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Traveler Segment Demographics



2022 Traveler Segments by Age Group
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually. %
*No age data included for Long-Distance travelers over the age of 55 for the Long Distance Travelers Under Age 55 category, due to the segment definition. 3 DS



2022 Traveler Segments by Annual Household Income

I 5
3200, 000+ S 7%

— /%
I 9%

5
I e

I 13%
A %

I 1 6% m Total
. m Total Overnight Leisure

I 1 2%
I 1%

I | 1%
550,000-559. 99— 1 0%

3%
$30,000-$49,999 S e 13%

N /%
Under 330,000 s —— 9%

$150,000-$199,999

$125,000-$149,999

$100,000-$124,999
$75,000-$99,999

$60,000-$74,999

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually. 4 @’f/\\

e



2022 Traveler Segments by Presence of Children in the Household

mTotal mTotal Overnight Leisure m Avid Traveler $100K+ = Avid Traveler $150K+ m Long-Distance Under Age 55
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.



2022 Traveler Segments by Gender Identity
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.



2022 Hawai'i Market Share of Leisure Overnight Outbound Travel
from Key Origin Markets

Los Angeles San Francisco SeattleTacoma Chicago New York City
Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually. 7 \§\’//§\
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Traveler Segment
Travel Attitudes & Hawai’i Travel
Motivations



2022 Traveler Segment Attitudes Towards Vacation Travel

| travel as often as possible

| lack a compelling reason to travel on vacation

Taking time off from work for vacation travel is becoming
harder than it used to be

® Long-Distance Under Age 55
Avid Traveler $150K+
® Avid Traveler $100K+

m Total Overnight Leisure

Spending time and money on other aspects of my life
(besides my home) is more important than vacation travel

Spending time and money on my home is more important
than vacation travel

o ) m Total
| do not need to travel because | am satisfied with

activities available locally

| avoid travel because hassles outweigh the benefits

| need at least one vacation trip a year

0

R

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

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually. 9 &\”/,\\\



2022 Total Market Traveler Motivations for Hawai'i Visit YoY

Outdoor activities

lconic destination/attraction

Resort experience

Explore a new place I've never visited before

Visiting friends/family

Rejuvenation/Re-awaken senses

Cultural experiences (e.g., art galleries, museums, history, etc.)
Family-friendly, with activities for children

Bucket list destination

Entertainment scene (e.g., dining, nightlife, music, etc.)
Health and wellness

Family tradition

Diversity of culture among residents

Attend event (e.g., festival, exhibit, wedding, etc.)
Work

None of these

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Total Overnight Leisure Traveler Motivations for Hawai'i Visit

Outdoor activities I 34%
Iconic destination/attraction T 28%
Resort experience N 27%
Explore a new place I've never visited before I 26%
Visiting friends/family I 26%
Rejuvenation/Re-awaken senses I 21%
Cultural experiences (e.g., art galleries, museums, history, etc.) I 18%
Family-friendly, with activities for children I 17%
Bucket list destination I 17%
Entertainment scene (e.g., dining, nightlife, music, etc.) NI 14%
Health and wellness I 12%
Family tradition N 1%
Diversity of culture among residents I 10%
Attend event (e.g., festival, exhibit, wedding, etc.) I 8%
Work s 7%
None of these W 4%

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $100k+ Motivations for Hawai'i Visit

Outdoor activities

lconic destination/attraction

Explore a new place I've never visited before

Resort experience

Visiting friends/family

Rejuvenation/Re-awaken senses

Cultural experiences (e.g., art galleries, museums, history, etc.)
Bucket list destination

Family-friendly, with activities for children
Entertainment scene (e.g., dining, nightlife, music, etc.)
Health and wellness

Family tradition

Diversity of culture among residents

Attend event (e.g., festival, exhibit, wedding, etc.)
Work

None of these

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $150k+ Motivations for Hawai'i Visit

Outdoor activities

lconic destination/attraction

Explore a new place I've never visited before

Resort experience

Visiting friends/family

Rejuvenation/Re-awaken senses

Cultural experiences (e.g., art galleries, museums, history, etc.)
Health and wellness

Entertainment scene (e.g., dining, nightlife, music, etc.)

Bucket list destination

Family-friendly, with activities for children

Family tradition
Attend event (e.g., festival, exhibit, wedding, etc.) 8%
Diversity of culture among residents 5%
Work 3%
None of these 2%

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Long-Distance Traveler Under Age 55 Motivations for Hawai'i Visit

Outdoor activities

Explore a new place I've never visited before

lconic destination/attraction

Visiting friends/family

Resort experience

Cultural experiences (e.g., art galleries, museums, history, etc.)
Rejuvenation/Re-awaken senses

Family-friendly, with activities for children

Bucket list destination

Entertainment scene (e.g., dining, nightlife, music, etc.)
Health and wellness

Family tradition

Diversity of culture among residents

Attend event (e.g., festival, exhibit, wedding, etc.)
Work

None of these
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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Traveler Segment
Future Hawai’i Travel Intentions



Top Origin Markets for Hawai'i Leisure Travel Intentions

Plans to Visit Next 6 Months
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Source: Omnitrak TravelTrak America, CY2022 data

Considering Visit Next 6 Months

Los Angeles | 14.6%
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San Jose
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Modesto
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, survey of 144,000+ U.S. households annually.
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2022 Total Market Hawai'i Travel Intentions, Next 6 Months
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3.1% o o
3.0% 3.0% 299

2.6% 2.6% 259 49
2.3% -

2.1% 2.0% 2.0% 2.0%

1.8% 1.8% 1.8% o
I I I I 1'6% 1i I I
January  February March April May June July August  September

Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $100k+ Hawai'i Travel Intentions, Next 6 Months

® Planning to Visit Next 6 Months
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $150k+ Hawai'i Travel Intentions, Next 6 Months
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Long-Distance Traveler Under Age 55 Hawai'i Travel Intentions, Next 6 Months
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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Traveler Segment
Advance Decision Windows for

.’.

Visiting Hawai’i



2022 Total Market Advance Decision Window to Visit Hawai'i
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2022 Total Advance Decision Window to Visit Hawai'i by Quarter

mQ1 mQ2 mQ3 Q4
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually. §\’f/\
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2022 Total Overnight Leisure Traveler Advance Decision Window to Visit Hawai
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $100k+ Advance Decision Window to Visit Hawai'i
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Avid Traveler $150k+ Advance Decision Window to Visit Hawai'i
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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2022 Long-Distance Traveler Under Age 55 Advance Decision Window to Visit Hawai
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Source: Omnitrak TravelTrak America, CY2022 data, survey of 144,000+ U.S. households annually.
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TravelTrak America Syndicated Research

TravelTrak America is a comprehensive national travel study of U.S. households focusing on domestic travel. The syndicated
study collects general information on travelers (e.g., demographics, perceptions, travel intent) and detailed information about
past-month travel.

Methodology:

Omnitrak sources survey respondents from a single managed
panel provider to administer the monthly TravelTrak America
survey to a nationally representative sample of U.S. households.

Each month a variety of general information (e.g.,
demographics, perceptions, travel intent, etc.) is collected from
more than 144,000 U.S. households. Within this research,
“Travelers” are defined as having taken one or more trip(s) more
than 50 miles from home (each-way, excluding commuters)
during the past 12 months.
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