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Background and Methodology

A Al surveys were partially interviewer administered, as well as
self-administered . Upon completion of the surveys,
Ant hol oprofedssonal Korean speaking interviewers
double -checked each questionnaire for consistency and
completeness, while the respondent ispresent.

A A total of 1,064 departing Korean visitors were randomly
interviewed at the Guam A.B. Wonpat International Ai r por t
departure and waiting areas.

A The margin of error for a sample of 1,064 is +/- 2.98
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 +/- 2.98 percentage
points .



Objectives

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

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



Key Highlighted Segments

A The specific objectives were :

0

o I o o To  To I o

Qx

To determine the relative size and expenditure behavior of the

following market segments :
Families (Q6)
FITS(Q7)

MICE (Q5A Convention/ Conference/ Trade Show/ Company
sponsored)

Leisure Traveler (Q5A Here to relax/ Here to see beaches, tropical
climate, here for pleasure)

Wedding (Q5A)
Honeymoon (Q5A)
Group Tour (Q7)
Repeat Visitor (Q 3A)

To identify the most significant factors affecting overall visitor
satisfaction .

Toidentify (for all Korean visitors) the most important determinants
of on-island spending



Key Highlighted Segments
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SECTION 1
PROFILE OF RESPONDEN




Marital Status
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Marital status o FY2018 Tracking
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Marital status 0 Key Segments

GVB EXIT SURVEY
GE MARITAL STATUS
HOMEYMOO GROUP FREFEAT
TOTAL MICE I WEDDING | LEISURE TOUR YISITOR FAMILY FIT

QE Married Td% T5% 94% T4% 1% T4% 32% 67 %

Single 26% 25% 6% 26% 25% 26% 18% 33%

Total 1064 4 14 77a 2649 347 950 327
Prepared by Anthology Research




Age
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Age 0 FY2018 Tracking
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Age 0 Key Segments

GVB EXIT SURVEY
AGE
HOMEYMOO GROUP REFPEAT
TOTAL MICE M WEDDIMG | LEISLIRE TOUR YISITOR FAMILY FIT
sD 18-24 17% 16% 30% 24% 17% 18%
25-39 50% 50% 94% 58% 43% 52% 56% 65%
40-49 21% 50% 6% 22% 20% 20% 23% 16%
50-59 3% 3% 2% 3% 3% 1%
Total 1064 4 18 778 269 347 a50 azv
sD Mean 33.68 3r.oo 30.81 33.87 3257 33az2 34.33 3237
Median a3 a7 a0 34 a3 a3 34 a3

Prepared by Anthology Research
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Annual Household Income
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Annual Household Income

Key Segments

GVB EXIT SURVEY
(26 Household income:

0

HOMEYMOO GROLUP REFPEAT
TOTAL MICE M WEDDIMG | LEISURE TOUR VISITOR FAMILY FIT

Q26 Ip to EMY1 2,000,000 4% 6% 3% 1% 0% 0% G %

BT 2,000,001 ~ kKW24, 7% % 7% 0% 1% 4% 10%

noo,ooo

kW24, 000,001 ~ KW36, 35% 25% 67 % 35% 41% 42% 8% 34%

noo.ooo

FWW3G,000,001 ~ kKW43, 27% 25% 11% 25% 41% 34% 29% 26%

noo.ooo

kW48, 000,001 ~ KWED, 13% 50% 11% 12% 11% 12% 14% 11%

noo.ooo

FWWED, 000,001 ~ KWT2, 7% 7% 4% 4% 2% 3%

noo.ooo

Maore than KWT 2,000,001 5% 7% 2% 6% 6% 7%

Mo Income 3% 3% 0% 1% 1% 4%

Total 1064 4 18 ira 2649 347 8950 327

Prepared by Anthology Research
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Travel Party
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Travel Party

-e—-5pouse
Child <18
—e—Friend/ Assoc

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

—e—Other Adult Family

—o—Alone

—e—CGirlfriend/ Boyfriend

—e—Child- Adult
Office

@
]

QTR1 (Octl7- QTR2 (Jan18-
Decl7) Marl8)

86%
58%
7%
24%
1%
2%
3%
1%

16

QTR3 (Aprl8-
Junl8)

QTR4 (Jull8-
Septl8)



Travel Party - Children
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Trips to Guam

Repeat
33%

First time
67%

18



Trips to Guam o0 FY2018 Tracking
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Trips to Guam o Key Segments

GVB EXIT SURVEY
03 Including this trip, how many times have you visited Guam?
HOMEYMOO GROUP REPEAT
TOTAL MICE I WEDDIMNG | LEISURE TOUR YISITOR FAMILY FIT
Q3 15t Time 67 % 100% 94% 72% 48% f5% 2%
Repeat 33% % 28% 52% 100% 35% 38%
Total 1063 4 14 TiT 2649 346 950 326
Q3 Mean 1.53 1.00 1.06 ) 1.56 1.52 2.63 1.37 2.01
Median 1 1 1 ) 1 2 2 1 1

Prepared by Anthology Research
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Length Of Stay MEAN NUMBER OF NIGHTS = 4.90

MEDIAN NUMBER OF NIGHTS =4
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Length of Stay o FY2018 Tracking
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Length of Stay 0 Key Segments

SA How many nights did you stay on Guam?

GVB EXIT SURVEY

HOMEYMOO GROUP REPEAT
TOTAL MICE M WEDDING | LEISURE TOUR VISITOR FAMILY FIT
= 1-2 0% 1% 0% 0% 0% 1%
3 29% 25% 25% 24% 24% 28% 3%
4+ 1% T5% 100% T5% T6% T6% T2% 68%
Total 1064 4 18 77a 2649 47 850 v
= Mean 4.90 5.00 5.44 503 578 5.61 503 478
Median 4 4 2] 4 4 4 4 4

Prepared by Anthology Research
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Occupation 0 Top Responses (10%-+)
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SECTION 2
TRAVEL PLANNING




ORGANIZED GROUP TOUR
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ORGANIZED GROUP TOUR TRACKING
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Travel Arrangements - Sources
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Travel Arrangements - Sources
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PREPAID PACKAGE TRIP

No
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PREPAID PACKAGE TRIP

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

QTR1 (Octl7- QTR2 (Janl18- QTR3 (Aprl8- QTR4 (Jull8-
Decl?7) Mar18) Junl8) Septl8)
—e—Prepaid Pkg Trip 64%

31



Accommodations (Top Responses)
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Travel Motivation (Top Responses)
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Travel Motivation 0 Key Segments

GVE EXIT SURVEY
Q5A Please select the top three reasons that motivated you to travel to Guam?

HOMNEYMOO GROUP REFEAT
TOTAL MICE M WEDDIMG | LEISURE TOUR VISITOR FAMILY FIT

Q54 Beautiful seas, beaches, 47% 25% 61% G4% 33% 35% 45% 50%

tropical climate

Shopping 3IT% 11% 30% 4% 46% 37% 43%

Water sports (snorkeling, 2% 22% 30% 26% 22% 289% 3%

windsurfing, parasailing)

Pleasurel/ vacation 29% 25% 50% 39% 38% 32% 29% 27%

Itis a safe place to spend 28% 28% 21% 23% 24% 30% 23%

avacation

Price of the tour package 27% 17% 17% 35% 33% 28% 30%

Recommendation of 23% 25% 23% 12% 12% 23% 16%

friendf relative/ travel

agency

Justto relax 16% 25% 6% 21% 3% 5% 17% 12%

Tovisitfriends or 11% 8% 14% 18% 11% 13%

relatives

Shorttravel time (nottoo 11% 11% 5% 7% 10% 11%

far from home)

School trip 11% 11% 22% 19% 12% 11%

Scuba diving 9% 7% 14% 11% 9% 10%

A previous visit 7% 6% 5% 21% 7% 9%

To golf 5% 25% 6% 9% 9% T% 6%

Organized sporting 2% 25% 2% 3% 3% 2% 2%

activity/ event

Honeymoon 2% 100% 2% 0% 2% 1%

Career cerification/ 1% 1% 2% 1% 1% 1%

testing

Companyl/ business trip 1% 25% 0% 0% 0% 0% 1%

Incentive trip 0% T5% 0% 0% 0% 0%

My company sponsored 0% 25% 0% 0% 0% 0%

me

Government or military 0% 6% 0% 0% 0% 0%

Shop Guam E-Fest 0% 0% 0% 0%

Convention/ conference/ 0% 25% 0% 0%

trade showi meeting

Adventure 0% 0%

Total 1064 4 18 778 269 347 950 327

Prepared by Anthology Research




SECTION 3
EXPENDITURES




Prepaid Expenditures

A $2,805.07 = overall mean average prepaid
expense (for entire travel party size) by
respondent

A $756.22 = overall mean average  per person

prepaid expenditures



Prepaid Entire Travel Party o FY2018
Tracking
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Prepaid Per Person 0 FY2018 Tracking
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Prepaid Per Person 0 Key Segments

GVB EXIT SURVEY
Q10A PREPAID - PER PERSON:

HOMEYWMOO GROUP REFPEAT
TOTAL MICE M WEDDIMG | LEISLIRE TOUR YISITOR FAMILY FIT
FREFAID PP Mean §756.22 | B465.53 $1,675.38 F769.39 F700.56 $71347 | $755.42 | ¥GTE.B2
Median 5735 $552 51,847 737 5735 5735 5737 3680

Prepared by Anthology Research
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Prepaid Expenses by Category o MEAN
Entire Travel Party
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Prepaid 0 FY2018 Tracking

Airfare & Accommodation Packages
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Prepaid 0 FY2018 Tracking

Airfare & Accommodation W/ Meal Packages
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Prepaid 0 FY2018 Tracking
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Prepaid 0 FY2018 Tracking

Accommodations Only
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Prepaid 0 FY2018 Tracking

Accommodations w/ Meal Only
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Prepaid 0 FY2018 Tracking

Food & Beverage in Hotel
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Prepaid 0 FY2018 Tracking

Ground Transportation - Korea
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Prepaid 0 FY2018 Tracking

Ground Transportation - Guam
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Prepaid 0 FY2018 Tracking

Optional tours/ Activities
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On-lIsland Expenditures

A $709.07 = overall mean average  on-island
expense (for entire travel party size) by
respondent

A $240.04 = overall mean average  per person

on-island expenditures



On-lIsland Entire Travel Party o

FY2018 Tracking
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On-Island Per Person 0 FY2018 Tracking
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On-lIsland Per Person 0 Key Segments

Q11A ONISLE EXPENDITURE- PER PERSO

GVB EXIT SURVEY

HOMEYMOOD GROUP REPEAT
TOTAL MICE M WEDDIMNG | LEISURE TOUR VISITOR FAMILY FIT
OMISLEPP  Mean 240,04 | $47V0.00 $689.50 $263.95 F113.91 $150.61 F21370 | $276.73
Median 3167 5440 BE7E $175 100 100 3150 3167

Prepared by Anthology Research
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Per Person MEAN expenditures 0 FY2018 Tracking
On-lIsland/ Prepaid
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On-lIsland Per Day Spending 0 FY2018 Tracking
MEAN
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On-lIsland Expenses by Category
Entire Travel Party
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On-lIsland 6 FY2018 Tracking

Food & Beverage - Hotel
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On-lIsland 6 FY2018 Tracking

Food & Beverage 0 Fast Food/ Convenience Store
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On-lIsland 6 FY2018 Tracking

d Restaurant/ Drinking Est Outside Hotel

Food & Beverage
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On-lIsland 6 FY2018 Tracking

Optional tour/ Activities
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On-lIsland 6 FY2018 Tracking
Gift/ Souvenir 0 Self/ Companion
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On-lIsland 6 FY2018 Tracking
Gift/ Souvenir 0 Friends/ Family
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On-lIsland 6 FY2018 Tracking

Local Transportation
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On-lIsland 6 FY2018 Tracking
Other Not Included
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TOTAL (Onlsle + Prepaid) Expenditures
Per Person

A $996.26 = overall mean average prepaid &
on-isle expense by respondent
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TOTAL Per Person Expenditures o
FY2018 Tracking
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TOTAL Per Person Expenditures o

Key Segments

GVB EXIT SURVEY
TOTAL- PER PERSO

HOMEYMOO GROUP REPEAT
TOTAL MICE M WEDDIMNG | LEISURE TOUR VISITOR FAMILY FIT
TOTALPF  Mean F906.26 | $935.53 $2,364.88 $1,033.34 Fa14.47 $B63.78 | PL6912 | FO53.55
Median 5908 5984 52,605 936 5801 815 38490 5860

Prepared by Anthology Research
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GUAM AIRPORT EXPENDITURE
FY2018 Tracking
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SECTION 4
VISITOR SATISFACTION
BEHAVIOR




OVERALL SATISFACTION
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QTR3 (Aprl8- QTR4 (Julls
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«@®=\/EAN (7pt Scale)
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POSITIVE ASPECT OF TRIP

Hotel/ accommodation D 16%
Pkg tour/ activity | N 14%
Event- participate | NN 13
Event- family | 12 %%
Natural beauty | NNENNIEBIBNE 1%
Friendly/ Warm ppl | N 9%
Relaxing NG 500
Beach/ Ocean | 7%
Safety [N 4%
Weather | 3%

0% 5% 10% 15%
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NEGATIVE ASPECT OF TRIP

Nothing

Activities - variety
Expensive/ Cost
Customer service
Immigration

Food - variety
Food - quality
Driving exp
Ground Trans

Not enough local culture

. 41%

N 14%
BN 10%
BN 3%

B 5%

B 5%

B 3%

B 3%

B 2%

B 2%

0% 10% 20%
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Guam was better than expected
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| had no communication problems
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| will recommend Guam to friends
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Sites on Guam were attractive
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| plan to visit Guam again
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Not enough night time activities
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Tour guides were professional
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Tour drivers were professional
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Taxi drivers were professional
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Taxis were clean
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Guam airport was clean
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Ease of getting around

60%

50%

40%

30%

20%

10%

0%

18%

QTR1 (Octl7- QTR2 (Janl18- QTR3 (Aprl8- QTR4 (Julls
Decl7) Marl8) Junl8) Septl8)

mm\Very Satisfied «@MEAN (7pt Scale)

84

7.00
6.00
5.00
4.00
3.00
2.00
1.00
0.00



Safety walking around at night
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Price of things on Guam
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GENERAL SATISFACTION

Quality/ Cleanliness
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ACCOMMODATIONS o
OVERALL SATISFACTION
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ACCOMMODATIONS o
Satisfaction by Category
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DINING EXPERIENCE (Outside Hotel) 0
Satisfaction by Category
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Shopping Malls/ Stores (Top Responses)
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SHOPPING- SATISFACTION
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OPTIONAL TOUR PARTICIPATIONI
FY2018 Tracking

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

38%

QTR1 (Octl17- QTR2 (Jan18- QTR3 (Aprl8- QTR4 (Jull1&
Decl7) Marl8) Jun18) Septl8)

93



Optional Tour Participation
(Top Responses 5%+)
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Optional Tour Satisfaction
Top Responses only - Participation (5%-+)
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DAY TOUR- SATISFACTION
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NIGHT TOUR SATISFACTION
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Activities Participation (Top Responses)
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SECTION 5
PROMOTIONS




INTERNETGUAM SOURCES OF

INFORMATION
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INTERNETSOURCES OF INFORMATION
Things to do on Guam
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INTERNETSOURCES OF INFORMATION
GVB
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TRAVEL MOTIVATION

45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

40%

Friends/
Family

38%

Internet

27%

16%

Travel Magazine
Agent

103

12%

Social
Media

5%

Travel
Show

0%

Company/
Business



PREARRIVAL
SOURCES OHNFORMATION
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PREARRIVAL

SOURCES OF INFORMATION
Key Segments
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