“Tourism Statistics and Marketing”

Associate Dean & Professor, Rosen College of
Hospitality Management & University of Central Florida ~ Stephen Lebruto

Statistics

e A narrow definition is a mathematical
science regarding the collection, analysis,
interpretation, explanation, and
presentation of data
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Why We Need Statistics Why We Need Tourism Statistics

= Marketing Basics e Marketing Basics for Tourism
= You need to create and maintain happy customers s You need to create and maintain happy vi
= Customers have different needs and wants have different needs and wants

e You have to develop good products, with right ® You have to develop good touri pI
pricing, distribution channels and promotion right pricing, distribution channels and promotion

* How do you know about your customers e How do you know about your visitors
effectively? effectively?

e “No need fo know”, as you think you have good - s", as you think you
products ™

« Statistics = Data > Marketing Intelligence Tourism S Data = Marketing Intelligence
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Marketing and Sales Concept

Difference between Selling and Marketing Concept (for Generic Products)

Marketing and Sales Concept

e This is the difference between selling concept and

Staring Paint e | o = marketing concept for Touns_m Pr_x_::ducts e
Selling Existing | Selling & Profits from Sales | J_c,,s,,r . A Slmple Data on #
Concept Factory Products |Promoting Volume | visliors’ derafled dnt. | Sl et
Marketing Customer | Intagrated Profits through Stai Point = e T i
C,om:et .ﬂaﬁ{ed‘ MNeads I'w1arkemg Customer Satlfac:han Japan (fram Existing
Selling Japanese Tourizm | Selling & | Profits frem Higher
Concept wviewpeint) Products |Promoting] Wumber of Visitors

e This is the difference between selling concept

and marketing concept for Generic Products. Marketing| Market (potertial [Customer|integrated|  Profits through
Concept Meeds |Marketing| Visitors' Satisfaction

inbound wsitars)

e How about application to “Tourism Products"?

“lmdtran [ Focused markating _( Detalled Data on
“kpowing ] on differentiated (_  Visitors required _

__customers" : sagments
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Selling Concept’s Pitfall

o “If you build it (good tourism products), they
will come” — syndrome (BEL\IIAHNIEE
[TELELSHD)

& Because of proliferation of internet and
affordable airfares, potential visitors have too

many destinations to choose

= You have to change your business model
from selling concept to marketing concept.

e RTF) 3A3- 2060
e

It takes some efforts to maintain the position

ATl Ho

Tourism Statistics

e One group of statistics are those to measure
the size and significance of tourism-related
activities to the region/nation.

= Input-Cutput Based Tourism Satellite Accounts
(discussed by Dr. Stanley Fleetwood)
How significant the tourism as an industry is
This is very important for regional/local
government to explain to taxpayers to show
how their money are used.

This will justify future budget allocations,
introduction of certain policies

Tourism Statistics

» Another group of statistics are those to
facilitate marketing intelligence

s to produce, manage and evaluate tourism products

s to evaluate performance of tourism-related activities

e This is important to bring the visitors to the
region and retain them as repeaters
# How to bring visitors to your region
Who are the competitors for the similar visitors
How are the competitors doing
How to measure the success of your effo

Let's look at two Case Studies based R W (
on the Two Groupings v/

Case Study 1: Why do we
have a Convention Center?

Based on Presentation prepared by tihe Orange
County Convention Cemter, Orfando, Florida, USA
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Why do we have a Convention Center?

September 2007
- e

econcomic development
and producing jobs!!!

This is accomplished by
haosting re 1,

and international
conventions, meetings, and
trade shows, the Center
infuses the local economy
with new money and
expanding business
opportunities.

According to a study commissioned
by the Orlando/Orange County Example:
Convention & Visitors Bureau:

The average delegate

stays 3.3 nights
and spends

approximately $1,185

10,000 Person Group =
$11.85 million direct spending

[ ¥You have to communicate those figures |
‘ to taxpayers in the local community |

Convention-related businesses and
educational events known as
“Conventions” contribute: * The taxable value of convention-related
i : hotel, restaurant, retail, and service
Fhet BHlioR AnOAL BEonDiie TMBaG provider real property is $1.57 Billion.
26,000 JObS = Very imporiant o taxpayers and ioca

$15 Million in ad vah:;fem taxes for Without the Convention Center, every

County Services household in Orange County would have
to pay $86 more in property taxes just
to maintain the same level of Count=
services currently provided.

$19 Million in ad valorem taxes for
County Schools

$4.3 Million in County Surplus
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How is the OCCC funded?

Qperating Revenues

Tourist Development Tax (local special

purpose tax on hotel room charges:z L2
CEIFRIM B EL T T /L EAEFIZA LR
)

No Ad Valorem Tax Dollars Required

Who are our competitors?

e Las Vegas

e Chicago

e Atlanta

e New Orleans
e Every city!

Market Mix - 1983

o Tradeshows &
Conventions, 12

Ee i
Total Events = 129

s

$90

2006 TDT Collections

more than $129 Million

[TOURIST DEVELOPMENT TAX]

10000

000 D00

Who are the customers
of the OCCC?

Professional Assoclations
Medical Associations
Trade Associations
Trade Show Owners
Educational Associations
Scientific Organizations
Religious Groups
Promoters of Consumer & Ticket Events
Employees

Attendees

Exhibitors

Show Managers

Market Mix — FY 2006

42 annual events!

62 rotational events!

Tradashows &
Conventions, 113

Public &
Consumer Events,

Total Events = 315
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2007 Event Highlights 2007 Event Highlights

+ Megacon

¢ SHOT Show February 16-18, 2007 — 13,500 Attendees
January 11-14, 2007 — 42,000 Attendees - S d :

« PGA Merchandise Show
January 25-27, 2007 — 45,000 Attendees

e International Builders' Show . TN T
¥ETEAND

February 7-10, 2007 - 104,000 Attendees - : ik 13vS5m

BEEL - RE A

MErEEsHd !
Imagine impacts over local hotels ] : EREICFEE

and restaurants, as all these BoTLET.

® C?eon:?:-zI?FErzaeEotmI:;%Er!i'egn llsiﬁv 2007 Event Highlights

March 9-11, 2007 - 20,000 Attendees

= e Premiere Beauty Show
L] 10-11, 2 F - .
March 27-29, 2007 - 40,000 Attendees RHSREEHEES S SR B RO B
e Hispanic Business Expo _ 2
April 22-24, 2007 - 20,000 Attendees e Microsoft MGX
July 18-21, 2007 — 10,000 Attendees

= National Hardware Show
May 8-10, 2007 — 55,000 Attendees e« The Lutheran Church —
1st Full Facility Event National Youth Gathering
July 28—-August 1, 2007 - 27,000 Attendees
e Church of God in Christ Women's International

Convention
= May 27-June 1, 2007 - 24,000 Attendees

2007 Event Highlights 2007 Event Highlights

e |nternational Baking Industry Expo e International Association of Amusement Parks &
October 7-10, 2007 — 25,000 Attendees Attractions (IAAPA)

November 13-16, 2007 - 28,000 Attendees
e Southern Women’s Show

October 11-14, 2007 — 30,000 Attendees e Central Florida International Auto Show
November 15-18, 2007 — 40,000 Attendees

e American Heart Association

- o e Performance Racing Industry
November 4-G, 2007 ~ 30,000 Attendees December 6-8, 2007 - 30,000 Attendees
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Prodacts: F o

Profesiora

Meeting Planners Select Sites
Based on a Variety of Factors

Awailability of Hotels & Facilities
Destination Affordability
Transporting Attendees
Transportation Costs

Distance Traveled by Attendees
Climate

Entertainment

ORANGE COUNTY CONVENTION CENTER
Calendar Year Overview 20086

S . 918 Events
e 208 Events b M e 2 13.3 million Attendees

¥ : Estimated $17.4 billion
e 1,425,045 Attendees i ¥ T 44t in Economic Impact

= $1.47 billion in Economic
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Case Study 2: Importance of
Tourism-Statistics for Marketing

Summary of Case Study 1: OCCC

e Having basic tourism-related statistics
helps to maintain local community’s
support for the industry.
e Tourism-related statistics helps local
governments to allocate appropriate
funding for the industry. tourism
intelligence.
Rompf, Severt & Breiter 2007

A Critical Matching of Study Purpose...
Destination Attributes with Event To determine if there is a
Destination Selection Criteria significant differsnce.in
_ the criteria used by
Paul Rompf, Ph.D. mesting planners to
Kimberly S. Severt, Ph.D. select a destination
Babormis Pralier, ML based on the type of
event being staged.

Introduction

s Associations, corporations, government agencies, The planner and host
and a variety of other organizations produce a organization typically
myriad of events for different purposes. es?:ablish = listof Sits

pricrities that are central to

e Events span a wide variety of genres, all with the needs of the avent

different goals and objectives.

e As aresult... Event planners may assign different The outcome — REP
levels of importance to destination selection ) ) ) N )
criteria based upon the type of event (convention, Is typically disseminated in
training meeting, conference, etc.) collaboration or cooperation

with preferential destination
If you understand this, your destination can market right marketing organizations

kind of attributes to right kind of customer needs (DMOs) and/or SLJPJDHEJ"S.
A T 4

= Your destination can sell your tourism products more effectivelyl 2
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There may be a distinct
difference between
destination attributes and

The selection of a destination selection

criteria relative to the

destination may event type

also depend
significantly on the
size and budget of
the organization

DMOs have the tendency to
emphasize the former
rather than the latter

. . Literature Review n et cont .
Literature Review i o

As a generalization... Destination Image... a factor in draw power?

Previous studies have focused on the Prfvio%st e.':_:pﬂerience withla ?es‘tinatg’on has l?_een .
importance of a destination’s attributes, pameiler destnaon, T T P eRRIRIERES
Investigated the importance of destination

selection attributes for an aggregation of Other meeting planners are typically requested for
events. or information on their experiences with a destination.

Investigated destination selection criteria for Each destination has different strengths and

i ion’ weaknesses attached to its image (Baloglu and
a single type of event (e.g., convention). Love, 2005)

theratur& Re‘fiew in brief cont... MethOdOIOgy in brief

Sampling frame consisted of event planners holding
Destination attributes... membership in three leading event planners’
Participant proximity to the convention site, quality of associations.
exhibition space, plenary rooams, break-out rooms,
and perceived food quality were important 5 2 on b e clation (
determinants of a convention site being selected » Int ion of Exhi Management

(Crouch and Louviere 2004).

. . ) A stratified random sampling resulted in proportionate
Every destination has numerous characteristics (+/-) representation within the sampling frame.

that will affect the choice of destination, and these
physical and operational atfributes must match
the market each destination intends to target
(Fenich, 2001).
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Results N=393
Unit of Analysis = the Event

Respondent Characteristics in briet

The “meeting planners” reported a diverse and R
broad range of 150 different titles ol T

A majority reported meeting planning occupied 90
percent or more of their time

71% of the respondents had 10 or more years of
experience in the industry

Meetings were reported to be held in over 134
separate cities with 25 held outside the US

Descriptive Statistics Result: 1/2

Destination selection criteria based on event type Bllo, o rail Means and (Standard Deviations)

. A : Dastination lHJI C 1 Ingentiv Sallu_s Exhibiti il 'i}!_llﬂ'
e Researchers (Rompf, Severt, Breiter) used the 1-5 Bodkase .; Wneng. o i R o =A%
Likert Scale questionnaires (1 least important, 5 most Type N7 <EEL
important) to ask the relative importance of attributes Acceseibility by 408 At
to different meeting purposes. _ 1'“ 1'W
Which attributes are (120 (132
™ Accessibil!ty by air relatively important? ; i 0 {110
e Accessibility by road ; ; ]
e Choice of restaurant Eemer oot e A e (1.16)
e Variety of nightlife R ' =N 15t class <o am : 327
) Are they equally ] hotelroom | [0.25) {128
e 1st class hotel rooms |

e Brand name hotels ATEarkane e Brand name 459 348
e Exhibit space . different meeting - hotels w4 8 (0,951

purposes?, Exhibit space 218

= Destination Image

o T

144 f
< = [1.09) i1.52)
— Destination Image 473 3 LTS
[0.46) i1.22]

Descriptive Statistics Result: 2/2 Dependent Variable
Overall Means and (Standard Deviations) ' Ae ibility by air
Destinatio Al Convention/ Incentive  Sales Exhibiti  Board Training ‘O | A v ; peona
;.mh-'.-ln._;:t: Medting Conference  Medting  Mestin Meating  Mesting Acce 'lbﬂ'f} h} road
Mea rI e:l N =212 N =16 " % LEE ] N =48
ang e g
Type SRR e
Reputation for  4.16 415 463 415 445 4.05 9,65 Variety of nightlife
hosting  (1.00) 0.97) 089 {103} (0.93) (A8 134 + 15t class hotel rooms
Safetyand  4.05 402 453 438 s 438 289 :
15“;[;:1.,. {102} {1.08) Wmay (082 vl [1.06) 33) * Brand name hotels

Choice of restaurant

Support  4.08 218 .69 229 387 a.00 * Exhibit space
Services  10.98) (0.97) (0.48) 0 nos (108  Treslrable: deatinarion |
Overall cost 432 443 ; 430 2 esirable destination image

el {08y Rep for hosting succ events
Pereejved  4.28 L2F 4.3 :

Valus 108} r (1.14) I a3 Safety and security
Support services for events

Owerall cost

* Perceived value for money

*means significant (a=_85) and **means very significant (o=_09) difference exists.
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Implications

The results provide evidence that event planners may
assign different levels of importance to destination
selection criteria based on event type.

Event facilities and services need a clear
understanding of how the destination selection
contributes to the success of the event.

For the buyers of a site, itis a “critical factor in the
success or failure of the event,” while for the
potential supplier, “...the decision can mean millions
of dollars to the hospitality industry” (Crouch and
Ritchie, 1998, p. 52).

Implications from two cases 1/2

e Tourism Statistics are important

e to educate |local community about significance of
tourism as an industry (TSA, Impact studies, or

raw data such as # arrivals, hotel occupancy %,)

= to market your tourism product effectively to
the decision making processes of different
customer segments to win them against
competitors = know your customer

tarting Point -ocUs Means Ends
Japan {from Existing
Selling Japanese Tourism | Selling & | Profits from Higher
Concept viswpoint) Products |Promoting] MNumber of Visitors

Marketing| Market (potential | Customer | Integrated Profits through
Congept | inbound visitors) Meeds |Marketingl Visitors' Satisfaction

Last Comments: Importance of
Tourism & Hospitality Education

e Now that we know *Tourism Statistics” are
important, let’s talk about an equally
important thing.

@ You have to develop human resources to
understand all these data to extract
tourism intelligence that are useful for
managing different aspects of tourism.

Summary of Case Study 2

e Building beautiful facility & promotional
material is not enough to “sell” your
tourism product.

@ You have to know the selection process of

the targeted customers in depth and offer
what they need with what you have.

Implications from two cases 2/2
e All our discussion underscores the

importance of “Destination Marketing”

e Who are your customers (visitors to your region)?
» Do you know what they need? Did you ask?

» Who are your competitors? (Korea, China, USA?)
e What makes those people to come to 7

e Why do they visit competitors instead of ?
e Do not guess what visitors want. Why don't you

start by asking them by collecting data
scientifically?

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

Hospitality and Tourism program:
Business Model 1/2 msenaesyrsorrirme

e Tourism and Hospitality often co-exist, or they are
often aggregated under one institution with subsets of
two programs.

e Tourism is broader multi-disciplinary subject,
while the hospitality is often put in management
context.

e At top programsin the U.S., “management” aspects
are emphasized throughout the curriculum.
« Differentiate the program from "vocational” community
college models, which put emphasis on student placements.
= Quantitative skills (not necessarily statistical ones, but
ability to undemtand financial statements) are err't;.\haclz\-_-d
2 ry needs for training towards "manage b

Egﬁﬂﬁiﬁﬂiﬁﬁt-) LB !"rﬂﬁiiﬁt

" numbers”).
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e e o oo ingustry & rospiality | ElHospitalitysang=Fourism program:
Vie 2 20T - |
BUSIFI__&S}S MO8 22 sxesbs fEmskorss 2t MmN

e |t would be a little easw.-r for 5tudents to understand
allous |' e
& 0 serve the touriem demand,
if thefrare iocatediin.or negpthe tourism
destinations. (HawalijpLasNVegas, Orlando)

' Togris;i{'a- '. - = Internship opportunities are'extremely
e T valuable in many aspects.

RAE ST At A iR KRR R ga%u. =
EOI—SHEEEFEL TUSELIREMT SIS, WA ST IR
HUEERE T 5 2 ALY, ' '
H AR, BUR. 25 R RMBRE. 7L LR E s ok
ME,GRR, WEX (MEE), FEEHE. AWENT IR RRRICED
tion orientdtion HEOFELTEML T, #FTHCEORRSEBI D,

: -- Thank you and congratulations on
tution the First International Symposium on Tourism and the

o o o e e Economy, we highly appreciate this opportunity to be here
e Tourism Statistics (data) should be utilized 2 i
» How to develop data ﬁ—mmﬁﬁﬁyy#;"ﬁhﬁﬁ
s Howto in ; & to MICBEOHTESTZNET,
build your tOU 1 ligence *E‘jﬂyﬁﬂvf}ﬁﬁlb?ﬂyﬁ'%#
e Educational Institution is the key o—#2- 3"25:?5’74'&3‘ #ﬁ—ﬁdl""}

= Scientific data generation and anal

Collaboration: ¢

-ating student to
® Providing t

A EEE 88 ABSL SRt
AR ST G EL
ATITF- Jy:*Jb—h
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‘Keynote Presentation 1II \

“The future of Tourism Industry and its
effectiveness for the Economy in Japan’
Takuro Morinaga
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for the Economy in Japan’

Professor, Faculty of Economics, Dokkyo University Takuro Morinaga

Tourism is a vital industry when looked at in
terms of economics. That is because, when incomes
rise as a result of economic growth, though
consumption itself does not saturate, its structure
changes from materials to services. There are
limitations to material consumption, therefore,
as a country becomes more affluent, the needs of
the people gradually shift to a higher grade of
services. The tourism industry is an important
component for making that happen.

In fact, according to the united Nations World
Tourism Organization (UNWTO), there were

806.28 million foreign travelers around the world

“The future of Tourism Industry and its effectiveness

in 2005, which was an increase of 5.5% over
the previous year, and worldwide revenues from
international travel increased 7.5% to 68.04 billion
$US. In both categories, the historical highs were
attained.

Within that, Japan has been promoting a “Visit
Japan Campaign” with targets set on developing
tourism and doubling the number of foreign
travelers to the country to 10 million by 2010.
Moreover, the number of visitors to Japan has been
increasing sharply on the effects of deregulation,
which includes more countries that do not require

a visa to enter Japan (Fig. 1).

Fig. 1 Number of foreign visitors to Japan

(Unit: 10,000 persons)

Start of Visit
Japan
Carmpaign in
FY2003

B million mark
topped for first
80O _ time
700

614
600 +
521
500

400

e 614

100 -

Alktime high at

T 3 P
7.3 million

\Y,

733

7.334 million
frorm Jan. to

~ Dec.,9.0% over
previous FY

733
673

2003 2004

2005 2006 (year)

Note: Prepared by Policy Bureau, MILT from information of Japan National Tourist Organization

(Source) 2007 “White Paper on Tourism”

The number of foreign travelers to Japan in
2005 increased 9.6% over the previous year (9.0%
increase in 2006), which was far higher than the
5.5% increase worldwide.

However, if we look at revenues from
international travel, the situation of tourism
in Japan is by no means something to rejoice

openly about. Speaking broadly, revenue from

international travel is high given the size of the
Japanese economy, but Japan, despite having the
second largest GDP in the world, ranks 13th in
revenue from international travel (Fig. 2). And,
Japan is 4th in expenditures for international
tourism (Fig. 3). Japan's international tourism
balance is markedly unbalanced at 25.1 billion $US

in the red.
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Fig. 2 Revenue rankings for internal travel (2005)

USA 81680 at
Spain [ — — Ii:?,ﬂ‘l : : :
France -t 42,270 i i
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China ~ - ¥ 29208 ;
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Turkey [ 18152 : '5 E : |
Austrip [ 15487 | ; s | i
Australia m‘w ___________ ___________ ___________ , ___________ , ___________ 10%

Greece ; ':':: ] : :
Canada 1908 Japan is 13" in the world.
o =) 12440, s .
Mexico |ed 11,755 : : ; -.
Switzerland |e— 11268 L SRR USRI AU SO

Metherlands =.1W
Hong Kong ) 019 : _ . | |
Thailand [l 10108 | : g '; g
Belgium | 9810 | i | é i a :
Portugal =?'“1 : f : . ;
Croatia [l 7463 | 3 E : é | i
Sweden |me— 7427 i s g ; : :
India [eed 7358 : : ’ ;
South Africa [ 7,327 :
Egypt [t 0258
SaudiArabia [t (6540)
Poland
Singapore
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Russia
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Moracco

[reland :
Denmark =

e O e e
Indonesia E -

0 10,000 20,000 30,000 40,000 50,000 80,000 70,000 80000 90,000 (1 milion 3US)

Note 1. Prepared by Policy Bureau, MILT from information of UNVWTO, Japan National Tourist Organization and tourists
bureaus in each country

2. Figures in this table are estimates valid as of June 2006. 2005 figures were unavailable for Macao, Saudi Arabia and
Lebanon, therefore figures frorm 2004 are used.

3. Revenue from international travel in this table does not include international travel fares.

(Source) 2007 “White Paper on Tourism”
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