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Discussing Feasibility of Enhancing Quality of Okinawa Tourism from

Quantitative Benchmarks — Required Human Resources and Functions for a
Destination Marketing Organization
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BB : ERE3049H28H (&) 13:00~16:00 Date & Time 13:00-16:00 on Sep. 28, 2018
&1 BIERKS XRMBEE (IBEXHE) 215% 2 venue: Room 215 Social Science Building,

University of Ryukyus
Tadayuki (Tad) Hara, PhD, Associate Professor, Senior Research Fellow
Rosen College of Hospitality Management, University of Central Florida
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— Maintain & Improve Quality of lives of taxpayers (CS)

® E- h '-HE 0)7(.)\ r> How would you achieve that?
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» Destination Management is a plan to develop the region with
tourism, and Securing Economic Impact for the local region is

the mission of a Destination Marketing Organization (DMO).
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tt i)( Japanese Economy at a Glance & Tourism In perspective: Import & Exportin 2016

BABRO—#FH : $11003kH
Central Government Budget:
$1 trillion (GDP: $5 trillion)

: Let’s put $80B ( 8 Jkby 2020) and
4.9% $15DB (15Jkby 2030) in perspective.
Japanese Total Export was $750B,

BB o and Total Import was $780B in 2015.

- $80B is equal to total crude oil
import, the top import item for
Japan.

« Top export item is automobile for
$120B, so Japan aims to grow
tourism to surpass auto as a leading =
export industry with $150B.
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1. Background: Tourism is one of the most successful areas of
“Abenomics” in the last few years
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Inbound Expenditures goals set as $80B by 2020 and $150B by 2030
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Domestic Expenditures hovers $210B and $220B by 2020-2030
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Case: DMO - Visit Orlando
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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

Orlando: FMFAMBETIER A (20174F) F2k b v 7,
{TE X (% Orange County, FL
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Visit Orlando (DMOYD E < 3
Commitment to Community it & DEAY
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— Visit Orlando recognizes the important role it needs to play in the community,
both as a vital partner in addressing community concerns and as a conduit to the
area's dynamic tourism industry.

- EOMBHEOETFOEZENCT H-HIC, Hilgd
% D - Bk EBBICEBETVET,

— We work closely with many local organizations to enrich the quality of life in
our community.
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— From education and economic diversification to supporting the arts, Visit

Orlando has played an important role in making Orlando a great place fo visit -
- and to live.

3 Case Study:

Tourism Public Infrastructure - Orlando Convention Center
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- REBBOECRRETIVIEERDIFHI £755 , Business Model of Convention Center may be

an useful example:
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/ N 'ﬂ: ﬁﬁ nQ & L —C L DQ é hé Convention Center is usually built by local/national government
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[i ,E]:\ E j( Draws certain tourists segments (longer staying, higher spending visitors) to the region,
benefiting wider hospitality industrial sectors at Off-peak season
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creation, tax revenue generation as a critical infrastructure for export revenues of the regional
economy
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tf o Often operated at losses if you look at its Financial Statements (I/S, B/S).

3-2 Issues with Tourism Infrastructure Funding
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Tourism Public Infrastructure
(EIf¥&8H5 Convention Center)
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3-2 Issues with Tourism Infrastructure Funding

BAIKA2TS
Tourism Public Infrastructure

(EIBELH5 convention center)
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&IZ%E>TL#ES, Construction of
Tourism Public Infrastructure is
often funded by government’s
ordinary budget. And often the
project does not generate enough
cash flow, so government has to
continue to subsidize its
operating losses while it benefits
industry and create jobs by
attracting visitors. ’Q
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Opportunity for those who can lead to meet the challenges
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AMZEETEEREESBAAPREER. (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 %1% 15 3k % B IR A M ER A2

i e go VY,
If a non-Japanese visitor asks you “how
Japan with beautiful old culture, away from
B any industrialized Europe suddenly became
L a global economic power in the last 150

S/he wants to visit tourism destinations to

arn about the process of how Japan

| transferred itself from closed agriculture-

§ based feudal system to industrialized

ll democracy. What do you recommend?

REARRERBHET 5 EHERICEMIDIEM
IHH - RBRELD, FRRELexustiEL, T,

EROTHBOELERWENS T IOENE S

BRoTWE0h, ESBCEEHR:-OM, E

| BOREEERNSBRHE? )
i x ———

4. HBNEANBAE A1) —DEEMH(3)

BARANBRBTEC LS55 ?

BIE : EEY - AFEARFHOIEEICH L. @Y - RERBETIE L HZH8%E
A, HRBALUARRGELEZRCT D, IFNSERZETIEI1298 ($3507.7km
) HY. TEOBEEN BN, Eiz, SIFANSHMECIF135E (526.3km) TH
gr %E(D%‘mﬁﬁ‘ﬂa RE#H - ZER - HER - RHE - BRE - #ER - THMFIC

"I have been to plenty of trail shelters, in the Black Forest, the Shenandoah, the White 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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“British author Jay Griffiths has written of two types of history: artifact and ritual. Artifact history 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 to fade qui o irrelevance. To walk the Nakasendo, to stretch my legs and mind as
travelers have done for centuries, was to immerse myself in the latter."
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5. DMO-Crisis Management

DMOA 2 DFEEHRERIET MR T [BEDOBHRRE]

BAEL L KE : DMODEE

T4R58 D45 IRAR |

REGER - ALICLABARANORELET. TLTATA 7 IERR

1, FEEEDOHD. HEEOERTEEORBHRE EHRPISEITT

RELET, BIMENEERETI0NATA FORETHY . ThiE

REREDAICEELNHEDITTHL . RRBEENZ SV SABER

HENDTE, ZOHMENDANIE. * T 7 ICHEAER TS HE
gﬁimr%1Lr%eaoéﬂﬁvéﬁmﬁgarua CENERT
=7,

T2 FEARE - HAEABEE]

COTHBENMENETEET, BENLHEBAEREAREN MY |

FtA (HRDBIREARESNY THAL, EFADNBALHER |

AOD2ELUTFTY) . T5EKEREOBNEBRGEHRLIREDOHD |

NT. ZOBROEREH ORFIERGHE SN AL, #5OEOH

DHBE—BRECR-KEOMEL LT, HLWMERZLEET 3 ,

FTRHENABRFIERE LTEAESATLESINTY, i

OSEN .
Hi tality M: t
(%mefum‘;%famzwm

4. B4 E A EJt % : DMO-Crisis Management
B DMOAtE D EE#H = RET sici: MERIEDEERE,

DMOIZ & > Tl KFEZRDORFTHEE & BHMTEIRE S MEAIEH
FTHRERBISORFHHM. HEDE DFEA - ﬁﬁ - BB - /b §
FRUEOERMEATZTNANCERLET ., KEREERE
Nz T TRAEEE I'W"L'C]E(b(‘ff‘d‘h\ RITESES
’C%‘é’&ht\(iﬂﬁ%ﬂi*%ﬁ?‘ékL")iE;’c.LlE’é#ﬁﬁ?’%:%ﬂbﬁ

E/nﬁ((-&ﬁfli EE EEHX Lﬁ Ej:é _7c ﬁii
CRIR11S 5 R

Bl (1) 201859 i EMERICEBLMEBEAT?) MEoETH
(2) HAM0MEIARBARK - BRERICHESFLETA. TI A=

OSEN .
Hi tality M: it
(%LLEGEU:mm;%fcmm@

5. MICE ' O0—/\JL A B R
DEAIN) X215 LIER

N

Event Management Core:
ARNUMEERER B #

Core Requirements: & E#F B
RRESYTAREZNE

GEP: — %% &% B

4. BB E AESE : DMO-Crisis Management

- — S v S— s Em: ® e

¥ DvMOA E DEERRERET SWRIE TRIDBHKE

3. TBAEFORHIEERE & DMODREFEL i
BELETH., SLOANEIEIEY A K (205 - wEkER) MNEET
NIEETNTERELE VS GERUGEEENREBEZH > TLDIANKRSH
TY, £ETAN. BAIFEAFFZZEFAADHEETHNA—ITT, D
FYBAADPRLKRLZEVWSHIFT SIS+ REEREAFTLET, HE |
THITES B, ChEMAISEEY A FABREEZZ T THRVETELE
BLTH, FEREEETITHADZ OF/NEXPCERZERLTL |
F530TT, &S, FEA~OFRREISENCHRICLNE DD |
HLTIBESHEVDDTYT ., DMODE(fiABbh HREEKEBEER TY

Tt 75 B &1k £ DMOD &

EROATAT7 ERENBATORENBRHENE, A T4 7HREIS

Zi1bH T, BECRKOSHEREZBH T MEETY

EFTANETENDOMY FET, Eﬁ:‘@tﬂéﬁ%ﬁf\ #
THLREBTITOT. HOHKF. KEREZFEHRS THE

LT < a0, ThEREEBEBEEA T4 7TRHEHDOKEDEBLIRE

ICZOEFHERELFLEHITHIRTT. £545HE. TRXXESE

B, CEPEFYBRISTSSH] EVSTHDENEDTT,

L.

5. DMO I8 A#
- EfHEGRE
- EiRRER. fHEGR. ASBEREE (EFA—3ay)
7]'%%:%%75\ FH. PEEREEENHEDI(EESET
7AFTUR)
A/ R ——
-EEXBEXRETEHLE, HAHEKDEE
cHEEX ! BAAERNOEDOBIE. AEAZEEEX
— AN - BEREEDOISI 2= — 3 VEED
- EEREBROHNITERL
- EX R EERME EBEAHNIER T —

OSEN .
H tality M: t
(%LLEGEUza!:si.;%rct';:s?ﬁ;da

Graduate Program (Master)

1.1t used to have only 50-60 students
2.In the last two years, enrollment increased to 185
1. Two Certificate Programs
1. Graduate Certificate in Destination Marketing &
Management
2. Graduate Certificate in Event Management
1. If you wish to apply for M.S., those credits will be
recognized and exempted
2. Fully-Online Choices for the same Degree
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l Required Courses—18 Credit Hours 1| I Elective Courses—18 Credit Hours 1|

FSS 6365 Management of Food Service
» HMG 6228 Critical Issues in Hospitality Human Resources + HMG 6251 Management of Lodging Operations
« HMG 6245 Managing Hospitality and Guest Services ° FMSETI0hilsmere) eism _
Organizations » HMG 6586 Research Methods in Hospitality and Tourism
9 * HMG 6227 Advanced Training and Development in the Hospitality Industry

» HMG 6477 Financial Analysis of Hospitality Enterprises « HMG 6446 Hospitality/Tourism Information
» HMG 6596 Strategic Marketing in Hospitality and © [FCE2Y Vaezttom Oumersiy Reser Sklles Wiagaimsnil
« HMG 6585 Data Analysis in Hospitality & Tourism * HMG 6566 Principles of Destination Marketing and Management

*  HMG 6533 Hospitality/Tourism Industry Brand Management
Research « HMG 6476 Feasibility Studies for the Hospitality/Tourism Enterprises

* HMG 6296 Hospitality/Tourism Strategic (Capstone Course) +  HMG 6267 Case Studies in Restaurant Management

«  HMG 6347 Advanced Vacation Ownership Resort Planning

* HMG 6528 Convention and Conference Sales and Services

*  HMG 6738 Tourism Industry Analysis

* HMG 6756 Mega-Events

*  HMG 6797 Event Administration

» BMS 6050 Psychosocial Issues in Healthcare (4 credit hours)

&)OSEN HeepitalityManagenaent » BMS 6911 Focused Inquiry and Research Experience Il (5 credit hours)
LLEGE University of Central Florida

Visit Orlando's Executive Ma”ageme”t Team N (1) A - ABOBIIE Publicly available Information on DMO Executives
Decicated to marketing the destination while se : _ Independence of HR
it SR, 2y B - FROmIE Schedule J (Form 90) 2016
o e et @ e TG IEI I Officers, Directors, Trustees, Key Employees, and Highest Compensated Employees. Use d{
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sencs.ceo WML : Disney MSVP DMOBE /R HR (31 '
== N instructions, on row (ii). Do not list any individuals that aren't listed on Form 990, Part VIl
amorgaagitskcsindacom (3)  HBAKEGERME Note: The sum of columns (B)()-(i) for each listed individual must equal the total amount of Form 990, Part VI, S
Bio(84KB Annual contract . individual
L sy ey | (@) RRHEEER=FSHED (B) Breskdown of W-2 end/or 1099-MISC compensation (€) Retirement
BeccaBides BT : Seaworld D#RR %gj@; <. BRFANHEEE - & (A) Name and Title (i) Base (i) Bonus & inoentive () Other other defurr
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. . . 5P OF MDBIR BUSINESS DEVELORM | 0 ) 0.
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B . (corming soon) . DMO? (funding?) SUSAN ZEIRI 0 129,859. 33,637 0. 11,
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- L B ARDMOASREDES < TERRI DOUGHERTY o 167,175. 0 0] 1z,
i 2 st S =
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Final Summary n
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BE (25 (BICBAEEM-EDLM) Inbound Tourism in Japan has high growth
potential - DMOs will lead it
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— tadayuki.hara@ucf.edu, “Tadayuki Hara” in Orlando, FL in Facebook

Thank you, Tadayuki Hara, PhD, University of Central Florida f




