
May 29,2009

Honorable B) Cruz
Chairman
Committee on Tourism, Cultural Affairs, Youth and Public Broadcasting

29tn Cuam Legislature
155 Hesler Place
Hagatna, Cuam 96910

Dear Vice-Speaker Cruz,

We are pleased to submit herewith 20 copies of the Cuam
Year 201 0.

INTRODUCTION

Visitors Bureau proposed budget for Fiscal

.rfh" Guum Visitors Bureau is a public; non-stock membership corporation governed by the applicable

general corporation laws of Cuam (12 CCA, Chapter 9). Funding for the Bureau's operations come

[rimarily from the Tourist Attraction Fund, the revenue sources of which are 1 1% of hotel occupancy

iu*ur. Membership dues and in-kind contributions augment the Bureau's operating budget, but typically

comprise less than 1Oo/o of the total.

Our vision for Guam is a healthy, vibrant, and growing visitor industry generating business opportunities

and employment for all residents, protecting the island's heritage, cultural values, and natural resources,

and making a positive contribution to the community's quality of life.

MISSION

Crowing and diversifying visitor arrivals by creating the reasons to visit, attracting visitors from target

markets, and providing a great destination experience is a mission to which the various programs are

focused and detailed in the budget. In summary, these details are aimed at:

1. Driving volume visitation to sustain invested capacity in Guam's tourism plant and services

infrastructure;

2. Creating opportunities that will maximize destination yield, visit duration, and market

d iversification.
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,{DMI N ISTRATIVE HICH LICHTS

Cuam's recovery from two super typhoons in July 2OO2 (FY02) and December 2OO2 (FY03) saw arrivals

"normalize" at between 1 ,'156,200 in FY04 and 1 ,223,7OO in FY07. However, our ability to grow

arrivals beyond this level is seriously challenged by a number of factors, chief among which include:

lapan

fGuam's market share is under severe pressure and eroding progressively each year from

I flattened "no growth" outbound numbers and heightened competition by regional and long

\ haul destinations attracting the large and growing senior market. This is significant given the
\country's aging demographics aid fewJr youig travelersJOf particular concern more

recentiy is the precipitous decline in arrivals due to the suliiG flu impact, and the need to

intensify our market presence to contain and reverse negative year to date fiscal year on year

arrivals G3O%).

Korea

; Explosive outbound growth has not benefited Cuam because of the structural imbalancel
( created by single air carrier service (limited seats and inferior departure schedules), room i
\inventory,nro.['inpeakseason/andourgI9@withindistributionchanne|s..
We anticipate some improvement over last- yeaiT?Fivalfrfie to a strengthening. of the

Korean currency and the anticipated market entry of low cost carriers, Jeju Air.and Jindo Air.

Emersine Markets#

TF,i-r "* bright spot for growth, but typically under funded because of the priority.assigned

to our two largest markets, Japan and Korea, from where B0% and 1Oo/" of total island arrivals,

respectively, are derived.

4. *d, *"..*".rJ'5 .5'Pt't kxc.r **{ be &,{5[t^[";Fl",s e_€4*e W t*f4"
Hiel/l*s vaKcfS

is an emerging opportunity for Cuam that can contribute significantly to our market

1.

2.

China
China
mix.

These will all take time

ffesolve, but the rewards will be worth the time and investment made today. And although

small in number at 1,672 visitors, China's +21oh growth was impacted by the first charter

flown during the Chinese New Year.

BRANDING AND COMMUNITY OUTREACH

The Bureau's branding and community outreach program will be in full stride by the start of FY 09. This

is an important stratefi. initiutive upon which the long-term viability of tourism (and the $1.2 billion in

annual revenues generated) depends.

.Cuam,s past success centered on a nearby beach resort destination theme.. And wh.ile this image was a

strength of the past when Japan and Korea outbound travel were growing dramatically, competition was

less ievere, and the island basked in close proximity, the international travel and tourism market of

+Ir



?duy has changed just as dramatically, and Cuam now suffers from a weak brand image in dire need of
;hange.

Cuam can no longer draw on the strengths of a competitive location and our marketing message of the

past. Cuam must now "earn" this business and retool its marketing message to draw on differentiating
attributes from many other destinations. Achieving these two objectives require total community
involvement. And it entails community consensus on our brand image and an aggressive community
outreach program aimed at brand building stakeholder-by-stakeholder, resident-by-resident, and

village-by-village. For it is the combined mosaic, of all that is Cuam, that will differentiate us from other

destinations, and for which this major undertaking can no longer be ignored. Because it is the long-term

sustainability of an industry generatin g $1 .2 billion each year to the local economy that is at stake.

Sincerely,

€ew
Gerald S.A. Perez
Ceneral Manager

CC: Honorable Vincente C. Pangelinan, Committee on Appropriations, Taxation, Banking, Insurance,

.{etirement, and Land



TBBMR ABCI

Government of Guam
Fiscal Year 2010 Budget

Department/Agencli Budget Certification

Department/Agency: GUAM VISITORS BUREAU

DepartmentlAgency Head: GERALD S.A. PEREZ

This is to certify that I have carefully reviewed the attached budget documents and find
the amounts budgeted are within the Governor's established ceiling and are in order of
priority to execute the missiono goals, and objectives of this department for Fiscal Year
2010. I further certify the accuracy of the information contained in this document.
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[BBMR AN.NI]

Government of Guam
Fiscal Year 2010 Budget

Department I Agency Narrative

FI]NCTION:

DEPT. / AGENCY:

Tourism

Guam Visitors Bureau

MISSION STATEMENT:

Growing and diversifying visitor arrivals by creating the reasons to visit, attracting visitors from

targets markets, and providing a great destination experience is a mission to which the various

programs are focused and detailed in the budget'

GOALS AITID OB.IECTIVES:

1. Driving volume visitation to sustain invested capacity in Guam's tourism plant and

s ervices infrastructure.

2. Creating opportunities that will maximize destination yield, visit duration, and market

diversification.



Government of Guam
Fiscal Year 2010

Budget Digest

[BBMRBD-l]

rction: TOURISM

' '.-{lAgency: GUAM VISITORS BLJREAU

ERALL

1/ Specify Funrl Source



Unit
hice

Total
Price

Funded in Ff 2009?

Item Quantity Yes No

ieneral Administration 314.197.0( $ 314.197.00 x
Reseach 367.500.0( $ 367.500.00 X
laoan 6.016.655.0 $ 6.016.655.00 X
Korea I 778,282.2( 6 778,282.26 X
Jnited States I 78,000.0( $ 78,000.00 X
laiwan I 231,245.01 $ 231,245.00 x
Ailipines 107,000.0( $ 107,000.00 X
lhina/flons Kons I 536,691.0( $ 536,691.00 x
{uslEur/Pacifi c/lVlicronesia I 78,000.0( $ 78,000.00 x
lrintins & homotions 234,097.0( s 234.097.00 X
iuam Marketine & Public Education/Dest. Mar t 475.000.0( $ 475.000.00 x
y'isitors Satisfaction & Soecial hoiects I I,181,500.0( $ 1,r81,500.00 x
lulnual Heritaee & Communitv Outreach t 509,921.0( $ 509,921.00 x

y Support & Destination Branding I 41s,007.0( $ 415,007.00 X
$ rr,321,095.26

BBMR96A
Overall

Schedule B- Contractual

Schedule C . Supplies & Materials

Schedule D - Equipment

Schedule E - Miscellaneous

Schedule F - Capital Outlay

Unit
Price

Total
Price

Funded in FY 2009?

Item Ouantity Yes No

lies & Materials 26,000.0( $ 26,000.00 X

\omotion Souvenirs/PR Relations.VlPs 20.000.0( $ 20.000.00 x
$

$

$

$ 46.000.00

Unit
Price

Total
Price

Funded in FY 2009?

ltem Ouantitv Yes No

lomnrter rrnmdes Networkin g 20,000.0( $ 20,000.00 X
ffebside maintenan.. g uoon6s/misc. $

$

$ 20.000.00



Federal Prog
FY 2009 (Current) / F

r Inventory
t0 (Estimated) Funding

FUNCTION:

DEPARTMENT/AGENCY:GUAM VISITORS BUREAU

PROGRAM:

Federal Grantor Agency / Federal Project Tifle
c.F.D.A.

No. /
Enabling
Authority

Grant
Award

Number

Matctr
Ratio

f,'ederal /
Local:

FY 2009

Received /
Projected

f,5timated
Funding

Local
Matching

Funds

Federal
Matching

Funds

1007o Federal
Grants

Grant Period

!{OT APLLICABLE TO GUAM VISITORS BT]REAU

,l

'rJ;n



IBBMR DP.l]
Decision Package

FY 201"0

Department/Agency: Guam Visitors Bureau Division/Section: Administration

Executive and Financial Services

Activity Description:
To effectively and efficiently administer administrative and financial functions of the Bureaul
provide the Board, management and stakeholders with concise and reliable information and

transparency and ethical conduct of the Bureau's affair.

Major Objective(s):
FY '09 audit by end of 2nd quarter FY 2010. Streamline solicitation of vendor quotes to
basis for conmon supplies and materials.

Goals:
staff professional development in the areas of travel and procurement.

quarterly.

Workload Output

Workload Indicator:
F"Y 2008

Level of Accomplishment
FY 2009

Anticipated Level
FY 2010

Projected Level

Completion 9ETo 99To 997o

Financial Reports 98Vo 99Vo 99Vo



IBBMR TA-1l
Schedule A - Off-Island Travel

- -^@visitorsBureau
1,.. ln: Administration-Executive & Financial Services-

Purpose / Justification for Travel

Purpose / J

Travelers:

Title of Traveler(s)

Purpose /

lravel Date:

Traveler(s

/ Provide justification for multiple travelers attending the same conference / training / etc.

/ Rates must be consistent with fitle 5 GCA, Div.Z,Ch.23, 523104 and federal Joint Travel Regulations



BBMR96A
Administration

Schedule B- Contractual

Schedule C - Supplies & Materials

Unit
Price

Total
Price

Fundedin FY 2009?

Item Quantify Yes No

loovins macine I 50.000.0( $ 50.000.00 X
Buildine Maintenance 33,074.0( $ 33,074.00 X
Warehouse storase I 34.400.0C $ 34,400.00 X
Ianitorial Service 15.000.0c $ 15.000.00 x
Secutiw Svstem 3,000.0( $ 3,000.00 X

egal Fees I 75.000.0( $ 75,000.00 x
iarbaee Collection I 3.500.0( $ 3,500.00 X

lomputer Hardware/Software I 25,000.0( q 25,000.o0 X

Audit Fees 22,000.0{ s 22.000.00 X
Buildins Insurance I 53.223.0( $ 53.223.00 x

'nnfrqafrE $ 314.197.00

Unit
Price

Total
Price

Funded in FY 2009?

Item Ouantitv Ies No

iupplies & Materials I 26.000.0 $ 26,000.00 X
?romotion Souvenirs/PR Relations.VlPs I 20,000.0( $ 20.000.00 X

$

$

$

$

$ 46,000.00

Schedule D - Equipment

Schedule E - Miscellaneous

Schedule F - Capital Outlay

urut
Price

Total
Price

Funded in I'Y 2009?

Item Quantitv Yes No

)ues and Assessment I 42,385.O{ $ 42.385.00 X
Jtaff Development IU.UUU.U( $ 10,000.00 X
Postal Service 10,000.0( $ 10.000.00 X

$

s
q

$ 62,385.00

Unit
Price

TotaI
Price

Funded in F"Y 2009?

Item Ouantitv Yes No

lomnuter unsrades. Networkms 20.000.0( $ 20,000.00 X

Webside maintenance & upsrad€/misc. $

$

$

20,00u.u0



Government of Guam
Fiscal Year 2009 Budget
Agency Staffing Pattern

Current

[BBMR SP.1]

FUNCTIONAL AREA:

.AGQNCY:

.."-vGRAM:

FUND:

GUAM VISITORS BUREAU

FY 2009 Staf{ing Paltert

TOURIST ATTRACTION FUND

Up{ld Ritire. rate ot25.2Ac/a

New i\'ledical & Ileiltal Ratet

{ K } (L) (M) (N) (o)

. InDut bv Iknrrtmeni.

R) (s)

inPut bY llePartment

((A) (B) (c) (D) (E) (F) (G) (H) (I) tP) ia.

No.

Position

Number

Position

TitIE
Name of

Incumbent
Grade/

Sfen Salary OYertime Soecial*

Incremenl
( E+F+G+I )

Subtotal

Benefits
(J+n1
TOTAL

Retir€rrenl
{.,1$25.20ric)

Retire (DDI)
($1s.s2*26PP)

Social Security
(6.2%4J)

Mediare
(l.45io*J \

Life
(u)

Medi$l
i Prerniurot

Dertal
(Premium)

Total Benefits
(KrhruQ)Date amt.

2001 lnager Perez, Gerald SA UNCL $E5,2r8 $0 $0 $0 $85.21E $2r.47-t $404 $0 $1,236 $r74 {{t $0 $23,28E $108,506

2 2002 Deputy General Manager Vaant UNCL 69,000 0 0 0 69,000 $r7,388 $404 $o 1,001 $174 $1"38r $,r8s 20,732 89.732

3 2003 Execulive Secretary llemandez. Dina Rose I.1O UN 32,083 0 0 0 32,083 $8.085 $404 $0 465 $r74 $1,-r8t 180 r0,689 42.772

4 2904 Contmller Cunliffe, Rose Q R-ll 68,687 0 0 4^t20to 0 68,6E7 $uJ09 $404 $0 996 8174 0 0 18,E82 87,569

5

6

2005 Public Infomation OIfi c€r Vacant M-l 2E.678 0 0 28.67E fi7,227 $404 $0 416 $174 I *181 r80 9,781 3E.45

2006 lultunl Heritase Officer iellen-Luian. Sonia M-l5 5t,092 0 0 4nt20t0 0 sl,092 $12,87s $0 $0 747 $174 0 0 13,790 Q,882

7 2007 I Prciecr Offier lda. Doris C M-14 49,364 0 0 al9t2009 1.669 51,033 si2.660 $404 $o 0 gl74 I,-tE I l8$ 14,99E 66,031

E 2008 tourism Ind Relations Officer iusawara. ,Iune O M-10 43.018 0 0 6t27t2010 r,669 44.647 $ 11,261 $0 $0 619 $u4 3,164 t65 1s,603 60,290

9 2009 Sommunitv Dev Oflicer Panselinan, Amy J T M-8 40,150 0 0 6t4t2009 1,076 41,226 $10"-189 $404 $0 598 $174 1,838 2.]l t3,633 54,8s9

19
n

2010 Aaountant III Perez. Laurette N-t 31.064 0 0 5t26/20r0 1.665 32,729 $8,2,t8 $404 $0 475 $174 l.-r8l 180 10,862 4:

20tl luinata. Emelia S D-10 23,760 0 0 U6t20l0 792 24,552 $5.988 $o $0 356 $r74 0 0 6,518 31,070

t2 20t2 AdministratiYe Assistant Vlunoz. Mimnda C (adm. -10 t4.4t4 0 0 12t27t2009 ,l4E 35,562 $8,962 s0 $0 516 5174 .83E .il Lt.72l 47,283

t3 2013 \{ssenger/Clerk lan Nicolas..Iav A.L. D-10 23,7ffi 0 0 82EnIfi .624 25.384 $6,6$6 $404 $0 368 $774 ..181 8{t 9,113 34,497

L4 2814 A.aountins Technician IU {guon, Juanita J-5 28,678 0 0 1u27t2009 ,434 30.112 q1 1r1 $404 $0 437 $174 .381 9.EOz 39.914

15 201s Administrative Assistant (CP) \{an C. Camacho t-2 24.376 0 0 8t1312009 .434 25,810 $6.s04 $404 $0 374 s174 ..16t 80 9,017

t6
t7

2016

2017

PhilliDs. Debomh M o-12 s4,329 0 0 8./4t2009 902 56,237 $14 l?0 s404 $0 815 $174 ,83E $231 17,632 73,863

Cid, ana Lisa A M-I2 46,0E2 0 0 8nEt2010 0 46,082 $11.61-l $0 $o 668 $174 $3,606 $-11-r 16,374 62,456

l8
l9

201E lomDuter Operator )vdasco. Celia G-5 23,4O4 0 0 1?/27n009 1.170 24,574 $s,898 $404 $0 356 $174 0 0 6,E32 31.406

2019 farketins Manaser -asuana. Pilar o-16 62,344 0 0 4ln0l0 0 62,344 $15.7l.{t $0 $0 904 $174 ,E_18 231 18,857 81,201

2020 Iono, Regina L M-14 49.364 0 0 yN2010 0 49,364 $ l2,4ro $o $o 0 $t74 ,838 2il 14.6E3 64,047

". 2021 ;etins Offier II -mn Guerrerc, Nadine Y M-lt 44,524 0 0 4nnotl 1,506 46,030 $1 1,210 s404 $0 667 $174 ..!81 180 t4,026 60.056

{edlic. Resina Ann G M-6 37,282 0 0 9^5t?0r0 r,326 38,608 $8.68E $404 $0 560 $174 .E3E 2.ll 11.894 s0,502

Uarketine Officer II leves. Felixberto S M-5 35,E4E 0 0 v2412010 1,792 37,640 s9,034 $404 $0 546 $174 0 0 10.157 47,797

24 20u vlarketins oflicer I lamacho. Kmie L-3 29,835 0 0 7t24t2009 1,658 31.493 $7,9.36 $404 $0 457 $174 0 0 E,970 40,463

25 2025 \4arketine Officer I ilitosis. Charlene L-l 26,520 0 0 6/V20010 r,65E 28,17E ii7.l0l $404 $0 409 $174 1,38r. 180 ,648 37,826

26 2026 \{arketine Oflicer I Vlindo, Jeffrv S. L-1 26,520 0 0 12t9D009 1.658 28,178 $7,936 $404 $0 409 sl74 1.381 1E0 10,483

27 2027 Uarketine 0fficer I forrm. Haven L-l 26,s20 0 0 6t8t20t0 t,65E 28.17E $E.688 $404 $0 409 gr74 1,8t8 231 11,743 39.921

2E 2028 {dministrNtive Sec.ftla rketing Pangelinan, Elaine H-5 24,96E 0 0 3t2u2010 r.248 26,216 $6,2e2 $404 $0 380 $174 Ilf4 365 10,799 37,015

29 2029 Vlarketine Aide Serteza. Annabel F-1 t7.635 0 0 6t8t20t0 958 1E.593 $7.141 $0 $0 270 $174 $1.8_18 335 9,EOE 2E.401

iUPPLEMENTAL/COLA ;VB Dine (9) retirees
39.968 39,96E

Gmnd Total; $1.138.s17 $o $o s29,045 $1,r67,562 $?96"271 $8,47s $0 $1S,44s $s.044 $39,82e $5.270 $410,302 $1,577,E64



Government of Guam
Fiscal Year 2010 Budget
Agency Staffing Pattern

Current

TBBMR SP-rl

FUNCTIONAL AREA:

AC".\CY:
)

PRUGRAM:

FUND:

GUAM VISITORS BUREAU

FY.2010 Siaffing Pattern

TOURIST ATTRACTION FUND

Up-dfd Ritire. nLe of 25,2llt/c

New Medical & Dt'ntal Ratcs

Input by Depaihent

J) (K) (L) (M) (N) (o) R) (s)(A) (B) (c) (D) (E) (F) (G) (H) (I) rPr (O)

No.

Position

Number
Position

Title
Name of

Incumbent
Gmde/

StFn Salary OYertime Sncial*

lncrement
( E+F+G+I )

Subtotal

Benefits
(J+R)
TOTAL

Retircment
(.1*25.204icj

Retire (DDD

{S16.66'!26P?)

Social Smurity
(6.2Vo* J)

Medimre
(l.45%o*J )

Life
(1/)

N,ledi€l

{ Prernitn}
Iletrial

{ }remiun)
Total Benetits
(KthruQ)Date amt.

2001 Seneml MAnaser Perez. Gemld SA UNCL s85,218 $0 s0 $o $8s,2r8 s21,47-5 s433 $0 $r,236 $174 $0 $0 $23,318 $10E,536

2 2002 DeDutv G€neml Manager Galito, Ernie UNCL 69.000 0 0 0 69.000 s17.388 $433 $0 1,001 tr74 $3,164 $-r8s 22,545 91.545

J 2003 Executive Secretarv flernandez. Dina Rose l-10 uN 32,083 0 0 0 32,0E3 $8,08s $433 $o 465 $r74 $l..t8I 180 10,718 42.80r

4 2004 Contrcller Cunliffe, Rose Q R-11 68.687 0 0 4ftD0r0 2.404 71.091 $t.7,309 $433 s0 1.031 5174 0 t 14,947 90,03E

! 2005 Public Information Oflic€r Vaent M.l 2a,678 0 0 0 28,618 {a )74 $433 $o 416 $174 1,381 r80 9,E11 3E,4E9

6 2006 Cultuml Heritase OIfier iellen-Luian. Sonia M-14 49,364 0 0 4^t20t0 1,728 51,092 $12,875 $0 $0 741 $r74 0 0 13J90 64,EEz

7 2007 iDtrial Prciects Ofticer Ada. Doris C M-l5 51.092 0 0 8n9t20rr 0 51.092 $12.86S $433 $0 0 gl74 l,-38I 180 t5,02E 66,120

E 2008 lourism Ind Relations Officer Susawara. June 0 M-10 43,018 0 0 6t27nvfi 1,506 44,524 st t.261 $0 $o 6t9 $174 l.l 6.1 385 1s,603 60.127

9 2009 lommunitv Dev Officer Pangelinan, Amy J T M-9 41,5E4 0 0 6t4tz0tr 0 41.584 $10.-r89 $433 $0 603 $174 1,838 2-31 13.668 <( 2{t

10 2010 \countant III l€rea Laurette L. N-1 31,064 0 0 5n6D0l0 r,942 33,006 $8,2{8 $433 $0 479 $174 1.381 180 10,E9s 43.901

20tl Ivnist Receptionist )uinata. Emelia S D-10 23,760 0 0 u6t20l0 832 24,592 $5,988 $0 $0 351 $174 0 0 6,519 31,111

2012 \dministmtive Assistant f{unoz, Mimnda C (adm. .r-10 34.414 0 0 12t27t2009 1,204 35.6rE $8,962 $o $0 516 $174 1,838 tlI lt.72l 47,339

2At3 \{essenger/Clerk ian Nicolas.,Iay A.L. D-10 23,760 0 0 8t28n010 832 24,592 $6.606 $433 $o 357 gl74 l,-181 180 9,131 33.723

2014 lccountins Technician m \guon, Juanita .I-5 28.67E 0 0 t2/27n009 1,147 29,825 $1,227 $433 $0 432 $r74 |,3El 180 9,827 39,652

2015 {dministmtive Assistant (CP) {ary C. Camacho J-3 2s,810 0 0 8t13.n009 1,434 27.244 $6,504 $433 $0 39s $174 1.381 180 9,067 6,Jll

2016 ldministmtor. Res & Evaluation Phillips. Deborah M o-13 56,231 0 0 8t4t2011 0 56,231 $14,I 70 s433 s0 815 $174 $t.8.16 $23i 17,66r 73,892

2017 Research & Stats Analvst [I lid, ana Lisa A M-12 46,082 0 0 8n8t2010 1,613 47.69s $r1,6IJ $0 s0 692 $174 $,r,606 $31-1 16.39E 64,093

8 2018 lomputer Opemtor Dvdasco. Celia G-5 23,4O4 0 0 pn1n009 1,170 24,574 $5.898 $433 $o 356 $174 1.831 .]85 9,077 33,651

2019 rg Manaqer Lasuana. PiLrr o-16 62,344 0 0 4nt20r0 2,r82 64,526 s15.710 s0 $0 936 fi174 1.8-18 ?3t 1E,889 83,415

20 2020 Warketins Offier U Kono. Reqina L M-14 49,364 0 0 3t23t2010 t,728 sL,092 $12,4.10 $o $0 0 $r74 1,8-t8 r4.6E3 65,775

2 2021 Warketins Officr II Lmn Guererc, Nadine Y M-11 44,524 0 0 4^tzotr 0 44,524 sl 1.2:0 $433 $o 646 $174 ,-rEt 180 14,034 58,5sE

\4arketins Oflicer tr tledlis Resina Ann G M-6 37,282 0 0 9n5t20r0 t.4J4 38,716 $8,688 $433 $0 561 $174 .83E tll tt,925 s0,641

)a 2023 Warketins Officer II Reve. Felixberto S M-5 35.848 0 0 lt24t20t0 1,434 37.282 $ ,034 $433 $0 541 gl74 ,-r81 0 ll.s63 48.E45

24 2024 Warketins Oflicer Camacho. Kmis L-4 31,493 0 0 7t24t2010 .657 33,150 $?.9-16 $433 $0 481 $r74 .8-1E lEs tl,247 44,397

25 2025 forres, Haven L-1 26.520 0 0 6t8t20r0 .657 2E.177 $7,10r $433 $0 409 $r74 ,38r 180 9,678 37,E55

26 2026 Vlarketing Officr \{indo, Jeffrv S. L-7 26,s20 0 0 r2t9t2009 ,651 2E,177 $7,9-16 $433 $0 409 $174 ,3El 180 t0,513 38.690

)1 2027 Marketine of{icer Flitosis. Charlene L-l 26,520 0 0 6n5t2010 ,657 2E,177 $8,688 $433 $0 409 $174 "E38 i-t I 11,773 39,9s0

28 2028 Administmtive Sec.A{arketins Pangelhan, Elaine H-5 u,96E 0 0 3t21/2010 999 25,967 $6,292 $433 $0 377 $174 3,:1.64 -185 LO.E24 36,79r

29 2029 \{arketine Aide Certeza. Annabel R. F-1 17,635 0 0 5^t2020 1,103 1E.73E $7.14t $433 $0 272 $174 $1,8,r8 385 10,243 26,y

TUPPLEMENTAL/COLA CVB nine (9) retires 39,968 39,968

Grand Total: s1.144.945 $0 $o $3r;20 $1.176.265 $296.271 $9,s26 $0 $15.54E $5,044 $46,662 $6,040 $419,059 $1.595.324



IMPACT STATEMENT
GENERAL ADMINISTRATION

FISCAL YEAR 2O1O

PERSOI\NEL SERVICES $1'595'324.00
Th" G"a* Visit".r guriau will require $1,595,324.00 in personnel expenses for Fiscal

Year 2010. This amount covers the salaries of twenty nine (28) staff members, medical

and dental benefits, and retirement contributions at25.20% of gross salary, Medicare,

dental and defined contribution insurance. The amount also include estimated

supplemental and COLA as well as medical and dental benefits to nine (9) retirees in the

amount of $39,968.00

coPYine Machine $50'ooo'oo
The amount of $50,000.00 is requested for Fiscal Year 20IO to cover copy

machine lease cost.

Buildins & Equipment Maintenance $33'074'00
The amount of $33,074.00 is requested for Fiscal Year 2010 to cover

facility maintenance and repairs such as air conditioning, plumbing, and

other common area items.

warehouse storase $34'4oo'oo
the amorrnrof $34,400.00 is being requested for Fiscal Year 2010 for
lease of storage space for printing and promotional materials and official
records.

.Ianitorial Services
The amount of $15,000.00 is requested in Fiscal Year 2010 for
contracted j anitorial services.

$15,000.00

securitv sYstems $3'ooo'oo
The amount of$3,000.00 is requested in Fiscal Year 2010 for contracted

security systems monitoring and maintenance.

Buildins rnsurance $53'223'oo
the-amount of $53,223.00 is requested in Fiscal Year 2010 for insurance

premiums to insure GVB equipment and assets meeting local and federally

mandated coverage requirements :

t.'a

Computer Hardware/Software Support $251000'00

The Bureau is requesting $25,000.00 this Fiscal Year. It will be used for
Maintenance & support service for accounting (MIP).

x Property hazard insurance
xBuilding typhoon insurance

$35,069.00
$18.154.00
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Garbaee Collection $3,500.00
The amount of $3,500.00 is requested in Fiscal year Z0L0 for contracted
garbage collection services.

Lesal Fees $75,000.00
The amount of $75,000.00 is requested in Fiscal Year 20lO for legal fees
in connection with GVB Operations.

Audit Fees $22,000.00
The funding will be utilized for the annual audit of the Guam Visitors
Bureau Operations.

Postal Service $10,000.00
The Guam Visitors Bureau is requesting $10,000 in Fiscal Year 2010
for postage requirements.

Supplies and Materials $26,000.00
The amount of $26,000.00 is requested in Fiscal Year 2010 for supplies
and materials for Bureau operations.

StaffDevelopment Fund $10,000.00
The Bureau is requesting for $10,000.00 for Fiscal Year 2010 for staff
development and training programs both locally and abroad. With
the constant changes in tourism worldwide, the methods of developing,
implementing and managing tourism programs is likewise changing. The
Bureau's staff must keep abreast of these changes particularly in the
fast growing web based and internet marketing fields. Training will include
computer software application, travel-industry sponsored seminars
in marketing, research, public relations.

PROMOTIONAL SOUVENIRS/PR RELATIONS $20,000.00
Souvenirs are provided to visiting off-island dignitaries, travel trade
industry officials and media familiarization tour participants as part of the
Bureau's continued marketing strategy and public relations activities.
Additionally, survey respondents are provided with incentive souvenirs as

a token of appreciation for their time and assistance.

DTJES AND ASSESSMENT $42,385.00
The Bureau is requesting $42,385.00 for this year. The amount will be
used to cover its annual membership dues and contributions to various
travel ffade organizations, as follows:

1. Pacific Asia Travel Association $32,085.00
2. American Society of Travel Agents $1,000.00
3. Travel Industry Association of America $5,000.00
4. PATA Micronesia $3.000.00
5. Travel Tourism Research Association $1.300.00
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UTILITIES

POWER

$L24,488.00

$oo,tzo.oo
The amount of $60,120.00 is requested to cover cost of power utilized
By the Bureau at its present location.

WATER/SEWER $ 16,000.00
The amount of $16,000.00 is being requested for water usage.

TELEPHOI\ES/FACSTMTLEITOLL CALLS $48,368.00
The amount of $48,348.00 is requested for Fiscal Year 2Ol0 to pay for the

Bureau's requirement. To11 calls and facsimiles are transmitted to the

Guam Visitors Bureau Japan Office, all area Marketing Representatives,
Travel Trade Agents and other Consumer contacts during office and Off-
island conferences, promotions, etc.

CAPITAL OUTLAY $2O.OOO.OO

The Bureau is requesting $20,000.00 for this Fiscal Year to upgrade its computers and

Software's including installation. This will also support the anticipated systems

modification in line with planned improvement in GVB networking system and other
miscellaneous up grade.

GRAI\D TOTAL s2.162.394.O0

Page 3 of3
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Government of Guam
Fiscal Year 2010 Budget

Departm ent I Agency Narrative

FUNCTION: Research Department

DEPT. / AGENCY: Guam Visitors Btueau

MISSION STATEMENT:

To grow and diversify visitor arrivals by creating the reasons to visit, attracting visitors from
various markets, providing a destination experience second to none.

GOALS AND OBJECTIVES:

Major Objective(s):

To collecto analyze, evaluate and regularly publish visitor information and other tourism industry
data as accurately and timely as possible, and to otherwise produce information that can support
marketing and promotional efforts of the Bureau and other stakeholders.

Short-term Goals:

Timely distribution of: monthly and quarterly visitor arrival information; data aggregation of all
scheduled exit surveys; dissemination of exit surveys; and research, as requested by the Marketing
Department to enhance their marketing efforts.



BBMRDP.

Decision Package
FY 2010

DepartmenUAgency: GUAM VISITORS BUREAU Division/Section: RESEARCH

rjor Objective(s):
collect, analyze, cvaluate and regularty publish visitor information and other tourism industry data as accurstely atrd

as possible,-and to otherwisJproducc information that can support marketing and promotional efforts ofthe Burcau

other stakeholders.

Short-term Goals:
Timely distribution of: monthly and quarterly visitor arrival infomation; data aggregation ofall scheduled exit surveys;

disseminrtion of exit surveys; and research, as requested by the Marketing Departmcnt to enhance their marketing efforts'

Workload Outpul

Workload Indicator:
F"r 2008

Level of Accomplishnmt
I.r 2009

Atrticipated Level

F r 2010

Projected Level

Iaoan Exit Survevs, Market 13 l3 13

Korea Exit Survcvs, Market l3 13 13

Present & Potential Market Research 2 7 t

Iapan & Korea Marketing Effectiveness , ) 2

Guam Tourism Market Monitor I 5 4 4

Arrival Forms Processinq Maintenance , J a

Arrival Forms Processinq Printing I I I
Reference Library I I I

Activity Description:
The most basic function of the Research Department has been to collect and disseminate visitor arrival stalistics on a monthly,

quartcrly and annual basis. These tasks are accomplished through the following projects:

MONTHLY EXIT SURVEYS' Japan & Korea

monthly statistics ofinteres! gather market segmentation data for analysis on r quarterly basis, gather current issues

q cusfomer profile, satisfactio-n, motivation, activities participation and spending behavior, data aggregatiotr and to

and support other target markets in Jepan and Korea.

PRESENT & POTENTIALCORE MARKET RESEARCH

and quentitative research in country and on Guam to better understaqd the drivers ofvisitor awareness'

mari<et conditions, identify potential ncw markets, to better understand the current perception ofthe Guam

brend from a traveVtourism perspective, especially arnong those in the industry end to measure the value ofGuam as e brand'

& KORtrA MARKETING EFFECTIVENESS STUDIES

to include, but not limited to, depending on marketing intelligence requircments: Pre Ad Launch Testing PostAd

General Market Overview, Branding & Market Development.

M TOURISM MARKET MONITOR
ly reports with updeted data from secondary data sources and econometric-based forecasts to bc used with Guam's

,n"*i."t a"t, in oider to monitor risks, market pcnetration and market potetrtid for visits to Guam. Metrics within

model includc visits, nights, household demographics, iicome and employment growth, purchasing power and six different

of risks

ARRIVAL FORMS PROCESSING: MAINTENANCE' PRINTING

forms processing which generate visitor data tables as required for daily, monthly and special reports' Includes

Preventive Maintenance of the two OpScanl0 scrnners (see attached).

REFERENCE LIBRARY
Maintrining and updating the GVB reference library through traditional and electronic methods'



Function: Research Department

Deparhnent/Agency: Guam Visitors Bureau

Program: Research

BBMR BD.l

11r Resular Salariedlncrements $0 $( s{ $( $( $(

tt2 Overtime/Special Pay

113 Benelits

TOTAL PERSONNEL SERVICES $o $( $( $( $( $(

361 Power ${ $l $( $( fi $l

36;2 Water/ Sewer

363 Telephone/ Toll

TOTAL UTILITIES $( ${ ${ $( $( ${

U SpecifyFundSource
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Schedule B- Contractual

Schedule C - Supplies & Materials

tlnit
Price

Total
Price

Funded in FY2009?

Item Ouantity Yes No

Exit $8.88t $ 53.325.00 X
-r(orea Exit $8,88t $ 53.325.00 X

Present & Potential Market Research I s77,l7s s 77.175.00 X

Iapan & KoreaMmketing Etrectiveness Studies I s77.r75 $ 77.175.00 X

Arrival Forms Processing Scanner Maintenance $25.00( $ 50.000.00 X

Arrival Forms Processing Printine 1 $50,50c $ 50.500.00 X

Reference Library Subscriptions & Supplies I s3.00c $ 3.000.00 K

Total Contractual s 364.500.00

Funded in FY2009?

Schedule D - Equipmenl

Schedule E - Miscellaneous

Schedule F - Capital Outlay



IBBMR DP-ll
Decision Package

FY2010

D.. -,rtmenUAgency: Guam Visitors Bureau Division/Section: Japan Marketing

m Title: Ja Marketi

Activity Description:
Responsible for planning, developing, coordinating and implementing local and off-island promotional programs

and activities aimed at attracting visitors from Japan. Activities are embodied in an annual marketing plan which

forms the basis for expenditure of funds and the dissemination of information of Guam as a tropical resort

destination.

Major Objective(s):
Continue to aggressively promote Japanese travel to Guam by developing programs to meet with and

the market's requirements. Create a favorable situation for travel trade to sell Guam more aggressively;

mers persuit of experience and value; to aim for 1,000,000 visitors from Japan;

focusing on the Tokyo and Osaka regions. To achieve 5.97o market share.

Short-term Goals:
Improve Guam brand image, market Guam as an upscale destination while maintaining appeal for mass travel market

* - -ease impaet of advertising and public relations based upon smart choices of amassadors with greater market appea

- .ie lower share of voice compared competition due to budget constraints and Yen rate 
-."...

Increase support from travel industry in Japan to support Guam

X'ocus on Guam to arv markets Rich OL. Dankai Generation market i

Workload Output

Workload Indicator:
F',Y2008

Level of Accomplishment
FY2009

Anticipated Level
F"r 2010

Projected Level

laoan Branch Office 1 1 1

Osaka Representative Offi ce 1 1
a

Public Relations Retainer I I I

Public Relations/Misc. Expenses ?5 20 30

Publicity Programs 1 1 1

Sales Development 25 zo 20

TV Spot Commercials or TV sponsorship 3 4 6

New Creative for TV Commercials 4 5 12

Events on Guam 1 2 2

Incentive Program T 7 7

Trade VIP Reception 1 1 I

Sales Kit/Copies of PR Film IJ 15 15



Government of Guam
Fiscal Year 2010

Budget Digest

[BBMRBD-l]

'Agency: Guam Visitors Bureau

/an Market

V Specify Fund Source



IBBMR TA-U
Schedule A - Off-Island Travel

\c-r1trl€DUAgency: Guam Visitors Bureau

,bn: Marketing
Program: Japan Market

Purpose / Justifieation for Travel

Cuam AnUassadorAt Large Caravan - Focused on highlighting Guam's culture and uniqness, GLPs are conducted in
two formats. One includes a full cultural entertainment group and the other features 3 Miss Guam's visiting travel

agents to meet direclty with media and consumers in a particular city. Guam has direct flights from nine ports from

Japan. Consumer shows are planned throughout the year in secondary cities with direct flights in Japan. We anticipate

18showstotal(twopercity)inSapporo,Sendai,Niigata,okayama,Hi"
fravel Date: Various No. of Travelers: 90 1/

Position Title of Traveler(s) AirFare Per diem 2l Registration Total Cost

GLP- Sapporo

Miss Guam (3 pax) s 1,500.00 $ 3,042.00 $ $ 4,542.00

Marketins Staff $ s00.00 $ 1,014.00 s $ 1,514.00

CHC Staff $ s00.00 $ 1,014.00 $ $ 1,514.00

GLP- Sendai

Miss Guam (3 pax) $ 1,500.00 $ 2,790.00 $ $ 4,290.00

Marketing Staff $ s00.00 $ 930.00 $ $ 1,430.00

^'-<.Staff $ 500.00 $ 930.00 $ $ 1,430.00

,-N

Miss Guam (3 pax) $ 1,500.00 $ 1,818.00 $ $ 3"3f&00

Marketins Staff $ s00.00 $ 606.00 $ $ 1,106.00

CIIC Staff $ 500.00 $ 606.00 $ $ 1,106.00

GLP- OkaYama

Miss Guam (3 pax) $ 1,500.00 $ 2,781.00 $ $ 4,281.00

Marketine Staff $ 500.00 $ 927.00 $ $ 1,427.00

CIIC Staff $ 500.00 $ 927.00 $ $ 1,427.00

GLP- Hiroshima
Miss Guam (3 pax) $ 1,500.00 $ 2,430.00 s $ 3,930.00

Marketing Staff $ 500.00 $ 810.00 $ $ 1,310.00

CIIC Staff $ 500.00 $ 810.00 $ $ 1,310.00

GLP- Fukuoka
Miss Guam (3 pax) $ 1,500.00 $ 3,222.00 $ $ 4,722.00

Marketine Staff $ 500.00 $ 1,074.00 $ $ 1,574.00

CHC Staff $ 500.00 $ 1,074.00 $ $ 1,574.00

GLP- Nagoya

Miss Guam (3 pax) $ 1,500.00 $ 3,177.00 $ $ 4,677.00

Marketing Staff $ 500.00 $ 1,059.00 $ $ 1,559.00

CHC Staff $ 500.00 $ 1,059.00 $ $ 1,559.00

' Osaka

Ir/hss Guam $ 1,500.00 $ 3,087.00 $ $ 4,587.00

Marketing Staff $ 500.00 $ 1,029.00 $ $ 1,529.00

CHC Staff $ 500.00 $ 1,029.00 $ $ 1,529.00



GLP- Tokyo

Miss Guam (3 pax) $ 1,5oo.oo $ 3,672.00 $ $ 5,172.00

Marketing Staff $ 500.00 $ 1,224.00 $ $ 1,724.00

^t-'.Staff $ 500.00 $ 1,224.00 $ $ 1,724.40

Miss Guam (3 pax) $ 1,500.00 $ 3,042.00 $ $ 4,542.00

Marketing Staff s 500.00 $ 1,014.00 $ $ 1,514.00

CHC Staff $ 500.00 $ 1,014.00 $ $ 1,514.00

GLP- Sendai

Miss Guam (3 pax) $ 1,500.00 $ 2,790.00 $ $ 4,290.00

Marketing Staff $ 500.00 $ 930.00 $ $ 1,430.00

CHC Staff $ s00.00 $ 930.00 $ $ 1,430.00

GLP- Niisata
Miss Guam (3 pax) $ 1,500.00 $ 2,781.00 $ $ 4"281.00

Marketing Staff $ 500.00 $ 927.O0 $ $ 1,427.00

CHC Staff $ 500.00 $ 927.00 $ $ 1,427.00

GLP- Okayama
Miss Guam (3 pax) $ 1,500.00 $ 2,781.00 $ $ 4,281.00

Marketing Staff $ s00.00 $ 927.00 $ $ 1,427.00

CHC Staff $ s00.00 $ 927.00 $ $ 1,427.00

GLP- Iliroshima
Miss Guam (3 pax) $ 1,500.00 $ 2,430.00 $ $ 3,930.00

Marketins Staff $ 500.00 $ 810.00 $ $ 1"310.00

Staff $ 500.00 $ 810.00 $ $ 1"310.00

r tr'ukuoka

Miss Guam $ 1,500.00 $ 3,222.00 $ $ 4,7tr'00

Marketinq Staff $ 500.00 $ 1,074.00 $ $ 1,s74.00

CHC Staff $ 500.00 $ 1,074.00 $ $ 1,574.00

GLP - Nagoya

Miss Guam (3 pax) $ 1,500.00 $ 3,177.00 $ $ 4,677.00

Marketing Staff $ 500.00 $ 1,059.00 $ $ 1,559.00

CIIC Staff $ 500.00 $ 1,059.00 $ $ 1,559.00

GLP- Osaka

Miss Guam (3 pax) $ 1,500.00 $ 3,087.00 $ $ 4,587.00

Marketing Staff $ 500.00 $ 1,029.00 $ $ 1,529.00

CHC Staff $ s00.00 $ 1,029.00 $ $ 1,529.00

GLP- Tokyo

Miss Guam (3 pax) $ 10500.00 $ 3,672.00 $ $ 5,172.00

Marketine Staff $ 500.00 $ 1,224.00 s $ 1,724.00

CHC Staff $ 500.00 $ 1,224.00 $ s 1,724.00

PurDose / Justification for Travel

ZOOZ two organizations combined making the largest travel
-r'--v in Asia. Now an annual event, Guam is represented at various activities catered to travel agents and consumers

!e delegation is sent to maximize Guam presense at the show

Date: Seplember20l0 No. of Travelers: 11 ll



Position Title of Traveler(s) AirFare Per diem 2l Resistration Total Cost

Governor $ s00.00 s 1.591.20 $ $ 2,091.20

'Lad $ 500.00 $ 1,224.00 $ s 1,724.00

-ror, Chair of Tourism s 500.00 $ 1,591.20 $ $ 2,091.20

JGTAPresident $ 500.00 $ 1,591.20 $ $ 2,091.20

GVB Board Chairman $ 500.00 $ 1,530.00 $ $ 2,030.00

GVB Japan Marketing Committee Chairman $ 500.00 $ 1,530.00 $ $ 2,030.00

GVB General Manager $ 500.00 $ 1,530.00 $ $ 2,030.00

GVB Deputy General Manager $ 500.00 $ 1,530.00 $ $ 2,030.00

GVB Japan Marketing Officer $ 500.00 $ 2,040.00 $ $ 2,540.00

GVB Marketing Staff s s00.00 $ 2,040.00 $ $ 2,540.00

GVB Marketins Staff $ 500.00 $ 2,040.00 $ $ 2,540.00

$ $ $ $

$ $ $ $

Purpose / Justification for Travel
ierdivingdestination,theMarineDiveFairisanannualshowheldin

Tokyo, Japan. With the tremendous support of the local dive companies, Guam is able to promote effectively to

potential travellers and repeat visitors alike.

Travel Date: April 2llll0_ No. of Travelers: 2 1l

Title of Traveler(s) Air Fare Per diem 2l Reqistration Total Cost

rVlroi'Guam $ 500.00 $ 1,632.00 $ $ 2,13e00

GVB Marketing Staff $ 500.00 $ 1,632.00 $ $ 2,132.00

Purpose / Justification for Travel

Sappoto S"ow fotival - scheduled during February, Guam continues to attract media and consumers to our snow

carvings featuring Guam's natural enviroment. Chefs from various participating hotels work 12 cold hours in the snow

competeing with international teams.

Date: February20l0 No. of Travelers: 3 ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

Chefs (3 pax) $ 1,500.00 $ 7,098.00 $ $ 8,598.00

$ $ $ $

Purpose / Justifrcation for Travel
ars ago, the Kashiwa Festival provides for an

hange of culture and travel between our two areas. The city of Kashiwa has continued to send students for a

ral exchange program and are interested in increasing this activity.

Position Title of Traveler(s

:l Date: Julv 2010 No. of Travelers: J- tl

Board Member 1,530.00 2,030.00



GVB Deputy General Manager $ 500.00 $ 1,530.00 $ $ 2,030.00

Miss Guam $ 500.00 $, l'224.00 $ $ 1,724.00

$ $

Purpose / Justification for Travel

gs.QuarterlymeetingsareheldwithtravelindustryrepresentativesinJapan
in the three largest areas of arrivals for Guam. Meetings in Kanto (Tokyo), Chubu (Nagoya) and Kansai (Osaka) are

scheduled to discuss concerns of the travel industry. One meeting is held on Guam.

Travel Date: Various (3 trips) No. of Travelers: 3 ll

Position Title of Traveler(s) AirFare Per diem 2l Registration Total Cost

General Manager (3 trips per year) $ 2,400.00 $ 4,140.00 $ $ 6,540.00

$ $ $ $

1/ Provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations
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Schedule B- Contractual

3.697,519.78

229,74r.00

Schedule C - Supplies & Materials

Schedule D - Equipment

Schedule E - Miscellaneous

Schedule F - Capital Outlay



Government of Guam
Fiscal Year 2008 Budget

Equipment / Capital and Space RequireEent

[BBMRELII

tion :

--partment/Agency: Gurm Visitors Bureau
Progran: Japan - Tokyo Office



IBBMREI-TI
Government ofGuam

Fiscal Year 2008 Budget
Equipment i Capital and Space Requirement

ioon :

Department/Ag€ncy! Guam Visitors Bureau

Program: Japan - Osaka Office

nnirrPMENTi.APITAI, LISTiNG:. ;;;;-l CommeDts
Description 0uantifv

Wnrkins T)esk z Dailv

Iable for Meeting )ailv

Chair for workins desk )ailv
l^heir fnr I\ 9 Dailv

rv recessary base

rmssmbas
MD/CD Plaver rtressaw Dase

?ssonal Comouter 3 ilailv 2 for Osaka staff and one is broken
) fnr ocqlre qfeffand one for Meeting

felenhone 3 Dailv

Dailv

rime crd rwordins maohine 1 Dailv

Air Conditioner Dailv
)ailv
NA rroken

lI€ater
1 }ilv in winra

Fleclric Fan
-)oih, i

Cabinet Dailv

2 Dailv

-ockef
Dailv

-Camera for Mac rof so oftfl

Mitrowave Dailv

Refriserator Daily

FIotmt
I Deilv



BBMR Form 824

FY?O1 O IMPACT STATEMENT

DEPARTM ENT:
PROG RAM/DIVISION:

SUMMARY

MARKET OVERVIEW

MARKETING
JAPAN

Review of Japan Outbound Traffic

Early forecasts for the outbound market for Japan have outbound traffic
decreasing by as much as 7 .60/o versus last year.

Due to the strong Yen and weak won, Korea has shown increases in Japanese

arrivals. lncrease arrivals to Korea have been as high as7?o/o versus last year.

.Other destinations in Asia who have experienced dramatic effects of the

exchange rate have also increased including Malaysia, Bali and Vietnam.

Unfortunately the US Dollar while devalued in comparison to the Yen, is not as

great as an economic value to boost tourism arrivals to positive.

At the onset of it reaching Japan's shores, the outbreak of Novel Influenza

(H1N1) in Japan has caused a drastic decrease in overseas and domestic travel.

While Guam currently is considered a Hl Nl free destination, there is fear of
going to places with large groups of people and places that may contain

international travelers. The recent outbreak of H1N1 in the Kansai region has

reached over 300 confirmed cases, closed over 4,800 schools and cancelled

events.

CONDITIONS IN THE MARKET PLACE

A. Strengths

Well known and mature destination image in Japan'
Short distance - just about 3 hours flying time from Japan

Many access points from JaPan

The closest tropical resort island in the south wlth full tourist facilities



Variety of choices in things to do - shopping, gourmet meals, sports,

relaxation
Safe, clean, friendly and affordable.
Guam's changing image to fit Japan's travel trends
Natural Beauty

B. Weaknesses
1 . Processing Delays

Delays at the airport on Guam have raised concern among the travel trade. \
Coniumer complaints have been made regarding the time it takes for arrival and

departure procedures at the airport. There are instances in which the time

spent in line at Guam's airport nearly matches the 3-hour flight time to Japan.

lncreased requirements for processing such as fingerprinting and photos of all

inbound international passengers significantly amplified processing times.

2. Increase of competitors in the market place

Aggressive competition in Japan continues to dilute the shrinking outbound

from Japan.

ln addition to the decrease of arrivals from Japan, the dropping of the US: Yen

exchange rate from 105 to as low as 95 affected marketing plans. Our share of

voice through advertising and promotional activities was lowered then originally

planned. The total volume in advertising spending to maintain attention and

focus of the traveling public as well as the travel industry must remain at least

equal to, if not more than, Guam's competing destinations.

C. Opportunities

1 . Guam's Changing lmage
Guam continues to work on our brand image in Japan trying to attract higher

income visitors to our island. In the past few years we have seen progress in

this area. In FyZ005 those with an income of YenTM or more made up 9o/o of

the total arrivals from Japan, in FY2008 this number has increase to 360/o-

u:t/ "s.lI
t["+"1

f inc 4ir{

Despite issues with their retirement, the senior market in Japan posses a 9reatl {1r3*;i-
opportunity for Guam. With our short distance for travel and the convenien"" I ;;; e,\dF"\

of nine cities with direct flights to Guam, our island is an ideal location. I 
u



lmprovements must be made to existing facilities to cater to this ,g" gtorp\
including, cultural facilities, historical facilities (Guam Museum) and medical 

l
facilities.

2. Sports Tourism
The Japan Football Association continues to take advantage of our year round

weather for their training camps. In FY2009 Guam was the training location for
nine professional soccer teams from Japan. In order to take full advantage,

additional facilities must be built and most importantly maintained.

Guam was the host location for the Junior Pan Pacific Swimming Championships.

Featuring teams from through out the Pacific Rim including the United States,

Canada, Japan, China, Australia and Macau.

The Japan Ladies Professional Golfers Association held an official tournament on

Guam. This event differs from the Guam Governor's Cup Ladies Golf

Tournament that is an invitational tournament. This marks the first time the

association has held an official tournament outside of Japan. The tournament

included a Pro-AM Tournament and many Japanese golfers flew to Guam for the

opportunity to play with a professional golfer. Events such as these not only

bring more attention to our profile as a sports destination but also drew visitors

to attend and participate.

3. Social classes
Distinct social classes have been emerging. The perception of a complete

middle class society is losing its hold. There are approximately 1.3M millionaires

in Japan, who are being targeted aggressively by various industries from luxury

automobiles to resort destinations. with improved customer service and

upgrades of infrastructure, Guam is uniquely positioned as a quick getaway

overseas destination for this group

D. Threats

1. Competition

Japan's outbound has begun to flatten, and there has been an increase of
competition in the market place. Our known competitors such as Hawaii and

oal-
a^bp,rt

V*Wll



Okinawa continue to increase spending. New competitors are entering the
inarket such as California.

2. Airline Seat Capacity

ln FY2008 Guam lost the airline services of All Nippon Airways. Although other
airlines increased capacity to make up for the reduction, Guam must show
increases in arrivals to maintain seat capacity. Changes and cancellations in
flights have a negative effect and generally result in a decrease in demand.

3. Financial

As the global economic crisis continues, the people of Japan are reducing overall

expenses. The affect of the tightening of purse strings is demonstrated on the
decreases overall for Japan's leisure travel.

MARKET OBJECTIVES

1. Mission Statement

Aggressively promote Japanese travel to Guam by developing
programs to meet with and satisfy the market's requirements,
taking into account the following factors:

o Consumers continue to pursue real value, excitement, novelty
and "real" things
o Stronger marketing and communications investment

Marketing Goal

o Continue to market aggressively to increase the arrivals from
targeted market segments

o Increase length of stay and spending.

Achieving the Marketing Goal

Budget Requirements based on 2010 Marketing Goal

Anticipated Overseas Travelers: 14,772,219

2.

3.



Marketing Goal to Guam:
Market Share

871,561 visitors
5.9 o/o

Year Total Budget
FY2003 $8,022,1 11

FY?AO  $7,612,427
FY2005 $7,1 1 7,467
FY2006 $6,093,190
FY2007 $5,984,000
FY2008 $6,180,356
FY2009 $6,016,654
FY2010$6, 01 6,654

Cost per pax ($) (Yen)

12,31 1,478.00
8.96 1 ,O7 4.OO

8.7 4 917 .70
6.33 665.05
6.41 673.26
6.98 705.40
8.16 832.42
6.90 704.14

$6.016,654.39 for Advertising Special Promotions & PR

Budget
Estimated Cost Per Pax: $6.90

Yen Rate
1 20.00
1 20.00
105.00
105.00
10s.00
101 .00
102.00 (est.)
102.00 (est.)

Objective and Strategy

Obiective
Achieve 5.9o/o of Market Share out of Japan Overseas Travel

Strategy
. Reposition Guam's Brand lmage and run as an overall umbrella

campaign throughout the year.
. Media marketing will be the primary driver to deliver the GVB

messages.
. Periodically, launch marketing campaigns appealing to target

market segments.
o Simultaneously launch programs on Guam that support the

campaigns.
. Utilize the travel agents marketing channels as a media to

reach potential overseas travelers.
o Participate in travel fairs and travel seminars to demonstrate

attractiveness of Guam as tourist destination.

Key Consumer Targets



Primary Target Market Segment:
1 . Family
2. Rich/lnfluential OL

3. Dankai Generation (active senior market

Secondary Target Market Segment
1. Group Market
Z. Wedding
3. Sports Activities market

Following channels will be utilized to achieve objectives

a. Media Marketing - for Consumer
o Paid Advertising
e Public Relations
o Sales Promotions
r lnternet

Travel Agent Marketing
o continue to encourage travel agencies to sell Guam, because they are

in direct contact with potential visitors.

ADVERTISING

Objectives

Advertising, public relations and promotional activities are important elements
for marketing or selling things to the general public. lmportant factors for
marketing are product, price, place and promotion, which include communication
activities such as advertising, public relations and sales promotions. People's

decision-making process is normally: .AWARENESS - INTERESTS - DESIRE -

MEMORY - ACTION", which means people do not buy items in which they have

no information.

Maintain and encourage the travel industries interest and desire to sell Guam

and make package tour that meets our strategy



Strategy

. Establish Guam's brand image and market it throughout the year as an

overall umbrella marketing message
Be usable throughout the year
Promote its close proximity, tropical climate, unique cultural
traditions and safetY
New attractions and rich natural beauty

. Marketing tagline "Touch The Guam" should identify Guam's brand image

a. Simple and unforgettable
b. Appropriate for all target markets and all campaign schemes

throughout the year
c. Easy to remember
d. Easy to refer to
e. Continued use over a long period of time

o Effectiveness of marketing of Guam's Brand lmage to be measured by

Research activities lead by Research Department on a consistently basis

throughout the year
All activities related to Disaster Management also should be included in
this category
Aggressively solicit co-op advertising with industry players both on island

and in Japan to maximize effectiveness of our limited budget
Differ the message by its media
Provide information for each target through web site
Manner and tone should be the same to each target market

PUBLIC RELATIONS

Objective

Promote consumer awareness and positive perception of Guam to differentiate
from competitors.
Establish travel industry firm "willing to sell" Guam.

Strategy

We will continue to see drastic price competition in fiscal year 2010' ln such an

a

o

a



environment, we need to maintain our identity or we will face enormous losses.

Solution

Concentrate media tie-in activities utilizing mainly print media. The following

media tie-in programs will be arranged for FY2010:

o Magazines will be the primary media to reach the target market segments.
. The contract for the PR seruices provider will include meeting goals and

objectives with a monthly retainer fee and performance-based quarterly

incentives.
. Targets will be quantifiable and measurable.
. Performance appraisals on achieving goals will be conducted on a

quarterly and camPaign basis.
. The monthly retainer fee will cover the following four primary

responsibilities:
a. Generate editorial coverage by inviting magazine editorial teams to

Guam on a quarterlY basis

b. Generate editorial coverage by inviting the magazine's readers to
Guam as reporters - pre & post visits - 2 times exposures.

c. Create editorial coverage by offering promotional gifts for a
magazine's own promotional program as Present Publicity.

d. Creation of Familiarization Tours to Guam for editors-in-chief and/or

deputy editors-in-chief of target magazines to increase pro-Guam

publishers/editors in publication arena.
. The five key criteria for selecting target market segment magazines are:

To implement and execute GVB's marketing plan and strategies, these programs

are very effective to reach both consumers and travel trade.

SALES PROMOTIONS

. lmpact potential overseas travelers to Guam through various promotional

activities,
. Various promotional activities will include:



Tie-up promotional activities with other companies' sales activities.
Participate with GVB members in travel fairs such as JATA/WTF in

Kanto, Tour Exposition in Kansai to demonstrate Guam's tourist
attractions to travel trade and consumer attendees.
Conduct and/or participate in various tourism seminars.

Work with other Japan tourist organizations in cross-promotional
programs.

Key Consumer Targets and Key Benefits

Primary Market Segment:
1. Family (including three generation)
2. Dankai (Senior) and Rich OL

3. GrouP Market

Secondary Market Segment
1. Wedding and Honeymoon
2. Sports Activities including Diving/Water sportslTennis, etc.

Area Strategy

Nationwide

PROGRAMS BY TARGET MARKET

ADVERTISING $4,1 61 ,?43.39

Campaiqn by Tarqet Market
All Markets
Coopirative AdVertisiri$/Special :F-romotiohs $ 1 ,'5'56,473.O2

o Matching funds from Guam or Japan industry partners
o Message consistent with Guam Branding lmage
o Coop advertising with travel agencies, airlines and private

companies in Japan
AD Various mediums
Timing: Throughout the

All Markets
Guam Event Mar:ketin $49 8,03 9.00

a.

b.

c.

d.



o Promote Guam Events such as the Guam Ko'ko Road Race, the

Guam Micronesia lsland Fair, Agat Mango Festival, dance festivals

and competitions, Guam Beach Walk Month
. Encourage interaction of our Japanese visitors with the local

population
o Promote immersion tourism

AD Magazine
lnternet

Timing: Throughout the

Primary Market
oa'iiaitRffi ,,OE'Goa'mgrafid''rlmag'e'Adve'rfisi4"

o Brand image media campaign throughout year
o Reposition Guam's brand image and market it throughout the year

as umbrella marketing
o Direct approach through media marketing such as TV ad, Print

media ad

AD TV Program sponsorship (6 months in major cities)
Magazines
Posters
lnternet (search portals, social sites, e-magazines)

Timing: Throughout the year

Primary Market
Family Target - $2 50,000.00

e Coop marketing with travel agencies through campaign brochure,

handouts, flYers, Posters, Internet
. Special Campaign focusing on Summer vacation period - July -
September

AD Magazine advertising and advertorials
Internet

PR TV Tie in programs, Print Media Tie-in Programs

Primarv Market



Group/lncentive/Student Mapket - $200,,000.00

o Increase in-group and incentive market is on the rebound
o Total group including Incentive Groups marked approximately
4Oo/o of total visitors in the Past
o Coop Marketing with Travel Agencies is an essential approach to
this Market - group sales activities, coop. programs, travel agent

brochures
o MICE Market
o Media marketing through Internet
. Aggressively approach Corporate Planners initiated by GVB Japan

office
o Establish good relationship through frequent sales calls
o Seminars
r Familiarization Tours
. Marketing target should be quantifiable for performance

evaluation
o Production of promotional materials
Timinq: Throuqhout the Year

Secondary Market
+; ;;.r..: :w.-a affi ark"t,

. Direct approach through media marketing such ?s, special

promotions, PR and internet
r Marketing

AD Magazine (nationwide)

PR/Media tie-in
Magazine
lnternet

Timing: Throughout the Year

PUBLIC RELATIONS $400,000.00

1." +Eiij,gi;:::e*"€?:l:j?i,':1:::;':*F:t|,9i:81t-.&.tlIE

The PR retainer contract gives clients the following four (4) merits compared

with a spot-basis PR contract.



(a)

(b)

(c)

(d)

Client can obtain more effective PR effects because of
well-planned and orchestrated PR activities through a
certain length of period.
Establishment of better relationship between the client
and media companies through regular contact like

dispatching regular news releases and personal visits.
Agency can develop more effective PR programs with
its deep knowledge and understanding of the client
needs.
Lower fees than spot-basis contract.

The PR Retainer fee includes:
a. Press Releases to magazines, newspapers, news organizations and travel

organizations
b. Day to day base sales activities to publishers to recruit magazines and

general editorial coverage, reader as reporters program, present publicity
program and invitation of Familiarization Tours

c. Set target numbers of editorial coverage through'magazines on a
quarterty basis and conduct quarterly evaluation for performance

appraisal
d. Clipping service with English translation of heading

The most important role is to establish and maintain the relationships with the
Japanese consumer and travel media through dispatching press releases and

making courtesy visits. The anticipated result is to increase coverage of Guam

in the respective media, whether it is print or electronic.

Activities such as airfares, hotel accommodations, car rental, coordination fee

on Guam and other related expenses for PR activities and programs.

Includes expenses incurred when press releases are sent.

TRAVEL FAIR & CONSUMER SHOW $412,000.00



The following special promotions will be conducted to attract potential visitors

to Guam competing with other destinations.

KANTO REGION (Tokyo )

Uarine Diving Fair is Jiprn'r only dive show. This allows the Bureau along with

the support of Guam's diver operators to showcase Guam's undenruater life.

Total two (2) booths sharing one each with Guam Diving lndustry Association

will be set.

This show will be the largest travel fair in Japan and be held every year from

2003. The JATA Travel Mart has merged with World Travel Fair and reincarnated

as "JATA World Travel Tourism Congress and Travel Fair" to satisfy the travel

industry's needs; to reinforce the respective functions for being an annual

event, to provide more value, convenience and opportunities.

A targe number of organizations from a wide variety of circles, primarily

overseas government tourist boards, will exhibit at the JATA World Fair 2003.

This event will offer participants a chance to engage in active business

negotiations and information exchange.

Approximately 30,000 buyers from the world, with primary focus on JATA

affiliated travel companies, will visit this fair to engage in active business

negotiations and information exchanges.

Total twenty (16) booths has been reserved for industry partners for booths

and stage. Bureau plans to sponsor lanyards and occupy one (D booth.

O"rign"d to work those who received the title of "Honorary Ambassador At
Large, promotions will be planned in the nine cities with direct flights to help

attract consumers to the island. These activities will take place in high traffic
with select courtesy calls to various media and

FRIENDSHIP EVENT



wi Festival tI/rlvr\4vl

Upon the signing of the Kashiwa-Guam Sister City Agreement in November

1991, Guam has taken an active role in maintaining a close relationship with

the Kashiwa City officials and citizens alike. The Guam Visitors Bureau has

been invited by the Kashiwa City officials headed by Kashiwa City Mayor to
the Annual Kashiwa Festival every year for the past 12 years. The Guam

delegation participates in the festival parade, the Miss Kashiwa Beauty

contest, a courtesy call to the Mayor of Kashiwa and chairman of Kashiwa

Chamber of Commerce and Industry as well as a reception to Guam/Kashiwa

Friendship Association.
Target:

Timeline:
Venue:
Program:

Cost:
Tie-in:

Males/Females between 20 - 30 years of age

Families with children
July 2010
Kashiwa City, Japan
Participating in festival Parade
Courtesy calls to Mayor and Chairman of Chamber of

Commerce
Reception for Guam/Kashiwa Friendship Association

$5,000.00
while it promotes close relations with our sister city, the
festival supplements advertising and public relations

activities targeting the primary and secondary market.

In addition to the Kashiwa City events, Kashiwa officials and citizens also

visit Guam during the year for a friendly mission. During this time, student

exchanges as well as friendly high school basketball games are organized

between Kashiwa and Guam.

To keep good international relationships with Guam's sister cities and

organizations, the following smaller scale promotions are planned in Japan and

Guam.



o Research in Japan to ensure effective and efficient use of limited funds
o Research the target base perceptions of Guam in Japan

Recent completed studies have allowed the Guam Visitors Bureau to regroup

and provide a sounder message to potential travelers to Guam. Studies should

be completed on an annual and per project basis to ensure the direction.

MARKET DEVELOPMENT $1 10,000.00

To develop
promotional
promotions
destination.

and maintain relations with the Japanese travel
activities are scheduled in FY2009. The

is to increase awareness and knowledge of

trade, the following
objective in trade
Guam as a resort

Started in 1993, the Hafa Adai - Guam Study Tour has been successful in

increasing awareness of Guam and its offerings to the Japanese travel trade.

During their three to four day visit on Guam, the travel agents experience the
various facilities and amenities that Guam has to offer their visitors. By

experiencing the product and services first-hand, they will become better
educated when selling Guam to their clients as a leisure resort destination.

A study of the Effectiveness of the Guam Study Tour 1996 was conducted in

December 1996 by the Japan Rdsearch Consultants under the supervision of
the Guam Visitors Bureau (GVB) Research Department. The total respondents

of the survey were 148 participants, consisting of 132 travel agents while the

remaining 1 6 were media and/or airline representatives.

According to the survey, 49o/o were very satisfied with the tour and 47o/o were

somewhat satisfied with the tour. Only 3% were not satisfied with the tour.

Therefore, the study tour has proven to be an effective tool in enhancing the

travel trade participants' awareness of Guam's latest products and services.

Target:
Timeline:

Travel Trade
May 2010



Venue:
Program:

Participants:

Cost:

Guam
Half day seminar/slide presentation
Optional tours
Mini Travel Trade Show
Hotel lnspections
Welcome Reception
20 travel agents/per gateway/per airline
Total 260 pax throughout Japan
Seven (7) travel trade media from Tokyo
Airfare - in kind from airlines/Accommodation - in kind
from hotelier/Welcome reception/bus
transportation/meals seminar/ slide presentation/Mini
Trade Show expenses equipment/facility fees.

With great support from tourism industry partners, in-kind contributions are

received for this annual event. Because of the strong impact and effectiveness
of this familiarization tour, the airline tickets and hotel accommodations have

been given complimentary for the past seven years.

With the diversification of company's subsidized travel market (lncentive Group

Travel), incentive travel has been classified into the following three (3)
categories.

(1) "Shain-ryoko" - Company staff traveling, under Japanese tax
exemption scheme

(Z) "lncentive Tour" - Company incentives for clients, usually under

company sales promotional scheme. Companies invite their clients
to their planned travel for incentive purpose.

(3) "Hosho-ryoko" - Company incentive travel for staff under company

staff promotional scheme. This is another type of incentive travel
that a company awards the staff for excellent performance and/or
for company service with overseas travel.

This program is one of the most important activities that GVB does to promote

Guam as an incentive resort destination. According the to the recent AB Road



survey, Guam was ranked 4 among 299 resort destinations making a strong
showing in popularity for company incentive travel. In addition, approximately
24o/o of total Japanese arrivals to Guam represent this market segment.

The incentive program is designed to cover Japan with support of airline
companies serving flights to Guam in selecting potential travel agents who
directly deal with clients and tour planners. Our objectives are to encourage
planners to select Guam as an ideal incentive resort destination for potential

cfients they deal with and are to give them attractiveness and updated
information of Guam.

The basic strategy for the implementation of this program in the various regions

is as follows:
The program is utilized to increase awareness of Guam. More importantly, it is
used to educate the travel agents and incentive planners on Guam being the
ideal resort destination for leisure and incentive travel. The program targets
seminars in eight (8) cities in Japan - Tokyo (Kanto), Osaka (Kansai), Nagoya
(Chubu), Sendai (Tohoku), Sapporo (Hokkaido), Fukuoka (Kyushu), Okayama and

Niigata (Tohoku).

Target:
Program sponsorship

trade and media.

Travel Trade Industry
of receptions for visiting dignitaries in the travel

Target:
For business meetings

sales activities.

Travel Trade Industry
held within Japan for the Tokyo and Osaka staff

Target: All target markets
For maintenance, equipment and upgrades of data and web coordinator.



To attend important meetings such as the Japan Guam Tourism Council

and address any unforeseen situation or unique opportunity that requires
travel from Guam to Japan.

Budget Allocation by Activity

2OO9 BUDGET BREAKDOWN

Administration
Advertising
Public Relations
Travel FairlConsumer Show
Events in Japan
Evaluation/Market Research
Market Development

$ 828,41 1.00
$4,1 61 ,243.39
$ 400,000.00
$ 412,000.00
$ 5,000.00
$ 1 00,000.00
$ 1 10,000.00

TOTAL $6,0 1 6,6 54.3 9



IBBMR DP-II
Decision Package

FY2010

uepartment/Agency: Guulq l4q4grs Iglglg Division/Section: Marketing

Title: Korea

Activity Description:
This budget will be responsible for planning, developing, coordinating and implementing local and off-island promotional

programs . Activities will be aimed at athacting visitors from our neighboring Micronesia and maintaining relationships

with the travel indusbry in the Pacific/Asia region. Programs are incorporated in an annual marketing plan that forms the

basis for expenditure of funds and dissemination of information on Guam as a world-class destination.

Major Objective(s):
1. Continue high visibility and presence in the marketplace

2. To increase the Korean visitor arrivals to llYo in 2010 compared to last year

3. Build up the image of Guam as a destination accommodating all the age groups form youth to senior

Short-term Goals:
I Create environment so that other airlines must provide service in Guam'I 

Achieve 10% of total Korean Guam travelers to Guam in FY2010 goal pax of 102,300

Increase air seat capacity
Maximize publicity exposure

Position Guam as the destination of benefits for

Workload Outnut



Guam Visitors Bureau
Fiscal Year 2010

Budget Digest

[BBMR BD.II

rctio-'Tourism

^/Agency: Guam Visitors Bureau

rgram: Marketing - Korea

A B c D E F

\s400

.ccount

Code Appropriation Classification

FY 2008

Expenditures &

Encumbrances

FY 2009

Authorized

Level

Governor's Request

FY 2010

General

Fund

FY2010

Federal Match

Fund(s)

FY 2010

Other

Fund U

FY 2010

Total Req,

(C+D+E)

U SpecifyFundSource



IBBMRTA-11
Schedule A - 0ff-Island Travel

Departm enUAgency: GUAM VISITORS BUREAU
Division: Marketing
Program: Korea

Prrrnnse / .Iusfifi cation for Travel
rea with the ParticiPation of

travel industry-related companies and organizations from over 40 countries all over the world. GVB has been one

of the msot active exhibitois since the past l0 years. For three consecutive years at the KOTFA, GVB won the BEST

Booth Desien Award from the event organizers.

Iravel Date: June 2010 No. ofTravelers: 7

Position Title of Traveler(s) Air Fare Per diem Registration Total Cost

f]anorol M $ 700.00 $ 11312.50 $ $ 2,012.50

Marketins Manaqer $ 700.00 $ 1,400.00 $ 2,100.00

Marketins Officer $ 700.00 $ 1.400.00 $ $ 2.100.00

Purnose / Justification for'liavel
generaf consumer in Seoul' Busan'

Daegg" and Incheon. GVB will bring entirtainers and dancers to perform on stage. GVB will alsoconduct travel seminars

andiourtesy visits to continue to hgilight ttre importance of Korea's secondary cities to Guam as the Bureau

confinuallv seeks to imolement t.n itar iiehts from Busan and a second airli4e by increasing travel &
Travel l)ate: October 2009 No. ofTravelers: 2

Position Title of Traveler(s) Air Fare Per diem Registration Total Cost

Morlzofino M $ 700.00 s 1.400.00 $ 2.100.00

Marketins Officer $ 700.0tf $ 1,400.00 $ s 2.100.00

eoul' Busan' Daegu'

and Incheon. GVB will bring entertaineri and dancers to perform on stage. GVB will also conduct travel seminars

and courtesy visits to continrie to highlight the importance of Korea's secondary cities to Guam as the Bureau

nnntinrellv seeks ro imnlement r"*il* flinhtu from Busan and a second airline by incteasittg t au"l de-and'
o' ofTravelers: 2fravel Date: April and MaY 2010

Position Title of Traveler(s) Air Fare Per diem Registration Total Cost

Mortzorinc Monoaan /v?l $ 1.400.00 $ 2,800.00 $ 4,200.00

Marketine Oflicer (x2) $ 1,400.00 $ 2,800.00 $ $ 4,200.00

l/ provide justilication for multiple travelers attending the same conferelce / training / etc'

2/ Rates must be consistent with Title 5 GCA, Div2, Ctr.Zl, $Ztf Ol and federal Joint Travel Regulations



GUAM VISITORS BLJREAU - Korea BBMR96A

Schedule B- Contractual

Schedule C - Supplies & Materials

Schedule D - Equipment

Schedule E - Miscellaneous

Unit
Price

Total
Price

Funded in FY 2008?

Item Ouantity Yes No

$
t

s

$

$

$

$

Schedule F - Capital OutlaY



FY?OI O IMPACT STATEMENT

PROJECT/D|V|SlON: INTERNATIONAL MARKETING - KOREA

The.Guam Visitors Bureau (GVB/Bureau) will implement aggressive advertising, co-ops, tie-
ins and promotional campaigns to create a greater awareness of Guam's image in the
Korean market place. These programs will assist servicing airlines in increasing seat
capacities and travel agencies in successfully filling those seats from Korea. lt is essential
for the Bureau to continue and improve its marketing efforts while introducing new

approaches to attract more Korean visitors and to entice more return visits. The Bureau's
main objective is to market Guam as the primary destination of choice for Korean visitors.
The following goals and objectives have been developed for fiscal year 2010 in order to
increase the Korean outbound market share:

The Bureau anticipates that improving Guam's awareness in Korea will allow it to reach

its projected visitor arrival goals. Marketing programs will be implemented to effectively
promote travel and increase visitor arrivals to Guam. The Bureau's goal is to achieve
102,300 Korean visitor arrivals by the end of FY201O with a fiscal year budget of

$778,282.26

Programs are designed to attract targeted market segments in Korea. This will be

accomplished through placement of advertisements in selected consumer, trade print
media and online. FY2010 ad placements will be based on negotiations of
supplementing Guam editorials, circulation and previous reader responses and will cover
a broad spectrum of Guam as a viable destination for Korean visitors.

The Bureau will take an aggressive and pro-active position in Korea for the development
of Guam's image and travel product. Constant contact with travel agents, wholesalers,
product suppliers and a variety of travel organizations is an ongoing part of the Bureau's
public relations program.

The Bureau will negotiate with its Korean industry partners to implement cooperative
programs to enhance the promotion of Guam. These efforts will continue to establish

and foster sound relationships that will increase the Bureau's credibility and support
from the travel trade. The Bureau with international airlines, hotels and product

suppliers in Korea has developed strong relationships.

The Bureau will aggressively use its Guam Sales Agent (GSA) to posture favorably the
'Guam brand amongst the industry and the general consumer.



ADMINISTRATION

AM SALES AGENT RETAINER (GSA)

$250,000

$150,000
Sales and Marketing have always been a key part of the Bureau's strategy to build and

enhance favorable relationships with consumers, trade and media. Building upon the
foundation established from prior years, GVB Korea will continue to negotiate, produce and

distribute press releases at least twice a month, arrange familiarization tours to Guam, and

maximize opportunities for media tie-ins, especially for TV to supplement regular visits to
influential tour retailers and wholesalers and servicing airlines.

GSA REPRESENTATIVE INCENTIVE $100,000
To encourage the GSA Representative to be diligent in finding opportunities and ways to
stimulate travel demand to achieve the incentive target of 10/o visitor arrivals during
FY2010. We will be facing fierce competition from all destinations in 201 0. Every NTO's

will gear up for recovery plan for year 2010 that means they will inject more money in to
Korea Market to boost Korea arrival to their destination not to mention US visa waiver
impart. GSA must work harder with travel industry partners to earn the pax to Guam.

ADVERTISING $62, 182.26
The budget for advertising in FY2010, percentage wise, is focused more on TV drama,

trade and specific target market mediums with the highest yield potential. General

l\sumer magazines, publications, and other print media will be selected based on the
market segments, readership, and the popularity of the media. As GVB will continue t6l
provide suppoft to the TAs in FY2010, the number of ads in the trade media has also been

increased in order to keep Guam at the forefront of the TAs destination option list.

MEMBERSHIP PUBLICATIONS (Consumer Print Media Ads)

TRAVEL"RELATED PUBLICATIONS (Consumer Print Media Ads)

TRADE PUBLICATIONS

WEDDING/HONEYMOON PUBLICATIONS

SPORTS PUBLICATIONS

FASHION

WOMEN

$18,000

$9,000

$6,000

$6,000

$3,182.26

$8,000

$t 2,000

$378,1 00>ALES MARKET DEVELOPMENT



The Sales Market Development fund is to financially support the travel agents in selling

Guam, assisting travel agents in advertising, or with other special promotional activities.

so, co-op projects with airlines that will boost inbound travel to Guam.

The sales market development program will dedicated to help the travel trade develop and

actively market a variety of Guam packages to create consumer demand.

Co-op partners will be selected based on their credibility; reputation, financial stability and

sales record for Guam over the past years. As a result of our cooperative support we will

continue gain their loyalty and commitment in selling Guam. Programs will be evaluated on

a performance basis.

SPORTS PROMOTION $ 1 0,000
Guam has world-class sports facilities and excellent warm weather year-round. GVB will

continue to encourage professional teams to consider Guam as their primary spring training

location. With the advent of the Ko'ko' Road Races, GVB will also work closely with the

Korea Marathon Association, tour agents and airlines to develop attractive travel packages

for individuals and teams to run this signature event.

INCENTIVE PROMOTION $7,000
This budget includes the cost for incentive brochure production costs. As the number of

)entive groups to Guam has increased, GVB needs to enforce more marketing promotions

for incentlve groups, including high end travelers. With 'lncentive Seminars', etc. to increa66

the market demand. More updated Guam guidebook on this market is in great need.

AIRLINE CO-OP PROJECTS $4,000
GVB Korea will organize diverse joint promotions with Korean Air and others in joint

consumer marketing promotions with KAL marketing department, and Internet promotions

with the online marketing department of KAL.

TRAVEL AGENCY CO.OP SUPPORT: $200,000
It is necessary to motivate wholesale agencies and package T/A to sell Guam product with

incentives together with Korean Air during the low season. lndustry partner: Airline,

wholesale and major package travel agents. As Koreans remain faithful to the travel agents

by purchasing more than 90% of their overseas travel itinerary from tour agents, GVB will

continue to support the tour agents to push Guam by working cooperatively through

incentives, advertising and collateral support.

To create more diverse Guam tour packages with T/A's, GVB Korea will support any T/A
with plans to sell special Guam tour packages and packages more aggressively during a

-tain 
period.

KGTC & KGMC MEETINGS $8,000



KGTC is an advisory body from Korea representing Korea's travel industry. The main
nbjective and mission of the KGTC is to provide intelligent suggestions and ideas to the

rV€l'hril€flt of Guam via GVB. Through the KGTC & KGMC meetings, GVB hopes to improve
its tourism product so that more Korean tourists choose to visit Guam over other
destinations. Basically, KGTC & KGMC are to foster and strengthen relationships between
the Korean tourism industry professionals, and tourism partners on Guam in the private and
public sector.

KOREA MARKETING ACTIVITIES $50,000
The Bureau will continue to study and find ways to understand the Korean travel mentality
and to address those needs by supporting its GSA, tour agents and airlines and other
market movers. Sales calls activities with the trade and guidebook Mailing will be conducted
for Korea Marketing activities.

GUIDEBOOK PRODUCTION $22,100
Twice a year 5,000 copies of the Guam Korean Guidebook is made and distribution to sales

agents in October and April.

NNLINE PROMOTIONS $24,000
)nthly co-op promotion with health product cosmetic companies, hotel partner, ect. to ...

stimulate GVB online visitor.

TV & MUSIC VIDEO FILMING PROJECT ON GUAM $20,000
TV filming projects will continue to be the highlight of public relations efforts for FY2010.
Although the number of proposals from production companies to GVB has decreased a lot
because of their preference on new destinations, GVB Korea will continue its effort to have

more TV exposures, with episode filming on Guam.

GVB KOREA WEBSITE SYSTEM OPERATION & MAINTENANCE $18,000

Website system management, server rental fee, online event management and followup,
web-marketing consultation, website maintenance, website visitor analysis, information
updates and upgrades

ROADSHOW PROMOTIONS $15,000
The bureau will have consumer promotions set up in the Busan, Daegu, and Seoul area for
FY2010 where the Guam team will hold meetings, workshops and showcase Guam in Korea.

Months include May and October 2009, May & April 2010.

TRADE/TRAVEL/CONSUMER SHOWS & SEMINARS $88,000



The Bureau will continue to make a presence at the various fairs and trade shows to
maintain and remind the attendees of Guam as the only option for travel. GVB will also host

J/or support trade seminars to tour agents and others in the industry to share new

activities and updates about Guam.

FAM TOURS (Travel Agent-Staff-Management) $20,000
Travel trade media, incentive and travel agent familiarization (Fam) tours will be conducted

for the course of the fiscal year. The travel trade media Fam tours is designed to solicit

articles focusing on the various aspects of Guam's attractions, culture, festivities, on-island

events, tourism infrastructure, and etc. lncentive FAM tours are designed to lure and entice

the general consumer to Guam through various reward programs. Fam tours for travel

agents will allow them to have first-hand experience of Guam's travel environment and to
enhance their confidence and credibility when they sell Guam. The Fam tour program will be

strategically developed in accordance with the participant profile (travel experience to
Guam, position within agency, characteristics of agent or media, individual inclination, etc).

FAM TOUR (lncentive/Specialized) $ 1 0,000
Fam tours are set up around the later part of the year to attract the various groups to plan

for their next incentive trip to Guam.

,vl TOUR (English Language lnstitute) $ 1 0,000
ELI Groups travel atleast once or twice within the year. We will prepare for a ELI group

during October 2009.

Korea World Travel Fair (KOTFA) $38,000
KOTFA is the biggest travel fair in Korea with the participation of travel industry-related

companies and organizations from over 40 countries. The Bureau has been one of the most

active exhibitors the past 15 years. For four consecutive years at the KOTFA, GVB won the

Best Booth Design award from the organizer. And in ZOO4 and 2005, the Bureau won the

Best Cultural show. In 2007, GVB won the Best Tourism Publicity Award and Best Folklore
performance Award. In FYZO1O, GVB booth will be set up together with MVA to strengthen

the marketing and PR effect.

TRAVEL AGENT SEMINARS/WORKSHOP $10,000
A travel agent seminar is being planned to provide an update on the newest attractions and

developments on Guam. The seminar will also provide the travel trade with opportunity to
meet with industry leaders from Guam during the time of KOTFA. ln addition, to educate

and to strengthen industry networking with managers of top travel agents selling Guam in

Korea, the Bureau will host an educational two-day workshop for agents.



Decision Package
FY 2010

IBBMR DP-II

Division/Section: Marketing/epartment/Agency: Guam Vtq{qrs trglg3g

m Title: United States

Activity Description:
is budget will be responsible for planning, developing, coordinating and implementing local and off-island

promotional programs. Activities will be aimed at attracting visitors from the Americas, Canada and the Military.

main focus will be NorthAmerica and the Military. Programs are incorporated in an annual marketing plan that

forms the basis of funds and dissemination of information on Guam as a world-class destination.

Major Objective(s):
increase arrivals of North America and Military visitors by l0% to last year to 57,440 visitors.

Short-term Goals:
1. Aggressively promote the: a. Adventure travel; b. Active military R&R and history enthusiasts; c. VFR (visiting
'r friends and family); d. military dependants and civil service employees and military contractors

2. Increase the number of repeaters be enhancing awareness of Guam as an ideal FIT destination.

3. Ensure to the Military personnel that Guam is a wonderfrrl and safe destination for themselves and their families.

4. To educate the travel trade on what Guam has to offer their clients who may be visiting the region'

To introduce Guam to meeti to consider for their

Workload Output

Workload Indicator:
FY2008

Level of Accomplishment
FY 2009

Anticipated Level
Fr2010

Projected Level

Advertisins 6 6 4

Sales Market Development 2 2 f,

Travel Industrv/IVIedia Familiarization Tours 6 6 2

Armed Forces Market Development 3 3 1

LA Times Travel & Adventure Show 2010 I I I
Pow Wow 2010 I I 1

NTABuyers and Sellers Show 2010 0 0 I
Scuba Show 2010 I 0 I
US Naw MWR Travel Fair 2010 I I I
USAF Summer Happenings Fair 2010 1 I I
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)epartment:
)iMsion:
)rogram:

Schedule A - Off-lsland Travel

Guam Visitors Bureau
Marketing
United States

BBMR TA-1

UNITED STATES

MARKETING BUDGET FY2O1 O

Purpose/justifi cation of travel
.,4 Times Travel Show with Adventures'in Trivel Expo 2010 - Produced by the Los Angeles Times and is

,4ark

:he only consumer attended travel show that the bureau will attend. lt has been held for the last 12

in Lonq Beach, California.
fravel Date: January 30 - 31,2O1O No.

)osition Title of T
v'larketi
vlarketinq Offtcer x 2

Purpose/justifrcation of travel
)OW WOW 2010 - Produced by the Travel Industry Association of America (TlA), and is the travel

ndustry's premier international marketplace and the largest generator of Visit USA travel. This show

/enue moves around the U.S.

fravel Date: MAY 1 5 - 19, 2010 No. ravelers * 3

Title of T

Purpose/justifrcation of travel
rlTA Buyers & Sellers Show - GVB is a member and the show provides opportunities for appointment
;essions with NTA tour operators and brings together travel buyers, and US and intern

ravel Date: November 14-18, 2009 No. of Travelers *

tosition Title of T

4arketinq Officer

Purpose./justifrcation of travel
;CUBA SHOW - Held since 1988 and is the most successful consumer dive show in North America with

lver 11 attendees and over 200 exhibitors.
-ravel Date: May 30-3:1,2010 No. of Travelers *

tosition Title of T
ino Officer

. ;ide justifrcation for more than one traveler to the same conference/training/workshop/etc.

$ 1,800.00
$ 3,600.00 $ 2,184.00

AS OF 5/?1/09



Unit
Price

Total
Price

Item funded in FY ZOO9

Item Quantity ves no

Advertisinq 4 0 ;9,900 X

Sales Market Development 5 o $7,200 X

Media/Travel lndustrv Fam Tours ? $0 3.900 X

Armed Forces Market Development s1.000 1.000 X

LA Times Travel and Adventure Show 201 O 1 $15.324 s s-324 X

Travel lndustrv Show Pow Wow ZOI o 1 $1.449 1.449 X

NTA Buvers & Sellers Show $4,2 6 4,?16 X

IJS Naw MWR Travel Fair - no cost 0 $0 X

IJSAF Summer Haooenninqs Fair - no cost 1 0 $0 X

Scuba Show 1 $4,290 s4.290 X

hhlEa+l $47.279

Schedule B - Contractual
BBMR 96A

UNFED STATES

MARKET]NG BUDGET FY2O1 O

Schedule C - Supplies & Materials

Schedule E - Miscellaneous

Unit
Price

Total
Price

Item funded in rr 2009

Item OuantiW ves no

$0
$0
$0
$o
$o
$0

AS OF 5/21l09



BBMR Form 82A

PROJECT/DIVISION:

FY 201O IMPACT STATEMENT

UNITED STATES

The Guam Visitors Bureau (GVB) will continue its efforts in public relations and promotional campaigns

to create a greater awareness of Guam's image in the united states market place. These programs will

assist servicing airlines and travel agencies in successfully filling seat capacities from the US mainland

and Hawaii. lt is essential for the GVB to continue its marketing efforts and introduce new approaches

to attract more visitors from the Untied States. The GVB's main objective is to develop Guam as a

destination of choice for United States visitors. The following goals and objectives have been

developed for fiscal year 2010 in order to maintain our market share with the limited resources given:

. The GVB anticipates that the increase of Guam's awareness in the United States will allow us to

increase our visitor arrivals by 10o/o. Marketing programs will be implemented to effectively

promote travel and maintain visitor arrivals. Our goal is to maintain 57,44O visitor arrivals at the

end of FY201 0.

. Programs are designed to attract the target marke! segments in the U.S. mainland. This will be

accomplished through participation in four identified travel shows and two Guam military shows.

. The GVB will take an aggressive and pro-active position in the United States for the development of

Guam's image and trivel product. Constant contact with travel agents, wholesalers, product

suppliers ,nd " variety of travel organizations is an ongoing part of the GVB's public relations

program. "" *:'

. The GVB will negotiate with its United states industry partners to implement cooperative programs

to enhance the- promotion of Guam. These efforts wilt continue to establish and foster sound

relationships that will increase the GVB's credibility and support from the travel trade.

Objective:

1. To increase by 1}o/o FyZoOg arrivals of United States visitors at 57 ,44o visitors in FY2010.

z. Target seasonal travel by developing joint promotions and tour packages with carriers during off
peak seasonal Periods

ADVERTISING $9.900.00

lncrease the use of the lnternet and selected print mediums targeting specific segments such as the

travel trade and military to achieve cost effectiveness while establishing impactful presence in this

highly competitive marketplace. This includes up to three monthly press releases about Guam.

UNITED STATES
MARKETING BUDGET FYzOl O

As of May ?1, 2009



SALES MARKET DEVELOPMENT $7.200.00

VFR - Leisure Travelers:

During 2010 we would continue to work with wholesalers and Guam inbound operators to expand

packages and participation. These deals would be communicated to the Chamorro clubs and the Guam

Communications Network through e-mail and the web site. We also intend to arrange for meetings with

the club officers when we travel through the US Mainland to attend an annual travel show. In addition,

we will support their annual club events through ad placements in their souvenir booklets.

MEDIA/TRAVEL INDUSTRY FAMILIARIZATION TOURS $3.900.00

Media familiarization trips have proven to be a very cost-effective tool for gaining media coverage in

this market. We work closely with the airlines and freelance travel writers in the past to generate trips,

which have been very effective in helping to achieve key public relations objectives.

Journalists will be targeted for all market segments. We will identify the target outlets as described in

the public Relations section of our marketing plan and require assignments with those publications as a

stipulation for approval to participate on a sponsored trip.

MILITARY MARKET DEVELOPMENT $ 1 ,000.00

In addition to greeting major visits of military ships, and coordination of special military gatherings, GVB

intends to participate in the two local military exhibitions, the US Navy MWR Travel Fair and the USAF

Summer Happenings. GVB would also like to coordinate with the various military travel desks within the
pacific/Asia region to have their staff visit Guam and get first-hand experience on the variety=-qf

activities and services the military members and their families can consider when on leave.

Guam press releases will be shared with the Pacific Stars and Stripes and will also work with Ad

placements with Guam feature stories in their weekly Guam Stripes newspaper, Annual Manual, Best of
the Pacific and Destination Paradise magazines.

TRADE/CONSUMER TRAVEL SHOWS $56.000.00

Los Angeles Los Angeles Times Travel & Adventure Show 2010 - $24'000.00
This yeir will mark the fourth time GVB will participate in the Los Angeles Times Travel Show with

Adventures in Travel Expo to be held at the Los Angeles Convention Center during January 30-31 
'

2010. This show attracts more than 20,000 consumers, trade and press. A similar show is also held in

New york with the New york Times. Both feature seminars sponsored by National Geographic Magazine

on such subjects as extreme skiing, kayaking, safari in Africa and photography workshops. Exhibitors

are a mix of heavy and soft adventure destination and tour operators. The activity exhibit area is

divided into categories including scuba diving, hiking, biking, golf, kayaking and canoeing.

POW WOW 2010 - $15,000.00
This meeting helps promote U.S.

coordinated and attended by GVB

from May 16 - 20,2010.
As of May 21, 2009

destinations to the international travel community. Participation is

Head office staff. This year the show is to be held in Miami, Florida

UNITED STATES
MARKETING BUDGET FYzO1 O



Over 1,500 travel journalists from over 70 countries will attend and is expected to generate over $3.5
billion in future Visit USA travel.

International Pow Wow is produced by the United States Travel Association (USTA), and is the travel

industry's premier international travel marketplace and the largest generator of Visit USA travel. During

five days of intensive, pre-scheduled business appointments, U.S. travel executives representing more

than 1,000 U.S. supplier companies and destinations from every region of the U.S., and representing all

industry category components meet with close to 1,500 lnternational and Domestic Buyers from more

than 70 countries.

GVB normally schedules about 50 appointments held over the 5 days with international buyers and

media representatives. After the Pow Wow event, details of meeting discussions and contacts will be

shared with tourism industry partners.

NTA US TRAVEL EXPO 2O1O - $l O,OOO.OO

The National Tour Association is a trade organization of which GVB is a member and is composed of
thousands of tourism professionals involved in the growth and development for the packaged travel
industry. NTA sponsored or hosted events provide business opportunities and professional education in

an environment where members can foster relationships with one another. Professional buyers

participate in pre-scheduled buyer-to-buyer exchange. And travel agents and educational buyers

participate in appointment sessions with NTA tour operators. The event is scheduled for November 14-

18 in Reno, Nevada. The NTA Destination Pavilion brings together NTA member destinations with travel

buyers and showcases North American as well as international destinations.

scuBA sHow 2010 - $7,000.00
This consumer dive show has been held since 1988 and has developed a reputation as the moe.t ':

successful consumer dive show in North America. The show will take place from May 30 - 31 ' 201 0 in
Long Beach, CA.

Attended by motivated, qualified consumers, the SCUBA Show is an excellent promotional vehicle to
present and develop an awareness of Guam as a dive destination.

SCUBA Show 2008 had over 200 exhibitors and more than 1 1,000 attendees from a base population

within one-hour driving radius of the show of 16 million in the Southern California area. California is the

single largest diving market segment in the U.S. Southern California has the largest concentration of
divers in the world.

A survey of the attendees revealed that }4o/osaid the main reason they came to the show was to see

the exhibits; 81% said that attending the show influenced their future purchasing decisions and 85%

are considering dive travel soon.

SCUBA Show 2010 will be heavily advertised in California Diving News, the only publication dedicated to

California scuba divers. Starting October 2009, each issue will feature full display advertising for the

SCUBA Show. In reaching an estimated market of over 300,000 divers in the Los Angeles metropolitan

area market alone, SCUBA Show 2010 is destined to be an event that no scuba related business could

afford to miss.

UNITED STATES
MARKETING BUDGET FYzOl O

As of May 21, 2009
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IBBMR DP-l]
Decision Package

FY 2010

.rbyartmenVAgency: Guam Visitors Bureau Division/Section: Marketing

Title: Taiwan

Activiti Description:
Responsible for planning, developing, coordinating and implementing local and off-island promotional programs.

Activities will be aimed at attracting visitors from the Taiwan markets. Programs are embodied in an annual

marketing plan that forms the basis for expenditure of funds and dissemination of information of Guam as a

destination.

Major Objective(s):
1)Effectively promote Guam via creative marketing and PR program focusing on the general public and

potential consumers located island wide; 2) Achieve increase of Guam visitors from Taiwan; 3) Attract
travelers to visit Guam during low season; 4) Attract re-visitors by enhancing awareness of Guam with its new

developments and as an ideal resort destination for FIT travelers; 5) Develop different selected market

segments such as diver, golfer, couples, shoppers and family; 6) Work and cooperate closely with airline

to promote Guam as a qood travel destination

Short-term Goals:
1) Tg increase arrival in the low period of travel; 2) Increase visitor arrivals in 2010; 3) Increase demand for

lonal fliqhts.

Workload Output

Workload lndicator:
FY 2008
Level of

Aceomolishment

FY 2009
Anticipated Level

FY 2010
Projected Level

Advertisinq/Search Enqine Optimization 40 52 52

Trade Relations 4 4 4
Gam Sales Aqent Activities 12 't2 1?

lncentive Promotions 0 0 6

Celebritv Weddinq Promotion 0 1 z
Sponsorships 1 1 3

lnternational Travel Fair 2009 1 1 1

Media/Travel Industry Promotions 6 6 6

Marketinq Representative 1 1 1

As of 5/21/O9 TAIWAN MARKETING BUDGET FY2O1O



IBBMR TA-11

Schedule A - Off-Island Travel

\ .rtment/Agency: Guam Visitors Bureau

., ,,ion: Marketing
Program: Thiwan

Purpose / Justification for Travel

ffi2009.Annualtrave|showheldinTaipei,TaiwaninNovember.
It is the largest travel show for Taiwan. GVB participates along with numerous member companies by

displaying our tourism facilities, optional tours, and local culture and history. We are normally

also accompanied by a local cultural dance group. Several travel industry functions will also be planned and held

during this time.

Travel Date: Oct.09 No. of Travelers:3 ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

GVB Management $ 900.00 $ 1,475.00 $ $ 2,375.OO

Marketing Manager $ 900.00 $ 1,475.00 $ $ 2,375.OO

Marketing Offtcer $ 900.00 $ 1,475.00 $ $ 2,375.00

Purnose / Justification for Travel

No. of Travelers: Ll

Position Title of Traveler(s)

Purpose / Justification for Travel

Travel Date: No. of Travelers: 1l

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

$ $ $ $

$ $ $ $

l/ provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations



Schedule B- Contractual

Unit
Price

Total
Pricc

Funded in FY2009?

Ouantitv Yes No

$ 3.187.07 $ 38,244.80 x
/Media $ 8.000.00 $ 16.000.00 x

jales Market Development 6 $ 12.107.50 $ 72,645.UO x
Iniwnn Markefins Renresentative/ PR Exoense / Info Office t2 $ 7.s00.00 $ 90.000.00 x
fnformation Offrce/PR Exoenses t2 $ 602.50 $ 7.230.00 X

$

Total Contractual s 224,119.80

Schcdulc C - Supplies & Materials

Schedule E - Miscellaneous

Unit
Price

Total
Price

Funded in FY 2009?

Ouantitv Yes No

s

s

$

$
q

$
sTotal Miscellaneous



BBMR Form 82A
FY 2O1O IMPACT STATEMENT

Department: GUAM VISITORS BUREAU

Division,/Program: TAIWAN

The total arrival pax in FY08 is 2"1,259 and the cost per pax is USD 12.89. Currently, there are two regular
flights every week. The total regular seat capacity is 26,918. Our goal for FY2O10 will be increase visitor
arrivafs by 5o/o over FY2009 arrivals and and to have charter flights during Chinese New Year and summer
vacation.

ln addition to mass media communication, we will also focus on sales agent channels: working to directly
communicate with trades, airlines and corporations to promote Guam and encourage consumers to take action

to visit Guam.

We wiff brand Guam as the ultimate holiday getaway destination for all Taiwanese travelers by emphasizing
quality tourism and its attractivenesswith strong and creative marketing initiatives and close cooperation with
travel partners (agents, airlines, Guam tourism industry, etc.).

China Airlines will have charters during peak period in summer, long holidays and Chinese New Year. Other

carriers, such as CO and BR will also have charters. lt shows that Taiwan is a market with great potential in
Chinese New Year period. However, since the regular flights doesn't have good occupancy rates, China Airline

has changed their strategies to cut the two regular flights and might add more chatter flights in hot seasons.

In the statistics, GVB Taiwan found that Hong Kong, Japan, Thailand, Korea and Malaysia are very competitive

1nd actively in Taiwan market. Most of them have a clear theme for their promotion campaigns every year and'

some of them use the same campaign during specific timing every year to build up a sustaining image fufthe
destination. For example, in 2006 Thailand promoted its 50th anniversary of Thailand Emperor, Malaysia

launched a gourmet festival, and Hong Kong promotes shopping festival during summer vacation every year. lt
helps these destinations generating many visitors from Taiwan. We believe that is good way to promote Guam

as well and we will create a new theme for Guam in FY2010 and increase the image of Guam in Taiwan.

Target Audiences
Primary segment:
- Males and females aged 25-35, white collar, upper middle income
- Families with young children, upper middle income (seasonal)

Secondary segment:
As identified in the five-year strategic plan, there are other unique groups we would also focus on:
- Aged 25-35 who are getting married, upper middle income
- Divers
- Golfers, upper income
- 18-25 year old students from upper to middle income families
- Companies that would like to arrange incentive programs overseas
- The trade / airlines

We have identified the characteristics of the target audiences:
- Driven by quality and high value, not by price

i - Looking for a wide variety of land- and sea-based activities
- Highly educated, speak English well

As of 5/21/O9 3:25 PM TAIWAN MARKETING BUDGET FY2O1O



Marketing Objective

fhere are kev objectives for GVB Taiwan in FY2010:

- Achieve 5 percent growth for Taiwanese visitors traveling to Guam

- Achieve 20 percent growth for Taiwanese couples to have wedding in Guam

Marketing Strategy Overview
This year, GVB Taiwan will use both free and paid media exposure and to maintain awareness and build crucial

relationships with travel industry executives, media influencers and potential customers in Taiwan. GVB Taiwan

will also use the influe4ce of social media to create WOM.

GVB Taiwan will raise Guam's profile and increase repeat visits. ln addition, GVB Taiwan will communicate with
target groups more directly to influence them to take action to visit Guam

Totaf budget for Taiwan in fiscal year 2010 is $231 ,?44.8A

Advertising us$38,244.80

A. Print (lncluding NP and MG) and Website Ads Placement: US$35,244.80
Advertising program will be commenced in late 2009. The first advertising will be allocated before the
Christmas, New Year and Chinese New Year, targeting on the Apple Daily, Liberty Times, Trade Magazine

and website Ads. The second advertising will be before and after the summer peak time, targeting the

same media channels. These would be sold-in to potential coop partners in Guam and Taiwan to elicit

\ financial contribution.

Advertising campaign is proposed in November AoO9/December ZOO9lMarch 2O1OlJune 2010/Augtust
201o/September 2010 for print and online media, targeting at peak seasons.

Objective:
. Communicate creative messages to renew interest in visiting Guam with effective images of Guam's

natural assets outside of traditional tourist sites

. Reposition the desire to visit Guam with user imagery of tofurists enjoying new and non-typical
experiences

. lmprove the perceptions of variety and quality things to do on Guam including nightlife and other

evening activities

. Schedule media placements to promote the destination and prompt off-peak travel

Market segment:
. Males and females aged 25-35, white collar, middle upper income

. 18-25 year old students from upper middle income families

. Families with young children, upper middle income

Tactics:
. ln late 2009, we plan to commence an advertising program that would entail creating detailed,

., annual ad calendars, strategy and creative plans. These would be sold-in to potential coop partners

' tn Guam and Taiwan to elicit financial contribution.

As of 5/21/Ag 3:25 PM TAIWAN MARKETING BUDGET FYZO1 O



ldentify three periods for advertising promotion

First period is in November 2009 before the ITF to spur travel to Guam during Christmas vacation
and promote foreign professional holiday travel

Second period is around January 2010 in helping agents to promote Chinese New Year charters.

Third advertising campaign is in March to influence spring vacation travelers; maintain awareness

during the low season

Focus on newspapers and websites, are major channels in Taiwan for travel information

Advertisements in trade magazines to reach travel industry

Target newspapers:

Media Circulation Target Market

Apple Daily 500,000 White collar/ Travelers/ General Public

-ibefty Times 1,000,000 White collar/ General Public

Target Trade Magazines:

Media Circulation Target Market

Travel Rich 35,000 Travel Agents/ Airlines/ Travellers

TTN Taiwan 32,000 Travel agents/ Airlines/ Travellers

World Travel Weekly 32,000 Travel Agents/ Airlines/ Travellers

Professionals Association Publications:

Target Travel Websites:

Edtimated outcome:
. Low CPM to obtain high return of investment
. Boost charter sales
. Maintain public awareness during low season

o

a

o

o

Media Circulation Target Market

Topics (American
Chamber of Commerce)

5,000
Expat professionals interested in Christmas travel

Euroview (European'
Chamber of Commerce)

5,000
Expat professionals interested in Christmas travel

Website Daily Traffic Target Market

Travelrich.com N/A /Vhite Collar/ Trade

travel. 1 -apple.com.tw 1,000,000 r/Vhite Collar / Travelers

Travel Zoo 5,500 rtVhite Collar / Travelers

As of 5/21/Og 3:25 PM TAIWAN MARKETING BUDGET FYzOl O



B.

Proposed Advertisino Placement Schedule

Time Media AD Budget
(US$)

Oct-09 Nil

Nov-09 Daify Newspaper: Apple Daily/ Liberty Times
Trade Media: Travel Rich, TTNTaiwan, World Travel Weekly
Website: Travelrich.com / travel.l -apple.com.tw/ travelzoo.com

$10,000.00

Dec-09 Daify Newspaper: Apple Daily/ Liberty Times
Trade Media: Travel Rich, TTN Taiwan, World Travel Weekly
Website: Travelrich.com / travel. 1 -apple.com.tw/ travelzoo.com

$12,000.00

Jan-1 0 Nil

Feb-1 0 Nil

Mar-l0 Daily Newspaper: Apple Daily/ Liberty Times
Trade Media: Travel Rich, TTN Taiwan, World Travel Weekly
Website: Travelrich.com / travel. 1 -apple.com.tw/ travelzoo.com

$5,000.00

Apr-l0 Nil

Mav-l0 Nir

Jun-1 0 Nil

Jul -1 0 Nil

Aug-l 0 Daify Newspaper: Apple Daily/ Liberty Times
Trade Media: Travel Rich, TTN Taiwan, World Travel Weekly
Website: Travelrich.com / travel. 1 -apple.com.tw/ travelzoo.com

$8244.80

Sep-1 0 Nil

Total $38,244.80

Search Engine Optimization (SEO): US$3,000
ln addition to website maintenance, GVB Taiwan uses SEO tools to drive traffic to the GVB Taiwan

website. The keywords that we use are "Guam" and "Guam FlT." To help the general public's

understanding to Guam, SEO will remain to be conducted in Taiwan two key portals, Google.com and

Yahoo.com throughout FY201 0.

The GVB Taiwan website launched in September 2006 and through September 2008, it has generated

569,149 visitors; 89,317,136 total hits; and 7,909,342 page views. Monthly regular visitors number

are from 7,500-9,000 during non-promotional periods.

The scope of service includes:
. lnformation updates
. Graphical updates
. Troubleshooting
. Hardware maintenance
. SEO program

Sales Market Development us$79,770.00

A. Trade Relations: US$z,000
Trade relations need to be long-term cultivated through regular visit. To build the relationships with

trade partners and agents, the regularly visit the key agents and updating about Guam information will

,) b. implemented yearlong. Meanwhile the market information including the competitor information can be

updated along with the regular visit. Following are proposed details:

As of 5/21/O9 3:25 PM TAIWAN MARKETING BUDGET FY2O1O
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. Host meeting at the beginning of the fiscal year to brief key agents about GVB Taiwan's marketing
plans.

. Regularly visit the key agents

. Host luncheon to understand what the agents need, expect and provide updates about new Guam

developments.

Guam Sales Agent Activities (Sales call/agent training): US$9,185
Trade promotion will be implemented throughout the year to invigorate agents'willingness to sell Guam,

enhance/updated their information on Guam and increase MICE travelers.

Regular calls will be made to enhance relationships and exchange information on local market. Meanwhile,

travel agent training will be held to assist the agents' operators and sales.

Targeted Market Segment:
. Travel agents
. Corporate
. Travel trade organizations

1. Sales Calls
. ldentify target groups, conduct sales calls and presentations to decision making company

executives and travel trade organizations.

. Analyze market data to identify local sales issues and trends and define sales strategies to
resolve them.

. Monitor competition, analyze the market and identify business sales opportunities. '''.'''-:

. Create and maintain contact sales lead file system and submit monthly sales activity reports
to GVB head office.

. Provide after sales services and evaluation.

2. Local Travel Agent Training
. GVB Taiwan to contact agents and set up training sessions.

. To identify travel agents to host training sections to educate their salespeople the
techniques to sell Guam.

3. Estimated Outcome
. Visit at least two targeted companies per month

. lncrease trade's understanding about Guam product

. Work with airlines and travel agents to create more suitable products for the market

. Establish positive relationships with key agents

C. Incentive Promotion: US$20,000
Incentive promotion started in year 2008. The purpose of incentive promotion is to promote the
company trip, university students' graduation tours, wedding group tour, and MICE market. Incentive

r promotion is a "value-added" to attract big group to choose Guam as their travel destination.

The incentive promotion program are: Any tour group of 20 people and above will be entitled to a
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welcome upon arrival in Guam, Chamorro barbeque lunch, and Chamorro dance performance as well as

learning offered by the GVB.

The expected outcome is to boost visitors in low season.

D. Celebrity Wedding Promotion: US$8,400
Through previous celebrity wedding in Guam and group wedding in Guam promotion, "wedding in Guam"
has become a trend in Taiwan. In FY10, wedding market promotion will be implemented throughout the
year. The wedding promotion includes the online wedding promotion, which will create a "wedding in
Guam" category to have the new married couple to upload their wedding photos and even the video.
Through sharing their love story, it helps to promote the wedding market.

Besides the online wedding promotion, the wedding promotion through the traditional media will also be
implemented through possible COOP opportunities.

1. "Wedding for True Love" Promotion
November 2009 - September 2010

Strategies:
. Create an image of Guam as a first choice of overseas wedding celebrations via online

competition

. Maximize exposure of "Guam Wedding" via MSN exposure 
r

Market Segment:

. Aged 25-35 who are getting married, middle upper income

r . Print, online and TV media

Tactics:
. Work with airlines, wedding companies, related industry and travel agents to create special

wedding package for winners who would like to get married in Guam

. Ask couples planning to get married to participate in a lucky draw. Contestants who manage

to ask 15 friends to change MSN signature name to "NAME and NAME's wedding in Guam"
can submit their MSN screen shot as entry to the draw.

. Lucky draw (automatically by computer program) will be done every two months (to sustain
exposure)

. lnvite media participation

Estimate outcomei
. Maintain peoples' perception of Guam as a romantic place for couples

. Reach 100,000 exposures via MSN

E. Sponsorship: US$ 1 0, 1 I5
To provide support to third parties those are promoting Guam tourism including media, TV travel/living
program, celebrities and publishers, etc.

Objectives
o To provide support to third parties that are promoting Guam tourism

Market Segment
o Males and females aged 25-35, white collar, upper middle income
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Tactics
o Review reguest for sponsor proposal carefully

Choose the most cost effective program to sponsor

Estimate outcome
o Effective promotional actiMties executed in the market

F. lnternational Travel Fair (lTF): US$30,000
" ITF (lnternational Travel Fair) is the biggest and most important travel fair in Taiwan, which helps the

travel agents to generate their sales. All the tourism bureaus, travel agents, airlines, and resorts willjoin
ITF to promote their products during the 4-day trade show. Consumers and potential travelers will

attend ITF to grab information of their possible travel destinations.

Time: November ?009

Objective:

. Establish positive brand image

. Create impact on consumers' desire for Guam travel

. Boost agents package sales

Market segment:

. Males and females aged 25-35, white collar, middle upper incoJne

. Families with young children, upper middle income

. Aged 25-35 who are getting married, middle upper income

) . 18-25 year old students from upper middle income families

Tactics:

. Join "See America" as a member of the U.S. pavilion

. Host media and agent appreciation event before the exhibition

. Participate in product seminar sections to introduce activities that people can enjoy in Guam.

. Hire a host to create interactive activities to attract consumers' attention

. Invite performance groups ftom Guam to attract positive attention and build awareness

. Use Guam performers at ITF opening press conference to attract media attention

. lnvite industry partners to promote their products

Estimated Outcome:

. Attract more than 100,000 people to visit the Guam booth

. Generate positive impression of Guam

. Boost travel sales

Media and Travel industry us$16,000

A. Industry Seminars and Table Mart
Building the relations with trade partners is important for GVB to promote tourism in Taiwan market, as

the travel agents can also influence Taiwan traveler's decision making. To enhance the relationship with
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trade partners, industry seminars and table mart will be held.

lndustry seminars: Use of the See America memberships and attending the industry seminars to build

the relationships with travel agents and trade partners
Table mart: Using the ITF and Spring Travel Fair opportunities, GVB to hold the Table Mart, inviting Guam

local representatives from hotels, golf clubs, resort/resort park, spa/massage, restaurant, wedding

companies, tour operator etc. The interaction during the table mart can enhance agents understanding

of Guam attractions for travelers.

ADMINISTRATION

A. GVB Taiwan Marketing Representative US$90,000

$97,230

PR and marketing services for the day-to-day running of Guam Visitors Bureau in Taiwan, including

running the GVB representative office in Taiwan and is responsible for executing its marketing plan.

B. lnformation Office US$7,230
To run GVB information office in Taiwan, including office out-of-pocket expenses, See America

Membership, and GVB website maintenance.
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IBBMR DP-l|
Decision Package

F'Y 2010

I)epartment/Agency: Guam Visitors Bureau Division/Section: Marketing

Title: Phili

Activity Description:
Responsible for planning, developing, coordinating and implementing local and oflisland promotional programs in the

Philippines. Activities will be aimed at attracting visitors from the Philippine market. Programs are embodied in an annual

marketing plan that forms the basis for expenditure of funds and dissemination of information of Guam as a world-class

Major Objective(s):
1. To increase FY2010 a:rrivals of Philippine visitors by 7% over FY2009 (ll,716)to 12,536 visitors

Short-term Goals:

; To maximize marketing opportunities in the Philippines identifred as a potential and profitable visitor market

:-..:ImplementprogramstoestablishandmaintainanattractiveimageofGuaminthePhilippines
_ Increase GVB'J cooperative marketing activities with the travel trade, namely, airlines servicing Guam, hotels,
3. ground operators and tour wholesalers

4. To increase the awareness of Guam's culture and heritage in all marketing activities implemented in the Philippines

Workload Output

Workload Indicator:
F"r 2008

Level of Accomplishment
F',Y 2009

Anticipated Level
FY 2010

Projected Level

Media/Travel Industry Fam Tours 4
a
J 5

Sales Market Development 4 5 5

Travel Fairs/Consumer Shows 4 4 4

Marketing Representation Fee I I I

Information Office/PR Expenses I I I
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IBBMR Ta-U
Schedule A - Off-Island Travel

r) -artment/Agency: Guam Visitors Bureau
. rion: Marketine

Program: Philippine

Purpose / Justi{ication for Travel
TRAVELTOUR EXPO 2010 -Annual travel show in Philippines held at the Mall ofAsia Convention Center SI\D(, organiz

by the Philippine Travel Agents Association. It is the largest and only travel show held in Manila. We have been jointly I
exhibiting with ContinentalAirlines. Our booth location is located near the front of the exhibition hall so we get good exposu

In 2010. wo are the islands of Palau, Yap and the CNMI to iointly exhibit next to us.

TravelDate: Februarv2010 No. of Tbavelers: 2 ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

Marketine Manager $ 500.00 $ 1,185.00 $ $ 1,685.00

Marketine Officer $ s00.00 $ 1,185.00 $ $ 1,685.00

Purnose /.Justification for Travel

Purpose / Justification for Travel

Date: No. of lhavelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

$ $ $ $

$ $ $ $

vide justification for multiple travelers attending the same conference / training / etc.

z/ nates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations
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BBMR Form 82A

Department:

FY 2O1O IMPACT STATEMENT

GIIAM VIqITORq RIIRFAII

Division/Program:

The Guam Visitors
active marketing.
regions.

PI{II IPPINF

Bureau sets objectives to achieve Philippine arrivals in 2010 of 11,950 through
The Bureau will implement programs to diversify market segments and market

Our primary target market for 2010 is the Filipino traveler between the ages of 25 and 45 years and is

from the AB Socio-economic class level. These travelers are frequent travelers and a high proportion

has a travel document or possess a U.S. visa. They would be visiting friends/relatives, are in the upper

income bracket able to take more ftequent trips for recreational and shopping purposes.

A publicity campaign will be designed to maintain and heighten the awareness of Guam as a tourist
destination, easily accessible from the Philippines. We will also promote an image of Guam as a relaxing,

fun, safe and value-packed destination with a wide variety of activities available for tourist of all ages.

This campaign is also being recommended to build specific target market tour packages. Plans will be

developed to work with the travel agents in the Philippines to develop special interest packages and

publicize them during a special time period.

Public relations activities will be ongoing and varied throughout the year with the various media outlets.
The Bureau has retained a marketing representative and they are tasked to develop contacts with the

media to provide information for new tour packages and developments.

Sales and promotion activities are identified to further build the image of Guam to the potential Filipino

traveler. ln developing these activities, joint participation is sought from the airlines, and Bureau

members.

Total budget for the Philippines in fiscal year 2010 is $107,000.00.

The two major facets of public relations and sales promotions will be employed in unison in a

consolidated effort to create awareness, encourage travel to Guam and eventually develop customer

repeat patronage or loyalty.

Objective:
1. To increase FY2010 arrivals of Philippine visitors by 7o/o over FY2009 (1'1,716) to 12,536 visitors.

Media/Travel lndustry FAM Tours $1 1,500.00
To develop and strengthen relations with the tourism trade players and the media, familiarization tours

are very much needed as these personalities serve as indirect point-of-sale representatives. For the

media, familiarization tours provide a genuine yet cost effective means of advertisement. For the travel

agents, familiarization tours equip these point-of-sale reps with real and experiential knowledge of
Guam.

For the media, which include magazine editors/senior writers, broadsheet columnists/writers and

television reporters, familiarization tours would be much more cost effective than paid advertisement
placements. Editorial/write-ups for print and feature,/segment stories for television would be negotiated
prior to the FAM tour visit.
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For the travel/tourism executives - experiencing Guam would better equip them in n'selling" Guam to
potential travelers

A. Tour with Partner Airlines $5,500.00
Coordinate with the airlines to organize their travel agents, product development staff, etc. to
visit Guam for first-hand experience to generate more sales.

B. Ko'ko Road Race and Guam Micronesia lsland Fair $6,000.00
Being an activity-filled event that's gaining popularity all over the region, allocation is
recommended to further promote this fair. Many of Guam's attractions of Guam including

culture, shopping, sports and leisure in general are highlighted during the event providing a very
good venue to showcase the island. The entourage will include Mr. Pepito Deapera (2007

champion), the ultra marathon champion for 2009, celebrities to participate in the race, media

crew and GVB officers to assist.

Travel Fairs & Consumer Shows $ 17,500.00
Trade fairs and product updates staged by the Philippine Travel Agency Association (PTAA) and other

tourism association/players will serve as an effective means of promoting Guam to potential travelers.

The budget will also cover the booth design, d6cor, the higher cost of rental and material production.

A. SM City Nationwide Holiday Promotion $5,000.00
Held throughout the high-traffic month of December, the plan will be for GVB to install

information booths and partner airlines.

B. PTAA Travel Tour Expo $ 1 2,500
This travel show is held annually in the month of February. GVB jointly participates in the exhiBit

with Continental Micronesia and other partner companies. The expo has proven to be the best

crowd drawer and provides the best Philippine venue to highlight Guam and answer traveler's
queries.

Sales Market Development $ 16'000'00
Develop and strengthen relationships with the travel industry trade and media with meetings or sales

calls on a monthly basis. As well as, implement the following programs to increase Guam awareness to

the public:

A. Holiday Promotional Giveaways $3,000.00
For the production of GVB gift items with brand signature for the agents.

B. Guam Banner Production $1,000.00
Produce Guam image banners for upcoming events.

C. Thanksgiving Party for Media $1,500.00
The get-togitn"r proMdes GVB the opportunity to re-connect and further relations with its

media partners.

D. Makati CBD Poster Ads $4,000.00
To take advantage of the Makati Central Business District's busy flow of people traffic, we

recommend the installation of poster ads (either a wall mural measuring 8.5 feet x 10 feet or 2
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backlight posters measuring 60 inches x 40 inches). The ad materials have been budgeted for 6
months, the required minimum by the space provider.

E. North Face Ultra Marathon $2,000.00
It is recommended that GVB come in as a principal sponsor in this popular annual event among

runners. The previous marathon champion, Mr. Pepito Deapera, won in the Ko'ko' Race held in

2008 and will be brought back to defend his title. His endorsement of the Guam marathon event
is expected to draw in more participation from the Philippines.

F. SMS Text Blast Program $4,000.00
For wider and more efficient reach to our targeted markets, we recommend the implementation
of text broadcasts. Over the years, GVB Philippines has in its database the mobile numbers of
travel agents, media and potential travelers that can be utilized for this purpose. With this
program, all of Guam's events, announcements and releases can be sent more affordably versus

the costly alternative of tri-media placements/releases.

G. American Chamber of Commerce $500.00
Annual membership fee

Marketing Representation Fee $48,000.00
The Marketing Representation contract ensures that marketing programs and plans are conceptualized

and implemented in a consistent, smooth and continuous manner. The scheme optimizes the agency's

contacts with the media, suppliers and tourism players.

In order to counter-act similar voluminous, frequent and high profile campaigns of regional (other

countries) as well as domestic (within the Philippines) competition, an effective PR strategy is vital to
the success of the coordinated campaign. ..,-,n

Objectives
The main aim of public relation activities will be targeted two-fold: the media industry and equally

important would be the travel/tourism industry. Taking advantage of the familiar relations with media

personnel hailing from broadsheets, magazines and television channels, re-enforcement of this

relationship is critical as they provide the fastest and broadest reach to our targeted segments.

Maintaining and enhancing relations with members of the travel/tourism players is just as important as

they serve as the real front-liners and often times serve as travel advisers given that they are the ones

in direct contact with the travelers.

Strategy
By nurturing these relationships with media and tourism partners, we would be able to take advantage

of their clout and reach as well as ensuring the positive brand image of the island.

Solution
Programs meant to instill loyalty and good faith with our media and tourism "friends" would be

familiarization tours, product sponsorship of industry events and distribution of promotional items

during the holidays and on special earmarked events.

Information Office/PR Expenses $ 14,000.00
These cover expenses to be incurred from transportation, lodging, printing, car rental, coordination and

representation related to public relations in behalf of Guam. The scope of reach will be extended to
growth areas in the southern part of the Philippines.
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IBBMRDP-II
Decision Package

FY 2010

Guam Visitors Bureau Division/Section: Marketinq

m Title:

Activity'Description:

Responsible for planning, developing, coordinating and implementing local and off-island promotional programs. Activities will

aimed at attracting visitors from the China markets. Programs are embodied in an annual marketing plan that forms the

basis for of funds and dissemination of information of Guam as a world-class destination.

Major Objective(s):

network with key contacts such as the chambers of commerce. To establish Guam's awareness in China and Hong Kong

the expatriates and afiluent Chinese. To liaise more cost-effective joint promotions for increasing awareness of Guam. To

market Guam's educational benefit's being the closest US destination. To aggressively promote the markets of 1) Corporate /
Expatriates; 2) experienced affluent Chinese. To benefit from the new easier visa application procedure. To establish visibility

and presence in the . To benefit from the in the market

rrt-term Goals:
establish Guam's awareness in China with the expatriates and affluent Chinese. To establish visibility and presence in the

market place. To establish and network with key contacts such as the various chambers of commerce. Advertising efforts will be

made with the travel agents to offer them incentive to sell Guam. To aggressively promote Guam in Hong Kong once the

of the SAR passport inclusion to the Guam/CNMlVisa Waiver Program in 2010.

Workload

Workload Indicator:
FY2008 FY 2009

Anticinated Level
FY 2010

Proiected Level

Advertising 3 3 3

Joint Promotion with media partners 2 2 2

Website Develonment/ On line nrom Maintenance I I I
Thade Promotion Media Fam Tours 2 4 4

Guanszhou Event 0 I I
Trade Shows 4 7 7

Beiiins Event 0 I I
Memberships 4 4 4

Research, Product Development I I I
Marketing Represenatative and Public Relations 0 I I
Information Office 0 I I
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IBBMRTA-11
Schedule A - Off-Island Travel

partment/Agency: Guam Visitors Bureau
;ivision: Marketing
Program: China

Purpose / Justification for Travel
China International Travel Mart 2009

The lirgest professional travel show in Asia. GVB will participate with member companies by displaying

our tourism facilities, optional tours, and local culture and history. Annually held alternating between Kunming and Shanghai.

Travel Date: November 09 No. ofTravelers:2 ll

Position Title of Traveler(s) Air tr'are Per diem 2/ Registration Total Cost

Marketing Manager s 2.000.00 $ 1,800.00 $ $ 3,800.00

Marketine Offrcer $ 2"000.00 $ 1,800.00 $ $ 3,800.00

Purpose / Justification for Travel
Guangzhou Intemational Travel Fair 2010

Annual show held in the southern part of China. GVB will participate with member companies by displaying

our tourism facilities, optional tours, and local culture and history.

Iravel Date: March 2010 No. of Travelers: 2 ll

Position Title of Ttaveler(s) Air Fare Per diem 2/ Registration Total Cost

Marketing Manager $ 2,000.00 $ 1.800.00 $ $ 3,800.00

Marketine Officer $ 2,000.00 $ 1,800.00 $ $ 3,800.00

Purpose / Justification for Travel
World Travel Fair 2010

Annual show held in tShanghaio. GVB will participate within the U.S.A. Pavilion which is coordinated by the U.S. Commercial

Services. We will promote guam's tourism facilities, optional tours, and local culture and history.

Iravel Date: April 2010 No. of Travelers: 2 ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

Marketine Manaser $ 2.000.00 $ 1,800.00 $ $ 3,800.00

Marketing Ofiicer $ 2,000.00 $ 1,800.00 $ $ 3,800.00

Purpose / Justification for Travel
China Outbound Travel & Tourism Mart 2010

Ihe only travel and tourism exhibition supported by the Beijing Tourism Administration. GVB will participate with member

gompanies by displaying our tourism facilities, optional tours and local culture and history. This travel mart is entirely

dedicated to the China outbound travel and tourism sector.

lYavel Date: April2010 No. ofTravelers:2 1l

Position Title of Traveler(s) Air Fare Perdiem 2/ Registration Total Cost

Marketing Manager $ 2.000.00 $ 1.s80.00 $ $ 3,580.00

Marketine Offrcer $ 2,000.00 $ 1,580.00 $ $ 3,580.00



Purpose / Justification for Travel
lnternational Forum on China Outbound Tourism 2010

'rnual forum held by the China govemment to address current and future China outbound travel. Issues are addressed in various

-anel discussions. For the 2009 forum. GVB was afforded the opportunitv to soonsor the eala dinner this year.

Iravel Date: April2010 No. ofTravelers:2 ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

3eneral Manaser or Board of Director $ 2.000.00 $ 1,90s.00 $ $ 3,905.00

Vlarketing Manager $ 2,000.00 $ 1,440.00 $ $ 3,440.00

Warketine Officer $ 2.000.00 $ 1,440.00 $ $ 3,440.00

Purpose / Justification for Travel
Beijing International Travel Exhibition
The only travel and tourism exhibition supported by the Beijing Tourism Administration. GVB will participate with
member companies by displaying our tourism facilities, optional tours and local culture and history.

Several travel industry functions and courtesy calls will also be planned and held during this time.

Travel Date: April 2010 No. ofTravelers: 2 ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

Marketing Manager $ 2,000.00 $ 1,580.00 $ $ 3,580.00

Marketins Offrcer $ 2,000.00 $ 1.580.00 $ $ 3,s80.00

1/ Provide justification for multiple travelers attending the same conference / training / etc.
- .$ates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations
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BBMR Form 82A

Department:

FY 2O1O IMPACT STATEMENT

GIIAM VISITORS BTJREATJ

Division/Program: CHINA/HONG KONG

Jhe Guam Visitors Bureau sets objectives to achieve growth in China arrivals in 2010 through
active marketing. The Bureau will implement programs to diversify market segments and market
regions.

Our primary target market for 2010 is the expatriates and the affluent Chinese travelers. These
travelers travel very frequently and a high proportion has proper travel documents.

A cooperative advertising campaign is also being recommended to build specific target market tour
packages. Plans are being developed to work with the travel agents in China to develop special

interest packages and advertising them during a special time period.

Public relations activities will be ongoing and varied throughout the year. Monthly news releases are

developed to continue creating a positive image of Guam through the various media. GVB will be

working closely with all the airlines that have air service to Guam to disseminate monthly press

releases, maintain/develop close contact and good relationship with the media in order to keep

them informed and interested.

Sales and promotion activities are identified to further build the image of Guam to the potential

China traveler. In developing these activities, joint participation is sought from the airlines, and

Bureau members.

Our strategy and plans are as follows:
. To aggressively promote the:

1 ) Expatriates

2) Affluent experienced Chinese traveler

3) Corporate for leisure and MICE

4) Weddings and honeymoon

5) Education market
. To liaise more cost-effective joint promotion opportunities with leading travel agents, foreign

chambers, and expats /local media, agency fam tour, media fam tour, expats' sponsorship

events, airlines, and international expos etc. to maintain Guam awareness under limited
budget constraints

. To increase market share for the affluent experienced Chinese traveler and Expats

Total budget for China/Hong Kong in fiscal year 2010 is $536,690.55.

The highlight of our marketing efforts for FY2010 will be focused on chartered flights from major

and secondary cities in China including Shanghai, Beijing, Guangzhou, and Chengdu. For chartered

flights promotion, we will work closely with leading outbound travel agents in each city, with
specialty in MICE market, to promote group travel.
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In addition, we will continue to work closely with foreign chambers and expats media on joint

promotions and media fam campaign in order to maintain Guam 's visibility in our target audience.

SALES MARKET DEVELOPMENT $452'690.55
We will continue to seek opportunities in the market. We will look into programs such as the

Wedding promotions with the 7.5 million weddings and interest in overseas weddings and

honeymoons, development of travel packages, website campaigns, joint promotions with travel

agents, publications and various Chamber of Commerce

1. American Chamber Activities $20,000
Possible placement of advertisements in American Chamber of Commerce's membership directory,

website and e-newsletter. Renew annual membership in Beijing, Shanghai and Guangzhou, China. As

well as, other events such as Guam product update seminarsn mini trade fairs, etc.

2. Travel Agency FamTour/Media FAM Tour $30,000
For the media, which include magazine editors/senior writers,
television reporters, familiarization tours would be much

advertisement placements.

For the travel/tourism executives - experiencing Guam would

to potential travelers

3. China InternationalTravel Mart (CITM) 2009 $20,000
This is an annual travel show that is held in November and is alternately held in Shanghai and

Kunming.

4.Guangzhou|nternationalTrave|Fair(G|TF)201o$20,000
This show is held annually in the southern city of Guangzhou. We willjoin the U.S. Pavilion and

exhibit as a U.S. destination. This is the most cost effective way to build awareness that Guam is

the closest U.S. destination from China.

5. World Travel Fair 2010 $30,000
The Shanghai MunicipalTourism Administrative Commission and VNU Exhibitions Asia organizes this

annually held fair. WTF 2008 attracted 5,211trade buyers from 59 countries and regions and 512

exhibitors from 62 different countries.

6. lnternational Forum on China Outbound Tourism 2010 $30,000
Annual forum held by the China government to address current and future China outbound travel.

lssues are addresseJ in various panel discussions. GVB has been presented this year with a great

opportunity to showcase itself as the closest US destination from China to top influential Chinese

government officials as well as the Chinese travel agents that sell U.S. packages.

7. China Outbound Travel & Tourism Mart 2010 $40,000
COTTM 2009 will be held at the China World Trade Center in Beijing from April 22-24,2009. This

travel mart is entirely dedicated to the China outbound travel and tourism sector. Anticipate 4,000

trade visitors including 400 Chinese hosted buyers from all over China. Participation in COTTM is an

ideal platform to bring awareness of our destination and operators in China.

8. U.S. Commercial Service Road Show $30,000
This will be the second time that the road show is being coordinated by the U.S. Commercial

Service. The road show covers the cities in east China.

broadsheet columnists/writers and

more cost effective than Paid

better equip them in "selling" Guam

As of 5/21/Og 3:13 PM CHINA MARKETTNG BUDGET FYzOOg



9. Beijing lnternational Travel Exhibition 2010 $20,000
This travel exhibition focuses on the MICE market. ltwill be held in June 2010. The 2008 show

attracted over 320 international exhibitors from 81 countries and 380 domestic exhibitors from 25

Chinese provinces, major cities, as well as, special autonomous regions. lt also attracted over 100

members of the mass media from all over the world to cover the event.

i1 0. Shanghai Expat Show 201 0 $20,000
This show is held in September.

1 1. Airline Charter Support $40,000
The highlight of GVB's marketing efforts for FY 2010 will be focused on more chartered flights

from major cities in China, including Shanghai, Beijing, and Guangzhou. GVB will work closely with

leading outbound travel agents in these cities, with specialty in MICE market, to promote group

travel.

12. Create a GVB China website $65,000
Utilizing the information and some of the web design layout of the GVB Taiwan website, a new or

renewed GVB Chinese website will be developed and maintained by our China/Hong Kong marketing

representative. This budget will cover the initial development and set-up, as well as, the yearly

maintenance fee.

13. Advertising and Marketing Opportunities $87,690.55
This budget will be used towards new and unforeseen opportunities that are presented to the

bureau. Some funds may be used to off set under budgeted projects identified above. As well as,

r programs specific to the Hong Kong market that still need to be reviewed and evaluated for its

effectiveness at this time. This budget will also be used in the production of various Guam

promotional materials.

ADMINISTRATION $84,ooo

1. GVB China/Hong Kong Marketing Representative $60'000
Currently a Request For Proposal (RFP) for marketing representation for Mainland China and Hong

Kong is on hold since September 2008. Should this RFP continue or a new RFP issued the services

to be provided includes and not limited to the following:
- GVB enquiry hotline
- Ongoing media relations
- Joint promotions opportunity sourcing, line up and coordination
- Liaison with leading travel agents
- Market research
- Liaison with various foreign chambers on special piomotions and members'events
- Various marketing Promotions

This budget is based on a $5,000 monthly fee.

?. lnformation Office/PR Expenses $24,000
In addition, out-of-pocket information office expenses have been estimated at $2,000 per month'

This covers expenses such as, a GVB dedicated telephone line, email account, GVB stationary and

business cards, etc.

As of 5/21l0g 3:13 PM CHINA MARKETING BUDGET FYzOO9
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Decision Package
FY 2010

rlepartmenUAgencY: Guam Visitors Bureau Division/Section: Mdrketing

Activity DescriPtion:
This budget will be responsible for planning, developing, coordinating and implementing local and off-island promotional

programs. Activities will be aimed at arnacting visitors from our neighboring Micronesia and maintaining relationships

with the ffavel industy in the pacific/Asia region. Programs are incorporated in an annual marketing plan that forms the

basis for expenditure of funds and dissemination of information on Guam as a world-class destination'

Major Objective(s):
1. To increase arrivals from Australia and Micronesia 10olo over FY2010'

z. To increase awareness of Guam and to encourage the travel trade to develop Guam packages in Micronesia/Australia

3. To entice travel related publications to consider featuring Guam

Short-term Goals:
Educate the travel agents in the selling of Guam as the gateway to Magnificent Micronesia

) Generate interest and excitement of the travel trade to work with GVB to build a Guam interest

Increase awareness of Guamns ability to handle business meetings

Generate more desire from our neighboring islands to visit Guam for business or pleasure

Increase the number of business travelers-who visit attractions, use the facilities and take tours

3.

4.

5.

Workload OutPut

FY2010
Pnojected IevelWorkload Indicator:

FY 2008
Level of Accomplishment

['Y 2009

Anticipated Level

4 J
PATA Micronesia ChaPter Meetings 4

2 2
-PATA Board/Annual General Meetings 2

I I
PATATravel Mart 2010 I

I I
A -io T\i.ra Fvnn /AT]FJa\?OI O 0

I I I
ITB Asia 2010

4r f^,li^ /T-o.rol Tnr{rrsfnr Fqrn Totrrs 4 4

2
aJ 4

Sales Market DeveloPment



Guam Visitors Bureau
Fiscal Year 2010

Budget Digest

IBBMR BD-l]

poti' . TOUrism

,rtlAgency: Guam Visitors Bureau

Dgram: Marketing - Pacific/lVlicronesia/Australia

A B c D E F

AS400

Iccount

Code Appropriation Classification

FY 2008

Expenditures &

Encurnbrances

FY 2009

Authorized

Level

Governor's Request

FY 2010

General

Fund

FY 2010

Federal Match

Fund(s)

FY20t0

Other

Fund 1/

tr'Y 2010

Total Req.

(C+D+E)

TOTAL PERSONNEL SERVICES

TOTAL OPERATIONS

L/ Specify Fund Source



IBBMRTA-rl
Schedule A - Off-Island Travel

Departnrent/Agency: Guam Visitors Bureau

Division: Msrketing
Program: Pacifi c/lVlicronesia/Australia/Eurone

PATA Micronesia Chapter Tii-Annual Meeting - Meetings are held tri md take place throughout the region

Micronesia. The purpose anrd mission of the chapter is to promote havel to the region Since this is an important orgmizatioo,

offices in the region are members of the Micronesia ohapter. Meeting will now be held tri-annual, one will be based on

ITB Asia will have emphasis in targeting the leisure, MICE, and business travel in the Asia region.

and this show is a to brine awareness of Guanr's dive attractions, and services.

1/ Provide justification for multiple travelers attending the same conference / training / etc

2/ Rates must be consistent with fitle 5 GCA, Div.2, Ch,23, $23104 and federel Joint Tfavel Regulatiom

Date: Dec 2009March 2010 & Ausust 2010

Purnose / Justification for Tiavel
PATA Board/Annual General Meetings - PATA International has gone through a restructuring of their firnctions and way

of doing business md now do not have an annual conference held for board and members. Instead they have soheduled

biannual board meetings and a annual general meeting. These take plaoe in April alrd September at two diferent

venues. GVB General Manager is a PATA Board member and serves for a 2-year temr.

Tfavel Date: April and September 2lX)9 No. ofTtavelers: I ll

Position Title of Traveler(s) Air Fare Perdiem 2/ Registration Total Cost

GVB General Manaeer (2 times a vear) $ 800.00 $ 1,000.00 $ 150.00 $ 3J00.00

Marketine Manager (2 times a year) $ 800.00 $ 1.000.00 $ 150.00 $ 1.9s0.00

Purpose / Justilication for Travel

4giaDivejxpo.Heldannually in Singapore. It is the longest and largest running dive exhibition in Asia. Running for 14

years it brings intemational dive companies together to exhibit over 3 days. This show is attended by our neighboring

islands of Micronesia and it would be a good opportunity to market Guam as a hub to Micronesia. Diving is a growing

sDort and this show is a good opportrmity to bring awareness of Guam's dive attractio@
fravel Date: April 2lX)9 No. ofTtavelers: 2 ll

Position Title of Traveler(s) Air Fare Perdiem 2/ Registration Total Cost

Marketine Manaeer $ 1500.00 $ 2.000.00 $ s 3.500.00

Marketine Officer $ 1500.00 $ 2.000.00 $ $ 3,s00.00

No. ofTravelers: 2 ll

Purnose / Justilication for Tfavel

@ and the venue changes location within theAsiaregion. For 2009 the tavel

mart was held in Huangziou, China. For 2010, it will be held in Macau. Two staffmembers will be sent to conduct the

one-on-one meetings with international tavel agents/wholesalers interested to package new fravel destinations

within the Pacific;/Asia region. We also conduct a destination presentation to the media.

fravelDate: September20O9 No.ofTravelers:2 ll

Position Title of Traveler(s) Air tr'are Perdiem 2/ Reeistration Total Cost

Marketing Manager $ 1.500.00 $ 2,322.00 $ 500.00 $ 4322.00

Marketins Officer $ 1,500.00 $ 2.322.00 $ 500.00 $ 4322.00



BBMR964

Schcdule B- Contractual

Unit
Price

Total
Prirc

Funded in FY 20119?

Item Quantitv Yes No

iIA Micronesia Tri-Annual lhaoter Meeetines $670 $ 680.00 X

General $1.38i $ 6.150.00

PATATravel Mart 2010 I $6.35( $ 6.356.00 X
AsiaDive Expo (ADEX) 2010 I $3,04( $ 3.000.00 X
ITB Asia 2010 1 $1,00( $ 1,000.00

Media/Travel Industry Fam Tours 4 $1.25( $ 5,000.00 X
Sales Jvf arket Development $5.00( $ 20.000.00 X
Total Contractual s 42"186.00

Schedule C - Supplies & Materials

Schedule D - Equipment

Schedule E - Miscellaneous
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FY 201O IMPACT STATEMENT

DEPARTMENT : GUAM VISITORS BUREAU

P ROG RAM/D lVl S tO N : PACIFIC/MICRONESIA/AUSTRALIA

The Pacific/Micronesia/Australia budget will aim at marketing opportunities not covered by other

target markets identified by the Guam Visitors Bureau's diversification program. The programs we

are proposing will go after niche markets within the Asia Pacific and Europe region. We believe that
there are untapped growth opportunities that should be developed by the GVB. Most of the

budget requested for the Pacific account is for trade activity and media publicity. We want to stay
in the minds of the travel trade, therefore, developing and maintaining contact through

international trade shows and through creative campaigns going after these specific niche markets.

In addition to trade activity, funding will be allocated to the Sales/Market Development Account for
cooperative ventures with airline partners or industry members who approach GVB with proposals

that will positively influence inbound travel to Guam.

Objective:
1. To increase arrivals from Micronesia and Australia by lOVo over 2010 projected arrivals of

3?,724 for a total visitor arrival of 35,988.

To allow GVB to effectively market Guam internationally, the following line item budgets are

identified for FY2010:

PATA MICRONESIA TRI-ANNUAL CHAPTER MEETINGS $8,000.00

The mission of the Guam Visitors Bureau is to advocate programs and activities that efficiently and

effectively promote Guam and the Micronesia region as destinations of choice.

The Guam Visitors Bureau is one of the original chartered members of the Pacific Asia Travel

Association (pATA) Micronesia Chapter. The Guam Visitors Bureau actively participates in various

chapter functions and attends all PATA Micronesia Chapter meetings. Since the 2009' it was

decided to hold the meetings tri-annually instead of every quarter.

The objectives of the pATA Micronesia Chapter are to contribute to the growth, value and quality

of travel to and within the Pacific-Asia area; To foster a closer working relationship among PATA

members and between all travel industry representatives; To provide forums for the development,

marketing and sales of PATA destinations and tourism products of PATA members; To promote

travel industry professionalism and skill through education and training; To express the unified

voice of the travel industry in local communities and obtain combined action in pursuing national

and local tourism policies within the framework of PATA; and To implement or assist in the conduct

of specific PATA projections.

PACIFIC/MICRONESIA/AUSTRALIA
MARKETING BUDGET FYzO1 O

AS OF May 21, 2009



The PATA Micronesia Chapter shall devote its energies to the fullest extent possible in fulfilling the
objectives of PATA International. The Chapter shall maintain organizational discipline so as to
increase PATA's effectiveness through unity. The Chapter shall conduct its activities according to
the provisions of the Bylaws set by the PATA Chapter. The Chapter shall heed such rules and

regulations as may, from time to time, be set forth by PATA's Board of Directors.

The Guam Visitors Bureau currently has a leadership role in the involvement of all aspects involving
the PATA Micronesia Chapter. Membership meetings are held at least once each quarter of the
calendar year and are hosted by the various island National Tourism and/or State Tourism Offices
throughout Micronesia.

PATA BOARD/ANNUAL GENERAL MEETINGS $ 1 2,000.00

The PATA Board/Annual General Meetings allow the Bureau's management to attend workshops
and seminars that help them develop their industry skills. Networking opportunities are also

available for participants to meet with international trade representatives with the influence to
affect inbound travel to a particular destination. Also available through the meetings are current
studies and trends that affect travel patterns to the Asia Pacific region. These biannual meetings
provide the environment and atmosphere for GVB management to learn of developments and

changes in the market place.

Recently PATA lnternational has allowed chapter members to attend the Annual meetings

therefore, we have identified additional funding to have more participation during the board and

annual meetings.

PATA TRAVEL MART 2O1O $15,000.00

The PATA Travel Mart is a forum, which attracts international buyers and sellers together to
generate travel business to the Asia/Pacific region. Buyers from around the world will attend this

event in search of new and exciting travel products/destinations. Buyers profile comprises of
outbound buyers who represent groups, individuals, corporate & business, incentive, leisure,

adventure, golf, spa & wellness, spiritual and pilgrimages, youth & student, dive tours, cruises,

honeymoon packages; meetings and conventions organizers; exhibition organize.rs; special interest
tour operators and any other organizations or individuals who can influence andlor send significant
travel business to the Pacific/Asia region, to include Guam. GVB expects approximately 500
seller organizations as well as 650 buyer delegates to attend the travel mart. Funds will also cover
the cost of securing exhibition booth space for Guam as a necessary selling tool to conduct
business.

AS|A D|VE EXPO (ADEX) 2O1O $ 1 0,000.00

Asia Dive Expo (ADEX) 2010 an annual dive show held in Singapore. lt is Asia's largest and longest

running dive exhibition. The 2008 showwill run around April 2010. Wewould like to participate in

this show by purchasing one booth space and sending two delegates to man the booth to
distribute Guam dive information and also answer any inquiries asked by visitors to ADEX. We

attended this show a few years ago, however, due to funding we stopped our participation.

GVB will be exhibiting together with other Micronesia NTOs and dive operators.

PACIFI C/M I CRONES IAlAUSTRALIA
MARKETING BUDGET FYzOI O

AS OF May 21, 2009



rTB ASIA 201 0 $8,000.00

The fTB Asia commences 21-23 October 2009 at Suntec Singapore, lnternational
Convention and Exhibition Centre. The three day trade show and convention will focus on

Asian Buyers, and international exhibitors from the travel industry. With the increasing

importance and potential of the MICE and Business Travel sectors in the Asian Markets,
ilTB Asia will have an added interest on these 2 market segments, coupled with ITB Berlin's

stronghold in the Leisure sector, we shall have all 3 components, Leisure, MICE, Business

Travel, present at ITB Asia.

Exhibitors will have the opportunity to state their preferences on which Buyers they wish

to meet with, and similarly for the Buyers on their preferred Exhibiting companies.

Appointments of up to about 600/o may be pre-matched before the show. Focus is placed

on recruiting Buyers from the Asia region. To further enhance the experience at ITB Asia,

all registered companies will be listed on the ITB Asia Virtual Market Place, accessible

through our show site at www.itb-asia.com. lt serves as a medium to help all registered
delegates begin interaction on a virtual platform, even before the show commences.

MEDIA/TRAVEL INDUSTRY FAMILIARIZATION TOURS $5,000.00

The Bureau will conduct media and travel industry familiarization tours to continue to build Guam's

awareness in Asia/Pacific cities. These fam tours will be conducted several times throughout the
year as scheduled with the airlines and wholesalers. Fam tours provide representatives from the
press as well as travel agents with first-hand experience of Guam's tourism industry. For the press,

it will provide them with adequate information to gen€rate articles on Guam; which enhances

Guam's marketing programs at minimal cost. For travel agents, they can be introduced to industry

representatives on Guam, which will allow them to initiate and develop potential business relations.

Also, agents need to know and understand their product in order to recommend or suggest the
destination to their clients (customers).

SALES MARKET DEVELOPMENT $20,000.00

To allow for marketing opportunities that develop in the Pacific/Micronesia/Australia markets,

funds will be set aside that will enable GVB to pursue and develop ad-hoc opportunities with

wholesalers and the airlines. Cooperative programs such as advertising, tour package campaigns,

and other special programs and events are activities that will be considered with this funding

source.

In FY2008, the bureau had joint promotions with the other NTO's within the region and Continental

Airlines to host a Cairn, Australia billboard advertising campaign that was equally diMded among the

NTO's and STO's. lt has been a successful joint promotion within the region and look forward to
more joint promotions in 2010.

, ln addition, the bureau has been actively involved for the past three to four years with the

I Continental Airlines Micronesia Road Show which Guam participates in also as a joint promotion with

PACIFIC/MICRONESIA/AUSTRALIA
MARKETING BUDGET FYzOI O

AS OF May ?1, 2009



the NTO's and STO's to do product updates and share various packages to the travel agents in
selling Guam in Australia.

The sales market development funds will also be utilized to support and new developments within
the region relative to new air carrier routes servicing the Pacific and Australia region. With the
anticipation of the military buildup in conjunction with the bureau's effort in the branding identity
of Guam, the bureau believes there will be many new opportunities set for the Micronesia/Australia

market and funds will be allocated to support new developments in the coming years.

PACIFIC/MICRONES IAlAUSTRALIA
MARKETING BUDGET FYzOl O

4AS OF May 21, ZO09
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PRINTING/PROMOTIONAL - FY2O1O BUDGET REQUEST

INTERNATIONAL MARKETING SALES COLI-ATERAL STJPPORT TOOLS

i
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I
FY2010 Budget Request

Sales Collateral Support Tools
Guam Visitors Bureau

Marketing Department

! lirll

FY201 0
BUDGET

REqUEST

COMMENTS

luam Visitor Information Guide $30,000.00 General consumer/trade introduction information to Guam

festination "Guam" Sticker $15.000.00 Used for consumer, trade shows & Guam product seminars

201 0 Guam Fact Sheets $6,000.0c For oeneral inouiries and mail outs

2010 Sample Guam Tour ltineraries $7,000.00 fravel aoents and media sales support material

i-Brochure-Trade & Consumer $10.000.00 ln-line and downloadable Guam information brochure

2010 International Guam Media Kit Content Materials & Writin $15,000.00 :eature stories. oress releases and other news related content material

Up dated computer software for Collateral Sales Tools $3,000.0c Io keep up with new, compatible and current software applications

Website Maintenance-English language $12.000.0c Standard Enqlish lanquage website maintenance

Collateral development Tools: Digital Camera/Video' laptop

and Supplies(tech storage devices, film images,/footage, &

other supplies $20.222.OO oresentations as well as media suoolies and eouioment

HTM website file sharing & main' Soflwqlg & 4l9bly99 $s,000.0c [o support internal and qlobal communication network

ilectronic upqrades & e-marketing tech programs $20.000.0c i-marketinq on Enqlish website and Computer upqrades

201 0 Guam Branding Poster Series $15,000.0c Used for consumer, trade shows & Guam product seminars

"We are Guam" Promotional Destination DVD $20,000.0( Travel aqents and media sales support material

Maonificent Micronesia Co-op Sales Collaterals $1 1.875.0( Supports reqional marketinq collateral efforts

Guam Brand International Press Kit Folders $7.000.0€ International press kit presentation folder

Guam CDIDVD Sales Kit for Travel Trade Professional $7,000.00 3uam destination reference source for travel trade orofessionals

Official Highway MaP of Guam $15,000.0c :or travel aqents seminars. Media kits and visitors to Guam

Travel Agent/lnt'l Media Give Away $15,000.0c

$234,097.0(

Printing/Proryptional - Int'l Marketing



Government of Guam
Fiscal Year 2010

runction: Destination Management Budget Digest

\gency: Guam Visitors Bureau

'rogr^n3 Guam Culfural Heritage, Sports & Events, Visitor Satisfaction and Special Projects

IBBMRBD.l]

TOTAL PERSONNEL SERVICES

TOTAL OPERATIONS

TOTALAPPROPRIATIONS | $2,373,577 $ol $ol $2,s8rA2e

V Specify Fund Source

DESTINATION MANAGEMENT
FY1O SPECIAL PROJECTS
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Schedule B. Contractual

Schedule C - Supplies & Materials

Unit
Price

'l'otal
Price

Funded in FY 2009?

Item Quantitv Yes No

fumon Lishtins Suoolies $ 25,0oo.oo

lultural Promotional Gifts D 3,000.00

labric - Promotinal Wear $ 10.000.00

lultural Arts - Grants in Aid $ 50,000.00

$

$ 88.000.00

Schedule D - Equipment

Schedule E - Miscellaneous

Unit
Price

Total
Price

Funded in llY 2009?

Item Quantity Yes No

$

(

Schedule F - Capital OutlaY



,-,ep4rtment/Agency: Guam Visitors Bureau

Decision Package
FY 2010

IBBMR DP-U

Cultural Heritage and

Community Outreach
Division/Section:

m Title: Cultural and Comm Outreach

Activity Description:
Responsible for planning and coordinating off-island cultural presentations for promotional programs

and activities aimed at attracting visitors to Guam. Activities are embodied in an annual marketing plan which

forms the basis for expenditure of funds and the dissemination of information of Guam as a tropical resort

destination.
Promote and the revitalization and d of Guam's cultural values and natural h

Major Objective(s):
Continue to support aggressively promoting travel to Guam through cultural presentations to meet with and

satisfy the market's requirements. Create cultural presentations in song and dance, cultural exhibits and

demonstrations that provide a sense of Guam experience.

Launch community programs and communications strategy to engender the community support of Guam's tourism

ind the entire island as an attraction and t their u attributes.

r.' 'o,Je Guam brand imag
r Workload Outnut

Workload Indicator:
FY 2008

Level of Accomplishment
FY 2009

Anticipated Level
FY2010 Projected

Level

Japan Association of Trave 1 I I
Jaoan - Guam Live Presentations 2 2 )

Korea - Weddex Sprinq 201O I I 1

Korea - Weddex Autumn 1 I 1

Korea - Korea World Travel Fair 1 I I
Korea - Guam Live Presentations 2 7 2

Taiwan - International Travel Fair 1 I 1

US - Liberation Festivities 1 I I

Pl - Travel Tour Expo 1 1 I

China - World Travel Fair 1 I I
Dinani Minagof Festival 1 I I
Aqat Mango Festival 1 I I
Ypao Cultural Villaqe - Guma Hiqai 1 I I
Chamorro Language Competition 1 I I
Umatac Discovery Day

n I I

Ypao Chamorro Cultual Villaqe
1
I I 1

Historic lnalahan - Cultural Arts Proc 1 I 1

1 I



[BBMRTA-U
Schedule A - Off-Island Travel

Department/Agency: Guam Visitors Bureau
Division: Cultural Eeritage and Community Outreach/Destination Management

Program: Cultural Presentations - Japan

1/ Providejustification for multiple travden attending the same conlerence / training / etc.

2/ Rates nust be consistentwith Title 5 GCA, Div.2, Ch.23, $23104 and fedsal JointTravel Regulatioas

Puroose / Justification for Travel

Iapan Assoeiation of Travel Agents Congress & World Travel Rair

Guam delegates will attend the Japan Association of Travel Agents Congress and World Travel Fair in Tokyo' Japan.

Miss Guam, Cultural performers, village ambassadors witl present Guams culture in song and dancg and displays

of local events.

lravel Date: Septe.rnber 2010 No. ofTravelers:30 ll

Position Title of Traveleds) AirFare Perdiem 2/ Reqistration Total Cost

Sovernor ofGuam $ s00.00 $ 2,550.00 $ 3,050.00

First Lady ofGuam $ 500.00 $ 2,0rm.00 $ 2.s40.00

Senator - Oversight Choirman for Tourism $ 500.00 $ 2,550.00 $ 3,050.00

trVB Chairman ofthe Board of Directors s 500.00 $ 2.550.00 $ 3.050.00

VB Chaco Chairman $ 500.00 $ 2,040.00 s 2.s40.00

GVB JMC Chairman $ s00.00 $ 2.040.00 $ 2.540.00

IGTAPresident $ 500.00 $ z,lr40.lru $ 2.540.00

General Manaeer $ 500.00 $ 2,550,00 $ 3,0s0.00

Cultural Heritase Offrc€r s 500.00 $ 2.040.00 $ 2.5!10.00

Marketine OIIicen II $ s00.00 $ 2,040,00 $ 2.5!t0.00

Merketins Officer I $ 500.00 $ 2,(M0.00 $ 2,540.00

lommunitv Prosrams Staff $ 500.00 s 2,040.00 $ 2,540.00

Vliss Guam Tourism s 500.00 $ 2,04ll.uo $ 2,540.00

Vliss Guam Universe $ 500.00 $ 2.1x0.00 $ 2,540.t)n

VillageAmbassadorl $ s00.00 $ 2.040.00 $ 2,540.00

Villase Ambassador2 s 500.00 $ 2,040.00 $ 2.s40.00

Villase Ambassador3 $ 500.00 $ 2.040,00 $ 2540,00

Dance Instructor s 500.00 $ 2.040.00 $ 2,540.00

llusicianl s 500.00 $ 2.040.00 $ 2.540.00

tn2 $ 500.00 $ z,olru.uu $ 2.s40.00

l{usician3 $ s00.00 $ 2,040.00 s 2.540,00

Dancerl $ 500.00 s 2,M0.00 $ 2.540.00

Dancre2 $ 500.00 $ 2.0!f0.00 $ 2.540.00

Dancer3 $ 500.00 $ z,a4o.w $ 2.s40.00

Dancer4 $ s{n 00 $ 2.040.00 s 2.s40.00

DancerS $ 500.o0 $ 2.040,00 $ 2.540.00

Dancer6 $ 500.00 s 2.M0.00 $ 2"54{t.00

DancerT $ 500.00 $ 2,0,().00 $ 2,540.00

DancerS $ 500.00 $ 2,040.00 s 2.540,00

Dancer9 $ 500,00 $ 2,040.00 s 2,540.00

Purpose / Justification for Travel

Date: No. ofTravelers: 

- 

ll

Position Title of Traveler(s) Air Fare Perdiem 2/ Recistration Total Cost

$ s $ $

$ $' $ s

Puroose / Justification for Travel

Date: No. ofTravelers: 

- 

ll

Position Title of Traveler(s) Air Fare Perdiem 2/ Resistration Total Cost

$ $ $ $

$ $ $ $
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Schedule A - Off-Island Travel

Department/Agency: Guam Visitors Bureau
Division: Cultural Heritage and Community Outreach/ Destination Management

Program: Cultural Presentations - Korea

1/ Provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations

Purpose / Justification for Travel

WEDDEX SPRING 2010/KGTC - These shows are held twice a year targeting Spring & Autumn honeymoon seasons. GVB

plans to participate in both shows. To demonstrate marketability of Guam as an ideal honeymoon destination, GVB will also

put more effort in supporting travel agents selling Guam honeymoon packages by co-op promotions at these shows,

as well as other wedding fairs. Also, to meet with Korea-Guam Tourism Council (Top 20 KoreanAgent Executives).

No. ofTravelers: 2 1lIravel Date: January 2010

Position Title of Traveler(s) Air tr'are Perdiem 2/ Registration Total Cost

Cultural Ileritase Offi cer $700.00 $1,400.00 $2,100.00

Miss Guam $700.00 $1,400.00 $2.r00.00

Purpose / Justilication for Travel

WEDDEX AUTUMN 200@- These shows are held twice a year targeting Spring & Autumn honeymoon seasons.

GVB plans to participate in both shows. To demonstrate marketability of Guam as an ideal honeymoon destination,

GVB will also put more effort in supporting travel agents selling Guam honeymoon packages by co-op promotions

at these shows. as well as other weddine fairs.

TravelDate: August2010 No. ofTravelers: 2 ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

Miss Guam Tourism $700.00 $1,400.00 $2,100.00

Cultural Ileritase Oflicer $700.00 $1.400.00 $2,100.00

Purpose / Justilication for Travel

KOREA WORLD TRAVEL FAIR 2010 KOTFA) - This is the biggest travel fair in Korea with the participation of

bavel industry-related companies and organizations from over 40 countries all over the world. GVB has been one

of the most active exhibitors since the past ll years. For three consecutive years at the KOTFA, GVB won the BEST

Booth Desien Award from the event organizers.

Iravel Date: June 2010 No. ofTravelers:8 ll

Position Title of Traveler(s) Air Fare Perdiem 2/ Reeistration Total Cost

Cultural Ileritase Officer $700.00 $1,750.00 $2,450.00

Musicianl $700.00 $1"750.00 $2,450.00

Musician2 $700.00 $1,750.00 $2,450.00

DancerL $700.00 $1,750.00 $2,450.00

Dance12 $700.00 $1.7s0.00 $2,450.00

Dancer3 $700.00 $1,750.00 s2.4s0.00

Dancer4 $700.00 $1,750.00 $2,450.00

Dancer5 $700.00 $1.750.00 s2.4s0.00



IBBMRTA-U
Schedule A - Off-Island Travel

Department/Agency: Guam Visitors Bureau
Division: Cultural Heritage and Communify Outreach/ Destination Management
Program: Cultural Presentations - Korea

l/ Provide justihcation for multiple travelers attending the same conference / training / etc.

2i Rates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations

Purpose / Justification for Travel
Guam Live Presentations (GLPs) - GVB is trying to reach the general consumer in Seoul, Busan, Daegu, and Incheon. GVB will
bring entertainers to perform on the stage- GVB will also conduct travel seminars and courtesy visits to contineue to highlight the

importance of Korea's secondary cities to Guam as the Bureau continually seeks to implement regular flights from Busan and a

second airline bv increasins havel demand.

Travel Date: October 2009 and May 2010 No. ofTravelers: 8 ll

Position Title of Traveleds) Air Fare Per diem 2/ Registration Total Cost

Cultural Heritase Officer $700.00 $1.750.00 $2,450.00

Musicianl $700.00 $1.750.00 $2,450.00

Musician2 $700.00 $1,750.00 $2.4s0.00

Dancerl $700.00 $1.750.00 $2.450.00

Dance12 $700.00 $1.750.00 $2.450.00

Dancer3 $700.00 $1,750.00 $2.450.00

Dance14 $700.00 $1,750.00 $2,450.00

Dancer5 $700.00 $1.750.00 $2,450.00

Purnose / Justification for Travel

Travel Date: No. ofTravelers: ll

Position Title of Traveler(s) Air Fare Per Diem 2/ Registration Total Cosl

Puroose / Justification for Travel

Iravel Date: No. ofTravelers: ll

Position Title of Traveler(s) Airfare Perdiem 2/ Resistration Total Cost



Purpose / Justification for Travel

N1B$fATIONAL TRAVEL FAIR 2009 - Annual travel show held in Taipei, Taiwan in October 2008.

It is the largest travel show for Taiwan. GVB participates along with numerous member companies by

displaying our tourism facilities, optional tours, and local culture and history. We are nomrally

also accompanied by a local cultural dance group. Several travel industry functions will also be plarured and held

durine this time.

Travel Date: November'09 No. of Travelers: 9 1l

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

Cultural Heritage Officer 900.00 $ 1,375.00 $2,275.00

Miss Guam 900.00 $ 1,375.00 $2,275.00

Musicianl 900.00 s 1,375.00 $2,275.00

Musician2 900.00 $ 1,375.00 $2,275.90

Dancerl 900.00 $ 1,375.00 $2,275.00

Dance12 900.00 $ 1,375.00 $227s.00

Dance13 900.00 $ 1,375.00 $2,275.00

Dancer4 900.00 $ 1,375.00 $2,275.00

Dancer5 900.00 $ 1,375.00 $2,275.00

IBBMRTA-11
Schedule A - Off-Island Travel

Department/Agency: GuamVisitorsBureau
Division: Cultural Heritage and Community OutreacM)estination Management

Program: Cultural Presentations - Taiwan

1/ Provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div2, Ch.23, $23f04 and federal Joint Travel Regulations

Purpose / Justilication for Travel

Date: No. of Travelers: 

- 

ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

$ s $ $

$ s $ $

Purpose / Justification for Travel

Date: No. of Travelers: 

- 

1'l

Position Title of Traveler(s) AirFare Per diem 2/ Reeistration Total Cost

$ s $ $

$ S $ $



IBBMRTA-U
Schedule A - Off-Island Travel

DenartmentiAgency: Guam Visitors Bureau
,on: Cultural Heritage and Community Outreach/Destination Management

t'rosram: Cultural Presentations - US

Purpose / Justification for Travel

Liberation fe$ivii - Guam representatives will attend the Guam festivities hosted by Congresswoman

Bordallo and attend the ceremony in honor of the Unknown Soldier.

Travel Date: July 2010 No. of Travelers: 3 ll

Position Title of Traveler(s) Air Fare Per diem 2/ Resistration Total Cost

General Manager $ 3.000.00 $ 1,431".25 $ $ 4.431..25

Marketinq OfticerII - US Market s 3.000.00 $ 1,145.00 $ $ 4,t45.00

Miss Guam $ 3.000.00 $ 1,145.00 $ $ 4,145.00

Purpose / Justification for Tlavel

Date: No. of Travelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Reeistration Total Cost

$ $ $ $

$ $ $ $

Purpose / Justilication for TtqY{

Date: No. of Travelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

$ $ $ $

$ $ $ $

:. .ovide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations



IBBMR TA-11

Schedule A - Off-Island Travel

DepartmenUAgency: Guam Visitors Bureau
livision: Cultural Heritage and Community OutreachlDestination Management

.'rogram: Cultural Presentations - Philippines

snowinPhi1ippinesheldattheMegaMallComplexinManilaorganizedbytt
philippine Travel Agents Association. It is the largest and only travel show held in Manila. This year the show was held at I

the Mall of Asia Convention Center SlrD( We jointty exhibited with Continental Airlines. Our booth location is located near

l/ Provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2,Ch.23, $23104 and federal Joint Travel Regulations

Purpose / Justification for Travel

the front of the exhibition hall so we

Travel Date: Februarv 2010 No. ofTbavelers:9 ll

Position Title of Tfaveler(s) Air Fare Per diem 2/ Registration Total Cost

Cultural Heritage Officer $500.00 $ 1,185.00 $1,685.00

Musicianl $s00.00 $ 1,185.00 $1,685.00

Musician2 s500.00 $ 1,185.00 $1,685.00

Dancerl $500.00 $ 1,185.00 $1,685.00

Dance12 $500.00 $ 1,185.00 sl,6E5.oo

Dance13 $s00.00 $ 1,185.00 $1,685.00

Dancer4 $500.00 $ 1,185.00 $1,685.00

Dancer5 s500.00 $ 1,185.00 $1.685.00

Purpose / Justification fgl TflYg!

Travel Date: No. ofTFavelers: 

- 

1l

Position Title of Tiaveler(s) Air Fare Per diem 2/ Resistration Total Cost

$ $ $ $

$ $ $ $

Purpose / Justification for Travel

Travel Date: No. of Travelers: 

- 

ll

Position Title of Tfaveler(s) Air Fare Per diem 2/ Registration Total Cost

$ $ $ $

s $ $ $



[BBMR TA-11

Schedule A - Off-Island Travel

Department/Agency: Guam Visitors Bureau
-fivision: Cultural Heritage and Community Outreach lDestination Management

Program: Cultural Presentations - China

1/ Provide justification for multiple travelers attending the same conference / training / etc.

2/ Rates must be consistent with Title 5 GCA, Div.2,Ch.23, $23104 and federal Joint Travel Regulations

Purpose / Justification for Tfavel

World Travel Fair 2010

Annual show held in Shanghai. GVB will participate within the USAPavilion which is coordinated by the US

Commercial Services. We wilt promote Guam's tourism facilities, optional tours and local culture and history.

Audience will be able to experience out culture thru the cultural presentation by cultural dancers.

Iravel Date: April2010 No. of Travelers: 8 ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

Cultural Heritaee Officer $ 2.000.00 $ 1,800.00 $ $ 3,800.00

Musicianl $ 2,000.00 $ 1,800.00 $ $ 3,800.00

Musician2 $ 2.000.00 $ 1,800.00 $ $ 3,800.00

Dancerl $ 2,000.00 $ 1.800.00 $ $ 3,800.00

Dance12 $ 2,000.00 $ 1,800.00 $ $ 3,800.00

Dance13 $ 2.000.00 $ 1,800.00 $ $ 3,800.00

Dancer4 $ 2,000.00 $ 1"800.00 $ 3,800.00

Dancer5 $ 2.000.00 $ 1,800.00 $ $ 3,800.00

/ Justification for Travel

Date: No. ofThavelers: ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

$ $ $ $

$ $ $ $

Purpose / Justification fotTr?y4

Date: No. ofTravelers: 

- 

ll

Position Title of Traveler(s) Air Fare Per diem 2/ Registration Total Cost

$ $ $ $

$ $ $ $



BBMR Form 82A

FY 2OO9 IMPACT STATEMENT

Cultural Heritaee and Communitv Outreach /I)estination Manasement

Like any locale, Guam's culture plays a significant role in the island's attractiveness as a tourist destination. It is

the Bureau's policy to actively maintain and provide avenues for the continued development and strengthening of

our culture and heritage; in part to ensure that tourism is consistent with the cultural philosophies of our

community.
The Guam Marketing and Public Education Committee is tasked with the responsibility to provide the Bureau's

promotional efforts, both locally and abroad, with a strong representation of Guam's culture; promote and

rupport (or facilitate) the revitalization and display of Guam's heritage, cultural values and natural history.

CULTURAL PRESENTATIONS - Overseas: $257,000.00

In conjunction with the Bureau's overseas marketing promotional events, the Committee provides cultural

entertainment in the form of song and dance as well various traditional craft demonstrations. Our Chamorro

Entertainers and Miss Guams are our most valued marketing assets at these international shows. Their presence

generates free media exposure for our island. While our brochures may describe Guam's unique culture, actually

experiencing it leaves u mo." lasting and better impression. Cultural presentations will be provided at overseas

sp-cial promotional events in Japan, Korea, Taiwan, Philippines, and the United States'

a

a

a

a

o

a

Japan $95,000.00
Korea $65,000.00
Taiwan $20,000.00

us $15,000.00
Philippines $12,000.00
China $50,000.00

Guam,s entertainers, craftspersons and other representatives will expose potential visitors and travel trade

representatives to our uniqui culture, proving to those abroad that our people and heritage are enticing elements

in Guam's role as an attractive destination.

Community Outreach Communications $S0'000'00

Launch various community programs and communications strategy to engender the community support of

Guam,s tourism industry. irogr*r with emphasis on local cultural talent and has the potential to send the right

message to grow interest in perpetuating Guam's culture through song, dance and other art forms. It is necessary

for Guam's residents to be mindful of the need for local human capital development as we strive to sustain and

grow our tourism advantage. The Bureau hopes to assist the Mayors to develop fiesta events in the villages.

PROJECT/DIVISION:

Cultural Promotional Gifts
Fabric - Promotional Wear

$3,000.00
$10,000.00

Cultural Arts - Grants-in-Aid $50'000'00

GVB will continue to fund Chamorro Cultural Arts programs designed to develop our local talent bank and

events such as the Historic Inalahan Foundation's Annual Dinana Minagof Fair and Chamorro Month and

projects that enrich the visitor experience by developing and maintaining a wide array of attractions and special

events that will distinguish Guam as an island of natural beauty with a unique cultural identity.

The Bureau provides Guam's residents with opportunities to strengthen their cultural values through artistic

means. The giants-in-aid program provides financial assistance to those seeking to promote and reinforce Guam's

cultural heritage in the following areas: visual arts, folk arts, performing arts, media arts, culinary and other

cultural and heritage related special events. Total grant amount per project is $5'000'

sls/4-21-09



Community Development - Grants-in-Aid $95'000'00

GVB actively solicift individuals and organizations interested in holding events that conform to a set of criteria

established by GVB. Special emphasis was given to the development of new activities designed to attract visitors

to Guam during an off peak visitor arrival period and to events that offer a unique cultural experience. As a

result, GVB is able to market a full year-round calendar of events and activities that provide a range of

experiences for our visitors and create activities for local residents to participate in and enjoy. Grant projects

include Guam Museum Foundation, Guam Chamber of Commerce Christmas Festival, Guma Higai in Ypao,

Event Support and Sponsorship $44,922'00

GVB supports and piomotes the perpetuation of Guam's heritage, cultural values, and ethnic diversity and

encourages organizations to develop events and activities that showcase these. Events like to Ocean Night

Market and Miss Guam Universe pageant that bring together the island community.

I9bL: $s09J22.00

sls/4-21-09



PROJECT/DIYISION:

BBMR Form 82A

FY 2OO9 IMPACT STATEMENT

Cultural Heritaee and Community Outreach /Destination Management

Community Support and Branding $415,007.00

By the start of FY09 the Bureau's branding and community outreach program was in full stride. This is an

important strategic initiative upon which the long-term viability of tourism (and the $1.2 billion in annual

revenues generated) depends.

Guam's past success centered on a nearby beach resort destination theme. And while this image was a strength

of the past when Japan and Korea outbound travel were growing dramatically, competition was less severe, and

the island basked in close proximity, the international travel and tourism market of today has changed just as

dramatically, and Guam now suffers from a weak brand image in dire need of change.

Guam can no longer draw on the strengths of a competitive location and our marketing message of the past.

Guam must now 'oeafll" this business and retool its marketing message to draw on differentiating attributes from

many other destinations. Achieving these two objectives require total community involvement. And it entails

community consensus on our brand image and an aggressive community outreach program aimed at brand

building, stakeholder-by-stakeholder, resident-by-resident, and village-by-village. For it is the combined mosaic,

of all that is Guam. that will differentiate us from other destinations, and for which this major undertaking can no..

longer be ignored. Because it is the long-term sustainability of an industry generating $1.2 billion each year to

the local economy that is at stake.

1. Japan
Guam's market share is under severe pressure and eroding progressively each year from flattened "no growth"

outbound numbers and heightened competition by regional and long haul destinations attracting the large and

growing senior market. This is significant geven the country's aging demographics and fewer young travelers'

o Activities planned to perpetuate and execute GVB's cultural mission:
o Japan Association of Travel Agents Congress & World Travel Fair
o Guam Ambassador atLarge Caravans

2. Korea
Explosive outbound growth has not benefited Guam because of the structural imbalance created by single air

carrier service (limited seats and inferior departure schedules), room inventory blocks in peak season, and our

uncompetitive posture within distribution channels.
o Activities planned to perpetuate and execute GVB's cultural mission:

o Weddex Spring 2010
o Weddex Autumn 2009
o Korea World Travel Fair 2010
o Guam Live Presentations in Seoul, Busan, Daegu

3. Emerging Markets
This is our bright spot for growth, but typically under funded because of the priority assigned to our two

largest markets, Japan and Korea, from where 80Vo and l\Vo of. total island arrivals; respectively, are derived.

o Activities planned to perpetuate and execute GVB's cultural mission:

o International Travel Fair, Taipei, Taiwan
o Travel Tour ExPo, PhiliPPines
o LiberationFestivities

4. Local Outreach programs and activities

sls/4-2 l -09



o
o
o
o

Developing Local Talent
Guam Micronesia Island Fair
Tourism Education Council programs

Village Festivals
Sporting Events

sls/4-21-09



Department/Agency: Guam Visitors Bureau

Decision Package
FY 2010

Division/Section:

IBBMRDP-rl

Sports and Events
Marketing

- -ctivity Description:

To enrich the visitor experience by developing and maintaining a wide array of attractions and special events that will distinguish Guam

as an island of natural beauty with a unique cultural identity, that is safe to visit, and abundant with friendly people and varied activities.

Title: Guam

Major Objective(s):
promote and support (or facilitate) the revitalization and display of Guam's heritage, cultural values and natural history; Facilitate and

support destination facility and recreational improvements throughout the island; Promote and (or) orgatizn community events,

and programs that attract community and visitor participation and enrich visitors experience tlrough cultural understanding

work with stakeholders and the local community to develop and/or create unique events and sporting activities for residents and

to participated and/or observe.

Workload Output

Workload Indicator:
FY 2008

Level of Accomolishment
FY2009

Anticinated Level
FY 2010

Prniecled Level

Snorls Tourism - Grants 25 20 25

F,vent Soonsorshio on Guam - Overseas 15 l0 l0

GVB Simature Sporting Events J J 2

GVB Sienature Events 3 J 2

Workload Output

Workload Indicator:
FY2OOE

f .ewel of Aecnmnlishmenl
FY 2009

Anticinated Level
FY 2010

Proiecfed f,evel



IBBMRTA-ll
Schedule A - Off-Island Travel

rtment/Agency: Guam Visitors Bureau
lon: Sports and Events Marketing
ram: Guam Sports and Events

Purpose / Justification for Travel

N/A

vel Date: No. of Travelers: 

- 

ll

Position Title of Traveler(s) Air Fare Per diem 2l Resistration Total Cost

$ $ $ $

$ $ $ $

Purpose / Justification for Tlavel

Purpose / Justification for Travel

Date: No. of Ttavelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Reqistration Total Cost

$ s $ $

$ $ $ $

vide justification for multiple travelers attending the same conference / training i etc.

z/ Kates must be consistent with Title 5 GCA, Div.2, Ch.23, $23104 and federal Joint Travel Regulations



BBMR Form 82A

FY 2O1O IMPACT STATEMENT

Destination Manaqement

Sports and Events Marketing

Due to our year round summer weather and location, Guam is in a unique position to

be a central hub for sporting and other events in the region. lt is the Bureau's policy

to actively maintain and provide avenues for the continued development of

attractions that can be used to attract visitors as well as encourage interaction with

the people of Guam.

The Sports and Events Marketing

provide the Bureau's Promotional
worthy of the trip to Guam.

sPoRTs TouRlsM - GRANTS $120'000'00

work with the community and the various sports organizations to develop and/or

enhance sports programs that bring varue and credibility to Guam with such sports

disciplines such as golf, basketball, iable tennis, swimming, softball and baseball'. and ':.

soccer. lt is important for Guam to send the right message that the island is the best'"

venue for sports events due to its year-round warm weather, close proximity to major

Asian markets, warm waters and iriendly people. In Fy200g the following sporting

events received sports grants from the Bureau: Guam Jingle Bell 5K Fun Run & walk'

GHRA Governor,s Tourism cup championships, the Governor's Physical Fitness &

Sports Awards and Smokin'Wheels'

EVENT SPONSORSHIP ON GUAM - OVERSEAS MARKETS$30'OOO'OO

Encourage sports enthusiasts and teams to consider Guam for their training, especially

during the cold Asian winters. Also, work cooperatively with local organizations to

sponsor events that bring visitors to either participate or as spectators' Events like

the Junko Rubber Baseball rournament and the Boy's Football camp on Guam allow

for local tarents and athletes to join others from off-island and interact, further

developing their skills and exposure'

GVB SIGNATURE SPORTING EVENTS $175,000.00
tJvD arlrJl\A I Lrr\r-

GVB endeavors to deverop sporting events with potential for growth and sustainability

ffi.:*;;;;;"r;;; ,;;s. ,; a-sportins destination. our sisnature events, the
rr 

^ - lE r^. .--^aan'F lrarravvllll9 llllPlvvrrtY I

Guam Ko'ko, Road RaCe and the Guam Governor's cup ladies Golf Tournament have

committee is tasked with the responsibility to

efforts with a strong menu of events that are



major international participation potential that help raise the level of skills and

knowledge of the local population to be able to host major events'

Guam Ko'Ko' Road Race $125.000
The Guam Ko'Ko' Road Race is intended to attraci visitors from its core source and

ernerging markets as well as encourage Guam's large running and recreational

,.g*""niof the community. lt is developing into a premier.sporting event and has

become one of the island's signature visitor attractions. The early morning 20 km

road race proceeds along the beautiful, scenic west coast of Guam through residential

villages and the historic capital city of Hagatna.

Guam Governor's Cup Ladies Golf Tournament $40.000
created to establish a long-term goodwill relationship with the Ladies Professional

Golfers Association of Japan, the 2O1O tournament is a strong attraction to promote

Guam as a sports destination. This event not only increases media exposure in Japan

and Korea but also creates various media activities such as editorial team visits and

familiarization tours to stimulate the market toward Guam. This three-day event

consists of a 2 day pro-tournament for JLPGA regular members and senior members

and 1-day for pro-amateur players.

GVB SIGNATURE EVENTS $150,000
I 22"0 Annual Guam Micronesia lsland Fair $140.000 .. -,::'

The Guam Micronesia lsland Fair features the culture, tradition, and heritage of the

Micronesian islands and provides an opportunity for entrepreneurs' manufacturers'

traditional artists, cultural performers, and the national tourism offices of each island

nation to showcase their wares to visitors and Guam residents alike' The Fair is an

exciting spectacle of color, sound, art, dance, and the enticing smell of island cuisine'

The.201o theme is "celebrating our Building Traditions".

Holiday Fireworks $10'000
Each year, tfre Bureau contributes to the annual fireworks display organized by the

Guam Hotel and Restaurant Association. This will coincide with our annual christmas

illumination along San Vitores Road as well as'Governor Carlos Camacho Road and are

a welcome attraction for hotel guests in those particular areas'

TOTAL: $475.000.00

-.. 'a



Decision Package
FY 2010

Division/Section:

IBBMRDP-rl

Destination Management

Department/Agency: Guam Visitors Bureau

Title: Visitor
Activity Description:
To address issues to ensure the safety and satisfaction ofvisitors to our island. Solutions to various issues are addressed througb

cooperative efforts with the Guam Fiotel Restaurant Association, Japan Guam Travel Association, Guam Police Deparfinent Departrnent

Major Objective(s):

To address issues relating to enhancement of safety and visitor satisfaction which ultimately promote a safe, pleasurable and lasting

experience for our visitors.

Short-term Goals:
For FY20l0, continue to address concerns regarding beach safety, tour guides, park safety and cleanliness, etc. Address issues

ing visitor safety and satisfaction through efforts with JGTA, GHRA and other relevant entities.

Workload Output

lVorkload Indicator:
x'Y 2008

Level of Accomolishment
x'Y2009

,A,nticioated Level
FY2010

Proiected Level

Aimnrt Amhnqsdor Proornm I

Iour Guide Certification Progralq 2 2 2

Excellence in Tourism Awards I I
lVelcnme Service 100 150 100

ftrmon Lishts Reoair l 5 f

Workload Output

Workload Indicator:
FY2008

f ,evel of Accomnlishment
FY2009

Anticineted Level
FY2010

Proiected Level



Department:
Division:
Program:

Travel Date:

Travel Date:

Position Title of T

Schedule A - Off-lsland Travel

Guam Visitors Bureau
DESTINATION MANAGEMENT
VISITOR SATISFACTION

Purpose/justifi cation of

No Travel

Purpose/justifi cation of

No. of Travelers

of Travelers

No. of Travelers *

BBMR TA.1

DESTINATION MANAGEMETIT

VISITOR SATISFACTION
FY20t 0

Position Title of T

l

, r ovide justification for more than one traveler to the same conference/training/workshop/etc.

AS OF 5/22/09



BBMR Form 82A

PROJECT:
DIVISION:

FY 2O1O IMPACT STATEMENT

Destination Management
Visitor Satisfaction

EXCELLENCE IN TOURISM AWARDS $ 25,000.00
lmplemented in1992, the EIT program continues to receive favorable participation and

support from the industry. The intent of the program is to recognize outstanding industry

employees and organizations for their outstanding contribution to Guam's tourism. The

categories are: HERO (H.ospitality Employees aBe Qutstanding) supervisory and non-

supervisory employees, and Most Outstanding Project categories awarded to industry,

community organizations or individuals for their outstanding promotional efforts of Guam.

Nominees and winners are highlighted in a video production, souvenir booklet and media

publicity.

WELCOME SERVICE $ 25,000.00
Welcome Service extends the true "Hafa Adai" spirit for airport and cruise ship passengers as

well as for inaugural flights, dignitaries, media and other special groups and events. Services

include shell/flower lei greetings and welcome dances.

$5,OOO for the annual Japan-Guam Tourism Council meeting which will take place on Gua11

JGTC is a council composed of Japanese tour wholesalers who exchange views on issues

affecting the promotion of Guam.

TOUR GUIDE CERTIFICATION PROGRAM $ 32,OOO.OO
pubfic Law Z3-1 36, signed on 02 Jan97, requires certification and training of all tour guides.

Under this law, GVB established guidelines regulating the conduct and operations of tour
companies and their tour guide employees. The Guam Community College conducts the

instructional portion of the program, GVB issues lD badges and is responsible for enforcement.

The most critical component of this successful program is enforcement for which GVB's

contracted tour guide enforcement officer is responsible.

AIRPORT AMBASSADOR PROGRAM $ 25,OOO.OO

To augment, when necessary, the Ambassador Program implemented by GIAA to provide

additional services to passengers at customs and immigration during peak arrival periods.

SUPPLIES TO MAINTAIN TUMON DISTRICT LIGHTING $ 25,OOO.OO

Supplies to purchase / repair lights bulbs / ballasts to keep the Tumon district lighted for the

safety of tourists and the local community.

TOTAL: $132.000.00



Decision Package
FY2010

Division/Section:

IBBMRDP-l]

Destination ManagementDepartmenUAgency: Guam Visitors Bureau

nctivity Description:
Capital improvement projects. Destination enhancrment goals are achieved primarily through maintenance contracts and through proactive

partnerships with various GovGuam agencies as well as industry partners such as the Guam Hotel and RestaurantAssociation and the

Major Objective(s):

To address issues relating to capital improvement projects to ultimately promote a pleasurable and lasting experience for ow visitors.

Short-term Goals:
Continue to enstue maintenance conffacts are fully implemented and continue working with appropriate entities to address issues relevant to

beautification issues.

Workload Outnut

Workload Indicator:
FY2008

f ,evcl nf Acnnmnlishmenf
FY2009

Anticineted Level
FY 2010

Proiected Level

Islandwide Roadway Beautifi cation &
Maintenance 1

Tumon /Hapatna Beach Maintenance I
Tumon Landscapins Maintenance I I
:nntrrct Adminisfration & Insnection Services t I

Flolidav Tllrrmination I

Workload Output

Workload Indicator:
FY 2008

f ,awel nf Acanmnlishmenl
FY2009

Anficinated Level
FY 2010

Proiected Level



IBBMRTA-11
Schedule A - Off-Island Travel

r) rrtment/Agency: Guam Visitors Bureau

^ -sion: Destination Management
Program: Special Projects

Purpose / Justification for Travel
N/A

Travel Date: No. of Travelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Resistration Total Cost

$ $ $ $

$ $ $ $

Purpose / Justification for Tiavel

Purpose / Justification for Travel

Date: No. of Travelers: ll

Position Title of Traveler(s) Air Fare Per diem 2l Registration Total Cost

$ $ $ $

$ $ s $

lvide justification for multiple travelers attending the same conference / training / etc.

z/ r(otes must be consistent with Title 5 GCA, Div.2, Ch.23, S23104 and federal Joint Tlavel Regulations



BBMR Form 82A

FY 2O1O IMPACT STATEMENT

PROJECT: Destination Management
DMSION: Special Projects

1. Island wide Roadway Beautification & Maintenance $277.400.00

In response to exit surveys and input by tourist industry official, the Bureau continues

its efforts to beautify and keep up island roadways. The project scope includes

maintenance of medians and sidewalks at Northern Routes: l, 14,30, 30A, 34,27 ,16,
8 and Southern Routes: I,2,24,4.

Description: Grass cutting on shoulders & medians, edging and removal of debris on

medians and curbs, trimming of hedges and brush overhangs. Center lane road

sweeping at Routes t,14,30, 8, 16, and 4.

2. Tumon & Agafia Beach Cleaningand Maintenance $256,000.00

Beach maintenance from Gun Beach to East Agafla Beach across Citibank.

Maintenance is generally ten feet (10') seaward from water edge to the inland

boundary of thirty-five feet (35') beyond the mean high water mark.

Description:
Tumon Bay: Mechanical Raking @ 2lwk (M&Sa)

Manual Raking @ 2xlwk (W&D
Trash collection: sandy & non-sandy areas @ 4xlwk (M, W, F, Sa)

Underwater areas (cleaning 10' seaward) @ 4xlwk
Cleaning (retaining walls, trees, plants, obstacles w/in beach areas) @ 4xlwk
Trash removal from trash receptacles @ 4xlwk (M, W, Th, Sa)

Trash receptacle maintenance @ Zxlyt
Resetting trash receptacles @ lxlyr

Hagatna Bay: Mechanical Raking @ 2lwk (M&Sa)
Manual Raking @ 2xlwk (Tu&Th)
Trash collection: sandy and non-sandy areas @ 4xlwk (M, Tu, Th, Sa)

Underwater areas (cleaning 10' seaward) @ 4xlwk
Cleaning (retaining walls, trees, plants, obstacles w/in beach areas) @ 4xlwk
Trash removal from trash receptacles @ 5x/wk
Trash receptacle maintenance @ 2xlyt
Resetting trash receptacles @ lxlyt

3. Tumon Landscaping Maintenance $310,100.00

Landscaping and roadside maintenance along San Vitores Boulevard up to the Bishop

Flores Rotunda, including road medians, GVB office, three major intersections leading

to hotel row Westin Resort-Horizon Condo, Marriott Hotel-JFK, and Hilton-Ypao
Road. Includes water bills pertaining to inigation.
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Description: Grass and hedge cutting on shoulders and medians, groundcover
trimming & edging, ffee and shrub pruning, defruiting of coconut frees, fertilizer
applications, soil analysis, mulching, power washing of sidewalks, benches, etc., street

sweeping, maintenance of inigation system and garbage collection.

4. Contract Administration & Inspection Services $106.000.00
Contract administration and inspection services of Tumon & Hagatna Beach Cleaning,
Tumon Landscape Maintenance and Highway Landscape Maintenance Projects.

Description:
Bid/contract document preparation and implementation for projects, liaison with
GovGuam agencies or private entities to address issues related to GVB projects,

monthly status reports, enforcement of all applicable GovGuam and Federal
requirements specifically related to the conduct of the worko review of payment

requests submitted by the Contractor ensuring actual completed work according to
schedule.

5. Holiday Illumination Project $100.000

Each year, the Holiday Illumination offers a beautiful and festive atmosphere for our
tourists and community alike. Colorful Christmas displays are illuminated on Tumon
San Vitores as well as Governor Carlos Camacho Road and are a welcome atfraction
for hotel guests in those particular areas.


