
Guam Visitors Bureau 
Membership Meeting
May 15, 2025
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Call To Order

Board Director and Membership Chairwoman

Michelle Merfarlen
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GVB MEMBERSHIP MEETING AGENDA

CALL TO ORDER
Michelle Merfalen, Membership Committee Chair

RECOVERY COMMITTEE UPDATE
Mr. Mark Baldyga, Recovery Committee Chair

SOURCE MARKET SURVEY
Mr. Chris Kam, President & COO

TravelTrak America an Omnitrak Company

MANAGEMENT REPORT
Régine Biscoe Lee, President & CEO

ADJOURNMENT



Recovery Committee Update

Mark Baldyga

Recovery Committee Chairman

4



5

GVB MEMBERSHIP MEETING AGENDA

CALL TO ORDER
Michelle Merfalen, Membership Committee Chair

RECOVERY COMMITTEE UPDATE
Mr. Mark Baldyga, Recovery Committee Chair

SOURCE MARKET SURVEY
Mr. Chris Kam, President & COO

TravelTrak America an Omnitrak Company

MANAGEMENT REPORT
Régine Biscoe Lee, President & CEO

ADJOURNMENT



Source Market Survey

Chris Kam

TravelTrak America an Omnitrak Company
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Report of Management

President & CEO Régine Biscoe Lee
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April 2025

Total: 50,558 (42.4%)

% Market Mix Origin 2019 2024 2025 % of 2019

43.1% Korea 54,072 28,981 21,777 40.3%

33.9% Japan 47,388 13,937 17,139 36.2%

11.5% US/Hawaii 7,044 6,185 5,823 82.7%

3.4% Philippines 2,432 1,072 1,705 70.1%

1.4% Taiwan 2,275 341 700 30.8%

0.6% China 737 350 319 43.3%

0.2% Hong Kong 593 46 95 16.0%

April 1-30, 2025

Source: Guam Customs Declaration Forms. Processed by the Guam Visitors Bureau. Note: April 2025 Daily Arrivals reflect Civilian Air arrivals only
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Calendar Year to Date 2025

Total: 239,076 (43.4%)January – April 30, 2025

% Market Mix Origin 2019 2024 2025 % of 2019

45.1% Korea 236,883 150,250 107,895 45.5%

35.7% Japan 237,157 73,083 85,377 36.0%

10.5% US/Hawaii 32,310 28,985 25,064 77.6%

2.0% Philippines 6,355 4,329 4,695 73.9%

1.1% Taiwan 9,233 1,270 2,598 28.1%

0.7% China 5,344 1,837 1,686 31.5%

0.1% Hong Kong 2,208 215 245 11.1%

Source: Guam Customs Declaration Forms. Processed by the Guam Visitors Bureau. Note: April 2025 Daily Arrivals reflect Civilian Air arrivals only
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Fiscal Year to Date 2025

Total: 413,927 (43.5%)October 2024 – April 30, 2025

% Market Mix Origin 2019 2024 2025 % of 2019

46.6% Korea 418,950 253,370 192,693 46.0%

34.1% Japan 397,940 123,656 141,034 35.4%

10.5% US/Hawaii 54,908 49,007 43,295 78.9%

2.1% Philippines 12,758 7,977 8,652 67.8%

0.9% Taiwan 15,521 1,791 3,802 24.5%

0.6% China 8,686 2,765 2,668 30.7%

0.1% Hong Kong 4,236 454 409 9.7%

Source: Guam Customs Declaration Forms. Processed by the Guam Visitors Bureau. Note: April 2025 Daily Arrivals reflect Civilian Air arrivals only
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Destination
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FRIDAY EVENTS

Every Friday

Live Music - Bazaar - BBQ - Limited Edition 
Merch – 

Custom Brewed IPA
FREE ENTRY

Recurring monthly on the 1st Friday
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MAY EVENTS

May 23-25

May 17May 21 May 24
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MAY EVENTS

May 31

May 31
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JUNE EVENTS

June 7-8 June 16-July 18 June 21 June 21-22
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JULY EVENTS

July 5

July 21

81ST LIBERATION 
EVENT

July 19
Nov 21-24

FY2026



As a current member, which of GVB’s standing 
committees are you serving on?
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As a current member, what membership benefits serve 
the needs of members?
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What benefits would you like to see added to GVB 
membership services?

Timely Arrival Stats
Use of technology 
in the tourism and 
hospitality industry

B2B events 
(opportunity to 

grow their 
business)

ROI report on SM 
Promotions

Support small 
businesses

More responsive to 
members’ needs

More engagement 
with its members

More surveys

Advertisement

Better social media 
presence and 

activity involving 
their members

Better airport 
arrival experience

Regular quarterly 
membership 

meeting
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How can GVB further improve our service to members?

Reduce/cover 
participation fee for 
Overseas Expos

Provide visitor arrivals 
report quicker

More communication 
with its members

Make industry updates 
relevant to the industry

Promote island-wide 
beautification

Consistent quarterly 
membership meetings

More opportunities to 
members to be involved 
in GVB promotions
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Japan Market Insights
Summary from Omnitrak Destination Perceptions 
Report (Mar 2025)



Motivations for Overseas 
Leisure Travel

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.
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IMMERSION AND CONVERSION

• In-country Offline 
Shows

• Guam Signature Events 
Promotion

• Sports Market 
Development Project

• New Market Develop. 
Project

BRANDING FIT/ SIT CONVERSION AVIATIONGROUP/ MICE

• SNS/ PR
• Influencer
• TV Drama
• Food truck
• Dance/Art/Music
• Guam Events

• SNS/ PR
• Influencer
• SIT Focused 

campaign
✓ Golf
✓ Wedding
✓ Education Trips
✓ Sports
✓ Music

• GoGo Guam Hafa 
Adai Campaign

• Tactical Campaign
• Guam Pay
• Guam Bonus
• Signature events
• SNS Conversion ads
• FAM

• Search Ads
• Group/ Support
• FAM
• Seminar/ Workshop

• Coop with UA and 
JAL

• Resumption support 
for T-way in July

• Lobbying to new 
carrier launch 
opportunity/ 
Aviation Specialist

Immersive and Conversion 
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#HereWeGuam 
Food Truck in Tokyo 

and Osaka

Promoting Guam Through Food Culture in Japan
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Desired Overseas Vacation 
Destination Characteristics

To satisfy their desire for out-of-the-ordinary experiences, Japan overseas travelers seek 
out destinations which are safe and secure, clean and well-maintained, and offer clean 

accommodations, unique local cuisine, and good value for the money.

By comparison, resort experiences, packaged tours, outdoor/water activities and luxury 
shopping rank lower in overseas travelers’ preferences.
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In-Depth Storytelling & Blog-Style Articles
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Emotional Appeal through Instagram & TikTok
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Guam Ratings on Destination 
Characteristics

• 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.
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Deepening Guam's Cultural Narrative through 
Creative Collaborations
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Reframing Guam through YouTube Storytelling

Koyakki 
• YouTube Guam 

package tour
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Future Interest in Visiting 
Destination

• About one-third (31%) of Japan overseas travelers are extremely (11%) or very (20%) interested in visiting Guam 
in the next two years – a level of future travel interest similar to that expressed for visiting Korea (33%), 
Singapore (29%) and Thailand (31%).

• Attracting the future travel interest of about four-in-ten travelers, Hawaii (44%), Taiwan (41%), the Continental 
U.S. (41%) and Australia (40%) are top tier 0destinations in Japan travelers’ consideration set.
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Capturing Future Demand – Japan Travelers' 
Outlook



Familiarity with Destinations

• More than half (53%) of Japan overseas travelers feel they are not familiar with Guam as a vacation 
destination – a level of familiarity equal to that expressed for Australia (52%) and Singapore (55%).

• On the other hand, the highest rates of familiarity were expressed for Hawaii, Taiwan and Korea.
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Meta Search Survey (2024-2025)

2024 
Spring

2024 
Summer

2024 
Autum

2024~25 
Winter

1 Seoul Seoul Seoul Seoul

2 Guam Hawaii Taipei Taipei

3 Taipei Guam Guam Guam

Takeaway:
Guam ranks consistently in top 3 
across seasons — indicating solid 
awareness, but not yet top 
priority.
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Guam Familiarity & Travel Consideration
 Japan Market Analysis



Guam Familiarity & Travel Consideration
 Japan Market Analysis

DayDay – Morning Information Program Fuma Kikuchi Feature 
– National Idol Program Appearance

36



Taiwan Market Insights
Summary from Omnitrak Destination Perceptions 
Report (Mar 2025)



• Brand Positioning: Reinforce Guam’s image as a safe, relaxing, and emotionally rewarding destination.

• Increase Visibility: Combine mass-market ads (e.g., digital and physical placements) with influencer storytelling to expand public reach and 
build deeper engagement.

Strategy Implementation Highlights – Taiwan 
Market
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FY2025 – SNS Promotion
◆ Consistent High-Engagement Campaigns

◆ UGC Activation – “Post Your Guam

◆ Reels Production via FAM Tour

◆ Monthly Event Promotion

◆ Targeted Paid Ad 

◆ Real-Time Stories



FY2025 - Guam Advertisement

• Digital Advertising Performance-2025/1/15 -
2025/4/6

• Outdoor Advertisement

Strategy 
Implementation 
Highlights – Taiwan 
Market



FY2025 – Fam tour

• Cultural & Adventure

• Multi-Dimensional Exploration

• FY2025 – On-site event Production

Strategy Implementation Highlights – Taiwan 
Market

Cultural Focus: Highlight Guam’s authentic cultural 
offerings such as traditional cuisine, heritage festivals, 
and immersive local experiences.
Emotional Messaging: Leverage emotionally resonant 
messages like “a place that fulfills dreams”, “Island
Paradise” and “a journey you can be proud of.



Korea Market Insights
Summary from Omnitrak Destination Perceptions 
Report (Mar 2025)



KOREA

CONNECTING GVB KOREA’S FY2025 INITIATIVES WITH KOREAN TRAVELER INSIGHTS

When Korean 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.

Purpose: Align current and upcoming marketing and tourism projects with market research

Goal: Strengthen appeal to Korean travelers through targeted, research-based strategies
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KOREA

Korean Travelers Seek Family &
Healing Experiences

Research Findings:
- Strong associations with ‘Family', ‘Healing', and 

‘Relaxation'
- Travel motivators: Safe & Secure, Clean, Good Value & 

    Friendly Service
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Aligned Projects:
- “The New Grey” Media Co-op (December 2024)

- Media Tie-in with Woman Sense Magazine (April 2025)
- Ina Well Fest Influencer Co-op (June 2025)



KOREA

Differentiate Guam from
Southeast Asia

Research Findings:
- Guam seen as similar to SEA but less adventurous

Aligned Projects:
- Tour of Guam Promotion (December 2024)

- Go Pro Collaboration (April 2025)
 - YouTube Content Production - “Guam Travel Mate” 

(Coming Soon)
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KOREA

Boost Awareness Among Gen Z
& Millennials

Research Findings:
- Declining awareness among younger Korean travelers

Aligned Projects:
- Music Video Content Production with NPher (May 2025)

- Digital & Social Media Online Campaigns (year-round)
- Out-of-home advertisements in Seoul/Busan subway, 

gyms, newspapers, magazines, etc. (year-round)
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Aligned Projects:
- TA & OTA Co-ops (year-round)

- Hotels.com & Shopback Promotion (March 2025)
- Naver Pay Co-op (July 2025 onwards) Guam Exclusive Card!

KOREA

Create Added Value Campaigns

Research Findings:
- Exchange rate and high prices are among the top barriers 

of travel to Guam
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SI YU’OS MA’ÅSE’



Adjournment

Board Director and Membership Chairwoman

Michelle Merfarlen
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SI YU’OS MA’ÅSE’
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