NEWS RELEASE

Perfect moments, al

2025/12/4

2025/26 Year-End/New Year Travel Trend
(Dec. 20, 2025 to Jan. 5, 2026)

JTB has summarized the outlook for travel trends among people planning overnight or longer
travel during the 2025/26 year-end/new year period (December 20-January 5). This report is a
compilation of data about overnight or multiple-night travel made by Japanese travelers
estimated based on various economic trends, consumer behavior surveys, transportation and
tourism-related data, and surveys conducted by the JTB Group. The survey has been
conducted on an ongoing basis since 1969. It should be noted that the target period of the
survey was changed this year from December 23 to January 3 (previous target period) to
December 20 to January 5 (new target period) in line with the times. The results of the recent
survey are as follows.

*Please note the data is compared to the previous target period (December 23 to January 3) in figures titled,
“Reference.”

Travel intent remains solid, centered on family time; total travel spending reached JPY
1.9858 trillion.

In domestic travel, nearby destinations, short stays, and travel by car are mainstream.
Family trips that rejuvenate body and mind through nature, gourmet experiences, and
hot springs are on the rise.

Overseas travel shows growth in 4-6-night stays, with long-haul destinations
performing well. Travel to Hawaii and Europe is expanding, and average trip spend
has reached an all-time high.

® The total number of travelers during the 2025/26 year-end/new year period is
estimated at 39.87 million (102.5% year-on-year).
Total travel spending is expected to be ¥1.9858 trillion (108.4% year-on-year).

® The number of Japanese domestic travelers is estimated at 38.86 million (102.0%
year-on-year). The average domestic travel costs at ¥44,000 (102.3% year-on-
year), and the total domestic travel spending at ¥1.7099 trillion (104.3% year-on-
year).

® The estimated number of outbound travelers is 1 million (131.5% year-on-year).
The average outbound travel costs are estimated at ¥275,000 (108.7% year-on-
year). The estimated outbound travel spending is ¥275.8 billion (142.9% year-on-
year).




[Domestic Travel]

» Despite lingering uncertainty about the outlook, traveler numbers are up slightly year on
year.
For the number of days of travel, relatively shorter trips are popular, but the average cost
(per capita) slightly increased partly because of the economic situation and price hikes.

» Nearby destinations that are accessible to travelers using their own cars with family and
trips to destinations within the area of the travelers’ residence (intra-regional travel) are
in demand.

» The popularity of trips with a greater focus on enjoying trips such as “Spend time with

” o«

family,” “Relax,” and “Enjoy meals, hot springs, or nature” instead of visiting hometown
or relatives is increasing.

[Overseas Travel]

» The number of outbound travelers is expected to exceed the 2024/25 year-end/new
year period partly because the 2025/26 year-end/new year period lines up well with the
weekends.

» Medium-length trips of four to six nights are on the rise. Long-haul destinations—such
as Hawaii, Europe, the United States, and Australia—are gaining popularity, while
short-haul destinations like South Korea are seeing a slight decline. As a result, the

average per-person trip cost is projected to increase.

(Figure 1) Estimated Number of Travelers and Costs for 2025/26 Year-End/New Year Trips
(New Target Period: December 20 to January 5)

2025/26 year-endinew year period 2024/25 year-endinew year period 2019120 year-endinew year period
Estimate Vs. 2024/25 Estimate/actual figure Vs. 2024/25 Estimate/actual figure
Total number of fravelers| 39.87M 102.5% 38.88M 102.0% 40.29M
[Domestic 38.86M 102.0% 38.12M 101.6% 39.22M
[Outbound M 131.5% 0.76M 126.3% 1.06M
Average travel cost
(per capita)
[Domestic ¥44,000 102.3% ¥43,000 104.8% ¥32,000
[Outbound ¥275,000 108.7% ¥253,000 102.0% ¥202,000
Total travel spending ¥1,985.8B 108.4% ¥1,832.1B 108.5% ¥1,469.8B
[Domestic ¥1,709.98 104.3% ¥1,639.1B 106.5% ¥1,255.1B
Outbound ¥275.88 142.9% ¥193.0B 128.9% ¥214.7B

*For the 2019/20 and 2024/25 periods as well, figures were re-estimated and the percentages were re-calculated based on the new target period

*The number of domestic travelers is the number of travelers visiting places for a night or longer (for the purpose of sightseeing or family reunion only).

*The number of outbound travelers is the number of international depariures (including business travelers).

*Average domestic travel cost include transportation, accommodation, souvenirs, meals, and other expenses incurred while traveling.

“Average outbound fravel cost include fuel surcharges but excludes spending on souvenirs and other items at the destination.

“Figures for 2024/25 and earlier are based on the Ministry of Justice's data on the number of Japanese nationals departing Japan, and other items are re-estimated based on the actual figures.
*For the %, all figures are rounded off to one decimal place.

*No data on the average outbound travel cost and outbound travel spending was released for 2020 and 2021 when the border control measures were taken by the Japanese government

for international departures and arrivals to combat the COVID-19 pandemic_

Reference: Estimated Number of Travelers and Costs for 2025/26 Year-End/New Year Trips

(Previous Target Period: December 23 to January 3)

2025/26 year-endinew year period 2024/25 year-endew year period 2018120 year-endinew year period
Estimaie Vs 2024/25 Estimatefactual figure Vs. 2024/25 Estimatefactual figure
Total number of fraveler: 29.36M 102.6% 28.61M 100.5% 300.9M
|Domestic 28.56M 102.0% 28.00M 100.0% 292.7M
[Outbound 0.8M 131.5% 0.61M 131.5% 0.83M
Average fravel cost
(per capita)
|Domestic ¥44,000 102.3% ¥43,000 104.8% ¥32,000
[Outbound ¥275,000 108.7% ¥253,000 102.0% ¥202,000
Total travel spending ¥1,475.4B 108.7% ¥1,357.1B 107.5% ¥1,103.6B
[Domestic ¥1,256.6B 104.4% ¥1,204.0B 104.9% ¥936.5B
Outbound ¥218.8B 142.8% ¥153.1B 134.2% ¥167.1B

*The number of domestic travelers is the number of fravelers visiting places for a night or longer (for the purpose of sightseeing or family reunion only).

*The number of outbound travelers is the number of international departures (including business travelers).

“Average domestic travel cost include transportation, accommodation, souvenirs, meals, and other expenses incurred while traveling.

*Average outbound travel cost include fuel surcharges but excludes spending on socuvenirs and other items at the destination.

*Figures for 2024/25 and earlier are based on the Ministry of Justice's data on the number of Japanese naiionals departing Japan, and other items are re-estimated based on the actual figures.
*For the %, all figures are rounded off to one decimal place.

*No data on the average outbound travel cost and outbound travel spending was released for 2020 and 2021 when the border control measures were taken by the Japanese government

for international departures and arrivals to combat the COVID-19 pandemic.




1.Calendar for the 2025/26 Year-End/New Year Period (December 20, 2025 to January 5,

2026) and Travel Trends
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According to the calendar of the 2025/26 year-end/new year period, December 27 and 28 are
weekends and January 4 is Sunday. Therefore, in case the period from December 29 to 31 is
taken as days off in addition to the new year holiday period (January 1 to January 3), people can
enjoy a 9-day holiday (from December 27 to January 4).

According to the aforementioned survey, the percentage of the respondents who replied they
would travel during the 2025/2026 year-end/new year period (total of “Will travel” and “Will
probably travel”) increased 2.4 pp from a year earlier to 25.1% (Figure 2). By gender and age
group, the younger generations tend to be keener on traveling regardless of gender (Figure 3).
With respect to the question regarding travel before or after the year-end/new year period,
specifically, the period from December 1 to December 19 and the period from January 6 to
January 31, 2026, 9.0% answered they would travel only during the year-end/new year period,
16.0% answered “Travel before, during, and after the year-end/new year period,” while 7.0%
selected “Travel only before or after the year-end/new year period” (Figure 4).

As for reasons for not traveling, the largest number of respondents said they “Want to relax at
home during the year-end/new year period (41.9%),” which was up 9.7 pp. The second most
popular answer of “Everywhere is crowded during the year-end/new year period (37.0%)” that
increased by 11.1 pp year-on-year, was followed by “Travel costs are high during the year-
end/new year period (28.3%),” which increased 7.7 pp. Answers backed by the mindset of seeking
to relax and avoiding crowds and concerns over spending are ranked at the top. In addition, due
to the calendar, “Cannot take time off work/other commitments (12.1%)” declined by 0.7 pp, and
“Cannot take days off on the same days as my family or friends (4.7%)” decreased by 0.4 pp.
Taking days off or schedule adjustments appear to be less difficult (Figure 5).

With respect to travel plans for the 2025/26 year-end/new year period, the largest percentage of
respondents (16.7%) responded to increase their travel period length compared with the same
period a year earlier, which was higher than those responding to reduce the travel period length
compared with the same period a year earlier (7.9%). However, both answers declined.
Furthermore, the number of respondents wanting to travel farther than their trip during the 2024/25
year-end/new year period (9.5%) declined by 2.5 pp. The difference from those wanting to travel
to places closer than their trip during the 2024/25 year-end/new year period (8.1%) decreased to
1.4 pp. In addition, the number of respondents for “Want to visit famous facilities and popular
spots while traveling even if they are crowded (4.4%)” declined by 0.7 pp while “Want to avoid
crowded places such as famous facilities and busy shopping/eating areas to avoid overcrowding
while traveling (5.7%)” increased by 1.8 pp. This trend shows that concerns about overtourism
are affecting the behavior of travelers (Figure 6).



(Figures 2 & 3) Travel Plans During the Year-End/New Year Period (December 20, 2025-January 5, 2026) (Single answer; By gender

% YoY Men Wil travel | Mol PO waintravel|  Women  [KMITECVE] ‘ bl PR winnottravel
Will travel 251 +2.4 Total (4,952) 16.0 12.0 209 51.1 Total (5,048) 136 87 19.0 587
Will travel 14.8 +1.0 29 or below (925)  26.3 172 152 413 Zgnrbelew[BBB)I 207 141 191 46.1
Will probably travel 103 14 30-39(722) 216 16.1 77 445 | 30-39(702)| 177 107 160 5.7
40-49 (934 16.5 186 19.1 529 40-49 (917, 171 108 174 545
Will rot travel 749 | -24 834) | e
- 50-59(840)] 132 1.2 19.9 55.7 | 50-59[842}. 114 72 19.1 62.2
Will probably not travel 199 +17 60-69(774)| 99 78 256 567 |  60-69(812) 90 41 208 66.1
Will not travel 55.0 -4.1 70-79(757)) 69 75 295 56.1 70-79(887)) 57 52 210 68.1
(Figure 4) Travel Plans Before, During, and After the 2025/26 (Figure 5) Reason for Not Traveling During the 2025/26
Year-End/New Year Period Year-End/New Year Period
% YoY
9.0% Want to relax at home 419 +97 |
Travel only during the year -end/new year period Everyw here is crow ded during the year-end/new year period 370 +111
Travel before, during, and after the year -end/new year period Travel costs are high during the year-end/new year period 283 +7 7
o B .
e [l Travel only before or afier the year -end/new year period Cannot afford to travel 253 15
Will not travel before, during, or after the year-end/new year period Cannot take {ime off w orklothar commiments 121 07
N=10,000 - -
w Have now here that | particularly w ant to go 115 +13
Will travel during other periods
68.0% Definitions for the period are as follows: 9 P 102 +1.7
7o There are reasons for not being able to leave home 9.0 +1.0
Before the year-end/new year period: December 1 to December 19 - - ;
Year-end/new year period: December 20 to January 5 I don't feel like going anyw here for not particular reason 87 -13
After the year-end/new year period: January 6 to January 31 Have something else that 1w ant to do other than travel 56 +03
Still concerned about infectious diseases such as COVID-19 and
influenzas 5.3 +14
Cannot take days off on the same days as my family or friends 47 -04
(Figure 6) 2025/26 Year-End/New Year Travel Plans Other 46 +15
My bonus declined 18 +05
% Yoy lrv;:gg-l:buutwhalpeup\ethlnk about my travel/l feel guilty about 12 403
Increase the travel period compared to 2024/25 year-end/new year trip 16.7 | -48 enderd v I m
N " lendar does not line up w ell w m ays o
Decrease the travel period compared to 2024/25 year-end/new year trip 79 | -13 P v day: 0.7 0.0
Want to travel farther than 2024/25 year-end/new year trip 95 -25 *1:Reference value since the option for 2024 w as "Normally relax at home during the year-
Want to visit places nearer than 2024/25 year-end/new year trip 8.1 00| end/new year period”
Plan to spend more on travel for a luxurious trip than the previous year 113 | -07
Plan to spend less money on travel and spend holidays more modestly than the previous year | 8.9 -0.8
Will not go out as often as | did in the 2024/25 year-end/new year period 6.2 +1.1
Will go out more often than | did in the 2024/25 year-end/new year period 6.8 -0.2
Want to avoid using a car due to high gas prices 38 -1.0
Want to use a car regardless of the gas price 14.2 -06
Want to travel cheap and do not need support (e.g., making arrangements individually) 7.0 +05
Want to visit famous facilities and popular sports while traveling even if they are crowded 4.4 -0.7
Wantto avoid crowded places such as busy shopping/eating areas to avoid overcrowding 57 18
while traveling . k

2. Domestic Travel Trends

The number of domestic travelers is estimated at 38.86 million (102.0% year-on-year), average
domestic travel costs at ¥44,000 (102.3% year-on-year), and total domestic travel spending at
¥1.7099 trillion (104.3% year-on-year). Travel costs appear to be increasing partly due to price
hikes, but as the 2025/26 year-end/new year period lines up well with the weekends, a slight
increase is expected in the number of travelers. Average domestic travel costs are expected to
exceed the previous year, which was a record-high, due to the sharp rise in travel related costs
primarily because of price hikes, increase in travel demand, recovery of in-bound travel, and
manpower shortages in service industries.

We analyzed the travel trend of 1,906 respondents who said they would travel in Japan among the
respondents of the main survey of the 2025/26 year-end/new year travel survey (2,060
respondents). Although the 2025/26 year-end/new year period lines up well with the weekends,
compared to the previous year, the travel length slightly decreased and trips with their own vehicles
and to nearby destinations are trending upward partly due to price hikes and the economic situation.
The detailed survey results are as follows.



Travel purpose: “Spend time with family” had the largest share at 45.4%, up 3.0 pp year-on-
year. This was followed by “Relax and unwind (29.9%),” up 0.5 pp compared to the previous
year. On the other hand, “Enjoy meals and regional flavors (27.8%)” increased 2.3 pp, “Enjoy
hot springs (23.9%)” went up 2.2 pp, and “Enjoy nature and scenery (21.6%)” grew by 1.1 pp.
The results show there is a strong trend of enjoying meals, hot springs, and natural scenery. On
the other hand, “Visit hometown (21.1%),””Spend time with acquaintances, friends, and/or
partner (13.9%),” “Visit family and relatives (12.5%)” declined 0.8 pp, 4.0 pp, and 2.1 pp,
respectively, compared to the previous year (Figure 7).

Departure dates: The popular departure dates are from December 26 to December 31. These
days account for 51.8%. In particular, December 27 (Saturday) and December 31 (Wednesday)
are the most popular departure dates, accounting for 10.1%. Compared to the previous year,
departure dates are not too widespread before December 25 (Thursday) (Figure 8).

Travel duration (days): Overall, the number of respondents who were going to travel for “1
night, 2 days (35.8%)” was the largest, and it increased by 5.9 pp from a year earlier. Price
hikes and concerns over uncertainty in the future could be factors. The number of those
traveling for “5 nights, 6 days (5.5%)” increased by 0.4 pp partly because the 2025/26 year-
end/new year period lines up well with the weekends. However, overall, the trend of reducing
travel duration is noticeable (Figure 9).

Travel companions: The respondents going on a family trip with children (up to those in junior
high) was the largest at 24.5%, up by 3.9 pp. “Solo trip (19.7%)” and “Married couple only
(19.3%)” are the second and third most popular choices. Family trips overall increased by 4.8
pp. On the other hand, “Friends, acquaintances, or partner (12.7%)” declined by 3.6 pp. Itis
believable that less financial leeway is making going on trips with friends difficult and is making
more people choose to spend time with family (Figure 10).

Travel destinations: “Kanto (23.1%)” was the most popular destination, followed by “Kinki
(17.7%)” and “Kyushu (11.9%)” (Figure 11). As for the reasons for choosing these destinations,
the largest percentage of respondents said, “Want to go to a specific place (33.5%),” which
went up by 1.6 pp. The second and third most popular reasons were “Visit hometown (32.9%)”
and “Want to stay in a specific accommodation facility (17.8%).” “Unlikely to be crowded with
tourists, etc. (7.2%)” increased by 0.9 pp. “The area is free of any concern about international
situations, infectious diseases, etc. (4.4%)” increased by 1.1 pp. The results show there is a
trend of placing value on comfort and security in addition to purpose (Figure 12).

Looking at travel destinations by place of residence, scores for intra-regional travel, i.e.,
destinations and places of residence are in the same regions, are high in three regions in the
order of “Hokkaido (68.5%),” “Kyushu (62.3%),” and “Tohoku (50.0%)” (Figure 13). Compared to
the previous year, the percentage of intra-regional travel increased in all areas except for Chubu.
In particular, a significant increase is seen in Hokkaido that grew by 11.6 pp and Chugoku/Shikoku
that went up by 7.8 pp (Figure 14).



Travel costs per person: Overall, the number of respondents spending “¥20,000 to ¥29,999” is
the largest at 18.4%, increasing 1.3 pp from a year earlier. Those spending “¥10,000 to
¥19,999” at 17.0%, which fell by 1.1 pp from a year earlier. Those spending “¥40,000 to
¥49,999 (15.0%)” decreased by 1.7 pp. On the other hand, the percentages of those spending
“Less than ¥10,000 (12.9%)” was up by 1.2 pp year-on-year and “¥70,000 to ¥99,999 (10.4%)”
grew by 0.7 pp year-on-year. It can be said that the results show travel costs are diverse
depending on the travel format and destination (Figure 15).

Transport: The number of respondents using “Own car” was the largest at 53.1% and rose by
3.8 pp year-on-year. The next most popular answer is “JR shinkansen” at 28.6%, down by 0.3
pp compared to the previous year, followed by “JR regular railways/private railways (22.4%,
down by 3.2 pp),” “Full-service carrier (13.3%, down by 4.0 pp),” and “Rental car ( 8.0%, down
by 1.9 pp).” There was a decrease in the use of all modes of transport compared with a year
earlier. This indicates an increase in short-term trips to nearby locations by using one’s own car
(Figure 16).

Accommodation facilities: The number of respondents staying in “Hotels” was highest at
50.2%, down 0.9 pp, followed by “Family/relative’s home” at 34.7%, up 2.0 pp, and “Ryokan” at
23.1%, up by 3.1 pp. The results show that travel purpose options with a significant increase
such as “Spend time with family,” “Enjoy meals and regional flavors,” and “Enjoy hot springs”
also affect the choice of accommodation facilities (Figure 17).

As for the places of interest, the largest percentage of respondents chose “Places with natural
beauty (e.g., national parks, fields of flowers) (22.5%),” followed by “Places where visitors can
enjoy different types of shopping according to the season (19.6%)”, and “Temples, shrines, and
other historical sites (13.4%)” (Figure 18).

Popular destinations in the bookings of JTB’s domestic products are Okinawa where JUNGLIA
OKINAWA, a theme park, was opened in July 2025, Tokyo including Tokyo Disney Resort®, and
Kansai including Universal Studios Japan. Trips to more distant destinations by plane such as
Hokkaido and Kyushu are also popular.

(Figure 7) Travel Purpose (Figure 8) Departure Dates (Figure 9) Travel Duration (Days)
(Multiple answers allowed) (Excerpts of the options) (Single answer) (Single answer)
% YoY 9% YoY % YoY

Spend time with &mily 454 +301  December 19 (Fri) or earlier 86 | +07 1 night, 2 days 358 +59
Relai and unvind _ 29  +050  [December 20 (Sat) 52 | +14 2 nights, 3 days 264 -18
Enjoy meals and.reglonal flavors 278 +2.3 December 21 (Sun) 22 24 3 nights, 4 days 186 07
Ei%ula;:":u:r‘l t:p ;‘;g 12; December 22 (Mon) 27 -04 4 nights, 5 days 6.9 -13
En}ci nalur: angd scenery 21-6 +1-1 Decermber 23 (Tue) 21 =15 5 nights. 6 days 5.5 +04
Visit hometown 21:1 - 0:8 Degember 24 (Wed) 29 =15 6 nights, 7 days 1.8 -10
Spend time with acquaintances, fiends and/or partner 13.9 -4.0 December 25 (Th_u) 3.3 -16 7 n\ghts‘ 8 days 2.0 -07
Visit sightseeing and historic sites, etc 126 +1.2 December 26 (F”) 6.6 +2.1 8 nights or \onger 29 -08
Visit family and relatives 12.5 -2.1 gzzzg:[;; gla":)) 150'21 -_|-30.87

December 29 (Mon) 17 -07

December 30 (Tue) 9.0 -03

December 31 (Wed) 10.1 -06

January 1 (Thw/public holiday) 48 -1.0

January 2 (Fri) 59 118

January 3 (Sat) 49 +14

January 4 (Sun) 23 -

January 5 (Mon) 34 -

*1:Data was not obtained for January 4 and 5in 2024,



(Figure 10) Travel Companions (Figure 11) Travel Destinations  (Figure 12) Reasons for Choosing

(Single answer) (Single answer) Destinations (Multiple answers allowed)
% YoY % YoY % YoY
Family 581 148 Hokkaido 7.2 -01 V\,’apt to go to a specific place 335 +16
Married couple only 193 106 Tohoku 75 408 Vlsnhnmelou_vvn ; : _ 329 +09
With children (up to those in junior high 245 139 Kanto 231 -1.1 Want to stay in a specific accommodation facility 17.8 +2.0
T Koshinetsu 6.6 -03 Able to reach by own car or rental car 16.2 -0.1
Three-generation family 6.1 +086 - — r— -
o N dauah Tokai 11.1 -0.1 Want to visit a specific friend/acquaintance, etc. 14.7 -2.0
Others (e.g. mother and daughter) 8.3 -03 Hokuriku 36 -07 Want to go to the place offering an experience to feel the season 1.2 +03
Famiy and fiends or acquainiances 8.1 -02 Kinki 17.7 T02| [There'saneventiwantto participate in 10.1 13
Friends, acquaintances, or partner 12.7 -38 Chugoku 5.1 - 06 Support my favorite region 7.2 -08
Group (e.g. workplace group) 086 -05 Shikoku 29 +0.1 Unlikely to be crowded with tourists, etc. 7.2 +0.9
Solo 19.7 -01 Kyushu 11.8 +21 Found a reasonably priced tour, airline ticket, accommodation, etc. 5.7 -0.4
Other 0.8 -03 Okinawa 3.2 +0.1 The area is free of any concern about international situations,
h o 4.4 +1.1
infectious etc.
Want to experience trendy things in the area 4.1 -1.4
Support or promote the region 3.8 - )
Visit a family member working there 2.7 -1.2
Changed to a domestic destination mainly because of the weak yer] 2.6 -

*1:* want to support or promote the region” is a new option

(Figure 13) 2024/25 Year-End/New Year Travel Destinations (Figure 14) Year-on-Year Change in 2024/25 Year-End/New Year

by Place of Residence (By Region; Single answer; N =2,060) Travel Destinations by Place of Residence
Hokkaide | Tohoku Kanto Chubu Kinki Chugoku/ | Kyushu | Overseas/ . .
(Tokal Shkoku | (ncluding |~ Other (Bv Reaion: Sinale answer: N =2,060)
Okinawa)
Hokky) Hokkaido | Tohoku | Kanto | Chubu Kinki | Chugoku/ | Kyushu | Overseas/
Total (2,060) 6.7 69 214 19.7 184 7.5 14.0 75 (Toka/ shikcku | (ncluding | Otner
o [Fokkaido (73) [ e8| 4 82 41| 55 41 55 Hokurika) e
§ ;ut::u( :n 210)) 25|  s00] 283 58 33 33 50 Total 0.0 08| 08 03 oo 23 X 20
S Ka 5.4 84| 308] 228 107 39 86 94 Fokkaido o ] S L IRED
§ Chu[(332) sif27] 214 392 172 63 63 £ ohona _._c, 06| s8] 20 =23 1.7} -1.z| a7
G |Kinki (373) 38 113 182 378 102 115 6.7 2 [kanto 12 09 02 0 08 00 05 o1
& [ChugokuShikoku (162) 2.5 114 43 210 383 14.8 8.0 & chubu ) 27 14 22 07 a5 00 03
<< [Kyushu (199) 35| 116 40 55 7‘5H 5.0 5 [Kinki o8 a2 o0 20 02l 1 23 a7
*Figures 13 and 14 include those who planning outbound trips & |chugokwShikoku 0.3 07 -06 11 78 20 02
<€ Kyushu o8| 7] s 18 18] 20 54 45
(Figure 15) Travel Costs per (Figure 16) Transport (Figure 17) Accommodation Facilities
(Multiple answers allowed) (Multiple answers allowed)
% YoY % YoY % YoY
Less than ¥10,000 12.9 +1.2 Passenger car 61.2 +1.9 Ryokan/hotel 733 +22
¥10,000 to ¥19,999 17.0 11 [Own car 53.1 +38 Hotel 502 09
¥20,000 to ¥29,989 18.4 +1.3 ‘Renlal car 8.0 -1.9 Ryokan 23.1 +31
¥30,000 to ¥39,999 9.1 -02 Railway 51.0 -35 Accommodation facilities other than ryokan/hotel 128 =31
¥40,000 to ¥49,999 15.0 -1.7 ‘JR Shinkansen 28.6 03 . - ——
¥50’000 to ¥69‘999 89 +0.1 ‘JRreguIarrainayst’privam raiway 24 32 B&B (minshuku), resort inn, public facility, auberge, etc. 47 0.0
¥70.000 to ¥99 999 10.4 +0.7 n Private lodging, rental holiday cottage 24 -04
z L Airplane 18.2 -2.7
¥100,000 to ¥149,999 3.7 +0.3 - Hostel, guest house 19 -1.0
[Full-senice carier (FCC) 133 -4.0 i
¥150,000 to ¥199,999 22 -0.5 ‘an-cnsl camier (LCC) 29 T3 Outdocr accommodation incl. camping site, glamping, 28 10
¥200,000 to ¥299 999 1.2 -04 - camping car, staying in vehicle - T
¥300,000 to ¥399,999 0.2 0.0 Bus - 9.0 -07 Unique facility not originally designed as accommodation 08 08
¥400,000 or more 10 +0.3 [Express/long-distance bus 7.8 +0.1 facility (e.q., temple, library, castle) . o
[Chartered bus 13 08| [Famiyrelative's home 37 +20
Ferry/ship 16 -0.2 Friend's/acquittance’s home 27 -16
Other 07 +0.2 Other 1.0 -02
(Fiaure 18) Places of Interest for 2024/25 Year-End/New Year Trins (Bv Gender/Aae) (Multinle answers allowed)
(%)
35 -
30 225
\ 19.6
25 4 134 16,1 Females aged 29 or below (162
1.4 14.9 Total (1906) g (162)
20 A 10.2 7.8 Males aged 29 or below (194) Females aged 30-39 (145)
15 4 / 9.1 8.4 8.0 7.0 Males aged 30-39 (227) Females aged 40-49 (224)
I | \ Males aged 40-49 (234) [l Females aged 50-59 (140)
10 A F I Males aged 50-59 (182) Il Females aged 60-69 (93)
5 4 I Males aged 6069 (121) [l Females aged 70-79 (86)
Il Vales aged 70-79 (98)
0—= = =
-8 §3¢ 2% s 228 538 ] : ] 3% 852 g
&8s 3z 58 = 583 Ses g 2 E 35 53 z
S 3 =0 2 ges : c 3 @ » @ S0 H 32 o
85 833 S 2 P 552 = 2 @ 33 223 E
= £ Ed < g2 So s 5 EE) 823 g
g8 o 3 » 555 &8s g ) 33 5% S
3 -3 < @ T2o 8=c H o5 <32 o
(= 858 8 I} 5% Sag < 3 °8 °Z o
=8 sga 2 2 2353 g3 E] S a E3N 2
ap 338 o ® E ag H 33 g8 z
ad 3a 3 o3 el 2a 35 H
4 s 8 g8 g¢ R |
g : 5 i - H
» o

*The number of respondents for Figures 7 to 12 and Figures 15
to 18 is 1.906 (those whao nlan to ao on domestic trins)



3. Overseas Travel Trends

The estimated number of Japanese outbound travelers is one million people (131.5% year-on-
year). The average outbound travel costs are estimated at ¥275,000 (108.7% year-on-year),
which is the highest since 2000. Total outbound travel spending is at ¥275.8 billion (142.9% year-
on-year). Since the 2025/26 year-end/new year period lines up well with the weekends, short
travel lengths declined from the previous year. Destinations relatively close to Japan such as
South Korea and Taiwan are less popular while Hawaii and Europe that are relatively far from
Japan are more in demand.

Of the 2,060 respondents participating in this survey, 154 people said that they will travel overseas
during the 2025/26 year-end/new year period. The number of respondents traveling for “3 nights,
4 days” was the largest at 20.8%, but this number dropped by 4.7 pp. “4 nights, 5 days (18.2%,
up 3.4 pp year-on-year),” “8 nights or longer (14.9%, down 1.2 pp year-on-year),” and “6 nights,
7 days (14.3%, up 5.6 pp year-on-year),” and “5 nights, 6 days (11.7%, 2.3 pp year-on-year)”
follow. The total number of respondents who selected 3 nights, 4 days or shorter declined by 8.5
pp while travel that are 7 nights, 8 days or longer also decreased. It can be said that medium-
length trips such as 4 to 6 nights are on the rise. The most popular destination is “South Korea
(19.5%),” but it declined by 6.7 pp. “Hawaii (16.9%, up 6.8 pp year-on-year),” "Europe (16.2%, up
5.5 pp year-on-year),” and “Southeast Asia (11.0%, up 1.6 pp year-on-year)” are the next most
popular options. More respondents selected these destinations compared to the previous year.
As for travel costs per person, the number of respondents spending “¥400,000 or more (20.1%,
up 2.7 pp year-on-year)” was the largest, followed by those spending “¥100,000 to ¥149,999
(15.6%, up 2.8 pp year-on-year),” and “¥¢300,000 to ¥399,999 (13.0%, up 6.3 pp year-on-year).”
All these options grew. The total of ¥200,000 or more increased by 11.3 pp compared to the
previous year. Longer travel lengths and increase in demand for farther destinations appear to
have led to an increase in budgets (Figures 19, 20, 21, and 21).

Popular destinations for the bookings of JTB’s outbound products are Hawaii, Taiwan, and Guam.
Partly due to the opening of the Grand Egyptian Museum (GEM), which officially opened on
November 1, 2025, Egypt is more popular than usual.

The survey also questioned future outbound travel intentions of the participants of the preliminary
survey including those who were not planning to travel during the 2025/26 year-end/new year
period. In terms of the timing of travel by destination, the number of those who “Want to go
immediately” was the highest for “Hawaii” at 10.6%, followed by 10.5% for “Europe” and 8.9% for
“Australia/New Zealand.” Relatively distant destinations tend to be ranked at the top. Both “South
Korea” and “Taiwan” came next at 8.6%. The result shows a clear trend in the division between
distant and close destinations (Figure 23).



(Figure 19) Departure Dates (Outbound)

(Single answer)

(Figure 20) Travel Duration (Days)

(Outbound) (Single answer)

(Figure 21) Travel Destinations

(Outbound) (Single answer)

*1:Data was not cbtained for January 4 and 5 in 2024,

answer; N = 10,000; *Screening survey respondents)

res:;r;:;nls % YoY res.::r;dzfms % YoY ms::r;dognts % YoY
December 19 (Fri) or earlier 17 11.0 +1.0 ; 2:2'.1;2;’3;’; 146 120?4 " ;jj South Korea 30 19.5 -67
December 20 (Sat) 7 45 -02 3 nights, 4 days 32 20.8 -47 Hawaii 26 16.9 +68
December 21 (Sun) 7 45 +19 4 nights, 5 days 28 18.2 +34 Europe 25 16.2 +55
December 22 (Mon) 8 52 22 S nights, 6 days 18 1.7 +2.3 Southeast Asia 17 11.0 +18
December 23 (Tue) 8 52 02 ? :EE}: g:::: ﬁ '74 13 Jf_g Taiwan 13 84 -30
December 24 (Wed) 10 | 85 [ +05 Bnightsorlonger | 23| _14.0 T2 Australia_ 8 52 -1.5
December 25 (Thu) 8 52 -35 China (mainland) 6 3.9 +1.9
December 26 (Fri) 15 9.7 +50 US (mainland) 6 3.9 -35
December 27 (Sat) 20 13.0 +56 New Zealand 5 3.2 +06
December 28 (Sun) 9 5.8 56 Hong Kong/Macao 3 19 +13
December 29 (Mon) 9 58 -15 Guam/Saipan 3 19 -27
December 30 (Tue) 13 8.4 +341 Canada 1 0.6 -07
December 31 (Wed) 3 3.9 +12 Middle East 1 06 -14
January 1 (Thunational holiday) 4 286 -21 Other 10 6.5 +1.8
January 2 (Fri) 2 1.3 -34
January 3 (Sat) 2 1.3 54
January 4 (Sun) 2 13 ‘ (Figure 23) Future Outbound Travel Intentions by Destination (Single
January 5 (Mon) 7 45

(F| gure 22) Travel Costs per Person Want to go immediately Do not want to go for a while Never intend to go I Noreply
Want to go after a while [l Never want to go again Not sure

No. of A Hawaii 10.6% 19.1% 7% [l 39.0% 17.0%
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¥50,000 to ¥69,999 10 6.5 +0.5 US (mainland) | 7.2% 16.3% 11.9% | 42.6% 18.6%
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*The number of respondents for Figures 19 to 22 are 154

4. Economic Environment and Consumer Sentiment Concerning Travel and Leisure
Spending

The Japanese economy remains uncertain due to the impact of the unstable global climate, price
hikes and upward trend of interest rates in Japan and overseas, and weaker yen in currency
exchange although the Japanese economy has continuously been on track for a recovery. The
Gross Domestic Product (GDP) in Japan for July to September, which was announced by the
Cabinet Office on November 17, 2025, shrank 0.4% compared to the April to June period.
Consequently, the Japanese economy grew negatively for the first time in 18 months. The Nikkei
Index has been on the rise since April 2025 and exceeded ¥50,000 as of the end of October 2025.
Since then, the Nikkei Index has settled down. The Japanese government maintained the
assessment in its Monthly Economic Report for October 2025 that “The Japanese economy is
recovering at a moderate pace, while the effects caused from the US trade policies are seen
mainly in the automotive industry.” According to the assessment, a moderate recovery is expected,
while continued attention should be given to downturn risks of the Japanese economy due to the
impact of the US trade policies, the effects of continued price increases on private consumption,
and the effects of fluctuations in the financial and capital markets.

Looking at consumer price indexes for major items, a continued upward trend is observed for
prices for daily necessities starting with “Perishables” (Figure 24). As for the wages and
consumption trend, real wages continued to be negative for nine consecutive months as of
September 2025. According to the “Impression of Present Household Circumstances” section of



the Bank of Japan’s “Opinion Survey on the General Public’s Views and Behavior,” the proportion
of respondents who said they “Have become worse off” seems to be increasing in the long term
since 2021 (Figure 25).

Respondents were also asked about their life for this year-end/new-year period. As a result, “My
income was up from last year (6.8%)” and “My bonus will likely increase from last year (3.8%)”

” o«

decreased from the previous year. “My income was down from last year (14.2%),” “My bonus will
likely decrease from last year (12.7%),” and “We don’t have enough money in our household
(25.9%)” respectively increased. The results show a decline in income. In addition, “I try to spend
less money on hobbies and travel (15.6%)” exceeded “I don’t try to spend less money on hobbies
and travel (9.1%)” by 6.5 pp. Moreover, “I want to refrain from big expenditures now due to
uncertainty about the future (18.8%)” exceeded “l want to consider big expenditures now due to
uncertainty about the future (4.8%)” by 14 pp. The impact of the decline in income on consumer
sentiment is noticeable (Figure 26).

On travel spending in the next 12 months, both maintaining spending at the same level (49.9%)
or increase spending (13.8%) respectively declined slightly compared to the previous year. There
is no significant change, but relatively cost-minded spending is seen for travel as well (Figure 27).
On their view about traveling in the next 12 months, the most popular answer was “Want to avoid
popular, overcrowded destinations when choosing travel destinations (21.4%),” followed by “Want
to travel only in the areas with less concern about geopolitical and other situations, safety, and
health” at 17.3%. For conditions of travel, “Want to travel if there is no problem with security and
the health aspect (various infectious diseases)” was 21.8%, followed by “Want to travel if | can
take time off or if my days-off match those | would travel with” at 21.6%. Those who selected
“Want to travel in regions and periods with less concern over natural disasters or wild animals”
accounted 17.0%. Awareness to avoid risk such as overtourism, infectious diseases, political
climate as well as natural disasters and wild animals seems to be more important in the future
selection of travel destinations (Figure 28).

Lastly, the main survey participants responding “Will travel” during the 2025/26 year-end/new year
period in the preliminary survey were asked about services that positively affect the choice of
travel destinations. Partly due to the economic situation such as price hikes, the most popular
answer was “Inexpensive travel by using coupons or sales promotions (34.0%).” Creative
measures to reduce prices seem to be a catalyst for travel. On the other hand, “Limited plans or
menus using seasonal food (25.9%),” “Securing stays at accommodations that are difficult to
reserve (18.1%),” and “Invitation to private or special sites (16.1%)” are popular. This trend
indicates that people value unique experiences and content only available at the site in addition
to prices and convenience. Rarity and uniqueness are becoming important factors in travel
choices (Figure 29).



(Figure 24) Transition of the consumer price index
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Source: Prepared by JTB Tourism Research & Consulting Co. based on data from
Consumer Price Index (2020 base), Ministry of Internal Affairs and Communications

(Figure 26) Current Living Conditions and Year-End/New

Year Period (Multiple answers allowed;

(Figure 25) Current Living Conditions

Difficult to say

Have become better off
Mar. 2020 | 6.1 50.8
Sept. 2020 |5.5 [ 54.9
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Sept. 2021 | 6.8 1 55.5
Mar. 2022 |4.8 f 52.8
Sept. 2022 4.0/ 44.4
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Mar. 2024 5.3\ 443
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Mar. 2025 3.9/ 343
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Source: Prepared by JTB Tourism Research & Consulting Co. based on data from Opinion
Survev on the General Public's Views and Behavior. Bank of Japan

(Figure 27) Spending Intention on Travel in the Next 12

Months (Single answer, number of respondents=10,000)

about the future

(Fiaure 28) Views on Travel in the Next 12 Months (Multiole answers allowed: N = 10.000) (Excerots of the ontions)

%

Want to avoid popular, overcrowded destinations when choosing travel destinations 214
Intention & |Want to prioritize popular destinations even if they are overcrowded when choosing travel destinations 45
Mindset |\Want to travel only in areas with less concern about geopolitical and other situations, safety and health 17.3
Do not want to travel due to concerns about geopolitical and other situations, safety, and heafth 58
Want to travel if there is no problem with security and the health aspect (various infectious diseases) 21.8
Conditions |\Want to travel if | can take time off or if my days off match those | would travel with 216
for Travel \Want to travel in regions and periods with less concern over natural disasters and wild animals (heavy 170
rain, typhoons, extreme heat, bears) )
Want to travel to refresh myself 37.9

Purpose |Want to travel since | have a specific place (area or spot for sightseeing) | want to visit 275

of travel |Want to travel to eat local delicacies

240

Want to travel for new discovery

11.8

% YoY o
My income was down from last year 14.2 +0.2 & Yo¥
My income was up from last year 68 -03 Want to increase spending 13.8 -0.4
My bonus will likely decrease from last year 127 +07 209 04
My bonus will likely increase from last year 38 -0.2 hrease The numbar of Trips and . .
I'm saving more money on my living expenses than usual since 157 +18 Around i . 103 403
| am concerned about the future ) ) the same |©duce spending per trip
I'm not saving more money on my living expenses since | am 48 03 level as |Reduce the number of trips and 9.1 0.1
not concerned about the future - - last yaar increase spending per trip
We don't have enough money in our household 259 +0.6 Around the same spending per trip 204 _08
We have enough money in our household 46 0.0 and number of trips
| try to spend less money on hobbies and travel 156 +10 Want to reduce spending 36.3 +08
| don't fry to spend less money on hobbies and fravel 91 +02
| want to consider big expenditures now due to uncertainty 48 +0.1
about the future ) )
| want to refrain from big expenditures now due to uncertainty 188 +0.1




(Figure 29) Services With a Positive Impact on the Selection of Travel Destinations (Multiple Answers, N=2,060)
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[2025/26 year-end/new year travel survey: Survey Method]
Survey period: November 11 to 13, 2025
Participants: Individuals aged 15 to 79 living in Japan

Number of samples: Preliminary survey 10,000; main survey 2,060
(The participants of the main survey were selected from those who had
responded “Will travel” or “Will probably travel” during the 2025/26
year-end/new year period in the preliminary survey.)
Survey subject: Overnight or longer trips scheduled between December 20, 2025, to
January 5, 2026
(Domestic travel is limited to those for the purpose of sightseeing or
hometown visits, while outbound travel includes business travel.)
Survey method Online survey
*Because the survey results are rounded, there could be discrepancies in the sub-totals or
differences with the previous year’s figures.

Contact for press inquiries:
JTB Corp. Branding & Communication Team (Public Relations)
Phone: +81 3 5796 5833



(Figure 30) Estimated Number of Travelers/Travel Costs for the Year-End/New Year Period

) Average travel cost . -
Number of travelers (in thousands) ge Total travel spending (billions of yen)
(per capita) (yen)
___Total Domestic Outbound Domestic Outbound Total Domestic Outbound
YoY comparison | YoY comparison | YoY comparison | YoY comparison | YoY comparison | YoY comparison | YoY comparison | YoY comparison
3,023 2,973 50 37,216 216,927 1214.8 1106.3 1085.0
2001-2002 |- e e e
+1.1% +1.7% -23.7% +1.2% -2.8% -0.5% +9.1% -19.8%
2,925 2,865 60 35,390 225,170 1,149.4 1,014.0 135.3
2002-2003  f-oe-oe i e e b IR ST b e
-3.2% -3.6% + 20.2% -4.9% +3.8% -5.4% -8.3% +24.7%
2,930 2,871 59 34,576 224,940 1,124.5 992.7 131.8
2003-2004 |-
+0.1% +0.2% -2.5% -2.3% -0.1% -2.2% -2.1% -2.6%
2,936 2,874 62 34,472 195,923 1,112.0 990.7 121.3
2004-2005  |---eeeerimn e 2 T TR T T
+0.2% +0.1% +5.6% -0.3% -12.9% -1.1% -0.2% -8.0%
2,993 2,930 63 34,093 199,449 1,124.3 999.0 125.3
2005-2006 |-t e I R R (e, T e B —
+2.0% +2.0% +1.5% -1.1% +1.8% +1.1% +0.8% +3.3%
3,005 2,940 64 34,160 210,510 1,139.7 1,004.3 135.4
20062007  f---eeeeee e et e b L 2
+ 0.4% +0.3% + 2.4% +0.2% +5.5% +1.4% +0.5% +8.1%
2,991 2,930 61 34,210 217,700 1,134.8 1,002.5 132.4
2007-2008  [-----m-oro e s S e e
-0.5% -0.3% -6.2% +0.1% +3.4% -0.4% -0.2% -2.2%
2,982 2,923 59 33,610 227,400 1,116.5 982.6 133.9
2008-2009  [-----m- et 2 e S e S L
-0.3% -0.2% -3.1% -1.8% +4.5% -1.6% -2.0% +1.1%
2,916 2,859 56 32,330 194,400 1,033.8 924.4 109.4
2009-2010 |- e e
-2.2% -2.2% -4.4% -3.8% -14.5% -7.4% -5.9% -18.3%
20102011 v 2974 | 2008 s I TR 203100 | 10324 [ o056 | 156 |
+2.0% +1.7% +1.0% -3.7% +4.5% -0.1% -2.0% +5.7%
2011-2012 2,965 2,899 66 30,670 201,800 1,021.4 889.2 1322
-0.3% -0.3% +15.1% -1.5% -0.6% -1.1% -1.8% +14.4%
20122013 2,993 2,925 68 30,800 207,000 1,041.8 900.8 141.0
+0.9% +0.9% +4.0% +0.4% +2.6% +2.0% +1.3% +6.7%
20132014 3,053 2,983 70 32,000 217,000 1,106.3 954.6 151.7
+2.0% +2.0% +2.6% +0.4% +4.8% +6.2% + 6.0% +7.6%
3,053 2,987 66 32,000 222,000 1,101.4 955.8 145.6
2014-2015 |t e S D DR e S S e
+0.0% +0.1% -6.2% +0.0% +2.3% -0.4% +0.1% -4.0%
3,059 2,996 63 34,200 217,000 1,160.3 1,024.6 135.6
2015-2016  |orormri e e e e e e
+0.2% +0.3% -4.7% +7.0% -2.3% +5.3% +7.2% -6.9%
2,999 2,930 69 30,900 207,000 1,047.2 905.4 141.8
b L 1 A e I B s T R B
-2.0% -2.2% +9.6% -9.6% - 4.6% -9.7% -11.6% +4.6%
2017-2018 3,027 2,957 70 31,900 206,000 1,088.3 943.3 145.0
+1.0% +0.9% +2.8% +3.2% -0.5% +3.9% +4.2% +2.3%
2018-2019 3,065 2,989 76 34,000 204,000 1,171.4 1,016.4 155.0
+1.3% +1.1% +8.0% + 6.6% -1.0% +7.6% +7.7% + 6.9%
3,009 2,927 83 32,000 202,000 1,103.6 936.5 167.1
2019-2020 oo e et e S T e
-1.8% -2.1% +8.8% -5.9% -1.0% -5.8% -7.9% +7.8%
1,002 1,000 1.5 33,000 - 330.0 330.0 -
2020-2021 -
- 66.7% - 65.8% - 98.2% +3.1% - - - 64.8% -
1,802 1,800 2.0 33,000 - 594.0 594.0 -
b I 1 S B B T e H R B SUE O R
+79.9% + 80.0% +33.3% +0.0% - - + 80.0% -
2022202 | 272 | 2700 | 2| 3000 | 241,000 | d0s27 | ese0 | 5837
+51.1% +50.0% +1015.0% +12.1% - +77.2% + 68.2% -
20252024 b 2846 | 2800 T a5 [ ato00 [ 248000 | 12621 [ tiso [ 14 ]
+4.5% +3.7% +106.3% +10.8% +2.9% +19.9% +14.9% +112.5%
2024-2025 2,861 2,800 61 43,000 253,000 1,357.1 1,204.0 153.1
(Former +0.5% £0.0% +31.5% +4.9% +2.0% +7.5% +4.9% +34.2%
surveyed period)
New surveyed period
2024-2025 3,888 3,812 76 43,000 253,000 1,832.1 1,639.1 193.0
("e":,:r;:;’)eyed +2.0% +1.6% +26.3% +4.9% +2.0% +8.5% +6.5% +28.9%
2025-2026 3,987 3,886 100 44,000 | 275000 | 1,9858 1,709 | 2758
(Ne";:r‘i‘;;jye" +2.5% +2.0% +31.5% +2.3% +8.7% +8.4% +4.3% +42.9%

*Previous surveyed period w as December 23 to January 3 of the follow ing year. From FY2025, the surveyed period w as changed from December 20 to January 5 of the follow ing year.

*The survey began in 1969. The numbers of outbound travelers are actual figures for 2024—-2025 and earlier (estimated figures w ere revised based on the numbers 2024-2025 of those
w ho left Japan). The numbers of domestic travelers are estimated figures.
*Estimation of the average travel cost (per capita) began in 1993 (data has been partially revised from the announced figures of the previous year due to trend results).

*Internet surveys replaced the previous marketing research methodology in 2019.

*The average outbound travel costs and outbound travel spending are not calculated for the 2020-2021 and 2021-2022 periods.
Total travel spending for these years is therefore total domestic travel spending.
*YoY comparisons are not show n for total spending for 2020-2021, 2021-2022, and 2022-2023, as simple comparison cannot be made.

Contact for press inquiries:
JTB Corp. Public Relations team Phone: +81 3 5796 5833



