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Background aB®ecutivé&ummary

The Bureau of Statistics and Plan s of the Government of Guam , based in Hagatfia,
Guam, is currently developing Guamds Tour i §mlanRo cGuame and
seeking to reestablish i ts position as a world class global tourism destination
following the C OVID-19 pandemic.

Through an RFP process led by the Government of Guam , PKF was selecte d to
provide the Tourism Recovery Plan in several phases, broken down by the
following sections & Outreach and Stakeholder Engagement, a Tourism Market
Study, Tourism and Destination Marketing , and a Repositioning and Development
Strategy. The attached repor t focuses on Phase 1 - the Tourism Market Study of
Guam.

Guam is located i n Micronesia, a sub region of Oceania that is composed of
607 island s, southeast of Japan and Korea. The island has been home to the
CHamorro people and culture for over 4,000 years . Alongside that cultural legacy,
and in more recent times, the island has become home to the Anderson Air Force
Base, one of the largest American Military bases in the region.

Tourism was the largest contribut or to GDP on the island prior to the pandemic
and remains the largest private sector employer. The Guam Visitors Bureau ( GVB)
has not updated its 2020 plan since its publication in 2014.

In 2023 , Guam recorded 656 K visitor arrivals, a decrease of 50% since 201 3. In
2021, arrivals took a sharp decline as a result of pandemic -related travel
restrictions. The mostrecentrecord from 2024 fiscal year (October -July) reported
passenger arrivals at 775K at the Guam International Airport (GUM) , trending
upwards since the pandemic but not quite meeting 2019 numbers

In 20 23, the hotel market in Guam registered a weighted average room occupancy
of approximately 65%. Inth at same year, the average room rate (without VAT and
breakfast) on the Island was USD 199. Prior to the pandemic , the hotel market
performed ata 90% occupancy in 2019 and an average daily rate of USD 213,
marking a significant decline in performance attributed to pandemic -induced
diminished travel .

Japanese and Korean visitation has decreased since 201 3, changing the makeup
of Gu dead&rsmarkets. In 201 3, Japanese arrivals totaled about 893K, and
South Korea n arrivals totaled about 246 K. In 20 23, Japanese arrivals totaled
about 136.7K, representing adecline of 85% duringthe 10 -year period from 2013
to 2023 , while the number of Korean arrivals declined in the same period by 51%.

Visitation f r omajoa fedder marketS deal nm&dswith the onset of the
pandemic. The US domestic market , being the first feeder market to relax travel
restri ctions to Guam in 2021, accounted for 63% of arrivals, the highest
percentage in 30 years . This gradually decreased to just 13% in 2023. The
majority of US travel has been historically categorized as  government or milit ary
related , presenting a relatively inelastic source of travelers as the segments
provide consisten cy when compared to the segments of leisure and business.
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The three largest f eeder markets for Guam o Japan, South Korea, and Taiwan &
and their respective travelers , presented a glimpse into their travel values and
perception of Guam as a destination  through surveys. All parties claimed the
ability to travel safely and securely as the most important travel goal , while
accrediting Guam's beautiful scenery and nature as a motivating factor in desire
to visit the Island .

Although categorized as comparable, the destination set of Hawaii,

Commonwealth of the Northern Mariana Islands (CNMI), Okinawa, Fiji and Taiwan

showed extreme competition, providing distinct advantages compared to Guam

and perhaps contri but i ng-pandemicteeovelys Haavevdr6 s sl ow p
our research suggests that Guam has a compelling tourism story  to tell, and with

correctly emphasized selling points , the Island can re -enter the competitive

market. It is advised that  benefits of location, natural topography, and  the most

unique CHamorro culture with their strong and vibrant traditions , and cuisine are

highlighted.

PKF found that F iji, in particular , was an interesting comparison  given its position

as another popular remote i sland destination within the Asia Pacific Region where
tourism serves as a key economic driver . Similar to Guam, Fiji is heavily
dependent on its three largest regional feeder market s: Australia , New Zealand
and the US. The flight time from  Fiji to Australia and New Zealand is similar  in
length to those from Guam to Japan, South Korea and Taiwan . But while
geographically and sizably comparable to Guam, Fiji has positio ned itself as a
more high-end destination with  luxury resort properties and a longer average
length of stay . Research of tourism developmentin Fiji has been mixed but does
provide some insight as to the framework and resources Guam would require in
order to augment its tourism recovery.

After an analysis of Geasrds dtdosu rpiossm tmaornk entg, has
clear: a sun and beach experience that highlights natural beauty, culture, and
recreational activities, uniquely positioned as a US entity in Micronesia.

To build upon the current tourism product and
assets, there are numerous Unique Selling Points (USP s) that can be developed

furthe r, including : cultural , eco-friendly , branding , adventure, marine, and

wellness initiatives.

As Guam moves forward with its tourism plan and develops into the market

envisioned by stakeholders, there are key success factors that include policy,
planning, coordination, commitment, and above all, resources , which will be
necessary to develop the islandbds USPs
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Based on our analysis, PKF has the following long-term recommendations to
accelerate the recover y of tourism

A Improve the regulatory framework

A Create an industry governance model

A Improve communication between the public and private sector

A Reduce bureaucracy facedby thei ndustryds small businesses

A Provide a renewed, organized emphasis on CHamorro culture and
traditions

A Become the standard for sustainable tourism

A Investin i ncreasing flights to Guam

PKF has also made additional short-term recommendations that have been
constructed to complement the long-term strategies and make an immediate
positive impact on the industry and its stakeholders :

A A structured public/private  placement (bond issuance) that will fund
programs that provide desperately needed r esources for the industry

A An organized campaign to promote Gu a méusique topography and
location

A The creationof adli g ht h causse droject

A Full adoption of current i ndustry best practices in ESG (environmental,
social and governance)

A Creation of interactive opportunities between tourists and local
communities

A A coordinated and strategic investment in digital marketing

P K F desommendations are not new to t he stakeholder in the tourism industry.
However, through this research, PKF was surprised by the lack of urgency and
priority that tourism receives despite its position as one of the top economic
drivers of the local Guamanian economy. Though the Territory remains a unique
island destination to those seeking to visit , the lack of coordination and
investment puts Gu a mfosrism brand at risk . Now, more than ever, a united
strategic and tactical response is needed to ensure Guam remains  an attractive
option to the global traveler.
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Abbreviations aAckonyms

Abbr. Definition
Acronyms
ADR Average Daily Rate
BSP Bureau of Statistics and Plans
CAGR Compound Annual Growth Rate
CNMI Commonwealth of the Northern Mariana Islands
DMOs Destination Management Organization s
DOC Department of Commerce
EDA Economic Development Administration
FIT Free Independent Travel
GMTA Guam Mass Transit Authority
GRTA Guam Regional Transit Authority
HANMI Hotel Association of the Northern Mariana Islands
IVS International Visitor Survey
MICE Meetings, Incentives, Conferences and Exhibitions
MVA Marianas Visitors Authority
NTOs National Tourism Organizations
OTA Online Travel Agency
PPP Public -Private Partnership
REVPAR  Revenue Per Available Room
RFP Request for Proposal
TAF Tourist Attraction Fund
UNESCO United Nations Educational, Scientific and Cultural Organization
UNWTO The World Tourism Organization
USPs Unique Selling Points
VWP Visa Waiver Program
WTTC World Travel and Tourism Council
Symbols/signs
$ US dollars

%

percent
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1.1

1.2

Introduction

Project

V. PKF
Q@Y hospitality

The Bureau of Statistics and Plans (BSP) received funds through Federal Award
No. 07 -79-07663 from the Economic Development Administration (EDA) of the
Uu. sS. Department of Commerce (DOC) to develop Gu

BSP determined it does not have adequate personnel or resources to perform the
services contemplated in this agreement and it is in the best interests of BSP to

have such services performed

under a contract; BSP there upon issued a Request

for Proposal (RF P) BSP RFP-BSP- 2021 -005 soliciting contractual services for the
BSP to Develop Guamds Tourism Recovery Pl an.

Assignment

Bureau Of Statistics and Plans awarded the contract to  provide Professional

Services for

the Devel opment of wahuwitmgs Tour i sn

(e-mail) dated 17™ May 2022 . An update of this data was revised in December of

2024.

The Services as contained in the Scope of Services of the RFP  is shown below.

Tourism Market Study (Phase 1)

Tourism and Destination Marketing Assessment  (Phase 2)

Repositioning and Development Strategy  (Phase 3)

Outreach and Stakeholder Engagement

Guambs Opportunity Zones

The audit of legal terms, in particular the ownership, building, corporate and

fiscal terms, is not subject of this assignment. PKF has and will prepare th e
aforementioned reports  on the basis of the General Terms and Conditions of Doing
Business. When preparing the attached study, we have acted in our positionas  an
expert to the best of our knowledge. However, we cannot guarantee the actual
occurrence of any of the forecasted or estimated results .

The tourism plan ise x ¢ |
to any third party, the above
Business shall also apply vis

usively prepar edfthéyareforivdrded cl i ent &8s
-mentioned General Terms and Conditions of Doing

-a-vis this third party. The report (or parts of it) may

only be published after the consultantés prior
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New York, 17" December 202 4

PKF hospitality LLC

Channing Henry Baron Ah Moo
Managing Director | Head of US Managing Director | Head of US
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1.3 Methodology
1.3.1 General

The quality and significance of studies relies largely on detailed research. To
adequately provide insight into the applied methodology, we have listed selected
aspects of our work:

The following individuals have worked on the assignment:
Project Controller: Baron Ah Moo (Managing Director | Head of US )
Project Manager: Ariel Huang

Project Team Member(s): Anton Obukh, Kristopher Swanson, Ryan Swanson, Cole
Arrants

PKF Subcontractors: Christopher Kam (Omnitrak), Leland Bettis (Mantid
International), Regine B Lee (Mantid International)

2024 Update Team: Channing Henry (Managing Director | Head of US), Eva Chou -
Chan, Lillian Pinheiro, Florian Van Der Bellen,

PKF Subcontractors: Christopher Kam (Omnitrak), Leland Bettis (Mantid
International), Regine B Lee (Mantid International)

In the case of questions regarding the content and structure of this report, the
project controller and the project manager are at your disposal. You may reach
them under:

PKF hospitality LLC
245 Park Avenue
New York, NY 10167

USA

telephone:  +1 917-270-3140
e-mail : Channing.Henry @pkfho spitality .com
internet :  www.pkfho spitality .com
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The individual steps of the assignment were done in the following order:

date when assignment was given: 09th May 2022

preparation of site and market analyses: 09th May 2022 o 31st March 2023
on-site research in Guam: July 2021

collection/analysis of data and writing of the report: 09th May 2022 to
31st March 2023

delivery of draft report:  31st March 2024

delivery of final report: Subject to approval by client; anticipated no more than
two weeks after draft

The Update of the assignment was granted in September 2024 and was delivered
in December 2024.
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1.3.2 Analys

In the course of the collection of information, the project team (s) interviewed o
either personally or by telephone & several experts. A list of those people as well
as of collected documents and other information can be obtained from
PKF hospitality LLC .

The information was collected by using & amongst others @ the following means:
site visit of the island of Guam

market research in Guam

visit of selected destinations on the island

personal interviews , online interviews and phone interviews

analyses of data and statistics provided by various statistical offices

analysis of various publications

internet research

use of various databases (including databases by PKF  hospitality LLC )

The collected information and data  were analyzed in the following manner :
analysis and evaluation of the collected market data and results of the interviews

derivation and assessmentof Guamés histori cal and current po
tourism industry

the perceived role that national, regional and local governments play in assisting
in the establishment and promotion of tourism in their respective economies

revi ew of t previodssard acareri savel demand patterns and  relevant
tourism infrastructure

assessment of Guam for various guest segments based on the current and
probable future site and market situation

comprehensive study of regional destinations that Guam competes with  for travel
demand
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1.3.3 Data Sources

An extensive list of Tourism and Travel data was requested of PKF and its

constituencies for the project from the Bureau of Statistics and Plan s. This

information was gathered from several Guam agencies including but not limited

to The Guam Visitords Bureau, Guambs Dideart ment
Guam International Airport Authority, The Guam Hotel and Restaurant

Association, and The Guam Economic Development Authority.

Additionally, the PKF team utilized their industry network to gather
supplementary data on perceptions of Guam as a destination, as well as key
inbound travel markets.

PKF in its original timeline had budgeted 30 days from the date of request (26 th
June 2022) for the handover of documents. Given it would be difficult for the
various departments to gather the data to meet this deadline, PKF set a revised
goal of completing 80% of the data to proceed with the external analysis.  This
number was achieved in late October 2022 and is the basis for much of the data
and analysis.

1.3.4 Ratios

The following ratios are used throughout the report S:

i occupancy
occupied rooms divided by the number of available rooms per period

¢ multiple occupancy factor
number of guests divided by the number of occupied rooms per period

£ published room rate (= rack rate)
published room rate including VAT and 0 if applicable o breakfast

o} net room rate

rooms revenue (after deduction of breakfast, VAT and allowances/discounts) di -
vided by the number of occupied rooms in each period

¥ =j xa revenue per available room/revpar (= rooms yield)

occupancy multiplied by the average net room rate respectively rooms revenue
(excluding VAT, breakfast and allowances/discounts) divided by the number of
available rooms per period

1.3.5 Classification

The classification of hotels in this study is based on the internal hotel
classification of PKF hospitality LLC, which is orientated towards the strict
international parameters for the classification of hotels (maximum of five stars):
UUUUU outstanding standard; extraordinarily good service, extraordinarily large
(minimum of 34 sgm) and luxuriously equipped rooms; excellent food & beverage



&. pkF
Q@Y hospitality

facilities; extensive and outstanding sports, leisure, and spa facilities (for resort
hotels) or high -quality fitness & spa facilities (for city hotels)

UUUU very high standard; very good service; large (minimum of 28 sg m) and very com -
fortably equipped rooms; very good food & beverage facilities; sports, lei sure and
spa facilities, which are adequate to the type and the site of the hotel

uuu high standard; good service; spacious (minimum of 22 sg m) and comfortably
equipped rooms; good food & beverage facilities; sports, leisure, and spa facili -
ties, which are adequate to the type and the site of the hotel

uu simple standard; limited service; relatively small (minimum of 16 sq m) and ba sic
rooms; no or only simple food & beverage facilities; no or only simple sports,
leisure, and spa facilities

U] very simple standard; no or very limited service; very small and very simply
equipped rooms; nofood & beverage facilities; no sports, leisure and spafacili  ties

Typical brands of the various market segments and their respective positioning
as seen by PKF hospitality LLC are illustrated in the following chart:

Chart 1 Typical brands per segment

Premimse

Doubl Wal

e by H.
C.)n Ren nce IJW I.iott St. is
size® 10 12 14 16 18 20 22 24 26 28 30 32 34 42 50

notes 1) stars according to classification by PKF ©PKF hotelexperts; status: 1 January 2017

2) per segment (dark grey:core positioning; light grey: range of existing properties)
3) size of standard room in sq m

Please note that national or regional classification systems 0 as well as the hotel
groups them selves & often are more generous in attributing stars to hotels.

16
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2 Phase 1 Tourism Market Study

2.1 GuamlourisnMarkeiQOverview
2.1.1 Location

Guamisan island in Micronesia located inthe  North Pacific Ocean. With a length
of 212 mi? and population of 153,836  (source: 2020 Census of Guam ), the island
is located about 1,300 miles north of Pa pua New Guinea, 1,500 miles east of the
Philippines , 1,600 miles south of Japan , 4,000 miles west of Hawaii, and almost
6,000 miles west of California & Mainland US. Thei s | a loahtirs and proximity
to neighboring countries served as a strategic advantage point during WWI| . The
capital of Guam and its most populous city is Hagatiia.

Guam is of volcanic origin and is made up of sandy beaches, coral reefs, rocky
cliff lines and mangroves. It is home to 32 waterfalls and Mount Lamlam, the
island & highest peak at 1,300 feet above sea level and the wor | thiiest
mountain when measured as nestled 200 miles below sea level at the bottom of
the Marinas Trench.

The following map shows the location of ~ Guam within the Pacific Ocean

Chart 2 Location of Guam within Pacific Ocean

NORTH
KOREA
SOUTH JAPAN
CHINA KOREA
HAGATNA &
PHILIPPINES GUAM
INDONESIA PAPUA
NEW GUINEA
AUSTRALIA
© Encyclopaedia Britannica, Inc.

Source: Encyclopaedia Britannica, Inc.
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2.1.2 Economy

Chart 3
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The following chart shows the GDP of Guam between 20 10 and 202 2:

Dynamic of GDP, Guam(2010-202 2)
Q N Vv &) ™ L) © A N 9 Q 2 v

ST AR SRy
DS SIS S S S S S U SUG) S S S S

® GDP (in million U.S. dollars)

Source: Bureau of Economic Analysis (U.S. Department of commerce)

Based on the data provided by Bureau of Economic Analysis (U.S. Department of
Commerce), Gua md s h&bDseen an upward trend from 2010 to 2019, with
slight fluctuations in early years. In 2019, GDP reached a peak at 6.36 billion
dollars, surpassing 20106 s r e c 495 Wiléon (28% growth).  Unfortunately , in
2020, there was a decline due to the impact of the COVID  -19 pandemic, dropping
by 8. 2% (to 5.84 billion dollars).  GDP recovered slightly in 2021 to 6.123 and
has continued to trend upwards since, reachi  ng a high of 6.91 in 2022.

GDP has grown for the ten -year period from 2010 to 2020 at a compound annual
growth rate (CAGR) of 1.7% per year.  While CAGR is a useful metric to measure
the growth rate of an investment, it  is important to note that itdoes  not take into
account the magnitude of the fluctuations or the specific events that led to them

(i.e. COVID-19 pandemic and its impact  on the majority of figures in 2020 and
2021).

In 202 0, Guam Federal Government expenditure and personal consumption of
services contribute d the largest portion of GDP. Private industries ma  de up 58%
of GDP, of which 7% was generated by accommodations, food services, and
amusements. Government expenditure ma  de up the remaining 42 %.
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The following chart shows accommodations, food services and amusement share
of GDP in Guam between 20 10 and 20 20:

Chart 4 Dynamics of accommodations, food services, and amusement share in GDP, Guam (2010 -2020)

900 14.00%
800 12.00%
700
10.00%
600
500 8.00%
400 6.00%
300
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200
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100 2.00%
0 0.00%
Q N 1\ &) ™ N © A S ) Q
- - S \ - - - - - S Q%
S S S S S SUS: SRS SMR MR M

accommodations, food services, and
amusements, as part of private industries (in million U.S dollars)

share in GDP (%)

Source: Bureau of Economic Analysis (U.S. Department of commerce)

The share of the accommodations, food services, and amusements  sector of GDP
increased continuously from 2010 to 2019 , with the exception of a slight decrease
in 2013. In 2010, this sector accounted for approximately 452 million dollars, or
9% of the GDP . By 2019, the share had grown to 13.18%, or 839 million dollars
Thesect ords growt h fr oabol 86260growing far@h# @ine wyaas
period at a compound annual growth rate of 7% per year. In 2020 however, the
sector fellto 7% of total GDP , its lowest contribution in the past 15 years.

As of March 2022, the I slandés unemployment rat
points above the US federal rate. This is a r¢
unemployment rate of about 19%, but still approximately 0.8 percentage points

above Mar ch -pafdemidrate. pr e

There were an estimated 65,000 employ ees on payroll in Guam as of 202 2. The
private sector contribute d 75% of all jobs , with the service industry holding the
most jobs within the economy at 16,320 positions . It was followed by Retail Trade
(11,750 positions) and Construction (10,82 0 positions) , with t he Federal
Government and the Government of Guam making up the remaining 25 % of jobs
with 16,16 0 positions .

Asof 2022, Guamds single | argest s o wasdren fedéralec onomi c
government expenditures , including the military installations of Andersen Air
Force Base and the Naval Base Guam which are approximately 30 miles apart.
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2.1.3VillagesandExpanse

The following map encompasses the entire island of Guam

Chart5 Island of Guam

Source: Google Maps

The length of the island from north to south is approx  imately 31 mi , width from
west to east ~8 mi, and length of coastline ~78 mi.

Guam encompasses 19 villages , with Dededo and Hagatfia encompassing the

largest residence . Dededo is the islandds | argest munic
inhabitantsover 30mi 20f t he Nort hwe st capital gHaghtiia se®asa mo s

as the second smallest of the villages in both population  (<1,000) and area

(640 acres) , of the Central Western coast.
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2.1.4 Culture antburism

As the largest island in the Marianas and Microne sian region, Guamdés touri sm
heavily relies on tourists from Japan, South Korea, Taiwan, the Philippines, and

the US who come for the white sand beaches , waterfront resorts , and shopping .

Typical activities include water sports, such as diving and snorkeling . The island

is also filled with  natural gems including caves and waterfalls.

In addition to its natural beauty , Guam has an expansive history and strong local
culture. The i s lindigedodss culture, CHamorro, is ever present (43% of
inhabitants) throughout with traditional food, music, dancing, celebrations
legend, and folklore . Despite numerous occupations by other sovereign nations,

Guam has maintained strong CHamorro customs that have been passed on to
each generation through apprenticeships .

Guam has also been culturally impacted by former and current colonial powers
including Spain, Japan, and the United States. T h e i s fiestasdatchitecture,
Catholic presence, and clothing are all influenced by Spanish heritage. As for
cuisine , Guamanian delicacies feature a mixture of traditional Asian, Spanish, and
Pacific | sland dishes.

The i s lsaated &atage point and location as a strategic position between
Asia and North America gave way to Japanese invasion following the attack on
Pearl Harbor in 1941. Guam was later reclaimed by the US, leading to the
regulation of the government and westernization of the local lifestyle. Notable
landmarks (131 in total) scattered throughout the island now capture the rich
history of Guam.

Guam celebrates arange of arts, culture, and festivals , unique to each of the 19
villages . All have their own religious fiesta day , and host local and regional art
exhibits and film festivals . Some notable unique celebrations include Crab
Festival, Mango Festival, Donne Festival, Banana Festival and Coconut Festival.

2.1.5 Traffic

a) air traffic

There are five airports located in Guam, but only one has international status o}
Guam International Airport , A.B. Won Pat International Airport  (GUM). The airline
operates in cities including Tokyo, Kansai, Seoul, Manila, Nagoya, Busan,
Fukuoka, and Honolulu as well as to the neighboring islands of Saipan, Rota,
Tinian, Palau, and Yap. Direct flights span the following flight times: Japan 4hr,
South Korea 4 .5 hrs, Taiwan 4 hrs, Hong Kong 5 hrs, the Philippines 4 hrs, and
Hawaii 8 hrs. GUM is a hub for United Airlines, Gua m& s | mivatg eector
employer.

The following airlines operate in and out of GUM: Air Busan, Air Seoul, Asia Pacific
Airlines, China Airlines, United Airlines, Japan Airlines, Jeju Air, Jin Air, Korean
Air, Philippine Airlines, Star Marianas Air, an
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The following chart shows the development of passengers and aircraft movements
at GUM between 20 11 and 20 24:

Chart 6 Development of passengers and aircraft movements at Guam International Airport (2011 -202 4)
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Source: A.B. Won Pat International Airport Authority, Guam

Until COVID-19 in 2020, the island had seen relatively consistent growth between
2011 and 2019. Over that time period, annual passenger and aircraft movement

had increased by 28% and 25% respectively , with a CAGR of 3.1% and 2.8%
respectively. Due to the pan demic response and travel restrictions, passenger
arrivals and departures decreased by  54% each between 2019 and 2020 , but

have been on the rise since. 2024 fiscal year (Octoberto July ) figures reflect 775K
arrivals and 777K departures.

Civilian and Armed Forces contribute to the total air arrivals to the island , with
civilian passengers mak ing up the majority.

b) railway traffic
There is no railway system servicing the island of Guam.

c) road traffic
The main transport on the island  is by vehicle . The roads are safe and convenient
with a high degree of compliance with traffic rules. There are shuttles from GUM
to most hotels and car rental s are available for tourists. Traffic is right -handed,

and it should be noted that Japanese tourists accustomed to left -handed traffic
have had issues driving safely.

22
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d) public transportation
The Guam Regional Transit Authority (GRTA), formerly the Guam Mass Transit
Authority (GMTA), make up the public transit system , servicing nine routes

covering the Island. Additionally, trolleys are available  at all major hotels and
shopping centers.

e)water traffic

Aminimal porti on of the isl|l and®6s vThefdlldwmgchartar ri ve by
shows the development of sea passengers between 2012 and 202 4:

Chart 7 Development of sea passengersin Guam (2012 -202 4)
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Annual arrivals have fluctuated greatly over the time period , reaching a peak of

23,000 in 2017. The effects of the 2020 COVID -19 pandemic can be depicted by
dramatically decreased numbers in  later years. They are, however, on the rise
and 2024 September YTD numbers reflect 8.35K, only 2% of a decrease from
2012. Please note thats ea arrivals only contribute lessthan 1.5% of total arrivals
to the island and include both civilian and armed forces

2.1.6 ImmigratioPolicy andraveBubble

Entry requirements to Guam ar e similar to U.S. destinations , however they rely
more heavily on visa waiver programs , including the Guam -CNMI Visa Waiver
program and the US Visa Waiver program , which the majority of the visitors fall
under. The Visa Waiver Program (VWP) allows foreign nationals from certain
countries to be admitted to the US under limited conditions and for a limited time
without obtaining a visa (but still having a passport). The U.S. Visa Waiver
program has 36 participating countries/geographic areas and includes admission
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to the 50 states. The Guam -CNMI Visa Waiver program has 12 participating
countries/geographic areas with admission only to Guam and the CNMI (Northern
Marianas) .

During the COVID-19 outbreak, Guam implemented a mandatory 14 -day
quarantine for all arrivals , beginning on May 9th , 2020. And by July 1 st of the
same year, they announced visitors from Japan, South Korea, and Taiwan as
allowed to enter theisland without the quarantine period, as those countries were
no longer hotspots and ha d since administered effective infection control plans.

Due tothe virus mutat ion during the pandemic, Guam had temporarily postpone d

all travel bubble discussion s with Japan, South Korea and Taiwan. Taiwan in
particular saw a shortage of vaccines, inhibiting travel access even further. On

July 6th, 2021, the Guam Vi si tor 6s Bureau | aunched an
Program, enabling eligible visitors from Taiwan (age 12 and older ) to travel to the

island and receive their first shot of COVID -19 vaccination as soon as one day

after arriving.

On June 12th , 2022 , all air passengers, regardless of citizenship or vaccination
status, were no longer required to show a negative viral COVID  -19 test result, or
documentation of recovery from  the virus , before boarding a flight to the United
States.
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2.1.7 Assessment

PKF has submitted Guam to a SWOT analysis , summarizing results as follows:

Chart 8 SWOT analysis macro site Guam)

Strengths - Weaknesses - Opportunities - Threats

é S
situated in a favorable location in the Northwest low biodiversity on the island, witha  scarcity of
Pacific Ocean birds and wildlife
recognized as a quality tourist destination, with restrained increase in net investment in capital
natural, cultural and historical sites and a assets, signifying a lack of confidence in future
variety of white -sand beaches and diving sites economic outlook
features a tropical marine climate and a variety Guam is vulnerable to natural disasters such as
of landscapes typhoons and earthquakes
convenient for Japanese tourists, located closer intense competition from other popular island
to Japan than the Hawaiian Islands destinations in the region
boasts a unique island cuisine, combining limited Infrastructure, particularly in terms of
Asian, Spanish, and Pacific Island influences transportation
legalized same -sex marriage (LGBTQ travelers) limited diversity in tourism offers which may limit

its appeal to a wider audience

demonstrated positive hotel performance in environmental challenges - pollution and over -
2019, which can be seen as a proof of concept development
forthe vi ability of Guamds 1

dependence on a limited number of source
markets for tourism, making the industry
susceptible to external factors such as
pandemics, global or regional recessions (i.e.
decreased market share of Japanese and Korean

tourists)
b E
the rich CHamorro culture and community is an increased competition from nearby destinations
untapped source of interest for travelers and of fering similar attracti
should become a focal point of tourism moving growth potential (Okinawa, CNMI, Hawaii)
forward
enhancing the tourism sector by highlighting the rising geopolitical tensions between the US and
island's cultural heritage, diverse landscapes, countries in the Area (North Korea, China and
and tropical marine climate Russia)
diversification of the local economy by investing aging hotel stock that has not seen any significant
in small business, and non -military industries capital investments in years
Guambés Outdoor Activitie vulnerability to changes in US  defense spending,
hiking) are aligned with post -COVID global travel which could have a significant impact on
trends economic activity
expansion of source markets to increase the environmental issues (pollution and coral reef
diversity of visitors; Improved Air connectivity degradation) that would |
and Chinese Market remains untapped as a pristine destination could negatively impact
the tourism industry and marine life
developing new points of interest (the southern lack of diversity of inbound markets (Japan,
region's well -preserved CHamorro culture, South Korea, and the US and Hawaii), creates
natural attractions, etc.) significant cyclical risk for Guam
partnerships and collaboration with travel the concern of future global health emergencies
partners (operators and travel agents to raise and accompanying restrictions has changed
awareness and promote Guam as a destination travel patterns making consumers more wary of
(also through strengthening of local DMO) isolated and remote destinations.

adding to the hotel supply through future
developments

© PKFhospitality LLC



&. pkF
Q@Y hospitality

The SWOT analysis r eveal sdvahtdgestin Buweathiers natur al
beaches and outdoor/ocean activities make it a n attractive destination for Asian

travelers seeking the classic US resort vacation. Additionally, t he | sianndds

asset, the CHamor ro history, culture , and traditions havebeen ounder promot ed
and present a tremendous future tourism opportunity. However, lack of

reinvestmentin t h e i n diofadtructyré s including aging hotel stock, poor air

connectivity and no public transportation, will require that Guam continue to

discount and attract a n underperforming demographic, to  what could be a top
tier destination .

In the following chart, we have assessed the macro site based on the following
important criteria:

Chart 9 Assessment of macro site Guam

criteria assessment

name -- - o] +
convertability and stability of currency

political stability

international awareness

image/reputation

CBD

interior safety

exterior safety

democratic institutions/structure
absence of corruption
environmental situation

tourism attractiveness

transportation infrastructure l s

economic power

notes 1)  -- very negative impact - somewhat negative impact © PKF hospitality LLC
0 neutral + somewhat positive impact

++ very positive impact
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2.1.8 FutureDevelopment

Several hotels that were reportedly delayed during the pandemic have restarted
development discussions with their respective local jurisdictions . The proposed
Honhui Hotel at Tumon Bay/Matapang Beach is settohold 913 roomsand stand
37 stories high , making the property the tallest hotel on the island.  Another
project, the Vista Del Mar Resort located at Two Lovers Point , has requested
approval for a 736 hotel and condominium unit project. Th is development would
be the first major hotel investment outside of the Tumon area.

However, both properties have faced community concerns over their
environmental and social impact , and still have several milestones to meet before
they can be considered as future additions to the hotel supply.

2.2 Gu a fodrsnmnfrastructure

2.2.1 Overview

PKF has analyzed supply and demand generators of the general tourism market
in Guam , as well as those of its feeders.

The hotel supply of the market remain  ed relatively steady over the past 9 years
with an average of 32 hotels, approximately 8,600 rooms and an average of 268
room s per hotel. Most potential projects in the pipeline were either postponed or
canceled due to the pandemic environment, but some resumed as of early 2023.

All key tourism indicators  steadily increas ed until the COVID-19 pandemicin early
2020. The total number of arrivals , number of overnight stays , average length of
stay, the average daily rate (ADR), hotel occupancy and revenue per available
room ( RevPAR) grew, especially within the period of 2016 to 2019. In 2020, all
above indicators fell significantly , with the exception of average length of stay ,
likely due to the mandated quarantine period.

In 2019, t he main feeder market s were Korea, Japan, US/Hawaii, and Taiwan |,
respectively . Although the total number of arrival s were gradually increasing from
2012 to 2019 , it is interesting to note that Japanese touris m had drop ped
approximately 19%, meanwhile Korean tourist arrivals had increased
approximately 270% . US arrivals started increasing from 2016, while visitors
from Taiwan started decreasing from 201 7.

2.2.2 Tourism Stakeholders

In every tourism destination there are three groups of stakeholders: public
authorities, tourism entrepreneurs, and the local population. To support the
sustainable development of a tourism destination, the requirements of each
stakeholder group need to be taken into consideration. Another important
measure is to provide regular opportunities for all stakeholders to communicate
with each other , allowing themto discuss important issues regarding tourism and

its development while preventing negative tensions .
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In addition to the interaction between the key tourism stakeholders, the
mechani cs of cross -departmental and interregional cooperation among public
authorities at different levels play a critical role in the successful development of
tourism. As tourism impacts several areas of the public and private sector, a true
public -private partnership  (PPP) that centers around the interests of all
stakeholders , while seeking to meet the aspirational needs of the target traveler,
is key to a successful strategy.

The public authorities in a destination have an especially important role, as they
should, among others:

support professional and economically sustainable tourism development in their
destination to the best extent  possible

communicate advantages, opportunities and positive effects of sustainable
tourism development to the local population , continuously monitor ing their
attitude s toward tourism and its development

initiate cooperation between the different private sector entities

When having a closer look at the activities of public authorities regarding tourism

in different jurisdictions , significant differences can be observed. In tourism
development theory , there are two extremes regarding the involvement of the
public authorities in tourism and its development:

1) The public authorities see tourism development as a top priority and provide
support in various ways including a modern legal framework for tourism,
significant funding for NTOs (National Tourism Organizations) and DMOs
(Destination Management Organization s), significant funding for tourism
investment incentive/subsidy programs, and direct investment in important
tourism projects ; the public sector is the main investor.

2) OR, the public authorities do not see tourism development as a top priority
and only provide a general legal framework

There are examples of both extremes around the world. While the development in

the different emirates of the UAE and Saudi  -Arabia are good example s of detailed
involvement by the public authorities to push tourism development, there are
examples where involvement by the public authorities is limited in providing the
general legal framework , often due to limited financial resources.

As tourism is an important economic driver for Guam, all stakeholders, including
the public sector, are actively involved and engaged in the industry. However,
with limited financial resources and no clear strategy , tourism will continue to
flounder until broad agreement on the future of the industry is reached

In many countries, especially those with a well  -established tourism industry, a
hybrid solution is often implemented . Certain resources are available to finance
the necessary organizational structures in tourism (NTOs and DMOs) and
important tourism development projects are prioritized, such as converting
cultural heritage or natural sites into attractions or re-developing those tourism
products/facilities that ~ may not initially be as  attractive for an investor . These
development s are deemed important for the destination and visitor experience .
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Regarding public tourism administration, it is usually presented at the national ,
regional, and local levels

At a national level ( incl. Ministry, Tourism Organization, National Agency ),
tourism public authorities play a fundamental role in tourism development in the
country , responsib ility for legislation, development strategy , and marketing. It is
a cent er for public policy networks, with the capacity to articulate and coordinate
platforms for discussion, analysis , and negotiation of public problems

At a regional level ( incl. Departments, Agencies, Bureaus) authorities are
generally established directly under a national tourism body and/or the regional
government with an executive function in the territorial units where they conduct

their work. Regional bodies provide useful information , serving as a platform for
communication among tourism  societies to detect trends and issues that may
impact tourism activity, and suppor ting and design ing public policy.

At a local level (incl. tourism information centers), entities plan and develop the
physical tourism product and infrastructure , overseeing implementation,
information , and communication . They have a responsibility toward the
community, tourists, and regional public authorities.  Tourism authorities at the
regional level typically provide a variety of services to promote and support
tourism in their area. These services may vary depending on the region , but
typically include:

marketing and promotion of the region al tourist attractions and
destinations

development (and promotion) of tourism  -related products and activities
in the region, such as cultural events, outdoor recreation, and historical
sites

development and maintenance of tourism infrastructure ( incl. visitor
centers, walking trails, etc.)

provision of information and resources to visitors, such as brochures,
maps, and guides

facilitation of tour and travel packages
development and maintenance of related online travel platform S

support for local businesses and organizations in the tourism industry,
such as hotels, restaurants, and tour operators

data collection and analysis on tourism trends and visitor demographics
to inform future planning and marketing efforts

collaboration with other tourism agencies and organizations at the state,
national, and international level to promote the region as a destination

other services

Unlike other tourism destinations, Guamanian public administration falls under a
single quasi -government entity, forgoing the segmentation between national,
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regional, and local. Administration is more centralized, providing clarity in the

decision -making process, but plac ing greater responsibilty on the leaders and

stakeholders within the industry . In subsequent phases, PKF will outline the
government of Guamds participatitoprovidea hin the
detailed assessment.

a) GuanVisitors Bureau

In 1952, Guam's local authorities recognized the potential for tourism
development with the passage of Public Law 67. The Guam Tourist Commission
was established in 1963 within the Department of Commerce ,andin 1970, itwas
renamed the Guam Visitors Burea u, separating from the Department of
Commerce and becoming a nonprofit corporation. The Bureau's structure was
further solidified in 1983 with the passage of Public Law 17 -32, which
reorganized it as a public, nonprofit, Membership Corporation. Public Law 17-
65 was then passed a year later , creating the Tourist Attraction Fund  (TAF) and
serving as the Bureau's budget source , derived from hotel occupancy taxes at an
11% rate. In 1990, a Research Department was established within the Bureau to
collect, analyze, and evaluate data on the visitor industry and serve as a source

for industry data dissemination.

Today, the Guam Visitors Bureau (GVB) is a  public, non -profit membership
organization whose stated mission is 0to promote and develop Guam as a safe
and satisfying destination for visitors and to derive maximum benefits for the
people of Guam 6. Th e Bu rveehsitefstates t hat t h serves¥sBa crtical
bridge linking government, the tourism industry, visitors and the local community,

and aims to contribute successfully to a good quality of life for residents through
tourism .6

INGVB6 s o0 b jteegdra primarily responsible fo r the coordinat ion and support
of events and activitiesthat notonly attract interestfrom overseas travelers, travel

agencies, and influencers, but also promote awareness from Guamds | ocal
communities astothe impactthat tourism playsin the local economy. GV B @oke
in soliciting input on one of @Guaeawvihgasemost | mpor

liaison for the government is crucial in the tourism recovery effort

In addition to its main office  in Tumon, GVB operates two visitor cent ers on the
island . The Bureau operates with an 8-person board and 36 total positions
(including 6 of which are vacant), as reported by the 202 3 GVB Annual Report.
The organization is divided into departments that include Finance and
Administration, Research, Marketing, Destination Development , and more. The
Bureau operates as a public, non -profit membership corporation, with funding
coming from the TAF, the government of Guam, and private sector memberships

such as hotels, restaurants, and other businesses that rely on tourism. Its
structure includes the following committees:

Executive Committee
Administration & Government Relations Committee
Destination Management/Visitor Safety & Satisfaction Committee

Cultural Heritage, Community Outreach & Branding
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Research & Membership Committee

Sports & Events Committee

Air Service Development Committee

Japan Marketing Committee

Korea Marketing Committee

Taiwan Marketing Committee

North America, Pacific and Philippine Marketing Committee
Reopening Task Force

New Markets Marketing Committee

The vision of GVB3& sTourism 2020 plan was for Guam to become a world -class
resort destination of choice, offering a combination of the U.S. and island
paradise with stunning ocean vist as. The destination would cater to  two million
business and leisure visitors from across the region with accommodations and
activities ranging from value /budget to five -star luxury , all in a safe, clean, family -
friendly environment and a unique 4,000 -year-old culture at its foundations .
Although the document was published in 2014 and could be seen as dated, PKF

has reviewed the Tourism 2020 Plan  and has provided a separate report for its
review and consideration.

Among other activities, GVB develops and maintains the official website oVisit
Guam, 6 which is the main online tourism information resource for travelers . The
website works under its own brand and logo, like the Guam Visitors Bureau .
Visitguam.com provides content in four languages (English, Japanese, Korean
and Taiwanese /Simplified Chinese ) which ironically is less than the seven
languages on GV B dwmv.guamisitorstiureau.com ) where Russian,
Vietnamese and Hindi are also offered . The site does not offer any links between
the two sites or the use of QR codes , now a staple for marketing communications
and information . The website provide s information in the following six key
sections with dropdown menus:

About Guam: information on different V illages, Micronesia, Entry & Exit
Formalities, Safety Tips, and Traveler Essentials

CHamorro culture : History, Heritage Sites, Food, Fiestas, Nature, Churches,
Architecture, Music, Dance & Arts, Jewelry, Simple CHamorro Greetings, and
Cultural Presentations

Events : Featured Events, Festivals, Arts & Culture, and Holidays

Places to Stay: Resorts, Hotels, and Bed & Breakfast s

Thingsto Do:Expl or e, Letds Go Guam, Local & Military
to Do, Virtual, Adventures, Attractions, Beaches, Diving in Guam, Restaurants,

Museums, Arts & Entertainment, Golf,  Family Fun, Nightlife, Beauty and Wellness,
World War I Sites, Shopping, and #Protectguam



V. PKF
Q@Y hospitality

Planning : Guam Electronic Declaration Form, COVID -19 Updates, Philippine
Travelers to Guam, Trip Planner , Airport, Transportation, Traveler Essentials,
Vacation Guide, Military Visitors, Business  Travelers, Weddings, Visitor Centers,
Tours and Guides, Entry & Exit Formalities, Safety Tips, LGBTQ, and eNewsletter
Sign Up

The websit e also features Travel Trade (Itineraries, Accommodations, Attractions

/ Events, Maps & Guides, and Contact), MICE (Facilities, Services, Contact, and
MICE E-Brochure), Media (Media Kit, News Releases, and Contacts), and
Weddings (Wedding Planners, Wedding Venues, and Get ting Married on Guam)
sections, followed by a search engine, a Guam trip builder, and the weather
forecast .

Additionally, visitguam.com provides a section on its home page for  temporary
offers and highlight s. At the time of research, these elements were dedicated to
culture, beaches, history, nature water sports, and shopping. Other information
blocks on the home page include Events, Stories from Guam, WTTC Safe Travels,
Letds Go Guam,, withiinksstd cghgrsacial media  plus pictures , and
Plan Your Trip. Some of these elements are interconnected with the main six
sections of the website.

Each subtopic or element of visitguam.com has its own structure providing
comprehensive information and professional content, but with added duplic ity.
At the bottom of the website, there are such sections as Explore, Guam Visitors
Bureau, Contact Us, Privacy Policy, and Sitemap, followed by GVB logo and
address, a free visitors guide (to be downloaded) and several external links . The
social media channels mentioned on the bottom are Facebook (approx. 333K
followers), X (approx. 5, 400 followers), Pinterest (approx. 600 followers),
YouTube (approx. 2, 640 subscribers ), and Instagram (approx. 1 7,000 followers).
All numbers are recorded as of December of 202 4.
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2.2.3Supply
2.3 Hotel Supply

a) development-tate

The total supply of hotels in Guam developed in the period from 2014 to 202 4 in
the following way:

Chart 10 Development of hotel supply, Guam (2014 -2024)
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As can be seen in the chart above, both the number of hotels and rooms have
remained relatively stable over the past several years. T  he number of hotels
increased by only 3, rising from 28 (2014 ) to 31 (202 4). Over the entire period,
atotal growth of approximately 11% (corresponding to a yearly increase of 1.46%)
was recorded . The number of hotel rooms increased by approximately 2% from
8,051 (2014) to 8,220 (2021). The average number of rooms per hotel has
remained consistent between 260 and 2 70 rooms from 2 015 to 2022 .

Two new entrants into Gu a m&ael market during this period were the Dusit
Thani, 421 rooms in 2015 , and the Tsubaki , 340 rooms in 2020 . Due to the
pandemic, the island also saw the temporary shutdown or permanent closure of
several hotels . The Pacific Star and the Sherwood Hotel are two that are
permanently closed and remain vacant.
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Recent research conducted in December 2024 identifies Booking.com as the
Online Travel Agency (OTA) with the largest number of listed accommodations,
offering a total of 54 properties. These include 20 properties in Tumon, 15 in
Tamuning, 7 in Sinajana, 4 in Mangilao, and 2 in Yona, as well as one property
each in Agat, Merizo, and Yigo.

Among the 54 properties listed on Booking.com:

21 are categorized as hotels,

17 as apartments,

10 as resorts,

5 as vacation homes, and

1l asavilla

In terms of property ratings:

7 properties have a 5 -star rating,

16 have a 4 -star rating,

15 have a 3 -star rating, and

2 have a 2-star rating.

In comparison, the Visit Guam official website lists a total of 34 properties.
Geographically, 19 of these are located in Tumon, 12 in Tamuning, and one
property each in Yona, Hagatiia, and Barrigada.

The property categorization on the Visit Guam website is as follows:

5 properties are listed as bed & breakfast homestays,

33 are hotels,

4 are long -term facilities,

2 are motels,

3 are rentals, and

22 are categorized as resorts
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2.4 ShortermRentabupply

According to information provided by AirDNA, the total supply of short -term
rentals in Guam developed inthe pe  riodfrom Q 1 2022 to Q3 202 4 in the following
way:

Chart 11  Supply of short-term rentals, Guam (Q1 2022 -Q3 2024)
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As demonstrated in the chart above, the number of short -term rentals increased
by 63 units, or by approximately 43 %, from 146 (Q1l 2022) to 209 (Q3 202 4).
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The following chart displays the development of key performance indicators of
the short -term rental properties inthe period from Q12022 to Q32024 in Guam:

Chart 12  Dynamics of key short-term rental performance, Guam (Q1 2022 -Q3 2024)
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Source: AirDNA

The table above highlights the fluctuations in key performance indicators for
short -term rental properties across each quarter from Q1 2022 to Q3 2024.
Notably, Q3 2023 marked the peak for ADR at USD 313.61, RevPAR at
USD 168.58 , and occupancy rate at 54%.
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2.4.1 Demand

a) development-tiate

The following chart displays the development of demand for hotels in Guam
between 2014 and 202 4:

Chart 13  Development of hotel demand, Guam (2014 -202 4)
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Source: Bureau of Statistics and Plans; Guam Visitors Bureau Visitor Arrival Statistics are compiled from the Guam
Customs and Quarantine

Based on the official statistics, average daily rate (ADR) has shown steady growth
over the past several years, from USD 149 in 2014 to USD 226 in 20 24,
represent ing a 51% increase during the 10 -year period (CAGR6.11%). However,
due to COVID-19, there was an approximately 24 % decrease during the pandemic ,
reaching only USD 161 in 2021.

Hotel occupancy increas ed over time, reaching a peak of 90% in 2019 , reflecting

a 20% increase compared to 2014. As a result of the pandemic, there was a
significant decrease in the occupancy rate  in 2020 , down to 44% that remained

45% in 2021 . Occupancy did increase to 60% in 2022 andisnowat 72%in 2024 ,
showing a 38% increase over th e historical low. The current percentage still
remains behind its 2019 high.

Revenue per available room ( RevPAR) has also increas ed over time, from USD
112 in 2014 toa peak of USD 192 in 2019 ( a 71% increase ). This was f ollowed
by a considerable drop in 2020 and 2021 (to USD 77 and USD 72 respectively).
Similar ly to occupancy and rate, RevPAR has picked up, now sitting at USD 163

in 2024, but is still behind pre  -pandemic levels.
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The following chart of hotel tax revenues (based on official statistics) over the
past nine years, from 2014 to 202 2, confirms the dynamics and current
condition s of Guam d $otel market:

Dynamics of collected hotel tax revenue, Guam (2014 -202 2)

m hotel tax revenue ('000 USD)

Source: Government of Guam audited financial statements

Due to an increase in the overall economic activity in the industry, the hotel tax
revenue collected by Government authorities from 2014 to 2019 in Guam
increased by approximately 30%, reaching a peak of USD 44.70 million (an
annual increase of 5.4%). In 2020 and 2021, there was a significant decline to
USD 26.37 million and USD 12.37 million , respectively. Though the unaudited
hotel tax revenues of 2022 , USD 13 million , indicate a slight r ecovery in 2022,
the 9-year low in 2021 represents a 72% decline vs. 2019 and a 63% decline vs.
2014 hotel tax revenue.

According to The Guam Traveler Economy 2019 report, prepared by Tourism
Economics company for Guam Visitor Bureau in August 2022, traveler s spent a
total of USD 1.8 billion in 2019, representing a 3.4% increase from the previous
year, with investment and government adding approximately USD 100 million for
a total travel demand of USD 1.9  billion .

Buoyed by creative packaging and an increase in flights , lodging remained the
largest category of visitor spending, accounting for approximately a third of all
tourist spending. Retail followed , capturing 28% of visitor spending, then food &
beverage at 16%, and transportation and recreation both seeing approximately

10% of each visitor dollar.  The sectors that experienced the strongest growth
during this period were transportation and food & beverage.

It should be noted that the direct travel demand in Guam generated a total
economic impact of USD 2.4  billion . This visitor -associated , economic activity
sustained approximately 23,100 jobs and generated approximately USD 253
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million in tax revenues. No additional data on these expenditures has been made
available beyond the year 2022.

b) future development

In conducting our market research, PKF discovered little data on forecasting
demand and development in the tourism industry , given the current volatility in
the key inbound markets of Japan, Korea and  Taiwan. Generally however, w ith
the implementation of a tourism recovery plan, we expect notable increases in
demand .

2.4.2 DemanéPattern

a) seasonality

PKF presents year 2022 operating results across Guam hotels as the most recent
full year of reported data. ~ This can be seen in the following chart:

Chart 15  Dynamics of key hotel performance indicators, Guam (2022)
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Source: Government of Guam audited financial statements

Compared to other destinations, Guam has very low seasonality as monthly
occupancy rate s stay within a limited range of 80 -95%, while ADR fluctuat es
between USD 180 -235 per nigh t. Peak season corresponds with most  remote
resort beach destinations where the highest occupancy rates occur in the winter
months of December (92%), February (93%), March (92%) and the summer
holiday month of August (95%) . The low season occurs in April (83%) and May
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(81%) when most travelers limit their excursions in anticipation of the summer
travel season.

Despite occupancy rate and ADR having a strong positive correlation , it seems
that successful revenue management  still allows for hotels to maintain higher
occupancy and capture additional revenue  with timely decreased room rates.
Experienced hotel operators and managers are likely to adjust their prices based

on the forecasted demand to maximize their property's revenue per available
room.

Chart 16  Seasonality of tourism arrivals, Guam (201 9 vs. 2021-2023 )
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As depicted in the chart above , arrivals seem to support a strong correlation with

ADR and occupancy . Similar to RevPAR, arrivals dip in  April and Ma y, and peak

in August and December. Based on PKFO3s e x persimianc e wi t h
destinations, it can be concluded that  the high travel seasonin Guam is the period

from November to March and the month of August, while April and May qualify

as the low season. The months of June, July, September, and October are

considered the shoulder -season. Expectedly, as compared to 2019 pre  -pandemic

numbers, arrivals have trended upward since but still remain well below original

estimates.
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b) tourism key indicators and feeder markets

The following chart displays the  total arrival s, numbers of overnights and average
stay in Guam between 201 2 and 202 3:

Chart 17  Dynamics of key tourism indicators, Guam (2012 -2023)
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Source: Guam Visitors Bureau

Following a similar trend in economic indicators from 2012 to 2019, tourism in
Guam registered steady growth in key indicators (27% increase in arrivals and
64% increase inthe number of overnight stays ) before falling sharply in 2020 and
2021 due to the pandemic.

In 2012, there were 1,308,035 total arrivals, 4,512,721 overnights, and an
average length of stay of 3.45 nights . By 2019, these numbers had increased to
1,666,665 total arrivals, 7,383,326 overnights, and an average length of stay of

4.43 nights. In 202 2, arrivals totaled 216,915, about 83.4 % lower than in 2012,
while the number of overnights dropped to  the level of 497,123, representing an
89% decrease vs. 2012 (and correspondingtoa n annual decrease of 49%).

From 2012 to 2020, the average length of stay grew from 3.4 nights minimum
(in 2013) to 4.72 nights maximum (in 2018). However, this index significantly
increased to the level of 12.18 night s in 2021 , due to the required COVID-19
guarantine for Guam visitors.  This has since declined to pre -COVID-19 levels, with
an average length of stay of four nights in both 2022 and 2023.
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The following table presents the official visitor arrival statistics for Guam,
highlighting the top 5 countries f or arrivals from 2012 to 202 3, by numbers :

Chart18 Guamds v i sdtdpb countiesr(2012a202 3)

2012 2013 2014 2015 2016 2017
Total 1,308,035 1,334,497 1,343,092 1,409,050 1,535,518 1,545,392
T|:|p-5l
Japan” 931,178 |lapan 853,118 | Japan G10,8656  |lapan Fr3,018 | Japan 745,680  |Korea 685,228
KCIIE{-]Z 182,831 |Korea 245 655 |Karea 308,037 |Korea 437800 |Karea 544 957 |(lapan 620,376
USHawal®® 63185 |Us/Hawal®  BB5B2 |US/Hawal® 68,763 |USiHawal® 70,246 | USHawal® 77706 |USiHawal® 77,077
Taiwan" 49,145  |Taiwan 48,653 | Taiwan 49,136  |Taiwan 42,205 Taiwan 42,229  |Taiwan 32,505
r‘hilippincs2 10,882 |China 11,2256 |Russia 16,293 |China 23,698 |Cl1ina 27,013 |China 21,554
2018 2019 2020 2021 2022 2023
1,549,007 1,666,665 328,173 79,389 326,873 656,518
Korea T8 586  |Korea 753,357  lapan 144 240 |US/H awaii® 45 666 |Korea 192,140 |Korea 371,803
Japan EB3,386 |lapan 684,802 Korea 124,181 |Korea 8,002 US/Hawaii® 70,430 |lapan 136,736
USHawall® 93,260 |US/Hawaii® 90,994  US/Hawaii® 33,666 |lapan 4168 | Japan 23,501 |US/Hawaii® 83,677
Taiwan 27,880 |Taiwan 28,216 Taiwan 4801 |[Philippines | 2,887 |Philippines 8,831 |Philippines | 13,638
Philippines 19,082 |Philippines 20,728  Philippines 3,287 [Taiwan 2267  |Taiwan B33 |Taiwan 5,600

note 1: excluding CNMI and FSM, but including US/Hawaii
note 2: excluding armed forces sea
note 3: USA and Hawaii total

Source: Visitor Arrival Statistics are compiled from the Guam Customs and Quarantine d Mandatory Customs Declaration
forms and processed by the Guam Visitors Bureau

Taking a more detailed look, total v isitor arrivals in Guam did show a steady
increase from 2012 to 2019, however the visitor mix has evolved over the same
period. Though travelers from Japan, Korea, US/Hawaii and Taiwa n were the
primar y visitor s through 20 20, severe travel restriction s that began in Q2 2020
and continued into 2022 created a dramatic shift in arrivals into Guam , with the
US/Hawaii being the only viable traveler source at the time. It should be noted

that even during the pandemic period, = when US/Hawaii arrivals were the largest
source market, the total number of visitors for this segment was still below 2019
levels.

As the top inbound markets remained consistent through 2020, PKF  decided to
focus on the three segments that were in closest proximity to Guam : Japan, Korea
and Taiwan. The following graphs depict the top 3 main countries of tourist
arrivals, summing up all remaining arrivals under "other countries":
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Chart19  Top 3 feeder markets arrivals, Guam (2012 -202 3)
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Source: Visitor Arrival Statistics are compiled from the Guam Customs and Quarantine d Mandatory Customs Declaration
forms and processed by the Guam Visitors Bureay Guam Visitors Bureau

In 2012 , Japan claimed title as the single largest market for Guam with 931,179

arrivals . South Korea followed with 182,831 arrivals, and the US and Hawaii with

63,185 arrivals. When compar ing these results with 2019 numbers, Japan
arrivals decreased to 684,802, representing a decline of 26%, while the number
of Korean travelers increased by 312% , peaking at 753,357 guests. US arrivals,
including Hawaii, also increased by 44% from 2012 to 2019 , with the number of
tourists from all other markets remaining consistent at an average of 145,000
arrivals per year.

As anticipated, a Il three principal source markets were negatively impacted by
the pandemic with arrivals setting historical lows in 2021 from Japan (4,168
arrivals or a 99% decline vs. 2019 ), South Korea (8,002 arrivals ora 99% decline
vs. 2019 ), the US including Hawaii (49,666 arrivals or a 45% decline vs. 2019)
and all other countries ( 17,553 arrivals or a n 87% decline vs. 2019).

Since then, Korea has accounted for the largest share of arrivals in both 2022

and 2023, with 192,140 arrivals reported in 2022 and 371,903 in 2023. Japan
followed with 23,501 arrivals in 2022 and 136,737 in 2023. The United States ,
including Hawaii, reported 70,430 arrivals in 2022 and 83,677 in 2023. All have
reported growth since the pandemic, although their arrival numbers have not yet
returned to 2019 levels.

It should be noted that a rrivals from the USA (including Hawaii) were not as
heavily impacted as the other markets during the pandemic , as travel restrictions
between Guam and the U.S. were lifted prior to the international travel ban. As
the majority of US arrivals into Guam during this period were driven by military
and government spending , their essential services and related travel were the first
to be sanctioned and reinstated .
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Chart 20  Shareof top 3 markets arrivals, Guam (2012 -202 3)
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The chart above best depicts the shift of arrivals away from Japan and the
increase in travelers from Korea. In 2012, 71% of all tourist arrivals w ere from
Japan, but this declined to 41% in 2019 . South Korean tourists comprised 14%
of arrivals in 2012  but doubled by 2015.

Post-pandemic 2021 saw domestic arrivals exceed ing international arrivals for

the first time in 9 years , with 63% of visitors coming from the US (including

Hawaii), surpassing all other markets, including Japan, Korea and Taiwan

combined. The US share exceeded Japan and South tdibecamads shar es
the largest country of origin for tourist arrivals to Guam. Margins were lower in

following years, with 2023 reporting Korea with the largest share of visitors and

other markets following closely.

It is notable that, if the Japanese market had grown at the same pace as the
Korean market (3 12%) over the 2012 -19 period, Guam would have had over 3.6
million arrivals in 2019 . It is clear that the increased share of Korean tourists
came at the expense of displac ing travelers from Japan. This is not uncommon in
emerging resort destinations in As ia, where a single country dominates the
inbound market. This is often due to the cultural differences between travelers
that force destinations to choose which to cater to, or in some cases, are self -
selected. With Guam , the advent of Jeju Air,a Korean low-cost Carrier, during this
period created a new demographic of Korean travelers and sp urred significant
increases. However, as the Island became a mass market destination, luxury
travelers, specifically from Japan , sought alternative beach locations .
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2.4.3 Demandenerators ouristttractions

Many of Gporsmaind cultural events ha d been cancelled for two years
following the outbreak of COVID-19. Notable events on the island include the

United Guam Marathon, Guam Micronesia |Island Fa
and Smokindé Wheel s. The Tour of Guam, present
Federation and in conjunction with the Pacific Cup Championship in December

2022, marked the return of one of the first major sporting events since the

pandemic.

There are numerous historical sites  on the island including the Spanish colonial
ruins, the Plaza de Espana , and stone bridges in Hagatfia . Additionally , as Guam
played a central role in World War Il, the ~ Asan Bay Overlook and War in the Pacific
Historical Park commemorate the shared history between Japanese and
American forces . Other popular landmarks include Mount Santa Rosa, Sigua Falls,
and Sella Bay.

More contemporary tourist attractions include the Valley of the Latte Adventure

Park, the Adventure Park, and the Fish Eye Marine Park . These display a

combination of wildlife, = CHamorro history and culture, and a range of activities

including a carabao riding, basket weaving, and tours around the botanical

garden and plantation and an underwater observatory, allowing visitors to access

undersea viewing windows and above water decks to observe coral structures and

sea life. A recent addition and one of the more architecturally striking buildings

ontheisland is the Guam Museum ,whichi s dedi cated to Guamds hist
and the CHamorro language.

In addition to tourism, accommodation and entertainment facilities, main sources

of revenue include shopping outlets. Many of t
exclusive designers have boutiques in Guam . Renowned brands can be found in

boutiques and US-style shopping malls . A limited selection of crafted items can

be found in quaint shops and night markets.  Retail purchases in Guam are duty

tax-free but subjectto a 5% gross receipts tax .

Activities, beyond those mentioned in the above paragraphs, include:

hiking: Guam Boonie Stompers lead hiking trips throughout the island for visitors
and locals

camping: Public parks on the island are open for camping at any time
racing: Guam International Raceway offers off-roading and track races
water sports: jet skiing, submarine tours, river boat cruising
air and sky: skydiving, parasailing, and flight school lessons

Tumon Bay, the center of Guamdés tourism indust.
different attractions, including:

sunning and snorkeling : Gun Beach, Ypao Beach, Tumon Bay Marine Preserve

water parks: Tarza Magical Adventure Zone, UnderWater World
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Tao Tao Tasi, an outdoor Cirque Du Soleil acrobatic show set against the
backdrop of the Beach and Tumon Bay

Sandcast |l e, Guamds | argest Indoor Theater

Based on our research, G u a méngue selling points (USPs) can be summarized
as follows :

Natural Beauty: natural landscapes, including lush tropical forests, rugged
mountains, and stunning waterfalls,a  nd beautiful beaches ( especially Tumon Bay,
known for its crystal -clear waters and white sand)

Diving and Snorkeling: clear waters and abundant marine life, making it a
popular destination for diving and snorkeling and allowing tourists to explore
surrounding coral reefs, shipwrecks, and marine parks

tax-free Shopping : Guam was previously a shopping mecca for Asian travelers
seeking to purchase luxury goods at US duty free prices. However, as these luxury
vendors expanded directly into the Japanese, Korean and Taiwanese markets,
causing the attraction of tourist shopping to diminish

Fishing : One of the deepest ocean points on earth is  located along the Mariana s
trench and is home to a wide variety of fish species, including marlin, tuna, wahoo,

and mahi-mabhi, which make it an excellent choice for deep sea and big game
fishing

Other Outdoor Activities : arange of adventure activities including snorkeling and
hiking

Cultur e and Traditions : Guam is home to the rich culture of the CHamorro, who
are indigenous to the island. A recent r esurgence in the preservation of their
traditions and heritage led to an investment in the Department of CHamorro
Affairs by the Government and which led to the development of the Guam Mus ~ eum
in 2016. This provided a permanent home for the department and provided
additional support to the  preservation of the traditions and history of the Island
and its people. Additionally, Guam has be en influenced by many other ethnic
groups, including Micronesians, Pacific Islander s and Asians from around the
region, which is reflected in various cultural festivals, trad itional dances, and
other events .

World War Il history:  several important historical sites and memorials, including
the Asan Beach Park, which was the site of a significant battle between the US
and Japan, and the War in the Pacific National Historical Park, which offers
visitors the chance to learn about the  role Guam played in the war

Full -Service Resorts: some premium upscale resorts offering  relevant
international -standard services

Great Food: many local and international restaurants offering delicious food
options, from traditional CHamorro cuisine to fusion dishes
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Status of Guam: Of t en ref eWhed et Amas i cads, D@masmBegi ns
often been seen as the closest OAmerandandé dest
those seeking to experi ence the culture and traditions of both the US and the

Islands

Events: some festivals and events throughout the year, including the Guam
Micronesia Island Fair, the Guam International Marathon, the Guam Food Festival ,
and local village fiestas allow visitors the chanceto experience the island's vibrant
culture and community

Welcoming Population : Guam's people are known for their warmth and hospitality,
So visitors can expect a friendly welcome and a memorable experience when they
visit the island
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2.5 Qualitative and Quantitative Anal§ajsr Inbound
Markets to Guam

2.5.1 Methodology

The initial phase of our primary research initiative involves  reviewing existing
research conducted by other sources. The External Data Review phase of the
Government of Guam & Tourism Market Study was conducted to serve as a
foundation for future primary research efforts.

As the first step of the existing research review, PKF and its constituencies

requested an extensive list of Tourism and Travel data from the Bureau of

Statistics and Plans. This Information was gathered from several Guam agencies

including the Guam Visito r 8 s Bur eau, Guambs Depart ment of
Taxation, the Guam International Airport Authority, and the Guam Hotel and

Restaurant Association, among others , and provided insight primarily into

Guamds historic -iasmldancdud rtenur iocsomMag okheli t i osmisghtod o
reports for Japan, Korea and Taiwan shared as part of this initial information

gathering stage yielsdadidad Ippiemispedt dDvoeé&€f into Gua
source markets. To further build out a deeper understanding of how travelers,

outbound travel volumes , and future travel intentions have changed since the

pandemic, PKF and its team utilized its industry network to gather supplementary

data from government sources and travel research providers working in the Japan,

Korea and Taiwan m arkets. While illuminatingunto  themselves, the findings from

the external data review are intended to serve as the foundation for PKF, its

constituencies , and Guam BSP to launch new primary research efforts in future

phases of the project.

2.5.2 Introduction

Guam's top four inbound markets make up over 90% of t otal arrivals. PKF's
preliminary analysis focuses on the external data of three dominant markets:
Japan, Korea, and Taiwan.

While the fourth inbound market, US/Hawaii, accounted for a significant portion

of travel during 202 3, these travelers cannot be defined as tourists. As such, a
further analysis of their demographics, travel patterns, and views of Guam as a
destination should be discounted for the purposes of this study but will be
addressed in the strategic portion (Phase 3) of this engagement.

When reviewing the interests of travelers from Japan, Korea, and Taiwan, all have

similar preferences when traveling abroad: seeking a destination that is safe and

secure, and one which allows them to escape from their everyday life in their own

countries. Japanese, Korean, and Taiwanese trav
an escape destination, and one known for its bea  utiful scenery and nature.

It is interesting to note that travelers from all three countries did not identify
Guam for its cuisine nor culture, which presents a promising market opportunity
for the island.
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The PATA research also revealed that inbound travel from these three markets to
Hawaii and the US Mainland was recovering at a quicker pace than Guam. As
airlines are struggling with labor and under  -capacity issues, Guam appears to
have suffered from a lac k of air capacity, which has inhibited a post -pandemic
rebound. It should be noted that these three markets are not forecasted to bounce
back to pre -pandemic levels until 2027.

Guam remains a strong and well-perceived destination of interest to the outbound
travelers of its three key markets. However, a strategic refocus of the Guam
experience, an investment in infrastructure, and cooperative marketing
agreements with airlines are required to transform Guam from a sun, sand, and
shopping destination to an aspirational one that features culture, cuisine, and
activities.

Below is a synopsis of the analysis and research conducted for the outbound
travel markets of Japan, Korea, and Taiwan.

2.5.3Japan

a)assessment ofitboundravel from Japan

The Japan National Tourism Organization data indicates tha t following a peak of
20.1 million outbound travelers in 2019, the Japan outbound travel market
suffered 15 consecutive months of year -over-year declines between January 2020
and March 2021, ending both 2020 and 2021 approximately -84% below prior
years0 levels. Recovery in outbound Japanese travel has been slow with travel
restrictions in place through most of 2022. Nearly 10 million Japanese travelers
have traveled abroad in calendar year 202 3, constituting about 50 % of the total
Japanese outbound travel v olume seen pre -pandemic in 2019.

Guam welcomed approximately 136,737 Japanese visitors in 202 3, representing
21% of the island's market share of outbound travelers at the peak of Japanese
overseas travel. This is a significant increase from the 7% market share in 2022,
though still lower than the 41% share recorded in 2019.

Guam welcomed approximately 136,737 Japanese visitors in 2023, representing
21% of the island's market share of outbound travelers at the peak of Japanese
overseas travel. This is a significant increase from the 7% market share in 2022,
though still lower than the 41% share recorded in 2019.
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Chart21  Japan outbound travelers (2000 -202 3)
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b) Japaesetraveler profile

Approximately 35% of Japanese travelers in Guam have an annual household
income before taxes between JPY 5 -10 million, while 15% have greater than that
range, making the majority middle -to-upper -middle -class. Japanese tourists are
mainly coming from Kanton (Tokyo), Chubu (Nagoya), and Kinki (Osaka). Their
average length of stay is approximately 3 days, with prepaid expenditures per
person at approximately USD 725 (includes airfare , accommodation, and others)
and on-island expenditures per person at USD 560 (includes accommodation,
food and beverages, entertainment and recreation, transportation, shopping, and
others). Most travelers from Japan (70%) plan their trips with a travel agent as

part of a package tour.

C) interest ifuturanternationédavelfravel to Guam

With Japan6s travel restrictions easing in Octo
mar ket recovery is expected to i mprove. Accor
0JapaNMaidhket Il nsights, Ma y-up dulibpuhd traveledpnoandt pent

has been building during  the pandemic. This report highlights results of an April

2022 survey of nearly 360 residents of Japan who have traveled internationally in

the past three years or intend to travel internationally in the next five years.

These survey results show that , as of April 2022 , more than half (53%) of
Japanese travelers surveyed intended to travel internationally in the next 12
months 0 a level well above the 27% who expressed such travel intentions a year
earlier (i.e., April 2021). Once travel restrictions were lifted, nearly two -thirds
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(64%) of travelers surveyed said they intend ed to travel more (35%) , or just as
much (29%) , as they did pre-pandemic.

These indicators are echoed in  the publicly available Omnitrak Group & sesearch
fielded in the first quarter of 2022 , showing that 14% of Japanese travelers are
considering travel to Guam on their next overnight vacation, a level on par with

the pre -pandemic measure (14%) observed in the first quarter of 2020.

Destinations Japanese travelers are considering for their next overnight vacation
can be seen as follows :

Chart 22 Japan top overnight destination, 2020 Q1 & 2022 Q1

2020 Q1 2022 Q1

1 Hawai'i 289, 379,
2 Europe 33% 30%
3 Taiwan 289, 309,
4 Okinawa 229, 27%
5 Australia 18% 25%
6 Singapore 16%, 21%
7 Thailand 13% 19%
8 Korea 13% 18%
9 Guam/Saipan 149 14%
10 Hong Kong 7% 11%
11 China 4% 5%

Other - - 8%

Not Considering - - 129,

Source: Hawaii Tourism Authority research, by Omnitrak Group, Inc.

d) changes imternation&iavelerdravehotivationbéhaviors

During the pandemic, t r avel ers and travel behaviors have
of Future Overseas Travel Sentiment Among Japanese Amid the Coronavirus
Pandemic, 6 conducted by the Japan réveaedel Bur ea

that escape and travel for rest and relaxation have taken center stage. The top
value of Japanese travelers for the future is being able to travel safely and securely,
as notably mentioned by 44% of respondents. This was followed by being able to
refresh (19%), being able to relax (15%), being free from ever yday life (15%),
eating delicious foods (13%), and enjoying the great outdoors (10%).

Further findings from Ant hMdrolggt Rlessiaghtthd,s Maly p:
report show that Guam's strong perception as a destination offering escape, rest,

and relaxation puts the island in a strong position for the recovery in Japanese

travel. Japanese travelers perceive Guam most strongly as a destination that has

beautiful scenery and nature (52%  rating Very Good). It is followed by perceptions

of Guam as a destination that provides an escape from everyday life (45%) and

provides things to do that cannot be experienced at home (40%). On the other

hand, fewer Japanese travelers rated Guam as a destination with different local

cuisine (28%) and an opportunity to learn about a new place, its people, and

culture (19%).

While Guam is in a strong position for recovery, it is essential to note that less
than a third (29%) of the respondents providing their perception of Guam have
visited the island within the past five years. Thus, the destination has the
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opportunity to strengthen  views on the island by marketing itself as a unique place

with its culture, history, cuisine, and host community based on a long -term
outlook. Efforts and investment in infrastructure and tourism product
development must be made to ensure alignment between actual on -island visitor

experiences with th e destination perceptions.

Japan overseatravel goals

Be able to travel safely & securely 1 . |1 O
Be able to refresh GG 15%
Be free from everyday life S OS— 5%
Be able to relax I 5%
Eat delicious food IEEEEEG——S 13%
Enjoy the great outdoors I 10%
Wisit tourist sites & famous places IEET— . 10%
Build memories with family & friends T —— . 5%
Experience unknown worlds I 5%
Go shopping IS 7%

Enjoy meeting and interacting with people at the destination . 5%

Visit relatives, friends m— 5%
Having the chance to grow as a person EEEE 4%
WVisit museums I 4%
Become more educated & knowledgeable m 4%
Enjoy sports, outdoor activities mEE 3%

Enjoy theatre, concerts, movies Ml 3%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Source: JTB Tourism Research & Consulting Co.

Further findings from Ant hdMaogetRésvnsagdbhas
report show that perceptions of Guam align well with this increased travel interest
in escape, rest, and relaxation among overall outbound travelers.

According to research, Japanese travelers perceive Guam most strongly as a
destination that has beautiful scenery and nature (52% rating it Very Good). This
is followed by perceptions of Guam as a destination that provides an escape from
everyday life (45%) and provides things to do that cannot be experienced at home
(40%). Rating notably lower are perceptions of Guam as a destination with a

Ma g p ¢

different local cuisine (28%) and anopportunity to | earn about a

people and culture (19%).
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Chart24 Japanesetr av el er s 0 r astadestipatianf-% @tingdnv er y good: 6

Has beautiful scenery and nature NN 500
Provides an escape from my everyday life I 1500
Provides things to do that | could not experience at home NI /02
Has sightseeing and tours | can take partin I 562
Can take part in nature-based activities I -0
Has excellent in shopping venues I -7 2
Has a reputation for controlling crime and being safe for... I 0%
Is a clean, well-maintained destination G <%
Is a destination that most people value and appreciate I 0%
Can try new foods and a different local cuisine NN 2 5%
Is safe as far as health risks are concerned I 8%
An opportunity to learn about a new place, its people and... I 5%
Can take part in activities that offer adventure I 52

An opportunity to meet new and interesting people I 19%

0% 20% 40% 60%

Source: Japan In-Market Insights, May 2022 , Anthology Research

Q: Based on what you know or have heard, how would you rate Guam on
providing each of the following?
Source: JapanIn -Mar ket I nsights, May 202206 report, Anth

Guam's perception as a destination conducive to rest and relaxation provides the
island with a favorable position for the recovery in Japanese travel. However, to
strengthen the destination's appeal, Guam  should seek to cultivate more profound
perceptions of the island as one that delivers unique experiences grounded in
culture, history, cuisine and authentic local experiences. It is crucial to note that

in the research conducted by Anthology, less than a 't hird (29%) of respondents
provided their perceptions of Guam based on experiences gleaned in the past five
years. Hence, while the research suggests Guam enjoys strong brand recognition,

it is essential to make the necessary investment in infrastructure an d tourism
product development. These steps are sufficient to align the visitors' on -island
experiences with perceptions of the destination.

e)traveledemographics

As travel motivations have evolved, so have traveler demographics. During the
pandemic, 57% of males aged 15-t0-29 inten ded to travel and 53% aged 30-to-
39 possessed the strongest desire to travel overseas immediately or as soon as

the place(s) they wanted to visit started accepting tourists. By comparison,
females with the strongest overseas travel intentions during the pandemic were
those aged 40to 49 at 39% and those ages 30to 39 at 36%.
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Chart 25 Japanesetravelers overseatravel intent

B% 5%

10% 11% a%
15% 16%

1a% ‘Want to go imme distely

6% 5%

T ‘Want to go once the

17%
%
0% 0% REE destination apens
0%
i Wil nat ga untd COVID
subsides
28%
| | | | |
B0+

ASES 15-19 ip-39 40 -49 50-59 B+ 15-29 ip-39 40 -49 50-59

Men Women

Source: 0JTB Survey of Future Overseas Travel Sentiment Among Japanese Amid the Coronavirys &ebruary
2021 Pandemic

Younger Japanese travelers possessed stronger future travel intentions as
compared to older generations during the pandemic, which could bode well for
the recovery of Japanese visitor travel to Guam since the island appeals more
strongly to youth.

In FY 2019, 78% of Japanese arrivals fell in the 18  -to-24 (32%) and 25-t0-39

(46%) age groups. By comparison, Japanese visit  ors aged 40-t0-49 (15%), 50 -to-

59 (6%) and 60+ age (2%) combined account  ed for less than a quarter of the

mar ket ds arrival s. Mar ket segments tracked by
Visitor Tracker cut across the age categories, with Family Travelers (48% of

arrivals) being the largest segment, followed by Repeat (44 %), Office Lady (21%),

Group Tour (20%), Wedding (5%), Silver (2%), and MICE (1%). Rethinking and

redefining these segments around travel motivations, activities, generations, and

psychographics could set a stronger foundation for more targeted and effective

marketing communications and micro  -targeting opportunities.
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Chart 26  Market segment - Japan visitor tracker
GVB VISITOR SATISFACTION STUDY
OF What was your age on your last birthday?
GROUP

TOTAL FAMILY | OFFICE LADY TOUR MICE SILVER | WEDDING | REPEAT

QF 18-24 32% 10% 20% 28% B% 13% 18%

25-39 46% 5% 54% 44% 56% 67% 45%

40-49 15% 26% 18% 18% 17% 5% 24%

50-59 6% 9% 7% 7% 8% 9% 5%

60+ 2% 3% 1% 2% 1% 100% 5% 3%

Total 4426 2018 900 847 36 B1 204 1872

QF Mean 31.68 3689 33N 3283 3B8.28 G4.64 34.05 35.43

Madian 29 36 an 30 35 64 30 34

*Brepared by Anthology Research
GVE VISITOR SATISFACTION STUDY
D2 What is your approximate annual household income, before faxes?
GROUP
TOTAL | FAMILY | OFFICE LADY TOUR MICE SILVER | WEDDING | REFEAT
D2 Less than ¥2 million 4% 5% 8% 10% 3% 8% % %
#2,000,001 ~¥3,000,000 14% B% 15% 15% 14% 14% 9% 1%
3,000,001 ~%4,000,000 13% 10% 16% 14% 25% 14% 14% 1%
¥4.000,001 ~¥5000,000 1% 1% 12% 13% 14% 15% 15% 1%
¥5,000,001 ~%7,000,000 0% 4% 18% 17% 22% 14% 24% M%
¥7,000,001 ~%10 million 15% 0% 15% 12% 8% 14% 20% 17%
#10 million or more 15% 0% 10% 13% "M% 16% % 20%
Mo income 1% % 1% 5% 1% 6% % %
Total 4377 1387 BB6 B40 36 80 204 1855
*Prapared by Anthology Research*
Source:0 Survey of Future Overseas Travel Senti ment Among

the Japan Travel Bureau, February 2021

Moving forward, rethinking , and redefining these segments around travel
motivations, travel activities, generations and psychographics could set a
stronger foundation for more targeted and effective marketing communications
and microtargeting opportunities

f) shoppindpehaviors

The top source for finding information about Guam among visitors is the internet,
as cited by 91% of those responding to Guam's Japan Visitor Tracker survey.
Other important sources include travel guidebooks (48%), recommendations
(34%), travel agent broch ures (30%), and prior trips (24%). Among Japanese
visitors to Guam, the most commonly used online sources include Google (70%),
Instagram (45%), Yahoo (37%), YouTube (17%), and online booking sites (13%).

While the Japan Visitor Tracker survey provides insights into sources of
information largely used for Guam trip planning purposes, expanding pre -arrival
research to track paid, owned, and earned communication channels can inspire
Guam travel and promote mo re targeted marketing communications.

55
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Regarding booking methods, the majority (62%) of Guam travel arrangements
are made online, while 38% go through offline channels. Travel agents/package
tour companies account for the largest share (70%) of Guam travel arrangements,
followed by online third -party sellers (21%) and direct bookings with airlines and
hotels (8%). Since 82% of Guam visitors travel on pre -paid package trips that
include airfare and hotel, potential may exist for developing the free and
independent travel (FIT) segment within Guam 's visitor market. However, the data
in the last publication of this survey is from 2019, and thus could be considered
dated.

g) air seatcapacity

As an island destination, air service plays a critical role in Guam's post -pandemic
tourism recovery. In  CY 2021, airlines operated just over 118,000 nonstop air
seats from Japanto Guam - significantly lower than the nearly 874,000 seats total
Japan-Guam air seat count in 2019. However, as flights resume to the market, air
service development efforts should be put in place to help grow passenger
demand that keeps load factors and airline re ~ venue at economically viable levels.
While the Guam Visitors Bureau works closely with airline partners, attends airline
route conferences, and offers Air Service Development incentives in the form of
subsidies, exploring air carrier cooperative marketing opportunities to support air
service development efforts is also re commended. As of December 2024, daily
flights to Guam are operated by two airlines: United Airlines (IATA: UA) and Japan
Airlines (IATA: JL). Additionally, China Airlines (IATA: CI) provides a weekly service,
contributing to a total outbound seat capacity of 40,871 for the month of
December 2024.

h) othermarketplactctors

While there is pent -up travel demand, other marketplace factors can slow down
the recovery of outbound Japanese leisure travel to Guam. For instance, the
Japanese government launched its National Travel Discount program to revive the
economy by spurring do mestic tourism between October and December 2022,
providing Japanese residents with discounts and coupons for domestic trips. This
program continued (at lower discount rates) through spring 2023.

Furthermore, outbound travelers to the U.S. Mainland, Hawaii, and Guam face
higher travel costs due to inflation and a weakened yen relative to the U.S. Dollar.

In-market research on outbound travelers from Japan can be conducted to assess
the impacts of t hese factors and drive targeted marketing communications and
air service development opportunities for Guam.

Economic growth in Japan is expected to hold relatively steady with prior year

l evel s. According to the October 2022 Internat:.
forecast, Japands r eal wps prgesteddoognoe nt2022 pr oduct
(+1.7%) and 2023 (+1.6%) at a rate comparable with 2021 (+1.7%).
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2.5.4 South Korea

a) assessment ofitboundravel from Korea

According to the Korea Tourism Organization, after peaking in 2019 with 28.7
million outbound travelers, the Korean outbound travel market suffered 20
consecutive months of year -over-year declines between August 2019 and March
2021. It ended both 2020  (-85%) and 2021 ( -71%) with double -digit losses
compared to prior year levels. With quarantine requirements in place until June
2022 and pre -departure PCR testing requirements in place until September 2022,

the recovery in outbound Korean travel has been slo w. In CY 2022, about 6.6
million Koreans traveled abroad.

In 2022, Guam recorded 192,140 visitors from Korea, representing 59% of the
market share. In 2023, the number of Korean visitors showed a marked increase
to 371,903, accounting for 57% of the market share.

Chart 27  Korea outbound travelers (2000 -202 3)
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Source: Korea Tourism Organization

b) South Kordgeaveleprofile

South Korean tourists in Guam largely belong to the middle to upper -middle class,
with 40% having an annual household income before taxes of KRW 36 -48 million,
followed by 17% between KRW 48 -60 million (about USD 33 ,404-41,755).
Visitors from South Korea usually arrive from Seoul, Incheon (Gyeonggi), and
Gyeonbuk (Daegu). On average, they spend five days in Guam, with prepaid
expenditures per person of approximately USD 782 and on -island expenditures
per person of USD 590. Like Japanese travelers, the major ity of Korean travelers
(63%) plan the trip with a travel agent, though a considerable share (26% ) makes
direct bookings with airlines and hotels.
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c) interest ifuturenternation&davelfravel to Guam

Anthology Research's "Korea In -Market Insights, May 2022" report indicates that
with the easing of Korea's travel restrictions, recovery in the outbound market is
expected to increase. Results of an April 2022 survey of nearly 360 residents of
Korea who ha ve traveled internationally in the past three years or intend to travel
internationally in the next five years showed that more than half (59%) of Korean
travelers surveyed intended to travel internationally in the next 12 months, a level
well above the 34 % who expressed such travel intentions a year earlier (i.e., April
2021).

Further, nearly three -out-of-four (72%) travelers surveyed said they intend to
travel more (54%) or just as much (18%) as they did compared to before the
pandemic once travel restrictions are lifted. Furthermore, publicly available
Omnitrak Group research fielded in the first quarter of 2022 shows that 39% of
Korean travelers are considering travel ing to Guam for their next overnight
vacation, a level notably above the pre -pandemic measure (34%) observed in the
first quarter of 2020.

Destinations Korean travelers are considering for their next overnight vacation
can be seen as follows :

Chart 28  Koreatop overnight destination, 2020 Q1 & 2022 Q1

Korea

2020 Q1 2022 Q1

1 Southeast Asia 30% 429,
2 Europe 40% 419
3 Japan 219% 39%
4 Guam/Saipan 349, 399,
5 Hawai'i 39% 349,
6 Australia 30% 349,
7 USA 149, 27%
8 Maldives 27% 22%

Other - - 2%,

Not Considering - - 49,

Source: Hawaii Tourism Authority research by Omnitrak Group, Inc.

d) changes imternation&tvelerdravehotivationeéhaviors

As Korean outbound travel demand returns as travel restrictions ease, health and
safety considerations and the desire for escape in search of nature and scenery
are top -of-mind for travelers once again looking to travel internationally.

Anthology Research's "Korea In -Market Insights, May 2022" report shows that
when it comes to international travel, Korean travelers feel that safety is an
important factor (73% rated Very Important), followed by enjoying the scenic
beauty of nature (61%) a nd escaping from everyday life (54%). Guam's strong
perceptions as a destination offering escape, rest and relaxation and
health/safety set the island up in a strong position for the recovery in Korean
travel. However, efforts and investment in infrastruct ure and tourism product
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development must be made to ensure alignment between actual on -island visitor
experiences and destination perceptions.

Chart29 KoreaKor ean travelersd des-% nati ong 9S9elegti onpofraanor ©

Safety is an important factor when traveling internationally I 720
I would like to enjoy and view the scenic beauty of nature NN 105
| want to escape from everyday life IG5
I consider health risks when traveling out of my own country I 500
Cleanliness is important when choosing a destination I 510
I'would like to try a new food and local cuisine I S 1%
I'would like to do something that | could not do in my daily life NI -0
| like visiting destinations tha most people value and appreciate I 5%
| enjoy sightseeing and tours during my trip I =0
| want to take part in nature-based activities GGG 6%
I would like to increase my knowledge about places, people,... NI 6%
I am interested imn shopping I =%
| would like to meet new and interesting people NI -
I want to take part in activities that offer adventure NG 50

0% 20% 40% 60% 80%
Source: Korea In-Market Insights, May 2022 , Anthology Research

Guam possesses a reputation as a destination for escape, rest, and relaxation,
along with strong health and safety measures . This perception enables the island
to have a robust position for recovery in Korean travel. However, there is an
opportunity for Guam to enhance its reputation as a place with a unique culture,
history, cuisine, and host community, based on a long -term outl ook. It is
noteworthy that less than 20% of respondents surveyed in this research have
visited the island within the past five years, which sugges ts that there is room for
improvement in aligning on -island visitor experiences with the destination's
perception.

Though the Anthology research findings highlighted Guam's strong brand
perception, it is critical to recognize that investment in infrastructure and tourism
product development is necessary to ensure alignment with such perceptions. As
such, Guam can take this opportunity to develop and promote its unique qualities,
which will create a memorable and unforgettable experience for visitors to the
island.

e)traveledemographics

During the pandemic in CY 2021, travelers under age 50 captured a larger share

of the outbound market (75% in 2021 vs. 71% in 2019), and travelers ages 50
and older accounted for fewer travelers (25% in 2021 vs. 29% in 2019). Generally,
younger Korean travelers were more likely to continue traveling as compared to
their elders during the pandemic. Like Japan, t he shift toward younger travelers
and increased near -term emphasis on relaxing vacations could bode well for the
recovery of Korean visitor travel to  Guam.
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According to the FY 2019 "Korea Visitor Tracker Exit Profile & Market
Segmentation Report" prepared by Anthology Research for the Guam Visitors
Bureau, the island destination appeals more strongly to younger Korean travelers,

with nearly all (97%) Korean arrivals in FY2019 fa  lling in the 18 -to-24 (11%), 25 -
to0-39 (50%) or 40 -t0-49 (36%) age groups. By comparison, Korean visitors ages

50 and up accounted for only three percent of the market's arrivals.

Moving forward, rethinking , and redefining market segments around travel
motivations, travel activities, generations, and psychographics could set a
stronger foundation for more targeted and effective marketing communications
and microtargeting opportunities.

shopping behaviors

According to Guam's Korea Visitor Tracker survey, the Internet is the top source
for pre -arrival information about Guam, cited by 82% of visitors. Naver (86%),
Google (56%), Instagram (20%), DAUM (12%), and Facebook (11%) are the most
frequently used digit al sources by Korean visitors to Guam. While the Korea
Visitor Tracker provides insights into sources of information used for Guam trip
planning purposes, pre -arrival research could be expanded to track paid, owned,
and earned communication channels thati  nspire Guam travel and lead travelers
toward booking a Guam vacation.

Concerning booking methods, the vast majority (88%) of Guam travel
arrangements are made online, while only 12% go through offline channels. Travel
agents/package tour companies handle the largest share (63%) of Guam travel
arrangements, followed by direct  bookings with airlines/hotels (26%) and online
third -party sellers (11%). Interestingly, while 63% of Korean visitors to Guam
booked their trips through travel agents/package tour companies, only 39% of
Guam visitors traveled to Guam on pre -paid package t rips that include d airfare
and hotel.

g) air seatcapacity

As an island destination, air service plays a vital role in Guam's post -pandemic
tourism recovery. In CY 2021, airlines operated nearly 115,000 nonstop air seats

from Korea to Guam, a fraction of the total Korea  -Guam air seat count in 2019
(887,300 seats). With the further easing of Korea's travel restrictions, outbound
Korea travel demand continues to pick up, fueled in part by travel trade reports

of a desire for "revenge travel." As flights return to the market, air service
development efforts should be  put in place to help grow passenger demand that
keeps load factors and airline revenue at economically viable levels.

While the Guam Visitors Bureau works closely with airline partners, attends airline
route conferences , and offers Air Service Development incentives in the form of
subsidies, air carrier cooperative marketing opportunities could also be explored

in support of air service development efforts (i.e., if such efforts do not already
exist).

As of December 2024, Korean Air (IATA: KE), Jeju Air (IATA: 7C), Jin Air (IATA:

LJ), and Tdéway Air (I ATA: TW) provide daily f
Additionally, Jin Air operates a daily route from Busan to Guam. Collectively,

these routes offer a total outbound seat capacity of 35,426.
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h) othermarketplactactors

While pent -up travel demand has positioned the Korea outbound market for
recovery, travel demand for the U.S. Mainland, Hawaii, and Guam could be
weakened by higher travel prices due to inflation and a weakened won (relative to
the U.S. Dollar). In additio n, economic growth in Korea is expected to slow from
prior year levels, according to the October 2022 International Monetary Fund's
economic forecast. Korea's real gross domestic product is projected to slow in
2022 (+2.6%) and 2023 (+2.0%), following econ omic expansion of +4.1 percent
in 2021.
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2.5.5 Taiwan

a) assessment ofitboundravel fromaiwan

In 2019, the Taiwanese outbound travel market reached its peak with 17.1 million
outbound travelers. Unfortunately, this market experienced 14 consecutive
months of year -over-year declines between February 2020 and March 2021, with
double -digit losses resulting in significant declines of 86% in 2020 and 85% in
2021 compared to prior years.

Pre-departure PCR testing requirements, which remained in place until July 2022,

and quarantine mandates that extended until October 2022, further delayed the
recovery of outbound Taiwanese travel during that period. By the end of 2022,
only an estimated 1 .5 million Taiwanese had traveled abroad. For example,
according to the Guam Visitors Bureau, Guam welcomed approximately 640
Taiwanese visitors in 2022, a sharp decline compared to the peak of 28,200
Taiwanese arrivals recorded in 2019. Similarly, total T aiwanese travel to Hawaii
in 2022 (1,950 arrivals) remained far below historic levels, reflecting the
prolonged weakness of the overall outbound travel market.

In 2023, the recovery of Taiwan's outbound travel market gained significant
momentum, with 11.8 million outbound travelers recorded, marking a substantial
rebound compared to the previous years. Although the figures have yet to reach
pre-pandemic levels, t he upward trajectory signals a strong recovery as
international travel restrictions and health  -related requirements have been
entirely lifted. This resurgence demonstrates the underlying strength of
Taiwanese demand for outbound travel and highlights the m arket's gradual return
to pre -pandemic activity levels.

Chart 30  Taiwan outbound travelers (2000 -2023)
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b) Taiwanraveleprofile

Approximately 27% of Taiwanese tourists have an annual household income
before taxes between NT 0.5 -1 million (about USD 15,372-30,745) , followed by
25% with NT 1 -2 million (about USD 30,745-61,489) , and another 13% with
NT 0.24 -0.5 million (about USD 7,37 9-15,372) , categorizing them as the lower -
middle class. Taiwanese visitors mostly come from Taipei, Kaohsiung, Taichung,
Taoyuan, Miaoli, and Hsinchu, and spend about 5 days in Guam. On average,
their prepaid expenditures per person equal USD 991, and on -island expenditures
per person a re USD 866. Many Taiwanese visitors (46%) plan the journey with a
trave | agent, while 28% use online third  -party sites and another 26% make direct
arrangements with airlines and hotels.

C) interest ifuturanternationédavelfravel to Guam

Anthology Research's "Taiwan In -Market Insights, May 2022" report indicates that
there is pent -up demand for outbound travel among Taiwanese consumers. The
easing of travel restrictions in Taiwan may lead to a recovery in the outbound
market, though early signs of progress are yet to be seen.

The report examines the results of an April 2022 survey of approximately 360
Taiwanese residents who have traveled internationally in the past three years or
plan to do so within the next five years. As of April 2022, 42% of survey
respondents intended to  travel internationally within the next 12 months. This
marks a significant increase from the 26% who expressed similar intentions in
April 2021. However, it is worth noting that Taiwanese travelers lag behind their
Japanese (53%) and Korean (59%) counterpa rts in terms of comparable travel
intentions.

Moreover, less than half (42%) of Taiwanese travelers surveyed indicated that
they plan to travel more often (24%) or the same amount (18%) as they did before
the pandemic. A majority (58%) of respondents plan to travel less frequently,
signaling a slower recovery for outbound travel from Taiwan compared to Japan
and Korea.
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d) changes imternation#iavelerdravehotivationbéhaviors

Chart31 Tai wan travelersd des-t% matiiong Oelee gt iionp ofrd @tndar D
Safety is an important factor when traveling internationally I 55
| consider health risks when traveling cut of my own country I 5200
| enjoy sightseeing and tours during my trip I -0
I'would like to try a new food and local cuisine I 0°:
I would like to enjoy and view the scenic beauty of nature NI 00
Cleanliness is important when choosing a destination I 20
| want to take part in nature-based activities I -0
I would like to increase my knowledge about places, people,... INIIIIHHNGNDIEN 7%
I'would like to do something that I could not do in my daily life I - %
I would like to meet new and interesting people I -5%
| want to escape from everyday life I -1%
I like visiting destinations tha most people value and appreciate I 2 7%
I am interested in shopping NN 5%

| want to take part in activities that offer adventure I 17%

0% 20% 40% 60% 80%

Source: Taiwan In-Market Insights, May 2022 , Anthology Research

Q: When considering a destination to visit, in general, how important are each of
the following in your decision of where to go?

As Taiwanese outbound travelers gradually resume international travel, their

travel considerations are primarily centered around safety, health risks, and
sightseeing. Accordi-Mar kot tlhresiogihatisvanMdy 202256
Anthology Research, 69% of Taiwanese travelers rate safety as a "Very Important"

factor, followed closely by "considering health risks when traveling abroad” (58%).

Additional factors include sightseeing and tours (53%), trying new food and local

cuisine (50%), and enjoying the  scenic beauty of nature (46%).
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Chart32 Tai wan travelersd ratingsrafi Bgamvaesyagdedtdnati on

Has beautiful scenery and nature I 5 1%
Can take part in nature-based activities I 0%
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Source: Taiwan In-Market Insights, May 2022 report, Anthology Research

Q: Based on what you know or have heard, how would you rate Guam on providing
each of the following?

I n addi tion, t-Neer k@T ailwasni glhn s, Mshgws thdt 2 2 6 repo
perceptions of Guam align well with top travel interests including sightseeing,
local cuisine and scenic beauty among overall outbound travelers.

Anthology Research's "Taiwan In -Market Insights, May 2022" report reveals that
Taiwanese travelers perceive Guam most strongly as a destination with beautiful
scenery and nature, with 51% of respondents rating it "Very Good." Nature -based
activities (49%), sightseeing and tours (47%), and local cuisine (43%) closely
follow as other attractive features. However, Guam's ratings for controlling crime

and being safe for visitors (37%) and for being safe from health risks (32%) are

lower in comparison. Enhancing  perceptions of Guam's health and safety is vital

in attracting Taiwanese travelers in the current marketplace.

It is important to note that only 16% of respondents surveyed in this research
visited the island within the past five years. Hence, while strong brand perceptions
of Guam emerged in the Anthology research results, significant efforts and
investments in infrastructure development and tourism products are required to
ensure the alignment of actual visitor experiences on the island with destination
perceptions.

e)traveledemographics

The outbreak of the pandemic in CY 202 0 witnessed a shift in demographics of
Taiwanese outbound travelers. According to industry data, younger travelers aged
20-29 captured a slightly larger share of the outbound market, accounting for

17% compared to 14% in 2019. Conversely, travelers aged 30 to 49 accounted

for fewer travelers, declining from 41% in 2019 to 38% in 2021. Travelers aged
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50 and under recorded consistent outbound travel share in 2021 (64%) as they
did in 2019 (65%).

The Guam Visitors Bureau's "Taiwan Visitor Tracker Exit Profile & Market
Segmentation Report" further strengthens this insight, noting that nearly all
Taiwanese arrivals (94%) in FY 2019 fell within the 18 -to-24 (17%), 25 -to-39
(61%), or 40 -to-49 (16%) age groups. Taiwanese visitors aged 50 and older
represented only six percent of the market's arrivals. The Sports/Adventure
traveler segment (55% of arrivals) was the largest segment b eing tracked by the
Guam Visitors Bureau's Taiwan Visitor Tracker, followe d by Honeymoon (8%),
MICE (2%), and Wedding (1%) segments.

Considering these findings, there is significant potential for rethinking and
redefining segmentations around travel motivations, activities, generations, and
psychographics. Doing so could improve targeted and effective marketing
communications, enabling  better micro -targeting opportunities.

shopping behaviors

The Guam Visitors Bureau's "Taiwan Visitor Tracker" survey reveal ed that the
internet is the primary source of pre  -arrival information on Guam, with 74% of
respondents using online sources. Friends and relatives (47%), social media
(23%), travel agent brochures (22%), prior trips (12%), and television (12%)
follow as sour ces of information. Among digital sources, Google (81%), Facebook
(45%), Instagram (25%), and YouTube (26%) are most used by Taiwanese
visitors for pre -arrival research.

While the Taiwan Visitor Tracker provides insights into predominant information
sources for Guam trip planning, additional research can be undertaken to track
the effectiveness of paid, owned, and earned communication channels for
inspiring Guam travel, le ading to more targeted marketing communications and
micro -targeting opportunities.

In terms of booking methods, the majority of Guam travel arrangements (71%)
are made online, with travel agents/package tour companies accounting for the
largest share (46%), followed by online third  -party sellers (28%) and direct
bookings with airlines/ho tels (26%). Interestingly, although 46% of Taiwanese
visitors to Guam booked their trips via travel agents/package tour companies,
65% of Guam visitors traveled to the destination on prepaid package trips that
include d airfare and hotel.

g) air seatcapacity

Air service is a critical component in the post  -pandemic tourism recovery for
Guam given its location as an island destination. In CY 2021, nonstop air seat
capacity from Taiwan to Guam made up only 5,040 seats, representing a small
fraction of the total Taiwan -Guam air seat count in 2019 (40,030 seats). Air
service development efforts are necessary to increase passenger demand while
ensuring airline revenue and load factor s remain economically viable.

While improving air services is key to the recovery of Taiwanese travel to Guam,
it may not be enough as air service development efforts to restore lost capacity
in this market may take a secondary role in rekindling demand and strengthening
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perceptions of the island's health and safety among targeted Taiwanese travelers.
Further initiatives geared toward addressing travelers' overall safety and health
during their stay, as well as promoting the unique offerings and attractions of
Guam. As of December 2024, China Airlines (IATA: CI) operates twice  -weekly
flights between Taipei and Guam, according to the December 2024 schedule

h) othermarketplactactors

Travel demand for the U.S. mainland, Hawaii, and Guam may be weakened by
higher travel prices due to inflation and a weakened Taiwan Dollar relative to the
U.S. Dollar. Political tensions between the U.S. and China over Taiwan and the
threat of a Taiwan in vasion from China may create marketplace uncertainty for
outbound travel. Additionally, a projected slowdown in economic growth in Taiwan
is not conducive to an expansion in outbound Taiwan travel.

According to the International Monetary Fund's economic forecast for October
2022, Taiwan's real gross domestic product is projected to slow in 2022 (+3.3%)
and 2023 (+2.8%), following economic expansion of +6.6 percent in 2021.
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2.5.6 Domestic Tourists

The Guam Visitors Bureau's 2019 annual report provides insightful details on the
demographics and behavior of US tourists. The majority of US tourists were male
(63%), with diverse age distribution. 36% of visitors were aged 50 or over,
followed by age groups 25 -39 (33%) and 40 -49 (18%). In terms of annual income,
40% had an annual income between USD 75,000 -150,000, while 31% had
USD 25,000 -75000 annual income. Visitors from the US stayed an average of
15 days, with 44% traveling alone, 17% with an officema te, and 14% with a
spouse.

For US visitors, visiting friends and relatives (34%) and government or military
purposes (32%) were the top reasons for visiting Guam. Business purposes
ranked third with 25%, while pleasure and vacation (23%), relaxation (16%), and
natural beauty (15%) w ere also popular reasons. Nearly 23% of visitors cited
positive prior trip experiences as a reason to return, while 41% were first -time
visitors. The most common way to plan a trip to Guam was by direct booking with
airlines and hotels (48%), while 29% use  d travel agents with package tours and
23% used third -party online travel sites. On average, prepaid expenditures per
person were approximately USD 1,972, with USD 1,645 in on -island expenses.

It's vital to note that the demographics and behavior of US tourists differ
considerably from inbound visitors from Japan, South Korea, and Taiwan. Further
analysis and insights are necessary to develop targeted marketing strategies t hat
appeal to each segment.
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Comparablgestinations

When analyzing beach resort destinations around the world, several common
traits stand out, including a desirable location in close proximity to crystal -clear
water, a range of hotel accommodations, and a variety of activities such as water
sports, health and wellness options, and dining experiences. Guam meets these
basic criteria, and therefore, PKF has identified comparable destinations sharing
secondary characteristics, such as an island location dependent on air -access for
tourism, an active and engage d indigenous community with a strong culture and
traditions, and a reliance upon inbound markets from Japan, Korea, and Taiwan.

While several international beach destinations could be compared to Guam, a few
US jurisdictions immediately come to mind. Hawaii has long been considered the
gold standard for island beach destinations globally and remains Guam's biggest
competitor with a Il of its inbound markets. It  is worth noting that Hawaii, like
Guam, is also heavily dependent on military and government spending and has a
strong indigenous culture.

The Caribbean Islands, which are home to a US commonwealth (Puerto Rico) and
a US territory (US Virgin Islands), have similar weather patterns, clear waters,
and white sandy beaches, but their proximity to the mainland US and other
international beach dest inations, including Jamaica, the Bahamas, and the
Dominican Republic, make them less of an ideal comparison.

Other destinations in the Pacific Islands, such as Fiji and Vanuatu, and Southeast
Asian island destinations such as Bali, Koh Samui, and Phuket, can also be
compared to Guam.

For this comparative analysis, PKF formulated a set of specific criteria, including
geographical position, transportation infrastructure, diversity of complex tourism
products, level of service and comfort, and market supply's economic level.

After analyzing and considering all of these elements, PKF selected the following
competitive destinations for Guam:

geographical position

transportation infrastructure

complex tourism product and its diversity
level of service and comfort

economic level of market supply
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In the final analysis, the competitive destinations selected for Guam were:
A Hawaiian Islands
A Northern Mariana Islands
A Okinawa
A Fiji

A Taiwan

2.6.1 Hawalii

—
-

a) soft facts comparison:

Hawaii, a chain of volcanic islands located in the Pacific Ocean, is Guam's leading
competitor with inbound markets from all over the world. Hawaii is known for its
stunning beaches, warm climate, lush tropical forests, and diverse culture
influenced by it s native Hawaiian, Asian, and American heritage. Hawaii is a
popular tourist destination for vacationers seeking sun, sand, and relaxation.
Available activities and attractions includ e surfing, hiking, snorkeling, cultural
activities, and historical site s. The state also highlights its scenic drives, golf
courses, and shopping centers, including one of the largest outdoor shopping
malls globally (Ala Moana ). At the time of research in Q 4 2024, Go Hawaii, the
official destination website, showcased various islands, experiences, and cultural
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activities, and the Hawaiian Islands directory offered multiple services, including
accommodations, activities, and water adventures.

The state boasts stunning beaches with crystal clear waters and white sandy

shores, offering visitors the opportunity to ski and surf on the same day. One can

also hike Mt. Waialae, one of the wettest places on earth, or take a helicopter tour

to see all 8 islands of the archipelago in the same day. Hawaii also offers cultural

activities such as learning the hula, threading a lei (floral wreath/necklace), and

attending traditional feasts known as oOluau. ¢
historical and cultural s ites, including Pearl Harbor and the Polynesian Cultural

Center.

At the time of research in Q 4 2024, the official Go Hawaii website listed and
promoted a variety of tourism products:

islands (Kauad6i, O06ahu, Mol okadi, Lanadl, Maui ,

experiences (adventure, culinary, eco -tourism, family fun, golf, heritage sites,
relaxation & romance, sightseeing, voluntourism, weddings & honeymoons)

culture (history, tr adihawaiotasguagd) ar, eventsmfilns)i ¢, | ud au
planning ( safety, travel tips, special alerts/notices, weather, FAQ, international
travelers)

Hawaiian Islands directory offer the following services:
accommodations (341)

activities (396)

attractions (48)

booking and concierge services (14)

culture, history and the arts (33)

coffee farms and tours (8)

culinary experiences, tours and tastings (11)

dinner, cocktail and sunset cruises (1)

directories and guides (9)

distilleries, breweries, wineries, cideries, and meaderies (5)
festivals and events (5)

land adventures (58)

luau and dinner shows (29)

music and nightlife (14)
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plantations, farms and gardens (18)
sky adventures (18)

tours and sightseeing (41)
voluntourism (17)

water adventures (102)
wellness and rejuvenation (30)
dining and drinks (187)

golf (28)

services (124)

shopping (99)

transportation (34)

travel professionals (34)
wedding and honeymoons (70)

It should be noted that Go Hawaii website specifically addresses the following
target groups:

families

foodies

culture & history aficionados

nature lovers

first -timers

romance seekers

outdoor adventurers

shoppers

health and wellness enthusiasts

Additionally, Go Hawaii promotes the following event categories:

the Festive Islands of Aloha (local community culture, including ethnic festivals,
culinary events and an exotic collection of celebrations throughout the year)



&. pkF
Q@Y hospitality

annual events (including Honolulu Marathon, the Hawai & International Film
Festiva,O@ hudés Prince Lot Hull&E@&tharmmatii tli &h ,aktaltbe Ees
and the statewide King Kamehameha Celebration)

food festivals (that feature local foods and agricultural products, including The
Hawai@ Food and Wine Festival, the Kapalua Wine & Food Festival, Kona Coffee
Cultural Festival, and Kaua @ Chocolate & Coffee Festival)

In summary, the unique selling points (USPs) of Hawaii include:

natural beauty: a diverse array of natural landscapes, including tropical forests,
waterfalls, black and red sand beaches, and several stunning national parks

outdoor activities: such as hiking, surfing, snorkeling, scuba diving, kayaking, and
ziplining

cultural experiences: rich Hawaiian  traditions and heritage including a mix of
Polynesian, Asian, and American influences

relaxation: laid -back atmosphere and diverse wellness and spa offerings

sunny weather: a warm tropical climate, with an average temperature ranging
from 68 to 75 degrees Fahrenheit/20 to 24 degrees Celsius

variety of islands: Hawaii is made up of 137 total islands and 8 major islands |,
each with its own unique charm and character, providing a mix of experiences to
choose from

luxury resorts: a popular destination for luxury vacations, with many high -end
resorts, spas, and golf courses located throughout the islands

festivals and events: several cultural festivals and events throughout the year,
including the Honolulu Festival and the Maui Film Festival

food and drink: delicious cuisine, ranging from traditional Hawaiian dishes to
Asian/American fusion

shopping: everything from high -end luxury brands to local arts and crafts
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b) hard facts comparison:

The following chart presents the dynamics of key tourism indicators in Hawaii
from 2012 to 202 3:

Chart 33 Dynamics of key tourism indicators, Hawaii (2012 -202 3)
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Source: Hawaii Tourism Authority

According to official statistics from the Hawaii Tourism Authority, tourism on the
islands had a positive trend from 2012 to 2019, with an increase in total arrivals

(30% growth) and the number of overnights (2 2% growth). The average length of
stay decreased by 6. 5% to 8.76 nights, which is still extremely high for most
beach resort destinations. Despite the COVID -19 pandemic's impact leading to a
declinein 2020 -2021, Hawaii's tourism industry show  ed signs of recovery in 2022,
with an increase in the number of tourists and overnights, though still lower
compared to pre -pandemic levels. Although the number of tourist arrivals
increased by 2% from 2022 to 2023, it has not yet returned to pre -pandemic
levels.
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Chart 34  Top 3 feeder markets arrivals, Hawaii (2012 -202 3)
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Hawaii welcomes tourists  from all over the world, yet it relies  heavily on the USA,
Japan, and Canada for inbound travel, with Australia and South Korea rounding

out the top five. From 2012 to 2019, the number of USA tourists increased from

4.88 millionto 6.87 million (4 1% increase). Hawaii had rebounded to 7.76 million
US tourists in 2022, leading to a positive CAGR of 4.7% in the period of 2012 to
2022. The number of Japanese tourists increased by 7.5% from 2012 to 2019,
reaching 1.58 million people in 2019, while Canadi an touri st numbers increased
by 8.2%, with 0.54 million tourists in 2019. The mix of visitors has returned to
pre-pandemic levels, heavily skewed toward the US Mainland market. In 2023,
Hawaii saw a total of 7.43 million tourists from the United States, making it the
largest group of visitors. Additionally , 0.59 million tourists traveled to the islands
from Japan , while Canada contributed 0.47 million visitors .
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Share of Top3 market arrivals, Hawaii (2012 -202 3)
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The graph indicates that the USA has consistently accounted for 61% to 67% of
total arrivals between 2012 and 2019. In 2020 and 2021, US arrivals became a
larger portion of total arrivals (74% and 95%) due to COVID -19 related travel
restrictions, limiting international tourists to visit the islands. Japan has
traditionally been the second -largest market; however, its share decreased over
time (from 19% in 2012 to 15% in 2019), while Canada has consistently been

the third -largest market, with a stable share  of 5% to 6%. The data for 2023
indicates that travelers from the USA represented 77% of total arrivals to Hawaii,
followed by Japan at 6%, and Canada at 5%.
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The following chart of 2019 and 2023 arrivals is what PKF believes to be most
indicative of the seasonality that occurs for travel to the Hawaiian Islands:

Chart 36 Seasonality of tourism arrivals, Hawaii (2019 vs. 2023)
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Source: Hawaii Tourism Authority

The data from the Hawaii Tourism Authority for the year 2023 reveals a clear
pattern, with higher numbers of arrivals during the summer months (June -August),
along with March and December, and lower numbers in September. Based on the
number of arrivals we can assume the high season is in March (0.9 million) , from
June (about 0.89 million) to August (about 0.77 million) , and December
(about 0.86 million) . The relatively low season is in September (with  about 0.72
million tourists), with the remaining months falling into the shoulder season . This
pattern is common in many similar tourist destinations and likely due to factors

such as weather, school holidays, and cultural events. In 2023, Hawaii recorded
the most arrivals in the month of July with about 0.94 million tourist s. In
comparison to 2019, it is evident that arrival numbers have almost returned to
pre-pandemic levels, reflecting a near -complete recovery.
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Chart 37  Development of hotel supply, Hawaii (2012 -2024)
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The hotel market supply in Hawaii has remained relatively stable with slight
fluctuations from 2012 - June 202 4. The number of hotels has varied between 141
and 154, w ith total number hotel rooms fluctuat ing between approximately
43,000 and 45,000. The average number of rooms per hotel has remained
relatively stable (from 287 to 307 units per hotel). Overall, there have been no
significant changes in the hotel market supply in Hawaii from 2012 to 2022.
However, in 2023, there was a slight increase in the number of hotels and rooms,

with approximately 47,000 rooms across 155 hotels. Preliminary data for 202 4
indicate a further increase in hotel supply, with 172 hotels and approximately
48,000 rooms in the months from January to June.
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Chart 38  Development of hotel demand, Hawaii (2012 -202 3)
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The chart above presents the historical hotel demand in Hawaii from 2012 to
2022. The average daily rate (ADR) in Hawaii's hotel market has steadily grown
from 2012 to 2019, reaching USD 283.05, which is a 38% increase over that
period. In 2020, Hawaii's A DR declined to USD 266.81, but it rebounded in 2021
to USD 330.32, which exceeded 2019. The hotel occupancy rate had remained
relatively stable from 2012 to 2019 with a slight increase from approximately
77% to 81%. However, it significantly declined in 20 20, reaching approximately
38% due to the impact of the pandemic and only partially improved in 2021 and
2022, approximately 58% and 74%, respectively. All of this resulted in a
consistent increase in  RevPAR (revenue per available room) from 2012 to 2019
(45% increase, from USD 157.59 to USD 228.70), followed by a decline in 2020
(USD 100.21) and a recovery in 2021 (USD 189.35). In 2022, the RevPAR had
exceeded 2019 levels, reaching USD 273.27.

The years 2022 and 2023 exhibit a positive growth trend. In 2022, the ADR
increased to USD 371.21, and further rose to  USD 378.00 in 2023. The average
occupancy rate for 2022 was 74%, which slightly improved to 75% in 2023. The
RevPAR for 2022 was USD 273.27, with an increase to  USD 282.37 in 2023.

According to the 2019 Annual Visitor Research Report, the typical visitor travelled
with a party of 2.24 people. Sixty percent of visitors planned to stay in hotels, and
approximately 17% opted for condos. Most travelers , approximately 85%, visited
for pleasure, including vacations, weddings, and honeymoons, while
approximately 8% visited friends and relatives. Visitors typically stayed in Hawaii

for 8.76 nights, with 32% being first  -time visitors. The remaining 68% are
returning to the islands with an aver age of five previous trips to the destination.
Interestingly, non-group tourists accounted for 95% of the total traffic.
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Travel expenditures in Hawaii (20 23)
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In 2019, tourists spent an average of USD 197 per person per day, which
amounted to USD 17.84 billion for the year. Accommodation was the largest
expense, accounting for 43% of total spend (USD 85 per person per day), followed

by food and beverage at 21% (over USD 41 per person per day). Shopping
represented approximatel y 13% of spending (USD 26 per person per day),
transportation 10% (USD 19 per person per day), entertainment and recreation
approximately 9% (USD 18 per person per day), and other expenses around 4%
(USD 7 per person per day).

In comparison, in 2023, the average daily expenditure by tourists was USD 241
per person, resulting in a total annual spending of USD 20.87 billion. This reflects

a 22% increase in average daily expenditure and a 17% increase in total annual
expenditure compared to the year 2019 . Accommodation remained the largest
category of expenditure, accounting for 47% of total spending (USD 112 per
person per day). This was followed by food and beverage, which comprised
approximately 21% of daily spending (USD 51 per person per day). Other
significant expenditure categories included shopping (10%, USD 24 per person

per day), transportation (9%, USD 23 per person per day), and entertainment

and recreation (9%, USD 22 per person per day). Other expenses represented
approximately 4% of total spending (USD 9 per person per day).
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2.6.2 Northern Mariana Islands

a) soft facts comparison:

The Commonwealth of the Northern Mariana Islands (CNMI), located just north
of Guam, is a group of 15 islands with stunning beaches, tropical forests, and a
unique blend of American and Pacific Island cultures. Saipan, the principal and
most populous island, offers many historical sites and outdoor activities,
including World War 1l battle sites, hiking trails, and snorkeling and diving spots.

With its rich history and culture, the CNMI has become a popular destination for
travelers seeking a distinct experience. Visitors can relive the island's history by
visiting famous monuments, such as the American Memorial Park, the Battle of
Saipan Memori al, and other World War Il battle sites. The islands' white sand
beaches and crystal -clear waters provide ideal conditions for swimming,
sunbathing, and other beach -related activities. Additionally, hiking, bird watching,
and golfing are popular outdoor ac tivities that can be enjoyed in the island's
pristine surroundings.

The CNMI shares several cultural traits with Guam, including the delicious local
cuisine, featuring seafood, kelaguen, and red rice. The people of the CNMI, who
are of CHamorro and Carolinian ancestry , have a profound cultural and historical
significance, providing a fascinating cultural immersion experience for travelers.

Furthermore, the breathtaking natural beauty of the CNMI makes it an ideal
destination for couples and honeymooners seeking a serene and secluded
getaway. With its unique cultural heritage, beautiful beaches, outdoor activities,
and Pacific Island charm,t he CNMI offers a captivating experience  for visitors .
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As of January 2023, the official destination website of The Marianas features and
promotes the following tourism products of Northern Mariana Islands:

Saipan Island (Last Command Post, Banzai CIliff, Suicide CIiff, Sleeping Lady,
Kalabera Cave, Mt. Tapochau, Isley Field, Bird Island, Catholic Church Bell Tower,
Mount Carmel Cathedral, Sugar Dock, Chalan Kanoa Village, Sugar King Park,
NMI Museum)

Tinian Island (House of Taga, Taga Well, Atomic Bomb Pits, Suicide Cliff, Puntan
Taddong, Puntan Carolinas, North Field)

Rota Island (As Nieves Latte Stone Quarry, Tonga Cave, East Harbor, Japanese
Cannon, Pona Point Fishing Cliff, Bird Sanctuary, Japanese Locomotive, Chugai
Cave, Mochong Latte Village, Dugai Latte Village, Mt. Tapingot, German Chapel,
Nanyo Kohatsu Kaisha Sugar M ill, Old Spanish Government Building, Songsong
Conbento, Sinapalo Village, Mount Sabana, As Matmos)

The Northern Islands (including Uracas Maug Asuncion Agrihan Pagan Alamagan
Guguan Sarigan, and Anatahan islands)

Marianas event calendar (majority of listed events are not cultural , but rather
commercial offers like happy hours, fiestas, brunches, parties and so on)

more activities (list of dive spots, list of golf courses, short description of possible
activites suchas snorkeling, water sports, O0Oskyo6 sport :
shopping, driving tour, waterparks, museums, and weekly markets)
Mymarianas.com lists the following types of offers and services:
accommodations (11)

activities (13)

dining (23)

diving (3)

other (16)

photography (1)

shopping (12)

transportation (4)

travel professionals (8)

weddings (2)

Some of the main unique selling points (USPs) of the CNMI, include:

natural beauty: tropical forests, white sandy beaches, crystal clear waters, rugged
landscapes, and beautiful waterfalls
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diving and snorkeling: a diverse array of marine life, including colorful coral reefs,
shipwrecks, and schools of tropical fish

historic and cultural sites: a rich cultural heritage that is deeply rooted in the
CHamorro and Carolinian culture, as well as historical sites, including the
American Memorial Park, which honors the soldiers who fought in the Pacific
during World War 1l, and the Rota Latte Stone Quarry, a UNESCO World Heritage
Site

relaxation: a more laid -back, secluded experience compared to other tourist
destinations, making it a great place to escape the hustle of everyday life

golf: world -class golf courses that offer unique experiences to golf enthusiasts

adventure activities: including hiking, kayaking, camping, and bird watching, as
well as guided tours to the caves and other natural landmarks

island hopping: tourists can visit various islands to experience the different
cultures and landscapes

authentic and cultural dining: traditional and authentic CHamorro and Carolinian
dishes, which are made with locally grown ingredients

nightlife: a variety of nightlife options, including live music, bars, and nightclubs

b) hard facts comparison:
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The following chart presents the dynamics of key tourism indicators in the
Northern Mariana Islands from 2012 to 202 4:

Dynamics of key tourism indicators, Northern Mariana Islands (2012 -202 4)
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The CNMI Department of Commerce reported a 31% decrease in visitor arrivals

to the Northern Mariana Islands in 2019 due to typhoons. Before the pandemic,
the region had a steady increase in visitors, peaking at a record high of 653,150
visitors in 2017. The significant decrease of 166,142 visitors from 2017 to 2019
underscores the impact of external factors on tourism , including a decline in
Japanese tourists during that time period . In 2023, tourist arrivals reached
194,744. The trend for 2024 (January to October) shows a slight increase, with
197,111 visitors, surpassing the 2023 figures. However, these numbers remain
significantly lower than the record high registered in 2017.

The following chart shows the top three feeder markets for arrivals in the Northern
Mariana Islands from 2012 to 202  3:

Chart41  Top-3 feeder markets arrivals, Northern Mariana Islands (2012 -202 3)
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According to the data, the top three markets the Northern Marina Islands were
Japan, South Korea and China. In 2019, South Korea had the highest number of
visitors at 249,211, followed by China with 185,526 and lastly Japan with 17,121.

In 2012, the arriva Is from Japan were 153,259 visitors, whilst South Korea
followed with 129,394 and China at 86,119.

Tourism from China is a relatively new phenomenon for the CNMI, and has grown
significantly in recent years, due in part to increased flight options and marketing
efforts aimed at the Chinese. From 2012 to 2019 there was an increase of 115%

in Chinese tour ist arrivals. During the pandemic, the number of arrivals from
China dropped to 18,550, Japan declined to 9,889, and South Korea accounted

for 52,726 arrivals into the CNMI. The market has slowly been rebounding as
restrictions have eased and tourism has i ncreased. In 2023, the leading feeder
market was South Korea, with 159,315 tourists, followed by Japan with 7,373
tourists, and China with 4,309 tourists.
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In 2012, Japan had the highest share in arrivals at 38%, followed by South Korea

at 32%, and China at 21%. In 2019, South Korea composed 51% of the arrivals
to the Islands, followed by China at 38% and Japan at 4%. This represents a 34%
decline in travel from Japan, in comparison to South Korea, which saw an increase

of 27% from 2012 to 2019. The declining arrival s to the Islands by the Japanese
can be directly correlated to the increase in Chinese travelers. In 2023, South
Korea held an 82% market share, demonstrating even further growth in its market
share compared to previous years.
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The following chart shows the seasonality pattern in the Northern Mariana Islands,
based on 20 23 tourism arrivals:

Seasonality of tourism arrivals, Northern Mariana Islands (2019 vs. 2023)
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=== 2019 total arrivals (people) — 72023 total arrivals (people)

Source: Marianas Visitors Authority FY 2023 Annual Report

The data presented above illustrates the seasonality of tourism to the Islands
during the 20 23 calendar year. The peak season in 2 023 occurred from June
through August , with the highest number of arrivals recorded in July, totaling
25,089. The low season extended from October to December. When compared to
2019, the data indicates that tourist arrival numbers have yet to fully recover to
pre-pandemic levels.

According to the Hotel Association of the Northern Mariana Islands (HANMI)
presentation for the CNMI Economic Forum in 2023, there are 47 hotels in the
region, with a total of 3,561 rooms as of 2019 in Saipan (only). There are 96
accommodation facilities (excluding serviced apartments and residences)
available for booking, according to Google Travel. PKF was unable to find data
regarding the development pipeline for hotels in the Northern Mariana Islands

from 2012 to 20 21.
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Chart 44  Development of hotel demand, Northern Mariana Islands (2012 -2022 )
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Examining the historical hotel demand in the Northern Mariana Islands , we found

consistent growth in several key metrics. From 2012 to 2019, the average daily

rate (ADR) showed a steady upward climb, reaching a peak in 2020 at USD
151.50. During the same period, the average annual occupancy rate for all hotels

and resorts increased fr om 73% to 80%, with its highest point recorded at 91%
in 2017. Notably, ADR increased from USD 102.73 in 2012 to USD 148.20 in
2019, and revenue per available room ( RevPAR) also rose from USD 75 to USD
119in 2019. Further data is unavailable for any year beyond 2022 .

These metrics drastically fell during the pandemic, with hotel occupancy
plummeting from 80% in 2019 to 17% in 2021. However, we expect to see a
gradual recovery as international travel resumes.

Tourism data for 2019, provided by the Marianas Visitors Authority (MVA), shows
that the occupancy rate decline in 2018, mainly due to Super Typhoon Yutu's
lingering effect in late October, impacted total visitor arrivals to 424,838 people.

Of all mainland visitors, 45% were South Korean tourists, 44% were Chinese
tourists, and 3% were Japanese tourists .

While there is no available data on per -diem expenditures for visitors, the

accommodation facilities, food services, and amusement facilities industry
contributed USD 249 million, or 21% of the Commonwealth's GDP in 2019.

37



V. PKF
Q@Y hospitality

A survey conducted by the CNMI on travelers from major inbound markets such
as South Korea, Japan, and China revealed some interesting trends. For Korean
visitors to CNMI who participated, 99% were tourists, with approximately 76% of
them visiting for the first time. The survey disclosed that 67% of arrivals made
travel arrangements on their own, 27% arranged a packaged tour, and only 3%
traveled in a group. Furthermore, approximately 47% of visitors traveled with a
spouse, 41% with children, 32% with afri  end, and 9% with a parent.

Leisure travel accounted for 96% of the respondents, with 6% planning to dive
and 4% planning to play golf. Half of the visitors were motivated by the internet,
while 21% were motivated by travel agencies, 14% were influenced by friends and
family, and 9% by the short distance. Just 9% of travelers stated they were
motivated to come back because of a previous trip.

Of Japanese arrivals, 61% were tourists, and approximately 43% were first timers,
indicating that many of the travelers from Japan had visited previously. Out of
those surveyed, it was discovered that 41% of Japanese visitors arranged travel
independently, 30% chose packaged tours, and 14% were part of a group tour.
Among this g roup, 37% of visitors traveled with unrelated friends, 20% traveled
alone, 16% with a spouse, and 12% in a tour group.

Leisure was the primary reason for visiting, accounting for 70% of the
respondents, with 22% planning to dive and 8% to play golf. In terms of
motivation, the internet was the most significant driver at 32%, followed by a
prior visit (22%), travel agents ( 18%), friends and family (16%), and climate
(10%).

Similarly, 99% of tourists from China visited Northern Mariana Island for leisure,
with around 92% being first  -time visitors. Approximately 55% traveled in groups,
24% used package tours, and 17% arranged their travel independently.

While exact percentages are unavailable on travel arrangements, most tourists
traveled with a spouse or a friend to take part in general leisure activities, such
as golfing or diving. Among Chinese respondents, travel agents were the primary
motivator for 73%, with the internet at 17%, friends and family at 8%, climate at
3%, and short traveling distance at 2%.
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2.6.3 Okinawa

a) soft facts comparison:

Located in the southernmost part of Japan, Okinawa is the largest of the Ryukyu
Islands, and is famous for its world  -class beaches, vibrant culture, rich history,
and cuisine. Much like Guam, Okinawa offers a subtropical climate and diverse
landscape with coral reefs, beaches, and tropical forests, making it an ideal
destination for outdoor activities such as scuba diving, snorkeling, and hiking.

As a premier tourist destination, Okinawa features a unique blend of traditional
and modern culture, as well as history and natural beauty. Visitors can delve into
Okinawa's past by visiting the Shuri Castle, designated as a UNESCO World
Heritage Site, as well as the Peace Memorial Park, the Battle of Okinawa Memorial,
and other World War Il sites. Moreover, the island boasts some of Japan's most
stunning beaches, including the magnificent emerald waters of the Kerama
Islands, where tourists can enjoy snork eling and scuba diving. Okinawa also
features its own local cuisine, which includes popular dishes like Okinawa soba
and goya champuru, a stir -fry dish made with bitter melon.

Okinawa has a rich cultural heritage, distinct from the mainland of Japan, rooted
in the Ryukyu Kingdom. This singular cultural background lends an air of
uniqueness to the island. For those seeking a memorable vacation, Okinawa
provides a unique experience.
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At the time of research, Visit Okinawa Japan's official destination website listed
and promoted the following tourism opportunities:

destinations (Okinawa Main Island, including its Northern, Central and Southern
parts, Kume Island, Kerama Islands, Miyako Islands, and Yaeyama Islands)

Natural World Heritage (Yanbaru and Iriomote Island)

Cultural World Heritage (Nakijin Castle Ruins, Zakimi Castle Ruins, Katsuren
Castle Ruins, Nakagusuku Castle Ruins, Shurijo Castle Park, Tama -udun
mausoleum, Sonohyan Utaki Stone Gate, Shikinaen Royal Garden, and Sefa Utaki
Sacred site)

traditional Culture (Okinawads Traditional Per fc
Art s, Okinawads Traditional Calendar, Traditio
Birthplace of Karate)

food and longevity (Okinawa food culture, Taste Okinawa, the Secret of Okinawan
Longevity, and Awamori Okinawa's Iconic Spirit)

The Wonderful Nature (Coral reefs and marine life, The lush forests of Yanbaru,
Japan's largest mangrove forest, Gaze at the star -studded sky, and ancient
limestone caverns)

beach information (Beaches of Northern Okinawa, Beaches of Central and
Southern Okinawa, Beaches of Kume Island, the Miyako Islands, and the Yaeyama
Islands)

dive sites (Okinawa Main Island Diving, Kerama Islands Diving, Kume Island
Diving, Miyako Islands Diving, Yaeyama Islands Diving, and Yonaguni Island
Diving)

events (more than 60 events throughout the year, from centuries -old festivals to
seasonal festivities, traditional boatrac  es etc.)

travel inspiration (nature & wildlife, heritage & tradition, flavors of Okinawa,
shopping & relaxation, activities & experiences, Okinawa life, and recommended
trips)

Okinawads primary USPs are:

scenic beaches: some of the most beautiful beaches in Japan, with white sandy
shores, turquoise waters, and lush greenery, also a number of beautiful
landscapes, including the Yaeyama Islands and the Kerama Islands

rich culture: unique local language, art, music and tradition s that differ from the
mainland of Japan

historical sites: including Shuri Castle, the Gusuku Sites and Related Properties

of the Kingdom of Ryukyu (that are UNESCO World Heritage Sites), also Okinawa
was the site of a major battle during World War Il, and there are a number of war -
related sites a nd memorials that tourists can visit
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activities, including diving and snorkeling (excellent opportunities, with a rich
marine life and colorful coral reefs), hiking (variety of scenic trails)

entertainment : one of the largest aquariums in the world (Churaumi), showcasing
a variety of marine life from the Okinawa region, cultural theme park (Ryukyu
Mura) that showcases the traditional Okinawan way of life and culture

festivals: several festivals throughout the year, including the Naha Great Tug
War Festival, and the Eisaa Festival

shopping and nightlife: many shopping and entertainment options in Naha, like
the Makishi Public Market, the Kokusai Street, and the Shintoshin area

food and drinks: Okinawa has a unique cuisine that is heavily influenced by the
island's tropical climate, with a focus on seafood, pork, and local vegetables (such
dishes as goya , champuru and rafute)

relaxation and wellness: natural hot springs, which are said to have healing
properties, traditional Japanese massage and spa treatments, peaceful
atmosphere different from the mainland of Japan

island hopping: tourists can visit various islands to experience the different
cultures and landscapes

accessibility: it is easy to access from Japan's mainland and other Asian countries
by flights

climate: a subtropical climate makes it a great destination to visit all year round

-of -
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b) hard facts comparison:

The following chart presents the dynamics of key tourism indicators in Okinawa
from 2012 to 202 3:

Chart45 Dynamics of key tourism indicators, Okinawa (2012 -202 3)
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Source: Okinawa Prefecture Tourism Statistics/Japan Tourism Agency/Ministry of land infrastructure
transport and tourism

According to the Okinawa Prefecture Tourism, the industry trended positively

from 2012 to 2019, with an increase in total arrivals of 74%. However, the tourism
industry suffered a sharp decline in 2020 due to the COVID -19 pandemic. By
2023 numbers began to show an increase, reaching 2.5 million , but still remain
far below pre -pandemic levels.
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Chart46  Top 3 feeder markets arrivals, Okinawa (2012 -2021 )
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Source: Okinawa Prefecture Tourism Statistics/Japan Tourism Agency/Ministry of land infrastructure transport and
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Though primarily catering to Japanese travelers, Okinawa has successfully
promoted travel to other countries. The top three inbound markets to Okinawa

are Japan, Taiwan, and China. From 2012 to 2019, the number of domestic
tourists in Okinawa grew signific antly, reaching 7.23 million people in 2019 (a
31% increase from 2012). In the same period, Taiwan's market share also grew,
with 939,700 arrivals,a5 60% increase from 2012. China had a lower number of
total arrivals than Taiwan (754,200 in 2019), but wit h an impressive growth rate
of 1,574%.

Okinawa saw a decrease of 58% in total arrivals in 2020 compared to 2019, with
both Taiwan and China experiencing a 100% decrease (105,300 people and
48,200 people, respectively). Although China ranks third in terms of largest
feeder markets, Hong Kong was the third -largest feeder market to Okinawa until
2017 when South Korea, with 523,300 visitors, replaced it. China then replaced
South Korea, which is now reflected in the chart above.
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Chart 47  Share of Top3 markets arrivals, Okinawa (2012 -2021 )
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Source: Okinawa Prefecture Tourism Statistics/Japan Tourism Agency/Ministry of land infrastructure transport and
tourism

Hi storically, Okinawads tourism was primarily d
originating from mainland Japan. However, Okinawa had made significant

progress towards attracting international tourists before the pandemic, with

domestic arrivals decreasing to 71% by 2019. During the pandemic, inbound

travel to Japan from China and Taiwan ceased, but mo  re importantly, Japanese

travelers were discouraged from traveling overs
popularity within the country. This led to Japan acc ounting for 93% and 100% of

the arrivals to Okinawa in 2020 and 2021, respectively.

International travel has returned and i n 2023, Okinawa received 2.5 MM
international visitors, still 54% less than in 2019. Taiwan was the top
international source market, accounting for 725,780 visits with 29% of market
share. The United States contributed approximately 20%, with 515,670 tourists
and South Korea accounted for 500,970 international visits with a market share
of 19%. Hong Kong and China sent 251,230 and 139,770 visitors, respectively.
Please note, PKF presents the most recent data  available as of December 2024.

The following chart shows the seasonality pattern in the islands of Okinawa based
on 2019 tourism arrivals, the last pre  -pandemic year:
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Chart 48  Seasonality of tourism arrivals, Okinawa (2019 )
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tourism

An analysis of the Okinawa Prefecture Tourism Statistics reveals a clear
seasonality pattern, which reflects a higher number of arrivals during the summer
months (June to August) and in March, similar to Guam. Conversely, the winter
months, from September to February, and from April to May, represent the low
season. The highest number of a rrivals is recorded in August, with 1.02 million
tourists, while January represents the month with the lowest number of arrivals,
with only 753,500 tourists. This seasonal variation is not unique to Okinawa but

is typical of many tourist destinations acros s the globe. It is likely influenced by
several factors, including weather, school holidays, and various cultural events.
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Chart49  Development of Hotel Supply, Okinawa (2012 -2021 )
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The hotel market supply in Okinawa has increased dramatically in the past 10
years. In 2012, there were 364 hotels, and this number grew to 700 in 2019.
Despite the pandemic's adverse effects on tourism, the hotel market continued to
expand, with 837 hotel s in 2021 representing a staggering growth rate of 1 30%.
The number of rooms also surged, from 31,000 rooms in 2012 to an impressive
number by 2021, representing a growth rate of 52%. Interestingly, the average
number of rooms per hotel has decreased since 2012 from 86 rooms to 57 rooms

by 2021, indicating a potential shift toward lower capacity properties

Chart 50  Development of hotel demand, Okinawa (2012 -2021 )
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The chart presents the development of hotel demand in Okinawa, reflecting the

total supply of hotels, including Ryokans, resort hotels, business hotels, and city
hotels. Hotel occupancy in Okinawa increased consistently from 2012 (55%) to
2015 (65%). This represents a growth rate of 1 9% over the seven -year period.
Occupancy rates remained stable from 2015 to 2019 until the advent of the global
pandemic in 2020, which adversely affected tourism. On average, foreign tourists

stay for approximately 3.77 daysi n Okinawa.

Additionally, the Okinawa Prefecture conducted the 2019 Foreign Tourist
Satisfaction Survey, where 59% of the respondents chose the destination for
sightseeing, and 40% expressed an interest in experiencing the local cuisine.
Approximately 28% of visitors  came for leisure and relaxation, 25% for water
activities and marine leisure, 24% for shopping, 13% for business purposes, and

9% to attend conferences and training. The survey also revealed that only
approximately 14% were first -time visitors to Okinawa, while half of the visitors
have traveled to the island four or more times were presumed to be originating
from mainland Japan.

Of those who responded to the survey, 23% had an annual household income
ranging from USD 30k to 45k, with 19% earning less than USD 30k, 18% between
USD 45k and 60k, 16% between USD 60k and 75k and 15% between JPY 75 and
107.5k. A quarter of the visitors  traveled alone, while 19% traveled as couples,
18% as families with children, 11% with a friend, and another 11% with a
colleague (work friend). Eighty-two percent of tourists visited the main island,
which has 48 inhabited islands. Regarding accommodation , 51% chose to stay in
resort hotels, 26% preferring city hotels, and 24% sought business hotels.
Approximately 58% of travelers made individual travel arrangements, while only
8% were part of a travel group, and 6% purchased a package tour.

Travel expenditures in Okinawa (2019)

= gccomodation

= food and beverage
= shopping

= fransportation

other

9

Source: Okinawa Prefecture Tourism Statistics

According to Okinawa Prefecture Tourism Statistics, the average traveler spends
USD 564 when visiting Okinawa. On average, approximately 31% of the total
expense is allocated to accommodation, 24% to shopping and souvenirs, 22% to
food and drinks, 13% to t ransportation, and 9% to entertainment. As a result,
tourism revenue for Okinawa in 2019 was approximately JPY 748 billion.
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2.6.4 Fiji

a) soft facts comparison:

Fiji, similar to other comparable destinations like Guam, is a group of islands
located in the South Pacific, renowned for its beautiful beaches, crystal -clear
waters, and exotic culture, with a mix of Melanesian, Polynesian, and Indian
influences. The region is composed of over 300 islands, with the two largest being

Viti Lev u and Vanua Levu, and offers a diverse range of attractions, including coral
reefs, tropical forests, and marine life.

Tourists frequently visit Fiji for a sun and beach vacation, with some of the most
beautiful beaches in the world and white sandy shores, perfect for swimming,
sunbathing, and relaxation. Traditional Fijian activities such as kava ceremonies,
firewalking, and lovo feasts, and many tourists take day trips to nearby islands.
Opportunities for activities like scuba diving, snorkeling, and surfing are plentiful,

and visitors can explore local culture by visiting temples, tombs, and traditional
villages. Fiji's luxury resorts are highly regarded, with a wide range of spa
treatments, water sports, and other amenities available. Local cuisine, including
seafood and traditional Fijian dishes, is mouth  -watering and a key attraction for
tourists.

According to the official destination website of Fiji Travel, the following tourism
products are promoted and available to visitors:

A places to go: (Coral Coast, Denarau Island, Kadavu, Mamanuca Islands, Nadi,

Outer Islands, Pacific Harbour and Bega Island, Savusavu and Surrounds,
Suncoast, Suva and Surrounds, Taveuni Island, and Yasawa Islands)
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thingsto do: (adventure, backpacking, couples, cruising, diving, family, food, golf,
luxury, nature, sailing, sustainability, snorkelling, surfing, volunteering, and
weddings)

places to stay: (Coral Coast, Denarau Island, Kadavu Island, Mamanuca Islands,
Nadi, Outer Islands, Pacific Harbour and Bega Island, Savusavu and Surrounds,
Suncoast, Suva and Surrounds, Taveuni Island, and Yasawa Islands)

what's on: (Explore all Events, Lifestyle & Community, Music Festivals, and
Sporting Events)

Some of the main USPs of Fiji, include:

beaches and island paradise: white sandy  beaches, crystal -clear waters, and lush
tropical landscapes, allowing tourists to indulge in island hopping, snorkeling,
and diving to explore the coral reefs and marine life

cultural experiences: a rich culture and history, reflected in its traditional Fijian
villages, festivals, ceremonies, customs, and local cuisine

wildlife: exotic wildlife such as tropical birds, sharks, and sea turtles in their
natural habitats

luxury resorts and spa experiences: many luxurious resorts and spas (even private
islands), offering a range of activities, including as yoga, meditation, and spa
treatments, so tourists have chance to experience a high -end tropical vacation

adventure and outdoor activities: such as diving and snorkeling, hiking, rafting,
and zip -lining, as well as water sports like surfing, windsurfing, and stand -up
paddle -boarding

family -friendly: Fiji is a popular multi  -generational destination for families, with
many activities and facilities catering to children, grandparents and families

year-round sunshine: a tropical climate, which makes it a great destination for
visitors looking for sunshine and warmth year round

weddings and honeymoons: there are many resorts and hotels offering romantic
packages and settings for couples

accessibility: easily accessible from many major cities around the world, with
regular flights from Australia, New Zealand, and the United States

affordable: a variety of accommodation options, and many activities and
experiences available at reasonable prices
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b) hard facts comparison:

Taking a closer look at the dynamics of key tourism indicators in Fiji from 2012
to 202 3:

Chart 52  Dynamics of key tourism indicators, Fiji (2012 -2023)
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Source: Fiji Bureau of Statistics/Fiji Immigration Department

Tourism has historically been a  significant driver of Fiji's economy. In 2019, total
visitor arrivals to the island reached 894,839, a five -year high and an increase of
24,080 from 2018, according to the Fiji Bureau of Statistics. However, tourist
arrivals in 2020 declined sharply to 146  ,905 due to the impact of the COVID -19
pandemic. Still, preliminary data shows that tourist arrivals returned to 2014

levels in 2022. The total number of overnight stays experienced consistent growth

from 2014 to 2019. In 2014, Fiji recorded 7,757,456 over night stays which grew
to 9,950,078 stays in 2019, representing a 28% increase. Between 2022 and
2023, Fiji experienced a notable increase in tourism activity. Tourist arrivals rose
from 636,312 (accounting for 7,533,9 34 overnight stay s) in 2022 to 929,740
arrivals (7, 995,764 overnight stays) in 2023, representing a  46% growth in
arrivalsanda 6% increase in overnight stays. Despite this upward trend, the 2023
figures remain below pre -pandemic levels.
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Chart 53  Top 3 feeder markets arrivals, Fiji (2012 -202 3)
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Source: Fiji Bureau of Statistics/Fiji Immigration Department

Fiji relies heavily on international travelers, with the top three markets being
Australia, New Zealand, and the United States. Australia accounts for the largest
market share, with a total of 337,291 arrivals in 2012, increasing to 367,020
arrivals in 201 9. New Zealand came in second with 205,998 arrivals to Fiji, and

the United States third with 98,968 arrivals. Together, these three countries
contribute 75% of the total number of tourists to the islands annually.  In 2023,
the Australian, New Zealand, and United States markets collectively contributed

to 82% of Fiji's annual tourist arrivals, with 434,533 visitors from Australia,
220,963 from New Zealand, and 99,518 from the United States.
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Share oftop 3 markets arrivals, Fiji (2012 -202 3)
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The graph above illustrates the share of the top three markets, including Australia,
whose share of the market has decreased from 51% of total arrivals in 2012 to
41% in 2019. However, this number rose above 50% due to the COVID -19
pandemic's impact in 202 1 and 202 2. In 2023, the proportion of Australian
visitors to Fiji decreased to 47 % of total arrivals. Meanwhile, the share of arrivals
from other international markets increased to 19%

Seasonality of tourism arrivals, Fiji (2019 vs. 2023-2024)

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2024 total arrivals (Jan-Sep)

Bureau of Statistics/Fiji Immigration Department
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According to the Fiji Bureau of Statistics, the highest number of tourist arrivals
during 2019 occurred during the months of June through August, which can be
classified as the high season. In 2019, Fiji received 270,862 arrivals during this
three -month pe riod. The peak in arrivals occurred in July, with 97,387 visitors,
while the low season is from October to March, with the lowest number in
February, with only 48,748 visitors. In comparison, data for the year 2023 reveal
a pattern similar to 2019, with th e highest arrival numbers recorded between
June and September, peaking in July at 93,483 arrivals. In contrast, figures for
2024 indicate that arrival numbers have exceeded those of both 2019 and 2023,

with the highest volume recorded in July 2024 at 98,33 2 tourist arrivals.
Development of hotel supply, Fiji (2012 -202 3)
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From 2012 to 2019, the number of hotel rooms in Fiji remained relatively
consistent, hovering around 10,000. However, the COVID -19 pandemic
significantly impacted the market, with the total number of rooms falling to 6,000

in 2020 and increasing to 7,000i n 2021 and 8,000 in 2022. Many hotels had to
close permanently due to the lack of business and arrivals in the area. Despite
increased travel in 2022  driving projections that  the number of hotel rooms  would
return to and eventually exceed 2019 levels , the data from 2023 indicates that
this milestone has not yet been achieved. As of 2023, the number of available
hotel rooms remains below 2019 levels, with approximately 9,900 rooms
reported .
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Chart 57  Development of hotel demand, Fiji (2012 -202 4)
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The chart presented above displays the development of hotel demand in Fiji from
2012 to 2022. Fiji's hotel market has experienced consistent growth in terms of
ADR and occupancy rates from 2012 to 2019. ADR increased from FJD 247.28
(about USD 106 .02) to FID 355.59 (about USD 152.45) in 2019 while occupancy
rates increased by 9% to reach 56%. Consequently, RevPAR increased by 70%
from FID 116.47 (about USD 49.93) in 2012 to FJD 198.42 (about USD 85.07)
in 2019. COVID -19 pandemic's impact on the tourism industry had a significant
effect on the hotel market, with ADR, RevPAR, and occupancy rates dropping
significantly from 2019 and continuing to decline through to 2021 when ADR
reached a low of FJID 150 (about USD 64.31) . In 2022, the data shows a
significant rebound in the ADR, equaling  2019's all -time high, but occupancy lags
at 10 points behind.

By 2023, the data reveals that ADR, RevPA R, and occupancy rates have exceeded
the strong rebound levels observed in the previous year. The ADR reached
FJD 703.72 (about USD 301.71) , while the RevPAR was FJD 390.56
(about USD 167 .44) . The occupancy rate was recorded at 56%, indicating a
return to pre -COVID-19 occupancy levels.

In terms of customer demographics, Fiji's Bureau of Statistics and Immigration
Department data reveals that most visitors in 2019 arrived for holiday purposes,
and the majority of the visitors were between the ages of 25 and 54. Furthermore,
tourists' per -diem expenditures varied depending on the purpose of their visit,
with leisure travelers having an average expenditure of FJD 310
(about USD 132.91) per person, per day.

The most recent International Visitor Survey report for 2023 reveals that the
primary reason for visiting Fiji ~ was for holiday purposes , with 80% of travelers



Chart 58

&. pkF
Q@Y hospitality

identifying this as their main motivation. Additionally, the report highlights that
the largest age group of visitors in 2023 was those aged 40 to 49 years .

Fiji's total tourism revenues in 2019 surpassed FJD 2.065 hillion
(about USD 885.326 million) , with total accommodation/hotel revenues being
over FJD 1.3 billion (about USD 557. 348 million ). The hotel industry employed
over 15,000 people in Fiji in 2019, with almost 80% of them working full -time. In
2023, the 929,740 visitors to Fiji contributed an estimated FJD 3.22 hillion
(about USD 1. 381 million) FJD to the country's economy.

The International Visitor Survey (IVS) 2019 report suggests that couples formed

the largest group of tourists in Fiji, at approximately 41%, followed by groups of

three or more people at 37%, and singles at 22%. Moreover, most of the visitors
surveyed (58% ) were first -time visitors. The top reasons for visiting Fiji, according

to the survey, were holiday/ vacation, family gathering/reunion, anniversary/
birthday, scuba diving, and adventure travel. In comparison, t he data for 2023
shows that 41% were couple s, 39% visit ed in groups, and 20% were singles. Also,
similar to 2019 , the majority of visitors were first -time visitors , amounting to 60%,
while 40% were repeat visitors to Fiji.

Travel expenditures in Fiji (2019)

= gccomodation

= food and beverage
= shopping

= transportation

other

Source: International Visitor Survey (IVS) 2019 report

The survey also revealed that total tourist ~ spends in Fiji in 2019 w ere reported to
be FID 3.03 hillion (about USD 1.299 million) , with FIJD 1.97 billion (65%)
attributed to pre -paid services prior to arrival, and FIJD 1.06 billion or
USD 844. 60 million (35%) to post -arrival. Tourist spending per trip was
approximately FJD 3,379 (aboutUSD 1,44 9) or FJD 353 (about USD 151.34) per
person per night. Accommodation and international airfare were the largest
expenditure (approximately 32% each), followed by restaurants and bars
(approximately 19%), and shopping (4%).

In 2023, t he average expenditure per visitor per night was FJD 404
(about USD 173.21) , marking an increase from FJD 376 (about USD 161 .20) in
2022. However, the total expenditure per trip in 2023 was FJD 3,462
(about USD 1,484), which reflects a slight decrease compared to FJD 3,572
(about USD 1,531) in 2022. The majority of visitor spending in 2023 was
allocated to accommodation, airfare, dining, attractions, and retail shopping.
Notably , lodging expenses accounted for approximately 37% of total spending,
while inte rnational airfare represented 23% of the overall expenditure.
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2.6.5 Talwan

a) soft facts comparison:

Taiwan is a multi -island, self-governing entity located off the coast of China,
offering a touris m destination with a robust mix of cultures, history, and natural
beauty. T aiwan is known for its vibrant cities, such as Taipei and Kaohsiung, which
are famous for their shopping, dining, and entertainment options, as well as night
markets, traditional festivals, and street food. Tourists can explore temples,
museums, traditional mark  ets, and historical sites. Taroko Gorge, Sun Moon Lake,
Alishan National Scenic Area, and famous hot spring resorts are the highlights of
Taiwan.

Taiwan is known for its quality local cuisine, offering visitors opportunities to
participate in traditional activities such as tea ceremonies and traditional festivals.

With its rich culture and history, innovative culinary scene, and beautiful
topography, Taiwan is an ideal touris m destination for people seeking an
authentic and exceptional vacation. As of January 2023, the official destination
website of Taiwan, The Heart of Asia, lists and promotes various tourism products,
further showcasing the numero us options tourists can  experience while in Taiwan:

Northern Taiwan attractions
A Taipei City : (Shilin Night Market, Yangmingshan National Park, Taipei 101,

National Palace Museum, Lungshan Temple, National Chiang Kai -Shek Memorial
Hall, Xinbeitou Hot Springs, and many other)
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New Taipei City : (Jiufen, Tamsui Old Street, Yehliu Geopark, Fulong Beac  h, Wulai,
Nanya, Shifen Scenic Area, and many other)

Keelung City : (Keelung Miaokou Snacks, Heping Island Park, Keelung Harbor,
Zhongzheng Park, and other)

Yilan County : (Jiaoxi Hot Springs, Guishan Island, Taipingshan National Forest
Recreation Area, Beiguan Tidal Park, Cilan Forest Recreation Area, Nanfang'ao,
Mingchi Forest Recreation Area, and many other)

Taoyuan City : (Window on China Theme Park, Daxi District, Taoyuan City, Daxi
Flower Ocean Farm Ranch, and other)

Hsinchu County : (LeoFoo Village Theme Park, Beipu Cold Spring, Tri  -Mountain
National Scenic Area - Lion's Head Mountain Visitor Center, and other)

Hsinchu City : (Hsinchu City God Temple, Green Grass Lake, Yin Hsi East Gate,
and other)

Central Taiwan attractions

Miaoli County : (Sanyi Wood Sculpture Museum, Tai‘an Hot Springs, Remains of
Longteng Bridge, and other)

Taichung City : (Fengjia Night Market, Guguan Hot Springs, Tri  -Mountain National
Scenic Area, Wuling Farm, Dongshih Forest Garden, Gaomei Wetlands, National
Museum of Natural Science, and many other)

Changhua County : (Lukang Longshan Temple, Lukang Old Street, Tianwei
Highway Garden, Lukang Tianhou Temple, and other)

Nantou County : (Sun Moon Lake National Scenic Area, Puli, Formosan Aboriginal
Culture Village, Hehuanshan National Forest Recreation Area, Dongpu Hot
Springs, Shuili Snake Kiln Ceramics Cultural Park, Sun Moon Lake Wenwu Temple,
Xitou Nature Education Area, and many oth  er)

Yunlin County : (Janfusun Fancy World, Beigang Chaotian Temple, Xiluo Bridge,
and other)

Southern Taiwan attractions

Chiayi County : (Alishan National Forest Recreation Area, Alishan National Scenic
Area - Chukou Visitor Center, Fengihu Scenic Area, and other)

Chiayi City : (Alishan Forest Railway, Wenhua Road Night Market, Lantan Scenic
Area, Chiayi Park, and other)

Tainan City : (Anping OIld Fort, Koxinga Shrine, Guanziling Hot Springs, Eternal
Fortress, Qigu Salt Mountains, Chikanlou, Sacrificial Rites Martial Temple, and
many other)

Kaohsiung City : (Liuhe Tourist Night Market, Lotus Lake, Chengging Lake,
Shoushan National Nature Park, Love River, Xizi Bay, Dome of Light, and many
other)
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Pingtung County : (Kenting National Park, National Museum of Marine Biology and
Aquarium, Dapeng Bay National Scenic Area - Dapeng Bay Visitor Center, Taiwan
Indigenous Culture Park, Little Liugiu, and other)

Eastern Taiwan attractions

Hualien County : (Taroko National Park, Tunnel of Nine Turns, Changchun Temple
Trail, Wuhe Tourist Tea Plantations, East Rift Valley National Scenic Area, Ruisui

Hot Springs, Chihnan National Forest Recreation Area, Swallow Grotto and many

other)

Taitung County : (East Coast National Scenic Area, Zhiben Hot Springs, Green
Island, Orchid Island, Amis Folk Center, Zhaori Hot Spring, Fugang Geopark, and
many other)

Offshore Islands attractions

Penghu County : (Penghu Great Bridge, Jibei Island, Erkan Historical House, Xiyu
Western Fort, Qimei Island, Tongpan Island, Tongliang Great Banyan, and many

other)

Kinmen County : (Shanhou Folk Cultural Village, Kinmen Cihu, Juguang Tower,
Taihu Recreation, and other)

Lienchiang County : (Qinbi Village, Bi Mountain, Dapu Inscription, Beihai Tunnel,
and other)

festivals: (Taiwan Tourism Events, Traditional Festivals, Religious Activities,
Indigenous Ceremonies, and Hakka Cultural Activities)

food: (gourmet cuisine, Taiwan Snacks, Michelin Restaurants, Dining for Muslim)
shopping : (Shopping Search, Souvenirs, Taiwan Excellence)

travel suggestions : (Special Interests, Tourism Union, Accessible Travel, Senior
Travel, Muslim -friendly Environment, Golfing in Taiwan, Hash Tag, Taiwan Hot
Spring, Taiwan on 2 Wheels, Cruise Travel, and Mountain Tourism)

Tai wands USPs are

Natural beauty: stunning landscapes, including mountains, hot springs, coastal
areas, and beaches (also reflected in such outdoor activities as swimming, hiking,
skiing, etc.)

Adventure: activities such as rock climbing, rafting and cycling

Culture: a rich cultural and historical heritage that is a mix of Taiwanese, Chinese,
Japanese, and indigenous influences, allowing tourists to explore temples,
museums, and traditional markets to gain a deeper understanding of the

country's history and customs

Health and wellness: hot springs, spas or traditional Chinese medici nal clinics
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Food culture: Taiwan is famous for its street food, night markets, and traditional
delicacies such as beef noodle soup and stinky tofu

Technology: high -tech environment, attractions and exhibitions, such as the
National Palace Museum, the Taipei 101 building, and the IT Park

Shopping: high -tech products and fashion make it a shopping paradise for
tourists with a wide range of products at affordable prices, from electronics to
designer clothing

Nightlife: cities like Taipei offer a vibrant and diverse nightlife scene with a wide
range of bars, clubs, live music, and entertainment venues (still safe and
welcoming)

Convenience: excellent transportation infrastructure and compact size make it
easy for visitors to get around and see multiple destinations in a short period of
time (with a high level of safety and security)

Hospitality: people here are known for being friendly and hospitable, making it a
welcoming and safe destination for tourists, also known for their creativity,
innovation and entrepreneurship

Events: colorful festivals, such as the Lantern Festival, the Ghost Festival, Taiwan
Lantern Festival, and the Dragon Boat Festival

MICE: an excellent destination for Meetings, Incentives, Conferences and
Exhibitions (MICE), offering modern facilities and a range of additional activities
for visitors

LGBTQ-friendly: open -minded atmosphere and a range of services catering to
LGBTQ tourists
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b) hard facts comparison:

This section presents a comparison of key tourism indicators in Taiwan from
2012 -2024.

Chart 59  Dynamics of key tourism indicators, Taiwan (2012 -202 4)
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Source: Taiwan Tourism Bureau

According to the Taiwan Tourism Bureau, visitor arrivals to Taiwan grew by over

50% from 7 .3 million in 2012to 11 .9 million in 2019 , reflecting steady growth in
international tourism during that period. However, due to the COVID -19 pandemic,
visitor arrivals in 2020  sharply declined by 88 %, reaching only 1.37 million. The
recovery remained limited through 2021 and 2022 as travel restrictions persisted.

The number of overnight stays  mirrored this trend, increasing by 30% from 46 .3
million in 2012 to 66 .8 million in 2019, before experiencing a steep decline in
2020. However, recent data for 2023 and the first nine months of 2024 show
signs of recovery, with the number of overnight stays approaching pre -pandemic
levels. Visitor arrivals during the January -September period of 2024 indicate
continued growth, signaling a positive rebound in Taiwan's tourism m arket.

The average length of stay for visitors to Taiwan has remained relatively stable at
approximately six nights over the past decade , even during periods of fluctuating
arrivals. This consistency underscores the sustained attractiveness of Taiwan's
tourism offerings, which cater to diverse traveler preferences.
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Chart 60  Top 3 feeder markets arrivals, Taiwan (2012 -202 4)
14,000,000

12,000,000

10,000,000

8,000,000

6,000,000

4,000,000

2,000,000
Vv & ®

™ &) © A " v

> Y ¥ ¥ N > N ¥ 4% 4% (Vv 4% Q
DS S S S S G S S A

Q,b

qy
Q/Q
B China + Hong Kong SAR, China B Japan B South Korea B other markets
Source: Taiwan Tourism Bureau
Mainl and China, Japan, and South Korea were

2019, accounting for 37%, 18%, and 10% of total arrivals, respectively. The
pandemic caused arrivals to decline by over 90% in 2020, with only 140,479
arrivals recorded in 2021.

While 2022 showed modest growth, significant recovery began in 2023,
continuing into the first nine months of 2024. Despite the rebound, arrivals from
these markets remain below pre -pandemic levels, highlighting ongoing recovery
efforts.

Chart 61  Share of Top3 markets arrivals, Taiwan (2012 -202 4)
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The graph above shows the share of thetop 3 markets for Taiwan. China dropped

from 48% of tot al arrivals in 2012, to 37%
remained relatively consistent, accounting for between 16 -20% of total arrivals,
while South Korea showed the largest increase over the same period , growing

from 4% in 2012, to 10% in 2019.

Chart 62  Seasonality of tourism arrivals, Taiwan, (2019 vs . 2023)
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Source: Taiwan Tourism Bureau

According to the Taiwan Tourism Bureau, December 2019 recorded the highest
tourist arrivals at 1,143,201 visitors , followed by April ( 1,101,393 ) and March
(1,079,498 ). The peak season in 2019 spanned from March to May, with
December also standing out as a strong month for arrivals, likely driven by holiday
travel. The lowest monthly arrivals occurred in September 2019, with 794,415
visitors.

In 2023, recovery trends are evident, with monthly arrivals gradually increasing.
However, overall arrivals for each month remain below 2019 levels, and a clear
monthly seasonality pattern has yet to fully re  -emerge.
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Chart 63  Development of hotel supply, Taiwan (2012 -202 4)
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The hotel market in Taiwan experienced steady growth over the past decade, with
the number of hotels increasing from 108 in 2012 to a peak of 127 in 2019.

However, the pandemic led to several hotel closures, reducing the total number
to 121 by 2021. As of June 2024, the market has shown signs of stabilization,

with the number of hotels gradually recovering.

The total number of hotel rooms increased from 26,000 in 2012 to 29,000 in
2019, reflecting ongoing investment in the sector. However, the average number
of rooms per hotel declined slightly from 236 in 2012 to 228 in 2019 , primarily
due to the entry of smaller -sized hotels into the market



Chart 64
5,000
4,500
4,000
3,500
3,000
2,500
2,000
1,500
1,000

500

0

&, PkF
Q@Y hospitality

Development of hotel demand, Taiwan (2012 -202 4)
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The hotel market in Taiwan has shown resilience over the past decade, with the
average daily rate (ADR) experiencing minor fluctuations. ADR increased steadily
from TWD 3,445 (about USD 105.92) in2012to TWD 3,776 (about USD 116.10)
in 2019 before dipping to  TWD 3,608 (about USD 110.93) in 2020 due to the
pandemic. By 2022, ADR had recoveredto  TWD 4,195 (about USD 128.97) and
continued to rise, reaching TWD 4,516 (about USD 138.84) by June 2024,
reflecting strong market stabilization.

Hotel occupancy also demonstrated significant variability. Pre -pandemic,
occupancy was stable at 70% in 2012 and 67% in 2019. However, the pandemic
caused a sharp decline, with occupancy dropping to 39% in 2020 and 34% in
2021. Recovery began in 2022 at 48 %, progressing to 61% in 2023 and
stabilizing at 59% as of June 2024, signaling a strong rebound in demand.

In 2019, approximately 71% of visitors coming to Taiwan do so for leisure
purposes, with cuisine (72%), scenic views (64%), and shopping (24%) being the
main reasons for visiting Taiwan. Other reasons included geographical
convenience (22%), and Taiwan's customs and culture (18%). The most popular
activities for visitors were shopping (approximately 94%), visiting night markets
(80%), and sightseeing historical relics (40%), followed by visiting exhibitions,

lake tours, and eco tours. A notable 98% of inbou nd visitors were satisfied with
their experience in Taiwan and would be willing to revisit for sightseeing in the
future.

In terms of travel arrangements, 46% of arrivals preferred an individual tour with
the help of a travel agency for booking accommodations and/or flight tickets,
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while 32% made their own arrangements. Additionally, 18% of visitors chose to
travel in a group organized by a travel agency.

Chart 65  Travel Expenditures in Taiwan (2019)
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In 2019, the Taiwan Tourism Bureau reported annual inbound tourism
expenditure stobe TWD 533.87 billion or USD 14.41 billion. Based on the number

of arrivals and average length of stay, this equates to USD 1,214.64 per person
and USD 195.91 per person per day. Out of the total, food and beverage
accounted for approximately 37%, foll owed by passenger transport services at
23%, shopping services at 22%, and accommodation services at 11%.

However, the 2019 Annual Survey Report on Visitors Expenditure and Trends in
Taiwan presents a different picture, with accommodation expenses accounting

for approximately 39% of the average daily expenditure per visitor, followed by
shopping at 26%, meals excluding hotel meals at 20%, local transportation at
10%, entertainment at 3%, and miscellaneous expenses at 2%. The tourism
sector  contributed 5. 2%  (approximately TWD 980 billion or
about USD 30.13 billion ) to Taiwan's GDP in 2019, with the understanding that
local authorities consider various factors under tourism, including
accommodation services, food and beverages, land transportation, air and water
transport, car rental, travel services, leisure and entertainment services, and
retail. In 2019, the to urism industry employed over three million people.
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3 Phase 2 Tourism and Destination Marketing
Assessment

3.1 Guam Tourism 2020 MHaxiew

3.1.1 Introduction
a) scope

As part of the scope of services in the agreement between PKF and the

Government , PKF was tasked with reviewing and
recently published tourism strategy. We have identified this document as the

Tourism 2020 Plan, which was written and distributed by the Guan
Bureau in 2014. Though the industry has changed dramatically in the last 9

years since this report was published, there are still some fundamental changes

that are mentioned in the report that remain critical to the industryds recovery

The plands goal to attract 2 million visitors
revenue by the year 2020 through a strong push into the Chinese and luxury travel

markets is no longer achievable. However, its focus on incentivizing reinvestment

and promot ing the Unigue Selling Points of the destination and its culture remain

more relevant than ever, as three of Guamds maj
and Taiwan, continue to struggle to return to pre -pandemic travel levels.

Given the dated 2020 Plan and the subsequent events that have followed (COVID -
19, War in Ukraine and a political shift across the globe that leaves some future
policies unknown in December 2024 ), we have decided to focus our review of the
proposed product positioning of the destination, as well as its accompanying core
objectives.

b)vision 2020

The Vision of the 2020 Plan calls for Guam to position itself as a first -tier resort
destination with a spectrum of accommodations and family friendly offerings that
will highlight the C Hamorro culture and traditions.

While PKF agrees that the unique, sustainable advantage that Guam possesses is
its vibrant customs, traditions and cuisine when compared to other competitive
destinations, the quality of the infrastructure expected by visitors remains its
biggest challenge to achieving this stated mission. Furthermore, a lack of
diversity in tourism experiences, the absence of reliable public transportation,
and the size of the capital investment required to improve the product makes a
six-year timeline to achieve these re sults very ambitious.
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3.1.2 Core Objectives

The Tourism 2020 Plan outlines eight core objectives to achieve its stated vision.

Given that PKF has the benefit of comparing the
performance in the pandemic year of 2020, it is easy to conclude these goals

were not achi eved. However, even if you remove the impact of COVID -19 and

di scount the reportds 2020 pr ogtabilzedi20l8s back t c
scenario, Guamds tourism industry still fell sh

1. Improve Quality and Yield 8 From 2014 -2020, very little investment was
made in the areas discussed in the 2020 Tourism Plan. The addition of
5-star offerings, the reinvestment into existing private resorts and the
improved maintenance of public areas never materialized.

2. Grow Arrivals and Diversity 8 Arrivals did grow from 1,334,497 in 2013
to 1,666,665 in 2019 (CAGR 3.2 %) and were on pace to reach the
1,750,000 arrivals in 2020, (forecasted without a Chinese Visa Waiver)
prior to the pandemic. However, this growth was not a result of an influx
of travelers from China but rather a surge in Korean travelers boosted by
an inc rease in flights during that period, including the advent of a low-cost
carrier from Korea. Chinese travelers remain an interest ing long-term
strategy fo r Guam, but the current geo -political tensions between the US
and China will constrain any travel between the two destinations.

3. Add High End Hotel Rooms, Incentivize Investment 0 See Improve Quality
and Yield comments. Though the Local Government did attempt to
stimulate tourism redevelopment by designating the Tumon area an
Opportunity Zone as per the federal governments tax cut and jobs act in
2017, the investment program did not take hold due to the complexity of
its implementation and the lack of marketing of the Opportunity Zone
benefits by the public sector.

4. FocusonMICE 6Though the opening of the 0Guam Con\
t he Dusti Thani in 2015 was a step forward,
facilities as well as no standalone, international standard Convention or
Conference Center attracting additional MICE business was an ambitious
plan. Although MICE visitors did increase marginally from 2014 to 2019,
this growth could be contributed to a rise in travel overal | and not due to
any targeted marketing efforts by Guam.

5. Promote the CHamorro Culture 9 This remains a unique selling point of
the destination and should be prioritized as an area of development for
tourism. Though several initiatives have been undertaken in the past eight
years, the feedback we have received from stakeholders has been that not
enough has been done to engender community support.

6. Extend Average Length of Stay 0 The average length of stay remained
relatively constant from 2014 -2019 and is a result of the lack of diverse
activities and packaged experiences that could entice guests to extend
their visit.

7. Promote our Unigue Attractions O0Basedonthe pl an6s measurement o
success: increase on-island spending, increase awareness and
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participation in tours, and  addition of major attractions , the five -year
period leading up to 2020 saw very little progress in these three areas.

8. Extend Tourism beyond Tumon 0 Given the increase of travelers from
Korea and Japan, it could be assumed that golfers comprise some of the
additional traffic, which would make this statement true. However, as
most of the international quality hotel inventory is concentrated in Tumon
travelers will stay there regardless of the location of their activities.
Without a significant investment in tourism infrastructure, this will
continue to be the primary travel pattern for visitors to Guam and will
restrict i ts growth.

3.1.3 Additional Commentary

a) strategies

The plan's strategies are well -thought -out and aim to leverage Guam's unique
strengths, such as its location in the Pacific and its cultural heritage. The
strategies also include initiatives to increase air connectivity, diversify the tourism
industry, and enhance the island's natural and cultural resources. These
strategies are practical and achievable, provided they are implemented effectively.

b) implementation

The success of the Tourism 2020 Plan depends on its effective implementation.

The plan outlines a governance structure that involves various stakeholders,
including the government, private sector, and community. The plan also includes

a monitoring and eval uation mechanism to track progress and adjust as needed.
The implementation approach appears to be well  -structured, but its success will
depend on the commitment of all stakeholders to work together towards achieving

the plan's objectives.

C) potentialmpact

If successfully implemented, Guam's  Tourism 2020 Plan has the potential to
transform the tourism industry on the island. The plan's objectives and strategies

are designed to increase the number of visitors, extend their length of stay, and
enhance their spending on the island. This would res  ult in significant economic
benefits for Guam, including job creation and increased revenue for businesses

and the government. Additionally, the plan's focus on sustainability and the
preservation of the island's natural and cultural resources would have | ong-term
benefits for the island's residents and future visitors.

3.1.4 Challenges

The Tourism 2020 Plan faces several challenges, including competition from
other tourist destinations, changing consumer preferences, and the impact of
external factors such as natural disasters and global pandemics. The plan's
success will also depend on its ability to effectively manage and mitigate the
negative impacts of tourism on the island's environment and culture.

Overall, Guam's Tourism 2020 Plan is an ambitious and well -designed roadmap
for the island's tourism industry. If effectively implemented, the plan will have a
significant positive impact on the island's economy and environment. However,
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its success will depend on the commitment of all stakeholders to work together
towards achieving the plan's objectives, and the ability to adapt to changing
circumstances and challenges.

3.1.5 Summary

Based on a review of Guamés Tourism 2020 Pl an,
of the report, including many of the challenges and solutions presented by the

tourism board in 2014, remain relevant in 202 4and beyond. The state of
tourism industry has not significantly changed from when the report was written

in 2014, indicating that there has been a lack of progress in implementing the

recommended tourism model.

The COVID-19 pandemic contributed to Guamds inabil]
progress, and though the islandf6s visitation a
trending towards meeting the goal of 1.75 million visitors in 2020, the pervasive

problems that were present prior  to the pandemic remain unresolved. Though

t wo OLuxuryd6 hafterahissepod,itheé DusipThani, 421 rooms in 2015,

and the Tsubaki, 340 rooms in 2020, there have been no new incentives to

improve the tourism product.  Additionally, ther e have been no major

expenditures in infrastructure, and no notable investment in the curation and

promotion of the CHamorro history and traditions. Without the refocus on these

quality elements, Guam will continue to struggle to meet the objectives of

attracting sophisticated, high -spending consumers with a longer length of stay.

The report also menti ons Guanmidgsfor Bé island W ean str

achievement of a unique and uncontested market positioning. This was a well-

intended strategy that highlight edmany si mil ar themes to what Guc:
stakeholders have been expressing to us in our research . It included moving

Guamtoa position ofa destination with quality outdoor activities, and memorable,

authentic and interactive eXHaoroeutaores of the is

However, many of the objectives in this strategy were not achieved. COVID-19
did play a role in this underperformance , but additional research shows that the
industry did not grow arrivals in a sustainable manner. Since 2014, tourism and

hotel operators have continued to discount prices, falling into what was described

in the tourism plan as 0eomgeRngd aresigirgmarkest r at egy
space made red from the blood of cut  -throat price wars. This can be seen in the
addition of a Korean Low-Cost Airline Carrier which accounts for the sizable
increase in Korean visitors in the five  -year period prior to the pandemi  c¢. This type
of travel creates additional cannibalism internally with hotels competing by rate,
vendors selling cheaper goods and services, which minimizes profits for
reinvestment and further exacerbates the capital requirements on aging
infrastructure.

As we understand there is an update to be issu
recommendation that this document should include a comprehensive quantitative

and qualitative review of the vision, the core objectives and their resultative

impact, along with a ro admap with timelines, milestones and contingency

planning for the path forward.

Finally, it is important to note that this plan
tourism strategy, will require the support from stakeholders including the
government, operators -owners-developers, the communities and their residents.
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Where the Guam 2020 Tourism Plan fell short is not in its blueprint for the
industry but in its execution and implementation. The Blue Ocean strategy
remains a viable model to pursue but requires both financial investment and a
holistic commitment by the  Island, its constituency and its people.
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3.2 Marketing Analysis ofDastinatioMebsite
www.visitguam.com

3.2.1 Introduction

Title: Marketing Analysis of www.visitguam. com
Date of Analysis: 29th of September 2023 , by a third -party expert

Objective: To assess the website's market positioning, adherence to latest trends,
and effectiveness in delivering Guam's key messages.

3.2.2 Design, Trendiness & Usability

a) firstimpressions:

— 84'v ev

BouToaM cHaMopRocuTRe BvENTS GUAM  matesTosTar THNCSTOTO A Qv

Source: visitguam.com

The VisitGuam website presents a modern aesthetic that immediately captivates
visitors. The vivid imagery on the homepage creates a visual treat. However,
there's room for improvement with the image slider. Implementing an auto -scroll
feature, especially f or significant announcements like the new Guam electronic
Declaration form, would enhance user experience and ensure critical messages
aren't missed.
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b) navigation:

- -7
GUAM

About Guam vitages > oweriege

Source: visitguam.com

The website boasts a clear and easily navigable menu. The dropdowns are
intuitive and provide a seamless experience, facilitating effortless access to
necessary information. One area of potential improvement is the utilization of
empty white spaces: these could be innovatively used to showcase relevant
pictures or graphics of the highlighted menu item when hovered upon. This would

not only enhance the visual appeal but also provide an immediate context for the
user. Overall, this clear structure enhances th e user experience, ensuring that
visitors can find the information they're seeking efficiently.

c) layout &ohesiveness:

&
NATURE

T —

Events

42ND AKIMATSURI JAPANESE TOUR OF GUAM CYCLING

Source: visitguam.com
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While the content is well -spaced and doesn't feel cluttered, the variety in picture
box sizes and border alignments gives the website a scrapbook appearance rather
than a unified design. Streamlining these elements might enhance visual
consistency and professionalism.

d) graphics &edia:

CULTURE (I!t)
Exploro I Culured L

) in S HISTORY

NATURE ‘ il TBHOPPING i B

Source: visitguam.com

The high -quality images paired with smooth animations elevate the website's
aesthetic appeal, reflecting the beauty and allure of Guam as a destination.

e) latestrends &ngagement:

#instaguam
000 =

Be Social

Source: visitguam.com

Incorporating contemporary web features, the site includes an invaluable search
bar. The emphasis on visitor experiences through shared stories and the strategic
use of the hashtag #instaguam effectively bridges user -generated content with
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official branding. This not only showcases genuine visitors' experiences but also
promotes a sense of community. The family and beach aesthetics in the displayed
posts resonate with the destination's appeal. Additionally, the easy -to-find links
to relevant social media platforms further strengthen the website's con nection
with its audience.

uniquesellingoropositions (USP):

i TRAE s wa winenes WP g3l ls. @evase
N 4
OUT GUAY  craMosRo coiusl vins GUAM PLACES TOSTAY 1 ENGS
.

e
<

Chamotro Culture ey >

Source: visitguam.com

While the website touches upon Guam's unique C  Hamorro culture, this USP could
benefit from more prominent placement and in -depth exploration. Given Guam's
reputation as a sun and beach destination, leveraging more imagery of its
picturesque tropical beaches would further entice potential visitors.

g) recommendations:

A

Implement an auto -scroll feature for the homepage image slider to ensure
significant announcements and attractions are not overlooked.

Consider a slight design overhaul that promotes consistency in image and content
boxes to shift from a scrapbook feel to a more cohesive look.

Highlight the CHamorro culture even more prominently with visual media.

Amplify the use of tropical beach imagery even more, emphasizing Guam's
primary draw as a sun and beach destination.
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3.2.3Mobile Responsiveness

a) desktop vsmobilelayout:

Source: visitguam.com

The VisitGuam website showcases commendable mobile optimization. While
retaining the comprehensive information available on the desktop version, the
mobile layout is meticulously scaled to fit mobile screens. Notably, the content is

even more accessible in some instances due to effective touchscreen optimi zation.

b) navigation amobile:

y
3
b3
>
£

<
f
;
-

CERCAC ¢ ¢ ¢ € ¢
4
i

3
g
%
<

¢ ¢ ¢ ¢ ¢«

Hafa Adail "

WELCOME TO GUAM ~

5
g
<

LM @ A cholonging PRCO 10 SUMMANag in just 4 Sachie e
fow wordh Yeoddngs

TamUNING-Taman-Hamon

Urmitoc
Yiga
yooa

Source: visitguam.com

Navigation on the mobile version remains a highlight. The main menu effortlessly
collapses into a hamburger menu, providing a clutter -free view while ensuring all
options remain within reach. Moreover, the prominence of the search bar function
on the mobil e interface stands out, potentially encouraging users to utilize it more
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frequently. Across the board, transitioning between various sections/pages on the
mobile site feels smooth and intuitive.

C) interactivity #&nctionality:

"sHEPPING

B

BEACHES Events

.3
HISTORY

42ND AKIMATSUR
AUTUMN FESTIVA

Novemper 1
-

sovemor Joseph F
@ (Yoo Beach)

Source: visitguam.com
Interactive elements, including dropdowns and animations, perform seamlessly
on mobile devices. The website doesn't exhibit any glitchy behavior, ensuring a

consistent user experience irrespective of the  device used.
d) loadtime:
Performance grade Page size

65 4,7 MB

Load time Requests

{&fa Adal 4.39s 209

Source: tools.pingdom.com

Mobile users can expect a swift website loading experience with only minor delays.
While these brief lags can often be attributed to individual internet speeds, it's
worth noting that some  elements, like images and animations, load a tad slower

on mobile compared to their desktop counterparts.
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B81°v lio v C%.“ ENGLISH v

ABOUT GUAM v
CHAMORRO CULTURE v
EVENTS A

Liberation Day

Featured Eventls

Sports

Festivals v
Arts & Culture

Holidays
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81" 'io v @ ENGLISH v

ABOUT GUAM v
CHAMORRO CULTURE v
EVENTS -~

Liberation Day

Featured Events

Sports

Feslivals v
Arts & Cullure

Holidays

Source: visitguam.com

Overall, the website exhibits proficient touchscreen optimization. However,
there's a minor hiccup: when users tap on a submenu item, an overarching screen
illumination occurs. This might sow a seed of doubt in users' minds about their
selected input until the requested subsection loads. Yet, the spacing between
interactive elements like buttons has been thoughtfully designed, ensuring most

taps are error -free.

f) visualappeal omobile:

Hafa Adail
/ELCOME TO G A

W

Plan Your Trip

|

1. SUBMERGE YOURSELF

IN HISTORY

. Y 2. TOUR THE LIVING
2 PAST

Source: visitguam.com

VisitGuam's mobile site doesn't compromise on aesthetics. Even on smaller
screens, the website dazzles with sharp, clear images and text, ensuring the

destination's appeal is effectively conveyed.
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g) recommendations:

A Explore optimizing the load time of specific elements, like images and animations,
to further enhance the mobile user experience.

A Address the screen illumination issue when submenu items are tapped, ensuring
users receive clear feedback upon interaction.

3.2.4 Content Evaluation

a)relevance ¥alue:

Plan Your Trip

vttire 10 0ur hertage, food, bnamarks, himmous accommadatoes and ok tha

PLACES TO STAY THINGS TO DO EVENTS RESTAURANTS

Source: visitguam.com

VisitGuam adeptly positions itself as a comprehensive guide for travelers,
presenting relevant and valuable content that aligns with the needs and interests
of modern tourists. Key sections, such as places to stay, things to do, and the trip
planner, follow contemporary web practices, effectively addressing prospective
travelers' queries. Moreover, the integrati  on of blog posts, an event calendar, and
user-generated content from social media ensures the content remains fresh and
dynamic.
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b) depth oinformation:

SAFETY TIPS
ENTRY & EXIT FORMALITIES

]

ENEWSLELTER S P [OURSEAND. G lHr"Lr = ! MISITORCEENTERS

,‘V?“

Source: visitguam.com

Demonstrating depth, the website caters to diverse traveler motives, segmenting
content into themes like culture, beaches, history, and water sports. By offering
targeted information on safety, LGBTQ travel, and entry/exit formalities,
VisitGuam assures vi sitors of its comprehensive approach. The inclusion of virtual
tours, interactive maps, and sensory experiences like audio files significantly
enriches user experience. However, a more seamless integration of these
multimedia assets directly into the main site, rather than external links, would
amplify user engagement.

C) clarity &rganization:

CATEGORY
(] Altscturm 4]
3 Boaches (20

C1 FandyFun 122y VALLEY OF THE LATTE, LLC ALEXANDER TUTORIAL CENTER  ALUPANG BEACH CLUB ANEMOS MEDITERRANEAN
O Gy ot § Tactola e ¢ Taclot 4% North Mo e o RESTAURANT

/77&/63

_ DINNER

VILLAGE

0 trignde
O Omecbecs 2}
O Hegova @
O rwsnm
) Merea )
View More

GROUP
BALDYGA GROUP
» 20 Vrcees Ty

Source: visitguam.com

With its well -structured and easily digestible content, the website ensures a user -
friendly experience. The consistent style and the intuitive search function further
streamline user navigation.
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d) visuakontent:

Source: visitguam.com
While the site already boasts high -quality imagery, there's potential to enhance

user immersion further. Incorporating looping GIFs or videos, possibly paired with
ambient audio, can transform passive viewing into an immersive experience.

e)localization &cessibility:

81°v o~ & encusH &

TRAVELTRADE  MICE MEDIA  WEDDINGS
v@

ABOUT GUAM  CHAMORRO CULTURE EVENTS GUAM PLACES TO STAY THINGSTO DO PLANNING

LANGUAGES
= o O
ENGLISH B o= F-]

Source: visitguam.com
Proactively catering to its main source markets, VisitGuam provides content in
four languages: English, Japanese, Korean, and Mandarin. Nevertheless, the site
could benefit from additional accessibility features, such as contrast settings for
the color -blind or enlarged text options for older travelers.
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f) callsto-action (CTAS):

“mﬁ 00000

come s e RSN FLALA ST I DT A ML Me e ation

Explore FREE VISITORS GUIDE
I Guam Visitors Bureau Sign up and get the guide
Contact Us
) [— Privacy Policy
Sitemap

Source: visitguam.com

VisitGuam tactfully employs CTAs, prominently featuring them in key sections
(places to stay and things to do) without overwhelming the user. The connections
to various social networks are subtle yet accessible. An enhancement could be a
more interactive trip planner that guides users systematically rather than the
current "add -to-basket" approach.

g) feedback &views:

Source: visitguam.com

While visual testimonials provide authentic glimpses of travelers' experiences,
incorporating textual reviews alongside images could offer a richer, more
informative perspective to potential visitors.

h) recommendations:

A Seamlessly integrate multimedia assets like virtual tours and audio files directly
into the main website, rather than using links to external websites.

A Experiment with immersive visual content such as looping videos or GIFs, coupled
with ambient audio.
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A Implement additional accessibility features, catering to a broader range of users.
A Augment the trip planner to be more interactive and guide oriented.

A Supplement visual testimonials with textual reviews for a more comprehensive
understanding of travelers' experiences.

3.2.5 Emotional factors

Emotions play a pivotal role in shaping tourists' perceptions and decisions. While

our previous audit delved into the website's structure, user -friendliness, and
clarity, this emotional  factor segment focuses on the emotions evoked by the
VisitGuam website. Tourism is intrinsically tied to feelings and experiences, and

a destination website should incite a fervent desire in its visitors to experience

the place firsthand.

a)theimportance bfstimpressions:

Source: visitguam.com

The primary purpose of the VisitGuam website should be to elicit strong
emotional reactions, specifically those of awe and wonder.

The first image a visitor encounters plays a critical role in their subsequent
experience. This first visual should immediately capture their attention, making
them yearn for more.

Unfortunately, the current opening images of visitguam.com do not achieve this
desired impact. From somewhat outdated photographs to images lacking human
interaction, the website misses several opportunities to truly captivate its
audience.
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b) captivatingnagery

Source: visitguam.com

Whether it's a serene beach, bustling city, or vibrant festival, every image should
narrate a compelling story about Guam.

Pictures depicting families, young couples, or elderly tourists enjoying their time
could enhance relatability, drawing prospective tourists to imagine themselves in
such scenarios.

The existing images on the website, unfortunately, often fail to encapsulate
Guam's essence or resonate emotionally with the audience.

c) authenticity amelpresentation:

Source: visitguam.com

Cultural representation, like the images inthe "C ~ Hamorro Culture" section, should
portray the warm and welcoming nature of the locals. High -quality images with
the subjects facing the camera can build a sense of connection.
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External links, like the one leading to the Rock Islands of Palau, can divert
attention and even confuse visitors. Instead, the focus should remain on
showcasing Guam's unique attractions.

d) ensuringip-to-dateinformation:

. #
FESTIVAL OF THE PACIFIC ARTS >

Festival of the Pacific Arts

THE 12TH FESTIVAL OF PACIFIC ARTS (FOPA) IS TO BE HELD IN GUAM IN 2016

Source: visitguam.com

Dated content, such as references to events from years ago, can diminish the
website's credibility. Regular updates are essential to ensure visitors are provided
with current and relevant information.
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Source: guampdn.com
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e) futureoutlook:

The impending Guam Tourism Recovery Program promises a comprehensive
strategy grounded in a robust SWOT analysis. This strategy will dictate future
marketing endeavors, including a  much -needed overhaul of the visitguam.com
website.

With a renewed focus on emotional engagement, the website can be transformed
into a powerful tool that not only informs but deeply resonates with its visitors.

By focusing on these emotional factors, VisitGuam can elevate its website from a
mere information hub to an evocative digital experience, fueling the imaginations
and desires of potential tourists.

f) recommendations:
A Undertake a complete visual revamp of the website, focusing on high -quality,
emotionally resonant imagery.

A Ensure that the website is regularly updated to maintain relevance and accuracy.

A Infuse more human elements into the visuals, such as families enjoying beach
activities or cultural interactions with the locals, to foster relatability and
aspiration.

A Rethink the narrative of the website to align with the emotional journey a potential

tourist would embark upon & from inspiration and intrigue to planning and
booking.

3.2.6 Speed & Performance

Discover what your real users are experiencing This URL  Origin

——in Core Web Vitals Assessment: Failed &

Expand view
Largest Contentful Paint (LCP) ® First Input Delay (FID) A Cumulative Layout Shift (CLS)
3.2s 3ms 0.41
OTHER NOTABLE METRICS
® First Contentful Paint (FCP) ® |nteraction to Next Paint (INP) @ ® Time to First Byte (TTFB) &
1.7s 44 ms 0.7s
.:u — y ] .:.- -
B Late n perio ¥ Many samples (Chrome UX Report)
@ Fu @ Al Chrome versions
Diagnose performance issues
35 72 83

Source: pagespeed.web.dev
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a)websitdoadindime:

VisitGuam impressively achieves a full site load in a swift 3.2 seconds. While
Google PageSpeed Insights categorizes this as a medium performance tier, the
minor delays are barely perceptible to the average user, ensuring a smooth
browsing experiencethat doesné6t detract from perceived perf

b) responsiveness:

Exemplifying efficient design, the website promptly responds to user inputs
without any lags, underscoring a polished frontend experience.

c) heavyelements:

The interactive map, a feature -rich component, naturally takes slightly longer to
load compared to other website elements. This is expected because interactive
maps often pull in real -time data, involve multiple layers, and must process and
render detailed geographic information, all of which require more time than
loading static images or text.

d) optimization &mpression:

Thoughtful design decisions are evident in the site's optimization. The initial

compressed loading of images, which expand to full clarity a moment later,

ensures users arenot l eft waiting for visual c
performance and visu al fidelity.

e) browsecompatibility:

Robust cross -browser compatibility is showcased as the website consistently
delivers a nearly identical performance across leading browsers, including
Chrome, Firefox, Safari, Opera GX and Edge.

f) errorpages obrokerinks:

A testament to solid site maintenance, there were no traces of error pages or
broken links during the navigation, ensuring a disruption -free user journey.

g) recommendations:

Explore further optimization techniques or alternative hosting solutions that
might shave off additional load time, pushing the site into the faster category on
tools like PageSpeed Insights.

This analysis paints a clear picture of VisitGuam's website performance,
highlighting its strengths and offering actionable recommendations.
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COMTENT BEST PRACTICES

A Links do not have descriptive text — 7 links found
A Image elements do not have [alt] atiributes

PASSED AUDITS (1 Hide
@ Hasa=meta name="viewport = tag with width Or initial-scale
® Document has a <title> element
® Document has a meta description v
® Page has successful HTTP status code -
@ Links are crawlable w
@ Pageisn't blocked from indexing
® robots.txt is valid
® Document has a valid hreflang w
@® Document has a valid rel=canonical -
® Document avoids plugins

Source: pagespeed.web.dev

a) SEOscore:

VisitGuam's website exhibits an impressive SEO score of 83/100, as per Google
PageSpeed Insights. This surpasses the SEO score of the official GoHawaii
website, which stands at 77/100. Such scores highlight VisitGuam's effective
optimization in comparison to similar travel destinations.

b) keyworanalysis:
Popular Searches:

A 'Things to do": This term is searched about 2,740,000 times a month! It's a key
phrase many people use when planning trips.

A “travel": Another important term, with 673,000 searches a month. People use this
term when thinking about vacations in general.
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Guam-Focused Searches:

Many people use terms related to Guam, like:

"Guam”

"American Guam"

"Guam island USA"

And a few others, all with around 301,000 searches a month.

Looking for Tourist Spots:

Words like "tourist places" and "places to visit" are also used a lot. Some terms

also include "USA" or "united states," showing that people from the U.S might be
interested in Guam as a travel spot.

c) websitdeatures:

clear links: Some links could be clearer about where they lead, making it easier
for visitors.

imagedescri ptions: Some images dondt explain what
help everyone understand the image better, especially those with visual
difficulties.

adaptable design: The website fits any device - be it a computer, tablet, or phone.

website tags: There are key markers or 'tags’ in the website's background. They
help it show up on Google and give users a quick idea of what the website is about.

technical bits: The website has been set up well to appear on Google and is also
friendly for users worldwide.

d) recommendations:

All links on the website should have descriptive text, improving both SEO and user
accessibility.

Implement alt attributes for every image on the site. This not only aids in
accessibility but can also improve image search rankings.

Regular audits using tools like Google Search  Console can help identify and rectify
any further potential SEO issues, ensuring the website remains optimized and
accessible.
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3.2.8 Conclusion

a)summary @halysis:

VisitGuam's website, purely from a technical viewpoint, stands as a modern, user -
friendly platform designed to showcase the destination's offerings. From its
impressive SEO performance to its rich content, however | if we look through the
emotional journey , the site has many areas where it could be improved. While
many aspects of the website shine brightly, our detailed analysis has unveiled
areas of opportunity that  could elevate the user experience even further.

b) keytakeaways:

Strengths : The website boasts of a commendable aesthetic appeal, robust mobile
optimization, and an SEO score that surpasses even some of its competitors.
Features such as the active integration of user  -generated content foster a sense
of community and provide pros pective visitors with genuine glimpses of the Guam
experience.

Areas of Opportunity : Despite its many strengths, there are facets where the
website can further enhance its appeal. These include certain design elements
that could be refined for consistency, opportunities to enrich content with more
immersive multimedia, and refiningthee  motional journey to ensure  that potential
tourists feel a deep connection and yearning to explore Guam.

Comparative Analysis : When juxtaposed with similar travel destinations,
VisitGuam's strategic approach becomes evident, especially in the domain of SEO
where it manages to outshine even established competitors.

C) nextsteps:

Design Tweaks : Focus on implementing an auto  -scroll feature for the homepage
image slider, promoting design consistency across various elements, and
highlighting unique selling points even more prominently.

Content Enhancement : Integrate multimedia assets directly within the website,
experiment with immersive visuals like looping videos, and introduce added
accessibility features to cater to a wider range of audiences , Similar to the types
of promotional media sponsored by Philippines department of tourism, in
partnership with Beautiful Destinations.

SEO Refinements : Ensure all links have descriptive text and implement alt
attributes for all images to further optimize search rankings. Regular audits with
tools such as Google Search Console will keep the site optimized and abreast of
any emerging SEO challenges.

Emotional Resonance : A concerted effort should be directed towards refining the
narrative and visuals to resonate more profoundly with potential tourists,
ensuring the digital journey on the website is as enticing as the actual experience
of visiting Guam.
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Guani FutureViarkets

The World Travel and Tourism Council (WTTC) confirms that the global tourism
industry has witnessed a significant shift in travel in recent years, driven by
technological advancements, changing consumer behavior, and emerging trends.

The rise of the internet and social media has transformed the way destinations
market themselves and engage with potential visitors. Mobile phones and book ing
platforms have made travel planning and reservations more accessible and
convenient. Artificial intelligence has revolutionized various aspects of the travel
industry, from personalized recommendations to chatbot assistance.

Moreover, the COVID -19 pandemic has had a profound impact on the tourism
sector, altering travel behavior and preferences. Safety, health, and hygiene
considerations have become paramount for travelers, influencing their
destination choices and travel deci sions. Climate change concerns have also
influenced the perception of destinations, with increasing emphasis on
sustainability and eco -friendly practices.

Given these changes, it is crucial for Guam to adapt its marketing strategies and

messages to align with the evolving needs and preferences of its target markets.
Understanding the impact of technology, changing travel behavior, and emerging

trends is esse ntial to effectively engage with potential visitors and meet their
expectations.

With the arrival of the tourists comes the make  -all-or-break-all situation & the
customersd experience. From the very first
their whole stay, these customers will scrutinize if their expectations are met or

exceeded, and they will share their opinion with the world in real time, via a photo,

a post or a livestream from their mobile phones.

There is no escaping from these Omoments of

experiences will be published in an instant on social media channels, and these
comments can have much more weight and credibility than any marketing
campaign.

Alternatively, it should be equally expected that the island and the destination

mp

could go oOoviral o6 if the customer sodThesxtheect ati ons

initial investment in ensuring a positive experience from the start, is critical and
essential.

The importance of customer experience in the tourism industry cannot be
overstated. According to a study by the Harvard Business Review, positive
customer experiences drive customer loyalty, positive  word -of-mouth
recommendations, and repeat visits. Alternatively negative experiences can
quickly spread through social media platforms, doing irreparable damage to a
destination's reputation.

Research by TrustYou, a guest feedback platform, indicates that online reviews
and ratings significantly influence travel decision -making. The data shows that
95% of travelers read reviews before making a booking, and 76% of travelers are
willing to pay mo re for a hotel with higher ratings. This highlights the impact of
customer experiences on travelers' choices and the importance of delivering
exceptional service to meet or exceed expectations.
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Chart 66  Travelersreading reviews Chart 67  Travelerswilling to pay more
travelers reading reviews before willingness to pay more for higher
booking (Percentage of Travelers) ratings

= read reviews before booking = willing to pay more

= do not read reviews before booking = not willing to pay more

Source: TrustYou

To ensure a positive customer experience, both the public and private sectors of
Guam must invest in the quality of its accommodations, infrastructure, services,

and amenities. This includes providing efficient transportation (with a focus on
airport trans fers and tourist attractions), quality accommodations, accessible
information, clean and attractive beaches, authentic cultural events, unique
culinary experiences, and curated interactions with nature. Just as important as

the aforementioned investment into this programming is the requirement that all

of these activities be delivered in a clean, safe, reliable and user-friendly
environment.

For Guam, this equates to a detailed review of all tourism related experiences that
are currently being offered (or could be offered in the future) through the eyes of
the potential end user : the visitor.

From current and previous marketing promotions, and their promised emotions

and experiences, to the arrival at the airport, to the transfer to the hotel, to the
hotel itself with its amenities, to the shops, the restaurants, public restrooms,
beaches, cora | and ocean life, cultural events, 0 all of these elements need to be
reviewed for the quality of their services. Accessibility, crime/safety, and overall
affability of these activities need to be objectively and quantitatively assessed, as
well as the vi sitor experience.

Research conducted by destination marketing organizations and tourist boards
can provide valuable insights into visitor expectations, preferences, and
satisfaction levels. Surveys, interviews, and data analysis can help identify areas
of improvement and ad dress shortcomings in the destination's offerings.

This systematic SWOT study will focus on the customer experience and show the
strengths of Guam & seen with the eyes of a potential visitor but also clearly
showing the shortfalls and weaknesses. Threats are important to be aware of and
counteract as much as possible, and opportunities are the true treasure chest for
new tourism products and experiences.
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We concur with the assessment from the Tourism 2020 report published by the

Guamds Visitor Bureau that what ma k
CHamorro culture. Community -based tourism is one of the biggest international
eco-trends today. Though there have been investments made into the promotion

es

of the indigenous culture and traditions, it is not yet clear how this has resonated

with tourists.

Equally important is how tourism is perceived by the C hamorros . Is
community proud of the songs and dances performed? Or is it a folkloristic
reduction of it? Do local communities welcome visitors to their villages or
tourists treated as trespassers and intruders?

the

are

Studies on community -based tourism and cultural experiences can provide

insights into the perception and impact of tourism on local communities.
Research by scholars such as Megan Epler Wood and David Fennell emphasizes
the importance of preserving authent ic cultural experiences and avoiding
reductionist or commodified approach. Understanding the perspectives and
aspirations of the local C Hamorros is crucial in ensuring that tourism
development aligns with their cultural values and aspirations.

Community -based and Cultural Experiences in Guam

Food and Music
Fiestas
Festival of the Pacific Arts
CHamorro Music
Dance

Arts
Jewelry
Storytellers, weavers, jewelry makers, blacksmiths, and more

Landmarks
Heritage Sites
Nature
Cultural Presentations

Legends and Folklore

Similar questions must be asked about any possible customer experience. If the
answer is positive, this is the start of storytelling. The main actors could be a
CHamorro community, a certain beach, an amazing view, a local dish, a
fascinating plant or animal, like the Coconut Crab. It is the story that makes
unique, not the fact that it exists. The story creates the desire to see and

a

it

experience it with oneds own eyes. As a

be made available . For example, there must be additional information on th

e

Coconut Crab and the best times and places to see them. The facilities must be

created for visitors to have the best view while protecting the crab s' habitat.

Research on storytelling and destination branding suggests that compelling
narratives and storytelling techniques can significantly influence visitors'
perceptions and engagement. According to a study published in the Journal of
Travel Research, storytelli ng in destination marketing can evoke emotiona

t

he des

|l ogi cal
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responses, enhance visitors' connection to the place, and increase their intentions
to visit. Therefore, crafting engaging and authentic stories around unique aspects
of Guam can enhance the destination's appeal and attract visitors who are
intrigued by the experience.

The Coconut Crab is only one example of potential storytelling, but one that has
many facets and could become an authentic attraction and campaign for the
island. It is distinctive to the island and the region, has unique characteristics,
and is as myster ious as it is compelling.

Researching the preferences and interests of specific target markets, can provide
insights into their familiarity with certain attractions or experiences.
Understanding their prior knowledge and perceptions can help tailor marketing
messages and experience s that relate to their interests and offer something
inimitable, compared to what they might find in their own country or region.

These communications should resonate with the
desires. Korean, Japanese, and Taiwanese tourists share certain characteristics:

they tend to live in smaller spaces (which they often share with other family

members of different g enerations) in overcrowded cities, work long hours, have

short holidays, and a strong desire to relax, commune with nature and traditions

and to have more private space and time.

Individual needs and interests differ, of course, but Guam can satisfy all of the
above-mentioned essential desires with the further advantage of relative proximity.
Still, the overall appearance of Guam and the quality of its accommodation,
infrastructure , and other services will determine the outcome of the overall
customer experience.

Apart from Korea, Japan, Taiwan, and mainland USA, other target countries and
niche markets should also be looked at:

3.3.1Philippines
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The Philippines serves as a potential target market for Guam due to the strong
relationship between the two countries and the significant Filipino population on

the island. With a 23% Filipino population in Guam, there is a natural connection

that can be intensified through cultural activities, festivals, and promot ions. The
relatively short flight duration of approximately four hours and reasonable cost
make Guam an attractive option for Filipinos looking for a tropical beach
destination, offering them an alternative to the many islands and beaches within

their own country.

Filipinos preference to travel in social groups (2022)

80
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families partners friends

Source: Air Asia

Outbound tourism for the Philippines is characterized by a strong preference to

travel in social groups and creat e shared memories and experiences. This builds
on the small Filipino diaspora that is in Guam and the links between those living

on the two islands, with the potential to increase the travel spurred from those
social connections. While no recent data is available from the provided source, it
is reasonable to conclude that this preference for group travel among Filipinos
likely remains consistent.
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3.3.2Hong Kong

A bustling city, Hong Kong's distinct European history and cultural imprint set it
apart from other Chinese cities, which could make Guam an intriguing choice for
Hong Kong travelers. The ongoing political tensions with China further enhance
the appeal of Guam for Hong Kong residents. Although currently there are no
direct flights, a direct flight ~ connection would significantly reduce the travel time
of approximately 10 to 12 hours to just around 4.5 hours. With a population of
7.5 million, Hong Kong represents a geographically accessible target market for
Guam.
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Southeast Asian countries GDP percapita (2023)

$84,734

$50,697

$33,431

$11,649

$4,941 ,
$1,875 $2,075 I $1.188 $3,726 $4,347
|

Source: The World Bank

The profile of the typical Hong Kong outbound traveler is defined by a higher
travel budget as average income in  Hong Kong SAR, China exceeds most
Southeast Asian countries, with a GDP per capita of $ 50,697, second only to
Singapore.
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3.3.3Chinese FIT travelers

The rising trend of Chinese tourists opting for independent travel rather than
packaged tours presents a lucrative target market for Guam. The number of
Chinese FIT (Free Independent Travel) travelers has been increasing rapidly in
recent years, and the COVID -19 pandemic has further boosted this trend due to
lockdowns and restrictions on gro  up travel. These independent Chinese travelers
are often well -educated, experienced, and have higher travel budgets, seeking

individualized cultural and natural experiences in less crowded destinations.

Though the current geopolitical environment is not conducive to direct flights and

mass tourism between the US territory and mainland China, Guam's relative
proximity and the allure of a US stamp in their passports make it an attractive
option, particularl v for first -time FIT travelers and young Chinese tourists looking

to combine a tropical beach holiday with the added bonus of a US destination.
Additionally, given Chinads i mpoGuaa walld
benefit from positioning itself asa  potentially convenient and safe entry point for

Chinese groups and families to  experience the culture.
Chart 70 Chinese FITisland destinations

Top Chinese FIT Island Travel Destinations (2022 vs 2019)
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3.3.4Nouveau Riche

Beach destinations are becoming increasingly popular among young, affluent
travelers, particularly those from emerging markets. According to a report from
Travel Agent Central, 31% of luxury travelers plan on taking more vacations
during the next 12 months. This growing trend provides an opportunity for the
tourism industry to ca ter to this demographic with high  -end experiences that offer
both luxury and relaxation.

CNBC has identified the top 10 beach destinations for wealthy investors, which
includes stunning locations like the Cayman Islands, Antigua and Barbuda, the
Bahamas, St. Kitts and Nevis, Budva in Montenegro, the Algarve in Portugal,
Vanuatu, and Crete in Greece. These locations are known for their idyllic white -
sand beaches, clear waters, and high -quality resort communities.

Additionally, less conventional beach locations such as certain lakefronts in Idaho,
hidden nooks in the Caribbean, and shores of the Baltic Sea are gaining traction
with the wealthy. These places offer newly developed resort communities and
unique travel experiences that cater specifically to the tastes of this affluent
demographic.

Moreover, tropical islands are another favorite among this group. Over 350 million

people annually travel to the coral reef coast of the world, and the coral reef
tourism sector is estimated to have an annual value of $36 billion. From excellent

diving spo ts to friendly local cultures, these coral islands provide an ideal setting
for a luxurious beach vacation.

The New York Postreports that rich Americans are spending more than ever on
vacations, with travel prices rising. This indicates that despite higher costs, the
demand for luxury vacations among the wealthy is not diminishing. In fact,
Flywire's data shows that luxury trav  elers expect ed to spend 25% to 33% more,
depending on income, in 2022 and beyond .

The rise in young wealth from emerging markets seeking sun and sand beach
destinations represents a significant opportunity for the tourism industry. It
opens new avenues for businesses, from luxury resort operators to travel agencies,
to cater to this market segment with tailored services and experiences.

Though Guam could be an alternative destination to attract these Nouveau Riche,
there does not seem to be any existing inventory that can meet their required
standard. Dignitaries and VIPs who visit the island normally stay at one of 4
hotels: the Dusit Thani, the Nikko, the Hyatt and the Tsubaki. Though adequate
for those looking to stay in traditional accommodations, these hotels are dated

and do not offer the amenities and facilities that are expected of this demanding

demographic.

Seeking privacy, luxury, and a unique local experience, the Nouveau Riche turns
to vacation/villa rentals to meet their needs. In researching the listing s on various
sites for supply in  Guam, t here are only 31 properties that offer a private home
with two bedrooms +, with only 5 of those properties being villa compounds. These
private villas often come with their own pools and are located within proximity to

the beach (Tamuning) .
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It is clear that the market opportunity exists for Guam to be an option for this

young, Onew moneyd traveler. This demographic
adequate infrastructure (airport, roads and hotels) but seeks well equipped

oOhol i day c o richowilmaltbw themwo explore the natural beauty of the

island and its culture. These types of  high-end resort villa accommodations and

the services that would accompany it (luxury tours and transportation, celebrated

chefs and restaurants, and 5-star butler/concierge services) are currently non -

existent in Guam but should be considered giyv
topography and culture would be appealing to this group.

3.3.5 Australia and New Zealand

e B —a

Australia and New Zealand present a promising target market for tourism to the

Island . G u a m@esgraphical proximity to these countries makes it an accessible

tropical destination for travelers from the region. Direct flights (if available) would

take 5 ¥ to 7 hours from major Australian cities and 8.5 hours from Auckland.

Given the seasons inthis regi on and this demographicds int
activities, the allure of the warm climate, stunning beaches, and diverse ocean

activities will appeal to Australian and New Zealand tourists seeking a tropical

getaway. Guam's natural beaut y provides opportunities for activities such as

scuba diving, snorkeling, hiking, and exploration.

Furthermore, Guam can position itself as a unique alternative to popular
Southeast Asian destinations, offering a Pacific Island experience with shared
cultural ties to Australia and New Zealand. Promoting Guam as a desirable
destination for Australian and  New Zealand travelers can tap into their interest in
exploring new locations and experiencing adventure in a culturally familiar
environment.
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Chart 71 Australian travelers: top island destinations
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Source: Australian Bureau of Statistics

The chart above provides an overview of the top travel destinations for Australian
travelers during the periods 2018/2019, 2022/2023, and 2023/2024, with data

for 2024 extending up to June. In 2024, Indonesia surpassed New Zealand to
become the most popula r destination among Australians, securing the top
position. New Zealand ranked second, followed by Thailand in sixth place and Fiji
in ninth.

To contextualize the findings in the chart above, the data outlined in the chart
below highlights the popularity of Guam as a travel destination compared to other
Pacific Islands, while Fiji is one of Australia & more popular island destinations.

Chart 72 Tourism to Pacific Island destinations (2019 vs. 2022 -2023)
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3.3.6 Diverse Leisure and Adventure Seekers

Chart 73
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Diverse leisure and adventure seekers represent an ideal target market for
tourism in Guam, backed by its abundant recreational opportunities and natural
beauty. According to the Guam Visitors Bureau, the island offers a wide range of
activities that cater to outdoor enthusiasts, making it an attractive destination for
leisure and adventure seekers. Guam's pristine beaches and unigue maritime
location provide the perfect backdrop for scuba diving and snorkeling adventures,
allowing visitors to explore vibra nt underwater ecosystems teeming with marine
life and fascinating sunken shipwrecks. Hiking enthusiasts can take advantage of
Guam's scenic trails and tropical jungles , immersing themselves in the island's
lush rainforests and discovering hidden waterfalls. The island also offers more
contemporary activities such as zip -lining, hang gliding and windsurfing  providing
athrilling experience for adventure seekers. The diversity of leisure and adventure
options available in Guam caters to the varied interests of individuals and groups
seeking unique experiences in a captivating natural setting.

Leisure tourism spending worldwide

Leisure tourism spending outlook worldwide from 2020 to 2029

M spending (in billion USD)

Source: WTTC
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3.3.7 Cultural/Community Travelers

Community travelers constitute a valuable target market for Guam, given the

island's rich cultural heritage and the opportunities it presents for memorable

experiences. The strategy would be to create authentic, yet comfortable

interactions between visitor s and local villages to engage and share the  CHamorro

culture and traditions. The Guam Visitors Bureau has made this a focal point of

its strategy going forward and is currently | oo
tourism offerings.in the cultural and community space.

These activities, including cultural tours, village visits, and traditional arts and
crafts workshops, enable visitors to form a meaningful connection to Guam's local
culture. The warm and welcoming nature of the community allows tourists to
participate in fest ivals, sample traditional cuisine, and experience traditional
dances and music performances, providing a deeper understanding of the local
history and the current way of life. By targeting community tourism travelers,
Guam can offer a unique and enriching  experience that fosters cross -cultural
understanding and supports the preservation of CHamorro heritage.

3.3.8 Family Travelers

In the early 90s, f amil ies played a major role in the initial development of tourism

in Guam, buoyed by the Pacific Islands Club (PIC), a Club Med -style resort that
catered to multi -generational holidays through their facilities (water slides and
lazy rivers) and activities . This demographic remains an excellent target market
for tourism in Guam, and the island's environment and range of attractions make

it an ideal destination for allage  groups.

The Guam Visitors Burea u has positioned the island as a safe and welcoming
atmosphere, providing peace of mind for parents traveling with children.
Accommodations that cater to the ir needs, including resorts with kid -friendly
amenities and spacious vacation rentals , still exist . Families can enjoy a host of
activities tailored to their interests, such as water parks, marine parks, and
cultural shows that offer entertainment and educational experiences. Historical

and cultural sites, like the Guam Museum, P laza De Espafia and Punta Dos
Amantes/ Two Lomwidedd!| rPotiaxdr ammabl ed moments for
as well as educational opportunities . Guam®6 s f aenirid cylture along with its
natural beauty should be utilized to promote Guam as a unique holiday
destination for multi -generational holidays.

3.3.9 Conclusion

Guambs current position as a familiarbe yet unde
viewed both as an opportunity and a challenge . Those that recall the Island as
an alluring and sophisticated destination in the @®0s for honeymooners , and a

luxury shopping haven , need only look at recent reviews and photos to see how
far the destination has fallen. However, the quiet yet gradual decline in travel to

the island has also allowed for a new generation of travelers to have few
preconceived notions of Guam. This spe aks to the opportunity that the Territory
has to reinvent and reposition itself as an attractive destination to current and
potentially new target markets.
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With additional government funding being made available due to the pandemic

and typhoon Mawar, it is PKFds position that Guam sho
reestablish itself as the tourism force within the region that it once was. Its

geography and access to US and global resources allow the island to reposition

itself as a n exemplary model for eco-tourism and /or cultural tourism , one which

not only appeals to the global traveler, but one that other destinations will look to

duplicate.

In tourism , the only real constant has been the requirement for permanent change.
The ability to a dapt is required to keep up with the ever-changing variables that
impact the travel industry; the speed of technology, the change of customer
demands, unpredictable geo political events and increasing natural calamities due
to climate change .

With all this, however, comes a deep desire to escape to secret places, unknown

paradises, far away from oneds dail yquiettouti ne an
beautiful nature, interesting culture, new personal and meaningful experiences,

recapturing one & mental health, simply be ing and enjoying 9 this could be the

image and message Guam send s to the world.
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3.4 General Summary

3.4.1 Core Tourism Products / Tourism Development Type

According to the UNWTO (The World Tourism Organization), the definition of a
otourism product 6 is a broad term meaning a mix of tangible and intangible
elements, such as natural and cultural resources, different attractions, and
facilities, services, and activities around a specific center of interest. Holistically,
these products create the overall tourist e  xperience.

The following existing tourism products have been identified for Guam:

sun and beach offerings

unique, welcoming CHamoru host culture

ethnographic activities (incl. crafts and workshops)

unique local activities

events (cultural, sports, religious, etc.)

natural sites, reserves and parks

active leisure and recreation (incl. water sports)

gastronomic offers

touring and excursion programs

diving

wellness and medical spa

Taking into consideration the current products offered, PKF has identified tourism
sectors for further investment/ devel opment whi
align with current and future global travel trends.

cultural/indigenous tourism

eco/green/environmental tourism

branded resort/residential products

adventure tourism (outdoor activities)

marine/nautical tourism

spalwellness tourism

event tourism
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Through its research, PKF has identified several key attributes that many
successful tropical, beach destinations have. These include:

a strong brand as a destination

a flagship tourism attraction

several Unique Points of Interest & historical, cultural, festivals
unique and authentic local experiences

friendly, welcoming local people

easily accessible (and visually attractive) tourist information highlighting interests
of different demographic and lifestyle market segments

abundant green spaces for activities and relaxation

identifiable tourism zones with shops, cafes and restaurants (inclusive pedestrian
only zone)

attractive accommodation facilities, and food and beverage outlets (in different
price categories)

different entertainment facilities (incl. night life options and shopping
opportunities)

public mobility, easy access to/from and within the destination

easy and inexpensive accessibility (incl. access to points of interests)

3.4.2Key Success Factors for Tourism Destination
Development

In general, successful tourism destination development rests on four pillars:

1. Policy - The tourism sector has specific policy and regulatory issues that
require attention and discussion, much like more widely recognized
government departments such as the Department of Transportation,
Department of Labor, and the Department of Natura | Resources. It is
essential that the public constituency in which the tourism industry
operates supports it.

2. Planning - Successful tourism development requires a joint strategy that
addresses all industry stakeholders' concerns, including the public sector,
the private sector, and the local community. Historically, tourism has
taken host communities for granted, if the economic benefits generated
justified the industry's existence in a community. Now, communities are
seeking a balance of economic and overall quality of benefits from their
respective tourism industries as well as a broader distribution of such
benefits throughout a destination's various regions.
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Coordination - Comprehensive and coordinated approaches are necessary
for successful tourism development. These approaches extend beyond the
eventual guest or end -user to include travel agents and wholesalers,
emergency services, media, and other indirectl y impacted businesses
within the community.

Commitment - The development of the tourism industry is a continuous
process that requires a long gestation period. It demands a balance
between immediate financial impact and long  -term goals, which can be
challenging for private businesses seeking immediate returns.

It is also crucial to note that Guam's tourism industry will face external global,
environmental, and economic forces that will impact the destination as it
continues to reposition itself. These include:

1.

10.

11.

12.

13.

The rise of other attractive tourism destinations/attractions in the region

d this could have a net positive effect on Guam (  incl. , more people will be
exposed and be interested in the region) but could have a negative impact

as these destinations are perceived as more attractive than Guam

Destination decisions made by travel wholesalers, distributors and tour
operators

General infrastructure developments in the region (  incl. airport
renovations, improvement of roads and highways, etc.)

Connectivity to other major tourism destinations (new airline routes,
changes in aviation technology)

The general perception of safety/security of the region and Guam
Monetary factors - Foreign exchange rates and inflation

The overall commitment and economic strength of the public sector to
invest in and support a tourism product

Thequalty of t he destinationds product incl

public services, emergency services

The destinationds ability to attract
product and needed services.

Local or global disasters ( incl. a global pandemic or terror attacks)

Unfavorable conditions regarding the taxation, legislation, immigration
and customs towards tourism and inbound travelers

Marketing and value proposition of Guam vs. competing destinations

Climate change, rising sea levels, extreme weather conditions

a

uding

gual
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PKF will provide more detailed recommendations in subsequent phases of this

engagement, but this Phase 1 market study report provides the background that

will form the framework of the Recovery plan and its recommendations. Phase 2

will seek to build upon the information gathered and review in detail the Branding

and positioning of Guam and its market perceptions, with Phase 3 providing the

strategic roadmap and executable tasks to exped
gl ance, Guamds t owsareesadiesspbatshssipdientialicaniory be

unlocked with a commitment and investment from all of its stakeholders.
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4 Phase1 Repositioning and Development Strategy

41 I ntroduction/ Summary of
Tourism

Guam's tourism industry, once a thriving pillar of its economy, is currently facing

a variety of challenges. These range from lack of strategy and resources to
uncoordinated supportand  archaic infrastructure. Despite its natural beauty and
cultural richness, the absence of a unified marketing approach has contributed

to the island's struggling tourism sector. The global pandemic has further
exacerbated these problems, with the recovery of Guam' s visitor sector
significantly lagging behind global trends.

I n recent year s, G u atrrbteuristi destingteon has renwinetd o p
intact. However, the resolution of legacy problems has not kept pace with the

Cu

industryds rapid evolution. The window of oppor

is swiftly closing, leaving the tourism sector in a precarious position. The lack of

a strategic approach has resulted in a state

progress is inhibited due to uncoordinated public and private infrastructure
support.

4.1.1 Global Tourism has maBell&ecovery

Touri smds meteoric recovery from the gl obal
2023, Tourism expenditures were 9.5 trillion USD and represented 11% of the

Global Economy. Total revenues were only 5% below pre  -pandemic levels and are
anticipated to grow an ad ditional 50% in the next 10 years, as a full return to

international travel (currently being hampered by geopolitical events), is expected.

However, this growth is not uniformly distributed, with some regions, such as
Guam, who are still struggling to recover. For areas lagging the global trend, the
recovery is not just about rebounding from the pandemic, but also about
addressing longstanding structural issues that have stifled growth and
development, such as the aging infrastructu  re and the rapidly changing travel
demographics as previously mentioned in earlier sections of this document.

4.1.2 & Whilghe Visitor Industry in Gudtousdering

Despite the promising recovery of gl obal
struggling to bounce back. The sector is grappling with many issues, including a

clear regulatory framework, the struggle to adopt a unified brand, and a service

culture that suffers from a lack of resources and training. While the active industry
participants are focused on the daily tactical challenges of operation in a slow

market, no single entity coordinates the overall strategy ~ and branding , nor can it
address the infrastructure challenges. This has resulted in a slow recovery

process, leaving the island's tourism industry significantly behind the global curve.

The absence of a data -centric, unified marketing approach has further
complicated matters

pan

tour
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The challenges faced by Guam's tourism sector are multifaceted and complex,
requiring concerted efforts from all stakeholders to overcome. Without a robust
recovery strategy, Guam risks being left behind in the race, missing out on the
enormous economic po tential that the global tourism industry offers.

4.1.3 Stakeholders ConsenséslLack of Strategy and
Consisteridranding

A major challenge that Guam's tourism sector faces is the lack of a clear strategy

and cohesive branding. Stakeholders across the sector agree on this point,
highlighting its importance in the recovery process. Without a well -defined
strategy, efforts to r evive the sector are scattered and uncoordinated, leading to
inefficiencies and missed opportunities. Moreover, the absence of a strong brand
identity not only within the  tourism industry , but across other sectors of industry
means that Guam's unique sell ing points are not being effectively communicated

to potential visitors.

A unified approach to branding is crucial to the success of any tourism destination

and requires a significant investment. A strong brand that is clear in messaging

and consistent in communication helps to differentiate a destination from its
competitors and creates a sense of identity that can attract both visitors and the
buy-in of local communities and the stakeholders. Unfortunately, Guam's tourism
sector has not been able to capitalize on its brand equity due to limited financial
resources, which has r estricted the adoption of campaigns and promotions. This,
coupled with the lack of a strategic roadmap, has resulted in a sluggish recovery
process that is not in line with global trends.

4.1.4 NoUnifiedApproach thblarketing

Another challenge that Guam's tourism sector faces is the lack of a unified, data -
centric approach to marketing. The importance of data in decision -making cannot
be overstated. Data -driven marketing can provide valuable insights into visitor
behavior and p references, allowing for more targeted and effective marketing
strategies. However, Guam's tourism sector as a whole does not currently harness

the power of data, leading to inefficiencies in marketing.

A unified approach to marketing that goes beyond the tourism industry is also
essential for the success of any tourism destination. It ensures consistency in
messaging, creating a coherent image of the destination in the minds of potential
visitors. In its research, PKF has reviewed the visitor data collected by several
sources including GVB and Guam International Airport Authority. However, much

of the information is either dated or has flaws in its methodology and therefore

its responses. Data gathered fr om other sources such as the Department of
Revenue & Tax and Guam Hotel and Restaurant Association may be able to
provide insights, but this information is not uniformly collected, and significant
data on the industry is not collected at all, where collected, data and information
that could guide industry decision making is often stove -piped. The absence of an
integrated approach across Guam's tourism sector has resulted in a fragmented
data and information matrix, further complicating recovery efforts.
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4.1.5 Institutional Stasis

The term "institutional stasis" aptly describes the state of public and private

infrastructure supporting Guam's visitor sector , Where progress is hindered by

uncoordinated efforts between public and private entities . The challenges are not

just operational but also institutional. A lack of coordination has resulted in a

fragmented approach to recovery, further slowing down the process and leading

to inefficiencies and bottlenecks in the delivery of tourism services. This

uncoordinated approach to infrastr  ucture development has further complicated

the recovery process, slowing down progress and exacerbating existing problems.

The Guam Visitor Bureauds recent recommendat.i
infrastructure improvements highlight this challenge.

Infrastructure plays a crucial role in the success of any tourism destination. It
facilitates the movement of visitors, provides essential services, and contributes
to the overall visitor experience. However, in Guam's case, the disjointed efforts
of publi ¢ and private entities have resulted in an infrastructure system that is not
fully equipped to support the demands of the visitor sector, hindering the island's
recovery process.

4.1.6 LegacyssueRemairPrevalent

Despite the numerous challenges faced by Guam's tourism sector, the island's
image as a highly desirable and sought -after touris m destination remains
unblemished. The exquisite beauty of Guam's natural landscapes, including
pristine beaches and lush tropical forests, coupled with its vibrant and diverse
cultural heritage, continue to captivate and entice prospective visitors from al I
corners of the globe.

However, Guam is grappling with  many legacy problems that, unfortunately, have
not been addressed. These persistent issues, if left unresolved, pose a significant
threat to the potential growth and prosperity of the tourism sector, potentially
closing the window of opportunity for a full rec overy.

One of the key challenges that Guam faces is the inadequacy of its infrastructure.
The island's transportation networks, including roads and public transportation
systems, require substantial improvements to accommodate the increasing
number of tourists. F urthermore, the lack of a comprehensive and cohesive
tourism strategy hinders the sector's ability to effectively market and promote
Guam as a premier destination.

In addition, adoption and utilization of the brand has been a recurring issue for
Guam's tourism sector. Without sufficient resources to provide a unified and
compelling brand image, it becomes difficult to establish a clear and
differentiated identity tha t resonates with potential visitors. This lack of a
cohesive message undermines Guam's ability to effectively compete in the global
tourism market.

Not addressing these critical issues in a timely and effective manner has resulted
in a slow and arduous recovery process that falls short of global trends. While
other destinations are adapting swiftly to changing traveler preferences and
investing in inn ovative strategies, Guam lags behind.
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With the window of opportunity for recovery rapidly closing, it is imperative for
Guam to address these legacy problems head -on.

4.1.7 HumarResources akexacerbating tihallenge

In addition to the legacy problems that Guam's tourism sector faces, there are
new challenges arising in the realm of human resources, further exacerbating the
situation. The lack of adequately trained personnel and the persistently high
turnover rates are among the key human resource issues that the sector is

currently grappling with. These issues have far  -reaching implications, not only

affecting the quality -of-service delivery but also hindering the successful
implementation of recovery strategies.

Human resources are undeniably the backbone of any service industry, and the
tourism sector is no exception. The ultimate success of the tourism industry
heavily relies on the competence and dedication of its human resources. However,
in the case of Guam, the scarcity of trained personnel, the persistently high rates
of turnover and the current cyclical competition from opportunities in the military

Obuiulpd have created a service delivery

to meet the demands of the vi  sitor sector. As a result, the efforts towards recovery
and revitalization are further complicated and slowed down.

Human resources are undeniably the backbone of any service industry, and the
tourism sector is no exception. The ultimate success of the tourism industry
heavily relies on the competence and dedication of its human resources. However,
in the case of Guam, the scarcity of trained personnel, the persistently high rates
of turnover and the current cyclical competition from opportunities in the military

Obudulpd have created a service delivery

to meet the demands of the vi  sitor sector. As a result, the efforts towards recovery
and revitalization are further complicated and slowed down.

4.1.8 Stakehold&entimenbothChallenged and

Hopeful

Despite the serious fragmentation that exists within Guam's tourism sector, both
between private and public parties, and even between different stakeholders, all
parties generally share observations and experiences about the depreciation of
the sector. Thi s is not only a cause for concern for the future of the sector but
also has potential implications for Guam's economy and the livelihoods of those
dependent on the tourism sector.

Stakeholders across the sector, including businesses, government entities, and

local communities, acknowledge the challenges faced by the industry and the

urgent need for concerted efforts to overcome them. The shared sentiment about

the gravity of the sit uation underscores the urgency of the matter and highlights
the necessity for timely action.

The challenges faced by the tourism sector in Guam are significant. The COVID
19 pandemic, coupled with travel restrictions and changing consumer behavior,
has severely impacted the industry. However, amidst these challenges, there is a
collective willand determination among stakeholders to overcome them and pave
the way for the recovery and revitalization of Guam's tourism sector.

system

system

t

t
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By working together and adopting innovative strategies, such as addressing the
understood physical infrastructure challenges and promoting more local
engagement in the sector, Guam can rebuild its tourism industry and regain its
status as a premier travel destination. This collective effort is required for the
sector's recovery and its contribution to the future prosperity of Guam and its
people.

4.1.9..ButThere is af@penness tBeekSolutions

Despite the challenges faced by Guam's tourism sector, there is an openness
among the tourism and local community to seek solutions. This willingness to
find and implement solutions is a positive sign and could be the key to the sector's
recovery. If a for mal system of engagement is created to engender a collaborative
process between the public and private, it would provide a solid foundation for
innovative solutions and ideas that could kickstart the revitalization of Guam's
tourism sector.

The openness to seek solutions is evident in the collective efforts of stakeholders

to tackle the challenges facing the industry. Various initiatives, such as training
programs, infrastructure development projects, and marketing campaigns, are

being undertaken to revive the sector, but they lack an overarching strategy. While

the road to re -establishing a vibrant sector may be long, the commitment and
determination of the tourism stakeholders and local community are central to the

future of Guam's tourism sector. This should be seen as a considerable asset to
be utilized when discussing strategies and solutions for the recovery.

Chart 74  Hila'an Beach (mushroom rocks)
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4.2 The Path towards Recovery

To overcome these challenges and put Guam's tourism industry back on track,
there are several key steps that need to be taken. One of the most crucial is the
development and implementation of a unified strategy for the visitor industry that
leverages data and technology to drive growth. This strategic approach will help
to create a unified brand for Guam as atop  -tier tourist destination.

Based on the results of our mar ket study of
positioning, t he foll owi ng lorngs anda shost stemma r y of
recommendations to expedite the visitor industr

4.2.1 Proposed Long Term Strategies

The Market Study findings indicate that Guam has significant potential to
reemerge as a major touris m destination. The combination of its unique natural
beauty, rich cultural heritage, and the warm hospitality of the people make it an
appealing choice for international tourists. However, several challenges must be
addressed to fully realize this potential . These include enhancing infrastructure,
expanding authentic offerings, developing human resources, and promoting
Guam as a premier touris m destination.

To tackle these challenges, it is recommended to adopt a comprehensive long -
term strategy. This strategy should focus on improving infrastructure to provide

better accessibility and facilities for tourists. Additionally, it should emphasize

the promotion o f cultural heritage to showcase the authenticity and diversity of
Guam's traditions. Moreover, implementing sustainable tourism practices will
ensure the preservation of the island's natural beauty for future generations.

Our Market Study highlights the importance of strategic marketing initiatives.

Currently, tourism marketing efforts lack coherence and need a unified approach.

A long -term marketing strategy should be devised to build a strong brand image

for Guam, consist ently encapsulating its unique selling points. This brand image

should reflect Guamdés natur al beauty, rich cult
hospitality of the CHamorro people.

To effectively reach potential tourists, targeted marketing campaigns should be
tailored to specific key markets. These markets can be identified through further
market research, enabling the  development of tailored (including microtargeted)
messages and experiences that resonate with different segments of the target
audience.

By implementing these proposed long -term strategies, Guam can position itself
as a top -tier touris m destination, attracting visitors from around the world and
showcasing the best of its natural wonders, cultural treasures, and the genuine
spirit of its people.

a)lmproved Legal and Regulatory Environment that Establishes
Tourism as a Key Economic Driver for Guam

Creating an improved legal and regulatory environment is an essential step
towards establishing tourism as a key economic driver for Guam. A conducive
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legal and regulatory environment can provide the necessary support and guidance

for businesses in the tourism industry, encourage investment, and ensure
compliance with international standards. The current legal and regulatory

environment is perceived asa barrier to the growth of tourism in Guam due to its
complexity and lack of clarity. Reviewing and amending existing laws and
regulations and assessing the ease of doing business  can be prioritized.

The legal and regulatory framework should also address issues related to
environmental conservation, cultural preservation, and community participation.

The tourism industry in Guam must be developed in a manner that is sustainable
and respectful of the is land's unique culture and environment. This requires a
comprehensive legal and regulatory framework that balances economic growth
with environmental conservation and cultural preservation. Such a framework can
also encourage responsible tourism practices a mong businesses and tourists
alike.

b) Clear Leadership througiCteation of a@rganizationdatrix
for Tourism Governance

Leadership is key in driving the growth and development of the tourism industry.

A clear and effective organizational matrix for tourism governance can ensure that
the industry is managed in a strategic and coordinated manner. The current
organizational st ructure for tourism governance in Guam is fragmented with many
participant s and multiple leaders , but no overall sector management. As such, a
new organizational matrix may need to be established which clearly defines roles
and responsibilities, establishe s lines of communication and accountability, and
ensures coordinated decision -making and action. Currently the undefined
leadership structure in the tourism industry results in a lack of comprehensible
strategy.

A new organizational matrix for tourism governance could include a central
tourism authority with the mandate to oversee and coordinate all tourism -related
activities. This authority could be responsible for implementing the long -term
strategies identified in the Market Study, liaising with key stakeholders, and
monitoring and evaluating the performance of the tourism industry. In addition,

the matrix could also include specialized committees or working groups
responsible for specific areas such as marketin g, infrastructure, local
engagement, sustainable tourism development and external development funding.

c) Better Intetepartmental Communication beGoeennmeat
Agenciet Resolvdlacticalssuednvolving thedustry

Inter -departmental communication is crucial for resolving tactical issues involving

the tourism industry. Currently, there is a lack of effective communication and
coordination between government agencies that directly and indirectly are
associated with th e visitor sector. A more structured and systematic approach to
inter -departmental communication is essential to understanding the current state

of the industry and to building a data  -centric approach to future management of
the visitor sector. This could i nvolve regular inter -departmental meetings, a
centralized communication platform, identification of information and data gaps

and clear guidelines for information sharing and decision -making.
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Additionally, resolving tactical issues requires an understanding of the
complexities of the tourism industry and the interdependencies between different
sectors and stakeholders. Therefore, capacity -building initiatives should be
implemented to enhance th e understanding and skills of government officials in
dealing with tourism -related issues. This could include training workshops, study
visits, and exchange programs with countries that have successfully managed
their tourism industries.

d) Focus on Pubkeivate PartnershipsAiditionafunding

Chart 75 Rendering for a new proposed hotel development in Guam

Public -Private Partnerships (PPPs) can play a critical role in providing additional
funding for the tourism industry. Given the significant investment required to
improve infrastructure, promote tourism, and implement sustainable tourism
practices, it is u nlikely that the government alone can provide the necessary
funding. Therefore, PPPs could be explored as a mechanism to mobilize
additional resources and expertise from the private sector.

PPPs in tourism could involve a wide range of activities, such as infrastructure
development, marketing and promotion, and capacity -building. Built around an
agreed strategic approach, private sector reinvestment in hotels, resorts, and
other touris m facilities, with targeted government incentives consistent with the
strategy should be leveraged. Similarly, marketing and promotion activities could

be jointly funded and managed by the government and private sector, leveraging
the strengths and resource s of all parties to deliver a consistent and layered
projection of the Guam brand.
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e) Reduction of Bureaucracy and Red TapaliBusinesses

f)

Reducing bureaucracy and red tape is essential for fostering a conducive
environment for small businesses in the tourism industry. Excessive bureaucracy
and red tape can be a significant barrier to entry for small businesses, stifling
innovation, and entre preneurship. Therefore, it is recommended that the
government undertake a comprehensive review of existing regulations and
procedures and streamline them to reduce unnecessary bureaucracy and red tape.

In addition to regulatory reforms, the government could also provide support and
assistance to small businesses that are in, or attempting to enter , the visitor
industry , to help them navigate the regulatory environment. This could include

the establishment of a one -stop service center for small businesses that cater to
the Visitor Industry, which provides information and guidance on regulatory
requirements, procedures, an d compliance. Such a center could also provide
other support services, such as business advisory, training, and networking
opportunities.

A RenewedEmphasis orCurating andPiomotingPoints of
Introduction for Authe@ttamorrGulture, History and Traditions

Promoting the authentic CHamorro culture, history, and traditions can
significantly enhance the appeal of Guam as a unique tourist destination. While

the natural beauty of Guam is a major attraction for tourists, its rich cultural
heritage can provide a deeper and more meaningful tourism experience.
Therefore, there should be a renewed emphasis on curating and promoting points

of introduction for authentic = CHamor ro culture, history, and traditions.

This could involve the development of cultural tourism products and experiences,

such as cultural tours, festivals, and workshops. Additionally, the CHamorro
culture, history, and traditions could be integrated into various aspects of the
tourism industry, such as hospitality, culinary, and entertainment. Existing
institutions and facilities (e.g. the Guam Museum, Valley of the Latte, CHamorro
Village) can be leveraged as initial points of entry. This would not only enhance

the tourism experience but also p rovide opportunities for the local community to
participate in and benefit from the tourism industry.

Ut I | 1 z i lslapdCh@rackenstcs Become deader in

Sustainable Tourism

Guam's unique island characteristics provide a solid foundation for the
development of sustainable tourism. The pristine natural environment, rich
biodiversity, and unique culture make Guam an ideal destination for eco -tourism
and cultural tourism. However , to become a leader in sustainable tourism, Guam
must implement sound environmental management practices, promote
responsible tourism behavior, and ensure the participation and benefits of the

local community.

Sustainable tourism requires a holistic and integrated approach, encompassing
economic, environmental, and social aspects. Therefore, it is recommended that
a comprehensive sustainable tourism strategy be developed, which outlines clear
goals, strategies, and actions for sustainable tourism development across the
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spectrum of industry and community stakeholders. This strategy should be
implemented in collaboration with all stakeholders, including government, private
sector, local community, and tourists.

h) Increase flights to and from Guam

Due to Guam6s isolated |l ocation and the ti me
tourism (travelers originating from the Mainland US) will most likely never be a

reliable source of arrivals.  Additionally, the recent arrival of large passenger ships

managed by MSC and Holland America in 2024 indicate that opportunities may

also exist in tapping into the cruise industry demand, but this will require a

significant investment. Thus, the future of Guambés tourism industry r
inextricably linked to flights and ai  rline seat capacity.

The industry is all too familiar with its dependency on airlines, and new, creative

ways must be considered in order to increase existing capacity from current

markets . The need is also apparentto identify new target demographics and look

into collaborating with other stakeholders, such as Travel Agencies, Wholesalers

and Foreign Ministries of Transport , in order to ensure that there  are sufficient

passengers arriving to sustain the tourism ecosystem of hotels, tour activities and

small businesses. This m ay require offering incentives or federal government

assistance , and promoting Guam as a convenient and accessible regional travel
hub,inordertocreatea substanti al orippled effect in the

In addition to economic benefits, increasing flights to and from Guam can also

contribute to the region's social and cultural development. In May of 2024,

additional flights wereadded from Japands Tokyo Haneda airp
for expanded visitor accessibility to ~ Guam. More flights offer the opportunity for

cultural exchange that will allow for the promotion and proliferation of the

CHamorro culture and will assist in its perpetuity. In the proposed next phase of

this report, specific recommendati  ons will be made to not only attract additional

flights but also improve the travel experience into and out of Guam.

4.2.2 Short term Opportunities

The market study findings reveal a plethora of short -term opportunities,
described in more detail below, for the tourism industry in Guam. One of the
crucial aspects of these opportunities is the ability to leverage the unique
geographic location of Guam to attract more tourists. There is potential for niche
tourism, such as eco -tourism and adventure touris m, given the island's natural
beauty and unique biodiversity. Additionally, the study shows that there is an
unexploited market segment interested in his  torical and cultural tourism  that can
be capitalized through strategic marketing and development of historical sites

and cultural events.

The findings also highlight the potential for development of luxury resorts, which
would attract high -income tourists. The development of high  -end infrastructure,
coupled with the island's natural beauty, could make Guam a preferred
destination for luxury travelers. Additionally, the unique location of Guam could
be marketed as an advantage for companies looking to beta test products and
services in a controlled environment, providing an additional income stream to

the local economy. The short -term opportun ities are thus multifaceted, with
potential for significant economic benefits.
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a) Bond IssuanceRmancdnfrastructutavestments

A bond issuance holds immense potential in bolstering Guam's tourism industry.
By leveraging GovGuam's strong financial position and rating, bonds can be
utilized in numerous ways to stimulate economic growth and enhance the Island's
tourism infrastructure

One promising avenue is the issuance of private activity bonds, which can support
investments in public road works, capital improvements in parks and beaches,

and incentivize Public Private Partnership initiatives like ESG (Environmental,
Social and Governance). These investments would not only enhance the overall
experience for visitors to Guam but also positively shape the community's
perception of the industry.

Moreover, issuing bonds specifically for tourism -related projects would create a
broader investment vehicle, further diversifying the pool of capital available. This
would send a clear signal of GovGuam's commitment to the sector and support
small business es such as tour operators and venue providers, restaurants, and
retailers that heavily rely on its growth and expansion. The result would be job
creation, a boost to the local economy, and a more resilient and diversified
tourism sector.

By harnessing the potential of bond issuance, Guam can unlock new opportunities

for growth, attract more visitors, and promote sustainable development for years
to come.

b)Pr o mot eUnidbdcarandns

Chart 76  Ague Cove, Guam
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Guambs <cl ear geographical advantage I|lies in i
topography and crystal -clear waters. Combined with its proximity to major travel

markets, such as China, Korea, Japan and Taiwan, and its status as a U.S.

territory should make it very attractive to leisure travelers seeking an international

leisure destination.

Guambs isolated |l ocation offers a potential bus
conduct product and service beta testing for American companies seeking

exposure to Asian visitor markets and Asian companies looking to enter the very

lucrative US consumer market. Situated as a strategic gateway between Asia and

the Americas, Guam could serve as a controlled environment for businesses to

refine their offerings.

By leveraging the Asian -based outbound population that visits Guam, U.S.
companies can gain valuable insights through beta testing. Promoting Guam as

a platform for businesses to evaluate their products provides the opportunity for
Guam to showcase its cap abilities as an incubator/hub for multinational
corporations. This type of activity will stimulate economic growth, leading to the
creation of new job opportunities and the transfer of valuable skills and knowledge

to the local workforce. Targeted campaign s that highlight these business
attributes of the island have a lengthy gestation period, but if Guam can diversify

its inbound travel away from the leisure travel towards corporate travel and
establish itself as a hub for market research and innovation, i t would foster a new
business ecosystem, which would in turn uplift

c) LighthousEroject

With Guam seeking to reposition itself as a high-end cultural destination,
governmental support of a "lighthouse" luxury resort project could serve as a
catalyst for future tourism development. Well known leisure destinations in the
region such as Bali and Phuket, were driven by iconic projects that recognized

the long-term potential of these locations. The Amanpuri in Phuket and the Nusa
Dua master planned development in Bali were both forward -leaning luxury
residential resort ventures that received substantial support from the community
and public sector.

By engaging with developers who have both the expertise and the vision for these
types of projects, this initial "proof of concept” will boost the Island's development
reputation globally and could lead to a wave of investment that will assist in
Guam's ultimate goal of repositioning itself as the destination for the discerning
traveler. The government should look to incentivize a unique 0 ighthouse project 6
that seeks to mitigate risks of the stakeholder but is aligned and accretive to
Guam's tourism strat egy and brand.

d) Full Adoption of ESG Initiatives

Surveyed leaders from the 2023 World Economic Forum identified Extreme
Weather/Climate Cha nge as the top global risk for 2024  travelers, specifically
those from developed countries in Asia Pacific and Europe. Prospective travelers

from these regions are increasingly demanding that destinations be
environmentally and socially conscience. By using the tourism ecosystem of
transport, hotels, restaurants and visitor activities to set the example of an
environment that fosters and incentivizes widely accepted practices to reduce
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carbon emissions, eliminate practices that are harmful to surrounding animal and

marine life, recycle waste, and increase attention to the environment (and each
other), Guam could differentiate itself as a "first mover" in ESG initiatives for the

sector.

Going beyond integrating basic energy efficiencies and environmentally

sustainable practices , Guamés natur al island setting could
edge policy, processes and technologies that would position the island as a new

industry standard for eco -travelers.

As an example, Guam could be one of the first islands to commit to fully adopting

the 13 principles of the Coalition of the Future Tourism which centers around
Climate Change, Destination Stewardship, Supply Chain and Quantitative and
Qualitative metrics. Potentially funded by the aforementioned bond initiative, PKF
Environmental and Sustainability Governance experts and its partners have
identified pools of capital that are designed to invest and leverage these funds

into scalable projects that will benefi  t not just travelers to the Island but also the
Government and the community itself.

By focusing on ESG as it relates to tourism activities, Guam could take advantage

of the latest visitor trend, regenerative travel, which focuses on the care and

guardianship of tourism and the  communities that it operates in. The impact of

these initiatives cannot be understated as it
resources, including its culture and traditions, are preserved and available for

future generations to enjoy.
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e) Promote More Interactive Opportunities betweehocal
Communities and the Tourism Industry

Chart 77  CHamorro Dancers

e,

Though Guamos reputation as a destination amo
markets such as Japan, Korea and China, continues to decline due to new
competition and | ack of reinvestment, a case ca
image among the local population a nd the communities in which tourism

operates has seen an even more significant decline.

The Pacific islands including Guam , the CNMI and Hawaii, have a history of
colonization and repudiation against the indigenous cultures. Combined with a
small subsection of travelers that are unaware of the cultural norms and practices

of the destinations that they visit, can lead to a deep, visceral response by the
local population . The byproduct of this is an adversarial relationship between
tourism and the communities in which they are to promote, and one that can
harm th ose who are seeking to truly discover and learn about the places th ey visit .
These issues are exacerbated by the fact that most tourism activities in Guam are
concentrated in one area, Tumon, which not only limits ingress and egress from

the rest of the Island due to its topography, but also is seen as an area specifically
design ed to cater to tourists with a perceived disregard for local interests.

Due to th e bias that some of the local population have of visitors  to the island ,
tourism needs to serve as a place of cultural exchange; where conversation on
traditions lead to an increased awareness and respect for those who visit, as well

as those who are being visited. Meaningful local engagement in the tourism sector
would at a minimum allow for a cultural exchange that could assist in expediting
the true adoption of the visitor industry. In an optimal scenario, the local
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population would adopt this cause and share their culture and traditions openly,
which would contribute to a more authentic tourism experience for visitors and
also ensure that the benefits of tourism are shared more equitably among the
local community

Though there should be an initial push of more authentic cultural events in the
Tumon/Tourism zone, such as street fairs, holiday festivals and block parties
celebrating the CHamorro, a true emphasis should be placed on community
events that expose the depth and richness of the culture. Investing in community
fiestas to include visitor engagement and farmers markets that feature local
products, artisans and crafts are all ideas that e xist but need better programming
and resources to be able to be featured b  eyond the communities that host them.

Further examples are Mes CHamor ro or Guam Heritage Month, which should not

only be promoted locally, but regionally and globally as these activities are not

only unique to the destination but are exactly what international tourists are

seeking in their travels. Storytelling and programmin g are essential to the success

of these types of activities, but the indirect value lies in the positive impact these

events have with Guamds tourism brand within th

Finally, the government should seek to provide resources to small businesses and

invest in attractions that enhance the visitor d:
as traditional ocean activities (fishing, snorkeling, diving), historical sites (Two

Lovers Point and Peace Park) and heritage preservation projects (Guam Museum

and Valley of the Latte).

Funded through PPP (Public Private Partnerships), federal government grants

and the aforementioned bond issuance, these important projects will provide a

boost to the 1l ocal economy, add to the equity
impress on the stakeholdert he importance of the visitor industry.

Strategically, any interaction between visitors and communities creates a bond
between the participants and will impact their perceptions of each other.
Travelers to Guam will become more personally vested in the destination and will
themselves seek to pre serve the CHamorro culture and traditions. This will
engender a positive reaction from the local population which will then provide
cyclical returns to tourism in the form of consumer sentiment and community
support for additional resources.

Invest in Digital Media Promotions

Investing in digital media and promotions is a critical strategy to heighten the
visibility of Guam as a premier touris ~ m destination. However, funding should not
occur until additional data is mined and reviewed.

PKF engaged a third party to conduct a summary audit of the website which
revealed that hits and views to the GVB website far outpaced the number of
unique visits to the visitguam.com site. Given that visitguam.com should be the
landing page for any initia l/unique visits to the website, a substantive investment
and review of SEO (Search Engine Optimization) and back links needs to be
conducted. Additionally, as stated in our previous review of the two websites, PKF
believes a significant upgrade to the curr  ent visitguam.com website is required.
Photos on the site seem unclear and blurry, there is limited use of video and
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moving images and the site is text heavy and difficult to navigate. A professional
agency should be engaged in order to upgrade
presence.

Though GVB does provide basic content such as videos, interactive tours, and
testimonials that highlight the i1islandds beaut
experiences through Instagram, Facebook, and TikTok, the media being posted

has not been holisticall y curated. Additionally, GVB has executed influencer

marketing campaigns including travel bloggers and influencers, who were invited

to experience the island and share their stories. However, the pre and post

analytics on how these programs were executed, or whether these campaigns

were successful, were not shared with us.

PKF is recommending additional funding should be used to track and understand
how platform users engage in travel decisions. Further investments should be
made in researching the travel ecosystem on these platforms in order to micro
target demographics tha twould identify consumers that would consider Guam an
appealing destination in their next travel decision. Finally, funding should be
allocated to create unique user -generated content that appeals to these identified
audiences and foster organic engagemen t.

In addition to continuing the standard influencer indirect marketing initiatives
GVB has already executed, PKF is recommending an investment in the newer
forms of digital promotions, including community engagement which revolves
around hosting and actively participating in targeted forums on platforms like
Slack, WeChat and Discord. Also, Al advertising which utilizes technology to
locate individuals across YouTube, Pinterest, Linkedin, Twitter, and Reddit who
are posting, discussing, or even viewing or lik  ing posts, images or comments on
Guam, and promote curated marketing messages to them based on their online
profile.

Regardless of the platform or channel, all digital campaigns should be
underpinned by robust analytics and tracking tools in order to ensure measurable
success. This approach would allow for the monitoring of engagement rates,
conversion metrics, and overa |l return on investment (ROI). PKF recommends
engaging Digital media valuation specialists to ensure that these results are
accurate and can be redeployed into future marketing initiatives.
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4.3 SummaryRestoring "Guam", the Brand

Chart 78  Guam Coastline

Long term and short -term strategies are designed with one purpose in mind i to

restore Guam to its previous prominence in the eyes of the stakeholders. Through

PKFds research, it was <clear that despite the
industry has faced in the last 30 years, its travel brand continues to trade on its

meteoric r ise in the 1990s as an exotic destination. However, the window to

prevent irreparable damage to its reputation is
product has aged, the activitie s have not evolved, and other destinations have

emerged (Bali, Phuket) as better beach alternatives.

The recommendations incorporated in this document including infrastructure

improvements, resourcing cultural and innovative initiatives, improving the

service culture and expanding its digital marketing and presence, will not come

as a surprise to those wh o actively participate in the industry. However, what is

being missed is the sense of urgency and the significant commitment of resources

and funding with which these issues need to be addressed. As is the case with

any business, tourism, without continuou s capital improvements and innovation,

will deteriorate and eventually become obsolete. With increasing competition for

visitors and very little reinvestment, Guam tourism finds itself at a crossroads of

being an asset to the islandf6s economy or a |ia

The anticipated trajectory of Guamds Visitor |
strategic plan that incorporates inputs from the constituency. A roadmap to

reestablishing the tourism industry that does not have clear leadership, guidance

and rules of engag ement from the public and private will face obsolescence.

However, a unified stakeholder approach can provide the investment confidence

required to unlock both public and private capital that could be reinvested into

Guamds aging infr astfurtherimproveitsBhrdc h woul d

PKF looks forward to continu ing to work with BSP to provide additional research
and recommendations.
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Systemic Impa
(+- +++++4)

Revenue Impa
($-35539)

Improved Legal and Regulatory
Environment that Establishes Tourism
Key Economic Driver for Guam

Establishing tourism as a kegnomic driver for Guam requires improving the legal and regulatory envir
simplifying existing laws, prioritizing clarity, and addressing concerns such as environmental conserva
cultural preservation to ensure sustainable and respeisfalgractices.

++++

$$$

Clear Leadership through the Creatior
an Organizational Matrix for Tourism
Governance

Establishing a clear and effective organizational matrix for tourism governance in Guam, potentially le
tourism authority, is crucial to ensure strategic coordination, accountability, and successful implement
term strategies ftire industry's growth and development.

++++

$$

Better Intedepartmental Communicatiq
between Governmental Agencies to
Resolve Tactical Issues Involving the
Industry

Improving intedepartmental communication within government agencies associated with the tourism g
essential for resolving tactical issues and fosteringantidtaapproach to future management, necessitati
structured meetings, centralizatiqggms, capac#yuilding initiatives, and clear guidelines for information s
and decisiomaking.

+++

Focus on Publierivate Partnerships for
Additional Funding

Exploring Publi®rivate Partnerships (PPPsjusial for leveraging additional funding and expertise from {
private sector to support tourism industry development in Guam, encompassing activities like infrastry
improvement, marketing, and promotion, with targeted government incentiveghctabdgegic objectives.

++++

358

Reduction of Bureaucracy and Red T¢
for Small Businesses

Streamlining regulations and providing support services, suchstmpasemdce center, are crucial for redug
bureaucracy and red tape, facilitating entry and growth for small businesses in the tourism industry in

++++

P88

A Renewed Emphasis on Curating an(
Promoting Points of Introduction for
AuthenticCHamaro Culture, History anc
Traditions

Highlighting authentf@Hamaro culture, history, and traditions through cultural tourism products, experig
integration into various aspects of the tourism industry can enrich the tourist experience in Guam whil
community involvement and benefit.

+H+++

$$$

Utilizing Guam s Island Characteristic|
Become a Leader in Sustainable Tour

Utilizing Guam's unique island characteristics favgtom and cultural tourism necessitates the impleme
of sound environmental management practices, promotion of responsible tourism behavior, and ensu
community participation and béséfirough a comprehensive sustainable tourism strategy developed in
collaboration with all stakeholders.

++++

$$$
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Increase flights to and from Guam Guam's tourisindustry's future relies on flights and airline seat capacity due to its isolated location, prq
need for innovative strategies to increase capacity, explore new demographics, and collaborate with s + $$$5$
with potential benefits extendingdonomic, social, and cultural development.

Bond Issuance to Finance Infrastructu|Leveraging GovGuam's strong financial position through bond issuance presents a promising opportu
Investments Guam's tourism industryibyesting in infrastructure, incentivizing Public Private Partnership initiatives,

supporting small businesses, and fostering sustainable development, ultimately leading to job creatio
growth, and a more resilient tourism sector.

e+ 358

Promote Guams unique location Guam's strategic location and attributes make it an ideal destination for leisure travelers and also offe
opportunity for companies to conduct product testing for both Asian and American markets, potentially
Guam as a hub for corpermaivel and innovation, stimulating economic growth, creating job opportunitig
diversifying its tourism brand.

++ P88

Lighthouse Project Governmental support for a "lighthouse" luxury resort project in Guaereewald a catalyst for future tourig
development by emulating successful iconic projects in other regions, potentially attracting global inve +++ $$$$
positioning Guam as a destination for discerning travelers.

Full Adoption of ESG Initiatives Guam can lead in ESG initiatives for tourism by integratinigmaly practices, potentially funded by bonds
positioning itself as a pioneer inteaeel, ensuring the preservation of its natural resources and cultural | ++++ $$
future generations.

Promote More Interactive Opportunitig To overcome Guam's tourism challenges, there's a need for meaningful cultural exchange and local €
between Local Communities and the |with governmestacked investmentdiammunity events and attractions, fostering mutual respect, enhan +++++ $$%
Tourism Industry experiences, and ensuring equitable benefits for locals, thus strengthening Guam's tourism brand ang

Invest in Digital Media Promotions Investing in digital media and promotions is crucial for enhancing Guam's visibilitynad estmaion. Befor
funding, data analysis and search engine optimization should occur, followed by strategic investments
content, influencer marketing, and newer digital promotion avenues, all underpinned by robust analyti
measurable stess and informed decisioaking.

+ $$58$
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4.5 Local PerceptioRraming Plans for Increasing
Sustainable Local Engagement\insttosr Industry

Pursuant to the Outreach and Stakeholder Engagement requirements of Phase |
of the Guam Tourism Recovery Plan, and the framing of potential Pilot Projects,
please find attached on -going work with stakeholders to develop action plans.

The attached prospectuses provide approaches to projects that would benefit
both Guam (and local partners) as well provide depth to the Guam visitor

experience that accentuates the islandds onatur

provide for responsible practices that balance (1) economic progress and
opportunity and (2) environmental preservation and protection. The projects
would also reinforce a message of sustainability that encourages Guam to
safeguard our future for generations through demonstra ting activities that protect
and preserve our islandds beauty.

Both projects have been socialized with prospective key local partners with
positive feedback. We look forward to executing these plans in Phase Il of the
Guam Tourism Recovery Plan.

4.5.1 The Guam Honey Project
Project Overview

a)introduction

The Honey Project presents an opportunity to elevate an exceptional Guam
product. At project maturity, Guamds honey
iconic) of the island as a destination, and (2) serve as a high -value, sustainable
commodity that financi ally benefits local stakeholders.

Quality honey is a highly desired commodit
markets. Much of the product in these markets, however, is fake. The introduction

of non -honey sweeteners and other additives into bulk honey products in the Asia -

Pacific region ha s adulterated much of the natural product that is prized as a

health food and for its medi cal properties. At multiple levels, Guam honey offers

a certifiable, pure product.

b) objectives

Developing a program to commercialize activities of the existing emerging group

of high -quality Guam honey producers and preparing to market and integrate

honey into a visitords Guam experience wild/l
Project proposes to fra me and support the development of the measures

necessary to create a scalable, mature Guam product with strong experiential and

economic returns for visitors and local stakeholders alike.

coul

y i

n ot
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c) localvsitor andperationacope

The project will involve working closely with the Guam Beekeepers Association to
develop the initial framework for the commercial development of honey as a
lighthouse product of Guam.

Engaging key stakeholders fi government, corporate, small business fi to support
the project, its marketing and the traveler intersection will be essential to
kickstart the project and to establish a path for a scalable, sustainable business
model and continuing  success.

Methodology
a) projectesign

A Project Design Document will frame the scope and timeline for product
development, stakeholder engagement, marketing plan, and capital requirements
to develop the Guam Honey Project.

b) managed product demand and increased production

Identify milestones to manage the cadence of available high -quality product,
demand creation and increased production to establish a scalable and expanded
market for Guam Honey.

c) qualitycontrol angdroducexcellence

Frame sanitary management, quality control and product testing to reinforce
excellence and consumer confidence in Guam Honey available in the marketplace.

Product Designation
a) controlledesignation ofigin

Build on the existing Guam Beekeepers Association identification of Guam Honey
to establish rules for certification and ultimately Guam statutory codification of a
Guam Honey DOC.

b) verification arwgrtification

Through the stages of a Guam Honey DOC development, independent third -party
testers will be engaged to verify and certify the product.

Branding and Marketing
a) branding
Develop an approach t o branding Guam Honey

exceptional purity, certified quality and small -batch (limited quality) availability.
Identify o ther core characteristics for unique branding.
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b) marketing

Honey is a Guam story that mirrors the natural and ecological beauty of the island.
Tell the story that encourages visitors to take home (and in the future buy online)
a |little of Guamds goodness in a jar.

Frame a multi -channel marketing approach to maximize reach and engagement
as availability of the product is scaled. The approach will focus on phases:
Awareness, Acquisition, and Expansion.

Awareness phase - involves content marketing, social media campaigns, and
influencer partnerships to generate buzz and educate the target audience about
the unique benefits of Guam Honey.

Acquisition phase - center around performance marketing and targeted
advertising to drive broader consumer product contact.

Expansion phase i emphasize customer acquisition and retention through email
campaigns and data -driven optimizations while analyzing metrics and consumer
feedback to refine strategies for sustained success.

Business Development Plan
a) model fodevelopmen

Based on the goals of the Guam Beekeepers Association, develop a business
model prospectus that establishes realistic goals for increases in product
availability, product distribution and sales channels, and capital project
development requirements that in  tegrate with branding and scalable marketing
objectives.

b) partnerships

Identify key partners that may support business model goals and objectives.

Community and Visitor Engagement
a) stakeholdenvolvement

Engage prospective hive managers and hosts, retail outlets and visitor industry
leaders to ensure inclusive decision -making and build strong partnerships for
project success.

b) education armlvareness

Implement educational programs and awareness campaigns to inform the public
about the development of the Guam Honey brand. In coordination with visitor
industry leaders, implement awareness campaigns for travelers to Guam that
contribute to an engagement w ith, and acquisition of, the Guam Honey brand and
products.

c) localeconomicpportunities

Create economic opportunities for Guam residents, especially in hive hosting and
maintenance/management roles.
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Budget and Funding
a) estimatedosts

Consistent with the business model, estimate the financial requirements for the
Business Development Plan.

b) Funding Sources

Seek funding through a combination of grants, donations, corporate partnerships,
and loans based on expected product development.

c) Financial Sustainability

Frame a long -term financial sustainability plan to ensure the project's viability
beyond the initial phases.

Timeline

a) projecphases
Outline the key phases of the project.

b) milestones

Identify specific milestones and deadlines for each phase, ensuring timely
progress and achievement of project objectives.

A brand insistence

A awareness

A relevant differentiation
A value

A accessibility

A emotional connection
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4.5.2 Project Design Document Prospectus: Carbon
Credit Offset Project in Guam

Project Overview

a) background

The Guahan Carbon Credit Offset Program (GCCOP) aims to mi  tigate climate
change by establishing a large -scale tree planning initiative . Guam faces
environmental challenges due to deforesta  tion and its vulnerability to the impacts

of climate change. This project seeks to restore and enhance the local ecosystem
while genera ting carbon credits to offset greenhouse gas emissions.

As a tourism destination, Guam receives most of its visitors by air. Integra ting the

tree-planting program into the visitor experience wil|
as an environmentally progressive des tination and help offset greenhouse gas

emissions related to interna  tional avia tion.

The Guahén Carbon Credit Offset Program (GCCOP) will be established as a
Voluntary Offset Program.

b) objedives

Plant na tive tree species across designated areas in Guam to sequester carbon
dioxide from the atmosphere.

Generate verified carbon credits that can be sold to individuals, businesses, and
organiza tions seeking to offset their carbon footprint.

Contribute to biodiversity conserva tion and ecosystem restora tion.

Engage travelers to Guam in sustainable prac tices directly related to mi tigating
their carbon footprint.

Engage local stakeholders in environmental awareness and job crea tion.

c) localvisitor andperaionalscope

The project will involve working with local experts who will select suitable tree
species, establish plan ting techniques, ensure proper maintenance and monitor
carbon sequestra tion.

Engaging key stakeholders fi government and corporate fi to support the project

and the traveler intersec tion will be essen tial to crea ting a sustainable business
model for ongoing success.
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Methodology
a) projectesign

A Project Design Document will frame the Registra  tion, Monitoring, Verifica tion,
and Certification requirements for Issuance of Voluntary Credits.

Identify milestones to create standards and protocols for the GCCOP to assure

the quality and credibility of the offsets that will be available in the voluntary offset
market.

b) treespecieseletion

Native tree species with high carbon sequestra  tion poten tial will be chosen based
on local ecological condi tions, soil type, and climate. These species will also
support local biodiversity and ecosystem health.

c) plartingtechniques

Scientifically sound plan ting techniques will be employed, including proper
spacing, soil prepara tion, and post -planting care to ensure op timal tree growth
and survival rates.

d) maintenance amabnitoring
A comprehensive maintenance plan will be established, including regular tree

care, pest control, and disease management. Carbon sequestra tion levels will be
monitored and verified by experts.

Carbon Credit Geriera

a) carborsequestrancalculéion
Carbon credits will be generated based on the quan tified amount of carbon

dioxide sequestered by the planted trees. Rigorous scien  tific methodologies will
be employed for accurate tree mapping and carbon accoun ting.

b) verificlion andaettificdion

An independent third -party auditor will verify the carbon sequestra  tion data,
ensuring compliance with interna tional standards. Once verified, the generated
carbon credits will be cer tified and made available for sale.

Community and Visitor Engagement

a) stakeholdenvolvement

Engage local municipali ties, landowners and land managers, environmental
awareness and advocates organiza tions, visitor industry leaders and relevant
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authori ties to ensure inclusive decision -making and build strong partnerships for
project success.

b) educdion andwareness

Implement educa tional programs and awareness campaigns to inform the public
about the importance of carbon sequestra  tion, reforesta tion, and climate change
mitigation.

In coordina tion with visitor industry leaders, implement awareness and
recruitment campaigns for travelers to Guam contribute to the success of the
carbon sequestra tion, reforesta tion, and climate change mi tigation projects.

c) localemploymermpportuties

Create employment opportuni ties for local residents, especially in tree plan  ting,
maintenance, monitoring, and administra  tive roles.

Project Implemeida Plan
a) sitepreparéon

Identify suitable plan ting sites through a thorough site  assessment process,
taking into account soil quality, water availability, surface and groundwater
management and biodiversity considera tions.

b) treeplartingschedule

Develop a phased plan ting schedule that aligns with op  timal plan ting seasons and
ensures proper resource alloca tion.

C) monitoring arrdpoting

Establish a robust monitoring system to track tree growth, carbon sequestra tion
rates, and overall project performance. Regular reports will be generated for
transparency and accountability.

Budget and Funding
a) estimatedosts

Outline the financial requirements for tree nurseries and procurement, site
preparation, planting, maintenance, monitoring, awareness campaigns and
GCCOP management and opera tional expenses.

b) fundingources

Seek funding through a combina tion of grants, dona tions, corporate partnerships,
and the sale of generated carbon credits.

c) financiasustainability

Develop a long -term financial sustainability plan to ensure the project's viability
beyond the ini tial phases.
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Risk Management
a) environmentasks

Mitigate poten tial risks such as invasive species, natural disasters, and disease
outbreaks that could affect tree growth and project success.

b) poltical andegulatorysks

Address regulatory challenges and ensure compliance with local, na tional, and
interna tional laws and regula tions.

C) communitgicceptance

Proactively engage with local communi ties to address concerns, build trust, and
ensure ongoing support for the project.

Timeline
a) projecphases

Outline the key phases of the project, including planning, site prepara  tion, tree
plan ting, monitoring, and carbon credit genera  tion.

b) milestones

Identify specific milestones and deadlines for each phase, ensuring timely
progress and achievement of project objec  tives.
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46 Public Policy | ssues relat

Qur initial round of discussions with Guam stak
strategic advantages in attracting visitors have raised a broad array of public

policy issues for consideration. The issues we have identified are driven by range

of circumstances; from changing conditions in the international visitor sector to

needed updates in Guamds daunsmp dudustryisdeemadhe sect or
i mportant to Guamds economy.

The United Nations World Tourism Organization has identified the tourism sector

as having the most expansive value chain and the most profound socio -economic
footprint. Given the opportunities and potential effects, the sector merits
consideration for care ful strategic direction and support. The issues to be
considered in a successful tourism sector range from broad strategic ones to
discrete tactical approaches.

Chart 79  Tourism value chain
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Between strategic and tactical approaches, an integrated, functioning
institutional framework is imperative. Guamds ¢
increasingly deprecated. Parties with an interest in the sector regularly look to

others to provide sup port, direction and assistance while struggling to maintain

their current place in the matuwisnt indushy nen t he st
the aftermath of the global COVID pandemic, and the more recent typhoon activity,

the struggle to survive and recov er has consumed most parties 0 interest and

resources. However, many of the challenges the sector faces today pre -date (but

have been magnified by) the pandemic. The post -pandemic period created

changes in international travel preferences and
institution al preparedness to support the visitor sector. Furthermore, it
necessitates a policy re -t hi nk about the role of Tourism in

social and cultural future.
Adding to the recent significant temporal difficulties faced by those in the visitor

sector, the governmental institutional framework, at its best, provides a
supportive but fragmented role. Key institutions, like the Guam Visitors Bureau,
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are attempting to fill the gaps, by reallocating/ supplanting primary resources to

cover for the shortfalls of other government agencies. Below the level of those
entities that have principal advocacy roles in the sector , are a broader set of
under -resourced government agencies who (at best) are generally unable to
provide a supportive role to the sector. At worst, some entities are unable to
provide necessary enforcement while others obstruct on -going and potential
visitor sector activities.

It is important to note that we think about the sector as more than just providing

a destination/playground for global visitors. From our view, the determining
questions are : what does Guam want, what is sustainable, what is the character
that Guam seeks to share with others? This first order of self -awareness is critical,
because what is good for Guam can also be good for visitors. This includes but is

not limited to

Clean and well -maintained public spaces , which are not just an issue for visitors,
it is of inherent value to quality of life in Guam.

Better road conditions that are not just necessary to accommodate the trend
toward more independent travelers, they first benefit Guam residents.

Coordinated business processes that more readily promote local small
businesses will not just bring visitors closer to an authentic Guam experience, but
also increases entrepreneurial economic opportunities in Guam.

Innovation and digital transformation (  which visitors are accustomed to in their
home countries) is not just a visitor convenience but has manifold quality of life
implications for the Guam community.

Enhanced sustainability practices (  which visitors are accustomed to intheir home

countries) does not just enhance the vi sitor ds appreciation
commitment to global ecological ethos, it also positively impacts G u a m@uality

of life .

Coordinating the production of local agriculture and aquaculture products for a
captive visitor sector market will contribute

Presenting aspects of CHamorro (culture, language, and history) to visitors is
more than cultural sharing but should evoke deeper cultural awareness with
economic benefits.

I f what is good for Guam is not at the center
seek to benef i tnatural advantaGas am dnere likely to put their

t

o

interests ahead of Guamds. Whi |l e i ttouriss possi bl e

industry that is driven by disparate and tactical interests, it is unlikely that the
sector will be optimized in the absence of a Guam  -driven strategy.

Once these governing issues of awareness are understood, a second order of how
Guam markets itself to others (what is Guam?), and how it maintains its essential
characteristics, is relevant. The institutional framework and infrastructure to
support a visit or sector, and the agility to tactically respond to regular changes
(global, regional, geopolitical, economic, natural disaster events, technological)
is the necessary hard work of maintaining a competitive edge.
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To be clear, the policy changes nvsitoesescoary for t
are beyond the scope and capability of any one entity. The array of private parties

that comprise the Guam visitor sector fi and island policy -makers fi will need to

act collectively if Guam is to attain its potential as a visitor destination.

The following thoughts are offered not as prescriptive policy recommendations,

but as guideposts to policy changes that a broad range of private and public

sector entities and governmental decision  -makers might consider optimizing the
value of Guamdés visitor sector.

4.6.1 Strategic Considerations

What does Guam seek from a tourism industry?

What types of visitors does Guam want?

What do (existing/potential) visitors to Guam want/expect during their visit?
What would visitors to Guam consider a memorable experience?

Where does Guam want its visitors to stay?

Where does Guam want its visitors to go while in Guam?

What level of interaction between visitors and the Guam community does Guam
seek?

How much local content does Guam want in offerings to visitors?

How i mportant are reflecti onstousfindbstrg M6s cul t ur e
What are the levels of environmental sustainability and responsibility, circular

economic cycles, transformational and inspirational experience, cultural

stewardship, visitor security that Guam seeks in the sector?

Is there a Guam -centri c master pl an that incorporates
visitor industry future into a vision? (NOTE: this is not a tourism masterplan, but

a Guam masterplan for the visitor sector).

What are the resource requirements  (institutional, operational and maintenance)
to sustain Guamds goals for its vision of the v

4.6.2 Institutional Considerations

Mapping the public and private sector institutions that contribute to and are
necessary to manage and support all aspects of

a) public
transportation (GIAA, DPW, GRTA, GVB)

broad sector support (GVB, GEDA, DPR, PAG, DoAg, BSP)
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labor (DoL, GCC, DPHSS)

education (UoG, GCC, DoE, Charter Schools)

economic development/support (GEDA, DRT, GVB)

small business support (GEDA, DRT, DPR, DPHSS, DoAg, PAG, SBA, USDA, GSA)

environmental sustainability and circular economy (UOG CIS, GEDA, DoAg, BSP,
GEPA, GSWA)

regulatory & safety (DRT, GEDA, DoAg, GSWA, DPHSS, GPD, GFD, WERI)
venues and public spaces (Guam Museum, CHamorro Village, DPR, GPT)
events (GVB, Mayords Council, UOG)

broadband (OIPD)

b) private

transportation (airlines, tour agencies, taxi operators, trolley/bus companies, car
rental companies, GHRA)

accommodations (GHRA, individual hotels, private vacation rentals)

food services (GHRA, Rest Association, individual small businesses, farmers,
fishermen, beekeepers)

venues (Marine operators, GTTA Members, SKC, VOL, Two Lovers Point,
beekeepers, farms, sporting, shopping)

cultural activities (VOL, SKC, Galaide/Sakman organizations, cultural tours)
lifestyle (wellness, local brands)

non-profit organizations

c) considerations

How do Guamés public and private sector entitie
branding strategy?

How do Guamds publ i c and private deset t o r ent i
marketing and integrated communications (from industry campaigns to
microtargeting)?

How will visitor data be collected, managed and shared?

How do Guamdés public and private sector entit
integrated and complete visitor experience?

Who will work to define the roles and responsibilities of public and private sector
entities in defining and delivering a complete visitor experience?
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How is public and private sector participation in the industry accommodated, and
new market entrants managed?

How wi | | al | aspects of Guambés visitor sector b

Who will be responsible for overseeing that Gua
meeting both visitor and local expectations?

4.6.3 Tactical Considerations

Directed policy and related resource recommenda
sector will emanate from the public/private discourse around strategic and

institutional considerations. The larger strategic and institutional issuesfi and the

resulting policy decision track i will illuminate the wide range of specific

recommendations.

Generally, however, it is clear that an optimized Guam visitor sector will require
substantive changes in policy, infrastructure and frameworks to assure public and
private sector support. The range of considerations raised here are an indication
of the sy stemic policy recommendations that are likely to be contemplated.

Without intent to preempt what specific recommendations may be, it is clear that
(by way of example) :

the FIT market will require Guam to develop (amongst other things) a more
sophisticated approach to data in marketing and managing the visitor sector,

the management of public spaces will require additional public and private entity
focus and support,

stimulating, integrating, and supporting more local engagement would require
policy focus and community engagement,

revenue capture from external tour operators and local un/under -regulated
venues can be improved,

the labor challenges in the visitor industry (the hotel and restaurant sector in
particular) would benefit from better public transit, healthcare and childcare ,

Reducing the bureaucracy for small businesses in all sectors, but specifically for
those who can aid in the visitor experience , will be immediately beneficial

Ot hers (GUMA and the Governords Task Force to R
Procedures) have framed the challenges of doing business with the Government

of Guam. Their observations and recommendations are relevant and have a direct

impact on increasing loca | participation as well as the general business climate

in Guamds visitor industry.
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5  AnneX - Outreach and Stakeholder Engagement

5.1 Introduction

5.1.1 Approach

The Guam -based Outreach and Stakeholder Engagement program was conducted

with a view toward | ocal perspectives on Guamds
local participation and benefit in the post  -pandemic recovery. A broad range of

more than 50 industry par ticipants and prospective industry participants (for -

profit and not -for-profit), industry and business associations as well as

governmental entities were interviewed over a 30  -week period in mid -late 2022.

The purpose of the engagement was to assess local perspectives on the state of
the industry because of the pandemic, and views on conditions and aspirations

for the recovery. To assure a range of views based on stakeholder roles in the
visitor industry, th e Bureau of Statistics and Plans (BSP) -approved interview
instrument included multiple opportunities for open -ended responses. To
encourage the free flow of perspectives, recommendations and views,
participation was confidential, and responses have been an onymized.

Finally, based on our interaction with stakeholders, we have proposed pilot
projects to increase local engagement with the Guam visitor industry, enhance
the interface between the community and the visitor industry and to expand
sustainable visitor attract ions and experiences.

In updating Stakeholder engagement activities in late 2024 we identified a wide

range of government -driven activities. These were either directly or indirectly

focused on Guamés visitor infrastructure in way
as a visitor desti nation.

As noted in Section (5.2.1 c)), in addition to on -going governmental operations
(e.g. abandoned/junk vehicle removal, island -wide road and signage
improvements), the government of Guam is programming capital improvements

of community venues that are visito r destinations (e.g. public infrastructure
upgrades in Tumon, Won Pat International Airport and the CHamoru Village).
Other projects are focused on addressing legacy issues or piloting new

approaches to items identified in 5.2.1(b) (e.g. public convenience facilities and
public park maintenance). Taken together, these activities are indicative of a
gener al government al recognition that signi ficé

infrastructure is understood and, on a case  -by-case basis, are being acted on.

5.1.2What We Found

Across all groups we found a high level of agreement among stakeholders about
views on Guamds strengths as a visitor destina
(and island -wide) infrastructure as well as many of the challenges to recovery.

Participants were anxious for the return of visitors and the benefit that the
industry brought to them and the island. Similarly, there was broad agreement
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on many of the opportunities for Guam to refresh its brand, broaden the visitor
experience to be more culturally o6aut h@ntt o expand
environmental practices and create more space for eco -tourism activities that
highlight Guambds natur al assets. Ther e

sustaina

was al s

weaknesses in Guamds current visitor offering.

Our key takeaway from engagement with stakeholders is that the participants in
the industry generally operate at the tactical level, even as there is anticipation
that strategic approaches will yield a richer Guam experience for visitors and
greater benefi ts to stakeholders. This finding is not unexpected, as industry
stakeholders are foremost focused on their discrete contribution to the industry.
In the case of for -profit businesses this is further accentuated in the competition
for capturing visitor expe nditures.

The pandemicds effective shuttering of the 1ind
tactical views. The remaining active stakeholders fi airlines, hotels, foodservice
providers, retail outlets and tour operators fiar e anxious for Obutts in

visitor headcou nt as they struggle to survive. Across the board we found a high
level of concern about how businesses fi many of them whose business model
included a mix of local and visitor traffic ~ fi could continue to survive without the
return of visitors.

A strategic fulcrum, however, is required. International travel is a luxury and when
travel is complete, the principal retained value is the memory of the experience.
Tactical, stove -piped offerings that are without core product management do not
lend them selves to a sum -of-parts experience that showcases excellence or
assures a visitor experience that is memorable.

Guam clearly has manifest advantages as a destination. The sun, sand, safe,
American destination of significant natural beauty may be enough to attract the
return of visitors in the short  -term. In an increasingly competitive and expensive
traveler market, the promise of a Guam experience and making sure that visitors
leave with a positive memory, will require a solid tactical response that is guided

by a well -executed, institutional and tactical -reinforcing strategic vision of what
Guam is.

Guam as a Destination

Al most wunani mously, stakeholders ident.i

fied Gua

of what makes Guam a desirable destination for

beauty i clear ocean waters, clean air, accessible beaches, green spaces i and
climate were seen as ce ntral to its attractiveness to visitors from the current
source destinations which tend to be more urban and with variable (and

seasonally <col d) weat her . Guamds relatively s/

source markets in Japan, Korea and Taiwan wasalsovi  ewed as a strong attraction,
although some noted the rise of other tropical destinations in the region (e.g.,
Okinawa, Hainan, Vietnam) as having similar offerings that were more authentic
and better priced. A key differentiator from potentially competitiv e tropic island
destinations is that Guam is a U.S. destination. The anticipated level of personal
safety for visitors was also seen as separating Guam from less developed
destinations.
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Shoppingwastheonenon -nat ur al el ement of Guamés offering
an important element of destination Guam. Stakeholders noted changing patterns

in luxury retail and U.S. branded retail, as well as differing shopping habits by

source market. U nique Guam retail products were almost universally seen as a

diminutive portion of the retail market, with made -in-Guam products not widely

available.

Most stakeholders viewed Guam as a budget destination for travelers. Airline

flights to Guam were viewed as reflective of i
status (a view underscored by the rise and prevalence of Low  -Cost Carriers

(LCCs)). However, there wa s also a widely held view that a visit to Guam was not

o0cheap6 compared to other tropical destination
transportation, and food were all viewed as relatively expensive compared to other

destinations in the region.

Many stakeholders believed that Guam should be working to attract visitors that

would spend more while vacationing, encouraging
noted that Gu amds current hot el (and activities) i nfr;
for very high-end visitors (e.g., no widely available

Additionally, the cost of human capital in Guam is relatively expensive compared
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to luxury destinations that employ a higher number of personnel to cater to high

end and silver -market travelers. Airlines 6 use of narrow body jets (together with

LCCs) also may discourage travelers with a luxury focus. Some observed that

given the limited number of activities in Guam, a high churn rate of middle -market

visitors was a model that produces strong circulation of travelers in the economy

and should be optimized. Recognizing the possibilities of both higher visitor

spend rates and the limits of Guam as a luxury destination, many felt that the

0OGuam experiencedé6 was key to both increased spe

A largely intangible element of Guam that was also widely seen as a value to the
destination was the oOpeople.d6 Generally, howeve
hotel workers, restaurant employees) most stakeholders did not believe that

visitor interactio n with Guam residents was a part of the existing Guam experience.

5.2.1 State of Visitor Infrastructure

Overall, mo st stakehol der s rated t-telatedcurrent
infrastructure as in need of significant support. The effect of the pandemic

weighed on these perceptions. There were also widely held views that the visitor

infrastructure outsid e of Tumon needed to be developed and managed in ways

that allowed FIT (an industry acronym for Free and Independent Travelers or

Frequent Independent Traveler) to experience more of Guam in ways that were

not burdened by expensive transportation costs.

a) softinfrastructure

Stakeholders widely expressed the view that the soft infrastructure (visitor -related
businesses) had been significantly damaged by the pandemic. Some businesses
have not survived. Most of those continuing said they were operating at
significantly reduced levels, and some said they were struggling to stay in
business.

The return of visitors was widely seen as critical to providing a baseline of
economic support for the industry. To this point, the uneven and slow return of
visitors was said to provide visitors with fewer available options (e.g., fewer
restaurant and opt ional tour choices, reduced hours of businesses operation).
Some businesses advocated additional infusions of public funding to assure that
those that had a significant relationship to the visitor industry were able to remain
in business.

The effect of the pandemic on the industryds |
significant on two counts. First, many industry participants laid off workers and
indicated that the subsequent rehiring of workers or maintaining a steady pool of

new employees was a challenge. Additionally, because of the parallel rise in the
construction industry, (i.e., around the large military projects) laid -off workers,
and even those that had not been retrenched during the pandemic had migrated

to better paying positions. Some see the issue of labor availability as so acute
that migrant labor may be needed for hotels if they are to support pre -pandemic
levels of guests. Almost all stakeholders agreed that the cost of labor will rise in
coming periods, putting additional pri  cing pressure on service delivery in Guam
and the cost of the Guam visitor experience.
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An important market variable that was in play before the pandemic fi and which
many participants saw as accelerating with recent arrivals fi is the role of the FIT
and the use of technology to book tripsto  , and engage in , activities while in Guam.
The era of group tours that began with the Japan  ese market is widely seen as
eroding, with particular emphasis on Korean visitors being very tech savvy in their

pre, during - and even post visit phases of trips to Guam. Many observed that
travelers from Japan were also  moving toward digital independent engagement in
their trip planning and execution. How this move toward independent travel (as
opposed to tour group -dominated) impacts the post -pandemic marketplace was
of some concern on several counts. Fundamentally, this trend portends less
predictability in bookings, and it may take time for the cadence of visitor arrivals

from different countries to be harmonized w ith airline capacity and
accommodations availability. On the other hand, as local businesses move toward
their own digital interface with visitors, as many indicated they are or are planning

to do so, opportunities to connect directly with visitors will increase.

While Guamds natur al aesthetic was widely heral
feel t hat the OGuam storyo6 is marketed in a v
appreciate the islandds p eastyitieeandapgbriuoitest ur e. | nc
for cultural interaction (including advancing C
i mportant in marketing Guamds character. I n a

felt that the marketing of Guam fi a process that effectively ended duri ng the
pandemic i would benefit from a well -coordinated , united front across all sectors
of the industry that encompassed a O0Guam strate

b) hardinfrastructure

The hard infrastructure of the visitor industry was also seen in need of significant
support. While the effect of the pandemic weighed on these views, other
assessments arose from conditions that predated the pandemic.

Upon arrival, visitor first impressions at the A. B. Won Pat International Airport
(GUM) were of concern to some stakeholders. Challenges with facility
maintenance, deferral of infrastructure projects and incorporating more
technology and offerings for an  improved customer experience were shared.
Visitor arrivals remain below forecasted levels and have led to the reduction of

over 66 percent of airport operating revenues in FY 2021 as compared to pre -
pandemic FY 2019, with operating and maintenance expense s reduced to the
lowest levels in over a decade. While noting immigration staffing and flight
schedule challenges as hurdles, the airport touted advancements in safety and
security at the facility with the recent graduation of airport police officers.
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Chart81  A.B. Won Pat International Airport
| ~2n

Guamds ample accommodation inventory was seen i
the low occupancy during the pandemic and the uncertain return to normalized

occupancy the investment needed to upgrade hotels has been scant and uneven.

That some hotels were comple tely closed (and appeared to be in an unmaintained

state) underscored the broad concerns about the need to refresh much of the

existing hotel stock, even while attracting or dedicating investment for these

purposes clearly represents a challenge to the all  ocation of capital.

Most stakeholders viewed the existing set of attractions and activities in Guam as

limited but correspondingtothe 3 - to 4-day average visitor stay. A small minority

of stakeholders had ideas for new attractions. Most, however, believed that Guam

needed to update and refresh its existing inventory of attractions and activities

(e.g., rehabilitate golf courses and facilities, updat e and refresh public spaces).

Mai nt aining Guamos par ks and encouraging the
cultural venues ( CHamorro Village, Sagan Kotturan CHamorro and the Guam

Museum) were frequently mentioned in the contex
Generally, participants expressed the view that when it came to attractions, Guam

should focus on showcasing those things that were readily identifiable with Guam.

Others pointedly noted that Guam should not try to outdo amusement parks and

high-t ech attractions that are already available i
markets.

The perception that Guamfds natur al beauty is an
experience was underscored by many stakeholders referencing the prevalence of

idyllic venues of visitor oOlnstagram moments. ¢
Guamds mo st turd emfeastractume,eentrepreneurial and self -gui ded o0st ar
toursé (observing the night skies in southern G
activities.

Some stakeholders noted that the family visitor segment is significant and could

be an attractive de mo-auradmbrket Théymiso nGeddahatd s i n
Guam would benefit from both family  -centric comfort stations (e.g., changing and

lactating) as we Il as play areas and activities that were focused on
accommodating children.

Local transportation -related infrastructure was widely seen as an area that
required attention. The increasing role of FIT in the Guam market was identified

in relation to transportation infrastructure in two ways. First, independent public
transportation (i.e., taxis) was widely seen as very expensive, having a direct effect
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on visitors 0 ability to reasonably and cost -effectively venture to existing local
establishments outside of Tumon. For those seeking to explore Guam on their
own, transportation was widely identified as a barrier. Currently there is only
limited governmental capacity  for regulation and oversight of this transportation
modality and the belief that significant and unscrupulous practices exist is widely
prevalent. Secondl vy, the conditions of Guamds
development, together with unc lear public signage, was widely identified as
requiring attention as the FIT looks to the rental car market for independent
transportation. Stakeholders agreed that while proximity from the Guam airport

to many hotel accommodations can be highlighted, incr eased traffic and roadway
maintenance remains a challenge.

Chart82  Guam roads and highways

Some Tumon Bay related transportation issues were also noted by multiple

stakehol der s. One key el ement is that Guamds
configured to support the visitor industry. This was noted as an infrastructure

issue that could be addressed t 0 (1) support ground transportation for Tumon -

centric industry employees and (2) to provide visitors the ability to travel outside

of Tumon on a regular schedule. To these points: (1) the inability to secure

transportation was identified by hotel operators as the main reason employees

mi ss work and, (2) travelers from Guamds source
transportation systems and would likely avail themselves of them if available and

accessible.

In the category of oOimproving what we haved on
infrastructure was identified by almost all participants. The availability of open,

maintained, clean public restrooms was seen as essential infrastructure. We

heard from many stak eholders who expressed the view that Guam needed to

provide visitors with the amenities to respond to a basic bodily function. In a

similar vein, maintaining clean public spaces (i.e., addressing litter, illegal

dumping) and the general maintenance of publ ic buildings that visitors and

residents may use, was broadly seen as a requir .
beauty oinfrastructure. ¢
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Chart 83  Ypao Beach Park restroom facilities, Tumon, Guam
.

R

c) The Government of Guam Stakeholder Activities

The government of Guam is a significant stakeho
wide range of government funded activities beginning in 2023, and tracking

through the current period, are aimed at improvements that have direct and

indirect impact on visitor f aci ng el ements of the islandds h
These on-going and funded improvement plans will be additionally boosted by a

forthcoming Hotel Occupancy Tax (HOT) bond issuance that will likely target

addit ional hard infrastructure improvements as w  ell as cultural properties.

I. Capitalmprovements

The government of Guam is committing significant capital resources from
American Recovery Plan (ARP) funding as well as programmed funding for
improvements that are directly related to the visitor experience.

(a) The Guam Visitors Bureau (GVB) is leading ARP -funded plans for atwo -phase
Beach Park Restoration project. This project will address long -standing flooding
issues on San Vitores Road fronting the Guam Hyatt, as well as the underground
drainage and surface site improvements at Ma  tapang Beach Park. Requests for
proposals on the project are expected before the end of 2024.

Phase 1 of the project will involve the r  estoration and repair of the entire Tumon
Storm Drain Collection and Management  System and its components along Pale
San Vitores Road that feed the Fujita Ponding Basin, and the Matapang Infiltration
Chambers storm drain collection sites. Phase 2 of the project involves the
complete restoration of Matapang Beach Park, including a new Park Ranger Office
and an Emergency Rescue Station .

The GVB Board of Directors has recently entertained a more expansive list of
projects. Some members indicated that determinations about project priorities
and funding sources should be made with a view toward prioritizing capital
projects utilizing HOT bon d proceeds. In addition to the projects that GVB
management has proposed, the Board has entertained a list that adds
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A A comprehensive revitalization o f the Tuman Bfacysingcanr r i dor 0
infrastructure, aesthetics, and functionality . 6

A Ypao Beach Park improvements, including the renovation (design and
upgrade) of the amphitheater, installation of functional bollards and the
development of a parking structure.

(b) Guam International Airport Authority (GIAA ) capital improvements are

focused on updating the airport facilities to enhance the passenger experience,

from arrival to d e pGatettouiQue bsiPdad s i hmpmroveE ment s
under way and tdeePlaGUplakedneorpltates numerous updates to

enhance the visitor/traveler experience, operational efficiencies and revenue base.

Significantly, however, the GIAA notes that its ability to solicit new vendors for

terminal property services, as well ast he ability to generate revenue from non -

passenger sources (i.e. lease airport property for related operations) are currently

constrained by existing government of Guam laws and rules.

Gate-to-Curbside Enhancements (Arrivals Facility Improvements). Modernization

initiative s for arrivals facilities is underway, with ~ some projects already completed

and others expected to be completed by 2026 and beyond . This includes several

critical upgrades aimed at improving passenger flow, enhancing operational

efficiency, and creating a more welcoming envi
cultural identity.

A International Arrivals Corridor: This newly completed corridor separates
inbound passengers from outbound operations, increasing efficiency and
creating opportunities for additional conc
concourse.

A Conveyance System Upgrades: Similar to the upgrades in the Departure
Facility, GIAA plans to upgrade people movers, escalators, and elevators,
to ensure smooth facility to the CBP Immigration Hall and other federal
inspection services (FIS) for an expedited arrivals experience.

A CBP Immigration Hall: Enhancements are planned to reduce processing
times and improve the passenger experience, including expanded queuing
areas, additional processing counters, and improved passenger flow
systems.

A Guam Customs & Quarantine: The facility will undergo upgrades to
modernize inspection areas, ensuring compliance with international
standards and streamlining operations for arriving passengers.

A Baggage Claim Modernization: The baggage claim area will be modernized
with durable terrazzo flooring, designed to handle heavy luggage traffic,
and enhanced baggage handling systems for more efficient operations. This
project, budgeted at over $3 million, is set to begin in December 2024.

A Cultural and Aest hetic Enhancement s: Il ncor |
identity into the airport environment, GIAA is investing nearly $500,000 in
local artwork over the next three years. This investment will create a
welcoming and culturally rich atmosphere t  hat enhances the passenger
experience while showcasing the islandds her
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A GIAA is working to revitalize the arrivals curbside area to cater to evolving
traveler needs, including Free Independent Travelers (FITs).

A Public -private partnerships are being explored , subject to amendments to
current Guam law, to construct a multi -level parking deck, while GIAA is
advocating for regulatory changes to accommodate additional rental car
concessionaires, meeting growing demand and improving traveler
convenience.

GIAA has also recently completed its Airport Master Plan Update (currently
pending FAA acceptance) thatincorporates projects planned for the short (5 -year),
medium (10 -year), and long -term (20 -year) horizon totaling over $760 million
This comprehensive plan outlines strategic projects aimed at expanding airport
capacity, improving safety, and boosting efficiency for both cargo and passenger
operations. Significant elements include expanding security screening areas,
reconfiguring tic ket counters to includ e bag-drop options, upgrading restrooms
and hold room seating, and updated concessions and other amenities to enhance
passenger comfort and satisfaction.

Additionally, the Master Plan prioritizes the growth of cargo facilities, including
the expansion of the cargo apron, and the development of a general aviation
terminal, which will further increase regional connectivity. Technology upgrades
are also a key part of the plan, aiming to streamline operations and improve
service delivery. These initiatives will contribute to making the airport more
resilient and efficient, bolstering its role as a logistics and transportation hub,
and augmenting passenger revenu e streams.

Modernizing the airport's departure experience and improving operational
efficienc ies are key elements of the Master Plan. The existing facility constraints
(limited space and outdated infrastructure), pose significant challenges to
achieving these goals. These limitations restrict the airport's ability to enhance
passenger -facing services and to diversify concession offerings fi both vital for
maximizing revenue and meeting the expectations of contemporary travelers.

The master plan will specifically address these constraints by implementing
several key strategies:

A Optimizing Existing Terminal Spaces: By redesigning certain areas and
improving traffic flow, GIAA aims to create a more efficient environment
that accommodates more passengers without the immediate need for
physical expansion.

A Long-Term Terminal Expansion Plans: The master plan includes a vision
for future terminal expansions that will increase overall capacity. By
identifying potential areas for growth, GIAA will be able to develop new
facilities that can host more passengersa  nd offer additional services.

A Enhanced Passenger Services: The plan prioritized new passenger  -facing
services and amenities that cater to the needs of modern travelers. This
includes increased dining options, shopping experiences, and digital
services that can streamline the travel pro  cess.

A Sustainable Infrastructure Upgrades: The master plan will incorporate
sustainability initiatives. Upgrading infrastructure with energy -efficient
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technology and amenities will not only reduce operational costs but also
attract eco -conscious travelers.

A Stakeholder Collaboration: Airlines, concessionaires, and community
representatives contributed to the Master Plan to ensure that the solutions
implemented align with the needs of all parties involved. This collaborative
approach will facilitate better resource allocation and service offerings.

Some of the specific improvements include the following:

A Self-check-in kiosks and baggage drop systems : These are being introduced
in collaboration with airlines and service providers, reducing wait times and
enhancing the passenger experience.

A Conveyance System Upgrades: To improve passenger movement, GIAA is
upgrading people movers, escalators, and elevators, ensuring smoother
connectivity between gates and common areas while prioritizing
accessibility for all passengers.

A Retail Space Optimization : GIAA is working to lease underutilized real
estate in the sterile concour setidmedrwiutrhe ar
expanded food, beverage, and specialty retail concessions. This initiative
will diversify offerings and increase non  -aeronautical reven ue.

Significantly, GIAA must navigate strict adherence to regulatory requirements and

| ocal | aws, t he l atter whi ch restricts privat
commercial airport. These regulatory and legislative constraints impede efforts

to introduce new ven dors and expand commercial operations on airport property.

Effectively addressing strategic investments in infrastructure upgrades, and the

generation of non -passenger revenues is impacted by existing local constraints.

(c) The Department of CHamoru  Affairs is leading a U.S federal -, local matching
and ARP-funded plan for a rehabilitation of the plant facilities of | Sengsong
CHamoru (CHamoru Village (CV)).

CV is a centralized public market and business facility established to promote

local products and produce, serve as an incubator environment for
entrepreneurial businesses to grow and eventually expand into the open market ,
provide a community and special events space for residents, and showcase
Guambs culture.and traditions

ts

Opened in 1992, the facility was augmented with open sided ofestive hu
t he

2016 for Guamds hosting of the Festival of
renovated or updated. This project will renovate and update the core village

facilities and encl ose (and integrate) the existing open festival huts into the CV

offering. The project is anticipated to be completed in phases with project

completion expected in 2026 at an estimated cost of $5,799,869.

The renovations and additions to the core CV are centered around renovations to

the main pavilion. This will include converting the facility into a controlled
environment with regulated temperature, humidity, air flow, lighting, and access

An elevator to the second floor will be added to meet ADA requirement s. The
conference room location will also be renovated to include modern amenities
including an audio -visual solution consistent with contemporary conferencing
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requirements. A canopy deck and café awning addition are also planned. Exterior
lighting and a closed -circuit television system are also included in the project to
increase security on the site. A maintenance shop for the CV is also planned.

Festival hut renovations, including the enclosures of most of the huts, will allow

for the repurposing of the structures for local produce sales, retail and crafts
merchants, and food establishments. The rehabilitated festival huts are to be
used for entrepreneurs and other less -established businesses. General
maintenance and upgrades of the original infrastructure, including renovations of
vacant units, will include larger rental units for more established businesses and
restor ation of the main attraction areas of | Sengsong CHamoru.

Plans for the renovation, rehabilitation and expansion of the CV also include the
reconstruction of the former Sagan Dinafia (Gathering Place) which was torn down
when the festival huts were added . The Sagan Dinafia will include a commercial
kitchen add -on to serve as a prep station and educational resource/instructional
space.

Improvementis Public Spaces

As identified in this Appendix, many of the public spaces, and public convenience
facilities, overseen by the government of Guam , have experienced poor
maintenance and unusable facilities. While the government recognizes that more
needs to be done (including the possibility of rescoping available facilities), it is

also clear that resources are being applied to address legacy defici encies.

The GVB is spearheading efforts that are focused on Tumon, including regular
collection of refuse on the beach (with an outlook toward the placement of new
beach-adjacent trash bins), assisting the Department of Parks and Recreation
(DPR) with the regular maintenance of the Ypao Beach Park public convenience
facilities and plans to upgrade the amphitheater at Ypao Beach Park. The
installation of solar lights along ~ San Vitores Road, and the sidewalk paintings are
ongoing GVB projects.

Although no formalized relationship exists with the DPR providing GVB oversight

of park areas, the visitors bureau is also upgrading Latte Stone Park (Senator
Angel Santos Memorial Park) in Hagatfia, and the adjacent Tutuhan Triangle Park
(Agana Heights). A dditional park improvements being undertaken by GVB include
the installation of solar lighting at the historic Spanish -era Fort Santa Agueda
(Fort Apugan Park) in Agana Heights. Solar lighting has also been installed around

the Ricardo J. Bordallo Memorial Complex (Adelup) which is the site of significant
visitor traffic given the range of historic and memorial commemorative
representations, as well as its sweeping ocean vistas. Additionally, the DPR added
new Park Rangers in 2024 and the agency has recentl y engaged village Mayors
to provide additional support for parks maintenance in their respective
municipalities.

Village -based projects are also being implemented by GVB. These include the
installation of village and/or Guam name signs, frequently at vistas or other
photogenic sites. A total of 21 50-to-65-inch-high letter signs (mostly village -
based) have been placed around the island by GVB. Additionally, the GVB, in
cooperation with the village of Inalahan, has financially assisted in the erection of
Guam legend statuary (Gadao) and village signage
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Addressing public and visitor access to well maintained and clean convenience
facilities is a significant source of continuing discussion among government
stakeholders. A recent effort by the Mayor of Inalajan to assume responsibility for
the condition of the public restroom and shower facility adjacent to the
refurbished Inaldjan Pools maybe a lighthouse project for other villages.
Separately, both GVB and the Beautification Task Force are considering 24

site supervision of rehabilitated public conven
that the number of available facilities island
well-advertised to visitors. These approaches to on
of public convenience facilities are expected to b

Additionally, the government of Guam has made a concerted effort to upgrade

village -based recreational facilities

activities. A total of $7.5 million in U.S Department of Interior capital
improvement project funds have been expended to renovate, upgrade and
t he i sl asinded2619.vi |

augment sports facilities in

nine o f

Projects related tegming Government operations

The course of government operations has notably contributed to the

of Guam as a destination.

Although markedly impacted by the Covid
pandemic, recent activities underscore a focus on assuring that basic elements
nfrastructure are

of the islandods i

the post -Covid period appears to be increasing in

issues that accrued during Covid and in the aftermath of Typhoon Mawar.

Roads, Abandoned Vehicles and Signage

Abandoned vehicles along
immediately apparent source of blight for visitors exploring the
concerted approach in 2023 and 2024 has shown immediate results. A

combination of changes in Guam law

-hour

ience facilities, with the possibility
-wide will be strategically placed and

-site security and maintenance
e refined in the coming months.

that may support youth -based sports tourism

age

enhancement

-19

addressed.

addressing some of the legacy

Guambés roadways have

island, a

and an executive direction to address

bureaucratic obstacles and leverag e the assistance of village mayors resulted in
almost 1,400 abandon ed vehicles being removed from public spaces in 2024.

Additionally,

t he

Mayor

of

Dededo,

n

Region Marianas, collected 250 abandoned vehicles in 2024. Government
agencies are reported to be continuing close coordina
address continuing abandon ed-vehicle collections as well as other illegal waste
dumping around the island. Recent changes in Guam law have increased fines for
littering and dumping , while citations increased 125% in 2024 over the prior year.

Guamos roads

resurfacing, bridge repairs and other improvements. Over the 5
2019 -2024, the Guam Department of Public Works (DPW) overs

tio n with village mayors to

ar e f lardeeoutlays fogused ton reconstruction,

million in island -wide improvements. Over the 2025
$220 million is programmed by DPW for island

infrastructure improvements.

-year period from
aw almost $115

-2026 period, an additional
-wide public transportation

Of significance to the visitor industry is $36.3 million in completed and planned
improvements to two arterial routes (Route 14 and 14B) that provide access to
San Vitores Rd. in the Tumon Bay corridor. These reconstruction projects provide
significant veh icular and pedestrian access improvements from Route 1 to the
Additionally, almost $26 million is programmed for

west end of San Vitores Rd.

partner s
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a Phase 1 reconstruction and widening of the Airport access road (Route 10) at
the GIAA/Tiyan intersection as well as demolition to support the project.

Another item of interest to Guam visitor sector is the planned $1.5 million road
signage repairs from Typhoon Mawar damage. An earlier completed island -wide
signage system upgrade (November 2022) was negated by Typhoon Mawar ,
resulting in an absence of physical signage to significant points of interest to
visitors.

Iv. Reissuance of a Hotel Occupancy Tax (HOT) Bond

Rei ssuance of Guamds HOT Bond i s under consi
infrastructure projects as well as finance the development/redevelopment of

cultural properties, both related to the visitor industry. Given the requirements

for the issuance of municipal triple tax -exempt Guam bonds, the projects will

necessarily be hard developments. The final disposition of projects will be subject

to approval by the Guam Legislature. The responsible agencies of the government

of Guam anticipate a reissuance of the HOT  Bond in the first or second quarter

of 2025.

The financing authority is currently anticipated to be approximately $40.0 million.

5.2.2 Challenges and Opportunities

St akehol der views of the challenges to Guamo0s
longstanding and emerging trends. Similarly, views of the opportunities for the
future of the industry rested on re(de)fining

offering as well as p ositioning the industry to seize on changes driven by external
factors. While stakeholders generally were focused on tactical aspects of the
challenges and opportunities they saw, they repeatedly expressed views about
addressing issues from a core Guam str  ategy that was supported by institutional
maintenance.

a)thebasics

The basics of a Guam visit begin with a booking. Either directly or through a travel
or tour agent , securing return airline transportation and a hotel room is a
fundamental requirement for visiting Guam. Vertically integrated tour agents once
dominated the Guam visitor market, providing a predictable flow of visitors that
allowed service providers and o ther vendors forecasting ability.

With independent travel ascendent, the travel cadence from different source
markets has changed. These changes reduce the predictability of visitors, which

can create competition for industry resources and infrastructure and at other
times lead to an under utilized local capacity. While the post -pandemic push of
stakeholders is to get any possible arrivals, the longer -term challenge will be to
manage the tempo of travel and occupancy in Guam.

While most of the stakeholders were highly engaged about the future of the Guam

visitor industry, more were concerned about the near -term. We heard repeatedly

that if Guam was going to have the infrastructure for a visitor industry in the future,

itneededt o address the needs of recovery today. 0W
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a refrain we heard repeatedly from seasoned visitor ~ -industry representatives, with

many noting that the tempo of travel arrangeme |
source markets required asix -month lead. The uneven openings of post -pandemic
openings in source countries (and the effect on travel), however, were recognized

as a complicating factor to the return of business as usual.

But why do travelers want to come to Guam? The tactical ly-driven state of the
current visitor industry is broadly reflected in both those who are a part of the
industry and those who are looking to be more engaged. This tactical level of
engagement in the industry is a business necessity, but it is also clear that a
higher -level strategic vision of Guam as a destination is desire d. Most participants
were unable to express what they thought the Guam brand offered visitors, how

(or why) Guam was attracting vi sitors from source markets, and where they fit
into the Guam brand beyond their tactical offering. While most indicated that the
coordination of a broader strategy was desired (including a desire to contribute

to and reinforce the Guam brand), executing th e Guam strategy was largely seen
as the responsibility of someone else.

Our observation is that Guambs visitor industr
integrated tour group model that satisfied the basic elements of airline and hotel

bookings and transportation for sightseeing. Larger strategic views of the Guam

offering for vi sitors were thus truncated by a steady body -count, with efforts to

capture visitor discretionary spending while in Guam , focused on the Tumon Bay

corridor. The rise of FIT from both Japan and Korea , together with the

personalization of disruptive technolog ies, are an opportunity for Guam to rethink

its strategic positioning in the competitive travel market. An examination of these

opportunities in the shake -out of the post pandemic period seems particularly

fitting.

The state of Guamds accommodations and the humar
them at pre -pandemic levels was widely recognized as a challenge. It is unclear

how accommodations would be refreshed or upgraded given the absence of

certainty in the level of f uture visitor arrivals. The staffing requirement for those

accommodating visitors was regularly identified as a challenge ,  While

acknowledging that this was a problem in the hospitality industry world -wide and

that technology and levels of service could mi  tigate some aspects of the challenge.

Guambs relatively small population base, howeve,]
to address the human resource capital issue, although many were optimistic that

higher wages, and lower levels of service than in the pre  -pandemic period , would

all ow hospitality establishments to return to a

The accommodations precursor fi arrival to Guam by airplane fi was also seen as
a particular challenge. Multiple airlines that serviced Guam pre -pandemic had not
re-entered the market and those that had were operating on reduced schedules.

This is not a new chal lenge but has been accentuated by post -pandemic
anomalies (e.g., the staggered and uneven rate of country openings).

Generally, as a business practice, carriers will not commit wide -body equipment
to short -haul flights like those from source markets to Guam and the smaller
aircraft business model is highly sensitive to capacity. The rise of Asian LCCs
serving the Guam ma rket is indicative of this industry  -wide experience. Even pre -
pandemic charter flights frequently supplemented regularly scheduled air service

from source markets since the capacity of accommodations in Guam exceeded
inbound scheduled service seats.
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Airlines were particularly sensitive to Guamds
strategic vision that integrated the transportation, accommodations, and Guam

experience. Although this sense of strategic vision is inherently tactical for the

airlines (i.e., they need to tell a compelling Guam story to assure high -capacity

bookings on their narrow body equipment), airlines are the critical transport

element of the visitor industry and have marketing budgets of their own in source

countries. A strategic vision  of Guam that airlines can sell, and which is supported

by visitors experience in Guam, is critical to both strategy and driving demand for

airline bookings that supports more regular routes and service to Guam.

Chart 84  Airlines servicing Guam, regional and US domestic

b) options in Guam

Once the basics of travel are confirmed, v i s i fobivitissd Guam are going to
be focused on set venues and attractions that necessarily involve more local
engagement. From no -to-low-cost activities (spending time on the beach or in
public spaces), to dining in local establishments or patrticipating in local tours,
the opportunities for local social and economic engagement increase once a
traveler leaves their room. In the vertically integrated tour agent model, many of
these activities (including transportation) were pre -booked. Independent travel,
however, has simultaneously increased both (1) the unpredictability of visitor
participation in optional activities and (2) the opportunity for a higher level of
local engagement. Additionally, the FIT requires a different transportation model

if local establ ishments beyond the Tumon Bay corridor  are to be reached .

Visitors spend patterns in the Guam economy vary significantly by source market ,
according to most of the stakeholders. While overall per capita spending amongst
visitors was seen as consistent, anecdotally , participants across the spectrum
said that how visitors spent was different. While visitors from some source
markets spent more on food and beverage, others spent more on luxury retail. It

is in the space of visitor discretionary spending that the challen ge of capturing
more local economic engagement/be  nefit is most acute.

The greatest opportunity to support visitor options , while also supporting local

businesses, would be to reduce the trade -off gap between (1) the old predictability

model and (2) the opportunity for increased local engagement. Higher levels of

local engagement in the visitor stay in Guam will create a more authentic visitor

experience while streng thening the local economic connection to the industry.

Given the increased use of mobile technology by source country travelers, a

technology -driven solution that r e presents the range of Guamds
transportation options to access may represent a vital portal to increased visitor -

local engagement. Data driven options also have the potential to drive data -driven
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solutions for a broad range of visitor analytics and capture o from understanding
what the Guam experience is for visitors and  then refining it, to identifying future
travelers and stimulating repeat visitors.

There are currently many identified challenges to increased local engagement. A

fundamental challenge was expressed in the widely  -held view that while operating

outside of the vertically integrated tour agent models, some visitors book Guam

engagements in their source market (i.e., their Guam engagement options were

prepaid in source market <currency maket) Guam ven
Although anecdotal, across a spectrum of participants, there was a view that

some operators of optional activities ( from Ai r b nomdrme charters and small -

bus tours) in Guam were external to the Guam economy. This condition was tacitly

acknowledged by regulators who identified insufficient resources to effectively

investigate, enforce and manage such activities. Others noted that when visitors

are oOcaptived to externally provided packages
options is driven down, making it hard for local operators and providers to

compete on price with the externally off  ered visitor choices.

Shopping is an activity that has long dominated the optional visitor activity in
Guam. Luxury retail shopping in the Tumon Bay corridor remains a significant
draw for certain source markets and market segments from all source markets.
Shopping centers outs ide of Tumon rely on , or provide , shuttle transportation
services for visitors. Although the relative strengths and weaknesses of the
shopping center offerings is understood, reaching prospective customers digitally
before, during and after their shopping engagements is an essential part of the

current competitive shopping landscape. An identified challenge to the shopping

in Guam is the increasing proliferation of luxury US goods, previously available

oonlyo i n Guam to Asian i nbound travelers, n
country/market. This , combined with diminishing price (duty free) advantages ,

due tothe strong dollar reduces Guamés unique selling point as t
hub for the region. Notwithstanding these external influences, the availability of

luxury goods in Guam remains a draw for some visitors given market limits on
branded luxury goods in source countries.

Chart 85  Luxury shopping centers and stores throughout Tumon

The availability of locally produced goods that visitors might purchase and take

home as a memento of their Guam experience was noted by participants as a

limit ation . The opportunity for more local goods to make it into the marketplace

appears significant , and some ongoing small business support activities were

noted as contributing to a better Obuy Il ocal o6 r
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The challenges for non -shopping businesses that are not a part of the basic
booking channel , or which are outside a syndicated booking scheme, are multi -
level and numerous. The range of these challenges , participants identified
included but are not limited to, making the right connection with key industry
participants (local tour agents, hotels), business requirements and government
regulations for managing a small business that sells to , or provides , goods and
services directly to visitors or others in th e visitor industry, the pay -to-play
framework of business associations in the industry, getting visitor attention for

0 n e lusiness, or being outside of the Tumon Bay corridor.

Opportunities to enhance and expand the local options for visitors would benefit
from a strategic view that focused on increasing local engagement. Because the
existing challenges are well established , and even institutional in the views of
some participant s, facilitating greater local engagement is dependent on a shift
in the strategic positioning of what Guam offers to its visitors. With a strategic
view, the tactical requirements of addressing existing challenges and barriers
would be easier to navigate. Still, the tactical approaches to increasing local
engagement will require more than strategic vision. Policy direction and an
institutional commitment to working through what many current and potential
providers of goods and services see as institutional barriers will be complex.
These barriers, ho wever, are not insurmountable, and increasing the breadth and
depth of locally driven options and experiences will offer visitors a more authentic
Guam.
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5.3 Refreshing the Guam Brand

Leisure travel is a luxury. Although it has been democratized by the jet age, with
more people traveling to more places, experience remains the key takeaway from
leisure travel. The Guam travel experience was built on (and around) the
emergence and heyday of outbound travel from Japan. This travel experience was
developed, marketed and sold, with profits largely accruing to, a Japan -based
vertically integrated tour and travel industry. In this model , the Tumon Bay
corridor was the principal development zone for accommodation , food and
beverage, and shopping. Transportation outside of Tumon was generally
organized in tour groups who were bussed to the pre  -packaged optional tour in
Guam. Visitor spending rates were high, and for over two decades the trajectory
was upwards. Rising arrivals spurred more development and the visitor sector
became Guamds | eading industry.

For some time, this model has been disrupted and has not favored Guam.

Guamdés source countries have expanded, travel
options in their travel choices, and when they visit, travelers are increasingly FIT.

Spending patterns have changed and are variable between travelers from source

countries. Additionally, as most participants n
needs to be upgraded, with the concern that inattention to maintenance of the

basicscoudwe aken Guamés n a tveadaahtageso mpet i

Most participants identified o6Sun, Sand, Shoppi
o0cheap6 and o0U.S. destinationdé as the perceptio
were offered by stakeholders even when they questioned whether these

characteristics had fide lity or were true market differentiators that were attractive

or competitive. Importantly, to the extent these perceptions may be
characteristics of Guam, they do not #Meflect tt
authenticity, culture, lontributian rty shared rglobal h e i sland
awareness. However, stakeholders 8 limited and time -honored views of what

visitors anticipated in visiting Guam  were outmatched by what they believed the

Guam experience could be. The divergence between what stakeholders (1) felt

t hat Guam offered visitors and (2) Guamds pot
significant opportunity to refresh the Guam brand in a meaningful w ay.

Many participants also pointed to refreshing the infrastructure and institutional
support mechanisms for activities that have shown strength in the past and for
which Guam has advantages. Specifically, shopping, sun and sports tourism were
frequently refer enced as areas where existing infrastructure can be leveraged.

5331A. i Newo Guam Experience

The current Guam brand i s buil fi gea-praximiyd t he i s/l
natural attributes, and existing accommodations. Many participants suggested

that to deepen the experience for visitors, Gua
software i maintaining and expanding the ecological experience, highlighting

hi story and increasing accessibility to aspec
notion of o0software, 6 we found that most of t
platforms for their own promotions, were connecting with visitors and potential

visitors online, or were otherwise aware of the value of technology in promoting

both their discrete interests and Guam at  -large. Our observation is that while the

ts
he
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islandds software assets may be Ooauthenticd ocul
technology can be a key to promoting these organic aspects of the Guam
experience.

faut hentulturmld and

Stakeholders across the spectrum f from hotel managers, tour operators and

retailers to cultural and non  -profit organizations A expressed the view that a more

aut hentic Guam remained an untapped resource it
While participants had differing ideas about how authentic and cultural elements

could be showcas ed, they all implicitly involved advancing more of the story of

Guam. The people, history, culture, and nature were viewed as the largest frame

of Guamds authenticity. Guam products, from cui
art, were viewed as tangible elem ents to engage visitors.

Advancing organic and cultural elements of Guam was seen as an important

component of any branding that attracted travelers interested in authentic travel

experiences. Almost all participants saw the need to increase the dialogue

between key industry infra structure managers and those with authentic and

cultural offerings to better develop a Guam story. Continuing dialogue necessary

as an oOauthenticdé reframing of the Guam brand w
to develop an infrastructure that showcased an au thentic and cultural Guam.

Generally, despite participants acknowledgement of past failures to more fully

integrate authentic experiences into the industry, most pointed to their respective

roles in developing tactical approaches to new, Guam  -centric visit or experiences.

There are clear indications that the groundwork for further development in this

area is being laid. The Guam Museum, optional tours that are built around the

ancient CHamorro and pre-pandemic small scale -cultural -environmental

engagements were noted elements of increased visitor engagement. The

pandemicds effect on other previously notewort
negative,and it remains wunclear when/if venues |I|ike

will be revived.

Several stakeholders emphasized increased investments and experiences

hi ghlighting Guamds rich history and cul tur al
underutilized competitive advantage to engage visitors, as well as a benefit for

the local community. Historical  sites across the island and Hagatfia, in particular,

were noted as culturally significant attractions to focus on, while deepening the

sense of place and connection for both visitors and locals. Stakeholders also

noted the potential for cultural and educat i on al tourism underscori ng
historical eras and the connections to markets including Japan, Taiwan, the

Philippines and various others.
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Most cultural practitioners, generally, saw support from the government of Guam
directly (subsidies and other monetary support) and indirectly (business
processes) as important to their success. Greater access to industry leaders and
influencers was also s een as an important element to increasing the contact with
visitors. Since most of the organizations that facilitate local business and visitor
industry interaction are fee -membership based, many cultural practitioner and
exponents of authentic Guam experi  ences currently do not have a seat at the table.

Visitor industry enterprises, while appreciating the importan ce of adding
authentic and cultural elements to the visitor experience, were generally business -
focused. In short, the added value of these elements had to fit into their business
model. For example, cultural dance groups operate as independent contractors

in hotel environments, reducing hotel costs and risks associated with an
employee -based model. On the other hand, some providers of unique Guam
experiences that looked to leverage hotel -based cl ients said they found that hotel
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middle management appeared to be limited in their ability to imagine how

underutilized space within hotel complexes could be used to accommodate

additional offerings. The perception is that some in the industry were not

aut horized or pr epsadr eadr tdoi dt arkcet Ohrawek direction
local engagement through additional offerings in their establishments.

Limits on local input were, however, also evident even in circumstances where

industry enterprises |l ooked to add Guam product
and local food were frequently seen by stakeholders as an important authentic

and cultural ingredient  to offer visitors. The return of the ~ CHamor ro Village Night

Market and Food Truck Night, both outside of Tumon Bay corridor, were seen as

examples of local foods as a draw for visitors. Within restaurant groups, even

where local cuisine and produce is promoted, the volume and consistency of local

produce limits the extent to which these elements can be dependably delivered.

Chart 87  CHamorro Village Night Market

Across the range of additive , authentic , and cultural elements that could be
incorporated into the visitor experience, it was both explicitly and implicitly noted

that strategic direction would be necessary to make changes. Some of these
approaches might be broad agreement on industry objectives (e.g., establishing
common objectives and establishing instructional mechanisms to effectuate),
policy based (e.g., governmental support, regulation/enforcement) , or hybrid
public -private activities (e.g., market fo  cused agriculture and aquaculture). These
strategic steps f if used to establish an institutional framework for thoughtfully
engaging interested parties fi are likely to yield increasing authentic and cultural
elements available to Guam visitors.
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b) sustainable

Almost all participants expressed the view that the Guam visitor industry should

be more oOsustainable. 6 What they defined as 0s
associated wi t h t he participantds vant age on
stakeholders indicated that they were working toward more sustainable practices

or activities. Many thought the industry should be more sustainable and adopt ed

a perception that much more could be done to make the visitor experience and

industry footprint more sustainable.

Significantly, only a small number of stakeholders discussed visitor industry
sustainability within t he context of Guamds
stakehol der s di d not express Vi ews on t he i
fundamental sustainability undersco res the largely tactical views that were held

by the majority of participants. What is clear is that the high level of interest in

sustainability might be buttressed by strategic sustainability/ecological

objectives that are being widely adopted by interna  tional (and regional) travel

organizations and nations.

Generally, participants saw :@seuwsssastanablei | i tydé ir
practices, and the other was sustainable forms of visitor activities ( i.e., ecotours,

enjoying nature). With respect to sustainable practices, there was a broad

recognition that source market visitors were significantly more advanced than

Guam. This observation was an acknowledgement that for even the front line of

the visitor ex perience in Guam to be regarded as sustainable ( e.g., waste

management), significant work was require d. Most participants saw waste

management as more than just hotel and restaurant sustainable practices, but

also the management of waste in public places.

Participants whose connection to visitors was around food were advocates of
more local food production. This was frequently seen as more than just for the
traveler's experience, but also as a way to enhance food security for the island as
a whole (i.e., creating a more sustainable food security safety net).

In discussions about the types of visitors that Guam could attract, the impact of

visitors on Osustainabilityd was often mentione
seen as having a low impact on the environment. Some stakeholders, however,

noted with conc ern the general effect of visitors on nearshore marine resources,

the islandds waste stream and potable water.

Cc) ecotourism (felax)

Consistent with widely held perception st hat Guamds natur al beauty
attribute to the visitor industry and traveler attraction, most stakeholders

expressed the view that more activities should
Most participants believed that no matter what the specific activ ity, focus on a

0clean Guamé was an 1Iimportant -badec aotvites. o f i ncre
Failure to maintain a reasonable state of cleanliness in public spaces was seen

as debasing the o0ecotourdé aesthetic of Guam.

Participants pointed to several pre -pandemic activities fi village -based signature
events, community -based non -profit engagements, remote beach tours and local
hiking offerings f as the types of events that should be reactivated and supported.
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The use of technology (e.g., QR codes) was suggested to provide visitors with
ecological, cultural, or historical guides as well as increased awareness. How
these activities should be promoted, or who would manage the technology to
support these locally driven activities , was not generally the focus of participants'
views.

During our survey of stakeholders, a local business association presented

proposals for specific island -wide outdoor activities that focused on hiking trail

devel opment s and additional mari ne di scovery
uniqueness, all these propo sal s advanced activities oOoutsid:i
promoted oOrel axaltiifoen e apmar ibderecad 6 t hat were envi
culturally centered. In addition to a call for governmental support for sustainable

developments and free digital access in spec ified areas, the need to maintain and

protect the environment, limit over -development, and provide measures that

increased personal safety and property protections were identified.

Concern about the impact of visitors on the environment, both at pre -pandemic
levels and with ideas to expand access, was commonly referenced. These
concerns highlight the anticipation of increased education, monitoring and
enforcement requirements as acce ss expands. The impact of visitors on existing
nearshore areas and reefs that are highly trafficked was cited as evidence that
increased awareness about protecting these resources was needed. The Guam
travel association that was proposing additional marine access areas specifically
noted the need for a new underwater venue because of the impact of visitor traffic
around an existing site (Fish Eye/  Piti Bomb Holes). Discussions about increasing
hiking trail accessibility — were similarly marked by the need to maintain areas to
mitigate erosion and provide amenities to accommodate refuse.

Chart 88  Fish Eye Marine Park

Ecotour offerings that bring together the visitor experience and community
awareness were also seen as important by some participants. Bringing visitors
into projects that are helpful to Guam (  e.g., tree plantings in erosion prevention
areas and coral gardening) was seen as a win -win for both the visitors and the
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community. Others saw the value of direct community -to-visitor contact through
place -based learning , which leverages local ecological and cultural awareness
(and development) that is shared with visitors.

Several stakeholders observed the dichotomy between the urbanized, fast -paced

lifestyle of visitors ,and Guamdés mor e r elpaxmatdlifestyledinnat ur e

this context Guam was seen as a place where busy city dwellers came to relax.

While taking in the clean air, clear skies and waters and generally connecting with

nature, some saw the extended opportunity for Guam to promote itself a s a

owel I-messsedd desti nat i on-execlting aaddsthalltgioepn t o sel f
activities ranging from exercise to re  laxation experiences, possible projects that

were discussed include focused centers of specialized medical treatment, spa

recovery and even medical marijuana therapies.

532Same as the nAnOl do Guam

Shopping, sun (+sea) and sports tourism were seen as significant elements of the
visitor experience. The infrastructure for these activities is largely in place
although stakeholders believed that the experiences would benefit from a post -
pandemic review a nd refresh.

a) shopping

The shopping experience for Guam visitors was perceived as having changed
significantly from the heyday of luxury retail spending by Japanese visitors. The
spending habits of visitors from source markets, the proliferation of shopping
venues in Guam and ev en discount shopping , were all seen as significant
characteristics of the current shopping experience for visitors. Additionally,
changes to the retail sector include online shopping and the availability of US and

other luxury goods on shore. These suggest a permanent shift in the market
toward more locally sourced and quality goods and services that are specific ally,
andonly,available in Guam. Stakeholders would welc
but were also keenly aware of the visitor segments and their respective changing
spending habits.

Chart89 Locally sourced and made goods in Guam
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The effect of the pandemic has been material to retail outlets that had
experienced high levels of visitor traffic. With significant declines in visitor traffic,
visitor market share collapsed , and overall employee headcount of shopping
destinations fell. Stakeholders in the retail industry, however, were engaged in
managing their enterprises in anticipation of the slow return of visitors, with high
levels of engagement in shuttle transportation and maintaining their facilities.
Participants showed positive responses to young families visiting Guam, with
thoughts about meeting basic requirements of this set when shopping in facilities.
The return to pre -pandemic visitor traffic was generally seen as distant. In the
meantime, the ability of retailers to retai n employees at even the low levels of
current visitor traffic was a widely held concern.

One significant area of change in the shopping experience, from the standpoint

of retailers, was the effect of social media on marketing. As a rule, visitors were

seen as more digitally connected , and retailers seemed to be engaged in pre -,

during - and post -visit contact with visitors and shoppers. All participants shared

similar views on (1) moving beypowodot henéumndnt
toward a coordinated (public -private) approach that better marketed all reputable

Guam vendors , large and small ; and (2) working to develop a customer base for

follow -on sales and loyalty programs from Guam retailers that provided both

continuing revenue streams and encouraged repeat visitors.

The CHamorro village shopping experience, which is just returning to post -

pandemic vibrancy , was repeatedly identified as a unique Guam experience that

had potential to become a bigger draw as well as a source for Guam products in

the established retail outlets. Coor di nated digital marketing of
options that incorporated = CHamorro Village and Night Market vendors was seen

as a possible catalyst for increased levels of locally produced goods and increased

local engagement in the visitor industr .

b)sun (+sea)

The Sun and Sea experience in Guam is built around two elements of the

Ohardwareo that are key attractions for travele
in the region. These elements are generally appreciated by visitors in outdoor

areas at their hotels/res orts, or along the beaches and during recreational

activities in the waters.
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In general, participants believed that visitors were satisfied with hotel pool/

waterpark experiences and that these activities usually occupied some of the
visitorsd time spent i naloBgvatimother@ubbcragases b,eac hes
were regularly mentioned by participants as requiring more attention, with

cleanliness, trash and public amenities, specifically referenced by most. Ensuring

that visitors had ample venues, places and spaces to relax, as well as
opportunities to enjoy the  environment , including capturing Instagram image s,

were seen as important element s to meeting expectations about Guam.

Nearshore activities (snorkeling, paddle boarding) that are extensions of the
beach experience were not widely discussed. The extentt o which stakeholders
mentioned these activities was in assuming the ease of visitor access and the
abundant beauty of the offering. Some expressed concern about the impact on
marine life and reef areas where visitors or their guides engaged in practices that
were harmful to the resources. Concerns about water safety a nd improved
communications through signage and increased pu  blic awareness campaigns
were also expressed.

~—

Ocean-based recreational activities

The broader r e c expaidnieavasandted dysswkeldolders as vibrant

in the pre -pandemic period , if even somewhat increasingly competitive with
source country offerings that effected local pricing. Operators of jet skis,
parasailing boats, boat charters  for fishing and diving, and booze cruises all
appear to have been materially affected by the pandemic. Some expressed the
view that their businesses may not survive the return to a stead y state of visitors.
Generally, most of the participants operated on a self -promotion model f or their
marketing. Pre -pandemic , they had relied on tour operators and travel ~ -books, but
some were using social media and favorably viewed the potential benefit of
coordinated digital marketing.

Like most cultural practitioners, these tour operators took advantage of support

from the government of Guam through subsidies and other small business
assistance programs both before and during the pandemic, but noted the need

to boost their small marketi  ng efforts to a broader audience as an area where the
government could provide additional assistance. Developing small business
communications and a marketing toolkit , and amplifying stories tied to local
products, services and unique offerings, such as t ours beyond the reef, were
suggested.
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C) sportgourism

Participants saw sports tourism as a visitor attraction that required a refresh of
both infrastructure and marketing. Although some viewed the sports tourism
experience as a subset of sun and sea (offering tropical climate environment for
activities), it w as seen as distinct in the specific set of facilities, equipment,
planning and marketing that would be required to reinvigorate the sector.
Generally, observers saw the need to for a coordinated approach to research, plan,
rebrand (if necessary) and market  sports activities in Guam. No one suggested
that the development of a robust sports tourism sector would be easy or occur
quickly; It was assumed that a recovery would take considerable coordination and
planning in Guam and with prospective parties in source countries.

Given the extensive number of existing courses in Guam, golf was the top sports

tourism activity that participants identified. The general view was that golfing

facilities in Guam were not the draw nor in the optimal condition they once were.

Participants offered a range of recommendations about creating a new buzz for

Guamds golf offerings (e.g., focus on WLPGA, S |
country golf associations). A wide range of other terrestrial sports activities (most

of which have been in circul ation in the past) were also discussed by stakeholders,

including running, swimming, cycling, rugby, and soccer. Attracting sports

enthusiasts and organizations to participate in Guam -based events was only one
element that was seen as beneficial; stakehold ers saw family and friend travel as
attendant to sporting contestantdés travel to Gu

Chart91  Guam golf courses

o,
-
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Guamds status as an Olympic nation was also id
could be leveraged to encourage sports -related visitors. Although peak

opportunities in the region ( i.e., the Tokyo Olympics, 2020/1) have passed, Guam

as a training venue for athletes in nearby countries remains a significant

opportunity.  Cultivated relationships between Guam Olympic sports

organizations and those in the region, when augmented by a coordinat ed level of

government and community support , would be essential. A succe ssful Olympic

sports strategy could provide more than just visitors, but also serve to promote

the island through association with source country sports excellence.

Guamds symbiotic rel ati omdudingp thewavailabilityvandt er sport
access to a world class aquatics facility ~ with an Olympic -sized swimming pool

was also noted as critical to developing a robust sports tourism sector and

important t o the 1islandds overall tourism recovery
whether it be the refurbishment of the Hagéatiia pool or another site, is central to
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the development of sports tourism as it relates to international water polo,
swimming, diving, Para-Olympics aquatics, and other related sporting events
which have shown interest in Guam serving as a host. Additionally, a pool facility

is critical to improve and maintain visitor safety with many lifeguards, scuba
divers, Guam Police Department Boating saf ety officers and the Guam Fire
Department Search and Rescue personnel utilizing the pool for regular training
activities and conditioning. With the closure of the Hagatfia pool, the island has
missed several opportunities to host regularly scheduled regional and
international swimming and aquatic events , including the Micronesia games and
Pacific games.

Sports fishing derbies/tournaments were seen as the principal opportunity for
marine -based sports tourism.
















































