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Research Objectives

The primary research objective for this project is to distill
insights that will guide Guam'’s Tourism Recovery plan,
but now with an eye toward unearthing insights to guide
Guam'’s longer-term marketing and branding strategy.
More specifically, to:

» Perceptions of the Guam Visitor Experience: Unearth
insights into travelers’ attitudes/perceptions of the
Guam visitor experience.

* Factors which influence Guam Travel Decisions:
|dentify key factors which influence travelers’ decision
to visit Guam, vis-a-vis factors which influence travel
decisions for competitive destinations.

* Points of Differentiation: Identify Guam’s Unique
Selling Points that enable the island to differentiate its
tourism experience, including insights into the
destination’s key experience pillars.




Key Takeaways

Due to a lack of familiarity with the Guam experience, Japan,
Korea and Taiwan travelers primarily perceive Guam as a
touristy resort destination with water activities

In order to drive increased travel interest in Guam, marketing
should build upon and beyond the island's solid perceptions
as a resort destination.

Beyond re-branding, traveler destination perceptions of
Guam identified product development/marketing
opportunities for the island in the areas of:

O Safety and security
O Clean accommodations

O Visitor experience of a well-maintained destination,
unique local cuisine, iconic features, cultural
attractions and good value for the money.




Methodology

Survey Methodology

Data was collected via online surveys administered in February-March
2025 to a random sample of n=2,251 qualified respondents in Guam'’s
key source markets.

Key Source Markets

Full-time residents of:
« Japan(751)
* South Korea (750)
* Taiwan (750)

Respondent Qualifications

Respondents screened as:
* Ages 21 andolder.

» Social Economic Classes A through C (i.e., upper and middle class
segments).

» Have traveled overseas at least once since 2021 or intend to travel
overseas at least once in the next 24 months.

» Decision maker or co-decision maker regarding travel destinations
and travel arrangements.







Overseas Leisure
Travel Motivations
Korea

When Korea overseas travelers go on
vacations, they seek to experience
something out of the ordinary, a break
from everyday life, and opportunities to
experience another culture.

While overseas vacations are indeed
about escape, they are equally about
experience.

To experience something out of the ordinary
To take a break from everyday life

To experience another culture

To treat myselfto luxury

Explore a new place

Summer vacation

To relax and do nothing

To indulge my passion for fine food and cuisine
To go shopping

Entertainment scene

To visit an iconic place

Experience authentic things | have heard about
To be outdoors and experience nature

To experience daily life of the local people
To celebrate a special occasion

To reconnect with family and/or friends

To focus on health and/or wellbeing

To gain knowledge of history

To partake in adventure

Family tradition

School trip

None of these

23%
23%
21%
20%
19%
17%
14%
10%
9%
8%
6%
2%
0%

51%
44%
42%
38%
36%
34%
32%
32%

62%

6

\<//\
MR
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Guam Ratings on
Destination Attributes
Korea

As Korea overseas travelers search for
destinations with out-of-the-ordinary
travel experiences, they perceive Guam
most strongly as a resort destination
with water activities, clean, well-
maintained hotels, friendly service and
diverse nature experiences.

The top desired destination attribute
(i.e., Safety and security) appears lower
in Guam'’s ratings.

Unique offerings (e.g., local cuisine,
local shops/boutiques, rich history) also
rank lower in overseas travelers’
perceptions of Guam.

Variety of water activities |
Resort experience |
Clean, well-maintained hotels
Has friendly service
Diverse ways to experience nature |
A clean, well-maintained destination |
Easily accessible by air |
Variety of outdoor adventure activities ||
Welcoming environment |
Safety and security |
Family-friendly activities |
Has friendly, courteous employees
Trust that it will fulfill my expectations ||
Is a desirable place to live |
Friendly locals
Iconic features, locations, attractions \
Opportunities to experience day-to-day lives of locals ||
Authentic experiences beyond touristy hotspots |
Culturalfestivals tied to a destination’s heritage |
Unique local cuisine |
Shows it cares about people like me |
A lively nightlife |
Makes you feel proud to be there |
Unique local shops/boutiques |
Has residents who respect my way of life |
Good value for the money “
Fine dining |
Variety of cultural attractions |
A place with a rich history |}
Educational experiences to learn aboutthe local culture |
A strong sense of local community |

Luxury shopping |}
Would fulfill my dreams ‘I
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The top left quad shows opportunities to improve Guam perceptions based on attributes desirable

Destination Attribute

Desirability vs Guam Rating
Korea

to the audience. The top right shows where Guam already performs well. The bottom quads show
attributes of lower desirability that should be low priority in terms of brand objectives.

Of the nine attributes rated as being desirable among the Korea target audience, Guam received
high ratings on three of them (Well-maintained destination, Has friendly service, and Clean

accommodations). However, opportunity to improve still exists for six attributes.
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Future Interest in
Visiting Destination o —

Korea owai T6%

: : Continental U.S. [RS8 16%
Fueled in part by the desire for new

overseas travel experiences, Korea

travelers rank Guam relatively higher in Guam [ 1%

terms of future travel interest, compared

with the island’s lower ranking in terms . . . .
of visitation and familiarity. Vietnam s
About one-third (34%) of Korea

overseas travelers are extremely (11%) Taiwan &

or very (23%) interested in visiting

Guam in the next two years -a level of Thailand 3 29
future travel interest surpassed by only

Japan (56%), Hawaii (43%) and the

Continental U.S. (43%). Philippines
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Overseas Leisure
Travel Motivations
Japan

When Japan overseas travelers go on
vacations, they seek a break from
everyday life, opportunities to indulge
in fine food/cuisine and to experience
something out of the ordinary.

While overseas vacations are indeed
about escape, they are equally about
experience.

To take a break from everyday life

To indulge my passion for fine food/cuisine
To experience something out of the ordinary
To visit an iconic place

To experience another culture

Explore a new place

To go shopping

To treat myselfto luxury

To relax and do nothing

To focus on health and/or wellbeing
Experience authentic things | have heard about
Summer vacation

To be outdoors and experience nature

To gain knowledge of history

To experience daily life of the local people
To partake in adventure

To celebrate a special occasion

To reconnect with family and/or friends
Entertainment scene

Family tradition

School trip

None of these
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Safety and security 37% 67%

Clean accommodations || 57%

Unique local cuisine | 19% BEVS
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Guam Ratings on
Destination Attributes
Japan

As Japan overseas travelers search for
destinations with out-of-the-ordinary
travel experiences, they perceive Guam
most strongly as a resort destination
with water/outdoor adventure activities,
easy air access and a welcoming
environment.

Unique offerings (e.g., local cuisine,
local shops/boutiques, rich history) rank
lower in overseas travelers' perceptions
of Guam.

Resortexperience |

Variety of water activities ||

Easily accessible by air |

Variety of outdoor adventure activities ||
Welcoming environment [

Diverse ways to experience nature \I

Clean, well-maintained hotels |

Family-friendly activities [|

Iconic features, locations, attractions \I

Has friendly service ||

A clean, well-maintained destination ||

Friendly locals |

Trust that it will fulfillmy expectations ||

Has friendly, courteous employees ||

Safety and security i

Unique local cuisine ||

Unique local shops/boutiques [}

Fine dining [ |
Alively nightlife [l

Shows it cares about people like me ||

A place with arich history i

Luxury shopping [§

Opportunities to experience day-to-day lives of locals [}
Good value for the money [ |

Culturalfestivals tied to a destination’s heritage \I
Makes you feel proud to be there (I

Authentic experiences beyond touristy hotspots |
A strong sense of local community [j

Would fulfill my dreams [}

Educational experiences to learn aboutthe local culture [ |
Has residents who respect my way of life [l

Is a desirable place to live [ |

Variety of cultural attractions [ |
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The top left quad shows opportunities to improve Guam perceptions based on attributes desirable

Destination Attribute to the audience. The top right shows where Guam already performs well. The bottom quads show

attributes of lower desirability that should be low priority in terms of brand objectives.

Importance vs Guam Rating

Ja Pan security and Clean accommodations. However, Unique local cuisine, Value for the money, and
Welcoming environment also came close enough in the ratings to be considered Opportunities.

Only two attributes rated as being Opportunities among the Japan target audience - Safety and

100
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Future Interest in

S . . Hawaii \ 199%
Visiting Destination
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Consistent with Guam’s low level of |
visits since 2021, the island also ranks Australia |EY 14%

low in interest in future visits.
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Travelers




Overseas Leisure
Travel Motivations
Taiwan

When Taiwan overseas travelers go on
vacations, they seek a break from
everyday life, visits to iconic places and
opportunities to experience another
culture.

While overseas vacations are indeed
about escape, they are equally about
experience.

To take a break from everyday life

To visit an iconic place

To experience another culture

Explore a new place

To go shopping

To experience daily life of the local people
To relax and do nothing

To indulge my passion for fine food and cuisine
To be outdoors and experience nature

To experience something out of the ordinary
Experience authentic things | have heard about
To treat myselfto luxury

To gain knowledge of history

To celebrate a special occasion

To focus on health and/or wellbeing
Summer vacation

Entertainment scene

Family tradition

To partake in adventure

To reconnect with family and/or friends
School trip

None of these

2%
0%

32%
29%
23%
19%
19%
15%
14%
14%
12%
12%
10%

43%
41%
40%
40%

56%
55%

52%
49%
45%
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Desired Overseas Vacation
Destination Attributes
Taiwan

To satisfy their desire for a break from
everyday life, Taiwan overseas travelers
seek out destinations which are safe and
secure, offer clean accommodations, are
clean and well-maintained, with friendly
service, good value for the money and
unique local cuisine.

By comparison, resort experiences,
outdoor/water activities and luxury
shopping rank lower in overseas
travelers' preferences.

Safety and security
Clean accommodations
A clean, well-maintained destination
Has friendly service
Good value for the money
Unique local cuisine
Welcoming environment
A destination thatis a desirable place to live
Easy to get around
Friendly locals
Attractive exchange rate |
A new placethat | have never visited ‘
Iconic features, locations, attractions
Plenty of packaged tours to choose from |
Unique architectural features/places |

Opportunities to experience day-to-day lives of locals
Authentic experiences beyond touristy hotspots ||

Diverse array of ways to experience nature \
Short travel time to getthere ‘
Variety of cultural attractions H
Family-friendly activities ‘!
A place with a rich history ‘I

Cultural festivals tied to a destination’s heritage |

Resortexperience ‘I

Fine dining ||

Environmentally conscious i

Experiences to gain firsthand knowledge of the local culture |

Variety of water activities B
Plenty of local shops/boutiques [}
A strong sense of local community ]
Variety of outdoor adventure activities k2
A lively nightlife ‘
Luxury shopping ‘
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Guam Ratings on
Destination Attributes
Taiwan

As Taiwan overseas travelers search for
destinations to escape their everyday lives,
they perceive Guam most strongly as a
destination with a variety of water
activities, a welcoming environment, resort
experiences, clean, well-maintained hotels
and diverse nature experiences.

The top desired destination attribute (i.e.,
Safety and security) appears lower in
Guam’s ratings.

Unique offerings (e.g., local cuisine, local
shops/boutiques, rich history) also rank
lower in overseas travelers’ perceptions of
Guam.

Variety of water activities

Welcoming environment \

Resortexperience

Diverse ways to experience nature |
A clean, well-maintained destination

Clean, well-maintained hotels |

Iconic features, locations, attractions |

Has friendly service
Variety of outdoor adventure activities |
Opportunities to experience day-to-day lives of locals
Safety and security |
Family-friendly activities |
Authentic experiences beyond touristy hotspots |
Unique local cuisine |
Friendly locals
Easily accessible by air |
Unique local shops/boutiques |
Has friendly, courteous employees |
Cultural festivals tied to a destination’s heritage |
Trustthat it will fulfill my expectations ||
ls a desirable place to live |
Has residents who respect my way of life |
Variety of cultural attractions “
Educational experiences to learn aboutthe local culture |
A place with a rich history ||
Makes you feel proud to be there ||
Fine dining |
Good value for the money |
A strong sense of local community ||
Would fulfill my dreams |
Shows it cares about people like me |
A lively nightlife |
Luxury shopping [ |
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The top left quad shows opportunities to improve Guam perceptions based on attributes desirable
Destination Attribute to the audience. The top right shows where Guam already performs well. The bottom quads show

attributes of lower desirability that should be low priority in terms of brand objectives.

Importance vs Guam Rating

Taiwan high ratings on seven of them. The opportunity to improve perceptions on Safety and security exists,
which is the most desirable destination attribute.

Of the 14 attributes rated as being desirable among the Taiwan target audience, Guam received

100

Opportunity Strength

Hiah Desirabili . _ . - . .

(High Desirability/Low Rating) Safety and security | o o (High Desirability /High Rating)
90 Well-maintained destination

© Clean accommodations
80 Good value for the money —¢ Uni L @ Has friendly service
nique local cuisine e , .
Desirable place to live —« Welcoming environment

70

/
Friendly locals~ . . .
e lconicfeatures, locations, attractions

Authentic experiences ) ) )
60 \ @ Opportunity to experience lives of locals

N
Easily accessible by air \

Variety of cultural attractions o Diverse array of ways to experience nature

Desirability

50
A place with arich history —« /
Cultural festivals tied to a destination’s heritage — / °
40 . N . Fa mily—friend |y activitiesJ Resort experience
Fine dining
30 Experiences to gain knowledge of culture J ® Variety of water activities
. _—=
Strong sense of local community ) / d Variety of outdoor adventure activities
Local shops/boutiques
20 A lively nightlife
10 “— Luxury shopping
Low Priority Maintain
0 (Low Desirability /Low Rating) (Low Desirability /High Rating)
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Future Interest in
Visiting Destination
Taiwan

Fueled in part by the desire for new
overseas travel experiences, Taiwan
travelers rank Guam relatively higher in
terms of future travel interest, compared
with the island’s lower ranking in terms
of past visitation and familiarity.

About three-in-ten (28%) Taiwan
overseas travelers are extremely/very
interested in visiting Guam in the next
two years - a level of interest which puts
the island around the middle of the
competitive set.

Japan ‘I 48%
Continental U.S. ‘ 11%
Thailand [|EEXR 9%

B Not at all Slightly Somewhat ™ Moderately Very B Extremely
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Recommendations

Product Development/Marketing: Focus product
development/marketing efforts on a mix of Safety/Security,
Destination Maintenance, Local Cuisine/Culture

Beyond the Resort Experience: Build beyond Guam'’s
strong resort/watersports positioning by strengthening
perceptions of the island'’s iconic features, cuisine and
cultural offerings and unique quality of life.

Focus on South Korea: Prioritize near-term marketing efforts
on building travel from Korea.

A Happy Place to Live is a Happy Place to Visit: Integrate
input from Guam'’s industry, community and resident
stakeholders alike into Guam'’s brand development efforts.




A Happy Place to Live is
a Happy Place to Visit

Travelers are attracted to places
where local residents enjoy a
desirable quality of life.

Destinations are becoming more
conscious of the benefits and
problems created by tourism.

It's all about Balance.

Benefits of Tourism Outweigh the Negatives

U.S. Nationwide

Agreement: @ Low ™M Medium ™ High

Source: Omnitrak Syndicated Resident Sentiment Study, CY 2024.



“Tourism has brought more benefits than problems” rises

Annual Visitor Arrivals

1)
% Strongly/Somewhat agree | | (in 000's)
85% - 8 % - 12,000
77% q 10,243 I
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5% | @ (] pe e
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® %Strongly/Somewhat Agree  ===V/isitor Arrivals (by Air)

Q.4. How much do you agree or disagree with each statement using a scale of 1 to 10 with 10 being Completely Agree and 1 meaning Do Not Agree At All.
Note: % that Strongly/Somewhat Agree defined as Rating of 6 to 10 on 10-point scale.

/) .
%\VQ Omnltrak Source: DBEDT 2024 Hawaii Resident Sentiment Study ===
/4 UNEARTH AHA! INSIGHTS MASTER YOUR MARKET X



Aloha!

Chris Kam

President & COO
Omnitrak Group, Inc.

Email: chriskam@omnitrakgroup.com
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