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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
Japanese speaking interviewers double-checked each questionnaire for
consistency and completeness, while the respondent is present.

A total of 234 departing China 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 234 is +/- 6.41 percentage points
with a 95% confidence level. That is, if all China 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 +/- 6.41
percentage points.
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OBJECTIVES

To monitor the effectiveness of the China seasonal
campaigns in attracting China visitors, refresh certain
baseline data, to better understand the nature, and
economic value or impact of each of the targeted
segments in the China marketing plan.

Identify  significant determinants of visitor
satisfaction, expenditures and the desire to return to
Guam.



SECTION 1
PROFILE OF RESPONDENTS




@mark

Marital Status - Overall
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Age - Overall

40% -

36%

35% o

» The average age of the
respondents is 43.64
years of age.
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Personal Income
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Personal Income

FY2015 FY2016

<50K 9% 14%
50K-150K 11% 18%
150K-250K 7% 11%
250K-350K 5% 12%
350K-450K 17% 10%
450K+ 41% 29%
Refused/ None 10% 7%
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Personal Income — 1st time vs.

repeat

35%
30%
25%
20%
15%
10%

5%

0%

<50K 50K-150K 150K-250K 250K-350K 350K-450K 450K+ No Income

@ 1st Time @ Repeat
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Personal Income by Gender &

Age

TOTAL GEMDER AGE
- Male Female 18-24 25-34 35-49 a0+

Q26 ==H0K Count ao 16 14 3 g 11 7
Column M % 14% 15% 13% 16% 18% 15% 10%

50K-150K Count as 18 20 1 g g 19
Column M % 18% 17% 15% 5% 18% 12% 27%

150K-250K  Count 24 12 12 3 ] 8 6
Column M % 11% 1% 11% 16% 12% 1% 2%

250K-350K  Count 25 12 13 5 g 11
Column M % 12% 1% 12% 10% 12% 15%

350K-450K  Count 21 g 12 1 3 6 11
Column M % 10% 8% 11% 5% 6% 2% 15%

450K+ Count 63 34 249 B 16 28 13
Column M % 28% 3% 27% 32% 32% 8% 18%

Molncome  Count 14 a i 5 2 2 4
Column M % 7% 7% 6% 26% 4% % 6%

Total Count 215 109 106 19 a0 73 71
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Travel Companions

60%
50% @ 48%

40% - 33%
30% - 26%
20% - V7% 4z 1%
10% I . % % on
0% |
. o
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Travel Companions

Family 40% 48%
Alone 28% 26%
Spouse 24% 33%
Sibling/ Ext fam 22% 14%
Parent 18% 11%
Office 16% 3%
Child 13% 17%
Friends 12% 24%
Grandparent 2% 1%
Other 2% 0%

Mmark
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Number of Children Travel Party

N=39 total respondents traveling with children.
(Of those N=39 respondents, there is a total of 56 children 18 years or younger)

70% -
50% 59%

507% -

40% - 31%
30% -

20%
20% - 18%
S
0% B T T T

0-2 Years Old 3-6 Years 7-11 Years 12-18 Years
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Repeat
visitor
33%

Prior Trips to Guam
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PRIOR TRIPS TO GUAM

100%
67%
75% 57% RO
e
50% M .
- 43%
25% 337
0% |
FY2015 FY2016

-o=1st Time -B-Repeat
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Trips to Guam by Age & Gender

TOTAL TRIPS TO GLAM
- 1st Repeat
GEMDER  Male Count 115 a1 34
Column M % 48% 52% 45%
Female  Count 114 76 42
Column M % 51% 48% 55%
Total Count 234 157 7B
AGE 18-24 Count 20 16 4
Column M % 9% 10% 5%
25-34 Count 52 36 16
Column M % 22% 23% 21%
35-49 Count TE 56 19
Column M % 33% 6% 25%
a0+ Count a4 48 36
Column M % 6% 3MN% 43%
Total Count 232 156 75
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Repeat Visitors Last Trip

n=76
45% +  42% - The average repeat
ror ] visitor has been to
30% 1 Guam 3.83 time.
25% -

20% -
15% -
10% -
5% -
0% -

Withinthe 1to2years 2+ years
last year ago
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Average Number Overnight Trips
(2011-2016) (2 nights or more)

2.00 - 1.89
1.80 -
1.60 -
1.40 -
1.20 -
1.00 -
0.80 -
0.60 -
0.40 -
0.20 -
0.00 -

2011 2012 2013 2014 2015 2016
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60% -
50% -
40% -
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20% -
10% -

0%

1-2 Nights
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ength of Stay

3 Nights

Mean = 6.37 Days
Median = 4.0 Days

4+ Nights

Zo

12%

18%

70%
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7.00 -
— —
5.00 - 6.24 6.37
5.00 |
FY2015 FY2016
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Occupation by Income
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TOTAL Q26
- ==50K S0K-150K | 180K-250K | 2580K-350K | 350K-450K 450K+ Mo Income

Q25 Self-employed 28% 33% 38% 33% 40% 18% 23%

Frivate: Manager 11% 3% 11% 2% 14% 21%

Retired 11% 10% 16% 8% 8% 5% 6% 3%

Professionall Specialist 9% 10% 5% 2% 24% 5% 10% 8%

Student 6% 10% 8% 3%

Other 5% 3% 3% 8% 2% 14% 3%

Homemaker 5% 7% 2% 2% 2% 2%

Teacher 4% 7% 3% 13% 4% 14%

Private: Officel non-magr 4% 1% 5% 4% 5% 5%

Frivate: Exec 3% 11%

Frivate: Sales 3% 5% 4% 10% 3%

Unemployed 3% 4% 2% 23%

Govt: Offcel Mon-mar 3% 10% 3%

Private: Engineer 3% 10% 3% 4%

Skilled workear 1% 3% 4%

Govt: Executive 1% 3%

Govt: Manager 1% 5% 2%

Freelancer 0% 3%

Total Count 226 30 a7 24 25 21 G2 13
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SECTION 2
TRAVEL PLANNING
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Travel Planning - Overall

80% -
70% A
60% -
50% -
40% -
30% -
20% -
10% -
0% -

70%

Full tour Free-time Individually Group tour Other Company
package package arranged
tours fravel
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Travel Planning - Overall

FIT 49% 70%
Full-pkg tour 16% 4%
Free-time pkg tour 19% 16%
Group tour 4% 2%
Company 8% 2%
Other 4% 6%
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Accommodation by Income
Average length of stay: 6.37 days

TOTAL Q26
- ==50K H0K-150K 150K-250K 250K-350K 350K-450K 450K+ Mo Income

Qg Home stayl friend/ relative 26% 30% 39% 29% 249% 14% 16% 43%

Tumon Bay Capital Hotel 14% 2T % 26% 8% 12% 10% 10% 7%

Bayview Hotel 6% 8% 13% A% 10%

Days Inn {(Tamuning) 5% 3% 4% 8% 5% 14%

Holiday Resort Guam 4% 3% 4% 4% 10%

Hilton Guam Resort 4% 3% 3% 4% 49 8%

Guam Flaza Hotel 4% 19% 5%

Westin Resort Guam 4% 7% 4% 12% 2% 7%

Qutrigger Guam Resort 49 7% 8% 4% 5% 5%

Apartment 3% 7% 3% 4% 2% 3%

Pacific Bay Hotel 3% 3% 3% 8% 5% 3% T %

Other 3% 3% 4% 5% 5% 7%

Fiesta Resort Guam 3% 5% 5%

Days Inn (Maite) 3% 3% 4% 4% 5% %

Guam Reef & Olive Spa 2% 3% 5%

Hotel Santa Fe 2% 3% 4% 10%

Royal Orchid Guam 2% 4% 10%

Grand Plaza Hotel 2% 3% 2% 7%

Cceanview Hotel 2% 3% 3% 5% 2%

Pacific Star Resort & Spa 1% 3% 4% 2%

Werona Resort & Spa 1% 2%

COnward Beach Resornt 1% 4%

Adgua Suites 0%

Condo 0% 3%

Sheraton Laguna Guam 0% A%

Hyatt Regency Guam 0% 2%

Leo Falace Resort 0% 3%

FIZ Club 0% 2%

Total Count 233 30 38 24 25 21 63 14




Travel Motivation - Top Responses
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60% -
50% -
40% -
30%
20%
10%
0% Pl Trvl Priot | C !!t
shop | Relax | Beauty | €9 | visit safe |Recom| . Price no om- ater
sure fime trip pany sport
@ Reasons for travel] 51% 49% 43% 37% 35% 31% 23% 22% 18% 16% 7% 5%
B Most Important 18% 15% 7% 5% 18% 6% 6% 3% 6% 2% 3% 0%
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Most Important Reason for
Choosing Guam

Visit friends/ family
Shop
Relax

are the primary reasons for visiting during
this period.
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Most Important Reason- top 3

Visit friends/ 2304 18%
relative

Shop 19% 18%
Relax 12% 15%
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Motivation by Age & Gender

TOTAL AGE GEMDER
- 18-24 258-34 3h-49 a0+ Male Femnale
Q8A Shopping 51% 0% 47% 55% 52% 47% 55%
Relax 48% 55% 57% 3% 40% 51% 47%
Matural heauty 43% 65% 47% 49% 3% 41% 46%
Fleasure T% 65% 25% 38% 7% 32% 41%
Wisit friends/ Relatives 35% 40% 29% 27% 46% 39% 32%
Safe 3IM% 50% 16% 28% 38% 28% 32%
ﬁiigﬁaﬁ”mm agnt 23% 30% 25% 24% 19% 25% 21%
Shorttravel time 22% 30% 14% 26% 23% 23% 22%
Frice 18% 25% 16% 20% 17% 24% 13%
Frevious trip 16% 10% 12% 16% 21% 16% 17%
Other 11% 0% a8% 12% 5% 9% 12%
Company/ Business Trip 7% 12% 5% 6% 2% 5%
Water sports 5% 10% 4% 5% 5% 7% 4%
Scuha 4% 10% 6% 4% 1% 2% 6%
Jrganized sports 2% 5% 2% 3% 1% 1% 4%
Honeymoon 2% 4% 3% 2% 2%
Company Sponsored 2% 4% 1% 2% 2%
Golf 2% 2% 4% 2% 2%
oy T B | 2
Married! Attn wedding 0% 2% 1%
Career Cert/ Testing 0% 1% 1% 31
Total Count 228 20 a1 74 81 114 114




Motivation by Income
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TOTAL Q26
- ==A0K S0K-150K | 150K-250K | 250K-350K | 350K-450K 450K+ Mo Income

QaA Shopping 51% 38% 42% 35% 60% 1% 57% 54%

Relax 48% 2% 53% 43% 56% 43% A7% 54%

Matural beauty 43% 43% 39% 48% 48% 48% 40% 38%

Pleasure IT% 21% 39% 26% 40% 24% 48% 38%

Visit friends/ Relatives 35% 43% 50% 30% 40% 24% 24% 46%

Safe HM% 25% 3T% 22% 28% 52% 24% 38%

fFr{iEe%I:[Iir;arpr;ilwtwl aant 23% 21% 18% 17% 36% 19% 24% 38%

Short travel time 22% 14% 24% 13% 32% 10% 27% 15%

Price 18% 18% 21% 17% 24% 24% 14% 23%

Previous trip 16% 18% 8% 26% 12% 14% 17% IM%

Other 11% 25% 3% 9% 4% 5% 13% 23%

Company/ Business Trip 7% 11% 11% 4% 2% 5% 5%

Water sports 5% 2% 9% 1% £% 2%

Scuba 4% 11% 3% 4% 4% 5% %

Qrganized sports 2% 4% 5% 2%

Honeymaoon 2% 4% 3%

Company Sponsored 2% 4% 3% 4% 5%

Golf 2% 3% 2%

oo 1 w | o

Married! Attn wedding 0% 3%

Career Cert/ Testing 0% 4%

Total Count 228 28 as 23 25 21 63 13




SECTION 3
EXPENDITURES
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Prepaid Expenditures
Peso Varies/US$1

$552.43 = overall mean average prepaid expense
(for entire travel party size) by respondent

$0 = minimum (lowest amount recorded for the entire sample)

$8,536 = maximum (highest amount recorded for the entire
sample)

$312.10 = overall mean average per person
prepaid expenditures
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PREPAID EXPENDITURES

Per Person
$1,000.00 -
$750.00 -
500.00 -
? 53636 $312.10
$250.00 - —
$0.00

FY2015 FY2016
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Breakdown of Prepaid Expenditures

Peso Varies=$1
(Filter: Only those who responded/
Per Travel Party)

MEAN $
Air & Accommodation package only $741.23
Air & Accommodation w/ daily meal package $799.43
Air only $488.10
Accommodation only $457.66
Accommodation w/ daily meal only $291.23
Food & Beverages in Hotel $172.01
Ground fransportation — Philippines $43.90
Ground transportation — Guam $123.00
Optional tours/ activities $414.36
Other expenses $358.78
Total Prepaid $552.43
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Breakdown of Prepaid Expenditures

FY2015 FY2016

Air & Accommodation $969.23 $741.23
package only

Air_ & Accommodation w/ $1.847.32 $799.43
daily meal package

Air only $736.18 $488.10
Accommodation only $417.06 $457.66
ch?l rgm; dation w/ daily $208.80 $291.23
Food & Beverages in Hotel $77.87 $172.01
Ground transportation — $34.29 $43.90
Ground transportation — $202.38 $123.00
Optional tours/ activities $- $414.36
Other expenses $555.02 $358.78
Total Prepaid $533.10 $552.43 37
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PREPAID MEAL BREAKDOWN

Air/ Accommodations with Daily Meal Pkg.
n=>5

100% -
0% | 80%
80% -
70% -
60% |
50% -
40%
30% -
20% -
10% -

0% -

20% 20%

I

Breakfast Lunch Dinner

Mean=5$799.43 per travel party 38
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PREPAID MEAL BREAKDOWN

Accommodations with Daily Meal Pkg.

n=>5
100% -
80% - 507
60% -
40% -
20% - 20% 20%
Breakfast Lunch Dinner

Mean=$291.23 per travel party i
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PREPAID GROUND TRANSPORTATION

n=12

70% -
60% | 587
50% -
407 - 33%
30%
20% - 177
10% - .
0% - |

Trolley Carrental Scooter Other Bicycle

Mean=$123.00 per travel party
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On-lIsland Expenditures

$939.94 = overall mean average on-island expense
(for entire travel party size) by respondent

$0 = Minimum (lowest amount recorded for the entire sample)

$7,000 = Maximum (highest amount recorded for the entire
sample)

$567.58 = overall mean average per person on-
Island expenditure
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ON-ISLAND EXPENDITURES

Per Person
$1,000.00 -
$58£7 $567.58
$500.00 - —
$0.00 ‘
FY2015 FY2016
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PREPAID/ ON-ISLE

EXPENDITURES — Per Person

$1,000.00 -
$750.00 -
$500.00 -

$250.00 -

$0.00

$582.57 $567.58
— —x
$36;.:6 552. 0
FY2015 FY2016
-+-Prepaid -B-On-isle
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$400.00 -
$300.00 -
$200.00 -

$100.00 -

$0.00
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ON-ISLE EXPENDITURES -
Per DAY

$227.69
$2o:14 —m
ﬁ
$161.44 —*
$140.67
FY2015 FY2016

-¢=Per Person

-B-Travel Party
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Total On-Island Expenditure
by Gender & Age

TOTAL GEMDER GEMDER
Mala Female
AGE AGE
- Male Femnale 18-24 25-34 35-49 a0+ 18-24 258-34 35-49 A0+
FER PERSOM  Mean $H67.68 | $488.53 | $634.32 | §233.37 | $557.31 F400.38 | ¥556.43 | $286.35 | $61587 | $818.90 | F574.76
Median F403 5400 407 F214 F498 5413 400 £210 310 55745 F460
Minimum 50 §0 50 50 F0 50 E0 $0 50 §0 £0
Maximum £5,000 $2,400 §5,000 520 $1,400 §1,200 £2,250 $1,000 £2,500 $5,000 3125
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On-Island Expenditure Categories
by Gender & Age

TOTAL GEMDER AGE
- Male Female 18-24 25-34 35-448 a0+
F&B HOTEL Mean $67.39 §70.52 F44.71 $50.80 $65.02 $27.37 F26.70
Median 30 §0 §0 $0 F0 §0 F0
F&B FFISTORE  Mean $103.91 F118.92 F29.41 $91.490 $71.83 $93.42 $134.08
Median %0 §0 £0 F19 10 $30 F0
F&B RESTENT  Mean $66.00 F62.75 B67.18 $36.745 $55.00 $33.85 F50.67
Median §0 §0 §0 §0 §0 50 50
QPTTOUR Mean $36.41 §27.897 $44 .56 F41.80 $38.87 $30.25 F40.11
Median §0 §0 §0 §0 §0 50 50
GIFT- SELF Mean F210.72 $169.35 $260.36 $115.00 $148.74 $340.59 $159.38
Median §0 §0 §0 $55 $30 $100 50
GIFT- OTHER Mean $170.23 $179.03 $161.72 $95.00 $1656.34 $202.83 $171.490
Median §0 50 £0 50 50 §45 50
TRAMNS Mean $57.56 fo6.18 $53.88 $36.50 f$a2.42 $53.32 §52.07
Median §0 50 £0 50 50 50 50
OTHER Mean $238.72 $227.98 $249.09 $69.80 $311.37 $129.86 $338.14
Median §0 50 £0 50 53 50 $16
TOTAL Mean $935.94 Fa02.70 $a975.92 F585.495 $92910 $966.58 Fa72.06
Median 560 5540 $595 F425 F500 F675 FE00
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On-lIsland Expenditures
First Timers & Repeaters

TOTAL TRIPS TO GLAM
- 1st Fepeat
F&B HOTEL Mean $57.349 F43.28 $a7.30
Median §0 $0 50
F&B FFISTORE  Mean F103.91 $101.03 $110.59
Median §0 $0 50
F&B RESTENT  Mean $65.00 H61.46 737
Median §0 $0 50
QOPTTOUR Mean $36.41 F45.22 $18.03
Median §0 $0 50
GIFT- SELF Mean F210.72 $208.09 F218.92
Median §0 $0 50
GIFT- OTHER Mean F170.23 $140.78 $231.32
Median §0 $0 50
TRAMS Mean $57.56 f65.22 f42.47
Median 30 §0 $0
OTHER Mean F238.72 $230.65 $230.93
Median §0 $0 50
TOTAL Mean $935.94 Fo0473 | 5102174
Median 560 $540 $54a

a7



@mark

Total Expenditures Per Person
(Prepaid & On-Island)

$879.68 = overall average
$0 = Minimum (lowest amount recorded for the entire sample)

$7,134 = Maximum (highest amount recorded for the entire
sample)
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TOTAL EXPENDITURES

Per Person
$1,500.00 -
$1,000.00 - 3752.03 $879.48
—
$500.00
$0.00

FY2015 FY2016
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Breakdown of On-Island

Expenditures

MEAN $
Food & beverage in a hotel $57.39
Food & beverage i.n fast food $103.91
restaurant/convenience store
Food & beverage q’r restaurants or drinking $65.00
establishments outside a hotel
Optional tours and activities $36.41
Gifts/ souvenirs for yourself/companions $210.72
Gifts/ souvenirs for friends/family at home $170.23
Local transportation $57.56
Other expenses not covered $238.72
Average Total $939.94
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On-lIsland Expenditures

Food & beverage in a
hotel $37.87 $57.39

Food & beverage in
fast food
restaurant/convenien
ce store

$41.70 $103.91

Food & beverage at

restaurants or drinking

establishments $52.93 $65.00
outside a hotel

Optional tours and
activities $23.83 $36.41

Gifts/ souvenirs for

yourself/ companions $121.73 $210.72
Gifts/ souvenirs for

friends/family $171.86 $170.23
Local transportation $29.40 $57.56
Other expenses not $276.07 $238.72

covered

Average Total $755.43 $939.94 51




_ocal Transportation
n= 173

60% - 53%
50% -

40% -
30% -
20% -
10% -
0% -

Trolley/ Taxi Carrental Other Bicycle Scooter
Shop Bus

Mean=$57.56 per travel party
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Guam Airport Expenditures

- $58.75 = overall average

» $0 = Minimum (lowest amount recorded for the entire sample)
« $1,215 = Maximum (highest amount recorded for the entire

sample)
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Breakdown of Airport
Expenditures

MEAN $
Food & Beverages $18.18
Gifts/Souvenirs Self $15.56
Gifts/Souvenirs Others $25.01
Total $58.75
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Breakdown of Airport
Expenditures

FY2015 FY2016

Food &

Beverage $11.74 $18.18
Gifts/

Souvenirs Self $57.84 $15.56
Gifts/

Souvenirs $32.34 $25.01
Others

Total $101.92 $58.75

Mmark

Research

55



SECTION 4
VISITOR SATISFACTION
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Satisfaction Scores Overall

/pt Rating Scale
/=Very Satisfied/1=Very Dissatisfied

70% T - 6.60
60% 4+ + 6.50
-+ 6.40
50% T + 6.30
40% + + 6.20
+ 6.10
30% T+ + 6.00
20% + + 5.90
+ 5.80
10% 1 + 570
0% - 5.60
Ease of Safety
getting walking at Price OVERALL
around night
mmm Very satisfied 56% 59% 35% 49%
=4=MEAN 6.36 6.48 5.91 6.38
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Satisfaction Scores Overall

@mark

6.60 -

6.50 -
6.40 - (T

6.30 -

6.20 -

6.10 -

6.00 -

5.90 -

5.80 -

5.70 -

5.60
FY2015 FY2014

~Ease of getting around 6.36 6.36
«@-Safety walking at night 6.49 6.48
Price 5.98 5.91
«@-OVERALL 6.42 6.38
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Satisfaction Quality/ Cleanliness

/pt Rating Scale
7=Very Satisfied/1=Very Dissatisfied
60% T + 6.55
50% T -+ 6.50
-+ 6.45
40% T .40
30% + - 6.35
20% + -+ 6.30
-+ 6.25
10% T .20
0% Land- Land- 615
Beaches Air/ Sk Parks scape scape Ground Trans
/ Parks y Tumzn Guapm Handler Vehicle
mEmm Very satisfied 55% 57% 50% 50% 51% 43% 51%
==MEAN 6.42 6.50 6.38 6.40 6.39 6.29 6.35
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Satisfaction Quality/ Cleanliness

7.00 -
6.00 -
5.00 -
4.00 -
3.00 -
2.00 -
1.00 -
000 FY2015 FY2016
~Beaches/ Parks 6.49 6.42
«@-Air/ Sky 6.54 6.50
Parks 6.55 6.38
«@-Landscape Tumon 6.54 6.40
Landscape Guam 6.46 6.39
-e-Grnd Handler 6.42 6.29
Trans Vehicle 6.36 6.35 60




Mmark

Research

Quality of Accommodations

/pt Rating Scale

/=Very Satisfied/1=Very Dissatisfied

80% T — 6.30
70% + -+ 6.20
60% + + 6.10
50% +
- 6.00
40% +
- 5.90
30% +
20% 4+ + 5.80
10% + + 5.70
0% - 5.60
Room View Furnish- | Cleanli- Food Food Staff service | Vvalve OVER-
ing ness Quality | Quantity ALL
I Very satisfied| 48% 39% 35% 47% 34% 40% 54% 51% 46% 43%
=¢=MEAN 6.09 5.87 5.91 6.16 5.82 5.89 6.25 6.20 6.09 6.06
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Quality of Accommodations

7.00 - 6.15 4.06
6.00 B ~

5.00 -
4.00 -
3.00 -
2.00 -
1.00

FY2015 FY2016
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80% T
70% T
60% T
507% T
40% T
30% T
20% T
10% +

0%

Quality of Dining Experience
/pt Rating Scale
7=Very Satisfied/1=Very Dissatisfied
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Furnish-
ings

Clean-
liness

Food-
Quality

Food-
Quantity

Staff

Service

Value

mm Very satisfied

41%

49%

48%

50%

61%

58%

42%

=4—=MEAN

6.23

6.34

6.30

6.34

6.50

6.42

6.10

T 6.60
+ 6.50
+ 6.40
+ 6.30
+ 6.20
+ 6.10
+ 6.00

5.90
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Visits to Shopping Centers/Malls on Guam
Top responses

100% -
90% -
80% 1
70% A
60% 1
50% 1
40% -
30% o
20% -
10% -

0%

Micro Prem The Tumon
Mall K-Mart Ross Outlet Macys ABC DFS Plaza Sands

BShopped| 82% 81% 78% 75% 727 64% 57% 42% 36%
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@mark

Visits to Shopping Centers/Malls on Guam
Top 5

FY2015 FY2016

K-Mart 83% 81%
gﬂf}re“t Prem 77% 75%
Ross 75% 78%
Micro Mall 75% 82%
DFS 71% Not top 5
Macys Not top 5 2%
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@mark
Satisfaction with Shopping

/pt Rating Scale
/=Very Satisfied/ 1=Very Dissatisfied

Quality of Shopping Variety of Shopping
Score of 610 7 = 90% Score of 610 7 = 83%
Score of 410 5= 8% Score of 410 5 =14%
Score 1t03=1% Score 1to 3 =3%
MEAN = 6.39 MEAN = 6.18

66



Satisfaction with Shopping

7.00 -
6.00 -
5.00 -
4.00 -
3.00 -
2.00 -
1.00 -
0.00 FY2015 FY2016

»Quality 6.38 6.39
«@=Variety 6.14 6.18

67



Optional Tour Participation

One or
more
24%

» Average number of tours
participated in is .45

76%
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Optional Tour Participation

100% -
80% -
60% -
40% -
20% -

0%

FY2015 FY2016

»=Optional tour 35% 24%

69



25% T

20% T

15% T

10% T

5% 1

Optional Tours
Participation & Satisfaction

il

@

Mmark

Research

0% 1
" Und- "
IChamjCoco] Fish | Gef | Cop- Sand-§ Sky- JSing- Eng | Cult Ta- | Sea- Flea JCocol. . Jet | Ride
NM [sisie | eve Jrago] ter | P9 | csti | dive | shot ‘;’v"l'; Fit Schy Club 1) (g | Park | 2™ gadal waik PP B1C | mit | paim [7@ Y ciub [ ouck[OMer
= Participated] 5% 9% §21% | 5% | 15% | 4% 2% 5% 7% 3% 3% 10% | 2% 6% 3% 7% 2% 4% 2% 2% 4% | 10% | 4% 1% 3% 3% 4%
e=mpum= MEAN Satis || 6.36 | 6.05 ]| 6.08 | 6.25 | 5.83 | 6.44 | 5.60 | 6.45 | 6.69 | 6.71 | 6.63 | 6.57 | 6.40 | 6.07 | 6.50 | 6.59 | 6.80 | 6.44 | 6.75 | 6.40 | 6.67 | 6.42 | 6.22 | 6.33 | 7.00 | 6.75 | 6.56
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@mark

Day Tours Satisfaction

/pt Rating Scale
/=Very Satisfied/ 1=Very Dissatisfied

Quality of Day Tour Variety of Day Tour
Score of 6 to 7 = 84% Score of 6107 =83%
Score of 410 5 =15% Score of 410 5=15%

Score 1t03=1% Score 1t03=1%
MEAN = 6.26 MEAN = 6.15
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@mark
Day Tours Satisfaction

7.00 -
6.00 -
5.00 -
4.00 -
3.00 -
2.00 -
1.00 -
0.00 FY2015 FY2016

»Quality 6.26 6.26
«@=Variety 6.03 6.15
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@mark
Night Tours Satisfaction

/pt Rating Scale
/=Very Satisfied/ 1=Very Dissatisfied

Quality of Night Tour Variety of Night Tour
Score of 6107 =78% Score of 6107 =79%
Score of 410 5 = 20% Score of 410 5 =20%
Score 1t03=1% Score 1t03=1%
MEAN = 6.07 MEAN = 6.07
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Night Tours Satisfaction

7.00 -
6.00 -
5.00 -
4.00 -
3.00 -
2.00 -
1.00 -

0.00

FY2015

FY2016

»Quality

6.03

6.07

«@-Variety

6.00

6.07
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Satisfaction with Other Activities

60% T

50%

40%

30%

20%

10%

0%

Arch
Site

Beac
h Res

Dol-
phin

Din
Show

Para-
sail

Golf

Gun

Jet
Ski

Shop

Sight-

see

Snor-
kle

Wir
Park

Wind-
surf

Riv
Crse

Fruit
wid

=3 Participated

6%

35%

6%

13%

4%

3%

2%

3%

47%

32%

9%

9%

2%

3%

3%

=¢==MEAN Satis

6.47

6.44

6.62

6.53

6.60

6.57

6.80

6.75

6.65

6.58

6.48

6.45

6.60

6.71

6.83
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60%

50%

40% -

30% -

20%

o I I

0% - - - | —
Budget/ More Less Pkg Offer-

More time g Nothing FIt Sched | thingsto . e longer Other
Money restrictions
do stay
EIncentive 24% 39% 38% 16% 18% 5% 6% 2%

@mark

What would it take to make you want
to stay an extra day in Guam?

76



Research

What would it take to make you want

to stay an extra day in Guam?

More time 37% 24%

Budget/ money 37% 39%

Nothing- spent

right amount of 27% 38%
fime

Ellgh’r schedule 17% 16%
fimes

Less restrictions 3% 5%
More things to 2204, 189%
do

Packages - 504 6%
longer stays

77
Ofther 2% 2%




/pt Rating Scale

@mark

On-lIsland Perceptions

/=Very Satisfied/ 1=Very Dissatisfied

T 6.80

T+ 6.60

T+ 6.40

T 6.20

T 6.00

+ 5.80

T 5.60

+ 5.40

= 5.20

80% 1
70% +
60% +
50% %
40% %
30% +
20% ¢
10% $
T ¢ I had
vam adno I will Sites on | plan to Not
was com- . s
. recomme Guam visit enough
better municati .
nd Guam were Guam night
than on . . . Ayt
to friends attractive again activities
expected problems
[Emstrongly agree 47% 65% 69% 47% 64% 30%
—o—MEAN 6.26 6.49 6.57 6.26 6.44 5.69
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@mark

On-lIsland Perceptions

7.00 -
“ -
6.00 - t 9
5.00 -
4.00 -
3.00 -
2.00 -
1.
00 FY2015 FY2016
Guam was better than expected 6.30 6.26
«@=| had no com-munication problems 6.53 6.49
| will r ecommend Guam to friends 6.55 6.57
«f=Sites on Guam were attractive 6.34 6.26
| plan to visit Guam again 6.44 6.44
«@=Not enough night activities 5.81 5.69
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@mark

On-lIsland Perceptions

/pt Rating Scale
/=Very Satisfied/ 1=Very Dissatisfied

80% - T 6.60
70% + + 6.50
0% T 1 s.40
50% +
+ 6.30
40% +
+ 6.20
30% +
20% + + 6.10
10% + + 6.00
0% - G - 5.90
Tour Guide- Tour Driver- Taxi Driver- . .uam
. . . Taxi- Clean Airport-
Professional Professional Professional
Clean
|[==strongly agree 51% 55% 51% 51% 63%
——MEAN 6.16 6.23 6.24 6.23 6.51
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@mark

On-Island Perceptions

7.00 -

6.00 -

5.00 -

4.00 -

3.00 -

2.00 -

1.00 FY2015 FY2016

=Tour guide professional 6.17 6.16
«@=Tour driver professional 6.24 6.23
Taxi driver professional 6.32 6.24
«@=Taxis were clean 6.25 6.23
Guam airport clean 6.53 6.51
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SECTION 5
PROMOTIONS
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@mark
Internet- Guam Sources of Info

50% -

45%

45% -
40% -
25% - 34%
30% -
25% 21%
20% - 18%
15% A
10% -
s | 4% 3% 5%

: [ ]
0% + r

Search Blogs Forums  Q&A Sites Social Do NOTUse  Other

Engines Networks
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@mark

Internet- Guam Sources of Info

Search engines 40% 45%
Forums 3% 4%

Blogs 13% 18%
Social 319% 34%
Networks

None 36% 21%
Q&A sites 5% 3%

Other 2% 5%
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@mark
Internet- Things To Do
Sources of Info

90% 1

78%

80% 1

70% o

60% 1

50% -

40% -

30% 1

20% -

10% o

0% -
Google Yahoo Facebook Twitter Other Do Not Use
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Internet- Things To Do

Sources of Info

Google

68%

78%

Yahoo

21%

24%

Facebook

18%

38%

Do not use

18%

5%

Other

5%

7%

Twitter

1%

3%

Mmark

Research
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@mark
Internet- GVVB Sources

50% 1 47%
45% -
40% - 38%
35% -
30% A
25% -

19%

20% -
15% 1

10% o
4%

GVB Website GVB Facebook GVB Twitter None

5% o

0% o
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@mark

Internet- GVB Sources

FY2015 FY2016

None 73% 47%
GVB Website 22% 38%
GVB Facebook 6% 19%
GVB Twitter 1% 4%
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Travel Motivation- Info Sources

80% 1

70% +

60% 1

50% 1

40% -

30% 1

20% o

10% o

0%

67%

18% 20%
8% 7% 7%
5% 3% o o

Internet  Friends/ Magazine Travel Travel Company Social Other
Family show agent media
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@mark

Travel Motivation- Info Sources

Friends/ Family 49% 67%
Internet 11% 18%
Travel Agent 4% 3%
Travel shows 2% 8%
Other 22% 20%
Magazine 2% 5%
C.ompony/ Bus 2304 7%
Trip

Social Media 2% 7%
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120% -

100% +

80% +

60% +

40% -

20% +

L

Mmark

Research

Sources of Information Pre-arrival

 The primary sources of information

regarding Guam are:

v Internet
v"Recommendations

0% - B B = m
Internet| Recom |Prior trip| TV Mz?r?:- f’::‘Y Ng\:rs- c?:l?r-e ZT:‘; Glgze- Pfi\rl:o GVB Off
BSources ofinfo| 81% 64% 25% 17% 13% 9% 9% 8% 7% 5% 5% 4%
@ Most important] 50% 29% 7% 3% 0% 2% 0% 2% 2% 1% 0% 1
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@mark

Sources of Information Pre-arrival

FY2015 FY2016

Internet 43% 50%
Recommend 38% 29%
Brochure 5% Not top 3
Prior trip Not top 3 7%
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Sources of Information Post-arrival

 The primary local source of information

70% - are the Internet, hotel staff or local
50% | residents.
50% -
40% -
30% -
20% -
. l L L I— L L_
9% TLocal | Hotel T int Si T I Local
ocal | Hotel pinter- 1 roxi [Rest-rt] °'9"" |oth vis| '°Y" | Retail | visch| *°€?' | cvs
ppl staff net age staff pub
mSources of info] 59% 57% 53% 35% 24% 21% 14% 13% 12% 9% 8% 7%
EMostimportant] 23% | 17% | 30% | 6% 2% 3% 2% 2% 1% 0% 2% 3%
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@mark

Sources of Information Post-arrival

FY2015 FY2016

Local people 25% 23%
Internet 20% 30%
Tour staff 15% Not top 3
Hotel staff Not top 3 17%
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SECTION 6
OTHER ISSUES
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@mark
Concerns about travel outside of
Philippines - Overall

60% v 97% 559

39%
40% - 35%
° ] 20% 23%
N 10%
10% - 29 . 1%
0% —— r r ———e,
«°°b <§‘°°

» e K <&
R\ (2 N
«‘,\‘ ‘6" «z* & S & ¢
@ O O Q (¢}
N 5 & <
(e Q ng
3
o\)
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Safety 67% 57%
Food 33% 35%
Expense 46% 55%
Terrorism 32% 39%
Discrimination 2% 2%
Should spend @home 16% 20%
Other 17% 10%
DK 12% 23%
No Concern 7% 1%

Research

Concerns about travel outside of
Philippines - Overall

FY2015 FY2016
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Concerns about travel outside of
Philippines - By Age & Income

TOTAL AGE Q26
18-24 25-34 35-48 50+ ==50K | 50K-150K | 150K-250K | 250K-350K | 350K-450K | 450K+ | Molncome
Q21 Safety 5T7% 55% 1% 62% 50% 55% 61% 50% 1% 55% 59% 50%
Expense A5% 80% 61% 51% 45% 1% 50% 54% a0% 45% G8% A7%
Terrorism 39% 25% 29% 47% 42% 1% 44% 46% 38% 30% I7% 20%
Food 35% 40% 33% 39% 2% 1% 39% 33% 38% 26% 33% 20%
Don't know 23% 0% 18% 28% 21% 21% 22% 25% 13% 15% 20% 36%
Should spend at home 20% 25% 22% 23% 14% 24% 22% 13% 17% 5% 24% 14%
Other 10% 10% 12% 12% 10% 3% 8% 13% 256% 8% 14%
Ei|”s;i:rl;nsmat|un against o 6% 1% 704 f%
Mo concerns 1% 2% 1% 3% 4% 4%
Total Count 225 20 51 74 78 28 36 24 24 20 63 14
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Security Screening/ Immigration
Process at Guam International Airport

90% - 80%
80% -

70% -
60% -
507% -
40% -
30% -

20% - 12% 79%
10% o °
0% - ) e 0%
No affect Little effect, the Some affect Great affect, the
process is process takes too
necessary long, will not return
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Security Screening/ Immigration
Process at Guam International Airport

FY2015 FY2016

No effect 83% 80%
Little effect 13% 12%
Some effect 2% 7%
Great effect 2% 0%
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Alrport Screening

/pt Rating Scale
/=Strongly Agree/ 1=Strongly Disagree

Mmark

Research

70% T 7.00
.- -*— ——— —<
60% T + 6.00
50% + + 5.00
40% T + 4.00
30% T + 3.00
20% + + 2.00
ol 0
0% - - 0.00
Time clear
Time drop | .. security .
bags for Signs bag enter |Screening Officer Officer Officer
screen . careful w/
screen secured officer- abused rude/
reason- belong- .
reason- area good . authority unprof
able ings
able reason-
able

[==strongly agree| 53% 54% 53% 62% 62% 14% 12%

—o—MEAN 6.34 6.36 6.29 6.42 6.40 3.00 2.90 101




@mark

Alrport Screening

7.00 +
6.00 -
5.00 -
4.00 -
3-00 ] —A
2.00 FY2015 FY2014
~Time- Bag screening 6.16 6.34
«@=Sign- Bag Screen 6.30 6.36
Time- clear security 6.28 6.23
«@=Officer- good 6.55 6.42
Officer- careful 6.47 6.40
«@=Officer- abusive 2.91 3.00
Officer- rude 2.72 2.90 A AN



SHOP GUAM FESTIVAL

Aided

Never heard of

100%
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SHOP GUAM FESTIVAL

FY2015 FY2016

Aided Awareness

6%

0%

Not aware

94%

100%
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Shop Guam Festival Impact
n=1

120% -

100%

100% -
80% -
60% -
40% -
20% -

0% -

Spending increased Decreased No Effect
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Shop Guam Festival Impact

FY2015 FY2016

Increased 50% 100%
Decreased 25%
No change 25%
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