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LETTER TO 
SHAREHOLDERS 

Dear Shareholders, 

I am pleased to report on your Guam Visitors Bureau activities and performance for the 
fiscal year ended September 30, 2006. It was a year that was about sustaining our 
market share In an Increasingly difficult Japan overseas travel environment, continuing 
our recovery in Korea, and capitalizing on smailer but emerging opportunities In the 
region. 

The year was also about reshaping our destination brand Image, to confront the new 
market realities Impacting the demographic mix of our customers, and generating visitor 
yield Improvements. And It was as much about destination Improvements to make the 
Island a more competitive product, as It Is about administrative reforms to Improve 
management controls and accountabil ity. 

Growing and Sustaining VIsitor Arrivals 

Rscal year 2006 was a year of "two contrasting halves," the first six months filled with 
optimism and promise, followed by one of pessimism and uncertainty In the second half 
of the year. Total arrivals for the year came in essentially flat (+0.5%) to last year at 
1,213,932 visitors. 

The first three months started off on a positive note, with arrivals up 6% over last year 
and finishing up 5% for the trailing six months ending March 31, 2006. The 634,392 
visitors who came to the Island from October 1, 2005 through March 31, 2006, were 
the result of a strong showing from Japan (+7%) and Korean (+8%) arrivals, both 
sources making up 90% of Island visitors. To be sure, Japan's performance was aided 
greatly by: 

• Capturing some 50% of Sal pan's loss from the pull out of Japan Airlines: 
• Geopolitical and natural events which shifted visitors our way 

(I.e. post tsunami, bird fiu, frosty relations with China and Korea); 
• The increased tempo, frequency. and coverage of our sates promotions, 

seminars and trade events; and 
• More direct TV consumer advertising. 

These factors, however, masked the troubling undercurrent of negative Influences, 
among which Include: 

• Explosive growth In the number and sophistication of competing destinations 
at a time when Japan's outbound travel was sluggish (i.e. 1.9%): 

• Unfavorable demographic shifts (I.e. 2 million fewer office ladies); 
• Reduced job security arising from regulatory changes that allow employers 

to hire more temporary workers at reduced wages; 
• More travelers choosing closer, less expensive destinations because of 

persistent job Insecurity concerns; and 
• Strong domestic demand for Okinawa. 



Thus, despite sustaining the tempo of our sales promotion and advertising efforts In 
the second haif of 2006, Japan arrivais suffered heavily, wiping out most of the gains 
made dunng the first haif of the year and ending up with a siight 2% increase over 
2005. The positive resuits in Juiy (+6%) and August (+4%) were not enough to over· 
come the 5% decline in June, devastating 17% drop in September, and slight (·1%) 
decreases in April and May arrivals. Factors which also contributed to the second half's 
iackluster performance inciude: 

• A weaker yen environment; 
• Normalized market conditions (i.e. no shifting from Saipan and naturat Of 

man made events, warmer China and Korean relations); 
• Changes In ainine scheduling and equipment util ization 

(i.e. night fl ights and smalier aircraft); and 
• Significant pressures from nearby Asian destinations. 

And because much of Guam's tour products today have been "commoditized" at lower 
prices, the island's ability to compete with nearby Asian resort and urban destinations 
is acuteiy disadvantaged and sensttive to: 

• Currency weaknesses In the region; 
• Low end price value perceptions; 
• Fuel surcharges; and 
• Reduced agency commissions. which help to offset under priced tour products. 

Despite this negative environment, however. we continue to see gains in our market 
share of Japanese outbound travelers. Guam's share has grown progressively from 
4.7% In CY2002, to 5.38% in FY2005 and 5.58% in FY2006. 

Korean arrivals are a different story, however. The strong first half-year performance at 
+8% over iast year was sustained throughout the year, finishing up with a 9.2% Increase 
to 114,462 visitors. Despite this significant improvement, much work still iies ahead to 
restore the island's iost business following Asia's currency crisis in the iate 1990's. 

Guam's market share of Korean overseas travelers has dwindled from the 496 peak 
enjoyed in caiendar year 1995 when 5.3 mll ilon Koreans traveied overseas, to 1% in 
2006 when more than 10.5 mill ion traveled overseas. And although the isiand has 
recovered 60% of the nearly 200,000 Koreans who came to the isiand In 1995, much 
work yet lies ahead to restore both our historical share of market and number of visi· 
tors. 

Qther Markets 

All other markets, which comprise 10% of isiand visitors, round out the year with varying 
results in improvement over last year. Visitors from Hong Kong and the Phi lippines, 
while comprising oniy 1% of our visitor mix, were up 23% In 2006, adding 2,545 to our 
totai count. On the other hand, U.S. arrivals, about haif of whom are military on R&R, 
now make up 3.5% of our visitors. U.S. visitors totaled 43,056 in 2006, down 8% from 
2005, and can be attributed to the absence of carrier battie group visits seen in 2005. 
Taiwan visitors were aiso down 28% to 17 ,014. Visitors from CNMi and the is lan~ 

states of Micronesia were down 3% as well to 30,358, reflecting Micronesia's 
depressed economic envJronment. 



Repositioning our Brand Image for Differentiation and Yield 

Initial steps were taken this year to project a destination personality much more sophls, 
tlcated than the historically embedded Image of a cheap beach resort for the young, 
Many more attractions. lodging. and recreational facilities of superior quality have been 
built since the first tourists from Japan set foot on Island nearly 40 years ago, And we 
have begun to communicate this message with some Initial progress In the outcome of 
our Japan visitor spending and customer profile, 

Per visitor spending has Improved from $635 two years ago to $640 In 2006 despite a 
6% weaker yen this year (116 vs, 109). To put this In perspective. the Island was $8.4 
million better off In economic Impact from the 961.862 Japanese tourists who came to 
Guam (Includes 1.75 mu~lplier effect). Another measure of progress was the JCB and 
GVB campaign launched in early FY2oo6 and mar1<eted to JCB's 56 million credit card­
holders. Total card spending was up 19% and per card spending Increased by $61 In 
the first slx,month period ending January 1. 2006. This Joint campaign has since been 
renewed with more vendor participation. 

Our Japan demographic profile has not changed much In the last few years. But we have 
made progress In the mix of higher Income visitors from the same basic age and gender 
profile. to wit: 

The percentage of visitors who have annual Incomes greater than 560.000 (CO> 
116 yen) grew from 9% last year to 30% In 2006. Those making more than 
SB6.000 (CO> 116 yen) quadrupled from 4% last year to more than 15% In 
2006. 

Repositioning our brand Image In Korea. Taiwan. and other mar1<ets Is In dire need if we 
are to compete effectively and to differentiate ourselves from many other beach resorts 
In Asia. To this end. the Bureau has Initiated an effort to arrive at a unified brand Image 
common to all markets. 
This will: 

• Avoid conflicting images or perceptions about who and what we are as a destination; 
• leverage our communications strategy and budget to maximize synergies; and 
• Enable Guam stakeholders to focus on building and delivering the promise made 

In our marketing message. 

Improving our Destination Attra~lon and Administrative Process to be a Competitive 
Produ~ and Responsible Stewards 

We continued to administer the Beach Cleaning contract In Tumon and East Agana bays 
to make sure that trash. debris and other unsightly materials are removed. The Tumon 
San Vitores Landscaping and Maintenance contract was extended to ensure continuity. 
but a new contract was tendered at year's end and a new contractor awarded the job In 
October 2006. 

Unfortunately. we have not made as much progress with the Island wide road mainte­
nance project. which Involves some coordination with other govemment departments 
Including the Department of PubliC Wor1<s. Department of Par1<s and Recreation. all 19 
village mayors. and certain Navy controlled segments along Marine Corps Drive leading 
up to Naval Base Guam. 

Much of the preparation for our first annual Ko'Ko' International Road Race took place 
during the year and a successful event took place on October 14. 2006 with more than 
350 participants. Ananclal and other assistance was also provided In the selection and 



oversight of consulting firms that was to outline the financial feasibility of a national 
museum and the selection of a build ing design. 

Administratively, the Bureau Instituted a process to rationalize the basis for awarding 
sports tourism and community development or cultural heritage grants as authorized 
and appropriated by the legislature. Criteria used for this purpose are Intended to: 

• l everage the fulfillment of GVB's statutory mandates; 
• Facilitate financial accountability; and 
• Inject objectivity and consistency In the selection of projects and amounts granted. 

To meet past concerns and shortcomings raised by audits and the Office of the Public 
Auditor, the Bureau last year set in motion the realignment of our chart of accounts, 
procurement process, and other admlnlstratlve procedures, all of which have been put 
Into effect at the start of the new fiscal year on October 1, 2006. These changes 
should faciUtate improvements In management oversight and accountability, produce 
timely audits, and enhance the retrieval and usefulness of financial and other Informa­
tion. 

Coping with Financial Challenges 

The Guam Visitors Bureau survives on receipts appropriated by the legislature from an 
11% tax on hotel room occupancies. In fiscal year 2006, the Bureau received 84% or 
$10.8 million of the $12.8 million appropriated, a slight increase In actual receipts from 
the $9.4 mil lion actually received In fiscal year 2005. Membership dues, In-kind contr;' 
butions and foreign exchange transactions represent other sources of income. account· 
Ing for 3% or $278,000 of total revenues. 

Chronic under funding and uncertainty In Incremental funding levels each year continue 
to plague the Bureau's ability to carry out its mandate. In Fiscal year 2006, the Bureau 
implemented voluntary austerity measures to counter softening second half-year 
arrivals. Marketing and destination initiatives were realigned, In addition to a 10% 
across the board spending cut. Destination management initiatives Le. Community 
Development, Tourist Industry Relations and Satisfaction and Sports Tourism and 
Administrative operations (Guam), absorbed the brunt of the cutbacks, which totaled 
some $500,000. Marketing initiatives were not spared from the cutbacks as spending 
Initiatives to the Philippines, Taiwan, Hong Kong, and Pacific saw decreases of 
$23,571, $52,673, $10,408 and $6,195 respectively (from the prior year spending 
level), In order to prioritize our marketing Investments in Japan and Korea, which 
Increased from $5.2 to $5.5 million and from $800,000 to $1 million respectively. 

Total funds received ($1.3 million) for beach cleaning, Tuman landscape maintenance, 
and support for DPW's Island wide road maintenance, fell $200,000 short of what the 
legislature had appropriated for this purpose. 

Building for the Future 

The challenges gleaned to date have become the compel~ng force In initiating GVB's 
five-year strategic plan for tourism in Guam. 

Four years ago, when only 856,931 visitors came to Guam (FY2003), the Immedi­
ate challenge centered on as quick recovery as possible from the devastating after· 
maths of Super typhoons Chataan and Pongsonga. followed by the war in Iraq, 
SARS, and other global Instability. This urgency was confronted head on, resulting 
In a resurgence of arrivals and the 35% increase the following year to 1,156,199 
visitors. 
The last two years had been a challenge in consolidat ing gains, focusing on desti­
nation Improvements, marketing tactically In a low budget environment, and sus-



talnlng our share of market in Japan. Indeed, our arrivals increased 5% In FY2oo5, 
to 1,210,147 visitors, but ended nat last year with a very slight Increase (+0.5%) to 
1,213,932 arrivals. 
For Guam to sustain the long·term viability of this Important economic sector, a 
longer·term strategic view must be embraced by the community at large. This long­
term view has In fact been captured In a GVB strategic plan covering the period FY 
2007-2011. It is a document that outlines the basis for support among stakehold­
ers, invites ownership to the comprehensive Issues that need to be addressed, and 
encourages community participation In its Implementation. 
We anticipate much discussion and collaboration among all stakeholders, public 
and private, upon the release of this strategic plan which Governor Felix P. 
Camacho and the GVB Board of Directors have Instructed management and staff to 
prepare. 
This next year will be a more difficult year to confront. as Asian destinations com· 
pete more aggressively and overseas travelers from Japan and Korea gravitate to 
less expensive destinations In Asia and the pull of longer haul destinations in 
Europe. Stimulating demand for the higher priced tour products means Improving 
Guam's Image and destination attractions, clearly a longer-term effort addressed In 
the strategic plan. All this we face In a no growth GVB budget scenario. And 
although more funding has been appropriated for 2007 than was received in 2006, 
It Is unlikely that we will get more than the S10.8 million received th is year. 
This next year will also focus on unifying our brand, stepping up our Internet mar­
keting capabilities, and intensifying destination improvement efforts to better show­
case historical and cultural assets, as well as other attractions that give credibility 
to our marketing message. 

Thanking and Acknowledging Support 

I take this opportunity, first to thank staff and management for the endless time spent 
on various projects, whether In Guam or while off Island, In order to tend to the busI­
ness of tourism. I appreciate your family's understanding, and trust that they too under· 
stand this 24/ 7 business from which aU of your efforts are bearing fru it. 

I especially thank all GVB members who have contributed generously whenever we call 
for assistance and other "in-kind" contributions. Most especially, I thank the various 
committee members and directors, chaired by David Tydlngco, for their advice, unyield­
ing support and encouragement even during the most difficult times. ThBtr involvement 
In GVB has been time consuming, unpaid, and gratefully acknowledged. 

Finally, I am Indebted to the active support that the Bureau has received from Governor 
Felix P. Camacho, Lt. Governor Kaleo Moylan, and Senator Antonio R. Unplngco and his 
committee. Without their collective advocacy, the results contained In th is annual report 
would not have been achieved. 

Sincerely, 

C~ 
Gerald S.A. Perez 
General Manager 
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REDESIGNING 
THE LANDSCAPE 
WHILE CULTIVATING 
LOCAL INTEREST 
AND OWNERSHIP 
(CDC) 

The Community Development Committee (CDC) has the responsibility of providing actlv;' 
ties that strive to promote tourism through education and awareness programs. The com· 
mittee gives support through grants-In·ald to qualified organizations and Individuals that 
want to promote the Island and the education of Guam's tourism Industry. 

The village of Agana Heights is the first district to develop a "Coconut Theme 
Park/Museum". The GVB supported the joint venture between the Agana Heights Welfare 
Association and the Office of the Mayor of Agana Heights, by providing $5,000.00 as 
seed money to j umpstart the development of the park located at the pre-existlng Tutujan 
Park on San Ramon Hil I. The project's goal Is to demonstrate for our visitors and children, 
how the "coconut" played a vital role in the lives of our ancestors and how it continues to 
be an essential part of our everyday lives. 

2005 welcomed the 1st Annual Kites for Wishes project wherein the sport of kite flying 
was first Introduced to Guam. In 2006 GVB once again supported the Make-.. Wish 
Foundation in this yearly fun-filled and charitable event. The affair was held at the Asan 
Memortal Beach Park on the 19th of February and showcased kite fliers from the United 
States, Australia, Guam, Japan, the Phi lippines and multiple Kite World Champion, Ray 
Bethel. 

The CDC Committee gave support to the Sinajana Mayor's Office for their 'Prugraman 
Famagu'on (Chamorro Children's T.V. Show). The Mayor's office worked side by side with 
DOE Chamorro teacher, Senora Mariana Guzman and musician, Lourdes SingeD to pro­
duce the program which was aired on KGTF. Students from P.C. Lujan Elementary were 
the featured talents in the program. The show was created to spark more interest by 
young viewers to explore the language and music of Guam. 

The GVB continually supports annual events such as the Guam Symphony Society 
Seaside Concert, the Annual Governor's Tourism Championship Golf Tournament, GCC's 
Prostart Culinary Competition and many other valuable events. 





REDESIGNING 
THE LANDSCAPE 
WHILE CULTIVATING 
LOCAL INTEREST 
AND OWNERSHIP 
(CHC) 
The Cullural & Her~age Committee (CHC) Is the division of Ihe Bureau, which ensures 
Ihal Guam's cullure Is represenled accuralely and arllstlcally In GVB's local and over· 
seas promollons. Aside from assisting in matketlng efforts, Ihe committee is focused 
on the cuttivatlon and preservation of Guam's mus~c. tradItion, cultural groups. artisans 
and local performers. 

FY2006 saw Ihe explosion of Guam Live Presenlallons In Ihe secondary cilies of Japan. 
Miss Guam Tourism winners made frequent vislts to various media outlets, shopping 
cenlers, Iravel agents, governmenl offices and olher high lraffic c~ areas to promole 
Guam and Invlle Ihe residenls of Ihe cilies 10 avail of Ihe direct flight services 10 Ihe 
Island. 

Many differenl cullural groups were able 10 perform In our key markels of Japan, Korea 
and China, bringing Ihe 'Hafa Adal' spirillo foreign consumers and media. Pa'a Taolao 
lano, Nalibu Musicanla, Jesse & Ruby, weaver, Alison Mckinnon, and Masler Carver, 
Robert Tailano, were JUSI of the few local lalenls showcased in shows such as the 
Japan Association of Travel Agenl fair (JATA), Korean Overseas Travel Fair (KOTFA), and 
the Inlernalional Travel Fair (lTF), Taipei . 

The largesl cunural promotion Ihallhe CHC handles is Ihe Guam Micronesia Island Fair. 
This year's 3-<lay evenl drew large croWds as local residents and visllors had Ihe oppor· 
lunity 10 watch Parker Yobel, Ihe musical sensalion from Palau and many olher cullural 
groups on is land who displayed several musical, dance and chanl numbers. The evenl 
also featured Micronesian handicrafts, food concessions. as well as agricultural dls4 

plays and products. 

FY2006 monies also wenllo new projects such as Ihe production of Ihe 'Nalibu Sons 
of Guam' CO, Ihe UOG Foundalion ., Finene'ne'na Konferensian Chamorro, Ihe OVO doc· 
umenlary for Ihe CAP program, Ihe Chrlslmas lIIuminalion for Ihe Governor's office In 
Adelup, and Ihe Inilial seed money for Ihe much awailed Guam Museum. 





REDESIGNING 
THE LANDSCAPE 
WHILE CULTIVATING 
LOCAL INTEREST 
AND OWNERSHIP 
{TAF} 
The Tourism Attraction Fund Planning & Development Committee Identifies and pursues 
capital Improvement and maintenance projects designed to enhance the tourism plant 
to keep Guam competitive with other world-class destinations. 

The GVB contracts a quality assurance manager to oversee three major projects: 
Tumon & Agana Beach Cleaning & Maintenance, Tumon Landscaping Maintenance and 
the Island-Wide Highway Maintenance projects. 

Most tourists and locals frequent the beaches leading up to the capital, of Guam 
(Hagatna). The Tumon and Agana Beach Cleaning & Maintenance is a scheduled 
mechanical raking and trash pickup from Gun Beach on the northern tip of Tumon Bay 
to the southern reaches of Alupang Cove In East Agana. 

Tuman Landscaping Maintenance is very important 1n ensunng that the visitor district is 
kept In top shape. Five-days·a-week landscaping and maintenance Is done along San 
Vitores Road up to the Bishop Fiores Rotunda. This Includes the median Islands, the 
GVB office and the three major Intersections leading to 'Hotel Row'(i.e. Horizon 
Condominiums to Westin Resort Guam, John F. Kennedy High School to Guam Marriott 
Hotel, and Ypao Road to Hilton Guam Resort & Spa). 

The third major project of the TAF Committee Is the Island-Wide Highway Maintenance 
project. In partnership with the Department of Public Works, the maintenance of desig­
nated roadways and medians were outsourced to upkeep major roads. 

Perhaps the TAF's most significant achievement for FY2006 was the Tumon Bay Marine 
Preserve Public Outreach Campaign. 

Public Law 24-21 enacted in May 1997 created Tumon Bay as a marine preserve. 
Realizing the Importance of continued efforts to preserve and simultaneously promote 
Tuman Bay, the Guam Visitors Bureau spearheaded the Tuman Bay MarJne Preserve 
Public Outreach Campaign. 

r 
r 
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With an $80,000 grant funded by the National 
Oceanic and Atmospheric Administration 
through the Bureau of Statistics & Plans, 
Guam Coastal Management Program (GCMP), 
the GVB entered Into a Memorandum of 
Understanding with GCMP to develop a com· 
prehenslve public outreach campaign for both 
our visitors and our local residents to protect 
the Tumon Bay Marine Preserve, 

The Tumon 8ay Marine Preserve Public 
Outreach Campaign developed and produced 
four (4) Information Kiosks· located at Ypao 
Park, Matapang Beach Park, Outrigger Hotel 
and Okura Hotel. A Tumon Bay Map was also 
created giving general Information on the types 
of marine life and coral found In Tumon as well 
as other general Information concerning the 
Importance of the environment. 

Rsh 10 Cards, also called 'critter cards' were 
constructed and distributed to tourists and 
members of the general public to Identity and 
understand the variety of sea life In Guam's 
waters, Lastly, a Coral Reef 150mlnute Video 
was created to be shown at participating 
hotels and airlines. 

The Bureau received support and professfonal 
expertise from the Dept. of Agriculture, 
Division of Aquatic and Wildlife, Guam Coastal 
Management Program, University of Guam, 
Guam Environmental Protection Agency, 
Western Pacific Regional Rshery Management 
Council and the Governor's Tournament of 
Champions which made the project possible. 

The kiosk was conceptualised and designed by 
Taniguchi Ruth Maklo Architects with construc· 
t lon done by Triple L Construction, Inc. 



TOURISM INDUSTRY 
RELATIONS 
AND VISITOR 
SATISFACTION 
COMMITTEE 
(TIRjVS) 

The Tourism Industry Relations/Visitor Satisfaction Committee addresses Issues to 
ensure the safety and satisfaction of visitors to our Island. Various concerns are 
addressed through cooperative efforts with the Guam Hotel and Restaurant Association, 
Japan/Guam Travel Association, Guam Police Department, Department of Revenue & 
Taxation. Department of Parks & Recreation, and other relevant entitles. 

Some of the committee's programs funded throughout the year are: Excellence in 
Tourism Awards. Tour Guide Certification, Welcome Services and Adopt·A-Park. In 
FY2006, GVB provided additional funding for projects carried out jointly with other gov­
ernment agencies: Airport Ambassador Program (assistance for incoming passengers 
during peak hours), Lt. Governor's Beautification Program (production of antl·graffittl 
educational campaign movie ads); Department of Parks & Recreation 
Restoration/Upgrade Project (for restroom facilities at various parks); Earth Day (educa­
tional outreach event at Ypao Beach Park organized by the Guam Environmental 
Protection Agency) and funding for production of television Safety Tip Information to be 
aired on the Visitors Channel for a period of two years. 





REDESIGNING 
THE LANDSCAPE 
WHILE CULTIVATING 
LOCAL INTEREST 
AND OWNERSHIP 
(SPORTS) 
On April 26, 2003, the Sports Tourism Action Group was established through Public Law 
27-12 to study and develop plans for enhancing and expanding Guam's sport's facilities 
and infrastructure, enabling Guam to host regional and InternaUonal sports events and 
effectively promote sports tourism, As a result of that study, the GVB Board of Directors 
approved the creation of the Sports Tourism Committee on October 09, 2003, 

The STC, though stili a fledging amongst the committees of the Bureau, has proved 
itself to be highly effective and beneficial to the community. A major undertaking in 
FY2006 was the 1st Annual Ko'Ko' Road Race. This signature event Is comprised of a 
20K Road Race and 4X5K Ekiden Relay. Unlike other races and marathons, this event 
features cultural performers and school bands along the route, a beautiful scenic ocean 
view and crowds of volunteers and spectators cheering the runners on. The race was 
strategically named in honor of Guam's national bird, the 'Guam Rail or Ko'Ko' Bird'. 
The BUreau has high hopes of truly building this signature event Into an International 
sensation, attracting runners from all over the globe. 

Spectators at the 4th East Asian Games in Macau were able to get a taste of Guam's 
culture and hospitality as cultural dancers were brought to showcase the island flair. 

FY2006 also saw the continuation of great events such as the Hilton Guam Resort & 
Spa's Annual Guam International Tennis Open. The tournament. sanctioned by the 
USTA (United States Tennis Association) draws participants from Australia, South Korea, 
Singapore, Japan, CNMI, Philippines and Guam. 

The Tuman Bay Ocean Swim held in the heart of the visitor industry, not only showcases 
ta visitors Guam's beautiful and pristine waters, but the event arso serves as a envl· 
ronmentally educational sports tour as participants are educated about the 
ocean, coral and other sea life before swimming amongst them. 

Other annual events sponsored by the Bureau Include, the Guam Racing 
Federation's 'Smokin Wheels', the Guam Bowling Congress World Tenpin 
Youth Championships, the Goodwill Regatta and Cocos Cup, the FlM Asian 
SuperCross Championship, the Governor's Cup Golf Tournament, the 
Guahan International Outrigger Invitational, and many others. 





REDEFINING 
OUR ROLE 
AND APPROACH 
IN OUR TRUSTED 
MARKET 

JAPAN 

FY2006 marked the 30th Anniversary of our operations in Japan. On January 23. 
1966, the Guam Visitors Bureau opened it branch office In Tokyo. We have evolved 
from a three (3)-man operation In one city to nine (9) staff In two cities. According to 
Mr. Shlnmachi, Chairman of the Japan Travel Agents Association, we have seen tourism 
from Japan to Guam grow In conjunction with the total outbound market from Japan. 
Guam holds a special place In Japan's tourism market. During th is historic event a 
reception was held in Japan that included Governor Felix Camacho and Senator Antonio 
Unpingco. 

The 33rd International Snow Statue Contest was held from February 4-8, as a part of 
57th Sapporo Snow Festival program. A total of 15 countries/regions woridwlde, Includ­
ing Guam, participated in this year's competition. Placing 4th overall, this year's contest 
marks Guam's 15th participation in the event. Team Guam was comprised of team 
leader, Mr. Jhamnong Kraltong (Executive Sous Chef) from the Westin Resort Guam, 
Mr.Rlcardo Valdez (Sous Chef/Artist) from the Guam Reef Hotel and Mr. Clement Irving 
(Butcher Chef) from the Guam Marriott Resort & Spa. 

The Guam Team was cheerful and had heartwarming conversations with tourists from 
around the world, and was often interviewed by national, local, and international media 
such as UHB TV, satellite TV, Hokkaldo Newspaper, and Reuters. At the venue, GVB 
Japan had distributed more than 500 Guam brochures, including hotel brochures of the 
participating chefs. 

With nine (9) cities In Japan with direct f lights to Guam, the Japan market is working 
harder than ever with direct consumer promotions to entice visitors to our island. We 
will continue on Into 2007 with the Guam Live Presentations (GLP), a consumer promo­
tion where cultural entertainers, musicians or Miss Guam's are brought to Japan to 
meet with consumers and stage a live cultural show. GLPs were held in every city with 
the exception of the Kanto Region. With a budget of $2B5,OOO the Bureau achieved 
over a 5:1 ratio on publicity throughout Japan, resulting In over $1.6 In publicity value. 





The Japan market relies heavily on the support of other organizations to achieve suc· 
cess. Two such groups are the Japan Guam Travel Association and the Guam Hotel and 
Restaurant Association. From added value campaigns, such as the Guam Big Summer 
Festival, to travel agent FAM Tours, like the 'Hafa Adal Study Tour', our travel Industry 
comes together to support one another, and put Guam's best foot forward for the bet· 
tefment of the Island. 

During this year's Hafa Adal StudY Tour, over 100 participants came from ali over Japan 
to learn more about the Island; therefore aiding them in the promotion and selling of 
packages and group tours to Guam. Agents who specialized in Senior tours were also 
encouraged to participate In the study tour. 

In continuing our relationship with our friendship cities, Kashiwa once again played host 

to the Guam delegation. In celebration of the 15th anniversary of our Sister City 
Friendship agreement, Guam sent a delegation of cultural performers, Miss Guam 
Tourism and Miss Guam Island Fair to participate In the 2006 Kashlwa Festival held 
from July 29-30. The group was welcomed warmly and Invited the Kashlwa Intemational 
Relations committee to Guam to continue the celebration. 

Once again, the fiscal year ended with Guam's participation at the JATA WTF. Featuring 
Guam's local performers, Jesse and Ruby, the Hafa Adai Guam Show was successful In 
attracting attention from consumers and media alike. Guam also featured Ms. Alison 
Mckinnon, Weaver, Mr. Robert Taltano, Master Carver, Japanese actors Ms. Nami 
Miyahara and Mr. Shoel, resulting In once agaln, over $1 million worth of publicity for 
Guam. 





CREATING A WINNING 
STRATEGY FOR 
DEVELOPING & EMERGING 
MARKETS 

KOREA 

While most consumers In developing & emerging (D&E) markets have to be more cost 
conscious, they stm want quality, variety and class In their choice destination. Insights 
Into the desires of these visttors drive the solutions and marketing initiatives we bring to 
these markets. 

For example, we identified the need for hosting Guam Food Festivals In the key cit ies In 
Korea. The Bureau has worked w~h major hotels and restaurants for a Guam Food Fair 
event with chefs brought In from Guam to cook traditional local dishes In Guam decorat· 
ed venues. 

In the coming year, we plan to arrange for a local chef to appear on a popular cooking 
show where the chef will prepare traditional Chamorro dishes and share the recipes 
with the Korean audience. 

This year marked the first time Guam Live Presentations were brought to Korea. 
Gauging from the success of the Japan GLPs, the Bureau brought Miss Guam Tourism 
winners to Seoul and Busan, to expose Guam's beauty and grace with the general popu­
lation at the major high traffic areas Including shopping malls, depots, and tour 
agent/ai~ine offices. After receiving favorable feedback and reception from the first GLP, 
the Bureau will continue the momentum and increase the number of GLPs for the com­
Ing year. 

Guam was a popular film ing spot for the Korean film and television industry in 2006. 
For example, the popular Korean entertainment program '6 Girls' filmed several 
episodes In the month of September. The program targets audience members ranging 
from young families In their 10'5 - 40's, the Office Lady (OL) market and the Free 
Independent Traveler (AT). The show featured six top female celebrities along with other 
famous guests as they play several games, which are now popular in Korea. 

Since it was first held in 1986, the Korea World Travel Fair (KOTFA) has grown to 
become a major national tourism exhibition. It Is the largest participation by Internation­
al and domestic tourism related organizations among travel shows In Korea. The annual 
event is also recognized and supported by International and domestic tourism authorl· 
ties Including WTO, The Ministry of Culture & Tourism of Korea, Seoul Metropolitan 
Government, Korea Tourism Organization and Korea Tourism Association. Guam's booth 
won "Best Booth Operation Award" and the cultural entertainers/dancers won the "Best 
Folklore Performance Award", 





CREATING A WINNING 
STRATEGY FOR 
DEVELOPING Be EMERGING 
MARKETS 

TAIWAN 

In a hyper-competitlve tourism marketplace, Edelman Taiwan, looked for high-value, cost· 
effective strategies and tactics to build the Guam brand locally. To help focus on the 
"fun In the sun" elements of Guam travel, GVB Taiwan worked with SET·TV and Its 
Treasure Hunter program. 

Designed as a trave~focused game show, the program Introduces tourism destinations 
through "treasure hunts" and adventure games for partiCipants. Hosted by Taiwan's top 
idols. the show also features popular singers, actors and other entertainers. 

The objectives for the partnership with Treasure Hunter were to: 1. Meet the goal of 
Increasing the awareness of Guam among the young, active audience; and, 2. Create 
programming that was engaging and Interesting and not just an "advertisement" for 
Guam. 

The Guam·based episodes of the show were Its highest·rated ever and the highest audl· 
ence numbers for SET·TV, with the most-watched of the 4 shows reaching 1,880,000 
viewers. Most Imponantly, the partnership has helped position Guam as a destination 
of choice for fun-loving Taiwanese tourists; therefore continuously increas!ng the number 
of visitors to the island. 

The Guam Visitors Bureau (GVB) has activated its Chinese-language website, which pro­
vides abundant, real t ime travel Information, itinerary planning, photo up~oad'ng, and a 
discussion board. 

Based on the findings from a 2005 survey of the demand and status quo of 
mobile/wireless applications and households' broadband access in Taiwan, it was dis· 
covered that roughly five million Taiwan households have Internet access and It Is a 
trend among people in Taiwan to book fl ights, buy tour packages, and gather travel infor· 
matlon on·line. Moreover, because many visitors from Taiwan tend to be free Independ· 
ent travelers, the GVB decided to set up this website to provide the best information 
service to them. 

The website provides comprehensive travel information on Guam, including the current 
weather, exchange rates between Taiwan and US Dollars, visa-free requirements, and 
promotional tour packages offered by trave l agents. Moreover, based on different vaca­
tion purposes, e.g .. weddings/honeymoons, golfing, family tours, incentive tours, etc .. 
the Chlnese-language s~e provides relevant Information, including how to contact local 
hoteliers and their URLs. Information on shopping, water spons, land pursuits, as weU 
as food and drinks are also Included to facilitate a convenient and pleasurable visit to 
Guam. 



This Web 2.Q.based site enables member Interactions and the arrangement of cus· 
tomlzed tours. Members are also able to seek sam .. mlnded travel mates and, after 
returning from Guam, are able to share with others how fun Guam Is by becoming a vir· 
tual tour guide using the site's photo uploading and travelogue functions. 

To date, 260 people are registered as friends of Guam and 197831 site clicks have 
been generated. The URL of th is website Is http'/ /yIwwVisltguam org,tw. 

In September of this year, Ash Leong, a leading singer of love songs In Asia, worked 
with the 8ureau for 'Hand In Hand', the title song of her newest album. Guam's white 
sandy beaches, crystal blue waters, exquisite chapels, and scenic ove~ooks, did great 
justice for the Interpretation of the song. Rock Group, Ash Leong's record company, 
worked with the Guam Visitors Bureau for the five-day shooting of the music video and 
TV special for 'Hand In Hand' . 

The MV braadcasted on Oct. 31 and generated great coverage In newspapers, TV, maga­
zine and website, for a total media PR value of USD 640,000. Ash used the photos 
that were shot In Guam as her second edition album cover and the DVD of the MV. 
Currently, 120,000 caples of her album were sold, which Is the top 10 bestselier In 
Taiwan. 

Moreover, during the recent International Travel Fair, Ash Leong made an appearance at 
the Guam booth to do a co-markeUng campaign that attracted thousands of attendees. 



CREATING A WINNING 
STRATEGY FOR 
DEVELOPING Be EMERGING 
MARKETS 

HONG KONG 

After two to three years of Intensive tactful marketing on promoting Guam as the best wed­
ding and honeymoon destination for Hong Kong. Guam has now been frequently voted as 
the -Best overseas wedding destination" by many leading magazines In Hong Kong. As a 
result. number of v ls~ors for FY 2006 surged over 30% in comparison to FY 2005. 

In 2006. GVB HK worked closely with travel agents and designated wedding planning com· 
panies to ensure Guam Is always their prioritized destination for perfect overseas wedding 
when talking to their customers. GVB HK provided ongoing support with promotional 
materials. needed Information. land support. and visa applications. GVB HK also provid­
ed staff support to wedding planning companies during all wedding exhibitions In Hong 
Kong (Total of 9 In FY 2006) to ensure Information of Guam was clearly explained and 
answered. In addition to staff support during wedding exhibit ions. GVB HK worked close­
Iy with wedding expo. organizers for on-stage activities and seminar talks such as the 
Chamorro dance competition and "All about Wedding in Guam seminar talk" to further 
enhance Guam's visibility to the wedding audience. 

On a high note. GVB HK organized the first ever "15 pairs of group wedding in Guam- In 

conjunction with Continental AI~lnes. Wand Bridal. and Gil In the 1st quarter of FY 2006. 
The event was a great success and garnered extensive media coverage. GVB HK has 
decided to turn this event into an annual highlight wherein "18 pairs of group weddings In 

Guam" was held In the 1st quarter of FY 2007. 

In addition to the wedding and honeymoon market. GVB HK held two diving famil iarization 
tours. 2 travel agency fam tours. 1 corporate MICE fam tour. and 4 leisure fam tours 
throughout FY 2006 so as to showcase other highlights of Guam that are hard to find else­
where in Asia. For example, a few of the locations and actiVities presented were the amaz· 
Ing blue hole diving adventure. WWI dive site. dolphin watching. world class golf courses. 
and the Chamorro village. 

In the coming year. GVB HK will focus a majority of our marketing efforts towards the 
Wedding and Leisure markets. while continuously paying special attention to the MICE. 
Diving. and Golf markets. GVB HK would also like to Invite more celebrities to visit Guam 
for various activities such as MTV or commercial shooting. TV programs. golf competI­
tions. and wedding ceremonies. 





CREATING 
A WINNING 
STRATEGY FOR 
DEVELOPING 
AND EMERGING MARKETS 

PACIFIC/MICRONESIA 

2006, for the Pacific market several projects took place. GVB continued to attend the 
Pacific Asia Travel Association (PATA) Micronesia Chapter quarterly meetings that were 
held in altematlng Micronesia Islands. 

GVB hosted the visit of the lucky draw winner and his family of the 1st Bisita Marianas 
Campaign In eMy April 2006. 

GVB sent a delegation to attend the annual PATA Conference that was held In Pattaya, 
Thailand. Senator AntoniO Unplngco led the Guam delegation comprised of GVB Board 
Chairman David Tydlngco, GVB General Manager Gerry Perez, and Ms. Pilar Laguana, 
GVB Marketing Manager. 

Ms. Gina Kono and Mr. Mark Manglona attended the PATA Travel Mart that was held in 
Hong Kong. Over 60 International buyers met with the GVB delegation during one-on· 
one meetings held over 3 days. 

AUSTRALIA 

From March 2 - 5, 2006, GVB partiCipated In a Guam & Micronesia Seminar for travel 
agents and co-exhlbited with Continental Micronesia at the Right Expo 2006 In the 
Calms/Brisbane area In Northern Australia. Joining the GVB were Micronesia represen· 
tative, Mr. John Salas, Chairman of the PATA Micronesia Chapter and Dr. Mlnoru Ueki of 
Palau, a chapter member. 

In Apnl 2006, GVB hosted a familiarization tour consisting of 6 travel agents and a rep-



resentative of Continental Micronesia Australia. Ms. Jessica Johnston, a reporter from 
Townsville Bulletin visited Guam from September 24 - 2B, 2006. 

PHILIPPINES 

For FY2006 Media Famil iarization Tours and friendly representations to members of the 
television, print and trade media proved to be a more cost effective means of creating 
awareness for Guam. 

Media Familiarization Tours were done for various television and print media such as 
'Sports Unlimited', 'Unang Hlri!' Television Program, and Metro Society Magazine. 

Travel Agent Familiarization Tours were held In May In partnership with Continental 
Airlines, as well as a joint tour with Philippine Airlines In July 2006. 

A major production, which took place on Island, was the 'Dlwata' Fashion Show In 
November 2005. Dita Sandico Ong, a Filipino fashion designer and celebrated wrap 
artiste, took Guam by storm as she showcased her natural woven fabrics and indige­
nous weaves. The show generated much hype both In Guam and Manila, and was fea­
tured on Fi lipino TV station AB5-CBN. 

The Bureau was also represented at the CEBU CIIEX (Cebu International Exhibit Trade 
Fa r), Themes & Motifs Bridal Fair Exhibit (January 2006), La Vie En Rose Bridal Fair 
Exhibit • Honeymoon Destination (May 2006), Visayas Mindanao Travel Mart (March 
2006), and the PTAA Travel Trade Fa!r (February 2006), where in GVB garnered the 
award for 'Best Marketing Booth'. 



CREATING 
A WINNING 
STRATEGY FOR 
DEVELOPING 
AND EMERGING MARKETS 

NORTH AMERICA 

Being a sma I market for Guam. the North America/Armed Forces Marketing Committee 
focuses its attention on generating story Ideas In key media and attending Important 
trade shows to generate travel leads and nurture Industry relationships. 

In FY2006 the Friends and Famlty/VFR "Come Home" website was established. The 4-
page site was created to offer 'Friends and Family' Information about travel deals and a 
place to communicate their love of the Island of Guam. Stories submitted by Individuals 
are posted regula~y. 

A photo contest was held to promote the web site. A total of 2500 people entered the 
Guam site through the Come Home site and a total of 14.000 visits to the Come Home 
Index page. 

In addition. a Dive/Adventure Landing page was put up with a slide show and a link to a 
PDF with complete Information on diving on Guam. 

GVB Implemented Its 1st Annual R&R Guam Tour from April 5 - 9. 2006. The project 
was tied in with the GHRA annual PHARE. Our neighboring Islands of Micronesia were 
Invited to participate In the R&R Guam Tour to Introduce their destination to the mll~ary 

personnel In charge of handling active military personnel recreational activities to 
include travel. 

GVB continued to attend the annual travel shows In the US mainland. such as, the 
Travel Industry Association POW WOW and DEMA (Dive Equipment and Marketing 
Association). 

For the first time, GVB together with other Micronesia Islands attended the Los Angeles 
Times Travel Show with Adventures In Travel Expo. This show was held In early February 
2006 In Long Beach, California. 





RESEARCH 

On August 20, 1990, Public Law 20-205 was signed, estab l ish ing a 
Research Oepartment withi n the Guam Vis itors Bureau. The Department 
was given the respons ibi lity of ·workl ng with other enti ties to collect, 
analyze, and eva luate pertinent data on t he visitor Industry and to 
disseminate comprehensive stati stics and other data on a monthly, 
quarterly and year ly bas is." Proj ects enumerated In the Initial budget 
Inc luded exi t surveys as well as month ly, quarterly and annual reports . 
The reports, surveys and studies produced by the Department are 
regularly provided to GVB members as a benefit of membership. 

In the fifteen years since Its creation, the GVB Research Department has 
continued to Implement the core projects outli ned In Its enabling 
legislation by producing over 200 statistical reports, conducting and 
Issuing Information more than 120 exit surveys that scrutinized 
responses of visitors from fi ve different markets; producing reports on 
the visitor Industry labor market; and ana lyzi ng data obtained from the 
arriva l forms fil led out by visitors. 
Since 1990, the Department has comp lied numerous annual Inventory 
reports on accommodations, opti onal tours, and recreational facilities; 
produced marketing effectiveness studies regardi ng performance In 
Japan, Korea. and Taiwan; made forecasts and projected arrivals and 
occupancy rates; and developed market share analyses vital to the 
Bureau's marketing strategies . 

The Research Department assumed the duty of processing the customs 
forms f i ll ed out by each trave ller to Guam In June 2000. For a number of 
years the Bureau had been prov iding maintenance for the equ ipment used 
to scan the customs forms and produce statistical printouts, wh il e the 
actua l sorting and scann ing had been conducted by the Guam Department 
of Commerce (DOC). 

By bringing the customs forms scanning In-house, the Research 
Department has been able to more quickly and accurately count arriva ls 
and produce statistical data regarding Guam's visi tors. 

Among the Fiscal Year 2006 monthly exit surveys conducted by the 
Department at the A.B. Won Pat Internationa l Ai rport Term ina l departure 
area, twelve were of Japanese visitors and 10 were of Korean vis itors. 
These surveys provided a very va luable ·snapshot" of visitors' 
perceptions while In Guam. The profi le of the visitors supplies a wealth of 
Information, Including reasons for coming to Guam, length of the ir stay, 
and a rating of fac il iti es and attractions. 



FISCAL YEAR ARRIVALS 
AIR & SEA 

Total Air Total Sea Total Air & Sea %CHG LY Growth Rate 

FY2003 810,150 46,781 856,931 -15.5% 

FY2004 1,112,231 43,968 1,156,199 34.9% 

FY2005 1,165,149 44,998 1,210,147 4.7% 

FY2006 1,189,891 27,220 1,217,111 0.6% 6.17% 

FISCAL YEAR ARRIVALS 

FY2003 FY2004 

October 88,712 83,254 

November 95,441 97,489 

December 37,949 93,934 

January 57,826 101,809 

February 84,739 112,053 

March 68,269 97,433 

April 57,325 79,556 

May 61,175 86,704 

June 50,872 87,298 

July 73,150 102,463 

August 86,577 113,611 

S~gl~mb~[ 94,896 lQQ,5iil5 

TOTAL 856,931 1,156,199 

Soun;e: Customs Declaration Forms, Customs & Quarantine Alency 
ProcttSS~ and compiled by the GV8 Research Deparrment 

FY2005 

86,057 

91,155 

101,147 

114,446 

109,628 

103,785 

88,602 

92,472 

97,951 

115,136 

109,465 

lQQ JQJ 

1,210,147 

Military air & sea arrivals 8n1 Included appropriately. DetIJlled breakdown available upon request. 

MONTHLY 
FY2006 %ChgLY 

93,680 8.9% 

99,441 9.1% 

102,678 1.5% 

119,562 4.5% 

106,924 -2.5% 

114,075 9.9% 

87,016 -1.8% 

92,459 0% 

88,919 -9.2% 

109,723 -4.7% 

114,982 5.0% 

87,652 :12&& 
1,217,111 0.6% 



FISCAL YEAR ARRIVALS 
BY COUNTRY 

FY2003 FY2004 FY2005 

Japan 606,100 897,046 938,731 

Korea 94,429 92,559 104,844 

Taiwan, R.O.C. 17,576 24,471 23,048 

US Mainland 33,870 35,885 38,035 

Hawaii 8,008 8,907 9,115 

CNMI 17,817 18,978 18,622 

Palau 3,109 3,353 3,530 

FSM 9,500 8,715 8,334 

RMI 681 818 912 

Philippines 6,381 7,135 6,598 

Australia 1,900 2 ,663 2,741 

Canada 547 582 514 

Europe 1 ,361 1,432 1,737 

Hong Kong 5,054 5 ,150 4,293 

Nauru 6 14 5 

Thailand 219 272 161 

China, PRC 733 827 867 

Vietnam 27 38 31 

~ ~ ~ ~ 

Total Air 810,150 1,112,231 1,165,149 

Total Sea 46,781 43,968 44,998 

Total Air" Sea 856,931 1,156,199 1,210,147 

FY2006 % ChgLY 

962,731 2.6% 

114,471 9.2% 

17,018 -26.2% 

34,651 -8.9% 

8 ,850 -2.9% 

18,070 -3.0% 

3,121 -11.6% 

8,173 -1.9% 

997 9.3% 

7,980 20.9% 

2,380 -13.2% 

579 12.6% 

1,421 -18.2% 

5,455 27.1% 

10 100.0% 

217 34.8% 

1,068 23.2% 

24 -22.6% 

~ :11.l.2I. 

1,189,891 2.1% 

27,220 -39.5% 

1,217,111 0.6% 
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JAPAN VISITOR ARRIVALS 
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42,883 

1IIIU.H 
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80.506 -608,100 



GUAM'S MARKETSHARE 
OF JAPAN TRAVELERS 

FY2OO3 Guam Guam FY2OO4 Guam Guam FY200s Guam Guam FY2006 Guam 

JOT' p",,' MS' JOT' p",' MS' JoT' p" • MS' JOT' P.,' 

Oct ... , 1,483,874 66,250 4.46% 1,295,142 65.601 5.07% 1.556,712 70,161 4.51" 1.502,194 75,480 

NoYember 1,396,561 69,659 
4_ 

1,259,963 74,098 .. """ 1,484,702 73,296 4.94" 1.500,684 81,059 

~mber 1,392,127 24,331 1.75" 1.327.133 14,034 5._ 1,425,000 79,336 5.5'" 1.401.797 82,769 

1$1 QI..Io!ttr 4.272.562 160,240 3 .75" 3,882.238 213.733 5.51" 4,466,414 222,793 ..... 4,404,675 239.308 

J ... ....., 1.262.094 42,066 3.33lI. 1.189,547 79.640 6.6~ 1.453,740 88,977 6 .12% 1.343,554 93,571 

February 1.318.859 54,676 4.15'" 1.256,253 77,635 6 .18% 1,374,771 80,955 5 .... 1,398.M1 84.873 

March 1.25&.784 52.834 4.2011 1,312,696 80.415 6.13" 1,533,379 85,283 5.",", 1,577,432 94,653 

2nd Quarter 3,837.737 149,576 3.""" 3,758,496 237,690 6.32% 4,361.890 255,215 585" 4 319,647 273,097 

Apri l 71;,127 34,039 4.73% 1,208,082 62,424 5.17" 1,329,301 68,197 5.13" 1.280,116 67,530 

May 567,832 31.597 5.56% 1,269,328 68,887 5.43" 1,261,561 71,277 5.65" 1.385.268 70,787 

June 682,259 33,765 5.1a. 1,350.207 68,157 5.05" 1 ,355,480 72,897 5._ 1 ,425,400 159,140 

3rd Quane( 1.949,218 99,401 5.1a. 3,827.617 199,468 5.21" 3,946,342 212,371 .. """ 4,090,784 207,457 

"'" 973,241 51.857 5.33lI 1,468.142 18,001 5.31" 1,422,240 78,899 5.55" 1,448,126 83,837 _t 
1,295,385 64,520 4 ..... 1.676,206 85,145 5.",", 1,1528,000 84,097 5.17% 1.704,010 87.676 

September 1,358,511 SO,506 5.93" 1.639,445 83,003 ' .0611 1,624,000 85,356 5.26% 1.1527,000 70,633 

4th Quarter 3,627,137 196,883 5.43" 4.783.793 246,155 5.15" 4,674,240 248,352 5.31" 4.77SU36 242.146 

FY TOTAL 13,686,654 606.100 4.4:1'1( 16,252.144 897,046 5 .52% 17,448,886 938,731 5.38'1' 17,594.242 9&2,008 

1 Japan OYef5e8S TraYellers. NOTE: 2003-2005 figures are flnaf. Seprember 2005 are prer,·minary. Source: Ministry of Jusrlce, Japan. Compiled by the 
Japan Narlonal Tourist 0rtanlraUon 
2Gu.m's Pax. Source: Customs Declaration Forms. Customs & QU8f8nril'l6 Agency. ComplIed by the Guam Visitors Buteau 
3Gu1m Market Share 

Guam 

MS' 

5.02% 

5.4011 

5.9O!I 

5 .43% 

.. -
6.07" 

•. 0011 

O-l2!< 

5.28% 

5.11" 

4.85" 

5.07'" 

5.79% 

5.15" 

• 34" 

5.0nt. 

... '" 



FY2006 JAPAN 
VISITOR PROFILE 
• All surveys were partially Interviewer administered, as well as self·admlnlstered. Upon completion of the 

surveys, QMark's professional Japanese speaking interviewers double-checked each questionnaire for 
consistency and completeness with the respondent present. 

• A total of 4,823 departing Japanese visitors (October 2005- September 2006) were randomly Interviewed 
at the Guam A.B. Won pat Interna~onal Airport's departure and waiting areas. 

• The margin of error for a sample of 4,823 is +/ -1.47 percentage points with a 95% confidence level. 
That Is, if all Japanese 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 +/·1.47 percentage points, 

Marital Status FY2006/FY2005 Average Length of Stay 
Married 35%/35% 1- 2 nights 26%/9% 
Single 65%/65% 3 nights 67%/84% 

4+ nights 7%/7% 
Overall Age 
Less than 20 years 3%/4% Travel Planning 
20-29 years 58%/ 60% Full tour package 19%/ 14% 
30-39 years 26%/24% Free-time package tours 69%/74% 
40-49 years 10%/8% Individually arranged travel 3%/5% 
50+ years 4%/5% Group Tour 8%/7% 

Personal Income 
Less than ¥3M 21%/34% Most 
¥3M-¥3,9M 16%/18% Travel Motlv~on 
¥4M-¥4,9M 12%/12% Reason Important 
¥5M-¥6.9M 17%/10% Beaches, seas, climate 57%/47% 
¥7M-¥9,9M 13%/5% 16%/14% 
¥10M+ 17%/4% Pleasure 50%/41% 
No Income/ unspecified 4%/16% 16%/ 14% 

Short travel time 47%/29% 
Travel Companions 9%/ 8% 
Friends 53%/ 57% Relaxation 35%/29% 
With Spouse 18%/16% 10%/ 6% 
With Office Males 13%/13% Shopping 34%/29% 
With Family 14%/12% 4%/5% 
With Children 7%/6% Price 33%/29% 
Travelled Alone 0%/1% 10%/9% 
Other 3%/1% Prior trip 29%/25% 

2%/ 9% 
First Timers/Repeaters Watersports 20%/15% 
First Trip 70%/71% 3%/3% 
Repeat Visitor 30%/29% Recommendation 19%/13% 

Repeat Visitors Last Trip: 6%/4% 
Within the last year 18%/23% Company trip na/ ll% 
lto 2 years ago 24%/20% na/ 8% 
2 or more years ago 58%/57% 

Expencfltures Per P&ISOn (mean average) 
Gender Prepaid 
Male 50%/ 50% On-ls land 
Female 50%/ 50% 

Souru: FY2006 GVB Japan Exit Surveys and FY2006 Date AggregatJ.on Report. 
Fieldwork and analysis by QMark Research & Pol;ing 

$622.04/ $600.70 
$666.21/ $675.56 



FY 2006 

October 

November 

December 

1st Quartet 

January 
February 
March 
2nd Quarter 

AprIl 

May 
June 
31d Quarter 

July 
August 
September 
4th Quarter 

FY 2006 Total 

Market Mix 

~ 

October 
November 
December 
15t Quarter 

January 

February 

March 

2nd Quarter 
April 

May 

June 
3td Quarter 

July 

August 
September 

4th Quarter 

FY 2005 Total 

Market Mix 

KOREAN VISITOR ARRIVALS 
BY REGION 

Sf!Oul 

4,393 

5,165 

4,852 

14,410 

7,325 

5,972 

5,479 
18.776 

5,161 

6,510 

4,597 

16,268 

8,220 

9,979 

4,410 

22,609 

72,063 

113% 

S§OIII 

2,997 

4,194 

5,072 
12,263 

7.428 
6,003 

3,981 

17,412 

4,967 

4,960 

4,820 
14,147 

6,697 
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3,786 
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SOlI 
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348 
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1,159 

1,180 
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396 
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356 
431 

364 

1.151 

859 
1,037 

180 
2.076 

6 ,677 

n. 

Pu n 
180 
278 

300 
758 

1,893 

934 

308 

3,135 

932 

1,196 
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2,496 
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1,058 

207 
2,U3 

8 ,502 

III 

Taegu 
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358 

250 

913 

643 

379 

283 
1,305 

287 

343 

265 

895 

559 

621 

257 

1.437 

'.550 
.% 

T QlI 
88 

172 

214 
474 

953 

376 

236 

1 .565 

255 
347 

239 

841 

408 

514 

214 
1,135 

4 ,016 

.% 

Inchon 

409 

457 

310 
1,176 

617 

477 

443 

1.537 

450 

363 

423 

1.236 

534 

662 

369 

1.565 

5.514 

5% 

KwangJu 

163 

148 
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424 

256 

220 

134 
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166 

207 

156 

529 

297 

407 

106 
810 

2 ,313 

2% 

Inoh2n IIwi!JlgJy 

303 50 

429 88 

353 152 

1 .085 

674 

345 

390 

1.409 

377 

480 

370 

1.227 

456 

488 

313 

1.257 

4.978 

6% 

290 

322 

223 

134 

6'" 
134 

151 

103 

386 

130 

162 

91 

383 

1,7'0 
2% 

TaeJon 

153 

209 

206 

568 

292 

239 

243 

774 

187 

194 

192 
573 

299 

389 

170 
858 

2,773 

2% 

IHlml 
6B 

106 

181 
355 

326 

280 
235 
841 

274 

219 

187 

680 

284 

396 

124 

80. 
2 ,680 

3% 

Other 

1.555 

1.508 
1.442 

<.505 

2,140 
1,784 

1.433 

5.357 

1.457 

1,678 

1,373 
4,508 

2,618 

2.463 

1.070 

6.151 

20,521. 

18% 

!!IlII.t 
858 

1,332 

1,249 
3,439 

2.989 
1.675 

1.300 

5.96< 

1,702 

1,829 

1.273 
4,804 

1.832 

2.469 

999 
5.300 

19.507 

l.lI% 

TOTAL 

7,342 

8,193 

7,620 

23,155 

12,453 

9,786 

8,411 

30.650 

8,064 

9,726 

7,370 

25,160 

13,386 

15,558 

6,562 
35,506 

114,471 

Il1IAl. 
4,544 

6,599 

7.521 
18.664 

14.585 
9,836 

6,584 

31.005 

8,641 

9.182 

7.360 
25,183 

10.655 
13,603 

5,734 

29.992 

104,844 



KOREAN VISITOR ARRIVALS 
BY REGION 
FY 2004 SIl!lIl ~ !@WI Iru;Illm !\lNiI~. Taojon Other TOr,.l 
October 3,848 384 236 398 108 164 1,026 6 ,164 

November 5,324 332 222 399 109 163 1,229 7,778 

December 4,687 440 269 304 144 198 1,315 7,357 

1st Quarter 13.859 1.156 727 1..101 361 S2S 3570 21,299 

January 6,000 417 268 601 218 314 1,746 9,564 

February 7,467 672 450 547 284 336 2,367 12,123 

March 3 ,839 257 174 453 116 134 905 5,878 
2nd Quarter 17,306 1.346 892 1 ,601 618 78_ 5018 27 ,565 

April 3,849 277 130 261 110 134 929 5,690 

May 3 ,944 307 227 235 103 105 1,049 5 ,970 

June 3 ,558 331 216 299 73 189 890 5,556 
3td Quarter 11,351 91" 573 795 288 _28 2,868 17.216 

.kI1y 6,597 463 515 382 159 211 1,450 9 ,757 
August 6,898 572 364 536 189 233 1,966 10,758 
September 4.037 272 155 248 82 124 1,046 5 ,964 

i\tLQIJafw = U21 l.lli 1.MIi ~ ~ §M.2 :/§..ill 

FY 2004 Total 60,048 4,724 3,226 4 ,643 1,69' 2,305 15,918 92,559 

Morteot MI. SS% S% 3% 5% 2% 2% 17% 

fY 2003 S=!I ~ IJlWI IlKIllm I!!!:lru:II' Il!l>Jon = l!ffi\~ 
October 3,848 384 236 398 108 164 1,026 11,114 

November 5,324 332 222 399 109 163 1,229 13,541 

Decembe, 4,687 440 269 304 144 198 1,315 3 ,732 
1st Quarter 13,859 1.156 727 1,101 361 52' 3,570 28,381 

January 4,180 383 242 357 141 181 990 6 .480 
February 5,579 399 308 459 182 150 1,416 8 ,553 
Man:h 3,764 287 181 475 106 146 894 5 ,853 
2nd Quarter 13.523 1.069 731 1 .49J. 43. 477 3,360 20.886 

April 3,066 350 225 330 152 109 880 5 ,112 
May 4,565 373 198 333 96 151 866 6 ,582 
.kine 4,576 470 190 332 84 164 924 6 ,740 

3td Quarter 12.207 1193 813 995 332 42. 2 ,610 18.434 

July 6,460 567 348 386 114 199 1,324 9 ,398 

August 7,154 1,381 511 529 146 219 1.599 11,539 

September 3,789 369 227 281 92 114 913 5,785 

4th Quarter 17,403 2.317 1.086 1 .196 352 532 3 ,83G 26 ,722 

FY 2003 Total 56,992 5,735 3 ,:157 4,583 1,480 1,958 13,436 94,429 

Market Mix 6S" 7'1 4% 5" 2% 2% 15" 



GUAM'S MARKETSHARE 
OF KOREA TRAVELERS 

FY 2003 Guam Guam FY 2004 Guam Guam 

KOT' Pax 
, 

MS' KOTI Pax 
, 

MS' 

October 605,926 11,114 1,83'16 648,368 6,164 0 ,95'16 

November 580,686 13,541 2.33'16 640,191 7,778 1.21'16 

December 559 ,489 3 ,732 0 ,67'16 617,180 7,357 1.19'16 

111 Quarter 1,748,j.01 28,387 1.83% 1,905,739 21,299 1.12% 

January 742,059 6 ,480 0.87'16 793,478 9 ,564 1.21% 

Febn.lary 621,505 8,553 1.38'16 670,447 12,123 1.81'16 

March 519,583 5 ,853 1.13'16 587,629 5 ,878 1.00'16 

2nd Quarter 1,883,147 20,886 1.11% 2,051,554 27,585 1.34'16 

Apnl 339,376 5,112 1.51'16 642,413 5,690 0.89'16 

May 360,293 6,582 1.83'16 680,185 5,970 0.88'16 

June 483,985 6 ,740 1.39'16 712,260 5,556 0 .78'16 

3rd Quarter 1,183,834 18,434 1.58% 2,034,858 17,218 0.85% 

July 729,337 9,398 1,29% 897.234 9,757 1.09'16 

August 793,315 11,539 1.45% 930 ,573 10,758 1 .16'16 

September 591,151 5,785 0.98'16 882,244 5,964 0.87% 

4th Quarter 2,11.3,803 26,722 1.26% 2,510,051 28,479 1.05% 

FYTOTAL .,928,686 94,429 1.36% 8,502,202 92,559 1.09% 

1 Korea Ollltrseas TraYellers. Source: Korea National Tourist O"anlmtlon 
2Gusm's Pux, Soun:e: Customs Declarstlon Forms. Customs & QUBranUne Agency 
3 Guam Ma/1(et Share 

FY 2005 Guam Guam FY 2008 Guam Guam 

KOTI Pax 
, 

MS' KOT' Pax 
, 

MS' 

757,538 4,544 0,60'16 848,088 7 ,342 0,87'16 

745,887 6,599 0.88'16 784,032 8 ,193 1.04'16 

725,697 7,521 1.04'16 790,681 7,620 0.96'16 

2,229,122 18,584 0.84% 2,422,801 23,j,55 0.96% 

897,406 14.585 1.63'16 985,287 12,453 1.26'16 

745,998 9 ,836 1.32'16 944,596 9,786 1.04'16 

707,058 6,584 0.93% 823,918 8,411 1.02'16 

2,350,462 31,005 1.32% 2 ,753.801 30,650 1.11% 

762,096 8,641 1.13'16 855,082 8,064 0.94'16 

802,497 9,182 1.14'16 848,492 9,726 1.15'16 

864,057 7,360 0.85'16 837,738 7,370 0.88'16 

2 ,428,850 25,j,83 1.04% 2,541,312 25,j.80 0,99% 

1,020,757 10,655 1.04'16 nja 13,386 nja 

1,069.400 13,603 1.27% nja 15,558 nja 

785,549 5,734 0 .73'16 nja 6,562 nja 

2,875,708 29,992 1.04% nja 35,506 nla 

9,883,940 104,644 1.06% nla 11.4,506 nla 



TAIWAN VISITOR ARRIVALS 
BY REGION 

Taoyuan, 
EI2!!lIII JalJIIl HIs:tbIIUDi: IilillibliDIl Mllall. HllOlby 
October 1.381 63 83 176 
November 849 71 99 104 
December 941 91 186 159 
1st Qworter 3,171 225 368 439 
January 1.889 118 224 250 
February 1.217 75 157 195 
March 594 88 100 81 
2nd Quarter 3,700 281 481 526 
April 609 69 79 109 
May 888 78 70 81 
June 944 49 120 147 
3rd quarter 2,441 196 269 337 
July 1.233 87 218 136 
August 667 80 152 118 
September 612 49 62 85 

~b gllllll[ 2.W W ~ 3D 
FY2006 Total 11,824 918 1,550 1,641 
Market Mix 69% 5% 9% 10% 

I4!cWMaO. 

~ IAlDIl Kaobllung IalGbung Mllall, tliloabu 
October 1.237 76 127 125 
November 978 58 75 77 
December 811 55 97 170 
1st Quarter 3,026 189 299 372 
January 1,437 90 123 145 
February 2.415 138 231 296 
Marcil 1 .077 123 127 99 
2nd Quarter 4,929 3$1 481 540 
April 995 95 56 66 
May 1.452 76 80 190 
June 1.690 124 181 179 
3rd Quarter 4,137 295 317 435 
July 2.164 165 237 380 
August 1.631 112 114 213 
September 1.101 77 88 169 

!1b lluldl[ YlII 3H !I3ll ill 
FY2005 Total 16,988 1,189 1,536 2,109 
Market Mix 74% 5% 7% 9% 

IIIIm IlIJAL 
85 1.788 

60 1.183 

99 1,476 

244 4,447 
141 2.622 

133 1.777 

88 951 

362 5,350 

76 942 

59 1.176 

70 1.330 

205 3,448 

142 1.816 

87 1.104 

45 853 

m un 
1,085 17,018 

6% 

IIIIm IlIJAL 
110 1.675 

58 1.246 

55 1.188 

223 4,109 

95 1.890 

118 3.198 

63 1.489 

276 6 ,577 

40 1 .252 

97 1.895 

117 2.291 

254 5,438 

259 3 .205 

144 2.214 

70 1.505 

!ll I..J.2! 
1,226 23,048 

5% 



EY2lIlI! IAIIIIl 
October 1.278 
November 728 

December 1.223 
1It Quarter 3,229 

January 2.020 

february 1.278 
March 1.127 
2nd Quarter 4,425 
April 1.076 
May 1,478 

June 1.888 
3,d Quarter 4,442 
July 1.944 
August 1.929 
September 1.557 

~gy.WI[ M3lI 
FY2004 Total 17,626 

Market Mix 72% 

rugga :rum 
OCtober 1.128 
November 781 

December 808 
1It Quarter 2,73.7 

January 1.008 
February 1.848 

March 652 

2nd Quarter 3,508 
April 526 

May 446 

June 779 

3td Quarter 1,751 
Juy 1.959 
August 2.034 
September 1.329 

~b gUldar U22 
FY 2003 Total 13,298 

M<Wket Mix 76% 

TAIWAN VISITOR ARRIVALS 
BY REGION 

raOYYan, 

Kapb,lyng IlllibllDl= Mligil. Hllolbu IIIlw ImL 
72 145 130 55 1.680 

58 111 70 62 1.029 

140 148 109 94 1.714 

270 404 309 211 4,423 
135 297 405 119 2.976 

118 99 195 96 1.786 

121 177 145 113 1.683 

374 573 745 328 6,445 

89 118 146 114 1 .543 

113 103 171 126 1.991 

148 168 140 96 2.440 

350 389 457 338 5,974 

132 215 295 214 2.800 

153 160 263 192 2.697 

134 109 207 125 2.132 

ill ~ ill li31 un 
1,413 1,850 2,276 1,406 24,471 

6% 8% 9% 8% 

TIOYUP 
Kagbtlun, II~bf.Iog MIIRII. Hliolbu IIIbtt ImL 

78 96 122 80 1.484 

84 48 74 47 1.034 

0 0 0 0 808 
182 1M 196 107 3,326 

83 80 118 87 1.376 

150 245 268 119 2.630 

48 20 55 40 815 

281 345 441 248 4,821 

67 61 40 41 735 

35 47 27 33 568 
55 86 75 68 1.083 

157 194 142 182 2,406 

135 234 221 91 2.640 

101 140 207 91 2.573 

111 92 185 93 1.810 

m g§ w ill Ll!23 
947 1,149 1,392 790 17,576 

5% 7% 8% 4% 



GUAM'S MARKETSHARE 
OF TAIWAN TRAVELERS 

FY 2003 Guam Guam FY 2004 Guam Guam 
Guam FY2006 Guam Guam 

TOT' Pax 
, 

MS' TOT' Pax 
, 

M5' 
MS' TOT' Pax' MS' 

October 615.504 1,484 0.24% 651.386 1.680 0.26% 

0.24% 710.221 1,788 0.25% 

November 506.730 1.034 0.20% 536.481 1.029 0 .19% 
0.22% 560.080 1,183 0.21% 

December 503.234 808 0.16% 508.667 1 .714 0.34% 

0.21% 555.265 1.476 0 .27% 

1st Quartef 1,625,468 3,326 0.20% 1,696.534 4,423 0.26% 
0.22% 1,625,566 4 ,447 0.24% 

January 542.979 1.376 0 .25% 668.148 2.976 0.45% 
0.33% 667.004 2.622 0 .39% 

February 619.199 2.630 0 .42% 506.105 1.786 0.35% 
0.45% 710.619 1.777 .025% 

March 470.929 815 0.17% 576.992 1.663 0.29% 
0.25% 651.368 951 .015% 

2nd Quarter 1,633,107 4,821 0.30% 1,751,245 6,445 0.37% 

0.35% 2,028,991 5,350 0.26% 

April 232.836 735 0.32% 630.184 1.543 0.24% 

0.18% 732.699 942 0.13% 
May 112.983 588 0.52% 805.731 1.991 0.33% 

0.27% 699.665 1.176 0 .17% 

June 249,789 1.083 0 .43% 720.843 2.440 0.34% 

0.31% 757,014 1,330 0.18% 

3td Quarter 595,608 2,406 0 .40% 1,956,758 5,974 0 .31% 

0.26% 2,1.89,578 3,448 0.16% 

July 678.036 2.840 0.39% 831.624 2.800 0.34% 
0.36% 902.710 1.816 0 .20% 
August 718,522 2.573 0 .36% 755.375 2.697 0.36% 
0.28% 816,489 1.104 0.14% 

September 601.265 1.810 0.30% 655.359 2.132 0.33% 
0.22% 698.982 853 0.12% 

4111 Quarter 1,997,823 7,023 0,35% 2,242,358 7,629 0.34% 

0.29% 2,417,881 3,773 0.16% 

FYTOTAL 5,852,006 17,576 0.30% 7,646,895 24,471 0.32% 

0.26% 8,462,016 17,018 0.20% 

FY 2005 Guam 

TOT' Pax 
, 

684.425 1.675 

579.489 1.246 

566.377 1.188 

1,830,291 4,109 

568,456 1.890 

712,463 3 .198 

598.709 1.489 

1,879,628 6,577 

700.031 1.252 

701.569 1.895 

729.041 2.291 

2,130,641 5,438 

890.098 3.205 

785.337 2.214 

696.855 1.505 

2,372,290 6,924 

8,212,850 23,048 

1 Taiwan Overseas Travellers. Source: Tourism Bureau, Ministry of Transportation and Communications. Republic of China 
2 Guam's Pax. Source: Customs Declaration Forms. Customs & Quarantine Agency 
3 Guam Market Share 



ill ~ ~ Wi ED MAR 
FY2002 391 658 1.009 489 869 660 

FY2003 645 607 357 216 575 327 
FY2004 379 379 417 504 345 339 

FY2005 380 357 444 230 403 353 

FY2006 487 436 483 522 295 336 

ill ~ ~ Wi ED MAR 
FY2002 494 527 527 404 509 754 

FY2003 537 648 466 460 369 521 

FY2004 532 577 631 449 501 661 

FY2005 607 493 571 516 547 698 

FY2006 781 685 658 543 497 614 

ill ~ ~ Wi ED MAR 
FY2002 2.198 3.170 3.080 2.673 2.258 2.695 

FY2003 2.559 2.697 1.682 2.240 2.460 2.561 

FY2004 2.376 2.301 3.081 2.267 2.311 2.616 
FY2005 2.625 2.388 3.316 2,492 2.253 2.716 

FY2006 2.192 2,426 3.003 2.108 2.060 2.621 

VISITOR ARRIVALS 
BY COUNTRY 

HONG KONG 
AfB MAY .IIlli .IlII. AIIli &if Il!JAI. 
731 987 861 860 976 402 8,893 

437 327 341 383 509 330 5,054 

488 359 559 541 512 328 5,150 

284 421 262 291 489 379 4,293 

574 494 361 572 425 470 5,455 

PHILIPPINES 
AfB MAY .IIlli .IlII. AIIli &if Il!JAI. 
629 550 589 522 466 456 6,427 

697 667 591 511 495 419 6,381 

893 765 556 556 525 489 7,135 

620 601 518 525 447 455 8,598 

990 846 560 585 555 665 7,979 

MICRONESIA 
CNMI • Palau· FSM • RMI 

AfB MAY .IIlli .IlII. AIIli &if Il!JAI. 
2,405 2.772 3.055 2.932 2.742 2.188 32,168 

2.960 2.837 3.089 3.160 2.67122.191 31,107 

2.749 2.735 2.890 4.214 2.172 2.336 32,050 

2.349 2.562 3.199 3.097 2.391 2.010 31,398 

2,491 2.507 3.006 3.414 2,470 2.060 30,358 



NORTH AMERICA • HAWAII 
ARMED FORCES 
Hawaii (civilian air " .. al 

II!lI IIWl 11& WI EEII MAlI AflI MAY IlII!I .IlIL AIIli liEf mw. 
FY2OO3 2.911 2.412 3.200 2.728 3.165 3.098 3.049 3.091 2.929 2.838 2.354 2.095 33,870 
FY2004 2.457 2.446 2.733 2.944 3.185 3.146 3.203 2.909 3.045 3.913 2.946 2.956 35,885 
FY2005 3.281 2.684 3.008 3.383 3.423 3.402 3.415 3.045 3 .518 3.726 2.741 2.429 38,035 
FY2006 2.627 2.302 2.839 2.656 2.794 2.972 2,656 2.907 3.375 2.656 2.764 2.558 33,466 

U.s. Mainland (civilian air 6; sea) 
II!lI IIWl 11& WI EEII MAlI AflI MAY IlII!I .IlIL AIIli liEf mw. 

FY2003 671 719 589 686 579 803 652 747 657 672 561 672 8,008 
FY2004 747 801 655 614 716 751 686 660 927 854 750 736 8,907 
FY2005 737 906 600 933 655 813 726 652 776 814 789 704 9.us 
FY2006 700 822 635 692 657 825 692 763 823 692 752 679 8 ,742 

Armed Forces (air" Ha) 
2006 2005 2004 2003 

aJII liEA mw. AlB liEA mw. aJII liEA mw. aJII liEA mw. 
OCT 389 1.493 1.862 494 2.990 3.484 409 2.637 3 .046 938 1.328 2,266 
NOV 253 1.607 1.860 757 2.470 3.227 780 7.470 8 .250 322 3.447 3.769 
DEC 405 1.944 2 ,349 1.036 1.049 2.085 402 963 1 .365 556 563 1.139 
1st QTR 1,027 5.044 6,07.1 2,287 6,509 8,796 1,591 11,070 12,861 1,816 5,358 7,174 
JAN 328 3.424 3.752 647 814 1.651 547 1 .759 2.306 364 959 1.323 
FE8 565 2.762 3.347 617 7.458 8 .075 562 10.770 11.332 686 11.064 11.750 
MAR 566 1.968 2.534 566 1.536 2.102 414 1.120 1.534 561 453 1.014 
2nd QTR 1,479 8,154 9,633 2,030 9,808 1:1,838 1,523 13,649 15,172 1,611 12,476 14,087 
APR 551 1.424 1.975 1.136 2.029 3.165 399 1.097 1.496 627 9.063 9.690 
MAY 561 1.769 2.330 558 1.716 2.274 703 1.152 1.855 453 13.665 14.118 
JUN 1.164 1,858 3.022 585 5.884 6.469 543 1.534 2.077 416 1.050 1.466 
3rd QTR 2 ,276 5 ,051 7.327 2 ,279 9,629 11,908 1,645 3 ,783 5,428 1,496 23,778 25,274 
JUL 408 1.210 1.618 1.019 13.241 14.260 1.234 477 1.711 472 1.085 1.557 
AUG 697 2.985 3.682 324 2.015 2.339 869 6.962 7.831 195 748 943 
SEP 713 2.435 3.148 497 1.191 1 .668 720 2.045 2.765 451 506 957 
!Ib.llIII l.W §.UlI lIMII 1JI!R aMI :LII.2lI1 2JW lUll! ~ 1.l1II un Mll 
FY Total 6.600 24,879 31,479 8,436 42,393 50,829 7,582 37,986 45,568 6,041 43,951 49,992 

HOTEL OCCUPANCY TAX COLLECTIONS 
EY2Qlla ~ El2ll!l!i WOO§ 

COLLECTIONS $13.224.215.64 $17.653.670.42 $18.991.230.92 $19.572.406.11 
% CHG OVER LY -11.9% 33.5% 7.6% +3.1% 

HOTEL OCCUPANCY RATES 
II!lI IIWl I!El: WI fill MAlI AflI MAY IlII!I .IlIL AIIli liEf ElAYli 

FY2003 55% 59% 32% 55% 68'l6 55% 47% 45% 40% 49% 57% 63% $2% 
FY2004 51% 60% 53% 62% 66% 57% 49% 52% 55% 60% 68% 64% 58% 
FY2005 54% 54% 60% 72% 72% 64% 56% 57% 53% 66% 71% 65% 62% 
FY2006 60% 65% 70% 72% 72% 67% 54% 56% 55% 61% 63% 50% 61% 

ROOM INVENTORY 
2003 2004 2005 2006 
8,915 8,555 8,966 8,750 



Guam Visitors Bureau 
Setblslon Sisitan Guahan 
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401 Pale San Vltores, Tuman, Guam 96913· Tel: 1 (671) 646-527815279' Fax: 1 (671) 646-8861' 
www.visllguom,org 



~ Guam Visitors Bureau 
Setbision Bisitan Guahan 
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401 Pale San Vii.,. • • Tumon. Guam 96913 ' Tei: 1 (671) 646-527815279 ' F .. : 1 (671) 646-8861 • 
www.vlsilguom.org 



BRANCH 
AND MARKETING 
REPRESENTATIVE 
OFFICES 
GUAM 
Main Office 
401 Pale San Vitores Road 
Tamunlng, Guam 96913 
Phone: (671)648-1500 
Fax: (671) 649-0000 
Email: guamlnfo@Visitguam.org 
Website: www.vlsltguam.org 

KOREA 

Communications Korea 
101·5, 2F CK Bldg .. Nonhyun 2-dong, 
Gangnam-gu, Seoul 135-010, Korea 
Tel: (02) 765-6161 
Fax: (02) 765-1134 

HONG KONG 

AQ Communications, Inc. 
Room 1906, 19F, Grand Millenium Plaza, No 
181 
Queen's Road Central, Hong Kong 
Tel: (852) 3105-2054 
Fax: (852) 2137·9711 

PHIUPPINES 

Matua AJlupa Corporation 
2nd FL, Promenade Building 
#198 Wilson St. Corner P. Guevarra Sts. 
San Juan, Metro Manila, Philippines 
Tel: (632) 727-7755 
Fax: (632) 726-4277 
email: gybpb!!@pldtdsl.Oet 

JAPAN 
Tokyo, Branch Office 
Kokusai Building, 2F 
1·1 Marunouchl 3-<:home, Chiyoda-ku 
Tokyo, 10Q.O005, Japan 
Tel: (81) 3-3212·3630 Information 
Fax: (81) 3-3213-6087 

Japan Advertising Agency 
Tokyu Agency, Inc. 
4-8-18, Akasaka, Mlnato-ku 
Tokyo, 107-8417, Japan 
Fax: (81) 3-3475-4990 

Osaka Office 
GVB Osaka Office 
Osaka Sales Office 
Fax: (81) 6-6485-2110 

TAIWAN 
Edelman 
10F, 36 Pateh Road, Sec.3 
Taipei, Taiwan 105 
Tel: (886) 2-2570.7588 
Fax: (886) 2·2570.7379 

NORTH AMERICA 

E·agency 
291 Third St. 
Oakland, CA 94607 
Tel: (510) 496-2300 
Toll: 1-800-8344175 
Fax: (510) 834-1870 




