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Abstract

The purpose of this study is to clarify the characteristics of the contents of posts on SNSs by foreign visitors to Japan regarding their
trips and the difference in the contents of posts depending on the region from which they are from, age group, and gender. Targeting
foreign visitors aged 15 years or older who visited Kanazawa City in Ishikawa prefecture and wrote posts on SNSs, a questionnaire
survey was carried out. The questionnaire items related to the contents of posts are the same as the questionnaire survey by Japan
Travel and Tourism Association for Japanese people who travelled to Japan and wrote posts on SNSs. Statistical analysis was per-
formed using SPSS Statics 25 on the responses. The results indicate that the range of topics in posts by foreign visitors is more than
double those in posts by Japanese tourists, that the contents of posts by foreign visitors can be classified into three groups, that the
contents and the number of types of posts depend on the region where they are from, and that the number of posts on "member of a

party" depend on gender. SNSs are considered to play an important role in determining the destination of travel. The results in this

study provide important suggestions for tourism strategy planning using SNSs.
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1. Introduction

According to the 2018 White Paper on Information and
Communications in Japan published by the Ministry of Inter-
nal Affairs and Communications, the percentages of people
who actively transmit information or express their opinions on
Facebook were 45.7 % in the US, 34.9 % in the UK, and 25.9 %
in Germany, which are much higher than that in Japan (5.5 %).
According to the 2017 Foreign Visitors Consumption Trends
Survey Report, the information sources that are most useful to
foreign visitors before visiting Japan were blogs posted by in-
dividuals (31.2 %), SNSs (21.4 %), relatives and acquaintances
in their country (17.5 %), and homepages organized by travel
companies (16.6 %). Hu and Wei [2013] suggested that custom-
ers believe information that comes from personal sources rather
than commercial sources. Fotis et al. [2011] demonstrated that
there is a strong correlation between level of influence from
SNSs and changes made to holiday plans. Tourists themselves
have provided information through blogs and SNSs, which
then stimulate the interest of potential tourists [Burgess et al.,
2011; Icoz et al., 2018; Zivkovic et al., 2014]. Hu et al. [2014]
found that Instagram photos can be roughly categorized into
eight types based on their content: self-portraits, friends, ac-
tivities, captioned photo, food, gadgets, fashion and pets. Japan
Travel and Tourism Association [2017] reported the results of a
questionnaire survey regarding the contents of posts on SNSs
targeting Japanese domestic tourists. Although understanding
the contents of posts by foreign visitors to Japan is important in
developing a strategy to attract foreign visitors, there has been
little research on content posted by foreign visitors to Japan.

The purpose of this study is to clarify the characteristics of
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the contents of posts by foreign visitors to Japan regarding their
trips and the difference in the contents of posts depending on
the region from which they are from, age group, and gender.

2. Contents of posts by Japanese tourists

According to the 2016 States and Trends of Tourism pub-
lished by Japan Travel and Tourism Association, the percent-
age of Japanese tourists who wrote posts on SNSs was 29.0
% among all Japanese tourists who travel in Japan and stay at
least one night at their destination. Figure 1 shows the results
of the questionnaire that allows multiple answers from among
options regarding the contents of posts, regardless of the type
of posts, i.e., text, photos, and video images.

The percentages of posts on “food and dining” (31.7 %),
“natural scenery” (24.2 %), and “famous tourist spots” (22.9 %)
were high.

3. Research methods

Targeting foreign visitors aged 15 years or older who visited
Kanazawa City in Ishikawa prefecture and wrote posts on
SNSs, a questionnaire survey was carried out from July 2018 to
January 2019. Thanks to the cooperation of two guesthouses,
the questionnaire sheets were placed in the rooms of the guest-
houses, where the visitors completed the sheets voluntarily, or
they were asked to complete the sheets at the front desk. Re-
sponses were obtained from a total of 162 foreign visitors (87
males and 75 females).

The questionnaire items include age, gender, nationality,
length of stay in Kanazawa City, the contents of their posts
on SNSs (multiple answers allowed), and places or objects of
interest other than famous tourist spots (free description). To
compare with the results for Japanese tourists, options regard-
ing the contents of posts are the same items as shown in Figure
1. SPSS Statistics 25 software was used for statistical process-
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Figure 1: Percentage of posts on SNSs for each item by Japanese tourists during travel in Japan

ing.

4. Results and discussions
4.1 Number of nights

According to the 2017 Survey Results Report on Kanazawa
City Tourism by Kanazawa City, the number of nights stayed
by Japanese tourists in Kanazawa was 0 (16.1 %), 1 (60.2 %),
2 (21.2 %), 3 (2.1 %), and 4 or more (0.4 %). The number of
nights stayed by foreign visitors in this study was 1 (23.5 %), 2
(49.4 %), 3 (21.0 %), and 4 or more (6.2 %). All visitors stayed
at least one night because the questionnaire was distributed
to people staying in guesthouses. Foreign visitors tend to stay
for more nights than Japanese tourists, although this might be

explained by the fact that the information on Japanese tour-
ists collected by Kanazawa City was obtained at JR Kanazawa

train station and famous tourist spots.

4.2 Contents of posts on SNSs by foreign visitors to Japan
Figure 2 shows the results for the question allowing multiple
answers regarding the contents of SNS posts on travel, regard-
less of the type of post, i.e., text, photos, and video images. The
top three items selected by foreign visitors were the same as
those selected by Japanese tourists, although their orders were
different. The percentages of posts on “famous tourist spots”,
“food and dining”, and “natural scenery” exceeded 50 %. The
sum of the percentages of posts on all 19 items for foreign visi-
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Figure 2: Percentage of posts on SNSs for each item by foreign visitors during travel in Japan
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tors was 496.7 %, whereas the sum of the percentages of posts
for Japanese tourists was 219.4 %. This result indicates that the
contents of posts by foreign visitors were wider ranging than
those by Japanese tourists, suggesting that foreign visitors have
greater potential to publicize tourist attractions in Japan than
Japanese visitors.

4.3 Classification of contents of posts

Correspondence analysis is a method of expressing informa-
tion summarized in rows and columns in cross-tabulation ta-
bles in two-dimensional, three-dimensional, or higher-dimen-
sional figures. Correspondence analysis can also be applied to
the analysis of responses obtained through a questionnaire that
allows multiple answers and to classify options and respond-
ents [Uchida, 2006].

Correspondence analysis was carried out to determine which
items were simultaneously selected from among 18 items
(excluding “others”) regarding the contents of posts. Figure 3
shows the results of the classification. Some items were clus-
tered together and these items were classified into three groups.
Group 1 includes (4) “famous tourist spots”, (7) “streetscapes”,
and (9) “natural scenery”, which are “visual attractions”. The
average percentage of posts concerning the items in group 1
was 36.9 %. Group 2 includes (1) “food and dining”, (3) “ac-
commodations including hotels and Japanese inns”, and (14)
“cultural experience at sites”, which are “tourist experiences
during their trip”, are included. The average percentage of
posts for the items in group 2 was 29.0 %. In group 3, (16) “my-
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Figure 3: Classification of contents of posts

Notes: (1) Food and dining; (2) Shops; (3) Accommodations includ-
ing hotels and Japanese inns; (4) Famous tourist spots; (5) Places or
objects of interest other than famous tourist spots; (6) Vehicles; (7)
Streetscapes; (8) Specialties of Kanazawa City; (9) Natural scenery;
(10) Animals and plants; (11) Festivals and events; (12) Hot springs;
(13) Sporting activities; (14) Cultural experience at sites; (15) Unex-
pected events and mishaps; (16) Myself; (17) Member of a party; (18)
People met on travels

self” and (17) “member of a party”, which are related to “peo-
ple”, are included. The average percentage of posts concerning
the items in group 3 was 28.7 %.

The items (12) “hot springs” (average posting percentage,
12.3 %), (13) “sporting activities” (0.6 %), and (15) “unexpected
events and mishaps” (7.4 %) were distributed far from the other
items.

From the above findings, the percentage of posts was highest
for items related to “visual attractions”, which is a reasonable
result considering that the results were collected from foreign
tourists. However, the percentages of posts for items related to
“tourist experiences during their trip” and “people” were also
about 30 %. Thus, it was found that the contents of posts by
foreign visitors to Japan can be classified into three groups.

4.4 Trends of posts relative to different attributes

Table 1 shows the number of respondents and the average
number of types of posts for each region where foreign visitors
are from, age group, and gender. In addition, the results of vari-
ous tests of the difference in the average number are shown for
each attribute. The numbers of types of posts of visitors were
7.18 for North America, 5.48 for Australia, 4.79 for Europe,
4.21 for Asia, and 4.00 for others, which showed a statistically
significant difference with region of origin. The results of mul-
tiple comparisons indicate that the number of types of posts
of visitors from North America was statistically significantly
higher than those from Asia and Europe. The numbers of types
of posts were 6.00 for visitors 15-19 years old, 4.94 for visitors
20-29 years old, and 5.46 for visitors 30-39 years old. The num-
ber of types of posts of visitors increased with decreasing age
of the visitors, although these differences were not statistically
significant. The number of types of posts of female visitors was
5.28, higher than that of male visitors (4.66), although the dif-
ference was not statistically significant.

Table 2 shows the number of foreign visitors who wrote
posts on SNSs related to the 18 items and the difference in the
posting percentages based on gender. The posting percentages
for 13 items were higher for female visitors. Only the posting
percentage of the item related to “member of a party” showed
a statistically significant difference between male and female
visitors. For the five items for which the posting percentage of
male visitors was higher, no statistically significant difference
was found.

4.5 Classifications in terms of the region where visitors are
from

Table 3 is a cross-tabulation in terms of region showing the
number of visitors who wrote posts on SNSs related to the 18
items for each region where visitors were from. The percent-
ages in each row of the table (horizontal percentages) add up
to 100 %. A correspondence analysis was carried out using
the horizontal percentages because the number of respondents
from each region significantly varied, for example, the number
of respondents from “other regions” was only 7. There were
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Table 1: Number of respondents and average number of types of posts for different attributes

Number of Standard Test "
Average . - .
respondents deviation  Fvalue tvalue p value Multiple comparison
Asia 47 4.21 2.62 3.855 0.005 Asia < North America**
Europe 66 4.79 2.83 Europe < North America*
Region  North America 17 7.18 3.89
Australia 25 5.48 2.62
Others 7 4.00 2.16
15-19 10 6.00 3.20 1.354 0.245
20-29 68 494 3.04
30-39 46 5.46 3.25
Age
40-49 25 3.80 2.18
50-59 11 4.55 1.92
60-69 2 4.50 0.71
Male 87 4.66 278 -1.350 0.179
Gender
Female 75 5.28 3.11

Notes: " Independent ¢ test and p value obtained by one-way analysis of variance; ** p < 0.01; * p < 0.05. Tukey method and honestly significant

difference (HSD) method were used for multiple comparison.

many types of posts for which no visitors wrote posts, and
there was only one post related to “sporting activities” among
all the respondents. The analysis was carried out excluding
these data as outliers (Figure 4).

The items located near the average score for Asia were
“accommodations including hotels and Japanese inns”, “hot
springs”, and “food and dining”. Regarding “food and din-
ing”, the horizontal percentages for all regions exceeded 10 %.
The horizontal percentage of “food and dining” for Asia was
especially high at 18.2 %. The items located near the average
score for Australia were “member of a party”, “unexpected
events and mishaps”, and “animals and plants”. The scores cor-
responding to Europe and North America were located near
each other and close to the origin. This means that the visi-
tors from Europe and North America wrote posts with similar
contents and showed no unique characteristics compared with
visitors from other regions. Note that there was no statistically
significant difference in the horizontal percentages among age
groups.

5. Discussions

Recently, tourism organizations in various countries and re-
gions manage various types of SNSs to improve their tourism
destination images [Kim et al., 2017]. To develop a strategy
for attracting foreign visitors, the segmentation and selection
of targets are important [Kotler et al., 2016]. It is effective to
understand the difference in the contents of posts depending
on individual differences (Sect. 4.3), gender (Sect. 4.4), and the
region where visitors are from (Sect. 4.5) in attracting foreign
visitors using SNSs [Yoo and Gretzel, 2011].

For example, to attract visitors from Asia, it is effective to

ask influencers to relay their experience in enjoying their stay
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in Japanese inns at hot springs resorts and Japanese food. To
attract female visitors, it is effective to introduce tourist spots
where female visitors and their friends can take beautiful pho-
tos.

The percentage of posts on “animals and plants” by visitors
from Australia is high. There are stations in Japan where vari-
ous animals serve as stationmasters. It is effective to introduce
the contact with animals unique to Japan, such as the route to
meet the animal stationmaster while enjoying a trip on the lo-
cal line. In addition, places where monkeys are immersed in
hot springs and zoos where penguins march in the park may be
effective.

It may also be effective for SNS accounts managed by the
staff of tourist spots to publish both English and Japanese posts
so that users can participate in writing comments because the
contents of posts by visitors from North America are broad
and they are generally willing to write posts on SNSs. As
explained, the contents of posts by foreign visitors can be clas-
sified into three groups related to “visual attractions”, “tourist
experiences during their trip”, and “people”. Therefore, select-
ing themes on which users can make comments and structuring
the contents of posts considering the three groups will be effec-
tive.

Hawkinson [2013] showed that there is a large mismatch in
what SNS mediums Japanese business owners are using to pro-
mote their businesses online and what mediums are being used
by potential international travellers in Japan. The suggestions
obtained in this study should be implemented with understand-
ing SNS mediums used by the target people.

6. Conclusion

In this study, a questionnaire survey was carried out target-
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Table 2: Number of respondents and average number of types of posts for different attributes

Male Female p value "
Those who wrote posts 58 54 0.464
(1) Food and dining Those who did not write posts 29 21
Probability of posting 66.7 % 72.0 %
Those who wrote posts 30 28 0.706
(2) Shops Those who did not write posts 57 47
Probability of posting 34.5% 373 %
Those who wrote posts 16 19 0.284
(3) Accommodations including hotels and Japanese inns Those who did not write posts 71 56
Probability of posting 18.4 % 253 %
Those who wrote posts 66 57 0.984
(4) Famous tourist spots Those who did not write posts 21 18
Probability of posting 75.9 % 76.0 %
Those who wrote posts 9 12 0.285
(5) Places or objects of interest other than famous tourist spots ~ Those who did not write posts 78 63
Probability of posting 10.3 % 16.0 %
Those who wrote posts 15 11 0.656
(6) Vehicles Those who did not write posts 72 64
Probability of posting 17.2 % 14.7 %
Those who wrote posts 24 26 0.331
(7) Streetscapes Those who did not write posts 63 49
Probability of posting 27.6 % 34.7 %
Those who wrote posts 26 21 0.792
(8) Specialties of Kanazawa City Those who did not write posts 61 54
Probability of posting 29.9 % 28.0 %
Those who wrote posts 40 41 0.270
(9) Natural scenery Those who did not write posts 47 34
Probability of posting 46.0 % 54.7 %
Those who wrote posts 15 16 0.509
(10) Animals and plants Those who did not write posts 72 59
Probability of posting 17.2 % 21.3 %
Those who wrote posts 6 8 0.394
(11) Festivals and events Those who did not write posts 81 67
Probability of posting 6.9 % 10.7 %
Those who wrote posts 12 8 0.546
(12) Hot springs Those who did not write posts 75 67
Probability of posting 13.8 % 10.7 %
Those who wrote posts 1 0 0.352
(13) Sporting activities Those who did not write posts 86 75
Probability of posting 1.1 % 0.0 %
Those who wrote posts 31 29 0.690
(14) Cultural experience at sites Those who did not write posts 56 46
Probability of posting 35.6 % 38.7 %
Those who wrote posts 6 6 0.789
(15) Unexpected events and mishaps Those who did not write posts 81 69
Probability of posting 6.9 % 8.0 %
Those who wrote posts 23 29 0.096
(16) Myself Those who did not write posts 64 46
Probability of posting 26.4 % 38.7 %
Those who wrote posts 16 25 0.029%*
(17) Member of a party Those who did not write posts 71 50
Probability of posting 18.4 % 33.3%
Those who wrote posts 11 6 0.336
(18) People met on travels Those who did not write posts 76 69
Probability of posting 12.6 % 8.0 %

Notes: " p value obtained by chi-square test; * p < 0.05.
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Table 3: Cross-tabulation table in terms of region

0 2 3) “ ®) (6) @ (®) (©)]
36 17 13 29 2 5 8 16 19
Asia
18.2 % 8.6 % 6.6% 14.6% 1.0 % 2.5% 4.0 % 8.1% 9.6 %
40 20 12 53 9 12 23 18 31
Europe
12.7 % 6.3 % 38% 16.8% 2.8% 3.8% 73 % 57 % 9.8 %
16 8 4 15 5 5 6 10 13
North America
13.1% 6.6 % 33% 123 % 4.1 % 4.1 % 4.9 % 82% 10.7%
16 11 5 19 4 4 10 2 14
Australia
11.7 % 8.0 % 36% 139% 2.9 % 2.9 % 7.3 % 1.5% 10.2%
4 2 1 7 1 0 3 1 4
Others
14.3 % 71 % 36% 25.0% 3.6 % 00% 107 % 36% 143%
(10) (11) (12) (13) (14) (15) (16) (17) (18)
4 2 9 0 15 2 10 9 2
Asia
2.0 % 1.0 % 4.5% 0.0 % 7.6 % 1.0 % 51 % 4.5% 1.0 %
13 7 7 0 27 3 21 12 8
Europe
4.1 % 22% 22% 0.0 % 8.5% 0.9 % 6.6 % 3.8 % 2.5%
5 3 2 0 9 2 8 7 4
North America
4.1 % 2.5% 1.6 % 0.0 % 7.4 % 1.6 % 6.6 % 57 % 33%
8 2 1 1 8 5 11 13 3
Australia
5.8 % 1.5% 0.7 % 0.7 % 5.8 % 3.6 % 8.0 % 9.5 % 2.2 %
1 0 1 0 1 0 2 0 0
Others
3.6 % 0.0 % 3.6 % 0.0 % 3.6 % 0.0 % 7.1 % 0.0 % 0.0 %

Notes: (1) Food and dining; (2) Shops; (3) Accommodations including hotels and Japanese inns; (4) Famous
tourist spots; (5) Places or objects of interest other than famous tourist spots; (6) Vehicles; (7) Streetscapes;
(8) Specialties of Kanazawa City; (9) Natural scenery; (10) Animals and plants; (11) Festivals and events; (12)
Hot springs; (13) Sporting activities; (14) Cultural experience at sites; (15) Unexpected events and mishaps; (16)

Myself; (17) Member of a party; (18) People met on travels
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Figure 4: Classification of contents of posts for different regions

where visitors are from
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ing foreign visitors who visited Kanazawa City in Ishikawa
prefecture and wrote posts on SNSs regarding their trip. The
following five findings were obtained.

* The results indicate that the posts by foreign visitors had a
wider range of contents than those by Japanese tourists. The
sum of the percentages of posts on 19 items for foreign visi-
tors was 496.7 % (multiple answers allowed), compared with
219.4 % for Japanese tourists.

» The contents of posts by foreign visitors were classified into
three groups: “visual attractions”, “tourist experiences dur-
ing their trip”, and “people”.

» Compared with visitors from Asia and Europe, the number
of types of posts by visitors from North America tended to
be high.

» The percentages of posts on “accommodations including ho-
tels and Japanese inns”, “hot springs”, and “food and dining”
were higher among visitors from Asia than those from other
regions. The percentages of posts on “member of a party”,
“unexpected events and mishaps”, and “animals and plants”
were higher among visitors from Australia than those from
other regions. The visitors from Europe and North America
wrote posts with similar contents and showed no unique
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characteristics compared with other visitors.
* The number of posts on “member of a party” tended to be
higher for female visitors than for male visitors.

To develop a strategy for attracting foreign visitors using
SNSs, understanding trends in terms of their attributes, writ-
ing effective posts, and encouraging visitors to write posts are
important [Sawada and Yoshida, 2017]. In future studies, it is
necessary to examine the texts of posts by foreign visitors on
SNSs and the trends of posts in terms of different attributes in
more detail. The analysis the trends of posts by country is also
necessary because there are various countries in Asia and Eu-
rope.
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