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Competitive advantage in tourism destination:Role transformation on DMO managers
triggered by increase of visitors to Japan
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First, the role of DMO manager cannot be uniformly defined in Japan. The
reason is that in Japan, most of the operating entities are non-profit organizations, and not only
business but also governance is emphasized. Secondly, it is meaningful for DMOs to send information
to travelers not only in official expressions but also in distinctive expressions such as characters

and dialects. The reason is that the expressions that influence the traveler"s decision-making
differ depending on the situation such as whether or not the traveler has decided the destination
and how far he / she will go on the trip. Third, when a DMO develops an autonomous organization
responsible for building a new tourism ecosystem, the administrative tourism staff and DMO alone are
not sufficient as actors. It is important for DMOs to involve local private companies and ventures.
Those actors may be the driving force for achieving the development plan.
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