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TOURISM PROMOTIONS BOARD
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SM1

lnternational Visitors form the
TPB Key Markets (12 key
markets plus Overseas
Filipinos)

Absolute amount 10o/o

49million=10olo
4.7 million = 9%

4.5 million = 8%

4.3 million = 5%

Below 4.3 million = 0%

4.06 million 4 5 million 4.9 million

SM2

Number of TPB-assisted
domestic and international
events held in the Philippines
including won bids

Absolute number lOo/o (Actualffarget) x weight nla nla 399

SM3 Click thru rate of digital
campaigns

5% (Actual/Target) x weight 1 .7 0o/o 1.87% 2 06Yo

SM4

lmplementation of
Programmed Events based on
the Board-approved work
pro9ram

10o/o (Actual/Target) x weight nla nla
Average 90% achievement of

all targets in the planned
events'

/t'

**

I 
Based on the Board-approved work program submitted not later than 3l December 2014.

Component
Baseline oata
(if applicable)

20,t3 2014

Ta rget

Objective/Measure Formula Weight Rating System
Oata

Provider 2015

so1 Top of Mlnd D66tination

so2 lncrease Number of Events
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Pefiormance Scorecard 2015 (Annex A)

SM5 Satisfactory Rating (thlrd
party) 1lYo

Below Satisfactory =
o%

nla nla Satisfactory or its equivalent

Sub-total 45y.

J
()z
z
l!

SI\i] 6
Utilization of Corporate
Operating Funds 10% (Actual/Target) x weight 84% 96'/. 90%

SM7

Return on Marketing
lnvestment (ROMI) of TPB
domestic and international
marketing and promotions
project

(BenefiGCost)/ Cost'? 10% (Actual/Target) x weight nla nla 125o/o

SM8 ROMI of TPB marketing
communications project

Media Values/ Media
Spent3

10% (Actualffarget) x weight 151% 130%

SI\4 9
Revenues from TPB business
development initiatives 5o/o (Actual/Target) x weight nla nla

900/0 of targets

(based on the Board-approved
Business Development Plan
fot 2015-2017 submitted not

later than 2"d quarter of 2015)

-1 
, 2 Where: Benefit = values generated out of sales (eg. Tour packages sold, etc.; i.e. but does not include private sector participation fees paid to TPB)

Cost = project tund expended by TPB
3 

Where: Media values = impression, reach, elc. Media spent = cost paid for placements, etc.

*4t

Baseline Data
(if applicable)

,r:i[", 2013 2014

Component Target

Objective/Measure Formula Weight Rating System 2015

so3 lmprovo Customer Satiefaction Rating (electronlc)

so4 Efficient Utilization of Corporate Operating Funds

so5 Develop Supplemental Revenue Sources



o,co!-E
E

O
E

apo, LL
oEoodlo,cn)o(o
=

5ON9bosoto-o
o;
+

o8E
d) l,!

ooiEoLocooo:O
,Y

E
6

oo
()o-

3AOX
co9
-EO

S
o-lo
l-SEa(,Eooa4ooGEotoo.

1l)

oNtl
G

- 
C

t

=
g 

6r
x-o
P

.e
=

o OC
L

or!
m

=
 

19oN

o
a!t
o>
o9o-

EoooE
"

't(!tr.P(l,

=sE
E

O
otl-
oEoo

oo(Eo,

=(l,.:oq,

b-o

(,E
')

oF

oo'troGFootEoEso-c,oEC
L

o5ooEo:oI(!Eo
lr!zEEttoID

t-ll!ld
E

D
Eo.v,a!

i.
a!C

I
ooo

lo

(,ooxo3E.9oooo0-

c.ooo-
o(r,

EooooEtoE
D

oc(!==G3a

c,9oE0)

oU
)

GC
oc

Gc

(gc
oc

(!c

C
,,

,E.czo

c(,,
'63()P([Efo

o,g-cozo

st)
so

so
tr)

s(o
so

soo

Eolto

Eollo

co,o(.)

Eq)
(.)

o

GoU
'

JFoF

(ooo

o= U
)

Noo
U

)

€ooo
Na

ss3S
oud

'lvN
U

rrN
l

H
IJ\'\oue oN

v 9N
lN

U
vs-l

=
N9

(


