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1. Confirmation of Goals
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Ultimate National/Regional Goal for government?

— MBEDEFKEDEDHR-M L

— Maintain & Improve Quality of lives of taxpayers (CS)
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Rely on Tourism as an Industry (to secure alternative export revenues)

2. i DMOMD {Ean & 451 - Case
Case: #1-h4E pi#i#% DMO - Visit Orlando

http.//www.visitorlando.com/ (L =+—% :leisure travelers)
http.//corporate.visitorlando.com/ (£ #X & :corporate page)
http.//www.orlandomeeting.com/ (£ - B2 2 :MICE)
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The mission of Visit Orlando, as the industry's leader, is to market the area globally
as a premier leisure, convention and business destination for the continual economic
benefit of the community.

DMO: Destination Marketing Organization
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Tourism Public Infrastructure - Orlando Convention Center
DN A EERELERAZE RETFE:
F—5 FEFREEIG - DMOLF A A




3-1 BNEEDRNEKAL TSR

- == uijaiﬁ D t V*Z:ET L (i E%Eﬁo) y%ﬁ'] &7‘;%) o Business Model of Convention Center may be

an useful example.
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‘j: I0N 75N k Draws certain tourists segments (longer staying, higher spending visitors) to the region,
benefiting wider hospitality industrial sectors at Off-peak season

— DB EELLTOENERTEFSOLXATTELY ., TDE
BENTE2LOERANEEN., FUVEEMES I EFEN D, Resulting in job

creation, tax revenue generation as a critical infrastructure for export revenues of the regional
economy
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~
t&é o Often operated at losses if you look at its Financial Statements (I/S, B/S).
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Table 2: Orange County, FL Tourism

Development Tax Revenues 201 5 $239 Mi"ion

Orange* tax % Increase %
1995 $68,257,785 5.0% -
1996 $81,059,719 5.0% 18.76%
1997 $92,862,345 5.0% 14.56%
1998 $97,935,188 5.0% 5.46%
1999 $100,539,325 5.0% 2.66%

2000 $109,411,700 5.0% 8.82% I o oA
2001 $97,932,100 5.0% -10.49% 70 J 9 'J‘N T l‘/ -

2002 $94,701,200 5.0% -3.30% ABD—A%F H 93,500
2003 $94,512,900 5.0% -0.20% EEZxT L. R

2004 $114,317,500 5.0% 20.95% 7'7—*‘5’,'”& 2501%*;}-;
i

2005 | $122,151,700 5.0% 6.85% -
5 s (T%FEE)
2006 | $137,204,800 6.0% 12.32%

2007 | $165,661,400 6.0% 20.74%
2008 | $165,064,400 6.0% -0.36% HAMTFHFFE
2009 | $140,202,100 6.0% -15.06% — R R 551415,
2010 | $153,276,500 6.0% 9.33% 1E L 515696 (=
2011 | $176,533,100 6.0% 15.17%
2012 | $177,607,100 6.0% 0.61%
Source: Orange County, FL, Comptrollers' Offices

TDT to be used for (1) Debt service for Convention Center Construction
Municipality Bond (2) Annual Marketing Budget for Orlando
ThzE (1) EBEERBERARREFES Q) BAMT—rTAO/HBTHISET

3-3 RGN EEE R

Table 3: Allocation of Tourism Development Tax Usage, Orange County, FL

Expenditure Items Percentages
Convention Center Debt Service 8} > 7 S AETHERFE 41%
Visit Orlando (DMO) Contract DMO & O £Ef5E & 5244 20%
Renewal & Replacement 13%
City Venue 13%
Capital Outlay 5%
Convention Center Operations ERE&EHEEFFHEES 5%
Arts and Cultural Funding 2%
History Center & Others 1%
TOTAL ($175.3 Million) 100%

Source: made by authors based on Orange County Comptroller's Office
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Table 4: Visit Orlando (DMO) Annual Budget in 2012

Support, revenues and gains: amount %
Tourist development tax funding (Note 9) Bl H1 H iYL 34,969,775 62.4%
Convention sales and marketing 1,838,901 3.3%
Destination meeting services 939,222 1.7%
Visitor services 9,740,105 17.4%
Member services 2,836,047 5.1%
Domestic and international marketing 5,529,157 9.9%
Investment income (Note 2) 135,089 0.2%
Other 37,337 0.1%
Total support, revenues and gains 56,025,633 100.0%
Program expenses:

Convention sales and marketing £&EZ(MICE)Alf~—47T A v 7 10,882,333 19.1%
Destination meeting services SEEHERER FIT MR —E R 1,754,455 3.1%
Visitor services Loy —FRAIT—E R 10,042,676 17.6%
Member services 5 A 23 B AT — B A 1,067,481 1.9%
Domestic and international marketing [EN4— & mid~—4>7 A > 7 26,470,056 46.5%
Public relations JNHRIEED 2,629,090 4.6%
Research fFJEi ) 1,188,358 21%
Total program expenses 54,034,449 94.8%
Supporting services:

Management and general administration &5 i A2 K OVE 1) 2,936,933 5.2%
Total expenses 56,971,382 100.0%
Source: Made by Authors Based on Data from Visit Orlando
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e “If you build it (good tourism products), they will come” -- syndrome
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You have to change your business model from selling
concept to marketing concept.

BBNEANSEAET AN —DERE

If a non-Japanese visitor asks you “how
Japan with beautiful old culture, away from
any industrialized Europe suddenly became
a global economic power in the last 150
years”, can you explain that in English?
S/he wants to visit tourism destinations to
learn about the process of how Japan
transferred itself from closed agriculture-
based feudal system to industrialized
democracy. What do you recommend?
RKEAEREEBHET 5 EBRICEMSIER
R - RREL, R ELexustEL, T
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External Business Environment

From 2010 to 2050,
population is expected to
decrease from 127M to
90~100M range, while
inbound visitors are aimed
to increase from current 10M
to 30M+ in the next 10
years. >Labor shortage =

time for Japan to think
about utilization of (1) short-
term labor (2) immigration of
skilled (and unskilled)
workers (3) subsequently,
Source: MLIT PDF: http://www.mlit.go.jo/common/001033672.pdf Cross CUltU ra| management_
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* There will be no doubt about

* You cannot expect all foreigners (98.3% of people in the world)
to speak Japanese (H@AFTB&AREIFIERDI1.7%DH)
Japan will need not only those foreign labor forces but also
many younger generation of their own who can understand,
communicate with, lead and manage diversified labor force in

Japan. (If you can do this, you will get paid higher salary)

— Start from better utilization of female workers, and hospitality industry has
been one of the most receptive industrial sectors to embrace those diversified

workers/management Z M2tk 5 EEBAMERLAIFE,
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(2) BALANILTIK, AN REER ST, RISHEDEEAD DB E. 1.7% D EE
FHMZTI8INLHBAL, ZIMBEDRRCHMIHAR) EHHES, 1V /N\IURIESHE
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BEELUHRFEEELTHEHSSIVEL.
Thank you, Tadayuki Hara, PhD, University of Central Florida
— tadayuki.hara@ucf.edu, “Tadayuki Hara” in Orlando, FL in FB
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