected to give, instead of giving more spontaneous and 
honest answers, which might have come forward if the questions were first presented during 
the interview. There is also an important difference between the answers provided over email, 
and the ones given during the personal interviews, as we were able to analyse the context 
surrounding the questions only when we were present. We are aware that this might have 
lowered the reliability of our results.  
 
As we were both present during the personal interviews, we also had the opportunity to get 
our interpretations confirmed. We also emailed a summary of the interview findings to our 
respondents to make sure nothing was misinterpreted. We find these efforts to have 
strengthened the reliability of our results. We also found the answers from the different 
respondents to be similar, something that makes us trust our results. This also indicates that 
our results can be generalized to a certain extent.  
.  
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3.0 THEORETICAL FRAMEWORK 
In this chapter, the different theories on the subject are presented, alongside with the views of 
different authors on the subject. This theoretical framework is a basic approach to 
understanding our chosen subject and the kinds of variables we aimed out to look at. The 
chapter starts out by presenting topics related to tourism and attraction marketing, followed 
by critical aspects concerning Japan. 
 

3.1 TOURISM MARKETING 
Tourism is usually classified as a part of the service sector of an economy. Lumsdon (1997) 
defines tourism marketing as ‘the managerial process of anticipation and satisfying existing 
and potential visitor wants more effectively than competitive suppliers or destinations. The 
management of exchange is driven by profit, community gain, or both; either way long-term 
success depends on a satisfactory interaction between customers and supplier’ (Lumsdon 
1997 p. 25).  
 
There is a set of five underlying principles, which make the marketing of services more 
difficult than the marketing of industrial, or consumer goods. They are: intangibility, 
perishability, heterogeneity, inseparability, and lack of ownership (Ferrell & Hartline 2005). 
The following table gives further explanations to these principles, and its implications for 
tourism marketing. 
 
Table 1 – Underlying Principles of Services (Adapted from Lumsdon 1997, Lawton & 
Weaver 2005) 
Principle Explanation Implications 

Intangibility 

Services are mainly intangible by nature. It 
is impossible for the consumer to touch, 
smell, feel or hear the service offering in 
the same way as they can test a product. 

Tourism marketers tend to ’tangibilize’ the 
tourism offering in brochures and videos – 
visual displays of the real thing. 

Perishability 

It is not possible to store services. An 
unoccupied seat on a train or bed in a 
guesthouse is lost forever unlike a product 
which can be stockpiled until demand rises 
once more. 

The management task emphasized managing 
demand and capacity to a degree of fine 
tuning. For instance, airlines offer standby 
fares to those willing to fill unexpected 
empty seats at short notice. 

Heterogeneity 

It is difficult for service marketers to 
standardize service provision given the 
close contact between staff and consumers. 
Performance varies regardless of processes 
designed to minimize this factor. 

Tourism marketers design processes to 
minimize differences in service encounters 
and provision between different outlets or 
between different shifts at a hotel, for 
example. Provision of uniforms and of 
similar physical surroundings illustrates 
evidence of standardization. 

Inseparability 

The service provision and consumption 
occur at the same time and both provider 
and consumer interact in the process of 
delivery. This obviously is why 
standardization of service is so difficult as 
consumer involvement is high. 

Marketers attempt to devise delivery systems 
which ease interaction and invest in 
campaigns to educate staff and consumers on 
how to get the best from the interaction.  
Training in hotels emphasized how staff can 
manage the interaction. 

Lack of ownership 
The consumer does not take title of goods 
as in product marketing. They bring back 
memories and feelings. 

The marketer emphasizes pictorial reference 
and souvenirs to reinforce image of holiday 
experience. 

 
The critical components that determine the demand for a business or attraction are collectively 
known as the marketing mix. Several different marketing mix structures have been proposed, 
a popular one being the 8P model by Morrison (2002), which is especially suitable for tourism 
and attraction marketing (Lawton & Weaver 2005). The 8P’s include Place, Product, People, 
Price, Packaging, Programming, Promotion, and Partnerships. 
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Place – Place is essential in tourism marketing as tourists must travel to the destination in 
order to consume the tourist or attraction product. Relative location (proximity to actual and 
potential markets and competitors) is a critical element of place, as is coverage (the other 
places that are identified as target markets for marketing and promotional efforts) (Lawton & 
Weaver 2005). 
 
Product – The product component encompasses the range of available goods and services, 
their quality and warranty and after sales service (Lawton & Weaver 2005). 
 
People – People enter the marketing mix equation in at least three ways: service (attraction or 
tourism) personnel, tourists, and local residents. The incorporation of the ‘people’ component 
in the marketing mix (and the tourist component in particular) has been greatly assisted by the 
emergence of database marketing (a comprehensive computer-driven marketing approach that 
is based on prior business transactions with customers) (Lawton & Weaver 2005). 
 
Price – Price is a critical marketing mix element, since affordability constitutes an important 
pull factor in drawing tourists to particular destinations. The pricing techniques can be profit 
oriented, sales oriented, competition oriented or cost-oriented (Lawton & Weaver 2005). 
 
Packaging – Packaging refers to the deliberate grouping together of two or more elements of 
the attraction or other tourism experience into a single product. This is best illustrated in the 
private sector by the provision of set-price package tours that integrate transportation, 
accommodation, visits to attractions and other complementary tourism components (Lawton 
& Weaver 2005). 
 
Programming – Programming is closely related to packaging in that it involves the addition of 
special events, activities or programs to a product to make it more diverse and appealing 
(Morrison 2002).  
 
Promotion – Many people see promotion as being synonymous with marketing. Promotion 
attempts to increase demand by conveying a positive image of the product to potential 
customers through appeals to the perceived demands, needs, tastes, values and attitudes of the 
market or a particular target market segment (Lawton & Weaver 2005). In this study, the 
particular target market segment is Japan, and as promotion is the core topic of this study, a 
more elaborate description will follow in chapter 3.1.1. 
 
Partnerships – Mutual benefits can result when similar or dissimilar businesses embark in 
cooperative product development and marketing on a temporary or longer-term basis (Fyall & 
Garrod 2004, Lawton & Weaver 2005). This P is also particularly important for this study, 
and will be addressed further in chapter 3.1.3 – The Collaborative Approach. 

 3.1.1 The Promotion Mix for Tourism Marketing 
As the scope of this thesis focuses on the promotion P of tourism marketing, the promotion 
mix will be presented to address the different types of promotion available and most common 
for tourism companies to use. As mentioned above, many people see promotion as being 
synonymous to marketing (Lawton & Weaver 2005). Tourism promotion includes personal 
selling, sales promotion, publicity, merchandising, advertising, and Internet marketing. 
Personal selling entails a direct approach to a particular client, usually a large corporation 
whose potential investment justifies the added costs of this individual approach (Ferrell & 
Hartline 2005, Lawton & Weaver 2005). Sales promotions are short-term strategies that 
promote a product through temporary discounts (Ferrell & Hartline 2005, Lawton & Weaver 
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2005, DelVecchio et al. 2006). Publicity, merchandising, advertising, and Internet marketing 
are the most common promotion techniques used by tourism and attraction companies 
(Lawton & Weaver 2005), and will be more thoroughly presented below. 
 

3.1.1.1 Publicity 
The nature and quality of an organization’s communications has a major impact on the 
perception that the public has of the organization and thus affects the demand for its products 
or services (Boyle 2004). Publicity can occur through press releases and is one of the least 
expensive means of promotion, and one that can be readily used by destination managers 
(Lawton & Weaver 2005). Publicity is non-personal form of communication for which the 
company has both the space and time. The communication typically comes in form of 
editorials, news-stories and announcements about a certain organization, its services and 
products (Belch & Belch, 2001). However, there is a risk in such unsolicited media coverage 
that the publicity will be negative (Lawton & Weaver 2005). 
 

3.1.1.2 Merchandising 
Merchandising can be used very effectively as a promotional tool when it involves the sale of 
products that are readily associated with a particular company or destination. This might 
involve items of clothing on which an attraction or tour operator’s logo is prominently 
displayed. There are several advantages associated with well-formulated merchandising 
strategies. First, it generates direct income, and all the more so since logo products often sell 
at a premium. Second, since such products are usually purchased as souvenirs, they tend to be 
prominently displayed as status symbols back in the origin region, thereby maximizing 
exposure to potential customers. Third, it is commonly the more frequently worn items of 
clothing, such as caps and t-shirts, that are merchandised, and therefore the purchasers of 
these products are likely to spend more time acting as walking billboards for the tourism 
company (Lawton & Weaver 2005).  
 

3.1.1.3 Advertising 
Advertising stands for any paid form of non-personal communication. This applies to an 
organization, product, service or an idea. It attracts the awareness of the consumer, thus 
generating sales (Belch & Belch 2001). Advertising is the most common form of promotion, 
and constitutes a major topic of investigation and management in its own right. It is also the 
dominating form of promotion when it comes to marketing attractions and destinations (Fyall 
et al. 2003). A major decision when it comes to advertising is the selection of the media type 
that will best convey the desired message to the target market. The most commonly used 
Medias are television, radio, newspapers and magazines, brochures and the Internet (Lawton 
& Weaver 2005). 
 
Television – The attraction of television as a media outlet is based in part on its ubiquity, at 
least within high-spending industrialized countries like Japan. Television is more effective 
than any other contemporary mainstream media in conveying an animated, realistic image of 
a product. To be cost-effective, television-oriented advertisements must capture the viewer’s 
attention quickly and convey the message within a short period of time. Also, they should be 
timed to optimize exposure to the target audience (Lawton & Weaver 2005). 
 
Radio – As a media outlet, radio has long been overtaken by television, but it is still important 
in many almost industrialized and industrializing societies as a promotional device. In 
industrialized countries like Japan, radio remains important as a source of information during 
work time. Although less expensive than television, a major disadvantage of radio is the 
inability to convey visual information, which is very important in tourism and attraction 
marketing (Lawton & Weaver 2005). 
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Newspapers and magazines – Newspapers and magazines have the advantage of containing 
messages that can be accessed at any time, and may persist for many years in the form of 
accumulated or circulating copies. However, this also means that the advertisement becomes 
obsolete as prices increase and the product or service is modified. An added complication in 
highly literate countries like Japan is the abundance of newspaper and magazine options, 
which requires marketers to conduct extensive research in order to identify the most effective 
target outlet (Lawton & Weaver 2005). 
 
Brochures – Tourism brochures are perhaps the most utilized form of advertising across the 
tourism and attraction industry, and are very important means through which package tours 
and products within particular destinations are selected. A characteristic that distinguishes 
brochures from television and printed media is their specialized nature – they are not provided 
as an appendage to a newspaper article or a television program, but concentrate 100 per cent 
on the promotional effort. Brochures are usually printed in bulk quantities, and made available 
for distribution through travel agencies, tourism information centers, hotels, attractions, and 
other strategic locations, as well as by mail. A way of making brochures more attractive and 
of minimizing their disposal is to include practical information and discount coupons or to 
treat the brochure itself as a means of gaining discounted entry at qualifying attractions. 
However, research has showed that brochures have more influence on those with no previous 
experience of an attraction or product than those who have (Lawton & Weaver 2005).  
 
Internet – The Internet is emerging as a mainstream media outlet that will eventually rival or 
even exceed television or newspapers and magazines. Its creative use as a promotional tool 
and distribution channel is illustrated by the rapid development of web casting technologies, 
which deliver interactive multimedia in real time (Lawton & Weaver 2005). The increasing 
importance of the Internet when it comes to tourism marketing will be addressed in the 
following subsection. 
 
 3.1.1.4 The importance of the Internet in tourism promotion 
The internet introduced opportunities for promotion of products and services to consumers, 
changing the competitiveness of all tourism enterprises and regions around the world 
(Papatheodorou 2006). The Internet not only facilitates website advertisement and improved 
public relations, but also enables a company to cultivate customer relationships, extend its 
business network, and become more competitive (Tsurumoto 2007). Heung (2003) mentions 
that in the travel and tourism industry, travel products and services appear to be well suited to 
internet marketing due to their distinctive high-prices, high-involvement, intangible, 
heterogeneous, high-risk and well-differentiated characteristics. Not surprisingly, the travel 
sector is rated among the top three product or service categories purchased via the Internet. 
 
An important characteristic of the Internet is that it is easy to develop and update a website 
due to their low cost and technical simplicity, which means that even the smallest tour 
operator or tourism company can obtain the same potential exposure as any large corporation. 
In this sense the Internet is instrumental in leveling the promotional ‘playing field’. 
Configured effectively, web casting can also help overcome the dilemma of intangibility 
(Lawton & Weaver 2005), which is discussed in chapter 3.1 – Tourism Marketing. 
 
Tourism and attraction companies can experience several benefits by promoting on the 
Internet. The main benefits are: reach a large audience, opportunity to sell at the last minute, 
promotion and sales outlet combined, no middlemen, open all hours, clarity of message, 
interactive means more memorable, reduced costs, collaboration made easier, good for market 
research, and that small suppliers can be as powerful as big ones (Briggs 2001, Heung 2003).  



  

 17 

3.1.2 The Collaborative Approach 
In tourism planning and policymaking literature, there has been increasing attention given to 
communication and collaboration (Dredge 2006). Given the increasingly difficult competitive 
environment in which many visitor attractions now find themselves, effective collaboration 
may make the difference between success and failure (Fyall et al. 2003, Fyall & Garrod 
2004). The Gold Coast has been able to create an environment and a set of formal and 
informal intra-destination relationships conductive to collaboration. Tourism companies on 
the Gold Coast are taking the collaborative approach when it comes to the efforts they are 
making on the Japanese market.  
 
Tourism Australia, Tourism Queensland, and Gold Coast Tourism are all governmental 
organizations, which help promote destinations and attractions of their assigned region (Japan 
Tourism Gold Coast 2007a). These governmental statutory authorities are responsible for 
international and domestic tourism marketing, and their activities in Japan facilitates 
promotion for attraction and other tourism companies by attracting visitors to Australia, 
Queensland, and the Gold Coast. The organizations focus on the continued development of 
cooperative partnerships and non-traditional alliances in order to maintain and increase 
Australia and the regions’ appeal to the core segments (Tourism Australia 2007).   
  
Japan Tourism Gold Coast (JTGC) is a non-profit organisation with a cross section of 
members involved in the Gold Coast and South East Queensland's Japanese inbound tourism 
industry. The principal role of Japan Tourism Gold Coast is to strengthen the function of the 
Japanese tourism industry on the Gold Coast and in South East Queensland. JTGC aims to 
provide for the greater satisfaction of the Japanese tourist, and increased visitation to the 
region, as well as to foster greater understanding of the importance of international tourism 
within the local community (Japan Tourism Gold Coast 2007). Even though several of the 
members of this organization are direct competitors, they come together to be able to improve 
their individual and collective performance on the Japanese market. 
 
According to Fyall & Garrod (2004), the benefits available to attractions from collaborating 
with one another include: 
• the opportunity for attractions to collectively brand, theme and/or package the visitor 
attraction product within a geographic area. 
• benefits to be derived from pooling of resources 
• scope to reduce individual risk and uncertainty through the sharing of market information 
• an opportunity to enhance the promotion of attractions and distribute the message through 
ever more complex channels of distribution 
• a chance for attractions to raise their individual profile, launch joint research and partake in 
attraction-specific forums 
• the occasion to develop more effective ’collective’ representation with industry and political 
bodies 
• the opportunity to work towards harmonizing the objectives of small-, medium- and large-
sized visitor attractions 
• the creation of a ’vehicle’ for the natural congruence of tourism objectives between 
interdependent partners within tourism destinations  
• an alternative to uneconomic an inefficient ’free market’ solutions whereby decisions are 
made that are made that are likely to benefit the wider destination rather than individual 
attractions in isolation. 
 
According to Fyall & Garrod (2004), disadvantages can also be derived from taking the 
collaborative approach: 
• mutual distrust and bad feeling among attractions with contrasting visitor numbers 
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• possible apathy, due to the potential tension between competitive and collaborative forces in 
the market place 
• inertia, owing to the failure or inability of attractions to advance at the same pace 
• unhealthy competition from non-participating attractions 
• conflict between attractions with various ownership backgrounds and objectives 
• broad unease over an apparent loss of control over decision making, with some partners 
sensing a greater loss of control than others 
• non-achievement as a consequence of limited time, finance and expertise  
• general scepticism of too many attractions being involved to achieve an adequate outcome 
• widespread unfamiliarity among attractions, which can involve the switching of resources to 
more familiar and safe strategies. 
 

3.2 JAPAN 

3.2.1 The Japanese Market 
Japan is one of the world's leading industrialized countries. With consistently high rates of 
growth throughout the 1960s and 1970s, the Japanese economy became the world’s second 
largest. However, during the second half of the 1980s, a dangerous equity and property price 
bubble developed. After suffering from recession during the 1990’s, the Japanese economy 
has recovered and is expected to continue growing. Economic growth has improved and 
unemployment has decreased due to increased export, investments and consumption (Swedish 
Trade Council 2006, Datamonitor 2006). Today, it is not hard to find highlights in the 
Japanese economy, which once again is the second largest in the world, preceded only by the 
United States. Therefore, the performance of the Japanese economy significantly affects the 
world (European Travel Commission 2006, Nobuyoshi & Toshiki 2006, Swedish Trade 
Council 2007), known for its hardworking employees and competitive companies supported 
by the government. According to Woronoff (2001), consumer spending in Japan is also the 
second highest in the world, with 126 million consumers spread to a relatively small space. 
However, Japan still has some issues to solve. The aging Japanese population will lead to 
increase in public spending and the country has a large national debt. The government agenda 
therefore includes economic reforms with decreased state expenditures, increased tax 
incomes, deregulations, and increased decentralization (Woronoff 2001). The immense 
economy of Japan heavily depends on trade with the external world. It is the world’s sixth 
largest exporter and importer and also the world’s largest international creditor. Its industrial 
strength is among the worlds largest and most advanced (Datamonitor 2006). 
 

3.2.1.1 Outbound Travel Patterns 
The growing economy also leads to more international travel. Japan ranks as the world’s 
fourth largest market for international tourism, after Germany, the US, and the UK (European 
Travel Commission 2006). Until 1964, the Japanese were not even allowed by their 
government to travel abroad for pleasure. That all changed in 1964, following the Tokyo 
Olympics, when the ban on overseas pleasure travel was finally lifted. Within a decade, Japan 
became the number one tourist-generating country in East Asia and the Pacific. By 1989, 
Japan also became the world’s leader in spending on international tourism. In 2000, and 
following nearly a decade of domestic economic depression, the more spending-conscious 
Japanese overseas travelers were still the fourth largest spenders on international travel in the 
world, after the Americans, Germans, and British (Mak et al. 2005). Japanese outbound travel 
has been growing over the last years, with exceptions of 2001 and 2003, due to September 11, 
the SARS epidemic and the Iraq War, which lead to reductions in Japanese outbound trips. 
However, in 2004 and 2005 it was back to normal – and growing, as showed in Table 2 
below.   
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Table 2 - Japanese Outbound Trips (European Travel Commission 2006)  
 2000 2001 2002 2003 2004 2005 
Total (’000) 17,819 16,216 16,523 13,296 16,831 17,404 
% annual change 8.9 -9.0 1.9 -19.5 26.6 3.4 

 
Today, Japanese travellers are the largest group of travellers to Australia, accounting for 40.4 
per cent of all foreign visitors (Lawton & Weaver 2005). However, even though tourist 
destinations around the world compete for high-spending Japanese tourists, Japan’s changing 
demographics towards an older population now raise concern that outbound travel growth 
from Japan may decline in the future (Mak et al. 2005).  However, there will also be a 
growing number of affluent retirees with the time and financial sources to travel (European 
Travel Commission 2006). 
 
Visitor numbers from Japan on the Gold Coast reached their peak in 1996. However, from 
1997 numbers started to decline as the country’s bubble economy burst. This directly affected 
consumers as well as the travel industry with bankruptcy of midsized wholesalers. From 2000, 
Japanese visitor numbers to the Gold Coast started to make a steady recovery. During the 
following years, the recovery was interrupted by world events namely September 11 and 
Ansett’s demise2. 2002, the Gold Coast started to make a reasonable recovery, but this was 
once again interrupted by other world events such as the Iraq war and the SARS epidemic. 
Signs of recovery started to show from 2003, however in 2004/2005 the market experienced a 
further decline due to the popularity of short-haul cheap Asian destinations (Japan Tourism 
Gold Coast 2007a). However, in despite of this recent decline, Japan is still one of the main 
foreign interests on the Gold Coast.  

3.2.2 The Japanese Consumer 
In Western countries it is commonly known that ‘the customer is always right’. In Japan, they 
go a step further, saying ‘okuyakasama wa kamisama desu’, which means ‘the customer is 
God’. The Japanese are taught to expect being served by others and to serve others from birth. 
With this mentality, being able to provide a top level service to their consumers is a second 
nature. In Japan the customer is never wrong, implying that great effort must be placed into 
taking care of unsatisfied customers, which might have a complaint (Genestre et al. 1995). It 
is important to have a high level of attentiveness and a care for the customer’s personal needs 
as well as business needs. The after-sale attention is as important as the attention given to the 
customer at the moment of purchase. If a customer finds the after-sale treatment poor they 
will without hesitation change brands (Genestre et al. 1995). Due to the importance of service 
in Japanese culture, giant companies in Japan have taken service to a whole new level. By 
Japanese definition the consumer has the power due to that the seller is willing to sell to any 
customer, while the consumer is not willing to buy from any seller. This is why the Western 
way of looking at such a transaction as equal is an unnatural view to the Japanese. The seller 
is the servant while the consumer is the master; hence there is no equality. Due to many 
competitors, sometimes the only thing that can attract consumers is the service. Service must 
go before all products. The entire organization is taught to know ‘what the customer really 
wants’ as opposed to ‘what the organization thinks the customer wants’ (Johansson & Nonaka 
1996, Genestre et al. 1995). Lately one large consumer group in Japan is on the rise and the 
members of this group are Japanese female consumers, which largely outnumber the male and 
are considered the main target group when approaching Japan (Normandy 2005). These 

                                                 
2 Ansett’s demise – The collapse of Ansett Airline in 2001 led to a loss of 50% capacity for Brisbane and 
subsequently the Gold Coast (Japan Tourism Gold Coast 2007a).  
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aspects concerning the Japanese consumer also need to be considered by the Australian 
tourism companies, which aim to appeal to a large amount of Japanese tourists.  

 3.2.3 The Japanese Tourist 
According to Tourism Australia (2007), the core segments on the Japanese market are office 
ladies, new 50s, school excursions/English study groups/sports groups, young office ladies, 
families, and business tourists. Brand messages in Japan promote the Australian travel 
experience as a unique combination of nature and indulgent outdoor lifestyles. The Japanese 
tourist has generally the same expectations as the general Japanese consumer. Today, the 
Japanese tourist motivation for travel has changed from ‘for the sake of travel’ to that of 
‘specific objectives’. Today, the Japanese travelers seem to be very eager to acquire new 
knowledge and to enjoy adventure through overseas travel (Gilbert & Terrata 2001). The 
Japanese tend to be sparing with their holidays, and in 2005 workers were granted an average 
of 18 days paid holiday, but they used only 8.4 days. Italy is the top aspirational destination 
for the Japanese, followed by Australia, Switzerland and France (European Travel 
Commission 2006). 
 
The Japanese Tourists are often characterized by short stay holidays, with a high propensity of 
participation in packages tours (Gilbert & Terrata 2001). In 2006, 66% of holiday/leisure trips 
were packages (Japanese Tourism Marketing 2006), as shown in Figure 4 below. Individually 
arranged travel accounted for only 19% of first time travelers’ trips, but 49% of trips by 
people who have traveled abroad nine or more times before (European Travel Commission 
2006). Over the last years, the way Japanese travel has also changed from being very group 
oriented towards becoming more independent. Nowadays, group travel is only a small market 
segment, as shown in Figure 4 below. The Japanese travel abroad all year round, however 
most trips take place in August and September as shown in Figure 5 below.  
 

 
Figures 4 and 5– Japanese Travel Arrangements and Main Travel Seasons (Japanese 

Tourism Marketing 2006) 
 
Regarding gender, the proportion of females taking packaged tours is higher than that of 
males. Age is also linked to this as middle-aged and elderly groups are more likely to choose 
packaged tours. There are several reasons for this, which are related to costs and cultural 
aspects. First, joining a packaged tour, the Japanese tourists can find themselves as a member 
of a group. The second reason is that they can be free from fear of communication with 
strangers, and speaking English. The average Japanese consumer does not speak English and 
rarely understands it when spoken in a native accent. Thirdly, they can avoid the stress in 
doing the wrong things or causing embarrassment. Additionally, by taking a package, they are 
pressurized to see and experience as much as possible during the short duration. These tours 
are also designed especially for Japanese tastes and requirements (Gilbert & Terrata 2001).  
Japanese tourists require a good deal of specialist attention, appreciating good manners, 
attention to details, small touches, and presents. Cleanliness and safety are also major 
concerns (European Travel Commission 2006). The Japanese still book their holiday trough 
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traditional channels, mainly travel agents. However, booking over the Internet is becoming 
increasingly important (Japanese Tourism Marketing 2006).  

3.2.4 Japanese Culture 
Culture is in a constant change and repeated social relationships develop the culture and form 
patterns, which become internalized by the members of the group. Hollensen (2001) mention 
that culture has three different characteristics; First, culture is learned which means that the 
culture is thought and learned by people through their membership of a group. Second, it is 
interrelated, where two parts of culture can be connected to each other, for example religion 
and business status. Third, culture is shared, which means that values of a culture are passed 
on to an individual by other members. Assessing these three aspects, can provide valuable 
information in order to build a framework, which will help with a company’s promotion 
(Hollensen 2001)  

 
Due to the cultural differences between Japan and Australia, it is vital that tourism marketers 
understand the cultural characteristics of the Japanese tourist. Cultural traits lead to different 
holiday expectations and experiences and a different degree of holiday satisfaction. Marketers 
should understand the way Japanese tourists select tourist destinations and evaluate them. A 
major factor influencing Japanese evaluation of Australian service might be the cultural 
difference in values and expectations of Japanese customers (Nishiyama 2000, Reisinger & 
Turner 2000). According to Nishiyama (2000), the Japanese are extremely keen on detail, 
aesthetics, quality and service. They are more demanding and have higher service 
expectations than other international tourists and are driven by a Japanese service philosophy 
determined by cultural beliefs about how service should be properly performed. Nishiyama 
(2000) mentions that Japanese tourists are unique and different from other tourists and that it 
is imperative to understand and adjust to their culture by tailoring services to distinctive 
Japanese characteristics. 
 

3.2.4.1 Halls’ High- and Low Context Cultures 
The cultural differences in a society can be explained in terms of high and low context 
cultures. The high-context cultures require a similarity background, a commonness of purpose 
and a homogeneity society. Low-context cultures on the other hand have a wide variety of 
backgrounds and situations are not allowed to change the meaning of words; and behavior 
conveys little or no information. A low-context culture puts most weight on written and 
spoken messages in order for the receiver to accurately receive the message and interpret it. In 
a high-context culture more elements surrounding the message are used in the interpretation 
process (Hall 1976). According to Hall (1976), the Japanese appear to belong to a high-
context culture, where the meaning of information received is implied through non-verbal 
cues, and depends on the situation and personal relationships. Australia belongs to a low 
context culture and transmits their messages in spoken or written words. When entering a 
culture it is important to consider the language and in a high-context culture people tend to 
place high importance on the body language (non-verbal language). 
 

3.2.4.2 Hofstede’s cultural dimensions 
Hofstede’s (1980) study identified the five cultural dimensions of power distance (PDI), 
uncertainty avoidance (UAI), individualism and collectivism (IDV), masculinity and 
femininity (MAS), and long-term orientation (LTO), on which the Japanese and Australia 
cultures could be compared. According to Hofstede (1980), Japanese society belongs to a high 
power distance culture and believes in authority, supervision and hierarchy. The seniority 
system dictates respect for age, wisdom and subordination to those of higher social position. 
In contrast, Australia society believes that social hierarchy and inequality should be 
minimised. The Japanese appear to belong to the high uncertainty avoidance culture: they 
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avoid conflict, competition and risk-taking to preserve social harmony. On the other hand, 
Australia belongs to the lower uncertainty avoidance culture: they tolerate ambiguity, new 
ideas and different behaviours. The Japanese appear to be collectivist in nature: they foster the 
development of strong cohesive groups and focus on group needs. Japanese individual 
preferences are sacrificed for the harmony of the family and the group. Decisions are based on 
group consensus to avoid conflict. By contrast, Australia appears to be the opposite: 
concerned about individual needs and goals. Finally, although family and group are the major 
considerations of Japanese culture, Japanese society is a masculine society: the focus is on 
performance and growth. In contrast, although it appears that materialism, possession and 
financial status are of major importance in the Australia culture, societies are less masculine 
oriented: they focus on quality of life and the welfare of others. Looking at long-term 
orientation, where values associated with long-term orientation are thrift and perseverance, 
and values associated with short-term orientation are respect for tradition, fulfilling social 
obligations, and protecting one's face, it is found that the Japanese are substantially more 
long-term oriented than Australians (Hofstede 1980).  
 

 
 

Figure 6 – Hofstede’s Dimensions of Culture (Hofstede 2007) 
 
Hofstede’s model has received a lot of criticism over the years. One aspect of criticism lie in 
that Hofstede’s assumptions are seen as subjective and are not sufficiently backed up by 
empirical data (Sjögren & Janson 1992). Additionally, Hofstede’s methodology is criticized 
as his questionnaire design is seen as faulty and not suitable for culture studies. Gooderham 
and Nordhaug (2002) further questions how relevant the chosen cultural dimensions actually 
are, and stresses that the data which underlie the dimensions are collected 30 to 40 years ago 
and that the results would look different today. McSweeney (2002) adds to the discussion by 
critiquing Hofstede’s generalization of his sample, as his scope was very narrow.     

 3.2.5 Promotion in Japan 
Since promotion is a form of social communication, it should be reflective of culture 
(Genestre et al. 1995). When promoting an attraction in Japan, the company must adjust to 
local preferences, meaning products and advertisements must be modified to reflect the 
Japanese taste - it is necessary to tailor the products to local tastes. This means more than 
merely modifying products and advertisements to mirror a Japanese tone; it mandates an 
aggressive image-creating strategy to meet the expectations that Japanese consumers have for 
foreign products. Moreover, many companies tend to hide their origin when promoting in 
Japan due to the existing belief in Japan, that Japanese products are superior (Genestre et al. 
1995). 
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When it comes to advertising on the Japanese market, there are several issues to consider.  
The Japanese seem to be even more addicted to the media than most modern societies and 
research their travel options enthusiastically. TV, newspapers, lifestyle magazines and the 
Internet are all very influential. 80% of adult read a newspaper every day and buy an average 
of over 30 magazines a year. TV advertising tends to be expensive and newspapers, 
magazines, tour brochures and travel posters are more commonly used for travel promotion 
(European Travel Commission 2006, Datamonitor 2006a). One effective way of promoting in 
Japan this is by using celebrities (Martin 2005). Celebrity endorsement is one certain way to 
achieve success when it comes to promotion in Japan. Many of the stars are Japanese; 
however there is a noticeable minority of foreign stars. The majority of noticeable and 
memorable ads have featured celebrities. The point of using Japanese and Hollywood stars is 
simply to create an atmosphere (Kilburn, 1998, Martin 2005).  

 
3.2.5.1 The Schools of Realism and Idealism 

There are two different schools of thought when it comes to advertising and these are realism 
and idealism. While western countries’ advertising follows the school of realism, the eastern 
countries follow the school of idealism. By realism, a focus is placed upon objective 
information, while idealism symbolizes a more sensitive and emotional side of things. 
Aspects put on advertising such as soft music, beautiful scenery, and soft voices have shown 
to have a large impact on Japanese consumers where the product is chosen on the basis of 
manufacturer’s good work and favorable image. Regarding the advertising message, the 
Japanese, being high-context, do not need to receive the complete message due to that it is 
expected of the consumers to fill in the blanks. The language and the message though must be 
worded correctly due to the Japanese sensitivity towards how something is said or how a 
slogan or a pitch is stated (Genestre et al. 1995). 

 
3.2.5.2 Online Tourism Marketing in Japan 

Currently, the Japanese Internet environment is rapidly improving and the Japanese Internet 
population is drastically increasing. As the Japanese Internet environment is changing rapidly, 
regularly updating marketing strategy to adapt to the Japanese market trend is essential. It is 
vital to adapt the market to these trends as well as to attract Japanese people’s interest using 
up-to-date design. The Japanese Internet population has today reached 78.6 million users 
(61% of the population) in Japan, and 48.5% of households have broadband access. However, 
consumers are as likely to access the internet from their mobile phones as they are from a PC. 
95% of consumers have a mobile phone (European Travel Commission 2006). This Internet 
situation indicates that now is a good time for overseas companies to prepare the marketing 
strategy to penetrate the Japanese market over the Internet. It is important for tourism and 
attraction companies targeting the Japanese market to have alternative websites in Japanese. 
To connect to Japanese people searching for your type of travel services, the fact is, that the 
majority are searching for travel information and services, in their native Japanese language 
(Travel Promotion Japan 2007). 
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4.0 EMPIRICAL FINDINGS 
This chapter will present the empirical data we have collected throughout this process. Each 
company is presented shortly, followed by our primary data, which has been collected from 
personal interviews with industry people on the Gold Coast. In addition, data from a newly 
conducted survey regarding Japanese tourists on the Gold Coast is presented by our 
respondents. This survey is yet to be published, and was presented to us by two of our 
interview objects.  
 

4.1 PRESENTATION OF INTERVIEW OBJECTS 
From each chosen company, we established contact with a representative in a position 
relevant to the context and scope of our study. Below, each of the interview objects are 
presented (see Interview Guide, Appendix 1).  
 
Table 3 – Interview Objects (own construction) 
Warner Village Theme 
Parks 

Dreamworld Tropical Fruit World Aries Tours 

James Murphy 
Senior Sales Manager, 
International 

Akihiko Kuwajima 
Sales manager and 
Japanese manager  

Kelly Patterson 
Sales Manager 
 

Anji Kemp-Nishiyama  
Director of Sales and 
Marketing  

 
Interview date: 
6 August 2007 
 

 
Interview date: 
7 August 2007 

 
Interview date: 
28 August 2007 

 
Interview date: 
16 July 2007 

 
James Murphy has studied Japanese since 13, and lived in Japan from age 21-28 working at 
Japanese companies in the electronics industry. Therefore, he has a very unique understanding 
of the Japanese market. He has worked for Warner Village Theme Parks for 3 years, starting 
out as a Japan specialist, but is now also responsible for the company’s activities in the rest of 
the world. Murphy is also a board member of Japan Tourism Gold Coast.  
 
Akihiko Kuwajima was born and raised in Japan, so he has first hand knowledge concerning 
the Japanese and the Japanese market. Kuwajima has lived in Australia for 25 years, and has 
been working for Dreamworld for the last 7 years. He is also a board member of Japan 
Tourism Gold Coast. 
 
Kelly Patterson has a great regard and curiosity for the Japanese culture. Patterson has worked 
for Tropical Fruit World for 1.5 years, and is also a board member of Japan Tourism Gold 
Coast. 
 
Anji Kemp-Nishiyama lived for 4 years in Japan, speaks fluent Japanese, and has worked 
extensively in inbound travel companies on the Gold Coast that have a strong focus on 
Japanese inbound tourists.  She has served as a board member for the Japan Tourism 
Association of Queensland, and a board member for Gold Coast Tourism. She has also 
consulted to Tourism Queensland and the Queensland Government Department of Tourism 
Industry & Racing on matters relating to inbound Japanese tourism.  
 
To strengthen the understanding of the topic in relation to the analysis, background 
information on each of the companies is presented next, followed by our interview findings, 
where the information gathered through our interviews is presented. The findings are divided 
into three subsections: Japanese Tourists, Culture, and Critical Success Factors for Effective 
Promotion. Finally, a table is presented, further subcategorizing the findings to facilitate 
comparison.     
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4.2 WARNER VILLAGE THEME PARKS 
Warner Village Theme Parks (WVTP), wholly owned by Village Roadshow Limited, who 
acquired 100% ownership and became the sole owner and operator of the theme parks in July 
2006. WVTP consists of Warner Bros. Movie World, Sea World, Wet’n’Wild Waterworld, 
Australian Outback Spectacular and Paradise Country Aussie Farm Tour. Warner Bros. Movie 
World is the only movie related theme park where you can experience fun-filled family 
adventure with all the glitz and glamour of Hollywood (Movie World 2007); Sea World 
presents the marine world, and is the only park of its kind to successfully combine education, 
environmental awareness and entertainment (Sea World 2007); Wet’n’Wild Waterworld is a 
world-class water park with unique and innovative family attractions for a diverse range of 
visitors (Wet’n’Wild 2007); Australian Outback Spectacular is a unique and exciting evening 
dinner show capturing the grandeur of the Australian outback (Australian Outback 
Spectacular 2007); and Paradise Country Aussie Farm Tour provides the opportunity to 
experience farm life and outback adventure (Paradise Country 2007).  

4.2.1 Interview Findings 
 
4.2.1.1 Japanese Tourists 

James Murphy stresses that the Japanese market is the market in most need of specialist 
attention as it is unique, due to the needs of the market and the needs of the customers. Effort 
has to be put into explaining things. The specialist attention is needed much due to language 
barriers, which a lot of other countries do not have. Murphy confirms that the Japanese market 
is huge on the Gold Coast and very important for WVTP. Moreover, Murphy points out that 
Japan is the second largest international market after New Zealand to visit the Gold Coast. 
However, New Zealand is a much closer destination, making Japan the largest mid-range 
destination.  
 
Murphy continues to explain that visitors from Japan have decreased over the last 10 years, 
much due to major airline change. Ansett, a domestic airline collapsed, resulting in Brisbane 
and the Gold Coast losing 50% capacity ex Japan, equating to approximately 3000 seats per 
week (Japan Tourism Gold Coast 2007a). In the end, everything in this industry depends on 
airline patterns and air capacity. The hubs have changed, making Cairns a bigger gateway 
from Japan, leading to a decrease of flights to the Gold Coast. Totally, Murphy estimates that 
Queensland numbers are down approximately 9%. A really loaded question is how the 
interest among the Japanese has changed. If the interest is there from the Japanese customer, 
the airlines would put on more air access. It also gets down to economy of aircrafts, who 
wants to run at the cheapest possible rate. In addition, ‘a huge macro factor that is hitting us 
right now is exchange rates’ (Murphy 2007). To put this in perspective, the Australian Dollar 
is now on the top of a 13 year high compared to the Japanese Yen.  
 

 
Figure 7 - Currency movement Yen-Dollar (Japan Tourism Gold Coast 2007a) 
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As shown in the model, in 2006 it was recorded that Japanese paid 255,000 Japanese Yen for 
a tour costing 2,900 Australian Dollars. In 2007 it was recorded that a tour costing 2,700 
Australian Dollars would cost the Japanese 289,000 Japanese Yen. Hence, a year ago it was 
88 yen to 1 dollar, while today it is 107. Murphy stresses this as an important issue because 
wholesalers have hedged the exchange rate at a certain rate. ‘So a year a go they - and this is 
absolutely no joke - estimated the exchange rate to be 94, and now it is 107, so they are losing 
13 yen per dollar for every person that comes over, which is an insane amount of money to 
lose on exchange rates. As a result, it becomes less favourable for you to sell that destination’ 
(Murphy 2007). Another important point that Murphy addresses is a huge change, which 
happened in March 25th this year. Japan Airlines pulled out of western Japan and completely 
pulled out their flights from Osaka to Brisbane, which had a huge impact. The Qantas group 
set up Jet-Star international, which took over that route. However, they put on a smaller 
aircraft, which resulted in a loss of 87 seats a day. When you times that by 365 days a year, it 
gets pretty big.  
 
The respondent identifies three main segments on the Japanese market, which are 
honeymooners, family groups and the silver segment3. According to Murphy, there are also 
certain periods within the year when there is an increase in traffic of Japanese people. This 
includes the New Years period, the Golden Week period (April 29-May 5), and Obon (August 
11-18). The lengths of holidays are short, but vary, and referring to different data Murphy 
concludes that the average length of holiday is approximately eight days. However, on the 
Gold Coast, the numbers are about three or four days. Then they often jump to another 
destination within Australia. The Gold Coast is not generally a mono destination; it is more of 
a multi destination place, often combined with other destinations in Australia, as they will 
definitely package it up with another city.  
 
The majority of purchase decisions are made by females, because they are the ones that make 
the decisions concerning travelling arrangements. As Murphy states, ‘the research is very 
clear, they are the ones that go out and source all the different brochures, comparing them 
before making a decision. The guys are much more straight-forward’ (Murphy 2007). 
Murphy continues by explaining that Japanese tourists still do go for packaged tours; however 
there has been a fundamental change within this segment. At the moment, the trends are 
changing towards more independent travel, away from the old pattern of packaged tours. The 
Japanese are increasingly travelling without having everything planned in beforehand. Before 
they might have had five days planned, while today they might only have one or two days 
planned. This also fundamentally changes the way WVTP market their services towards 
Japan. The consumer has also become more value conscious, more worldly, and has travelled 
a lot more over the last 10-15 years, also becoming more confident about their English, and 
better to understand what is a better deal for them. Today, they can compare different regions 
to Australia; and compare deals to other destinations they have already visited. This is very 
important for tourism companies. Murphy makes a comparison between door rates at the 
theme parks of Warner Village parks and Tokyo Disneyworld. Today, the door rates at 
Warner Village parks are 64 AU$. In Tokyo, the rate is approximately 58 000 yen which 
depending on the exchange rate is more or less favourable for the tourist to choose. Currently, 
Japanese have to pay a significant amount more for attractions in Australia than in their home 
country, which makes them, think twice. This has a really big impact on the decision making 
process.  
 

                                                 
3 Silver segment – Affluent senior travellers, 55-70 years (Murphy 2007) 
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Murphy found it hard to say how Japanese are different from other nationalities; however the 
main characteristics they look for when it comes to Japanese customers, is that they really 
value having fun. They want to enjoy themselves. A lot is made out of the fact that they do 
not have that many holidays a year. Because of this, they choose very wisely on where they 
are going to spend those days and how. The days of Japanese tourists are often maximized, 
filled up with different activities, which is totally different from the Australian way of 
spending holidays. The Australians tend to be more relaxed. The Japanese do not mind being 
absolutely crazily busy the entire day. It is also relatively common that Japanese do not use 
the holidays they have. There has also been a huge push recently for domestic travelling. An 
important component for that is that the people that control the distribution channels, the 
wholesalers and domestic travel agents, also often makes more money out of selling domestic 
travels. If there is an exchange rate risk, they limit the promotion of international travel.  
 

4.2.1.2 Culture 
When it comes to addressing cultural differences between Australians and Japanese, Murphy 
finds the main differences to lie in how purchase decisions are made. The major thing for 
Warner Village is about how to convert awareness of their products into desire, and into 
purchase decisions. So the purchase decision point and how to influence it becomes very 
important. Looking at fully packaged tours, they have to influence someone on the Gold 
Coast, in Sydney, and in Japan to include them into their packages; that trusts their product 
enough to do that. Another point regarding purchase decisions is the importance of booklets 
and brochures, where detailed alternative optional tours and attractions are listed.  
 
Murphy continues to say that a lot of information written about Japanese culture 10-15 years 
ago is today fundamentally different. They are still group oriented in their thinking, so if 
someone thinks that Australia is great or that the Gold Coast is great, or that our theme parks 
are great, they will come here. But, a lot of that is trend driven, as apposed to a common belief 
of the culture. There has been a great increase in independent thinking and value for money 
thinking. So the old stereotype of the large group of Japanese people walking around with 
video cameras is gone. Today, there are also a lot more young Japanese travellers. So, the 
main point is that there has been a shift towards more independent thinking. However, they 
are still much more group-oriented than Australians. Further, Murphy states that he thinks that 
‘one of the huge things about cultural differences, which is so important compared to 
Aussie’s, is the Japanese way of planning ahead’. Actually, the decisions made today 
influence business for April next year, not now, when it comes to the business they get from 
Japan. I have to convince my chef, and the ones responsible for the animals here, that in April 
next year this type of thing is going to happen. They cannot forget. The Australians are so 
much quicker, while Japanese businesses are much more long-term oriented. Australians 
react much better to market situations, whereas the Japanese tend to let the cycle go through’ 
(Murphy 2007).  
 
Murphy continues be explaining that the Japanese market is almost 40% longer than any other 
market in the planning cycle. And why is that planning important? Because the Japanese 
consumer law totally protects the Japanese consumer. There is actual legislation on how tour 
operators act with regard to the consumer. ‘In Japan you have to deliver exactly what that 
person has seen and read and what is written in that brochure right down to the last tiny little 
bit’ (Murphy 2007). Otherwise, those people can claim back to you, not only for that part, but 
also in some cases for the entire tour. ‘As you can imagine, if we do not understand that, and 
we suddenly change all of our offerings to them, we will get ourselves in a little bit more 
trouble, because if that customer goes back and complains, that company will look very 
unfavourable on us as it represents a higher risk as they might have to pay back money too 
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these consumes, so they might just stop using us. They want to limit their risks’ (Murphy 
2007).  
 

4.2.1.3 Critical Success Factors for Effective Promotion 
The most important promotional effort is the trade relationships, which are the relationships 
with the wholesalers, which put together the brochures and sell the product. One interesting 
thing is that five or six years ago, 80 per cent of Warner Village Theme Park’s customers 
came through trade, while now it is only 50 per cent. However, they still get good numbers. 
There is just a fundamental change in how the consumer has made the purchase decision. The 
middleman will do what it can to maximize profits, and that might not necessarily be theme 
parks. This makes it very difficult to compete. However, to overcome this, they try to become 
a bigger brand, making their theme park’s names known worldwide. Brand recognition and 
brand power is very important. For or five years ago the company started to put a lot more 
effort into establishing more consumer marketing on the Japanese market. They are often 
taken up by TV stations, newspapers, radio stations etc.; they have a very well established 
links with all of those. In those areas, they actually promote directly to the customers. Murphy 
goes directly to radio stations and TV to promote.  
 
Internationally, especially in Japan, where wholesalers have a lot of power, the consumers 
will rarely see sales promotional efforts like discounts that are given by Warner Village. 
Probably, the trade will just take more money. So what Warner Village tries to do is to ‘find a 
balance between things that will entice the wholesaler, and things that will entice the 
consumer’ (Murphy 2007). Additionally, effective sales promotion in Japan includes value-
adds, like little give-aways such as coupons to get something for free at the theme park. Those 
little things really help. It might not always be the thing that makes them come to the theme 
parks, but when they come and get something that they were not really supposed to get, it 
enhances the total experience and the customer feels more satisfied. The expectations have 
been exceeded.     
 
When it comes to personal selling, Murphy reckons that everything is personal selling, 
especially as the trade is so important. However, outside of the trade cycle, Warner Village 
will approach i.e. larger companies, discussing directly with that company on whether to 
bring a group over. But at the end of the day, they are not offered pricing; they come back 
through the trade. ‘If we do not respect that channel, then we will be cut from the channel. If 
we do not provide that information, in the purest form and the most correct form direct to that 
person, it is hard for them to get the right information on us’ (Murphy 2007). Wholesalers 
might not promote the theme parks sufficiently, as it might not maximize their profit to do so. 
Therefore it is important for the theme parks to provide this separate information.  
 
Warner Village also offers extensive merchandising including t-shirts, cups, fluffy toys etc. 
Photos are also huge. Advertising is very expensive, so wherever they can, they prefer 
publicity. How to link in with that publicity and what type of story-angle to give becomes 
very important. They cannot just keep running the same things, as it wears thin after a while. 
One example of a new angle is the newly arrived baby dolphins at Sea World. This type of 
publicity is worth gold. Another type of publicity extremely effective in Japan is the use of 
celebrities. Celebrities are huge role models in Japan, and having a celebrity endorse a park is 
very effective. Such publicity is also very quick, as it only takes a couple of hours to set up a 
TV team if the right key star arrives. According to Murphy, advertising is definitely the most 
effective promotional tool on the Japanese market. However due to its high price, they 
overcome that by collaborating. Being partly owned by the Warner Brothers, which is well-
known worldwide also helps, as they have collaboration surrounding movie premiers and 
often advertise together on these events in Japan. Warner Village can leverage on that type of 
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thing that other companies cannot. Moreover, Murphy states that magazines and brochures are 
definitely the best advertising channels to reach the Japanese market. Brochures are split up 
into packaged tour brochures and optional brochures.  
 
Warner Village also has a Japanese website. As Internet technology improves, Murphy admits 
that the Internet should be more important to them. The company does not particularly focus 
on it at the moment. However, Murphy reckons that this will change in the future, finding that 
there are many great things about the Internet. Mainly, the message can go out really clear to 
the consumer, there is no filtering by any distribution channel at all. Murphy believes that 
there is so much scope for it. However, as the Japanese have come so much further in internet 
technology than Australia, Warner Village is rather focusing on building up the collaboration 
with their trade partners than building up their own network. Major wholesalers do have 
videos and other promotional material to show on their more sophisticated internet locations. 
So rather than the company promoting it through their own website, they try to promote 
themselves through their sales agents.   
 
According to Murphy, the main difference between promotion in Japan and Australia is 
definitely the importance of the trade. Even though the percentage of trips bought via trade 
has decreased, it does not make trade less important, the consumer is still fundamentally 
driven by what they see in these types of booklets. ‘So if you’re not in it, you won’t win it’ 
(Murphy 2007)! Collaboration with trade is essential. When it comes to the industry type of 
collaboration, Warner Village collaborates with Tourism Gold Coast, which is a Regional 
Tourism Organization (RTO); Tourism Queensland, which is a State Tourism Organization 
(STO); and Tourism Australia, which is a National Tourism Organization (NTO), which 
facilitates the company’s promotional efforts. These three organizations are very important to 
Warner Village, and they have much more resources that helps promote the theme parks. 
Additionally, there are organizations like Japan Tourism Gold Coast, which provide a 
network for the tourism companies to work within the Japanese industry locally and bring up 
important issues that helps drive the industry forward. ‘They are really, really, really 
important’ (Murphy 2007). However, there are some small disadvantages by these types of 
collaborations. They have to dilute their messages a little bit, and the company gets less of the 
share of the pie, Murphy supposes. For example, Gold Coast Tourism is not just responsible 
for Warner Village; they are responsible for the entire region. The same, to an ever larger 
extent, Tourism Queensland and Tourism Australia have even more destinations to look after. 
This absolutely also affects competition. ‘We don’t want to be selfish, but we do. As much as 
we respect what our competitors do, we are here to get people and win business. And the 
name of competition is winning, isn’t it’ (Murphy 2007)?  
 

4.3 DREAMWORLD 
Dreamworld and WhiteWater World are owned by ASX listed Macquarie Leisure Trust and 
operated by Macquarie Leisure Operations. Dreamworld is Australia’s largest theme park, and 
WhiteWater World is the most advanced water ride park in the world (Dreamworld 2007). 
Dreamworld first opened in December 1981, and has enjoyed an amazing growth since then, 
playing an active role in the tourism industry on local, national and international levels. The 
three original theme worlds have now grown into twelve. The success is reflected in the rapid 
development and continuing growth, with over 1.2 million visitors a year, a significant 
increase from when the park first opened in 1981. Approximately 450,000 people visited 
Dreamworld in its first year. WhiteWater World opened in December 2006 and was the first 
new theme park on the Gold Coast in 14 years. WhiteWater World creates a whole new 
category of ‘water ride park’ featuring the latest, cutting edge technology available world 
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wide, at the same time as it provides a safe haven for small children and families 
(Dreamworld 2007a). 

4.3.1 Interview Findings 
 
4.3.1.1 Japanese Tourists 

Kuwajima confirms that the Japanese tourists on the Gold Coast have decreased bit by bit 
since 1997, mostly due to the change in the airline patterns. He continues to explain an 
additional major change this year, where flights from Tokyo and Osaka were further reduced. 
Years ago, there were 5-6 jumbo jets flights per day from Japan, which drastically has 
changed as the jumbo jets have been replaced by smaller aircrafts, set up by Qantas’ Jet-Star. 
Kuwajima points out that this change might be related to the popularity of tourism and trends.  
  
The numbers of visitors to Dreamworld are 1, 4 million per year, 80% are local and 20% 
international. Kuwajima points out that Japan is the second largest market with approximately 
35 000 visitors yearly, and New Zealand is the biggest market with 100 000 visitors yearly. 
However, China is getting closer as the third largest international market. The respondent 
identifies the honeymooners as the main target with a market share of around 60% of 
Dreamworld’s Japanese customers. A smaller part of the market is school students, coming 
for short English courses and English programmes. According to Kuwajima, two busy seasons 
for Japanese tourists to come to Dreamworld are September and March/April. However, 
overall August is the biggest month. This is mainly because of school holidays and family 
season. When it comes to Japanese travel patterns, Kuwajima stresses that the normal time for 
Japanese tourists to stay is 1-2 weeks, and around 80-85% are first time visitors.  
 

 
Figure 8 – Frequency of Visits for Japanese on the Gold Coast (adapted from Japan Tourism 

Gold Coast 2007a) 
 

Kuwajima refers to the model above, which shows the frequency of visits by 2006’s Japanese 
visitors to the Gold Coast. He continues to address that the Japanese tourists often combine 
their visit to the Gold Coast with other Australian destinations, for example Cairns and 
Sydney.   
 
Over the years, there has been a change in the Japanese travel patterns, were the younger 
people tend to travel more around and independently as they have become more confident. It 
is more normal for older people to stay longer in one place, as they are more bound by 
tradition. However, when it comes to Australia being a very popular destination for the 
Japanese, surveys have shown different results. Kuwajima confirms that Australia is very 
popular for demand, but the numbers are not correlating with the perceived popularity. He 



  

 31 

continues to explain that there is a high demand for Japanese to come to Australia, but in 
reality they are not following through with the purchase. Out of 20 million outbound travels 
yearly, only 600 000 Japanese come to Australia, which is only 3%. The main reasons are 
high prices and the long trip compared to the limited amount of days they spend there. The 
Japanese tourist has become much more price conscious over the last decade, not only when 
visiting Australia, but every destination. One of the main reasons for Japanese to come to 
Australia is to see the Koala, having taken a picture with them (Dreamworld has 70 Koalas, 
the 2nd biggest colony in Australia, and pictures can be taken with Koalas during the whole 
day, which is rare). Japanese tourists also want to see the nature of Australia and its unique 
animals, its beautiful beaches, and visit theme parks. Kuwajima reckons that the Gold Coast 
still is a main destination for Japanese tourists, however due to the recent changes of hub, 
Cairns is now growing and has become a bigger destination. The numbers of Japanese visitors 
to the Gold Coast were in 2006 around 150 000, while Cairns had around 240 000 visitors.  
  

4.3.1.2 Culture 
When it comes to culture, Kuwajima reckons that Japan is really westernized and he thinks 
that the cultural differences between Japan and Australia are today not as large as they used to 
be. The main differences, according to Kuwajima, lie in education systems and food culture; 
however he feels that the mind –the way of thinking- is not so different. To sum up, he states 
that ‘everything has become more global now’ (Kuwajima 2007)! The respondent reckons 
that Dreamworld does not take extensive considerations of culture when marketing in Japan; 
however Dreamworld presents the Japanese tourists that arrive to the park with special 
promotion and programmes with Japanese speaking guides.  
 

4.3.1.3 Critical Success Factors for Effective Promotion 
Dreamworld is very popular for the Australian people, before every holiday they run TV 
commercials, and offer special promotions such as discounts, two for one, and shopping 
vouchers. According to Kuwajima Dreamworld does not use much sales promotion on the 
Japanese market; they focus more on the relationships with the travel agents. There has also 
been a change in how Japanese tourists make their purchase decisions; they do not use travel 
agents to the same extent as they used to. However the travel agents are still the most 
important way of purchasing holidays. The Japanese are using the internet more, and have 
become more independent when travelling, i.e. when looking for accommodation. Another 
important point that Kuwajima addresses is the increased purchase of travel books, which 
consist of detailed information about everything the Japanese tourist needs to know. 
Dreamworld provides the opportunity of direct ticket sale by internet; however this is not the 
way that Japanese tourists generally purchase theme park tickets. Kuwajima stresses that this 
is due to that Japan is very conservative, as they will not give out credit card information; they 
will rather purchase tickets via a travel agent.  
  
Kuwajima tells us that Dreamworld mainly uses advertising and publicity to reach the 
Japanese consumers. Both promotion tools are very important, but it is crucial not to forget 
that in addition, travel agent and trade are very important. Kuwajima states that they ‘have to 
go both ways to reach the consumer market’ (Kuwajima 2007). Brochures are by far the most 
common used promotion tool on the Japanese market; however travel TV programs are 
becoming more popular, which Kuwajima sees as good publicity for Dreamworld. This is 
something that Dreamworld is pushing for. In addition, governmental organizations like Gold 
Coast Tourism are also pushing more consumer promotion directly on the Japanese market.  
 
Merchandising is also important, and includes all the usual products like cups, t-shirts, caps, 
fluffy toys and animals including the very popular Sponge Bob Square Pants, which is very 
popular in Japan and one of the main merchandising product sold to Japanese tourists. Sales 
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of merchandising have also increased over the last period, also for Japanese tourists. When it 
comes to Internet promotion, Dreamworld has a Japanese website, however it is not complete. 
Kuwajima reckons that it is not yet ready for the market, maybe in 5-10 years. He further 
explains that the trend is that if the Japanese tourists know that they are coming to Australia 
and Dreamworld, they check it out on the internet, and ’if not, I don’t think so!’ (Kuwajima 
2007). Another issue which is important in this context is that travel agents do not know much 
about Australia. They are having a hard time to sell to Australia. Often the tourist actually 
knows more than the travel agent. Therefore, Kuwajima goes regularly to Japan, often twice a 
year, giving travel agents more detailed product knowledge, promoting Dreamworld, the Gold 
Coast, and Australia to the travel agents. To sum up the issue of promotion, Kuwajima 
stresses that the biggest difference between how Dreamworld markets themselves in Japan 
compared to in Australia is the travel brochures, which are very detailed and important for 
Japanese tourists.  
 
Discussing other critical success factors that are vital to succeed on the Japanese market, 
Kuwajima confirms that on the Gold Coast, the intra-destination collaboration is very 
important. Out of the 600 000 Japanese tourists that come to Australia yearly, around 480 000 
comes to Queensland. Tourism Australia and Tourism Queensland Gold Coast Tourism all 
have bigger budgets than the individual firms to promote the area and its updated products. 
The only disadvantage of these collaborations that Kuwajima could identify was that these 
organizations do not only focus on Dreamworld, which has to compete with other destinations 
and products. When it comes to competition and whether collaboration affects the competition 
between the tourism companies on the Gold Coast, Kuwajima does not see the other firms as 
competition; he sees them as fundamentally different. ’Dreamworld is Dreamworld. Sea 
World is Sea World. Numbers are up, and everybody is happy’ (Kuwajima 2007). The region 
is a team with different products. He rather stresses the competition that the Gold Coast and 
Australia have against other destinations like Hawaii and China.  
 
Finally, Kuwajima readdresses the fact that aviation is a crucial thing that affects the tourism 
industry, as also that air is getting cheaper and cheaper. This trend is good for the tourists, but 
if the aviation companies are not making money, routes are going to be cut. That is one of the 
big problems facing the tourism industry. 
 

4.4 TROPICAL FRUIT WORLD 
Tropical Fruit World (TFW) is an agric-tourist destination growing the largest range of 
tropical and rare fruit in the world, offering a range of recreational facilities for people of all 
ages. It is also an eco-tourist destination where fruit growing is blended with a native reserve 
of rain forest trails, landscaped waterways and native animals. This plantation paradise is 
situated on the rim of the largest extinct volcano in the southern hemisphere and offers 
breathtaking views. Although it is in Northern New South Wales, TFW is linked to the Gold 
Coast tourist industry. TFW offers both international and domestic visitors an authentic taste 
of Australia (Tropical Fruit World 2007).  

4.4.1 Interview Findings 
 
4.4.1.1 Japanese Tourists 

Patterson substantiates that the Japanese visitor numbers on the Gold Coast have dropped. 
Australian government research data suggests that this is due to the strength of the Australian 
dollar compared to the yen, the excessive airport fees and fuel surcharges which apply here, 
and the growing appeal of alternative destinations such as Hawaii. However, Japan is still 
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TFW’s main international market.          
      
Patterson identifies retired couples as one of their major target demographics, partly because 
they compose the biggest visitor sector to Australia from Japan, but also because TFW is 
more about an informative experience rather than a theme park with rollercoasters and 
physically demanding activities. Student groups are also important – again because the park 
offers an educational tour product. ‘The park does not have much interest in young 
honeymooners, they like the rollercoasters’ (Patterson 2007). Patterson continues by 
establishing that the Japanese self-drive market is very small on the Gold Coast – language 
barriers and a lack of signage mean that Japanese visitors do not have the confidence to hire a 
car and explore the area. Also, statistics indicate that almost all Japanese tourists are visiting 
Australia for the first time. Repeat visitors would be more likely to self–drive. This is an 
important consideration for TFW, as the park is located almost an hour from the heart of 
Surfers Paradise and the bulk of tourist accommodation. According to Patterson, Japanese 
travel patterns in Australia are characterized by first time visitors, not repeat. There is also 
very little self drive. She points out that free shuttle buses provided by Gold Coast Tourism 
transports tourists from hotels to major shopping precincts nearby. This is very heavily used 
by Japanese tourists. Other typical Japanese ways of travelling are short stay holidays in each 
city/location. Visitors are often touring between other Australian centres such as Cairns and 
Sydney, spending a maximum of 2-3 nights in each place. 
 
In Patterson’s experience, Japanese visitors are very open to diving into Australian culture 
while visiting the country. They enjoy the friendliness of the guides, the rural experience on 
the farm, and will try exotic foods as well as Australian game meat offerings. They also 
definitely appreciate the park’s efforts in bridging language barriers.     

 
4.4.1.2 Culture 

Patterson explains that Australia is a young country with a very diverse range of cultural 
influences.  However, in her own opinion, Australians tend to be informal and casual, and 
value friendliness, and familiarity in social interactions. In her experience, the Japanese 
culture makes Japanese people more formal and reserved, also being bound by the many 
traditions which they uphold. ‘Japanese people generally seem adventurous with their 
culinary tastes, though, which work well for us, because TFW offers new food experiences’ 
(Patterson 2007). Patterson also finds that in business the Japanese have a greater appreciation 
for formality and protocol than Australians, which she respects. The Japanese appreciation for 
protocol means that Japanese tourists still book their travel through traditional pathways such 
as the retail agent. Research may be conducted on the internet, but actual bookings made 
through retail offices. Patterson does not feel that the company needs to adapt their tour 
product in any way specific to Japanese requirements other than language. It is more in 
tourism business with travel wholesalers and operators that the company adapts their 
approach. 
             

4.4.1.3 Critical Success Factors for Effective Promotion 
Being a small company, TFW has a limited budget, resulting in very little promotion direct to 
the consumer. The focus is rather on travel wholesalers. Through trade events such as ATE 
(Australian Tourism Exchange) and through inbound tour operators, the company negotiates 
the inclusion of TFW into their wholesale programs.  In this way, the wholesaler does the 
retail promotion to consumers for them. Government tourism bodies such as Tourism 
Australia, Tourism Queensland, and the membership-driven Gold Coast Tourism, are also 
useful pathways for promotion in-market in Japan. TFW utilizes their web-sites for low-cost 
internet exposure to consumers. This differs greatly from TFW’s sales activities in Australia.  
As we have a massive capacity for visitor room nights on the Gold Coast, Patterson does not 
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find it beneficial to advertise generously in local visitor guides and hotel compendiums. The 
company does neither use direct sales to consumer or representation in-market.  
            
However, TFW works closely with government tourism bodies to make the most of any 
media opportunity, visiting celebrities etc, for ‘free’ publicity on Japanese TV. Merchandising 
is also used, however none that is specific to the Japanese market. The park uses no forms of 
paid advertising other than in wholesalers’ guides produced by Tourism Queensland 
(Japanese language editions of international guides). These guides are distributed for use by 
trade only.  Patterson points out that advertising direct to consumers, is the most expensive, 
but probably also the most effective promotional tool on the Japanese market.  As TFW has a 
limited budget, they rely on the travel wholesaler promoting (selling) the product on their 
behalf. ‘Piggybacking’ on publicity surrounding international events on the Gold Coast such 
as the Gold Coast Marathon, has also proven valuable. She further stresses that wholesalers’ 
brochures are the most effective advertising tools selectively targeting consumers – ‘they have 
already chosen their Gold Coast destination and need to know about experiences there’ 
(Patterson 2007). TFW also targets Japanese schools directly to negotiate return class visits in 
subsequent years.          
           
When it comes to promotion on the Internet, Patterson reckons that it is growing steadily, and 
would become more useful to TFW as an attraction if online ticketing for TFW was made 
available to Japanese consumers. An advantage of more Internet promotion would be the 
mass audience potential when promoting through sites with effective search-engine pathways. 
Direct sales however, would adversely affect relationships with travel trade who sell packages 
which include TFW.   
 
To sum up promotion, there are not too many differences in how TFW promotes themselves 
on the Japanese market, as compared to in Australia. However, to cater to the Japanese, the 
theme park has adapted its services so that the guides can use some basic Japanese language 
to direct and greet visitors, as well as some Japanese language tour manuals for Japanese 
guides to give additional information about their farm, fruit and facilities.   
 
Patterson finds the intra-destination collaboration which takes place on the Gold Coast to be 
vital. The success of TFW relies on keeping inbound tour operators and Japanese wholesalers 
informed of their tour products and regularly updated. The park collaborates with these 
companies by discussing and developing tour inclusions for Japanese tours, negotiating group 
size and tour times, and tailoring menus. They then rely on wholesalers to promote in-market. 
Important benefits of this collaboration include networking opportunities and regular market 
updates. Patterson also finds that this collaboration has nil effect on competition. To wrap up 
the interview, she also explains that consistent communication through all channels of 
Japanese travel trade are critical success factors which must be considered. 
 

4.5 ARIES TOURS 
Aries Tours is a tour operator, providing luxury coach charter, as well as eco-tours, tour 
coordination, and guide services. The company was established in 1984 in Brisbane and now 
operates from our office/fleet depot located in Molendinar on the Gold Coast. It services the 
Gold Coast, Brisbane, the Sunshine Coast and northern New South Wales, and specialises in 
providing 5 star ground transport for conferences & events, including meet & greet services, 
airport transfers, sightseeing, excursions, inner city transfers, dinner transfers, transfers to and 
from off-site events and vehicle charter by the hour. It also coordinates transport for sporting 
events, weddings, social days, school groups as well as local and long distance touring (Aries 
Tours 2007).  
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4.5.1 Interview Findings 
 
4.5.1.1 Japanese Tourists 

Kemp-Nishiyama states that Japanese numbers to the Gold Coast have decreased year on year 
since 1997, with only 2004 showing any growth. This has lead to that Aries Tours has 
changed its focus from being primarily geared towards servicing the Japanese tourists, to 
Japan now only making up around 30~40% of business. However, this is still a substantial 
part of their business. Aries Tours does not target one specific demographic, but service the 
package tour market, media groups, company groups, student groups, sports groups and 
technical visits.           
    
Kemp-Nishiyama continues to describe the Japanese travel patterns, explaining that the 
Japanese tourists have changed dramatically over the past 5 years from being nearly solely 
dependant on package tours, or travelling in groups with a tour leader or tour guide, to 
becoming independent travellers. ‘Where once they booked land content such as tours, 
attractions and meals through their tour guides or local tour desks, they now book on-line on 
many of the newly established Japanese language activity web sites that offer discounted 
admissions and tour prices’ (Kemp-Nishiyama 2007). Japanese consumers are now moving 
with the times and are much more independent and flexible.  
 

4.5.1.2 Culture 
The respondent found it hard to differentiate Japanese and Australian culture in a concise 
manner; however the respondent points out that the Japanese tourists expect a level of service 
that is much higher than Australians do, and that Japanese find our manner to be very casual 
and off-hand at times. Australians consider this as being friendly.  
 

4.5.1.3 Critical Success Factors for Effective Promotion 
When it comes to marketing in Japan, it is important to always work from the local office, to 
the Australian head office, to the Japan offices of the inbound tour operators and wholesalers. 
On the other hand, in Australia, the only thing that is necessary these days is Japanese 
language information (written or verbal) for attractions, and Japanese speaking tour guides on 
tours. Some Japanese tourists are even willing to forgo the language component now to join 
the English language tours because they are cheaper. 
 
Aries Tours’ sales and marketing efforts in Japan are based on the same principals they apply 
in Australia. The only difference is that they use Japanese speaking staff and Japanese 
language collateral. Addressing additional promotional efforts like personal selling and 
advertising, Aries Tours do not target the consumers in our marketing in Japan as it is too cost 
prohibitive. Moreover, Kemp-Nishiyama stresses that the most effective way of marketing to 
the Japanese market is to have their products featured in the wholesalers’ brochures. In 
addition, Aries Tours have their products featured on the Japanese language web sites that sell 
local tours.  
 
When it comes to marketing via the Internet, the company has a mirror site in Japanese. 
Kemp-Nishiyama finds that they do not get much consumer traffic, but the travel agents use it 
as a reference tool. Moreover, the respondent stresses that the Internet has huge potential 
exposure to millions of Japanese, however to be listed on the Japanese search engines is too 
cost prohibitive so they are unable to have listings.  
 
When asked about the importance of collaboration within the Gold Coast context, Kemp-
Nishiyama feels that Tourism Australia, the State Tourism Organizations and Regional 
Tourism Organizations all place great emphasis on collaboration but at a small business micro 
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level, whilst it is important for them to have the support of these bodies, and for their products 
to be known to them, they do not promote individual products. Small businesses like Aries 
Tours are solely responsible for promoting their individual products and thus have to have 
effective marketing plans and strategies in place that include keeping these bodies up to date. 
However, being a member of collaborative organizations like Japan Tourism Gold Coast 
presents networking opportunities, which are the only benefits Aries Tours gains from their 
membership and in fact the company is considering not re-joining for the next financial year. 
Kemp-Nishiyama continues to say that the collaboration within these organizations does not 
affect competition at all. 
 
To sum up, important success factors in Japan include the quality and price of products, and 
relationships with key people in the inbound tour operators’ and wholesalers’ local, head, and 
Japanese offices. Another important issue to consider is that the flight capacity into all major 
Australian ports from Japan has decreased. Japanese numbers have decreased and companies 
marketing to the Japanese travelers have had to adapt accordingly. Kemp-Nishiyama (2007) 
further states that ‘airline capacity is the biggest single issue effecting arrival numbers into 
Australia at the moment.’ 
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4.6 SUMMARY OF INTERVIEW FINDINGS 
Table 4 – Summary of Interview Findings (own construction) 

Issue/Company Warner Village Theme 
Parks 

Dreamworld Tropical Fruit World Aries Tours 

JAPANESE TOURISTS     
Demographics - Honeymooners, Families, Silver 

Segment 
- Honeymooners, School Students, 
Families 

- Retired couples, Student groups - Does not target one specific 
demographic; however service 
the packaged tour market, media-
, company-, sports-, student-
groups, and technical visits.  

Travel patterns  - Japan travelers to GC decreased, 
however still second largest market   
- Short stay holidays  
- Combining destinations  
- Main season: New Year, 
April/May, August 
- Trend towards independent travel 
- Increased domestic traveling 
- Maximized days 

- Japan travelers to GC decreased, 
however still second largest market 
- Short stay holidays 
- Combining destinations 
- Main seasons: March/April, 
August and September 
- Trend towards independent travel 
- First time visitors 
- 3% of outbound travel to Australia 

- Japan travelers to GC decreased 
- Short stay holidays 
- Combining destinations 
- First time visitors 
- Very little self-drive 

- Japan travelers to GC decreased 
(still 30-40% of the business)  
- Becoming more independent 
and flexible  
- Trend towards more 
independent travel 
- More on-line booking on 
Japanese language activity 
websites 

Market Characteristics - Unique market (specialist 
attention)  
- Fun-seeking 
- More confident 
- More worldly  
- More price conscious 

- Younger people travel 
independently (more confident), 
older people stay longer in one 
place (bound by tradition).  
- More worldly  
- Price conscious 
 

- Very open to diving into 
Australian culture  
- Enjoy friendliness of the guides, 
the rural farm experience, and 
will try exotic foods as well as 
Australian game meat offerings. 
- Appreciate efforts in bridging 
language barriers. 

- Moving with the times  
- More independent and flexible  
- Price and quality conscious 

CULTURE     
 - Old stereotype gone 

- Purchase decision 
- Still group oriented, however 
increased independent- and value 
for money-thinking 
- Long-term planning 
 

- Westernized 
- Education system and food culture 
- Everything more global 
- Way of thinking not so different 
from Australia 
- No extensive consideration to 
culture when marketing. 

- More formal and reserved 
- Bound by tradition  
- In business, appreciation for 
formality and protocol � 
traditional booking 
- Does not take cultural 
considerations except from 
language 

- Hard to differentiate in a 
concise manner 
- Expect a level of service that is 
much higher than Australians 
- Japanese find the Australian 
manner to be very casual and off- 
hand at times. 
- Only language considerations 
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CSF’s FOR PROMOTION     
Important promotional efforts -Trade relationships with 

wholesalers and agents 
- Brand recognition and power 
- Publicity (Direct consumer 
marketing and Celebrity 
endorsement) 
- Personal selling (Companies etc.)  
- Little sales promotion 
- Merchandising 
- Advertising (most effective in 
Japan) 

- Trade relationships with 
wholesalers and agents 
- Publicity (TV travel programs) 
- Personal selling  (Providing more 
detailed product knowledge to 
travel agents) 
- Little sales promotion 
- Merchandising 
- Advertising 
 

- Trade relationships with 
wholesalers and agents 
- Limited budget � little 
promotion directly to the 
consumer 
- Trade events 
- Publicity (Piggybacking on 
events) 
- Merchandising, however not 
Japan specific.  

- Trade relationships with 
wholesalers and agents 
- Promotion based upon the same 
principles applied i n Australia 
- Limited budget � do not target 
consumers through personal 
selling, sales promotion or 
advertising 
  

Effective advertising tools - Magazine and Brochures (best 
channels) 
- Internet 
- Travel agents and wholesalers 

- Magazine and Brochures (best 
channels, very detailed and 
important for Japanese tourists) 
- Internet 
-Travel agents and wholesalers 

- Brochures most effective 
- Internet 
-Travel agents and wholesalers 

- Brochures most effective 
- Internet 
-Travel agents and wholesalers 

Internet - Japanese website 
- Not focused on currently 
- Should be more important 
- Future change 
- Internet promotion through sales 
agents 

- Japanese website (not completed, 
ready for the market in 5-10 years)) 
- Japanese conservative – will not 
give out credit card information to 
purchase via the Internet 
- Japanese do research online 

- Japanese website 
- Growing steadily 
- Advantage of mass audience 
- Japanese do research online 

- Japanese mirror site (reference 
tool for travel agents) 
- Huge potential exposure to 
millions of Japanese, however 
being listed on Japanese search 
engines is to expensive 

Collaboration - Collaboration very important 
- Advantages: Provides networks, 
facilitates promotional efforts 
(bigger budgets).  
- Disadvantages: Have to dilute 
message, less of the share of the 
pie.  
- Affects competition 

- Collaboration very important 
- Advantage: Bigger budgets 
facilitates promotion 
- Disadvantage: Do not only focus 
on Dreamworld 
- Does not affect competition (does 
not see other firms as competition) 

- Collaboration very important 
- Advantages: Networking 
opportunities and regular market 
updates, bigger budgets facilitates 
promotion (extra important for 
small companies) 
- Nil affect on competition 

- Important to have the support 
of collaboration to facilitate 
promotion. 
- Advantage: Network 
opportunities 
- Does not affect competition 

Other CFS’s  - Aviation 
- Exchange rates 

- Aviation - Aviation 
- Exchange rates 
- Consistent communication 
through all channels of Japanese 
travel trade 

- Aviation 
- Quality and price of products 
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5.0 ANALYSIS 
In this chapter we intend to integrate the empirical data collected with the theoretical 
framework in an analysis. As we have chosen a deductive approach, the theoretical 
framework will be the foundation to which we apply the empirical findings. We have divided 
this chapter into sections directly related to our research objective. The chapter is finalized by 
addressing the issues of reliability and validity relating to the results of our analysis.  
 

5.1 TOURISM MARKETING 
This introductory section is directly related to Research Objective 1, which aims ‘to get a 
better understanding of tourism- and attraction marketing’. We find this part to be answered 
by the theoretical framework, which portrays an extensive image of the concepts of Tourism 
Marketing. Lumsdon (1997) defines tourism marketing as ‘the managerial process of 
anticipation and satisfying existing and potential visitor wants more effectively than 
competitive suppliers or destinations. The management of exchange is driven by profit, 
community gain, or both; either way long-term success depends on a satisfactory interaction 
between customers and suppliers’ (Lumsdon 1997 p. 25).  
 
The knowledge gained from answering the first research objective will further assist in the 
analysis of the remaining four objectives as it represents the basis for the scope of this study. 
The concepts of Tourism Marketing will be reoccurring through the entire analysis. 
 

5.2 THE JAPANESE TOURIST 
This section is related to Research Objective 2, which aims ‘to get familiar with the 
characteristics of the Japanese tourist and their travel patterns’.  

5.2.1 Demographics  
The statements concerning the demographics to be targeted on the Japanese market are partly 
incoherent between the theoretical framework and our empirical findings. Tourism Australia 
(2007) identifies office ladies, new 50s; school excursions/English study groups/sports 
groups, young office ladies, families, and business tourists as the core segments, while most 
of our respondents put emphasis on other demographics. As both Murphy and Kuwajima 
stresses, honeymooners are the main target market for their large theme parks. They both also 
identify families as a core segment. Moreover, Murphy mentions that the silver segment is an 
up-and-coming demographic to consider. This segment is also targeted by TFW; Patterson 
identifies retired couples as one of their major target demographics. As Mak et al. (2005) 
points out, Japan’s demographics are changing towards an older population, which makes this 
segment even more important to target. School students are another reoccurring segment, 
which is identified by both Kuwajima and Patterson, and is together with the family segment 
the only two segments that are reinforced by theory. The only targeted tour operator, Aries 
Tours does not target one specific demographic, but service the package tour market and 
different groups. Hence, it clearly depends on the type of company in question. As Patterson 
clearly states: ‘Tropical Fruit World does not have much interest in young honeymooners - 
they like the rollercoasters’ (Patterson 2007). 
 
A reason for the incoherent result might be that Tourism Australia identification of the core 
segments are based upon looking at Australia as a whole, while our respondents have the 
demographics of visitors to the Gold Coast in mind. However, seeing that the Gold Coast is 
one of the main destinations for Japanese visitors to visit in Australia, we find these results to 
be interestingly incoherent.  
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Another aspect we found interesting when it comes to targeting segments on the Japanese 
market, as addressed by Murphy, was that the majority of purchase decisions are made by 
females. As Murphy states, ‘the research is very clear, they are the ones that go out and 
source all the different brochures, comparing them before making a decision. The guys are 
much more straight-forward’ (Murphy 2007). Normandy (2005) also stresses the importance 
of targeting females when marketing in Japan, as this consumer group is on the rise and 
largely outnumbers males.  

5.2.2 Travel Patterns 
As the theory suggests, the visitor numbers from Japan on the Gold Coast reached their peak 
in 1996, and have been decreasing since due to major world events and the increasing 
popularity of short-haul cheaper destinations. This directly affected consumers as well as the 
travel industry with bankruptcy of midsized wholesalers (Japan Tourism Gold Coast 2007a). 
The empirical findings strengthen this fact, as all our respondent points out this reality. 
However, our respondents answered more elaborate and mentioned other factors –both macro 
and micro- to explain this decline. Issues that are not addressed in the theoretical framework, 
but that all of our respondents emphasized, is the recent change in aviation and exchange 
rates. Murphy stresses that everything in this industry depends on airline patterns and air 
capacity. He emphasizes the Ansett collapse, hub changes and route changes from Japan. 
Kuwajima also puts emphasis on routes and hubs, and Patterson adds that the excessive 
airport fees and fuel surcharges which apply in Australia have contributed to these route 
changes. Kemp-Nishiyama states that ‘airline capacity is the biggest single issue effecting 
arrival numbers into Australia at the moment’. As all of our respondents concurred on this we 
assess this as a very important issue to consider for managers. Patterson and Murphy also 
points out exchange rates as an important factor that makes coming to Australia less 
favourable for the Japanese. A good example illustrating this is given by Murphy: 
 
‘So a year a go they - and this is absolutely no joke - estimated the exchange rate to be 94, 
and now it is 107, so they are losing 13 yen per dollar for every person that comes over, 
which is an insane amount of money to lose on exchange rates. As a result, it becomes less 
favourable for you to sell that destination’ (Murphy 2007). 
 
As these macro factors are in constant change, there were not much updated secondary data to 
support these findings. 
 
An issue that our respondents speculate in is whether the interest of the Japanese tourists to 
come to Australia has decreased. Kuwajima mentions that the recent decline might be related 
to the popularity of tourism and trends, and points out that Australia is very popular for 
demand. A parallel can be drawn to the theoretical framework, where the European Travel 
Commission (2006) highlights that Australia is the second aspirational destination for the 
Japanese. However, Kuwajima continues to reveal that the numbers are not following the 
demand. Murphy agrees to this discussion, stating that if the interest is there from the 
Japanese customer, the airlines would put on more air access. According to Kuwajima the 
main reasons for the decline in interest could be high prices and the long trip compared to the 
limited amount of days they spend there. To further add to this discussion, Patterson talks 
about the growing appeal of alternative destinations. This is also indicated by theory, which 
addresses the increasing popularity of short-haul cheaper destinations (Japan Tourism Gold 
Coast 2007a). 
 
In despite of the recent decline of Japanese visitors to the Gold Coast, Japan is still one of the 
main foreign interests, which is also stressed by our respondents. Therefore, it is highly 
important to have expert knowledge concerning this unique market and it characteristics. 
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According to Japan Tourism Marketing (2006), the Japanese travel abroad all year round, 
however most trips take place in August and September. When it comes to empirical findings, 
the larger companies’ respondents both mentioned several times of the year to be more 
lucrative when it comes to Japanese visitors. However, their answers varied slightly. Murphy 
includes New Years period, April/May and August, while Kuwajima on the other hand 
includes March/April, August and September. Most importantly, August is mentioned by both 
as the busiest month, which is also confirmed by our theoretical framework (Japan Tourism 
Marketing 2006). That the respondents have varying answers on the remaining seasons also 
reinforces that the Japanese travel all year round. Kuwajima states that August is such an 
important month due to school holidays and family season, which are classified in section 
5.2.1 – Demographics, as main market segments.  
 
Both our theoretical framework and empirical data coincide on the topic of the Japanese’ 
holiday lengths. According to Gilbert & Terrata (2001) and the European Travel Commission 
(2006), the Japanese tourists are often characterized by short stay holidays. Our respondents 
concur with this, with answers ranging from 1-2 weeks. In addition, our respondents revealed 
that the Japanese are also likely to combine multiple destinations, especially in Australia, 
spending 2-4 days in each location. Our respondents also address the fact that most Japanese 
arriving on the Gold Coast are first time visitors.  
 
Looking at travel arrangements, Gilbert and Terrata (2001) emphasize a high propensity of 
participation in packaged tours. It was pointed out by our respondents that Japanese tourists 
still do go for packaged tours; however that there has been a fundamental change towards 
independent travel. According to Murphy, the Japanese are now increasingly travelling 
without having everything planned in beforehand. Kemp-Nishiyama explains that the 
Japanese tourists have changed dramatically over the past 5 years from only purchasing 
packaged tours, or travelling in groups with a guide, to becoming independent travellers. That 
the old stereotype of Japanese group travel has drastically changed is also supported by the 
theoretical framework, which states that nowadays group travel is only a small market 
segment (Japanese Tourism Marketing 2006). The theoretical framework also states that age 
is also linked to this as middle-aged and elderly groups are more likely to choose packaged 
tours (Gilbert & Terrata 2001). This is in some way strengthened by the result of our 
empirical findings. Kuwajima explains that younger people tend to travel more independently 
as they are becoming more confident, while older people stay longer in one place and are 
more bound by tradition. These tours are also designed especially for Japanese tastes and 
requirements (Gilbert & Terrata 2001), which is appreciated by older generations.  
 
According to Japanese Tourism Marketing (2006), the Japanese tourists still book their 
holiday trough traditional channels, mainly travel agents. However, booking over the Internet 
is becoming increasingly important. This is confirmed by all respondents, which all stressed 
the importance of trade relationships. As Murphy illustrates five or six years ago, 80 per cent 
of Warner Village Theme Park’s customers came through trade, while now it is only 50 per 
cent. But still, the traditional channel of trade gets good numbers. Kuwajima also highlights 
this, confirming that Japanese tourists do not use travel agents to the same extent as they used 
to. However the travel agents are still the most important way of purchasing holidays. There is 
just a fundamental change in how the consumer has made the purchase decision. The 
increasing importance of the internet will be further discussed under section 5.4.3 – Internet. 
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   5.2.3 Market Characteristics 
It is widely recognized in theory that Japan is a very unique market, requiring a good deal of 
specialist attention (Nishiyama 2000, Gesteland 2003, European Travel Commission 2006).  
According to European Travel Commission (2006), the Japanese tourists appreciate good 
manners, attention to details, small touches, presents, cleanliness and safety. Murphy confirms 
this need, and adds that due to the needs of the market and its customers effort has to be put 
into explaining things. However, most of this specialist attention is much due to language 
barriers, which a lot of other countries do not have. As Genestre et al. (1995) further states, 
specialist attention must be given to provide a top level of service, as in Japan the customer is 
seen as even more important than in Australia. This subject is not widely discussed among our 
respondents, however it is mentioned, and we find it to be important. The issue will be 
readdressed in the cultural discussion in section 5.3.    
 
The theoretical framework correctly acknowledges that the Japanese tourist has changes over 
the last years, and motivation for travel has changed ‘for the sake of travel’ to that of ‘specific 
objectives’ (Gilbert & Terrata 2001). This coincides with our empirical findings. Moreover, 
our respondents could provide us with more intricate and interesting knowledge concerning 
Japanese tourists’ characteristics due to their Japan specific positions, as the secondary data 
available was lacking. Kemp-Nishiyama highlights that today, Japanese tourist are moving 
with the time and are much more independent and flexible than they used to be. This is 
something that the other respondents are on board with as well. Murphy further points out that 
the Japanese consumer has also become more value conscious, more worldly, and has 
travelled a lot more over the last years, becoming more confident about their English, and 
better to understand what is a better deal for them. We find this to be a very important aspect 
for tourism companies to take into consideration. As Murphy continues to explain, due to 
exchange rates, Japanese currently have to pay a significant amount more for attractions in 
Australia than in their home country, which makes reconsider. Kuwajima also addresses this, 
stating that the Japanese tourist has become much more price conscious over the last decade, 
not only when visiting Australia. He also differentiates between ages, identifying that younger 
people tend to travel more around and independently as they have become more confident, 
while older people tend to stay longer in one place as they are more bound by tradition. 
However, as Patterson mentions, the confidence level still has a long way to go, as currently 
language barriers still hinder the Japanese from travel activities such as self-drive. She 
continues by indicating that confidence level rises with repeat visits. Increased confidence 
levels have probably also contributed to less traditional booking methods.    
 
According to Gilbert and Terrata (2001) the Japanese travelers are very eager to acquire new 
knowledge and to enjoy adventure through overseas travel. This is also clearly mirrored by 
several of our respondents. In Patterson’s experience, Japanese visitors are very open to 
diving into Australian culture. They enjoy the friendliness of the guides, the experiences, and 
will try exotic foods. They also definitely appreciate efforts in bridging language barriers. 
Murphy further explains that he finds one of the main characteristic of the Japanese to be that 
they really value having fun, and want to enjoy themselves, which coincides with the 
perception of Gilbert and Terrata (2001). Because of the Japanese limited holidays, as 
discussed in section 5.2.2 – Travel Patterns, the Japanese choose very wisely on where they 
are going to spend those days and how. The days are often maximized, which is totally 
different from the Australian way of spending holidays.  
 

5.3 CULTURE 
This section is relevant to Research Objective 3, which aims ‘to investigate which factors in 
regards to culture, are influencing the tourism companies’ promotion in Japan’. 
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As the theory suggests, culture is in constant change (Hollensen 2001). This constant change 
is particularly obvious in this study, as most of current secondary data is highly outdated 
when it comes to explaining cultural characteristics of the Japanese people, as least Japanese 
tourists. Murphy confirms this, pointing out that a lot of information written about Japanese 
culture 10-15 years ago is today fundamentally different. As shown by the following 
discussion, our empirical findings show that the cultural differences between Japan and 
Australia has become significantly less obvious. Nevertheless, is still vital that tourism 
marketers understand the cultural characteristics of the Japanese tourist. However, when 
reading the discussion, it is important to keep in mind that much of the secondary data aims at 
describing the general Japanese people, while our scope is to investigate tourists, which 
generally would be seen as more ’global’ and westernized. This helps a little in explaining the 
large differences found between the theoretical framework and the empirical findings.  
 
A major factor influencing Japanese evaluation of Australian service might be the cultural 
difference in values and expectations of Japanese customers (Nishiyama 2000, Reisinger & 
Turner 2000). Our theoretical framework establishes that cultural traits lead to different 
holiday expectations and experiences and a different degree of holiday satisfaction, and that 
marketers should understand the way Japanese tourists select tourist destinations and evaluate 
them (Nishiyama 2000, Reisinger & Turner 2000). It is obvious to us that our respondents 
find it important for marketers to have cultural information, as they all take some 
consideration to culture when marketing. As mentioned in section 5.2.3 – Market 
Characteristics, the Japanese have high expectations of service. This is also stressed by 
Nishiyama (2000), who upholds that the Japanese tourists are more demanding and have 
higher service expectations than other international tourists and are driven by a Japanese 
service philosophy determined by cultural beliefs about how service should be properly 
performed. This is asserted in our empirical findings by Kemp-Nishiyama, who maintains that 
the Japanese expect a level of service that is much higher than Australians.    
 
Nishiyama (2000) also mentions that Japanese tourists are unique and different from other 
tourists and that it is imperative to understand and adjust to their culture by tailoring services 
to distinctive Japanese characteristics. Our respondents concur to the uniqueness, but our 
empirical results show that the adaptations made to culture are not at all as extensive as 
suggested by theory, at least not in this particular industry. It was revealed by all respondents 
that the main cultural adjustment was made in language (and Japanese speaking guides). 
Overall the cultural consideration that came up during our empirical study was Murphy’s 
focus on long-term planning and differences in purchase decision (further discussed in 
sections 5.4.1 - Important Promotional Efforts and 5.4.2 - Most Effective Advertising Tools), 
and some additional tailored Japanese programmes at Dreamworld. As Kuwajima reckons, 
Japan is really westernized and the cultural differences between Japan and Australia are today 
not as large as they used to be. He sees the main differences in education systems and food 
culture, and that the way of thinking is not so different.  
 
The deviant results concerning culture from the empirical findings compared to the theoretical 
framework become the most obvious when applying well-known culture models like Hall and 
Hofstede. Reasons for this are mainly that they are generalizing the Japanese population, and 
not focused on the same scope as we target in this study. Additionally, these models are 20-30 
years old, and as Hollensen (2001) states, culture is in constant change, making these models 
to some extent outdated. This is also addressed in the critique of Hofstede’s model by Sjögren 
and Janson (1992), Gooderham and Nordhaug (2002), and McSweeney (2002). Nevertheless, 
for the scope of this study, it is very interesting to see just how much things have changed.  
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5.3.1 Halls’ High- and Low Context Cultures  
Hall (1976) explains cultural differences in terms of high and low context cultures. Hall 
classifies Australia as a low-context culture, and Japan as being high-context. On a general 
assumption, the Japanese are still belonging to a high-context culture, as they are still 
relationship- and group oriented. However, partly this situation has changed, which is widely 
addressed among our respondents. Murphy advocates that the Japanese are still group oriented 
in their thinking and influenced by others in their close relationships. However, he stresses 
that a lot of this is trend driven, and not a common belief of the culture. The change towards 
independent thinking is obvious, and the old stereotype of the large group of Japanese people 
walking around with video cameras is history. Kemp-Nishiyama and Kuwajima also both 
confirm the trend towards independent thinking, while Patterson on the hand put more weight 
on advocating that the Japanese are still bound by tradition, being more formal and reserved. 
This perception is though probably influenced by TFW’s target demographics, which is older 
retires couples. Here, we can see a parallel to Kuwajima’s explanation concerning age, which 
supports that older people tend to be more bound by tradition. As suggested both by theory 
and our empirical findings, Japanese tourists still book their travel through traditional 
pathways such as the retail agents. However, booking over the Internet is becoming 
increasingly important (Japanese Tourism Marketing 2006, Kemp-Nishiyama, Patterson 
2007) is further substantiation of the increasing independence. However, Kuwajima points out 
that the Japanese are still very conservative, and sceptical about internet booking as they will 
not give out credit card information. This is an unclear topic, which is difficult to find 
coinciding information about. The importance of Internet will be further discussed under 
section 5.4.3. Murphy and Kuwajima further explains that Japanese travellers are becoming 
generally younger, which contributes to the trend towards independent thinking and travelling 
in general, as they are not as bound by tradition as the older generations. However, in general, 
the Japanese are still much more group-oriented than Australians. 
 
In a high-context culture more elements surrounding the message are used in the 
interpretation process, and the meaning of information received is implied through non-verbal 
cues (Hall1976). Originating in our empirical findings, it seems like this aspect is not longer 
such an important issue, at least not in this industry. In other industries, this might be of great 
importance, however, the majority of our respondents emphasize that the only cultural 
considerations to be taken, are the alteration to Japanese language information - written or 
verbal – for attractions (Kemp-Nishiyama). Patterson supports this by asserting that the 
company needs to adapt their tour product in any way specific to Japanese requirements other 
than language. Even one of the larger companies, Dreamworld, supports this, claiming that 
the company does not take extensive considerations of culture when marketing in Japan; and 
that the most important consideration is language.  

5.3.2 Hofstede’s Cultural Dimensions 
Hofstede’s (1980) study identified the five cultural dimensions, on which the Japanese and 
Australian cultures are compared. In the following discussion, the focus is put solely on the 
Japanese market, as that is our scope. The compared countries are generally consistently 
different (Hofstede 1980), and therefore it is of importance for Australians to consider each 
dimension and its relevance in this industry.  
 
According to Hofstede (1980), Japanese society belongs to a high power distance, while 
Australians are considered to have lower power distance. This dimension is not applicable to 
our situation or the scope of our study, and elements relating to the dimension were not 
mentioned by either of our respondents. As it was not mentioned, our respondents clearly did 
not find it this issue relevant to being able to successfully market tourism companies in Japan.  
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Hofstede (1980) also classifies the Japanese as belonging to a high uncertainty avoidance 
culture, while on the other hand Australia belongs to a lower uncertainty avoidance culture. 
Indications from our empirical findings strongly suggest that aspects of the Japanese tourists’ 
uncertainty avoidance have changed. As most of our respondents stressed, there is a clear 
trend towards independent thinking and travelling, which shows that the Japanese are no 
longer risk-averse to the same extent. As this might not be generalized to all Japanese, we can 
indeed apply it to Japanese tourists. Parallels can be drawn to the Japanese market 
characteristics in section 5.2.3, emphasizing that Japanese tourists have become more 
confident and worldly. They are no longer hiding behind a group.  
 
Hofstede’s (1980) study also finds the Japanese to be collectivist in nature, while Australians 
on the other hand, are more individualistic. This is contradicted both by more recent 
secondary data and by our empirical findings. As mentioned, Murphy points out that the 
Japanese are still group oriented in their thinking, but that there has been a shift towards more 
independent thinking. This is also confirmed by Kuwajima and Kemp-Nishiyama. However, 
clearly they are still much more group-oriented than Australians. Japanese Tourism Marketing 
(2006) also emphasizes this shift, concluding that nowadays, group travel is only a small 
market segment (see Figure 4). Once again, this does not correlate with the perceptions of 
Patterson, due to TFW’s different target demographics, which in addition includes student 
groups. Further, the Japanese are seen as belonging to a masculine society, while in the 
Australian culture, societies are seen as less masculine. This dimension is neither applicable to 
our situation nor the scope of our study, and elements relating to the dimension were not 
mentioned by any of our respondents. As it was not mentioned, our respondents clearly did 
not find it this issue relevant to being able to successfully market tourism companies in Japan. 
 
The final dimension looks at long-term orientation, where Japan is scoring quite high. 
Australia, on the other hand is much less long-term oriented (Hofstede 1980). This is the only 
of Hofstede’s dimensions that is currently supported by empirical findings, however only 
addressed by one of our respondents. Murphy states that: ‘One of the huge things about 
cultural differences, which is so important compared to Aussie’s, is the Japanese way of 
planning ahead’. Actually, the decisions made today influence business for April next year, 
not now, when it comes to the business they get from Japan. I have to convince my chef, and 
the ones responsible for the animals here, that in April next year this type of thing is going to 
happen. They cannot forget. The Australians are so much quicker, while Japanese businesses 
are much more long-term oriented. Australians react much better to market situations, 
whereas the Japanese tend to let the cycle go through (Murphy 2007). 
 
We find this a very important cultural aspect to consider when marketing tourism companies 
on the Japanese market. As Murphy further explains, if the company’s product or service 
deviates slightly from the marketed product or service, which usually gets booked a long time 
in advance, the Japanese tourist can take legal action against the travel agent and reclaim 
expenses. This negatively affects the company’s relationship with the very important travel 
agents.  
 
To sum up culture, it is clear that the situation today is substantially different from what is 
portrayed in commonly read literature, and models like Hall’s High- and Low Context 
Cultures and Hofstede’s Cultural Dimensions cannot be correctly applied to the Japanese 
tourism market today. However, having basic knowledge of cultural differences between the 
domestic and target market as outlined by these models will certainly provide good basic 
understanding and further discussions that will assist in marketing activities.  
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5.4 CRITICAL SUCCESS FACTORS FOR EFFECTIVE PROMOTIO N 
As the scope of this study focuses on identifying effective promotional tools to be used to 
target the Japanese tourists, this section is highly important and relevant to Research 
Objective 4, which aims ‘to identify critical success factors for successful promotion of 
Australian tourism companies on the Japanese market, such as which elements of the 
promotion mix are the most effective for Australian tourism companies to use in Japan’.  

5.4.1 Important Promotional Efforts 
As stated by Lawton and Weaver (2005), promotion attempts to increase demand by 
conveying a positive image of the product to potential customers through appeals to the 
perceived demands, needs, tastes, values and attitudes of the market or a particular target 
market segment. Since promotion is a form of social communication, it should also be 
reflective of culture (Genestre et al. 1995). Based on these aspects discussed above, the 
following discussion will by use of theory and empirical findings highlight how to succeed 
when promoting Australian tourism companies in Japan.  
 
It is interesting to see how the theory written on the topic deviates from the reality of this 
industry. It becomes clear that a lot has happened over the last decade. Genestre et al. (1995) 
stresses that when promoting in Japan, companies must adjust to local preferences, meaning 
that products and advertisements must be modified to reflect the Japanese taste, and that it 
mandates an aggressive image-creating strategy to reach the Japanese consumer. However, 
this is not the case in this industry. All of our respondents agree that the promotional efforts in 
Japan do not differ greatly from how they promote their companies in Australia. However, 
one very important aspect is the power of the trade. Murphy stresses this as the main 
difference between promotion in Japan and Australia. This is also highly stressed by the other 
three respondents. Patterson mentions that to cater to the Japanese, the TFW has adapted its 
services so that the guides can use some basic Japanese language, as well as some Japanese 
language tour manuals for Japanese guides. This is supported by Kemp-Nishiyama, who 
strengthens the fact that in Australia, the only thing that is necessary these days is Japanese 
language information, and Japanese speaking tour guides on tours, as discussed in the culture 
section. Some Japanese tourists are even willing to forgo the language component now to join 
the English language tours because they are cheaper. Below, we will more thoroughly address 
both highly important and less important tools when promoting an inbound tourism company 
in Japan.  
 

5.4.1.1 The Importance of Trade Relationships 
The theoretical framework briefly addresses the importance of partnerships, and that mutual 
benefits can result from embarking in cooperative marketing on a temporary or longer-term 
basis (Fyall & Garrod 2004, Lawton & Weaver 2005). After conducting our empirical 
research, it became clear that partnerships, in this case in the form of trade relationship, are 
absolutely vital to successfully promote on the Japanese market. Murphy clearly illustrates the 
significance of trade relationships by saying that WVTP’ trade relationships are the most 
important promotional efforts in Japan, as they ultimately sell the product. Even though 
purchases via travel agents have gone down, it is still the main channel to buy travels. The 
other respondents also stressed the importance of this relationship. The important aspect 
regarding changes in Japanese purchase behaviour is not widely recognized in our theoretical 
framework. Both Murphy and Kuwajima advocated this during the interviews. The purchase 
decision point and how to influence it becomes very important. Murphy stresses that when 
looking at fully packaged tours, they have to influence someone on the Gold Coast, in 
Sydney, and in Japan to include them into their packages; that trusts their product enough to 
do that. This is also supported by Kemp-Nishiyama. Another point regarding purchase 
decisions mentioned by Murphy is the importance of booklets and brochures, where detailed 
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alternative optional tours and attractions are listed. This important aspect is further addressed 
in section 5.4.2 - Most Effective Advertising Tools.  
 
For small companies, trade events can help nurture the important relationships with trade. 
Patterson stresses that TFW negotiates the inclusion of their company into agents’ wholesale 
programs through trade events like ATE. In this way, the wholesaler does the retail promotion 
to consumers for them. Murphy further upholds that the middleman will do what it can to 
maximize profits, and that might not necessarily be theme parks. This makes it very difficult 
to compete. However, to overcome this, WVTP strives to become a bigger brand, making 
their theme park’s names known worldwide. Brand recognition and brand power is also very 
important.  
 

5.4.1.2 Publicity 
According to Boyle (2004) publicity is essential; the nature and quality of an organization’s 
communications has a major impact on the perception that the public has of the organization 
and thus affects the demand for its products or services. Lawton and Weaver (2005) points out 
that there is a risk that the publicity might be negative, as it cannot be controlled. However, 
our respondents solely saw it as positive and effective, pushing for this type of free 
communication. Kuwajima tells us that in addition to advertising, Dreamworld mainly uses 
publicity to reach the Japanese consumers. Murphy adds that advertising is very expensive, so 
wherever they can, they prefer publicity. Patterson also clearly points out that TFW makes the 
most of any media opportunity. This is especially important for smaller companies with 
limited budget. Both Murphy and Patterson mention celebrity endorsement as very effective 
publicity in Japan. Visiting celebrities are worth gold for the companies, as they are huge role 
models in Japan. This is supported in the theoretical framework by Kilburn (1998) and Martin 
(2005), which also assert that celebrity endorsement is one certain way to achieve success 
when it comes to promotion in Japan.  
 
Furthermore, Kuwajima mentions that Travel TV programs are becoming more popular, and 
provides good publicity opportunities for Dreamworld. Both large companies are often taken 
up by TV stations, newspapers, and radio stations etc. where they promote directly to the 
customers. As stated by Lawton and Weaver (2005), the attraction of television as a media 
outlet is based in part on its ubiquity, at least within high-spending industrialized countries 
like Japan. In Japan, radio also remains important as a source of information during work 
time. Patterson also mentions the opportunity of ‘piggybacking’ on publicity surrounding 
international events on the Gold Coast such as the Gold Coast Marathon, which has proven 
valuable for TFW. Another important point that Kuwajima addresses is the increased 
purchase of travel books written by independent travel authors, which consist of detailed 
information about everything the Japanese tourist needs to know.  
 

5.4.1.3 Personal Selling 
The theoretical framework highlights personal selling as a costly, but fruitful promotional tool 
(Ferrell & Hartline 2005, Lawton & Weaver 2005). Murphy reckons that for WVTP 
everything is personal selling, especially as the trade is so important. Seen from this 
perspective, all four companies do use personal selling to some extent. In addition, TFW also 
targets Japanese schools directly to negotiate return class visits in subsequent years. However, 
looking outside of the trade cycle, the high cost of this approach hinders the smaller 
companies in this study to approach customers directly. On the other hand, the two larger 
companies use this approach. WVTP for instance, approaches larger companies, discussing 
directly whether to bring a group over. However, they are not offered pricing; they come back 
through the trade. ‘ If we do not respect that channel, then we will be cut from the channel. If 
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we do not provide that information, in the purest form and the most correct form direct to that 
person, it is hard for them to get the right information on us’ (Murphy 2007).  
 
Murphy further addresses that inbound wholesalers might not promote the theme parks 
sufficiently, as it might not maximize their profit to do so. Therefore it is important for the 
theme parks to provide this separate information. Kuwajima raises another important issue, 
pointing out that travel agents in Japan are having a hard time selling to Australia due to 
lacking knowledge. Therefore, he goes regularly to Japan, giving travel agents more detailed 
product knowledge, promoting Dreamworld, the Gold Coast, and Australia to the travel 
agents. 
 

5.4.1.4 Sales Promotion 
These short-term strategies, promoting products or services through temporary discounts and 
other offerings (Ferrell & Hartline 2005, Lawton & Weaver 2005, DelVecchio et al. 2006) 
can in many cases be very effective. However, in this particular industry, the empirical 
findings contradict this. Due to limited budgets of the smaller companies, they do not pay any 
attention to this promotional tool at all (Kemp-Nishiyama 2007, Patterson 2007). However, 
the sales promotional activities of the larger companies are neither a priority, due to the power 
of the trade. According to Murphy, the wholesalers in Japan have a lot of power, so the 
consumers will rarely see sales promotional efforts like discounts that are given by WVTP. 
Probably, the trade will just take more money. So what Warner Village tries to do is to ‘find a 
balance between things that will entice the wholesaler, and things that will entice the 
consumer’ (Murphy 2007). Kuwajima supports this; Dreamworld does neither use much sales 
promotion as they as well focus more on the relationships with the travel agents. However, 
Murphy points out that effective sales promotion in Japan includes value-adds, like little give-
aways such as coupons to get something for free at the theme park. These gifts might not be 
the thing that makes them come to the theme parks, but when they come and get something 
that they were not really supposed to get, it enhances the total experience and the customer 
feels more satisfied.  
 

5.4.1.5 Merchandising 
The theory of Tourism Marketing addresses underlying principles, which make the marketing 
of services more difficult than the marketing of industrial, or consumer goods. In the context 
of merchandising, products helps overcome the lack of ownership, which entails that the 
consumer does not take title of goods as in product marketing. By merchandising, companies 
emphasize pictorial reference and souvenirs to reinforce image of holiday experience 
(Lumsdon 1997, Ferrell & Hartline 2005, Lawton & Weaver 2005). To overcome lack of 
ownership, our chosen companies utilize merchandising, offering products that will reinforce 
the image of their visit. Lawton and Weaver (2005) further suggests that merchandising can 
be used very effectively as a promotional tool when it involves the sale of products that are 
readily associated with a particular company or destination, and that there are several 
advantages associated with well-formulated merchandising strategies. One of the main 
advantages of merchandising is that it is commonly the more frequently worn items of 
clothing that are merchandised, and therefore the purchasers of these products are likely to 
spend more time acting as walking billboards for the tourism company (Lawton & Weaver 
2005). Both Murphy and Kuwajima support this, having frequently worn items such as t-
shirts, caps in their merchandised product selection. They both also add that cups, fluffy toys 
and photos are big business in merchandising, also towards Japanese tourists. Out of the 
smaller companies, Patterson mentions that merchandising is used, however none that is 
specific to the Japanese market. 
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5.4.1.6 The remaining 7P’s Influence on Promotion 
Addressing Morrison’s (2002) 8P’s of tourism marketing, it became important for us to 
identify which of the remaining 7P’s are facilitating promotion on the Japanese market. All 
P’s are definitely important, however some more than others. Place is important for 
promotion in this case due to the extensive collaborative organizations promoting the Gold 
Coast area. Hence, the key importance of place lies in partnerships, which is considered very 
important and presented below. People are important for obvious reasons, but are not 
addressed by our respondents. Packaging is important looking at the fact that packaged tours 
are popular in Japan. However the tasks of packaging and sales lie with the wholesalers, not 
the individual tourism companies. Programming is closely related to packaging, and can be 
important for tourism companies. In the case of WVTP, the company is partly owned by the 
Warner Brothers, which is well-known worldwide and have collaborations surrounding movie 
premiers and often advertise together on these events in Japan. However this is not something 
that most companies can leverage from. 
 
Moving over to the more important elements of the tourism marketing mix when it comes to 
influencing promotion, price is considered to be very important due to the findings that 
Japanese has become more price-conscious (Kemp-Nishiyama 2007, Kuwajima 2007, 
Murphy 2007), and better to understand what is a better deal for them (Murphy 2007). 
Product is very important firstly because the Japanese are very concerned about quality 
(Kemp-Nishiyama 2007). The Japanese also have very high service expectations (Genestre et 
al. 1995, Nishiyama 2000, Reisinger & Turner 2000), and focus on after-sale service, which is 
encompassed in the product component (Lawton & Weaver 2005). Kemp-Nishiyama asserts 
that the Japanese expect a level of service that is much higher than Australians. Finally, 
partnerships have shown to be of the most importance, at least in this industry on the Gold 
Coast. All respondents highlighted benefits of collaboration within the tourism industry on the 
Gold Coast. The topic of collaboration is thoroughly discussed in section 5.4.4.    
 
To sum up, to be successful when promoting in Japan, all remaining 7P’s will facilitate the 
process, at least in this particular industry on the Gold Coast. However, more weight should 
be put on Partnerships, Price, and Product, as these are all elements found to be of particular 
importance through our empirical study.  

 

Figure 9 - Relevance of Morrison’s (2002) 7P’s on Promotion (own construction) 

5.4.2 Effective Advertising Tools  
When it comes to identifying the most effective promotional tool, our respondents were 
unanimous in answering advertising. According to Fyall et al. (2003), advertising is the 
dominating form of promotion when it comes to marketing attractions and destinations.  
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Lawton and Weaver (2005) further points out that a major decision when it comes to 
advertising is the selection of the media type that will best convey the desired message to the 
target market. TV advertising tends to be expensive and newspapers, magazines, tour 
brochures and travel posters are more commonly used for travel promotion (European Travel 
Commission 2006, Datamonitor 2006a). Seeing that our focus is on Gold Coast tourism 
companies’ promotional efforts in Japan and that only 3% of Japanese outbound travellers 
visit Australia yearly, it is clearly indicated that venturing large sums on TV advertising is not 
beneficial. However, as the theory also suggests, our respondents supported the importance of 
tour brochures and magazines. All of our respondents highlighted the effectiveness of having 
their destination featured in wholesalers travel brochures, stating this tool as the most 
important advertising tool to be used on the Japanese market. Murphy and Kuwajima also 
highlighted the importance of magazines.  
 
Lawton and Weaver (2005) support the empirical findings, stating that tourism brochures are 
perhaps the most utilized form of advertising across the tourism and attraction industry, and 
that brochures are very important means through which package tours and products within 
particular destinations are selected. Kuwajima stresses that this is one of the biggest 
differences in how Dreamworld markets themselves in Japan compared to in Australia. The 
detailed brochures are very important for Japanese tourists. This contradicts certain aspects of 
the School of Idealism and Realism which states that Japanese are not very focused upon 
objective information as they do belong to the school of idealism, not the school of realism. 
Regarding the advertising message, the Japanese, being high-context, are said to not need to 
receive the complete message due to that it is expected of the consumers to fill in the blanks. 
On the contrary, these brochures are very detailed and very important to the Japanese tourists. 
However, the School of Idealism and Realism also states that the language and the message 
though must be worded correctly due to the Japanese sensitivity towards how something is 
said or how a slogan (Genestre et al. 1995), which Murphy supports.  
 
As mentioned, due to the power of the trade, the trade relationships need to be nurtured, and 
Patterson relies on the travel wholesaler promoting the product on TFW’s behalf. Patterson 
further stresses that wholesalers’ brochures are indeed the most effective advertising tool 
selectively targeting consumers. This is also reinforced by Kemp-Nishiyama. For the smaller 
companies with limited budgets, this relationship becomes particularly important. For 
instance, TFW uses no forms of paid advertising other than in wholesalers’ guides produced 
by Tourism Queensland (Japanese language editions of international guides). These guides 
are distributed for use by trade only. One reason for the importance of brochures as an 
advertising tool is according to Lawton and Weaver (2005) their specialized nature. They are 
not provided as an appendage to a newspaper article or a television program, but concentrate 
100 per cent on the promotional effort. Due to the intangibility of tourism services, having the 
company featured in such brochures help ’tangibilize’ the tourism offering by visually 
displaying the real thing (Lumsdon 1997, Lawton & Weaver 2005).  

5.4.3 Internet 
The theory shows many advantages of using the Internet as a promotional tool (Briggs 2001, 
Heung 2003), and when it comes to tourism marketing the importance of this channel has 
increased (Lawton & Weaver 2005, Papatheodorou 2006). According to Tsurumoto (2007), 
the Internet not only facilitates website advertisement and improved public relations; it also 
enables a company to become more competitive. Our respondents all see the potential of the 
internet as an important promotional tool for their company. However, looking at this industry 
on the Gold Coast, the Internet is not of particular focus. One might wonder why this is, as 
Heung (2003) mentions that in the travel and tourism industry, travel products and services 
appear to be well suited to internet marketing. According to Travel Promotion Japan (2007), 
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there are good opportunities for overseas companies to benefit from Internet promotion in 
Japan, as the Japanese Internet environment is rapidly improving and the Japanese Internet 
population is drastically increasing (European Travel Commission 2006). 
 
It is important for tourism and attraction companies targeting the Japanese market to have 
alternative websites in Japanese, as that the majority of Japanese are searching for travel 
information and services in their native language (Travel Promotion Japan 2007). All 
companies in this study do have Japanese language websites; however this is pretty much as 
far as Internet promotion goes outside of the trade. The empirical findings point out some 
important reasons explaining why there is not much focus on the Internet within these 
companies at the moment. Firstly, Murphy stresses that as the Japanese are so much further in 
internet technology than Australia, WVTP is rather focusing on building up the collaboration 
with their trade partners than building up their own network. It all comes back to the trade. 
The travel agents have promotional material to show on their more sophisticated internet 
locations, so rather than the company promoting it through their own website, they try to 
promote themselves through their sales agents. Kemp-Nishiyama also mentions the 
importance of having their products featured on the travel agents’ Japanese language web 
sites that sell local tours. She further stresses that to be listed on the Japanese search engines 
is too cost prohibitive for small companies. The risk of adding more internet promotion, such 
as direct sales, could adversely affect relationships with travel trade (Patterson 2007). 
 
Our respondents point out that even though actual bookings made through retail offices, 
research may be conducted on the Internet (Patterson 2007). This is also mentioned as a 
benefit of the Internet by Briggs (2001) and Heung (2003). Kuwajima upholds that the 
Japanese are using the Internet more, i.e. when looking for accommodation. He further 
explains that the trend is that if the Japanese tourists know that they are coming to Australia 
they research it on the Internet. Kemp-Nishiyama finds that their Japanese language website 
does not get much consumer traffic, however the travel agents also use it as a reference tool. 
 
Even though the Internet is not of particular focus at the moment, our respondents see many 
benefits and a bright future for this promotional tool. As Internet technology improves, 
Murphy admits that the Internet should be more important to them, and reckons that this will 
change in the future, finding several benefits with promoting over the Internet. Mainly, the 
message can go out really clear to the consumer, there is no filtering by any distribution 
channel at all. Both Kemp-Nishiyama and Patterson maintains that a huge benefit with 
promotion on the Internet is the mass audience potential when doing so through sites with 
effective search-engine pathways. Both clear message and mass audience potential are 
benefits confirmed by Briggs (2001) and Heung (2003).  

5.4.4 Collaboration 
The theoretical framework points out the importance of industry collaboration. Fyall et al. 
(2003), and Fyall and Garrod (2004) upholds that due to the increasingly difficult competitive 
environment surrounding visitor attractions, effective collaboration may make the difference 
between success and failure. All of our respondents rely on this approach, which facilitates 
the promotional efforts both nationally and internationally. The companies are all taking the 
collaborative approach when it comes to the efforts they are making on the Japanese market.  
Fyall and Garrod (2004) highlight several benefits reaped by collaboration, including 
collective branding, pooling of resources, reduced individual risk and uncertainty, facilitation 
of promotion, more effective ’collective’ representation, harmonized objectives, raised 
individual profiles, and joint research. The advantages highlighted by our respondents include 
networking, facilitated promotion, pooling of resources, and reduced individual risk and 
uncertainty through regular market updates (Kemp-Nishiyama 2007, Kuwajima 2007, 
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Murphy 2007, Patterson 2007). Two very important collaborations can be distinguished. 
Firstly, the collaboration the companies have with Japanese wholesalers is crucial to be able 
to succeed in Japan. As discussed, this is highlighted by all of our respondents as an absolute 
must for succeeding on the Japanese market. Patterson states that the success of TFW relies 
on keeping inbound tour operators and Japanese wholesalers informed of their tour products 
and regularly updated. TFW collaborates with these companies by discussing and developing 
tour inclusions for Japanese tours, negotiating group size and tour times, and tailoring menus. 
They then rely on wholesalers to promote in-market. 
 
The second type of collaborative approach is the inbound collaboration, which offers great 
opportunities for the companies. Intra-destination collaboration are apparent in two different 
forms on the Gold Coast. Firstly, there are the governmental tourism bodies such as Tourism 
Australia, Tourism Queensland, and the membership-driven Gold Coast Tourism, which gives 
the companies benefits such as pooling of resources and facilitated promotion. Murphy 
stresses that these organizations are very important to WVTP as they have much more 
resources than the individual firms, which facilitates promotion. Kuwajima supports this, also 
emphasizing these organisations’ bigger budgets’ importance for promotion. Kemp-
Nishiyama feels that it is important to have the support of these bodies, and for their products 
to be known to them. Patterson adds that these organizations are extra important for small 
companies, as they rely even more on their support. Secondly, there are organizations like 
Japan Tourism Gold Coast, which provide a network for the tourism companies to work 
within the Japanese industry locally and bring up important issues that helps drive the 
industry forward (Murphy 2007). The networking benefit is supported by the other three 
respondents. Another benefit identified by our respondents is that regular market updates are 
presented, which is vital for promotion.  
 
Fyall and Garrod (2004) further mentions that disadvantages can also be derived from taking 
the collaborative approach, including mutual distrust, possible apathy, inertia, unhealthy 
competition from non-participating attractions, conflict between attractions, broad unease 
over an apparent loss of control over decision making, general scepticism, and widespread 
unfamiliarity among attractions. Not many disadvantages were however identified by our 
respondents. A small disadvantages stressed by Murphy is that they have to dilute their 
message a little bit, and that the company gets less of the share of the pie. These 
disadvantages are related to collaborations with governmental organizations. These 
organizations are not just responsible for WVTP; they are responsible for their entire region. 
This issue is also supported by Kuwajima. 
 
When it comes to the effect these types of collaborations have on competition, the 
respondents’ answer differed slightly. Most respondents did not see this connection. Patterson 
finds that this collaboration has nil effect on competition; so does Kemp-Nishiyama. 
Kuwajima is also of the same opinion, but adds that he does not see the other firms as 
competition; he sees them as fundamentally different. ’Dreamworld is Dreamworld. Sea 
World is Sea World. Numbers are up, and everybody is happy’ (Kuwajima 2007). He sees the 
region as a team with different products. He rather stresses the competition that the Gold 
Coast and Australia have against other destinations like Hawaii and China. Murphy was the 
only respondent who identified effects on competition. He states: ‘We don’t want to be selfish, 
but we do. As much as we respect what our competitors do, we are here to get people and win 
business. And the name of competition is winning, isn’t it’ (Murphy 2007)?  
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5.5 SMALL vs. LARGE COMPANIES 
This section relates to our fifth and final Research Objective, which aims ‘to identify 
similarities and differences between small and large companies when it comes to tourism 
promotion on the Japanese market’. Because of differing budgets, one would think that 
promotional efforts between small and large companies would differ greatly. However, due to 
the importance of trade relationships in this industry, the difference in promotion is not as 
large as we had expected. As trade is of such importance, none of our companies pushes 
extensive consumer promotion in Japan, making the difference between small and large 
companies smaller. All companies equally depend upon these trade relationships, and rely on 
the trade to promote for them. However, obviously there are some areas of difference due to 
the differing budgets. It is found that due to limited budgets, the small companies are more 
reliant on important relationships, such as trade and governmental organizations, as they are 
the ones actually promoting the product. The larger companies have more resources to put 
into brand building, making their parks’ names known worldwide. Brand recognition and 
brand power is very important. 
 
Looking at direct consumer marketing, the large companies in this case both uses more 
personal selling to convey their message outside the trade, as they have the means to do so. 
WVTP for instance, approaches larger companies. However, they do not offer pricing; they 
come back through the trade. Kuwajima goes regularly to Japan, giving travel agents more 
detailed product knowledge, promoting Dreamworld, the Gold Coast, and Australia to the 
travel agents. The high cost of this approach hinders the smaller companies in this study to 
approach customers directly. This also applies to the promotional effort of sales promotion.   
To sum up, all differences found in promotion between small and large companies are as 
expected based upon costs. 
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6.0 CONCLUSIONS AND IMPLICATIONS 
This chapter is where we present the solution(s) to our problem. We want to sum up the main 
areas covered in our thesis, and answer each of our research objectives. We will also present 
managerial implications, and suggest topics for further research. 
 

6.1 CONCLUSIONS 
To increase the understanding of tourism- and attraction marketing, a variety of secondary 
data, including well-known theories and models were studied and presented. Relevant 
secondary data concerning Tourism Marketing are: the Underlying Principles of Services, the 
8P’s of Tourism Marketing, the Promotion Mix for Tourism Marketing, and the Collaborative 
Approach. The knowledge gained from the theoretical framework contributed to fulfilling the 
first research objective, and further assisted in the analysis of the remaining four objectives as 
it represents the basis for the scope of this study. Concepts of Tourism Marketing were 
reoccurring through the entire analysis. 
  

As Japan is a unique market, it is crucial for tourism companies to be familiar with the 
characteristics of the Japanese tourist and their travel patterns. During this study, it was found 
that the main demographics targeted by attraction companies on the Gold Coast highly 
depends on the type of attraction the company offers, however main focus is put on 
honeymooners, families, silver segment, and school students. Based upon our study, tour 
operators do not target specific demographics to the same extent as attraction companies. It is 
also highlighted that females tend to make the purchase decision. 

 
The numbers of Japanese tourists to the Gold Coast has decreased over the last decade; 
however still represent a main international interest. Reasons for this include macro factors 
such as changes in aviation and exchange rates, which has highly affected the tourism 
companies. It is also shown that Australia and the Gold Coast is popular for demand, but that 
the numbers are not following due to macro factors and increased competition from short-haul 
destinations. It is further found that the Japanese travel all year round, however 
August/September is highlighted as the main season. The length of holidays is found to be 
short, and when in Australia, the Japanese tend to combine several destinations and spend 
their days maximized. Additionally, most Japanese tourists in Australia are first-time visitors. 
When it comes to travel arrangements there still is a high propensity of participation in 
packaged tours, however there is a trend towards more independent travel as they are 
becoming more confident. Moreover, the old stereotype of Japanese group travel has 
drastically changed; nowadays group travel is only a small market segment. The Japanese 
tourists still book their holiday trough traditional channels, mainly travel agents, making trade 
relationships very important for tourism companies.  
   
Findings suggest that Japanese tourists are eager to acquire new knowledge and to enjoy 
adventure through overseas travel, although appreciate top level of service, good manners, 
attention to details, small touches, presents, cleanliness and safety, as well as efforts in 
bridging language barriers. Furthermore, the Japanese value having fun. The Japanese tourist 
has changed over the last years, and motivation for travel has changed ‘for the sake of travel’ 
to that of ‘specific objectives’. They have become more independent, flexible, worldly, more 
price- and value conscious, and more confident about their English.    
 
When investigating which factors in regards to culture, are influencing the tourism 
companies’ promotion in Japan, it became clear that the situation today is substantially 
different from what is portrayed in commonly read literature, and models like Hall’s High- 
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and Low Context Cultures and Hofstede’s Cultural Dimensions cannot be correctly applied 
today. It is found that cultural differences between Japan and Australia have become 
significantly less obvious, as the Japanese people are now seen as more ‘global’ and 
westernized. However, there are still cultural differences that should be considered when 
marketing. The Japanese have higher expectations of service and are more demanding than 
other international tourists, driven by a Japanese service philosophy determined by cultural 
beliefs about how service should be properly performed. However, our empirical results show 
that cultural adaptations are not as extensive as suggested by theory and that the main cultural 
adjustments are made in language. Additional areas of difference were focus on long-term 
planning and differences in purchase decision.  
 
One of our main goals of this study was to identify critical success factors for successful 
promotion of Australian tourism companies on the Japanese market, such as which elements 
of the promotion mix are the most effective for Australian tourism companies to use in Japan. 
It is found that promotional efforts in Japan do not differ greatly from how they promote their 
companies in Australia. The most important difference in this industry, however, is the power 
of the trade, which highly determines promotional efforts. It is clear that partnerships with 
trade are absolutely vital to successfully promote on the Japanese market, and that it is viewed 
as the single most important promotional effort in Japan.  
 
Looking outside of the trade relationships, advertising is found to be the most effective 
promotional tool in Japan. Detailed travel brochures and magazines are the most important 
and commonly used advertising tools in Japan. In addition, publicity is found to be an 
essential promotional tool, which is highly valued by tourism companies; preferred due to its 
low costs. One type of effective publicity is celebrity endorsement, and visiting celebrities are 
worth gold for the companies as they are huge role models in Japan. Additional publicity 
forms used are media opportunities, travel TV programs, travel books, and piggybacking on 
local events. Looking at direct consumer marketing such as personal selling and sales 
promotion, this is not widely used in this industry. The large companies do use personal 
selling to a certain extent, while the smaller companies find it to cost prohibitive. Sales 
promotion is found not to be beneficial, as it is not likely to reach the consumer due to the 
power of the trade. Merchandising is also widely used, however is not Japan-specific. Popular 
products are t-shirts, caps, cups, fluffy toys and photos. As mentioned, the only promotional 
adaptation the companies need to do to cater to the Japanese on-site is today to provide 
Japanese language information and Japanese speaking tour guides on tours.  
 
It is further found that even though the Internet offers great promotion opportunities, it is not 
of particular focus in this particular industry. The Japanese are so much further in internet 
technology than Australia, making it better to utilize the network of the trade than to expand 
the company’s own network. The travel agents have promotional material to show on their 
more sophisticated internet locations, so they try to promote themselves through their sales 
agents. However, it is important for tourism and attraction companies targeting to have 
alternative websites in Japanese, as that the majority of Japanese are searching for travel 
information and services in their native language. It is also used as a reference tool by travel 
agents. 
 
A final essential promotional issue to consider is the important of collaboration. Our 
companies are all taking the collaborative approach when it comes to the efforts they are 
making on the Japanese market. As mentioned, collaboration with trade is vital, and in 
addition intra-destination collaboration between local companies is found to be highly 
important. Collaboration renders advantages such as networking, facilitated promotion, 
pooling of resources, and reduced individual risk and uncertainty through regular market 
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updates. Even though disadvantages can be found within this approach, not many were 
identified by our study.   
 
Our final objective was to identify similarities and differences between small and large 
companies when it comes to tourism promotion on the Japanese market. It is found that these 
differences are not as large as we had expected much due to the importance of the trade. 
However, obviously there are some areas of difference due to the differing budgets. It is found 
that due to limited budgets, the small companies are more reliant on important relationships, 
such as trade and governmental organizations. The larger companies have more resources to 
put into brand building and direct consumer marketing, while high cost hinders the smaller 
companies in this study to do so. Overall, differences found in promotion between small and 
large companies are as expected based upon costs. 
  
Taking all of these aspects into consideration, Australian tourism companies will be able to 
effectively promote themselves on the Japanese market. The next section is dedicated to 
giving managerial advice based upon our findings. 

6.1.1 Managerial Implications 
Take these words of advice when planning to target the Japanese market: 

• be familiar with the characteristics of the Japanese tourist and their travel patterns 

• do not apply literature of age (such as Hofstede (1980) and Hall (1976)) to analyse the 
Japanese culture and preferences, as cultural differences between Japan and Australia 
have become significantly less obvious 

• be ware of macro factors such as changes in aviation and exchange rates, which highly 
affects tourism companies 

• focus on the trade relationships with Japanese wholesalers, and advertise in 
wholesalers brochures 

• put effort into providing a top level of service, attempt to bridge language barriers by 
providing Japanese language information and Japanese speaking tour guides, and 
focus on long-term planning 

• push for publicity such as celebrity endorsement, travel TV programs,  travel books, 
and piggybacking on local events 

• use Japanese wholesalers’ more sophisticated Internet sites, however establish own 
Japanese language website and prepare for further development in the future  

• make use of intra-destination collaboration 

6.1.2 Suggestions for Further Research 
During this process we were able to investigate a very interesting topic; however it was 
impossible to go deep into all aspects of promoting tourism companies in Japan. On this note, 
we want give some suggestions for further research within this context.  
 
Firstly, it would have been interesting to conduct a quantitative study to find out whether our 
results are possible to generalize. Seeing that the trade has such strong power, we would also 
like to suggest a study looking deeper into the aspects of the trade relationships and what 
efforts should be made to cultivate them. Finally, an idea for further studies could be to 
develop a more current cultural framework to assist in cultural analysis of this unique market.  
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APPENDICES 

APPENDIX 1 – INTERVIEW GUIDE 

  
Interview with                                    , representative for                                     , August 

2007 
 

Thank you very much for agreeing to participate in this interview, adding your knowledge on 
the subject will add substantial credibility to our work. 

 
Our choice of topic is based upon the fact that the Japanese interests in Australia are strong, 

particularly on the Gold Coast. This has led to inbound Attraction Companies having to 
market themselves extensively and directly on the Japanese market. Being a very unique and 

interesting market makes it a very exciting topic within the area of International Marketing for 
us to investigate. The Japanese’s knowledge concerning the Scandinavian countries has also 

increased over the last years. Because of this, this thesis can also be of inspiration for 
Scandinavian attraction companies wanting to learn more about the Japanese tourist. 

 
The overall purpose of this study is to investigate marketing promotions within the attraction 
industry on the Gold Coast, focusing on the Attraction Companies’ promotional efforts on the 

highly important Japanese market. At the end of this process, we aim to have an elaborated 
answer to our research question, which is: ‘‘How can Australian Attraction Companies 

effectively promote themselves on the Japanese market?’. 
 

To develop this interview guide, we have used the foundation and core objectives of our study 
to develop the interview questions for you to answer. Taking reviewed literature into 
consideration, the interview questions are focused on areas that were not substantially 

answered in our theoretical framework. 
 

If the space beneath each question is not of adequate size to suit the extent of your answers, 
please feel free to extend the space provided, or use additional documents. 

Before publishing the results of the interview, we will send a draft for you to read to make 
sure the information derived is correct and that nothing has been misinterpreted. 

Do not hesitate to contact us if you have any concerns before or after the interview has been 
conducted. The final version of this thesis will only be published through the University of 

Halmstad, Sweden, and will only be available from the University Library. 
 
 
 
 

Thank you, 
Best regards Sara & Mari 

 
 

Contact information: 
 

 Sara Norman     Mari Pettersen 
 0406670618                           0406670639 

             sara_norman@hotmail.com             weemari@hotmail.com 
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Part One - Introductory questions 
 
1. Name:            
2. Age:            
3. Company:            
4. Position:            
5. Years in the company:          
 
6. What is your personal interest and relation to Japan? 
 
 

Part Two – Japanese Tourists 
 
7. How has the large number of Japanese tourists on the Gold Coast affected your company 
and the attraction industry? 
 
8. Which demographic groups do you consider to be your main target market in Japan, and 
why? 
 
9. How would you describe the Japanese travel patterns? 
 
10. Australia and Japan have very different cultures. What do you consider to be the main 
cultural differences between the countries? 
 
11. What are the main cultural aspects to consider when marketing in Japan? Please 
elaborate. 
 
12. It is vital that tourism marketers understand the cultural characteristics of their customers. 
Japanese tourists are unique and different and it is imperative to understand and adjust to their 
culture. How would you describe the characteristics of the Japanese attraction tourist and the 
needs of the Japanese consumer? 
 
 

Part Three – Promotion 
 
13. What sales promotional activities do you apply in Japan? Do they differ from the ones 
applied in Australia? 
 
14. To what extent do you use personal selling on the Japanese market? Please elaborate. 
 
15. Earlier research suggests that publicity, merchandising and advertising are promotion 
tools commonly used in the tourism industry. Which promotion tools does your company use 
to target the Japanese market, and why? 
 
16. Which of these promotion tools are the most effective on the Japanese market? Please 
elaborate. 
 
17. Research suggests that common advertising channels used by Attraction Companies are 
television, radio, newspapers and magazines, brochures, and the Internet. Which forms of 
advertising does your company most commonly use on the Japanese market, and why? Does 
your company use any additional methods to the ones mentioned above? 
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18. How important do you regard promotion via the Internet on the Japanese market to be for 
your company? 
 
19. What do you regard to be the main advantages (or disadvantages) of promoting your 
attraction on the Internet? 
 
20. What are the main differences between how you promote your attraction in Japan, 
compared to how it is promoted in Australia? 
 
 

Part Four – Other Critical Success Factors 
 
21. In tourism planning and policymaking literature, there has been increasing attention given 
to communication and collaboration. How important do you regard such approaches to be in 
your specific industry, and in your marketing efforts in Japan? 
 
22. What are the main benefits (and disadvantages) generating from being members of Japan 
Tourism Gold Coast? 
 
23. According to you, how does being a member of Japan Tourism Gold Coast affect 
competition between Attraction Companies on the Gold Coast? 
 
24. What other critical success factors do you identify for successful promotion of your 
company on the Japanese market? 
 
 

Part Five – Final Questions 
 
25. Is there anything you regard as important concerning this topic that has not been 
addressed by us during this interview? If so, feel free to point this out. Please elaborate. 
 
26. Would you prefer that the answers in this interview are handled as anonymous, or can we 
use your name and company as a reference? 
 

Thank you for your help and co-operation. If after the interview, anything is unclear or we 
feel the need to ask any additional questions, we hope to be able to contact you via email or in 

any other way that is preferred by you. 
 
 
 
 
 
 
 


