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As the passage mentions, while the number of t@uwvisiting Japan is increasing, it is mostly
the major cities that are receiving the benefitsotder for rural areas to be able to draw in more
foreign visitors, | think the government shouldeadvantage of the power of SNS to advertise the
charms of the countryside. Another measure thatisw¢ée be taken is to make these places more
“foreigner-friendly” so that tourists do not hes#do come.

One of the major reasons why rural areas in Japameing neglected is that foreigners simply
do not have enough information about places othan the major tourist spots such as Tokyo. An
effective way to deal with this problem is for thevernment to cooperate with influential users of
SNS who can advertise the not-so-well-known pladelapan, which will lead to a larger number of
visitors to the areas. In fact, something similas hlready happened in Japan. Several years ago, Ik
city of Nagasaki prefecture made a promotional @idéth an influential YouTuber who advertised
the local dishes of the city. The video was viewedr a million times, and the amount of donations
that the city received through the furusatonozsieay doubled. As can be seen, we now live in an
age where popular SNS users have perhaps morericButhan a TV program has, and it is about
time the government woke up to this reality.

Once the objective of attracting more visitoraghieved through the aforementioned method,
the next step is to make sure that the touriste lsagleasant time so that they will recommend the
place they visited to others, or even come backnatieemselves. One obstacle that is currently
preventing this from happening in rural areas &sldck of a foreigner-friendly environment that is
ready to accept foreign visitors --- people livingsuch areas often lack the language skills that a
necessary to interact with foreigners. Fortunatibly, solution is simple --- establish more language
communication schools. There are many towns arages in Japan where the average age of the
residents is over 60 years old, meaning that taerenany people who are retired and have time and
money to do whatever they like. If they start léagna new language, not only will they feel more
comfortable with tourists visiting their town oilaige, but they will also be able to keep theirifsa
active and stay mentally sharp. It is a win-witugiton that is too good to ignore.

In order to transform Japan into Asia’s most editountry, it is vital to find ways to make the
rural areas of Japan more appealing. The surestavdy so is without doubt to work together with
SNS users who have a large number of followers,igpdove the language skills of residents who
live in the countryside. If these strategies arpl@mented, the government’s goal of “40 million

foreign tourists by 2020” will certainly be in sigli51475&
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The Japanese government has succeeded in increasimymber of foreign tourists visiting
Japan, known to media as “inbound” tourists, afténoducing an “open-sky” agreement and visa
waiver policy. The issue now is how to ensure thase tourists visit not only major cities such as
Tokyo, Osaka, and Kyoto but also rural areas. dfisito Japan often know little about the Japanese
countryside, and they are uncertain how to traketd and find accommodation. To resolve this
problem, the government needs to promote rural sama make them more accessible to
non-Japanese speaking tourists.

When traveling to a foreign country, tourists mally head for famous sights in the major cities.
In order to compete, rural areas must advertisg then unique sights. Japan is full of hidden
treasures that few people know about. One suchigehkita in the northwest of Japan, home to
fascinating mythical demons known as “namahageés€éhdemons are portrayed by people wearing
demonic masks and grass clothing, and visiting tee¢nts would be a great attraction for foreign
tourists. The government needs to launch an efiectimpaign to promote such aspects of Japanese
culture. It should be web-based with a presenceapular social media to ensure it has a global
reach. Central tourist offices in major cities calso play their part in promoting unique rural
cultures. Tourists arriving in Tokyo or Kyoto needknow that such places exist.

Another obstacle to travelling is the lack of BEslglused in the regions. Once outside the major
cities, English signs often disappear. This istfatgg for the visitor and could even be dangelibus
the visitor is driving. Moreover, many hotel stafieak little English and a traditional Japanese inn
or ryokan, with its complex rules of etiquette, dam intimidating for all but the most intrepid
travellers. The government could put up more bilalgail and road signs, and local tourist offices
employ more English-speaking guides to mediate &etvthe tourists and traditional lodgings.

Making the unique aspects of rural Japan bettewknand facilitating access for non-Japanese
will do much more than just help the government tmmee of its “inbound” tourist targets of
increasing time spent in non-metropolitan areawilltalso help distribute earnings throughout the
country and revitalize local areas, which are aityeaging and falling in population, as young
people return to the regions to play their partdéinthe spotlight of “inbound” tourism, Japan’saiur

areas could enjoy a cultural renaissance. 17
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