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___________________________ 
Background & Methodology 

•  All surveys were partially interviewer administered, as well as self-
administered.  Upon completion of the surveys, QMark’s professional 
Korean speaking interviewers double-checked each questionnaire for 
consistency and completeness, while the respondent is present. 

•  A total of 352 departing Korean visitors were randomly interviewed 
at the Guam A.B. Wonpat International Airport’s departure and waiting 
areas. 

•  The margin of error for a sample of 352 is +/- 5.22 percentage points 
with a 95% confidence level.  That is, if all Korean visitors who 
traveled to Guam in the same time period were asked these questions, 
we can be 95% certain that their responses would not differ by +/- 5.22 
percentage points. 
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___________________________ 
Objectives 

•  The specific objectives of the analysis were: 
–   To determine the relative size and expenditure behavior of the    

 following market segments: 
•   Family/FITs 
•   Golden Miss 
•   Group Travelers 
•   English Language Tour 
•   Honeymooner 
•   Wedding 
•   Special Interest Trvl 
•   Incentive Market 
•   18-35 
•   36-55 
•   Traveling with children 
•   FITs 
•   Seniors 
•   Sports competition/spectator 

–   To identify (for all Korean visitors) the most important 
 determinants of on-island spending; and 

–   To identify the most significant factors affecting overall visitor 
 satisfaction. 3 



___________________________ 
Highlighted Segments 

Parameters 
•  Family/ FITs – Q.6/ Q.7 

•  Golden Miss -  Female/ QD/ Q.31 

•  Group Travelers – Q.7 

•  English Language Tour – Q.5/ Q.18 

•  Honeymooner – Q.5 

•  Wedding – Q.5 

•  Special Interest Trvl – Q.5/ Q.18 

•  Incentive Market – Q.5/ Q.7 

•  18-35 – Q.D 

•  36-55 – Q.D 

•  Traveling with children – Q.6 

•  FITs – Q.7 

•  Seniors – Q.D 

•  Sports comp/spectator – Q.5/Q.18/Q.19/Q.26 
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___________________________ 
Highlighted Segments 
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Family/ FITs 2% 

Gold Miss 2% 

Group 1% 

Eng Lang Tour 0% 

Honeymoon 29% 
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18-35 67% 
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Child 28% 
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Seniors 0% 
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___________________________ 

SECTION 1 
PROFILE OF RESPONDENTS 
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___________________________ 

Marital Status Tracking 
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___________________________ 

Marital Status Segmentation 
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___________________________ 

Average Age Tracking 
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___________________________ 

Age Segmentation 
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___________________________ 

Income Segmentation 
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___________________________ 

Prior Trips to Guam Tracking 
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___________________________ 

Prior Trips to Guam 
Segmentation 
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___________________________ 

Average Length of Stay Tracking 
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___________________________ 

Average Length of Stay 
Segmentation 
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___________________________ 

SECTION 2 
TRAVEL PLANNING 
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___________________________ 

Travel Planning Segmentation 
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___________________________ 
Travel Motivation Segmentation 
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___________________________ 
Information Sources 

Segmentation 
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___________________________ 

SECTION 3 
EXPENDITURES 
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___________________________ 
Prepaid Expenditures Tracking 
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___________________________ 

Prepaid Expenditures 
Per Person Segmentation 

22 



23 

___________________________ 

On-Island Expenditures 
Tracking 
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___________________________ 
On-Island Expenditures 
Per Person Segmentation 
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___________________________ 

On-Island Expense Breakdown 

25 



26 

___________________________ 
Total Expenditures Tracking 

$1,319.17  
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___________________________ 
Total Expenditures 

Per Person 
 Segmentation 
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___________________________ 

SECTION 4 
ADVANCED STATISTICS 
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___________________________ 
Analysis Technique 

•  Dependent variables: total per person on island 
expenditure and overall satisfaction (numeric) 

•  Independent variables are satisfaction with different 
aspects of trip to Guam (numeric). 

•  Use of linear stepwise regression to derive predictors 
(drivers) of on-island expenditure and overall 
satisfaction, Since both the independent and dependent 
variables are numeric.  

•  This determines the significant (p=<.05)drivers and the 
percentage of the dependent variables accounted for by 
each significant predictor and by all of them combined. 
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___________________________ 

30 

Drivers of Overall Satisfaction, October 2011 

Drivers: rank 

  Cleanliness of beaches & parks 2 

  Ease of getting around 

  Safety walking around at night 

  Quality of daytime tours 

  Variety of daytime tours 3 

  Quality of nighttime tours 

  Variety of nighttime tours 

  Quality of shopping 

  Variety of shopping 

  Price of things on Guam 

  Quality of hotel accommodations 1 
% of Overall Satisfaction Accounted 
For 53.0% 

NOTE: Only significant drivers are included. 



___________________________ 
Drivers of Overall Satisfaction 

•  Overall satisfaction with the Korean visitor’s experience on 
Guam is driven by three significant factors in the October 2011 
Period, by rank order they are:   

-  Quality of hotel accommodations, 
-  Cleanliness of beaches and parks, and 
-  Variety of daytime tours. 

•  With all three factors the overall r2 is .530 meaning that 53.0% 
of overall satisfaction is accounted for by these three 
factors. 
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___________________________ 
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Drivers of Per Person On Island 
Expenditures, Oct 2011 

Drivers: rank 

  Cleanliness of beaches & parks 

  Ease of getting around 1 

  Safety walking around at night 

  Quality of daytime tours 

  Variety of daytime tours 

  Quality of nighttime tours 

  Variety of nighttime tours 

  Quality of shopping 

  Variety of shopping 

  Price of things on Guam 

  Quality of hotel accommodations 

% of Per Person On Island 
Expenditures Accounted For 1.8% 

NOTE: Only significant drivers are included. 



___________________________ 
Drivers of Per Person 

On Island Expenditure 

•  Per Person On-Island Expenditure of Korean visitors on 
Guam is driven by one significant factor in the October 2011 
Period, that is:   

-  Ease of getting around. 
•  This factor has an r2 of .018 meaning that 1.8 % of per person 

on island expenditure is accounted for by this factor. 
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