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1-1. Confirmation of Goals

Goals for a Proflt Cor oratlon 2D B HIE kE0or 1o ABEToES) T

- Ultimate National/Regional Goal for government? 53 3 B -
5 BT 0D B Bl 2

— Maintain & Improve Quality of lives of taxpayers (CS) #ifiZE D &£ E
KEDBEDHR-M.E

How? ez nfal(ZER 9 5D H
— Earn Export Revenues#ist oDt &£ E S

« Decreasing International competitiveness of the manufactured goods
exports which propelled Japan in the 2" half of 20t century. 20tt#2 % 3
BUL-HMHFEREEREDRRETILA21EIEICAY, X EERSEHET

— mRely on Tourism as an Industry (to secure

alternative export revenues) rEgsL o8k 1EmMIZ&L? |
NEER

1-2. Mission of Regional DMO - Case
Case: BL 122 77 DMO - Visit Orlando

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.

T4V —FUFOMEGRIE, BEERRO)—F—ELT, Mgt & DML EFIE

BEO=HIC, gz RE08L-£E -ESARHMMELTHRMICN—yT(5T
HETHS,

B[ Orlando®DMO7 — R ?: EFFHEE7T1E B A (20174F) [FE£Kk kv T,
B 1 (FOrange County, FL

£% : National DMO’s Mission? Q*G)DMO«‘:*&HDMO(DE =k

Brand USA: As the destination marketing organization for the United
States, Brand USA's mission is to increase incremental international

visitation, spend, and market share to fuel the nation’s economy
and enhance the image of the USA worldwide.
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1-2. Historical Background (FE)

lorida coasts were developed first. While the central Florida remained as
underdeveloped Swampland. 192 # 3 h 5 20T #IEEIC T O U AR FERIS
SREEER, BEEIBRREMEIT L. NESSIEREFARDIEMS,

« Walt Disney World opend in 1971, and brought immediate hotel construction
boom. 19714EIZAEERIZWalt Disney World B L, #—35 > FIXZEMATIL T —
L, ZHEEEM>HNEERS v alc

« After 1973 Oil Shock, the local hotel association asked the local
government. 1973EI2F A LY a3 v I EE, BHOKRTIVERAHKE L, HTE
FFISRTILERML T DOEIE. |

— We need new segment, not a seasonal leisure traveler segment. Therefore
please develop (1) DMO and (2) Convention Center. And we can even suggest
you to impose a new tax (on hotel rooms), which can be used to finance tourism

related facilities rLevy—mEERaNRE—S T, HEBBEERE, COFEFTRRABLENABBEOT, HLLER
AV FEBIBLTIELLY, 2ROKSCERECENBMCERRBZHEHT 5 -HIC(1) BB HMMAE(MO) & (2) BRREES

EBALTHLL, ZTOEHICENNARTHIEHE GRTILERR) EALTZAERHRELLTHESTTEL, |
 Hotel tax was introduced in 1978 IZHFHE A, :
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Dedicated to marketing the destination while serving the needs ¢
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Publicly available Information on DMO Executives
Schedule J (Form 800) 2016 '
Lx:d|l Officers, Directors, Trustees, Key Employees, and Highest Compensated Employees. Use du

Fur each individual whose compensation must be reported on Schedule J, report compensation from the organizs
instructions, on row {ii). Do not list any individuals that aren't listed on Form 990, Part Vil
Mote: The sum of columns {B)(i)-(iii) for each listed individual must equal the tntal amount of Form 990, Fart VI, Se

individual.
{E} Breakdown of W-2 andfor 1098-MISC compensation [C) Retirement ;
{A) Mame and Title i) Baz= (ii) Bonus & incentive {ifi) Othar ather fefegﬁj
' campensation companzation reportshle compenstin
compensation
GEQRGE AGUEL i) 419,212, i84,135. 0. ig,!
1E'REEIIIE§I! & CEO {ii} 0. 0 0.
LAREY HENRICHS {i) 235,708, 53,000, 0. ia,
FHIEF CPERATING CEFICER & CFQ tii} 0. . 0 ol
DANTELLE COURTEMNAY {i) 221,5835. ©42,000. 0. ia,-
oFHIEF MARHETING -C‘EE'ZFCER fii} Q. o 0.
FRED SHER ‘ i) 219,414. 44,000, 0. 17,1
4FR VP OF CONVERTION ERLES & 52 i) o 0 0.
SHERYIL. TRAYLOR i) 183,500, 14,000. o 12,°
g/F OF MEMSER BUSINESS IEVELOFM {ii) 0. 0 0.
STEFHANIE NAEGELE {i) 139,851 12,000, Q. 12,!
7P OF SKLES OFERATIONS tii} 0. o - 0.
SUSAN ZEIRI i) 129,889, 33,837. ; 0. 11,-
ABTIONRL RCCOURTS DIRECTOR {ii} 0. Q. 0.
TERRTI DOUGHERTY {i) 187,175, 0 Q. 12,
BMEI'.&BSR SU3INZE3 CEVELDPMENT 3R (i} a. 0 &
FRISTEN DREBY ) 150,4813. O 0. D"
BSR VP CF MEMSER REIATIONS & 30 i} g W 0.

2. Case Study:

Tourism Public Infrastructure - Orlando

Convention Center
BREOAREERNRLESHE - EEFE:
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~ 2-1 Funding Tourism Public Infrastructure

— Business Model of Cnventlon Center may be an ‘useful
example. £FBOE ORAETILIFERDIFHIELESH,

Convention Center is usually built by local/national government as
a public famhty::&%iﬁﬁﬁn{z"liﬂlﬂ%E&ﬁﬂliﬂbﬁ ERGO—RETEN L
HiERELTRESND |
» Draws certain tourists segments (longer staying, higher
spending visitors) to the region, benefiting wider hospitality
industrial sectors at Off-peak season Eﬁﬂiﬂﬂ' SHEHEMOSWE
EBEHISIZERL, 47— A VHICEHEH TELD #\XEQUT’fF
F093—-2LoTIFEEX
« Resulting in job creation, tax revenue generation as a critical
infrastructure for export revenues of the regional economy 3t
DEMEELLLTOENEREBORRALTFERY, ZDERENTS
{HERMEFI, RINEERENEEND,

— Often operated at losses if you look at its

Financial Statements (I/S, BIS) FAE% . BIADIHT
ExRIEFEEBERELHY liliﬁ&'— BeLlid,
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2-3 Tourlsm Fundmg Scheme Orange County FL |
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2-5:TDT $175 Million in 2012

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"; 70 AL DR
1997 $92,862,345 |  5.0% 14.56% nH—i%F E#93,500{2 M
1998 $97,935,188 5.0% 5.46% [zt L. 45514 AU
1999 | $100,539,325 50% 256% 250(BTEE (7% I2E)

2000 | $109,411,700 5.0% 8.82%
2001 | $97,932,100 50% | -10.49%
2002 | $94,701,200 5.0% 3.30% S%Z : 20174 $271M
2003 | $94,512,900 5.0% ~0.20%
2004 | $114,317,500 5.0% 20.95%
2005 | $122,151,700 5.0% 6.85%
2006 | $137,204,800 6.0% 12.32%
2007 | $165,661,400 6.0% 20.74%
2008_ |_$165,064,400_ 6.0%

2009 | $140,202,100 .0% -15. o 7 £ I:'_)R/Ib LeaderShlp‘
Talk if we have time.

~ 2010 $153,276,500

2011 $176,533,100 .0% 156.17%

2012 $177,607,100 .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
Fhz(1)SEERREMABRFES ()BT HBTREICET

2-6: #FRIHAT(TE AR DEEHEE

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

Expenditure ltems Percentages
Convention Center Debt Service 3t » 7 5 Hh75E Tl &R H 41%
Visit Orlando (DMO) Contract DMO & 0 £ [ 55 & 224 | 20%
Renewal & Replacement 13%
City Venue 13%
Capital Outlay ~ 5%
Convention Center Operations EE&SHEEFFMIEESE 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

4 0 %HERAEA IS5 THIAEBRLEBEOTHERE. 12 0%ADMONELR

B2 LTHRAIATWET, CO_XEREBFFREEEN —MTMBE (E
B) OSBELICHhAOBEIETHATL AN, BAEEREBICL HHARIENE
%179 HET. ﬂ?llﬁﬁa'cf‘ﬁ"ﬁ%%l%ﬁ SHEVLERD—D,




2-7. Orlando DMO |/S

Orlando/Orange County Convention & Visitors Bureau, Inc.

d.b.a. Visit Orlando

Statements of Activities

Year Ended December 31,

2016

2015

Support, revenues and gains:
Tourist development tax funding (Note B)
Global marketing

$ 51,051,643
5,972,501

S 49,270,425
5,987,081

Convention sales and marketing 2,092,372 1,819,304

Destination meeting services 1,055,089 1,162,976

Visitor services 17,059,889 14,538,949

Member services 3,400,199 3,179,412

Investment income (loss) (Note 2) 123,343 {12,971)

Other 51,483 65,258
Total support, revenues and gains 80,806,519 76,010,434
Program expenses:

Global marketing 38,971,999 37,062,611

Convention sales and marketing 11,447,358 11,443,002

Destination meeting services 2,034,920 2,125,281

Visitor services 17,140,624 14,521,145

Member services 1,891,885 1,514,991

Sports marketing 500,000 500,000

Public relations 3,336,521 3,490,809

Research 1,868,750 1,714,411
Total program expenses 77,192,057 72,372,250
Supporting services:

Management and general administration 4,015,593 3,941,203
Total expenses 81,207,650 76,313,453
Change in unrestricted net assets (401,131) (303,019)
Unrestricted net assets, beginning of year 15,600,887 16,903,906

Unrestricted net assets, end of year

$ 16,199,756

§ 16,600,887

2-8:2016EE IO Y ZMA L > U —MRETRRA

FH & B R @*E‘Ttt'lﬁﬁﬁ’\l%ﬁﬁll

Orange County, Florida, USA Annual Budget Summary FY2016-2017

Revenues %  Uses (Expenditures) %
Fund Balance $1,160,735,488 31.3%General Government $239,051,303 6.5%
Ad Valorem Taxes $732,590,305 19.8%Public Safety $627,397,335 16.9%
Other General Taxes $349,868,050 9.4%Physical Environment $411,991,064 11.1%
Shared Revenues $232,410,200 6.3%Transportation $249,203,931 6.7%
Transfers $479,240,476  12.9%Economic Environment $285,417,138 7.7%
Service Charges $519,622,365 14.0%Human Services $212,034,008 5.7%
Interest and Others $25,872,387 0.7%Internal Services S193,688,856 5.2%
Permits and Fees $165,687,528 4.5%Culture & Recreation $70,571,004 1.9%
Fines and Forfeits $6,515,358 0.2%Debt Service $117,716,068 3.2%
Grants $60,697,761 1.6%Reserves $816,890,416 22.1%
Other Sources $19,818,931  0.5%Interfund Transfers $479,240,426 12.9%
5% Statutory Deduction -$95,857,250  -2.6%

Bond/loan proceeds $46,000,000 1.2%

Total Revenues $3,703,201,599 100.0% Total Expenditures $3,703,201,599 100.0%

Tourism Develop.Tax

- N
Hospitality Management
I_I_EGE Um\zmtyt)of Ccnt?al Elorida

$239,000,000




‘f‘ue with DMO funding from Ordinal Budget

EIM#EK&&TIMME%%%%@W a%%%ﬁﬁéﬁ% RREFEMN D H T S5E
. OB EELEERIEDISES X EUTOEENRREENBAELLT SAREND Y.

BEQHER-—XERR I 2LHOTERSH. FRO M

EAZE(EREE - RADE. BINER OEHOESN?

—BMHETOFEMEN LA L, BlERL - FRAENE - ﬁ@ﬁr BEM

%&%%EE@%LEOEE%:—Xﬁ,&ﬂﬁb#% KIFELaMYELE

BRI HBRICLHMAREED a VARWVRY [, %h%%ﬁ%*%%bﬁur
. MBS ERS AR T E LS ITIEREE S E 4 L L D DITEEE,

ﬂwtm«ﬁtf%% mﬁéwbtu9§Mb7b¢L%ﬁémtmé& M
BTHEEELT, FROEFKEQHOHRFALI EVSBMUNBROHLSFER
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BRIMA—F Y RTHE. MEPRICL BN EESENOHDHEEEICIE,
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HAHIFREE SR AETILEEE,
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52-10: Communicate Benefit of Tourism as an Industry

‘mge County, Florida

| I-LEJIE éf‘*ﬂ.—,ﬁﬁffﬂ{‘r% by 7°1 Ol :l’ill‘ll:lpal Taxpayers
R NT. D BbOEAEN, - RREA rx Rolf Year 2015

T4 EE,

ZOBRTEAAGEEEERLIERE e
= ﬂﬂz.é%ﬁ‘&*ft‘%)a)f?— ¥ et Taxable
e e e : _Ape Of Appraised Appraised
Taxpayer \‘\ Busmess Valuation Walue
e =
Walt Disney Company llTourism \ % 8.2 billion 8.18%
Universal Studios | Tourism : 2.1 billion 2.09
Marriott Resorts / Ritz Carlton I Hospitality 1 1.6 billion 1.60
Hilton Resaorts f Waldorf Astoria ' Hospitality 1 1.2 billion 1.20
Hyatt Resoris Hospltallty ! 947 million 0.g4
Orange Lake Country Glub | Hospitality _ : T8 million 078
Duke Energy | Electric Utility 736 million -0.T3
Wyndham Resoris I Hospitality l 574 million 0.57
Westgate Resoris : Hospitallfy I 561 million 0.56
Vistana / SWVO Vistana Village \ Hospltahty ,' 508 million 0.51
Total taxable assessed value of 10 largest taxpayers 17.20 billion 17.16
Total taxable assessed value of other taxpayers 83.05 billion 82.84
Total taxable assessed value of all taxpayers $100.25 billion 100.00%

OSEN
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2-11: Important Job of DMO
Communication with Local Taxpayers

-
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ECQNOM.IC lMFACT
OF TOURISM &
CONVENTIONS TO
CINCINMNATI USA

3-1. Difference between Sales and Marketing
o TEA] MEMDHIE | (TERERFIR ) [HHETH M A ) %

|

BRI EL THFISTFY UL EWSISE D

= ; Lots of Simple Data on #
You do not use visitors g e .
totailod data promotion P— visitors, expen‘dlture
materials
@

Starting Point Focus Means
_ Japan (from Existing
Selling Japanese Tourism | Selling & | Profits from Higher

Concept ___Vviewpoint) Products | [Promoting] Number ofVisilorsﬁ

Marketing| Market (potential |Customer |Integrated Profits through
Concept | inbound visitors) | Needs Marketing| Visitors' Satisfaction |

Start from Focused marketing Detailed Data on
“knowing on differentiated Visitors required

customers”

segments (— for measurement

-

<_ of succes




3- 2 Selling Concept’s Pitfall +—iL 250

@ I'Eié;[,\’{ﬁ/)%'f’Eﬂfi%(i%éth\51 %A1EIJ®H§$7L&.IE§EIL.\

e “If you build it (good tourism products), they will come” -- syndrome
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If a non-Japanese visitor asks you “how
Japan with beautiful old culture, away from

B any industrialized Europe suddenly became

Ml 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? :
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3-3-4. ZF—'J—U)E

1
Staged

o= e Aithenticity

B (CE SN TBEDXILE
BARY FERECBRLT
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F OB EREER YIS .
YA XY FDBEREEED
FE. BRHBERET D,

Mountains. They are invariably simple and rustic. This one was simple but not so rustic.
It was impeccably crafted and perfectly proportioned, like a jewelry box set in the

forest.."
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3-3-6. Importance of Story-tellmg (2)

"British author Jay Griffiths has written of two types of h|story artifact and ritual. Artifact hIStOW is easily

preserved and commoditized in Museums.

Ritual history - actions replicated across centuries that once conveyed meaning to those who came before us
- is more elusive, more likely to fade quietly into irrelevance. To walk the Nakasendo, to stretch my legs and

mind as travelers have done for centuries, was to immerse myself in the latter."

TEEERY A - 91 74 RIFELRICIEHYOER EERXOBEEELNS2 DDA

1TNHDHEENTWD, BYDERIFEE(CEFHEET. BYEICE T IE—1
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ultic
rustlingin the ymderbrush realor  flourisked, advising travelers who had ~ dinners (delicious mu
:.:nd:mn-lhln!bdk-ll‘ never before =Mt their villages how to  fish, pickled vegetables, mu. ‘;T;"‘ o2 . o
omly the distant danging of the large | cope on the road. | picked up one such | soup-served on lacque!  tra: o = e §
A v % 3 P -
\ '] .

4 translation of an 1810 treatise nﬂmmmewtlh e of oo s

guide,a
vritten by an enigmatic health writer | fellow traveler: of
few vxamples
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3 3-8: Importance of Story teIIrng (3)j
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3 s Importanoe of Story telIrng (4)

Ml

The Mimizuka is almost unknown to the Japanese public unlike to the Koreans. The
British historian Stephen Turnbull caIIed the Mimizuka “...Kyoto's least mentioned and
most often avoided tourist attraction”..... Most gurdebooks do not mention the Ear

Mound, and only a few Japanese or forelgn tourists visit the site. ....

It remains in Kyoto to this day, little known and not often visited, and not well marked for
tourists...Funding from the government is insufficient to care for the site, so the work is
done by local residents, who volunteer to cut the grass and tidy up the grounds.




4-1.

External Environment: Language

Of the 7.2 billion people on Earth...

Arabic
467M

Spanish
389M

Portuguese
193 M

...nearly two-thirds speak one I
of these 12 languages as their
native language.
Hindi-Urdu
588M —
=]
=h
Chinese Bengali ==
(all dialects) 250M O)
1.39 billion
speakers
B English '5-'
527M
=h
- -~ S (n]{m|
’ \ A
! \
i ‘ |
Italian German ! Japanese ! French Russian
67M 132M \\ 123m 118M 254M
h & 2

Sources: Ulrich Ammon, University of Dusseldorf, Population Reference Bureau
Note: Totals for languages include bilingual speakers.
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4-2. External Environment - LanguaGE

French
82M

Spanish
14.5M

Italian
8M

English is by far the most -
common studied foreign
language in the world.

Japanese enables
Chinese
30M you to
communicate with
1.7% of people in

the world.
English German
ngiis %
TR S Among English :
learners speakers, only %
speak as the first
AN [cnguage. Other %
/ \

LI Wave accents.

Sources: Ulrich Ammon,
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4-6. External Environment

The Countries Facing The Greatest Skill Shortages

Skills shortage as a % of firms with 10 or mare employees in selected countries®

ndia
Brazil @ |
Turkey
Mexico
Australia & — A%
Germany W ﬁ 40% -
United States B8 - e o
italy B0 T
Canada f+1 0 : 3
China il — 243
France 11 I , : G
United Kingdom E‘:i:é ﬁ 12%
Spain & W 3%
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4-7: HR Development for Japan

=Huge Opportunities s for ﬁih@%@ who mve

s 7”'

There [ : :
You eahnot expect all forelgnere (98 3% of people in the WOIId)
to speak Japanese (F@HTF E&BAFEIFHFD1.7%DH)

Japan will need not only those foreign labor forces but also
many younger generation of their own who can understand,
communicate with, Iead and manage d|ver31f|ed labor force in

Japan. (If you c: ! 1
— Start from better utlllzatlon of female wor ers, and
been one of the most receptive industrial sectors to embrace those diversified

workers/management % #5142 5 it Hi € & %"E.Eﬁﬁzk*jéﬁkﬁ %ﬁg
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Example A Recrwter frm a Restaurant Chain

“Make sure to teach esﬁw,%ram,a REw to read financial
statements, build spread sheetmodeling, deal with
customer «Jmmia nts, risk managément and human
resources management. Forget about history of tourism or
sociology stuff. | wi ﬂi not hire any students who do not
understand financial statements, because there will be no
promotions.”
rﬁﬁ:‘:‘r’:%ﬂﬁﬁi *i &h%%&zéﬂﬂxh\ﬁotb. I BERGENOEE

=l ZIAATIEL
L, Bﬁ%ﬁﬁ L&’mb\of—bﬂﬁld:%ﬂ’ctx\bb\%onm DD
711(.\0 1 Starr Restaurant Recruiter 02-2008




5-2: Human Resource Development Strategy

"

; SVP of MGM (1112712018)
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5-3 ASSUMPTIONS FOR ECONOMIC IMPACT
STUDIES WITH INPUT OUTPUT
« CONSTANT RETURNS TO SCALE

— This means that the same quantity of inputs is needed per unit of output, regardless of the level of production. In other
words, if output increases by 10%, input requirements will also increase by 10%.

* NO SUPPLY CONSTRAINTS

— |-0 assumes there are no restrictions to’raw materials and employment and
assumes there is enough to produce an unlimited amount of product. It is up to the
user to decide whether this is a reasonable assumption for their study area and
analysis, especially when dealing with large-scale impacts.

* FIXED INPUT STRUCTURE

— This structure assumes that changes in the economy will affect the industry's output level but not the mix of

commodities and services it requires to produce that output. In other words, there is no input substitution in response to
a change in output.

e INDUSTRY TECHNOLOGY ASSUMPTION

The mdustry technology assumption is used to convert make-use tables (or supply-use tables for some |nternat|onal datasets) into a
symmetric input-output table. It assumes that an industry uses the same technology to produce each of its products. In other words, an
industry's production function is a weighted average of the inputs required for the production of the primary product and each of the by-
products, weighted by the output of each of the products.
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5-4. Set of Knowledge Required to Copete for

to ositions
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5-5. Structural Issues with Educational

Infrastructure in Japan

. Weak Infrastrcture for Continuing Education #t& A% & 4 > 75 O RN
. Weak infrastructure for Online-Based Higher Education # >34 V&4 > 2
FDERME (Roughly 15 years behind the USA)

1. ’l‘¥1t'ﬁ‘n§n1t75"|§$?'éﬂimﬁ filfEih, RAERER (=@ELE - SUELETA 23
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You will see fist of *Excluded Variables™

No variable in the third step s st
efigible for entering the model (our
ju dgme nl is based on the p values of
variables in the model 2.)

1-R square (Compared lo
Olllsml than 01 wahv an
Issue of mullicollinearily);

Search this recording
h {3) Stepuwse Regiession " 2835 -

Notos Thee models entered 26:39 Vatoroall fallontr et
Bookimarks Look at significance first, then absolute values..  29:36 (VIF) = 1/tolerance - meanin g!h ,’
(3) Stepwise Regression 2041 VIF is larger than 10 we have an issus

of mullicollinearily.

You will see list of “Excluded Variables® 3027
No variable in the third step is still efigible for.. 3028
Picture 1 3035
13) St2pvise Ragression 3038
In mu!u‘pl.c regression, to'erance isused asan~. 3245

In multiple regression, tolerance is used as an.. 3247

Various recommendations for acceptable levels 3249
of

Source: 3327
http:/verschowe2stats.net/2011/09/tolerance

Partial correlation Is a measure of the strength.. 3340




Thank you for the opportunity!
Tadayuki Hara, PhD
Questions & Comments: send to tadayuki hara@ucf.edu Facebook: Tadayuki Hara (Orlando, FL)
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