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The ASEAN-Japan Centre is an 
intergovernmental organization 
established by the ASEAN Member 
States and Japan in 1981. It has 
been promoting exports from 
ASEAN Member States to Japan 
while revitalizing investment and 
tourism, as well as people-to-people 
exchanges, between the ASEAN 
Member States and Japan through 
organizing seminars, workshops, 
and capacity building programs, 
research and policy analysis, 
miss ions,  publ icat ion,  and 
information services, among 
others.

Your Gateway to ASEAN and JapanYour Gateway to ASEAN and Japan

A regional center of excellence in trade, investment,
tourism and exchanges of persons

The “Visit ASEAN@50: Golden Celebration” campaign was officially launched by the Tourism 
Ministers of ASEAN Member States on January 18, 2017 at the ASEAN Tourism Forum in 
Singapore. Through the campaign, ASEAN will commemorate the 50th Anniversary of  
ASEAN, as well as promote the ASEAN region as a single and united, yet diverse, tourism 
destination.

ASEAN turns 50 in 2017

Indonesia

■　■　■　■　■　■　■　■　■

ASEAN Special

ASEAN-Japan Centre Secretary-General Masataka Fujita at his 
offices in Tokyo in December AseAn-jApAn centre

An event to promote “Visit ASEAN@50: Golden Celebration” organized by the ASEAN-Japan Centre at the JATA Tourism Expo 
Japan 2016 in September AseAn-jApAn centre

The year 2017 marks the 50th 
anniversary of the association 
of the southeast asian nations 
(asEan).

To celebrate this important 
milestone, asEan member 
states — Brunei, Cambodia, 
Indonesia, Laos, Malaysia, 
Myanmar, the Philippines, 
singapore, Thailand and Viet-
nam— launched a campaign 
aimed at boosting the region’s 
tourism and dubbed “Visit 
asEan@50: Golden Celebra-
tion (Va@50).” In support of 
this, the asEan-Japan Centre 
(aJC) is entrusted to encour-
age Japanese people to visit 
asEan member states.

“We’ve been holding many 
workshops and other events 
on tourism in various asEan 
destinations and will continue 
to do so,” said aJC secretary-
General Masataka Fujita at an 
interview recently conducted 
by The Japan Times.

The aJC, located in Tokyo, 
is raising public awareness of 
the Va@50 campaign in Japan. 
It exhibited at the Tourism 
EXPO Japan, organized by 
Japan association of Travel 
agents from sept. 22 to 25, 
where it spread the word on 
the campaign and worked to 
promote tourism in the asEan 
region.

In the asian Tourism Lead-
ers’ Forum, one of the expo 
events, the aJC held a lunch 
session in which an asEan 
secretariat representative de-
livered a presentation on 
planned activities for Va@50 
with the presence of asEan 
tourism officials.

The aJC also organized a 
workshop on accessible tour-
ism for those management-
level tourism stakeholders 
from Brunei, Cambodia, Indo-
nesia, Laos and Malaysia in 
Tokyo and Toba, Mie Prefec-
ture, from Oct. 23 to 29.

accessible tourism means 
tourism that is available for ev-
erybody, regardless of their 
physical limitations, disabili-
ties or age.

This is in line with the 
“Tourism for all” slogan noted 
by then-u.n. secretary-Gen-
eral Ban Ki-moon and World 
Tourism Organization 
(unWTO) secretary-General 
Taleb rifai in official messages 
for World Tourism day on sep. 
27.

Tourism is one of the indus-
tries asEan member states 
are working to promote. The 
number of foreign tourists in 
the region doubled to 105 mil-
lion in 2014 from 51.3 million 
in 2005, according to the 
asEan secretariat.

however, in terms of Japan-
asEan tourism, both the 
numbers of asEan travelers 
and its share in total tourists 
in Japan have increased, while 
in the asEan region there is a 
relative decline in the share of 
Japanese travelers over the 
same time amid increasing ab-
solute numbers.

Tourists originating in 
asEan member states made 
up 10.7 percent of overall tour-
ists in Japan in 2015, up from 
7.8 percent in 2005. The per-
centage of Japanese tourists 
traveling to asEan member 
states was 4.4 percent in 2014, 
down from 7.1 percent in 2005.

“The importance of asEan 
in Japan’s market is getting 
bigger and bigger, while the 
presence of Japan in the 
asEan market is showing a 
relative decline,” Fujita said. 
The trend can be found not 
only in tourism, but also in 
trade and foreign direct invest-
ment (FdI).

This does not mean that 
Japan is losing its importance, 
but that it needs to change 
how to deal with asEan as the 

economic balance between 
Japan and asEan has been 
changing.

“nowhere else in the world 
can I see dynamic growth at 
the level asEan enjoys,” Fu-
jita said. “It’s no longer that 
Japan is helping out asEan, 
but it is becoming that Japan 
and asEan are literally equal 
partners.”

asEan’s relationship with 
Japan was not ideal in the be-
ginning due to Japan’s over 
presence in southeast asia. In 
the 1960s and 1970s, Japan’s 
accelerated pace of trade and 
investment activities in south-
east asian countries caused 
contentious economic rela-
tions leading to political con-
cerns between the asEan 
member states and Japan.

The turning point in the re-
lations came in 1977 when 
then-Prime Minister Takeo 
Fukuda announced the Fuku-
da doctrine.

The Fukuda doctrine came 
out of a speech in Manila in 
1977 when Fukuda pledged 
that Japan would never be-
come a military power and 

that Japan would build up a 
relationship of mutual confi-
dence and trust with south-
east asian countries. he also 
said that Japan would cooper-
ate positively with asEan 
member states in their own ef-
forts as an equal partner.

since then, the Fukuda doc-
trine became the principle of 
Japan’s diplomacy in south-
east asia, and the relations be-
tween the two parties 
improved. 

The aJC was founded in 
1981 to realize the Fukuda 
doctrine. It has been working 
to strengthen economic part-
nership between the asEan 
member states and Japan in 
trade, investment and tour-
ism, as well as exchanges of 
persons. 

Over the years, the asEan 
member states have made a 
remarkable economic prog-
ress, which has caused an eco-
nomic rebalancing between 
them and Japan.

In the 1980s, Japan’s gross 
domestic product was rough-
ly 10 times as much as asE-
an’s 10 states combined. 

Currently, the ratio is 2:1. In 
terms of the purchasing power 
parity, the asEan GdP has al-
ready surpassed that of Japan. 

In trade, asEan’s reliance 
on Japan has been decreasing. 
according to the asEan sec-
retariat, Japan accounted for 
11 percent of asEan’s imports 
in 2015, compared to 25 per-
cent in 1995, with the value 
being 1.6 times higher from 
$79 billion to $125 billion.

Meanwhile, asEan ac-
counted for 15 percent of Ja-
pan’s imports, which almost 
doubled to $98 billion in 2015 
from $48 billion in 1995. The 
number was 14 percent in 
1995, according to Japan’s 
Ministry of Finance.

In terms of FdI, Japan ac-
counted for 15 percent of asE-
an’s inward FdI, which 
quadrupled to an annual aver-
age of $19 billion between 
2013 and 2015 from an annual 
average of $5 billion between 

1995 and 1997, according to 
the asEan secretariat.

By contrast, asEan ac-
counted for 21 percent of Ja-
pan’s inward FdI, which 
surged 18-fold to an annual 
average of $1.5 billion between 
2013 and 2015 from $80 mil-
lion in between 1995 and 1997, 
according to the Bank of Japan 
and Japan’s Ministry of Fi-
nance.

Looking ahead, Fujita ex-
pects asEan will be showing 
its strength in the world econ-
omy, and Japan should retain 
an amicable relationship with 
asEan to harness it, he said.

“Japan can help asEan 
member states in environ-
mental technology and other 
areas,” he said, adding that 
Japan should aim to make in-
vestments in line with the 
u.n.’s sustainable develop-
ment Goals, an initiative to 
achieve 169 targets across 17 
goals, including poverty erad-

ication and equal education.
“direct investment is not 

only about money. Manage-
ment know-how and other 
things such as access to mar-
kets and technology should 
come in the same package. In-
vestments that are beneficial 
to not only investors, but also 
local economies will become 
very important,” he said.

he also pointed out that the 
reliance on services in the 
asEan economy has been in-
creasing rapidly, and Japanese 
businesses should act accord-
ingly to take advantage of this 
growth by exporting  and in-
vesting in the services indus-
try, including software and 
data services.

In another current trend, in-
ternationally renowned 
brands such as nike and adi-
das, as well as some electron-
ic companies, do not 
principally own their factories 
in the asEan region and are 

rather contracting production 
to local manufacturers, a prac-
tice known as non-equity 
modes of production.

“This means asEan manu-
facturers are getting stronger, 
making high-quality products 
with high levels of precision at 
low cost. Japanese companies 
must adapt to this situation,” 
Fujita said.

Partaking of the evolving 
asEan-Japan relations, Fujita 
said that the aJC is expected 
to play a new role to further 
enhance asEan-Japan rela-
tions as equal partners, and is 
required to implement timely 
activities that well reflect their 
needs.

he continued, saying that as 
the only inter-governmental 
organization created within 
the framework of asEan and 
Japan, the aJC will step up its 
efforts to enhance the asEan-
Japan economic partnership 
in this milestone year.

Ajc: sole agent in japan 
to boost Visit AseAn@50
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Above left: a festival in Bali, Indonesia; Above right: Petronas Twin Tower in Malaysia. Left, 
clockwise from top left: The entrance of Istana Nurul Iman in Brunei; Angkor Wat in Cambodia; 
Traditional marionettes in Myanmar; Marina Bay Sands in Singapore; Dong Khoi Street in Ho Chi 
Minh City, Vietnam; Patong Beach in Phuket, Thailand; Sinigang soup, a delicacy in the 
Philippines; Wat Ho Phra Keo in Vientiane asean-japan centre

asEan member states boast 
rich tourism resources that are 
of historic and cultural impor-
tance, as well as excellent get-
away destinations. They also 
offer delicious local cuisine 
and souvenirs of exotic crafts. 
For Japanese, southeast asia 
is a conveniently located vaca-
tion destination.

This year, the member states 
kicked off the “Visit 
asEan@50: Golden Celebra-
tion” campaign to mark asE-
an’s 50th anniversary. 

Below are some tourism 
highlights of the member 
states — Brunei, Cambodia, 
Indonesia, Laos, Malaysia, 
Myanmar, the Philippines, sin-
gapore, Thailand and Vietnam.

In Brunei, the Omar ali 
saifuddien Mosque is among 
the country’s best-known 
landmarks, while Istana nurul 
Iman is the official residence 

of the sultan. Brunei’s repre-
sentative foods include nasi 
katok, or rice with fried chick-
en, and nasi lemak, rice 
cooked with coconut milk.

as Brunei has no trains, 
transportation methods are 
buses, rental cars, water taxis 
and taxis.

angkor Wat is by far the 
most iconic locale in Cambo-
dia. a unEsCO World heri-
tage site, the temple complex 
attracts tourists from all over 
the world. nearby Bakong 
Temple, has a history dating 
back more than 1,100 years.

The rainy season is from 
May to October with the most 
rain falling toward the end of 
that period.

Jakarta is the political and 
economic center for Indone-
sia, while Bali is the tourism 
center with beautiful beaches 
and magnificent art and cul-

ture, as well as historic tem-
ples. sumatra Island is home 
to Lake Toba, the world’s larg-
est crater lake.

For souvenirs, topeng wood-
en masks that are made main-
ly on Java and Bali islands and 
are used in theatrical plays can 
be purchased across Indone-
sia. 

Laos boasts several beauti-
ful temples, including Wat ho 
Phra Keo. It was originally con-
structed in 1565 as the Lao 
royal family’s personal chapel. 

The country also has many 
caves that tourists can visit via 
river cruise. Tham Ting Cave is 
a must-see location known 
also as Buddha statue cave. 

In Malaysia, the Petronas 
Twin Towers define the skyline 
of Kuala Lumpur, while the Is-
lamic arts Museum offers 
beauty both in its outer design 
and in the pieces it contains.

The country is separated 
into two parts by the ocean, 
and low-cost airlines offer the 
best transportation method. 
Kuala Lumpur is a transporta-

tion hub with many trains, 
buses and taxis.

In Myanmar, yangon is the 
commercial center with a va-
riety of tourist attractions, in-
cluding shwedagon Pagoda, a 
gilded stupa soaring nearly 100 
meters into the sky.

Tourists can also enjoy local 
cuisine, including mohinga, a 
fish soup with rice noodles, 
and take home souvenirs such 
as Myanmar marionettes clad 
in traditional clothes sporting 
many semi-precious stones. 

The Philippines is heaven 
for shoppers. Makati is a mod-
ern, urban area and the busi-
ness and commercial center of 
Manila, with many interna-
tional corporations based in 
the city.

Cebu Island is a favorite as 
tourists can take advantage of 
gorgeous resort hotels, and get 
a taste of daily life in the bus-
tling Carbon Market.

singapore is geographically 
the smallest country in asEan, 
but the richest in per capita 
GdP. Many large international 
companies locate their asian 
headquarters in the many sky-
scrapers there. 

singapore Botanic Gardens, 
the country’s only World her-
itage site, is an refreshing place 
to stroll among magnificent 
greenery in the middle of the 
urban center.

In Thailand, the downtown 
areas of Bangkok and Chiang 
Mai are great places for tour-
ists to get a taste of traditional 
Thai life, while Phuket, Pattaya 
and other beaches are among 
the world’s most-popular 
beach resorts. 

Tourists who want to avoid 
the heat should visit between 
november and February.

In Vietnam, travelers should 
not miss the narrow, twisting 
streets of hanoi’s old district. 
ho Chi Minh City offers not 
only glitzy nightlife fun, but 
also historical mementos such 
as cenotaphs of war dead.

For local fare, pho bo, soup 
with noodles and leeks, is a 
common food. 

Wide range of attractions, food
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